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What We Will Share With You

 About Our Program

 Planning Process

 Fletcher Allen’s Employee Wellness Campaign

 Q&A
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About Fletcher Allen’s 
Employee Wellness Program
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The Employee Wellness 
Program at Fletcher Allen
 Serves all full-time, part-time and 

per-diem employees with a range 
of resources, including:
• Employee & Family Assistance 

Program (support)
• Health Assistance Program 

(financial)
• Counseling
• Employee Health
• Work-life Wellness Connections

 Offers employee wellness 
services for local employers
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The Employee Wellness 
Program at Fletcher Allen
 Reflects Fletcher Allen’s culture of ONE – the people of 

Fletcher Allen, the organization’s strong commitment to 
the community, and the value we bring to the region as 
an academic medical center.

 Works together with BCBSVT and Fletcher Allen Benefits 
to provide incentives to support participation in health 
and wellness activities, based on the five dimensions of 
well-being.

 Collaborates with Marketing & Communications 
Department to develop communications messages and 
tactics to support program objectives. 
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Building a Wellness Campaign
The Planning Process
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Question #1

 What are you trying to achieve? Change?
• Do you have data? Can you get data to set baselines?
• Does this tie into organizational goals? Insurance needs?

 Set SMART Objectives
• Specific
• Measurable
• Achievable
• Realistic
• Time-bound
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Question #2

 Who is your audience?
• Go beyond the demographics
• Are there barriers to be considered?
• Are there motivations for the audience?
• Do your employees hold positions that influence their 

wellness? (Sedentary, stressful, etc.)
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Question #3

 What is your organizational culture?
• Organizational culture can influence employee behavior

 What is the physical environment?
• Are there physical barriers to wellness?
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Question #4

 What are your employee communications touch points?
• At work
• At home

YOUR 
MESSAGE

ADVERTISEMENTS

WEBSITE

MARKETING 
MATERIALS

WORD 
OF MOUTH

PAYCHECK 
MESSAGES

SOCIAL MEDIA

JOB FAIRS

BREAK AREA

HR MATERIALS

AWARDS & 
REWARDS

EMAILSINTERNAL 
COMMUNICATIONS

NEWSLETTERS

POSTERS/SIGNS

DIRECT MAILEMPLOYEE EVENTS
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Question #5

 Who are your partners?
• Internal
• External
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Question #6

 How will you define success?
• Short-term
• Long-term 

 How long will it take? 
• Are there key milestones along the way?
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Fletcher Allen’s 
Employee Wellness Plan
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Situation

 In January 2013, Blue Cross and Blue Shield of 
Vermont began managing Fletcher Allen’s Preferred 
Health Care plans.

 Opened the door to a collaborative partnership and 
a new initiative for employee health, wellness and 
well-being. 

 Identified need to assess organizational culture and 
norms to determine wellness support. 
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Goals

30%year one 
engagement

60%year two
engagement

70%year three
engagement

Multiple Year Strategy for Employee Engagement
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Audience

 Leadership: senior leaders, VPs, directors, chairs, 
division chiefs, managers, supervisors

 UVM Medical Group physicians 
 All staff (full time, part time, and per diem)

 Demographics and physical requirements of various 
positions are broad – wide age range with different 
needs.
• Administrative staff are primarily sedentary
• Security, nutrition services, environmental services, 

nursing are primarily standing/walking 
• Employees at multiple locations, with different "office" 

environments
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Culture – Together as ONE

 The culture at Fletcher Allen is expressed through the 
idea of ONE. 

 This represents the idea of interconnectivity, teamwork, 
interdependence and togetherness, singularly focused 
on the patient.

 Because our culture is dependent on connectivity, many 
of the tactics we have chosen for our wellness activities 
rely on teams working together and supporting each 
other.
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Partners

 BlueCrossBlueShieldVT
 Northeast Delta Dental

 Internal Groups
• Employee Benefits
• Human Resources
• Nutrition Services
• Marketing & Communications
• Community Health Improvement
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Tactics

 Campaign #1: Know Your Numbers, Know Your Score

 Campaign #2: Take Charge of Your Health



FletcherAllen.org

Know Your Numbers, 
Know Your Score
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Campaign #1

Know Your Numbers, Know Your Score

In
ce

nt
iv

es

 Get a free biometric screening: Receive a $25 incentive

 Take the online health assessment: Receive a $25 incentive

C
am

pa
ig

n

 June – October: Launch and offer biometric screenings

 October – December: Continue biometric screenings and promote flu shots 
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Campaign #1: Internal 
Communications & Events
 Leader Emails 

• Announcements
• Encouragement

 Publications
• Employee newsletters

 Intranet
• Announcements
• Blogs

 Web Landing Page (portal)
 Events

• On-site Biometric Screenings
• Knowledge Fair
• Benefits Fair
• New Employee Orientation
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Campaign #1: Employee 
Testimonials
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Campaign #1: Blogs

 Our CHRO 
shared his 
personal 
wellness 
journey.

 Employee 
blogs.
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Campaign #1: Posters

 Testimonials 
from a range of 
employees, 
highlighting their 
wellness stories.

 Encouraged 
employees to 
“know their 
numbers.”

 Posted around 
organization.

 Testimonial style 
also used for flu 
campaign.
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Campaign #1: Biometric 
Screenings/Portal
 Web landing page with 

program information, drove 
to BCBSVT portal. 

 Portal had online health 
assessment and biometric 
screening listing and sign-ups.

 Portal linked to health 
information recommendations 
based on health assessment 
results and employee goals. 
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Campaign #1: Evaluation

32% participation in 
biometric screenings

35% participation in online 
health assessment

30%Goal: year one 
engagement

Year One Results
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Take Charge of Your Health
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Campaign #2
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Campaign #2: Internal 
Communications & Events
 Leader Emails

• Announcements
• Encouragement

 Publications
• Newsletters

 Intranet
• Announcements
• Blogs
• Video

 Web Landing Page (portal)
• “Push notifications”

 Events
• Knowledge Fair
• Benefits Fair
• New Employee Orientation
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Campaign #2: Employee & 
Expert Testimonials
 Testimonials 

from employees 
reinforce 
motivation.

 Employee 
expert 
testimonials 
reinforce 
reasons for 
making health 
and wellness 
changes.
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Campaign #2: Blogs

 Our CEO 
issued a call-
to-action to 
employees –
and shared 
elements of 
his own 
wellness 
journey.

 Expert and 
employee 
blogs on 
health and 
wellness 
topics.
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Campaign #2: Direct Mail

 Targeted direct mail postcard
• Targeted to those employees who had not use their dental 

benefits in over 1 year
• Sent to home address
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Campaign #2: Challenges

 Wellness Challenges
• Leadership education 

and support
• Team or individual 

participation
• 4-weeks
• Employee champions
• Prizes

 Movement Challenge
• April

 Nutrition Challenge
• September
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Campaign #2: Social Media
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Campaign #2: Social Media
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Campaign #2: Social Media
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Campaign #2: Evaluation

 10.3 percent increase in the size of our Facebook 
community, which now distributes our wellness messages 
to a total network of 1.5 million people

 219 percent growth in engagement through “likes,” 
comments and shares

 Positive local news media coverage of our Facebook 
Giveaway on WCAX-TV

 An outpouring of personal wellness stories from our 
community – and people offering other social support 
via Facebook
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Campaign #2: Evaluation

Measuring against the following engagement goals:
 65% – take the on-line health assessment

 65% – participate in primary care provider annual exam 
and/or preventative screenings

 85% – dental exam and/or cleaning

 65% – complete in two Wellness activities of your 
choice from dozens of options
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Q&A
#ShareTheWellness
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About Us

Alexandra Tursi
Social Media Strategist
Alexandra.Tursi@vtmednet.org
@tursita

Yvonne Zietlow
Brand & Marketing Strategist
Yvonne.Zietlow@vtmednet.org
@xyvonnez


