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‘ BRAND STANDARDS

The Story

‘ Samaritan

Medical Center

When crafting our mark, much consideration was given to the elements conveying the brand essence of Samaritan
Medical Center. The main diamond shape represents prestige, while its rounded corners help soften our image and
project the quality of care our patients receive.

Signifying our namesake, the S in the middle of the diamond showcases forward thinking and our thoughtfully
expansive investment. It also moves like a river - highlighting the great natural waterways in our region.

The two blue colors represent trust and loyalty - values we provide to our patients and community.

Mission: Samaritan shall provide high quality, comprehensive, safe and compassionate healthcare services to
meet the needs of our civilian and military community.

Vision: Samaritan shall embrace a patient centric culture and partner with patients to achieve the best outcome
and experience. Patients’ needs drive every decision.
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Primary Logo

The Samaritan Medical Center
logo should only be used in
conjunction with service lines
that directly operate out of the
main Samaritan Medical Center
location- 830 Washington Street.

The horizontal logo is the
preferred logo and should be used
when possible. Horizontal and
stacked logo usage will depend on
available space. Logo should fit
the space well and have room to
breathe.
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‘ Samaritan

Medical Center
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Primary Logo

Presenting our brand in a
consistent manner is integral to
building a connection between our
logo and our brand in the eyes of
the recipient.

If uncertain of appropriate usage,
please consult the Samaritan

marketing team at 1-315-785-4584.

FULL-COLOR LOGO

‘ Samaritan

Medical Center

BLACK LOGO

‘)Samaritan

Medical Center

Defer to the black logo if the use
of the full-color logo does not
present enough contrast. The
black logo should only be used for
one-color applications.

Samaritan

Medical Center

WHITE LOGO

‘)Samaritan

Medical Center

Avoid using on billboards and
newspaper print. All other
mediums are acceptable if
contrast warrants such use. The
white logo should only be used for
one-color applications.

‘ BRAND STANDARDS

The full-color logo should be
used only on white or very light
backgrounds for print, outdoor
and digital applications where
contrast allows for readability.
If necessary, use the black or
white logo.



Primary Logo

The Samaritan family of brands
require space to breathe

and be seen. To maintain the
integrity of the logo, a safe space
equivalent to the size of the “S” in
“Samaritan” must be maintained
around all sides of the logo at

all times. This allows the logo to
stand out against backgrounds
or other elements.

No elements such as typography,
other logos, graphics or photos
may intrude on the safe area. In
addition, the logo should not be
placed too close to a cut or
folded edge.

The clear space applies to all
logos.

In certain circumstances, the
safe space may have to be
encroached if legibility, design
balance or other visual best
practices are to be maintained.
Ultimately, designers must use
their judgement to ensure brand
integrity despite the safe space
violation.

<
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Primary Logo

The Samaritan family of logos
should never be altered or
adapted in any way that goes
beyond these guidelines. If there
is a question about usage in

a particular situation, please
consult the Samaritan marketing
team at 1-315-785-4584.

Exceptions must be approved by
the Samaritan marketing team.

The following are examples
of what NOT to do with the
Samaritan logo. These
restrictions also apply to
all service line logos.

MedicaNCenter

‘ BRAND STANDARDS

Do not alter the color.

Do not place it inside a box.

Sarmantan

Do not eliminate the location.

Do not alter or stretch the
proportions.

Do not add a drop shadow.

MeXNjcal Center

Do not eliminate the bug mark.

Do not add elements.

Do not rotate.

Do not use the diamond by itself.

Do not use on backgrounds
darker than 10% black.

Do not place over a complex
background.



Primary Logo

Choosing the correct format is
critical in preserving the legibility
and quality of the brand. Refer to
these guidelines when formatting.

‘ Samaritan

Medical Center

EPS AND Al

The most common version used for page layout print applications.
An EPS file can be enlarged indefinitely without becoming pixelated.

JPG

A very common version to use for web and electronic media. This
logo can also be used when materials are created in Microsoft®
programs such as Microsoft® Word and Microsoft® PowerPoint.
The background for this format will always appear white.

PNG

A very common version to use for web and electronic media. This
logo can also be used when materials are created in Microsoft®
programs such as Microsoft® Word and Microsoft® PowerPoint.
The background for this format will always be transparent, so be
mindful of maintaining appropriate contrast.

<
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Secondary logo

The Samaritan Health logo is

the overarching entity. It should
be used when referring to a
division or service line that does
not have a logo, that operates
apart from the Medical Center, or
when referring to more than one
division, service linge, or the entire
organization.

<

‘ Samaritan

Health

BRAND STANDARDS

1



Secondary logo

Presenting our brand in a
consistent manner is integral to
building a connection between
our logo and our brand in the eyes
of the recipient.

If uncertain of appropriate usage,
please consult the Samaritan
marketing team at
1-315-785-4584.

FULL-COLOR LOGO

‘ Samaritan

Health

BLACK LOGO

‘)Samaritan

Health

Defer to the black logo if the use
of the full-color logo does not
present enough contrast. The
black logo should only be used for
one-color applications.

Samaritan

Health

WHITE LOGO

‘)Samaritan

Health

Avoid using on billboards and
newspaper print. All other
mediums are acceptable if
contrast warrants such use. The
white logo should only be used for
one-color applications.

‘ BRAND STANDARDS

The full-color logo should be
used only on white or very light
backgrounds for print, outdoor
and digital applications where
contrast allows such use. Defer to
the black or white logo if deemed
necessary.

12



Other logos

Certain service lines and other
locations require individual logo
marks. The example logo marks
to the right show how they should
be represented. Reference these
examples when creating location
lock-ups not shown on this page.

Service line lock-ups are
appropriate mostly for internal
use only. All external marketing
and communication logo use will
be determined by the Samaritan
marketing team.

For Children’s Miracle Network,
we adhere to the CMN brand
guidelines in most instances with
a space between the Samaritan

SERVICE LINES AND
DEPARTMENTS

‘ Samaritan

Emergency Department

‘ Samaritan

Dermatology

‘ Samaritan

Women’s Wellness
and Breast Care

‘ Samaritan
ConFrashmer:

Center for Women and Children

CO-BRANDING

DIVISIONS

‘ Samaritan

Family Health Center

‘ Samaritan

Auxiliary

Children's

Miracle Network.

‘ BRAND STANDARDS

MEDICAL PRACTICES

‘ Samaritan

Medical Practice

This logo is good for all Samaritan Medical Practice
locations that do not have a specific logo.

‘ Samaritan

Medical Practice, PC
General and Vascular Surgery

‘ Samaritan

Ear, Nose & Throat (ENT)

‘ Samaritan

Gastroenterology

‘ Samaritan

‘ Samaritan

logo and the CMN logo. Wisdissl Pamar

) Medical Practice, PC
Plastic Surgery

Samaritan

T Ulge

N <
WALKER CENTER

for CANCER CARE

Samaritan

Keep Home

13



Other logos

The guidelines to the right indicate
how the logo should be locked up
with service lines, departments
and divisions, as well as how to
handle co-branding.

Service line lock-ups are most
appropriate for internal use only.

SERVICE LINES

‘ Samaritan | «

Dermatology — —1/2X

DEPARTMENTS

‘ Samaritan | «

Emergency Department - 1/2X

DIVISIONS

‘ Samaritan | «

Keep Home _ —1/2X

CO-BRANDING

‘ S i Children's
Miracle Network.

Medical Center

‘ BRAND STANDARDS

The height of the secondary
name is defined as 1/2 of x.

The space separating two, co-branded
logos should be equal to the width of the
CMN balloon, while the CMN stacked
text portion of the logo should match
the height of the Samaritan lower case
letters.

14



Other logos

The guidelines to the right indicate
how the logo should be locked up
with service lines, departments
and divisions, as well as how to
handle co-branding.

Due to the variations of the
Samaritan logo and the guidelines
from CMN, there are variations
for the CMN co-branding lock-up
depending on which Samaritan
logo is used.

These guidelines help the co-
branding look natural, balanced
and purposeful.

CO-BRANDING

‘ S i Children's
Miracle Network.

Medical Center

‘ ~Samaritan
Vﬁa)fb;ﬂ%éﬂ%@) »

Children’s

Miracle Network.

Center for Women and Children

‘Sarrraritan

edical Center Foundation
of Northern New York, Inc.

Children’'s

Miracle Network.

BRAND STANDARDS

<

This is the primary usage of the Samaritan Medical
Center logo and the CMN logo.

Exception: In the Samaritan Car-Freshner Center
for Women and CMN stacked logo, the balloon
element shall be the height from the top of the
lowercase letters of Samaritan to the bottom of
the lower case letters in Car-Freshner. The balloon
element shall also serve as the distance separater
between the logos.

Exception: In Samaritan logos with two lines of
service and divisions text, the height of the CMN
stacked logo shall be determined by the height of
the CMN stacked text matching the height from the
top of the lowercase letters of the Samaritan logo
to the top of the lowercase letters of the first line

of the division descriptor text. The balloon element
shall also serve as the distance separater between
the logos.

15



Other logos

The guidelines to the right indicate
how the logo should be locked up
with service lines, departments
and divisions, as well as how to
handle co-branding.

Due to the variations of the
Samaritan logo and the guidelines
from CMN, there are variations
for the CMN co-branding lock-up
depending on which Samaritan
logo is used.

These guidelines help the co-
branding look natural, balanced
and purposeful.

CO-BRANDING

Samaritan

— Medical Center

v Children’s Miracle Network.

edical Lenter

Y § Samaritan

v Children’s Miracle Network.

‘ Samaritan
Cor-Freshner

Center for Women an ifdren

v Children’s Miracle Network:

‘ BRAND STANDARDS

When utilizing the stacked Samaritan logo, with the
diamond S above the Samaritan word logo and division
descriptor text, the horizontal version of the CMN

logo should be used. It shall be the same width as the
Samaritan word logo, from ballon to k, excluding the
width of the ©. The distance from the CMN horizontal
logo to the Samaritan logo shall be determined by the
height of the ballon matching the distance between the
top of the lowercase letters in the division descriptor to
the top of the lowercase letters of the CMN horizontal
logo.

When utilizing the horizontal Samaritan logo and
division descriptor text, the horizontal version of the
CMN logo should be used. It shall be positioned such
that the balloon logo is centered under the S diamond
and the k of the CMN horizontal logo aligns with the
edge of the Samaritan word logo n, excluding the width
of the ©. The distance from the CMN horizontal logo to
the Samaritan logo shall be determined by the height of
the ballon matching the distance between the top of the
lowercase letters in the division descriptor to the top of
the lowercase letters of the CMN horizontal logo.

For the Samaritan Car-Freshner Center for Women and
Children logo, the distance from the CMN horizontal
logo to the Samaritan logo shall be determined by the
height of the ballon matching the distance between
the top of the lowercase letters in the lowest line of text
of the division descriptor to the top of the lowercase
letters of the CMN horizontal logo.

16



Other logos

The Walker Center logo and
Cancer Services lock-ups are
unique and for medical oncology
services integrated with another
brand, the Roswell Park Care
Network. This co-branded

logo lock-up with Roswell and
Samaritan’s Medical Oncology
services cannot be altered in any
way. It must be displayed as is

in full-color, grayscale, black or
white.

When referencing all of Samaritan
cancer services, please use the
singular logo, or if space allows,
the logo lock-up with medical
oncology, radiation oncology and
the Walker Center logo to denote
physical location.

‘ Samaritan

CANCER SERVICES

‘ BRAND STANDARDS

‘ Samaritan

RADIATION ONCOLOGY

&) Samaritan %gﬁ)ﬁ%@u

CARE NETWORK MEMBER

‘ Samaritan

MEDICAL ONCOLOGY

X7

atthe . WALKER CENTER

for CANCER CARE

SURGICAL SERVICES

17



Other logos

Presenting our brand in a
consistent manner is integral to
building a connection between
our logo and our brand in the eyes
of the recipient.

The full-color logo should be
used only on white or light
backgrounds for print, outdoor
and digital applications where
contrast allows for readability.
Use the black, grayscale or white
logo if necessary.

Always use the black or white logo
for one-color applications.

<

Samaritan

Samaritan

BRAND STANDARDS
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Brand elements



The brand

The color palette is a key element
of the brand’s identity. The colors

chosen portray Samaritan as both
advanced and compassionate.

PRIMARY COLORS

CYMK

90, 63,20, 4

RGB

38, 96, 146
PANTONE
647 C
HTML

266092

RGB
181, 189, 211

PANTONE
647 C @ 30%
HTML

bSbdd3

SECONDARY COLORS

50%
25%
RGB
154, 207, 208
HTML
9acfdO

EGGPLANT

CYMK
79,75,43, 37

RGB
99, 58, 82

HTML
3b3a52

50%
25%
RGB
221, 220, 203
HTML
dddccb

DARK GREEN 75%

CYMK

100, 44, 66, 39

RGB
O, 80,74

HTML
00504a

BRAND STANDARDS

YELLOW 75%

50%
CYMK

O, 0,555 259,

RGB
247,234,136

HTML
f7e088

DARK BLUE

CYMK
100, 41, 24, 48

RGB

O, 74,101
HTML
004065

20



‘ BRAND STANDARDS

The brand

Arial, Sentinel and Galano can be PRINT AND SIGNAGE
used for print, digital, and indoor/
outdoor signage. Use of other

fonts is not permitted. Arial Regular nghly Skllled Staﬁ:

Arial is used as the general font

and is also the primary font for Arial Bold Highly Ski"ed Staff

indoor/outdoor signage.
Arial should never be italicized.

PRINT
Fonts for digital use are outlined Sentinel Light Medical specialties
on the next page.
Fonts can be purchased here: Sentinel Book Italic Cancer treatment
Sentinel - www.typography.com Sentinel Semibold Patients eXpeI‘ience
Gal - .myfonts.com
=ane Ty Galano Grotesque Light Get heO |thy

If you cannot purchase these
fonts, please use Arial.

Galano Grotesque Regular Slg NS Clnd Sym ptomS
Galano Grotesque Semibold Discover
Galano Grotesque Bold Procedures

Galano Grotesgue Heavy Highly Ski“ed Stdff

Test Family Italic* what matters

*ONLY USED FOR 2026- “"CLOSER TO..." CAMPAIGN 21



The brand

Arial, Lora and Hind are to be
used for digital applications,
including those appearing on
smartphones, tablets, desktop
computers and other screened
devices. Use of other fonts is not
permitted.

Set font color to
HEX#444444 or
R: 72, G: 72, B: 74

Lora and Hind are free and can be
downloaded here:

fonts.google.com

Arial Regular

Arial Bold

GOOGLE FONTS
Lora-Regular

GOOGLE FONTS
Lora-Bold Italic

GOOGLE FONTS
Lora-Bold

GOOGLE FONTS
Hind-Light

GOOGLE FONTS
Hind-Regular

GOOGLE FONTS
Hind-Bold

Highly skilled staff

Highly skilled staff

Patients experience

Cancer treatment

Discover

Signs and symptoms
Medical specialties

Get healthy

BRAND STANDARDS
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The brand

The color wave on the left is

a retired brand element and
should not be used in any brand
executions.

The half diamond shown on the
right is one of our current brand
elements and should be used in
place of the retired brand element
on the left.

BRAND STANDARDS

Samaritan Medical
Center Welcomes

Deana Paley, DO

Board-certified Plastic and Reconstructive Surgeon

and Reconstructive surgeon, is pleased
scope of Plastic and Reconstructive
etics. Her specialties include:

Aesthetic Surgical Procedures Reconstruction Procedures

* Liposuction ¢ Breast reconstruction

* Tummy Tuck ¢ Post-trauma reconstruction

* Breast Enlargement/Reduction/Lift face/body

* Eye Lid Correction * Removal of moles/lesions/scars

* Post-pregnancy and post-weight with reconstruction
loss makeover * Otoplasty for protruding ears

* Male breast reduction

Aesthetic Non-Surgical Procedures )
. (gynecomastia)

¢ Botox/Dysport for wrinkle control
* Restylane, Juvederm, Sculptra for

face reshaping/correction Sa marltan

Health

Samaritan Plastic Surgery
629 Washington Street, Watertown, NY 13601

Now accepting new patients. 315.755.3650

23
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The brand Stationery

DV o camaian o

Medical Center

”OSameh}citlgn Of
Name

title
smail@shsny.com
o: 000.000.0000 | e: 000.000.0000 | f: 000.000.0000

Qur Mission

Samaritan shall provide high quality,
comprehensive, safe and compassicnate
healthcare services to meet the needs of

our civilian and military community.

24
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The brand

The following are examples of how
color, typography, logo placement
and photography can be used

for magazine and newspaper
advertisements.

Reference these guidelines when
crafting print executions to
maintain brand integrity.

The full-color logo should be
used only on white or light
backgrounds for print, outdoor
and digital applications where
contrast allows for readability.
Use the black or white logo if
necessary.

NOTE:

Only 100% black should be used for small text and subheads.
Arial, Galano Light, and Bold, set at a minimum of 14pt. for small text.

Closer to

what matters

Great care keeps you close to everything you love. At Samaritan, that care is
within reach. Here you have access to board-certified doctors covering more than
40 medical specialties, experienced staff, and the latest medical innovations—
with a mission Northern New York has trusted for more than a century.

Learn more at samaritanhealth.com ‘ Sama”tan

Health

1T EEREEERRRLLI ] g

BRAND STANDARDS

NOTE:

Colored text is allowed for smaller text and subheads.
Arial, Galano Light, and Bold, set at a minimum of 14pt. for small text.

We see your care clearly.

Online scheduling now available!

At Samaritan, were dedicated to providing our community expert imaging services. Our patients
are everything to us. That’s why we've invested the time, energy and resources into providing care
that’s convenient, compassionate and advanced. With on-site radiologists, an inviting new space
and numerous national accreditations—you could say we see your care differently.

Learn more at SamaritanHealth.com/mammo o Samaritan |SI’2 ?\/gl Cl:negs
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The brand

The following are examples of how
color, typography, logo placement
and photography can be used for

billboard executions.

When creating billboards, be
cognizant of fading caused by sun
exposure. White text should never
be overlaid on images but can be
used over dark colors that allow
for contrast.

<

A1C 10 0 U
C 0 0 C CC
AYe]e DAQC C C C
- A
doad

Elevated Orthopedics

‘)Samaritan

Orthopedics

BRAND STANDARDS
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The brand

The following is an example
of how color, typography, logo
placement and photography
can be used for social media
executions.

Samaritan Medical Center
Sponsored * Q

Samaritan has a full spectrum of care for your breast health
with the largest team of breast specialists in the area. Learn
more at samaritanhealth.com/breast-care

/

pEading local
oreast care.

o Samaritan ‘ Women's Wellness and Breast Care

SamaritanWasThere.com

Your care. Our everything. ‘ Learn More \

Samaritan Medical Center

oY Like () comment £ Share

<

BRAND STANDARDS
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The brand

When crafting copy for brand
executions, use the following
guidelines to capture the
Samaritan brand voice.

<

BRAND ARCHETYPE: CAREGIVER HERO

e Guided by sense of moral obligation to improve patients’ quality of life

e Community-focused

e In service to the greater good

e Resourceful, innovative in partnerships, technological investment and service offerings

e Committed to going the extra mile, every time, to solve a patient’s problem or meet their needs
e Humble and approachable, yet expert

e Maintain the highest quality and a high-performance approach

BRAND VOICE

The Samaritan brand represents exceptional, comprehensive, compassionate,
advanced medical care. All copy should convey this in a warm, supportive
and empowering way. Copy should be written simply and clearly, keeping the

patient and family in mind, and avoiding overly complicated language.

BRAND STANDARDS
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The brand

Brand photography should be
modern, authentic and inviting,
presenting Samaritan as a best-
in-class provider that utilizes
advanced technology.

It is important to capture
meaningful interactions between
Samaritan personnel and patients
to show the compassionate,
patient-centered way in which
Samaritan provides care.

<
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‘ Samaritan

Medical Center

Contact the Samaritan marketing team ot 1-315-785-4584 or email marketing@shsny.com.
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