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Overview

Introduction

MetLife Brand Strategy

This document outlines the principles and tools for howwe want  
our brand to engage with our customers.

The verbal guidelines give our global teams a consistent wayto  
express the MetLife brand.

Our brand strategy is our North Star 
for all visual and verbal guidance.  
Through an integrated global effort,  
we have transformed the way our  
brand looks, speaks, feels, and acts.

Verbal
Expression

Voice and Messaging
Guidelines

Visual
Expression

Design Philosophy and
Brand Guidelines

MetLife Abbreviated Brand Design System
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4Introduction

To tell our story to the world, we’ve  
created a new tagline that articulates  
the role we play in customers’ lives:  
Navigating life together.

The MetLife Brand Our visual expression starts with our logo. 
Reflecting our  role as our customers’ 
trusted partner,  our new logo comprises 
two simple  shapes that come together to 
create an  “M.” The blue color reflects our 
brand  heritage, while the vibrant green—
new to our color palette—represents  
growth and vitality.

MetLife Abbreviated Brand Design System
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5Creative Philosophy

Logo

In a fast-changing world, we all need a partner we trust  
to support us through life’s twists and turns. Ournew
mark represents the partnership between MetLife and our  
customers by combining two simple shapes that come  
together to create an “M.”

Whenever possible, reproduce our logo in full color on a  
white background.

Typography

The two primary fonts in our visual system help set our brand apart  
from our competitors.

Utopia is a contemporary serif that we use to communicate with  
our customers in a friendly, approachable manner. We use Utopia  
as the lead typeface when introducing ourselves and speaking to  
our existing customers. We use Utopia primarily for headlines.

MetLife Circular is a friendly sans serif with unmistakable character  
yet universal appeal. We use MetLife Circular for body copy.

Photography

We use photography to illustrate the human benefit of our  
products and services. Our photo style is candid, honest,  
and authentic, with images reproduced in full color. We  
have three different image types: single image, image pair,  
and portrait. We use portraiture only when it
accompanies customer quotes in order to humanize  
the voice of the customer.

Color

Our primary color palette consists of blue andgreen. Blue 
represents our heritage and symbolizes trust, loyalty, and  
truth. Green represents vitality, growth, and the  
opportunity that we have to help our customers. Neutrals  
are used to support our primary colors and when tonal  
colors are necessary. Our secondary color palette is used  
sparingly to bring a pop of color whenrequired.

Filmstrip

The filmstrip is a graphic element that helps bring our design  
elements together and creates a unique identifier for our brand.  
The filmstrip is used to capture moments in time and to tell  
customer stories. A single picture represents a single moment,  
while an additional photograph can tell a broader story. The  
pairing of images creates a unique photographic approach that  
reinforces our core brand idea of being a trusted partner for our  
customers. The filmstrip images can feature color overlays to  
connect to our core brand palette.

Pictograms

Our pictograms help tell a story byvisualizing
key concepts and information in an approachable,  
human way.

Used in a supportive role, pictograms help emphasize  
and navigate important information and make concepts  
simple and easy to understand.

UtopiaBold
MetLife Circular Bold  
MetLife Circular Medium  
MetLife Circular Normal  
MetLife Circular Light

Our Design Elements

Flexible solutions  
for real life

Single Image

Image Pair

Portrait

Supplemental TermLife

Protection  
when you  
need itmost

MetLife Abbreviated Brand Design System
Aug 2020



6Creative Philosophy

NAME LASTNAME
Business Title Goes Here

Bringing all elements of the design system together in the right  
balance creates a consistent expression of our brand across a  
range of varying applications.

Whether for print, digital, video, or brand experiences, we must express  
our brand personality and use our design essentials throughout
every touchpoint.

Our Design Elements in Application

Business Cards

Motion Graphics

Brochure Cover App

Brochure Cover Slip Sheet

Website

MetLife Abbreviated Brand Design System
Aug 2020



7Creative Philosophy

Our Design Elements in Application

Bus Stop Billboard Web Banner PlaybookWeb Banner

Brochure Spread

Newsprint Insert Anniversary Book Web Banner

Poster

Navigating
life together Get a quote

Get a quote

Navigating
life together

MetLife Abbreviated Brand Design System
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8Creative Philosophy

Creative Checklist:

1
Are you using  
the correct  
logo?

© 2017 Microsoft Corporation. All rights reserved.
Microsoft is a registered trademark of Microsoft Corporation in the United States and/or other countries.

Use the full-color version of the MetLife  
logo whenever possible. Use transparent or  
grayscale versions only when the application  
does not permit the full-color version.
All other logo versions require approval from  
the MetLife brand team.

2
Are you using  
the MetLife  
fonts?

In customer-facing communications, use the  
MetLife fonts (Utopia and MetLife Circular)  
whenever possible. In digital media or for  
internal communications (such as Microsoft  
PowerPoint® or Word®), it is permissible to  
use Georgia as a replacement for Utopia  
and Arial as a replacement for MetLife  
Circular.

3
Are you using  
our brand  
color palette?

The core MetLife colors —blue, green, and  
white— should be the dominant colors on all  
communications. Use the secondary palette  
on a limited basis for data visualization or to  
aid navigation.

4
Are you correctly  
applying the  
design elements?

Always use the correct elements of the
MetLife design language: our photographic style,  
illustration style, colors, and fonts.

Utopia Bold
MetLife Circular Bold  
MetLife Circular Medium  
MetLife Circular Normal  
MetLife Circular Light

Flexible  
solutions for  
real life

MetLife Abbreviated Brand Design System
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9Creative Philosophy

Flexible solutions  
for real life

Design Elements Misuse

Do not use legacy characters.
We have great respect for the characters that used to  
represent our brand; but moving forward, our brand  
must reflect the modern, future-facing company that  
we have become.

Do not place the new logo in a legacy brand bar.
We prefer to place our new logo on a whitebackground  
whenever possible.

Do not mix legacy and new brand elements.
When updating legacy materials, be sure to rethink all  
design elements, such as photography, typography,  
layout, and color. Don’t simply replace the old logo with  
the new one.

Legacy typography and photography

New logo

Do not use or mix legacy typography withour  
new typography.
Our primary typefaces are Utopia and MetLife Circular.  
Never mix them with legacy fonts.

Do not use legacy taglines orcreative.
e.g., For the if in Life, I Can Do This

Do not put our new symbol next to the legacy logo.
Always use approved master artwork for reproduction.
Never place our Partnership “M” symbol with our  
old logotype.

Do not attach MetLife internal department  
names to the logo.

Do not use legacy colors within the new visualsystem.  
Our color palette is primarily blue and green. White is  
also a key part of our palette. Large areas of color should  
reflect our primary palette.

For the if in Life  
I Can Do This

Department name

MetLife Abbreviated Brand Design System
Aug 2020



2. Logo
1. Primary Logo

2. Logo Reproduction Versions

3. Logo Exception on Social Media

4. Our Tagline

5. Clear Space and Minimum Size

6. Logo Misuse
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11Logo

Primary Logo

Partnership “M” Symbol Wordmark

MetLife Logo
Our symbol and our wordmark always appear together to form ourlogo.

Reflecting our role as our customers' trusted partner, our new  
symbol comprises two simple shapes that come together to create  
an “M.” The blue color reflects our brand heritage, while the
vibrant green–new to our color palette–represents growth and vitality.
Our symbol and our wordmark always appear together  
to form our logo.

Whenever possible, reproduce our logo in full color  
on a white background.

For master artwork, see appendix.

MetLife Abbreviated Brand Design System
Aug 2020



12Logo

Primary
Our primary logo is full-color on a white background.

For master artwork, see appendix.

Reversed
Our reversed logo is white text, primarily on a black
background, and used only when an application on
white is not an option.

Transparent
Our transparent logo is an all-white version that  
accurately expresses the translucent overlap in the  
Partnership “M” symbol and should be used only  
when a single-color application is required, such as  
etching on glass and certain midtone backgrounds  
(e.g., a step-and-repeat).

Grayscale
Our grayscale logo is the preferred single-color version  
when tonal printing is possible, such as for ads printed  
on newsprint. The grayscale logo most accurately  
expresses the translucent overlap when the full-color  
logo is not an option.

Logo Reproduction Versions

MetLife Abbreviated Brand Design System
Aug 2020



Logo Exception 
on Social Media

Twitter Facebook

Website

A special stacked version of our logo has been created, as an exception, toallow  
our brand to stand out on social media.

Stacked versions of dual-language logos are available.

For master artwork, see appendix.

Our Partnership “M” symbol may be used as a favicon on our websites.  
This is the only time that our symbol should appear without our logotype.

MetLife Abbreviated Brand Design System
Aug 2020

Logo 13
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Our Tagline

To tell our story to the world, we’ve created
a new tagline that articulates the role we play  
in customers’ lives: Navigating life together.

Our tagline should be used wheneverpossible  
to help build brand recognition.

For master artwork, see appendix.

MetLife Logo

MetLife Tagline

MetLife Abbreviated Brand Design System
Aug 2020
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Clear Space
and Minimum Size

Clear Space for Primary Logo

Clear Space for Logo With Tagline

Minimum Size

Print
0.75” wide  
(19mm)

Digital
54px wide

Clear Space
Maintaining an appropriate amount of clear space around our logo  
creates a positive impression and impact. Therefore, a minimum amount  
of clear space must always surround the MetLife logo, in order to  
separate it from other elements such as headlines, text, or imagery. The  
clear-space area is equal to the cap height of the MetLife “M” and is  
proportional to the size of the logo being used. The same clear-space rule  
applies to all dual-language logos and tagline lockups.

Minimum Size
Careful consideration should be given when determining the size  
of the MetLife logo. If it is too small, it will be ineffective. The  
minimum size of the logo should be 0.75” wide (19mm) for print  
materials and 54px wide for digital applications.

MetLife Abbreviated Brand Design System
Aug 2020



16Logo

Department name

Logo Misuse

Do not flip the Partnership “M” symbol. Do not use any other color combination. Do not remove any part of the logo. Do not use the logo as a supergraphic.

Do not create a repeat pattern with  
the Partnership “M” symbol.

Do not outline the logo.Do not use alternate colors.Do not resize any logo elements.

Do not use gradients on the logo.

Do not put the new symbol nextto  
the legacy logo.

Do not rotate the partnership  
“M” symbol.

Do not attach MetLife internal  
department names to the logo.

Do not lock up the logowith  
graphic elements.

Do not use the logo in a sentence.

is the leading...

To maintain the integrity and clarity of our brand, do not modify the MetLife  
logo in any way or associate it with conflicting elements. Above are some  
examples of executions that are prohibited.

Always use master artwork when reproducing our logo.  

For master artwork, see appendix.

MetLife Abbreviated Brand Design System
Aug 2020



3. Color
1. Color Palette Proportion

2. Color Palette Specifications

3. Color in Application

4. Secondary colors usage on internal communications

5. Color Palette ADA Compliance 
Scores ADA Compliance Contrast Ratio
Overview
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18Color

Our primary colors are blue and green.  
Blue reflects our heritage, while green  
represents growth and vitality.

Neutrals support our primary colors. Secondary colors may be used to  
support our primary colors but are used sparingly to bring a pop of color  
when required. Secondary colors may be used in data visualization or to aid  
navigation in multi-page communications.

Primary Neutrals Secondary

High Prominence Low Prominence

Color Palette Proportion

MetLife Abbreviated Brand Design System
Aug 2020



19Color

Coated and Uncoated Stock
MetLife Blue
(or PANTONE© 2193)  
C:89 M:18 Y:0 K:0

On-screen
R:0 G:144 B:218  
HEX: #0090DA

Coated and Uncoated Stock
MetLife Berry
(or PANTONE 2040)  
C:0 M:96 Y:43 K:0

On-screen  
R:219 G:10 B:91  
HEX: #DB0A5B

Coated and Uncoated Stock
MetLife Teal
(or PANTONE 2399)  
C:90 M:0 Y:43 K:0

On-screen
R:0 G:172 B:160  
HEX: #00ACA0

Coated and Uncoated Stock
MetLife Gray
(or PANTONE Cool Gray 2)  
C:5 M:3 Y:5 K:11

On-screen
R:217 G:217 B:214  
HEX: #D9D9D6

Coated and Uncoated Stock
MetLife Dark Blue  
(or PANTONE 2384)  
C:99 M:48 Y:1K:14

On-screen
R:0 G:97 B:160  
HEX: #0061A0

Coated and Uncoated Stock
MetLife Purple
(or PANTONE 267)  
C:82 M:97 Y:0K:0

On-screen  
R:95 G:37 B:159  
HEX: #5F259F

Coated and Uncoated Stock
MetLife Dark Gray
(or PANTONE Cool Gray 9)  
C:30 M:22 Y:17 K:57

On-screen
R:117 G:120 B:123  
HEX: #75787B

Coated and Uncoated Stock
MetLife Light Gray
(or PANTONE Cool Gray 1)  
C:4 M:2 Y:4 K:8

On-screen
R:242 G:242B:242  
HEX: #F2F2F2

Coated and Uncoated Stock
MetLife Green
(or PANTONE 2300)  
C:40 M:0 Y:89 K:0

On-screen
R:164 G:206 B:78  
HEX: #A4CE4E

Coated and Uncoated Stock
MetLife Yellow
(or PANTONE 7548)  
C:0 M:12 Y:98 K:0

On-screen  
R:255 G:198 B:0  
HEX: #FFC600

Coated and Uncoated Stock
MetLife Medium Gray
(or PANTONE Cool Gray 6)  
C:16 M:11 Y:11 K:27

On-screen
R:167 G:168 B:170  
HEX: #A7A8AA

Primary

The way we use color is important. Blue and Green are our primary
brand colors and should be dominant in our communications. Our primary  
colors should be used together, in equal amounts, with plenty of white  
space to add modernity and freshness. Typography is primarlyblack.

High Prominence Low Prominence

Neutrals

Our neutrals are used more sparingly than our primary colors.Neutrals
are used to support our primary colors and when tonal colors arenecessary.

Secondary

Our vibrant secondary palette brings energy to our visual systembut  
plays a small role. Our secondary colors should be used sparingly to  
accent our primary and neutrals palettes.

The colors shown on this page and throughout these guidelines have not been evaluated by Pantone,  
Inc., for accuracy and may not match the PANTONE Color Standards. Consult current PANTONE  
publications for accurate color. PANTONE© is the property of Pantone, Inc.

Color Palette Specifications

MetLife Abbreviated Brand Design System
Aug 2020



Color in Application

Primary

Primary

Primary

Neutrals

Neutrals

Primary

Secondary

Secondary

Tints

Brochures Website Presentation Slides B/W Applications

Flexible  
solutions for  
real life

Metlife  
options for  
your benefit
Enroll in your 2017 health & welfare benefits  
on MyHR November 7-18

For Associates on Short Term and Long term  
Disability and Leave of Absence

Your EnrollmentGuide

Primary

Primary

Neutrals

Flexible  
solutions for  
real life

Full color applications are  
preferred. If there are printing  
restrictions B/W applications can  
be created converting our primary  
colors to the following black values:

Lorem  
ipsum dolor
Lorem ipsum dolor sit amet  arcu 
suspendisse faucibuslacus  
ultrices nulla non.

MetLife Blue

MetLife Dark Blue

MetLife Green

65% black

85% black

40% black

MetLife Abbreviated Brand Design System
Aug 2020
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Secondary colors usage on communications

Our secondary color palette may be used as a  
way-finding aid on a single, often long-form piece,  
such as the example shown here. However,
our primary color palette is preferred when possible.

Cover
Primary color palette is used on the  
brochure cover.

Table of contents
Secondary color palette may be used  
to identify the brochure sections.

Interior
Secondary color palette may be used to delineate each brochure  
section, but must be used sparingly within each section.
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M etLi fe National Accounts Playbook

Our  
opportunity

1
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Current average participation rate % (byproduct)

39%

12% 10% 9% 7% 3%

Opt life Accident              Hyatt legal           Critical illness            Hospital P&C

If we 1%increase
theserates  
by just…

...we would see growth of

>$310M Revenue increase

>$120M Value of New Business increase

7

313 0

M etLi fe National Accounts Playbook

To
ol

s 
an

d
co

lla
te

ra
l

4

C a n ’ t  n a v i g a t e  t h e   

i n f o r m a t i o n e x p l o s i o n

Benef it s C h eat Sh eet EnrollSmart  f or Lif e C amp aig n Legal Services C amp aig n

Il l ustr ati ve gui danc e bas ed on existi ng m ater ial s.

W e  w i l l  c ont i nue to update and r efi ne these r ec om m endat i ons   as 

new  m ater ial s ar e dev el oped

D o n ’ t h a v e t h e t i m e   

o r e n e r g y t o d i g i n

Lif e an d  D isabilit y Calculat ors Crit ical IllnessIn f o g rap h ic A u t o & H o m e In f o g rap h ic

D o n ’ t k n o w w h o t o t u r n   t o  

w i t h q u e s t i o n s

Of f er in g M et L i f e C al l C en t er f or Benef it s On si t e Gro u p M eet in g s C al l C en t er Training

D o n ’ t  k n o w  i t ,  ( a s s u m e )   

d o n ’ t  n e e d i t

E m p l o y e e s u r v e y
C a n  b e  u s e d  t o  h e l p  e m p l o y e r s  o f  a l l  t y p e s  b e t t e r  u n d e r s t a n d   

t h e i r  t h e  n e e d s  o f  t h e i r e m p l o y e e s

Lif e Insurance wi t h   Personalized C alcu lat o r Lif e Event s ( incl., n e w  hire let t er, n e w  ad d i t io n  Test imonials  t o  f amily,

mar r iag e/d ivo rce)

Our materials and  
tools help our teams
deliver on the key employee needs across  
each employer type

N a v ig a te  b y  e m p lo y e r  ty p e  a n d  e m p lo y e e   
n e e d  to  fin d  s o m e  i l lu s tra tiv e  to o ls  a n d   

c o l la te ra l  th a t s u p p o r t  y o u r a p p ro a c h .

Basic Enhanced OptimalE m p l o y e e n e e d

E m p l o y e r  c o m m u n i c a t i o n c a t e g o r y

26
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4
Tools and  
collateral

27
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2
Diagnosing  
employers
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We have  
organized our  
employers and
created approaches  
that improve  
engagement
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C r it e r ia

E n r o l l m e n t m e t h o d   

P a r t i c i p a t i o n  b y  i n d u s tr y   

E m p l o y e e  c o m m u n i c a t i o n s   

E m p l o y e r e n g a g e m e n t

E m p lo y e r  t y p e   B a s ic  

c o n d i t i o n s   E n h a n c e d

c o n d i t io n s   O p t i m a l

c o n d i t i o n s

R e c o m m e n d a t io n   O b j e c t i v e s  

b y  e m p l o y e r  t y p e   S tr a te g y  b y  

e m p l o y e r t y p e

T o o l s & c o l l a te r a l b y   

e m p l o y e r t y p e

Weestablished  
a process that  
categorizes  
employers by
prioritized criteria.

We defined three  
simple categories  
of communication  
for employers  
based on this  
criteria.

We developed  
preliminary  
recommendations  
by communication  
category to  
redefine how we  
drive enrollment.

1312
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E n r o l l m e n t m e t h o d A & H  /  L e g a l: A & H  /  L e g a l: O ff- b a l l o t

P & C : D ire c t B ill a n d

N o n -c o m m u n ic a tin g

L ife : E n ro l lS m a r t u n a v a ila b le  d u e   to  lo s s ra tio

A & H  /  L e g a l: O n -b a l lo t o r  E x c h a n g e

P & C : P a y ro ll D e d u c t o r   

C o m m u n ic a tin g

L ife : E n ro l lS m a r t a v a ila b le

A & H  /  L e g a l:  E n ro l lm e n t F i rm

P & C : P a y ro ll D e d u c t a n d   

C o m m u n ic a tin g

L ife : E n ro l lS m a r t a v a ila b le

E m p l o y e e c o m m u n i c a t i o n s W e ig h t a s s ig n e d  b a s e d o n   

d a ta a v a ila b le .

W e ig h t a s s ig n e d  b a s e d o n   

d a ta a v a ila b le .

W e ig h t a s s ig n e d  b a s e d o n   

d a ta a v a ila b le .

P a r t i c i p a t i o n  b y i n d u s t r y
W e ig h t a s s ig n e d  b a s e d  o n  c o m p a r is o n   

to a v e ra g e .

W e ig h t a s s ig n e d  b a s e d  o n  c o m p a r is o n   

to a v e ra g e .

W e ig h t a s s ig n e d  b a s e d  o n  c o m p a r is o n   

to a v e ra g e .

E m p l o y e r e n g a g e m e n t

P le a s e  re a c h  o u t to  y o u r  a s s ig n e d  V C S  to  id e n ti fy  y o u r  e m p lo y e r  a c c o u n t s ta tu s .
G u id a n c e o n ly : A E s ’ k n o w le d g e o f th e ir c l ie n ts s h o u ld b e u s e d to  re fin e h o w a rc h e ty p e s a re a s s ig n e d .

A E /V C S  in s ig h t a s  la s t d a ta e n try . A E /V C S  in s ig h t a s  la s t d a ta e n try . A E /V C S  in s ig h t a s la s t d a ta e n try .

Enhanced OptimalC r i t e r i a Basic
E m p l o y e r  c o m m u n i c a t i o n c a t e g o r y

Employers are  
organized into three  
key categories
based on the following criteria
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We conducted  
research across  
key employers to  
find the unmet  
needs thathinder  
enrollment

After in-depth discussions with Client Service  
teams, HR decision-makers and employee focus  
groups, we identified several trends that are  
applicable across all National Accounts.

T h e  h e a v y  tr u c k  m a n u fa c tu r in g  c o m p a n y   th a t 

o ffe rs  O p tio n a l  L i fe , P & C , C r i tic a l  Illn e s s   a n d  
L e g a l  c o v e ra g e  w i th  M e tL i fe . D a im le r   

p ro v id e s  th e s e  v o lu n ta ry  b e n e fi ts  th ro u g h

o ff-b a l lo t e n ro l lm e n t a n d  a n  o ffl in e  a n d  p a p e r -

b a s e d s y s te m .

T h e  N e w  Y o rk -b a s e d  m e d ia  c o m p a n y  th a t  

o ffe rs  C r i tic a l  Illn e s s  a n d  A c c id e n t c o v e ra g e   
w i th  M e tL i fe  th ro u g h  o n -b a l lo t e n ro l lm e n t a n d   

d ig i ta l  a n d  w e b -b a s e d  to o ls , l ik e  ‘A s k  A le x ,’   th a t 

h e lp  e m p lo y e e s  c h o o s e b e n e fi ts .

A  tru c k in g  c o m p a n y  th a t o ffe rs  A c c id e n t,  
C r i tic a l  Illn e s s , L e g a l  a n d  P & C  c o v e ra g e   w i th  

M e tL i fe . S c h n e id e r  u s e s  a n  e n ro l lm e n t  fi rm  

th a t s ig n s  e m p lo y e e s  u p  th ro u g h  a   

s o p h is tic a te d , o n -s i te  e n ro l lm e n t p la tfo rm .

T h e W a s h in g to n , D C u n iv e rs i ty e m p lo y s b o th

a d m in is tra tio n a n d fa c u l ty s ta ff. G e o rg e to w n
U n iv e rs i ty o ffe rs A c c id e n t, L e g a l a n d C r i tic a l

Illn e s s c o v e ra g e w i th M e tL i fe th ro u g h a n

o n -b a l lo t e n ro l lm e n t p ro c e s s .
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2
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3
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A.[MetLifeAuto&Home’s
groupinsuranceprogramis

availabletoyouasavoluntary
[XYZCo
mpany
00/00/0
0]

Communica
tions

Evaluate Your 
Open  
Enrollment

Strategy and

Assessingtheeffectiveness
ofyouropenenrollment

strategyaswellaswhich
benefitsaremostimportant
toemployeescanhelp you
optimizeopenenrollment

benefits 
satisfacti

on.

benefits
employeesare

mostinterested
in.

Customizethe
survey.

programand
communication

tactics.

Distribute to
your

employees.

Toeffectivelyevaluateyour
OpenEnrollmentstrategies,

makethesurveyeasily

completelyoptional.You
canpostit toyourintranet,

createit  inanonline

survey
pro

gramsuchas
SurveyMonkeyor

distributeit viaemail
orduring

employee
meeting

s.

Continu
ed>

Survey Open
EnrollmentStrategy

enrollment period, [XYZCompany] offers 
you these important coverages.1

Yourabilitytoearnanincomemaybeoneofyourmostvaluableassets.HelpDisability                                                                                            safeguardyourincomeintheeventyoubecomeunabletoworkduetoanunexpected
Insurance illnessorinjurywiththis
opportunitytoenroll.Oralhealthisabigpartofyouroverallhealth,andstayingontopofyourcareisonekeyDental                                                                                                      topreventingcostlyproblemsthatcanaddup.Enrollincoveragetogetsignificantly
Insurance reducedcostsonmost
proceduresandaccessabroadnetworkof

providers.
Manyofthecostsassociated
withacriticalillnessarenot

coveredbyhealthinsurance.

Critical      Illness                                                                   
Thisplanprovidesalump-sumpaymentuponthe
diagnosisofcertaincoveredmedicalInsurance                                                                                           coverextracostslikegroceries,childcare,mortgageandcarpayments.

conditions,suchascancer,3heartattackand
stroke,4touseanywayyouwanttohelp

Takeadvantageofyourneweligibilitystatus.
Youmusttakeactionwithin[X  days]of

[benefit 
eligibility][status

change][hiredate]

Call[1-800-438-6388]orlogonto
[www.website.com]toenrolltoday.

[companyspecificrules/criteria].

[SampleA.
Sample]

[month, day, year]
[1234MainStreet]

[Anytown, US12345-6789]

Congratulations on your [new  position] 
[new eligibility  status]. Fora  limited

Helpprotectallyou’veworkedhard
forbyplanningforthefuture.Group

ratesmakeforcompetitivepricing andpayrolldeductionsmakeit     convenient.[Youwillalsohave
Life                                                                                          
accessto[several][all]MetLifeAdvantagesSM
value-addedservices,suchasface-to-

Insurance 
faceWillPreparationandEstateResolutionServices2

atnoadditionalcosttoyou.]
g [Duringthis

specialeligibilityperiod,you
mayenrollforlifeinsurance
withouthavin
[Helpfultip:Don’tforgetto
[designateabeneficiary]reviewand

updateyour

toansweranyheath
questions,uptothelimits

allowedunderyourplan.]

beneficiary designation][at
enrollment].]

Things 
you
Health
benefi
•Conve
nient

Accidentand
Critical Illness 

Insura enrollme
nt

period

upcoming
enrollment

period

Emails
announcing

upcoming

Flyers/Poster
sannouncing
the

Packetof
enrollment
material

Remindersto
complete

enrollment
bythe
deadline

Your

employer’s
website/intran
et

Abenefits-
focused

teleconference

orweb
seminar

Calculatorsor
otherdecision
toolsreceivedto
help youinmaking

yourbenefits
decisions

opportunity to
meet

representativesof
various

A“benefitsfair”
whereyouhadthe

insurance
companiesand
otherbenefits
providers

Survey Open
EnrollmentStrategyBenefits 

Cheat

Sheet

The first step to 
choosing the right 

be

everydathey 
limporife.tance of each 

option.

Illness

These
im

portant coverage
optionsare

availabletoyouat

payroll 
deductionsof

premium.

Insurance needsandbudget.Q. A.T
illneThe
is [$
•Fu

•Cancer Legal mind.There’salow
Q.

•Stroke3 Coverage youaccesstoleg
EMPLOYERLOGO A.

•Heart Attac
•Kidney Failur adoptionsandmu

Q.
insT MetLife Savingsandservi A.EAuto&   &Home®.Withth expHome motorcycle,youcmay ofyduri
n
extr
grocQ.competitivegroupratesjustforworkingat

Georgetown me

University.Andyou’ll havetheconvenienceofeasy
A.

Con

MetLifeAuto&Home
F

Q.[Whatis theMetLifeAuto&Home®groupinsuranceprogram?]
your w or kplac e

through
[paycheck/bank

account*]deduction

We have developed  a 
wide range of tools  
and collateral
to help drive increased engagement  
and participation

T o c o m e l a t e r i n 2 0 1 7

To
ol

s 
an

d
co

lla
te

ra
l

4

with 
[nohealth
exam]/

Starting 
today,youcan  
boost your life 

insurance
[only a few 
medical

HAVEQU
ESTIONS

?

consideraccide

enrolltoday! •Youand

yo

plandetails. 1-800 GET-MET8 •
Coversyour

Call[(XXX)XXX-XXXX] It’s
easy.

Monday–Friday,

[XX] a.m.–[XX]p.m. •
Therearen to 

worry

ab

XYZ•Y
SPONSORLOGO

Accident 
andHealth

makes
sense

Engaging an Enrollment Firm is always an option for any of the employee needs and/or employer communication categories.
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“  I didn’ t l ook into this benefi t  
because i t was the last day of  

enr ol lm ent and I didn’ t w ant to  put

in tim e to lear n m or e”

– Schneider

out about benefi ts options, so  I
wil l just re-enroll in the

sam e choices as last year ”

– Schneider

“ T he benefi ts websi te is confusing

– ther e is too m uc h noise. I have a har d  tim e

finding the link I need to go to”

– Viaco m

“ I w ant som eone to tell m e exactl y  w hat
to do based on m y situation”

– Viaco m

“ Any awar eness and enr ol lm ent … is  
l ikely due to the M etLi fe onsi te r ep;

w e w oul d love M etLi fe to visit our sites  

m or e often”

– V iacom

“  I k now  these benefi ts are available,  but  
I don’ t think it’s w or th the  m oney  to 

pay for  the potential   som ething m ight

happen in
the far - futur e”

– Viaco m

Focus/Prioritization
S i m p l i f y  t h e  h u n t  f o r  b e n e f i t s  i n f o r m a t i o n   a n d

d r a w a t t e n t i o n t o w h a t ’ s m o s t i m p o r t a n t .

Simplification/Progression
M a k e  v o l u n t a r y  b e n e f i t s  e a s i l y d i g e s t i b l e

f o r o v e r w h e l m e d a n d t i m e - c r u n c h e d e m p l o y e e s .

Assisted Purchase
M a k e  s u r e  e m p l o y e e s  g e t  t h e  r i g h t  s u p p o r t   

f r o m  t h e  r i g h t  p e r s o n  a t  t h e  r i g h t t i m e .

Personalization
T e l l  b e t t e r  s t o r i e s  t o  e m p l o y e r s  a n d  e m p l o y e e s   

a b o u t  t h e  b e n e f i t s  o f  e n r o l l m e n t  a n d p a r t i c i p a t i o n .

T h e r e c o m m e n d a t i o nT h e b a r r i e r

C a n ’ t “ I k now ther e are things I’m not

n a v i g a t e  t h e           
par ti c ipating in, but  I won’ t bother

huntingfor that infor m ation oni n f o r m a t i o n  the convoluted websi te”

e x p l o s i o n  – Schneider

D o n ’t h a v e   

t h e  t i m e   o r  

e n e r g y   t o  

d i g i n

D o n ’ t  k n o w           “  I have no idea w ho to call w i th

w h o  t o  t u r n             
benefi ts questions. It w oul d be

nice to be r em inded w hen
t o w it h enrollm ent is c om ing up”

q u e s t i o n s  – Schneider

D o n ’ t  k n o w “  I don’ t have a lot of  tim e to fi nd

i t ,  ( a s s u m e )   

d o n ’ t n e e d i t

Four unmet  
needs emerged  
consistently
and we identified recommendations for each

3 33 2
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Summary

Example of long-form piece

Driving  
employee
benefit  
engagement

NationalAccounts
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1 
M et Li f e’s  1 4 t h A nnua l  U.S .  E m p l o yee Benef i t  Trend s  S t ud y, 20 1 6 .

2 
20 1 6  L I M R A  E m p l o yer S t ud y.

Employees want more from their  
benefit plans, but often do not know  
what’s available to them.

By helping employers better explain the  value 
of our benefits to their employees, we  can 
improve engagement for ourclients.

74% Believe their employer offers a range of benefits  
that meet theirneeds.1

38%

70%

Feel like employers do a good job  
of explaining benefits.2

Say that customized benefits would increase  
their loyalty.1

We can tell two  
powerful stories

We can help create better choices  
for employees

83% Expect to do better at retaining employees.1  

78% Hope to increase employee productivity.1  

77% Would like to increase employee satisfaction.1  

76% Are looking for increased employeeloyalty.1

1 
M et Li f e’s  1 4 t h A nnua l  U.S .  E m p l o yee Benef i t  Trend s  S t ud y, 20 1 6 .

Employers have goals for their benefit  
programs—and there are many ways  
that benefits can help them beyond  
simple coverage.

In fact, our research shows that employers  
expect their benefit offerings to do more for  
their organization than ever.

We can help employers build more productive,  
more loyalemployees
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3:1

A
Allowed if the color of an icon
or a button has a decription or
other cues.

Allowed if the color is purely  
decorative and can be omitted  
without losing the function.

4.5:1

AA
Allowed if the text or information is  
recognizable and easy tounderstand.

Allowed with text size below 18pt.  
If type is 18pt or higher, a 3:1 ratio  
is allowed to achieve the AA  
standard.

OK to use if the color indicates  
inactive user interface or if it is used  
for decoration.

7:1

AAA
Required contrast if information is  
essential or descriptive.

Allowed with text size below 18pt.  
If type is 18pt or higher, a 4.5:1  
ratio is allowed to achieve the  
AAA standard.

Using White Text on Color

Using Black Text on Color

AA 18pt+ Do not use  
white text.

AA 18pt+/-
AAA 18pt+

AA 18pt+/-
AAA 18pt+

AA 18pt+

AA 18pt+/-
AAA 18pt+/-

Do not use  
black text.

AA 18pt+/-
AAA 18pt+

AA 18pt+

AA 18pt+

Do not use  
white text.

AA 18pt+/-
AAA 18pt+/-

Do not use  
white text.

Do not use  
white text.

Do not use  
white text.

Do not use  
white text.

AA 18pt+/-
AAA 18pt+/-

AA 18pt+/-
AAA 18pt+/-

AA 18pt+/-
AAA 18pt+/-

AA 18pt+/-
AAA 18pt+/-

AA 18pt+/-
AAA 18pt+

AA 18pt+/-
AAA 18pt+

Color Palette
ADA Compliance Scores

ADA Compliance Contrast  
Ratio Overview

Color

MetLife  
Blue

3.4

MetLife  
Blue

6.0

MetLife  
Dark Blue

6.3

MetLife  
Dark Blue

3.2

MetLife  
Green

2.0

MetLife  
Green

10.5

MetLife  
Purple

9.3

MetLife  
Purple

2.3

MetLife  
Berry

5.0

MetLife  
Berry

4.2

MetLife  
Yellow

1.6

MetLife  
Yellow

13.3

MetLife  
Teal

2.8

MetLife  
Teal

7.4

MetLife  
Light  
Gray  
1.2

MetLife  
Light  
Gray
17.0

MetLife  
Gray

1.5

MetLife  
Gray

13.6

MetLife  
Medium  
Gray  
2.4

MetLife  
Medium  
Gray  
8.8

MetLife  
Dark  
Gray  
4.4

MetLife  
Dark  
Gray  
4.7
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4. Typography
1. Primary Typeface: Utopia

2. Primary Typeface: MetLife Circular

3. Primary Typeface in Application

4. System Typefaces in Application
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Hi. I'mUtopia.
I'm smart  
and easy
to work with.
Utopia is a contemporary serif that helps us communicate with our customers in a
friendly, approachable manner. Use Utopia as the lead typeface when introducing
ourselves and when speaking to our existing customers.

Utopia should be used as a display font for headlines. It has been drawn for  
maximum legibility across all media.

Primary Typeface:  
Utopia

MetLife Abbreviated Brand Design System
Aug 2020
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MetLife Circular is a friendly sans serif with unmistakable character yet universal appeal.

We use MetLife Circular for body copy.

Hi. I'm MetLife Circular.
I'm modern, crisp, and speak  
with clarity and simplicity.

25Typography

Primary Typeface:  
MetLife Circular

MetLife Abbreviated Brand Design System
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Primary Typefaces  
in Application

We strongly recommend that vendors, business units, or individuals who  
regularly create professional communications on our behalf acquire the  
proper typefaces from the proper source. See appendix for details.

For Headlines

For All OtherUses

Utopia Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
0123456789?$%#@*

MetLife Circular Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
0123456789?$%#@*

MetLife Circular Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
0123456789?$%#@*

MetLife Circular Normal
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
0123456789?$%#@*

MetLife Circular Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
0123456789?$%#@*

MetLife primary typefaces are Utopia and MetLife Circular for the majority of our  
communications. Utopia and MetLife Circular both have an extended font family.  
Our recommendation is to use Utopia Bold for headlines and MetLife Circular Bold,  
Medium, Normal, and Light for body copy or information graphics. Upper/lowercase  
is preferred over all-capitals.

Every effort should be made to maintain brand consistency across all customer  
touchpoints by using the preferred typefaces and font weights.

NAME LASTNAME
Business Title Goes Here

MetLife Abbreviated Brand Design System
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Georgia Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
0123456789?$%#@*

For Body Copy

Arial Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
0123456789?$%#@*

For Legal Copy

Arial Narrow
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
0123456789?$%#@*

Arial Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
0123456789?$%#@*

System Typefaces  
in Application

For Headlines

Georgia and Arial should be used by desktop users and administrative personnel who
create communications developed in e-mails and Microsoft Office© applications and for whom  
acquiring Utopia and MetLife Circular is impractical. While less desirable than Utopia and  
MetLife Circular, Georgia and Arial represent a minimum standard that is not burdensome,
as they are pre-installed on all PC and Mac computers.

© 2017 Microsoft Corporation. All rights reserved.
Microsoft is a registered trademark of Microsoft Corporation in the United States and/or other countries.
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5. Photography
1. Introduction Phot

ography Style

2. Photography Style Guide

3. Photography Style Misuse

4. Photography Use: Single Image and Portrait
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Single Image

We use two types of imagery to reach ouraudience:Introduction

Photography Style Photographs are a vivid way to express our “Clearly human” philosophy.  
Our photographs candidly and intimately share real moments in the lives of  
real people, telling stories and carving out a connection between the human  
experience and partnership with MetLife.

The scenarios in our photography are culturally accurate according to their  
market and are never posed or insincere. From milestones to everyday  
affairs, the moments that we portray are personal and genuine, inviting our  
audience to emotionally connect with the brand. The tone is optimistic  
with bright, natural lighting, even exposures, and temperate saturation of  
full-color photography.

Flexible  
solutions for  
real life

Image Pair Within aFilmstrip

MetLife Abbreviated Brand Design System
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30Photography

Photography Style Guide

Subject
• Culturally appropriate families,  

individuals, and employees

• Scenes that capture slices  
of a larger story at home,  
at work, or in the world

Feel
• Never staged and stock-like

• Always genuine, personal,  
expressive

Appearance
• Full-color, temperate saturation,  

naturally cooler palette

• Bright, natural lighting; even  
exposure

• Simple forms, low detail,  
not busy

• Ample white space

• Standard-to-slightly narrow field  
of view; not too tight (to allow  
cropping)

• Shallow-to-standard depth of field  
to achieve out-of-focus planes

• Both natural points of view and  
unexpected, yet controlled, angles  
(i.e., higher and lower perspectives  
and perspectives from within
the action)

MetLife Abbreviated Brand Design System
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Photography Style Misuse

The MetLife image style is a unique
aspect of our personality.
Please review the examples here
for an idea of what is considered
off-brand.

When choosing photographs  
of people, look for realistic
interpretations of situations rather  
than images that are posed or  
staged. Images should
connect to and involve theviewer,  
communicating that MetLife  
understands its customers.
Please be conscious of the overall  
tone, as well as the composition  
of elements.

Do not use photos that are too saturated.

Do not use photos that are too staged, with figures  
looking into the camera.

Do not use photos that are too dark.

Do not use photos that are too busy. Do not use photos that are tinted or filtered.

Do not use imagery that references thetagline  
with nautical navigation metaphors.
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Photography Use:
Single Image and Portrait

Single Image
Single images are either contextual  
or feature images. They can beused  
independently or paired with a color  
field in a filmstrip.

For location-specific messaging,  
there is the option of using a relevant  
landscape or cityscape photograph  
that follows our photography style  
guide. These images, however, are  
never used in pairs.

Portrait
We use portraiture only when it  
accompanies customer quotations in  
order to humanize and give vitalityto  
the voice of the customer. Portraits  
are never used in a pair nor as the  
voice of MetLife.

Portrait subjects are genuine,  
approachable people seen in an  
environment that is personal to  
them. The subject is centered  
and shot straight on while looking  
honestly at the camera. Portraits
feature a tight crop to the head and  
shoulders, with even, natural lighting  
and an out-of-focus background.

Real-World Workplace

Cover Advertisement Interior

Emotional Milestone

Dental Insurance Location-Specific Messaging

Single Image Portrait

Flexible  
solutions for  
real life

8 9

Interior

M e t L i f e  N a t i o n a l  A c c o u n t s P l a y b o o k

2
Diagnosing  
employers

Young professionals who are ambitious,  
active and globally minded.

They are working hard to build their career,  
but also focus on living a healthy and  
balanced life.

They see having good health is crit ical in  
building their career and enjoying all other  
meaningful things in life.

My further plan is  
to be a leader who  
achieves a senseof  
self-fulfillment.

Demographics

Age

25 – 30

Personal  
monthly income
[by city tier (RMB)]

8k+
For tier 1 and 2

Health proactive and   
in ternationally m in d e d   
Young Affluent (YA)

8k+
For tier 1 and 2

Demographics

Age

25-30
Personal  
monthly income
by city tier(RMB)
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7. Pictograms
1. Introduction

2. About Pictograms

3. Pictogram Symbolism

4. Pictogram Misuse

5. Special-Use Illustration
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We use our simple illustrative style in three ways:
as pictograms, web icons, and special-use illustration.

Introduction

Web IconsPictograms Special-Use Illustration

Web icons are based off of the style of ourpictograms  
and used only for web and digital applications.

More information to come as the web icon  
system is developed.

Used for marketing and communication applications,  
pictograms are the most common form of illustration  
and the foundation of our illustrative style. They willbe  
the focus of this section.

This is curated and commissioned for special cases  
including internal and external events, campaigns,  
environmental graphics, social media, and promotions  
and giveaways.

More information to come as the special-use system  
is developed.

Flexibility for  
agility: making  
benefits work harder

1 6  F l e x i b i l i t y  f o r  a g i l i t y :  m a k i n g  b e n e f i t s  w o r k h a r d e r

The trends around wellness highlight another, longer-term
shift in the benefits landscape: personalisation. Employees have  
unique needs and benefits providers are respondingby
o ering exible packages enabled by digital technologies.

‘Agile’, ‘disruptive’ and ‘digital’ are forces every business  
has to learn to embrace. For larger firms, the challenge is
bureaucracy — shifting from one-size-fits-all scale solutions  
to tailored, adaptable employee engagement.

In smaller businesses, lack of scale can be abarrier.
While informal wellness efforts such as companysports
or hands-on management can be easier in small companies,  
they often lack the funding and personnel to deliver a co-
ordinated programme geared to clear business outcomes.

Medium-sized business often get the worst of both  
worlds: structured benefits and wellness programmes,  
but limited HR and communications resources
to make them work hard.

Diversity of approaches
Digital solutions are changing the picture at both ends  
of the spectrum.

The role of digital communications is becoming even more  
important: 45% of employers said that using social  channels 
works, up from 19% 2015. Webinars are now rated  more
highly too: up from 55% to 38%. Mobile apps are

important to their benefits programmes. The topfour?

83%
I m p r o v i n g  t h e  e f f e c t i v e n e s s   o f  

e m p l o y e e  b e n e f i t   

c o m m u n i c a t i o n s

82%
P r o v i d i n g  b e n e f i t s  d e s i g n e d   

t o  b e t t e r  b a l a n c e  w o r k  a n d   

p e r s o n a l l i f e

80%
W e l l n e s s  p r o g r a m m e s   t o  

m o t i v a t e  e m p l o y e e s ’   

h e a l t h y b e h a v i o u r

A healthy mix then — and a reminder that a well-

a big climber, up from 41% to 61%. As good communications structured, well-communicated benefits programme that’s  

professionals know, though, a blended approach is always got built-in flexibility ought to be able to meet many

best: face to face still has a role with group meetings organizational needs.  

cited by 62% of employers as effective.

81%
B e i n g a b l e t o c o m p l y w i t h   

l e g i s l a t i o n r e q u i r e m e n t s

36% of employees believe that  
having benefits customized to  
meet their needs would increase  
their loyalty to their employer,  
up from 29% in 2015

Good communication to drive benefits awareness  
remains key (see left). With a third of employers saying  
communicating benefits is a challenge, this is where  
providers and benefits consultants can help.

It is worth the investment. 55% of employees this time  
round said they value their benefits, an increase from 40%  
in 2015. And while salaries remain a blunt instrument —
doing little to build employee engagement, address stress  
or tackle problems like presenteeism — benefits allow  
employers to meet much broader objectives.

Many benefits
providers and Most important benefitsstrategies
benefits consultancies We asked employers to tell us what strategies they considered

can offer flexible  
benefits on platforms  
designed to minimise  
upfront investment  
and management  
intervention.

The EBTS results show why this is important: 74% of  
employers told us that they see “managing the diverse needs  
of employees” as an important reason to offer benefits —
as many as cite improving health and wellness, managing  
costs or driving productivity.

MetLife Abbreviated Brand Design System
Aug 2020



16 Flexibility for agility: making benefits work harder

Flexibility for  
agility: making  
benefits work harder

The trends around wellness highlight another, longer-term
shift in the benefits landscape: personalisation. Employees have  
unique needs and benefits providers are responding by
o ering  exible packages enabled by digitaltechnologies.

‘Agile’, ‘disruptive’ and ‘digital’ are forces every business  
has to learn to embrace. For larger firms, the challenge is
bureaucracy —shifting from one-size-fits-all scale solutions  
to tailored, adaptable employee engagement.

In smaller businesses, lack of scale can be a barrier.
While informal wellness efforts such as company sports
or hands-on management can be easier in small companies,  
they often lack the funding and personnel to deliver a co-
ordinated programme geared to clear business outcomes.

Medium-sized business often get the worst of both  
worlds: structured benefits and wellness programmes,  
but limited HR and communications resources
to make them workhard.

• Save up to an additional 10% right away with our  

Welcome Discount for NEW customers

• Qualify for a group discount of up to 15% off your policy

• Save more with our superior driver discount

• Receive extra savings if you’ve been with your company  

for a long time

• Make the most of our multi-policy savings when  
you insure both your home and auto with MetLife  

Auto & Home

As part of your workplace benefits  
program, you could receive hundreds  
of dollars in savings, combined
with special group discounts on auto
and home insurance:

Payment optionsthat  
make it easier
We offer a variety of flexible and  
convenient payment options to make  

paying for your insurance easier:

• Choose an automated payment option  
and receive an added savings

• Select direct billing as your preferred payment  
option, or

• Use your favorite credit card and you may earn  
valuable membership reward points**

Coverage foreverything  
that matters toyou
In addition to auto and home-
owners, we offer a variety of other  

insurance polices including:

• Personal ExcessLiability
• Boat
• Condo
• Renter’s
• Motor Home

• Motorcycle
• Recreational Vehicle

Coverage that moves with you

Coverage is 100% portable, so even if you  

change jobs you can take your policy with you.
With MetLife Auto & Home you may apply

for coverage at any time, so we’ll help you make  

the switch quickly and easily.

ADF# MULTIXXXX.16

Take advantage
of these great benefits
The first step to  choosing  the right benefits is understanding   
the im portance of each option .

These important coverage options are available to you at competitive group rates just for working at Georgetown University.
Andyou’ll have the convenience of easy payroll deductions of premium. Be sure to take full advantage of Georgetown University’s
benefit offering. Visit [enrollment website] during your open enrollment [Date], or call [phone number] for more information.

Life Insurance
If something unexpected happens, your family will be glad you have Life Insurance.  
There’s a wide range of options to fit your needs andbudget.

A premature death is likely to exert a major or devastating impact on financial security,  
lifestyle or general savings.1

Critical Illness
Help protect your family and your budget from the impact of a critical illness.  
Coverage includes conditions such as heart attack, cancer, orstroke.3

This coverage provides you with a lump-sum payment that can be used to pay for everyday  
living expenses and out-of-pocket medical costs like copays and deductibles.

Accident Insurance
Accidents happen frequently and can be very costly. Accident Insurancecan
help you be better prepared. There are over 150 covered conditions associated with  
an accident that could trigger benefits, including injuries, hospitalization, medical  
services and treatments.

Legal Coverage
Legal coverage through METLAW means added piece of mind. There’s a low  
monthly cost for unlimited use. Provides you access to legal advice and  
representation on a wide range of matters, including wills, real estate matters,  
traffic offenses, adoptions and muchmore.

MetLife Auto and Home
Savings and service are great reasons to switch to MetLife Auto & Home. With  
this benefit, when you insure your car, boat or motorcycle, you can enjoy special  
employee discounts.

Pictograms can be used to support and visualize key information. Pictograms should never be used in large scale  
as a heroic or leading element.

Work with our experienced professionals to o er a new  
voluntary benefit that can provide a new revenue stream
for your business and deepen relationships with your clients.

A new, innovative dental program for  
part-timers, consultants, and retirees
MetLife’s TakeAlong DentalSM is designed to complement group dental  
plans and provide your clients with a dental program that o ers:

• Easy implementation and administration with little to no  
cost for employers

• Robust coverage plus the same broad network as traditional  
MetLife group plans

• Portable dental coverage that employees can take with them

Find out more at  
metlife.com/takealongdental

TakeAlong DentalS M

Portable dental  
benefits solutions that  
grow your business

About Pictograms Pictograms help tell a story by visualizing key concepts and
information in an approachable, human way.

Used in a supportive role, pictograms help emphasize and
navigate important information and make concepts simple
and easy to understand.
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Pictogram Symbolism

Pictograms can have a wide range  
of meanings. They can be more
literal, representing a specific object,  
or more conceptual, representing a  
broader idea.

Individual pictograms may also have  
several meanings and be used to  
represent more than one type of  
information.

Each will be tagged with several  
words and phrases associated with  
potential meanings.

A continuously updated library of  
pictograms will be provided foruse.

Pictograms will be available as .EPS
and .PNG file formats for both print
and screen.

Example Pictogram Meanings

Conceptual Literal

Coverage Hospital Time-saving  
claims process

Unexpected expensesQuality control
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Pictogram Misuse

Avoid using color backgrounds. Avoid using too much MetLife Yellow.Avoid complex or fine details. Avoid monochromatic pictograms.

Do no use any other secondary
colors besides our neutrals and
MetLife Yellow.

Only use top-left light sources. Avoid pictograms that reference  
the tagline with "nautical"  
navigation metaphors.

Do not use pictograms as  
navigational icons in digital  
applications. A specific set of icons  
has been developed for digital use.
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Derived from the pictogram style, special-use illustration can be  
curated and commissioned for cases that require more customized  
stories, like campaigns or events. More information will be available  
as the special-use illustration system is developed.

Special-Use Illustration

Internal Campaign Posters Internal Campaign Poster Internal Event Signage

#ActsOfInclusion
GIVE BACK

Recognize someone for  
their contributions, either  
face-to-face, using email  
or on Yammer
This Inclusion week, we’re focusing on Acts of Inclusion—the things we can all do to create  an 

environment where people can be themselves and bring their greatest strengths to the  

workplace. Rise to the challenge and join your colleagues across the globe to take on acts of

inclusion. Share your actions using #ActsOfInclusion. Snap it! Post it! Prove it!

Inclusion Week 2017 | June18-23
go.metlife.com/inclusion

Setting priorities.  
Making smarter  
choices.

Optimizevalue 
and risk

To n d  out more, visit: go.metlife.com/strategy To n d  out more, visit: go.metlife.com/strategy

Deliver the
right solutions for the 

right customers

Uncovering insights.  
Winning customers.
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