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Human beings are driven by the idea that with success comes 
happiness. The harder we work, the more successful we’ll be, 
which will ultimately make us happier. We subscribe to this in 
business too, believing that with hard work comes reward – 
whether in title, promotion, profitability or financial incentives. 
If only we could achieve that raise, that promotion, or get that 
award or new job, we would be happier.

Turns out we have the equation backwards. The truth is a 
happy, positive brain delivers higher energy levels, intelligence, 
creativity and more. Long- term happiness is not determined 
by external factors like money or success. The dynamic 
works in the other direction: our levels of positivity are largely 
responsible for how successful we are.i

Therein lies a core tenant of Positive Psychology. First 
championed by American Psychological Association 
President Dr. Martin Seligman in the late 1990s, Positive 
Psychology looks at what helps people thrive and achieve 
their potential.ii Seligman defined a new field that moves away 
from traditional psychology’s focus on healing damage, and 
instead carefully and scientifically examines how and when 
people flourish. Positive Psychology looks at the factors that 
make a difference to human functioning, including gratitude, 
hope and optimism and how a strengths-based approach to 
human development can improve how people live and work.

“Policies based on Positive Psychology are starting to take 
hold in leading edge companies for good reason,”explains 
Karen Barth, HighPoint advisor and expert on organizational 
effectiveness.“This is research-based science that validates 
the idea that positivity has real impact in business. Data in the 
field show that positivity has an impressive effect on employee 
engagement, productivity, creativity and is correlated with 
high levels of  profitability.”

Some interesting research findings support this idea:

• When leaders are in a positive mood, their employees 
are more likely to respond accordingly, practice helping 
behaviors and coordinate more effectively. CEOs 
who cultivate personal gratitude tend to be more 
appreciative of others because their brains have the 
habit of noticing the good. This appreciation leads to 
high performance. iii

• Over 80 percent of 2,000 Americans surveyed say they 
would work harder if their boss were more grateful 
– unfortunate given that people confessed to being 
least likely to express gratitude in the workplace. 
As for receiving gratitude, over 90 percent agreed 
that   a grateful boss is more likely to succeed and 
gain employee support and only 18 percent agreed a 
grateful boss could be seen as weak. iv

• Only 25 percent of job success is predicted by IQ. The 
rest is determined by optimism, social supports, and 
the ability to see stress as a challenge not a threat. v

• “Inner work life” impacts creativity, productivity, 
commitment and collegiality. Workers don’t just 
perform better when they are happy, they generate 
more ideas. vi

• Happy employees make happy companies. Revenues 
exceeded an average 20 percent for the 2014 Fortune 
“100 Best Companies to Work For.” And those same 
companies hired employees at a rate five times the 
national average, according to the Bureau of Labor 
Statistics. vii

BUILDING HAPPINESS IN THE 
WORKPLACE

“It’s important to create a business plan, define a mission and 
values, set objectives, incentive and compensation plans,” 
says Barth. “But often this energy is wasted if a company 
cannot create a work environment that fosters engagement, 
that motivates and inspires.

“Too often we underestimate the real value created when 
companies address their employees as whole beings, paying 
attention to their mental, physical and emotional health. We 
know that people want their work to be meaningful, to be 
given the latitude to do a job well, and to feel like they are 
making a contribution and making progress toward a greater 
goal – yet most workplaces tend not to support or promote 
these characteristics.” 
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GRATITUDE PAYS OFF: EXCELLING AT 
HAPPINESS

Gratitude is one component of happiness that clearly leads 
to better results. At the individual level, gratitude makes 
people better leaders because grateful leaders drive higher 
productivity by focusing on and appreciating successes. 
They also encourage others to do the same; the attitude is 
contagious. Interestingly, expressing gratitude on a regular 
basis not only improves the well-being and performance of the 
person on the receiving end, it also has a profound impact on 
the person who is showing appreciation. Moreover, gratitude 
can be cultivated at the organizational level by building in 
rituals of gratitude into organizational culture and systems.

Gallup has surveyed thousands of companies around the 
world with their 12-question employee engagement survey. 
They found only 1 in 3 employees agreed with the statement: 
“In the last seven days, I have received recog- nition or praise 
for doing good work.” According to the U.S. Department 
of Labor, the number one reason people leave their jobs is 
because they“ do not feel appreciated.” viii

“Employees want to feel like they are making a difference, 
that their contributions matter,”adds Barth.“Recognition and 
appreciation don’t necessarily have to be monetized. Research 
shows that having work acknowledged and appreciated, 
particularly in front of peers, can be a great motivator. ix  And 
the opposite is also true.”

SOME CASE STUDIES

To illustrate how gratitude can make tangible headway in how 
an organization and its people perform, we looked at two 
companies well known to HighPoint, one based in the U.S. 
and the second based in India with operations in India and the 
Philippines.

Founded in 1992, the first company is an online health care 
education provider that brought in a new CEO in 2012. His 
primary objective was to turn the company into a “best place 
to work,”knowing that the company would only benefit if its 
employees could become happier and more rewarded in their 
jobs. His team started by defining a new mission statement 
and core values, one of which was personal fulfillment. 
Employees are given challenging work, a viable career path, 
great compensation and benefits. They promote emotional 
and physical wellbeing, with a priority on workplace balance 
and health. More importantly, the CEO has defined a culture of 
gratitude, with an intentional focus on recognition. He believes 
it’s not just about holiday spot bonuses or quarterly awards, 
but prioritizing daily, specific accolades in front of peers.

“We subscribe to the idea of ‘paying it forward,’ explains the 
CEO.“If I and my management team make gratitude a priority, 
those behaviors and attitudes will trickle down through the 
organization.”

This approach has had tremendous benefits, according to 
Kevin Ventrudo, HighPoint’s COO. He reports,“In 2015, the 
company was named among the best places to work in its 
state and is now listed among Fortune’s 5000 fastest growing 
companies, with 60 percent growth in sales and 80 percent 
increase in EBITDA in the last year alone.”

Our second example, Motif, was founded by two Indian 
electrical engineers who, after working in Silicon Valley for 
10 years, recognized a demand for an offshore services 
provider who practices similar workplace principles used 
in successful U.S. companies. Their objective has been  to 
tackle complex customer requirements, providing “intelligent 
outsourcing”(not commodity work) through deep vertical 
knowledge and customized tools.

“Rather than treating employees as replaceable cogs in a 
process – a common approach among outsourcers – Motif 
prioritizes employees as their most critical asset,”explains 
Bob Kaplan, HighPoint senior advisor and former acting CEO 
and Board Member of Motif.“Unlike their competitors who 
are bogged down by high turnover, repetitive work and little 
innovation, Motif has built a culture that respects and rewards 
its employees. Every individual in the company feels valued, 
like their contributions are appreciated and they make a 
difference.”

Each employee, from management to the customer service 
agents, has the opportunity for promotion from within, 
continuing education and profit sharing through stock options.
The company focuses on open communication and individual 
respect, with “Motifians” at all levels encouraged to speak up 
with suggestions for changing work flows and then awarding 
the best ideas. Employee appreciation is prioritized both 
informally and formally through institutionalized programs like 
awards for innovation, performance and consistency, above 
and beyond awards, and agent praise reports delivered to all 
employees.

Recently, the company introduced a contest in which 
employees were asked to submit their personal “Motif 
story,”which would be shared internally, on the company 
website, as well as in its branding/PR campaign in print and 
social media. Among the themes shared were life- changing, 
motivating, inspiring, with the most pervasive being “grateful” 
– proof that there is so much more to gratitude than financial 

reward.

Yet the payoff of gratitude in the company is measurable. 
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Motif has longer-tenured agents who are able to develop 
significant domain expertise and a positive cycle of innovation. 
The company has zero debt and has been profitable since its 
inception. They have never lost a client due to quality. The 
company continues to receive accolades in its industry and 
is consistently named a top offshore BPO and ITO company. 
Motif is a company that shows how grateful employees can 
translate into grateful customers.

“THANK YOU”

Regardless of cultural norms or geographic location, 
employees want to feel happy and appreciated at work. 
Research consistently demonstrates that our brains simply 
function better in a positive state. Positive Psychology  is not 
just a feel-good initiative but also a scientifically validated 
approach to improve human functioning and, ultimately, drive 
company performance. Positivity and gratitude can become 
part of a leader’s style and even be hard-wired into corporate 
culture with powerful results. 

Obviously, it takes more than just saying “thank you” to build a 
positive culture, but it’s  certainly a great place  to start.
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