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MESSAGE from the PRESIDENT

At HMC, we understand that companies today are looking
for a progressive approach to key concerns such as
workforce health, productivity, and potential reduction of
future medical spend.

We believe that one of the best ways to turn those concerns into positives is
by building a culture of health in the workplace. Whether a company actively
promotes health and wellness or needs help getting a health culture off the
ground, certain strategies can enable employers to create an environment
where healthy behaviors are encouraged and valued.

The result is improved employee health, morale and productivity, all positively
impacting a company’s bottom line. What's more, the culture of health that
companies help to build can become a way of life — both at work and at home.
Our study is a timely look at the attitudes that shape a culture of health and how
they ultimately leave an impression on the overall health care landscape.

Joan Kennedy
President, HMC
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The culture of health that
companies help to build
can become a way of life —
both at work and at home.
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Increasingly, the concept of building a culture of health
has become an attractive strategy for employers of all sizes to enhance
retention, increase productivity, improve employee morale and lower health
care costs. But what is the difference between the perceptions companies
have of what it means to create a culture of a health and the reality of putting a
culture of health in place?

A new paradigm in health care suggests that creating a viable culture of health
in the workplace can significantly boost knowledge of and participation in
an organization's health and wellness programs. This is especially important
as it supports findings that link an employer’s culture of health with reduced
medical spend.! Likewise, in an environment where health and wellness are
highly valued, employers and employees are more likely to respond favorably
to health promotion programs and services? Therefore, it follows that when
employer and employee perceptions of a culture of health are actually
played out, attitudes and actions toward better health care become a shared
responsibility and investment for employers and employees. And given the
context where such a culture of health exists, improved health and cost savings
are more likely to be realized.

The problem is that there has been a lack of information connecting what those
in the health care industry know, with what employers think they know, about
the real and perceived value that a culture of health brings to an organization.
Also missing has been quantifiable research identifying the opportunities that
exist and arise for health and wellness and disease management companies
to have a measurable and progressive impact.

HMC conducted its study to ascertain how employer interest in and perceptions
of a culture of health influence whether it is or is not implemented, maintained
and valued. In addition, the findings offer early implications as to how certain
components of a culture of health may serve as important corollaries to future
developments in the overall health care system.
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When employer and employee
perceptions of a culture of
health are actually played out,
attitudes and actions toward
better health care become

a shared responsibility.



HMC commissioned an independent provider of custom research
and consulting services, Message Factors, Inc., to conduct a study among
three targeted groups of prospective customers. A six-page, 18-minute,
quantitative questionnaire was designed for administration via telephone, and
the survey was conducted from September 15, 2008, through October 2, 2008.
Respondents were offered a choice to receive an honorarium or to have a
donation in their name made to one of a number of different charities.

A total of 451 interviews were completed by respondents who are completely
or partially responsible for making decisions about implementing employee
initiatives that would impact the culture, values or work environment at their
companies. In terms of size, organizations were categorized according to number
of employees as: medium (100 to 999) and large (more than 1,000). When
meaningful differences were observed, the medium-sized group was broken out
into a 100 to 499 subgroup and 500 to 999 subgroup. The number of respondents
from each ofthe two subgroups was 150; the number of respondents from the large
group totaled 151, including 43 representing a subset of very large companies
with more than 5,000 employees.

Respondents represented 20 diverse industries located across 39 U.S. states —
from banking and financial institutions to sales and manufacturing businesses
to government entities and health care organizations. Throughout the survey,
respondents were asked questions pertaining to a culture of health, which was
clearly defined for this purpose.

The following statement was read to respondents at the beginning of the survey
and upon request throughout the interview, in order to provide consistency and
reinforce the definition of “‘a culture of health:”

Additionally, data and observations from a separate but similar study
commissioned by HMC and conducted among 100 respondents from small
companies (with 2 to 99 employees) are included throughout this report as well.
The relevant findings of this small group study ® are presented as ancillary to our
primary study throughout the report.
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SIZE MATTERS

How do companies, big or small, approach the idea
and practice of building a culture of health?

HMC began its study with the understanding that, when broadly
defined, a culture of health means different things to different people in
various circumstances. However, it is possible that even uncommon industries
such as an automaker and an investment firm could share perceptions of a
culture of health if and when they are similar in size. It seems easy to foresee
that a mom-and-pop business would have needs and resources distinct from
those of a Fortune 500 company, and that those needs and resources would
predominantly serve to inform decision makers about the importance and
efficacy of building a culture of health within that organization. But to what extent
is this evidenced? And where does one draw the line between — and make
conclusions about — what is important and what is practical or even desired?
Our study explores these questions.

Interestingly, the answers underscore and further reveal some common
precepts while challenging others. Seven overall findings emerged in the
research as general observations and comparisons across groups. These are
characterized as “insights” and each insight is followed by detailed supportive
commentary and data. Together, the findings offer up an opportunity for
deeper inquiry, analysis and understanding of how building a culture of health
within an organization relies on early indicators of interest, perceived value
and the opportunities which emerge to shape them.
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Building a culture of health
within an organization relies
on early indicators of interest,
perceived value and the
opportunities which emerge
to shape them.



INSIGHT No. 1

Overall, companies are very interested in building or maintaining a culture of
health. That interest and how it informs the perceived value of a culture of health

increases with the size of an organization.

Increasingly, the overall employer market is embracing the idea
that building a culture of health in the workplace is beneficial, even necessary, in
helping companies to remain competitive. This is especially true among larger
organizations. 83 percent of decision makers at companies with more than 1,000
employees are “extremely” or "“very” interested in building a culture of health;
while 71 percent of decision makers at companies with 500 to 999 employees are
“extremely” or "“very” interested in building a culture of health; and 66 percent
of decision makers at companies with 100 to 499 employees are “extremely”
or "very’ interested in building a culture of health. Larger companies are more
likely to feel that they are affected by and involved in actually building a culture
of health, whereas smaller companies are more likely to be attentive to and
engaged by the idea of building culture of health. As interest continues to grow,
however, opportunities will arise for both employers and benefit providers to
reach a more concrete and shared understanding of how a culture of health is
established, maintained and measured in the workplace.

Employer Interest 1000 -+
in building a Culture of Health QU0h <-vovovrreeoeoesesos e

% that are “Extremely”
or “Mostly” Interested 20%

Company Size (number of employees) 100 - 499 500- 999 1000+

Moreover, across company size, interest in a culture of health is linked to
perceived outcomes that a culture of health could produce. In other words, the
level of interest that an organization has in a culture of health helps to define
its perceived value. And, like interest, the degree of the perceived value of a
culture of health follows the same pattern of increasing with company size.
81 percent of the companies surveyed with 100 to 499 employees believe
there is “excellent” or "“good” value attached to having a culture of health;
whereas 91 percent of the larger medium-sized companies believe there is
“excellent” or “good” value in having a culture of health; and 94 percent of
the large companies surveyed agree there is “excellent” or “good” value in
establishing a culture of health.

The Perceived Value 1000 v
in building a Culture of Health 80%

Excellent Value

0 32% M.
B Good Value 20%

100 - 499

Company Size (number of employees) 500-999 1000+
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SMALL GROUP STUDY

Smaller companies are more likely
than larger companies to have
competing priorities or resource
constraints that affect mterest in building
a culture of health and its perceived
value. According to HMC's survey of
companies with 2 to 99 employees,
56 percent of respondents say their
companies are interested in having
a culture of health. Yet, contrastingly;
two-thirds say they have no vision for
employee health and wellness.

The difference between having a
high interest in a culture of health
and having a goal for achieving
one is indicative of the relatively low
degree to which a culture of health
becomes a priority for this group.
Further distillation among small
group employers shows that only 16
percent view building a culture of
health as a very high priority when
compared to other competing goals.
Therefore, it is important that initiatives
that would help small companies
build a culture of health be turnkey
and easy to implement.® In addition,
a productive strategy may be to
align culture-of-health objectives and
processes with the goals of other
higher priority initiatives.



INSIGHT No. 2

Larger companies are more likely than smaller companies to believe that they
already have established a culture of health within their organization.

When it comes to laying claim to an established culture

of health, once again, a pattern emerges that shows the claim increasing
with company size. Specifically, 53 percent of respondents from the 100 to 999
group say their organizations have created a culture of health; 59 percent of
groups with more than 1,000 employees say they have done so; and notably,
61 percent of respondents from very large organizations with more than
5,000 employees say their organization already has a culture of health.

Yet a closer look reveals another key element to this picture: degree of certainty.
When considering the extent to which a culture of health has been “completely”
established, the difference skews greater between groups with 100 to 4,999
employees and groups with more than 5,000 employees. On average and across
company size, only about a quarter ofrespondents '‘completely agrees’ that their
organizations have “established a culture of health for employees.” However, the
number of those who “completely agree” that a culture of health exits within
their workplaces jumps appreciably when the organization goes from large to
very large. 42 percent of respondents from companies with more than 5,000
employees attest to a culture of health being rooted within their organization,
a 14 percent increase over all companies with 1,000 or more employees.

Percentage of Companies  100%
that believe they have established 800
a Culture of Health

20% 29% 30% .
19%

Company Size (number of employees) 100 - 999 1000+ 5000+

Completely Agree
B Mostly Agree

Each of these comparisons proves relevant in demonstrating that while there is
ample opportunity to help organizations regardless of size, companies at the
smaller end of the market have more to do, or farther to go, to achieve their
vision and, likewise, their goals related to workplace health promotion. Such
organizations may, therefore, be more likely to embrace outside guidance and
support for implementing a culture of health within their workplaces.
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Poor behaviors lead to
chronic diseases and high
health care costs. Most
employees have poor
health behaviors because
our Western culture
promotes them. Create a
worksite culture of health
and you start to get at

the root of the problem.

Steven Aldana, Ph.D.,

CEO WellSteps and author of The Culprit
and the Cure: Why lifestyle is the culprit behind
America’s poor health

SMALL GROUP STUDY

Smaller companies are less likely
than larger companies to feel they
have established a culture of health.
Among employer groups with fewer
than 100 employees, 32 percent
believe that their organizations have
created an overall culture of health,
yet only five percent agree that a
culture of health is firmly in place.®



INSIGHT No. 3

Overall and regardless of size, about half of all companies surveyed acknowledge

that they could use help in creating a culture of health.

There are considerable implications to this finding.
If half of all organizations, regardless of their size and current benefit offerings,
concede they could use help creating a culture of health — or devising a more
effective one — within their organizations, where will they go to get that help?
And what will prompt them to do so?

HMC's study demonstrates that companies have a high level of interest in
establishing a culture of health and an even higher perception of its value.
And these qualities of interest and perceived value increase with company size.
But the question remains: to what extent is establishing a culture of health a real
priority for an organization?

As can be seen in the graph below, even a sizeable percentage of the largest
companies feel they need assistance to establish a culture of health. And as
company size decreases, this need for additional information and resources
grows. At the smaller end of the spectrum, only 41 percent of companies with
100 to 499 employees “completely’” or “mostly” agree that they have all the
information and resources that they need. Considering this, it is reasonable to
assume that these companies would look to subject matter experts such as
their external health partners, e.g. insurance carriers, health and wellness and
disease management vendors, etc. for help in their efforts.

( )
Do Companies Have 60%
the information & resources needed [0 S
to build a Culture of Health? 40% -
% that “Completely”
or “Mostly” Agree 10% -
Company Size (number of employees) 100-499  500-999 1000+ 5000+*
.
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SMALL GROUP STUDY

On average, companies with fewer
than 100 employees are much less
likely to feel they have what it takes
to create a culture of health. Only 36
percent of respondents to our small
employer study characterize their
organizations as having adequate
knowledge of, or the ability to, create
a culture of health on their own.®



INSIGHT No. 4

Regardless of company size, there is a consistent belief that employers and employees
share the responsibility in improving employee health and well-being.

Unlike the case with many of the other questions we asked

respondents in this study; rather than seeing a correlation with company
size, it seems that perceptions about employers’ responsibility in maintaining
employee health do not show a discernable trend. In fact, on average, only 53
percent of all respondents to the study strongly agree that improving employee
health is a responsibility of the employer. This perception seems to call for a
collaborative, all-hands-on-deck approach. When the commitment is made to
build a culture of health, programs, product offerings and the way in which they
are communicated should reflect this dynamic and dual sense of responsibility.
A culture of health should not be designed merely for some, but for all, within an
organization — the healthy and unhealthy alike and with the clear understanding
that all parties need to make a contribution to the process.

Do Employers Believe
employees are open

to having their employer
involved in their health?

Do Employers Believe
they have a responsibility to main-
tain and improve the health and
well-being of their employees?

0000 -oovvessssr
50%
40% -
30% -
20% -
10% -
0%

60%
50% -
40% -
30% -
20% -
10% -
0%

5000+*
Company Size (number of employees)

500-999 1000+

5000+*
Company Size (number of employees)

100-499  500-999 1000+

Somewhat
Agree

[ Completely or
Mostly Agree

Il Completely or

Somewhat €
Mostly Disagree

M Completely or M Completely or

Mostly Agree Agree Mostly Disagree

. J/

As Dbetter health becomes a common goal and collective effort within the
workplace, bringing all stakeholders to the table may seem commonsense.
A majority of employers believe they have a responsibility to help maintain
the health of their employees. And a large group of respondents believe that
their employees want them involved in managing their health. However, some
skepticism remains as many respondents only “somewhat” agree. While only a
few respondents disagree, it is possible that we are at a nexus in which employee
and employer perceptions of roles in regard to health maintenance are being
tested and defined.
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Dangerous worksites keep
employees safe by creating
a culture of safety. They do it
by making safety a priority,
supporting it with incentives
and policies, and training
everyone to think about it,
Creating a worksite culture
of health is no different,

Steven Aldana, Ph.D.,

CEO WellSteps and author of The Culprit
and the Cure: Why lifestyle is the culprit behind
America’s poor health



Who Do Small
Companies
think is responsible
for employee health
and wellness?

Percentage of Respondants

60%

50%

40%

30%

20%

10%

Perceived Responsibility
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[tis possible that we are at a
nexus in which employee and
employer perceptions of roles
in regard to health maintenance
are being tested and defined.

SMALL GROUP STUDY

Small companies are keenly
aware of the shared responsibility
between employers and employees
for optimizing employee health.

56 percent of respondents to HMC's
study among companies with fewer
than 100 employees believe that
employees and employers have a
dual role In improving employee
health, affirming that small employers
have a significant stake in building a
culture of health.®



INSIGHT No. 5

At the outset, money isn’t necessarily the primary factor that drives whether a culture of health is

viewed as important.

When compared to more financially oriented benefits,

employer-employee relationships, employee retention and morale
were seen as more important outcomes related to building a culture of health.
HMC conducted its study from Sept. 15 through Oct. 2, 2008. Because this time
period coincided with growing public concern over an economic downturn, we
wondered whether these responses would hold up. So we asked the questions
again a few months later. And the results remained the same. The perceived payoff,
1.e. value for having an effective culture of health is what it 1s: healthier and happier
people. While it sounds simple, it's actually a sophisticated way of doing business.

Putting it Into Perspective

Ranked No. 35 among the nation’s Fortune 500 companies, Johnson & Johnson
has long been a pioneer in supporting employee health through innovative
health promotion programs.

"For many years, Johnson & Johnson has helped employees adopt positive health
behaviors. Our health and wellness strategy sets numerical targets to measure
our success In helping our employees improve and maintain their health.
We focus primarily on modifiable risk factors like physical activity, tobacco use
and weight. Health profile results provide baseline data for our companies and
measure progress

As a business, we re focused on healthcare expenses, which are among the most
rapidly growing cost components for employers. In order to reverse that trend,
efforts must be focused on keeping employees well, engaged and productive,
leading to improved corporate performance. Our own experiences have reduced
our per capita health-plan costs and improved overall employee health. Ve have
now established a Wellness & Prevention business platform drawing on our own
experiences to enable corporate customers to better manage chronic disease,
Improve overall employee health, and create more productive workforces.”

Johnson & Johnson is not alone. Employers, large and small, understand the
short- and long-term impact that health and wellness and disease management
programs have on maintaining a strong and happy workforce.

This personal and empathetic value perception should resonate in every program
structure and service offering and particularly in the communications around
them. Such a coordinated and consistent effort could mean a significant increase in
willingness among employees to embrace and participate in a culture of health.

Companies are interested in building a culture of health because they believe
that having one in place would produce outcomes that align with key business
goals. Additionally, as interest in building and maintaining a culture of health
Increases among organizations — especially those viewed as successful and
innovative — it becomes ever more important that employers establish a culture
of health in order to stay competitive in the marketplace.
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William C. Weldon,
CEO and Chairman of the Board of Directors,
Johnson & Johnson



continued

Clearly, remaining competitive implies controlling costs. Depending on group
size, between 88 and 93 percent of respondents agree that keeping health
program costs low is a top priority for their organization. This importance
ranking actually reinforces an interest in certain qualitative outcomes assoclated
with building a culture of health.

e
The Importance of 100%
keeping health program 80%
costs low 60%
40%
W Extremely Important
- 20%
Very Important
L Company Size (number of employees) 100 - 499 500- 999 1000+

In our study, respondents were randomly asked to rate which possible outcomes
of having a culture of health would be most desirable to their organization.
Interestingly, the subjective or qualitative outcomes such as building a stronger
relationship between management and employees, increasing employee
morale, retaining desirable employees and being perceived as a good
employer, outrank those conveying direct cost savings such as those related
to employee productivity or insurance premiums. Workforce attributes appear
to have achieved a greater importance, perhaps notably, given a more tenuous
economic and business environment. Employers seem to be seeking returns as
much in softer assets as in hard dollars.

The table below shows how the outcomes stack up against one another in terms
of importance by employer size.

-

&

Relative Importance of Outcomes
of building a Culture of Health by company size

Above Average 160
Importance

Average I I I
Importance Ll L -

(Index = 100) 100 ' - I.-

—

Below Average
Importance 40

Number of Employees:
M 5,000+

= 1,000+

M 100-999

Stronger employee/
mgmt. relationship
Employee retention
Increasing employee
morale

Being recognized as
“a good employer”
Stronger employee/
mgmt. relationship
Reducing presenteism
Attracting employees
Reducing absenteism
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INSIGHT No. 6

There are distinct areas of opportunity for different sized companies based
on a disparity between the perceived importance of programs and the market
penetration of those programs.

USil’lg company size as abarometer, HMC's study helps to identify
whether various health programs and initiatives are considered valuable
and the extent to which they may be adopted by comparing the perceived
importance of a program or initiative to its claimed market penetration.
The derived difference between the two provides clarity on which opportunities
employers and health and wellness providers should focus their efforts toward
building a culture of health. Those components of a culture of health that would
be considered high priority pursuits are those that, in addition to having a high
absolute importance score, have a large difference between their importance
score and market penetration. It then follows that secondary opportunities
have a lesser variance between their perceived importance and claimed
market penetration. That is not to say that the programs and initiatives are not
important, but rather, that their market penetration already has risen to a level
consistent with their perceived importance.

The graphs onthe following page and the group summaries below provide valuable
benchmarking data for employers of all sizes. Together they enable individual
companies to validate and compare their values, objectives and progress related
to building a culture of health with a relevant peer group of companies.

Findings:

A vast majority of health products were perceived as important by 50 percent or
more of respondents in the 100 to 999 employer group. Among these offerings
were the following: preventive health services; offering an EAP; online health
information; disease management; lifestyle management; stress management;
on-site health screenings; a 24-hour nurse line; and maternity management. Of
those, some of the offerings that had the greatest difference between importance
and claimed market penetration were stress management; disease management;
lifestyle management; on-site health screenings; and maternity management.
This group may represent health products with the largest opportunity and
likelihood for increased adoption. In addition, while “offering a CDHP” was
rated at just below 50 percent in importance, its market penetration was only 34
percent, indicating large room for growth and adoption as well. Finally, “‘a 24-hour
nurse line” and “online health information & programs” were both rated high for
importance, but have achieved proportionally large market penetration.

Much like the health products category, a majority of corporate health initiatives
were perceived to be important by more than 50 percent of respondents.
Included on this list were the following: having a tobacco free workplace; being
able to customize health programs; using employee input when creating health
programs; setting company health goals; offeringhealthy food; utilizingincentives;
having a corporate sustainability initiative; offering gym memberships; having
all employees complete an HRA; and having a formal wellness committee.
Interestingly, however, apart from “offering gym memberships,” all of the
initiatives in this group had market penetrations that were at least 9 percentage
points lower than their importance. In fact, health initiatives such as “setting

©2009 Health Management Corporation 11



continued

company health goals,” and “having a corporate sustainability initiative” had
more than a 20 point difference between their importance ranking and claimed
market penetration. Finally, even those initiatives that had lower importance
ratings, such as “establishing company health metrics” and "‘implementing
individualized employee health assessments,” demonstrated an importance vs.
penetration difference of at least 20 points.

All this adds up to a significant opportunity for companies to actively
pursue health programs and initiatives that are more in line with their beliefs
and values.

~ R
Importance vs. Penetration
of health PRODUCTS by company size
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continued

Findings: Companies with 1,000 or more employees

Among employers with 1,000 or more employees, all health programs were seen
as important by more than 50 percent of respondents. Those programs with an
importance rating of 60 percent or more and an eight-point or greater difference
between importance and claimed penetration include: stress management;
maternity management; lifestyle management; and disease management.
“On-site health coaching” and "offering a CDHE’ while being at the lower end
of the importance ratings (albeit in the 50s), had importance vs. penetration
differences of nine and 15 respectively. Much like the 100 to 999 group, having
a “24-hour nurse line” and “offering access to online health information” were
both rated as important, but also achieved an equally high market penetration.

Similar to what was observed with the health programs, all of the health initiatives
achieved an importance rating of greater than 50 percent. And, much like the
100 to 999 group, large differences in importance vs. market penetration can be
observed. Among initiatives with an importance rating of 60 percent or more,
the following also had a market penetration that was more than 15 points lower
than their importance rating: being able to customize health programs; using
employee input in creating health programs; offering incentives for healthy
behavior; creating a formal wellness committee; having established company
health metrics; having a corporate sustainability initiative; and having established
company health goals. The only offering in which market penetration exceeded
importance was “‘offering gym memberships.”

The consistently high importance ratings across all offerings in the 1,000+ group
is a strong indicator that larger companies increasingly view building a culture
of health as paramount to their organization.

Current Penetration of, and Interest in,
Employee Health Programs (EHP) among small employers

§0f,

% Penetration 40% i [
&Interestin EHPs  30%
by Small Employers 20%

10% -

Stress

Management

Currently Offer
W Will Offerin Next 3 Years

Weight

Disease
Loss/Management

Incentives
Management
On-site Health
Online Health
Info. & Programs

Coaching/Classes

Health Coaching
Smoking Cessation
(Disincentives)

©2009 Health Management Corporation

—
w

SMALL GROUP STUDY

Among companies with fewer than
100 employees, market penetration
for most health and wellness
programs is low compared to that
of companies with 100 or more
employees. Benefit offerings or
initiatives that would be offered by 20
percent or more of small companies
in the next three years include: stress
management programs; disease
management programs; incentives;
health coaching; on-site health
education programs; online access to
health info and programs; weight loss
or weight management programs;
and smoking cessation programs.
Additionally, a majority of 55 percent
of respondents said they would not
expect their companies to penalize
employees for unhealthy behaviors.



INSIGHT No. 71

There is a great difference in the adoption of health programs and initiatives
between companies that claim to have a culture of health and those that do not.

In order to build a culture of health in the workplace,
the wheel need not be reinvented. According to a recent Towers Perrin study,
leading companies continue to buck national trends in increased per capita
health care expenditures because they invest their health care dollars more
wisely, more comprehensively, with focus, and in line with what creating a true
culture of health has come to mean®.

Therefore, in order for an organization to build a culture of health that best
supports its goals, it should offer those products and pursue those initiatives that
have been broadly adopted by high-performing companies that have created a
culture of health and, most notably, consider it to be highly valuable.

The Towers Perrin research supports HMC's study by giving evidence that

employers are beginning to explore new ways to support employees in

managing their health in ways consistent with building a culture of health. And, David Guilmette,

in many cases, high-performing companies — as defined by their study — are Managing Director, Towers Perrin Health

leading the charge. and Welfare Practice

In establishing a culture of health, organizations that replicate the success of others will
likely seek tailored marketing and product bundling that reflects what most often is
adopted. This provides opportunities for outside sources to leverage their expertise
in knowing what should constitute a culture of health for a specific organization.

On average and across company size, organizations that claim to have a culture of
health universally offer programs and servicesto their employees that organizations
without a culture of health do not. This variance supports our previous insight
delineating opportunities for companies of a particular size.

Specifically, those health products that are nearly three times more likely
to be offered by companies with a culture of health and those without include:
lifestyle management programs; on-site health screenings; support groups; stress
management programs; on-site health coaching; incentives for healthy behaviors;
and maternity management.

The same holds true for health initiatives pursued by companies that claim to have
a culture of health and those that do not, and the disparity is even greater than
that of the health product offerings discussed above. Notably, those initiatives that
are nearly three times more likely to be offered include: using employee input;
tying health and wellness to concrete corporate goals; health risk assessment
completion; implementing a formal wellness committee; offering employee
health incentives; having corporate sustainability initiatives; and having structured
internal assessments of employee health.
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continued

In addition to providing claimed average market penetration, the following tables
summarize the difference in health products offered and initiatives pursued

between companies that claim to have a culture of health and those that do not.

s

&

Adoption Ratio of Health Products

COH vs. non-COH companies

On-site Health Coaching/Classes
Stress Management

Support Groups

Maternity Management
On-site Health Screenings
Lifestyle Management
Offering a CDHP

Disease Management

An EAP

24-hour Nurseline

Preventive Health

Online Health Info & Programs
Medical Insurance

s

Overall Market Penetration and Adoption Differences
of health PRODUCTS between COH companies and non-COH companies

100%

80% -

60% -
40% -
20% -

Products
Offered

Online Health Info
and Programs
AnEAP

Disease
Management

Medical Insurances
Preventive Health
24-hour Nurseline

[ Green: Greatest differences between COH and non-COH companies
I Blue: Average differences between COH and non-COH companies
[ Yellow: Lowest differences between COH and non-COH companies

Lifestyle
Management
On-site Health
Screenings
Maternity
Management
Support Groups

Stress

Management

Offering a CDHP

On-site Health
Coaching/Classes
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READING the CHART:

Companies that currently claim to have a Culture of Health in
place are 6.8 times as likely to have On-site Health Coaching/
Classes related to a Culture of Health compared to companies
without a current Culture of Health.

READING the CHART:

Colors indicate magnitude of difference between companies
offering a Culture of Health and those not offering a Culture
of Health, based on relative proportion of COH vs. non-COH
companies offering each product.



continued

p
Adoption Ratio of Health Initiatives |
COH vs. non-COH companies

Concrete Health Goals

Health Metrics

Formal Wellness Committees
Health Assessments

HRA Completion

Incentives

Corporate Sustainability Initiatives
Using Employee Input

Customized Health Programs

READING the CHART:
Companies that currently claim to have a Culture of Health in

Healthy F,OOd ) placeare 19.8 times as likely to have Concrete Corporate Goals
Health-friendly Work Environment oo
X related to a Culture of Health compared to companies without
Gym Memberships
a current Culture of Health.

Tobacco-free Workplace

Overall Market Penetration and Adoption Differences
of health INITIATIVES between COH companies and non-COH companies

100%
80%
60% -
40% -
20%
Initiatives g% F (2 £ 5 B BE 2 B g2 3E g8 ¢
Implemented ¢ 2 E & § 8¢ 52 & £ B £5 T3 %
= 2 E f 2 2% 7 ¥ % 32 % 3
5 § E & B g 7 EE =
g
< = READING the CHART:
[ Green: Greatest differences between COH and non-COH companies (0I0§ indicate magnitude of difference betweep companies
M Blue: Average differences between COH and non-COH companies offering a Culture of HeaIFh and thos'e not offering a Culture
171 Yellow: Lowest differences between COH and non-COH companies of Health, based on relative proportion of COH vs. non-COH
L companies implementing each initiative.
J
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Conventional thought suggests that much of the recent
impetus for building a culture of health has come

from employers — predominantly large employers — searching for a
long-term strategy to stem uncontrollable costs. Indeed, our research shows
that keeping health program costs low is considered highly important to all
companies regardless of size. And employers hope that successtul health and
wellness offerings will reduce absenteeism, improve productivity, and help curb
escalating medical costs.

Yet such concerns do not appear to be the key factors that drive perceptions
about, and the desire to create, a culture of health. In part, this is because
establishing such a culture in the workplace supports an employer’s broader
consumer-based strategy for giving employees more responsibility for health
care decisions and expenses.

HMC's study does not set out to make a case for employers to build a culture
of health in their workplaces. In some respects, that work has been done.
Intuitively, employers realize the potential benefits of nvesting in health
promotion programs and resources: that having healthier employees translates
into increased productivity and cost savings. The very premise for building a
culture of health in the workplace derives from the idea that healthier people
will use fewer medical resources and be more productive.

Our research indicates that financial targets are not the primary factors that drive
acompany’s desire for a culture ofhealth. Instead, the study underscores the value
in human capital. Companies want better relationships with their employees.
They want to be viewed as leaders. They want to be liked. Companies believe
that building a culture of health — even promoting the idea of one — makes them
more attractive in the eyes of employees, consumers and the competition.

In large part, that attractiveness translates into market favorability and is
evidenced by the programs and initiatives offered to employees. Building
a culture of health is predicated on the belief that there is both tangible and
intangible value in having one. The challenge for employers and health care
providers is to identify the specific components that comprise a culture of health
for a particular organization. Utilizing size as a benchmark eliminates much of
the guesswork.

Indeed, distinct areas of opportunity arise where importance and market
penetration seem to rise and converge. HMC's study provides a snapshot of such
areas of opportunity, showing how attitudes expressed by companies similar in
size work to inform whether certain programs and initiatives are adopted.

Building a culture of health is a progression, not an inevitability. Interest must

give rise to importance. Importance must give rise to value. And value must give
rise to results.
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Our research demonstrates that companies of all sizes are interested in a culture
of health and consider it valuable. Half of the companies we surveyed think they
already have a culture of health. Half of them say they could use help developing
one. Half of them also say employers should play a bigger part in health
promotion. While most respondents said their reasons for wanting a culture of
health are complex, the differences between what they claim is important and
what they actually provide is clear.

And so we stand at a nexus. The more a company grows and matures, the
more it shapes its vision for a culture of health. In the process, establishing a
culture of health becomes an effort to more equitably balance the responsibility
for health care among employers and their employees. Indeed, by name,
a culture of health denotes a kind of alliance or inherent teamwork: common
interests; shared beliefs; mutual goals. And when employers demonstrate that
there is value placed on the well-being of every individual, at every stage of
health, a company’s collective health, and business performance, may very
well improve.
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*HMC's parent company conducted an internal study to understand how
employers perceive the role of businesses in maintaining employee health.
A survey was conducted in the employer online community from June 5 through
June 20, 2008. Community members were asked about their company’s vision
for employee health and wellness, awareness of this vision and how this relates
to other priorities. A total of 100 respondents completed the survey in its entirety.
Due to the small sample size, results are directional in nature.
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Jon B. Christianson. Health and Wellness: The Shift from Managing Iliness to
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Foundedin 1983, Health Management Corporation (HMC) is one of the nation’s
largest, most experienced leaders in providing employers and health plans with
access to integrated care and total-population health solutions.

Our life? portfolio of of programs and services encompasses everything from
education and prevention to lifestyle and disease management, empowering
members with what they need to reach their optimal health.

Whether a person is healthy, at risk for developing a chronic condition or is
living with illness, HMC'’s dedicated health care professionals help members to
overcome personal obstacles and improve progress. Our targeted teams include
nurse care managers, physicians, pharmacists, dietitians, exercise physiologists
and more. Together, they build strong relationships with members that, in turn,
help foster trust, behavior change and lasting positive outcomes.

At HMC, we're committed to helping people take a more active role in their
health. This means meeting members where they are today to help them
live healthier tomorrows. It means better choices and better outcomes.
Taken together, it's how we build healthier lives — every day.

Visit us at: www.choosehmc.com

About Message Factors, Inc.

Message Factors, Inc. is a full-service market research and consulting firm
headquartered in Memphis, Tennessee. Founded in 1967, we have served
over 1,700 clients in a wide variety of industries, categories, and situations.
We provide a full range of standard and proprietary research techniques that
yield actionable and insightful results, allowing our clients to make business
decisions with greater confidence.

Find out more at www.messagefactors.com
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building healthier lives




