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JLT Employee Benefits

www.jifgroup.com

Brand identity refresh for one of the world’s largest
providers of insurance, reinsurance and employee benefits
related advice, brokerage and associated services.

| worked with the feam at JLT Employee Benefits and
Wealth Management for three months to help develop
the new brand identity create a consistent presentation
across a wide range of applications including®;

- Brand cards
- Brochures
- Promotional items
- Folders
- Presentation materials
- Exhibition graphics
- Corporate website
(launch due in December 2014)

* and chocolate!




JLT Employee Benefits

Brand cards

12 A5 cards in slipcase with white foll
blocked logo. Cards printed litho four
colours. Matt laminated on the
image side.

Each card has a full bleed image

on one side with a description on

the back explainig how the brand
is applied.

A total of 2,400 were printed and
sent to all employees in the UK
together with a branded chocolate
bar with a wrapper in one of six
corporate colours.

Feedback was very positive and was
followed by requests from centres
for publications and applications to
feature the brand card images on
promotional materials.




JLT Employee Benefits

AJIT

EMPLOYEES ~ —
BENERS o=

OUR BRAND OUR BRAND STORY

OUR VISUAL TOOLS

OUR LOGO

OUR GRAPHIC DEVICE

OVERVIEW

ol D

THE CORE IDEA

BEYOND

‘What we do, what we say and how we behave.

WHO WE ARE AND HOW
WE PRESENT QURSELVES

‘Our brand defines who we are and how we prasent
ourselves to the word.,

WHO ARE WE?
Our visual identity is the visual expression ol our brand. ALILT win sea beyond today.
it’s what makes us memorabie and sasy 10 recognise as
a busingss.

Our visual assets construct our visual identity, creating
a distinctive expression and bringing our brand to e,

Our tone of voice brings clarity to our communications
through consistant, clear and effective messaging.

collaborating, acting with figour
and beng agie.

haw we can help you, though
& different fens. [ts when yoo
win that we know we have
succeedsd,

BRINGING OUR BRAND IDENTITY TO LIFE

Qur visual identity includes a number of visual asssts that
are used together to create our distinctive look and feel.

Logo Graphic device and annotation
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LT understancs what's
importantin your word
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CONSISTENCY IS THE KEY
Our logo is a key part of our visual identity and features
prominently on all our materials. It is strong, simple and

recognisable. The design emphasises our brand name
“JLT', while the red symbol adds visual impact.
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Key points.

- Where possible use the logoin ~ ~ The black and white kogo
colour 10 daliver & combination ersions should only be used
of biue, red and while. when colour is not avalble.

- To heip protect our logowe have - Abways usa our offcial logo
defined & clear space area anworks and do not distor,
around it KNown as the exciusion acant or a0d to tham in any way.
zone. No ather fype o graphic:
elements should appear within t,

BEYOND THE EXPECTED SOLUTION

A key part of our visual identity is how we highlight the
‘ways in which JLT recognises what's important. We do
this using our graphic device and annctation ine. To aid
legibility on images, the line device can be combined with
transparent tinted panels behind the type.




JLT Employee Benefits

Brochures. 1

Examples showing the range
of product brochures and
presentation materials produced.

The Canary Wharf Group
proposal included an A4
brochure packaged in

a bespoke folder with @
presentation document with
matching covers and slipcase.

Wealth Matters is a quarterly
newsletter.

Documents range from a single
sheet to a 48pp brochure.

CANARY WHARF GROUP
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JLT ROAD TO
RETIREMENT

JUT WEALTH MANAGEMENT
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CORPORATE
GOVERNANCE
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WEALTH MATTERS
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JLT Employee Benefits

Brochures and fact sheets.2

Product leaflets 6pp gatefold
and examples of case study
data sheets. All documents are
covered by financial services
guidelines and compliance.
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INCOME PROTECTION

Enhanced Group Income Protection Proposition
Key features and services

RISK REDUCTION

JLT EMPLOYEE BENEFITS PRODUCT HFORMATION
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and ncreesing bulk ety prices (at least when assessed in monay
TBTS). Howener, 1his 008 ot Sty iNBCoN - rather acton and
novation
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LIFE ASSURANCE

Enhanced Group Life Assurance Proposition
Key features and services

RISK REDUCTION

JUT EMPLOYEE BENEFITS PRODUCT INFORMATICN

FLEXIBILITY AT -
RETIREMENT

Urioss 4 patics want 10 1 4 detned beneft pension 5chema
unti soner dies, a for every

berefit scheme in e UK (o the disaster of 3 131 o fhe PPF]

But this clashes with the cument realfty of strained funding ievels.
and incragsing bulk sty pices [t least when assessed in monay
fBrms), Howswer, his doss not justily inaction - rathar acton and
rmovation,

LIFE ASSURANCE

Enhanced Group Life Assurance Proposition (Zurich)
Key features and services
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RISK REDUCTION

LT EMPLOYEE BENEFITS PROCUCT NFORMATION
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FLEXIBILITY AT -
RETIREMENT

Uriess all pates want 10 run a defined Daneft pansion schema
unti the st pansicnsr dies. & buyout es aneadfor evay defned
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Brochures and proposal documents

Top:

Conference brochure for annual
event hosted this year in London and
aftended by senior executives from
global offices.

The brochure was 60pp with profiles
of all the delegates and each
country where the group operates.
100 copiies printed digitall.

Bottom:
Rebranded specification sheet
for specialist product.
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Folders

Folders featuring three brand images
for presentations and proposal
documents. The choice of image
depending on the sector proposal.

These were designed with a magnetic
locking device to ensure the contents
stay secure. Produced initially in
auantities of 1,000.

Back:
Showing magnetic disc

Inside:

12mm capacity pocket
secured at top and bottom

Back:
Showing tab fastened from front
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Exhibition stands

Used at roadshows
and conferences




Christrnas party invitation

Invitation to the JLT Employee Benefits
Christmas party sent online via the
JLT infranet.

The theme was glitz, glamour and
James Bond. The venue for the party
is a former bank vault.

" FOR YOUR
EVES ONLY

YOU ARE CORDIALLY INVITED
TO THE JLT CHRISTMAS PARTY

The Vault and
Club Lounge,
Revolution,

Leadenhall St
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