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BRAND POSITIONING

Grace Under Pressure

Caringfor the aging and ill is heroic. Doing it ina

healthcare landscape that too often incentivizes the —|— th [ t

wrong things at the wrong time is herculean. On e Comp ex care ecosyS em_
Fortunately, we've had a lot of practice doing it the - '

right way in communities across the country. — N p H | — 1S

From illness to aging to end of life, we are the experts th e _trUSted a Utho I’Ity_

that know how to deliver elite care in chaotic

circumstances. Private equity and for-profit networks that Oﬁerg _va[ues’ VISIOH, and exper’US@_

focus on low-cost, high-value patients. We focus on

people. oLl BSEY neople shouldnt have to carry

We've seen it all. We're the architects of care in the the burdeﬂs O.I': deCUﬂlﬂg heal.th a[Oﬂe_

home. And only we have the expertise to lead a
transformation in healthcare.




Brand Personality: We are..

TRUSTED COURAGEOUS VISIONARY



100 Members Strong
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Visual Brand




LOGO | LOGO VARIATIONS |

wordmark lettermark
Logo
New Logo
The NPHI logo is already well established and National Partnershlp
recognized in the market. For this brand refresh, the fOI’ Healthcare and
logo has been simply updated to reflect the new color Hospice Innovation
palette.
The logo is displayed in two variations. A green logo

for white and light colored backgrounds and a white
logo for green and dark colored backgrounds.

The logo has both the lettermark, which is the
initialism of the company name, as well as the full
company name as the wordmark. There are certain
use cases in which the lettermark is used alone to

represent the brand.
National Partnership
for Healthcare and
Hospice Innovation

wordmark lettermark



https://drive.google.com/drive/folders/1iW_l7k3Lg9tUEEszCaLhR-iztfMsPH-l?usp=share_link

LOGO | LOGO VARIATIONS |

Logo

Variations

This logo variation can be used in certain use cases. In
the instance where a sub-brand needs to be separate
and distinguishable from the main brand, this logo can
be used to show that the sub-brand is still a part of
NPHI.

National Partnership
for Healthcare and
Hospice Innovation

National Partnership
for Healthcare and
Hospice Innovation

National Partnership
for Healthcare and
Hospice Innovation

Z National Partnership
for Healthcare and

Hospice Innovation



https://drive.google.com/drive/folders/1iW_l7k3Lg9tUEEszCaLhR-iztfMsPH-l?usp=share_link

LOGO | ACCEPTABLE USAGES

Acceptable
Usages

The logo must be represented in a specific
way to maintain consistency across the
range of internal communications, web
materials, as well as promotional
materials and advertisements.

Since there is a wordmark and a
lettermark in the NPHI logo, the
acceptable usages of the three variations
of the logo depend on the background
colors that allow for the most legibility.

National Partnership
for Healthcare and
Hospice Innovation

USE PRIMARY LOGO

/

USE WHITE LOGO ON
GREY BACKGROUND

National Partnership
for Healthcare and
Hospice Innovation

USE WHITE LOGO ON
GREEN BACKGROUND

ey

USE GREEN LETTERMARK
ON WHITE BACKGROUND

National Partnership
for Healthcare and
Hospice Innovation

USE WHITE LOGO ON
COLORED BACKGROUND

ey

USE WHITE LETTERMARK
ON COLORED
BACKGROUND




LOGO | UNACCEPTABLE USAGES

Unacceptable
Usages

Incorrect usages of the logo include
changing the logo colors or adding a
colored outline. The colors are intentional
and important for consistency and
distinctiveness.

The shape of the logo must also stay
consistent. Variations in which the logo is
stacked, distorted, or used without a
background is considered incorrect
usage.

Z

National Partnership for
Healthcare and
Hospice Innovation

Z

National Partnership for
Healthcare and
Hospice Innovation

National Partnership
for Healthcare and
Hospice Innovation

0 STACK THE LETTERMARK
ON TOP OF WORDMARK

0 RESIZE THE LETTERMARK
OR WORDMARK

0 CHANGE LOGO COLORS

FROM GREEN OR WHITE

revs]

rovi [

=

0 USE AN OUTLINE/STROKE
ON THE LOGO

0 REARRANGE OR MOVE
THE LOGO SHAPES

0 ROTATE OR FLIP THE
LOGO

11



LOGO | LOGO VARIATIONS |

Logo

Social Media Profile Pictures and Icons

In the case of social media, these logos can be
used as profile pictures. They have been adapted
for use on social media platforms with round
profile pictures. For cases with a rectangular
social media profile image, the mail logo
lettermark can be used.

UOoD| BIPaW [B120S

y @@y

NPHI NPHI NPHI

The logos that do not have a background are
meant to be used for cases where the logo is
needed in a simple icon format. They can be seen
in headers or footers of documents, or on NPHI
presentation decks.

uodI JUBWINJ0(Q

12


https://drive.google.com/drive/folders/1iW_l7k3Lg9tUEEszCaLhR-iztfMsPH-l?usp=share_link

LOGO | LOGO VARIATIONS |

Logo

Alternative logos for specific sub-brands

In some cases, there are NPHI logos that exist for
specific purposes. In many cases, the logos
already exist in the previous brand and have been
refreshed with the new color and new line
graphic element.

uoljelIeA 10j0d

The logos are available in 2 colors: NPHI green,
and white. The green logo may be used on light
backgrounds and the white logo may be used on
dark backgrounds. The logos are available in both
PNG and JPEG format.

[lews

reva) frev

Preferred Vendor Innovation Lab

¥ 4 _
)
=
[0}
0]
Innovation Lab

The logos are available in a small and large sizes,
to assist with selection depending on use case.

The logos labeled “small” are for cases where the
logo is less than 1 inchin size. The logos labelled

“large” are for cases where the logo is more that 1
inchinsize. M I M I
100 MEMBERS STRONG Preferred Vendor

100 MEMBERS STRONG



https://drive.google.com/drive/folders/1iW_l7k3Lg9tUEEszCaLhR-iztfMsPH-l?usp=share_link

LOGO | LOGO VARIATIONS | ACCEPTABLE AND UNACCEPTABLE USAGES

Acceptable and
Unacceptable
Usages

Incorrect usages of the logo usually make
the logo harder to read or feel
disconnected from the brand. On the
right are some things to avoid to make
sure the logo is used correctly.

The logo should not be rotated or
adjusted in color, transparency, or ratio.
For logo formatting, use PNG logos in
cases where the background is not green
or white - as PNGs allow for better
transparency than JPEGs. An example of
this is also available on the right.

National Partnership
for Healthcare and
Hospice Innovation

USE PRIMARY LOGO

/

MEMBER

0 USE THE MAIN LOGO
WITH DIFFERENT TEXT

TREATMENTS

National Partnership
for Healthcare and
Hospice Innovation

USE WHITE LOGO ON
GREEN BACKGROUND

SIZE DOWN THE ‘LARGFE’
LOGO UNTIL TEXT IS
ILLEGIBLE

National Partnership
for Healthcare and
Hospice Innovation

USE WHITE LOGO ON
COLORED BACKGROUND

NPHI /

0 USE JPEG LOGO ON
DIFFERENT COLORED

BACKGROUNDS




Color Palette

Primary and Secondary

The color palette has been refreshed to represent the
brand in a new and more authoritative way. The green
has been darkened and cooled to represent the
strong and clean brand while still being consistent

80%

60%

. ) RGB:0, 92,82 RGB: 66,113, 105 RGB: 106, 138, 132 RGB: 148, 168, 164 RGB: 195, 204,202
with the previous brand elements. CMYK: 100.0. 11. 64 CMYK: 72,33,53,25 CMYK: 72,33, 53,25 CMYK: 36,17, 26, 12 CMYK: 18,18, 13,6
HEX: 005c5'2 T HEX: 427169 HEX: 6a8a84 HEX: 94a8a4 HEX: c3ccca

The main green color is also available at 80, 60, 40,
and 20 percent tint for use in various graphic cases.

The secondary colors are light green, orange, and
dark navy, all to be used as accents or to separate
sub-brands such as the caregiver journey.

RGB: 217,227,200 RGB: 229,126, 94 RGB: 22,41, 54
CMYK: 15,4,24,0 CMYK:7,62,65,0 CMYK: 88,71, 54,59
HEX: d9e3c8 HEX:e57e5e HEX: 162936




TYPOGRAPHY | RALEWAY FONT [ ]| LATO FONT { }

Typography

Raleway Header

The primary typeface for this brand is Raleway Light, R L |_ . h t
which is a contemporary sans serif font. It is used for a eway | g
most headings. Raleway is highly legible and is a

Google font. The heading text should be at least 14pt a de efg h U k Lm n O pq I’Sty\/

size.

In a few use cases, where the header and subheader nyz O 12 345 6 78 9

text both appear at a large size, Raleway Light Italic
may be used. Examples of this are large size posters
and document cover pages. However, in smaller print,

Lato Bold should be used as the subheader typeface.
Subheader

Raleway Light Italic

abcdefghiiRimnopqrstyvwxyzo1
23456789

16


https://fonts.google.com/specimen/Raleway
https://fonts.google.com/specimen/Lato/

TYPOGRAPHY | RALEWAY FONT [ ]| LATO FONT {

Typography

Lato

The second typeface is Lato, in both bold, normal, and
light weights. It is used for most copy and smaller size
text. The bold weight can be used for smaller
headings or subheadings in section breaks. The
subheading font size should be 11pt or larger. The
body copy should be between 9pt and 11pt font size.
Small text should be between 8pt and 9pt font size
and is usually only used for references or sources.

Lato and Raleway can appear in the same document

side by side as they are both sleek san serif fonts. An
example of this can be seen above in the heading and
subheading for this slide.

Subheader

Lato - bold
abcdefghijklmnopqrstyvwxyz0123456789

Body Copy

Lato - normal
abcdefghijklmnopqgrstyvwxyz0123456789

Small Text
Lato - light
abcdefghijkimnopgrstyvwxyz0123456789

17



https://fonts.google.com/specimen/Raleway
https://fonts.google.com/specimen/Lato/

Photography

The photography of the NPHI brand is made up of
two elements:

PEOPLE

NATURAL PROCESS




Friendly Dynamic

Photography Dos

Choose photography that represents the full
spectrum of American society, including a good
mixture of ethnicities, abilities, and age range.

Stylistically, try to find imagery with a touch of green
or terrato make it fit the overall brand. The green
used in the photography should be cool toned to Emotional Natural
match the NPHI brand colors. Alternative imagery
representing fragility, natural textures, or passing of
time are also acceptable.

Aim to include positive and/or hopeful elements in
each image. Generally, images should be friendly,
dynamic, diverse, emotional, natural, and as real as
possible in order to well represent the NPHI brand.

19


https://www.istockphoto.com/nl/foto/senior-zwarte-man-in-rolstoel-met-dochter-gm1002259224-270860377?phrase=elderly%2Bwheelchair
https://www.istockphoto.com/nl/foto/volwassen-volwassen-vrouw-met-een-handicap-leeft-het-leven-ten-volle-gm1319899231-406625154?phrase=elderly%2Bwheelchair
https://drive.google.com/file/d/1wBUTW7gAImNxlOkCVgKgpvIpXllU7ylS/view?usp=sharing

| DON'Ts

No black & white No zoomed-in hands
Photography Donts
The objective of the NPHI guideline is to create a

visual branding that represents the complex care
ecosystem and NPHI's roleiniit.

In order to remain distinct, as well as create a brand
that is authoritative and instills hope, certain imagery
should be avoided. This includes black and white
photos, close-up shots of people’s hands, staged
emotional imagery, religious leading imagery, and
afterlife symbolism.

Staged emotional imagery

Images displaying extreme suffering or dark and
moody aesthetics should also be avoided. Onthe
other hand, imagery should be grounded in reality
without overly romanticizing the end-of-life stages.
Aim to achieve a natural and realistic balance.

No religious leading imagery No afterlife symbolism

20


https://drive.google.com/file/d/1wBUTW7gAImNxlOkCVgKgpvIpXllU7ylS/view?usp=sharing

| SOURCES: UNSPLASH / PEXELS



https://drive.google.com/drive/folders/1dwg_MSxWvfOgCxaxDKPvXuzMb_-FzqF0?usp=share_link

| SOURCES: UNSPLASH / PEXELS



https://drive.google.com/drive/folders/1dwg_MSxWvfOgCxaxDKPvXuzMb_-FzqF0?usp=share_link

Graphic elements

Blocked grid layout

The block grid layout is to be used as a visual
treatment for main covers and section covers. Its
shape may vary and its colors should follow the brand
color palette. It is used for print materials.

The example on the right is the cover and Table of
Contents of the NPHI 2023 Blueprint.

White Lines

White lines are used throughout the brand as a
section break and tool to point the user toward
relevant information. In many cases, white lines end in
acircle shape to point toward the necessary
information.

The example on the right displays this usage on the
Table of Contents.

Table of Contents

Over Profits

Methodology
o4

A Values-Based Movement
for Declining Health

National Partnership
for Healthcare and
Hospice Innovation

Letter from the CEO & President

23






Infographics

Patient Journey

Healthy
PATIENT
HEALTH

Serious/
Chronic
Diagnoses

CAREGIVER
BURDEN

PALLIATIVE
HOSPICE
OUTPATIENT

HOSPITAL

TIME

Decline
&

Fragility

Personal
Support

Terminal
lliness

Emotional
Support

25



Infographics

Bar Graphs and Pie Charts

Infographics are used in NPHI branding in order to
highlight important data. They follow the brand color
palette and are meant to contrast against a typically
white background. They come in a variety of shapes
and sizes in order to be visually appealing. Bar graphs
and pie charts are the preferred template for simple
data visualizations where a section break is needed
and there is a lot of comparable data.

How do you rate the US healthcare system overall?

@ People born before 1945

@ Milenrials

@ 38%
® 15%
3% @
9% P

Poor Very good

Thinking about the circumstances
that might surround the end of your
own life, how important is each of

the following to you? Excellent Very good

4% 21%

Fair Not sure -
40% 12% 1
1 1 :

1 1
1

1

I

I

Living as long as possible

Respondents are
divided on how well
the US Healthcare
system provides

end-of-life care

All Bankruptcies in the US

23%
Poor

>66% Medical Debt

ONLY 17%

of Americans trust the US
healthcare system to put their
well-being ahead of profits.

26



Infographics

Abstract Bubble Charts

In cases where contrast between few data points is
the main objective, bubble charts may be used to
highlight differences. For abstract bubble charts, both
full color as well as gradients can be used.
Transparency can also be used in these cases but the
colors must be at least at 30% so that they are visible.

How much do you trust the
following?

70%

Nurses

Integrated Care

Government Agencies

\ATIVE ¢
AL )
oM S

Patient

Primary

P
Family Care

Where would you prefer to die?
Where do you think you are most likely to die?

Only 6% would prefer hospital...

...but 14% think they will

35% are not sure where they think they'll die

58% would prefer to die at home...

..but only 31% think they will

How much of a problem, if

at all, is the growing number

of older people in the US?

In2022

24%

say it's not a problem

In 2022

76%

say it's a problem

down from significantly higher than
37% 58%
in2017 in2017
RICAN
MES 'S . .
A o/ Written documentation
V_% < of their preferences
<
> Spoken with a healthcare
o provider about their
T @ wishes at the end of life

Discussed it with a loved one

27



Top Concerns About Aging

36%

Isolation or E25
loneliness Not being able
to live at home

59%
Loss of
independence

56%
Running out 39%
of money Not being able
58%
Loss of quality
of life
49%
Inability to
manage daily
activities

36%
Your own

death 52%

Declining
EEN

39%
Failing or
injury

50%
Becoming a
burden to my
family

a5%

Being cared for
by strangers

53%
Death of
spouse, other

friends

Comfort
Care

Palliative

Advanced .
lliness Serious
Iliness

Supportive
Care

PACE

(Programs of All- =
Inclusive Care Primary Care
for the Elderly) at Home

Chronic
Disease
Management

Hospice

End-of-Life
Care

GREATER RISK B

FREEDOM
INDEPENDENCE
COMFORT

BUT SAFETY
LOSS OF INDEPENDENCE
& SELF DETERMINATION

28



Date here

Title here

| Chapter title
[| Chapter title
Il Chapter titl

Title here Title here Title here
Subtite Subtite
Texthere Texthere Totw Toahere
XX% XX%
Text here -

XX% XX%

(

NPHI NPHI NPHI

Title here Title here
subtitc

Texthere

subtitie Subtitie Subtitle

Text here Tt here Text here \ p B ’

Subtitle

Subtitle Subtitle

NPHI

29


https://docs.google.com/presentation/d/1mEilEe4bxs0RXhT82pejVqeAIUO8YrTLg5DV8Wn8FO0/edit?usp=sharing

NPHI BLUEPRINT

Printed Materials

NPHI Blueprint

This blueprint was developed by the National
Partnership for Healthcare and Hospice Innovation,
in collaboration with Emergence Creative. This
project was funded by NPHI's 100+ nonprofit,
community-based members across the United States.

30



Printed Materials

Folder

The printed materials for the NPHI brand include
the NPHI folder. This folder will be used at the
summit and will contain supporting materials.

o

4


https://drive.google.com/drive/folders/1OdJZEa8hsN6d32SwyNMEeQi9HGDN2j-S?usp=sharing

SWAG EXAMPLES
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PROFILE |

Tagline goes here in

max. two lines.

National Partnership for Healthcare and
Hospice Innovation OIS

305 vind-Ik-leuks - 455 v

o Vind ik leuk QL Zoeken

Berichton  Info  Vermeidingen  Voigers  Folo's  Vidoo's  Meer v -

Intro Berichten 25 Fiters.

A partnership of non-profit, community-integrated, hospice,

pallative, and advanced Ainess care
P SV ot N e I National Partnership for Hoalthcare and Hospice Innovation

© Pagina - Non-profaorganisatie *As the cely large scaie national hospice Pharmacy not owned by for-profit hospice owners of
operators that often compete with NPHI members © fix shares NPHI's emphasis on
& Weshingwn DC,, OC, United States, Washington, Dietrict of COmMunity stewardship, fiTst-1ate CHNICH 0XDOMTISe, #UNICal GACISION-MAKING. ACCOUMAbINLY,
Columbia and real two-way partnerships,” said the company’s founder, president and COO Drew
Mihatyo, “We know that together we can ensure high-quaity, compassionate # o by

, +1884-438-6744

mission-driven hospices for 3l Meer weergeven

Message goes
here in max three
lines of text

Louk ) Opmarking plaatsen # Oelen

34


https://www.facebook.com/NationalPartnershipforHospiceInnovation/

POSTS |

GENERAL

ueprint

‘R

)

N < National Partnershij
Research-based messaging ' for ctthocrecnd il 9«({ HOME HEALTH
(e

i i i 44 &HOSPICE
National Partnership oy l(ansfom.nng aging BZUe/Of/h[ Hospice Innovation ﬁyw
for Healthcare and and end-of-life care for Act
Hospice Innovation on

Y ’

General brand visual Announcement / linked post Partner announcement

QUOTES

‘Lorem ipsum
dolor sit amet,
consectetur adipi-

‘Lorem ipsum dolor sit amet, con-
sectetur adipiscing elit. Integer
dictum nunc eu maximus euismod.

‘Lorem ipsum dolor sit
amet, consectetur
adipiscing elit. Integer

scing elit. Integer
dictum nunc eu
maximus euismod.”

on

Integer ut turpis in justo condimen-
tum efficitur vel sed eros.”

Name, function

dictum nunc eu maxi-
mus euismod.”

Name, function

Quote 1 Quote 2 Quote 3

35


https://www.canva.com/folder/FAEa5nZ0UjE

POSTS |

SINGLE IMAGE

General brand image post 1

INFOGRAPHIC

General brand image post 2 General brand image post 3

‘At the center of
declining-health care”

Natisea! Partrerihis b - 1

33%
. ' . Help prevent avoidable
Pu“mg well bemg pain and distress
ahead of profits
and preparation 33%
for cost ofcare Collaborate with you
' to get the care that you need

here

How much
do you trust the
US healthcare
system to...

Infographic 1

Infographic 2 Infographic 3

36


https://drive.google.com/drive/folders/1yoF4pmH93IjK-tuYq5LohsEhv9lrF0Gm?usp=share_link
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