.

SIGNS Il
-~ _IN
- HEALTH-

CARE

FACILITIES

I AN BT
» ZH ST SR EFE 2 (6 58

Ly REIERER. SISAENER
, BN TRETERANGELTE
» TRFEIAER TSN ERUE R RNREASR

T RFHOR H AR



IN HEALTHCARE FACILITIES
=57 S|

(X)EFB-BT H BXO &F

TR RO At



EBER®BE (CIP) #iE

BTSN, 2/ (%) BT4H ; %3008 — Wi CTREE AR, 2015.5
ISBN 978-7-5381-9192-9

[. OFE- II. O @F - . OER—SMBEH—HA-R—EHE V. OTU246. 1-64
o E R A B TE CIP Bl % 5 (2015) 55 071414 5

HARRAT: LT REEER R4
(k. PRFHTTRIPX - —4 %295 @if4%: 110003)
Bl Rl . RFEHRESER GRUD FRAF
2 # SMEEPR)E
M R ~F: 215mm X 285mm

El gk. 15
I W 4
o ¥. 50 T%

En . 1~1500
RIS E] . 20154F 6
ENRIEE]: 20154F 6 H
Tt A
it AT
M AT
THER A A X

H 2. ISBN 978-7-5381-9192-9
SE ffy: 258.007C

g

i
X

1
1 RELRI

BXRHIE: 024-23284360
MR #Z: 024-23284502
http://www. Inkj. com. cn




CONTENTS
Bx

002
006
068
106
134
186
220
238

Preface BI

Children’s Hospital JLEZEER:
General Hospital Z&ER:
Specialised Hospital ZRIERr
Medical Centre &7l
Clinic 12AT

Pharmacy %5

Index ZEs|



IN HEALTHCARE FACILITIES
E NSl

(26) 58T 5 B0 1§

TR RR At



Jim Harding

Jim Harding, SEGD, is director of Gresham, Smith and
Partners’ award-winning Environmental Graphic Design
group. His vast signage and wayfinding design experience
is unique in the breadth of industries and project types it
covers. Jim is frequently published in major industry trade
journals, and recently authored the Airport Cooperative
Research Program’s Wayfinding and Signage Guidelines
for Airport Terminals and Landsides, a first-of-its-kind
guidebook presenting airport operators across America with
accepted best practices for terminal and roadway signage.
He is a member of the Society for Environmental Graphic
Design and has been honored more than a dozen times for
his planning and design of signage programs at corporate
offices, universities, hospitals, airports and other major
developments from coast to coast.
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Congratulations to everyone who contributed to the
content in this book! You are among a select group

of design professionals in the world.

It's been an exciting road since then, and I'm very
proud to be among the small group of people
around the world who call themselves environmental
graphic designers. We are fortunate to have found a
career that lets us unite our passions for design and
communication. It's an exciting field that has taught

me the value of teamwork and inspiration.

For 29 years, 've led the environmental graphic
design team within the international architecture/
engineering firm Gresham, Smith and Partners.
We're a small but robust group, and many of our
best ideas are generated by the reciprocal energy
of our team. Each of us understand that we are
an important piece of a larger puzzle, contributing
unigue design philosophies to our projects. Our
group believes that inspiration can come from
anywhere at any time, so we work hard to capture
the sentiment of the things that inspire us and share
them with our teammates as often as possible.
Someone might email a photo of a sculpture they
loved while on a tripor make a simple statement
during a meeting that triggers an idea. We track
these inspirations so we can to tap into them
whenever we need. Collaboration drives us, and

idea-sharing is essential to our clients’ success.

We also recognise the importance of research in
each of our projects. Sufficient study and analysis
is crucial for establishing realistic expectations of
what environmental graphic design can and can't
do. While good signage can't always overcome
architectural barriers or non-intuitive wayfinding
environments, it can still help achieve a high
wayfinding success rate and a strong sense of
place for the majority of users. Each project has its
own unigue environment, objectives and challenges,
but research is the common foundation that allows
us to establish a baseline from which we can
measure the impact and success of the design.
Our research begins with data collection: listening to
and understanding our clients and their customers,
then thinking through existing conditions, identifying
obstacles and establishing objectives before arriving

at a solution based on reliable data

Visual wayfinding, the most basic and straightforward
navigational tool, encompasses all static signage.
[t's the workhorse of the wayfinding world; it does
the heavy liting, The success of visual wayfinding is
tied strongly to intuitive architecture. Research has
shown time and time again that good wayfinding
begins with thoughtful architectural design. Visual
wayfinding is also the most effective method of
presenting and reinforcing a client's brand with clear
and cohesive visual elements. A primary challenge
of visual wayfinding is balancing form and function.
The most important part of our job is tuming ideas
and Inspiration into something real that does a job
and does it well. Environmental graphic design
must be a hybrid of art and communication, EGD
projects need to be both aesthetically pleasing and
useful, packaging and presenting clear and concise
information to users. Context plays a tremendous
role in the success of wayfinding, influencing how a
message is comprehended and how decisions are
made. It's strongly related to customer expectations,
in that information should be provided in the right
way at the right place at the right time. Visitors
walking down a long hall at a hospital need to
be reassured by signage that they're headed in
the correct direction. Failure to meet customer
expectations can result in people getting lost or
feeling a lack of certainty as they navigate through a

space.

Verbal wayfinding is another piece of the puzzle, For
users who need further instruction on how to reach
their destination, or for those who may not speak the
language displayed on signage, an information desk
offering verbal assistance is very important, Desk
attendants should be able to present information
in an educated, consistent and objective manner,
SO users are less likely to become confused when
listening to directions. While visual wayfinding is
usually successful for around 90% of users, the
verbal component is key in assisting the remaining
10%. At a high-traffic hospital, this could translate

into thousands of patients and visitors per year.

Virtual wayfinding encompasses dynamic, non-
static navigational tools; In essence, digital tools:
computerised displays with directional information,
interactive directories with foreign language

assistance, "smart garage” signage with real-



time parking-spot counts, smartphone apps
that guide users through a facility, and plenty of
other technology. Virtual wayfinding offerings are
constantly improving and they will continue to be a
crucial component of a comprehensive wayfinding

system into the future.

Each of the 3Vs provide and reinforce the same
information; it's just presented and accessed in
different ways since people process information
differently. Where visual signage might be insufficient
for one user, verbal wayfinding can fill in the gaps;
where virtual information isn't enough for another
user, architectural cues guide him; and so forth. By
communicating with each other and ensuring there
are no contradictions or missing puzzle pieces, the
various types of wayfinding are able to consistently
present information across all three platforms.
Applying a halistic approach so the 3Vs can work in
tandem is critical. Using this strategy enables clients
to reach the greatest percentage of their customer
base, which means that more users can quickly
and easlly find their destination and comprehend a
brand. By tapping into teamwork, creative inspiration
and best practices for information delivery, we can
elevate the design process and achieve successful

outcomes for our clients.

The EGD profession plays a vital role in how people
experience a space or place; therefore, every project
we touch impacts people's quality of life in some
form or fashion. The projects featured here focus on
the healthcare market, where customers are likely
not at their best. Being lost or confused only adds to
their burden. Every design professional represented
in this book has both the honor and responsibility
to provide clients and, more importantly, their
customers, with creative solutions that solve real
problems. The opportunity to see how our design
efforts are making a real difference every day is
the true payoff for all of our hard work, The added
benefit of being recognised in this book for a job well
done is a welcome validation, Congratulations once
again to everyone that contributed to content that

follows!

Jim Harding

Gresham, Smith and Partners, USA
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Children’s
Healthcare of
Atlanta — Feature
Walls at €gleston

Campus

Deslian agency: Stanley Beaman & Sears
Photography: Jim Roof

Client: Children's Healthcare of Atlanta
Country: USA

The project is a part of a S344 million master
plan expansion and renovation of both hospital
campuses. Project components include a
new main lobby, public waiting areas, acute
and ambulatory clinical areas, diagnostic and
treatment areas, and patient / family support
spaces. Graphics, signage, and these
interactive features were closely integrated to the
comprehensive interior design and concepts.
These feature walls incorporate a selection of
bold colours, fun textures and finish materials
which effectively harmonise with the Interior
Design. These interactive walls are inherent to
the global success of the project. The solution
is one of patient focused care tailored to
children and people of all ages that is spirited,
welcoming, and educational.

TP 2 A LB B Bt —— 3R A% /R ET i e X 45
ek

DARFRER MMUETHNZRRGEY 2M#E
TN HEEE— AT, AREZK
[T R . SHAAT KAEE / REHHE
Bl B, RTFRERHES BEERIRITIEE
BEEmES, XEHEBIRITIAR T KENER.
ABALCEMRME, SERRITIESE — X
L ERENBRIENSNERER, ﬁﬁu%
Ehtil, HILEBFES, & NFRROARE
BEM IR B A RZ BRI,

WA SBSIRITAT) B B8 -8X ££5
]E#ff RILEER: FxR. xE

John N
Letfe Polp EV Soddag 'W'Wim
e
5 Heaticre of Afonig
Network

Sports

News/Talk T50WsB ¢
Shar 94 FM Cores for ”“ B
Wachovia Bank o

Wal-Mari/Sam's Cigy

Joseph P. Kuechenmelste
Foest C. and Frances . Lafines
Foundation Inc.
Estofe of Margaret Estelle Ledbefter
Marrioft Infernafional
Irene McMafh Trust
0. Wayne Rolins Foundafion
M. and Nis. Gary W. Roling
Mr. and Mss. &. Randall Rolins
Jonef Sahv
;“:lev Heart Center Cordiology
Patricia !owmun'Lm.mga
Fomly Foundafion
Iemlﬁlgel Family Foundafion
UPS Foundmoln
ffle House Inc.
::;lde of Eunice 8. W!e(is
Jesse Parkef Willio
Foundaﬂojn

006




Children’s Hospital



I

learning

through nature

Pistil \ y Stamen

Filament
Petal (Coralla)
Sepal (Calyx)

Receptacle
Pedicel

| 5
Tadpole with
Legs

v

Froglet




TN i, -

o s iy
Mo ¥l
v Snirg

e

i unuw'ﬁ’

g™

i
e 5!§§

..

i

L .

e

Leaoershir Cuus

Children’s Hospital




Children’s
Healthcare of
Atlanta — Stair Gym

at €gleston Campus

Client Chn\dren s Healthcare of Atlanta
Couritry: USA

The client had expressed their desire to
communicate their commitment to wellness,
not just to their patients, but also to the staff
that care for them. In association with one
of the organisations very motivated internal
health and wellness programs, named Strong
4 Life, the client hired the architectural firm to
provide design concepts and then implement
the facilities first Stair Gym. The team was
challenged with a tight budget to design and
implement the entire stair renovation. This would
need to include all graphics, signage, paint
and flooring. The team met with the client to
prioritise the essential items that would make
this stair successful. Needing to cut back
on audio, sound, lighting and other sensory
concept supplements that was presented,
the team focused their efforts on the basics of
colour, graphics and signage. Floor identifiers
were a nicely subtle design. Constructed out of
transparent plastic, these budget conscience
signage were mounted directly in front of the
larger wall graphics.
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