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“Innovative Strategies. 
Meaningful impact.”
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I N T R O D U C T I O N

In keeping with the long history of the Filice logo, we continue to use 

the subtle idea of motion in our logo. The flag-style “F” is 

the primary mark that provides beautiful contrast with the elegant all caps logotype. 

As with prior iterations of the Filice logo, one of our primary goals is to have the logo mark (the 

Flag)  be able to stand on it’s own as a branding mark. By aligning it to the left of the logo, in a 

much larger size, the eye is drawn to the flag first. When it is seen with the logotype, it is integral to 

the logo, but when pulled out, it can stand alone. The same can be said of the logotype. It too can 

stand on it’s own w/o needing the tab. That said, there are few times the logotype should be used 

on it’s own, never-the-less the option there.
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Some of the best logos imply motion. While that may seem 

nice, it is in fact difficult to do. The new “flag style” “F” is 

designed to add motion and interest to the logotype. We 

believe one of our absolute strengths here at Filice is our 

ability to remain in motion as the markets change. Filice is 

a proud innovator in so many areas, part of our ethos is a 

company who does not remain on the sidelines, but one 

whose efforts are always pushing it forward. Motion creates 

change, and change creates success.  In searching for and 

implementing solutions for our clients we strive to work in 

that same fashion – always in motion. 
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L O G O  I D E N T I T Y

Our logo is the torch-

bearer of our brand. 

Careful attention should al-

ways be given to it’s place-

ment, color and clear space. 

There should be sufficient 

clear space around the logo 

to let it breathe and prevent 

it’s clarity and visual impact 

from being obstructed. The 

guide below shows the min-

imum clear space required 

(based on the x/y dimen-

sions of the letter “e.”

This is the primary logo to be used 

in most all communication, both 

digital and print. This version in-

cludes the corporate connection 

tagline.

The no-tag logo should be used 

primarily with advertising and 

product placement where the 

tagline would be too small to be 

readable.

PRIMARY LOGO

NO-TAG LOGO

For black and white printed mate-

rials as well as some other applica-

tions, use the pure black and white 

logo to avoid any degradation. 

100% BLACK LOGO
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The combo logo can be used against darker 

backgrounds. Care should be taken to ensure 

the red tab is not lost in the background.

The white logo should be used against darker 

backgrounds. High contrast will make this 

logo jump off the page so keeping the logo a 

reasonable size is paramount.

BLUE/WHITE COMBO LOGO

100% WHITE LOGO
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C O L O R S

PANTONE 7528 C
R: 194  G: 181  B: 155 

#c2b49a
C: 25  M: 25  Y: 40  K 0

PANTONE 7536 C
R: 163  G: 153  B: 131 

#a29883
C: 25  M: 25  Y: 40  K 19

DARK NAVY

DENIM

DARK GOLD

LIGHT GOLD

PMS 2150 C
R: 54  G: 116  B: 157 
#367490
C: 78  M: 46  Y: 20  K 5

PMS 540 C
R: 0  G: 42  B: 78 
#002A4E
C: 100  M: 57  Y: 12  K 66

PRIMARY

Primary colors have the 

job of representing 

the brand in a professional 

and eye-catching manner. 

Pairing these colors with 

appropriate imagery can 

be one of the most import-

ant factors in branding. 

Our colors are designed to 

project strength and sta-

bility – a value sorely need-

ed in the 21st century. 
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PANTONE 186 C
R: 227  G: 24  B: 55 

#e31836
C: 0  M: 100  Y: 81  K 55  

PANTONE 425 C
R: 60  G: 60  B: 60 

# 3b3b3b
C: 0  M: 0  Y: 0  K 80

CRIMSON

SLATE

PRIMARY

SECONDARY
Secondary colors can help to achieve hierarchy and break up copy. These 
colors can add a certain level of sophistication to the brand when used to 
compliment the brand personality. The secondary colors can help project 
professionalism, flexibility, reliability and creativity. All adjectives with which 
we describe our services.

(continued from page 8)

PANTONE Bright Green C
R: 22  G: 182  B: 132 

#16b684
C: 76  M: 0  Y: 66  K 0

PANTONE 1375 C
R: 248  G: 153  B: 36 

#f89924
C: 0  M: 47  Y: 96  K 0

PANTONE 1375 C
R: 102  G: 45  B: 145 

#662d91
C: 75  M: 100  Y: 0  K 0

Plum Tuscany Sun Mint
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T Y P O G R A P H Y

Our primary font family is Gotham Light and Gotham Thin. 

Bebas Neue is our “narrow” headline font of choice, how-

ever Gotham Bold and Black may be used for headlines as well if 

aesthetically called for. Gotham ULTRA is to be discouraged un-

less it is used on sizes exceeding 250pts. with tracking set to +40. 

GOTHAM  BOLD
GOTHAM BLACK

Bebas Neue
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PRIMARY FONT

ABCDEFGHIKLMNOPQRSTUVWXYZ

abcdefghiklmnopqrstuvwxyz

01234567890!@$%

COMPLIMENTARY FONT

Gotham  Thin

Gotham  Light

ABCDEFGHIKLMNOPQRSTUVWXYZ

abcdefghiklmnopqrstuvwxyz

01234567890!@$%

BEBAS NEUE

Tracking: +30

Tracking: +70

Tracking: +30

GOTHAM BOLD

GOTHAM BLACK

Headline

Headline

Headline
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C O M M O N  L A N G U A G E
Logos

The primary identifiers of the corporate brand. The Filice logo can be 

presented in subtle variations of tagline to help the user identify differ-

ent departments or offerings from Filice.  The main logo should have the 

phrase “an acrisure agency partner” underneath it.

Icons

Icons are small extremely simple graphical metaphors used to anchor  

content to a page. While icons can be literal, ie. a rocket icon used to in-

dicate space travel in a rocket, the vast majority of times, icons are meant 

to be metaphorical in nature. Our icons are based on modern line art 

graphics. This particular style allows us to conform the icon’s colors to our 

palette as well as create new icons and modify existing ones as needed.

Why Graphics?

In the 21st century, company communications has less than 10 seconds 

to gain someones attention. To maintain that attention you need to vary 

your approach as you move along. Graphics, illustrations and photogra-

phy’s primary purpose is to say “Hey! Look at me.” For this reason we use 

a variety of approaches to our marketing materials.
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Digital Graphics/Illustrations

Digital graphics and illustrations are just that. They are 

graphics created for digital and print, but with a spe-

cific purpose. That purpose is to enhance readability 

by giving the reader a point of reference as it relates 

to the content on the page. Most often these graphics 

are a blend of metaphor and realistic representation 

of the topic. A variety of styles can be used, but it is 

important to be careful not to mix styles too liberally 

within the same document. These items may or may 

not be constrained to the Filice color palette depend-

ing upon usage.

Photography

Photography is designed primarily to “represent” the 

intent of the content in any given piece. Photography 

is seldom “literal” but also seldom metaphorical. Pho-

tography shares with digital graphics and illustrations 

a balance between those two worlds. To the extent 

photography is literal (ie. group shot of employees) 

it can and should be treated as such. Mostly howev-

er, photography like its digital cousins is designed to 

enhance the story through its composition by adding 

color, action and motion and/or emotion to the page.

Summary

Logos and icons should be branded to the main color 

palette unless there is a compelling reason to break 

that rule. Logos should never be stretched or altered 

beyond what is defined in this booklet to help main-

tain brand integrity.

Digital graphics, illustrations and photography will 

seldom match the corporate color palette perfectly 

but care should be taken to use complimentary or 

contrasting colors when possible.
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S T A T I O N E R Y

Business cards reflect not only the Filice name and 

brand, but our connection to Acrisure as well. 

Cards are printed using a soft touch lamination pro-

cess and trimmed with .25” rounded corners.Samantha Jones
Marketing & Business Development

408.350.5739

sjones@fi l ice.com CA Lic#1C45938  www. f i l i c e . com

Fil ice Insurance Services, LLC
738 N. First St

San Jose, CA 95112

CA Lic. 6000656
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Filice letterhead remains simple and w/o superfluous information. Since most letters include in them contact infor-

mation, our letterhead only provides our website address as a permanent item of interest.
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P R E S E N T A T I O N  D E S I G N

One of our key strat-

egies is to  explore 

and utilize presentation 

design, particularly as it 

relates to customer con-

tact in the digital world.
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I C O N O G R A P H Y

Over the last few years, 

iconography has be-

come an art form in itself. 

Our goal with our icons is 

to provide simple and clear 

metaphors for any given 

area of need.

Filice icons should be used 

in a minimal fashion to add 

vision interest to a concept 

or design but is only used 

as a symbol to compliment 

a term that is explained in 

context. 
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D I G I T A L  G R A P H I C S

Digital graphics and imagery 

play a key role in Filice brand-

ing. While some elements 

are designed to be utilized 

consistently throughout 

marketing materials, we rec-

ognize design trends change 

rapidly. For that reason we 

adhere to a policy of “aes-

thetic resonance” that qual-

ifies a particular graphic, not 

so much as part of a group, 

but part of an overall aes-

thetic, matching tone, color, 

and voice.

20



21



I M A G E R Y  |  L I F E S T Y L E

Our theme of “Wher-

ever your adven-

ture takes you” is more 

than a theme. It is a  

mantra that we live by and 

feel deeply about. Our prod-

ucts and services support 

active lifestyles and our im-

agery reflects that commit-

ment to wellness and bene-

fits products. 
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i m a g e r y  |  A T  W O R K

While we sup-

port active life-

styles, it is never lost on 

us the importance of a 

great work environment. 

Our AT WORK imagery 

captures the essence of  

all that is good about 

our respective places  

of employment. 
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Filice layouts consist of 

a variety of clean styles 

for printed media and dark-

er more vibrant styles for 

digital media like Power-

Point presentations etc.

Contrast is a key design fun-

damental concept and our 

layouts are designed spe-

cifically to provide contrast 

from page to page

L A Y O U T S

1 Strategic Plan Design

Competitive Benchmarking

Contribution Modeling

Alternative Funding Analysis

Carrier Negotiation

3 Benefit Compliance Tools

HR Consulting Specialists

In-house Legal Resources

HR Seminars & Workshops

Employee Training Portal

5 Personalized Benefits Education

Multimedia Messaging

Decision Support Tools

Cost Comparison Calculators

Employee Education Meetings

2 Direct Employee Interaction

Support for Family Members

Claims Specialists

Multi-Lingual Resources

Health & Wellness Campaigns

4 Paperless Benefits Administration

Employee Self-service

Plan Comparison Tools

Compliance Functionality

Payroll Integration

Employer 
Needs

1

2 4

3 5

spectrum
SERVICES

FULL

of

the

communication
ENGAGEMENT&

TYPICAL CHALLENGES 
HR teams often lack the in-house 
resources to develop profession-
al looking collateral to assist in the 
communication of their benefits 
program.  Even when employers 
have information available, often 
workers are unengaged and not 
taking the time to learn.  

FINANCIAL IMPACT
When benefits aren’t communicat-
ed properly, employees struggling 
to use their benefits effectively can 
lead to lost productivity, increased 
claims cost, low employee satisfac-
tion, and possibly turnover. 

PROVEN SOLUTIONS
Good benefits education is more than a nice-to-
have, it is critical for employers trying to contain 
their financial risk. The Filice Communications Team 
can help you design a comprehensive communica-
tions campaign that engages multi-site, multi-gen-
erational populations that will engage your em-
ployees, and help you attract the top talent your 
company needs.

TYPICAL CHALLENGES 
Finding the right mix of employee 
benefits is a challenge for almost 
every employer. Health insurance is 
expensive, and while there are a lot 
of options, most employers strug-
gle with finding the right blend of 
benefits that fit into their budget 
and are valued by their employees.  

FINANCIAL IMPACT
There is a shortage of qualified em-
ployees in almost every sector, so 
employers need to offer a good 
benefits program to remain com-
petitive. At the same time, health 
insurance costs are going up year 
over year, so many are being forced 
to choose between their benefits 
program and investments into oth-
er areas of their business.

PROVEN SOLUTIONS
At Filice, we design and deliver customized benefit 
plans that support long-term cost management—
while maintaining a primary focus on employee 
health and engagement.

Through alternative funding arrangements, we de-
velop solutions to deliver effective cost contain-
ment without compromising on quality. Our ex-
tensive experience leveraging innovative insurance 
strategies enables us to offer impactful, meaningful 
solutions.

group
BENEFITS
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