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(*)Wellbeing works is part of B-Tonic, a subsidiary of Baloise Insurance. B-Tonic is not an insurance company.

Siviglia Berto, 
Managing Director of 

B-Tonic

B-Tonic

Our strength
You will no doubt agree with us: people are a 
company's most important asset. There is no 
success without good employees – it's as simple 
as that. What is less simple is providing these 
employees with a work environment that motivates 
them to give their best every day. But that is 
precisely our strength: with Wellbeing works*,  
we make sure that people feel good at work,  
both mentally and physically.

 Wellbeing really does work
Employees who feel physically and mentally well 
give their best and contribute to the success of the 
company. This knowledge is the driving force and 
raison d’être of Wellbeing works.

 An integral approach
Humans are complex beings and organisations 
must pay attention to their physical, mental and 
social wellbeing. Wellbeing works considers the 
person and his or her environment as a whole. 
On a personal level, we work on issues such as 
mental resilience, physical health and stress 
management, among others.. On an organisational 
level, we place a particular focus on the working 
atmosphere, leadership, teamwork, autonomy and 
a healthy diet.

 Practical programmes
Based on measures and our know-how, we develop 
feasible and practical programmes tailored to 
the wishes and needs of each organisation. 

Introduction
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These programmes are based on sound scientific 
knowledge, but they also offer practical tools that 
participants can use right away, which makes it 
possible to immediately see the impact of the 
programme within the organisation.

 Scientific basis
Health is a profession. We are advised, inspired 
and supported on a daily basis by a team of 
specialists with scientific expertise in their field. 
Our Wellbeing works team includes trend analysts, 
change psychologists, HRM researchers, stress and 
burnout experts, nutritionists, dieticians (sports), 
physical exercise experts and occupational 
psychologists.

It is also on the basis of this fourth pillar that we 
asked Herman Konings, the leading trends expert, 
to research the most important trends in the field 
of wellbeing at work. First and foremost because 
this topic, especially at the present time, is of 
crucial importance for our general wellbeing and 
we want to make this information available to you. 
In addition, we also use the research results to 
improve and update our programmes. 

We are therefore very proud and happy to be able 
to offer you this ‘Wellbeing and connectivity’ trends 
report. Happy reading!

Humans are 
complex beings and 
organisations must 
pay attention to their 
physical, mental and 
social wellbeing.
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Expert

Trends could be concisely described as “evolving 
manifestations of human needs”. Change 
psychologists define trends as “vectors through 
which the forces of change travel”. These forces can 
be outcomes, but also processes or even (groups 
of) people. However profound, trivial or banal they 
may appear, trends shape our future, just as we – 
the human species – shape and drive trends. 

The most fundamental trends are the so-called 
“megatrends”, which, like blockbuster films, 
lead and guide major societal changes. These are 
civilising processes that reflect the type of world 
we live in. Civilising processes naturally have a 
tendency to advance slowly towards the next 
plateau. However, they may accelerate or take 
another form as a result of sudden and abrupt 
changes in circumstances. We have witnessed this 
in the last two years: the coronavirus pandemic 
has had an unprecedented impact on the human 
mind and on society. Historians provide a clinical 
explanation for it: in crises such as wars, natural 
disasters, economic recessions and pandemics, 
ongoing civilising processes are seen as a real 
steroid injection or boost. The surreal experience 
of a society in lockdown ultimately leaves deep 
scars, but also offers opportunities to open our 
minds to new perspectives and attitudes and new 
behaviours and challenges.

Introduction

Herman Konings, 
Trend Analyst
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Among the major megatrends are globalisation, 
urbanisation, the ageing population, the 
knowledge culture, individualisation, security, 
mobility, identity fluidity (in the sense of being non-
binary), sustainability (in the sense of the Afrikaans 
term volhoudbaarheid, meaning sustainability over 
time or perseverance), connection (relationships) 
and health.

In this report on trends in wellbeing at work, we 
have selected the last four because they deserve 
the attention of professionals focussed on (or 
wanting to focus on) the wellbeing of workers 
in their professional environment and factors 
that – as far as the workplace and colleagues are 
concerned – can help reduce anxiety, unhappiness 
and stress, or stimulate joy, desire and security.  
The processes of civilisation associated with 
health and relationships are the two pillars of this 
document. We will add to this the primary forces of 
resilience and resonance. Sustainability over 
time and identity fluidity carry the banner of 
“interesting source of inspiration” (nice to know) 
rather than “existential ground” (need to know).

Through the description and explanations of the 
four civilisation processes, we disseminate the 
results of a survey conducted at the request  
of B-Tonic by the Belgian subsidiary of the 
market research company Ipsos between 5 and 
8 November 2021. In total, around ten questions 
on health and wellbeing at work were put to a 
representative sample of 1,087 Belgians. In the end, 
725 respondents could be considered relevant and 
therefore useful for the study. The methodological 
details of the survey can be found in the final 
section of this document.

In crises such as 
pandemics, civilisation 
processes are seen as 
sources of motivation.
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65%
of employees are more
or less satisfied with 

the fixed location 
of their company.

40%
of employees aged under 45 

are seeing their job satisfaction 
increase due to teleworking.

80%
of employees would 
like to participate in 

workplace health and 
well-being initiatives.

81%
des collaborateurs

une posture plus 
solide qu'elles ne 

le ressentent.

35%
experience feelings of discomfort, 

stress or anxiety starting from 
the day before the working week.

21%
of employees pay 
more attention to 

their mental health.

45%
of employees resolutely opt 

for greater and more focused 
attention on mental and 

physical health.

56%
of employees say that work 
has become somewhat or 
much more difficult during

the pandemic.

40%
of employees often or 

always display a posture 
that is stronger than they feel.

 trend
Health
Health is synonymous with living well.  
By learning about this subject independently,  
the population is placing itself on an equal footing 
with the healthcare system and expects more 
from businesses and infrastructure: increasingly 
concerned about health, many want a supportive 
environment and see it as the new normal. 

Health is one of the priorities of our society, which 
has been affected by the worst post-war pandemic. 
COVID-19 is therefore achieving this process of 
civilisation in a completely new way, but is also 
accelerating it in the right direction. 

FUD generation 
In its studies on happiness, the University of Ghent* has 
observed that 900,000 Belgians who considered themselves 
happy before the pandemic were no longer happy one year 
later. Before the outbreak of the coronavirus, 40% of people 
aged 18 and over scored at least 8 out of 10 for happiness. 
In December, only 30% did so. Loneliness and fear of 
the coronavirus seem to be the main causes for the 
deterioration in happiness. No less than 73% (and 
even 78% among people aged 20 to 30) 
said they felt “quite lonely to very 
lonely” in December 2020. 

In 2018, in a global survey, the Ford* 
car manufacturer’s annual trends 
report focused heavily on another 
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epidemic: loneliness. 37% of Europeans agreed with 
the statement “I often feel lonely, at least once a 
week”. The differences between the four generations 
are notable: generation Z, 62% of whom agreed with 
the statement, is the largest “victim of loneliness”. 
It is followed by generation Y with 56%, then 
generation X with 43% and finally baby boomers, 
of whom only 29% agree with the statement. What 
role does social media play? 43% of young people in 
their twenties and thirties agreed with the statement 
“social networks often make me feel lonely”. For 
ease, we have given the cause of this the acronym 
“FUD”, which stands for Fear, Uncertainty & Doubt. 

A study by KU Leuven* shows that single people 
and those who did not work or were not allowed 
to work during the pandemic were hardest hit by 
the coronavirus crisis. After a month of measures 
to tackle coronavirus, 48% of active respondents 
reported feeling anxiety and dark thoughts from 
time to time (feelings of depression).  
This number continued to fluctuate between 
40% and 50% over the following months. After 
twelve months, three-quarters of those working 
remotely reported at least one “serious” physical or 
psychosocial complaint: back and neck pain in first 
place (55%), followed by anxiety (20%) and stress 
(16%). 

11



A taboo? 
It is striking that generation Z routinely suffers more 
damage than baby boomers. COVID-19 has made 
them more isolated, unhappy and depressed. And 
it's no wonder: Generation Z is more or less the first 
generation to be informed of the many upheavals 
around the world on their personal devices, often 
in an unfiltered way, in real time and at any time. 
We note here the various financial crises (2008, 
2011, 2020), the bursting of the first internet bubble 
(around the turn of the millennium), the collective 
perceived threat of 11 September, the attacks by 
the Islamic State in Europe in 2015 and 2016, the 
migratory/refugee flows since 2015, the climate 
crisis, diversity activism, etc.. Generation Z and 
generation Y were the first to be presented with a 
stark future filled with fear, uncertainty and doubts 
(FUD - see above) at school, at family meals, in 
televised news aimed at young people, in youth 
movements and on social networks. If we add to 

this the socio-demographic reality of the fact that 
more and more young people have only one brother 
or sister, or are even only children, with parents 
who are more often divorced and who go out to 
work more, we get an explosive recipe that leads 
to feelings of loneliness, insecurity and anxiety in 
children and adolescents. 

Or do other factors play a role? A large-scale Gallup* 
study conducted in the second half of 2020 in the 
United States estimates the number of American 
Lgbtqiapsk+1 individuals – in terms of open self-
identification – to be 5.6% of all adults. This is the 
highest level ever. A striking fact is that no less than 
15.9% of generation Z adults (18-24 years) declare 
themselves to be Lgbtqiapsk+, four times more 
than for generation X (3.8%) and eight times more 
than for baby boomers. Generation Z is presented 
as the most marked by this phenomenon. It goes 
without saying (and scientists point this out) that 

Other research has also been published on the 
impact of COVID-19 on our health: increased sales 
of non-prescription and prescription sleeping 
pills, increasing numbers of dark thoughts and 
feelings of depression, psychological distress 
and hopelessness in adolescents and young 
adults, longer than ever waiting lists for student 
psychologists, etc.. 

Moreover, all these aspects have a negative impact 
on health. Thus, according to the World Health 
Organization*, the consequences of loneliness 
on physical health are comparable to obesity or 
smoking fifteen cigarettes a day. 

65%
of employees are more
or less satisfied with 

the fixed location 
of their company.

40%
of employees aged under 45 

are seeing their job satisfaction 
increase due to teleworking.

80%
of employees would 
like to participate in 

workplace health and 
well-being initiatives.

81%
des collaborateurs

une posture plus 
solide qu'elles ne 

le ressentent.

35%
experience feelings of discomfort, 

stress or anxiety starting from 
the day before the working week.

21%
of employees pay 
more attention to 

their mental health.

45%
of employees resolutely opt 

for greater and more focused 
attention on mental and 

physical health.

56%
of employees say that work 
has become somewhat or 
much more difficult during

the pandemic.

40%
of employees often or 

always display a posture 
that is stronger than they feel.
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1  lgbtqiapsk+ means “lesbians, gays, bisexuals, transgenders, questioning, intersexuals, asexuals, pansexuals, sapiosexuals, kinks and more”.
2  However, the Ipsos survey (in particular) shows that generation Z often shows courage at work (see page 52)! This seems contradictory, but it is not 
(necessarily): at work, especially among newcomers, the fear of being considered by the employer as indecent, vulnerable, weak, etc. must be addressed.    

the proportion of Lgbtqiapsk+ people in society 
does not increase with the progression of history, 
but that more adolescents and young people in 
their twenties feel less embarrassed about revealing 
their sexual orientation or are more proud of it. It is 
likely that in (Western) Europe this figure is slightly 
higher than in the United States, due to cultural 
and religious factors. On the other hand, the further 
you go back down the generations, the greater the 
taboo! 

Studies on happiness and loneliness also question 
the sincerity of the responses of people aged over 
forty. For older (but post-war) generations, it is still 

not easy to be honest when it comes to revealing 
personal orientations. And yet we can/must uphold 
the hypothesis that young people in their twenties 
are most affected by feelings of loneliness. Indeed, 
50% of generation Z report they sometimes feel 
lonely while surrounded by others. 

But it is this very generation that brings a glimmer of 
hope. It is the bravest, most open and most honest 
generation on our planet2. It shares its concerns 
with the rest of the world. This generation is bravely 
taking the first steps to seeking mental health care... 
and showing everyone that it is worth it and not 
something to be ashamed of.

The further you 
go back through 
the generations, 
the greater the 
taboo! 
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Sanctuaries of silence 
The rediscovery and increased appreciation of natural serenity 
are one of the great merits of the quarantine measures that 
have been imposed: quieter cities, the sounds of nature in the 
street (birdsong, rustling leaves, etc.), cleaner air, etc.. Indeed, 
the pandemic has limited global transport and forced countries 
to limit their industrial emissions. We saw a significant 
improvement in air quality that, in turn, benefited wildlife and 
the health of the oceans and natural landscapes. 

Noise is known to be accompanied by high blood pressure, 
sleep loss and heart problems. Scientific studies conducted 
on mice show that silence also promotes the creation of new 
brain cells in the hippocampus, which supports memory, 
emotions and learning processes. Silence is golden! It makes 
you both calmer and more vigilant. But for silence to truly reign, 
there needs to be balance and contrast. Advances in acoustic 
science have allowed us to create entire environments – 
indoors and outdoors – designed to absorb noise. 

On the other hand, the decibel levels in our homes have 
significantly increased – especially when children too have 
been forced to stay home seven days a week, which has 
immediately increased the need to seek refuge in a quiet place. 
The kitchen has a strong social character and its function (as a 
meal preparation space) means it lacks the qualities required 
to be a place of silence, but the use of understated materials 
(concrete, hardwood, etc.), elegant lines, neutral colours (grey, 
pastel, etc.) and acoustic aids (felt, mineral wool, clay, etc.)  
can achieve a different form of silence. 

Silence is golden! It makes 
you both calmer and more 
vigilant.
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Introspection spectrum 
In these times of continuous stimulation, the human 
capacity to concentrate on work, to understand and 
to remember things or events in detail is strained. 
A “multi-faceted” lifestyle, filled with multitasking, 
screen use and streaming, shatters our ability 
to concentrate. In 2016, researchers from the 
American Psychological Association (APA)* found 
that regularly switching from one point of focus 
to another makes us up to 40% less productive. 
Furthermore, people imprisoned in a kind of 
Bermuda triangle between Facebook, WhatsApp and 
Instagram, and who check their phone constantly, 
have a high level of stress. Psychiatrists from the 
Institute of Psychiatry at the University of London*, 
in turn, observed a temporary drop in IQ that was 
greater when using a second screen than due to 
taking marijuana or staying up all night. Moreover, 
the fear of missing out (FOMO) is at the root of many 
psychological disorders. 

Our hectic lives seem to suffocate our subconscious, 
and therefore the origin of our creativity. To be 
happy, should we not demand a little more mental 
space again? Globally, 35% of consumers agree that 
a digital detox would benefit their mental health 

according to a 2018 survey by market research 
agency Nielsen*. However, only 28% of consumers 
think they are able to give up their addiction to 
(often digital) distractions. 

We urgently need a “filter in order to concentrate”, 
an increasingly narrow reservoir that helps to 
increase concentration. The introspection spectrum 
touches in particular on an unexplored field for 
researchers, entrepreneurs, HR professionals, 
marketing consultants and (other) decision-
makers, and aims to better understand our ability 
to observe and focus, and develop solutions that 
help us rediscover our own mind. The success of the 
American Caveday* experiment is a real source of 
inspiration in this regard. During what is known as 
“caveday”, entrepreneurs and workers intentionally 
take refuge in a place without social networks or 
smartphones. This is done in a shared workspace, 
with few stimuli, in which “procrastination nannies” 
(i.e. people who encourage you to complete tasks 
that you have abandoned) ensure that you start 
working on time and that you do not let your 
attention wane. The online version can also be used: 
for three hours – distributed in working sprints of 40 
to 50 minutes – under the watchful eye of guides – 
attention is kept on the task. For many people, this 
is a way to finally write the last chapter of their book, 
to finish a project or to be more efficient than ever. 

Psychiatrists observed 
a temporary drop in IQ 
that was greater when 
using a second screen 
than due to taking 
marijuana or staying 
up all night.

65%
of employees are more
or less satisfied with 

the fixed location 
of their company.

40%
of employees aged under 45 

are seeing their job satisfaction 
increase due to teleworking.

80%
of employees would 
like to participate in 

workplace health and 
well-being initiatives.

81%
des collaborateurs

une posture plus 
solide qu'elles ne 

le ressentent.

35%
experience feelings of discomfort, 

stress or anxiety starting from 
the day before the working week.

21%
of employees pay 
more attention to 

their mental health.

45%
of employees resolutely opt 

for greater and more focused 
attention on mental and 

physical health.

56%
of employees say that work 
has become somewhat or 
much more difficult during

the pandemic.

40%
of employees often or 

always display a posture 
that is stronger than they feel.

16 2022 Trends - Wellbeing and connectivity  I  trend Health



In this quest for calm and concentration, Silicon 
Valley-inspired open-plan offices and colourful, 
cheerful workspaces must also be scrapped. 
This is what an increasing number of behavioural 
biologists, architects, ergonomists and 
psychologists believe. Office furniture manufacturer 
Steelcase* classed 32% of Belgian offices as 
“open-plan” in 2019. This is alarming given that 
productivity and friendly and pleasant atmospheres 
between colleagues are plummeting. Data from 
the Faculty of Ergonomics at the Vrije Universiteit 
Brussel* indicate that knowledge workers are 
interrupted on average five times per hour,  
or nearly a thousand times per month. 

Following a global survey of more than two 
thousand office workers, Haworth*, an office 

fixtures and fittings company, found that workspace 
design and the ability to work in a focused way 
have a logical impact on work enjoyment and staff 
motivation. When concentration and creativity are 
of central importance we, first and foremost, need a 
calming space that demands no attention but which 
offers healthy opportunities to relax and extra-large 
work tables that act as large white canvases. 

To be happy, should we 
not demand a little more 
mental space again?
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Responsible food choices 
The effect of the pandemic is felt even in the kitchen. 
With a growing worldwide interest in wellbeing and 
health, more and more consumers are mindful of 
the origin of food, basic ingredients and processing 
methods. Furthermore, large producers and food 
stores as well as small start-ups are beginning to 
take action. Consumers are entering a responsible 
food age requiring companies and industry 
federations to not only be transparent in their field-
to-plate processes, but also to use technological 
and scientific advances to develop strategies that 
help consumers live more sustainably. 

A report by the international vegetarian organisation 
ProVeg* indicates that turnover from meat and milk 
substitutes increased by 14% in 2020 compared to 
2019. In early 2021, only 56% of Belgians said they 
still eat meat or fish every day. In early 2020, this 
percentage was 70% (source: Garden Gourmet*). 
In October 2020, Bond Beter Leefmilieu* showed 
that milk consumption had fallen by 16.6% and 

meat consumption by 8.8% in 10 years. During 
the same period, Belgian supermarkets sold 20% 
more meat substitutes and supply increased by 
15%. According to the 2020 edition of the annual 
global study by Euromonitor*, in terms of market 
opportunities for healthy foods, there has been 
strong growth in purchasing intentions for diets that 
improve cognitive and emotional wellbeing. When 
asked what the main meaning of health is, 64% said 
“mental health”. 

And we are seeking that mental wellbeing at 
home because we have never spent so much time 
there. In many ways, minimalism has become the 
dominant trend. Overstimulated and overwhelmed, 
more and more people are trying to simplify their 
lives, both physically and mentally, not only as a 
way to find rest and keep things in perspective but, 
above all, to rediscover themselves. The COVID-19 
epidemic has amplified this need for simplification, 
because people have been given the opportunity 
to restructure their living environment (of just a 
few dozen square metres). And not only in material 
terms, but also in mental terms. This involuntary 
downtime has helped us realise that, in recent years, 
we have simply amassed too many unused, useless 
and unnecessary things. 

With a growing 
worldwide interest 
in wellbeing and 
health, more and 
more consumers 
are mindful of the 
origin of food, basic 
ingredients and 
processing methods.

Overstimulated 
and overwhelmed, 
more and more 
people are trying to 
simplify their lives, 
both physically and 
mentally.
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Healing Architecture - when 
architecture helps to heal 
For companies, it is important that workers maintain 
(or achieve) a state of optimal physical and mental 
health. In addition to the new hygiene measures, 
they offer fitness programmes, healthy meals, 
health-promoting facilities and office spaces close 
to nature that are airy and bright. Companies are 
increasingly turning to mental coaches, fitness 
coaches, acoustic devices, dieticians, and well 
building (wellbeing in buildings) consultants. 

An employee will voluntarily assume the role of 
“movement secretary” and will regularly encourage 
colleagues to stretch their legs. 

Curative or healing architecture is a relatively 
new phenomenon that stems from the scientific 
observation that buildings also have a direct impact 
on the health of their occupants (residents, workers, 
holidaymakers, etc.). An in-depth survey conducted 
by the Harvard School of Public Health* in 2018 
found that workers who, in the closed configuration 
of an office, are exposed to real (i.e. not chemically 
processed) nature not only make progress in all 
kinds of health indicators, but also perform better 
and have greater satisfaction than comparable 
colleagues without these natural stimuli. These 
“health benefits” include a significant reduction 
of blood pressure, a 14% improvement in short-
term memory and more positive feelings. The 
International Well Building Institute* further asserts 
that a healthy building improves both the wellbeing 
of its occupants and staff productivity, as well as its 
financial value. 

Balanced living and working spaces mean stronger 
communities and greater productivity. The Global 
Wellness Institute* believes that there will soon 
be “living” buildings with energising algae in the 
walls, as well as buildings that follow the Cradle-to-
Cradle approach to certifying buildings made from 
materials such as clay and wood. 

Air quality is also being shaped by innovation. 
Plant remediation of impure air flows, known as 
“phytoremediation”, is becoming a distinctive 
factor in the layout of living and working spaces. 
Ten square metres of moss have the same capacity 
as 40 young trees to break down CO2; moss walls 
(unsprayed) are also easy to shape artistically. 

Photo: International WELL Building Institute (New York)

Balanced living and 
working spaces mean 
stronger communities 
and greater 
productivity.
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Using wood as a building material removes a large 
amount of CO2 from the atmosphere and therefore 
adds oxygen to the personal environment. In these 
times of head-on confrontations with respiratory 
diseases, this consciousness about the oxygen 
supply has a calming effect. 

Wellbeing for the system as a whole – people, 
market, society and environment – will require us 
to think differently about the interface between 
human health and natural systems. This will also 

encourage us to be active outside in the open air 
when not at work. Today, we spend 90% of our 
time indoors and nearly 70% at home (source: 
Delos*). And what about the slightly disturbing 
finding that the majority of office workers spend 
less time outdoors than prison inmates, who 
have to get at least an hour of fresh air per day 
according to UN guidelines?  
(source: Ambius Europe*) 

Photo: International WELL Building Institute (New York)
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  trend
Sustainability over  
time or perseverance
The civilising process of sustainability over time 
or perseverance3 extends to all areas of our daily 
life. Whether it be personal purchasing decisions, 
awareness of social and moral responsibility or a 
corporate strategy, it is increasingly becoming one 
of the most powerful drivers of our time, particularly 
through technological innovations. 

The pandemic has seen consumers who are systematically 
working to reduce their plastic waste jump by a quarter, 
from 16% to 20% of purchasers worldwide. The “Who Cares? 
Who Does?” survey by Kantar * also calculated that their 
purchasing power amounted to more than 320 billion euros 
per year in terms of so-called fast-moving consumer goods. 
Climate change and plastic waste – more than 7 billion tonnes 
of plastic waste were produced worldwide between 1950 
and 2020, of which barely 10% was recycled – are driving 
them to take action. In half of cases it was their children who 
encouraged them to take more environmentally-friendly 
actions. The influence of friends (43%) and their partner (41%) 
was lower. 

Even the wealthiest people are opting for greater 
sustainability. A study by the wealth manager of deVere 
Group* shows that more than a quarter of its (generally 
traditional) clients invest sustainably or act with this aspect 
in mind. Between May and December 2020, 26% of its clients 
sought so-called ESG investments, focused on Environmental, 
Social and Governance initiatives. Photo: Renew Concept by Morrama (GB)
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  trend
Sustainability over  
time or perseverance

Climate actions 
The sustainability mindset coursing through the 
veins of society is leading to viable initiatives. For 
example, the Danish scientific art project Grow Your 
Own Cloud (GYOC) allows you to store your data in a 
tangible cloud, a plant, by studying the use of plant 
DNA as a storage medium. “My dream is to create a 
‘data forest’ in the city where, instead of a data farm, 
reforestation and data storage intertwine,” explains 
founder Monika Seyfried*. 

London design firm Morrama* came up with the 
Renew concept, a smartphone consisting of three 

layers: screen, operating system and battery. They 
can be replaced and recycled separately. The battery 
is made from carbon nanotubes and the screen from 
biodegradable corn starch, but its sustainability is 
mostly related to usage of the device, the designers 
say: “If the smartphone counts your steps and the 
mileage of your car trips, it can also calculate your 
carbon emissions. It may also allow us to make 
better choices in the apps we use, the photos 
we keep and the time we spend browsing on our 
phone...” 

3  The term volhoudbaarheid, “sustainability over time or perseverance” is increasingly being used to replace the term “sustainability”,  
the meaning of which is often perceived as purely ecological. “Sustainable” has become a generic term, according to many critics. The South 
African term “volhoudbaarheid” is also being promoted to indicate that, in industrial processes or in the consumption of goods (and services), 
the planet would appreciate it if, in addition to the conservation and restoration of nature, more attention were paid to the human and social 
dimension of the production chain: healthy and sustainable working conditions, fair remuneration, equal treatment of employees, etc.
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Cutlery practices 
The pandemic has also driven the economy around 
our new eating habits towards sustainability. 
According to the study conducted in November 
2021 by the world's largest food delivery company, 
Just Eat Takeaway.com*, 38% of Belgians (and 45% 
of young people) have been opting for takeaway 
and delivery meals more often since the start of the 
pandemic. The company saw its orders increase by 
39% worldwide in 2020.

As more and more consumers become aware of 
the impact of plastic on the environment, delivery 
platforms are expected to take greater responsibility, 
not only in terms of cutlery (encouraging customers 
to use their own reusable cutlery), but also in 
terms of the packaging of ordered meals. Just Eat 
Takeaway.com rose to the challenge and has since 
developed and tested the world's first seaweed-
lined meal box, which decomposes in four weeks 
through home composting. Other waste reduction 
innovations include Billie Cup*, a Flanders-based 
company that makes 100% recyclable containers 
that can be reused for years, and the stylish, 
upcycled and reusable food boxes from Zero*,  

which are made from reusable or biodegradable 
materials such as piñatex, a compound of pineapple 
leaf cellulose and cocoa by-products. 

Proactive consumers are directly offsetting their 
entire plastic footprint for $8 a month through 
“Plastic, neutral” from the US company Humankind*. 
This service covers the costs of plastic collection 
by Plastic Bank*, an organisation that buys plastic 
waste washed up on beaches in Haiti, Indonesia 
and the Philippines which is then collected by the 
local population and recycled into new products and 
packaging.

Wooden buildings 
The main raw material in the construction sector 
is concrete. About 8% of global CO2 emissions are 
attributable to this material. One solution being 
considered is to turn to another material that has 
always been available to humanity: wood, which 
holds CO2 for longer and is also reusable. The city 
of Amsterdam has therefore decided that from 
2025, one in five houses must be made of wood. 
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United Nations* statistics already show that there 
is no shortage of this raw material. Worldwide, 800 
million cubic metres of wood grow each year in 
sustainably managed forests, enough wood is grown 
per minute to build 3 single-family homes. Five 
hundred million cubic metres are harvested each 
year. The construction sector in the Netherlands and 
Belgium uses on average less than 3 million cubic 
metres of wood per year. 

Dutch architectural firms GG-loop and Arup have 
joined forces to create Mitosis*, an innovative 
modular construction system for sustainable 
housing. Mitosis adopts eco-dynamic principles to 
design buildings that adapt to their environment 
and which are able to restore ecosystems affected 
by climate change. Biological materials such as CLT 

(cross-laminated timber) enable built structures to 
produce more energy than they consume, while the 
modularity of the system means that Mitosis can 
take different forms: from self-sufficient single-family 
homes to high-rise buildings and plots. 

Increasing the number of wooden buildings in cities 
fits in perfectly with what people find calming, 
according to a large survey conducted by Durham 
University*: “looking at nature or being in it” comes 
third, after reading and sleeping. COVID-19 has 
increased the need for a more intense natural 
experience. That is why we need to move up a gear. 
For cities, this means many more green spaces need 
to be created (parks, vegetable gardens, vertical 
gardens, etc.) in addition to the construction of 
wooden buildings.

One solution being 
considered is to turn to 
another material that has 
always been available to 
humanity: wood, which 
holds CO2 for longer and 
is also reusable.Photo: Billie Cup by Re-Uz (Belgium)
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Taking your breath away 
During the lockdowns, it became clear how noisy, 
dirty and stifling the (bigger) cities are. Restrictions 
on travel, work and industry have visibly led 
to improved air quality in cities: the sky has 
turned blue, waterways are clearer and the city's 
soundtrack has been marked by birdsong and urban 
silence. The pandemic has awakened our desire for 
nature. Suddenly, the physical distances between 
places were no longer an obstacle, supplying 
cities was more difficult and the inhabitants of the 
countryside demonstrated how we can “meet our 
needs” by growing their own vegetables and making 
their own bread. 

City dwellers have therefore become less willing 
than ever to tolerate air, noise and light pollution. 
Urban planners will therefore need to focus even 
more on non-motorised vehicles, shared mobility, 
play and sports areas, urban green spaces, vertical 
gardens, urban agriculture, noise reduction systems 
and places for walking and relaxation. Urban 
developers will take (further) inspiration from 
the countryside where there is more space, more 
nature, fewer health risks, less noise pollution, less 
agitation and less crime, all at a more attractive 
price! In the countryside, children can play outside 
safely, a party with friends can end a little later and 
make a little more noise and there is a sense of 
community within the neighbourhood. 

The next question is: will office developers and 
corporate building architects have the opportunity 
and willingness to follow in the green footsteps of 
urban planners? 

The pandemic has 
awakened our desire 
for nature.

Photo: Polydome Greenhouse by Except Integrated Sustainability (the Netherlands)
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  trend
Fluidity of identity

The crisis is acting as a trigger for reflection 
on pluralist themes, starting with what is most 
obvious in the family sphere: sexual identity 
and the generations. This less fixed gender 
identity in the context of civilising processes 
that are aimed at a fairer equilibrium between 
men and women, has been around for a long 
time. The idea that the men of the family only 
perform an authority, protective and financial 
role and that the women are responsible for 
logistics management and soft care has been 
outdated for decades. 

Younger generations, in particular, strongly 
oppose the flimsy ideals of masculinity. Total 
self-reliance, personal achievement, the 
pursuit of personal goals, needs and dreams 
are now more important than the achievement 
and development of a culturally determined 
ideal of masculinity or femininity. However, 
there is still a long way to go before the path to 
a richer and more variable identity is open and 
unimpeded for both men and women. 

Generational changes 
In this third decade of the 21st century, 
interesting generational changes are 
underway. First of all, future thirty-year-olds 
are entering the period in which they might 
like to start a family and take care of raising 
children. As a result, generations Y and Z are 

Today, young people 
are abandoning the old 
“we-you” model and are 
instead calling for an 
inventory of identities 
and creating a new 
culture of pluralism. 

Identity fluidity emerges when innovation is prioritised over tradition. Identity 
loses its destiny. The target group loses its recognisable character. The movement 
towards changing traditional roles and breaking down stereotypes associated with 
gender, background, age and ideology is leading to radical changes in both the 
market and society. Today, young people are abandoning the old “we-you” model 
and are instead calling for an inventory of identities and creating a new culture of 
pluralism. 
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now bearing the responsibility for child-rearing. 
Moreover, by 2030, baby boomers will have 
disappeared from the workplace to be replaced by 
generation X, but also – and surprisingly often –  
by Millennials (generation Y). So, ultimately, both 
the upbringing of the Alfa generation and the 
management of social and economic powers are in 
the hands of the second post-war generation:  
the children of the baby boomers. 

The widespread “house arrest” of 2020 and 2021 
also drew men’s attention to (laborious) domestic 
work in general whereas, until that point, they 
worked without constraints in the office. The 
combination of full-time working from home and 
child-rearing has proved an almost impossible task 
for many men – and, of course, for many women 
who usually work outside the home – and has given 
them a thorough understanding that parenthood is 
certainly not child's play, but rather hard work that 
goes unpaid (except in cuddles). The crisis has,  
in any case, led to a re-evaluation of domestic work 
and a greater societal appreciation of mothers and 
fathers in the home. 

Generational change is not just a lifestyle change. 
Since Millennials (and later generation Z) are 
represented in large numbers in all kinds of political 
structures (with an increasing number of women 
leading public and commercial organisations), 
social structures are also fundamentally changing 
as witnessed by new family structures, flexible 
working hours, the diversity of corporate strategies, 
an increased focus on the mental wellbeing of 
workers and young people, etc. Sexual profiling 
will increasingly disappear: men will more often 
seek jobs as nurses, kindergarten teachers or star 
dancers, while women will start kickboxing,  
fire fighting and programming virtual realities. 

Younger generations, 
in particular, strongly 
oppose the flimsy 
ideals of masculinity. 
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Access to all areas 
Sexual identity is expanding, becoming richer 
and more fluid. Younger generations seem to be 
big supporters of this, especially compared to the 
generations of their parents and grandparents. 
Generations Y and Z are well aware of all kinds of 
social disparities and see beyond the inequalities 
between men and women or between the young 
and not so young. They willingly get involved in 
social debates about environmental protection, 
cultural, racial and sexual diversity, lgbtqiapsk+4 
freedoms, animal rights, etc. In the early 2010s,  
the term “woke” emerged among young people  
(it means being alert to social inequalities). 

The playing field therefore extends to all social 
variables where exclusion, ignorance, conditionality, 
lack of respect and abuse still prevail. The usual 
suspects are race, religion, sexual orientation, 
social background and level of education, but other 
identity dimensions such as language (or linguistic 
ability), financial wealth, physical condition, mental 
health and cognitive skills also play a role in the 
“identity fluidity” civilising process. Identity fluidity 
is your unique biography, when you are immersed 
in equality and diversity. What makes an identity 
extraordinary and authentic must be honoured, 
preserved and – above all – considered as if it  
were an artistic project. 

Identity fluidity is an access all areas card for the 
greatest possible number of people on earth. It is an 
ode to diversity, tolerance and equal opportunities, 
but certainly not a call to leave behind the pure 
authenticity of an individual or community, to 
suppress what makes us unique. And it will not only 
be the world of human resources that will feel its 
positive effects, but society as a whole. In any case, 
the “identity fluidity” civilising process is on track. 

Grassroots theory of change 
As part of the search for a new moral code adapted 
to the digital age, media periodical Logic Magazine* 
launched an educational project aimed at fostering 
positive change in the technology sector. Its Logic 
School is a free online course that covers topics 
related to “creative protest”, in particular gender 
equality, racial capital and security. Participants 
meet for two hours each week (online or offline) to 
read and reflect on the theme of the week. Through 
creative expression such as painting, poetry or 
application development, students learn the power 
of collaboration in art to reshape (technology) 
companies from the bottom up. The educational 
project describes itself as a “grassroots theory of 
change”. 

A recent global study conducted by Quartz & 
Qualtrics* shows that workers are increasingly 
optimistic about diversity and inclusion (D&I) efforts 
in the workplace. Of those surveyed, 61% believe 
that their employer is doing more to promote 
diversity since the pandemic. For 48% of them, 
the developments that followed the death by 
asphyxiation of George Floyd on 25 May 2020 were 
also important for a broader and more constructive 
discussion of D&I issues. Despite growing optimism, 
there remains a gap (albeit a smaller one) between 
workers regarding their perception of equality: 15% 
of respondents with a non-white skin colour state 
that their company does not treat people from a 
migrant background equally, whereas only 2% of 
their white colleagues think the same thing. 

4  lgbtqiapsk+ means “lesbians, gays, bisexuals, transgenders, questioning, intersexuals, asexuals, pansexuals, sapiosexuals, kinks and more”.
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  trend
Creating links
Digital communication technologies and virtual networks 
are fundamentally changing our lives and giving rise to 
new lifestyles and behaviours. In order to successfully 
implement this fundamental change, companies and 
individuals must acquire new networking skills and an 
overall understanding of the digital evolution. “Creating 
links” is not just a matter of connecting digital parentheses 
but is also – and perhaps above all – about people 
resonating with each other: family members, friends, 
neighbours, but also colleagues, customers, third parties 
in need, etc.

65%
of employees are more
or less satisfied with 

the fixed location 
of their company.

40%
of employees aged under 45 

are seeing their job satisfaction 
increase due to teleworking.

80%
of employees would 
like to participate in 

workplace health and 
well-being initiatives.

81%
des collaborateurs

une posture plus 
solide qu'elles ne 

le ressentent.

35%
experience feelings of discomfort, 

stress or anxiety starting from 
the day before the working week.

21%
of employees pay 
more attention to 

their mental health.

45%
of employees resolutely opt 

for greater and more focused 
attention on mental and 

physical health.

56%
of employees say that work 
has become somewhat or 
much more difficult during

the pandemic.

40%
of employees often or 

always display a posture 
that is stronger than they feel.

The remarkable events of 2020 have made technology a 
central part of our personal lives and society. It couldn't 
be any other way. Technological tools have proved to 
be important lifelines for our economy, safety, health 

and mental wellbeing. It is interesting to see how 
digitalisation has swept over people and society like a 

tsunami and how technology is “perceived” today. 

BNIX*, the operator of Internet interconnection 
points in Belgium, has seen internet traffic increase 
by 40% in one year, with a peak of 600 GB per 
second during the second wave of the infection, i.e. 
as much as if all the inhabitants of the Ghent region 

were simultaneously watching a high-definition film 
via a streaming service. 

The pandemic has transformed digitalisation and the 
science-fiction aspect of the virtual realm from a fad to a 
reality. New technologies have been lauded with euphoria 
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or rejected with anxiety. The coronavirus crisis has led to 
the digitalisation of society and the high-speed economy. 
Smaller companies that, before the pandemic, did not deem it 
necessary to put their marketing and sales activities online or 
to automate their processing activities, had no choice but to 
start doing so during the crisis. Having an online presence is 
now a basic requirement. 

One thing we will not forget in a hurry is the digital progress 
made during the strange year that was 2020, which was often 
made in a more efficient, fairer, faster and cheaper way. The 
future therefore belongs to hybrid phygital formats! Offices, 
stores, consultation spaces, tourist and event venues, etc. will 
remain important, or even grow in importance, as privileged 
places for in-real-life meetings but, according to estimates, 
these will be more deliberate and characterised by fewer,  
less frequent, but more intense meetings.

“Creating 
links” is not 
just a matter of 
connecting digital 
parentheses but 
is also – and 
perhaps above 
all – about people 
resonating with 
each other.
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Working for longer on screens 
When we talk about “mass, long-term and 
compulsory remote working”, it should be noted 
that this affects between 20 and 25% of the total 
population. 60% of factory workers and operational 
staff (store employees, carers, police officers, 
rubbish collectors, etc.) usually or always had to 
physically commute to their workplace in 2020. 

European remote workers spent much longer in 
front of their screens, sometimes up to 11 hours a 
day, based on what cybersecurity firm NordVPN 
Teams* learned from using professional virtual 
private networks (VPNs). Moreover, they probably 
took shorter lunch breaks, as evidenced by the lack 
of a significant decrease in the use of professional 
VPNs at lunchtime. The British study by Hudson 
Weir* confirms this: 54% of employees report taking 
fewer breaks when working remotely. 

The sustainability of remote working as a pillar 
of the new or soon-to-be normal does not (only) 

depend on the workers concerned, but above all on 
employers and shareholders who, for more than a 
year, have observed that working from home also 
has significant financial advantages. For example, 
Telenet has concluded a CLA that, even after the 
crisis, gives staff the option to work remotely for a 
maximum of 60% of their working hours, throughout 
the European Union. The telecommunications 
company has decided to reduce its office space. 
Unilever also said that “workers will never again 
have to come into the office five days a week”. 

By this we mean the 
“unshakable faith in 
the redemption of evil 
by digital technology”.
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The ideal office 
An interesting side effect of the exponential growth 
of digital systems following the pandemic is what 
could be called the end of the “digital religion." 
And by this we mean the “unshakable faith in the 
redemption of evil by digital technology”. Because 
“technologization” also has a downside: physical 
(social) distancing is not fully compensated for 
by social networks, webinars or teleconferences. 
All generations feel a new need for sincere and 
authentic connections. Real social interaction is a 
basic need that no pandemic can override. People 
like variety; they want to strike a balance between 
their private and professional lives and avoid getting 
caught up in the routine of their private bubble. They 
may also become overwhelmed by having to attend 
meetings on 15-inch screens (with excessively small 
images and unreadable tables). 

The sociopsychological importance of informal 
conversations, quick chats while waiting for the 
elevator and even gossip, is also a valid argument 
for maintaining (collaborative) working in a physical 
context in the future. Co-creation processes are 
more likely to succeed in a physical setting than 
in a virtual vacuum. And what about the wave of 
empathy that, in the new goal-oriented way of  
doing business, has recently emerged in many  
HR departments? 

Do performance review interviews covering fear 
of failure, burnout, bore-out, communication 
problems with colleagues, etc. now have to be held 
in cyberspace? Does listening remotely allow for the 
same degree of understanding and empathy? 

In peacetime, remote working on a large scale is far 
from ideal, with the main objection arguably being 
the difficulty of creating a unique and authentic 
corporate culture, as the dots to be connected are 
far from each other, and the quality of images and 
sounds remains questionable. 

In periods of hybrid working, the ideal office 
becomes a place to work that takes care of us 
rather than the other way around. Office spaces 
will even be able to detect, for example, poor air 
quality, polluting substances and allergens, and will 
be smart enough to bring in only fresh, clean air. 
Technology in the office could, for example, identify 
whether an employee has been sitting for too long 

or has health problems. It will provide a solution or, 
if necessary, put the person in contact with care 

devices or wellbeing services. In this respect,  
it should be noted that diagnostic data, which 
provide a good idea of the general balance  
of the workplace and the wellbeing of  
(each of) its occupants, must be and remain 
the property of the company and ideally even 
of its employees. 

In periods of hybrid 
working, the ideal office 
becomes a workplace 
that takes care of us 
rather than the other 
way around.

65%
of employees are more
or less satisfied with 

the fixed location 
of their company.

40%
of employees aged under 45 

are seeing their job satisfaction 
increase due to teleworking.

80%
of employees would 
like to participate in 

workplace health and 
well-being initiatives.

81%
des collaborateurs

une posture plus 
solide qu'elles ne 

le ressentent.

35%
experience feelings of discomfort, 

stress or anxiety starting from 
the day before the working week.

21%
of employees pay 
more attention to 

their mental health.

45%
of employees resolutely opt 

for greater and more focused 
attention on mental and 

physical health.

56%
of employees say that work 
has become somewhat or 
much more difficult during

the pandemic.

40%
of employees often or 

always display a posture 
that is stronger than they feel.

65%
of employees are more
or less satisfied with 

the fixed location 
of their company.

40%
of employees aged under 45 

are seeing their job satisfaction 
increase due to teleworking.

80%
of employees would 
like to participate in 

workplace health and 
well-being initiatives.

81%
des collaborateurs

une posture plus 
solide qu'elles ne 

le ressentent.

35%
experience feelings of discomfort, 

stress or anxiety starting from 
the day before the working week.

21%
of employees pay 
more attention to 

their mental health.

45%
of employees resolutely opt 

for greater and more focused 
attention on mental and 

physical health.

56%
of employees say that work 
has become somewhat or 
much more difficult during

the pandemic.

40%
of employees often or 

always display a posture 
that is stronger than they feel.
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Resilience 
While COVID-19 initially threw the world off balance 
for a while, it subsequently continued its journey 
through history with more strength and resilience. 
Despite the severe constraints of the unknown, 
uncertainty, and anxiety, the pandemic has allowed 
(and allows) humans, the market and society to test 
their resilience and test new, more agile systems, 
adapted to a changing 21st century. 

People's ability to adapt is amazing. Even during 
this long period of paralysis which has become a 
new reality – or “normality” – we have been able 
to develop new ways of working, consuming and 
socialising. During the period of coronavirus-related 
restrictions, companies have overwhelmingly 
switched to remote working, while those under 
house arrest have turned to digital platforms such 
as Teams, Zoom, House Party and Clubhouse for 
online drinks and organising streamed parties 
and celebrations. Restaurants have studied new 
operating models. They became virtual restaurants 
(or dark kitchens), offering takeaway and on-the-go 
dishes and have started offering contactless meal 
deliveries. 

Psychologists see stress as a positive force 
that should not be completely avoided. You will 
experience stress differently if you can see it as 
something that can make you more resilient. In 
this way, for example, you can overcome the fear 
of speaking in public, because you no longer see 
stress as a threat but as a means of development. 
Discomfort and (psychosomatic) suffering are thus 
transformed into catharsis. 

Influenced by Asia, stretching exercises for the 
emotional muscles are starting to gain traction 
in the West. Situational therapy, like that of the 
Authentic Revolution* in the United States, is 
attracting thousands of people to themed evenings, 
where they are challenged to confront strangers and 
accept personal criticism in order to increase their 
ability to “bounce back” and show resilience. 

While COVID-19 
initially threw the 
world off balance 
for a while, it 
subsequently 
continued its 
journey through 
history with more 
strength and 
resilience.
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The Loss of Confidence Project – a research project 
by the Max Planck Institute in Germany* – aims 
to encourage the expression of loss of confidence 
(in oneself) at work. Being honest about your 
weaknesses, failures or mistakes helps build 
resilience so you can continue to face challenges 
and have a better chance of a positive outcome. 
Likewise, the US media project Friends With 
Secrets* was designed to encourage others to share 
their mental health problems without relying on 
compassion or sympathy. Friends have released full 
uncensored transcripts of textual therapy sessions, 
an act of “radical vulnerability”. 

Expressing feelings, anxieties and concerns online 
will continue to grow as people become aware 
of how liberating and socially acceptable it is to 
openly discuss negative feelings. Online counselling 
and self-help groups are an excellent first step. 
And stigma will decrease if we publicly reveal our 
conversations with therapists and peers as acts of 
healing and resilience. 
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You will experience stress 
differently if you can see 
it as something that can 
make you more resilient.



Resonance
The crisis has revived the sentiment of global 
belonging. During the lockdowns, we were all in the 
same boat, sharing the same anxieties, uncertainties 
and doubts. We also exchanged funny home videos 
and gifs (“coronatainment”) on social media. There 
has also been an increase in handwritten letters 
(on paper, with a pen), longer walks, more time 
spent listening to good old vinyl records, and longer 
phone calls, including among young people. 

The suffocation caused by increasing 
individualisation – as expressed by psychiatrist 
Dirk De Wachter* – will probably evolve, after the 
coronavirus crisis, towards a greater desire for 
solidarity, identification and ... resonance. While 
“resilience” still consists of a human being’s physical 
and mental ability to cope with stressors and 
(unexpected) shocks, “resonance” represents the 
willingness and ability to reconnect authentically 
and unfiltered with the world. To better perceive 
ourselves and better understand our environment. 
In these times of lockdown and social distancing, 
it turned out that this was/is not so easy given that 
we have had to learn to adapt in a kind of social 
vacuum.

Resonance is the highest degree of personal 
development. It is a bit like unfolding the top row 
of Maslow’s hierarchy of needs – the need for 
self-actualisation – outwards: the need for self-
actualisation is no longer the end point of the 
ego-driven hierarchy but becomes the starting point 

of something much larger, where the “me” blends 
into a universe of nature, culture and others, to 
become – paradoxically – stronger. “Resonance 
is the answer to the major structural problems 
of this era of hyperindividualisation, complexity 
and diversity of choice”, explains German 
sociologist and philosopher Hartmut Rosa*, “as if 
we were collectively becoming more poised and 
contemplative.” 

But does resonance keep us “awake” enough to 
support these redefined priorities? It all depends 
on each person's personality. But on the whole, we 
can expect a rather discrete but significant shift in 
society from exuberance to more caution, especially 
in the coming years of recovery. From a slightly more 
extroverted society, where hedonism, exploration, 
variety and new experiences (fear of missing out) 
have played the main roles, we will move towards 
a slightly more introverted society, where the need 
for safety, meaning, environmental awareness and 
the careful selection of social contacts will take 
precedence. 

Resonance is highest 
degree of personal 
development.

65%
of employees are more
or less satisfied with 

the fixed location 
of their company.

40%
of employees aged under 45 

are seeing their job satisfaction 
increase due to teleworking.

80%
of employees would 
like to participate in 

workplace health and 
well-being initiatives.

81%
des collaborateurs

une posture plus 
solide qu'elles ne 

le ressentent.

35%
experience feelings of discomfort, 

stress or anxiety starting from 
the day before the working week.

21%
of employees pay 
more attention to 

their mental health.

45%
of employees resolutely opt 

for greater and more focused 
attention on mental and 

physical health.

56%
of employees say that work 
has become somewhat or 
much more difficult during

the pandemic.

40%
of employees often or 

always display a posture 
that is stronger than they feel.
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Resonance policy 
Innovation, which for many is still related to 
technological engineering and digital progress, 
is now turning into “social innovation” based 
on resonance and cohesion. It seeks to answer 
questions such as: how do we make the care sector 
more efficient? How can we reduce burn-out, post-
traumatic stress and lack of motivation among 
staff? How can we combat uncertainty, gloom and 
depression in young people? But also: how can we 
make cities or buildings smarter without adding 
even more technological layers? How can we turn 
the risk of poverty into the possibility of prosperity? 
How can we overcome “loneliness” without parallel 
realities or robotics? 

For a company, the starting point for a credible 
and harmonious “Resonance Policy” is no longer 
to have a vision, but to be a vision. It is no longer 
enough to anticipate and respond to societal trends. 
Companies and public authorities have to define 
themselves by adopting authentic, transparent, 
social, empathetic and coherent values in order to 
reflect modern values that are often adopted by 
young people. Marketers and HR managers must 
therefore become architects of resonance, capable 
of producing holistically transformative experiences. 
As more and more Millennials and Gen Zers enter 
the workplace, the need for community, sharing and 
collaboration will grow, in contrast to values such as 
individualism, ownership and competition that were 
revered by previous generations. This will create 
a springboard for the development of a culture of 
equitable resonance. 

A good example is the pioneering role of car 
manufacturer Volvo* in the field of parental support 
for workers. Women and men receive no less than 
six months of paid parental leave when they have a 
child or adopt. Volvo even encourages it. This goes 
far beyond a marketing or HR test. Organisations 
taking on this new responsibility should be more 
resilient to future crises in tomorrow’s economy 
thanks to their resonance policies. 

65%
of employees are more
or less satisfied with 

the fixed location 
of their company.

40%
of employees aged under 45 

are seeing their job satisfaction 
increase due to teleworking.

80%
of employees would 
like to participate in 

workplace health and 
well-being initiatives.

81%
des collaborateurs

une posture plus 
solide qu'elles ne 

le ressentent.

35%
experience feelings of discomfort, 

stress or anxiety starting from 
the day before the working week.

21%
of employees pay 
more attention to 

their mental health.

45%
of employees resolutely opt 

for greater and more focused 
attention on mental and 

physical health.

56%
of employees say that work 
has become somewhat or 
much more difficult during

the pandemic.

40%
of employees often or 

always display a posture 
that is stronger than they feel.
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 Survey 
results

The market research firm IPSOS Belgium – which carried out 
the survey at the request of B-Tonic (Baloise Insurance) – 
selected these respondents in a stratified and random manner. 
In the end, 725 respondents were selected as “relevant and 
useful” for the study on “wellbeing at work”. The actual final 
sample can be considered as representative of ‘the working-
age population within Belgian cities’. We present the results of 
this survey in a clear manner.
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Have you ever experienced any feelings of unease, 
stress or anxiety in the evening (Sunday) prior to 
returning to work? 

One in three people 
typically experience work-
related distress on Sunday 
evenings 
Work-related stress is not limited only 
to working hours. 35.6% of respondents 
experience feelings of unease, stress or 
anxiety several times a month - or even 
every week - starting from the day before the 
working week. Women (40.8%) and French-
speaking Belgians (39.3%) suffer significantly 
more from the so-called “Sunday Night 
Blues” than men (31.5%) and Dutch-speakers 
(32.2%) respectively. Only one in six working 
Belgians never experience this feeling. 

Several times a month.

Less often.

Never.

Several times a year.

Every week.

Once a month.

Once a year.

.

.

.

.

.

.

.

Source: Ipsos Belgium – 2021

Yes, very happy.

No, I am completely indifferent about it/them.

Yes, happy but to a certain extent.

I do not know / no response.

No, rather unhappy.

.

.

.

.

.

Are you satisfied with the fixed 
location of the company you 
work for?

Opportunity to have happier 
employees
65.6% of employees are more or less 
satisfied with the fixed location of their 
company, without significant differences 
between men and women or employee 
age groups. The opportunity to be happier 
appears immediately in the case of the 
statement that obtains the highest score: 
40.2% of respondents stated: “Yes, happy, 
but only up to a certain point”. With some 
effort, this group’s sense of happiness can 
increase. Similarly, the 27.6% that had a 
neutral opinion offer an opportunity for 
improvement. Only 5% say they are unhappy. 

Source: Ipsos Belgium – 2021
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10 > Taking the stairs more often.

11 > Eating fewer sweets.

12 > Procrastinating less.

14 > Doing relaxation exercises more.

15 > Smoking less.

8 > Paying more attention to the well-being of colleagues.

7 > Getting stressed less quickly.

6 > Sleeping less well.

5 > Stretching my legs more often.

4 > Seeking more silence.

3 > Eating more healthily.

2 > Paying more attention to my mental well-being.

1 > Moving more.

9 > Laughing more.

1 > meer bewegen

13 > Drinking less coffee.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

Thinking back about your experiences before the lockdowns,  
which of the following activities do you now do when working  
on-site and not at home? 

Source: IPSOS Belgium – 2021
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much more difficult during

the pandemic.

40%
of employees often or 

always display a posture 
that is stronger than they feel.

Better health after the lockdowns 
The top three responses to this survey question may lead us to believe that lockdowns have 
changed our approaches to health at work. Employees say they move more (22.2%), pay more 
attention to their mental health (21.4%) and eat more healthily (19.6%), thus complying with 
the basic rules for good health better than before. The first negative consequence comes in 
sixth place: lower quality sleep (16.2%). 

Baby boomers are remarkably more mindful of their mental health (30.3%) and healthy eating 
(28.5%) and become stressed less quickly (22.3%) than those aged under 35 who obtain 17.5%, 
16.2% and 13.8% respectively. 
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Source: IPSOS Belgium – 2021

To what extent has working 
remotely in 2020 and 2021 affected 
your job satisfaction? 

My happiness at work has somewhat decreased.

My happiness at work has somewhat increased.

My happiness at work has neither increased nor decreased.

My happiness at work has noticeably decreased.

My happiness at work has noticeably increased.
.

.

.

.

.

The under-45s prefer a 
greater amount of remote 
working.
Remote working has a major impact. 35.4% 
felt that job satisfaction is high or has 
increased after working remotely during 
the coronavirus period. It is predominantly 
employees aged under 45 who are seeing 
their job satisfaction increase (40%) 
compared to 27.7% of those aged over 45. 
Employers are therefore being offered a 
strategic opportunity to find and recruit 
young talent. Remote working and more 
flexible working hours are of interest 
to these generations. They can also be 
recruited remotely via social networks 
and video conferences. However: 16% of 
Gen Zers struggle with their commitment 
and passion for work, a Microsoft* study 
warns, compared to 12% of baby boomers. 
In online meetings, 16% of these young 
workers feel unable to speak out, while only 
9% of baby boomers have this problem. 

40% of the total population state that 
they do not feel any change in their job 
satisfaction. For 24.7%, it has decreased or 
is decreasing sharply. 

These results are confirmed by a British 
study on “working from home” by Hudson 
Weir* conducted with 3,500 Britons, which 
shows an average satisfaction score of 
6.6 out of 10. IT and technical workers are 
happier, with a score of 7 out of 10. On 
the other hand, the feeling of happiness 
associated with remote working decreases 
sharply for professions for which human 
interaction is essential, such as for lawyers 
(4.9 out of 10) and nursing staff (4.3 out  
of 10). 
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To what extent do you feel the 
coronavirus crisis has made your 
job harder than before? 

Not at all, I do not notice any difference.

It feels a bit harder, but we have more on our plate 
following coronavirus. 

It feels a bit harder, even though the 
quantity of work has not increased.

Not at all, I get more enjoyment out of working.

It feels noticeably harder, but we have more 
on our plate following coronavirus.

It feels noticeably harder, even though the 
quantity of work has not increased.

21,4%

16,6%

12,0%

.

.

.

.

.

.

COVID-19 makes work 
harder
The coronavirus crisis is having an 
impact on the difficulties experienced 
by Belgians in their work. For 55.9% of 
respondents, work has become somewhat 
or much more difficult and the majority 
of them (33.2%) attribute this either 
wholly or partly to a “higher workload”. 
However, almost a quarter of respondents 
(22.7%) now consider their work to be 
more arduous even without the volume 
of work having increased. This clearly 
highlights the emotional impact of this 
pandemic, particularly on young people 
for whom other studies show that this 
crisis is causing a significant decrease 
in wellbeing. People aged under 35 
(28.9%) feel that their workload is heavier 
following the pandemic compared to 
people aged over 35 (19%), even in 
situations where the volume of work has 
not increased. 

Source: IPSOS Belgium – 2021

65%
of employees are more
or less satisfied with 

the fixed location 
of their company.

40%
of employees aged under 45 

are seeing their job satisfaction 
increase due to teleworking.

80%
of employees would 
like to participate in 

workplace health and 
well-being initiatives.

81%
des collaborateurs

une posture plus 
solide qu'elles ne 

le ressentent.

35%
experience feelings of discomfort, 

stress or anxiety starting from 
the day before the working week.

21%
of employees pay 
more attention to 

their mental health.

45%
of employees resolutely opt 

for greater and more focused 
attention on mental and 

physical health.

56%
of employees say that work 
has become somewhat or 
much more difficult during

the pandemic.

40%
of employees often or 

always display a posture 
that is stronger than they feel.

512022 Trends - Wellness and connectivity



Which of the following statements 
best describes you? 

I would like to participate in health and well-being at work 
initiatives, even if no direct colleagues took part. 

I would like to participate in health and well-being at work initiatives, 
but only if one or more of my direct colleagues took part.

I would not participate in them. Health and well-being initiatives 
are not appropriate at work, but in private at home.

.

.

.

Demand for health and 
wellbeing initiatives 
The vast majority of working-age Belgians 
(78.4%) would like to participate in workplace 
health and wellbeing initiatives. For 33.9%, 
the social aspect - or peer pressure - plays a 
decisive role. They even make it a condition 
that one or more of their direct colleagues 
participate. Only a quarter did not want to 

Source: IPSOS Belgium – 2021

Source: IPSOS Belgium – 2021

Do you ever put on a “brave face” 
at work or mask your feelings of 
anxiety, unease and stress? 

Everyone puts on a 
“brave face” 
As many as 81.4% of those surveyed put on a 
“brave face” to hide feelings of anxiety, unease 
and stress, ranging from occasionally to always. 
It is striking that nearly 40% often or always 
try to appear stronger than they actually feel. 
Here again, young people – generations Z and 
Y (46.7%) – put on a “brave face” more often 
than those aged over 45 (27.6%). On average, 
women (45.3%) and French-speaking Belgians 
(45.5%) are also more likely to mask their 
feelings. 

Yes, it happens, but not often.

No, it never happens.

Yes, it happens (almost) all the time.

Yes, it happens.

30,0%

18,6%

.

.

.

.

engage in initiatives to promote their health 
and wellbeing. Those aged over 45 (30.3%) 
are much less interested in workplace 
wellbeing initiatives than young people 
(14.4%). And this is rather surprising, because 
it is precisely these older people who are 
facing more health problems. 

However, mental wellbeing at work often 
remains the tree that hides the forest. A 
British survey* confirms that almost half 
(47%) of British workers feel uncomfortable 
discussing their mental health at work. 
The human resources firm MHR concludes 
from the survey that staff fear their careers 
could be put at risk if they talk openly about 
their mental health. As a result, the number 
of workers taking leave for psychological 
reasons increased by 16% in 2021 compared 
to 2020. 
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Which two statements have the 
most value to you personally? Generational gap with regard 

to technological solutions 
When employees have the opportunity to 
state what they find most important in terms 
of wellbeing at work, they overwhelmingly 
opt for greater and more focused attention 
on workers’ mental and physical health 
(44.9%). A third (31.5%) want managers to be 
trained to quickly and correctly recognise the 
first signs of stress, burn-out and anxiety in 
their employees. The desire for an optimised 
working environment enabling employees 
to work more efficiently and productively 
(27.6%) is also one of the top three scoring 
statements. It should be pointed out, in this 
respect, that little is expected of the benefits 
of technology (12.3%), although there is 
a clear gap between generations. In line 
with expectations, young people (20.5%) 
appreciate “the use of technology to monitor 
the actions of each employee in order to 
avoid errors and wasting energy” more than 
older people (5.4%).. Based on research and 
their own experience, Microsoft also sees 
opportunities to increase both wellbeing and 
productivity in the future of remote working. 

Over-45s believe more in themselves than in 
"technological horror." They want to be more 
involved as sources of imagination, wisdom 
and entrepreneurship and feel that emphasis 
should be placed on what they can do (16.8% 
and 24.9% respectively, compared to 8.6% 
and 9.8% of people in their twenties and 
thirties).

Using technology to monitor the actions of each employee, 
in order to avoid errors and wasted energy.

Presenting older employees as sources of imagination, 
wisdom and entrepreneurship, instead of presenting them 
as people who only remember the past.

Training people in the art of conversing and debating.

Focusing on what older employees 'know how to do' 
rather than what they 'do not know how to do'.

Creating pleasant environments in which employees could 
regularly participate in open discussions or workshops.

Building optimised working environments 
in which employees could work more 
efficiently and productively.

My company/organisation should...train managers to 
quickly and correctly recognise the first signs of stress, 
burn-out and anxiety in their employees. 

Focusing more on employees' mental and physical health.

de werkvreugde is sterk afgenomen

de werkvreugde is sterk afgenomen

.

.

.

.

.

.

.

.

Source: IPSOS Belgium – 2021
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A strategic 
opportunity for 
your company 
culture
The pandemic has drawn public attention to mental health issues, with 
health and wellbeing becoming priorities in the workplace. However, 
companies wishing to introduce new initiatives and wellbeing benefits 
are advised to take into account the new challenges facing workplaces 
today. Indeed, companies must integrate wellbeing tools into their daily 
activities to support workers’ different needs. 

For example, this could entail working with healthcare professionals and 
wellness coaches to gain an external perspective on how best to support 
teams. Or why not consider hiring a mental health consultant? There is 
also the possibility of experimenting with flexible working hours and 
long-term remote working. Finally, why not consider office environments 
that enhance the feeling of resilience? All of this represents a strategic 
opportunity to maintain a positive company culture. 

56 2022 Trends - Wellbeing and connectivity   I  trend A strategic opportunity for your company culture



The synchronisation of care
The spiritual, mental, physical and ecological 
aspects of health are increasingly being addressed 
and viewed as a whole. They are all interlinked. An 
Ipsos survey shows that employees naturally see 
their wellbeing increase when these four aspects 
are combined. They are looking for movement 
at work, humour between colleagues, healthy 
food in the canteen, etc. and are open to their 
employer's wellbeing and health initiatives. Personal 
development is no longer synonymous with “career 
progression”. It is increasingly viewed in terms of 
preventive care and global health, as workers like to 
take actions that also address systemic problems. 
We also see this in the area of sustainability, not 
only in terms of the environmental impact, but also 
with regard to the ethical, social and human impact. 

The way we look after ourselves is changing. 
COVID-19 has taught us that we are all connected 
and that taking care of ourselves is a way of taking 
care of our family, friends and community. This is 
why “self-care” has a new role, both individually and 
collectively. For this reason, the term “synchronised 
care” would seem more appropriate. 

The pandemic has put the public healthcare  
system under the spotlight and encouraged people 
to take control of new aspects of their physical and 
mental health. Across Europe, 65% of people are 
now more likely to take their health into account in 
their daily actions and decisions (source: GSK*). 

As we adapt to changing priorities and life after 
the lockdowns, many people are focusing on 
maintaining control over their physical, mental  
and emotional health. 

The shortage of healthcare 
professionals 
While hospitals, care facilities and agencies face a 
clear shortage of staff and GPs, psychologists and 
psychiatrists have to turn away patients. The global 
shortage of people willing to work in the healthcare 
sector is becoming increasingly apparent. By 2025 
to 2030, the World Health Organization* predicts 
a shortfall of 18 million healthcare professionals 
worldwide. In the coming years, health will therefore 
become increasingly dependent on the social 
systems that support people, particularly their 
working environment. This development will anchor 
social wellbeing, co-healing and decentralised 
or community systems into the future of care. 
Global health – nature – is an integral part of it. 
Environmental psychologists have no doubt that 
environmental wellbeing will be as important as 
personal wellbeing.

In the coming years, 
health will therefore 
become increasingly 
dependent on the 
social systems that 
support people, 
particularly their 
working environment.

The pandemic 
has prompted the 
population to take 
control of their health, 
both physical and 
mental.
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Thank you!

Dear reader, I hope you enjoyed reading this trend report as much as we 
enjoyed writing it. It is clear that the pandemic has increased awareness 
of the importance of wellbeing at work. At B-Tonic, our mission is to help 
companies and organisations optimise and develop the work that can be 
done. Curious about how we do this? Visit wellbeingworks.be.

Methodology 

Composition of the representative sample of Belgians working with colleagues. Between 
Friday 5 November and Monday 8 November 2021, 1,087 Belgians aged 16 to 70 successfully 
completed the online questionnaire. The market research firm IPSOS Belgium – which carried 
out the survey at the request of B-Tonic (Baloise Insurance) – selected these respondents in 
a stratified and random manner. Of these 1,087 respondents, students, pensioners, (other) 
long-term unemployed people and workers who work (almost) exclusively outdoors or in a 
vehicle were excluded from the sample because they were “not representative”. In the end, 
725 respondents were selected as “relevant and useful” for the study on “wellbeing at work”. 
The actual final sample can be considered as representative of the “working-age population 
within Belgian cities”, i.e. all those who regularly commute to the office, the warehouse or 
their place of work. 
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