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BRAND STORY 
INTRODUCTION

ArmadaCare’s legacy is built on our executive medical reimbursement 
plan, Ultimate Health. Today, we offer solutions to boost benefits for 
other employee classes and even the entire employee population. What 
hasn’t changed is our unwavering commitment to service, our ability to 
drive innovation and our belief that insurance should be used and loved. 

Our brand story is a cohesive narrative that encompasses the facts and 
feelings that are created by our brand; this copy is not intended to be  
used in materials. For copy, please inquire with the marketing team.

OUR WHY
We reimagine health insurance to be what it should be: used,  
loved and a positive, caring experience.

WHAT WE BELIEVE
We believe insurance can be better and should financially protect people 
when they need routine or unexpected care. We believe insurance should 
make you feel cared for. This passion drives us to build solutions that are 
there when needed, used and loved. All our solutions are built on a 
foundation of caring and deliver hallmark, people-first service that  
makes clients want to stay.
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BRAND STORY 
INTRODUCTION

WHO WE ARE
We are a team of experienced and dedicated creators of distinctive insurance 
benefits that are built for employers across the nation to help them reward, 
recruit and retain talented team members. We passionately believe in 
providing benefits that employees can use and love, and we always treat our 
members with genuine care and the highest degree of responsiveness. 

WHO WE SERVE
We bring uncommon solutions to brokers, partners and their employer clients 
to help them solve common business and workforce problems. These are 
clients of all sizes who are willing to invest in their people and who are looking 
for ways to boost benefits to help recruit, retain, and reward key talent.

OUR VISION
We go beyond the ordinary insurance experience so our clients can  
thrive in business and in life. 

OUR MISSION
We help our clients solve common business problems with uncommon 
insurance solutions and a people-first approach to service.
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BRAND STORY 
INTRODUCTION

ABOUT US 
Boilerplate for social media and campaign assets 

A leading insurance program manager, ArmadaCare 
delivers uncommon insurance solutions designed to 
enhance ordinary health benefits. With the steadfast 
belief that insurance should be better, ArmadaCare’s 
plans fill voids in coverage for routine and unexpected 
healthcare expenses, offer valuable health and 
productivity support services and invite usage with 
modern conveniences, education touchpoints and 
people-first service. The result gives our clients the edge 
they need to retain, recruit and reward talent at all levels.

ABOUT US  
Boilerplate for press releases  

A leading insurance program manager and a SiriusPoint 
company, ArmadaCare delivers uncommon health insurance 
solutions designed to enhance ordinary health benefits. With 
the steadfast belief that health insurance should be better, 
ArmadaCare’s plans fill voids in coverage for routine and 
unexpected healthcare expenses, offer valuable health and 
productivity support services and invite usage with modern 
conveniences, education touchpoints and people-first service. 
The result gives our clients the edge they need to retain, recruit 
and reward talent at any level. Learn more at ArmadaCare.com. 

THE ELEVATOR PITCH 
For use by sales and employees 
 
We provide unique insurance benefits that complement 
primary medical plans. Offering an ArmadaCare plan –  
that puts customer service and paying claims first – helps 
employers create tailored, competitive, and tax-efficient 
benefit packages. 

ABOUT US AND ELEVATOR PITCH – DESCRIPTION / BOILERPLATE / OVERVIEW
Correctly knowing and understanding who we are as ArmadaCare is important. With this in mind we have 
tailored a number of options to suit the majority of circumstances. It is important to use the correct version  
for the right situation. 
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LOGO  
TAGLINE / PLAIN

Logo Marque – with tagline Logo Marque – Plain

We have two options for our logo – with tagline and without. 
The primary point of this is to ensure legibility and consistency. In the majority of cases  
we would expect the Logo Marque – with tagline to be used. However we realize that at 
smaller sizes and in certain cases this version maybe more difficult to read or not be suitable. 
In which case the Logo Marque – Plain option should be used. We will outline a size guide 
on the following page.
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LOGO  
TAGLINE / PLAIN

Things we do not do. 
In order to keep consistency we do not use tinted or 
inverse versions of either logo. The medallion should 
always be olive.

Do not inverse

Do not use white outline signet

Do not use a tint or alternative color

Do not use product specific logos
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LOGO  
TAGLINE / PLAIN – SIZING

Logo Marque – with tagline

MINIMUM width size use – 5.5cm 

Logo Marque – Plain

A guide to sizing 
In the majority of cases the Logo Marque – with tagline will be used.  
As a guide for legibility, we recommend this version is not used below  
a minimum width of 5.5cm. For smaller sizes – below 5.5cm (and to  
ensure legibility) we recommend using the Logo Marque – Plain.
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LOGO  
CLEAR SPACE

When using the logo please be sure to set a clear space around the whole 
logo equal to the height / width of the circular visual motif. This applies to 
both the Logo Marque – with tagline and the Logo Marque – Plain. 

Logo Marque – with tagline Logo Marque – Plain



PAGE 12

LOGO  
GENERAL OR PRODUCT USE

General application – Logo Marque – with tagline 
Example design – not actual literature

Other application – Logo Marque – Plain 
Example design – not actual literature

Application 
In the majority of cases the Logo Marque – with tagline will be used.  
The exception to this is when there is already a lot of copy upfront  
and using the Logo Marque – with tagline will make it too busy.  
In these cases, the Logo Marque – Plain should be used.

ULTIMATE HEALTH 
QUICK FACTS

•  Complementary:
Add onto any primary plan with
in-network, out-of-network and
Rx coverage; dental and vision
not required

•  Enrollment:
Suitable for any size and type of
company that can enroll at least
3 employees

•  Pricing:
Based on the characteristics of
primary health plan and census
demographics.

•  Guaranteed Issue:
No medical underwriting,
waiting periods or preexisting
condition limitations

•  Timing:
Implement at the tart of any
month (no need to wait until
the primary plan renews)

1  ”Long Hours at the Office May Raise Your Heart Disease Risk: Study.” Consumer HealthDay. 
http://consumer.healthday.com/cardiovascularhealth-information-20/misc-stroke-related-heart-news-360/long-
workhours-heart-disease-joem-release-batch-2566-708764.html

“The Effects of Stress on the Body.” Healthline. http://www.healthline.com/health/stress/effects-on-body
* This is not local, state or federal tax advice as each person and company

The strength of your company’s bottom line relies on those 
at the top. For your key performers, loyalty, health, time and 
productivity are all interconnected. With the demands of their 
positions—increased stress, long work hours, lack of sleep—
leaders are more vulnerable to health problems such as1:

Companies need a solution to help them proactively protect top talent in 
multiple ways. That’s exactly what Ultimate Health is designed to do.
Ultimate Health is a complementary healthcare expense and limited benefit 
group insurance policy. As an excepted benefit product, it’s not subject to 
ACA mandates, including non-discrimination provisions so it can be carved 
out by employee class.

Provide reimbursement 
for all types of out-
ofpocket healthcare 
expenses, including 
213(d), to help them 
return to “100% coverage”

Give them a tax-efficient* 
benefit that’s more 
powerful than 
compensation

Offer insurance for each 
family’s life and health 
stage needs as well as  
for the unexpected 

High blood pressure Elevated cholesterol

Heart disease Diabetes

Getting started with

Possible intro text/copy could go here. 
Ovitatur? Soluptatium eossit opta pe audi qui 
arum ipsam rerrorro tem fugiat eaquamet 
remquatem et atis doluptatur? 

Ultimate Health®

Rewarded

KEEP THEM LOYAL  
MAXIMISE RETENTION AND RECRUITMENT  

1-800-481-3380

solutions@armadacare.com

feel

armadacare.com

ReimaginedBENEFITS

armadacare.com



PAGE 13

PRODUCT NAME TREATMENT  
CREATION & APPLICATION
Products 
Product names are typographic and should only be created in 
Montserrat SemiBold with the first letter capped for each word of the 
product name. For product names comprised of compound words such 
as “ComplaMed,” make sure the first letter of the second word is 
capped. This font treatment should be applied only with the first use of 
the product name in each document (not throughout the document).   

The registration mark only needs to be present with the first use of the 
product name. 

Ultimate Health® 
ComplaMed® 
Plena Health for HSAs®

Example design  
Not actual literature

Montserrat SemiBold

Mixture of Caps and small caps

Product name 
– Montserrat 
SemiBold 

Product name – 
Montserrat SemiBold 
Caps and Small Caps

ULTIMATE HEALTH 
QUICK FACTS

•  Complementary:
Add onto any primary plan with
in-network, out-of-network and
Rx coverage; dental and vision
not required

•  Enrollment:
Suitable for any size and type of
company that can enroll at least
3 employees

•  Pricing:
Based on the characteristics of
primary health plan and census
demographics.

•  Guaranteed Issue:
No medical underwriting,
waiting periods or preexisting
condition limitations

•  Timing:
Implement at the tart of any
month (no need to wait until
the primary plan renews)

1  ”Long Hours at the Office May Raise Your Heart Disease Risk: Study.” Consumer HealthDay. 
http://consumer.healthday.com/cardiovascularhealth-information-20/misc-stroke-related-heart-news-360/long-
workhours-heart-disease-joem-release-batch-2566-708764.html

“The Effects of Stress on the Body.” Healthline. http://www.healthline.com/health/stress/effects-on-body
* This is not local, state or federal tax advice as each person and company

The strength of your company’s bottom line relies on those 
at the top. For your key performers, loyalty, health, time and 
productivity are all interconnected. With the demands of their 
positions—increased stress, long work hours, lack of sleep—
leaders are more vulnerable to health problems such as1:

Companies need a solution to help them proactively protect top talent in 
multiple ways. That’s exactly what Ultimate Health is designed to do.
Ultimate Health is a complementary healthcare expense and limited benefit 
group insurance policy. As an excepted benefit product, it’s not subject to 
ACA mandates, including non-discrimination provisions so it can be carved 
out by employee class.

Provide reimbursement 
for all types of out-
ofpocket healthcare 
expenses, including 
213(d), to help them 
return to “100% coverage”

Give them a tax-efficient* 
benefit that’s more 
powerful than 
compensation

Offer insurance for each 
family’s life and health 
stage needs as well as  
for the unexpected 

High blood pressure Elevated cholesterol

Heart disease Diabetes

Getting started with

Possible intro text/copy could go here. 
Ovitatur? Soluptatium eossit opta pe audi qui 
arum ipsam rerrorro tem fugiat eaquamet 
remquatem et atis doluptatur? 

Ultimate Health®

Rewarded

KEEP THEM LOYAL  
MAXIMISE RETENTION AND RECRUITMENT  

1-800-481-3380

solutions@armadacare.com

feel

ULTIMATE HEALTH 
QUICK FACTS

•  Complementary:
Add onto any primary plan with
in-network, out-of-network and
Rx coverage; dental and vision
not required

•  Enrollment:
Suitable for any size and type of
company that can enroll at least
3 employees

•  Pricing:
Based on the characteristics of
primary health plan and census
demographics.

•  Guaranteed Issue:
No medical underwriting,
waiting periods or preexisting
condition limitations

•  Timing:
Implement at the tart of any
month (no need to wait until
the primary plan renews)

1  ”Long Hours at the Office May Raise Your Heart Disease Risk: Study.” Consumer HealthDay. 
http://consumer.healthday.com/cardiovascularhealth-information-20/misc-stroke-related-heart-news-360/long-
workhours-heart-disease-joem-release-batch-2566-708764.html

“The Effects of Stress on the Body.” Healthline. http://www.healthline.com/health/stress/effects-on-body
* This is not local, state or federal tax advice as each person and company

The strength of your company’s bottom line relies on those 
at the top. For your key performers, loyalty, health, time and 
productivity are all interconnected. With the demands of their 
positions—increased stress, long work hours, lack of sleep—
leaders are more vulnerable to health problems such as1:

Companies need a solution to help them proactively protect top talent in 
multiple ways. That’s exactly what Ultimate Health is designed to do.
Ultimate Health is a complementary healthcare expense and limited benefit 
group insurance policy. As an excepted benefit product, it’s not subject to 
ACA mandates, including non-discrimination provisions so it can be carved 
out by employee class.

Provide reimbursement 
for all types of out-
ofpocket healthcare 
expenses, including 
213(d), to help them 
return to “100% coverage”

Give them a tax-efficient* 
benefit that’s more 
powerful than 
compensation

Offer insurance for each 
family’s life and health 
stage needs as well as  
for the unexpected 
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Heart disease Diabetes

Getting started with
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Ultimate Health®
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ULTIMATE HEALTH 
QUICK FACTS

•  Complementary:
Add onto any primary plan with
in-network, out-of-network and
Rx coverage; dental and vision
not required

•  Enrollment:
Suitable for any size and type of
company that can enroll at least
3 employees

•  Pricing:
Based on the characteristics of
primary health plan and census
demographics.

•  Guaranteed Issue:
No medical underwriting,
waiting periods or preexisting
condition limitations

•  Timing:
Implement at the tart of any
month (no need to wait until
the primary plan renews)

1  ”Long Hours at the Office May Raise Your Heart Disease Risk: Study.” Consumer HealthDay. 
http://consumer.healthday.com/cardiovascularhealth-information-20/misc-stroke-related-heart-news-360/long-
workhours-heart-disease-joem-release-batch-2566-708764.html

“The Effects of Stress on the Body.” Healthline. http://www.healthline.com/health/stress/effects-on-body
* This is not local, state or federal tax advice as each person and company

The strength of your company’s bottom line relies on those 
at the top. For your key performers, loyalty, health, time and 
productivity are all interconnected. With the demands of their 
positions—increased stress, long work hours, lack of sleep—
leaders are more vulnerable to health problems such as1:

Companies need a solution to help them proactively protect top talent in 
multiple ways. That’s exactly what Ultimate Health is designed to do.
Ultimate Health is a complementary healthcare expense and limited benefit 
group insurance policy. As an excepted benefit product, it’s not subject to 
ACA mandates, including non-discrimination provisions so it can be carved 
out by employee class.
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for all types of out-
ofpocket healthcare 
expenses, including 
213(d), to help them 
return to “100% coverage”

Give them a tax-efficient* 
benefit that’s more 
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stage needs as well as  
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ULTIMATE HEALTH 
QUICK FACTS

•  Complementary:
Add onto any primary plan with
in-network, out-of-network and
Rx coverage; dental and vision
not required

•  Enrollment:
Suitable for any size and type of
company that can enroll at least
3 employees

•  Pricing:
Based on the characteristics of
primary health plan and census
demographics.

•  Guaranteed Issue:
No medical underwriting,
waiting periods or preexisting
condition limitations

•  Timing:
Implement at the tart of any
month (no need to wait until
the primary plan renews)

1  ”Long Hours at the Office May Raise Your Heart Disease Risk: Study.” Consumer HealthDay. 
http://consumer.healthday.com/cardiovascularhealth-information-20/misc-stroke-related-heart-news-360/long-
workhours-heart-disease-joem-release-batch-2566-708764.html

“The Effects of Stress on the Body.” Healthline. http://www.healthline.com/health/stress/effects-on-body
* This is not local, state or federal tax advice as each person and company

The strength of your company’s bottom line relies on those 
at the top. For your key performers, loyalty, health, time and 
productivity are all interconnected. With the demands of their 
positions—increased stress, long work hours, lack of sleep—
leaders are more vulnerable to health problems such as1:

Companies need a solution to help them proactively protect top talent in 
multiple ways. That’s exactly what Ultimate Health is designed to do.
Ultimate Health is a complementary healthcare expense and limited benefit 
group insurance policy. As an excepted benefit product, it’s not subject to 
ACA mandates, including non-discrimination provisions so it can be carved 
out by employee class.

Provide reimbursement 
for all types of out-
ofpocket healthcare 
expenses, including 
213(d), to help them 
return to “100% coverage”

Give them a tax-efficient* 
benefit that’s more 
powerful than 
compensation

Offer insurance for each 
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remquatem et atis doluptatur? 

Ultimate Health®

Rewarded

KEEP THEM LOYAL  
MAXIMISE RETENTION AND RECRUITMENT  

1-800-481-3380

solutions@armadacare.com

feel



SECTION 3 
VOICE & TONE

PAGE 14



PAGE 15

VOICE & TONE  
BRAND LANGUAGE

OUR VOICE 
PASSIONATE AND PURPOSEFUL
ArmadaCare’s voice can be described as passionate and purposeful.
We’re passionate about our unique approach to insurance and creating products designed to be used and loved by 
our members. We’ve seen the positive impact our solutions can have on people’s lives! The reason why we chose Feel 
The Benefits as our tagline is because we want our audiences to feel that passion, too. We want them to connect 
with the impact that our solutions have. Consistent with our brand tagline, we have created a set of Power Words 
(such as Valued and Rewarded) and supporting statements. We want to evoke the positive emotion of feeling the 
benefits (intended double meaning) from the very start of any interaction, whether that’s on our website, from a lead 
gen asset, sales support materials or during a presentation, and for any audience: broker, potential client, client or 
member.

Because our products are unique, we also must be purposeful in our wording. We are a tour guide, balancing the 
delicate task of providing enough information to inform what we do (or how we’re different) while moving the audience 
toward a personal interaction. Our messaging should typically be:

•  Semi-Casual: Use common, easy-to-understand wording and focus on developing a genuine rapport with our 
audience. We want them to know that we are real people who are passionate about what we do and about making a 
difference in their world. 

•  Enthusiastic: Let our zeal for the subject matter show openly, using Power Words and statements. Show that we are 
innovative and different in the insurance/benefits world and proud of that fact.

•  Relevant: Engage them by starting in their world and then showing them how we are able to relate.

•  Respectful: Show our audience that we admire and respect them by putting ourselves in their world and being 
empathetic. Communicate that we will support them in any way we can. 

•  Brief: Make sure that you share just enough information – and keep communications as brief as possible. Because 
we are different, it’s understandable that you want to share everything that is unique about ArmadaCare, but you 
don’t want to overwhelm your audience. They will have other communication touchpoints. Make sure that each 
touchpoint is brief and fulfills its job of getting them to the next touchpoint. 
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VOICE & TONE  
BRAND LANGUAGE

OUR TONE 
Here are some general guidelines:

Our tone may change depending on the topic, audience or type of communication. For example:

• Member materials – clear, direct, easy to understand

• Customer support emails – respectful, patient, apologetic, helpful, not ‘jokey’

• Social media – In general, it’s ok to be more light-hearted and casual (versus semi-casual) with social media 
than other channels, but it’s still important to remember our audience: for the most part, decision-makers at 
companies are going to be age 40+. Also, keep in mind the social media outlet: LinkedIn should be semi-
casual (not casual) while Facebook and Twitter can be casual, but still appropriate for an older audience.

DO DON’T

Spell out abbreviations at first use. Be too dry or boring or be too technical.

Use short sentences and chunk up copy as much as possible using bullets or icons so it 
is scannable.

Use jargon, slang, terminology specific to a  
younger generation (not our typical client/buyer).

Use “clever” copy or phrasing to generate interest. May be ok to use colloquialisms or 
trending phrases in lead gen campaign if they have a broad enough reach. Example: 
Sorry, orange. This is HR’s new black.

Use “cutesy” copy

Know your audience. Ensure they will be familiar with the terms you are using. For in-
stance, brokers will know some industry/insurance terms but direct to group may not.

Weight language appropriately to match the seriousness of the subject matter. We are 
selling insurance and it’s important to follow the legal department’s guidance on word-
ing. In those cases, or when explaining complex topics like excepted benefits or Safe 
Harbor, may need to be more formal.
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Supplemental

VOICE & TONE  
KEY & POWER WORDS

USING KEY & POWER WORDS 
FEEL THE BENEFITS
Our Key & Power Words are an extension of our 
tagline ‘Feel The Benefits’. They are feelings that 
having ArmadaCare in your corner elicits among 
employers or employees.

We identified the importance of the emotion in these 
words and/or tagline and decided they deserved their 
own stand out brush script font. 

They are used for the delivery of main messages 
throughout our brand. They can be used 
independently or alongside an accompanying 
supporting statement.

We use these words in three primary ways:

1.  Standalone Key Words  
(important words but not power words), 

2.  Standalone Power Words  
(always include the word “Feel” before) 

3.  Power Words with imagery and potential 
supporting statement

There is a large selection of combinations that can be 
used in a wide range of scenarios. A full list of these 
examples can be found here: Power Words

1.  Standalone Key Words 
(important words but not Power Words)

Primary use examples:

2.  Standalone Power Words 
(always include “Feel” before) 

3.  Power Words with imagery and potential 
supporting statement

FEEL

Rewarded

FEEL

Exceptional
Our unwavering commitment is to  
deliver a positive, caring experience. 

https://partner.armadaglobal.com/wp-content/uploads/pdfs/material/ArmadaCare-Power-Words-and-Statements-STC792.pdf
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Supplemental

VOICE & TONE  
KEY & POWER WORDS

1. STANDALONE KEY WORDS  
(important words but not Power Words) 
The Key Words can be used on both plain 
and image backgrounds. Use on or with 
secondary images. 

Supplemental

Supplemental

Note: 
When using a word over an image, 
use a drop shadow to ensure 
enough visual clarity.
 
A guide for this is to set the shadow 
on multiply at 40% opacity.
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VOICE & TONE  
KEY & POWER WORDS

2. STANDALONE POWER WORDS 
(always include the word “FEEL” before the word)

The Power Words can be used on both plain and  
image backgrounds. Use on or with primary (Hero) 
images. 

Appreciated
FEEL

Appreciated
FEEL

FEEL

Appreciated
Note: 
When using a word over an image, 
use a drop shadow to ensure 
enough visual clarity.
 
A guide for this is to set the shadow 
on multiply at 50% opacity.

Power Word: 
Set at 65pt

FEEL – 1/4 size of Power Word 
Set at 16pt

FEEL – 1/4 size of Power Word 
Set at 16pt

“FEEL” is always Montserrat Medium and capitalized. The 
size of “FEEL” is always placed after the setting of the Power 
Word. As a guide we set this to be 1/4 the size of the Power 
Word. For example, a Power Word at 65pt would have 
“FEEL” set at 16pt. The actual placement of “Feel” can vary 
depending on the piece. It can be indented as shown or 
aligned with the Power Word.
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VOICE & TONE  
KEY & POWER WORDS

3.  POWER WORDS WITH IMAGERY AND POTENTIAL 
SUPPORTING STATEMENT 

Exceptional
We deliver uncommon insurance 
solutions designed to enhance 
ordinary health benefits Our unwavering commitment is to  

deliver a positive, caring experience. 

FEEL

FEEL

Appreciated

Power Word with supporting statement 
Use on or with primary (Hero) images
Example layout – Not actual literature

Power Word with “FEEL” and supporting statement 
Use on or with primary (Hero) images 
Example layout – Not actual literature

Supporting statement – Montserrat bold 
As with the Power Word, a drop shadow 
should be used to ensure visual clarity.

A guide for this is to set the shadow on 
multiply at 75% opacity.

Supporting statement – Montserrat bold 
As with the Power Word, a drop shadow 
should be used to ensure visual clarity.

A guide for this is to set the shadow on 
multiply at 75% opacity.
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PRIMARY ACCENT 

OLIVE

PMS 7495
CMYK 47, 27, 96, 5 

RGB 143, 153, 62
#8F993E

SLATE

PMS 532
CMYK 92, 73, 29, 89 

RGB 29, 32, 43
#1D202B

TEAL

PMS 7477
CMYK 85, 39, 29, 52 

RGB 36, 76, 93
#244C5D

AMBER

PMS 137
CMYK 0, 36, 100, 0 

RGB 255, 164, 13
#FFA40D

AEGEAN

PMS 646
CMYK 65, 34, 2, 1 
RGB 94, 139, 191

#5E8BBF

AQUA

PMS 2233
CMYK 64, 9, 23, 3 
RGB 88, 168, 181

#58A8B5

CARMINE

PMS 207
CMYK 0, 100, 59, 26 

RGB 166, 0, 57
#A60039

COLOR  
OUR PALETTE

Our color palette is deliberately uncomplicated. The main color is ‘Olive’ which sits 
alongside four complementary blue tones. We expect that the majority of visuals  
would include these – individually or as a combination. We have two accent colors  
which are used sparingly – to draw the eye and highlight certain elements.



SECTION 5 
TYPOGRAPHY

PAGE 23



PAGE 24

Innovative Supplemental 
Health Insurance  
Benefits for Evolving 
Workforce Needs 

Employers today are facing new 

realities, leading them to re-

examine how talent functions in the 

workplace. From generational shifts 

and workforce diversity to economic 

constraints and a remote-first culture, 

companies need to rethink how they 

compensate, offer benefits, recruit, 

retain and accommodate talent. In 

this new normal, you need a partner 

who can deliver flexible solutions 

for current and evolving challenges. 

Building on our market-leading 

Ultimate Health executive insurance 

plan legacy, ArmadaCare has become 

a leading provider of innovative 

supplemental health insurance 

solutions that take you beyond the 

ordinary, to a place where benefits  

can be reimagined.

A New World
Flexible benefits that fulfill the needs of today 
and protect against the unknowns of tomorrow.

Increased Coverage Gaps 
The economic downturn and tightening of budgets mean bigger coverage 
gaps and financial stress for employees. This requires new approaches to 
filling gaps. 

Recruitment and Retention 
Employers need an edge to stay competitive with companies 
implementing flexible remote-work arrangements or when vying for 
positions where the talent pool is shrinking. Innovative benefits can deliver.

Total Rewards 
Take a fresh look at tax-efficient* benefits as part  
of compensation for executives, as incentives for  
high-performing employees or for the financial, as well as physical and 
mental, well-being of all employees. 

Benefits Customization 
Deliver the right benefits to the right people at the  
right time by leveraging primary and supplemental plans together. 

Generational Shifts 
Different generations have different benefit priorities. Supplemental plans 
deliver the flexibility needed for multi-generational tailoring. 

Remote-First Work 
The right benefits can help employees feel valued 
and connected to the company culture. 

Workplace Burnout 
Remote work has brought workplace stress to the forefront. Boosting 
mental health and well-being benefits is the wave of the future.

*This is not local, state or federal tax advice as each person and each company is unique.
It is recommended that you seek the independent counsel of a professional tax adviser.

1-800-481-3380
solutions@armadacare.com
The referenced products are underwritten by 
Sirius America Insurance Company

ULTIMATE  
HEALTH*

PLENA 
HEALTH* BENEBOOST* WELLPAK

Annual Family  
Aggregate $50,000 – $100,000 $25,000 $5,000 – $10,000 $5,000 – $25,000

Coverages

Medical Plan Gaps

213(D) Medical

Dental

Vision

R X

Mental Health 
(In-patient & Out-patient)

Accupuncture/ 
Massage Therapy

Alternative Medicine

Durable Medical (DME)

Executive Physicals†  †

Additional Benefits
(See next page for details) TDC & GMH TDC & Travel  

Support TDC Connect & Thrive

ArmadaCare’s Indemnity Solutions 
Get the flexibility you need with ArmadaCare’s innovative supplemental health insurance products. 

Choose from a range of solutions to fit company size, budget and need. If you don’t see what you 

need, ask about customization options.*

*Customization options vary by state and are available to qualifying groups. 
†Executive Physical coverage in the High level plan only. 

Premiums, insurance plans, coverage, support services and availability may vary by state. Detailed coverage, exclusions and limitations 
are listed in the Certificate of Insurance. For costs and complete details of the coverage, contact your insurance agent or ArmadaCare. 

ArmadaCare’s supplemental health insurance policies are underwritten by Sirius America Insurance Company (“Sirius America”). 

ArmadaCare Delivers 
Whether leveraging some or all of ArmadaCare’s solutions to meet their employee benefits and 

compensation objectives, employers will find a host of advantages and options, such as:

Additional Benefits

Compatibility 
• With HSAs
• With worksite plans 
• With most primary plans

Coverage That Fits 
• Various levels and depth of coverage  
• Backfill all or some of the gap 
• Narrow or general plan focus  

(mental health, dental, vision,  
medical only, all of the above)

Employee Eligibility
• Employer defined
• Choose all or some
• Select based on title, tenure,  

performance and more

 

Flexibility
• First of any month, not just renewal
• Layer on a variety of primary plan designs
• Adjustable timing outside planning cycle
• Financial Efficiency*
• Priced to fit a range of budgets
• More take home value than a comparable 

raise or bonus* 
• No payroll taxes incurred*

Outstanding Support 
• Turnkey onboarding and ongoing 

engagement 
• Award-winning member services 
• User-friendly technologies 
• Optional Claims Concierge service  

(claims filing assistance and advocacy)  
for select plans.

•  TopDoc Connect (TDC):  
A member-to-physician 
specialist matching service. 

•  Get Me Home (GMH):  
Fully paid air evacuation for 
medical, security, political or 
natural disaster emergencies 
to a member’s chosen hospital 
when 100 miles from home, 
along with the Emergency 
Travel Services. 

 

•  Emergency Travel Services 
(Travel Support):  
24/7/365 emergency medical 
and dental referrals, facilitation 
of hospital payments, 
replacement services for 
lost or stolen prescriptions 
or passports, lost luggage 
assistance and much more 
when 100 miles from home.  

•  Connect & Thrive:  
Personalized and timely 
access to behavioral health 
and well-being assessment, 
care navigation, coaching and 
counseling support services.

These additional benefits are coordinated with ArmadaCare’s service providers and subject to specific terms, 
conditions, limitations and exclusions as defined in the policy and corresponding Certificate of Insurance. These 
additional benefits are available with select products; see chart on page 3 for details. 
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TYPOGRAPHY  
OUR FONTS

PRIMARY 
MONTSERRAT 

Montserrat is our corporate typeface 
and has been chosen for its clarity  
and wide range of weights. It is also  
a universal typeface common to  
both PCs and MACs. It is available  
via Google fonts.

Opposite is a basic guide to a copy 
hierarchy within a layout.

Titles 
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Bullets  
Regular  
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Bold 
Bold Italic 
Regular 
Italic 
Light 
Light Italic

TYPOGRAPHY  
OUR FONTS

SECONDARY 
CALIBRI 

Calibri is our secondary typeface and should  
be used when Montserrat is unavailable. 

Calibri is the only font to be used in PowerPoint 
presentations, even if you have Montserrat 
installed on your system. That’s because others 
using the PowerPoint presentation may not 
have that font installed on their system. 

It is also a universal typeface common to both 
PCs and MACs. It is available via Google fonts.

ON BEHALF OF:
BROKER AGENCY NAME
NOVEMBER 15, 2021

PRESENTATION FOR 
COMPANY NAME

COMPENSATION IMPACT

5

Instead of rewarding employees with a raise or bonus, employers can 
invest a similar amount in a complementary insurance plan.

Because of the tax impact (tax deductible premiums for the employer and 
the payments aren’t taxable for the employee), it’s a way for the employer 
to pay less and give more.*

HEALTH BENEFITS
are # 1 consideration
before accepting or
leaving a position

4 out of 5
employees would  prefer new 
benefit  over a pay raise

Solution Cost to Employer Take-Home Value
to Employee

$5,000 raise $5,500 $3,000 

ArmadaCare 
Insured Solution $4,500 $25,000 

*This is not local, state or federal tax advice
as each person and company is unique.
It is recommended that you seek the independent counsel of a 
professional
tax advisor.

Example to show tax impact only. Premiums vary by product 
and are determined based on standard underwriting 
guidelines and characteristics of the group.

PAY LESS GIVE MORE

ARMADACARE’S COMPLEMENTARY SOLUTIONS

4

Senior Leadership Plans
Get them back to the "100%" coverage they used to enjoy

Other Key Employee Plans
Boost coverage for the people you need to retain and reward 

Plans for High Turnover Positions
Tenure-based enrollment to drive retention

Targeted Coverage Plans: Mental Health and Well-Being
Increase employee well-being, decrease stress, absenteeism and presenteeism 

Industry Specific Solutions—Healthcare and Law 
Solutions designed for specific industry segments such as healthcare 

1

ARMADACARE DOOR OPENERS
WHO & WHY

CFOs

HR

Executives

Empower innovative benefit strategies by offering less options and greater employee engagement
• Reduce fear and inertia to implement harmonization of plans & narrower networks
• Address mental health & well-being at different levels for different populations

Skip “non-starter” employee benefits conversation and go deeper with the risk management one
• Talent recruitment retention to drive down turnover cost
• Address 401k testing restrictions
• Mitigate primary plan exposure by level setting benefits & backfill for targeted populations
• M&A due diligence

Boost compensation in a tax-efficient* way
• More compensation value for less investment than a comparable raise or bonus
• Elective executive physicals / Concierge exams
• Travel

*This is not local, state or federal tax advice as each person and each company is unique. It is recommended that you seek the independent counsel of a professional tax adviser

DELIVERING ONGOING VALUE

• ArmadaCare plans are constant reminders 
with frequent payment of claims across a 
broad spectrum of expenses

• Connect & Thrive has 4x the engagement of 
your typical EAP and Specialty Care 
Coordinators stay engaged with members 
for ongoing support

• ArmadaCare’s turnkey member 
engagement program includes consistent 
communications regarding resources and 
benefits of the plan

OUR MEMBERS FEEL THE BENEFITS ALL YEAR LONG

FOOTER INFORMATION TO GO HERE FOLLOWED BY PAGE NUMBER 6

65 days
Connect & Thrive 
average length of 
engagement (Low Risk)

127 days
Connect & Thrive average 
length of engagement 
(Moderate/High Risk)

Frequency of claims 
filed by members

Number of Rx Visa 
Card swipes in a year 
by member

1 claim/week 15

6

Example PowerPoint layouts – Not actual literature
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*This is not local, state or federal tax advice as each person and each company is unique. 
It is recommended that you seek the independent counsel of a professional tax adviser.

ArmadaCare’s supplemental health insurance policies are underwritten by Sirius America Insurance Company (“Sirius America”).

 Offer a tax-efficient* boost to compensation 

 Reduce out-of-pocket healthcare expenses

Financial Health 

 Reward performance and  
keep employees connected  
and valued

 Support work/life balance 

Social Health 

 Provide mental health and well-being 
support, navigation and coverage

 Reduce the stigma around caring  
for mental health 

Emotional Health 

 Provide supplemental coverage for 
routine and unexpected expenses

 Support detecting health issues 
early with coverage toward elective 
Executive Physicals (select plans only)

Physical Health

4

SOLUTIONS DESIGNED TO 

FOR THE WHOLE EMPLOYEE 

Care

5

About ArmadaCare 
A leading insurance program manager, 

ArmadaCare delivers uncommon 

health insurance solutions designed 

to enhance ordinary health benefits. 

With the steadfast belief that 

health insurance should be better, 

ArmadaCare’s plans fill voids in coverage 

for routine and unexpected healthcare 

expenses, offer valuable health and 

productivity support services and invite 

usage with modern conveniences, 

education touchpoints and people-first 

service. The result gives our clients the 

edge they need to retain, recruit and 

reward talent at all levels.

SUN VALLEY

TYPOGRAPHY  
OUR FONTS

It’s time for health benefits  
your employees will love.

Valued
FEEL

1-800-481-3380 
solutions@armadacare.com

POWER WORDS 
SUN VALLEY 

This is our ‘highlight’ / ‘statement’ typeface. It is primarily used 
for our Power Words appearing as an introductory headline.

FEEL

Appreciated

As an 
intoduction on 
a front page

Key Word  
as a heading 

Example layouts – Not actual literature

Power Word variations  
Example layout – Not actual literature

Supplemental

Exceptional
We deliver uncommon insurance 
solutions designed to enhance 
ordinary health benefits

FEEL
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Bold 
Bold Italic 
Regular 
Semi Bold 
Semi Bold Italic 
Italic

TYPOGRAPHY  
OUR FONTS

FORMAL 
GARAMOND 

This serif font should be used in more formal 
communications, such as legal documents 
and letters. In addition, this font should be 
used for the body copy in longer collateral 
documents, like white papers.
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BRAND ELEMENTS  
ICONS

ArmadaCare has created standard icons to represent key 
words and phrases we use on a regular basis so be sure  
to use the same icons consistently with those words and 
phrases. The icon library can be accessed from the 
marketing folder on the shared drive or contact a  
member of the marketing team. 

COLOR REVERSED

BLACK COLOR 
OUTLINE

SINGLE COLOR 
REVERSED

OLIVE COLOR 
OUTLINE
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BRAND ELEMENTS  
ANGLE FORM

VISUAL LANGUAGE
To complement and add to our look and feel, we have produced an angle 
overlay shape that can be used in conjunction with imagery and as an 
ornamental form to enhance and provide interest in layouts.

The form can be used with two treatments:
1. As a solid color 
2. With a ‘multiple’ overlay setting.

Angle forms with imagery  
Example layout – Not actual literature
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BRAND ELEMENTS  
ANGLE FORM

Innovative Supplemental 
Health Insurance  
Benefits for Evolving 
Workforce Needs 

Employers today are facing new 

realities, leading them to re-

examine how talent functions in the 

workplace. From generational shifts 

and workforce diversity to economic 

constraints and a remote-first culture, 

companies need to rethink how they 

compensate, offer benefits, recruit, 

retain and accommodate talent. In 

this new normal, you need a partner 

who can deliver flexible solutions 

for current and evolving challenges. 

Building on our market-leading 

Ultimate Health executive insurance 

plan legacy, ArmadaCare has become 

a leading provider of innovative 

supplemental health insurance 

solutions that take you beyond the 

ordinary, to a place where benefits  

can be reimagined.

A New World
Flexible benefits that fulfill the needs of today 
and protect against the unknowns of tomorrow.

Increased Coverage Gaps 
The economic downturn and tightening of budgets mean bigger coverage 
gaps and financial stress for employees. This requires new approaches to 
filling gaps. 

Recruitment and Retention 
Employers need an edge to stay competitive with companies 
implementing flexible remote-work arrangements or when vying for 
positions where the talent pool is shrinking. Innovative benefits can deliver.

Total Rewards 
Take a fresh look at tax-efficient* benefits as part  
of compensation for executives, as incentives for  
high-performing employees or for the financial, as well as physical and 
mental, well-being of all employees. 

Benefits Customization 
Deliver the right benefits to the right people at the  
right time by leveraging primary and supplemental plans together. 

Generational Shifts 
Different generations have different benefit priorities. Supplemental plans 
deliver the flexibility needed for multi-generational tailoring. 

Remote-First Work 
The right benefits can help employees feel valued 
and connected to the company culture. 

Workplace Burnout 
Remote work has brought workplace stress to the forefront. Boosting 
mental health and well-being benefits is the wave of the future.

*This is not local, state or federal tax advice as each person and each company is unique.
It is recommended that you seek the independent counsel of a professional tax adviser.

1-800-481-3380
solutions@armadacare.com
The referenced products are underwritten by 
Sirius America Insurance Company

armadacare.com

ReimaginedBENEFITS

armadacare.com

ULTIMATE  
HEALTH*

PLENA 
HEALTH* BENEBOOST* WELLPAK

Annual Family  
Aggregate $50,000 – $100,000 $25,000 $5,000 – $10,000 $5,000 – $25,000

Coverages

Medical Plan Gaps

213(D) Medical

Dental

Vision

R X

Mental Health 
(In-patient & Out-patient)

Accupuncture/ 
Massage Therapy

Alternative Medicine

Durable Medical (DME)

Executive Physicals†  †

Additional Benefits
(See next page for details) TDC & GMH TDC & Travel  

Support TDC Connect & Thrive

ArmadaCare’s Indemnity Solutions 
Get the flexibility you need with ArmadaCare’s innovative supplemental health insurance products. 

Choose from a range of solutions to fit company size, budget and need. If you don’t see what you 

need, ask about customization options.*

*Customization options vary by state and are available to qualifying groups. 
†Executive Physical coverage in the High level plan only. 

Premiums, insurance plans, coverage, support services and availability may vary by state. Detailed coverage, exclusions and limitations 
are listed in the Certificate of Insurance. For costs and complete details of the coverage, contact your insurance agent or ArmadaCare. 

ArmadaCare’s supplemental health insurance policies are underwritten by Sirius America Insurance Company (“Sirius America”). 

ArmadaCare Delivers 
Whether leveraging some or all of ArmadaCare’s solutions to meet their employee benefits and 

compensation objectives, employers will find a host of advantages and options, such as:

Additional Benefits

Compatibility 
• With HSAs
• With worksite plans 
• With most primary plans

Coverage That Fits 
• Various levels and depth of coverage  
• Backfill all or some of the gap 
• Narrow or general plan focus  

(mental health, dental, vision,  
medical only, all of the above)

Employee Eligibility
• Employer defined
• Choose all or some
• Select based on title, tenure,  

performance and more

 

Flexibility
• First of any month, not just renewal
• Layer on a variety of primary plan designs
• Adjustable timing outside planning cycle
• Financial Efficiency*
• Priced to fit a range of budgets
• More take home value than a comparable 

raise or bonus* 
• No payroll taxes incurred*

Outstanding Support 
• Turnkey onboarding and ongoing 

engagement 
• Award-winning member services 
• User-friendly technologies 
• Optional Claims Concierge service  

(claims filing assistance and advocacy)  
for select plans.

•  TopDoc Connect (TDC):  
A member-to-physician 
specialist matching service. 

•  Get Me Home (GMH):  
Fully paid air evacuation for 
medical, security, political or 
natural disaster emergencies 
to a member’s chosen hospital 
when 100 miles from home, 
along with the Emergency 
Travel Services. 

 

•  Emergency Travel Services 
(Travel Support):  
24/7/365 emergency medical 
and dental referrals, facilitation 
of hospital payments, 
replacement services for 
lost or stolen prescriptions 
or passports, lost luggage 
assistance and much more 
when 100 miles from home.  

•  Connect & Thrive:  
Personalized and timely 
access to behavioral health 
and well-being assessment, 
care navigation, coaching and 
counseling support services.

These additional benefits are coordinated with ArmadaCare’s service providers and subject to specific terms, 
conditions, limitations and exclusions as defined in the policy and corresponding Certificate of Insurance. These 
additional benefits are available with select products; see chart on page 3 for details. 

Angle forms with a layout  
Example layout – Not actual literature

Use of form with 
multiple overlay as a 
wrap around shape 
on a cover/back 
cover. Shape also 
allows for highlight 
info. e.g. web address Overlapping form 

used to provide focus 
and graphic detail on 
a highlight box

Large form allowing for area of copy
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IMAGERY  
PRIMARY (HERO) – GENERAL

Primary General imagery focuses upon the individual with a cut-out of the person on a color 
toned background. This represents an employee at the heart of one of our client’s companies 
and how what we do enables that employee to ‘Feel The Benefits’. The images can be generic 
or with a specific business focus.

As Primary images, these are intended for use at top brand level and appear in conjunction 
with the ‘Power Words’. Their main use would be with covers, opening pages for PPT, social 
posts, etc. 

For the full selection, please contact the marketing department.

Olive

Teal

Aegean

Aqua

Slate

* The files are set-up to allow for any of the Primary brand colors to be used as a background.
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IMAGERY  
PRIMARY (HERO) – INDUSTRY

As with the Primary (Hero) - General imagery, the Industry options focus on the individual in 
a relevant setting – in this case, relevant to their employment. The person appears as a cut-
out on a color-toned background.

These business-focused images are intended for use with material relating to industry  
level information and promotion – most likely in a specific setting – e.g. HealthPro. As images 
they can appear in conjunction with the ‘Power Words’.

For the full selection, please contact the marketing department.

Olive

Teal

Aegean

Aqua

Slate

Note: The files are set-up to allow for any of the Primary brand colors to be used as a background.
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IMAGERY  
SECONDARY – GENERAL

There are times when the website, collateral or other materials will need additional images of 
people to accompany Key Words or to use within interior pages. In these cases, Secondary, not 
Primary (hero), photos should be used. 

For the full selection, please contact the marketing department.

Olive

Teal

Aegean

Aqua

Slate

Note: The files are set-up to allow for any of the Primary brand colors to be used as a background.
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IMAGERY  
SECONDARY – INDUSTRY

The Secondary - Industry options focus on the individual in a relevant setting – in this case, 
relevant to their employment. The person appears as a cut-out on a color-toned background. 
These business-focused images are intended for use with material relating to industry level 
information and promotion – most likely in a specific setting – e.g. HealthPro. There are times 
when the website, collateral or other materials will need additional images of people to 
accompany Key Words or to use within interior pages. In these cases, Secondary, not Primary 
(hero) photos should be used.

For the full selection, please contact the marketing department.

Olive

Teal

Aegean

Aqua

Slate

Note: The files are set-up to allow for any of the Primary brand colors to be used as a background.
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IMAGERY  
SUPPORTIVE

Our Supportive images are more generic. These photos use a heavily 
foreshortened image. They can have a distant focal point or be completely 
blurred but incorporating movement to portray a busy working environment. 
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IMAGERY  
SUPPORTIVE

A selection of examples for styling purposes. For the full selection, please contact 
the marketing department.
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To reach the marketing department at ArmadaCare, email marketing@armadacare.com

www.ArmadaCare.com


