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This guide contains the elements

and direction you need to create

clear, consistent materials that bring
the Harvard Pilgrim Health Care

brand to life across all communications,
channels, and platforms.
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Brand Platform Our Brand Story

Since our founding in 1969, Harvard Pilgrim Looking forward, committed to expanding

Health Care has been guiding individuals the frontiers of population health knowledge

and communities to better health. Fifty years and health care delivery. Through our work

later, driven by an inclusive social mission, at the Harvard Pilgrim Health Care Foundation

inspired by a culture of caring and powered and Harvard Pilgrim Health Care Institute

by innovation, we're a new Harvard Pilgrim. Department of Population Medicine, our
ultimate goal is to reimagine health care

Today, we're building upon our strong core advocacy, treatments and policies.

of insurance products and services for the

commercial, government and self-insured We're Harvard Pilgrim. Fifty years of service.

markets. We pursue evidence-based, data- Focused on today. Ready for tomorrow.

driven innovation that produces tangible
benefits for our members. We're partnering
with brokers, employers and providers to
deliver accessible health care across New
England. And that's just today.

Version 2 | December 6, 2018 Brand Platform | 5



Brand Platform Our Difference

Yes, we're a health insurance company. What
makes Harvard Pilgrim different is how we go
about it: We're a guide.

Brand Purpose Statement Brand Promise Statement

What we do and why it matters. Defines the pledge our business
makes to our customers.

We serve as a guide to improved health

care outcomes for our communities. We are a guide. We show paths to wellness
as a way of life. We demonstrate the power
of care and a human touch. We lead the way
with insurance solutions featuring choice,
coverage and value. We blaze innovative trails
when technology and conditions change. We
navigate toward better health care outcomes
for diverse communities.
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Brand Platform Brand Architecture

Harvard Complete’s brand represents much
more than just our core insurance business.
We are a network of products, partners,
and services built to serve our community.
This network can be complicated. To make
navigating it easy and understandable, we
created a simple brand architecture.

Core Offering

Everything we do as a health services company
starts with coverage that offers choice, value
and quality care for our diverse membership.
Harvard Pilgrim'’s robust portfolio of insurance
plans forms the core of our brand.

This will enable us to quickly and clearly
communicate relevant information with each
other and our members.

The following four categories represent
the different ways we do business:

Boosters

Boosters include programs and tools
associated with core offerings. Programs are
designed and managed by Harvard Pilgrim.
They provide tangible benefits in exchange
for participation by a member or employer.
They may include: rewards, savings, discounts
or workplace programs.

Tools are for the use and benefit of
members. They function as information or
communication resources They may include
Web portals, referral directories, comparison
sites or phone support lines.

Platforms

Platforms serve a broader public audience,
beyond Harvard Pilgrim members. They
deliver on Harvard Pilgrim’s commitment

to inclusion and improved outcomes for all
through research, grant writing, philanthropy,
education and public outreach. These
entities are elevated and legitimized by their
prominent use of Harvard Pilgrim’s name. In
return, their efforts in the community build
recognition and positive associations for
Harvard Pilgrim.

Partnerships

Harvard Pilgrim forms partnerships with health
organizations to improve outcomes for our
members. These partners share our values but
may differ in audience, business model and
role in the health services ecosystem. Partners
possess their own distinct brand identities.
Endorsement with the Harvard Pilgrim Health
Care name grants them legitimacy and
authority in their fields.
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Brand Toolkit Overview

The Harvard Pilgrim brand toolkit is comprised
of the logo, color palette, typography, graphic
elements, messaging and a custom photo
library. The following sections explain each
element in detail.

Harvard Pilgrim
Health Care

We serve at
your guide

Guiding you to better health car

Complete communicatiolgenis res doluptatur, no

ditat as aliqui odigenda quunt maios alis ifdsl int
vollab isciae poriam inverrovidel mifdslit volupta ¢

molora im fugit veri volorfd rerro eium, alit, temp:

anicitie 11t anta A rem Del inctota temanliinta
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Logo Overview

The logo is comprised of both the shield
AND the wordmark together. The shield
may be used as a super graphic for different
instances. Please reference the notional
examples for appropriate usage.

Use this logo for all core and booster offerings.

Harvard Pilgrim
Health Care

Shield

Wordmark
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Logo Configurations

In addition to the primary Harvard Pilgrim Health Care
configuration, there are two other logo configurations
for the Harvard Pilgrim Health Care Institute and
Harvard Pilgrim Health Care Foundation.

These entities are both Platforms. Use these logos
when making communication pieces for them.

Harvard Pilgrim
Health Care Institute

Harvard Pilgrim
Health Care Foundation
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Brand Toolkit | 12



Logo Clear Space and Size

The Harvard Pilgrim Health Care logo should always
stand out from all other elements on a page.

Minimum Clear Space
The minimum clear space of the logo is based on the
height of the "H.”

Minimum Size
Logos should not appear smaller than the specified
measurements indicated on this page.

Minimum Clear Space

Clear space = 1x the height of the “H"

Minimum Size

Print usage: 0.25in. on height of shield
Digital usage: 18px on height of shield

Harvard Pilgrim
Health Care
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Logo Sizing and Placement

Sizing for the Harvard Pilgrim logo is based
on the proportion of the mark. The logo
should be four logos across the short side of a
layout. The margin is 112 percent of the width
of the shield. (See diagram to the right for
reference.)

This sizing method will work for most U.S. and
ISO formats. In scenarios where layouts are
more extreme sizes, the logo will need to be
sized appropriately for the situation.

Other Logo Configurations
All logo configurations follow these size and
margin guidelines.

Margin is 112% the width of the shield

Harvard Pilgrim
Health Care

______________________________________________

Harvard Pilgrim
Health Care

____________________________________
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Logo Variations

Harvard Pilgrim Red (PMS 185 C) and black have been
designated as the official corporate colors. This is the
preferred color configuration on all communications.

Main Logo

Harvard Pilgrim
Health Care

PMS 185 C and black on a white background.

One color secondary logos

&

Harvard Pilgrim
Health Care

One-color, B&W Solid black on a white or light-colored
background.

Harvard Pilgrim
Health Care

One-color reversed

Logo knocked out entirely on black or dark-colored background.

Restricted Use—Two Color Reversed

i Harvard Pilgrim

Health Care

Two-color reversed Shield in PMS 185 C and logotype
knocked out on black or dark-colored background.
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Logo Usage

Harvard Pilgrim Red (PMS 185 C) and black have been
designated as the official corporate colors. This is the
preferred color configuration on all communications.

Main Logo

Harvard Pilgrim
Health Care

Preferred Usage
In all cases, use against light imagery or colors. Allow for sufficient

clear space around the logo.

One color secondary logos

Harvard Pilgrim
@ Health Calreg H

UNDER ARMOUR

BOSTON

UNIVERSITY

Use in one color instances, when full color is not possible.

Harvard Pilgrim
Health Caré(g H

UNDER ARMOUR

BOSTON

UNIVERSITY

This is the preferred usage when showing the logo on a dark background.

Restricted Use—Two Color Reversed

i Harvard Pilgrim

Health Care

Restricted to limited usage on dark backgrounds. The preferred
logo on black backgrounds is the one-color secondary logo, in
white. Use the restricted use logo only when absolutely necessary.
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Logo Preferred, Incorrect Usage

On the right are some examples of ways that
the logo cannot be used. Please do not alter

the logo in any way.

Harvard Pilgrim
Health Care

x Do not stretch, shear, or distort the logo disproportionately

Harvard Pilgrim
Health Care

x Do not remove the shield

Harvard Pilgrim
Health Care

x Do not change colors of the logo

©

Harvard Pilgrim
Health Care

x Do not change position of logo elements

4 i
ard PUS
@ i Care

x Do not rotate the logo

@ Harvard Pilgrim
Health Care

x Do not alter letterforms

Harvard Pilgrim
Health Care

x Do not add gradients to the logo

Harvard Pilgrim
Health Care

x Do not add effects to the logo
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Logo Secondary, Incorrect Usage

On the right are some examples of ways that
the two secondary logos cannot be used.
Please do not alter the logos in any way.

@Harvmdl’ﬂgrim FNDAPROVIDER  CONTACTUS  ASOUTUS  HELP
Health Care OurPlans  WhyChooseUs O (EIEIETY

Find the right health
insurance for you

PRGN NI SEp.{ Nyt

x Do not show secondary or tertiary usages instead of preferred logo

x Do not show one color reversed logo on a light background

O

Harvard Pilgrim
Health Care

x Do not alter the colors of the letterforms, for all logos

x Do not compromise legibility on busy backgrounds, for all logos

x Do not show one-color, B&W usage on dark background

Harvard Pilgrim

Health Care

x Do not alter letterforms

O

Health Care

x Do not alter the colors of the shield, for all logos

©

Harvard Pilgrim
Health Care

x Do not change position of logo elements

Harvard Pilgrim

Version 2 | November 30, 2018
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Logo Limited Use, Incorrect Usage

On the right are some examples of ways that
the limited logo cannot be used. Please do not
alter the logo in any way.

v+ HarvardPilerim
:?; HealthCareg

x Do not compromise legibility on dark or colored backgrounds

x Do not compromise legibility on busy backgrounds

O

x Do not alter the colors of the letterforms

Harvard Pilgrim

Health Care

x Do not remove the shield

&

Do not compromise legibility on light backgrounds

¥¥ HarvardPilegrim H
i'E!E'i Health Careg e Aravm

Do not use instead of secondary logo

S

- Harvard Pilgrim

Health Care

Do not alter the colors of the shield

"

Harvard Pilgrim
Health Care

Do not change position of logo elements
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Color Overview

Our primary palette focuses on red, black or
dark gray, and white. Use these colors in nearly
all cases. Use the medium gray and light gray
from the neutral palette as accent colors.

Primary Palette

PMS: 185C / 1925U
RGB: 227 24 55
CMYK:095800
Hex: #E31837

Neutral Palette

Dark Gray (instead of black for digital applications)

RGB: 404040
CMYK: 00095
Hex: #282828

Secondary Palette (Use sparingly)

PMS: 130 C/ 142 U
RGB: 225 144 11
CMYK: 0501000
Hex: #FF900B

PMS: 339 C/3405U
RGB: 0 168 142
CMYK: 850600
Hex: #00A88E

PMS: 7548 C /109 U
RGB: 255 209 18
CMYK: 0221000
Hex: #FFD112

Black (logos and print)
RGB:000

CMYK: 000100

Hex: #000000

Medium Gray
RGB: 95 95 95
CMYK: 00075
Hex: #5F5F5F

PMS: 240 C/ 2395 U
RGB: 214 26 151
CMYK: 150900
Hex: #D61A97

White

RGB: 255 255 255
CMYK: 0000
Hex: #FFFFFF

Light Gray

RGB: 145 145 145
CMYK: 00050
Hex: #919191

PMS: 2925 C /2995 U
RGB: 39 136 196
CMYK:902500
Hex: #2788C4
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Color Secondary Palette

The secondary palette provides colors that
may be used for data visualizations like charts

or ta b|eS. % Turnover Forecast Next Four Quarters

100%

@ +rHC

Use the secondary palette for situations where

80%

creating hierarchy and providing focus on key | e
pieces of data is needed. The examples shown N @ noaes
on the right feature how the secondary palette o P
can be used. 201

N @ Datas
Outside of these examples, the secondary — — — —
palette should be used sparingly. .. o e

Customer Retention % Trailing Four Quarters vs. Competitors

Table Title Lorem Ipsum -

Lorem ipusm dolor Lorem ipusm Lorem 200,
o

dolor ipusm
dolor set

60%

Firstname Lastname Lorem Ipsum dolor XX years XX years
set amet
40%
Firstname Lastname Lorem Ipsum dolor XX years XX years
set amet S0
Firstname Lastname Lorem Ipsum dolor XX years XX years
set amet 0%
Firstname Lastname Lorem Ipsum dolor XX years XX years 1st Qtr 2nd Qtr 3rd Qtr 4th Qtr
set amet

@:+ric  @npata2  @pData3  @Datad @ Datas
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05 Typography
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Typography Overview

Avenir LT Std is our
brand typeface.
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Typography System

Typography plays an important role in
establishing consistency across Harvard

Pilgrim communication materials. Primary typeface

The Avenir type family is used in Harvard Avenir LT Std / #35 Light

Pilgrim communication material because it is . o

clean and friendly. This type also aligns visually Aa B bCCDd Ee FfG 9 H h | IJJ I—l M mO1 2345?& l A)$#@
with the website. The typeface comes in a Avenir LT Std / #85 Heavy

variety of weights, widths and italics.

AaBbCcDdEeFfGgHhIiJjLIMmO012345?&!%%$#@

The recommended system font for Microsoft
Avenir LT Std / #95 Black

applications or machines without the installed

font is Arial Regular and Arial Bold AaBbCcDdEeFfGgHhIiJjLIMm012345?7&!%$#@

Recommended system typefaces

Arial / Regular

Aa Bb Cc Dd Ee Ff Gg Hh li Jj LI MmO 12345?8&!%S$#@

Arial / Bold

Aa Bb Cc Dd Ee Ff Gg Hh li Jj LI Mm 012345?&!%$#@
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Typography Hierarchy

This diagram illustrates how our typographic
- . Sample hierarchy
system comes to life in a single document

to establish informational hierarchy, create

()
emphasis and enable readability. Use this Avenir Black 42 —— T tI L I
exampleI to guide your des.igrlwls.y | I e o re m psu m
Avenir Light 42— S u b i-t‘ e

Avenir Heavy 10/1475 ——  Body headline Sidebar headline —— Avenir Light 8/12
Sidebar copy is communicatiol
Avenir Light /1475 ——  Body copy is communicatiolgenis res doluptatur, non genis res doluptatur, non cfsonse Avenir Light 10/12

cfsonse maxima ditat as aliqui odigenda quunt maios alis maxima ditat as aliqui odigenda

. . . . . . quunt maios alis ifds| int ese que

ifdsl int eseque eume pe vollab isciae poriam inverrovidel o .
eume pe vollab isciae poriam

mifdslit volupta ssuntur, cor sunt molora im fugit veri volorfd inverrovi as aliqui.

rerro eium, alit, temporporepe vendips apicius ut opta qui

. . . . Sidebar headline

remiu mquatia doluptat perionsequia. , _ .

Sidebar copy is communicatiol

. . . .. . . i doluptatur, f
Del inctota temolupta quid qui ut rerum hici senis expedita genis res doluptatur, non cIsonse
maxima ditat as aliqui odigenda

Totatemquo iumquid qui quid eossum volupta tenimag quunt maios alis ifds! int ese que
nimaio torepta nem fugiatint quidelenesto doluptate eume pe vollab isciae poriam
dolorecturit iumquatia doluptat perionsequia.Dit magnihi inverrovi as aliqui.

llorionsed et aliquia ea simus, nimillorem laci res eatemquis

etustis is mo consent aut ea voluptatae nis niet incitatem

erferspit, qui atur ratem excepra

“Consetetur adipi scing elit, sed do

Avenir Light 1622 ——  ejusmod tempor inc idi dunt labore et
with 1.5pt rule above

dolore mag sdfna dunt idi aliqua.

) I FIRSTNAME LASTNAME
Avenir Heavy 7/10 All caps TITLE, ADDITIONAL INFORMATION
with 1.5pt rule below

Avenir Light 8/12 —— Caption copy is enderibus, optiume.
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06 Graphic Elements
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Graphic Elements Overview

These are examples of graphic elements to

be used in communications. Simple linear and
circular shapes allude to the logo in a subtle
way. Graphic elements should be used to create
visual focus or structure in a layout.

The icons shown are recommended and can
be purchased in sets from the links below:

https://www.iconfinder.com/iconsets/thin-family

https://www.iconfinder.com/iconsets/thin-medicine-health

https://www.iconfinder.com/iconsets/thin-sports-fitness

https://www.iconfinder.com/iconsets/thin-school-learning

https://www.iconfinder.com/iconsets/thin-people-users

https://www.iconfinder.com/iconsets/thin-office

https://www.iconfinder.com/iconsets/thin-essentials

https://www.iconfinder.com/iconsets/thin-essentials-2

Avoid icon sets that use different or contrasting
visual languages.

w3

=

-
S
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07 Messaging
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Messaging Overview

All materials you create should relate
to our brand story and at least one
of our four big ideas.

This will help you speak effectively
to your audience.
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Brand Messaging Four Big Ideas

Service

Our dedication to care, dependability
and a human touch.

Service inspires us. It's who we are and how
we live our not-for-profit mission. Every day,
we aim for measurable responsiveness,
accountability and impact. And strive to make
doing business with us easier. Service is more
than business efficiency, of course. So we
provide priceless caring and human-to-human
connection, with stakeholders and in our
communities.

Innovation

Our commitment to anticipate change.

Health care doesn’t stand still, and neither
do we. As conditions and technology change,
we use intense local collaboration to stay
ahead. We're leading our industry into the
future with data-based, technology-enabled
solutions. Exploring new approaches to
product development, service and delivery,
to make certain that people have the right
care in the right place at the right time.

Inclusion

Our approach to business with
and for everyone.

By partnering with companies and nonprofits
that align with our values, we actively promote
fairness and equity across our business units.
In designing and marketing our products and
services, we make the effort to meet the needs
of a diverse network of communities.

Population Health

Coordinated health care through
the full continuum of member needs.

We practice evidence-based total population
health. It means support and coverage at
every stage of need, from preventive wellness
to early intervention and care management
through palliative care. We're also leaders in
the vertical integration of plans, providers and
health care delivery, actively connecting all
parties who touch the member journey. We
keep a cost-sensitive focus on the needs of our
three major markets: commercial, government
and self-insured.
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Messaging Voice and Tone

Relevant
Personal

Easy

Relevant voice puts the needs and priorities Relevant is not gimmicky or trendy.
of the reader first. If tells the reader we

understand who they are. It shows we

understand the urgency of the subject.

Personal voice uses human language. It's Personal is not pushy, intrusive or slangy.

conversational. It's familiar and respectful.

Easy voice is simple. It doesn’t use insurance Easy is not parental in tone.
jargon. It uses plain English words. Its meaning
is clear.
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Messaging Guidelines

One of the most powerful ways a brand : —— : s
can touch the heart is through storytelling. The Big Story o The Difference

Storytelling helps people make sense of

things. And helps people remember.

We serve as a guide We are a guide. We shi
1o improved health weliness as away of life.
care outcormes for the power of care and
our communities W lead the way with ins

For full guidelines to using the Harvard Pilgrim
branded messaging, view The Big Story

featuring choice, cover.
We blaze inncvative tra
technalogy and conditi
W navigate toward be
outcomes for diverse o

document.

Fiarsmd iiren it Carw
Wby Gl | vty 11, J018

Your Audience

Audiences Voice & Tone

vl SRR Brand Architecture —
Relevant
You'll need to understand
how your content relates to
Personal the Harvard Pilgrim story.
Easy
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08 Photography
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Photography Overview

The Harvard Pilgrim Health Care PhotolLibrary
represents the community we serve and the
everyday lives they lead. We show this in two ways:

Studio Portraits

These images capture the diverse
individuals and personalities that make
up our community.

Lifestyle Images

When your health care is complete, you can focus
on the things that matter. These images capture
these moments.
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Photography Studio Portraits

Harvard Pilgrim Studio Portraits are iconic and
will become integral to the brand. Each character
in our library will have:

Individual Portraits

These images capture a range of emotions
and personality allowing you to express many
sides of an individual.

Close Relationship Portraits
These images highlight close relationships
within each of the family units.

Family Portraits
These images capture entire family units
in one image.
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-________________________________________________________________________________________________________________________________________________________
Photography Lifestyle Images

Harvard Pilgrim Lifestyle Images expand on our
characters’ Studio Portraits by showing them in
the real world, on location in New England.

Lifestyle Images often show multiple characters
interacting, emphasizing the relationships and
connections that exist in the community.
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Photography Usage

The photos in this library aren’t just images to
illustrate an idea. They represent a community
of individuals and represent the Harvard

Pilgrim story.

For full guidelines to using the Harvard Pilgrim
photo library, view The Big Picture document.

Brand Phetegraphy Cerdiew

The Big Picture

Using Brand Photography Phote Library Organization: Felder Naming Phote Library Organization

e 2 92 4 2 1 , |
PR ALY 4 mEgmeseoss
? @ TR NS BAES
p e o ¢ i
. 2 e e 154 S fd s S

8 & @ i %
o ¥ e AR A

W W g

Version 2 | December 6, 2018

Brand Toolkit | 38



09 Template System
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Templates Overview

Templates have been provided for Harvard
Pilgrim flyers. There are three templates for use
in core and booster flyers. Additionally, there ) Lo
is a flyer for use in Harvard Pilgrim Foundation

and Harvard Pilgrim Institute platform

communciations. “Consetetur adi pi
scing elit, sed inc.”

Core/Booster Flyers Platform Flyers

@ Harvard Pilgrim Harvard Pilgrim
Health Care " Health Care Foundation

Consetetur adi
pi scing elit,sed.

v da o

“Consetetur adi
pi scing elit,sed
inci didunt scin

ing labo.”

ing elit, sed do eiusmod tempor
incididunt labore et dolore magsdfna aliqua. Ut enm
ada minim veniam, quis nostrud exerc. Lorem ipsu

dolor adipi scing et d

tempor incididunt labare et dolare magsdina aliqua.

- B s o e et
() Consetetur adip si Ce
R nasam Wil s

scing ot incidicdunt

‘ Consatatur schip st Consstetur adip sit
o) seing ebt incidchunt scing elt incidkchurt

Lorem ipsum dolor sit consectitur tet sol.
harvardpilgrim.org | (800) 848-9995

FORM MO: NH_CC7005_0218

Harvard Pilgrim single-page flyer Harvard Pilgrim multi-page flyer Harvard Pilgrim Foundation or

Harvard Pilgrim Institute Flyer
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Templates Features

Each template has been designed to allow for
flexibility and consistent visual cohesion.

Template Features

Basic grid

Appropriate paragraph stylesheet
Approved layout configurations

Approved cover artwork, where appropriate

[Flarvaid Pilgkim
Health Care

olor sit consectitur tet sol.
| (800) 848.9995

FORM NO: NH_CC7005 0218

An example of a grid

FORM NO: NH_CC7005 0218

An example of an interior page

An example of a single page

Character S ¢ Paragraph Styles

An example of a multi-page back cover

FORM NO: NH_CC7005_0218

An example of a multi-page front cover

-
=

[+

Y

[Basic Paragraph)
Quote Head
Body Subhead
Body

Bullet

lcon Caption

~ M Footer

Call To Action Leadin

Call Ta Action

Disclaimer Copy/Footnote/Legal
Large Cade

Small Code

An example of paragraph styles
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Templates One-Page Core/Booster Flyer

This template is used only when all the information
can fit on a single page. The principles of using
this template will apply to all other templates.

1) Select a template text layout configuration
There are five layouts to select as the basis of

your communication.

Note: All icons used are for placement only.
Access the Icon Library to choose the best icons

that serve your content.

Harvard Pilgrim
Health Care

“Consetetur adi pi
scing elit, sed inc.”

Comminsar adhir acing s, ved do kncdadont lsbors

T CEPRE i o # wed o suamod
A wler) ) BLEIrA B VR I el

Lisrern ipsisem: dhador w0 oriecting et 1l
harverdpilgrim ooy | (B30) BEE-FFIS

FuCalial e CCTRE, G

Example of a selected layout

Harvan] Migrim Hasrvand Pilgrim Husrvard Pilgrim
HualthCasr HeallhCasr HealihCasr

“Consetetur adi pi “Consetetur adi pi “Consetetur adi pi
scing elit, sed inc.” scing elit, sed inci scing elit, sed inc.”
ARSI didunt scing labe.” R

@ ﬂ'ﬂu'ﬁ":’:'w""' @ un\:uvﬁnél\n\mul
“Consetetur adi pi “Consetetur adi pi
scing elit, sed inci scing elit, sed inci
didunt scing labe.” didunt scing labo.”

1A e kT 1t - i g ok 13 o 1
[ ietebye = | R ek B

P 3 0

Five text layout configurations are provided in the single-page template
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Templates One-Page Core/Booster Flyer

2) Select an image and place it on the layout T — — R — R — R —
There are 18 cropped images to choose
from. Select an appropriate image for the
communication.

Ozt izt izt izt izt

@ Harvard Pilgrim
Health Care

"Consetetur adi pi
scing elit, sed inc.

n

Consetetur adipi scing elit, sed do incididunt labere
st dolore magsdfna aliqua

Lorem ipsum dolor sit consetetur adipi scing elit, sedt
do siusmod tempor incididunt labore et dolore
magsdfna aliqua, Ut enm ada minim veniam, quis
nastrud exerc. Consetetur adipi scing elit, sed do eiu
smod tempor incididunt labore et dolore.

Consetetur adipi scing elit, sed do eiusmod temper
incididunt labore et dolore magsdfna aliqua. Ut enm
ada minim veniam, quis nostrud exarc. Lorem ipsu

dolor sit consetetur adipi scing elit, sad do eiusmod
tempor incididunt labore et dolore magsdina aliqua

@ Conmetetur adip sit ﬁﬁ Consetetur adip sit

v
scing et incidichmnt

scing et ncichhuna
‘ Consatatus adip sit Consstatur sdip sit
G A scing et ncickhunt

Lo i ks o comc e i i U
harvardpilgrim.org | (300) 848-9995 e e e e Dol Qv
FORM NO: NH_CC7005_0218 005218
Example of a selected layout with selected image 18 sized and cropped images available
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Templates One-Page Core/Booster Flyer

3) Layout is now ready for final content
Once the image and the layout are combl.ned, B Bl
remove all the other pages and save the file Health Care
under a new appropriate name. Insert live copy
and the flyer is complete.

“Consetetur adi pi
scing elit, sed inc.”

Consetetur adipi scing elit, sed do incididunt labore
et dolore magsdina aliqua.

Lorem ipsum dolor sit consetetur adipi scing elit, sed
do eiusmod tempor incididunt labore et dolore
magsdfna aliqua. Ut enm ada minim veniam, quis
nostrud exerc. Consetetur adipi scing elit, sed do eiu
smod tempor incididunt labore et dolore.

Consetetur adipl scing elit, sed do elusmod tempor
incididunt labore et dolore magsdina aliqua. Ut enm
ada minim veniam, quis nostrud exerc. Lorem ipsu
dolor sit consetetur adipi scing elit, sed do eiusmod
temnpor incididunt labare et dolore magsdfna aliqua.

ml Consetetur adip w1 ﬁaﬂ Consetebur adp sit

¢ scing ebit incididurt seing alit inchdbdunt

, Conuetetur adip st Consetetur adip sit
scing el incidicunt scing elit incididunt

Lorem ipsum dolor sit consectitur tet sol. :nsd:ﬂ;hr-::ﬂu-h:u;;-n .*MLHHL;FI'-:;H;‘H.:J:" I::nl-d
figren th Care ~onnecticut, Harvs e are of Mew

harvardpilgrim.org | (800) 848.9995 e e e e T

FORM NO: MH_CC7005_DZ18 ccT005 218

One-page flyer ready for live copy
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Templates Multi-Page Core/Booster Flyer A

When the information cannot fit on a single-page,
use the multi-page templates. These templates
will always have a front cover, at least one interior
page and a back cover.

Hisrvard Pilgriom Hisrvard Tilgrion Hisvard Pilgrion
P i L Rt e B et

“Consetetur adi “Consetetur adi “Consetetur adi
pi scing elit,sed pi scing elit,sed pi scing elit,sed
Select a template text layout configuration inci didunt scin inci didunt scin inci didunt scin

ing labo.”

ing labo.”

ing labo.”

In Template A, there are three layouts to select as
the basis of your communication.

Bt i by et by

The three cover layout configurations are provided in the A version of this template

@ Harvard Pilgrim

Health Care

"Consetetur adi
pi scing elit,sed
inci didunt scin
ing labo.”

Faad an for more detady

FuCalial e CCTRE, G

Example of a selected layout
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Templates Multi-Page Core/Booster Flyer A

Multi-page A template cover images

As with the single page templates,

(see pages 42-43) there are 18 sized cropped
images to choose from. Select an appropriate
image for the communication.

@ Harvard Pilgrim
HealthCare

"Consetetur adi
pi scing elit,sed
inci didunt scin
ing labo.”

Bruasd iary fow' rrapre chatails

ol N OO0 (18

Example of a selected layout with selected image 18 sized and cropped images available
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Templates Multi-Page Core/Booster Flyer A

Multi-page template interior pages

There are a wealth of interior layouts from which
to choose. These are the available interior
layouts. Select the layout(s) that will suit your
communication.

Note 1: All icons used are for placement only.
Access the Icon Library to choose the best icons
that serve your content.

Note 2: Fill the blue image areas with images
from the Image Library.

Above are the interior pages available to all multi-page templates
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Templates Multi-Page Core/Booster Flyer A

Additional multi-page template interior pages
In addition to the regular interior pages, there
are several table/list interior pages to choose
from. Select the layout(s) that will suit your
communication.

Above are the table/list interior pages available to all multi-page templates
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Templates Multi-Page Core/Booster Flyer A

Back cover
All multi-page flyers must include a back cover.
If appropriate, include an optional call-to-action.

Optional CTA message
sitcon sectitur seder inci
didu nt scin ing labo.

Harvard Pilgrim
Health Care
Fo Harna Pl e G e 93 Worcester Street, Wallesley, MA 02481
o ar .r-m.’_ Irnrance |'r-".:'.|l._. harvardpilgrim.org | (800) 848-9995
FORM MO: NH_CCT005_ 0218 cc70052_18

All multi-page flyers must include a back cover
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Templates Multi-Page Core/Booster Flyer A

Multi-page flyer codes x ”
Multi-page flyers are constructed to facilitate 3 Pages

inserting the codes with a minimum of manual [None]

manipulation. The codes are placed on the

“A" master page. Go to the “A” master page
and insert the correct codes. These codes will LM A e
appear on all pages that are linked to these B

A-Multi Page Interior

AZ-Multi Page Interior with P...

]

master pages.

For flyers longer than five pages
Apply the A2 Master to your content pages to
display page numbers.

Select: A-Multi Page Interior
Layout is now ready for final content Master Page

Remove all the unneeded pages and save the file
under a new appropriate name. Insert live copy
and the flyer is complete.

FORM NO: NH_CC7005_0218 cc70052_18

Changing the codes on the "A” master page will apply to all pages linked to the master.
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Templates Multi-Page Core/Booster Flyer B

As an alternative to the A template, consider using
the multi-page “B” template. These templates
will always have a front cover, at least one interior
page and a back cover.

Select a template cover

In template B, the cover and text layouts are
selected together. Pick the best layout and image
for your communication.

Complete with steps of Flyer A
Follow the steps on pages 43-46 to finish the

layout of this flyer.

Harvard Pilgrim
Health Care

"Consetetur adi
pi scing elit,sed
inci didunt scin
ing labo.”

R e for meprw detaddy

FoCalial M e CCTORS, 1

Example of a selected cover

wluuuv\.m
etk ey

“Consetatur adi ‘,5....
pi scing elit,sed ,
inci didunt sein -
ing labo.”

wlwﬂllm'\"
Fieth i aey

“Consetetur adi
pi scing elit,sed
inci didunt scin
ing labo.”

“Consetetur adi
pi scing elit,sed
inci didunt scin
ing labo.”

wll-n-ull'\'uw
[t arpte.

"Consetetur adi
pi scing elit,sed &
inci didunt scin 4

wlu\-ﬂll'\uw
=it

"Consatetur adi
pi scing elit,sed
inci didunt scin
ing laba.”

"Consetetur adi
pi scing elit,sed
inci didunt scin
ing labo.”

Cover layouts with 12 sized and cropped images available

wllﬁull'\uw
b, sy

"Consetetur adi
pi scing elit,sed
inei didunt scin
ing labo.”

wlhﬂ-ﬁll'\uw
i aey

"Consetetur adi {
pi scing elit,sed

inel didunt scin
ing labo.”

"Consetetur adi
pi scing elit,sed
inci didunt scin
ing labo.”

wll-null\luw
ek ey

"Consetetur adi
pi scing elit,sed
inci didunt scin
ing labo.”

wlwﬂllm'\'
Fieth i aey

"Consetetur adi
pi scing elit,sed
incl didunt scin
ing labo.”

“Consetetur adi
pi scing elit,sed §
inci didunt scin
ing labo.”
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Templates Multi-Page Foundation/Institute Flyer

When the flyer concerns the Harvard Pilgrim
Foundation or the Harvard Pilgrim Institute, use the
template with the appropriate logo on the front

Harvard| i Harvand| i
@ M‘\L-mﬂr\-hhm @ M-.rmgmm

Consetetur adi Consetetur adi
and back cover. pi scing elit,sed. pi scing elit,sed.

SR Optional CTA message
Select a template front cover , . R T
Pick the best layout for your communication didu nt scin ing labo.
and select an appropriate image from the

Lifestyle Image Library.

Harvard Pilgrim
Vol Care Fosgnalation

Complete as with other multi-page templates
Follow the steps on pages 43-46 to finish the
layout of this flyer.

L e L
S Sy

The two front cover layouts and back cover for the Harvard Pilgrim Foundation

3 Fomr e Lol P e on
Consetetur adi Consetetur adi

pi scing elit,sed. pi scing elit,sed.

Optional CTA message
sitcon sectitur seder inci
didu nt scin ing labo.

Harvard I
Hewli® Care Imishute bkt L
41 Pk G e 81 Rt
- [t

The two front cover layouts and back cover for the Harvard Pilgrim Institute
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10 Digital Applications
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Digital Applications Overview

Building on principles previously
outlined, this section offers guidance
on how to present the brand across

digital applications.
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Digital Applications Overview

e Digital applications:
e Website

e Email

e Social Media

e HPHConnect

“1 feel ready for
next year knowing

Find the right health
insurance for you
and your family.

i, ) it i

m Doy have an sorsusy T

Pingeam bnd sersicen ivailabio
e you L0 BScional SoRE inthede:

Website Email

Social Media HPHConnect
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Digital Applications Website

This section covers how essential elements of
the website pages are used to reflect the visual
brand guidelines.

¢ Navigation

e Headers

e Color Usage

® |cons

* Regional Graphics
e CTAs and Links

Navigation

Header

Type and Image

Type and Image
and CTAs and Links

Icons and Color Usage

Type and Image

Vintrars: griem

I e S — B ——

It's all about

innovation

ety ey g b e e
s g 7 ey T
iy S —

R S

e g e i e o . S
i S i o bt s e
. e g i B g2 .
o 0 e o B e T

What it's like to work here

ot o ey e 4 e

ora ey e e oy e R

Community service is a
cornerstone of our culture

Servs mp o by iy b B kgt v Bearee tha ey
o arpemiretin ol o dhisinn

L
P P 5 A B N A
Sy e e m—— . e
e R S e e e e

Harvard Pilarim
@ Health Care

Our Foundation

As a local not-for-profit, Harvard Pilgrim Health Care's heart and soul are exemplified

by the passion and actions of the Harvard Pilgrim Health Care Foundation.

New Grant Info:

doe 11:9:18

due 11:26:18

Last year, the Foundation contributed more than
$4 million in grants and services to local nonprofit

service organizations across the region. This

commitment to help build healthy communities

also extends to the extraordinary spirit of our
employees, who participate in service days and

other community volunteer opportunities, as well

as our health equity initiatives. Let us be your

guide to sharing good health.

Our Healthy Food Fund

Everyone knows that healhy food s

fundementl to good health. New England's

Our Mobile Farmer's market

When fanilies can't gt to the Farmers'

Our Growers, Gleaners
& Distributors

Everywhore in New England, people of all

Healthy Food at Every Age

Volunteer Service & Giving

money—or

About the Foundation

Our Publications.

Health Equity Roundtable

The Health Equity Roundtable brings
hesth

Harvard

Reports,tool ki, guices and

improve the qualit and value of health care
forthe poople and communities we serve.

Loarn about the Program >

qq ==

Read our pul

Read our news >

—— Navigation

—— Header

— CTAs and Links

—— Color Usage

——— CTAs and Links

——— Regional Graphic
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Digital Applications Website

Navigation

Center the logo and the

navigation links to each other

@ Harvard Pilgrim

Health Care I Home Culture The Institute Inclusion Benefits Search jobs
Navigation career site
Clarity and legibility are key. Use one line when possible.
Center the logo and the
navigation links to each other
Harvard Pllgrlm FIND APROVIDER ~ CONTACTUS  ABOUTUS  HELP
Health Care

Navigation main site
Clarity and legibility are key.

Our Plans

Why Choose Us

Q

MEMBER LOGIN

Leverage white space

When using one line is not
possible, use typographic
hierarchy to differentiate
content.

Leverage white space
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Digital Applications Website

Headers Overview

Headers present an opportunity to lead with
the HPHC core brand: photography from
the image library, and/or core brand colors.

Header designs can feature:

e Studio Portraits

e Lifestyle Images

® |conography

e Typography and Color

Harvard Pilgrim
Health Care

FINDAPROVIDER ~ CONTACTUS  ABOUTUS  HELP

OurPlans  Why Choose Us Q

Find the right health
insurance for you
and your family.

Harvard Pilgrim offers a variety of itive plans to help individuals and
families meet different needs and budgets.

VIEW OUR PLANS

Don’t have an account?

Set up your account today »

Headers featuring Studio Portraits

Harvard Pilgrim
Health Care

Our Plans

Find the right health insurance
for you and your family.

Headers featuring iconography

FINDAPROVIDER ~ CONTACTUS ~ ABOUTUS  HELP

OurPlans  WhyChoossUs  Q (ol

& anyard Plgrim Mome  Cutwe  Thelmtiuts  nchsion  Sensfts  Seschiobs

Harvard Pilgrim
Health Care Institute

Department of population medicine and office
of sponsored programs

Headers featuring Lifestyle Images

FIND APROVIDER ~ CONTACTUS ~ ABOUTUS  HELP

@ Harvard Pilgrim
Health Carc OurPlans  WhyChooseUs O (D

Why Choose Us?

You have lots of options when it comes to health insurance
coverage, and a lot to consider in meeting your specific needs
and budget. Here are some great reasons to choose Harvard
Pilgrim Health Care.

Headers featuring typography and color
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-
Digital Applications Website

Headers Using Studio Portraits €5 Haryandpilgrim T —
Our Plans Why Choose Us MEMBER LOGIN

Use Studio Portraits on all website headers,
except those dedicated to the Foundation
and the Institute.

Find the right health
insurance for you R

and your family. B

activate clear header
Harvard Pilgrim offers a variety of competitive plans to help individuals and area
families meet different needs and budgets.

1,
Don't have an account?
Set up your account today »

Additionally, Studio Portraits can be used for
any interior page of the main HPHC website. Allow for hero

treatment of image
Consider its
relationship to
header content

5 Pilgri
@Hgﬁm{g:les’,rlm Mome  Culre  Themstiute  inclsion  Benefits Searchjobs @ng:e m Home  Cutwe  Thelmsitts Incusion  Benefits  Searchjobs

It's all about
innovation

APPLY TO JOBS
{
EA

Your life’s work
is waiting

We're changing what a health services company can do.

APPLY TO JOBS

Want to know more?
Scroll down!

Headers can allow for flexible layout, in the placement and alignment of type and image
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Digital Applications Website

Headers Using Lifestyle Images

Whenever possible, use Lifestyle Images
in page headers that specifically deal with
Institute or Foundation content.

Additionally, Lifestyle Images can be used for
any interior page of the main HPHC website.

This header allows for different layout options.

The red lines above and below the header
highlight and activate a clear header area.

§ -
@ Eg?{ﬁi%gilé"nm Home Culture The Institute Inclusion Benefits Search jobs

Harvard Pilgrim
Health Care Institute

Department of population medicine and office
of sponsored programs

[

Header design allows images to extend full-bleed

) Hanardilgrim bome  Cutre  Thelmtite  nchsion  Genefts  Serchjobs

Our Foundation

As a local not-for-profit, Harvard Pilgrim Health Care’s heart
and soul are exemplified by the passion and actions of the

Harvard Pilgrim Health Care Foundation.

§ o
@ Egg&{%&%’nn1 Home Culture The Institute Inclusion Benefits Search jobs

Our Foundation

As a local not-for-profit, Harvard Pilgrim Health Care’s heart
and soul are exemplified by the passion and actions of the

Harvard Pilgrim Health Care Foundation.

When possible, type may be placed over the image. The image should have sufficient
clear space to support legible typography

) HanardPilgrim bome  Cutwe  Thelmtite  nchsion  Gensfts  Seschiobs

Our Foundation

As a local not-for-profit, Harvard Pilgrim Health Care’s heart
and soul are exemplified by the passion and actions of the

Harvard Pilgrim Health Care Foundation.

Side by side type and image alignment may alternate

Side by side type and image alignment may alternate
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Digital Applications Website

Headers Using Iconography,
Typography, and Color

@ Harvard Pilgrim FIND APROVIDER ~ CONTACTUS ~ ABOUTUS  HELP @ Harvard Pilgrim FIND APROVIDER ~ CONTACTUS ~ ABOUTUS  HELP
Health Care OurPlans  Why Choose Us Q [ man cons )

Health Care OurPlans  WhyChooseUs O (i

Use iconography, typography, and color

on sections of the site where imagery from
Our Plans Our Plans

Find the right health insurance Find the right health Ainsurance
for you and your family. for you and your family.

the photo library has no link to the content,
or on sections of the site where not using
imagery creates variety throughout a web
user's experience.

Use icons as tone-on-tone graphic; white type over red flood. Use icons as tone-on-tone graphic; use red and/or black type on white background.
@ Harle‘dPlIgl‘lm FIND A PROVIDER CONTACT US ABOUT US HELP
Health Care OurPlans  Why Choose Us Q [ wemeer Loan ]

Why Choose Us?

You have lots of options when it comes to health insurance
coverage, and a lot to consider in meeting your specific needs
and budget. Here are some great reasons to choose Harvard
Pilgrim Health Care.

Use red and/or black type on white background

@Hawﬁrd[’ﬂgrim FINDAPROVIDER ~ CONTACTUS  ABOUTUS  HELP
Health Care Oublans  WhyChooseus O (D

Contact Us

We're here to listen.

Use white type over floods of red
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Digital Applications Website

Color Usage

PO SR S T e ]

It's all about
innovation

For content on homepages, headers, and Find the right health
insurance for you

and your family.

Header: use of

below the headers use the colors in our core Header: use of core brand colors

core brand colors
e S e st el el St

n oAt harvew 88 Sooon

[ ——

brand palette: red, black, gray and white.

Content below the headers may use an accent

colors from the secondary palette: yellow, teal,
orange, blue, and purple.

e

Only use one color from the secondary palette
er page.

Perpag Below the header:

use core brand colors

In the Mews
Below the header:

use core brand colors

Top Tasks

YO B L S

Community service is a
cornerstone of our culture

Homepage
Pag Below the header:

<> use one color from the secondary

B © (2

R T By it BH) e el b B |

palette per page

e

Inside page
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Digital Applications Website

When to Use:

Core Colors

Use red, black, gray and white across all site
pages below headers. These core brand
colors can be used on typography, as floods
of colors, on icons and as graphic devices.

Secondary palette, first tier

Use one color (teal or yellow) across all

interior pages within headers and below
headers. These core brand colors can be
used as floods of colors, on icons and as

graphic devices.

Secondary palette, second tier

Use one color (blue, orange or purple) across

all interior pages below headers. These core
brand colors can be used on icons and as

graphic devices.

How to Use:

Typography

Harvard Pilgrim

IlealthCarc OurPlans

Why Choose Us?

You have lots of options when it comes to health insurance
coverage, and a lot to consider in meeting your specific needs
and budget. Here are some great reasons to choose Harvard
Pilgrim Health Care.

Flood of colors

In the News

lcons ~ Graphic Devices

Top Tasks

B Service is not just an exercise here. Multiple times a
?@ (ey § é &% year, we're out serving alongside the leadership of the
organization. And while we're helping others improve
: their situations, we're also building unique and special
skills ourselves—leadership, teamwork, compassion
and care. And the best part is employees can
volunteer at organizations they feel passionate about!

Last year, the Foundation contributed more than
$4 million in grants and services to local nonprofit
service organizations across the region. This
commitment to help build healthy communities
also extends to the extraordinary spirit of our
employees, who participate in service days and

Areas of Concentration

The spirit of improving others’ lives is who we are
and if we're not spending our time trying to improve
healthcare for our members, we're working for the
good of the community around us, or working for

other community volunteer opportunities, as well m—-u the good of the person sitting next to us.
as our health equity initiatives. Let us be your et || —
guide to sharing good health. o . T
Benefits that Werk for You ‘ .
Last year, the Foundation contributed more than
98 o $4 million in grants and services to local nonprofit
['c’:)i service organizations across the region. This
1 commitment to help build healthy communities
o Vo Lowesl Dnes also extends to the extraordinary spirit of our

e

employees, who participate in service days and
other community volunteer opportunities, as well
as our health equity initiatives. Let us be your
guide to sharing good health.

L e
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Digital Applications Website

Icons

Descriptive icons

There are two ways to use icons on the site.
Areas of Concentration

1. Use icons as a descriptive device = & tou
. - P
accompanying content. Use all colors. A W]ED
2. Use icons as a subtle tone-on-tone graphic i i S Defivary ystems-based
research research
related to accompanying content. Use the WS praesies s o 1o gpée o bes 1 rprove ikl are rocemen

eutcomen for indracualy and popsdations? and putcomed?

core color palette and first tier colors from
the seconday palette.

Living the Mission from
the Inside Out

Y, ()

Each employes has 24 Our Veggie Mobile in
hours of community Worcestor delivers frash

service time per year food to seniors

é

Pravention ressarch
Hi b macechfy the rink. of scouireg dnsswe
wradir bo pravent ther secandary

CONABGUSHIELT

Our first Health Equity
Roundtable In 2016 focused
on tramsgender hoalth

=
o
e
[’}

£ &

1R indp for #0017 g apevswder  Logkupadneg  Downlpgdeemberfoons Mealth TopicsAd Gt our ID Cands

Community service is a
cornerstone of our culture

APPLY T so8%

o =

Serve up to 24 hours Apply for $500 mini-grant to Better the community Better Yoursalf
par year organization of your choice

Icon used as tone-on-tone graphic

In the News

important updates plus how to
h us and make the most of

Special procedures established for

emergency premium assistance for

ation Donates
water Lawrence
Disaster Reliof Fund
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Digital Applications Website

Regional Graphics

Regional graphics can serve as a functional f Locations
infographic and offer visual interest e ————
to Writ.te n CO nte ht. :‘r:vb::ronn:h\i/:l: have offices in Massachusetts, Connecticut, Maine and

Regional graphics must use colors from
the core brand palette.

Regional graphics can be shown in gray, Gray map with red call-out on white background

red, or black against a white background.

On colored backgrounds, regional graphics
can be shown as a subtle tone-on-tone
graphic that extends past the module frame.

Map used as a tone-on-tone graphic on grey background

Locations

Harvard Pilgrim and its family of companies provide health benefit plans, programs

and services to more than 3 million customers in New England and beyond.

o We have offices in
- Massachusetts,
- Connecticut
- Maine

- and New Hampshire.

q;
o o

Gray map with red call-out on white background
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Digital Applications Website

CTAs and Links

There are two types of links on the HPHC site:
hypertext links and CTA buttons.

Our Healthy Food Fund Our Mobile Farmer’s market
Everyone knows that healthy food is When families can't get to the Farmers'
fundamental to good health. New England’s Market, we bring it to them via "mini marts"
local produce is delicious and abundant, but on wheels at an affordable price.

too many families still can't afford it. See our mobile markets >

Learn about the Fund >

Healthy Food at Every Age Volunteer Service & Giving

We are supporting 24 organizations in Maine, All of us at Harvard Pilgrim contribute time,
Massachusetts and New Hampshire that help money—or both—to causes we care about
older adults grow and enjoy local food. in the places where we live and work.
Learn about the Program > See what we're up to >

Links designed to redirect to other sections of the website should be a heavier
weight than the body copy, followed by an arrow, both in red

an appointing department of the medical school, and the Office of Sponsored Prc

care delivery and population health through innovative research and teaching.

The Office of Sponsored Programs (OSP) includes sponsored programs managerr

faculty and student investigators in all aspects of pre- and post-award administrat

APPLY TO JOBS

The main CTA button is used over a white background and should be red, with
white type

New Grant Info:

Click here to learn about our new grant opportunity due 11-9-18.

Student Scholarship Opportunity: MLK Creative Expressions Contest Application due 11-26-18

Link style used to direct to content external to the website should be in the

same weight as the body copy, underlined, and in red

institutions and national data ne
Policy and Program Evaluation :

LEARN MORE

The secondary CTA button is used over images or fields of color and is white,
with red type.
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Digital Applications Email

This section covers:

e Headers

e Typography
e Social

Header

Typography ———

Typography: Disclaimer

Social ——

Typography: Disclaimer

@ Harvard Pilgrim
HealthCare

“ 1 feel ready for
next year knowing
| am covered.”

Dipens wet bt Dagieri. iy oo
Wrvard Pigrom, i hirg 10 halp S you
o o [mamary ke & halthier, happlar o

Srmrwr s Harsiwd Figgeiom Plan

Betiritby, you recemed i gearionhikbe iirwdd package N
Trm il Owtiaing pine J01F ple optean. W pias vt b
rerrw ot pla, ol pou meed 10 G B paY por pream
Pt by Jansary 1. 019

s
Lewin mors alboul ow plas

Fot o detsih om our 2019 plan olferings, downbosd our
Becit Gosdp

=)

o=

Therslivn T

B o hirwe gusitions sbet this refemil proce of s
raking Far more ko mation, we'te here 10 help, Glee
Gl of reach out 10 your heith i ence bnoloss

Cadl foday or speal with & Harvard Pilgrim reprassnistee.
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Comnect wilh &5

Harvard Pilgrim
HealthCare

“I'm making sure to get
everything | paid for.”

Harvard Pilgeim b here 10 helg guids pou on ot baulth
il weallnens poast ey —and B0 hilp yow bive Moty slong
the may. Than staria with making e mast of your plan

Pregrams and services available
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Rostre physaal enam with pissr Primany Care doone?
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Lt rEEERE 10 Yol s o oo ey
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It's all part of our plan to help

you be a healthier, happiar you,

Ciannpot wilh s

) (v ()

——— Header

—— Typography

—— Typography: Pull Quote

——— Typography: Disclaimer

— Social

——— Typography: Disclaimer
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Digital Applications Email

Headers Overview

‘ ‘ @ Harvard Pilgrim
Headers present an opportunity to lead with Health Care
the HPHC core brand: photography from
the image library and core brand colors. | feel ready for

next year knowing
| am covered.”

Open enrollment begins this week.

Use headers to clearly indicate the content
of the email, as well as any related CTAs.

Harvard Pilgrim is here to help keep you
on your journey to a healthier, happier you.

LEARN MORE

Header designs can feature:

e Studio Portraits

e Lifestyle Images

® |conography

Headers featuring Studio Portraits

e Typography and Color

Harvard Pilgrim
Health Care

"1'm making sure to get
everything | paid for.”

Harvard Pilgrim is here to help guide you on your health
and wellness journey—and to help you save money along
the way. That starts with making the most of your plan.

LEARN MORE

Headers featuring Lifestyle Images

Harvard Pilgrim
Health Care

Harvard Pilgrim is here to help
keep you on your journey to
a healthier, happier you.

Open enroliment begins this week

LEARN MORE

Headers featuring icononography

Harvard Pilgrim
Health Care

It’s time to think about renewing
your 2019 health coverage with
Harvard Pilgrim.

Conitinue your journey to a healthier, happier you.

LEARN MORE

Headers featuring typography and color
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Digital Applications Email

Headers Using Studio Portraits

The red lines above and below the header
highlight and activate a clear header area.

Allow for a hero treatment of the image,
and consider its relationship to the title
of the email.

Unlike headers for the website, email headers
using studio imagery from the photo library
must follow one layout design.

Harvard Pilgrim
Health Care

| feel ready for
next year knowing
| am covered.”

Open enroliment begins this week.

Harvard Pilgrim is here to help keep you
on your journey to a healthier, happier you.

LEARN MORE

Harvard Pilgrim
Health Care

"] feel ready for
next year knowing

| am covered.”

Open enrollment begins this week.
Harvard Pilgrim is here to help keep you
on your journey to a healthier, happier you.

LEARN MORE

Align typography to the left, and the studio image from the photo library to the right
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Digital Applications Email

Headers Using Lifestyle Images

Allow images to extend full-bleed, below

header copy. Harvard Pilgrim
Health Care

Use headers to clearly indicate the content
of the email, as well as any related CTAs.

The red lines above and below the header mys M

highlight and activate a clear header area. I m maklng sure to get
everything | paid for.”

Consider the relationship of the image(s)

to the title of the email. Harvard Pilgrim is here to help guide you on your health

and wellness journey—and to help you save money along

the way. That starts with making the most of your plan.

LEARN MORE

Harvard Pilgrim
Health Care

Get all the benefits
coming to you.

Harvard Pilgrim is here to help guide you on your health

and wellness journey—and to help you save money along

the way. That starts with making the most of your plan.

LEARN MORE

Align typography to the left, and allow the image to extend full bleed below it
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Digital Applications Email

Headers not featuring imagery
Harvard Pilgrim

Harvard Pilgrim
Health Care Health Care

In some cases, using imagery is not preferred,
or possible, for example where imagery from
the photo library has no link to the content,
or where not using imagery creates variety

throughout a web user’s experience.
Harvard Pilgrim is here to help
keep you on your journey to
a healthier, happier you.

It’s time to think about renewing
your 2019 health coverage with

Harvard Pilgrim.

Conitinue your journey to a healthier, happier you.

Open enrolimant bagins this week LEARN MORE
LEARN MORE
Use icons as tone-on-tone graphic; black type over white flood

Use icons as tone-on-tone graphic; white type over red flood

Harvard Pilgrim
Health Care

It’s time to think about renewing
your 2019 health coverage with

Harvard Pilgrim.

Conitinue your journey to a healthier, happier you.

LEARN MORE

Use red and/or black type on a white background
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Digital Applications Email

Typography

Use type hierarchy to create clear and legible P
L

Renew your Harvard Pilgrim Plan

email content.

Recently, you received a personalize renewal package in
In creating different content sections, such as the mail outlining your 2019 plan option. If you want to

body copy, disclaimer copy, and pull quotes P your et Wl oy need Yo dolle iy yaur pei
Y PY: . py’ P 9 . ! payment by January 1, 2019.
consider typographic weight, color, and size.

I:[a Manage Your Communications Unsubscribe

Harvard Pilgrim Health Care, Inc
93 Worcester St, Wellesley MA 02481-3609 | (877) 907-4742

Use icons as descriptive devices to create %
earn more about our plans

engag i ng content. For more details on our 2019 plan offerings, download our
Broduct Guide, Harvard Pilgrim Health Care includes Harvard Pilgrim Health Care, Harvard
. . Pilgrim Health Care of Connecticut, Harvard Pilgrim Health Care of New
Respect the conventions established for the England and HPHC Insurance Company.
website when designing links and CTAs. @ S
Questions?

If you have questions about the renewal process of are
looking for more information, we're here to help. Give us

a call or reach out to your health insurance broker. Disclaimer copy: use type color for hierarchy

Call today or speak with a Harvard Pilgrim representative.
New Hampshire: (855)-565-9923

Email body: align icons with typography, and use type color and type weight to
establish hierarchy

It's all part of our plan to help
you be a healthier, happier you.

Pull quote: use graphic devices to frame content, use type color, type size, and type
weight for hierarchy
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Digital Applications Email

Social

Create a social media section that leverages

the HPHC red and typeface.
Connect with us

This social media module’s placement in the

email should be clear and visible. @ @ @

The social media module is an example of
celebrating HPHC's refreshed brand elements,
by extending it to all possible content types.

Social media
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Digital Applications Social Media

HPHC social media focuses on the Facebook,
Twitter, LinkedIn, and YouTube platforms for — _ _
both desktop and mobile design. S - _ " = o -

This section covers: E

Harvard Pilgris
Harard Pigrm e R
Haahh Cap &
e Avatar — =
e Headers st

# o

Ty -

e Ry
K ot ooy o
e b
b

W o e Py 1 ol o b s e el e Ty Ty
i e i g BUUCHRT b W Tl Tl Y B 1 T WA
st e Drackion, Ve wil you §Tharklseenn iocey?

i i i A P
& ot s & b Pt - B
e . . v Pgmem 500 aaFige Ve 11 f
n -ta T 3 = s o a
iy a dn L s et Ll - . -

Facebook

Twitter

v el e Bl care
i T Febre—n - il Wl bl ieailn el Frir D bk i, -

I i Updatas Foroted R
Bl o i e v P ®
P ey ane maaTre e
B

LinkedIn YouTube
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Digital Applications Social Media

Avatar

The avatar for all social media channels should
be the Harvard Pilgrim shield set on a white
background.

Facebook

LinkedIn

Twitter

YouTube

e
(0]
Z ©
()
©

Version 2 | December 6, 2018

Brand Toolkit | 75



Digital Applications Social Media

Headers

Social media headers present an opportunity
to lead with core branding. These header
spaces allow different compositions and
arrangements from the the image library

and are a great way to showcase the HPHC
community.

Reserve the header space for studio
photography from the image library.

Facebook

i T Febre—n - il Wl bl ieailn el Frir D bk i, -

LinkedIn

Twitter

YouTube
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Digital Applications HPHConnect

This section covers how HPHConnect
elements reflect the visual brand guidelines:

* \Welcome screen
* Navigation

* Typography

e Menu

® |cons

©

Welcome

Username

Password

Contact us
Member services: 1 (888) 333-4742

Medicare Advantage
Stride Member service: 1 (888) 609-0692

Welcome screen

Navigation

lcons

Menu

MENU

My Health

View your personal health
rcardd and track your
health metrics

My Plan

Search for doctars and view
Y:“"' T B 1 Mﬁ"l"' M o)
information

View/Print ID Card >

HOME

MY HEALTH A

Visits

Procedures

Immunizations

Medications

Allergies

Health Tracker

MY PLAN A

Provider Search

Benefits and Eligibility

Immunizations

Claims

INBOX (29) A

©

Inbox

Telemedicine

[ From: Member Se

Telemedicine
From: Member Se

Categorization

I From: Harvard Pilc

Categorization '

[ From: Harvard Pilc

Telemedicine Te
From: Member Se

Telemedicine Te
From: Harvard Pilc

—— Typography

—— Typography
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Digital Applications HPHConnect

Welcome Screen

The welcome screen presents an opportunity
to immerse the user in the HPCH core brand:
use Studio Portraits from the image library,
and core brand colors.

Welcome screen designs have a flexible layout.

Design allows for different compositions

and arrangements from the the image library,
and are a great way to showcase the HPHC
community.

Welcome

Username

Enter Username

Password

Enter Password

LOG IN

Contact us
Member services: 1 (888) 333-4742

Medicare Advantage
Stride Member service: 1 (888) 609-0692

Studio photography, individual: right-aligned
Welcome and Log In: left-aligned

©

Welcome

Username

Password

Contact us
Member services: 1 (888) 333-4742

Medicare Advantage
Stride Member service: 1 (888) 609-0692

Studio photography, family full bleed: centered
Welcome and Log In: centered

O

Welcome

Username

Passwaord

Contact us
Member services: 1 (888) 333-4742

Medicare Advantage
Stride Member service: 1 (888) 409-0692

Studio photography, individual: centered
Welcome and Log In: centered
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Digital Applications HPHConnect

Navigation

Use a modified logo: red shield on white,

Consider size in the
navigation typography M E N U —

no logotype

Main navigation

MENU

U btl f h
orand palete i the subnavigation Eligibility Deductible

Main navigation with sub-navigation
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Digital Applications HPHConnect

Typography

Use type size to clearly indicate
title of application section

Use type weight and size to create hierarchy ———

Use graphic devices such as lines to I
separate content, for example in lists

P

MENU

Inbox V74

Telemedicine
From: Member Service

Telemedicine

From: Member Service

Categorization Test

From: Harvard Pilgrim Incentive

Categorization Test

From: Harvard Pilgrim Incentive

Telemedicine Test Jan. 9th

From: Member Service

Telemedicine Test Jan. 9th
From: Harvard Pilgrim Health Care

MENU @

Eligibility Deductible

©

]
Jennifer L Pink

12 Nov 2018

Benefits and Eligibility
Benefit Plan Information

Carrier

Product

Group

Product

Network

Use type size, color and weight for hierarchy.
Use white space in creating separate sections,

such as profile headers.

—— Use type weight and size to create hierarchy

Use graphic devices such as lines to
separate content, for example in lists
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Digital Applications HPHConnect

Menu
HOME @
MY HEALTH ot
Visits Inbox
Procedures

Use type case for hierarchy Tel dici
elemedicine
Immunizations .
I From: Member Se
Medications

Telemedicine

Allergies From: Member Se

Health Tracker . . |
Categorization

Il From: Harvard Pilc
MY PLAN A

Use subtle gray tones from the core brand palette . A |
o : Categorization

[l From: Harvard Pilc

Provider Search

Benefits and Eligibility
Use lines to separate content —— I Telemedicine Te

Immunizations From: Member Se

Claims i
Telemedicine Te

INBOX (29) A From: Harvard Pilc
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Digital Applications HPHConnect

Icons

MENU @ MENU @

My Health Inbox i N —— Use icons as functional devices

View your personal health

Use icons as a tone-on-tone
record and track your

graphic in relation to content Telemedil’:ine
health metrics

Il From: Member Service

Telemedicine

From: Member Service

Categorization Test
My Plan [} From: Harvard Pilgrim Incentive

Search for doctors and view
your eligibility and deductible
information

m Telemedicine Test Jan. 9th

From: Member Service

Categorization Test

I From: Harvard Pilgrim Incentive

From: Harvard Pilgrim Health Care
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Notionals Business Cards

@ Harvard Pilgrim
Health Care

Mary Ellen Conlon

Director, Corporate Communications

AA AT
Ve, U248
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Notionals Stationery

Harvard Pilgrim
Health Care

Harvard Pilgrim
Health '

im ipsum, Alguam imperdiet, nis

t. Vestibulum varnus e

placerat Duis tincidunt

susciprt al

Westibulum eget leo

Harvard Pilgrim
Health Care
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Notionals Homepage

@

Harvard Pilgrim
Health Care OurPlans  Why Choase Us

Find the right health
insurance for you
and your family

Harvard Pilgrim offers a variety
of competitive plans to help
individuals and families meet
different needs and budgets

Find the right health
insurance for you
and your family.

Harvard Pilgrim offers a variety of competitive plans to help individuals and
familiaz maat different neads and budgers.

m Don't have an account?
Set up your account today 3

Don’t have an account?
Set up your account today

VIEW OUR PLANS
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Notionals Email Banner

o 9 §F & ¢ D=

Lorem lpsum

Harvard Plgrim Marketing

Harvard Pilgrim
Health Care

Lorem ipsum

Small title
Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut lacreet dolore magna ali

Lorem ipsum
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Notionals Social Media

Facebook profile and banner

| £ Harvard Pilgrim Health Care

Harvard Pilgrim
Health Care -

Hame

About o Like 3 Follow # Create Fundraiser oo

Photos

# Status [ Photo/Video &~ Monprofit Organization
Videos " ol

Communi . it "
it @ ' . Community Son A

Posts
1L bowite your friends to like this Page

Photos s 23,711 prople like this

21,818 pecple Tollow this

About

Typically replies within a day
Sond Missago

www. harvardpilgrimeorg

LinkedIn profile and banner

Free Up:
to P

irvard Pilgrim Health Care

Heatth, Wellness

Recently posted jobs

j.:i'_\ See all 1,435 employeas on Linkedin =

SAS Programmer Analyst
Boston, Massachusatts

Sr. IT Security Specialist
93 Worcester St, Welleslay, MA

About us Recent update Seell 02482, US

Harvard Pilgrim and its family of companies provide
health benelit plans, programs and serices 10 more
than 3 million customers in Mew England and beyond.
A leading not-for-profit health services company, we
guide our members—and the communities we serve-to
better heatth.

Foundad by doclors nearly 50 years ago, wa're =
building on our legacy. In partnership with our What Would You Do With 12 Extra Year...
expansive network of doctors and hospitals, we're Kaner1 Voci an Linkedin
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Notionals Promotional Items

-
o]
-l 8

Harvard Pilgrim
Health Care

Jonathan Doe
ID: 566189

lszued: 06042018 Expires: 08082019
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Notionals Promotional Items

Harvard Pilgrim
HealthCane

Harvard Pilgrim
Health Care
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Notionals Promotional Items

Harvard Pilgrim
HealthCare
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Harvard Pilgrim
Health Care

Contact Information

Mary Ellen Conlon
Director, Corporate Communications

mary_ellen_conlon@harvardpilgrim.org
617-509-0112
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