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‘The F-word’ (Fun) 
in the workplace

Why you should encourage 

HOW TO USE FUN TO BUILD A STRONG BRAND 
THAT IS LOVED BY YOUR EMPLOYEES AND CUSTOMERS



Red Balloons
99



Let’s get to 
know each 
other



Today’s session is 
about tightening 

our shoelaces!



All work and no play makes 
Jack a dull dead boy!



https://www.youtube.com/watch?v=GHX2mvFVQMs


Your brand is what people think 
and feel about your organisation, 

its products and its services.



Branding is any initiative, 
action, programme or 
behaviour that influences 
what others think about 
your organisation, its 
products and its services.



People do 
business with 

others they know, 
like and trust!



The aim of great branding 
is to become more known, 

liked and trusted!



Marketing/Advertising campaigns
Public relations
Buzz marketing
Social media
Content marketing
CSR initiatives
Customer experience 
And the list goes on…

Branding includes 
activities such as:



Brand 
loyalty 
is the tendency of consumers 
to continuously purchase 
one brand’s products over 
another. 



Brand loyalty is also the tendency for 
individuals to choose one organisation 

over another as an employer, and to 
be an exceptional brand ambassador 

for that organisation.



THE WRONG WAY TO DO BRAND LOYALTY!

https://www.youtube.com/watch?v=FHWueld-KGk&t=361s


Known, liked and trusted by team members & customers 
High level of brand loyalty among team members & customers
Strong employer brand that attracts the industry’s ‘best and brightest’
Profitable company
(and that’s just for starters!)

What does a strong 
brand look like?



What’s fun 
got to do with 
your brand?



Fun
/fuhn/ noun

That which provides 

amusement or enjoyment.



“Fun isn’t a luxury, even at work…
People simply feel better about the work they’re 
doing when they enjoy the people they’re working 
with. Every day might not be all laughs, but if it’s 
all drudgery, then it’s hardly worth the effort to 
get out of bed and come to work.

James Kouzes and Barry Posner, 
bestselling authors, The Leadership Challenge

”



Reason #1: Happy people are 
more creative!
Research conducted by Professor Teresa Amabile found that:
persons who were in a good mood on a given day were more likely 
to have creative ideas that day, as well as the following day.



Reason #2: Happy workers are 
more productive!
One study conducted by a group of economists led by Andrew 
Oswald, a professor of economics at Warwick Business School, 
found that:
happy workers were up to 12% more productive while unhappier 
workers were 10% less productive.
happier workers “use the time they have more effectively, 
increasing the pace at which they can work without 
sacrificing quality.”



Reason #3: There is a link 
between happiness and health!
A review of more than 200 studies conducted by Laura Kubzansky, 
professor of social and behavioral sciences at Harvard School of 
Public Health found: 
a link between psychological attributes, such as happiness, optimism 
and life satisfaction, and a lowered risk of cardiovascular disease. 
“lower blood pressure, normal body weight and healthier blood fat 
profiles were also associated with a better sense of well-being”.



Reason #4: 
Having fun in the workplace can help build trust. 
The Greek philosopher Plato is quoted as having 
said, “You can discover more about a person in 
an hour of play than in a year of conversation”.

Encouraging fun in the office can help your employees get to know 
each other better and improve the levels of trust, teamwork and 
camaraderie in the workplace.
This, in turn, can create a culture of synergy where team members 
can be more productive.



Reason #5: Customers can 
sense when your employees 
are unhappy!



The changing views 
on “The F-word” in 
the workplace



A 2016 “It Pays to Play” study conducted by BrightHR, 
a UK-based prover of HR software found that:

Among 55-60 year olds who participated in the study, 
56% rated the importance of fun at work as very/
moderately important. And only 14% felt that workplace 
fun would improve their productivity.

79% of 16-24-year-old respondents rated the importance 
of fun at work as very/moderately important. And 
44% of the respondents in the same age range felt that 
workplace fun would improve their productivity.



Snapshot of 
Blueprint Creative 

Employer Brand Survey



Money can’t buy happiness 
in the workplace!
80.4% would not leave their current job to work 
for an employer with a poor culture



Money can’t buy happiness 
in the workplace!
Only 19.6% would leave their current jobs to work 
for an employer with a poor culture if they could 
earn a higher salary



Brain Drain

2 out of 3 persons would leave their current job for 
the same salary if given the opportunity to work for 
a company with a better culture



Brain Drain

1 out of 3 persons would leave their current job for 
a lower salary if given the opportunity to work for a 
company with a better culture



There may be a 
new tax in town 
– “Culture Tax” 

What 
themes 
were 
revealed 
from the 
survey?



The workforce’s views on 
the importance of the 
“F-word” is changing.

And it will continue 
to change!



But…
Is encouraging 
the F-word in 
the workplace 
practical?



PAPER AIRPLANES
#BRANDINGANDHR
#FWORDPAPERPLANE

Activity



Back to School Day

Blueprint Turns 9
Team Gym Challenge

Tea Party

Obstacle Course

Birthday Fashion Show

Spontaneous Beach Day

Ron Loves Christmas!





https://www.youtube.com/watch?v=iiEzf3J4iFk


What we remove 
from our culture 
is as important as 
what we put in.



Fear of leaders/intimidation by leadership
Fear of failure
Not living the company’s core values
Lack of purpose
Lack of a vivid vision
Poor internal communication 
A siloed organization
(and the list goes on!)

Examples of “Giant 
Dancing Chickens”



Encouraging The F-word 
in the workplace isn’t just 
about having fun activities 

for the sake of having 
these activities.



Encouraging The F-word in the 
workplace is about developing 

a culture where team members 
can be the best possible versions 

of their professional selves!



https://www.youtube.com/watch?v=KB2RVkTrvog


The curious case of Airbnb
The role of Head of Employee Experience at Airbnb blurs the lines 
between the functions of Marketing, Communications, Real Estate, 
Social Responsibility, and Human Resources. The Head of Employee 
Experience is responsible for not only typical HR functions such as 
recruiting, talent management and development, HR operations, 
and total rewards, but also a range of new areas which create 
the ‘workplace as an experience’ vision. This expanded scope of 
responsibilities includes such functions as facilities, food, global 
citizenship, and a secret sauce of creative individuals in most offices 
called ground control, who focus on bringing the Airbnb culture to 
life through workplace environments, internal communications, as 
well as employee events, celebration, and recognition.”



“Brands are built from the inside out. The way a 
company behaves on the inside is going to find 
its way to the outside.” 
 
Ginger Hardage
Former SVP of Culture and Communications at SouthWest Airlines

The intersection between 
branding and HR



“Clients do not come first. Employees come 
first. If you take care of your employees, 
they will take care of your clients.” 
 
Richard Branson



Because the work HR does most 
definitely has an impact on the 
way that a company behaves on 
the inside (and by extension on 
the outside), HR professionals 
are, by default, branding 
superheroes in disguise.

The intersection 
between branding 
and HR



“When you think about the world’s most successful brands, 
you think of names like Google, Coca-Cola, and Apple - 
brands that have transcended their category of product or 
service to become icons themselves. But if you look closely, 
these brands also have another thing in common. They 
consistently top annual Best Places to Work Lists. In addition 
to brand recognition, they also have a strong company 
culture and highly engaged employees.”   

 
Chris Wakely (5 Ways HR Can Build Your Brand)

The intersection between 
branding and HR





BRANDING 

Marketing

Advertising

Digital Strategy

Visual Brand

Customer 
Satisfaction

HR 

Talent Acquisition

Talent 
Management

Career 
Development

Change 
Management

Internal 
CommunicationsBHRANDING

(SHARED INTERESTS)

Strategic Planning

Employee Brand Engagement

Employee Experience

Customer Experience

Brand Positioning

Storytelling

Brand Loyalty



At Blueprint Creative, we’ve coined the term ‘Bhranding’ to 
refer to the hybrid discipline of branding and HR working 
more closely together to achieve their shared interests 
and to help the organization build a stronger brand and a 
stronger business.

Branding + HR = ‘Bhranding’



“Branding is no longer solely the job of the marketing 
department. HR professionals must now embrace their 
roles as internal branders.” 
 
Chris Wakely

The intersection between 
branding and HR



The Branding/HR 
spectrum



Zero integration: 
Companies treat branding and 
HR as two distinct silos



Partial integration: 
Companies pair HR and 
marketing to work in the same 
department

Companies are now hiring classically trained marketing professionals 
to work in their HR departments. 



Full integration: 
Branding and HR are extensions 
of each other



Increased 
communication
across departments

Greater accountability 
among team members

Lower advertising 
costs to build the 
brand

Higher levels of 
engagement among 
team members

Higher team 
member morale

Improved customer 
experience 

Improved
productivity

Increased 
revenues

Increased
profitability  

Bhranding 

The Benefits of 
Bhranding



Encouraging The F-word in 
the workplace is possible, 

but it won’t happen 
by chance!



“CROSS THE LINE!”

https://www.youtube.com/watch?v=6_WUi8jxwVY


Need help introducing 
The F-word in your 
workplace?
I’m just a phone call or an email away!



Do you encourage 
The F-word in your 
workplace?
We’d like to hear about it!



Blueprint Creative is inviting 
you to participate in a 
Bhranding Pilot Project.



Adopter Curve: 5 Types of Adopter

Early market Mainstream market

Innovators Early adopters Early majority Late majority Laggards

enthusiasts

People who want new things
(permitting disruption)

People who want convenience
(gradual improvement, if desired at all)

visionaries pragmatists conservatives skeptics



Connect with me!
Ron@BlueprintCreativeInc.com  

+1 (246) 436-1522

+1 (246) 256-2315

www.BlueprintCreativeInc.com

@ronjohnsonbb



Questions, queries 
or comments?

Ron@BlueprintCreativeInc.com  

+1 (246) 436-1522

+1 (246) 256-2315

www.BlueprintCreativeInc.com

@ronjohnsonbb


