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Welcome to the

brand world of Max Life Insurance.
This is our brand book,

the elements that make us

what we are and the change

we bring to the lives of Indians



AS ONE OF

THE ADMIRED
LIFE INSURANCE
BRANDS...

We need to

understand our consumers
and find a meaningful way
to be a valuable part

of their lives




OUR

CULTURAL

INSIGHT

Indians usually place low value on the
individual and are driven by a collective
sense of being social. But today the
onus is on the individual to create

wealth and value in their own lifetime




OUR
TARGET
AUDIENCE

Believes in mindful living

Heroes not victims, their actions determine
outcomes

Proactive not reactive, they plan for their
future and believe in self action

Goal oriented and believe in life expansion,
they participate in life and plan for their
financial future



THE ROLE
WE PLAY

This is the human truth that defines the
role Max Life Insurance plays in our
consumer’s everyday life.

We believe in inspiring our consumer to

Be Self Aware - Making them reevaluate
how they live their lives

Take Self Action - Encouraging actions
that add value to their life



OUR BRAND
PURPOSE

Building a brand on
consumer insight

To inspire you to
increase the
value of your life

OUR
TAGLINE

#YouAreTheDifference™

“You” are the difference...

in people’s life

“You” are the difference...

in your family’s life

“You” are the driving force...
that moves your family forward

Your actions, choices and decisions
determine the life your loved ones
get to live




MAX LIFE
BELIEVES

Only a better, stronger YOU, can make sure
your loved ones get the life they deserve.

Only if you take care of yourself, value
vourself, will you be able to take care of
others or grow their value.

A fitter, stronger, better prepared You,
is the best INSURANCE your loved ones
can get, and Max Life Insurance is
committed in partnering you to

continuously increase the value of your life.

INCREASING THE VALUE OF YOUR LIFE

The value you place on yourself
The way you think of yourself
The value you create in this world

The impact of the decisions and
choices you make

The value you leave behind
The legacy you create and leave behind



OUR REASON
TO BELIEVE

Here is why we think we can partner our consumers in
this journey:
@ 21years of being a stable and growing company

1 Lakh Crore+ Assets under Management with a
proven track record of being Trustworthy

Claims Paid Ratio - We keep our promise to our customers

With *60,000+ retail touch points, wide network of branches
and Life Advisors

Because of this, we are continuously innovating to offer
customized Product solutions to our consumers

"54.000+ Life Advisors, 300+ Max Life Offices, 4,500+ Axis branches, 1,100+ Yes Bank Branches and others




OUR PRODUCTS




SAVINGS
PLANS

Every journey is unique

Life changes with time, Our plans put
why shouldn’t Your plan You at the center
As You live your life, You get to design
You will build new risks every aspect of them
Our term plans cover both No one knows you
your risk of dying and better than You
the risk of living And our programs come
Cover is the value with built in behavior incentives
You place on your life To help You grow
Premiums are simply your superpowers
the money You pay A fitter, smarter, savvy
for your cover You will get to your goals faster
You are the And there is such
best Insurance for great joy in getting
your loved ones to Your goals

#YouAreTheDifference™ #YouAreTheDifference™




LIFELONG
INCOME
PLANS

WEALTH
PLANS

Life expectancy is

going up everyday

You are going to live longer, better
Your life must always

move forward

You are your family’s best plan Your tomorrow should be better
And You choose the outcomes than today
you want for them Make yourself immune to the

The life You want them to have vagaries of life

The risks You are willing to take After all, Your ability to do the
You set the limits things you want
Incentivize Yourself, Is what keeps You growing

reward Yourself, stay motivated a“l‘;ﬁf‘

Choose your benefits, Plans ?;;;— & /
Raise the bar of life for You and And make insurance
those around You rewarding

#YouAreTheDifference™ #YouAreTheDifference™




OUR PLATFORMS WITH
INDIA STATURE




INDIA KE BHAROSE
KA NUMBER

We at Max Life Insurance strongly believe
in keeping a proven track record and being trustworthy




INDIA PLAYS PROTECTION INDIA PROTECTION
FRONT FOOT PE QUOTIENT

Eor those who

~ understand their
~ real value and MAX W
i LIFE FREYERN
protect their loved ones Sl e o PROTECTION
by being the | QUOTIENT
#Protectindia
#ProtectorOfTheMatch

AN INITIATIVE BY MAX LIFE INSURANCE
IN PARTNERSHIP WITH KANTAR

India Protection Quotient reveals how urban India feels
about their current state of financial protection and
preparedness to face financial uncertainty




INDIA RETIREMENT
INDEX STUDY

) LIFE
‘l NSURANCE
 #RetiromentRoadylindia

[.R.I.S. IN PARTNERSHIP WITH KARV'Y || NEEEIEN

India Retirement Index Study reveals the readiness of
urban India when it comes to planning for a happy and
peaceful retired life with their loved ones

THE FAMILY RUN

™

RUN
ifi:J

An engagement platform for local community runs
enabling mindful living

Be Fit, Be Protected, Be Happy



KNOW MORE ABOUT
OUR BRAND




DIVERSITY,
EQUITY &
INCLUSION

OUR BRAND
PERSONALITY

Together, we are building
the most admired company,
celebrating diversity
every day, inspired by

equitable practices

WE ARE

Optimistic

Insuring out of love
| with others
Confident

Reliable

WE ARE NOT

Fearful

Insuring out of guilt
| over others
Arrogant

Boring




BRAND COLOUR
(PRIMARY)

Blue will always be the primary colour

Credible
Honest

Caring
Peace of Mind

R20|G58|B14

C1I00|M70|YO| K40
Pantone 281C

BRAND COLOUR
(SECONDARY)

Orange can be used as a secondary highlight colour

Optimistic
Youthful

Warmth
Dynamic

R242 | G121 | B 48

CO|M65|Y100| KO
Pantone 1505C



LOGO AND
USAGE

The MAX LIFE INSURANCE Logo
must be clearly visible on any

- “ [ H
background or surface - i.a
9 ‘msunnmcs

Therefore, the logo should be

Q’P I\’m used in a white box with curved

"k! ! E E edges on darker or photographic

IHSNRANLE backgrounds. The flame should

always touch the ‘I’ of Insurance

JV LINE AND

USAGE

& A Max Financial and AX|5 BANK JV

QA Max Financial andl‘ﬂXIS BANK JV

Width of the Joint Venture line should be
3 times the size of Max Life Insurance logo

On a dark background creative the
Joint Venture line can be shown in reverse
(Monotone)

As per the placement of Max Life
Insurance logo that can be left, center or
right side of the creative, the Joint
Venture line will always be placed at the
bottom, aligned to the logo



VISUAL IMAGE
(US)

Clean extendable Simplified clutter-free
Object Image vectors

v’

e
b

Candid family Clutter-free in-action
images images

Cluttered

R

VISUAL IMAGE
(NOT US)

Excessively zoomed



CREATIVE REFERENCE




BRAND

Max Life Insurance
logo should

always be placed ®
at the top left corner
of the creative
unless part of the
proposition’s
logo unit

Headline can be placed
-------8 gither on the left,
right or center

‘GUARANTEED RETURNS KA

MY LT
- "'i RETREdden
= gnnd X R

="

Disclaimer to be

cesassd
The Joint Venture Line placed at the bottom

should be placed ® A M et il g aam mase v
at the bottom left




DIGITAL

Image used has
to be zoomed in
up to the chest
with the face
clearly visible

Disclaimers should
be placed at the
bottom of the
creative

TovLl puem

- v e | A TP e e TR

Max Life Insurance
logo should be
placed at the top
right corner of the
creative

In the headline, the
key words should be
highlighted and the
copy should be
minimal for easy
registration

The Call to Acton
should be clearly
visible and
highlighted by using
a colour box

ARSI W Loy et Securs P P

..l-f

?2 Cl‘.il c
D just

[ — Bty ) B oM 20

e

(WEI'

A M b S P bl Wi Fur e

#justmarried
#honeymoon

If you have used these hashtags,
you need term insurance.

"MAX LIFE TERM INSURAMCE |




CUSTOMER
MARKETING

The Max Life logo
should be on the top
left of the creative

The headline and
sub-headline can be

aligned left, right or @ ----

center as per
creative

The Call To
Action should be ®
highlighted and

clearly visible

The contact band is
placed between the
disclaimer and the
brand band

The Joint Venture Line o

should be placed at the
bottom left

UPDATE THE

HOMIHEE DETAILS
OF YOUR POLICY

YOU CAN UPDATE THE NOMINEE DETAILS BY
] Vaiting the Cuslomer Log Walkitgean bo ouf Bian

CLIEEHEEN orarw pouicy neLATED semces
The brand band to
have India Ke

Rer- Bharose Ka Number
and Asset Under
Management Logo

We are commitied to financially proftect you and

wour leved ones, becauss lor them DLl e T]

Disclaimer should be
-=-® placed below the
contact band

_'. & Max Flnaneisl and !‘-" i, AL Y

PLANT YOURSELF
SOME HEALTH!

P e P

i

YOUR SATISFACTION

15 QUR TOPMOST PRIGRITY]

BT LT




INTERNAL
COMMUNICATION

The Max Life logo

should be on the top & ----

left of the creative

The Joint Venture Line

should be at the bottom @ ----

left of the creative

CREATING A

STRONGER
SWIFTER

MAX LIFE

Embark on MIBEIOM UDAY, 3 [gemey towards
bepbnmit Mudurihip powensd by o veil caltursd
tranafermatios theoogh FROIECT GATI

LU s Dreak w810 (he 1y 3 Seague
wih & recdient beldied in

LEAR

Al THE
DIFFEREMCE

£ A Max Fingnclal and ghy A0S Bk v

Headline can be
placed either on
the left, right or
center

| Lead | Am The
Difference should
always be
integrated with the
communication
whenever possible

Disclaimer should be

placed below the
contact band

LEAD WITH

CUSTOMER OBSESSION]

238

WHAT BORS el BGHATT

& A Alas Pinsocial and gy san sars v

. MAX
ke

s

YOUR BHAROSA KLCEPS THER
FUTURE AN0 FAMILY PROTECTED

f
FEL Al
DIrFERENCE

A Naa Fimmmcind e gl 405 Basis b

\ ]
LIVING BY h
THE VALUE OF ‘-
CUSTOMER \
OBSESSION!

]

et
FFERENCE

£ 0 Nl Fiamial w035 i e



CHANNEL PARTNER -
AXIS BANK

We aspire to be the epitome of Lrusi

are the two sides of a coin,

We are Max Life Insurance and Axis Bank

W pratect llves

The image elements
should be in burgundy ® ™

We are now

[ ] [ ]
dil se ék
\nthe Burgundy R
Band the Axis Bank

logo comes on the ®---
left and the Max Life

Logo on the right £ A Max Financinl and ghy aom marw v

The headline should
be in sentence case
and the key word
should be highlighted
in burgundy

Disclaimer to be placed
at the bottom of the
creative along with the

# Axis Bank disclaimers

@ The Joint Venture

Line should be
placed on the
bottom right

s
India ki laakhon families ka

Badhta Bharosa

tar
ma Fad Hatio

P b rmre pis Bads Bk Siarbaswlncs

The
best
present

predence o 1 Rigpy lamily!

dil se ek

(1




CHANNEL PARTNER -
YES BANK

Take a step towards
socuring your f':ln‘lily':'_\'
future

The Beal gift (ki Chrigimes &
that of & Secured Fuluee

¥ES Bank and

Headline can be Max Life Logo § T S = S Tl o
v The colours of security b | d at = :
placed either on the g and prosperity ; to be placed a 3 Max Life Insurance Plans

left, right or center R i . e Mot P the top in the = G 3 L 1 S 8 b L
akaitiny center G y

Disclaimer to be placed
at the bottom of the
creative along with
YES Bank disclaimers

YES BANK creatives will
not have the Joint Venture
Line at the bottom but will
be part of the disclaimers




#YouAreTheDifference™

f © © ¥ in

www.maxlifeinsurance.com

For any feedback and suggestions reach out to Rahul.Talwaramaxlifeinsurance.com

This document s strictly for internal circulation and / or training purposes, Any unauthorised use of the same Including as customer communication and [/ or In the soll

process is prohibited. Max Life Insurance Company Limited is not liable for any loss Incurred by anyone for any action|s) taken basis the content of this doc






