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For over 20 years, we’ve been 
IRFXVLQJ DQG UHÝQLQJ RXU SURJUDPV� 
FRQVLVWHQWO\ LPSURYLQJ RXU SURFHVVHV 
DQG WKRURXJKO\ HGXFDWLQJ RXU WHDP  
DQG RXU EURNHU FOLHQWV� :HpYH EHFRPH 
H[SHUWV DW ZKDW ZH GRf DQG ZH DUH 
KHUH WR KHOS JXLGH RXU EURNHU FOLHQWV 
WR EH H[SHUWV WRR� 
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W E ’ R E D I S T I N G U I S H E D P R O G R A M S .

,I \RXU FOLHQWV DUH XQGHU�LQVXUHG RU ORRNLQJ WR FRYHU D SDUWLFXODU ULVN� WKHQ 
ORRN WR 'LVWLQJXLVKHG 3URJUDPV� 6LQFH RXU EHJLQQLQJ� ZH KDYH SURYLGHG 
KLJK OLPLW XPEUHOOD SROLFLHV IRU FRPPHUFLDO UHDO HVWDWH� DQG WR WKLV GD\ RXU 
KLJK OLPLW SURJUDPV UHPDLQ WKH FOHDU FKRLFH LQ RXU DUHDV RI VSHFLDOW\ IRU 
VXSHULRU FRYHUDJH� FRPSHWLWLYH SULFLQJ DQG DWWHQWLYH VHUYLFH�   

$ORQJ RXU SDWK� ZH DOVR GHYHORSHG VHYHUDO DGGLWLRQDO SURJUDPV 
GHVLJQHG WR VHUYH UHODWHG DQG DQFLOODU\ ULVNV LQ VHYHUDO GLVWLQFW PDUNHWV� 
7KHVH VSHFLDOL]HG SURJUDPV KDYH DOVR EHFRPH NQRZQ IRU RXU EUHDGWK 
DQG TXDOLW\ RI FRYHUDJH WKDW FDQ RWKHUZLVH EH YHU\ GLʼFXOW WR FRPH  
E\ WKURXJK RWKHU PDUNHWV�

We Are Distinguished Programs.
A national insurance program manager providing 
specialized insurance programs to brokers and agents. 
  
:H GRQpW SURYLGH LQVXUDQFH SURJUDPV IRU HYHU\WKLQJ�  
ZH SURYLGH LQVXUDQFH SURJUDPV IRU Real Estate, 
Community Associations, Hospitality & Restaurants  
and Cultural Institutions – and in our distinct areas  
RI H[SHUWLVH� ZH DUH XQPDWFKHG�
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1HHG DQ XPEUHOOD" 
8PEUHOOD LQVXUDQFH SURJUDPV HQDEOH LQVXUDQFH EX\HUV WR UHGXFH 
FRVWV DQG LPSURYH SURWHFWLRQ WKURXJK JURXS SXUFKDVLQJ SRZHU�  
'LVWLQJXLVKHG 3URJUDPV LV D SLRQHHU LQ WKH GHYHORSPHQW RI 
XPEUHOOD SURJUDPV� DQG GHYHORSHG WKH FRXQWU\pV ÝUVW 5HDO (VWDWH 
8PEUHOOD /LDELOLW\ 3XUFKDVLQJ *URXS LQ ����� 7KH SURJUDP KDV 
EHHQ D SURGXFW RI FKRLFH HYHU VLQFH�



5

W E ’ R E D I S T I N G U I S H E D P R O G R A M S .

REAL ESTATE 
'R \RX KDYH D FOLHQW ZLWK D JURXS RI RʼFH EXLOGLQJV" 
2U PD\EH D FOLHQW WKDW KDV EXLOGLQJV VLWWLQJ YDFDQW" 
2XU 5HDO (VWDWH SURJUDP HQDEOHV UHDO HVWDWH HQWLWLHV 
WR JHW H[FHSWLRQDO SULFLQJ DQG KLJK FRYHUDJH OLPLWV RQ 
OLDELOLW\ LQVXUDQFH IRU UHDO HVWDWH ULVNV� 7KLV SURJUDP 
LV VSHFLÝF WR SDUWLFXODU W\SHV RI EXLOGLQJV WKDW FRXOG 
include the following:

• $SDUWPHQW EXLOGLQJV

• 6KRSSLQJ FHQWHUV

• 2ʼFH EXLOGLQJV

• $ʻRUGDEOH KRXVLQJ

• 3ODQQHG XQLW GHYHORSPHQWV

• &RPPXQLW\ DVVRFLDWLRQV

• &RQGRPLQLXPV 	 FRRSHUDWLYHV

HOSPITALITY & RESTAURANTS
:H YLHZ RXU SDUWQHUVKLS ZLWK RXU EURNHUV DQG WKHLU 
FOLHQWV DV PRUH WKDQ MXVW LQVXUDQFH� :LWK 'LVWLQJXLVKHG 
3URJUDPV� KRWHOV DQG UHVWDXUDQWV EHQHÝW IURP ÝQDQFLDOO\ 
VHFXUH PDUNHWV� EURDG FRYHUDJH� KLJK OLPLWV� VHUYLFH 
IURP LQGXVWU\ H[SHUWV� DQG JURXS SXUFKDVLQJ SRZHU� 2XU 
6SHFLDOW\ +RWHO 8PEUHOOD 3URJUDP LV RQH RI WKH ORQJHVW 
running in the country. If your clients fall into any of 
WKH EHORZ FDWHJRULHV� LWpV WLPH WR WDON WR 'LVWLQJXLVKHG 
3URJUDPV WRGD\�

• /X[XU\ KRWHOV

• 0LG�PDUNHW KRWHOV

• Full service resorts

• &DVLQRV DQG JDPLQJ KRWHOV

• 5LYHUERDW FDVLQRV

• 5DFHWUDFNV

• 6RYHUHLJQ QDWLRQ FDVLQRV

• 7KHDWHUV DQG HQWHUWDLQPHQW YHQXHV

• Franchised hotels

• ,QGHSHQGHQWO\ RZQHG KRWHOV ZLWK OLPLWHG DPHQLWLHV

COMMUNITY ASSOCIATIONS
$V WKH GHÝQLWLRQ DQG VWUXFWXUH RI FRPPXQLWLHV FKDQJH 
IURP JHQHUDWLRQ WR JHQHUDWLRQ� WKH QHHGV RI WKRVH 
FRPPXQLWLHV FKDQJH DV ZHOO�  ,I \RXU FOLHQWV GRQpW KDYH 
WKH ULJKW LQVXUDQFH� WKHLU SHUVRQDO DVVHWV FRXOG EH RQ 
WKH OLQH LI D GLVSXWH DULVHV� 0DNH VXUH WKH\ DUH SUHSDUHG� 
We have been involved in this class of business for 
DOPRVW DV ORQJ DV WKHUH KDYH EHHQ FR�RSV� FRQGRV DQG 
SODQQHG XQLW GHYHORSPHQWV� +HUH DUH MXVW D IHZ RI WKH 
W\SHV RI &RPPXQLW\ $VVRFLDWLRQV WKDW ZH VXSSRUW� 

• &RQGRPLQLXPV

• &RRSHUDWLYHV

• +RPHRZQHUV DV D SDUW RI D FRPPXQLW\

• &RPPHUFLDO FRQGRV

• 7LPHVKDUH�LQWHUYDOV

• 3ODQQHG XQLW GHYHORSPHQWV

CULTURAL INSTITUTIONS  
7KH UHDOLW\ LV WKDW QR PDWWHU KRZ EHORYHG DQ LQVWLWXWLRQ 
LV� PRVW FDQ� DQG GR� JHW VXHG E\ WKH SXEOLF DQG WKHLU 
RZQ HPSOR\HHV� $V FXOWXUDO LQVWLWXWLRQV HYROYH WR PHHW 
WKH FKDQJLQJ QHHGV RI WKH HQYLURQPHQW LQ ZKLFK WKH\ 
RSHUDWH� LWpV PRUH LPSRUWDQW WKDQ HYHU WR KDYH WKH 
ULJKW OLDELOLW\ LQVXUDQFH SURWHFWLRQ� ,I \RXU QRW�IRU�SURÝW 
client falls into any of the following areas, they should 
FRQVLGHU RXU &XOWXUDO ,QVWLWXWLRQV 3URJUDP�

• $UW PXVHXPV

• ,QWHUDFWLYH�KDQGV RQ PXVHXPV

• $TXDULXPV

• Zoos

• +LVWRULFDO VLWHV

• Botanical gardens

$V OHDGHUV LQ OLDELOLW\� ZH EXLOG FRPSUHKHQVLYH LQVXUDQFH SURJUDPV ZLWK EURDG FRYHUDJHV�  
VSHFLDOL]HG WR WKH XQLTXH QHHGV RI WKH IROORZLQJ ULVN DUHDV�

If your clients fall 
into any of these 

categories, talk to 
your Distinguished 
3URJUDPV DFFRXQW 

PDQDJHU IRU JXLGDQFH� 
:H DUH KDSS\ WR KHOS�
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CULTUR AL 
INSTITUTIONS

We earn our 
reputation 
everyday. 
2XU WHDP KDV WKH NQRZOHGJH 
DQG H[SHULHQFH QHHGHG WR KHOS 
brokers and agents showcase their 
H[SHUWLVH ZKHQ WKH\ VHOO� :H UHDOL]H 
WKDW RXU VXFFHVV LV GHSHQGHQW RQ 
WKHLU VXFFHVV DQG ZHpYH PDGH D 
history of aligning our interests 
ZLWK WKHLUV t ,WpV ZKDW PDNHV RXU 
FOLHQWV DQG SDUWQHUV VD\ WKDW LQ WKH 
industries we serve, Distinguished 
3URJUDPV LV WKH SUHIHUUHG PDUNHW�

30% BUILDING OCCUPANCY = VACANCY

HOSPITALITY & 
RESTAURANTS

REAL ESTATE
COMMUNIT Y 

ASSOCIATIONS

OFFICES IN

5
STATES
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W E ’ R E D I S T I N G U I S H E D P R O G R A M S .

INSURANCE BROKERS  
I N  O U R  C U R R E N T  N E T W O R K . 

2500+ 

OF ALL NON-PROFIT CLAIMS ARE FILED UNDER 
DIRECTORS AND OFFICERS LIABILITY POLICIES
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W E ’ R E D I S T I N G U I S H E D P R O G R A M S .

Selling insurance can be hard. 
Distinguished Programs makes it easy.

We know everything there is to know 
about serving clients in our areas of 
VSHFLDOW\� DQG ZH SXW WKDW NQRZOHGJH WR 
XVH HDFK GD\ LQ WKH LQWHUHVW RI KHOSLQJ 
EURNHUV DQG DJHQWV VHUYH WKHLU FXVWRPHUV 
and grow their businesses.

2XU VSHFLÝF PDUNHW NQRZOHGJH KHOSV XV 
SURYLGH WKH PRVW FRPSUHKHQVLYH� IDLUO\ 
SULFHG DQG ZHOO VHUYLFHG SURJUDPV LQ 
the industry. We extend that value by 
educating our clients so that they can 
GHYHORS D OHYHO RI FRPIRUW VXUURXQGLQJ 
RXU SURJUDPV� DQG LQ WXUQ� FRQÝGHQWO\ 
DGYLVH DQG VHUYH WKHLU RZQ FXVWRPHUV�

'LVWLQJXLVKHG 3URJUDPpV EURNHU IULHQGO\ 
RQOLQH V\VWHPV OHW \RX TXDOLI\� TXRWH� ELQG 
DQG LVVXH SROLFLHV LQ PLQXWHV ZLWK PLQLPDO  
GDWD HQWU\� 2XU VWUHDPOLQHG VXEPLVVLRQV� 
TXLFN TXRWH LQGLFDWLRQV DQG DXWRPDWLF 
UHQHZDOV KHOS \RX JHW EXVLQHVV GRQH  
ZLWK VSHHG DQG HʼFLHQF\�

Streamlined submissions 
+ quick quotes 

+ automatic renewals

Speed  
and  
eʼciency

Guaranteed hour policy 
issuance.

The Gigwalk app makes assessing risks 
easy as point, shoot and send.
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W E ’ R E D I S T I N G U I S H E D P R O G R A M S .

High limits. Low risk.
:H FKRRVH RXU FDUULHU SDUWQHUV FDUHIXOO\� 
Financial strength and a willingness to  
do the deal are only the beginning. 
Carriers need to know and understand 
the business we’re writing and have a 
solid track record for sticking with that 
W\SH RI EXVLQHVV RYHU WLPH� 

.HHSLQJ D SURJUDP JURZLQJ DQG 
ÝQDQFLDOO\ VWURQJ LV D EDODQFLQJ DFW� 
7KURXJK VRSKLVWLFDWHG DQDO\WLFDO 
FDSDELOLWLHV� ZH DUH FRQVLVWHQWO\ IRFXVHG 
RQ SLQSRLQWLQJ WKH ULVN FKDUDFWHULVWLFV 
DQG SULFLQJ OHYHOV QHHGHG WR PDLQWDLQ 
FRPSHWLWLYHO\ SULFHG SURJUDPV DQG 
VXVWDLQHG SURILWDELOLW\� $ SURDFWLYH 
DSSURDFK WR ORVV FRQWURO DQG FODLPV KHOSV 
XV LGHQWLI\ DQG PDQDJH WUHQGV WKDW FDQ 
QHJDWLYHO\ LPSDFW SURJUDP HFRQRPLFV�

Design, distribute 
and manage

commercial insurance programs.

Licensed in all states.

submissions processed online.
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W E ’ R E D I S T I N G U I S H E D P R O G R A M S .

Turning everyday brokers into 
extraordinary advisors.
,WpV RXU MRE WR KHOS EURNHUV XQGHUVWDQG 
WKH FRPSOH[LW\ EHKLQG VSHFLDOL]HG 
LQVXUDQFH� 6LQFH ZH DOUHDG\ XQGHUVWDQG 
the subtleties within the industry, 
EURNHUV GRQpW KDYH WR H[SODLQ DOO RI WKH 
details of their quote or request. We can 
JXLGH WKHP WR DQ LQIRUPHG DVVHVVPHQW 
DQG FRQFOXVLRQ� SURYLGLQJ LQVLJKWV DQG 
sharing thoughts that can be conveyed 
to their clients. We look beyond the 
VXUIDFH WR WKH ZKROH SLFWXUH WR SXW 
WRJHWKHU D FRPSOHWH SDFNDJH IRU FOLHQWV� 
)URP WKH LQLWLDO TXRWH WR WKH LVVXDQFH RI 
SROLFLHV WKURXJK WKH DXWR UHQHZDO� ZH 
PDNH LW HDV\ IRU EURNHUV� DQG HYHQ HDVLHU 
for their clients.

We have 
handled 

hospitality�specific claims 

hotel rooms nationally.

Our Specialty Hotel Umbrella insures 

One of a select group of program 
managers to earn Target Markets’ 
“Best Practice Designation”.
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Underwriters & Claims. 
Handling that’s simple — for 
both you and your customers.
2XU XQGHUZULWHUV DQG FODLPV SURFHVVLQJ 
DGPLQLVWUDWRUV DUH WKH PRVW NQRZOHGJHDEOH  
in our industry, and are able to assess and guide 
brokers and agents through the often-convoluted 
SDWK RI DVVHVVLQJ D ULVN RU VHUYLFLQJ D ORVV�

7KH\ DUH NQRZQ IRU WKHLU UHVSRQVLYHQHVV DQG 
RYHUDOO H[FHOOHQW FRPPXQLFDWLRQ VNLOOV� DQG RXU 
TXRWLQJ DQG DSSURYDO SURFHVVHV DUH VRPH RI WKH 
fastest in the industry.

2XU q4XLFN 4XRWH 6HUYLFHr GHOLYHUV IDVW SULFLQJ 
LQGLFDWLRQV ZLWKRXW KDYLQJ WR FRPSOHWH IXOO 
DSSOLFDWLRQV� 2XU HOHFWURQLF SROLF\ SURFHVVLQJ  
KHOSV HQVXUH WKDW \RX UHFHLYH DFFXUDWH� RQ�WLPH� 
QHZ SROLFLHV DV ZHOO DV DXWR UHQHZDOV�

6LPSO\ SXW� ZH NQRZ WKH LQGXVWU\� :H ZRUN ZLWK 
EURNHUV RQ D GDLO\ EDVLV WR GHYHORS FUHDWLYH� FRVW�
HʻHFWLYH VROXWLRQV WKDW DUH JHDUHG WR PDNH \RXU 
life easier. We understand the risks you face and 
ZH DUH KHUH WR KHOS PDNH \RX DQ H[SHUW�

:H UHDOL]H WKDW RXU VXFFHVV LV GHSHQGHQW RQ  
our brokers’ and agents’ success, and we’ve  
PDGH D KLVWRU\ RI DOLJQLQJ RXU LQWHUHVWV ZLWK \RXUV� 
,WpV ZKDW PDNHV RXU FOLHQWV DQG SDUWQHUV VD\ WKDW LQ 
the industries we serve, we are truly Distinguished 
Programs.
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W E ’ R E D I S T I N G U I S H E D P R O G R A M S .

Ready to learn more 

about how Distinguished 

Programs can help  

you build your business  

and better serve  

your clients?  

Visit us online at  

www.distinguished.com 

or to speak with  

an expert today,  

call 1-888-355-4626.
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We Are Distinguished Programs.
IDENTITY STATEMENT

Distinguished Programs is a National Insurance 
Program Manager providing specialized Insurance 
Programs to brokers and agents with specific  
expertise in Real Estate, Community Associations, 
Cultural Institutions and Hospitality & Restaurants.

ICONOGRAPHY

IDENTITY

BRAND
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COLOR

LOGO

IMAGERY
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OVERVIEW

‘Distinguished.’ is the holding company for Certus Claims, Resource Pro, Distinguished Programs, Distinguished Insuance 
Services, Distinguished RE, and the Distinguished Social Venture Foundation. Distinguished Express and Specialty are 
divisions under Distinguished Programs. The diagram below shows the relationships of all the companies under the 
‘Distinguished.’ holding company. 

Brand Hierarchy

SM
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OVERVIEW

The consistent usage of a logomark is critical in maintaining the integrity of a brand across various applications.
The examples below display the correct color usage for the Distinguished Programs logo. No other color combinations
of the logomark should be used without permission.

Logo Usage

Logo Version 1

Logo Version 2

Logo Version 3
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OVERVIEW

Division name logos have the same rules as the main logo. Division names should only be used in email signatures and 
business cards. Distinguished Programs logo should be used for all other instances, i.e. Answering a phone call, you 
would say, “Hello, Distinguished Programs, this is...”

Logo Usage—Division Names

Logo Version 1 Logo Version 1

Logo Version 2 Logo Version 2

Logo Version 3 Logo Version 3
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LOGO USAG E

The Distinguished Programs logo has set clear areas and minimum sizing. The clear area specified below allows for 
equal space around the logo, determined by the height of the logo itself. When the logo is scaled, the clear area will 
scale relative to the logo. The minimum size the logo should be scaled to is 1.25in in width.

Clear Area + Minimum Size

X

1.25 inches

Improper Usage

DO NOT stretch or skew the logo in any way.

The consistent usage of a logomark is critical in maintaining the integrity of a brand across various applications. The 
guidelines below have been developed to ensure that consitency is reached and the Distinguished Programs logo use 
is standardized.

DO NOT crop the logo.

DO NOT rotate the logo on an angle.
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LOGO USAG E

DO NOT alter the relationship between the logo elements.

DO NOT alter the color.

DO NOT place the logo on a high-contrast background.

DO NOT flip the colors of the logo.

Lorem ipsum dolor sit amet, nec metus, rutrum ultrices enim, 
curabitur ipsum nibh cras eu. 

DO NOT crowd the logo with graphic elements (including typography, illustration, or
photography) or introduce other elements to the logo (such as a drop shadow or halo).

DO NOT place the logo on a similarly-toned background.
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WHITEWHITE

PALE BLUEPALE BLUE

LIGHT BLUELIGHT BLUE

MEDIUM BLUEMEDIUM BLUE

DARK BLUEDARK BLUE

GOLDGOLD

METALLIC GOLD

BLACK
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Color Usage
OVERVIEW

Page 6 and 7 display the color codes that may be needed to correctly reproduce the approved Distinguished Programs 
brand colors. Please note, color may vary from monitor to printer, so using the colors below is the best way to maintain 
optimal color consistency. Pay special attention to how the PMS color may change depending on if you are printing on 
coated or uncoated paper. Be sure to calibrate your screen to your internal printer in order to match the color on screen. 
When outsourcing print materials, you will need to calibrate your screen and settings to the printer’s specifications. Be 
sure to ask for calibration standards and note that file as calibrated accordingly when it is sent to the printer.

WHITE

Coated:  —
Uncoated:  —
CMYK: 0/0/0/0
RBG: 255/255/255
Web: #FFFFFF

PALE BLUE

Coated: PMS+ 636 C 40% Tint
Uncoated:  PMS+ 636 U 40% Tint
CMYK: 43/1/7/0
RBG: 138/210/230
Web: #d2EEF6

LIGHT BLUE

Coated:  PMS+ 636 C
Uncoated:  PMS+ 636 U
CMYK: 38/0/5/0
RBG: 144/215/231
Web: #87D2E7

MEDIUM BLUE

Coated: PMS+ 637 C
Uncoated:  PMS+ 637 U
CMYK: 65/0/7/0
RBG: 82/198/226
Web: #3AC1E1

DARK BLUE

Coated:  PMS+ 641 C
Uncoated:  PMS+ 641 U
CMYK: 100/25/0/18
RBG: 0/115/176
Web: #0066A1

GOLD

Coated: PMS+ 7503 C
Uncoated:  PMS+ 7503 U
CMYK: 10/15/45/28
RBG: 167/158/112
Web: #B8A06C

METALLIC GOLD

Coated:  PMS+ 871 C
Uncoated:  PMS+ 871 U
CMYK: —
RBG: —
Web: —

BLACK

Coated: Pantone Black C
Uncoated:  Pantone Black U
CMYK: 25/25/25/100
RBG: 0/0/0
Web: #212526
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Dd
Dd
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Typography
HEADLINES

Headlines are typically 300% the size of the body text. For example, if the body text is 9pt, the headline
should be 27pt. Headlines are Sentence Case and used with the Gotham Light Typeface.

SUB-HEADLINE 1

Subheads are typically set in Gotham, Light, 15pt. and are Sentence Case. The primary font family, Gotham, also
includes other font weight variants that can be used for pull quotes, callouts or for other special exceptions.

SUB-HEADLINE 2

Subheadline 2 is typically set in the primary font family, Proxima Nova, Bold, 8pt. and featured in ALL CAPS. It should 
EH XVHG IRU PRUH VSHFLÝF FDWDJRUL]DWLRQ DQG ODEHOLQJ ZKHUHHYHU QHFHVVDU\� 3UR[LPD 1RYD DOVR LQFOXGHV RWKHU IRQW 
weight variants that can be used for footers, body copy, or for other special exceptions.

BODY COPY

It is recommended that body copy is set in our secondary font — Proxima Nova, Regular, 9-12pt, depending on the 
application. As a general rule, the amount of space between lines, or leading, expressed as a percentage of point size, 
VKRXOG EH QR OHVV WKDQ ����� �)RU H[DPSOH� LI \RXU ERG\ WH[W LV DW �� SRLQWV� \RX VKRXOG FRQVLGHU D OLQH VSDFLQJ VHWWLQJ 
RI DW OHDVW �� SRLQWV�� :H GR QRW H[SHFW RXU HPSOR\HHV WR SXUFKDVH DQ\ IRQWV� :KHQ XVLQJ D 0LFURVRIW SURJUDP
�:RUG� 337� ([FHO� RU HPDLO� \RX PD\ XVH 9HUGDQD�

GOTHAM LIGHT gotham light

GOTHAM LIGHT ITALIC gotham light italic

GOTHAM BOOK gotham book

GOTHAM BOOK ITALIC gotham book italic

GOTHAM MEDIUM gotham medium

GOTHAM MEDIUM ITALIC gotham medium italic

Primary Typeface
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T YPOG R APHY

GOTHAM BOLD gotham bold

GOTHAM BOLD ITALIC gotham bold italic

Secondary Typeface

PROXIMA NOVA THIN proxima nova thin

PROXIMA NOVA THIN ITALIC proxima nova thin italic

PROXIMA NOVA LIGHT proxima nova light

PROXIMA NOVA LIGHT ITALIC proxima nova light italic

352;,0$ 129$ 5(*8/$5 SUR[LPD QRYD UHJXODU

PROXIMA NOVA REGULAR ITALIC proxima nova regular italic

PROXIMA NOVA SEMIBOLD proxima nova semibold

PROXIMA NOVA SEMIBOLD ITALIC proxima nova semibold italic

PROXIMA NOVA BOLD proxima nova bold

PROXIMA NOVA BOLD ITALIC proxima nova bold italic

Web Fonts

PROXIMA NOVA LIGHT proxima nova light

352;,0$ 129$ 5(*8/$5 SUR[LPD QRYD UHJXODU

PROXIMA NOVA BOLD proxima nova bold

PROXIMA NOVA EXTRABOLD proxima nova extrabold
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T YPOG R APHY

Typography In Use

1180 Ave. of the Americas  
16th Floor 
New York, NY 10036 
888.355.4626

T  212.297.3136  
M 267.885.6350

jderosa@distinguished.com 
@jgderosa 

Joseph DeRosa
Senior Vice President 
Sales & Marketing

Body Copy

Body Copy

Sub-Headline 1

Sub-Headline 2

Headline
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T YPOG R APHY

Sub-headline 2

Web Fonts In Use

Proxima Nova Light

Proxima Nova Bold

Proxima Nova Regular

Proxima Nova Light
and Bold

Proxima Nova ExtraBold
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Iconography
OVERVIEW

The Distinguished Programs brand has two common icon usages that should be understood by all for proper applica-
tion: Dots and Gold Bars. The following displays examples of these elements in proper use in and instructions on how 
to apply them creatively and consistently.

DOTS

Dots are always used in a linear sequence at 2pt size. They may be used as a dividing line, a pattern, or vertical or 
horizontal rule. The dots must not extend beyond the width or heighth of the text and should always be used in Gold. 

GOLD BAR

The gold bar has 2 variations: The business card version is smaller is set to 0.5875 in. wide x 0.175 in. high.
7KH VWDQGDUG YHUVLRQ �DV GLVSOD\HG DERYH� LV VHW WR ��� LQ� ZLGH [ ������ LQ� KLJK� 7KH EXVLQHVV FDUG YHUVLRQ VKRXOG
EH XVHG LQ DSSOLFDWLRQV WRR VPDOO IRU WKH VWDQGDUG YHUVLRQ� ,Q ERWK YHUVLRQV� WKH ER[ LV SRVLWLRQHG ÞXVK WR WKH WRS
of the document.

Iconography In Use

1180 Ave. of the Americas  
16th Floor 
New York, NY 10036 
888.355.4626

T  212.297.3136  
M 267.885.6350

jderosa@distinguished.com 
@jgderosa 

Joseph DeRosa
Senior Vice President 
Sales & Marketing

*ROG %R[ u %XVLQHVV &DUG 9HUVLRQ*ROG %R[ u 6WDQGDUG 9HUVLRQ

Gold Dots
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Iconography
BLUE ACCENTS

While gold and black are the main brand colors, the shades of blue may be used as graphic elements to help accent 
pieces. Here are some examples of how the blue can be used as an accent. 
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Imagery
OVERVIEW

The Distinguished Programs image style is includes two distinct looks: Custom Color Imagery and Black & White 
Portraiture.  Custom Color imagery consists of gold overlays and rich color infused into a properly composed stock 
photo. Stock photos chosen to represent the Distinguished Programs brand must be directly related to the program 
RʻHUHG DQG IHDWXUHV FRYHUHG� 6WRFN SKRWRJUDSK\ WKDW LV WH[WXUDO LQ QDWXUH VKRXOG UHÞHFW WKH 'LVWLJXLVKHG 3URJUDPV 
dot with a circular reprasentation of some sort along with a subject that is directly applicable to the program. Black and 
white Portraiture should be used for full body images of the Distinguished Programs team as well as cropped shots. 

BLACK & WHITE PORTRAITURE

Full opacity, high contrast black and white imagery is the signature portrait look of the Distinguished Programs brand. 
All portrait photography should be shot on a white background with ample lighting and should capture the full body. 
$OO FURSSHG SKRWRV DUH FXW WR WKH VDPH VL]H �� LQ� [ � LQ�� DQG WKH VXEMHFW VKRXOG EH FHQWHUHG� 7KHUH LV RQH DFFHSWLRQ 
to the black and white portraiture, allowing for color portraiture to be used internally via lync or for a personal LinkedIn 
photo.

CUSTOM COLOR IMAGERY

3KRWRV VKRXOG EH FRPSRVHG RI D SURJUDP�VSHFLÝF VXEMHFW �UHDO HVWDWH� FRPPXQLW\ DVVRFLDWLRQV� FXOWXUDO LQVWLWXWLRQV� RU 
KRVSLWDOLW\ UHODWHG� RU D GHWDLO VKRW WKDW LV WH[WXUDO �PLPLFLQJ FLUFOHV RU GRWV WKURXJKRXW�� 7KH IROORZLQJ SDJHV SURYLGH D 
good range of examples of approved image subjects and color application.

Black & White Portraiture

Color portrait for Lync or LinkedIn usage only.
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I MAG ERY

Custom Color Imagery — Community Associations

SAMPLESAMPLESAMPLE

SAMPLESAMPLESAMPLE

SAMPLE
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I MAG ERY

Custom Color Imagery — Cultural Institutions

SAMPLESAMPLESAMPLESAMPLESAMPLE

SAMPLE

SAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLESAMPLE
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I MAG ERY
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Custom Color Imagery — Real Estate

SAMPLESAMPLESAMPLE

SAMPLE
SAMPLESAMPLESAMPLE
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I MAG ERY
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Custom Color Imagery  — Hospitality

SAMPLESAMPLE

SAMPLESAMPLESAMPLE

SAMPLE



2015 Distinguished Programs Brand Styleguide Page 27

NATIONAL INSURANCE PROGRAM MANAGERS

1180 Ave. of the Americas  
16th Floor 
New York, NY 10036 
888.355.4626

T  212.297.3136  
M 267.885.6350

jderosa@distinguished.com 
@jgderosa 

Joseph DeRosa
Senior Vice President 
Sales & Marketing

OVERVIEW

Distinguished business cards are divided into 3 versions: Distinguished Programs, Distinguished Express and 
Distinguished Specialty. All titles on all templates are to be organized in decending order of status, with each title 
DEEUHYLDWHG H[FHSW IRU WKH ODVW WLWOH LQ WKH VHTXHQFH �VHH ÝJXUH ��� 7KH (PDLO VKRXOG DSSHDU ZLWK WKH ÝUVW LQLWLDO RI 
WKH ÝUVW QDPH IROORZHG E\ WKH IXOO ODVW QDPH �VHH ÝJXUH ��� 7KH IROORZLQJ SDJHV FRYHU WHPSODWH VSHFLÝFV RI WLWOLQJ IRU 
Distinguished employees.  Please read everything carefully before determining which template to use. 

TWITTER HANDLE

A twitter handle may be included with any of the templates below the personalized email address. If there if no twitter 
KDQGOH DYDLODEOH� WKH VSDFH PXVW EH OHIW EODQN �VHH ÝJXUH ���

FIGURE 1

TITLING TEMPATE 1

This template should be used for employees that only hold Distinguished titles. The title should be Sentence Case, 
3UR[LPD 1RYD 5HJXODU� DQG �SW� 6HH ÝJXUH ��

FIGURE 2

Identity Materials
Business Card

Distinguished 
Programs Title

NATIONAL INSURANCE PROGRAM MANAGERS

1180 Ave. of the Americas  
16th Floor 
New York, NY 10036 
888.355.4626

T  212.297.3136  
M 267.885.6350

jderosa@distinguished.com 
@jgderosa 

Joseph DeRosa
Senior Vice President 
Sales & Marketing

Name Title Twitter Handle

Business Card — Templates
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CO LL ATER A L

EXPRESS DIVISION

This template should be used for employees that hold a title at Distinguished Programs and Distinguished Express. 

FIGURE 3

SPECIALTY DIVISION

This template should be used for employees that hold a title at Distinguished Programs and Distinguished Specialty. 

FIGURE 4

DISTINGUISHED.COM

1180 Ave. of the Americas  
16th Floor 
New York, NY 10036 
888.355.4626

O 212.297.3175  
C 123.456.7890

henglish@distinguished.com 

Helen English
EVP, Chief Operations 
2ʼFHU

Express Division 
President

Distinguished Programs 
Title

Distinguished Programs 
Title

Division

Division Title

DISTINGUISHED.COM

Specialty Division 
President

1180 Ave. of the Americas  
16th Floor 
New York, NY 10036 
888.355.4626

O 425.213.5127  
C 123.456.7890

bchase@distinguished.com 

Brooks Chase
President

Division

Division Title
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CO LL ATER A L

Envelope

1180 Ave. of the Americas, 16th Floor, New York, NY 10036

1180 Ave. of the Americas, 16th Floor, New York, NY 10036

1180 Ave. of the Americas, 16th Floor, New York, NY 10036

1180 Ave. of the Americas, 16th Floor, New York, NY 10036
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CO LL ATER A L

Letterhead
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Headline looks like this
Sub-headline 1 looks like this

SUB-HEADLINE 2 LOOKS LIKE THIS

Endem el in ni aut il molorem et magnatur molupta que venis et quosame ndendit am esectiorum et 
pla veratem quiatiae perum ea sed exceper umenda paria endanimint eiciunt harci sed et porempo 
ssimusda ipsa num quos et es nam quo te amet hit moluptaerro quam et doluptatem sinctest volor 
rescitat.

Ehenet voloritio cum que idunt am, core mincimaxim quia am que mo berciis expliquias apernaturion 
est mo minitenisit que aspedigenim ad ma vid es qui totatiis cone repta id molut adiorat.

Git illaut qui temquia nonecea viditio. Ut quam, quature, quiam experis et pratiis incidiorecti vernatatur, 
sitatium fugitas expliberion peligenti dolorit, intur autempo riorumquas quuntiuntia vent que voluptat 
et la num anduci ipsam hillani comnihi liquisin porem ditatet que nobitae quam volore od mod minvenis 
si nemperum quaspel enimilit veniendae nam fugiam, soluptat maio beaquatem ressit odit eum lab 
invellam quo est, simin nim quiaero blatem unt, que venes nesende ratem. Nequasp ereprae num eaqui 
EODP HVWLR� 8W RSWDWXULDP QHVVHGLV YROODER� /HQLD HW� RʼFL WRWDV H[SODFLD YHQWLDH YHOODXWH SUR TXDP� 
tecaepe leneces pa consed que doloribus.

Nem doloria consedia quaecum, occate namus ipsuntiam volorrum volorit ionestius ducil et apedit volor 
DXGDPXVDSHG TXH HW RGLWDWLDWL XW ODXW PD[LPD GL FRQVHFW RWDWHW RFFXV� RʼFLP HQGHELV HWXU UHSHUHV 
dunte siminum re sum ute qui dis as nossitium explabo rempos archicto occus.

Ullabori nesserate nonsequo in exerro esed quo des sust, occus, que nissitis eos derspe molut ma sitat 
exceri consequas quam que volorem velis arcid unt parcit ut am ipit reped que cus non estisqui vollani 
KLFLLV PD DV YROXSWDV VLQ UHLFLG HVHFWH SRUHVW OLTXLDP TXH RʼFLP RORUXP HVWR LQ FRUHQLK LOLTXDH SWDTXLV 
aceaque porerum fugitia volest, quaerio doloria spelique et quiaera que dolum si omnimus voloreproris 
exerum desciis itaecti beatem ame odi derro ea volorum facipient ulparch iliquodio eosam quam in re 
nonsent istio. Et lat minum ium similla del inumentust, quiam fuga. Nam arit latureribus conectiat pores 
magni qui de erspedita non re iliquamus alit arum que volora deliquiam dolore volum repelit licimai 
orepudis endelest, aut quo temquae mincturiae imolupt atemporum acepudiasped quiatias excepelest 
DXW RʼFLPROR FXV TXLD D FXP DFHSHO PDLR EODERUH SHGLSVXQW LXQW ODQWLXU� RʼFDERU VLWDWLR� 8PTXH VXQW�

• Lente laniatiunt ratur, consed quae. Us

• Veni quam et prendi cus et untium, 

• aborerum illuptatur acipsamet reictas 

• aut qui dem velicil incillest, sunt experum 

• apelit, nem quae illauda es alit que plis 

• accusanis nit quam ratum sandignam
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CO LL ATER A L

Email Signature Examples
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CO LL ATER A L

T-Shirts

Custom O�ce Supplies

Mouse Pad

Pen
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OVERVIEW

A Powerpoint template has been designed. The main typeface is Calibri. The template has brand colors set up so 
charts and graphics maintain the correct brand colors. 

The template also has pages set up with images, where the user can drag and drop new images into the space. 

Powerpoint
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1. WELCOME GIFT

New brokers are welcomed with branded notebooks and pen. 

Broker Recognition Kit
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VENDOR: Poppin
ITEM: Black Mini Soft Cover Notebooks
COST (per item): $5.00
MINIMUM QUANTITY: 250
SIZE: 3.5” x 5”
DETAILS: Each notebook could be blind debossed or foil stamped in the proper
Pantone color (871 C - Metallic Gold).  Blind debossed Poppin logo cannot be removed
 It is in the front right corner.

M O N C U R    |    D I S T I N G U I S H E D  P R O G R A M S    |    T H I N K M O N C U R . C O M

VENDOR: Poppin
ITEM: Pool Blue Signature Ballpoint Pen
COST (per item):  $2.00
MINIMUM QUANTITY: 250
SIZE: Medium 1mm tip
DETAILS: Blue Ink, would need to request a sample to match Distinguished Programs 
blue perfectly.  Blind debossed Poppin logo cannot be removed. It is  in the front right
corner. Distinguished Programs logo is printed opposite the Poppin logo.
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2. TAKE A BREAK ON US!

:KHQ D EURNHU VHOOV KLV�KHU �WK SROLF\� WKH\ ZLOO UHFHLYH D 'LVWLQJXLVKHG 3URJUDPV PXJ� ÝOOHG ZLWK VRPH RI WKH ÝQHVW 
FRʻHH DQG D SHUVRQDOL]HG QRWHFDUG�  

Broker Recognition Kit
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ONE YEAR AND THREE MONTH ANNIVERSARY

After one year and three months, brokers will receive the book, Purple Cow by Seth Godin

Broker Recognition Kit
ANNIVERSARY OF FIRST POLICY

To celebrate the one year anniversary, brokers will receive a mini bluetooth speaker and Distinguished t-shirt. 
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Document Header
OVERVIEW

Forms for invoicing or statements will use this header. 



2015 Distinguished Programs Brand Styleguide Page 38

Lobby Sign

M O N C U R    |    D I S T I N G U I S H E D    |    N Y C  L O B B Y  S I G N    |    T H I N K M O N C U R . C O M

L O B B Y  S I G N

6” tall, 1/2” thick black letters, mounted to clear  
plexiglass.

Distinguished “.” painted pms 641 (face and return)

Stud Mounted with 1/4” stand-o�s.

Plexiglass background: 90” x 25”. 

Aluminum mounts on plexiglass.






