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RESEARCH METHODOLOGY 

Sample 

National Survey of 1,000 participants between the ages of 25-75 who have 

health insurance and are decision makers related to their family’s health.  

 

The sample included 100 participants from each of the following markets: Dallas, 

Atlanta, Washington DC, Miami, Houston and New York.* 

Fielding Dates Interviews were completed from Sept 24 through Sept 28, 2015 

Length of Survey 10 minutes 

Distribution Method Online 

Conducted By M/A/R/C Research 

Margin of  Error 
At a 90% confidence level, the margin of error on n=1,000 is +/- 2.6%.  

At the market level, min recommended sample is 60 and the margin of error is 

+/- 9.8%. 

*Age, gender, ethnicity match the U.S. census proportions 



SUMMARY 
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►Only 55% know that they should go for a  health check-up on annual basis. That percent is lower among males  

 

►Only 50% of the study participants know their blood pressure  

 

►Only 20% know their biometric numbers (HDL, LDL, triglycerides and BMI) 

 

►Less than 50% know that they can discuss diet and exercise habits as part of their annual check-up  

 

►Only 45% know that vaccination/immunization** are covered in their annual check-up  

 

►Less than 20% know that they can get obesity / depression screening and alcohol/drug use assessment as part of their 

health check-up  

 

►Only 55% agree that annual check-up cost $0 out-of-pocket*  

 

►Only 45% know that an annual check-up is covered at 100% for everyone with insurance* 

 

► 50% expect to pay a co-pay for annual check-up* 
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*Some of the study participants could have  insurance plans  (e.g. Cigna grandfathered) that don’t cover preventive care at no cost. Hence, these 

statements are true for them. However, the incidence is low. 

**Most immunizations for travel may not be covered 

KEY MESSAGES AT THE NATIONAL LEVEL 
Based on a US national representative sample of 1,000 people who have insurance and are decision makers in their household 
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KEY MESSAGES AT THE NATIONAL LEVEL 
Based on a US national representative sample of 1,000 people who have insurance and are decision makers in their household 

On the other hand,  
 

►85% of pet owners know when their dog/cat is due to get its shots  

 

►80% of females are clear on the frequency with which they have manicures/pedicures 

 

►80% of females with children remember the birth weight of their oldest child 

  

►80% of males know the mileage between oil changes  

 

►80% know how frequently they need to change the  smoke detector batteries 
  

►About 75% know their remaining vacation days for the year  

 

►75% are clear on number of hours spent on Social media  

 

►70% know the monthly premium for their auto insurance  

 

►60% know the # of Facebook friends that they have 

  

►50% remember their college GPA  

 

Other key learnings: 

 

• The average 

amount of time 

spent caring for 

Auto is about       

9 hours a month 

 

 

• The average 

amount of time 

spent on Social 

Media is about    

4 hours per day  

 



DETAILED FINDINGS 
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56% 

6% 

11% 

20% 

2% 
5% 

Once a
Year

Once a
Month

Every 3
Months

Every 6
Months

Every 2-
3 Years

DK/Not
Sure

Statistical differences shown (i/j), (k/l/m) at 90% c.l. 

20) How frequently do health experts recommend that a person of your age and gender receive a health check-up? 

24) Have you been for an annual check-up in the past 12 months? 

45% 

66% 

Once a YearMale   Female 

47% 

57% 
60% 

Once a Year25-34   35-49   50-75 

Once a Year 

Definition provided: In general, health 

check-ups for adults are recommended 

once a year, also referred to as an ‘annual 

check-up. 

% of consumers 

who answered 

correctly 

  (i)          (j)   (k)          (l)            (m) 

  i 

  k 

  k 

83% - have been for an annual 

check-up in past 12 months. The 

base is those that have insurance 

and are decision makers related to 

family’s health 

 

No significant differences by gender, market 

57% 
59% 

53% 
57% 

65% 

55% 

Once a YearDallas Atlanta 
Washington 

DC Miami Houston 
New 
York 

Total 

  (b)          (c)            (d)            (e)          (f)            (g)   (a) 

  a d 

FREQUENCY SUGGESTED FOR HEALTH CHECK-UP 
Only 55% know that they should go for a check-up on an annual basis. That percentage is lower among males. 
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80% 

79% 

51% 

49% 

46% 

22% 

19% 

17% 

13% 

47% 

35% 

34% 

26% 

6% 

5% 

4% 

  Tests for blood pressure, Cholesterol, Diabetes, 

etc. 

  Check-up with my family doctor/PCP 

  Screening tests for women (e.g. Pap, 

Mammogram) 

  Discussing with my doctor my diet or exercise 

habits 

  Immunization/vaccines 

  Obesity screening 

 Baby wellness visit 
(Base = 403, those with children in HH) 

 Depression screening   

Alcohol and drug use assessment 

  Vision screening 

  Check-up with specialist for existing condition 

  Semi-annual dental cleaning 

  Colon Cancer screening 

Prenatal visit 

  Massage appointment 

  Seeing an acupuncturist 

“Incorrect” 

responses 

“Correct” 

responses 

21)  Which of the following would you consider to be part of an annual check-up appointment?  n=1,017 

72% among 
females 

COMPONENTS OF AN ANNUAL CHECK-UP 
• Less than 50% know that they can discuss diet and exercise habits as part of their annual check-up 

• Only 46% know that vaccinations/immunizations are covered in their annual check-up 

• Less than 20% know that they can get obesity/depression screenings and alcohol/drug use assessment as part of their check-up 
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40)  Please indicate whether each of the following are TRUE or FALSE, in your mind. n=1,017 

21% 

44% 

51% 

55% 

74% 

82% 

91% 

95% 

95% An annual check-up can save lives 

An annual check-up can help me stay healthy 

An annual check-up now can help me save money 

later 

Every U.S. citizen, by law, is required to have 

insurance 

Annual check-ups include all appointments, tests, 

and steps one takes to stay healthy 

An annual check-up will cost $0 out-of-pocket* 

I expect to pay a co-pay for an annual check-up* 

An annual check-up is covered at 100% for everyone 

with insurance* 

 

I pay out-of-pocket and then get reimbursed for 

annual check-up visits 

% Indicating “True” 

* Some of the study participants could have  insurance plans  (e.g. Cigna grandfathered) that don’t cover preventive care at no cost. Hence, these 

statements are true for them. 

BELIEFS ABOUT HEALTH INSURANCE 
• Only 55% agree that an annual check-up cost $0 out-of-pocket 

• Only 44% know that an annual check-up is covered at 100% for everyone with insurance 

• 50% expect to pay a copay for an annual check-up 



10 42) Please indicate how strongly you agree or disagree with each of the following statements. (5 point agree/disagree scale) n=1,017 

69% 

76% 

77% 

80% I know how to improve my “numbers” related to 

blood pressure, BMI, and/or cholesterol 

I know where to go to find out what is covered by my 

insurance related to annual check-ups 

I know what my “numbers” mean related to blood 

pressure, BMI, and/or cholesterol 

I understand what is and is not covered by insurance 

when it comes to annual check-ups 

% Agree (Top 2 Box) 

AGREEMENT WITH HEALTH/INSURANCE METRIC STATEMENTS 
Only 69% understand what is and is not covered by their insurance when it comes to an annual check-up. 

 

 



11 44) Which of the following biometric measurements can you accurately provide off the top of your head?  

52% 

23% 23% 22% 19% 

Blood Pressure HDL Cholesterol
(i.e., "good

cholesterol")

LDL Cholesterol
(i.e., "bad

cholesterol")

Triglycerides Body Mass Index
(BMI)

% Aware 

KNOWLEDGE OF BIOMETRIC MEASUREMENTS 
• Only 52% of the study participants know their blood pressure 

• Only 20% know their biometric numbers (HDL, LDL, triglycerides and BMI) 

 



Base (all exc NA) 593 942 609 467 918 871 719 873 941 913 

Males  85% 81% 73% 62% 80% 73% 48% 65% 60% 52% 

Females  86% 82% 75% 81%  67% 69% 81% 54% 56% 48% 
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85% 
81% 

74% 73% 73% 
71% 

66% 

59% 58% 

50% 

Dog/Cat
Vaccines Due

Frequency
Change Smoke

Detector
Batteries

# Vacations Days
Remaining

Frequency of
Mani/Pedi

Mileage btwn Oil
Changes

Cost of Monthly
Auto Insurance

Premium

Birth Weight of
Oldest Child

Avg. Hrs./Mnth
Spend Caring for

Auto

Credit Score Last Time
Checked Credit

Score

% Aware 

Av. every 
5.75 weeks 

Av. 8.7 hrs a 
month 

CONCEPT/APPROACH 1 
People care deeply about the wellbeing of their home, cars, pets and finances but should also care about their health so they can 

continue to maintain the wellbeing of their home, cars, pets and finances.  

 
►85% of pet owners know when their dog/cat is due to get its shots 

►80% of females are clear on the frequency with which they have manicures/pedicures 

►80% of males know the mileage between oil changes 

►80% of females with children remember the birth weight of their oldest child 

►80% know how frequently they need to change the  smoke detector batteries 

►About 75% know their remaining vacation days for the year 

 

 

Significantly higher at 90% confidence level 



Base (all exc NA) 830 795 823 714 977 673 

Males  72% 65% 50% 43% 40% 33% 

Females  77% 56% 48% 46% 38% 24% 
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75% 

60% 

49% 

45% 

39% 

29% 

Hrs. Spend/Day on Social
Media

# Facebook Friends College GPA When Eligible for Cell
Phone Upgrade

HS GPA Amt of Data Left on Cell
Phone This Month

% Aware 

Av 3.6 hrs 
per day 

CONCEPT/APPROACH 2 
People spend a lot of time worrying about trivial things while they should spend more time worrying about maintaining their health. 

 

 
The majority are well vested in their social media usage: 

►75% are clear on number of hours spent on Social media  

►60% know the # of Facebook friends that they have 

►50% remember their college GPA 

 

 

Significantly higher at 90% confidence level 
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