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Today’s Learning Objectives

% Understand the key steps to plan, budget, and manage a rebrand.
A Recognize success drivers and common pitfalls.
so'a Learn how to leverage resources and stakeholders effectively.

'/\/'F"“" Gain strategies to align rebranding with business goals in times of change.
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Agenda

Practice Round
Round 1

Round 2

Fast Money Round

Why Rebrand?
Planning
Execution

Results
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Why do organizations rebrand?

@ The Slido app must be installed on every computer you’re presenting from



https://www.slido.com/powerpoint-polling?utm_source=powerpoint&utm_medium=placeholder-slide
https://www.slido.com/support/ppi/how-to-change-the-design

Why do healthcare
organizations rebrand?
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What is the most critical element to
planning the implementation of a
rebrand?

® The Slido app must be installed on every computer you’re presenting from SlidO



https://www.slido.com/powerpoint-polling?utm_source=powerpoint&utm_medium=placeholder-slide
https://www.slido.com/support/ppi/how-to-change-the-design

What is the most critical
element to planning the
implementation of a rebrand?
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PLANNING: Scenario Planning

Strategic Decisions Outcomes

High visibility assets Prioritize assets that are high visibility and have frequent use for both internal and external audiences

Sets overarching implementation strategy Sets asset conversion approaches

Planned, project or
integration work

Take advantage of other planned work during the conversion timeframe to update documents only if
they are being addressed by projects, initiatives or integration efforts

Brand
change

7

Operational replacement Use operational cycles to update the assets, if appropriate

. Brand Magnitude
Quality application of change

® @ # Q

Scope Timing

Leverage a ‘deplete-and-replace’ strategy; use existing before implementing the new brand wherever

Deplete-and-replace possible to minimize wasted inventory

. . . Avoid converting assets that can or will be retired or can be consolidated. Consider neutralizing brand
Rationalize and neutralize

How long is the
transition or maximum
time you can tolerate

What is the desired

What are the proposed  Are there any high-level production and

changes to the brands? scope exclusions?

How extensive should
brand application be?
How often should the

How significant is the
change to the branded

the old brand? What are material quality? brand appear? asset?
the priorities? ppeart
TIME SCOPE QUALITY
Launch SELECTIVE Production
WEEKS period MONTHS REBRAND ALL FEREtn GOLD quality BRONZE
Completion ALL BRANDED Branded SELECTIVE Brand
MONTHS YEARS BRANDED HIGH Low
speed ASSETS assets ASSETS application
MEDIUM
Region / .
ALL BRANDS i INDIVIDUAL “BIG BANG" Launch and Quality LOWER
SIMULTANEOUSL affiliate SCHEDULE LAUNCH completion SOFTLAUNCH LN prioritization QUALITY
PRIORITIZED
% OPERATIONAL i
?L%;[’[EED REPLACEMENT ADDITIONAL Resoun:lng EXISTING

Overarching strategic choices for the rebrand were

made across a range of variables

on assets that do not provide appropriate brand impact (e.g. internal system that has limited audience)

Legal and compliance

Scope

Cost estimate”

Cost
assumptions .

Further
considerations  *

Consider timing implications of legal-related activities, and how asset transition timing may be impacted
by the legal strategy timelines, for e.g. Joint Ventures

Approach 1

All badges in BHSH receive overlay
application

Include costs for clip in rebrand
Printing completed by vendor

$$

Leveraged Beaumont counts for non
emplovee/ guest visitor id cards (32k)
Printing in-house estimates~$250K
(~$245K savings in core printing costs)

Approach 2

Virtual colleague receive stickers
All other colleagues receive overlay
Printing completed by vendor

Assumed following roles would be in
person: Nurse, Practitioner,
Supervisor/lead, Tech/Specialist,
Therapist, Security

Printing in-house estimates ~$227K
(~$185K savings in core printing costs)

Approach 3

Allin person colleagues receive new
badges
Virtual colleagues receive stickers

$$%

ID Cards combined average costs
between Beaumont and Spectrum
$7.50 per card (in house)

Assumed following roles would be in
person: Nurse, Practitioner,
supervisor/lead, Tech/Specialist,
Therapist, Security

Workday consolidation will occur in June 2023. Employee and security data feeds from HR systems (e.g. Workday and PeopleSoft

today) to the security system.

Currently Legacy Spectrum and Beaumont have two different security systems which control access and print badges. The

integration of these systems are set to be integrated in 2024, beginning with RFP in late 2023

Guiding principles were developed and
specific approaches for converting
branded assets groups were presented
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PLANNING: Establish Timeline

rrrrrrrrr

The first step was to determine the most critical factor
impacting our timeline: the Epic Integration

" Order of Go

Compii o BT

IDigital

From there, we established an Order-of-Go

= We then established clear phases of work
i ;;j{j///////////////// and aligned the vendor capabilities and capacity
iy to phases.
EEpe SHSMU Stategys Market
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PLANNING: Ways of Working

Executive leadership team

Brand management team
Holly Sullivan, Janelle Logan, Angela Gusse,
Tonya Cook, Dan Bazuin

Functional support and guidance

Finance, Compliance, Procurement
and Legal

Compliance and Regulatory

Compliance

Agency support
BrandActive, Baas

Workgroups

Risk Insurance

Voice
Engineering
Kurt / Janette

Epic & Third

1
Branded Merch
/ Gift Shops

Adﬁrt('fmg / AeroMed
©f !a Tiffany Daniell
Jodi anielle
. Document
Compliance e Nockcrnosa i

Signage Implementation Framework

Signage Implementation and Engagement

Gov't Affairs

Accounting

I
i
i Legal
i
i

Donna

Internal
Comms
Tricia / Randy

ERP/

Workday
Carolyn

Marketing
(BH, SH)
Brandi

. B Sign Survey &
Site List & " " "
Prioritization Recommendation team Signage Implementation

Specialized support in
strategy and data QC

Signage workgroup

Signage workgroup

Brand Management

Local facilities /
implementation team

Brand Management | Compliance and Legal
Team (CMs)
Design / Application
_Specialists Signage workgroup
Design leam specialized in
branded assel appiicafion
Ci i d Legal
- Local facilities /
implementation team

Team

@ Erend desion i

management/ @ sign design @ Strategy and planning

9

The overall project organization structure aligned
the organization on how the project would be
executed

The detailed workgroup structures gave specific
responsibilities for each activity

Fle Automaton Forms Connections Dynamic View [ Human Resources Asset Inventory (print / digital) f ‘
B a5 B ord + 7 Unnamed Fier + B8 e
entiy 1108 Oepartment  Asset AssetType  Owner Webor Url N Load Time

Create New/Re-SkinRetice  Priority

Wharketing (Brandi) Retre

Acquisien
reors st Besumont Healt - (Masheting)

Nusion Senvc
Basumont N tahatiog Brandi) [
W Enveom rvices Caroars ot Baaumon  ACTEHon on
® Envronmenal Senices Carewrs i Baaument AT, L
e R Acqusiten  Marketing (Brandi)  higa Retre
Norsing Assslan Careers t Besumont Heakh (Macheting) Low
Baaumant ® Meakotiog (Brandi) o Re
Pharmacy Tochniian Cars Low
Basumont R Acqunitin Masketing Brandi) Retre
Patient Transparte Careers of Basumont Heal (Machetog) Low
Baaumont HR Craate New
HR Recrtmaet Toblatop Retrctable omar Jsim Hgh (Business requred) 3 Vineks
A om Gt Now 3 ook
HR Recnamset Ganral Flooe Rervactable ba Jaime ogh (Businass rsqired)
Baaumont
Fie  Dynamic View HR Project Plan ¢
Baaument
N a8 B Gantt c & [J i8heet [ 4Colmms 57 1FiMer ¢ Group 5 Summorize 1] Sart Q|
e— primary £na Dane  Compists Iterepemsencies  Start Date @ az as as a a2 a3 as
osc an s ay o Gt Moy Dac Jan Feb Mar Apr May Jum Jul Aug Sep Oct Nov Oac an Fi
Besumon
s e 00 TRz
B 010623 100% 010623
033123 100% X323
| oz 100% ozri7s
osd 0222023 100% o
iz 100% o [ ————
P 0% pr P T —————
w123 100% tetzs P —
oz 100% o (1 e e caoe g vl e 10 e s el 7123
ag  070V2) 100% oz E——
ot a7VZ3 100% [ 't

Standardized tools were used to inventory all of the
branded materials for each workgroup, and create project

plans to allow for real-time reporting

33N
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PLANNING: Prototyping

Sign design journey -
® o e ; 5 ith L
(ot ¥

Color sample and prototyping to
’ 3 EMERGENCY

Concept to sign standards Sign messaging principles
and nomenclature

|
'k 2 m ’ gl -
) = as
/ . o
R e
¢ m,_,,— s compllance,
1 mm om0 T o e

technical specifications intent

‘-‘nu ‘ b ¢
y

A

b b 3 Main Entrance
/ | B
1 B

Q Corewel' 4 = -V,

BE St

Signage standards and technical specifications intent

Th——

0 (2] (3

- Economies of scale Consistency among rollout Day and night brand
in pmdun_:hon lhroggh standard and future vendors through consistency across sites

design and sizes that technical specifications and regions
accommodate program needs intent

From the sign standards, prototypes were created to

TR
ensure feasibility, quality, and preference

Sign standards and technical specifications were N

. . . . oclety for Healt are

created to value engineer signage, maintain SHSMI] Strategy & Market
Development™

consistency, and generate scalability



Planning: Nomenclature Process

New names were developed for every site and Epic instance in the system

Process:

1) Applied nomenclature principles defined by the SLT
2) Reviewed by compliance

3) Reviewed and approved by designated local leaders

Nomenclature

. Facility/Practice — Unique Identifier or
Corewell Health Hospital Name ty q
Name Geolocator
+ Only if HOPD or RHC «  Center (requires modifier; if . City
= Must be on entrance door, not not specific, use “Care”) = If more than one facility with same name
required on road sign - Clinic in the city, use a relevant building,
- Institute (only use with legacy neighborhood, or street name
donor names, requires approval
in future)

The final database of names can be found here: Corewell Health Rev Cvcle OEE Master Spreadsheet xIsx

*Note: these 2 column titles have been
updated to match Epic (source of truth)- See

Corewell Health OEE & Revenue Cycle Epic Department Master Spreadsheet  9/1/25
NOTE: Epic is the source of truth for information contained on this grid. If you see discrepancies please contact Laura Humphreys. NOTE: ltem = location/field in Epic DEP Record Viewer

EPICID # internal Departme B o Practice Name if [l Address Bsuie Boy Bsee 7ip Building Name Billing Taxi(fl Legal Namd Billing D8A Bl Type of DEP #4311 Type of Billing #4308l on or
(item .1) Name (item .2) (item 101) di t from (item 400) (Ste) (tem 405) (item 410} (Iitem *Item 39 in EAF (tem 17061) for Tax ID for Tax ID Admin/Login BLANK= HB charges off
(how to answer the phone unless department *if blank in 415)  record -f you click Affiliate onlyor nobilling.  Campus
column G is filled in) Epic-leave blank on on the revenue Emergency Dep IE: ED, HOD, Inpt or N/A
{Used on 855) here location id hyperlink Hospital Outpatient Professional Billing #4330

PhSouthwest 1001839040 |[LKWV Int Med Corewell Health Watervliet Hospital Corewell Health 400 Medical Park Dr Watervliet |Michigan (49098 |Corewell Health 38-1368745 |Lakeland Corewell Practice Rural Health Clinic
Michigan Watervliet Primary Care Watervliet Hospital Watervliet Hospital Community |Health
Primary Care Hospital, Waterviiet

Watenvliet  |Hospital

PhSouthwest 1001839042 |[LKWV NEUROPSYCH |Corewell Health Watervliet Hospital 400 Medical Park Dr Watervliet |Michigan (49098 |Corewell Health 38-1368745 |Lakeland Corewell Hospital Outpatient Split Billed On
Michizan 400 Meuropsychology Watervliet Hospital Community |Health Departments Campus
Hospital, Watervliet

Watervliet Hospital

PhSouthwest 1001839043 |LKWV SANE Program |Corewell Health Watervliet Hospital 400 Medical Park Dr Watervliet |Michigan (49098 |Corewell Health 38-1368745 |Lakeland Corewell Hospital Outpatient On
Michigan SANE Program Watervliet Hospital Community [Health Departments Campus
Hospital, Watervliet

Watenvliet  |Hospital

Ph Southwest 1001839055 |[LKWV IMAG Corewell Health Watervliet Hospital 400 Medical Park Dr Watervliet |Michigan (49098 |Corewell Health 38-1368745 |Lakeland Corewel| Hospital Outpatient On




PLANNING: Challenges

Engaging the right partners
at the right time
« Compliance

Internal project management
* Project workgroups

v
[ ]

Complexity of various

associated entities

« JVs

Strategic alliances

« Marketing partnerships

v
[ ]

Documenting system

“rules”

Nomenclature

Associated approvals

« Setting expectations for implementation Society for Health Cars
SHSMI] Strategy & Market

N

v
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~ROUND 2.

DOUBLE POINTS




What is the most critical element to
executing the implementation of a
rebrand?

® The Slido app must be installed on every computer you’re presenting from SlidO



https://www.slido.com/powerpoint-polling?utm_source=powerpoint&utm_medium=placeholder-slide
https://www.slido.com/support/ppi/how-to-change-the-design

What is the most critical
element to executing the
implementation of a rebrand?
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EXECUTION: Reporting Process

Cadence Attendees Objective
CEO/ Varies Varies Update CEOQ/SLT on
SLT progress
°
Branding Mobilization Every two weeks CS&MO, CFO, Update on progress and
Meetings (Mondays) Order-of-go leads barriers °
°
E tw K Workstream leads, Discuss project updates,
Workstream Leads Meeting V‘:‘fl_ryh %wee S project governance, barriers, questions, and °
(Thursdays) BrandActive interdependencies
: Varies ] p
Workgroup Meetings . " Leads, full working team,  Work through detailed
(from weekly BrandActive (for some) project requirements
to monthly) T

Supporting meetings ensured:

« On-track with budget

« Alignment with Compliance

« Cross-functional team awareness
« Collaboration

Compliance
Advisory
Council

» Cadence: Every two weeks (Fridays)
+ Objective: Work through related critical

Issues and decisions
+ Lead: Angela

+ Attendees: Order-of-Go leads, Tonya

Budget Office
Hours

Objective: Provide budget updates,
review financial estimates, ask budget
questions

Lead: Janelle

as needed), project governance

Cadence: Every two weeks (Thursdays)

Attendees: Workstream leads (optional,

Regular meetings were established to:

Provide updates
Raise issues
Secure approvals
Escalate concerns

Core Team
Meetings

Tinal

SLT
* Cadence: Three times per week

Objective: Work through project critical
issues and decisions
» Lead: Angela Gusse

Branding Mobilization
Meetings

= Attendees: Brian Holly
Tonya Janelle BrandActive
Workstream Leads Meeting
IMO Comms
Meetings

Workgroup Meetings

» Cadence: Every two weeks (Thursdays)
» Objective: Discuss key leadership and
team member messages
+ Leads: Sarah
+ Attendees: Angela
Randy

Janelle



EXECUTION: Project Leadership

Leadership and workgroup structure

Executive leadership team

Agency support Brand management team Functional support and guidance

BrandActive, Baas Holly Sullivan, Janelle Logan, Angela Gusse, Finance, Corgggafgsélecuremenl

Compliance and Regulatory

Workgroups

Compliance
Risk Insurance

Tonya Cook, Dan Bazuin

Legal
. Advertising / Branded Merch Voice Gov't Affairs
ACC[S)‘;::'”Q Media Trﬁc;l\[:lyed / Gift Shops Engineering  LEEEEEEEEEEEEE LR R EEEEE e
Jodi Danielle Kurt / Janette
Internal Compliance Digital - Digital - Document Epic & Third
Comms Consumer Workspace Services Party Apps H H
Tricia / Randy Heather Dan Mikg Victoria / Kyle Kyathypp Re b ra n d I n g S Ite Lead s
ERP / . Human ID Badges / . S s
Workday e Foundation Resources Security Legal & JVs Site Lead Responsibilities
Carolyn Kathy Luke / Jon
'\(A;;'kestlﬂ)g Priority Health Nomenclature R((e:\;irll:e Signage & BE Workwear
9 DJ Angela Mike Ji .
Brandi Katry, Kistne, Lara - - « Help shepherd local teams through the rebranding process

» Ensure sites meet compliance requirements

SRS owt prctcomy. Epie RevCycle m ~
( Corewell Health What can you do now?

Your role in site rebrand implementation

Meeting Objective: Attendees will understand their role in implementation and take action, Py

1. Review and share toolkit NOW
2. Conduct an ‘audit' to help you
Things that will help you in your role: understand current state and what Ooccumeceupdato (e i » PracDwt Mg 41323
‘work needs to be completed g .
« Site leads are asked to share this information with operational leadership in their areas. You " ST et syl Vs S ¥ Prastopt Seapue yon
are vital 1o our successful rollout of the Coreweli Health name and brand across the system. 3. Ask questions Ry sage s * Facatms vz
+ This toolkit is your one-stop resource throughout the implementation process. ——- 4. Make a plan and use the checklist Do b wih e et o Fackten » PrecOestMuneger 41323
« Use the color-coded guide at the top of this page to navigate to specific responsibilities. to the right b Seel » Oporatonst Mg Sbionen
Reprocass mgacy s » PacOwtlmage 317
+ Al axecution items must be completed within 90 davs post-go-iive. This is criical to remaining in o - —
regulatory compliance. eermealocmdtere et ot S Mgt et
b of s et gy e s 41 ~ sm
+ We recommend a post-go-live audit to ensure alignment with compliance requirements.
+ Please contact @ g for any questions or help nesded
This guide will bo updated as new information becomes available—piease bookmark and refer back M

oftent
Thank you for your leadership, support and collaboration!




EXECUTION: Workgroup Process

A

Workstream Meeting Content Workstream Leads Meeting Content
O corewellHeaith BrandActive o._._.. — © _ -
Workgroup Status Assets Complete Rarra S R ot Tt Nosaacisas
[ Porream Sapahot — Execetve Ve
Tinal Ao e s e Tinal :
SIT bty . SLT o — 1
wmn o —==
. — =
B lizati o un . Branding Mobilization * —
Emndl'ligelfi:gl:nﬂn o m_»-ejml.- > Mactings  —
N ;'i'ﬁ;ﬁ;-;
i RseaL Workstream Leads Meeting Workstream leads to update relevant e e
o (oo L ) . rows in scorecard for each meeting
Workstream leads to build critical
. ‘Workgroup Meetings timeline and update on progress/
Workgroup Meetings changes as needed
Workstream leads to update dashboard
for each meeting, with discussion
This example is for a workgroup supported by BrandActive. focused on barriers, guestions, and
Dashboards can vary by workgroup. interdepandancies ' '
Branding Mobilization Meeting Content
Cormat sth
nd/iNomenclature/Digital
Tina/ Status @
SLT 1
P Cutition ] ‘Wors Completon [Ir—
Branding Mobilization
Meetings

Workstream Leads Meeting

Society for Health Care
Strategy & Market
Development™

= Each order-of-go lead completes a slide for their
workstream with the help of workstream leads

+ Slides due Thursday prior to meeting for pre-read
distribution on Friday

+ When MVP finalized, hope to synchronize information
with workstream dashboard

Workgroup Meetings




EXECUTION: Signage Process

Implementation
Framework

inciples

Pr

Signage Implementation Framework

Signage Implementation and Engagement

. B Sign Survey &
Site List & " . N
Prioritization Recommendation team Signage Implementation

Specialized support in
strategy and data QC

Compliance and Legal
(CMS)

Signage workgroup Signage workgroup

Brand Management

Local facilities /

Team implementation team

Signage workgroup

Design feam specialized in
branded assel application
Compliance and Legal

(CM3) Local facilities /

implementation team

@ Erend desion i

management/ Sign design

@ Strategy and planning

Signage managed in a two-stage process, applying new principles to
branded signs in Stage 1

Stage 1: 2023/2024, aligned with Rebranding Phase
Exterior: Branded signage and compliance door vinyl

Stage 2: 2025+
Exderior. Unbranded signage that was left as is in Stage 1

Interior: Eranded ignage, door vinyls
L = == e JIFT 2 (i) Interior: New branding opportunities and interior directional signage (wayfinding)

and directional signage

Signage principles

+ Simple and clean (limiting words on signs as much as possible)
+ Monuments always identify Emergency, Walk-In Clinic and/or Urgent Care
« Only street number is being included on monument signage.
+ Main provider name only appears on monument when at the hospital proper
+ Unique entrances will also be labeled
Ensuring HOPD and RHC compliance, primarily via door vinyls
Leveraging approved new nomenclature as appropriate (i.e., Care Center)
1:1 replacement of existing sign (so if it's a monument today, it's a monument tomorrow)
« Following new guidelines to ensure signage is properly sized
Only addressing branded signage (wayfinding and other external signs largely excluded)
Hours of operation will appear on door vinyls for rural health clinics, walk-in clinics, and urgent
cares only
No open/closed indicators
Epic department names included in exercise and are connected to signage, where applicable

O Corewell Health
v tal

- EMERGENCY

+ Walk-In Clinic

-» Main Entrance

Reco Book Review

|=—————r

Signage Recommendation Book Process

Review w/ core
group during
Monday werkshop

Sign vendor

creates book Baltinve

call

T | S——T—

e
o
1
Pl einlate Angela, Heather D., | ! )
sure feedback is and Bob re-review %J—- Holly g‘)Ll')F"“g i
applied before SLT ]

_ I
T |

2.3 days

SIGN DETAILS

EXISTING
.o n “

RECOMMENDATION

Send marked-up
books as pre-read
ahead of Thursday

Review specific |

questions \t:nlh local |
marketing /
facilities team

Leased books to
landlords

Book approved!

Review and
approve all signs
on Sharepoint

2.3 days

Sign vendor
updates book

Society for Health Care
Strategy & Market
Development™



EXECUTION: Questions about process

= Rebranding Initiative FAQs "

Questions by Category €= 9900 Covars Hove Pope

Mare brand resources

Or submit a

FAQs question here

(updated regularly)

- Logo - Signage

New Templates

Logo - Branding at External Events (banners, tablecloths, merch)

7 Logo - Branded Templates (letterhead, PowerPoint, memo)

Society for Health Care
SH S M I] Strategy & Market
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EXECUTION: Celebrate Success!

Event celebrating our first signs in-market at
Corewell Health Watervliet Hospital

Q corewell Health

< EMERGENCY

B All team member event

Memento given to contributing
team members at project
conclusion

Co,we
i
Heaith "

Society for Health Care
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EXECUTING: Challenges

Speed of implementation
c | Overlapping phases
* Volume of sites

» Consistency across sites

v

Prioritization

- . -
?D | , Everyone had day jobs
—

y
®

Communicating at the right level within the organization
« Documenting and sharing rules and decisions

Change management

P * Quantity of change
) Confidentiality

Enterprise-wide engagement

v
[ ]

Society for Health Care
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FAST MONEY
\ROUND 4




® The Slido app must be installed on every computer you’re presenting from SlidO



https://www.slido.com/powerpoint-polling?utm_source=powerpoint&utm_medium=placeholder-slide
https://www.slido.com/support/ppi/how-to-change-the-design

What is the most critical key
result?

1 4
2 S)
3 6
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Results

Name badges Fronts

(0 Corewell Health joc :
= e ver Autditianal cota Ashiey
Zahras
i Badge ¥ 130374 \v  —_ | _.
. . ¢ m—l
- e - - - e e Code . 0 o [ \ \\\\\“\I
02023
- P = o = = e - —
b enrc cnr cxarx cmarn emrn ®
= * : Security
First name First name First name First name First name
C:g‘d:;t'q':a Last name Ic.-r::;:;n;. Last name Last name
S e — Louisa !
JA—— Q Py o ——
RN
Nursing
Last m’ﬂl [irst nanse Nursing
-
T - (_ Corewell Health
S P

Corewell Health

k. Grand Rapids Hospitals

‘“ ﬁ?ﬂ?ﬁi"ﬁ.“i‘?"f‘?? :
- Butterworth Hospital
e Helen DeVos Children's
Hospital
Meijer Heart Center

Society for Health Care
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Key takeaways

Planning determines success

] (>§_']~ 1 Putting in the upfront effort to determine the implementation scenarios, set up the project
4O X structure and dig into the details aligns leadership and stakeholders around the work that is to
come.

Execution requires a village

A 2 From recommendation book reviews with brand, facilities, patient experience, and
compliance, to security distributing ID badges, no part of the organization is untouched by the

effort of implementing a rebrand.

Rebrand is an opportunity to create new processes for brand consistency

O_)? 3 Tools like standards and technical specifications for signage, fleet, workwear and ID badges;
[1<O new processes for signage review and brand approvals carry on and provide value post-

rebrand BAU.

Methods for quick issue escalation and resolution are crucial
@, : ) : : :
f 4 The schedule moves quickly, with many interdependencies, and often compliance
requirements layered on top, there is no time to waste when roadblocks are hit.

Celebrate wins

‘y
% ;\: 5 Recognizing achievements across the journey builds pride, strengthens collaboration, and
:(\ * demonstrates how the rebrand is delivering real organizational benefits.
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Angela Gusse
Senior Director, Marketing Corew?"
Corewell Health Health

Angela Gusse is Senior Director of Marketing at Corewell Health,
where she leads the Performance Marketing & Media team. She cut
her teeth in health care by managing the system’s rebranding efforts
post-merger, covering everything from accounting to workwear for
300+ locations and 65,000+ team members at Michigan’s largest
health care system. Angela has twenty-five years of strategy and
marketing experience, including in the airline, food, OTC
pharmaceutical, and now health care industries. She has an MBA
from The Wharton School at the University of Pennsylvania and a BA
from Alma College.

You can contact her at angela.qusse@corewellhealth.org or
773.991.3779.
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Jon Levy .
Senior Director, Client Engagement BrandACtlve

BrandActive

Jon Levy is Senior Director, Client Engagement at BrandActive, a
leading brand implementation firm. For 26 years, BrandActive has
supported over 100 healthcare systems in rebranding, wayfinding, and
marketing operations. Jon helps clients scope, budget, plan, and
implement branded intent across physical and digital properties,
optimizing cost, time, and quality. Previously, he led operational
improvement programs for the world’s largest hospitality brands,
generating over one hundred million in savings. Jon leverages this
expertise to help clients implement their brands strategically and
efficiently, aligning brand execution with organizational objectives while
ensuring fiscal responsibility.

You can contact him at j.levy@brandactive.com or
647.457.5578.
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