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Horizon Health   



The Challenge 
There were several compelling reasons to rebrand  
Paris Community Hospital and Family Medical Center. 
These reasons included: 

  •   A desire to convey the organization’s physical  
growth. It was becoming more than a small rural 
hospital: Construction of new buildings included a new 
urgent care location, surgical department expansion,  
and a new rehab building on the main campus.  
Service lines were expanding as well. 

  •   The organization wanted to create a sense of inclusion  
amongst all entities and locations. Employees at  
surrounding clinics didn’t have a sense of belonging to  
the hospital; the name “Paris” limited the geography  
they served.

  •   A shift in hospital leadership created the right timing  
for a change in branding.

Our Solution
Legato Healthcare Marketing helped Paris Community 
Hospital and Family Medical Center through a vigorous 
rebranding process, complete with a new name and a  
new look.  

The name “Horizon Health” was decided upon.  Along with 
a fresh new logo, the rebrand evoked a pioneering spirit 
and a hospital committed to bringing the best solutions 
to the people it serves. The name and logo encapsulated 
anticipation of good times to come, as well as the day-to-day 
aspect of “living on the horizon” in the open landscape of 
the area. Horizon Health would reaffirm the organization’s 
commitment to the future. 

However, a new name and a new logo were only a part 
of the rebranding initiative. The biggest challenge would be 
to ensure the staff, stakeholders, and community members 
embraced the change. 

Background
Paris Community Hospital and Family Medical 

Center was growing—growing out of its name, its 
facilities, and its reputation as a “Band-Aid station,” 

a small rural hospital serving only the people of 
Paris, Illinois. The hospital was founded in 1958 
and currently consists of 25 beds. Off-campus 
facilities include the Chrisman Clinic and the 

Oakland Clinic, offering primary care for their 
respective communities. They plan to continue 

expansion into surrounding communities. 



Extensive research was conducted throughout this process 
to ensure the result would be exactly what the organization 
and community was looking for. 

Legato conducted one-on-one interviews and multiple focus 
groups: one with administration, two with employees, and two 
with the community at large. 

Administration and employees expressed sensitivity to 
finding a balance between growing the organization’s market 
share while retaining the small town feeling of the hospital. 
Findings included:

  •   Employees didn’t feel as connected to one another if  
they were at a different clinic location.

  •   A strong desire to find a “happy medium” between  
small clinic and large health system.

Two focus groups gauged the thinking, opinions, and  
pulse of the community. Key takeaways included:

  •   The feeling that the hospital had grown into a mini system.
  •   The previous logo didn’t identify with all facilities, and the  

name was too long.
  •   The sentiment that the hospital shouldn’t get too big  

because many people prefer to stay local at a small  
hospital, rather than travel to a larger system.

  •   An overall sense of rivalry between the various  
communities outside of Paris that had clinics.

A consensus was that the organization needed to attract 
younger patients, but not alienate the older population that 
was their patient base. The majority agreed that Paris didn’t 
have to be included in the name, as their primary market is 
more than Paris.  A final point that administration highlighted 
was that they didn’t want the community to think that they 
were acquired by a larger health system. 

STRATEGY
Legato Healthcare Marketing had a two-part mission:

The Brand Discovery Process

1.

2.

To make sure the new branding represented the essence of everything Paris Community 
Hospital and Family Medical Center aspired to be.

The staff, stakeholders, and community not only approve of, but be excited about the change.



THE IDENTITY
Following the name selection, Legato began to develop a look 
that included different icons, fonts, and color palettes. This 
included breaking out the naming hierarchy and ensuring all 
names would work well within the logo lockup. 

THE ANNOUNCEMENT
The name change of “Horizon Health” was announced through 
a soft launch to the community at the conclusion of 2017 within 
news articles and information on their website. It was a way to 
bring in the New Year with the promise of big changes coming 
but the assurance that the hospital wasn’t being 
purchased by a larger facility. 

GAINING SUPPORT
From  January 2018-April 2018, Legato and Horizon Health developed the 
communications and marketing plan to officially reveal the new name and 
brand to the community and employees launching January 2018-August 2018. 

For the employee reveal, a branded notebook was provided to every 
employee, along with an explanation of the new name and look, and the 
mission, vision, and values of the organization. 

In addition, an organization-wide happy hour launched the new look, and 
employees were randomly selected to receive a coffee mug that reveals  
the new logo when heated. 

The Legato Naming Matrix 
The Legato naming matrix was used to rank five names according  
to selected criteria. The name “Horizon Health” was selected by the 
board based on the results of the naming matrix. 



  •  Letters to donors, patients, and media/sponsorship partners 
  •  Print ads 
  •  Outdoor (vinyl & digital)
  •  Radio spots 
  •  TV spot 
  •  Website landing page and FAQ page 
  •  Social media updates
  •  Internal signage at the various locations. 

Def. adjective: A pioneering spirit; the anticipation of good health to come

Def. noun: A healthcare organization committed to bringing the best 

solutions to the people it serves with a focus on the future

Origin: Formerly Paris Community Hospital/Family Medical Center 

What does Horizon Health 
mean for you?

Horizon Health
[huh-rahy-zuh n    helth]

Paris Community Hospital  |  Paris Clinic  |  Chrisman Clinic  |  Senior Care  |  Oakland Clinic  |  EZ Care

Expanded locations and services to 
meet your healthcare needs

Access to providers and technology 
not traditionally found in rural areas

Same ownership, management, and 
employees that you know and trustMyHorizonHealth.org

The First Phase of launching the brand included an ad 
campaign, based on defining Horizon Health. For the community, 
it was important to be direct about the new name. The concept 
selected defined the true meaning of their new name. It also 
was imperative to include language about what “Horizon Health” 
means for you as a patient and as a community member. 

The Second Phase of the campaign included the underlying message 
that Horizon Health is the same organization as before, just with more to 
offer. Marketing messages created were around a “more/less” dichotomy. 
Each highlighted the “positives” of Horizon Health’s service lines, their 
importance, and their expanded offerings.

Paris Community Hospital/Family Medical Center is now Horizon Health. 

Horizon Health suggests a pioneering spirit, a healthcare organization committed to bringing the 

best solutions to the people it serves. Goal-driven and optimistic, the name envisions the good times 

to come, as well as the day-to-day aspect of “living on the horizon” in the open landscape of our 

home. Horizon Health is a reminder of our organization’s commitment to the future. 

What does this mean for me as a patient?
There has been no change in our commitment to giving our patients the best. 

Our communities can continue to expect:

• Expanded services and locations to meet your healthcare needs 

• Access to providers and technology not traditionally found in rural areas 

• Same ownership, management, and employees that you know and trust

WELCOME TO  
HORIZON HEALTH

1.	 To	better	convey	our	physical	growth.		

New building projects include the opening of a permanent EZ 

Care clinic, which houses the new NAL Health Clinic dedicated to 

employees and families of North American Lighting, expansion 

of the hospital’s surgery area, construction of a new rehabilitation 

services building, and renovations around the hospital registration 

desk, to include a new patient services hub.

2.	 To	better	convey	our	reach	and	impact.		

Over the past few years we have experienced significant growth in 

physician recruitment, service line expansion, and quality. 

3.	 To	create	a	sense	of	inclusion.		

All of our physical locations are part of the same organization. With 

our growth, our reach goes beyond Paris—and even Edgar County.

WHY	REBRAND?	
Our decision to rebrand was 
based on several factors:

A wide range of tactics were 
used to communicate the  

change to the market at large.

      TACTICS INCLUDED: 

When an injury or illness strikes, the last thing you 

want to do is wait for care. That’s why Horizon 

Health is pleased to offer the EZ Care Walk-In Clinic. 

From flu and sinus infections to minor sprains, cuts, 

and other injuries, EZ Care can help—with less wait 

time. Don’t spend any more time on the bench. Visit 

EZ Care and get back to your game faster. 

EZ CARE at Horizon Health 

NO APPOINTMENT NECESSARY! Open Monday-Friday 9am-7pm; Saturday and Sunday 10am-6pm.

MYHORIZONHEALTH.ORG

MORE INNINGS (LESS WAITING)

DIRECT MAIL

OUTDOOR

PRINT AD

PHASE TWO PRINT AD



CLINIC NUMBERS
Based on the feedback from patients and the community, it 
can be safely inferred that the new name and look is being 
well received. Furthermore, the name and brand change 
received great press coverage throughout the various 
communities that Horizon Health serves.  The two clinics 
enjoyed almost immediate positive results, thanks to better 
brand recognition and connection to the main facility. 

Chrisman Clinic
  •   13% increase in patient volumes
  •   24% increase in revenue 
  •   91% increase in referrals 
Oakland Clinic
  •   21% increase in referrals 

Results Speak for Themselves

HORIZON HEALTH SAW 
IMMEDIATE, POSITIVE RESULTS 
WITH THE REBRAND, 
including enthusiastic feedback from the 
community and increased web traffic. 

WEB TRAFFIC 
From April 14-May 14, 2018, the first month  
of the external brand launch, there were  
20,998 total page views. 
Horizon Health Q&A page: 155 page views
Horizon Health Press release: 146 page views

5 YEAR 
ANALYSIS 
Compared against metrics  
from 2013, Horizon Health 
saw outstanding growth:

  •   Doubled the number of employed providers 
  •   10 more visiting providers 
  •   4 new visiting specialty services  
  •   Doubled the locations 
  •   18 new service lines
  •   2 additional athletic trainers in schools 
  •   10 more community involvement events 
  •   1 employer based clinic 

NET OPERATING MARGIN
-1.1% YTD 2017
+8.5% YTD 2018
NET REVENUE PER FTE
+20% 
FROM 2017- YTD 2018

INCREASE 
15%

IN TOTAL PATIENT 
VOLUMES WITH  
SERVICE LINES



Comprehensive Planning Process 
When developing Horizon Health’s brand, Paris Community Hospital and Medical Center 
experienced the strength of Legato’s Planning Process. 

The four stages of this process revealed the unique challenges and opportunities that Paris 
faced, examined their organizational goals and objectives, established consensus, and built a 
custom-designed plan creating a successful brand now and into the future.

PLANNING
PROCESS

•Information Review
•Internal Interviews
•Market Analysis
• Competitive Analysis

• Insight & Hypotheses
•Primary Research
•Brand Development
• Service Line Prioritization

•Marketing Plan Development
•Objectives
•Strategies
•Tactics

•Creative Development
•Execution
•Evaluation
•ROI

STAGE 1
Chart Review

STAGE 2
Diagnosis

STAGE 3
Treatment Plan

STAGE 4
Outcomes

NET OPERATING MARGIN

NET REVENUE PER FTE
+20% 
FROM 2017- YTD 2018



MIKE MILLIGAN
mikem@golegato.com 
920-544-8102 ext. 101

®

For healthcare marketing insights, subscribe to our blog at 
legatohealthcaremarketing.com


