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Beautifully written and designed work—isn’t enough…

If only it were as simple as telling people what 
they need to do, then we’d all be in perfect health. 

50% 55% 
of your employees 
say they read what 

you send them

believe what 
they read….

OUR CHALLENGE?
Finding ways to reach and influence them 

that will make a difference. 
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What employees understand about their benefits is a big part 
of how they perceive “their employment deal”
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Motivating and enabling behavior

Marketing  
and storytelling

Incentives

Social norms and 
social networking

Accessibility

Increased
Communication

Engagement Entertainment, 
games and game 

mechanics 

Behavioral 
economics and 

choice architecture
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Games can be a big part of your communication strategy

Source: Gartner Research and Towers Watson.

Social Networking

Social Collaboration

Social Publishing

Social profile management such as 
Facebook and LinkedIn to discover 

people and expertise, drive engagement 
and foster collaboration.

Tools such as wikis, blogs, instant 
messaging and crowdsourcing which 

allow users to interact to achieve a 
common goal or find an answer.

Technologies that assist communities in 
pooling individual content into a usable 
and community-accessible repository 

such as YouTube and flickr. 

Social Feedback

Social Gaming 

Gaining feedback and opinion from the 
community on specific items as witnessed 

on YouTube, flickr, Digg, Del.icio.us, 
and Amazon. 

Technologies that allow individuals to 
interact with each other online in a 

gaming environment such as Zynga
games or World of Warcraft.

Social Aggregation
Technologies to share existing content 

from the web with others such as 
Pinterest or Digg.
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Who is playing games?  

Source: Entertainment software association, 
“2010 Essential Facts About the Computer and Video Game Industry.”

67%

3440%

42%

12

of American 
households play 
computer video 

games

of heads of      
households 

report they play 
games on 

wireless devices 
such as a cell 
phone or PDA. 

and has 
been 
playing 
for 

The 
average 
gamer 
is 

of all players are 
women. Adult 

women represent a 
greater portion of 
the game-playing 
population (33%) 
then boys age 17 
or younger (20%) 

years old  

years

“Worldwide, we spend three billion hours 
a week gaming. And though a typical 
gamer plays for just an hour or two a 

day, there are now more than five million 
“extreme” gamers in the U.S. who play 

an average of 45 hours a week”                    
— Jane McGonigal

(Zuma Press, Online WSJ, Jan 2011)

18%

29%
53%

Under 18
50 or over
18-49

Game player age breakdown
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Continuum of gaming

Level 1
Individual challenge

Level 2
Status challenge

Level 5
Immersion

 Puzzles,
 Sudoku,
 Wii Fit, etc.

 Employee of the month
 Service awards
 Consumer rewards 

 Virtual worlds (Second Life, Halo)
 Role-playing
 Augmented reality

Level 4
User-generated content

 Video competition
 Brainstorming/dot-voting
 Status, super-users

Level 3
Team games

 Health-based social networks
 Biggest loser competitions
 Sporting challenges
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Putting fun back into the 
fundamentals at Fujifilm
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When is the last time you heard 
employees say…

“I have a 
greater 

appreciation 
for my 

benefits.”

“I like to           
learn about  

my benefits.”

“I have 
taken               

healthy 
actions.”
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Well, at Fujifilm…

“I have a 
greater 

appreciation 
for my 

benefits.”

“I like to           
learn about  

my benefits.”

“I have 
taken               

healthy 
actions.”

91% 97% 89%
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Increase participation in 
the Health Assessment 
and the Incentive 
Rewards Program

Raise awareness about 
the importance of 
wellness and the value 
of FUJIFILM benefits

Our goals

Improve 
employee 
engagement 
and health 
outcomes 
long-term

Promote 
adoption     

of             
healthy 

behaviors
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Wellness interactions 
(healthy eating/ 

exercise) were sent

Interacted with 
at least one 
communication

were signed         
up by a fellow 

employee

of eligible 
population 

joined 

added mobile 
numbers to 
their accounts

4,622 60% 65%

75% 85%

After each pilot, we got a metrics report 
that proved we were onto something
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…and then we took a big LEAP

“I really enjoy the 
game! It makes 

benefits fun, gives us a 
chance to win prizes, and 

reminds us of things 
we need to do.”

“I like the use of texting 
as it makes it extremely 
convenient and more 
engaging than one of 
many emails I might 
otherwise overlook.”

“I like the innovative 
method in which 

information is being 
distributed about the 

OE this year.”
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AWARENESS

1,047
new players joined 

the game

RE-ENGAGEMENT

39%
of previous players 

re-engaged

ENGAGEMENT

65% 
of players qualified

for 1 or more           
prize entry

SOCIAL DYNAMICS

43%
of new players were 

signed up by a fellow 
employee

BEHAVIORS

32,716
interactions were 

sent

PRINT 

68%
interacted with at 

least one 
communication

Our first “all-employee” rollout 
October 22, 2012 – November 15, 2012

Health Assessment completion rates jumped from 17% to 54%!
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29%

71%
41%

59%

Female Male
Eligible Participant

1%

11%

28%

37%

21%

2% 0.1%1%

11%

30%
35%

21%

2% 0.1%

18-24 25-34 35-44 45-54 55-64 65-74 75+

Age Distribution

Eligible Participant

Females were 
slightly more 
likely to 
participate.

Employees 35-44 
years old were 
slightly more likely to 
participate—and the 
largest age group 
playing was 45-54 
year olds.

A look at who played (bet it’s not who you think!)
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AWARENESS

305
new players joined 
the game, 39% were 

recruited by a 
colleague

RE-ENGAGEMENT

56%
of previous players 

re-engaged

TICKET 
ACHIEVEMENT

84% 
of players qualified

for 1 or more           
prize entry

SUSTAINING 
ENGAGEMENT

86%
of total players for  
the round engaged   

in week 4

BEHAVIORS

126,044
interactions were 

sent

COMMUNICATION 
EFFECTIVENESS

87%
interacted with at 

least one 
communication

After the wellness round…
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Who likes to learn about retirement? 
Fujifilm employees! 

“After playing, I have 
a greater appreciation 
for my retirement and 

financial planning 
benefits”

“I reviewed or updated 
my retirement 

contributions thanks to 
HealthFocus.”

96% 72%
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people have joined 
(55% of eligible 

population)

have added a mobile 
number (50% of 

participants)

were recruited by a 
colleague (43% of 

participants)

2,197 1,099 945

309,884 90%

After 8 rounds of HealthFocus…

Participants have sent 

total wellness actions and 
communication keywords

On average 

of participants interacted 
with at least one communication 

in 2013 rounds, up from an average of

61% in 2012 rounds

“What a great incentive to motivate employees, it’s fun and healthy!!                           
I feel like Fujifilm really cares about us.”

"Before this game came out, I never took the time to learn about the additional benefits offered.”
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