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4 KEY JOURNEYS
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Organisation
Journey

Aligning the health and wellbeing
strategy to engagement and
demonstrated aggregated individual
need
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Team
Journey

Targeted strategy based on
aggregated individual team
member engagement and need
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Individual
Journey

Resources and tools for
employees anywhere, anytime
they can navigate to based on
their individual engagement and
needs
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The definition of workplace
wellbeing has shifted dramatically
over the last decade.






Organisational Wellbeing Curve

PRIMARY : o .
OBJECTIVE Compliance Productivity Engagement Brand equity
>

OUTLOOK Short cycles Annual Mid-term Continuous

Comprehensive Behavioural

PROGRAMMES Multi-pillar

ANALYTICS

Part- time

GOVERNANCE resource




(Targeted monthly content (+ )
(4 ) Facilitate Health Checks)
Programs to improve habits (
( :+> ‘ +) Wellbeing Library )

Masierclasses / wabinars +) We"being Guided workouts and mindfulness videos
C ( Content (+) )

(Gamification for targeted strategy (+ ’ ( == ) Activity Challenges )
’// \:\ ( +) Device syncing and day tracking)
5 / N
Targeted Wellbeing Strategy O — C
( b // A + Email and push notifications )
( Reporting (+'

6) Marketing Packs for internal use)
( 1027001 Security (+ .
+) Forms/surveys ) == ) Events booklngs)

/ [ springjay

Wellbeing
P \ Ecosystem
ul]_uJ \
e N\
0= \
L N — . o Wellbeing Scores)
Wellbeing Wellbeing

Strategy

Tools .
C Customised wellbeing tips (+ ) < +) Wellbeing Check Tool )

( Client asset integration (:-{D \—/ @) Wellbeing Pulse )




Monthly wellbeing strategy & content
keeps things 'fresh’

JANUARY FEBRUARY MARCH APRIL MAY JUNE

FUTURE PROOFING MASTERING MOMENTS HAPPINESS & HEALING ACTIVATE MODE! EFL‘J‘;';"OPSFQESSURE TO FINESSE YOUR FINANCES

F

JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER

SWITCHING GEARS
WINTER RENEWAL NOURISH & NURTURE {INTO DRIVE) LOOKING UP BETTER THAN COFFEE THE FINISHER

0006







Considering the 'WHOLE' BEING

across b key pillars of wellbeing
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PHYSICAL EMOTIONAL SOCIAL CAREER FINANCIAL
Your current state of The state of your How you feel about How satisfied you are in your ~ How satisfied you feel with
physical health: body, mental health like your social present job, including how your current financial
movement, energy, positive emotions and relationships within often you feel positive, situation, including

sleep, nutrition stress levels and outside work engaged and productive managing your finances







Self Medicating -
Energy Cycle
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Wake and Worry
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Understanding Employee Engagement

LEVEL LEVEL
BUBBLE GUM ENTREE
ENGAGEMENT: ENGAGEMENT:
Skim Interact
ACTIONS: ACTIONS:
Reading EDMs and Reading, watching and
Push Notifications completing activities
LEVEL LEVEL LEVEL
DISENGAGED SNACKABLE MAIN MEAL
ENGAGEMENT: ENGAGEMENT: ENGAGEMENT:
Nil Scan Immersive
ACTIONS: ACTIONS:
Clicking through to articles, videos Enrolling in extra programs,
and summary pieces to scan complete WCT and interact

with libraries







If the employee iIs choosing to
engage what 1s the ecosystem
giving back and what value is being
created for the employee?
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Quick Pulse Check

How are you feeling today?
Slide between 1 and 5 to tell us your scores.

Bad Meutral
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Engagement with
wellbeing tools
allows personalisation
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Curated programs are an enabllng
tool for chan ge e em———
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Programs that are self-paced and self-guided
engagement boosting tools help target specific habit or

lifestyle changes through a mix of tips, hacks and 7 Day Beginner
- Meditation
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activities from experts based on employee responses.
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What value will reporting provide to
each of the journeys?



4 Key Measurement Areas

1. Engagement
2. Wellbeing

3. Health

4. Productivity




. 1. Engagement Score: Metrics

/

Total activations
Monthly activations
Synced devices
Email open rates and
click-throughs

Visitor analytics
Visitor demographics
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Top content

Wellbeing Programs

Event attendance

EAP and Coaching Bookings
Forms completed

Activity challenges
Gamification levels
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2. Wellbeing Score: Metrics

@ e How are employees feeling?
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3. Health Score: Wearable Data

(increase in activity/sleep etc),
% flu vacs/skin checks, exec health checks
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4. Productivity Score:

Combining wellbeing data with absenteeism/presenteeism
other surveys and in-house measures



Reporting needs to provide
for both leaders and individuals

VALUE FOR LEADERS

Get engagement data that can be used to
tailor your wellbeing strategy

Get wellbeing pulse data and measure
the efficacy of programs.

Build new programs from your existing
content providers.

Use programs to boost engagement
across teams and organisational units.
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VALUE FOR EMPLOYEES
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Targeted habit or lifestyle changes over a
short period of time.

Programs provide flexibility and allow
on-the-go learning.

Gratification of earning extra points for
completing the programs.

Quick way to provide feedback to the
employer through the wellbeing pulse.
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