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and pioneer of health.



Managing a brand is no easy task. But, when done right,  
it can be an opportunity to propel the entire organization forward. 
For VCU Health, that meant unifying its brand and employees 
to represent its evolution into a comprehensive system of care, 
education and research. By building a strong foundation, VCU 
Health has moved its brand into the future where it can continue 
to change the world.

With the ambitious goal of unifying the entire organization under 
one brand with a common purpose (to relentlessly explore new 
ways to improve human life), VCU Health didn’t just need to 
change how it looked at health care; first it had to change and 
communicate its identity to ensure the internal and external 
perception of the brand aligned with its strategic direction.

Building a Strong Foundation
VCU Health has changed over the past 175 years and evolved 
into a comprehensive system of care and pioneer of health. VCU 
Health honored its strong past while building a brand foundation 
that looks toward the future — all in time to capitalize on 
publicity for the UCI Road World Cycling Championships.

“In order for this rebranding to work, we 
had to have both the health enterprise and 
university on board and willing to share in 
the brand governance going forward.”

—Cynthia Schmidt, Chief of Marketing, VCU Health



A comprehensive set of stakeholder interviews and background 
information informed the thinking, and varied goals across 
stakeholders demonstrated an opportunity to create a common 
brand platform. With buy-in on the decision to move forward 
with one brand, the name VCU Health was chosen as a  
better representation of the broader health system. After  
coming together as VCU Health and developing the brand 
architecture, a brand platform helped articulate the new vision. A 
fresh look and brand voice further united the whole organization.

Through the five stages of activation: planning, implementation, 
launch, governance and engagement, VCU Health created 
experiences to deeply embed the brand into the culture of the 
organization. During a time of change and transition, it took 
advantage of the moment and capitalized on it. 

As the 2015 exclusive medical sponsor for the UCI Road World 
Cycling Championships, international cycling’s premier event, 
VCU Health had just a few short months to convert its brand and 
make a splash if it was going to capitalize on the publicity for 
the race. As if launching a brand in parallel with an international 
event isn’t challenging enough, a new CEO joined the VCU 
Health team just weeks before launch.

A Clear Path Forward 
The first task was to help clarify and simplify a complex portfolio 
with strong internal emotional attachments to the 175-year-old 
MCV brand. This was complicated further by an acquisition of 
Community Memorial Hospital, the addition of new physicians, 
and growing into new services and locations. The past needed 
to be honored, while pushing the organization into the future of 
health care.

To solve this challenge, the name “VCU Health” was adopted to 
stand for all health aspects of the organization and communicate 
the breadth of all offerings. The name represents the 
commitment to the community, supports future strategic growth 
initiatives, and drives awareness among staff and communities 
of the benefits of an integrated system of care. System 
complexities were simplified by creating a brand architecture 
that clearly defined hierarchy and disentangled the relationship 
with Virginia Commonwealth University.
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Brand Awareness and Excitement
A strategic brand launch helped engage stakeholders and 
ensure buy-in. To kick off the launch, a teaser campaign helped 
the 20,000 employees rally around the new brand. Posters 
and other environmental communications built awareness 
and excitement for the upcoming launch. Teaser materials 
revealed pieces of the brand and prompted employees to visit 
an experience area on launch day. Banners, window clings and 
elevator clings all added to the excitement, carrying messages of 
leading what’s possible.
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Experience areas at the two VCU Health campuses made 
employees feel part of the new brand activation, which helps 
ensure the brand and vision are delivered well into the future. 
Employees were encouraged to visit the experience areas to 
contribute their vision for the future and receive a wearable 
sticker to drive active participation and instill a sense of pride.  
To further demonstrate commitment across the entire 
organization, Deborah Davis, the COO at VCU Health, helped 
launch the brand for the senior leadership team, who were then 
educated on brand talking points.

It didn’t take long for the media to pick up on the changes.  
The local media attended the brand launch to cover the action, 
and a press release and print ad garnered instant attention with 
three news outlets picking up the story. Following the excitement 
of launch, employees underwent training to reinforce accurate 
and consistent use of the new brand elements, including the 
visual and verbal identity. The VCU Health website and its social 
media presence transitioned to the new brand look, and plans 
are underway to convert physical environments with updated 
brand elements.

The Next Chapter
Engaging employees and sustaining the brand beyond launch 
was a critical success factor. With information on the new brand, 
including the brand platform, brand architecture and extensive 
design tools, an online brand center was built to empower brand 
advocates and sustain the brand through launch — and beyond. 
The first three months alone saw nearly 4,000 individual VCU 
Health employees access the brand center to learn about the 
brand and access new brand materials, resulting in over 6,000 
content downloads. The brand center also includes a helpdesk 
function for employees to submit questions, requests and even 
submit best practices and ideas.

Equipped with the right tools to empower brand advocates, 
continuously educate employees and promote its new brand, 
VCU Health is set to carry its brand into the future and write the 
next chapter of its rich heritage. 


