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BIGMGUTH Let’s go big together

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.

Let’s go big together
bigmouthcreative.com



BIGMOUTH We're fueled by
people and purpose

We’re a nimble team of creative experts We build purpose-driven partnerships

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.

Bigmouth only works with people who care.
We prioritize ethical, environmental and social

stewardship — organizations that do good in
the communities around us.

Let’s go big together
bigmouthcreative.com



BIGMQUTH

Big
Experience

OUR TEAM

Let’s go big together
bigmouthcreative.com

JONATHAN HART CATE LAGA SARAH ALEXANDER DANA MORAN

Owner, Design Director Director of Client Strategy Creative Director of Art Creative Director of Copy

JOY KELLER SONIA CHADHA CANDICE ALEXANDER KAP COLEMAN

Director of Digital Experiences Senior Project Manager Account Manager Writer + Strategist



DR We shout from the heart

Our guiding principles shape everything we do.
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Be Good Be Bold Be Loud

Fight for positive Challenge norms Celebrate who we are
change by bringing joy through meaningful by fostering respect,
and upholding a strong communication and collaboration, and

moral compass. shared authorship. balance.

Let’s go big together
bigmouthcreative.com



BIGMQUTH

Let’s go big together
bigmouthcreative.com

Bigmouth gives back

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).

PROUD PARTNERS:
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BIGMQUTH

Capabilities
Overview

Let’s go big together
bigmouthcreative.com

BRAND STRATEGY + IDENTITY WEBSITE DESIGN + DEVELOPMENT
Bring your brand to life with visuals and Create a digital experience that connects and
messaging that reflect your values. inspires.

SPECIAL PROJECTS + CREATIVE REPORTS CAMPAIGNS + PROMOTIONS
Transform your data and insights into visually Spread your message with storytelling and assets
engaging assets. that resonate.



BIGMQUTH

Let’s go big together
bigmouthcreative.com

The Bigmouth experience

When you partner with our team, you can expect:
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A COLLABORATIVE PROCESS OPEN COMMUNICATION A HUMAN TOUCH
We work with you as trusted We provide timely, proactive and We treat our clients like friends
partners every step of the way. detailed updates. and neighbors.

4 o

RESPECT + UNDERSTANDING CREATIVE SOLUTIONS

We bring commitment and anopen  We solve problems with unique
mind to the table, so that everyone ideas that are human-centered, not
feels heard. just flashy:.
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Let’s go big together
bigmouthcreative.com



‘ o a Healthier
~ Chicago for All

| ) HEALTH
Q280 CHICAGE

( VIEW THIS CASE STUDY ONLINE )




BIGMOUTH

CLIENT
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Health/Government

WORK

Brand +ID
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Pursuing Longer, Healthier
Lives for all Chicagoans

THE CHALLENGE

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.

OUR SOLUTION

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.
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HEALTHY CHICAGO? K PRIORITY AREAS

Every Chicagoan desertes tolive a safe, healthy ife. Our current Healthy Chicago 2025 plan supports all communitis, Breathe clean air,
1/ But too often, Chicagoans have limited access to resources and their voices are undervalued. Our Black and particularly Black and Latinx Chicagoans, in working toward seven drink clean water
ur L a It their life sp long-term priorties to reach our vision of acity where all people
- d power,are . andare Microsofts broject Eclipse
Healthy Ct rd adds health icrosoft's Project Eclipse
strengthened by cquitable access o resources, cnvironments, and !
| for al Chicagoans s i areas most afected b ineq nios Gt laced 100+ ow-costai pllution
health—to understand the daily reality. Together, we' ol e ! & sensors across the city. Residents
i power theyre most needed at the loca evel Here are some progress highlights in each area, can scan QR codesat select bus
| stops for real-time air quality
Healthy Ct 5 listens to C! their daily experiences. This P @
fecdback dirccts our work nto seven priorty areas, so we invest the greatest resources where they're most

needed. Every 5 years, we publish plan of steps all take to make
stronger and healthier, and improve our quality of lfe.

THE LIFE EXPECTANCY GAP

The life expectancy gap measures the difference beticeen how long t1o groups expect to lice. Chicago’ ife expectancy gap exists
in part due to a istoric lack of access to resources and power among Black and Latin communities
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§ | | ] 2020, Latinx Chi pe ptable. The color of your skin or and call center, serves an all-in- change how it gives out housing. Engagement (C.A.R E) program

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

Healthy food, ing that
close to home reflect Chicagoans'identities institutions
Launched Food Equity Council, a With leadership from the city ‘The Healthy Chicago Equity
community co-led group focusedon  and Elevated Chicago, we work Zones initiative funds local and
food policy and toward
build d build hips that address
vacant land near transit. health and racial equity.

FIND RESOURCES, LEARN HOW TO GET INVOLVED AND SEE OUR PROGRESS
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Visit HealthyChicago.org or scan the QR code to the right
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’S CREATE HEALTHY
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SOCIAL MEDIA

how to;

GET INVOLVED

Visit HealthyChicago.org
to sign up for our newsletter

In the last 10 years,

opioid-related deaths

have increased

FE (I HEALTHY
CHICAGD

Source: Ciry of Chicags data

DIGITAL NEWSLETTER

Fealll HEALTHY
CHICAGD

NEWSLETTER

UWELCOME TO THE HEALTHY CHICAGD NEVUSLETTER

This newsletter brings you the latest updates on the Chicago
Department of Public Health's work to close Chicago's racial life
expectancy gap. We'll also highlight partner stories, resources and
ways you can get involved.

‘What is Healthy Chicago 20257
Healthy Chicage 2025 15 the movement toward addressing health
di thes and imp F ity health for all Cl

Together, CDPH and our many community partners continue these
efforts in 2023
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I work toward a

Healthier %hicago

HEALTHY
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In Chicago our

COMMUNITIES

reflect our

PRIDE

Join the movement toward
healthier lives for all Chicagoans.

ANHAT IS HEALTHY CHICAGO?

Healthy Chicago is the movement towsard
addressing health disparivies und improving
community health for all Chicagoans, We're

S | working with leggers—folks ving in
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Seeing a Bright Future for
Youth Mental Health

THE CHALLENGE

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.

OUR SOLUTION

“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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SOCIAL MEDIA

DEPARTMENTS OF LABOR. HEALTH AND HUMAN SERVICES, AND THE TREAS

THE NEW FEDER
** PARITY RULE

o Adheres cosely 1o
statutory text

o Define key terms in
parity compliance

e Ensures meaningful
coverage af all
Enhances tran:
of compliance
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TALKING ABOUT

UIGIDE

CAN SAVE A YOUNG PERSON'S [[FE

HAPPY

World

.

MAKE IT HAPPEN.

Proactively talking about

o Focuses attention on @ Aligns definitions with
e filoed <l

o Enhances parity @ Enforces panalties
protections non-compliance
° Promates equity as o Provides time o
the feundation ochieve complionce|
° Advances o data- @ Expands parity
driven approach peoleclions o more plans
° Closes potential @ Considers challenges
loopholes facing employers

CREDIT: THE KENNEDY FORUM
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SWAG

RTUS

FOUNDATION

suicide with a young person
and validating their feelings
and experience can make a
dramatic difference.

SOURGE: NATIONAL INSTITUTES OF HEALTH

CPEOPLE OFTEN WORRY
— THAT JUST SAYING THE
1 WORD “SUIGIDE” WILL

LGBTQ+ TEENS WHO WANTED
MENTAL HEALTH CARE, BUT
WERE UNABLE TO GETIT,
GAVE THESE H

Mental

6\ “1 was afraid to talk about my mental
~  health concerns with someone else”

@ “I did not want to have to get my
parent’s/caregiver's permission”

“I was afraid | wouldn't be
taken seriously”
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FOUNDATION

We see a bright future
for youth mental health ' e

Welcome io the Ortus Foundalion. Together, we create networks of change to - 3 sen @ b ——
support mental health and suicide prevention for youth and young adults. : I

o = W o o et -

WEET 1L ORI LSO

Our experi
desire for |

We are all resnnnesihle far tha
future ofoll *** =" = *' @ E'"“‘P

S r—— Our approach to youth mental health

RTUS Insights: February Edition
EMAIL RTUS | Insigh ry

A
W "
S

gath v

“We train for the hard we don't choose
with the hard we do choose.”
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Giving areputable LGBTQ-+
law firm a brand refresh

THE CHALLENGE
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.

OUR SOLUTION

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.
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WEBSITE

Prather! Flner! Wilsan Fractice Areas * Professionals + Knowledge = Cantact

BIGMOUTH

Stay in the know

Welcome to
Prather Ebner

News

Contact 115 »

ity Prativer und Dan Emer stay Frather Co-Fresents to
Named 2072 Super Lawyers e Chicage Har Association
on Flectronic Fsime

Prather Ebner Wilson

Legal/FinanCial We're a small team of highly-

credentialed, nationally-
recognized legal experts
When you work with us, you get deep legal

axpertise, decedes of experience, and cur
undivided attention. We'll work closely with you

Strategy to understand w

Design needs for today or
Content

Digital

at's most important to you and
= advice that meels your

LMOMTowW.
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A Health Resource for All

Chicago Families

THE CHALLENGE

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.

OUR SOLUTION

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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Visite onechifam.org

para obtener recursos, informacion y mas.

A trusted health resource
for all Chicago families

190k CHICAGO
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ONE
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FAM
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PARENT OF A NEWBORN?

Visit anechifam.org

for resources, infoand more,
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WEBSITE

e A FIND A RESDURCE

coHil Prognascy b Sevesl  lnlani  Childoem
EAM B Parental Healty Corw - & Tewen -
ENCUENTRE UN RECURSO

Embasnzo y ashod Culdeds  Wiflosy tar
CHI seruslyparental - iefantl . Adolescense. fmdiar y | mtomes foerca  contacts

BIENVENIDOS

Una Ciudad. Una

. fa m i I i a . If you're .pn:g.nsnt. social support from friends and family can

make a big difference, both during and after pregnancy. Wha in your life hus been there
Bienvenido al recientemente redisefiado OneChiFam, 3 @' you during stressful or
una fuente integral de informacién y recursos para i ek R P Sfeglt et

las familias de Chicago. Whom ean you reach out to if
Wha's your “family of choic

you are feeling averwhelmed?

ir a casa con el bebé Cuidar de los nifios Comocer los hechos

Vaya
directamente a
algunos de
nuestros
recursos mas
populares. LEER 04 Preparing for Delivery

i i Planning for a healthy birth means understanding the types o
Partnering With ! for a healthy birth derstanding th f
Your Doctor care you and your baby may need, Some bables may need extra

0 prevenir al del Departar

erinicas como. Sahud Piiblica de Chica

VER LOS INFORMES

EMPIEZA AQUI—+

care from a special medical team,
Establishing an open,
trusting relationship with
your prenatal healthcare Levels of Care linais Levels of Care  C-section Resources
team is ene of the first and
most important steps ina
LA FAMILIA ECTA & D healthy pregnancy, Here's
what to consider when

POdEI' pa a lOS you're getting started.
padres Reap Moe

LEARM MORE [

LEARN MORE ©f LEARN MORE &

Assistance for Expecting
Families
CDPH advocates for the health of all Chicagoans and works in Impm\rlng Care
partnership with local agencies to provide access to health for Moms &
respurces and services. Babies
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INFANT CARE

QUESTION:

Feeding How do I know if my baby VIDEO GRAPHICS
is hungry?

il

}
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| CARING FOR YOURSELF AFTER BIRTH
Rest as much as possible. Conseguir el apoyo que
Take frequent naps and limit necesita:
visitors. Obtenga la confianza y la

CONTENT + TRANSLATION orientacion para dedicarse

Drink water and eat & healthy a su recién nacido.

diet.

Do not exercise until your
doctor has given you
permission.

INTERVIEWS
ANIMATION

Dr. Daisey Dowell MD

LAWNDIALE CHRISTMAN HEALTH CENTER
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6”5 MY WHY

Celebrating 175 Year's of

Medical History

THE CHALLENGE

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.

OUR SOLUTION

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.
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BIGMGUTH When Medicine
Meets the Moment

When Medicine

Meets the Moment

The most important moment in our
history has always been right now.

CLIENT
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— - Inspired when they n feel a connection to ou rger mission v
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Celebration !
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Vision Audience

Communicate that our contributions succeed PRIMARY
Our Members

AMA% 175?:1'",'.9“" " = : -, because of our membership. I
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SECONDARY

Generate awareness around key initiatives to Healthcare Industry, Partners, General Public, Media L5
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SOCIAL MEDIA AND PR

Employee Launch
March 9 Town Hall

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

o—o

April 4

Return to Office

The Roadmap: Our Approach

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.

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

Continuing Coverage
Apri

campaign over the course of the year.

Our Moments: Spotlighting where
Medicine Made an Impact

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

Anti-tobacco

Health fraud + AMA Dept. ~Pure Food and Standard installation Report on Dangers of War on Smoking
of investigation Dru belts law Cigarette Smoking 1072
1877 1906 1954
Healthcare Reform
Interim Meeting Act (ACA)

Employee House of Delegates Coverage (SS Act)
Appreciation November 1935
September

Continue engaging
the organization in storytelling.

Media Launch
May 7 Anniversary Date

A30-day splash with PR to

Showcase new logo and look keep national, local and trade
and feel across the AMA

media engaged. Major

influencer activat d social
the return to office. media will be timed for a big
buzz

Vaccinations/immunizations

‘Smallpox TB Vaccination Flu Polio Measles covip
Vaccination 102 Vaccination Vaccination  Vaccination Vaccination
. . S 4.—‘ 18xx 194x 1961 1963 2021
Annusl Mesting Volunteerism
House of Delegates Sustaining Coverage AMA FOUNDED Volunteer physician r0ss Employee Enterprise Social
June 3uly - December 1847 wwi Volunteer Training Responsibilty (ESR)
Activations and storytelling will fuel media relations 1914 1959 2019

across PR, Influencer engagement and social media.
Medical Profession & Education

Code of Medical Ethics Flexner Report  Green Book First
Published Published Edition

COUNTDOWN COUNTDOWN

The Journal of the Ame

WHERE’S YOUR SEAT-B
iy ; e
|

HAMAITS

Current Procedural

Student and resident

1966

1972

AMAE 175~

o

HAMAITS
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AMAE 175

AMAE 175

The most
important
moment in
our history

is right now.

When Diversifying the
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Considering ‘the end’ of the

HIV epidemic

THE CHALLENGE

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.

OUR SOLUTION

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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THANKS

FOR ATTENDING OUR SCRECNING!

New HIV diagnoses are on the decline, thanks to
decades of advocacy, dedication and effort.

By coming together to continue the work,
we can accomplish our shared mission.

The end of the IV epidemic is in sight,
What will that moment mean to you? HIV and the Jowrney Toward Zero!
outpouring of love and support, and

by this powverful film amd our emotional panel discussion
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Building Character in a

Lifestyle Brand

THE CHALLENGE

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.

OUR SOLUTION

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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It's about
keeping

the magic

of our
neighborhood
close.

Friendly places. _
True character.
Real e‘xg'erlences.

We want it all.
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And going
off-leash is
when the real
fun begins.
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ADVERTISING

SHE-SHED,
3-BED,

BY THE
LAKESHORE.

Find your perfect
606 pad.

LET'S
MOVE IN
TOGETHER.

Neighborhood
Apartments
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BIGMOUTH Let’s go big together

hello(@bigmouthcreative.com



