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enGen

How can an organization 
reposition itself as relevant and 
integral to the needs of its target 
audiences?

The organization formerly called HM Health Solutions provides healthtech solutions for health 
plans, but its brand and messaging no longer communicated the true significance of its role 
to customers and potential employees. ThoughtForm worked with their team to understand 
targets, mission, strengths, and goals—then translated that understanding into an entirely new 
brand that has begun to reestablish the company as a leader in its field.
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The challenge of an aging brand
In a rapidly changing market like healthcare, a brand can seem out of date 
in as little as a few years. As the organization evolves and market trends 
change, colors no longer look fresh, taglines seem off-base, and brand 
names can fall out of step with the group’s mission. Depending on how 
much equity the brand retains in the marketplace, the right solution may be 
anything from a light refresh to a total redesign. 

60%
of consumers say they avoid 

brands with bad logos

80%
greater brand recognition is 

achieved through a strong 

signature color

7 seconds
is all it takes for a consumer to 

form an opinion on your brand 

based on your logo

7-10 years
is how frequently most 

companies should update 

their branding

Modernizing a brand can reveal a company’s true relevance 
and give it a new way to talk to customers and recruits about 
its vision and value. HM Health Solutions (HMHS), a subsidiary 
of Highmark Health, provides advanced smart automation and 
healthtech solutions to health plans and their provider partners, yet 
was perceived as lagging the market. Now rebranded as enGen, the 
company can represent itself to customers and potential employees 
as the leader it truly is.
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We did this while carefully coordinating with a wide range of stakeholders who sometimes had very different opinions on where the brand needed to go.

Creating a brand that works

ThoughtForm led a brand development process 
that deeply involved the HMHS team at every 
stage. Throughout, we facilitated a dialogue 
among many HMHS stakeholders—who 
sometimes had very different opinions on 
where the brand needed to go. Together, we 
laid the groundwork for meaningful discussion, 
evaluated creative concepts, and brought it all 
together into a cohesive new brand that fully 
reflects the organization’s capabilities. Best of 
all, the process resulted in strong alignment and 
excitement among the entire HMHS team—now 
operating under their new name: enGen.

Convened strategists and designers 
in a creative push to develop 
hundreds of brand concepts

Surveyed the healthtech market 
to understand what space HMHS 
occupied in customers’ minds

Worked closely with stakeholders 
to refine their stated mission and 
identify key strengths

Worked with the team to rank 
names for uniqueness, likability, 
and strategic relevance, and 
select the final brand name

Developed key messaging 
including tagline, positioning 
statement, value propositions, 
and reasons to believe

Designed visual brand including 
logotype, color palette, visual 
language, guidelines, and flagship 
communications
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A winning brand and 
positioning

Working on very tight timing, ThoughtForm 
developed a striking and well-received new brand 
and positioning, as well as a well-aligned mission 
and vision, value propositions, and reasons to 
believe. A concise set of brand guidelines enables 
enGen to apply the new brand to a wide range 
of communications while maintaining its visual 
quality and consistency.
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Logotype
The logotype echoes the rounded 
forms of the mark, and gives spe-
cial emphasis to the central “G” — 
creating a striking symmetry.

Mark
The mark evokes power and 
motion. Its asymmetry lends 
dynamism, while alignments of 
the arcs give it a strong cohesion. 
The central “e” shape can evoke 
a power button or speedometer.

Tagline
The tagline uses the word 
“power” to build on the dyna-
mism expressed by the mark. 
“Healthtech” suggests the 
leading edge of where health 
meets technology.

Quick-Start 
Brand Guidelines

1  |  The Brand
The core of the brand 
identity is three elements 
that work together to 
express the unique value of 
enGen. Together, they evoke 
a dynamic organization 
working at the leading edge 
of health and technology.
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Quick-Start 
Brand Guidelines

2  |  Lockups
With tagline
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Quick-Start 
Brand Guidelines

2  |  Lockups
The horizontal lockup 
enables the mark and 
logotype to appear 
at maximum size in 
applications where 
a horizontal space is 
available. The mark is 
vertically centered on the 
logotype, and it is spaced 
and sized as shown.

The vertical lockup suits 
applications in which a 
square or vertical space 
is available. It takes 
advantage of the strong 
center of gravity of the 
logotype. The mark is 
horizontally centered on the 
logotype, and it is spaced 
and sized as shown.
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TOGETHER BLUE
C100 M57 Y9 K52

R0 G57 B99
HEX 003963

PANTONE 7694 C

ENGEN GREEN
C43 M0 Y41 K0
R141 G223 B177
HEX 8DDFB1
PANTONE 352 C

POWER YELLOW
C6 M2 Y84 K0
R246 G231 B87
HEX F6E757
PANTONE 101 C

HEALTHTECH TEAL
C100 M4 Y50 K0

R0 G160 B154
HEX 00A09A

PANTONE 3272 C

HIGHMARK BLUE
C94 M29 Y0 K0

R0 G141 B209
HEX 008DD1

PANTONE 2184 C

Quick-Start 
Brand Guidelines

4  |  Color 
The enGen palette builds 
on the foundation of the 
Highmark brand’s Together 
Blue and Highmark Blue, 
with the addition of two 
verdant green tones 
and an energetic yellow 
accent color.

The proportions of the 
colors shown here 
represent the relative 
amounts of each color 
that should be used 
in the overall brand 
language. The greens are 
primary, Together Blue is 
secondary, and the other 
colors are occasional 
accents.

This transformation not only revitalized our standing in 
the market—it also instilled a sense of purpose among our 
team of “enGeneers.” 

Chris Cowman, Vice President of Strategy 

“



Thoughtform is a strategy and experience 
design studio. We help organizations drive 
internal change, create brand-defining 
experiences and set a clear path to the future.

To find out how our solutions can help you, contact

Steve Frank at sfrank@thoughtform.com 

To learn more, visit us at thoughtform.com
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