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POWER OF PROJECT PURPOSE: SPIRA CARE STORY

• A reimagined and expanded primary 
care experience 

• Packaged with a simplified health 
insurance plan 

• Supported by engaged Care Guides & 
Care Teams 

• 7 current locations 

• Explosive member growth 

• Current Net Promoter Score = 81



POWER OF PROJECT PURPOSE: SPIRA CARE STORY

Critical Points of Purpose

Purpose in  
The Problem

Purpose in  
The People

Purpose in  
The Positioning

Purpose in  
The New Culture

We faced a number of chapters in the innovation lifecycle, and with bringing a new 
brand to life. The following are “chapters” in which purpose played a critical role in 
contributing to project success and impact. 
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Purpose in  

The Problem
Fall in love with the problem, 
not just the solution. 

1 2

34
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In the last 15 years, the 
average worker has seen their 

pay increase by 54%.   

They have seen their 
contributions to health care 

increase by 212% in that 
same timeframe. 

Industry Satisfaction Index

Purpose in  

The Problem
The use of data will “de-bias” 
your story
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Begin with nothing  
and rebuild

Purpose in  

The Problem
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Let your customers shape 
your story

Purpose in  

The People
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Purpose in  

The People
Let your customers shape 
your story
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Don’t just listen to them, 
design with them 

Purpose in  

The People
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Use a central  
anchoring idea

Purpose in  
The Positioning

The long idea at the center of the 
brand that guides and inspires 
everything the brand stands for 
and does, inside and out.  

Red Thread
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“Healthcare is a place, not a plan”

A Place, Not a Plan

Purpose in  
The Positioning

Use a central  
anchoring idea
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Go narrow to  
go broad

“Healthcare is a place, not a plan”
We start with a PHYSICAL PLACE—a new kind of physicians’ office—a “center of care”— 
where every experience is human focused from beginning to end. 

It is also a PERSONAL PLACE. You’re a member—not a customer. You pay a subscription fee, 
not a premium. 

You have a personal member advocate at your ready access at all times, someone working 
for you to make your experience simple and manageable. 

It is also a VIRTUAL PLACE, where simple, mobile-based technology puts care directly in 
your hands. 

Purpose in  
The Positioning
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Purpose in  
The Problem

Purpose in  
The People

Purpose in  
The Positioning

Purpose in  
The New Culture+ + =

What happens when we hire new employees for Spira Care that have no 
relationship or understanding of the purpose of the brand? 

The equation isn’t so easy…
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We embarked on designing a purpose-driven culture from scratch.

Purpose in  
The Problem

Purpose in  
The People

Purpose in  
The Positioning

Purpose in  
The New Culture+ + =

What happens when we hire new employees for Spira Care that have no 
relationship or understanding of the purpose of the brand? 

The equation isn’t so easy…
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Our brand will be a direct result of the beliefs, 
directions and decisions of the new employees. 
From leadership to the frontline, culture plays a 
huge role in creating the conditions that will 
deliver on our initial intent.  

Purposefully living your brand inside in  
order to win outside

Brand Culture

Purpose in  
The New Culture
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1. Brand Culture Strategic Intent - Purpose, 
Promise, Ambition, Employee Value Prop, 
Values & Philosophies 

2. Tangible Brand Culture Experiences - 
Rituals, Celebrations, Sanctioned Programs, 
Rewards & Incentives 

3. Tactical Executions - Meaningful Symbols, 
Artifacts & Language

Co-designing the foundational components 
to support the employee and the brand:

Brand Culture Development

+

Purpose in  
The New Culture
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Q&A


