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Aspire Health Alliance

● Non-profit, state-designated 
behavioral health services

● Treatment and programs from 
Boston, throughout the South 
Shore, and Southeastern 
Massachusetts

● Formerly known as South Shore 
Mental Health

Who?
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Aspire Health Alliance

● Personal connection
● Identity has room to improve
● Exercise in logo creation and 

branding for portfolio
● Better branding = More exposure = 

Expanded services to community

Why?

5



Objectives

● Modernize logo and wordmark
● Create system of graphic and 

branding standards
● Clarify communication of goals 

and services visually
● Develop typographic system and 

unify content across platforms

Improve
● Themes and tones of current 

writing and imagery
● Appropriate messages for 

current brand and industry

Maintain
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Audience

Aspire Health 
Alliance

Mental Health 
Community

Service 
Awareness

Job Recruiters and Future Employers
Rounding out my portfolio and demonstrating 
fundamental and advanced knowledge of branding

Practically useful to expand influence among 
communities and broaden scope of services
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Tone and Personality

Mission
We are making emotional well-being 
essential to overall health and building 
a supportive community for all 
through effective, integrated care that 
is tailored to the way you live.

Who We Are
● Proactive
● Coordinated
● Trust
● Community
● Hopeful
● Excellence
● Innovative
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https://www.aspirehcs.org/about/


Ideation and Production
● Brainstorming
● Execution of a variety of media

Challenges and Concerns

Consistent/Appropriate Brand Identity
● Wide range of circumstances and services
● Research of mission and history
● Accessibility
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Success Criteria

● Visual Improvement (Does it look better?)
● Clear Communication (Does it represent Aspire accurately and effectively?)
● Collective Unity (Can users identify Aspire through its branding?)
● Reasonable Direction (Can workers follow brand guidelines?)
● Professional Presentation (Is the work mature in its design?)
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● Bring in line with other mental 
health associations

● Modern logo and branding
● Exercise in print and digital media
● Adaptation to needs and critiques
● Pitching and explaining 

design-decisions

Context

Design
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Case Studies
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● Rainbow colors
○ Inclusivity
○ Diversity

● Text cadence
○ Name split between “aspire” and “health 

alliance”
● Memorability

○ Simple
○ “a” is clear reminder of “aspire” 

Purposeful Design

Aspire Health Alliance +
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Aspire Health Alliance -

● Colors not cohesive
○ Rainbow is uninspired
○ Clashes between use of orange and gray

● Little creativity
○ Logo is just the “a” from wordmark
○ Slight slice with little meaning within mark

● Poor typography
○ Odd spacing under “aspire” and between 

“health alliance”
○ Right aligned tagline hard to read

Outdated

14



Aspire Health 2026 +  
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● Simple, easy to remember
● Legible, succinct
● Better usage of graphics and 

iconography
● Sensible typesetting

Modern

● In the midst of the capstone, Aspire 
Health Alliance had a major rebrand
○ New Website: aspirehcs.org 
○ New Logo
○ New Shortened Name: Aspire Health

Rebrand

http://aspirehcs.org


Aspire Health 2026 -

● Text treatment of subtitle did 
not have as much care as 
main wordmark

● Cliche symbol of simplified 
figure and simplification

● Odd balance
○ “A” barely outweighs the 

rightside of the logomark

Taste

16



● Sans-serif and all cap wordmark 
with star/cursor-like icon
○ Icon can be freestanding

● Slight weight bias to right
● Typographic elements sized 

differently based on hierarchy
○ Aligned thoughtfully to “Trevor”

● Completely monocolored

Formal  Analysis

The Trevor Project
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Organization focused on ending 
suicide among young LGBTQ

The Trevor Project +

● Vibrance and optimism
● Importance of the individual
● Progress toward a lofty goal

Star Mark Icon

● Font sizes aligned and balanced
● Secondary Logo

Varied Typography
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Freestanding

The Trevor Project +

Versatile
● Color
● White Knockout
● Black
● Icon
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No link to mission 
without context

Mission:
To end suicide among lesbian, 
gay, bisexual, transgender, 
queer & questioning (LBTQ)     
young people

The Trevor Project -

Type feels unorganized, 
need for secondary logo
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● Sans-serif typography with bold 
emphasis and all cap tagline for 
specific services

● Color in type used purposefully
● Simple yet creative logo integrating 

initials and humanity
○ Logo can stand alone

● Easily centered

UMass Memorial Health

Formal  Analysis
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UMass Memorial Health +

Formerly “UMass 
Memorial Health Care”
● Services outside of solely health care
● Prevent illness, maintain health, 

benefit all aspects of life

Effective Logomark
● Fits inside a square
● Readable at all sizes
● Reference to “U” and “M”

○ Color association strong
● Clever use of circlular “head” 

person iconography
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UMass Memorial Health +

Simple Type and Icon
● Applicable to other branches
● Adjusted to better match services
● Good use of negative space

Display of Services
● Health sector and specifications
● Association with Massachusetts as 

an in-state organization
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UMass Memorial Health +

Uninspired Logo Variants
● House is overly literal in comparison
● Shooting star lacks precision

Human Head Dot Cliches
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Department of HHS

Formal  Analysis
● Serif all cap in circular orientation
● Focus of bald-eagle graphic that 

utilizes negative space for faces
○ Thick stroke compared to thin serif text
○ Breaks through container into outer text

● Badge-like sewn pattern
○ Striped pattern within graphic

● Only two colors, one if the graphic is 
used alone



National department that sets 
guidelines for private healthcare 
systems and services.
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Department of HHS +

Creative, Complex
● U.S. imagery with eagle and stripes
● Collection of human profiles
● Artistic use of negative space

Badge-like
● Fits government association
● Art represented as icon or vector
● Flexible placement of imagery
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Department of HHS -

Disconnect of Image and Type
● Stroke weights clash
● Fully circular type orientation can be 

hard to read
○ Tracking and kerning suffer

● Dotted line border inconsistent with 
straight line inner border

● Visual elements appear too close or far 
from others
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Mental Health is Health

Formal Analysis
● Sans-serif typography excellently 

aligned horizontally and vertically
○ Kerning on individual letters great

● Minimal design with subtle 
logomark under “is”

● Memorable tagline with meaning
● Refers to an initiative rather than a 

company or corporate entity



www.mentalhealthishealth.us

An MTV Entertainment Studios 
initiative normalizing the discussion 
and association of mental health with 
physical health.
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Mental Health is Health +

Strong Typography
● Kerning and alignment of letters is 

neat, geometric, straightforward

Simple Logomark
● The two underlines under “is”

○ For emphasis
○ An “equals” sign

● Controlled flow when reading

http://www.mentalhealthishealth.us
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Mental Health is Health +

Clean Web Design
● Abstract shapes express 

feelings or frame images
● Minimalistic animation
● Navigation is fluid, organized, 

and responsive
● Deeply extensive web page 

hierarchy that rewards 
interacting with the website
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Mental Health is Health -

Generic Branding
● Minimalistic web design and 

wordmark, little brand definition
● Identical wordings and links

Web Optimization
● Cut-off text
● Fullscreen window makes 

elements feel too large
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Cash App Graphic Standards

Modern
● Accessed through web
● Motion Design and Interactivity

Organized and Clear
● Concise and easy navigation
● Relevant images and examples
● Reasoning for design decisions
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Cash App Graphic Standards

Identity Interweaved
● No dedicated pages for Identity, 

Audience, Mission, etc.
● Identity explained within design 

choices through text and image
● Exceptions made for expression 

and stylized art
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Herman Miller Graphic Standards

Extensive Brand Identity
● Dedicated to explaining traits goals, 

activities, voice, importance

Comprehensive Coverage
● Clear examples of dos and don’ts
● References design principles

○ Composition
○ Space
○ Typesetting
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Herman Miller Graphic Standards

Open-Ended Design
● Variety of photographic subjects
● Many approved colors for graphics

Authenticity
● Rejection of artificial imagery
● Real, approved designs



Ideation/Sketches

36



37

Word Web

Brand Vocabulary
● Begin from “Aspire”
● Words pulled from official sources
● Repeated ideas and feelings 

indicate strong relationships

No Visuals or Imagery
● Focus on emotions and messaging
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Visual Ideation

Aspire’s Identity
● Mission Statement, Vision, 

Values, and Who We Are from 
website (2016)

Most Important Ideas
● Subcategories and imagery
● Symbolism or associations
● Note repeating symbols
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Visual Ideation Cont.
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Sketching Series #1

Visual Combinations
● Developing clever and unique ideas
● Sun, House, and Cape felt like 

strong ideas

No commitment
● None feel final or close to final
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Sketching Series #2

Experimentation 
with Old and New
● Stronger compositions
● Sun, Cape, and Houses preferred

Moving into Final Stages
● a + Sun + Rainbow
● Cape + Wings
● Initials + Houses
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Sketching Series #3

Commitment and 
Further Exploration

Moving into Final Stages
● a + Sun + Rainbow
● Cape + Wings
● Initials + Houses

● Strongly committed to 
Sun/Rainbows, Capes, and Houses
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Speed Critique

Feedback
● Narrowed down to 6 comps
● Checks indicate most visually 

appealing and representative 
of a healthcare brand
○ Aspire Health Alliance
○ Mission: Behavioral Health Care 

for mental health and 
rehabilitation

○ Accessible, inclusive, responsive 
to community needs
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Speed Critique

Specific Feedback
● Sketch #1

○ Amazon likeness
○ Gas Station likeness (BP?)

● Sketch #3
○ Mixed identification of object and 

letter
○ Assumption University likeness

● Sketch #2 and #5
○ Reminded of construction
○ Initials not clear to any critic
○ #5 has potential for rainbow



Prototype and Critiques
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Digital Logo: Cape

Digital Sketching
● Adobe Illustrator
● Cape shape settled
● Testing typographic treatments 

and logomark placement



● Constructing a + Sun + Rainbow in 
Adobe Illustrator

● Slight negative space between sun 
and “s”

● Adjustment to sun size to be larger 
for small applications

● Star is the final composition
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Digital Logo: Sun

Geometric Vectors
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Digital Logo Finalized
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Prototype Brand Guidelines

● Adobe InDesign
● Modular Grid
● Color scheme matches the logo
● Offset headings and body text
● 7 x 8.5 in. pages, together makes  

14 x 8.5 in. spreads
● 36 Pages

Specifications
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Prototype Brand Guidelines



● Optical alignments to text
● Chapter openings not unified
● Photo bleed not aesthetic
● Larger photos and adjust alignment

Professional Critique
● Implement blue into color scheme
● Continue adjusting chapter openings
● Rainbow shape lost in logo
● Fix and unify shapes in icons
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Peer Critique
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Final Brand Guidelines

● Adobe InDesign with new 
dimensions for printing on Blurb

● 8 x 10 in. pages, 16 x 10 in. spreads
● Modular Grid
● Color scheme adds blue
● Aligning headings and text

Format Adjustments
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Final Brand Guidelines
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Online Exhibition Mockups
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Information Pamphlet Sketches
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Information Pamphlet Sketches
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Final Pamphlet Designs



Final Production
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Printed Brand Guidelines (Blurb)
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Printed Brand Guidelines
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Printed Pamphlet
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Senior Show
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