
Humanizing Brand 
Experience

Client Name  |  01.01.22

HEALTH CARE EDITION  |  VOL 5



Client Name  |  01.01.22 2

I N T R O D U C T I O N

Welcome to your Humanizing Brand Experience custom dashboard.
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A  F R A M E W O R K  F O R  S U C C E S S

t

We evaluate all brands in the study using     
Monigle’s proprietary HBE Framework.



Client Name  |  01.01.22 4

XX
BRAND SCORE

This score is composite based entirely on 

brand reputation and consumer perceptions 

across a range of emotional, intellectual, 

sensorial and behavioral drivers of choice 

and advocacy, and adjusted by market

NATIONAL RANKING LOCAL RANKING

Xth Xst

This ranking is based on the brand score and 

has not been adjusted in any way. The rank 

position is out of 20X healthcare brands from 

across the US, although based only on market 

data where the brand has a physical presence

This ranking is based on the brand score 

and has not been adjusted in any way. 

The rank position is out of X healthcare 

brands tracked in MARKET based on the 

local metropolitan statistical area MSA

/ 20X

MAXIMUM XX

AVERAGE XX

MINIMUM X

/ X
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M/P         Market / 2022

Base        All respondents at least somewhat familiar with each brand: Brand 1 (XXX), Brand 2 (XXX), Brand 3 (XXX), Brand 4 (XXX)

Data        HBE Score: This score is composite based entirely on brand reputation and consumer perceptions across a range of emotional, intellectual, sensorial and behavioral drivers of choice and advocacy, and adjusted by market

National Ranking: This ranking is based on the brand score and has not been adjusted in any way. The rank position is out of 205 health care brands from across the US, although based only on market data where the brand has a physical presence

20

30

40

50

60

70

80

121416181101121141161181201

NATIONAL RANKING / 2022

H
B

E
 B

R
A

N
D

 S
C

O
R

E

BRAND 1

COMPETITORS

5

BRAND 1 XXth

BRAND 2 XXth

BRAND 3 XXth

BRAND 4 XXth



6

F I R S T W E  F O C U S  O N  T H E  D E S I R E D  B R A N D  O U T C O M E S
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t

OUTCOMES
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BRAND
SATISFACTION*

XX

XXth
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BRAND
REPUTATION

XX

XXth
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BRAND
ADVOCACY

XX

XXth

Xst

BRAND
INTENT

BRAND 1

NATIONAL RANK

LOCAL RANK

M/P          Market / 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX), Brand 2 (XXX), Brand 3 (XXX), Brand 4 (XXX)

QB6       How satisfied or unsatisfied are you with [BRAND]?

QB7       How would you rate the overall reputation of [BRAND]?

QB8       How likely or unlikely are you to use [BRAND] in the future for medical care?

QB9       How likely are you to recommend [BRAND] to a friend or family member?

Data         HBE Score: Composite score based on SEM. Reputation, Intent, Advocacy and Satisfaction: Net score [top two box – bottom two box]

*               Satisfaction is the only measure based on brand users and is excluded from the model
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M/P          Market / 2020 – 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX/XXX/XXX), Brand 2 (XXX/XXX/XXX), Brand 3 (XXX/XXX/XXX), Brand 4 (XXX/XXX/XXX)

QB7       How would you rate the overall reputation of [BRAND]?

QB8       How likely or unlikely are you to use [BRAND] in the future for medical care?

QB9       How likely are you to recommend [BRAND] to a friend or family member?

Data         HBE Score: Composite score based on SEM. Reputation, Intent and Advocacy: Net score [top two box – bottom two box]

BRAND 1 

BRAND 2

BRAND 3

BRAND 4

HBE SCORE

BRAND REPUTATION BRAND ADVOCACY

BRAND INTENT



Client Name  |  01.01.22 9

Brand experience is 
multi-faceted and 
processed through 
all the human senses
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BRAND 1

BRAND 2

BRAND 3

BRAND 4

NATIONAL AVERAGE

100 100 100 100100 100 100 100100 100 100 100100 100 100 100100 100 100 100

SENSORIAL INTELLECTUAL EMOTIONAL BEHAVIORAL

M/P          Market / 2021 – 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX/XXX), Brand 2 (XXX/XXX), Brand 3 (XXX/XXX), Brand 4 (XXX/XXX)

Data         Index based on weighted composite score from SEM

▲X ▼X ▲X ▼ ▲ ▲X ▼X ▲X ▼ ▲ ▲X ▼X ▲X ▼ ▲ ▲X ▼X ▲X ▼ ▲ YOY CHANGE
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Sensorial
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P E O P L E  S E N S E B R A N D S  A L L  A R O U N D  T H E M

Client Name  |  01.01.22

t

SENSORIAL

Attraction 
Impression
Intrigue
Sounds
Environment
Smells
Aesthetics
Prevalence
Buzz
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BRAND 1 BRAND 2 BRAND 3 BRAND 4
NAT
AVG

IM
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BUZZ

ENVIRONMENT

HERD BEHAVIOR 

AESTHETICS

ATTRACTION

IMPRESSION

INTRIGUE

SOUNDS

VOLUME

SMELLS

OWNED

PREVALENCE

VISIBILITY

PAID

EARNED

M/P          Market / 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX), Brand 2 (XXX), Brand 3 (XXX), Brand 4 (XXX)

QB2       Please think about all of the sensory elements you associate with [BRAND]. How much do you agree or disagree with the following statements?

Data         Net score [top two box – bottom two box]
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BRAND 1 BRAND 2 BRAND 3 BRAND 4 NAT AVG

IM
P

O
R
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A

N
C

E

M/P          Market / 2021 – 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX/XXX), Brand 2 (XXX/XXX), Brand 3 (XXX/XXX), Brand 4 (XXX/XXX)

QB2       Please think about all of the sensory elements you associate with [BRAND]. How much do you agree or disagree with the following statements?

Data         YOY change in net score [top two box – bottom two box]
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M/P          Market / 2020 – 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX/XXX/XXX), Brand 2 (XXX/XXX/XXX), Brand 3 (XXX/XXX/XXX), Brand 4 (XXX/XXX/XXX)

QB2       Please think about all of the sensory elements you associate with [BRAND]. How much do you agree or disagree with the following statements?

Data         Net score [top two box – bottom two box]

BRAND 1 BRAND 2 BRAND 3 BRAND 4 NAT AVG

2020 2021 2022 2020 2021 2022 2020 2021 2022 2020 2021 2022 2020 2021 2022

XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX%

XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX%
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XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX%

XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX%
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Intellectual
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P E O P L E  T H I N K A B O U T  B R A N D  B E N E F I T S

t

INTELLECTUAL
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BRAND 1 BRAND 2 BRAND 3 BRAND 4
NAT
AVG
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M/P          Market / 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX), Brand 2 (XXX), Brand 3 (XXX), Brand 4 (XXX)

QB3       Based on what you know about [BRAND], in your opinion, how well do the following statements describe them?

Data         Net score [top two box – bottom two box]

BEST PEOPLE 

CONVENIENCE & EASE 

QUALITY OUTCOMES 

EMPATHY

TRANSPARENCY

PERSONALIZATION

COORDINATION

INNOVATION

WELLNESS

SYSTEMNESS

ACADEMIC MEDICINE 
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M/P          Market / 2021 – 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX/XXX), Brand 2 (XXX/XXX), Brand 3 (XXX/XXX), Brand 4 (XXX/XXX)

QB3       Based on what you know about [BRAND], in your opinion, how well do the following statements describe them?

Data         YOY change in net score [top two box – bottom two box]

BRAND 1 BRAND 2 BRAND 3 BRAND 4 NAT AVG
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M/P          Market / 2020 – 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX/XXX/XXX), Brand 2 (XXX/XXX/XXX), Brand 3 (XXX/XXX/XXX), Brand 4 (XXX/XXX/XXX)

QB3       Based on what you know about [BRAND], in your opinion, how well do the following statements describe them?

Data         Net score [top two box – bottom two box]

BRAND 1 BRAND 2 BRAND 3 BRAND 4 NAT AVG

2020 2021 2022 2020 2021 2022 2020 2021 2022 2020 2021 2022 2020 2021 2022

XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX% XX%
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Emotional
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P E O P L E  F E E L A N  E M O T I O N A L  C O N N E C T I O N  T O  B R A N D S

t

EMOTIONAL
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SECURITY

FREEDOM

CONFIDENCE

INDIVIDUALIZATION

WELLBEING

SUCCESS

SELF-ACTUALIZATION

BELONGING

EXCITEMENT

BRAND 1 BRAND 2 BRAND 3 BRAND 4
NAT
AVG

M/P          Market / 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX), Brand 2 (XXX), Brand 3 (XXX), Brand 4 (XXX)

QB4       Based on what you know about [BRAND], how well do they deliver on the following? 

Data         Net score [top two box – bottom two box]
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M/P          Market / 2021 – 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX/XXX), Brand 2 (XXX/XXX), Brand 3 (XXX/XXX), Brand 4 (XXX/XXX)

QB4       Based on what you know about [BRAND], how well do they deliver on the following? 

Data         YOY change in net score [top two box – bottom two box]
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M/P          Market / 2020 – 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX/XXX/XXX), Brand 2 (XXX/XXX/XXX), Brand 3 (XXX/XXX/XXX), Brand 4 (XXX/XXX/XXX)

QB4       Based on what you know about [BRAND], how well do they deliver on the following? 

Data         Net score [top two box – bottom two box]
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BRAND 1 BRAND 2 BRAND 3 BRAND 4 NAT AVG

2020 2021 2022 2020 2021 2022 2020 2021 2022 2020 2021 2022 2020 2021 2022
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Behavioral
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P E O P L E  D O T H I N G S  W I T H  B R A N D S  T H E Y  L O V E

t

BEHAVIORAL 



INTERACTIVITY

ENHANCEMENT

STRESS-FREE

CONTACTABILITY

NAVIGATION

AVAILABILITY

TRANSFORMATION

DYNAMISM

SUBCRIPTION

WEBSITE

CONTINUITY

DIGITAL TOOLS 

VIRTUAL CARE 

PARTICIPATION

ATTENDANCE

DISTINCTION

EXERTION

PATRONAGE

FOLLOW

STIMULATION
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BRAND 1 BRAND 2 BRAND 3 BRAND 4
NAT
AVG

M/P          Market / 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX), Brand 2 (XXX), Brand 3 (XXX), Brand 4 (XXX)

QB5       Please think about all of your experiences and interactions with [BRAND]. How much do you agree or disagree with the following statements?

Data         Net score [top two box – bottom two box]

*                Statement added in 2022

IM
P

O
R

T
A

N
C

E



Client Name  |  01.01.22 29

M/P          Market / 2021 – 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX/XXX), Brand 2 (XXX/XXX), Brand 3 (XXX/XXX), Brand 4 (XXX/XXX)

QB5       Please think about all of your experiences and interactions with [BRAND]. How much do you agree or disagree with the following statements?

Data         YOY change in net score [top two box – bottom two box]
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M/P          Market / 2020 – 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX/XXX/XXX), Brand 2 (XXX/XXX/XXX), Brand 3 (XXX/XXX/XXX), Brand 4 (XXX/XXX/XXX)

QB5       Please think about all of your experiences and interactions with [BRAND]. How much do you agree or disagree with the following statements?

Data         Net score [top two box – bottom two box]
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BRAND IMPLICATION BRAND IMPLICATION BRAND IMPLICATION
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150 Adams Street
Denver, Colorado 80206
303.388.9358
www.monigle.com

Humanizing Brands,
Moving People
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Appendix
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BRAND 1 BRAND 2 BRAND 3 BRAND 4
NAT
AVG

C
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H
P

S
*

*

0.59   BEST PEOPLE 

0.55   INNOVATION 

0.55   QUALITY OUTCOMES 

0.53   SELF-ACTUALIZATION

0.53   EMPATHY 

0.53   SECURITY

0.53 PERSONALIZATION

0.52   SUCCESS

0.52 INDIVIDUALIZATION

0.52 FREEDOM 

0.51 CONFIDENCE

0.50 TRANSPARENCY

0.50 BUZZ



HOLISTIC HEALTH

COMMUNITY IMPACT Makes a real difference in the communities they serve

DIVERSITY & INCLUSION Are committed to improving diversity and inclusion

SOCIAL AFFORDABILITY Are changing health care to make it more affordable for everyone

WORLD IMPACT Are making the world we live in a better place

LIFESTYLE Makes lifestyle and nutritional changes the priority - only prescribing drugs when necessary

MENTAL HEALTH Are leaders in mental health and wellbeing

HEALTH GOALS Helps me to define and meet my health goals
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BRAND 1 BRAND 2 BRAND 3 BRAND 4
NAT
AVG

M/P          Market / 2022

Base         All respondents at least somewhat familiar with each brand: Brand 1 (XXX), Brand 2 (XXX), Brand 3 (XXX), Brand 4 (XXX)

QB11     Lastly, based on what you know about [BRAND], in your opinion, how well do the following statements describe them? 

Data         Net score [top two box – bottom two box]

*                All statements added in 2022
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THE HUMANS

THE METHOD

THE NUMBERS

THE FIELDWORK

THE SCIENCE
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