
LOOKING FORWARD
When you step back and consider employee health 
benefits, would you say your vision for the future is 
“20/20,” or are there areas that have slipped out of focus? 
Do you need additional tools and insights—not to mention 
time in your busy workdays—to be able to look beyond  
even the next renewal period?

Our goal with the 2015 edition of The Sanofi Canada 
Healthcare Survey is to help sharpen your vision for 
the future by offering insights and tips to feed your 
conversations when addressing health benefit plans.  
As aging baby boomers increasingly drive the utilization 
of claims due to chronic disease—and as the needs and 
expectations of younger generations evolve—members of 
the advisory board urge providers and plan sponsors to 
take a more critical look at traditional plan designs and 
wellness offerings. While benefits will always be a tool 
to attract and retain employees, their potential to do so 
much more to support employee health and workplace 
productivity remains largely unrealized. 

The following pages present highlights from this year’s 
report, available at www.sanofi.ca. We hope our findings will 

help guide decisions to confidently move plan designs forward 
in new and successful ways—because health management is 
as much about the well-being of the organization as it is about 
the well-being of the employees.  
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•  Plan members are generally 
over the moon about health 
benefi ts—94% describe the quality 

of their health benefi t plan as 

good, very good or excellent. 

•  Yet members also seem ready 
to explore new frontiers—64% 

would opt for a fl ex plan if they 

could, despite the fact that 77% 

currently have a traditional plan.

•  As well, 91% would like to be 
able to choose benefi ts best 

suited to their personal needs.

TIME TO FLEX SOME 
BENEFITS ‘MUSCLE’?

When asked about the main purpose 
of health benefi ts, plan sponsors 
responded that they are a way to 
reward and support employees (39%), 

which refl ects the widely held view that 

they help attract and retain employees. 

What’s interesting though is that almost 

an equal number (31%) instead stated 

the connection between healthier 

employees and a healthier bottom 

line, and agree with the statement that 

“the health benefi t plan is one of their 

corporate strategies to grow or improve 

the core business.”

Members of the advisory board enthu-

siastically endorse this latter approach 

as the way to go, yet they also suggest 

that most plan sponsors are more likely 

theorizing about such a philosophy rather 

than putting it into practice.

Much work needs to be done to 

move health benefi t plans—and plan 

members’ perceptions—beyond 

the traditional compensation model 

toward a paradigm that embraces 

health management as an organiza-

tional strategy. One of the fi rst steps is to 

adapt risk-management strategies that 

have already proven successful in other 

areas, such as occupational safety.  

WHAT IS “WELLNESS”?
Personal wellness is broader than 
health and usually includes a state 
of balance in body, mind, spirit and 

social domains. In the workplace, 

wellness may appear disconnected 

from an employer’s goals, and as a 

result is often reduced to fi tness and 

health education programs that are 

typically sporadic and not evaluated 

for need or impact.

Such programs overlook the 

employer’s ability to infl uence health 

through leadership and management 

policies, programs and practices. 

Wellness should be strategic, focussing 

on education and behaviour at all 

levels of the organization and aiming 

to improve the worker, the workplace 

and the employer.

For more on defi ning wellness in the 
workplace, go to the full report at 
www.sanofi .ca.

—Excerpted from an article by Chris 

Bonnett, president of H3 Consulting

Plan members’ current plan, 
and what they would prefer
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Benefits are a way to reward and support
 employees and employees appreciate them.

Healthier employees are more productive employees; 
the health benefit plan is one of the corporate 

strategies to grow or improve the core business.

Have to offer benefits to be competitive with
 other organizations in the industry and/or region.
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TOP
TIPS

Apply the principles of risk management to reveal that 
health benefi t plans need to be more than a passive form of 
compensation—and can instead be part of organizational 
strategies that actively support the core business.

NEXT LEVEL: HEALTH MANAGEMENT

Plan sponsors’ views on why their organization provides health benefi ts

BASE: All plan members (n=1,504)

■  Traditional plan (defi nes what is 
covered and the levels of coverage)     

■  Flex plan (allows plan members to 
choose levels of coverage)
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BASE: All plan sponsors (n=504)

Consider options for fl exibility or 
choice in plan designs to increase 
members’ engagement and to better 
allocate spending based on utilization.

Members of the advisory board for the 2015 edition of The Sanofi  
Canada Healthcare Survey agree that today’s workforce is outgrowing the 
“one-size-fi ts-all” approach of traditional plans—and that more fl exible or 
targeted designs could deliver better value to plan sponsors and members 
alike. Generation gaps, aging baby boomers and chronic diseases are 
among the factors that justify heading in this new direction. 



When high blood pressure and high 

cholesterol are added to the mix, the 

number climbs to 56%. And among 

plan members aged 55 and older, 

it reaches a staggering 78%. 

Meanwhile, plan sponsors estimate 

that 26% of their workforce have 

chronic conditions. That gap in 

awareness is disconcerting, yet also 

speaks to the fact that many chronic 

conditions are “invisible.” As a result, 

employers underestimate their 

impact on productivity—and 

claims utilization—over time. 

Currently, less than half of plan 

sponsors (48%) say they know the 

top disease states in their workforce.  

CHRONIC 
CONUNDRUM

Understand the connections between absenteeism, 
presenteeism and the benefi t buckets: drug, dental, 
extended health, disability and related programs 
(e.g., employee assistance).

BASE:All plan sponsors (n=504)
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85% 
of plan members have one or more 
goals to improve health or fi tness.

21% 
say their workplace is a barrier 

to reaching those goals.

41% 
report feeling overwhelmed on most 

days due to work and/or personal lives. 
That climbs to 58% among those who 

describe their health as poor or very poor.

20% 
state their current job has caused them to 
regularly eat unhealthy foods or snacks—
increasing to 43% among those in poor 
or very poor health, and 33% among 
employees who feel overwhelmed.

31% 
of plan members in poor or very poor 
health say their job has caused them 
to cancel or reschedule appointments 

with healthcare professionals. 

LET’S GET 
HEALTHIER…NOT?

Evolve reporting on drug claims to 
communicate top disease states and adherence 
rates to medications for chronic diseases.

*Respondents were asked if they had: arthritis, asthma or other 
chronic lung conditions, cancer, depression or other mental health 
issues, diabetes, heart disease, high blood pressure, high cholesterol 
or any other chronic conditions; BASE: All plan members (n=1,504)
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Almost half of plan 
members (45%) 
say they’ve been 
diagnosed with a 
chronic disease such 
as diabetes, arthritis
or depression. 

Plan members who’ve been 
told by a doctor they have a 
chronic condition*

Plan sponsors are generally happy with their benefi ts 
providers, but they’d really like to better understand:

SEEKING MEANINGFUL 
CONNECTIONS

 45%

■ Strongly agree     ■ Somewhat agree

76%

62%

68%

How their organization’s health benefit plan 
affects health outcomes, productivity and 

absenteeism in their workforce

Their organization’s claims data

The connections between their organization’s 
drug claims, disability claims and utilization 

of other services (such as the EAP)
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TOP
TIPS

Facilitate the early detection or prevention of chronic 
disease—particularly among baby boomers, who are 
most at risk—through personal health risk screenings with 
healthcare professionals, ideally on-site in the workplace.

Incorporate wellness into core 
benefi ts: for example, adherence 
support for plan members taking 
medications for chronic conditions.
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Health risk screenings with a healthcare professional to determine 
personal risks for certain diseases on-site in the workplace

Immunizations for infectious diseases on-site in the workplace

Coverage for a series of fitness classes/yoga classes

Coverage for a personal fitness trainer

Coverage for assistance with day-to-day care of elderly parents

Coverage for one-on-one health/wellness coaching

For those with a chronic condition, one-on-one education sessions with a 
pharmacist or nurse to better understand their medicines and health condition

None of these

0% 10% 20% 30% 40% 50%

Future benefi ts: which ones would 
members/sponsors likely use/consider?

✔  Additional breakdowns of data 
✔ Profi les of innovative plan sponsors
✔  Tips on how to accommodate 

employees with chronic conditions
✔  Survey of 1,504 plan members 

and 504 plan sponsors
✔  36-page full report

When presented with a list of seven possible 

new benefi t offerings related to health, fi tness 

or work-life balance, plan members said they 

would most likely use on-site screenings with a 
healthcare professional to determine personal 

risks for chronic diseases (45%), followed by 

on-site immunizations for infectious diseases (40%) 

and coverage for fi tness/yoga classes (34%). 

BASE: All plan members (n=1,504); All plan sponsors (n=504)

Plan members using paramedical services 

submitted an average of 7.3 claims in the past 

year—the second-highest rate of utilization 

after prescription medications (9.5).

 The high use of paramedicals, particularly 

massage therapy, raises questions over 
value and the need for evidence-based 
criteria, note members of the advisory board.  

WHAT ABOUT PARAMEDICALS?

GET THE FULL REPORT AT W W W.SANOFI .CA 

■ Plan members (likely use)     
■ Plan sponsors (top 3 choices)

WHAT’S MY RISK?
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BOOMERS 
MAKING A BANG
Surveyed plan sponsors estimate 

that 42% of their workforce 
falls into the baby boomer 

generation, and that 22% will 
retire in the next fi ve years.

Despite the increased 
incidence of chronic diseases 
once people reach their 50s 

and 60s, 44% of plan sponsors 
say they’re not concerned 
about boomers’ impact on 

health benefi ts, while 18% have 
not considered the issue at all.

 This apparent lack of concern 
raises alarms that employers 
may be underestimating the 
impact of chronic diseases 
in the workplace, cautions 

the advisory board.

 It’s also worth noting that 19% 
of plan members expect to 
work beyond the traditional 

retirement age of 65.  

THERE’S MORE! 
GO TO THE FULL REPORT FOR:

7.3 
CLAIMS/

YEAR

www.sanofi .ca

✔  The Integrated Analytics Initiative: 
new research that makes connections 
between drug and disability claims

✔  Articles on elder care and retirement benefi ts
✔ More tips from the advisory board
✔  Defi nition of wellness


