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Today’s Agenda

What we’ll talk about today
1. Good decisions that improve medical outcomes also

reduce duration of disability events.

2. Quantifying the relationship between disability events 
and company revenue…and understanding when 
productivity losses exceed medical and disability costs 
combined.

3. Attainable savings from good decisions
• Medical claims

• STD benefit payments 

• Productivity

4. Whole Foods Market
• The journey here

• The future
2011 2012 2013 2014 2015 2016 2017 2018
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About Whole Foods Market

• Whole Foods Market (WFM) has grown from one store (and a staff of 19) in 
1980 to 434 stores with 91,000 team members in North America and the UK.

• Recognized for 18 consecutive years as one of the “100 Best Companies to 
Work For” by Fortune Magazine

• Its introduction of organic foods in 2001 cited by FastCompany.com as one of 
the Top 20 ideas of the past 20 years that “transformed business and culture”

• Its benefits offerings support its values including:
– We Support Team Member Happiness and Excellence
– We Promote the Health of Our Stakeholders Through 

Healthy Eating Education

• Consistent with their healthy-living focus and also due to a 
set of optimally-aligned benefit policies, WFM has very 
favorable health plan and disability utilization.
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Whole Foods Market: Benefits & Wellness Strategy

• WFM has a culture driven by deep core values with a strong sense of purpose.
– Egalitarian
– Decentralized 
– Transparent.

• WFM supports a healthier lifestyle for Team Members and their families so they can 
achieve their full potential.

• Health – generous cost sharing for health plan 
premiums, onsite and offsite biometric screenings 
with a higher store discount incentive

– Maternity Support Program
• Transparency

– long term CDHP with HRA/HSA options
– health cost estimator tool
– Team Member Benefits Vote 

• Education – company paid healthy eating programs
• Exercise – annual Green Trek program that supports exercise, healthy eating
• Technology – Rally online wellness program, Virtual Health
• Integration

– Embedded UHC programs (wellness, disease management, pharmacy, onsite 
wellness specialist)

– Unum/UHC integrated disability approach
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The Need For Good Decisions

• Employers that successfully guide members to 

make better health care decisions show lower 

utilization and duration of short term disability 

claims

• Promoting health care engagement has proven to 

reduce risk and decrease medical claims.  We can 

also now show that it helps reduce time away 

from work and disability duration.

• A Modernized Health Plan can help improve 

member engagement and financial results.  

Improving member decision:

• Reduces medical costs

• Reduces disability duration

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiI0uS84JrKAhXClh4KHazQA7QQjRwIBw&url=http://www.smiletvgroup.com/2013/06/positive-thinking-change-life/&bvm=bv.110151844,d.dmo&psig=AFQjCNH7O01-4hsosYN2rerP5ZpzInkJ6g&ust=1452360949391614
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiI0uS84JrKAhXClh4KHazQA7QQjRwIBw&url=http://www.smiletvgroup.com/2013/06/positive-thinking-change-life/&bvm=bv.110151844,d.dmo&psig=AFQjCNH7O01-4hsosYN2rerP5ZpzInkJ6g&ust=1452360949391614
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The Consumer Activation Index (CAI)

Optimal

Sub-Optimal

Higher scores reflect better 
decision making.

Higher CAI scores lead to 
lower medical costs. 

Improving member decision 
making by 1 point:
• Reduces medical costs by 

0.25%

Actions that Improve a CAI Score

• LDL exam 
• Eye exam
• Wellness Exams
• Cancer screenings
• Use of Nurse-line
• Blood pressure screening
• Blood lipid measure
• Use of in-network services.

100 points

50 points

0 points

The CAI is a measure 
of an individual’s 

actions to manage 
his/her health status.
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Better Decision Making  Reduced Duration

49.1

45.2

Avg Duration of STD Event

CAI of 0-9 CAI of 90-100

Employees with CAI 
scores 90 have an 
average STD claim that 
is 4 days shorter than 
those with scores 9.

20% of plan 
members 

20% of plan 
members 
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Impact of Decision Making is Variable

Many clinical areas show similar impact with Musculoskeletal 

disability durations dropping by over 10 full days
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You’ve seen this slide before…

STD Benefit Cost

Medical Claims Cost

Lost Productivity Cost

Medical claims and STD benefit 
costs are well measured.

Some Number $$

Some Number $$

???Some Number $$ Productivity impacts are often 
estimates

Today we’ll provide a measure!
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Capture the Data from the Past 12 Months

STD Data Medical 
Data

Productivity 
Data

12 Months of Data For:
1. 253 stores
2. 14,900 team members
3. Medical Claims
4. STD Benefits Paid
5. Productivity (store 

revenue)
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Capture the Data from the Past 12 Months

STD Data Medical 
Data

Productivity 
Data

12 Months of Data For:
1. 253 stores
2. 14,900 team members
3. Medical Claims
4. STD Benefits Paid
5. Productivity (store 

revenue)

Merge
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Data and Methodology

• A cross-sectional analysis was performed using a 12-month time period.

• Direct income replacement costs are summed from STD claims data.

• For indirect costs, statistical regression modeling is used to isolate the 
impact of incremental STD utilization on health plan costs and store 
financials.

• California stores were excluded from this analysis as data from the CA 
state disability system was not available.

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwi3w8ex4ZrKAhUBHB4KHYNbBJ0QjRwIBw&url=http://www.dashboardinsight.com/articles/new-concepts-in-business-intelligence/data-analysis-overview.aspx&psig=AFQjCNHGTiyj17kl34ZS2AHYNqLErQ8Yog&ust=1452361171413163
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwi3w8ex4ZrKAhUBHB4KHYNbBJ0QjRwIBw&url=http://www.dashboardinsight.com/articles/new-concepts-in-business-intelligence/data-analysis-overview.aspx&psig=AFQjCNHGTiyj17kl34ZS2AHYNqLErQ8Yog&ust=1452361171413163
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Direct Costs on Health Plan (HP)

and Short-Term Disability (STD) Claims 

• Increasing STD utilization 
results not only in higher 
STD costs but also higher 
Health Plan costs.
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The Indirect Cost of STD Usage:

Lost Productivity / Lost Revenue

• Increasing STD utilization 
has a significant and 
quantifiable impact on 
store revenue.

STD Days per Employee
Average Across all WFM Sites
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A One-Day Difference

in STD Average is Significant

What happens if a site with 2.5 STD days per employee 
reduces that to the company average of 1.5 days?

Assumptions:
• 100 employees
• 8 hours/day
• 200 days/year
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The Impact of Reducing Lost Workdays

STD Benefit Savings $6,588

Medical Claims Savings $24,941

Reduction in Lost Productivity $88,059

Total Savings: Benefits 
Paid and Lost Productivity

$119,588

2.5 days 1.5 days

Lost workdays and the CAI score are linked…simple decisions by employees 
will improve CAI scores and reduce lost workdays
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The Journey Here: Actions and Outcomes

HSA Option
and

Integrated 
Disability

(plan design,
clinical)

Healthy 
Discount 

and Immersion 
Programs 
(wellness)

Maternity
Program
Launch

(clinical,
health)

Diabetes 
Prevention

Prior to 
2009…added 

CDHP and clinical 
programs

The strategy 
works…medical 

trend consistently 
below industry 

average

From 2012-2014 Lost 
Workdays per employee at 

Whole Foods dropped by 2%. 

By 2014 Whole Foods 
Lost Workdays (per 
EE) was 3.5% lower 

than industry 
benchmark. 

19



Conclusion and Future Actions

Conclusions

• There is a clear relationship between consumer activation and both medical spend and 
disability (incidence and duration) – higher activation leads to improved outcomes

• The decisions needed to improve CAI are not complex – engaging employees will improve 
those scores.

• There is a clear, measurable link between CAI scores and store revenue. Improving CAI 
among populations with lower CAI (and longer STD durations) yields the biggest 
improvements in productivity/revenue. 

2015 2016 20182017

• UHC and Unum will continue our collaborative work  to further understand the impacts of 
activation to disability

• Ongoing monitoring of changes in medical spend and disability based on movement in CAI  

• Can Consumer Activation Index be used as a trigger to drive clinical/vocational protocols and 
engagement (customer pilot)?

What’s Next?
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