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How to Ask Questions

Ask questions any time during the 
presentation: 

(1) Click on the Q&A tab in the tool bar

(2) Type your question

(3) Click “Send to All Panelists”
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Select List of Survey Participants – Thank You!

FIDELITY WORKPLACE CONSULTING

Acushnet Company Cisco DTE Energy Kelley Drye & Warren LLP Praxair, Inc. Teradyne, Inc.

Adtalem Global Education Cleveland Clinic Eastman Chemical Company KeyCorp Prudential Terumo BCT

Aera Energy CNO FInancial Group Eaton KONE Publix Super Markets Texas Health Resources

Aerojet Rocketdyne Consumers Energy Edward Jones Laureate Education, Inc. Qualcomm The Toro Company

Alyeska Pipeline Service Company CoorsTek EY LyondellBasell Quanex Building Products The Washington Trust Company

Anadarko Petroleum Costco Wholesale FCA US LLC M&T Bank Sallie Mae Toyota Industries North America, Inc.

Armstrong World Industries, Inc. Cracker Barrel Old Country Store, Inc Fidelity Investments Matson Schwan's Shared Services, LLC Umpqua Bank

Associated Bank Curtiss-Wright Corporation FM Global McKesson Corporation Sealed Air Unilever

Assurant, Inc. Cushman & Wakefield GEA Merck Sensata Technologies Unum

Asurion CVS Health Geisinger Mondelez International Servco Pacific US Foods

Banner Health Cypress Semiconductor Corporation General Reinsurance Moody's Sierra Nevada Corp. Valeo, North America

BASF Danaher Gerdau Mutual of Omaha Smith & Nephew, Inc Volvo Group NA

Baylor Scott & White Health Delek US Gilead Sciences Nationwide Mutual Insurance Company Southeastern Grocers Walgreens

Beam Suntory Inc. Dematic Corp Hunter Douglas Newell Brands Sprint Wellington Management Company, LLP

BlackBerry Devon Huntington Ingalls Industries, Inc. NextEra Energy Staples Wells Fargo & Co

BNY Mellon Diageo North America, Inc. Ingredion Incorporated Oshkosh Corporation Sutter Health Western Connecticut Health Network

Capital One Dollar General Intel PAE Synopsys, Inc. Xcel Energy

CDW Domino's Pizza Johnson Controls International Piedmont Healthcare, Inc. T. Rowe Price

Church and Dwight Dover Corporation JPMorgan Chase & Co. Pitney Bowes Tennant Company
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Survey Overview

• 164 employers responded to this year’s survey, 
evenly split between mid-market, large, and 
jumbo employers1

• The survey focused on areas such as:

• Defining well-being

• Types of well-being programs offered

• Staffing, budget, and incentives for well-being

• Well-being communications strategy

• Future of health improvement investment

• Global well-being strategy for multinationals

FIDELITY WORKPLACE CONSULTING

12%

1%

1%

2%

3%

6%

6%

7%

9%

9%

11%

14%

19%

0% 5% 10% 15% 20%

Other

Professional services

Government and education

Entertainment and hospitality

Transportation and shipping

Grocery/consumer products

Insurance

Retail

Energy and chemicals

Technology and telecommunications

Health care

Banking or financial services

Manufacturing

Respondents by Industry

1Mid-market: < 5K employees. Large: 5-20K employees. Jumbo: 20K+ employees

To celebrate 
the tenth 

anniversary
of this survey, 
select results 
from the first 

survey will 
appear in 

orange circled 
callouts 

throughout 
the report
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Fidelity Workplace 

Consulting

Brenna Shebel

Vice President, Center 

for Data-Driven Insights

National Business 

Group on Health
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Executive Summary

FIDELITY WORKPLACE CONSULTING

Incentive Amounts Holding 

Steady Through Various 

Delivery Methods

Employers Allocating 

Substantial Budget and 

Staffing to Well-being

Establishing a Global 

Well-being Program 

Remains Challenging

• Employee incentive 

prevalence decreased slightly 

from 86% in 2018 to 82% in 

2019

• Average employee annual 

incentive amount for 2019 is 

$762, down from $784 last 

year

• 82% of employers plan to 

continue/expand well-being 

incentives over the next 3-5 

years

• 78% of employers consider 

employee well-being to have 

a meaningful role in their 

business strategy, with 58%

dedicating more than one full-

time equivalent employee to 

well-being initiatives

• Employers spend about 3.5%

of their healthcare benefits 

related budget on well-being

• 58% of multinational 

employers have yet to 

develop a global well-being 

strategy

• Only 31% of multinationals 

are focused on well-being 

globally as a way to reduce 

healthcare costs

• While 82% and 72% of 

multinationals are focused on 

employee engagement and 

corporate culture, respectively

Focus on Effective 

Employee Engagement 

through Communications

• Employers struggle to find the 

most effective method of 

communication to engage 

their employees in well-being

• 60% of employers say that 

Generation X is the most 

engaged generation in their 

well-being programs
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Defining Well-Being

FIDELITY WORKPLACE CONSULTING
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17%

61%

22%

Role of employee well-being strategy in company’s overall business strategy

Well-being strategy is fundamental to business strategy

Well-being strategy is a piece of business strategy

Well-being strategy plays little to no role in business
strategy

Defining Well-being

FIDELITY WORKPLACE CONSULTING

N = 161

78% of employers consider employee well-being to have a meaningful role in their business strategy
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Defining Well-being

FIDELITY WORKPLACE CONSULTING

N = 153-163

16%

23%

31%

34%

59%

59%

82%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Reinforce safety messages/programs

Improve company reputation/brand

Improve overall business performance

Assist with recruitment and retention

Increase productivity and reduce absence

Improve engagement

Managing health care cost

Top Objectives for Well-being Program*

*Ranked by survey respondents as first or second most important objectives among the six areas of focus

Costs, engagement, and productivity are the main areas of focus

Beyond managing health care 
costs, engagement and 
productivity are key focus areas 
for employer well-being programs
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Defining Well-being

FIDELITY WORKPLACE CONSULTING

N = 158-163

25%

43%

54%

69%

88%

92%

98%

28%

32%

29%

22%

12%

8%

2%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Purpose in life or “spiritual contentment”

Job satisfaction

Social connectedness

Community involvement

Financial wellness

Emotional or mental health

Physical health

Dimensions Included in Well-being

Yes Considering for the future

Employers have a broad “whole person” view of well-being
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22%

42%

30%

6%

Yes

No, but considering

No, not considering

Don’t know

14%

56%

31%

Financial

Operational

Both

Defining Well-being

FIDELITY WORKPLACE CONSULTING

N = 162

Has your organization connected employee well-
being to any key business metrics? 

N = 36

If yes, are they financial  metrics and/or 
operational metrics? 

Employers have not yet tied well-being to key business metrics
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Program Overview

FIDELITY WORKPLACE CONSULTING
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Physical Health – Programs

FIDELITY WORKPLACE CONSULTING

31%

45%

48%

67%

72%

72%

75%

76%

77%

78%

85%

95%

19%

20%

32%

17%

12%

12%

7%

10%

20%

14%

8%

3%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Subsidies or discounts for fitness wearables (e.g. Fitbit®)

Infertility support (with or without an employer-subsidized benefit)

Musculoskeletal programs

Maternity management

Biometric screening

Digital/telephonic lifestyle coaching

Subsidies or discounts for off-site gym memberships

Health risk assessment

Weight management/diabetes prevention programs

Digital/telephonic chronic condition management

Nicotine cessation programs

Telemedicine

Prevalence of programs among employers

Will be in place in 2019 Considering for 2020

A vast array of physical health programs are offered by employers

• Weight management/diabetes

• Musculoskeletal programs

• Infertility support

Areas of Focus for the Future1

N = 161-164

1Programs that 20% or more of 
employers are considering for 2020
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Physical Health – Onsite Support

FIDELITY WORKPLACE CONSULTING

Employers are leveraging the workplace to offer support for employees

18%

18%

25%

29%

36%

39%

44%

49%

63%

63%

64%

69%

7%

12%

21%

11%

11%

10%

24%

14%

6%

21%

12%

7%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

On-site pharmacy

On-site chronic condition management

Discounts or price differentials on healthy food options in the cafeteria

On-site lifestyle coaching

Stretch breaks

On-site clinic

Policies regarding healthy food options in the cafeteria, vending machines and catering

Nutritional labeling or promotions in the cafeteria (e.g., calories, ingredients)

On-site gym

Wellness champions

On-site fitness classes

Treadmill desks or sit-to-stand ergonomic support

Prevalence of programs among employers

Will be in place in 2019 Considering for 2020

N = 161-164

• Wellness champions

• Healthy food options on-site

• Discounts for healthy food on-site

Areas of Focus for the Future1

1Programs that 20% or more of 
employers are considering for 2020
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Emotional/Mental Health

FIDELITY WORKPLACE CONSULTING

Employers are also offering programs to support employee mental health

17%

20%

24%

25%

49%

50%

55%

60%

12%

19%

12%

25%

20%

29%

20%

13%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

On-site counseling/therapy

Digital CBT (Cognitive behavioral therapy) programs

On-site EAP

Sleep improvement programs

Teletherapy

Mindfulness, resiliency, and/or happiness programs

Other stress management programs

Onsite yoga/meditation classes

Prevalence of programs among employers

Will be in place in 2019 Considering for 2020

N = 162-163

• Mindfulness, resiliency, and 

happiness programs

• Teletherapy

• Sleep improvement programs

Areas of Focus for the Future1

1Programs that 20% or more of 
employers are considering for 2020
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Financial Wellness

FIDELITY WORKPLACE CONSULTING

Financial wellness has stayed top of mind for employers

30%

71%

71%

73%

74%

79%

48%

16%

21%

16%

18%

10%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Student loan counseling or  repayment assistance

One-on-one financial planning with advisor/coach

Financial health programs or challenges (e.g., financial assessment; budget planning
exercises)

Access to resources to support key financial decisions like mortgages, wills and income
protection

Access to tools and resources to support emergency savings, debt management,
budgeting

Financial seminars or lunch-n-learns

Prevalence of programs among employers

Will be in place in 2019 Considering for 2020

N = 162-164

• Student loan counseling or 

repayment assistance

• Financial health 

programs/challenges

Areas of Focus for the Future1

1Programs that 20% or more of 
employers are considering for 2020
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Community Involvement

FIDELITY WORKPLACE CONSULTING

Employers are realizing the importance of social and community involvement in well-being

44%

67%

74%

75%

79%

13%

14%

7%

9%

5%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Skills-based volunteering/mentoring programs

Time off to volunteer

Charitable match giving programs

Team-building volunteer programs

Collection drives

Prevalence of programs among employers

Will be in place in 2019 Considering for 2020

N = 161-164

• Time off to volunteer

• Skills-based volunteering/ 

mentoring programs

Areas of Focus for the Future1

1Programs that 10% or more of 
employers are considering for 2020
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Incentives

FIDELITY WORKPLACE CONSULTING
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Incentives in 2019

FIDELITY WORKPLACE CONSULTING

N = 158

72% 74%

86%
82%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

2016 2017 2018 2019

Financial Incentive Prevalence - Employees

52%

69%

54%
58%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

2016 2017 2018 2019

Financial Incentive Prevalence - Spouses/Partners

Financial incentive prevalence holding steady

Employee 
financial 
incentive 

prevalence 
in 2009 was 

just 57%
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Incentives in 2019

FIDELITY WORKPLACE CONSULTING

Average 
employee 
well-being 

incentive in 
2009 was 
just $260

N = 106 N = 76

$651

$742
$784

$762

$600 $600 $600
$625

$0

$100

$200

$300

$400

$500

$600

$700

$800

$900

2016 2017 2018 2019

Maximum Financial Incentive Amount -
Employees

Average Median

$471

$694

$596 $601

$350

$600

$500 $500

$0

$100

$200

$300

$400

$500

$600

$700

$800

$900

2016 2017 2018 2019

Maximum Financial Incentive Amount -
Spouses/Partners

Average Median

Financial incentive amounts also holding steady

Of those employers 
who offer financial 
incentives to both 
employees and 
spouses/partners, 
61% offer the same 
financial incentive 
amount to 
spouses/partners as 
they do their own 
employees
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Incentives in 2019

FIDELITY WORKPLACE CONSULTING

3%

12%

35%

35%

48%

6%

13%

34%

45%

57%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Charitable giving

Other financial incentives

HRA/HSA funding

Gift cards/other cash equivalent

Medical plan premium reduction

Delivery method for financial incentives

Employee Spouse

N = 92-126

46% for employers 
that have gone full 
replacement CDHP

Financial incentives are delivered through various methods

/Partner
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Prevalence of Non-Financial Incentives

FIDELITY WORKPLACE CONSULTING

14%

19%

29%

51%

56%

Other non-financial incentives

PTO

Health-related technology (e.g., fitness wearables)

Employee or group recognition

Raffles

N = 154

Prevalence of Non-Financial Incentives 

38%

36%

46%

48%

53%

Other non-financial incentives

PTO

Health-related technology (e.g., fitness wearables)

Employee or group recognition

Raffles

Employers for Whom Non-Financial Incentives Have Improved 
Participation and/or Engagement

73% of employers offer at least one non-financial incentive 50% of those find at least one to be effective

N = 116
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Outcome-Based Incentives

FIDELITY WORKPLACE CONSULTING

44%

24%

31%

24%
20%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

2015 2016 2017 2018 2019

Prevalence of outcome-based incentives among employers

Outcome-based incentives remain less common

N = 164

• Blood Pressure: 73%

• Cholesterol: 70%

• Glucose: 61%

• Weight: 58%

• Self reported nicotine status: 42%

• Waist circumference: 36%

• Validated nicotine status: 27%

Outcome measures                 
(% of employers utilizing)1

1Of those employers who have 
outcome-based incentives
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Employee Participation

FIDELITY WORKPLACE CONSULTING

Employee participation declining (11% drop from 2018), while spouse participation is holding steady

N = 105

40% 41%
43%

39%

43%

32%

39%

25%

0%

10%

20%

30%

40%

50%

Earned Full Incentive Amount Earned Partial Incentive Amount

Average Percentage of Employees Earning Incentives

2016 2017 2018 2019

31% 30%

39%

34%

30% 29%29% 28%

0%

10%

20%

30%

40%

50%

Earned Full Incentive Amount Earned Partial Incentive Amount

Average Percentage of Spouses/Partners Earning Incentives

2016 2017 2018 2019
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Incentive Prevalence by Program – Physical Health

FIDELITY WORKPLACE CONSULTING

26%

28%

35%

30%

39%

42%

44%

46%

53%

53%

32%

32%

45%

52%

52%

60%

63%

67%

82%

91%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Infertility support (with or without an employer-subsidized benefit)

Telemedicine

Condition management (on-site or digital/telephonic)

Musculoskeletal programs

Maternity management

Weight management/diabetes prevention programs

Lifestyle coaching (on-site or digital/telephonic)

Nicotine cessation programs

Health risk assessment

Biometric screening

Employees Spouses/Partners

*Of those companies with programs in place

N = 72-155
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Incentive Prevalence by Program – Emotional and Financial Health

FIDELITY WORKPLACE CONSULTING

13%

17%

28%

39%

41%

45%

52%

61%

63%

66%

0% 10% 20% 30% 40% 50% 60% 70%

One-on-one financial planning with advisor/coach

Financial seminars or lunch-n-learns

Financial health programs or challenges

Other stress management programs

Mindfulness, resiliency, and/or happiness programs

Employees Spouses/Partners

*Of those companies with programs in place

N = 82-128
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Well-being Staffing and Budget

FIDELITY WORKPLACE CONSULTING
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Well-being Staffing and Budget

FIDELITY WORKPLACE CONSULTING

20%
22%

27%

10%

13%

8%

0%

5%

10%

15%

20%

25%

30%

35%

< .5 FTEs .5 - 1 FTEs 1.1 - 2 FTEs 2.1 - 3 FTEs 3.1 - 5 FTEs > 5 FTEs

% Employers Responding

Number of Full Time Equivalent (FTE) employees dedicated to well-being programs

Mid-market: < 5K employees. Large: 5-20K employees. Jumbo: 20K+ employees

Mid-market
Median

Large
Median

Jumbo
Median

58% of employers have more than one FTE employee staffed on well-being

N = 153
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Well-being Staffing and Budget

FIDELITY WORKPLACE CONSULTING

On average, employers are spending 3.5% of their healthcare budget on well-being

$1.0

$2.5

$8.1

$3.6

$0.0

$1.0

$2.0

$3.0

$4.0

$5.0

$6.0

$7.0

$8.0

$9.0

Mid-Market (<5K
employees)

Large (5-20K
employees)

Jumbo (20K+
employees)

All

Total well-being budget in millions of dollars

4.1%

2.8%

3.5% 3.5%

0.0%

0.5%

1.0%

1.5%

2.0%

2.5%

3.0%

3.5%

4.0%

4.5%

Mid-Market (<5K
employees)

Large (5-20K
employees)

Jumbo (20K+
employees)

All

Percent of healthcare budget spent on well-being

N = 97

Average 
percent of 

budget spent 
on well-being  
in 2009 was 

just 2%

Average PEPY
spend on 

well-being in 
2009 was 

$108
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Well-being Staffing and Budget

FIDELITY WORKPLACE CONSULTING

40%

31%

9%

8%
3% 2%

7%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Incentives Program
Administration

Staffing Communications Work Environment Program Evaluation Other

Well-being Budget Allocation

Employers are spending most of their budget on program administration and incentives

N = 105
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Engagement and Communications

FIDELITY WORKPLACE CONSULTING
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27%

35%

37%

Generational Makeup of U.S. Workforce*

34%

60%

6%

Generation Most Engaged in Organization’s
Well-being Initiatives

Millennials (age 22-37 in
2018)

Generation X (age 38-53
in 2018)

Baby Boomers (age 54-
72 in 2018)

Engagement and Communications

FIDELITY WORKPLACE CONSULTING

N = 77

Gen X’ers are engaged!

*Source: Pew Research Center analysis of 2017 Population Survey (IPUMS) from the U.S. Bureau of Labor Statistics



35

Engagement and Communications

FIDELITY WORKPLACE CONSULTING

Traditional methods (email, websites, on-site promotions) remain most prevalent

8%

8%

11%

15%

17%

42%

48%

54%

70%

10%

10%

10%

15%

47%

46%

38%

25%

15%

26%

13%

10%

13%

10%

28%

24%

9%

7%

3%

3%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Text messaging

Website “pop-up” messages

Social media

Notifications via app(s)

Employee meetings/wellness fairs

Print or home mailers

On-site promotions/advertising (e.g., posters, TV screens)

HR/Total Rewards portal

Employer branded well-being website/microsite

Email

Use of Communication to Engage Employees in Well-being

Regularly Occassionaly Seldom

N = 160
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Engagement and Communications

FIDELITY WORKPLACE CONSULTING

Employers haven’t found the single method of communication guaranteed to be effective

N = 155

21%

13%

8%

18%

27%

13%

18%

10%

25%

45%

41%

40%

48%

39%

55%

58%

60%

53%

53%

46%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Text messaging

Website “pop-up” messages

Social media

Notifications via app(s)

Employee meetings/wellness fairs

Print or home mailers

On-site promotions/advertising (e.g., posters, TV screens)

HR/Total Rewards portal

Employer branded well-being website/microsite

Email

Effectiveness of Communication Method

Very Effective Somewhat Effective
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Engagement and Communications

FIDELITY WORKPLACE CONSULTING

N = 157

8%

13%

17%

31%

36%

37%

39%

66%

69%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Google Analytics reports

Do not measure channel effectiveness

Focus groups

Click rates

Volume of calls to service center

Surveys

Site traffic

Anecdotal feedback

Plan / program participation rates

How do you measure effectiveness of communications?

Employers relying on participation rates and anecdotes to measure effectiveness

39% of employers actively 
solicit employee feedback 
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Engagement and Communications

FIDELITY WORKPLACE CONSULTING

N = 159

Over a third of employers utilize personalized messaging for well-being outreach

38%

23%

31%

8%

In 2019, will your company work with a third party to send personalized health and well-being messages to 
employees based on program participation, screening results, medical claims information and/or other information?

Yes No, but considering for 2020/2021 No Don't know

65% of those utilizing 
find the personalized 

engagement more 
effective 
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Global Well-being

FIDELITY WORKPLACE CONSULTING
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Global Well-being Strategy

FIDELITY WORKPLACE CONSULTING

N = 105

Employers are still struggling to define or implement a global well-being strategy

24%

10%

50%

8%

8%

Do you have a global well-being strategy?

Yes - has general principles but
tailored to each market

Yes - based on U.S. strategy
with little deviation between
local markets

No - local markets may focus on
well-being as needed

No - not generally of interest
outside the U.S.

Don't know

45%

11%

14%

13%

16%

Do you offer well-being programs globally?

Yes - programs differ by
country or locality

Yes - similar core programs
to employees everywhere

No - considering for 2020

No - not considering for
2020

Don't know
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82%

72%

31% 29%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Improved employee
engagement/
performance

Align corporate
culture/ mission

Management of
health care costs

Reduce risk

Objectives for expanding well-being programs globally

Global Well-being Strategy

FIDELITY WORKPLACE CONSULTING

N = 105

Lack of budget and/or business case are barriers to implementing a global well-being strategy

1%

2%

15%

15%

18%

19%

30%

8%

10%

10%

17%

11%

24%

14%

11%

11%

13%

20%

16%

10%

6%

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

User experience

Measurement/reporting

Decentralized decision-making

Understanding differences by location

Vendor capability

Difficulty in proving ROI/VOI

Lack of central budget

Challenges in implementation of global well-being strategy

Top Challenge Second Largest Challenge Third Largest Challenge

N = 88

Just 31% of global well-being 
programs are focused on managing 
health care costs, compared to 82%
of domestic well-being programs
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Global Well-being Program Design

FIDELITY WORKPLACE CONSULTING

13%

13%

47%

27%

Well-being Incentives Offered outside the U.S.

Yes

No, but considering for 2020

No, not considering for 2020

Don’t know

Only a small minority of multi national employers offer incentives outside the US

N = 104
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There remains a real opportunity in the area of data analysis and measurement of global well-being programs

23%

7%

9%

61%

How does employee well-being program participation outside the U.S. 
compare to participation in the U.S.?

Better in the U.S. than outside the U.S.

Better outside the U.S. than in the U.S.

About the same

Don’t know

3%

14%

22%

64%

Analyze global health outcome data and metrics collected from all/most markets

Analyze global engagement data and metrics collected from all/most markets

Receive limited data from some locations but no consistency across markets

Not currently measuring

N = 99

How do you measure the success of your well-being 
programs outside of the U.S.? 

N = 92
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Data points to a potential opportunity for truly global vendor partnerships with employers

10%

4% 2%

40%

43%

Do you have a global platform for your well-being programs?

Yes, we use one primary vendor for most countries Yes, we have an in-house platform we developed or are developing

Yes, we have various platforms in different locations No, we have no platform but it is part of our long-term strategic vision

No, we have no platform and no plan to implement

N = 97
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Employers continue to expect to invest in their well-being programs

N = 150

75%

69%

60%

23%

30%

35%

2%

4%

1%

1%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

2019

2018

2017

3-5 Year Strategy for Well-being Resources or Programs

Expand at a greater level Continue at the same level Continue at a reduced level No longer invest in this tactic

In 2009, 91%
of employers 
expected to 

continue 
investing in 
well-being 
programs
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Employers continue to expect to invest in incentives, but not as much as before

N = 127

33%

32%

32%

49%

59%

52%

11%

5%

7%

7%

4%

9%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

2019

2018

2017

3-5 Year Strategy for Use of Well-being Incentives

Expand at a greater level Continue at the same level Continue at a reduced level No longer invest in this tactic
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1. Why does your organization invest in well-being?

2. Is the level of your financial and staffing investment appropriate for your strategy?

3. Are incentives aligned with desired behaviors and outcomes?

4. Is your engagement strategy taking into account the demographics of your workforce?

5. What does your well-being strategy look like outside the U.S., and why?
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Evaluations

49

Please take a moment to complete an 

evaluation for this webinar. Your feedback is 

invaluable to us!

If you are viewing the webinar in full-screen mode, the 

evaluation is located at the top of your screen.

If you are viewing the webinar in partial-screen mode, the 

evaluation is located at the lower-right side of your screen.

> Multimedia Viewer                                                x                                 

Click > to open evaluation

Select “Multimedia 

Viewer” to open 

evaluation
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How to Ask Questions

Ask questions any time during the 
presentation: 

(1) Click on the Q&A tab in the tool bar

(2) Type your question

(3) Click “Send to All Panelists”
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