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1. CDC/National Center for Health Statistics, reviewed  November 21, 2013 
2. Deloitte Center for Health Solutions, 2011 Survey of Health Care Consumers in the United States  
3. Deloitte, 2011. 
4. Cigna Enterprise Segmentation Study, 2012. 
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<19% 
of consumers 
access cost 
comparison  
and health  
information tools2 

 

>68% 
of Americans  
are overweight   
or obese1 

<38% 
of consumers  
are satisfied with  
their benefits3 

PASSIVE Not  
engaged 

53%  
of consumers  
are interested  
in becoming  
more engaged4 

The Problem: Customers aren’t Healthy, But Want to Be 
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Culture  
of well-being  

Expanded 
coaching and  
connected 
health tools 
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Incentives 
that drive 
activity 

  
Health 
assessments 
and biometric 
screenings 

More individuals  
“know their numbers” 

More have access to  health 
information and support 

* Medical trend industry average provided by Aon-Hewitt Study 2012. Cigna medical trend average based on review of 10 employers with certain Cigna-administered programs , Culture of Well-Being analysis, Cigna,  August 2013. 

medical  
trend  
average* 

10%  

trend among 
clients using 
engagement 
best practices* 

2.9%  

The Solution: Tools and Technology to Improve Health 
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*Research sources: Cigna Net Promoter Score and Consumer Value Solution Research, 2013 

Multiple options  
for connecting 

Email, text, phone, mail and face-
to-face options to connect with 
coaches & programs  

Less complexity 
Simpler navigation all brought 
together under one experience 

Proactive 
education 

New digital health tools to help 
customers stay engaged 

Rewards for 
engagement 

More reward options, 
including debit and gift cards 

Customers want: Healthplan & Plan Sponsor Need to Deliver: 

! 

The Solution: Tools and Technology to Improve Health 



PLAY CIGNA 36 VIDEO 
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PLUG IN FIRE UP OPEN EYES 

FULL 
POTENTIAL 

Know what your 
employees & their 
families need, 
and their desired 
communication 
preference 

Provide 
tools to 
guide and 
connect  
to proven 
best- practice 
solutions 

Inspire and 
sustain  
personal 
accountability 
to help improve 
health  

An Engagement Framework which Works 
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A framework for a successful engagement strategy. 

Customers 

40% work  
with a health coach1 
 

83% complete  
health assessment1 
 

2x higher 
engagement1 
 

1.  Cigna internal analysis, 2013 



TRADITIONAL HEALTH ASSESSMENT 
.  
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INSIGHTS OPEN EYES 

8 

MAKING THE HEALTH ASSESSMENT FUN 
Simple and fun way to start your health journey  
– and learn critical insights about your health.  

• 2 times higher completion  
rate vs. traditional health 
assessment 

• 97% of customers starting 
health assessment complete it 

• 85% satisfaction level  
among users 

 







Welcome Nancy 
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Health MattersScore  
Physically active 
In good health 
Online/Text best option 

Outreach  
by email 
 
 
 
 

Engage with 
fitness device 
and app 
 
 
 

 
 
@ 

Support with 
online coaching 
and social 
groups 
 
 
 

Claims 

Lab data 

Health 
assessment 

Biometrics 

Consumer  
preferences 

Health Matters Score  
Diabetic  support needed 
Potential gaps in  care 
Rx savings opportunity 
Telephonic   best option 

Outreach  
by phone 
 
 
 
 

Engage 
with coach 
 
 
 
 

Support with 
physician and 
pharmacy  

Male, age 40-45  
High risk – Diabetic 
Prefers telephone 
 

Female, age 25-30 
Low risk – Healthy 
Prefers online 

Analytics 
What can you do with all that data?   

Align customers with customized health programs for optimal results 

OPEN EYES 

These are examples used for illustrative purposes only.  



TRADITIONAL ENGAGEMENT PROMPT 
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• Dashboard view 

shows customer 
activity across  
all apps and tools 

THERE’S AN APP OR DEVICE FOR THAT 
App and device data helps to improve PLUG IN 

• Clinically 
approved apps – 
recommended 
specifically for 
you 
 

 
• Customers earn 

points for health 
actions – which 
can be redeemed 
for incentives 
 



Study:   
Randomized study during  
May – Sept 2013 tested  
whether health devices  
increase engagement levels 
 

Study Group: 
Device + Coaching 

Control Group: 
Coaching only 

60% 

20% 

Engagement Rates Among Participants 
 

Other findings: 
•Study group lost 3.3 pounds 
•75% indicated that the device motivated 
them to exercise and be more active 

WEARABLE DEVICES – DO THEY WORK? 
 

Study Group:  
customers asked to wear 
fitness armband device and 
take part in health coaching 
  
Control Group:  
not given an armband but 
coaching was offered 
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HEALTH CHALLENGES 
Peer influence and technology keeps customer moving  PLUG IN 

 
• Teams form and see 

rankings on leaderboard 
 

• Fun and interesting 
courses like ‘Walk the 
New York City Marathon’ 

 
• View progress on 

attractive course maps 
 

• Social  networking allows 
participants to encourage 
others 
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TELEMEDICINE 
Virtual Office visits – a doctor is always IN 
 

PLUG IN 
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CONNECTING IN FAMILIAR WAYS 
Email and text – driven by predictive modeling and system 
algorithms – help guide customers 

Ready to reach  
your health goals? 
Log onto My Health 
Assistant online 
coaching. 
 
                       

Coaching 
appointment 
reminder Mindy 
Jones 7/30/14, 2PM 

Alert! Complete your health 
assessment by 4/1/15 to 
earn incentive reward! 
 

PLUG IN 
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BEHAVIORAL & EAP 

LIFESTYLE MANAGEMENT 

•  Assistance and work/life support 
•  Behavioral health support 
 

•   Tobacco 
•   Stress 
•   Weight 

 

COACHING YOUR WAY 
Live coaching for customers who need one-to-one contact 
 

PLUG IN 

HEALTH ADVOCACY  
• Cholesterol 
• Blood pressure 
• Physical activity 
• Healthy eating 
• Pre-diabetes prevention 
• 24 Hours Nurseline 

  

ACUTE CARE MANAGEMENT 
• Gaps in care  
• Treatment decision support 
• Utilization management 
• Case management 

    Pre-admission support 
    Inpatient advocacy 
Post-discharge support 
 

 
• Asthma 
• COPD 
• Coronary Artery 

Disease 
• Depression 
• Diabetes 

• Heart Disease 
• Low Back Pain 
• Weight 

Complications 
• Osteoarthritis 
• Peripheral Arterial 

Disease 

CHRONIC CONDITION 



29 Confidential, unpublished property of Cigna. Do not duplicate or distribute. Use and distribution limited solely to authorized personnel. © 2014 Cigna   

FIRE UP 
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WHAT’S IN IT FOR ME?  INCENTIVES 
Rewarding customers to improve health 

Identify Risk Optional health assessment  
and biometric screening  

Mandatory health assessment  
& biometric screenings  

Rewards 

Customers that need 
to maintain health 

Self-reported activities  
(like physical activity) 

Rewards for exercise verified 
with a device 

Customers that need 
to improve health 

Complete coaching calls Work with coach towards goal 

Achieve verified biometric target 

 

Any cash reward will work Large premium adjustment 

Earn fund deposits 

Reward any 
engagemen
t 

Reward 
appropriate 
engagement 

      move to Reward  
any  

engagement  
 
Best-in-class employers 

Health Assessment:  
3 times higher 
engagement  
 

Coaching: 2 times higher 
engagement 

Clients with  
best-in-class  
incentives have  
$110 PMPY  
lower costs than  
clients without 
incentives1 



INCENTIVES BEST PRACTICES WHICH DRIVE ENGAGEMENT 

Customers act to avoid a loss:  1)  Premium adjustment  
2) deposit into HRA/HSA w/ low beginning balance 

Develop 3-year plan supporting organization's financial, 
people, and employee health strategies 

Employers with best engagement communicate 
incentives 8 times 

‘Fire Up’ the Right Way 
 

Have a Strategy 

Communicate 

Many don’t know they have a health risk – rewards for 
screening and health assessments raise awareness 

‘Open Eyes’ to Earn 
Rewards 

Customers should prove they’re improving to earn a 
reward – look to biometric outcomes and apps/devices 

‘Plug In’ to Achieve 
Health Goals 

30 



FIRE UP SHOPPING GUIDES 
Lower Costs, Better Outcomes 
 

Using high quality specialist: 

•16% lowers cost 

•14% lower readmission rate 

Source:  2011 Cigna analysis of Cigna Care Designated Physicians 
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FIRE UP 



Welcome Phil 
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CULTURE OF WELL-BEING 
 

34 

2 
 tailored  

programs 
 

3 
long-term 
wellness  

strategy tied to 
business plan 

4 
easy to  
access  

programs for 
employees 

5 
incentives  
to motivate 

Clients’ Culture of  
Well-Being scores Health  Assessment Biometric Screening Preventive Care 

TOP 10 Score 38.2% 61.2% 54.7% 

BOTTOM 10 Score 20.0% 21.7% 33.8% 

DIFFERENCE 18.2% 39.5% 20.9% 

Culture of well-being activities that influence engagement 

Study proves how culture of health works to improve 
engagement  

1 
leadership 

commitment 
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FIRE UP 
FIRE UP 



CASE STUDY:  City of Lakewood 
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Municipality moderates 2011’s 20% trend by  encouraging employees to engage in health 

Plan trend vs. 2012 -10% 

Participation in Disease 
Management  (vs. 5% in 2011) 18% 

Use of on line tools (vs. 50% in 
2011) 87% 

2013 RESULTS  APPROACH 

Completed Health Assessment 
(vs. 1% in 2011) 75% 

• Senior Leadership Support 

• Communication Strategy 

•Wellness coordinator outreach to 
employees 

•‘Take the Call’ Campaign 

•Monthly Newsletter & Programming 
Flyers 

• Incentives for Health Assessment & 
Biometric Screening 

• Cigna Network Utilization 
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PLUG IN FIRE UP OPEN EYES 

FULL 
POTENTIAL 

Know what your 
employees & their 
families need, 
and their desired 
communication 
preference 

Provide 
tools to 
guide and 
connect  
to proven 
best- practice 
solutions 

Inspire and 
sustain  
personal 
accountability 
to help improve 
health  

The Engagement Framework 
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Customers 

1.  Cigna internal analysis, 2013 
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