


When we make generosity central to our identity, people experience us differently. They understand how
the person providing their care lives generously. Maybe the physician cares for the homeless. Or the
housekeeper or nurse just adopted a special needs child. An executive may be the reason why someone
has housing or clean water.

Beyond how we live generously as individuals, there are ways the organization embodies generosity.
Perhaps the organization invests a percent of its profit into unmet needs or funds services that are
unprofitable. And beyond the organization are hundreds or thousands of people who have given to help
make a particular treatment or service possible. Each thing we do in healthcare is an opportunity to tell
these stories and build awareness of generosity.

Generosity is valuable because how people perceive us matters. We want to be seen as purpose-driven
as well as clinically excellent. Generosity is part of our brand equity and the basis upon which we build
our most important relationships.



