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Our goal for today: you take away… 

• Five principles for building a great health care brand  

 

• How to define a compelling brand that differentiates you  

from competitors  

 

• How research can identify your leverageable strengths and 

build internal support for your brand 

 

• Actionable ideas for creating interactive tools to create on-

brand messages 
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Building a Great Health Care Brand: 
Five Principles 



Moving beyond foundational requirements 
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Reframe the 

industry 
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Change the dialog:  

from system 

branding  to synergy 

branding 
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Systemness matters! 

People say they are more likely to seek care from a facility, physician, 

or service that is part of a larger health care system. 
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Brand Research 2011 (n=1,863 Consumers) 

Q: How does knowing that a healthcare facility, physician or service is part of a larger healthcare system impact your view? 

(Likelihood to consider seeking care through a facility, physician or service that is part of a larger healthcare system) 

 

31% 

38% 

28% 

2% 1% 

Much more
likely

Somewhat more
likely

No Impact Somewhat less
likely

Much less likely
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Define and deploy 

adaptable decision-making 

systems 
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Build an 

emotive 

connection 
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Create true engagement 
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Where does your brand fall on the spectrum? 
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The Scripps Health Story 



About Scripps 
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Founded,1924  

by Ellen Browning 

Scripps 

2,600 affiliated physicians 

and 13,500 employees 

5 acute-care hospital campuses, 

hospice and home health care, 

physician offices and 26 

outpatient centers  
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Our goal: advance our strategy through brand 

Project Objective: 

 

Evolve the Scripps Health brand 

from a well-regarded regional health 

care system to the unquestionable 

provider of choice in San Diego, 

and establish Scripps as a top 

destination provider for patients 

outside of San Diego. 
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We used a comprehensive and deliberate approach  
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•Internal leader 

interviews 

•Brand audit 

•Brand research 

Discovery Brand Strategy 

 

Brand Expression Brand Activation 

 
•Brand platform 

•Brand architecture 

and naming 

conventions  

 

•Design system 

•Interactive 

messaging guide 

 

•Employee 

engagement 

•External 

advertising 
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We engaged leaders at key points along the way 
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•Internal leader 

interviews 

•Brand audit 

•Brand research 

Discovery Brand Strategy 

 

Brand Expression Brand Activation 

 
•Brand platform 

•Brand architecture 

and naming 

conventions  

 

•Design system 

•Interactive 

messaging guide 

 

•Employee 

engagement 

•External 

advertising 
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Executive Cabinet Discussions 

 

 

 

•Brand as strategic 

asset, not just visual 

asset 

 

•Opportunity to reduce 

unnecessary variation 

in branding practices 

 

•Benefits of strategic 

focus & consistency 

in brand expression 

•Brand as catalyst to 

move organizational 

vision forward 

 



Our brand audit showed visual fragmentation  
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Our brand portfolio did not convey “One Scripps” 
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Umbrella Brand 

Acute Care Hospital Brands 

Physicians 

Centers and Institutes 

Philanthropy 

Affiliated Physicians 

San Diego Physicians 

Medical Group 

Polster Breast Care Center 

Scripps Radiation Therapy Center 

Scripps Proton Therapy Center 

Scripps Cardiovascular Institute 

 

Scripps Whittier Diabetes Institute 

Scripps Clinical Research 

Scripps Advanced Clinical Trials 

Scripps Home Health 

Cardiovascular and Thoracic Surgery Group 

Scripps Medical Foundation 
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We used a framework to analyze messaging 
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WHAT YOU HAVE  

infrastructure 

WHAT YOU SELL 

products & 
services 

HOW YOU DO IT  

approach and process 

WHO YOU ARE 

personality/people 

WHY YOU DO IT 

cause 

TANGIBLES INTANGIBLES 



Our competitors were clearly staking out territory… 

WHAT YOU HAVE  

infrastructure 

WHAT YOU SELL 

products & 
services 

HOW YOU DO IT  

approach and process 

WHO YOU ARE 

personality/people 

WHY YOU DO IT 

cause 

TANGIBLES INTANGIBLES 

• Academic medicine 

• Innovation 

 

• Superior experience 

• Medical excellence + 

personalized care 

 

• Empowering you to be well 

• Integrated care 
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…but Scripps lacked a unified brand voice 

 

 

Here when/where 

you need us 

• Transforming medicine 

• Fighting to save lives  

• Unique legacy 

Scripps Center of Gravity? 

Right expertise, right away Medical excellence 

WHAT YOU HAVE  

infrastructure 

WHAT YOU SELL 

products & 
services 

HOW YOU DO IT  

approach and process 

WHO YOU ARE 

personality/people 

WHY YOU DO IT 

cause 

TANGIBLES INTANGIBLES 
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Our leaders agreed on desired brand attributes 

Quality 

 

Caring 

 

Rich history, 

compelling founders 

story  

 

Elitist 

 

Unaffordable 

 

Behind in technology 

 

 

Research/academic  

story as it translates  

to better patient care 

 

Consistent, system-wide 

excellence  

 

Leading edge IT 

 

More user-friendly 

 

Proactive personal 

service; focus on one 

patient at a time 
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Opportunity #1: increase differentiation 

Research showed that Scripps 

has strong favorability and 

performs well on key drivers of 

choice, but needs to express its 

unique benefits. 
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Opportunity #2: strengthen connections 

Scripps has a strong story around 

research, teaching and genetic 

testing, but has yet to help 

consumers see the benefits to them 

personally. 
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71% 

28% 

44% 

27% 

1% 

1% 

2% 

NET MORE LIKELY

Much more likely

Somewhat more likely

No impact

Somewhat less likely

Much less likely

NET LESS LIKELY

Opportunity #3: leverage “systemness” 

Consumers see 

clear value in 

entities being part 

of a broader 

network, both in 

general and for 

Scripps specifically. 
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Likelihood to consider 

seeking care through 

a Scripps Health 

facility, physician or 

service 



A new Brand Platform codified our new strategy 
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Excellence all around you. 

Our positioning statement is… 

Medical Excellence  

Accessibility  

Compassionate Patient Focus 

Attribute 1 

Attribute 2 

Attribute 3 

 

Attribute 4 

Attribute 5 

Attribute 6 

 

Brand Promise 

Positioning 

Brand Pillars 

Brand Attributes 

26 



We first aligned brand architecture & names…  

Scripps Memorial Hospital Encinitas 

Scripps Green Hospital 

Scripps Mercy Hospital 

Scripps Memorial Hospital La Jolla 

Scripps Clinic 

Master Brand 

Tier 1 Entities 

Tier 2 Entities 

Virtual Physical 

Other Entities 

Scripps Health Foundation ScrippsCare Scripps Translational Science Institute 

Scripps Coastal Medical Center 

Scripps Heart Care 

Scripps Career Care 

Scripps Neurosciences Care 

Scripps Diabetes Care 

Scripps Women’s Care 

Scripps Primary Care 

Scripps Orthopedic Care 

Breast Care Services 

Behavioral Health 

Imaging Services 

Laboratory Services 

Home Health Services 

Advanced Clinical Trials 

Clinical Research 

Integrative Medicine 

Proton Therapy Center 

Radiation Therapy Center 

Scripps Clinic Medical Plaza 

Scripps Coastal Medical Plaza 

Transplant Center 

Cardiovascular Institute 

Diabetes Institute 

Surgery Pavilion 

Executive Health Center 
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…then, our visual expression 
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Our next step was to align messaging 

• Input sessions with our primary 

communicators  

• Patients, Physicians, Donors, 

Employees 

 
• Areas of focus: 

• What are this audience’s needs 

from and current attitudes 

toward Scripps?   

• How do we deliver on the 

brand with this audience 

today?  

• What are the rational and 

emotional benefits to this 

audience?  

• Where are gaps, if any? 
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Interactive maps make it easy to stay on brand 
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Employee Engagement 

 

 

Employee engagement goal: unify  

understanding, belief and behavior 

around our common purpose 
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We seeded  the brand in existing & new initiatives 
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A new external campaign brought the promise to life  

Speaking with One Voice 40 



twitter.com/scrippshealth 
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Digital and Social Media 
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plus.google.com/+scrippshealth 

http://www.ccgnyc.com/Scripps/Cyclist/SC_300x250_alt.html
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www.scripps.org/brandcampaign2013 

Micro Site and Social Campaign 



We are thrilled with our results 

• Compelling brand promise and differentiating positioning 

• Refined, bolder identity 

• More impactful and efficient brand architecture and naming 

strategy 

• Vibrant and engaging design system 

• Comprehensive, user-friendly identity guidelines 

• Interactive tool for crafting on-brand messages 

• Employees united around a common goal: bringing 

“Excellence all around you” to life 
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Contact Information 

Thank you! 

Don Stanziano 

Stanziano.Don@scrippshealth.org 

858.678.7190 

 

Christy Clay 

Clay.Christine@scrippshealth.org  

858.678.7141 

 

Lynne Field 

lfield@monigle.com 

303.388.9358 


