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Visual brand expression

Overview
Primary logo Design typography Desktop typography Primary color palette
KlarshMcLennan Headlines are Headlines are . .
enc . .
gehcy MMC Display bold.  Arial bold.
Accent color palette
Titles, short phrases Titles, short phrases
Tagline and subtitles are and subtitles are . . .
Noto Sans bold. Arial bold.
Your future is limitless." . .
Body copy is Noto Sans regular. Body copy is Arial regular.
PCS only
Important notes
» Sentence case is required for headlines, subheads, callouts, etc. .

« Title case is the required style for title of a publications, program
name, PowerPoint cover slides, proper nouns and button text.

» Upper case is not a preferred style for text but can be used sparingly
to call attention to certain callouts or labels.

« Grammar on headlines and subheadlines is dependent on whether
they are complete sentences.

» Use "?" for questions and periods for complete sentences only.

Marsh & McLennan Agency LLC



Visual brand expression

Overview

Primary gradients

L

Secondary gradients

PCS only gradients

Marsh & McLennan Agency LLC

Photography

Primary illustration

Secondary illustrations

Flat illustrations

Functional icons
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Logo usage

Primary logos

Full color — horizontal and stacked

MarshMcLennan
Agency

White on color background

MarshMcLennan

Agency

Marsh & McLennan Agency LLC

MarshMcLennan  eer
Agency o

Company name for legal reasons
Marsh & McLennan Agency LLC

All other instances
Marsh McLennan Agency

Important notes

* The logo cannot be modified with
additional words, locations, etc.

 Additional text should never be locked up
with the MMA logo to create a new logo.

* The logo mark should never stand alone
without the text.

* When written in text, the "Marsh
McLennan Agency" name always appears
with a space between the two words. Only
logo artwork eliminates the space between
words in the business name.

* There is no ampersand (&) in the new
treatment; however, when using “LLC” in
the MMA name for legal reasons, the
ampersand must be included. If
referencing the MMA brand name in
collateral without the “LLC”, the
ampersand should be removed.

* The MMA acronym can be used after
initially noting the full name as Marsh
McLennan Agency in collateral materials.



Logo usage

Logo separation

Keep the logo separated from other
visual elements by a distance equal to
the height of the "M" in our name.

This clear space is considered the
minimum uninterrupted space
surrounding the logo, and it should be
adhered to in most situations.

Where possible, provide additional
space and always position the logo
for maximum size and legibility. This
will ensure maximum impact.

Use the stacked version of the MMA
logo when space is limited.

Maintain clear space around all
versions of the MMA logo.

Marsh & McLennan Agency LLC

X |[&—X—p X
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Logo usage

Co-branding logos

The Marsh McLennan Agency (or other o :

business) logo and third-party logo are Marsth::Lennan

used at equal visual weight, united by a S Tpeekgmye __Agency ' ;

1 pt rule, and then centered horizontally X _MarsHMcEennan_}_X_YZ___C X i — -

or verticaly.  TTETEes Age_n_cy__________:_: 5 XYZ
X X 5X ! 5X

When there is more than one third-party
logo, no line is used between the logos,
however a minimum space of 2x should Examples

be maintained between them.
Treatment 1: Cobranded lockup

A co-branded lockup can replace the 00| WG Approach for email signatures
MMA logo on collateral such as 1-2 e RN 8 website and promotional

r hort forms and long forms. If Placeholder Text materials where space is limited
pagers, short forms and long forms

Document Subtitle

space is limited, the logos can be

separated. For example, the MMA logo

would remain at the top left corner of

the page and the legacy agency logo or

third party logo can be added to bottom

left corner of collateral. Wi

Treatment 2: Separated logos

Preferred approach for collateral
materials, Word documents,
letterheads and PowerPoint

Treatment 1 Treatment 2

Marsh & McLennan Agency LLC



Logo usage

Minimum size

In reproducing our logo, consider its

size and legibility. The small precision

angle in our logo mark can get distorted

and the text can be hard to read if

shown too small. 1875” (4.76MM/13.5px)

MarshMcLennan
Agency

A logo that is too small fails to
serve any communicative function.

MarshMcLennan
Agency

1.25" (31.75MM/90px)

Marsh & McLennan Agency LLC



Logo usage

Marsh McLennan text endorsement

Associating Marsh McLennan Agency with our
business brands provides scale, trust and
stability to the capabilities we jointly bring to bear
on the most urgent challenges our clients and
communities face.

MarshMcLennan
Agency

The endorsement should appear in the sign-
off position of all business marketing
communications. lIts size is partly dependent on
proximity to the business logo and the complexity

of content. In general, a minimum size of .35x e Sl M”T;L
(for close proximity) and maximum size of .5x (for = “ w
greater separation) should be followed, where x - e

is equal to the cap-height of the business name. . .

Where additional visibility is desired, or single- —— =

sided applications (such as stationery), the it .

endorsement may be used on the front side. S o vour tuturs ISR EESER

Subject

Abusiness of Marsh McLennan Your future s limitiess.

Marsh & McLennan Agency LLC



Logo usage

Alternate horizontal logo

The alt horizontal logo should only be
used in instances when Marsh
McLennan Agency is shown alongside
any of the other MMC business logos
(Marsh McLennan, Marsh, Mercer,
Oliver Wyman, Guy Carpenter).

Marsh & McLennan Agency LLC

&% MarshMcLennan
Agency

@ MarshMcLennan

|

@2 Marsh

@ MarshMcLennan
Agency

@ Mercer

|
@ GuyCarpenter

@ OliverWyman

12



Logo usage

Collaboration branding with other MMC businesses

Our preferred approach where two businesses are
collaborating, the lead business uses their logo followed
by an ampersand and then the partnering business'
logo. Only approved artwork should be used.

In general, the business endorsement should be a
minimum size of .35x (for close proximity) and
maximum size of .5x (for greater separation) where x is
equal to the height of the "M" in "Marsh McLennan".

Instances that require a smaller space can use our
alternate logo alongside the partnering business' logo
divided by a thin vertical bar.

Note: For collaboration branding, the Marsh McLennan
text endorsement is plural (i.e., Businesses) and should
match surrounding document text. Use a space
between "Marsh" and "McLennan".

Marsh & McLennan Agency LLC

Preferred collaboration branding with one logo mark and an
ampersand separating partnering business’s name

Equ Equ

X OEQUMarshMcLennan Agency & Marsh

1.2-5X min
" Businesses of Marsh McLennan  sxmin

Alt version in rare instances where space is limited

. @® MarshMcLennan | € Marsh
Agency

" Businesses of Marsh McLennan  5¢min

13



Tagline

Your future is limitless.

MMA's new tagline speaks to the unlimited opportunities that only a
partnership with MMA can provide. The tagline is predominately used in an
upper or lower corner of the composition. It may also be used as a stand
alone mark on a white background but never on a color.

Make sure to use the service mark (SM) symbol on all instances of our tagline
unless "Your future is limitless." is written out within copy as a sentence.

Review the usage exceptions noted on the legal page for more details on how
and when to add the service mark symbol.

Our tagline is only available in horizontal and stacked formats in dark blue and
white. The stacked version of the tagline can be used when space or design
indicate the need for it. If an alternate colorway is needed for the tagline,

please reach out to the national design team.

Horizontal stand alone Stacked stand alone

Your future is limitless.* Your future
is limitless.”

Marsh & McLennan Agency LLC

Important notes

Do not use a registered trademark
(®) or service mark (M) symbol in
the following situations:

Stationery and business cards
* Promotional merchandise

« Signage and outdoor advertising
where the service mark is too
small to see, or so large as to
disrupt the presentation

* Web applications where the
service mark does not need to
appear alongside the logo in the
header, and when accompanied
by legal attribution in the footer

14
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Typography

Primary font: MMC Display Bold

A bold, expressive and sharp Sans Serif, purposefully built for delivering editorial -style,
concise and punchy headlines. It has been carefully designed to meet our needs as a
global organization, convey our purpose and design principles, and reinforce our tone of
voice through its unique details as well as its flexibility in style.

Secondary font: Noto Sans

A simple and accessible Google® font, that aims to support all languages with a
harmonious look and feel. We use Noto Sans for all subheads, body copy, and other
content. Noto Sans is currently comprised of over 100 individual fonts that cover up to 800
languages in multiple styles and weights and is freely available to all. Note: Always use
Noto Sans in Title or Sentence case, never in UPPERCASE. Do not use Noto Sans for
headline or display purposes.

System font: Arial Bold & Arial

Arial is our system font and is used for applications such as the Web, Microsoft PowerPoint
and Microsoft Word, or as an exception when our brand fonts are not accessible on
designed files; for example, when a document is being shared with a client whose
computer does not have the Marsh McLennan brand font or Noto Sans installed. Arial
(regular, regular italic, bold, bold italic), Arial Narrow (bold), and Arial Black may be used.

@ Use "?" for questions and periods for complete sentences only.

Marsh & McLennan Agency LLC

MMC Display Bold

Title of Publication | Title Case | No periods
Headlines | Sentence case | No periods
Document headers | Sentence case | No periods

Noto Sans

Subheads | Sentence case | No periods
Body copy | Sentence case

Arial Bold

Headlines | Sentence case
Document headers | Sentence case

Arial

Body copy desktop | Sentence case

ABC&1"7#>)
abc&!"#

Almost before we
knew it, we had
left the ground.

ABC&!"#>)
abc&!”’#

Almost before we knew it,
we had left the ground.

16
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Color palette

Core colors

A core of bright blues with an extension of colorful accents radiates a bright fresh
feeling and allows for flexibility of our brand while still giving us an anchoring

element that ties us to the MMC enterprise businesses.

Marsh & McLennan Agency LLC

MMA Core Blue
Hex: #009DEO
RGB 0, 157, 224
CMYK 75, 24,0,0
PMS 2171 C

Light Blue

Hex: #76D3FF
RGB 118, 211, 255
CMYK 46,1,0,0
PMS 297 C

White
Hex: #FFFFFF
RGB 255, 255, 255

MMA Text Gray
Hex: #565656
RGB 86, 86, 86
CMYK 0, 0, 0, 80

PMS Cool Gray 11 C

Creative direction

Lead with white space and add in
colors from there.

Full page images, text that pops.

The colors are meant to support the
idea of limitless possibilities.

Our brand leads with a brighter blue
that still nods to Marsh McLennan
but gives a fresher, brighter and
more approachable feeling.

The dark blue from our logo is used
in headlines, subtext, functional
icons and sparingly as a background
color.

The bright accent colors are
used to infuse our collateral and
assets with color and energy.

Use MMA Text Gray for body text
instead of black.

18



Color palette

Accent colors

Dark Blue Turquoise Light Teal Purple Orange Yellow Pink Background Gray  Teal (PCS only)
Hex: #002C77 Hex: #00968F Hex: #9CD9E4 Hex: #8246AF Hex: #FF8C00 Hex: #FFBEQO Hex: #EE3D8B Hex: #FOFOFO Hex: #0077A0
RGB 0, 44, 119 RGB 0, 150, 143 gGB 156,217,228  RGB130,70,175  RGB 255, 140, 0 (FéGB 255, 190, 0 RGB 238, 61, 139 RGB 240, 240,240 RGB 0, 119, 160
gmg’égé’% 790,37 cMYK83,0,40,11 guasso PO cMYK59,83,0,0  CMYK0,67,100,0 owd 0391900 cyviko 00,90 CMYK0,0,0,10  CMYK 88, 45, 22,2

PMS 7716 C PMS 2587 C PMS 1585 C PMS 7424 C PMS 7468 C
Web color backgrounds™ Important notes

Dark blue should be used primarily for headlines, subheads, and

icons. It can also be used for collateral with a more serious tone.
Core Blue and Orange are different when using as web

backgrounds. See section to the left called “web color backgrounds”.

White CoreBlue Pink Purple Turquoise  Orange**
#FFFFFF #0096D6 #EE3D8B #8246AF #00968F #EBBAOO

Please use the colors below on all hyperlinks:

Active Hyperlink Blue
Hex: #2C6EF2
RGB 44, 110, 242

Followed Hyperlink Blue
Hex: #0065AC
RGB 0, 101, 172

Light Gray CoreBlue Pink Purple Turquoise Orange
#F4FAF4 100 Level 100 Level 100 Level 100 Level 100 Level
#FOFAFF #FFF1F4 #F7EDFF #EDFFFC  #FFF7EF

* Only use if necessary. For more information on our web design system and accessibility, click here. ** Web Orange should not be used with a gray background because it won't pass accessibility.

Marsh & McLennan Agency LLC 19
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Color palette

Proportions

Some of our colors are used more prominently than others. The chart below visually acts as guide to what proportion
certain colors should be used across communications.

We lead with our color palette of blues prominently and leverage light gray and white to bring a fresh feeling to our
brand. We utilize accent colors mindfully to reinforce specific themes, delineate different content, to aid in data
visualization or add pops of color that correlate to our color theory to evoke an emotion.

Example of color proportions in collateral Example of accent colors used to Example of using accent color
reinforce a specific sector or program to evoke an emotion based on

our color theory (Orange/Pink:
attention grabbing, welcoming, friendly)

MMA

o8 e
WORKERS'

HEALTH360 Lorem ipsum dolor

L }\5»
n [ ' \ A amet, consectetuer ‘

The powe

to thrive. w

-
Your future is imitiess.

adipiscing elit

Lorem ipsum dolor sit
amet, adipiscing elit

Marsh & McLennan Agency LLC 20



Color palette

Tints

White
Hex: #FFFFFF
RGB 255, 255, 255

Background Gray
Hex: # FOFOFO
RGB 240, 240, 240

Dark Blue
Hex: #002C77

RGBO0, 44, 119

Core Blue
Hex: #009DEO

RGB 0, 157, 224

Light Blue
Hex: #76 D3FF

RGB 118, 211, 255

Extra Light Blue
Hex: #C7TEDFF

RGB 199, 237, 255

Marsh & McLennan Agency LLC

Dark Turquoise
Hex: #005E5D

RGB 0, 94, 93

Turquoise
Hex: #00968F

RGB 0, 150, 143

Light Turquoise
Hex: #98DBCE

RGB 152, 219, 206

Extra Light Turquoise

Hex: #D6F3ED
RGB 214, 243, 237

Dark Orange
Hex: #A32E00

RGB 163, 46, 0

Orange
Hex: #FF8CO00

RGB 255, 140, 0

Light Orange
Hex: #FFCA94

RGB 255, 202, 148

Extra Light Orange
Hex: #FFE9D3

RGB 255, 233, 211

Dark Pink
Hex: #B2025B
RGB 178, 2,91

Pink
Hex: #EE3D8B
RGB 238, 61, 139

Light Pink
Hex: #F8ACBE
RGB 248, 172, 190

Extra Light Pink
Hex: #FDDFES5

RGB 253, 223, 229

Dark Purple
Hex: #463282

RGB 70, 50, 130

Purple
Hex: #8246AF

RGB 130, 70, 175

Light Purple
Hex: #CCB3EO

RGB 204, 179, 224

Extra Light Purple
Hex: #EAEOF 2

RGB 234, 224, 242

Dark Teal
Hex: #004C6C

RGBO, 76, 108

Teal
Hex: #0077A0

RGB 0, 119, 160

Light Teal
Hex: #9CD9E4

RGB 156, 217, 228

Extra Light Teal
Hex: #D4F1F6
RGB 212, 241, 246

Dark Yellow
Hex: #965D00

RGB 150, 93, 0

Yellow
Hex: #FFBEOO

RGB 255, 190, 0

Light Yellow
Hex: #FFE580

RGB 255, 229, 128

Extra Light Yellow
Hex: #FFF4CA

RGB 255, 244, 202

Dark Gray

Hex #565656
RGB 86, 86, 86

Gray
Hex: #949494

RGB 148, 148, 148

Light Gray
Hex: #DADADA

RGB 218, 218, 218

Extra Light Gray
Hex: #EBEBEB

RGB 235, 235, 235

21



Color theory

In design, color choice can support your message, set an emotional tone, or illicit a desired response/action
palette is multifaceted and flexible. Consider the following descriptions when selecting color in your design.

Primary color palette

Core Blue

Expertise
Stable
Protection
Refined
Trust
Reliable
Responsible
Strength

Light Blue

Comfort
Calming
Relaxing
Peaceful

Marsh & McLennan Agency LLC

White

Breathing room
Clean
Fresh

Dark Gray

Body copy

Accent color palette

Dark Blue

MMC enterprise

Serious
Formal

Yellow

Optimism
Possibilities
Energizing
Innovation
Opportunity

Turquoise

Partnership
Growth
Nature

Finance

Pink

Fun
Attention
Youthful
Excitement
Bold

Light Teal

Balance
Honest
Dependable

Light Gray

Subtle
Background

Purple

Loyalty
Wisdom
Connection
Compassion
Thoughtful
Intriguing

Teal

PCS only

Orange

Fresh
Welcoming
Friendliness
Creativity
Confidence
Enthusiasm

. Our color

22



Gradients

Soft gradient collection

We utilize simplified gradients infused with a plethora of white space across communications
to convey the softer and more human attributes of our brand. Gradients should always
appear at a 45-degree angle with the first color displayed more prominently.

Do not use more than one gradient color per layout unless they are incorporated in
statistics, charts, or icons. This will create a cohesive color story and eliminate overly
colorful assets. This doesn’t mean you can't use multiple gradients throughout a presentation
or report, but each layout or page should stick to one core gradient color and the
corresponding leading color in the gradient should be used for text callouts, illustration color
or quote colors. Consider photo color composition when selecting a complimentary gradient.

Primary gradients Secondary gradients

Core blue/lightblue  Light blue/core blue Dark blue/core blue  Turquoise/light teal Core blue/turquoise  Purple/pink Orange/pink Orangelyelow

EY HEEENE

Core blue/dark blue  Light teal/turquoise ~ Turquoise/core blue  Pink/purple Pink/orange Yellow/orange

PCS only
Teal/turquoise Turquoise/teal

Marsh & McLennan Agency LLC

Important notes

Gradients should be built so they appear to be at a
45-degree angle at all times.

The specifications for the gradient angle differs in
Adobe programs versus PowerPoint and Word. Use the
reference guide on the following pages for details.
Specifications should be used for creating gradients in
both shapes and text.

Do not use more than two colors per gradient and
do not create new gradients. The only gradients that
should be used are shown on the left side of this page.

Gradients can be used in backgrounds, callouts, quotes
and stats for advertisements, PowerPoints, brochures
and most other MMA branded materials. Please note,
the core blue/light blue gradient and turquoise/light
teal gradient should never be used in text.

Do not use gradients in body copy, subtitles or
subtext as it will affect legibility.

Only approved gradients, shown on this page should
be used, unless specifically authorized by MMA
MarComm leadership, and created by a member of
the MMA National Design team.

23



Gradients

Proportions

Some of gradients are used more prominently than others. The chart below visually acts as guide to what proportion
certain colors should be used across communications.

We lead with our gradients that feature our core blue most prominently and leverage accent accent gradients mindfully
to reinforce specific themes, delineate different content, to aid in data visualization or add pops of color that correlate
to our color theory to evoke an emotion.

Example of gradient proportions in collateral

MMA Rx Solutions
Client Success Story

Government municipality

Key facts

for real estate owners

1.1% savings

Empowering organizations to
ﬂ Challenge Solution m Result safeguard the vulnerable
Our client had a higher-than-average We overhauled the contract language Significantly lower trend (1.1% year-
total pharmacy spend due to their of the PBM agreement to: over-year savings) compared to the

demographics and retiree coverage. industry average (7.8%).
orep 9 © Improve the price paid per drug ty 98 (7.8%)

© Increase rebate cost sharing

© Implement current standard
utilization management protocols

[PEROT—

Marsh & McLennan Agency LLC
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Building gradients

Soft gradient collection

IIH

IIH

Core Blue Light Blue Orange Pink Core Blue Turquoise

Hex: #009DEOQ Hex: #76D3FF Hex: #FF8CO00 Hex: #EE3D8B Hex: #009DEOQ Hex: #00968F
RGB 0, 157, 224 RGB 118, 211, 255 RGB 255, 140, 0 RGB 238, 61, 139 RGB 0, 157, 224 RGB 0, 150, 143
CMYK 75,24,0,0 CMYK46,1,0,0 CMYK 0, 67, 100,0 CMYKO, 90, 9,0 CMYK 75,24,0,0 CMYK 83,0, 40, 11
PMS 2171 C PMS 297 C PMS 1585 C PMS 7424 C PMS 2171 C PMS 7716 C

IE

Turquoise Light Teal Orange Yellow Teal (PCS only) Turquoise

Hex: #00968F Hex: #9CD9E4 Hex: #FF8CO00 Hex: #FFBEOO Hex: #0077A0 Hex: #00968F
RGB 0, 150, 143 RGB 156, 217, 228 RGB 255, 140, 0 RGB 255, 190, 0 RGB 0, 119, 160 RGB 0, 150, 143
CMYK 83,0, 40,11 CMYK 36,0,9,0 CMYK 0, 67, 100,0 CMYKO0, 30, 100, 0 CMYK 88, 45,22,2 CMYK 83,0, 40, 11
PMS 7716 C PMS 629 C PMS 1585 C PMS 1235 C PMS 7468 C PMS 7716 C

Building gradients in different programs:

Iﬂ

Adobe programs PowerPoint and Word
Purple Pink Dark Blue Core Blue Gradient type: Linear Gradient tyope: Linear
Hex: #8246AF Hex: #EE3D8B Hex: #002C77 Hex: #009DEQ Angle: 45° Angle: 315°
RGB 130,70,175  RGB 238, 61, 139 RGB 0, 44, 119 RGB 0, 157, 224 Gradient location: 60% Gradient location: N/A
CMYK 59,83,0,0 CMYKO, 90,9, 0 CMYK 100, 79, 0, 37 CMYK 75, 24, 0, 0 Location of 1st color: 0% Location of 1¢ color: 35%
PMS 2587 C PMS 7424 C PMS 288 C PMS 2171 C Location of 2" color: 100% Location of 2 color: 100%

Marsh & McLennan Agency LLC 25



Building gradients

How to add gradients to shapes and text

The specifications vary in Adobe programs versus Microsoft
Office programs for building our gradients. In both instances, the
result makes the angle of our gradient appear at 45°.

In Adobe programs

Set your first color at 0%, set your second color to 100%. Then
the white dot on top of the gradient slider should have the
location set to 60%. Angle should be set to 45°. At times when
you create a new shape, the gradient will reset. You need to
make sure the angle remains at 45°. Triple check.

In Microsoft Office program

Go to Shape Fill > Gradients > More Gradients, and the Format
Shape panel will appear. Make sure you are in the Shape
Options section, not Text Options section, in the Format Shape

Gradient
Type:
Location:

Reverse

Linear
60

m3
+

% Angle: 45°

Format Shape (]

Shape Options Text Options

CIRONN =

~ Fill

No fill
Solid fill
© Gradient fill
Picture or texture fill
Pattern fill
Slide background fill

Preset gradients d-

Type Linear

Direction d-

Angle 3150

Gradient stops + -

B

Color

Position 35%

Transparency 0%

Brightness 0%

Rotate with shape

&

PowerPoint and Word

Gradient type: Linear
Angle: 315°

Gradient location: N/A
Location of 1stcolor: 35%
Location of 2" color: 100%

Adobe programs

Gradient type: Linear
Angle: 45°

Gradient location: 60%
Location of 1stcolor: 0%
Location of 2" color: 100%

panel. Click on the first color in the gradient and choose your first
fill color. The position of this color should be set to 35%. The
second color should be selected and set to 100% location. The
angle of the gradient should be 315°.

Marsh & McLennan Agency LLC



Gradients in data and text

Charts, graphs and data elements

When building assets in Adobe Creative Cloud
applications, gradients can be used in data sets
and statistics to add visual impact. This is the
only instance when different gradients may be
used in one layout. Gradient angles can be
adjusted to compliment the graph or chart.

In Word and PowerPoint templates, charts and
graphics should use solid colors only unless
a member of the national design team has
reviewed and approved.

Please note, gradient text should not be
used in headlines or subheads.

Don’t use large amounts of white text on orange/yellow

Shifting workplace

Marsh & McLennan Agency LLC

00 | Chart title

Sum doluptiis et parchiciis natur, simusa sim inciet

4.0

3.0

2.0

Tuein Tuein Tuein Tuein
uncertai uncertai uncertai uncertai

00 | Chart title

Sum doluptiis et parchiciis natur, simusa sim inciet

What this

chartis about

Captives offer value in
uncertain tunt explatassus
offer value in uncertain offer.

o Captives offer value in
uncertain tunt explatassus
offer value in uncertain offer.

as

Source: Cae sum el

66%

Lorem of
the ipsum

Lorem of
the ipsum

00 | Chart title

Sum doluptiis et parchiciis natur, simusa sim inciet

100

80

60

x>

40

X/

20

0

Source

Jan 2010 Jan 2011

: Cae sum el as

47%

Lorem of
the ipsum

Jan 2012

Jan 2013 Jan 2014

32%

Lorem of
the ipsum

27



Graphic devices
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Graphic devices

Backgrounds

We have introduced several graphic devices that will
differentiate Marsh McLennan Agency while
complementing the Marsh McLennan brand identity.

The primary approach for all our collateral should be to
use either:

» Gradient color block with full image background
* Fullimage background with gradient splash or overlay
* Fullimage background
« Full gradient background
For approaches with a gradient block or overlay, use a
slight opacity on the gradient to allow the background

image to show through. The amount of opacity depends
on the contrast of the photo.

Marsh & McLennan Agency LLC

Gradient color block with
full image background

MarshMcLennan
Agency

How stronger
partnerships yield

meaningful results

Join us as we work to revolutionize the industry

Full image background

4 )
“ MarshMcLennan o 1
Agency -

Understanding
employee pharmacy

plan options S

Full image background with
gradient splash or overlay

MarshMcLennan B
Agency y

MMA Client and
Technology Toolkit

29



Graphic devices

Usage examples

Important notes

MarshMcL \ ‘ w0 .
Agenc: Pkt e B « Text should only break through the right
;' g edge of the color block and should never
_ i B ' Lo overlap on the left side of a photo block.

State of the !

'.‘
State of the _ |
/ » Headlines should not exceed four lines of text.

market re t x For longer headlines or very short headlines,
. use a full image layout approach or the
alternate layout shown on the previous page.

market report

» The color block requires careful photo selection

. to ensure legibility of the headline.
A Text should never overlap on the left side of a photo block.

—When using the gradient color block with
white text, select a photo with a darker
C Ul I

contrast to allow the text to be legible.

—When using the white color block with
gradient text, use alighter image to allow
the gradient text to have enough contrast

I I <4 Be sure to choose a photo that against a photo.

' _ contrasts well with the graphic

- A = device and headline. « Add a slight transparency to the color block to
| The power allow the image behind it to show through.

!{I to thrive. Opacity will range from 90-95% based on the
I color and photo selected.
mn 7
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Abstract illustrations

Primary and secondary illustrations

Our abstract illustrations add texture and depth to
white backgrounds or layered on photography.

* The primary illustrations were created using the
curves and angles from our logo. It can be
repeated, layered, cropped and rotated to create
a variety of on-brand patterns. These illustrations
include a fade at the top and should never be
solid. They should always have a thin stroke, and
the weight should never be altered. The lines in
the pattern have been outlined to maintain a
consistent size as it is scaled up or down.

* The secondary illustrations should be used in
layouts where typography is the leading element
on the page.

Our primary and secondary illustrations should be
used mostly when a pattern is needed, but new
patterns can be created in the same style to
support design needs.

Marsh & McLennan Agency LLC

Primary illustration

Secondary illustrations
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Abstract illustrations

How to use the primary and secondary illustrations

Primary illustrations can be placed on a white background or a soft
gradient background to add depth and texture to the layout.
lllustrations should be used sparingly and reserved mainly for
national design use or in the pre-built templates that are released.

Do not use more than one illustration per layout.

Placing illustrations on gradients should be avoided in print material
and used sparingly in digital assets.

Color applied to linear abstract illustrations should be the dominant
color used in the gradient for that page. If used with photography, the
abstract illustration should be white, never color.

The opacity can be adjusted up to 30% in instances that it's too
prominent behind text or images.

An abstract illustration should never cover a subject’s face.

For a colored background, use white text with the illustration. For
white backgrounds, headlines should always be dark blue and
subheads should be the same color as the abstract illustration.

Marsh & McLennan Agency LLC

On a white background

Cyber liability

On top of photography ~ On gradient background

Lorem ipsum dolor sit
amet, consectetuer
adipi: li

Lorem ipsum dolor

amet, consectetuer d
adipiscing elit

Lorem ipsum dolor sit
amet, adipiscing elit
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Flat illustrations

How to use

Flat illustrations are useful for expressing a theme or
idea without using stock photography or clipart.

Note: Creating flat illustrations requires advanced
experience in Adobe lllustrator. Please use the national
design team'’s library of completed illustrations if you are
not comfortable building your own illustrations.

For using flat illustrations:

» Use simple flat geometric shapes as a basis
for all components.

* Use the combination of headline and illustration to
create more powerful messages.

» Use flat illustration only in combination with simple
typographic layouts. The illustration should have
hierarchical importance.

Marsh & McLennan Agency LLC
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Flat illustrations

How to construct

MarshMcLennan
Agency

Innovations
and challenges

in finance

A look at generative Al, cybersecurity and more

Your future is limitless.”

Marsh & McLennan Agency LLC

Color: Use approximately two to four
colors, including the colors used in
the gradient.

Gradient: Use one gradient per
illustration. The gradient can be part
of either the object or the
background. Never use the gradient
to cover the whole object; always
ensure block colors are seen as well.

Composition: Create a visually bold,
radically simple, and purposeful
composition, and allow room for text.

Shapes: Shapes are simple, flat and
geometric. Keep forms drawn
freehand to a minimum. Avoid clutter.
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Flat illustrations

Restrictions

Do use simple, geometric Don’t combine pictorial icons Don’t change the colors Don’t create 3D objects. Don’t create overly
shapes, using a limited but on to build an illustrative scene. of the brand gradients. complex illustrations.
brand color palette.

Q o
Don’t use colors that don't Don’t illustrate Don’t use key line Don’t use more than Don’t use stock illustrations
have a clear contrast. outdated objects. illustrations. one gradient. or create illustrations that

feel clichéd.
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Flat illustrations

Example usage

Seismic buttons

v

Marsh & McLennan Agency LLC

Homepage and blog headers

Infographics

How do pharmacy costs compare
to other common goods?

Per capita pharmacy costs increased 43% from 2010 - 2019.

For brand drugs, the per capita cost increased 176% from
2010 - 2019. To put that number into perspective, here’s
what the cost of common goods and services would look like
today if they rose at the same rate as brand drugs.

Chocolate chip
cookies (1lb)

Movie ticket

Gas (1gallon) New Honda Accord

Tall black coffee Postage stamp

Drug prices are already alarming but data shows that they
will continue to rise: the total estimated weighted drug price
inflation for 2022-2023 is 8%.
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Flat illustrations

Example usage

Video graphics

We quizzed MMA
colleagues on

their knowledge
of regional slang

Here's how it went...

HR Technology Consulting

Maximize Identify Navigate
your HR gaps and implementation
systems solutions processes

Marsh & McLennan Agency LLC

Social media

of Americans paused their

41 % retirement fund contributions

in 2022 due to inflation.

of Americans withdrew some of

32% their retirement savings to cope

with rising living costs.

MarshMcLennan
Agency 5 Trends Shaping the Future of Retirement, U.S. News Survey” MarshMMA.com

MarshMcLennan

Agency Your future is limitless.

The best well-being

programs start with
the right message
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Flat illustrations

Example usage

Thought leadership reports

MarshMcLennan
Agency

Building

the Bridge

Integrating your employee
well-being programs

Your future is limitless.

Mow SAS can function a5 both a heaith benefit resource snd
2 long-term retire togy

The rote of data-driven Insights in designing talfored
well-being prog

B

Collaborating with Marsh
McLennan Agency'’s clinical
consulting and data analytics
team, Wake County’s HR team
has designed these programs
to keep costs manageable
while providing top-tier
benefits, including lower
insurance premiums, eight
weeks of paid parental leave,
and tuition reimbursement.

Marsh & McLennan Agency LLC

MarshMcLennan
gency

2025 Employee Health
& Benefits Trends

‘our future s imitiess.”

PART 1

Supporting the
multigenerational
workforce

PART2

Keeping up with the
Al transformation

For business leaders, the question is not if,
but how Al wil shape their organizations,

MarshMcLennan MarshMcLennan
Agency Agency

Gene therapy and
your employee
benefits plan

s the gene therapy pipeline grows, 50 do the claims and finaricial risk.
for plan sponsors. We want to help you uinderstand those risks as well
as the options a you to help mitigate or minimize that risk.

Innovations
and challenges

in finance

A look at generative Al cybersecurity and more

- -

‘Your future s limitiess.

“Since statistically the risk
appears low, some employers
think it won't impact their
plan— until it does. For self-
funded plans, these can be
devastating. It's important

to think through how this
could impact your benefit
plan before it impacts your
benefit plan,

“The capabilities that

make Al valuable, such as
personalized investment
recommendations and data
analysis, can be exploited
by malicious actors seeking
to deceive or manipulate
financial systems.”

Convergence of wealth and retirement planning.

“Financial advisors are making a
transformative shift in their approach
to address this movement, moving
toward holistic, client-focused
strategies that merge retirement
planning and wealth management.”
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Iconography

Overview

We use two types of icons:

1. Functional icons (primary style)

Functional icons have more simplified and linear design that represents
objects and, in small sizes, actions and aid navigation.

Primary icon style should be used 75% of the time.

2. Thematic icons (secondary style)

Thematic icons have a more illustrative and expressive design used to
convey complex or conceptual ideas at larger sizes.

Secondary icon style should be used less than 25% of the time.

Marsh & McLennan Agency LLC

A @ O
o & m
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Functional icons

Guidelines

Our primary icon style is useful for conveying or reinforcing ideas in limited space.
Our one-color functional icons are used at a smaller scale than our thematic icons

and speak to more specific ideas and actions rather than general themes.

Functional icons are ideal for condensed content areas and when placed on the
same line as standard body text styles, such as data tables, grids and bullet points.

Functional icons are best used to navigate multiple topics within more complex

communications or experiences (e.g., small markers to delineate chapters within an
email). Functional icons should never be scaled to a point where they become the

focal point of a composition.

Primary use Secondary use
Dark blue is the primary color for White outline can be used on
our icons. Dark gray can be used in color or gradient backgrounds.

rare instances if needed.

| p l & D E Business Employee Health Retirement
= Insurance & Benefits & Wealth

Marsh & McLennan Agency LLC

Important notes

* There is a library of over
1,000 functional icons
available for download on
the brand hub.

* Only use approved icons
from the icon library.

» Text can be left aligned or
centered under icons.

* Do not add secondary colors
or new icon styles.
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Functional icons

Usage examples

As employers prepare for
the second half of a decade
marked by unprecedented
global events, they know to
expect the unexpected.

Uncertainty looms in politics, the economy, and
the environment. Employers will face daunting
challenges ahead; however, with each new
challenge comes a new opportunity for innovation.
healthier, and more resi
hedt inst the risks. i ility ars.
ahead. This can be achieved through careful strategie planning and the
implementation of new approaches to;

o
©) st
ooo

Spending Employee Organizational

wellbeing functioning

YT ——

Top uses of Al by category:'2

o Recruitment
<g> * Generating job descriptions
« Targeted/customized job postings
* Reviewing/screening resumés

~ Interviewing

)C « Scheduling interviews
« Background checks/information verification
« Chatbot-based assessments

i’ Hiring
@ + Document collection/compliance
* Onboarding management
« Progress and performance analysis

Sources: 1. SHRM. 2024 Talert Trends, SHRAL, 2024. 2. Forbes. AlEnhanced Erloyee Onbowrding: A New Era in HR.
Fractces Forbes, 2023,

Vs & et Agency LLE
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Employers must deepen their understanding of
these economic factors to enhance benefits,
rein in spending, and avoid shifting health care

costs to employees.

B & o

&

Health care costs are Higher-order The cost of living Prescription drug
projected to increase factors in the health continues to increase, prices are rising

by 6.6% in 2024, care industry loom leaving employees among the most

but employers can large, such as labor with less money

reduce this to 5.4% by shortages, an aging to spend on

changing their plans. population, and supply medical expenses.

chain volatility.

If you can’t change the world, change yourself

In the face of rising health care costs, employers have few
options besides optimizing their benefits spend. Strategies
that slow organizational spending over the long term
and minimize employee cost increases will be critical
for 2024 planning. Health benefit cost per employee went
up in 2023, partly due to wage increases and higher supply
costs driven by inflation.®

Employers are focusing on managing specific health
conditions, curbing specialty pharma costs, and
expanding virtual care. While these programs will be
invaluable in mitigating the effects of rising costs for employers
(and employees), higher-order factors are weighing upon
the health care industry that must be accounted for.

Average benefit cost increases

are higher for mid-sized and small
employers (7.8% and 5.2%, respectively)
than for large employers (4.6%).2

5.2%

increase in health benefit cost
per employee in 2023.2¢

important drivers of
health care spending,

1in4

employers reported that
without making changes to
their benefits plans, costs
would rise 10% or more.

84%

of employers say managing
high-cost claimants is their
most important strategy for
the next 3-5 years.”

Current and near-term economic trends include:

ST

s

Natural resource shortages
Water is not only a key resource
vital for human life, butitis

also critical to many industrial
processes. Climate change and
the unequal distribution of natural
resources will lead to shortages
that impair businesses’ ability to
operate without disruption

&)

State-based armed conflict

Détente between superpowers
during the Cold War eased fears
of global conflict, but the age of
multilateralism has introduced
fragmentation and renewed
geopolitical tensions. The
prospect of nations engaging in
armed conflict, particularly in

the Middle East, Africa, and Asia,
raises the specter of supply chain
disruption, with the possibility of
sanctions and economic fallout for
businesses that export to markets
in and near conflict zones.

0&0

Shifting strategic alliances
Geoeconomic confrontation is

a future risk trend, and nations
are already remaking alliances,
which is changing the political risk
dynamics and trade policies. This
altered dynamic s also influencing
trade policies, such as rising tariffs
and the potential for trade wars.

Business Insurance Trends

&

Concentration of
strategic resources

A rise in political nationalism and
protectionist policies is likely to
concentrate strategic resources—
such as oil, gas, minerals, and
rare earth elements—and put
pressure on industries. Trade
restrictions and price spikes in
raw materials may follow.

fa

Supply chain realignment
Dependency on fewer supply chains
i a significant risk for businesses
in all industries. Supply chain
realignment is occurring in 2025
and will continue as businesses
strive to de-risk and diversify their
supplier relationships

Oq

5O

Understand U.S. trade

policy objectives

As outlined in Marsh'’s 2025
Political Risk Report, businesses
should first analyze the drivers
behind overall trade policies
rather than attempt to assess each
policy in isolation. This approach
can help predict the likelihood
and permanence of specific trade
actions and may also reduce the
number of actions businesses
need to model.

o/
59%

of NYSE-listed CEOs
risking their supply chai

Source:

65

of companies have at least
one critical bottleneck in
their supply chains.

Source:

2/3

of global maritime trade
volume passes through

four chokepoints: the Strait
of Malacca, the Strait of
Hormuz, the Suez Canal, and
the Panama Canal.

Source:

$14.5T

is the estimated global
economic impact over five
years from a future major
geopolitical conflict scenario
involving invaded territory.

1,634

is the number of water
conflicts globally since 2000.
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Functional icons

Don’ts
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Don’t use icons from other icon sets.

Marsh & McLennan Agency LLC

vorem ipsum dolor sit amet

Consectetur adipiscing elit

Lorem ipsum dolor sit amet, consectetur adipiscing elit.
Duis non erat vitae nisl scelerisque tempor. Aenean at
risus ullamcorper, suscipit elit nec, convallis arcu. Duis
nisi leo, aliquam in rutrum et, tempus vitae nibh.
Interdum et malesuada fames ac ante ipsum primis in
faucibus. Praesent ut tincidunt tortor.

Consectetur adipiscing elit.
- Nulla congue pretium diam, vitae feugiat dui porta vel.
- Aenean congue purus eget ullamcorper fermentum.
- Fusce intercum augue ac pretium portitor
+ Morbi vestibulum rhoncus libero, sed mattis sapien luctus nec.
Fusce in consequat risus
- Sedlacinia orci fermentum ante eleifend pretium

Do not use functional icons in an oversized
manner; do not use them as artwork.

Do not use found or sourced clip art in
presentations, collateral or brand assets.
lllustrations that appear overly detailed,
colorful, cartoon or 3D are considered off
brand and should be avoided.
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Thematic icons

Guidelines

Our secondary icon style is useful for highly visual marketing material like
brochures, thought leadership and in some cases, short forms. We use thematic
icons to illustrate strongly repeated themes or categories. Thematic icons along
with other graphic devices (like large statistic callouts) help bring our
communications to life. These icons are created from simple, geometric shapes
and have elements that are overlapping, with a multiply effect.

Thematic icons may be used at larger scale to create greater visibility and

immediacy, providing they are used in combination with a descriptive name or copy.

Thematic icons are NOT illustrations and should not be used to create a scene or
take up an entire page.

Primary use Secondary use
Thematic icons are available in blue, purple/pink, White thematic icons are available for
orange/pink and turquoise. use on color or gradient backgrounds.

2 e BEO

Marsh & McLennan Agency LLC

Important notes

* Thematic icons can be found on
the brand hub and can be used
sparingly when appropriate.

+ Always use aniconin its
entirety, and not cropped,
obscured, or used in
combination with other
illustrative elements.

* Please don'’t create alternate
color combos other than what is
shown on this page and
available on the brand portal.
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Thematic icons

Usage examples

Introduction
In our previous report, “Thriving Together: Navigating the Intersection of

Health and Financial Well-Being,” we introduced the transformative potential
of integrating health and financial well-being programs.

2 @

y 3 at foundation, this From leveraging Health Savings.
organizations were able to see second instaliment, “Building the Accounts (HSAs) as a dua-purpose
how 3 more unified strategy could 100! for current healthcare costs

Bridge: Integeating Your Employee

yield measurable advantages. Well being Programs,” focuses

and long-term retirement savings

Financial security oo e .

and physical health ace deeply and resources needed 1o create

& actionable (rameworks (o help you
and phys|ca| nterconnected, highlighting the design, communicate, and embed restient,
importance of investing i tota

welkbelng as s comerstone of a in your organization

thriving organizational culture.

health are deeply
interconnected.

Delayed ROI
nvest obot o t x e. Retrofitting

As these jobs evolve,
so must the way
companies support
their workers. Today's
digitally fluent
workforce expects

Ily delivered
benefits—on-demand
access to plan info,
401(k) tools, and
healthcare services.

Marsh & McLennan Agency LLC

10 !

Strategies for seamless implementation

financial benefits
d program starts with
o) By . orgar

culture, and ures, employers Sol
that genuinely resonate with their workforce
surveys, focus groups, " or
concern
carrier el 4, 2 : disability,

and leave patterns.

Once the needs assessment is complete, it's essential 10 create a framework that unites the

various tacets of o Is partnering
with vendors that speciaiize in both heaith and financial weil-being, ensuring a seamless
handoff componeat. Coltabora oy teams and
department » gns with

broader arganizational goals. If a new vendor is added to the program, a routine assessment
of the progranys impact should be implemented. Ultimately, a methodical, inclusive approsch
0 integration lays a strong foundation for the rest of the implementation process.

Underwriting
and actuarial

Al solutions

Artificial intelligence spans the solution spectrum.
Our clients lean on us as the industry leader to uplift
the right solution for their employees—without
compromising the importance of human interaction.

Examples of automation and defaults, such as
auto-enroliment in HSAs

Automation
programs, offering a lrictionless experience that encourages greater
particpation. One
Accounts (HSAs) for employees who elect a high-decuctible health plan.
Rat

g providing rate. Tnis simple
shiftin approach significantly Increases uptake, as most people stick with
the defoult rather than actively opting out. Over time, even small,

on
employees’ financial security.

Beyond HSAs

For instance, seta

each year, or enrol employees i emergency savings funds that are educted
p: milarly, schedul

for

at once, while

o for timely,
that can prompt employees to take action, For instance, f an individual's

suchas
accounts. gu also

making financial well-being.

Communications

»

Well-being

Carrier survey results

b 4

1

Carrier premium ranki

®

2024 results
[Carrier] ranked the highest
in Voluntary Plan Offerings.

2023 results
[Carrier] ranked the highest
in Voluntary Plan Offerings.

2024 results
[Carrier] ranked the lowest in
Sales Team Experience.

2023 results
[Carrier] ranked the lowest
in Sales Team Experience.

Respondent overview
In February of 2025, 704 sales and client service team colleagues
across all regions were surveyed about our national carrier

partners. Colleagues were asked to rank all ancillary Medallion
carriers in relation to each other.

Regional headcount

East 51

d-Atlantic 37

Florida 64

T

Southwest 56

S
w

Upper Midw

«
o

West

2024 results

Within new sales ranking, N X
[Carrier] 2spot: C gue title
2023 results

Within life and disability
rankings, [Carrier] saw
no change.

2024 results

Within voluntary premium
rankings, [Carrier] saw

no change.

2023 results

Within voluntary premium
rankings, [Carrier] decreased
2spots.

426
Producer 152

109

17

Colleague size segment focus

Under 100 195

w
b+
S

101-500

122

o
g

Carrier Feedback and Membership Rankings | 1
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Thematic icons

Don’ts

Don’t create icons mimicking a
3D effect.

o

Don’t use solid colors without the
multiply effect.

Marsh & McLennan Agency LLC

& &

Don’t create icons not aligning with
the MMA style.

o

Don’t use complex shapes.

Do not create illustrations from Don’t use gradients.
multiple icons or combine icons.

(>

Don’t use colors outside our
approved brand colors.
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Iconography

Functional and thematic icons co-existing

Thematic and functional icons may be used together, providing that there is a strong difference in size relationship to
ensure a distinct hierarchy between the overarching "theme” or "category” and that of an underlying "topic” or "action.’

ANENENEEENNENNNNNNNN

{i} Cyber claim trend insights

M © dominance
-
Over the past two years, both the frequency and severity of

Increasing privacy liability claims:

There is growing complexity in privacy-related claims due to new regulations and legal

cyber claims have risen, particularly among larger
inthe U.S.

Ransomware incidents remain the primary driver of cyber
insurance claims, accounting for a significant portion of losses.
Companies face tough decisions on whether to pay ransoms,
balancing potential operational impacts against the costs of
recovery. Several cybersecurity companies have released Q1
2025 reports on the current state of ransomware, and there is
consensus that the year so far has been a record-breaker, with a
historic high in terms of new victims.

There has also been a significant increase in active ransomware
groups due to the fragmentation of the ransomware landscape.
The ease of entry, the rise of ransomware-as-a-service (Raas),
and the potential for high financial rewards have motivated
many groups to splinter and rebrand to avoid detection, making
it more difficult to track and mitigate the threat. The increase

in attacks in Q1 2025 could be due to dwindling returns from
attacks, as far fewer victims are paying ransoms despite the
average payment remaining high. Ransomware groups may be
making up for decreasing ransom payments by increasing their
attack volume. There has also been a notable increase in third-
party litigation related to ransomware incidents, with a 75%
growth in such claims compared to previous years.

terpretations, particularly concerning biometric data and personal information.
Companies must stay informed about these evolving laws to mitigate risks. Cyber
insurance coverage for wrongfully collected information (e.g., collecting and sharing
personal information without proper consent) remains unsettled and often requires
negotiation when placing a cyber insurance policy. Businesses need to have clear
policies and procedures for data collection and ensure that they have proper consent
before collecting any sensitive information.

CrowdsStrike outage reflection:

The July 2024 C incident demonst that wi events do not always
occur as a result of a malicious attack. The incident arose from a faulty software update
being sent to customers around the world, which specifically impacted workstations and
servers. Thousands of businesses that use CrowdStrike were impacted, and thousands
more were affected because their vendors or suppliers used CrowdStrike. Airlines,
hospitals, banks, stock markets, governments, and others that used the software found
themselves unable to function due to the global interruption.

Practical lessons that can be learned from this incident include the importance of
implementing and rehearsing incident response plans. Additionally, procuring cyber
insurance, in particular, a policy that includes dependent (or contingent) business
interruption is important for businesses that contemplate experiencing periods of
downtime due to cyberattacks such as this.

0 Maintain a strong difference in size between
functional and thematic icons when using together.

Marsh & McLennan Agency LLC

Lorem ipsum

Lorem ipsum

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor

incididunt ut labore et dolore magna aliqua.

Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip
ex ea commodo consequat.

Lorem ipsum

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor

incididunt ut labore et dolore magna aliqua.

Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip
ex ea commodo consequat.

Marsh & McLennan Agency LLC
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Lorem ipsum

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor

incididunt ut labore et dolore magna aliqua.

Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip
ex ea commodo consequat.

Lorem ipsum

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor

incididunt ut labore et dolore magna aliqua.

Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip
ex ea commodo consequat.

™
Lorem ipsum

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.
Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip
ex ea commodo consequat.

&

Lorem ipsum

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.
Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip
ex ea commodo consequat.

Don’t use thematic and functions icons together at
the same level of information.
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Photography

Contextual photography

Select straightforward, editorial-style
photography that clearly reflects our
capabilities across industries and
regions, featuring objects, settings
and people in real life settings.

Avoid abstract, birds-eye-view or
distant shots; instead, choose
photography that features direct, in-
the-moment scenes that convey our
expertise, passion, and creativity.

When possible, lead with photography
that features MMA colleagues instead
of stock photography. Click here to
access our national library of
colleague photography.

Marsh & McLennan Agency LLC
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MMA custom photography

We have 3 approaches to ensure our photo options are high-quality and fresh, while reducing reliance on stock.

Tier 1

Professional lifestyle and headshots

Shot by a professional photographer for
highest-quality, custom photography to
be used in national campaigns (for ads,
print, and booths).

Click here to access the Tier 1 library.

Marsh & McLennan Agency LLC

Tier 2

Professional events and meetings

Shot by a professional photographer for
national and regional events and
meetings (for web and print).

Click here to access the Tier 2 library.

Tier 3

In-house events and meetings

Shot by internal photographers or
colleagues national and regional events
and meetings (for web and social).

Click here to access the Tier 3 library.
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https://mmcglobal.sharepoint.com/:f:/r/teams/MMAMarComm924851/Shared%20Documents/General/Brand%20Library/_National%20Photo%20Library/_Tier3_InhouseShot_Event_Meetings/2025?csf=1&web=1&e=oOZ8dO

Photography

In layouts

Photography will be a driving force in helping
to bring our brand to life. It is an integral part
of our layouts and requires carefully selected
photos that work well with our graphic devices.

When using the gradient color block with white
text, you will need to select a photo with a
darker contrast to allow the text to be legible.
Selecting a “darker” photo does not mean it
needs to feel overly serious. The subject can
still be friendly, approachable, etc.

Add a slight transparency to the color block to
allow the image behind it to show through.
Opacity will range from 90-95% based on the
color and photo selected.

Marsh & McLennan Agency LLC

MarshMcLennan
Agency

How stronger
partnerships yield

meaningful results

Join us as we work to revolutionize the industry

Your future is limitless.~

@J Choose photography that also works well with the gradient to help elevate the layout.
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Photography

Cropping

Select photos with minimal background or with
one main subject and that work well to
compliment the color block, Photos with too
many subjects or a complex background will
feel overwhelming. The best approach is using
photography with a maximum of three subjects.

Subjects that are on the right side of the photo
work best to allow room for the color block and
text. You may need to scale up or down a photo
to place it in an optimal position where faces or
main subjects are not cut off by the color block.

If there is difficulty selecting an image with the
color block, revert to using the alternate photo
block layout, full image or no image approach.

Marsh & McLennan Agency LLC

When selecting photos from Adobe Stock, utilize the filters on the left-hand side to indicate
depth of field, isolated image, room for text etc. This will help narrow your search.

54



Photography

Usage examples

@J Do not use over-composed, overlaid, or manipulated images or clipart.

Marsh & McLennan Agency LLC
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Photography
Colleague portraits
We use clean solid white backgrounds for our colleague

imagery. These simple backgrounds provide the ability to
silhouette and celebrate the individuality of our colleagues.

When creating colleague portraits:

» Ensure camera placement, lighting, framing, and background
remain consistent across all subjects and poses

* Include both posed and candid shots with a mixture of direct
eye contact as well as looking away from the camera

» Subjects should appear friendly, authentic, and relaxed

 Outfits should vary from business (formal, suit/tie, pantsuit) to
casual (polo, blouse, jeans, khakis) with muted tones

Marsh & McLennan Agency LLC
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Photography

Treatments

Gradient splash

MarshMcLennan
Agency

Manufacturing Risk Report

A guide to the critical five

Bridging the
Retirement
Access Gap

Marsh & McLennan Agency LLC

Gradient overlay

Silhouettes and pop-outs

Q32024

U.S. Business
Insurance Market
Observations

Digital developments

Navigating AL automation, and cyber rsks in a cigitaly dependent world

If you're a self-insured
.employer, you're gonna
want to see this.

MMA

WORKERS'-.
HEALTH360

If you're a self-insured
employer, you're gonna
want to see this.
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Campaign art

Campaign art versus core brand elements

While both are visual components in marketing, "campaign art" refers to Campaign art
specific creative assets designed for a particular marketing campaign with a

focused message, while "core brand elements" are the foundational visual and "W: "
messaging components that consistently represent a brand across all The Evolving

marketing materials, maintaining a unified identity regardless of the campaign. Word

Results that Matter

Measuring the impact of
well-being integration

Campaign art can be more flexible and dynamic, adapting to the specific goals of
each campaign, while core brand elements are designed to remain consistent and
recognizable across different marketing initiatives.

You tuture i imutiens

Campaign art is primarily focused on driving immediate action or achieving a specific
campaign objective, whereas core brand elements aim to build brand awareness,
recognition, and trust over time.

LT
e
(e
“

Oloreperfero

Examples: Our EHB trend and Bl trends each have unique campaign art that include N E B
a unique pattern, photography treatment, and layout style that should remain only on = T
assets related to that campaign. Other examples are our heritage months, limitless
opportunity brand awareness campaign and our 15 year anniversary campaign. While
color palette and graphic devices derive from our overarching brand, the elements are
unique, temporary and should cease being used at the end of the campaign.

to thrive. -

Your future s mitiess.”

Marsh & McLennan Agency LLC 59



Campaign art

Examples

Employee Health & Benefits Trends

MarshMcLennan
Agency

2024 Employee Health & Benefits Trends

The Evolving
Workforce

Your future is limitiess.”

Health care costs -
The pressure is on

Marsh & McLennan Agency LLC

Business Insurance Trends

@D \forsntcLennan
Agency

Overcome the
current climate
of uncertalnty

Mitigating today's top busi s risks.

Brand Awareness

_

e

LIMITLESS

m«(\qecs

Catebrating Marsh McLonnan Agoncy’

i 15 Annlversary Y

+

Join me in celebrating
Marsh McLennan Agency's

ffyis

YEAR

Anmversary

'S
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Campaign art
Best practices
Unique patterns, photographic treatments and layout styles used in campaign art should remain only on assets related to

that campaign. While color palette and graphic devices derive from our overarching brand, the elements are unique,
temporary and should cease being used at the end of the campaign.

MarshMcLennan \ /‘
Agency '\.\\ & 3 %
N % / P
i 7

P|ann|ng & Analytlcs for \ \ \ \ . it Celebrating Marsh McLennan Agency's

2024 Employee Health & Benefits Trends ! Total Health y . ; P
i ’ Q mEE W N New updates
The Evolving Jd € { Ry
\ ¥ | W/

|
Workforce Anmversary for 2025!

Client Name

MarshMcLennan & Agency MarshMclennan % @ LoeLennan
Agency N : Agency

Q32024 . =) &
Insurance Matketl | LI M IT Es S s o
Observations ,, ; Finalist Presentation = Finalist

Your future is limitiess."

presentation

(’,W\’\?\° \‘ ees

Don’t use the oversized arrow pattern in collateral outside of the Bl Trends report. Don’t use the post-it note in collateral outside of the brand campaign.

Marsh & McLennan Agency LLC 61
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Program branding

Branded text versus wordmark

Treatment Design A — Branded Text

Noto Sans Regular in dark blue or white is used for our business lines,
certain offerings and capability descriptions. No logo or brand symbol is
used other than the MMA logo. The MMA logo should always appear
somewhere on the same page and should be scaled more prominently
than the branded text.

Branded text should be sized to match

surrounding document text. It should Harshictennan
never be locked up with the logo and

preferred placement is in the footer. If

needed, it can be used in top right corner

or above the headline.

-@ Employee Health & Benefits

Headline would go

right here

Retirement & Wealth Your future is limitiess.-

Marsh & McLennan Agency LLC

Treatment Design B — Wordmark

MMC Display Condensed is used to create name artwork for
programs, functions, capabilities or offerings in order to
provide greater distinction. The MMA logo should be placed
somewhere on the same page as the name artwork but
SHOULD NOT be “locked up” with the MMA logo.

MPLIANCE
SNTeR oF ExceLLence  RXSOLUTIONS

e MMAUNIVERSITY  eosem  mom.

Join us for our upcoming event!

Month Day, Year
12 PM, ET

@J Alogo mark can be used in certain
instances with the Name artwork.
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Program branding
MMA Cares

MMA Cares is our philanthropic arm
that is dedicated to making a positive
impact in the communities we serve.

The recommended approach for
MMA Cares logo usage is for internal
assets and event signage only.

If there is a business case for using
the MMA Cares logo on external
assets it needs to be in close
proximity to the MMA logo and
approved on a case-by-case basis by
the national team.

Marsh & McLennan Agency LLC

Logo

Q@ MMA CARES

Postcard

nnnnnnnnnnn

2023 COMMUNITY IMPACT REPORT
OUR SHARED MISSION, 2428

Ya=

OUR COLLECTIVE IMPACT i ...,

29O

b

IMMMA.M oumm lufuﬂm Marsh. ud.m.nunnq

Example artwork

RIS A RaK * s

Landing page

] MarshMcLennan
Agency ndustries - Insights  Locaions  Events  Careers - Q @

X
) %
“‘_\,37

2024 Community Impact Report

Colleague Spotli
Impact by the numbers

$1,267,520 Ip

Dor
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Brand in action

Advertising (image driven) — regional use

Regional advertising templates are available in the rebrand
library. We have created a collection of pre-made
advertisements that speak to various audiences including
prospects and clients as well as partnering firms and
businesses. Each photo has been carefully selected to on : —

Wherever ambition Your future Accelerate your future

match the overall color of the ad as well as relate to the takes you, we'll help elavecnnadie e Hiiilie success by removing
desired audience. TSI o———

The MMA logo and tagline are in the same position on all
ads to create consistency. A gradient color bar has been
added to the top and bottom of the ads.

“ MarshMcLennan “ MarshMcLennan an
AAAAAA Your future is limitiess.” Agency Your future is limitless. Your future s limitless.”

Character styles for font and color are set as well as
paragraph styles for various size headlines within the
template. Because each region has different needs for their
ads, we are hoping this will be a collaboration between , | 4
regions and the national team to help infuse our limitless Your future WERS SeRtION

. . ) . . Pt takes you, we'll help
narrative in ad copy that is created for additional versions. ﬂf’ma"ds it '"f'ts' make it happen.

" .

Mars
“ AAAAA Your future is limitless.” Your future is limitless.

Marsh & McLennan Agency LLC 66



Brand in action

Advertising (image driven) — national use

A collection of pre-made national advertisements are available that have photography selected to work well with the color
block concept. These templates are for national use only.

MarshMcLennan
Agency

Your future
demands
no limits.

Succeeding on your terms takes more than ambition, talent, and
hard work. It takes a partner that's committed to helping you
overcome all the complexities and challenges life throws at you.
A partner that leverages the power of the world's largest risk
management, strategy, and benefits firm — and is a part of your
world, too. A partner like Marsh Mctennan Agency.

At Marsh McLennan Agency, we're built to heip you meetthe
future without limits.

See how we can help you thrive at MarshMMA.com

Your future is limitless.

Marsh & McLennan Agency LLC

future success
by removing

all obstacles.

You already built something incredible. When you're ready to
elevate your business even higher, you need a partner who can
give you a platform for scale and even greater success.

A partner with the strength and resources of the world's
largest risk management, strategy, and benefits firm. A partner
‘committed to building a network of accomplished brokers.

A partner like Marsh McLennan Agency.

See how we can help your business go further at MarshMMA.com

Your future is limitless.”

MarshMcLennan
Agency

demands
no limits.

Succeeding on your terms takes more than ambition, talent, and
hard work. It takes a partner that's committed to helping you
overcome all the complexities and challenges life throws at you.
A partner that leverages the power of the worlds largest risk
management, strategy, and benefits firm — and is a part of your
world, too. A partner like Marsh McLennan Agency.

At Marsh McLennan Agency, we're built to help you meet the
future without limits.

See how we can help you thrive at MarshMMA.com

Your future is limitless.”

MarshMcLennan
Agency

Your future

demands
no limits.

Succeeding on your terms takes more than ambition, talent, and
hard work. It takes a partner that's committed to helping you
overcome all the complexities and challenges life throws at you.
A partner that leverages the power of the world's largest risk
management, strategy, and benefits firm — and is a part of your
world, too. A partner fike Marsh McLennan Agency.

At Marsh McLennan Agency, we're bullt to help you meet the
future without limits.

See how we can help you thrive at MarshMMA.com

.

Your future is limitless.”
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Brand in action

Advertising (headline driven)

MarshMcLennan
Agency

Wherever
ambition takes
you, we'll help
make it happen.

Ambition, talent, and hard work are the keys to success. So is being a
part of a team that helps you grow your skills, take on new challenges,
and build your career on your terms. A team with the scale of a global
leader and a culture of respect and entrepreneurialism. A team like
Marsh McLennan Agency.

See how we can help your career grow at MarshMMA.com

Your future is limitless.”

Marsh & McLennan Agency LLC

MarshMcLennan
Agency

Your futu
demands
no limits.

Succeeding on your terms takes more than ambition, talent, and hard
work. It takes a partner that’s committed to helping you overcome

all the complexities and challenges life throws at you. A partner that
leverages the power of the world's largest risk management, strategy,
and benefits firm — and is a part of your world, too. A partner like
Marsh McLennan Agency.

At Marsh McLennan Agency, we're built to help you meet the future
without limits.

See how we can help you thrive at MarshMMA.com

Your future is limitless.

MarshMcLennan
Agency

Accelerate your
future success
by removing

all obstacles.

You already built something incredible. When you're ready to elevate your
business even higher, you need a partner who can give you a platform for
scale and even greater success. A partner with the strength and resources of
the world's largest risk management, strategy, and benefits firm. A partner
committed to building a network of accomplished brokers. A partner like
Marsh McLennan Agency.

See how we can help your business go further at MarshMMA.com

Your future is limitless.”
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Brand in action

Brochure

“ MarshMcLennan
Agency

; Wherever your Contents

.‘r = ; A ambition takes 01 What matters to you? 04
". aking sense of an uncertain worl
A . you, Marsh 02 Making f id 08

03 Risks and rewards 10

McLennan Agency o — .2

Jnse
. - l\ ot
. . ' ’ ' o is your partner 05 How we can help 18
- £ for the moments I 5
‘. s o that matter.
The powe
» to thrive. *

How can we help? Globalscalewth 3ol touch, Marsh Melnan

8

Agency 9! P
of America’s largest insurance brokerage with local
insight and hands-on service.

For your business

Cyber liability

It's not if, but when. And for too many businesses, it's “What
now?” Fortunately, Marsh McLennan Agency has you covered

Chart 1.41: Ransomeware on the rise

X%
x0% X% 3
I ) I i

Chart 1.42: A surge in spyware

Understanding the risk What y

Quantitying the damage

Lorem of
the

2%

Marsh & McLennan Agency LLC



Brand in action

Long form thought leadership report

MarshMcLennan
Agency

Headline for
new section

ubheadiine goes here

Contents

il

Aborem it voptae
verum faccab itusyg

0

i 85

bk Nequi tem R &k uga. Ita pro blabo. Et eossi E::,‘L'Lﬁg;
inctatet qui * doloremodi rem exceatquas explit A
cuptio od n i 9 I = — . offic tendis sint eati sunt quae :
eatquam = ver:nimi, offic te p_quuodi ide_lic tem =
apiet, quo moloribusam quis doles ¥,
usapelest. .« ©

mos sunt que et volum quodis
anit mint quia dessit delibus,
officia simintur, quo te nus
digende ndipid mo ommolore
illorpor di te repudam.

6/107 —_—— as rempedis et, in pliciur.
72% =5 ML

"
MarshMcLennan

Headline for h occus dotesed ipsunt 2 Agency
ipsae eaquia nusam

new section rios magnit posandh
e res rem et facepe

o as sus sandae pres
modi culparunt.
Atatio eosserrum
repelit quo estet qui
dolorpos eumende
bissit volorest, iur?

Etur? Hiliquam ipiensed
et, num ducida dem
dolupta turerfis volos
nusdae doloribus.

kkQuote imelkad
quaec turessimio
rerisim velec.

Marsh & McLennan Agency LLC
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Brand in action
Short form thought leadership report

1-column

@B anisctonnan future i Bonitloss.”

Oloreperfero et ipici ;L‘Imrr: tipsurv‘-
olor sit amet,
bla dolore por mo que CSecIChie

debitionsed tusaperum adipiscing

p . elit, sed diam
nonummy
nibh euismod
tincidunt
ut.Nullignimi,
con es qui
dolor sum
quostio.”

“Lorem ipsum
dolor sit
Lorem ipsum
dolor sit amet,
consectetuer
adipiscing

elit, sed diam

nonummy
nibh euismod
tincidunt ut.”

Marsh & McLennan Agency LLC

“Lorem ipsum
dolor sit amet,
consectetuer

adipiscing elit,
sed tincidunt
uation suscipit
lobortis nisl ut
aliquip ex ea
commodo.”

“Lorem ipsum
dolor sit amet,
consectetuer
adipiscing
elit, sed diam

nonummy
nibh euismod
tincidunt
uation suscipit
lobortis nisl ut
aliquip ex ea
commodo.”

2-columns

MarshMcLennan Your future s Bmitess

Oloreperfero et ipici bla dolore
por mo que debitionsed

MMA by the
numbers

610

Copees e vtun m et vt

World class.
Local touch.

Oloreperfero et ipici bla dolore por mo que
debitionsed quatempos rerspitae pos mos ve.

—

“Oloreperfero et ipici
dolore por mo que pos
vel ma dollam ipsam.”

o

With cover

Oloreperfero

ipici bla dolore

por mo que

Quatempois rersplate pos mos vel

MMA by the
numbers

610

Copemsatr vl i certam it
Prossiaotaiviriissar

World class.
Local touch.

ot ———

6.2

s o v e ot

Oloreperfero et ipici bla dolore por mo que
debitionsed quatempos rerspitae pos mos ve.

—

“Oloreperfero et ipici
dolore por mo que pos
vel ma dollam ipsam.”
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Brand in action

Social media

Xlga gr;;/chennan Your future is limitless.*

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit

Lorem ipsum dolor sit amet, consec dolor lorem

MarshMcLennan

Agency Your future is limitless.”

Lorem ipsum dolor
amet, consectetuer 4
adipiscing elit |

Lorem ipsum dolor sit
amet, adipiscing elit

Marsh & McLennan Agency LLC

MarshMcLennan
Agency

Lorem ipsum
consectetuer

adipiscing elit

Lorem ipsum dolor sit
amet, adipiscing elit

MarshMcLennan
Agency

CAREER FAIR/TRADESHOW/PROUD SPONSOR

Lorem ipsum dolor
sit adipiscing elit

Month Day, Year
12pm-1pmET

Your future is limitless.”

3rd party logo/
featured speaker headshot
(remove gray circle
after inputting logo into
this space)

06

& Like ® Comment ) Repost

- Marsh McLennan Agency
S 166,246 followers
we®
Minimize your #risks of tornadoes and other #SevereWeather events with our
Catastrophe Resource Center. Get the tools to help you respond to emergencies
and protect what matters most. :/[bit.ly/3Tjiblg

MarshMcLennan
(-] Agency

Prepare your business and
your family for tornadoes
and severe weather threats.

O3

ke omment 0 Repost
S Lik c 2R

=Y Marsh McLennan Agency
e 166,246 followers
2w-®
Don't miss our webinar tomorrow at 2:00 pm, ET. Learn how to strengthen your
cybersecurity strategy and gain insights into #CyberSecurity education and best
i /[bit.ly/4310XqP ili

MarshMcLennan
Agency

BUSINESS INSURANCE WEBINAR

Strengthening Cybersecurity:
Insights from the Cyber
Resiliency Network

© Kayla Greenwald and 6 others 3 reposts

& Like & Comment ) Repost <7 Send

i Marsh McLennan Agency
e 166,256 followers
2w ®
Qur Investment Due Diligence team is providing key market insights in an on-
demand webinar- now live! https:/finkd.infeaqfnbAJ




Brand in action

Email headers

MarshMcLennan MarshMcLennan

[E'E Business Insurance . Agency Agency

Headline would go

right her

Project & Initiative
Updates

Workplace Excellence:

Optional subheadline here we want to hear from you
—Trndl

Trindl Reeves
Chief Sales Officer / Principal

-’:‘9— Employee Health & Benefits

N ews a n d U pd ates :;F:;: 22?:1iiaepel molupta quossim doluptasinus que Hersnwctennan

aliatur sima quo te voluptate enestio rumquis dolupta tempos qui simus, si vel
eatus dolupta asperum quos expelenet facest, quaspitaspit rem nonseceaquis aut
facerro blab idebist re nullaborro quae consequis expla dolorum utendunt plis
cus parumquas quam ipis eum ut ut facimaxim ius, atendempor maionsectis est
volorpostiur aut es audam, quidi de voloreped eaquisciis reperferum, tendel molorit “W
molum fuga. Tem que pore nis aute corisquos voluptam ra dionse videbis sint.

Download our

idus aute con nonsequas dita doleces velibust ilibusci soluptate con et eturiorem

qui blaceperum quaturio cuptatem faccabores explitis dolum expe perchil il explab
iuntem volorendus ates I‘epo -
-
stem Maintenance e volumet ex ¢

Endendi andignis in nisquam id militio nsecepe litatem oluptatem recuptiur aut
wolum que pos venisci od ma nenet autature conserurn ea simenes et assimi, veri
dolut que et digenis ne nullatem. Itature rae. Icae labore es volores tisque quam
debiti sitiuritatur aliaect enimolorum ulpa doloribus rero ium volorum ideliquatio quo
iuntur, velite peles endianditio et dolorporepro dolore consed qui conse quas rat res
suntinci comnis modis mincit, sae. Nam harchicitium idus, si iunt quas aut miliquam
qui con con evellic ienimo qui atur sustias minvel il estibus remporro beaquiscil incil

il maio. Apero mos et que est, il int excea corro vellecu llantinulla ni aperum qui
similique nimincto optaspe rundis parunto int.

Employee He:
"&O:imﬂts Trends

To beribus estio. Et valore paruptatur? Qui qui corum volut lacid maximagnit, sapiet
fugia nestrum dolupta turendus ipsaper chiliti onsequae con eiumquid uta nonecte
mporis aut ute experor sum ant ento mossitius, que quunducia cus.

@J Gradients should not be used in headlines for email headers. Please use solid colors for headlines.

Marsh & McLennan Agency LLC



Brand in action

PowerPoint sections

Divider slides

This is a divider slide

Quote/callout slides

This slide is for
divider, statement
or takeaway.

Important notes

Please do not add gradient text to any internal slide headlines. Headlines
should always be dark blue. Gradient text can be used on the cover,

callouts, quotes, and stats.

Try to maintain small files sizes for PowerPoints by not importing high-

7

This is example
of a quote slide. yy

Name, Title

Content slides

Agenda using icons

Lorem ipsum i aien
ipsum dolor sit amet, consectatur

dolor sit amet e

Lorem Ips

Lorem ipsum dolor
sit amet,
consectetur
adipiscing elit.

Wave graphic
Vi animaton

Avial 18pt bold header
Asial 18pt bold header vt 156t wt, Lovom s her
At 16t o o4 et compeciens

Statistics 2

78% 15% 86%

Lorem Ipsum L n Lorom

conectstu sdpiscing e sed 6o cansacan 1. 500 60

Column bar chart 1

Chart Title

Lorem ipsum
dolor sit amet
adipiscing elit

Hub and spoke

resolution pictures. If the file size is too large with pictures, the “compress
pictures” panel within PowerPoint can be used to reduce the file size.

Marsh & McLennan Agency LLC 74



Brand in action

Leadership and standard bio templates

Leadership bio Colleague bio

MarshMcLennan

Your future is limitless.”

FirstName LastName

Title, Marsh McLennan Agency

“A famous quote that resonates with the leader

goes here.” — Quote author

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea commodo
Duis aute irure dolor in rep in
voluptate velit esse cillum dolore eu fugiat nulla pariatur.
Excepteur sint occaecat cupidatat non proident, sunt in
culpa qui officia deserunt mollit anim id est laborum.

Lorem Ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna afiqua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in reprehenderit in
voluptate velit esse cillum dolore eu fugiat nulla pariatur.
Excepteur sint occaecat cupidatat non proident, sunt in
culpa qui officia deserunt mollit anim id est laborum.

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do elusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea commodo
Duis aute irure dolor in rep itin
voluptate velit esse cillum dolore eu fugiat nulla pariatur.
Excepteur sint occaecat cupidatat non proident, sunt in
culpa qui officia deserunt moliit anim id est laborum.

About Marsh McLennan Agency

@ Get to know me

T+1514 8556705

M +1514458 1844
Colleague.Name@MarshMMA.com
MarshMMA.com

Education and certifications
Degree/certification/etc.
University Nome

Fun fact

Lorem ipsum dolor sit amet, consectetur

aliqua. Ut enim ad minim veniam, quis
nostrud exercitation ullamco laboris nisi
ut aliquip ex ea commodo consequat.

MarshMcLennan
L prciy

Marsh & McLennan Agency LLC

Agency

Firstname Lastname

Job title | Division

You can use this space to fill in a few paragraphs and bullet points about your
job experience, educational background, skills and more.

To add your headshot in the column to the right, click on the blue square and
9o to the Drawing Tools > Format tab in the top right of the ribbon. Choose
Shape Fill > Picture. Browse for your picture on your computer and click
Insert. Now, click on your picture square and go to Picture Tools > Format in
the top right of the ribbon. Click Crop > Fill and your picture will be resized to
fit proportionally in the square. You can move your picture around in the
square to find the best fit. If you have any issues adding your photo to this
page. please reach out to your local MarComm team

Subhead

« Bullet
« Bullet

Marsh & MeLonnan Agency LLC

headshot

Colleague name

Marsh McLennan Agency
T+ 1514 855 6705

M+ 1514 458 1844
Cotleague.Name@MarshMMA.com
MarshMMA com

About Marsh
McLennan Agency

" ennan A M
provides business insurance,
employee health & benefits,
relirement, and private client
insurance solutions o
organizations and individuals
seeking limitess possibites.

With 15,000+ colleagues and 300+
offices across the United States,
and Canada, MMA combines the
personalized service model of a
focal consultant with the global
resources of the world's leading
professional services firn, Marsh
McLennan (NYSE: MMC),

A business of Marsh McLennan
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Brand in action

Email signature

Only use Arial for email signatures and refrain from using cursive or other
fonts that look like signatures. Please use “|” to separate information.

No colors outside of MMC Dark Blue and core blue hyperlinks should be
used. Only use approved MMA logo (no stretched logos or icons.) Make
sure to separate co-branded logos with a 1pt line rule.

For a clean format, do not add quotes, Insight colors, headshots or
credential seals. All additional images and statements should go below the
signature and never above the person’s name.

Acceptable additions to your email signature:

MMA logo, co-branded logo, or legacy agency logo

State-mandated agency license number (California)

A resource link (COVID-19 resource page, LinkedIn profile, office map...)
Best Places to Work logo, or similar award

Customer thermometer buttons

Upcoming holiday closures or PTO (temporary)

Marsh & McLennan Agency LLC

Employee Name (Optional pronouns), Accreditations
Job Title, Designations (if applicable), Optional Practice Area
T +1212 3456000 | M+1 212 345 0001 | F +1 212 345 0001
Address 1 | Address 2 | City, State | Zip
First.Last@MarshMMA.com | MarshMMA.com

Facebook | Instagram | LinkedIn | X | YouTube

MarshMcLennan
Agency

A business of Marsh McLennan
Marsh & McLennan Agency LLC

Please see our Privacy Notice.
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mailto:First.Last@MarshMMA.com
http://www.marshmma.com/
https://www.facebook.com/LifeatMMA
https://www.instagram.com/lifeatmma/
https://www.linkedin.com/company/marsh-mclennan-agency/
https://twitter.com/Marsh_MMA
https://www.youtube.com/channel/UCN8Wd0k_PW9H_UcAxTb470Q
https://www.marshmma.com/us/privacy-notice.html

Brand in action

Stationery

Letterhead

MarshMcLennan
Agency Your future is limitless.”
A business of Marsh McLennan Employee Health  Business Private Client  Retirement
&Benefits Insurance  Services &Wealth

Marsh & McLennan Agency LLC

News release

MarshMcLennan Marsh McLennan Agency

Agency 360 Hamilton Avenue | Suite 930
White Plains | NY 10601
T+1914397 1600

News release

Contact Contact Contact
PR coordinator name

Phone number

Email

This is the main headline where you share the main point of the content [12 pt. Bold]
Subhead provides supporting point for headline (optional) [10 pts Bold]

City. Month, Date, Year — Optional first mention of Marsh McLennan Agency should read: . (NYSE: MMAY), [10 pts]

Use inverted pyramid to share most i quotes and subheads, graphics and website URLs

as relevant and needed

portant information spokesperst

About Marsh

is the world's leading insurance broker and risk advisor. With over 45,000 colleagues operating in 130 counts

commercial and individual cients with data-driven risk solutions and advisory services. Marsh is a business of
MMC), the world's leading professional services firm in of risk, strategy and people. With annu

Marsh McLenn:
M

helps clients navigate an increasingly dynamic and complex [

ugh four ma
n. For more information, visit mme.com, follow Linkedin

Dl

About Marsh McLennan Agency

Marsh McL MMA) provides business insurance, employee health & benefits, relirement & wealth, and private client
o anizations and individuals seeking limitless possibiiities. With 15,000+ colleagues and 300+ offices across the
United State and Canada, MMA combines the personalized service model of a local consultant with the global resources of the world's

leading professional services firn, Marst MMC)

Your future is limitless.”

A business of Marsh McLennan

Promotional swag

MarshMcLennan
Agency

-
— —
Your future MarsaMcLanan
is limitless.” Lo

“ MarshMcLennan
Agency
Your future i Smwtions.”

o
;

\ 4
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Brand in action

Business cards

Our business cards come in five
colorways all in one box to showcase
our expressive and diverse brand.

Our preferred national print vendor is
Taylor Communications. Nationally
approved business card templates,
including alternate versions for
Retirement and California, are
available for ordering on their print
portal, SmartWorks.

If your region is working with a local
print vendor, please reach out to the
national design team for artwork.

Marsh & McLennan Agency LLC

MarshMcLennan
Agency

Colleague Name, ACRED (optional pronouns)
Colleague Title | Practice Group or Division
(Optional Line 2)

Your future is limitless.”

T +1 555 555 5555 | M +1 555 555 5555
Colleague.Name@MarshMMA.com

A business of Marsh McLennan
3 » MarshMMA.com

Core blue/light blue colorway — front and back

“ MarshMcLennan
Agency

Colleague Name, ACRED (optional pronouns)
Colleague Title | Practice Group or Division
(Optional Line 2)

Your future is limitless.”

T +1 555555 5555 | M +1 555 555 5555

Colleague.Name@MarshMMA.com Marsh McLennan Agency

1234 Street Name | Suite 000
23,

A business of Marsh McLennan
o City Name | State 12345 MarshMMA.com

Pink/orange colorway — front and back

MarshMcLennan
Agency

Colleague Name, ACRED (optional pronouns)
Colleague Title | Practice Group or Division
(Optional Line 2)

Your future is limitless.”

T +1 555 555 5555 | M +1 555 555 5555
@Ma

Marsh McLennan Agency
1234 Street Name | Suite 000
City Name | State 12345 MarshMMA.com

Turquoise/light teal colorway — front and back

MarshMcLennan
Agency

Colleague Name, ACRED (optional pronouns)
Colleague Title | Practice Group or Division
(Optional Line 2)

Your future is limitless.”

T +1 555555 5555 | M +1 555 555 5555
Colleague.Name@MarshMMA.com

A business of Marsh McLennan
% MarshMMA.com

Purple/pink colorway — front and back

MarshMcLennan
Agency

Colleague Name, ACRED (optional pronouns)
Colleague Title | Practice Group or Division
(Optional Line 2)

Your future is limitless.

T +1 555555 5555 | M +1 555 555 5555

Colleague.Name@MarshMMA.com Marsh McLennan A

gency
1234 Street Name | Suite 000
23,

Abusiness of Marsh McLennan
. City Name | State 12345 MarshMMA.com

Orange/yellow colorway — front and back
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Tradeshow and SWAG

Examples of tradeshow booths, promotional materials, and SWAG for giveaways

Tradeshow booth materials

Lo

What'’s your
limitless?

MarshMMA.com

Tackle the
unknown with
an insurance
Partner
invested in
Your success.

F.J|ar5’1 Mclennan
Agency can help,

MarshMclLennan

Agency

Your future is limitiess.”

@ Tradeshow booth materials can be ordered in the Geiger store.

Marsh & McLennan Agency LLC

Promotional materials SWAG (giveaways)

MarshMcLennan

i ; Win Apple
Airpods Pro!

Join us for our upcoming event!

MarshMcL
Agency

We hope you'll join our Employee Health & Benefits experts at booth #98 to learn how
Marsh McLennan Agency (MMA) can provide employee benefits solutions for your
organization. We will also be sponsoring Hut Acacia on Wednesday, September

20, from 7:30-9:00 pm.

We look forward to seeing you at Ohio SHRM 2023!

Dana Gore

Vice President, Employee Health & Benefits
Dana.Gore@MarshMMA.com
216.532.6144

Nick Bellanca

Vice President, Employee Health & Benefits
Nick Bellanca@MarshMMA.com
858.349.4151

Michael Cunningham

Vice President, Employee Health & Benefits
Michael.Cunningham@MarshMMA.com
440.653.0228

Booth #98

Ohio SHRM

conference
September 20-22, 2023

Sandusky, OH
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MMC Templates Toolbar

The Marsh McLennan templates toolbar in each
of the core Microsoft Office applications is an
essential toolset for creating on-brand
documents, presentations, and spreadsheets.

The toolbar provides helpful functionality for
creating letters, memos, reports, and on-screen
presentations, making it easy to stay on-brand
and enhance your presentations, documents,
and spreadsheets through access to a range of
approved images, icons, and libraries.

For more information about the MMC Template
Toolbar, click here.

For the MMA U learning track, click here.

Marsh & McLennan Agency LLC

File Home Insert Design Layout References Mailings Review View plates
El IQ[EJE]EJ B ol B D EEHE B 28 3, 2238

atted  Letter Memo  Vertical Ho re MMA Portrait MMA Blue MMA Blue | Image Icon Smart | Format Document Paper Information
uuuuuuuu t Re;, Rq Dmmnw\h - Report Header  Sidebar Part Table  Options Size v MMC Styles  ~ v
New Documents es orm tyles Unilities

File Home Insert Design Transi tions Animatio Slide Show Review View Elam
(=2} 2 = [ @.IEE%@/-@N

169 Edit  New Renumber = Semple Image fcon | Format  Remove Copyright  File FixOld | Edit  Help Abou
Presentation Cover Divider Dividers | Slides Ibl Plac r olders ¥ Reference Slides | Profile

New MMC Presentations|  Covers and Section Dividers |~ Librari 3 Format information

Insert  Pagelayout  Formulas  Data  Review  View | MMC Templates
BB B Exw O B RO

New Branded Insert  Format Format Format Headers/ Disable Edit Help About
Workbook Cover Sheet Tblm hart Footers Add-in Profile

NewMMCWorkbooks | Format
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https://brand.marshmma.com/document/754#/-/mmc-templates-toolbar
https://www.mymmaportal.com/colleague/s/learning-plan-detail-standard?ltui__urlRecordId=a4bVt000000cI5ZIAU

MMA brand portal

Marsh McLennan Agency and Marsh McLennan
businesses have built a robust brand portal for
colleagues to access brand guidelines, templates
and brand assets.

All colleagues have access to the main brand
portal. A separate Designer tab is available for
MarComm colleagues as a resource for the
latest design templates, extended guidelines
and additional design elements.

https://brand.marshmma.com

Have questions? Reach out!

Erin.Quigley@MarshMMA.com
Rachel.Katz@MarshMMA.com

Debbie.Neff@MarshMMA.com

Marsh & McLennan Agency LLC

Agency

Marsh McLennan Agency
Guiding Principles

A brand is more than logo. It's how we speak, look, and feel.
It represents the values we hold and the solutions only we
can provide. Learn more about the MMA brand.

Brand Guidelines

The collective Marsh McLennan brand is one of our most powerful assets. It expresses our unique approach consistently,

helps attract the best talent, and sets our culture and our business model apart.

MarshMcLennan Home Ourbrand Brand Guidelines v  Assets v  Contacts Virtual event toolkit ~ For designers | Morev Q

Gradients

Add dimension and emotion with
an impactful color treatment.
Explore our gradient options.

Logos
Find a format that fits your design
needs.

2WTRE Photography

83


https://brand.marshmma.com/
mailto:Erin.Quigley@MarshMMA.com
mailto:Rachel.Katz@MarshMMA.com
mailto:Debbie.Neff@MarshMMA.com

MarshMcLennan
Agency

A business of Marsh McLennan

Your future is limitless

MarshMMA.com

This docum_e,nt’l’é'not intended to be taken as advice regarding any individual situation and sheuld not be relied upon
LLC shall have no obligationto update this publication and shall have no liability to
contained herein. Any statements concerning actuarial, tax, accounting or

relied upon as actuarial, accounting, tax-or legal advice, for which you

are subject to inherent uncertainty and the-analysis could be materia

inaccurate or incomplete or should change. d/b/a‘in California as
Marsh & McLennan Agency LLC. All rights reserved. MarshMMA .co




	Slide 1: Visual Style Guide
	Slide 2: Visual Style Guide
	Slide 3: Visual brand expression
	Slide 4: Visual brand expression
	Slide 5: Visual brand expression
	Slide 6: Logo usage and tagline
	Slide 7: Logo usage
	Slide 8: Logo usage
	Slide 9: Logo usage
	Slide 10: Logo usage
	Slide 11: Logo usage
	Slide 12: Logo usage
	Slide 13: Logo usage
	Slide 14: Tagline
	Slide 15: Typography
	Slide 16: Typography
	Slide 17: Color palettes and gradients
	Slide 18: Color palette
	Slide 19: Color palette
	Slide 20: Color palette
	Slide 21: Color palette
	Slide 22: Color theory
	Slide 23: Gradients
	Slide 24: Gradients
	Slide 25: Building gradients
	Slide 26: Building gradients
	Slide 27: Gradients in data and text
	Slide 28: Graphic devices
	Slide 29: Graphic devices
	Slide 30: Graphic devices
	Slide 31: Abstract illustrations
	Slide 32: Abstract illustrations
	Slide 33: Abstract illustrations
	Slide 34: Flat illustrations
	Slide 35: Flat illustrations
	Slide 36: Flat illustrations
	Slide 37: Flat illustrations
	Slide 38: Flat illustrations
	Slide 39: Flat illustrations
	Slide 40: Flat illustrations
	Slide 41: Iconography
	Slide 42: Iconography
	Slide 43: Functional icons
	Slide 44: Functional icons
	Slide 45: Functional icons
	Slide 46: Thematic icons
	Slide 47: Thematic icons
	Slide 48: Thematic icons
	Slide 49: Iconography
	Slide 50: Photography
	Slide 51: Photography
	Slide 52: MMA custom photography
	Slide 53: Photography
	Slide 54: Photography
	Slide 55: Photography
	Slide 56: Photography
	Slide 57: Photography
	Slide 58: Campaign art
	Slide 59: Campaign art
	Slide 60: Campaign art
	Slide 61: Campaign art
	Slide 62: Program branding
	Slide 63: Program branding
	Slide 64: Program branding
	Slide 65: Brand in action
	Slide 66: Brand in action
	Slide 67: Brand in action
	Slide 68: Brand in action
	Slide 69: Brand in action
	Slide 70: Brand in action
	Slide 71: Brand in action
	Slide 72: Brand in action
	Slide 73: Brand in action
	Slide 74: Brand in action
	Slide 75: Brand in action
	Slide 76: Brand in action
	Slide 77: Brand in action
	Slide 78: Brand in action
	Slide 79: Tradeshow and SWAG
	Slide 80: Tradeshow and SWAG
	Slide 81: Resources
	Slide 82: MMC Templates Toolbar
	Slide 83: MMA brand portal
	Slide 84



