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Communications 
Objectives

Position Skyward as a smart, 
strategic partner for independent 
agents


Increase confidence in Skyward’s 
specialty expertise and problem-
solving ability


Encourage agents to think of 
Skyward earlier when placing 
complex risks


Build trust that Skyward 
understands both agent and 
policyholder needs
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Business Objectives
Increase submissions from 

independent agents


Grow premium in key specialty lines


Increase the number of active 
producing agents


Strengthen long-term agent 
relationships and loyalty
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mandatories
Use Skyward Specialty Insurance 

logo and name in all materials


All work must adhere to Skyward 
Group Visual Brand Guidelines 
(provided)


Maintain a professional, credible 
insurance-industry tone


Communicate “smart, strategic 
partner” positioning


Reflect a modern, efficient, easy-to-
work-with experience


Acknowledge independent agents 
as the primary audience
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THE BIG IDEA

“Through real life testimonials, we 
want to generate a sense of trust 
and security for our current, and 
future clients, as well as the 
independent insurance agents. 
Those real life testimonials can 
come in the form of social media 
posts, advertisements, campaign 
ads or simply quotes/credits on 
their websites.”
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“we rule our niche”



THE BIG IDEA

What does that 
mean?
At Skyward Specialty, we approach insurance differently. 
Our specialty insurance experts are empowered to dig 
deeper to customize solutions that help brokers and 
agents deliver impactful solutions to their clients. We 
operate at the complex end of the specialty market and 
leverage technology to bring disruptive, innovative 
insurance solutions to market. We are agile and 
steadfastly focused on our strategy to lead in the select 
markets in which we choose to do business.
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MOCKUPS

Testimonials

Biography copy flows here.  There is room for a 
statement. Body copy can flow here in a 
meaningful way. There is room for a statement. 
Body copy can flow here in a meaningful way. 
There is room for a statement.  
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MOCKUP

“Skyward’s team took the time to 
understand the structure of our 
captive program and delivered 
solutions that aligned with our risk 
strategy. Their ability to customize 
and adapt made a significant 
difference.”

Captives and Specialty Programs

“Skyward Specialty’s A&E 
underwriters know their product line, 
are easy to work with, and consider 
those tougher accounts which make 
them invaluable to us.”

Financial Institution Insurance
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“When you need to get a quick deal 
done, Michael’s team is always 
accessible by phone and willing to 
listen to any deal. They may not quote 
everything, but the deals they like, 
they hit the ball out of the park!”

Management Liability Insurance

“From a reinsurance standpoint, 
Skyward proved to be a disciplined 
and reliable partner. Their 
transparency and consistency in 
underwriting gave us confidence in 
long-term collaboration.”

Reinsurance



MOCKUPS

N e ws  a d  m o c k u p

n e ws pa p e r  m o c k u p
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Highway Billboards

Biography copy flows here.  There is room for a 
statement. Body copy can flow here in a 
meaningful way. There is room for a statement. 
Body copy can flow here in a meaningful way. 
There is room for a statement.  
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Urban Billboards

Biography copy flows here.  There is room for a 
statement. Body copy can flow here in a 
meaningful way. There is room for a statement. 
Body copy can flow here in a meaningful way. 
There is room for a statement.  



MOCKUPS

B u s  s to p  b a n n e r
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MOCKUPS Page 15

Conferences Body copy can flow here in a meaningful way. There is room for a 
statement. Body copy can flow here in a meaningful way. There is room 
for a statement. Body copy can flow here in a meaningful way. There is 
room for a statement.a



MOCKUPS

We decided to rework the current hero 
section of the website to push the “We Rule 
Our Niche” tagline. 



We believe that having this tagline front and 
center on the website will help draw in 
clients, as it shows that Skyward is the best 
at the specialty insurance market, you rule 
the niche, which is why people should 
choose to partner with your company. 



We also made some small visual changes to 
the new hero section, and changed up the 
sub headline to describe who Skyward is to 
clients. 
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OLD HERO SECTION



MOCKUPS

N e w  H E R O  S E C T I O N
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Current Website Quotes

Details how Skyward has 
helped its partners. Allowing 
for more credibility. 


TITLE HERE

Thoughts

UI is more of a click-through, 
and options are few in 
numbers.


Having to click the arrows can 
get a bit repetitive 



Rebranded Quotes Page

Details how Skyward has 
helped its partners and 
includes insurance assistance 
along with Quality Assurance 
claims


TITLE HERE

Thoughts

UI is modernized and 
streamlined to fit for mobile



Instead of having to click 
through arrows, user can scroll 
with finger or mouse wheel



MOCKUPS

Here’s what a hypothetical Banner ad for 
Skyward would look like, keeping in-theme 
with color and shape  

This would direct you back to the Skyward 
homepage when clicked.  

Keeping within the bounds of the budget 
provided, we’d hope for this to be on other 
websites ran by Skyward’s partners, and 
even potentially on social media pages like 
LinkedIn or X/Twitter
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Banner Ad example



THE BIG IDEA

In Conclusion...

Skyward will thrive with our initiative to continue to 
strengthen relationships with their partners and brokers, 
not only business-wise, but communication-wise as well.  
We believe Skyward would benefit from the extra 
exposure along with developing more connections with 
future partners. Quite literally sending the Skyward 
Specialty brand, “skyward”! 



Thank you! Any questions?

Page 07


