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15th MAYc INTERNATIONAL FAMILY DAY TheCampaignfwoHoursfor Familyis supportedby United Nations



International SocialCampaigrof
Humanitesinstitute

FOR FAMILY

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 demographigrocessesffectingfamilies

Humanitesinstitute inventedin 2011the € ¢ @d®ursfor C | Y ACampaigraroundthis date.

Our intention was to promote the idea of bringing people closer and make them more

aware of what it really takesto build the good relationships!The campaignis done through

employersin support of good work-life integration The Employersjoining our Campaign
everyyeararound 15th of May, inspiretheir employeeso quality time with their familiesand

co-workers, and grant them with symbolicTWWO HOURSOFF!to go beyond every day
habits.

TheCampaigrover the time hasevolvedto a GlobalSocial Movementin Poland In 2017it
wasjoined by employersfrom other countries

Humanitesinstitute hasbeenofficiallythankedin 2013by the FirstLadyof Polandfor initiating
countrywide celebrationof the FamilyDay



THE RANGE OF OUR GLOBAL SOCIAL MOVEMENT
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CAMPAIGN IN NUMBERS

8 15 800 1000000 12.5mn

EDITIONS COUNTRIES EMPLOYERS EMPLOYEES MEDIA RANGE



HOW DOES IT WORK?
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HOW DO WE DO IT?

¥ 4

" 4

¥ 4

JANUARY

Communicating
BIG IDEA
to the companies!

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

to inspire their
Peopledirectly!

I oR FAMILY

¥

4

FABRUARY
MARCH

Inspirations,

Ideas, 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

i FOR FAMILY 7

MARCH
APRIL

S —
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

z me FAMILY

¥

4

MAY

|
Execution of
the ideas in
Companies

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

etc)
OR FAMILY 7

¥







THE APPROACH TO CANERAI

LEVEL 3

HOW TO REVEAL THE
CAMPAIGN

EFFECT ON
ORGANIZATIONS/SOCIE

Thecampaigns anelement of the Fundamental
organization'snanagemenphilosophy transforminginfluence
andstrategy on theculture of the organization
LEVEL 2
Thecampaignsa carrierof g Meditmor largeimpacton
companyvalues cooperationof
paralies cePesg 1(/5 asanelement of the cultureof the

manydepartmentsoverthe

. : . FOR FAMILY
implementationof campaign

organizationatulture organization

Participationin LEVEL 1

the campaign
anddismiss e | ) ) Little impacton the
employees2 % 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%, 909
-

Positiveimage EmployerBranding 92%

Motivated employees 70%

Stability of employment 69%
Good relationsbetweenteams 3204

Better cooperation 75%

Growth of socialcapital 87%
Attracting talents 85%

Savings 10%

Source: Humanitelnstitute; interviews with campaign participants Two Hours for Family more than one yea
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VALUE FORIDIVIDUAL INTERESTS

wimprovingthe quality
of life

wincreasen social
capital

wmentalandemotional
health

wdeeperrelationships
with their lovedones

wgreatermotivation

wincreasen happiness
andsenseof meaning

wraisingbrandvalue R
wincreasen the
company'svalume
wbetter reputation of
the company
/
\

wincreasecemployee
engagement

wincreasdan the quality of
cooperation

worganizationdevelopment

wcommitmentof the best
talents -/




Wellness3.0 > Common

value

Work Life

| CSR
Integration

Employee Emplo_yer
Engagement Branding









Companleshouldtake care

e not only abouttheir

- - employees butalsoabout -

: their famlllesAswehlre not
~only a'worke }

e
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Ourcampalgnsagreat ;
opportunity to reflecton CSR

for em'ployeeSfamiIies



EMPLOYER BRAR 4
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Theemployeechoosesvork not N ia
only by agoodsalary More and o
more often basedon nonpay W _
benefits organizationatulture, .~ @ Y
) ) > onz @ 2% oy & o8
lidershipstyle and onthe =~ =~ % 4% P
executedpurposeof the 2 T N ftf&‘i ©
companyWhetherthe company Eey é, 8%, :),0
createsvaluefor the society - - 5!
e 250 “a\e““
Joiningour socialmovement © A
your companyhasa chanceto ‘B oy

showhow it valuesemployees
families




Companlesmth a hlgh
employeeengagementate

‘score3.9times h|gherreturn

on sharesEPS).

Lack oemployee
involvementresultsin a 46%
lossin productivity.

Only13 percent employees

" all overthe world are

involvedin their work.

: Joiningour campaignyour
.4 companycaninspire
@ employeego build stronger
* bondswith their famlllesand

cocworkers




We canno longerthink in
termsof work life balance

We haveone life
in different roles.

We mustthink in termsof the
integrationin our life.

Companiegoiningour
movementinspiretheir
employeesand grantthem
with symbolictwo hoursoff to
drawthe attention to work
life integrationissues

WORK LIFE
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WELLN

ThebestWellngss
programis our loved
ones close
relationshipsdeep -
bonds goodtalksand ... ke

hugs E

Joiningour campaign

youandyour employeesg= 44

havea chanceto getthe yad!
bestwellnessprogram

in theworld.



