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Key Statements

The following represent standard statements and messages that describe St. 
Jude Medical and our commitment to customers. Please use these statements 
exactly as they appear without modification.

Mission Statement
Our mission statement communicates a unified set of values and ideals that is 
supported, understood and permeated through every level of the organization.  
It can be used internally and externally.

It is our mission to develop medical technology and services that put more 
control into the hands of those who treat cardiac, neurological and chronic 
pain patients worldwide. We do this because we are dedicated to advancing 
the practice of medicine by reducing risk wherever possible and contributing 
to successful outcomes for every patient.

Our mission is the rallying point that creates a cohesive St. Jude Medical 
brand. When we connect with our customers on this emotional level and 
they can see their values and priorities reflected in us, then we become more 
relevant and important to them in the marketplace. Our mission statement 
stands for who we are, what we promise and why those things are important to 
our customers.

We can own and deliver on this mission because it evolved from the 
principles we have always embraced. It is who we are and what it means to 
be St. Jude Medical. All of our employees take pride in developing solutions 
that ultimately help save and enhance lives. It is our obligation and our 
commitment to help advance the practice of medicine through technology and 
all that it enables.

Brand Promise
The Brand Promise is a clear, concise statement of our underlying  
customer benefit.

St. Jude Medical is focused on reducing risk by continuously finding ways to 
put more control into the hands of those who save and enhance lives.

Boilerplate
A boilerplate is a ready-to-use text most often used in press releases, but can 
also be used in a variety of other materials. It is a brand statement backed 
by a series of statements that communicate our brand position, identify our 
customers and summarize key company facts.

St. Jude Medical develops medical technology and services that focus on 
putting more control into the hands of those who treat cardiac, neurological 
and chronic pain patients worldwide. The company is dedicated to advancing 
the practice of medicine by reducing risk wherever possible and contributing 
to successful outcomes for every patient. St. Jude Medical is headquartered in 
St. Paul, Minn., and has four major focus areas that include: cardiac rhythm 
management, atrial fibrillation, cardiovascular and neuromodulation. For more 
information, please visit sjm.com.
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Brand Tone

The St. Jude Medical brand tone refers to the look and feel our communications 
and our employees project in everything we do. Therefore, our brand tone 
should be reflected not only in the language, look and feel of our materials, but 
also in our everyday messaging, whether written or verbal. 

Professional
Everyone at St. Jude Medical is focused on reducing risks for our customers 
and their patients. This requires a level of intensity and focused attention. 
Therefore, all of our communications should take a professional tone. We 
should never adopt a haphazard or overly casual approach in anything we do.

Respectful
Our customers face risk in their daily work that goes far beyond that of nearly 
any other profession. Good outcomes are in their hands. It is their control we 
seek to maximize. We must show great respect for what our customers do every 
day and make a concerted effort to provide them with medical advancements 
that help reduce their risks.

Passionate
We are extremely passionate about the work we do every day, the quality of our 
products and what our company stands for. We live our mission daily.

Confident
We have expertise in our business. We are knowledgeable and speak with 
intelligence. We are extremely thorough in everything we do. Therefore, we are 
confident in our actions and our customers have a great deal of confidence  
in us, too.
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Logo

The St. Jude Medical Logo is a registered trademark designed to uniquely 
position our brand. Our Logo is designed to represent our approach to helping 
our customers reduce risk through more control. Our Logo’s intent is to 
illustrate the concept of control over risk. Control is represented by the outer, 
more constant and organized squares. The volatile inner square represents the 
inherent risk in the everyday practice of medicine. The outer squares control 
or stabilize the inner square, representing the St. Jude Medical commitment to 
reducing procedural risk.

The Safe Area is the area around the Logo in which no other graphics can 
appear. This is to ensure that the company identity is read clearly and without 
interference. The Safe Area distance (X), is equal to the height of the nine 
squares. Nothing else can be added to or placed within the Safe Area of our 
Logo; this includes a division name. The bounding box marks the minimum 
amount of space the Logo needs around it; however, providing additional space 
around the Logo is always preferred. 

Master Logo art is available on our intranet. Do not attempt to recreate our logo 
or any of the three key elements within the logo. Use of alternative fonts, colors, 
separated parts of the logo and arrangement modifications is prohibited.

X = The height of the nine squares

Bounding box

Online Logo - Due to space limitations in online media, the Logo may use a 
different safe area than what is built into the Logo files. When there is room, it 
is recommended to use the standard 1 x space (marked by the bounding box). 
However, the Logo may be used online with a 2/3 x safe area. Always use the 
RGB color version of the Logo for online media.

Note: Master Logo Art has been set up with an invisible bounding box to mark the Safe Area. The 
Safe Area differs among versions of the Logo. Therefore, each Logo must always be placed into the 
file, rather than swapped out.

X
X

X

X
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Logo: Versions & Usage

Standard Logo - The Standard Logo contains the Symbol to the left of the 
Logotype and the Theme Line below the name as shown. This is the standard 
treatment and is to be used on all material.

Note: The Standard Logo must be at least two inches wide to maintain legibility (this does not
refer to the width of the Logo’s bounding box). The Logo has a safe area marked by an invisible
bounding box in the Master Logo art files.

No Theme Logo - The No Theme Logo can only be used in cases where the 
Theme Line is not legible due to size limitations.

Stacked Logo - The Stacked Logo can only be used when space limitations 
cause the Theme Line in the Standard Logo to become illegible. 

Abbreviated Logo - The Abbreviated Logo can only be used in cases where the 
available space is limited.

Note: Master Logo Art has been set up with an invisible bounding box to mark the Safe Area.
The Safe Area differs among versions of the Logo. Therefore, each Logo must always be placed into
the file, rather than swapped out.
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Standard Signage Logo - This is the primary Logo and is to be used whenever 
possible on all exterior and interior signage.

Margins are to be no less than 2 squares of the nine square symbol (2 ⁄3 X).

Stacked Signage Logo - This Logo is only to be used when the width of the wall 
does not allow the Standard Signage Logo to be used at a good display size. 
For emphasis, the Symbol may be enlarged from its standardized relationships; 
however, its width may not be larger than 40% of the width of the Logotype.

Margins are to be no less than 2 squares of the nine square symbol (2 ⁄3 X). 

No Theme Signage Logo - This Logo is only to be used as an exterior Logo for 
building tops and other applications where the signage will only be seen from 
larger distances, making the Theme Line illegible.

Margins are to be no less than 2 squares of the nine square symbol (2 ⁄3 X).

Proper use of the Signage Logo is mandatory to ensure the consistency and 
integrity of our brand identity. Usage for each Signage Logo is described below. 

Use of Master Signage Art is required for all signage. Do not attempt to 
recreate Signage Logos or any of the three key elements within the Logo. Use 
of alternate fonts and arrangement modifications is prohibited.

Logo: Signage

Special-Use Signage Logos
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Logo: Exterior/Interior

In principle, St. Jude Medical signage should complement existing architectural 
features, or the architectural features should be adapted to complement the 
signage. On the right are a series of guidelines and photographs that will serve 
as inspiration to ensure the St Jude Medical brand is represented properly in 
most signage applications.

Longer Sight Distance - For building tops and other locations where the signage 
will be seen from larger distances only, the Theme Line may be removed. In 
this case, the Logotype is lowered in order to center with the Symbol. Use 
SJM_Signage_Logo_no_theme_line.eps for the artwork. The 2/3 X minimum  
margin applies.

Freestanding Signage - For new freestanding signage, the Standard Logo is to 
appear on light-colored (almost white) brushed aluminum. The 2/3 X minimum 
margin applies.

Logo Colors - Wherever possible, the 3-color Standard Logo is to be used for 
signage. Symbol = PANTONE® 3298 C, Logotype = Black,  
Theme Line = PANTONE® 431 C

Safe Area - Interior signage margins for the Standard Logo are to be no less 
than 2 squares of the Symbol (2/3 X).

Sizing - Exterior/interior signage margins are to be no less than 2 squares 
of the Symbol (2 ⁄3 x). For emphasis, the Symbol may be enlarged from its 
standardized relationships; however, its width may not be larger than 40% of 
the width of the Logotype. Interior signage margins for the Stacked Logo are to 
be no less than 1 square of the Symbol (1/3 x).

Color Variation - When interior wall surfaces are dark or in a clashing color, the 
Logo may be produced in a neutral metallic color. The 2/3 X minimum  
margin applies.

Longer Sight Distance

Freestanding Signage

Color Variation

Logo Colors



10

Logo: Colors

Proper use of the Logo colors is mandatory to ensure the consistency and integrity of 
our brand identity. Do not substitute colors. Symbol

PANTONE® 3298 C

CMYK
C 100
M  0
Y  60
K  30

RGB
R  0
G  108
B  86

HSB
H  168
S  100
B  42

HEX
#007161

Symbol
PANTONE® 3268 C

CMYK
C 90
M  0
Y  49
K  0

RGB
R  0
G  175
B  158

HSB
H  174
S  100
B  69

HEX
#00AF9E

Logotype
Black

CMYK
C 0
M  0
Y  0
K  100

RGB
R  0
G  0
B  0

HSB
H  0
S  0
B  0

HEX
#231F20

Logotype
White

CMYK
C 0
M  0
Y  0
K  0

RGB
R  255
G  255
B  255

HSB
H  0
S  0
B  100

HEX
#FFFFFF

Theme Line
PANTONE® 431 C

CMYK
C 0
M  0
Y  0
K  67

RGB
R  95
G  106
B  114

HSB
H  205
S  17
B  45

HEX
#6A737B

Theme Line
BLACK 33%

CMYK
C 0
M  0
Y  0
K  33

RGB
R  182
G  184
B  186

HSB
H  208
S  1
B  72

HEX
#BCBECO
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Color Palette

Like our Logo colors, our overall Color Palette is also critical in providing a 
consistent brand image. Color highly influences the way in which the viewer 
perceives our brand. Do not substitute colors. 

Dark Green
PANTONE® 3298 C

CMYK
C 100
M  0
Y  60
K  30

RGB
R  0
G  108
B  86

HSB
H  168
S  100
B  42

HEX
#007161

Light Green
PANTONE® 3268 C

CMYK
C 90
M  0
Y  49
K  0

RGB
R  0
G  175
B  158

HSB
H  174
S  100
B  69

HEX
#00AF9E

Dark Gray
PANTONE® 431 C

CMYK
C 0
M  0
Y  0
K  67

RGB
R  95
G  106
B  114

HSB
H  205
S  17
B  45

HEX
#6A737B

Black
Black

CMYK
C 0
M  0
Y  0
K  100

RICH BLACK
C 35
M 35
Y 35
K 35

RGB
R  0
G  0
B  0

HSB
H  0
S  0
B  0

HEX
#231F20

White
White

CMYK
C 0
M  0
Y  0
K  0

RGB
R  255
G  255
B  255

HSB
H  0
S  0
B  100

HEX
#FFFFFF

Warm Gray
PANTONE® WG 2 C

CMYK
C 0
M  2
Y  5
K  9

RGB
R  233
G  227
B  219

HSB
H  34
S  6
B  91

HEX
#E9E3DB

Silver Metallic
PANTONE® 877 C

HEX
#A7A9AC

100% 100% 100% 100% 100% 100%

50%50% 67%

15% 50%

33%

Tints and Shades of 
Light Green are not 
recommended.

50%

15%

Tints

The Color Palette consists of the Logo colors as well as a few neutrals. 
Along with the Tints and Shades of these colors, this Color Palette creates a 
contemporary image of elegance and sophistication. 
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Fonts

Proper use of typography is mandatory to ensure the consistency and integrity 
of our brand identity. Do not substitute or manipulate fonts.

HEADLINE FONTS
Trajan Pro Regular – Primary Headline Font
Note: If Trajan Pro is not available, Trajan can be substituted 
and styled with small caps.

ABCDEFGHIJKLMN 
OPQRSTUVWXYZ 
abcdefghijklmno 
pqrstuvwxyz

1234567890
Trajan Pro Bold – Small Headline Font

ABCDEFGHIJKLMNOPQRSTUV 
WXYZ
abcdefghijklmnopqrstuvw 
xyz
1234567890

Minion Pro Family – Alternate Headline Font
Note: To be used in place of Trajan Pro, only if all caps present 
readability issues.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

BODY COPY FONTS
Trade Gothic Light – Primary Body Copy and  
Secondary headlines

ABCDEFGHIJKLMN 
OPQRSTUVWXYZ 

abcdefghijklmnopqrstu 
vwxyz

1234567890
Trade Gothic Medium – Small Body Copy

ABCDEFGHIJKLMNOPQRSTUV WXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Trade Gothic Oblique – Accent Use

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Trade Gothic Condensed No. 18 – Accent (Dense) 

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz 1234567890

SUBHEAD AND OTHER FONTS
Trade Gothic Bold No. 2 – Primary Subheads

ABCDEFGHIJKLMN 
OPQRSTUVWXYZ 

abcdefghijklmnopqrstu 
vwxyz 1234567890
Trade Gothic Condensed No. 20 – Dense Titles

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 1234567890

GENERAL OFFICE USE
Times New Roman – General Office Use

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 1234567890

Arial – General Office Use

ABCDEFGHIJKLMNOPQRSTUVW 
XYZ
abcdefghijklmnopqrstuvwxyz
1234567890
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Grid System Overview

Sizing the Logo 
In most cases, the Logo will adhere to a 1/10 rule, which is a rule established 
based on an 8.5 x 11 inch vertical proportion. On a piece with similar 
proportions, the Logo (including its Safe Area bounding box) should equal one-
tenth the height of the piece. The example above illustrates the 1/10 rule shown 
as “1 U.” If the piece is proportional to an 8.5 x 11 horizontal, a rule of 1/7 is 
used. Other proportions outside of these will follow a different set of rules.

Note: The Logo (excluding bounding box) must always be 2 in / 50.8 mm wide or larger.  
Master Logo Art has been set up with an invisible bounding box to mark the Safe Area. 

1 U

10 U

1 X

1 X

2 X

2 X 2 X

The grid system for advertising and collateral is based on a unit of 
measurement defined by the nine-squares symbol of the Logo. Before 
establishing the unit of measurement, the Logo must be sized according to the 
document it is being placed on. Follow the steps below to determine the correct 
size of the Logo for a page and, in turn, the unit of measurement for the rest of 
the grid system.   

Defining the Unit of Measurement 
Once the size of the Logo is determined, the unit of measurement for the rest 
of the grid system can be defined. The unit is the height of the nine-square 
symbol in the Logo, and is referred to as “1 X.” The first step in applying the 
unit is to define the margins of the piece. The example above illustrates the unit 
of measurement applied to margins. It is recommended to apply the unit  
of measurement to the margins first and then to the rest of the layout, starting 
from the bottom and working to the top. This will account for the amount of 
content within the fine print. 
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Use the following proportional rule chart to determine Logo sizing and grid system 
for print materials by selecting the closest proportional match to the size you are 
developing.

Horizontal Proportions

1/4 Rule:  Primarily used for large horizontal banners and horizontal ads more than 
6.162 inches high.

1/7 Rule:  Examples include but are not limited to letter horizontal, legal horizontal,  
A0 – A5 horizontal, B0 – B6 horizontal, C0 – C6 horizontal,  
11.5 inches × 9 inches horizontal tabbed folder. 

1/9 Rule:  Examples include but are not limited to tabloid horizontal.

Vertical Proportions

1/10 Rule:   Examples include but are not limited to letter vertical, A0 – A5 vertical,  
B0 – B6 vertical, C0 – C6 vertical, 6 inches × 9 inches vertical postcard,  
6 inches × 11 inches vertical postcard, 9 inches × 12 inches vertical folder.

1/12 Rule:   Examples include but are not limited to tabloid vertical, legal vertical,  
9 inches × 14.5 inches vertical folder.

Square Proportions

1/10 Rule:   Used for square proportions more than 8.802 inches high.  
If less than 8.802 inches high, use the 2-inch rule.

Smaller Sizes
 
2-inch Rule:  When horizontal proportion height is less than 6.162 inches  

(156.515 millimeters), or the vertical proportion height is less than 
8.802 inches (223.571 millimeters) Logo should be placed at the 2-inch 
minimum size.

2 in RULE

> 8.802 in (223.571 mm)

> 6.162 in (156.515 mm)

2 in RULE

1/10 RULE

1/10 RULE
1/12 RULE

1/12 RULE

1/7 RULE

1/4 RULE

1/7 RULE

1/9 RULE
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Photography

The ultimate goal for all photography is to consistently reinforce the St. Jude 
Medical brand. Photography should establish a consistent tone and visual 
representation to ensure brand recognition within the market. All brand 
photography should possess a sense of honesty and truthfulness when depicting 
physicians, patients and employees of St. Jude Medical. For that reason, the use 
of stock imagery is not advised for high visibility materials. If stock photography 
is needed, quality should be a prime consideration.

Great care should be taken to ensure the highest level of quality when using or 
creating brand photography. Every image should possess an inherent quality 
or concept that suits its purpose for usage. This means that the photographic 
representation within the design should match the intended audience. If the 
piece is intended for physicians, the messaging and imagery should reflect that 
audience, as is outlined in this section. Likewise, if the piece is intended for 
patients, patient imagery is to be used. 

Procedural Photography - Full-bleed imagery with dramatic cropping elicits 
an emotional connection with the control a physician requires during medical 
procedures. The tone of procedural photography incorporates visual noise/film 
grain, motion blur, tight cropping, dramatic lighting and green saturation. Use 
existing procedural photography; do not use stock photography. 

The subject of all procedural photography should accurately represent clinicians 
in varying St. Jude Medical specialties during procedures. For instance, a 
percutaneous procedure will have the primary surgeon looking upward (at a 
monitor). For a surgical procedure, the surgeon will be looking downward at the 
surgical site. At a global level, the imagery can represent all types of clinicians 
and practices. At a specialty level, effort is made to depict the customer 
segment that the sales message is targeted to, but not necessarily a specific 
procedure or product.
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Product Photography - There are three styles of product photography: hero, 
standard/clinical and instructional shots. When multiple images are layered to 
create a single image, scale, space and depth must be realistic. Never merge 
images that are not part of the same product group.

Art Direction for Hero Shots - These products are photographed as heroes 
and are used as the primary visual anchors or emphases in product materials. 
Products may be shown on white, Warm Gray or Rich Black (35/35/35/100) 

Hero Shots

Note: When using black as a background, a consistent use of Rich Black (35/35/35/100) is 
necessary to maintain a consistent visual hue. Use drop shadows and light reflections to enhance 
visual where and when appropriate.

backgrounds, depending on the visual color nature of the product. Use drop 
shadows and reflections to enhance visuals where and when appropriate.

Lighting of the product plays a key role in hero photography, as it should 
sufficiently capture the texture and tone of any product. By lighting the product 
dramatically, extra emphasis is given to the visual, which allows for a simple 
and focused product campaign message. While a sharp image is required, the 
use of a soft-focus technique can be applied (see the tissue valve photo below).
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Art Direction for Standard/Clinical Shots - This view is used when describing 
the product’s features and benefits. Direct angles and sharp focus are to be 
used at all times. Again, products may be shown on white, Warm Gray or Rich 
Black (35/35/35/100) backgrounds, depending on the visual nature of the 
product. Use drop shadows and light reflections to enhance visuals where and  
when appropriate.

Standard/Clinical Shots

Photography Cropping - Dramatic cropping is a major element of the brand. 
Just as instructed in procedural photography, dramatic cropping can also play 
a major role in emphasizing the premium quality of a product. For instance, an 
image of a lead has more impact when the image is focused on the details of 
the tip, requiring a unique crop of the image (see examples below). Never crop 
an image so the product becomes distorted or unrecognizable.

Dramatic Cropping



18

Corporate Photography - In some circumstances, the need for corporate 
photography might fall outside the previous categories. Research and 
development, corporate facilities and employee images are a few examples of 
corporate photography.

While this category can be broad in subject matter, special consideration must 
be given to each image used. Tone, personality and mood must be integrated 
with the brand standards and convey premium quality. All images must create a 
positive emotional connection to St. Jude Medical.

All corporate photography must clear licensing waivers, and copyright 
restrictions prior to use.

Instructional Shots

Art Direction for Instructional Shots - This style of photography is used to 
illustrate a demonstration. Direct angles and sharp focus are to be used at all 
times. Shots should be shown on white. When medical gloves are shown in the 
image, the hand(s) should fade at the wrist(s) into the white of the page.
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Illustrations are used as a supporting imagery to reinforce a description or page 
content. Illustrations should be used:

� When product or procedural photography is not available or does not make  
  sense (for example, to highlight a specific product feature or to show a cross  
  section of a device)

� When an actual photograph would be too graphic or unclear (for example,  
  implanted in the body)

� When preferred for procedural situations, to add detail and credibility that  
  may not be possible through photography

Illustration

Patient Illustrations - These illustrations are developed to help patients 
understand St. Jude Medical devices and the procedures involved in 
medical treatment. Effort is made to execute these illustrations in a way that 
communicates the idea clearly and simply without alarming the patients. 
Depictions of products and treatments must be accurate and relevant to the 
marketing message. 
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Physician Illustrations - These illustrations are developed to help physicians 
understand St. Jude Medical devices and the procedures involved in  
medical treatment.

Depictions of products and treatments must be accurate and relevant to the 
marketing message.
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Letterhead

ATRIAL FIBRILLATION      CARDIAC RHYTHM MANAGEMENT      CARDIOVASCULAR      NEUROMODULATION

Date

Mr. Robert Johnson
Healthcare Systems, Inc.
One Healthcare Way
Denver, CO 80203

Dear Mr Johnson,

Lorem ipsum appareat imperdiet intellegat at qui, ei dictas conceptam ullamcorper sea. Qui tollit alterum conclud
aturque et, vis malorum saperet cu. Est eu mucius dissentiet. Ea vim nonumy numquam ponderum, partem everti no 
pro. An hinc primis scriptorem quo, ei mei probo debet.

Novum inermis vix an. Ut duo sapientem consulatu, mei in nemore evertitur quaerendum, ut nec iriure commodo.
In nec aeque omnesque ullamcorper, nonumy laudem assueverit ea eos. Ad sit eirmod prompta principes, in usu
brute error nostro. Wisi idque singulis id his, appetere erroribus pri in.

Eos eleifend conceptam ei, ea vim partem mollis eligendi. Sea ut idque tamquam incorrupte, tation explicari
repudiandae cu vim. Nec iisque saperet ceteros ad, ex vidisse maluisset has. Stet invidunt neglegentur qui ei, eu
civibus detraxit pri. Per nibh omnis mazim at, te mel adipisci voluptatibus, sale tamquam ea vix. Legere eripuit
voluptatum eum eu, prompta salutandi sententiae id eam.

Sincerely,

John Roberts
Director of Sales

St. Jude Medical
Division Name
1900 Street Address
Suite 444
City, State 99999-7777 USA
Tel   888 333 8888
Fax  888 333 5555

Tel  
Fax

Mobile
Email

818 362 6822 ext 5548
818 364 5814
818 362 1255
rjohnson@sjm.com

Legal Entity Line 1
Legal Entity Line 2
Address Line 1
Address Line 2

Robert L. Johnson
Job Title 
Division/Group

Business Card

Business Envelope #10

St. Jude Medical, Inc.
Legal Entity
Address Line 1
Address Line 2

Mr. Robert Johnson
President 
Healthcare Systems, Inc. 
One Healthcare Way
Denver, CO 80203 

Stationery

Official St. Jude Medical stationery should be used for all external 
communications. Refer to our intranet for additional information and templates.
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Please join us in the

Twin Cities.

 
ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are registered
and unregistered trademarks and service marks of St. Jude Medical, Inc. and its related companies.
©2009 St. Jude Medical, Inc. All rights reserved.

Global Headquarters
One St. Jude Medical Drive
St. Paul, Minnesota 55117-9913
USA
+1 651 756 2000 
+1 651 756 3310 Fax

SJMprofessional.com

ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are registered
and unregistered trademarks and service marks of St. Jude Medical, Inc. and its related companies.
©2009 St. Jude Medical, Inc. All rights reserved.

St. Jude Medical
14901 DeVeau Place 
Minnetonka, MN 55345
952 933 4700 
952 933 0307 Fax

Dr. Bill Smith

Memorial Medical Center

3300 Oakdale Ave N

Minneapolis, MN 55442

Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do 
eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut 
enim ad minim veniam, quis nostrud exercitation ullamco laboris 
nisi ut aliquip ex ea commodo consequat. 

When: Friday, September 5, 2008 

Where:  McCormick & Schmick’s 
800 Nicollet Mall  
Minneapolis 55402  
612 338 3300

Time: 6 – 7 Cocktail Hour
 7 – 8 Dinner
 8 – 9  Presentation 

RSVP: robertjohnson@sjm.com
 Prior to Tuesday, September 2, 2008

 Always Innovating for 

More Options.

Invitations can be created in a variety of sizes and formats. The designs and 
descriptions in this section represent the general guidelines to follow no matter 
the size and format.

Colors - Invitations may use font and background colors different from those 
shown below. However, all colors must be from the brand Color Palette. For a 
more formal invitation, the use of Silver Metallic in place of Dark Gray  
is recommended.

 Always Innovating for 

More Options.
 A Cardiac Surgeon Event

Direct Mailer with procedural image

A2 Top Bifold with location image

White text on Metallic Silver cover

White cover

Please join us for the

Annual Dinner Party.Global Headquarters
One St. Jude Medical Drive
St. Paul, Minnesota 55117-9913
USA
+1 651 756 2000 
+1 651 756 3310 Fax
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Please join us for the

Annual Dinner Party.Global Headquarters
One St. Jude Medical Drive
St. Paul, Minnesota 55117-9913
USA
+1 651 756 2000 
+1 651 756 3310 Fax
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Please join us for the

Annual Dinner Party.Global Headquarters
One St. Jude Medical Drive
St. Paul, Minnesota 55117-9913
USA
+1 651 756 2000 
+1 651 756 3310 Fax
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Warm Gray cover

Invitations

Imagery - Photography may be used on invitations, but must pertain to the 
event. Procedural images can only be used if the audience is the customer 
and the images relate to the practice or procedure of those attending. Product 
images should only be used if the event features the product. Location images 
(restaurant/hotel, landmark, skyline) can be used if the event’s location is 
significant enough to feature. Invitations can also be text-based without imagery.
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Physician Fellows Course
A Case-Based Learning Program
NOVEMBER 11 – Washington, DC

COURSE OVERVIEW

Nunc auctor bibendum eros. Maecenas porta accumsan mauris. Etiam enim enim, elementum sed, bibendum quis, 
rhoncus non, metus. Fusce neque dolor, adipiscing sed, consectetuer et, lacinia sit amet, quam. Suspendisse wisi 
quam, consectetuer in, blandit sed, suscipit eu, eros.

Etiam ligula enim, tempor ut, blandit nec, mollis eu, lectus. Nam cursus. Vivamus iaculis. Aenean risus purus, 
pharetra in, blandit quis, gravida a, turpis. Donec nisl. Aenean eget mi. Fusce mattis est id diam.

AUDIENCE

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Morbi commodo, ipsum sed pharetra gravida.

PROGRAM DIRECTORS

J. David Burkhardt, MD
Texas Cardiac Arrhythmia Institute
Austin, Texas

Robert S. Fishel, MD
Florida Electrophysiology Associates
West Palm Beach, Florida

COURSE OBJECTIVE

Fusce ultrices, neque id dignissim ultrices, tellus mauris dictum elit, vel lacinia enim metus eu nunc.

� Donec id eros eget quam aliquam gravida

� Praesent posuere nunc at neque blandit pretium

� Maecenas tempus dictum libero

PRELIMINARY AGENDA

THURSDAY, NOVEMBER 11

6:30 am Faculty Review – Cottonwood Room

6:00 am – 7:30 am Welcome Reception – Ballromm II

7:00 am – 9:00 am Breakfast – Acadia Ballroom Pre-Function

FRIDAY, NOVEMBER 12

8:00 am Welcome & Introductions
J. David Burkhardt, MD

8:05 am Past, Present & Future Technologies of Ablation Catheters and Energy Sources
Larry A. Chinitz, MD

8:45 am Evolution of AF Ablation Techniques – What’s Working & Case Reviews
Andrea Natale, MD

See the St. Jude Medical intranet for these and many other useful templates.

Title Slide

Title Slide

Note: PowerPoint® templates are available and SJM themes
are pre-loaded for SJM users of Microsoft Office 2007 and later.

Agenda templatePowerPoint template in white

Templates

ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are trademarks and service marks of St. Jude Medical, Inc. and its 
related companies. ©2008 St. Jude Medical. All Rights Reserved. 
FOR INTERNAL USE ONLY

FLYER TITLE GOES HERE AND CAN BE
ONE OR SEVERAL LINES

Flyer subhead goes next, move the position of the divider
line/rule, shown above, under the last line of the title.

Heading 1.

When using images it is 
more effective to use one 
large image than several 
small images.  Select 
photography or clip art 
carefully to create a 
professional SJM 
impression. Images can be 
re-colored to SJM green to 
compliment the green title. 
Position on the page so 
that it helps to lead the eye 
through the information.

When: 

3:00 p.m.

Tuesday, January 4
th

Where:

Barney’ on Washington 

Street

Why:

Birthday Celebration

Flyer template

Fax template
PowerPoint template in black

ATRIAL FIBRILLATION      CARDIAC RHYTHM MANAGEMENT      CARDIOVASCULAR      NEUROMODULATION

The information contained in this facsimile transmission is intended only for the use of the individual or entity named above and those properly entitled to 
access the information and may contain information that is privileged, confidential and/or exempt from disclosure under applicable law. If the reader of this 
transmission is not the intended or an authorized recipient, you are hereby notified that any unauthorized distribution, dissemination or duplication of this 
transmission is prohibited. If you have received this transmission in error, please immediately notify us by telephone or facsimile. Thank you.

Message:
Click and type Message

Name: Click and type Name From: Click and type Name

Company: Click and type Company Pages: Click and type Pages

Fax: Click and type Fax Date: 6/06/08

Phone: Click and type Phone Re: Click and type subject of fax

St. Jude Medical
Cardiac Rhythm Management Division
15900 Valley View Court
Sylmar, CA 91342-3577 USA
Tel   818 362 6822
Fax  818 364 5814

ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are trademarks and service 
marks of St. Jude Medical, Inc. and its related companies. ©2008 St. Jude Medical. All Rights Reserved. 
FOR INTERNAL USE ONLY

Dfgdfgdfgdfgdgfg
Dfgdfg
Dfgdfg
Dfg

First and Last Name
Tel 651 438 2000

Email first@sjm.com

Caption copy goes here.

Phasellus vitae nisl sit.

ATRIAL FIBRILLATION
July 2008

Issue No. XXXX

Continued inside.

Fusce pellenta neque lobortis.

Caption copy goes here. Continued inside.

Mauris adipiscing, nisl ut pulvinar 
tincidunt, sapien nisl aliquet leo, ut 
aliquet magna arcu ut libero. 
Phasellus vitae nisl sit amet lacus 
tincidunt consequat. Aliquam ornare 
lectus eu neque vehicula 
fermentum. Curabitur ultricies 
iaculis erat. Sed nisi sapien, 
consequat a, laoreet vitae, eleifend 
id, orci in neque.Tu no me lectus 
aliquam. Fusce pellentesque, 
neque et lobortis hendrerit, nulla 
sem semper libero, eget sodales 
urna leo eu nibh. Ut lacus erat, 
lacinia vehicula, lobortis sit amet, 
dolor placerat a, nulla mauris sit.

Mauris adipiscing, nisl ut pulvinar 
tincidunt, sapien nisl aliquet leo, ut 
aliquet magna arcu ut libero. 
Phasellus vitae nisl sit amet lacus 
tincidunt consequat. Aliquam ornare 
lectus eu neque vehicula 
fermentum. Curabitur ultricies 
iaculis erat. Sed nisi sapien, 
consequat a, laoreet vitae, eleifend 
id, orci in neque.  Tu no me lectus 
aliquam. Mauris adipiscing, nisl ut 
pulvinar libero.

Newsletter template
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Four levels of messaging have been developed to maintain a consistent and 
strong brand while advertising St. Jude Medical: global brand advertising, 
specialty-level advertising, campaign advertising, and product-level advertising. 
Purchase full-page, four-color ads whenever possible to maintain our  
brand image.

Global Brand Advertising

Global brand advertising reinforces 
the position of St. Jude Medical 
in the market as a global leader 
dedicated to helping physicians gain 
better patient outcomes. It carries 
the Brand Promise of focusing 
on reducing risk by putting more 
control into the hands of those who 
save and enhance lives.

Global messaging is tied to the 
brand position. It speaks to 
physicians within percutaneous, 
minimally invasive or surgical 
procedure types. The Brand 
Promise is generally used to 
communicate this message. 
It is not intended for patient 
communications.

Example: More control. Less risk. St. Jude Medical is focused on reducing risk 
by continuously finding ways to put more control into the hands of those who 
save and enhance lives.

Every second counts.
Every choice matters.
Every move deliberate.

SJMprofessional.com

ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are registered and unregistered trademarks and service marks 
of St. Jude Medical, Inc. and its related companies. ©2009 St. Jude Medical, Inc. All rights reserved.

St. Jude Medical is focused on reducing risk by continuously finding ways  
to put more control into the hands of those who save and enhance lives.

More control.
Less risk.

Specialty-Level Advertising

Specialty-level advertising 
utilizes a solutions focused 
message that speaks directly to 
the needs of specific customer 
segments. The visual, headline 
and supporting copy all work to 
support the specialty message. 
The risk reduction message 
at this level is customized for 
each specific St. Jude Medical 
customer segment.

Our Customers: CARDIAC 
SURGEONS / INTERVENTIONAL 
CARDIOLOGISTS / 
ELECTROPHYSIOLOGISTS 
/ NEUROSURGEONS / 
ANESTHESIOLOGISTS & OTHER 
PAIN SPECIALISTS / ALLIED 
HEALTH PROFESSIONALS

We speak to the values that evoke the highest level of emotional intensity for 
each specific customer segment. We tell physicians that we focus on reducing 
risk in their professional life by addressing benefits of control.

Advertising Overview

Indications for Use: Chronic, intractable pain of the trunk and limbs. Contraindications: Demand-type cardiac pacemakers, patients who are unable to operate the 
system or who fail to receive effective pain relief during trial stimulation. Warnings/Precautions: Diathermy therapy, cardioverter defibrillators, magnetic resonance 
imaging (MRI), explosive or flammable gases, theft detectors and metal screening devices, lead movement, operation of machinery and equipment, postural 
changes, pediatric use, pregnancy, and case damage. Patients who are poor surgical risks, with multiple illnesses, or with active general infections should not 
be implanted. Adverse Events: Painful stimulation, loss of pain relief, surgical risks (e.g., paralysis). Clinician’s manual must be reviewed prior to use for detailed 
disclosure. Caution: U.S. federal law restricts this device to sale and use by or on the order of a physician.

Eon Mini, ST. JUDE MEDICAL, the nine-squares symbol, and MORE CONTROL. LESS RISK. are trademarks and service marks  
of St. Jude Medical, Inc. and its related companies. ©2008 St. Jude Medical. All Rights Reserved.

sjmneuro.com

The Neuromodulation Division of St. Jude Medical is dedicated to developing medical technology that 
puts more control into the hands of those who enhance the lives of patients with chronic pain and other 
neurological disorders. To this end, we are committed to accelerating our research, patient therapy access 
and education efforts, expanding indications and providing unparalleled field support.

Delivering More Choices for  
Patient-tailored Pain Therapy.

Every choice matters.       
Every move confident.       
Every outcome critical.  
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Campaign Advertising

Campaign advertising is intended to support product-level advertising and, as 
such should be used in conjunction with a product ad. For example, an ad for 
Angio-Seal™ Evolution and an ad using the “Revolutionary” campaign could 
appear in the same publication.

Product-Level Advertising

Product-level advertising has a stronger product focus that uses key product 
attributes to sell a control benefit to the audience. The product is the hero 
of the message and carries the same visual weight as the global brand and 
specialty-level messages.

Effective positioning clearly establishes the unique value of a product in the 
mind of the buyer. Ensure that the position determined for the product is 
unique, defensible and easy to communicate.

Non-Sponsored, Partial-Page

More control.
Less risk.

St. Jude Medical is focused on reducing risk by  
continuously finding ways to put more control into  
the hands of those who save and enhance lives.

SJMprofessional.com

ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are registered  
and unregistered trademarks and service marks of St. Jude Medical, Inc. and its related companies.  
©2009 St. Jude Medical, Inc. All rights reserved. 

SJMprofessional.com

Rx Only
Brief Summary: Prior to using these devices, please review the Instructions for Use for a complete listing of indications, contraindications, warnings,  
precautions, potential adverse events, and directions for use.

Indications: St. Jude Medical Angio-Seal™ Vascular Closure Device product family, including the STS, STS Plus, and VIP platforms, is indicated for use  
in closing and reducing time to hemostasis at the femoral arterial puncture site in patients who have undergone diagnostic angiography procedures or  
interventional procedures using an 8 French or smaller procedural sheath for the 8F Angio-Seal™ device and a 6 French or smaller procedural sheath  
for the 6F Angio-Seal™ device. The Angio-Seal™ STS, STS Plus and VIP platform devices are also indicated for use to allow patients who have undergone  
diagnostic angiography to safely ambulate as soon as possible after sheath removal and device placement, as well as to allow patients who have undergone  
an interventional procedure to safely ambulate after sheath removal and device placement. Possible adverse events for vascular closure devices include,  
but are not limited to: bleeding or hematoma, AV fistula or pseudoaneurysm, infection, allergic reaction, foreign body reaction, inflammation, or edema.

Angio-Seal, ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are registered and unregistered trademarks and service marks  
of St. Jude Medical, Inc. and its related companies. ©2009 St. Jude Medical, Inc. All rights reserved.

 Anchored Placement  
for Consistent Results.
The Angio-Seal™ VIP Vascular Closure Device features a fully bioabsorbable, intra-arterial anchor 
designed to enable faster, more reliable hemostasis. The anchor ensures precise placement and 
holds fast-absorbing collagen in place to create a secure, stable seal. The Angio-Seal Device is also 
easy to deploy, promoting consistency in successful vascular closure. THIS IS VASCULAR CLOSURE.

Bioabsorbable Anchor

Angio-Seal™ VIP
Vascular Closure Device

Angio-Seal™ Evolution™   Controlled Deployment for Confident Closure in More Cases.

Sponsored, Partial-Page

More control.
Less risk. Every choice matters.

Every decision critical.
Every move calculated.

SJMprofessional.com

St. Jude Medical
is a Proud Sponsor of  
the Charlottesville Heart Gala

St. Jude Medical is focused on reducing risk by continuously finding ways 
to put more control into the hands of those who save and enhance lives.

ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are registered and unregistered trademarks and service marks of St. Jude Medical, Inc. and its related companies. ©2009 St. Jude Medical, Inc. All rights reserved. 

A strong product position that meets these criteria is critical to creating 
effective product messaging strategies. Isolating the single most compelling 
product feature is the first step in deriving a position for most St. Jude Medical 
products. Typically, a feature is compelling because of the unique advantage 
it provides the customer and/or the patient. Isolating, defining and gaining 
consensus on product positioning must be completed prior to commencement 
of downstream marketing activities. Primary product headlines will be 
formulated from the position and will form the foundation from which the brand 
promise is integrated into the messaging. Headlines clearly identify the feature 
and clearly communicate the resulting advantage.

Field Advertising

Examples of Regional/Sponsorship special-use ads. To ensure consistency, use 
only the master templates. Black and white and/or partial-page ads are used 
only when a full-page and/or 4-color ad is not an option.

Product-Level Advertising

Campaign Advertising
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The following is an example of an 
8.5 inches x 11 inches ad. Text and 
images will scale proportionally for 
other sizes.

The St. Jude Medical Family of mechanical heart valves has been the established standard for over 
30 years, but that does not mean we will ever stop innovating. The choice between intra- or supra-annular 
valves, lower profi les for implantability, and extensive research into anti-coagulation alternatives puts control 
into the hands of the physicians. Revolutionary advancement in hemodynamic performance is how we 
demonstrate our commitment to evolving the standard of mechanical heart valves, and it is what you will 
continue to see from a leader.

This is a Sample
Product Headline.

Regent, ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are registered and unregistered trademarks and service marks 
of St. Jude Medical, Inc. and its related companies. ©2009 St. Jude Medical, Inc. All rights reserved.

SJMprofessional.com

Regent,™ HP Series and Standard  
Mechanical Heart Valves

Background
Borderless
- paper color

Headline
How product features 
deliver control for 
specific specialties.
- Trajan Pro Regular
- 20–40 point size range 
- small caps
-  leading is equal to  

the larger of the two 
font sizes

-  Black type is used for 
attribute, Dark Green 
for benefit 

- left-aligned

Note: Point size is 
dependent on length of 
headline and size of ad.

Body Copy
Product description 
as it relates to  
providing more 
control.
- Trade Gothic Light 
- 10 point
- black
- left-aligned

Legal and Copyright
- Trade Gothic Light
- black
- generally 6 point
- left-aligned

Logo and Safe Area
Standard Logo 
-  Logo (excluding bounding box) should not  

be smaller than 2 in / 50.8 mm wide 
-  Refer to Grid System Overview section to determine  

proper size

Note: Always place in the lower right corner, but not true to corner.

Call to Action
Booth or Web Site
- Trade Gothic Bold No. 2 
- 12 point
- Dark Green
- left-aligned

Identifier
Product Name(s)
- Trade Gothic Light 
- 11 point
- black

Product Descriptor(s)
- Trade Gothic Bold No. 2 
- 7 point
- black 50%

Note: Placement varies 
based on product shot.

Photography
Product Photography
- Hero Shot

Advertising Examples
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Every arrhythmia patient is unique; every circumstance, a challenge. St. Jude Medical provides 

innovations in ablation therapy and cardiac rhythm management with a portfolio of devices that help 

physicians adhere to changing guidelines and meet patient needs for enhanced control. From the 

introduction of our Fortify™ ICD (DF4), Current™ Accel ICD, Unify™ CRT-D (DF4) and Promote™ Accel 

CRT-D to our latest ablation therapy products including the EnSite Velocity™ Cardiac Mapping System, 

EP-WorkMate™ Recording System, Therapy™ Cool Path™ Duo and Cool Flex™ Ablation Catheters, 

Cool Point™ Irrigation Pump, 1500T11 Cardiac Ablation Generator, Inquiry™ AFocusII™ Diagnostic 

Catheter and Agilis NxT™ Steerable Catheter, we are furthering our support of the advancement of 

electrophysiology procedures and working to promote successful outcomes for every patient.

Advancing the Practice of Electrophysiology 
with Tools to Deliver More Control.

SJMprofessional.com

Brief Summary: Prior to using these devices, please review the instructions for use for a complete listing of indications, contraindications, warnings, 
precautions, potential adverse events and directions for use.

Unless otherwise noted, ™ indicates that the name is a trademark of, or licensed to, St. Jude Medical or one of its subsidiaries. ST. JUDE MEDICAL, 
the nine-squares symbol and MORE CONTROL. LESS RISK. are registered and unregistered trademarks and service marks of St. Jude Medical, Inc. 
and its related companies. ©2010 St. Jude Medical. All rights reserved. 

Every Patient

Indications for Use: Chronic, intractable pain of the trunk and limbs. Contraindications: Demand-type cardiac pacemakers, patients who are unable to operate the 
system or who fail to receive effective pain relief during trial stimulation. Warnings/Precautions: Diathermy therapy, cardioverter defibrillators, magnetic resonance 
imaging (MRI), explosive or flammable gases, theft detectors and metal screening devices, lead movement, operation of machinery and equipment, postural 
changes, pediatric use, pregnancy, and case damage. Patients who are poor surgical risks, with multiple illnesses, or with active general infections should not 
be implanted. Adverse Events: Painful stimulation, loss of pain relief, surgical risks (e.g., paralysis). Clinician’s manual must be reviewed prior to use for detailed 
disclosure. Caution: U.S. federal law restricts this device to sale and use by or on the order of a physician.

Eon Mini, ST. JUDE MEDICAL, the nine-squares symbol, and MORE CONTROL. LESS RISK. are trademarks and service marks  
of St. Jude Medical, Inc. and its related companies. ©2008 St. Jude Medical. All Rights Reserved.

sjmneuro.com

The Neuromodulation Division of St. Jude Medical is dedicated to developing medical technology that 
puts more control into the hands of those who enhance the lives of patients with chronic pain and other 
neurological disorders. To this end, we are committed to accelerating our research, patient therapy access 
and education efforts, expanding indications and providing unparalleled field support.

Delivering More Choices for  
Patient-tailored Pain Therapy.

Remains Cool & Flexible  
Under Pressure
 
Just Like you

Introducing the Therapy™ Cool Flex™ Ablation Catheter – a breakthrough in ablation technology 
and the first fully irrigated, flexible tip catheter. Its laser cut tip electrode flexes, allowing it to conform  
to tissue, reduce force transmission and provide exceptional cooling throughout the surface of the tip.  
Now you have the perfect tool to complement your skills, one that stays cool and flexible under 
pressure, just like you.

SJMprofessional.com

Therapy, Cool Flex, ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are trademarks  
and service marks of St. Jude Medical, Inc. and its related companies. ©2010 St. Jude Medical. All Rights Reserved.  
Not commercially available in the U.S. The products referenced within are CE marked. 

Therapy™ Cool Flex™

Ablation Catheter

©2010 St. Jude Medical. All Rights Reserved. 
The ST. JUDE MEDICAL logo is a trademark of St. Jude Medical, Inc.

St. Jude Medical is focused on reducing risk by continuously 
fi nding ways to put more control into the hands of those who save lives.

More control.
Less risk.

EnSite Velocity™

Cardiac Mapping System

EP-WorkMate™

Recording System

EnSite Derexi™

Module

Synchronized, Two-way  
Exchange of Informationn
to Improve Clinical Workflow 
and Procedural Efficiencies.

The EnSite Derexi Module is designed to provide seamless communication between the 
EnSite Velocity™ System and the EP-WorkMate™ Recording System to streamline data collection 
before, during and after the procedure, link case data and improve lab efficiencies. 

To learn more about the many advantages of the EnSite Derexi Module, contact your  
St. Jude Medical representative.

EnSite Derexi, EnSite Velocity, EP-WorkMate, ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are 
trademarks and service marks of St. Jude Medical, Inc. and its related companies. ©2010 St. Jude Medical. All Rights Reserved.

Certain Moments Stand Out
Throughout History 

The Trifecta tissue heart valve is redefining the standard in cardiac surgery. The unique design allows the pericardial 
tissue leaflets to open more fully and efficiently in order to mimic a native heart valve. The Trifecta valve offers close  
to perfect performance with mean gradients in the single digits1 across all sizes – now that’s making history.

Experience Control. EACTS booth 1030. 

SJMprofessional.com

First implanted bileaflet 
mechanical heart valve

1977
C. Walton Lillehei performs 
first successful cross-circulation 
ventricular septal repair

1954
Daniel H. Williams performs
first open heart surgery

1893

Trifecta™ 
2010

1. St. Jude Medical, Trifecta 400 Late Patient Year Report at six-month follow-up, January 2010. 

Product referenced is approved for CE Mark. Not available for sale in the U.S. Devices depicted may not be available in all countries. Check with your St. Jude Medical representative for product availability in your country. 

Unless otherwise noted, ™ indicates a registered or unregistered trademark or service mark owned by, or licensed to, St. Jude Medical, Inc. or one of its subsidiaries. Trifecta, ST. JUDE MEDICAL, the nine-squares symbol  
and MORE CONTROL. LESS RISK. are registered and unregistered trademarks and service marks of St. Jude Medical, Inc. and its related companies. 

©2010 St. Jude Medical, Inc. All rights reserved.

Eon Mini™

IPG

1. See the A127 Extension Directions for Use for a list of compatible leads.
2. Data on file.
 
Indications for Use: Chronic, intractable pain of the trunk and limbs. Contraindications: Demand-type cardiac pacemakers, patients who are unable to 
operate the system or who fail to receive effective pain relief during trial stimulation. Warnings/Precautions: Diathermy therapy, cardioverter defibrillators, 
magnetic resonance imaging (MRI), explosive or flammable gases, theft detectors and metal screening devices, lead movement, operation of machinery 
and equipment, postural changes, pediatric use, pregnancy, and case damage. Patients who are poor surgical risks, with multiple illnesses, or with active 
general infections should not be implanted. Adverse Events: Painful stimulation, loss of pain relief, surgical risks (e.g., paralysis). Clinician’s manual must be 
reviewed prior to use for detailed disclosure. Caution: U.S. federal law restricts this device to sale and use by or on the order of a physician.
Not all products are approved in all countries. Please ask your local representative. 
Eon Mini is a trademark of Advanced Neuromodulation Systems, Inc. d/b/a St. Jude Medical Neuromodulation Division. ST. JUDE MEDICAL, the nine-squares 
symbol and MORE CONTROL. LESS RISK. are trademarks and service marks of St. Jude Medical, Inc. and its related companies. ©2009 St. Jude Medical. 
All rights reserved.

The Smallest, Longest-lasting IPG  
For Enhanced Patient Satisfaction.
The Eon Mini™ IPG has an approved 10-year battery life and exceptional lead and accessory options—
including an adapter that allows replacement of a competitive IPG while leaving the existing leads in place.1 
With this unparalleled longevity and choice in the world’s smallest IPG,2 physicians have more control to 
satisfy each patient’s unique therapy needs. 

sjmneuro.com 

Ther e Ar e Tissue Valves.

Then Ther e ’s Tr ifecta .

Trifecta™ Valve Coming Soon from St. Jude Medical

Product referenced is approved for CE Mark. Not available for sale in the U.S. 

Devices depicted may not be available in all countries. Check with your St. Jude Medical representative for product availability in your country.

Unless otherwise noted, ™ indicates a registered or unregistered trademark or service mark owned by, or licensed to, St. Jude Medical, Inc. or 
one of its subsidiaries. Trifecta, ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are registered and unregistered 
trademarks and service marks of St. Jude Medical, Inc. and its related companies. 

©2010 St. Jude Medical, Inc. All rights reserved.
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A product brochure is defined as a customer-facing marketing brochure that 
contains information on a single product, family of products or system. Do not 
create product brochures that do not fit one of the defined types below. 

Single-Product Brochure 

A single-product brochure traditionally is the 
main selling piece for one particular product. 
It contains messaging on the product’s 
unique value and supporting key messages. 
It primarily is used to support the selling 
process. See the Advertising Overview section 
for more information on developing content for 
product brochures.

Family Brochure

A family brochure is used to market a family 
of related products. A product family is 
defined by a common category of products 
such as ICDs, Pacemakers, Introducers or 
Heart Valves, etc. A family is NOT defined 
as a single product line with varying size 
options. The purpose of a family brochure is 
to communicate the strategic advantages of 
choice, depth and breadth of offering in a 
particular product category.

System Brochure

A system brochure is used to market a 
selection of products that are grouped 
together because, as a system, they are 
designed to complement each other’s 
functionality in order to streamline the 
efficiency of a procedure or increase the 
efficacy of a device. A system can include 
single products and product families. The 

purpose of a system brochure is to highlight the benefit of using these products 
together rather than buying individual components from various manufacturers. 

AnalyST Accel™

ICD with ST Segment Monitoring

Rechargeable & Primary Cell
Implantable Pulse Generators

Product Brochure Overview
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� Pamphlets

These materials are used to give in-depth content 
on a specific product, condition or procedure. A 
Pamphlet may also include a series of Frequently 
Asked Questions (FAQs).

The physician will choose appropriate pamphlets 
to include in the Overarching Brochure, when it is 
given to the patient, to allow for customizing to the 
patient’s particular needs.

� Clinical Trial Brochures

Clinical Trial Brochures offer 
information on the clinical 
trial opportunities and are 
supplemental to information 
the patient has already received 
regarding a condition  
and/or procedure.

For the purposes of developing patient messaging, we have identified and 
defined the following types of patient communications. 

St. Jude Medical-to-Physician-to-Patient

Details should be provided in an educational context to ensure patients are 
confident and understand the benefits of what the physician is recommending. 
This includes: Clinical trial participation, Pre- and post-procedure educational, 
Post-procedure instructional and Post-procedure compliance.

St. Jude Medical-to-Patient

There are three levels of patient messaging that have been developed to 
maintain a consistent and strong brand while educating patients about 
conditions and procedures: Overarching Brochures, Pamphlets,Clinical Trial 
Brochures and websites. Typically, these materials will provide information 
on the benefits of a particular product and/or procedure. The call to action 
for direct-to-patient marketing materials is to “ask your doctor” whether the 
suggested product/procedure is right for you. 

� Overarching Brochures

Overarching Brochures can be about a 
general condition (such as arrhythmia) 
that is treated by a set of products.

Patient Communications Overview
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Supporting Marketing Materials

Supporting marketing materials, such as a sell sheet (“slim jim”) or spec sheet, 
may be developed in addition to, or in lieu of, the product brochure. These 
are customer-facing marketing materials and contain information on a single 
product, family of products or system. Do not create supporting marketing 
materials that do not fit one of the defined types below. 

Product Sell Sheet (“slim jim”) 

A product sell sheet is used to market a single product 
on one sheet. The format may be a slim jim style for 
portability and easier reference in a clinical selling 
environment. This brochure type should leverage as 
much content as the single-product brochure in a 
smaller form. The purpose of this piece is to provide a 
very brief overview of 
the product, product 
family or system. It may 
be appropriate to use 
this format for products 
that do not warrant the 
creation of a single-
product brochure. 
Conversely, this 
format may be used 
in conjunction with a 
single product brochure 
when appropriate.

Spec Sheet 

A spec sheet is used to communicate the technical 
specifications of a product. It should not contain 
advertising headlines or other marketing copy unless 
that information helps place product features in 
context or clarifies the value of product benefits. Any 
marketing copy should be balanced and appropriate, 
without compromising the integrity of the spec 
sheet. The purpose of a spec sheet is to provide 
clinician customers with unbiased, detailed technical 
specifications for reference purposes. 

Competitive Comparison

A competitive comparison brochure is used to show 
the advantages of a St. Jude Medical product versus 
equivalent competitive products. Charts, graphs and 
tables are often helpful to clearly convey large amounts 
of technical information. Care should be taken to 
cite all competitive trademarks, studies and other 
source material (Instructions for Use, bench testing, 
etc.) to support claims included in the comparison. 
The purpose of a competitive comparison is to provide an unbiased, clear and 
accurate comparison of the differences between competitors’ products.

SPECIFICATIONS
Q �  InvisiLink™ wireless telemetry frees the clinical team during implant, and streamlines 

follow-up. InvisiLink RF telemetry uses a dedicated range of frequencies designated for 
medical devices called the MICS (Medical Implant Communications Service) frequency 
band, which helps reduce the interference seen on frequencies used by common 
household electronics.

Q � QuickOpt™ timing provides quick and effective optimization for more patients at the 
push of a button.1

 –  IEGM-based AV and V-V optimization allows optimized timing without need  
for echo-guided optimization.

 –    V-V timing optimization may help improve patient outcomes. Because not all 
patients respond to simultaneous biventricular pacing, programmable timing of  
right and left ventricular outputs helps to ensure appropriate therapy and may 
reduce the number of non-responders.2

Q � Advanced Biventricular Pacing Options include:

 –   Independently programmable RV and LV amplitude and pulse widths accommodate 
patients with different energy demands for each chamber, aiding in efficient 
maintenance of capture.

 –   Negative AV hysteresis with search promotes ventricular pacing by automatically 
reducing the AV delay when intrinsic activity is present, thereby promoting a high 
degree of ventricular pacing.

 –  Independent RV and LV threshold testing during follow-up enables you to check  
each lead independently, enabling you to determine each chamber’s pacing threshold 
and program the outputs for consistent capture and battery longevity.

Q �  Our exclusive DeFT Response™ technology tools provide more clinically proven, non-
invasive options for managing high DFTs.

 –   Programmable pulse widths allow the user to tailor the shock to the individual 
patient, making shocks more efficacious.3

 –  SVC shocking electrode can be quickly and non-invasively activated or deactivated 
with the press of a button.

 –  36 J delivered energy (model 3207-36) provides unsurpassed energy  
for defibrillation.

 –  Four programmable tilt options are available because no one tilt is optimal  
for every patient.4

 –   Together, these features may help to prevent additional surgeries.

Q �  The SenseAbility™ feature, with Decay Delay and Threshold Start, provides  
the flexibility to fine-tune sensing to individual patient needs and help  
eliminate oversensing of T waves, fractionated QRS complexes, and other  
extraneous signals.

Q �  The exclusive Morphology Discrimination plus AV Rate Branch SVT discrimination 
feature helps reduce the risk of inappropriate ICD shocks and is intended to promote 
fast, accurate diagnosis and delivery of therapy. Clinical data states that this 
combination resulted in a sensitivity of 100% with a specificity of 85%.5

Q �  VectSelect™ programmable LV pulse configuration (LV ring-RV coil, LV tip - RV coil or 
LV bipolar) may be adjusted noninvasively via the programmer.

Q �  Designed to Reduce Unnecessary Right Ventricular Pacing - The VIP® algorithm allows 
intrinsic conduction when possible and provides optimized ventricular support when 
needed.

Q �  Exclusive AF Suppression™ algorithm is clinically proven to suppress episodes of 
paroxysmal and persistent AF.

 –  Studies show a 25% decrease in symptomatic AF burden.6

Q � Our exclusive DC Fibber™ induction has a documented 95.5% success rate for  
inducing fibrillation on the first induction as compared with a 72.7% success rate  
for Shock-on-T.7

Q �  Exercise trend diagnostic provides insight into the patient’s disease state progression 
and exercise activity.

Q � There are up to 45 minutes of continuous, fully annotated stored electrograms, 
including up to 60 seconds of pre-trigger information per electrogram.

Q � Preferential EGM storage capability allows you to prioritize the way episodes are stored.

Q �   Exclusive vibratory Patient Notifier allows even patients with hearing problems to be 
alerted to a low battery, lead-related complications  and more.

Q �   Automatic Daily High Voltage Lead Test is designed to ensure optimal patient safety.

Q �  Multiple hardware and software system safeguards for added security and patient 
comfort.

Q � The capability to program multiple ATP schemes per zone has the potential to increase 
the success of ATP prior to requiring a shock.

1.  Baker, et al. “Acute Evaluation of Programmer-Guided AV/PV and VV Delay Optimization Comparing an  
IEGM Method and Echocardiogram for Cardiac Resynchronization Therapy in Heart Failure Patients and  
Dual-Chamber ICD Implants” Journal of Cardiovascular Electrophysiology, Vol. 18 No. 2, Feb. 2007.

2.  Chan, et al. Tissue Doppler guided optimization of A-V and V-V delay of biventricular pacemaker improves 
response to cardiac resynchronization therapy in heart failure patients. J Cardiac Failure 2004; 10:4 
(supplement): 572 (abstract 199).

3.  Mouchawar G, Kroll M, Val-Mejias JE et al. ICD waveform optimization: a randomized prospective, pair-sampled 
multicenter study. PACE 2000; 23 (Part II):1992-1995.

4.  Sweeney MO, Natale A, Volosin KJ, et al. Prospective randomized comparison of 50%/50% versus 65%/65% tilt 
biphasic waveform on defibrillation in humans. PACE 2001; 24:60-65.

5.  Sperzel J, Meine M et al. A new automatic update function of the morphology template used for  
SVT/VT discrimination in an ICD. Europace Supplements; Vol. 3, July 2002;A 131, #1515.

6. Summary of Safety and Effectiveness, P88086/S83 and P830015/S76; St. Jude Medical.

7.  Sharma AD, O’Neill PG, Fain E, et al. Shock on T versus DC for induction of ventricular fibrillation: a randomized 
prospective comparison. 21st Annual Scientific Session North American Society of Pacing and Electrophysiology 
(NASPE). Poster presentation published in meeting proceedings. Washington D.C., U.S.A. May 2000.

Promote™ RF
Cardiac Resynchronization Therapy Defibrillators (CRT-Ds) 
with InvisiLink™ Wireless Telemetry
MODELS 3207-30 AND 3207-36

St. Jude Medical 
QuickFlex™1

St. Jude Medical  
QuickFlex XL1

Boston Scientific  
EasyTrak® 22, 3

Boston Scientific  
Acuity™ Steerable4

Medtronic Attain® 
Bipolar OTW5

Model Number(s) 1156T 1158T 451, 4518, 4520,                 
4542, 4543, 4544 4554, 4555 4194

Size (distal) 5.0 F 5.0 F 5.4 F 5.7 F 5.4 F

Size (proximal) 5.6 F 5.6 F 6.0 F 6.0 F 6.0 F

Electrode spacing 20 mm 20 mm 11 mm 8 mm 11 mm

Venous approach OTW or  
stylet-driven

OTW or  
stylet-driven OTW only OTW or 

stylet-driven
OTW or 

stylet-driven

Fixation means Distal S-shape Distal S-shape Tines (2) Distal J-shape Canted tip

St. Jude Medical 
QuickFlex™1

Boston Scientific  
Acuity™ Steerable4

Medtronic Attain® 
Bipolar OTW5

Model Number(s) 1156T 4554, 4555 4194

Size (distal) 5.0 F 5.7 F 5.4 F

Size (proximal) 5.6 F 6.0 F 6.0 F

Electrode spacing 20 mm 8 mm 11 mm

LV Leads Competitive Overview
Oreraestrud modio et, quam, quatum quatum quis adigna conum veniam in ullaortinim irit ercipsu stisci 
bla conum ad mod tat. It venim del essequat. Rat lor sis augait, ver iliquipsum dolore digna cor iril delis do 
od euisciliquis alis dolese molor. Lore venit auguerit aci tisisis cillaore do dunt duis ex eugait la conullam 
ipsum duis adio eu facilis erate vulputat iniamcon ex elis nulput luptat. Pit landiam eum quat amcon ero 
etuerat, con utatuer sum volut.

Comparison Chart Title

Comparison Chart Title

Product Name™

Descriptor

Product Name™

Descriptor

Product Feature
Oreraestrud modio et, quam, quatum quatum quis adigna conum veniam in ullaortinim irit ercipsu stisci 
bla conum ad mod tat. It venim del essequat. Rat lor sis augait, ver iliquipsum dolore digna cor iril delis do 
od euisciliquis alis dolese molor. Lore venit auguerit aci tisisis cillaore do dunt duis ex eugait la conullam 
ipsum duis adio eu facilis erate vulputat iniamcon ex elis nulput luptat. Pit landiam eum quat amcon ero 
etuerat, con utatuer sum volut.

ENGINEERED FOR EXCELLENT PERFORMANCE

Lubricious Hydrophilic Coating
Q Provides smooth access through challenging anatomy.

Nitinol Core
Q �Resists kinking while maintaining flexibility and 

durability for navigation through tortuous vasculature.   

Wide Variety of Sizes
Q  Provides options that meet virtually any  

procedural need. 
 – Sub-bullet example 
 – Sub-bullet example

Optional Torque Device
Q  Enhances steerability by aiding directional control  

of guidewire during use.

Polymer Jacket
Q  Radiopacity provides excellent visualization  

during procedure. 

DESIGNED TO ACCOMMODATE ALMOST ANY NEED

Long Taper Core
Q  Enhances maneuverability and increases flexibility for 

minimizing vessel damage.

Q Facilitates distal vessel selection.

Standard and Stiff Shaft
Q  Additional support promotes greater stability and pushability, 

facilitating procedural device advancement and more efficient 
guidewire placement.

Vivamus congue, turpis ut volutpat elementum, justo odio tempor massa, sed  
hendrerit dui risus id tortor. Nam congue.

Better Steerability  
for Greater Control.
HydroSteer™ Guidewires feature a very lubricious hydrophilic coating over a nitinol wire to reduce friction  
and enhance navigation through difficult vasculature. 

St. Jude Medical HydroSteer™ Guidewires offer unmatched steerability for  
improved maneuverability through tortuous vessels.

ENGINEERED FOR 
EXCELLENT PERFORMANCE

Lubricious Hydrophilic Coating
��Provides smooth access through challenging anatomy.

Nitinol Core
��Resists kinking while maintaining flexibility and 
durability for navigation through tortuous vasculature.   

Wide Variety of Sizes
��Provides options that meet virtually any  
procedural need.

Optional Torque Device
��Enhances steerability by aiding directional control  
of guidewire during use.

Polymer Jacket
��Radiopacity provides excellent visualization  
during procedure. 

DESIGNED TO ACCOMMODATE 
ALMOST ANY NEED

Long Taper Core
��Enhances maneuverability and increases flexibility for 
minimizing vessel damage.

��Facilitates distal vessel selection.

Standard and Stiff Shaft
��Additional support promotes greater stability and 
pushability, facilitating procedural device advancement 
and more efficient guidewire placement.

HydroSteer™

Hydrophilic Guidewire

Angled Tip

“J” Tip

Straight Tip

HydroSteer™

 Hydrophilic Guidewire

Better Steerability  
for Greater Control.
HydroSteer™ Guidewires feature a lubricious 
hydrophilic coating over a nitinol wire to reduce 
friction and enhance navigation through difficult 
vasculature. 

Angled Tip

“J” Tip

Straight Tip
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White Paper - Size, proportion and 
placement relationships for all white 
papers should be based on the 
following example. Grid system is 
based on the 1/10 rule. Produce white 
papers in Letter or A4 size.

Proposal - Cover pages should mimic 
the following setup. Fonts used to 
create a cover page must be brand 
fonts. The Logo should always be in the 
upper left corner and the information 
should be slightly above center. Exact 
placement is not required since the 
page content varies.

Product Manuals - These nonmarketing 
collateral pieces can be getting 
started manuals, user manuals, etc. 
This format is to be used for product 
manuals longer than two pages. 
Produce in black and percentages of 
black ink on white paper. Include a 
table of contents and an index. This 
format must be produced as Letter or 
A4 size, bound on the side or unbound 
or stapled.

Product Catalog - Follow this format 
to ensure a consistent customer 
experience across product offered from 
all divisions.

Angio-Seal™  VIP
Vascular Closure Device

Vascular Access Site Angiography
Considerations for Arteriotomy Closure with the Angio-Seal™  Vascular Closure Device 
 
 
Mich ael R. Jo nes MD , FACC 
and Ri ck R. McClure MD , FACC

SJMprofessional.com

Rx Only
Brief Summar y:  Please review the In structions for Us e prior to using these devices for a complete listing of indications, contraindications, warnings,  precautions, potential 
adverse events, an d directions for us e. 

ST. JU DE ME DICAL,  the nine-squares symbol and MORE CONTR OL. LE SS  R ISK . are re gistered and unregistered trademarks an d service marks of St. Ju de Medical, In c.  
and its re lated companies.  ©2 00 9 St. Ju de Medical, In c. All rights reserved.

St. Jude Medical is focused on reducing risk by 
continuously !nding ways to put more control into 
the hands of those who save and enhance lives.

ATRI AL FI BR ILLATION CARD IAC RH YTHM MANAGEMENT CARD IOVASC UL AR NEUR OMODUL ATION

Global He adquarters
One St. Ju de Medical Drive
St. Paul, Minn esota 55117
US A
+1 651 75 6 2 000
+1 651 75 6 3310 Fa x

Cardiac Rh ythm 
Management Division  
1590 0 Vall ey View Court 
Sylmar, California 91342 
US A
+1 818 362 68 22 
+1 818 36 4 5814 Fa x

St . Ju de Medical Japan Co., Lt d.  
3-1-30, Mi nami-Aoyama 
Minato-ku
Tokyo 107 00 62
Japan
+81 3 3423 6450 
+81 3 34 02 55 86 Fax

St . Ju de Medical AB
Veddestavägen 19
175 84 Jä rfälla
Sweden
+46 8 474 40 00
+46 8 76 0 95 42 Fa x

S JMprofessional.com

R x Only
B rief S ummary: Please review the In structions for Us e prior to using these devices for a complete listing of indications, contraindications, warnings, precaut
adverse events, an d directions for us e. 

ST.  JU DE ME DICAL, the nine-squares symbol and MORE  CONT R OL.  LESS  RI SK.  are re gistered and unregistered trademarks an d service marks of St. Ju de 
and its re lated companies.  ©2 00 9 St. Ju de Medical, In c. All rights reserved.

St. Jude Medical is focused on reducing risk byy
continuously !nding ways to put more control into
the hands of those who save and enhancee livvess.

ATRI AL FIB RI LL ATION CARD IAC R HYTHM MANAGEMEN T CARD IOVASC ULAR NEUR OMODULATI ON

Global Headquar ters
One St. Ju de Medical Drive
St. Paul, Minn esota 55117
US A
+1 651 75 6 2000
+1 651 75 6 3310 Fa x

Cardiac Rh ythm
Management Division 
1590 0 Valley View Court
Sylmar, California 91342 
US A
+1 818 362 68 22 
+1 818 36 4 5814 Fa x

S t.  Ju de Medical Ja pan Co., Ltd.  
3-1-30, Mi nami-Aoyama 
Minato-ku
Tokyo 107 00 62
Japan
+81 3 3423 645 0
+81 3 34 02 55 86 Fax

S t.  Ju de Medic al AB
Veddestavägen 19
175 84 Jä rfälla
Sweden
+46 8 474 40 00
+46 8 760 95 42 Fa x

Product Name™

Model Number (s)

Description item 1
Description item 2
Description item 3
Description item 4

Product Manual

Cardiac Surgery
International Product Catalog
April 2010
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Product Messaging

Best for media that has a longer visual impression.

Components should include:
� Product Photography 

� Background can be white, Warm Gray or Rich Black

� Product headline, focused on the key product benefits

� Product name and descriptor in upper left corner

� 3-color Logo

There are two categories of creative representation during congresses  
and conventions. 

Global and Specialty Brand Messaging

This level of messaging relates to our focus on reducing risk in the context of 
each specialty and the unique elements of control required to ensure successful  
patient outcomes.

Components should include:
� Full-bleed Procedural Photography

� 3-color Logo

Controlled  
       Conformance 
  For Confident 
      Closure.

PremereTM

PFO Closure System

ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are trademarks and service marks 
of St. Jude Medical, Inc. and its related companies. ©2008 St. Jude Medical. All Rights Reserved.

ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are trademarks and service marks of  
St. Jude Medical, Inc. and its related companies. ©2008 St. Jude Medical. All rights reserved.

St. Jude Medical is focused on reducing risk by 
continuously finding ways to put more control into 
the hands of those who save and enhance lives.

Experience Control. AATS booth 1013. 

SJMprofessional.com

Trade Show - Inside the Venue

Promote® RF  
CRT-D

Current® RF  
ICD

 S, C 
   C 
O T 
      D.

ST. JUDE MEDICAL, the nine-squares symbol and MORE CONTROL. LESS RISK. are trademarks and service marks of 
St. Jude Medical, Inc. and its related companies. ©2008 St. Jude Medical. All Rights Reserved.
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Outside of the booth, there are two categories of creative representation 
during congresses and conventions. The delivery device and length of visual 
impression will influence which execution is used.

Brand Theme Messaging

Best for media that has short viewing time.

Components should include:
� White background

� Theme Line as headline

� Call to Action

� Color Logo

Trade Show - Outside the Venue

Global Brand Messaging

Best for media that has a longer viewing time.

Components should include:
�  Full-bleed Procedural Photography 

� Theme Line as headline

� Global Brand Promise Statement (if needed)

� Call to Action

� Color Logo
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Use the following rules for packaging design to maintain consistency.

Logo Size and Placement

�  The Logo must appear on at least three panels of every package; one side, 
one end and the top. A mix of logos on labels and package may satisfy this 
requirement. The Logo must also be oriented to the horizontal proportion of 
the panel when packaging is oblong (Figure 1).

�  The Logo should always follow brand standards and be located in the lower 
right quadrant of any box panel, never centered horizontally on any panel. 

�  If the panel is small vertically, the Logo can be aligned in the center vertically, 
but must be right-aligned horizontally, making sure there are equal margins on 
top, bottom and right sides (Figure 3). 

�  When placing the Logo, a recommended distance of 1.5 times the size of the 
nine-squares symbol, on both the bottom and the right side, should be used 
to align the Logo to the corner of the panel. 

�  If size restrictions do not allow for 1.5 times the nine-squares symbol, use a 
rule of 2/3 of the symbol. 

�  Bottom margin for the end panel should be the same as the bottom margin of 
the adjacent side panel (Figure 2).

�  Space permitting, the Logo should not be smaller than 2 inches wide, nor 
greater than 6 inches wide.

�  Use consistent Logo sizing between product packages that have similar 
proportions. 

� Fonts currently used for product labels may still be used.

�  Product names should be placed on packaging labels only and never on the 
package.

�  An optional color band may be used. Color band must be consistent across 
the product group if used (Figure 4).

Figure 3

Figure 2

Figure 4

Figure 1

Top

End Side

Side

Side

Product Packaging Guidelines
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Primary Palette Utility Colors

Dark Purple
PMS® 2623 C

C = 62
M = 86
Y = 30
K = 13

Hex = 703F6F

Burnt Yellow
PMS® 124 C

C = 15
M = 36
Y = 100
K = 0

Hex = DBA428

Dark Red
PMS® 1815 C

C = 28
M = 90
Y = 98
K = 27

Hex =913120

Dark Gray
PMS® 431 C

C = 0
M = 0
Y = 0
K = 67

Hex = 737477

Dark Green
PMS® 3298 C

C = 100
M = 0
Y = 60
K = 30

Hex = 00816C

Light Green
PMS® 3268 C

C = 90
M = 0
Y = 49
K = 0

Hex = 00AF9E

Warm Gray
PMS® WG 2 C

C = 0
M = 2
Y = 5
K = 9

Hex = E9E3DB

Blue
PMS® 285 C

C = 89
M = 43
Y = 0
K = 0

Hex = 007DC3

Packaging Palette
The following colors represent the St. Jude Medical practice and industry 
standards for identifying individual products or SKUs within a product line. Do 
not use a Packaging Color for design elements other than the identifier.

Red
PMS® 186 C

C = 0
M = 100
Y = 81
K = 4

Hex = E31937

Light Green
PMS® 3268 C

C = 90
M = 0
Y = 49
K = 0

Hex = 00816C

Orange
PMS® 166 C

C = 0
M = 64
Y = 100
K = 0

Hex = F47B20

Brown
PMS® 4635 C

C = 0
M = 48
Y = 96
K = 44

Hex = 9C5F0E

Tan
PMS® 467 C

C = 12
M = 22
Y = 43
K = 0

Hex = E0C398

Gray
PMS® CG 8 C

C = 0
M = 1
Y = 0
K = 43

Hex = A1A0A4

Black/Rich Black
Black C

C = 0/35
M = 0/35
Y = 0/35
K = 100/100

Hex = 231F20

Product Packaging Colors

Packaging and labels may need an identifiable color to help differentiate 
between the rest of the product family/line.

Sometimes the distinguishing color must follow the industry standard for colors. 
All colors should come from either the St. Jude Medical primary, utility or 
packaging palettes, unless specific shades have already been chosen by the 
industry. Sometimes combining the industry colors with colors from the  
St. Jude Medical palettes make the most cohesive palette for the family/line.

Packaging and labels should primarily use two colors: black and the 
distinguishing color. Do not use the distinguishing color for design elements 
other than the identifier.

Be conscious of using the St. Jude Medical Dark Green as a distinguishing 
color. It may look more like the product is branded rather than being part of a 
family of differentiating colors.
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The following information will ensure that we have files that everyone can use 
efficiently. Consult your printer for additional details on the file setup.

File Setup

Create digital files with the Adobe® Creative Suite® applications (current version 
is CS5):

� Adobe InDesign®

� Adobe Illustrator®

� Adobe Photoshop®

� Adobe Acrobat®

Files can be created on the Macintosh® or Windows® platform, as long as 
all associated links and (preferably OpenType) fonts are supplied. Do not 
create page layouts in Microsoft® Word®, PowerPoint® or any other Microsoft 
application unless the final material is meant to be used in one of 
 those applications.

Consult your printer for details on file setup. The following provide general rules 
of best practice.

InDesign (page layouts, including one-page layouts) 

� InDesign is St. Jude Medical’s standard; all other page layout applications  
 are not 
    recommended. 
� Images used should be linked; vector artwork should not be pasted into  
 InDesign.

� Use the package function of InDesign to collect all linked assets and fonts. 

� Save templates in an earlier version of CS—this will allow people with later  
 or earlier versions of CS to open the files.

Print Production Guidelines

Illustrator (illustration/vector drawings, charts, etc.)  

� Save artwork in native (.ai) format.

� EPS files may be created when requested by vendor. 

� Avoid creating page layouts in Illustrator.

� When sending files to vendor, ensure all font files are included.

Photoshop (raster art in (.psd), TIFF or JPEG formats) 

� When layers are used, always request layered source files without flattening. 

� JPEG art should be saved with highest quality and lowest compression.

Final Art Files 

For international projects, always include a low-res pdf for the client and a high-
res pdf for the vendor of the final art.

Always include file extensions in the filename, and do not use slashes ( / ) or 
other characters that are not cross-platform compatible.

High-Resolution Images 

All raster art must be CMYK and at least 300 ppi (pixels per inch) at 100% 
size, unless intended for Web use only. Consult your printer for specs on 
oversized media; it typically needs to be built to scale.

Low-Resolution Images 

Web-only art and Microsoft program art must be saved as RGB, 72 ppi, set to 
the correct final dimension. If the dimension is not provided, please make sure 
the images you send us are 150 ppi or higher.

Save logos/artwork for Microsoft applications, such as Word and PowerPoint, as 
PNG files.
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File Sharing

Files can be shared through CD, DVD and FTP server or via email for smaller files. 

Fonts

Use only corporate fonts, as stated in the Fonts section, and package the fonts 
used when delivering the final artwork.

Trademarks

Use complete product names with associated trademarks, and include a 
superscripted TM on the trailing shoulder of the first appearance of each 
trademark. The associated TM symbol may be omitted from subsequent 
appearances of the complete product name in the same piece.

When citing a brand that is not owned by St. Jude Medical, include the TM 
symbol using the guidelines above.

All trademarks should be cited in the legal section of the materials. 

Always superscript the TM symbol, as well as similar legal marks.

Color Converting

The CMYK, RGB and HSB colors listed in the color palette are not direct 
conversions of the PANTONE® colors. For a more exact match, each breakout 
has been modified. To maintain color consistency, it is imperative to use the 
colors stated in the Color Palette section rather than convert a PANTONE® or 
switch color modes.

Use the Master Logo Art; Logos have been designed for each color mode to 
ensure consistency.

Localization (translation)

When preparing files, please have localization (translation) in mind.

Do not integrate any text into images, but use a legend or callouts instead.

Do not convert text to outline, as the text needs to be edited for translation.

In the English source file, provide space for expansion to accommodate target 
languages (typical expansion is around 20% to 50% from English source 
language to various target languages).

Working in layers is preferable: nontranslatable elements on a background 
layer, translatable text on an additional layer. Some background images and 
background elements may also move between one language and another (due to 
the expansion factor in translation).

Avoid the use of unnecessary tabs, paragraph markers or other layout 
characters in the text, as these layout tags sometimes may conflict with the 
translation memory.

Suggested Product Collateral - Paper 

Collateral Cover Stock - Primary 
Centura Dull, 100# Cover

Collateral Cover Stock - Secondary 
Centura Dull, 80# Cover

If these suggested papers are not available in your area please substitute papers of a similar quality 

and brightness.
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The St. Jude Medical brand colors can be used in conjunction with the 
approved utility colors. Gradients may be used to enhance the look of each 
portion of the chart or graph. Charts and graphs for printed materials must use 
the CMYK values; use RGB values only for PowerPoint and Web.

Duo-Tone Gradients for Charts and Graphs

The following are examples of recommended gradients, but combinations are 
not limited to these. Gradients should be subtle, created with two similar colors 
or one color that fades to the background color.

Dark Green 100% Light Green 100%

C = 100
M = 0
Y = 60
K = 30

C = 90
M = 0
Y = 49
K = 0

Dark Purple 100% Light Purple

C = 62
M = 86
Y = 30
K = 13

C = 58
M = 74
Y = 20
K = 0

Dark Gray with Black Dark Gray 100%

C = 0
M = 0
Y = 0
K = 82

C = 0
M = 0
Y = 0
K = 67

Warm Gray with Black Warm Gray 85%

C = 0
M = 2
Y = 5
K = 24

C = 0
M = 2
Y = 5
K = 9

Burnt Yellow with Black Burnt Yellow 75%

C = 15
M = 36
Y = 100
K = 8

C = 15
M = 36
Y = 100
K = 0

Dark Red 100% Light Red

C = 28
M = 90
Y = 98
K = 27

C = 28
M = 90
Y = 98
K = 7

Utility Colors for Charts and Graphs

To be used when additional colors are needed for charts and graphs. This 
palette is to be used in conjunction with the brand colors.

Brand Colors for Charts and Graphs

Light Green cannot be used alone on a white background, but can be paired 
with Dark Green to make a gradient. Dark Green cannot be used alone a black 
background, but can be paired with Light Green to make a gradient.

Dark Gray
PMS® 431 C

R = 95
G = 106
B = 114
Hex = 737477

Dark Green
PMS® 3298 C

R = 0
G = 108
B = 86
Hex = 00816C

Light Green
PMS® 3268 C

R = 0
G = 175
B = 158
Hex = 00AF9E

Warm Gray
PMS® WG 2 C

R = 233
G = 227
B = 219
Hex = E9E3DB

Dark Purple
PMS® 2623 C

R = 111
G = 63
B = 111
Hex = 703F6F

Burnt Yellow
PMS® 124 C

R = 219
G = 163
B = 28
Hex = DBA428

Dark Red
PMS® 1815 C

R = 146
G = 48
B = 30
Hex =913120

Charts and Graphs - colors

Note: Use the 
recommended tints 
(percentages) and 
shades (see Color 
Palette section) of these 
colors in cases where 
there are more items 
to be presented on the 
chart or graph.

Note: Use different tints 
(percentages) of these colors in 
cases where there are more items to 
be presented on the chart or graph.
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The following examples represent how charts and graphs should look in 
customer-facing materials. Competitive companies should never be represented 
with the Dark Green or Light Green.

All Brand Colors

These charts and graphs use colors from only the St. Jude Medical brand 
palette and their recommended tints and shades.

Brand Colors with Utility Colors

These charts and graphs use colors from the St. Jude Medical brand palette 
and the defined utility colors. Utility colors may not be used alone, only in 
conjunction with the St. Jude Medical brand palette.
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&DWHJRU\�� &DWHJRU\�� &DWHJRU\�� &DWHJRU\��

6HULHV��
6HULHV��
6HULHV��
6HULHV��
6HULHV��

�VW�4WU
�QG�4WU
�UG�4WU
�WK�4WU
�WK�4WU
�WK�4WU

0% 20% 40% 60% 80% 100%

Company A (20 yrs)   Ages>65<75 86.6%

81.5%

71.8%

73.0%Company D (20 yrs)   Ages≥65 yrs

Company C (20 yrs)   Ages≥65 yrs

Company B (20 yrs)   Ages≥65 yrs

St. Jude Medical Regent™

ATS Open Pivot® AP™

On-X®

CarboMedics Top Hat™

2.0

1.5

1.0

0.5

In-Vivo Effective Orifice Area (cm2)

19 mm

1.4
1.5

0.9

1.7

0.0

Title A B C D

2QH ; ; ; ;

7ZR ; ; ; ;

7KUHH ; ; ; ;

)RXU ; ; ; ;

)LYH ; ; ; ;

6L[ ; ; ; ;

Total X X X X

Charts and Graphs - Examples

Title A B C D

2QH ; ; ; ;

7ZR ; ; ; ;

7KUHH ; ; ; ;

)RXU ; ; ; ;

)LYH ; ; ; ;

6L[ ; ; ; ;

Total X X X X
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Global Headquarters
One St. Jude Medical Drive
St. Paul, Minnesota 55117
USA
+1 651 756 2000
+1 651 756 4310 Fax

Cardiac Rhythm 
Management Division 
15900 Valley View Court 
Sylmar, California 91342 
USA
+1 818 362 6822 
+1 818 364 5814 Fax

St. Jude Medical Japan Co., Ltd. 
Shiodome City Center 15F
1-5-2, Higashi-Shinbashi 
Minato-ku
Tokyo 105-7115
Japan
+81 3 3423 6450 
+81 3 3402 5586 Fax

St. Jude Medical AB
Veddestavägen 19
175 84 Järfälla
Sweden
+46 8 474 40 00
+46 8 760 95 42 Fax

The following represents how address blocks in the footer should be shown. 
Footer address blocks should contain at least the global headquarters, 
division, manufacturing facility and local sales office addresses. List additional 
addresses as appropriate to the piece.

U.S. Addresses

United States addresses begin with the division/legal entity, rather than 
beginning with "St. Jude Medical." This is because each U.S. division has 
an address distinct from St. Jude Medical headquarters. Do not include the 
corporate name in divisional address blocks. The division/legal entity should be 
in bold.

All Footer Addresses
-  Trade Gothic Bold No. 2 for first line (division/legal entity)
-  Trade Gothic Light for remaining lines
- 6 point
- black
- left-aligned
-  tight spacing between columns

U.S. Addresses International Addresses

US Division 
6300 Bee Cave Road
Building Two, Suite 100
Austin, Texas 78746 
USA
+1 512 732 7400 
+1 512 732 2418 Fax

St. Jude Medical International Division 
One Lillehei Plaza
St. Paul, Minnesota 55117 
USA
+1 651 756 2000 
+1 651 756 2291 Fax

International Addresses

International addresses use "St. Jude Medical" since the corporate and division 
offices are often co-located. The line that begins with St. Jude Medical should  
be in bold.

Footer Address Blocks
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Master Logo Art is available on our intranet. Do not attempt to recreate the 
St. Jude Medical Logo or any of its three key elements (Symbol, Logotype and 
Theme Line). Use of alternate fonts, color and any arrangement modifications 

Incorrect Logo for the background color chosen, not 
enough contrast

Use of the symbol as 
design element is not 
allowed

Creating a pattern with the Logo or any other object is 
not allowed

Address text infringes upon Logo’s safe area (a bounding box marks this)

Global Headquarters One Lillehei Plaza St. Paul, Minnesota 55117 USA

Use of center square’s angle as 
design element is not allowed

Text or objects  

 should not mimic  

 this angle

Using the Logo in place of writing out St. Jude Medical is not allowed

Do not use
  

in a sentence.

Distorting the Logo (squishing / stretching) is not allowed

Placing the Logo on a busy background is not allowed

Reversing colors / modifying the Logo is not allowed

Logo Misuse

is prohibited. Below are a few examples of what not to do with the Logo. For 
proper use of the Logo, please refer to the Logo section.
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more control.
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Less Risk.



www.sjm.com
SJMprofessional.com
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