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National Hispanic

Health Foundation (NHHF)

Reimagining a national brand to advance latino health eguity.

Challenge

After nearty 30 years of work 3t the Intersection of health
equity, research, and leadership, the National Hispanikc Health
Fourdation [MHHF) had reached a pivotal Inflection polnt.
The organization had grosen ks naticral reach and Impact,
but Its brand no lenger reflected Its evolving Identity. Closaly
tled toa parent organization, MNHHF wanted to set themselves
apart and Increzse thelr visibiity and rame recognition.

Its website and marketing materals felt outdated and
disconmected from the enengy of Its missicn and progranns.
As It prepared tolaunch a major Publlc Health Workforoe
Inttiztive, MHHF needed to step Into its own brand Identity
with confldence, clarity, and coheslon.

Sobution

Captiva Branding partnered with NHHF tolead a complete
brard trarsformmation. Cver the course of 12 Months, we
wearked closely with leadership to define and express a modern,
Independent identiy rooted In the organlization's legacy but
designed for future growth.

The wark Included:

+ A CoMmprehensive brand strategy, Including vaolce,
positioning, and messagirg

+ A new [ogoand refreshed visual identity system

» A complete websibe caerhaul with updated architectune,
content strategy, and user experlence

« A clarified brand architecture o distingulsh MHHF Trem
lts parent organization

» Cohesthve marketing collateral and orand gukdelimes
for internal and extermal use

+ ATull brand rollout plan ard launch campakgn

» Messaging and design support for the upcoming
Puizlic Health Wharkforoe Develcpment Program
{lRunching Summer 2025)

Raimaginitg Healthoas
Fiar Latisas

LG CITE

With a bold new brand and a streamilined webshs, NHHF
now skands confldently & a natlonal keader In advancing
Latino health equity. The rebrand brought clarity to fts
msslon, energ Zed ts communikcations, and positioned the
foundation to deepen partrerships, atiract new supporters,
and grow s Influence In the healthcare space. Today,
MHHF= brand matches the szale of k= Impact
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Totally Linking Care in Maryland

(TLC-MD)

A Maryland nonprofit partnering with local
hospitals and community-based organizations (CBOs).

Challenge

TLC-M D, through genenous grants, connects underserved
oommunities to health care programs & services. They have

& tall orger for kwvering hospltal sdmisskons, Increasing
enrcliments o a partmer provider program, and patkent
referrals for health prevention and managerment programs
They weren't well known In the comrmun ity since they typlcaly
operated behird the scenes and didn't have a coheshse brand.
They wanted to transform thelr arganization's approach to
become mane community facing, and educsts, engage and
EMpower people to take care of thelr health.

Sohution

Developed a marketing audit and strategy that photed thelr
organization toa direct-to-consumer approach and designed

@ dlab=tes awarensss campalgn with digital and print
ooMmponents. Even though thelr board declded not to change
thelr existing logo, we developed brand guldelines around
thelrcurrent kxgo and a secondary color palette that appeals to
HEm NI and African Armencans 'We then rewnote, redesigned,
and lunched thelr websihe. We are cumently thelr marketing

ggency of record and provikde ongolng support. e —
Your hoolth journoy
ﬂﬂllﬂl‘ﬂlll arte warlh ona
simpla step

AT LD WU PR R LN

Marketirg strateqy, brand gukdelines, organizational stationery,
ooMmplete webslte redesign, branded wellness kosks,
promoticnal materals to be used at conMerences & events,
and Integrated diabetes awareness campakgn, Including:
postcarnds, gift boees for provkders, Google pakd ads, social
media marketing, and sourced tooks [e.g., CRM, emall
marketing, SMS, 1-800 # soclal media Management).
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Totally Linking Care in Maryland

(TLC-MD) — Diabetes Campaign

A Maryland nonprofit partnering with local
hospitals and community-based organizations (CBOs).

Challenge

TLC needed to enrcll partkclpants from diverse backgrounds
o the Natlonal Diabates Prevention Program [DPP).

Solution

Captiva designed and executed a bllingual campalgn along
with an online dia betes risk test to help guallfy and enrcil
pecple who are overselght, predlabetic, and diabetic Into &
Iife charge program. Additionally, we created a direct mall
campalgn to Incentivize providers to refer patients to the
program. These marketing carmpalgns resutted In ower 5,000
referrals, exceading corwersion rates for emall signups, websie
wisltors, and sock| media engagement

Results

[Er'npﬂlg ns have resuited Im 20K+ annual visitors o the website,
boosting soclal media reach, engegement, and following by
300%, as well 3s establishing and growing Its emall subscribers Eat

——— Move
— Live HAPPIER

Carmpalgn strategy, content creation, website deslgn, online
quiz, emall marketing, soclal medla management, pald ads,
Coogle Ad Grant management, event coordination,
marketing collateral design.
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Asi puedes prevenir la diabetes en el
Condado de Prince George, Maryland
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Totally Linking Care in Maryland

(TLC-MD) — Dyer Care Center (DCC)

A Maryland nonprofit partnering with local
hospitals and community-based organizations (CBOs).

Challenge

TLC vas opening the Tirst-of-ts-kind crisis stablllzation cemnter
In Maryland to serve Prince George's County residents with
beravioral health services.

Sohution

Captiva helped to bralnsborm the name, design the logo
and wwebsite, create all the marketing and commun kcatlons
material, and coordinated event loglstics as part of an
Integrated bilingual campalgn. Captiva also organized and
ocordinated the center's Abbon-cutting cerermany wwith iecal
offica ks and stakeholders, whene we secured iocal medla to
oower the event.

Results

The event garmered posilve medla coverage from (o3l
news siatlors and top-tler naticral medla outlets, such as
The ‘Washington Post, ABRCT, WTOP Mews, MBC4, and marne.

Deliverables
OME SHEETER
Mamestorming, brand Identity design, website design and Do iy
development, event coordination, marketirg collateral Care Camter
UHHEI'I. SAE- R CT T
T
ERANDING e ey
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U.S. Energy Foundation s

ymmspsmmemime 4O [ ENERCY

Challenge

Energy Foundation[EF] came to us because they had thelr
origiral logo since the onganZatlon's Inception In the earty 90s
and were ook ng for a reorand that allgned =stter with thelr
DEl priorities and ambttdous wislon for the future. Like most

of our clients, over time, they had cutgrown thelr brand. To
scCcurately reflect the EF of today and the future, we embarked
On 3 Journey to recesign @ new visual Identity that truly
represents thelr vibrant organization.

Sobution

We started with our Brand Therapy Assessment and
conducted research and muktlple fecus groups that
Irvolved the entlre organizatlen's team and stakehokders.

Thelr nesw brand wisual ldentity reflects the Foundatlion's
commitment to advancling a clean energy future and
making a meaningful Im pact that ripples and radlates
Im commiunitles across thie country, while the dymamic
movement of the logo design suggests progress and

Imnowation. The logo helps amplity EF's story Inone Image RN TEITLTY,
and reflects the modermn-day, forward-thinklmg EF.
& L5 ERERGY d
FOLHDATHIM

Deliverables

Premium brand style gulde, business cards, custam
PoswerPaolnt presentation, letterhead, ermall signature,
and sxclal medla banners.

Brand and

Messaging

i GUIDELINES
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An award-winning, veteran-cwned cybersecurity n F E N

B2B consulting finm that specializes in cyber risk lJ EE EUR ITY

2 NN L Ing Endtrﬂiniﬁg. MAEKING YOU WORE CFHAER-RESILIENT

Challenge

Dpen Security had an outdated logo ard websie that didn't
represent thelr rapld growth and evolutlon. They wanted a
Tresh and edgy ook and design to elevate thelr brand and
gttract better cllents.

Sohution

We started with cur Brand Therapy Assessment ard did a
deep dhwe Into Open Securlty's goals, audlence, com petitos,
and rmarket. We then created thelr Brand Strateqy that detined
thelr brand archiltecture and differentlators, Including purpose,
promise, vislon, voloe, tone, USP, tagline, and elevator pitch.

We designed a custom kogo that Integrates thelr company
Inltials amd @ maze to represant how they gulde thalr clients
Im navigating cybersecurity. We also created 3 brand roll out
plan for all thelr rebira nded and redesigned touchpolnts to help
them ralse brand recognition, generate more [eads, and brirg
In more business,

Dellverables

Logo, mobille-responshve SEO-friendly websie, brand and
marketing strategy, revamped soclal medla presence,
activated emall marketing, and redesigned marketing
oollateral for thelr sales tearn and events.
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&) o mec

A global leading authority in child-parent relationships, H EEHE H
pediatrician, bestselling author, imternational speaker,
and father-inclusive adwocate. Emmﬁnv dads to raise .tmnu kids

Captha worked with Or. Meeker, a pediatriclan, bestsalling
author, podcaster, and Intermational speaker, to redesign
nerlngn. website, and media ki, 3s well as resarmp ner
amall communications, EIPHHH FIHEEI FII'I:IFHHTH:II'I. and
manaJje rersoclal medla PresErCe.

Soluthor

Ve started with a Brand Therapy AS5ESSMEent where we
audtted her branding ard marketing efforts and performed
a competithve analysk. After a deep dive, we uncowvered a
market gap — dads. Bullding on her widely popular Strong
Fativers, Strong Daughters bock and mowvie — 3 book that has
sold over 500,000 coples and transiated Inta 13 Bnguages
that offers dads & proven Blusprnt on Nowto ralse strong
lds. ‘\We saww @ meed In the market that she was uniquely
positioned tosere.

GhilekFatler Relationships

EETDR VEG R

s smrada mo. B R L

‘e Increased emall marketing open rates up to S0% and
Hilio, Hao Dad! e boosted soclal media engagement by 15%.

Deliverables

Logo design, brand tooikit, tagline, media kit, website, social
e medla management, pedoast promation, and emall marketing.

MEDLA KIT

) DR, MEG MEEKER
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Dynamic, Inspirational,
and No-Nonsense
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Anne Arundel Workforce

Development Corporation (AAWDC) A—=—ARUNDEI

Empowernng workforce recovery in Anne Arundel County

through stonytelling and strategy. M ;’-.":;E;;'-.;:;Dnﬂﬁ-gmu—
CORPORETION

Challenge

The pandemic funda mentally attered the workhorce In
Anne Arundel County, [eaving & notkceable gap In employment,
particularly amaong women ower 35 AAWDIC, In partnership
with the Anne Arurdel Economic Development Corporation
(AAEDC] and the Office of EMergency Managemeant, nesded
o belter understand wihy thowusands of residents had not
reemtered the workiorce, But to gather those Insights, they had
‘to reach communitles often left cut of trad tlonal engagerment,
and encourage them to share thelr shorles of economic
disruption.

Sobution

We oeveloped a strategks communicatlons cam pakgn titked
Shape ToMmomoy, Share Your Story that encouraged residents
1o complete a short, Impactiul survey about thelr workforce
exparlences post-pandemic. Recogn zing the serathity of the
topkc and the challenge of reaching disengaged audlences,
we Created messaging that was empathetic, Inclushe, and
BChien-oremnted.

Our approach Included a partner toolkit with newsketter
templates, soclal media posts, and branded graphlcs to

make It easy for communlity organizations bo amplify the
campalgn. Each elerment was designed to resanate with

diverse audlences and sl nfonce the message that your
volce matters. In doing S0, we helped position AAWDC Was your employment 3!&1:5
a5 3 collaborathe, listening partner In shaping equitable affected by the pandemic?

BIDMOMIC recoyvery In thelr area.

The campalign reached nearty 50,000 people via Meta
and Linkedin ads. it exceeded the projected goaland had ' 0 e S S o
506 FESJEII'IEEI'IE kit " '::.-.'I.- -vj..:--:-\. ri choe g an

Deeliverables

» Campalgn theme and messaging
(Sha pe TOMOIMoW, Shane Your Stary]

» SUMey Bvwareness strabegy and outreach plan

+ Partner toolkit with plug-and-play newslkettar
oomtent and soclal media content

+» Pald soclal campalgn with branded graphics
and short-form vioeo reels

+ Survey landing page e e B B i
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Marca Bolivar

Marca Bolivar was created by the state of Bolivar in Colombia,
South America, to promote its culture, artisans, and the region

Challenge

Elpohver 5 [Flockor 8 FHockor 8 Elochar & [F]Bobor
The state of Bolhar Im Colombla needed to Bunch ks new
brard, deslgned to prormote the reglon as & destinatlon

gnd showcase Islocal makers The QovVErmor was | mvibed to
hiost 8 high-proflle event at the Residence of the Colomblan
Ambassador and the Inter&merican Development Bank [IDB]
1o celebrate Colomblan Independeanoe, presenting the perfect
opportunity for this brand urwvelling.

Sohutlon

We crafted an Immershve exparience cantered around the
tEgline "United from Worch to Scuth! Guests were takenon

& visual jourmey through Bolvar's major cltles, with each space
showwcasing artisan-crafted pleces and lange-sca ke Images
refiecting the reglon's diversity. At the 108, we curated & stand
featuring handmade pleces, further emphaslzirg the cutbural
and economilc skgniflcance of Bolvar's artsars.

Results

Thie event attracted over 300 attendees, Including diplomats
and business keaders, EI'ET"'IE awarenass and Interest for
Bollvar's resy brand. The IJI'I|I:]IJE shiowwcase of andmacse
pleces capthated the audlence and fostered a skrong serse
of community price. The event, a fIrst for the Ambassador,
galred significant posthe feed back, ekvating Bolhar's

sl blitty on the Intermnational stage.

e

el Dol 1ol in
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Catholic Relief Services (CRS)

An international nonprofit organization providing ' T
hurmanitarian relief.

CATHOLIC RELIED "-IH'rIl.I""- l‘(’:ﬁllhﬂdﬂi

Challenge

CRS wanted to reconnect with Spanish dominant Cathollcs
In the US during Hispanic Herltage Month and not be overtly
religious o typical a5 they had done In previous years with
mboed results The 20a |'wwas to drive awanreness of thalr soclal
pregrams and Increase newskietter subscribers.

Sobution

Developed a campalgn strategy that was Inspiratienal through
hearbwarm Ing storles from four *ordinary* pecple doing
extraordinary things to It the Hispanikc community. We cleary
defined thelr goals, target audience, marketing tactics, and
plan to create the messaging and theme, "Live Your Fath
Extracrdirariy® or "vive Tu Fe Extracrdinariamente,” 1o reach
thelr target audlence. The entlre campalgn was In Spanish and
emceeded thelr target goaks

Results

Thecam PEEF‘I resulted In a 2008 Increass In emall subscribss
1o thelr Span sh-language newsetter.

76 guag LANDING PAGE
Dl iverables
e e
Campalgn strategy, creathve guldelines, video direction,
preduction and post-production, soclal medla, campalgn
landing page, emall marketing, and event acthvation.
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SOCIAL MEDLA POSTS
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Veranos Group

A renocwned business consulting firm that specializes
in government contracting compliance.

VERANOS

GROUP

Challenge
Verancs Group needed a Tresh new Iogo and dighal presence

o communlcate = offerings and exqmand I1s reach Inthe DMWY
area.

Solution

We guided them through Captha's Brand Therapy Assessment
o understand thelr gaals and design a brand ard webslte that
aligned with thelr new compa my viskn.

Deliverables

Brand loga, guldelines, logo toolkit, SEO-friendly wetsite,
and Linkedin profile.

LOGO

s ww mell s imgrde

T H

Veranos Group helps businasses
navigate and expand into local mark
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Claudia Cauterucci

A DiC-bazed psychotherapist with 20+ years of experience
as well as an author, coach, and speaker specializing in
trauma-informed modalities.

Challenge

Claudla wanted to phot from a private practice to expanding
her online workshops and spea king opportunitles.

Sobution

Developed & marketing audlt and strategy to define her brand,
messaging, positioning, and services. We also redesigned her
entire wetsihe with new offerings and a heart-warm ing stary.
Lastly, we st up her online course an @ mew platfonm, &s well
&s Set up hier emnall account and soclal medla proflies,

Deliverables

Marketing audit and strategy; brand deskgn, websie redesign,
set up of newsletter and soclal medla proflles.

BRAND GLIDELINES WEB
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SOCIAL MEDILA
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DC Chamber of Commerce
DC Chamber of Commerce

A business membership organization in Washington, DC. —_—  DELIVERNG THE CAMTAL

Challenge

OeZ Chamber wanted to Improse communications svith their
mermbers and relaunch their newsketter.

Sobution

Developed emall marketing strateqgy and redesigned bi-manthily
ﬂE'I'l'E|E'|IEF."I'l'EF‘E|FEI:| them with thelr member datasbass, came
up with a nesesietter narme, sectlons, and modem Eﬂ'ﬂgﬂ. e
curated all the member Info, wroke the content, sourced the
Images, came up with the subject ines, and distributed It to
thelr members via thelr emall marketing platiorm (MallChimpg).

Deliverables

Ermall marketing strategy and newsletter.

EMAIL MARKETING
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Defense tech innovator specializing in extended reality et t n
&R, VR, MR, ¥R} for mission-critical government, industnial, y 5 urmFls
S C F I C

Il E N T 1

and gaming applications.

Challenge

Stormflsh's outdated brand and webshte didn't reflect the
cophistication of trust requined Im the high-stakes defense
space. Thiey needed a secune, scalable digital presence
that coulkd:
* Conmvey credibliity to gowernmenit buyers

@nd team Ing parcners

* Showcase [mmershee XA sol utions beyord static vsuaks
* Grow alongside the company's expanding services

Sohution

We partnered with Stormfish to completely rel magine thelr
brard and dightal presence across both Stormifish and Hs
slster company, Aurora XA, Atterguiding them throwgh our
shgnature Brand Assessment, we defined thelr positioning,
volce, and visual Iderthy.

Key Dellwerables WEBSITE

= Etrabegle brand messaging tallored to procurement
and deferse audiences, @RAncing clarity with technlcal

precision.
* Redesigrned logo and animated mark that comaeys

8 bold, high-tech Identity aligred with thelr advanced
solutkans

* Modular, scalable webslve architecture deployed
wia AWS CloudFront for speed, performance, and
EMtErprise-grade securiy.

* Integrated video content on the homepage
to dermonstrate Immershe KR solutions In action. .

+ Sureamilned content strategy that ellminated jangon
wihlle malntalning the tone expected by declslon-makers
In highly reguiated Industries.

CRLtC oIme

Stormfish Bunched with a medern, misskon-ready brand
and webshe that Irstantly communlcates credibllity,
professlonallsmm, and Innowvation. TRelr new digital presence
resonates with gowermment buyers, tearming partners, and
Industry stakeholders, while the scalable platform ensures they
an grow seamilesshy with new senvices and opportun tles.
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CRO Syndicate

A global boutique advisory firm providing seasoned fractional, ‘ R o
interim, and project-basad Chief Revenue Officers [CROs) to
ambitious, high-growth companies. SYNDICATE

Challenge

A5 3 new venture, RO Syndicate needed to establish

credibd ity fast. They wene clear on thelr mission and goals, but
they needed a brand and digital presence that truly looked the
part. The challerge wes taking thelr vision and presenting It In
@ way that conveyed experience, sophlstication, and authorty.
Deeslgn was critlcal ot |ust to stand out, but to gve the brand
the polished, high-level presenoe expected by fast-growth
ooMmpanies,

Sohution

Wie EIJ":E'H CROD E:_'fr'llj kcateth noug h our Bramd ASsessm et
to define positioning, vokce, and visual Identity.

Key Dellverables

+ Brand strategy and messaging frameasork
that positiened CRO as both appealing and authoritathe WEBSITE
fior starbups and high-growth companles,

+ Bold new logo and visual Idemttty system
usirg skrong fornts and colors to convey crediliity,

sophistication, and collective strength,

+ Custom-bullt, SEO-friendly WordPress website
u;:tlmlzed for FEI'T'EITFHEF‘IEE and ﬂE5|E ned Lo showcess
the expertise of Individual CROS akongske the power

of the callective. Accelerate

= Marketing collateral and presentation templates Your HEUEHHE
that relnforoed professkonallsm and consistency acnoss e
mumm|m or .|....|:-..-|..tl.--ll- ot

+ Laumch of the “"Connecting the Dots™ newsletter e —

o establ Eh troug ht leadership and malntalin direct
oonnection and engagement with thelr aud kence.

CHLILC DITE

CRO Syndlcate Bunched with a unified, professional brand
and digital presence that positions them &s a trusted

ool lective of senikar sales leaders. Thalrwebsite |||I
ooMMunicates author ity and accesslbollity, attracts high-

EI'H'I'I"[I'I busiressss EE'H"'IH frectikonal CRO E'IFIEI'UEE. gnd P A TN LT A e~ (g | P Lok (e Ay e e S R e L
provides the foundation for visibil ity and [ong-termn growth.

World-Llass CRUSs To Power
Transtformative Resulis

CrosyrTicore.cofm
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RBW Strategy
b gy A e RBW ?STRATEGY

Challenge
After 3 decade In business, RBW Strategy had bullt & strong
reputation and cllent base but thelr brand and dightal presence
no konger reflected the company's evol utlon. Thelr logo,
weebsite, and IT'IHTFE“'IE gssets Bcked the pEI"EH. coheslon,

and strategic alignment needed to attract the right dients.
They needed a refreshed identity and digltal strateqy that
oonweyed expertise, sophistication, and credibliity while
making thelr marketing mane effective.

Sohution

Captiva Eranding gulded REW Strategy throwgh our Brand
Assessmment to clarfy audlence, differentlators, and messaging.
From there, we redesigned thelr brand visual Identity, websihe,
and owerhauled thelr marketing ecosystarm

Ol hverables:

+ Brand strategqy, messag ing, and elevator plich
denveloped through cur Brand Assessment to clarty
differentiatons and sharpen positioning.

« Redesigned logo and compreh ensive brand style gulde
to reflect the company's growth and establish a coheshve,
modern ldentity.

+ SEQ-friendly WordPress webslbe
optimized for storytelling, user experience, and search
wislblliky:

» Updated marketing assets
Including soclal media banners and a refreshed capablity
statement to project a polished, professlonal Image.

= Eoclal medla and emall marketing audhs
with strateglc recommendations for video, a redesigned u
newsletter, and a more effective emall structu e,

« Blog strategy with SEC best practices
o Imiprove discove rabllity, streamilne conbent creatkan,
and Increase engagemernt.

rOWSrOTeg) oo

REW 'r‘ETkﬂTEL,'r

arant Mecycls expens vou can

REW Strategy now has a revitalzed brand and digital
presence that authentically reflects Its expertise and
values The refreshed Identity strengthens cred iblilty with
purpose-driven cllents, while streamlined digital strategles
make marketing more Impactful. With a modern, cohesive
platformn In place, REW has expanded vkibility, Increased
engagement, and contdnuesto grow. Bullding an this
sUCCESS, we also redesigned the brand visual ldentity fior
thelrsacond company, MMy FedTralner. i e ke

1 i & o
Wesriiny mvd  Priccipled ged Egainy Trranmyrery
ik A ol o ——

P mied e 5 £ s i - D
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Loco RBW?STRATEGY 7 MyFedTrainer

PATH TO GRANT COMPLIAMCE

STYLE GUIDE

BRAND —
GUIDELINES . me

Corporate

| Avenir
RBW 7 ey
STRATEGY Avenir Next Condensed _
SOCLAL MED LA
RBW VSTRATEGY |

Simplifying the entire grant lifecycle

SIMPLIFYING

e gntire GRANT LIFECYCLE for
PUBLIC-5ERVING ORGAMNIZATIONS



Other Brand Identities and Websites We Designed:

CCCOOM CAPITAL INVESTMENT

OCCOM

CAPITAL INVESTMENTE

Stronger
Cemmunitica

OCCOVTACT. CONm

WILCO GROUP

© wLeo
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