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Hi, introducing 
Crombie Lockwood
Crombie Lockwood has been helping New Zealanders protect what’s important for 
over 45 years. From our humble beginnings in Napier in 1978 we have proudly built 
up a network from Invercargill to Kaitaia with a team of around 900 people in more 
than 25 offices.

We’re now one of the largest insurance broking companies in New Zealand, placing 
premiums in excess of $1billion on behalf of over 100,000 businesses throughout 
the country.

In 2014 we were bought by Gallagher, the fourth largest insurance broker globally. 
The combination of our heritage and Gallagher ownership has resulted in our 
network advantage: LOCALLY FOCUSED, NATIONALLY RESOURCED,  
INTERNATIONALLY ENDORSED.

Brand is not just about a logo. It’s about the language we use, our imagery and our visual 
elements. Every touch point that a prospect or a client has with us, needs to be consistent. 
At Crombie Lockwood, applying our brand consistently plays an important part in driving 
awareness, consideration and preference so businesses and individuals choose us to give 
them the best insurance advice for their circumstances.

This guideline specifically covers what you need to know about our visual identity, and 
how to apply it. It has been developed to be used by anyone at Crombie Lockwood and 
everyone who helps us bring our brand to life – from design, commissioning, purchasing 
of items or materials on which the brand identity will appear.
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Our brand
A brand is all about perception - what 
people think of Crombie Lockwood.
It is more than just our name and logo, 
it’s the language we use and how we 
treat our visual brand elements. In fact it 
encompasses the entire client experience 
- everything from our logo, colours, the 
stories we tell, our website, our collateral, 
the way someone answers the phone, 
to the way we interact with each other 
and our clients.
 
A strong brand is a crucial business tool 
that helps to drive commercial value. 
It gives us a competitive edge, increasing 
the chances of customers choosing our 
services over our competitors.

OUR
BRAND

BEHAVIOUR

MISSION

VISION

DESIGN LANGUAGE

COMMUNI-
CATION

OUR DNA

LOGO
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Our client 
care 
principles
The principles encapsulate how our people 
deliver great outcomes – for our clients, 
for our business, our profession and for 
the Crombie Lockwood brand.

The principles are about best practice; 
they define expectations for the highest 
standards of professionalism and 
performance across our business.

Putting these principles into action every 
day ensures we meet our ambitions as a 
company and our conduct obligations 
under the law.

For our clients, the principles resonate with 
their needs and interests and emphasise 
our steadfast commitment to delivering 
them the highest-quality outcomes.

Treat clients 
fairly

Display good 
conduct and 
client care

Exercise 
diligence 
and skill

Give priority 
to clients’ 
interests

I put my clients’ interests first when 
giving advice

I add value through the quality of my 
advice and support

I act professionally and with integrity and 
do the right thing in every circumstance

I always treat my clients and colleagues 
with respect and don’t take advantage 
of vulnerabilities
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Brand 
layers
The brand layer diagram (pg 7 and 8) 
helps to illustrate the different layers (or 
parts) of our brand and how they fit 
together. 

It shows the different messages and/or 
look and feel used. This can reflect the 
different business segments or parts of the 
business - their relationship to one and 
another and their look and feel. As further 
shown in the business segments diagram 
(pg 9).
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Brand layers

Master brand

Corporate brand

Life and health brand

Co-brand Sub-brand Specialism brand

MASTER BRAND 
THE OVERARCHING DESIGN 
AND BRAND DIRECTION
Used when we speak about Crombie Lockwood 
externally to our customers.

Marketing messages 
Bespoke messages to our customers.

Co-brand 
Based on master brand. Include 

partnering logo to show partnerships.

Sub-brand 
Sub brand or product logo lock up used. 

Can use name of product in headline and 
/ or scheme accent colours if needed. 
Used  for something with its own name 

and/or brand but operates within 
crombie Lockwood. This includes 

products and scheme. In very rare 
occasions, some scheme may require 

their own unique look and feel. 
Corporate brand 
A formal treatment. Based on master brand with 
a specific corporate application. 
Can add on the specialism label device.
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Life and health brand 
Treatment based on master brand with a 
specific Life and health application.

Specialism brand 
A customer facing specialism message with the use 
of the specialism label device. Primary treatment is 
master brand (SME) with label device. Secondary 
treatment - add the specialism label device to a 
corporate branded piece of collateral.

Internal brand 
Processes, information, presentations 
collateral or comms - internal facing. 
Tools & resources staff need to do their job. 
Script font and dynamic device. 
includes primary and secondary treatment.

Employer brand 
Used for HR processes, policies, people 

& culture, rewards & recognition, 
business strategy, DNA and client 

care principles. Recruitment can be 
externally facing as well as internally. 

Script font and dynamic device. 
Includes bold treatment and regular.

Employer brand Internal brand

Marketing and sales messages
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Brand layers with examples

Marketing and sales messages

Corporate brand

Life and health brand

Co-brand Sub-brand
Partnerships 
RVA, PSA, STK, MB, RNZYS, ANZ 

Life and Health

Corporate, 
FinPro 

(Specialism - label device)

Bespoke, to marketing brief. 
Master brand. 
e.g Flyer or brochure, Ads, Tiaki,  brand 
messaging - your insurance sorted

Products, Scheme 
e.g SMARTpak, Onesurance, CyberSAFE

Specialism 
e.g Label device for Construction, Marine, Asian

Specialism brand

Master brand
Mid market, SME,  
personal lines, 
fire & general.

Internal B.A.U collateral and commsEmployer brand Internal brandHR + policies + process 
People & culture 
Rewards & recognition 
DNA + CCP 
Business strategy 
ELT comms
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Business segments

Smart business 
treatment

Corporate 
treatment

Personal lines 
treatment

Life and health 
treatment

Mid market 
treatment

Life and health brand layer

Master brand layer

Corporate brand layer



Master brand

10
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Our Logo
One of the strongest brand recognition 
elements we have is our Kakapo (green) 
colour and logo.

The logo is often a stand-alone brand 
asset - it says who we are and what 
we do.

Print - tag line
The preference is to use a layout on green 
background, and use the single white 
colour logo.

As an alternative, if a white background is 
used, the 2 colour logo can be used.

Digital - without tag line
Sometimes the size of the logo when 
used in a digital space results in a 
loss of legibility. For digital applications 
a logo without the tag line is the 
preference.

A version on green or white backgrounds 
is available depending on the specific 
digital application.

Main - print

Digital

Secondary - print

Digital
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Our Logo
Logo usage
The logo must be aligned to margins with 
visual equal space surrounding it. See 
page 36 for margin guidance.

The logo is preferred to be used in the 
bottom right hand corner. An alternative 
could be to use the logo top right.

Don’t adjust, change, skew, stretch or 
use the logo in situations that will impede 
clarity, spacing, alignment or legibility.

The examples shown give an idea of scale, 
alignment and usage.

The logo without the tag line is the 
preference for digital applications 
and/or small spaces.

Don’t

Do

Lorem Ipsum 
doloreh en, 
dust commos 
cusae eslo
Lorem Ipsum ath en, dust seit 
commos cusae esloLacts 

C
L0

0
0

#

Find out more

0800 276 624 
crombielockwood.co.nz

Find out more crombielockwood.co.nz | 0800 276 624
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#

Lorem Ipsum doloreh eneowi, 
dust comos cusae eslo
Lorem Ipsum ath en, dust seit commos cusae lumen acti

Lorem Ipsum doloreh 
eneowi, dust comos 
cusae eslo
Lorem Ipsum ath en, dust seit commos 
cusae esloLacts wiyuies ameou ste
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Our Logo
Logo usage (digital)
The logo without the tag line is the 
preference for digital applications 
(and/or small spaces). 

Digital examples shown.
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Our Logo
Clear space and 
minimum size
The Koru device gives a guide of 
minimum clearance space, to allow the 
logo to breathe in it’s space and stand out.

The logo shouldn’t be used smaller than 
16mm high due to legibility and clarity.

The example shown is at actual size.

16mm
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Our hero/main colour is Kakapo (green) 
and should be included in every 
master brand layout in some way.

Accent and tertiary colours can be used 
sparingly to help enhance a layout if 
required.

A layout should aim to have no more than 
3-4 colours.

We have a digitally printed, CMYK colour 
swatch sample (hard copy) of the Kakapo 
colour on 300gsm matt stock that can be 
used as a benchmark for print production 
and colour matching.

Corporate brand, life and health brand, 
and internal / employer brands apply 
these colours in a different way. Please 
refer to the specific brand layer / segment 
section for more information.

Colour 
palette

Hero

PMS 383
CMYK 20.0.100.20
RGB 176.184.49
HEX # b0b831

PMS 425
CMYK 0.0.0.77
RGB 95.96.98 
HEX #5f6062

PMS 3145
CMYK 100.30.32.5
RGB 0.129.153 
HEX #008199

PMS 2965
CMYK 100.78.45.49
RGB 0.38.62 
HEX #00263e

PMS 660
CMYK 88.50.0.0
RGB 0.117.188
HEX #0075bc

PMS 7462
CMYK 100.64.16.6
RGB 0.93.145
HEX #005d91

PMS 1595
CMYK 10.76.100.0
RGB 219.97.50
HEX #db6132

PMS 4695
CMYK 42.75.75.56
RGB 85.46.38
HEX #552e26

PMS 130
CMYK 0.30.100.0
RGB 252.183.49
HEX #fcb731

Kakapo

Grey

Takahe

Gallagher
Dark Blue

Gallagher
Secondary Blue

PMS 1795
CMYK 0.94.100.0
RGB 236.55.46
HEX #ec372e

KeaBlue Penguin Weka Kiwi Hihi

White/Paper
Accent

Tertiary

Tertiary
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Main typeface
Futura PT is the preferred typeface.

We don’t use ligatures.

Kerning is set to 0, optical.

Leading is tighter for headlines or lock ups 
than body copy. e.g Headline 41/46, 
body copy 11/14.

Type is preferred to be left aligned with 
consideration to line breaks (rags) and 
widows and orphans.

Sentence case is preferred throughout, 
with exclamations and unnecessary 
punctuation left out or used sparingly in 
headlines or sub heads. Full punctuation 
to be used in body copy or formal / legal 
documents.

Futura PT is accessible and licensed for 
free through Adobe CC Typekit 
(it can be bought as a print and web font 
file if required).

Typography

ABCDEFGHIJKLMNOPQRSTUVWXYZ

ABCDEFGHIJKLMNOPQRSTUVWXYZ

FUTURA PT BOLD - headings

FUTURA PT BOOK - body copy

abcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz

0123456789

0123456789
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Alternative typeface
Where Futura is not available (e.g in word, 
excel, powerpoint, online etc) Arial black 
and regular can be used.

Please use single line spacing.

Don’t use the bold effect, use Arial black 
as the bold font and regular for un-bolded.

Type is preferred to be left aligned with 
consideration to line breaks (rag) and 
widows and orphans.

Sentence case is preferred throughout, 
with exclamations and unnecessary 
punctuation left out or used sparingly in 
headlines or sub heads. Full punctuation 
to be used in body copy or formal / legal 
documents.

Arial is universally accessible.

Typography

ABCDEFGHIJKLMNOPQRSTUVWXYZ

ABCDEFGHIJKLMNOPQRSTUVWXYZ

ARIAL BLACK - headings

Arial regular - body copy

abcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz

0123456789

0123456789
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Type treatment  
- headline colour split
A colour split (as shown) can be used. It 
lends itself to visually enhance a complex 
headline, or a 2 part headline.

Kakapo and grey or white and grey are 
the only colour options (as shown).

The spilt can work on green or white 
backgrounds and preference is to split 
where it makes readable sense, ideally this 
would be at the end of a line, but doesn’t 
need to be.

1 colour headline is best suited to short or 
single idea / 1 part headlines.

Headline and subhead copy is preferably 
written without fullstops and unnecessary 
punctuations such as exclamation marks.

See examples on the following 2 pages.

Typography

A headline colour 
split here, what a 
great visual idea

Single messages 
don’t need to have 
a colour split

Colour split here, 
a great idea

Single messages don’t 
need a colour split
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Type treatment 
- headline, subhead 
and call to action in a 
typographic layout
These examples show the use and 
application in a visual layout.

Pay attention to the margins, alignment, 
and scale of the headline to subhead, call 
to action and logo.

A 2 column grid and margins of a layout 
are shown on page 36. That should be 
used as a base.

Typography

Lorem Ipsum doloreh 
eneowi, dust comos 
cusae eslo
Lorem Ipsum ath en, dust seit commos cusae 
esloLacts wiyuies ameou ste sieutw jwir

Find out more

0800 276 624 
crombielockwood.co.nz

C
L0

0
0

#

Find out more crombielockwood.co.nz | 0800 276 624

C
L0

0
0

#

Lorem Ipsum doloreh eneowi, 
dust comos cusae eslo
Lorem Ipsum ath en, dust seit commos cusae lumen acti
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Type treatment 
- headline, subhead 
and call to action in a 
digital typographic layout
Digital examples show how this can be 
applied to digital or screen.

Typography
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Type treatment 
- headline, subhead 
and call to action in a 
photographic layout
Brand or stock photography can be used 
(see page 29-35). Bleeding off an edge 
is the preference, with the image 
balancing the rest of the layout. 

These examples show the use and 
application in a visual layout.

Pay attention to the margins, alignment, 
and scale of the image, headline to 
subhead, call to action and logo.

A 2 column grid and margins of a layout 
are shown on page 36. That should be 
used as a base.

Typography

Lorem Ipsum doloreh 
eneowi dust comos 
cusae eslo

Find out more

0800 276 624 
crombielockwood.co.nz

Lorem Ipsum ath en, dust seit commos 
cusae esloLacts wiyuies ameou ste

C
L0

0
0

#

Lorem Ipsum doloreh 
eneowi, dust comos 
cusae eslo
Lorem Ipsum ath en, dust seit commos 
cusae esloLacts wiyuies ameou ste

Find out more crombielockwood.co.nz | 0800 276 624

C
L0

0
0

#

Lorem Ipsum doloreh 
eneowi, dust comos cua
Lorem Ipsum ath en, dust seit commos

5352 SURE | Autumn 2019 SURE | Autumn 2019

40 YEARS 
OF CROMBIE 
LOCKWOOD Be fully covered and 

free up your cashflow
Our pay monthly option is a flexible, convenient 
alternative to paying annual insurance costs upfront. 
Freeing up your business cash flow for use elsewhere.

Find out more from your broker
crombielockwood.co.nz
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Type treatment 
- headline, subhead 
and call to action in a 
photographic layout
Digital examples show how this can be 
amended or applied to digital or screen.

Typography
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Type treatment 
- body copy in text 
heavy layouts
Shown is an example of type formatting.

Note the use of scale, hierarchy, colour, 
font weight and alignment.

The pt size can be relatively increased, or 
decreased slightly depending on the size 
and viewing format.

Grey colour to be used as the main 
colour with Kakapo as the accent colour.

Sentence case is preferred throughout 
and no ligatures.

Typography
Futura PT bold 11/14 sub head body copy.

Book 11/14 body copy. Ribusae doluptam et voloreptio. Nem dus estrum culparum ipsa 
sunt exceatione pel inusae. Nam rem idest, utem rernam, sequate voluptin eate eum nam, 
sum alique quibus eum dolorem hillign atecuptat.

Book oblique if needed. Porepud aessimil ipsuntem eosus eum sam vendus nobis 
as es mossimo dipsunt renisitia velis et ea sit, coresti delibus.

Molore sa si optatur? Qui aut esci aut quam, officaes doluptae vendis qui sit, 
odite inus rendia estionest estio et volecta qu:

•	 Et as essitium cor maximin cum ulparum quiaspeditae volut di te.
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Type treatment 
- body copy in text 
heavy layouts
Shown is the integration of headline, 
body copy and photography in a text 
heavy format.

A 2 column grid within margins have been 
used. See page 36.

Body copy can be single column or in a 
2 column grid, within the page margins.

Typography

For further advice and cost guidance speak 
to your Crombie Lockwood broker or email 
firstname.surname@crombielockwood.co.nz

Lorem Ipsum dolh eneowi, 
dust comos cusae eslo
Boria non nonsed et, officatia cumet erferch ilitem 
restem explam hic totam ilic tem utempos debis 
dolorer sperovi taestium aborum quam aut et 
esecuptaqui same et mi, ut estruntur, od qui dolupit 
vellor soloriorem quiam ut que re dicillo riatempor.

acepudae excea velit, velendu cianduntus rem rem 
hicat.

quam haruntum et que rerum qui consequam voluptum 
nulpa susam arum erum eostion rest dolorunt pratio. 
Atum aboribus, sin con etur, simagni to qui dolorpo 
rempore perovit, sectem sandeli quateni ssequia 
quassim possit fuga. Oriae prate pellabo ribusae 
doluptam et voloreptio. Nem dessus estrum culparum 
ipsa sunt exceatione pel inusae. Nam rem idest, utem 
rernam, sequate voluptin eate eum nam, sum alique 
quibus eum dolorem hillign atecuptat.

Ipsapelest porepud aessimil ipsuntem eosam qui 
officipsus eum sam vendus nobis as es mossimo 
dipsunt renisitia velis et ea sit, coresti delibus:

molore sa si optatur? Qui aut esci aut quam, officaes 
doluptae vendis qui sit, odite inus rendia estionest 
estio et volecta qu:

• Et as essitium cor maximin cum ulparum 
quiaspeditae volut di te

• Occatemodi re deriati sciist rem. Neque et 
modicaeperum aliquam apic tem ea verorerios 
sitaqua teseque voluptatet v

• erumqui rersper chitium cones magnisci non 
nusam il mil mo quunt autem nulles aperiosam, sit 
posanditas doluptaqui de quiatem

qui aspitatianti dolest, quatiur, voluptur aut que pra 
volendi ipiendestion et laboribusae ni rendigni volora 
nisque provid quossi diam aceatur, eat.

Occatium lit, siniaero conem hicilignatus di dolest, sus, 
sitiamu sandit reptaturis abor maiori ut lic torecusci 
consequi bea aliandae etur? Ipicili tatiisimus magnatis 
rest, utaerum simusdae. Faccat ut vitium as eosaestibus 
aut ipsam ut fuga. Faccaestiis aut dolum ut omnimos 
evero magni ipsaniet omnim velectios idem quam.

t que rerum qui consequam voluptum nulpa susam 
arum erum eostio rum qui consequam voluptum nulpa 
susam arum erum eostion rest dolorunt pratio. Atum 
aboribus, sin con etur, simagnit.
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The Kakapo plumage is used as a 
textural element.

It should be included where possible in 
a strip. The strip is either bleeding off the 
bottom or right hand side.

Do not fade or apply filters other than 
a dark wash if used full bleed 
(see next page).

Plumage

Lorem Ipsum 
dolo reh en 
dust co mmos 
cusae esloi
Lorem Ipsum ath en, dust seit 
commos cusae esloLacts 

C
L0

0
0

#

Find out more

0800 276 624 
crombielockwood.co.nz

Lorem Ipsum doloreh eneowi, 
dust comos cusae eslo
Lorem Ipsum Ignatem excearciam, inctusda solupta tectur? Quidest ionestotat. 
Daesti cor aut hit quos si atat.

C
L0

0
0

#

Find out more

0800 276 624 
crombielockwood.co.nz
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Further usage
In rare cases the plumage may be 
used as a bigger textural element.

It might replace a big image or be 
used full bleed as a background.

A black wash (black, 50% opacity, 
set to multiply) should be used on full 
bleed plumage to give legibility. Type or 
elements placed on top must be at a scale 
or treatment that retains legibility.

Plumage

Lorem Ipsum doloreh 
eneowi, dust comos
cusae eslo
Lorem Ipsum ath en, dust seit commos 
cusae esloLacts wiyuies ameou ste

Lorem Ipsum doloreh 
eneowi, dust comos
cusae eslo
Lorem Ipsum ath en, dust seit commos 
cusae esloLacts wiyuies ameou ste

Wash - Black, 50% opacity, set to multiply
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Icons can be used (in a spot) on green 
or white backgrounds. They are line art 
in styling.

Icons can be used to help illustrate an 
idea or to break up information into 
smaller digestible pieces.

Icons add personality and can be fun.

See examples on the next page.

Icon spots
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Usage
Examples include flyers, web banners, 
or section breaks.

Icons should be used next to the text they 
are enhancing in the shown line art style, 
in a spot.

Care should be taken when scaling so that 
the line weight is not too thin, or thick and 
it suits the scale and viewing format.

Icon spots

Flexible payments
made easy

Find out more

0800 276 624
crombielockwood.co.nz

Easier to budget
You choose the day and frequency that suits you 
– fortnightly or monthly

Easier to set-up
Once the direct debit is in place we do the rest.
No surprises with a fixed interest rate from day one

No credit checks
Fast online acceptance then your insurance 
is secure straight away

Lorem Ipsum ath en, dust seit commos
cusae esloLacts wiyuies ameou ste

Lorem Ipsum 
Section break
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Our brand photography
Externally, we like to show the connection 
of our people in everyday business 
interactions. It portrays an idea of what 
our customers can expect when engaging 
with Crombie Lockwood.

We are a people centric organisation, 
our staff and our clients are at the heart 
of what we do. Strong relationships are 
fundamental for insurance brokers; within 
our industry but most importantly on a 
one-on-one level with clients. In a rapport 
that’s centred on trust – human connection 
is what our imagery should demonstrate.

We have a suite of our own brand 
photography (and stock images) that can 
be used, specific to the brand layer.

Internal / employer brand we focus on 
our people, our spaces and showing 
what success in the our workplace looks 
like. See the internal and employer brand 
section for more information.

Photography
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Photography

Our style

The preference is for Crombie Lockwood brand photography to be used. When brand photography is not available or not suited to the outcome, 
stock photography can be used but should feel as though it is in the Crombie Lockwood photography style:

Natural 
Must feel natural as if they were shot in New Zealand. Ideally feeling clean and 
contemporary whilst balancing a look that won’t date easily, and representative of 
New Zealand in general (e.g not Auckland centric). This extends to other details such as 
the people, styling, clothing, props, lighting, location, background, and having a candid / 
documentary style of photography. 

Accent colour 
Where possible the images should aim to include the correlating brand layer colour hue as 
an accent in some way. i.e Green hue for employer or master brand. Blue for corporate, 
yellow for internal brand or burnt orange for life and health. This could be done with 
clothing colour, prop colour, or possibly a blurred light leak or a object up close out of 
focus. This is to be done subtly and can also be done in post production. The same image 
could be amended in post to suit many brand layers. Given the nature of internal brand 
and it’s everyday use, some staff created collateral will struggle to meet this requirement as 
brand photography may be rarely used, in preference for content driven images 
e.g presentations, reports or flow charts.

People 
We include people in our photography to demonstrate that we are a people focused 
company and show the interactions our clients can expect from their broker. People can 
add a real, natural, aspirational or human feel to the messaging (and to our brand). We 
aim to have a diverse rage of demographic groups, age, sex and ethnicity. People can be 
both looking directly at the camera or engaging with others. We tend to avoid the “looking 
through the camera” awkward look. We try not to crop a head off - unless the final output 
is a tight or narrow composition / format and there is no other option. We hero our own 
people in employer brand within people & culture and rewards & recognition.

Technical 
We use natural lighting, soft lighting and colours, content or location, an un-staged expression 
or candid / documentary feel. We tend to avoid very bright high key lighting and at the other 
end of the spectrum, very dark moody lighting. Things that make an image feel less natural, 
and shouldn’t be used: high saturation, high contrast, silhouettes, most sunsets or colours that 
are bright, staged or theatrical images that are over polished, over use of filters, vignette and 
effects. Extreme angles / composition should be avoided. Images should not be overly busy 
and allow space for rest.

Creative licence within these guidelines can be exercised to create the desired feel or help 
illustrate the intended message. A mixture of shallow or large depth of feild can be used with 
tight and wide cropping. Compositions with movement, or a restful composition can be used. 
Ideally we will have a mixture. Most images should be aimed to be shot in a range of formats 
- portrait, landscape and with a wider crop to allow for print bleed. Light leaks or objects 
up close and a distant foreground / background can help to create depth and focal point, 
allowing a composition to have resting space. All images should feel as part of a series. 
We have more of a neutral or cooler colour temperature to our colour grading rather than very 
warm (life and health or internal brand is the exception where a warmer grade and accent 
colours will work in harmony with the brand layer colour).

Use 
Similar to icon spots, photography can be used to help enhance a message and add some 
personality. Refer to the following pages to see more and examples of how photography is 
integrated into a design layout. Ensure it is the right resolution and if using stock, make sure  
you have permission to use it.

These guidelines extend from still image to motion / video. 
Refer to page 49 for more on video.
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Photography
Master brand examples from our image library. People and how we do business.
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Photography
Corporate brand examples from our image library. People with an emphasis on business interactions.
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Photography
Employer brand examples from our image library. Our people, in our workplace, succeeding together.
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Photography

Style examples - the don’ts

Ideally not black and white unless 
expressly required. Not engaging with 
the camera or another.

Too dramatic, feels staged, not natural 
or candid. Heads cropped off

High saturation. Too dark. Not natural 
colours, moon effect.

Too many effects. Lighting and saturation 
not on brand style

Too bright, high saturation.

Too bright, couple don’t represent our 
target audience. Not NZ focussed.

Too much blur, high saturation and colour 
grading not part of our feel

Blue colouring not natural. Too dynamic 
with angles.
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Usage
Images are to be used full bleed or 
bleeding off an edge.

No borders, effects or masking into shapes 
(except for employer / internal brand’s 
graphical device).

Images can also be used near text to help 
illustrate and enhance an idea as shown.
Images must align to the column if used 
within body copy. Please refer to the grid 
and 2 column layout on page 36.

Please select an image that feels balanced 
in the orientation, i.e. horizontal images 
may not work well in a vertical space.

Ensure an image is high enough quality for 
the purpose you require and you have 
permission to use it.

Photography
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For further advice and cost guidance speak 
to your Crombie Lockwood broker or email 
firstname.surname@crombielockwood.co.nz

Lorem Ipsum dolh eneowi, 
dust comos cusae eslo
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Further usage
Corporate, life & health and 
internal brand examples shown.

Photography
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Lorem Ipsum doloreh 
eneowi, dust comos 
cusae eslo
Lorem Ipsum ath en, dust seit commos 
cusae esloLacts wiyuies ameou ste

Find out more

0800 276 624 
crombielockwood.co.nz

1

Life insurance solutions 
for you and your family

Perhaps the most important thing in life is 
your health and although it comes with no 
guarantees, there are insurance solutions 
available to lessen the impact should you 
need it. 

We provide you with the right advice to make 
sure that your financial objectives can be met 
if you have a serious health event.

We do this by taking the time to understand 
your personal situation which enables us to 
recommend the best insurance programme 
and insurer for your needs and ensure that 
your policy works as you would expect at 
claim time.

Your insurance sorted.

Why Crombie Lockwood?
Crombie Lockwood has been helping New Zealanders protect what’s 
important for over 40 years.
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Further usage
We hero our own people in employer 
brand within people & culture and rewards 
& recognition. Sometimes this is best done 
with a tiled or grid approach 
as shown. This can be done when a sole 
hero image won’t represent or illustrate the 
feeling or message required.

 

Photography

Lorem ipsum sempr 
acceepti et 2021

Lorem

Heading 
lorem epsut
ipsum 2021
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Lorem Ipsum 
doloreh en, 
dust commos 
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Lorem Ipsum ath en, dust seit 
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Find out more

0800 276 624 
crombielockwood.co.nz

Grid and margins
Margins and a 2 column grid act as a 
solid base. The ratio can be transferred 
easily to different formats, scales and 
applications.

Pay attention to the margins, alignment, 
and scale of the headline to subhead, call 
to action and logo on the page.

A text heavy document follows this grid 
except the 2 columns will align to the 
margins (i.e at 20mm, not 40mm from the 
right in an A4 non text heavy layout). 

The grid is robust enough to scale up 
relatively, and carefully amended for 
smaller formats or be applied to different 
viewing formats (e.g billboard, magazine 
ad, flyer, digital banner).

The many examples throughout this 
document are based on this.

Layout

A4 vertical
layout

20mm

15mm

15mm
30mm

20mm20mm

5mm 40mm
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Layout

Lorem Ipsum doloreh 
eneowi, dust comos 
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15mm
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A4 horizontal
layout

Grid and margins
Margins and a 2 column grid act as a 
solid base. The ratio can be transferred 
easily to different formats, scales and 
applications.

Pay attention to the margins, alignment, 
and scale of the headline to subhead, call 
to action and logo on the page.

A text heavy document follows this grid 
except the 2 columns will align to the 
margins (i.e at 20mm, not 40mm from the 
right in an A4 non text heavy layout). 

The grid is robust enough to scale up 
relatively, and carefully amended for 
smaller formats or be applied to different 
viewing formats (e.g billboard, magazine 
ad, flyer, digital banner).

The many examples throughout this 
document are based on this.
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Further application
The design integrity of a print asset 
or element can be amended to suit the 
specific needs of a digital application.  
The following pages show examples and 
outlines how elements can be used.

Elements (such as plumage strip, 
headline colour split, icons, photography 
and margins) can be used in a similar 
way to print, with care taken to suit a 
digital space. 

Logo
The non tag-line logo should be used 
(refer to pg 11).  

Colours
RGB or HEX are as per our colour palette 
(pg 15) however please ensure they are 
web accessible. For further information 
please refer to the digital style guide at 
crombielockwood.co.nz/ 
digital-style-guide

Digital

Website - homepage

Photographic display ad 300x250

Typographic display ad 728x90

Website - footer
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Digital
Further application
Business segments
Similar to print, the brand layers and 
business segments (pg 6-9) apply in 
a digital application. Pages are themed 
- e.g SME or Master brand uses Kakapo 
green, where Corporate brand uses the 
Gallagher Secondary Blue (pg 15) as the 
main / accent colour.
A colour wash can also be used 
on section heading banners - 70 opacity, 
set to multiply over an image.
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Further application
Website themes and styles 
Futura PT as main design font, Arial as 
system / secondary font (pg 16-17). 
Type treatment may need to 
be amended for digital application.
Excerpts from the digital style guide are 
displayed on the following pages.
The digital style guide is intended for use 
by Crombie Lockwood staff or suppliers 
only. It contains examples of how digital 
content is presented on the website, and 
can be used in conjunction with our 
brand guidelines.
See crombielockwood.co.nz/ 
digital-style-guide for more 
details of digital styles such as 
type treatments, buttons, banners, and 
content display blocks (ie video, calls to 
action, broker search, images etc).

Digital



Crombie Lockwood brand guidelines 43

Digital
Further application
Website banners 
Excerpts from the digital style guide are 
displayed on the following pages.
The digital style guide is intended for use 
by Crombie Lockwood staff or suppliers 
only. It contains examples of how digital 
content is presented on the website, and 
can be used in conjunction with our 
brand guidelines.
See crombielockwood.co.nz/ 
digital-style-guide for more 
details of digital styles such as 
type treatments, buttons, banners, and 
content display blocks (ie video, calls to 
action, broker search, images etc).
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Digital
Further application
Website content blocks
Modules or content ‘blocks’ that can be 
inserted into most website pages.
Excerpts from the digital style guide are 
displayed on the following pages.
The digital style guide is intended for use 
by Crombie Lockwood staff or suppliers 
only. It contains examples of how digital 
content is presented on the website, and 
can be used in conjunction with our 
brand guidelines.
See crombielockwood.co.nz/ 
digital-style-guide for more 
details of digital styles such as 
type treatments, buttons, banners, and 
content display blocks (ie video, calls to 
action, broker search, images etc).
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Digital
Further application
Website content blocks
Modules or content ‘blocks’ that can be 
inserted into most website pages.
Excerpts from the digital style guide are 
displayed on the following pages.
The digital style guide is intended for use 
by Crombie Lockwood staff or suppliers 
only. It contains examples of how digital 
content is presented on the website, and 
can be used in conjunction with our 
brand guidelines.
See crombielockwood.co.nz/ 
digital-style-guide for more 
details of digital styles such as 
type treatments, buttons, banners, and 
content display blocks (ie video, calls to 
action, broker search, images etc).
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Digital
Further application
Website content blocks
Modules or content ‘blocks’ that can be 
inserted into most website pages.
Excerpts from the digital style guide are 
displayed on the following pages.
The digital style guide is intended for use 
by Crombie Lockwood staff or suppliers 
only. It contains examples of how digital 
content is presented on the website, and 
can be used in conjunction with our 
brand guidelines.
See crombielockwood.co.nz/ 
digital-style-guide for more 
details of digital styles such as 
type treatments, buttons, banners, and 
content display blocks (ie video, calls to 
action, broker search, images etc).
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Video

Our style

Our photographic style extends from still to moving. Please refer to our photography style to ensure video is natural, 
includes people where possible and the right accent colour is used. Some further points are below.

People vs. animation 
We include people in our video to demonstrate that we are a people focused company 
and show the interactions our clients can expect from their broker. We use animation for 
videos that are more informative or how to content. Animation should be simple line-art 
based taking from our iconography or typographic.

Technical 
Video is to be shot in 4k 25fpsH.264 or equivalent so that cropping can be used without 
loss of quality. B-Roll should be shot at 50fps. Outputs to achieve a look of natural white 
balance approx. 5500 Kelvin or as natural as possible. Audio is to be clear and balanced. 
Preference to clear audio over hiding mics.

Interview style 
Interviews of subjects are to be shot using rule of thirds to allow for graphic overlay and to 
aid composition. A mid-shot or slightly wider is preferable. This can be achieved either on 
the right or left. The subjects eye line should be to the interviewer. Depth of field should be 
used to draw focus to the subject.  The content should be natural and not heavily scripted. 
The subject should use their own language to achieve the output.

PTC – piece to camera 
Interviews of subjects are to be shot using rule of thirds to allow for graphic overlay and to aid 
composition. If overlay is not needed a centralised images is preferable. Shot size should be 
mid-shot or slightly wider is possible. If using autocue, a pace should be achieved that sounds 
natural. Depth of field should be used to draw focus to the subject.

B-roll 
B-roll should be relevant to the content of the video and planning should occur before the 
shoot. Establishing shots followed by closer action shots in natural sequences should be 
plotted. Techniques that are preferable are: Shooting at 50+fps, focus pulls, from foreground to 
background aided with slow pans or tilts and stabilized motion movement either through track, 
stabilizer or slider.

Music 
Music should be used to aid the video, not overpower the subject. The feel is positive, uplifting 
and local sounding, low energy, acoustic song that is best described as hopeful and calm. 
Guitar and acoustic guitar are the primary instruments. BPM 165 or less.

Refer to page 30 for more on photography
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Video

Our style

Below is a video showing our visual style and assets. 
Copy and paste url into browser to view.

https://www.youtube.com/watch?v=eZdxWUT728A

https://www.youtube.com/watch?v=eZdxWUT728A
https://www.youtube.com/watch?v=eZdxWUT728A
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Our brand mascot
Tiaki - to care, conserve, and 
protect people and place.

Tiaki is our brand mascot. 
He is a paper Kakapo bird.

As a character he represents our brand 
and therefore is only used in our brand 
campaigns to portray our key brand 
value messages.

Tiaki

G
ET

TI
NG INSURANCE SO

RTED

FOR 45 YEARS
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Tiaki
Usage examples

The examples give an overview of 
the usage of Tiaki in our latest brand 
campaigns. Plain English, not 

gobbledegook
Your insurance 
sorted

Perfect fit
at a price
for you
Your insurance 
sorted
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Tiaki
Usage examples

The examples give an overview of 
the usage of Tiaki in our latest brand 
campaigns.

Have fun
in the sun 
this summer

C
L1
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Have fun in the 
sun this summer
Look forward to working with 
you again next year



Tone 
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How we communicate is an 
important part of our identity.

We’re approachable and 
informal and we write in the 
same way as we talk to our 
clients, using everyday and 
easily understandable language.  
Why – because it’s honest and 
trustworthy. 

It’s important that we apply 
the same voice across all 
communication channels.

Tone of voice
You may need to adapt your tone of voice to suit 
the subject matter and your desired outcome, 
however in general, our communications are 
positive and personable in tone. When writing 
to clients, avoid talking about generic processes 
or just quoting the rules. Be specific and tell them 
how information applies to them.

We use inclusive language whenever possible - 
an easy and effective way to do this is by dialling 
up the use of personal pronouns – you, your, our, 
we, us. Using ‘you’ or ‘your’ and the active voice 
(explained below) is a positive and personable 
way to engage people. 

You can refer to Crombie Lockwood as ‘we’ once 
you have made it clear who ‘we’ refers to.

In summary our tone should always consistently 
embody the following three words: 
Clear, Active, Positive

An easy way to remember it is: ‘CAP’

This can be used as a way to measure how your 
communication is reading – “is my email CAP?” 

Use clear, everyday words

Write in clear, plain, everyday language your 
reader can understand. This respects people’s 
time and ensures we minimise language being a 
barrier to working with us. We all know one of the 
biggest challenges facing business is lack of time 
so let’s make it easy for them to deal with us.

We get to the point quickly with short sharp 
conversational sentences. No fancy words, fluffy 
language, corporate clichés or insurance jargon. 
Translate technical terms; not everyone is an 
insurance expert, save the jargon for the policy 
wording where we are legally obliged to 
reference those terms. 



Crombie Lockwood brand guidelines 54

At Crombie Lockwood, it’s our job as professionals 
to translate complex concepts and technical 
information for our clients. It shows we know our 
subject well and ensures that clients understand 
what we say, so they can make the right decision 
or take the right action.

Less is more

Write less and write concisely. Using several 
words when one would do makes our documents 
boring. Get rid of any information your readers 
don’t need and check you haven’t repeated 
yourself. Keep your sentences short.

Favour the active voice

Use active language whenever possible. It is 
clearer, shorter and easier to read than passive 
language. Active language shows you take 
responsibility for what you say and creates a 

sense of action. It is also precise about who is 
responsible for particular actions. 

To create an active sentence, make sure you say 
who or what performs the action and put it before 
the verb.

For example - I will be in touch in the next few 
days once you have had a chance to review your 
renewal documents.

Keep it positive

Writing things in the negative puts people off and 
can make the message hard to understand.

For example (Instead of this) - Don’t be 
underinsured. (Write this) - Make sure you are 
properly insured.

Tone of voice - continued

For further information please 
refer to the Crombie Lockwood 
Language Guide.

Your insurance sorted

Our tagline acts as a reassuring call to action 
and you will see this on examples throughout the 
guidelines. It encompasses the full spectrum of 
what brokers do. Obtaining the right insurance 
for clients, undertaking renewals each year and 
assisting with claims when they happen.



Crombie Lockwood brand guidelines 5555

Co-brand
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Logo use and 
layout treatment

We lock up our logo with our partnering 
brands as shown (where possible). 
We do this when working together with 
another brand or company. This could 
include a sponsorship partner.

The design layout is based on master 
brand as shown on the following pages. 
This is to show another brand is 
partnering or working with our brand 
(our brand being the main brand).

Co-brand

Official partner
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Usage examples

Master brand treatment is used as 
the base. From here the logo lock 
up can be added.

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Co-brand

We’re providing cover 
for kiwi

C
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Smooth sailing with 
the right insurance
Talk to the experts in marine industry, business and 
commercial property insurance
Mike Murray | 027 454 5476
michael.murray@crombielockwood.co.nz
Unit 3B, 320 Ti Rakau Drive, Auckland

C
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Proud corporate member of the 
Royal New Zealand Yacht Squadron

CL286A CLMB RNZYS akl east ad A4H V2.indd   1 29/07/19   4:27 PM

1

The right insurance 
for Marlborough’s 
Construction industry
We’ve been helping New Zealanders protect what’s important for over 40 
years. Their businesses and homes, their incomes, their assets, their families, 
their futures and their own success stories.

In that time, our team of insurance professionals have become trusted experts 
in a number of sectors including construction. Right here in Marlborough we 
already help over 150 construction businesses with their insurance.
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Get your insurance sorted

David Wing 03 520 6160 
david.wing@crombielockwood.co.nz

We help manage your risk

Using our expertise we will show you what 
fully insured looks like. We can help with your 
complex issues too, such as:

• Balancing the conditions of your 
construction contracts so you and your 
principals share responsibility fairly.

• Be prepared for the impact of customer or 
supplier insolvency and payment default 
with practical end-to-end protection. 

• Understanding your exposure to costly 
and damaging liability claims.

Our great relationships benefit you 

By working closely with insurers for years, 
we negotiate wider policy coverage at 
competitive premiums.

Our claims team work for you

Using our depth of experience to help you 
get the right result, when the worst happens.

Official partner
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Usage examples

Master brand treatment is used as 
the base. From here the logo lock 
up can be added.

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Co-brand

C
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Your insurance 
needs sorted
Master Plumbers membership gets you customised 
insurance solutions at competitive rates

Talk to a broker, call
0800 866 766

CL261A CLMB Master plumber ad 210mm(w) x 142mm(h) V1.indd   1 8/07/19   3:18 PM

FREE roadside assist

Find out more

0800 866 766 
crombielockwood.co.nz

Our DriveOn solution extends your business vehicle 
insurance policy to cover most roadside events

Includes:

• 24/7 roadside assistance
• Unlimited call-outs
• Free app to request & track call-outs
• Vehicle cover, not just driver cover
• Breakdown assist from AA Roadservice

C
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Conditions apply. Offer only available for new Master Plumbers Insurance clients.

New 
client 
offer

crombielockwood.co.nz

The right insurance 
for village residents
We’ve been helping New Zealanders protect what’s important for over 40 years; 
their homes, their assets, their families and their futures.

In that time, our team of over 900 insurance professionals have become trusted 
experts in a number of sectors including retirement villages. As the RVA’s preferred 
insurance partner, we insure over 150 villages.

We’ve taken our vast experience one step further by also providing extensive 
cover* to village residents.
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* Specific cover detail and limits can be found in the policy wording  Insurance is provided by 
Onesurance and is underwrit ten by IAG New Zealand Limited and Vero Insurance New Zealand Limited.

Competitive premiums 
for your contents and 
motor insurance

Making claims 
is easy

Get a 
free quote

With 5 key coverage benefits, including

1. Jewellery, spectacles and most personal effects are 
insured to the full amount it costs to replace them.

2. There’s no need to individually specify your watches 
or jewellery under $5,000*, they’re covered and 
limits can be increased to $10,000.

3. Temporary accommodation insurance with a 
choice of limits from $5,000 - $100,000.

4. Repair and associated legal costs for 
damages to someone else’s property.

5. Agreed or market value options are available for 
motor vehicles. Vehicle repair is guaranteed when 
you use a NZI quality approved repairer. 
Plus windscreen glass is automatically included.

No need to fill out forms, simply call 
village residents claims 0508 508 777

The Village Residents Insurance team 
are ready to help, call Pauline or Linda 
0508 508 777
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Sub-brand
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Logo use and 
layout treatment

We can use the sub-brand logo as it is, or 
it can be locked up with our logo 
depending on the message and it’s use. 
We do this when we have something with 
its own name/brand but operates within 
Crombie Lockwood. This could include 
product and scheme.

The design layout is based on master 
brand as shown on the following pages. 
This is so the sub-brand looks like it is a 
part of the overall brand. Accent colours 
or elements may be used sparingly with 
consideration.

The name of the brand may also be 
used as part of the headline to call 
out the specific product or sub-brand 
further.

In very rare occasions, some scheme may 
require their own unique look and feel. 

Sub-brand
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Usage examples

Master brand treatment is used as 
the base. From here the sub brand logo or 
the logo lock up can be added.

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Sub-brand

C
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CL182A CLMB bank balance wallet DL 4pp V3.indd   1-2 8/05/19   10:52 AM

Just 
to say 
thanksYou have 

embraced our 
four pillars

Be visible Know 
your stuff

Deliver resultsFollow up 
or feedback

special thanks and 
  

recognition

CL182A CLMB bank balance wallet DL 4pp V3.indd   3-4 8/05/19   10:52 AM
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It’s a clever little bundle 
we’ve developed called 
SMARTpak and it’s just 
for you

The smart 
insurance 
just for 
SMEs

01
Everything you need  
and nothing you don’t
•  Stock and plant protection 

up to $1m

• Gross profit protection up to $1m

•  Business interruption cover starts when 
you stop trading

•  Additional increased costs of working 
up to $100,000 (higher limits available)

•  Claim preparation costs up to $50,000 
(higher limits available)   

02
For all ages and  
stages of business
•  From start ups to established businesses

• Across all industries, from building 
     to hairdressing, dairies to gyms, online 
     businesses and everything in between

•  For SMEs not wanting to second  
guess their insurance cover

03
With specialists just for you
•  Our dedicated team of Smart Business 

brokers just deal with SMEs so they 
understand you and your business

•  Our SMARTpak claims team are  
on hand to help you 24/7

Your insurance 
sorted
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Usage examples

Master brand treatment is used as 
the base. From here the sub brand logo or 
the logo lock up can be added.

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Sub-brand
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4 Crombie Lockwood Onesurance Motor Vehicle Insurance Policy PECONE2 

Introduction 
Welcome 
We would like to make sure you are aware of all your entitlements under this policy, so please 
read the document carefully. After you have read it, please contact us or your broker if you would 
like further information. 

About This Policy 
Your policy consists of: 
1. this policy document, and 
2. the schedule, and 
3. the information you have provided in the application. 

Your Duty Of Disclosure 
When you apply for insurance, you have a legal duty of disclosure. This means you must tell us 
everything you know (or could be reasonably expected to know) that a prudent insurer would want 
to take into account in deciding: 
1. whether to accept or decline your insurance, or  
2. the cost or terms of the insurance, including the excess. 
You also have this duty every time your insurance renews and when you make any changes to it. 
If you breach this duty, we may treat this policy as being of no effect and to have never existed. 
Please ask us if you are not sure whether you need to tell us about something. 

Changing Your Mind 
If you are not happy with this policy, you can change your mind, provided you tell us within 30 
days of the date your policy started. We will cancel your policy as if it had never existed and 
refund in full any premium you have paid. 
This does not apply if a claim has been made. 

Examples 
We have sometimes used examples and comments to make the parts of this policy document 
easier to understand. These examples and comments, which are printed in italics, do not affect or 
limit the meaning of the section they refer to. 

Headings 
The headings in this policy document are for reference only and do not form part of it. They must 
not be used when interpreting the policy document. 

Defined Words 
If a word is shown in bold, it has a special meaning. There is a list of these words and what they 
mean at the back of this policy in the section ‘DEFINITIONS’. 
 
  

C
L0

13
A

This policy is underwritten by the Insurers detailed in your Policy Schedule 
and arranged by Crombie Lockwood (NZ) Limited, Insurance Brokers.

Motor Vehicle 
Insurance Policy
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Usage examples

Master brand treatment is used as 
the base. From here the sub brand logo or 
the logo lock up can be added.

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Sub-brand

2

CyberSAFE - enhanced coverage
CyberSAFE provides broad cover for your business; invaluable at claim time when it really matters. To keep pace 
with business needs we have updated our CyberSAFE policy to properly reflect today’s electronic world. Our 
enhanced policy is clearer, more in-depth and offers more expansive coverage for you.

What does 
CyberSAFE cover?
Breach costs 
If your computers, network, servers or outsourced 
service providers suffer a security breach, we cover 
the costs to clean your systems and third party costs 
you’re liable for. 

Cost of damages 
We cover damages or defence costs up to the limit 
of liability. We also cover damages to third parties 
arising from a breach, including monetary judgement, 
award or settlement. Regulatory penalties and 
investigation costs from regulatory claims are also 
covered.

Costs for damage to data or programs 
In the cases of operational error, back-up generator 
failure, electrostatic build-up, loss of vital data and 
system or hardware damage due to a breach - we 
cover the costs of repair to your systems or third 
party systems you’re liable for. We also provide 
for forensic repairs.

Multimedia liability 
Protection against allegations of failure to directly or 
indirectly prevent a multimedia wrongful act.

Income loss and incurred expenses 
If your business income suffers due to a total or partial 
interruption, degradation in service or network failure 
caused by a cyber-attack, CyberSAFE covers you for 
lost income and extra expenses incurred. 

Third party service provider failure 
CyberSAFE’s extended coverage provides for network 
failure of outsourced and cloud service providers and 
any business income loss or additional costs incurred 
during repairs.

Cyber extortion and ransomware 
Should a malware attack release or spread any 
personal or confidential information or restrict access 
to yours or external providers’ data - you’re covered 
for liability or costs you incur to restore the data, 
hardware or systems. 

Cyber extortion or ransomware demands are covered 
up to the limit incurred.

Why CyberSAFE is better
Cyber incidents are on the rise and with the increasing dependence on technology and computers in day to 
day operations, all businesses face a new risk surrounding the protection of their network security and data. 
However, that is not the only risk; the financial and reputational implications associated with a breach can be 
costly and many general and business insurance policies do not provide the specialised cover needed. Cyber 
insurance policies are designed to fill those gaps, provide expert support and cover the financial loss in the event 
of a cyber incident. 

Our job is to get the best terms and conditions for you and  ensure  you have the right cover in place for your 
business. CyberSAFE offers a broad risk management solution so you can feel confident you have the right 
insurance in place to help safeguard against sensitive data breaches, computer hacking, cyber-crime and more. 
We have updated our CyberSAFE policy to provide additional cover options to properly reflect the business 
needs in today’s fast-changing world.

CyberSAFE

Cyber insurance to help your business recover from a 
cyber-event, including first party expenses, business income 
loss and third party liability. 

CyberSAFE

C
L2

3
9

B

CyberSAFE

CyberSAFE

Kaitaia 09 408 6281
Kerikeri 09 407 0004
Whangarei 09 430 4870
Auckland - Takapuna 09 486 0852
Auckland - Corporate 09 358 2258
Auckland - Central  09 623 9900
Auckland - West 09 837 2121
Auckland - East 09 272 2300
Hamilton 07 957 8600
Tauranga 07 579 7600
Napier 06 834 4820
New Plymouth 06 769 8100
Whanganui 06 349 6156
Palmerston North 06 358 7039
Paraparaumu 04 801 1040
Wellington 04 802 0040
Lower Hutt 04 381 5127

Kaitaia
Kerikeri

Whangarei

Auckland

Hamilton

Tauranga

New Plymouth

Napier
Palmerston
North

Whanganui

Wellington

Lower Huttt

Blenheim
Nelson

Christchurch

Ashburton
Timaru

Greymouth

Queenstown

DunedinInvercargill

Oamaru

Paraparaumu

Nelson 03 543 9021
Blenheim 03 578 0228
Greymouth 03 768 9518
Christchurch 03 335 3060
Ashburton 03 307 7454
Timaru 03 687 7640
Oamaru 03 434 5522
Dunedin 03 470 0770
Queenstown 03 409 2380
Invercargill 03 211 2200

0800 276 624
crombielockwood.co.nz
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CyberSAFE

Cyber insurance to help your business recover from a 
cyber-event, including first party expenses, business income 
loss and third party liability. 

CyberSAFE
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CyberSAFE

CyberSAFE

Kaitaia 09 408 6281
Kerikeri 09 407 0004
Whangarei 09 430 4870
Auckland - Takapuna 09 486 0852
Auckland - Corporate 09 358 2258
Auckland - Central  09 623 9900
Auckland - West 09 837 2121
Auckland - East 09 272 2300
Hamilton 07 957 8600
Tauranga 07 579 7600
Napier 06 834 4820
New Plymouth 06 769 8100
Whanganui 06 349 6156
Palmerston North 06 358 7039
Paraparaumu 04 801 1040
Wellington 04 802 0040
Lower Hutt 04 381 5127

Kaitaia
Kerikeri

Whangarei

Auckland

Hamilton

Tauranga

New Plymouth

Napier
Palmerston
North

Whanganui

Wellington

Lower Huttt

Blenheim
Nelson

Christchurch

Ashburton
Timaru

Greymouth

Queenstown

DunedinInvercargill

Oamaru

Paraparaumu

Nelson 03 543 9021
Blenheim 03 578 0228
Greymouth 03 768 9518
Christchurch 03 335 3060
Ashburton 03 307 7454
Timaru 03 687 7640
Oamaru 03 434 5522
Dunedin 03 470 0770
Queenstown 03 409 2380
Invercargill 03 211 2200

0800 276 624
crombielockwood.co.nz
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Specialism 
brand
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Label device

A master brand and Corporate brand 
device has been created. This is used to 
call out or label a particular piece of 
collateral where Crombie Lockwood 
has specialist expertise.

Primary treatment is to use master brand. 
Corporate brand can be used if it’s better 
suited, as the secondary treatment option.

Specialism 
brand
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Marine ipsum
Every year, hundreds of New Zealand organisations are attacked online, 
and it’s on the rise. Online attacks increased by 205% year on year in 
2018, and each attack cost an average of $15,590. 

Schools are a common target of cyber criminals. They have substantial 
budgets and a reliance on IT. Schools often have many users as well, 
which makes it easier to find a weak point through the use of phishing 
emails, social engineering and false websites. Most sinister of all, schools 
attract some very unpleasant attackers.

1. Ransomware

Criminals find a way to load a virus to your 
system which locks all of your files. They only 
release the files on payment of a ransom.

2. Stealing private information

Criminals access your systems and search  
your personnel or student files for 
compromising information, then use it to 
extort or blackmail you.

3. Targeting children

Finding personal details of vulnerable 
children they hope to exploit. 

4. Fraudulent impersonation

Criminals can impersonate school officials, 
executives or other third parties over email 
or other electronic forms to manipulate. This 
can lead to fake invoice scams, fraudulent 
transfers, or other authorised access to systems 
or information.

Four of the most common fish in New Zealand are:
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Specialists

Marine
Insurance How does Marine cover work?

If your school is attacked, your first need isn’t 
money – it’s expertise.

That’s where a Crombie Lockwood Cyber 
policy helps. Our coverage is triggered if 
either your school or your outsourced service 
provider have a network failure.

• We get experts on to your site fast, 
to help with all aspects of the attack

• Take action to shut down the attack 
and prevent further breaches

Our marine team
If your fish are attacked, your first need isn’t money – it’s expertise.

Claim example
A principal received an email with a student’s 
confidential file attached. The hacker threatened to 
release more files and to lock the school’s systems. 
The school’s IT department tried to investigate, but 
the network had been infected by malware that 
locked the entire system.

Our experts took action to restore the school’s 
systems within 24 hours, coordinated forensic IT 
specialists to prevent further attacks and to work 
out what information had been taken, and helped 
identify the hacker. We also worked to protect the 

Your experts in Marine
We arrange cover for nearly half the fish in New Zealand. That’s 
over 1,000 different institutions, each with different requirements.

Our dedicated brokers understand your unique needs. 

Firstname Surname
Jobtitile Here

Firstname Surname
Jobtitile Here

Your marine insurance sorted

0800 276 624 
crombielockwood.co.nz/marine

To release more files and to 
lock the school’s systems. The 
school’s IT department tr

To release more files and to 
lock the school’s systems. The 
school’s IT department tr
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Specialism 
label
Usage examples

Master brand treatment or Corporate 
brand is used as the base. From here the
specialism label can be added.

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.
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Marine ipsum dolre 
enwi dust comoscti
Specialist team of experts en, dust seit 
commos cusae esloLacts

Find out more

0800 276 624 
crombielockwood.co.nz

Specialists

Marine
Insurance

Construction dolo 
eneowi, dust comos 
cusae eslo

Find out more

0800 276 624 
crombielockwood.co.nz/construction

Team of experts, dust seitrew  
mos cusae esloLacts wiyu 
iemeou ste

Specialists

Construction
Insurance

Specialism 
label
Usage examples

Master brand treatment or Corporate 
brand is used as the base. From here the
specialism label can be added.

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.
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Marine doloreh ecit 
eneowi, dust comos 
cusae eslo
Lorem Ipsum ath en, dust seit commos 
cusae esloLacts wiyuies ameou ste

Find out more

0800 276 624 
crombielockwood.co.nz

Specialists

Marine
Insurance

Title here doloreh eri, 
dust comos cusae lu 
eslo secti deos
Lorem Ipsum ath en, dust seit commos cusae esloLs 
wiyuies ameou ste lumen acepti sepmeyr seciti
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Construction
Insurance

Usage examples

Master brand treatment or Corporate 
brand is used as the base. From here the
specialism label can be added.

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Specialism 
label
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For further advice and cost guidance speak 
to your Crombie Lockwood broker or email 
firstname.surname@crombielockwood.co.nz

Lorem Ipsum dolh eneowi, 
dust comos cusae eslo
Boria non nonsed et, officatia cumet erferch ilitem 
restem explam hic totam ilic tem utempos debis 
dolorer sperovi taestium aborum quam aut et 
esecuptaqui same et mi, ut estruntur, od qui dolupit 
vellor soloriorem quiam ut que re dicillo riatempor.

acepudae excea velit, velendu cianduntus rem rem 
hicat.

quam haruntum et que rerum qui consequam 
voluptum nulpa susam arum erum eostion rest 
dolorunt pratio. Atum aboribus, sin con etur, 
simagni to qui dolorpo rempore perovit, sectem 
sandeli quateni ssequia quassim possit fuga. Oriae 
prate pellabo ribusae doluptam et voloreptio. 
Nem dessus estrum culparum ipsa sunt exceatione 
pel inusae. Nam rem idest, utem rernam, sequate 
voluptin eate eum nam, sum alique quibus eum 
dolorem hillign atecuptat.

Ipsapelest porepud aessimil ipsuntem eosam qui 
officipsus eum sam vendus nobis as es mossimo 
dipsunt renisitia velis et ea sit, coresti delibus:

molore sa si optatur? Qui aut esci aut quam, 
officaes doluptae vendis qui sit, odite inus rendia 
estionest estio et volecta qu:

• Et as essitium cor maximin cum ulparum 
quiaspeditae volut di te

• Occatemodi re deriati sciist rem. Neque et 
modicaeperum aliquam apic tem ea verorerios 
sitaqua teseque voluptatet v

• erumqui rersper chitium cones magnisci non 
nusam il mil mo quunt autem nulles aperiosam, 
sit posanditas doluptaqui de quiatem

qui aspitatianti dolest, quatiur, voluptur aut que 
pra volendi ipiendestion et laboribusae ni rendigni 
volora nisque provid quossi diam aceatur, eat.

Occatium lit, siniaero conem hicilignatus di 
dolest, sus, sitiamu sandit reptaturis abor maiori 
ut lic torecusci consequi bea aliandae etur? 
Ipicili tatiisimus magnatis rest, utaerum simusdae. 
Faccat ut vitium as eosaestibus aut ipsam ut fuga. 
Faccaestiis aut dolum ut omnimos evero magni 
ipsaniet omnim velectios idem quam.
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quam haruntum et que rerum qui consequam 
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voluptum nulpa susam arum erum eostion rest 

Specialism 
label
Usage examples

Master brand treatment or Corporate 
brand is used as the base. From here the
specialism label can be added.

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.
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Corporate 
brand
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Overview

A refined, formal, Crombie Lockwood 
treatment specifically reserved for our 
corporate clients. Backed by Gallagher.

Merging the best parts of a proven 
Crombie Lockwood master brand and 
Gallagher brand into a specifically 
created, corporate style system.

Master brand provides the base  
however, no bird line art or icon spots 
used. Corporate specific type lock ups can 
be used and the use of the corporate logo 
lock up.

Within Corporate brand, there is two 
main types of collateral driven by 
objective, need and audience 
- new business / RFP and 
BAU marketing collateral.

Corporate 
brand

Gallagher 
Secondary 
Blue

Gallagher 
Dark Blue

Grey White / Paper

Colours

Gallagher | Crombie Lockwood - corporate brand logo lock up

Plumage - Blue Penguin

PMS 425
CMYK 0.0.0.77
RGB 95.96.98 
HEX #5f6062

PMS 660
CMYK 88.50.0.0
RGB 0.117.188
HEX #0075bc

PMS 2965
CMYK 100.78.45.49
RGB 0.38.62
HEX #00263e
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Usage examples

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Corporate 
brand

Lorem Ipsum 
doloreh en, 
dust commos 
cusae eslo
Lorem Ipsum ath en, dust seit 
commos cusae esloLacts 
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Find out more

0800 276 624 
crombielockwood.co.nz

Lorem Ipsum doloreh 
eneowi, dust comos 
cusae eslo
Lorem Ipsum ath en, dust seit commos cusae 
esloLacts wiyuies ameou ste sieutw jwir

Find out more

0800 276 624 
crombielockwood.co.nz
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Usage examples

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Corporate 
brand
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Lorem Ipsum doloreh 
eneowi, dust comos 
cusae eslo
Lorem Ipsum ath en, dust seit commos 
cusae esloLacts wiyuies ameou ste

Find out more

0800 276 624 
crombielockwood.co.nz

For further advice and cost guidance speak 
to your Crombie Lockwood broker or email 
firstname.surname@crombielockwood.co.nz
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Faccat ut vitium as eosaestibus aut ipsam ut fuga. 
Faccaestiis aut dolum ut omnimos evero magni 
ipsaniet omnim velectios idem quam.

Lorem Ipsum dolh eneowi, 
dust comos cusae eslo
Boria non nonsed et, officatia 
cumet erferch ilitem restem explam hic totam ilic 
tem utempos debis dolorer sperovi taestium aborum 
quam aut et esecuptaqui same et mi, ut estruntur, 
od qui dolupit vellor soloriorem quiam ut que re 
dicillo riatempor.

acepudae excea velit, velendu cianduntus rem 
em hicat.

quam haruntum et que rerum qui consequam 
voluptum nulpa susam arum erum eostion rest 
dolorunt pratio. Atum aboribus, sin con etur, 
simagni to qui dolorpo rempore perovit, sectem 
sandeli quateni ssequia quassim possit fuga. Oriae 
prate pellabo ribusae doluptam et voloreptio. 
Nem dessus estrum culparum ipsa sunt exceatione 
pel inusae. Nam rem idest, utem rernam, sequate 
voluptin eate eum nam, sum alique quibus eum 
dolorem hillign atecuptat.

Ipsapelest porepud aessimil ipsuntem eosam qui 
officipsus eum sam vendus nobis as es mossimo 
dipsunt renisitia velis et ea sit, coresti delibus:

molore sa si optatur? Qui aut esci aut quam, 
officaes doluptae vendis qui sit, odite inus rendia 
estionest estio et volecta qu:

• Et as essitium cor maximin cum ulparum 
quiaspeditae volut di te

• Occatemodi re deriati sciist rem. Neque et 
modicaeperum aliquam apic tem ea verorerios 
sitaqua teseque voluptatet v

• erumqui rersper chitium cones magnisci non 
nusam il mil mo quunt autem nulles aperiosam, 
sit posanditas doluptaqui de quiatem

qui aspitatianti dolest, quatiur, voluptur aut que 
pra volendi ipiendestion et laboribusae ni rendigni 
volora nisque provid quossi diam aceatur, eat.

Occatium lit, siniaero conem 
hicilignatus di dolest, sus, sitiamu sandit reptaturis 
abor maiori ut lic torecusci consequi bea aliandae 
etur? Ipicili tatiisimus magnatis rest, utaerum 
simusdae. Faccat ut vitium as eosaestibus aut ipsam 

ut fuga. Faccaestiis aut dolum ut omnimos evero 
magni ipsaniet omnim velectios idem quam.

Que rerum qui consequam voluptum nulpa susam 
arum erum eostio rum qui consequam voluptum 
nulpa susam arum erum eostion rest dolorunt 
pratio. Atum aboribus, sin con etur, simagnit.

Occatium lit, siniaero conem 
Boria non nonsed et, officatia cumet erferch ilitem 
restem explam hic totam ilic tem utempos debis 
dolorer sperovi taestium aborum quam aut et 
esecuptaqui same et mi, ut estruntur, od qui dolupit 
vellor soloriorem quiam ut que re dicillo riatempor.

acepudae excea velit, velendu cianduntus rem rem 
hicat.

Occatium lit, siniaero conem 
quam haruntum et que rerum qui consequam 
voluptum nulpa susam arum erum eostion rest 
dolorunt pratio. Atum aboribus, sin con etur, 
simagni to qui dolorpo rempore perovit, sectem 
sandeli quateni ssequia quassim possit fuga. Oriae 
prate pellabo ribusae doluptam et voloreptio. 
Nem dessus estrum culparum ipsa sunt exceatione 
pel inusae. Nam rem idest, utem rernam, sequate 
voluptin eate eum nam, sum alique quibus eum 
dolorem hillign atecuptat.

Ipsapelest porepud aessimil ipsuntem eosam qui 
officipsus eum sam vendus nobis as es mossimo 
dipsunt renisitia velis et ea sit, coresti delibus:

molore sa si optatur? Qui aut esci aut quam, 
officaes doluptae vendis qui sit, o Boria non 
nonsed et, officatia cumet erferch ilitem restem 
explam hic totam ilic tem utempos debis dolorer 
sperovi taestium aborum quam aut et esecuptaqui 
same et mi, ut estruntur, od qui dolupit vellor 
soloriorem quiam ut que re dicillo riatempor.

acepudae excea velit, velendu cianduntus rem rem 
hicat.

quam haruntum et que rerum qui consequam 
voluptum nulpa susam arum erum eostion rest 

Title here doloreh eri, 
dust comos cusae lu 
eslo secti deos
Lorem Ipsum ath en, dust seit commos cusae esloLs 
wiyuies ameou ste lumen acepti sepmeyr seciti
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Usage examples

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Corporate 
brand

Introducing 
Crombie 
Lockwood

Building business certainty

We are delighted to present our insurance 
broking credentials to Gallagher Group Limited

As one of 
New Zealand’s leading 
insurance brokers, we 
help you  protect your 

assets, your reputation 
and your future

We design client-centric risk management 
solutions to make Gallagher Group more secure, 

so you can move forward with confidence

C
L1

0
6

4
A
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Usage examples

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Corporate 
brand

Mark has 38 years’ insurance experience having begun his career in 1984 in London 
and worked as a broker at Lloyd’s for 15 years before relocating to New Zealand. Mark 
now holds the role of Chief Broking Officer at Crombie Lockwood and sits on the
Executive Leadership Team. Mark has responsibility for advising on Crombie Lockwood 
strategy for engaging with both New Zealand and international insurers.
In addition Mark also leads Crombie Lockwood’s national Corporate team including 
the Financial and Professional Risks specialist division which provides risk management 
advice and services to Crombie Lockwood’s largest and more complex clients.

Crombie LockwoodLocal and Global Capabilities

Global Services

Mark Jones 
Chief Broking Officer - Strategy

Jac advises on risk management strategies and multinational liability insurance 
placements for a range of product manufacturing clients and brings a comprehensive 
understanding of a client’s insurance needs.
Originally from London, Jac has spent the last 10 years in New Zealand working for 
global insurance brokers specialising in Products Liability, Technology Liability, Cyber 
Insurance and Directors & Officers Liability. 
Jac has recently been a speaker at ANZ Bank’s ‘Export Risk’ seminar series and holds 
an Advanced Diploma of Insurance from the Chartered Institute of Insurance in UK.

Jac Heale 
Executive Broker – Liability Specialist 

Ken has given 40 years to the Insurance Industry, of which 38 have been with Law 
Mooney Williamson Insurance Brokers (LMW) and Crombie Lockwood. Ken was a 
Director and major Shareholder in LMW.  This became a nationally recognised and 
respected Broking House before being sold to Crombie Lockwood in 2007.
Ken continues to uses his vast Insurance, Risk Management and Broking experience to 
provide his clients with sound advice and service. He has successfully managed a large 
number of catastrophic claims, earning the gratitude of his clients, and the respect of all 
the insurers involved. And in every major claim his clients have praised his service. 
Ken is a Fellow of the Insurance Brokers Association of NZ; a Distinguished Fellow of 
the Institute of Directors (the IoD’s highest accolade); and through his wide range of 
governance roles within the community and in business he has been awarded a Queens 
Service Medal. Through his lifelong involvement with the Order of St John, he has been 
made a Knight of the Order by Her Majesty Queen Elizabeth II, the Head of the Order.

Ken Williamson 
Executive Broker - Stewardship

Crombie Lockwood is part of Arthur J. Gallagher & Co (AJG), the world’s third 
largest insurance brokerage and risk management firm. In New Zealand, we 
have retained our Crombie Lockwood name to reflect our local origins and 
local market strength.

As one of the world’s largest broking and risk management firms, AJG operates 
an international network of 850 offices in more than 30 countries, with an 
alliance of partners that extends to 150 countries. 

This global reach allows our New Zealand team to strategically leverage global 
capacity and relationships with international insurance partners to deliver 
outstanding outcomes on multinational placements.

Gallagher’s culture is enshrined in the Orange DNA and many of the values 
that are represented in this are comparable to those embodied in the Gallagher 
Way. This is the document that defines our own values and is core to our culture 
and everything that we do.

We believe that these values align Crombie Lockwood to the Gallagher CORE 
Brilliance programme. We take great pride in the professional quality of our 
advice and service and have an uncompromising determination to provide our 
clients with the highest level of client care.

The global reach of AJG allows our New Zealand team to deliver to Gallagher 
on the ground services in all of your international locations. This enables us to 
provide locally compliant insurance programmes in each jurisdiction that will be 
centrally managed from New Zealand giving you the visibility and confidence 
that there are no gaps in local insurance arrangements. By managing this 
process centrally we can align local insurance policies to fit with the overall 
corporate approach to risk.

Managing Global Risk

Crombie Lockwood brings decades of established insurance experience to 
the conversation backed by an entrepreneurial spirit that stretches across our 
business worldwide. 

We deliver strategic advice backed by innovative placement and forward 
thinking solutions. Our aim is to ensure that risk management becomes an 
enabler to your business growth. When risk can be clearly identified and 
understood then it can be treated in the appropriate way to allow your business 
to flourish.

When assessing the experience, capabilities and resources required for our 
proposed team, we were cognisant that the competencies within the team need 
to consist of:

We suggest the following services in addition to the pure insurance placement 
competencies will add value to the broking proposition to Gallagher:
•   Contractual reviews & guidance 
•   Project risk profiling 
•   Training and engagement

GALLAGHER HAS BEEN RANKED 
“ONE OF THE WORLD’S  
MOST ETHICAL COMPANIES”
FOR 11 CONSECUTIVE YEARS

THE WORLD’S 
3RD LARGEST 
INSURANCE 
BROKER

COUNTRIES WE 
SERVICE CLIENTS IN

150+

OF REVENUES

$6.9 BILLION*

OF WRITTEN PREMIUMS 
WORLDWIDE

$30 BILLION

SALES AND SERVICE 
OFFICES GLOBALLY 

850+
MARKET CAPITALISATION** 
AN S&P 500 COMPANY  

$34 BILLION

EMPLOYEES 
WORLDWIDE

39,000+

*Total Adjusted Brokerage & Risk Management revenues (2021) ** As of March 2022

Nimble, bespoke and innovative

Competency 
/ Expertise Deliverable

Experience with 
innovative product 
New Zealand 
exporters 

Proven experience with kiwi businesses at the forefront of 
innovation with the intuition to understand and anticipate 
insurable risk exposures, needs and challenges.

Insurable risk 
profiling, risk 
assessment and 
risk mitigation

Identification of insurable and uninsured risks, emerging 
risks, risk mitigation and treatment strategies.

Insurance program 
strategy and design

Various traditional and alternative insurance program 
design options. Best practice coverage standards for policy 
structures and wordings.

Global network 
of handpicked 
specialists for 
immediate access 
and accountability 
in-country

We carefully select overseas colleagues within our 
Gallagher Global Network that have the local expertise 
and fit the mould. We are ideally positioned on the ground in 
each country to support you. 
Our multinational service capabilities are unique. We 
leverage our close-knit culture that transcends borders to 
overcome the bureaucracy and chunkiness that is normally 
associated with global insurance programmes.

Insurance market 
engagement

Insurance market engagement and execution strategies 
incorporating direct, reinsurance and wholesale markets 
in NZ and overseas, alternate risk financing solutions.

Stewardship, 
relationship 
/ stakeholder 
management 
and task / project 
management

Disciplined service framework to ensure efficient, timely and 
stakeholder friendly service deliverables on projects.

Claims management Proven complex claims negotiation and settlement strategies.
Our values are core to our 
culture and are reflected in 

everything we do.
As a result, AJG has been 

named one of The World’s Most 
Ethical Companies, an award 

we have received for 
11 consecutive years.

“

”

CL1064A CLCB CL Gallagher Group Limited leave behind 6pp V3.indd   4-6CL1064A CLCB CL Gallagher Group Limited leave behind 6pp V3.indd   4-6 27/06/22   12:52 PM27/06/22   12:52 PM
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Usage examples

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Corporate 
brand

Horizon Energy Group 
Insurance Broking 
Services
Request for Proposal | 12 November 2021

Our proposed partnership approach
We work closely with you to develop and deliver tailored local and global insurance placement options that 
cover Moana Pasifika’s risks and exposures.

In a three-phase process, we assess Moana Pasifika’s business needs and risks to identify exposures and gaps 
and determine if the current risk approach adequately addresses these risks. Based on this analysis, we design 
and consult with you on a customised, client-centric risk management programme. We then negotiate with 
preferred insurers for the best and most cost-effective placement options that provide contract certainty, 
so you know precisely what is covered.

Gap analysis 
Refreshed programme

INSURABLE 
RISK REVIEW

Phase 1

Optimal retention 
without ‘clash’ risk

RISK RETENTION 
ANALYSIS

Phase 2

Challenge existing 
& new arrangements

Develop tripartite 
relationships

INSURER 
MARKETING & 
ENGAGEMENT

Phase 3

Contract certainty 
Responsive to changing requirements

TAILORED, SUSTAINABLE INSURANCE

Quality insurers
We recommend and place covers with insurers with an A- or higher financial strength rating from an approved 
rating agency such as S&P Global Ratings and A.M. Best. These ratings indicate an insurer has strong capacity 
to meet their financial commitments.

3
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Usage examples

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Corporate 
brand

Crombie Lockwood
As one of New Zealand’s leading insurance brokers, we help you protect 
your assets, your reputation and your future. We design client-centric risk 
management solutions to make your organisation more secure, so you can 
move forward with confidence.

Why you can count on us

Building business certainty

As experts in risk analysis and mitigation, we 
understand the nuances of risk across industry 
and sector.

With in-depth capabilities in speciality areas and 
strong insurer relationships, we can advise on, 
and develop the right risk mitigation approach 
for your organisation, no matter how complex 
the requirements.

1

C
L9
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0800 276 624 | crombielockwood.co.nz

Building business certainty with us

Contact us 
Please get in touch to find out how we can assist with your insurance requirements. 
You can call us or visit our website:

TRUSTED PARTNERSHIPS 
We build trusted three-way 
partnerships between client, insurer 
and ourselves based on valued 
advice, close collaboration and 
service excellence.

RIGHT ADVICE 
AND SOLUTIONS

We ask the right questions so 
we can provide the right 

 risk advice and solutions 
at a cost-effective price.

CLAIMS 
ADVOCATES 

As skilled claims professionals, we 
work to achieve the best possible 

claims outcome for our clients.

SUCCESS BUILT UP 
OVER DECADES

For decades we have been 
helping clients succeed through 

our values-led approach, 
client-centric focus and 

specialist expertise.

INTERNATIONAL 
RESOURCES WITH 
LOCAL KNOWLEDGE  
We combine international 
resources with local knowledge 
to unlock new opportunities and 
cover hard-to-place risks.

YOUR 
CROMBIE 

LOCKWOOD 
BROKERS
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LOCK UP  DOLOREH EN 
WJOWI, DUSST COMOS 
CUSAE ESLO SETIWQXP
LUMEN ACEPTE WUEIPC

Type lock ups

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Corporate 
brand
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Lorem Ipsum doloreh 
eneowi, dust comos 
cusae eslo
Lorem Ipsum ath en, dust seit commos 
cusae esloLacts wiyuies ameou ste

LOCK UP  DOLOREH EN 
WJOWI, DUSST COMOS 
CUSAE ESLO SETIWQXP
LUMEN ACEPTE WUEIPC

Type lock ups

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Corporate 
brand
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Life and 
health brand
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Grey White / Paper

Colours

Other brand assets

Plumage - Weka

PMS 425
CMYK 0.0.0.77
RGB 95.96.98 
HEX #5f6062

Overview

Treatment based on master brand with a 
specific life and health application.

All master brand elements can be used, 
including icon spots, plumage, headline 
colour splits etc. Photography is best to 
include lifestyle or images of people.

Life and 
health 
brand

PMS 1595
CMYK 10.76.100.0
RGB 219.97.50
HEX #db6132

PMS 4695
CMYK 42.75.75.56
RGB 85.46.38
HEX #552e26

Weka Kiwi
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Title here doloreh eri, 
dust comos cusae lu 
eslo secti deos
Lorem Ipsum ath en, dust seit commos cusae esloLs 
wiyuies ameou ste lumen acepti sepmeyr seciti

1

Life insurance solutions 
for you and your family

Perhaps the most important thing in life is 
your health and although it comes with no 
guarantees, there are insurance solutions 
available to lessen the impact should you 
need it. 

We provide you with the right advice to make 
sure that your financial objectives can be met 
if you have a serious health event.

We do this by taking the time to understand 
your personal situation which enables us to 
recommend the best insurance programme 
and insurer for your needs and ensure that 
your policy works as you would expect at 
claim time.

Your insurance sorted.

Why Crombie Lockwood?
Crombie Lockwood has been helping New Zealanders protect what’s 
important for over 40 years.
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Usage examples

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Life and 
health 
brand
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Lorem Ipsum heading here
<First name> I’m pleased to confirm your personal assets insurance 
cover has been renewed for <day/month 2020 to day/month 2021>.

Sub heading here if needed
Conse conse ipsum fugit molum faccullam, que aut quas dolore nobit volum fuga. Velenda 
vento quam sit et lant. Id quodi rem int quo voluptatat. De at eic to odit alique volor sundi 
audandicatem qui o.

• Conse conse

• Ipsum fugit molum faccul lam, que aut 

• Velenda ven d quodi rem int quo voluptatat. De at eic to o conse ipsum fugit molum fac 
 cullam, que aut quas dolore nobit volum fuga. Velenda vento quam sit

I’ll be in touch soon to check if you have any questions. Alternatively please feel free to 
contact me or a member of my team.

Disclaimer: conse ipsum fugit molum faccullam, que aut quas dolore nobit volum fuga. Velenda vento quam sit et lant. Id quodi rem 
int quo voluptatat. De at eic to odit alique volor sundi audandicatem qui o.

Lorem ipsum 
life and health

Usage examples

The examples give an overview of the 
usage or application of the brand assets 
/ elements in-situ.

Life and 
health 
brand
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Internal and 
employer brand

84
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Internal and 
employer  
brand

Our Internal brand and employer brand visual 
identity has been specially developed to excite 
current employees and to inspire the right people 
who want to join the organisation.

It is an extension of our external (master) brand. 
Visually recognisable as Crombie Lockwood, 
while achieving a shift towards being 
more youthful, active, human and exciting.
Our people are team players and 
problem solvers.

We look to do things better and are extremely
adaptable to change. We have that 
entrepreneurial spirit and are very results-focused.

The identity reflects our unique story. Our story is 
about success. ‘Let’s succeed together’ is the line 
we use to sum up our internal culture.

Let’s succeed together! 
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Strategic overview

Internal and 
employer  
brand

In our brand toolbox we have a colour scheme, 
icons, plumage, typeface, brand photography 
and our logo. 

These two brand layers (refer to page 6 - 8) 
borrow from master brand, and apply their own 
brand elements in a similar or modular way 
i.e with a change of colour or plumage and 
graphical device as the main visual difference 
- refer to the following pages.

We use Kakapo for external master brand to 
drive the association back to our logo, thus we 
use Kakapo for the employer brand to drive 
recognition from external master brand with 
potential employees. 

We have a warmer hue (Hihi) for internal brand to 
convey a human touch to our dealings with staff.

A script typeface is used in the internal and 
employer brand to reflect the personalised 
nature of the communications and interactions 
with this audience. 

Employer brand has a bold and regular treatment. 
This is to differentiate and show how some content 
(e.g note from Carl, business strategy) is more 
important, carries more weight, is top level, 
compared to more everyday, relevant information, 
collateral or messages in employer brand (e.g 
Us newsletter, HR policies). Internal brand has a 
primary and secondary treatment.
The plumage is visually expressed differently 
between master brand and internal and 
employer brand.

We’ve used the graphical device in employer and 
internal brand as a way to communicate upwards 
movement for organisational and personal 
success. This reflects the people centred nature 
of the communications or collateral. Plumage 
or solid colour can be applied into this, in any 
combination.

Within employer brand photography we hero 
our own people within people & culture and 
rewards & recognition. For more information on 
photography see pages 29 - 39.
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Further strategic overview
- The sub sections and their 
visual treatment

Employer 
brand

01 
HR + policies + processes. 
e.g goal settings, reviews. 
Typographic treatment, device, icons. 
REGULAR TREATMENT preferred.

03 
Our DNA + client care principles. 
e.g posters, ourspace, one pagers etc. 
Typographic treatment, device, icons. 
REGULAR TREATMENT / adhoc.

04 
ELT. 
e.g our business plan, note from Carl edm, 
acquisition, SMARTpak. 
Typographic treatment, device, icons. 
BOLD TREATMENT preferred.

05 
Branch comms. 
A specific outlier identified. 
CLEB BOLD TREATMENT - For message 
from executive. 

Or 

CLIB REGULAR TREATMENT 
- for messages from anyone else 
within business.

02 
People & culture + 
rewards & recognition. 
e.g Us newsletter, Academy. 
Ideally use photography of our people. 
REGULAR TREATMENT preferred.
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Visual overview

The three brand layers apply the brand 
elements in a similar or modular way, with 
a change of colour, plumage or bird line 
art as the main visual difference.

This page outlines the core elements 
for these brand layers where the following 
pages show it’s integration / use with 
examples.

Crombie Lockwood  |  Internal Brand and Recruitment Visual Identity

7

6.1 Graphic Device

Our device can also be broken up to add  
dynamic shapes to a layout, particularly within 
internal collateral. The flexibility of this graphic 
reflects the dynamic, innovative, ever-changing 
aspects of our business. 

We usually use our graphic device in a more 
conservative nature in recruitment collateral as 
brand recognition remains paramount.

Whenever our graphic device is used (both in full 
and in part), the orientation of the diagonal must 
always be travelling upwards and towards  
the right. 

There are many different ways in which our graphic 
device can be used – only a few variations are 
shown here.

Correct use 
Feel free to break up our device, as long as the 
direction of the diagonal flow is upwards and 
towards the right.

Incorrect use 
Do not orientate our graphic device so that it 
directs the eye downwards or to the left.

1.0 Our Story

2.0 Voice

3.0 Typography

4.0 Colours

5.0 Textures

6.0 Graphic Device

7.0 Icons

8.0 Photography

9.0 Elements in use

Crombie Lockwood  |  Internal Brand and Recruitment Visual Identity

7

6.1 Graphic Device

Our device can also be broken up to add  
dynamic shapes to a layout, particularly within 
internal collateral. The flexibility of this graphic 
reflects the dynamic, innovative, ever-changing 
aspects of our business. 

We usually use our graphic device in a more 
conservative nature in recruitment collateral as 
brand recognition remains paramount.

Whenever our graphic device is used (both in full 
and in part), the orientation of the diagonal must 
always be travelling upwards and towards  
the right. 

There are many different ways in which our graphic 
device can be used – only a few variations are 
shown here.

Correct use 
Feel free to break up our device, as long as the 
direction of the diagonal flow is upwards and 
towards the right.

Incorrect use 
Do not orientate our graphic device so that it 
directs the eye downwards or to the left.

1.0 Our Story

2.0 Voice

3.0 Typography

4.0 Colours

5.0 Textures

6.0 Graphic Device

7.0 Icons

8.0 Photography

9.0 Elements in use

Lumios  -  headline  font

Lumios  -  headline  font

Futura PT Book - body copy

Futura PT Book - body copy

Arial Black and regular 
- alternative font

Arial Black and regular 
- alternative font

Internal brand

Employer brand

Internal and 
employer  
brand
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Primary and secondary 
treatments

The preference is to use a white 
background (space / placement allowing) 
and use colour as an accent. However, 
there is an alternative treatment - white on 
the accent colour.

The examples show how the treatment 
across all 3 brand layers can be 
varied but still maintain unity. 

The graphical device (further explained on 
the following page) can house colour, 
a 70% colour tint or plumage in 
nearly any configuration (refer to the 
examples shown throughout this section).

Lorem ipsum 
heading goes here

lumen accepit et imperti 
hicillic tem estescimi

Lorem ipsum 
heading goes here

lumen accepit et imperti 
hicillic tem estescimi

Primary treatment Secondary treatment

Internal  
brand
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Bold and regular 
treatments

This is to differentiate and show how some 
content (e.g note from Carl, business 
strategy) is more important, carries more 
weight, is top level, compared to more 
everyday, relevant information, collateral 
or messages in employer brand (e.g Us 
newsletter, HR policies).

Bold treatment is visually more heavier, 
feels more formal, direct and loud. Use 
of green background, bigger and bolder 
text, upper-case and less script font and 
use of lines.

Regular treatment feels lighter, more BAU, 
less direct and organic. Use of white 
background, more script font, less bold, 
no upper-case no less lines. Can include 
spot icons.

Graphical device and plumage can be 
used as required across both treatments.

Employer 
brand

HEADING LOREM
IPSUM 2021

Heading lorem
ipsum 2021

Bold treatment

Regular treatment
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Graphical device

A dynamic shape to reflect positive 
movement has been created. This can be 
applied in various ways to suit. 

It can house colour, a 70% colour tint or 
plumage in nearly any configuration (refer 
to the examples shown throughout this 
section. It can be used across both of the 
brand layers - from more subtly or smaller 
to being the main visual element.

Internal and 
employer  
brand
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Typography

The examples shown on this page (and 
throughout) show how the treatment of 
typography is used - it is playful, fun, 
personable and dynamic. Often using 
contrast with the use of scale and the 
accent font against the body copy font.

Note that headline type is generally more 
centre aligned than left aligned to help 
continuation and movement - which help 
to create the positive and fun feel.

As outlined on the visual overview page at 
the start of this section, Lumios is the main 
accent or headline font. Futura PT is used 
for body copy, and Arial in it’s place as 
the alternative / system font.

Lorem Ipsum 
heading goes here

lumen accepit et imperti
Ihicillic tem estescimi

Big heading
Small text 2020

LumenqutiText 2020

Lorem ipsum 
heading goes here
lumen accepit et

Internal and 
employer  
brand
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Further variation 
within unity - including 
icons, text and graphical 
device

MailChimp or Outlook email header 
banner is used as an example. Similar 
to master brand, icons can be used. The 
examples show the variation of plumage 
use and colour in the graphical device. 
Different text treatment is shown.

Heading edm banner

Heading edm banner

Heading edm banner
Sub text 2021

Heading edm banner
Rem sempte cit

Internal and 
employer  
brand
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Text heavy documents

Formal, informative, HR or L&D documents 
quite often are text heavy. The examples 
show how the internal or employer brand 
elements could be applied. Lorem ipsum 

heading goes here
Lorem Ipsum ath en, dust seit 
commos cusae esloLacts
Runti non porum volutatem sequid quatqui simaior porionsequam denemoditem 
quo magnisi cum facepe simolor possimus perorem fuga odis aut que por aut op.

Am, cus, estruptate venis que et que dolliquam cus et vitatiur auda sae debis corum 
unt mil inus rerumet modi nos everspe lluptatius ius earchicati deribea consequia cus 
dit, ut ut aut volent.

Cepudit am aut eosapis modis aut que por aut optatiur adis rem et ut endam descid 
et, cupta pora inulpa nis rem acestiisto conseque dus.
Pudi ditas remquod itatur, sunt.

crombielockwood.co.nz

Lorem Ipsum ath en, dust seit 
commos cusae esloLacts
Runti non porum volutatem sequid quatqui simaior porionsequam 
denemoditem quo magnisi cum facepe simolor possimus perorem 
fuga odis aut que por aut op.
Am, cus, estruptate venis que et que dolliquam cus et vitatiur auda 
sae debis corum unt mil inus rerumet modi nos everspe lluptatius ius 
earchicati deribea consequia cus dit, ut ut aut volent.
Cepudit am aut eosapis modis aut que por aut optatiur adis rem et ut 
endam descid et, cupta pora inulpa nis rem acestiisto conseque dus.
Pudi ditas remquod itatur, sunt.

crombielockwood.co.nz

Lorem ipsum 
heading goes here

Lorem ipsum heading here
Lorem Ipsum ath en, dust seit commos cusae esloLacts 
um ath en, dust seit commos cusa

Bus iur, sequati asperum volupta vendae ex exeria iumque et adisqui aspiet qui doluptur aut pel id ut ut eos nis am quam essequistin con 
nonseri conseque rempossit et peria ad quam, occatem eum ut exceper atibus, volupta tistem qui dolorrum eate volore laccum ex earci-
dus doluptatio comnis et incto verio omnihicae sequi volupid igendelest, id ulpa pa consed mollis abo. Pudit doluptatibus accuptatures 
et lab in nonsequi conseque sandandus ipsum id magnihit et, sanditatiunt rerum vitatiuntur? Quiatur?

Pedisquo dit ulpa con pos velis debitiis estia dolorpo rrorectet magnam, suntesti archit volupic itatum, tem aut etum quam facerit idenias 
enitiuntur aliquisque nectestia doluptatem ressus estem abori dolum reptaturio exerem. Obitaerite dere corrum, sunt, antore esti sapi-
dusant magnim esequatem deligene quos auta voluptatem et aut aut ut autatur? Mus modisti asincipis am, et alis arum dipsam rectore 
rercid es ario volestis cumquis maximen dusamendic tesectu mquias ius, siti comnimet eaquo de pa dolut ra sus veligni musdandis sanis 
rae cullit ped ut verum in nis que conem fuga. Nem del ipisi cum volupti secturis quibusapel id quam vollectaecus am idelibus, alicimpor 
si dolum im est voluptas molorestis sam nonsequia ditatur ratquis unt ea ipid utem aspe numetur?

Ebitibusapit verum fuga. Conem nes aut quodist, volupt.
Daerio. Nequibus evelitas ati aborpor emquati buscipit labores aped es sum quo ipis volenia quatis maximpor sit estinto tatquis sit eum 
non ex eum ilit inum eost ressimusdae occullum sinctaectus, et quo cones pernate moluptatati occum volorem num quo corio. Nam 
consequ aecupta cusdam elitem qui doluptatet voluptat voluptaspe la voloressum essiti resed quam, idiore, tem quiae nusdae lat aut 
prorro is ra dolupta temporrumque quo omnihil libusci enimus volum fugiatures et quodis dis sed magnimagnit elitiunt eliaes quideni 
metur, simus veres debit, officiis maximol oreicto rporepro optatum quiscil il maionseque pra aut alitatem laccum con corio testior ioribus 
et facestem qui volore nat alitian dioremquam qui officia cum quat.

Aqui comnim aut harum quam in cor res alitia vendel exp
labo ribus, ulpa culparum, sequia cusdant poreritatem quia quatiatus quos volorpo rionet velique ma volore, sequae. Epedite ium num 
arum sitasim etuscius et facerfera nonectur? Quia consequ atistor ersperro culpari onseque prem ut vendion et debis rempori onsequi-
antia serferrovid enieniet adis modipsa nis plit occupta ssimosti is es mo quuntur, odi aliti que nam repernam, ut mint venis dolorerum 
conse qui ommodi verepe sit, ut pratiam enimperum idempelent aut evellorum e

Regards

Firstname surname
Jobtitle or info to go here

Crombie Lockwood (NZ) Limited
Level 23, 191 Queen Street Auckland | PO Box 91747 Victoria St West Akl, 1142
P +64 9 358 2258   F +64 9 356 7221 | crombielockwood.co.nz

Heading arial black

Internal and 
employer  
brand
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Usage examples 
The examples give a further idea of the 
usage or application of the brand 
elements in-situ.

Internal 
brand

C
L6

18
A

Client contact cycle

QUOTE

MTA
CANCELLATION

New Client Renewing Client

ASSESS CONFIRM

Confirm cover
in writing (mandatory)

ESTIMATE
Provide 

indicative price

WANTS 
PRICE ONLY

Collect client 
information to 

determine needs

Present insurer 
quotes + cover 

recommendations

PRE-RENEW 
REVIEW

Review insurances 
with client, if possible

Present alternative quotes 
if required (optional)

RENEWAL 
QUOTE

RENEWAL 
CONFIRM 

Confirms covers 
in writing (mandatory)



Crombie Lockwood brand guidelines 96

C
L6

61
A

Firstname Surname
has completed the

Crombie Lockwood FSLAA training session 
for the new financial advice regulations

Congratulations, you’re on your way to becoming regulation ready

Carl O’Shea, Chief Executive Officer

C
L3

19
A

A

Our Aspiration
To deliver an outstanding client experience and 
continuously evolve to meet their changing needs

Our Mission
To position our clients to financially survive any insurable event

Our DNA
Right Thing
We act with integrity 
and professionally

Be Bold
We make success happen

Stronger Together
We hear everyone’s voice 
and ideas

One Team
We work hard and back 
each other

Usage examples 
The examples give a further idea of the 
usage or application of the brand 
elements in-situ.

Employer 
brand

HEADING LOREM
IPSUM 2021
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Usage examples 
The examples give a further idea of the 
usage or application of the brand 
elements in-situ.

Employer 
brand

Let’s succeed together!

SUCCESS DOESN’T JUST 
HAPPEN FOR US AT 
CROMBIE LOCKWOOD. 
WE MAKE IT HAPPEN, 
EVERYDAY.

C
L8

78
C

Date Attendees

Meeting objective

Notes

Topic

Action items

Be bold

We make success happen

Stronger together

We hear everyone’s voice

Do the right thing

We act with integrity & 
professionalism

One team

We work hard & back
each other

Give priority to my 
clients’ interests

Treat clients fairlyDisplay good conduct 
& client care

Exercise diligence & 
skill as an advisor

OUR DNA
The behaviours and values that drive our success

CLIENT CARE PRINCIPLES
What we do to successfully deliver for clients
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Usage examples 
The examples give a further idea of the 
usage or application of the brand 
elements in-situ.

Employer 
brand
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Thank you, 
the end




