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ABOUT

THESE GUIDELINES

USE WITH CARE
The following pages contain guidelines that attempt to define what makes Peabody Insurance 

special and gives tools to help articulate and express this brand in a consistent manner. 

This book is a great beginning, a tool that allows us to speak with one voice. 
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OUR

BRAND

WE ARE PEABODY INSURANCE

Our brand starts with our team.

The Peabody Insurance brand represents who we are and how we do business. It is our 

promise to the people we work with and the people we serve. Our brand is built on consistency 

of  character, trust, integrity, personal relationships, genuine connection with the community 

and fulfilling customers’ needs based on tailored coverage, price, follow-through, and expertise.

We offer informed, thorough, and customized solutions that allow us to deliver insurance 

to local businesses and residents giving them the security needed for prosperity.
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Peabody Insurance Agency stands on the shoulders of  giants; past family run, well respected 

independent insurance agencies that were committed to serving the community.  Peabody 

Insurance is a full service agency with a reputation of  solving complex business problems.

PEABODY

HISTORY
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1919 Stiles Insurance Agency

1936 Ray Hunt Insurance Agency

1991 Smith-Peabody Insurance Agency

2001 Hitchcock Dery Joins SPS Insurance

1921 Addis Insurance Agency

1961 Hunt Smith Insurance Agency

1998 Smith-Peabody-Stiles Insurance Agency

2013 Peabody Insurance Agency
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CORE FOCUS

PURPOSE/CAUSE/PASSION: 
To improve the lives of  our team, their families, our clients, insurance carriers and community.

NICHE:
Help clients reduce their total cost of  risk and provide peace of  mind.  

CORE VALUES

1. POSITIVE

2. TRUSTWORTHY

3. GROWTH-ORIENTED

4. FUN-FESSIONAL

5. RESOURCEFUL

6. RELATIONSHIP BUILDER
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OUR

VOICE

VERBAL ENGAGEMENT

Our brand voice is how we talk about ourselves. It brings a consistent style to all communications 

and helps define the essence of  our brand. It is important to use this voice, tone, and 

personality whenever we communicate, internally or externally, in writing, when answering 

the phone, and especially when interacting with customers, prospects, vendors or partners.

Whether spoken or written, for the purpose of  speeches or in advertising, engaging others about 

the Peabody Insurance brand should always come from a position of  knowledge, facts and 

customer care. Aligned with our industry and the needs of  those we serve, we strive to infuse our 

unique market position and points of  differentiation into our voice wherever possible. We know 

who we are. We know what we’re doing. And, we’re a responsible company when doing it.
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BRAND ESSENCE

Our brand essence is the intangible feeling people have about our company. How people perceive us 

is important— Peabody Insurance takes the extra step to ensure that we provide both great service 

and value. The following group of  words may be used when describing the Peabody Insurance 

brand. These words should not be forced into everything we say, but rather, flow effortlessly into 

conversation. People need to see that Peabody Insurance is 100% reliable, “They have my back.”

HOW WE DO IT (PERSONALITY):

LEADERSHIP INTEGRITY EXPERIENCE 

EXCELLENCE CARING CREDIBILITY 

RELIABILITY COMPETENCE FRESH Value 

RESOURCEFUL ACCESSIBLE GENUINE 
PROFESSIONAL FRIENDLY SPEEDY  

WHAT WE DO: INSURANCE; REDUCE THE TOTAL COST OF RISK
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OUR

VISUAL 
PRESENTATION
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Our Mark

Our Primary Typeface

Calisto MT Regular
ABCDEFGHIJKLMNO

abcdefghijklmnopqrstuvwx

1234567890!@#$%^&*
Calisto MT Italic

ABCDEFGHIJKLMNOPQR

abcdefghijklmnopqrstuvwxyz

1234567890!@#$%^&*

Calisto MT Bold
ABCDEFGHIJKLMNO

abcdefghijklmnopqrstuvw

1234567890!@#$%^&*

Our Primary Colors

Our Photography

Our Secondary Typefaces

Our Secondary Colors
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Our brand mark consists of  the bold, stylized “Peabody Insurance” name with an apple 

positioned left of  it. The logo is unique to the industry because it tells the story of  Peabody 

Insurance. We are rooted in our nostalgic heritage but innovative, traditional yet hip, and trusted 

advisors to our clients.

Our logo is to be used on all forms of  communication and is not to be altered, added to, or 

recreated under any circumstance.

The apple is a nod to the Peabody Family heritage of  owning an apple orchard south of  the city 

of  Fenton. 

OUR

LOGO
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The importance of  using our logo appropriately cannot be overstated. Aside from 

common sense usage, the guidelines shown to the right should always be followed.

LOGO

MISUSE
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Peabody
I N S U R A N C E

Peabody
I N S U R A N C E

Peabody
I N S U R A N C E

Never change typeface or colors

Never stretch or distort

Never outline

Never rearrange elements

Never add effects

Never challenge legibility

PEABODY
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Our brand colors are cool, strong, professional and sophisticated. The primary 

palette consists of  Peabody Insurance Grey along with Deep Red, Pure Black and 

Pure White. Though not 100% required in all instances, these colors are to be used 

in all forms of  media with Peabody Insurance Grey being the main brand color.

If  black and white are the only options, use 100% black.

When using four-color blacks, please use the breakdown on the following page. 

If  the need to print white should arise, please use the listed Pantone® color.

PRIMARY

COLOR PALLETTE
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GREY DEEP RED PURE BLACK PURE WHITE
CMYK:      27 20 20 0

RGB:        188 190 192

Pantone ®:        Cool Gray 4 C

HEX: #bcbec0

CMYK:       31 95 72 31

RGB:            135 36 52

Pantone®:                   1815 C

HEX: #872434

CMYK:          0 0 0 100

RGB:                 0 0 0

Pantone®:                   426 C

HEX: #000000

CMYK:             0 0 0 0

RGB:           255 255 255

Pantone®:                      0

HEX: #ffffff
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Our secondary color palette consists of  two colors, intended to complement 

our primary color palette. These colors are only to be used as accents 

and are not required in all instances where the brand appears.

SECONDARY

COLOR PALETTE
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CMYK:      43 18 100 1

RGB:        159 174 50

Pantone ®:              384 C

HEX: #9fae32

CMYK:       10 100 78 2

RGB:        214 8 59

Pantone ®:            1795 C

HEX: #d6083b

GREEN RED
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Calisto MT Regular is our primary typeface for headlines in all media. It is a bold 

face that commands presence and invites people to read what is written.

Calisto MT Bold and Italic is our secondary typeface. It is highly legible and reproduces 

clearly at a variety of  sizes and weights to allow for a good range of  uses.

When using our typefaces, no stretching or condensing of  the face may be used at any time.

OUR

TYPEFACES
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CALISTO MT REGULAR
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*

CALISTO MT BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*

CALISTO MT ITALIC
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*
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Calisto MT Regular is only to be used for primary headlines. It is highly legible 

and reproduces well for online uses at a variety of  sizes. This typeface also 

has many weights and styles that allows for a broad range of  uses.

The Open Sans font family is to be used for all other online typeface including, 

but not limited to, navigation, footers and body copy. It is a sans-serif  face 

that is highly legible and reproduces clearly at a variety of  sizes. This typeface 

has a few weights and styles that allows for a good range of  uses.

When using our typefaces, no stretching or condensing of  the face may be used at any time.

ONLINE

TYPEFACES
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CALISTO MT REGULAR
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*

OPEN SANS
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*
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The appropriate use of  our typeface is always required. When used on a white background, 

our typeface should always employ one of  our brand colors. When using our typeface on 

solid background (which must be brand color), it must always be used in black, white or 

as a screen of  the same color used for the background (which must be a brand color).

When used in body copy, Calisto MT Regular (sentence case) is required. The minimum 

size for body copy is 10 points and the maximum size for body copy is 12 points.

TYPEFACES

PRINT IN ACTION
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THIS IS A SAMPLE HEADLINE

This is a Sample Headline

THIS IS A SAMPLE SUB-HEAD

This is a Sample Sub-Head

THIS IS A SAMPLE HEADLINE

This is a Sample Headline

THIS IS A SAMPLE SUB-HEAD

This is a Sample Sub-Head

This is sample body copy. Lorem ipsum dolor sit amet, consectetur adipiscing elit. Nunc fermentum 

dapibus mauris non consectetur. Donec at lorem quis mauris lacinia tincidunt. Phasellus a tellus 

mi. Duis malesuada fermentum vestibulum. Etiam aliquet ut ante non placerat. Integer eleifend 

viverra elementum. Mauris vel nibh dapibus, aliquet enim at, malesuada risus. Morbi dapibus 

orci non elit aliquam, eget faucibus nisi pretium. Suspendisse potenti. Curabitur sit amet ultricies 

neque. Morbi velit erat, lobortis eu nisi ut, efficitur condimentum ligula. Integer non lorem vitae 

nisl imperdiet aliquam at eget augue. Pellentesque habitant morbi tristique senectus et netus et 

malesuada fames ac turpis egestas. Quisque mollis magna eu purus aliquet porttitor.
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The appropriate use of  our typeface is always required. A white background should 

always be used online. Our typeface should always employ one of  our brand colors.

When used in navigation, footers and body copy, Open Sans (sentence case) is required. The 

minimum size for body copy is 10 points and the maximum size for body copy is 12 points.

TYPEFACES

WEB IN ACTION
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THIS IS A SAMPLE HEADLINE

This is a Sample Headline

THIS IS A SAMPLE HEADLINE
This is a Sample Headline
THIS IS A SAMPLE SUB-HEAD

This is a Sample Sub-Head

This is sample body copy. Lorem ipsum dolor sit amet, consectetur adipiscing elit. 
Nunc fermentum dapibus mauris non consectetur. Donec at lorem quis mauris lacinia 
tincidunt. Phasellus a tellus mi. Duis malesuada fermentum vestibulum. Etiam aliquet ut 
ante non placerat. Integer eleifend viverra elementum. Mauris vel nibh dapibus, aliquet 
enim at, malesuada risus. Morbi dapibus orci non elit aliquam, eget faucibus nisi pretium. 
Suspendisse potenti. Curabitur sit amet ultricies neque. Morbi velit erat, lobortis eu nisi 
ut, efficitur condimentum ligula. Integer non lorem vitae nisl imperdiet aliquam at eget 
augue. Pellentesque habitant morbi tristique senectus et netus et malesuada fames ac 
turpis egestas. Quisque mollis magna eu purus aliquet porttitor.
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True to our aesthetic, our photography is clean, friendly and relevant to our local market. 

It should feel like the subjects in our photos are from our office or the community. 

Shots should be colorful within reason and of  a normal to high contrast. All photos 

should be in full color, unless full color is not an available print option. Peabody 

Insurance marketing will manage and provide all photography assets. See the following 

images for a visual reference to how our photography should look and feel.

OUR

PHOTOGRAPHY



31



32

Dress to stay true to our brand: The Peabody Insurance office is very busy with clients, 

carrier partners and vendors stopping in for formal and informal meetings. Our dress 

code reflects our culture of  professional yet comfortable work environment. Smart casual 

dress is a step up from business casual but not as formal as “boardroom attire”. It is 

neat and professional. It is a put-together ensemble of  nice slacks, skirt, sleeved dress, 

blouse, jacket, scarf. Salespeople are to dress appropriate to the client/prospect they are 

visiting and wear smart casual or boardroom attire. For work site visits, smart looking 

business casual along with proper safety attire (closed toe shoes, hard hat, safety vest). 

Toolbox: Part of  professional dress is being prepared for meetings. For every 

meeting on-site or off-site the Peabody Insurance team brand is to bring along 

their toolbox. For Account Managers that includes a Peabody Insurance 

padfolio, pen and business cards. For salespeople it includes briefcase, iPad, 

business cards, padfolio, rack cards, and any other sales presentation tools.

OUR

DRESS
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OUR

MARKETING
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SLOGANS, TAGLINES & 
CULTURE STATEMENTS
Reduce Your Total Cost Of  Risk • Fast, Friendly, Local 

Right Coverage For The Right Price • Better Before Cheaper  

Whatever You Are, Be A Good One • We Have Bright Ideas

Great Vision Without Great People Is Irrelevant • Safety First 
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Peabody Insurance has a consistent brand message through all forms 

of  advertising. The creative is similar from sales leave-behinds to 

direct mail/print ads/billboards to video and website.

The creative is clean, concise and friendly. 

OUR

ADVERTISING
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RACK CARD - FRONT RACK CARD - BACK 

TRI-COUNTY TIMES AD

BILLBOARD

POSTER
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Communicating Culture

Social media reflects who we are and what we do. We highight and express the Peabody 

Insurance brand.The goal is friendly, informative communication with our community. 

OUR

SOCIAL MEDIA
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