Rebranding for Relevance in a Changing Market:
From Lutheran Senior Services to EverTrue
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LUTH ERAN Logo
As Lutheran Senior Services, our
S EN IOR organization was represented by the “heart
tree” logo since 1996.
SERVICES
] Color Palette
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Our previous color palette was one shade of
NURSING HOMES -":iv ,/’ blue with no secondary colors. This limited
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our color options for design.

Design

Our brand style was traditional. Our photos
were stock that could be found on many
other provider's materials. We didn't stand
out from the rest of the senior services
organizations in the field.

Laclede Groves and Meramec Bluffs
Recognized for Quality Care

Each year, U.S. News & World Report identifies the top senior care providers in the country. From more than 15,000
communities, Laclede Groves and Meramec Bluffs were recognized for service excellence in overall care and staffing.
These Lutheran Senior Services communities received the highest ratings based on evaluations of medical quality, nurse
staffing, health inspections, and rehabilitation therapy.
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LGRS OVERALL RATING STAFFING RATING MERAMEC BLUFFS

723 S. Laclede Station Rd. — 5 STARS — —5STARS — 1 Meramec Bluffs Dr.
Webster Groves, MO 63119 Ballwin, MO 63021
Quality of resident care measures based on a rating between 1 and 5 Stars

314.446.2367 : Sidceasindass e 636.923.2357
LacledeGrovesLiving.org For more detailed information, visit medicare.gov MeramecBlutisLiving:org

LUTHERAN SENIOR SERVICES LIFE PLAN COMMUNITIES
Independent Living | Assisted Living | Memory Care | LongTerm Care | REACH Short Stay Rehabilitation

LSS193550 LSS WKT Primetimes Ad - 1/11 =Size: 10” x 75" - Due: 1/4/19 ] Res u Its
We determined it was time to rebrand for
relevance in a changing market.
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Life according to

Key items addressed in launch:

Results . 9
Create one unified brand across all EverTrue service T
lines and locations that is accessible and welcoming Unified Evertrue's brand across all service
to a diverse audience of older adults, an urgent need lines, creating a more inclusive and welcoming
as our organization expands. identity that resonates with a broader
audience of older adults. By centering
Flip the focus from ourselves to the people we serve — messaging around "Life According to You!"
Life According to You! and enhancing the website's interactivity,
EverTrue has increased engagement and
Increase engagement through a more interactive better communicated its support for each

and user-friendly website to better educate people
about the many ways EverTrue can support your
aging journey.

Individual’'s unigue aging journey.
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Life according to you’

The rebrand began with focus groups and in-depth planning in September 2023 and
launched publicly in March 2025. Managing a complex, wide-reaching rollout, alongside a
new website, while preserving confidentiality for maximum impact was a significant effort.

Below is a timeline of the brand launch, showing the breadth and depth of the project.

BRAND ROLLOUT TIMELINE

READY AT LAUNCH +30 DAYS - APRIL '25 +60 DAYS - MAY '25 +90 DAYS - JUNE '25

= New Website

= Applications that link off website:

+ Phenom
4

QQ

Better Impact
+ Crescendo
\/1 Benefits
+ Donor Portal
* Employee ID Badges
+  Stationery & Promotional ltems
= Main Collateral Pieces

*+  Temporary Banners, Blvd
Banners, Retractable Banners

and Listings Updated

ALK

+  Updated New Employee
Orientation

« Social Media Channels Reskinned

Re-Recording Phone
Trees

* Uniforms Distributed

\/- New email addresses
Vv

+ Secondary Collateral

Business Cards

pieces

* Third Party Partner

Updates

+ TCare, PayActive,
Perkspot, etc.

Marquees, Vehicles,
Event Directional
Signage

« Updated job postings

within Phenom

« New employee BofA

Credit Cards

* Trainings updated in

Relias

* Internal facing items

+ Policies and
procedures

+ Reskinning of
Remaining
applications

* Website / Other Clean-

Up

* Begin Priority

Wayfinding/ Internal
Signage
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Logo & Design

As Lutheran Senior Services, our
organization used primarily one shade of
blue and a *heart tree” logo. The EverTrue
rebrand brings both a new logo and new
color palette.

Logo

The EverTrue logo places the cross at its
center, symbolizing our unwavering faith
foundation, while the surrounding photo
marks keep the focus on the individuals we
serve.

Color Palette

A refreshed color palette was developed to
convey warmth, optimism and modernity,
helping visually reinforce our mission and
values across all platformes.

Results

Our previous color palette was limited and
limiting. Using the new EverTrue color
palette provides greater opportunities for
compelling designs in an increasingly
competitive marketplace.
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Tagline: Life According to You

For the first time in our history, we have
added a tagline to our brand. Our new
tagline, Life According to You, captures our
person-centered mission and reinforces our
commitment to empowering older adults to
live with purpose and fulfillment.

Results

Introducing the tagline Life According to
You has strengthened our brand identity by
clearly conveying our person-centered
mission. It has also deepened our
connection with older adults by
emphasizing empowerment, purpose and
personalized support. This aligns with a
renewed emphasis on EverTrue Anywhere
Care, which provides services wherever you
choose to live.
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Yesterday we were Lutheran Senior Services.
Today we are

L

Schedule a tour today!
Laclede Groves

:

USNews

-

G BEST
Award-Winning l“fg‘;“
EVERTRUE

Memory Support v ; Breeze Park

SCHEDULE YOUR PERSONAL TOUR TODAY

New Look

With a fresh approach to photography
featuring real residents, a new color palette
and updated language, our materials have a
bold, aspirational new |look that stands out

from the rest.

Results

Our new approach to design has renewed
enthusiasm around our brand. No longer will
our ads feature the same stock images that
our competitors use. Fresh colors, fonts and
design elements have brought our brand
into the future.
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Internal Communication

We implemented a strategic, tiered rollout,
beginning with leaders who received
advance notice and materials to help guide
their teams through the transition. Our
approach balanced the excitement of the
new brand with clear, accessible information
to ensure everyone felt informed.

SharePoint Site

A dedicated SharePoint site was launched to
centralize resources such as talking points,
FAQs, templates and brand guidelines,
promoting consistency and organization-
wide understanding. Team members were
encouraged to engage with the FAQ portal,
fostering open dialogue and addressing
qguestions proactively.

Roll-Out Events

Celebratory roll-out events were held across
the organization to introduce the new brand,
engage team members and share the vision
of EverTrue. Every community was sent a
party box with photo props, cupcake toppers
and decor to make it a special, and branded,
event.

i1 SharePoint

EverTrue Home  Locations v Ministry Support Staff Resources Technology Resources v

Introducing EverTrue #

Recycle bin
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Introducing EverTrue

YOUR CHECKLIST

o Read the Talking Points located in the
ommunications folder. if you have a
question, you can view the FAQ and
submit additional questions through this
linked forn

Have a question about EverTrue?

Click Here

Lutheran Senior Services
is now EverTrue.

This reflects our commitment to creating
places, services and opportunities for people to
age well with purpose and fulfillment. A new
name positions us to expand our reach and
strengthen our reputation, ensuring our
mission remains at the forefront as people seek
trusted services for their aging journey.,

This Sharepoint site is your central hub for
finding information and items related to our
new name, Click around and learn more about
EverTrue.

News
+ Add

UDQ ‘3&? Frequently Asked Questions

1 37% ? ’ Annmarie Wallis r
A. € TTve

@ Q9 &£ © 7  AlisonWoodworth °
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New Brand, New Look

To reflect a clean, modern aesthetic,
EverTrue uniforms have been updated with
simplified color guidelines. Life Plan
Community team members will wear black
polos, with a polo or scrub option for clinical
roles. EverTrue Anywhere Care team
members will wear pewter, offering a unified
and professional appearance across
locations.

Teamwear Site
A Teamwear site was established so team
members can order their uniforms through

an online portal at their convenience. To Results

make the switch easier, all full-time team The introduction of unified professional team
members received two uniforms. In addition, wear has strengthened our sense of team
EverTrue provided a $40 credit toward each identity and visual cohesion across all

team member’s first order of uniform or non- locations and service lines. It has also helped
uniform apparel. reinforce the EverTrue brand in daily

Interactions, enhancing trust and
recognition among residents, clients and
families.
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INTRODUCING EVERTRUE

We're excited to announce that Lutheran Senior Services is now New WebSite

EverTrue. While our name has changed, our mission, the OU r newly |a U nChed WebSite

dedicated people who serve you, and our strong Lutheran faith . . ’

remain the same. At EverTrue, we're committed to Life Eve rTrue.LIVI ng'org’ reﬂ eCtS the U pd ated

According to You—always true to who you are and what bl’ahd W|th ad use r'f”e ﬂd |y eXpeI’Ie nce,

matters most. vibrant design, and expanded content.

QUIZ?eS and stream.lmed Contact Form;
provide quick and simple ways to identify

the best way EverTrue can match

someone’s needs, whether they are seeking

a Life Plan Community or care anywhere.

L Results
WHICH LIFE IS BEST FOR YOU? Total users increased by 19% YOY
Clicks to Call has increased by 25% YOVY
Contact Forms increased by 109% YOY
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New Video

A professionally produced video was created
to bring the EverTrue story to life,
showcasing our mission, values and the
heart behind the rebrand. We are grateful to
the residents who participated, like Fred
Erickson, for lending their authentic
experiences to tell the EverTrue story.

Results

Sharing our new video allowed us to tell the
story of the EverTrue brand in a relatable,
human-centered way, making it easy to
share widely across our community and

beyond.


https://vimeo.com/1053080028
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Some Things Don’t Change L J

Mission and Purpose Remain the Same EVERTRUE"
While our name has changed, our mission—

Older Adults Living Life to the Fullest—and
commitment remain steadfast.
EverTrue Mission

Nonprofit Status

We continue to operate as a nonprofit
organization, reinvesting every dollar into
our people, programs, and services to fulfill
our long-standing mission.

Older Adults Living Life to the Fullest

EverTrue Purpose Statement

Focus on Faith

The rebrand has received a warm welcome Centered in Christ, together we create
from even our staunchest long-time
residents and leaders who understand that
while our brand has changed, our heart
remains the same - faith-centered, nonprofit
and dedicated to Older Adults Living Life to

places, services, and opportunities
for people to age well with purpose
and fulfillment.
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