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GROW with SAP Awareness and Demand Gen Campaign Assignment:
Creative Strategy Brief & Mood Boards

Grow with SAP Awareness Campaign

What is both the objective and the specific problem we’re trying to solve?
The Objective: To reposition SAP as being a relevant, go-to ERP partner for mid-market
companies and organizations through the GROW with SAP solution.

The Challenge: SAP is perceived as being cost-prohibitive and difficult to navigate its
portfolio of products and solutions (e.g, SAP Business ByDesign, SAP Business One, etc.).
Additionally, SAP is seeking to overcome the following market perceptions:

Legacy impressions as not being relevant or accessible; SAP is historically known for
working with only the largest of enterprises as an on-premise vendor.

Difficult to implement, update and use; SAP is also seen as complex, time-consuming and
costly in getting the solution up and running.

What is the key insight driving the campaign strategy?

Mid-market companies don’t like being called “mid.” They also believe that complexity in
ERP technology and extended time-to-value implementation plans impede their ability to
focus on growing the business. They are doing the best they can as they expand their
product set, service customers while their teams are working with a mixed bag of on-
premise ERP, to cloud-based finance and planning to disconnected CX tools that do their
job, but are not delivering optimal value.

Bottom-line: Mid-markets are using tools and technology that do not talk to each other

and not allowing the business to accelerate their growth by freeing up their teams to focus
on the work that matters. They have outgrown their existing systems.
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The Solution:

GROW with SAP allows mid-market companies seeking a “fit-to-standard” ERP
customization strategy that allows allows SAP to meet them where they are so they can
continue to grow; avoiding extended implementation timelines and complexities.

The emphasis is on speed, predictability, and continuous innovation; three areas relevant to
the business and technology needs of midmarket companies.

Target Personas:

- CEO, CIO, CFO, LOB Leadership / What they care about:
Total Cost of Ownership / Time-to-Value / Ease of use and adoption/ ROI calculations
from a corporate and LOB perspective

Directors, VP of IT and Systems / What they care about:
Ease of implementation and integration / “Up and running” time / Technology roadmap
and future-state planning

- Think/ Feel/ Do: We want the customer/prospect...
Ease of implementation and integration / “Up and running” time / Technology roadmap
and future-state planning

— To think about SAP in a new way; as a relevant cloud ERP partner who gets them;
meeting them where they are in their journey.

— To feel a sense of surprise and delight with a dash of wit and imagination as an
enterprise brand that understands the entrepreneurial spirit of the mid-market
customer.

— To connect to our success stories, our thought leadership and targeted virtual and
in-person events.

Q



01. Grow with SAP Awareness Campaign: Creative Moodboard

Out-of-Home Advertising LinkedIn Advertising

-
/ vy SAP

Experiential Marketing

Outgrown
your ERP?

Great growth takes SAP.

Growth is great,
until it isn’t.

‘When your ERP, Inventory Management
and HCM don't talk to each other, that's

a growing pain worth fixing.

ot 0 Drmimer

Ake @Dcomment ) Share

Digital Advertising

Since when was

growth a problem?

Great growth takes SAP.

awowvinse AP
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GROW with SAP Awareness and Demand Gen Campaign Assignment:
Creative Strategy and Content Idea for Demand Generation Campaign

Grow with SAP Demand Gen Campaign

The Ask: To activate/promote the offer across various channels including paid, with intent
to foster meaningful interactions and guide prospects to conversion. Ensure that your
choice of tactics channels and creative direction are directly informed by the provided
Grow w/ SAP inputs.

The Idea: To invite business owners/CEOs/Presidents, CFOs, Directors/VPs/Heads of
Finance to engage with the educational and inspirational content we plan to produce based
on the key concept: Growth University or SAP Growth U.

The idea behind Growth U is to help this mid-market audience with understanding how how
to invest in a system that grows with you, and how SAP can help foster that growth to take
full advantage of operating in the cloud. The key here is to help, not sell and we believe SAP
is in a unique position to help brands understand how a Cloud ERP, even if just initially
onboarding only some of the components of a full ERP system, can help modern firms
evolve and adapt over time to keep the momentum moving forward as they continue to
scale their business. While we plan to have a number of different pieces of content in a
variety of formats, Growth U would dually serve as a destination for pre-built educational
tracks (perhaps based on industry, ERP maturity, revenue size, or specific business
challenge, e.g., CX, HCM, etc.) as well as a repository for all SAP mid-market content.

The Content Formats:

Podcasts (can be used to interview current customers
to help with churn/satisfaction/loyalty)

- SAP Growth U microsite
- Videos

. Whitepapers - Guides or How To’s

Blogs - Webinars
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The Solution:

The Channels: To promote Growth U and its content, we plan to run paid media in clickable
channels to drive traffic and attention to the Growth U content hub. Those channels include
paid social on LinkedIn and YouTube, paid search to capture intent, business publications
aimed at the mid-market space (Wall Street Journal with custom targeting, Inc. Magazine,
Fast Company, Business Insider, etc.).

In addition, we would use ClearBit data, or the like, to target display, native, and video
advertising (including Connected TV) to:

a) ideal customer profiles (based on geography, industry, technographics, and/or company
size) and

b) any high-priority target accounts. Running in parallel to the paid efforts would be best-in-

class SEO strategies and tactics to climb the organic search results rankings and push
even more traffic to the Growth U hub.

An innovative idea for distribution of content: Create an SAP mid-market focused
community Slack channel where SAP could leverage its network to invite both prospects
and customers in to share 'growing pains' stories (be it positive or negative) and offer how
SAP can collaborate and support users who provide their stories.

A note on demand gen vs. awareness campaigns: Our idea is to have brand awareness
campaigns in market 4-6 weeks before the demand gen campaign goes live and then
continue to overlap as the demand gen campaign continues to run. The idea being the
demand gen creative would be complementary to the brand awareness campaign.




02. Grow with SAP Demand Gen Campaign: Creative Moodboard

You’'re in Great Company! Webinar
Growth University

By invitation only, ERP educational program: includes
downloadable 1-pagers such as FAQs and customer
success stories, links to blogs, podcasts and more.)

You’re in great
company!

Join us virtually on September 15 at our SAP
webinar, where we will explore ways our cloud ERP
technology can help you accelefate your growth.

Regsternow  Great growth takes SAP.

Podcast You’re in Great Company! : 3
Customer Stories (Video Series) Now is the time to
Grow with SAP.
You've been invited to join
us at Growth U.—
an educational forum
where you will learn all
about cloud ERP.

You're in great

Where are you in your
growth journey?

company!
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13 weeks

1,218 naming concepts

15 logo and VIBE concepts
4 work streams in parallel

=1 Unified, Award-winning Brand

(Q:10) CHOREO CASE STUDY
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What We Focused On

7

The brand platform includes a number of key elements, each with its own clear purpose.

Brand Purpose

Brand Narrative

Brand Pillars
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Why we exist / what motivates us: the higher-level,
emotional rallying cry.

Sets the editorial tone and begins a dialogue that makes our
brand more tangible, meaningful and inspiring.

A set of topline messages that identify the main categories
of discussion to be detailed through the sales process.

Personality traits that help define the unique way we speak,
look and act.



Brand Purpose

NewCo’s purpose is simple and powerful.

Be they clients or colleagues,
our servant mindset means

Helping you achieve your future.
| | |

We enable success by We're planners, but we're also We aren’t about shiny new
partnering closely with clients doers. We make getting from objects and short-term gains —
and each other; we aren’t point A to point B happen. we’re focused on the holistic
motivated by our individual planning needed to realize
achievements. clients’ big picture goals.
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Brand Narrative

9

Your passion, hard work and good fortune led you here.

Now it’s time for a partner with a keen understanding of your needs
and goals, who can steward your wealth. One focused on solving

your problems, not selling you products.

With our tax and financial planning heritage, we have a unique and
proven ability to see beyond the numbers. And, harnessing the
latest technology, we’re building even stronger, more collaborative

relationships.

Together, we bring unique value to what matters — the future
you’'re building today.
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Brand Pillars

10

NewCo is built upon three key brand pillars. While others offer more of the same, one of the
things that sets us apart is our unique combination of strengths.

Heritage-rich, Tech-enabled, Broadly capable,
future-leaning relationship-focused needs-driven

We have a long track record We empower our advisors We offer broad resources and
of serving the diverse needs with the latest digital tools, an array of related, relevant
of our clients, but we don’t but all that we do is geared solutions, but we stay focused
rest on our laurels — we towards staying close to our on objectivity and meeting
always keep our eyes forward, clients in a way that makes the needs of each individual
seeking new ways to build our | their lives easy and gives client.

clients’ future. them peace of mind.
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Competitive Audit: A Sea of Sameness — Cutting Through the Clutter

Lifestyle imagery, blue color palette, serif typography are overused in the wealth management category.
To feel distinct, you need to stand out.

A 1
SAVANT @ MANAGEMENT @Mariner

OVISORS OurServices OurTeam WhoWeAre Insights Locations Careers Contact

Let's build a plan all about you

SavantViews&News ~ OurWiseCounsel ~ WhoWeSeve  OurServices  AboutUs  BecomingaClient

Wekcome, we're glady show you what advisor and
You can enjoy with ivestment solutions from Merrill and the ful range of capabiltes from Bank of America.

360° Advice Designed to Last

We focus on one thing—partnering with you to create a financial strategy
for today and beyond that's flexible enough to change along with you.The
ultimate goal? Help you identify what is important so you can achieve your

goals—we're committed to being here for everything life brings your way.

Cents of Self

Empowering Women to Take Control of Their Financial Future

At Savant, we have a diverse team who are committed to empowering women. We recognize that while the basics of money management have nothing
e e e o s, They tend to live longer, save less, invest more

lers in business and the community, we still see the

nitedstates ® (& CREATIVE PLANNING

Morgan Stanley

-
& NORTHERN Ik further along the path to financial lteracy.
Iy yonr WhoWe Sarve

$ UBS  wealth Management USA

- | Wealth Management

At Morgan Stanley Wealth Management, our Financial Advisors start with you, foct

Wealth Management

remaining committed to helping you grow your wealth and pursue your financial g

Wealth, from your point of view

Your wealth is about more than stocks and investing. It's about you

WEALTH-CHANGING QUESTION

Discover goals- Could Your Money Be
based advice that Working Harder

inspires
confidence FOR YOU?

At Creative Planning, we believe there's a richer way to wealth. ™

We don't settle for cookie-cutter portfolios. We obsess over every detail of your full i
picture—offering you a clear, customized plan to maximize your wealth.

O 1 A Wealth of Expertise That takes more than a single advisor. It takes a full team of CFP* professionals, CPA:




Competitive Audit: Marketplace Color Spectrum

Blue and green are common colors used in the wealth management category. Reds, browns and golds are used as well.
Finding a color that both distinguishes your brand and elevates your story is key to building a more memorable brand.

Morgan Stanley ®Mariner ¥

3 - ‘eal
WEALTH ADVISORS SAVANT @ MOSSADAMS Mﬁ&'&ﬁﬁ I.;F QRUM &lﬁ UBS X/Ivanlat;ement
M E R R I L L ﬁ WEALTH MANAGEMENT
A BANK OF AMERICA COMPANY
. e
plante moran SIGNATUREFD \Ié\p R RN
b —

e CREATIVE [ N E—

A PLANNING RSDA
[

ASPIRIANT
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Choreo

Bringing unique value to what

matters — the future you're
building today.

Derivation

From choreography, the art
of composing dances as well
as planning and arranging
movements, steps and
patterns.

Rationale

Bringing a dynamic, positive
energy to our relationships
as we define the most
appropriate steps in clients’
financial plans.

Trademark prescreen rating: Good



Choreo
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Website

CLIENT PORTAL

Choreo whyChoreo  OurTeam  Resources  Our Locations Chorsa

= . SEEINIESS Y
The Choreo team is connecting all your

committed to our clients Financial et
and their families

builk to serve you.
Our team puts clients first by mastering the skills
that really matter. And we have the credeni
prove it.
You have more to accomplish.
We can help.

Our advisors believe in som
We are in the adv:

The best teammates believe in making a difference in our clients’
lives. We are in the wealth advisory business to help others get to
where they want to be — embracing lifelong learning with a
willingness to challenge industry conventions. At Choreo, this is our
heritage and ongoing aspiration.
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Website

' Choreo

Seamlessly
connecting all
your financial
needs

Integrated wealth and advisory
solutions purpose-built to serve you.

You have more to
accomplish. We can help.
Our advisors believe in something bigger

than themselves. We are in the advisory
business to help others. Ours is a calling.

" Choreo

Home /*Why Choreo

Meeting your
advisory needs

We bring together the expertise and
solutions you need on your journey -
by your side every step of the way.

Collaborative. Disciplined.
Insightful. And here to
serve.
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Choreo

Home / Our Team

The Choreo
team is
committed to
our clienkss

Our team puts clients first by mastering
the skills that really matter. And we
have the credentials to prove it.

The best teammates believe in making a
difference in our clients’ lives. We are in the
wealth advisory business to help others get
to where they want to be — embracing

‘ lifelong learning with a willingness to

' Choreo

Home / Our Locations

28 locations across
the United States,
with over

120 teammates
from coast to







Brand Guidelines

Choreo

Seamlessly
co g :
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Unit4 Technologies

(Q:14) CROSS-SELLING CONTENT CAMPAIGNS
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Before

uniT PRODUCTS  INDUSTRIES ~ SERVICES ~ ABOUT  BLOG BookaDemo ¥ Q@ a

In business for pe

Unitd s a leading global provider of enterprise applications,
empowering people In service organizations.

Your cloud journey
starts here

L

t4 - a technology
mpany that is in business
people.

Crazy Lab Days 2019
16205

v NF
2V W

BRI { Ready to disrupt?

. ALARXR ALY Ko XX WX A
i~ %\ﬁ:y&ﬂ\?}*%x*a Xk

uniTs Yo =
IR AT ARERIAY A
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Brand Story

Experience real purpose.
That’s what your people want.

Now you can offer them not just a
better place to work, but a better
way to work. An elevated experience
of how things get done.

That’s what we deliver for students
and professionals to the public
servants and non-profits doing good
in the world. For people in the
business of helping people.

For you.



Brand Story

We provide People Experience
software that’s self-driving,
adaptive and intuitive, purpose-
built for people-centered
organizations like yours.

Systems that set people free and
guide them to the right answers,
right now.

So your people can spend more
time doing the meaningful, high-
value work they live for. Working at
their best to improve people’s lives.




Br Story

People Experience.

It’s how work should feel.
Unit4

In business for people




Product Taxonomy and Nomenclature

MOVE FROM

Existing Corporate Name:

UniT

Existing Product Suite Name:
None

Existing Product Names:

Unit4 Business World (Agresso)
Unit4 Financials

Prevero

Intuo

Unit4 Student Management
Unit4 PSA Suite
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TO

Continuing Corporate Name:

UuniTt

New Product Suite Name:
Unit4 People Experience Suite

New Product Names:

Unit4 Enterprise Resource Planning

Unit4 Financial Planning and Analysis
Unit4 Human Capital Management
Unit4 Student Management

Unit4 Professional Services Automation

The corporate name remains —
mitigating much of the cost of changing
the business name.

Unit4 is used at the suite level to add value to
the brand; People Experience Suite highlights
our direction and people focus.

Product names use industry-standard
terminology to make them easily understood
and easy to find for prospects; this helps SEO
performance, since prospects shop for these
terms. Using the Unit4 name associates the
brand with the products, which is also
expected to support SEO results.



Sales Enablement Graphic

[

Unit4 People Experience Suite

elevate engage plan

your business your people your future

People Platform

connect and create:

4 | G

extensions integrations applications
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Elevate Your Business

Unit4 People Experience Suite

Planning (ERP)

Unit4 Enterprise Resource (
* Financial Management

* Budgeting elevate ‘
* Project Management your business

* Procurement

* Reporting

- Estate & Asset Management
People Platform

Enterprise Solutions for a Better People Experience




Engage Your People

Unit4 People Experience Suite

Management (HCM)

* HR & Payroll
* Talent Management engage
- Planning & People your people
Analytics
- Recruitment
- Onboarding
- Performance Management
- Time & Attendance
- Learning & Development

Unit4 Human Capital (

People Platform

Enterprise Solutions for a Better People Experience U n I T 4



Plan Your Future

Unit4 People Experience Suite

& Analysis (FP&A)

» Corporate Performance
Management plan

* Planning your future

Budgeting

Forecasting

Financial Consolidation

Reporting & Analytics

Unit4 Financial Planning (

People Platform

Enterprise Solutions for a Better People Experience U n I T4



Website ( R s e - |

U n I T‘ Products .~ Industries . Customers Resources - Why Unitd

A better experience
4U

We build enterprise software thot transforms work and
how people feel about it, so you and they can thrive

Our suite of People Experience solutions will
free your people to focus on what matters: their
success and yours.

Elevate Your Business

e
ey e sccore
sy




Website

News Page

(’ = 100%
Q Commuty
Un|T4 Products v Industries v Customers. Resoueces v Why Usitd -
Unit4 News
In the news and making news,
get the latest updates
and headlines from the Unit4 team.
°
A RAVEN 115l
Unitd and Raven Intel Unitd Introduces its new Unit4 and Peab are
Sngle Global Partner Program préad uineers of
mnm”m %0 Give Partners the Swedish “Business

-

UNITE  ree e e s s

PO N

Blog Page

Q

= 100% "




Print Ads

For people who are doing For professionals in
good in the world every the business of serving
day, we’re here... i clients best, we’re here...

A

Poople Experience software that is Lt quoostram ritas no-
1 m sum qua plabe. lescis ot t veloram
In business for people optames optibuaan il Inclant beuae ociur In business for people

In business for people




Employee Brand Brochure

Building Our Brand
on People Experience

UNIT4

In business for people
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business for people.

That's why we
here 4U. Beca
about people at
who we're for.

Unit4 is in business

Most of our customers don’t make or
|l products, they serve people. They exist
o improve people’s lives. And we’re here
to do the same for them, to make their
lives at work ever better.

Our Primary Industries

1’ Not-for-Profit
? Advocates, improving
people’s lives

Professional
Services
Professionals,
meeting client needs

Take credit for this.

Ourindustry focus truly does set us apart. Of course, we

moke it possible for organizations of any kind to offer not just
abetter place to work but a better way to work. An elevated
experience of how things get done. In other words, a better
People Experience... 4U.



Corporate Overview

Corporate Overview

Transforming
the Work
Experience

Expe e
your organization serves — from professionals and

“Employees are feeling overloaded by their digital tools.

They want to spend more time with their fam

s and friends, and they

want to focus on health, career and meaning at work.”

oo Barsin
Globol sty Anctys o Foundas of Josh Barsin Acodry

4 &

2/

Poopte Pitior, s designed 12

valuing the power of
e sechnoizgen, ctesng
good in the world. ‘employees, transitioning e leaming Ao By Wopeter Snoncil
from being knowledge-based WSO uiness on plonning anclycs
b TR Stwors it HCM, Unid unes e
efficient ond inspring. Morcord Busines Bevew
ok becomes more rewarding when
e vk DOty o000 4 pness = propery atied ond
o et ke s e
poopie’ bes suppored, whh occurte ddta iy
e needs ecogiion ond chancemant
Flomng €39
And Unit4 has bean supporting global clents for more than 30
Y Monogement HEM)
‘Whot This Meons for You - UnithFinonca Plonning &
Anolyss FPEA) Unita People Experience Suite
U Snodent Manogement

otve tasks. This elevotes engagement ond helps ou atroct
and retoin the best people.

plan

o work the woy thors bestor

onot motivation — elevate engage
. e [ s —
ol o
3 el el T}
better sarve your people ond customers. l e S b | A= ‘ ]
o o

o ot
unitd.com

unIT

1 st praie

unIT

st peoi

Corporate and Solution Overview: 2-pagers

Solution Overview

Solution Overview

Unit4 Human Capital Management

Powering
Today’s People
Experience

Unit4 HCM delivers more individualized control, surfaces
insights for better decisi king, and accelerates ti
while delivering a better People Experience.

Raise your expectations of what Human Capital

rodco comptonce, poyrolond ol he oher  #%0civo poople-based decisions,

Management (HCM) can do for you and your
people. Unitd's soluti ig oy
deliver a superior People Experience across P St o RO
your organization. competition and business peoplegron oo 4
od forabete
from the star, our flexible, sefarh designea samiWemlecdusonddoen  wovienc. S ——
1o work with you, 50 you con inspire and retain the talent
that your customers on L
ngrang boss Erobing uout peoste
For People Wh Serve People Our Unita Human Capital becomes both moce eiceet ond Fossobsandordrotbio
People working in higher education, public sector, not- e NS DRSS Shd Ry 8 Gvn.
R 0nd Pl JSeS————
for-profit professional services and other people-based e
industries deserve a solution that con help them work ks § Pk sanigee
the way they want « Rocruttment Customer Impact
unhd s Pertormance Manogement
10.give you ll isiity fohts ieto “Since we introduced Unitd Provero, we've “Our employee churn has
vou P
doy— one yoar!”

@ necessity fortodoy's HR teoms. o adaitony

‘another 7 working days.”

S e %

Dikoneches Work im Krchentress Rechiinghozen GGmoH, o

S e o e kg’ e et g .

P——— unIiT4 T uniT4
Gnitd.com s e e e Pro-S-ting
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Business Cards
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Core Sales Pitch Deck

—— unITL

In Business 4U UniT4

Enterprise Solutions for a Better People Experience
Month XX, 2019

For People Who Help People

Built for people in the service
industries

* Help you work the way you
want to work

S
Aw,
{9
‘ * Manage projects/processes Q 1.9
specific to your industry e R
ﬁ ’ o
4 W “,' v
§ ot — e unITe
]
| % A What Our Solutions Can Do for You
1 Q Unita Poople Experience Suite
moster em wer plun

People Platform

SEQUEL
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Sales Enablement Pitch Deck

ERPXx for Your Business

Prepared for (Client/Prospect Name)

uniT4

Congrats.

Your job just changed.
Consultancy CFOs used to focus on
controlling spend.

Now you have to worry about... everything

Strategy. Operations. Social and
financial compliance. Profitability.
Growth. Execution.

Do your systems measure up?

1%

1o driving
Innaveton’

“Triple Value"

ERPx from Unit4

We har ize the three di
of excellence a consultancy business
needs to succeed.
* Built on a single data model
with a single user experience
* Multi-tenant
+ Integrated for agility with low TCO

(e —— UNITL

We know you.

Our people come from your industry. We deliver
leading-edge ERP systems 1o people-centric,
project-based firms—working on every challenge
you face.

We're with you all the way.

)
L
L Admmnbl JS
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Minimize use of third parties
post-implementation to change,
Integrate, update, and deliver
ongoing bottom-line impact.
You get

+ User-driven change

+ Low-code/no-code capability
* Low TCO

it uniT



Unit4 Post-launch Results

Post MVP SEO Results

ERP-based terms Up 57%

In 3 months after

brand launch and site
Software-based terms Up 28% go-live...

 Cloud bookings grew
Solution-based terms Up 65% 87% YoY

 Total bookings
Financial-based terms Up 27% increased by 55%

+ Cloud subscription
revenue grew by 14%
HR-based terms Up 17% ° e
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J.P. Morgan
Corporate & Investment Bank

(Q:13) DIGITAL ADVERTISING



J.P. Morgan: LATAM Digital Awareness Campaign

Our user-centric approach allowed us to create a focused narrative with copy and visuals for
multiple countries, in Spanish and Portuguese, within the Latin American market with localized

ambient video backgrounds which provided an engaging message and visuals with accessible,
localized call-to-action.

J.PMorgan Brasil J.PMorgan México J.EMorgan

Colombia J.PMorgan Perti J.PMorgan
—

Argentina

CERCA A TODA
DE USTED, FHORA SU SOCIO

-Cubrimos sus necesidades de

”'vtl"ading cuando mas importa L O C A I_

En Argentina desde 1929

ANIVEL
MUNDIAL %

ACErcamos st negocioa e =
los mercados.globales i

DIA E NOITE e

% |
- 3
reentregando as - =

sidades de trading B
ara 0'seu negocio

- 3
Saber Mais Mas Informacion

> A Y 3 ‘ P :
Méslnformacién, Més Informacion ‘ D&éslnformacidn
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Campaign Landing Page (A/B Testing)

\'\

YOUR LOCAL PARTNER

In Latin America for 150 Years

LOCAL STRENGTH RELIABLE LIQUIDITY GLOBAL TECHNOLOGY CONTACT US
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In Mexico since 1918

LOCAL STRENGTH

usiness to 1
LATIN AMERICA
RESEARCH TEAM
Institutional Investor, 2017

LATIN AMERICA
EQUITY SALES TEAM
Institutional Investor, 2017

1250 venws 9
A strong ) Q foee
i 110+ YEARS 55+ YEARS
hIStOrv' a COLOMBIA
promising 500 VEARS
future
s —— s o
e ol o e 200 YEARS
@ Bl
606 YEARS
s veans ©

Q Ancetiia
1254 YEARS

RELIABLE LIQUIDITY

g liquidity in

o

traded across sl
channels o Brexit result

GLOBAL TECHNOLOGY

$9.5bn

Firm-wide global technology
ment



LATAM Awareness Campaign 2.0: Digital Advertising

J.PMorgan

J.PMorgan

A : I Lo que necesitas para crecer
TUdO 0] que vVoCce DFeCISa Dara Opei'al' Tu socio local en América Latina’

) i por mas de 150 afos
Seu parceiro local na América sl ALY

Latina ha mais de 150 anos.

) : N TNy \ Ms Informacion
"WV V- N |
' 4 J.PMorgan
Tudo 0 que vocé precisa
para operar

Seu parceiro local na Ameérica Latina ha mais de 150 anos,

Mais informacdo

Mals informagio

J.PMorgan N
Lo que necesitas
para crecer

Tu socio local en Latinoamérica -7
por mas de 150 afios

Mas Informacion | ' ”Ii
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