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Agenda  

ÅExtrinsic and Intrinsic Motivators 

ÅBest Practices and Beyond 

ïWhat drives results 

ÅCase Study-Central Michigan University 

ïMulti-modal approach that maximizes participation and 

engagement  
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Motivation-Extrinsic  vs.  Intrinsic 

Å Motivation is a multi-faceted concept that requires a robust 

strategy for optimizing both immediate and long-term behavior 

change. 

Å Extrinsic motivators 

ïUseful for short term initial behavior change 

ïEffective in those who are ambivalent 

ïPossible mechanism for shifting behavior is used appropriately 

  

Å Intrinsic motivators 

ïUseful for long term behavior change 

ïMotivation within the individual and not necessarily dependent 

on external factors 
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Enhancing and Supporting Engagement

 Best Practices and Beyond  

Å Meaningful Communications/Interactions 

ï Consumer Insights 

ï Behavioral Science 

Å Meaningful Social Support  

ï Executive support 

ï Champions 

ï Community support 

ï Family support 

Å Meaningful Incentives 

ï Incentive design 

ï Sustainability 

Å Meaningful Integration 
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The Key Ingredients: A Dual Perspective 

To be successful, 

you must equally 

commit to health at 

the individual level 

and the social 

level. Individual 

Perspective 

Social Perspective 

Participation & 

Engagement 

Å Culture of Health 

Å Organizational 

approach 

Å Activation Segmentation 

Å Behavioral Science 

Å Meaningful Incentives 
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A Social Perspective:  
Re-Envisioning the Culture of Health  
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Key Pointé 

The Culture Of Health always Matters!  

 

 

 

 

 

 

 

It will Enable 

or 

It will Impede 
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To assess the Culture Of Health, you must look to the 

individualsô perceptions of the culture! 

Individuals were asked whether they felt that in their  

company, health & prevention programs are é 

 

An integral part of the company mission / culture  (6) 

Strongly promoted / supported  (5) 

Offered, somewhat promoted  (4) 

Offered, but not promoted / supported  (3) 

Talked about, but not put into practice  (2) 

Not visible / evident  (1) 

 

 

 
 

Wellness & Prevention, Inc. Landmark Study, 2009 
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Wellness & Prevention, Inc. Landmark Study, 2009 

In my company, programs areé 

6 

 

5 

 

 

4 
 

3 
 

2 
 

1 

6%    Integral part of company mission/culture 
 

 

 
20%   Strongly promoted/supported 
 

 

 

 

 
32%   Offered, somewhat promoted 
 

 
15%   Offered, but not promoted/supported 
 

 

14%   Talked about, but not put into practice 
 

 

14%   Not visible/evident 



The Culture of Health and 

Confidence/Motivation 
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Wellness & Prevention, Inc. Landmark Study, 2009 

Individuals Motivated to Work on Goal 

Individuals Confident in Their Ability to Make Significant Progress to Their Goal 

Strength of Culture of Health 

1    2        3         4      5          6 
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Wellness & Prevention, Inc. Landmark Study, 2009 

* % of Respondents, indexed to % among total sample 

JOB SATISFACTION LEVEL OF JOB PERFORMANCE 

1   2   3    4   5   6 1   2    3   4   5   6 

The Culture of Health 

and Job Satisfaction é Job Performance 
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Establishing a Culture of Health is a Critical First Step 
Positive Impact ï If Authentically, Consistently Supported 

Wellness & Prevention, Inc. Landmark Study, 2009 * % of Respondents, indexed to % among total sample 
  

 

Individualsõ Feelings if Company Were to Provide Population Health Programs 

Grateful/Loyal Skeptical 
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Key Pointé 

Itôs critical to know where you stand! 
 

 
 

 

 

 

 

The Culture Of Health always Matters!  

 

 

 

 

 

 

 

It will Enable 

or 

It will Impede 

 

 
 

 

 

 

13 



An Individual Perspective:  
Activation Segmentation 
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Key Pointé 

ÅIndividuals have different needs, 

wants, and desires and are on 

different points in their journey!  

 

 

 

 

 

 

 

One Approach will not 

reach the majority of 

individuals. 
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Wellness & Prevention, Inc. National Landmark Study 
Attitudes and Behaviors Regarding Health 

Å Comprehensive and proprietary study 

ï Current motivations / priorities, behaviors, and barriers to improving health 

ï Their starting point, their language, their struggles and needs 

 

Å Two Phases Conducted 

ï Phase One: Qualitative Needs Assessment Exploration 

Å  4 InQuest Focus Groups in 2 US Cities 

Å 18 One to One interviews in 2 US Cities 

Å Completion of extensive homework journal. 

ï Phase Two: Quantitative Online Assessment of Needs, Attitudes, and Behaviors  

Å Sample of 3,007 full-time employed U.S. adults  

Å 60 minute questionnaire  covering a broad array of topics 
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Top Discriminating Topic Areas 

Can One Approach or Program Be 

Successful Across all Segments? 

ÅApproach for Meé 

ïReminders of Progress/Success 

 

ÅCan IéDo I Want To? 

 

ÅMy Hurdlesé 

ïNeed Help to Lay Out Plan 

ïGet Family Onboard 

ÅWhat Motivates Me Isé 
ïCheck-ins 

ïSharing/Social Interaction 

ïCompetition 
ïTough/No Excuses 

 

Booster 

Clubbers 

Permission-

Seeking Team 

Players 

Insecure 

Rookies 

Energized 

Champions 

Free 

Agents 
Forced 

Forfeiters 

D 

òHow to Activate Meó Individual Types 

Topic Areas for òHow to Activateó Individual Types 

Energy Level 

Personal Style: When going to improve population health 
Approaches and Preferences: Maintaining/improving physical well-being 
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Sharing the journey really keeps  

everyoneôs momentum up. We learn 

 from, help and encourage each other,  
and we have fun along the way.   

 

Iôm already stretched taking care of work 

and family. For me to focus on my own 
well-being, it has to be a company goal 

that I have team accountability for.    
 

Help!  Itôs scary to think about how much I 

need to do and whether I can even do it.   

Frankly, I donôt even know what the first 
step should be.   

Iôm already on the fitness bandwagon. 

Itôd be great if my company provided me 

some resources, but my challenge is 
simply consistency. 

What and when I do is up to me and it will 

be on my own terms. Itôs not something I 

want my employer / coworkers 
concerning themselves with. 

There are much bigger issues to be 

dealt with before I can even think 

about health & wellness.   

Booster 

Clubbers 

Permission-

Seeking Team 

Players 

Insecure 

Rookies 

Energized 

Champions 

Free 

Agents 
Forced 

Forfeiters D 

People approach improving their 

health in various ways!  
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Segmentation Demands Flexibility 

 

Booster 

Clubbers 

 

Permission-

Seeking Team 

Players 

 

Insecure 

Rookies 

 

Energized 

Champions 

 

 

Free Agents 

 

Forced 

Forfeiters 

The Role 

You Play 

Facilitator of 

Connections
éóSocial 
Chairmanó 

Permission 

Granteré 
Absolver 

(Private) 

Tutor/Teacher 

Core 

Provision 
(Healthy 

foods, gym) 

Tools 

Supplier 

Teacheré 

Enlighten 

D 
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Key Pointé 

A variety of approaches are 

required to meet everyoneôs needs! 

 

 

ÅIndividuals have different needs, wants, 

and desires and are on different points in 

their journey!  

 

 

 

 

 

 

 

One Approach will not 

reach the majority of 

individuals. 
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Behavioral Science 
Not only what, but whyé 
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Health Risk Assessment: Johnôs Numbers 

borderline 

high 

cholesterol 

type 2 

diabetes 

stage-1 

hypertension 
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Johnôs Current ñStage of Changeò 

MAINTENANCE 

ACTION 

PREPARATION 

CONTEMPLATION 

PRECONTEMPLATION PROGRESS 

RELAPSE 

Source: Prochaska, J. O., & Velicer, W.F. (1997). The Transtheoretical Model of health behavior change. American 

Journal of Health Promotion, 12, 38-48. 

 

ACTION 
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Johnôs Motivation and Self-Efficacy 

Haughty  
ñI can do it but I donôt want 

to.ò 

 

Heroic 
ñI want to do it and I can.ò 

 

Hopeless 
ñI canôt do it and I donôt want 

to.ò 

 

Helpless 
ñI want to do it but I canôt.ò 

 

Motivation to change behavior 
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