How to build a business case to ensure

Board buy-in to your wellness strategy
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As a Cooper Companies our annual turnover in 2015 was

CooperVision employ approximately people globally;
in UK

CooperVision manufacture over contactlenses per

year

We have a global market share

The largest manufacturer of contact lenses in the world

We have the largest product portfolio of any contact lens
manufacturer, making the full range of products for all eye-
care requirements.
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* |nitially US focus on medical insurance cost reduction

— “Global" Virtual walking program
* No real buy-in from UK management
* Employees “bought” with significant prizes and giveaways



* Ruby’s story

 CEO buy-in
— Fit with company ethos

* “Employees are our #1 asset”
* “A quality of life company”
* “We help people see better each day”

 Still no real buy-in from UK
management



* UK took a holistic approach

— Transformation from “Wellness” to “Well-Being”
* Environment

Health

Activities

Benefits

Support

* Global Branding —Feb 2015

 Becoming truly global

— Americas
— Europe
— Asia



Our tag line ......

There's more to work,
there’s MyWellness.

MY
wellness



The plillars.
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We want all our employees
to work in a safe, engaging
and supportive environment
that fosters an innovative and
amazing place to work.
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MY health

We're committed to helping
you make healthy living
choices by providing a broad
range of options across all
sites that are tailored to
promote health and
well-being just for you.

MY
wellness




MY activities

Through charity events,
family fun days, social events
and sports groups, we aim

to create a team culture that
you'll love being part of —
sociable, inclusive and fun.
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MY benefits

You are important to us.
To ensure you really feel
valued we offer a range of
life enhancing benefits for
you and your family now
and in the future.

MY
wellness



MY SUPPOIT

We want to help you wherever
we can, whether at home or
at work. That's why we offer
Wellness resources that provide
guidance, education and

more for you and your family.

MY
wellness




ROI
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Ask your Board!
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How do you measure VOI?

Ask “Do you think health / wellness
Has anything to do with, say,
productivity?”
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A final thought

o ®

wellness




Questions?
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