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| am am really excited to be here to talk to you about the FCMC brand. In my previous job, |
developed a similar process to educate and empower employees to better understand what a
brand is, why it matters, and how you are a part of it. Over the past few years, the results were
more impactful than | had hoped. | had started just wanting to get people to use the right logo
and colors, and ended up creating a community and internal communication for people to
connect and work smarter together. This also helped break down departmental silos and
decades old hurdles that were impacting the overall goal.

So, to get us started, | want to emphasize that it is up to each and everyone of us at FCMC to
support and strengthen the vision and goals through our actions, interactions, and
communications— internally and externally.

This presentation will provide a baseline and allow us to understand and operate from the
same perspective and expectations.
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Specifically, we are going to talk about what is a brand, why knowing this stuff is important for
everyone, what is FCMC’s Brand, and how you can help support and strengthen our brand.




FCMC BRAND

one

what is
a brand

First up, let’s talk about what is a brand?

A brand is one of those hard to explain things, it has been referred to as a personality or
persona.

A brand is the way an organization is perceived by those who experience it. That includes
doctors, nurses, board members, coworkers, but most of all, patients.

Having a defined brand that everyone knows about helps an organization ensure they are
perceived the way they want to be. As trusted, caring, knowledgeable, experienced,

professional, etc.



WHO we are

WHAT we do

HOW others view us

Our brand is who we are, what we do, and how people think of us. It isn’t exactly what we
WANT to be or what we think we are, but what we actually are to our guests. And there are a
lot of things that go into building what that is.

It can change with everything we do, so if we don’t take the time to understand what it is we
want to be, we can easily experience brand dissonance. That is where what we say we do and
are do not align with what our patients experience. And that can lead to a loss of trust, which in
turn hurts our reputation, which impacts how effective our marketing is. It becomes this
snowball effect that without careful consideration, can take a turn and end up a disaster.

It is not something that a person, or a group of people can sit down and just decide.

a. It is guided by our credo (vision, mission, pillars)

b. It is validated by what we do, how we interact with each other and patients
(walking the walk and not just talking the talk)

C. It is championed by the employees

All of this is represented by our logos, colors, and fonts- also known as our brand elements —
which | will go over more later.
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two

why does
it matter

Why does brand matter?
Brands build trust, unifies and identifies us as experts, allows us to be easily recognized, and
sets us apart from our competitors

There was a time when healthcare this didn’t matter so much.

Patients had little choice as to which healthcare provider they used. Now people have options
and are willing to seek out other facilities that are perceived to be “better” It is also not enough
to just provide great service and care. People expect excellent customer service and a certain
level of professionalism from their healthcare providers- from start to finish. This is why there
has been so much emphasis on cherished experiences and why this matters to each and

every one of us.



“Brands are
psychology and science
brought together as a

promise mark
as opposed to a trademark”

Why brand building is important | by Marketshare & Scott Goodson | forbes.com

According to Forbes.com (read quote)
This means our logo and brand elements represent a promise that we will make good on what
we say we will deliver.

A brand can add value to a company. They build the foundation of unity, trust, loyalty, and
recognition.

Let’s look at an example of how not following a brand guidelines.

If the manager of a T-mobile store just really loved yellow, and decided they wanted yellow
instead of pink, they would lose their audience because T-mobile customers look for the pink
glow and trust it. A yellow T-mobile store is going to cause confusion and will distract new and
existing customers. And then what if they decide they start selling shoes because they don’t
want to deal with cell phones. You are left with nothing that resembles what is expected from
T-mobile.

Not only does it impact new and existing customers, it also causes dissonance between other
T-mobile locations, which can lead to internal confusion and tension. Additionally and ideally, a
T-mobile customer should be able to go to any T-mobile location and have the same
experience, that is what brand training is all about. It boils down to making sure our guests
have a cherished experience, regardless what service they utilize.



VISUAL REPRESENTATION

Content is hard to read or understand.
Does not have FCMC logo.

Content is not consistent with other
material from other departments.
Content is outdated or inaccurate.
Content is unprofessional.

One part of the brand representation is through coordinated visual elements, meaning the
same fonts, style, colors, etc.

Here are some examples of how we can do better. If our materials aren’t professional and
easily recognizable as FCMC, it can get confusing and makes us appear unpolished and
detracts from us being experts.



But if our forms, documents, patient education are easy to identify as FCMC, clear and
concise, and look professional, it helps us illustrate that we are the experts and builds trust
and recognition

Knowing and understanding our brand can help set us apart from the competition and helps us
identify clear, accurate, consistent messages that will help us share our story with all of our
audiences:

Similarly, FCMC has set brand elements that our guests should easily recognize and trust. It is
bigger than any department on its own. The umbrella of FCMC validates each part of our
whole facility.



CUSTOMER SERVICE

improves recognition

creates trust

supports advertising & marketing efforts

builds financial value
inspires employees

generates new customers (word-of-mouth)

Customer service another super important element of a brand. And this is one of those things
where everyone can make a difference. We are all responsible for creating a cherished
experiences for our guests, but it also extends to include how we interact with each other
inside and outside of the office.

| want to take a minute to get everyone to consider how important this is. We are not only
employees at FCMC, we are also guests and community members.

What someone thinks about us affects how they interact with us. It also influences what they
tell others about us.

It is our nature to tell our experiences, think about what you do when you have a bad
experience, you most likely tell your family and friends, and maybe anyone else who is willing
to listen. Bad experiences, much like bad branding can tarnish a reputation rather than build
and fortify it.

This doesn’t mean you can’t ever say a bad thing about this place, we all have bad days and
are entitled to our feelings when those bad days occur. When there is a safe work
environment, we don’t let the bad days impact how we feel about this place. At the end of the
day, we have chosen to work here, doing crucial work for the community that is more important
than almost any other line of work | can think of.



CULTURE

result of daily interactions
impacts patient experience
can make or break reputation
builds trust and loyalty
decreases turnover

drives customer advocacy

The brand is just as important to us internally as it is externally. By understanding,
implementing, and embodying all of these things— the why and the brand— we can develop an
amazing culture here. Culture can make or break your organization. It isn’t big sweeping
gestures of appreciation, or raises, it is influenced by every interaction we have with each
other. If we don’t keep the culture we want top of mind and be intentional with every
interaction, the culture will develop itself and typically an unmanaged culture can become
detrimental and lead to disgruntled employees, which impacts patient experience, higher turn
over, and damage to the FCMC image through word of mouth, which is not something you can
control and has the biggest impact on our brand.

If the culture is top of mind and continually maintained, then you end up with happier
employees who will provide better patient care and overall job performance. Trust and loyalty
can thrive. And you have 360+ brand ambassadors that, even if they have a bad day and vent
to friends or family, will still recommend and speak highly of FCMC.

What we say we want to be needs to align with our actions, otherwise we do not have a safe
environment for people to be at their best to provide these things to our guests. And if we are
not operating in a safe environment, we are less likely to be able to do what is necessary to
create a cherished experience.



FCMC BRAND

three

the FCMC
brand

Like | mentioned before, this brand stuff can be hard to grasp, but talking about and identifying
FCMC'’s brand can help us understand what is important to us, in simple terms. Having the
same terms also unifies us across the facility so we are working with the same understanding
and vocabulary.

But before we get too far into the FCMC brand, | wanted to invite Darin up here to share the
why. Because that is where all of this stems from.
This isn’t something | am making up, the pieces are all here and | am just here to help connect

all of the efforts and provide a platform of unity and consistency for it all.

There are a lot of components that go into identifying our key attributes.



ESSENCE

Hospital Home Health &
T Hospice
Willow Valley N
Medical Clinic Transmor?al
Care Unit

Specialty Clinic

Sports Medicine & Developmental
Rehabilitation Services Disability Agency

There are a lot of different departments that provide very different services. All of
which work together to make FCMC what it is. Some are clinical, some are not. Some
work directly with the public, and some do not. Some areas work with all departments
and some are more isolated, but that doesn’t mean that what they do doesn’t impact
how things work. But at the end of the day, we are all FCMC and it is important to
keep that in mind.

Over the past 8 months, there has been one theme that keeps coming to mind, which
| am going to call our essence. The essence is another one of those hard to define
parts of a brand, but they are key to what we are and how we tell our stories. A
brand’s essence is a single thought that resonates with all departments. It is referred
to as a core brand promise. It is usually only 3- 5 words. For example, Nike is
“innovation and inspiration”, Southwest Airlines is “freedom” Coca-cola is “happiness”.




ESSENCE

“coordinated quality healthcare”

FCMC is “coordinated quality healthcare”

Those three word unify all of us. It doesn’t matter what department you are in, or what
your job title is, we all contribute to coordinated quality healthcare.




cre-do

/'krédo/

noun
a statement of beliefs or aims
which guide someone’s actions.

There has been a lot of work and consideration put into these brand components. Darin has a
very specific vision for FCMC and the leadership has help to develop these components. We
refer to them as the FCMC credo.

A credo means. “a statement of the beliefs or aims which guide someone's actions.”

The FCMC credo is made up of several components:



FCMC CREDO

Be the Premiere Healthcare Provider and
VISION N _ '
Facility of Choice for the Community

Vision is a broad description of what we value as an organization. It is kind of like what our
goal is and it articulates what we are striving to be.

Be the Premier Health Care Provider and Facility of Choice for the Community.



FCMC CREDO

We create cherished experiences for our
MISSION guests to fulfill their emotional, physical,

and spiritual needs.

Our mission describes what we need to do to achieve our vision.

“We create cherished experiences for our guests to fulfill their emotional, physical, and
spiritual needs.”



FCMC CREDO

1. Provide Genuine Care
FIVE 2. Ensure Comfort
PILLARS 3. Instill Well-Being
(VALUES) 4. Calm the Senses
5. Anticipate Needs and Desires

Pillars of cherished experiences are similar to what others refer to as values. These pillars
defines what we believe in and how we are expected to behave with each other, our guests,
and stakeholders.

Provide Genuine Care
Ensure Comfort

Instill Well-Being

Calm the Senses

Anticipate Needs and Desires

e



FCMC CREDO

MOTTO Where Hospitality & Excellence Meet

And then our Motto is the cute little tag line that represents it all to our community. It is the
outward facing phrase that is typically used with logos. It isn’t often used by itself since it is
meant to support the brand.

Where hospitality & excellence meet



N o bW

THE BASICS

1. The Credo will be known, owned, and energized by all employees.
Recognize guests as employees, patients, and community members.
The three steps of service will be practiced by all employees.
Smile—We are on stage; always maintain positive eye contact.

Be an ambassador of your hospital outside of the workplace.

Escort guests to other locations in the hospital when possible.

Phone Etiquette: Answer telephone calls with a smile.

The basics are some guidelines for riding the bus. These are a few basic principles that Darin
has identified as important for all employee to know and adhere, regardless of what

department you are in.
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The Credo will be known, owned, and energized by all
employees.
Recognize guests as employees, patients, and community
members.
The three steps of service will be practiced by all employees:
a. Use a warm and sincere greeting (10-5 rule). Use the
guest name, if and when possible.
b.  You are empowered to anticipate and follow through
with guest needs.
C. Give warm-hearted farewells. Give them a warm
goodbye and use their names, if and when possible.
Smile—We are on stage; always maintain positive eye
contact.
Be an ambassador of your hospital outside of the workplace.
Escort guests to other locations in the hospital when possible.
Phone Etiquette: Answer telephone calls with a smile.
Personal use of cell phones will be off stage




As | have mentioned before, the brand is not just what we say or think we are or what we
strive to be, it is what others celebrate and recognize about us as well:

These accolades are another way to check our progress and efforts. They also helps to help to
legitimize our brand and adds value, trust and additional recognition. So if we get these
recognition, then we are hititng the mark, if not, we should reevaluate and adjust accordingly.
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So, that’s it, that is what we want our brand to stand for. And that is what our logo, colors,
name, and symbol are visual representations of.

Whew. | know this is a lot of heavy stuff to throw at you all at once. Before | dive into the final
section, does anyone have questions so far?




FCMC BRAND

four

how you
can help

Next up we are going to dive into my favorite part... how each and everyone of us has an
impact, whether you even realize it or not. Here we will take a look at our brand elements, how
they should be used, and where you can find them to use in your departments.

Most of us can think of brands by their logos, colors, or slogans. These are the visual
representations of FCMC and so using the correct logo, colors, and fonts in a professional
manner is important to uphold our reputation. Consistent brand elements also help our
audience quickly recognize our content and give it validation.

Consistent brand elements also help our audience quickly recognize our content and give it
validation. Even if you are not creating these materials, it is important for everyone to have a
basic understanding so they can identify when things fall out of our brand guidelines and point
it out. It is impossible for me to create or review everything, so you are empowered to question
and point out when things don’t fall within the brand guidelines.

First let's get acquainted with some of the brand elements.



PRIMARY LOGO

FRANKLIN COUNTY

#h
W

MEDICAL CENTER

This is our logo. It is the umbrella for all of our departments and services that we provide to the
community. This unifies and validates everything we do. It is the most representative of all of
FCMC as a whole. The full-color on white or light background should be used at all times.

There are times that some adjustments need to be made when is comes to certain
applications.



PRIMARY LOGO

Say, you are trying to use the logo with a background with one of our selected colors, or
something close to is, you are going to lose visibility part of the logo and that is bad.



ALTERNATE OPTIONS

+ + +

FRANKLIN COUNTY FRANKLIN COUNTY FRANKLIN COUNTY

FCOMC | FC&SMC § FCHMC

MEDICAL CENTER MEDICAL CENTER MEDICAL CENTER

So, if you are dealing with a problematic background or a time where you are limited to
single-color for print, embroidery, vinyl, etc.Then you can use one of these two options.

| also want to point out that on the light background, both the all white and all black options
show up fine, but the top right option starts to get a little difficult to see. Even if we can see it,
that doesn’t mean that people who have vision impairments will be able to, so best practice is
to go with the one that has the most contrast. | have a lot of experience with ADA compatibility
for digital and print materials, so please come to me if you have questions on this.



SECONDARY LOGOS

FCWMC

HEALTHCARE FOUNDATION

FCGMC

HOME HEALTH & HOSPICE

FCW®MC

VOLUNTEER AUXILIARY

FCGBMC

DEVELOPMENTAL DISABILITIES AGENCY

FCHMC

TRANSITIONAL CARE UNIT

FCGOMC

SPECIALTY CLINIC

SPORTS MEDICINE &

FCWGMC

REHABILITATION SERVICES

FCGMC

MEDICAL CLINIC

W WILLOW VALLEY
"MEDICAL CLINIC

So under that FCMC umbrella, each department has an approved logo to use for specific

needs.

There are also all black and all white options for these available.

We need to consider the audience and the message to determine what logo we should use.
(when to use the dept and when to use FCMC)




COLOR PALETTE

PRIMARY BRAND COLORS

CMYK: 92/67/25/8 CMYK: 74/40/12/0 CMYK: 0/0/0/50
RGB: 35/88/134 RGB: 72/134/181 RGB: 147/149/152
HEX: #235886 HEX: #4886B5 HEX: #939598

We have three main colors.




COLOR PALETTE

SECONDARY BRAND COLORS

And secondary palette to add some variety and depth to our materials.




FONTS

Montserrat Thin
Montserrat Extra Light
Montserrat Light
Montserrat Normal
Montserrat Medium
Montserrat Semi Bold
Montserrat Bold
Montserrat Extra Bold
Montserrat Black

Lewioy, Tuesday

We have an official font that helps visually unify our materials.




EMAIL SIGNATURE

Full Name| Title/Position
Phone: 208-852-5555 | Mobile/Fax: 555-555-5555

FRANKLIN COUNTY

F C [ 1] M C Where Hospitality
W & Excellence Meet

MEDICAL CENTER

www.fcme.org

CONFIDENTIALITY NOTICE: The information contained in this transmission may contain confidential information protected by law,
including HIPAA. It is intended only for the use of the person(s) named above. If you are not the intended recipient, you are hereby
notified that any unauthorized use, review, dissemination, distribution, or of this communication is strictly prohibited and may result
in civil and criminal penalties. If you are not the intended recipient, please immediately contact the sender by reply email or contact
Franklin County Medical Center at (208) 852-0137, and delete and/or destroy all copies of the original message.

A unified email signature can help legitimize FCMC communications and is another
way to unify our organization.

The email signature format and instructions will be included in the printed guidebook
as well as added to the Employee Services website.



https://www.fcmc.org/

COMPUTER SCREENS

FRANKLIN COUNTY

FCGMC

MEDICAL CENTER

FRANKLIN COUNTY
FCWBMC

MEDICAL CENTER

Computer screens.


https://docs.google.com/file/d/1_AWH9oJkp_FeL1ZwxGEQXQqgMo2T0r59/preview
https://docs.google.com/file/d/1_BESUqpl18Ok9okUXaLO4RTXBsgzpeFC/preview

TEMPLATES

M Inbox - semenscn@kmeong - f- X | [ Frankin County Medical Center - X & My Drne - Google Drve x FOMC Brand Ambassador Prese: X FOMK presentation desgn der: X |

<« C @ drivegoogle.com/drive/my-d = % %@ :

& orive Q seorchinorie = ©® u 5@

£
EMPLOVEE SERVICES @
B Google Docs >
l3nk document
Google Sheets >
From  template : 2006
Google Stides > = »ning B FoMc Email Signatures B romcemp vices Current FCMC Providers/Ser
B Google Forms > F . .
More >
voraers i

@ T

B sufffomTess B FOMC Departments (intern B3 FOMC Departments (Extern BB oldfiles from 0 drive

el clee 10 hewte M
saiis | EXTENDED CARE el luBoibin)

O storage

Ready-made templates for your documents that are preloaded and super easy to find
and use.




TEMPLATES

Template gallery

Franklin County Medical Center General
Letters
@
FCMC Policy ¢ FCMC Template FCMC Template_ ¢ FCMC Template on
Template logo on 1st page... all pages

There you will find several options for standard forms and documents.




TEMPLATES

Template gallery

Franklin County Medical Center General
Basics
FCMC ELEMENTS TITLE HEADING 1
NSTRUCTION HEADINCG 2
FCMC slide_template_angles : FCMC slide_template_basic

FCMC presentation design
elements

Also have some options for presentations to make it easy for you to create
professional and FCMC branded presentations.




FRANKLIN COUNTY
FCGMC
MEDICAL CENTER

DB CONSTRUCTION

21-22 MOB
PARKING MAP

FCMC
HOSPITAL

NO EP ON THE STREET

FCMC
WILLOW
VALLEY

NOT FCMC PARKING

| have created a few maps to help various departments with some location education.
These can be used to help our patients/guests get to where they need to be more
effectively. They can be used for visitors or new employees. So, please let me know if
you have a need for a map and | can help you get exactly what you need.

If you ever have questions on these materials, please do no hesitate to contact me. |
am happy to help create templates or individual materials to help you. None if this is
meant to add more work, | am here to assist you in all of this.

Now, we will take a look at where these resources can be found and reiterate some
expectations with communication and meeting to make all of this work together a bit
more seamlessly.




EMPLOYEE SERVICES

All of these resources will also be found on the Employee Services website | am
currently creating.

This new internal resource will be a hub of information for employees. It will only be
viewable while signed in with FCMC gmail account. It will include information for new
employees, a full-roster employee yearbook, information on employee resources and
events. It will also be a place where we can highlight the progress of our goals.




COMMUNICATION

None of this happens in a vacuum and none of this is because of one singular person
or department. Under the FCMC umbrellas, there is no “us” or “them” WE are a team
and WE work towards the same goals— how we do that may look different— but at the
end of the day, we are all cogs in the machine. We are all important cogs, you
wouldn’t be here if you weren’t adding value to the overall effort.

Communication and transparency are key for everyone.




EXECUTION

FCMC is in our fourth year since implementing 4DX. Some of you may know what that
means and many of you share the same blank stare. So here is a quick recap of what
that is and what is expected of you and your department.




STRUCTURE

TOPS meeting
Imagineers meeting
Department head meeting

Like | said before none of this is new, but it can work better if we take the time to
make sure we are doing our best to contribute as intended. So this presentation is the
baseline and can elevate our success.
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Okay, so let’s recap.



WHO we are

WHAT we do

HOW others view us

Our brand is not just our logo or colors, it is who we are, what we do, and how people think of
us.

It is our culture

It is what we do, not just what we say we do.

It is employee driven

It differentiates us from competition.

It improves our reputation and relationship with the community

Brand is crucial to marketing. | can’t market a bad reputation. Think of it like dating, Marketing
is asking someone out on a date, brand is what they know or perceive about you and
ultimately impacts if they say yes or no.




“Brands are
psychology and science
brought together as a

promise mark
as opposed to a trademark”

Why brand building is important | by Marketshare & Scott Goodson | forbes.com

Branding is important to build recognition and trust among all of our market segments.



FCMC CREDO

FIVE
VISION MISSION PILLARS
(VALUES)

FCMC quality coordinated healthcare. It is where hospitality meets excellence, were we strive
to be the Premier Health Care Provider and Facility of Choice for the Community and create
cherished experiences for our guests to fulfill their emotional, physical, and spiritual needs.
Which is achieved through Provide Genuine Care, Ensure Comfort, Instill Well-Being, Calm
the Senses, Anticipate Needs and Desires
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Correct use of our FCMC brand elements are also crucial to how we are perceived. If
something does not align with what we say our brand is, then it creates distrust with our
audiences.lt is up to everyone to understand and be aware of our brand and say something
when they find things that don’t align. We have a brand guide, templates, and other resources
available to get you started and | am here to help with things that require more than a template
solution.




Any questions?

Additional resources:
1. A Brand Guide will be available at department retreat.
2. The employee Service Website will be shared as soon as it is complete.
3. Me. | am here to help, so don’t hesitate to ask.




