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Hi, I’m Christine! 👋🏼
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My Approach
Narrative 
Building differentiated stories grounded in employee voice 

and business strategy

Systems 
Creating scalable content engines, enablement tools, 

and operational frameworks

Audience 
Designing campaigns tailored to technical, early-career, and 
global audiences

Optimization

Using analytics, experimentation, and AI-enabled workflows to 
continuously improve performance
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Refreshing EA’s 

Employer Value 

Proposition
Building an updated employer brand narrative grounded in employee voice, 
company vision, and multi-channel storytelling.
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Overview
Business Need
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How can we position EA as a leader in interactive 
entertainment and attract top talent?
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Execution
Research & Alignment
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Campaign Assets

EVP Hero Video EVP Pillar Video Cutdowns EVP LinkedIn Banners & 
Post Assets

EVP Campaign 5

https://www.linkedin.com/feed/update/urn:li:ugcPost:7244810270781382656/
https://youtu.be/Xm0cSDaBVKA?si=pe4zExV88Q7-EbTk


Staggered Posting Cadence

EVP Campaign
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Reflecting EVP across Brand Channels
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Reinforcing through employee advocacy
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Internal Roll-Out Strategy
EVP Messaging and Assets Reflected 
Across Employee Experience Channels
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Integrated EVP Messaging into 
Recruitment Channels
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Results
EVP Hero Video
Our Hero Video garnered an overwhelmingly positive sentiment 
score with our audience indicating strong emotional resonance 
with our updated EVP.

Video Views Sentiment Score

27K 100
↗ 79.5% above 


15K BM

EVP Pillar Videos
Positive sentiment score, healthy engagement 
and met benchmarks

Avg. Vid Views / 
Post

10.8K
Meeting BM

Sentiment Score

100

CTR

3.9%
Meeting BM

Engagement Rate

5.8%
↗28.9% above 


4.5% BM

CTR

4.7%
Meeting BM

Engagement Rate

4.7%
↗ 4.4% above BM

inkedn and our Careers Site also saw growth in visitors 
o during our campaign period.

EVP Campaign 10



What I’d Do 
Differently

Engagement Rate (per Impression) by Content Type

 for all EA LinkedIn Content
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Intern Campaign
Using data-driven insights and audience-first messaging to build EA’s most 
successful internship marketing campaign
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Content Mix 

Built a content plan that strengthened our brand narrative, fills awareness gaps, and highlights priority talent and 
roles
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Turning Interns into Advocates
Intern inedIn Assets ormer Intern Testimonia Video Current Intern Testimonia Posts

EVP Campaign 5



Annual Impact Report 
Campaign
Highlighting company ESG priorities and progress with our candidate audience
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How can we transform a static Impact Report into a brand-
building moment and storytelling opportunity?

The Challenge
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The Goal
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Cross-functional Overview
My Role 
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Building the Impact Report into a Storytelling Moment
While the annual Impact Report was historically treated as a static document and one-off post, I saw an opportunity to build 
a storytelling moment for our candidate audience. The company’s progress towards ESG goals and mission-aligned 
commitments had untapped value in building brand reputation and attracting candidates who care about social 
responsibility and values alignment.

fterBefore
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Mixed Content Types
I prioritized highlighting key wins in a way that was native to the platform through snackable formats like PDF carousels and 
visual posts. I also integrated EVP themes into the messaging so that the report reinforced our employer brand.

Static ThumbnailPhoto CarouselPDF

Impact Report Campaign 16



Results
By integrating business objectives with our employer brand narratives, the campaign I led outperformed 
industry benchmarks & drove the most traffic to commitments page compared to other CFX channels.

FY25

LinkedIn Metrics

Published Posts Net Sentiment 

Score

Engagement Rate

6 13.5% 85↗ 600% YoY
↗ 13.3% YoY ↗599.1% YoY

Tracking Link Performance

22K
Avg. Impressions / 

Post
Commitments Link 

Clicks

3K
Careers Link Clicks

1K

FY24

Published Posts

1
Impressions

19.8K
Engagement Rate

1.9%
Net Sentiment 


Score

-
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What I’d Do 
Differently
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Impact Report Campaign

Engagement Rate by Content 
Type
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Scaling Employee 
Advocacy
Building a stronger top-of-funnel for our recruiters through a dedicated employee 
advocacy campaign enabled by Sprout Social
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Scaling EA’s LinkedIn employee advocacy program

Scaling the Program & Measuring Success

By integrating our employee advocacy program 
into Sprout Social, I increased the number of stories 
shared, reduced friction for members to share 
stories, and tracked the success of the program.

Overview

ur recruiter employee advocacy program 
strengthened our employer brand narrative and 
epanded candidate topoffunnel pipelines via 
employee LinkedIn netorks.

# of Advocates

60+
Stories Shared

700+Ongoing Brand Narrative Support

Employees are our most effective brand 
advocates. hrough monthly meetings ith 
recruiters, I aligned content pillars and 
recommended messaging ith hiring needs and 
candidate information gaps.

Potential Reach

6.1M

Earned Media 
Value

$128K

Employee Advocacy 5



Structured Content Pillars 
 sared montly content pillars irin culture irin manaer spotlits nesorty company 
stories and recruiter irin assets or memers to sare on teir personal inedn cannels

Employee Advocacy 20



Thank you!

christine@christinexue.com
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