


BUILDING A HEALTH 
CARE BRAND THAT 
BREAKS THE RULES



Explore Integrated, Multi-Channel Strategies

Align Brand Transformation with Purpose

Sustain Momentum Beyond Launch

LEARN HOW TO:



WHY HEALTHCARE MARKETING
FEELS THE SAME



THE REBRAND WAS
THE CATALYST

PART 1



REALITY VS PERCEPTION



THE ORGANIZATION
HAD CHANGED

PUBLIC PERCEPTION 
HADN’T



REALITY
● Rapid growth from one 406-bed

hospital to 40+ clinic locations

● New behavioral health hospital

● Growing physician network

● Expanded services

● 4,700 workforce members

● Independent health system

investing in growth



CASE FOR 
CHANGE
● Outmigration
● More competition entering the market
● Ransomware attack
● “They’re trying to become a monopoly”
● “People leave Yuma for care”
● District Board Unrest



WHAT RESEARCH
REVEALED



AWARENESS 
WASN’T THE 
PROBLEM.

RELEVANCE
WAS.



PEOPLE KNEW US.

PERCEPTION HADN’T
KEPT PACE

OUR BRAND WAS
LIMITING OUR FUTURE

We weren’t introducing a new organization. 
We were changing what people believed 
about it.

The organization had expanded, but many 
still saw the same community hospital.

We needed a brand that reflected where we 
were going, not where we’d been.



WHY YUMA REQUIRED A

DIFFERENT 
APPROACH



THE BRAND SHOULDN’T JUST SERVE YUMA

IT SHOULD FEEL LIKE YUMA



● 300+ sunny days

● Border community

● Southwestern identity

● Agricultural roots

● Family-oriented

● Bilingual culture

● Patriotic, military community

● Large winter visitor population



CULTURE BEFORE



WE DIDN’T START 
WITH THE LOGO. 
WE STARTED WITH 
OUR PEOPLE.



RESEARCH PURPOSE, PILLARS 
AND VALUES

CULTURE BRAND LAUNCH

Understand what employees 
and the community needed.

Define who we are and
what we stand for.

Embed the brand internally
through leadership,

communication and daily
behaviors.

Bring the identity to life 
through naming, design

and storytelling.

Introduce a brand employees 
already believed in.



BUILDING
ONVIDA HEALTH



THE NAME

ONVIDA
Spanish Roots Life Growth Beyond Yuma





VISUAL IDENTITY
TRANSFORMATION









PLAY BTS 



IT ALL STARTED WITH

A SPARK
PART 2



LAUNCH
CREATES
AWARENESS

New name

New logo

Media attention

Community curiosity



MOMENTUM
CREATES 
MOVEMENTS

Employee behaviors

Service utilization

Leadership adoption

Daily rituals

Recruitment

Community engagement



KEEPING THE SPARK



THE BRAND BECAME
PART OF THE 
EMPLOYEE EXPERIENCE

● Recognition

● Celebrations

● Employee experiences

● Everyday communications

WHEN THE BRAND 
BECOMES PART OF HOW 

PEOPLE WORK, IT 
STOPS FEELING LIKE 

MARKETING



OPERATIONALIZING
THE BRAND



THE BRAND
STOPPED BEING A CAMPAIGN AND BECAME
THE WAY THE ORGANIZATION WORKED

LEADERSHIP

Every leader 
became a brand 

ambassador.

ONBOARDING

New employees 
learned the brand 

from day one.

COMMUNICATIONS

Purpose and values 
became part
of everyday 

communications.

RECOGNITION

Celebrating 
behaviors that 
reflected the 

brand.

DAILY DECISIONS

Values became a 
guide for how the 

work got done.





ATTITUDE OF GRATITUDE

Staff members take time to 
say thank you and spark joy.

OHWAYS BEHAVIORS
“IN FOCUS” 

Capture moments that reflect 
our values and behaviors.



ATTITUDE OF GRATITUDE OHWAYS BEHAVIORS “IN FOCUS”

● Write a note, spark a smile.
● Add a duck, double the joy. 
● Deliver the spark.
● Inspire the ripple effect!

● Frame up the situation. 
● Capture the spirit of connection.
● Snap a picture.
● Share the love #SHSMD26



GROWTH AND SERVICE LINE

MARKETING



WHAT’S
NEXT?

BRAND

TRUST

GROWTH



FROM BRAND PLATFORM 
TO GROWTH PLATFORM

NEW ACCESS

● New facilities
● San Luis
● Neighborhood expansion

EXPANDED SERVICES

● Primary care
● Behavioral health
● Emergency care
● Heart care



A SYSTEM, NOT A SERIES
OF CAMPAIGNS

CONSISTENCY
DOESN’T LIMIT
CREATIVITY.
IT MULTIPLIES IT.

DIFFERENT 
CAMPAIGN 
EVERY TIME

SHARED 
CREATIVE 
PLATFORM

• Different look

• Different message

• Start from scratch

• Consistent voice

• Flexible design system

• Repeatable campaign framework



BEYOND CATEGORY 
SAMENESS THE GOAL ISN’T TO LOOK 

LIKE HEALTHCARE.
IT’S TO LOOK LIKE
YOUR HEALTH
ORGANIZATION.

CATEGORY 
SAMENESS

BRAND 
DISTINCTIVENESS

• Limited stock 
photography

• Generic patient stories

• Interchangeable
messaging

• Every health system
looks the same

• Real people

• Real places

• Authentic stories

• A visual identity only your
community could own



WE DIDN’T CREATE 
HEALTHCARE 
ADVERTISING.
WE BECAME MORE

YUMAN.



WE DIDN’T START IN A
CONFERENCE ROOM.

WE STARTED IN YUMA.
● Explored the community

● Met local residents

● Experienced daily life

● Found stories only Yuma could tell

THE PEOPLE OF YUMA 
ARE REAL.

THE ADVERTISING 
SHOULD BE TOO.



WE CREATED THE
ANTIDOTE TO GENERIC 
HEALTHCARE ADS
We developed a service line campaign that 
delivers a message with authenticity and 
feeling while steering clear of the clichés.



WE SET OUT TO WRITE A 
LOVE LETTER TO YUMA…



HIGHLIGHTING
IT’S LANDSCAPE



TO GROUND US IN
A SENSE OF PLACE… 



OUR AUDIENCE
WILL RELATE TO.



PLAY BH 



WE WORKED WITH
THE LOCAL COMMUNITY…



TO BRING TOGETHER
REAL FAMILIES…



TO SHOW NATURAL
EMOTIONAL CONNECTION.



PLAY PC 



WE CONNECTED WITH
LOCAL SUBCULTURES…



TO TELL UNIQUE
STORIES…



UNITED BY LIGHT.THAT ARE ALL



PLAY EC 



AND WE SHOWCASED
REAL PROVIDERS



MAKING A REAL DIFFERENCE



IN REAL PLACES OUR
AUDIENCE WILL EXPERIENCE.



AND OF COURSE, WE
FELL IN LOVE WITH YUMA.







RECRUITMENT
MARKETING



THE SAME BRAND THAT 
ATTRACTED PATIENTS ALSO 
ATTRACTED TALENT.FROM BRAND 

AWARENESS TO 
EMPLOYER 
PREFERENCE

• Culture

• Experience

• Storytelling

Recruitment became an extension of 
the brand, not a separate campaign.



APPLYING THE BRAND 
TO RECRUITMENT.
• Employer Brand
• Recruitment Campaigns
• Careers Website
• Employee Stories
• Application Experience

Employer branding isn’t about
convincing people to work for you.
It’s about giving them a reason to
believe they belong.



CLOSING



FROM REBRAND
TO MOVEMENT

BOTTOM LINE: A REBRAND IS AN EVENT.
A MOVEMENT IS WHAT HAPPENS NEXT.

A brand changes
perception

Culture
changes behavior

Experience 
builds trust

Momentum 
drives growth



3 KEY
LESSONS

Start with culture

Build a system,
not a campaign

Be unmistakable you



BUILD SOMETHING
PEOPLE WANT TO
BELONG TO.



Questions?
▪ Please be sure to complete the session evaluation on the mobile app!






