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THE BRIEF
MetLife undertook thought-leadership research,  
on behalf of its employee benefits side of the  
business, into mental health and stress in the 
workplace. Our brief was to bring the research 
findings to life and generate a wealth of materials  
to disseminate the findings as widely as possible  
and position MetLife as a thought leader in this  
area of great topical interest.

WHAT WE DELIVERED
We delivered a wide range of assets including the 
report in multiple formats (online, interactive PDF, 
print), sales presentations, emails, social media and 
event support.

Interactive PDF version
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About MetLife
MetLife is a well-established and rapidly growing provider  
of group risk and individual protection in the UK, powered by  
a global brand. We have wide experience and deep expertise  
in the protection market and a strong track record.

We believe that employees can be at their best when they feel 
supported and have benefit plans that give them security and  
peace of mind, as well as physical and mental wellbeing. And  
when employees are at their best, businesses thrive.

Our parent company US-based MetLife Inc. is one of the largest  
life insurance companies in the world. Founded in 1868, it is a  
global provider of life insurance, annuities, employee benefits  
and asset management. Serving approximately 100 million 
customers, MetLife has operations in nearly 50 countries and 
holds leading market positions in the United States, Japan, Latin 
America, Asia, Europe and the Middle East.

About this report
Research for the report was conducted between July 31st  
and August 1st, 2018 by independent research agency  
Consumer Intelligence among 1,068 UK adults aged 18+  
in full time employment. Research among employers was  
conducted online by Pollright among a panel of 200 UK  
HR professionals in June 2018.

Research for the 2015 report was conducted among 1,052  
adults aged 18+ in full-time employment by independent  
research agency Consumer Intelligence between November  
4th and 10th 2014.
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Chapter 5

The role of the  
employer: offering 
help, building trust

Rising awareness of the need to help individuals tackle mental 
health issues is driving action amongst employers to play their part. 
Our research showed that 32% of employers are offering specialist 
training or courses to help employees cope with work pressures, 
with 52% believing it should be introduced in their organisation.

Employees, too, are in favour of the introduction of training with 
54% saying they would welcome it. However, as we have seen, 
culture and practice often diverge and employers need to tackle  
the issue from both sides in order to achieve results.

   Yes   

   We already offer it  

   No

   Don't know

52%

32%

4%

12%

Do you offer training to help employees cope with work pressure?
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MetLife Resilience Report

Foreword 
By Sir Kenneth Olisa OBE

I consider myself to lead a very privileged, some would say, exotic, 
life and part of the reason that I say that is because I can count in  
my circle of close associates, men and women from many walks 
of life. Four random examples make my point: a highly decorated 
military figure, a stay at home Dad, a senior female Board Director 
and a front-line charity worker. 

In addition to being my friends, they have many other characteristics 
in common, one of which is that they all experience stress at work.

Obviously, the causes of their stress vary widely – being shot at 
engenders a different reaction to being late for the school run. 
Suffering something being mansplained doesn’t feel the same as 
empathising with a street sleeper. 

But the impact can be identical.

I know this from personal experience over a long career which, it’s 
fair to say, has involved moments of great stress. Not to waste your 
time on my catalogue of woes, I would cite three massive examples:  
I was summarily dismissed from my job as General Manager of a 
major computer company when my bid to execute a management 
buy-out was rejected; I was in a minority of two on the Board of 
a FTSE100 mining company in a life and death battle over the 
compliance with the UK Governance Code; and I was member 
of IPSA (the body set up to sort out the MPs’ expenses scandal) 
which was described by our Chairman in his final report as “part 
constitutional reform, part mud-wrestling, part pioneer frontiersman, 
and part voyager through Dante's Inferno”!

While these three memories are particularly dramatic, they join 
thousands of other less extreme moments from the callousness  
of the bullying boss, to the terror of my first public speech, to the 
panic of an approaching deadline or plucking up the courage to  
ask my first prospect for the order! 

My point is that stress, like people, comes in all shapes and sizes.  
If it is short-lived and successfully tackled, it can be a good thing 
providing the adrenaline to aid better performance.

But the converse is also true. If it is chronic or so powerful as to 
knock you off your stride, it can be terribly destructive. And, because 
dealing with stress is a biological process, there is often no telling 
which way it will go until the moment it hits.

And equally importantly, it is vital to see stress for what it is – 
something which can enhance or damage any one of us depending 
on a host of factors – and not as a test of personal strength.

The battle-hardened soldier is as likely to suffer PTSD (post-traumatic 
stress disorder) as the book keeper working in a macho atmosphere  
is likely to have a nervous breakdown.

I have been lucky. I have had help. My survival despite those darkest 
moments has been due to the largely ad hoc kindness of trusted 
family, colleagues and friends. 

But in the 21st century, that hit and miss approach is no longer 
acceptable. Those of us with responsibility for the wellbeing of our 
employees need to develop a much more structured attitude and 
approach to workplace stress. And the starting point is knowledge  
of the nature and causes of the problem.

That is why I commend MetLife for this excellent report and I was 
interested to note that it has identified trust as a vital prerequisite to 
creating an atmosphere within which the corrosive aspects of stress 
can be managed.

Of course, not all stress is bad and many of us require a degree of 
pressure to fulfil our potential. 

However, it is a given that bad stress is bad.

And so, in closing, I would make one final point. Workplace stress 
management isn’t just a matter of social justice – the ambition 
to build an inclusive society – it is also a matter of competitive 
advantage. If our human resources aren’t operating at full capacity, 
just as with any other asset, we are acting sub-optimally. 

Fortunately, many of those optimising levers are in our own hands 
– MetLife’s research reveals that 45% of companies admit it is their 
own corporate culture that causes workplace stress.

The practical advice in this report is a good basis for a strategy to 
change the way we work. Having a three to five-year objective is 
crucial and companies need to ask what success looks like. 

MetLife’s report helps point the way and its message is clear –  
don’t relegate stress management policies to the appendices of  
your Employee Handbook. Bring the topic to the front and  
encourage everyone to read it and to act upon it.

Sir Kenneth Olisa OBE 
The Lord-Lieutenant Of Greater London
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MetLife Resilience Report

The tools that employers believe will have the biggest impact on 
enhancing employee resilience are mental health awareness and 
training (79%), financial education programmes (71%) and flexible 
working (67%). 

Enabling more working from home and embracing flexible working 
also feature highly: in many cases these can be implemented at 
little or no cost.

   Don't know   

   No benefit at all   

   Minor benefit

   Average benefit

   Moderate benefit

   Significant benefit

41%38%10%4%3%4% 
Mental health awareness 

and training

30%40%10%5%10%5%
Financial education 

programmes

36%31%12%7%8%6%
Increased working  

from home as part of  
flexible working

38%29%14%7%8%4%
Flexible working 

arrangements

41%19%15%13%7%5%
Employees given  

flexible working to cope  
with caring needs

31%28%15%11%10%5%
Work swap programmes 

enabling employees to 
change department/location

28%22%13%13%17%7%
Flexible holiday options 
enabling staff to take as 

much holiday as they want

17%28%35%7%6%7%
Healthy eating programmes/

nutrition advice

Which tools do employers believe will have the biggest impact on enhancing employee resilience?

A4 printed version

Copywriting was key to the success of this  
campaign. We dissected the findings and  
highlighted key engaging facts.

Design also played a key part in order to clearly 
communicate the statistics but also make them 
visually interesting, using a variety of  
data visualisation techniques.

 MetLife UK 
Resilience Campaign
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ONLINE VERSION 
The HTML version allowed us to bring in  
animation to add to the user experience.  
We also ensured it was responsive to enable  
easy viewing on mobile devices.

Click to view the online version here 

http://metlife.preview.build/resilience-report/
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SOCIAL MEDIA
In order to raise awareness of the report, we  
created a suite of static and animated social  
media assets. These were a combination of 
photographic imagery and infographics to  
highlight key statistics from the report.
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EMAIL SIGNATURES
We also produced email signature footers to 
promote the Resilience Campaign via electronic 
mail. These assets reflected contents of the 
Resilience Report.



THE AGENCY
WHERE MINDS MEET

Bellman Strategic Marketing, a full service, integrated, strategic marketing communications agency – has been 
established for over 25 years. We have a broad skill base and focus on high service levels and delivering solutions  
that work. 

Our core strengths are strategic positioning, brand development, events and digital using the latest in leading-edge 
technology including responsive design, interactive kiosks and touch screens. We have invested heavily in our digital 
offering over the past 14 years and have a highly skilled and experienced team working on a wide range of digital 
projects from websites, presentations and online advertising to emarketing, mobile, 3D modelling and interactive 
infographics. We also offer SEO and social media consultancy and have in-house photographic and video capabilities, 
including retouching and image library management. 

We have a broad client base across many industry sectors including Financial Services, Manufacturing, Charities, 
Travel, Pharmaceuticals and Retail many of these clients operating in a global or Pan-European market place. 

For further information on Bellman Strategic Marketing or to request further copies of this case study, please contact:

Ruth Stevens  
01444 470903  
07711 881603  
r.stevens@bellman.co.uk

www.bellman.co.uk


