
CHANGING THE CONVERSATION ON
EMPLOYEE WELLNESS.

5 Global Principles to
Creating and Sustaining
a Culture of Health.
AUTHOR AND RESEARCHER
NER ISSA  J .  P ERSAUD



How can we create an
environment where our
employees are better off in their
lifespan because they came to
work for us?''
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Mental health is at an all-time low, and this is very worrying. It is real, it is here,
and the effects will be around for a while. It is not only our responsibility to take
conscious steps to do what we need to ‘disconnect,’ ‘reconnect,’ and ‘breathe’ but
also the responsibility of companies to recognize this as a real threat and
cultivate environments that do not restrict or police but rather, enable healthier
lifestyles as we move through these unsettling times. 

The reality is, companies that have recognized the importance of their employee’s
health are also acutely aware of the link this has on business performance.
 
In researching several companies globally, employee health initiatives that have
proven versatile to make the necessary shifts in sustaining happier, healthier and
more resilient people all had five core principles in common. All of which will be
explored throughout this project in creating and sustaining a culture of health.
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CHANGING THE CONVERSATION ON EMPLOYEE WELLNESS

5  GLOBAL PRINCIPLES TO CREATING AND

SUSTAINING A CULTURE OF HEALTH
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 Global Principle One



 Global Principle One

EMPLOYEES  MUST  KNOW
THEY  HAVE  PERMISS ION TO
CARE  FOR  THEMSELVES .



This is the most critical piece of the puzzle.
Coincidently it is also often overlooked. 

By default, in the pursuit of a wellness
initiative, many assume its receptibility and
forgo on creating the presence around its
acceptance. 

EMPLOYEES  MUST  KNOW THEY  HAVE  PERMISS ION TO  CARE  FOR  THEMSELVES

Global Principle One



EMPLOYEES  MUST  KNOW THEY  HAVE  PERMISS ION TO  CARE  FOR  THEMSELVES

For Johnson and Johnson's employees, having
permission to care for themselves is embedded into the
culture. This has paved the way for much of the company's
‘built-in’ programs to its 130 thousand employees in over
60 countries.

Global Principle One
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The overall health and wellness
philosophy and programs that is
built into how the company
behaves helps their employees to
get through the demands of work
and life by ‘disabling’ the mental
roadblocks that come with cultures
of ‘policing’ and ‘penalties’ and
replaced with visible ‘permission’ to
take care of yourself.

EMPLOYEES  MUST  KNOW THEY  HAVE  PERMISS ION TO  CARE  FOR  THEMSELVES

Global Principle One



When people replace the stigma of ‘being away from the
desk’ OR ‘I’m being watched’ with permission and
autonomy to care for themselves as an accepted way of
being in their space of work, they are more susceptible
to choose healthier options. This greatly influences the
efficacy of a health initiative or program, aiming to
amp-up its wellness into a culture.
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 Global Principle Two

IN IT IAT IVES  CONNECT  
WHEN THEY  MATTER  TO
EMPLOYEES .



There is no real adapting if initiatives fall short to connect with
employees on a fundamental level of what matters to them and how it
can remove the strain and cognitive load from their everyday lives. 

IN IT IAT IVES  CONNECT  WHEN THEY  MATTER  TO  EMPLOYEES

Global Principle Two



IN IT IAT IVES  CONNECT  WHEN THEY  MATTER  TO  EMPLOYEES

Global Principle Two

How might we create an environment where
our employees are better off in their lifespan

because they came to work for us? 

The question becomes:



Google's
Shuttle

Program
TAK ING THE  STRAIN AND

COGNIT IVE  LOAD OUR OF  A
GOOGLER 'S  DAY .

IN IT IAT IVES  CONNECT  WHEN THEY  MATTER  TO  EMPLOYEES

Global Principle Two

Google’s ‘shuttle program is one
such example of removing the
strain and cognitive load from the
start and end of their employee’s
day or as they call – a ‘Googler’s’
day. 
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IN IT IAT IVES  CONNECT  WHEN THEY  MATTER  TO  EMPLOYEES

Global Principle Two

INTERESTS AND APPEALS

DIFFERENT GROUPS OF
EMPLOYEES

SKILLSETS AND NEEDS

STAGES OF LIFE

The company also aligns its movement and recovery programs
around what might influence an employees:



What does leading a full life mean to you?
Not to find a work-life balance but a full life.

IN IT IAT IVES  CONNECT  WHEN THEY  MATTER  TO  EMPLOYEES

Global Principle Two

An inspiring link was made after the question
was asked to a group of Google employees: 



The surprising finding was diet and
exercise, and the things we
traditionally bundle into what
matters in leading full lives were
not the responses received.

Instead, the answers were around:

HAPP INESS

FAMILY  AND FR IENDS

GROWTH

A SENSE  OF  PURPOSE



 Global Principle Three



 Global Principle Three

CHANGE  NEEDS  TO  BE
CHAMPIONED  AND V IS IBLE
FROM THE  TOP



Employee Wellness programs hold more substance
when employees can see their leaders champion the
behaviours, adopt the habits as part of their daily
routine and open the door to discussion.

This goes beyond showing up at spin class, the monthly
health bulletin or the morning juice bar visit. Leaders
need to be okay with getting vulnerable, sharing their
hurdles and having conversations surrounding many of
the topics (anxiety, dealing with stress, grief, illnesses,
financial woes and even nutrition struggles) that isolate
many into a feeling of loneliness, stress and anxiety.

CHANGE  NEEDS  TO  BE  CHAMPIONED  AND V IS IBLE  FROM THE  TOP

Global Principle Three

SEE  CARE

FEEL  CARE



When employees can see their leaders opening the doors to
conversations that show their vulnerability and humanness, they
feel less alone and more inclined to share their story, inspire,
inquire and be their authentic selves.

CHANGE  NEEDS  TO  BE  CHAMPIONED  AND V IS IBLE  FROM THE  TOP

Global Principle Three



CHANGE  NEEDS  TO  BE  CHAMPIONED  AND V IS IBLE  FROM THE  TOP

Buffer, a social media branding company, is an excellent example of this
and holds a strong belief in authenticity and encouraging people to be their
complete selves at work. That means sharing the highs and supporting
people during the lows. 

This attitude is shared by CEO Joel Gascoigne who freely shares the fact that
he has darker days, even tweeting about times he’s been talking to a
therapist as a way to deal with a sense of overwhelming.

Global Principle Three
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Top leadership are igniters to nudging
people that it’s okay to seek help and try

something new. Most of all, making it
known and felt in the culture –we’re here

for you.

CHANGE  NEEDS  TO  BE  CHAMPIONED  AND V IS IBLE  FROM THE  TOP

Global Principle Three



 Global Principle Four



 Global Principle Four

HEALTH  IN IT IAT IVES  NEEDS
TO BE  H IGHLY  V IS IBLE  AND
ACCESS IBLE



HEALTH  IN IT IAT IVES  NEEDS  TO  BE  H IGHLY  V IS IBLE  AND ACCESS IBLE

Companies seeking to optimize their health initiatives need
to understand the basic of prerequisites: employees will
not use or participate in what they cannot get.

Global Principle Four

THINK IT OUT



HEALTH  IN IT IAT IVES  NEEDS  TO  BE  H IGHLY  V IS IBLE  AND ACCESS IBLE

Programs, wellness facilities and hubs that
aim to promote or allow for recharge, mental
reboot and care should not be out of sight,
difficult to reach or require tedious planning
to fit into one’s schedule. 

The brutal truth is: if what is offered isn’t
accessible or flexible, it is not made to
promote ‘employee wellness’ and will
not lead to sustaining the habits for
healthy change.

Global Principle Four



A concept that breaks the barriers of this is ‘Energy Zones.' - a term
used by military community banking, investing and insurance company
USSA. 

They've recognised that not every employee will always reach a
centrally located fitness centre. Instead ‘Energy Zones’ are spread
around the building as an added measure to give employees a
convenient place to step away, relax, gather their thoughts, or get in a
sweat with a selection of fitness equipment available

HEALTH  IN IT IAT IVES  NEEDS  TO  BE  H IGHLY  V IS IBLE  AND ACCESS IBLE

Global Principle Four
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 Global Principle Five



 Global Principle Five

THE  WELLBE ING  MESSAGE
NEEDS  TO  BE  EMBEDDED
INTO THE  PHYS ICAL  BU I LT
AND EVERYDAY  ACT IV IT IES



Companies that are successful at promoting health as
part of their credo are aware that wellbeing messaging
goes into every aspect of the built environment. It isn’t
achieved alone on good intention but by curating the built
environment to encourage and sustain the desired shifts
in behaviour.

This is greatly achieved by helping employees develop a meaningful relationship with
wellness and living healthier lives. It is also not partial to one idea, department or space
but embedded into how things function throughout—nutritional eating advice in
cafeterias, fitness challenges or pop-up workshops inspiring micro-steps into a healthy
lifestyle. 

The wellbeing theme needs to be apparent throughout the company and pulls all the
working parts of ‘health’ into a framework that keeps the messaging clear, concise and
very present to creating and sustaining the culture.

THE  WELLBE ING  MESSAGE  NEEDS  TO  BE  EMBEDDED  INTO  THE  PHYS ICAL  BU I LT  AND EVERYDAY  ACT IV IT IES
Global Principle Five



I am beyond elated about this
project; raising awareness on
mental health and employee
wellness. 

THANK YOU FOR
PARTICIPATING

CONTACT NERISSA
WWW.IGNITETHEHUMANSPARK.COM

https://www.ignitethehumanspark.com/
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