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Let’s do some magic!
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1. Internal analysis looking at performance of 80 clients and 170,000 lives against average 6.5% trend.  2. Based on internal analysis covering historic dates of services through December 31, 2019.    

Clinic 

year
1 2 3 4 5 6 7 8

Avg.

savings
7.3% 11.2% 17.3% 22.6% 31.4% 35.8% 41.2% 42.0%

Claims trend analysis

Independent Milliman-approved review and public 
validation of our two primary methodologies for 
estimating client savings

Total cost of care reduction Key drivers to savings

42%
Lower ER and inpatient costs

40%

Reduction in specialist referrals

70%

Steerage compliance to 
recommended providers

Delivering on ROI

$1,800 

reduced total cost 

of care per 

engaged member 

31.4% gross 

savings by year 5



Very
nice.
– Tom Hagen

Consigliere to the Corleone family 
The Godfather, 1972



How 
does that 
happen?
– Shrek

Shrek the Third, 2007



1 2 3 4

Better 

access 

= 

less ER and 

urgent care spend

More time 

with a provider 

= 

meaningfully engaged 

members and time 

to address 

SDOH barriers

Quality 

preventive care 

= 

reducing or removing 

the impact of 

chronic conditions

Referral 

avoidance/steerage

=
contained costs by 

accessing the right 

care at the right time



How are clients 
sparking value 
and bending 
their cost curve? 



11
years with 

Marathon

8.6k+
eligible

population

35%
of members 

engaged 

100
Net Promoter 

Score

75%
of members 

improved 

biometrics

6 onsite health centers

Evelyn Carver
Manager, Health & 

Welfare Plans

Julia May
Manager of Wellness & 

Employee Communications



Industry: Food

Goal: Decrease health and financial impacts of untreated or 

undiscovered chronic conditions through preventive healthcare to 

accelerate already outstanding savings and health outcomes

The opportunity: Many people weren’t engaging in preventive care 

for many reasons: health literacy, institutional wariness, SDOH barriers 

such as language, literacy, transportation.

$3.3M
in redirected ER/ 

urgent care costs

44%
continuous 

engagement

91+
Net Promoter 

Score

$20M
in claims trend 

savings over a 

10-year period

The plan
Multi-channel metabolic 

health campaign

• Meaningful messaging

• Remove 

technical terms

• In-person connections

• Multi-lingual approach

• Multi-channel approach

10-year results





152
‘high risk’ members with 

hypertension improving 

to ‘not high risk’

$291k
estimated cost value of 

improvements at 

$1,920 per member

48
‘high risk’ members with 

elevated BMI improving 

to ‘not high risk’

$98k
estimated cost value of 

improvements at $2,058 

per member

Why preventive engagement is 
key to maximizing ROI

Members engaging 

in preventive care 

for the first time 

during campaign 

Metabolic health improvement: 

Hypertension

Metabolic health improvement: 

Weight

351



$3,327
savings per 

engaged member

$4,736
savings per 

engaged member with 

a preventive visit

$2,839
savings per 

engaged member

$4,037
savings per 

engaged member with 

a preventive visit

$21,471

$8,905
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3+ Chronic Conditions

Non-Engaged Engaged in preventive care

Why preventive engagement is 
key to maximizing ROI

Chronic condition comparison Diabetes

Hypertension



Outcomes & best practices
What was required to achieve success

Outcomes and Best Practices

• Collaboration: WSF benefits team, 

Marathon Health, broker

• Willingness to try something new

• Robust promotional plan

• Knowledge of population: 

understanding their needs 

and communication 

preferences

• Keeping it simple

• Over communication

• Local leadership alignment 

and influence

• Data sharing at the plant 

leader level



Monica Combs
Corporate Services Manager

4
years with 

Marathon

4.7k+
eligible

population

60%
of members 

engaged 

86
Net Promoter 

Score

75%
of members 

improved 

biometrics

1 onsite health center + network 



Industry: Manufacturing

Goal: Engage associates with onsite benefits by meeting them where 

they are based on principles of Kaizen, improving 1% each day

The opportunity: Take a successful Wellness@TMH program to the 

next level with a re-imagined approach to wellness strategy and an 

increased focus on mental health and wellness

$7M
saved in claims 

spend for engaged 

members vs. non-

engaged

68%
employee 

engagement

88+
Net Promoter

Score 

+35%
increase in 

preventive visits, 

January 2023 to 

January 2025

Wellness Kaizen

8 dimensions of wellness: 

physical, emotional, 

social, intellectual, 

occupational, environmental, 

spiritual, financial

• Shift from traditional 

wellness program

• Collaborative approach 

with all health vendors

• Extensive health 

programming

• Focused population 

health approach

Prior year annual results





$4,110
less in claims for members 

with depression who had 

two BHS visits$2,280

$3,083

$3,528
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Savings Per Engaged

2 Provider Visits 2 BHS Visits 2 Preventive Visits

Focusing on mental health and 
prevention is key to maximizing ROI

Savings Per Engaged Member 

vs. Non-Engaged Member
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Diabetes
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$4,712
less in claims for members 

with depression who had 

two preventive visits

$7,604
less in claims for members 

with diabetes who had 

two BHS visits

$1,199
less in claims for members 

with diabetes who had 

two preventive visits



Outcomes & best practices
What was required to achieve success

• Collaboration: 

Quarterly meetings with all 

wellness@TMH partners

• Know your population and 

what their needs are using the 

quantitative and qualitative 

data at your fingertips

• In-person is powerful 

plan for live events to drive 

face-to-face connections

• Focus: Know what you want 

to accomplish

• Try something new if you are 

plateauing

• More is more when it 

comes to health promotion. 

Consider: clinical outreach, 

tabling, stickers, magnets, 

healthy snacks, activities for 

theme months, etc.
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1. Internal analysis looking at performance of 80 clients and 170,000 lives against average 6.5% trend.  2. Based on internal analysis covering historic dates of services through December 31, 2019.    

Clinic 

year
1 2 3 4 5 6 7 8

Avg.

savings
7.3% 11.2% 17.3% 22.6% 31.4% 35.8% 41.2% 42.0%

Claims trend analysis

Independent Milliman-approved review and public 
validation of our two primary methodologies for 
estimating client savings

Total cost of care reduction Key drivers to savings

42%
Lower ER and inpatient costs

40%

Reduction in specialist referrals

70%

Steerage compliance to 
recommended providers

Delivering on ROI

$1,800 

reduced total cost 

of care per 

engaged member 

31.4% gross 

savings by year 5



Ask an 
actuary

Marcus Such,
FSA, MAAA, CERA

Chief Actuary



Sparking Transformation
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