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A CASE STUDY 

Building the case
The John Lewis Partnership owns and operates two of Britain's best-loved 

retail brands, John Lewis & Partners and Waitrose & Partners. Started as a 

radical idea nearly a century ago, the Partnership is now the largest 

employee-owned business in the UK, with 83,000 employees who are all 

Partners in the business and share pro!t, knowledge and power.

The Partnership has always placed the health and wellbeing of its Partners at 

the heart of all it does. In fact, it o"ered its own internal health service almost 

20 years before the NHS launched. Partnership Health Services provide a wide 

range of physical and mental health services. The mental health provision 

o"ers solution-based therapy for those Partners who are experiencing mild to 

moderate mental health challenges. Recognising the role that line managers 

play in promoting good mental health, as well as spotting problems and 

signposting Partners to available services, the Partnership runs twice weekly 

Mental Health Awareness workshops.  

At a time of disruption to the retail sector, it has never been more important 

to keep investing in the wellbeing and resilience of Partners. To this end, the 

Partnership has set itself a bold ambition to become Britain's Healthiest 

Workplace by 2025. To contribute towards this ambition, The Partnership 

recognised the need to explore the preventative tools o"ered to help 

Partners improve and maintain their mental health. 

The Partnership covers many locations throughout the UK as well as di"erent 

types of workplace, ranging from shops, head o#ces, warehouses and 

production facilities. With Partners working 24/7, a decision was made to 

focus on exploring a digital-based solution, which could be easily accessible by 

all Partners at any time of day. 

Following a review of available options, Unmind was selected for a trial as it

was unique, cost-e"ective and, being an external supplier, the Partnership

would have no access to individual data, therefore Partner access and 

interactions with the platform would be completely con!dential and anonymous. 

Other bene!ts of using Unmind were:

• Clinically-backed by the latest academic research.

• Breadth of content ranging from mindfulness exercises to psychological education.

• Content is delivered in small chunks, covering important topics in a well-structured, engaging way. Available anytime, 

anywhere, and on any device. 

• Customised signposting to other wellbeing resources within the Partnership and where to get help in an 

emergency situation.

INDUSTRY 
Retail

MALE - FEMALE RATIO
43-57*

*As of 27 January 2018

NUMBER OF EMPLOYEES 
83,000

ABOUT JOHN LEWIS PARTNERSHIP

Setting up for success
The size and scope of the Partnership initially posed a challenge. Unmind typically uses work email addresses as the 

registration method but, as some Partners do not have an email address due to the nature of their work, Unmind created 

a new registration method using employee number instead. This opened up the platform for all Partners to use and could 

now be accessed by computer or via the app on a mobile phone.

“I tried the Work 
Meeting Focus Tool 
before a "di#cult" 
meeting and found it 
really useful to unwind 
and prioritise before 
hosting the meeting.”

PARTNER



“It gave me a real opportunity to talk through general stu! with other people, 

people who were very reluctant to talk about their own issues but were in a bad 

place. Me being honest and open really helped a particular colleague feel they 

could be too. That for me was its greatest bene"t - facilitating change.” 

PARTNER

Where we are today
Three months after launch, the number of Partners who have signed up 

continues to increase each week. Aside from the growing user base there 

are other measures of success (a few examples below) and the platform 

has helped engage Partners in conversations about mental health in a 

positive way. There is now a growing community of Partners who are 

openly talking about mental health and taking proactive care of themselves 

and their colleagues.

Deployment
Unmind was "rst trialled amongst a small but signi"cant group of Partners to 

see if it would appeal to all audiences and to gather useful feedback. Partners 

were involved nationwide across multiple sites and functions, from executive 

level to shop #oor. These early champions helped build anticipation and 

momentum for a full launch.

All Partners were invited to a Google+ community group ahead of launch 

and were communicated with via emails, webinars, and the community 

postings. The early champions, who personally bene"ted from using the 

platform, shared their stories via the community, which was the most 

powerful engagement tool for Partners. Additionally, various site visits 

were made to help educate Partners about the platform and its bene"ts.

The launch was held on the roof garden of John Lewis & Partners Oxford Street, with the Unmind team running two 

presentations to introduce the app and share the mission behind it, and involved Partners in some exercises akin to what 

they could "nd on the platform. The events were streamed across the whole Partnership to ensure inclusivity and mass 

coverage. Reporters from the Partnership’s internal magazine, the Gazette, attended to produce a news feature. Several 

hundreds of Partners registered that day with one thousand new Partners accessing Unmind within a week.

“This is a brilliant tool 
and I'm very happy to 
work somewhere that 
takes mental health 
seriously and looks after 
the interest and health 
of their Partners.”

PARTNER

“Just being able to 
send and receive Praise 
from your colleagues is 
incredibly uplifting.”

PARTNER

BY THE END OF THE FIRST QUARTER

4311 1,092

19,829 11,940

Partners have signed up 
(more than 5% of the total population).

instances of Praise sent 
between Partners.

Tool minutes played. Series minutes played.


