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Whitman-Walker
1525 14th St., NW
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Max Robinson Center
2301 Martin Luther King Jr. Ave., SE
Washington, DC 20020

Elizabeth Taylor Center
1701 14th St., NW
Washington, DC 20009

Eastern Market
651 Pennsylvania Ave., SE
Washington, DC 20003



Brand Overview
Branding goals.

For more than 40 years, Whitman-Walker has provided essential health care to its community. What started out 
as a small group fighting discrimination and offering STD services to gay men has grown into a renowned, full-
service community health center—providing outstanding care to real people with real needs. As Whitman-Walker 
continues to evolve, it is important the brand reflects this unwavering commitment to excellence and compassion. 
The guidelines in this book set out to echo Whitman-Walker’s key values by building a visual presence that:

• effectively informs patients of the health services they need;
• engages Whitman-Walker’s dynamic and urban community;
• reflects the organization’s prowess with high-caliber design;
• ensures consistency across Whitman-Walker’s diverse services. 

The overall design emphasizes clear, concise messaging points that are bolstered with vibrant color and modern 
textures. By adhering to the design rules and templates in this book, new and future collateral will successfully 
represent the organization’s commitment to providing high-quality, comprehensive care to a community it shares a 
long history and affection. 



Brand Overview
Communicating a promise.

Concise 
Messaging

Unique
Texture

Vibrant
Color

Whitman-Walker puts the community’s 
health needs front and center—a 
commitment that will be honored by 
the design. The organization’s collateral 
is built to emphasize clear, concise 
messaging so audiences can be easily 
informed and more quickly get the 
services they need and/or seek. 

The geometric texture infuses a unique, 
modern component to the organization’s 
collateral without diminishing the 
message. Inspired by the Whitman-
Walker logo, the texture engages 
audiences and bolsters the recognition of 
the brand. It is highly recommended that 
staff members utilize premade templates 
or consult a graphic designer before 
beginning a new project. 

Whitman-Walker’s logo is inherently 
diverse—the array of colors speak about 
the community it serves. While the 
palette offers a wide range of options, 
color choices should be made carefully. 
Colors will be paired with the specific 
departments and services to add some 
distinction within the Whitman-Walker 
family of materials. 

The design emphasizes Whitman-Walker’s unwavering commitment to the community: high-quality health care that puts patients’ needs 
first. Colors and textures inspired by the logo give the collateral a vibrant, professional feel unique to Whitman-Walker Health. 



Logo Usage
Clear space.

The x height, from the 
baseline of the logo to 
the cap height, should 
be used to determine 
the clear space for the 
top and left margins, as 
well as the white space 
beneath. In addition, 
no text or graphical 
elements should be 
used at the same level 
as the logo placement.

An ample amount of empty space should be reserved around the Whitman-Walker logo so it stands out and does not compete with other 
visual elements on the page. To do this, simply use the ‘W’ as a guide:
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The y height, from 
the baseline of the ‘W’ 
to the ‘W’ common 
height, should be used 
to determine the clear 
space for the top and 
left margins, as well as 
the white space beneath. 
In addition, no text 
or graphical elements 
should be used at the 
same level as the logo 
placement.

Clear Space Exception: For 
business correspondence, the 
address may appear closer to 
the logo to create a more unified 
letterhead and envelope return 
address. (See page 22)



Color + Texture
Textures.
Geometric textures—inspired by the Whitman-Walker logo—will add a modern, unique feel to the organization’s collateral and bolster 
recognition of the brand. This texture can take on a variety of forms—whether it be a graphic block or cover an entire background—
but should always be triangular and reminiscent of the Whitman-Walker ‘W’. Textures should feature only ONE of the official colors 
as a base coat. Layering effects—executed by the graphic designer—will evoke multiple shades of the base coat to add vibrance and 
color variation without overwhelming the audience with too many different colors. 

Design Tip: 
Layering effects make the geometric texture more dynamic using only one color.  

Mixing too many of the official colors can detract from the messaging.



Templates
Brochure—Tier 1.

Logo: Full-color logo will appear in top left corner, along with WWH’s 
service locations underneath. NOTE: Locations in this instance can be 
within regulated clear space for emphasis. Locations must be listed in this 
order from left to right: Elizabeth Taylor, 14th Street location, and Max 
Robinson Center. When applicable, also list the Eastern Market location. 

The List: Under the website, the brochure will list the primary 
services available at WWH —a reminder of the dynamic,  
world-class health care available to the community. 

Graphic: The 
‘W’ graphic 
with the 
department’s 
assigned 
color will add 
vibrance and 
distinction to 
each piece. 



Templates
Brochure—Tier 2.

The List: Under the website, the brochure will list the primary 
services available at WWH —a reminder of the dynamic,  
world-class health care available to the community. 

Logo: Full-color stacked logo will appear in top left corner, along with 
WWH’s service locations listed to the right. NOTE: Locations in this 
instance can be within regulated clear space for emphasis. Locations 
must be listed in this order from top to bottom: Elizabeth Taylor, 1525, 
Max Robinson Center, and if applicable, the Eastern Market location. 

Graphic: The ‘W’ graphic will use the 
same shell but different color scheme to 
create distinction between pieces.



Templates
Business correspondence. 

Office Documents: All standard business 
letters (8.5”x11”) should be typed in Minion 
Pro, 10 point font with 13 point leading. 

Business Correspondence: Business 
correspondence and envelopes will feature 
the four-color horizontal logo in its 
preferred top-left corner placement. The 
letterhead will list ONLY the Elizabeth 
Taylor Medical Center at the top to route 
all mail through that location. Other service 
locations will be listed in the footer. 

Clear Space Exception: The address may 
appear closer to the logo to create a more 
unified letterhead and envelope return address.


