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BACKGROUND 
According to D Magazine, North Texas faces significant health care challenges. Not only is Dallas the least insured big city in 

the nation, it’s also home to very large life expectancy disparities. Yet in the landscape of health care in Texas, the only 

constant is change. Federal regulations and insurance companies appear to drive the agenda more than patients and providers, 

and to navigate solutions – for oneself or a loved one – can feel like it requires a PhD. 

Consumer expectations shift by the minute. So, who will lead the way? Who will partner with patients not only in their valleys 

of need, but also in their peaks of joy and lives well-lived? Texas Health Resources, the only North Texan health care provider 

exclusively serving North Texas, knew the answer. In fact, they believed that together, they are the answer. Texas Health made 

a promise to partner with patients for a lifetime of health and well-being, and they are walking the talk daily.  

PROBLEM 
Texas Health’s 27 hospitals, 80 outpatient facilities and 250 other community medical access points were just the tip of the 

iceberg. The assets visible to most consumers. Beneath the surface is where the magic really begins. Texas Health is the third 

largest employer in DFW, and they improve the lives of millions of North Texans. In 2019, they received 150,000 applications. 

There’s an entrepreneurial adage out there that goes “Culture eats strategy for breakfast.” But Texas Health sees it a little 

differently. They believe their culture is their strategy. And they believe they have the people it takes to create a culture of 

change. About 24,000 people, to be exact. They don’t intend to wait for the category to change, allowing them to do their 

life’s best work. Instead, they believe if they do our life’s best work they can change the category.  

Thus, the challenge was to create a company-wide movement. And as a faith-based non profit organization, there were no 

meaty marketing budgets, so internal communications were critical. The brand needed a resonant message to permeate the 

facilities and system services buildings alike. A rally cry – in the form of an employment brand – for employees to find the 

strength within themselves.
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INSIGHT 

Change is hard. Generally, people fear it. There’s uncertainty on the other side, and few humans are equipped to walk into 

that, especially with their livelihood at stake. That’s why this rally cry could not live on break room posters alone. For the 

message to be understood, synthesized, and converted to action, Texas Health’s employees needed to see their 

leadership team as thought leaders, taking the stage and communicating their ideas with confidence and poise. 

it became clear to Texas Health’s communications team that there was a pervasive sentiment among employees at all 

levels: “I understand I’m responsible to lead through change… But what, exactly, do you want me to do?”  

SOLUTION 

A campaign was created to reframe that question into another: “What can I be doing, right now, in my role at Texas 

Health, to improve the consumer experience?” And to help the employee audience understand how to take leadership’s 

goals and turn them into daily action, all initiatives were organized to ladder up to a single idea: 

“The Way Forward is You.”
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“We breathed life into strategy through creative and intentional 

storytelling. I am proud. I am grateful. I am blessed to work alongside 

the team that is transforming how we communicate at Texas Health.” 

– Deena McAllister, SVP, Brand Experience


