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Mental health is the number one cause of disability in Canada, accounting for
nearly 30 per cent of disability claims and 70 per cent of total costs. Mental
illnesses, which can take many forms, are still widely feared and misunderstood, which can prevent people from seeking help and accessing the
services that allow them to develop the personal tools to lead meaningful
and productive lives. During Mental Health Week, Canadians are encouraged
to learn and engage with others on all issues relating to mental health.
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Published during Mental Health Awareness Week, May 1 to 7, this special feature will include the
following editorial highlights:
AWARENESS AND ADVOCACY. We highlight Canadian leaders and organizations that raise awareness
of mental health issues and support the resilience and recovery of people experiencing mental illness
through advocacy, education, research and service.
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WORKPLACE. What are some of the resources, strategies and programs that help businesses and organizations create a climate of openness and support in the workplace?
RESEARCH AND INNOVATION. We explore the new findings and innovative approaches that are making
a difference in the lives of people affected by mental illness.
CHILDREN AND YOUTH. Where can the families of young Canadians impacted by mental health issues
turn to for support?
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We’ve had a long history of producing engaging print and digital features. Select a link below to view a previous feature.
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Mental health in the workplace matters.
These buttons showcase a range of moods and by wearing
one you can show your support for mental health and
for people facing challenges.

Each person in the workplace plays an important role in creating environments that support mental health and those with mental illness. SUPPLIED

Building a mentally supportive workplace

NEXT
STEPS? Contact Globe and Mail Project Manager RICHARD DEACON at 604.631.6636, or via e-mail at rdeacon@globeandmail.com
“W
hen you live with anxiety
or another mental illness,
it doesn’t know when
you’re at work,” says Courtney Taylor,
who works at a publishing company
in Toronto.
Ultimately, Ms. Taylor felt she didn’t
have a choice about whether to disclose
her condition to her close co-workers.
When she experiences a panic attack,
she now feels comfortable asking a colleague to go outside with her to help
her catch her breath. “We spend most
of our time at work, and these are the
people you’re going to turn to the most,”
she says. “I was lucky that the people
I’ve turned to – co-workers, managers
and HR – were understanding and supportive. I know that not everyone has
that experience.”
Richelle Heck, the HRPD advisor of
programs at PCL Constructors Inc., is
working to help build a similarly supportive environment on a very large scale.
PCL, a Partners for Mental Health supporter and Not Myself Today participant,
is currently launching its fourth annual
campaign during Mental Health Week.
“We needed ways to advance our
health and wellness programs, specifically looking at mental health, and we
wanted to find a way to unify employees
across the country and the company,”
she says. “Not Myself Today presented a
great opportunity to have one campaign

“The more we can provide
practical and proven
solutions, the less likely
we’ll see stigma and
discrimination in the
workplace.”
Jeff Moat
President of Partners for Mental
Health

SUPPORT
MENTAL HEALTH AT WORK
Creating a safe workplace starts
with being sensitive to others and
working to increase your personal
mental health literacy, says Dr.
Marie-Hélène Pelletier, a registered
psychologist and the assistant vice
president Workplace Mental Health
at Sun Life Financial.
Providing the training managers

“We know that stigma is fear based,
and we fear what we don’t understand,” says Jeff Moat, PFMH’s president. “The more we can provide practical and proven solutions, the less likely
we’ll see stigma and discrimination in
the workplace.
“It’s one of the last social taboos
of our time. We want to help create
environments where mental illness
is recognized for what it is, an illness
that should be talked about and treated
like any other illness, not unlike heart
disease or cancer.”
In the last five years, research has
resoundingly proven that – in addition
to it being the right thing to do from
the perspective of social responsibility
and compassion – there is a strong
business case to be made for investing in mental health, says Mr. Moat.
“One international study in particular
shows that for every dollar invested
in a mental health initiative, the return
is $2.30. That takes the form of better
productivity, less absenteeism and
lower disability costs.”
The annual Not Myself Today campaigns by Partners for Mental Health,
alongside other initiatives such as
Bell’s Let’s Talk and individuals who
have shared their personal stories, has
helped to normalize the conversation,
he says. “Most of us were raised not
to talk about these issues, so first

can learn together.”
But that is only the first step, says
Mr. Moat. “Our feeling right from the
beginning, and the view of our founding chairman, the Honourable Michael
Kirby, is that awareness alone isn’t
enough. As an organization, we see
our role as mobilizing the grassroots
to become involved and make that
personal connection to the cause,
and to do something tangible to drive
change.”
Creating healthier work environments
is a responsibility shared between the
employer and the employee, he says.
“Each year, our initiative changes in
response to our evaluations of previous
campaigns. This year, one of our aims
is to create even more change agents,
empowering employees and people
managers to improve mental health at
work. Every action counts, no matter
how big or small.”
Each person in the workplace has
an important role to play in creating a
mentally healthy workplace, stresses
Ms. Taylor, who is now the co-chair of
the Partners for Mental Health Toronto
Community Action Team. “It’s hard for
people to understand if they haven’t
lived it, but I think the most important
thing is to be open, willing to listen
and non-judgmental. You don’t have
to understand – being willing to try,
or to just be with that person if that’s

STRATEGY

CHECKLIST FOR A MENTALLY
HEALTHY WORKPLACE

When it began planning its mental
health strategy in 2012, Halifaxbased Emera recognized the importance of first consulting its people.
“We built the foundation of
our strategy on feedback from a
survey and focus groups with our
employees,” says Lyne Brun, an
Emera case manager and peer
support specialist. The feedback
guided the development of formal
programs and services, as well as
informal supports to foster a culture
receptive to discussing and addressing mental health issues, she says.
Ms. Brun offers a checklist
for other companies striving
to create a mentally healthy
workplace:
• Equip all employees, managers
and senior leadership with the
skills that promote resiliency.
• Reduce stigma by creating a
respectful workplace that considers language when speaking of
mental health.
• Provide self-assessment tools

Sources: Vividata Q2 2015 Study – Age 18+, comScore MediaMetrix Q4 Average 2015
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