
Marketing Deliverables
Guide



Introduction
This guide shows examples of standard deliverables made by the 
NFP Brand team and what goals they’re best suited to meet. 

This guide is intended to help define project scope and keep 
stakeholders on the same page, but it’s only a starting point for 
Brand’s capabilities. 

The team is always open to adapting existing formats or 
developing new ones to best support business needs. Simply set 
up a call with the project team to discuss what’s possible based 
on objectives and timing. 
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Publications  
and Marketing  
Collateral



Text-Focused  
Collateral 
These deliverables all lead with written content. 
Ultimately, the balance of copy and design is 
skewed towards copy. The design elements of 
such deliverables are often templated. 
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Text-Focused Collateral 

For your business.
For your people.
For your life.

NFP.ca

What services can NFP offer to plan spon-
sors looking for greater governance?

Lower fees. Unfortunately, we continue to take over 
plans where the fees have not been reviewed for some 
time and some employees are paying fees comparable 
to retail mutual funds. Higher fees have a direct impact 
on member returns, which have a real human impact on 
employees. A consistent review of the fees your mem-
bers pay could be the difference between retiring at 65 
versus 70. 

Greater investment fund oversight. In an ERISA-like 
approach, there is more focus on the fund offering and 
its performance. In Canada, there are still many groups 
with far too many funds, no target-date funds and 
outdated default options. By including more frequent 
investment reviews by the advisor, many of these issues 
can be addressed. Each fund’s performance should also 
be reviewed annually at a minimum, and any long-term 
underperforming funds may be removed. NFP offers 
their own proprietary fund watch list and a fund scoring 
system to simplify the fund oversight process.

Better governance. For larger programs, it is important 
to establish an internal committee to oversee the retire-
ment plan. NFP provides all clients with a governance 
report to help them see how well-aligned they are with 
the governance framework.  

Plan design benchmarking. Offering a competitive 
plan has never been more important in such a compet-
itive labour market. By doing this review on a regular 
basis, plan sponsors can ensure their plan remains 
competitive for their sector and region.

Employee education. Because many group retirement 
programs in Canada are voluntary, it’s important to 
educate employees on retirement and their options. 
Our consultants help our clients explain their programs 
to their employees, which results in better engagement 
and participation. 

At NFP, our high standards for retirement 
plan management can help generate 
better outcomes for you and your plan 
members. 

For a complimentary review of your Canadian retire-
ment program, please contact:

Mike Werbowecki
SVP, Group Retirement
mike.werbowecki@nfp.ca

Fergus Meldrum
VP, Business Development & Investment Strategies 
fergus.meldrum@nfp.ca

Are you looking for a higher level of governance 
and oversight for your group retirement plan?

Corporate Benefits
Group Retirement

Insurance services provided through NFP Canada Corp. NFP is the registered 
business name used by NFP Canada Corp. in each of the provinces and territories 
of Canada, where permitted. 
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in the US. 

In Canada, plan sponsors are asked to follow a set of best practices — the Canadian Association of Pension Supervisory 
Authorities’ Capital Accumulation Plan (CAP) guidelines. This approach is far less formal than that of the US, and the 

more of an ERISA-like approach. 

At NFP, we have developed a model similar to what you see in the US when supporting our Canadian group retirement 
clients. When organizations hire us as their advisor, we work with them to create a governance model that better aligns 
with the higher standards applied in the US versus the CAP guidelines.

more support. 

© 2023 NFP Corp. | 23-CB-RET-GEN-144278

Property and Casualty
Personal Insurance

Save more. Worry less.

NFP is a proud partner to CMHO, offering 
all their members and employees 
discounted rates on home and auto 
insurance.

As a broker, NFP is well-versed in everything insurance and has 
access to nearly all types of coverage, including (but not limited to): 

 y Personal automobile

 y Motorcycles

 y All-terrain vehicles and 
snowmobiles

 y Campers and other 
recreational vehicles

 y Antique and high-value 
vehicles

 y Homeowners 

 y Condo

 y Renter/tenant

 y Cottage/seasonal

 y Pet

Explore your options for home and auto coverage today.

Call us to speak with a specialist. 

Ontario: 877.337.9203

We invite you to set-up an in-person, 
on-site opportunity for all your 
staff members where we can share 
information about the group program 
and provide quotes for interested 
employees.

Insurance quoting takes only 15 to 20 
minutes per person and could help your 
staff enjoy reduced insurance premiums 
and protection for their unique needs.

If you are interested in arranging an 
on-site, in-person session at your office 
or would like more information on the 
plan itself, please contact: 

Shiraz Mohideen, CIP, CAIB
Business Development Manager - 
Group Personal Insurance
416.522.4645
Shiraz.mohideen@nfp.ca | nfp.ca

© 2023 NFP Corp. | 23-FPC-GEN-CAN-151346

NFP is the registered business name used by NFP Canada Corp. in each of the provinces and territories of 
Canada, where permitted.

For your business.
For your people.
For your life.

NFP.ca

Property and Casualty

Scenario: Your agency or a board member was named in 
a Human Rights Tribunal (HRT) application by one of your 

 HRT applications can involve allegations of: 

 o Discrimination 

 o Harassment 

 o Racism or wrongful dismissal.  

 HRT claims are very common today due to the ease of 
�ling online (without the need of a lawyer).   

 In this scenario, your D&O policy will cover you for the 
settlement amount and cover your defence costs too. 

Scenario: A busy executive receives a phishing email that 
appears to be from a key vendor partner. She opens the 
attached document — and triggers a malware attack on 
your company’s system.  

 These days, it’s not a matter of if you’ll be breached, but 
when.  

 o 85% of executives in healthcare organizations 
report being a target of at least one cyberattack in 
the past two years.  

 Privacy liability and cyber coverage covers: 

 o Expenses related to restoring corrupted data. 

 o Expenses incurred for a Ransomware demand.

 o Cyber crimes such as Social Engineering expenses.

 o Lawsuits arising from the privacy breach or the 
inadvertent transmission of computer viruses. 

 o Liability arising from information posted 
electronically. 

Scenario
cover your property? 

 According to Public Safety Canada, �oods are the most 
costly cause of property damage in Canada.  

 Floods are not covered under most home policies but 
are covered under the CMHO Commercial Insurance 
Program.  

 Flood coverage will also cover you for lost income from 
your agency. 

To learn more please contact: 

Vice President, Commercial Lines 
P: 416.642.6071| F: 416.364.5708 | Toll Free: 1.888.404.0000 
gerry.olsthoorn@nfp.ca | NFP.ca 
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NFP is the registered business name used by NFP Canada Corp. in each of the provinces and territories of Canada, where permitted.

One Pager
Best for: 

•	 Conveying a combination of key stats and 
information on a product or service.

•	 Providing an overview of a product/service with 
callouts to differentiators.

•	 Giving context of how this product/service fits  
into NFP’s total offering and brand.

Most one-pagers are one page but can expand to two (front 
and back of one page). See also Producer One Pager. 



For your business.
For your people.
For your life.

NFP.com

Challenges Accepted

In light of their circumstances, the firm was planning to 
switch carriers and was shopping coverage options with 
a few brokers. NFP was the last broker to receive the 
application, limiting our access to only four carriers.   

Our team listened to the firm’s story to ensure a clear 
understanding of their circumstances. From there, we 
relayed the opportunity to our markets, providing the 
details the carriers needed to get comfortable with tak-
ing on the risk. While the firm’s poor claims experience 
with the previous carrier was a concern, our particularly 
strong relationships paved the way for us to negotiate 
competitive terms with a carrier known for their supe-
rior claims service. 

Results Delivered

Even with these significant challenges, NFP still deliv-
ered superior results. 

Once we had control of the renewal and had full market 
access, we created even more competition on their next 
renewal. In 2021, NFP saved the firm an additional 35% 
on a per attorney basis, lowered their deductible and 
added additional enhancements to their policy.   

Differentiated Advantages

 y Long-term, carefully nurtured relationships with 
over 35 different carriers, and a track record of 
placing high-quality business, position us to secure 
the best pricing and terms for each firm.

 y Well-established connections with our underwriting 
partners provide the access needed to articulate 
each client’s story, strategy, approach and needs.

 y Our focus on understanding each client’s practice, 
unique challenges and insurance needs drives 
customized solutions, from communications 
support to best practices training.

 y A deep, first-hand understanding of the business of 
practicing law positions us to help firms effectively 
address complex risk management challenges and 
minimize claims exposure.

 y True “in your corner” advocacy creates better 
outcomes, from negotiating the best pricing and 
terms for each client to handling comprehensive 
claims (reporting, assigning defense counsel, 
resolving issues efficiently).

 y Exceptional service that understands the urgency of 
issues results in peace of mind and allows firms to 
stay focused on their practice.

 

For more information, please contact:

Casey Stalter 
President, Lawyers Professional Liability 
Thompson Flanagan 
P: 312.239.2806 | casey.stalter@nfp.com

Case Study | Law Firms:
Lawyers Professional Liability

Property and Casualty
Law Firms

Before:  
$10M/$10M  
with a $50,000 deductible. 
 Total premium=$236,289  
(atty count unknown) 

After (2020 renewal):  
$10M/$10M  
with a $100,000 deductible.  
Total premium=$106,050  
(56 attys) 

After (2021 renewal):  
$10M/$10M  
with a $50,000 deductible.  
Total premium=$116,895  
(71 attys) 

For your business.
For your people.
For your life.

NFP.com

You Don’t Know What You Don’t Know
Without the benefit of specialized expertise and data, 
clients can be susceptible to accepting overpriced 
premiums. Clients are also disadvantaged by brokers 
who don’t have leverage with other carriers in the mar-
ketplace to use against the wholesaler. Finally, clients 
typically don’t realize that utilizing a wholesaler adds 
another “mouth to feed” in the placement, which can 
also increase the premium.  

Look at the Comps
Our benchmarking data included information from 25 
other plaintiff firms in Texas (many in Houston) so we 
had very accurate comparative insight on pricing. We 
notified the firm of the issue – and the reasons behind it 
– and the firm authorized us to shop the insurance with 
other carriers.

Armed with data, we were able to produce the same 
program through our market relationships for approx-
imately $138,000 less than they were paying. This 
optimal pricing was possible due to the large volume of 
business we place and the aggressive premium targets 
we set, which are based on current client pricing. 

The Impact of Specialization
Specialized expertise comes with knowledge that makes 
it easier to identify – and fix – problems. Through our 
process, we took over Broker of Record rights and used 
our leverage with the outside carriers to encourage the 
current carriers to reduce their pricing by $50,000. The 
firm kept their incumbent carriers and saved an addi-
tional $50,000.

Differentiated Advantages

 y Long-term, carefully nurtured relationships with 
over 35 different carriers, and a track record of 
placing high-quality business, position us to secure 
the best pricing and terms for each firm.

 y Well-established connections with our underwriting 
partners provide the access needed to articulate 
each client’s story, strategy, approach and needs.

 y Our focus on understanding each client’s practice, 
unique challenges and insurance needs drives 
customized solutions, from communications 
support to best practices training.

 y A deep, first-hand understanding of the business of 
practicing law positions us to help firms effectively 
address complex risk management challenges and 
minimize claims exposure.

 y True “in your corner” advocacy creates better 
outcomes, from negotiating the best pricing and 
terms for each client to handling comprehensive 
claims (reporting, assigning defense counsel, 
resolving issues efficiently).

 y Exceptional service that understands the urgency of 
issues results in peace of mind and allows firms to 
stay focused on their practice.

For more information, please contact:

Casey Stalter 
President, Lawyers Professional Liability 
Thompson Flanagan 
P: 312.239.2806 | casey.stalter@nfp.com

Case Study | Law Firms:
Lawyers Professional Liability

Property and Casualty
Law Firms

Expiring Program:  
$30M/$30M  
with a $50,000 deductible.  
Total premium=$310,579  
(14 attorneys)   

Alternative Program BOR:  
$30M/$30M  
with a $50,000 deductible.  
Total premium=$172,580 
(11 attorneys)  

Alternative Program Renewal:  
$30M/$30M  
with a $50,000 deductible.  
Total premium=$198,194  
(11 attorneys)  

Property and Casualty
Law Firms

Case Study | Law Firms: 

Lawyers Professional Liability

By using our benchmarking to show 
their program was overpriced, and 

$100,000 on their annual premium. 

Thompson Flanagan – which NFP acquired in 2021 – is an industry 

pursue new opportunities, and evaluate specialized P&C and ben-

states, Thompson Flanagan brings a new level of service, expertise 

agreed to send us their policies for a review/benchmarking analysis 
ahead of their September 1 renewal.  

the pricing issue was due primarily to their retail broker utilizing 
a wholesale broker to place the insurance, an indication that their 

didn’t have the market access to place the risk directly). 

Pinpointing Problems, 
Reducing Costs for the Client

KEY INSIGHT

By tracking data on 
all of our clients, we 
know where to set 
the bar for pricing, 

300 attorney defense 

© 2022 NFP Corp. | 22-FPC-FM-GEN-0548

Property and Casualty
Law Firms

Case Study | Law Firms: 

Lawyers Professional Liability

Even with a drastic attorney headcount 
reduction and the denial of a large claim, 
NFP’s expertise, relationships and market 

right coverage at the right price.

Thompson Flanagan – which NFP acquired in 2021 – is an industry 

pursue new opportunities, and evaluate specialized P&C and ben-

states, Thompson Flanagan brings a new level of service, expertise 

 They had lost roughly 140 

 Addi-
tionally, they had a large claim denied from their previous carrier 
and a generally poor claims history.

Overcoming Challenges of a 
Reduced Headcount, Denied Claim

KEY INSIGHT

Our deep  
understanding  
of the coverage  
challenges in the  
legal profession,  
and experience  
navigating them  
successfully, made 

© 2022 NFP Corp. | 22-FPC-FM-GEN-0548
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Text-Focused Collateral 

Case Study
Best for: 

•	 Providing a real example of when NFP was able to 
change a business outcome for a client with emphasis 
on quantitative and qualitative results.

•	 Describing, comparing and evaluating different 
aspects of a problem.

For your business.
For your people.
For your life.

NFP.ca

What services can NFP offer to plan spon-
sors looking for greater governance?

Lower fees. Unfortunately, we continue to take over 
plans where the fees have not been reviewed for some 
time and some employees are paying fees comparable 
to retail mutual funds. Higher fees have a direct impact 
on member returns, which have a real human impact on 
employees. A consistent review of the fees your mem-
bers pay could be the difference between retiring at 65 
versus 70. 

Greater investment fund oversight. In an ERISA-like 
approach, there is more focus on the fund offering and 
its performance. In Canada, there are still many groups 
with far too many funds, no target-date funds and 
outdated default options. By including more frequent 
investment reviews by the advisor, many of these issues 
can be addressed. Each fund’s performance should also 
be reviewed annually at a minimum, and any long-term 
underperforming funds may be removed. NFP offers 
their own proprietary fund watch list and a fund scoring 
system to simplify the fund oversight process.

Better governance. For larger programs, it is important 
to establish an internal committee to oversee the retire-
ment plan. NFP provides all clients with a governance 
report to help them see how well-aligned they are with 
the governance framework.  

Plan design benchmarking. Offering a competitive 
plan has never been more important in such a compet-
itive labour market. By doing this review on a regular 
basis, plan sponsors can ensure their plan remains 
competitive for their sector and region.

Employee education. Because many group retirement 
programs in Canada are voluntary, it’s important to 
educate employees on retirement and their options. 
Our consultants help our clients explain their programs 
to their employees, which results in better engagement 
and participation. 

At NFP, our high standards for retirement 
plan management can help generate 
better outcomes for you and your plan 
members. 

For a complimentary review of your Canadian retire-
ment program, please contact:

Mike Werbowecki
SVP, Group Retirement
mike.werbowecki@nfp.ca

Fergus Meldrum
VP, Business Development & Investment Strategies 
fergus.meldrum@nfp.ca

Are you looking for a higher level of governance 
and oversight for your group retirement plan?

Corporate Benefits
Group Retirement

Insurance services provided through NFP Canada Corp. NFP is the registered 
business name used by NFP Canada Corp. in each of the provinces and territories 
of Canada, where permitted. 

10/23 Copyright © 2023 NFP. All rights reserved.

in the US. 

In Canada, plan sponsors are asked to follow a set of best practices — the Canadian Association of Pension Supervisory 
Authorities’ Capital Accumulation Plan (CAP) guidelines. This approach is far less formal than that of the US, and the 

more of an ERISA-like approach. 

At NFP, we have developed a model similar to what you see in the US when supporting our Canadian group retirement 
clients. When organizations hire us as their advisor, we work with them to create a governance model that better aligns 
with the higher standards applied in the US versus the CAP guidelines.

more support. 

© 2023 NFP Corp. | 23-CB-RET-GEN-144278

One Pager

Visually similar to a one pager (below) but with different goals.
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Text-Focused Collateral 

Page 4

Captive Options
When the stakes are high, captive and alternative risk management options offer creative solutions for the full 
spectrum of risk challenges facing the construction industry. These options may not always be the answer, 
but they should always be explored to see if they meet your needs. NFP provides a full range of alternative risk 
management solutions customized for clients’ individual challenges and opportunities.   

We collaborate with you to identify and address risk hazards with conservative underwriting, and we help you 
implement superior claim and loss control processes to produce better-than-expected performance. We know 
that providing competitive, predictable capacity and returning underwriting profits to owners can not only save 
money but drive revenue. Helping contractors effectively mitigate risk can produce beneficial outcomes far 
beyond revenue.

What’s more, we’re currently developing trade programs in the construction captive insurance space that will be 
exclusive to NFP, all to serve you better:

• Professional roofing contractors

• Elevator and vertical transport

•  Concrete contractors

• New York excess

When you work with NFP, you get a complete analysis of existing and pure captive programs as well as a 
feasibility analysis of new programs (and new coverages for existing programs). NFP’s captives team is powered 
by an independent and innovative approach and seeks to help our clients and partners make educated risk 
management decisions that align with their organizational goals.

Helping contractors 
effectively mitigate  
risk can produce 
beneficial outcomes  
far beyond revenue.

Page 4

Page 3

Significant risk exposures are inherent to the construction 
industry. NFP understands those risks and has built the right 
team of individuals to address potential exposures from 
a risk management perspective. Each client brings their 
own set of unique risks and experiences that need to be 
properly addressed. Understanding the intricacies of each 
situation – and having the reach and relationships to provide 
comprehensive, cost-effective solutions – is what makes NFP 
successful, and it’s what our clients have come to expect. 

Whether you’re standing tall in the construction world or are just now breaking ground, we’ve got the tools and 
talent to help you lay a firm foundation and support your business.

How We Do It
Our approach to construction insurance covers the many facets that make up a client’s overall insurance 
program. We’re with you every step of the way, doing the following — and a whole lot more:

Reviewing your current program

Developing a risk management strategy based on your risk tolerance

Evaluating your claims management

Consulting on loss control, risk transfer and safety

Providing actuarial services

Page 3

Our Scope and Scale

Project Procurement

We work to understand each client’s unique needs 
and then leverage our extensive market relationships 
to secure best-in-class pricing. Outside of the usual 
workers’ compensation, general, automobile and 
umbrella liability, we also specialize in professional, 
pollution and fiduciary coverages. Additionally, we’re 
experts in loss control and claims management. 

You won’t get help only on existing projects, either. 
We offer project-specific programs that may confer 
benefits not always available through typical corporate 
programs, such as locking in rates for the term of job, 
combining entities onto one policy to take advantage 
of efficiencies of scale, and increased flexibility for 
individual projects. NFP believes that successful 
project procurement starts and ends with experienced 
individuals at all levels of the process. 

NFP believes that successful 
project procurement starts 
and ends with experienced 
individuals at all levels of 
the process. 

Wrap-Up Coverage
For projects over $10 million, you need overarching 
coverage for your contractors and subcontractors. 
A successful wrap-up begins with sponsor 
support, effective implementation, cooperation 
and communication between all parties involved. 
To ensure a solid wrap-up program, NFP begins 

We specialize in risk strategies that go beyond the 
scope of just insurance and focus on the risks that 
should be transferred to third parties. We consistently 
maintain a focus on balancing the risk retained with 
the total cost of risk a client can assume to enable our 
clients to grow and execute their business plan.

by working with you to define expectations and 
responsibilities. It’s critical that the administration 
process goes well for all stakeholders in a project: 
owner, contractor and subcontractors. NFP 
understands the critical nature of execution and has 
industry-leading technology along with administrators 
who are the best in the business. 

Page 5

Page 2

Each client brings their own set of 
unique risks and experiences that need 
to be properly addressed.  

Page 2

Page 9

We work closely with your 
safety manager to build, 
customize or enhance your 
safety program, depending  
on how robust it already is.

Page 9

Brochure
Best for: 

•	 Demonstrating a variety of products or services.

•	 Describing the advantages or selling points of said 
product/service.

•	 Can be a trifold, each panel focusing on a different 
advantage or aspect.

Risk Management 
Solutions for the 
Construction Industry 

Property and Casualty
Construction Group

Safeguard Your World, 
Minimize Your Risk

Our expertise extends to safeguarding your 
equestrian endeavors through an array of liability 
coverage options, including:

• Equestrian facility liability

o Lesson barns

o Boarding facilities

o Commercial breeding operations

• Freelance coaching and training liability

o EC licensed and registered coach program

o Noncertified coaches

o Freelance trainers

o Freelance clinicians

• Horse club liability

o Directors and officers liability

• Show or event coverage

Elevate Your 
Farming Experience

From hobby farms to sprawling commercial 
operations, Henry Equestrian is your trusted 
consultant and companion.

We specialize in providing comprehensive coverage 
for various farm types, including:

• Hobby farms

• Private Farms

• Commercial farms

• Boarding barns

• Lesson barns

• Breeding operations

• Training centres

Save more. 
Worry less.

NFP is a proud partner to Equestrian Canada, offering 
their members discounted rates on home and auto 
insurance.

As a broker, we are well-versed in everything 
insurance and have access to nearly all types of 
coverage, including (but not limited to):

• Personal automobile 

• Motorcycles 

• All-terrain vehicles and snowmobiles 

• Campers and other recreational vehicles 

• Antique and high-value vehicles

• Homeowners 

• Condo 

• Renter/tenant 

• Cottage/seasonal

• Pet insurance (new offering)

Scan this QR code to request a quote:

Property and Casualty
Equine Insurance

Embrace Comprehensive 
Horse Insurance

When it comes to the well-being of your cherished 
horses, our horse insurance coverage includes:

• Full mortality

• Medical and surgical coverage (high limits available)

• Tack and equipment protection

• Worldwide coverage for boundless adventures

• Air trip transit and berserk coverage

• External loss of use

• Stallion infertility coverage

Hit the Road with 
Confidence

We understand the significance of your equine 
transportation needs. That’s why we offer truck and 
trailer insurance, ensuring you hit the road with 
unwavering confidence.

Henry Equestrian offers more 
than just insurance policies.

With us, you get a team of experienced, 
professional insurance brokers looking out for your 
best interests. As equine experts and enthusiasts, 
we care about horses and our clients.

Protect your lifestyle.

Canadian Horse 
and Equestrian 
Insurance 

Property and Casualty
Equine Insurance

Whatever your focus in the 
equestrian space, we’re here 
to help you protect your 
career and investments 
with tailored solutions that 
cater to your unique needs.

Get in Touch with Us

For more information, reach out to our experts:

Phone: 1.800.565.4321

Email: equinereferrals@nfp.ca 

Website: www.hep.ca

Follow Us on Social

@hepinsurance

@henryequestrianNFP

@Henry Equestrian, Powered by NFP
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Property and Casualty
Construction and Infrastructure
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Tackling Construction’s Labor Shortage Through Inclusion

About NFP

manager, and retirement plan advisor that provides solutions enabling 
client success globally through employee expertise, investments in 
innovative technologies, and enduring relationships with highly rated 

Our expansive reach gives us access to highly rated insurers, vendors and 

tailor each solution to meet our clients’ needs. We’ve become one of the 

building enduring relationships with our clients and helping them realize 
their goals.

For more information, visit NFP.com.  

NFP Corp. and its subsidiaries do not provide legal or tax advice. Compliance, regulatory and related content is for general informational 
purposes and is not guaranteed to be accurate or complete. You should consult an attorney or tax professional regarding the application 

Casualty Services, Inc. (NFP P&C), a subsidiary of NFP Corp. In California, NFP P&C does business as NFP Property & Casualty Insurance 
Services, Inc. (License # 0F15715).
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Property and Casualty
Construction and Infrastructure

Tackling Construction’s Labor Shortage Through Inclusion
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 Sources and Further Reading

 y 4 Best Tips for Diversity and Inclusion in Recruitment (helioshr.com) 

 y Addressing the US construction labor shortage | McKinsey 

 y Construction Workforce Shortages Risk Undermining Infrastructure Projects As Most Contractors Struggle To Fill Open 
Positions | Associated General Contractors of America (agc.org)

 y Diversity and Inclusion in the Workplace: The Latest Best Practices (helioshr.com)

 y Diversity Equity and Inclusion: The HR Leader’s Guide to DE&I (helioshr.com)

 y Infrastructure Canada - Investing in Canada Plan – Building a Better Canada 

 y Strategies to Attract and Hire Veterans to Diversify Your Team (helioshr.com)

 y Strengthen Your Team with a Veteran Recruitment Program (helioshr.com)

 y What Should Employers Know About the Paycheck Fairness Act? (helioshr.com)

 y Why Your Hiring Practices Could Be Part of the Diversity Problem (helioshr.com)

implement policies that proportionally affect women and 
minorities. When culture is typically built from the top 
down, it is important to have diversity at every level of 
the company. This will provide different perspectives and 
ensure employees at all levels see an upward path for 
themselves. Companies should also consider creating a 
DEIB committee that provides training and support to all 
levels of the company on such matters. 

 y Promote pay equity. Race and gender still play a role in 
salary and upward trajectory, and result in women and 
minorities being paid less than Caucasian men. To foster 
a positive culture, ensure you are transparent about 
pay and provide salary bands. Consider bringing in an 
external consultant to assist with pay equity policy and 
procedures. 

 y Job sites should be designed with diversity in mind. 
Working on a job site should feel safe and welcoming 
for all workers. While this should seem straightforward, 
historically, and still to this day, there have not been 
designated washrooms for women on site. Personal 
protective equipment has been designed for men, so 
it can be uncomfortable and unwelcoming for women. 
With these things in mind, it is no wonder that only 1 in 
every 10 construction workers in Ontario are women. 

Conclusion
DEIB should be a priority for every company. It should 
not take a labor shortage to motivate construction and 
infrastructure companies to develop and implement DEIB 
policies. In general, organizations should be striving to make 
positive, long-lasting changes. When done thoughtfully, these 
strategies will attract a diverse range of employees into the 
construction and infrastructure sector and ensure they stay for 
the long term. When employees feel they belong, and feel safe 
and supported at work, they are more productive and loyal. 
These factors will help our countries build the vast amount of 
infrastructure that is so desperately needed. 

Elena Theodoropoulos 
Vice President 
Construction & Infrastructure Group 
100 King Street | Suite 5140 | Toronto, Ontario M5X 1E1 
elena.theodoropoulos@nfp.com | NFP.ca
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in place are at an advantage in overcoming these workforce 
challenges. 

Massive Investments, New Challenges
In the United States, the Bipartisan Infrastructure Law is 
making huge investments in infrastructure, creating the need 
for hundreds of thousands of additional jobs each year. North 
of the border, the government of Canada has committed $180 
billion over 12 years through the Investing in Canada Plan, 
launched in 2016.

Infrastructure spend is a good thing for citizens. It means 
faster commutes, better healthcare and a stronger economy. 
Unfortunately, there is a labor shortage significantly 
impacting the current infrastructure pipeline. 

The lack of labor is affecting the ability of contractors to 
complete projects on time and on budget, and even resulting 
in them turning down work due to resource restraints. Factor 
that in with supply chain issues arising from COVID-19 and 
knock-on inflation, and our ability to translate these funds 
into actual working infrastructure is threatened. Those with 
established DEIB systems and cultures are in a great position 
to attract more talent to their organization.

How DEIB Can Help Fight Construction’s 
Labor Shortage
Reacting to this labor shortage, companies are providing 
salary increases, bonuses and other incentives to attract and 
retain talent. However, unlocking a larger labor pool is key 
to fighting the shortage of workers in the construction and 
infrastructure industry. 

Integrating DEIB into hiring practices is vital to attracting 
diverse candidates. To unlock its full potential, though, 
companies need to be implementing best-in-class DEIB 
practices and integrating them into company culture for the 
long term. Workers who perceive initiatives as short-term 
and opportunistic may reject the efforts and look to other 
industries or companies for work.

DEIB in the Hiring Process
For companies that haven’t fully integrated DEIB into their 
culture and operations, it’s never too late. 

Investing in inclusive hiring practices is a great place to start. 
The hiring process is where prospective employees will get a 
first look at your company and its philosophies. Companies 
can use the following DEIB strategies in the hiring process to 
appeal to a broader audience: 

 y Adjust your marketing strategy. If you are not receiving 
diverse applications from a job posting, it could indicate 
an issue with your DEIB policies. When recruiting, make 
sure you are appealing to a diverse audience. Sometimes 
job postings are inadvertently written in a way that only 
appeal to certain people, subsequently closing the door 
to other candidates. Ensure you have multiple eyes on a 
draft job posting, and you may want to consider bringing 
on an external consultant that specializes in DEIB. 

 y Flexibility is key. Do not ask for criteria that is not critical 
to the job itself. A basic example of this is not requiring 
a bachelor’s degree if it is not actually critical to the job. 
You are closing the door to candidates that might be a 
great fit but do not have a university degree. Be open to 
trade school or work experience in lieu of a bachelor’s 
degree if it suits the job. 

 y Widen your net. Seeking employees from parallel 
industries or non-traditional routes is a great way to 
increase your access to the talent pool. If hiring for a job 
in construction, you could reach out to candidates from a 
parallel industry such as the design industry. Also, look at 
hiring through a non-traditional route such as a veteran 
recruitment program. People from a military background 
are often very skilled and hard-working. These attributes 
are perfectly suited to the construction industry, which 
requires project milestones to be completed on rigorous 
schedules. 

Integrating DEIB into Company Culture
It is important to integrate DEIB into the corporate culture to 
retain employees for the long term. DEIB cannot be a band-aid 
solution that stops being a priority when there is no longer 
an urgent need. If employees aren’t happy with the company 
culture, they will go to another organization, or even a totally 
different industry.

 y One-size-fits-all policies do not work. People are no 
longer accepting these policies, and nor should they. 
Such policies disproportionately affect women and 
minorities. COVID-19 resulted in many women leaving 
the workplace to focus on personal duties, and minorities 
were more likely to be let go. By creating flexible 
workplace policies, companies are building a culture that 
will allow different people to thrive at work. 

 y Have diversity in all levels of the company. A 100% 
Caucasian team likely doesn’t have perspective on 
whether the culture is welcoming to people of color, 
and a leadership team of all men likely won’t be able to 
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Tackling Construction’s Labor 
Shortage Through Inclusion
Elena Theodoropoulos, Vice President

Diversity, equity, inclusion and belonging 
(DEIB) are imperatives that enhance an 
organization’s success. Building a culture 
that encompasses DEIB and allows 
all stakeholders to thrive can create 
opportunities for organizations,  
and help them overcome the substantial 
labor challenges within today’s 
construction economy.
 
Let’s take a look at the current environment in the construction and 
infrastructure industry. The historic amount of infrastructure investment 
occurring in North America is a positive development, but organizations are 

development. 

It’s an interesting time for organizations in the construction and 
infrastructure sector. Those with thoughtful and integrated DEIB strategies 

When employees feel 
they belong, and feel safe 
and supported, they are 
more productive, loyal 
and healthy. Investing 
in inclusion will help our 
countries build the vast 
amount of infrastructure 
our communities need.
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•	 Publishing on NFP Insights page and/or in a 
reputable publication (print or digital).

There is no standard word count, but most articles are at least 
500 words. 
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electing to pay the amount directly to the state Public Goods Pool as opposed to 28.27% for non-electing payors that pay the 
surcharge directly to healthcare providers. 

Note that electing entities are required to file New York Public Goods Pool reports electronically with the NY state on an annual 
basis, regardless of whether any payments are due. 

Employers with self-insured plans should work with their TPA regarding their HCRA elections and processes. 

For more information, see:

FAQs on Electronic Elections

HCRA FAQs

Indigent Care and Health Care Initiatives Surcharges by Payor

HCRA Regional Covered Lives Assessment Rates

New York State Health Care Reform Act

SMALL EMPLOYER HEALTH INSURANCE
New York state law does not require small employers (defined as businesses with 1 to 100 employees) to offer health insurance. 
However, if those businesses do offer health coverage issued and regulated by the state as described above, then they must offer 
it to all employees who work 20 or more hours per week as well as to their dependents. As defined under the ACA’s employer 
mandate, “dependents” means children up to age 26. The definition does not include stepchildren, foster children, or spouses. 

Federal requirements for small employer health plans, such as the requirement to provide essential health benefits, apply to 
small employer health plans issued in New York, as do prohibitions against discrimination or exclusion based upon preexisting 
conditions. Carriers are generally responsible for any coverage or mandated benefit requirements that apply to small employer 
health insurance plans. 

DOMESTIC PARTNERSHIPS AND CIVIL UNIONS
New York offers and recognizes domestic partnerships as formal relationships with protections under state law. That said, there is 
no state (or federal) requirement to offer employer-sponsored health and welfare coverage (medical, dental, vision, prescription 
drugs, etc.) to an employee’s domestic partner or the child(ren) of a domestic partner. For purposes of group health insurance 
eligibility under New York state insurance law, a domestic partnership involves two persons who are financially interdependent 
(evidenced by common ownership of property, common householding, shared budgeting, length of relationship, etc.). Domestic 
partners can be of the same or different genders. 

Some jurisdictions in New York provide for domestic partner registration, and employers in those jurisdictions may choose to 
rely on the registration criteria, or criteria that are no more restrictive than those criteria, for their own definition of domestic 
partnership. Fully insured groups should coordinate with their health insurer on defining eligible domestic partners, since health 
insurers are responsible for ensuring the policy covers only eligible persons recognized under New York state insurance law (i.e., 
financially interdependent domestic partners). For information about establishing a working definition of domestic partner for the 
administration of employee benefits, see the NFP publication Domestic Partner Benefits: A Guide for Employers.

New York does not offer or allow common-law marriage or civil unions as a form of legal marriage. However, New York does 
recognize legal marriages performed in other states (and other states might offer and allow common-law marriages or civil unions 
as legal marriages). 

OFFER OF RETIREMENT PLAN
New York does not have retirement savings program statutes or regulations that apply generally to private employers. 

Employers doing business in New York (including those that have one or more employees 
working in or remotely from New York) should be aware of the state’s laws regarding 

does not cover labor and employment law considerations.

WHEN NEW YORK LAW MAY APPLY
New York law requires that group accident and health insurance policies issued in 
the state comply with certain mandates. This publication covers several of the most 

insurer delivers the policy to New York residents, then the policy is likely subject to New 

are typically exempt from state mandates. 

Insurers are generally aware of state insurance regulations, so employers should consult 
with the insurer or with legal counsel to determine whether particular state requirements 
will apply to their plan(s).

WAIVER OF GROUP HEALTH INSURANCE COVERAGE
Fully insured plans sitused in New York cannot allow employees to waive any tier 
of coverage that is 100% employer-paid (i.e., non-contributory). For example, if the 
employee cost-share for self-only coverage is zero, employees cannot waive coverage 
from the plan. Similarly, if the employee cost-share for self-only coverage is zero but 
the cost-share for family coverage (i.e., all other coverage tiers) is greater than zero, 
employees cannot waive single coverage but can waive family coverage. Employers with 
fully insured plans in New York should review their waiver practices to ensure compliance 
with this state rule. The waiver of coverage restriction does not apply to self-insured 
plans.

More Information: Employer Sponsored Group Health Insurance, Waiver of Coverage

NEW YORK: EMPLOYEE BENEFIT CONSIDERATIONS

Employers doing 
business in New York 
should be aware 
of the state’s laws 
regarding continuation 

retirement, and other 
notable components 

Compliance
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rule applies to children regardless of their financial dependence. Further, it pertains to all NY employers, regardless of size (i.e., 
regardless of whether the employer qualifies as an Applicable Large Employer under the ACA). The law does not apply to self-
insured plans.

Employees or dependent children are permitted to elect the extended coverage on a self-pay basis within 60 days following the 
date coverage would otherwise terminate due to age, within 60 days of qualifying as a dependent child, or during the employer’s 
annual open enrollment period.

The law provides two distinct ways in which coverage may be extended: a Young Adult Option and a Make Available Option. 
Under both options, carriers are responsible for making the coverage available and notifying employees. Employers have no 
compliance obligations under the Young Adult Option and can opt in to or out of the Make Available Option. 

Under the Young Adult Option, the carrier is required to notify employees of the extension of coverage to age 29. Employees or 
their eligible dependents may then elect the benefit and pay the premium, which cannot exceed 100% of the single premium 
rate. Young adults may also elect this coverage when they newly meet the eligibility criteria, such as if they lose eligibility for 
group health insurance coverage. This is called the Young Adult Option because it permits eligible young adults to continue their 
coverage through the employer’s health insurance coverage once they reach the dependent age limit under the policy. 

NY FAQs on Young Adult Option: Coverage Expansion Through Age 29 “Young Adult” Option - Frequently Asked Questions 

Under the Make Available Option, the carrier makes the Age 29 extension available to the employer, and the employer decides 
whether to offer the option to their employees. Employers that implement the Make Available Option must purchase a rider to 
extend the age of dependent coverage to age 29. Most carriers impose a rate load for this option. This is called the Make Available 
Option because it allows the employer to determine if they want to extend the age limit for dependent eligibility under the 
employer’s plan.

NY FAQs on Make Available Option: Coverage Expansion Through Age 29 “Make Available” Option - Frequently  
Asked Questions 

Although the carrier is responsible for issuing employee notices, employers should work closely with their carrier to ensure that 
the Coverage to Age 29 law is implemented and communicated to employees.

HEALTH CARE REFORM ACT (HCRA) CONTRIBUTIONS
Under the New York Health Care Reform Act (HCRA), health claim payors are subject to two distinct surcharges: the Graduate 
Medical Education (GME) surcharge and the Indigent Care Surcharge (ICS). HCRA contribution requirements apply to medical, 
dental, and vision plans, but only to inpatient and outpatient services provided at hospitals and certain other designated facilities 
located in New York. 

Importantly, the term “payors” includes employers for self-insured (including level-funded) plans and carriers for fully insured 
plans. These surcharges apply regardless of a patient’s residence or where the health insurance contract is issued. The HCRA 
surcharges therefore apply equally to in-state and out-of-state employers.

With respect to the GME, payors can choose one of two ways to satisfy the surcharge requirement. First, they can elect to 
pay directly to the Public Goods Pool via a covered lives assessment (CLA), the rate for which varies based on where covered 
individuals reside. The CLA is assessed on such “electing payors” based on the number of the employer’s covered individuals and 
families living in New York. Second, they can opt to pay the surcharge directly to the provider as a denominated percentage of the 
billed amount that gets added to the provider’s bill. Surcharge payments to providers are typically set at a higher percentage than 
payments made directly to the Public Goods Pool. Since electing payors with no covered employees residing in New York would 
not owe a CLA, out-of-state employers with few or no covered New York residents may want to consider becoming electing payors 
to avoid the potential assessment of a higher GME surcharge. Payors must make an initial election with the state and then pay the 
surcharge annually; for further details, see the links at the end of this section.

With respect to the ICS, this surcharge applies to services at certain state healthcare facilities regardless of a patient’s residence 
or where the health insurance contract is issued. The indigent care rate in effect through December 31, 2023, is 9.63% for payors 
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STATE CONTINUATION OF BENEFITS
New York has two state continuation requirements to consider: New York state continuation (also known as “mini-COBRA”) and 
New York Coverage to Age 29. In states such as New York that have state continuation of benefits laws, employers subject to 
federal COBRA laws must offer eligible individuals the option to continue coverage under federal COBRA and the applicable 
state continuation law; individuals who wish to continue coverage must then make an election under one law or the other. State 
continuation does not apply to self-insured plans or to stand-alone dental, vision, accident, or disease-specific policies.

State Continuation (“Mini-COBRA”)

The New York mini-COBRA law applies to employers with fewer than 20 employees (i.e., those not subject to federal COBRA) and 
to policies issued in New York. In the event of termination of employment, reduction in work hours, or loss of eligibility, the law 
requires the policy to provide continuation coverage for 36 months.

The New York mini-COBRA law also expands federal COBRA requirements by requiring a group policy, group remittance contract, 
or group contract to offer participants who exhausted continuation coverage under federal COBRA the opportunity to continue 
coverage for up to 36 months from the date the federal COBRA coverage began. This rule applies only if participants were entitled 
to less than 36 months of continuation benefits under federal COBRA. The rule does not limit the reason for the qualifying event 
under federal COBRA.

Under the New York mini-COBRA law, qualifying events include voluntary or involuntary job loss, reduction in hours, transition 
between jobs, death, divorce, and other life events. Specifically, qualifying events include all of the following:

 y Employees who lose group coverage due to termination of employment, reduction in hours of employment, or loss of 
membership in an eligible class. 

 y Spouses who lose group coverage due to the employee’s termination of employment, reduction in hours of employment, 
death, divorce, legal separation, eligibility for Medicare, or loss of membership in an eligible class. 

 y Dependent children who lose group coverage due to a loss of dependent child status under the plan or the employee’s 
termination of employment, reduction in hours of employment, death, divorce, legal separation, eligibility for Medicare, or 
loss of membership in an eligible class. 

Qualified individuals may be required to pay up to 102% of the premium cost. The 36-month period may end sooner if any of the 
following events occur:

 y The covered individual does not make timely premium payments. 

 y The employer ceases to maintain any group health plan (including successor plans of related companies).

 y The employee or spouse/dependent becomes covered under any other group health plan that is not maintained by the 
employer (even if the other coverage is less comprehensive than COBRA or continuation coverage).

 y The qualified beneficiary becomes entitled to (enrolled in) Medicare benefits.

Importantly, the New York mini-COBRA law does not apply to self-insured plans, dental-only plans, vision-only plans, or 
prescription-only plans, so continuation under those types of plans follows federal COBRA rules without respect to the lengthier 
New York mini-COBRA extension. 

More Information and FAQs: State Continuation Coverage Extension to 36 Months

DEPENDENT COVERAGE LAWS

Coverage to Age 29

The Coverage to Age 29 law permits young adults who age off their parent’s plan to continue or obtain coverage under the 
employer’s policy through age 29. Under the law, fully insured plans must extend coverage through age 29 to children who live, 
work, or reside in NY; are not married; are not eligible for Medicare; and do not have other employer-sponsored coverage. The 
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2   | : |  2023 NFP Leave Benchmarking Report

NFP conducted a benchmarking study to identify the leave management 
practices that drive policy across various US industries . To gather this 
information, NFP commissioned Hanover to conduct a nationwide quantitative 
benchmarking study to further understand organizational practices and 
offerings . The survey gathered data related to maternity/parental leave, 
holidays, paid time off, family caregiver leave, bereavement leave, sabbaticals 
and leave administration . NFP has compiled the results of this study and 
created the following report to provide insight to HR practice leaders on leave 
policy trends, best practices and compliance . 

NFP Leave
Benchmarking Report

2023

Overview

Survey Administration and Survey Sample
• The survey was administered online, and respondents 

were made up of NFP clients.

• The analysis includes a total of 257 respondents.

Respondent Qualifications
• Age 18+, employed in the United States

• Full-time employment in the Human Resources depart-
ment at their organization

• Must participate in creating and updating their com-
pany’s leave management policies (i.e., paid time off, 
maternity leave, parental leave, bereavement, etc.)
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Maria M. Trapenasso VP, National Practice Leader of Human Capital Solutions for NFP.  

Maria leads the HR consulting practice and offers NFP’s clients strategic guidance on HR related functions such 
as organizational harmonization, leave management and employment practices.  Her expertise is in the areas of 
HR audits and compliance, and she assists clients in implementing comprehensive and compliant total rewards 
programs. Maria also has extensive expertise in assisting start-ups create a solid HR infrastructure to accommo-
date rapid growth and expansion. • Maria has over 28 years of Human Resources experience working in various 
industries. Maria holds a Senior Certified Professional designation from the Society of Human Resources Man-
agement, and a Leave Management Specialist certification from DMEC.  Maria has been a professional member 
of SHRM and the National Association of Female Executives since 1998. Having extensive practice in the corpo-
rate benefits market, Maria also holds a NY State Insurance license for Health, Life and Accident Insurance.
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Mapping Toolkit Guide | 6KNOW YOUR PROSPECT

Mapping Toolkit -  
Milestones
Milestone One, Part I  Getting to Know Your Prospect’s  
    Internal Landscape
Milestone One, Part II  Understanding Your Prospect’s 
    Market Position

Milestone Two  Getting to Know Your Prospect’s  
    Dynamics and Demographics

Milestone Three, Part I Current Partner  
    Relationship Analysis
Milestone Three, Part II  Opportunity Grid, Solution Pairing  
    and Specialty Service Opportunity

Milestone Four  Who Is, and What Drives,  
    Your Prospect?

Milestone Five  Identifying Your Prospect’s  
    Segmentation Profile

Milestone Six   Core Need  
    (Public Enemy #1)

Milestone Seven  Understanding Your  
    Relationship-Building Style

    Case Studies and  
    Agility Profiles

    Industry  
    Profiles

Resources
Online Resources:

 988 Mental Health Crisis Lifeline

 Cyberbullying Warning Signs

 Cyberbullying.org | Resources

 DigitalShield Personal Cyber and 
Cyberbullying Pricing 2022

 KnowBullying Mobile App

 Signs Your Child Is Being Bullied 
 – Tip Sheet

 Stopbullying.gov:
 Digital Awareness for Parents

 How to Talk About Bullying

 How Youth Can Protect Themselves 
from Bullying

 Prevent Cyberbullying

 Videos and Social Media

 Videos for Younger Kids

 Youth Engagement Toolkit

Reporting Resources:

 Stopbullying.gov |  
How to Report Cyberbullying

 How to Report Posts / Comments  
on Social Media:

 Facebook

 Instagram

 Twitter

 Snapchat

 TikTok

The content of this toolkit is for informational or educational purposes only and does not constitute professional medical or psy-
chological advice. Please seek consultation with a mental health professional if you have concerns that a child is being subjected 
to bullying. Addressing bullying and related mental health concerns early can help prevent harmful negative experiences.

 
digital.nfp.com/pc/DigitalShield.

 
 Prospecting

Cycle

Know
Your

Client

Mapping Toolkit Guide | 3KNOW YOUR PROSPECT

Exclusively designed for NFP, the Prospect Mapping 
Toolkit Guide enables you to build a deeper connection 
with prospects, establishing a foundation for a strong, 
enduring client relationship.

The Mapping Toolkit’s second phase will showcase materials and guides for bridging the gap between the prospecting 
cycle and the Know Your Client platform. The focus is on laying the groundwork for cross-selling of products, such as 
voluntary benefits, life and disability, and retirement. 

Introduction
Did You Know?

When a salesperson has a personal connection to the 
person they are calling, the person being called is 5.2 times 
more likely to return the call than if there is no personal 
connection. Personal connections trigger a large increase in 
productivity through the sales process. 

Source: Reachable, Inc.

The first phase sets the overall tone for the relationship through a series of research and communication “milestones” 
designed to become second nature for you. 

How to Get the Conversation Started
One of the most effective ways to promote cyber awareness and prevent cyberbullying is to establish an ongoing 
dialogue with your child. Most of the time, they use technology safely, but an open line of communication ensures 
they are comfortable turning to you if they run into trouble.

Start Early. As soon as your child is using any kind of online device, it’s time to talk to them about online 
safety and security. Focus on these three topics:

 y Conduct – Kids are still accountable for their actions even in a seemingly anonymous online world.

 y Contact – Be wary of people with bad intentions (bullies, hackers, predators, scammers).

 y Content – Avoid content with violence, hate speech, pornography, etc.

Initiate the Conversation. Do not wait for your child to come to you. Leverage everyday opportunities to 
bring up online safety, such as a TV show featuring a teen on social media or a news story on internet scams. 
Refer to these scripts on Talking to Teens about Online Harassment for ideas.

Create an Open Environment. Listening and taking your child’s feelings into account establishes a support-
ive and honest line of communication. It’s okay if you do not have all the answers.

Share Values. Communicating your values clearly and tying them to online conduct will help them make 
more thoughtful decisions when faced with a tricky situation.

Be Patient. Many kids need to hear information repeatedly in small doses to internalize the message. 
Do not rush the dialogue or push too hard if your child is not immediately willing to share. Plan to have 
multiple conversations as your child’s use of technology evolves.

Withhold Judgment. You may learn that your child has done something online you find inappropriate.  
Do your best to get to the root cause of this behavior without jumping to conclusions. This will help your 
child feel more receptive to the necessary corrective action.

Ask Questions. Replace lectures with questions to get more information on your child’s online experience. 
Refer to this guide on Questions Parents Should Ask Their Children About Technology for inspiration.

Align with School Approach. Ask your child’s school for their policies and procedures regarding online 
conduct. Using the same language across multiple channels (parents, schools, caregivers, etc.) will keep 
expectations clear and consistent. Refer to this Online Safety Terms Glossary for a list of common terms – 
it’s okay if you don’t know them all.

Choose the Right Time. Be strategic about when you approach your child for this discussion. Find time when 
they are less stressed, with minimal interruption, such as during a long car ride or an activity they enjoy.

Take Action. If you find that your child is a target or initiator of cyberbullying or inappropriate online conduct, 
let your child know you will work together to find the support and solutions needed to move forward.

1

2

3

4

5

6

 7

 8

 9

10

Sources:

“Talk to Your Kids about Online Safety,” CuraLinc, SupportLinc Employee Assistance. 

“Talk to Your Kids,” Federal Trade Commission, Consumer Advice, 2011. 

Reach

90% of top-performing
companies agree that forming authentic 

relationships is vital to generating revenue.
(Terminus)

96% of sales and marketing
professionals agree that a strong relationship 

with a prospect’s key stakeholders is
critical to making the sale.

(Terminus)

Companies that successfully engage their 
B2B customers realize 63% lower customer attrition, 

55% higher share of wallet, and 
50% higher productivity.

(Gallup)

80% of a company’s business comes from 
20% of their top existing clients.

(Babin & Harris)

Mapping Toolkit Guide | 2KNOW YOUR PROSPECT

Conscious consulting is a valuable mindset for NFP 
producers. It is the very foundation of the Mapping Toolkit 
Guide, so it is essential that you familiarize yourself with the 
concept to have a good base from which to progress. It will 
move you from a reactive tactical or transactional position 
(meeting sales goals, making the sale) to a much more 
effective intuitive ideological position (meeting the client 
where they are, offering solutions specifically targeted to 
them). This process can change the way you think about 
selling and relationship building.

Consider these findings on  
relationship building and sales:

Conscious 
Consulting

In truth, as an NFP producer, you’re most 
likely positioning yourself as a consultant. 
You may already be strategizing with 
your prospects before they are clients. 
This consulting is critical to building 
long-lasting relationships. Here are the 
differentiation points of NFP’s approach:
• NFP and its Mapping Toolkit Guide fosters “Informed 

Engagement” rather than sales-focused interaction.

• Conscious consulting is focused on “Resonant 
Causation” rather than one-size-fits-all selling. The 
producer-client relationship is built on active listening 
and sophisticated solution pairing versus just getting the 
sale closed and potentially losing out on future cross-sale 
opportunities. 

• Conscious consulting seeks to build “Trust Currency” 
versus getting to a quick close/deal.

• Conscious consulting and the accompanying Mapping 
Toolkit Guide work with your strengths and make you 
aware of your own style of working so that you can adapt 
your approach to the prospect’s working style. This will 
not only help the prospect feel “heard” but also create a 
foundation of trust upon which to build. 

• As a conscious consultant you put the relationship  
before the sale and the person before the process.  
It is essentially the business version of walking a mile in 
someone else’s shoes.

In short, when you approach your prospecting as 
consulting, you will reap the benefits for years to come.

Signs of Cyberbullying Amongst Youth
While you may not have control over what is said to your child online, you can be attentive to their behavior and look 
out for changes that may indicate something is amiss. When you are more in tune with how the children or teens in 
your life normally behave, you can quickly recognize when something may be troubling them. 

Recognize

Sources: 

Sameer Hinduja and Justin W. Patchin. “Bullying Beyond the Schoolyard: Preventing and Responding to Cyberbullying,” Sage Publications, 2015.

“Cyberbullying Warning Signs: Red Flags That a Child Is Involved in Cyberbullying,” Cyberbullying Research Center, 2015.

 “Be Aware of What Your Kids Are Doing Online,” StopBullying.gov, 2021.

1 They unexpectedly stop using their device and may become secretive or  
avoid discussions about what they are doing online.

They appear nervous or jumpy when using their device and may hide their 
screen when others are nearby.

2

They appear uneasy about going to school and may frequently call or text 
requesting to go home ill.

3

They appear to be increasingly angry, depressed or frustrated, particularly after 
going online/using their device.

4

You may notice that they are oversleeping or not sleeping enough. 5

An increase or decrease in their appetite may occur.6

They desire to spend much more time with parents 
rather than peers.

10

They seem regularly depressed and may make passing statements about 
suicide or the meaninglessness of life.

7

They become withdrawn from friends and family members or 
lose interest in activities that once mattered most to them.

8

You may notice their grades slipping at school due to the inability 
to concentrate.

9

Every teen is unique, and this list is not comprehensive. Some teens are much better at masking or hiding a cy-
berbullying problem they may be facing, or they may display other indicative behaviors. In addition to watching 
for these instances, make sure that you establish a healthy relationship of trust with your teen, so they feel they 
can tell you about their problems. 

Know Your Prospect
Mapping Toolkit Guide 2022

Con�dential

Youth Cyber Awareness Toolkit 

The cyber world can be inspiring, confusing, helpful and hurtful all 
at once to young users. Today’s generations are growing up in a fast-
paced, ever-evolving environment with an uncharted virtual twist. 
With this in mind, we have compiled tips and resources to help teens 
and adults navigate every new digital turn.

This toolkit is broken down into three areas of focus:

Respond
Tips for taking 
action in response 
to a cyber incident

Reach
Tips for starting the 
conversation on 
cyber activity and 
awareness

Recognize
Tips for spotting 
the signs of 
cyberbullying 

Updated November 21, 2022
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Text-Focused Collateral 

Toolkits 
Best for: 

•	 Demonstrating NFP as a valuable partner with 
helpful tools for clients/prospects.

•	 Combining resources for a variety of audiences  
(ex: HR leaders and their workforce).

This can be a mix of deliverables depending on the 
overall objective of the toolkit. 



REACH OUT TO OUR CONSTRUCTION GROUP:

Canada

Property & Casualty, Project Insurance:
Ryan Brown
SVP,	Account	Executive
100	King	Street	West,	Suite	5140
Toronto,	Ontario	M5X	1E1
P:	647.986.8072	|	ryan.brown@nfp.com	

Gaurav Kapoor 
SVP,	Head	of	Strategy,	Digital	&	Operations
100	King	Street,	Suite	5140
Toronto,	Ontario	M5X	1E1
P:	416.670.1113	|	gaurav.kapoor@nfp.com	

Surety:
John Stewart
SVP,	Surety	Leader	(Canada)
100	King	Street	West,	Suite	5140
Toronto,	ON	M5X	1A9
M:	647.802.5655	|	john.stewart@nfp.ca	

US

Property & Casualty:
Thomas Clifford
SVP,	Regional	Leader,	Northeast
200	Park	Avenue	|	32nd	Floor
New	York,	NY	10166
M:	917.887.1348	|	tom.clifford@nfp.com	

Brendan Sullivan
SVP,	Regional	Leader,	Central
500	W.	Madison	Street	|	32nd	Floor
Chicago,	IL	60661
M:	773.459.1803	|	brendan.sullivan@nfp.com	

Lou Cipollo
SVP,	Regional	Leader,	Atlantic
2600	Kelly	Rd.	|	Suite	300
Warrington,	PA	18976
M:	267.879.9769	|	lou.cipollo@nfp.com

Sandra Ramos, CRIS
SVP,	Regional	Leader,	West
P:	818.483.0368	|	F:	212.301.4008
sandra.ramos@nfp.com

Project Insurance:
Chris Smith
SVP,	Co-Leader,	Project	Risk
2	Corporate	Drive,	Suite	234
Shelton,	CT	06484
M:	203.240.7534	|	chris.t.smith@nfp.com

Surety:
Thomas J. Henn 
SVP,	Head	of	Surety	(US)	
360	Mt.	Kemble	Avenue
Morristown,	NJ	07960
M:	908.581.5086	|	thomas.henn@nfp.com

Introduce questions and/or highlight benefits to the client/prospect.

Contact C&I at any point to help qualify opportunity and identify industry-specific benefits.

Schedule a meeting for C&I and the client/prospect.

Be part of first meeting and remain as involved as you’d like going forward.

2

3

4

5

1

Engaging with the  

Construction & Infrastructure Group (C&I)

FOR INTERNAL USE ONLY

11/2023 | 20-COR-CD-GEN-0436

Connecting Expertise with Relationships 

Construction & Infrastructure Group (C&I)

11/2023 | 20-COR-CD-GEN-0436

NFP's Construction & Infrastructure Group is comprised of colleagues across North America with years 
of experience dealing with insurance and surety solutions. The group focuses on servicing contractors, 

all industries and companies with capital expenditure projects. There are many areas in which the group 
can assist: 

FOR INTERNAL USE ONLY

07/2023 | 23-FPC-GEN-SVP-137191

5

4

3

2

1 REACH OUT TO OUR STEP GROUP:

Leigh Ann Rossi      Fred Solomon
COO, Sports and Entertainment    SVP, Sports and Entertainment

P: 516.327.2869        P: 516.327.2866 

leighann.rossi@nfp.com     fred.solomon@nfp.com

Introduce questions and/or highlight benefits to the client/prospect.

Contact the STEP Group at any point to help qualify opportunity and
identify industry-specific benefits.

Schedule a meeting for the STEP Group and the client/prospect.

Be part of first meeting and remain as involved as you’d like going forward.

Connecting Expertise with Relationships 

Sports Tuition Expense Protection (STEP)

FOR INTERNAL USE ONLY

07/2023 | 23-FPC-GEN-SVP-137191

Connecting Expertise with Relationships 

Sports Tuition Expense Protection (STEP) 

IDEAL CLIENT PROFILE
• 

with participation in youth sports and have an interest in en-
hancing the overall experience for stakeholders.

• Youth athletic clubs that see the value in providing families 

enhances the experience and creates a competitive advantage 
in attracting new families.

• Families who would appreciate having protection for their in-
vestment should their child be become injured or sick or if the 
family has to relocate due to a job change.

QUESTIONS TO ASK A PROSPECT
Organization

• Do you provide any tuition/fee protection to families?

• Have there been instances when families stop paying tuition 
and fees when a child gets injured and seen the organization 

• 
nent for families considering your organization?

Individual/Family

• 
participation, would you be interested in a coverage solution 
that refunds costs if your child is unable to participate?

• Would having to pay tuition when your child is unable to play 

• If your child were sick or injured, would you feel pressure to 
accelerate their return if you were still incurring participation 
expenses from the team?

KEY FEATURES
• STEP coverage will reimburse pre-

paid and nonrefundable tuition and 
fees for the portion of playing time 
missed for a covered reason.

• 
the sport, the athlete’s age and the 
cost of tuition.

• 

implemented. 

 The sports organization can pur-
chase it for all participants.


basis to the participants with a 
minimal commitment from the 
organization.

• STEP covers COVID-19 as a medical 
emergency when substantiated by 
an attending physician or a lab re-
port of a positive test administered 
and supervised by an accredited 
third-party.

• The carrier is Arch Insurance Com-
pany, a part of Arch Capital Group 
Ltd., an A+ rated insurance carrier 
providing specialty risk solutions 
to clients worldwide across a wide 
range of industries.

The Sports Tuition Expense Protection (STEP) program is an innovative solution that provides 
reimbursement for activity fees for families when their children can’t participate due to injury or 
sickness of the player or a close family member, or if the family relocates. Enrollment in the STEP 
program is available to individuals and teams through NFP’s Sports and Entertainment Group.

*Note: Coverage features and availability vary by state. Please refer to the STEP program site for 
additional details.
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Text-Focused Collateral 

Producer One Pager
(Internal)
Best for: 

•	 Briefing internal teams about the full scope of NFP’s 
capabilities on a product/service.

•	 Contains ideal client profile and key industries served.

•	 Uniting teams with key information and selling points.



Highly Visual  
Collateral 
These types of deliverables all lead with design or visual 
aspects. Ultimately, the balance of copy and design is 
skewed towards design. The written content of these 
deliverables should supplement the design elements. 
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Highly Visual Collateral

Flyer
Best for: 

•	 Minimal content, eye-catching design.

•	 One page worth of information.

•	 Providing a high-level overview of a product, service  
or event.

This type of deliverable varies depending on the context and 
project needs but should always be visually engaging.

855.296.9085 nfp.alertline.com

reach out to a manager, 
HR, a leader a member of the Ethics & Compliance team

Ethics & Compliance tile in MyApps

All calls are taken seriously. Every situation is investigated. We have zero tolerance for 
retaliation in any form.

Insurance services provided through NFP Corporate Services (IL), Inc., a subsidiary of NFP Corp. (NFP)

Save the Date
Wednesday, June 7, 2023
6:30 a.m. – 10:30 a.m. 
505 College Ave
Ottawa, IL 61350

Location: Chapel

All team members are  
encouraged to attend. 

information, door prizes, 
give-a-ways, and much more!

 
& Wellness Fair?
• Aim to be more health conscious!

• 

• Take the opportunity to have  
your questions answered!

• Pick up some great free gifts!

 & Wellness Fair

 
provides an opportunity for team members 
who are eligible for coverage to meet with rep-

-

Are you ready to rewire 
your mind to be more 
energized, alert, and  
resilient each workday?  
Register now to  
become mentally  
strong and
BRAIN ON!

Join Deb Smolensky, a leading authority on  
human performance and workplace well-being, on 
August 8th at 11:00 am ET for the book launch  
webinar of BRAIN ON! With special guest Kris 
Carr, New York Times bestselling author, wellness 
activist and cancer thriver.

All attendees will have access to an exclusive 99¢ 
e-book download of Brain ON! on launch day.  
Don’t miss out! Register today!

REGISTER NOW 
TO JOIN OUR LIVE 
EVENT ON 8/8!
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Highly Visual Collateral

Infographic
Best for: 

•	 Providing a visual representation of a key point  
or message.

•	 Minimal written content – stats or data-forward.

•	 Directing to or supporting a larger piece of content 
or deliverable.

This type of deliverable will more than likely require require a 
meeting with design to discuss direction. 

in 2022, 422 Million People Had Their Data Compromised by Data Breaches

TOP CYBER CRIMES

PHISHING SCAMS

VULNERABILITY
40% OF SMART HOMES HAVE 

ONE OR MORE DEVICES THAT ARE 
VULNERABLE TO CYBER ATTACK & 

CAN PUT THE WHOLE HOME AT RISK

SMART HOME DEVICES
69% OF AMERICANS HAVE A SMART 

SPEAKERS, THERMOSTATS AND 

COMPROMISED PASSWORDS
63% OF NETWORK INTRUSIONS ARE 
A RESULT OF COMPROMISED USER 

PASSWORDS

PERSONAL DATA 
BREACH, EXTORTION & 
TECH SUPPORT SCAMS

INVESTMENT 

DELIVERY SCAMS

CYBER RISKS INCLUDE

• Smart Home Devices & 
Wearables

• Extortion Ransomware 

• Breach of Privacy 

• Identity Theft 

• Reputation Damage 

• Cyberbullying 

• Cyberstalking

• Theft of Money From 
Accounts and Investments

• Data Loss & Restoration 
of Digital Assets (photos, 
videos, etc.)

“CONSUMER CYBER CRIME 
LOSSES ARE NEARLY 
DOUBLE THOSE OF 

PROPERTY CRIME LOSSES”

$30 BILLION

- CYBERSCOUT

Personal Cyber Insurance 
of risks typically not covered by home insurance, such as online account takeover/compromise, identity theft, social engineering scams, SIM 
swapping, smart home device breaches, ransomware, cyberbullying.

At NFP, we represent various personal cyber solutions, from home policy endorsements to DigitalShield, a personal cyber product to protect all 

WHAT IS PERSONAL CYBER INSURANCE? 
Your home insurance does not cover cybercrime, but Personal Cyber Insurance does

PROTECT YOUR FAMILY. PROTECT YOUR HOME.

STANDARD HOME INSURANCE DOES NOT COVER CYBER CRIME

FACTS ON 

FROM DIGITALSHIELD®
CYBERCRIME 
AND HOW TO PROTECT YOURSELF

AMERICANS LOST OVER $10.3 BILLION TO INTERNET CRIME IN 2022

• 47% of US consumers experienced identity theft since the pandemic.
• 37% experienced application fraud, with another 38% having experienced account takeovers

DigitalShield Can Help You

92% 
ARE CONCERNED ABOUT A CYBER 
BREACH

56% of Americans 
DON’T KNOW WHAT STEPS TO TAKE IN THE 
EVENT OF A DATA BREACH

49% 
DUE TO INTERNET CRIME IN 2022

1.3 billion social 
media users were 

hacked or have had 
their accounts hacked 
or data compromised 

worldwide. 

30%+ of U.S. Consumers 
were targeted by scams 

in 2021, including 
Phishing, P2P and 

romance (or emotional) 
scams.

37% of young 
people have 

been victims of 
cyberbullying, and 

59% have been 
harassed online.

Among adults, 
41% have 

experienced 
online 

harassment.

.

In 2022, SIM 
swapping resulted 
in adjusted losses 
of more than $72 

million.

LEARN MORE OR ENROLL NOW

9.  FBI Internet Crime Complaint Center (IC3). “Criminals Increasing SIM Swap Schemes to Steal Millions of Dollars from US Public.”   Accessed October 13, 2022.

10.  FBI Internet Crime Complaint Center (IC3). Internet Crime Report 2022 Accessed April 27, 2023.

11.   Consumer Technology Association (CTA) Accessed October 14, 2022.

12.  MediaPost.  “Smart Home Technology Hits 69% Penetration in U.S”.  Accessed March 23, 2023.

13.  ValuePenguin. “65% of Americans Have a Smart Home Device, Especially Those Concerned About Climate Change.” Accessed October 13, 2022.   

14   Avast “Avast Smart Home Security Report 2019” Accessed October 13, 2022.

15.  Varonis. “Data Breach Literacy Survey.” Accessed October 13, 2022. 

16. Insurance Information Institute. “Helping Consumers Understand the Value of Cyber Insurance.” Accessed October 14, 2022.

SOURCES

1.  Identity Theft Resource Center (ITRC). “2022 Data Breach Report.” Accessed March 24, 2023.

2.  Chubb.  “Fifth Annual Study on Personal Cyber Risk.” Accessed November 21, 2022.

3.  Cyberscout. “Personal Cyber: Cybercrime is on the Rise” Video. Accessed September 20, 2021.  

4.  University of Surrey, Dr. Michael MacGuire, “SOCIAL MEDIA PLATFORMS AND THE CYBERCRIME ECONOMY.” Accessed June 14, 2021  

5.   Identity Theft Resource Center (ITRC). “Q3 Data Breach Analysis: Compromises & Victims Up From Q3 - Record High Year Unlikely” & “ “Annual Data Breach Report” Accessed Oct 13, 2022

6.  Aite-Novarica Group. “U.S. Identity Theft: The Stark Reality.” Accessed October 13, 2022. 

7.   Pew Reseacrh Center. “A Majority of Teens Have Experienced Some Form of Cyber Bullying. Survey”  November 21, 2022. 

8.   Pew Research Center. “The State of Online Harassment.” Accessed Nov. 21, 2022

DigitalShield is here to help you: A Personal Cyber Product to Protect All Aspects of Your Life
Starting At $200 Per Year For $100,000 Coverage - From First Call Through Resolution

• Proactive Assistance 
• Incident Remediation 
• Identity Protection Guidance 
• Online Protection Tips 

• Liaising With Third Parties 
• Evidentiary Support
• Claims Filing Assistance
• Up to $1 Million Available

Services, Inc. (NFP P&C), a subsidiary of NFP Corp. (NFP) and related NFP subsidiary companies. In California, NFP P&C does business as NFP Property & Casualty Insurance Services, Inc. License #0F15715. In Canada, DigitalShield Insurance services provided through NFP Canada Corp. NFP is the registered business name used by NFP Canada Corp. in each of the provinces and territories of Canada, where permitted. 

Avoid Costly Consequences by Taking Cyber Security Seriously
The cost of cyber risk.

Cyber insurance and a 
smart cyber strategy save you 

hundreds of thousands of 
dollars, and grant you peace of 

mind. 

Contact NFP and �nd out 
how to get started today. 

1  Lyle Adriano. “Aon: Cyber Risks Can Impact Organizations Even from Unexpected Angles.” Insurance Business, Insurance  Business Canada, 19 
Feb. 2020, 
www.insurancebusinessmag.com/ca/news/cyber/aon-cyber-risks-can-impact-organizations-even-from-unexpected-angles-214203.aspx.

2  Vanessa Barrasa. Small Businesses in Canada Vulnerable to Cyber Attacks, Insurance Bureau of Canada, 25 Sept. 2019, 
www.ibc.ca/on/resources/media-centre/media-releases/small-businesses-in-canada-vulnerable-to-cyber-attacks.

3  Howard Bilodeau, et al. “Cyber Security and Cybercrime Challenges of Canadian Businesses, 2017.” Statistics Canada: Canada's National 
Statistical Agency / Statistique Canada : Organisme Statistique National Du Canada, Government of Canada, Statistics Canada, 28 Mar. 2019, 
www150.statcan.gc.ca/n1/pub/85-002-x/2019001/article/00006-eng.htm.

4  Small Business Tourism and Marketplace Services. “Key Small Business Statistics - January 2019.” SME Research and Statistics, Innovation, 
Science and Economic Development Canada, 6 Dec. 2019, www.ic.gc.ca/eic/site/061.nsf/eng/h_03090.html.

Did you know?

Employer businesses in 
Canada deemed small 1 

Canadian small businesses 
have purchased 

cyber liability insurance 2

Businesses in Canada 
with no insurance to help 

recover in the event 
of an attack

Canada’s businesses aren’t taking 
cyber security seriously...

97.9% 7% 60%

Estimated cost for 37 per cent of businesses 
impacted by a cyber breach 3

Estimated cost of intellectual property 
stolen globally each year 4

...even though a cyber breach 
can really cost you.

$100,000 $1,000,000,000,000

$100K $1T

While the right protection doesn’t cost 
nearly as much as the problem.

Amount businesses in Canada spent 
on cyber liability insurance 2

$14,000

$
14K

14K

14K

14K

Canadian businesses a�ected by 
cyber breach in last two years 3

Small business owners concerned about 
how breach would a�ect their business 3

A cyber breach is just an accident 
waiting to happen.

56%
1 in 5

4   : :  2023 NFP US Benefits Trend Report

24% 
of employees feel their 

benefits completely 

meet their needs . 

95%
of workers  

are worried about 
the economic  
situation in the US .

63% of employees 
would purchase life insurance 
with LTC if their employer  
offered it to them and the  
price was right .

B U Y  N O W

Key Takeaways
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Highly Visual Collateral

Postcard
Best for: 

•	 Introducing an external audience to an NFP 
product or service.

•	 Promoting an upcoming event.

•	 Conveying minimal information with  
a call to action.

This type of deliverable should include a QR code or 
contact information.

About NFP
NFP is a leading property and casualty 

manager and retirement plan advisor 
that provides solutions enabling client 
success globally through employee 
expertise, investments in innovative 
technologies and enduring relationships 
with highly rated insurers, vendors and 

Our Mission
To empower organizations and people to overcome 
complex challenges and uncertainties with tailored 
solutions driven by active listening, hands-on guidance, 
specialized expertise and human connections.

expertise and risk management. 

Spencer partners with employers in Oklahoma to provide 

that increase employee satisfaction and minimize risk. 
Spencer works with you to solve your organization’s biggest 
problems by understanding your goals and priorities, 
exploring possible solutions and proposing recommendations. 

Spencer Londagin 

918.791.1708 | spencer.londagin@nfp.com NFP.com

Insurance services provided through NFP Corporate Services 
Oklahoma (OK), Inc. a subsidiary of NFP Corp. (NFP).

Proven 
partnerships. 
Dedicated 
expertise. 

608 Georgian Place
Somerset, PA 15501

gov or 1-800-MEDICARE to get information on all of your options.

subsidiary of NFP Corp. (NFP). 

Medicare enrollment can be confusing and 
overwhelming. You need someone you can trust 
to get you answers and solutions that work 
for your budget and lifestyle. We’ll guide you 
through the Medicare enrollment process and 
beyond, setting you up for smooth sailing in the 
retirement you’ve earned. 

yourhealthinsuranceshop.com

Medicare eligibility is on the horizon. 
Schedule a consultation today: 

Debbie Sanner | 814-559-3830 | debbie.sanner@nfp.com

For your business. 

For your people. 

For your life.

Discover individual support as you 
approach retirement – for Medicare 
eligibility and enrollment, long-term care, 
wealth management and more.

Retire with 
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Highly Visual Collateral

Placemat 
Best for: 

•	 Enhancing stakeholder understanding of data.

•	 Combining charts, graphs and quotes to drive 
key points.

•	 Conveying a key understanding of a client/
prospects’ pain points and what they care about.

Outdoor Insurance Group (OIG)

Pantheon Risk D&O Quantum Risk Solutions (QRS)

ProTek

Park Shield (PS) Specialty Program Solutions (SPS) QuadScore D&O

Pro Financial Services (PFS) QuadScore (QS)

Specialty products for the outdoor recreation and shooting sports industries, such  
as dude and guest ranches, outfitters and guides, hunting and fishing lodges,  
hunting leases, RV parks and campgrounds, and rifle/pistol/trap and skeet shooting 
facilities, including the sale of firearms. The business is currently produced primarily 
on a retail basis.

Pantheon Risk is a specialty Managing General Agency (MGA) focused on providing 
comprehensive Directors and Officers Liability (D&O) insurance solutions for the 
biotech/life sciences industries, with solutions currently on an excess basis. 

Offering various transportation insurance products to the transportation industry. 
Programs include trucking, towing, specialty haulers, and para transit and the non-
emergency medical transportation and public auto sectors.

Designed specifically to meet the needs of the medical device and equipment 
industry, including manufacturers, distributors, manufacturer’s reps, servicers/
refurbishers and medical equipment leasing companies. No eligibility for any medical 
devices that are implanted, injected or ingested. Also offers a separate physical 
damage and warranty product for imaging devices. 

Park Shield is an insurance solutions provider for the manufactured housing industry 
and RV parks. Offerings include both Property and General Liability, with policies 
customized to meet the needs of each individual manufactured housing community. 
Park owners vary from individuals operating single parks to private equity owners 
operating 100+ communities. Target markets include housing communities rather 
than individual residences.

SPS is a program administrator focused on the forestry and construction industry. 
Classes of business include logging/lumbering operations and equipment, woodyard 
and sawmill equipment, construction contractor equipment, and all other inland 
marine products. 

QS Professional is focused on providing comprehensive Directors and Officers 
Liability (D&O) insurance solutions to the cannabis industry. With primary and excess 
capabilities, combined with the capacity to write in both the US and Canada, QS has 
the solutions to meet the most complex cannabis D&O needs.

PFS is a leading underwriter of specialized disability insurance for top talent in sports, 
entertainment, business and medicine. PFS develops flexible policies that protect 
the assets and earnings of people whose futures depend on their continued ability 
to perform at elite levels. They underwrite over $5 billion of coverage each year, 
developing innovative risk solutions for top talent via exclusive carrier partnerships.

QS is an industry-leading insurance solutions provider focused on the cannabis 
industry. With broad product offering, QS offers best in class coverage terms,  
capacity, and risk management services. Classifications include cultivators, 
distribution, testing, manufacturers, multi-state and single state operators and  
retail or dispensary operators.

Lines of Business Multi-peril Commercial Package, Commercial 
Auto, Professional Liability, Excess Liability

Geography Territory Nationwide

Business Leader Dan Beaudette | dbeaudette@oigcorp.com
Glenn Sudol | gsudol@oigcorp.com

Lines of Business Primary ABC, Follow Form Excess, Side “A” 
Difference in Conditions (DIC)

Geography Territory Nationwide

Business Leader Brian Jones | bjones@quadscore.com

Lines of Business
Auto Liability, General Liability, Garage Keepers, 
Motor Truck Cargo, Physical Damage, Hired /  
Non-owned, UIM/UM (package available)

Geography Territory Nationwide

Business Leader Anthony Karlis | akarlis@q-risksolutions.com

Lines of Business Multi-peril Commercial Package,  
Professional Liability, Warranty

Geography Territory Nationwide

Business Leader Dan Schneider | dan.schneider@protek-insurance.com

Lines of Business General Liability, Commercial Property, Excess 
Liability, Equipment Breakdown, Cyber and EPLI

Geography Territory Nationwide

Business Leader Drew Hill | dhill@parkshieldins.com

Lines of Business Property and Inland Marine

Geography Territory Nationwide

Business Leader Jeff Vaughn | jvaughn@spsins.com

Lines of Business
Primary ABC, Follow Form Excess, Side “A” Difference in 
Conditions (DIC)

Geography Territory Nationwide, Canada

Business Leader Brian Jones | bjones@quadscore.com

Lines of Business Sports and Entertainment

Geography Territory Nationwide

Business Leader Dan Burns | dburns@pfsins.com

Lines of Business

General Liability, Product Liability, Property, 
Motor Truck Cargo, Auto Liability, Hired 
and Non-Owned Auto, Assault and Battery, 
Property, Business Interruption, Cannabis Stock

Geography Territory Nationwide

Business Leader Brian Rabedioux | brabedioux@quadscore.com

Totalis Leadership
Tom Gillingham
Head of Programs
tom.gillingham@totalisprograms.com 
303.513.2753

Dan Beaudette
Senior Vice President - Underwriting
dan.beaudette@totalisprograms.com 
303.408.7322 

Bill Costello
Vice President
bill.costello@totalisprograms.com 
203.565.2814

John Mahoney
Managing Director
john.mahoney@totalisprograms.com 
303.887.0822

Michelle Sorrentino
Senior Business Development Manager
michelle.sorrentino@totalisprograms.com 
770.280.5579

Program Underwriters

Program Underwriters

All Together Now
Totalis Program Underwriters is a scaled and 
integrated platform providing specialized expertise 
and solutions for niche and underserved areas of the 
market. With a growing collection of highly regarded 
specialty programs in multiple industries, we’re 
leveraging opportunities to enhance and innovate 
solutions for today’s most complex risks.

Totalis programs are all built to deliver superior 
customer service, disciplined underwriting expertise, 
and long-term profitability and sustainability for our 
valued distribution and carrier partners and insureds. 
Dedicated to continually elevating the breadth of 
knowledge and depth of experience essential to 
driving business growth, Totalis is where industries 
turn for solutions.  

Auto Services Group

Commercial Surety

Entertainment Risk (ER) 

Insurance Specialty Group (ISG)

Mexpro Auto

Healthcare Industry Insurance Services (HIIS)

EverGuard Insurance Services

Financial Institutions Group –  
Equity Protection Program (EPP)

Offering a suite of Finance and Insurance (F&I) products such as high-mileage service contract and 
warranty programs for automobile dealerships.

Contract and Commercial Surety Bonds for a wide variety of industries and needs, with specific 
expertise and an exclusive product for difficult-to-place bonds in challenging non-standard surety,  
or where principal has sub-prime credit. No premium threshold, but focused on smaller,  
transactional bonds.

ER is the market leader for hospitality insurance that focuses exclusively on nightlife and 
entertainment. Focusing on bars, taverns, nightclubs, live music venues, and adult entertainment 
venues with higher liquor sales. CGL (primary and excess) and Builders Risk for residential homebuilders in challenging  

construction defect (CD) states. Offering project, practice and wrap policies as well as builders  
property policies.

Short-term automobile policies, primarily for US citizens and Mexican nationals traveling into 
Mexico for business and pleasure trips, where the standard US personal auto policy does not provide 
coverage. Auto comprises approximately 95% of the existing portfolio, but coverage is also available 
for watercraft, motorcycle, RV, trailer and other related exposures.

Medical malpractice coverage for a wide range of medical professionals and facilities, including urgent 
care clinics, occupational medical clinics, individual and group physician practices, anesthesia practices, 
allied facilities, healthcare staffing firms, medi-spas, aesthetic clinics and more. 

Hospitality program for restaurants, bars and taverns, focusing on establishments with alcohol sales. 
Customized package product with industry-specific endorsements and coverage extensions. The 
program allows new ventures and various amounts of entertainment and security exposures but 
excludes Nightclubs and Adult Entertainment businesses. Active in 40 states.

Our Equity Protection Program (EPP) increases the loan options available to lending institutions by 
expanding loan guidelines and parameters for a variety of home equity products in a fully insured 
portfolio program. By insuring loans with augmented loan-to-value thresholds, debt-to-income 
ratios and credit score ranges, the lender is able to expand their equity loan offerings without 
additional risk to the lender. In the event of default, the full balance of the covered loan is payable 
after approximately 90 days, without incurring an expensive foreclosure, a charge-off or ROA 
charges. Targeted primarily to regional banks and credit unions. 

Geography Territory Nationwide

Business Leader Paul Baldwin | paul.baldwin@nfp.com

Lines of Business Commercial Surety

Geography Territory Nationwide

Business Leader Mike Lapre | mlapre@nfp.com

Lines of Business
General Liability, Liquor Liability, Assault and Battery, 
Employee Benefits, Hired/Non-Owned Auto Liability, 
Commercial Property

Geography Territory Nationwide

Business Leader Tom Boardman | tboardman@entertainmentrisk.com

Lines of Business Multi-peril Commercial Package Policy, Liquor Liability, 
Assault and Battery, Limited Professional Liability (EPLI)

Geography Territory Nationwide

Business Leader John Mahoney | john.mahoney@everguardins.com

Lines of Business EPP Only

Geography Territory Nationwide

Business Leader Rick Hughes | rick.hughes@nfp.com

Geography Territory Nationwide

Business Leader David Wood | david.wood@nfp.com

Lines of Business CGL (Primary and Excess) and Builders Risk

Geography Territory Nationwide, Except New York

Business Leader Stephen Harrell | sharrell@isgins.com

Lines of Business Primarily Private Passenger Auto, Some Miscellaneous 
Additional Personal Lines

Geography Territory Mexico

Business Leader Nate Watson | nate.watson@mexpro.com

Aviation

Environmental

Energy and Marine

Transportation

Legal Practice

Hospitality and Leisure

Sports and Entertainment

Complex Risk Solutions

Healthcare and Life Sciences

Real Estate

Private Equity

Personal Risk

Trade Credit

Financial Institutions

Surety

Construction

Management and Professional Liability

Specialty Practices Trusted partners. Wide-ranging industry experience. Committed to excellent service.

Aviation & Aerospace Capabilities

Actuarial Services Our Experts

Coverage Highlights

Loss Frequency and Severity Forecasts

Combating Insurer Collateral Demands

Retention/Price Competitiveness

Allocation of Premiums

Management, Cyber & Professional

• Direct Access to Top-Rated Markets

• Best-in-Class Program Designs

• State-of-the-Art Coverage Enhancements

• Dedicated Team of Specialists with 150 Combined Years 
of Underwriting and Brokerage Experience 

D&O CYBER

EPL

CRIME

FIDUCIARY

REPS & WARRANTIES

Multi-National Aviation Presence

• United States

• Canada

• Partnerships abroad

Aircraft Hull and Liability

Aviation General Liability 

Products Liability

Property

Auto

Workers Compensation

Cyber Liability

Professional Services Liability

Market Reports

• Monthly newsletter

• Quarterly market updates by 
segment

• Nimble teams with direct access to 
leadership

• Comprehensive contract reviews

• Domestic service team

• Trust though transparency

• Industry specialists dedicated to our craft

Broad Segment Experience

• US and International Airlines

• Manufacturers

• Banks & Lessors Contingent Hull & Liability

• Major Airports and Municipalities

• General Aviation

• Space Launch and In-Orbit

Josh Jeter
Senior Vice President, 
Aviation Practice Leader
P: 901.488.7797
E: josh.jeter@nfp.com

Max Mitchell
Senior Vice President
Complex Risk Solutions –
Aerospace
P: 905.259.3854
E: max.mitchell@nfp.ca

7,400+
employees globally across the United 

States, Canada and Europe

About NFP
NFP is a leading property and casualty broker, bene�ts consultant, wealth manager, and 
retirement plan advisor that provides solutions enabling client success globally through 
employee expertise, investments in innovative technologies, and enduring relationships 
with highly rated insurers, vendors, and �nancial institutions.

National Rankings

Industry Specialists

Prescriptive Service Models

Low Sta� to Client Ratio

Centralized Placement Hubs

High Colleague Turnover, 
Disrupts Client Service

Resources Allocated Based  
on Premium Spend

Experts

Proven and Consistent  
Service Model

High Sta� to  
Client Ratio

Colleague Retention 
and Team Stability

Technology Leverage

Innovative and Nimble

Specialized Focus

Tailored/Manuscript Policy 
Forms

Global Access

Access to Corporate 
Leadership

Creative Thinking

Balance Sheet

Capital Market Access

Generalists

Limited Market Leverage

Geographically Limited

Reliance on Wholesale 
Broker Networks

Unsophisticated Approach

Limited Balance 
Sheet

The NFP Advantage
Small

Regional Brokers 
Large

Global Brokers 

 

$

Gross Revenue

    2018 2019 2020 2021 2022

$1.24B $1.46B $1.59B $1.91B $2.21B

Property and 
Casualty

Wealth and 
Retirement

 
and Life

#7 largest US-based privately owned broker 
as ranked by Business Insurance

#13 global insurance broker
as ranked by Best’s Review

#13 largest broker of US business
as ranked by Business Insurance

#9 largest property & casualty agency by total P&C revenue
as ranked by Insurance Journal

#9 commercial lines agency, based on P&C and commercial lines revenue 
as ranked by Insurance Journal

#2 retirement plan aggregator �rm 
according to Investment News

#9 best place to work in insurance 
as ranked by Business Insurance 

#7 largest bene�ts broker by global revenue  
as ranked by Business Insurance

Aviation & Aerospace Capabilities
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Highly Visual Collateral

MRD PowerPoint Slides

3

Comparison Chart

$0

$50,000

$100,000

$150,000

$200,000

$250,000

$300,000

$350,000

$400,000

Property Cyber Executive Liabilty General Liabilty Excess Liability
$1M

Excess Liability
$5M xs $1M

Auto Worker's
Compensation

Medical Spa Prof.
E&O

Expiring Renewal

Expiring vs Renewal

Total
Expiring – $661,648
Proposed – $807,894

5

Moving Together Towards Success.

I N T E G R A L PA R T  O F  N F P,  

$2.21B 
Insurance Broker offering Property and Casualty, 

Benefits and Life, Wealth and Retirement.

120+ Member Firms 

785 Producers across the US

ONE
Powerful Peer Network 

5 Core Carriers

24 Non-Core Carriers
$210M 

Revenue
10

2023 Advisor Forum

Tuesday, 
October 24

Sunday, 
October 22

• Opening Comments

• The Intersection of the Economy 
and the Insurance Industry

• Break

• The Taxing Side of Politics: 
What You Need to Know to Stay 
Ahead

• Networking Reception

• Carrier Dine-Arounds or Dinner on 
Your Own

Monday, 
October 23

• Breakfast

• When the Gift Tax Exemption 
Is Too High

• Deferred Estate Taxes: 
Is 6166 Really a Gift from the IRS?

• Interest Rate-Smart Planning

• Break

• Finding Value in Existing 
Insurance

• Choosing the Right State 
for Your Trust

• Networking Lunch

• Afternoon at Leisure

• Cocktails and Group Event

• Breakfast

• Balancing Transparency 
with Privacy: The Corporate 
Transparency Act

• The Reemergence of 
Defined Benefit Plans

• Break

• Keynote Speaker: 
The Importance of Team

4

PartnersFinancial is a member-centric network of successful, 

independent peers working together to drive life insurance sales. We 

harness, enable and spread the knowledge, insights and expertise of 

over 120 life insurance and diversified firms across the country. Our 

expertise is matched only by our personal commitment to each other’s 

and our client’s goals. 

Presentat ion T i t le

7

December 2023 
Monthly Sales CallWhat We Do

Our dedicated team of 
specialists assess client’s 
situation from all angles, 
examine goals, and ensure 
they access top-of-class 
solutions and strategies that 
fit their needs.

Life & Wealth 
Management

8

December 2023 
Monthly Sales CallKey Person Insurance

• This insurance is needed if the sudden loss
or illness of a certain individual would
negatively affect the company’s operations.

• A company purchases an insurance policy
on specific employee(s), pays the premium
and is the beneficiary of the policy.

• The company receives the death benefit in
the event of the insured’s death or
diagnosis of an illness.

• Categories of loss key person insurance
covers:
• Profits (offsetting lost income from lost

sales, etc.).
• Shareholders or partnership interests.
• Anyone involved in guaranteeing

business loans or banking facilities.

5

December 2023 
Monthly Sales Call

Top Producer 
Council Update

Qualified On Track

•Fergus Meldrum
Benefits and Retirement 

•Sarah Hanson
Property and Casualty

•Randy Ramkissoon
Property and Casualty

•Arooj Singh
Property and Casualty

•Adam Gurza
Life

•Brendan Goodchild
Benefits and Retirement 

•Michael Boynton
Property and Casualty

•Derek Lachapelle
Property and Casualty

•Robert Potts
Property and Casualty

• Ian Vik
Property and Casualty

•Brianne Wilson
Property and Casualty

Qualification tracking through December 2023.

PowerPoint Decks
Best for: 

•	 Presentations (internal and external) and webinars. 

•	 Providing a visual aid with balanced key 
information and data.

If you are unsure whether the Brand team or MRD should 
handle the generation of a presentation, just ask!

222

For informational purposes only. This document does not amend, extend, or alter coverage. Please refer to any actual policy(s) for 
specific terms, conditions, limitation and exclusions. Insurance services provided by NFP Property & Casualty Services, Inc. (NFP 
P&C), a subsidiary of NFP Corp. (NFP) and related NFP subsidiary companies. In California, NFP P&C does business as NFP 
Property & Casualty Insurance Services, Inc. License #0F15715. Neither NFP nor its subsidiaries provide tax or legal advice.

December 2023 
Monthly Sales CallWelcome

Mike James
Global Chief Sales Officer

Andre Charrois
Senior Vice President

Sales, Western Canada1

PartnersFinancial Overview
P E T E R  C H U N G ,  PA RT N E R S F I N A N C I A L Welcome!

in Partnership with the McGehee Group

1

CY23 Renewal Summary

Expiring Plan Annualized Plan Renewal Plan

Premium Exposure Rate Rate Exposure Premium Renewal 
Premium % Difference Difference

Property $73,014 $124,041,602 $0.059 $0.059 $143,024,174 $84,188 $84,826 0.76% $638 

Total Insured Value (TIV) Total Insured Value (TIV)

Cyber $9,297 $11,911,815 $0.78 $0.78 $15,681,306 $12,239 $19,230 57.12% $6,991 

Revenue Revenue

Executive Liability $48,653 $11,911,815 $4.08 $4.08 $15,681,406 $64,050 $45,585 -28.83% $(18,465)

Revenue Revenue

General Liability                                                  $282,006 5,640 $50,001 $50,001 5,640 $282,006 $342,496 21.45% $60,490 

Number of Participants Number of Participants

Excess Liability $1M $69,185 5,640 $12,267 $12,267 5,640 $69,185 $83,168 6.51% $4,506 

Number of Participants Number of Participants

Excess Liability $5M xs $1M $131,300 5,640 $23,280 $23,280 5,640 $131,300 $156,550 2.09% $2,739 

Number of Participants Number of Participants

Auto $0 0 1 $0 $4,614 2.09% $4,614 

Power Units Power Units

Worker's Compensation $48,193 $13,976,729 $0.345 $0.345 $19,317,000 $66,644 $66,676 -20.87% $(13,910)

Payroll Payroll

Medical Spa Prof. E&O $0 $0 $600,000 $0 $4,749 $4,749 

Revenue

Total $661,648 $709,611 $807,894 13.85% $(98,283)

This Insurance Schedule is intended as a summary outline of coverage in existence and proposed.  It neither affirms nor negatively amends, extends, or alters the coverage afford by any policy described herein as the coverage is 
described is subject to all terms and conditions of the policy.

2

Total Premium Spend

11% 2%

6%

42%10%

19%

1%
8%

1%

Property

Cyber

Executive Liability

General Liability

Excess Liability $1M

Excess Liability  $5M xs
$1M

Auto

Worker's Compensation

Medical Spa
Professional E&O

Line of Coverage Premium

Property $84,826

Cyber $19,230

Executive Liability $45,585

General Liability                                                  $342,496

Excess Liability $1M $83,168

Excess Liability  $5M 
xs $1M $156,550

Auto $4,614

Worker's 
Compensation $66,676

Medical Spa 
Professional E&O $4,749

Total $807,894

53%

19%

14%

11%

2% 1%
HDI

Westchester

Hartford

Travelers

State National

Lloyd's

Carrier Premium

HDI Global Specialty $425,664

Westchester Surplus Lines 
Insurance Company $156,550

Hartford Insurance $112,261

Travelers Property & Casualty $89,440

State National Insurance 
Company $19,230

Underwriters at Lloyd's, 
London $4,749

Total $807,894

Premium by Line Premium by Carrier



Brand and  
Identity
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Brand and Identity

Logos
Best for: 

•	 Creating an identifiable look and feel for a program or 
a large event such as SKO, Resolve, Elevate, etc.  

•	 Combining NFP branding with a location. 

presented by

PeopleFirst 
Experience
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Brand and Identity

Icons
Best for:

•	 Creating a graphic illustration of a concept 

•	 Representing an application or program through 
illustration and design 

•	 Creating a visual aspect to distinguish sections of a 
larger piece 
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Brand and Identity

MILAN, ITALY | FOUR SEASONS HOTEL MILANO | VILLA D’ESTE, LAKE COMO

IMAGERY SELECTION

COLORS

Situated in the Lombardy region of Northern Italy, the 
picturesque Renaissance cities of Milan and Lake Como 
exude old-world charm with their storied architecture and 
world-famous art. Frescoed churches and impressive vaulted 
arcades will mesmerize against the scenic background 
of mountainous and unparalleled lakeside views. These 
enchanting cities offer style, sophistication, and celebrated 
dining experiences that enchant all the senses.  

A B O U T 

L O G O

Myriad Pro Bold
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr 
Ss Tt Uu Vv Ww Xx Yy Zz

Myriad Pro Light
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt 

Uu Vv Ww Xx Yy Zz

T Y P E FA C E S 

15% TINT

MARBLE TEXTURE

Mood Boards
Best for: 

•	 Creating a visual exploration of what a larger project 
will look like.

•	 Brainstorming design concepts for events.

•	 Combining deliverables such as logos, color palettes 
and photographic examples.

Not a final product, but a visualization of what a project could 
look like.

LAS VEGAS, NEVADA | VDARA

0 1 / 2 0 2 3

A B O U T 

Updated color palette to adhere to NFP brand guidelines using the 

NFP green and other cool coolors that coordinate. Patterns add 

texture and movement throughout and serve to highlight headers, 

footers, and content.

G R A P H I C  E L E M E N T S

Myriad Pro Regular
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm 
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 
0123456789

C O L O R S

L O G O  V E R S I O N :  U P D AT E D  2 0 2 3  PA L E T T E  1

I D E N T I T Y  T Y P E FA C E 

LAS VEGAS, NEVADA | VDARA

A B O U T 

This identity puts the event location in prominent view. A stylized 

graphic of the Nevada map – which echoes the familiar look of a 

Google Map pin – establishes the place along with the year of the 

event. The color palette evokes an upscale and modern feel that 

connects with the hosting site, and the spirit of Las Vegas in general. 

The logotype is classic and sophisticated. The overall brand is clean, 

professional and avoids the campy clichés so often associated with 

Las Vegas events.

IMAGERY SELECTION

Span Regular
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr 
Ss Tt Uu Vv Ww Xx Yy Zz  0123456789

Myriad Pro Light
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss 
Tt Uu Vv Ww Xx Yy Zz 0123456789

COLORS

LAS VEGAS, NEVADA | VDARA

L O G O  V E R S I O N  1

T Y P E FA C E S 



Comms  
Branding and 
Ads
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Comms Branding

Email Headers
Best for: 

•	 Providing the name/date of an event 

•	 Giving a high-level visual impression

Email Header
600 x 200 px , 600 x 300 px

New HTML Email Templates
Digital does not need to be involved if using an existing 
Pardot template. For new, unique template designs, contact 
the Digital PM to discuss needs and options.

Email headers
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Comms Branding

Cvent
Note: For full event branding and graphics needs, have a 
scoping discussion.

Cvent Header 
1920 x 458 px (can vary in height) 

•	 With logo 

•	 No logo 

Mobile Event Icon
400 x 400 px 

Mobile Splash Page
1600 x 2560 px 
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Comms Branding

Social Images
Best for: 

•	 Promoting an event. 

•	 Driving audiences to another deliverable.

•	 Raising general NFP brand awareness and  
promoting values.

•	 Establishing NFP as thought leaders.

Social post text (or “captions”) as well as image text can be 
requested of the content team. 

For all platforms, portrait and square image ratios work well, 
or you can use a rectangular image per the specs below when 
necessary to fit image content. For stories on Instagram or 
Facebook, 1080x1920 is ideal. However, other ratios can be 
edited to fit. 

Portrait
1080 x 1350 px 

Square
1080 x 1080 px 

Rectangle
LinkedIn: 1200 x 627 px  

Facebook: 1200 x 630 px  

Twitter: 1600 x 900 px

Instagram Post: 1080 x 1080 px

Instagram Stories
1080 x 1920 px 

Portrait: 1080 x 1350 px

Instagram Post: 1080x1080 px

Facebook: 1200 x 630 px 

Twitter: 1600 x 900 px

LinkedIn: 1200 x 627 px  
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Comms Branding

Video
Video needs require a scoping conversation with the team to 
determine the best approach. Because video can often have 
longer lead times, the earlier a scoping conversation can take 
place, the better. 

Our primary formats include: 

•	 Stock footage videos with text and/or voiceover.

•	 Custom animations with text and/or voiceover.

•	 Interview-style “talking heads” videos.
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Comms Branding

Print Ads
Best for: 

•	 Capturing attention with minimal content and  
maximum design.

•	 Conveying a snapshot of NFP’s overall services.

•	 Providing a CTA.

Full page  
•	 Headline

•	 Subhead 

•	 Brief paragraph (if necessary)

•	 Business line breakdown/tagline

Half page  
•	 Headline 

•	 Subhead

•	 One to two sentences (if necessary)

•	 Business line breakdown or tagline 

Quarter page  
•	 Headline 

•	 Subhead

•	 Business line breakdown or tagline

Billboard
•	 As little text as possible – maximum readability,  

eye-catching design

For your business. 
For your people. 
For your life.

NFP.com

©2023 NFP Corp. | 23-PC-COI-GEN-142010

Real Estate Pollution Legal Liability

Your real estate assets are valuable. Whether you trade, own or lease commercial 
or industrial property, insulate your wealth from environmental risks like pollution.

Protect your property against unknown historical and future environmental liabilities 
with a customized pollution legal liability policy.

Keeping You Safe 
Wherever You Are Thank you for 70 years of exceptional and critical service, 

and congratulations to all the Robert S. Young Humanitarian 
Award winners, past and present. 

Donation raised through R&K practices.

For your business. 
For your people. 
For your life.  

NFP.com

 

© 2023 NFP Corp. | 23-FPC-FM-NE-108128

NFP is proud to support Ability Beyond in its 
continued mission to discover, build and  
celebrate the ability of all people.

Building a Brighter 
Tomorrow

We help create communities and are proud 
to partner and build with the great team at 
Luizzi Companies.

Develop Communities 

© 2023 NFP Corp. | 23-FPC-FM-NE-159579

For your business. 
For your people. 
For your life.

NFP.com

Rick Otis
Vice President 
rick.otis@nfp.com | 518. 410.2164

NFP.Company/Amherst 
716.306.3685

Solidify Goals. Build Legacies. 
Insurance and employee benefi ts solutions. 

Billboard
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Comms Branding

Web Ads
Best for: 

•	 Driving audiences to want to know more.

•	 Catching attention and alluding to NFP’s ability to offer 
a product/service. 

•	 Conveying key differentiators or advantages to 
working with NFP.

•	 Presenting a common problem and how NFP  
offers a solution. 

Content dependent on audience and size. 

Common Ad Sizes

Horizontal banner 
(Leaderboard)
728 x 90 px

Vertical banner 
(Skyscraper)
120 x 600 px  

Small
250 x 250 px  

Medium Rectangle 
300 x 250 px

Large Rectangle
336 x 280 px  

Horizontal Banner (Leaderboard) 728 x 90 px

Vertical 
Banner 
(Skyscraper) 
120 x 600 px

Shown at 50%

Small 250 x 250 px

Med Rectangle 300 x 250 px



Digital

Digital
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Digital

Basic Digital 
*Can Be Submitted via Standard Brand Process 

Note: If there’s any uncertainty about your ask, reach out to  
the Digital PM to discuss.

Site Updates
Content updates/basic reorganizations

Best for: 
•	 Copy updates on an existing page

•	 Adding or removing elements on one or two pages

•	 Simple rearrangement of pages (combining, deleting or 
adjusting the hierarchy of a small number of pages)

Insights articles  
(published to Insights | NFP)
Best for: 

•	 Sharing informative content, thought leadership,  
webinar recordings, topical information

Press Releases/Media Mentions  
(published to Newsroom | NFP)
Best for: 

•	 Sharing company updates and mentions of NFP/NFP 
experts in other news and industry publications

•	 Should be routed through the PR/Communications team 
for approvals 

Insights pages
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Digital

Office pages  
Best for: 

•	 Demonstrating the capabilities of specific 
locations and providing a space to showcase 
content, achievements and expertise.
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Digital

In-Depth Digital 
*Discussion with Digital Team Required 

These larger and more complex projects require a conversation 
with the Digital Team to assess bandwidth and determine 
timelines, objectives and overall business need, as well as to 
approve budget and establish KPIs (as applicable).

Best for: 

•	 Building new and migrating existing sites to NFP 
enterprise CMS and tracking demand and lead generation 
on a larger scale or as part of a larger strategic initiative. 

Building New Sites

Migrating or Updating Multiple Pages/Sites 
•	 For a significant amount of content – if uncertain whether 

your page updates are complex enough to require a 
meeting, contact the Digital PM for input.

Building Content Hubs 
•	 Multiple pages on a given subject, structured with a 

main landing page that acts as a gateway to multiple 
subpages/articles. 

•	 Benefits Trend Report 

•	 Team profiles

Paid Media Campaigns 

Ongoing Tracking and Analytics Strategy
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Digital

Support
SEO Audits/Reviews 
Review of a page or set of pages. For large projects, check in 
with Digital PM to establish planning.

Note: For new content asks that will be published on the web, 
you can request SEO as part of content development via the 
standard process.

Best for: 
•	 Optimizing keywords to drive web traffic to our website(s)

Simple Analytics
For full scope of tracking abilities and analytics, meet with 
Digital during the planning phase.

Best for: 
•	 Tracking interactions and page performance, allowing  

us to improve over time

New HTML Email Templates 
Digital does not need to be involved if using an existing  
Pardot template. 

Best for: 
•	 Client and prospect outreach from Marketing. 

Custom Branded Short URLs and QR Codes
Best for: 

•	 Simplifying calls to action/contact information at events, 
on flyers/postcards, etc. 
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