
How Electronic 
Arts Used Employee 
Advocacy To Ignite 
Corporate Culture CASE STUDY

With over 8500 employees across 30 locations and in 6 
different languages, creating a unified global corporate 
culture was no easy feat. 



OVERVIEW // 5 STEPS

When Andrew Wilson took the helm as CEO of Electronic Arts in 2013, he set out to focus the organization on three core strategic 
priorities: putting the player first, focusing on digital transformation in all areas of the business, and working together as one team. 
With 8,500 employees spread across 54+ locations in six different languages, the videogame company was segmented with many 
different internal cultures that didn’t always collaborate.
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During this period, Jenn Ribeiro, the Global Employer Brand Manager, was considering how she 
could develop a community-building program that would help the company’s talent acquisition 
team connect with talent on a global level. “We were looking to build a broader Talent 
Acquisition community,” she said, “To connect our Recruiters with prospective talent on a more 
personal level.”

Jenn learned that her colleague, Sandy Goldberg, a Sr. Manager in Corporate Communications, 
was facing a similar challenge in rebuilding and shaping the external reputation of EA and 
building a stronger internal culture with employees. Working together, the duo quickly 
discovered that they had a similar passion: engage EA’s employees to help tell the story of 
Electronic Arts to the world.

From there, an idea was born. Focusing their efforts on building a new EA employee community, 
Sandy and Jenn decided to start an internal program that would empower employees and 
encourage them to share their EA experiences while becoming a face for the EA brand, EA’s 
player communities, and EA’s talent. 

AN IDEA IS BORN

How To Develop A Corporate Culture 
That Would Transcend Continents

1



Jenn and Sandy both admit executive buy-in was key to 
the success of their initiative. “Early-on we approached our 
leadership team with the proposal,” Jenn said, “We wanted 
to build a program that would touch all parts of the globe, 
uniting all of our teams across studios and locations.” 
Quickly seeing the value of such a program, both marketing 
and talent leadership agreed to the proposal. 

Sandy and Jenn were soon setting up all aspects of the 
program from the technology to the branding. They 
gathered content from their internal newsroom such 
as major product announcements and press releases; 
they sought internal stories related to the world of talent 
acquisition such as careers and professional development; 
and also curated and created new and original content 
from communications such as the corporate blog and other 
company insights. 

They both knew the importance of showcasing all aspects 
of the EA culture in building the program. The program 
launched in 2014 and EA Insiders was born. Within a very 
short time employees from around the globe spoke up 
about the fun they were experiencing with the program. 
They were learning about other studios and teams and 
expanding their view into the company. EA Insiders provided 
them an easy way to share their collective pride about being 
an employee at EA.

A PROGRAM IS LAUNCHED

We wanted to build a 
program that would 

touch all parts of the 
globe, uniting all of our 

teams across studios 
and locations.

LET’S GIVE OUR EMPLOYEES A PLATFORM TO BECOME BRAND ADVOCATES

Within a year of growth, it became clear something was missing. Though 
employees enjoyed the program and all it offered, engagement levels were 
beginning to hit a plateau. “Our program had reached critical mass.” Jenn 
elaborated, “An early goal of ours was to build such a rich program that in the 
long-term we would find all of our employees activating into the program. We 
wanted them to connect with one another, and to become thought leaders in 
the social media space and with each other. We wanted EA Insiders to go big, 
and we realized we needed to make some changes for this to happen.”
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After moving to EveryoneSocial the program really began to scale. “Instantly 
we made use of the competitive features like the leaderboard,” Sandy said, 
“We hosted monthly sweepstakes for our advocates encouraging them 
to share news tied to consumer events we were hosting or big product 
announcements. We varied the different behavior we rewarded, sometimes 
employees with the quickest posts or the highest engagement rates would be 
our winners. And because Electronic Arts is no stranger to promotional items, 
we always gave out fun prizes you’d expect to find at a gaming company.” 

For their new advocates who just signed up and began sharing content, 
Electronic Arts sent official certificates and an EA Insiders sticker thanking 
them for joining in and participating. Jenn said, “Sandy and I would walk 
around the halls of our EA offices and see EA Insiders certificates hanging on 
employees’ walls in their cubes or offices. It was gratifying.” 

In addition, the company started an internal blog called “EA Insider Of The 
Month” featuring top advocates who shared why they loved the program and 
what made them so successful with it. Sandy said, “ Our employees loved 
getting to know the other employees at the company, and learning from them 
both personally and professionally.”
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It wasn’t long before Jenn and Sandy were seeing the fruits of their 
labors. Emails started coming in praising the program for it’s ability 
to make the team feel connected to other employees they would 
normally not have met before. “There was a shift in the program,” 
Jenn said, “Where once employees felt like they worked for EA, now 
they felt like they were EA.”

One employee from the Madrid office even wrote in to say that 
ever since joining he felt more connected with the company than 
ever before. What had once felt like a siloed team, now felt like a 
connected movement he was proud to be part of. 

As predicted, the program did more than just boost company 
culture. With employees now communicating with one another on 
a daily basis (both inside the EveryoneSocial app as well as on social 
media) they suddenly had much to say. They enjoyed posting about 
the company and touting the benefits of working there.

THE RESULTS
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EveryoneSocial provides employee enablement software designed to help employees become powerful 
marketers, sales executives, and recruiters. Learn more at everyonesocial.com or contact us via phone at 
(801) 810-6133 or via email at hello@everyonesocial.com.

With more than 1,000 active users and a reach of almost 1.1 million followers, Electronic Arts 
now receives as many as 6,600 social engagements per month generated by employees. As 
Electronic Arts has successfully navigated connecting with their community of players and 
talent, they have also successfully connected their community of employees. And as Jenn and 
Sandy agree, this is only phase one. 

Phase two will be bigger and better than ever. “There is this sense of contentment with the 
program as it is now,” Jenn says, “But going forward we want to help our employees continue 
to develop their social voices and their personal social brands. This year we’ll be offering social 
media training programs including classes on how to have the best LinkedIn profile, or maximize 
your engagement on Twitter. Educating our employees is the next frontier.”

As Cameron Brain, CEO of EveryoneSocial says, “Encouraging your employees to be active on 
social media benefits both the individual and the corporation they work for. And we have seen 
that work time and time again. When employees are empowered to have a voice on social 
media, they start to be seen as thought leaders. And with that comes a prominence that helps 
the individual in their career and the company in their promotion.”
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