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On Deck for the Next 35 Minutes

1, 2, 3….. 
3 Crises
3 Rules
3 Levels of Consumer Engagement

The Quest: The DM Perspective

The Grail: Whole person health/wholly 
personalized
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2007: 
3 Times/Sec.

1975: 16 Moms

90 million user sessions per year

9 million uses of decision aids per year



® 2007

Health Care in Crisis: 
Same Old, Same Old???
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A Transformation in the 
Role of the Consumer 
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Rule #1: The Self-Care Rule

Help people do as much for 
themselves as they possibly can.
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Rule #2: The Guidelines Rule

Help people get the care they 
need—by giving the 

“guidelines” to the patient.
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Rule #3: The Veto Rule

Help people say “no”
to care they don’t need.
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Total Consumer Engagement

Better Health Decisions



® 2007

To Help People Make Better Health Decisions

3rd Millennium: The Ix Solution

The right information   
to the right person
at the right time

(as part of the process of care)
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Audio 
Library

Healthwise®

Knowledgebase
Healthwise®

Handbooks
OSHG

Spanish 

Foundation Level Information Services (self-serve)

Three Levels of Consumer Engagement

Ix Patient Instructions
(Provider Market)

Ix Core Prescriptions
(Payer Market)

Information Prescription Level (prescribe)

Ix HealthMastery®

Campaigns Ix Coach
Prevention Ix
Pregnancy Ix

Surgery Ix
Pre-Visit Ix

HealthMastery® Level Services (engage)

Level of
Level of engagem

ent
engagem

ent
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The Quest and The Grail

How does a Disease Management 
Company deliver personalized 

information that informs, engages, 
empowers and transforms the 

consumer?
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Who is HEALTHWAYS?

• Largest disease management company in the world
• Work with 90 health plans, more than 600 self-insured 

employers, Medicare and Medicaid 
• Among fastest growing publicly-traded companies in America 

– four years running
• Single largest purchaser of fitness center services in the 

country 
• Nearly 4,000 employees worldwide

Source: Healthways website (www.healthways.com) 
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Modern Societies Manufacture Chronic Disease

• Aging population
• Medical 
technology
• Increasing 
diversity

• Sedentary (75%)
• Obese (39%) or 

overweight (83%)
• Dysfunctional 

stress and 
depression (25%)

• Smoking (22%)
• Inadequate 

health monitoring 
(75%)

• CVD 
• Hypertension 

and strokes
• Diabetes
• Smoking related 

disease
• Musculoskeletal 

disorders

• Work
• Food quality 

and 
consumption

• Daily stress
• Blind faith in 

medical and 
pharma 
solutions

Accelerators

• Living longer 
but with more 
chronic 
disease

• Medical cost 
increases

• Productivity 
loss

• Premature 
death and 
disability

Societal Change
1900 - 2000

Chronic Diseases

Consequences:
Societal Cost

Prevalence of 
Unhealthy Lifestyles
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Society Needs Lower Medical Costs and 
Longer Productive Lives

0 1006 50

Objectives:
1. Push the curve out – later in life
2. Reduce the severity, duration, and reoccurrence of events

AgeAge

Medical
Expense

Goal

There is a need to adapt in order 
to transition to a better cost trend 
target

Focus more on “health”, not 
healthcare
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Change in
Direct 
Medical 
Cost

Change in Number of Risks

Changes in Costs Related to 
Changes in Risks Over 3 Years

Source: “Emerging Research: A View From One Research Center” by Dee Edington, The Science of Health Promotion May/June 2001 

Based on data from the University of Michigan that includes utilization, productively, or 
lifestyle behavior data on over 2M individuals from corporations such as GM, United Auto 

Workers-GM, Bank One, Steelcase, Progressive Corp, Honeywell-GE, Genesee Health 
System, the Australian Health Management Group, and Xerox.

Based on data from the University of Michigan that includes utilization, productively, or 
lifestyle behavior data on over 2M individuals from corporations such as GM, United Auto 

Workers-GM, Bank One, Steelcase, Progressive Corp, Honeywell-GE, Genesee Health 
System, the Australian Health Management Group, and Xerox.

•Alcohol
•Blood pressure

•BMI

•Cholesterol
•Existing medical 
problem
•HDL Cholesterol
•Illness days
•Job satisfaction
•Life satisfaction
•Perception of 
health
•Physical Activity
•Safety belt use
•Smoking
•Stress
•Drug use for 
relaxation

Measure High risk criteria
14 drinks/week
Systolic > 139 mm Hg or 
Diastolic > 89 mm Hg
27.8 (men)
27.3 (women)
>239 mg/dL
Heart problems, cancer, 

diabetes, stroke
< 35 mg/dL
>5 days last year
Partly or not satisfied
Partly or not satisfied
Fair or poor

Less than one time/week
Less than 90% of the time
Current smoker
High
Few times a month or more

University of Michigan Example

The Data are Clear: Individual Behavior and Risk 
Factors Drive Cost
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The Idea: 
Cost and Quality can be Impacted 

Through Changes in Individuals’ Behaviors

Decreasing the “leakage” requires successful consumer engagementDecreasing the “leakage” requires successful consumer engagement

Interested in 
change

Aware 
of options

Option 
selected

Behaving 
differently

Aware of 
condition

Sticking 
with it

# of 
individuals

• Low level of “pain”
• Lack of threat, 

incentive
• No models that 

change is possibleC
au

se
s 

of
 L

ea
ka

ge

• Information 
incomplete or 
un-navigable

• Lack of local 
resources

• Indecision
• Lack of information
• Unable to afford 

options

• Logistical barriers
• Lack of support
• Lack of 

accountability

• Logistical barriers
• Lack of support
• No rewards or 

results

cost and quality impact
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Engage Consumers to Change Behavior
With Beneficial Results for All

improved quality of life

reduced medical costs

decreased absenteeism

higher productivity

C
onsum

er value
Payer/Em

ployer value

consumer 
engagement

behavior
change

improved outcomes
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“Giving information and 
advice to patients about 
changing their own healthy 
behaviors is the equivalent of 
the placebo impact of 19th

century drugs.  The use of a 
drug over and over again 
when it’s clearly not working 
should be regarded as a 
medication error.  And yet we 
keep on doing the “same old, 
same old.”

Rick Botelho, MD, University of Rochester 
Family Medicine Center

“…the answer for more 
affordable health care will 
come not from an injection of 
more funding but, rather, from 
innovations that aim to make 
more and more areas of care 
cheaper, simpler, and more in 
the hands of the patients.”

Clayton M. Christensen, Harvard Business 
School

Old Problems Need New Approaches 
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“A degree of wellness is attainable at any 
stage of life, regardless of the presence of 
disease or disability.”

Johns Hopkins/ Healthways Disease Management Outcomes Summit
November 2006

Wellness Redefined
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Proactive Health Consumer
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PHC Definition
A Proactive Health Consumer is someone who engages in the following 

activities on behalf of themselves and their families:

1. Participates as a partner in decision making with health care 
providers (such as doctors, nurses, physician assistants, and 
dieticians); 

2. Learns about and carefully considers the options before making 
decisions  regarding health insurance coverage, health care providers, 
screening tests, treatments, and end of life care;

3. Engages in ongoing health and wellness activities (such as exercise, 
monitoring weight, and taking medications as directed); and

4. Uses health services wisely and in a financially responsible way 
(such as asking if a generic drug could work for a condition).
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The Proactive Health Consumer Solution

The PHC solution consists of 3 components 
that guide participants from passive to 
proactive health consumer behavior.

Targets any person 
along the health 
continuum who could 
improve his/her 
health by becoming a 
more proactive 
health consumer
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Patient-Centered Care



® 2007

"My goal is to die very young at a very 
old age."

Larry Fogel
Phoenix, Arizona

Age 85

A New Health Consumer Is Emerging
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Consumer Engagement: 
Personalized Information and Whole 

Person Health – Any time. Any condition.


