





.“.‘

IN THE TIMES\QFE.
UNEXPECTED \
SWANSE W



.
il i I

SHOW HAPPY ISJAN AV




depression

| ,‘ |
// 32%of people inWest%rnworld sufferfrom
| |

A number of uicid‘ea exceedinghumber of

victims of car accidents.

Everysecondperson igquhcitieslike Paris,
 StockholmNew YorKeel lonelyX @

\\/f

e e il g~

|
—
SourceRaortNIK 2018, WHO WorlguicideReport
T  OPreventingsuicide aglobalimperativet published
‘mlzl,' 'WH@ublicationg dinjuriesin Europe: a
callfor publichealthactiore 6 H A MM 0

S

£




N — \fu

-m






MICRO AND MACROECONOMC IMPACT OF FAMILY
with good bondings:
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& Society — Values, Emotional health, Social Competencies,
. Business/Labour Market- Engagement, Energy, Competencies
Economy — Purchase Power
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FOR FAMILY
FOR HUMAN

TheCampaignTwoHoursfor Familyis supportedby United Nations

15th MAYC INTERNATIONAL FAMILY DAY



GlobalSocialCampaigrof
Humaniteslnstitute

FOR HUMAN

In 1993 the UN GeneralAssemblydecidedin a resolution (A/RESA7/237) that May 15th of

every year should be observedas The International Day of Families This day providesan
opportunity to promote awarenes®f issueselatingto familiesandto increasethe knowledge
of the social,economicand demographigrocessesffectingfamilieslike e.g. loneliness

Ourlnstitueinventedin 2011the ¢ ¢ éHBursfor C | Y ACangpaigraroundthis date. Thisyear
due to the coronavirusand the need for global solidarity of human ¢ we have modified the
campaigntowards #TWOHOUR$FORHUMAN- #H4HUMAN Ourintention wasto promote
the ideaof bringing peoplecloserand makethem more awareof what it reallytakesto build
closeand caryingrelationships!The campaignis done through employersin support of good
work-life integration The Employergoining our Campaigrevery year around 15th of May,
inspire their employeesto quality time and awerenesson each other needsin familiesand
work with our co-workers,

So far, in the recent years emplyerswere also graning employeeswith symbolic T\VWO
HOUR®FFto gobeyondeveryday habits.
TheFoundationhasbeenofficiallythankedin 2013by the FirstLadyof Polandfor initiating the
celebrationof the FamilyDay


http://www.un.org/en/ga/search/view_doc.asp?symbol=A/RES/47/237

WHERE WE ARE?

The Campaigstartedin Poland in 2011 budver the timehasevolvedto a
GlobalSocial Movement

Everyyear more companiedrom different countriesare joiningour
Movement

In 20201t was joined by empleyers from 7 other countries

4{5 GLOBAL SOCIAL MOVEMENT - BRINGING PEOPLE CLOSER IN THE ERA OF TECH REVOLUTION
FOR FAMILY www.2hdfamily.com | www.2godzinydlarodziny.pl | #2hdfamily
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HOW DOES IT WORK?
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Everyyearwe inspire
peopleto getcloserto
getto knoweachother
better at homeandat
workaroundonesimple
theme

Thisyear¢ the leading
themeis:

Family Movie Club

15™ MAY 2020 - INTERNATIONAL FAMILY DAY #2h4family
2h4family.com

9th edition theme

FAMILY
MOVIE CLUB

FOR FAMILY
FOR HUMAN



HOW DO WE
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Communicating
BIG IDEA
to the companies!

As the main idea
of the campaign
IS to involve
Employers and
allow them

to inspire their
Peopledirectlyl

FOR HUMAN
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DO IT?
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Inspirations,

ldeas, tools

for companies and
employees how to
refresh and maintain
close relationships
within their families
and at work

Launch of the
Family Game
ASK ME

y

MARCH
APRIL

Open
registration

Assisting companies

in inspiring their
employees for activities
with their families and
inside the company

Assisting Companies
in operational
preparation for granting
symbolic two hours off

Ty

FOR HUMAN
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Execution of
the ideas In
Companies

Wide media
communication (in
Poland all TV stations
hundreds of portals,
socialmedia80 radio
stations, newspapers,

etc)
ows

FOR HUMAN
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ASK MEIntergenerationaFamily Game

A L th&d tobuild relationshipswithout talking, getingto know eachother betterX
A Agamethat engagesall family membersaswell as agroupof friendsat work

A Agamewith questions teachingcuriosity cooperation listening shaping
empathicattitudesandconduciveto intergenerationaintegration

A Game @lready3 editionsof cardg availablein Polishand English

“ASK ME" Cards
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HOW YOU CAN JOIN US?

/g,em) INFORMATION\ BECOME #2H4FAMILY
TO YOUR AMBASSADOR
EMPLOYEES _» and pro.mote the initiative in social media,
v;/;tr: iTnénvitati(j)n to _cc_eleb_rate o fore\e/i/gitnhl;fgrcgizigfez: l;;;onngzény, — EXPERIENCE
y Day and participation 15 MAY

k in competitions. /
ol
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unforgettable moments

with loved ones.
To be closer!

REGISTER
YOUR

v

COMPANY

at www.2h4family.com

SEND INFORMATION
@ how you have celebrated to
Humanites Insitute:
biuro@humanites.pl

ENCOURAGE THE o
MANAGEMENT BOARD, CREATE RITUALS
HR DEpT-, CSR of closeness on a daily

to participate in #2h4family and reduce basis and remember to
working time by 2 hours on May 15 participate in #2h4family
or another day. next year

humanites







THE APPROACH TO CABNPAI

LEVEL 3
HOW TO REVEAL THE o EFFECT ON
CAMPAIGN mS ORGANIZATIONS/SOCIE"
FOR FAMILY
Thecampaigns anelement of the ascreatingvalue Fundamental
organization'snanagemenphilosophy transforminginfluence
andstrategy in the organization on theculture of the organization
LEVEL 2

Thecampaignsa carrierof o

companyvalues cooperationof ‘U/S asanelement of
manydepartmentsoverthe PO Eatt

implementationof campaign organizationatulture

Mediumor largeimpacton
the culture of the
organization

Participationin LEVEL 1

the campaign
anddismiss e | ; : Little impacton the
employees2 l“ﬁ as a ondime operation culture of the

hoursearlieron

FOR FAMILY organization
May 15th.
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BENEFITS FOR ORGANIZATIONS

0% 10% 20% 30% 40% 50% 60% /0% 80%, 90%
)

Positiveimage EmployerBranding 92%
Motivated employees 70%

Stability of employment 69%
Good relationsbetweenteams 3204

Better cooperation 75%

Growth of socialcapital 87%
Attracting talents 85%

SourcefundacjaHumanites interviews with campaign participants Two Hours for Family more than one ye:s
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VALUE FAORDIVIDUAL INTERESTS

SHAREHOLDERS
AND OWNERS




Wellness3.0 ’ Common

value

Work Life

Integration CSR

i OR FAMILY

¥

Employee Employer

Engagement b Branding






EMPLOYER BRANDING

Theemployeechoosesvork not
only by agoodsalary More and
more often basedon nonpay
benefits organizationatulture,
lidershipstyle and on the
executedpurposeof the
companyWhetherthe company
createsvaluefor the society

Joiningour socialmovement
your companyhasa chanceto
showhow it valuesemployees$

families



