
Before we could move forward with the 
new branding and creative expression, 
we had to make a decision on the 
go-forward brand.

After multiple rounds of reviews and 
legal screens, a decision was made to 
move forward with “AMGA” and a new 
positioning line: “Advancing High 
Performance Health.”

The AMGA brand platform expresses the 
new opportunity. It is rooted in the 
organizational goals to steer the future 
of health care, and is built upon the 
organizational values and pillars de�ned 
in the brand platform.

The platform lent itself to four key 
messages that the brand needs to 
communicate to audiences.

The new brand would streamline the 
entire AMGA corporate family into just 
a few subbrands.

The AMGA brand development process 
was a very involved, hands-on process 
lasting several months.

It was a robust process consisting of 
multiple phases. 

Mission Vision

Business Strategy

Create an indispensable partnership with our 
members, aligning all AMGA resources to lead the 

transformation of the health care system and to enable 
our members’ success in their journey to a 

physician-led, patient-centered, value-based, 
high-performing health system.

Purpose
We exist to lead and enable our members to deliver 
high-performance health care because we believe in 
improving population health and care for patients.

Brand Positioning
We are leaders in advancing high-performance health.

Personality
• High-Performing; Ever-Improving
• Indispensable, Accessible, Collegial Partners
• Distinguished

Values

Brand Pillar 1

We are

committed to 
High-Performance 

Health

Brand Pillar 2

We are a Society of
Preeminent Health 

Care Leaders             

Brand Pillar 3

We are an 
Indispensable 

Partner

AMGA
Advancing High Performance Health

Brand voice creates personality that 
brings our brand to life in the minds
of audiences.

Once the branding decision was made, 
the design process could begin. 
The design work would:

• Elevate the AMGA identity 

• Convey the AMGA brand story 
in a visually impactful way 

• Create environments and brand 
experiences across touchpoints

The design direction is rooted in the 
brand platform and the objective is to 
communicate three key attributes.

“A brand should re�ect a symbol of change, not a change of symbol.”

Activation is a rare opportunity to galvanize internal teams around a new brand, 
create ef�ciencies, and build long-term brand value. Before launching the brand, 
a robust plan and toolbox were created to activate the brand. 

The plan involved a detailed list of activities before, during and after the launch.

Prepare

Launch

Promote & Migrate

Conference
Launch

AMGA Corporation

AMGA Consulting

AMGA Foundation

AMGA Analytics

AMGA Council of Accountable 
Physician Practices

High Performance

Partnership

Leadership

Transformation

The AMGA Brand Journey

•  High-Performing
•  Accessible
•  Distinguished

2. Build Foundation 4. Create Experiences 

3. Name + Positioning Line

5. Activation

We are leaders in advancing 
high performance health

Leadership in
health care

Physician-led
health care

transformation

High-performing
health systems

Indispensable
partner

We talked to several internal and 
external stakeholders to gain 
inside-out and outside-in 
perspectives.

Three key themes emerged in de�ning 
the objectives and success criteria for 
the branding endeavor.

1. De�ne the brand, give the 
organization a forward-looking 
meaning

2. Broaden the reach, make it 
appropriate to different constituents 
and communicate the purpose

3. Establish closer relationships between 
the brand and the corporate family

1. Define Opportunities

Key Members14

Corporate Partners4

AMGA Senior Team Leaders12

The health care industry and 
AMGA have seen decades of 
transformation. The time was 
right to reassess the brand.
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