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Logo

Overview

New York Life logo

Our New York Life logo is our most visible
element and the company'’s core asset. In use
since 1964, it has become a foundational
element of our brand.

The blue box logo is the primary version,
designed to work across multiple platforms,
from ad campaigns to business cards.

The Brand Center

Our logo assets are available on our Brand Center
in suites that contain multiple files. RGB files

are for on-screen applications. Files labeled
CMYK or Pantone are for print and materials
applications. Logo suites also contain different
file formats such as Al, EPS, and JPG. Be sure

to work with your production partner or vendor

to identify the best file format for your project.
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Logo

Color variations

Our primary (blue) logo may be used on white
or approved light background colors and on dark
backgrounds with sufficient contrast.

Our reverse (white) logo may be used on
approved background colors, when there is
insufficient contrast for our primary (blue) logo.

Follow the approved color combinations shown
on this page.

i
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Logo

Clear space and
minimum size

Clear space

To be most effective, our logo needs breathing
space. Minimum clear space equal to the height
of “YORK LIFE” must be maintained.

Minimum size

To avoid legibility issues and to preserve the
integrity of our logo, adhere to minimum size
requirements. Our logo shouldn’t be set smaller
than 0.5 inch tall.
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Clear space

Minimum size
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Logo

Placement and
alignment

Our logo may be placed in one of the corners
of the layout: left, right, top, or bottom.

Our logo should align with the margin.
For more details on determining the margin,
see page 44.

Size

Use the layout as a guide for sizing our logo—
it should be 8%—10% of the long edge of the
layout.
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Logo

Misuse

The examples shown here illustrate what to avoid
when using our logo.

Avoid placing our logo on photography that Avoid masking the wordmark. Avoid using the wordmark without the
is too busy or does not provide sufficient holding shape.
contrast and legibility.

S S S
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Logo

Limited use logo

Horizontal logo

Our horizontal logo has been created for
limited use—primarily for outdoor advertising,
including digital signage in support of our
sports sponsorships. The horizontal logo
should not replace the primary New York Life
logo on any standard communications,
including presentations, sales collateral,
client correspondence, etc.
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Logo

Extended logos

This chart is an overview of logo treatment
examples; It's not a hierarchy and isn't meant
to depict the relationships among said logos.

There have been no changes to the extended
logo lockup assets, so please continue to use
them as you have been.

Do not create your own logos—use only
approved assets.
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Master brand

Subbrands

m( GROUP BENEFIT '}ﬁ% INVESTMENTS
SOLUTIONS {

Endorser brands
(Advisors with approved DBA)

VENTURES

Proud to Offer

balance /\ Apogem Capital

— A NEW YORK LIFE INVESTMENTS COMPANY

WELLBEING

WITH NEW YORK LIFE

Partnerships

Life Insurance
Program from

Y HARP

Geographic brands

Austin



Color

NEW YORK LIFE BRAND GUIDELINES

26



Color

Color palette

Our optimistic and vibrant color palette conveys
energy, warmth, and optimism through distinct
colors that come together to form a cohesive,
expressive identity.

The palette is digitally native, designed first and
foremost for vibrant, consistent use across screens.
Exact matches between HEX/RGB (for digital) and
CMYK/Pantone (for print) are rare, so color
breakdowns are defined to capture the intended
emotional impact rather than achieve perfect
technical conversions. As a result, printed materials
may appear slightly different from on-screen
versions due to differences in color reproduction
across mediums.

Note:

HEX and RGB values are for screen applications
including:

+ Microsoft PowerPoint and Word
+ Websites and social media

CMYK and Pantone are for print applications
including:

+ Brochures, one-sheets, posters, banners,
and printed signs.

+ For merchandise and apparel, use the Pantone
color as a reference. Always ask your vendor
for guidance to ensure an accurate color
match, and request a proof before production.
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Blue

PANTONE 300 C
CMYK:100/44/0/0
RGB:4/104 /255
HEX: #0468FF

DEV @ IIE

PANTONE 295 C
CMYK:100/80/0/50
RGB:0/10/98

HEX: #000A62

Light Blue

PANTONE 2141 C
CMYK:46/10/0/0
RGB: 128 /186 / 255
HEX: #80BAFF

Orange

PANTONE 2013 C
CMYK:0/50/95/0
RGB: 255/ 149/ 34
HEX: #FF9522

Light Green

PANTONE 344 C
CMYK:30/0/35/0
RGB: 165/ 239/ 191
HEX: #A5SEFBF

Light Orange

PANTONE 155 C
CMYK:0/9/17/0
RGB: 255/ 232/ 207
HEX: #FFE8SCF

Green

PANTONE 561 C
CMYK:90/40/70/30
RGB:1/99/85

HEX: #016355

Purple

PANTONE 2607 C
CMYK:76/100/0/ 22
RGB:77/23/115
HEX: #4D1773

White

CMYK:0/0/0/0
RGB: 255/ 255 / 255
HEX: #FFFFFF

Light Gray

PANTONE Warm Gray 1 C
CMYK:10/8/10/0
RGB: 227 /224 / 221
HEX: #E3E0DD



Color

Usage and
combinations

Our aim is always to create communications
that are accessible and easy to understand.
When choosing colors, be sure to always use
combinations that create high contrast
between the foreground and the background
to create visual interest and aid legibility.

Each element in our visual toolkit has
recommendations for color use. Visit each
section for detailed information.

NEW YORK LIFE BRAND GUIDELINES
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This page does not show every possible color combination. Visit each section for detailed information on color use for that element.

See page 9 for information
on color use with the logo.

Headlines

White
Orange
Light Blue
Light Orange
Light Green
Light Gray

Sublines

White
Orange
Light Blue
Light Orange
Light Green
Light Gray

Body text is white

See page 24 for information
on color use with typography.

o

R R
RR
R R

See page 65 for
information on color use
with the window graphic.

See page 72 for information
on color use with iconography.

10%

20%

15%

See page 78 for
information on color use
with data visualization.



Color

Misuse
(X (X (X

The examples shown here illustrate what to avoid
when using our color palette.

Headline

Subline
Body text

Ak

Avoid using color combinations with Avoid combining too many colors at once, Avoid gradients.
insufficient contrast. and do not use color for body text—

it should appear only in black or white,

depending on the background color.
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