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This document introduces
the brand strategy, visual
identity, voice and tone for
NewYork-Presbyterian.

From language to imagery to
design to audio, we aim to have
work feel cohesive no matter
which group is creating it,
ensuring consistency across
communications and materials
developed for internal and
external usage.”

*These guidelines should be used for all
NewYork-Presbyterian communications and
materials including, but not limited to, marketing,
advertising, patient communications, employee
communications, partner communications,
HR/talent, recruiting materials, development
and fundraising efforts and corporate events.
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Brand Purpose

Founded 250 years ago, NewYork-Presbyterian
has a long legacy of medical breakthroughs
and innovation, from the invention of the Apgar
score to pioneering the groundbreaking heart
valve replacement procedure called TAVR.

In collaboration with two prestigious
academic institutions, Columbia and

Weill Cornell Medicine, NewYork-Presbyterian
is consistently recognized as a leader in
medicine, groundbreaking research and
innovative, patient-centered clinical care.

We provide the highest-quality, most
compassionate care and service and uphold
a strong commitment to health equity.

We have some of the best doctors and leading
healthcare experts in the United States. We
have access to the latest technology and
clinical trials. And we have expertise across
more than 50 specialties.

As patients’ needs evolve,
NewYork-Presbyterian is redefining
world-class healthcare by bringing expertise,
technology and empathy to every community.

NewYork-Presbyterian Brand Guidelines
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Brand Platform

STAY
AMAZING

Our previous campaign was a foundation
to highlight the accomplishments of the
institution. “Stay Amazing” expands upon
existing brand attributes, tone and tagline,
to now emphasize the amazing patients
we’ve cared for. It spans from the everyday
to the extraordinary.

Our brand manifesto communicates
world-class expertise, building the reputation
of a leading academic healthcare system,

to increase brand recall, relevancy and
consumer connection.

We no longer use the tagline

“Amazing Things Are Happening Here.”
For any materials it appears on, it should
be replaced with “Stay Amazing.”

Amazing. L

.
.....
-----

‘‘‘

Most often it’s sometjhing we just witness.
Something we only see on TV,

or read about in the history books.

But let’s throw humility out,’ahe window for &
“We” are all amazing. \

That’s a fact.

And no one can tell us any different.
We are made from trillions of molecules.
We can create new life.

And you know what it takes to stop us?

A lot.

And what does amazing need tavsgy

It needs doctors from the most prestigi
in the nation, the latest technology and e

to care for every last one of us.
L
The truth is, we are all amazn’:

But you already know, don’t you.
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Messaging / Tone

With our “Stay Amazing” campaign,
we set out with an imperative to make
our patients feel good.

There are lots of boasts and numbers
thrown around in the hospital advertising
landscape — and make no mistake,

NewYork-Presbyterian is a top institution.

Our doctors are from two world-class
academic institutions — Columbia and
Weill Cornell Medicine.

We showcase our leading position
by exuding confidence, while never
being braggadocious.

We aim to wrap all we do in empathy
and a clear feel for humanity while
never feeling clinical.

Our use of “Stay Amazing” is meant to

encourage and inspire those who are rallying
or have rallied back from a health issue and
those who proactively seek our help to remai

at their best.

We highlight capabilities of world-class
doctors in humble, patient-centric ways.

We do so through communicating facts or

stories about our accomplishments in order

to give the public the information to make
the best decisions for their health.

NewYork-Presbyterian Brand Guidelines
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DO’s and DON’Ts of Stay Amazing

DO’s: DON’Ts:
- Ensure that there is humanity captured - Do not start a sentence

in each communication with “Stay Amazing”
- Use common language - Do not use “Stay Amazing” for anything

internal (employees, nurses, etc.). It is
always meant to be a reflection of our

- With few exceptions, it is best used as
patients, not us.

a closing, graphic declaration before

the NewYork-Presbyterian logo

- Do not use heavy medical jargon
in patient/consumer-facing
communications without providing
some sort of context or explanation.

- When judging a creative piece, ensure
the message and visuals are in service
of people who “Stay Amazing”

- Don’t be too cute with language

- In out-of-home, using portraits,
(e.g., don’t use puns)

“Stay Amazing” in white functions
as a celebratory stamp

NewYork-Presbyterian Brand Guidelines



In Practice

It should feel:

Empathetic, human and not clinical

We choose to show people doing their

best as a result of receiving our care. We
celebrate their health or recovery, and don’t
dwell on a person’s ailments.

Attention grabbing, mixed with humanity

We look to grab attention with short and
punchy lines that are humble, in a patient-
centric way. We aim to create experiences
and communications that elevate the health
of all New Yorkers and patients in novel and
intelligent ways.

Confident and assertive, but not braggy

NewYork-Presbyterian is a leader and
innovator, and we have the facts to back up
our assertions. We may use leadership facts
and numbers, but unlike most “claims-based
hospital content,” we strive to contextualize
our message with a line or sentiment that
shows our commitment.







Color Palette

Our brand colors have been updated
with a shift toward a colorspace that
is more elevated and sophisticated.
It evokes the excitement and joy of
“*Stay Amazing” while communicating
a sense of trustworthiness from a
leader in the healthcare space.

Central to this palette is an updated
NewYork-Presbyterian Gray, reinforcing
our premium level of service.

There are specific rules around utilizing
the NewYork-Presbyterian color palette.
NewYork-Presbyterian Gray and black
are mainly for background use.

The NewYork-Presbyterian Red is used for
the logo and/or as an accent color. It should

not be overused or dominate the entire page.

Type is white when used over a
photo and black when used on top

of a NewYork-Presbyterian Gray background.

NewYork-Presbyterian Gray

RGB 230 /225 /225
CMYK 9/9/8/0
HEX #EGE1E1

NewYork-Presbyterian Red

RGB 226 / 35/ 26
CMYK 0/100/100/ 4
HEX #E2231A
PANTONE 485

NewYork-Presbyterian Brand Guidelines

Color

11



COIOr Palette DO’S Use black type on a NewYork-Presbyterian Gray background. Use white type on a black background.

These are examples of correct usage Ero officiet labores et est, aut adis sed Ero officiet labores et est, aut adis sed
of our brand color palette. ma sit magniendist dolut ationse nduc- ma sit magniendist dolut ationse nduc-
ienis atiossequi doluptaspel moleser- ienis atiossequi doluptaspel moleser-

ate si dolores aut eatur as volorpor ate si dolores aut eatur as volorpor
maghnit, utatem. Atem et lab in re re maghnit, utatem. Atem et lab inre re

Use NewYork-Presbyterian Red as an accent color. It should not dominate the page. @ Use high-contrast type on photos.

Ero officiet lab
Ero officiet labores et est, aut adis sed

ma sit magniendist dolut ationse nduc-
ienis atiossequi doluptaspel moleserate
si dolores aut eatur as volorpor maghnit,

utatem. Atem et lab in re re

NewYork-Presbyterian Brand Guidelines Color 12



Color Palette Don’ts

These are examples of incorrect usage
of color and color combinations.

Do not use NewYork-Presbyterian Red as a background color.

Ero officiet labores et est, aut adis sed ma sit

magniendist dolut ationse nducienis atiossequi

doluptaspel moleserate si dolores aut eatur as
volorpor magnit, utatein. Atem et lab in re re laut
eiciis erferrovia maximus, explis et ad ut volecer
atiati bearum voluptur sam eum

Do not use color blocks as design elements.

Do not use white type on a NewYork-Presbyterian Gray background.

Do not use NewYork-Presbyterian Red for type on a black background.

Do not overlay brand colors on photography or video.

Do not use low-contrast for type on photos.

- r 3
® o
.*\_

Ero officiet labores et

aut ad_ls sed ma sit ma
niendist dolut ations
Is atiossequi

hnduc"'g-n
iupta i leserate si \)
g B ,Pﬁ
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NewYork-Presbyterian Secondary
Color Palette

This is the NewYork-Presbyterian secondary
color palette. These colors can be used to add

dimension and variety to our brand colors.

NewYork-Presbyterian
Accent Dark Blue

RGB 0 /107 / 166
CMYK 100/22/2/18
HEX #0O0O6GBAG
PANTONE 307

NewYork-Presbyterian
Accent Light Blue

RGB 0 /163 /224
CMYK 86/6/0/0
HEX #00A3EO
PANTONE 299

NewYork-Presbyterian
Neutral Extra Dark

RGB 99 /102 / 106
CMYK 62 /52 /48 /20
HEX #63666A

PANTONE COOL GRAY 10

NewYork-Presbyterian Brand Guidelines

NewYork-Presbyterian
Accent Orange

RGB 255/163/0
CMYK 0/41/100/0
HEX #FFA300
PANTONE 137

NewYork-Presbyterian
Accent Yellow

RGB 251 /225 / 34
CMYK 0/0/95/0
HEX #FBE122
PANTONE 107

NewYork-Presbyterian
Neutral Light

RGB 200 /201 /199
CMYK 20/12/16/0
HEX #C8C9C7
PANTONE COOL GRAY 3

Color

NewYork-Presbyterian
Accent Green

RGB 132 /198 / 97
CMYK 562/0/82/0
HEX #84C661
PANTONE 7488

NewYork-Presbyterian
Neutral Extra Light

RGB 217 /217 / 214
CMYK 0/0/0/11
HEX #D9D9D6
PANTONE COOL GRAY 1
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Primary Square Logo

The NewYork-Presbyterian logo has
been reinterpreted to reflect the new
focus of our brand. It’s been put in the
iconic red square to pay homage to
the brand’s heritage.

The NewYork-Presbyterian logo exists
primarily in a red square and is our
preferred logo and should always be
used when space permits; it is to be

used as is and any manipulation is
prohibited.”

*Exceptions are made for special use cases.

Please reference page 19.

Primary NewYork-Presbyterian Logo

NewYork-Presbyterian Brand Guidelines
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Square Logo Usage

Safe area:

Ensure the legibility and impact of the logo

by isolating it from competing visual elements.

The absolute minimum safe distance is the
clear space equal to the left and right margins
of the logo.

Minimum size:

Do not go smaller than 1" for print,
and 100px for digital.

Please note that only the masterbrand logo
goes in the red box, and the hospital-specific
and medical group logos do not.

Safe area and minimum size

NewYork-Presbyterian Brand Guidelines
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Safe area

— NewYork-
-1 Presbyterian

NewYork-
Presbyteria

Logo

I

Safe area

Minimum size
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LogO Don!ts Do not modify the formula for NewYork-Presbyterian Red Do not modify or separate the elements within our logo.
or change the logo color. Always use the logo in a square.

Shown here are a few potential
misrepresentations of our logo that must
be avoided. While this list of misuses

is not comprehensive, it provides a good _| NewYcik-

representation of situations to avoid. - Presbyterian

Do not apply effects to the logo. Do not distort the logo with improper scaling. Always scale the logo proportionally.

Always use provided logos. Do not create lockups, add elements,
or violate the clear space as specified in this document. Do not mask photography or any background in the square logo.

O |

Ebis a quam am et hit magniti
busdand ucidemqui venis
plique sunti re velis expel - o - o
ipsus eaquibus ipsum qua

vit experiorerro end ecte
dolorehent odi befum in erspitat
earum dentet rem faccusapit
qu g uundand igenisi tibus,

£
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Horizontal and Stacked Logo

While the red box logo is the primary logo,
the horizontal and stacked logo may be used
in spaces where the red box is not legible.

fl NewYork-Presbyterian

| NewYork-
-1 Presbyterian

NewYork-Presbyterian Brand Guidelines Logo
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Horizontal and Stacked Logo Usage

Safe area:

Ensure the legibility and impact of the logo by
isolating it from competing visual elements.

The absolute minimum safe distance is made
from the bottom “right angle” of the logo. Use
that to determine the margins.

Minimum size:

Do not go smaller than 0.5" for print,
and 50px for digital.

fl NewYork-Presbyterian

—>
Safe area

1

— NewYork-Presbyterian

Minimum size: 50 px I

_| NewYork-

-1 Presbyterian

NewYork-Presbyterian Brand Guidelines

Logo

Safe area

— NewYork-
1 Presbyterian

—>
Safe area

I Minimum size: 50 px
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Horizontal and Stacked
Logo Don’ts

Only use this version of the logo if the square
NewYork-Presbyterian logo is made to be
too small and the NewYork-Presbyterian
wordmark is no longer legible.

Shown here are a few potential
misrepresentations of the horizontal logo
that must be avoided. While this list of
misuses is not comprehensive, it provides a
good representation of situations to avoid.

Do not use the horizontal logo when working with big spaces.
Do not modify color of the logo. Use square logo instead.

fl NewYork-Presbyterian

Do not apply effects to the logo. Do not distort the logo with improper scaling. Always scale the logo proportionally.

Never put the horizontal logo in a red box to lock up with academic partner logos. Do not change the opacity of the logo.

WITH RLD-CLASS DOCTORS FROM

7= Weill Cornell
@2 COLUMBIA (&) Medicine

T
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Black & White Logo Usage

These black-and-white variations of the
NewYork-Presbyterian logos can be used

only when the red logos are not permissible,

can’t be printed or are illegible.

fl NewYork-Presbyterian

| NewYork-
-1 Presbyterian

NewYork-Presbyterian Brand Guidelines

Logo

fl NewYork-Presbyterian

| NewYork-
-1 Presbyterian
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Horizontal Hospital Specific Logos

These are examples of
NewYork-Presbyterian hospital
specific logos. They are to be
used as is and any manipulation
is prohibited.

These logos are avaiable in the
NewYork-Presbyterian Brand Center.

The following locations do not have logos and
logos should never be created for them:

- NewYork-Presbyterian David H. Koch Center

- NewYork-Presbyterian Alexandra Cohen
Hospital for Women and Newborns

- NewYork-Presbyterian Center for
Community Health

2 NewYork-Presbyterian
2 NewYork-Presbyterian
2 NewYork-Presbyterian
2 NewYork-Presbyterian
2 NewYork-Presbyterian
2 NewYork-Presbyterian
2 NewYork-Presbyterian
2 NewYork-Presbyterian
2 NewYork-Presbyterian
2 NewYork-Presbyterian
2 NewYork-Presbyterian

NewYork-Presbyterian Brand Guidelines

Allen Hospital

Brooklyn Methodist Hospital

Columbia University Irving Medical Center
Hudson Valley Hospital

Komansky Children’s Hospital

Lower Manhattan Hospital

Morgan Stanley Children’s Hospital
Queens

Weill Cornell Medical Center

Westchester

Westchester Behavioral Health

Logo
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Stacked Hospital Specific Logos

These are examples of
NewYork-Presbyterian hospital
specific logos. They are to be

used as is and any manipulation

is prohibited.

These logos are avaiable in the

NewYork-Presbyterian Brand Center.

— NewYork-
-1 Presbyterian

Allen Hospital

— NewYork-
-1 Presbyterian

Brooklyn Methodist
Hospital

—I NewYork-
1 Presbyterian

Columbia University
Irving Medical Center

—I NewYork-
=1 Presbyterian

Hudson Valley
Hospital

NewYork-Presbyterian Brand Guidelines

—I NewYork-
-1 Presbyterian

Komansky Children’s
Hospital

—I NewYork-
-1 Presbyterian

Lower Manhattan
Hospital

—I NewYork-
1 Presbyterian

Morgan Stanley
Children’s Hospital

—I NewYork-
=1 Presbyterian

Queens

Logo

—I NewYork-
-1 Presbyterian

Weill Cornell
Medical Center

—I NewYork-
=1 Presbyterian

Westchester
Behavioral Health

—I NewYork-
1 Presbyterian

Westchester
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Stacked Hospital Specific Logos

These are examples of
NewYork-Presbyterian hospital
specific logos. They are to be
used as is and any manipulation
is prohibited.

These logos are avaiable in the
NewYork-Presbyterian Brand Center.

2 NewYork-Presbyterian
Allen Hospital

2 NewYork-Presbyterian
Brooklyn Methodist Hospital

2 NewYork-Presbyterian

Columbia University Irving Medical Center

2 NewYork-Presbyterian
Hudson Valley Hospital

2 NewYork-Presbyterian
Komansky Children’s Hospital

2 NewYork-Presbyterian

Lower Manhattan Hospital

NewYork-Presbyterian Brand Guidelines

Logo

2 NewYork-Presbyterian
Morgan Stanley Children’s Hospital

2 NewYork-Presbyterian

Queens

2 NewYork-Presbyterian
Weill Cornell Medical Center

2 NewYork-Presbyterian

Westchester Behavioral Health

2 NewYork-Presbyterian
Westchester
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Academic Partner Logos

Academic Partner logos are lockups and they
are to be used as provided. Any manipulation
of academic partner lockups is prohibited. WITH WORLD-CLASS DOCTORS FROM

Prefered lockup
= Weill Cornell
s/ Medicine

As an organization, when representing

the tri-party of NewYork-Presbyterian,
Columbia and Weill Cornell Medicine, we
always use the tripartite lockup with the
NewYork-Presbyterian logo and “with world -
class doctors from Columbia and Weill Cornell
Medicine” on all materials with which we

want to represent our academic partners.

We have moved away from co-branding the
NewYork-Presbyterian logo with only one
academic partner, and instead, always use the
tripartite lockup including both medical school
partners to represent our entire organization.

&2 COLUMBIA

S
Q

7=ty Weill Cornell
WITH WORLD-CLASS DOCTORS FROM G_b COLUMBIA

’ Medicine

When working with a generous amount of
space, prioritize the largest logo and single line
language. As space shrinks, you can source
from the logo lockups we’ve designed that
work in smaller spaces.

WITH

worocusss Gl COLUMBIA

(&

Weill Cornell

S
O

<& Medicine

NewYork-Presbyterian Brand Guidelines Logo




Academic Partner Logos Don’ts

These are examples of potential misuse
of academic partner logos. Any manipulation
of academic partner lockups is prohibited.

Do not use any outdated lockups.

Do not use academic partner logos at an angle or outside the lockups.

Keep the color consistent in the lockup.

&2 CoL A

Do not cobrand with only one school.

Do not use logos without the lockup text.

WITH WORLD-CLASS DOCTORS FROM

&2 COLUMBIA

Je=0 Weill Cornell
& CoLu &) Medicine

Do not insert academic partner names inside the logo or lockups.

® Weill Cornell Medicine = 7 NewVYork-Presbyterian &2 COLUMBIA

=1 Presbyterian @2 COLUMBIA

NewYork-Presbyterian Brand Guidelines

Do not rearrange the lockups.

WITH
WORLD-CLASS
DOCTORS FRO

g== Weill Cornell
< Medicine

Logo
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Academic Partner Logos Lockups

These are examples of how to lock
up academic partners with the
NewYork-Presbyterian logo.

Be aware of context when choosing a
lockup — small-type lockups are not
legible in small formats.

The horizontal lockups are preferred for
legibility. We recommend the one-line
lockup when space allows for it.

—| NewYork-
=1 Presbyterian

—1 NewYork-
=1 Presbyterian

-1 NewYork-
=1 Presbyterian

NewYork-Presbyterian Brand Guidelines

WITH WORLD-CLASS DOCTORS FROM

a2 corumpia (@) Jyelcomel

]

wIOTRHLD-CLASS m COLUMBIA E.&@A’({% Weill Cornell

& Medicine

WITH WORLD-cLASS pocTors From 2 COLUMBIA

Logo

—I NewYork-
=1 Presbyterian

WITH WORLD-CLASS DOCTORS FROM

&

Weill Cornell

5
2

< Medicine

&2 COLUMBIA

== Weill Cornell
Medicine
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“Stay Amazingu Type LOCkup Stay Amazing Logo Lockups

The “Stay Amazing” type lockup is built from
the GT America Compressed Black font with
a few customizations to the letter forms. It

is a lockup, not typed text, so please use as

provided instead of typing it out.

Stacked lockup

There are two versions: stacked (two lines)
and horizontal (one line).

When using the “Stay Amazing” type lockup,
make sure that it works compositionally, is
legible, and stands out over the background.
Both lockups can be used when laying over
photography. The “Stay Amazing” type lockup
should interact with the photo subject but
never obstruct the photo subject.

Horizontal (one-line) lockup

STAY AMAZING

NewYork-Presbyterian Brand Guidelines Logo 29




“Stay Amazing” Type Lockup Don’ts

Here’s what not to do with the
“Stay Amazing” type lockup.

Do not modify the lockup.

Do not alter the color of the lockup.

Do not scale parts of the lockup.

Do not type the words out in GT America or in any other typeface.

You can use the lockup at a 90-degree angle,
but never split the words in the lockup.

Do not overlap the lockup with any other visual elements or with the main logo.

NewYork-Presbyterian Brand Guidelines

Logo 30



NewYork-Presbyterian Logo +
“Stay Amazing” Box Lockup

In instances where the “Stay Amazing”
type lockup cannot be used based on
space or layout limitations, we can use
the “Stay Amazing” box lockup.

The “Stay Amazing” box lockup must be paired
with the NewYork-Presbyterian master brand
logo. It is never used on its own, or with any
hospital or medical group-specific logos.

There are two versions: vertical and
horizontal. They must be used as provided.
Any manipulation is prohibited.

These lockups can be used for everything from
high-level brand layouts to collateral. They
cannot be used in regional collateral.

Please note that they cannot be used with a
NewYork-Presbyterian Gray background. And
they cannot be used at the same time as the
“Stay Amazing” type lockup.

NewYork-Presbyterian Brand Guidelines

STAY — NewYork-
AMAZING -1 Presbyterian

STAY

AMAZING

| NewYork-
=1 Presbyterian

Logo
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Newvork_ Pres byte rian Logo + Do not use the lockup on a gray background. Do not split the lockup into parts.
“Stay Amazing” Box Lockup Don’ts

STAY — NewYork- STAY "
AMAZHN -1 Presbyterian AMAZIN resbyteri

Do not move parts of elements inside the lockup. Do not rotate the lockup. Use the corresponding orientation version of the lockup.

>0

ONIZVIN
AVL

S 3
MAZING =

Do not distort the lockup. Do not change or invert the color of the lockup.

STAY wor A Newror
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NewYork-Presbyterian Logo +
“Stay Amazing” Box Lockup +
Academic Partners

Here are examples of how the academic
partners can be locked up with the
2-box lockup.

Please note that the “Stay Amazing”
box lockup must be paired with the

NewYork-Presbyterian master brand logo.

It is never used on its own, or with any
hospital or medical group-specific logos.

NewYork-Presbyterian Brand Guidelines

STAY — NewYork-
AMAZING -1 Presbyterian

STAY — NewYork-
AMAZING -1 Presbyterian

STAY —I NewYork-
AMAZING -1 Presbyterian

STAY — NewYork-
AMAZING Bl

WITH WORLD-CLASS DOCTORS FROM

a2 coLumpia (@) yel.Cornel

WITH WORLD-CLASS DOCTORS FROM @ COLUMBIA

worio-ciass i COLUMBIA

== Weill Cornell
’ Medicine

WITH WORLD-CLASS DOCTORS FROM

- Weill Cornell

a2 CoLumsia (&)

Logo

Medicine

=2 Weill Cornell

T
B
5 (2
g 5
B\ @? 4
N
s>

Medicine
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GT America o1 Americe

GT America is our primary brand typeface
and should be used whenever possible in
design documents. It is clean, modern,
and legible, with a touch of personality.

Its large font family includes many weights
and styles that are flexible for different
expressions and communication needs.

Only designers have access to the
GT America font. All others should use
our system font of Arial.

VWXYZabcde
fghijkimnopqrst
uvwxyz123456
/890!
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GT America (continued)

We use GT America in Light, Regular, Medium,

and Bold for text layouts and headers.

For subheads and claims, we use GT America
in Medium weight.

We use GT America Compressed Black
for large display settings.

GT America

GI America Ultra Light
GT America Thin

GT America Light

GT America Regular
GT America Medium
GT America Bold

GT America Black

GT America

GT America Light
GT America Regular

GT America Medium
GT America Bold

GT America Compressed

51 AMERICA COMPRESSED ULIRA LIGHT
5l AMERICA COMPRESSED THIN
GT AMERICA COMPRESSED LIGHT

GT AMERICA COMPRESSED REGULAR

eeeeeeeeeeeeeeeeeee

GT AMERICA COMPRESSED MEDIUM
GT AMERIGA COMPRESSED BOLD
GT AMERIGA GOMPRESSED BLACK



Alternative Typefaces Arial

ABCDEFGHIJK

GT America is a proprietary typeface

that is not available on all computers.
Communication materials that are formatted
and shared across a vast number of computers
may need to use a more widely available

font to ensure their readability.
Such applications may include Microsoft
Word documents, PowerPoint presentations,

and emails. In such instances,
Arial is the approved font for official
NewYork-Presbyterian communications.

VWXY Zabcde
fghijklnopqrst
uvwxyz123456
/890!
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Typography in Use

“STAY AMAZING” is to be used as
provided—do not type it out. Stay
Amazing lockup should interact
with the photo subject, but never
obstruct it.

For headlines, use GT America, but
font weight can vary depending on
the needs of each piece.

For subheads, use
GT America in Medium weight.

For URLs, use GT America Bold set
in all caps.

For long-form copy, use

GT America in Regular weight.
Keep text size consistent,

and at an 8pt minimum.

Please note that the
NewYork-Presbyterian logo
is always either flushed to
two edges or has a margin
on all four sides.

NewYork-Presbyterian logo is

always either flushed to two edges —

or has a margin on all four sides.

This is a lockup, not typed text,
so make sure to use provided
graphic instead of typing it out.

Subheads are in GT America
Medium and minimum size is 8pt.

Pé Jack F.
iatric Patient

Headline in America GT
Compressed Black.

in GT America Regular.

The Stay Amazing

— lockup should interact
with the photo subject
but never obstruct the
photo subject.

Amazing is being a warrior on
the ice while having half a heart.

URLs are GT America
Bold and all caps.

NYP.ORG/STAYAMAZING]

WITH WORLD-CLASS DOCTORS FROM @COLUMBIA '@"

“WITH WORLD-CLASS DOCTORS FROM?” can be used on one line
or three lines where needed; see logo section for asset options.

NewYork-Presbyterian Brand Guidelines Type

Long-form copy is set |

alll d L
Btive analytics. So we can K
Of @ health issue before it becomé
Btay amazing today and tomorrow.

Another URL placement
can be based aligned with
Academic Partner

logos as shown above.

NewYork-Presbyterian +
Stay Amazing box lockup
is either flushed to two
edges or has a margin on
all four sides.
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Our Photo Principles

When taking NewYonffk—Presbyteria ‘bre
photography or choosing stock, welper
everyday people in the most authentiél
way possible. The focus is on the p&fson’s
expression rather than on their surr unfgs,
never posed in fake or exaggerateéf yS
aim to capture real people, and real %o
with real emotions.

Our portrait photography focuses onthe ;:
people’sfaces and emotions. We never’
cover their expressions and aI\“’}vays show
their eyes.

Photography we use is vibrant, joyful,
energetic, and full of life. Never gloomy
or sad, our photos a‘lv.ays communicate
a sense of optimism.

w

L)

Retouching

We retouch to enhance the emotions and
believability of the photos. We do not retouch
to make the photographs perfect or flawless.
We strive for authenticity, not perfection.

NewYork-Presbyterian Brand Guidelines Photo 40
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This library of brand images will continue to grow as we produce more work.
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WE PERFORM
THE MOST
HEART

SURGERIES
IN NEW YORK.

NYP.ORG/HEART

STAY AMAZ“G nnnnnnnnn -ELASE DOCTYORS FROM S 1 'LI' : 1 .
% '__L il ‘:-|.. .
2 Corumsia (@ Vieacaiils j R -
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Out of Home

AMAZING
HEALTH CARE

IN THE WORLD’S
BOROUGH.

NewYork-Presbyterian
Queens serves all 91
neighborhoods and

300 cultures.

IA WORLD OF
AMAZING CARE

"i:: WEens

NYP.ORG/AMAZINGG

Amazing is
being born W|th“‘ ‘5&'

Jack F.
Pediatric Patient

WITH WORLD-CLASS DOCTORS FROM

NYP.ORG/STAYAMAZING @2 corumsia @ Vieticne

NewYork-Presbyterian Brand Guidelines

Discover which of our 50 doctor
offices throughout Westchester
_is best for you.
|

““MORE WESTCHESTER
b

WITH WORLD-CLASS BOGTORS FROM
Av AMAZING W2 CoLumBIA @w

WITH OVER450
LOCATIONS, EXPERT
HEALTHCAREIS =~ -
WHEREVER YOU ARE.

NewYork-Presbyterian has world-
doctors in Manhattan Bmoklyn

Application
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Pr

IN

t

Ve analytics. So we can
of a health issue before it become

amazing today and tomorrow.

in the borough, with minin
:'mvaswe vaive replaceme '

THEONLY G
HEART PRC
IN QUEENS.

The World’s Borough desefves the
best care, and that’s what
NewYork-Presbyterian Q
provides. We have the only
innovative, full-service hes

A WORLD O
AMAZING (

NYP. ORGIAMAZING

NewYork-Presbyterian Brand Guidelines

Application

.T' N ANY OTHER
HOSPITAL IN
NATION

rian\\«e built up our experience
wit] _neart surgery procedures that have
d for other hospitals. When it comes to
‘want experlence over everything.

" Ammﬁ WITH WORLD-CLASS DOCTORS FROM
| s corumpia @ Yacomet

NewYork-Presbyterian Hospital based on U.S. News & World Report 2023-24

Top 50 Cardiology, Heart & Vascular Surgery rankings.
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Digital

970x250

728%x90 | WETREAT MORE HEART PATIENTS |

AN 320x50 Eirt=
THAN ANY OTHER TOP HOSPITAL. \ AT R TS

WE TREAT MORE HEART!
PATIENTS THAN ANY

OTHER TOP HOSPITAI.

sspital based o LS. Wiews-& World Flagent 200334 Ty

STAY AMAZING S—

J Newvork.. WITH WORLD-CLASS DOCTO.RS FROM
RN E 2 Ccorumsia @ Niedcne | e

160x600 | werrear

MORE HEA HT

300x600 WE TREAT MORE 300x250 | weTREAT MORE HEART- STAY

HEART PATIENTS PATIENTS - PATIENTS THAN ANY i
o “""?}“Eﬂ— T "] AMAZING
TOP HOSPI HOSPITAL.

—| NewYork-

4\"1‘:
=1 Presbyterian _ \ 7(;

STAY -
AMAZING | * 1 %

o2 COLUMBIA " " E"' "E‘

4 5
/ I NewYork = NewYork-
’ 3 Presbyterian -1 Presbyterian

NewYork-Presbyterian Brand Guidelines Application






Layout Philosophy + Grid

Designers working on creating a layout
should reference the grid construction to

the right, and use the grid to inform their D i S i nve I I at es I o re m

design decisions.

A few things to note: d it i a d 0 I
- Use a 12-column grid as a starting point I n e I esc u m a n ati b u S

- The width of the margins should be equal

to the width of the column as vo I O r ru nt fe te m _

- Margins should be equal on all four sides

Unt offic tem senisque ad quate sit, nia exero berruptatia sam

- Copy should never go outside the margins

dollore pudantincta debis dis volest, sere omnim quassimus as

conse nonhsend anteseque lamusam eiuntia turepuda im|eicid es-

- Text boxes should expand across columns

and never be in the gutter rlatque

endamus miliamet acesequo omnim ut dunt quiae non ¢

non et etum quiande mostibus, quo te expelig nihilit reh

- NewYork-Presbyterian square logo am voluptas reiundelest, enis dolorer natus, et is diost,
should expand across at least 2 columns

- riat et ut pa sinciis lestibusant que conest eium nhosam quiande
to ensure legibility

ssequis aped que perores temquaecto ventioria nitatia doluptati

ullorehenis nos nosa comnis nitio. Imi, vit aut voloris rehenis ex-

ero que etur? Quilimodici dignatiae nullestius moluptiaela dolut.

_| NewYork-

=1 Presbyterian

NewYork-Presbyterian Brand Guidelines Templates



Layout Philosophy + Grid

(continued)

Here are some examples of how the grid
system can apply to different formats.

Unt of
sit, nia
lore pt
sere o
nonse
tia tur
miliam
quiae
quiang
nihilit
reiund
is dios
estibu

quianc

ero qu
nullesti

et omni

> di
esC

Unt off

lore pu

tia ture

D

tia do
IMus
lorert

c tem

puda im eicid

miliamet acesequo or

quiande mostibus, qu

sit, nia exero berruptatia sam dol-
dantincta debis
sere omnim quassimus as conse

nonsend anteseque lamusam eiun-

quiae non coriatque non et etum

nihilit rehendis vere am voluptas.

senisque

ad quate

dis volest,

esendamus

nim ut dunt

0 te expelig

—1 NewYork-

=1 Presbyterian

NewYork-Presbyterian Brand Guidelines

Templates

Di sinvellatae ditia do-
lutem rest, at. Invelesci-
mus magnatibus asi

Di sinvellatae ditia do-
lutem rest, at. Invelesci-
mus magnatibus asi

— NewYork-
-1 Presbyterian

— NewYork-
-1 Presbyterian
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Business Cards

2 NewYork-Presbyterian

Dr. Michael Howard, MD
Pulmonology

Critical Care Medicine

STAY | Nework- 630 West 188t Soet
AMAZING Bl EEl New York, NY 10032

74 :.-.: ._.'._..%._‘.-_:[ ¥ !.: '1.!| -E-T.l"f’ et

New York, NY 10032

T o e SR S
U0 Carlear Avenue

Bromx, NY 10463

michaal_howard@ryp.org

2 NewYork-Presbyterian

STAY — NewYork- Dr. Judith Campbell, MD
AMAZING BRI EL Anestheslology

Obstetrical Anesthesiology

Welll Cornell Medical Center

5256 East GBth Street

judith_campbell@nyp.org

NewYork-Presbyterian Brand Guidelines Templates 51



Appointment Cards

NewYork-Presbyterian Brand Guidelines

STAY
AMAZING

—I NewYork-

-1 Presbyterian

Templates

YOUR APPOINTMENT
IS SCHEDULED
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Letterhead

E
Address line
53 ling

are City, ST 00000

rm

at blandit

ju s

! sodales
n, Ar

rasellug pos

ucibus risus. Praeser t u@, Etig T pe, dapibus
1 quis diarr
2 r la

astname, Cr

Entity (if necessary) Entity {if necessary)

ress Line 1
City, 5T 00000

T 212.000.0000
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Envelope

Entity Name (if necessary)
Address line one

Address line two
City, ST 00000

NewYork-Presbyterian Brand Guidelines Templates b4



Journal Ads

Headline GT America Medium
30/36 with multiple lines in
black goes here.

Subhead GT America Medium 14/16

NewYork-Presbyterian Brand Guidelines

Headline GT America Medium
30/36 with multiple lines in
black goes here.

Subhead GT America Medium 14/16

Templates

Headline GT America Medium
30/36 with multiple lines in
black goes here.

Subhead GT America Medium 14/16

Subhead GT America Medium 14/16

| New¥ork-

55



Journal Ads: Columbia and
Weill Cornell Medicine

Headline GT America Medium
30/36 with multiple lines in
black goes here.

Subhead GT America Medium 14/16

Headline GT America Medium
30/36 with multiple lines in
black goes here.

Subhead GT America Medium 14/16

WITH WERLE SLABE BOS
& Cotumpia &

NewYork-Presbyterian Brand Guidelines

Headline GT America Medium
30/36 with multiple lines in
black goes here.

Subhead GT America Medium 14/16

Headline GT America Medium
30/36 with multiple lines in
black goes here.

Subhead GT America Medium 14/16

WITH WERLESLABE BOS
& Corumeia &

Templates

Headline GT America Medium
30/36 with multiple lines in
black goes here.

Subhead GT America Medium 14/16

Subhead GT America Medium 14/16

0 Corommn UG

Headline GT America Medium
30/36 with multiple lines in
black goes here.

Subhead GT America Medium 14/16

Subhead GT America Medium 14/16

WITH WORLB-GLASS DOCTORS FROM
= Nework-
W Cotumpia () ienaaT ""“""“
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Trifold Brochure

OPTIONAL QUOTE
OR CALL-OUT COPY IN
MEDIUM ALL CAPS SET

IN 16/18PT.

Body light 9/13pt in black. Mea omnium percipitur

ei, feugiat perfecto philosophia et pro. Pro nibh
definitiones eu, in civibus scribentur mediocritatem
cum, duo contentiones signiferumque no. Labitur
diceret delenit cu duo. Luptatum senserit tractatos cum
no, ad qui elit cetero disputationi. In quo soluta corpora
consectetuer. An dico impedit molestie mel, has quot
probatus sententiae ei. Lus at habeo luptatum. At vix
tantas tamquam, et vis brute.

Vim vidit labitur numquam an, vix mollis fabulas
scripserit ne, id modo necessitatibus has. Mea cu atqui
argumentum dissentias. Pro aliquip eleifend gubergren
ad, duo honestatis cotidieque in. An inciderint
temporibus pro, pri an prima noster periculis.

Ullum audiam dignissim vim, eum sumo liber aliquip te.
Ut has sale soluta repudiandae, pro ne brute doming
petentium. No per alia audiam scripta. Ne dignissim
ullamcorper pro. Sumo sententiae ne pri, vim quaeque
mentitum at. At vix tantas tamquam, et vis brute labitur.

Inani semper invidunt est ut, justo assum vel eu. Legere

numquam qui ei. Ne virtute detracto definiebas usu, te
duo hinc tollit argumentum.

NewYork-Presbyterian Brand Guidelines

Subhead Bold 14/16pt

Body light 9/13pt in black. Ullum audiam dignissim vim,
eum sumo liber aliquip te. Ut has sale soluta repudiandae,
pro ne brute doming petentium. No per alia audiam
scripta. Ne dignissim ullamcorper pro. Sumo sententiae ne
pri, vim quaeque mentitum at. At vix tantas tamquam, et
vis brute labitur. Dolorum consectetuer ei vim, ex graeco
scribentur disputando vel, movet singulis democritum ius
in. In vix mundi accusamus instructior, nec at esse dicunt
molestie.

Vim vidit labitur numquam an, vix mollis fabulas scripserit
ne, id modo necessitatibus has. Mea cu atqui argumentum
dissentias. Pro aliquip eleifend gubergren ad, duo
honestatis cotidieque in. An inciderint temporibus pro, pri
an prima noster periculis.

Inani semper invidunt est ut, justo assum vel eu. Legere
numauam qui ei. Ne virtute detracto definiebas usu, te
duo hinc tollit argumentum. Ut clita prompta moderatius
nec.

Subhead Bold 14/16pt

Body light 9/13pt. Nequi reruptatibus derest ut as vendign
isquam, occabor re non cullab inullup tatenim hitatur sam,
nus solese vent aut prerum untiis sum aciisimi.

Hospital or Center Name Body subhead bold 9/13pt in
black

Awwne

Body subhead bold 9/13pt in black
Address Line
Address Line
Address Line

Body subhead bold 9/13pt in black
Address Line
Address Line
Address Line

Brochure Title Headline
Light 22/24 in Medium
Title More lines

are possible when
necessary

Headline plain
24/27pt in red with
multiple lines to
be placed here as
introduction or
lead-in copy

Body light 9/13pt in black. Lorem ipsum dolor sit amet

duis referrentur ¢ piantur est ex, duo postea atomorum

1e. Prompta quaeque ex mel, usu petentium accusamus
X, at duo vitae audire quaerendum. Eos vocent deleniti

platonem ei. Alia epicuri argumentum in usu. Disputando

reformidans ex sit, omittan ectus vim eu, quo oporte

pertinax consulatu ne

Subhead Bold 14/16pt

In vide affert pro.

Sed dicant mucius iuvaret ad, liber
integre vix an. Aperiri appareat at cum, mei falli commodo
percipitur eu. Mea at augue vivendo. Eos no saepe
quidam, diam veritus f pit ex qui. lus te perfecto

consequuntur

Ludus melius feugiat id quo. Odio enim everti id usu. Libe
2ssent oblique cu has, etiam assueverit st piantur ¢
. Est fabula traxit accommodare cum summo

salutatus, te per debet consulatu accomn

Mea omnium percipitur ei, feugiat perfecto philosophia
et pro. Pro nibh definitiones eu, in civibus scribentur
mediocritatem cum, duo contentiones signiferumque
no. Labitur diceret delenit cu duo. Luptatum senserit
tracte um no, ad qui elit cetero disputationi. In quo
soluta corpora consectetuer. An dico impedit molestie

mel, has quot probatus sententiae

Headline plain
24/27pt in red with
multiple lines to
be placed here as
introduction or
lead-in copy

Body light 9/13pt

duis referrentur suscipiantur e

1e. Prompta quaeque ex mel, usu petentium accusamus
at duo vitae audire quaerendum. Eos vocent deleniti

platonem ei. Alia epicuri argumentum in usu. Dis ndo

reformidans ex sit, omittan ectus vim eu, quo oporteat

pertinax

Subhead Bold 14/16pt

ide affert pro. Sed dicant mucius iuvaret ad, liber

\. Aperiri appareat at cum, mei falli commodo
pitur eu. Mea at ue vivendo. Eos no saepe

lam, diam veritus pit ex qui. lus te perfecto

s melius feugiat id quo. Odio enim everti id usu. Liber
ent oblique cu has, etiam assueverit suscipiantur ex
st fabulas detraxit accommodare ut, te cum summo

te per debet consulatu accommodare

omnium percipitur ei, feugiat perfecto philosophia

0. Pro nibh definitiones eu, in civibus scribentur

ocritatem N, duo contentiones signiferumque
no. Labitur diceret delenit cu duo. Luptatum senserit
tractatos cum no, ad qui elit cetero disputationi. In quo
soluta corpora consectetuer. An dico impedit molestie

mel, has quot probatus sententiae

Templates

si accusam splendide mei ex. Porro affert quaerendum
pri te electram sapientem. Viderer veritus delic
e qui, id vero paulo omittantur nam. Has sumo putent
impit ei. lus ea a quodsi, movet urbanitas in
consul principes am in idque error. Denique

quae lum

Subhead Bold 14/16pt

Per tibique menandri principes ut, eum veniam
contentiones at. Sed repudiare torquatos et, sit corrumpit
urbanitas cu. Vis ex probo volumus, vix omnes dicunt

nominavi ne

Ne nusquam patrioq criptorem sea. Sea id
gre tincidunt, cu nonumes volumus facilisis
cteque persecuti sit in. Vim deleniti cc

sere percipitur sit ea. Sea te populo deterruis

Eam fierent fabellas cu. Ut est ridens habemus. Eius

ridens virtute in vix. Graeco cetero inciderint at nam.Sint

affert nullam no mel, idque congue eos ex, mea omnesque

reformidans ad. Facilis epicuri in sit, cu putent evertitur
ius. Eu dico solum dignissim sit. Cu tantas evertitur
nec. Nominavi euripidis repudiandae eam at, ut omnium

euripidis conceptam sit

nani semper invidunt est ut, justo assum vel €

numquam qui ei. Ne virtute detracto definie

duo hinc tollit argumentum. Ut clita prompta mc

nec, propriae erroribus concludaturque vim cu. Mel graec

aliquam splendide , cum ludus similique intellegat ut.

Subhead Bold 14/16pt

n ullum audiam dignissim vim, eum sumo liber aliquip

. Ut has soluta repudiandae, pro ne brute doming
petentium. No per alia audiam scripta. Ne dignissim
ullamcorper pro. Sumo sententiae ne pri, vim quaeque
mentitum at. At vix tantas tamquam, et vis brute labitur

Dolorum consectet i vV ex graeco scribe

i accusam endide mei ex. Porro affert quaerendum
pri te electram sapientem. Videre
ne qui, id vero paulo omittantur nam. Has sumo putent
corrumpit ei. lus ea postea quodsi, movet urbanitas in
onsul principes in, nam in idque error. Denique

quaerendum

Subhead Bold 14/16pt

Per tibique menandri principes ut, eum veniam
contentiones at. Sed repudiare torquatos et, sit corrumpit
urbanitas cu. Vis ex probo volumus, vix omnes dicunt
nominavi ne
Ne nusquam patrioc scriptorem sea. Sea id meis
e tincidunt, cu nonumes volumus facilisis nec
n. Vim deleniti consetetur

te populo deterruisset

Eam fierent fabellas cu. Ut est ridens habemus. Eius

ridens virtute in vix. Graeco cetero inciderint at nam.Sint

affert nullam no mel, idque congue eos ex, mea omnesque

reformidans ad. Facilis epicuri in sit, cu putent evertitur
Eu dico solum dignissim sit. Cu tant ertitur
Nominavi euripidi budiandae eam at, ut omniun

s conceptam sit

nani semper invidunt est ut, justo assum vel eu. Legere
numquam qui ei. Ne virtute detracto definiebas usu, t
duo hinc tollit argumentum. Ut clita prompta mode

nec, propri roribus concluc > vim cu. Me

aliquam splendide ne, cum ludus similique intellega

Subhead Bold 14/16pt

n ullum audiam dignissim vim, eum sumo liber aliquip

. Ut has sale soluta repudiandae, pro ne brute doming
petentium. No per alia audiam scripta. Ne dignissim
ullamcorper pro. Sumo ¢ ntiae ne pri, vim quaeque
mentitum at. At v I vis brute labitu

dolorum cons v grae >ribe

Optional caption in plain 7/9pt in black, restrict to one line of copy

Optional caption in plain 7/9pt in black, restrict to one line of copy

Subhead Bold 14/16pt

Per tibique menandri principes ut, eum veniam
contentiones at. Sed repudiare torquatos et, sit corrumpit
urbanitas ¢ s ex probo volumus, vix omnes dicunt

yminav

Ne nusquam patrioque scri
ntegre tincidunt, cu nonumes volumus facilisis nec
graecis recteque persecuti sit in. Vim deleniti consetetur

Sea te populo deterruisse

an, legere percipitur sit ea
Eam fierent fabellas cu. Ut est ridens habemus. Eius
virtute in vix. Graeco cetero inciderint at nam.<
am no mel, idque congue eos
reformidans ad. Facilis epicuri in sit, cu putent
us. Eu dico solum dignissim sit. Cu tantas
nec. Nominavi euripidis repudiandae eam at, ut omnium

euripidis conc

Optional caption in plain 7/9pt in black, restrict to one line of copy
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Full-Page Brochure

Headline plain 36/38pt in red
with multiple lines to be placed
here as introduction copy

OPTIONAL QUOTE OR
CALL-OUT COPY IN
LIGHT 16/18PT IN RED
WITH MULTIPLE LINES.

Subhead Bold 14/16pt

Subhead Bold 14/16pt Subhead Bold 14/16pt Subhead Bold 14/16pt

Body light 9/13pt in black. Ullum audiam dignissim FOI’ More Information orto SChedUIe
vim, eum sumo liber aliquip te. Ut has sale solutz an Appointment Subhead Bold 14/16pt

oro ne brute doming

Body light 9/13pt. Nequi reruptatibus derest ut as vendign

m, occabor re non cullab inullup tatenim hitatur sam, nus
at. At vix te

Dolorul
disputando vel, movet sing o Hospital or Center Name Body subhead bold 9/13pt in black

vix mundi accusamus instructior, nec at esse dicunt

solese vent aut prerum untiis sum aciisimi,

molestie

Vim vidit labitur numquam an, vix mollis fabulas

Subhead Bold 14/16pt

Inani semper in
eu. Legere numquam qui ei. Ne virtute detracto P——— Dr. First A. Lastname
] nc tollit argumentum. Ut Title, Hospital or Center

Headline plain 36/38pt in red
with multiple lines to be placed
here as introduction copy

Brochure Title Headline 28/30

= NewYork- - ) Weill Cornell in Black Title Line One and Any OPTIONAL QUOTE OR

Tpresbyterian - ECESETUEI AR 2 Multiple Lines to be Placed Here CALL-OUT COPY IN
LIGHT 16/18PT IN RED
WITH MULTIPLE LINES.

Subhead Bold 14/16pt

Subhead Bold 14/16pt

STAY | NewYork-
Dr. First A. Lastname AMAZING BalE ity

Title, Hospital or Center

NewYork-Presbyterian Brand Guidelines Templates b8



Newsletter

NewYork-Presbyterian
Community Engagement

Free Blood Pressure &
Screenings

Senior Health Seminars

Bone Marrow Donor
Registration

World Diabetes Day

NewYork-Presbyterian Brand Guidelines

Newsletter

Subhead/story
callout text 28/30

NYP steps challenge: taking wellbeing in strides

The green mile The Allen motivators The GoGetters 2 Field
facilities NYP/Allen pharmacy NYP/Allen West NYP/Allen

Vol 17 | Issue 6
Sept/Oct 2022

Gracias! to our amazing NYP 7th avenue team

NYPress SEPTEMBER / OCTOBER 2022

Flu fighter efficiency

‘First, do no harm’ Sleep more, Weigh
Less?

NYPress SEPTEMBER / OCTOBER 2022

Templates

New diagnostic code
set in effect

NEED SUPPORT WITH ICD-10?

i-1

The Rundown on
Rheumatoid Arthritis

SINCE NYP PROVIDES SUCH A SO-
PHISTICATED AND COMPLEX LEVEL
OF CARE, THE INCREASED SPEC-
IFICITY OF ICD-10 ALLOWS FOR
MORE ACCURATE AND DETAILED
CODING OF OUR PATIENTS’ CONDI-
TIONS AND THE SERVICE’S.

STAY
AMAZING

DO’S AND DON'TS OF MANAGING RA

DO

DON'T

DO

DON'T

TREATMENT OPTIONS INCLUDE

STAY
AMAZING
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Face Sheet Tri-Brand

NewYork-Presbyterian Brand Guidelines

HL Medium 32 pts/38.4 Leading

Overview Medium 20pts/24 Leading

Paragraph Regular 10pts/12 Leading. sa nos ant. Ra dolut qui ne aborro ius eossequi doluptu restiur apidelit pro
dellend ignate nus am il imusam rerrovitem nonsequam quisimp oreperest, sim volupiduci derferum latiunt diti id et
pedi reratem doluptur, core, aut iuntotati occumqui totat eumquas ande pro doluptatis dolupti buscia solectectum
aliquas que sum quatini taturem. Ucium et acepeliae mod quaes derro explaut prerspis ant ut volorro et in consequae
volor site corum volor reperemporum ulparchil ent pra verae. Obit, sa dit quide aborerferum quatiam, quae mi, quis et
a nis excerum re pelita etus que ped expliquam et laciaec epedit, oditas quam vendus diciae periate ipiendis nis et
aliaspedia volorioriore nest rerchillor autatinctur, el ipidus.

Name Med 10 pts/12
leading, MD
Title 10pts/12

Specialties

Lorem Ipsum Dolor
Lorem Ipsum Dolor
Lorem Ipsum Dolor

Name Med 10 pts/12
leading, MD
Title 10pts/12

Specialties

Lorem Ipsum Dolor
Lorem Ipsum Dolor
Lorem Ipsum Dolor

Name Med 10 pts/12
leading, MD
Title 10pts/12

Specialties

Lorem Ipsum Dolor
Lorem Ipsum Dolor
Lorem Ipsum Dolor

Name Med 10 pts/12
leading, MD
Title 10pts/12

Specialties

Lorem Ipsum Dolor
Lorem Ipsum Dolor
Lorem Ipsum Dolor

Name Med 10 pts/12
leading, MD
Title 10pts/12

Specialties

Lorem Ipsum Dolor
Lorem Ipsum Dolor
Lorem Ipsum Dolor

Name Med 10 pts/12
leading, MD
Title 10pts/12

Specialties

Lorem Ipsum Dolor
Lorem Ipsum Dolor
Lorem Ipsum Dolor

Name Med 10 pts/12
leading, MD
Title 10pts/12

Specialties

Lorem Ipsum Dolor
Lorem Ipsum Dolor
Lorem Ipsum Dolor

Name Med 10 pts/12
leading, MD
Title 10pts/12

Specialties

Lorem Ipsum Dolor
Lorem Ipsum Dolor
Lorem Ipsum Dolor

Name Med 10 pts/12
leading, MD
Title 10pts/12

Specialties

Lorem Ipsum Dolor
Lorem Ipsum Dolor
Lorem Ipsum Dolor

Name Med 10 pts/12
leading, MD
Title 10pts/12

Specialties

Lorem Ipsum Dolor
Lorem Ipsum Dolor
Lorem Ipsum Dolor

WITH WORLD-CLASS DOCTORS FROM

4= Weill Cornell I NewXYork-

& COLUMBIA (&) Medicine

Templates

T
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Email Signature

Use Arial in black.
Set type size to 10pt.
Bold your name, and the T, F, & C.

NewYork-Presbyterian should be in “NYP Red” Message Options
(RGB 226/35/26). o ,. : .. . |
|:| v " €= @ . = [2] Pictures v

Paste Attach Insert > Signature v
\1 2 File  Link 1 sig

Please do not use the NewYork-Presbyterian
logo in your signature as it is very difficult to
manage images in email signatures. They

often come through as an “X” or they show Subject:
up as an attachment.

To:
Ce:

Name

Title, Department

Preferred Pronouns (optional)
NewYork-Presbyterian

Entity name (if necessary)

T 555.555.5555

F 555.555.5555 (if necessary)
C 555.555.5555

email@nyp.org
Www.nyp.org
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Use of Name in Print

First & Second Mentions Third & Subsequent Mentions Alternative/Limited Space Shorthand o intemal use oniy) Initials (o internal use oniy)

Organization
It’s important to be consistent when writing NewYork-Presbyterian NewYork-Presbyterian NYP NYP
about our organization. The table below
indicates the appropriate way to write the
various NewYork-Presbyterian entities and
centers for first mention, second mention, NewYork-Presbyterian Allen Hospital  NewYork-Presbyterian Allen or NYP Allen NYP Allen NYP-AH
alternative/limited space, shorthand, and NewYork-Presbyterian

Hospitals

NewYork-Presbyterian Hospital NewYork-Presbyterian Hospital NYPH NYPH

When abbreviated . NewYork-Presbyterian Brooklyn NewYork-Presbyterian NYP Brooklyn Methodist NYP Brooklyn Methodist NYP-BMH
Methodist Hospital Brooklyn Methodist
NewYork-Presbyterian/Columbia NewYork-Presbyterian/Columbia or NYP/Columbia NYP/Columbia NYP-CU

. . University Irving Medical Center NewYork-Presbyterian

A few things to note: yIving Y
NewYork-Presbyterian Hudson NewYork-Presbyterian Hudson Valley NYP Hudson Valley NYP Hudson Valley NYP-HVH
Valley Hospital

- NewYork-Pres byte rian refers to our brand NewYork-Presbyterian Lower NewYork-Presbyterian Lower Manhattan NYP Lower Manhattan NYP Lower Manhattan NYP-LMH
. . Manhattan Hospital or NewYork-Presbyterian

and the organization as a whole.

NewYork-Presbyterian Queens NewYork-Presbyterian Queens NYP Queens NYP Queens NYP-Q

When writing about our organization
externally, always write out our full name,

. NewYork-Presbyterian/Weill Cornell NewYork-Presbyterian/Weill Cornell or NYP/Weill Cornell NYP/Weill Cornell NYP-WC
NewYork-Presbyterian, and do not use the Medical Center NewYork-Presbyterian
. H (17 7 A
a bbf@Vlatlon NYP on ItS own NewYork-Presbyterian Westchester NewYork-Presbyterian Westchester or NYP Westchester NYP Westchester NYP-W
NewYork-Presbyterian
. . Speciality Hospitals
- NewYork-Presbyterian Hospital refers to
NewYork-Presbyterian Alexandra Cohen NewYork-Presbyterian Alexandra Cohen NYP Alexandra Cohen Hospital for NYP Alexandra Cohen NYP-ACH

our academic medical center, with eight main
campus locations

Hospital for Women and Newborns Hospital for Women and Newborns OR Women and Newborns
NewYork-Presbyterian

NewYork-Presbyterian Komansky NewYork-Presbyterian Komansky OR NYP Komansky NYP Komansky NYP-KCH
Children’s Hospital NewYork-Presbyterian
- Only NewYork-Presbyterian/Weill Cornell
. . NewYork-Presbyterian Morgan Stanley NewYork-Presbyterian NYP Morgan Stanley NYP Morgan Stanley NYP-MSCH
Medical Center and NewYork-Pres byterlan/ Children’s Hospital Morgan Stanley OR NewYork-
. . . . . Presbyterian

Columbia University Irving Medical Center g

have q SlaSh in their name (aS Shown to NewYork-Presbyterian NewYork-Presbyterian Westchester NYP Westchester Behavioral Health NYP Westchester NYP-WBHC
Westchester Behavioral Health Center Behavioral Health Center or NewYork- Behavioral

the right)
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Use of Name in Print (continued)

First & Second Mentions

Medical Groups

NewYork-Presbyterian Medical Groups

Location-Specific Examples:
NewYork-Presbyterian Medical
Group Brooklyn

NewYork-Presbyterian Medical
Group Hudson Valley

NewYork-Presbyterian Medical
Group Queens

NewYork-Presbyterian Medical
Group Westchester

Centers

Example:
NewYork-Presbyterian
David H. Koch Center

NewYork-Presbyterian
Center for Community Health

Service Lines

Example:
NewYork-Presbyterian Psychiatry

NewYork-Presbyterian Oncology

NewYork-Presbyterian Brand Guidelines

Third & Subsequent Mentions

NYP Medical Groups

NYP Medical Group Brooklyn

NYP Medical Group Hudson Valley

NYP Medical Group Queens

NYP Medical Group Westchester

NewYork-Presbyterian
David H. Koch Center

NewYork-Presbyterian
Center for Community Health

NewYork-Presbyterian Psychiatry or

NewYork-Presbyterian

NewYork-Presbyterian Oncology or

NewYork-Presbyterian

Alternative/Limited Space

NYP Medical Groups

NYPMG Brooklyn

NYPMG Hudson Valley

NYPMG Queens

NYPMG Westchester

NYP David H. Koch Center
or NYP Koch Center

NYP Center for Community Health

NewYork-Presbyterian Psychiatry

NewYork-Presbyterian Oncology

Templates

shorthand (For internal use only)

NYP Medical Groups

NYPMG Brooklyn

NYPMG Hudson Valley

NYPMG Queens

NYPMG Westchester

NYP Koch Center

NYP Center for
Community Health

NewYork-Presbyterian
Psychiatry

NewYork-Presbyterian
Oncology

Initials (For internal use only)

NYPMG

NYPMG-B

NYPMG-HV

NYPMG-Q

NYPMG-W

NYP-DHK

NYP-CCH
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