
WE ARE



A BRAND THAT 
CAPTURES YOUR MIND 

GAINS BEHAVIOUR.

A BRAND THAT 
CAPTURES YOUR HEART 

GAINS 
COMMITMENT.

 
~ Anonymous
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BRAND
INTRODUCTION
Whether your new to Profmed or 
have been around for a while, you 
know there is something very special 
about this brand.

This guide attempts to define the essence which
makes Profmed so special, as well as give a
practical understanding for you to more easily
evaluate, articulate and personify the brand in your
daily work.

This foundation, made up of the brand promise,
positioning and tone of voice, serves as a great
starting point, better enabling us all to speak with
a unified voice.

No matter the audience. No matter the
circumstance. 3
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ABOUT
PROFMED
Profmed is the largest restricted 
medical scheme in South Africa 
exclusively designed for graduate 
professionals.

Although registered in 1969, we have
provided benefits since 1959, making us
one of the longest established medical
schemes in South Africa. Profmed serves
discerning members with exceptional
medical benefits.

Our Scheme is restricted to professionals
who have obtained a minimum of a
four-year or post-graduate degree,
or equivalent qualification from a technical
university, offering these individuals
exclusive yet affordable medical cover. 4



Profmed’s traditional benefit design coupled with excellent service, attention 
to detail and affordable rates ensures that we are there to support our members 
when they need us most.

WHAT TRULY 
SETS US 
APART?
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OUR BRAND 
PROMISE

Our brand promise is a single statement that captures the 
essence of the experience of every person we touch.

This is the internal compass we use to guide the development of 
our brand.

This is not an ad. This is not a tagline. This is our promise to our 
members, to our stakeholders, to ourselves.

It’s that simple.

Profmed’s philosophy is to provide intelligent 
benefits to discerning members with 
cost-effective, evidence-based and clinically 
appropriate treatment at the most appropriate 
facilities. Ultimately, to provide our members 
with peace of mind when they need us most.
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OUR BRAND  
POSITION

Brand positioning provides detail around the benefits 
and service we offer our members.

This level of detail is important when developing 
ideas, communications or making decisions that 
reflect on the brand.

OUR BRAND POSITION IS:

Intelligent Medical Aid for Graduate 
Professionals.
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WHY
INTELLIGENT?
An intelligent choice, for intelligent 
members, who receive intelligent 
benefits.

Profmed isn’t about gimmicks, false promises
or the latest fads.

We are the tried-and-tested, rational decision
for a learned member.

When we say intelligent, we mean this for all
who encounter the brand.
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WHEN WE THINK 
OF PROFMED 
WE THINK

human   •   perceptive   •   loyal   •   responsive
transparent   •   unique   •   astute   •   intuitive   •   discerning
reliable   •   authentic   •   different   •   experienced 
insightful

THE VERY THINGS OUR MEMBERS EXPECT OF 
US WHENEVER AND WHEREVER THEY EXPERIENCE 
OUR BRAND.
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PILLARS OF
SUPPORT
FOR THE BRAND POSITIONING

INTEGRITY

We are impeccably honest in 
everything we do. We are committed
to transparency in our dealings with 
our members, our colleagues and 
stakeholders.

TRUST

We place great value on the trust
 we have earned and will never abuse 
our trust position with our members, 
stakeholders or each other.

QUALITY

We will never compromise on 
the quality of our benefits, our 
processes and our service.

RESPECT

We will treat every individual with 
respect and dignity without prejudice, 
regardless of race, colour, creed, 
religion or station in life.

OWNERSHIP

We will own what we do and 
acknowledge our individual 
responsibility and accountability.
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OUR
BRAND VOICE
When we communicate, how do
we ensure we are making this
promise and positioning real?

We hold up these expressions of the brand to help
evaluate our work. This is a living language that is
positively productive for all.

This is the language that embodies the promise of
“INTELLIGENT MEDICAL AID”.
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OUR TONE OF 
VOICE

professional   •   trustworthy   •   engaging & human 
smart   •   confident   •   astute     
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OUR BRAND
TEAM
AUTHENTIC

We do the right thing for the right 
reason so that our colleagues, members 
and stakeholders respect and trust us 
for our consistency, transparency and 
willingness to take responsibility.

ENERGETIC

We take action with a positive, 
can-do approach to win the support 
of our colleagues, members and 
stakeholders in order to achieve great 
things together.

RESILIENT

We stay focused and remain
self-disciplined whilst measuring
progress and evaluating results 
within an ever-evolving 
ecosystem.

INCLUSIVE

Our appreciation for multiple 
perspectives gives us the competitive 
advantage to creatively solve problems, 
meet the changing needs of our diverse 
members and identify opportunities.

EMPATHETIC

We seek to understand each member,
colleague and stakeholder by actively
pursuing information to understand
members’ circumstances, problems,
expectations and needs to prevent 
service issues from re-occurring.

We are the sum of our people.

As members of the Profmed team, these are the 
characteristics that set us apart:
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I’VE LEARNED THAT 
PEOPLE WILL FORGET 
WHAT YOU SAID, PEOPLE 
WILL FORGET WHAT YOU 
DID, BUT PEOPLE WILL 
NEVER FORGET HOW YOU 
MADE THEM 
FEEL. 
 
~ Maya Angelou

14



10

BRAND
GLOSSARY
BRAND PROMISE

Definition: Our brand promise is a 
single statement that crystalises what 
we’re all about, what makes us special,
what makes us unique - in short-hand 
form. It is our promise to those who 
choose our products and services,
and support our brand.

Usage: Those inside our organisation 
should be familiar with our promise. It 
should be the core message that is
brought to life and conveyed to all 
our target audiences (e.g. employees, 
media, members, etc.)

BRAND VOICE

Definition: Our brand voice is the 
personality of our brand. It’s the tone 
that it speaks in and the attitude
it embodies.

Usage: In order to establish a consistent 
brand personality, all Profmed-
produced communications (e.g. website 
copy, advertising, conversations) should 
be communicated in this voice/tone.

BRAND POSITION

Definition: Our brand position is a 
one-sentence statement that provides 
detail around the brand promise.
It should centre around what makes 
Profmed especially unique.

Usage: Our brand position is a long-
term compass for our brand - holding 
true today and 10 years down the 
road. Everything Profmed creates (e.g. 
products and communications) should 
reinforce this position.

SUPPORT PILLARS

Definition: Our brand pillars outline the 
“reasons to believe” our brand promise 
and position. They are what set
Profmed apart from the competition.

Usage: Those inside our organisation 
(and other working partners) should be 
familiar with them as they are great
talking points for conversations, media 
interviews and press releases.
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