
Greenwich Hospital, a 104-year old community hospital  

with a strong reputation for quality care, community  

involvement and exceptional service, was seeking ways to 

extend these equities and connect with larger audiences. 

Greenwich Hospital initiated to a rebranding process that 

focused on the Hospital’s potential to evolve from a  

service-brand closely associated with its “exclusive” user base 

to that of an “inclusive” regional medical center welcoming 

an ever-widening customer base seeking quality care and  

exceptional service.



A state-of-the-art facility and a model of  

advanced healthcare delivery, Greenwich  

Hospital is known among its local constituents 

for the exceptional quality and delivery of its 

care. Yet, the Hospital’s emotional assets  

(established, successful and exclusive), which 

closely paralleled those of the community it 

serves, conflicted with audiences outside its  

immediate, affluent service areas.

The challenge was to shift away from the  

perception of ‘exclusive healthcare delivery’  

and make the promise of advanced healthcare 

(which Greenwich does in fact deliver to its  

constituents) perceivable and believable to  

those not yet aligned with the brand. The key  

to the recommendations was the creation of 

brand experiences defined by the remarkable  

compassion the hospital demonstrates.  

By linking the experience to exemplary  

outcomes, Greenwich has the potential to own 

the thing that people want most from a hospital, 

the kind of recovery that restores patients to  

their real lives.

GREENWICH HOSPITAL
Making a strong brand  

relevant to a larger  

constituency through  

strategic repositioning


