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Visual brand expression
Overview

4

Primary logo

Tagline

Design typography Desktop typography

Headlines are 
MMC Display bold.

Titles, short phrases 
and subtitles are 
Noto Sans bold.

Body copy is Noto Sans regular.

Headlines are 

Arial bold.

Titles, short phrases 

and subtitles are 

Arial bold.

Body copy is Arial regular.

Primary color palette

Accent color palette

PCS only

Important notes

• Sentence case is required for headlines, subheads, callouts, etc.

• Title case is the required style for title of a publications, program 

name, PowerPoint cover slides, proper nouns and button text.

• Upper case is not a preferred style for text but can be used sparingly 

to call attention to certain callouts or labels. 

• Grammar on headlines and subheadlines is dependent on whether 
they are complete sentences.

• Use "?" for questions and periods for complete sentences only.
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Visual brand expression
Overview
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Primary gradients Photography Primary illustration Functional icons

Secondary gradients

Thematic icons

Secondary illustrations

Flat illustrations

PCS only gradients



Logo usage and tagline

6



Marsh & McLennan Agency LLC

Logo usage
Primary logos

Full color – horizontal and stacked

White on color background

Important notes

• The logo cannot be modified with 

additional words, locations, etc.

• Additional text should never be locked up 

with the MMA logo to create a new logo.

• The logo mark should never stand alone 

without the text.

• When written in text, the "Marsh 

McLennan Agency" name always appears 

with a space between the two words. Only 

logo artwork eliminates the space between 

words in the business name.

• There is no ampersand (&) in the new 

treatment; however, when using “LLC” in 

the MMA name for legal reasons, the 

ampersand must be included. If 

referencing the MMA brand name in 

collateral without the “LLC”, the 

ampersand should be removed.

• The MMA acronym can be used after 

initially noting the full name as Marsh 

McLennan Agency in collateral materials.

7

Dark Blue 

Hex: #002C77 

RGB 0, 44, 119

CMYK 100, 79, 0, 37
PMS 288 C

Company name for legal reasons

Marsh & McLennan Agency LLC

All other instances

Marsh McLennan Agency
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Logo usage
Logo separation
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Keep the logo separated from other 

visual elements by a distance equal to 

the height of the "M" in our name. 

This clear space is considered the 

minimum uninterrupted space 

surrounding the logo, and it should be 

adhered to in most situations.

Where possible, provide additional 

space and always position the logo 

for maximum size and legibility. This 

will ensure maximum impact.

Use the stacked version of the MMA 

logo when space is limited. 

Maintain clear space around all 

versions of the MMA logo.

X

X

X

X

X

X

X

X

X

X



Marsh & McLennan Agency LLC

Logo usage
Co-branding logos
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The Marsh McLennan Agency (or other 

business) logo and third-party logo are 

used at equal visual weight, united by a 

1 pt rule, and then centered horizontally 

or vertically. 

When there is more than one third-party 

logo, no line is used between the logos, 

however a minimum space of 2x should 

be maintained between them.

A co-branded lockup can replace the 

MMA logo on collateral such as 1-2 

pagers, short forms and long forms. If 

space is limited, the logos can be 

separated. For example, the MMA logo 

would remain at the top left corner of 

the page and the legacy agency logo or 

third party logo can be added to bottom 

left corner of collateral.

Examples

Treatment 1: Cobranded lockup

Approach for email signatures, 

website and promotional 

materials where space is limited

Treatment 2: Separated logos

Preferred approach for collateral 

materials, Word documents, 

letterheads and PowerPoint

Treatment 1 Treatment 2

X

X X

1 pt dark gray rule

CXYZ
X

X

.5X.5X
C

XYZ
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Logo usage
Minimum size
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In reproducing our logo, consider its 

size and legibility. The small precision 

angle in our logo mark can get distorted 

and the text can be hard to read if 

shown too small.

A logo that is too small fails to 

serve any communicative function.

.1875” (4.76MM/13.5px)

1.25” (31.75MM/90px)
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Logo usage
Marsh McLennan text endorsement
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Associating Marsh McLennan Agency with our 

business brands provides scale, trust and 

stability to the capabilities we jointly bring to bear 

on the most urgent challenges our clients and 

communities face.

The endorsement should appear in the sign-

off position of all business marketing 

communications. Its size is partly dependent on 

proximity to the business logo and the complexity 

of content. In general, a minimum size of .35x 

(for close proximity) and maximum size of .5x (for 

greater separation) should be followed, where x 

is equal to the cap-height of the business name.

Where additional visibility is desired, or single- 

sided applications (such as stationery), the 

endorsement may be used on the front side.

.5x maximum .35x minimum
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Logo usage
Alternate horizontal logo
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The alt horizontal logo should only be 

used in instances when Marsh 

McLennan Agency is shown alongside 

any of the other MMC business logos 

(Marsh McLennan, Marsh, Mercer, 

Oliver Wyman, Guy Carpenter).
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Logo usage
Collaboration branding with other MMC businesses
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Our preferred approach where two businesses are 

collaborating, the lead business uses their logo followed 

by an ampersand and then the partnering business' 

logo. Only approved artwork should be used.

In general, the business endorsement should be a 

minimum size of .35x (for close proximity) and 

maximum size of .5x (for greater separation) where x is 

equal to the height of the "M" in "Marsh McLennan".

Instances that require a smaller space can use our 

alternate logo alongside the partnering business' logo 

divided by a thin vertical bar.

Note: For collaboration branding, the Marsh McLennan 

text endorsement is plural (i.e., Businesses) and should 

match surrounding document text. Use a space 

between "Marsh" and "McLennan".

Preferred collaboration branding with one logo mark and an 

ampersand separating partnering business’s name

Alt version in rare instances where space is limited



Marsh & McLennan Agency LLC

Tagline
Your future is limitless.
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Important notes

Do not use a registered trademark 

(®) or service mark (SM) symbol in 

the following situations:

Stationery and business cards

• Promotional merchandise

• Signage and outdoor advertising 

where the service mark is too 

small to see, or so large as to 

disrupt the presentation

• Web applications where the 

service mark does not need to 

appear alongside the logo in the 

header, and when accompanied 

by legal attribution in the footer

MMA’s new tagline speaks to the unlimited opportunities that only a 

partnership with MMA can provide. The tagline is predominately used in an 

upper or lower corner of the composition. It may also be used as a stand 

alone mark on a white background but never on a color.

Make sure to use the service mark (SM) symbol on all instances of our tagline 

unless "Your future is limitless." is written out within copy as a sentence.

Review the usage exceptions noted on the legal page for more details on how 

and when to add the service mark symbol.

Our tagline is only available in horizontal and stacked formats in dark blue and 

white. The stacked version of the tagline can be used when space or design 

indicate the need for it. If an alternate colorway is needed for the tagline, 

please reach out to the national design team.

Horizontal stand alone Stacked stand alone

https://brand.marsh.com/document/329
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Marsh & McLennan Agency LLC

Typography

MMC Display Bold

Title of Publication | Title Case | No periods 

Headlines | Sentence case | No periods 

Document headers | Sentence case | No periods

Noto Sans
Subheads | Sentence case | No periods 
Body copy | Sentence case

Primary font: MMC Display Bold

A bold, expressive and sharp Sans Serif, purposefully built for delivering editorial -style, 

concise and punchy headlines. It has been carefully designed to meet our needs as a 

global organization, convey our purpose and design principles, and reinforce our tone of 

voice through its unique details as well as its flexibility in style.

Secondary font: Noto Sans
A simple and accessible Google® font, that aims to support all languages with a 

harmonious look and feel. We use Noto Sans for all subheads, body copy, and other 

content. Noto Sans is currently comprised of over 100 individual fonts that cover up to 800 

languages in multiple styles and weights and is freely available to all. Note: Always use 

Noto Sans in Title or Sentence case, never in UPPERCASE. Do not use Noto Sans for 

headline or display purposes.

System font: Arial Bold & Arial

Arial is our system font and is used for applications such as the Web, Microsoft PowerPoint 

and Microsoft Word, or as an exception when our brand fonts are not accessible on 

designed files; for example, when a document is being shared with a client whose 

computer does not have the Marsh McLennan brand font or Noto Sans installed. Arial 

(regular, regular italic, bold, bold italic), Arial Narrow (bold), and Arial Black may be used.

Arial Bold

Headlines | Sentence case

Document headers | Sentence case

Arial

Body copy desktop | Sentence case

ABC&!”#>)

abc&!”#

Almost before we knew it, 
we had left the ground.

ABC&1”#>)

abc&!”#

Almost before we 
knew it, we had 
left the ground.

Use "?" for questions and periods for complete sentences only.

16
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Marsh & McLennan Agency LLC

Color palette

18

Core colors

A core of bright blues with an extension of colorful accents radiates a bright fresh 

feeling and allows for flexibility of our brand while still giving us an anchoring 

element that ties us to the MMC enterprise businesses.

Creative direction

• Lead with white space and add in 

colors from there.

• Full page images, text that pops.

• The colors are meant to support the 

idea of limitless possibilities.

• Our brand leads with a brighter blue 

that still nods to Marsh McLennan 

but gives a fresher, brighter and 

more approachable feeling.

• The dark blue from our logo is used 

in headlines, subtext, functional 

icons and sparingly as a background 

color.

• The bright accent colors are 

used to infuse our collateral and 

assets with color and energy.

• Use MMA Text Gray for body text 

instead of black.

MMA Core Blue

Hex: #009DE0

RGB 0, 157, 224

CMYK 75, 24, 0, 0

PMS 2171 C

Light Blue

Hex: #76D3FF 
RGB 118, 211, 255
CMYK 46, 1, 0, 0
PMS 297 C

White

Hex: #FFFFFF 

RGB 255, 255, 255

MMA Text Gray

Hex: #565656
RGB 86, 86, 86
CMYK 0, 0, 0, 80
PMS Cool Gray 11 C
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Color palette

19

Accent colors

Important notes

• Dark blue should be used primarily for headlines, subheads, and 
icons. It can also be used for collateral with a more serious tone.

• Core Blue and Orange are different when using as web 

backgrounds. See section to the left called “web color backgrounds”.

• Please use the colors below on all hyperlinks:

Active Hyperlink Blue

Hex: #2C6EF2

RGB 44, 110, 242

Followed Hyperlink Blue

Hex: #0065AC

RGB 0, 101, 172

Orange
Hex: #FF8C00

RGB 255, 140, 0

CMYK 0, 67, 100, 0

PMS 1585 C

Pink
Hex: #EE3D8B 

RGB 238, 61, 139

CMYK 0, 90, 9, 0
PMS 7424 C

Purple
Hex: #8246AF 

RGB 130, 70, 175

CMYK 59, 83, 0, 0
PMS 2587 C

Light Teal
Hex: #9CD9E4
RGB 156, 217, 228
CMYK 36, 0, 9, 0
PMS 629 C

Yellow
Hex: #FFBE00
RGB 255, 190, 0
CMYK 0, 30, 100, 0
PMS 1235 C

Turquoise
Hex: #00968F 

RGB 0, 150, 143

CMYK 83, 0, 40, 11
PMS 7716 C

Dark Blue
Hex: #002C77
RGB 0, 44, 119
CMYK 100, 79, 0, 37
PMS 288 C

Background Gray 

Hex: #F0F0F0 

RGB 240, 240, 240

CMYK 0, 0, 0, 10

Teal (PCS only)
Hex: #0077A0 

RGB 0, 119, 160

CMYK 88, 45, 22, 2
PMS 7468 C

Web color backgrounds*

White
#FFFFFF

Light Gray
#F4F4F4

Core Blue
#0096D6

Pink
#EE3D8B

Purple
#8246AF

Turquoise
#00968F

Orange**
#EB6A00

Core Blue

100 Level
#F0FAFF

Pink

100 Level
#FFF1F4

Purple

100 Level
#F7EDFF

Turquoise

100 Level
#EDFFFC

Orange

100 Level
#FFF7EF

* Only use if necessary. For more information on our web design system and accessibility, click here. ** Web Orange should not be used with a gray background because it won’t pass accessibility. 

https://brand.marshmma.com/document/1057#/-/web-design-system
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Color palette
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Proportions

Some of our colors are used more prominently than others. The chart below visually acts as guide to what proportion 

certain colors should be used across communications. 

We lead with our color palette of blues prominently and leverage light gray and white to bring a fresh feeling to our 

brand. We utilize accent colors mindfully to reinforce specific themes, delineate different content, to aid in data 

visualization or add pops of color that correlate to our color theory to evoke an emotion.

Example of color proportions in collateral Example of accent colors used to 

reinforce a specific sector or program

Example of using accent color 

to evoke an emotion based on 

our color theory (Orange/Pink: 

attention grabbing, welcoming, friendly)
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Color palette

21

Tints

White
Hex: #FFFFFF
RGB 255, 255, 255

Dark Blue
Hex: #002C77

RGB 0, 44, 119

Dark Turquoise
Hex: #005E5D

RGB 0, 94, 93

Dark Orange
Hex: #A32E00

RGB 163, 46, 0

Dark Pink
Hex: #B2025B

RGB 178, 2, 91

Dark Purple
Hex: #463282

RGB 70, 50, 130

Dark Teal
Hex: #004C6C

RGB 0, 76, 108

Dark Yellow
Hex: #965D00

RGB 150, 93, 0

Dark Gray
Hex #565656
RGB 86, 86, 86

Background Gray
Hex: # F0F0F0
RGB 240, 240, 240

Core Blue
Hex: #009DE0

RGB 0, 157, 224

Turquoise
Hex: #00968F

RGB 0, 150, 143

Orange
Hex: #FF8C00

RGB 255, 140, 0

Pink
Hex: #EE3D8B

RGB 238, 61, 139

Purple
Hex: #8246AF

RGB 130, 70, 175

Teal
Hex: #0077A0

RGB 0, 119, 160

Yellow
Hex: #FFBE00

RGB 255, 190, 0

Gray
Hex: #949494

RGB 148, 148, 148

Light Blue
Hex: #76D3FF

RGB 118, 211, 255

Light Turquoise
Hex: #98DBCE

RGB 152, 219, 206

Light Orange
Hex: #FFCA94

RGB 255, 202, 148

Light Pink
Hex: #F8ACBE

RGB 248, 172, 190

Light Purple
Hex: #CCB3E0

RGB 204, 179, 224 

Light Teal
Hex: #9CD9E4

RGB 156, 217, 228

Light Yellow
Hex: #FFE580

RGB 255, 229, 128 

Light Gray
Hex: #DADADA

RGB 218, 218, 218

Extra Light Blue
Hex: #C7EDFF

RGB 199, 237, 255

Extra Light Turquoise
Hex: #D6F3ED

RGB 214, 243, 237

Extra Light Orange
Hex: #FFE9D3

RGB 255, 233, 211

Extra Light Pink
Hex: #FDDFE5

RGB 253, 223, 229

Extra Light Purple
Hex: #EAE0F2

RGB 234, 224, 242 

Extra Light Teal
Hex: #D4F1F6

RGB 212, 241, 246

Extra Light Yellow
Hex: #FFF4CA

RGB 255, 244, 202 

Extra Light Gray
Hex: #EBEBEB

RGB 235, 235, 235
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Color theory
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In design, color choice can support your message, set an emotional tone, or illicit a desired response/action. Our color 

palette is multifaceted and flexible. Consider the following descriptions when selecting color in your design.

Primary color palette

Core Blue

Expertise

Stable
Protection

Refined

Trust 

Reliable

Responsible

Strength

Light Blue

Comfort

Calming
Relaxing

Peaceful

White

Breathing room

Clean

Fresh

Dark Gray

Body copy

Accent color palette

Purple

Loyalty

Wisdom

Connection

Compassion

Thoughtful 

Intriguing

Turquoise

Partnership

Growth

Nature

Finance

Teal

PCS only

Light Gray

Subtle

Background

Dark Blue

MMC enterprise

Serious

Formal

Light Teal

Balance

Honest

Dependable

Yellow

Optimism

Possibilities

Energizing

Innovation

Opportunity

Orange

Fresh

Welcoming

Friendliness

Creativity

Confidence 

Enthusiasm

Pink

Fun

Attention

Youthful

Excitement

Bold
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Gradients
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Soft gradient collection

We utilize simplified gradients infused with a plethora of white space across communications 

to convey the softer and more human attributes of our brand. Gradients should always 
appear at a 45-degree angle with the first color displayed more prominently.

Do not use more than one gradient color per layout unless they are incorporated in 

statistics, charts, or icons. This will create a cohesive color story and eliminate overly 

colorful assets. This doesn’t mean you can't use multiple gradients throughout a presentation 

or report, but each layout or page should stick to one core gradient color and the 

corresponding leading color in the gradient should be used for text callouts, illustration color 

or quote colors. Consider photo color composition when selecting a complimentary gradient.

Important notes

Gradients should be built so they appear to be at a 

45-degree angle at all times.

The specifications for the gradient angle differs in 

Adobe programs versus PowerPoint and Word. Use the 

reference guide on the following pages for details. 

Specifications should be used for creating gradients in 

both shapes and text.

Do not use more than two colors per gradient and 

do not create new gradients. The only gradients that 

should be used are shown on the left side of this page.

Gradients can be used in backgrounds, callouts, quotes 

and stats for advertisements, PowerPoints, brochures 

and most other MMA branded materials. Please note, 

the core blue/light blue gradient and turquoise/light 

teal gradient should never be used in text.

Do not use gradients in body copy, subtitles or 

subtext as it will affect legibility.

Only approved gradients, shown on this page should 
be used, unless specifically authorized by MMA 

MarComm leadership, and created by a member of 

the MMA National Design team.

Primary gradients

Core blue/light blue Light blue/core blue

PCS only

Teal/turquoise Turquoise/teal

Secondary gradients

Dark blue/core blue Turquoise/light teal Core blue/turquoise Purple/pink Orange/pink Orange/yellow

Core blue/dark blue Light teal/turquoise Turquoise/core blue Pink/purple Pink/orange Yellow/orange
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Gradients
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Proportions

Some of gradients are used more prominently than others. The chart below visually acts as guide to what proportion 

certain colors should be used across communications. 

We lead with our gradients that feature our core blue most prominently and leverage accent accent gradients mindfully 

to reinforce specific themes, delineate different content, to aid in data visualization or add pops of color that correlate 

to our color theory to evoke an emotion.

Example of gradient proportions in collateral 
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Soft gradient collection

Core Blue

Hex: #009DE0
RGB 0, 157, 224
CMYK 75, 24, 0, 0
PMS 2171 C

Light Blue

Hex: #76D3FF
RGB 118, 211, 255
CMYK 46, 1, 0, 0
PMS 297 C

Orange

Hex: #FF8C00
RGB 255, 140, 0
CMYK 0, 67, 100, 0
PMS 1585 C

Pink

Hex: #EE3D8B
RGB 238, 61, 139
CMYK 0, 90, 9, 0
PMS 7424 C

Core Blue

Hex: #009DE0
RGB 0, 157, 224
CMYK 75, 24, 0, 0
PMS 2171 C

Turquoise

Hex: #00968F
RGB 0, 150, 143
CMYK 83, 0, 40, 11
PMS 7716 C

Turquoise

Hex: #00968F
RGB 0, 150, 143
CMYK 83, 0, 40, 11
PMS 7716 C

Light Teal

Hex: #9CD9E4
RGB 156, 217, 228
CMYK 36, 0, 9, 0
PMS 629 C

Orange

Hex: #FF8C00
RGB 255, 140, 0
CMYK 0, 67, 100, 0
PMS 1585 C

Yellow

Hex: #FFBE00
RGB 255, 190, 0
CMYK 0, 30, 100, 0
PMS 1235 C

Teal (PCS only)
Hex: #0077A0 

RGB 0, 119, 160

CMYK 88, 45, 22, 2
PMS 7468 C

Turquoise

Hex: #00968F
RGB 0, 150, 143
CMYK 83, 0, 40, 11
PMS 7716 C

Purple

Hex: #8246AF
RGB 130, 70, 175
CMYK 59, 83, 0, 0
PMS 2587 C

Pink

Hex: #EE3D8B
RGB 238, 61, 139
CMYK 0, 90, 9, 0
PMS 7424 C

Dark Blue
Hex: #002C77
RGB 0, 44, 119
CMYK 100, 79, 0, 37
PMS 288 C

Core Blue

Hex: #009DE0
RGB 0, 157, 224
CMYK 75, 24, 0, 0
PMS 2171 C

Building gradients in different programs:

Adobe programs 

Gradient type: Linear

Angle: 45˚

Gradient location: 60% 

Location of 1st color: 0%

Location of 2nd color: 100%

PowerPoint and Word 

Gradient type: Linear 
Angle: 315˚ 
Gradient location: N/A 
Location of 1st color: 35%
Location of 2nd color: 100%
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Building gradients
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How to add gradients to shapes and text

The specifications vary in Adobe programs versus Microsoft 

Office programs for building our gradients. In both instances, the 

result makes the angle of our gradient appear at 45°.

In Adobe programs

Set your first color at 0%, set your second color to 100%. Then 

the white dot on top of the gradient slider should have the 

location set to 60%. Angle should be set to 45°. At times when 

you create a new shape, the gradient will reset. You need to 

make sure the angle remains at 45°. Triple check.

In Microsoft Office program

Go to Shape Fill > Gradients > More Gradients, and the Format 

Shape panel will appear. Make sure you are in the Shape 

Options section, not Text Options section, in the Format Shape 

panel. Click on the first color in the gradient and choose your first 

fill color. The position of this color should be set to 35%. The 

second color should be selected and set to 100% location. The 

angle of the gradient should be 315°.

Adobe programs

Gradient type: Linear

Angle: 45˚

Gradient location: 60% 

Location of 1st color: 0%

Location of 2nd color: 100%

PowerPoint and Word

Gradient type: Linear 

Angle: 315˚ 

Gradient location: N/A 

Location of 1st color: 35%

Location of 2nd color: 100%
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Gradients in data and text
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Charts, graphs and data elements

When building assets in Adobe Creative Cloud 
applications, gradients can be used in data sets 
and statistics to add visual impact. This is the 
only instance when different gradients may be 
used in one layout. Gradient angles can be 
adjusted to compliment the graph or chart. 

In Word and PowerPoint templates, charts and 
graphics should use solid colors only unless 
a member of the national design team has 
reviewed and approved.

Please note, gradient text should not be 
used in headlines or subheads.

12%
Lorem of 
the ipsum

66%
Lorem of 
the ipsum

47%
Lorem of 
the ipsum

32%
Lorem of 
the ipsum

Don’t use large amounts of white text on orange/yellow
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Graphic devices
Backgrounds
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We have introduced several graphic devices that will 

differentiate Marsh McLennan Agency while 

complementing the Marsh McLennan brand identity.

The primary approach for all our collateral should be to 

use either:

• Gradient color block with full image background

• Full image background with gradient splash or overlay

• Full image background

• Full gradient background

For approaches with a gradient block or overlay, use a 

slight opacity on the gradient to allow the background 

image to show through. The amount of opacity depends 

on the contrast of the photo.

Gradient color block with 

full image background

Full image background with 

gradient splash or overlay

Full image background Full gradient background
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Graphic devices
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Usage examples

Important notes

• Text should only break through the right 

edge of the color block and should never 

overlap on the left side of a photo block.

• Headlines should not exceed four lines of text. 

For longer headlines or very short headlines, 

use a full image layout approach or the 

alternate layout shown on the previous page.

• The color block requires careful photo selection 

to ensure legibility of the headline.

– When using the gradient color block with 

white text, select a photo with a darker 

contrast to allow the text to be legible.

– When using the white color block with 

gradient text, use a lighter image to allow 

the gradient text to have enough contrast 

against a photo.

• Add a slight transparency to the color block to 

allow the image behind it to show through. 

Opacity will range from 90-95% based on the 

color and photo selected.

X

▲ Text should never overlap on the left side of a photo block.

✓

X ✓

 Be sure to choose a photo that 

contrasts well with the graphic 

device and headline.
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Abstract illustrations
Primary and secondary illustrations

32

Our abstract illustrations add texture and depth to 

white backgrounds or layered on photography. 

• The primary illustrations were created using the 

curves and angles from our logo. It can be 

repeated, layered, cropped and rotated to create 

a variety of on-brand patterns. These illustrations 

include a fade at the top and should never be 

solid. They should always have a thin stroke, and 

the weight should never be altered. The lines in 

the pattern have been outlined to maintain a 

consistent size as it is scaled up or down.

• The secondary illustrations should be used in 

layouts where typography is the leading element 

on the page.

Our primary and secondary illustrations should be 

used mostly when a pattern is needed, but new 

patterns can be created in the same style to 

support design needs.

Primary illustration

Secondary illustrations
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Abstract illustrations
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How to use the primary and secondary illustrations

Primary illustrations can be placed on a white background or a soft 

gradient background to add depth and texture to the layout. 

Illustrations should be used sparingly and reserved mainly for 

national design use or in the pre-built templates that are released.

Do not use more than one illustration per layout.

Placing illustrations on gradients should be avoided in print material 

and used sparingly in digital assets.

Color applied to linear abstract illustrations should be the dominant 

color used in the gradient for that page. If used with photography, the 

abstract illustration should be white, never color. 

The opacity can be adjusted up to 30% in instances that it’s too 

prominent behind text or images.

An abstract illustration should never cover a subject’s face.

For a colored background, use white text with the illustration. For 

white backgrounds, headlines should always be dark blue and 

subheads should be the same color as the abstract illustration.

On a white background

On top of photography On gradient background
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Flat illustrations are useful for expressing a theme or 

idea without using stock photography or clipart.

Note: Creating flat illustrations requires advanced 

experience in Adobe Illustrator. Please use the national 

design team's library of completed illustrations if you are 

not comfortable building your own illustrations.

For using flat illustrations:

• Use simple flat geometric shapes as a basis 

for all components.

• Use the combination of headline and illustration to 

create more powerful messages.

• Use flat illustration only in combination with simple 

typographic layouts. The illustration should have 

hierarchical importance.

How to use

https://mmcglobal.sharepoint.com/:f:/r/teams/MMAMarComm924851/Shared%20Documents/General/Brand%20Library/Visual%20elements/Flat%20illustrations?csf=1&web=1&e=cgBne2
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How to construct

Color: Use approximately two to four 

colors, including the colors used in 

the gradient.

Gradient: Use one gradient per 

illustration. The gradient can be part 

of either the object or the 

background. Never use the gradient 

to cover the whole object; always 

ensure block colors are seen as well.

Composition: Create a visually bold, 

radically simple, and purposeful 

composition, and allow room for text.

Shapes: Shapes are simple, flat and 

geometric. Keep forms drawn 

freehand to a minimum. Avoid clutter.
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Restrictions

Do use simple, geometric 

shapes, using a limited but on 

brand color palette.

Don’t combine pictorial icons 

to build an illustrative scene. 

Don’t change the colors 

of the brand gradients.

Don’t create 3D objects. Don’t create overly 

complex illustrations.

Don’t use colors that don’t 

have a clear contrast.

Don’t illustrate 

outdated objects.

Don’t use key line 

illustrations.

Don’t use more than 

one gradient.

Don’t use stock illustrations

or create illustrations that 

feel clichéd.

✓
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Example usage

Seismic buttons Homepage and blog headers Infographics
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Example usage

Video graphics Social media
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Example usage

Thought leadership reports
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Overview

We use two types of icons:

1. Functional icons (primary style)

Functional icons have more simplified and linear design that represents 

objects and, in small sizes, actions and aid navigation.

Primary icon style should be used 75% of the time.

2. Thematic icons (secondary style)

Thematic icons have a more illustrative and expressive design used to 

convey complex or conceptual ideas at larger sizes. 

Secondary icon style should be used less than 25% of the time.
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Guidelines

Our primary icon style is useful for conveying or reinforcing ideas in limited space. 

Our one-color functional icons are used at a smaller scale than our thematic icons 

and speak to more specific ideas and actions rather than general themes. 

Functional icons are ideal for condensed content areas and when placed on the 

same line as standard body text styles, such as data tables, grids and bullet points.

Functional icons are best used to navigate multiple topics within more complex 

communications or experiences (e.g., small markers to delineate chapters within an 

email). Functional icons should never be scaled to a point where they become the 

focal point of a composition.

Important notes

• There is a library of over 

1,000 functional icons 

available for download on 

the brand hub.

• Only use approved icons 

from the icon library.

• Text can be left aligned or 

centered under icons.

• Do not add secondary colors 

or new icon styles.

Primary use

Dark blue is the primary color for 
our icons. Dark gray can be used in 
rare instances if needed.

Secondary use

White outline can be used on 
color or gradient backgrounds.

Business

Insurance

Employee Health 

& Benefits

Retirement 

& Wealth

https://brand.marshmma.com/document/664
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Usage examples
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Don’ts

Don’t use icons from other icon sets. Do not use functional icons in an oversized 

manner; do not use them as artwork.

Do not use found or sourced clip art in 

presentations, collateral or brand assets. 

Illustrations that appear overly detailed, 

colorful, cartoon or 3D are considered off 

brand and should be avoided.
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Guidelines

Our secondary icon style is useful for highly visual marketing material like 

brochures, thought leadership and in some cases, short forms. We use thematic 

icons to illustrate strongly repeated themes or categories. Thematic icons along 

with other graphic devices (like large statistic callouts) help bring our 

communications to life. These icons are created from simple, geometric shapes 

and have elements that are overlapping, with a multiply effect.

Thematic icons may be used at larger scale to create greater visibility and 

immediacy, providing they are used in combination with a descriptive name or copy.

Thematic icons are NOT illustrations and should not be used to create a scene or 

take up an entire page.

Important notes

• Thematic icons can be found on 

the brand hub and can be used 

sparingly when appropriate. 

• Always use an icon in its 

entirety, and not cropped, 

obscured, or used in 

combination with other 

illustrative elements.

• Please don’t create alternate 

color combos other than what is 

shown on this page and 

available on the brand portal.

Primary use

Thematic icons are available in blue, purple/pink, 
orange/pink and turquoise.

Secondary use

White thematic icons are available for 
use on color or gradient backgrounds.

https://brand.marshmma.com/document/1036
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Usage examples
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Don’ts

Don’t create icons mimicking  a 

3D effect.

Don’t create icons not aligning with 

the MMA style.

Do not create illustrations from 

multiple icons or combine icons.

Don’t use gradients.

Don’t use solid colors without the 

multiply effect.

Don’t use complex shapes. Don’t use colors outside our 

approved brand colors.
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Functional and thematic icons co-existing

Thematic and functional icons may be used together, providing that there is a strong difference in size relationship to 

ensure a distinct hierarchy between the overarching ”theme” or ”category” and that of an underlying ”topic” or ”action.”

Don’t use thematic and functions icons together at 

the same level of information.

Maintain a strong difference in size between 

functional and thematic icons when using together.
✓
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Select straightforward, editorial-style 

photography that clearly reflects our 

capabilities across industries and 

regions, featuring objects, settings 

and people in real life settings. 

Avoid abstract, birds-eye-view or 

distant shots; instead, choose 

photography that features direct, in-

the-moment scenes that convey our 

expertise, passion, and creativity.

When possible, lead with photography 

that features MMA colleagues instead 

of stock photography. Click here to 

access our national library of 

colleague photography.

https://mmcglobal.sharepoint.com/:f:/r/teams/MMAMarComm924851/Shared%20Documents/General/Brand%20Library/_National%20Photo%20Library?csf=1&web=1&e=ncuWb5
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Tier 1

Professional lifestyle and headshots

Shot by a professional photographer for 

highest-quality, custom photography to 
be used in national campaigns (for ads, 

print, and booths). 

Click here to access the Tier 1 library.

Tier 2

Professional events and meetings

Shot by a professional photographer for 

national and regional events and 
meetings (for web and print). 

Click here to access the Tier 2 library.

Tier 3

In-house events and meetings

Shot by internal photographers or 

colleagues national and regional events 
and meetings (for web and social). 

Click here to access the Tier 3 library.

https://mmcglobal.sharepoint.com/:f:/r/teams/MMAMarComm924851/Shared%20Documents/General/Brand%20Library/_National%20Photo%20Library/_Tier%201_Professional%20Lifestyle?csf=1&web=1&e=Hp3Q6e
https://mmcglobal.sharepoint.com/:f:/r/teams/MMAMarComm924851/Shared%20Documents/General/Brand%20Library/_National%20Photo%20Library/_Tier%202_Professional%20Event_Meetings_TeamBuilding?csf=1&web=1&e=z2kdV7
https://mmcglobal.sharepoint.com/:f:/r/teams/MMAMarComm924851/Shared%20Documents/General/Brand%20Library/_National%20Photo%20Library/_Tier3_InhouseShot_Event_Meetings/2025?csf=1&web=1&e=oOZ8dO
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In layouts

Photography will be a driving force in helping 

to bring our brand to life. It is an integral part 

of our layouts and requires carefully selected 

photos that work well with our graphic devices.

When using the gradient color block with white 

text, you will need to select a photo with a 

darker contrast to allow the text to be legible. 

Selecting a “darker” photo does not mean it 

needs to feel overly serious. The subject can 

still be friendly, approachable, etc.

Add a slight transparency to the color block to 

allow the image behind it to show through. 

Opacity will range from 90-95% based on the 

color and photo selected. Choose photography that also works well with the gradient to help elevate the layout.
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Cropping

Select photos with minimal background or with 

one main subject and that work well to 

compliment the color block, Photos with too 

many subjects or a complex background will 

feel overwhelming. The best approach is using 

photography with a maximum of three subjects.

Subjects that are on the right side of the photo 

work best to allow room for the color block and 

text. You may need to scale up or down a photo 

to place it in an optimal position where faces or 

main subjects are not cut off by the color block.

If there is difficulty selecting an image with the 

color block, revert to using the alternate photo 

block layout, full image or no image approach.

When selecting photos from Adobe Stock, utilize the filters on the left-hand side to indicate

depth of field, isolated image, room for text etc. This will help narrow your search.



Marsh & McLennan Agency LLC

Photography

55

Usage examples

Do not use over-composed, overlaid, or manipulated images or clipart.

X X X

✓ ✓ ✓
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Colleague portraits

We use clean solid white backgrounds for our colleague 

imagery. These simple backgrounds provide the ability to 

silhouette and celebrate the individuality of our colleagues.

When creating colleague portraits:

• Ensure camera placement, lighting, framing, and background 

remain consistent across all subjects and poses

• Include both posed and candid shots with a mixture of direct 

eye contact as well as looking away from the camera

• Subjects should appear friendly, authentic, and relaxed

• Outfits should vary from business (formal, suit/tie, pantsuit) to 

casual (polo, blouse, jeans, khakis) with muted tones
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Treatments

Gradient splash Gradient overlay Silhouettes and pop-outs
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Campaign art versus core brand elements

While both are visual components in marketing, "campaign art" refers to 

specific creative assets designed for a particular marketing campaign with a 

focused message, while "core brand elements" are the foundational visual and 

messaging components that consistently represent a brand across all 

marketing materials, maintaining a unified identity regardless of the campaign.

Campaign art can be more flexible and dynamic, adapting to the specific goals of 

each campaign, while core brand elements are designed to remain consistent and 

recognizable across different marketing initiatives.

Campaign art is primarily focused on driving immediate action or achieving a specific 

campaign objective, whereas core brand elements aim to build brand awareness, 

recognition, and trust over time.

Examples: Our EHB trend and BI trends each have unique campaign art that include 

a unique pattern, photography treatment, and layout style that should remain only on 

assets related to that campaign. Other examples are our heritage months, limitless 

opportunity brand awareness campaign and our 15 year anniversary campaign. While 

color palette and graphic devices derive from our overarching brand, the elements are 

unique, temporary and should cease being used at the end of the campaign.

Campaign art

Core brand elements
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Employee Health & Benefits Trends Business Insurance Trends

Campaign art
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Examples

Brand Awareness

15 Year Anniversary
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Best practices

Unique patterns, photographic treatments and layout styles used in campaign art should remain only on assets related to 

that campaign. While color palette and graphic devices derive from our overarching brand, the elements are unique, 

temporary and should cease being used at the end of the campaign.

X✓

New updates 

for 2025!

✓ X

Don’t use any of the custom illustrations outside of the EHB Trends report. Don’t use the disco ball in collateral outside of the 15 year anniversary campaign.

X✓ ✓ X

Don’t use the oversized arrow pattern in collateral outside of the BI Trends report. Don’t use the post-it note in collateral outside of the brand campaign.
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Branded text versus wordmark

Treatment Design A – Branded Text

Noto Sans Regular in dark blue or white is used for our business lines, 

certain offerings and capability descriptions. No logo or brand symbol is 

used other than the MMA logo. The MMA logo should always appear 

somewhere on the same page and should be scaled more prominently 

than the branded text.

Branded text should be sized to match 

surrounding document text. It should 

never be locked up with the logo and 

preferred placement is in the footer. If 

needed, it can be used in top right corner 

or above the headline.

Treatment Design B – Wordmark

MMC Display Condensed is used to create name artwork for 

programs, functions, capabilities or offerings in order to 

provide greater distinction. The MMA logo should be placed 

somewhere on the same page as the name artwork but 

SHOULD NOT be “locked up” with the MMA logo.

A logo mark can be used in certain 

instances with the Name artwork.
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MMA Cares

MMA Cares is our philanthropic arm 

that is dedicated to making a positive 

impact in the communities we serve.

The recommended approach for 

MMA Cares logo usage is for internal 

assets and event signage only. 

If there is a business case for using 

the MMA Cares logo on external 

assets it needs to be in close 

proximity to the MMA logo and 

approved on a case-by-case basis by 

the national team. 

Logo

Postcard

64

Landing page

Example artwork
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Regional advertising templates are available in the rebrand 

library. We have created a collection of pre-made 

advertisements that speak to various audiences including 

prospects and clients as well as partnering firms and 

businesses. Each photo has been carefully selected to 

match the overall color of the ad as well as relate to the 

desired audience.

The MMA logo and tagline are in the same position on all 

ads to create consistency. A gradient color bar has been 

added to the top and bottom of the ads. 

Character styles for font and color are set as well as 

paragraph styles for various size headlines within the 

template. Because each region has different needs for their 

ads, we are hoping this will be a collaboration between 

regions and the national team to help infuse our limitless 

narrative in ad copy that is created for additional versions.
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A collection of pre-made national advertisements are available that have photography selected to work well with the color 

block concept. These templates are for national use only.
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Advertising (headline driven)
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Long form thought leadership report
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Short form thought leadership report
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2-columns With cover1-column
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Social media
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Gradients should not be used in headlines for email headers. Please use solid colors for headlines.
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Quote/callout slides

Content slidesDivider slides

Important notes

Please do not add gradient text to any internal slide headlines. Headlines
should always be dark blue. Gradient text can be used on the cover,

callouts, quotes, and stats.

Try to maintain small files sizes for PowerPoints by not importing high-

resolution pictures. If the file size is too large with pictures, the “compress 

pictures” panel within PowerPoint can be used to reduce the file size.
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Leadership bio Colleague bio
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Only use Arial for email signatures and refrain from using cursive or other 

fonts that look like signatures. Please use “|” to separate information.

No colors outside of MMC Dark Blue and core blue hyperlinks should be 

used. Only use approved MMA logo (no stretched logos or icons.) Make 

sure to separate co-branded logos with a 1pt line rule.

For a clean format, do not add quotes, Insight colors, headshots or 

credential seals. All additional images and statements should go below the 

signature and never above the person’s name.

Acceptable additions to your email signature:

• MMA logo, co-branded logo, or legacy agency logo

• State-mandated agency license number (California)

• A resource link (COVID-19 resource page, LinkedIn profile, office map…)

• Best Places to Work logo, or similar award

• Customer thermometer buttons

• Upcoming holiday closures or PTO (temporary)

Employee Name (Optional pronouns), Accreditations 
Job Title, Designations (if applicable), Optional Practice Area 

T +1 212 345 6000 | M +1 212 345 0001 | F +1 212 345 0001

Address 1 | Address 2 | City, State | Zip

First.Last@MarshMMA.com | MarshMMA.com

Facebook | Instagram | LinkedIn | X | YouTube

A business of Marsh McLennan

Marsh & McLennan Agency LLC

Please see our Privacy Notice.

mailto:First.Last@MarshMMA.com
http://www.marshmma.com/
https://www.facebook.com/LifeatMMA
https://www.instagram.com/lifeatmma/
https://www.linkedin.com/company/marsh-mclennan-agency/
https://twitter.com/Marsh_MMA
https://www.youtube.com/channel/UCN8Wd0k_PW9H_UcAxTb470Q
https://www.marshmma.com/us/privacy-notice.html
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Letterhead News release Promotional swag
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Our business cards come in five

colorways all in one box to showcase

our expressive and diverse brand.

Our preferred national print vendor is 

Taylor Communications. Nationally 

approved business card templates, 

including alternate versions for 

Retirement and California, are 

available for ordering on their print 

portal, SmartWorks.

If your region is working with a local 

print vendor, please reach out to the 

national design team for artwork.

Core blue/light blue colorway – front and back Purple/pink colorway – front and back

Pink/orange colorway – front and back Orange/yellow colorway – front and back

Turquoise/light teal colorway – front and back
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Examples of tradeshow booths, promotional materials, and SWAG for giveaways

Tradeshow booth materials Promotional materials SWAG (giveaways)

Drop your bu siness card for a chance to wi n A irp ods Pro!

Win Apple 
Airpods Pro!

Tradeshow booth materials can be ordered in the Geiger store.

80

https://mma.geigershops.com/MMA/product-categories/banners/general-banners
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The Marsh McLennan templates toolbar in each 

of the core Microsoft Office applications is an 

essential toolset for creating on-brand 

documents, presentations, and spreadsheets. 

The toolbar provides helpful functionality for 

creating letters, memos, reports, and on-screen 

presentations, making it easy to stay on-brand 

and enhance your presentations, documents, 

and spreadsheets through access to a range of 

approved images, icons, and libraries.

For more information about the MMC Template 

Toolbar, click here.

For the MMA U learning track, click here.

https://brand.marshmma.com/document/754#/-/mmc-templates-toolbar
https://www.mymmaportal.com/colleague/s/learning-plan-detail-standard?ltui__urlRecordId=a4bVt000000cI5ZIAU
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Marsh McLennan Agency and Marsh McLennan 

businesses have built a robust brand portal for 

colleagues to access brand guidelines, templates 

and brand assets.

All colleagues have access to the main brand 

portal. A separate Designer tab is available for 

MarComm colleagues as a resource for the 

latest design templates, extended guidelines 

and additional design elements.

https://brand.marshmma.com

Have questions? Reach out!

Erin.Quigley@MarshMMA.com 

Rachel.Katz@MarshMMA.com 

Debbie.Neff@MarshMMA.com

https://brand.marshmma.com/
mailto:Erin.Quigley@MarshMMA.com
mailto:Rachel.Katz@MarshMMA.com
mailto:Debbie.Neff@MarshMMA.com
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