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Digital Experience Case Studies & Portfolio

The following cases demonstrate our approach
to building cohesive user experiences that solve
business objectives and provide users with the
value they are looking for. Our solutions always
stem from a brand-focused, user-centered,
strategic point of view that guides all our
creative and technical decisions, from creative
ideation all the way to through development.
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All the cases involve an examination of the
brand strategy. In some cases, that means
creating a net-new brand, in others it’s a
refinement of what already exists.

The visual design samples shown are similarly
broad, ranging from net-new brand identity and
systems to the evolution of existing brand
elements that need to become more of a digital
brand toolkit to work best across all devices and
media channels.



Inspiring Confidence, Driving Action

PROUD MOMENTS CASE STUDY



The Challenge

How do you attract new

pare
to 1a

nts and inspire them

Ke the next step in

their journey?



The Solution

Demor
create

the lives of children ar
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families you serve.



We started with stakeholder and parent interviews to identify business

imperatives, personas, and user needs.

Who the Site Is For

Primary Audiences Secondary Audiences

« Prospective Parents « Referring Physicians

« Prospective BCBA Employees « Special Needs Orgs

« Referral Sources « Potential Acquisition Business

« Prospective BT Employees

Tertiary Audiences

+ Insurers

+ Funders
Current Parents

« Current Employees

What Do We Want to Reflect on the Site?

= Strong sense of community and personal

{ relationships (employees and parents)
1 roud Moments O

| « The fact you have resources and sophistication of
a big organization with the community feel of a
mom-and-pop — best of both worlds

= Employees go above and beyond in putting the
child and family first — and supporting parents

« The organization’s deep expertise and clinical
leadership support clinicians and families

« It's accessible: to many budgets, schedules,
cultures, types of families and kids

= Every kid is unique!

w0 | 10

Sequel Digital Experience Portfolio & Case Studies

Additional Considerations

+ Promote expertise via thought
leadership highlighting relation-
ships to academia and cutting-
edge methods — the new ABA

« Include aspirational messages of
what your kid can accomplish,
without overselling

« Do not convey Proud Moments as
vocational or educational help —
it's medical

« We want to share clients’ stories
but must consider privacy and
ethical issues

| 02232024

Proud Moments Prospective Parent Profiles

oy
harsctarissicy

Mom |

n Transition

Feeling He

g
Kt V'
A U Stophanie Alm:
Her 3year-old son ks aging out Mer 8-ywar-old daughter has Her son ks 12 years old and is She has a 6-year-old who Is
of early vices, g with an ABA more typically functioning. He noeverbal and on the “lower
and she doess’t know what practitioner at another agency, Is struggling sociafly in middle end” of the autism spectrum.
ervic, h with  school and has begun to be She Is feeling helpless about
now - but she needs them to the quality of care. bullied at school. At home, he Ther child’s behavior and
be affordable. h and She isn’t sure
She has very Bttle time to
She doesn’t know a lot about spend doing research. They Ll [Kchatigy i evas paciie
autism or ABA, and her son need someone who is sensitive Lynda has been growing She needs guidance and
doesn’t have an offical o her Muslim adture. increasingly frustrated with her support.
Inability to help her son.

Mom in Transition: Stephanie

Stephanie’s 3-year-old son is aging out of the 20~30 hours of early intervention
services he was receiving, and she doesn’t know what services are available to
him now. She values the one-on-one attention he got with El but can’t afford to
take on a lot of additional costs in place of the free services. She doesn’t know a
lot about autism or ABA, and her son doesn’t have an official diagnosis. She's
not even sure if he's really autistic, and is very overwhelmed.

Key Characteristics:

* Frels averwhelmed and scated about her So0's CoNETion

Big Questions:

* 15 ABA the right approach for my so1?
+ Does Aot have a1 offical ciagnosis for her son * Will my son get enough Indivdualized care?
* Wants continity of ane-0n-one care * Wil this cost me a lot of maney?
* b ona budget and neecs avery atforcadie option « Will tais be toa Intensive for my son or family?
* Doesn't know what's 0ut there for her son * Is my chiic going 1o get better?

« Needs a 101 of 5uppart g help With deing a mom 10 3
autstic s0n

- | 11220

“What do | need to do?"

T~ e
Unéarstanding of ADA Tharsgy
= e
Hoviety Lovel

Vo e

Nowd for Support wed Goldants
Y
(= e



We then evaluated competitors and best-in-class websites to inform
our UX principles and recommendations.

Sites We Reviewed

Competitors Out-of-Market Sites

« Acorn Health « Better Help

e Learning Group

m Learning Partners

+ Orange Theory

Our Recommendations

1. Focus and clarify the primary message of the website for your users
Prioritize parents’ needs and the majority of other audience needs will follow
Demonstrate your deep experience and expertise to enrich the primary message
4. Build content and strategies that promote trust with all parents
T
Promote local offerings and community with dedicated location pages
6. Enable

suiga Recommendation 2

Prioritize parents’ needs and
the majority of other audience
needs will follow

B Peed Mot Ducy

Why it matters How we get there
+ Al audiences want to know that, first and « Most parent needs are shared by other
foremost, Proud Moments is serving audiences
families weil «  Some key content additions and sections for
audience-specific content will address mast
other needs

1 Poed Momants Dicovery Pcigs & Facommandations | 113420
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Lovevery's Content Strategy Aligns with and Supports
Their Product Strategy

!

Care/of Highlights Different Plans for Different People

..... L EEEyE) coreret -2 o D
| can change m
a tailored expe| A routine tailored to you

e
e e bt e e syt s b v

M Pesed Mo s
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Conducted a work session with the core team to map user tasks and find the
best way for users to move through the funnel.

User Story Mapping Process Key User Tasks: Learn about Proud Moments’ Perspective & Approach

We mapped user tasks in a workshop with key Proud Moments stakeholders and then

organized them by user type.
Learn about Proud Moments’ Perspective & Approach

 Learm about Prowd Moments' Approach

Key User Tasks. See Proud Moments Offerings

See Proud Moments Offerings

 Who s Working with My Child.

See Information
Get Educated Learn about x;::': See Proud e Get Started / - .
about Autism Proud Moments Moments. Connect with | <
e o (Carvers, Referring g | = -- 1 e
and ABA (Company) et Services puroer, Proud Moments 1 : m M | MahOr | e | e

i

Key User Tasks: Get Content for My Audi
Key User Tasks: Get Educated aboutAutlsmandABA SaRar I FRE e OIS SRR alenee

Content for My Audlence
Get Educated about Autism and ABA
75 e Mo g i ..
B L | ﬁ- 1 -u-—-" o M T
P [ . ) | ] E i | Pormts
| e | [ ] | | )
g  Reterring Pactners. Acquishion Compasies

T et Momens Discovery Firdings & Recommendetions | 113430 Q

Q

T3 s Mo Dicowery redings & Rncommandotions | 113430
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We modernized their brand signature to be more digital-first.

Signage

D\ /

Original

Refreshed

’ Proud Moments ABA " Proud Moments ABA



Our research with parents led us to a creative solution that guided site
visitors through a conversation that allowed us to deliver a personalized
experience showing parents what possible outcomes could look like.

T
& Proud Moments A  ousans |
v Proud Moments Aga HowWe Work WithKids  About ABA&Autism  For Clinicians “ L :r e Tell Us About Your Unique Child
We personalize our treatment plans to the indiv
1 W Proud Moments ; ’ Mo s i AR G -
3 Questionnaire Results
Caring for your :
- ’ e What is your child's first n Morgan’s Goals
child’s unique : e
lorgan

needs.

Here's some immediate : Y= . Z , Qp [_@
steps to take to help your \ % - Where are you located
child make their mark

Toilet Training Social Skills Communication

What is ABA?

What are the behaviors you'd like

Social Skills

rrrrrrrrrrrrr



The site was SEO-optimized to take advantage of localized and information-

based user searches.

Carvens

Pow We lWork with Kics  ABA R Actam  For Clnclams  ASovt

a
W proud Moments aan

ABA and
Autism

0 be an oves

ve change in Famiy dynam

About Autism

Autism Spectrum Disorder (ASD) is 3 broad term used to describe a
group of neurodevelopmental disorders. Children with ASD possess a
complex condition that affects brain development and can create
difficulty with soclal , verbal and ‘

2and emotional control.

Many chitdren with ASD learn a0 react differently than typically
Geveloging Children. Each child possesses their ow unique set of
challenges, skills and strengtha. Each has a pacticular way of
peocessing, socializing and behaving. TH resclts in each one
having a unique, Individualized disorder. While 0o cure has been
found foe autism, early treatment and incervention have proves to

have a profound impact on many children's growth and
development

AL Proud Moments, we apsily the scientifically proven and dats-
driven dsciptine of A

20y to create meaningful changes in
Important behavioes.

About ABA

Pt s Lncation

WP proud Moments asa

Mt ) JeCen > ABA S Astisn Ferioniies

Carnens

Locations | Ivachips, Conter @ | THIEEINT

ABA & Autism Perspectives

Feauturad Post

COVID-19 Health

and Safety Protocols

Short Gescription of the blog post

2 on hokcay tips for pacents with
ids, with 2 link to the blog post
detall page. Lorem ipsum dolor sit amet
Duis aute rure dolor in reprehenderit in
voluptate velit asss cillum delore ey

Read Mare »

( Audience

Title Goes Here Lorem
Ipsum Dolor Sit Amet
£ daprb dut Phaselhas st
et dofor peberteraue. sravite

lectut vel, witrices

Mowi

ts.

Read More >

idest to Newest

SotA-2
Sort2-A
Most Populat

Title Goes Here Lore
Ipsum Dolor Sit Amet

Mawris st dupls &t Phaselhes sk

Biog
Title Goes Here Lorem
Ipsum Dolor Sit Amet

Mavess ot dapibus dut Phaselivs 52
esque. Gravida

Mo We Wk with Koy ABA & Autivm

g Proud Moments Asa

some > Lok > Broskim WY

Brooklyn

Services

B \nHome ABA Therapy For Autism

Location Details: Brooklyn, NY

N~ © 3611 t4th Aveoroe O 18215500
Soktn 341 ® Sendanemal
J Beooklyn, Y 11218
e United States
(i Duections
v sanrrin o
© OpenNowrs & Oirsceor
Moo Frr Sam-spm Shaunae Davis
o Sat-Serv Closed
e o - -

The providers and staff at the Brooklyn location put our
familios first. Our dedicated administrative toam and
clinicians take pride in providing a comprehensive ABA
service that always has the child's best interest in mind.
We accopt most major commercial insurances and

CHP plans, all

care accoss.

We 60t only yerve cor clients but aivo We specisie = helpes children younger

work with many local advocscy than school ge (2-6) progress towards
organizations, not for profits, 4nd ihools  thel individanl goals theough intentve i

1o provide traming and informational home 3bs behavior thera grams. This

sessions for the SLalY and parents. can atso becat oler (hidrer dependng

on thew indwidual needs




A social media campaign was developed to mark the launch of the new site.

' Proud Moments ABA

. Proud Moments ABA

. Proud Moments ABA
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Creating a More Patient-centric
Healthcare Communications Experience

REDCARD



The Challenge

With today’s communication
complexities In managing
personal and family healthcare,
how can mobile technology

disrupt the paradigm?




The Solution

By addressing the pain points
and embracing the opportunities
to delight and surprise the
member — and make the payers’
ook good doing it.




We began with user interviews to identify frustrations and opportunities.

[T1CARD " -

FedCard
744 OFFICE PARKWAY
ST, LOUSS MO 63141

Explanation of Benefits

Forwarding Service Requested THIS IS NOTAE.%.

Name: CHRIS SAMPLE
1D No. P00368250-01
i o Group Number: CD0452
1S s Processed Date: 05/12/18
CONTACT US
Member Services: 419-555-5555
Toll Free: 1-800-555.5555

Mail: 744 Office Pm?
St Louts MO 63141
Member Portal: PayerPortal.com

‘It feels like
a bill, even

Doductih

“[ALL CAPS]
feels as though
I’'m being
yelled at.”

— Greta

73562 RADEX KNE 3 VIEWS
99283 EMER DEPT MODERATE SEVERITY

Diagnosis Code(s)

S8I92XA  SPRAIN UNSPECIFIED SITE LT KNEE INITIAL ENCNTR

'ROVIDER HAS AGREED TO ACCEPT THE “TOTAL F\YA&E BY MEMBER" PLUS
YNIS PAYERASPAYMENI IN FULL FOR THIS SERVICE. YOU ARE RESPONSISLE ONL)
THE “TOTAL PAYABLE BY MEMBER" SECTION
YOUR CONTRACT IASA DEDUCTIBLE THES DEDUCTIBLE MUST BE MET BEFORE PAYME!
MADE . THE AMOUNT IN THE DGU)C"BLE COLUMN HAS BEEN APPLIED TOWARDS YOUR
YOU ARE RESPONSIBLE FOR Ti AM[XN'
YOUR CONTRACT REQUIRES 20% COINSURANCE BE TAKEN ON COVERED EXPEN
VD‘RWMMAXIMWMSBEENW THE AMOUNT IN THE COINSURANCE
BEEN APPLIED TOWARDS YOUR COINSURANCE MAXIMUM

ASKING FOR REVIEW 07 DENIED CLAIMS (ADVERSE BENEFIT DETERMINATION INFORMATION;
AIM VIAS P‘ll OR YOU APPROVE MAY: 1

ASK ro«voun
AN INTERNAL APPEAL. 2) ASK TO SEE OUR RECORDS ABOU
HOURS, OR A A FREE COPY OF THEM. 3) SEIDMMNYSORQ'DCERWOMAYK)N'OBE mvm
OUR REVIEW. YOU NEED TO ASK FOR THESE BY WRITING TO MEMBER SERVICES APPEALS. YOUR REQUEST MUST
BE RECEIVED BY PARAMOUNT BY THE DEADLINE SHOWN IN IR PLAN DOCUMENTS. PLEASE SEE YOUR
MEMBER HANDBOOK/CERTIFICATE, ANNUAL NOTICE OF COVERAGE OR SUMMARY PLAN DESCRIPTION TO LEARN

HEALTH CARE REFORM LAWS REQUIRE US TO SHARE INFORMATION WITH YOU. THIS FORM LETS YOU KNOW

COST iy
GUESTIONS, PLEASE GALL YOUR DOCTOR OR

though | know
it’s not.”

—Josh Annual Limt  Amount Accumulated Amount Remaining

Annual Limit

TING.
OR TOLL-FREE 1-800-555-555. F¢

RVK)ES CALL(IIBI 555-5555, Oﬁ'(lliﬂii I&&

“This is
all doctor-
speak.”

memmnmumm You can se-register 10 sccess
30 much more! You can even choose % opt out of
receiving your EOBs by mad. Check 1t out today at: Pay:

Explanation of Benefits

— Derick
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And ensured strategic alignment between business and product goals.

The RedCard App (NewApp) could go beyond the B2B healthcare communications partner,
becoming a member-centric tool for end consumers and the go-to resource before, during and
after receiving healthcare services for value-add content.

RE Q RL

P4

Insurance Member Provider (Physician)
Company/TPM

Empowering members throughout the healthcare journey:

What providers are in- When my health plan changes, What will the service cost
network, well-regarded and can my healthcare track record me? What other financial
convenient for me? be all in one place? planning options are there?

17 Sequel Digital Experience Portfolio & Case Studies | 02232024



We evaluated possible business models that would drive the role of brand...

18

OPTION A

Aetna
Powered by RedCard

CLOSER-IN
(white-label, ingredient)

NewApp is setting a new
industry standard for
simplifying digital healthcare
communications in order to
create better efficiencies,
increase visibility and
eliminate the fear of the
unknown for all.

Sequel Digital Experience Portfolio & Case Studies
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OPTION B

NewApp

Brought to you by Aetna

EXTENSION
(endorsed, B2B2C)

NewApp helps members
simplify their changing
healthcare considerations
and health history and helps
health insurance companies
deliver a more member-
centric, digital experience.

OPTION C

NewApp

REACH
(freestanding, B2C)

NewApp is an objective

third party redefining the

way people manage their
healthcare finance and
record-keeping by
empowering consumers to
take control of their health
history and to provide insights
to make better healthcare
decisions in the future.



... resulting in a DTC brand story that gave RedCard a clear direction.

19

Fortifi empowers people to take control of their healthcare finances and
health through an engaging, frictionless and member-centric experience.

Members get a clear view that prioritizes what they owe and why, clearly and
instantaneously. And with value-added features, Fortifi helps them make
better decisions before, during and after each visit to a provider.

Payers gain a transformative level of paperless, digital efficiency and
something even more valuable: satisfied and self-sufficient members who
enjoy managing their healthcare journey.

Fortifi. “My healthcare, in my hands.”

Sequel Digital Experience Portfolio & Case Studies | 02232024



We built personas to align the research with the user’s context and needs.

£

The Family Juggler: Simon

9
W’

Elizabeth

Simon

“I feel overwhelmed by trying to manage

> “I wanted a healthcare plan that matches my values,
the healthcare finances of my family.”

and | created one.”

Difigent Organizer: Frasier The Avoider: Reese

Key Differentiators: Frasier is a “Type A" personality who brings his proactive

. personality to everything he does. In his professional life,
he’s an accountant, and he applies that professional skillset
to his approach to healthcare and healthcare finances in
particular. He does more research than most, and he is
diligent about setting a budget and tracking expenses within —
that budget.

Key Differentiators Reese has had the same health insurance company and

p plan for a long time, which has built a sense of trust that
her coverage and health insurance meet her needs. As
she s generally healthy and doesn't have any chronic
conditions, she goes to the doctor only when absolutely
necessary (one time a year for an annual checkup). e

Irene

Biggest Value Proposition:

Biggest Value Proposition:

“My healthcare needs are chronic and complex, so dealing with
healthcare providers is part of my daily life.”

v crage
=
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And created a user journey to highlight the moments that matter.

FINDING A PROVIDER

PAYING YOUR BILL

Establish Need
to Visit Provider

Y,

Evaluate S; s
Symptoms Merit Visit Provider

-i?i?

Find Provider

23
48
Get Referral or

Recommendation
From lmtde or Outslde Provider

Q=

Research Provider
Use Internet to Research Provider

Visit Provider

Diagnosis or
Preventative Evaluation
and Testing

21 Sequel Digital Experience Portfolio & Case Studies | 02232024

Copay
Pay Copay for Visit

Receive Payment Information

Receive
Provider Bill

Receive Bill for

Provider Visitand  ©

Related Changes

lnltlll EOB

Receive Initial
Explanation
of Benefits
Statements

e

! Receive
Updated EOB
Receive Updated

Explanation
of Bonefits
Statements

and le Payment Inf

1

Call Provider
Call Provider with Questions about Bill

4 2

Take Action Call Health
Resubmlt Chlm @ Insurance Company

Call Health Insurance
Pay u o T-k- Acuon Company with
Another Way Questions about
Explanation of Benefits
3
Reconcile
Reconcile Information from Doctor’s Office and Health
Insurance Company to Determine Next Steps, Such as Disputes

Follow-up

Schedule Any Follow-up
Appointments



The journey allowed us to clearly see user’s pain points...

22
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* Doesn’t know what an
unusual need will cost
to plan

relative

* Confusion about plan and

what is covered

Establish Need
to Visit Provider

9

Evaluate Symptoms
Symptoms Merit Visit Provider

From
Symptoms

Checkup

| 02232024

FINDING A PROVIDER

Find Provider

felg¥ed
Get Referral or
Recommendation
From Inside or Outside Provider
Network

P

Q=

Research Provider
Use Internet to Research Provider

e Lack of clarity as to best
financial choices

No easy access to
medical history

Lack of understanding
of what it will cost

Visit Provider

Diagnosis or
Preventative Evaluation
and Testing



... and identify high-priority opportunities.

* Help calculate or anticipate
costs accurately up front
* Recommend the best plans for * Help members

members based on their understand what to

behaviors expect
FINDING A PROVIDER
ey
Establish Need Find Provider Visit Provider
to Visit Provider
‘ 2 =
% axa
Evaluate Symptoms Get Referral or Diagnosis or
Symptoms Merit Visit Provider Recommendation Preventative Evaluation
From Inside or Outside Provider and Testing
Network

From

Symptoms

From
Annual

Checkup
@)=

Research Provider
Use Internet to Research Provider

* Provide healthcare
management and history

* Offer family management

* Help members make better

financial choices
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We then designed and built an experience around those opportunities.

02 23 2024
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The app required deep collaboration with RedCard to build the functionality.

Fortifi

Hi Holly, How’s my
deductible?

© ® On December 16, 2018, you saw
o r t I I Dr. Guillem Gonzales-Lomas for a
medical visit. Healthgram
Long Plan Name Silver Select
Good news!
You owe nothing for

this visit. Holly

% $800..

Family

Put your family’s health in your hands. Deductible, In-Network

$10,000..

VIEW ALL CLAIMS VIEW DETAILS

Claims Overview ‘ My Plan
» Healthgram

Long Plan Name Sitver Select

Guillem Gonzales-Lomas
D fobmiten . 220 days left before
; ; ; your deductible resets

CREATE ACCOUNT
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The Fortifi brand extended across all touchpoints; internally and externally

Put your family’s health in your hands.

Fortifi 0000M

Hi Holly,

‘On December 16, 2018, you saw
Dr. Guillem Gonzalez-Lomas for
a medical visit.

Congratulations! You owe
nothing for this care.

f 10:00 PM
Fortifi
welcome. Put your family's health in your hands.
N/. 2 "
1= 2
7 %
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We also scripted, shot, and produced a brand purpose video series.

VoL UTICNMEN
HEALTHUAER & We asked the public

COMMUNICATIONS

We asked our clients We listened
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Seeing the Unseen

FIRST EAGLE CASE STUDY



The Challenge

How does one of the world’s
argest asset manager ensure
an accurate and engaging web
experience for a global
audience?




The Solution

By building a flexible, secure,
customizable CMS that enables
them to easily meet the ever-
changing demands of the
international markets.




The First Eagle brand and visual identity were out-of-date.

downside risk remain our primary goals

¢ of Resilience

180 countries
worldwide

>
FIRST EAGLE

cr

Taking your Team to New Heights:

How to Build and
Manage an Elite Team

. e e T s s At
v "

>
FIRST EAGLE

FIRST EAGLE

INVESTMENT MANAGEMENT

Facing Your Fears

FIRST EAGLE

ishing Value from Valuation
fobal Fund

Fund

(= .

>
FIRST EAGLE

‘The Value of Downside Protection




So, we started by building a clear articulation of the brand story...

Seeing the Unseen

At First Eagle, we bring our clients a distinct perspective. One focused
entirely on serving as prudent stewards of their capital over the long
term. Fundamentally, we believe bottom-up research can help
uncover compelling opportunities across global markets.

Our disciplined, unconventional thinking owes little to the consensus.
We instead rely on in-house research and original thought, by
products of an investment-led culture that led us to wherever
opportunity lies — often in misunderstood or out-of-favor securities
and industries.

Clients come first, always. This commitment serves as a unifying
source of clarity in an often-ambiguous investment landscape.

We are First Eagle Investments. And we see clearly.
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... and modernized the logo with custom typography and symbol

enhancements to make it more digital-forward.

First Eag

Investments..

33 Sequel Digital Experience Portfolio & Case Studies | 02232024



The core idea of seeing the unseen drove the creative solution.
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From branded sales collateral... mA Ny e

First Eagle Investments >

Seeing
the

Unseen

Our Brand Narrative
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.. to a video/motion toolkit for ongoing campaigns.

First Eagle Investments

Our Unique Perspective Lorem Ipsum

Deep Analytical Insights and Grounded Strategies

S23B

cal Caption Lorem Ipsum Dolor




The new website required a complete rebuild on a customized Drupal CMS.

~

First Engle 1o re !

View as v

Careers at
First Eagle

e e v

?’

First Eagle Investment: Investment Strategies  Insights  About Us

HOME

Disciplined, unconventional
thinking. Global

perspective. Long-term
alignment.

With a heritage dating back to 1864, First Eagle Investments has served as a
prudent steward of client capital across market cycles, macroeconomic conditions -
and disruptive events.

CHOOSE YOUR SITE VIDEO

Financial Professionals December Views from 3Q21 Market Overview:
Individual Investors First Eagle Global Value Against Perfection
Institutional Investors

Corporate Site DEC 13, 2021 A 0CT 22,2021 A

Explore All Insights

Diversity, Equity & Inclusion

Pnsitinning Miie Collragiias

First Eagle at a Glance

¢ cco an




Our process began by building a plan, interviewing stakeholders and
reviewing competitors to find the opportunity space.

Methodology SEO Audit — Overview

[ 4937 @

o000

Our discovery process included the
following:
+ 14 Stakeholder Interviews

« Background and Materials Review *
«  Existing Site Review. .

Competitive Ry " N
Workshop: U4 Competitors We Reviewed

+ SEQ Evaluation

Compotzne & tnstog
Lmtcrge hevee

Why Does It Matter?

Competitive Review — Retail

Retail Institutional Alternate Credit Other [
« Invesco + Invesco + Ares Capital Group + AB
- Roycelnvestment - Acadian Asset - Bain Capital - AQGR =
Partners Management + Golub Capital + BlackRock -E -
+ Alger e
. AMGFund Stakeholder Interviews e Competitive Review — Institutional
P g o tonlt + Vanguard e | woe ety =
= Mgy seg
Who We tnterviswed: : m _
. 2 Wokea Sfterentd
« Robestsel -
agerert Detbme e profession
oty rodt oty pr—
How can we create a journey that deepens the client’s relationship o Competitive Review — Alternative Credit
e | with First Eagle? s | |
pp—
Baix Adoy
Journey and Tasks Mo |
- . Wehigres
i T TN TR XD |
= = . Goleb Capital
Ahernative Crede
st I g : Sud ingetey s Lleshbaant coml
S . . v + Mome page Mghights business tnes and
= i
= AboWt Us & bankc and scannable, with. * Lach business has 3 vte w/ spproach, * Goes in depth on di¥ierent business.
Valoe Drop typesof rvestments, pecpie. news contact s / mdwntries
benefits to different chent types . * Insights L press
* Our Team i Srerable Rt ~ with inages. wrusty relemer, evternal artiches.
only on bio pages. g rople page with . oy e
Nestibons
* Newsroom & prominent (sress releases,
extirnal news articen
11 P g Bonemvery Foings & Ssemmanistos | ) M L Q B et g G v Wt S | Q
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We aligned on website requirements, communicated functionality with
wireframes, and built a comprehensive design system.

Wireframes

Account Access  Subscriptions  Saved Content (3)

Products Retirement  Insights Resources About the Firm
Home / Prockucn / Globel Fund

Global Fund

Seeks long-term growth of capital by investing in a range of asset classes from
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Custom handlers in the CMS allowed First Eagle to easily update fund
information with existing workflow infrastructure.

@ firsteagle.com

?»

First Eagle Investment

Financial Professionals &8 v Account Access Login to FEI

First Eagle Investments > Products  Retirement Insights Resources AboutUs Q Growth of $10K
HOME / GLOBAL FUND
Share <
Change Investment Amount +
Select Time Period 1=

Seeks long-term growth of capital by investing in a range of asset classes from markets in

the United States and around the world.

$64.08 11.47 % 0.31%

The performance data quoted herein represents past performance and does not guarantee future results. Market volatility can dramatically impact a Fund's
short-term performance. Current performance may be lower or higher than figures shown. The investment return and principal value will fluctuate so that

an investor's shares, when redeemed may be worth more or less than their original cost. Past performance data through the most recent month end is CRO DO FEVAX
available on the Prices & Porformance page. B

Risks

Overview Interactive Charts Performance & Prices Portfolio Foes & Distributions Documents.

Investment Philosophy

The Global Fund's philosophy reflects the teachings of A
Benjamin Graham and Warren Buffett: We believe Portfolic Composition ’ 260¢ 2010 205




Customized content permissions allows First Eagle to control which global

users could see which pages; all the way through the on-page copy.

Account Access

First Eagle Investments >

Disciplined, unconventional
thinking. Global
perspective. Long-term
alignment.

nd Performance Sharo Class A

Global Fund
Overseas Fund
Crodit Opportunities Fund

With a heritage datin, 0 1864, First Eagle Investments. servod as
< o < By Small Cap Opportunity Fund

apital across market

The performance data quoted herein represents past porformance and does not guarantes future results. Market volatifity can dramatically impact a Fund's
short-term performance. Current performance may be lower or higher than figures shown. The investment return and principal value will fluctuate so that
an inveator's shares, whon r d may be worth more or less than their original cost. Past performance data through the most recent month end is
available on the Prices & Performance page

December Views from December Vi 5 from 3Q21 Market Overview
First Eagle Global Value First Eagle Alternative Against Perfection
Credit

DEC 13, 2021 A DEC 16, 2021 A 0CT 22,2021

First Eagle Investments >

HOME / PP NETSEMENT

First Eagle Retirement
Investment Solutions

First Eagle Rotirome:
professio

to help do utions—focused on generatin
long-term real W & the permanent impairmer

capital—for 5 3 the retirement lifecycle.

Overview & Insights  Tools

ratogies

A complement to our investment capabilities, RIS is a dedicated team
of retirement specialists who work closely with First Eagle retail and
institutional teams to offer education and insights on the key issues
for retirement savers and their fiduciaries.

Retirement Insights

{ Dt BB - -
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Building Brand-to-Business
Impact: From Narrative to
Lead Generation Results

QUIET PLATFORMS



The Challenge

A unit of American Eagle Outfitters recently merged with another
supply chain add-on; Quiet Platforms needed to raise awareness
of the new combined enterprise.

The lack of awareness in the market was negatively impacting
the sales pipeline. With a lofty revenue target for upcoming vyear,
they needed a unified brand narrative and more accounts,

i.e., leads, for their sales team to pursue.

In short, how do you take a new narrative and connect the dots
to the messages that matter with prospective customers?
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The Solution

44

Upon the development and launch of a new Quiet Platforms
brand narrative and digital presence, we developed a
performance marketing strategy that delivered a cross-channel
media campaign with highly compelling creative that told the
new brand story but also invited users to download a
high-value white paper in exchange for a quick-form request.

The campaign was directed at two different The target audiences were further segmented
high-level targets that focused on an account- by company size (revenue) and job function to
based-marketing (ABM) approach as well as enable personalized messages that spoke to the
unknown prospective accounts that fell outside major-use case and needs of each member of

of the ABM list. the decision committee.
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We conducted interviews to understand the audiences and their journeys to
find the best way to introduce them to the Quiet Platforms offerings.

Supply Chain Operator Supply Chain Operator
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We started with refreshing the brand foundation; from platform through
visual identity toolkit.

QS QUIET

PLATFORMS
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... Leading with a design concept — “Connected Commerce” — that gave the
visual language a clear intent and purpose.
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We then designed and developed a website experience based on the

new VIBE.

Our Edge is
Your Edge.

Get closer to your customers and
ship smarter with Quiet Platforms
Edge Network

TRUSTED BY TOP BRANDS
P —
SUMMERSYLY TRESIAY

MACK WELDON

Edge Network powers you to get
closer and leverage friction-free
fulfillment, logistics, and shipping
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Raise your
competitive edge
with collaborative
commerce.

obaulET (=]

Home / Solutions / Fulfiliment

FULFILLMENT
Nimble, friction-
free fulfillment
drives value.

Gain speed, precision, and a
positive impact on your business.

TRUSTED 8Y TOP BRANDS

"ﬂ" ——
SUMMERSYLY. TR AT
MACK WELDON

Fulfill customer demand and
replenish stores faster at a lower
total cost of operations.

Our advanced, adaptive, and highly

efficient fulfillment solutions aet it right



O QUIET

Our Edge is
Your Edge.
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Quiet’s edge network powers you to get closer

A History of Exceeding Expectations

ﬂ 2018 " " : 2022

2009
. 2020
2077
2021
20M

Q

QOQUIET

Nimble, friction-
free fulfillment
drives value.

tipsyetves AEO.

]

Fulfill customer demand and replenish stores
faster at a lower total cost of operations.

Gain the edge with
our collaborative
commerce
network.

QUIET

Experts at
enabling brands ,
to achieve their o

Solutions  Company  Mews @ Wherw's oy peckeget

Solutions  Company  Wews  © Wherw's my paskape?

See how American Eagle Outfitters
used our edge network solution to
fly high and revolutionize how
their products get where they
need to be.
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Easily adapt in
evolving
environments.
E] ...... R

We’'re in the business of quietly minding your
network so you can focus on your customer,
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Digital Awareness Campaigns were personalized and segmented based on
the persona research and extended the look and feel.

8 o .511’0

Unkedi News Nimble, collaborative Save time,
money, and

commerce is here. more.

* Amazon scores touchdown with ‘TNF'

+ Hertz tums increasingly green

Brian Crooks ? You u"rq:nl
Save time,
money, and more.

+ More layotfs at Compass

* Layoffs latest: Companies making cuts o

Qo QUIET

Manage you network * Gap cuts 500 corporate jobs
nore ~
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R vy ems Promoted

Scale up with best-
in-class fulfillment.
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Unique landing pages paid off each ad to ensure a cohesive experience.

Make our
edge your
edge.

Make our

Send me the roadmap to

edge gour next-gen efficiency in
edge.

fulfillment and shipping.

s
3 Get ready for
We've built out our edge network with effi - " collaborative
. ) p commerce.
market nodes, so your fulfiliment and shipy iy
bottom-fine impact

aAMic
:\‘. 2
- See it all. And
see it through.

Al

Open the possibilities.

Get readg for W See how we helped
S | PN PR B American Eagle
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The Results

52

Quiet Platforms saw a 5x increase in the number of leads
generated and more than halved their cost per lead
(54% CPL reduction) relative to prior campaigns.

In the messaging tests, we found that the The campaign generated leads from a number
first messaging theme of “saving time/money” of high-profile key prospects, including

had a 4.5x engagement rate relative to the other  Cardinal Health, Accenture and Pitney Bowes,
two themes deployed. We then optimized the among others.

next wave of the campaign to double down on
the messaging that resonated most.
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