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CommunityHealth is  
humanizing health care.
Our patients are diverse — they speak over 30 languages, 
Spanish, Polish and English are most common. Many are  
residents, some are not. Most can read, others struggle  
with literacy. Each is low-income and uninsured.

C
o

m
m

un
it

yH
ea

lt
h

 B
ra

n
d

in
g

 C
a

se
 S

tu
d

y 
2

0
19

2



We’re building a brand  
that speaks to everyone.
Intentionally using simple shapes, clear messaging  
and universal symbols, we are crafting a visual  
language for CommunityHealth that helps cross  
barriers of understanding, ensuring everyone  
feels welcome and cared for.
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We’re more than a  
free clinic.
Yes, we are the largest free clinic in the nation, but to  
our patients CommunityHealth is so much more. We’re  
a trusted community resource, a place to learn healthy  
lifestyle skills and take fitness classes, a pharmacy and  
a medical home.
 
It is vital that CommunityHealth has a brand that  
demonstrates our quality of care, supports our mission  
of access and helps CommunityHealth stand out in  
the landscape of other clinics and hospitals in Chicago.
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CommunityHealth is...
professional
essential
efficient
communal 
warm
diverse

straightforward
high-quality
human
authentic
approachable
honest
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Our logo represents  
community + health
The medical cross is one of the most widely recognized international symbols for medical care,  
and is associated with facilities providing care to all regardless of race or affiliation.

Rounded shapes and bright colors adapt this symbol to our patient-care philosophy, making it 
warmer and more approachable, while also using the colored shapes to highlight the heart that 
emerges from the shape. The shapes converge at the center, unifying the parts of a whole.

OUR LOGO
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OUR LOGO
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Brand family
CommunityHealth maintains a family of initiatives that have their own logos and 
look and feel. Consideration was paid to ensure that the new CommunityHealth logo 
doesn’t appear too anachronistic compared to the existing initiative logos.

BRAND ELEMENTS /  SUB-BRANDS
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Room to grow
CommunityHealth has grown in the last 25 years from an idea to the largest free 
clinic in the nation. We want to ensure that the new brand will continue to  
grow with CommunityHealth over the next 5, 10, 15 years and beyond. While it’s  
uncertain how the organization might change, the new logo is adaptable to  
the potential evolution of the brand.

OUR LOGO  /  FUTURE EXPANSION

Little Village at Rush

Emergency RoomLos Angeles
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Patient survey
Our patients matter to us and so do their opinions, including those about the new logo.  
We wanted to verify that the new brand resonates with those who matter most —  
the people we serve every day. Three of the workgroup’s top logos were presented to  
121 patients, with our number one choice receiving the most positive response. 

OUR LOGO

121
patients were 
surveyed 

103 
responded 
they love or 
like the logo

  Love it

  Like it

  Neutral

  Don’t like it

  Hate it

How does the new 
logo make you feel?

6%

75% 
LOVE IT8%

10%
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Brand colors
Going to the doctor is a scary thing, especially for members of vulnerable populations 
who do not have insurance. CommunityHealth’s new color palette was crafted with 
this in mind — intentionally cheerful, inviting and diverse.

We want to communicate a feeling of safety and warmth in every step of the patient 
experience, and the brand colors represent characteristics vital to that mission.

Warmth Trust Hope

BRAND ELEMENTS /  C OLOR

Care Peace Empathy Health
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Nexa Light
Nexa Regular
Nexa Bold

Fonts
Nexa is CommunityHealth’s brand font. It was chosen because of it’s simple,  
sophisticated design and geometric foundation. It mimics the rounded shapes  
in the logo, and is still easy to read at smaller sizes.

Nexa also adheres to the Smithsonian Standards for Accessible Design  
guidelines for fonts.

BRAND ELEMENTS /  FONTS
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Icons
Built using the same simple, geometric shapes  
that make up the logo, we have designed an  
icon system that is clear, legible, and easily  
communicates ideas across all languages  
and literacy levels.

These colorful, friendly icons create a universal  
language that warms up possibly-intimidating  
materials, and allows for quick understanding 
of services and specialties without relying on  
words alone.

BRAND ELEMENTS /  IC ONS
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Photography
We want the photography used for  
CommunityHealth to be as honest, simple 
and straightforward as the brand itself. 
And, more importantly, as authentic as the 
patients we serve. 

Bright, clean portraits of patients, volunteers 
and providers bring a sense of personal connection 
throughout materials. We aim to focus on  
the experience, not the environment, in a way  
that feels like a picture of a good friend.

Images of health care related objects can be  
used as well, in the same way that the icons are  
a universal language. With a primary goal of 
communication, stylized objects are great for 
materials relating to specific services, like  
dental care or the pharmacy.

BRAND ELEMENTS /  PHOTOGRAPHY
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MOOD BOARD

Mamograms 
save lives.

Breast Cancer Screenings
At CommunityHealth

If you‘re over the age of 40, 
you should be screened for 
breast cancer annually.

Cab in nonsequ isquam fuga. Is reiunt ma-
ximus ut plicatium exerferi cum re peritis 
arciisinciis exerspit eos aut quat aut auta-
tur santis apelect orporumque liquis net 
aniscip icaborendus.

Os autemquuntem quidestrum qui inis etu-
reptatur? Eque nobisci liandel eos debiti-
bus debisincias ad ut quidis volo maiossitis 
quis magnat.

Omnihicient que nonem dolupicatur, aut 
harcill iquist iur am ipsandi tatenis sinctem 
quibearum res se voluptatiunt exerae simi, 
officid mi, qui odi veles doluptius mil idenit, 
quo modi dolore perum ab id
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