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What is a Brand?
A brand is more than just a name or a logo. It’s the personality 
that identifies an organization — and, how it relates to its 
audience to build a reputation.

This personality includes things like our name, logo, mission, 
values, methodology, standards, staff behavior, visual design, 
communication and peoples’ personal experiences. It’s created 
by combining all of the parts that make up an organization.

Who is our audience? Anyone who has any interaction with our 
brand at any point. Partner organizations, children and families 
we serve, investors, staff, board members, event attendees and 
the general public are all part of our audience.

Our reputation is built when our audience interacts with our 
organization, in both passive and active ways. When our actions 
are consistent with our words, aligning to create a strong brand 
promise, we build loyalty and trust with our audience.



1

CONTENTS
OUR BRAND

OUR LOGO

VISUALS

THE POWER OF COLOR

TYPOGRAPHY

STYLE GUIDE

AP STYLEBOOK

BOILERPLATE COPY

2-3

4-5

6-7

8-9

10-11

12

13-19

20



We call Wellpoint’s brand archetype the Caregiver Hero, and 
that persona plays a part in every decision we make.  
 
The Caregiver role is a natural fit for the human services 
field. With a commitment to helping others realize their 
full potential, we offer safety, calm and healing for 
those we serve. 

The Hero aspect of the brand lies in our passion for 
the mission, which allows us to champion causes 
of justice and equity, as well as inspire others to do 
the same. 

Without this passion, a Caregiver can be passive or 
burn out too easily. Without empathy, a Hero can 
get caught up in ego and become a martyr.  
 
By finding a balance between these opposing traits, 
we ensure we prioritize the people in our care while 
driving positive change within the community.
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When you’re writing for 
Wellpoint Care Network: 

● Be reassuring and relatable 
● Speak directly to both internal 
   and external struggles
● Use language and concepts 
    that everyone can understand
● Exemplify leadership in areas  
    of expertise
● Always be recruiting for our 
   cause and purpose
● Be friendly and transparent
●  Emphasize our mission tenets 
     (equity, learning, healing and 
     wellness) and our core values
     (compassion, integrity,   
     innovation and excellence).

Using Our Voice
STRIKING THE PROPER TONE

BUILDING A PROMISE  
By creating consistent messaging across all communications, 
we can build a recognizable brand that supports our mission, 
represents our values and inspires people to get involved in 
our vital work.

Opinions aren’t based only on ‘official’ communications like 
our website and printed collateral. They’re formed by people’s 
experiences with us, as well as what they hear from others 
they trust.  
 
Though we can’t control every interaction or opinion, we can 
focus on building our brand promise using the aspects under 
our control: consistency in logo usage, visual identity and 
design and the equitable experience of every client from the 
moment they first interact with us.

OUR MISSION

We facilitate equity, 
learning, healing and 
wellness by restoring 
the connections that 
help children and 
families thrive.

HOW IT’S 
SPOKEN
Empathetic
Optimistic

Compassionate
Conversational

Factual
Passionate
Informative

Caring
Sensitive

HOW IT’S 
HEARD

Honest
Friendly
Devoted
Genuine

Trustworthy
Inspirational
Authoritative

Supportive
Safe

Our Voice
In Action



STACKED LOGOS (For use when vertical space isn’t an issue)

HORIZONTAL LOGOS (For use when height is restricted)

Four Color / Three Color
These are the primary logo 
marks, to be used in all branding 
whenever possible.

One-Color (Black)
This logo version should only be 
used when printing in full color is 
not an option.

Reversed (One Color)
Use ONLY when printing on 
Wellpoint Red or Blue, or limited 
to a single color on a piece of 
darker merchandise.

Reversed (Color) 
Use when appearing on a dark 
color or overlayed on an image.

Reginald Baylor Studios created the Wellpoint logomark to 
symbolize the vibrant, optimistic nature of our work and brand. It 
consists of two parts, the Windsail and the logotype.

The Windsail is a colorful, dynamic shape lifting upwards toward 
the future. The visual gap where it folds suggests two hands 
coming together in unity, a theme reinforced by the color choices. 
 
The Logotype uses a rounded, lowercase Monserrat to convey 
approachability and friendliness. The custom tittle on the letter “i” 
maintains this playful curvature — no sharp corners here.

Our Logo
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Clear Space 
Ensure the logo stands out from 
the surrounding design elements 
by maintaining a clear space on 
all sides. 
 
Use the “W” in Wellpoint as a
measurement tool, as shown.

WELLPOINT BRAND GUIDELINES 4

Stacked
Logo
Clear 
Space
Use the “W” in Wellpoint as a  
measurement tool as shown.

WELLPOINT BRAND GUIDELINES 5

Horizontal
Logo
Clear 
Space
Use the “W” in Wellpoint as a  
measurement tool as shown.

Readability
You may ONLY omit the words 
“Care Network” from the logo 
when printing at small sizes 
which affect readability.

Incorrect Logo Usage
Only use the Wellpoint logo 
as indicated in this guide. 

● Do not rotate the logo.
● Do not change the color of
   the logo.
● Do not adjust individual    
   elements within the logo.

If you have questions about 
how best to design for the 
brand, please contact your 
Wellpoint representative for 
guidance or email us at 
marketing@wellpoint.org.

WELLPOINT BRAND GUIDELINES 8

Incorrect
Logo
Usage
Use the logo as indicated in this guide. 

Contact your Wellpoint partner if you 
have questions for how best to design 
for the brand.

Do not rotate the logo.
Do not change the color of the logo.
Do not adjust individual elements of 
the logo.
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for the brand.
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the logo.
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Incorrect
Logo
Usage
Use the logo as indicated in this guide. 

Contact your Wellpoint partner if you 
have questions for how best to design 
for the brand.

Do not rotate the logo.
Do not change the color of the logo.
Do not adjust individual elements of 
the logo.
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Incorrect
Logo
Usage
Use the logo as indicated in this guide. 

Contact your Wellpoint partner if you 
have questions for how best to design 
for the brand.

Do not rotate the logo.
Do not change the color of the logo.
Do not adjust individual elements of 
the logo.

Proper Logo Usage
LEARN THE DO’s and DON’Ts



It is essential that photography used in all Wellpoint materials feel 
natural, professional and genuine.  
 
Showcase the work we do with images of individuals and small 
groups in an interesting, non-staged way. Root the story you’re 
telling in our brand archetype, values and mission tenets.

Focus on our people. Including a human element helps reinforce 
that our brand and our work is rooted in helping people thrive. 
Represent the diversity of those we serve. 
 
Demonstrate engagement in the act of restoring connections and 
building caring connections between staff and those they serve. 
Avoid any stereotypes or clichés. 
 
As an organization, we are future-focused and optimistic. Consider 
ways to depict the momentum of people moving forward to create 
thriving, self-healing communities.

Visuals

We are:  Compassionate  |  Dedicated  |  Innovative  |  Collaborative  |  Equitable  |  Genuine  |  Thoughtful 
We are not:  Staged  |  Exploitive  |  Poorly shot  |  Stereotypical  |  Insensitive  |  Manipulative  |  Disingenuous
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Stay Interesting
BRINGING THE BRAND TO LIFE

Natural, organic shapes 
help ground our brand. 

Wellpoint staff are experts in 
their fields, and we are proud to 
share their expertise with those 
in our care. But, too much focus 
on science  can come off to an 
audience as cold and impersonal. 
 
To embody the Caregiver Hero 
archetype, we must demonstrate 
our empathy and approachability 
to earn the trust of our families.  

Organic shapes are irregular and 
imperfect, and can make a piece 
seem more natural and authentic.

The subtle gradients and organic 
curves in our supporting patterns 
bring warmth and depth to our 
materials, even when used as a 
simple background.  
 
A number of different patterns 
are currently available in a variety 
of sizes and colors. Use them 
thoughtfully, and never sacrifice 
readability for the sake of design.

Using  
Wellpoint 
Patterns

In addition to bold, striking photography, Wellpoint implements 
additional visual elements to humanize and bring to life its materials, 
whether in print, online or through environmental signage.

OTHER DESIGN ELEMENTS

Icon Set

The Five Pillars of Stability
Employment, Education, Housing, Health and Caring Connections.

Curved Boxes
We carry the smooth curves of our logomark into our supporting design by 
using rounded corners to present information in a more visual manner. 

CHILD AND 
FAMILY 

WELL-BEING 

TRAINING 
AND 

CONSULTING 

65%
Increase in  

crisis mental 
health services 

in Milwaukee

MENTAL
HEALTH

SERVICES

The Cortex

Stay Connected

People Leaders

Knowledge

Online

Committees 

Philanthropy

RSS Feed

Marketing

Programs

IT Department

Benefits

Strategy

Perspective View

QI Department

Advocacy

Employees 

Diversity



Color is an incredibly powerful design tool that affects emotions, 
mood and behavior. Using brand colors consistently is vital to convey 
our brand ideals and stick in our audience’s memory.  
 
Our color palette is made up of three subgroups that create a 
hierarchy for all materials to present a unified brand across media.  
 
The colors in our palette combine to tell a cohesive story. There 
is passion in our Wellpoint Red, balanced by the calm stability of 
Wellpoint Blue. A selection of grays help balance these primaries. 

The purples, corals and golds in our Secondary Palette add 
depth to our gradient patterns, and a small selection 
of Accent Colors helps maintain visual interest by 
contrasting with the rest.  

These colors can all be identified by their PMS 
number in the PANTONE Color Guide. A brief 
selection of web-only colors is used to help our 
digital materials really pop onscreen. 

 
If any of these colors are not available for 
print (particularly for promotional items and/
or newspaper advertising), the Marketing and 
Communications team will help you select a black, 
white or other option appropriate for the medium.

PLEASE NOTE: Colors viewed on screen and printed 
on internal copiers may be inaccurate. Any printed 
document will fade/change over time. 

The Power 
of Color
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Wellpoint Red 
PMS 4058
CMYK 0/82/56/0
RGB 231/102/120
HEX E76678

Wellpoint Blue
PMS 312
CMYK 85/0/9/0
RGB 0/176/214
HEX 00B0D6

PMS 7416
CMYK 6/72/69/0
RGB 229/106/84
HEX E56A54

PMS 170
CMYK 0/54/58/0
RGB 255/141/131
HEX FF8D83

PMS 4025
CMYK 0/50/99/0
RGB 226/166/74
HEX E2A64A

PMS 141
CMYK 0/20/75/0
RGB 249/194/113
HEX F9C271

PMS 7669
CMYK 63/57/0/5
RGB 121/120/169
HEX 7978A9

PMS 7446
CMYK 48/42/0/0
RGB 149/147/217
HEX 9593D9

PMS 514
CMYK 0/49/3/0
RGB 209/152/197
HEX D198C5

PMS 621
CMYK 17/0/12/0
RGB 202/224/220
HEX CAE0DC

PMS 7544
CMYK 63/46/38/8
RGB 104/120/132
HEX 687884

WEB ONLY
RGB 123/236/255
HEX 7BECFF

WEB ONLY COLORS

SECONDARY COLOR PALETTE

Black
CMYK 0/0/0/0
RGB 0/0/0
HEX 000000

PMS 2336
CMYK 67/60/58/43
RGB 69/69/69
HEX 454545

PMS Cool Gray 6
CMYK 32/24/20/8
RGB163/165/174
HEX A3A5AE

PRIMARY COLOR PALETTE

ACCENT COLORS

WEB ONLY
HEX: 5C6671
RGB: 92 102 113

WEB ONLY
HEX: 687884
RGB: 104 120 132

Our Brand Palette
SIMPLE, COLORFUL COMFORT



Typography is more than just a choice of font. The right typeface can attract a reader’s 
attention, convey a mood or feeling and influence their concentration and willingness to 
continue reading.

Different fonts and type sizes help establish a visual hierarchy of importance and 
functions, which help guide an audience through a page to easily absorb our message.  
 
Good typography helps create harmony, continuity and simplicity in our materials, and 
builds brand recognition with our audience.  
 
Ideally, items will become recognizable in the minds of readers as a branded 
communication from Wellpoint Care Network based solely on the look of the typefaces.

Both Monserrat and Sora are Google Fonts licensed under the Open Font License, 
and can be used freely in all print or digital. In instances where Google Fonts are not 
available, Arial has been selected as an almost-universal font choice.

Typography
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Monserrat and Sora
MODERN, CLEAN & READABLE

MONSERRAT

SORA

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Monserrat Bold

Monserrat Semibold

Monserrat Regular

Sora, which means sky in 
Japanese, is a typeface family 
custom-designed for the crisp, 
digital environment of today. 

Its particularly large x-height, 
combined with its generous 
counters turns the family into 
a convenient tool for app and 
web interfaces, where clarity 
and effectiveness at any size 
is imperative.

Sora is used in headlines 
across all Wellpoint media.

Old posters and signs in the 
Montserrat neighborhood 
of Buenos Aires inspired the 
design of this typeface, which 
embraces the beauty of urban 
typography in the first half of 
the 20th century.  
 
Just like Wellpoint itself, 
Monserrat is rooted in the past 
with an eye toward a digital 
future. The font evokes hard 
work, dedication, care, color, 
contrast, light and life. 
 
Monserrat is the main typeface 
of the Wellpoint brand, used 
for all body copy, subheadings, 
pull quotes and other callouts.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Sora Bold

Sora Semibold

Sora Regular



The primary role of the brain is to help us survive. If we can’t quickly 
convey how we can help our audience, their brain is designed to tune 
out and move on. If we confuse, we lose. 

This is why providing writing guidelines is so important for brand 
consistency. By viewing every project through our Caregiver Hero 
archetype, we reinforce Wellpoint’s expertise, empathy and drive. 

And, by adhering to a standard set of rules for grammar, punctuation, 
capitalization and spelling, we ensure our audience has the best 
chance of absorbing our message without getting confused. 

Wellpoint Care Network follows the standards of the Associated 
Press Stylebook (55th Edition), the same set of rules used by most 
news organizations around the world. 
 
The following pages include AP Style Guide rules, as well as rules 
created specifically for topics encountered regularly in our field.

This is a working list. Additional recommendations will be added on a 
regular basis. Always check to be sure you have the most up-to-date 
version when referring to this guide.  

Style Guide
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Simple answers to some of our most frequent issues 
Our organization’s name is Wellpoint Care Network. Always spell out 
the name in full upon its first or most prominent mention.  
 
On all subsequent mentions, it is fine to use simply Wellpoint. 
 
Please note: Wellpoint is a single word. It should never be broken 
into two words, and the  “p” in point should never be capitalized. 

 
Simplicity and Clarity 
At Wellpoint, we deal with very complex topics and use advanced 
scientific principles to help people overcome obstacles and thrive. 

It is vital to our continued success that we are deliberate in using 
language that is easy for the average person to understand.  
 
Avoid all industry-specific jargon and acronyms in our writing. Think 
about our audience. What problems do they have? And, how can 
Wellpoint help?  

 
Trauma Informed vs. Trauma-informed 
We’ve been a national leader in Trauma Informed Care for more 
than a decade, but it’s still very confusing to know exactly how to 
use that term.  
 
Always capitalize the term when referring to the name of a training, 
practice or program, as with our Seven Essential Ingredients of 
Trauma Informed Care. 

Only hyphenate the term when using it as an adjective to describe 
something else, as in Our trauma-informed approach.

If you have any questions that are not covered in this Style Guide, 
please contact Wellpoint’s Marketing and Communications Team at 
marketing@wellpoint.org.

Last updated 01-14-2022

Tech TermsWELLPOINT-SPECIFIC RULES
Direct from the AP Style 
Guide, here are the correct 
spelling and capitalization 
rules for some common tech 
terminology:

● BlackBerry, BlackBerrys

● download

● eBay (use EBay Inc. when the
word begins a sentence)

● e-book, e-book reader, e-reader

● email

● cellphone

● Facebook

● Google, Googling, Googled

● hashtag

● IM (IMed, IMing; for first 
reference, use instant messenger)

● Internet (after first reference, 
the Net)

● iPad, iPhone, iPod (Capitalize 
the “I” when the word begins a 
sentence)

● LinkedIn

● social media

● smartphone

● the Net

● Twitter, tweet, tweeted, retweet

● World Wide Web

● website

● Web page

● webmaster

● YouTube

Stay Consistent
KEEP THE BRAND ON TRACK



ACADEMIC
DEGREES

ACRONYMS

ADDRESSES

CAPITALIZATION

Use an apostrophe and spell out academic 
degrees.

Use abbreviations for degrees only when 
you need to include a list of credentials 
after a name; set them off with commas.

Spell out on first mention. On subsequent 
mentions, use generic terms such as the 
board, the division, etc.

Don’t put acronyms in parentheses after 
the first reference (for example, “The Water 
Quality Control Division (WQCD) …”).

Spell out all generic parts of street names 
(avenue, north, road) when no specific 
address is given.

When a number is used, abbreviate avenue 
(Ave.), boulevard (Blvd.), street (St.) and 
directional parts of street names.

Do not capitalize federal, state, department, 
division, board, program, section, unit, etc., 
unless the word is part of a formal name.

Capitalize common nouns such as party, 
river and street when they are part of a 
proper name.

Capitalize the word room when used with 
the number of the room or when part of 
the name of a specially-designated room

Lowercase directional indicators except 
when they refer to specific geographic 
regions or popularized names for those 
regions.

Capitalize formal titles that come directly 
before a name.

Lowercase formal titles that appear on 
their own or follow a name.

Never capitalize job descriptions regardless 
of whether they are before or after a name.

She has a bachelor’s degree.

Peter White, LL.D., Ph.D., was the keynote 
speaker.

The State Board of Health meets every 
third Wednesday of the month. The 
board’s agenda is ready a week prior.

Our main campus is on Capitol Drive.

Our main campus is located at 8901 W. 
Capitol Dr. 

Division of Milwaukee County Child 
Protective Services; Sarah contacted the 
division.

The Libertarian Party, the Ohio River.

Room 315, the Carson Room.

Go west on Capitol Drive; the Midwest.

Gov. Tony Evers; Public Health Programs 
Director Joni Reynolds 

The governor said to wear orange; Joni 
Reynolds is the director of Public Health
Programs.

shortstop, police officer, attorney

ASSOCIATED PRESS STYLE GUIDE (CON’T)
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DAYS, DATES 
& TIMES

NAMES

Always use Arabic figures, without st, nd, 
rd or th.

When a month is used with a specific date, 
abbreviate Jan., Feb., Aug., Sept., Oct., Nov. 
and Dec.

When a phrase lists only a month and year, 
spell out the month and do not separate 
the month and the year with commas.

When a phrase refers to a month, day and 
year, set off the year with commas.

Use figures except for noon and midnight.

Use a.m. or p.m. (with periods).

Use a person’s first and last name the first 
time he or she is mentioned. 

On second reference, use only last name 
with no title.

Do not use courtesy titles such as Mr., Mrs., 
Miss or Ms. unless they are part of a direct 
quotation or are needed to differentiate 
between people with the same last name.

National Foster Care Day will be observed 
on May 3 (not May 3rd).

National Adoption Day will be observed on 
Nov. 19.

Our new website will launch in March 2022.

Jan. 1, 2022, was the official launch of the 
Wellpoint brand.

The meeting is at 4 p.m. Jan. 15.

Wellpoint President and CEO Ann 
Leinfelder Grove

Sara Daniel led the panel. Daniel said a 
trauma-informed approach is important.



NUMBERS In general, spell out numbers one 
through nine, and use figures for 
numbers 10 and higher. There are 
many exceptions that always
take figures.  
 
Exceptions include:
 
Addresses

Ages, but not for inanimate objects

Cents

Dollars. Do not include a period and two 
zeroes when referring to an even figure.

Dates. Dates take cardinal numbers.

Dimensions

Highways

Millions, billions

Percentages. Percent is one word.

Speed

Temperatures

Times. Do not include a colon and two 
zeroes when referring to an even hour.

Spell out numbers used at the beginning 
of a sentence.

Exception: Do not spell out years.

Use commas to set off each group of three 
digits in numerals higher than 999 (except 
for years and addresses)

Use decimals (up to two places) for 
amounts in the millions and billions that 
do not require a precise figure.

Add an s but no apostrophe to a number 
to make it plural. The same rule applies to 
decades. Use an apostrophe on a decade 
only if cutting off the initial figures.

Use hyphens for phone numbers

7 Park Place

the 4-year-old cat; the four-year-old car

8 cents

$3

March 4, not March 4th

5 foot 2 inches, 5-by-9 cell

Route 7

6 billion people

1 percent

8 mph

2 degrees or 2 F

4 p.m.

Ten thousand people marched on the 
capital.

1999 was a bad year for tech companies.

12,650

$3.74 billion

She kept rolling 7s; the 1980s; the ‘80s

414-463-1880

ASSOCIATED PRESS STYLE GUIDE (CON’T)
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PUNCTUATION 
& QUOTATION

Apostrophe
For plural nouns ending in s, add only an 
apostrophe.

For singular nouns ending in s, add ‘s.

For singular proper names ending in s, use 
only an apostrophe.

For singular proper names ending in s 
sounds such as x, ce, and z, use ‘s.

For plurals of a single letter, add ‘s.

Do not use ‘s for plurals of numbers or 
multiple letter combinations.

Bullets
After each bullet, capitalize the first letter 
and use periods at the end of each item.

Colon 
Capitalize the first word after a colon 
only if it is a proper noun or the start of a 
complete sentence.

Colons go outside quotation marks unless 
they are part of the quoted material.

Comma
Don’t use a comma before a conjunction 
in a simple series.

Use a comma for a series that included 
elements containing and or or.

Hyphen
Use hyphens to link all the words in a 
compound adjective.

Do not use a hyphen if the construction 
includes very or an adverb ending in –ly.

Parentheses 
Avoid using parentheses when possible. 
If the parenthetical is a complete, 
independent sentence, place the period 
inside; if not, the period goes outside.

the students’ grades, states’ rights

the hostess’s invite, the witness’s answer

Brandeis’ mission

Marx’s theories

She received all A’s this semester.

the 1960s

There were three issues with the project: 
expense, time and feasibility.

Dinner choices were chicken, cod or beef.

The menu offered a choice of bacon and 
eggs, pancakes, or waffles. 

“The five-volume report called for cleaning 
up the area over a 10-year period.”

a very big project, barely legal procedures



PUNCTUATION 
& QUOTATION 
(CON’T.)

TITLES

Quotation marks 
Single quotation marks should be used 
only for a quote within a quote. 

The period and the comma always go 
within the quotation marks.

The dash, semicolon, question mark and 
exclamation point go within the quotation 
marks when they apply to the quoted 
matter only. They go outside when they 
apply to the whole sentence.

Do not use quotation marks for emphasis.

Semicolon
Use a semicolon to clarify a series that 
includes a number of commas. Include a 
semicolon before the conjunction.

Spacing
Use only one space between sentences.  
 

These formal titles are capitalized and 
abbreviated as shown when used before a 
name both inside and outside quotations: 
Dr., Gov., Lt. Gov., Rep., Sen. On second 
reference, use the last name only.

Generally, capitalize formal titles when 
they appear before a person’s name.

Lowercase titles if they are informal, 
appear without a person’s name, follow a 
person’s name or are set off before a name 
by commas.

Lowercase adjectives that designate the 
status of a title.

If a title is long, place it after the person’s 
name, or set it off with commas before the 
person’s name.

Abbreviate and capitalize most titles when 
they are used directly before a name.

“The governor said he will ‘leave no stone 
unturned’ in the matter,” the director said.

“Did you wish to file a complaint?” he 
asked.
 
Who said, “Fame means when your 
computer modem is broken, the repair guy 
comes out to your house a little faster”?

 

Parts for the carrier are made in Tampa, 
Fla.; Austin, Texas and Baton Rouge, La.

President Biden; Sen. Tammy Baldwin

Tammy Baldwin, a senator from Wisconsin; 
the senior senator from Wisconsin Tammy 
Baldwin 
 

former President Barack Obama 

Wally Adeyemo, deputy secretary of the 
Treasury

Sen. Boxer posed hard questions for Rice.
“Governor Hickenlooper is obviously no
Peyton Manning,” she said.

ASSOCIATED PRESS STYLE GUIDE (CON’T)
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State AbreviationsLOCATIONS

Al.
Ala. 
Ariz. 
Ark. 
Calif. 
Colo. 
Conn. 
Del.
Fla.
Ga. 
Ha.
Ind. 
Ill. 
Ind.
Ia.
Ka.
Ky. 
La. 
Ma.
Md. 
Mass. 
Mich.
Minn. 
Miss. 
Mo. 
Mont.
Neb. 
Nev. 
N.H. 
N.J. 
N.M.
N.Y. 
N.C. 
N.D. 
Oh.
Okla. 
Ore. 
Pa. 
R.I. 
S.C. 
S.D. 
Tenn. 
Tx.
Ut.
Vt. 
Va. 
Wash. 
W.V.
Wis. 
Wyo. 

Alabama
Alaska
Arizona
Arkansas
California
Colorado
Connecticut
Delaware
Florida
Georgia
Hawaii
Idaho
Illinois
Indiana
Iowa
Kansas
Kentucky
Louisiana
Maine
Maryland
Massachusetts
Michigan
Minnesota
Mississippi
Missouri
Montana
Nebraska
Nevada
New Hampshire
New Jersey
New Mexico
New York
North Carolina
North Dakota
Ohio
Oklahoma
Oregon
Pennsylvania
Rhode Island
South Carolina
South Dakota
Tennessee
Texas
Utah
Vermont
Virginia
Washington
West Virginia
Wisconsin
Wyoming

Cities not requiring state names

Atlanta
Baltimore
Boston
Chicago
Cincinnati
Cleveland
Dallas
Denver
Detroit
Honolulu
Houston
Indianapolis
Las Vegas
Los Angeles
Miami
Milwaukee 
Minneapolis 
New Orleans 
New York 
Oklahoma City 
Philadelphia 
Phoenix 
Pittsburgh 
St. Louis 
Salt Lake City
San Antonio



20
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Wellpoint Care Network is an evolving, community-facing human 
services organization based in Milwaukee, Wisconsin. As a national 
leader in recognizing and addressing the impact of trauma, 
Wellpoint has been caring for children for more than 170 years.  
 
Championing families, Wellpoint offers a comprehensive array of 
prevention, intervention and crisis resources to facilitate equity, 
learning, healing and wellness by restoring the connections that 
help children and families thrive.  
 
Learn more at wellpoint.org.

ABOUT WELLPOINT CARE NETWORK

Find us online @WellpointCare





Wellpoint Care Network 
8901 W. Capitol Drive 
Milwaukee, WI 53222

414-463-1880
TOLL FREE 800-840-1880 

FAX 414-463-2770 

wellpoint.org

Wellness is the Point 
 of All We Do.

Find us online @WellpointCare


