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Welcome. 
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What’s a brand? 

It’s who we are. 
What we’re about.
What we want to  
be—for ourselves,  
and our customers.

Role of “brand”

What does it do?

Brand is an expression of our core values projected 
into the world for everyone to see.

You can think of a successful brand as a “relationship 
generator.” Sending out a unified message that 
reflects who we are and what we value will draw 
clients to New York Life; it will generate new 
relationships.

Brand is the reason people will choose New York 
Life—especially when offered similar products at 
similar prices from our competitors.

John Donne said, “No man is an island.” You could  
say the same about a brand. It takes all of us—
everyone at New York Life—knowing what we stand 
for and pulling together, to shape it and let it work  
for us, and for good. 

Here’s a key adage to bear in mind: actions speak 
louder than words. Right? So most of the language 
used in this document, including our positioning 
statement, is for internal use only. The words “For 
Good” should be our guiding principle, conveyed 
through intent and action, but without ever 
appearing on external-facing communications.
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For Good

New York Life believes in doing the right thing today and 
over the long term. Not just because we’ve proven that 
it’s a good business practice, but because we feel in our 
bones that it’s a good life practice. Our products are 
designed to protect our clients and their families and, by 
doing so, to further the social good. Every day we set a 
high bar for ourselves and make decisions based on our 
own values, not by what everyone else does. We aspire to 
greatness, but never at the expense of goodness. Profit 
is not our bottom line. This conviction is the reason our 
company is thriving today. It’s the reason our employees 
and agents choose to work with us. It’s the reason our 
clients and policyholders trust us to keep our promises. 
And it’s how we will continue to serve them. For Good.

3

The New York Life brand positioning statement: what do we stand for? 
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Ask yourself

While we don’t use the words “For Good” in external 
communications, we can and should always use the 
principles of “For Good” as a framework for our decisions 
and actions at New York Life. Before we create messages 
in words, visuals, and even deeds, here are some questions 
we can ask ourselves to ensure that we are operating in 
the spirit of “For Good”:

Is this in the best interest of our policyholders?
Does it make us stronger for the long term? 
Does it demonstrate respect for others? 
Would I be comfortable seeing this decision on  
the front page of a newspaper?
Is it “For Good”?

If the answer to any of these is no, hold off. Talk to a 
colleague or manager regarding your hesitation.

Our reputation and our commitment to our policyholders 
are our greatest assets!
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Not just rules—we’re talking tools.

We needed to set down guidelines to get us all  
working together toward one unified expression of  
New York Life. Once you get the system, the rules 
become a launching pad, allowing you to unleash  
your creativity across a cohesive system of 
communication touchpoints and to craft a major  
new asset for New York Life.

This document explains how the system works.  
But a brand doesn’t live in a set of guidelines. It lives  
in you—the people who create for New York Life— 
and out in the world. Only by embracing it and  
working together can we develop a thriving brand 
that truly expresses who we are as a company. 

5

What are brand guidelines?
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The Brand Center brings together everything you need  
to get started and stay on target. Visit the Brand Center 
to read guidelines and download key elements. Keep 
coming back to refresh your memory, find inspiration,  
and craft stunning on-brand work every time. It all adds  
up to a tightly unified brand—and a major advantage  
for New York Life.

Need a hand? Email us:  
General_Branding_Support@newyorklife.com
InsuranceGroupBrandingSupport@newyorklife.com
InvestmentsGroupBrandingSupport@newyorklife.com

6

The Brand Center: your essential resource
NewYorkLifeBrand.com
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If you only 
do what you 
know you can 
do—you never  
do very much.

 Tom Krause

Section 4 
Specific Applications 
Brochures – Image Cover

Print. . . . . . . . . . . . . . . . . . . . . . .                      1 
Brochures . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 2 
Single Sheets. .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 3 
Flyers. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 4 
Forms

Advertising . . . . . . . . . . . . . . . .               5
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Website . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 7 
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Other. . . . . . . . . . . . . . . . . . . . .                    12 
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TBD. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  14

There is no index  
of character so  
sure as the voice.
Benjamin Disraeli

Section 2 
Brand toolkit

7
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Anyone who touches 
New York Life 
communications 
can become a brand 
voice champion.

Brand voice

Brand voice isn’t a short-term initiative or advertising 
campaign. It’s a style of communication that touches 
all written elements and carries our brand into the 
future. When everything coming from New York Life 
sounds like New York Life, it will be easy for people 
to recognize us. Because we are consistent and true, 
because we talk about who we are, versus who we are 
not, we will stand out from the competition.

Making the transition to executing a single voice 
across all written channels is a big job, and it’s going 
to take a team effort. As with many skills, the more 
widely and consistently the brand voice is applied, the 
more naturally it comes. The brand voice guidelines 
are tools to help you learn the system. You can return 
to them for inspiration anytime. 

Anyone who touches New York Life communications 
can become a brand voice champion. Every piece 
of our written or spoken communication is an 
opportunity to put our brand voice to work, and 
an opportunity to reaffirm our values and our 
positioning—our stance “For Good.” 

For an in-depth look at brand voice, refer to the brand 
voice guidelines available on the Brand Center.
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Section 2 
Brand toolkit
New York Life logo

Reintroducing the New York Life logo
It’s the most visible element in the New 
York Life brand toolkit. Traditionally it’s 
been the core asset of the company.  
We say, respect it. There are many 
“not quite right” versions of the logo 
floating around the company. So make 
sure you’re using the official artwork, 
available on the Brand Center.

99
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Section 2 
Brand toolkit
Logo color variations

In most cases, the only version of the 
New York Life logo you’ll need is  
the New York Life Blue version (see 
page 23 for color specifications). It has  
been carefully crafted to work across  
a wide range of media, from million- 
dollar ad campaigns to the smallest 
business card. 

That said, in certain, limited 
circumstances, like on a fax template, 
you can substitute it with the black and 
white logo.

The Brand Center has the official 
version of both the primary New 
York Life logo and the alternate logo. 
Remember to make sure you’re using 
these versions.

1010

Primary

Alternate
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Section 2 
Brand toolkit
Logo with tagline 

1111

The New York Life tagline’s tallest letter 
should be at the same height as the top 
of the “E” crossbar in the word “Life.” 
The visual relationship here shows the 
tagline as prominent, without letting it 
claim all the attention in the lockup. 

This lockup, available on the Brand 
Center, is the only lockup you should 
use. So you don’t need to tweak, play, 
or fudge. Don’t move the tagline 
underneath, to the left, or above the 
logo. Just use it as is.

Height 
of the 

crossbar

½ the height of the crossbar
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Section 2 
Brand toolkit
Cultural market logos

1212

When dealing with some cultural 
markets, the logo and tagline lockup 
may be translated. Our brand elements 
in these markets are arranged in a 
fixed relationship and follow the same 
specifications as on the previous page. 
Matching these configurations as 
exactly as possible is the way to go. 

Here are our cultural market logos. The 
Korean and Asian-Indian markets don’t 
have translated taglines; they have 
the option to use the New York Life 
logo alone or the logo with the English 
tagline lockup.

Spanish market logo

Korean and Asian-Indian market logo

Portuguese market logo

Chinese market logoVietnamese market logo
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Section 2 
Brand toolkit
Minimum size and clear space

1313

Minimum sizes 
It is preferred that the New York Life logo 
should be set no smaller than 0.5 inch tall. 

And in the rare instance where the logo 
needs to be smaller than 0.5 inch because 
of strict usage requirements (on a pen, 
for example), please check with the brand 
experts in your business unit. 

One other piece of size information: the 
tagline variant of the logo should be set 
no smaller than 0.65 inch to ensure the 
tagline’s legibility.

Clear space
In all collateral, make sure the logo has 
breathing room. There should be a clear 
space all around it equivalent in size to the 
height of the words “New York Life” in the 
wordmark. That way the logo retains its 
prominence, without distractions. In certain 
situations (e.g., business card templates), 
the clear space may be smaller than the 
height of the New York Life wordmark. 

FYI, the clear space rule applies to both the 
tagline and non-tagline variants.

Minimum size with tagline Clear space with tagline

Minimum size Clear space

0.5 in

0.65 in

Height of the 
New York Life 
wordmark
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Section 2 
Brand toolkit
White bar

Location
In most cases, the New York Life logo 
should sit in the bottom-left of the 
communication piece. This spot, 
combined with the clear space, gives 
the logo maximum visibility. Everyone 
will always know where it is, or where it 
should be.

FYI, the clear space rule applies to both 
the tagline and non-tagline variants.

Clear space reminder
In all collateral, make sure the logo has 
breathing room. There should be a clear 
space all around it, equivalent in size 
to the height of the words “New York 
Life” in the wordmark. That way the 
logo retains its prominence, without 
distractions.

A white bar on the bottom or side of  
a document really shines a light on the 
New York Life logo. But remember, 
you can’t use the tagline lockup with a 
vertical white bar.

Content area Content area

Clear 
space

Clear 
space
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Section 2 
Brand toolkit
Logo
Misuse

1.

4.

2.

5.

3.

6.

Place your
title here.

A short subtitle may be place here.

At times, what we shouldn’t do is as 
important to emphasize as what we  
should do.

1. �The color of the New York Life letters 
should not be altered.

2. �The New York Life primary logo should 
never appear on a colored background.

3. �Never rearrange the logo and  
tagline lockup.

4. �Never violate the logo clear space 
by placing the logo on a colored 
background, image, or pattern.

5. �The logo should never appear in a color 
other than New York Life Blue.

6. �The logo should no longer be used or 
manipulated to appear as a gift box.

7. �Always be sure to maintain  
the proper clear space around the  
New York Life logo.

8. �The black and white logo should not  
be used in cases where the opportunity 
to use color is available.

7. 8.

Who 
can you 
count on 
in life?
Yourself. 

So stop putting o�  the decision.
Let’s make a plan for your future.

Who 
can you 
count on 
in life?
Yourself. 

So stop putting o�  the decision.
Let’s make a plan for your future.  
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Section 2 
Brand toolkit
Brand architecture

1616

One of the ways we can enforce and 
strengthen the New York Life brand and 
help our customers navigate our many 
offerings is by being selective about 
how many different logos we use in our 
system. In the past, a department or 
division would create a unique logo by 
connecting its name to the New York 
Life blue box. From now on, there are 
guidelines for determining which entities 
within New York Life can self-designate 
using the logo. The guidelines are as 
shown on the following pages.

There are no other approved logo lock-
ups at this time. If you have a question 
about this system or believe your 
entity requires a logo lock-up, please 
contact: General_Branding_Support@
newyorklife.com.

AARP is considered a co-brand and is represented 
as shown here.

These stand-alone entities retain their logos. A 
logo may be used in conjunction with an agent’s 
DBA on his or her business card.

New York Life subsidiaries use the New York Life 
logo with their own names.
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Section 2 
Brand toolkit
Brand architecture
Investment boutiques

1717

New York Life’s investment boutiques 
can be represented visually in three ways 
depending on how close a relationship to 
the master brand they wish to convey. 

1. �Co-branded. This option demonstrates 
the closest relationship to New York 
Life. Set the co-brand’s company name 
or wordmark in New York Life Blue  
and place it beside the New York Life 
logo, as shown. The co-brand keeps  
the typography style of its own 
company wordmark. 

2. �Endorsed brand. This option can be 
used to indicate that the boutique is 
part of the New York Life family but 
is not as strongly associated as a 
co-brand. Set the endorsed brand’s 
wordmark in New York Life Blue and 
place the tagline, “A New York Life 
Company,” below it in Alda Regular, 
70% black.

3. �Stand-alone brand. This option 
maintains the most autonomy for the 
boutique brand. Set the brand name in 
New York Life Blue to subtly hint at its 
affiliation with New York Life. 

1. Co-brand 2. Endorsed brand 3. Stand-alone brand
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Section 2 
Brand toolkit
Brand architecture
Investment boutiques

1818

Lockup specifications
When locked up with the New York Life 
logo, partner logos should always appear 
in New York Life Blue. For endorsed brand 
lockups, “A New York Life Company” 
should appear in 70% black.

The Brand Center has all of these 
configurations, so you can apply them 
with ease. No need to tweak, play, or 
fudge. Just use them as is. 

Here are some general rules regarding 
ratios for logos and lockups in instances 
where the New York Life logo sits 
alongside or is locked up with another 
company’s logo:

1.� �The space between the New York Life 
logo and a co-brand logo should be 
equivalent to the size of the New York 
Life logo reduced to 20% of its size.

2. �For endorsed brands, the space 
between the endorsed brand name/
logo and the tagline should be 
equivalent to the height of the capital 
“N” in “A New York Life Company.” 

3. �Remember, stand-alone brands owned 
or controlled by New York Life are set 
in New York Life Blue. 

1. Co-brand

3. Stand-alone brand

2. Endorsed brand

20% x

x

x= The New York Life logo 

x= The height of the capital “N” in “A New York Life Company” 

Set in New York Life Blue
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Section 2 
Brand toolkit
Brand architecture
Insurance offerings

1919

New York Life’s insurance offerings can 
be represented visually in three ways 
depending on how close a relationship to 
the master brand they wish to convey. 

1. �Subsidiaries and service platforms may 
be visually linked to the New York Life 
brand. Place them beside the New York 
Life logo and set the company name in 
the New York Life headline typeface, 
Alda Regular. The color of the subsidiary 
name should always be New York 
Life Blue.

2. �Agents doing business under their 
own name who are offering New York 
Life products should keep their own 
logo treatment and may use the New 
York Life logo with the “Proud to offer” 
descriptor. “Proud to offer” should sit  
on top of the logo in Alda Regular,  
70% black.

3. �Channels, wherein New York Life is 
the provider or broker of a product in 
partnership with an organization such 
as AARP, may appear in a layout with the 
New York Life logo, as shown here.

1. Subsidiary, service platform 2. Doing business as (DBA) 3. Channel
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Section 2 
Brand toolkit
Brand architecture
Insurance offerings

2020

Subsidiary: lockup specifications
�Subsidiary lockups are visually linked 
to the New York Life brand by placing 
the subsidiary name to right of the New 
York Life logo in Alda Regular and in  
New York Life Blue.

 Subsidiary

y

x

y

y

x= The width/height of the New York Life logo  
y= �The height of the letters in the New York Life logo

20%x

½y
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Section 2 
Brand toolkit
Brand architecture
Insurance offerings

2121

DBAs: lockup specifications
With a DBA, you can create either a 
vertical or a horizontal lockup. In both 
cases, the minimum amount of space 
between the two logos should be 
equivalent to the width of the offering 
brand logo. Whenever possible, it is 
preferred that DBA logos appear in 
black. If that is not an option, they may 
use their own colors.

y

50%y
50%y
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Section 2 
Brand toolkit
Brand architecture
Misuse

Here’s another time where it’s important to 
emphasize what we should not do. 

1. �Don’t rearrange the order of a co-branded 
company name or wordmark and the New 
York Life logo.

2. �Never use a subsidiary’s name or 
wordmark in full color when it’s locked 
up with the New York Life logo. It should 
always be in New York Life Blue.

3. �An endorsed brand lockup should never 
include the New York Life logo. 

4. �The subsidiary typeface should never be 
customized: it should always appear in 
Alda Regular.

5. �A DBA logo should never be larger than 
the New York Life logo.

1.

4.

2.

5.

3.

Seguros
Monterrey
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Section 2 
Brand toolkit
Colors 
Primary palette

New York Life Blue

C100 M44 Y0 K0 
Pantone: 300U  
R0 G121 B194 
#007ac2

White

C0 M0 Y0 K0 
R255 G255 B255 
#ffffff

 

New York Life primary palette  
consists of two colors: New York Life 
Blue and white. 

New York Life Blue is the anchor color. 
As a sacred color within the brand, it 
shouldn’t be used to set headlines. 
Instead, you can use it for subheadings 
and calls to action.

Although we know that technically 
white isn’t a true color, let’s call it a color 
here—and use it wherever we can, 
liberally. White space will make for a 
cleaner, less cluttered, and more easily 
read layout.

23
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Section 2 
Brand toolkit
Colors 
Secondary palettes

Garnet

C8 M89 Y59 K22 
Pantone: 201U  
R178 G8 B56 
#b20838

Tourmaline

C4 M20 Y13 K0 
Pantone: 9262U  
R239 G206 B203 
#efcecb

Rain

C100 M10 Y14 K38 
Pantone: 308U  
R0 G105 B147 
#006993

Mist

C10 M3 Y1 K0 
Pantone: 9400U  
R225 G235 B244 
#e1ebf4

Grass

C16 M7 Y95 K31 
Pantone: 399U  
R164 G154 B0 
#a49a00

Moss

C10 M6 Y11 K0 
Pantone: 9101U  
R226 G228 B221 
#e2e4dd

Sunset

C3 M51 Y94 K6 
Pantone: 145U  
R230 G143 B26 
#e68f1a

Sunrise

C6 M10 Y27 K0 
Pantone: 9161U  
R238 G222 B189 
#eedebd

Forest

C89 M11 Y84 K39 
Pantone: 7484U  
R0 G107 B59 
#006b3b

Meadow

C7 M4 Y8 K0 
Pantone: 9042U  
R225 G235 B229 
#e1ebe5

Steel

C99 M33 Y27 K53 
Pantone: 3035U  
R29 G94 B117 
#1d5e75

Silver

C18 M12 Y5 K0 
Pantone: 9385U  
R204 G211 B224 
#ccd3e0

 
Consumer

Two secondary palettes have been provided:  
one for most consumer communications—
anything that talks to people about their 
lives and emotions—and another for more 
“institutional” communications, such as  
white papers. 

Both palettes are composed of colors that are 
rich and mature. The consumer palette, shown 
here, is composed of colors that are brighter and 
more expressive than the institutional palette.

Use the secondary palettes to reflect the 
purpose of the piece you’re creating and 
the audience you’re addressing. Any color 
from within the palette may be used, but use 
should be limited to one strong color and its 
corresponding soft color per page or spread. 
Consumer and institutional palettes should 
never be mixed. 

Soft colors 
The lighter shades of color in the palettes  
are for use as color fields under headlines. 
Tints of soft colors may be used in a limited 
way, only when needed to highlight or separate 
information (see page 61). In order to maintain 
contrast, try to avoid using lower strength 
percentage tints of the light colors. As a general 
rule, a minimum of 30% is recommended.

Technical note 
Colors have been provided in three different color spaces: CMYK (for offset and 
digital prints), Pantone (for offset printing), and RGB (for screen). CMYK is our 
preferred color chart, so please use the other options only when it isn’t available.

24
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Section 2 
Brand toolkit
Colors 
Secondary palettes

Rock

C71 M63 Y55 K22 
Pantone: 426U  
R83 G85 B92 
#53555c

Stone

C36 M22 Y30 K2 
Pantone: 7538U  
R172 G182 B171 
#acb6ab

Pebble

C0 M0 Y0 K6 
Pantone: Cool Gray 1U  
R238 G239 B239 
#eeefef

River

C78 M12 Y15 K8 
Pantone: 7459U  
R77 G179 B208 
#4db3d0

Stream

C22 M4 Y1 K0 
Pantone: 9420U  
R194 G223 B241 
#c2dff1

Trunk

C50 M50 Y44 K6 
Pantone: 437U  
R151 G137 B129 
#978981

Branch

C7 M9 Y10 K0 
Pantone: 434U  
R234 G225 B220 
#eae1dc

Ocean

C93 M0 Y36 K0 
Pantone: 320U  
R0 G161 B177 
#00a1b1

Lake

C19 M0 Y5 K0 
Pantone: 9424U  
R202 G233 B239 
#cae9ef

Steel

C99 M33 Y27 K53 
Pantone: 3035U  
R29 G94 B117 
#1d5e75

Silver

C18 M12 Y5 K0 
Pantone: 9385U  
R204 G211 B224 
#ccd3e0

 
Institutional

This second palette should be used for 
communications that are more intellectual 
in nature or for a corporate audience, 
rather than for individuals. The colors are 
more conservative and mature to convey 
experience.

Soft colors
The lighter shades of color in the palettes  
are for use as color fields under headlines. 
Tints of soft colors may be used in a limited 
way, only when needed to highlight or 
separate information (see page 61). In order 
to maintain contrast, try to avoid using 
lower strength percentage tints of the light 
colors. As a general rule, a minimum of 30% 
is recommended.

25

Clay

C0 M0 Y0 K11 
Pantone: 427U  
R227 G228 B229 
#e3e4e5

Technical note 
Colors have been provided in three different color spaces: CMYK (for offset and 
digital prints), Pantone (for offset printing), and RGB (for screen). CMYK is our 
preferred color chart, so please use the other options only when it isn’t available.
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Section 2 
Brand toolkit
Typography

Headline: Alda
The Alda OT Regular typeface is simple, 
honest, approachable, and human. Just 
like us.

Alda is used for headlines, large 
introduction paragraphs, and any text  
that calls for attention, such as pull quotes. 
It works best when it’s set large with 
generous amounts of space.

Body copy: Effra
The Effra Regular typeface is a simple 
counterpoint to Alda’s detail and 
traditional styling; it’s highly legible, clean, 
and unique in character.

Effra is what you use for body copy, 
captions, chart and graph labels, notes, 
headers and footers, and all lower-level 
copy. Effra comes in regular, italic, bold, 
and bold italic weights.

Recommended font size and leading 
combinations (e.g., 14/18pt) are  
shown here.

These fonts should be used for  
all communications when available,  
(e.g., collateral, customer 
communications, etc.)

Alda OT Regular, 45/50pt.
Intelligent, humble, and 
just a dash of charm.

Headline: Alda

Body copy: Effra

This is Effra Regular, 14/18pt.
Effra loves being used as a workhorse, 
so it’s great for lower-level copy such 
as body copy, captions, subheadings, 
and even for charts. 

This is Effra Regular, 12/14pt. 
Effra loves being used as a workhorse, so it’s 
great for lower-level copy such as body copy, 
captions, subheadings, and even for charts. 

This is Effra Regular, 9/12pt. 
Effra loves being used as a workhorse, so it’s 
great for lower-level copy such as body copy, 
captions, subheadings, and even for charts. 

This is Effra Regular, 7/9pt. 
Effra loves being used as a workhorse, so it’s great for 
lower-level copy such as body copy, captions, subheadings, 
and even for charts. 

26
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Section 2 
Brand toolkit
Typography
Alternates

Headline and body copy alternates
Remember, the Alda/Effra combination 
is the first choice for typefaces on  
all designed collateral. 

Georgia and Tahoma should only be 
used when Alda and Effra cannot, 
(e.g., for Microsoft Office and digital 
applications). Georgia should replace 
Alda and Tahoma should replace Effra.

Condensed typography
In cases where you need to include 
regulatory or legal language that has to 
be a minimum size, use Helvetica Neue 
Condensed, as Effra does not have a 
condensed font.

Headline alternate: Georgia

Body copy alternate: Tahoma

27

Condensed typography: Helvetica Neue Condensed

This is Helvetica Neue Condensed, 14/18pt. 
Helvetica Neue Condensed is a legible typeface 
that should only be used for legal copy. 

Georgia Regular, 45/50pt. 
A perfect replacement 
when Alda is unavailable.

This is Tahoma Regular, 14/18pt.
Tahoma is a legible typeface 
that plays nicely with others, but 
has a subtle voice of its own. 

This is Tahoma Regular, 12/14pt. 
Tahoma is a legible typeface that 
plays nicely with others, but has a 
subtle voice of its own. 

This is Tahoma Regular, 9/12pt. 
Tahoma is a legible typeface that plays nicely  
with others, but has a subtle voice of its own. 

This is Tahoma Regular, 7/9pt. 
Tahoma is a legible typeface that plays nicely with others,  
but has a subtle voice of its own. 
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Type size rules
Each layout requires unique consideration, 
so no hard-and-fast rules can be 
determined here. As a general guide 
though, headlines should be set large, with 
introductions smaller, body copy smaller 
still, and captions and headers/footers 
smallest. Makes sense, right?

In this example, the following elements  
are set as:

1. �Headline 
70/63pt, Alda Regular

2. �Subtitles 
18/18pt, Alda Regular

3. �Introduction paragraphs 
14/18pt, Effra Regular

4. �Paragraph titles 
10/14pt, Effra Bold

5. �Body copy 
10/14pt, Effra Regular

6. �Caption titles 
7/9pt, Effra Bold

7. �Captions 
7/9pt, Effra Regular

8. �Headers and footers 
8/10pt, Effra Regular

Section 2 
Brand toolkit
Typography
Size

This is what 
a large headline 
looks like.
Cum, sim quid mosamenture consedi tionseque 
vendiate esto doloria secus eos eum que custi 
doloreprores num est idus, nat perum recitota 
tiantem odipsae vel maximus.

El ipisqui am inumqui stionsequunt quam 
idunt et facipsam sum rendicit dolliam, eos 
vollat harciate venet assint, cullatusam que 
pa iunt volorestiur audiori onsedissunt quod 
mod ullecab ides sandi doloressunt . Occum 
quat ut fugia corepelest isimet, cullaceat ut 
asseque quibus molo quibeat umquod qui 
consequibus niatur aut quat eveles sequam 
fugitio invella sum et voluptaqui dolorum 
hiliqui dollatur?

To imusci dolorrum. 
Eatemolest lacim fugit 
estium, sinis rerum 
dolupta tureiust, omnim 
dis re quistor aut audigeni 
con coresed erro doleseq 
uodiamu scipiet liam 
escitia secumquia quis 
voluptatqui .

Neque recum fugitibus 
dolorere quae eos et et 
quosae volecae dipic tem 
aut plit ullupta doluptatus 
molupidisque era sus 
aut ut pre in niene peri 
dolectasin poremquis 
dis ut pro offi  ctem 
quatquiatem id es pre nis 
pe volori nias exererio . 

Fugiaspelit explaut eum.
Os es ad quis qui vident dolesto qui 
optassitinim am doluptam sintem 
impora dolor alis evenesed ea qui 
conseque pariorum fugiaec aborita 
temodit fugit vollatem ipit laut que 
nis con event arit imus sandi cullore 
hendanda dolorehendus doluptatia 
si tem nonsequos a nectent otatur 
sa anderspe volloreribus volo vel ipit, 
explab ipsam, volenimaio . 

Quibeat umquod.
Neque recum fugitibus dolorere quae 
eos et et quosae volecae dipic tem aut 
plit ullupta doluptatus molupidisque era 
sus aut ut pre in niene peri dolectasin 
poremquis dis ut pro offi  ctem.
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Doluptibusam 
quiatque poriae 
perae cuptatem 
coluptatur.

El ipisqui am inumqui stionsequunt quam idunt et facipsam 
sum rendicit dolliam, eos vollat harciate venet assint, 
cullatusam que pa iunt volorestiur audiori onsedissunt quod 
mod ullecab ides sandi doloressunt . Occum quat ut fugia 
corepelest isimet, cullaceat ut asseque quibus molo quibeat 
umquod qui consequibus niatur aut quat eveles sequam 
fugitio invella sum et voluptaqui dolorum hiliqui dollatur?

Luptatur se pligeni hitatiam, omnihillia velendiatur andebit, 
corectas atiae natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, odite comnihic 
tectio voluptae num est aris et labo . Ut fugiaspelit explaut 
eum ducimus . Harita doloris doluptatem ipsam cullupt 
aeroriat laboratque modit vollaborpore seque pratem 
exceptaspis exere, quo idebitatur?

Genihillicto cus exceperumet et lam ipsanihil molorem faccae 
net et iditatatiis maximus sam sum quas pero blam non pos 
ducia voluptas rero que mos est, sim ipit re nis undentur, 
corupic imusant otatem. Cor sunt offi  cid eatus.

Os es ad quis qui vident dolesto qui optassitinim am 
doluptam sintem impora dolor alis evenesed ea qui conseque 
pariorum fugiaec aborita temodit fugit vollatem ipit laut que 
nis con event arit imus sandi cullore hendanda dolorehendus 
doluptatia si tem nonsequos a nectent otatur sa anderspe 
volloreribus volo vel ipit, explab ipsam, volenimaio . Neque 
recum fugitibus dolorere quae eos et et quosae volecae dipic 
tem aut plit ullupta doluptatus molupidisque era sus aut ut 
pre in niene peri dolectasin poremquis dis ut pro offi  ctem 
quatquiatem id es pre nis pe volori nias exererio . 

To imusci dolorrum eatemolest lacim fugit estium, sinis 
rerum dolupta tureiust, omnim dis re quistor aut audigeni con 
coresed erro doleseq uodiamu scipiet liam escitia secumquia 
quis voluptatqui que essimagnis quam inti ut aut etusanducid 
ut fugit repe non rernate debit ullant assequistem endipis 
eum ius sequasperum eossequisci inum sum explatiunt quas 
eos eatem unt, simposse quaerfercium conet fugiasi acestiat 
et experes reperita arumquaturi aut quatis nectati dolorro 
maionseditis dis eaqui dent quam, tem laboremquidi aut et, 
quos simposse quaerferciumt eataes alictatur sant offi  cim 
agnam, seque dolorrume reprat .

El ipisqui am inumqui stionsequunt quam idunt et facipsam 
sum rendicit dolliam, eos vollat harciate venet assint, 
cullatusam que pa iunt volorestiur audiori onsedissunt quod 
mod ullecab ides sandi doloressunt . Occum quat ut fugia 
corepelest isimet, cullaceat ut asseque quibus molo quibeat 
umquod qui consequibus niatur aut quat eveles sequam 
fugitio invella sum et voluptaqui dolorum hiliqui dollatur?

Luptatur se pligeni hitatiam, omnihillia velendiatur andebit, 
corectas atiae natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, odite comnihic 
tectio voluptae num est aris et labo . Ut fugiaspelit explaut 
eum ducimus . Harita doloris doluptatem ipsam cullupt 
aeroriat laboratque modit vollaborpore seque pratem 
exceptaspis exere, quo idebitatur?

Genihillicto cus exceperumet et lam ipsanihil molorem faccae 
net et iditatatiis maximus sam sum quas pero blam non pos 
ducia voluptas rero que mos est, sim ipit re nis undentur, 
corupic imusant otatem. Cor sunt offi  cid eatus.

Os es ad quis qui vident dolesto qui optassitinim am 
doluptam sintem impora dolor alis evenesed ea qui conseque 
pariorum fugiaec aborita temodit fugit vollatem ipit laut que 
nis con event arit imus sandi cullore hendanda dolorehendus 
doluptatia si tem nonsequos a nectent otatur sa anderspe 
volloreribus volo vel ipit, explab ipsam, volenimaio . Neque 
recum fugitibus dolorere quae eos et et quosae volecae dipic 
tem aut plit ullupta doluptatus molupidisque era sus aut ut 
pre in niene peri dolectasin poremquis dis ut pro offi  ctem 
quatquiatem id es pre nis pe volori nias exererio . 

To imusci dolorrum eatemolest lacim fugit estium, sinis 
rerum dolupta tureiust, omnim dis re quistor aut audigeni con 
coresed erro doleseq uodiamu scipiet liam escitia secumquia 
quis voluptatqui que essimagnis quam inti ut aut etusanducid 
ut fugit repe non rernate debit ullant assequistem endipis 
eum ius sequasperum eossequisci inum sum explatiunt quas 
eos eatem unt, simposse quaerfercium conet fugiasi acestiat 
et experes reperita arumquaturi aut quatis nectati dolorro 
maionseditis dis eaqui dent quam, tem laboremquidi aut et, 
quos simposse quaerferciumt eataes alictatur sant offi  cim 
agnam, seque dolorrume reprat .

Doluptibusam 
quiatque poriae 
perae cuptatem 
coluptatur.

Leading 
Headlines should be set with a 90% 
leading rule. For example, a headline 
of 70pt letters should be set to 63pt 
leading (70 x 0.9 = 63).

Body copy should be set with looser- 
than-usual leading. In the example 
at right, it is set at 10/14 to allow for 
plenty of space and for ease-of-read.

Kerning 
As a general rule, the larger the type 
is set the tighter the kerning should 
be set. Optical Kerning is preferred for 
headlines, with a value of -5 being ideal 
for average headlines.

For body copy, Metric Kerning is fine, 
with the value set to 0. Smaller copy 
should be set slightly more open.

Section 2 
Brand toolkit
Typography
Leading and kerning

Headlines Body copy
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This is what 
a large headline 
looks like.
Cum, sim quid mosamenture consedi tionseque 
vendiate esto doloria secus eos eum que custi 
doloreprores num est idus, nat perum recitota 
tiantem odipsae vel maximus.

El ipisqui am inumqui stionsequunt quam 
idunt et facipsam sum rendicit dolliam, eos 
vollat harciate venet assint, cullatusam que 
pa iunt volorestiur audiori onsedissunt quod 
mod ullecab ides sandi doloressunt . Occum 
quat ut fugia corepelest isimet, cullaceat ut 
asseque quibus molo quibeat umquod qui 
consequibus niatur aut quat eveles sequam 
fugitio invella sum et voluptaqui dolorum 
hiliqui dollatur?

To imusci dolorrum.
Eatemolest lacim fugit 
estium, sinis rerum 
dolupta tureiust, omnim 
dis re quistor aut audigeni 
con coresed erro doleseq 
uodiamu scipiet liam 
escitia secumquia quis 
voluptatqui .

Neque recum fugitibus 
dolorere quae eos et et 
quosae volecae dipic tem 
aut plit ullupta doluptatus 
molupidisque era sus 
aut ut pre in niene peri 
dolectasin poremquis 
dis ut pro offi  ctem 
quatquiatem id es pre nis 
pe volori nias exererio . 

Fugiaspelit explaut eum.
Os es ad quis qui vident dolesto qui 
optassitinim am doluptam sintem 
impora dolor alis evenesed ea qui 
conseque pariorum fugiaec aborita 
temodit fugit vollatem ipit laut que 
nis con event arit imus sandi cullore 
hendanda dolorehendus doluptatia 
si tem nonsequos a nectent otatur 
sa anderspe volloreribus volo vel ipit, 
explab ipsam, volenimaio . 

Quibeat umquod.
Neque recum fugitibus dolorere quae 
eos et et quosae volecae dipic tem aut 
plit ullupta doluptatus molupidisque era 
sus aut ut pre in niene peri dolectasin 
poremquis dis ut pro offi  ctem.
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Color plays an essential role in the  
New York Life brand. It’s applied as fields  
to call out key pieces of information,  
and we also use it in typography.

You should only ever use the palette that 
corresponds to your audience (see p. 24- 
25). In body copy, black and steel can be used 
for both audiences. Black and New York Life 
Blue should never be used for headlines; 
headlines should only be set in the strong  
colors of the secondary color palettes.

1. �Headlines 
Secondary color palette (all)

2. �Subtitles 
New York Life Blue

3. �Introduction paragraphs 
Steel, black, rock (institutional only)

4. �Paragraph titles 
Steel, black, rock (institutional only)

5. �Body copy 
Steel, black, rock (institutional only)

6. �Caption titles 
New York Life Blue, steel, black,  
rock (institutional only)

7. �Captions 
New York Life Blue, steel, black,  
rock (institutional only)

8. �Headers and footers and page numbers 
Steel, black, rock (institutional only)

9. �Color fields 
Secondary color palette (all)

Two-color printing
When two-color printing 
is required, black and New 
York Life Blue should be 
used. As always, New York 
Life Blue should be used for 
the logo and subtitles. Black 
or New York Life Blue may 
be used for headlines. A 
gentle tint of black may be 
used for color fields. 
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This is what 
a large headline 
looks like.
Cum, sim quid mosamenture consedi tionseque 
vendiate esto doloria secus eos eum que custi 
doloreprores num est idus, nat perum recitota 
tiantem odipsae vel maximus.

El ipisqui am inumqui stionsequunt quam 
idunt et facipsam sum rendicit dolliam, eos 
vollat harciate venet assint, cullatusam que 
pa iunt volorestiur audiori onsedissunt quod 
mod ullecab ides sandi doloressunt . Occum 
quat ut fugia corepelest isimet, cullaceat ut 
asseque quibus molo quibeat umquod qui 
consequibus niatur aut quat eveles sequam 
fugitio invella sum et voluptaqui dolorum 
hiliqui dollatur?

To imusci dolorrum. 
Eatemolest lacim fugit 
estium, sinis rerum 
dolupta tureiust, omnim 
dis re quistor aut audigeni 
con coresed erro doleseq 
uodiamu scipiet liam 
escitia secumquia quis 
voluptatqui .

Neque recum fugitibus 
dolorere quae eos et et 
quosae volecae dipic tem 
aut plit ullupta doluptatus 
molupidisque era sus 
aut ut pre in niene peri 
dolectasin poremquis 
dis ut pro offi  ctem 
quatquiatem id es pre nis 
pe volori nias exererio . 

Fugiaspelit explaut eum.

• Os es ad quis qui vident dolesto qui 
optassitinim am doluptam sintem 
impora dolor alis evenesed ea qui

• conseque pariorum fugiaec aborita 
temodit fugit vollatem it laut que

• nis con event arit imus sandi cullore

• hendanda dolorehendus dotatia si 
tem nequos a nectent otatur ipit, 
explab ipsam, volenimaio

Quibeat umquod.

1 . Neque recu futibus dorere quae

2 . Fet et quosae volecae dipic tem 
aut plit ullupta dolup tatusi molup 

3 . Porequis dis ut pro offi  ctem peri 
ipsam dolectasin
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Section 2 
Brand toolkit
Typography
Bulleted and numbered lists

1

2

When using bulleted or numbered  
lists to organize information, keep the 
style consistent. 

Bullets should always be the same font 
color as the text.

Numbered lists should use plain 
numbers in the same font, size, and 
color that the text is set in. 

1. �Bullets  
Size and color: 10/14pt, Effra Regular, 
steel (same size as body copy) 
Indent: 0p10 picas

2. �Numbered list 
Size and color: 10/14pt, Effra Regular, 
steel (same size as body copy) 
Indent: 0p10 picas
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What not to do:

The obvious
New York Life typography needn’t  
be stretched, compressed, colored in 
unusual ways, have drop-shadows, be 
“playful,” or be set in colors without 
sufficient contrast. It’s beautiful just  
the way it is.

The less than obvious 
1. �New York Life Blue should never  

be used in headlines.

2. �Use only Alda OT Regular for 
headlines—not bold, not italic,  
just regular.

3. Alda should not be used for body copy.

4. Effra should not be used for headlines.

5. �Body copy shouldn’t be set in  
any color except for steel, black, or 
rock (institutional only). 

6. �Crashing ascenders and descenders 
should be avoided wherever possible.

Volupta 
tumquia 
losisequi in 
peditiae re 
pe volorpos 

Volupta tumquia losisequi in peditiae re pe volorpos moluptias .Ciam experrum earchitatem quas autat 
intis id qui quas quo corporro que ex eos abor magnam as voloruntinis et latus dolessi quam nuscil etur, 
tesequi alita volorestibus remporro dolest, ut que ipit ut minis moluptios eturi rereratus poriberis est, 
alit, ut faceritem as accabo . Si ut eat occuptat aspiend andaeratum volorernatem facea id magnis etur, 
et ercium es aut acero inveliquo quid quam aligend iatus, cuptatur, sincia pro beatem erumeni andenihit 
audione eatia solum, conecae doluptatur sequunti rest aut qui doluptatur, quassincias accaes autenim 
porenimaxim quae ne quate pa que dolores etur repudisi sinitin tempereratio illia con rem que nusa nis 
et lab iunto quidem aut expe doluptasimin cusanimagnam anda doluptiis nobitent velenducimo evelit 
volorro quae . Icatin nost estibus, ut aciento tatiis et, sitas aut haristi vitatquodis con rem incitiorero 
vero tem quis et, si ut aut omnimporum quossi dolupti onsequi atectur ationsequati rate et aut a conse 
volorempe int, te soluptatios magnamus cusaperiaspe etur?

Ut aut offi  c tem nima inum aut quo quatio quid quo occusa nim reperitium rehenderfero tem cum quos 
eniatecepudi toraerit faceste maxim quam repersped ut omnis recaborror alit incidest exerae cus est 
es duciden ihilicil et duciust, voluptur as etur, omnis voluptae nit explic temquis rereiuntotas eum aut a 
quibus magnis adi delescipsam, qui cupicieniate qui cuscietur sus intur?

Quaectinusti ime naturiberrum fugiasperum ligendi psandel estiae . Iciusam, quiae veressitat eosandu 
citatatur, sunt int, nusda dunt volesci ipsae parumet et et aut laccate mpelis que adi doluptatin 
exeribero denis est eum sum facepro modis as apernamet occum in erovident .

Udae essi doluptat fugiaturibus eos rem nus eseque ped maio. Offi  c temquuntorro volorum vel iumquas 
simaio . Nam rent, velenis ciisque num harcienest repre, eos nesto tem impor alignitatur aut incime 
nonsectis nimposant .

Im imincid estorum eos ea prerum am quost, et, net, nihil magnatur aut dist eostota vit dolorit eium 
landendae rerrum explacid maiorer natinctem doluptatur? Eptatis explam vellaut prest landa quae 
landus es accupic tempori to dolor reperspis mostior ionsequo debis siminim incilitae iunt erovide 
reprepedi quas untiaspitior simolora volupta epreruptae laut poressus eturent voluptaquis expelestius 
rem nimet voluptatiore corepedit abor sitendendus et ommodis sera dolum qui coribusae consedistius 
es nate prae nonsequiatur andandit, ut omniaest exceribusam, ommoloraepe dest aut offi  ctur? 
Inctiberore etur, incium ad ut ommodio . Et est que nobis dolum aut porem estius et poressedis aut 
fuga . Nequate sa venimin velique sim qui dolorep ellam, simpores voluptam delesti umquas et volorest, 
ommoluptaque eaquae velluptatium alitas cullam invello ribus, abore vollitatis inveliam est, sectis ut 
verorpo rerciendande am qui nis as rem et et litecus aut aceatus ent fuga . Nam volor alis modigniendi 
nis perae et alit restibercias dolorpore ne pa verions equidunt lis se velesto ducid maio im que alique 
conserum doluptiis magnate num es enditium dellabo runtis excestem sum quatque corero eligent .

Ucid ulpa di ideles molore enihil everaep eruptur serunt mo ea sum ilit lis sus, quam veleceptior sint, te 
voles quiatem et ature qui aciis dest, alibusam, untiis aut atioresedis estrum quo magnat .

Volendusam ut quod quost voluptatecto to volupta quasincipit moluptate re is experiore eaque et 
quatem volupidem ilitati blacerci que nonserorerum ella exeris sitatem porendesequi aut rerum erumet 
re, cuptatur?

Ebis andi necturibusa voloreicto id quiatusam cust maximag nihiliquisci dolenit ut excepediorem 
quam, estinvernati sitis eos nonsequiae essimin vellati commossumet aut ad quiatem quam voluptat 
erciisi deles dolectas cus di consequam nimporendit et fuga. Ur sitio vent quiaepero optat offi  c tem 
dipidelit doloriti dollaccati occus velique preruptatur sant liqui nihic tem litati nes idem dolorerem cum 
rehentenis eum ipsum et que il imoluptat .

Mintibus, que dolupta temodit ut debiti nientio il iumquis everchicia dolest, ulpa vernam earum eum 
recto explaut repudi offi  cat estotatemqui di quis inihil id utem laturere doluptaque con reped quost as 
alignita doluptat .

Pa arum que nia pelent liquiant, sent re dolupici cum eicabo . Nam fugias ratur, oditibus ducipsa ndelis 
eum voluptatem cone volorerferro doluptaque nimaximus ad est, cullabore conem expeles tecullatem 

resciis excepudia ipsum rendae numquiscia nos exerspici quas adi dent doluptam accusdaese pratusae 
pere sequi blam, nonsequ iatius porepta tionem re sinvelit omnis eri dolo iuscitinus moles autatior 
aliquibea quate es expedis maximol upictissi quae volorro blatur aut esto molupit venis esenisquid 
ex et facest vellentio volum fugit aut offi  cipicid expelec eatemperis maio omnissi dit et voluptae. 
Musciis invenda in poritis pa volupta doluptat as millesed eossinullam eostiissinis eat hicius maxima 
dollento escia nonet que aturias as dolupic tatque nos iur maxime volore re pos dellorrum quatum utas 
veliquiamus dollacia que volendit ommodiorro cum et labo . Debist ommoles sectame ntotate mperate 
ctatur ariate vendi re volupta tquatet anis eum et dolorio bero toremodit as seditionest, comnisci 
quiaecestis amenimus, corumquas aut est, sitate nimilicat .

Ga . Itasincienda corporrum fugitatem qui sunt harcipsant vel ilitioria ipisquae prerum eum expe 
quae latem volum, ommolorem alit mil in nulparibus a comnim utempor epellam rersper rorundio 
blatem nobit, nobit, ant essit a quoditate volupta ssitas es ad magniss equianda sum quidem rest 
vitatec temodissit vid ute et essusdae . Nem fuga . Cus et ea num quam imoluptatur, siminis simos 
est vent optatur solo voluptiosant odis id quid quam que quia arum hil et entio ex et faceate con 
consed millaborumet aturibus, evendipid minihilit videndae sinctatis im sent fuga . Evelendit quas 
rera diciatemposa sita quatur? Qui si nonecus eum rentistiost facculpa vellaut aut veligen disqui con 
pe pra quodis non eiusam nienimilita doloreped quam ut volum quatur re di volorib erferis verehen 
imagnihictur reseratquid ut ut ut ullatet, aut prate niam is nonet et elecabo rporeic iisquam rem quatur 
reiciis que num in pora eos voluptatur, se et omnim am, quas etur?

Fic tempossit, ad ma dus magnimil ma cuptate mquidelessit ut latur aut offi  cae. Hitis doluptati offi  cid 
qui non porest facillacerum et, utem exeres et eos repuda volum quam, omnihillab int hicaborate nis 
que volor asped minum a endis natiae dit esti offi  c tempos sus inci nulparum velendae vit eiuscip sundis 
mollori busciaspid quis quas volorendit aciis autenda seque dessita por se laboremod mo tessecuscium 
faceriae . Rum dis dolorepra nulpari bearit landae nis et in expero es apero illoria parum qui consecto 
vidis doles ea sitataspedi quid quia voles rerro es ipsaestin net pa intistiis debis seque dolorporum 
endi aliam quas ipidebis magnam facidi aute ped endaectore que necus ressim etur, earum nihil isci 
consequatio . Sectiatet estotate eum et experem in num am, sus verion cus autempo reseque dolupta 
eribus ellendignam experumquia im quunt rem . Git, quidio eatur, sumquati accus dis aut estiis qui 
commodipsam volupta ecerferionem rerionectur?

Catempo rerchil molutae landam landae cor as apientem quatemporia velit voluptatem faccae 
corporro omnis et modi velest laccum experis sitam animus et, vellanis sam iusamus eum facidic 
imagnisi ullaborem velluptia cum et aut verro doluptas eati ommo omnimporum dendae velicate 
prae iusciatur? Ipienda pernatur audandus, cum dus doluptas maxima doluptat voloreni tecatem aut 
quament laborporiti susam ut lant ut laborei cimaximod molorepudae corempo repudignis ut ut assitia 
seque occaboriae consequi berum nectur? Nihit doluptatius, torrum dolendes ad ut et eosa quam ne 
nonse quias ad moditemquam et laboriore dusciume perios repratat et quo quiandendam vellestrume 
simaximi, qui reresecuptio volorest, sinctis eatibus, apedio quodis ere, cor maion cum dis non rectius 
quisqui tempel incimus ciditat ionet, volest milis mod et maio . Ut verum voluptae . Muscid que re modis 
accab ium fuga . Aboribus rernam, que conse videllu ptatur recaessed erumqui ne enis es conseculpa 
dustem eari offi  cium sit et quae rem ut ius con re vel ius ant ommo vololo ommolorit quiam, que velit 
aut magnat venet labo . Et minuscit, ea impost remporro et eversped earibus nos re voluptur?

Alia nim estio et aut ommolor rumquo eture laborestrum rest, ulpa velecab ipsum faceres esequatendis 
sit entios minctas ate omnis simagnatus, et adit labore, cus solupic aestis moditatum facearc hitat .

Imillabore parum rem rent esti dolore, nosam fugiatiant rehenim incturest, nemod quae poriorro 
quo dolupidipic tempore hendis corum explibea quaestr umquaes vid quae . Sandi que vitempos 
et et eaquasp elignatur maio qui de vel minusap issit, sit vellores num sit ullendae num soluptiunto 
eossusa ecerro inullam iur re, temqui dellora am fugitaq uidunt autemporia ne provitat aborrun tiberae . 
Bissinciet int essin consectus, ut doles volor adis deni con endi aut voluptatem . Lique cuptatu rectas 
sam ent haruptum quundia nat et offi  ctur re, tenis quidestem simagnimusam inctotae volum qui

Volupta 
tumquia 
losisequi in 
peditiae re 
pe volorpos 

Volupta 
tumquia 
losisequi in 
peditiae re 
pe volorpos 

Volupta tumquia losisequi in peditiae re pe volorpos moluptias.Ciam experrum earchitatem quas 
autat intis id qui quas quo corporro que ex eos abor magnam as voloruntinis et latus dolessi quam 
nuscil etur, tesequi alita volorestibus remporro dolest, ut que ipit ut minis moluptios eturi rereratus 
poriberis est, alit, ut faceritem as accabo. Si ut eat occuptat aspiend andaeratum volorernatem 
facea id magnis etur, et ercium es aut acero inveliquo quid quam aligend iatus, cuptatur, sincia 
pro beatem erumeni andenihit audione eatia solum, conecae doluptatur sequunti rest aut qui 
doluptatur, quassincias accaes autenim porenimaxim quae ne quate pa que dolores etur repudisi 
sinitin tempereratio illia con rem que nusa nis et lab iunto quidem aut expe doluptasimin 
cusanimagnam anda doluptiis nobitent velenducimo evelit volorro quae. Icatin nost estibus, 
ut aciento tatiis et, sitas aut haristi vitatquodis con rem incitiorero vero tem quis et, si ut aut 
omnimporum quossi dolupti onsequi atectur ationsequati rate et aut a conse volorempe int, te 
soluptatios magnamus cusaperiaspe etur?

Ut aut offi  c tem nima inum aut quo quatio quid quo occusa nim reperitium rehenderfero tem 
cum quos eniatecepudi toraerit faceste maxim quam repersped ut omnis recaborror alit incidest 
exerae cus est es duciden ihilicil et duciust, voluptur as etur, omnis voluptae nit explic temquis 
rereiuntotas eum aut a quibus magnis adi delescipsam, qui cupicieniate qui cuscietur sus intur?

Quaectinusti ime naturiberrum fugiasperum ligendi psandel estiae. Iciusam, quiae veressitat 
eosandu citatatur, sunt int, nusda dunt volesci ipsae parumet et et aut laccate mpelis que adi 
doluptatin exeribero denis est eum sum facepro modis as apernamet occum in erovident.

Udae essi doluptat fugiaturibus eos rem nus eseque ped maio. Offi  c temquuntorro volorum vel 
iumquas simaio. Nam rent, velenis ciisque num harcienest repre, eos nesto tem impor alignitatur 
aut incime nonsectis nimposant.

Im imincid estorum eos ea prerum am quost, et, net, nihil magnatur aut dist eostota vit dolorit 
eium landendae rerrum explacid maiorer natinctem doluptatur? Eptatis explam vellaut prest 
landa quae landus es accupic tempori to dolor reperspis mostior ionsequo debis siminim incilitae 
iunt erovide reprepedi quas untiaspitior simolora volupta epreruptae laut poressus eturent 
voluptaquis expelestius rem nimet voluptatiore corepedit abor sitendendus et ommodis sera 
dolum qui coribusae consedistius es nate prae nonsequiatur andandit, ut omniaest exceribusam, 
ommoloraepe dest aut offi  ctur? Inctiberore etur, incium ad ut ommodio. Et est que nobis dolum aut 
porem estius et poressedis aut fuga. Nequate sa venimin velique sim qui dolorep ellam, simpores 
voluptam delesti umquas et volorest, ommoluptaque eaquae velluptatium alitas cullam invello 
ribus, abore vollitatis inveliam est, sectis ut verorpo rerciendande am qui nis as rem et et litecus aut 
aceatus ent fuga. Nam volor alis modigniendi nis perae et alit restibercias dolorpore ne pa verions 
equidunt lis se velesto ducid maio im que alique conserum doluptiis magnate num es enditium 
dellabo runtis excestem sum quatque corero eligent.

Ucid ulpa di ideles molore enihil everaep eruptur serunt mo ea sum ilit lis sus, quam veleceptior 
sint, te voles quiatem et ature qui aciis dest, alibusam, untiis aut atioresedis estrum quo magnat.

Volendusam ut quod quost voluptatecto to volupta quasincipit moluptate re is experiore eaque et 
quatem volupidem ilitati blacerci que nonserorerum ella exeris sitatem porendesequi aut rerum 
erumet re, cuptatur?

Ebis andi necturibusa voloreicto id quiatusam cust maximag nihiliquisci dolenit ut excepediorem 
quam, estinvernati sitis eos nonsequiae essimin vellati commossumet aut ad quiatem quam 
voluptat erciisi deles dolectas cus di consequam nimporendit et fuga. Ur sitio vent quiaepero optat 
offi  c tem dipidelit doloriti dollaccati occus velique preruptatur sant liqui nihic tem litati nes idem 
dolorerem cum rehentenis eum ipsum et que il imoluptat.

Mintibus, que dolupta temodit ut debiti nientio il iumquis everchicia dolest, ulpa vernam earum 
eum recto explaut repudi offi  cat estotatemqui di quis inihil id utem laturere doluptaque con reped 
quost as alignita doluptat.

Pa arum que nia pelent liquiant, sent re dolupici cum eicabo. Nam fugias ratur, oditibus ducipsa 
ndelis eum voluptatem cone volorerferro doluptaque nimaximus ad est, cullabore conem expeles 
tecullatem resciis excepudia ipsum rendae numquiscia nos exerspici quas adi dent doluptam 
accusdaese pratusae pere sequi blam, nonsequ iatius porepta tionem re sinvelit omnis eri dolo 
iuscitinus moles autatior aliquibea quate es expedis maximol upictissi quae volorro blatur aut esto 
molupit venis esenisquid ex et facest vellentio volum fugit aut offi  cipicid expelec eatemperis maio 
omnissi dit et voluptae. Musciis invenda in poritis pa volupta doluptat as millesed eossinullam 
eostiissinis eat hicius maxima dollento escia nonet que aturias as dolupic tatque nos iur maxime 
volore re pos dellorrum quatum utas veliquiamus dollacia que volendit ommodiorro cum et labo. 
Debist ommoles sectame ntotate mperate ctatur ariate vendi re volupta tquatet anis eum et dolorio 
bero toremodit as seditionest, comnisci quiaecestis amenimus, corumquas aut est, sitate nimilicat.

Ga. Itasincienda corporrum fugitatem qui sunt harcipsant vel ilitioria ipisquae prerum eum expe 
quae latem volum, ommolorem alit mil in nulparibus a comnim utempor epellam rersper rorundio 
blatem nobit, nobit, ant essit a quoditate volupta ssitas es ad magniss equianda sum quidem rest 
vitatec temodissit vid ute et essusdae. Nem fuga. Cus et ea num quam imoluptatur, siminis simos 
est vent optatur solo voluptiosant odis id quid quam que quia arum hil et entio ex et faceate con 
consed millaborumet aturibus, evendipid minihilit videndae sinctatis im sent fuga. Evelendit 
quas rera diciatemposa sita quatur? Qui si nonecus eum rentistiost facculpa vellaut aut veligen 
disqui con pe pra quodis non eiusam nienimilita doloreped quam ut volum quatur re di volorib 
erferis verehen imagnihictur reseratquid ut ut ut ullatet, aut prate niam is nonet et elecabo rporeic 
iisquam rem quatur reiciis que num in pora eos voluptatur, se et omnim am, quas etur?

Fic tempossit, ad ma dus magnimil ma cuptate mquidelessit ut latur aut offi  cae. Hitis doluptati 
offi  cid qui non porest facillacerum et, utem exeres et eos repuda volum quam, omnihillab int 
hicaborate nis que volor asped minum a endis natiae dit esti offi  c tempos sus inci nulparum 
velendae vit eiuscip sundis mollori busciaspid quis quas volorendit aciis autenda seque dessita por 
se laboremod mo tessecuscium faceriae. Rum dis dolorepra nulpari bearit landae nis et in expero es 
apero illoria parum qui consecto vidis doles ea sitataspedi quid quia voles rerro es ipsaestin net pa 
intistiis debis seque dolorporum endi aliam quas ipidebis magnam facidi aute ped endaectore que 
necus ressim etur, earum nihil isci consequatio. Sectiatet estotate eum et experem in num am, sus 
verion cus autempo reseque dolupta eribus ellendignam experumquia im quunt rem. Git, quidio 
eatur, sumquati accus dis aut estiis qui commodipsam volupta ecerferionem rerionectur?

Catempo rerchil molutae landam landae cor as apientem quatemporia velit voluptatem faccae 
corporro omnis et modi velest laccum experis sitam animus et, vellanis sam iusamus eum facidic 
imagnisi ullaborem velluptia cum et aut verro doluptas eati ommo omnimporum dendae velicate 
prae iusciatur? Ipienda pernatur audandus, cum dus doluptas maxima doluptat voloreni tecatem 
aut quament laborporiti susam ut lant ut laborei cimaximod molorepudae corempo repudignis 
ut ut assitia seque occaboriae consequi berum nectur? Nihit doluptatius, torrum dolendes ad 
ut et eosa quam ne nonse quias ad moditemquam et laboriore dusciume perios repratat et quo 
quiandendam vellestrume simaximi, qui reresecuptio volorest, sinctis eatibus, apedio quodis ere, 
cor maion cum dis non rectius quisqui tempel incimus ciditat ionet, volest milis mod et maio. Ut 
verum voluptae. Muscid que re modis accab ium fuga. Aboribus rernam, que conse videllu ptatur 
recaessed erumqui ne enis es conseculpa dustem eari offi  cium sit et quae rem ut ius con re vel 
ius ant ommo vololo ommolorit quiam, que velit aut magnat venet labo. Et minuscit, ea impost 
remporro et eversped earibus nos re voluptur?

Alia nim estio et aut ommolor rumquo eture laborestrum rest, ulpa velecab ipsum faceres 
esequatendis sit entios minctas ate omnis simagnatus, et adit labore, cus solupic aestis moditatum 
facearc hitat.

Imillabore parum rem rent esti dolore, nosam fugiatiant rehenim incturest, nemod quae poriorro 
quo dolupidipic tempore hendis corum explibea quaestr umquaes vid quae. Sandi que vitempos et 
et eaquasp elignatur maio qui de vel minusap issit, sit vellores num sit ullendae num soluptiunto 

Erchitat 
quia sundam 
dem raes 
asperis tion 
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Simple
Photography should be composed 
in a simple manner. The intent is to 
highlight or give context to the written 
communication. People and objects 
should be presented in ways that 
don’t draw too much attention to the 
photograph itself.

Real
A shallow depth of field, lighting in 
context, natural colors, and people who 
look like real people are all elements 
that create authentic tone.

Full of life
Imagery should show people or places 
full of energy and life. They should 
convey a sense of optimism, without 
looking silly or contrived.

Simple

Tone, not representation
NYL deals with a lot of lofty concepts: 
protection, safety, the diversification 
of portfolios. These things are difficult 
to show in images. How do you show 
that people have made a smart financial 
choice, for example? The answer is that 
you don’t. Imagery in the NYL brand 
should not try to represent these kinds 
of concepts, instead it should always 
bring them down to reality, to people’s 
lives. We aim to show the benefits 
of the products, not a conceptual 
representation of what they mean: a 
person smiling, not a pathway through 
a forest. Try to convey an emotion 
through photography—compassion, 
warmth, love—by choosing an image 
that feels right.

Reality, not metaphor
One thing NYL imagery isn’t is 
metaphoric. Using images of hands 
holding saplings when dealing with 
“growth” is obviously wrong, but so 
is an empty swing when talking about 
the loss of a child. One thing we should 
try to avoid is linking imagery too 
closely with writing. If your headline 
discusses the “journey of life,” then 
showing people in a car is not right. 
NYL is honest and real at its core. It 
actively avoids using these kinds of links 
because they can seem trite or cliché.  
A good way to think about imagery is 
that it should support the copy, not 
lead it. Photography should be used to 
convey the emotion of the text, not  
to demonstrate it. 

Real

Full of life

Section 2 
Brand toolkit
Photography 
Image selection
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People
Photography can and should feature 
a variety of real people, shown in the 
context of their lives. 

Individuals should be facing the camera 
when a more formal or singular look 
is desired, or looking off-camera for a 
more natural feeling. If the shot is of a 
person in action, either gaze will work—
use your judgement. And if you want a 
group shot, have the subjects look off-
camera, for that natural impression.

Places
In cases where using a person isn’t 
suitable, places where life happens 
make great subjects. The same style 
rules apply: present the environments 
simply, with a natural feel. 

Details
The third approach is to show 
little details that make up daily life. 
This creates a vibrant texture to 
complement and support whatever 
narrative is being conveyed in the 
communication piece.

People

Places

Details

Section 2 
Brand toolkit
Photography
Image subject
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Color
New York Life photography is not 
completely real; it’s actually treated a 
little bit. The most important step is to 
tone down some of the vibrancy. The 
intent here is to make the image feel 
more real. Funny, right?

Depth of black
After the colors have been slightly 
muted, the black levels should be gently 
increased. This gives the photos a more 
honest look.

Original Original OriginalTreated Treated Treated

Section 2 
Brand toolkit
Photography
Image treatment
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Here is a cheat sheet on how to treat 
photography so that it feels more 
natural, honest, and authentic. 

Original image
This image has been selected  
because it has an average level of both 
highlights and shadows, as well as 
saturation levels.

Treatment using Adobe Photoshop
Here you will find a gentler tonal range. 
However, when using this process 
you will find it slower to batch method 
without action.

Treatment using Adobe Camera RAW
Using Adobe Camera Raw you will find 
stronger depth of shadows. It is also 
quicker to apply values in a batch of 
images. Using this method makes it 
easier to apply subtle adjustments to 
your image.

Treatment using Adobe PhotoshopOriginal image

Treatment using Adobe Camera RAW (via bridge)

Levels  
Black 30

Vibrance  
Black -35

Treatment: 
Using Photoshop

6

Levels  
Blacks 30

Vibrance  
Black -35

Treatment: 
Using Adobe Camera RAW (via Bridge)

7

Section 2 
Brand toolkit
Photography
Image treatment example
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Photography should be cropped in an 
interesting way—for example, slightly  
off-center or in close-up. This provides 
the page with visual interest, but  
more important, it creates a greater 
sense of intimacy and connection  
with the viewer.

Original

Treated and cropped

37

Section 2 
Brand toolkit
Photography
Cropping
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So, here’s what not do to with 
photography:

Don’t try to be clever
Unusual angles, strange perspectives, 
and overly strong filters and color 
treatments won’t give us the honest 
feeling we’re looking for.

Don’t choose isolation
Photos should be out there in the real 
world, not in a studio. That’s where life 
happens, right?

Don’t be cheesy
A gentle smile is, in this case, so much 
better than a mouth full of teeth. Just a 
subtle look can be deeply impactful.

Other don’ts include:

1. Metaphorical images

2. Action shots

3. Unnatural lighting effects and  
	 strange perspectives 

4. Black and white images 

5. Photos taken in a studio instead  
	 of in a real-world setting

6. Clip art

1.

4.

2.

5.

3.

6.

38

Section 2 
Brand toolkit
Photography
Misuse
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Introduction
The New York Life brand has a series 
of eight custom, hand-drawn patterns 
that can be used across all brand 
touchpoints. Eight folders have been 
created, each containing a pattern in all 
of its colors.

Section 2 
Brand toolkit
Patterns

Diagonal lines: light

Shell

Diagonal lines: dark

Diamond

Circles

Interlocked 

Crosshatch

Dots
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Here are all the patterns in all the  
available colors.

Using a New York Life pattern is as simple as 
placing an image into a layout. Eight folders 
have been provided to you, each containing 
a pattern, in all its colors.

Placing a pattern 
Step 1: Determine the appropriate color 
format (CMYK/RGB/Pantone). 
Step 2: Locate the folder of the desired 
pattern and color. 
Step 3: Place it. Patterns should always 
be at 100% scale in layouts tabloid sized 
or smaller. In larger layouts, they can be 
enlarged proportionally.

Copy/paste swatches 
Each pattern has been provided as a swatch 
in Adobe Illustrator. Swatches allow for a 
pattern to fill any size frame, which means 
they can also be used in infographics. 
Just copy the desired colored pattern and 
paste it into a document. The swatch will 
automatically appear in your new document.

Digital tiles 
Repeating patterns or tiles have also been 
provided to you. Tiles can be used in a wide 
range of applications, for web backgrounds 
and all things digital.

Important!
Patterns using consumer and institutional colors should never be used together in a single layout.

Section 2 
Brand toolkit
Patterns
Color variations

Diagonal lines: light

Black Consumer Institutional

Shell

Diagonal lines: dark

Diamond

Circles

Interlocked 

Crosshatch

Dots
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Remember:
Consumer and institutional colors 
should never be used together in a 
single layout.

Section 2 
Brand toolkit
Patterns
Diagonal: light Consumer

Institutional
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Remember:
Consumer and institutional colors 
should never be used together in a 
single layout.

Section 2 
Brand toolkit
Patterns
Diagonal: dark Consumer

Institutional
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Remember:
Consumer and institutional colors 
should never be used together in a 
single layout.

Section 2 
Brand toolkit
Patterns
Circles Consumer

Institutional
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Remember:
Consumer and institutional colors 
should never be used together in a 
single layout.

Section 2 
Brand toolkit
Patterns
Crosshatch Consumer

Institutional
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Section 2 
Brand toolkit
Patterns
Shell Consumer

Institutional

Remember:
Consumer and institutional colors 
should never be used together in a 
single layout.

Confidential // Do not copy or distribute



46

Section 2 
Brand toolkit
Patterns
Diamond Consumer

Institutional

Remember:
Consumer and institutional colors 
should never be used together in a 
single layout.
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Section 2 
Brand toolkit
Patterns
Interlocked Consumer

Institutional

Remember:
Consumer and institutional colors 
should never be used together in a 
single layout.
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Section 2 
Brand toolkit
Patterns
Dots Consumer

Institutional

Remember:
Consumer and institutional colors 
should never be used together in a 
single layout.
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Information graphics, a.k.a. 
infographics, are simple, customizable, 
and highly effective communication 
pieces. Graphs, charts, tables, and the 
like all fall into this category. They’re the 
most effective when kept simple, so try 
to avoid extra lines or other, superfluous 
embellishments. 

Shown here are infographics with flat, 
contrasting colors from the secondary 
palettes used as information dividers.

Section 2 
Brand toolkit
Infographics

Label 1

Label 2

Label 3

$50,000

$117,192

$162,170

$130,762

Now 10 years 20 years 30 years
Point 1 Point 2 Point 3 Point 4 Point 5 Point 6

0

20

40

60

80

120

100

140

$50,000

25%
Label 1

Label 2

Label 3

Label 4

Label 5

Label 1

Label 2

Label 3

Company
2007 2008 2009 2010

Rank Share Rank Share Rank Share Rank Share

New York Life 3 5.9% 4 6.0% 1 8.4% 1

Lincoln National 4 5.8% 3 6.5% 3 6.7% 2

John Hancock / Manulife 2 6.5% 1 7.6% 2 8.4% 3

Northwestern Mutual 1 7.9% 2 7.3% 4 6.2% 4

Aegon 8 3.7% 8 3.5% 6 4.1% 5
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If you only 
do what you 
know you can 
do—you never  
do very much.

 Tom Krause

Section 4 
Specific Applications 
Brochures – Image Cover

Print. . . . . . . . . . . . . . . . . . . . . . .                      1 
Brochures . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 2 
Single Sheets. .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 3 
Flyers. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 4 
Forms

Advertising . . . . . . . . . . . . . . . .               5

Screen. . . . . . . . . . . . . . . . . . . . .                    6 
Television. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 7 
End-frames. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 8

Digital . . . . . . . . . . . . . . . . . . . . .                    9 
Website . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 7 
Mobile versions . .  .  .  .  .  .  .  .  .  .  .  .  . 8 
Apps . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  10 
Touchscreens. .  .  .  .  .  .  .  .  .  .  .  .  .  11

Other. . . . . . . . . . . . . . . . . . . . .                    12 
Stationery. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  13 
TBD. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  14

Sometimes the  
questions are 
complicated and  
the answers are  
simple.
Dr. Seuss

Section 3 
General principles 

A simple recipe  
Just as in cooking, starting with 
simple, honest ingredients will lead 
to wonderful results. In this case, 
our ingredients are all the separate 
elements described in Section 2.

Seasoned to taste 
Also, just as in cooking, a little pinch 
of salt can be added, some lemon 
zest sprinkled. Know that where 
appropriate, a gentle twist can 
lift an adequate meal to a culinary 
masterpiece.

The following pages will explain 
how we use all the elements of 
Section 2 together to build new 
collateral in a harmonious way.

50
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Section 1 
Guidelines

What are guidelines? 
Brand guidelines are a document that explain all the 
different elements of a brand, and suggest ways to use 
those seperate pieces as tools to communicate for 
the brand.

What guidelines are not.  
A brand guideline document is not a rulebook.

This document should be seen as a starting point,  
as a launchpad for unleashing your creativity. 
When placed in the capable hands of a designer the 
elements of the New York Life brand will allow for a 
beautiful series of communication touchpoints, with 
a consistency running throughout. In less capable 
hands, this document can be used as a recipe book, 
with each ingredient measured-out  with precision.

Section 3 
General principles

Guiding principle: 
Less, really truly, is more.

Design intent: 
It sounds like a cliché, but keep it simple.

A cluttered page actually hampers legibility,  
leading to less knowledge being absorbed, meaning 
more complex information doesn’t get conveyed  
to the reader.

By breaking it all down into digestible pieces, 
everyone inside the company and, more important, 
the audience will be happy with the result.

If you need guidance, email: 
General_Branding_Support@newyorklife.com

Introduction
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Section 1 
Guidelines

What are guidelines? 
Brand guidelines are a document that explain all the 
different elements of a brand, and suggest ways to use 
those seperate pieces as tools to communicate for 
the brand.

What guidelines are not.  
A brand guideline document is not a rulebook.

This document should be seen as a starting point,  
as a launchpad for unleashing your creativity. 
When placed in the capable hands of a designer the 
elements of the New York Life brand will allow for a 
beautiful series of communication touchpoints, with 
a consistency running throughout. In less capable 
hands, this document can be used as a recipe book, 
with each ingredient measured-out  with precision.

Section 3 
General principles

The New York Life paper stock has been selected  
with great attention and care. 

Mohawk Superfine, our recommendation, is made by  
an all-American, family owned company that sources  
its paper within the 50 states. Its textured surface 
reflects honesty and authenticity, two principal traits  
of the New York Life brand. Its thickness is slightly 
heavier to emphasize substance, another key  
brand trait.

In instances where you need to choose a different 
paper, please take the above criteria into consideration 
for consistency’s sake. The recommended, approved 
paper alternative is Neenah STARWHITE® Tiara, Vellum.

Specifications: 
The preferred color is Ultrawhite. Finish it off in 
Eggshell. Bear in mind, the right paper weight will vary 
depending on the size and intent of the communication. 

Printing collateral
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Section 3 
General principles
Margins

53

We start with setting document 
margins. A margin of 3p (picas) should 
be set around all letter-sized pieces of 
New York Life collateral.

On double-paged spreads, this size acts 
as the inside margin as well.

As you’ll see on the following pages, 
colored backgrounds and photography 
may extend past the margins (bleed). 
However, content must always be 
contained within the margins.

3p

3p
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Section 3 
General principles
Grids

54

This is the basic grid structure for 
standard letter formats. Using the  
grid will make creating organized 
layouts easy.

Letter-sized collateral for New York Life 
should have six columns and 15 rows to 
allow for clean layout approaches. Each 
module is 3p (picas) tall and 6.7p wide. 
The gutter is 1p. Using this six-column 
grid, text can be set at a variety of 
line-lengths, from one column wide for 
captions to five or six columns wide  
for introduction text and quotes.

3p

3p

module

1p

Confidential // Do not copy or distribute



55

Section 3 
General principles
Alternate-sized grid

55

This grid structure should be used 
specifically for “slim jim” brochures. It  
is based on the standard letter format 
using three columns instead of six. 
Using this grid will make creating 
organized layouts easy.

The gutter is 1p (pica), as it is in  
letter-sized collateral. However, in slim-
jim brochures only, a margin of 2.5p is 
set around all sides. Each module of 
the grid is 2.6p tall and 5.8p wide. Here, 
a three-column grid allows for text to 
be set at a variety of line-lengths, from 
one column wide for captions to two or 
three columns wide for body copy.

2.5p

2.5p 1p

Saddle stitched, center fold 
Folded size : 4” x 9”  
Flat: 8” x 9”

Folded, 6 panels  
Folded size: 4” x 9”  
Flat: 12” x 9” 

module

Confidential // Do not copy or distribute



56

Section 3 
General principles
Logo

56

Different pieces of New York Life 
collateral need different amounts and 
types of content. Based on the margin 
specs and content, place your New York 
Life logo at the bottom left of the page. 

Please note: if at any point you don’t 
know how to proceed, email General_
Branding_Support@newyorklife.com 
for guidance.
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Section 3 
General principles
Logo and white bar

57

Here, we position the logo along with 
the white bar. The white bar’s actual 
size and placement depend on the 
logo size. For specifications, rewind 
to page 14.
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Section 3 
General principles
Basic layout

58

Minimal content
Here we have a finished collateral  
piece that uses the grid specifications 
and the basic New York Life brand 
elements correctly. 

In general, if your headline is a question, 
your subtitle should be a response. 
If your headline is a statement, your 
subtitle should be a call to action. 

Remember, this is all for your guidance, 
so check it out, use it to inspire yourself, 
refer to it—that’s why it’s here.

1. �Headline 
75pt, Alda Regular, garnet

2. �Color 
Tourmaline

3. �Subtitle 
18/26pt, Alda Regular,  
New York Life Blue

The basic layout and style of the front 
and back covers of a piece of collateral 
should be consistent. 

Place your
title here.

A short subtitle may be placed here.

1

2

3
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Section 3 
General principles
Basic layout
Adding photography

59

Here we have another example of a 
finished piece of collateral with correct 
uses of the grid specifications and the 
basic New York Life brand elements. In 
this case, photography has been added. 
It gives flavor and helps establish a 
deeper connection with the viewer.

1. �Photography style 
Details 

2. �Color 
Mist

3. �Headline 
75pt, Alda Regular, rain

4. �Subtitle 
18/26pt, Alda Regular,  
New York Life Blue

Short subtitle sits in this space here.

Title here.

1

2

3

4
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Here we have an intermediate layout, 
with the addition of content. While it’s 
okay to add different elements to keep 
the page lively and inspired, maintaining 
a foundation of simplicity will always 
make information easier for the reader 
to digest. Here, we focus on the image 
and use the colored box to hold  
the information.

1. �Color 
Moss

2. �Headline 
 75pt, Alda Regular, grass

3. �Subtitle 
18/26pt, Alda Regular,  
New York Life Blue

4. �Paragraph title 
9/12pt, Effra Bold, steel

5. �Body copy 
9/12pt, Effra Regular, steel

6. �Photography style 
People

Short subtitle sits in 
this space here.

Title here.

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia velendiatur andebit, corectas 
atiae suntio con essum evellup tatistiatem ut laborescium es si odis 
denissin remped min natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, odite comnihic tectio 
voluptae num est aris et labo . Ut fugiaspelit explaut eum ducimus 
peliqui sinvel ipis vendit, omnihicto is dolum ulparis dolecest volore 
natisti blantio ex explaut aut eum dolectiorat aceperit vellestibus 
molum si dolupta eperibusa di dollabo . Igenis plam aborum voluptio 
doluptatem in et atquos re volut eum nimin natur, con praturione 
rae aut fugit aut pro id quia si dolo tem quosande rem im qui aut ma 
nost est odita dolore quatem volore que conserchil escil ium audi 
nam veliquas et quibusame comnimodis pa nobit esciis de ventem 
rescipsaped quidunt .

Se rem quiandi ditas reptat.
El ipisqui am inumqui stionsequunt quam idunt et facipsam sum 
rendicit dolliam, eos vollat harciate venet assint, cullatusam que pa 
iunt volorestiur audiori onsedissunt quod mod ullecab ides sandi 
doloressunt . Occum quat ut fugia corepelest isimet, cullaceat ut 
doluptas alia cusanis dolupta escit, volupta testotat . Tatur aute non 
nat eaquiam, asseque quibus molo quibeat umquod qui consequibus 
niatur aut quat eveles sequam fugitio invella sum et voluptaqui 
dolorum hiliqui dollatur?

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia velendiatur andebit, corectas 
atiae suntio con essum evellup tatistiatem ut laborescium es si odis 
denissin remped min natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, odite comnihic tectio 
voluptae num est aris et labo . Ut fugiaspelit explaut eum ducimus .

Section 3 
General principles
Intermediate layout 
Adding content

2

4

5

3

1

6
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In this example of another intermediate 
layout, an interior spread, all of the 
elements are positioned so that there 
is a comfortable amount of breathing 
room for the copy. The scale of the 
photography and headline helps establish 
a connection with the viewer.

Tints of the soft colors may be used to 
help divide content in a layout as seen 
here. In order to maintain contrast, try to 
avoid using lower strength percentage 
tints of the light colors. As a general rule, 
a minimum of 30% is recommended.

1. �Color 
Sunrise

2. �Headline 
 75/68pt, Alda Regular, sunset

3. �Subtitle 
18/18pt, Alda Regular,  
New York Life Blue

4. �Paragraph title 
9/12pt, Effra Bold, steel

5. �Body copy 
9/12pt, Effra Regular, steel

6. �Photography style 
People

7. �Color tint 
Sunrise (40%)

Section 3 
General principles
Intermediate layout
Two-page spread

A short, smart 
sentence or 
statement can 
sit in this space.

El ipisqui am inumqui stionse 
quunt quam idunt et facipsam 
sum rendicit dolliam.

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia velendiatur andebit, corectas 
atiae suntio con essum evellup tatistiatem ut laborescium es si odis 
denissin remped min natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, odite comnihic tectio 
voluptae num est aris et labo . Ut fugiaspelit explaut eum ducimus 
peliqui sinvel ipis vendit, omnihicto is dolum ulparis dolecest volore 
natisti blantio ex explaut aut eum dolectiorat aceperit vellestibus 
molum si dolupta eperibusa di dollabo . Igenis plam aborum voluptio 
doluptatem in et atquos re volut eum nimin natur, con praturione 
rae aut fugit aut pro id quia si dolo tem quosande rem im qui aut ma 
nost est odita dolore quatem volore que conserchil escil ium audi 
nam veliquas et quibusame comnimodis pa nobit esciis de ventem 
rescipsaped quidunt .

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
suntio con essum evellup tatistiatem ut 
laborescium es si odis denissin remped min 
natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus 
peliqui sinvel ipis vendit, omnihicto is dolum 
ulparis dolecest volore natisti blantio 
ex explaut aut eum dolectiorat aceperit 
vellestibus molum si dolupta eperibusa 
natur, con praturione rae aut fugit aut pro 
id quia si dolo tem quosande rem im qui aut 
ma nost est odita dolore quatem volore que 
conserchil escil ium audi nam veliquas et 
quibusame comnimodis pa nobit esciis de 
ventem rescipsaped quidunt .

Se rem quiandi ditas reptat.
El ipisqui am inumqui stionsequunt quam 
idunt et facipsam sum rendicit dolliam, eos 
vollat harciate venet assint, cullatusam que 
pa iunt volorestiur audiori onsedissunt quod 
mod ullecab ides sandi doloressunt . Occum 
quat ut fugia corepelest isimet, cullaceat ut 
asseque quibus molo quibeat umquod qui 
consequibus niatur aut quat eveles sequam 
fugitio invella sum et voluptaqui dolorum 
hiliqui dollatur?

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus .

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
suntio con essum evellup tatistiatem ut 
laborescium es si odis denissin remped min 
natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus 
peliqui sinvel ipis vendit, omnihicto is dolum 
ulparis dolecest volore natisti blantio 
ex explaut aut eum dolectiorat aceperit 
vellestibus molum si dolupta eperibusa di 
dollabo labo . 

3

1

2
6

4

5

7
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Take this as a general rule: when you have 
a little more written content, you can use 
an image to break up the page. As shown 
in this single page layout, the text should 
sit neatly in a two-column format.

1. �Headline 
75/68pt, Alda Regular, ocean

2. �Color 
Lake

3. �Caption titles 
7.5/9pt, Effra Bold,  
New York Life Blue 

4. �Captions 
7.5/9pt, Effra Regular,  
New York Life Blue

5. �Color 
50% lake

6. �Subtitle 
18/18pt, Alda Regular,  
New York Life Blue

7. �Pattern 
Diagonal lines: light, ocean

8. �Photography style 
Places and details

9. �Paragraph title 
9/12pt, Effra Bold, steel

10. �Body copy 
9/12pt, Effra Regular, steel

Section 3 
General principles
Complex layout

Title
here. 

El ipisqui am
inumqui stionse 
quunt quam idunt 
et facipsam sum 
rendicit dolliam, eos 
vollat harciate venet 
assint, cullatusam 
que pa iunt volores 
tiur audiori on 
sedissunt quodi.

Se rem quiandi ditas
ditas reptat.
At . Itaque imagnim qui 
sam, si berchil iquiamet 
volupti resequist lat 
in con res reiur? It 
autecae es apis magnien 
dusanducim hitaspis 
Em quidus Igenis 
plam aborum voluptio 
doluptatem autent .

Nonsequam 
repediciuria.
Natet, net, ut omnimin 
num de earcim dellabo 
reperit es ant, si dunto 
odit quo doluptas 
dolupis sinvend 
aeceaqui nobit vitatus 
doluptatem in et atquos 
re volut eum nimin natur, 
con odita dolore quatem 
volore que conserchil 
ventem rescipsaped .

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia velendiatur andebit, corectas 
atiae suntio con essum evellup tatistiatem ut laborescium es si odis 
denissin remped min natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, odite comnihic tectio 
voluptae num est aris et labo . Ut fugiaspelit explaut eum ducimus 
peliqui sinvel ipis vendit, omnihicto is dolum ulparis dolecest volore 
natisti blantio ex explaut aut eum dolectiorat aceperit vellestibus 
molum si dolupta eperibusa di dollabo . Igenis plam aborum voluptio 
doluptatem in et atquos re volut eum nimin natur, con praturione 
rae aut fugit aut pro id quia si dolo tem quosande rem im qui aut ma 
nost est odita dolore quatem volore que conserchil escil ium audi 
nam veliquas et quibusame comnimodis pa nobit esciis de ventem 
rescipsaped quidunt .

Se rem quiandi ditas reptat.
El ipisqui am inumqui stionsequunt quam idunt et facipsam sum 
rendicit dolliam, eos vollat harciate venet assint, cullatusam que pa 
iunt volorestiur audiori onsedissunt quod mod ullecab ides sandi 
doloressunt . Occum quat ut fugia corepelest isimet, cullaceat ut 
doluptas alia cusanis dolupta escit, volupta testotat . Tatur aute non 
nat eaquiam, asseque quibus molo quibeat umquod qui consequibus 
niatur aut quat eveles sequam fugitio invella sum et voluptaqui 
dolorum hiliqui dollatur?

Em et quatem . Uriore pliqui ut harumquo 
blab illendae volor as aut etur .
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These pages represent interior pages 
of a foldout or brochure. In this example 
of a more complex layout, note that 
the photos are smaller, allowing more 
breathing room for the copy. Also, you 
can see we’ve taken some license in using 
the headline treatment to title these 
text columns. You should feel you can, 
too. If you fear you’ve gone too far, you 
may email General_Branding_Support@
newyorklife.com for guidance.

1. �Subtitle 
18/18pt, Alda Regular,  
New York Life Blue 

2. �Headline/numbers 
75/68pt, Alda Regular, ocean

3. �Paragraph title 
9/12pt, Effra Bold, rock

4. �Body copy 
9/12pt, Effra Regular, rock

5. �Color 
40% lake

6. �Subtitle 
18/18pt, Alda Regular, ocean

7. �Photography style 
People

Section 3 
General principles
Complex layout
Two-page spread

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
suntio con essum evellup tatistiatem ut 
laborescium es si odis denissin remped min 
natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus 
peliqui sinvel ipis vendit, omnihicto is dolum 
ulparis dolecest volore natisti blantio 
ex explaut aut eum dolectiorat aceperit 
vellestibus molum si dolupta eperibusa 
di dollabo . Igenis plam aborum voluptio 
doluptatem in et atquos re volut eum nimin 
natur, con praturione rae aut fugit aut pro 
id quia si dolo tem quosande rem im qui aut 
ma nost est odita dolore quatem volore que 
conserchil escil ium audi nam veliquas et 
quibusame comnimodis pa nobit esciis de 
ventem rescipsaped quidunt .

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
suntio con essum evellup tatistiatem ut 
laborescium es si odis denissin remped min 
natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus 
peliqui sinvel ipis vendit, omnihicto is dolum 
ulparis dolecest volore natisti blantio 
ex explaut aut eum dolectiorat aceperit 
vellestibus molum si dolupta eperibusa 
natur, con praturione rae aut fugit aut pro 
id quia si dolo tem quosande rem im qui aut 
ma nost est odita dolore quatem volore que 
conserchil escil ium audi nam veliquas et 
quibusame comnimodis pa nobit esciis de 
ventem rescipsaped quidunt .

Se rem quiandi ditas reptat.
El ipisqui am inumqui stionsequunt quam 
idunt et facipsam sum rendicit dolliam, eos 
vollat harciate venet assint, cullatusam que 
pa iunt volorestiur audiori onsedissunt quod 
mod ullecab ides sandi doloressunt . Occum 
quat ut fugia corepelest isimet, cullaceat ut 
asseque quibus molo quibeat umquod qui 
consequibus niatur aut quat eveles sequam 
fugitio invella sum et voluptaqui dolorum 
hiliqui dollatur?

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus .

Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
suntio con essum evellup tatistiatem ut 
laborescium es si odis denissin remped min 
natecume que consed quod ute a nobitius, 
si ius, sit dem harum et ommo cus et 
fugiam, odite comnihic tectio voluptae 
num est aris et labo.

01 02 03

Dus enet occus des eosa sintibus
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
suntio con essum evellup tatistiatem ut 
laborescium es si odis denissin remped min 
natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus 
peliqui sinvel ipis vendit, omnihicto is dolum 
ulparis dolecest volore natisti blantio 
ex explaut aut eum dolectiorat aceperit 
vellestibus molum si dolupta eperibusa 
natur, con praturione rae aut fugit aut pro 
id quia si dolo tem quosande rem im qui aut 
ma nost est odita dolore quatem volore que 
conserchil escil ium audi nam veliquas et 
quibusame comnimodis pa nobit esciis de 
ventem rescipsaped quidunt .

Se rem quiandi ditas reptat
El ipisqui am inumqui stionsequunt quam 
idunt et facipsam sum rendicit dolliam, eos 
vollat harciate venet assint, cullatusam que 
pa iunt volorestiur audiori onsedissunt quod 
mod ullecab ides sandi doloressunt . Occum 
quat ut fugia corepelest isimet, cullaceat ut 
asseque quibus molo quibeat umquod qui 
consequibus niatur aut quat eveles sequam 
fugitio invella sum et voluptaqui dolorum 
hiliqui dollatur?

Dus enet occus des eosa sintibus
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus .

Se rem quiandi ditas reptat
El ipisqui am inumqui stionsequunt quam 
idunt et facipsam sum rendicit dolliam, eos 
vollat harciate venet assint, cullatusam que 
pa iunt volorestiur audiori onsedissunt quod 
mod ullecab ides sandi doloressunt . Occum 
quat ut fugia corepelest isimet, cullaceat ut 
asseque quibus molo quibeat umquod qui 
consequibus niatur aut quat eveles sequam 
fugitio invella sum et voluptaqui dolorum 
hiliqui dollatur?

Dus enet occus des eosa sintibus
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus .

Dus enet occus des eosa sintibus
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
suntio con essum evellup tatistiatem ut 
laborescium es si odis denissin remped min 
natecume que consed quod ute a nobitius, 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus 
peliqui sinvel ipis vendit, omnihicto is dolum 
ulparis dolecest volore natisti blantio 
ex explaut aut eum dolectiorat aceperit 
vellestibus molum si dolupta eperibusa di 
dollabo labo . 

Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebiono corecta.
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Here you can see examples of 
different uses of all the New York Life 
brand elements, reflecting both the 
consistency of correct uses and the 
diversity of complexity levels you will 
surely encounter. 

Section 3 
General principles
Additional examples

Uncertain?

You don’t have to be.

Real 
life kit.

Tools for health, wealth, 
and well-being.

Benefits 
that fit.

Tools for your health,
wealth, and well-being.

Employee Benefits 2012.

Live
someday
your way.

Fund your future with 
a Fixed Deferred Annuity 
from New York Life.

Saving for 
retirement is like 
building a house. 
Vision, plan, build, 
build, build. Live.

Minisciur sus ad quos maximus.

Aborro explacil magnis exerem 
fugia alit, sum audis acculpa rumqui 
sequatum harchil id experferum est, 
occus que voloreperunt ad quodigent.

Uga. Ment que pellace sseque nost 
ut qui sita doluptaturis dolore, 
sequae et eatur andictore labo. Di odi 
occullatemod ma perit vellum non 
consed ea pre similis aliciatempos nesto 
conem la vent res moluptu riberibuscim 
venture pellaccus et volo tem quo 
volores re dolorit aut quaspe late 
perites ut am simodit, temoluptatus 
sima estrum ea quodi int ommolorentia 
adio omni velenti busantis sinulloratem 
que vere eum idel ide nusci in endam 
lam, ommos est rehenis alis eumqui 
autatem peligenim erio doluptam quis 
aut eati consed.

Imusam fugita dolenda ndiost am, 
culparchicab is etur?

Ovit, sinus nectia volorem. Gia cuptati 
se exerferspis quae ventiaectem re, 
illuptae experum qui utatibus dia si debit 
et peri aut quatquo dipsandae inihil 
molorro qui aut in evelis et mossum, 
sim aut offi  ciis voluptae nemquatium 
consequiae eatet adite nos dolupta vitis 
doloribus, si commodis aliqui autemo 
mod ma nonem. Ehendi ut explace 
pudigen istibus sam, unt erum sequatin 
exererum ipienihit offi  c tecatem 
voluptatur aspis eatur?

Por autas dis voloreicabor sumetusam sunt 
acept atemqui rein porestem auda quam 
essusan deliqui alitio berum a volectem. 
Sunt audaectium sum rehenimus, tem sed 
quiaepudis loreita consequi totatur aut accus 
rehenis quodita tibus, volorit eumo fuga ma 
pe nonsequas demoluptin.

6

Alan Grant, Isla Nublar CA

Por autas dis voloreicabor sumetusam sunt 
aceptatemqui re in porestem auda quam essusan 
deliqui alitio berum a volectem. Sunt audaectium 
sum rehenimus, tem sed quiaepudis consequi 
totatur aut accus rehenis quodita tibus, volorit 
eum fuga. Ma pe nonsequas demoluptin volor 
autat labores et volutem simagnis is eos minusae 
pellatem eossunturios di omnihil luptati osandi 
dolupicius, ut labore, nihillendit modiam es as 
essincia eut nitatus ament, conecum aut et 
haribea nulparum quidem conet aped ut in este 
volenes dusam entium acienti onseque nis repere 
millatq uundiori ipsunt a dolo optati doloremis 
eium eturem que cum quisciur modia dit, ut a con 
nullamera eumendus earchil ipist laut labo. 

Luke and Sarah Harding, 
Rockville IN

Integer volutpat dictum mi, posuere cursus elit 
malesuada pellentesque. Mauris nec metus et 
augue volutpat sodales vitae eget est. Nulla leo 
euismod auctor turpis at consequat. Sed pharetra 
venenatis pellentesque. Etiam a lorem nulla, 
dignissim porta eros eut. Morbi sollicitudin nunc 
sed est facilisis sed tristique libero lacinia. Nunc 
vestibulum gravida nulla, quis lacinia elit facilisis 
eu. Integer molestie metus nec nunc faucibus 
cursus com. 

The retirement checklist.

Think of it as a quick 
tune-up, to make sure the 
engine driving your future 
keeps on purring.

7

Figure 1: Aborro explacil 
magnis exerem fugia 
alit, sum audis acculpa 
rumqui sequatum harchil id 
experferum est, occus que 
voloreperunt ad quodigent.

Figure 1: Aborro explacil 
magnis exerem fugia 
alit, sum audis acculpa 
rumqui sequatum harchil id 
experferum est, occus que 
voloreperunt ad quodigent.

Figure 1: Aborro explacil 
magnis exerem fugia 
alit, sum audis acculpa 
rumqui sequatum harchil id 
experferum est, occus que 
voloreperunt ad quodigent.

When you were 
a kid, you did your 
homework. You 
kept your promises. 
You saved your 
allowance.

Start by doing your homework on Whole Life 
insurance.  With this quick guide, we’ll show 
you what it can deliver for those you love. Sunt 
audaectium sum rehenimus, tem sed quiaepudis 
loreita consequi totatur aut accus rehenis quodita 
tibus, volorit eumo fuga. Ma pe nonsequas 
demoluptin.

6

For parents, the rules are the same.

7

Uga. Ment que pellace sseque nost 
ut qui sita doluptaturis dolore, 
sequae et eatur andictore labo. Di odi 
occullatemod ma perit vellum non 
consed ea pre similis aliciatempos nesto 
conem la vent res moluptu riberibuscim 
venture pellaccus et volo tem quo 
volores re dolorit aut quaspe late 
perites ut am simodit, temoluptatus 
sima estrum ea quodi int ommolorentia 
adio omni velenti busantis sinulloratem 
que vere eum idel ide nusci in endam 
lam, ommos est rehenis alis eumqui 
autatem peligenim erio doluptam quis 
aut eati consed

Ovit, sinus nectia volorem. Gia cuptati 
se exerferspis quae ventiaectem re, 
illuptae experum qui utatibus dia si debit 
et peri aut quatquo dipsandae inihil 
molorro qui aut in evelis et mossum, 
sim aut offi  ciis voluptae nemquatium 
consequiae eatet adite nos dolupta vitis 
doloribus, si commodis aliqui autemo 
mod ma nonem. Ehendi ut explace 
pudigen istibus sam, unt erum sequatin 
exererum ipienihit offi  c tecatem 
voluptatur aspis eatur?

Aborro explacil magnis exerem 
fugia alit, sum audis acculpa rumqui 
sequatum harchil id experferum est, 
occus que voloreperunt ad quodigent.

6

The more 
things change, 
the more we 
stay the same.

When times change, some companies 
change their story to stay relevant. 
We’re more relevant today than ever–
because we’ve stayed the course.

7

Uga. Ment que pellace sseque nost 
ut qui sita doluptaturis dolore, 
sequae et eatur andictore labo. Di odi 
occullatemod ma perit vellum non 
consed ea pre similis aliciatempos nesto 
conem la vent res moluptu riberibuscim 
venture pellaccus et volo tem quo 
volores re dolorit aut quaspe late 
perites ut am simodit, temoluptatus 
sima estrum ea quodi int ommolorentia 
adio omni velenti busantis sinulloratem 
que vere eum idel ide nusci in endam 
lam, ommos est rehenis alis eumqui 
autatem peligenim erio doluptam quis 
aut eati consed.

Ovit, sinus nectia volorem. Gia cuptati 
se exerferspis quae ventiaectem re, 
illuptae experum qui utatibus dia si debit 
et peri aut quatquo dipsandae inihil 
molorro qui aut in evelis et mossum, 
sim aut offi  ciis voluptae nemquatium 
consequiae eatet adite nos dolupta vitis 
doloribus, si commodis aliqui autemo 
mod ma nonem. Ehendi ut explace 
pudigen istibus sam, unt erum sequatin 
exererum ipienihit offi  c tecatem 
voluptatur aspis eatur?

Aborro explacil magnis exerem 
fugia alit, sum audis acculpa rumqui 
sequatum harchil id experferum est, 
occus que voloreperunt ad quodigent.

Ovit, sinus nectia volorem. Gia cuptati 
se exerferspis quae ventiaectem re, 
illuptae experum qui utatibus dia si debit 
et peri aut quatquo dipsandae inihil 
molorro qui aut in evelis et mossum, 
sim aut offi  ciis voluptae nemquatium 
consequiae eatet adite nos dolupta vitis 
doloribus, si commodis aliqui autemo 
mod ma nonem. Ehendi ut explace 
pudigen istibus sam, unt erum sequatin 
exererum ipienihit offi  c tecatem 
voluptatur aspis eatur?

Aborro explacil magnis exerem 
fugia alit, sum audis acculpa rumqui 
sequatum harchil id experferum est, 
occus que voloreperunt ad quodigent.

32%
Increase
year-on-year

What happens 
when ethics
and business 
sense collide?  
Ethics wins.

Who 
can you 
count on 
in life?
Yourself. 

So stop putting o�  the decision.
Let’s make a plan for your future.
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Saving for 
retirement is like 
building a house. 
Vision, plan, build, 
build, build. Live.

Minisciur sus ad quos maximus.

Aborro explacil magnis exerem 
fugia alit, sum audis acculpa rumqui 
sequatum harchil id experferum est, 
occus que voloreperunt ad quodigent.

Uga. Ment que pellace sseque nost 
ut qui sita doluptaturis dolore, 
sequae et eatur andictore labo. Di odi 
occullatemod ma perit vellum non 
consed ea pre similis aliciatempos nesto 
conem la vent res moluptu riberibuscim 
venture pellaccus et volo tem quo 
volores re dolorit aut quaspe late 
perites ut am simodit, temoluptatus 
sima estrum ea quodi int ommolorentia 
adio omni velenti busantis sinulloratem 
que vere eum idel ide nusci in endam 
lam, ommos est rehenis alis eumqui 
autatem peligenim erio doluptam quis 
aut eati consed.

Imusam fugita dolenda ndiost am, 
culparchicab is etur?

Ovit, sinus nectia volorem. Gia cuptati 
se exerferspis quae ventiaectem re, 
illuptae experum qui utatibus dia si debit 
et peri aut quatquo dipsandae inihil 
molorro qui aut in evelis et mossum, 
sim aut offi  ciis voluptae nemquatium 
consequiae eatet adite nos dolupta vitis 
doloribus, si commodis aliqui autemo 
mod ma nonem. Ehendi ut explace 
pudigen istibus sam, unt erum sequatin 
exererum ipienihit offi  c tecatem 
voluptatur aspis eatur?

Por autas dis voloreicabor sumetusam sunt 
acept atemqui rein porestem auda quam 
essusan deliqui alitio berum a volectem. 
Sunt audaectium sum rehenimus, tem sed 
quiaepudis loreita consequi totatur aut accus 
rehenis quodita tibus, volorit eumo fuga ma 
pe nonsequas demoluptin.

6

Alan Grant, Isla Nublar CA

Por autas dis voloreicabor sumetusam sunt 
aceptatemqui re in porestem auda quam essusan 
deliqui alitio berum a volectem. Sunt audaectium 
sum rehenimus, tem sed quiaepudis consequi 
totatur aut accus rehenis quodita tibus, volorit 
eum fuga. Ma pe nonsequas demoluptin volor 
autat labores et volutem simagnis is eos minusae 
pellatem eossunturios di omnihil luptati osandi 
dolupicius, ut labore, nihillendit modiam es as 
essincia eut nitatus ament, conecum aut et 
haribea nulparum quidem conet aped ut in este 
volenes dusam entium acienti onseque nis repere 
millatq uundiori ipsunt a dolo optati doloremis 
eium eturem que cum quisciur modia dit, ut a con 
nullamera eumendus earchil ipist laut labo. 

Luke and Sarah Harding, 
Rockville IN

Integer volutpat dictum mi, posuere cursus elit 
malesuada pellentesque. Mauris nec metus et 
augue volutpat sodales vitae eget est. Nulla leo 
euismod auctor turpis at consequat. Sed pharetra 
venenatis pellentesque. Etiam a lorem nulla, 
dignissim porta eros eut. Morbi sollicitudin nunc 
sed est facilisis sed tristique libero lacinia. Nunc 
vestibulum gravida nulla, quis lacinia elit facilisis 
eu. Integer molestie metus nec nunc faucibus 
cursus com. 

The retirement checklist.

Think of it as a quick 
tune-up, to make sure the 
engine driving your future 
keeps on purring.

7

Figure 1: Aborro explacil 
magnis exerem fugia 
alit, sum audis acculpa 
rumqui sequatum harchil id 
experferum est, occus que 
voloreperunt ad quodigent.

Figure 1: Aborro explacil 
magnis exerem fugia 
alit, sum audis acculpa 
rumqui sequatum harchil id 
experferum est, occus que 
voloreperunt ad quodigent.

Figure 1: Aborro explacil 
magnis exerem fugia 
alit, sum audis acculpa 
rumqui sequatum harchil id 
experferum est, occus que 
voloreperunt ad quodigent.

What not to do:

1. �Don’t over-stylize layouts by adding 
drop shadows.

2. �Don’t overdo it with content; it will 
dilute the impact. When you’re unsure 
of how much content should go on 
a page, email General_Branding_
Support@newyorklife.com. 

3. �Don’t place colored boxes, headlines,  
or subtitles in the middle of a photo.  
They should never “float.”

4. �Don’t use gradients or any stylized 
treatments. 

5. �Don’t use more than one strong 
color and it’s corresponding soft  
color on your page, and make sure 
it is an approved color from the 
appropriate palette.

6. �Don’t use your pattern as the stage  
for your headline and subtitle.  
Keep it clean!

Section 3 
General principles
Misuse
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1.

4.

2.

5.

3.

6.

Your title 
may be
placed here.

A short subtitle may be place here.
Exerem quis aut aut repero incis reped 
quam hitiostinvel ium rumque prec.

Title here?
Short subtitle here.

Title here.

Subtitle may be placed here.

Short subtitle here.

Title.

Title goes here.

El ipisqui am inumqui stionse quunt quam 
idunt et facipsam sum rendicit dolliam.

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia velendiatur andebit, corectas 
atiae suntio con essum evellup tatistiatem ut laborescium es si odis 
denissin remped min natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, odite comnihic tectio 
voluptae num est aris et labo . Ut fugiaspelit explaut eum ducimus 
peliqui sinvel ipis vendit, omnihicto is dolum ulparis dolecest volore 
natisti blantio ex explaut aut eum dolectiorat aceperit vellestibus 
molum si dolupta eperibusa di dollabo . Igenis plam aborum voluptio 
doluptatem in et atquos re volut eum nimin natur, con praturione 
rae aut fugit aut pro id quia si dolo tem quosande rem im qui aut ma 
nost est odita dolore quatem volore que conserchil escil ium audi 
nam veliquas et quibusame comnimodis pa nobit esciis de ventem 
rescipsaped quidunt .

Am quundus ma ipsum, net vendenis aliciene pel is abo . Ut ilitem . 
Nam, tem vitatia musdamusam, tet fuga . Ut ut utas exerum idunt 
apicipit quia seribusci ut aut vit, nonsedi reperchit experum num 
neceprem dolupti onsequo bla simod everchi llupit quo offi  ctia 
incto cuptat .

Int . Tem rem . Ces aces con eatemporro moles aut pa atur am, 
aligende quid quatis vendant iorion etur, quam rentem aceseque 
etur mostint labor mi, sequiandam harum eum sitia perum, sim 
nonet il et inciur, eumque con niscipsam quatius aerume non con 
rest harum, quo versper namus, sequae illitatin niatiosandit quasime 
nossimp orendus aborerro occae site moluptatae odic te conem 
es reheniet quas quod quatur, que minctusam, oditaes tionecabore 
laborporum, nis re debitio nsequis ad qui odit hicitatur? Ro in es 
rem autaectur, sum qui cullendi offi  ctin pliquiatem eostota consed 
et rem volum quiat rest liquas aturis aut qui rate di omniet quos 
aliatquatur mi, ommo que elessuntur? Nam, am at eatiand elibus et, 
et accullacepta quiantiosse volore quam doluptatio . Rovit occus .

Dunt odi consedit fuga . Nam, ommolor aut vit volupta tassim fugiti 
te dolendae experunt ommos volum veliquu ntotas entemped que 
con eius, offi  caesti dioreperum rem voluptior aliqui di ommodit, cus, 
con nossitat moluptat aut inctia consequis rerest que platiis estius 
eatur? Quiaeptaque nonsequi doloruptatus il inusand aerspit .

Se rem quiandi ditas reptat. 
El ipisqui am inumqui stionsequunt quam idunt et facipsam sum 
rendicit dolliam, eos vollat harciate venet assint, cullatusam 
que pa iunt volorestiur audiori onsedissunt quod mod ullecab 
ides sandi doloressunt . Occum quat ut fugia corepelest 
isimet, cullaceat ut asseque quibus molo quibeat umquod qui 
consequibus niatur aut quat eveles sequam fugitio invella sum et 
voluptaqui dolorum hiliqui dollatur?

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia velendiatur andebit, 
corectas atiae natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, odite comnihic 
tectio voluptae num est aris et labo . Ut fugiaspelit explaut 
eum ducimus .

Nam que poritat quodignimil ipsandi quo ium, cum, tecta comnis 
imint que quatur?

Elic to voluptium, quia idusam, qui to dolupta tempos sum re 
voleceped quodiat harum ut eatempore comnisc idusandus 
consequ ibuscias nisitatur sit et, tem aut qui culparcia 
perumquodit accus .

Am fugia qui ditatat explatem id qui imporeperum et qui od et, 
omnite volorerferio bereicium dernam, offi  cit, con num, senimod 
itemqua musdamet aute cus ex estiorem endem volorem 
faccusam quodit laborem oluptatur aut re cum volores cipsum 
que prorem. Nam volorempos quam hit offi  cit fugit ea corerrume 
raes aborrum endi ut vollend istist, andis conectate occus ilique 
nonsequi optat volore soluptae dolupti odis inis nis dicimenis et 
parum quatiae vellecuptate rae nitemperum et a eium ea cum 
arum, offi  cit, tet, sam ende cuptat rerchic tet ad quostrum que 
mil iur, vellab illeseq uuntus dolorum vid quas esto tent fuga . 
Pellaborro blabores abori illesto taquat acestibea doluptaturio 
iuntinulpa que nempos et, se exero dendiae ceatem voleseq 
uatemquam sa cume dusanditem veritati dita aribus volupta 
sed mil et rerit adist, volumquo bere lam, si doluptat et quodi 
doloritisqui dolorepraes excero quunt aut fugit undis doluptas 
eatis dolupta aut fugit, sitem quate simet eaque molupta . 

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
suntio con essum evellup tatistiatem ut 
laborescium es si odis denissin remped min 
natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus 
peliqui sinvel ipis vendit, omnihicto is dolum 
ulparis dolecest volore natisti blantio 
ex explaut aut eum dolectiorat aceperit 
vellestibus molum si dolupta eperibusa 
natur, con praturione rae aut fugit aut pro 
id quia si dolo tem quosande rem im qui aut 
ma nost est odita dolore quatem volore que 
conserchil escil ium audi nam veliquas et 
quibusame comnimodis pa nobit esciis de 
ventem rescipsaped quidunt .

Se rem quiandi ditas reptat. 
El ipisqui am inumqui stionsequunt quam 
idunt et facipsam sum rendicit dolliam, eos 
vollat harciate venet assint, cullatusam que 
pa iunt volorestiur audiori onsedissunt quod 
mod ullecab ides sandi doloressunt . Occum 
quat ut fugia corepelest isimet, cullaceat ut 
asseque quibus molo quibeat umquod qui 
consequibus niatur aut quat eveles sequam 
fugitio invella sum et voluptaqui dolorum 
hiliqui dollatur?

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus .

Dus enet occus des eosa sintibus.
Luptatur se pligeni hitatiam, omnihillia 
velendiatur andebit, corectas atiae 
suntio con essum evellup tatistiatem ut 
laborescium es si odis denissin remped min 
natecume que consed quod ute a nobitius, si 
ius, sit dem harum et ommo cus et fugiam, 
odite comnihic tectio voluptae num est aris 
et labo . Ut fugiaspelit explaut eum ducimus 
peliqui sinvel ipis vendit, omnihicto is dolum 
ulparis dolecest volore natisti blantio 
ex explaut aut eum dolectiorat aceperit 
vellestibus molum si dolupta eperibusa di 
dollabo labo . 

Ro et ulparchit magnihiti dist, que nim 
eos eatis dolum qui omnistin nonsenet 
prerspero omni ommolut reperia inreper 
rum volorit, sed molor aut es remqui ut ea 
ium a cullige ndaestium doluptur, offi  ciunt 
deligni andandunt la inturerum essequid Dus 
Lenet occus des eosa sintibus.
nimusam re, temquat estrum fuga . Eque sa 
custorit hari berspelitat .

Mincipsunt rerrum sitatet el ium et molupta 
tendites aute delectem elessit laborum 
eos repta dictaqu iderumquas aut offi  cil 
mod eum que modi ut aut rectet aborehe 
nestota voluptatusto maio . Hiliquam et 
fugitiur ad minulpa rcipitatquid qui volor rae 
nis alistiorerum suntia di vel ilicatu mquatem 
etur aut quiduntiis sit, quidebi tatemperat .

Tem fugitem sani consequi velentincim 
eicabo . Endictur? Quiatur rem quistrum ut 
porro od etur? Quid eveliatiat volento ipsae 
ex eum explibe repudam inihicid et aliquia 
tiberferum nulla andigenihit re eosaectiunt 

Le rem quiandi ditas reptat. 
hilla vendis illibus repelit ibusdam eum am 
reped essuntotaqui susam dem faccuptaes 
dolorum vollupt aepero et acia dit, net 
eumet ut odigend emquame verovit ea que 
dunt et lacepelitate nullabo rumquodigent 
atiis resseratem rerem . Otatia vollautatur 
andi voluptati deles ma dolenda doluptist, 
si ut est dolorporera quate pa conseditis 
il ma sim quias et odi dessum ab is natus, 
isse nessus eos solorer fernata tiberorio . 
Dus dolorruntis ea dolupta tiberum aut 
eatur? Genihic atatum harum quas de 
nobita voluptatur sus as aut aut aut eniatio 
inusam, sitatur sam si cum et eos asit 
etur? Adi aliquuntota volor sinvele niandae 
sintion re venecuptatis ma dolupiet labo . 
Itatur, cuptatem que quasi cum autat 
descill anihitati comnim apedis quatior 
erspit quaepud icipsum volupta tecusdae 
ni a susamus dicipsam id que con porecte 
mperchitatis ex est qui volor adigend 
andescienda iumquam dolores moluptam 
is autemquam vent ut es volo tem . Nequi 
as mo conet et et offi  cia coreritas pe cus et 
ex eum qui doluptae doluptatem laces que 
voluptas nus re, qui berfere rferunto il in con 
nos acepuda conet quundeb isseque volupta 
comniassitio blature dolorero blant .

At int qui dendeli tatemquam verciet 
eaquasim uteces ditemquodi coria sum 
rae none seque voluptibus sae enimaior 
magnietum nobita sequissi cus .

Uciatqui re cone porempor re pliquo 
consecab id min nullupti consequi doluptin 
Qui dolor arciis eumquat exerum facest, 
quis aut od ut estis eos et a dolor re sum 
eicimetur sit labo . Nam cus, consed earum 
volectum rem cone pe nonsequ iatibusciAd 
ulpa culpa corecul luptur alit laccusciassi 
blab ide la dolorepero coreriatur? At etur, 
soluptassit quatem fugia duntemquiam 
repudamuscid mod magnamus recto tem 
rem vendant offi  ctem erum faccull atibus 
que mod ulparcitia con prende vid ut erfero 
etur asperum experitecus inctem lacient 
porum quae ma in pla debitaq uianita quatio 
que lisi quamus vent .

Lor apis eturio . Lest ipsam rat pelestius 
alis quis rendae num ut optatur modis 
maximillabo . Ur sit qui cus doluptas minci 
Pellore molupta is ant volor re quiaercime 
senihit aut autectaerios ipiendant porescit .
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Moving forward, we want to avoid using 
some of the imagery and logo lockups 
from the past. Here are just a few 
examples of common treatments and 
layouts that are no longer consistent 
with our brand look and feel. Should 
you have any questions, email General_
Branding_Support@newyorklife.com.

1. �Don’t lock up the New York Life 
logo with any graphic elements or 
messages. The only thing that may  
be locked up to the logo is our  
tagline, “The Company You Keep” 
(shown on page 11). 

2. �Avoid miscellaneous graphics  
and typefaces. 

3. �Stay away from building imagery and 
old layouts. Our new style is simple, 
clean, and colorful.

 

Section 3 
General principles
Moving forward

New York Life is proud to 
support St. Peter’s in the 
fight against ALS
 

New York Life Insurance Company
51 Madison Avenue
New York, NY10010
 
 
 The Company You Keep®

Colorado

We are ONE
www.newyorklifecolorado.com  

1. 2.

3.
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These brand guidelines represent a new 
way of thinking for most people at New 
York Life. Here are a few closing details 
to keep in your back pocket.

We know that in the past, certain 
manipulations of the logo lockup have 
been used. As we step into the future 
of our brand, please bear in mind a new 
way of thinking as shown here.

Section 3 
General principles
A new way of thinking

 

 

11

1

Avoid using old versions of the New York Life logo and tagline lockups. 
Missteps here will only confuse everyone involved.

Remember to use the new logo and tagline lockup in all your design executions.

The blue gift box is no longer a part of our visual identity. 
That said, avoid using headlines in the logo square as well.

Here are some ideas of how you can express your message in ways that 
are consistent with the new system.

Sel� ess
gift.

A short subtitle may be place here.
Da exerem quis aut aut repero incis 
aboreped quam hitiostinvel ium.

Peace 
of mind.

Short subtitle here.
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Templates 
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Section 4 
Templates
Consolidated statement
Pre-printed

6969

Consolidated Statement 
Account Summary

Life Insurance

Insured Policy Policy Date Death Benefi t Net Cash Value Agent/
Representative

Phone

Alison L Purcell

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $3,323 .77 Customer 
Relations

(800)695-4331

Total $11,609.44 $3,323.77

Insured Policy Policy Date Death Benefi t Net Cash Value Agent/
Representative

Phone

Daniel S Purcell

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $,323 .77 Customer 
Relations

(800)695-4331

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $,323 .77 Customer 
Relations

(800)695-4331

5 Year Term Insurance 41 813 204 20/01/1985 $11,609 .44 $,323 .77 Customer 
Relations

(800)695-4331

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $,323 .77 Customer 
Relations

(800)695-4331

Adjustable Life Insurance 41 813 204 20/01/1985 $11,609 .44 $,323 .77 Customer 
Relations

(800)695-4331

NYLIAC Variable Universal 
Life

41 813 204 20/01/1985 $11,609 .44 $,323 .77 Customer 
Relations

(800)695-4331

Total $860,900.11 $162,113.43

To: Daniel S Purcell

Client ID: 4025
Ref#: CSC-CS212546446-66455
Date: December 31, 2011

For service questions on traditional life insurance 
products, please call: (800) 695-4331

For service questions on variable life insurance 
products, please call: (800) 695-4331

New York Life welcomes the opportunity spere eum 
aut odistio enimagnim ad moloruntio dolorenis es que 
porpore nullore icturep erorem incipiet audam, ullessunt 
oditiam faceperumet. Usdae odionsecatem audaestem 
volupti sciminctur, tem quo velita quunt eiunto et pore.

This Consolidated Statement  Simagnihit, volorro et latio tet, nus pora accumquo offi  cim eos simped quatur 
sapiciatem ut volupta spelesed eatur reptatur? Bernatio volorec temporem ditis nus . Ex et aliam reped ut volut 
nulparundam, susa volor sant, omnimil ad maxim sant . Bis eritios eatur? Usdae odionsecatem audaestem volupti 
sciminctur, tem quo velita quunt eiunto et, non con premos ut qui odit pa dolum non pore,

21132 (2/11)       Page 1 of 3

21132 (2/11)       Page 2 of 3

Consolidated Statement 
Account Summary

Insured Policy Policy Date Death Benefi t Net Cash Value Agent/
Representative

Phone

Robert Ross Purcell

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $3,323 .77 Customer 
Relations

(800)695-4331

Total $11,609.44 $3,323.77

Insured Policy Policy Date Death Benefi t Net Cash Value Agent/
Representative

Phone

Ryan Michael Purcell

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $3,323 .77 Customer 
Relations

(800)695-4331

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $3,323 .77 Customer 
Relations

(800)695-4331

Total $11,609.44 $3,323.77

Insured Policy Policy Date Death Benefi t Net Cash Value Agent/
Representative

Phone

Scott Donovan Purcell

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $3,323 .77 Customer 
Relations

(800)695-4331

Total $11,609.44 $3,323.77

Insured Policy Policy Date Death Benefi t Net Cash Value Agent/
Representative

Phone

Christopher M Rodbro

Reduced Paid Up For Life 41 813 204 20/01/1985 $11,609 .44 $3,323 .77 Customer 
Relations

(800)695-4331

Total $11,609.44 $3,323.77

This Consolidated Statement  Simagnihit, volorro et latio tet, nus pora accumquo offi  cim eos simped quatur 
sapiciatem ut volupta spelesed eatur reptatur? Bernatio volorec temporem ditis nus . Ex et aliam reped ut volut 
nulparundam, susa volor sant, omnimil ad maxim sant . Bis eritios eatur? Usdae odionsecatem audaestem volupti 
sciminctur, tem quo velita quunt eiunto et, non con premos ut qui odit pa dolum non pore,

21132 (2/11)       Page 3 of 3

Consolidated Statement 
Account Summary – 
Glossary of Terms Used

Acceleration Clause - The part of a contract that says when a 
loan may be declared due and payable .

Accidental Death Benefit - In a life insurance policy, benefit 
in addition to the death benefit paid to the beneficiary, 
should death occur due to an accident . There can be certain 
exclusions as well as time and age limits .

Active Participant - Person whose absence from a planned 
event would trigger a benefit if the event needs to be canceled 
or postponed .

Activities of Daily Living - Bathing, preparing and eating 
meals, moving from room to room, getting into and out of beds 
or chairs, dressing, using a toilet .

Actual Cash Value - Cost of replacing damaged or destroyed 
property with comparable new property, minus depreciation 
and obsolescence . For example, a 10-year-old sofa will not 
be replaced at current full value because of a decade of 
depreciation . 

Actuary - A specialist in the mathematics of insurance who 
calculates rates, reserves, dividends and other statistics . 
(Americanism: In most other countries the individual is known 
as “mathematician.”)

Adjustable Rate - An interest rate that changes, based on 
changes in a published market-rate index . 

Adjuster - A representative of the insurer who seeks to 
determine the extent of the insurer’s liability for loss when a 
claim is submitted .

Admitted Assets - Assets permitted by state law to be 
included in an insurance company’s annual statement . These 
assets are an important factor when regulators measure 
insurance company solvency . They include mortgages, stocks, 
bonds and real estate .

Agent -individual who sells and services insurance policies in 
either of two classifications:

Aggregate Limit - Usually refers to liability insurance and 
indicates the amount of coverage that the insured has under 
the contract for a specific period of time, usually the contract 
period, no matter how many separate accidents might occur .

Annual Administrative Fee - Charge for expenses associated 
with administering a group employee benefit plan .

Annual Crediting Cap - The maximum rate that the equity-
indexed annuity can be credited in a year . If a contract has an 
upper limit, or cap, of 7 percent and the index linked to the 
annuity gained 7 .2 percent, only 7 percent would be credited to 
the annuity .

Annuitization - Process by which you convert part or all of the 
money in a qualified retirement plan or nonqualified annuity 
contract into a stream of regular income payments, either for 
your lifetime or the lifetimes of you and your joint annuitant . 
Once you choose to annuitize, the payment schedule and the 
amount is generally fixed and can’t be altered .

Annuitization Options - Choices in the way to annuitize . For 
example, life with a 10-year period certain means payouts will 
last a lifetime, but should the annuitant die during the first 10 
years, the payments will continue to beneficiaries through the 
10th year . Selection of such an option reduces the amount of 
the periodic payment .

Annuity - An agreement by an insurer to make periodic 
payments that continue during the survival of the annuitant(s) 
or for a specified period .

Approved for Reinsurance - Indicates the company is 
approved (or authorized) to write reinsurance on risks in this 
state . A license to write reinsurance might not be required in 
these states .

Approved or Not Disapproved for Surplus Lines - Indicates 
the company is approved (or not disapproved) to write excess 
or surplus lines in this state .

Assets - Assets refer to “all the available properties of every 
kind or possession of an insurance company that might be 
used to pay its debts .” There are three classifications of 
assets: invested assets, all other assets, and total admitted 
assets . Invested assets refer to things such as bonds, stocks, 
cash and income-producing real estate . All other assets refer 
to nonincome producing possessions such as the building 
the company occupies, office furniture, and debts owed, 
usually in the form of deferred and unpaid premiums . Total 
admitted assets refer to everything a company owns . All 
other plus invested assets equals total admitted assets . By 
law, some states don’t permit insurance companies to claim 
certain goods and possessions, such as deferred and unpaid 
premiums, in the all other assets category, declaring them 
“nonadmissable .”

Attained Age - Insured’s age at a particular time . For example, 
many term life insurance policies allow an insured to convert 
to permanent insurance without a physical examination at the 
insured’s then attained age . Upon conversion, the premium 
usually rises substantially to reflect the insured’s age and 
diminished life expectancy .

Authorized Under Federal Products Liability Risk Retention 
Act (Risk Retention Groups) - Indicates companies operating 
under the Federal Products Liability Risk Retention Act of 1981 

New York Life welcomes the opportunity spere eum 
aut odistio enimagnim ad moloruntio dolorenis es que 
porpore nullore icturep erorem incipiet audam, ullessunt 
oditiam faceperumet. Usdae odionsecatem audaestem 
volupti sciminctur, tem quo velita quunt eiunto et pore.

Here are a few details to help you navigate 
the consolidated statement templates. 

The New York Life logo is 0.69 inch in width 
and is placed 0.75 inch from the left and 
0.29 inch from the top of the page.

The blue box contains the statement 
information and has a margin of 1.25 inch 
above and 0.25 inch below and on its sides. 
All information is set 1 inch from the left 
and right sides of the page. 

Both the New York Life logo and the blue 
box are pre-printed in New York Life Blue. 

A 0.75 pt black line is used to delineate new 
information (i.e., a new policyholder). A 0.25 
pt black line is used to delineate between 
types of policies held by the same person.

Additional specifications:

1. �Title 
 18/18pt, Alda Regular, black

2. �Introduction paragraph 
10/12pt, Alda Regular, black

3. �Subhead 
9/10pt, Effra Bold, black

4. �Statement information 
9/10pt, Effra Regular/Bold, black

5. �Glossary 
9/10pt, Effra Regular, black

1

2

3

4

5
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Section 4 
Templates
Consolidated statement
Black and white

7070

Consolidated Statement 
Account Summary

Life Insurance

Insured Policy Policy Date Death Benefi t Net Cash Value Agent/
Representative

Phone

Alison L Purcell

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $3,323 .77 Customer 
Relations

(800)695-4331

Total $11,609.44 $3,323.77

Insured Policy Policy Date Death Benefi t Net Cash Value Agent/
Representative

Phone

Daniel S Purcell

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $,323 .77 Customer 
Relations

(800)695-4331

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $,323 .77 Customer 
Relations

(800)695-4331

5 Year Term Insurance 41 813 204 20/01/1985 $11,609 .44 $,323 .77 Customer 
Relations

(800)695-4331

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $,323 .77 Customer 
Relations

(800)695-4331

Adjustable Life Insurance 41 813 204 20/01/1985 $11,609 .44 $,323 .77 Customer 
Relations

(800)695-4331

NYLIAC Variable Universal 
Life

41 813 204 20/01/1985 $11,609 .44 $,323 .77 Customer 
Relations

(800)695-4331

Total $860,900.11 $162,113.43

To: Daniel S Purcell

Client ID: 4025
Ref#: CSC-CS212546446-66455
Date: December 31, 2011

For service questions on traditional life insurance 
products, please call: (800) 695-4331

For service questions on variable life insurance 
products, please call: (800) 695-4331

New York Life welcomes the opportunity spere eum 
aut odistio enimagnim ad moloruntio dolorenis es que 
porpore nullore icturep erorem incipiet audam, ullessunt 
oditiam faceperumet. Usdae odionsecatem audaestem 
volupti sciminctur, tem quo velita quunt eiunto et pore.

This Consolidated Statement  Simagnihit, volorro et latio tet, nus pora accumquo offi  cim eos simped quatur 
sapiciatem ut volupta spelesed eatur reptatur? Bernatio volorec temporem ditis nus . Ex et aliam reped ut volut 
nulparundam, susa volor sant, omnimil ad maxim sant . Bis eritios eatur? Usdae odionsecatem audaestem volupti 
sciminctur, tem quo velita quunt eiunto et, non con premos ut qui odit pa dolum non pore,

21132 (2/11)       Page 1 of 3
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Consolidated Statement 
Account Summary

Insured Policy Policy Date Death Benefi t Net Cash Value Agent/
Representative

Phone

Robert Ross Purcell

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $3,323 .77 Customer 
Relations

(800)695-4331

Total $11,609.44 $3,323.77

Insured Policy Policy Date Death Benefi t Net Cash Value Agent/
Representative

Phone

Ryan Michael Purcell

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $3,323 .77 Customer 
Relations

(800)695-4331

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $3,323 .77 Customer 
Relations

(800)695-4331

Total $11,609.44 $3,323.77

Insured Policy Policy Date Death Benefi t Net Cash Value Agent/
Representative

Phone

Scott Donovan Purcell

Whole Life Insurance 41 813 204 20/01/1985 $11,609 .44 $3,323 .77 Customer 
Relations

(800)695-4331

Total $11,609.44 $3,323.77

Insured Policy Policy Date Death Benefi t Net Cash Value Agent/
Representative

Phone

Christopher M Rodbro

Reduced Paid Up For Life 41 813 204 20/01/1985 $11,609 .44 $3,323 .77 Customer 
Relations

(800)695-4331

Total $11,609.44 $3,323.77

This Consolidated Statement  Simagnihit, volorro et latio tet, nus pora accumquo offi  cim eos simped quatur 
sapiciatem ut volupta spelesed eatur reptatur? Bernatio volorec temporem ditis nus . Ex et aliam reped ut volut 
nulparundam, susa volor sant, omnimil ad maxim sant . Bis eritios eatur? Usdae odionsecatem audaestem volupti 
sciminctur, tem quo velita quunt eiunto et, non con premos ut qui odit pa dolum non pore,
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Consolidated Statement 
Account Summary – 
Glossary of Terms Used

Acceleration Clause - The part of a contract that says when a 
loan may be declared due and payable .

Accidental Death Benefit - In a life insurance policy, benefit 
in addition to the death benefit paid to the beneficiary, 
should death occur due to an accident . There can be certain 
exclusions as well as time and age limits .

Active Participant - Person whose absence from a planned 
event would trigger a benefit if the event needs to be canceled 
or postponed .

Activities of Daily Living - Bathing, preparing and eating 
meals, moving from room to room, getting into and out of beds 
or chairs, dressing, using a toilet .

Actual Cash Value - Cost of replacing damaged or destroyed 
property with comparable new property, minus depreciation 
and obsolescence . For example, a 10-year-old sofa will not 
be replaced at current full value because of a decade of 
depreciation . 

Actuary - A specialist in the mathematics of insurance who 
calculates rates, reserves, dividends and other statistics . 
(Americanism: In most other countries the individual is known 
as “mathematician.”)

Adjustable Rate - An interest rate that changes, based on 
changes in a published market-rate index . 

Adjuster - A representative of the insurer who seeks to 
determine the extent of the insurer’s liability for loss when a 
claim is submitted .

Admitted Assets - Assets permitted by state law to be 
included in an insurance company’s annual statement . These 
assets are an important factor when regulators measure 
insurance company solvency . They include mortgages, stocks, 
bonds and real estate .

Agent -individual who sells and services insurance policies in 
either of two classifications:

Aggregate Limit - Usually refers to liability insurance and 
indicates the amount of coverage that the insured has under 
the contract for a specific period of time, usually the contract 
period, no matter how many separate accidents might occur .

Annual Administrative Fee - Charge for expenses associated 
with administering a group employee benefit plan .

Annual Crediting Cap - The maximum rate that the equity-
indexed annuity can be credited in a year . If a contract has an 
upper limit, or cap, of 7 percent and the index linked to the 
annuity gained 7 .2 percent, only 7 percent would be credited to 
the annuity .

Annuitization - Process by which you convert part or all of the 
money in a qualified retirement plan or nonqualified annuity 
contract into a stream of regular income payments, either for 
your lifetime or the lifetimes of you and your joint annuitant . 
Once you choose to annuitize, the payment schedule and the 
amount is generally fixed and can’t be altered .

Annuitization Options - Choices in the way to annuitize . For 
example, life with a 10-year period certain means payouts will 
last a lifetime, but should the annuitant die during the first 10 
years, the payments will continue to beneficiaries through the 
10th year . Selection of such an option reduces the amount of 
the periodic payment .

Annuity - An agreement by an insurer to make periodic 
payments that continue during the survival of the annuitant(s) 
or for a specified period .

Approved for Reinsurance - Indicates the company is 
approved (or authorized) to write reinsurance on risks in this 
state . A license to write reinsurance might not be required in 
these states .

Approved or Not Disapproved for Surplus Lines - Indicates 
the company is approved (or not disapproved) to write excess 
or surplus lines in this state .

Assets - Assets refer to “all the available properties of every 
kind or possession of an insurance company that might be 
used to pay its debts .” There are three classifications of 
assets: invested assets, all other assets, and total admitted 
assets . Invested assets refer to things such as bonds, stocks, 
cash and income-producing real estate . All other assets refer 
to nonincome producing possessions such as the building 
the company occupies, office furniture, and debts owed, 
usually in the form of deferred and unpaid premiums . Total 
admitted assets refer to everything a company owns . All 
other plus invested assets equals total admitted assets . By 
law, some states don’t permit insurance companies to claim 
certain goods and possessions, such as deferred and unpaid 
premiums, in the all other assets category, declaring them 
“nonadmissable .”

Attained Age - Insured’s age at a particular time . For example, 
many term life insurance policies allow an insured to convert 
to permanent insurance without a physical examination at the 
insured’s then attained age . Upon conversion, the premium 
usually rises substantially to reflect the insured’s age and 
diminished life expectancy .

Authorized Under Federal Products Liability Risk Retention 
Act (Risk Retention Groups) - Indicates companies operating 
under the Federal Products Liability Risk Retention Act of 1981 

New York Life welcomes the opportunity spere eum 
aut odistio enimagnim ad moloruntio dolorenis es que 
porpore nullore icturep erorem incipiet audam, ullessunt 
oditiam faceperumet. Usdae odionsecatem audaestem 
volupti sciminctur, tem quo velita quunt eiunto et pore.

Here are visuals of the consolidated 
statement template in black and white. Use 
this template for printing on demand. 

The background tint is set to 5% black. All 
other elements print 100% black.
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Correspondence templates are offered  
pre-printed using New York Life Blue.  
They are available in three options: 

• �The New York Life logo alone, placed in the 
upper left of the page

• �The New York Life logo placed in the upper 
left with a partner logo placed in the upper 
right of the page

• �Co-branded logo placed in the upper left of 
the page. For specifications see pages 16–22 

The New York Life logo is 0.69 inch in width  
and is placed 0.75 inch from the left and  
0.29 inch from the top of the page.

The blue box has a margin of 1.25 inch above 
and 0.25 inch below and on its sides. All 
information is set 1 inch from the left and  
right sides of the page. 

The New York Life logo, and blue box are  
pre-printed in New York Life Blue. 

Additional specifications:

1. �Recipient’s address 
 10/12pt, Alda Regular, black

2. �New York Life address/information 
8/10pt, Effra Regular, black

3. �Title: 18/18pt, Alda Regular, black

4. �Body copy/date/numbers 
8/10pt, Effra Regular, black

Section 4 
Templates
Correspondence
Pre-printed

Your life insurance policy premium has not been paid.

>87590830968 59873490580 987908

Mr Alan Grant
2775 E 12th St/Apt 622
Brooklyn NY 11235-46754

Policy Number: 763151275908743905
Insured: Mr Alan Grant

Imil eos evel molorer ovidita tendus autem aut eumquid ucitatq uamenda estibus quaturia voluptatur solorpor sequia nost 
labo . Ariorio . Em quam quas vent etur sitibusda qui nonsern atiatur aut ab ius et hit omni utat inveriti aut ommoluptios et qui 
omnis reperi unt, simuscia non nesseque esedipsus, cusam quaerci dolo toreic tem inveligent repelitibus aut liquaturiaes 
simillautem inimus .

Estium faccabo . Is alit omnihil ipis ea vidis es dolum enihit remquae ctiur? Laudam et excepratecae re, cusanda de diores 
sumet mincias platemqui ut ut as et quaepudia nectent .

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga . Bea ex excesediae parchilita sitassequi volum qui aut desequa 
muscimpel esequi offi  ciunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num 
adit hicilluptas alit plature praturiae laboreste is peditio . Di volore in rem utae core vent remporum diae . Itae . Cea sunt quatiis 
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos 
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea 
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim 
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis 
porempellab ipitatem voluptas et at .

Ficabor eperio . Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur, 
saperae reicia ventiunt la nulparchil mi, ni offi  cae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru 
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia 
conseni sitatiunt qui offi  ci blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper 
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit 
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por 
ad eossimporro mo et ut ut enditat .

Is res namus dolore omnienda ipsus qui ilibusant labo . Et am vid que explandi di cum inihici delecus aperum eos ma 
sustincipsus modi volo culparchil maximus militem atiantiande quist, comnis dunt . Bor as que exereni modisti blaut dis et 
eiusam con eium iundit atenem ad que id quia porerfe rrorrov itaspidis de niaepra denimus vent, nist, acium quodi odit que odis 
siminct inusam dessinvera same voloria volupta tionsequodi bearchicabor suntem coriori aecerit, ommolum quatior ibusae 
culparcium et erum volut ullabor recatae est, si odit occabor ad enissum fugitibus magnatur?

John Hammond
Corporate Vice President

For policy information and online services, 
please call 1 (800) 695-4331 or visit us at www.newyorklife.com.

7631512
New York Life Insurance Company
PO Box 6616
Cleveland OH 44107-6918
1800-696-9673
www .newyorklife .com

Date: November 2, 2012

Agent Name: John Hammond
(G4G) 98432 8910-11

21132 (2/11)       Page 1 of 3

Your life insurance policy premium has not been paid.

>87590830968 59873490580 987908

Mr Alan Grant
2775 E 12th St/Apt 622
Brooklyn NY 11235-46754

Policy Number: 763151275908743905
Insured: Mr Alan Grant

Imil eos evel molorer ovidita tendus autem aut eumquid ucitatq uamenda estibus quaturia voluptatur solorpor sequia nost 
labo . Ariorio . Em quam quas vent etur sitibusda qui nonsern atiatur aut ab ius et hit omni utat inveriti aut ommoluptios et qui 
omnis reperi unt, simuscia non nesseque esedipsus, cusam quaerci dolo toreic tem inveligent repelitibus aut liquaturiaes 
simillautem inimus .

Estium faccabo . Is alit omnihil ipis ea vidis es dolum enihit remquae ctiur? Laudam et excepratecae re, cusanda de diores 
sumet mincias platemqui ut ut as et quaepudia nectent .

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga . Bea ex excesediae parchilita sitassequi volum qui aut desequa 
muscimpel esequi offi  ciunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num 
adit hicilluptas alit plature praturiae laboreste is peditio . Di volore in rem utae core vent remporum diae . Itae . Cea sunt quatiis 
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos 
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea 
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim 
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis 
porempellab ipitatem voluptas et at .

Ficabor eperio . Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur, 
saperae reicia ventiunt la nulparchil mi, ni offi  cae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru 
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia 
conseni sitatiunt qui offi  ci blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper 
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit 
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por 
ad eossimporro mo et ut ut enditat .

Is res namus dolore omnienda ipsus qui ilibusant labo . Et am vid que explandi di cum inihici delecus aperum eos ma 
sustincipsus modi volo culparchil maximus militem atiantiande quist, comnis dunt . Bor as que exereni modisti blaut dis et 
eiusam con eium iundit atenem ad que id quia porerfe rrorrov itaspidis de niaepra denimus vent, nist, acium quodi odit que odis 
siminct inusam dessinvera same voloria volupta tionsequodi bearchicabor suntem coriori aecerit, ommolum quatior ibusae 
culparcium et erum volut ullabor recatae est, si odit occabor ad enissum fugitibus magnatur?

John Hammond
Corporate Vice President

For policy information and online services, 
please call 1(800) 695-4331 or visit us at www.newyorklife.com

7631512
New York Life Insurance Company
PO Box 6616
Cleveland OH 44107-6918
1800-696-9673
www .newyorklife .com

Date: November 2, 2012

Agent Name: John Hammond
(G4G) 98432 8910-11
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Your life insurance policy premium has not been paid.

>87590830968 59873490580 987908

Mr Alan Grant
2775 E 12th St/Apt 622
Brooklyn NY 11235-46754

Policy Number: 763151275908743905
Insured: Mr Alan Grant

Imil eos evel molorer ovidita tendus autem aut eumquid ucitatq uamenda estibus quaturia voluptatur solorpor sequia nost 
labo . Ariorio . Em quam quas vent etur sitibusda qui nonsern atiatur aut ab ius et hit omni utat inveriti aut ommoluptios et qui 
omnis reperi unt, simuscia non nesseque esedipsus, cusam quaerci dolo toreic tem inveligent repelitibus aut liquaturiaes 
simillautem inimus .

Estium faccabo . Is alit omnihil ipis ea vidis es dolum enihit remquae ctiur? Laudam et excepratecae re, cusanda de diores 
sumet mincias platemqui ut ut as et quaepudia nectent .

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga . Bea ex excesediae parchilita sitassequi volum qui aut desequa 
muscimpel esequi offi  ciunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num 
adit hicilluptas alit plature praturiae laboreste is peditio . Di volore in rem utae core vent remporum diae . Itae . Cea sunt quatiis 
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos 
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea 
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim 
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis 
porempellab ipitatem voluptas et at .

Ficabor eperio . Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur, 
saperae reicia ventiunt la nulparchil mi, ni offi  cae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru 
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia 
conseni sitatiunt qui offi  ci blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper 
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit 
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por 
ad eossimporro mo et ut ut enditat .

Is res namus dolore omnienda ipsus qui ilibusant labo . Et am vid que explandi di cum inihici delecus aperum eos ma 
sustincipsus modi volo culparchil maximus militem atiantiande quist, comnis dunt . Bor as que exereni modisti blaut dis et 
eiusam con eium iundit atenem ad que id quia porerfe rrorrov itaspidis de niaepra denimus vent, nist, acium quodi odit que odis 
siminct inusam dessinvera same voloria volupta tionsequodi bearchicabor suntem coriori aecerit, ommolum quatior ibusae 
culparcium et erum volut ullabor recatae est, si odit occabor ad enissum fugitibus magnatur?

John Hammond
Corporate Vice President

For policy information and online services, 
please call 1(800) 695-4331 or visit us at www.newyorklife.com

7631512
New York Life Insurance Company
PO Box 6616
Cleveland OH 44107-6918
1800-696-9673
www .newyorklife .com

Date: November 2, 2012

Agent Name: John Hammond
(G4G) 98432 8910-11
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Both the pre-printed and the black and 
white correspondence templates are 
built to print duplexed (two-sided) or as 
single (one-sided) pages. 

On the single-sided option, the New 
York Life logo, partner, or co-branded 
logo lockup appears on all pages.

On the duplexed option, the New York 
Life logo only appears on the front side. 

Section 4 
Templates
Correspondence
Second page
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Imil eos evel molorer ovidita tendus autem aut eumquid ucitatq uamenda estibus quaturia voluptatur solorpor sequia nost 
labo . Ariorio . Em quam quas vent etur sitibusda qui nonsern atiatur aut ab ius et hit omni utat inveriti aut ommoluptios et qui 
omnis reperi unt, simuscia non nesseque esedipsus, cusam quaerci dolo toreic tem inveligent repelitibus aut liquaturiaes 
simillautem inimus .

Estium faccabo . Is alit omnihil ipis ea vidis es dolum enihit remquae ctiur? Laudam et excepratecae re, cusanda de diores 
sumet mincias platemqui ut ut as et quaepudia nectent .

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga . Bea ex excesediae parchilita sitassequi volum qui aut desequa 
muscimpel esequi offi  ciunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num 
adit hicilluptas alit plature praturiae laboreste is peditio . Di volore in rem utae core vent remporum diae . Itae . Cea sunt quatiis 
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos 
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea 
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim 
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis 
porempellab ipitatem voluptas et at .

Ficabor eperio . Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur, 
saperae reicia ventiunt la nulparchil mi, ni offi  cae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru 
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia 
conseni sitatiunt qui offi  ci blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper 
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit 
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por 
ad eossimporro mo et ut ut enditat .

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga . Bea ex excesediae parchilita sitassequi volum qui aut desequa 
muscimpel esequi offi  ciunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num 
adit hicilluptas alit plature praturiae laboreste is peditio . Di volore in rem utae core vent remporum diae . Itae . Cea sunt quatiis 
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos 
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea 
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim 
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis 
porempellab ipitatem voluptas et at .

Ficabor eperio . Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur, 
saperae reicia ventiunt la nulparchil mi, ni offi  cae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru 
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia 
conseni sitatiunt qui offi  ci blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper 
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit 
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por 
ad eossimporro mo et ut ut enditat .

Is res namus dolore omnienda ipsus qui ilibusant labo . Et am vid que explandi di cum inihici delecus aperum eos ma 
sustincipsus modi volo culparchil maximus militem atiantiande quist, comnis dunt . Bor as que exereni modisti blaut dis et 
eiusam con eium iundit atenem ad que id quia porerfe rrorrov itaspidis de niaepra denimus vent, nist, acium quodi odit que odis 
siminct inusam dessinvera same voloria volupta tionsequodi bearchicabor suntem coriori aecerit, ommolum quatior ibusae 
culparcium et erum volut ullabor recatae est, si odit occabor ad enissum fugitibus magnatur?

John Hammond
Corporate Vice President

21132 (2/11)       Page 3 of 3

Imil eos evel molorer ovidita tendus autem aut eumquid ucitatq uamenda estibus quaturia voluptatur solorpor sequia nost 
labo . Ariorio . Em quam quas vent etur sitibusda qui nonsern atiatur aut ab ius et hit omni utat inveriti aut ommoluptios et qui 
omnis reperi unt, simuscia non nesseque esedipsus, cusam quaerci dolo toreic tem inveligent repelitibus aut liquaturiaes 
simillautem inimus .

Estium faccabo . Is alit omnihil ipis ea vidis es dolum enihit remquae ctiur? Laudam et excepratecae re, cusanda de diores 
sumet mincias platemqui ut ut as et quaepudia nectent .

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga . Bea ex excesediae parchilita sitassequi volum qui aut desequa 
muscimpel esequi offi  ciunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num 
adit hicilluptas alit plature praturiae laboreste is peditio . Di volore in rem utae core vent remporum diae . Itae . Cea sunt quatiis 
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos 
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea 
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim 
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis 
porempellab ipitatem voluptas et at .

Ficabor eperio . Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur, 
saperae reicia ventiunt la nulparchil mi, ni offi  cae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru 
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia 
conseni sitatiunt qui offi  ci blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper 
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit 
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por 
ad eossimporro mo et ut ut enditat .

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga . Bea ex excesediae parchilita sitassequi volum qui aut desequa 
muscimpel esequi offi  ciunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num 
adit hicilluptas alit plature praturiae laboreste is peditio . Di volore in rem utae core vent remporum diae . Itae . Cea sunt quatiis 
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos 
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea 
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim 
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis 
porempellab ipitatem voluptas et at .

Ficabor eperio . Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur, 
saperae reicia ventiunt la nulparchil mi, ni offi  cae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru 
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia 
conseni sitatiunt qui offi  ci blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper 
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit 
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por 
ad eossimporro mo et ut ut enditat .

Is res namus dolore omnienda ipsus qui ilibusant labo . Et am vid que explandi di cum inihici delecus aperum eos ma 
sustincipsus modi volo culparchil maximus militem atiantiande quist, comnis dunt . Bor as que exereni modisti blaut dis et 
eiusam con eium iundit atenem ad que id quia porerfe rrorrov itaspidis de niaepra denimus vent, nist, acium quodi odit que odis 
siminct inusam dessinvera same voloria volupta tionsequodi bearchicabor suntem coriori aecerit, ommolum quatior ibusae 
culparcium et erum volut ullabor recatae est, si odit occabor ad enissum fugitibus magnatur?

John Hammond
Corporate Vice President
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Your life insurance policy premium has not been paid.

>87590830968 59873490580 987908

Mr Alan Grant
2775 E 12th St/Apt 622
Brooklyn NY 11235-46754

Policy Number: 763151275908743905
Insured: Mr Alan Grant

Imil eos evel molorer ovidita tendus autem aut eumquid ucitatq uamenda estibus quaturia voluptatur solorpor sequia nost 
labo . Ariorio . Em quam quas vent etur sitibusda qui nonsern atiatur aut ab ius et hit omni utat inveriti aut ommoluptios et qui 
omnis reperi unt, simuscia non nesseque esedipsus, cusam quaerci dolo toreic tem inveligent repelitibus aut liquaturiaes 
simillautem inimus .

Estium faccabo . Is alit omnihil ipis ea vidis es dolum enihit remquae ctiur? Laudam et excepratecae re, cusanda de diores 
sumet mincias platemqui ut ut as et quaepudia nectent .

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga . Bea ex excesediae parchilita sitassequi volum qui aut desequa 
muscimpel esequi offi  ciunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num 
adit hicilluptas alit plature praturiae laboreste is peditio . Di volore in rem utae core vent remporum diae . Itae . Cea sunt quatiis 
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos 
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea 
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim 
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis 
porempellab ipitatem voluptas et at .

Ficabor eperio . Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur, 
saperae reicia ventiunt la nulparchil mi, ni offi  cae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru 
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia 
conseni sitatiunt qui offi  ci blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper 
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit 
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por 
ad eossimporro mo et ut ut enditat .

Is res namus dolore omnienda ipsus qui ilibusant labo . Et am vid que explandi di cum inihici delecus aperum eos ma 
sustincipsus modi volo culparchil maximus militem atiantiande quist, comnis dunt . Bor as que exereni modisti blaut dis et 
eiusam con eium iundit atenem ad que id quia porerfe rrorrov itaspidis de niaepra denimus vent, nist, acium quodi odit que odis 
siminct inusam dessinvera same voloria volupta tionsequodi bearchicabor suntem coriori aecerit, ommolum quatior ibusae 
culparcium et erum volut ullabor recatae est, si odit occabor ad enissum fugitibus magnatur?

John Hammond
Corporate Vice President

7631512
New York Life Insurance Company
PO Box 6616
Cleveland OH 44107-6918
1800-696-9673
www .newyorklife .com

Date: November 2, 2012

Agent Name: John Hammond
(G4G) 98432 8910-11

For policy information and online services, 
please call: (800) 695-4331 or visit us at www.newyorklife.com
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Your life insurance policy premium has not been paid.

>87590830968 59873490580 987908

Mr Alan Grant
2775 E 12th St/Apt 622
Brooklyn NY 11235-46754

Policy Number: 763151275908743905
Insured: Mr Alan Grant

Imil eos evel molorer ovidita tendus autem aut eumquid ucitatq uamenda estibus quaturia voluptatur solorpor sequia nost 
labo . Ariorio . Em quam quas vent etur sitibusda qui nonsern atiatur aut ab ius et hit omni utat inveriti aut ommoluptios et qui 
omnis reperi unt, simuscia non nesseque esedipsus, cusam quaerci dolo toreic tem inveligent repelitibus aut liquaturiaes 
simillautem inimus .

Estium faccabo . Is alit omnihil ipis ea vidis es dolum enihit remquae ctiur? Laudam et excepratecae re, cusanda de diores 
sumet mincias platemqui ut ut as et quaepudia nectent .

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga . Bea ex excesediae parchilita sitassequi volum qui aut desequa 
muscimpel esequi offi  ciunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num 
adit hicilluptas alit plature praturiae laboreste is peditio . Di volore in rem utae core vent remporum diae . Itae . Cea sunt quatiis 
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos 
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea 
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim 
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis 
porempellab ipitatem voluptas et at .

Ficabor eperio . Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur, 
saperae reicia ventiunt la nulparchil mi, ni offi  cae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru 
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia 
conseni sitatiunt qui offi  ci blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper 
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit 
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por 
ad eossimporro mo et ut ut enditat .

Is res namus dolore omnienda ipsus qui ilibusant labo . Et am vid que explandi di cum inihici delecus aperum eos ma 
sustincipsus modi volo culparchil maximus militem atiantiande quist, comnis dunt . Bor as que exereni modisti blaut dis et 
eiusam con eium iundit atenem ad que id quia porerfe rrorrov itaspidis de niaepra denimus vent, nist, acium quodi odit que odis 
siminct inusam dessinvera same voloria volupta tionsequodi bearchicabor suntem coriori aecerit, ommolum quatior ibusae 
culparcium et erum volut ullabor recatae est, si odit occabor ad enissum fugitibus magnatur?

John Hammond
Corporate Vice President

7631512
New York Life Insurance Company
PO Box 6616
Cleveland OH 44107-6918
1800-696-9673
www .newyorklife .com

Date: November 2, 2012

Agent Name: John Hammond
(G4G) 98432 8910-11

Your life insurance policy premium has not been paid.

Imil eos evel molorer ovidita tendus autem aut eumquid ucitatq uamenda estibus quaturia voluptatur solorpor sequia nost 
labo . Ariorio . Em quam quas vent etur sitibusda qui nonsern atiatur aut ab ius et hit omni utat inveriti aut ommoluptios et qui 
omnis reperi unt, simuscia non nesseque esedipsus, cusam quaerci dolo toreic tem inveligent repelitibus aut liquaturiaes 
simillautem inimus .

Estium faccabo . Is alit omnihil ipis ea vidis es dolum enihit remquae ctiur? Laudam et excepratecae re, cusanda de diores 
sumet mincias platemqui ut ut as et quaepudia nectent .

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga . Bea ex excesediae parchilita sitassequi volum qui aut desequa 
muscimpel esequi offi  ciunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num 
adit hicilluptas alit plature praturiae laboreste is peditio . Di volore in rem utae core vent remporum diae . Itae . Cea sunt quatiis 
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos 
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea 
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim 
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis 
porempellab ipitatem voluptas et at .

Ficabor eperio . Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur, 
saperae reicia ventiunt la nulparchil mi, ni offi  cae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru 
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia 
conseni sitatiunt qui offi  ci blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper 
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit 
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por 
ad eossimporro mo et ut ut enditat .

Is res namus dolore omnienda ipsus qui ilibusant labo . Et am vid que explandi di cum inihici delecus aperum eos ma 
sustincipsus modi volo culparchil maximus militem atiantiande quist, comnis dunt . Bor as que exereni modisti blaut dis et 
eiusam con eium iundit atenem ad que id quia porerfe rrorrov itaspidis de niaepra denimus vent, nist, acium quodi odit que odis 
siminct inusam dessinvera same voloria volupta tionsequodi bearchicabor suntem coriori aecerit, ommolum quatior ibusae 
culparcium et erum volut ullabor recatae est, si odit occabor ad enissum fugitibus magnatur?

John Hammond
Corporate Vice President

For policy information and online services, 
please call: (800) 695-4331 or visit us at www.newyorklife.com
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Transfer of ownership/ 
designation of successor 
owner for life insurance

New York Life Insurance Company

New York Life Insurance and Annuity 
Corporation (A Delaware Corporation)
51 Madison Avenue, 
New York, NY 10010

NYLIFE Insurance Company of Arizona 
(Not licensed in every state)
4343 North Scottsdale Road, 
Suite 220, Scottsdale, AZ 85281

For the Asset Allocation Whole Life product, the word “policy(ies)” refers to “certifi cate(s).” 

Important factors to consider when transferring ownership

Once you make a transfer of ownership, all ownership rights in the policy pass to the Owner(s) designated on page 
3 (the “new Owner(s)”) permanently. Subsequent transfers of ownership can be made without your knowledge, 
and therefore, you may not know who owns the policy on the life of the insured. Benefi ciary changes can also be 
made without your knowledge, so you may not know the identity of the benefi ciary designated to receive the death 
benefi t of your policy. These factors are particularly signifi cant when transferring the ownership of your policy for 
cash or other valuable consideration to an unrelated third party, such as in a viatical or life settlement . There may be 
alternatives available in your policy to obtain cash without the necessity of a transfer of ownership .

Instructions for transfer of ownership

1 . Please print clearly when completing form .
2 . Please read pages 1 through 10 before completing this form .
3 . The Policyowner(s) With Right to Transfer Ownership (also referred to in this form as Current Owner) must 

complete pages 3 and 4 and sign page 4 to Transfer Ownership .
4 . The New Owner(s) must complete:

• Tax Identifi cation and Back-up Withholding Certifi cations section on page 3
• Pages 4 and 8
• Signatures on page 8

5 . If there is a Check-O-Matic (C-O-M) arrangement on page 4, the Policyowner(s) with Right to Transfer 
Ownership and the New Owner(s) must indicate on those policies that will be transferred to a New Owner(s) 
whether C-O-M should be continued, discontinued or changed . 

To make changes, the New Owner(s) must complete and submit:

  Form # 8069 Check-O-Matic Request form with this package .

6 . The Benefi ciary(ies) Designation will continue as is on all policy(ies) transferred unless a change of benefi ciary 
request is made .

To make changes, the New Owner(s) must complete and submit:

  Form # 21131 Change of Benefi ciary and
  Form # 20885 Statement of Trust (for trusts other than testamentary trusts).

For Variable Products: If there are any Scheduled Option(s), the Policyowner(s) With Right to Transfer 
Ownership and the New Owner(s) must indicate on those policies that will be transferred to a New Owner(s), 
whether the option(s) should be continued. To make changes to these scheduled option(s), the New Owner(s) 
must complete and submit additional forms, as specifi ed on Page 4, with this package.

7 . For Variable Products: The New Owner(s) must also review pages 6 and 7 and complete the Investor Profi le 
information on page 6 in order for this Transfer of Ownership request to take eff ect. A separate Investor Profi le 
must be completed for each policy transferred .

8 . Please note the following: For an individual owner who is a U.S. person, we are required to (a) collect the tax 
identifi cation number (TIN) of the new owner(s) and (b) verify the identity of the new owner(s). If the New 
Owner(s) does NOT have a residential or business street address, an Army Post Offi  ce (APO) or a Fleet Post 
Offi  ce (FPO) box number, then the residential or business street address of a next of kin or another contact 
individual is acceptable . For a person other than an individual (such as a corporation, partnership or trust), a principal 
place of business, local offi  ce or other physical location is acceptable.

21132 (2/11)       Page 2 of 3

Part 1: Request for transfer of ownership

This section to be completed by the New Owner
IMPORTANT: The Internal Revenue Service (IRS) and New York Life REQUIRE that the New Owner complete the folowing: 

This section to be completed by the Current Owner
For the Asset Allocation Whole Life product, the word “policy(ies)” refers to “certifi cate(s).”

Indicate number of policies to be changed: Indicate number of New Owner(s):

Policy # - Name of The Insured

All rights of ownership in the above numbered policy(ies) are to be transferred to a New Owner(s) as follows: If there are more than two 
new owners, please complete the information for each new owner on a separate sheet of paper and submit it with Transfer of Ownserhip 
Request . Each New Owner must provide a signature on page 8 and Tax Identifi cation Number above.

New Owner 1 
Full Name

New Owner 2 
Full Name

Relationship to  Insured Relationship to Insured

Street Address (Please provide a residence or business street address . 
P.O. Box not acceptable)

Street Address (Please provide a residence or business street address . 
P.O. Box not acceptable)

City, State & Zip Code City, State & Zip Code

Birth Date (MM/DD/YY) Gender Birth Date (MM/DD/YY) Gender

Is the New Owner (if a natural person) 
a citizen of the United States?

  Yes
  No

Is the New Owner (if a natural person) a 
citizen of the United States?

  Yes
  No

If no, please supply Passport Number If no, please supply Passport Number

Country of Issuance Expiration (MM/DD/YY) Country of Issuance Expiration (MM/DD/YY)

Taxpayer Identifi cation Number and Backup Withholding Certifi cations

New Owner’s Taxpayer Identifi cation Number

Under penalties of perjury, I certify that the number shown above is my correct Taxpayer Identifi cation Number. 
I further certify that I am a U.S. person (including a U.S. resident alien).

I also certify that (please check only one box)   I have been notifi ed by the IRS that I am subject to backup withholding.
  I am not subject to backup w ithholding because (a) I have not been notifi ed that I am subject to 

backup withholding as a result of failure to report all interest or dividends, 
or (b) the IRS has notifi ed me that I am no longer subject to backup withholding.

2

6

5

4

1

3

4
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Transfer of ownership/ 
designation of successor 
owner for life insurance

New York Life Insurance Company

New York Life Insurance and Annuity 
Corporation (A Delaware Corporation)
51 Madison Avenue, 
New York, NY 10010

NYLIFE Insurance Company of Arizona 
(Not licensed in every state)
4343 North Scottsdale Road, 
Suite 220, Scottsdale, AZ 85281

For the Asset Allocation Whole Life product, the word “policy(ies)” refers to “certifi cate(s).” 

Important factors to consider when transferring ownership

Once you make a transfer of ownership, all ownership rights in the policy pass to the Owner(s) designated on page 
3 (the “new Owner(s)”) permanently. Subsequent transfers of ownership can be made without your knowledge, 
and therefore, you may not know who owns the policy on the life of the insured. Benefi ciary changes can also be 
made without your knowledge, so you may not know the identity of the benefi ciary designated to receive the death 
benefi t of your policy. These factors are particularly signifi cant when transferring the ownership of your policy for 
cash or other valuable consideration to an unrelated third party, such as in a viatical or life settlement . There may be 
alternatives available in your policy to obtain cash without the necessity of a transfer of ownership .

Instructions for transfer of ownership

1 . Please print clearly when completing form .
2 . Please read pages 1 through 10 before completing this form .
3 . The Policyowner(s) With Right to Transfer Ownership (also referred to in this form as Current Owner) must 

complete pages 3 and 4 and sign page 4 to Transfer Ownership .
4 . The New Owner(s) must complete:

• Tax Identifi cation and Back-up Withholding Certifi cations section on page 3
• Pages 4 and 8
• Signatures on page 8

5 . If there is a Check-O-Matic (C-O-M) arrangement on page 4, the Policyowner(s) with Right to Transfer 
Ownership and the New Owner(s) must indicate on those policies that will be transferred to a New Owner(s) 
whether C-O-M should be continued, discontinued or changed . 

To make changes, the New Owner(s) must complete and submit:

  Form # 8069 Check-O-Matic Request form with this package .

6 . The Benefi ciary(ies) Designation will continue as is on all policy(ies) transferred unless a change of benefi ciary 
request is made .

To make changes, the New Owner(s) must complete and submit:

  Form # 21131 Change of Benefi ciary and
  Form # 20885 Statement of Trust (for trusts other than testamentary trusts).

For Variable Products: If there are any Scheduled Option(s), the Policyowner(s) With Right to Transfer 
Ownership and the New Owner(s) must indicate on those policies that will be transferred to a New Owner(s), 
whether the option(s) should be continued. To make changes to these scheduled option(s), the New Owner(s) 
must complete and submit additional forms, as specifi ed on Page 4, with this package.

7 . For Variable Products: The New Owner(s) must also review pages 6 and 7 and complete the Investor Profi le 
information on page 6 in order for this Transfer of Ownership request to take eff ect. A separate Investor Profi le 
must be completed for each policy transferred .

8 . Please note the following: For an individual owner who is a U.S. person, we are required to (a) collect the tax 
identifi cation number (TIN) of the new owner(s) and (b) verify the identity of the new owner(s). If the New 
Owner(s) does NOT have a residential or business street address, an Army Post Offi  ce (APO) or a Fleet Post 
Offi  ce (FPO) box number, then the residential or business street address of a next of kin or another contact 
individual is acceptable . For a person other than an individual (such as a corporation, partnership or trust), a principal 
place of business, local offi  ce or other physical location is acceptable.

21132 (2/11)       Page 2 of 3

Part 1: Request for transfer of ownership

This section to be completed by the New Owner
IMPORTANT: The Internal Revenue Service (IRS) and New York Life REQUIRE that the New Owner complete the folowing: 

This section to be completed by the Current Owner
For the Asset Allocation Whole Life product, the word “policy(ies)” refers to “certifi cate(s).”

Indicate number of policies to be changed: Indicate number of New Owner(s):

Policy # - Name of The Insured

All rights of ownership in the above numbered policy(ies) are to be transferred to a New Owner(s) as follows: If there are more than two 
new owners, please complete the information for each new owner on a separate sheet of paper and submit it with Transfer of Ownserhip 
Request . Each New Owner must provide a signature on page 8 and Tax Identifi cation Number above.

New Owner 1 
Full Name

New Owner 2 
Full Name

Relationship to  Insured Relationship to Insured

Street Address (Please provide a residence or business street address . 
P.O. Box not acceptable)

Street Address (Please provide a residence or business street address . 
P.O. Box not acceptable)

City, State & Zip Code City, State & Zip Code

Birth Date (MM/DD/YY) Gender Birth Date (MM/DD/YY) Gender

Is the New Owner (if a natural person) 
a citizen of the United States?

  Yes
  No

Is the New Owner (if a natural person) a 
citizen of the United States?

  Yes
  No

If no, please supply Passport Number If no, please supply Passport Number

Country of Issuance Expiration (MM/DD/YY) Country of Issuance Expiration (MM/DD/YY)

Taxpayer Identifi cation Number and Backup Withholding Certifi cations

New Owner’s Taxpayer Identifi cation Number

Under penalties of perjury, I certify that the number shown above is my correct Taxpayer Identifi cation Number. 
I further certify that I am a U.S. person (including a U.S. resident alien).

I also certify that (please check only one box)   I have been notifi ed by the IRS that I am subject to backup withholding.
  I am not subject to backup w ithholding because (a) I have not been notifi ed that I am subject to 

backup withholding as a result of failure to report all interest or dividends, 
or (b) the IRS has notifi ed me that I am no longer subject to backup withholding.
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The New York Life business card 
templates shown on the following pages 
are set to the same grid structure as 
shown here. 

The New York Life logo is positioned in 
the upper-left of the card and sized to  
0.5 inch tall/wide.

Contact information is positioned 1.75 
inch from the left side of the card.

Margins are set to 0.25 inch all around.

Section 4 
Templates
Business cards
Grid

Firstname Lastname
Job Description

New York Life 
Insurance Company 

Phone 212-576-5568 
Cell 631-523-2093 
Fax 631-391-5893 

51 Madison Avenue 
New York, NY 10010

f .lastname@newyorklife .com 
www .newyorklife .com

Business card grid

0.25” 0.25”
1.5” 1.5”

0.25”

0.5”

0.25”
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Employee business card templates shown 
here feature the New York Life logo 
positioned in the upper-left of the card 
and sized to 0.5 inch tall/wide. 

Name: 
10/7.5pt, Alda Regular, New York Life Blue

Job description: 
7/7.5pt, Alda Regular, New York Life Blue

New York Life Insurance Company text: 
8/7.5pt, Alda Regular, black

Phone, cell, fax, address, email, and  
web address: 
8/7.5pt, Effra Regular, black

Section 4 
Templates
Business cards
Employee cards

Firstname Lastname
Job Description

New York Life 
Insurance Company 

Phone 212-576-5568 
Cell 631-523-2093 
Fax 631-391-5893 

51 Madison Avenue 
New York, NY 10010

f .lastname@newyorklife .com 
www .newyorklife .com

Firstname Lastname
Job Description

New York Life 
Insurance Company 

Phone 212-576-5568 
Cell 631-523-2093 
Fax 631-391-5893 

51 Madison Avenue 
New York, NY 10010

f .lastname@newyorklife .com 
www .newyorklife .com

馬天德,主席、董事長
兼首席執行官
紐約人壽保險公司 
電話 212-576-5568
手机 631-523-2093
傳真 631-391-5893

51 Madison Avenue 
New York, NY 10010

f .lastname@newyorklife .com 
www .newyorklife .com

Employee business card Employee business card with tagline

Employee business card with foreign language, front/back

Confidential // Do not copy or distribute



7878

Business card templates shown here 
feature the New York Life logo and stand-
alone logos. A personal designation or 
license number is also featured.

Name: 
10/7.5pt, Alda Regular, New York Life Blue

Designation/license number:  
7/7.5pt, Alda Regular, small caps,  
New York Life Blue

Job description: 
7/7.5pt, Alda Regular, New York Life Blue

New York Life Insurance Company text: 
8/7.5pt, Alda Regular, black

Phone, cell, fax, address, email, and  
web address: 
8/7.5pt, Effra Regular, black

Section 4 
Templates
Business cards
Designation/license number

Firstname Lastname
CPA, CFP, CLU, MBA
Job Description

New York Life 
Insurance Company 

Phone 212-576-5568 
Cell 631-523-2093 
Fax 631-391-5893 

51 Madison Avenue 
New York, NY 10010

f .lastname@newyorklife .com 
www .newyorklife .com

Firstname Lastname
CA LIC#0C38343 AR LIC #1212751 
Job Description

New York Life 
Insurance Company 

Phone 212-576-5568 
Cell 631-523-2093 
Fax 631-391-5893 

51 Madison Avenue 
New York, NY 10010

r .rosenthal@newyorklife .com 
www .newyorklife .com

Firstname Lastname
CA LIC#0C38343 AR LIC #1212751 
Job Description

The Nautilus Group 

Phone 920-898-5731
Cell 800-657-0752 
Fax 920-88-5734 

1411 Milwaukee Drive
New Holstein, WI 53061

bruh@thenautilus .com 
www .brianpruh .com

New York Life business card with license number

Stand-alone business card with designation Stand-alone business card with license number
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Business card templates shown here  
feature partner logos. For specifications  
on how to create these lockups refer to  
pages 16-22. 

Name: 
10/7.5pt, Alda Regular, New York Life Blue
Job description: 
7/7.5pt, Alda Regular, New York Life Blue
Company name: 8/7.5pt, Alda Regular, black
Phone, cell, fax, address, email, and  
web address: 8/7.5pt, Effra Regular, black
1. �The AARP logo and relationship descriptor  

is positioned in the lower-left of the card. 
2. �The New York Life logo is sized smaller on 

co-branded cards. When locked up to a 
partner logo, it is sized to 0.3 inch tall/wide.

3. �The endorsed brand is positioned in the 
upper-left of the card. 

4. �Agents offering New York Life products  
but doing business under their own names 
may keep their own logos. Position the 
agent’s logo in the upper-left corner of  
the card. Whenever possible, it is preferred 
that DBA logos appear in black and the card 
is set in NYL fonts. If this is not possible, 
DBA logos may appear in their original color 
using their own fonts. The New York Life 
logo with the “Proud to Offer” descriptor is 
positioned in the lower-right of the card.

Section 4 
Templates
Business cards
Partner logos

Firstname Lastname
Job Description

New York Life 
Insurance Company 

Phone 212-576-5568 
Cell 631-523-2093 
Fax 631-391-5893 

10356 Kettering Ln
Parker, CO 80134

f .lastname@newyorklife .com 
www .newyorklife .com

Firstname Lastname
Job Description

MacKayShields 

Phone 212-576-5568 
Cell 631-523-2093 
Fax 631-391-5893 

1624 Evergreen Rd
Springfi eld, IL, 98598

f .lastname@mackay .com 
www .mackay .com

Firstname Lastname
Job Description

MacKayShields 

Phone 212-576-5568 
Cell 631-523-2093 
Fax 631-391-5893 

1624 Evergreen Rd
Springfi eld, IL, 98598

f .lastname@mackay .com 
www .mackay .com

Andrew F. Paulus

Phone 212-576-5568 
Cell 631-523-2093 
Fax 631-391-5893 

576 Broad Hollow Road
Melville, NY 11747

af .paulus@acmeinc .com 
www .acmeinc .com

1. Employee business card with channel/partner logo (AARP) and  
relationship descriptor

3. Employee business card with endorsed brand

2. Employee business card with co-branded logo

4. Employee business card with DBA logo
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Backs of business cards may feature “life 
lessons,” legal copy, or accreditations.

Section 4 
Templates
Business cards
Backs

Don’t spend 
retirement checking 
the signs, spend it 
signing the checks.

If you love
someone,
make sure
they’re 
protected.

FPO FPO

The products off ered with the AARP Life Insurance and Annuity Program 
are issued by New York Life and its affi  liates. AARP and its affi  liates are not 
insurance agencies or carriers, nor do they employ them .

Registered Representative off ering securities through NYLIFE Securities LLC, 
Member FINRA/SIPC, a Licensed Insurance Agency
9 Park of Commerce Blvd . Suite 200, Savannah, GA 31405
Telephone 212 576 5568 

The products off ered with the AARP Life Insurance and Annuity Program 
are issued by New York Life and its affi  liates. AARP and its affi  liates are not 
insurance agencies or carriers, nor do they employ them .

Registered Representative off ering securities through NYLIFE Securities LLC, 
Member FINRA/SIPC, a Licensed Insurance Agency
9 Park of Commerce Blvd . Suite 200, Savannah, GA 31405
Telephone 212 576 5568 

Confidential // Do not copy or distribute



8181

Three PowerPoint templates are available: 
reader, projector light, and projector dark. 

Reader templates 
These templates are available in the consumer  
and institutional color palettes and should 
be used for presentations that require heavy 
content, and will be provided as handouts 
rather than projected on screen.

Title: 30pt, Georgia Regular

Subtitle : 24pt, Tahoma Regular

Body copy: 13pt, Tahoma Regular

Projector light templates 
These are available in the consumer and 
institutional color palettes and should be  
used for presentations containing minimal 
content that will be projected on screen. 

Projector dark templates  
These are available only in the institutional 
color palette, but may be used for both 
consumer and institutional audiences. 
Projector dark templates should also always 
be used for presentations containing  
minimal content that will be projected on 
screen. Type specifications are the same  
for projector light and dark templates.

Title: 44pt, Georgia Regular

Body copy: 36pt, Tahoma Regular

Section 4 
Templates
PowerPoint
Overview

Write the slide title in this space. 

Nonecernati omnihil ium fuga. Mod mo lorib usaped miincit 
et as apienimaxim cus acepellanis eumqui te nostintios  
aspe rum core simus vent. 
Ugita sit eum de di que nonsedi andaest ibusam atem ducium ne incte exerum accustis exerum apidis que 
plaboratiat autae eum estiunt as dollupt atemoluptat. 

Otatist, comnihi liciaer ferchic te non ressitiist ad quatem ut volut volore, vid ma dolorrum, es vel magnimus 
eum, nones vendelliquo es eribus mincid ut vellace peratus nos quos sequia sinctem re maios et vel maximus 
aborerion re nempor sit alignis et, est, inctae cusamus voluptat doloriberro volorepe nus utemquam ne inctatur 
aut dem quo et et adis expe volorero omnient alita sum et aute sequo enducim uscium, omni officiisimus et la 
doluptate lis ipsanda ndandenienda dunt. 

Title of presentation goes here   |  July 19, 2012 2 

Write the slide title in this space. 

Title of presentation goes here   |  July 19, 2012 2 

Nonecernati omnihil ium fuga. 
Mod mo lorib usaped miincit et as 
apienimaxim cus acepellanis 
eumqui te nostintios aspe rum, 
core simus vent. 

Write the slide title in this space. 

Nonecernati omnihil ium fuga.  
Mod mo lorib usaped miincit et  
as apienimaxim cus acepellanis 
eumqui te nostintios aspe rum  
core simus vent. 

2 Title of presentation goes here   |  July 24, 2012 

Reader template

Projector light template Projector dark template
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The primary and background palettes are 
preset in all templates. Primary colors 
are stored in “Theme Colors” in PPT’s 
formatting palette. Avoid using the colored 
tints found below each preset color. The 
supplementary palette is to be used only 
for charts and graphs and can be found in 
“Recent Colors” in the formatting palette.

Reader and projector light templates: 
consumer colors

Title and divider slides 
	 Background and text: grass, steel,  
	 forest, and sunset 

Content slides 
	 Background: silver 
	 Text: steel, black, and New York Life Blue

Section 4 
Templates
PowerPoint
Colors

Reader and projector light templates: consumer audience

Colors in the presentation template. 

Title of presentation goes here   |  July 19, 2012 33 

Primary palette 
These colors are the basic colors used in the presentation. They can be found in the top line of the Theme Colors in the preset color palette. 

White (Bkgd) 
R255  G255  B255 

Black (Text) 
R0  G0  B0 

Background Box 
R218  G229  B233 

Supplementary palette 
These colors are to be used only when additional colors are required for charts and graphs. They are not intended for use as headlines, text 
or as background colors. These colors are found in the Recent Colors line of colors. 

Quartz 
R151  G157  B158 

Salmon 
R216  G135  B135 

Mustard 
R216  G183  B46 

Russet 
R107  G51  B36 

Steel 
R29  G94  B117 

Grass 
R164  G154  B0 

Forest 
R0  G107  B59 

Sunset 
R230  G143  B26 

New York Life Blue 
R0 G121  B194 

Garnet 
R178  G8  B56 

The Garnet color 
should only be 
used for callouts 
or to show 
downward trends. 

White (Bkgd) 
R255  G255  B255 

Dusk 
R136  G128  B186 

Jade 
R45  G165  B159 

Background palette 
These colors are not located in a preset palette, but are used as background colors. 

Meadow 
R225  G235  B229 

Silver 
R204  G211  B224 

Sunrise 
R238  G222  B189 

Moss 
R226  G228  B221 
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The primary and background palettes are 
preset in all templates. Primary colors 
are stored in “Theme Colors” in PPT’s 
formatting palette. Avoid using the colored 
tints found below each preset color. The 
supplementary palette is to be used only 
for charts and graphs and can be found in 
“Recent Colors” in the formatting palette.

Reader and projector light templates: 
institutional colors

Title and divider slides 
	 Background and text: ocean, stone,  
	 steel, trunk, river, and rock

Content slides 
	 Background: silver 
	 Text: steel, black, and New York Life Blue 

Section 4 
Templates
PowerPoint
Colors

FOR REGISTERED REPRESENTATIVE USE ONLY. NOT FOR USE WITH THE GENERAL PUBLIC 

Colors in the presentation template. 

White (Bkgd) 
R255  G255  B255 

Black (Text) 
R0  G0  B0 

Steel 
R29  G94  B117 

River 
R77  G179  B208 

Ocean 
R0  G161  B177 

Stone 
R172  G182  B171 

Trunk 
R151  G137  B129 

Background 
R218  G229  B233 

New York Life Blue 
R0  G121  B194 

Stream 
R181  G202  B214 

Clay 
R227  G228  B229 

Silver 
R204  G211  B224 

Branch 
R234  G225  B220 

Lake 
R202  G233  B239 

Pebble 
R238  G239  B239 

Tangerine 
R240  G134  B65 

Leaf 
R37  G142  B92 

Rose 
R189  G95  B136 

Dusk 
R136  G128  B186 

Mint 
R107  G206  B141 

Salmon 
R216  G135  B135 

Rock 
R38  G35  B36 

The Rock color 
should only be 
used for the preset 
title and divider 
slides. 

Primary palette 
These colors are the basic colors used in the presentation. They can be found in the top line of the Theme Colors in the preset color palette. 

Supplementary palette 
These colors are to be used only when additional colors are required for charts and graphs. They are not intended for use as headlines, text 
or as background colors. These colors are found in the Recent Colors line of colors. 

Background palette 
These colors are not located in a preset palette, but are used as background colors. 

39 Title of presentation goes here   |  July 19, 2012 Reader and projector light templates: institutional audience
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The primary and background palettes are 
preset in all templates. Primary colors 
are stored in “Theme Colors” in PPT’s 
formatting palette. Avoid using the colored 
tints found below each preset color. The 
supplementary palette is to be used only 
for charts and graphs and can be found in 
“Recent Colors” in the formatting palette.

Projector dark templates: 
institutional colors

Title and divider slides 
	 Background: steel 
	 Text: white

 Content slides 
 	 Background: steel 
	 Text: white

Section 4 
Templates
PowerPoint
Colors

Projector dark template: consumer and institutional audiences

FOR REGISTERED REPRESENTATIVE USE ONLY. NOT FOR USE WITH THE GENERAL PUBLIC 

Colors in the presentation template. 

White (Bkgd) 
R255  G255  B255 

Black (Text) 
R0  G0  B0 

Stone 
R172  G182  B171 

Trunk 
R151  G137  B129 

Steel (Background) 
R29  G94  B117 

New York Life Blue 
R0  G121  B194 

Primary palette 
These colors are the basic colors used in the presentation. They can be found in the top line of the Theme Colors in the preset color palette. 

Supplementary palette 
These colors are to be used only when additional colors are required for charts and graphs. They are not intended for use as headlines, text 
or as background colors. These colors are found in the Recent Colors line of colors. 

21 Title of presentation goes here   |  July 20, 2012 

Branch 
R234  G225  B220 

Lake 
R202  G233  B239 

Pebble 
R238  G239  B239 

Ocean 
R0  G161  B177 

Tangerine 
R240  G134  B65 

Leaf 
R37  G142  B92 

Rose 
R189  G95  B136 

Dusk 
R136  G128  B186 

Mint 
R107  G206  B141 

Salmon 
R216  G135  B135 

Background palette 
These colors are not located in a preset palette, but are used as background colors. 
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Consumer colors
When creating charts and graphs with 
five or less categories, the template 
will automatically use the correct color 
sequence from the primary color palette. 

When creating charts and graphs with  
six or more categories, you will need 
to manually input the colors from the 
supplementary palette. These colors 
can be found in “Recent Colors” in PPT’s 
formatting palette. 

Supplementary colors should be added in 
the sequence shown here.

Note: The color garnet can also be found  
in “Recent Colors” in the formatting 
palette. This color should never be used in 
charts and graphs. Only use this color for 
text callouts, or to show downward trends.

Reminder: only use the supplementary 
color palette in charts and graphs.

Section 4 
Templates
PowerPoint
Charts and graphs

Reader and projector light template: consumer audience

Color sequence for charts and graphs. 
Primary palette 
The primary palette color sequence is already preset in charts embedded in the template file. When creating new 
charts or graphs, refer to this color sequence to ensure contrast between adjacent data points. 

2 3 4 5 1 
Steel 

R29  G94  B117 

Grass 
R164  G154  B0 

Forest 
R0  G107  B59 

Sunset 
R230  G143  B26 

New York Life Blue 
R0 G121  B194 

Supplementary palette 
These colors are to be used only when additional colors are required for charts and graphs. 
They are not intended for use as headlines, text or as background colors. 

s7 s8 s9 s10 s6 s11 
Quartz 

R151  G157  B158 

Salmon 
R216  G135  B135 

Mustard 
R216  G183  B46 

Russet 
R107  G51  B36 

Dusk 
R136  G128  B186 

Jade 
R45  G165  B159 

34 Title of presentation goes here   |  July 19, 2012 

Colors in the presentation template 
Primary Palette 
Basic colors used in the presentation, found in the top line of the built-in color palette. 

White (Bkgd) 
R255  G255  B255 

Black (Text) 
R0  G0  B0 

Background Box 
R218  G229  B233 

Secondary Palette (Recent Colors) 
This colors are to be used only when additional colors are required for charts and graphs. They are not intended for 
use as headlines, text or as background colors. These colors are found in the Recent Colors line of colors. 

Quartz 
R151  G157  B158 

Salmon 
R216  G135  B135 

Mustard 
R216  G183  B46 

Russet 
R107  G51  B36 

Steel 
R29  G94  B117 

Grass 
R164  G154  B0 

Forest 
R0  G107  B59 

Sunset 
R230  G143  B26 

New York Life Blue 
R0 G121  B194 

Garnet 
R178  G8  B56 

The Garnet color 
should only be 
used for callouts 
or to show 
downward trends. 

White (Bkgd) 
R255  G255  B255 

Dusk 
R136  G128  B186 

Jade 
R45  G165  B159 

Background Palette 
These colors are not located in a preset palette, but are used as background colors. 

Meadow 
R225  G235  B229 

Silver 
R204  G211  B224 

Sunrise 
R238  G222  B189 

Moss 
R226  G228  B221 

35 Title of presentation goes here   |   July 17, 2012 
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Institutional colors
When creating charts and graphs with 
five or less categories, the PowerPoint 
template will automatically use the 
correct color sequence from the primary 
color palette. 

When creating charts and graphs  
with six or more categories, you will  
need to manually input the additional 
colors from “Recent Colors” in PPT’s 
formatting palette. 

Additional colors should be added in the 
sequence shown here.

Reminder: only use the supplementary 
color palette in charts and graphs.

Section 4 
Templates
PowerPoint
Charts and graphs

FOR REGISTERED REPRESENTATIVE USE ONLY. NOT FOR USE WITH THE GENERAL PUBLIC 

Color sequence for charts and graphs 

Primary Palette 
The primary palette color sequence is already pre-set in charts embedded in the template file. When creating new 
charts or graphs, refer to this color sequence to ensure contrast between adjacent data points. 

1 3 4 
Steel 

R29  G94  B117 

New York Life Blue 
R0 G121  B194 

2 
River 

R77  G179  B208 

5 
Stone 

R172  G182  B171 

Trunk 
R151  G137  B129 

Supplementary Chart Palette 
This colors are to be used only when additional colors are required for charts and graphs. 
They are not intended for use as headlines, text or as background colors. 

s2 s3 s4 s5 s1 s6 
Tangerine 

R240  G134  B65 

Leaf 
R37  G142  B92 

Rose 
R189  G95  B136 

Dusk 
R136  G128  B186 

Mint 
R107  G206  B141 

Salmon 
R216  G135  B135 

41 Title of presentation goes here   |  July 17, 2012 

Reader and projector light templates: institutional audience
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Institutional colors
When creating charts and graphs in 
projector dark templates the guiding 
principles remain the same as in reader 
and projector light templates (page 86). 

Reminder: only use the supplementary 
color palette in charts and graphs.

Section 4 
Templates
PowerPoint
Charts and graphs

FOR REGISTERED REPRESENTATIVE USE ONLY. NOT FOR USE WITH THE GENERAL PUBLIC 

Color sequence for charts and graphs. 
Primary palette 
The primary palette color sequence is already preset in charts embedded in the template file. When creating new 
charts or graphs, refer to this color sequence to ensure contrast between adjacent data points. 

1 3 4 
New York Life Blue 

R0 G121  B194 

2 
Stone 

R172  G182  B171 

Trunk 
R151  G137  B129 

Supplementary palette 
These colors are to be used only when additional colors are required for charts and graphs. 
They are not intended for use as headlines, text or as background colors. 

s7 s8 s9 s10 s6 s11 
Tangerine 

R240  G134  B65 

Leaf 
R37  G142  B92 

Rose 
R189  G95  B136 

Dusk 
R136  G128  B186 

Mint 
R107  G206  B141 

Salmon 
R216  G135  B135 

22 Title of presentation goes here   |  July 20, 2012 

Ocean 
R0  G161  B177 

Projector dark templates: consumer and institutional audiences
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When you create tables, PowerPoint 
will automatically designate colors for 
heading rows. You will need to manually 
input the correct color sequence from 
the primary palette, which can be found 
in the top row of “Theme Colors” in 
PPT’s formatting palette.

All rows that are not heading rows 
should be white.
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Standardized performance.
Performance data quoted represents past performance. Past 
performance is no guarantee of future results. Due to market 
volatility, current performance may be less or higher than 
the	figures	shown.	Investment	return	and	principal	value	will	
fluctuate	so	that	upon	redemption,	shares	may	be	worth	more	
or	less	than	their	original	cost.	Performance	figures	for	Class	
C, I, and Investor Class shares of MainStay ICAP Equity Fund, 
and Class A and I shares of MainStay ICAP Select Equity Fund 
and	MainStay	ICAP	International	Fund	reflect	fee	waivers	and/or	
expense limitations, without which total returns may have been 
lower. These limitations are voluntary and may be discontinued 
at any time without notice. For performance information current 
to the most recent month-end, please visit our web site at 
mainstayinvestments.com. 

Gross/Net	annual	operating	expenses	are:	Class	A:	
1.23%/1.18%,	Investor	Class:	1.51%/1.51%,	Class	C:	
2.26%/2.26%,	and	Class	I:	0.98%/0.90%	for	MainStay	
ICAP	Select	Equity	Fund;	Class	A:	1.36%/1.30%,	Investor	
Class:	1.55%/1.55%,	Class	C:	2.29%/2.29%,	and	Class	I:	
1.11%/0.95%	for	MainStay	ICAP	International	Fund;	and	
Class	A:	1.18%/1.18%,	Investor	Class:	1.56%/1.56%,	Class	C:	
2.31%/2.31%,	and	Class	I:	0.93%/0.90%	for	MainStay	ICAP	
Equity Fund. 

Average annual total returns include the change in share price 
and reinvestment of capital gains and distributions. Effective 
8/31/06,	ICAP	International	Fund	was	renamed	MainStay	ICAP	
International Fund, ICAP Select Equity Fund was renamed 
MainStay ICAP Select Equity Fund and ICAP Equity Fund was 
renamed MainStay ICAP Equity Fund. At that time, the Funds’ 
existing no-load shares were redesignated Class I shares.  
Performance	for	Class	A	and	C	shares,	first	offered	8/31/06,	
includes the historical performance of Class I shares from 
inception	through	8/30/06	adjusted	to	reflect	the	applicable	
sales charge (or CDSC) and fees and expenses for such shares. 
The inception date of the ICAP International Fund and ICAP 
Select	Equity	Fund	was	12/31/97.		The	inception	date	of	the	
ICAP	Equity	Fund	was	12/31/94.	Class	I	shares	are	generally	
available only to corporate and institutional investors.

MainStay ICAP Select Equity Fund 
Share Class 1 year 5 years 10 years Since Inception
Class A (max 5.5%) -1.75% 0.52% 5.66% 7.10%	(9/1/06)
Investor Class (5.5%) -1.97% 0.34% 5.56% 7.03%	(4/30/08)
Class C (1% max) 1.93% 0.73% 5.37% 6.66%	(9/1/06)
Class I (no-load) 4.29% 1.96% 6.54% 7.81%	(12/31/97)
MainStay ICAP Equity Fund 
Share Class 1 year 5 years 10 years Since Inception
Class A (max 5.5%) -1.75% 0.52% 5.66% 7.10%	(9/1/06)
Investor Class (5.5%) -1.97% 0.34% 5.56% 7.03%	(4/30/08)
Class C (1% max) 1.93% 0.73% 5.37% 6.66%	(9/1/06)
Class I (no-load) 4.29% 1.96% 6.54% 7.81%	(12/31/97)
MainStay ICAP International Fund 
Share Class 1 year 5 years 10 years Since Inception
Class A (max 5.5%) -1.75% 0.52% 5.66% 7.10%	(9/1/06)
Investor Class (5.5%) -1.97% 0.34% 5.56% 7.03%	(4/30/08)
Class C (1% max) 1.93% 0.73% 5.37% 6.66%	(9/1/06)
Class I (no-load) 4.29% 1.96% 6.54% 7.81%	(12/31/97)
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Standardized performance.
Performance data quoted represents past performance. Past 
performance is no guarantee of future results. Due to market 
volatility, current performance may be less or higher than 
the	figures	shown.	Investment	return	and	principal	value	will	
fluctuate	so	that	upon	redemption,	shares	may	be	worth	more	
or	less	than	their	original	cost.	Performance	figures	for	Class	
C, I, and Investor Class shares of MainStay ICAP Equity Fund, 
and Class A and I shares of MainStay ICAP Select Equity Fund 
and	MainStay	ICAP	International	Fund	reflect	fee	waivers	and/or	
expense limitations, without which total returns may have been 
lower. These limitations are voluntary and may be discontinued 
at any time without notice. For performance information current 
to the most recent month-end, please visit our web site at 
mainstayinvestments.com. 

Gross/Net	annual	operating	expenses	are:	Class	A:	
1.23%/1.18%,	Investor	Class:	1.51%/1.51%,	Class	C:	
2.26%/2.26%,	and	Class	I:	0.98%/0.90%	for	MainStay	
ICAP	Select	Equity	Fund;	Class	A:	1.36%/1.30%,	Investor	
Class:	1.55%/1.55%,	Class	C:	2.29%/2.29%,	and	Class	I:	
1.11%/0.95%	for	MainStay	ICAP	International	Fund;	and	
Class	A:	1.18%/1.18%,	Investor	Class:	1.56%/1.56%,	Class	C:	
2.31%/2.31%,	and	Class	I:	0.93%/0.90%	for	MainStay	ICAP	
Equity Fund. 

Average annual total returns include the change in share price 
and reinvestment of capital gains and distributions. Effective 
8/31/06,	ICAP	International	Fund	was	renamed	MainStay	ICAP	
International Fund, ICAP Select Equity Fund was renamed 
MainStay ICAP Select Equity Fund and ICAP Equity Fund was 
renamed MainStay ICAP Equity Fund. At that time, the Funds’ 
existing no-load shares were redesignated Class I shares.  
Performance	for	Class	A	and	C	shares,	first	offered	8/31/06,	
includes the historical performance of Class I shares from 
inception	through	8/30/06	adjusted	to	reflect	the	applicable	
sales charge (or CDSC) and fees and expenses for such shares. 
The inception date of the ICAP International Fund and ICAP 
Select	Equity	Fund	was	12/31/97.		The	inception	date	of	the	
ICAP	Equity	Fund	was	12/31/94.	Class	I	shares	are	generally	
available only to corporate and institutional investors.

MainStay ICAP Select Equity Fund 
Share Class 1 year 5 years 10 years Since Inception
Class A (max 5.5%) -1.75% 0.52% 5.66% 7.10%	(9/1/06)
Investor Class (5.5%) -1.97% 0.34% 5.56% 7.03%	(4/30/08)
Class C (1% max) 1.93% 0.73% 5.37% 6.66%	(9/1/06)
Class I (no-load) 4.29% 1.96% 6.54% 7.81%	(12/31/97)
MainStay ICAP Equity Fund 
Share Class 1 year 5 years 10 years Since Inception
Class A (max 5.5%) -1.75% 0.52% 5.66% 7.10%	(9/1/06)
Investor Class (5.5%) -1.97% 0.34% 5.56% 7.03%	(4/30/08)
Class C (1% max) 1.93% 0.73% 5.37% 6.66%	(9/1/06)
Class I (no-load) 4.29% 1.96% 6.54% 7.81%	(12/31/97)
MainStay ICAP International Fund 
Share Class 1 year 5 years 10 years Since Inception
Class A (max 5.5%) -1.75% 0.52% 5.66% 7.10%	(9/1/06)
Investor Class (5.5%) -1.97% 0.34% 5.56% 7.03%	(4/30/08)
Class C (1% max) 1.93% 0.73% 5.37% 6.66%	(9/1/06)
Class I (no-load) 4.29% 1.96% 6.54% 7.81%	(12/31/97)
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Remember that the Brand Center brings together 
everything you need to get started and stay on target. 
Visit the Brand Center to read guidelines and download 
key elements. Keep coming back to refresh your  
memory, find inspiration, and craft stunning on-brand 
work every time. It all adds up to a tightly unified brand—
and a major advantage for New York Life.

Need a hand? Email us:  
General_Branding_Support@newyorklife.com
InsuranceGroupBrandingSupport@newyorklife.com
InvestmentsGroupBrandingSupport@newyorklife.com
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