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WELCOME

USA HEALTH BRAND GUIDELINES

This booklet was developed to help all USA Health entities speak

with one voice when using various components of the USA Health
brand in our marketing and communications efforts. It's a resource to
guide us in our efforts to offer consistency in the usage of our brand

foundation, logo, visual identity, and messaging. This is not intended to

be a strict rulebook created to stifle creativity or individual expression

within the USA Health brand. Instead, think of it as a toolkit that offers
standardization and strong foundational support as you and your
department build your respective marketing and communications

plans and materials.

Whatever you're in charge of developing—whether it’s brochures,
print ads, signage, websites, e-blasts or other materials—these

guidelines will help you create memorable, consistent messaging that

complements other USA Health marketing pieces. In doing so, you'll not
only strengthen your own communications, but those of the overall USA

Health brand as well.

This booklet also serves as a guide as you work with outside vendors.
By submitting designs to the Office of Marketing and Communications,
you can make sure vendors meet the standards outlined in this
manual. If they do not comply with our brand guidelines, the Office

of Marketing and Communications will help you make the proper

modifications.

For questions about the brand guidelines or to request review of a design, please

contact Marketing and Communications at PTaylor@health.southalabama.edu or

251.470.1682, or JEkman@southalabama.edu or 251.471.7262.
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THE USA HEALTH BRAND

Introduction

5

Who is USA Health?

If you were to ask a friend or neighbor what USA Health is, what

would they say? A hospital? A medical school? A cancer research and
treatment center? A group of caregivers dedicated to children and
women? Unfortunately, while all of these things are a part of USA
Health, the public at large has a limited understanding of who we are
and what makes us greater than the sum of these parts. That's why
we’re so excited about our new branding efforts, which will help tell our
story. Because if we don’t tell our story with proper branding, others
will. No one else in the region has the resources we're able to offer our
patients. It's time people knew about it, and the brand communications
found within this booklet will tell them who we are using a consistent,
confident voice.

Why a New Identity?

As our brand initiative engages the public and tells the story of USA
Health to better reflect how we're perceived throughout the region,
it's important to develop a strong visual identity and logo designed to
make a simpler, yet more powerful statement about who we are—one
that’s relevant and easy to grasp.

Furthermore, the new logo and its various versions have been
designed to be flexible enough to accommodate the various entities
that fall under the overall USA Health umbrella. The logo serves as
the springboard for all of our brand identity efforts, the cornerstone
around which we will build a more focused, cohesive message about
USA Health.

The Essential Element:
One brand and why this is important.

Whenever someone from USA Health communicates with the public, it
has an impact on our image and reputation. Every sign, shirt, or social
media post. Every piece of stationery or business card. Every website,
brochure or video. When the visual elements and messaging in these
items are unified, their impact builds and becomes collectively more
powerful.

That’s why it’s so important to achieve consistency—in our presentation,
in our usage and in our messages. By following the guidelines in this
booklet, your message will build upon those of your coworkers and vice
versa, strengthening the overall impression of USA Health as a whole.

Moreover, the benefits of a unified brand will strengthen virtually
every aspect of USA Health. Consistent usage of the logo will increase
recognition and overall awareness, generating more favorable
impressions, which affect marketing, referrals, employee engagement,
patient satisfaction and more, for the betterment of USA Health.
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What's in a Name 7

Our name exemplifies our shared mission. Previously, the USA Health brand had

little to no brand awareness - people have limited understanding of who we are or
what we do. Entities within the health system have engaged the public with a variety
of diverse faces, names, logos and looks, fragmenting the brand and the organization.
In order to build consumer trust and confidence, it is vital for us to unify our efforts.
USA Health was created so that across our diverse enterprise — from our hospitals
and clinical endeavors to our medical research and educational activites —

we demonstrate a common mission:

One Voice. One Message. One Brand.

ONE (®\HEALTH
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8 Brand Essence

When people talk about brands, they often give the impression that communicating what they
stand for is focused on visual elements such as brand marks, corporate colors and fonts.

In fact, the strongest brands use words in a way that conveys their distinctive essence. Our entire
brand communication system has been developed on that basis, that the visual and the verbal
should work hand-in-hand to communicate, coherently and compellingly, what makes USA Health
different.
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Brand Narrative 9

At USA Health, we take medicine further. It doesn’t sit still here. We’re doing so many
things in so many places at all of our campuses, clinics, and classrooms. And we don't
keep it bottled up either. What we discover in the lab, we take to the hospital. What we
learn in school, we apply in life. What goes on behind the scenes in our administrative
offices is all geared towards what goes on in the hallways of our hospitals and doctor’s
offices. For nearly 50 years, we've been studying it, teaching it, and wrestling with it until
we get it right. No one else in the region has the resources to take medicine this many
places. And no one else does more or cares more for Mobile and the Gulf Coast than
the physicians, nurses, and caregivers at USA Health. In every way possible, like you
never thought possible, we are transforming medicine.
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BRAND FOUNDATION

10 Messaging Map

BRAND PROMISE

For nearly 50 years, we've been the leading provider of innovative healthcare for Mobile and the Gulf Coast.

And today, we continue to lead. We're on the front lines—working with the finest physicians, researchers, and caregivers

BRAND
ATTRIBUTES

to make healthcare more effective and convenient than ever before.

Innovative &
Inspiring

Academic
Medicine

‘ ‘ Trailblazer ‘ ‘ Fronfrunner‘ ‘ Proud

Informed

Truthful ‘ ‘

Multifaceted ‘ ‘

Forward
Thinking

Committed to
our region

Dedicated to
our employees

Confident in
our mission

BRAND THEMES & MESSAGES

We're doing
things no one
else in the
drea can

We have
resources
nobody else in
the area offers

The region’s
only cancer
research and
treatment
center

The region’s
only neonatal
intensive care

unit

One of
a few free

standing
hospitals in
the country
dedicated
to children
and women

The most
multi-specialist
clinics in single

practice

Nationally
known for
trauma care
and pioneering
burn treatments

Connected
to the best
technology,
researchers,
and specialists
in the region

BRAND VOICE

USA Health can tell the world with boldness and confidence just how amazing
we are at caring for this region, leaving no doubt in anyone’s mind about where

they should go for treatment of any kind.

BRAND ESSENCE

No one else does more or cares more for people in Mobile and along
the Gulf Coast. In every way possible, USA Health is Transforming Medicine.
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USA HEALTH BRAND IDENTITY

12 Brand Identity

Overall Brand Identity

The new USA Health logo is designed to bring prominence to the
name, thereby enhancing its relevance and creating a shorter,
simpler and more easily memorable message in the minds of the
public. The use of the term “USA Health” is applicable in that we are
more than a hospital or a university; we are both. Our new name
directly relates to our overall mission of improving the health of the
communities we serve, which we do by offering the highest quality
healthcare options, educating future medical professionals, and
exploring new treatment options. This reaches beyond the idea of a
hospital or a medical university to include a comprehensive effort to
provide for the well-being of the citizens of Mobile and beyond.

Elements of the New Brand

You should begin to use the new USA Health logo(s) immediately on
new materials as they are produced for all entities that fall under
USA Health. This guide book and subsequent follow-ups will help
you determine when to use a specific version of the new logo, as well
as how to use it in a manner that is consistent with our objectives for
the health system.

If you have any uncertainties about using the new logo, please
contact the Office of Marketing and Communications
at 251.471.7262 or 251.470.1602.
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Master Logo 13

Because it's so important to maintain consistency by using the new USA Health identity,
we have made the following guidelines as simple as possible. These specifications will make
it easy for you to implement a policy of correct logo usage.

The logo must remain as originally

drawn and proportioned, and
should not be modified or altered
in any way. The text is a graphic
element, not a typeface.

Do not use the logo or any part
of it in narrative copy.

For general web or digital use,
use PNG files.

For media or professional printer
use, use EPS files.
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14 Colors

USA Health Logo Colors

The two colors used in the corporate identity for USA Health are Blue and Red. “USA,” in Red, draws the eye fo it first.
The secondary word, Health, is in Blue, establishing it as secondary to “USA.”

LOGO COLORS

BLUE
PMS 281
RGB 0, 32, 91
CMYK 100, 85, 5, 36
HEX #00205B

RED

PMS 193

RGB 191,13, 62
CMYK 2, 99, 62, 11
HEX #BFOD3E
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Usage

15

Usage Options
Adherence to a standard color palette is extremely important to the
success of a unified graphic identity.

In all applications, the USA Health logo must be printed as one of the color versions
depicted in the chart. These include: full-color CMYK / Process, full color RGB (for Web
or video applications), 100% black, red with white type, one-color, or 100% white reversed
on a background. The logo may be printed white reversed on a color background only if

choosing a color is not an option, such as may be the case on certain specialty items.

([Q\HEALTH

Full-Color CMYK Version | Use for all four-color
applications like print magazines, etc.

ONE-COLOR LOGOS

The logo may be used one-color as needed.
Acceptable one-color options are white, black,
USA red and USA blue.

(Q\HEALTH

100% Black Version | Use for all black and
white applications like flyers, etc.

Q\HEALTH

One-color USA Red

Q\HEALTH

One-color USA Blue



USA HEALTH | GRAPHIC STANDARDS USA HEALTH BRAND IDENTITY

16 Logo Specifications

13/4"

Scaling/Size Restrictions | |

The new USA Health logo should not be
([$\HEALTH

printed when the width is less than 134",

When reducmg or enlcrglng the |OgO, Minimum Size of The USA Health Logo
it must be done as a whole Measure the width of the illustration portion
: of the logo as shown to ensure that it is

at least 1#” inches wide.
(with the exception of specialty items)

Clear Zone
Clear Zone
2 0
All words and images used near the logo K ‘[& HE LTH 8
. 5 A N
should be placed no closer than the distance 8 9
O o
equal to the vertical height of the “H” in
. L. Clear Zone
“Health”. This is referred to as the “clear
zone.” If the design will not allow the proper Clear Zone Around The USA Health Logo
Measure the vertical height of “H”
amount of clear zone, contact USA Health's in “"Health”of the logo as shown
to determine the clear zone.

Office of Marketing and Communications for

clarification.
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Incorrect Usage 17

O The USA Health logo is a stand-alone design @

element and must appear separately from other
elements. For example, it cannot be placed in

a box, circle, or other graphic element that is
not part of the official logo.

The “USA mark” should not be rotated or
separated from the name USA Health.

The USA Health logo may not be used as a
graphic element within a sentence, phrase
or headline.

To ensure the integrity of the USA Health logo,
no words, designs, logos or images may crowd,
overlap, merge or obscure the graphic image
or words.

The USA Health logo may not be shaded,
shadowed, screened, used in outline form or
filled with a texture or photo.

Use this USA Health logo instead of creating your
own, and do not use a scanned, recreated, re-
proportioned or otherwise modified version of
the logo.

Maintain the logo’s correct proportions. Do not
stretch the logo. Proportions of the USA Health
logo must remain the same whether reduced
or enlarged.

HEALTH Q\HEALTH

Placing Logo in a Graphic Element.
Do not place the logo in any graphic element that is not part of the logo.

&\ 1N
HEALTH HEALTH

DO NOT rotate or seperate the “mark” from the name

Q\HEALTH [(@Q\HEALTH

Changing The Color of The Type or Mark
DO NOT change the color of the type or mark, for any reason.

(\HEALTH S\ HEALTH

Changing Proportions of the Logo
DO NOT stretch, skew, condense or change the “mark” or type, for any reason.

(QHEALTH T HFATTH

Rotating or Cropping the Logo
DO NOT rotate or crop the logo in any way.
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18 Locator Line

Use of Locator Line with Master Logo

When the USA Health logo is used in materials that will be viewed by people in the immediate area that USA Health serves, the words
“University of South Alabama” are omitted from the logo. Some examples would include campus and hospital signage, advertising in
the local media, and local newsletters. Since the people in the area already know that USA is associated with the University of South
Alabama, the words are unnecessary. However, when out of market, there are times when the locator version of the Master Logo is
needed. Some examples would include conventions and some official correspondences which may put emphasis on the association
with the University. If you have any uncertainties about using the new logo, please contact the USA Health Office Marketing and
Communications for assistance at 251.471.7262 or 251.470.1682.

This version of the USA Health logo is intended to be used solely out of market.

Q\HEALTH

UNIVERSITY OF SOUTH ALABAMA
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20 USA Health Brand Entities

For branding purposes, the name “USA Health” is the foundation upon which all other entities

and service lines are built in order to achieve proper positioning among our different audiences.

It is the cornerstone of a unifying name and logo mark and how we reinforce the overall USA Health
brand wherever it appears throughout the system as a whole. Its proper usage helps build brand
recognition and equity in all of our hospitals, facilities, departments, service lines, and institutes.

In short, it helps establish a singular USA Health brand across all of our campuses and programs
regardless of their individual functions, strengthening our role as the leading provider of healthcare
throughout the region.

The chart on the next page serves as a guideline to the usage of the USA Health logo in your
respective department and how it breaks down into various naming components.
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Brand Chart 21

‘ USA Health ‘

HOSPITALS PHYSICIANS SCHOOL

‘ USA Health University Hospital ‘ ‘ USA Health Children’s & Women'’s Hospital ‘ ‘ USA Health Mitchell Cancer Institute ‘ ‘ USA Health Physicians Group ‘ ‘ USA Health College of Medicine ‘

SPECIALTY SERVICES

‘ Internal Medicine ‘ ‘ Orthopaedics ‘ ‘ Surgery ‘ ‘ Stroke ‘
‘ Family Medicine ‘ ‘ Pediatrics ‘ ‘ Burn ‘ ‘ Bariatrics ‘
‘ Neurosciences ‘ ‘ Psychiatry ‘ ‘ Trauma ‘ ‘ Infectious Disease ‘
‘ Women'’s Services ‘ ‘ Radiology ‘ ‘ Heart ‘ ‘ Oncology ‘
DEPARTMENTS DEPARTMENTS DEPARTMENTS DEPARTMENTS DEPARTMENTS
‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘
‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘
‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘
‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘
‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘
‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘ ‘ LISTINGS ‘

PATIENT CARE CENTERS

‘ Strada Patient Care Center ‘

‘ Mastin Patient Care Center ‘

‘ Commons Patient Care Center ‘

@ PRIMARY @ SECONDARY © O TERTIARY
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22 Primary Logos

The USA Health logo is the primary graphic upon
which all other logos are based. It should be
used when referring to the overall entity of USA
Health—that which includes all of its aspects.

You could think of it as the overall “corporate”
logo for USA Health.

As you can see in the accompanying chart,

other logos for USA Health fall underneath HEALTH HEALTH

the master logo. Primary logos include University UNIVERSITY HOSPITAL MITCHELL CANCER INSTITUTE
Hospital, Mitchell Cancer Institute, Children’s &

Women'’s Hospital, Physicians Group and College

of Medicine.
HEALTH HEALTH
PHYSICIANS GROUP COLLEGE OF MEDICINE
HEALTH

CHILDREN’S & WOMEN’S HOSPITAL
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Primary Logos 23

As the brand hierarchy extends throughout the specific entities, HEALTH

type plays an important part in creating order and meaning UNIVERSITY HOSPITAL
throughout the naming structure. Each of the main entities is

equal in importance and weight.

HEALTH

PHYSICIANS GROUP

HEALTH

CHILDREN’S & WOMEN’S HOSPITAL

HEALTH

MITCHELL CANCER INSTITUTE

HEALTH

COLLEGE OF MEDICINE
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24 Primary Logos - Colors

This section will provide information on graphic standards HEALTH

for USA Health Primary entities and show how the color palette UNIVERSITY HOSPITAL
is applied to them.

HEALTH

LOGO COLORS PHYSICIANS GROUP

BLUE

PMS 281

RGB 0, 32, 91 HEALTH

CMYK 100, 85, 5, 36 CHILDREN’S & WOMEN'’S HOSPITAL

HEX #00205B

0 HEALTH

PMS 193 MITCHELL CANCER INSTITUTE

RGB 191, 13, 62
CMYK 2,99, 62, 11
HEX #BFOD3E

HEALTH

COLLEGE OF MEDICINE
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Primary Logos - Specifications 25

Scaling/Size Restrictions HEALTH ] e
. ) UNIVERSITY HOSPITAL
The new USA Health Primary entity logo should
. . . Minimum Size of The USA Health Level 1 Logo
not be printed when the height is less than Measure the height of the illustration portion
” . ) of the logo as shown to ensure that it is
3/8". When reducing or enlarging the logo, at least 3/8” inch high.
. (with the exception of specialty items)
it must be done as a whole.
0
3
S
>

Clear Zone
Clear Zone

All words and images used near the @
logo should be placed no closer than the N HEALTH

O
distance equal to the vertical height of the S UNIVERSITY HOSPITAL
“H” in “Health”. This is referred to as the Clear Zone
“clear zone.” If the design will not allow
the proper amount of clear zone, contact Meﬂf;’:jﬂgev’;:ﬁggf’hL?ghﬁzgf‘?.H"

’ . in “Health”of the logo as shown

USA Health’s Department of Marketing and to dotermine the doar soma.

Communications for clarification.
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26 Primary Logos - Colors

One-color Logos HEALTH

The logo may be used one-color as needed. UNIVERSITY HOSPITAL

Acceptable one-color options are white, black,

USA red and USA blue. 100% Black Version | Use for all black and
white applications like flyers, etc.

HEALTH

UNIVERSITY HOSPITAL

One-color USA Red

HEALTH

UNIVERSITY HOSPITAL

One-color USA Blue
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Primary Logos - Colors 27

The logo can also be reversed out to white on
darker backgrounds and images.

HEALTH

UNIVERSITY HOSPITAL
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28 Primary Logos

Incorrect Usage

O The USA Health entity logo is a stand-alone
design element and must appear separately
from other elements. For example, it cannot
be placed in a box, or circle, or other graphic
element that is not part of the official logo.

O The “USA mark” should not be rotated or
separated from the name of the entity.

O Use this entity logo instead of creating your
own, and do not use a scanned, recreated,
re-proportioned or otherwise modified version
of the logo.

O Maintain the logo’s correct proportions. Do
not stretch the logo. Proportions of the logo
must remain the same whether reduced or
enlarged.

HEALTH

PHYSICIANS GROUP,

[SX HEALTH

UNIVERSITY HOSPITAL

Placing Logo in a Graphic Element.
Do not place the logo in any graphic element that is not part of the logo.

(&
[gx HEALTH

MITCHELL CANCER INSTITUTE

HEALTH

‘CHILDREN’S & WOMEN’S HOSPITAL

Seperating “Mark”
DO NOT rotate or seperate the “mark” from the name

HEALTH

UNIVERSITY HOSPITAL

HEALTH

COLLEGE OF MEDICINE

Changing The Color of The Type or Mark
DO NOT change the color of the type or mark, for any reason.

@HEALTH
MITCHELL CANCER INSTITUTE

Changing Proportions of the Logo
DO NOT stretch, skew, condense or change the “mark” or type, for any reason.

@ HEALTH
PHYSICIANS GROUP

HEAL = HOsﬂTAL (A HEALTH
UN‘VERS MITCHELIL CANCER INSTITUTE

Rotating or Cropping the Logo
DO NOT rotate or crop the logo in any way.
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Primary Logos - Vertical Option

29

The primary USA Health logo should always be a first
choice for use but in the case that a centered logo is
needed, one has been provided.

If you have any uncertainties about which logo to use,
please contact the USA Health Office of Marketing
and Communications for assistance at 251.470.1682.

WQHEALTH

UNIVERSITY HOSPITAL

WQHEALTH

CHILDREN'’S & WOMEN’S HOSPITAL

QAHEALTH

MITCHELL CANCER INSTITUTE

QAHEALTH

PHYSICIANS GROUP

QAHEALTH

COLLEGE OF MEDICINE
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USA HEALTH BRANDING ELEMENTS

Typography

31

Use of the correct typefaces or fonts is essential
to reinforce the USA Health brand. The required
typefaces for use in the USA Health identity are
described here. Consistent use of these typeface
families establishes an image for USA Health
that is recognizable and memorable. The use of
any other fonts is not acceptable in most cases.

USA HEALTH HEADLINES

Bentwood Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890

USA Health Sub-heads

Bentwood Oblique

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

USA Health Body

Sofia Pro Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqgrstuvwxyz
1234567890
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32 Photography

Powerful imagery can enable USA Health's
communications to make a far more direct and
emotive connection with our audiences. But
finding and choosing the right images is a lot more
subjective - and therefore harder - than using our
brand mark or corporate colors correctly.

Our imagery is:
O Real, natural, relaxed
Confident and engaging

Not manipulated or contrived

Warm, nothing that feels too cold

O O o O

Has a strong focal point

If you have any questions about photography,
please contact Bill Starling for assistance at
251.445.9158 or email at bstarling@usouthal.edu.
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Business System 35

The business system for USA Health reflects a stationery package emphasizing the
importance of the USA Health Logo. Careful attention has been given to the need to
call out USA Health's entities to assign importance and provide a simple and straight-
forward business system.
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36 Business

System - Master

The USA Health Business System

UNIVERSITY HOSPITAL

CHILDREN’S & WOMEN'S HOSPITAL

MITCHELL CANCER INSTITUTE

PHYSICIANS GROUP

COLLEGE OF MEDICINE

Business Card

NAME OF EMPLOYEE
Position
Email Address

(Q\HEALTH

1234 ADDRESS STREET | MOBILE, AL 36617
P: 000.000.0000 | USAHEALTHSYSTEM.COM

1234 ADDRESS
MOBILE, AL 36604
USAHealthSystem.com

(\HEALTH

Adggust |

Jodn Do
1234 Addreis R
Somewhen:, NY 127345

Dheqr
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The USA Health University Hospital

Business System [$ HEALTH
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The USA Health Children's & Women's Hospital
Business System

UNIVERSITY HOSPITAL

CHILDREN’S & WOMEN'S HOSPITAL

MITCHELL CANCER INSTITUTE

PHYSICIANS GROUP

COLLEGE OF MEDICINE

Q\HEALTH

Business Card

NAME OF EMPLOYEE
Position
Email Address

CHILDREN’S & WOMEN’S HOSPITAL
1700 CENTER STREET | MOBILE, AL 36604
P: 251.415.1000 | USAHEALTHSYSTEM.COM/CWH

CHILDREN’S & WOMEN’S HOSPITAL
1700 CENTER STREET
[& HEALTH MOBILE, AL 36604

USAHealthSystem.com/cwh
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The USA Health Mitchell Cancer Institute

Business System [$ HEALTH

Adggust |
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The USA Health College of Medicine

Business System

Business Card

UNIVERSITY HOSPITAL

CHILDREN’S & WOMEN'S HOSPITAL

MITCHELL CANCER INSTITUTE

PHYSICIANS GROUP

COLLEGE OF MEDICINE

(Q\HEALTH

NAME OF EMPLOYEE
Position
Email Address

COLLEGE OF MEDICINE
5795 USA DRIVE N, CSAB 170 | MOBILE, AL 36688
P: 251.341.3030 | USAHEALTHSYSTEM.COM/COM

Q\HEALTH

COLLEGE OF MEDICINE
5795 USA DRIVE N, CSAB 170

MOBILE, AL 36688
USAHealthSystem.com/com
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The USA Health Physicians Group
Business System

UNIVERSITY HOSPITAL

CHILDREN’S & WOMEN'S HOSPITAL

MITCHELL CANCER INSTITUTE

PHYSICIANS GROUP

COLLEGE OF MEDICINE

Q\HEALTH

Business Card

NAME OF EMPLOYEE
Position
Email Address

PHYSICIANS GROUP
DIGESTIVE HEALTH CENTER | 2451 USA MEDICAL CENTER DRIVE
MOBILE, AL 36617 | P: 251.341.3030 | USAHEALTHSYSTEM.COM/PHYSICIANS

PHYSICIANS GROUP
[g HEALTH DIGESTIVE HEALTH CENTER

2451 USA Medical Center Drive

Mobile, AL 36617

USAHealthSystem.com/physicians
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42 Marketing Templates

The following templates are available to assist you in adhering to our brand standards
in your marketing materials. Each template plays a key role in creating a consistent,

professional visual identity across multiple mediums while communicating the brand
attributes of USA Health.
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Consistency in Powerpoint presentations establishes an immediate connection between various USA Health entities. A standardized look
and feel communicates to audiences—whether they’re in our market or out of town—that there’s a strong, unifying relationship between
our separate departments.

Understandably, various Powerpoint presentations will require some customization based on the information being presented. However,
be sure your department is consistent when updating the template’s title slides, section slides, typefaces, and footers.
To download the USA Health Powerpoint template, visit usahealthsystem.com/brandstandards.

HEALTH
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Comprehensive Lorem ipsum dolor Lorem ipsum dolor

Care For Your sit amet, consectetuer sit amet, consectetuer
Digestive Health dipiscing elit dipiscing elit

[S\HEALTH | DIGESTIVE HEALTH NCES [\ HEALTH |W\
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Lorem ipsum dolor sit amet, consectetuer adipiscing elit,
sed diam nonummy nibh euismod fincidunt ut laoreet

nulla facilisi.

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt

ut laoreet dolore magna aliquam
erat volutpat. Ut wisi enim ad minim
veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nis! ut

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nibh
euismod fincidunt ut laoreet
dolore magna aliquam erat
volutpat. Ut wisi enim ad minim
veniam, quis nostrud exerci

tation ullamcorper suscipit

lobortis nis! ut aliquip ex ea commodo consequat. Duis
autem vel eum iriure dolor in hendrerit in vulputate velit esse
molestie consequat, vel illum dolore eu feugiat nulla facilisis
at vero eros et accumsan et iusto odio dignissim qui blandit

praesent luptatum zzril delenit augue duis dolore te feugait

DIGESTIVE HEALTH CENTER

o

o

[

SPECIALIZED DIAGNOSTIC TESTS
AND THERAPIES AVAILABLE AT THE

DIGESTIVE HEALTH CENTER

Routine and Emergent Endoscopy

Lorem ipsum dolor sit amet, consectetuer adipiscing
elit, sed diam nonummy nibh euismod tincidunt ut
laoreet dolore magna aliquam erat volutpat. Ut wisi
enim ad minim veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nis! ut aliquip ex ea

commodo consequat.

Therapeutic Endoscopy

Lorem ipsum dolor sif
elit, sed diam nonum
laoreet dolore magnd
enim ad minim venia
ullamcorper suscipit |
commodo consequat.

Liver Disease

Lorem ipsum dolor sit
elit, sed diam nonumr¥
laoreet dolore magn:
enim ad minim veniar

ullamcorper suscipw\
commodo consequat.

Gastrointestinal |
Lorem ipsum dolor sit
consectetuer adipiscit
sed diam nonummy n
euismod tincidunt ut I
dolore magna aliquar
volutpat. Ut wisi enim
ullamcorper suscipit I
nisl ut aliquip ex ea cc
consequat.

(A HEALTH |DIGESTIVE HEALTH

@

Digestive Health Center
University Commons, Suite 6000
75 University Blvd. S., Mobile, AL 36688

251.660.5555
1.866.USA.DR4U

251.660.5559

usahealthsystem.com/gastroenterology

gastro@health.southalabama.edu

Lorem ipsum dolor sit amet, consectetuer adipiscing elit,
sed diam nonummy nibh euismod tincidunt ut laoreet
dolore magna aliquam erat volutpat. Ut wisi enim ad
minim veniam, quis nostrud exerci tation ullamcorper

suscipit lobortis nisl ut aliquip ex ea commodo consequat.

LOREM IPSUM DOLOR

Lorem ipsum dolor sit amet, consectetuer adipiscing elit,
sed diam nonummy nibh euismod tincidunt ut laoreet
dolore magna aliquam erat volutpat. Ut wisi enim ad

minim veniam, quis nostrud exerci tation ullamcorper

suscipit lobortis nisl ut aliquip ex ea commodo consequat.

Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed

%, diam nonummy nibh euismod
@ tincidunt ut laoreet dolore magna
b, aliquam erat volutpat. Ut wisi enim

ad minim veniam, quis nostrud exerci tation ullamcorper

suscipit lobortis nisl ut aliquip ex ea commodo consequat

Lorem ipsum dolor sit amet, consectetuer adipiscing
elit, sed diam nonummy nibh euismod tincidunt ut

laoreet dolore magna aliquam erat volutpat. Ut wisi

DIGESTIVE HEALTH CENTER

r

At the Digestive Health Center,

Lorem ipsum dolor sit amet, consectetuer adipiscing elit,
sed diam nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat. Ut wisi enim ad

The rack card and brochure
templates shown are intended

to give you a visual idea of the
general rules for implementing

the brand. The cover features a
large image—usually featuring one
or more people—that follows the
photography standards on page
30-31. A smaller image with a blue
overlay is also used on the cover.
This image should be more abstract
and symbolic of service line.

Inside spreads should be designed
to have a “light and airy” feel. Use
smaller photos and keep copy as
brief as possible.
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The specific design needs for eblasts will vary among units
of the Health System and the software that is being used,
thus, the templates shown here represent one way to use the
brand guidelines.

Every eblast editor should consult the brand guidelines in
making appropriate choices about typefaces, graphics,
colors, photography and use of logos.
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A generic ad template has also
been created for USA Health.

This template should be used

for announcements or general
messages that concern only

the individual entities and not the
overall Health System. The ad uses
a general headline and visual that
adhere to the brand, yet gives you
the flexibility to add your specific
message or information.
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Outdoor Templates 49

Outdoor messaging should be

[-&HEALTH simple and its design focused

UNIVERSITY HOSPITAL on minimal images. A single,
powerful photograph will

TRANSFORMING MEDICINE.

help avoid clutter. Also, keep

With the region’s only facility providing

in mind the size of type and

burn care from injury to recovery. make sure it’s large enough to

TOM BRADEORD. M.D. be legible from a distance.
Burn Trauma Specialist

HEALTH

CHILDREN'S & WOMEN'S HOSPITAL

TRANSFORMING MEDICINE.

With the region's most
pediatric subspecialists.

HAIDEE CUSTODIO, MO
Pediatric Infeclious Disease
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50 Social Media

Several of the entities of USA Health effectively and efficiently maintain individual social media accounts. While social media avenues
represent the perfect opportunity to share and educate consumers on the events, awards and noteworthy mentions of the various USA
Health entities, it is important to unite the entities under the umbrella brand - USA Health. Careful attention has been given to discovering
a method to accomplish unity while allowing individuality in social media channels.

In terms of social media avenues the names of the entities should be adjusted to reflect the replacement of “University of South Alabama”
to “USA Health” before the name of the entity so that the unifying element of USA Health becomes visible when visiting a specific channel.
See examples below for Facebook and Instagram. When composing copy for a social media post, the name of the entity may be referred
to alone in the copy provided that USA Health rides with the set-up information for the page. See examples below.

If you have questions about USA Health social media or need advice, please contact Lena Rieckenberg at Irieckenberg@health.
southalabama.edu or 251.470.1682.

[S\HEALTH

usamct IS -

Mimas  MEkiomen  Fifssweg
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simar e i iyl il b et e oo i el | Bty sl bt
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University Hospital = %

Hunamadicatcentar
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Hame
About
Rmsews Pviews Hospkal in Mobile, Alabarra
Protcs 4.1 %k k& ATE Revvows 4.7 dededede - Ao Doan
Vickeoms Tisll ppOpley i 8
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Evonts il PAAND peogis e
Coract Lis
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Social Media 51

Use of standard graphic elements throughout social media platforms such as Facebook, Twitter, Instagram and others will assist in keeping
consistency with the USA Health brand. Use of approved fonts and color assure consistent graphic style for all entities of the USA Health Brand.

USA Health Children’s & Women's Hospital USA Health University Hospital
photos. photos.
August 18 at 3:30pm - @ August 18 at 3:30pm - @

ama” ¢

§s
“,

il

WE'RE TAKING KIDS
UNDES TRES . *| CAN POWER WALK AGAIN!"

So we can ease their fears at the

. A (I . PAT BUFFA | PENSACOLA BEACH, FLORIDA
region's only pediatric infusion center.

il Like @ Comment # Share &~ il Like @ Comment #» Share K~
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52 Promo ltems

WE'RE TRANSFORMING MEDICINE

HEALTH

HEALTH

The new USA Health logos will also
work exceptionally well on a variety
of specialty items. When placed on
such items as cups, mugs, T-shirts,
etc., the USA Health letters stand
out especially well and create a
bold, easily recognizable message.
In most applications, the four-color
version of the logo will work best.
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In some cases, depending on the

item, the logos will work best when
reversed out white on a colored

background.
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Promo ltems 53

HEALTH

HEALTH

YSICIANS GROUP
COLLEGE OF MEDICINE PHYSICIANS GROUT

_,_'_E-_
O — =
. lg\mmugfl;r‘eﬂ@

CRTHOPAENCE
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54 Email Signatures

USA Health has an official electronic signature template. Please don’t include images as part of your electronic
signature. They increase the size of an email message and may slow its transmission. Electronic signatures should
include the information as shown below in example:

(AAHEALTH

FIRST NAME LAST NAME
Title | Department

email@
P: 000.000.0000

LOCATION (i.e. University Hospital)
1234 Street Name | Mobile, AL 00000
webaddress.com




(\HEALTH

y A%dendum : Marketing Recommendations

F / ‘ USA HEALTH | GRAPHIC STANDARDS
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56 Secondary Logos

Always use the master USA Health logo in your department’s marketing pieces.

Other versions of our logo exist, but only for use by the marketing and communications
team. These secondary logos are solely for the promotion of specific physician
specialties for internal and external purposes. They were created to lend brand
credibility fo a physician’s area of expertise or specific service line.
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ADDENDUM: MARKETING RECOMMENDATIONS

Secondary Logos

57

The following examples show how the marketing
and communications team should utilize our
secondary logos.

(Q\HEALTH
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58 Secondary Logos

Q\HEALTH | INTERNAL MEDICINE Q\HEALTH SURGERY
Q\HEALTH FAMILY MEDICINE Q\HEALTH BURN

Q\HEALTH NEUROSCIENCES Q\HEALTH TRAUMA
Q\HEALTH 'WOMEN'S SERVICES Q\HEALTH HEART
Q\HEALTH ORTHOPAEDICS Q\HEALTH STROKE
Q\HEALTH PEDIATRICS Q\HEALTH BARIATRICS
Q\HEALTH PSYCHIATRY Q\HEALTH |INFECTIOUS DISEASE
Q\HEALTH RADIOLOGY Q\HEALTH ONCOLOGY
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Secondary Logo - Colors 59

@\ HEALTH |INTERNAL MEDICINE

@ HEALTH |FAMILY MEDICINE

This section will provide information on graphic standards

for USA Health secondary logos and show how the color palette [gXHEALTH ‘ NEUROSCIENCES
is applied to it.

R\ HEALTH |WOMEN'S SERVICES
(@ HEALTH |ORTHOPAEDICS
LOGO COLORS (A HEALTH |PEDIATRICS

(@ HEALTH | PSYCHIATRY

BLUE

PMS 281

RGB 0, 32, 91
CMYK 100, 85, 5, 36

HEX #00205B Q\HEALTH ‘SU RGERY

@\ HEALTH RADIOLOGY

(Q\HEALTH |BURN

RED QA HEALTH | TRAUMA

PMS 193

RGB 191, 13, 62
CMYK 2,99, 62, 11
HEX #BFOD3E

(Q\HEALTH | HEART

(Q\HEALTH |STROKE
@\ HEALTH |BARIATRICS

@\ HEALTH | INFECTIOUS DISEASE
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60 Secondary Logo - Specifications

Scaling/Size Restrictions (Q\HEALTH |[BURN | w

The new USA Health secondary logo should
. . . " Minimum Size of The USA Health secondary Logo
not be prmfed when the helghf is less than 1/4". Measure the height of the illustration portion
of the logo as shown to ensure that it is

When reducing or enlarging the logo, it must at least 1/4” inch high.
(with the exception of specialty items)

be done as a whole.

Clear Zone

All words and images used near the logo Clear Zone

should be placed no closer than the distance g 7

equal to the vertical height of the “H” in % @HEALTH ‘ BURN E.

“Health”. This is referred to as the “clear zone.” O E
Clear Zone

Clear Zone Around The Logo
Measure the vertical height of “H”
in “Health”of the logo as shown
to determine the clear zone.
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ADDENDUM: MARKETING RECOMMENDATIONS

Secondary Logo - Incorrect Usage 61

O The USA Health secondary logo is a stand-alone
design element and must appear separately
from other elements. For example, it cannot be
placed in a box, circle, or other graphic
element that is not part of the official logo.

O The “USA mark” should not be rotated or
separated from secondary service name.

O Use this secondary logo instead of creating
your own, and do not use a scanned, recreated,
re-proportioned or otherwise modified version
of the logo.

O Maintain the logo’s correct proportions. Do
not stretch the logo. Proportions of the logo
must remain the same whether reduced or
enlarged.

Q\HEALTH  TRAUMA

Placing Logo in a Graphic Element.
Do not place the logo in any graphic element that is not part of the logo.

& &

HEALTH HEART HEALTH STROKE

Seperating “Mark”
DO NOT rotate or seperate the “mark” from the name

QA HEALTH |ORTHOPAEDICS @ HEALTH |PEDIATRICS

Changing The Color of The Type or Mark
DO NOT change the color of the type or mark, for any reason.

[SS‘HEALTH BURN T@ HEALTH BARIATRICS

Changing Proportions of the Logo
DO NOT stretch, skew, condense or change the “mark” or type, for any reason.

A HEALTH [T RAUMA QA HEALTH |ONCOLOGY

Rotating or Cropping the Logo
DO NOT rotate or crop the logo in any way.
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ADDENDUM: MARKETING RECOMMENDATIONS

62 Tertiary Logo

The USA Health logo is the primary graphic upon which all other logos are based. It should be used
when referring to the overall entity of USA Health—that which includes all of its aspects.
You could think of it as the overall “corporate” logo for USA Health.

We also have tertiary logos for departments. While they should never be used on letterheads or signage,

they may be utilized for promotional items.

UNIVERSITY HOSPITAL PHYSICIANS GROUP CHILDREN'’S & WOMEN’S HOSPITAL MITCHELL CANCER INSTITUTE

HEALTH HEALTH HEALTH HEALTH

UNIVERSITY HOSPITAL PHYSICIANS GROUP CHILDREN'S & WOMEN’S HOSPITAL MITCHELL CANCER INSTITUTE
RADIOLOGY ALLERGY & IMMUNOLOGY LABOR & DELIVERY MEDICAL ONCOLOGY

HEALTH HEALTH HEALTH HEALTH

UNIVERSITY HOSPITAL PHYSICIANS GROUP CHILDREN'S & WOMEN'S HOSPITAL MITCHELL CANCER INSTITUTE
ORTHOPAEDICS MEDICAL GENETICS HIGH RISK OBSTETRICS SURGICAL ONCOLOGY

HEALTH HEALTH HEALTH HEALTH

UNIVERSITY HOSPITAL PHYSICIANS GROUP CHILDREN'S & WOMEN'S HOSPITAL MITCHELL CANCER INSTITUTE

SURGERY

NEPHROLOGY

PEDIATRIC INTENSIVE CARE UNIT

DIAGNOSTIC IMAGING

HEALTH

COLLEGE OF MEDICINE

HEALTH

COLLEGE OF MEDICINE
MICROBIOLOGY

HEALTH

COLLEGE OF MEDICINE
PHARMACOLOGY

HEALTH

COLLEGE OF MEDICINE
COMPARATIVE MEDICINE
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ADDENDUM: MARKETING RECOMMENDATIONS

Tertiary Logo - Colors

63

This section will provide information on graphic standards
for USA Health tertiary logos and show how the color palette

is applied to it.

LOGO COLORS

BLUE

PMS 281

RGB 0, 32, 91
CMYK 100, 85, 5, 36
HEX #00205B

RED

PMS 193

RGB 191, 13, 62
CMYK 2,99, 62,11
HEX #BFOD3E

HEALTH

UNIVERSITY HOSPITAL
RADIOLOGY

HEALTH

PHYSICIANS GROUP
ALLERGY & IMMUNOLOGY

HEALTH

CHILDREN’S & WOMEN’S HOSPITAL
LABOR & DELIVERY

HEALTH

MITCHELL CANCER INSTITUTE
MEDICAL ONCOLOGY

HEALTH

COLLEGE OF MEDICINE
MICROBIOLOGY
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ADDENDUM: MARKETING RECOMMENDATIONS

64 Tertiary Logo - Colors

One-color Logos

The logo may be used one-color as needed.
Acceptable one-color options are white, black,
USA red and USA blue.

HEALTH

UNIVERSITY HOSPITAL
RADIOLOGY

100% Black Version | Use for all black and
white applications like flyers, etc.

HEALTH

UNIVERSITY HOSPITAL
RADIOLOGY

One-color USA Red

HEALTH

UNIVERSITY HOSPITAL
RADIOLOGY

One-color USA Blue
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The logo can also be reversed out to white on
darker backgrounds and images.

HEALTH

UNIVERSITY HOSPITAL
RADIOLOGY
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66 Tertiary Logo - Specifications

Scaling/Size Restrictions HEALTH

MITCHELL CANCER INSTITUTE 172"
DIAGNOSTIC IMAGING

The new USA Health tertiary logo should not
be printed when the height is less than 1/2".

When reducmg or enlorglng the |OgO, it must Minimum Size of The USA Health tertiary Logo
Measure the height of the illustration portion

of the logo as shown to ensure that it is
at least 1/2” inch high.
(with the exception of specialty items)

be done as a whole.

Clear Zone

All words and images used near the logo
should be placed no closer than the distance
equal to the vertical height of the “H” in
“Health”. This is referred to as the “clear zone.”

Clear Zone

HEALTH

MITCHELL CANCER INSTITUTE
DIAGNOSTIC IMAGING

Clear Zone
2u0Z I3

Clear Zone

Clear Zone Around The Logo
Measure the vertical height of “H”
in “Health”of the logo as shown
to determine the clear zone.
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Tertiary Logo - Incorrect Usage 67

O The USA Health tertiary logo is a stand-alone
design element and must appear separately

from other elements. For example, it cannot be
placed in a box, circle, or other graphic element

that is not part of the official logo.

O The “USA mark” should not be rotated or
separated from tertiary department name.

O Use this tertiary logo instead of creating your
own, and do not use a scanned, recreated,
re-proportioned or otherwise modified version
of the logo.

O Maintain the logo’s correct proportions. Do
not stretch the logo. Proportions of the logo
must remain the same whether reduced or
enlarged.

HEALTH

COLLEGE OF MEDICINE
MICROBIOLOGY

Placing Logo in a Graphic Element.
Do not place the logo in any graphic element that is not part of the logo.

HEALTH [@

UNIVERSITY HOSPITAL
RADIOLOGY

Seperating “Mark”
DO NOT rotate or seperate the “mark” from the name

HEALTH

CHILDREN’S & WOMEN’S HOSPITAL
LABOR & DELIVERY

Changing The Color of The Type or Mark
DO NOT change the color of the type or mark, for any reason.

HEALTH

PHYSICIANS GROUP
MEDICAL GENETICS

Changing Proportions of the Logo
DO NOT stretch, skew, condense or change the “mark” or type, for any reason.
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68 Tertiary Logos

- Centers

The USA Health logo is the primary graphic upon
which all other logos are based. It should be
used when referring to the overall entity of USA
Health—that which includes all of its aspects.
You could think of it as the overall “corporate”
logo for USA Health.

As you can see in the accompanying chart,
other logos for USA Health fall underneath

the master logo. These are the tertiary center
logos for all other USA Health Patient Care
Centers. A patient care center is one facility
that houses numerous physician specialties for
patient care.

The tertiary center logos are to be used on
signage only. When mentioning in advertising,
use the name of the Patient Care Center in copy.
Any correspondence coming from physicians
located in the specific center will be branded
under the specialty service.

(Q\HEALTH

STRADA PATIENT CARE CENTER

(AAHEALTH

MASTIN PATIENT CARE CENTER
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This section will provide information on graphic standards
for USA Health tertiary center logos and show how the color palette
is applied to it.

LOGO COLORS

([AAHEALTH

PMS 281 STRADA PATIENT CARE CENTER

RGB 0, 32, 91
CMYK 100, 85, 5, 36
HEX #00205B

(Q\HEALTH

PMS 193 MASTIN PATIENT CARE CENTER

RGB 191, 13, 62
CMYK 2,99, 62,11
HEX #BFOD3E
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70 Tertiary Logos - Centers - Incorrect Usage

O The “USA mark” should not be rotated or
separated from ther tertiary center patient
care center name.

O Use this tertiary center logo instead of creating
your own, and do not use a scanned, recreated,
re-proportioned or otherwise modified version
of the logo.

O Maintain the logo’s correct proportions. Do not
stretch the logo. Proportions of the logo must
remain the same whether reduced or enlarged.

&

HEALI'H

STRADA PATIENT CARE CENTER

Seperating “Mark”
DO NOT rotate or seperate the “mark” from the name

([A\HEALTH

MASTIN PATIENT CARE CENTER

Changing The Color of The Type or Mark
DO NOT change the color of the type or mark, for any reason.

(R\HEALTH

STRADA PATIENT CARE CENTER

Changing Proportions of the Logo
DO NOT stretch, skew, condense or change the “mark” or type, for any reason.






\HEALTH

-
N

Graphic Standards

AAAAAAAAAAAAAAAAAAAAAAAAAA




