Healthy Choices: What Works and What
Doesn’t in Crafting and Communicating
Wellness Initiatives
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We Are Largely in Control of Our Own Health
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Lifestyle Reality
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The OLD Way to Think About Health Engagement

N
facilitate

motivate




A NEW Way to Think About Health Engagement

Make It

facilitate
| Relevant

Make It

motivate
Easy

educate
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People Know the Right Answers, Yet . ..
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Health benefits communication,
as we’'ve known it
over the past 30 years,
IS obsolete.




Typical

Educational

Ineffective
Obsolete
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Health Engagement Tip #1

“People get distracted and forget.
Repetition, across time, Is vital.”




Employees’ Reality of Health Messaging from Employers

For most employees,
annual enrollment is
one week out of the year.

pre-AE » AE » post-AE

What Are They Hearing About the Rest of the Year?

10 Hewitt




A New Employee Reality for Health Messaging?

) Emphasize health engagement
the other 50 weeks

Diabetes a. Diabetes
! I c Take an Get flu shot; Diabetes d.
: HRQ; why it's
: special particularly
Diabetes b. sidebar on important for
l diabetes diabetics

Reduce the
focus on

annual
enroliment

pre-AE » AE » post-AE

A Possible Focus of Health Engagement Over the Course of One Year
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Health Engagement Tip #2

“Targeting Fuels Motivation
& Improves Outcomes”
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Do You Know Who | Am and How to Move Me?

My Demographics My Well-Being
Who am | and how What's my
can you find me in “current state” on
your organization? health, finances,
career, etc.

My Attitude
What matters to and
motivates me, and
what gets in my way?

My Behaviors
What am | doing
already and what

else am | likely to do?
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Help Target Key Audiences with Segmentation Analysis

Just like consumer marketers, HR and Benefits teams can use segmentation to target key groups in

your population

Input Employees’
and Spouses
Names and
Addresses

TFC’s LIVING Well Segments

Leading the Way

Traditional e Responsible ® Proactive

Sporting e Wealth-Oriented e Driven

Value Independence

Ambitious e Hardworking e Leisure-less

Traditional ¢ Home-Oriented o Self-Assured

Entertainment e Downtime ® Family

Cautious e Handy e Cash-Strapped
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Match Employees
and Spouses to
Database and
Assign Segments
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Focus on your largest segment(s) OR combine segmentation
data with other data to identify and target the behaviors
(and people) that are key to your success:

Demographic and Participation Health
Organizational Data Data Claims/Risk Data

v Age
v’ Gender
v’ Ethnicity

v'Benefits Enroliment v'Health Risk

_ — Claims
v'Lifestyle/Wellness — Conditions

Program — Rx Compliance

v'Retirement Plan v'Lifestyle Risk

v’ Location Decisions — Health Risk

v'HRQ Participation Questionnaire
— Biometrics

v’ Salary

v Tenure v'Incentives Earned

v'Screenings
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Identify and Target Health Risks

Census and Medical and . Biometric Management,

Demographic Pharmacy
Data Claims Data

Attitudes,
Values, and
Behaviors

Testing Wellness,

Results Coaching Use
Optiona Dotions

Health Risk Group Profiling System

Baseline Measures Target specific groups,

Sliativies et cting conditions, and behaviors

> Employer-specific groups
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Target Your Risks

Focus on data-driven, population-specific solutions

Targeting Diabetes (Example)
Paid Claims by Diabetes Compliance Band

Major
Finding:
More than
i u ‘ = . one-third
/ of high risk
$10,782; 51;,52:5; diabetics
295 O P10580; have less
than 80%
$8,496; $9,648; compliance
517 i and cost
15% more.
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@1:0-20% @2:20-40% @3:40-60% #4:60-80% @5:80-100%
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Behavioral Economics Provides Insight and Leverage

Benefit designs, communication, and delivery are based on assumptions about

peoples’ behaviors that may not be accurate.

Homo Economicus

(How we’ve
viewed people)

v Rational

\/Maximize value
for self

v Well informed
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Homo Sapiens

(How people
really behave)

\/Boundedly rational

v Use decision
“short-cuts”

v Make decisions using
available information
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Behavioral Tendencies You Can Harness . . . or Fight

& smaller reward
toclay ve 2 larger
resward Later_ 1Y

- .
] S

Losing hurts worse What everyone
than winning feels good else is doing
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Health Engagement Tip #3

“Wants’ are more important
than ‘Needs™
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You Might Need A Mammogram,
But Why Would You Want To Do It?

“Because | can’t

imagine life without you.”

Only at
Computer

Assisted Dlglta.l Mgmgﬁ al

Mammography === Hospital




You Might Need to Lose Weight,
But Why Do You Want To Start Now?

YOU COULD BE OUR

BIGGEST WINNER!

That's righs! Sign up for the Step Lpd Pay for Pounds incenths by March 31 and sam §10 canh
for pvery pound you kol

o el oof e Stag Lipd Tisie CPar g INALSTR G — R SERum Erger program 6 help
ermployees v 1Felr tamdiers dop the weight and oot in shaps.

Forget itanve-yoursed dhets, stmyi-nduced binges, snd workouts that L you 100 tied D move,

IF YOU THOUGHT FﬁT TUESDM’
WAS A YEAR-LONG EVENT...

= Semall, daily changen Chat Can have & big paryolT on your haalth and weight
® Fun, frisndly compotiton, gamas, jokos and recipe contasts

= An online Lupeon network of family, Siends and co-wored

= A Itnes waBet s o vEmma, brimeniel, hosithier you!
Crman, this ana’s & no-braines. Seo B Step Upd Tl Tharge weleiils 88 i pap it 1 o
detall and sign-up for Pay for Poands. by Manch 31, 2070, Erter this mu:mn::tu: I:l:-m[.'lﬂ
Your thgn up o tha webraie: Aopupinam,

© ol e T L P (N Sy T N 8 T L P e e e
=
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Do You Need to Lose Weight or
Do You Want to Fit Back into Your Favorite Jeans?

p Why not take the health
WOHdeI‘IIlg’ risk assessment and get

how yowll ever |
. . how to shave 10 pounds?
fit back into

your favorite Go online today at
. www.heyourbest.com
.] eanS? Onee you canplete your health

risk assessment, you got:

“u ez Al Nuiritions

& delicious recipes
for dowmnload

Click here to ses
example recipes.

Exercige disconnts
and gym coupons
Click here to learn
more about the
discounts available.

Free magazine
subscription
Click here to ses
sour choice of
health magazines.

=, PREMIERCO
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You Don’t Think You Need to Take a HRQ,
But What Might Make You Think Differently?

. PREMIERC

She hasa lot of living
ahead of her,

And she needs someone
who can keep up.

Take the health risk assessment.

You'll get simple advice for living healthier
#0 you have the energy for the people you love.
And its covered 1000 by Premier C'-.‘Jmpi.n}".

Once yos complete your health ek pesessment, you fecehe:
= 15 fewihle benefit dodan

. imﬁuﬂn&?nw&!
= B30 wwnrdi the comr of o Senp Sewnking prgim

Call 1-800-000-1234 1o request a health assessment.
Aavd tha First 50 wmiployss £D oull gt s bosus of 100 (e doliwni

O you an go bo wnsenesgyfor i.com 1o take the: ool ine heslth amsesament
Four surery nnd rewults will be kept condidential
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Do You Ride to Be Healthy or
Do You Want to Win the Challenge?

Above average.
Way.
Sem hew you compara to the rest of them

¥ PREMIERCo Kby s

Ty ol reais il b lept cordertal—or we G |a? i Setup 0
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Health Engagement Tip #4

“Your ‘Hero’ Is the customer,
not the plan or the program.”
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Facilitate: Clear the Road, Put Up Signs, Provide Services

Review
desired
behavior from
a user
perspective

Review Plan
Designs

Look for
any and all
barriers that
could be
removed
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Consider

ways to
increase the
likelihood of
the desired
health
behaviors

Create
materials that
guide people
to do the right
things, in as

much detail
as possible
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Educate: Make It Easy to Get Relevant Tools and Information

PremierCo Health Action Center

e

Anytime...

Have @ healthy pregnandy and a

FEaiy Bakyl Gob e T3l you need
abaut prégrancy = Som gesng
healthy befare concepan through he ]
posipatum penod 1%‘-

Welcome to the new
Action Center

YOS Taamedy, andl migds

Coapprelwisive Promuncy He sl

YOUR 2010 HEALTH PLAN  centes
AT-A-GLANCE

{gafth Encycloped
Heport
Pregnancy - haalth risks
Inifietility IR wiarmian Pregnancy care
Birth cortrel opSons Tor women Fiegnancy - identifying ferde days
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Contact Information

John D. Moses, PhD.
Principal

Hewitt Associates LLC
100 Somerset Corporate Boulevard
Bridgewater, NJ 08807

908-595-3104
John.Moses@hewitt.com
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