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Population DNA
Data tells a story.
Are you listening to it?

Successful health and well-being programs are designed around the
needs of employees. But what are those needs? Finding the answer
takes concerted effort. After all, your workforce is unique — so checking
the box or copying someone else’s plan won’t yield the results you’re
after. Instead, rely on data and analytics to guide the way.
Data download
You can capture useful data about your
employee population by tapping into
sources such as:
• Insurer/broker data
•V
 endor data

(particularly those
supporting your
health and well-being
program)
•E
 mployee

demographics
•E
 mployee survey

and participation; your dashboard
should also include value measures like
productivity, absenteeism, turnover and
employee satisfaction (CX). You can learn
more about collecting meaningful data
with Benchmark 3 of
the WELCOA® Seven
Benchmarks.2
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Discovery phase

%

results

The next step is
analyzing your data to
identify unmet needs
and opportunities for
improvement.

Which conditions are
most prevalent? What
assessments and
are the major cost
manager feedback
of Large Employers Are Somewhat or
drivers — and do they
Significantly
Influenced
by
Matching
differ
across certain
Combining “hard” data
1
groups?
What’s the
Employer-Employee
Interests
(e.g., medical costs
median
age
for your
from your insurer) with
population?
What
kind
of
well-being
“soft” data (e.g., self-reported survey
programs do employees want?
results) paints a more complete picture
of risks, needs and interests. While you
The answers to such questions should
likely have self-service reporting tools
shape your health and well-being strategy
from your insurer or broker, ask them for
and goals. They can also spark ideas for
a break-down of your population’s costs,
new resources or ways to fill gaps in your
trends and risk factors.
existing program.

SM

Tap into different data
sources for the complete
picture.

Identify unmet needs and
new trends fueled by the
pandemic.

Prioritize digital tools and
targeted support.

•W
 orkplace/culture

Once you have collection mechanisms
in place, create a data dashboard that
includes important high-level metrics. It
will serve as a consistent framework for
sharing progress with stakeholders in
the future. Don’t focus solely on costs

Tactical support
Align health and well-being offerings
with your strategy and goals. Prioritize
digital tools and targeted support where
it makes sense. And offer regular

Look beyond risks and
costs to build a holistic
culture of health.

Craft a measurement
plan that defines success
and value.

Focus on full health
for total well-being.
BlueCrossNC.com/TotalWellBeing
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opportunities for employees to engage
in the program throughout the year —
including plenty of remote options. In
fact, 97% of large employers plan to
expand virtual employee engagement
activities as a result of COVID-19.1
Here are the top well-being actions
large employers plan to offer across four
dimensions:3
• Physical: 80% offer programs/pilots

that target specific conditions or
high-cost claimants; 54% offer apps/
programs to support sleep or relaxation
• Financial: 67% offer one-on-one

financial counseling on short-term
financial issues; 59% offer decision
support on borrowing, refinancing and
consolidation of debt
• Social: 85% sponsor volunteer

activities to local communities; 59% use
social recognition to boost engagement
in health and well-being

Beyond the numbers
A focus on total well-being means
helping employees not only live healthy
— but also thrive in their job. Strains
from caregiving, mental health issues
and social isolation are often hidden
from view. Now more than ever, it’s vital
to understand employee needs, offer
flexibility at work (and from work) and
prioritize benefits that deliver true value.
Consider adding mental health training for
managers to help them spot issues early
and intervene effectively.

Benchmarks of success
Are your efforts moving the needle? Craft
a measurement plan at the start of the
year. It should define your success criteria
and outline how you’ll assess value on
investment (VOI) at the end of the year.
After all, data not only tells the story of
what your employees need — but also
how well your program is meeting them.

• Emotional: 61% implement a

companywide behavioral health
strategy/action plan; 53% measure the
stress of the workforce and the leading
causes

PANDEMIC PARADIGM SHIFTS
In the Age of COVID, the only certainty is uncertainty. Getting regular employee
feedback can help point companies in the right direction. One-third of employers have
conducted broad-based employee surveys, with 36% planning or considering to do
the same.4 This is not only valuable for the business, but also for the workforce as
well. Seven out of 10 employees that report their mental health improved during the
pandemic said that their employer listened to how they wanted to be supported.4
As you analyze new COVID-era data, remember that some blips will return to prepandemic levels. Yet many trends will endure. It’s important to keep measuring and
adjusting to the current reality, even if it’s temporary. Whether your workforce is
onsite, remote or a hybrid of the two, use the framework in this toolkit to navigate the
uncharted waters that lie ahead and emerge stronger than ever.

Caring: The new competitive advantage

“

Employers who effectively manage
health risk and proactively create a culture
of caring that appreciates and enhances
employees’ emotional, physical, financial
and social health are giving themselves
a formidable competitive advantage.
Understanding your population’s needs
through data analysis to understand your
organizational health profile, coupled
with employee-listening techniques
such as digital surveys and stakeholder
interviews, can ensure you are delivering
programs that are relevant to your
employees and provide experiences
they desire.
This approach can help maximize your
strategy’s potential and encourage action
by meeting your employees wherever
they are on their health journey. Potential
health issues and risk are identified
early and mitigated early on, reducing
the effects of presenteeism. Improved
employee well-being drives significant
gains in performance and engagement,
estimated to increase productivity among
employees who address their well-being
by 31%, lower healthcare costs by 41%,
and decrease turnover among thriving
employees by 35%.

”

~ Mercer Marsh Benefits5

1. 
“2021 Employee Wellness Industry Trend Report.” Wellable: January 2021. Online: resources.wellable.co/2021-employee-wellness-industry-trends-report
(Accessed August 2021).
2. Source: www.welcoa.org/resources/7-benchmarks (Accessed August 2021).
3. “Low health benefit cost growth in 2020 allows employers to shift prioirities.” Mercer: 2021. Online: www.mercer.us/what-we-do/health-and-benefits/strategyand-transformation/mercer-national-survey-benefit-trends.html (Accessed August 2021).
4. “2021 Emerging from the Pandemic Survey.” Willis Towers Watson: February 2021. Online: www.willistowerswatson.com/en-US/Insights/2021/02/2021-emergingfrom-the-pandemic-survey (Accessed August 2021).
5. “ Turning health risk into value: well-being.” Mercer Marsh Benefits: 2021. Online: www.mercer.com/our-thinking/health/mercer-marsh-benefits-workforce-healthwell-being.html (Accessed August 2021).
WELCOA is an independent company that is solely responsible for the services it provides. It does not offer Blue Cross or Blue Shield products or services.
BLUE CROSS®, BLUE SHIELD ®, and the Cross and Shield symbols are registered marks of the Blue Cross and Blue Shield Association, an association of independent
Blue Cross and Blue Shield plans. All other trade names are the property of their respective owners. Blue Cross and Blue Shield of North Carolina is an independent
licensee of the Blue Cross and Blue Shield Association. U20970a, 9/21
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Experience Matters
Does your program
have great CX?

The question is not whether consumer experience (CX) applies to your
health and well-being program — it’s whether your program’s CX is a help
or a hinderance. At its core, great CX is usable, useful and enjoyable.
Hitting that trifecta can drive more engagement and better results.
It’s a journey

SM

• Actions: What are they being asked

The consumer journey is the complete
sum of experiences that a consumer
goes through when interacting with a
company or brand. For our purposes,
that means how employees experience
your health and wellbeing program from
beginning to end. One
of the most effective
ways to improve CX
is through consumer
journey mapping.

to do? What do they want to do? What
are they actually doing?
• Motivations: What encourages (or

Map your program’s
consumer journey.

discourages) them from taking action?
What emotions do they feel?
•Q
 uestions: Where

9
10
OUT
OF

do they get stuck
(and why)? Where
can they find
answers or help?
Could the uncertainty
cause them to give
up?

Creating a consumer
journey map of
•O
 bstacles: What
your program could
could block them
be as simple as a
from taking the
bulleted list — or
desired action? Can
as sophisticated as
they get around
Employers See Enhancing Employee
graphically-designed
these roadblocks?
Experience a Top Priority for Postflow chart. Starting
And is that feasible
1
Pandemic Success
with open enrollment,
or desirable?
sketch a timeline of
every stage of the consumer experience Traffic jams
for the full year. Then, fill in that timeline
Your consumer journey map will likely
with all potential touchpoints employees
expose gaps, obstacles and pain points
could have with your program — such as
along the way. The good news is that
websites, invitations, health challenges
these are tangible CX improvements you
and feedback surveys. Every journey will
can begin making.
be different, so gather feedback from
Prioritize roadblocks around the key
employees about their past experiences
touchpoints and actions within your
and pain points with the program.
program. The solution could be as
Using those insights, step into your
simple as adding clear instructions in an
employees’ shoes and note the
email. Or, run a basic A/B test on two
following for each touchpoint:
options to see which works best.

Solve for common
obstacles and pain points.

Engage with relevant
solutions at relevant
times.

Be transparent.

Monitor year-over-year
changes in CX measures.

Focus on full health
for total well-being.
BlueCrossNC.com/TotalWellBeing
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Stay relevant
Today, 92% of employers are prioritizing
enhancements to the employee experience
— compared to just 52% before the
pandemic.1 Health and well-being programs
are an obvious place to start, since fewer
than one-third believe their current program
has effectively supported their workforce
during the pandemic.1
Engaging employees in relevant ways,
at relevant times, is more important —
and more challenging — than ever. It
starts with the very solutions offered
to them. While your population’s needs
may differ, many employers in 2021
anticipate:2
• Investing more on COVID-19 risk intake/

wellness passports, mental health, stress
management and resilience, mindfulness/
meditation and telemedicine.
• Maintaining investment in health

coaching, health education/literacy,
tobacco cessation, weight management
and sleep improvement.
• Investing less in biometric screenings,

onsite fitness classes, gym membership
reimbursement and health fairs.

Shared experiences
Transparency fosters trust. And trust is
crucial to encouraging participation in
your program — as well as building a
strong culture of health overall.

Be open and honest about why
certain solutions are offered, what
goals everyone is working toward and
why it matters for the health of the
organization. Many companies do this
during open enrollment but fail to sustain
it across the year. That’s a huge missed
opportunity. Sharing regular progress
updates not only fosters transparency
and trust, but it also can spark intrinsic
motivation within employees to achieve
collective goals. First-person success
stories are also powerful, so include
them with your progress updates.

Keep an eye on the road
Your health and well-being program will
evolve over time. That’s a good thing!
But watch for year-over-year changes in
CX measures.
A drop may indicate a pain point or
obstacle you aren’t aware of — or an
offering that isn’t hitting the mark and
needs retooling. Don’t overhaul your
program based on a single measure or
survey, however. Validate assumptions
with a closer inspection or evidence of a
clear trend over time.
On the flip side, rising CX scores mean
that you’re hitting the mark. Plateauing
scores are okay too, if you’re meeting
your pre-defined targets. After all,
consistency is a common trait in great
experiences.

PANDEMIC PARADIGM SHIFTS
A positive CX in your health and well-being program buttresses a positive EX at
your company holistically. The chaos of 2020 opened many eyes to the power of
experience. Employers now view EX as driving engagement (81%) and employee
well-being (80%) as well as productivity (79%) and overall business performance (78%).1
Embrace disruption by trying new approaches to the pain points on your program’s
consumer journey. Ensure transparency doesn’t falter if some or all of your workforce
is remote. And don’t shy away from taking bold action to stay ahead of the curve.

1. “2021 Employee Experience Survey.” Willis Towers Watson: July 2021. Online: www.willistowerswatson.com/en-US/Insights/2021/07/2021-employee-experiencesurvey (Accessed August 2021).
2. 
“2021 Employee Wellness Industry Trend Report.” Wellable: January 2021. Online: resources.wellable.co/2021-employee-wellness-industry-trends-report
(Accessed August 2021).
BLUE CROSS , BLUE SHIELD , and the Cross and Shield symbols are registered marks of the Blue Cross and Blue Shield Association, an association of independent
Blue Cross and Blue Shield plans. All other trade names are the property of their respective owners. Blue Cross and Blue Shield of North Carolina is an independent
licensee of the Blue Cross and Blue Shield Association. U20970b, 9/21
®
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A (bold) action plan

“

Employee satisfaction with benefits
ranks among the top five most common
metrics used by Transformative EX
[employee experience] organizations,
reflecting an understanding of the
importance of benefits to the EX. These
organizations are also three times more
likely to rethink and invest in employee
health and well-being programs, and to
proactively manage diversity.
With 92% of organizations making it a
priority to enhance their EX, there’s an
urgency to take bold action to get ahead
of the curve. This requires a radical new
mindset focused on prioritizing and
enhancing the EX on an ongoing basis.
Organizations adopting such a mindset
strive to develop an EX model supported
by technology and anchored around
purpose, work, Total Rewards and people
to power specific business and people
outcomes. They use data and analytics
to guide their EX actions in the face
of shifting challenges. Additionally,
these organizations make aggressive
investments in the EX to secure an ROI in
the form of engagement and well-being
for employees, and productivity and
performance for the business.
It’s time to let go of legacy mindsets and
practices, and embrace the change and
sustained effort needed to keep the EX a
top priority for post-pandemic success.
~ Willis Towers Watson1

”

Focus on full health
for total well-being.
BlueCrossNC.com/TotalWellBeing
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Generation
Well
Strength in numbers.

Today’s multi-generational workforce requires a multi-pronged approach to
full health and total well-being. A one-size-fits-all program will inevitably fail to
meet the needs of every employee it’s there to serve. Luckily, age is a simple
— yet effective — means of tailoring that experience to fuel better results.
Generational shift
Today’s workplace spans five generations:
• Traditionalists: Born 1945 or earlier
• Baby Boom: Born 1946 to 1964
• Generation X: Born 1965 to 1980
• Millennial: Born 1981 to 1996
• Generation Z: Born 1997 and later

Today, Millennials account for 4 out of
every 10 workers.1 Add in Generation
X, and nearly three-quarters of the
entire labor force is accounted for. Baby
Boomers still account for a little over
20% of workers, while Generation Z
makes up just over 3%. And nearly 2
million workers (1.2%) are Traditionalists
aged 75+.1
Each company is different. That’s why
it’s important to profile the generational
makeup of your workforce. Willis
Towers Watson found that 68% of
large employers use workforce data
and analytics to develop a strategy for
improving diversity and inclusion – a
13% jump from the prior year.2 Even if
you’re just getting started, age is one
of the easiest data points to use in
improving the equity of your health and
well-being program.

Pulse check
Once you know the generational
makeup, survey employees about their
needs and preferences. Segment the
results by age to glean generational

insights. Gallup research has found just
1 out of 14 people is thriving in all five
elements of well-being: Millennials may
thrive in their physical well-being, but not
financial; Generation X is in deep debt with
greater stress and pressure to “step up;”
and Baby Boomers are close to retirement
but still have distinct well-being needs.3
Taking a pulse check every two to three
years will guide your program’s evolution
and ensure it stays aligned with the
desires of each generation.

Help at every stage
Use the insights you’ve gained to tailor
support around major life stages and
events. For instance, Millennials and
Baby Boomers may both indicate high
interest in financial wellness. Yet their
needs are different. One wants help
buying their first home, while the other
wants help finalizing their retirement
plan. Both look to you for support.

U.S. Labor Force
by Generation1

Traditionalist
Baby Boom
Generation X
Millennial
Generation Z

SM

Profile the generational
makeup of your
workforce.

Survey employees
about their needs and
preferences.

Tailor support around
major life stages and
events.

Leverage the motivations
of each generation.

Communicate through the
right mix of channels.

Focus on full health
for total well-being.
BlueCrossNC.com/TotalWellBeing
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Spurring action
Motivation can differ between
generations, too. Financial incentives are
attractive to all age groups. (No surprise
there.) Beyond that, survey employees
to see what perks they value the most.
Generation X may prefer spending
account contributions — while Millennials
may prefer more paid time off. You can
use this information tactically by aligning
a program’s incentive to the age group
you most want to participate.

Talk to me
Assembling your health and well-being
offerings is step one; communicating
to employees about those offerings is
step two. For the broadest reach, ensure
you’re using the right mix of channels —
from email, home mailings and meetings
to social media, apps and texting.

Program delivery matters, too. Younger
employees are twice as likely to engage
in technology-based health programs
through social media or webinars —
while older workers prefer email or
newsletters.4 Millennials also expect
personalized apps and like health
challenges because they mix gaming
with social network interactions.4
Keep in mind that communication
is a year-round need. Explaining
programs and inviting participation is a
necessity, of course. But you can boost
participation and sustain engagement
by sharing success stories and giving
regular updates on progress. You’ll find
transparency and inspiration are valued
by employees of all ages.

PANDEMIC PARADIGM SHIFTS
While growing in importance for years, COVID-19 made behavioral health a top priority
for 9 out of 10 companies practically overnight. Employers say increasing caregiving
demands (67%), decreased social connections (61%), and the impact of family and friends
who contracted COVID-19 (57%) are the leading drivers of rising mental health issues.5
Yet even here, generational differences cut through. One survey found that half of Baby
Boomers (45%) reported no change to their personal wellness working remotely during
the pandemic, compared to roughly 20% for Generation X and Millennials and 15% for
Generation Z. (Baby Boomers were also twice as likely to say current events have had
no impact on their productivity compared to younger generations.)6 Another survey
found that nearly half of Millennials and two-thirds of Generation Z reported poor mental
health, and just under half of both groups reported low to mid-low social well-being.5
These numbers illustrate how each generation brings unique needs to their company.
What seems like an outlier today can quickly become dominant as years pass. So, follow
the practices outlined in this toolkit to stay relevant and bridge generational divides.

1. “Labor force status by age, sex, and race [Annual Tables].” U.S. Bureau of Labor Statistics: 2020. Online: www.bls.gov/cps/lfcharacteristics.htm#laborforce
(Accessed August 2021).

Seize the moment

“

To tailor employee-support approaches,
we recommend two key actions:
•U
 se segmentation to identify who is
struggling and what they need.
Complement publicly available data with
internal tools, such as open listening
channels, pulse surveys and advanced
analytics. Use these tools to understand
the diverse set of challenges that
individuals and teams are facing and
identify the best ways of supporting
them where they’re struggling the most.
• T ake a personalized approach to fostering
culture and enabling change in this new
world. In driving new mindsets and
behaviors (such as adapting to a new
virtual-working model) at scale, it’s
important to engage employees in a
continual two-way dialogue that takes
into consideration their specific needs,
allows them to configure their own
journeys, delivers personalized coaching,
and provides them with a forum to share
best practices with others who may
share similar challenges.
Employee experience drivers —
perspectives and needs that vary between
and even within those segments — may
be somewhat heightened and more fluid
right now, given the constantly shifting
landscape. But organizations that set a
course focused on employee experience
will create meaningful impact now and
well into the future.

”

~ McKinsey & Company7

2. “2019 Best Practices in Health Care Employer Survey Highlights.” Willis Towers Watson: November 2019. Online: www.willistowerswatson.com/en-US/
Insights/2019/11/2019-best-practices-in-health-care-employer-survey-highlights (Accessed August 2021).
3. “ Wellbeing by Generation: Where Some Thrive, Others Struggle.” Gallup: November 2019. Online: www.gallup.com/workplace/268025/wellbeing-generationthrive-others-struggle.aspx (Accessed August 2021).
4. 
“Engaging a Multi-generational Workforce in Workplace Wellness Programs.” CDC Workplace Health Resource Center. Online: www.cdc.gov/
workplacehealthpromotion/initiatives/resource-center/pdf/WHRC-employee-engagement-multigenerational-508-h.pdf (Accessed August 2021).
5. “2021 Emerging from the Pandemic Survey.” Willis Towers Watson: February 2021. Online: www.willistowerswatson.com/en-US/Insights/2021/02/2021-emergingfrom-the-pandemic-survey (Accessed August 2021).
6. “Nintex Workplace 2021 Study.” Nintex: January 2021. Online: www.nintex.com/workplace-2021-study (Accessed August 2021).
7. “COVID-19 and the employee experience: How leaders can seize the moment.” McKinsey & Company: June 2020. Online: www.mckinsey.com/business-functions/
organization/our-insights/covid-19-and-the-employee-experience-how-leaders-can-seize-the-moment (Accessed August 2021).
BLUE CROSS , BLUE SHIELD , and the Cross and Shield symbols are registered marks of the Blue Cross and Blue Shield Association, an association of independent
Blue Cross and Blue Shield plans. All other trade names are the property of their respective owners. Blue Cross and Blue Shield of North Carolina is an independent
licensee of the Blue Cross and Blue Shield Association. U20970c, 9/21
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Vital Impact

What employers can do about
SDoH and behavioral health.
Social determinants of health (SDoH) span individual factors such as
education, income and stress — as well as work-related factors like
wages and hours, job type, and physical and social job environments.
Conservative estimates show that these factors account for 60% of
health outcomes.1 That’s why SDoH can play a vital role in your health
and well-being program.
The design phase

Social isolation is a common SDoH
challenge. Encouraging employee-run
networks and interest groups is one
way to address this in
both onsite and virtual
workplaces. Companywide initiatives
focused on diversity
and inclusion can also
help.

The first step is considering SDoH when
designing your strategy and program.
Look for challenges
that can be addressed.
For example, financial
well-being courses
can alleviate moneyrelated stress. Rules
matter, too. Attendance
and leave policies,
Personal priorities
scheduling practices
Low-wage workers
and performancemay have different
based compensation
priorities than those
incentives can all
designing their
influence employee
company’s health and
health status. For
Health Outcomes Driven by Social
well-being program.
instance, variable hours
Financial stress, work
Determinants of Health1
or schedules week-toissues and family
week makes it difficult
health problems often take precedence
for employees to plan doctor visits for
over personal health. This could prevent
preventive care. It can also create both
them from engaging in health screenings
financial and physical stress.
and wellness activities — denying
Office space
incentives to those who need them
most. To help identify unmet needs,
One SDoH factor companies can easily
leverage resources like the CDC’s SDoH
affect is the physical and social job
screening tool and AAFP’s EveryONE
environment. Think of your office as
Project.
a neighborhood. Is it clean and safe?

60

Are there areas for walking or exercise?
Can you easily find healthy food options
nearby? The answers could identify gaps
that need to be filled.

%

Behavioral health factors
Many employers are taking a more
active role in supporting their employees’
behavioral health. (This term encompasses

SM

Keep SDoH in mind when
designing benefits.

Enhance physical and
virtual workplace
environments.

Address the unique needs
of low-wage earners.

Offer access to integrated
behavioral health
services.

Break down stigmas with
education and support.

Focus on full health
for total well-being.
BlueCrossNC.com/TotalWellBeing
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mental illnesses and substance use
disorders.) There’s plenty of evidence
why – as behavioral health impacts every
company:2
• Nearly 1 in 5 Americans has a mental

health condition
• 42% of adults reported symptoms of

anxiety and depression at the end of
2020 (up from 11% in previous years)
• Spending on mental health treatment

and services jumped 52% from 2009 to
2019
• Estimates show depression alone

accounts for $44 billion in workplace
productivity losses

Access + integration
Access to care is a SDoH factor — and an
acute problem for behavioral health. More
than 112 million Americans live in areas
where behavioral health providers (BHPs)
are scarce. And just 56% of psychiatrists
accept commercial insurance (compared
to 90% of other non-mental health
physicians).2 One effective way to expand
access is offering behavioral telehealth
services to your population.

Integration of physical and behavioral
health care drives the best results —
with potential cost savings of 9% to
17% annually.3 So, ensure that your
carrier has a clear strategy here. For
instance, technology platforms now
enable primary care providers to refer
patients to in-network BHPs — then
receive progress reports on the patient
for better care coordination.

Out of the shadows
Employers can break down the stigma
around mental illness and substance
use disorders through education and
support. Hold a mental health fair to
promote available resources — then
regularly communicate to employees
about them. (We offer a behavioral
health toolkit that can help.) Have
leadership spark an open dialogue on
the issues and share their experiences.
Host a lunch-and-learn to share a
powerful video or TED Talk about
behavioral health to raise awareness.
And consider training to help people
notice and respond to signs of mental
health challenges, such as Mental Health
First Aid.

Action steps for employers

“

For businesses, a compelling goal should
be to optimize the value of workforce
human capital. The impact of existing
company practices on workforce health in
all aspects of business operations must be
considered, even in areas not traditionally
viewed as affecting employee health.
Once successfully implemented, ‘health
in all policies and practices’ can become a
new organizational mantra, with measurable
quantitative benefit.
Below is a representative list of areas
in which business leaders can begin to
explore the extent to which their company
aligns with promoting a healthy, highperforming workforce as it relates to
addressing social risk factors and needs:
• Organizational philosophy
• Work cultural environment
• Health and well-being benefits
• Work scheduling and pay
• Work-life integration

PANDEMIC PARADIGM SHIFTS
The one-two punch of COVID-19 and social injustice protests in 2020 elevated the
importance of SDoH among many employers. Companies must go beyond words and
implement action to begin addressing the issues at play, however. From reevaluating
benefit designs and environments to reducing inequalities and stigma — there are
many avenues to pursue. Luckily, the steps outlined in this toolkit can also help you
identify SDoH-related issues, implement solutions and evaluate success.

• Work physical environment
Health is a personal and national resource.
It is what allows people to engage with
life. Without mind-body-health-well-being,
people cannot share in loving, enduring
relationships with family and friends;
contribute to their communities; or fully
participate in work.

”

~ Social Determinants of Health — an
Employer Priority4

1. “Blue Cross Blue Shield Association Establishes the Blue Crosas Blue Shield Institute to Reduce the “ZIP Code Effect” on Health.” Blue Cross Blue Shield
Association: March 2018. Online: www.bcbs.com/press-releases/blue-cross-blue-shield-association-establishes-the-blue-cross-blue-shield-institute (Accessed
August 2021).
2. “ What you need to know about the cost and accessibility of mental health care in America.” CNBC: May 10, 2021. Online: www.cnbc.com/2021/05/10/cost-andaccessibility-of-mental-health-care-in-america.html (Accessed August 2021).
3. Melek, et al. “Potential economic impact of integrated medical-behavioral healthcare.” Milliman: Feburary 2018. Online: www.milliman.com/en/insight/potentialeconomic-impact-of-integrated-medical-behavioral-healthcare-updated-projections (Accessed August 2021).
4. Blacker, Alexandria, et al. “Social Determinants of Health—an Employer Priority.” American Journal of Health Promotion, vol. 34, no. 2, Feb. 2020, pp. 207–215,
doi:10.1177/0890117119896122b. Online: https://journals.sagepub.com/doi/10.1177/0890117119896122b (Accessed August 2021).
The CDC and AAFP are independent entities that are solely responsible for the services they provide. They do not offer Blue Cross or Blue Shield products or services.
BLUE CROSS®, BLUE SHIELD ®, and the Cross and Shield symbols are registered marks of the Blue Cross and Blue Shield Association, an association of independent
Blue Cross and Blue Shield plans. All other trade names are the property of their respective owners. Blue Cross and Blue Shield of North Carolina is an independent
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YoY Results
Learn. Grow. Repeat.

Your company never stops evolving. Neither should your health and
well-being strategy. Measuring year-end results and evaluating yearover-year (YoY) progress are crucial in growing a high-performance
program at a sustainable pace.
With COVID-19 impacting budgets,
employers are increasingly looking to
measure return on investment (ROI)
from their benefit plan. The number
that say it significantly influenced their
decision-making jumped from 44% in
2020 to 54% in 2021.1 The good news is
that you don’t need a Ph.D. to measure
results. You just need a solid framework
and the desire to learn.

End-of-year reviews
A lot of vital
information likely
resides outside of
your company. So, the
first step is reviewing
year-end results with
your insurer and the
vendors supporting
your health and wellbeing program.

dollars at stake due to performance
guarantees. This data will also flag
vendors that aren’t delivering desired
results and need to be replaced.

Crunching the numbers

Once you have the data, it’s time to
assess outcomes, key performance
indicators (KPIs), YoY trends and other
performance metrics
(e.g., engagement,
health assessment
results). If you aren’t
sure where to start,
there are great
resources to guide
your work. Start
with the WELCOA®
Seven Benchmarks.3
Benchmark 3 focuses
on meaningful data,
and Benchmark
7 covers the full
Large Employers Planning to Use
evaluation phase
Organizational Analytics to Test
that’s outlined here.
Effectiveness of Health &

66

%

Ideally, your insurer
offers self-service
reporting tools to
make collection easier.
You’ll also find
Well-Being Strategy2
Even so, it’s still best
detailed information in
to meet with your account manager for
the Program Measurement & Evaluation
a deep-dive. They can help interpret the
Guide: Core Metrics for Employee
data, point out trends (and why they
Health Management from the Health
matter), and offer recommendations for
Enhancement Research Organization
the year ahead.
(HERO) and Population Health Alliance
(PHA).4 It uses seven metrics to evaluate
Wellness vendors lack the macro-level
success:
insight of your insurer. Yet they should
drill down into how well their solution
performed — especially if there are

• Financial outcomes
• Health impact

SM

Review year-end results
with your insurer and
vendors.

Assess outcomes, KPIs,
YoY trends and other
performance metrics.

Collect qualitative
feedback from your
“customers.”

Share the ROI + VOI
story with leadership.

Celebrate success
— and iterate for the
coming year.
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• Participation
• Satisfaction (both employer and

employee)
• Organizational support
• Productivity and performance
• Value on investment (VOI)

ROI + VOI
It’s no secret that some programs will
have a clear dollars-to-dollars return
on investment and others won’t. That
doesn’t make the others worthless.
They typically impact important (yet
often neglected) indicators of your
well-being culture captured through VOI
— such as disability claims, employee
morale and productivity, hiring and
retention, sick days and presenteeism.
The two aren’t mutually exclusive.
In 2020, 59% of large employers
employed VOI — while 61% utilized
cost evaluations such as total cost of
care.2 The most important thing is using
the results to tell a meaningful, relevant
story for your C-suite. And that will
usually involve a mixture of ROI and VOI.

Customer satisfaction
Your health and well-being program is
a product of your company — and the

customers are your employees. Conduct
an anonymous year-end survey to
capture unvarnished opinions.
Often, this qualitative feedback provides
much-needed context to the data. For
instance, you may learn that participation
is low for a program because it doesn’t
offer a mobile app. Such insights draw
a roadmap for improvement. It can also
provide a competitive advantage. Among
large employers, 44% of the best performers
use surveys to identify employees’ wants
and needs when designing or changing
programs — compared to 22% at
companies with high health care costs.2

Celebrate and iterate
Don’t forget to trumpet success!
Give employees a year-end update
on progress made and collective
achievements. You can be honest
about areas for improvement, too. Just
frame the message in a motivational or
optimistic way. If possible, announce
any new offerings to build awareness
and excitement.
As you begin iterating your program for
the year ahead, use the tips from the
first tab of this toolkit once more. That
way, you’re continuously learning and
growing for optimal performance.

PANDEMIC PARADIGM SHIFTS
Your health and well-being program is integral to your company’s approach to COVID19. In fact, it’s likely to be a primary lens through which employees judge your
handling of the pandemic. That’s why measurement is crucial.
The data will help you judge vendor effectiveness, pivot to new benefits based on
shifting circumstances and ensure employees are getting the support they need
(and want). It can also play a critical role in navigating through a return to office or
implementing new virtual/hybrid working models. There are many aspects of COVID19 where employers are forced to “fly blind” -- but your health and well-being strategy
doesn’t have to be one of them. Measure. Learn. Grow. (Repeat.)

A commitment to metrics

“

Measurement and data analytics help
employers assess whether a program
is working and whether it’s delivering a
good return on their investment. Analytics
also enable companies to better identify
employee or employee groups. Not only is
measurement a key priority for employers, but
it is also the area with the biggest gap (41%)
between progress made in the past three
years (37%) and the priority over the next
three years (78%).
Employers use a range of metrics and data
to evaluate the impact of health and wellbeing programs. Opportunities still remain
to use organizational analytics despite
the attention analytics has received in
the recent past. Roughly two-thirds of
employers (66%) plan to use organizational
analytics to test the effectiveness of their
strategy in the next three years, up from
21% today. Approximately three-fifths of
companies (61%) measure the total cost
of care. To target and customize programs,
roughly half of employers (45%) use
tools and programs to identify specific
individuals or subgroups, and 37% use
workforce segmentation. Data can also
be used to measure different aspects of
well-being. For example, by 2021, 42%
of employers expect to use employer HR
data to monitor signs of financial stress by
workforce segment and pivotal financial
decision points, up from 20% today.
~ Willis Towers Watson2

”
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