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SCENARIO SNAPSHOT:  

Silverado Care Brand Commercialization 
 

CONTEXT 
Silverado, a memory-care senior living, home care and hospice corporation, was purchased by HealthCare 
RIET and was ripe for alignment and scaling.  The company’s memory-care legacy and flagship business unit 
operated autonomously from the newer units of home care and hospice.  There was, however, a significant 
duplication in B2B and B2C customers and prospects in a highly fragmented and competitive marketplace. 
 
The organization restructured to establish dedicated sales and marketing functions that were up to the tasks 
of brand alignment and rapid business growth.   
 
STRATEGY 
Universal Brand Strategy:  

• Executive cohesion and internal education were the first steps in establishing a universal brand 
platform and strategy. 

• Quickly followed by a comprehensive brand architecture study that garnered a distinct brand 
(purpose, positioning, promise, personality, and identity), value propositions and message platform.  
Further creating universal target segments that spanned all business units. 

 
An Aspect of Brand Activation: 

• Authenticate a core message platform that informs key performance indicators 
 

CHALLENGES 
The Silverado culture was both an asset and clear barrier to moving forward with a cohesive universal brand.  
Individual and group feedback loops, town hall meetings, education sessions and a deep communications plan 
eventually created common understanding and an opening to move forward with marketing research efforts.   
 
While marketing research was ensuing, a new sales organization was formalized, trained and launched in 
Silverado markets.  Interim sales engagement materials were prepared to bridge prospect engagement and 
begin the larger organization’s understanding of the transition.  
 
OUTCOMES 
A universal brand captured by the tag line Lives Enriched was supported coupled with 6 universal target 
segments across 3 business units.  A comprehensive brand launch and ongoing communication internally was 
an origination point while a message platform was developed for each unit, service and product. 
 
A message algorithm was modeled and a sales message app developed so that a sales associate could discern 
the specific message points to sell to each audience.  Sales increased 19% and sustained 11% going forward. 


