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Our Point of ViewEMPLOYERS’ 2017 OBJECTIVES AND CHALLENGES

Desired

Objectives

Challenges

72%
Meet Cost & Budget 

Targets

47%

72%
Offer Competitive 

Benefits

45%

67%
Improve Employee 
Health & Wellbeing

47%

Source: Aon 2017 Health Survey

26%
Deliver Outstanding 

Employee Experience

14%

19%
Demonstrate Impact of 

Programs on 
Engagement

33%
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Baby Boomers

1946–1964

16%*

Generation X

1965–1978

36%*

Millennials

1979–1996

48%*

Source: Future of Workspace Survey

* U.S. predicted split of workforce by 2020

Debt

$23,332

Tobacco

Use

26.5%

Obesity

30.9%

Depression

20%

Debt

$29,317

Tobacco

Use

18%

Obesity

33.3%

Depression

16%

Debt

$30,039

Tobacco

Use

22.1%

Obesity

32.8%

Depression

16%

Developed chronic disease 

over time of employment
Entered the workforce with 

chronic disease

Ret. Bal.

$165K

Ret. Bal.

$85K

Ret. Bal.

$21K 

YOUNG  HEALTHY
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1 out of 2 adults has a chronic 

disease…

…and 25% have 2 or more

The U.S. obesity rate currently:

• 40% of women

• 35% of men

• 17% of children

Projected to be 44% in all 50 U.S. 

states by 2030 

IMPACT OF CHRONIC DISEASE

3

86% of all health 

dollars are spent on 

chronic diseases  

Sources: CDC Chronic Disease Prevention and 

Health Promotion. 2015; Milken Institute 2007

Diabetic

employees 

are out of work      

12 days 
longer

25% higher risk of 

work-related injuries  

and 2X the number 

of WC claims caused 

by obesity

5% of complex 
chronic patients 
responsible for 

50% of health 
care spend

The top 7 chronic 

diseases cost U.S. 

companies             

$1 trillion
in lost productivity 

annually

75% of patients 

with chronic 

diseases are        

non-compliant
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In 2017, 54% of consumers 

reported high stress  levels – up 

5% since 2016 

37% reported an increase in 

stress in the past year – up 4%

Consumers experiencing low 

stress are more likely than those 

experiencing high stress to view 

themselves as healthy

1 in 5 consumers/family members 

sought behavioral health 

services in 2016…

…and 74% had 1+ obstacles in 

getting treatment

IMPACT OF STRESS

4

Many aspects of life 
are stressing me out.

Top5
Stressors

50% FINANCIAL SITUATION

41% WORK CHANGES

40% WORK SCHEDULE

36% WORK RELATIONSHIPS

33% CONTROL OVER HOW 

I DO MY WORK

Source: 2017 Consumer Health Mindset Study: Aon Hewitt, the National Business Group on Health, and Kantar Futures
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Wellbeing means having the 

appropriate resources, 

opportunities and commitment 

needed to achieve optimal 

function, health and performance 

for the individual and the 

organization

WHAT IS  TOTAL WELLBEING?

5

Happiness

Resilience

Growth Security

Fuel

Energy

FriendsFamily

Identity

Sleep Movement

Freedom

Network

Foundation

Work

Colleagues

Purpose

Driven

Wellbeing

Financial

PhysicalEmotional

Social

Attitudes and 

reactions to everyday 

living

Energy to 

complete daily 

living tasks

Confidently manage  

everyday and future 

finances

Connections 

to others
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Higher wellbeing levels improve 

business results – beyond the 

cost of healthcare

Employees who have strong 

overall wellbeing are:

• 2x as likely to be engaged in 

their jobs compared to 

employees with moderate 

wellbeing

• 6x as likely to be engaged 

compared to those who are at 

risk

IMPACT OF TOTAL WELLBEING

6

Sources: Gallup, “State of The American Workplace Employee Engagement Insights for US 

Business Leaders,” 2013; 2017 Consumer Health Mindset Study: Aon Hewitt, the National 

Business Group on Health, and Kantar Futures

22% 
more profitable 

as organizations

75%
of consumers say 

wellbeing 

programs are a 

good investment

81% 
less likely to seek 

out new employer 

in next year

10%        
higher customer 

ratings

41% 
less work missed 

because of poor 

health

½ Point 
higher  

performance rating 

by supervisors 
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FRAMEWORK FOR SUCCESS
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Good Health Is Good for Business

1. Start and end with wellbeing

2. Require the right care

3. Change the way you pay for 

care

4. Hold people accountable and 

fully support them

5. Manage the most complex

CLOSE GAPS IN THE HEALTH 
EXPERIENCE CYCLE

8

Avoid 

Care

Support 

Care

Need 

Care

Wellbeing

Performer

ConsumerPatient

Stay Healthy Reduce Risk 

Optimize ValueManage Disease
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TARGET EFFORTS

POOR STRESS 
MANAGEMENT

INSUFFICIENT SLEEP

SMOKING

EXCESSIVE ALCOHOL 
CONSUMPTION

POOR DIET

PHYSICAL 
INACTIVITY

POOR 
STANDARD-OF-CARE CHOICE

LACK OF HEALTH 
SCREENING

8 Risks and Behaviors Drive

Diabetes

Coronary Artery 
Disease

Hypertension

Back Pain

Obesity

Cancer

Asthma

Arthritis

Allergies

Sinusitis

Depression

Congestive 
Heart Failure

Lung Disease

Kidney Disease

High Cholesterol

15 Chronic Conditions

Accounting for 80% of total costs 

for all chronic illnesses worldwide

Sources: World Economic Forum

Review health plan, pharmacy, 

absence and workers’ 

compensation data with focus on 

key risk factors and clinical 

conditions driving top cost and 

utilization 

Create a combined overview of 

key conditions and risks 

influencing different areas

Highlight gaps

• Low participation 

• Undesired outcomes

9
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WHAT ARE EMPLOYERS DOING?

• Flexible work time  65% 

• Work/life balance 57%

• Stress management/ 

resiliency 42%

Source: Aon’s 4 Square Wellbeing Model, adapted from World Health Organization; Aon 2017 Health Survey

Environment
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• Healthy food 65%

• Sit-to-stand workstations 62%

• Active/stretch breaks 35%

• Standing/walking                

meetings 31%

• Team based challenges 56%

• Social areas 54%

• Social networking 39%

• Financial wellbeing 61%

Social 54%

Financial 66%

Emotional 56%

Physical 71%

Wellbeing

Environment

Community

R
e
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o
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WHAT DO EMPLOYEES WANT?

1. Managing stress

2. Taking time off from 

work/R&R

3. Learning about something 

new

Environment

Community
R

e
s
o

u
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e
sC

u
lt
u

re

1. Getting enough sleep

2. Eating healthy (7%)

3. Following medical advice

4. Exercise (6%)

1. Spending time with family                        

& friends

2. Managing work/life commitments

1. Not living beyond my means

2. Regularly saving for retirement

3. Paying off credit card balances 

monthly

Social 46% Financial 74%

Emotional 85% Physical 80%

Environment

Community

R
e
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Wellbeing

Environment

Community

R
e
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u
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e
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u
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u
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Sources: 2016 and 2017 Consumer Health Mindset Study: Aon Hewitt, the National Business Group on Health, and Kantar Futures
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Employees in strong workplace 

health cultures are better health

consumers and in better health

Consumers are 4X more likely to 

be engaged at work if a company 

has a strong health culture

Those in strong health cultures

are more likely than those in

weak health cultures to view

wellbeing as important

CAPITALIZE ON CULTURE

12

Source: 2017 Consumer Health Mindset Study: Aon Hewitt, the National Business Group on Health, and Kantar Futures

61% 
View their health 

as very good or 

excellent

45%

69%
Say health and 

wellness programs 

make the

company more 

attractive

29%

45% 
Have compared 

health services 

costs

27% 

33%        
Have normal BMI

25%

14% 
Have avoided care 

due to costs

31% 

46%
Cite health and 

wellness programs 

as one of the

reasons they stay 

at their job

27%

Strong Health 

Culture

(29%)

Weak Health 

Culture

(21%)
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A truly healthy lifestyle takes 

more time, attention and/or 

money than consumers are 

willing to spend

GETTING HEALTHY IS  NOT EASY

13

29%
of consumers 

say at least one 

obstacle gets

in the way

Source: 2017 Consumer Health Mindset Study: Aon Hewitt, the National Business Group on Health, and Kantar Futures

77%
of consumers 

have regretted a 

health decision

44%
of Emerging 

Millennials

give up and hope 

for the best
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Willpower is limited

MAKE THE HEALTHY CHOICE THE 
EASY CHOICE

14

Source Roy E Baumeister, Ellen Bratslavsky, Mark Muraven, and Dianne M. Tice Case Western Reserve University
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ADDRESS EMPLOYEE FINANCIAL NEEDS

SECURITY

FOUNDATION

GROWTH

FREEDOM

Building 

f inancial 

freedom

Finances are the top driver of 

stress

 1 in 5 employees report that 

issues with personal finances 

have been a distraction at work

 37% of employees say that at 

work each week, they spend 

three hours + thinking about or 

dealing with issues related to 

their personal finances

Employees’ top help requests:

 91% save for retirement/long-

term needs

 49% establish an emergency 

fund

 49% save for children’s 

education

 47% pay off all or a portion of 

student loans or refinance at 

lower rates

Source: Aon Hewitt 2016 Financial Mindset® Study

30%

25%

36%

9%
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MULTI-FACETED APPROACH TO 

OBESITY

45%40%

Worksite

Environment

Individual 

Behavior

Change
Community 

Influence

Benefit

Design

Family Behavior 

Change

Provider 

Involvement

Shape

of the 

Workforce
Targeted

Marketing

50%37%

17%59%

42%40%39%45%

44%40%

35%44%

Source: 2016 Aon Health Care Survey. 

Red = current

Purple = future

“No single solution creates 

sufficient impact to reverse obesity; 

only a comprehensive, systemic 

program of multiple interventions 

is likely to be effective.” 

* McKinsey Group Institute

16
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WHAT 
EMPLOYEES 

WANT

Source: Aon Hewitt 2016 Health Care Survey

cash & 

gift cards

recognition

time 
off

raffles

creating 
greater 
purpose 
(charity)

reward 
behavior 
with 
behavior 

According to Aon’s 2016 Health 

Survey, the most commonly 

offered incentives are:

 47% cash and gift cards

 46% raffles

 44% recognition

 32% creating greater purpose

39% of survey respondents offer 

premium differentials and 32% 

offer HRA/HSA contributions

RECOGNIZE & REWARD

17
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Collect individual level data 

Study data associations to 

determine cost and business 

implications of population health

EXPAND FOCUS BEYOND HEALTH

18
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Productive 

Population
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From 2016-2017, the percentage of 

employers using health care costs 

as a primary success measure 

dropped from 79% to 59%

BROADEN SUCCESS MEASURES

19

Source: Aon 2017 Health Survey

Client 

& Customer 

Satisfaction

13%

Participation

73%

Talent 

Management

7%

Health Care 

Costs

59%

Workers 

Comp/Safety 

Incidence

18%

Satisfaction

56%

Population 

Wellbeing

42%

Workforce 

Engagement

40%

Attraction & 

Retention

32%

Absence & 

Disability

23%
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CALL TO ACTION

1. Secure leadership support

2. Understand and address employee needs and motivators

3. Go beyond programs to incorporate wellbeing into the workday

4. Make the healthy choice the easy choice

5. Communicate, communicate, communicate

6. Track and measure the results that really matter to your business

7. Don’t be afraid of change
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QUESTIONS?
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CONTACT INFORMATION

Robin Bouvier, Vice President

Aon Health & Benefits

Health & Wellbeing Expert

200 Hayden Rowe Street

Hopkinton, MA 01748

Mobile +1.508.245.9341

robin.bouvier@aon.com

mailto:robin.bouvier@aon.com

