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“You can't move people to
action unless you first move
them

- John Maxwell



Our philosophy

Humanizing brands, moving people.

Humanizing brands requires deeper Moving people requires creating
human understanding to human-centric moments
create meaningful connections designed to inspire action
Customers Choose

Leadership Join

Employees Give

Communities Refer

Influencers Engage

Investors Help

Requlators Champion



Humanizing starts with understanding what drives choice

Reputation

CHOICE &
ADVOCACY

Monigle’'s Humanizing Brand
Experience framework is built
for today’'s brand leaders and
Is proven to drive growth.

The Humanizing Brand Experience framework is
based on the latest social science and brand thinking,
highlighting the experience-driven actions needed to
grow reputation and move people.

At the heart of the framework is a structural equation
model that has been validated and proven to drive
consumer choice and advocacy.
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We bring a diversity of capabilities to ensure long-term impact and success

O1.

Insights

Quantitative
Qualitative
Brand tracking
Brand valuation

02.

Strategy

Positioning

Brand architecture
Value propositions
Content strategy

03.

Expression

Naming

Verbal expression
Visual expression
Sonic expression

04.

Experience

Journey mapping
Experience design
Experience innovation
Digital experience

05.

Culture

Culture design

Employee value proposition
Behaviors and commitments
Values

Employee engagement

06.

Activation

Implementation / conversion
Launch

Governance and enablement
Signage and wayfinding
Online brand management

07.

Advertising

Campaign design
Campaign messaging
Production

Media

08.

Transformation

Go-to-market design
Offering design
Category design
Catalytic design
Resilience design
Leadership design




We bring deep experience working with diverse leading global brands
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And our experience in the health industry is unmatched
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With expertise working across the entire health spectrum
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We're leading the conversation

on the future of health through our
groundbreaking annual health care
consumer experience study—
Humanizing Brand Experience.
Annually, we conduct research with
30,000+ consumers in this body

of work alone.



Humanizing Brand Experience is now in its 7th year
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Breadth of experience

Successful brands align business, brand, culture, and experience, which is why Monigle has
significant experience across each of these disciplines and enables us to be your long-term
partner to drive success

Impact

Our mantra is humanizing brands to move people, and our processes are proven to
connect in more meaningful ways to move people to choose you, remain loyal, and be
your advocate, which directly drives growth

Agility

As an independent firm with agile work processes, we can move faster and better adapt to

the unexpected with our primary goal being to do what is right for you, your business, and
your brand
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.3";2 . Refreshing an emerging pharma powerhouse to take a
sunovion more proactive role in the lives of those they serve
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A massive health care system seeks its own truth

Imagine the sheer scale of a rebranding effort that includes 25+ hospitals, 650 outpatient locations, 3,900 employed
doctors and more than 60,000 employees. Now factor in a name change to institutions with long histories and a
dynamic CEO that continually pushes to rethink how healthcare is delivered. This is the challenge that New York
state’s largest private employer, North Shore-LIJ, took on. Following the 1997 merger between North Shore Health
System and Long Island Jewish Medical Center, the organization grew through acquisition. The massive health care
system needed to position itself for tomorrow’s care and to fulfill its vision to grow bigger, better and more
innovative.

Simply getting the project off the ground was a feat in itself. Chief Marketing Officer, Ramon Soto, arriving after years
and years of false starts, overcame disruption and pushback to secure the buy-in of over 100 board members to
agree to name changes—for the system and for individual hospitals—that many considered sacred. That's how North
Shore-LIJ began its journey to become Northwell Health.

Because New York is a vanguard state in health care, pioneering information exchange and technology, consumers
value innovation more in this region than almost anywhere else in the country. The brand purpose had to embody
the notion of being cutting-edge, while staying true to Northwell's roots as a boundary-pushing community pillar
that provides high-quality all-around healthcare. Borrowing from the mindset of an industry-leading CEO, the brand
positioning was built around leadership that focused on continuously defining and redefining the future of
healthcare.

As the brand scaled and rolled out across the market, consumers and employees began to understand the power
and reach of the Northwell brand. As soon as a year after launch, awareness and understanding metrics were spiking
even in a complex media market across the Tri-State region.
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The Constellation Symbol

The constellation symbol, used in the logo and throughout the design system, signals that
Northwell Health is greater than the sum of its parts. The symbol's arrows of different sizes and
colors, represents the diversity of minds and expertise that make up the organization, all united
with dynamic energy. The upward direction of the arrows is a hod to Northwell's culture of
innovation, demonstrating the system'’s forward-thinking orientation.
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Huntington Hospital
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Facilities/Centers
and Institutes

Alvin and Dorothy Schwartz Ambulatory Surgery Center
Ambulatory Surgery Center

Apelian Cochlear Implant Center

Bioskills Education Center

Brain Tumor Center of the Cancer Institute

Broadlawn Manor Nursing & Rehabilitation Center

Cancer Institute

Center for AIDS Research and TreatmentLong Island Jewish
Center for Advanced Medicine

Center for Aesthetic Plastic Surgery

Center for Cranial Base Surgery

Center for Diabetes in Pregnancy

Center for Human Reproduction
Gastrointestinal Oncology Center
Gynecologic Oncology Center

Neuroscience Institute

Obsessive Compulsive Disorder (OCD) Center
Orthopedic Institute

Schein Voice Center

The Smith Institute for Urology

Service Lines

Anesthesiology and pain management
Bones, joints, muscles, hands, feet
Brain and nerves

Cancer and blood disorders

Center for Head and Neck Oncology
Cardiovascular and thoracic services
Ear, nose and throat

Environmental and occupational health
Heart and vein health

Hospice & Palliative Care

Kidney disease and hypertension

Lungs and airways

Mental health

Plastic & Reconstructive Surgery
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Voice Principles

Writing
Best Practices

Be confident.
Use a strong, active voice.

Keep it simple.
Think clear, concise and straightforward—
don't write more than you have to.

Stay focused.
Pick one idea per piece of communication,
and stay focused on that story.

Our voice
should feel like...
A turning point

When innovation transforms from
something cold and technological, to
something unmistakably human

When something that was complex
and overwhelming, suddenly feels clear

When you feel truly cared for—not just
sympathized with, but seen and understood

The feeling that, finally, someone is
seeing things from a new perspective
(“Finally, someone gets me”)

Show and tell.
Create a "hook” that gets people engaged.
Share a story, not just a statistic.

Know your audience.

Identify who you are speaking to, and
consider what they know and where they
are in their journey.

Peer review.
Have someone read your work out loud,
and use our brand voice checklist to evaluate.

The Turning Point Voice

Voice Principle 1

Think human first

The turning point for healthcare will

be when people stop thinking about
innovation as tech-led, and start thinking
about it as human-led. Our voice shows
how we're ahead of the game just by
sounding human. Lead with emotion,
empathy and warmth. Help people feel
supported, understood, and relieved
(“Finally, someone gets me.”)

Writing tactics:
N Use the first and second person

(“you”, “we”, “us”) to create a human
connection— when possible, use

first names

q Write like a human, not a company:
lose the jargon, embrace human
expressions, contractions,
and emotion

q Simplify complexity wherever we can

by explaining it like you really would,
in-person

Voice Principle 2
Make vision real

A turning point is a moment of
inspiration, that can only be created

by those with the imagination to think
beyond the status quo and the vision to
question what'’s possible. Invite others
to share in our big ideas about the future
of healthcare. Energize and excite people
by empowering them to imagine

what possible.

Writing tactics:

W Create energizing, bold headlines with
eye-catching statements about the
work we’re doing

N Encourage people to think big with us
(Think: “What if...”, “Imagine...”)

W Always connect big ideas (science,

innovations, awards) to what it
means for people—paint a picture
in their mind

Voice Principle 3

Shift perspective

With a new direction comes a new way
of looking at the world. Share our unique
vision with people by highlighting the
differences that our perspective reveals.
Create a clear shift in a story, when
everything changes for the better. Take
something simple—and turn it into
something else entirely.

Writing tactics:

9 Create a shift (visually, or through
storytelling) when everything
changes (“Everything seemed
impossible. Until...”)

N Create human action in unusual
context—for example, give hands to
an MRI machine; eyes to a needle

9 Share a story from a unique

perspective (Doctor by day,
Dad by night)
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The symbol's multiple arrows, of different
sizes and colors, convey the idea that many
different parts combine to form a unified
entity with dynamic energy. The upward
right direction of the arrows is a hod to
Northwell's culture of innovation,
demonstrating the system'’s forward-
thinking orientation.

N
h |

b |
" Northwell
Health:

Nationally recognized

for extraordinary

pediatric care.

Read more

Doctors

Treatments & services
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“For this to be successful, everybody
has to have a vested interest In
getting this to the right place. And
the need to mobilize everybody and
move in the right direction has
probably been the hardest job. With
that said, everybody Is ready and
energized. We have a really gooad
story to tell and a really good
platform to tell it.”

Ramon Soto
Chief Marketing Officer, Northwell Health

‘Monigle has an amazing way of
getting corporate players to talk
honestly and collaboratively about
their established brands and
businesses. While respecting the
essence of an existing brand,
Monigle has a unique ability to find
the white space and breakthrough
to create a truly unigue brand
positioning

and expression.”

Katherine E. Zimmerman Sr.
Director of Brand, Marketing & Communications, Northwell Health
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Overview

New Orleans is a place unlike any other, filled with a community of patchwork parishes and cultural
distinctions all bound together by infectious hospitality and jo/e de vivre. But it's also a community that
struggles with consistent quality healthcare, accessibility across its very diverse socio-economic parishes but
is ripe for a revitalization of health and health care. Meet LCMC Health, a homegrown health care system
weaving together hospitals with 100+ year old legacies empowered to improve New Orleans’ health and
wellness landscape.

With a deep dive into the role of each hospital in contributing to the local micro-communities across the
region, we developed a clear understanding of the raw material that we had to work with—the traits of
established institutions that could become a part of a bigger story. The outside-in view of what consumers
needed from the brand became the balance to that story.

New Orleans consumers hungered for a more personal, human touch while the place they called home
demanded respect for individuality and the realization that each consumer wants and needs an experience as
unique as they are. Thus, a new LCMC Health brand was born—one focused on celebrating extraordinary in a
world of ordinary through the empowerment of team members to express their own lagniappe, a unique
concept to Louisiana expressed by “a little something extra® that we each bring to our professional and
personal pursuits.
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Brand Essence
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We celebrate extraordinary
In a world of ordinary

Attributes

Being authentically Championing Always looking
New Orleans originality forward



( Before)

( After)

icmc P
Health

How do you bring extraordinary to life in a real, human way? That became
the design challenge as we worked to craft a new visual expression of the
brand. To build that human connection, we wanted to borrow a cue to
which we could all relate.

The heart icon became a clear point of differentiation for the brand that de-
positioned the very technical, innovation-oriented competitor against this
more emotional connection. And this connection has guided the
experience ever since.
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If you have ever been to New Orleans, you know
that a little something extra is part of life here,
because a little extra is the difference between
ORDINARY and EXTRAORDINARY. Know that
feeling you get when someone goes above and
beyond? That is what this brand taps into: A

Little Something Extra. We built this brand to
deliver a personality that would not only be true to
the region but would allow each employee to
interpret what a little extra means to them and
customize the delivery of their own extras. Since
this brand is built around the employees, we knew
that before we launched the brand externally, we
had to get internal audiences engaged and
excited.

mac monitor - Goagle Search

Lcmc €

A little something
extra

Alittle something extra” is a part of life in New
Orleans, It's a part of LCMC Health, too. See
what makes our people EXTRAordinary,

LittleExtras.com

® Safari File Edit View History Bookmarks Window Help

Hospitals in New Orleans

o @ M 1 Z W) BF Thui236AM Mark Thwaites Q @ =

LEMC Health | Hospitais in New Orieans

a 5T
Newsroom Contact Us

O 4

Hospitals in New
Orleans

Quality Care in five convenient




Logos Color Palette

Lcmc P
Health

West Jefferson "

Medical Center
LCMC Health

v W
Children's Hospital

New Orleans
LCMC Health

Touro ”

LCMC Health

University Q)
Medical Center

New Orleans
LCMC Health

Typography

Jubilat

ABCDEFGHIUKLMNOPQRSTU
abedefghijkimnopaqrstu
1234567890!@#$% " &*

Jubilat Regular
AaBbCeDdEeFfGgHhI JJKKLIMmNnOoPpQgRrSsTIU

Jubilat Medium
AaBbCeDdEeFIGgHhIUJKKLIMmMNNOoPpQqRrSsT

Jubilat Semibold
AaBbCeDdEeFfGgHhIJjKKLIMmNnOoPpQqRrSsT

€llife)Y;

ABCDEFGHIJKLMNOPQRSTU
abcdefghijklmnopgrstu-

1234567890!@#$%"&*

Gilroy Regular/Regular Italic
AaBbCcDdEeFfGgHhliJiKkLIMmNNOoPpQoRrSsT
Gilroy Bold/Bold Italic
AaBbCcDdEeFfGgHhliJjKkLIMmNnOoPpQqRrSsT

Photography

System device and icons







a-kind care Health
for one-of-
a-kind kids

LCMCheoith ceg pediotricy ‘

Josephine

Community Relations Manager

Seraphinia

Vendor

Health care in your
neighborhood

Health care for
every body

Rehabilitation Center

The right care,
right where you need it

Care made for the neighborhood

University"
Medical Center
New O

Expertly Human,




Welcome to the family

New mothers guide

LCMC "

Health
= Cancer Center LCMC Q’
Health

The right care,
right where you need it

Welcome to the family,
Dr. Taylor Ellis

1‘ Health




lass care clos

West Jefferson €

Medical Center
AL R T
X ‘T oy ® Lo




%&; Tod

d w ched to incredible internal e

included a CEO-led second line, a live band and i

office space that educated audiences and providedt

experience. The internal launch the N

er es and comml ourﬂrst pha
seeing incredible > momentum around the brand -RQ’ the market—th

5.

understandmg and choice amon auences arket.




LITTLE

.‘@oca.@.

Share your own littk
somothing extra ot
UttieExtros.com

someone a
thank you
note, just
for being
themselves.

o0 at 5 ar % = E ar
LittheExtros.com LittleExtros.com LttleExtras.com LittieExtras.com

LittloExtras.com

© et

A doncs o doy Keens

Show off those moves!

LEMC Hoalty

[~ e )

¥5 be youltiful)

Give somenrs o

Cheer on someons

bod whet avay relici—ted a joke

e of o entranenary avgsoyes

© s e

Creote your own lttie
cause for celebrotion!

WOD'SDJIXS3| 1|

56, wa gotta know

Yo Garves
poct and to te
culabroted ™

My celatration chont | do
i ey tearm Yo celetvote
fetie on big wne

what's your iitle sarmething extra?




East Hospital

Center Now (

Touro Infirmary HospitallD

Children's Hospital
New Orfeans

West JeffersonfE™
Medical Center

‘.
!I

“

il
i
lﬁ‘,‘:&"




We'te o health system 1.2 .
oxtra-extraordinary €aré
in New Orleans

ond to bring a little more heck. &
soul to healthcare along the way.







The response to our new brand has been positive and
powerful. The most significant value is what it has done for
our culture and employees. Brand launch brought people
across the organization together and you could feel their
pride in being part of something bigger, our health care
system. Our people are energized by our very human brand
that clearly communicates our story and empowers our
employees to do that ‘little something extra’ every day.
We're now focused on sustaining that magical launch day
feeling and hardwiring it in everything we do, internally and
externally. Engaged and proud employees create a great
culture and that positively impacts what's most important to
us, our patients and community.

- Christine Albert, MPP, APR, Senior Vice President, Marketing and Communications, LCMC Health
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CASE STUDY

A new horizon in health where empathy
e a t and expertise intersect

Brand Platform

Brand Architecture & Nomenclature
Research

Naming

Visual ldentity
Collateral & Stationery
Signage Program
BEAM

Brand Video

Digital Toolkit
Activation Planning

Training Video




Infusing expertise and innovation in a 70-year-old organization

UNC Health Care has strong historic roots dating back over 70 years but was facing an identity that was outdated and didn't
properly reflect their aspirations as a system—their focus shifted to empowering health, not just health care, and caring for
people across the state of North Carolina. In addition, the system was undergoing a larger scale transformation effort culturally
and operationally to provide a modern, integrated approach to meet patient needs. As they looked to transform as a system, they
needed to bring their brand along on that journey.

A robust discovery process, including internal interviews and consumer insights, confirmed a positioning for the system at the
convergence of empathy and expertise, allowing it to stand out from local competition, including academic-focused Duke
Health and community-focused Novant Health. Research also supported the decision to drop the word “Care” from the name,
allowing the system to stretch beyond typical health care boundaries and reflect its future ambitions.

With these insights in mind, we created a visual identity that proudly displays the duality of the system, maintaining the traditional
Carolina Blue that the system has proudly displayed since 1952, while introducing a new, modern secondary color palette. A
robust socialization process helped to navigate the relationship between the health system and university, driving buy-in across
the system. We simplified the system'’s brand architecture to reinforce the idea of ONE UNC Health and supported the activation
process to introduce and integrate the new brand across the system. The result is a modern, aspirational brand that reflects the
intersection of empathy and expertise, propelling the organization on their path of transformation.



Brand Essence

aaaaaa

Ensure a healthy
future for all |

Approachable Transformative Optimistic / /



( Before )

WUNC

HEALTH CARE

( After)

HEALTH

The new UNC Health name and logo mark are symbolic of a commitment to the health
system'’s transformation strategy. That strategy was developed to ensure an ability to care
for the people of North Carolina as customers adopt new technologies and expect a new
kind of health care delivery. The logo embodies the essence of UNC Health's vision: a
new horizon in health where empathy and expertise intersect.









HEALTH.

Michele Cerminaro
MD




Your family,

our care and
expertise -
we
care for
UNC your family

HEALTH.

SR A ¢
Conquering e
cancer

together

Que recture pedigna tion serae
iliquun dicatus et ferferis qui
volorpo remp orro

UNC

HEALTH

Find your
doctor

Finding your doctor has
never been easler

4

Froen primary care providers to specialists,
UNC Find-A-Doc is your reseurce for finding
the right care close to homa.

URC

HEALTH

Begh your search at uncfindadoc.org
or call (984) 974-632

unchaalthorg

unchealthorg




Muller Light
Muller Regular
Muller Medium
Muller Bold
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L N\ C Who We Are Guidelines Using our brand Downloads Resources

Welcome to Brand Central!

Your go-to site for UNC Health brand information, assets and materials.

Watch our brand video

What are you looking for?




URC

HEALTH

Who We Are

Photography

Introduction

UNC Health Living
UNC Health Caring
Inuse

| Misuse

Guidelines Using our brand Downloads R

o Acd o Favorites.

Introduction

Our UNC Health photography is authentic, bright, clean and cool.

AUTHENTIC

BRIGHT

Our p phy is a and visual element that reflacts the more human,
amotional aspects of our brand Through style and content, we can merge the empathy and
expertise that our brand embodies. We have two palettes for UNC Health photography — Living ang
Caring. Qur Living /mages represent the healthy lifestyle and positive cutcomes of our expertise ang
care. Our Caring imagery portrays the ceople involved in and the environments where our
communities experience our care,

Allimagery should te professionally executed, well-lit and thoughtfully composed Backgrounds
should be clean, simple and uncluttered. Content should be candid, never posed or staged. Wewou
encourage you to use our images with more diverse populations to show the breadth of our co~
worker and patient populations in North Carolina.

UNC Health Living

When producing or selecting Living photography, follow the key principles bealow,

« Capture averyday people in positive, healthy Ifestyle activities.
« Subject matter should be warm, human and diverse

« Color tone should be cool, clean and bright.

« Lighting should be very bright, but still natural,

« Subject should feel authentic and natural

« People can be alone or connecting with each other.

Who We Are

Brand voice

Qur voice principles

Principle 1: We are
approachable

Principle 2: We are
transformative

Principle 3: We are optimistic
Brand voice
Style guide

Guidelines

o A o Favorites

Our voice principles

What are voice principles?

Voice principles are the feelings that deliver tone. Our principles directly align to our brand
personality traits, and aid us in embodying the feeling we want our audiences to have when they
engage with us

If our voice was embodied by a person, that person would be:

Your high-achieving but down-to-earth friend whe lives down the block She has a PhD and has
traveled the world, but she still comes over for barbecues and picks up your kid at soccer when you're
stuck at work

She's the person you go to when you feel lost or confused because she listens and then gives real
advice - advice you can put into acticn. (And she always responds to text messages quickly,
sometimes even with a phone call )

She knows what she's taking about and isn't afraid to tell you something you might not want to hear.
But she naver bosses you around or you, she resp your dedge and opinions. Talking
to her makes you feel cared for, reassured and confident that you will get through a tough time.

Principle 1: We are
approachable

At UNC Health, we are committed to combining
the head and the heart. By uniting empathy and
expertise, we ensure every North Carolinian has
affordable access to a new standard of health

An example of what we mean:

At UNC Health, we are cornmitted to improving
the health of all North Carolinians, through
everyday patient care, ongoing research to
improve people’s fives, and inspirational
encounters where we hope everyone we meet
feels comfortable and inciuded, asks questions,
and leaves their intevraction feeling heard and
empowered about their health

E A

WHAT WE MEAN We sound empathetic, warm, rationa), inclusive and emotional.

WHAT WE DON'T
MEAN

We don’t sound judgmental, authoritarian, superior or cold

HOW WE WANT
AUDIENCES TO FEEL
ABOUT US

We want our readers to feel comfortable asking us anything.

HOW WE BRING THIS I really want people to know that it's OK for you to talk with your primary

TO LIFE care provider if you are feeling depressed, anxious or have any other
concerns about your mental health. You don’t have to wait for an
appoi with a psychiatrist” - Dana M. Neutre, MO, PhD is an
associate medical director at UNC Family Medicine Canter at Chape!

Hifl “How a Primary Care Provider Can Help Improve Your Mental

‘Whe We dre Guidelinas

Logo library
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1 Over the last year, Monigle has played an
influential role in not only leading
development of our new identity, but in the
socialization and on-the-ground prep to
make this change real across our system.
Thanks to their partnership, we are proud
to present a brand to the world that reflects
the duality of our organization and
illustrates our commitment to being a
positive force for all of North Carolina. 59

- Elizabeth Hite,
Executive Director, Brand & Marketing



CASE STUDY

Illuminating a new era of healthcare

Luminis Realth =

Brand Strategy

Naming

Brand Platform

Brand Architecture
Partnership Strategy
Verbal |dentity

Visual |dentity

Activation

Teaser and Launch

Brand Behaviors and Book

Guidelines

Brand Training




LIGHTING THE WAY WITH EASE AND SIMPLICITY

Industry Context:

In recent years, a new expectation has been set in the healthcare
industry to shift the focus to a more patient-centric business
model. However, while many brands strive to bring higher levels
of humanity to their approach, few have embraced it as whole-
heartedly and holistically as Luminis Health.

Challenge:

We began with two unique health systems with one shared goal: to
transform people’s care for the better. In order to do so, the new
brand, culture, and voice had to be seamlessly integrated,
externally and internally. Both organizations needed to come
together around something that mattered.

When combined, these health systems stretched across nearly the
entire state of Maryland, from Washington DC to Baltimore—a
highly competitive region for healthcare. Our opportunity was to
position against the big academic medical centers by offering
something different: a simpler, more personal, more human
approach.

Research showed that consumers want to feel prioritized, and want
to be involved in their care. Ultimately, they want to be treated like
a person that matters. Our new brand had to show how a small
system with a big heart could deliver all of that, and more.

Strategy:

We focused the new brand around a single, essential concept:
making healthcare refreshingly easy. This strategy not only aligned
with what people want from their care experience, but also helped
distinguish Luminis in a highly-competitive market. We elevated
the big benefits of a “small” system: locations are easy to
navigate, not huge and overwhelming; providers are embedded in
neighborhoods, not big cities; and doctors have more time to care
for individuals, instead of treating them like another number.

We set out to create a brand that looked, sounded, and felt as
bright and welcoming as this refreshing approach. The Luminis
name became our North Star, radiating the simplicity, humanity,
and optimism of the strategy. Every detail, from the colors, to the
photography and illustrations, to the language used in messaging,
was developed to reflect and connect with the people served.

Results:

The new Luminis Health brand is a beacon for hope, healing, and a
better approach to care—on a personal, and industry-wide level.
With a positive energy and momentum that not even the
challenges of 2020 could dim, Luminis Health promises a
refreshing, simple, and whole-heartedly human experience that
sets a new standard for personalized, patient-centric healthcare in
Maryland and beyond.




Stakeholder
perspective

"The opportunity is unbelievable. We can
impact an entire community. There is a lot of
excitement around this.”
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Luminis Health leveraged a three-pronged approach of consensus-
building and buy-in to ensure a successful outcome

Internal leadership

Initial participation in Discovery
interviews to represent both
organizations and their goals

Share directions and options with
leaders at each organization and later as
a combined c-suite team

Bi-weekly meetings with Tori Bayless,
CEQ, on progress and decisions (some
meetings were internal-only, others
included Monigle)

Regular presentations with both sets
of Board of Directors

Employees

Focus Groups included as part of .
discovery process to represent both
organizations

Each phase included a workshop that .
welcomed HR, IT, and frontline staff as

crucial participants .

Included at key decision points to provide
input and make decisions

Communities and local officials

Initial research via quantitative surveys
with consumers and community
influencers that spanned all geographies

Government representatives were
included in Discovery interviews

Socialization with local mosques and
churches before brand change was
publicly announced

Other local care organization including
fire stations, EMTs, and schools were
also involved before launch and invited
to participate

66



Key insights from
our research pushed
the brand positioning
to a unique and
owhable space



Stakeholder
perspective

“If you’re just going to be another hospital,
you’re not going to out-Hopkins Hopkins.”

68



eople wanted a more personal and

umahn experience, a

Consumers want to feel like the top priority when they
receive care

Importance of Emotional Decision Drivers
Sefection Frequency - Conswmers (WN=430)

Makes me feel like the top priority when I'm getting care m

Makes me feel |ke [ have options when It comes to my health care

Providies a stress-free health cara experience

Gives me cenfidence In my long-term health and wellness

Helps me live a good quality of life

Gives me reassurance that they will be there for ma when 1 nesd them

Makes me feel like T'm net the only one going through this

Celebrates my Important milestones and cutcomes

T
Helps and encourages me to be the healthy pereon [ want to be  |INEEE

[ id% |

[ 7% |

Our research shows that consumers from our region want a
human and empathetic experience with quality care

Importance of Decision Drivers — Key Drivers
MaxDiff utility scates - Consumars by county

® Anne Arundal county  mPrince George's county 8 Other county

=1

eli] Al &0 a0

g
B
£
g

health-partner

They also want to work together with their provider like
partners and teammates

Desired Relationship with Health Care Provider

Selaction Frequency — Consumers (N=430)

Committed long-term partners
Teammates

Teacher and student

Marriage of convenience

It doesn't matter to me

Buyer and seller

Other

-
=
&

Our consumers are willing to pay more for the best care and
are active participants in their care

Health Care Categery Engagement

Summary of "Yes responses — Cansumers (N=430)
0% 20% 40% 60 B0% L0 %

180 I think it is worth the extra cost to go to the bect health care provider/facilicy

Provides individualized care specific to a patient's unique needs
Provides the best medical outcomes

Takes the tme to explain things dearly to patients and thelr families
Listens bo patients and involves them in care decisions

Has the best doctors

Cares as much about keeping people well s getiing them well
Demonstrates compassion in every aspect of pabient care

Provides a care axperience that Is consistent every time

Has o good reputation

[ often do my own research on my symptoms andfor treatments

[ always trust my health care provider to make the right decisions for me

I'm interested in watching or reading about health and wellness related topics

1 tend to avoid getting health care services unless I'm really sick or injured

I tend to iy new approaches to..health/ wellness before other people I know

My friends/family consider me a "ge-to” for health cara advice..
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Brand Essence

Promise

Refreshingly easy

Purpose

Removing barriers to health

Pillars

Innate understanding Keeping people in the know  Expertise within reach

No one knows this community better We work side by side with our community As an agile system of care, we're creating a
than we do, and it shows. With and patients in ways that matter most, new force in health care, delivering high-
expertise and understanding, we make ensuring that they're educated and quality care in an optimal way by expanding
each person feel like they're the only informed, so they can take control of their our footprint, mobilizing our services and
one that matters. health. enhancing health in our communities.

We are attuned. We are forthright We are exceptional.




The Luminis Health brand architecture and naming conventions are
designed to build the brand and help patients easily find their way

1

¥ Luminis Health, Sy Aol Muthod Syt 2 Luminis Heaith.
o, Collaborating

Living towards a

healthier healthier you

together

Advancing
Cancer
freatment

1: System

Our masterbrand, represented by the
Luminis Health logo, is prominently
placed with high visibility.

2: Key access points

Medical centers and major service
lines are treated typographically,in a
highly visible location.

3: Wayfinding

Practices, sub-specialties, support
services and locators appear as remote
descriptors or in the context of copy
and address blocks.

Nomenclature Decision Tree

Naming a service or entity and confused
about where to starl? Follow the decision
tree to determine which descriptor fo use..

What is the goal of the thing you're naming?

Fundraising
Provide a place to stay
Administrative

Yes

[ contreces b s |
No
Yes

B Are you naming a physical location?
-~ No

Are conferences held here?

No, fits across many
Is it a subspecialty?
No

No, part of one

Yes

Did it gat $5 million in donations?

3

Not yer

Yes 3 s it a physician practice? Yes
Yes

No

S What is the footprint of this location?

Within a building Is it a distinguishable space such as a room, floor?

Yes
No
S -
— One
No
Yes

Two or more buildings

Foundation
House

Network

Pavilion

. Conference Center

Support Service

Program

. Subspecialty

. Service Line

Institute
Specialty Locator

Room, Suite, etc.
Center

Pavilion
Medical Center
Campus
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And the naming strategy is driven by unity and simplicity

We are unified
under one

The chart beiow cutings the levels of our brand
stchitechure and wivere enbites Ll within this stndfuoe
Thp Iplloming Page (fusinahes how these entities am
{reated visually n applicalion.

Guideposts for
our names.

r d Brand Architeciure Level Enlities Included Visual Treatenent

masterbrand. S
Repeesents Luminis Health and System brand Luminis Heaith Jogo We start with a general approach for our names:
#1rhat we have and do within ocr

How do we deliver on our experience of being system. This js oue anfy logo,

refreshingly easy? One way is by unilying
everything we do under a single system brand (our
masterbrand], we can focus our resources and bang

« Lead with Luminis Health: Luminss Health is our brand and
represents all we do. It’s the first element of all cur names.

« Limit to fast name: While donors are eoilical 10 our system and
growth, their names add complexity. When possible, use only last
names of our donors,

» Be descriphive: Step into the consumer’s shoes and yse easy-o-

i o‘?:: :fahr:‘w'?li:n‘e::;n RIS NERR S ;:,::;mud e e A ks and P ohic undesstand language to clearly describe our offerings. Avord umgue « End with the descriptor: Provide crtical mformation first, and then
b : ' include medical cenlers and macr e M:S disirt olovl s or ambiguous names that consumers won't immediately ger. Eollow with a descnplor. Instead of "Center for X" write X Center”
« Simphify our portfolio servica e
* Make it easier to access our system and benefit « Avoid acronyms/initialisms: They may be short, but acronyms + Meet regulatory and accrediting standards: Comptly with
from the value it creates and initials cause confusion, dilute the message, require further regulatory and credentialing requirements set by The Joint
« Qrganize cur entities and offerings in a explanation and can be problematic for search engines. Commussion, Centers for Medicare and Medicaid Services, efc,
cohesive fashion 2 Wayfinding
« Give dinical services and facilihes distinct visibility Helps guide peopie fo the care Peaclioes, sub-specaitios, Remote ypographic
while elevating our masterbrand and locations they're looking for, support services and Yocaloes descrigtor
« Mare efficently budd equity in Luminis Health
i0 Our Servi d Entiti Locator name Descriptor name
Neming Our Sendces s i ) The locator name helps patients and visitors understand We distinguish our services and entities by creating
> ’ 5 Receives marketing where the entity is. Use the below list, in order, 1o select the systemahic descriptars that can be used across our
Naming convention Definttion Formula Danar opportunity? dollars? most appropriate locator name: entire system.
1. Neighborhood or development
Foontiati ::pt:,:mmr;?r:zm:ﬁl % t‘xﬁzﬂm ol - b 2. Gy or town Use the chart on the following pages as a blueprint for
coedical ¢enser; It OnATases independenty; (if the area is 100 small to have a neighborhood name) naming our services and entities:
yet its goal Is 1o raise maney bor the medical 3 (s;"‘:e' "";“9 i e « Classify a service or enfity under the right naming convention
cenler 309 10 INCIEase COMMUNnly SWarsness. ! Gly or town has mulhiple locations, E
4, Cardinal direction or address number Find "’f forrta for naming 5 cerfain service o¢ entity '
- R e R o N » s i i (if there are multiple locations on the same street, + Defermine whether a service or entity is a donor opportunity
L7 anon where pate: patents' familes { arne) + 3 ok ahwarys) y v . { i )
RO rEIANI Ba AORA ) (Specalivocsion within the same office park, campus, aeighborhood, etc.) Check whether a service or enhty receives masketing dollars
) I ~HY : "
K oliin N When we have multiple practices at the same locahon, now
c - or in the future, the signage, collateral and advertising shouid
Retwort A cotlection of heaith piovidess, such SRS et i o N use specific addresses, including building names and suite
as phrpsicng -hospitals and poslacuse bers. for further ayﬁndl
spedatists thal in logether for @ specific mumbers, v » ng.
Prpdse, Networks are wd of onganized
by Lomirvs Health, include this infarmation with other contact information such
as web addresses and phone numbers to help people find
their way.
Padbion (on medicsl A building on 8 hospas! canpus that provides {Last Name) + Pavilion Yes No oy

CONaT CaMpiA) Choical CaTe andior SupEaIts Drenanly
educational o admnistrative funchions.
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Before

n" Anne Arundel
Medical Center

i H ® 2 i
COMMUNITY
HOSPITAL

PASSION FOR CARING

After

(’ Luminis Healt

The name Luminis is representative of light-the energy you can see, symbolizing shedding
light on complexity in order to simplify it. The logo expresses light, forward movement,
dimension and optimism, representing the commitment to being a beacon of light for our
communities. The symbol, an evolution of the original lantern mark, is designed with
geometric facets that speaks to clinical expertise and precision.

5M



The brand essence drove
the visual and verbal
expression




AaBbCc
123

Ysans

Bold

Ysans

Regular

Ysans

Lty

AaBCcDdEeFfGgHhIUKKLIMMNNOOPR
QqRrSsSTHIUVYVWWX xYyZ2
12345678901@#8$%5

A2BCcDdEeFGgHhIKKLIMMNAO P
QQRrSsTTUUWVWWXXYYZ 2
1234567890 @4$068

AaBCcDdEeFfGgHhIUKKLIMMNNCOPD
QRIS UUWWWXXYYZ2
1234547890 @365

() Luminis Health.

Lorem ipsum dolor sif amet, cocsechetuer
adipiscing ekt sed diam nonummy nibh
evismod tingdunt ut (aoreer dolore magna
aliquam efat volutpat Ut wis

Lo aum doloe 12 e

Refreshingly
Personal o

Lo ipsuen dobor s amee

Lo
Ipsum
Dolor sot
Amet et o
Lomm

- aa
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We communicate
with boldness and
simplicity.

Even something as simple as a typeface can still
tell a story. This can be seen in the sharp and
precise angles of our primary typeface, Ysans,
and in the unique casualness of our handwritten
font, Caveat. Like many of the other elements in
our system, these two fonts work in harmony to
balance our expertise with our humanity.

Ysans IS our
primary typeface.
It's straightforward
and easy to read.

Caveat is sur cecondary font.
It keeps vs feeling human.



Emerald
pms: 2402

Our color signal is & 2
green, with a
touch of sunshine. gt

cmyk: 35,0,42,0 cmyk: 0,4,28,0
rgb: 169,215,170 rgb: 255, 240, 193
hex: #a9d7aa hex:  #fffOc1

Where green celebrates our scientific side, our
warmer tones celebrate our humanity. The

depth of our palette ensures that we can create ade Sunrise

dimension and effectively leverage color as pms: 2248 pms: 149

a tool to communicate. These color formulas cmyk: 66, 0,48,0 cmyk: 0, 28,58,0
are opfimized specifically for our brand and rgb: 76, 190, 16C rgh: 253,191,122

should be used in place of PANTONE® or Adobe® hex: #4cbea0d hex: #fdbf7a
color references.

Forest Midnight

pms: 7719 pms: 316

cmyk: 100, 2, 46, 49 cmyk: 100, 16, 33, 66
rgb: 0,102,98 rgb: 0,71,8]

hex: #006662 hex: #004751




Iconography is simple and inspired
by light and dimension

Icon Anatormy

Cur icons are built out of smple shapes and bave drop
shadows Jo create 8 sense of cimension. Foliow the sheps
below Yo create a new icon

lcon Use

Place icons on mud to dark background colors. Il needed your
can place wons on whte/light color backgrounds. 30 either
case be sure the background provides enough conlrast that
the xon is easy to see

e n
x y 10 crenle 2 lo

Appointments Prescriptions Water

Chat Services Chart

VISUAL EXPRESSION / JCONOGRAPHY & ILLUSTRATION

The exampies below show how iwons, dlustrasons and data
come fo hife through our brand's visual expression

agps Let us be your
3million light. We're
SA==C ready to help
with whatever
life throws at you.




The Luminis Health brand voice is simple, bright and
void of complexity and jargon

VIRBAL EXPRESSION / VOICE PRINCIPLES & TACTICS VIRBAL EXPRESSION / VOICE PRINCIPLES & TACTICS

Our verbal identity helps us
bring our brand personality to
life through words in a way

Peinopie 3 o be bright
Be salective with light-driven langoage To be real

We're bright. We're warm
- . (th & rame e Lumenis HaadP, o m empling
and dynamic in every el pogios i

Gove relatable oxan
Ackoowiedge B he

. - - . B2 i thie dadknrds o rdee powd(ol than a tee of ' o
' nfe raCthn. OU l' lumlﬂOSlfy spothohts. Rather than overicd. “We brghten yoor day Principle 1 m:,’,:w;:;':
- - . with ilursnating swicham” ity & subtie nod “In & tough time, 10 5chool g wakch
that's consistent and uniquely us. radiates through the words ot We're real. We're all people, Lo
we say and the sentences M opepac. ' with ups and downs. Our Raared—
Fangng the pace of witing can sagitly e comples or X 11 SOe-Coi T
we choose. Focks on & aenoskona 1, Ty G O NG SenNOCH) patients are too. And that's Wi
of varyng lengtn, ollowed 3 DUy Satemen? of . apt the realness |
fiitons Wagmen vied o 60 he senicnc, Fet ke puncuatie something we never forget. Wenvre by ol

srgey s o iy
than if we'ne beng n
nature of geming an
the calendar. Fex yo

Balance roalam and positnty
Employ oLty as 30 unde by Meme —Lul e
This meacs we're ToNiC OF OpPressie posiowlty For scaemnpli We don™ sy

rce BHAL 2rbOdies ur VoK
) o Uplittiog *Yers gor 1thin™ Wa say, “Thig s really havd. You've done ° This aneans wa're sirwghtiorwand to by
Voice principles & tactics ( harg things betore, and we're 9aing 10 handie ths Nogether” « R e
Gude for Fow 10 spply Gur W Al Acknamdedge Affcuty and couple Bhat with & whuten o ' Rédre 5 ;
achonable next shep o Wi the MOsT Sampd

moments, take creal

Lexicon

A libeary Of covcioR tenmy

VEARAL EXFRRSSION / BRAND VIDCT 1Ay

VIRBAL DX PREVIION / VINCA BOLL

With every
piece of content,

:
- we a l m ro: Write simpl
about using our  EmIiEromoman g e

- - o Adact Be realnets for the context connect wk
v°|ce fac"|cs: + Delydt o e prosent Demonstrate we care and concise
understand |

Our brand voice
sounds like your
go-to friend.

Here‘s What else Nope! Use The tectics INN feel right for she contex)
you need to know -

To achieve th

Ou’ vource ke 5 & ChaBsie? hal e bochis ouf b,

EXPAEIAS 007 UTRgUE DECLONEyY nd guides v 1o

Dther tancs am best sied 1or speolic shuahans For
exarrple, we Mgy want 1o e ightdiven Gnguage when

Be inclusive

5 Be useful
COMMUNCANE with Cur Sudences i a Daman way. it enabies SN ADOWE U7 FODICT 00 Thit COMETIANTY ANa DE Nexl- -
s 50 "get inko chirace every Time we wale §or ou’ brand level preose when frying 0 convey Gur expertse Show respecr B‘;.'O ;;:u :
what 144
W' that B you teek cul 1or soppont We speak froem Convey expertise eed 1 knon

2 place of deep camig 0 tell you exactly what you need
10 kevorw. Our reaingss sefs us 3pat Irom the cowd We
errpbasoe. We undersand. We'te ready 10 Inten, and we'te
here 1o rake 0n your challenges a5 OUr own

]

Wit e Brand—Lyeninis Healt—ia we hivee one
YOS, G vk i docations, secvices and oferings wid
a0 apurt Bom sach Other Batead o0 wihal They s wang,
Dt wo abwanys spesk i the tame voics As we b, we
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The illustration style helps simplify complex ideas,
reinforce inclusivity, and makes intimidating
moments more approachable
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Activation Planning focuses
efforts on where to make the most
meaningful impact



Rollout plan: The Framework

The rollout plan needs to
consider activities before,
during and after launch. For
speed and efficiency, we
typically recommend a
phased approach to rollout,
creating a powerful impact
during launch while allowing
time after to keep the
momentum and complete the
transformation.

Prepare

Develop fundamental
brand assets and
marketing collateral

Educate and motivate
employees in
advance of launch

Socialize brand to
leadership and other
key internal
stakeholders

Prepare leaders and
key partners
(customers, vendors
and investors) for the
change

Unveil the new brand
internally and
externally

Continue to educate
and motivate
employees

Grow existing
relationships and
build new ones with
external audiences

Provide examples of
new brand in action
to build momentum
around change

Promote &
Migrate

Promote the
company
transformation

Migrate
communications and
branded items

Continue educating
all audiences on the
new brand platform

Demonstrate and
share successes

Ensure brand
consistency and
evolve, as necessary
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Rollout plan: Illustrative example

The rollout plan will provide
the activities, timing, and
cadence required to

successfully rollout the brand.

The plan focuses on the
higher-level activities, and
does not get into a detailed,
step-by-step process for each
workstream.

Ensco Rowan Asset and Communications
Timeline - Handoff Dates

Approval to move forward w/ name + logo

Logo suite production + color testing

Final logo artwork to Ensco Rowan

Design System Build-out (need approval
ASAP)

Visual Guidelines

Digital - Web wireframes and design
direction (5 pages)

Digital - Brand site (5 pages)

Digital - Intranet (1 page)

Digital - Computer login/desktop

Corporate brochure (12 pages)

ploy k (12 pages)

Stationery
(Letterhead, business cards, envelopes, Vision/Values Plaque
and Card, and 3 additional assets)

PowerPoint template + guidelines

Brand video (prod. shoot at Houston)

Environmental (sign family design, sign
guidelines)

Coverall and Hardhats

Training Modules

Customer Gift Creation

Ensco Rowan Transition Mark/Type
Treatement

Employee Survey

Save the date for Launch

Communications Cadence (Touchpoint
Highlighted)

Communication: Strategy and Culture focused

Communication: Visual identity focused

Ambassador Program

Customer Contact

[ TTWITTF] [T IWTTF ] W]

Coming together as one comp:

r-08 Apr-15

Survey Results Beliefs/Values

Behaviors

[TIFIM T[T
3 May

LTI FIM T W T[]

Vision

Name/Logo

Jun-17

[FIM T WML W F T W] T

Jul-01

18] 19]20]21] 2225 26]27]28] 1] 4] 5] 6 ] 7] 8 ]ue] 2] 314 as]ug[ 1o 20]21]22]25] 2627 28]z 1 [ 2] 3 4 s]s 9 wu121515171819222324252529301 2]3]s 7 8 9 s0[131a]1s[se[17]20]21]22[ 23 24]27] 28] 20] 30 3] 3] 4] s T 6 ] 7] o] 1 2] 3] sa]s7] s8] 0] 0] 1 [oalzs 6] 2[8] 1 ] 2] 3] 4] 5] 8] o [rof a2 s s6]17] s 0] 22]23] 24 25 26 25]z0]31] 1 ] 2] s ] 6 ] 7] 8] o [a2[ a3 14 1516
(M7 [FTH]T] [FIMTT [TLETM T W TF T TWI TR M 7] [#] [V]

Jul-15
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Bringing brand to life...



% Luminis Health.

Cathering 8¢
Marathen Bunner "

Now what?
Let's talk

survivorship.

LN s aoeid X
'/ Luminis Health Ut s

Closer to home,
now in Edgewater

Q AAMG Physical Therapy Edgewater Village Center
70 W Cendral Ave.

( (443) £81.1140
o Wiskt AAMGPhyEcalThesapy com 50 leaen mote
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72 Luminis Health

Get ready
for a bright
future

We're Luminis Health — and we're igniting a

new era in care

&) Expore!

Health care that's
just easier

Care made for our
community

Wr rcne your gu a

How do we do this?

We take down barriers to health, make g o Here's what it means
care easier, and make sure everyone ) for you

has access 10 the tools they need to live R
a healthy life. Learn more in our Vision

2030 Living Healthier Together plan,

And high-quality care
is right here

Questions?
) We've got answers

0O ¢ 2
I!
" ==

Mo o i ’

lih



Dr. Julia Smith

Surgeon
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Uniform strategy

89



¥ LuminisH

The Luminis Health Our experience is refrechingly easy. We are unified
brand begins with you. under one
e masterbrand.

Core Element

Strategic g

e S 2 e - -
Guidelines : ke ST 2
Foundation : S —
With every , Our brand voice Wore beight Wave wisrm o
! piece of content, sounds like your and dynamic i every
2 . Y 2 interaction. Our luminosi
Vv b l we aim to: go-to friend. - d,;":“i% ovoh wospaecs A
we and the sentences
er a . Sebde s wtc‘:voow
Expression S e
Here's whatelse Our visual identity is so much more
you need to know s than our logo. It's an ecosystem
aboutusingour  siiicoomooin : of elements that work together in
voice tactics: e Visual - harmony to tell our story.
T Expression o Y L
5» ......:.""’":.3':::_'.. Pty rmers s vormonn
e . e

eaest e oe Seemmen

Herein lies the
essence of our visual
expression:

Our color signal is
green, with a
touch of sunshine.

We communicate
with boldness and
simplicity.

0 Luminis Healtn ¥ Luminis Heath

" Luminis Heailth ¥ Lumings Heatth

.||I| _ O?O

e

People make X Our graphic T
. — A . elements display

our expertise.

PR AL M M0y

e e —
Do TeTTiNA Wa Ju Sl 12 1448 10BN SR T







rary one of i At e 20 POwRY B
Ignite a change.
Take down barriers.
Brighten a day.
Inspire someone.

o

;9 Luminis Health

-

€ Heart & Vascular

> Diabetes &
Endocrinology

-+ Neurology
> James Walker, DO

2 Palliative Medicine

TR,

| =
R 11

N B &

|
|
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S e " -~ " . - ;-
CIVES WOHEETIULTLTLY

Medical Center
B, AL B

J. Kent McNew
Family Metital Centega®




Anne Arundel
Medical Center

¢ EMERGENCY

> East Campus
& West Campus

Anne Arunde|
Medical Center

¢ EMERGENCY

> East Campus
& West Campus
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Mobile health clinic

1

I " Luminis Health.

‘ Betfer care
is closer than
you think

Chech us oot ar luminahesith.oeg

oee
ocee

¥ Luminis Health

==[|£

W Luminis Health Shine a
little light on
your health
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Community blood donation fleet

Q Luminis Health.

It's in our blood
1 to save others

Next stop: 8lood Donation

s’tandﬁ'ng ovalion

Q LuminiS Health. for yoor dowation

- Blood donation: Saving More Lives Than Superheroes

f
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Launch and engagement



Launch day ecosystem

How we sound

A lot of health care systems At Luminis Health, we:
sound alike. Not us.:

We're real,
We get to the point,
And we let the light in,

Real people

i
¥ Luminis Health F QLuminis Health.

helping real people.

@

—
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)
L F )

_<a¢o’°°°* \\Q\
s Q‘ \,

Brilliant. Our next Today we QQ/

Are you ready

Radiant. chapter becon_we_
Unifiea. is looking Luminis | l
Il:luer:IItnh's bright. Health. Be the spark Be fhe Sp‘

f v < :
to celebrate? / %: Y }‘
ciate you g\ | 3
IaPPre ! v a4 1 &° z "ﬁf’-f gy | T
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— g a i :
Spark [ = 4 o :
séomeone's 4 .4 1 ‘ .
ay - ¢ 4 T
'}lurmm-‘u ¢ ! = f] | ! ‘ ‘
=) =

K

K
1
nr
By ok
.91
na

| Bk




Virtual training portal allowed employees to explore the brand

MODULE & LEAD WITH UNDERSTANDING

- i o~ ~
WG-QOM% fo rhe We each have a story: a In what ways can we learn someone’s story?

- - How can we make each person feel special?
Luminis Health blueprint of who we are i

brand training portal and how we got here - NP

Qur brand guides how we express ourselves B vivsan
and reflects our dedication to our pahents, ST A o
fellow emplioyees, and the broader community.

® Live the Platinum Rule

© Offer options

V‘;’ Luminis Health

®
58 e 000060

MODULE 3: HOW QUR BRAND LOOKS
Qur color signal is green, MODULE 3: BRAND EXPRESSION

with 2 touch of sunshine

Discover our brand’s
look and feel

Introducing the s

The wiacy bedend our logo

Luminis Health gihorils

How our-brand ook

brand expression




An updated brand story and experience guide helped
employees see their role in delivering the brand

Living the
Luminis Health it de e i it
Life T~

Whie we fake S 10 letes whare ofhers se
corming from, we Ind ways 1o help fa, mast
the neads and SUppont Tharm on thar ey,

a
4 S To take down barriers. i R B Ao s
m Brighten a day. I , il do comething 1. Lead with e
) | Eipeian W i Wit each day to make an impact ot underctanding eyt

Grow myself. Luwinic Health
Champion those around
‘ Aﬁ me. Inspire others.
‘ : :_‘.'_._‘_&
I 4
% Luminis Health. , N
Here’s how Domponl o R
You can start... S Yo B S o s s f i

3. Bring ovr
Lrue cefves Let oor spint chine

Youfre A A 4
Whalever you love, share & vie saTeans 1 5 your
A partoa, Deap & moipe o 1k loothal. You'l ecile

6 &
| JL Iy

03 e00ge Thin M0t you.
Deepar connactions. fesl conversstiond.
Momenss of lughter and wineabilty. Mlnl‘nk’n

Approsch comernations o & plece of sty sed
e A e cave, Gt 1o Ko 1omeone Seyond thev shason
w and syrghoms. What ace fuae inderesss? Pamond

Lurmiis Hnalth 3 8 place where you cn be e bedsneton “' RN S
yoursel, 2e mppoded and leel at home

F Wiere your s for QIR WTRgIason 5
i N We iy you (o bing your expectes and No tobars have. Wers af human. And i rmeana oo ooe
Your persormiity TNOws evanyheng i somene 35ks § Quaston and you
@00t harvn e andwe, el e Let e inow youTe
Mo IO wee (e O UG Personaiies Snding il snawer. Reluriing 4o e serber Goestion thows
come fvough each dey® What coudd help 1Omeces youve et Sam top of ard.
fonber soore suhectic duasons? '




Internal launch teaser campaign

inCredib|e | Let's celebrade the Il.qh! in one ancther,
pe°p|e. Noromide orw of yourr ciilangwey and thelw & Vory erkow

who inSD"es VOU? WD WOy Lie 20 roawne )

‘I was so ingpi
Sl Spired by James Smith [ast
f en he Went above and beyong
or one of our patients by decorating their
hospital room for their birthday"

T L

28 23 47 44

- Jane Petercon

* Spark Nominations

Week L-3 Week L-2 Week L-1
Let's light Luminis Health
the way arrives May 4
: and you're SRS e
Spa rk v for each inm::. Spark inspiration
other. sthivit
Week L-3 Week L-2 Week L-1

Join us as
we become
Luminis
Health on
May 4,

Every
meaningful
change starts

with a tiny
spark.

What will you da to
make an impoct?




B LuminisHealth

@ Luminis Health.
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In the words of the clients

“We need partners capable of delivering deep thinking and creative
excellence as an extension of our virtual teams. We're thankful to have
selected Monigle as our partner-they’re a seamless extension of our
brand team and our virtual teams. The impact they are making as part
of this transition is huge.”

‘Bingo! As usual, our Monigle teammates delivered on target. This is
fantastic. | am extremely grateful for the privilege of partnering with
such a talented team, who not only ‘gets us’ but makes us feel like their
only client.”

“Monigle stayed focused on our objectives when we tossed a
wrench in the process for various reasons, they were able to be
flexible and respond to fulfill our latest unexpected objective...
What | didn't expect and welcomed was their flexibility throughout
the process to work with us on budgets and timetables to
accommodate the unexpected.”
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To the journey ahead.

monigle

150 Adams Street 575 8th Avenue
Denver, Colorado 80206 Suite 1716
303.388.9358 New York, NY 10018
www.monigle.com 212.381.1532




