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INSIGHT:  THE WELLBEING ECONOMY

I have always been quite taken by trees. My first job was in the Forestry 
Commission and I enjoyed that. A friend of mine has a giant of a tree outside 
her house. A sequoia no less. In my childhood, I read about them in my 
Children’s Encyclopaedia. They are colossal. And they persevere through all 
the ages. They reach for the sun - never quite getting there - but the by-
product is one of the great beauties of our earth and they help make air. Not a 
bad contribution. 

By the end of the first world war, Britain had cut its tree population to a bare 
few percentage points of the land mass. Industrial revolution and war 
demanded the wood in the immediate, at the expense of the long-term 
wellbeing of the country and indeed at the expense of the potential to have 
timber tomorrow. The Forestry Commission was created to remedy that. That 
was a great wellbeing reform of its time. 

But we didn’t learn our lesson. When North Sea oil was first pumped, we 
knew it was finite. We could have saved its proceeds and invested them for 
generations to come. We could have planted real and metaphorical trees. But 
we chose to burn today and forget tomorrow.

ANDREW WILSON
Founding partner

WORKING WELL

This moment affords us time to think about this sort of thing. One of my 
ongoing conclusions is that the single biggest dilemma of humankind is 
between the long and the short term. We live in the latter and fail the former. 

Climate change and inequality both challenge the fabric of our life, in almost 
equal measure. And the crises they represent reflect our inability to think and 
act for the long term. In pursuing our growth, we end up burning tomorrow. 
This, I believe, is probably our core challenge, the resolving of which will 
determine the legacy of this crisis. 

Take the joint stock company. The average tenure of a chief executive is 
around five years. The average holding of a shareholder is six to nine months. 
With this in mind, how can that CEO ever act with the long term in mind? 

Companies tend to do what they did yesterday, interrupted only by strategic 
reviews (usually cost focused) and M&A activity designed to please those 
shareholders within the lifespan of the chief executive.
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INSIGHT:  THE WELLBEING ECONOMY

ANDREW WILSON
Founding partner

In those words, Kennedy makes a good point. Gross national product 
measures, in essence, profits plus salaries. These are not anything like the 
story of the value or purpose of a country. But having said that, they do rather 
matter. The point is that it is not an ‘either or’ decision. In fact, the point is that 
they will flow more sustainably if we pursue the broader good. 

The lessons of history teach us that if all we pursue is wages and profits then 
we are less likely to steward them well and more likely to miss the bigger 
point. 

Which brings us to the purpose of this briefing: wellbeing. It is an issue that 
will emerge from this crisis near the top of our collective agenda. Around the 
world, finance ministers and chief financial officers alike will need to give it 
their focus. And it is much harder to measure than the monthly flow of 
revenue and cost. But it underpins everything. It’s time for us to count what 
truly counts.

And yet as John Kay points out in his book Obliquity: “The great corporations 
of the modern world were not built by people whose overriding interest was 
wealth, profit, or shareholder value. To paraphrase Mill: their focus was on 
business followed not as a means, but as itself an ideal end. Aiming thus at 
something else, they found profit by the way.” 

Then there are our policymakers and national leaders. In my small corner of 
the world, we have ‘enjoyed’ 10 electoral tests in the last decade. With a vote 
around every corner, how can we expect politicians to act for the next 
generation? 

And what of us? The humble citizen? “And forward though I canna see I 
guess, and fear” as a young Robert Burns put it, with the wisdom of old age. 

The result? We pursue the wrong goals and fail to hit them.   

Part of the answer must be in the pursuit of wellbeing, our own, our country’s, 
and that of our colleagues and our clients. It is mesmerising in its simplicity, 
yet overwhelming in its complexity

Gross national product does not allow for the health of our 
children, the quality of their education or the joy of their play. It 
does not include the beauty of our poetry or the strength of our 
marriages, the intelligence of our public debate or the integrity 
of our public officials. It measures neither our wit nor our 
courage, neither our wisdom nor our learning, neither our 
compassion nor our devotion to our country, it measures 
everything in short, except that which makes life worthwhile”. 

Robert Kennedy

“
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No society can surely be flourishing and happy, of which the far greater part of the 
members are poor and miserable. What can be added to the happiness of a man 
who is in health, out of debt and has a clear conscience?” 

Adam Smith, An Inquiry into the Nature and Causes of the Wealth of Nations, 1776“
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WELLBEING FIRST PRINCIPLES AND THE WORK ENVIRONMENT

Health and wellbeing is the third UN Sustainable Development Goal. It is 
vital for our contribution to the economy, to our families, communities, to 
our own happiness as well as that of those around us and, ultimately, for 
our lives.   

Thankfully companies are beginning to recognise the innate value in 
investing in the long-term wellbeing of their people – both in increasing 
productivity and the bottom line, and in creating a positive culture ripe 
with learning, creativity and innovation.  

‘Chief happiness officer’ is a term that surfaced in 2017. It was created 
following an extensive study of employee engagement and experiences 
around the world. A range of global surveys support the term, including a  
Jones Lang Lasalle report which found 87% of people wanted such a 
position in the workplace. 

Wellbeing already has a formal presence in most organisations, but it 
mostly remains focused on the short-term reduction of risks, including 
absenteeism and sickness. Throw staff a bean bag and a table tennis table 
and companies suddenly expect to have a fulfilled and happy workforce. 

But, if a more progressive definition of health already exists beyond the 
absence of sickness, why is the management of health and wellbeing in 
enterprise so often surface level, short-term and lacklustre?  

It may be because the narrow, risk-focused view is easier to measure. Days 
off sick may fit nicely into a spreadsheet, but they don’t provide the full 
picture, especially now that many of us won’t have a physical workplace 
for many months – if ever again. 

With this in mind, does this crisis create an opportunity for realignment, to 
reflect a more dynamic and integrated approach to the link between 
economic success, and personal and professional wellbeing? If so, as 
businesses what exactly should we be offering, encouraging and 
measuring today? 

What was already a greater consensus around the importance of taking a 
holistic approach to people management and taking care of people in a 
more personalised way has been accelerated during the pandemic.
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Wellbeing, put simply, is ‘how we are doing’ as 
individuals, communities, and as a nation.” 

UK definition, Office for National Statistics“

WORKING WELL

https://www.jll-mena.com/en/trends-and-insights/workplace/meet-new-chief-happiness-officer


We understand that wellbeing relates to our environment, our 
communities, our connectedness and our social and financial capital. But 
what are the critical few behaviours of wellbeing at work that businesses 
can and should be focused on?  

According to Telefonica’s highly respected corporate university, 
Universitas, there are four key elements which most impact our 
performance at work 

We will talk more about these themes as we explore how to manage the 
‘wellbeing emergency’ in the present, and into the future.

PHYSICAL ACTIVITY
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WELLBEING FIRST PRINCIPLES 
AND THE WORK ENVIRONMENT
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SLEEP

MINDFULNESS 
(understood as a meditation practice)

NUTRITION

WORKING WELL

https://universitas.telefonica.com/en/
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STATS CHECK
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When compared with employees who slept eight hours 
per night, a large study by the American Journal of 
Health Promotion found that employees who slept five 
or less hours per night missed an average of 1.5 times 
more days of work and had 1.9 times more productivity 
loss.

38%
Percentage of people with poor 
nutrition that have high stress 
compared with 19% of people with 
good nutrition (Source: Vielife).

Effect of mindfulness training on employee wellbeing

Source: Jansenn, M. et al (2018) ‘Effects of mindfulness-based stress reduction on 
employees’ mental health: A systematic review’, PLoS One, 24:13.

£6.6bn
The amount of money UK businesses 
could gain in direct productivity with 
higher levels of physical activity among 
employees (Source: PJM Economics)

WORKING WELL

https://www.ncbi.nlm.nih.gov/pubmed/28823195
https://www.ncbi.nlm.nih.gov/pubmed/28823195
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MANAGING THE WELLBEING EMERGENCY NOW

We are at the beginning of a long journey, heading for somewhere new, 
but as yet undefined.  

As businesses we ran full speed into our locked down lives and, at first, we 
sought out life rafts, just to keep us afloat. Relentless video conferencing 
via Zoom and Teams patched over the cracks and punctures, and we 
wrestled on trying to keep our day-to-day as consistent with normality as 
possible. 

Now we have realised that we don’t want to live the rest of our lives on a 
life raft. In fact, we need to build a better boat, one that doesn’t require us 
to relentlessly paddle for our lives, leaving all the good things we knew 
about our working lives floating out to sea.  

This crisis has merged our personal and working lives and the idea of a 
‘work-life balance’ now seems altogether quaint. And as business leaders, 
we had to relinquish at least some of the “illusion of control”. 

The corporate edifice has been removed and there is much to celebrate in 
that loss of formality, perhaps. Opportunities to redesign the working day, 
the working week, performance management, benefits and recruitment 
are on the horizon, but we still don’t know our destination or who is 
winning and losing what, where.

For some, working from home will feel like a great loss. It represents loss 
of process, of the possibility to demonstrate work well done and have that 
recognised, of the opportunity to celebrate success, friendships and 
support and a loss of skills that were once prized and are no longer valued.  

Clearly, this will impact wellbeing and have an effect on productivity in 
some way unless we are able to intervene quickly to create new structures 
and supports and measures for our key wellbeing behaviours.

 10WORKING WELL

https://www.youtube.com/watch?v=xMxdYYkn-dc
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KEY INTERVENTIONS
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Create opportunities for employees to engage with and exercise 
agency around the four key wellbeing behaviours described 
above: sleep, nutrition, mindfulness and physical activity.

WHY? 

Health of employees should be a priority for all businesses as 
the Covid-19 pandemic continues and new employee health 
issues emerge that are as yet not clearly understood. 

OUTCOME 

Employees feel safe, respected and understood when returning 
to the workplace or continuing to work at home.

1 .  REINFORCE AND RECALIBRATE YOUR COMMITMENT TO HEALTH AND WELLBEING WITH EMPLOYEES 

Perks parents will love 
Sleep. “I’m moving this deadline back 24 hours so you 
don’t need to stay up late tonight.” 
Screens. “Would an extra iPad or laptop on loan help 
your family this month, so you always have your 
laptop for work?” 
More sleep. “Why don’t you take a break this 
afternoon. I’ll hold down the fort.” 
Dinner. “Here’s a voucher for x, y, z takeaway.” 
Even more sleep. “Why don’t you start a bit later 
tomorrow?” 

Bloomberg

“
WORKING WELL

https://www.bloomberg.com/news/articles/2020-04-22/how-to-manage-parents-working-from-home-during-the-pandemic


Thus: 

• What choices should people have about whether they work 
online or not? 

• What is not online (or digital) yet but should be?
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KEY INTERVENTIONS
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Here is our initial suggestions. 

Can we quantify or describe: 

• What we did online before 

• What we do more of now 

• What we do now that we didn’t do before (and perhaps didn’t 
think we could do until we had to) 

• What works well online 

• What doesn’t work well online (and whether we could make it 
better, or whether that’s just how it is) 

• What the unforeseen impacts and benefits have been  

• Who likes online, who doesn’t like online, and why that is, and 
what if anything we can do about it?

2 .  ASK THE RIGHT QUESTIONS ,  OF YOURSELVES ,  YOUR EMPLOYEES AND YOUR ADVISORS

WORKING WELL



What are people going to want from employers? 

• A sense of being listened to 

• Information that is clear and timely 

• Visible adjustments – symbols matter  

• Willingness to adjust further in light of practical experience 

• Fair treatment – not least between senior people and workers at the 
front line, but also within teams
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KEY INTERVENTIONS
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What are people going to be anxious about? 

• Safe travel 

• Safe workspaces – not just distancing protocols but handwashing 
and PPE 

• Behaviour of colleagues 

• How to access food and drink 

• Staggered work patterns and their impact on other responsibilities 

• What happens to their employment if a partner or child is unwell or 
shielding – can they stay at home with partner/child without losing 
pay? 

• Staggered returns to school, or schools taking only half of pupils for 
classroom work each day and the impact that has on caring 
responsibilities 

• What training and development opportunities will be available to 
support them to adapt? 

• What other support services can they access?

3.  AND DO THE SAME FOR YOUR PEOPLE

WORKING WELL



And then: 

• What will be the attributes (not the skills) of the type of workforce 
you want to have for the future? 

• How will you train, develop, recruit and retain such a workforce?
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KEY INTERVENTIONS
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• How are you going to communicate, particularly if you have a mixed 
economy (home and workplace based) workforce? 

• How are you engaging trade unions, professional bodies, trade 
bodies, and regulators? 

• Reasonable adjustments – is there going to be a new definition of 
reasonable? 

• How can you be fair to all employees? 

• How do you properly understand what employees are thinking, and 
what employees actually need or want?  

• What will happen to employees and to the business if there is a 
disjointed and bumpy return? 

• How will impacts on employee wellbeing emerge and over what 
period of time? How will these impacts manifest themselves and be 
addressed? 

• What kind of skills might employers need that they don’t currently 
have?

4 .  AND FOR YOU AS EMPLOYERS

WORKING WELL
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KEY INTERVENTIONS
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5.  UNDERSTAND AND ARTICULATE 
WELLBEING AS A CONTRIBUTOR TO YOUR 

COMPANY ’S PRODUCTIVITY

Develop or expand on existing wellbeing measurement and 
integrate it with productivity and personal development 
outcomes. 

WHY? 

Because it is going to be the only way we can better 
understand performance and look after our workforces for 
the long term. In turn, this will mean we will be able to recruit 
talent and train new leaders. The more closely aligned you 
can be with productivity the more of a business case you 
have to invest in wellbeing. 

OUTCOME 

Increased understanding throughout the business that your 
happiest employees are likely to be your most productive. 

6 .  RECOMMIT TO YOUR VALUES AND 
EXPLORE THE BEHAVIOURS BEHIND THEM

Every business has likely demonstrated behaviours at this 
time that we want to maintain. Articulate them and build 
behaviours from your existing values across all workstreams 
and business areas. 

We can help with this and all of the other interventions 
described above

WORKING WELL
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INSIGHT:  WHY TRUST MATTERS

PAUL GRAY
Consulting partner

Two of the most important aspects of wellbeing are social connectedness, 
and a sense of agency. In order to have trust in a person or a group or an 
organisation, we generally need some sense of connection. The normal 
modes of our connection have been reduced (and in some cases 
supplanted) in this current crisis. Some time to regrow these will be 
critical. 

Our sense of agency will also have been affected. Others have control of 
where we can go, who we can meet, and how long we can spend doing 
those things. That saps energy both by making us do different and 
sometimes uncomfortable things, and by reducing or removing our 
sources of vitality, particularly if we draw verve from people or places. 

So, giving people back agency over how their work and their workplace 
functions will be key to gaining their trust.

WHY THE ‘HOW ’ MATTERS AS WELL AS THE ‘ WHAT ’  

When you need to scenario plan, or to decide on a course of action, three 
conditions generally exist: purpose, time and safety – and that 
combination tells you what outcomes will look like: 

• Purpose – the degree of clarity about what is required 

• Time – the deadline is known and shared 

• Safety – the extent to which the team feels trusted, in that it has 
permission to think differently and act differently; it requires removing 
any fear of sanction for proposing radical change, raising issues, 
admitting failure, or challenging established norms 

Leadership requires clarity in all three areas. The third element is the 
toughest, especially when some of the means of communication and 
trust-building are diminished by the current restrictions. 

WORKING WELL
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INSIGHT:  WHY TRUST MATTERS

PAUL GRAY
Consulting partner

Approaches such as surveys were not designed for the current context, 
where you need more than a general analysis of how people are feeling. 
You need access to the specifics of their concerns, and to their ideas about 
what would mitigate these. You also need access to their ideas about 
changes and improvements to the way of working, unconstrained by old 
norms or hierarchical considerations. We can help you to frame your 
approach in a way which maximises the prospect of people engaging fully 
and hence improves trust. 

RISKS AND OPPORTUNITIES 

The risk of having any of these factors unresolved is best understood by a 
simple equation: Purpose x Time x Safety = Outcome. It’s easy to see that if 
any of these factors doesn’t exist (in other words, it equals 0) that the 
outcome will also be zero. 

Immediately preceding and after the lockdown, there was a sense that we 
had a clear purpose, a clear sense that it was ok to say the unsayable, so 
everything could happen very fast. Examples include announcements on 
support for business, decisions about workforce including furlough, 
implementation of distancing measures to allow certain key industries to 
carry on or resume operations, and construction of new hospitals taking a 
couple of weeks. That was a situation where high clarity and high safety 
meant that serious time constraints could be overcome, and good 
outcomes delivered.

WORKING WELL
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INSIGHT:  WHY TRUST MATTERS

PAUL GRAY
Consulting partner

In looking ahead, consider other conditions that could apply

Low clarity of purpose 
High safety

Still takes a long time to agree and do something 
because nobody is really clear about what is wanted

High clarity of purpose 
Low safety 
Little or no time constraint

Likely to result in taking a long time to agree and 
do, because nobody wants to challenge the norms

High clarity of purpose 
Low safety 
Little time available

Solution will look very like the status quo because 
there is no implied permission to change

High clarity of purpose 
Low safety 
Very short timescale

Substantial collateral damage because the loudest 
and most assertive will be perceived as the solution 
and the quiet thinkers will be trampled, or pushed 
aside, and eventually excluded

We can help you to use this construct to think about the future, and to 
help thinking about how to preserve the high sense of purpose, high 
safety mode into the future world, even when there is no external crisis to 
force us into behaving that way.  

We can also help you to do this while ensuring that you maintain 
appropriate levels of challenge and scrutiny.

WORKING WELL



 20

PLANNING FOR TOMORROW

We’ve talked a lot about the importance of trust, how it is rooted in being 
connected, feeling agency, control and safety.  

These are complex and intersectional feelings, and many people strive for 
them for their whole careers. For those in management positions, they 
may come more naturally; for junior team members, not so much.  

But getting it right is vital, whatever the hierarchy or politics. Because now 
we are planning for a different future, one where leadership is increasingly 
collective, where employees take control over their own workspace, plan 
their days around their schedules, and ultimately govern themselves – at 
least in person.  

And without trust there is anxiety,  for leaders and workers alike. About 
productivity, meeting targets and keeping everyone happy. And about the 
whispers, what you don’t know, where you stand and who you are. 

Psychological safety and being able to show one’s self 
without fear of negative consequences was identified as the 
single most important dynamic of successful teams. In fact, 
sales teams with high ratings for psychological safety 
actually brought in more revenue.” 

Google Digital Academy

“

WORKING WELL
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PLANNING FOR TOMORROW

BEING CONNECTED 

So – easiest of all – stay connected. This isn’t just about regular meetings 
and performance frameworks. Rigid structures are not conducive to 
expressing weaknesses, vulnerabilities and concerns. Nor are they 
incubators of creativity and challenge.  

We see two primary objectives in connecting with your colleagues. The 
first is keeping them in the know, so that they don’t feel isolated or like an 
outsider. This is basic: tell them what’s going on, be honest and 
empathetic. The second is much more difficult. It is inspiring your team to 
think, giving them the right level of space and input to learn, grow and 
develop insight through shared perspective.  

This kind of connection is not just talking. It is a reciprocal conversation 
and it transcends platforms and professional structures. In practice, this 
translates into being dynamic and having lots of outlets for 
communication with varying groups within the team. We are naturally 
limited by video conferencing, but this should not stop you from holding 
drop-in brainstorm sessions, tea breaks, book clubs, yoga classes, quizzes.  

These different outlets are access points across your business. They will 
generate trust. 

WORKING WELL
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PLANNING FOR TOMORROW

FEELING AGENCY AND CONTROL 

Being away from the office can make people feel removed from decision-
making processes, without control, direction and impact. This was true for 
home-workers before the current crisis, and their insights on and 
experiences of long-term remote working can be valuable now.  

Feeling invisible has a detrimental impact on wellbeing, to the extent that 
it becomes dehumanising, detaching people from their sense of self and 
eroding their trust in those around them.  

At the same time, our offices are now increasingly in our homes, some of 
which simply do not have the space for an entirely separate workspace. 
The conflation of personal and professional life means that work doesn’t 
stop at five o’clock; the anxiety of feeling out of control seeps and weaves 
its way throughout our lives.  

There is no better way to generate agency – and, consequently, trust – 
than in sharing power. Having increased control, input and creative 
freedom will counter the feeling of stagnation many may feel now and 
into the future. Delegating decisions not only creates a broader 
accountability base within the business, but it also makes those decisions 
more effective as they are decided by the people closest to their impacts.  

This will also liberate leaders, giving them the space to think, breathe and 
reflect.  

To move towards a wellbeing economy, you 
need to give up power.” 

Erinch Sahan, chief executive at World Fair 
Trade Organisation“

WORKING WELL
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PLANNING FOR TOMORROW

FEELING SAFE 

It is likely that you have already gone through or are 
in the process of deliberating on a package of 
redundancies, furloughs, or cutbacks. Employees 
may be feeling unsafe professionally and 
economically.  

But they may also be feeling unsafe about their 
health – not just because of the threat of 
coronavirus, but also because they may have been 
unable to access more routine healthcare or have 
struggled with the mental impacts of being 
trapped inside, without agency or control.  

It is really difficult to make people feel safe, 
especially from a distance.

However, there are simple things you can do:

Be honest – communicate redundancies directly to affected 
employees before making public statements, let people know 
about the state of the business and whether further cutbacks are 
on the cards in the future 

Offer outlets for communication – be it creativity or concern, your 
employees need a space to trust you, share and listen 

Prepare your workplace – for distancing, increased sanitation, 
greater provisions for bicycles and alternative methods of 
commuting 

Give colleagues the agency and power to decide what they are 
comfortable with – greater flexibility, increased working from 
home 

Listen to concerns and provide a forum for sharing them - 
operating effectively in the post-Coronavirus world will require a 
high level of consent between businesses and their workers 

When we don’t experience trust, as when we don’t 
experience safety, we shut down, protect and hide our 
vulnerability.” 

Marcos Leite, chief operating officer at OLX Brasil“

 23WORKING WELL
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COMING BACK OR CARRYING ON

Those who are coming back from furlough or who are working harder 
than ever while managing increased home pressures need to see a 
radical rethink in terms of benefits and wellbeing packages as well as 
interim measures to stave off ‘burnout’.  

This may include: 

• a radical rethinking of flexible working hours,  

• the provision of private home-based childcare,  

• self-guided courses around wellbeing and health such as those 
provided by Thrive.com,  

• confidential access to counsellors across specialisms including 
addiction, grief and couples counselling, 

• guided access to teachers in yoga, meditation and other mindfulness 
practices, 

• the provision of private cleaning services, 

• the provision of online fitness training.

 24WORKING WELL

https://www.bloomberg.com/news/articles/2020-04-22/how-to-manage-parents-working-from-home-during-the-pandemic
https://www.bloomberg.com/news/articles/2020-04-22/how-to-manage-parents-working-from-home-during-the-pandemic
https://www.theguardian.com/commentisfree/2020/may/04/coronavirus-is-giving-us-a-glimpse-of-the-future-of-work-and-its-a-nightmare
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Nothing is more expensive than a lost 
opportunity.” 

Jackson Brown Jr.“

WHAT HAPPENS IF  YOU 
DON’ T DO IT?

The fact that “generation burnout” has crept into column pages, 
discussion among HR and leadership teams, or even around the real or 
metaphorical office water cooler, shows that the problems associated 
with poor wellbeing are becoming endemic.  

The World Health Organisation recently labelled stress the “health 
epidemic of the 21st century”, highlighting that our approach to the risks 
and opportunities associated with wellbeing must be calculated in years 
and decades, rather than months and days. 

The word ‘generation' itself demonstrates the sheer scale of the damage 
wrought by an unbalanced work culture and, as organisations, we are 
poised to pay the price of yesterday’s failings today and tomorrow. 

Those costs go beyond the financial. They are also about your connection 
with the communities your organisation supports, and how they view 
your reputation in turn; how you are able to find and retain the workforce 
and leaders of tomorrow; and how you generate the creativity that 
matches up to the challenges of 2020 and beyond.  

Much like today’s health crisis, those costs are exponential; the longer they 
go on, the harder and expensive they are to correct.

WORKING WELL
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WHAT HAPPENS IF  YOU DON’ T DO IT?

FINANCIAL 

Poor health and wellbeing affect the bottom line. The financial headlines may be well-rehearsed – and 
certainly aren’t the whole picture – but are worth repeating. According, to the Mental Health Foundation, every 
year an estimated 17 million working days are lost to stress, anxiety and depression, resulting in a £1.6 billion 
collective cost to UK businesses in lost output. Lost productivity is one of the great challenges facing 
developed economies and avoiding lost working days is an important part of the solution, particularly as 
additional fiscal challenges mount. 
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TALENT 

Getting wellbeing right requires courage and ambition, qualities that will set you apart in finding and 
retaining the leaders in tomorrow’s workforce. Those applicants care deeply about the wellbeing package they 
are offered and may choose to go elsewhere if an employer is unable to be competitive in its approach. This is 
particularly true when the prevailing economic climate means there is pressure on traditional incentives like 
salary increases and bonuses.

WORKING WELL
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WHAT HAPPENS IF  YOU DON’ T DO IT?

COMMUNITIES 

Trust and connectedness in wellbeing go beyond the individual and their relationship with an organisation. 
They also matter in the outside world, and how a single person, team or company reinforces the collective 
strength of our social and community network through volunteering and charity work. Losing one thread in 
that patchwork weakens the whole social fabric.
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REPUTATION 

All the world may be our stage, but it is also true that it is our audience. We are judged by the good we are 
seen to deliver for our stakeholders, which now more than ever includes the general public. Research by 
Accenture found that nearly two-thirds of global consumers prefer to purchase products and services from 
companies that have a purpose that reflects their own values and beliefs, and will avoid companies that do 
not. Investing in wellbeing, therefore, sends a powerful message about your values and the sort of service you 
aspire to deliver in the world. In turn, that influences to what extent consumers and institutions choose to 
partner with you.

WORKING WELL
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WHAT HAPPENS IF  YOU DON’ T DO IT?

CREATIVITY 

Creativity and wellbeing are mutually reinforcing. Studies show that 
even a small amount of creative activity every day contributes to our 
wellbeing, which in turn reinforces our capacity for mindfulness and 
the clear, imaginative thinking that it produces. Increased creativity 
is a business necessity in challenging times. The ability to adapt and 
find novel approaches through the creativity and resilience of 
workforces could be the critical difference between success and 
failure in the post-pandemic world.
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