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Let’s go big together
bigmouthcreative.com

Great brands are built on values. They stand for 
something—and invite you to connect.

Bigmouth is a human-centric brand experience 
design and strategy agency. 

Together, we define what makes you special and 
bring your brand to life.
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We’re fueled by 
people and purpose

We’re a nimble team of creative experts
At Bigmouth, we consider our small size to be 
one of our biggest assets. Our close-knit team 
forms meaningful client relations and we’re 
deeply invested in working as a voice for good.

We build purpose-driven partnerships
Bigmouth only works with people who care. 
We prioritize ethical, environmental and social 
stewardship — organizations that do good in 
the communities around us.
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JONATHAN HART
Owner, Design Director

SARAH ALEXANDER
Creative Director of Art

DANA MORAN
Creative Director of Copy

Big 
Experience

JOY KELLER
Director of Digital Experiences

SONIA CHADHA
Senior Project Manager

KAP COLEMAN
Writer + Strategist

CANDICE ALEXANDER
Account Manager

CATE LAGA
Director of Client Strategy

OUR TEAM
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We shout from the heart

Be Good Be Bold Be Loud

Our guiding principles shape everything we do.

Fight for positive 
change by bringing joy 
and upholding a strong 
moral compass.

Challenge norms 
through meaningful 
communication and 
shared authorship.

Celebrate who we are 
by fostering respect, 
collaboration, and 
balance.
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Bigmouth gives back

PROUD PARTNERS:

Our purpose-driven business means we hold ourselves to a high standard 
of accountability. We are formally committed to donate the equivalent of 5% 
of revenues or more to charitable partners each year (including in-kind 
product donations).
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BRAND STRATEGY + IDENTITY

CAMPAIGNS + PROMOTIONSSPECIAL PROJECTS + CREATIVE REPORTS

WEBSITE DESIGN + DEVELOPMENT

Bring your brand to life with visuals and 
messaging that reflect your values.

Spread your message with storytelling and assets 
that resonate.

Transform your data and insights into visually 
engaging assets.

Create a digital experience that connects and 
inspires.

Capabilities 
Overview
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A COLLABORATIVE PROCESS OPEN COMMUNICATION

CREATIVE SOLUTIONSRESPECT + UNDERSTANDING

A HUMAN TOUCH

We work with you as trusted 
partners every step of the way.

We provide timely, proactive and 
detailed updates.

We solve problems with unique 
ideas that are human-centered, not 

just flashy.

We bring commitment and an open 
mind to the table, so that everyone 

feels heard.

We treat our clients like friends 
and neighbors.

1 2 3

4 5

The Bigmouth experience
When you partner with our team, you can expect:
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Brands we’ve ignited



Envisioning a Healthier 
Chicago for All

CHICAGO DEPARTMENT OF PUBLIC HEALTH

VIEW THIS CASE STUDY ONLINE



I N D U S T RY

C LI E N T

WO R K

Health/Government

Chicago Department  
of Public Health

Brand + ID
Strategy
Design
Content
Development

Pursuing Longer, Healthier 
Lives for all Chicagoans
TH E  C H A LLE N G E O U R  S O LUTI O N

For years, the Chicago Department of Public Health 
has worked to improve livelihoods and close our city’s 
racial life expectancy gap through the Healthy Chicago 
movement. In early 2020, the city released a new 5-year 
road map of goals and implementation strategies, which 
was almost immediately derailed by the COVID-19 
pandemic.

In 2022, CDPH was ready to resume Healthy Chicago’s 
original intent. The movement needed a rebrand and 
messaging overhaul to reconnect with audiences, as 
well as tools to better support CDPH and its community 
partners, and to reach Chicagoans of all ages and races.

Bigmouth anchored our process with an updated 
brand story and visuals that clarify Healthy Chicago’s 
communications while energizing audiences. The 
evolved logo builds on the previous design, while a bold, 
bright visual style reflects our city’s vibrancy.  

Dual key messaging sets—one for internal teams, one 
for the public—ensure authentic connections with any 
audience.  

Brand materials, including a revamped website, social  
media toolkit, PowerPoint template, and brand flipbook, 
equip CDPH teams to bring the revitalized Healthy 
Chicago to their communities.



To learn more about Healthy Chicago, visit HealthyChicago.org

Healthy Chicago started as an 

It evolved into a

It continues with

Join the movement toward healthier lives for all Chicagoans.
And create the communities we all deserve.

It’s in the way we

WHAT IS

HEALTHY CHICAGO?

THE LIFE EXPECTANCY GAP

Every Chicagoan deserves to live a safe, healthy life.

But too often, Chicagoans have limited access to resources and their voices are undervalued. Our Black and 
Latinx communities are most impacted by these inequities, and as a result, their life spans are shorter. 

Healthy Chicago 2025 is the movement toward addressing health disparities and improving community health 
for all Chicagoans. We’re working with community leaders—folks living in areas most affected by inequitable 
health—to understand the daily reality. Together, we’re building and executing a plan for measurable change. 
This includes ensuring power and resources are available where they’re most needed at the local level. 

Healthy Chicago 2025 regularly collects data and listens to Chicagoans about their daily experiences. This 
feedback directs our work into seven priority areas, so we invest the greatest resources where they’re most 
needed. Every 5 years, we publish an actionable city-wide plan of steps we can all take to make our communities 
stronger and healthier, and improve our quality of life.

The life expectancy gap is the difference between how long two groups of people expect to live. Today, the average 
white Chicagoan lives 10 years longer than the average Black Chicagoan. And in the 10 years between 2010 and 
2020, Latinx Chicagoans had the biggest decline in life expectancy. That’s unacceptable. The color of your skin or 
the neighborhood you live in should never determine how long or well you live.

Visit HealthyChicago.org or scan the QR code to the right.

2010

Asian
Non-Latinx

80.7

79.8

75.9

69.8

Latinx

White
Non-Latinx

Black
Non-Latinx

2020
Years 

72.4
Years 

Years 

84.7
Years 

Years 
79.2
Years 

Years 

86.5
Years 

The life expectancy gap measures the difference between how long two groups expect to live. Chicago’s life expectancy gap exists 
in part due to a historic lack of access to resources and power among Black and Latinx communities.

F I N D R ESO U RC ES, LE AR N H OW TO G E T I NVO LVE D AN D S E E O U R PROG R ES S

Our current Healthy Chicago 2025 plan supports all communities, 
particularly Black and Latinx Chicagoans, in working toward seven 
long-term priorities to reach our vision of a city where all people 
and all communities have power, are free from oppression, and are 
strengthened by equitable access to resources, environments, and 
opportunities that promote optimal health and well-being. 

Here are some progress highlights in each area.

Food access—Healthy 
food, close to home 

F
O

O D  A C C ESS

F
O

O D  A C C E S
S

Healthy food,  
close to home
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Breathe clean air,  
drink clean water 

Health and human service — The care every 
Chicagoan needs and deserves 
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The care every Chicagoan  
needs and deserves 
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Housing—Safe, a�ordable homes for every-
one 

Safe, affordable homes  
for everyone
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Creating vibrant neighborhoods that 
reflect Chicagoans’ identities 
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Public health system organizations—A 
voice and power to  share ownership 
in addressing health inequity 

Equitable and accountable  
institutions
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Safe public spaces that  
serve all Chicagoans

Launched Food Equity Council, a 
community co-led group focused on 

food policy and systems change. 

With leadership from the city 
and Elevated Chicago, we work 
toward fairer development of 
public spaces, buildings and 

vacant land near transit.

Microsoft’s Project Eclipse 
placed 100+ low-cost air pollution 
sensors across the city. Residents 
can scan QR codes at select bus 
stops for real-time air quality.

A 2021 assessment helped the city 
change how it gives out housing 
subsidies. These changes focus on 

racial and geographic equity.

The Healthy Chicago Equity 
Zones initiative funds local and 

community organizations to 
build partnerships that address 

health and racial equity.

211 Metro Chicago, a new website 
and call center, serves an all-in-
one source for health and human 

services information and referrals.

Crisis Assistance Response and 
Engagement (C.A.R.E.) program 
integrates behavioral healthcare 

professionals into the city’s 911 system. 

PROGRESS UPDATE: 
PRIORITY AREAS

Visit HealthyChicago.org or scan the QR code to the right.
F I N D R ESO U RC ES, LE AR N H OW TO G E T I NVO LVE D AN D S E E O U R PROG R ES S

VISIT HEALTHYCHICAGO.ORG TO LEARN MORE AND GET INVOLVED.

Our 

Our 

We all deserve to live long, healthy lives. But too often, Chicagoans have limited 
access to resources and power—especially our Black and LatinX communities.

Together, we’re building a plan for real change and taking action. Our goal: 
Healthier, longer lives for everyone.

Caring for our communities with 
resources and power for healthy lives.

CO LL AT E R A L
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Chicago Department  
of Public Health
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ORTUS FOUNDATION

Seeing a Bright Future for 
Youth Mental Health
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Seeing a Bright Future for 
Youth Mental Health
TH E  C H A LLE N G E O U R  S O LUTI O N

The Ortus Foundation was founded in 2022, inspired 
by the lived experiences of its founder, Sabrina Gracias, 
and other team members. Ortus creates networks of 
change to support mental health and suicide prevention 
for youth and young adults, particularly those living in 
the Intermountain frontier. 

The Ortus team was already hard at work building 
relationships, creating connections and funding 
research and early-stage mental health companies. The 
foundation was ready to expand its relationships and 
impact, and needed an updated brand, communications 
strategy and website to match its passion and capacity 
for change-making. 

“Ortus,” rooted in the Latin word for “rise,” captures the 
foundation’s hope and determination for improvement 
and change in our mental health crisis. The Bigmouth 
team centered our verbal and visual work on this 
energy; key messaging is positive and action-oriented, 
and a bright color palette and inclusive, empowering 
photography lead the brand.

Ortus’ website needed to appeal to a wide range of 
audiences: collaborators, investors and those seeking 
funding or information. Bigmouth created an insightful 
user experience, using actionable language and 
engaging colors, patterns and photography that weave 
a story of expertise and inclusivity.  
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PRATHER EBNER WILSON

VIEW THIS CASE STUDY ONLINE

Tailored legal advice about 
trust and estate issues



Prather Ebner Wilson is a small law firm working to 
understand what’s most important to their clients and 
deliver personalized advice in trust and estate issues. 

The firm was adding a new partner and wanted to 
use the opportunity to refocus their brand. They also 
wanted to communicate more consistently and share 
their expertise with existing and potential clients and 
their industry peers.

The Bigmouth team’s learnings inspired a visual 
identity that stood out while reflecting the trustworthy 
team. Each element comes to life in their logo, website, 
presentation template, business papers and more. The 
brand refresh also marked a new digital era for the 
firm. A simple, elegant and engaging website showcases 
Prather’s expertise while quickly connecting visitors 
with resources. 

As ongoing brand stewards, Bigmouth continues to 
create and send marketing emails; publish social media 
updates; and create website updates that reflect the latest 
firm news and accomplishments. 

I N D U S T RY

C LI E N T

WO R K

Legal/Financial

Prather Ebner Wilson

Brand + ID
Strategy
Design
Content
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Giving a reputable LGBTQ+ 
law firm a brand refresh
TH E  C H A LLE N G E O U R  S O LUTI O N



B R A N D  P L AT FO R M

I D E N T IT Y

I N D U S T RY

C LI E N T

WO R K

Legal/Financial

Prather Ebner Wilson

Strategy
Design
Content
Digital



B R A N D  E T H O S

B U S I N E S S  PA P E R S

I N D U S T RY

C LI E N T

WO R K

Legal/Financial

Prather Ebner Wilson

Strategy
Design
Content
Digital



INDUSTRY

CLIENT

WORK

Legal/Financial

Prather Ebner Wilson

Strategy
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Content
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W E B S IT E



A Health Resource for 
All Chicago Families

CHICAGO DEPARTMENT OF PUBLIC HEALTH

VIEW THIS CASE STUDY ONLINE



The Chicago Department of Public Health needed a 
single location for helpful health resources for Chicago 
parents, teens and families, particularly those in under-
served communities. The site needed to allow residents 
to quickly answer health-related questions and easily 
find support. 

CDPH had also identified another way to improve the 
health of all Chicago families – equipping new parents 
with the tools, guidance and support to confidently care 
for their babies and themselves. This idea required a 
new umbrella brand, backed by accessible new tools for 
Chicago families.

Bigmouth’s work started with a new name and logo that 
fit seamlessly with other CDPH brands and programs. 
We created OneChiFam, pairing it with a welcoming logo 
in city colors.  

Our messaging and visuals used accessible language 
and a warm design with friendly infographics and 
inclusive photography.  

OneChiFam came to life through physical and digital 
resources, including take-home kits, baby booklets for 
new parents, and a clear, comprehensive website with 
essential family health information.
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A Health Resource for All 
Chicago Families
TH E  C H A LLE N G E O U R  S O LUTI O N
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O O H  +  A DV E R T I S I N G

cchhiiccaaggoo 22  sshheeeettcciittyy  ooff  cchhiiccaaggoo  ddeeppaarrttmmeenntt  ooff  ppuubblliicc  hheeaalltthh

cchhiiccaaggoo 22  sshheeeettcciittyy  ooff  cchhiiccaaggoo  ddeeppaarrttmmeenntt  ooff  ppuubblliicc  hheeaalltthh

cchhiiccaaggoo kkiinngg  ((3300xx114444))cciittyy  ooff  cchhiiccaaggoo  ddeeppaarrttmmeenntt  ooff  ppuubblliicc  hheeaalltthh cchhiiccaaggoo iinntteerriioorr  ccaarr  ccaarrdd  ((1111xx4466..55))cciittyy  ooff  cchhiiccaaggoo  ddeeppaarrttmmeenntt  ooff  ppuubblliicc  hheeaalltthh
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When Medicine  
Meets the Moment

AMERICAN MEDICAL ASSOCIATION

VIEW THIS CASE STUDY ONLINE



When The American Medical Association was coming 
up on their 175th anniversary, they knew they had a lot 
to celebrate. But they also knew that a lot can be learned 
from the past, and not every decision made over their 
175-year history was the right one. 

They wanted to partner with diverse agencies that 
could help tell all sides of their story–from the life-
saving recommendations they’ve made, to the doctors 
they’ve supported, to the missteps they may have made.

To design a campaign that felt both old and new, we 
pushed the AMA’s master brand to a place that was able 
to accept historical photos alongside contemporary ones. 
A celebratory logo was developed to match the AMA 
mark with custom numeric typography.

This visual direction came to life in a large-scale 
installation and wayfinding signage at the AMA’s 
Chicago office, and a social media campaign that 
celebrated pivotal moments while connecting the 
organization’s history to its modern successes.

Celebrating 175 Years of 
Medical History
TH E  C H A LLE N G E O U R  S O LUTI O N

I N  PA R T N E R S H I P  W IT H :
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American Medical  
Association
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175th  
Anniversary
Celebration
Campaign Creative Concepts

FEBRUARY  2022

CAMPAIGN CREATIVE CONCEPTS 3

Vision
Communicate that our contributions succeed 
because of our membership.

Recognize where we are, demonstrate where we 
are headed, and capture the major contributions we 
have made to the history of medicine. 

Empower employees and members to understand 
their role in our work and mission.

Generate awareness around key initiatives to 
continuously fulfill our mission.

CAMPAIGN CREATIVE CONCEPTS 4

Audience
PRIMARY

Our Members
Motivated and excited when they see tangible results/changes that make a 
difference to their profession and patient outcomes, these physicians, residents 
and medical students must understand their role in our work.

PRIMARY

Our Employees
Inspired when they can feel a connection to our larger mission within their 
day-to-day work along with actionable progress towards goals, is what helps 
them understand how their work makes an impact.

SECONDARY

Healthcare Industry, Partners, General Public, Media
From leaders within major health organizations to national societies, journal-
ists and medical schools, it’s about sharing our big moves around advocacy, 
innovation and equity with demonstrated action.

C A M PA I G N  S T R AT E GY  +  C R E AT I V E  CO N C E P T S

I N  PA R T N E R S H I P  W IT H :

I N D U S T RY

C LI E N T

WO R K

Healthcare

American Medical  
Association
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S O C I A L  M E D I A  A N D  P R

We’ll chronicle the moments where medicine showed up across internal and external 
communications beginning with the employee town hall in March followed by a 30-day 
campaign rollout focused across external media channels. 

The Roadmap: Our Approach

8

We’ll highlight major accomplishments and accurately capture the ups and downs of our history through earned 
and social media stories featuring selected members. To sustain the campaign momentum, we’ll incorporate 
unique employee and member stories internally and externally throughout the campaign.

Employee Launch
March 9 Town Hall

Celebrate the 
anniversary 
beginning with the 
most important 
audience, our 
employee team. 

Media Launch
May 7 Anniversary Date

A 30-day splash with PR to 
keep national, local and trade 
media engaged. Major 
influencer activations and social 
media will be timed for a big 
buzz.

Sustaining Coverage
July - December 
Activations and storytelling will fuel media relations 
across PR, Influencer engagement and social media.

Continuing Coverage
April – June

Continue momentum by engaging key stakeholders across 
the organization in storytelling.

Annual Meeting
House of Delegates 
June

Employee 
Appreciation
September

Interim Meeting
House of Delegates 
November

Return to Office
April 4

Showcase new logo and look 
and feel across the AMA 
headquarters to celebrate 
the return to office.

From Public Health to the Code of Medical Ethics and Medical Education in the U.S., we have moved medicine. 
The anniversary campaign communications will incorporate moments spanning the 175 year celebration-yesterday, 
today and tomorrow. A multi-tiered storytelling approach will be adopted. A set of major moments will be integrated 
throughout all campaign channels and platforms while a series of additional stories will support the sustained 
campaign over the course of the year. 

Health fraud + AMA Dept. 
of investigation 
1877

Standard installation
of seat belts law
1954

Pure Food and 
Drug Act 
1906

Report on Dangers of 
Cigarette  Smoking
1964

War on Smoking
1972 

Health Fraud Seat Belts Anti-tobacco

Volunteer physician 
services WWI 
1914

Volunteerism

Red Cross Employee 
Volunteer Training 
1959

Polio 
Vaccination
1961

Vaccinations/Immunizations

Smallpox 
Vaccination
18xx

Measles 
Vaccination
1963

TB Vaccination
192x

Flu  
Vaccination
194x

COVID 
Vaccination
2021

Code of Medical Ethics 
Published 
1846

Current Procedural 
Terminology Published
1966

Green Book First 
Edition 
1914

Student and resident 
Membership opens 
1972

Flexner Report
Published
1910

Medical Profession & Education

Healthcare Reform

Universal Healthcare 
Coverage (SS Act)
1935

Our Moments: Spotlighting where 
Medicine Made an Impact

AMA FOUNDED
1847

10

Enterprise Social 
Responsibility (ESR)
2019

Affordable Care Act (ACA) 
2010

I N  PA R T N E R S H I P  W IT H :

I N D U S T RY
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E N V I R O N M E N TA L  G R A P H I C S

Welcome to the AMA’s 175th Anniversary, 
commemorating our organization’s tremendous 
contributions to medicine, the generations of 
employees that advanced its mission, and the 
millions of physician members through the years 
who have dedicated their careers to also meet 
each moment in medicine—working to improve 
the health of their communities and our nation. 

SEE MORE ON THE 47TH FLOOR

The most 
important 
moment in 
our history 
is right now.

WHEN 
MEDICINE

MEETS THE
MOMENT

We Advance the Practice of Medicine
For 175 years and counting, the American Medical 
Association (AMA) has been meeting each moment in 
medicine by advancing science and research, 
standardizing physician training and medical 
education, and uniting the profession around a 
common set of ethics.

When the 
AMA Meets 
the Moment

We Improve the Health of the Nation
From our pioneering work to protect the public from 
potentially dangerous treatments, to championing the 
safety and efficacy of vaccines, to helping reduce 
public smoking and advocating for seat belts to be 
standard in all American automobiles, the AMA has 
been at the forefront of sweeping movements to im-
prove the health of our nation.
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1849

AMA establishes a board to analyze quack remedies and nostrums and to educate the 
public about the danger of such remedies. The Department of Investigation (1913-1975) 
gathered and disseminated health fraud and quackery information for the public for 
more 60 years.

1883

The Journal of the American Medical Association is first 
published; Dr. Nathan Davis is first editor.

1876

Sarah Hackett Stevenson, MD, becomes the first woman 
physician to join the AMA, serving as a delegate from 
the Illinois Medical Society.

1873

AMA Judicial Council founded to deal with medical ethical and 
constitutional controversies.

Becoming the 
Physician’s Powerful Ally

1847

As one of its first major contributions to medicine 
and science, the AMA adopts The Code of Medical 
Ethics. Drawing on language and concepts dating 
to the 5th Century BCE and the Greek physician 
Hippocrates, The Code articulates the standards 
of ethical conduct for physicians in relation to 
their patients, fellow physicians, and the 
profession at-large. 
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1905

AMA establishes a council to set standards for drug manufacturing 
and advertising.

1906

AMA publishes first American Medical 
Directory listing over 128,000 licensed 
physicians in the U.S. and Canada.

1927

AMA Council on Medical Education and Hospitals publishes first list of 
hospitals approved for residency training.

1923

AMA promotes periodic examination 
of healthy persons

1910

The Flexner Report, Medical Education in the 
United States and Canada, funded by the 
Carnegie Foundation and supported by the AMA, 
is published and facilitates new standards for 
medical schools. While successful in elevating 
medical school standards across the U.S., the 
report also devastated Black medical schools and 
led to widespread closures that severely limited 
most Black students from pursuing medicine. 
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1950

AMA establishes the AMA Education Foundation, the precursor to the 
AMA Foundation, to help medical schools meet expenses and to help 
medical students.

1961

AMA recommends a nationwide vaccination using the Sabin oral 
vaccine against polio.

1986

AMA passes resolution opposing acts of discrimination against AIDS patients and any 
legislation that would lead to such categorical discrimination or that would affect 
patient-physician confidentiality.

1972

AMA launches war on smoking, urging the government to reduce and control the use of 
tobacco products and supporting legislation prohibiting the disbursement of tobacco 
samples.

1966

AMA publishes first edition of the Current 
Procedural Terminology (CPT), a uniform code 
set for medical procedures that is a 
foundational element in the seamless exchange 
of complex medical information across the U.S. 
health system.
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Nancy Dickey, MD, a family physician from Texas, becomes 
the first woman to be elected to the AMA Board of Trustees. 
Eight years later (1997), she becomes the first woman elected 
as AMA president.

1990

AMA Fellowship Residency Electronic Interactive Data Access System 
(FREIDA) describing residency programs in the United States is 
available in electronic form.

2007

AMA unveils a Voice for the Uninsured 
national campaign that includes proposed 
insurance reforms that lay the groundwork 
for AMA’s support of the Affordable Care 
Act three years later. 

2005

AMA spearheads effort with 129 other health care and patient groups 
for Congress to pass the Patient Safety and Quality Improvement Act, 
which established a voluntary national reporting system to improve 
data collection, resolve patient safety and quality care issues, and 
implement patient privacy protections.

1995

Lonnie Bristow, MD, an internal medicine specialist from 
California, becomes the first Black president of the AMA. 
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2008

The AMA apologizes for more than a century of AMA policies that 
excluded African-Americans from the AMA and that also barred them 
from some state and local medical societies.

2010

AMA supports passage of the comprehensive health care 
reform law (sometimes known as ACA, PPACA, or 
“Obamacare”), that helps improve access to health 
insurance for millions of people in the U.S. who could not 
obtain it previously and numerous patient protections 
that improved access to and reduced cost of coverage.

2016

AMA launches Health2047, a Silicon Valley-based business formation 
company, which integrates physician experience and expertise into the 
design and creation of new health care technologies. The for-profit 
venture is focused on solutions in three key areas: achieving data 
liquidity, reducing chronic disease and improving productivity and 
value in care delivery. 

2014

Jesse M. Ehrenfeld, MD, MPH, elected as first 
openly gay member of the AMA Board of Trustees. 
He served as Chair of the Board in 2019.

2013

AMA adopts a strategic framework consisting of three areas of focus: 

• Accelerating Change in Medical Education to reinvent medical 
education. Six years later, AMA announced a sister program called 
Reimagining Residency. 

• Stemming the rise in chronic disease with a focus screening and 
early detection for pre-diabetes and improving cardiovascular 
health through improved blood pressure control.

• Developing tools, resources, training and support to reduce 
professional burnout and improve physician wellness and 
practice sustainability. 

As doctors, we take a rational approach to problems. 
But many of our current health system problems 
generate strong emotions, even among doctors. 
Like everybody else, we see and feel the effects of 
the broken system every day.

People without health insurance are living sicker
and dying younger. Others have coverage that
doesnʼt allow them to choose their doctors or
treatments. Or denies them coverage because of
pre-existing conditions. Bureaucracy stands between 
patients and their doctors. But it doesnʼt have to 
be this way.

We became doctors to help people. Now weʼre also
helping by working to change the system, so people
can lead healthier, more fulfilling lives.

Like everyone, we have strong feelings about 
healthcare, but our vision for health system reform 
isnʼt based solely on emotion. It grows out of what 
we see every day. And what we know is needed to 
make the system better and people healthier.

Letʼs make reform a reality. 
Join us at our health system reform web site,  
www.hsreform.org.

A HEALTHIER TOMORROW
DEPENDS ON WHAT WE DO TODAY.
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2019

Patrice A. Harris, MD, MA, a child psychiatrist from 
Atlanta, becomes the first Black woman elected 
AMA President.

2019

AMA creates the AMA Center for Health Equity to lead its 
organization-wide efforts to advance racial justice and equity in 
medicine. In 2021, The Center launched a multiyear, multi-faceted plan 
to advance this work inside the AMA and out.

2021

AMA marks 10 consecutive years of membership growth, topping more 
than 270,000 members.

2020

AMA confronts the national crisis of the 
COVID-19 pandemic, elevating the urgent 
concerns of physicians and patients, 
developing critical tools, resources and 
support, creating trusted, evidence-based 
information, and helping lead a national 
effort to build support for COVID vaccines 
and counter widespread misinformation 
about the virus, treatments and vaccinations.

2020

AMA’s Board of Trustees recognizes police brutality and racism as 
urgent threats to public health. AMA pledges to work to dismantle 
racist and discriminatory practices across medicine.
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When Diversifying the 
Profession is a Priority

AMA Launches Doctors Back to School, which aims to 
raise awareness of the need for more minority 
physicians and to encourage children from 
underrepresented minority groups to look at medicine 
as a career option. 

WHY THIS MOMENT MATTERS

Increasing the number of minority physicians is key to improving 
health care delivery throughout the system and to addressing 
persistent racial and ethnic disparities in healthcare.

WHEN MEDICINE MEETS THE MOMENT

INCREASING THE DIVERSITY OF THE PROFESSION

1886

When Women in 
Medicine Break Through

Mary Harris Thompson, MD, founder of the Hospital for 
Women in Children (Chicago), is the first woman to 
present a scientific paper at an AMA Annual Meeting.

WHY THIS MOMENT MATTERS

The paper, “Why Diseases of Children Should be Made a 
Special Study,” is later published in the Journal of the 
American Medical Association.

WHEN MEDICINE MEETS THE MOMENT

INCREASING THE DIVERSITY OF THE PROFESSION
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Considering ‘the end’  
of the HIV epidemic

CHICAGO DEPARTMENT OF PUBLIC HEALTH

VIEW THIS CASE STUDY ONLINE



HIV and the Journey Toward Zero, a documentary 
film series from CDPH and Tessa Films, explores the 
perspective of Chicagoans on the frontline of the HIV 
epidemic — long-term survivors, newly diagnosed 
individuals, advocates, clinicians, researchers and 
community leaders.

The filmmakers intended the series to serve as both 
an oral history and a long-term tool for continuing the 
work toward zero new HIV infections. They needed 
to engage today’s audiences with premiere events and 
marketing for each film, as well as screening materials 
and a website to ensure the series lives on.

This complex film series couldn’t be reflected by a single 
color, a single emotion—creative for each installment 
was designed to evoke the vibrant spectrum of the cast’s 
life experiences in full color.

The films’ website elevates the docuseries as a conduit for 
conversation, education and action. Visitors can access 
the films themselves, as well as tools for hosting film 
screenings and ongoing HIV activism.

Promotional activations, including social media, a 
GRINDR campaign and a YouTube series, were designed 
to elevate the personal stories within the films and create 
direct connections with audiences.
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Considering ‘the end’ of the 
HIV epidemic
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P O S T E R S

D I S C U S S I O N  G U I D E

THE  CHICAGO DEPARTMENT OF PUBLIC HEALTH PRESENTS

A TESSA FILMS PRODUCTION IN ASSOCIATION WITH CHICAGO DEPARTMENT OF PUBLIC HEALTH AND GETTING TO ZERO ILLINOIS
FEATURING RAE LEWIS-THORNTON JEFF BERRY SANFORD E. GAYLORD MARTÍN GONZALEZ-ROJAS AND CAPRICE CARTHANS

EDITOR CHRISTINA STUMPF POST SOUND MIX KITCHEN COLORIST CRAIG LEFFEL COMPOSER JOE GEORGE SHADID WITH MUSIC BY SHARON IRVING

DIRECTED BY CHAN C. SMITH
DIRECTOR OF PHOTOGRAPHY ASHLEY BATTLE PRODUCTION COORDINATOR JULIA BARR LINE PRODUCER SARAH MINNIE EXECUTIVE PRODUCER LISA MASSEUR

WITH PEDRO ALONSO SERRANO DAVID ERNESTO MUNAR DR. RENSLOW SHEARER DR. CYNTHIA TUCKER EVANY TURK
TERRY DUDLEY STORIE DEVEREAUX

COMING SOON
JOURNEYTOWARDZERO.COM

HIV AND THE JOURNEY TOWARD ZERO

DIRECTED BY EMMY® AWARD-WINNING  

CHAN C. SMITH

Caprice
Carthans

STARRING

THE  CHICAGO DEPARTMENT OF PUBLIC HEALTH PRESENTS

A TESSA FILMS PRODUCTION IN ASSOCIATION WITH CHICAGO DEPARTMENT OF PUBLIC HEALTH AND GETTING TO ZERO ILLINOIS
FEATURING RAE LEWIS-THORNTON JEFF BERRY SANFORD E. GAYLORD MARTÍN GONZALEZ-ROJAS AND CAPRICE CARTHANS

EDITOR CHRISTINA STUMPF POST SOUND MIX KITCHEN COLORIST CRAIG LEFFEL COMPOSER JOE GEORGE SHADID WITH MUSIC BY SHARON IRVING

DIRECTED BY CHAN C. SMITH
DIRECTOR OF PHOTOGRAPHY ASHLEY BATTLE PRODUCTION COORDINATOR JULIA BARR LINE PRODUCER SARAH MINNIE EXECUTIVE PRODUCER LISA MASSEUR

WITH PEDRO ALONSO SERRANO DAVID ERNESTO MUNAR DR. RENSLOW SHEARER DR. CYNTHIA TUCKER EVANY TURK
TERRY DUDLEY STORIE DEVEREAUX

COMING SOON
JOURNEYTOWARDZERO.COM

HIV AND THE JOURNEY TOWARD ZERO

Rae
Lewis-Thornton

STARRING

THE  CHICAGO DEPARTMENT OF PUBLIC HEALTH PRESENTS

A TESSA FILMS PRODUCTION IN ASSOCIATION WITH CHICAGO DEPARTMENT OF PUBLIC HEALTH AND GETTING TO ZERO ILLINOIS
FEATURING RAE LEWIS-THORNTON JEFF BERRY SANFORD E. GAYLORD MARTÍN GONZALEZ-ROJAS AND CAPRICE CARTHANS

EDITOR CHRISTINA STUMPF POST SOUND MIX KITCHEN COLORIST CRAIG LEFFEL COMPOSER JOE GEORGE SHADID WITH MUSIC BY SHARON IRVING

DIRECTED BY CHAN C. SMITH
DIRECTOR OF PHOTOGRAPHY ASHLEY BATTLE PRODUCTION COORDINATOR JULIA BARR LINE PRODUCER SARAH MINNIE EXECUTIVE PRODUCER LISA MASSEUR

WITH PEDRO ALONSO SERRANO DAVID ERNESTO MUNAR DR. RENSLOW SHEARER DR. CYNTHIA TUCKER EVANY TURK
TERRY DUDLEY STORIE DEVEREAUX

COMING SOON
JOURNEYTOWARDZERO.COM

HIV AND THE JOURNEY TOWARD ZERO
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Welcome to the  
neighborhood

LARAMAR REAL ESTATE GROUP

VIEW THIS CASE STUDY ONLINE



Laramar Group, a real estate company managing a 
national portfolio of 117 properties, faced a significant 
branding challenge. Despite their properties’ 
unique architectural charm and prime locations 
in neighborhoods like Chicago and Denver, the 
brand struggled to differentiate itself in a crowded 
marketplace. 

The existing branding failed to capture the distinctive 
experience of living in a Laramar property, making 
it difficult to reach audiences and stand out among 
competitors in a crowded market. 

Bigmouth Creative conducted consumer research to 
understand millennials seeking experience, convenience 
and choice. Insights shaped marketing strategies 
featuring vibrant print ads, signage, guerrilla tactics 
and playful branding. Eye-catching welcome kits 
personalized move-ins, reinforcing authenticity and 
community engagement.  

The rebrand extended online with a lead-generating 
website featuring streamlined search and curated 
content. Dynamic neighborhood pages provided local 
insights, helping users find the right apartment while 
showcasing the area’s character. 
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Building Character in a 
Lifestyle Brand
TH E  C H A LLE N G E O U R  S O LUTI O N



IDENTITY

B R A N D  B O O K

It’s about  
keeping  
the magic  
of our  
neighborhood 
close. 
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LOCAL BY LARAMAR
Ethos of our People
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And going
off-leash is 
when the real 
fun begins. 

COLOR PALETTE

Clean and sophisticated, with splashes of color. Our mainstay 

colors are tried and true neutrals paired with a warm and 

inviting orange. additional pops of color from our secondary 

palette add surprise and delight.

PRIMARY SECONDARY

13

LOCAL BY LARAMAR
Ethos of our People

Friendly places. 
True character.
Real experiences.

We want it all. 

LOCAL BY LARAMAR
Ethos of our People

10

20

LOCAL BY LARAMAR
Research Findings

INSIGHT:

Technology is an opportunity for us to 
differentiate in the long term. 

We’re making a serious investment in tech to evolve every aspect of the rental life 
cycle—but it’s not yet ready for a prime-time positioning message.

While we’re not yet ready to make big “innovation” claims, we can still focus on 
simplifying people’s lives.

We need to keep asking ourselves: How can we use technology to be proactive 
and anticipate resident needs?

INSIGHT:

Delight people when they least expect it. A 
little goes a long way. 

“Management is a mixed bag. Some people are great. Others don’t seem very 
knowledgeable.”

“Maintenance is awesome. But Laramar needs a better welcome process.”

“People love small details, and that’s where I think Laramar drops the ball.”
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C U S TO M  I LLU S T R AT I O N S

1330WArgyle.com
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A DV E R T I S I N G

Neighborhood 
Apartments

mylocalapt.com

LET’S 
MOVE IN 
TOGETHER.
Find your 
perfect pad here.

SHE-SHED, 
3-BED, 
BY THE 
LAKESHORE.

mylocalapt.com

Find your perfect 
606 pad. 

1261 W. ARGYLE
U P TO W N
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Let’s go big together

hello@bigmouthcreative.com


