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Overview 
The Client
● Alabama Council on Human Relations (ACHR): a non-profit organization 

located in Auburn, AL that focuses on improving the educational, economic, 
and social circumstances for underprivileged children and families 

Why They Needed a Redesign
● ACHR’s website is their audience’s primary interaction point with the 

organization (other organizations direct individuals to ACHR’s website) 
● ACHR’s website details essential information, including various child and 

adult services offered to the public, contact information, and news



Website Redesign Process
1. Organization Analysis (determine audience, pertinent information 
needed on the website, use "Keep, Kill, Combine, Modify" method to 
choose information) 

2. Branding Board based on organization analysis results (logo 
variation designs, color scheme, typography)

3. Website Planning (site-map inventory, wire-frame layouts, initial 
drafts, final draft) 

4. Client Feedback & Publishing (May 02, 2019) 



Organization Analysis: Audience

Primary Audiences: 
● Caregivers/parents of children (Child Services)
● New fathers (Fatherhood Program) 
● Home buyers, owners, and renters (Housing Services) 

Secondary Audiences:
● Volunteers
● Donors
● Accreditation teams 



Organization Analysis: Information

Screen capture of ACHR’s original home page

● Reviewed all 
information on website 
with newly defined 
audiences in mind

● Used “Keep, Kill, 
Combine, Modify” 
process with all content 

● Removed nearly 60% of 
web copy and 14 total 
pages by using this 
method



Branding Board
● Created Branding Board to provide a cohesive look throughout the 

website 

● Used results of organization analysis and document design theory 
from course to direct style decisions

● Designed new logo variations, color scheme, and typography to 
better fit the needs of the audiences and to provide a modern 
aesthetic

● Completed revisions based on peer-feedback for final product



Branding Board: Main Logo

Original Redesign Draft Redesign Final



Branding Board: Logo Variations

Original Variation #1 Variation #2

Social Media Icon Watermark



Branding Board: Logo Variations
● Logo redesigned focused on the human element currently conveyed 

in ACHR's logo

● Sturken and Cartwright (2009) claim that “ads set up particular 
relationships between the signifier (the product) and the signified 
(its meaning) to create signs in order to sell not simply products but 
the connotations we attach to those products” (pp. 276). We see 
logos as working in the same way. 

○ Sunbeam element attaches ACHR with hope/happiness



Branding Board: Color Scheme
Original Color Scheme                Redesigned Color Scheme

● Too busy and loud
● Does not match the audience 

(geared toward children)

● Complimentary
● Professional and engaging
● Appropriate for adult audience



Branding Board: Color Scheme

● We wanted to maintain the branding ACHR has already established 
while introducing two more muted, calm colors (slate blue and 
beige) that would give the color scheme a more professional, serious 
grounding. 

● On their neutral emotion spectrum, Amare and Manning classify 
yellow and orange as “amused” and “stimulated” (pp. 80), 
respectively, which appeals to the energetic, child-oriented 
associations of ACHR; blue is classified as “focused” (pp. 80), which 
helps suggest the reliability and professionalism that we believe 
ACHR’s audience would want to see from such an organization. 



Branding Board: Typography

Original Typography

Redesigned Typography

● Old-fashioned or 
outdated

● Geared toward 
children 

● Styles work against 
each other

● Modern and 
professional (but not 
old-fashioned)

● Still a hint of 
youthfulness



Branding Board: Typography

● Based typography redesign on Brumberger’s (2003) claim that 
typefaces suggest personas and those personas should align with 
the purpose of the text 

● Museo (500) better fits the needs of the primary audience: adults 
who are caretakers for children, not the children themselves 

● Museo (500) is a serif font that is more “direct” (pp. 214) and 
professional in appearance, yet also contains serifs that are 
inconsistently applied across the letters (which makes it appear a bit 
more friendly/playful than the typical serif)



Website Planning: Site-Map Inventory

● Determined information 
needed by the audience, 
removed all non-relevant 
content

● Organized content into 
appropriate navigation titles 
and decided necessary pages

* Removed 14 total pages by 
reorganizing content 

Image of ACHR Redesign Site-Map



Website Planning: Wireframe Layouts
● Created Wireframe layouts for each 

page before actually creating the 
website

● This let us decide beforehand the exact 
content we wanted on the site, instead 
of feeling compelled to fill the website 
with content

● Every piece of content had a purpose 
and place before ever moving it on the 
website 

Screen capture of Home-Page Wire-Frame Layout



Website Planning: Initial Drafts of Website
● Began using Wordpress.com but 

decided to switch to Wix.com for 
ease of our client (Wix is more 
user-friendly and affordable)
 

● Used ACHR social media 
accounts to fill website with 
images of real-life events and 
volunteers

● Followed feedback from peers to 
change border colors and styles 
to have better contrastDraft #1 of ACHR Home-Page



Website Planning: Final Drafts of Website
● Used larger version of logo to 

better fill the header element

● Added mission statement below 
header to gain audience interest

● Added information about 
primary services directly to home 
page in a concise, easy-to-read 
layout 

Final Version of ACHR Home-Page



Website Planning: Final Drafts of Website

● Added a News and Updates section at bottom of page to satisfy client 
request 

● Removed page view counter after advice from peers 

Final Version of ACHR Home-Page: News and Updates



Website Planning: Final Drafts of Website

● Added a slideshow to reinforce text content with images and to 
capture what ACHR is all about 

● Followed peer feedback and changed overlay text background to 
orange for contrast 

Final Version of ACHR Home-Page: Get Involved



Final Result Overview 
Redesigned website now has:

● consistent branding
● updated and high-quality logos for various purposes
● higher contrast between images, elements, and text
● 60% less copy text and 14 fewer pages

Redesigned website is now:
● directed to specific audiences
● user-friendly and intuitive 
● WCAG 2.0 Web Accessibility compliant



Final Website Redesign Photos
















