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INTRODUCTION
There is undeniable evidence that organizations with a strong 

sense of purpose are more relevant in a world that is seeking a 

better balance of money and meaning. 

Some of the most compelling evidence comes from business 

leaders saying that companies with a strong sense of purpose 

are able to transform and innovate better. Why? Because it 

drives engagement with key audiences, which in turn improves 

performance. Of the executives surveyed in the EY Beacon 

Institute / Harvard Business Review report, “The Business 

Case for Purpose,” 89% said a strong sense of purpose drives 

employee satisfaction. 80% said it increases customer loyalty. 

And 84% said it impacts company performance.  

Other studies show that employees would work for less money, 

switch brands, pay a pricing premium and more - if it meant 

working for, or doing business with a company that has a strong 

sense of purpose.  Yet with all of the talk about business ‘purpose’ 

- and the value it creates - no standard exists to define what 

meaningful purpose is from the world’s point-of-view. We met this 

challenge by creating Brand Believability®. 

Brand Believability is the standard organizations must strive for 

to be viewed as having meaningful purpose in the eyes of the 

world. Simply put, it’s having a profound, positive impact on lives, 

communities and the world. 

To arrive at this standard we conducted research to understand 

society’s desire for a better balance of money and meaning, 

and how this translates into the business equivalent of profit 

and purpose. It showed that organizations are viewed as having 

meaningful purpose when they:

• Consciously focus on having a positive impact on people’s lives.

• Embrace a systemic approach to scale and sustain this impact.

• Align words and action to make the promise of 

purpose believable.
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In our work to help organizations transform their brand and 

business strategy based on the power of meaningful purpose, we 

use Brand Believability to help them uncover and understand:

• How key audiences feel about their commitment to 

meaningful purpose. 

• Gaps between their intent to have impact and ability to 

activate through experience.

• Differences in perception between internal and external 

audiences (and segments) that indicate lack of alignment.

• Strategic insight into how they can begin to build a brand 

that creates believable and meaningful impact in the eyes of 

the world. 

This research led us to ask the question, “How do individuals view 

organizations in their city through the lens of Brand Believability?” 

So we surveyed Kansas City residents to see how they rated groups 

of organizations based on the Brand Believability benchmark. To 

make sure we captured the broadest set of associations possible, 

we asked them to first identify, unaided, organizations that rise to 

the Brand Believability standard of making a profound, positive 

impact on lives, communities and the world.  

The results are summarized in this report. We welcome your 

feedback and questions.   

– From the Will & Grail team 
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American Cancer Society 

(Gilda’s Club)

American Century Investments

American Red Cross

Big Brothers Big Sisters

Black & Veatch

Burns & McDonnell 

Catholic Charities

CBIZ

Centric Projects

Cerner

Chamber of Commerce

Children’s Mercy Hospital

City Union Mission 

Community Services 

League

KEY FINDINGS

We asked respondents to list any organizations they believed make a profound, positive impact on lives, communities and the 

world. All organizations submitted are listed below.

Dunn Family Foundation

Ford

Garmin

Global Orphan Project

Greater KC 

Community Foundation

H&R Block 

Hallmark 

Halls

Harvesters

Heart to Heart International

Humane Society of Greater 

Kansas City

Jewish Family Services

Kansas City Public Library

Kauffman Foundation 

McCownGordon

Medical Missions Foundation

Outreach International

PKD Foundation

Populous

Rightfully Sewn

Roasterie

Rotary Club

Saint Luke’s Health 

System 

Salvation Army 

Stowers Institute for 

Medical Research

Truman Medical Center

Truman Heartland Foundation

Unbound 

United Way

University of 

Kansas Hospital

VML

Walmart

Water.Org 

Weave Gotcha Covered

Will & Grail

Wounded Warrior Project
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KEY FINDINGS
Overall Findings

Nonprofits, hospitals and large organizations proved the 

most purpose-driven. Survey respondents saw these groups as 

making the most profound, positive impact on lives, communities 

and the world. 

Nonprofits - including several hospitals - ranked in the top 

five spots (Children’s Mercy Hospital, Harvesters, University 

of Kansas Hospital, Water.org and Saint Luke’s Hospital) and 

claimed eight of the top 10 places overall. 

A key for many respondents was that the impact of these 

organizations was felt locally. Respondents are able to see the 

work that organizations, like Children’s Mercy or Harvesters, do 

on a local level, benefitting local families in need. 

Respondents also gave high marks to nonprofits, even if 

they weren’t always exactly sure of the specific needs those 

organizations addressed. The fact that these groups existed was 

often enough to prove their value.

Large organizations were credited as being purpose-driven 

because of the jobs they create for thousands in the area. While 

many companies didn’t show a perceived impact beyond that, 

large-scale employment was seen as a positive impact on 

the community.
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KEY FINDINGS
Overall Findings

There is a boost from the reputation of the organization’s 

founding family. The philanthropic efforts of some iconic Kansas 

City families influenced the perception of the organizations they 

founded. Respondents noted the charitable giving of the Hall and 

Bloch families as a driving reason for the scores they gave Hallmark 

and H&R Block, respectively.  The legacy of the Kauffman family also 

impacted the score of the nonprofit Kauffman Foundation.

Hallmark received an average score of 6.49, the highest of all for-

profit companies in this report. H&R Block scored a 4.97, ranking 

just outside the top half of the report. In written responses, survey 

respondents often noted the philanthropy of the founding families 

that benefited the Kansas City area. These particular results show 

the boost an organization can receive when its well-known leaders 

use profits for good - even if the money doesn’t come directly from 

the organization itself.

For-profit organizations have lower perception. Most for-

profit companies in Kansas City didn’t fare well when it came 

to consumers’ perception of their Brand Believability. Only four 

organizations (Hallmark, Cerner, Garmin and American Century 

Investments) received an average score of 5 or higher. 

The reason? It seems many respondents were generally unaware of 

the profound impact these organizations make, beyond providing 

jobs for area residents. Or in some cases, perceptions were shaped 

by interactions with the companies. Upon further research, many of 

these organizations have purpose-driven missions that can make a 

profound, positive impact on lives, communities and the world but 

don’t often tell that part of the brand story. 
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FINANCIAL SERVICES

Most companies in the financial services industry weren’t 

thought of highly by our survey respondents. Scores indicated 

that people largely had an indifferent about the profound, 

positive impact these organizations make.
“Those banks are known for making their customer’s 

lives hell, doubt they’re doing much to impact 

anyone. H&R Block has a positive perception 

because of the Founder’s philanthropy and in their 

heyday they were pretty innovative.”

0 1 2 3 4 5 6 7 8 9 10

Financial Services
Score: 3.40

Large Corporations
Score: 4.78

Health Care
Score: 6.88

Nonprofits
Score: 6.90

Commerce Bank
Score: 3.92

H&R Block
Score: 4.97

Lockton
Score: 4.06

American Century 
Investments
Score: 5

Waddell & Reed
Score: 3.86

UMB
Score: 3.56
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“

Our respondents indicated that the types of community 

involvement that most organizations do - like sponsoring 

youth sports teams or making donations to local charities 

and nonprofits - are the basics of what corporations should 

do for their communities. But an impact beyond that was 

lacking for most in this category.

The only outliers are American Century Investments 

(5) and H&R Block (4.97), who seemed to receive positive 

marks from respondents for the well-known work of those 

companies in the community. American Century is owned 

by the Stowers Institute for Medical Research, a biomedical 

research organization. Since 2000, American Century has 

distributed $1.4 billion to Stowers through dividends. And it 

employs around 550 research and support staff. H&R Block 

saw a perception boost for its the philanthropic work of the 

Bloch family.

The other companies in this category (Commerce Bank, 

Lockton, UMB Bank and Waddell & Reed) all scored near 

the bottom quarter. And Commerce, Lockton and UMB had 

the three highest percentages of 0 scores on our 0-10 scale. 

Based on respondent answers, these low scores aren’t 

because people thought these organizations are actively 

harming our community. Instead, it appears respondents 

were largely unsure what broader purpose those 

organizations serve. Our research shows a gap in what 

consumers see of these brands and what these companies 

say of themselves. 

What Our Respondents Said

“American Century and H&R Block both have 

invested heavily in things like cancer research, 

education in the urban core.”

“Have difficulty trusting large enterprises”

I know they sponsor multiple 
non-profits and causes, but I 
am unsure what exactly they 
each stand for or believe.

“Helping people invest money for retirement 

and lending money are all great, but as 

companies I’m not convinced any of them 

make a really positive impact. H&R Block I 

know helps average people with taxes and the 

founders have made a lot of contributions to 

the arts that I appreciate. But even so, I don’t 

know that the company itself makes a major 

positive impact.”

”
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”

“American Century founded & supports a health 

care research institute, The Bloch family is fairly 

philanthropic, Crosby Kemper has done some 

things to help KC without personal gain.”

“The banks do what every bank does - supporting 

little league teams, etc. It’s nice, but it feels like 

the minimum. American Century supports the 

Stowers Institute - that is pretty great. H&R Block 

helps the average Joe figure out their taxes, but 

they could do more.”

“American Century Investments takes a higher 

profile position in terms of promoting public 

awareness of its’ activities.”

“They provide jobs for residents in the area but few 

do anything of value besides that. Maybe that’s all 

that matters in some industries? But in financial 

services, where there’s an opportunity to really 

help people improve their lives and prosper, these 

organizations largely fail. Or fail to tell the story of 

the good they’re doing in the community.”
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HEALTH CARE

Health industry organizations generally received high marks 

in this Brand Believability survey. Three hospitals - Children’s 

Mercy (9), University of Kansas (7.62) and Saint Luke’s (6.81) - 

were three of top six organizations overall in this assessment. 

It’s easy to understand why these hospitals ranked so highly. 

“Those that are contributing to systemic healthcare 

advances ranked higher - either through research 

or creating efficiency in the industry. CMH ranked 

higher comparatively to St Luke’s due to relative 

portion of charity care.”

0 1 2 3 4 5 6 7 8 9 10

Financial Services
Score: 3.40

Large Corporations
Score: 4.78

Health Care
Score: 6.88

Nonprofits
Score: 6.90

Cerner
Score: 6.46

University of 
Kansas Hospital
Score: 7.62

Saint Luke’s 
Hospital
Score: 6.81

Children’s Mercy 
Hospital
Score: 9

Blue Cross Blue Shield
of Kansas City
Score: 4.51
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“

Respondents noted the profound, 

positive impact that is innate in 

healthcare. Many noted the great, 

life-saving care performed at 

hospitals in the area as the reason 

for the high scores given to those 

organizations. This was especially 

true with Children’s Mercy.  

Cerner drew a fairly high 

score but also received some 

fairly neutral comments 

from respondents. While the 

healthcare technology giant 

received credit for being one 

of the city’s largest employers 

and for how it treats employees, 

there was some uncertainty 

about the greater good it serves.

Blue Cross Blue Shield of Kansas 

City scored the lowest mark of 

the group. It received criticism 

from respondents for pulling 

out of the Affordable Care Act 

marketplace, as well as catching 

flack for the high price of 

healthcare overall.

What Our Respondents Said

“We have a lot of first-rate hospitals in KC. Cerner is a great company.”

“Cerner is a huge company that creates lots of jobs and spreads those out 

across the metro. The founders have also invested in community assets, 

like Sporting KC.  Of the hospitals, Children’s Mercy does amazing work 

helping kids.  They’re also getting into research so their impact could 

grow. KU is more of a research hospital than St Luke’s (or it seems so). 

Blue Cross is an insurance company which is a necessary evil.”

“I personally feel that Blue Cross lead the charge to destroy the 

individual health care markets - aside from ACA, income dependent 

markets. I don’t get insurance from my employer so finding it in 

as an individual for 2018 was horrifying. The hospitals have good 

reputations and I personally know nurses who work at each, good 

people who love their jobs.”

Blue Cross of KC would have gotten higher 
marks if their HMO plan participated with  
St. Luke’s.

“Cerner really advertises how it cares for its employees.”

”
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“These companies focus on healthcare - it’s a critical 

component of helping the community that is 

completely overlooked.”

“I have utilized most of them and I am very cross with BCBSKC 

for leaving the ACA/Affordable Care market.  It was a huge 

disappointment having had them as my insurer since 2006 

(both as an employee and through the marketplace).”

“The hospitals make a profound impact simply by opening 

their doors and providing critical, often life-saving care each 

day. Cerner provides something of value to the staff in these 

types of institutions. But how does that translate to the patient? 

How does that improve patient outcomes? That part of the 

story is lacking - if it can even be told. Blue Cross Blue Shield 

provides healthcare insurance but looks at it through the lens 

of profit margin. So providing insurance to some is good but 

failing to be able to provide health insurance to all who want it 

is a problem.”

“I’ve heard about KU health center and their cancer research 

and treatment. I’ve also had experience with Children’s Mercy 

financial assistance and care.”

12



“Hospitals have an inherent goal 
of helping people (some do it 
well and some do not), whereas 
many non-hospital entities exist 
at the expense of people.

“Cerner provides lots of jobs, but I’m not really 

sure what they do for society. Blue Cross and 

Blue Shield is just an insurance company - not 

really sure what they do to make a difference. 

The hospitals provide great care, but that’s kind of 

the price to play. The only exception is Children’s 

Mercy which really goes above and beyond to 

serve kids.”

“CMH works with sick kids; that seems pretty 

noble. I’ve had experience with KU Med and they 

seem to be trying to make a difference in how 

healthcare works. Cerner seems like maybe they 

are doing good things but I don’t really know much 

about what they do.”

”
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LARGE CORPORATIONS

This assessment provided an interesting viewpoint for some 

iconic Kansas City companies. Overall, these organizations scored 

largely in the middle of our scoring spectrum. And it showed that 

respondents generally were neutral about the profound, positive 

impact these companies make in the community. 

“Based on my personal experience with these 

companies and recent anecdotal information from a 

Hallmark employee. DST staffers often boast of the 

great things they are compelled to do as a DST team 

member. Love that. ”

0 1 2 3 4 5 6 7 8 9 10

Financial Services
Score: 3.40

Large Corporations
Score: 4.78

Health Care
Score: 6.88

Nonprofits
Score: 6.90

AMC Theatres
Score: 4.14

Hallmark
Score: 6.49

Garmin 
International
Score: 5.68

DST Systems
Score: 4

Sprint
Score: 3.62
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“

A common theme across all organizations 

from respondents was the idea that these 

organizations just don’t seem to make 

a major impact in the city, aside from 

providing jobs. Part of that is because 

the industries these companies work 

in weren’t thought of as essential to the 

needs of society.

Hallmark (6.49) drew the highest marks in 

this group. Several respondents noted that 

their rating of Hallmark was influenced 

by the philanthropic history of the Hall 

family. It was also noted the positive impact 

of Hallmark highlighting individuals and 

families of all backgrounds in its products 

and marketing campaigns.

The rest of the companies in this group 

generated neutral scores and perceptions 

- or worse. As noted above, there were 

few comments about the impact these 

organizations make that truly changes 

lives, communities and the world. Sprint 

(3.62) bore the brunt of the criticism. 

Aside from owning the second lowest 

overall score in our assessment, the 

telecommunications giant was chided for 

layoffs and what some perceived to be a 

struggling business.

What Our Respondents Said

“These companies are just in retail - not real impact to the 

community beyond the jobs they offer.”

Aside from providing jobs, I have no 
clue what these organizations do that 
make any real, meaningful impact in 
the community.

“Companies like Sprint that lay people off every year are 

clearly mismanaged and likely don’t have the time or capacity 

to focus on positively impacting anyone except the executives 

who are trying not to be fired. The other companies rate higher 

not because of how good they are, rather how bad they aren’t.”

“Sprint seems selfish to me. Not really sure they do anything 

to make a profound difference for the world around them. I 

like that Hallmark has promoted the importance of human 

connections, but I’m not sure what they have done in the recent 

years that adds up to a desirable purpose. Garmin, AMC, & DST - 

not sure what they do other than just run a business.”

”
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“With the exception of 
Sprint (communication) 
I don’t know that the 
products and services 
are “needed” so I 
don’t perceive their 
contributions as 
significantly impacting 
communities around the 
world. Fitness trackers 
or greeting cards are not 
basic necessities.

“AMC got low ratings since they sold out to China. Plus their 

employment policies are draconian and outdated.”

“I don’t know that AMC does anything beyond run a business 

- that’s all I can see from going to their theaters. I don’t know 

anything about DST. Sprint seems no better than Verizon et. al. 

- at least I have no reason to think they’re different than other 

horrible telecom companies who are actively working against 

the best interests of the American public. Garmin & Hallmark 

seem like they are better than average companies, I’m not sure 

why I believe that.”

“Most of these don’t make a product or provide a service that 

has human impact.  Sure, they create jobs based on size and 

make investments in the community. Sprint (naming rights, tech 

accelerator) is good. Hallmark based on the charitable donations 

of the Hall family (the business seems to be capped though). 

Garmin - wearable devices are great but don’t know how they 

impact the community. AMC seems the least impactful (and 

plays both sides of the state line to get incentives). DST provides 

jobs and has been active in the downtown area (as a developer).  

They have enterprise scale but could use that to be more 

profound (or perhaps we just don’t know about it).”

”
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“Water.org, Unbound, Children’s International, 

Harvesters all seem very admirable in their efforts. 

Kauffman charitable efforts aren’t their primary 

business objective.

NONPROFITS

The nonprofits and organizations in this group scored well 

from our respondents. These organizations ranked better 

than any other group in our survey. 

”

0 1 2 3 4 5 6 7 8 9 10

Financial Services
Score: 3.40

Large Corporations
Score: 4.78

Health Care
Score: 6.88

Nonprofits
Score: 6.90

Unbound
Score: 6.19

Kauffman
Foundation
Score: 7.81

Water.org
Score: 7.22

Harversters
Score: 8.49

Children’s
International
Score: 6.14

UMKC
Score: 5.59
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“

Respondents noted they gave the highest ratings 

to the organizations they knew about and believed 

delivered the biggest impact. Hence the top two in 

this group are ones with local impact - Harvesters 

(8.49), a regional food bank, and the Kauffman 

Foundation (7.81), an organization that invests in 

education and entrepreneurship in Kansas City. 

The Kauffman Foundation’s score was driven, 

in part, by older respondents. The 50-64 and 

the 65 and older age groups gave the Kauffman 

Foundation the highest score of all organizations 

in this Brand Believability survey. We believe that 

score is largely tied to positive feelings associated 

with the work for the community of Ewing and 

Marion Kauffman in their lives, including Marion 

Laboratories and founding the Kansas City Royals.

Unbound and Children’s International ranked 

among the lowest nonprofits in this survey. 

Respondents indicated part of this average 

ranking was because they were unsure exactly 

what these organizations did. While they were 

given credit for doing nonprofit work, some 

respondents were unclear on the exact impact 

of their work. Others were unsure how much of 

the money donated to those groups actually goes 

to help those in need. Though, Charity Navigator 

gives high scores to both Unbound (92.2) and 

Children’s International (89.7).

What Our Respondents Said

“Inherently non-profit and mission-driven organizations, 

but not all do enough for the community that they have a 

footprint in.”

My expectation is that the mission of 
these non-profits includes something 
related to positively impacting the 
world, which is why on average they 
rate higher than the other groups.

“Not familiar with what Unbound does. Water.org 

because I think they have a great mission and water 

is due to become scarce, very serious. You can see 

first hand the good work Harvesters does by joining 

in volunteer work with them - have also heard word 

of mouth that their strategic bin placement programs 

have been really successful. I have a good feeling about 

Kauffman and am proud to say they’re in KC but don’t 

know much about their actual impact. UMKC is riddled 

with unhappy employees.”

”

18



“With the local organizations it’s a matter of seeing them in action, 
with the national organizations I suppose I’m more skeptical of their 
impact because it’s harder to see the impact they make.

“These are great non-profits that are doing important, 

purpose-driven work. UMKC is a good university, but I don’t 

really think of them as purpose-driven.”

“Assistance to the community.”

“I am a UMKC alum (Masters degree) and have had 

personal interactions with Unbound and Harvesters and 

I note that both of those organizations spend money on 

KCUR and other advertising channels. I interviewed with 

the Kauffman Foundation and while they do great work (my 

husband is a FastTrac grad) the person who interviewed me 

(I was recruited by a search firm) did not know my name 

nor had read my resume and sadly (and likely unfairly) that 

colored my view of the Kauffman Foundation.”

“The global charities make a direct impact on individual 

lives and communities in different regions across the globe. 

Scale seems limited, and they have competition in the space 

they work in.  Could they do more?  Harvesters addresses 

food insecurity. Basic Maslow rung. Kauffman Foundation 

has made huge investments - not only in entrepreneurship 

but community support (scholarships, etc.).  UMKC - I think 

colleges overall struggle to make an impact based on cost/

benefit. And why would you lie about a ranking? Seems like 

a profit over purpose situation.”

“I doubt UMKC is really driven to make an impact on 

people’s lives; I figure like most universities its primary 

impetus is to perpetuate its own existence.”

”
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We asked our survey respondents to score, on a scale of 0-10, companies on their perception of that organization’s profound, 

positive impact on lives, communities and the world. 
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DEMOGRAPHIC BREAKDOWN
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Children’s Mercy 

Hospital - 9.05

Harvesters - 8.70

Kauffman Foundation - 7.95

University of 

Kansas Hospital - 7.85

Cerner - 7.25

Water.org - 7.0

St. Luke’s Hospital - 6.85

Hallmark - 6.70

Unbound - 6.35

Garmin - 5.95

Children’s International - 5.90

UMKC - 5.70

H&R Block - 5.25

DETAILED SCORES

Demographic Breakdown | Women

Blue Cross Blue Shield of 

Kansas City - 4.95

American Century 

Investments - 4.75

AMC Theatres - 4.20

Lockton - 4.20

Commerce Bank - 3.95

Sprint - 3.80

DST - 3.70

Waddell & Reed - 3.45

UMB - 3.20

Children’s Mercy 

Hospital - 8.80

Harvesters - 8.00

Water.org - 7.53

Kauffman Foundation - 7.29

University of 

Kansas Hospital - 7.13

Children’s International - 6.50

St. Luke’s Hospital - 6.43

Hallmark - 6.13

Unbound - 6.07

American Century 

Investments - 5.43

UMKC - 5.27

Garmin - 5.13

Cerner - 5.07

H&R Block - 4.86

Demographic Breakdown | Men

UMB - 4.21

Waddell & Reed - 4.14

Lockton - 4.14

AMC Theatres - 4.13

DST - 4.13

Commerce Bank - 4.07

Blue Cross Blue Shield of 

Kansas City - 3.93

Sprint - 3.13
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Children’s Mercy 

Hospital - 9.50

Hallmark - 8.25

Harvesters - 8.00

Kauffman Foundation - 8.00

Children’s International - 7.75

Cerner - 7.50

St. Luke’s Hospital - 7.25

Water.org - 7.00

University of 

Kansas Hospital - 6.75

Unbound - 6.50

Blue Cross Blue Shield of 

Kansas City - 6.25

American Century 

Investments - 6.25

UMKC - 5.50

DETAILED SCORES

Demographic Breakdown | 18 - 29

Waddell & Reed - 5.50

H&R Block - 5.25

AMC Theatres - 5.25

Garmin - 4.75

Lockton - 4.75

Commerce Bank - 4.75

UMB - 4.25

Sprint - 3.00

DST - 3.00

Children’s Mercy 

Hospital - 8.50

Harvesters - 8.06

University of 

Kansas Hospital - 7.19

Water.org - 6.56

Kauffman Foundation - 6.07

Unbound - 5.93

St. Luke’s Hospital - 5.73

American Century 

Investments - 3.53

Hallmark - 5.31

Cerner - 5.13

Children’s International 

- 5.07

Garmin - 4.56

UMKC - 4.56

Demographic Breakdown | 30 - 49

H&R Block - 4.33

AMC Theatres - 3.88

Lockton - 3.67

Commerce Bank - 3.40

Blue Cross Blue Shield of 

Kansas City - 3.31

DST - 3.25

Waddell & Reed - 3.20

UMB - 2.67

Sprint - 2.25
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Kauffman Foundation - 9.08

Harvesters - 8.77

University of 

Kansas Hospital - 8.15

Water.org - 8.08

St. Luke’s Hospital - 7.62

Cerner - 7.23

Hallmark - 7.15

Unbound - 6.77

Children’s International - 6.69

Children’s Mercy 

Hospital - 6.69

Garmin - 6.62

American Century 

Investments - 6.46

UMKC - 6.46

H&R Block - 6.00

DETAILED SCORES

Demographic Breakdown | 50 - 64

Blue Cross Blue Shield of 

Kansas City - 5.38

Sprint - 5.23

DST - 4.92

Lockton - 4.62

Commerce Bank - 4.46

UMB - 4.46

AMC Theatres - 4.00

Waddell & Reed - 3.85

Kauffman Foundation - 10

Harvesters - 9.50

Garmin - 9.00

University of 

Kansas Hospital - 8.00

Cerner - 7.50

Children’s International - 7.50

Children’s Mercy 

Hospital - 7.50

Hallmark - 7.50

Water.org - 7.50

UMKC - 7.00

St. Luke’s Hospital - 6.50

AMC Theatres - 5.50

Blue Cross Blue Shield of 

Kansas City - 5.00 

Demographic Breakdown | 65 and older

American Century 

Investments - 4.50

H&R Block - 4.50

Unbound - 4.50

Commerce Bank - 4.00

DST - 4.00

Lockton - 4.00

UMB - 4.00

Sprint - 3.50

Waddell & Reed - 3.50
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ABOUT WILL & GRAIL

Will & Grail is a strategic consultancy helping organizations bring their meaningful 

purpose into business strategy. We build Brand Believability, the standard companies 

must aim for if they want to be seen as having a meaningful purpose in the eyes of 

the world. It’s core to our purpose of transformational change that drives alignment 

of what you say and what you do - backed by resources, tools and experience helping 

companies iterate forward.

Will & Grail was formed by a marriage of experience and one lofty ideal - that 

organizations can and should focus on more than just making money. That we 

should also create meaning for those impacted by the work we do - customers, 

employees, investors, the communities where we live and work, and ultimately the 

world. This purpose is our ‘grail’ and our team provides the ‘will’ to make it happen, 

unlocking the potential for positive change that happens when organizations innovate 

with purpose, on purpose.

Ready to act on purpose?

Mounting evidence shows meaningful purpose has the power to drive 

transformational change. When a company acts with meaningful purpose, it sees 

positive financial results across the organization. Our Purpose Potential Assessment 

will help gauge how well your organization understands and acts on the potential 

of meaningful purpose - the drive to make a profound, positive impact on lives, 

communities and the world. 

See where you stand by visiting willgrail.com/purpose-potential-assessment.
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