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What is 
Branding?



The best brands are 
felt and loved by 
teammates and 
external 
stakeholders.

• A brand is the sum total of how we 
define and express ourselves.

• It is how we assert difference and set 
expectations.

• It incorporates – but is far more than 
– marketing artifacts.

• The best brands are built ‘inside out.’
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Situation
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Purpose & Mission
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integrated
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PURPOSE
To be the first choice in urgent care by delivering 
an exceptional experience to every patient, 
every time.

MISSION
We provide uncompromising, convenient care 
with a team of friendly and compassionate 
professionals that treats you with the kindness 
and respect you deserve.
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Positioning



This is a framework that starts with the needs and builds 
upwards towards a more emotional space that we have 
the right to own.

Brand Ladder
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DOCTORS ARE OUR DIFFERENCE
‘Right now’ only matters if the care you receive is of the highest quality.

Our centers are managed by experienced doctors, with the expertise, 
warmth and integrity your family can trust. 

This has earned us a certification among the top 1% of Urgent Care 
centers for healthcare quality and safety.

With a capable and friendly staff, prescriptions and x-rays handled on 
site, 48-hour follow up calls, and a policy of sending new health records 

to your primary care doctor, we provide both convenience AND 
confidence in care.
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Identity



copyright finch brands 2018 | confidential

Origins of the 
name:

Name of the longest 
river in the world, to 

imply selection from 
A to Z

Named for the Greek 
goddess of victory

Starbuck is a minor 
character in Moby 

Dick

Neologism containing 
the Latin word for 

“truth,” merged with 
“horizon” 

What it 
became:

A place where you 
can get almost 

anything you want or 
need

A symbol of athletic
achievement

The go-to beverage 
institution across the 

world

The most reliable 
mobile network in the 

country
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Names Aren’t Great – Brands Are
Many of the world's best-known and best-loved brands selected names that communicate in an abstract way- and 
then became known for what they represent.
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Urgent Care Names – Species vs. Specificity
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Newco’s Voicemail

Hi, this is Lynne from 
PhysicianOne calling to follow 
up. Please give me a call when 
you get a chance.  
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Patient Experience
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Net Promoter Score®, or NPS®, measures customer experience and predicts business growth. This proven 
metric transformed the business world and now provides the core measurement for customer experience 
management programs the world round.

Net Promoter Score (NPS)

DETRACTORS PASSIVES PROMOTERS

0 1 2 3 4 5 6 7 8 9 10

NET PROMOTER SCORE % PROMOTERS % DETRACTORS
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Outside-In: Key Immersion Phase Findings

Established practices and site design for check in started the visit on 
the wrong foot
• Our client and all key competitors lacked the desired level of patient privacy at 

check in with desk locations adjacent to waiting areas and requirements to 
describe symptoms out loud in earshot of others.

• Front desk design prevented women from resting their purses while filling out 
paperwork, creating immediate stress while they were already in a state of physical 
and emotional stress.

The waiting room experience further contributed to a state of 
discomfort
• Couches forced sick people to sit uncomfortably close to each other and fabric 

seating left people wondering if furniture was clean.
• Waiting times were an unknown and a source of stress.

The exam room experience was the #1 driver of dissatisfaction
• Experience from doctor to doctor was inconsistent.
• Patients did not feel listened to – in large part due to computer terminals that 

forced them to turn backs on patients
• Room design felt more like a hospital than a doctor’s office, contributing to a sense 

of discomfort.
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There were too many patient handoffs and friendliness was 
inconsistent
• An average of 5 different people ushered the patient through the journey.
• Patient names were infrequently used, and staff were not asking enough 

questions.

Discharge was inconsistent and confusing to patients, often with a 
lack of closure
• Doctors were not always closing by asking if the patient had any other 

questions.
• Discharge staff would sometimes get bogged down with intake, causing long 

discharge waits.

Doctor preferences for scrubs over lab coats affected patient 
confidence
• Many doctors were ignoring management guidance and wearing scrubs instead 

of coats.
• Research showed patients were most confident when seeing a professional in a 

white coat.

Outside-In: Key Immersion Phase Findings
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Implemented Opportunities
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Patient 
Experience
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Key Takeaways



The brand is far bigger than external marketing artifacts
We think about the brand as more than a marketing endeavor – but an 
organizing principle.

Brands are built deliberately – and inside out
The strongest brands are purpose-driven – engaged teammates lead 
to happy patients.

Transcend the ‘species’ of Urgent Care
In positioning, naming, and other communications, don’t miss an 
opportunity to assert distinctiveness. 

Shift from customer service to customer experience
It’s less the stuff than the staff – how people are treated is just as 
important as addressing their health challenges.

Big Ideas

37© 2019 FINCH BRANDS | CONFIDENTIAL



38© 2019 FINCH BRANDS | CONFIDENTIAL


