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BRAND INFORMATION 01

WHO WE ARE
MINDSET is a new, non-clinical men’s mental wellbeing and 
personal growth charity, based in London and working across the 
UK. We help men build resilience and grow into healthier versions 
of themselves — and we’re changing public perception of men’s 
mental health along the way.

A NOTE FROM THE DESIGNER
This proposal covers a logo redesign and a branding system for 
the MINDSET charity. If there is something you would like to add or 
something that doesn’t align with MINDSET’s vision or tone, please 
contact me and I can work to rectify it. 

Thanks a bunch for providing this opportunity and helping me gain 
experience and demonstrate my abilities.

PERSONALITY
•	 Strong — not soft or clinical
•	 Supportive — without being 

twee
•	 Modern & practical
•	 Stigma-free, has heart and 

humour
•	 Community / movement, not 

a service

•	 Social Media Platforms
•	 Events
•	 Workshops
•	 In-person meetups

THE PROBLEM WITH EXISTING SERVICES
•	 Most mental health services are clinical, sit-down, talk-only.
•	 Men disengage from soft, therapy-coded visual language.
•	 Stigma keeps men from seeking support in the first place.

OUR MODEL
Action, challenge, and real-world connection. Men move, open 
up, and support each other through shared experience — not a 
therapy session. Practical, stigma-free, genuinely enjoyable. We 
help men thrive, not just cope.

WHO WE ARE NOT
We are not a clinical, sit-down, talk-only service. We are not stiff, 
stigmatised, or afraid to have a laugh. We are not soft, passive, 
or hard to engage with — men don’t respond to that. We are not 
just another wellness brand asking men to sit and talk about their 
feelings.

MECHANISMS



CURRENT LOGO

WHY CHANGE?
•	 Reads clinical, not action — the all-blue gradient palette sits 

very close to healthcare and NHS-style branding, with no 
warmth or energy to signal action and movement.

•	 Gradients reinforce the soft/corporate feel — beyond the 
colour itself, the heavy use of gradients throughout gives it 
a “wellness app” look rather than a confident, standalone 
brand mark.

•	 Too intricate to scale or reproduce — the shattered element 
is made up of many small, individually shaded shards; at 
small sizes, in print, or embroidered on uniforms, this will 
likely blur into an indistinct blue smudge.

•	 Balance needs tightening — the tagline currently sits centred 
and disconnected from the wordmark rather than aligned to 
it. Mind’s logo is a good reference: tagline, type, and mark 
are all proportioned and aligned together, with space to 
breathe. 

•	 Too literal, not enough personality — the M for the charity 
name, the circling arrow for renewal, and the shattered 
pieces for the broken mind each make sense individually, 
but stacked together the mark reads more like an infographic 
explaining itself than a distinctive symbol.
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PROPOSED LOGO

Reverse image search conducted; no similar existing logos 
identified. Not a substitute for formal trademark clearance.
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LOGO BREAKDOWN

WHY THIS SYMBOL?
•	 A mountain/peak is a universal metaphor for challenge and 

progress — fits a men’s wellbeing charity without being clinical.
•	 The circle around it suggests wholeness, support — the 

individual held within a community.
•	 The varied weight of the circle flows with the weight of triangle, 

emphasising the peak. 
•	 Rounding the edges on the triangle makes it feel more inviting.

WHY THIS TYPEFACE?
•	 A bold, geometric sans-serif feels confident and modern — 

approachable rather than corporate.
•	 Strong, blocky letters reflect strength and reliability — values 

the charity wants to project.

WHY THIS LAYOUT?
•	 Icon-and-wordmark side by side works well for a clean, 

professional charity brand across digital and print use.
•	 The icon is compact to work alone as a favicon/app icon, while 

the wordmark adds clarity for first-time viewers.

WHY THIS COLOUR PALETTE?
•	 Navy conveys trust, stability, and calm — appropriate for a 

mental wellbeing charity.
•	 Yellow adds warmth, optimism, and energy, which balances the 

seriousness of the navy.
•	 The split colour visually separates the two halves of the word, 

adding a subtle conceptual layer — the “mind” (introspective, 
calm) and the “set” (action, energy).
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BRAND COMPARISON

The MINDSET logo is distinct when compared to similar brands.
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GREYSCALE & INVERTS 06



BRANDING
GUIDELINES
& LOGO USE



ON THE WEB 07

MINDSET FAVICON
Favicon is 32px x 32px, displayed in browser next to url, 
and does not need any adjustments to fit.

SOCIAL MEDIA AVATARS
The avatars should not be altered unless there is a 
special event, holiday or seasonal change, for example, 
Men’s Mental Health Day. 

DEVICE ICON
If the website has been added to homescreen of a 
mobile device or a future application is created, a 192px 
x 192px will be displayed. 



PantoneCMYKRGBHEXName Use

COLOR PALETTE

#122343Primary
Deep Navy  
Trust, stability, 
calm. 

18|35|67 100|87|43|48 282C

#FFD005Accent
Signal Yellow
Energy, action, 
optimism.

255|208|5 0|18|92|0 109C

#F2F5F7Background
Cloud White 
Clean, space to 
breathe.

242|245|247 6|3|3|0 -

#1C1C1CNeutral
Charcoal 
Grounded, 
strong, versatile 

28|28|28 76|66|60|81 -

#384D76
#7183A7
#C0C9DB
#B9D2FF

Variant
Variant
Variant
Variant

Tone Variations
56|77|118
113|131|167
192|201|219
185|210|255

86|68|30|15
62|44|19|4
29|17|9|0
31|13|0|0

Tone 1
Tone 2
Tone 3
Tone 4

Brand colours 
should be 
dominant. Only 
use tone variations 
sparingly and only 
when necessary.
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HEADINGS

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

ABCDEFGHIJKLMNOPQ
RSTUVWXYZ

A A A A A A A A A

abcdefghijklmnopqrstuvwxyz

Body text

Legal: 100% Free, can use commercially.
Type used in the logo. Bold, strong and masculine. 
Tracking: 0
Uppercase use only.

Legal: 100% Free, can use commercially.
Clean, easy to read on screens & print.
Tracking: -40
Uppercase and lowercase use.

Note: If your open to licensing a typeface we can find some other options. 

TYPOGRAPHY 09

Type Name: Anton Type Name: Inter

Variable weights for smaller sub headings.



IMAGERY

•	 Positive energy (smiling faces, warm, relaxed)
•	 Group activities (boxing, running, trekking, etc)
•	 Eye contact for connection
•	 Diversity of age and background, consistently engaged

Imagery should feel lived-in, not staged — men in motion, 
connected through action rather than conversation alone. It 
should evoke challenge and personal growth with community.

•	 Mountains signify stability and challenge
•	 Men in motion (walking, running, active)
•	 Natural light and real locations (authenticity)
•	 Warm and earthy tones

ENERGY & CONNECTION SETTING & SYMBOLISM

10



GRAPHICS

The graphics should include elements from the logo. For example, 
you can create a mountainscape with the rounded triangles to 
signify challenge and growth. See business card for reference. 
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MORE DESIGN EXAMPLES 12

MERCH (HATS & T-SHIRTS)
Gives members an opportunity to show support for the 
charity and spread awareness.

SOCIAL MEDIA POST SIZES
Instagram post sizes should follow: 
Portrait Posts	 1080 x 1350	
Landscape Posts	 1080 x 566	
Stories and Reels	 1080 x 1920

Keep the posts simple and low amount of text; to the point, 
personal and on brand — thought provoking questions 
or humourous statements will garner attention. Any extra 
information can be added in the description, for example, 
how to join; the website link; what programmes are offered.


