
Lindenwood University Lindenwood University 

Digital Commons@Lindenwood University Digital Commons@Lindenwood University 

Theses Theses & Dissertations 

4-2026 

Branding through Semiotics, Minimalism, & Branding Psychology: Branding through Semiotics, Minimalism, & Branding Psychology: 

The EurekaFit Brand The EurekaFit Brand 

Torri Salem 

Follow this and additional works at: https://digitalcommons.lindenwood.edu/theses 

 Part of the Graphic Design Commons 

https://digitalcommons.lindenwood.edu/
https://digitalcommons.lindenwood.edu/theses
https://digitalcommons.lindenwood.edu/theses-dissertations
https://digitalcommons.lindenwood.edu/theses?utm_source=digitalcommons.lindenwood.edu%2Ftheses%2F1693&utm_medium=PDF&utm_campaign=PDFCoverPages
https://network.bepress.com/hgg/discipline/1134?utm_source=digitalcommons.lindenwood.edu%2Ftheses%2F1693&utm_medium=PDF&utm_campaign=PDFCoverPages


1 

Branding through Semiotics, Minimalism, & Branding Psychology: 
The EurekaFit Brand   

by 

Torri Salem 

Submitted in Partial Fulfillment of the Requirements  
for the Degree of Master of Arts in Art and Design (Graphic Design emphasis) at 

Lindenwood University 

© April 2026 of submission, Torri Michelle Salem 

The author hereby grants Lindenwood University permission to reproduce and to distribute 
publicly paper and electronic thesis copies of document in whole or in part in any medium now 

known or hereafter created.  

_________________________________________________     
Committee Chair: Brandon Daniels   

_______________________________________     
Committee Member: Erica Blum  

__________________________________________________     
Committee Member: Katie Watson  

______________________________________________  
Torri Salem    ( April, 30, 2026 
  ( Type name here) (Sign here)   ( date here )  



  2  

  
Branding through Semiotics, Minimalism, & Branding Psychology:  

The EurekaFit Brand   
  
  

  
  
  
  
  
  
  

A Thesis Submitted to the Faculty of the Art and Design Department 
in Partial Fulfillment of the Requirements for the Degree of 

Master of Arts at  
Lindenwood University  

  
  
  

  
By  

  
  
  
  
  

Torri Michelle Salem  
  

Saint Charles, Missouri  
April 30, 2026  

  
  

    
 

 

 

 

 

 



  3  

List of Figures  .......................................................................................................................   4  

Abstract ……………………………………………………………………………………..   5  

Introduction  ............................................................................................................................. 6  

Literature Review  ..................................................................................................................   7  

Methodology ........................................................................................................................... 12  

Production and Analysis ......................................................................................................... 17  

Conclusions ............................................................................................................................. 19  

List of works ........................................................................................................................... 21 

References .............................................................................................................................. 27  

  

     



  4  

List of Figures    

  

EurekaFit Branding………………………………………………………………………… 19  

  

Eureka CrossFit Branding………………………………………………………………….. 21  

 

Eureka Nutrition Branding………………………………………………………………….. 23  

 

 

 

 

 

 

 

 

 

 

 

 
 

  



  5  

Abstract  

This paper examines how the combination of minimalism, semiotics, and branding psychology 

work seamlessly together to create an inclusive brand with an emotionally resonate visual 

identity system-- a brand that is cohesive and bridges the sub-brands of EurekaFit and Eureka  

CrossFit. What initially started as a logo redesign of Eureka CrossFit has now expanded into this 

dual-branding visual system, that communicates approachability, a sense of belonging and 

fitness, without being intimated, to its audience. This study investigates visual signifiers like 

color, typography and imagery, through a semiotic analysis and approach. I reduced clutter and 

visual noise and was able to clarify, as well as strengthen the messaging through a minimalistic 

approach. Lastly, by using branding psychology, I was able to make researched informed 

decisions in these within these designs to set the emotional tone and communicates a sense of 

belonging, approachability and inclusion.  Overall. allowing me to develop two distinct yet 

cohesive identities between EurekaFit and the Eureka CrossFit brand, portraying EurekaFit as 

accessible and wellness oriented and the Eureka CrossFit sub-brand as community-driven and 

dynamic while being approachable to all.   
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