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ABSTRACT 

Individual employee wellness is proven to have both positive effects on an organization’s 

well-being. Successful implementation of a high performance corporate wellness program 

improves employee and organization wellness. Literature from case studies, extensive global 

surveys, as well as organizational observations demonstrates that wellness programs do play a 

functional role in improving employee and organizational wellness. The research proposed is to 

leverage secondary research to develop an integrated wellness program model that may be 

applied to organizations including considerations for global locations. The quantitative and 

qualitative orientations of the research will follow a linear path emphasizing objectivity of 

observations and strategic interviews with corporate operations and human resources with Eli 

Lilly and Company. The research methods will include the review of existing demographic 

wellness data from the Gallup-Healthways Well-Being Index® survey results the intent to 

demonstrate integrity and validity. Overall, the intent is to leverage secondary research and 

primary observations to develop key concepts and a comprehensive, integrated, multi-element 

corporate wellness model that may be applied in part or as a whole for global organizations. 
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INTRODUCTION 

Global companies are challenged to take measures for a healthier workforce due to 

increasing rates of lifestyle-related health challenges and chronic diseases. These employee 

health related challenges generate increased health care costs in addition to lost productivity due 

to illnesses, absenteeism, productivity loss, disengaged employees, and turnover. Wellness is not 

a fixed state of being for the organization or employees. Instead, it is a “continual process of 

making lifestyle choices that maintain or improve our physical and mental well-being” (Brewer, 

Gallo, & Smith, 2010). Furthermore, wellness is comprised of a variety of elements that include 

“career, social, financial, physical, and community well-being” (Rath & Harter, 2010). 

Corporate wellness programs support employees through a constant progression to make 

healthier lifestyle choices. A strategic implementation of corporate wellness programs serve to 

encourage employees to make healthier choices, educate employees on the various risk factors 

and how to reduce these factors for a healthier life, and assist employees to take steps to improve 

their well-being. There are financial and human capital gains when wellness is an applied 

priority in organizations. 

COMPANY BACKGROUND 

Eli Lilly and Company (Lilly) was founded in 1876, and is ranked the “10th largest 

pharmaceutical company in the world” (About, 2012). Even in the competitive industry 

landscape of mergers and acquisitions, the company has maintained its independence. Globally, 

Lilly has established effective alliances and partnerships that improve the overall capability to 

efficiently develop breakthrough medications. The mission is to “make medicines that help 

people live longer, healthier, more active lives” (Eli Lilly and Company, 2012). Core values of 

excellence, integrity and respect for people enable the company to build trust and integrity, and  
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also establish high standards with customers. The mission and core values have been developed 

to support an overarching strategic vision of the organization which is to improve global health 

by improving patient outcomes of which will be accomplished through leveraging insights from 

patients and health care providers. With these overall values, the organization also demonstrates 

care and concern for the well-being of the employees. In addition, the organization also 

maintains high expectations for work capacity which is very challenging for employees to find 

strike a balance. In order to decrease stress and allow employees the option to maintain a healthy 

balance, the organization needs to incorporate a focus on wellness and empower employees with 

the appropriate tools in addition to management support for improved wellness. 

Starting in 2012 and continuing over the next few years, Lilly is facing economic 

challenges as a series of patents from its most profitable products will soon expire. As a result, 

Lilly’s major goal is to survive this challenge by developing products that can replace the 

projected loss of revenue stream (Eli Lilly and Company, 2012). Unfortunately during this 

economic challenge, Lilly has been forced to reduce headcount recently by 5,500 employees and 

reduce overall costs by $1 billion. This is an important factor to recall when addressing the 

concept of a corporate wellness program for the organization and its employees. It is also 

noteworthy to mention that while headcount reductions are underway there were significant 

capital investments being made towards building on-site facilities that are associated with the 

concept of corporate wellness. These investments have potential to create a substantial conflict 

in what employees find as value-added and appropriate during the financial challenges in the 

company. Consequently, there is now a sense of survivor’s guilt which the company reductions 

have added to employees, so there is an obvious opportunity for the company to launch a mighty 

force within the company culture to overcome these events. In fact, there is an incredible  
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strength in the culture that can be achievable through a stimulating purpose of rebuilding 

employees from a personal and organizational wellness perspective. According to David Noer, 

“there is also great risk; discouragement, loneliness, self-doubt, fatigue, and burnout, lurk in the 

shadows. ..a powerful, self-sustaining vision is essential to overcoming these hazards” (Noer, 

Leadership Lessons from “1776, The Musical”, 2012). 

“Generations of Lilly employees have sustained a culture that values excellence, integrity 

and respect for people” (Careers, 2012). Mitchell Armbruster, Director of HR Wellness and 

Productivity, shares his perspective on the cultural makeup of Lilly employees as it relates to 

wellness. Mr. Armbruster shares that “there is a sense of micro-cultures that vary across a wide 

spectrum of unhealthy to very healthy environments within Lilly” (Armbruster, 2012). There is 

also a full spectrum of employees’ response to the recent capital investments, downsizing, and 

other efforts that impact the culture at Lilly which are driven by personal perspectives. The 

thought from our HR colleagues is that the employees’ perspectives can be upgraded through 

environmental improvements and inflections in the culture. According to the shared results of 

Lilly’s recent employee 360 degree survey, employees feel engaged when they have meaningful 

work, they are included in a quality team, they have respectable leadership, the work fully 

leverage skills, they continue to learn, and they feel challenged. 

Lilly 1s continuously classified as one of the best global companies for employment. In 

fact, this factor drew me to the company for employment in 2002. As a new parent in 2002, the 

company was a target in my employment research due to the opportunities for flexibility and 

extensive resources that went beyond regular health benefits. Nontangible and tangible benefits 

in an organization are competitive advantages to attracting new quality employees and retaining 

these employees. Lilly has been given workplace awards from the following:  
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2011 39th of 535 companies as Top 50 Companies for Diversity 

2009-2011 Top Companies for Executive Women, National Association of 
Female Executives 

1995-2011 Top 100 Best Places to Work, Best Places to Work Hall of Fame, 

Working Mother Magazine 

PROBLEM STATEMENT 

The ever-increasing healthcare costs are undoubtedly producing complications across 

organizations. There is a growth in chronic disease according to country health profiles for 

countries that are developed and the emerging countries. The leading global health issue, 

chronic disease, “accounts for more than 60% of deaths, with the greatest burden of disease and 

highest growth rate found in developing economies” (Malouf, 2011). There is a prevalence of 

diabetes in US and how it’s becoming more prevalent in developing nations. A business case for 

corporate wellness programs directly correlates to employee health risk factors. These health 

risk factors for employees include stress, obesity, excessive use of alcohol, high cholesterol, high 

blood pressure, cardiovascular disease, sedentary, smoking, asthma, and diabetes. “Employees 

with five or more of these risk factors generate almost three times more health-related costs than 

employees who possess one to two risk factors” (Brewer, Gallo, & Smith, 2010). Health risk 

factors tend to vary based on geography. 

Relative to further data supporting the health risk factors, Gallup-Healthways Well-Being 

Index® has completed 1 million surveys and graphical representation of the significant rise in 

obesity and other related chronic conditions shown in the figure below that spans over the past 

34 months in America. Other findings from the surveys show that since 2008, there were an 

estimated 3 million more obese adult Americans in 2010. (Gallup-Healthways Well-Being Index, 

2011). Obesity, which was in the 25% range throughout 2008, jumped to 26.8% in early 2009, 

and has remained in the 26% range since. Chronic conditions related to obesity include high  
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blood pressure, high cholesterol, and diabetes which are also rising per the survey results. “While 

it possible that the rise in obesity and chronic disease may in part reflect changes in Americans’ 

lifestyle that Gallup found during the economic downturn, including exercising less and eating 

fewer healthy foods, it may also be a continuation of a longer-term trend” (Gallup-Healthways 

Well-Being Index - Findings, 2011). 

Chronic Conditions by Quarter 
Q1 2008-Q3 2010 

26.8 
% Obese 25.1 TT .- 

dil 
ww 

% High blood pressure 

fr ——— ania E——— Z ’ ’ 3 

% High cholesterol 28.2 

% Diabetes 10.4 eee ee 

4.8 

“Yo Meart attack 

4 Cancer 

Figure 1 Source: Gallup-Healthways Well-Being Index® (Gallup-Healthways Well-Being Index 

- Findings, 2011) 

Organizations that have applied successful corporate wellness programs have lower 

yearly healthcare costs. In fact, healthcare costs can be reduced by approximately $1,800 per 

employee compared to organizations without wellness programs (Brewer, Gallo, & Smith, 

2010). The question at hand is not necessarily whether the successful implementation of high 

performance corporate wellness program can improve the overall wellness of the employees and 

the organization, but rather what is does the high performance corporate wellness program 

consist of and how should it be implemented and measured? 

OPPORTUNITY 

Companies are beginning to appreciate and understand lifestyle health trends that are 

affecting the workforce; they recognize benefits of health and wellness programs that produce a 

positive impact for employees and the bottom line for business. Employers are beginning to  



A CORPORATE WELLNESS MODEL 

incorporate wellness into benefits strategies. One such example is that gym memberships are 

being incorporated into company benefits. Wellness programs can contribute to reductions in 

health care costs which are likely increasing due to the maturing workforce in addition to 

employees with health risk factors. In addition, “as employers become more aware of the 

multiple work-life balance issues affecting their employees’ lives, they are increasingly 

attempting to help employees address their poor physical and/or mental conditions” (Harte, 

Mahieu, Mallett, Norville, & VanderWerf, 2011). It makes sound financial sense to address 

wellness issues with employees as this could result in reduced absenteeism and increased 

engagement which can lead to greater productivity. Furthermore, having a vested interested in 

the wellness of employees is ethically responsible and largely demonstrative by the actions of an 

organization. 

Lilly 1s an organization with the reputation of going the extra mile for its employees in 

terms of benefits and work-life balance. The sustainability measure of Lilly has a global reach. 

Membership of the organization are working on an innovative vision however, the strategic 

objectives for corporate wellness are not yet established. In a company based on patient 

outcomes, corporate wellness should be an underlying demonstrative value for employees. 

Workplace environmental and facility innovation is being implemented at Lilly based on a 

landscape of incentive for healthy choices. Fitness facilities and a soccer field on campus are in 

the construction phase. A social pub is operational for employees to utilize. Incentives and 

health benefits are available for employees to pursue a healthier life. The basic element of the 

problem at Lilly is the current approach to corporate wellness is fragmented and not reflective of 

a high-performance wellness program and a formalized strategy has not yet been fully developed 

and implemented to support the overall vision.  
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PROPOSITION 

The reasons to develop and implement high performance corporate wellness programs is 

relatively transparent as historical and even recent data illustrates the lifestyle health issues, 

chronic diseases, increasing costs of healthcare, the aging workforce, and challenges with 

organizational sustainability. The significance of a healthy work-life balance radiates through 

workforce productivity in addition to the overall health and wellness of the organization and its 

employees. For these reasons, I am taking the opportunity to evaluate the options for a corporate 

wellness program and develop a multi-element global corporate wellness model while 

conducting a strategic assessment and providing recommendations to the development of the 

corporate wellness strategy, implementation plan, and defined measures of success for Lilly. 

The Harvard Business Review defines workplace wellness as “an organized, employer 

sponsored program that is designed to support employees (and, sometimes, their families) as they 

adopt and sustain behaviors that reduce health risks, improve quality of life, enhance personal 

effectiveness, and benefit the organization’s bottom line” (Berry, Mirabito, & Baun, 2010). 

HYPOTHESIS 

Successful implementation of a high performance multi-element corporate wellness program 
improves employee and organization wellness. 

Figure 2 Corporate Wellness Program Elements 

In the hypotheses the independent variables are corporate wellness program elements 

w while the dependent variables are employees and organizational wellness. The direction of  
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analysis will be inductive as existing data has proven health factors, chronic disease, stress, 

healthcare costs, and others that negatively affect wellness of employees and organizations. I will 

leverage secondary research as I am addressing the specific solution of defining an integrated 

corporate wellness program strategy for employees and how various behavior-related elements 

of wellness create improvements for the employee and organization. 

RESEARCH METHODS 

To better appreciate the business case for developing a wellness program and influence 

organizations to invest in employee wellness, I will review literature and research findings that 

include a comprehensive assessment of organizations across comparable industries that have 

proven positive quantitative and qualitative results from implementing wellness programs. I will 

also review existing literature and research findings that will lead me to an understanding of the 

core elements of wellness in addition to various methods to improve on the elements. Resulting 

from the research and my independent perspective and conclusion of the data, I will develop an 

integrated corporate wellness model that may be applied as a whole or in parts to global 

organizations. 

CONCEPTUALIZATION 
  

Conceptualization, at a high level, begins with my review of research reports from 

professional articles and publications related to improving employee and organization wellness 

while demonstrating a positive quantitative and qualitative gain. I will determine if there are 

already quality indicators to improving overall employee and organization wellness. I will also 

assess components of corporate wellness programs. With these findings, I will then develop an 

integrated, multi-element model of wellness program recommendations as they relate to a global 

organization such as Lilly, while taking into consideration the research results from Gallup, Inc.  
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I will also evaluate Lilly’s initial pilot study that examines the influences of well-being habits 

and creating supportive social patterns within the Lilly culture. 

In more detail, I will use a sequential approach to first evaluate the hard data from 

Gallup, Inc. including the Gallup World Poll and Gallup-Healthway's Well-being Index to 

evaluate the well-being status of select demographics. I will evaluate the components of a 

corporate wellness program. Then I will evaluate initial data results from the 3-month pilot 

study that evaluates correlations across well-being at work, resource awareness, and engagement 

behaviors. I will apply reconstructed logic to systematically organize my conclusions from the 

above mentioned data in order to develop wellness program recommendations tailored to meet 

any gaps of the data. I will embed these recommendations within the corporate wellness model 

while expanding into the implementation plan in addition to recommendations for measures. 

OPERATIONALIZATION 

When considering global application of corporate wellness programs, the applicable 

regions of an organization should be assessed independently to understand the health risk factors 

and legal landscape in order to tailor the wellness efforts to the geographic location. The initial 

scope for this research is the United States; however the long term intent for Lilly should be to 

operationalize the wellness program to worldwide employees. 

Operationalizing the overall research will follow a linear path with a determined 

sequence of steps while emphasizing the objectivity of the data results from the Gallup World 

Poll and Gallup-Health-way’s Well-being Index in addition to initial pilot study results with 

Lilly. Ideally, the operationalization would follow the below process steps. The methodological 

techniques will include evaluating the path to collect the data and formulating corporate wellness 

model recommendations for future measurement methods. The purpose of the assessment will  
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be to identify gaps, define a strategic and cost conscious corporate wellness program, propose the 

most efficient implementation of the corporate wellness model, and provide recommendations 

for most effective measures to Lilly for consideration. 

Conduct a thorough situational analysis while evaluating the company wellness programs 

and environment, customer, and competition in addition to a robust SWOT analysis and 

Porters 2. Forces Model. 

Evaluate Gallup-Healthways Well-Being Index® data for United States to wellness assess 

areas of focus. 

Review Lilly’s initial pilot study plan for evaluating wellness at work, awareness of 

resources, and wellness engagement behaviors. 

Evaluate comparative company wellness program. 

Develop recommendations for wellness program and measure methods from research results 

Develop recommendations for implementation strategy including marketing and 

communication activities including organizational roles and responsibilities. 

Provide recommendations to update the wellness program based on survey results. 

MEASUREMENT   

Wellness programs afford companies an opportunity to address the rising cost of 

healthcare, although it appears based on the variety of literature researched that companies may 

still be learning the most accurate methods to measure the return on investment for these 

programs. Overall, organizations should base the program as well as a thoughtful approach to the 

return on investment assessments on quantifiable goals and resulting data along with a thorough 

statistical analysis. In addition to a subjective qualitative assessment, results for productivity 

gains resulting from overall employee wellness improvements. 

Existing models for success measures for a return on investment from wellness programs 

are complex and include a variety of challenges. These measures may be based on biased study 

results. They may reference projected savings as opposed to actual financial savings relative to  
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benefits plan costs. Measures of productivity are often difficult to translate to financial savings. 

Datasets may be lacking significant attributes such as changes to benefit plans or changes to 

employee demographics. Volunteers who are already motivated to make healthy improvements 

may skew wellness study group results, specifically if they are compared to a control group of 

employees that do not participate in any of the wellness initiatives. Success measures may not 

take into account the grand total of expenses for the wellness program such as the cost of 

employer’s time spent to manage any wellness associated vendors, cost of time the employee 

participates in the wellness program during work hours, costs for information technology 

infrastructure for the wellness program user web interface, and the complete cost of 

communications and incentives. 

RELIABILITY AND VALIDITY 
  

Reliability assessments for the corporate wellness program model will be developed and 

recommended to the organization in order to strive for the highest level of reliability for the 

model and overall quantitative and qualitative results. Stability reliability will be proven across 

time for the organization. For this measurement, the wellness program attributes will need to be 

assessed annually. I will recommend measures and timing that will strive for stability reliability 

by incorporating a test-retest method. This method is recommended to include having an initial 

assessment after the initial year of implementation in addition to a reoccurring annual employee 

surveys and quantitative measures. The representative reliability is proposed to be tested by 

assessing and comparing results of employees in the initial year results. Measurement reliability 

should be tested by assessing results while continuing to leverage this method by measuring 

current year against prior years and the progression of results. Equivalence reliability should be 

assessed through reviewing results of indicators across the various elements within the survey  
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that will measure the same attributes of frequency, quantity, or duration across the various 

wellness elements. Validity will be heavily dependent upon the honesty from the employees 

providing truthful responses to the survey questions. Construct validity should be incorporated 

into the measures by establishing multiple indicators through the company 360 degree survey 

questions focused on the wellness program in order to test the validity of the responses. 

Through the above mentioned methodology, the intent is to conceptualize and propose 

operationalization of quantitative and qualitative data from valid and reliable methods and 

evaluations to prove or disprove the overall hypothesis that the successful implementation of a 

high performance multi-element corporate wellness program improves employee and 

organizational wellness. 

SITUATIONAL ANALYSIS 

Above, the company background and overarching strategic objectives of Lilly were 

shared. As stated previously, Lilly’s mission is to “make medicines that help people live longer, 

healthier, more active lives” (Eli Lilly and Company, 2012). Along the lines of the overarching 

strategic intent of the company, the theme of wellness rings loud and clear. If Lilly is focused on 

people living longer, healthier, and more active lives, this should most definitely apply to 

employees as well. The organization’s core values include excellence, integrity, and respect for 

people. It is noteworthy to add that wellness is not one of the core values. 

The observational assessment of Lilly’s wellness program late summer of 2012 includes 

a comprehensive evaluation from the employee perspective of the purpose, strategy, program 

offerings, as well as the infrastructure of which the program is supported at current state. A 

SWOT analysis will be conducted within the assessment as well. Finally, the analysis will 

include gaining an understanding of existing control measures for wellness related programs.  
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My quest for further information around corporate wellness generated a variety of health 

and wellness offerings through various avenues. However, some of the wellness offerings are 

readily transparent to employees. The current state of what could be considered segments of a 

corporate wellness program is largely through various programs that focus on a variety of 

wellness elements which are scattered across human resource linkages relating to employee 

benefits. The program offerings are also reflective of a variety of collaborative partners. With 

this, it was challenge to easily see the comprehensive offerings, but the information is available 

with time and effort through the human resource internal website. 

EXISTING WELLNESS STRATEGY 
  

Within the information researched, I have not been successful in locating a single point of 

reference that shares a collective purpose nor a defined strategy of a corporate wellness program. 

Lilly’s Consultant for Human Resources Wellness Strategy, Lori Baxter, confirms that such an 

organized strategy does not yet exist. She also provided insight that the organization is in the 

infancy stage of formally defining the corporate wellness strategy. Ms. Baxter indicates that she 

is part of a small team of individuals who are “working to integrate well-being into the Lilly 

culture” and the team is organized around “the mission to foster an environment of well-being in 

which employees can lead healthy and active lives” (Baxter, 2012). The desired wellness 

program will be an integrated design that is based on multiple elements of wellness from the 

Gallup publication Well-being: The Five Essential Elements. The authors “present a holistic 

view of what contributes to your well-being over a lifetime” (Rath & Harter, 2010). The 

purpose of Lilly’s program is to efficiently and effectively invest in the facilities and resources in 

order to provide support to employees and their families throughout the elements of career, 

social, financial, physical and community well-being. This emerging concept for the wellness  
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program directly correlates to the Lilly mission. The wellness program principles focus on 

cultivating a healthy, productive environment that enables employees to be their best through 

increased collaboration, activity, and engagement. These factors are reminiscent of the overall 

company mission to deliver improved outcomes for patients. 

EXISTING WELLNESS PROGRAM 

The majority of what would be considered under a wellness program for Lilly is framed 

as employee benefits or services through linkages from Human Resource. An employee would 

navigate to the Human Resources internal website to seek the information around their benefits. 

For the purposes of this assessment, I have categorized the offerings of the existing wellness 

program into the five key elements of career, social, financial, physical, and community. Please 

see the appendix for the complete observational inventory. 

/ Community Social 

Financial 

Figure 3 Essential Well-Being Elements (Rath & Harter, 2010) 

CAREER 

“People with career well-being are more than twice as likely to be thriving in their lives 

overall” (Rath & Harter, 2010). Career related programs and services that are offered to Lilly 

employees include the following:  
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Career development online tools 

Child care services on-site 

Link Library Services 

Lunch and learn enrichment series 

State of the art working environments 

Supervisor development 

Tuition reimbursement 

Work flexibility options 

SOCIAL 

When individuals reflect on their most memorable moments in life, the common thread is 

that these experiences occur in some sort of social setting. “The best moments — and the most 

agonizing ones — occur at the intersection between two people. Yet we often underestimate the 

impact of our closest relationships and social connections.” (Rath & Harter, 2010) Social related 

programs and services that are offered to Lilly employees include the following: 

Employee Activities Organization — Social Clubs 

Fitness Center On-site (Indianapolis locations) 

Recreational Park 

REVeli (Indianapolis Corporate Center) — Restaurant and Pub 

Social Hub locations (Indianapolis Corporate Center) 

Summer Science Camp 

Support Groups 

FINANCIAL 

Based on Gallup’s well-being data from 132 countries, there is a clear positive correlation 

of wealth to greater well-being. “In the middle to higher income countries, the differences in 

well-being levels can be explained by the daily enjoyment and comfort added by money” (Rath 

& Harter, 2010). Financial programs and services that are offered to Lilly employees include the 

following: 

Accessibility for the Deaf and Hard of Hearing 

Ayco Financial Planning Services 

Cafeterias On-site with healthy menu options 

Child care scholarships  
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Commuter Benefits Plan — provides reimbursements for transit passes per IRS limits 

Competitive Compensation 

Competitive Vacation Time 

Dependent Day Care Flexible spending account 

Eli Lilly Federal Credit Union for Indianapolis locations 
o Auto discount program through partner dealerships 

Employee 401K Plan 

Extended Disability Leave Plan 

Farmers Markets On-site 

Health Care Flexible spending account 

Healthy vending machine options 

Life Insurance 
o Company Provided Death Benefits 

o Spouse/Domestic Partner Life Insurance 
o Child Life Insurance 

o Flexible CarePlus - whole life insurance and long term care coverage 
o Supplemental Life Insurance 

LifeCare Resources and Referral Services 

Prescription Drug Programs 

o Lilly Products covered at 100% after meeting health insurance deductible 
o Lilly Products at no charge if waving health insurance through CVS Caremark 

o Partnership with CVS Caremark’s specialty pharmacy 

PHYSICAL 

Making positive dietary choices, maintaining a physical active lifestyle, and getting 

sufficient sleep can have long term positive effects on our physical wellness. “People with 

thriving physical well-being effectively manage their health” (Rath & Harter, 2010). Lilly’s 

programs and services related to physical wellness are an extensive listing below. 

Employee Health Services Preventative Care on-site services include: 

Blood pressure machines Immunizations 

Blood borne Pathogen Training Injury/Illness Reporting 

Blood drives Laboratory Tests 

Cancer clinical trials Mammography Program 

Colonoscopy Nursing Mother’s Program 
Travel Medical and Security Personal Health Care 

Assistance Assessments 

Emergency Medical Care Pharmacy Travel Services 

Employee Assistance Program Physical Therapy 

Mental Health Care Psychological Services 
GYN Exams  



A CORPORATE WELLNESS MODEL 

Return to Work Medical o Tobacco Cessation Program 
Evaluation o Walking Pathways 

Health Surveillance Stepwise 
Exam preventative assessments 

A recent wellness initiative which has been internally branded as “Fit for Life” was 

launched this year which includes incentives that can be accumulated to win an opportunity to 

waive the cost of health benefits for the following year. This initiative is in partnership with 

Healthways who has a relationship with Gallup. Gallup collects global demographic data and 

has an established dataset that continues to grow each year. So there is a strategic opportunity to 

leverage datasets when the opportunity arrives for Lilly to conduct the initial metrics along with 

Healthways partnership. This recent wellness initiative includes the grouping of the following 

benefits to employees: 

Well-being assessment 

Well-being Planning tool 

Health coach support 

Online tracking tools for weight, exercise, and calories 

Mobile tracking tools that sync with online tools 

Prime Fitness network with access to 7,000 fitness facilities 

Tobacco cessation resources 

In addition to the resources offered through the Fit for Life program, other wellness 

programs and services related to employees’ physical wellness are as follows: 

Domestic Partners Benefits 

Dental and Vision 

Employee Activities Organization — Sports Leagues 

Medical Benefits 

Health and Safety Resources On-site 
o On-site Optical Resources 

o Safety Shoes 

On-site Fitness facilities 

Walking Workstations 

Walking Paths  
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COMMUNITY 

Feeling safe and confident in one’s community in addition to having the basic necessities 

of clean water and air can make a vast impact in one’s community well-being. Staying active in 

community organizations allow people to connect to a broad network and have a positive impact 

on the overall community. Thriving community well-being can make a significant difference in 

one’s overall sense of well-being. Community related programs and services that are offered to 

Lilly employees include the following: 

eo Connecting Hearts Abroad — Philanthropy Program 

e Eli Lilly and Company Foundation: 

o Matching Gifts Program for employee charitable donations 
o Grant-making program 

Hearts and Hands volunteer program 
o Community Board Placements 

o Lilly School Science Coaches 

Lilly Day of Service — Community Project for All Employees 

Local Volunteer Programs 

Red Cross Volunteer Program 

United Way Donations 

United Way Read Up Volunteer Program 

In total, the programs and services provided from Lilly in the categories above come to a 

estimated grand total of 87 offerings and the breakdown of the five key elements is listed below 

in figure 3. It is noteworthy to add that the natural tendency for employees to think of a wellness 

program as mostly programs or services that is focused on physical wellness. 
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Figure 4 Lilly Wellness Programs and Services by Element 

CUSTOMER 

There are a several situations in which one may be employed with Lilly. The customers 

for all benefits which are reflective of wellness programs and services are currently the direct 

employees of Lilly and their families including employees with domestic partners. Contractors 

are not eligible for all benefits so they are not the primary customer for the wellness programs. 

Employees that work for Lilly in a fixed duration status or an agreed upon timeframe are referred 

to as Fixed Duration Employees. These employees have the option to leverage all benefits with 

the exception of the bonus plan, pension, tuition reimbursement, and long term disability 

insurance. 

SWOT ANALYSIS 

The following analysis outlines the strengths and weakness of Lilly’s existing corporate 

wellness program and describes opportunities and threats that may be facing the program. 

STRENGTHS 

e [Excellent reputation for quality benefits for employees beyond health benefits. 

e [Existing strong strategic alliances: 
o Healthways partnering with Gallup. 

o National Institute of Fitness and Sport 

o Eli Lilly Federal Credit Union  
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o Employee Health Services 

o Ayco Financial services 

e Programs or services that are relevant to the five key elements of wellness 

e Programs or services links to information can be found through internal Human Resources 

website. 

WEAKNESSES 

e Recent downsizing cultural impacts 
o Lower moral with a sense for employees to do more with less 

o Some strong opposition for capital investments for wellness program 

e Programs and services are not aggressively communicated or promoted 

eo Employees may not be aware of the variety of wellness options available 

OPPORTUNITITES   

With the large quantity of offerings, Lilly has an opportunity to package the programs and 
services such that they are easier to search and understand. 

Current state of culture could use repair. 

Employees with high health risk factors could benefit from programs and services if they are 
unaware of them. 

Empowering employees to make positive lifestyle choices could increase engagement. 

THREATES 

Offering on site fitness facilities or walk paths could distract employees from their work 

deliverables 

Supervisors may not be consistent in supporting or promoting wellness programs and 

services 

Negative perspectives from employees who are vocal about not supporting of wellness 
programs 

COMPETITION — PORTERS 5 FORCES MODEL 

The Five-Forces Model of Competition indicates the “state of competition in an industry 

is a composite of competitive pressures operating in five areas of the overall market” 

(Thompson, Strickland III, & Gamble, 2010). Using the model, one can assess the measure of 

power across the five attributes of competitor rivalry, potential threat of new entrants, threat of 

substitutes, supplier and buyer strength. Typically, “the stronger the collective impact of the five 

competitive forces, the lower the combined profitability of industry participants” (Thompson,  
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Strickland III, & Gamble, 2010). The focus for this evaluation is to assess the competitive 

pressures for what would comparable to Lilly’s wellness program. A simple wellness program 

typically includes an employee health risk assessment. The program may include other 

screenings such as biometric screening to assess cholesterol and glucose levels, blood pressure, 

body mass index, and other risk factors for chronic disease. Incentives and intervention programs 

are also offered to encourage employees to make healthy lifestyle choices, reduce their health 

risk factors and record their status and improvements. Driving forces such as robust medical 

benefits, quality health care services, on-site fitness facilities, innovative and ergonomic 

workplaces, flexible work arrangements, investment in employee career development, as well as 

overall use of a strategic enterprise model to provide wellness program offerings are being 

embraced by major players in the wellness-related program providers to compete for market 

position and profitability. 

COMPETITIVE RIVALRY 
  

“Competitive maneuvering among industry rivals is ever changing, as rivals initiate fresh 

offensive and defensive moves and emphasize first one mix of competitive weapons and then 

another in efforts to improve their market position and boost sales and profitability” (Thompson, 

Strickland III, & Gamble, 2010). The wellness industry measure of competitive rivalry is 

moderate as the industry is in a growth stage as people are learning the impacts of health risk 

factors, high stress work environments, the politic topic of healthcare reform, and wellness 

companies are tailoring program or service attributes. “Health and wellness is already an $11.6 

billion industry, according to market research by ISBI World. And demand for health and 

wellness services is projected to grow by at least 4.2 percent over the next five years” (Market 

Trends Project More Growth for Wellness Industry, 2011). The landscape of competition is  
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evolving as a result of the variety of competitive pressures from wellness companies as consumer 

want to make healthy lifestyle decisions and purchases in the face of challenges in overall 

wellness. Wellness companies operate under low profit margins, neutral or slightly positive 

balance sheets, and adequate liquidity. “According to the Wellness Council of America, 

wellness programs produce an average of $3 return on investment for every $1 in wellness” 

(Market Trends Project More Growth for Wellness Industry, 2011). Smaller or weaker 

companies without a variety of wellness programs or service offering may suffer, whereas those 

with robust programs and services may be acquired by the larger stronger wellness companies. 

Larger and strong competitors are developing innovative approaches to wellness programs. 

Rival companies tend to specialize in segments of wellness and may not consistently provide 

programs with a holistic approach. Buyer demand is often driven by employees health risk 

factors, cost of health care, high stress work environments, and employees with little time to 

enjoy socialization or time in the community. 

THREAT OF NEW ENTRANTS 
  

The measure of threat for new entrants in the wellness industry is relatively moderate to 

low. The potential list of new competitor contenders is small. There are high barriers to entry 

due to costly research and development investment, negative impacts of legislative requirements, 

and marketing and data collection duration required in order to reap financial rewards or break 

even. Companies benefit from consumers who have U.S. employer provided health care 

coverage in addition to available capital to invest in on-site facilities, services, and partner 

collaborations. Innovation and differentiation is necessary to build a robust program.  
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THREAT OF SUBSTITUTES   

The threat of substitute competition is moderate as obvious from the various individual 

wellness-related industry segments such as health services, fitness facilities, and dietitian 

consultants. Substitute products are available at a moderate cost. These substitute products 

have comparable attributes. Customers have moderate costs associated with switching to 

substitute providers and they are most likely already comfortable with using substitutes. 

SUPPLIER STRENGTH 

The measure of supplier strength or their bargaining power is moderate as suppliers have 

little flexibility in negotiations with companies with high buying power. Alternatively, 

companies do incur a significant investment in time and money if they change wellness program 

providers. As a result of more recent business models emerging in the industry where the 

companies outsource with various program providers, there is an increase in supplier availability. 

Some companies are strategically collaborating with preferred program providers as an efficient 

opportunity for both supplier and buyer. 

BUYER STRENGTH   

The measure of buyer strength or their bargaining power is moderate as most of the 

wellness programs elements are available through various providers. Employees are not required 

to participate in the wellness programs. The cost for companies to switch wellness program 

providers is low. Buyer demand for the products is based on a variety of factors including 

employee demographics, health risk factors, work environment and cultural conditions relative to 

stress, availability of resources, leadership support. In a society where lifestyles have influence 

health, this could actually indicate the buyer power as stronger. As indicated previously, 

companies are strategically collaborating with preferred program providers as an efficient  
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® opportunity for both supplier and buyer. Other pressures are also evolving from recruiting and 

retention to implement wellness programs. 

Entrants 

Low - Moderate 

Moderate Moderate 
Moderate 

Supplier Power a Buyer Power 

Moderate 

Threat of 
Substitutes 

Figure 5 Lilly Corporate Wellness Program Porters Five-Forces Model of Competition 

CURRENT PILOT STUDY 

Lilly has created a pilot group of individuals to evaluate what works well for influence 

the well-being habits of employees, in addition to assessing supportive social patterns with the 

organization’s cultural landscape. In this 3-month pilot, data is being collected to evaluate the 

correlations of well-being and work, the awareness of resources related to well-being, and the 

behaviors associated with employees’ engagement in well-being. The research consisted of four 

pilot groups with membership of 5-9 employees that were segmented by facility location, 

function, common physical activity, and common social or non-physical interest. The groups 

were assigned the consistent goal to make the most of the power of their work related to well- 

being. The pilot study assesses the demographics and group well-being, self-assessed progress 

and impact of well-being, and self-reported well-being habits. The results will include 

quantitative and qualitative assessments from the collaboration with Kahn Creative Partners. 

The results from this pilot are not available until September and the study specific 

information is not available for public consumption. The results of the pilot are intended to help  
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inform Lilly with engagement strategies to utilize in promoting their physical well-being 

offerings and future facilities and offerings. This pilot will be mentioned in the proposed model 

for Lilly in the upcoming results. 

GALLUP-HEALTHWAYS INDEX DATA 

Gallup conducts surveys in more than 150 countries worldwide. These data are updated 

weekly, monthly, and quarterly, semiannually, and annually depending on the geography. This 

index is the first ever is an assessment of U.S. residents’ health and well-being on a daily basis. 

The Gallup-Healthways Well-Being Index®® is data collected by interviewing a minimum of 

1,000 U.S. adults daily. The Well-Being Index provides real-time measurement and awareness 

required to “improve health, increase productivity, and lower healthcare costs” (Gallup- 

Healthways Well-Being Index, 2012). Organizations within the public and private sector 

leverage the “data on life evaluation, physical health, emotional health, healthy behavior, work 

environment, and basic access to develop and prioritize strategies to help their communities 

thrive and grow” (Gallup-Healthways Well-Being Index, 2012). The data is an unparalleled 

resource of health statistics and behavioral economics for research purposes. See the below table 

for the most recent Gallup-Healthways Well-Being Index®® averages for the United States. 

Ea Tidy AT fas 

Happiness 48% 50% 49% 

Stress 11% 10% 11% 

Uninsured - 17% 17% 

  

  

  

      Obese . 27% 26% 

Table 1 Gallup-Healthways Well-Being Index® Averages - U.S. (Gallup-Healthways Well- 

Being Index, 2012) 
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In October, 2010, Gallup completed its one-millionth survey as part of the Gallup- 

Healthways Well-Being Index® which was launched in January 2008. The purpose of this index 

is to provide a daily measure of Americans’ health and well-being. These surveys extent across 

34 months that include one of the worst economic situation in the history of the United States in 

addition to a historic presidential election and the aftershocks of these key events. The results 

illustrate how the American society has performed prior to, during, and after these events. The 

figure below shows the image of the benchmark along with the indicators of the key events. The 

single most noteworthy observation of the data is the timeframe where the thriving Americans 

dipped below that of Americans thriving immediately following the events of the stock market 

crash and when the House rejected the Wall Street bailout plan up to the approximate timing of 

when President Obama came into office with promise of hope for Americans when the 

percentage of Americans thriving began to recover. 

wl. oy Gallup - Healthways 
WY, 4 Dady happiness/enjoyment « Well-Being index» % Thewving  -- % Struggling ( Well-Being Index* 

tage of Armiercans 

67%: Nov. 20 
Happiness 65%: Mar. 23 64%: July 4 Thanksgivien 
High Points Easter Indapardence Day 

85%: Dec. 28 
sm, ——"°—" std J, ot, ; | Christmas DIBY, mmm sss, sss, sss ss sm, pins. sss pis, ssn rss, ps mo mms ps soo soi, psn 

  

Happiness 1 39%: Feb. 23 38% Dec. 14 
Low Points i Citigroup seeks government aid, Dow closes near 12-year low i IVES with ths Pie   of th nation’s 

37%: Sept. 17 : : 38%: Jan. 29 banks 10 Asouss small-business 

Dow tatis 449 points i Day after House passes stimulus bil (Ard executive DOonusEs 

wo Eindea— { 35%: Dec. n 
37%: Sept 29 New jobless claims ch 26-year high 

d Wi t Bahonst i WY 

plan Dow falls 7785 To is 3 

37%: Now. 20 
Mow goblens Clans 
hit Bughest level since 1962 

Figure 6 Daily Happiness/Enjoyment (Gallup-Healthways Well-Being Index, 2012) 

“Gallup and Healthways create a biannual report on the Well-Being of each of the 50 

U.S. states and their respective cities and an annual report on each of the 435 U.S. congressional  
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districts” (Gallup-Healthways Well-Being Index, 2011). Each area faces distinctive challenges 

and the detailed level Well-Being Index data provides an indication to the area-specific issues, 

“allowing leaders to build and shape policies and strategies to address the needs of their 

communities” (Gallup-Healthways Well-Being Index, 2011). The 2011 Well-Being Index ranges 

for the United States is represented in Figure7 below and the rankings for state of Indiana are 

shown below in Table 2 below. Graphical representation of the 2011 Well-Being Index is then 

shown in Figure 8 below. 

% Thriving, January-June 2012 

MW Higher range Ml Midrange # Lower range 

Wr Gallup - Healthways 

wad Well-Being Index” 

Figure 7 Gallup-Healthway’s Thriving Map for US States (Gallup-Healthways Well-Being 

Index, 2012) 

The ranking across the well-being measures for the state of Indiana are indicated below in 

Table 2. The two areas observed as needing further improvement are the Life Evaluation and 

Work Environment assessments. Both of these are lower than the overall ranking and can 

definitely be impacted by the means of wellness program options for employees.  
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State of Indiana Well-Being 
Ranking from data collected January 2, 2011 - December 29, 2011 

Well-Being Overall 
  

Life Evaluation 
  

Emotional Health 

  

Physical Health 
  

Healthy Behavior 
  

Work Environment 
  

Basic Access         
  

*#1 is the top Rank and 50 the bottom 
*#0 is the bottom Result and 100 the top (see methodology for descriptions) 
*Source: Galiup-Healthways Well-Being Index Survey 2011 n = 353,492 and 2010 n = 352,840 

Table 2 Indiana Well-Being Index 2011 (Gallup-Healthways Well-Being Index, 2011) 

  
  

1-0 A Well-Being 370 [= 4 Life Emotional || Physical Healthy Work 
& Evaluati alt alt chaviors vironment Ailing, led, ST aluation Health Health Behavio Environment                             
  

4 18 == 2009 == 2010 = 2011 

Well-Being Index 

Life Evaluation —— 

Emotional Health 

Physical Health 

Healthy Behaviors 
  

Work Environment 

Basic Access 
SRT Mar Apr May Jun Jul Aug Sep Oct Nov [ 
  

Figure 8 Gallup-Healthways Well-Being Index® - Overall (Gallup-Healthways Well-Being 
Index - Findings, 2011) 

CAREER 

One’s career well-being is a core element to overall well-being as the amount of time 

spent on the job, at work, or in a profession is significant in comparison to time spent on other 

aspects of life. In fact, “people usually underestimate the influence of their career on their overall 

well-being” (Rath & Harter, 2010). If a career is not enjoyable or fulfilling, the employee’s 

other aspects of well-being can be negatively impacted. For example, time spent on social  
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activities may be filled with overwhelming stress or complaints about one’s job instead of 

reaping the healthy benefits of positive social interactions. To draw a more distinct connection to 

one’s overall well-being, an example of poor career well-being can lead to depression, anxiety, 

and stress which can have a physical ripple effect leading to health conditions such as high blood 

pressure, increased blood sugar, a suppressed immune system, and even heart attacks. The 

purpose for the core element of career well-being is relatively obvious when one considers the 

downstream impact on the overall well-being of an employee. 

Recommendations for positive career well-being from Rath and Harter include 

“leveraging the option to use one’s strengths every day” (Rath & Harter, 2010). It is also 

recommended to associate with someone such as mentor, colleague, or leader who can motivate 

the individual to further grow and strive to achieve their goals. Lastly, it is suggested that 

employees’ should take the much needed time for socializing with people, peers, friends whom 

the employee enjoys spending time with. 

Lilly’s approach to empowering employees to have healthy career well-being is through 

establishing their own defined collection of program offerings that can help the employee build a 

career using their individual strengths and abilities while establishing the development goals to 

further grow. In the aforementioned listing of existing programs or services, Lilly has key tools 

that can empower employees to develop themselves. Informally, I am aware of a self-guided 

mentoring program that has been used within some of the functions as well. In addition, the 

overall work environment contributes to one’s career well-being. Lilly has been implemented an 

innovative open workplace that has proven to be successful and appreciated by the employees. 

My recommendations to Lilly are to add the self-guided mentoring program to a formal listing of  
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programs in addition to continuation of the broad implementation of the innovative workplace 

throughout the facilities where feasible. 

The most recent Well-Being Index results indicate a downward trend in the level of 

satisfaction in the work environment and are represented in Figure 9 below. The methodology 

behind the Well-Being Work Environment measure evaluates Americans’ perceptions of their 

work environment and includes four items (Gallup-Healthways Well-Being Index - Methodlogy, 

2008): 

Job satisfaction 

Ability to use one's strengths at work 

Supervisor's treatment (more like a boss or a partner) 

Supervisor creates an open and trusting work environment 

  
ilo us. Well-Being Index Well-Being Daily Life Emotional Physical Healthy | Work Basic 

Index Pulse Evaluation Health ealth Behaviors nvironment Access As of 0501/2012 CAR ia ( Tuma Hea = Bs JIE i                             
  

  

—000 w—-o010 20111 

Well-Being Index 67.0 +0.2 

Life Evaluation 504 +05 

Emotional Health 799 +05 

  

Physical Health 76.8 +01 

Healthy Behaviors 649 +04 

Work Environment 475 10 
  

Basic Access 826 +5 
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Figure 9 Gallup-Healthways Well-Being Index® - Work Environment (Gallup-Healthways 
Well-Being Index - Findings, 2011) 

SOCIAL 

Social well-being is contagious. This simply means that emotions can be influenced from 

one person to another whether this is on a positive or negative impact to ones emotions. So, there 

is synchronization of moods across networks and social circles. “Scientists are discovering how 

relationships share our expectations, desires, and goals” (Rath & Harter, 2010). A Harvard study 

reveals that not only immediate networks influence one’s emotions, but those that are separated 

from the individual by two and three degrees. The study results illustrate that “your odds of 

being happy increased by 15% if a direct connection in your social network is happy” (Rath &  
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Harter, 2010). From the same data, further results indicate that there is a 10% chance of being 

happy influenced through a second degree of separation and a 6% chance of being happy 

influenced by a third degree of separation. It is also very noteworthy to add that the study results 

also showed that “an increase of about $10,000 in annual income was associated with just a 2% 

increased likelihood of being happy” (Rath & Harter, 2010). The social circles, networks, 

friends, work colleagues all have a greater influence on happiness than the income. Interesting 

enough, the impact is not the same from unhappy friends. Instead, “each unhappy friend only 

decreases your odds of being happy by 7%” (Rath & Harter, 2010). 

The social influences on the emotions have a dramatic impact on the social wellness of an 

organization. The influence of the organizations culture is significant for social wellness of 

employees. Employers have an ethical responsibility to facilitate a positive and productive social 

environment in organizational culture for the sake of employee sustainability as well as overall 

employee level of happiness. Figures 10 and 11 below show the graphical representation of the 

Life Evaluation and Emotional Health of the United States survey respondents to the Well-Being 

Index. The most recent years are indicative of slighter higher levels of well-being in these 

categories. The social well-being of an individual has a direct impact on these assessments. 

The methodology behind the Well-Being Life Evaluation Index consists of a self- 

evaluation of two items which are the current life situation and expected life situation five years 

from now. This evaluation uses the “Cantril Self-Anchoring Striving Scale with steps from 0 to 

10, where "0" represents the worst possible life and "10" represents the best possible life” 

(Gallup-Healthways Well-Being Index - Methodlogy, 2008). Combined, the results are classified 

as “thriving” for scores of 7 or higher for current state and 8 or higher for future state,  
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® “struggling” for scores of 4 or lower to both evaluations and “suffering” is in the range of 4 to 7 

for both evaluations. 
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Figure 10 Gallup-Healthways Well-Being Index® - Life Evaluation (Gallup-Healthways Well- 

Being Index - Findings, 2011) 
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The methodology behind the Well-Being Emotional Health, shown in Figure 11, consists 

of a self-evaluation of daily experiences of the respondent including the below choices (Gallup- 

Healthways Well-Being Index - Methodlogy, 2008): 

Smiling or laughter Anger 

Being treated with respect Stress 

Enjoyment Learning or doing something 

Happiness interesting 

Worry Depression 

Sadness 

  

The US. Well-Being Index Wi Daily Life || Emotional || Physical Healthy Work Basic 
Pulse Evaluatio Healt Health Behaviors irorment A 55 Jn aml, ation ealth le aviors {| Environmen Acces!                           
    

— 2009 = 2010 = 2011 

Well-Being Index 67.0 +0.2 

Life Evaluation 504 +05 

Emotional Health 799 +05 

Physical Health 768 +01 
  

Healthy Behaviors 649 +04 

Work Environment 475 -10   77 i T 1 1 ¥ I ¥ ¥ 

Jan Feb Mar Apr May Jun Jul Aug Sep Oct 

Figure 11 Gallup-Healthways Well-Being Index® - Emotional Health (Gallup-Healthways Well- 

Being Index - Findings, 2011) 
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This translates into a ripple effect from the social influences into the other key elements 

of wellness as well. For instance, a positive example would be if a friend is highly fit and 

disciplined in working out and making healthy dietary choices. A direct friend of that fit person  
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is likely to be influenced to make some healthy choices from their fit friend’s example. 

Alternatively, a destructive example would be if a friend became obese, your chances of 

becoming obese increase by 15% according to the Harvard study results. One could mirror these 

impacts with other examples of behaviors and habits such as smoking or alternatively the 

pressures to quit smoking as well. There are long term benefits of being social active as well. 

“A study of more than 15,000 people over the age of 50 found that among those who were 

socially active, their memories declined at less than half the rate compared to those who were the 

least social” (Rath & Harter, 2010). 

The data suggests getting at least six hours of social time can “increase our well-being 

and minimizes stress and worry” (Rath & Harter, 2010). We know that to thrive in social well- 

being, it is imperative to have a variety of close positive relationships, so it is critical to invest in 

those relationships. Since there is the suggestion six hours for social time, one should leverage 

pairing this time with some physical activity such as a walking meeting. It is also important to 

be engaged with individuals who motivate growth and development. 

Aside from the formal programs and services offered above, I have found that informally 

Lilly employees have opportunities to participate in fabulous team building events across some 

functions. I do not see this as homogeneous through the organization necessarily based on my 

experiences and the experiences of colleagues. Lilly could capitalize more on the social wellness 

through engaging the supervisors into their performance measures to facilitate effective social 

team building events at least twice per year. This would drive the functional areas to invest in the 

employees and cultivate the functional network in a positive manner which could yield positive 

results with engagement, productivity, and overall happiness in the function which could 

increase sustainability of the function’s employees.  
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FINANCIAL 

Money does not equate to happiness, but it enables factors that can contribute to 

happiness. “Based on a comprehensive study using Gallup well-being data from 132 countries, 

there is undoubtedly a relationship between well-being and the Gross Domestic Product (GDP) 

per capita — and the connection is much stronger than we would have guessed” (Rath & Harter, 

2010). The results illustrate that citizens of wealthier countries have greater well-being. Having 

sufficient income to pay for the basic needs such as health care is essential to improve well-being 

for the lower income countries. Then having an income that can afford some daily comforts and 

enjoyment in life is found in the countries with middle to higher income. 

Those who thrive in financial well-being are content with their standard of living. 

Recommendations for increased financial well-being include purchasing experiences that can 

create memories instead of material objects, spend on others instead one, and institute positive 

defaults for managing finances. 

Harvard researchers have also found that making purchase on oneself does not lead to 

happiness when compared to making a purchase for someone else. In addition, the researchers 

also found that purchasing material items does not lead to happiness, yet purchasing experiences 

such as a vacation or social evening out does contribute to happiness (Rath & Harter, 2010). 

Another contributor to financial well-being is having positive default systems in place for 

income and expenses. This is essentially having a direct deposit for a paycheck and automatic 

payments for bills and expenses or even investments. Having the defaults set up takes the stress 

out of paying bills and saving for future or retirement by taking these funds out of the available 

spending money. This is an effective and efficient method to manage personal finances to create 

financial security.  
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Lilly has several financial offerings currently for employees such as the credit union 

services which include the basic financial management services and financial seminars, Ayco 

Financial services for investments, an employee bonus plan, company matching 401K retirement 

fund, pension, and competitive salaries to name a few. I would recommend that Lilly further 

promote these financial offerings while packaging them together with an intentional effort to 

generate a better understanding of financial well-being for employees. 

PHYSICAL 

When one makes positive for dietary, activity, and sleep choices then physical well-being 

can thrive. These positive choices also reduce the health risk factors associated with diabetes, 

cancer, and heart disease. Scientists have discovered that epigenetic inheritance is common and 

essentially means “that events during out lifetime can be passed on not only to our children, but 

also to future generations” (Rath & Harter, 2010). This phenomenon only increases the 

importance of making healthy choices that effect physical wellness. 

The dietary choices we make have an impact on our physical wellness daily and our 

future life span. One such example is there is evidence that the increased consumption of 

omega-3 fatty acids decreases the risk factor for arthritis, asthma, various cancers, diabetes, and 

inflammation. In addition evidence also suggests an increased consumption of omega-6 fatty 

acids improves neurological risk factors such as to temper depression symptoms, reduce 

impulsiveness, and improves the mood. Dietary choices have a downstream effect on how our 

bodies trigger hunger, energy levels, and gene expression. Physical well-being can be improved 

by setting up positive defaults such as proactively buying healthy grocery items, choosing 

healthy options eating out, and avoiding fast food.  
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Activity choices we make also have a downstream impact on our overall physical 

wellness and reducing risk factors for almost everyone. Gallup surveyed over 400,000 

Americans and found that “only 27% get the recommended 30 minutes or more of exercise five 

days per week” (Rath & Harter, 2010). The more frequently one exercises, the greater the 

benefit to one’s overall happiness and stress levels. The Mayo Clinic has published that “a lack 

of energy often results from inactivity, not age” (Rath & Harter, 2010). Gallup researchers 

analyzed more than 70 trials and found “that exercising is much more effective at eliminating 

fatigue than prescription drugs used for this purpose” (Rath & Harter, 2010). 

Getting enough sleep also plays a key role in one’s physical well-being. Symptoms of not 

getting sufficient sleep include moving slower, trouble concentrating, being forgetful, making 

poor decisions, being more irritable, and of course the visible physical signs of sleeplessness. 

Getting sufficient sleep is equivalent to resetting your body each day which increases the 

likelihood of having good energy and better well-being through the day. “Scientists are 

discovering that we learn and make connections more effectively when we are asleep than we do 

when we are awake” (Rath & Harter, 2010). This results in greater synthesis and learning from 

the days experiences. Research suggests getting between seven and eight hours of sleep while 

short and long durations of sleep can cause more health problems such as weight gain, hormone 

imbalance, increased risk for type 2 diabetes, and immune deficiencies. 

The economics of physical well-being are quite costly for individuals and society. “In the 

United States, healthcare costs represent 16% of the total economy and are projected to reach 

20% of the nation’s GDP in the next decade” (Rath & Harter, 2010). Cost to insure a family 

annually has grown from $5,700 in 1999 to more than $13,000 in 2009 and is projected to reach 

$25,000 by 2018. (Rath & Harter, 2010). Furthermore, according to a study conducted by  
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Harvard, “in 2007, 62% of all personal bankruptcies in the United States had a medical cause” 

(Rath & Harter, 2010). When considering the current United States health care system, 

employers provide health benefits to employees and the above mentioned costs are shared across 

employees. This system results in employees paying an estimated tax of $1,464 annually for 

coworkers with poor health lifestyles. “75% of medical costs are due to largely preventable 

conditions (stress, tobacco use, physical inactivity, and poor food choices)” (Rath & Harter, 

2010). In addition, the United States has the highest obesity rate in the world at 33%. 

Americans could make healthier choices and directly impact this appalling economic 

situation. Lifestyle changes can result in benefits with chronic conditions in days, weeks, or 

months. Researchers have found that putting people with type 2 diabetes on a healthier diet can 

“significantly reduce glucose, triglycerides, and cholesterol while decreasing the use of 

prescription medication by 43% in just 4 ¥2 months” (Rath & Harter, 2010). 

Similar to financial well-being, physical well-being can be increased by setting positive 

defaults for choices related to the diet, activity, and sleep. Gallup researchers recommend getting 

at least 20 minutes of daily physical activity, getting seven to eight hours of sleep nightly, and 

setting positive defaults when getting groceries or dining out. (Rath & Harter, 2010). The 

graphical representation of the U.S. Well-Being Index results for Physical Health and Healthy 

Behaviors are shown below in Figures 12 and 13. Both categories are trending towards and slight 

increase in status as of May 2012. The methodology behind the Physical Health Index includes a 

self-assessment of the following nine items (Gallup-Healthways Well-Being Index - 

Methodlogy, 2008): 

Sick days in the past month 

Disease burden 

Health problems that get in the way of normal activities 

Obesity  
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Feeling well-rested 

Energy 

Colds 

Flu 

Headaches 

  

01. AY Well-Being 1378 =) Well-Being Daily Life Emotional || Physical || Healthy Work 
ndex lse sabuation eal it ahaviors nvironment Jin im, Inde Puls Evaluatio Health Health B ors 1 Environme                             
    

- D005 w= O30 ww 2011 

Well-Being Index 

Life Evaluation 
  

Emotional Health 

Physical Health 

Healthy Behaviors 
  

Work Environment   
on Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 

Figure 12 Gallup-Healthways Well-Being Index® - Physical Health (Gallup-Healthways Well- 

Being Index - Findings, 2011) 

  Basic Access 

The methodology behind the Healthy Behavior Index is a measurement of lifestyle habits of 

which have established relationships to health outcomes. The index includes four items (Gallup- 

Healthways Well-Being Index - Methodlogy, 2008): 

Smoking 

Eating healthy 

Weekly consumption of fruits and vegetables 

Weekly exercise frequency 
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Figure 13 Gallup-Healthways Well-Being Index® - Healthy Behaviors (Gallup-Healthways 
Well-Being Index - Findings, 2011) 

Emotional Health 

  

Basic Access 

Lilly offers programs and services that can enable employees to make the healthy 

8 lifestyle choices, such as healthy food options in the cafeteria, fitness facilities, gym  
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memberships, walking paths, and more however educating employees is critical before 

employees who don’t typically make healthy choices will likely leverage the empowerment. The 

Loop social network can help provide a source for educating employees, so seminars or lunch 

and learn sessions should be leveraged as well. 

COMMUNITY 

As mentioned previously, community well-being starts with having the basic needs of 

clean air and water as well as a sense of security in the neighborhood of residence or workplace. 

When the basic needs are met, one has the chance to thrive in community well-being. Attributes 

of a quality community include factors such as nice aesthetics, social offerings, and a sense of 

openness to people of all types. Contributing to the community increases the overall well-being 

by broadening the social network through activities such as joining volunteer efforts, clubs, 

sports or organizations in the community. The time, effort, and involvement given to our 

communities contribute to confidence, “deeper social interaction, enhanced meaning and 

purpose, and a more active lifestyle — while keeping us from being too preoccupied with 

ourselves or getting into harmful emotional states” (Rath & Harter, 2010). In fact, there are 

studies that demonstrate a positive correlation between altruistic behavior and increased 

longevity, thus “researchers have speculated that this might be due in part to how well-doing 

inoculates us against stress and negative emotions” (Rath & Harter, 2010). 

Communities, groups, or organizations can generate positive social change such as the 

example that “the decline in smoking rates occur in the context of social networks” (Rath & 

Harter, 2010). This occurs mostly because smoking is not socially acceptable and when the 

community applies this standard, smoking is more likely to decline. Other examples of influence 

for social change apply to Alcoholics Anonymous and Weight Watchers. Gallup researched  
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across 150 countries and found “that people who are engaged in their careers are 20%-30% more 

likely to give back to their community” (Rath & Harter, 2010). In this same research, they found 

that the more engaged a person is in their career, the more they donate to their community. 

Community well-being is integrated with the other four key elements of wellness. 

Gallup researchers recommend three key actions to improve community well-being. They 

recommend finding a way to give to your community relative to your own personal goals. They 

also recommend sharing your interests socially so you can connect to groups with similar 

interests. Lastly, they recommend contributing to the community groups or events. Lilly offers 

these opportunities to Lilly employees and encourages involvement on a personal level. The 

company does this quite well and is conscious and highly engaged with sustainability efforts 

globally and locally. 

The methodology behind the Gallup-Healthways Basic Access Index measures a self- 

evaluation of Americans’ access to the necessities crucial to high well-being and includes 13 

items (Gallup-Healthways Well-Being Index - Methodlogy, 2008): 

o Satisfaction with community o Feel safe walking alone at 
or area night 

Area getting better as a place Enough money for food 

to live Enough money for shelter 

Clean water Enough money for healthcare 
Medicine Visited a dentist recently 

Safe place to exercise Access to a doctor 

Affordable fruits and Access to health insurance 
vegetables 
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Figure 14 Gallup-Healthways Well-Being Index® - Basic Access (Gallup-Healthways Well- 
Being Index - Findings, 2011) 

J&J CORPORATE WELLNESS MODEL 

Johnson and Johnson (J&J) communicated in 2010, at the Integrated Care Summit in 

Washington D.C., that one of their objectives was to sustain the “culture and health of well- 

being” of the organization (Isaac & Nodsle, 2010). The overall structure of J&J’s wellness 

program does not reflect the essential elements well-being referenced from the research of 

Gallup-Healthways. The company is somewhat comparable in size and geography to Lilly and 

touches a neighboring industry with some consistent industry products. J&J’s Global Health 

Strategies are leveraged to drive results in the ways listed below: 

Foster a culture of health 

Integrate service delivery with a focus on prevention, behavior modification and 
linkage to benefit design 

Use appropriate incentives 

Integrate data to support goals and metrics 

Commit long term 

The J&J vision during 2010 was to “have the healthiest, most engaged workforce for J&J 

allowing for full and productive lives” (Isaac & Nodsle, 2010). Their overall mission supporting 

this vision was “deliver a competitive business advantage to the J&J Family of Companies, by 

a providing the leadership and resources that enable the well-being, full engagement, and  
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productivity of J&J employees worldwide”. J&J communicated five key elements to success for 

the wellness program. 

The first key element for successful implementation of the wellness program was in 

having commitment from Leadership through their advocacy for healthy and innovative 

workplaces. In addition, Leadership and internal management would be needed to set the 

appropriate examples for the employees. Lastly, the messaging from leadership internal and 

external to the organization would need to be consistent. 

The second key element for successful implementation communicated by J&J is to 

leverage key enterprise programs. These enterprise programs are aligned in categories of mental 

health well-being, occupational health and disease management, healthy lifestyle programs, and 

a health education and awareness program. The detailed programs and services offerings along 

these enterprise categories are shown in the table below. 

Access to Employee Assistance Professionals Onsite Occupational Health Clinics a a 

24/7 Telephonic Counseling“ .. _ _ Employee | Health Cente Is Sama 
Online Mental Health Screening ou Medical Surveillance Compliance | 

HealthMedia Digital Coaching Programs ~~ Medical Case Management 

Value Added Services (Phlebotomy, Pharmacy 

Resiliency/Stress Management Training and Physical Therapy) ~~ 
Yoga and Meditation LareConnges & Health Advocate % 

LL ag Lifestyles ae LL LCE Education & Awarenes 

My eHealth (Tip of the Day, Family Health 

Health Profile & Biometrics. Guides, Personal Trackers) 
Health Profile Counseling Healthy People News 

Digital Coaching Programs Healthy People Bulletin Boards 

Global Health Observances (ie Move For 

Health, World Diabetes Day, Breast Cancer 

Pedometers and Million Step Challenges Awareness, World AIDS Day) 

Weight Watchers and Nutritional Counseling 

Tobacco Cessation Programs (P1Q) ra 

Table 4 J&J Well-Being Enterprise Categories (Isaac & Nodsle, 2010) 
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Beginning in 1995 in the U.S. employees, J&J launched an initiative to gain more 

insights to the health lifestyles of employees. The initiative was called the “Healthy People 

Initiative”. The initiative consisted of incentivizing employees with a discount for medical 

benefits to complete an annual health profile assessment. The initiative enabled the company 

capabilities to tracking and enterprise reporting. The company operating the initiative was able to 

perform company level reporting for accountability measures. The overall U.S. participation 

rates in 2009 were 87% whereas, the disclosed typical book of business HRA participation rates 

typically fell between 30% and 60% (Isaac & Nodsle, 2010). 

Within this initiative, J&J also communicated providing employees with a variety of 

incentives that are acknowledged for engaging employees. As mentioned above as part of the 

Healthy People Initiative, employees receive $500 discount on medical plan contributions which 

is claimed to increased Health Profile participation from 26% to 93% (Isaac & Nodsle, 2010). 

Within this system, in order to maintain the $500 discount for employees, they are asked to 

complete the Health Profile annually and/or they are invited to a Health Advising if their results 

show health risks. Health Advisors review results and refer employees to resources such as the 

HealthMedia®Digital Coaching, Million Step Challenge, and Disease Management. The 

financial incentives for the HealthyPeople Medical Plan include the following (Isaac & Nodsle, 

2010): 

$250 incentive for participation in Case/Disease Management 

$500 incentive for participation in Maternity Program 
o $250 enrollment and $250 for postpartum screening 

$250 Preventive Colonoscopy Incentive (available in 2010) 

$150HealthyWeightIncentive (available in 2010) 

J&J revealed the HealthMedia coaching model as indicated in the Figure below:  
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Proven science-based behavior change models 

Digital Health Coaching Programs oe 

Health & Disease Behavioral Medication 
Wellness i Management : Health Adherence 

Health Risk 
*Chronic liness Insomnia Healthier consumers 

Assessment ; : : Management 

Weight Management Hypertension, : ; : 
Hyperlipidemia, etc. Binge Eating Disorder 

*Doctor-Patient - Obesity 
tress eme ; hospital sta 

Siress Managemen; Pharmacist Relationships Alcohol and pa iE 

Nutrition Counseling «Management of Addiction : Higher productivity 

Insomnia : secondary symptoms: 

stress, fatigue, etc. 

Depression Fewer ER Visits 

Smoking Cessation Decreased inpatient 

Lower absenteeism 

Back Pain Prevention 

Adolescent Health 

Physical Activity *Pain Management 

*Back Pain Mgmt Improved bottom lines 

*Diabetes Better controlled 

health care costs 

Figure 15 J&J Health Coaching Mode (Isaac & Nodsle, 2010) 

The fourth key element for success implementation of J&J’s wellness program includes 

maintaining appropriate policies and procedures. J&J’s program includes policies for global 

harmonized policies in addition to the implementation of standardized procedures including 

toolkits that enable worldwide implementation. 

J&J’s fourth key element for successful implementation is aimed at engaging employees. 

This requires having appropriately aligned promotion and communication to the employees. J&J 

has taken the approach to align the incentives to the marketing and communications with the 

intentional focus on specific risk factors. Their incentives are Healthy People Medical Plan, the 

disease management CareConnect, and the Employee Health Centers. Their marketing and 

communications include Healthy People branding and Energy Management Technology. The 

focused health risk factors include smoking, blood pressure, cholesterol, physical activity, stress, 

obesity, and diabetes. The focus on these health risk factors is leveraged through items such as  
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tracking and enterprise wide reporting capabilities, the system operating company level reporting 

capabilities, employer reporting and accountability measures. 

J&J’s final key element for successful implement of the wellness program is ensuring 

robust measurements for results. The company leverages their assessment tool called the Global 

Health Assessment Tool. This tool captures metrics that support three global health goals and 

objectives. For 2009, this metric included 413 worldwide locations reporting results. J&J shares 

that the tool provides immediate feedback provided to the site after tool completion (Culture of 

Health Scorecard) (Isaac & Nodsle, 2010). The Global Health Leaders review results along with 

the participation of the Franchise Leaders in order to address any questions or action items in 

clarifying the data results. As a result of the 2009 metrics evaluated, J&J shares a significant 

drop in health risk factors from 2006 to 2009 as per the below Figure (Isaac & Nodsle, 2010). 

J&J maintains a focus on health risk factors in order to demonstrate the results. 

POPULATION HEALTH RISK REDUCTION (2006 TO 200%) 

85%; 87.1% yO 

B tow Rik [0-29 

WB Mediurn Risk (3-4) 

B High Risk (5+) 

2007 

+ OVERALL INCREASE IN LOW-RISK CATEGORY OVER TIME 

¥ OVERALL DECREASE IN MEDIUM/HIGH-RISK CATEGORY OVER TIME 
Figure 16 J&J Health Risk Factor Results 2009 (Isaac & Nodsle, 2010) 

Overall, the company agrees that organizations can increase productivity and engagement 

which can yield cost savings and improve performance. J&J promotes “driving behavior change 

and creating a sustainable culture of health are critical to enhancing health, productivity and  
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performance” (Isaac & Nodsle, 2010). They shares that a holistic approach is needed for the 

organization and individual in order to drive participation in the programs and change behaviors. 

The “increasing rates of chronic disease, rising health care costs, economic downturn, stretched 

work force and health care reform present the opportunity to make an impact with employee 

prevention & programs” (Isaac & Nodsle, 2010). 

CORPORATE WELLNESS MODEL RECOMMENDATIONS 

The concept of including the five essential elements of well-being is a well round holistic 

approach to an ideal wellness model. The Gallup-Healthways collaboration has proven these 

five elements as having a profound impact on one’s overall well-being. With this, I recommend 

any organization evaluate Tom Rath and Jim Harter’s publication Well Being: The Five Essential 

Elements to evaluate customizing a corporate wellness program based on the model of the 

essential elements of career, social, financial, physical, and community well-being. The data 

provides the basis for doing so. 

VISION AND MISSION 

As stated previously, the formal vision of the Lilly corporate wellness program should 

align with the strategic vision of the organization which is to improve global health by improving 

patient outcomes. The corporate wellness strategic vision is one that should embrace a holistic 

approach to well-being just as authors Rath and Harter have emphasized (Rath & Harter, 2010). I 

recommend the vision for the Lilly corporate wellness program state: “The corporate wellness 

vision is to improve the well-being of employees such that they can live healthier longer lives”. 

This vision is crafted to directly align with the corporate vision. 

I further recommend that Lilly, as a global organization, should incorporate the “wellness 

of employees” into the core values of the company. The concept of corporate wellness is not just  
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a Human Resources initiative, but a companywide objective that should be reflected in the day to 

day operations as the employees strive to deliver the company’s vision. This vision will likely 

not be a dramatic change for the organization, however requires a cultural shift. Efforts 

associated with culture recovery should be paired with the overall implementation of the 

wellness program. 

STRATEGY 

Well-being is about all lifestyle choices from all elements of wellness and by 

implementing or re-communicating the availability of programs that are tailored to meet the 

well-being demands in all five essential elements. A most effective and efficient strategy is to 

package the program offerings in a way such that they are tailored by the essential elements of 

well-being while educating the employees of these elements. Navigating the cultural 

environment may be challenging with the opposing perspectives related to Lilly’s investments in 

wellness, so initiating a culture recovery is necessary to produce optimal program uptake. 

The implementation of a holistic approach to well-being should be phased into the culture 

with intensive organizational focus and support. The initial human resources team is “working to 

integrate well-being into the Lilly culture” which is the ideal mechanism for the cultural shift. 

The team is small in number and organized around “the mission to foster an environment of 

well-being in which employees can lead healthy and active lives” (Baxter, 2012). I recommend 

increasing the number of employees actively engaged in the initial implementation through the 

grass-roots approach of implementation by strategically aligning the resources across functions. 

The overall strategy includes active involvement of several valuable partnerships with 

key program and service providers. The implementation should include a joint effort from these 

partnerships through the program coordinators from the participating organizations. Planning  
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endeavors should be coordinated through the Lilly Human Resources functions including the HR 

Wellness Strategy, Employment Health and Safety, and Employee Engagement. 

CULTURE 

The culture of an organization frames the wellness program for employees to be open to 

leveraging the programs and services. If the culture is not a positive environment to make 

healthy choices, the wellness program’s probability of success is decreased. Lilly has been 

through considerable organizational changes that has a residual effect on the employees and the 

work environment, so the organization should consider the opportunities to and improving the 

wellness of the company culture after the reductions as setting the stage for the introduction of an 

integrated wellness program. For example, with the recent employee headcount reductions, there 

tends to be a very strong behavior across employees that I have interacted with over the last year 

to work harder in a resource constrained work environment as employees are striving to do more 

with less. Instead, the company should shift gears into a recovery mode by avoiding 

overworking traps such as the misconception of doing more with less is required of the surviving 

employees while attending to their level of satisfaction or happiness on the job or with the 

company. In addition, the company should provide employees with an opportunity to vent and 

recover from the organizational changes. David Noer recommends that leaders should offer help 

to the survivors in methods that will promote useful engagement and growth such as offering the 

physical wellness programs and services as well as career development tools or resources and 

networking opportunities (Noer, Top Five Layoff Fallacies Realities Strategic Responses, 2012). 

Building a new wellness program after such organizational changes, could be leveraged as 

crucial opportunity to help the overall wellness of the organization in addition to the employee 

individually.  
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OBJECTIVES 

The primary objectives of the corporate wellness program should be to encourage, 

educate, and facilitate employees in making healthy lifestyle choices in a positive healthy work 

environment. Through these actions, one of the intentions is to create a cultural view that 

employee wellness is a key component for business performance. It is important to shape Lilly 

into a company that is committed to building a culture of health. In the sense of day to day 

business, Lilly is a culture that is indicative of shared responsibilities through cross-functional 

teams delivering the product pipeline. In the corporate wellness focus, this sense of shared 

responsibilities and accountabilities should be just as apparent as the business. To enable the 

success of the wellness program, Lilly needs to build connectivity across all of the wellness 

related programs and collaborative partnerships. Lastly, Lilly needs to develop and leverage 

measures to build action plans in order to improve future performance. 

The work environment is a socially-driven culture, so encouraging the employees to 

interact on the topics of wellness will further enhance communication and the culture. 1 

recommend aligning the strategic intents with leadership support from senior leadership to line 

leadership/supervisors. I encourage Lilly to expand the initial wellness team across functions and 

launch motivation efforts to initiate the education process. Goals, timelines with key milestones, 

and budgets should be established for the implementation plan to assist in measuring 

implementation progress. The roles and responsibilities for measures of performance should be 

defined and shared across those members involved in the initial launch of the refined wellness 

program. There should be collective responsibility shared across leadership, collaborative 

partners, those involved in the functional ambassadors for grassroots empowerment efforts, and 

any individuals involved in support groups or social networking such as blogs or the Lilly  
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internal social network, the Loop. Creating the overarching organizational structure of these 

individuals is imperative and ensuring members are aware and aligned on their responsibilities in 

the implementation. The aforementioned is the definition of the wellness implementation team. 

The initial phase should include an education series that includes participation from 

representation of the entire wellness implementation team. Topics to educate employees should 

be directly aligned with the essential well-being elements that include topics of career, social, 

financial, physical, and community. A phased approach to the education methods should be 

developed in order to enable the team to focus on one element and increase the probability of 

success with employee participation. Since there are five key elements to focus, I would 

encourage Lilly to conduct at least one topic per month while leveraging the site facilities such as 

the social pub, the REVeli or the new LIFE center that is a fitness related facility that should be 

available for use in the fourth quarter of this year. Lastly, the employee wellness program 

information needs to be simple to navigate for the employee. 

KEY ASSUMPTIONS AND VARIATIONS 

ASSUMPTIONS 

A key assumption for Lilly is that the existing programs and services will continue as the 

evolving strategy is defined, implemented, communicated, and measured. If there are revisions to 

the program offerings, the implementation, communication for these offerings will need to be 

adjusted and also noted in the measures. A second key assumption is that Lilly will continue the 

existing collaborative partnerships, however will further engage these partners in building 

connectivity across all programs and services.  
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VARIATIONS 

Lilly is a global company and should implement the appropriate programs and services 

for each global location leveraging the strategic partnerships for each location independently 

based on the location variables. Location variables include country specific regulations, cultural 

preferences, and even health risk factors by geography. Not all facilities for Lilly will include 

on-site programs and services. In the event the on-site facilities are not available for geographies 

or locations, Lilly should have an alternative approach in order to provide the consistent level of 

service to employees at all locations. For example if an on-site fitness facility is not available in 

Europe, then the employees should be offered a free membership at a nearby facility or variety of 

facilities. These services will not compete with each other, but serve the employee’s needs to 

make healthier lifestyle choices. Therefore, each facility for Lilly employees should have a 

portfolio developed for their programs and services and be made available for employee 

information. Finding wellness program information, for all locations, needs to be simple. 

PROGRAM OFFERINGS 
  

In the above situational analysis of the existing wellness programs and services, I have 

captured the offerings categorized by well-being element. The offerings should be categorized 

for the employee by element as well to enable the continuation of motivation and education 

factors. Some of the offerings can be categorized in multiple elements such as the cafeteria 

offerings can be related to physical well-being as well as financial well-being or even social 

well-being. In these situations where there is potential for repetitive mention of services, 1 

recommend that Lilly reflect the service in all elements as a method to reinforce the multiple 

elements of well-being.  
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INFRASTRUCTURE 

The infrastructure for the wellness program should include the Human Resource function 

as the process owners and key drivers for all elements of the program. As mentioned previously 

with regards to roles and responsibilities, senior leadership, line leadership, functional 

ambassadors, collaborative partners should be a part of the implementation team. Setting up the 

organizational structure is critical to create the appropriate awareness of responsibilities and 

accountabilities for each team member. 

The functional ambassadors have their day jobs to complete as well, however with line 

management support, incorporate objectives into their existing role that reflects a performance 

responsibility and development opportunity to champion wellness as an employee in the function 

and serve as a point of contact to find important employee wellness information. Within Lilly, 

employees are challenged to lead boldly so the functional ambassador has opportunity to 

contribute to transforming the culture into a culture of wellness. This sets up the functional 

ambassador for success in their function as well as a leadership opportunity to promote employee 

wellness while demonstrating and creating a micro culture of healthy minded employees. 

Measures for the functional ambassador’s performance can include events attended or 

communications with staff in addition to the fundamental metrics for the overall program. 

SUCCESS FACTORS 

The Lilly corporate wellness program has an ideal and timely opportunity to pair culture 

recovery with the packaging and re-communication of all employee wellness programs and 

services. This situation is a chance encounter and could drive success in the organization in a 

complete sense that the organization itself could benefit from wellness as a whole. The holistic 

approach to group programs and services by essential element is an employee friendly and  
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wellness focused manner to reach the employee on a level where the benefits to the individual 

are easily understood and accepted. The program as a whole is not based on significant capital 

investment and should not be focused on this by any means. The program should be focused on 

the essential elements and the focus on wellness and how that wellness in the individuals can 

transpire through the organization in demonstrative results for the business. 

MARKETING OBJECTIVES 
  

Marketing objectives for the Lilly corporate wellness program should include objectives 

with targets as per examples listed below in order to assess overall program results. These 

objectives need to be tailored to Lilly based on actual past performance in these specific 

categories in order to set appropriate goals for future performance. The below proposed 

objectives are a starting point for the organization to establish targets and potentially use to 

create a multidimensional scorecard. The multidimensional scorecard could consist of measures 

that are typical for a balanced scorecard in addition to those that are part of a wellness scorecard. 

A typical balanced scorecard would include evaluating learning and growth, business processes, 

customer feedback, financial results. For the purposes of the wellness program, a wellness 

scorecard would include evaluating the attitudes, participation, physical results, and financial 

results. “The wellness scorecard’s focus on nonfinancial performance measures creates a 

common language that helps corporate wellness participants understand and manage the levers 

that drive healthcare cost savings” (Brewer, Gallo, & Smith, 2010). 

The employee attitude should be assessed by way of a survey to gain insight into the 

increase or decrease in employee’s level of satisfaction in addition to solicit employee feedback 

for the following attributes. These specific indicators may be integrated into the 360 degree 

employee survey. The intent is to generate data in the baseline year, then use the data to set  
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; strategic objectives for future performance measure while leveraging the statistical function to 

ensure statistically sound targets are defined. 

Culture of wellness 

Wellness incentives 

Educational topics covered 

Educational methods 

On-site facilities 

Wellness activities 

Another wellness objective should include the level of participation in the variety of 

programs and services. The collaboration partners should be able to provide their respective 

portion of this data. The intent is to generate the data in the baseline year, then use the date to set 

strategic objectives and generate an increase in level of employee participation across the below 

example areas. This list can be customized to Lilly’s detailed list of programs and services and 

then categorized by element. 

Cafeteria usage 

Community service program involvement 

Counseling Programs 

Educational programs 

Financial Planning Services 

Fitness program usage — classes, memberships 

Health Assessments 

On-site facility usage — fitness, employee health services, credit union 

Personal trainer services 

Social network usage 

Physical results should also be assessed for the wellness scorecard. The objective in 

physical results is to demonstrate a decrease in the following: 

Absenteeism rates 

Presenters rates 

Quantity of medical claims filed 

Quantity of injury or disability claims filed 

Quantity of employees with unhealthy biometric attributes 

Quantity of employees with high-risk health profiles  
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& I would encourage Lilly to set progressive financial objectives that are practical measures 

for each of the listed categories that can be compared to data from prior years to easily identify 

trends. Potential financial objectives would include the following: 

5-10% decrease in medical claims expenditures in 2-3 years 

10-20% decrease in medical claims expenditures in 3-6 years 

5-10% decrease in pharmaceutical drug expenditures in 2-3 years 

10-15% decrease in pharmaceutical drug expenditures in 3-6 years 

5-10% decrease in short term and longer term disability expenditures in 2-3 years 

10-15% decrease in short term and longer term disability expenditures in 3-6 years 

5-10% decrease in workers compensation expenditures in 2-3 years 

10-15% decrease in workers compensation expenditures in 3-6 years 

5-10% decrease in absenteeism and presenteeism costs in 2-3 years 

10-15% decrease in absenteeism and presenteeism costs in 3-6 years 

1-2% Increase in return on investment / net present value in 2-5 years 

CONSIDERATIONS FOR MEASURES 

Lilly should strategically partner with an external company to conduct a thorough return 

on investment analysis of their current corporate wellness programs. The Human Resource 

function at Lilly has minimal resources and needs to leverage the external experts when it comes 

to measures and metrics. Key considerations for a thorough assessment of a corporate wellness 

program should include a variety of attributes. The assessment should be based on actual cost 

savings for healthcare as related to the individual employee claims data as opposed to 

calculations based on projected or average values in order to see the true cost or savings. 

Since productivity gains are difficult to appraise, Lilly should avoid assigning a dollar 

valuation to productivity gains. As an alternative, the organization should share the gains in 

productivity in a more subjective manner such as incorporating employee wellness program 

question directly into the 360 degree employee survey that is conducted annually. Lilly should 

take special consideration “when comparing a group of participants with non-participants, be 

sure to use statistically accurate measures that account for the bias associated with “pre-  
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selection.” (Spero, 2011). In order to keep the assessment data as clean as possible, it is 

recommended to conduct the measurement when there are not significant benefits plan changes 

or high employee turnover (Spero, 2011). When including wellness interventions in the program, 

organizations should seek intervention plans that are targeted to specific health issues such as the 

most prevalent health risk factors. Intervention plans should also be prioritized to target those 

that have a high near term probability of success to collect real-time data that is based on specific 

set of issues and measures. 

ROI EXAMPLE 

Below is an example of a calculation for five years return on investment. In order to 

calculate the appropriate return on investment for the corporate wellness program, Lilly will need 

to define the types of relevant costs associated with the wellness program. For the below 

example, the project annual health-related costs are estimated at a 12% annual growth. The 

estimated actual health-related costs are estimated at 5% annual growth. The difference between 

these two factors is the overall cost savings. Then a sample wellness program cost is used below 

with a project annual growth of 2%. The cost of wellness program is subtracted from the cost 

savings as a result of the wellness program in order to reveal the net financial impact of the 

wellness program. Finally, the net financial impact of the wellness program is divided by the 

wellness program costs to yield the return on investment. 

Return on Investment (ROI) 

Projected health-related costs (est. 12% growth) $ 1,250,000 $ 1,400,000 $ 1,568,000 S$ 1,756,160 $ 1,966,899 §$ 2,202,927 $10,143,986 

Less: Actual health-related costs (est. 5% growth) $ 1,095,000 $ 1,160,700 $ 1,230,342 S$ 1,304,163 S$ 1,382,412 $ 1,465,357 S 7,637,974 

Cost savings due to the wellness program 155000 S$ 239,300 S$ 337,658 S$ 451,997 S 584,487 S$ 737,570 rs 2,506,013 

Less: Wellness program costs 295000 '$ 300,900 '$ 306918 '$ 313,056 $ 319,317 '$ 325704 $ 1,860,896 
Net financial impact of wellness program (a) (140,000) S (61,600) S$ 30,740 S$ 138941 S$ 265,169 S$ 411,866 S$ 645,117 

Wellness program costs (b) 295000 $ 300900 S$ 306918 S$ 313056 S$ 319,317 $ 325704 S 1,860,896 

ROI [a/b] -47% -20% 10% 44% 83% 126% 35%, 

Table 3 Example Return on Investment  
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TARGET MARKET   

The target market should continue to be defined as the direct Lilly employees of Lilly and 

their families including employees with domestic partners. Fixed Duration Employees will 

continue to have the option to leverage all benefits with the exception of the bonus plan, pension, 

tuition reimbursement, and long term disability insurance. 

MARKETING MIX   

PRODUCT 

The products within the corporate wellness program consist of the diverse portfolio of 

options provided in the situational analysis of the existing wellness program as categorized by 

the essential elements. The products should be aligned by essential element (career, social, 

financial, physical, community). The products are to be leveraged to improve the overall well- 

being of the Lilly employees which in turn will create a return of wellness in the organization. 

PRICE 

Pricing of the products is at the discretion of the collaborations in place with Lilly, based 

on competitive contract negotiations. Examples of key collaborations include the following 

examples: 

National Institute of Health and Fitness — on-site fitness facilities and fitness coaching 

Athem Blue Cross Blue Shield — health benefits 

CVS Caremark — prescription drug benefits and discount programs 

Aramark — on-site cafeteria and foods services 

Eli Lilly Federal Credit Union — financial services 

Indiana University Medical - Employee Health Services 

PROMOTION 

Promoting the wellness program throughout the organization should be strategic. 

Leadership should set the tone for the wellness program while also leading by example.  
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Advocacy groups such as functional ambassador should promote all the wellness programs and 

services within their function at a grassroots approach. Online tools, flyers, emails, social 

network postings, blogs, and communication forums should be fully leveraged for promotional 

activities to their fullest capabilities in the resource constrained environment. Hosting and 

sponsoring educational events relating to wellness may also serve as promotional event. 

PLACEMENT 

Since employees are mobile or virtual or even worldwide, the wellness programs should 

be placed virtually in the sense that employees will be able to locate them easily through the 

Human Resources site as well as through immediate links on the LillyNet internal website. A 

widget or custom location should be customized for employee wellness and linked to an 

appropriate location for the entire listing of wellness programs and services along with links to 

the collaborative partners’ programs and services. 

MARKET RESEARCH 
  

I recommend that Lilly leverage the Global Health Outcomes and Marketing functions 

within the organization to gain more insights into the wellness industry with the intentions as 

follows: 

Stay informed with employee wellness trends 

Ensure categories to measure for success are defined consistently with the industry such 
that industry benchmarking may be enabled 

Leverage comparative information for establishing appropriate goals and objectives 

Promote competitive advantage as sustainability factor while recruiting and retaining 
current employees 

IMPLEMENTATION AND CONTROL 

Upon completion of the initial pilot, the quantitative and qualitative results should be 

used to inform the future offerings and inform the opportunities for promotions and  
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improvements to resource availability. The implementation plan should be developed with 

details to identify the appropriate scope, timeline, budget, and measures of success. The Human 

Resource team should drive this implementation planning with active participation of the 

collaborative partners, leadership, and functional advocates. 

DISCUSSION 

Wellness is not at the forefront of Lilly as a company at this juncture although making 

medicine that helps people live longer healthier lives is. Creating and improving the visibility of 

the company’s wellness vision, mission, and strategy is foundational to creating a culture of 

wellness. In fact, connecting the value of wellness with the company’s mission and the core 

values is necessary to shifting to a culture of wellness. Currently this information is not visible 

or has strength with the company as a whole and the influence of Leadership and employees who 

are willing to take the challenge to lead boldly and take the opportunity to demonstrate wellness 

while building a culture of wellness. 

Overall Lilly’s current wellness program is fragmented and difficult for an employee to 

locate the inclusive list of offerings and it is also not completely transparent to the employee 

which essential element the programs and services are related. For this, I recommend 

structuring the programs and services to align with the essential elements, grouping the offerings 

accordingly, while providing a single source location for employees to find the key information. 

In addition, I would encourage elevating the visibility of key collaborative partnerships as a 

means to improving the visibility of their programs and services. These actions will improve the 

transparency with employees and opportunities to educate employees on all wellness offerings. 

In addition, simple task of making the key information available to employees will open up the 

opportunities to motivate employees to make healthy lifestyle choices. With pilot study results  
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available September, Lilly should take the opportunity to launch the restructuring of the wellness 

program with participation of key collaborative partners. 

The SWOT analysis reveals the weakness in that the organizational culture in a state of 

recovery since recent downsizing actions. This creates the excellent opportunity to formally 

implement the wellness program in parallel with culture recovery measures as a means to take 

action. Also, the weakness of minimal communications around the various programs and 

services opens up the prospect to promote through educating employees on the essential 

elements of well-being and the variety programs and services that can be leveraged to improve 

well-being. 

With the current state of the organization and the stability in the wellness offerings, the 

timing is ideal to package the programs and services in alignment with the essential well-being 

elements and actively promote the wellness program. Health risk factors should be prioritized to 

focus effort. Program awareness can be improved. The culture is ready and in need of recovery. 

Lastly, the wellness program empowers employees with the knowledge and resources to make 

positive lifestyle choices. 

The threat of supervisors not supporting employees to leverage time during work hours to 

use the on-site facilities can be resolved by simply creating a toolkit or guidance for supervisors 

to use in setting expectations with employees. Driving consistency with the supervisors across 

the organization can be implemented by ensuring performance measures and development 

opportunities are in place for them regarding supporting a core company value of wellness and 

instilling the appropriate and desirable behaviors in the culture. 

With the rankings of well-being in Indiana in the mid-range in comparison to the rest of 

the United States, companies need to consider where they can make an impact. The obvious  
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areas of improvements for Indiana are the results in the Life Evaluation and Work Environment 

per the Gallup-Healthways Well-Being Index®. With this data, Lilly can educate employees and 

promote programs and services to improve these standings with employees. For example, 

empowering employee to use their own skills and strengths in their roles can contribute to a 

greater level of satisfaction in their workplace. Being treated with respect and having an 

opportunity to learn something interesting will contribute to the employee’s positive evaluation 

of current and future life. Well-being data needs to be leveraged while educating employees 

about the wellness program attributes in order increase the probability of use. 

While physical well-being is the initial thought for employees when discussing well- 

being, Lilly can take advantage of this by promoting options more visibly such as healthy 

choices in the foods services and the farmers markets offered on-site. Providing tailored 

educational information to employees with high physical risk factors can provide efficiency in 

promotional communications. Engaging functions in the organization to participate in a friendly 

physical challenge can create an enjoyable team building opportunity as well. 

Educating employees on the economics of poor lifestyle choices could inspire some to 

make some intentional changes in their well-being overall. The common theme comes down to 

informing employees and empowering them with the options to make the healthier choices while 

increasing the overall network of employees to be supportive of a culture with a core value of 

wellness. 

SUMMARY 

In summary, Lilly and all organizations for that matter should ensure wellness is 

incorporated in the overall mission as well as in the core values of the organization. There needs 

to be an establishment of wellness in the culture from the leadership examples and the employees  
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advocating the influence of wellness offerings across networks. The presence of wellness should 

be felt everywhere across the organization. We live in what is considered in 2012 as a social 

network, so ensuring all the necessary wellness program information and educational 

information are readily available is critical for success implementation. A cohesive relationship 

with the collaborative wellness program partners creates an infrastructure for success. Providing 

a diversified program offering across the well-being essential elements provides a greater 

probability to meeting employee’s wellness needs. Gathering sufficient and appropriate data 

from the employees is foundational to assess the progress and budgetary value of the program 

from year to year. Providing key offerings that are intended to engage employees will serve the 

organizational wellness. Developing and maintaining appropriate policies and procedures each 

will enable the implementation and ongoing execution of the program. Finally, successful 

implementation will include appropriately defined and vigorous measurements of results while 

taking into consideration the qualitative and quantitative measures. 
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APPENDIX 

Lilly Wellness Program Inventory 

Example Return on Investment Calculations 
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