








The limits of
EMPATHY



When trying to empathize, it’s generally 
better to talk with people about their 
experiences than to imagine how they might 
be feeling….  

— A D A M  W A Y T Z
“The Limits of Empathy.” Harvard Business Review



O H S U  S U R G I C A L  S E R V I C E S

Preparing for your surgery



6

www.ohsuhealth.com/surgery

 Check your health insurance

Your surgeon’s office will call your health insurance 
company about paying for surgery. It is a good idea 
to call the company yourself, too. Questions to ask 
include:

 □ What is my deductible? 

This is the amount you have to pay each year 
before the insurance pays for care.

 □ Do I have a co-payment? 

This is the amount you have to pay for a 
procedure before the insurance pays. 

 □ Is my surgeon in your network? 

 □ What about the hospital? 

Insurance companies usually pay more 
of the cost for doctors and hospitals in 
your insurance network. A network is 
a group of health care providers the 
company has arranged to work with.

 □ Do I need to meet any requirements to have  
this surgery? 

A company may pay for surgery if you meet 
certain requirements, but not if you don’t.  
Make sure you understand any requirements 
before surgery. 

 □ Get a cost estimate from OHSU.

Someone from OHSU's cost estimate team will 
call you to go over the estimated cost of your 
surgery. If you have questions, call 503-494-3508.

The list on pages 6 and 
7 tells you how to get 
ready in the weeks and 
days before surgery. 
Doing these things 
helps your surgery and 
recovery go as well as 
possible. 
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Your surgery information

Date of surgery:  Do not eat or drink after: 

Surgeon:  

Location:

 □ OHSU Hospital 
Admitting: 9th floor hospital lobby  
3181 S.W. Sam Jackson Park Road 
Portland, OR 97239 

 □ Center for Health & Healing, Building 2 
Admitting: 1st floor lobby 
3303 S.W. Bond Ave. 
Portland, OR 97239

Take these medications as directed with a sip of 
water the morning of surgery: Stop taking these medications:
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www.ohsuhealth.com/surgery

Other appointments:

Doctor:   Date:   Time: 

Location: 

Notes: 

Doctor:   Date:   Time: 

Location: 

Notes: 

Tests and follow-up:   

 □ EKG: 

 □ Lab: 

 □ MRI: 

 □ X-ray: 

 □ Occupational therapy:  

 □ Physical therapy: 

An EKG, also written ECG, is a heart test called an “electrocardiogram.” This test measures your 
heart’s electrical activity. It is done before surgery to learn if your heart’s activity is normal.

An MRI is a picture of the inside of the body. MRI stands for “magnetic resonance imaging.” You 
might have one before surgery to show the area that needs treatment.



We focus on users and what 
THEY WANT TO KNOW, 

not on what we want to tell them. 







User-centered design calls for
USER PARTICIPATION.



A deeper question is: How do researchers and 
practitioners even know what questions to ask? 
In my view, the lack of intensive participation of 
the users has been a major impediment to 
designing, implementing, and evaluating more 
powerful health literacy interventions.

— L I N D A  N E U H A U S E R
“Integrating Participatory Design and Health Literacy to Improve Research and Interventions”





• In-person interviews with patients and families 
• Front-line rounds with nurses and patients 
• Nurses group, including nurses from each unit 

(about 30), 4-5 people for a later focus group
• Doernbecher Children’s Hospital administration 
• Marketing manager for patient education 
• Admitting, to develop distribution plan



“Having something simple to look 
at would be good. The next day, 
when things have calmed down, have   
settled. You don’t know what you 
might need or want.”







“We went over the regimen before we 
left. The discharge had the medication 
and the dose, but not thorough 
instructions, so we wrote it down to 
remember how to do what, when.”





“You learn to write down your   
questions. You tend to forget when 
they’re there in front of you.”





DISCUSS
How do you include users 

in your design plans?



Design should exist
WITHIN A SYSTEM.





DISCUSS:
1. What is one benefit of designing 

within a brand system?
2. Does your workplace have an 

established brand?



A brand system includes: style manuals, 
brand guidelines, template portals, 

wayfinding standards, etc.   
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The charts at right demonstrate the 
general ratios in which color, photography 
and white space should be used in 
designing for the OHSU brand. 

The neutral color, OHSU Charcoal, provides a 
strong and sophisticated background against 
which accent colors — and carefully selected 
photography — can appear to their  
best advantage.

As much as possible, look for photography 
that works with the color palette in terms 
of tonality. Choose photos that complement 
and work aesthetically with the temperature 
of the design. Consider incorporating a 
duotone image into the design as well.

Additionally, think of white space as 
a “color” and incorporate ample amounts 
into the design as much as possible.

VISUAL IDENTIT Y GUIDELINE S — COLOR

Usage Ratios
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APPLIC ATION GUIDELINE S — CLOTHING

White Coats
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The OHSU master brand logo is preferred for all 
promotional items like those displayed below. 

In some circumstances, custom artwork may be 
requested for promotional items. This artwork 
may not be used as a logo, may not supplant the 
OHSU master brand logo and must be designed 
through Marketing and Communications. 

Lato is strongly preferred for all text on 
promotional items. 

Creative vendors listed on the preferred vendors 
list on the OHSU intranet have experience 
producing high quality OHSU-branded materials 
and should be used for all merchandise requests. 

OHSU master 
brand logo 
centered

Reversed 
(White)

OHSU Charcoal 
pen

Unit name

OHSU master 
brand logo 
centered

4-color

White mug w/ 
Marquam Blue 
interior and rim

Unit name

MEDICAL INFORMATICS  
AND CLINICAL EPIDEMIOLOGY

MEDICAL INFORMATICS  
AND CLINICAL EPIDEMIOLOGY

FRONT BACK

OHSU master  
brand logo

4-color

Unit name

MEDICAL 
INFORMATICS  
AND CLINICAL 

EPIDEMIOLOGY

APPLIC ATION GUIDELINE S — OTHER

Promotional Items



Sub-head 1

Body copy, consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim 
veniam, quis nostrud exercitation ullamco laboris nisi ut 
aliquip ex ea commodo consequat. Duis aute irure dolor in 
reprehenderit in voluptate velit esse cillum dolore eu fugiat 
nulla pariatur. Excepteur sint occaecat cupidatat non proident, 
sunt in culpa qui officia deserunt mollit anim id est laborum.

 • Bullet sub-head 
Bullet copy, sed do eiusmod tempor incididunt ut labore 
et dolore magna aliqua. Ut enim ad minim veniam, quis 
nostrud exercitation ullamco laboris nisi ut aliquip ex ea 
commodo consequat.

 • Bullet copy, sed do eiusmod tempor incididunt ut labore 
et dolore magna aliqua. Ut enim ad minim veniam, quis 
nostrud exercitation ullamco laboris nisi ut aliquip ex ea 
commodo consequat.

Sub-head 1 

Body copy, consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim 
veniam, quis nostrud exercitation ullamco laboris nisi ut 
aliquip ex ea commodo consequat. Duis aute irure dolor in 
reprehenderit in voluptate velit esse cillum dolore eu fugiat 
nulla pariatur. Excepteur sint occaecat cupidatat non proident, 
sunt in culpa qui officia deserunt mollit anim id est laborum.

T A B L E  S U B - H E A D

Table copy, Lorem ipsum dolor sit amet.

Table copy, Lorem ipsum dolor sit amet.

Table copy, Lorem ipsum dolor sit amet.

O H S U  D E P A R T M E N T    |    T I T L E  O F  B O O K L E T

M A R G I N S  &  C L E A R  S P A C E
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Call-out 2 Head

Call-out 2 Body, Lorem ipsum 

dolor sit amet, consectetur 

adipiscing elit, sed do eiusmod 

tempor incididunt ut labore et 

dolore magna aliqua. Ut enim 

ad minim veniam, quis nostrud 

exercitation ullamco laboris 

nisi ut aliquip ex ea commodo 

consequat. Duis aute irure dolor 

in reprehenderit in voluptate velit 

esse cillum dolore eu fugiat nulla 

pariatur. Excepteur sint occaecat 

cupidatat non proident, sunt in 

culpa qui officia deserunt mollit 

anim id est laborum.

Section title Lead-in text, consectetur adipiscing elit, sed do 

eiusmod tempor incididunt ut labore et dolore 

magna aliqua. Ut enim ad minim veniam, quis 

nostrud exercitation ullamco laboris nisi ut aliquip 

ex ea commodo consequat. Duis aute irure dolor in 

reprehenderit in voluptate velit esse cillum dolore 

eu fugiat nulla pariatur. Excepteur sint occaecat 

cupidatat non proident, sunt in culpa qui officia 

deserunt mollit anim id est laborum.

Sub-head 1

Body copy, consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim 
veniam, quis nostrud exercitation ullamco laboris nisi ut 
aliquip ex ea commodo consequat. Duis aute irure dolor in 
reprehenderit in voluptate velit esse cillum dolore eu fugiat 
nulla pariatur www.website.org/info. Excepteur sint occaecat 
cupidatat non proident, sunt in culpa qui officia deserunt mollit 
anim id est laborum.

Sub-head 2 

Body copy, consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim 
veniam, quis nostrud exercitation ullamco laboris nisi ut 
aliquip ex ea commodo consequat. Duis aute irure dolor in 
reprehenderit in voluptate velit esse cillum dolore eu fugiat 
nulla pariatur. Excepteur sint occaecat cupidatat non proident, 
sunt in culpa qui officia deserunt mollit anim id est laborum.

Footnote 1 Learn more at www.website.org/info.

O H S U  D E P A R T M E N T    |    T I T L E  O F  B O O K L E T

M A R G I N S  &  C L E A R  S P A C E
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Call-out 1, consectetur 

adipiscing elit, sed do 

eiusmod tempor incididunt 

ut labore et dolore magna 

aliqua. Ut enim ad minim 

veniam, quis nostrud 

exercitation ullamco 

laboris nisi ut aliquip ex 

ea commodo consequat. 

Duis aute irure dolor in 

reprehenderit in voluptate 

velit esse cillum dolore eu 

fugiat nulla pariatur. ]



FON T W E I G H T S I Z E L E A D I N G K E R N I N G T R AC K I N G

D E P A R T M E N T  N A M E  ( C O V E R ) Lato Heavy 7 pt. N/A Optical 200

Booklet title Lato Light 36 pt. 36 pt. Optical -10

Booklet sub-title Lato Regular 14 pt. 36 pt. Optical 0

Section title Lato Regular 14 pt. 23 pt. Optical 0

Lead-in text Lato Light 14 pt. 19 pt. Optical 0

Call-out 1 Lato Light 14 pt. 19 pt. Optical 0

Call-out 2 Head Lato Bold 10.5 pt. 15 pt. Optical 40

Call-out 2 Body Lato Light 10.5 pt. 15 pt. Optical 40

Sub-head 1 Lato Bold 10.5 pt. 15 pt. Optical 40

Sub-head 2 Lato Medium 10.5 pt. 15 pt. Optical 40

 • Bullet sub-head Lato Medium 10.5 pt. 15 pt. Optical 40

 • Bullet copy Noto Serif Regular 10 pt. 15 pt. Optical 10

T A B L E  S U B - H E A D Lato Heavy 7 pt. N/A Optical 200

Table copy Lato Light 10.5 pt. 15 pt. Optical 40

Body copy Noto Serif Regular 10 pt. 15 pt. Optical 10

website Noto Serif Bold 10 pt. 15 pt. Optical 10

Footnote 1 Lato Light 10.5 pt. 15 pt. Optical 40

F O O T E R Lato Regular 7 pt. N/A Optical 200



 

OHSU PATIENT COMMUNICATIONS 
Core Publications Catalog 
 
Core Publications are standard documents OHSU uses when communicating with patients. 
Clinics and units can order these materials for free through Logistic’s online warehouse. 
 

 

Order #: 205458 
Brochure – Patient Relations “Let Us Help You” 
 
Purpose: To provide an avenue for help or concerns for 
patients and families  
Audience: All outpatient/inpatient and families 
How to distribute: Display in select locations and 
physically hand out when needed 

 

Order #: 128898 
Brochure - Patient Rights and Responsibilities (ENG)  
 
Purpose: Regulatory requirement to notify patients of 
their rights  
Audience: All outpatient/inpatient and families 
How to distribute: Display in select locations and 
physically hand out when needed 

 

Order #: 142229 
Brochure - Patient Rights and Responsibilities (SPA)  
 
Purpose: Regulatory requirement to notify patients of 
their rights  
Audience: All outpatient/inpatient and families 
How to distribute: Display in select locations and 
physically hand out when needed 

 

Order #: 142233 
Brochure - Advance Care Planning (ENG)  
 
Purpose: To provide general information about what an 
Advance Directive is and who should have one  
Audience: All outpatient/inpatient and families 
How to distribute: Display in select locations and 
physically hand out when needed 

 

 

Order #: 206306 
Map – Walking Map from OHSU Hospital to MPV 
 
Date of last update: February 2017 

 

Order #: 207418 
Map – Walking Map from OHSU Hospital to KPV 
 
Date of last update: March 2017 

 

Order #: 207419 
Map – CEI Parking Lot E to OHSU Hospital 
 
Date of last update: August 2017 

 

Order #: 206307 
Map – Doernbecher Floor Map 
 
Date of last update: September 2018 

 
   







CAUTION YELLOW

MATCH
PANTONE 124

RED (P-4)
PANTONE 200

GREEN (P-3)
PANTONE 340

ORANGE (P-2) 
PANTONE 166

TEAL (P-5)
PANTONE 632

GOLD (P-6)
PANTONE 130

BLUE (P-7)
PANTONE 660

PURPLE (P-1)
PANTONE 2603

BROWN (P-8)
PANTONE 4705

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 1234567890
Gotham Condensed Light

[P]

[DNE][NP]

[BF]

[i] [TRAM][NS]

[VALET]

ARROW

[TD] [DD] [SD]

[S] [RU]

Gotham Condensed Medium

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 1234567890
Myriad Pro Semibold Condensed (Canopy Identification Only)

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 1234567890

OHSU BLUE

MATCH
PANTONE 280

OHSU GREEN

MATCH
PANTONE 369
(3M Brilliant Green)

OHSU GOLD

MATCH
PANTONE 123
(3M Sunflower)

RED
PANTONE 1797

WHITE

Symbols

Base Color

Typography

Color Palette

Parking Color Palette

Materials Palette

SILVER METALLIC
MESH SCREEN

01 02 13

OHSU LIGHT BLUE
MATCH 
PANTONE 652
(3M Evening Blue 
3630-317)

23

06

PARKING BLUE
3M Intense Blue
(opaque)

22

03 04 05

20 24 2521 2726

09

07

SILVER METALLIC
MP18099 
Platinum sparkle 
metallic

Opaque Vinyl:
3M satin aluminum
Translucent Vinyl:
3M Silver Scotchcal translucent 

Translucent Vinyl:
3M Day/Night Film
Dark Gray

08

LIMESTONE (Faux)

10

BLACK

11

OHSU DARK GRAY

MATCH 
PANTONE 431
(3M Slate Gray)

12

Fabricator is responsible for matching all colors and 
materials as specified and is required to provide color and 
material samples for approval. CONSISTENT AND 
ACCURATE COLOR REPRODUCTION IN THIS DOCUMENT 
CANNOT BE ASSURED DUE TO THE LIMITATIONS OF COLOR 
PRINTING TECHNOLOGY.

The Coated Pantone Matching System® and Matthews 
Paint system are used for specifying signage color matches. 
(In the absence of actual sign material color chip reference 
sets, actual specified product color swatches should be 
referenced for color matching.)

Shown here are approximations of the signage 
background colors and supporting accent colors. Actual 
color finishes on signage are to be matte or low luster 
(not shiny or glossy) and exclusively a premium acrylic 
polyurethane.

The font used for this project was selected specifically for 
this project by the Designer and Owner.

It is the responsibility of the fabricator to purchase the 
fonts. Purchasing information can be obtained at the 
following website: http://www.adobe.com/

No substitution of any other typefaces may be made. 
Under no circumstances are typefaces to be electronically 
distorted (“squeezed” or “extended”) for purposes of 
fitting to the specified sign or general alteration of the 
sign face composition unless noted in the drawings. This 
includes (but is not limited to) stretching, squeezing, 
tilting, outlining or shadowing.
 

All arrows, symbols or graphics shall be produced 
either by photographic or computer-generated 
means. Hand-cut characters are not acceptable.

No substitution of any symbols may be made. Under 
no circumstances are symbols to be electronically 

distorted (“squeezed” or “extended”) for purposes 
of fitting to the specified sign or general alteration 
of the sign face composition unless noted in the 
drawings. This includes (but is not limited to) 
stretching, squeezing, tilting, outlining or 
shadowing. 
 

Typesetting Example: Apostrophe

Visitor’s - correct
Visitor's - incorrect

Typesetting Example: Ligatures

Staff - correct
Staff - incorrect

P

P

BRB

A 10
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