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For detailed guidelines on Channel Brands, please
reach out to their respective Brand teams or email
Brand@manulife.com.

10N

Our Brand guidelines provide a
comprehensive overview of our
Visual System. They are designed to
inspire your creativity while providing
you with the information you need

to produce creative that is consistent

across all markets and media.

Corporate Brand

These Visual System Brand guidelines
address our Corporate Brand and our
three main master Brands. Each of these
master Brands supports multiple Channel
Brands that help us deliver our diverse
and extensive portfolio of offerings to

consumers globally.

Il Manulife

Our Visual System aims at achieving
consistency across all our Brands.
However, it also accommodates for
certain specialized business scenarios

that may require a different treatment.

Should you have any questions, please

reach out to Brand@manulife.com.

Three main .
master Brands l“ Manulife

Y

I Manulife Investment Management

Examples of fif Manulife Bank
Channel Brands
(not exhaustive) i Manulife Trust

({1 Manulife Trust

W Investment Management

fff Manulife Private Wealth

fff Manulife Securities
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Design
principles

&
06 Contrast

07 Verticality

08 No decoration

Modern design is simple

and ¢fficient in both form and
function. We believe in the beauty
and value of a well-delivered,
structured message, something
that helps deliver on our Mission:

Decisions made easier.
L ives made belter.

Our design is rooted in

three principles that constitute
the foundation of our visual
identity: contrast, verticality
and no decorations.



Contrast

Contrast is the most
powerful tool to unite
essential information and
the storytelling behind it.

Design principles

1

3

Contrast
in size

Contrast
in accent

Use big numbers, big titles
or big icons in contrast with
body copy.

Coral is our accent colour.
Use it to bring attention to
key content.

Contrast
in colour

Use solid colour
background in contrast
to White.

Support body copy with Contrast Print applications can
bold iconography or 1-2-3 in format have a supplementary
numbers. Do not leave your format of inserts for key
text plain. data placement.



Verticality

A simple grid system, based
on the Manulife symbol, keeps
our creative layouts consistent
across different applications
and media. This allows us to
organize complex content and
emphasizes a strong rational
character as the essence of
financial planning.

1 Design and organize content and graphics
using a vertical grid.

2 Whenever possible, vertical format is preferred
regardless of medium; for example,
avertical banner.

3 Vertical composition is also preferred for
illustrations, photography and iconography.

4 For interior elements, choose materials and
textures that are dynamic and vertically themed.

Design principles

Vertical
content

Vertical
format

A
=]
®
@

Vertical
imagery

Vertical
texture



No decorations

Everything serves a purpose.
Whenever you create a colour
background or add a line,
image or icon, think about why
you're using it. Each colour
swatch and image should
bring a new level of clarity
to the content. Emphasize
utility over aesthetic.

Keep it simple. Use a solid background in your
creative. Solid colours reinforce the simplicity of
our brand whereas patterns add to complexity.

Make your layout efficient. Use big titles or
big numbers as the main graphic element.

Sometimes less is more. Use only elements
that have a significant impact or help achieve a
communication goal.

Design principles

This example shows how not to design your layout.
This design contains unnecessary decorative elements.

i Manulife

Lorem ipsum dolor amet
consectetur adipiscing

Egestas duiid ornare arcu odio ut sem
nulla pharetra. Egestas diam in arcu cursus
euismod quis viverra nibh. Eu augue ut
lectus arcu bibendum at. Ornare massa
eget egestas purus viverra accumsan. Arcu
dictum varius duis at consectetur
consequat semper viverra nam libero.

Lorem ipsum dolor amet
consectetur adipiscing

Sodales ut eu sem integer vitae justo

[ ] ] 8 .J
eget. Faucibus ornare suspendisse sed
nisi lacus. Dignissim suspendisse in est
ante in nibh mauris cursus.

manulife.com

Lobortis Vivamus at
feugiat

vivamus
egel arcu

varius

augue eget
arcu dictum

varius eget

habitant

morbi massa.

This example shows an on-Brand layout.
This simple, solid design is totally on-Brand.

i Manulife

Lorem ipsum dolor amet
consectetur adipiscing

Egestas dui id ornare arcu odio ut sem
nulla pharetra. Egestas diam in arcu cursus
euismod quis viverra nibh. Eu augue ut
lectus arcu bibendum at. Ornare massa
eget egestas purus viverra accumsan. Arcu

Lorem ipsum eu Eonsat samor e o
fugiat nulla pariatur
dOlOr Slt amet Lorem ipsum dolor amet

consectetur adipiscing

Sodales ut eu sem integer vitae justo
eget. Faucibus ornare suspendisse sed
nisi lacus. Dignissim suspendisse in est
ante in nibh mauris cursus.

Lobortis feugiat vivamus
eget arcu varius.

Vivamus at augue eget

arcu dictum varius eget
habitant morbi massa.

manulife.com
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grid system
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Logo position

Logo and copy alignment
Setting up your layout

Logo and margins size
Global identification system

Grid templates

Our layouts are structured on a
vertical grid system. The grid
system makes it easy to create
zones for different types of content
while emphasizing verticality and
maintaining consistency.

Multi-column grids provide a
flexible format to integrate text
and graphics or present a large
amount of information with a
complex hierarchy.



Logo position

Preferred logo placement

Whenever possible, position the logo at the top left of the layout.
This is the preferred placement for digital and print applications,
such as fact sheets, forms, brochure covers, stationery, cover
sheets, reports, website pages, video watermarks, photo bugs,
posters and billboards.

Manulife Z&%Mi I JJ] Manulife Investment Management

Layouts and grid system

Alternative logo placement

For certain standalone applications, the logo may be placed in the
centre of the layout. Examples include wayfinding signage and end
slates to video, animation or presentation decks.

Alternatively, the logo may be placed at the bottom left of
the layout when it functions as a sign-off or call to action in
advertising campaigns.

Logo placement exceptions

On occasion, Brand standards imposed by third-party sponsors
or partners limit the choice of logo placement. Examples include
presentation decks and creative for affinity partnerships or any
other third-party sponsorship or business association. In such
situations, distance our logo from the third-party logo to maintain
Brand autonomy. For example, consider placing it in the corner
opposite the third-party logo (top right or bottom right corner).

Il Manulife //4,4,14,,,,,4

JIJ Manulife Investment Management

M A

ABCIugn Il Manulife | ABC logo yu,%m ABC logo TIT Manuife Tnvestment Managemen

FII Manulife Investment Management | |

ABCIﬂgn 1]} Manulifﬁ ABC logo Jitn ABC logo 111 Manuiife Investment Managemen
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Logo position

Points of alignment

Primary
hd :
anulif

<
Manulife
: T :

Alternative Centre* Exception
Primary

!

3 : é ¢
Alternative Centre* Exception

Layouts and grid system

@ For more details visit Brand Hub Guidelines: Logos.

Use these visuals as a guide for logo alignment.

*Centre the logo optically, not to the true
centre point of the logo artwork.

Primary
¢

Il Manulife Invesétment Management

3
Alternative

Primary
*

¢ ¢
Centre” Exception

(1 Manulife

Investment Management

é ' H
Alternative Centre*

¢
Exception

X Do not

1 Centre the logo at the top.

2 Centre the logo at the bottom.

1| Manulife

i

/11" Manulife Investment Management

{1l Manulife

//M%%

|| Manulife Investment Management

11



https://manulife.frontify.com/document/25#/logos/logos

Logo and copy alighment

Manulife

1 Primary alighment
Text aligns at left with the Manulife wordmark.

2 Alternative alignment
Text aligns at left with the symbol when the logo takes up
half the width of the layout or more.

John Hancock

1 Primary alignment
Text aligns at left with the top left portion of the J.

2 Alternative alignment
Text aligns at left with the descender of the J when the logo takes up
half the width of the layout or more.

Manulife Investment Management

1 Primary alignment
Text aligns at left with the Manulife Investment Management wordmark.

2 Alternative alignment
Choose the stacked logo when the linear version exceeds the width of
the layout. Text aligns at left with the symbol.

0%M W

1 2
Iff Manulife Il Manulife
Equi dolum Equi dolum
arum expella arum expella
endams mos endams mos
etusa sum etusa sum

Equi dolum Equi dolum
arum expella arum expella
endams mos endams mos
etusa sum etusa sum

Layouts and grid system

1 2
Iff Manulife Investment Management Iff Manulife
Investment Management
Equi dolum Equi dolum
arum expella arum expella
endams mos endams mos
etusa sum etusa sum

12



Logo and copy alighment

X Do not

1 Centre the logo above text.
2 Centre the logo below text.
3 Place the logo in between areas of text.

4 Place the logo above text at the bottom of a page.

Layouts and grid system

Iff Manulife

lanulife Investment Management

nulife

ek

I§) Manulife Investment Management

Iff Manulife

il Il

I§) Manulife Investment Management

nulife

Invdstment Management
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Setting up your layout Follow steps 1 to 4 to set up your layout. ©)

111 Manulife Investment Management

oo,

i1l Manulife

Determine logo size

11 Manaiffe Investnet Managerent

Choose the appropriate logo size based
on the format you are using. Refer to
Logo and margin size specification
tables on pages 17-20 for more details.

Extra margins

Set up margins

1 Primary logo placement requires 2 Increase inner margin for spreads. 3 Increase bottom margin as needed
extra margin on the left. to accommodate legal disclaimers,
footnotes, references, folios and so on.

Margins are determined by logo height.
Refer to Logo and margin size specification

tables on pages 17-20 for more details.
dy 4y

Posters
(~A0-A2)

Booklets and flyers
(~A3-A7)

4y

Layouts and grid system 14




Setting up your layout

Create
column grids

The gutter between columns is
determined by logo width x.

Layouts and grid system

Format matters. If your format is horizontal (landscape), divide it into
vertical columns. If your format is vertical (portrait), use it as is.

Primary settings Alternative settings
7 column / 1x gutter 3 column / 2x gutter

Combined layout examples
7 column / 1x gutter

Combine columns to organize complex

information and add flexibility to your design.

2:1 1:2 1:6 1:1:5
5:2 4:3 3:4 2:5
1:3:3 2:41 1:5:1 2:3:2

15



Setting up your layout

Create
horizontal grids

Use horizontal grids to
organize content.

Begin by dividing the layout
into 24 or 48 rows. For smaller
formats, consider 6 or 12 rows.
Always divide layout using
multiples of 6.

Layouts and grid system

Horizontal grid settings
24 rows / 48 rows

Alignment

Content always aligns at top left of a grid.

. [Thisisa ~
ag line

imporum, officius,

A\ [Thisisa ~
ag line

sssssss
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Logo and
margins size

Use these specifications to
find the appropriate logo
size and margin width for
commonly used formats.

If your format is not listed

here, select the closest size
as your starting point.

Layouts and grid system

The Manulife Investment Management linear logo is preferred when
space permits. Use the stacked version only when space is limited.

®

ISO il Manulife 41%,,@4 ff| Manulife Investment Management fff Manulife Margins Extra
Format % Investment Management margins
Symbol Ascender Logo Symbol Logo Symbol Logo Use symbol or
height (y) height (y) height (h) height (y) height (h) height (y) height (h) ascender height (y)
AO 1.10" 1.10" 2.00" 1.10" 115" 1.10" 2.34" 2 4
841 x 1189mm 28mm 28mm 5Tmm 28mm 29mm 28mm 59mm y y
A1 0.79" 0.79" 1.44" 0.79" 0.82" 0.79" 1.68" 2 4
594 x 841mm 20mm 20mm 36.5mm 20mm 21mm 20mm 42.5mm y y
A2 0.55" 0.55" 1.00" 0.55" 0.57" 0.55" 1.17" 2 4
420 x 594mm 14mm 14mm 25.4mm 14mm 14.5mm 14mm 30mm y y
A3 0.39" 0.39" 0.72" 0.39" 0.41" 0.39" 0.83" 2 4
297 x 420mm 10mm 10mm 19mm 10mm 10.5mm 10mm 21mm y y
Ad 0.24" 0.24" 0.44" 0.24" 0.26" 0.24" 0.51" 9 A
210 x 297mm 6mm 6mm 11mm 6mm 6.25mm 6mm 13mm y y
A4 0.20" 0.20" 0.36" 0.20" 0.21" 0.20" 0.43" 2 A
99 x 210mm 5mm 5mm 9mm 5mm 5.3mm 5mm 11mm y y
Ab 0.20" 0.20" 0.36" 0.20" 0.21" 0.20" 0.43" 2 A
148 x 210mm 5mm 5mm 9mm 5mm 5.2mm 5mm 11mm y y
A6 0.16" 0.16" 0.29" 0.16" 017" 0.16" 0.34" 2 4
105 x 148mm 4mm 4mm 7.3mm 4Amm 4.2mm 4mm 8.6mm y y
A7 0.16" 0.16" 0.29" Use the MIM stacked logo for this format, 0.16" 0.34" 2 4
74 x 105mm 4mm 4mm 7.3mm space is limited. 4mm 8.6mm y y
A8 0.1 4" 0.1 4" 0.26” Use the MIM stacked logo for this format, 0.1 4" 0.30“ »] 3
52 x 74mm 3.5mm 3.5mm 6.3mm space is [imited. 3.5mm 7.4mm y y

17



Logo and
margins size

Use these specifications to
find the appropriate logo
size and margin width for
commonly used formats.

If your format is not listed

here, select the closest size
as your starting point.

Layouts and grid system

The Manulife Investment Management linear logo is preferred when
space permits. Use the stacked version only when space is limited.

Standard f1) Manulife %%m_pé fIf Manulife Investment Management fIf Manulife Margins Extra
Format ' Investment Management margins
Symbol Ascender Logo Symbol Logo Symbol Logo Use symbol or
height (y) height (y) height (h) height (y) height (h) height (y) height (h) ascender height (y)
Poster 0.79" 0.79" 1.43" 0.79" 0.82" 0.79" 1.67" 2 4
24" x 36" 20mm 20mm  36.5mm 20mm  21mm 20mm  42.5mm y y
Tabloid 0.39" 0.39" 0.72" 0.39" 0.41" 0.39" 0.84" 2 4
11" x 17" 10mm 10mm 18mm 10mm 10.5mm 10mm 21mm y y
Legal 0.31" 0.31" 0.56" 0.31" 0.32" 0.31" 0.66" 2 4
8.5"x 14" 8mm 8mm 14.5mm 8mm 8.5mm 8mm 17mm y y
Letter 0.24" 0.24" 0.45" 0.24" 0.25" 0.24" 0.51" 2 4
8.5"x 11" 6mm 6mm 11mm 6mm 6.5mm 6mm 13mm y y
Half letter 0.20" 0.20" 0.36" 0.20" 0.21" 0.20" 0.43" 2 4
5.5"x 8.5" 5mm 5mm 9mm 5mm 5.3mm bmm 1Tmm y y
S||m j|m 0.20" 0.20" 0.36" 0.20" 0.21" 0.20" 0.43" 2 4
3.37"x8.5" bmm bmm 9mm 5mm 5.3mm 5mm 1Tmm y y

18



Logo and
margins size

Use these specifications to
find the appropriate logo
size and margin width for
commonly used formats.

If your format is not listed

here, select the closest size
as your starting point.

Layouts and grid system

The Manulife Investment Management linear logo is preferred when
space permits. Use the stacked version only when space is limited.

ANSI (i Manulife %%m_pé fff Manulife Investment Management fff Manulife Margins Extra
Format ' Investment Management margins
Symbol Ascender Logo Symbol Logo Symbol Logo Use symbol or
height (y) height (y) height (h) height (y) height (h) height (y) height (h) ascender height (y)
ANSI E 1.10" 1.10" 2.00" 1.10" 115" 1.10" 2.34" »] 3
34" x 44" 28mm 28mm 5Tmm 28mm 29mm 28mm 59mm y y
ANSI D 0.79" 0.79" 1.44" 0.79" 0.82" 0.79" 1.67" 1 3
22" x 34" 20mm 20mm 36.5mm 20mm 271mm 20mm 42.5mm y y
ANSI C 0.55" 0.55" 1.00" 0.55" 0.57" 0.55" 1.17" 1 3
17" x 22" 14mm 14mm 25.4mm 14mm 14.5mm 14mm 30mm y y
ANSI B 0.39" 0.39" 0.72" 0.39" 0.41" 0.39" 0.84" 2 4
1" x 17" 10mm 10mm 18mm 10mm 10.5mm 10mm 21mm y y
ANSI A 0.24" 0.24" 0.45" 0.24" 0.25" 0.24" 0.51" 2 4
8.5"x11" 6mm 6mm 11Tmm 6mm 6.5mm 6mm 13mm y y

19



Logo and
margins size

Use these specifications to
find the appropriate logo
size and margin width for
commonly used formats.

If your format is not listed

here, select the closest size
as your starting point.

Layouts and grid system

The Manulife Investment Management linear logo is preferred when
space permits. Use the stacked version only when space is limited.

II:)(ij:;aalt i) Manulife M fIf Manulife Investment Management " r:l\?ellltjrlrifeent Management Margins mi’:tg"ians

Symbol Ascender Logo Symbol Logo Symbol Logo Use symbol or

height (y) height (y) height (h) height (y) height (h) height (y) height (h) ascender height (y)
1920x 1080 40 40px  72.5px  40px  41.5px 40px  85px oy Ay
1080x 1080 4y 40px  72.5px  40px  41.5px 40px  85px oy Ay
Vﬁ%gi? 16px 16px 29px 16px  16.7px 16px 34px Ty 2y
ﬁg?)a’;n%rso 16px 16px 29px 16px  16.7px 16px  34px Ty 2y
ZAOXEO0 epx  1Epc  29pc  GIEMENUTTUT O a6pe 34 Ty 2y

20



Global identification
system

Introduce vertical sidebars
only when there's a need to
identify accessory pages that
are part of a larger package,
for example, materials
relating to a particular
campaign, product series or
presentation sections.

Layouts and grid system

Sldebar |mage ¢ Keep the image consistent across all applications.

o Work within our column grid system: 7 or 3 columns.

/////4 //'/J/,m,,{
eDelivery Field
Reference Guide Underwriting
Guide
Underwriting Impairments
July 2021
(Brochure) (Brochure)
///y%.&
eDelivery
Reference Guide
: :
2 columns +
Right margin
with bleed

o ek,

Underwriting Guidelines

(One-pager)

ol o

Underwriting Guidelines

Right margin
with bleed

Exception

An exception may be made when a page is content-
heavy and visual relief is required. In this case,

introduce a sidebar image.

//r/,,/éu,m(

Underwriting Guidelines

Approved Vendors.

S Hanceek,

Preferred

Defer to our visual system
principles and incorporate
images into the layout.

Exception

Use sidebar image
application only when
page space is limited.

21



Global identification

system

To further identify a product
series, brochure section or
campaign materials, consider
adding a sidebar tab with text.
Sidebar tabs are useful when
an image alone doesn’t provide
sufficient identification.

Layouts and grid system

Sidebar tab

¢ Introduce a tab that’s margin-width.

e Select the best tab colour to complement your page,
either Green, Blue or Dark Navy.

111 Manuiife

Manulife
Global Indexed UL

Product Guide

III Manulife

Questions and answers

about MGIUL

Il Manulife

Increase the guaranteed o or

The challenge:
e solution

75% A4 - 25% Fixed Account Alcation

(Brochure)

Staggered tabs

(Flyer)

11l Manulife

Manulife
Global Indexed UL

omsous contocth s, Pl ot ot ry

focturers L nsuace Conpony (B

——

@
=
3
S
B
=
b1
2
a

Advantages of MGIUL

MGIUL affers flxibilty, simplicity and protection to meet your speciic e insurance needs.

Opportunity
Product design
MGIUL product design offrs you the opportunty o eam nerest ke ot e
ofupto two geographical and economical derse financilindices (the S&P 500° ndex

This provides higher upside potential then tracitionaluniversal e products.

S&P 500 Index Hang Seng Index

and

g

worldsenowned ndex includes Kong. Publicly aunched n 1965,
s n 0p inustries the HS1 has become the most v
omy. Although the S& 500 auoted indicator of th
tofthe | the Hong Kong stock
of

odmately 7 o
n excellent prosy fo the

rmance of

Advantages of MGIUL

DEST TRSABARS’

Premium payment choices

se when to make a premium payment and how much fo pay, o to change your

there s sufficient cash surende

yments entrely. Addtonal premio
than expected, f oans or partialwithdran:
Ees ncrease.

. A5 long.
Skip apremium or discontinue premium
actualinerest credited i
costof nsurance (CO) ¢

may be necessaryf
are taken orf curcert

Riéht margin
with bleed

¢ Use Manulife JH Sans bold or demibold in White for tab title.

Note: To meet accessibility requirements, Green tab requires
minimum text size of 14 pt bold.

¢ Typeset the text from bottom to top, centred vertically within the tab.

For PowerPoint presentations, sidebar tabs may be used
on their own (without image) to identify different sections.

The Retirement business provides an opportunity to help individuals plan,

save and ultimately transition to retirement

Market trends and opportunity

Our growth drivers

Retaining plan participants
+ Capturing asset rollover as individuals leave
corporate plans is a growing opportunity.

Enhancing digital customer experience
+ Plan participants’ expectations are increasing, and
a digital omni-channel experience is table stakes

Extension into adjacencies across the broader
retirement “ecosystem" that meet clients' needs across
health, wealth, wellness, and planning

Strong demand for income solutions.
* Individuals worried they will outlive savings, creating
needs to annutize financial assets

Asia could become a bigger opportunity

* Southeast Asia is expected to experience strong
growth and demand for private pension solutions.

« Foreign insurers continue to enter China to innovate
and develop potential pension solutions

Asia projected AUM growth
(US$ tilions)

+13% CAGR
| +
16
219 202

Canada projected AUM growth
(C tilons)

+5% CAGR
| +

20 28

218 202

USS. projectad AUM growth
(US$ tilions)

+5% CAGR
| +
16 20

2019 20208

Win in specific segments of employer sponsored plan market
~ Grow number o partcipants by lrgeting select segments and
o by of propr

Invest in customer facing digital capabilities
«To drive improved experience for in-plan participants by digitizing
customer journeys and increasing automation

Improve both rollover capture rates and persistency
« Convert in-plan participants to individual customers by improving
rollover experience and drive higher persistency of participants
inancial advice and

Engage members to provide predictable income solutions
« Develop customer engagement platforms to provide advice to
customers and offer income products at scale

Leverage the power of scale
« Abiliy to offer investment solutions and leverage global scale
ensures we can continue to win in the local markets.

Capturing the Retail growth opportunity by partnering with our
intermediaries, while focusing on our advice channels

Market trends and opportunity

Our growth drivers

Demand for human-delivered-advice remains.
* Individuals continue to want both the expertise of
an advisor and an omni-channel experience

Large opportunity in select market segments.
* Wealth concentration continues to increase among
high-net-worth customers, as well as underserved

segments such as women and millennials

Increase in wealth concentration

* Individuals are consolidating assets with one or two.
primary providers that can offer comprehensive
advice and solutions

Demand for innovative products on the rise

+ Increasing interest in sustainabilty focused
offerings, as well as non-traditional offerings such
as alternatives.

Asia projected AUM growth
(US$ tilions)

+10% CAGR
| +
6
4
219 202
Canada projected AUM growth
(C$ tilons)
+5% CAGR
| +
5 6
218 202

USS. projectad AUM growth
(US$ tilions)

+6% CAGR

v

34 45

Prioritize investment in highest potential geographies.
+ Canada and Asia provide the opportunity to fully integrate
capabiliies and expand margin

Expand customer base through advice and Asia agency force
« Increase our advice channels and leverage our growing agency
force in Asia to drive customer acquisition

Leverage the power of scale and data
« Leverage global scale and data and analytics to increase the
efficiency of our distribution platform

Extend unique investment capabilities across multiple vehicles.
* Expand unique offerings across the ETF & SMA structure

Invest in digital capabilities to drive expansion
. termediary shelf space & enter new channels with digtal

ESG & Asia asset management expertise drives innovation
* Leverage ESG leadership position and unique Asia capabilities to
offer differentiated solutions to investors outside of Asia

22



Grid templates

Layout tips

¢ Add clear and open white space
wherever possible.

¢ Use large numbers, icons or display

text within columns to enrich visual appeal.

¢ To create contrast, use oversized reverse
White text on solid colour backgrounds
(Green or Blue).

There are templates available on Brand
Hub for quick download and use.

Layouts and grid system

Poster

Horizontal banner/billboard

Panels on wall

Flyer

Brochure cover
|

Pamphlet

\

[

Spread

Vertical banner

mup'

‘})
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G ri d te m p I a tes 3-co|umn grid , 3-column grid 7-column grid 7-column grid

Layout tips

¢ Add clear and open white space
wherever possible.

Layout with big numbers

¢ Use large numbers, icons or display
text within columns to enrich visual appeal.

40% 60% 80%

¢ To create contrast, use oversized reverse
White text on solid colour backgrounds
(Green or Blue).

I— I—
25% 30% | 15%

—
32% | 55% 70%

There are templates available on Brand
Hub for quick download and use.

Layout with big text Layout with charts Layout with charts Layout with charts
=

Extra margins for gutter Extra margins for footer Extra margins for cover Extra margins for cover

—_

Layouts and grid system Extra margins Extra margins Extra margins Extra margins




Typography

Manulife JH font series
Noto Sans font series
Usage rules
Typesetting formulas

Typesetting specifications

Our signature typeface is the
Manulife JH font series. This
custom font, owned by Manulife,
originated from the identity of
Manulife and John Hancock

and emerges as a unique and
contemporary voice.

This widely accommodating font
series can be used seamlessly
for English, French and Asian
languages based on Latin
script. 1t is our Brand's primary
font choice.

For all Asian languages using
scripts other than the Latin script,
we use the Noto Sans series.

It perfectly complements the
Manulife JH font series, providing
a harmonious appearance to

our communications across

all markets.

It is essential that you only use our globally approved fonts.
Use of unlicensed third-party fonts will result in significant
fines to the company. If you have a specific requirement for
a font that is not globally approved by Brand, please contact
Brand@manulife.com for solutions.
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Manulife JH font series

The Manulife JH font series Ascender &

Cap-height
includes Sans and Serif. Both

typefaces follow the principles of | 5 I
verticality and 45-degree sharp e
edges inspired by our stylized
“M” symbol, strengthening and
supporting the Brand experience.
1 4
The font series is characterized by "

increased X-height and closed
aperture, inspired by the original

Descender

Manufacturers Life Insurance
logotype of 1887. Contrasting
sharp edges, round elements,

altema’[e g|yp|’15 and tabU|ar 1 Sharp edges 2 High readability 3 Signature cut 4 Curves
. . ey ege Sharp edges and vertical The Manulife JH font series The 45-degree incline on Round elements provide
num be rs p I’OVIde 0ptl77’ldl lega”Zty lines of the typeface mirror provides optimal legibility select letters is reminiscent the perfect foil to sharp
the Manulife symbol and logo. even at reduced point sizes. of the Manulife symbol. edges and vertical posture.

even at reduced font sizes.

Typography




Manulife JH
font series

Manulife JH Sans

This is our Brand’s preferred font choice for
all applications.

Our signature font is a solid, strong and mature
typeface, legible in all media, and offers great
scaling options in both body and title copy. The
vertical lines in this typeface are converted into an
upright and slightly condensed look. Both modern and
pleasing to the eye, the font's unigue details mirror the
Manulife symbol and wordmark.

Never apply a forced italic style (using program
controls or tools) to any of the Manulife JH Sans font
series. Accessibility readers will not identify the forced
italic characters, making the content non-accessible.
Depending on the purpose, use Manulife JH Sans Italic
or Manulife JH Serif instead.

Manulife JH Serif

Use this font for creative design purposes to highlight
specific keywords.

Manulife JH Serif is an elegant italic font with
details inspired by the John Hancock logo. Curves
are carried on from the handwritten John Hancock
signature, infusing the font with a slanted, cursive

and human expression. The proportions are aligned
with the Sans but this contrasting look adds a
prominent accent.

Typography

Manulife JH Sans is our custom proprietary font. It can be used only for official company purposes,
under license. It may not be used by employees or business partners for non-business purposes.

Manulife JH Sans Italic

This is a true italic font, developed specifically for
legal purposes.

This font is not a creative alternative to
Manulife JH Serif font and should be used only
to highlight specific keywords and phrases, as
directed by legal teams.

For example:
Legal disclosures

Disclaimers or footnotes citing legislation

e Intellectual property, such as:

— Names of third-party products or programs
e.g., Vitality

— Titles of publications, along with the name of
the author

Always match the Manulife JH Sans Italic font
weight to the font weight of the surrounding text.
Do not introduce a different font weight than what
is being used, since Manulife JH Sans Italic font is
not meant to fulfill creative design purposes.

Arial font —
approved substitution

Since Manulife JH is a custom font, you may encounter
compatibility issues or technical constraints when
using it in MS Office (Outlook, PowerPoint, Word, etc.)
and third-party applications. Where these issues arise,
Arial is the only approved substitution.

Examples include:

¢ Brand Hub global templates (email signature, digital
letterhead, PowerPoint, etc.)

e Systems reporting (client updates, reports, forms,
info, fund updates, etc.)

Manulife JH font is mandated for all digital and
creative designers and should be used in:

¢ Marketing campaigns - digital display and print
o Websites & apps

¢ Printed stationery (business cards, letterhead,
envelopes, etc.)

¢ Marketing collateral (sales material, product
brochures, fund profiles, etc.)

For any questions, please reach out to Brand@manulife.com.

Manulife JH Sans
Bold
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Noto Sans font series

Noto Sans

For all Asian languages that use scripts other than
the Latin script, Manulife uses Noto Sans.

Noto is an open-source font available for commercial
purposes with no licensing fees. It supports many
different languages within the same font family and
is also compatible with Manulife JH Sans, unifying
our Brand across markets.

Use Noto Sans font as the standard for Traditional
Chinese, Simplified Chinese, Japanese, Khmer
and Burmese.

On Brand Hub, you can download a version of Noto
Sans that has been optimized for print and digital
applications. Always use this version; do not
download any online versions of the font.

Typography

Noto Sans Italic
Italics should be used only to highlight specific

keywords and phrases, as directed by legal teams.

For example:

Legal disclosures

Disclaimers or footnotes citing legislation
Intellectual property, such as:

— Names of third-party products or programs
e.g., Move

— Titles of publications, along with the name of
the author

Italics is not part of our standard font package but
can be forced by selecting the “I” icon in the style
menu or Ctrl+l (for PC) or Command-+I (for Mac).

MYing Hei Font —
approved substitution

Since the version of Noto Sans we offer is available
only in OTF files, you may encounter compatibility
or technical constraints when using it in third-party
applications. Where these issues arise, M Ying Hei
is the only approved substitution. It is a font that is
offered in TTF file format.

Examples include:

Third-party applications that only process TTF file
formats (soft copy documents, PDFs, etc.)

Non-design software applications (developers, POs,
PMs, Bas, etc.)

Systems reporting (statements, reports, forms,
info, fund updates, etc.)

On Brand Hub, you can download a version of

M Ying Hei that has been optimized for print and
digital applications. Always use this version; do
not download any online versions of the font.

For any questions, please reach out to Brand@manulife.com.

Noto Sans Bold MhEBEEXREEEZNE RS
Traditional Medium Bk zEFBBREHL EE B2 Z E
Chinese Light DO I M OE R W I R R M E N X
Thin B R OM % M # £ o5 3 LB n s e
Noto Sans Bold MhESEZXAEEZNDETF 2
Simplified  Medium B 2220 BB EEK
Chinese Light DO W M E R W B KR KX
Thin B R OM R M O# £ A 3 LN AR o
Noto Sans Bold Hd D B IF L £ 5% FhrI H B I
Japanese Medium T O b I B3 B YT LI ODOIE L
Light X EZ L) EBEAEEREE AR L
Thin ¥ E B R E B LW BT E ®EE
Noto Sans Bold n 8 A W N B F H AWM E U 2 W
Khmer Medium f AN & U S @83 8 U wW N A © W i
Light miﬁjlﬂf“:j]—jﬁﬁwhﬁﬁﬁm}

Extra Light Mm o v & i on
Noto Sans ExtraBold m 3 O W C 0 D @ qJ ® S 2 0

Burmese SemiBold

Condensed Condensed 0 oo 3 (2] «f (8] o (V) ::) (%] w Glc Q
Light © ™ W g PWE G p P o PP e
e g g9 0o o Jg g g6 oo 0 p
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Usage rules

Simple and structured
information is a key element
In communication. Organize
complex data, structure
priorities and keep the Brand
consistent by following these
simple rules.

O

For typography guidelines on digital applications,
refer to the Connected Design System (CDS) guidelines.

Typography

]

I

]

I

Always align at left.

Text should align at left. First
columns should align with the logo.

Follow the grid system and layout
tips for logo and copy alignment.

Aa
M AanQ

Do not use third-party fonts.
Exceptions: Use Noto Sans font
series for Asian languages and Arial
for applications that don’t support
the Manulife JH font series.

Ab
EXEX

Use Black for body copy in print

applications (Dark Navy for digital).

Use Green or Blue minimally for large
headlines and web links, and only when
necessary. Refer to the Colour chapter
for more details.

Optimize white space.

Unless the column is extremely
narrow, do not use its entire width
for text. Try to leave some white
space around paragraphs.

Aa/AA

Always use sentence case.
Capitalize only the first word of
headlines and subheads. All caps
can be used only for acronyms or
ifitis a legal requirement.

Aa

Smaii text

For contrast, use reverse type
against permitted colour
backgrounds. To ensure legibility,
minimum 14 pt bold or 18 pt regular
type is recommended. Refer to the
Colour chapter for more details.

Key words

Sewnlerce

Use Manulife JH Serif to
highlight key words.

Do not use it for an entire sentence.
Do not use Manulife JH Sans Italic
for this purpose, since it is meant
to be utilized only for legal and/or
academic purposes.

Iptopl

Maintain legibility.
The smallest allowed typeface is
7 pt for print and 8 pt for web.
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Typesetting formulas

Formulas  Headline leading
Type size / Leading

Examples Style: Headline 5

Light

en sy A yearof record

result & more

;gi.nwzg pt %@AE\B%EE
FIRME R

Thin o —+ | —

23.5/28 pt Z@fd\f_@ﬂ{}f{h_\
DMNDNT T,

Extra Light
26/31pt

SuaARINMATR
AJIUHN

Typography

Body leading

Type size / Leading

1

Style: Body

Regular
9/13.5 pt

Light
9/13.5 pt

Light
9/13.5 pt

Light
10/15 pt

1.5

Women want to work with a company
they know and trust. With John
Hancock’s comprehensive product
portfolio, support from distribution.

BEASREEIRIEMEAAR
BENBEM G EZ— A >
WA Z B E R
HRAREESHREANSRE o

BHOBYELEHRREEANS
BERR B ORIREZHIFFRED
BN 1T D5E T, RREHFHE
DORIBIEIIH D FH Ao

sufimfnemsmm

UG TSIN AW

fJYEUILEUIMAJIR3E)E

pgAEsunwmeanigns

HAGEMAHRIF LS
b,

1S3BUSIS?

Headline spacing

Type size / Space between

1 0.5

Type size: 9 pt
Leading: 13.5 pt (1.5x)
Headline spacing: 4.5 pt (0.5x)

4.5pt W

13.5pt ‘E L .

tempor. Cursus metus aliguam
eleifend mi in mulla posuere
sollicitudin aliquam. Pellentesque
habitant morbi tristique senectus.
Imperdiet dui a accumsan sit amet.
Odio pellentesque diam volutpat
commodo sed.

Eget duis at tellus at urna. Praesent
tristique magna sit amet purus.
Magna ac placerat vestibulum
lectus mauris. Tincidunt vitae
sumper quis lectus.

Amet purus gravida quis blandit
turpis curses in hac habitasse. Eget
mauris pharetra et ultrices neque.
Ante in nibh mauris cursus mattis.
Lacus sed turpis tincidunt id.
Egestas congue quisque egestas
diam in arcu cursus.

1390 turpis cursus.

Paragraph spacing

Type size / Space between

1 1.5

Type size: 9 pt
Leading: 13.5 pt (1.5x)
Paragraph spacing: 13.5 pt (1.5x)

Feugiat in ante metus dictum at

tempor. Cursus metus aliquam eleifend
mi in mulla posuere sollicitudin aliquam.

Pellentesque habitant morbi tristique

senectus. Imperdiet dui a accumsan sit
amet. Odio pellentesque diam volutpat

commodo sed.Eget duis at tellus at
urna. Praesent tristique magna sit
amet purus. Magna ac placerat
vestibulum lectus mauris. Tincidunt
vitae sumper quis lectus.Consectetur

13.5pt ‘ Eget mauris pharetra et ultrices neque.

Ante in nibh mauris cursus mattis.
Lacus sed turpis tincidunt id. Egestas
congue quisque egestas diam in arcu
cursus. Habitasse platea distumst

quisque sagittis purus. Aliquet eget sit

amet tellus cras adipiscing enim eu.

List settings

When presenting a list, it is preferred to typeset numbers or bullet points
outside of the margin. When challenged with content-heavy data charts or
program typesetting restrictions, all content may be inset and aligned left.

Preferred
Type size: 9 pt
Leading: 13.5 pt (1.5x)

orem ipsum dolor amet:

ursus metus aliquam eleifend

iam in nulla posuere sollicitudin.

ursus metus aliqguam eleifend
iam in nulla posuere volutpatn
ollicitudin pellentesque diam.

ursus metus aliquam eleifend
iam in nulla posuere volutpatn
ollicitudin pellentesque diam.

orem ipsum dolor amet:

ursus metus aliqguam eleifend

iam in nulla posuere sollicitudin.

ursus metus aliquam eleifend
iam in nulla posuere volutpatn
ollicitudin pellentesque diam.

ursus metus aliqguam eleifend
iam in nulla posuere volutpatn
ollicitudin pellentesque diam.

Alternative
Type size: 9 pt
Leading: 13.5 pt (1.5x)

Lorem ipsum dolor amet:

1 Cursus metus aliguam eleifend
diam in nulla posuere sollicitudin.

2 Cursus metus aliquam eleifend
diam in nulla posuere volutpatn
sollicitudin pellentesque diam.

3 Cursus metus aliquam eleifend
diam in nulla posuere volutpatn
sollicitudin pellentesque diam.

Lorem ipsum dolor amet:

® Cursus metus aliquam eleifend
diam in nulla posuere sollicitudin.

e Cursus metus aliquam eleifend
diam in nulla posuere volutpatn
sollicitudin pellentesque diam.

e Cursus metus aliquam eleifend
diam in nulla posuere volutpatn
sollicitudin pellentesque diam.
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Typesetting

Manulife JH Sans and Serif

@ Type sizes are rounded up

@ Examples below are sized down by

specifications English, French, Indonesian o S

style Fontsize scale Fonthize(1x)  Leading(120  Leading (150

Headline 1 420% et 4sSp 57 H1 - Light demibold bold /talic serif
Headline 2 380% sapt  4pt Siot H2 - Light demibold bold italic serif
Headline 3 340% 305pt  365pt 4550t H3 - Light demibold bold italic serif

Headline 4 300% 27 pt 325pt  40.5pt H4 - Light demibold bold italic serif

Headline 5 2760% 23.5pt 28 pt 35 pt H5 - Light demibold bold italic serif

Headline 6 220% 20 pt 24 pt 30 pt H6 - Light demibold bold italic serif

Headline 7 180% 16 pt 19 pt 24 pt H7 - Light demibold bold italic serif

Headline 8 140% 12.5 pt 15 pt 18.5 pt H8 -Regular demibold bold italic serif

Caption*

30%

8.5 pt

10.5 pt

Body - Regular demibold bold italic serif

Caption - Regular demibold bold jtalic @ Minimum font size is no smaller than 7 pt.

Caption 1*

50%

@ This caption is available for oversized display formats only, for example posters or billboards.

Typography

* Minimum Typesetting: This setting is reserved for captions, legal disclaimers or folios.
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Typesetting  Noto Sans © psmaousn © Gyt gty ®
specifications Chinese

Style Font size scale Fontsize(1x)  Leading(L2x)  Leading(150

Headline 1 420% 38 pt 45.5pt 57 pt H1 - fi l:l:lﬁ' *ﬂﬁ%
Headline 2 380% 34 pt 41 pt 51 pt H? - 14 g tHES
Headline 3 340% 305pt  365pt  455pt H3 - Al g FHES
Headline 4 300% 27 pt 325pt 405t H4 - 14T Hh s ¥RES

Headline 5 260% 235pt  28pt 35 pt H5 - 14 RS HHAS

Headline 6 220% 20 pt 24 pt 30 pt H6 - T4 A i THAR

Headline 7 180% 16 pt 19 pt 24 pt H7 - il4 e S ¥ARe

Headline 8 140% 12.5 pt 15 pt 18.5 pt HE - 4188 chAg ¥R

IEX - #0358 Hfs HHis

Caption*

30%

8.5 pt

10.5 pt

BT - ABAS RS HHER

@ Minimum font size is no smaller than 7 pt.

Caption 1*

50%

@ This caption is available for oversized display formats only, for example posters or billboards.

Typography

* Minimum Typesetting: This setting is reserved for captions, legal disclaimers or folios.
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Typesetting  Noto Sans @ e samre et © Gomelstwarsied o ®
specifications Japanese

style Fontsize scale Fontsize(1)  Leading(120  Leading (150

Headline 1 420% 38 pt 455pt  57pt H1 - $@%H} I:I:I ? k#
Headline 2 380% 34 pt 41 pt 51 pt H? - Mg R KR
Headline 3 340% 30.5 pt 365pt 455t H3 - s R K52
Headline 4 300% 27 pt 325pt  40.5pt H4 - fgif =2 K52

Headline 5 260% 23.5 pt 28 pt 35 pt H5 - #rsH = K52

Headline 6 220% 20 pt 24 pt 30 pt H6 - 1Al R K5

Headline 7 180% 16 pt 19 pt 24 pt H7 - 1540 e K

Headline 8 140% 12.5 pt 15 pt 18.5 pt HE - 15 e KT

AN - T PF KF

Caption*

30%

8.5 pt

10.5 pt

BIE - M T KF

@ Minimum font size is no smaller than 7 pt.

Caption 1*

50%

@ This caption is available for oversized display formats only, for example posters or billboards.

Typography

* Minimum Typesetting: This setting is reserved for captions, legal disclaimers or folios.
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Typesetting  Noto Sans © Iresisaemao © Gamsestovrsit oy ®

specifications Khmer

Style Font size scale Fontsize(ly)  Leading(12  Leading (15

420% 2n sos ean H1 - 1601 WY&l [y
a -y

Headline 2 380% 38 pt 455pt  57pt H ) . 1ﬁ:jl N ﬁ§ 6l Lﬁ'] ﬁlj

Headline 3 340% 34 pt 41 pt 51 pt H 3 -1ﬁ:jlt3 ﬁgs_ﬂ Lﬁ]ﬁlj

Headline 4 300% 30 pt 36 pt 45 pt H4 -1ﬁ§h ygal Lﬁ'lﬁlj

Headline 5 260% 26 pt 31pt 39 pt H5 - 1ﬁ:j'h myal Lﬁ]ﬁ'j

Headline 6 220% 22 pt 265pt  33pt H6 - 160} Y& [Med

Headline 7 180% 18 pt 21.5 pt 27 pt H7 - 1604h mH@ [es

Headline 8 140% 14 pt 17 pt 21 pt H8 -1k mym me

Caption*

30%

9.5 pt

12 pt

HQUS - Y YA {mes

UBHAINY - 1Y Y W& @ Minimum font size is no smaller than 7 pt.

Caption 1*

50%

SR - (6 Bym (MRS @ This caption is available for oversized display formats only, for example posters or billboards.

Typography

* Minimum Typesetting: This setting is reserved for captions, legal disclaimers or folios.

34



i oto Sans s neamtonmy” s o
Typesettin Noto S O dedup (D) Examples be d down by @
specifications Burmese

Example Headline Body text
Style Font size scale Font size (1x) Leading (1.2x)  Leading (1.5x)

Headline 1 A470% 38 pt 45.5 pt 57 pt H1 - 3’3(3]8 eal)Ledlg 3D(II{

Headline 2 380% 34 pt M1 pt 51 pt H2 - 3a0; G(II{G(S]S 33%
Headline 3 340% 30.5 pt 365pt  455pt H3 - 3a0l; eoRele 3200
Headline 4 300% 27 pt 325pt  40.5pt H4 - 320l: wogeul: 2200
Headline 5 260% 23.5 pt 28 pt 35 pt H5 - 320k vewol: 2200

Headline 6 2 O% 20 pt 24 pt 30 pt H6 - 320l; eoged]: 20

Headline 7 180% 16 pt 19 pt 24 pt H7 - aa0l: eagudl: sacp

Headline 8 140% 12.5 pt 15 pt 18.5 pt 18 - Condensed ocpudl: saap

Body - Condensed eo?leu']: @

Ca ption* 8 O O/O / pt 8.5 pt 10.5 pt Caption - Condensed ocged: ocp () Minimum font size is no smaller than 7 pt.

Caption 1* 0 st~ orsensed ko This caption is available for oversized display formats only, for example posters or billboards.
0

Typography * Minimum Typesetting: This setting is reserved for captions, legal disclaimers or folios. 35




Colour

Brand palette
Fundamentals

Usage rules

Segment colour palette
Colour accessibility

Extended colour palette

Green and Blue have long been
embedded in our Brand history
and as such have successfully
established Brand recognition.
Uniting these two primary colours
in design further amplifies the
power of our Brand.

As in any modern design, white
space is used liberally. Use White
to provide breathing space and
to balance the vibrant Green and
Blue. White space further directs
attention and guides the user
though the design, bringing light
and visual relief to any medium.
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Brand palette

Our palette features two
primary colours, one neutral
colour, one accent colour

and three secondary colours.

White is used extensively
In our design system to add
visual relief.

O

Final colours may vary slightly subject to
production format utilized.

Colour

Primary colour
Green

Pantone
354C

CMYK
920920

RGB
0167 88

Web hex
00A758

Primary colour

Blue

Pantone
286 C

CMYK
1008000

RGB
00193

Web hex
0000C1

Neutral colour
Dark Navy

Pantone
7547 C

CMYK
90754070

RGB
404362

Web hex
282B3E

Neutral colour
White

CMYK
0000

RGB
255 255 255

Web hex
FFFFFF

Accent colour
Coral

Secondary colour
Violet

Pantone
3583C

CMYK
77 87 220

RGB
96 69 132

Web hex
604584




Fundamentals

Neutral colour

Black, White, Grey

Black and White are also recognized as
a part of our system. They bring contrast
to our designs and effectively offset our
Brand colours.

Black is the primary colour for copy and icons
in print applications.

White is used extensively in our design system
to add visual relief, providing balance between

Green and Blue. It is used as a solid background

to create impact and contrast within a layout.

It is also used for copy and icons when reversed

on permitted colour backgrounds.

Grey is used as a functional exception to
provide visual relief on an already cluttered
page. Examples include grey background/
boxes for complex data charts, CTA and
contact information.

Colour

This colour palette is used in all design media — print,

display (screens, billboards, tradeshow booths, etc.)

and digital (web content).

Primary colour
Green

Primary colour
Blue

Neutral colour

Dark Navy

More specific colour applications on digital media are @
further defined in Connected Design System (CDS) guidelines.

Accent colour
Coral

Secondary colours

Violet, Gold,
Turquoise

This fresh Green colour symbolizes /ife,
renewal and energy. The colour Green
has been rooted in the Manulife identity
for more than 30 years.

e Green is the main colour for Manulife
and Manulife Investment Management
but ensure Blue is used as its support.
For example, use Blue in imagery or
colour blocks.

¢ Use it as a solid colour in contrast with
a White background or with photography.

» Use it as a solid colour background in
contrast with reverse white/black text.
To ensure legibility, text should be
minimum 14 pt bold or 18 pt at
any other weight.

e Use it minimally for digital text only
when necessary, for example, in large
headlines and web links.

This Blue colour symbolizes stability.
It represents John Hancock.

Blue is the main colour for John Hancock
but ensure Green is used as its support.
For example, use Green in imagery or
colour blocks.

Use it as a solid colour in contrast with
a White background or with photography.

Use it as a solid colour background in
contrast with reverse white text. To ensure
legibility, text should be a minimum of
7ptregular.

Use it minimally for digital text only when
necessary, for example, in large headlines
and web links.

Dark Navy is used to bring a
grounding effect and balance the
colour intensity of Green and Blue
in our Brand palette.

¢ Use sparingly as a solid
background to create impact
and contrast within your layout.

¢ Use Dark Navy instead of
Black for copy and icons in
digital design.

* Do not use Dark Navy without
Green or Blue present within the
same visual application.

Coral is the primary accent colour
used to highlight key information.

Use Coral minimally in all
visual applications.

Use as an accent colour for
interior design elements, such as,
pillows, side table or chair, pattern
inarug.

Use sparingly as a small callout
box to draw attention to a line of
copy or use in digital call-to-action
(CTA) buttons.

Do not use it as a solid
background or large colour
applications in layouts.

Do not use without Green or
Blue present within the same
visual application.

Our secondary colour palette
is meant to support our design
system and is used for specific
elements only.

¢ Use these colours only
for charts, graphs, tables,
infographics, illustrations,
photography and video.

¢ Use these colours as highlights
for interior design elements,
such as, pillows, side table or
chair, patternin a rug.

¢ Do not use as a solid
background or large colour
applications in layouts.

¢ Do not use without Green or
Blue present within the same
visual application.
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Usage rules

& Allowed X Not allowed

o Allowed but limited use as listed below or
for design accent purposes only. Reach out
to your Brand lead for review/approval.

Exceptions

When designing creative to support global
causes and days of recognition (including
community and cultural celebrations), use the
specific campaign colour.

Events like International Day of Pink (pink),
Pride month (rainbow) and Lunar New Year
(red and gold) all merit the use of a colour
outside of our Brand palette. You may leverage
any tonal values from our Brand palette, should
they support the cause.

Colour

Background

Text

Iconography

Charts

Illustrations

Photography

v

o

For more details see
Colour: Fundamentals

v

v

Primary

o

For more details see
Colour: Fundamentals

Digital only

o

For more details see
Icon: Usage rules

o

For more details see
Icon: Pairing icons

)\

<

<

v

W

Print and
Display only

Print and
Display only

©

-—

= Dark Navy v

=

= (@

8 g

o Use to highlight key
< information only*
>

©

e

c

o

(&)

[<B]

n

o

5

(8]

=2

c

] o

3 Grey Use for visual relief
3 on content-heavy pages

* Black or White text may be permitted over Coral box to draw attention to a message or when used as a digital call-to-action (CTA) button.

Text must be typeset equal to or larger than 14 pt bold or 18 pt regular to meet accessibility requirements.

®
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Segment
colour palette

Each of our three main master
Brands (Manulife, John Hancock and
Manulife Investment Management)
has a customized colour palette

to reflect its business segment and
geographical base.

Black is used uniformly by all segments for copy and icons in
print and display design.

O

The percentage measures shown here are meant to
be used as a general guide for colour composition
throughout a design. They are not meant to be
taken literally in terms of application through colour
blocks within a layout. Instead, introduce colours
according to usage rules, through imagery and
graphics, to achieve these indicative percentages in
colour composition.

Colour

Manulife
Corporate

15%

Canada
30%

Asia 35%

John Hancock
us

30%

Manulife Investment
Management

Global (except US)

35%

US (incl. retail
and retirement)

35%
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H "1 Non compliant colours require a specific execution. @
COIou r access' bl I Ity For design support, please reach out to Brand@manulife.com.

Colour accessibility is key in (X) Non compliant colours Text Icons Charts and graphs
ensuring that d|g|tal content can E Compliant in RGB These rules apply to both colour text and White * Functional icons: Icons that serve a specific * Colours in charts and graphs need to meet
. . . text over colour background. and imperative purpose for the viewer require a minimum of a 3:1 contrast ratio.

be perceived by all audiences. It is but not CMYK 3.1 contrast ratio

. o . e Large-text application: Text equal to or as 0.  For more details, refer to Colour Hierarchy
aCh|eved When SUffICIeﬂt contrast is larger than 14 pt bold or 18 pt regular requires ¢ |cons that have no specific informative value are for Charts on page 48.
app“ed between CO|OUI’S _ makmg a 3:1 contrast ratio. exempt entirely from colour contrast rules.

. . . . * Small-text application: Text less than 14 pt bold For more details, refer to Icons: Usage rules on

textor a gra Dh IC dzstznguzshable or 18 pt regular requires a 4.5:1 contrast ratio. page 44.

from its baCkgrOU nd. For more details, refer to Typography: Usage
rules on page 27.

Different contrast ratios are required

depending on usage (3:1 or 4.5:1).
= = e =
© © © ©
. . . o = = = [t c o _ _ _ _ _ _ _ =z =z = =
These ratios are recommended by the internationally - 8 8 8 g :S; § g 3|83 S| 8| 8 8 g g g g g g g %’ —fg § _‘Z‘_’ ZG
i ibili ideli S S S m m m aa] m m m IS) S S o o o o
recognized Web Content Accessibility Guidelines g o - < = < —_ ~ s < oy ~ - © — o~ ™ < ™ ~ — - — ~ ™ < E — o~ ™ <
(WCAG) version 2.1, when complying at level AA. This c S x | x| < o = 22| E| x| = S| &£ = = = x| x| » | E | E | E | E L =2 | E | E | E
. . . - . . Qw © © © = .20 a0 .20 0 © © © - a0 .20 a0 .20 © © © Q .20 a0 .20 oo < oo .20 o0 a0
is also compliant with Accessibility for Ontarians with o« e Q Q o - — — - - Q o @ — — — — o o o o = = = = o = = = =
Disabilities Act (AODA), applicable in Ontario, Canada. .
(RODA), app 3: xN () () (x) () x) (0 ()

21 81| 8 2 8 2 2
. T B3 = 2|2 2 2 5| o o T | =z = = | o = | 8 | g | g g
bt — > | © s} ° o 2 = = 5 ° ° [=} [} [=} [} 5 = 5 = 5 5 5 5
© o L = = = = = = > S &) &) (&) (O] (&) (&) = = = g = = = =
"l_-, ° (&) (&) o™ V] — 'lq-; — N [s2] < o o — ~ N o™ < 32} (o] — o ~— [V} o <
c .S £ ¥ E = £ £ B9/ £ £ £ £/ = =/ = 2T/ £ £ £ x = ¥ 5 & £ £ =
SR © ~ = < < < = oo | w0 | wo Qo < < < =] .80 o | oo o < < S = oo | oo oo Qo
O o S — a a [m) > — — — —_ a a a (O] — — — — a a [} - — —_ — —
.1 x
“Notetha the colour Dark Grey n our Visual System s x [Ole « EEEEEN - BERCE C ¢ « llEEC © ¢
labelled Light 5 Navy in CDS; the two guides use different
8 yin Lo, 8 451 [ x) 0 ® (%) x) x) 0 ® ® (x) x) ® ®
labels, but the colour values are exactly the same.
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Extended
colour palette

Use this extended colour palette

to find darker or lighter values of

the Brand colour palettes. Do not
change the opacity of the colours
in our palette to create variations.

This collection is strictly reserved for:
lllustrations and data visualization

(charts, graphs, infographics)

Digital design

(Refer to Connected Design System (CDS) guidelines)

Photography

Interior design elements
(such as, pillows, side table or chair, pattern in a rug)

Colour swatches can be downloaded directly from
Brand Hub.

O

Final colours may vary slightly subject to production
format utilized.

*Note that the colour Dark Grey in our Visual System is

labelled Light 5 Navy in CDS; the two guides use different
labels, but the colour values are exactly the same.

Colour

CMYK
10008070

RGB
06839

Web hex
004427

Dark 3
Blue

CMYK
1009515 35

RGB
0096

Web hex
000060

CMYK
10009050

RGB
497 56

Web hex
046138

Dark 2
Blue

CMYK
1009010 20

RGB
00130

Web hex
000082

CMYK
95010025

RGB
613578

Web hex
06874E

Dark 1
Blue

CMYK
10085010

RGB
00154

Web hex
00009%A

Pantone
286C

CMYK
1008000

RGB
00193

Web hex
0000C1

CMYK
954500

RGB
3030229

Web hex
1E1EE5

Light 2
Green

CMYK
500500

RGB
92215144

Web hex
5CD790

Light 2
Blue

CMYK
802500

RGB
45105 255

Web hex
2D69FF

Light 3
Green

CMYK
200200

RGB
172 229 196

Web hex
ACE5C4

Light 3
Blue

CMYK
601000

RGB
118176 255

Web hex
76BOFF

Light4
Green

CMYK
100100

RGB
202 238 217

Web hex
CAEED9

Light 4
Blue

CMYK
20000

RGB
193 216 247

Web hex
C1D8F7

Dark Navy Light 1 Light 2
Dark Navy Dark Navy

Pantone
7547C

CMYK CMYK CMYK
90754070 60401070 4020065

RGB RGB RGB
404362 5256 75 66 69 89

Web hex Web hex Web hex
282B3E 34384B 424559

Dark 3 Dark 2 DET{
Coral Coral Coral

CMYK CMYK CMYK
15100 95 45 5100 95 35 5908010

RGB RGB RGB
1311016 16014 24 208 58 57

Web hex Web hex Web hex
830A10 AOOE18 DO3A39

Dark 3 Dark 2 Dark 1
Violet Violet Violet

CMYK CMYK CMYK
95 100 40 40 90100 30 35 8090 25 20

RGB RGB RGB
382472 5126 83 76 51107

Web hex Web hex Web hex
261848 331A53 4C336B

Dark 3
Gold

CMYK
357010020

RGB
167890

Web hex
A75900

Dark 3
Turquoise

CMYK
8526 54 10

RGB
9132123

Web hex
09847B

Light 3

Dark Navy

CMYK
3010051

RGB
94 96 115

Web hex
5E6073

Pantone
3583C

CMYK
7787220

3 {¢]:]
96 69 132

Web hex
604584

Pantone
3514C

CMYK
5401000

RGB
2441500

Web hex
F49600

Light 1
Coral

CMYK
070500

RGB
255 119 105

Web hex
FF7769

Light 1
Violet

CMYK
6777150

RGB
11186 147

Web hex
6F5693

CMYK
030900

RGB
24917146

Web hex
F9AB2E

Light1
Turquoise

CMYK
550250

RGB
40 215 203

Web hex
28D7CB

Dark Grey*

CMYK
00035

RGB
221222 228

Web hex
DDDEE4

Light 2
Coral

CMYK
050300

RGB
246 144130

Web hex
F69082

Light 2
Violet

CMYK
556570

3{¢]:]
131106 166

Web hex
836AA6

CMYK
020750

RGB
252196 87

Web hex
FCC457

Light 2
Turquoise

CMYK
450200

RGB
106 231 223

Web hex
6AE7DF

Grey

CMYK
00020

RGB
237 237 237

Web hex
EDEDED

Light 3
Coral

CMYK
035150

RGB
252172161

Web hex
FCACA1

Light 3
Violet

CMYK
404550

RGB
157 141188

Web hex
9D8DBC

Light 3
Gold

CMYK
010500

RGB
248 211138

Web hex
F8D38A

Light 3
Turquoise

CMYK
300100

RGB
157 243 237

Web hex
9DF3ED

Light Grey

CMYK
0005

RGB
250 250 250

Web hex
FAFAFA

Light4
Coral

CMYK
020100

RGB
246 204 199

Web hex
F6CCC7

Light 4
Violet

CMYK
151500

RGB
212210 233

Web hex
D4D2E9

Light 4
Gold

CMYK
00200

RGB
251233198

Web hex
FBE9C6

Light 4
Turquoise

CMYK
20050

RGB
197 244 241

Web hex
C5F4F1
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Graphics

44  |cons
45 Usage rules

46 Charts

52 Accessibility-compliant charts

53 Tables

54 Usage rules

lcons, charts and tables play an
important role in explaining key
concepts, presenting complex
data in an easy-to-understand

format and adding visual interest.

In keeping with our no-decorations
approach, graphics should be
clean, stimple and bold. Graphics
should always adhere to our Brand
guidelines with regard to colours,
fonts and position on grid.
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lcons

Icons create a universal language
and are ideal for identifying repeating
themes within a document or series.
With a bold style and minimum
amount of detail, they are as simple as
possible, yet successfully add clarity
and direction to various media.

Our library of clean and informative
icons helps to form a symbolic
representation of subject matter being
discussed in our communications. It is
sufficient for most applications.

Graphics

Icon library

Our icons are available on Brand Hub in various formats
for print, display and digital design applications. When
using icons in large-display applications, such as
billboards or environmental graphics, please contact
Brand for design guidance.

Please do not design any new icons without
Brand permission.

If a specific icon or format is unsupported, please
contact us at Brand@manulife.com.

Fundamentals ®

1 Verticality 2 Boldness 3 45-degree
The majority of our icons are Ouricons use bold strokes The signature 45-degree angle
vertically oriented, in keeping with and colours. appears throughout our library.

our design principle of verticality.

4 Sharp edges 5 Curves 6 Simple shapes
Icons are finished with clean, Round elements contrast and offset Shapes are as simple as possible.
sharp edges. the sharp edges and verticality.




Usage rules

Icons can be used to illustrate
concepts beyond their assigned label
at the designer’s discretion. They

are also useful when photography
does not achieve the desired
communication objective. However,
they should not be incorporated as
abstract design elements. Every icon
used should have a purpose and a
clear, straightforward connotation.

5 Strategic Priorities

Icons that symbolize our 5 Strategic Priorities should be
used exclusively as indicated. They should not be used
to represent anything else.

V Accelerate 30N High
Growth m Performing Team
)) Digital, Portfolio
Customer Leader *TI‘ Optimization

s Expense
¢ Efficiency

Graphics

Allicons used in Manulife Investment Management branded external-facing materials
must be reviewed with regional compliance teams to ensure proper context is provided.

oL

Balanced and Too suggestive, if
open-ended used without label

Context matters

Use icons according to content
and intended audience. Not all
icons are appropriate for every
culture and business purpose.

ad

Clear space

Allow sufficient space around
icons to enhance legibility.

0 4

Notification Points accumulated

Descriptive label

Add a descriptive label if the icon
is not self-explanatory. It is also
important to add labels to icons
that depict a specific object or
idea to avoid misinterpretation.

Align to the
left when using

with text.

Alignment

For two or more icons in a
column, align on centre. When
using icons in text, align at left.

Use as accents, not as
abstract decorations

Use icons as accents to break up blocks
of text. Avoid using them as decorative
elements, bullet points, watermarks/
designs or faded in the background.

Use in large scale

Useicons in large scale to
accentuate their beauty and
create contrast.

*Refer to Connected Design System (CDS) guidelines @
for more details.

Colour

¢ Use Black as default for print and display applications.
¢ Use White over a solid colour background.

¢ Use Dark Navy as default for digital applications. Functional
icons for digital applications may appear in Coral.*

¢ Use Coral only when pairing icons to tell a story. See Pairing
icons below for more details. Coral is also used to draw
attention to important information, such as a call to action.

¢ Do not use icons in any other colours.

¢ Do not fill in icons with colours.

Pairing icons

When a single icon isn’t enough to tell your story, consider pairing
icons. Use Coral with Black or White for paired icons.

¢ When paired over Green or Blue backgrounds, use White.

¢ When paired over White or Dark Navy backgrounds, use Coral to
emphasize one of two icons.

OIVE OO
OV O
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Charts Fundamentals o

When designing charts and graphs, keep in mind 1 Descriptive text 2 Legends
that the information presented must meet Brand All charts and graphs require descriptive text. Including a legend (either simple or detailed,
standards as well as accessibility compliance The descriptive text allows digital readers to depending on the complexity of the chart) helps to
Ch t d h ﬂ: t requirements. The guidelines and examples in this narrate the data and information to users who enhance comprehension and ensure accessibility.
arts an gra p S are efrective section will help you do just that. may have difficulty seeing them.
tools for presenting complex
0 0 0 3 Keylines 4 Colour application and hierarchy
data Inavisua | |y d ppea | l ng d nd Use White keylines between coloured segments Our colour hierarchy lists 31 compliant colours
easy—to—understand fOl’m. They to keep them distinct. For more details, see for application. For more details, see Accessibility-
Recommended execution of charts and graphs. compliant charts: Colour hierarchy.

are essential to any presentation
or report.

When creating charts and

graphs, be sure to keep designs

J W US HY bonds [ Preferred securities
simple, clean and bold to Standard Deviaton (%) B GobaGbords B US Gooncs
. . 30
support our principle of no
.. 25
decoration. Optimize use of bold
20
colours with plenty of white 2/
15
't h d blt [ Government & agency 31% o
space to enhance readability. B Utitios 18% .
B Energy 11%
5
M Industrial 11%
B Investment 8% 0
. Consumer(non{yc'ical) 8% Mar Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar
B Banks 6% 11 11 12 12 13 13 14 14 15 15 16 16 17 17 18
B Electricity 5% : ot Rl
This chart shows the percentage of the portfolio held in seven a This chart compares the standard deviation (variability) of
Hl Others 2% preferred securities, US high-yield bonds, US investment-grade

key business sectors.
bonds and global investment-grade bonds.
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Bar charts

Standard bar chart

1,350

1,117

780

1,045

704

1Q16 2Q16 3Q16 4Q16 1Q17

Graphics

Bar charts are an effective way to present numerical data visually. Bar charts can be
vertical, horizontal, stacked, waterfall (both positive and negative values) or radial.
In keeping with our simple, clean style, bars should be two-dimensional, never 3D.

Stacked bar chart

1,350

780
704

-

o

F

ol
[y
-
=
S

1016 2Q16 3Q16 4Q16 1017

Waterfall chart
1,707
1,812
-l
-1,420 1,067
-1,030

Start  Jan Feb  Mar Apr May

-1,481

Radial bar chart*

25%

25%

15%

75%

1,492 7375

1,205 .

1,146 - .
-
-1,388

1,228 -

June July Aug Sep  Oct Nov  Dec  End

*Do not use for Manulife Investment Management and @
its family of Regional/Channel Brands.

Complex bar charts

Complex charts and graphs are often required to present information pertaining to
our industry. Here are some examples of complex bar charts that use accessibility-compliant
Brand colours in their preferred order as well as keylines and legends to help ensure clarity.

25

20

15

10 _ —
0 — -_7—.-7 _ - . _ _
-5
-10

2013 2014 2015 2016 2017 2018 2019
8 Long-short equity category Il MSCI World Index I Seaport Long/Short Fund Class

Complex horizontal bar chart

JHancock Investment Grade Bond | as of 01/31/2020
[ Other

Lcanada L United Kingdom L United States

JH Premium Dividend Fund as of 01/31/2020
r France

Lcanada L United Kingdom L united States

SPDR® Blmbg Barclays Em Mkts Lcl Bd ETF as of 01/31/2020
 Hong Kong  South Africa Turkey |

LBrai Lcanada  Lcolombia  LDenmark  Lindia  Lisrael LMalaysia Lmexico Lother  Lphilippines LPoland L Singapore L South Korea L thailand

JHancock Seaport Long/Short | as of 01/31/2020
[Brazil Denmarky lndia  Malaysia [ Other Taiwan

Lgelgium  Lcanada  LFrance Lisracl L Netherlands L Switzerland L United Kingdom L united States

Complex charts should use the colour hierarchy under
Alternative/Manulife Investment Management mandated application. 47




Donut charts

Standard donut charts

&

. $60m

Graphics

&

= $80m

'

Donut charts are used to illustrate proportions of a whole. The “hole”
in the centre can be used to display the aggregate total. One or more
sections can be enlarged to highlight importance.

Donut charts with highlighted sections*

W Government & agency 31%
W Utilities 18%
M Energy 11%
M Industrial 1%
$44m B Investment 8% .
M Consumer (non-cyclical) 8%
' B Banks 6%
' \ B Electricity 5%
‘.‘ W Others 2%
Insurance Government & agency
$1.5m $9.1m
Energy
$1.5m
B Government & agency 48%
Total investment B Consumer 26%
Industrial $21.5m B Industrial 20%
$3.5m B Energy14%
B Insurance 14%

Consumer

$5.9m

Complex donut charts

Canadian Farmland 3%

*Do not use for Manulife Investment Management and
its family of Regional/Channel Brands.

Agricultural (Farm) Credit 1%

Timberland and Farmland 13%

Principal European Core 10%

Global Infrastructure 8%

Infrastructure 6%

Canadian Property Portfolio 16%

¢
%

&

Liquidity Sleeve 23%

Canadian Commercial
Mortgages 10%

Canadian Private Debt 11%

Complex charts and graphs are often required to present information pertaining to our industry. Here are some
examples of complex donut charts that use accessibility-compliant Brand colours in their preferred order as well
as keylines and legends to help ensure clarity.

Title % Title % Title %
| EQUITY 50.7% W EQUITY 50.7% W CASH/OTHER 7.8%
W Canadian Equity 134% W Global/ fonal Equity 27— "
Manulife Canadian Core Equity PF 5.1% Manulife Global Equity Il 7.3% B FIXED INCOME 41.5%
Manlife Canadian Large Cap Growth PF 50% iShares MSCl Japan ETF 30%
iShares S&P/TSX 60 Index ETF 18%  Vanguard FTSE Europe ETF 24% 3 ConadianFixed Incoma v
iShares S&P/TSX Capped Financials 15%  Vanguard FTSE Developed Market ETF 18%  “yraraiie Canadion Core Frednoome o7
iShares MSCI South Korea ETF L0%  Manulife Canadian Core Plus Fixed Income 4.9%
W US Equity 13.0% iShares MSCI Europe Financials ETF L0% \nguard Canadian Aggroate Bond ETF Ton
Manulife US Large Cap Core 52% ishares MSC Germany ETF 08%  Shares 15 Year Laddered Corporates e
Vanguard Information Technology ETF 30%
Vanguard Financials ETF 20% M Emerging Markets Equity 43% 2 UsFrednoome o
Vanguard Healthcare ETF 11%  Manuife Emerging Market Equity 2% SoDR Bloomborg Bardays FY Bond E1F o
Vanguard Industials ETF 10% iShares Core MSCI Emerging Market ETF L0%  aveuardTotal Bond Market E1F o
SPOR S&P EF 0.8% Vanguard Short Term Corporate ETF 2.0%
Invesco Senior Loan ETF 1.1%
M Gold / C Vanguard Intermediate Term Corporate ETF___ 1.0%
SPOR Gold Shares 27%
W Global Bond 13.7%
Manulfe Strategic Income 59%
Manulife Emerging Market Corporate PF 3.9%
VanEck Vectors JPM Local Cur. Bond ETF 20%
iShares JP Morgan USD EM Bond ETF 1.9%
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Line charts

Line charts display one or more series of data points to illustrate trends over time.
Individual data points can be highlighted with dots to create a dotted line chart.
Where the space below the line is filled with colour, it’s called an area chart.

Line chart Dotted line chart
[l US HY bonds I Preferred securities M US HY bonds I Preferred securities
Standard Deviation (%) M Global IGbonds M USIG bonds Standard Deviation (%) M Global IG bonds B USIGbonds
30

30 x\
25

25
20 \/\ N $2,990m

RN
\/\\\

RN

RN

o N N\
NN .

e U N\

\/ ‘\-/\\_
0 ——

I T T I T 1 T I I T R I

Mar Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar

11 11 12 12 13 13 14 14 15 15 16 16 17 17 18

15 —
.\

5

0 — T \

Mar Sep Mar Sep Mar
11 11 12 12 13

Graphics

Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar
13 14 14 15 15 16 16 17 17 18

Area chart

[l US HY bonds I Preferred securities
Standard Deviation (%) M Global IGbonds ~ H USIG bonds

Mar Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar
11 11 12 12 13 13 14 14 15 15 16 16 17 17 18

Complex charts @

Complex charts and graphs are often required to present information pertaining to our industry.
Here are some examples of complex line charts and area charts that use accessibility-compliant
Brand colours in their preferred order as well as keylines and legends to help ensure clarity.

Complex line chart

17k

7\
/

14k
e Y, ~
o S N/ N\
11k
10k
o \/\//\v =
8k
Jan 2015 Jan 2016 Jan 2017 Jan 2018 Jan 2019 Jan 2020
Jan 2015 Jan 2016 Jan 2017 Jan 2018 Jan 2019 Jan 2020
B JH Premium Dividend Fund 10.75k 11.3k 12.3k 13.75k 13.75k 16.25k
[l JHancock Seaport Long/Sh... 10.4k 10.5k 10.6k 12.3k 12.1k 12.75k
[ JHancock Investment Grad... 10.4k 10.4k 10.5k 12.3k 10.75k 11.9k
Il JHancock Disciplined Value... 9.8k 9.4k 10k 10.9k 10.75k 11.1k
[l SPDR® Blmbg Barclays E... 9.5k 8.5k 9k 10.1k 9.5k 10.2k

Complex area chart

100
90
80
70
60 M Cash
50 M International Fixed Income
M Emerging Markets Debt
40 ih Yi
W High Yield/Bank Loans
30 I US Investment Grade Fixed Income
20 W Alternatives
I Emerging Markets Equity
10 Il ex US Developed Equity
0 M US Equity

[ [ [ [ [ [ [ [ [ [
Jun-14  Dec-14  Jun-15  Dec-15 Jun-16  Dec-16  Jun-17  Dec-17  Jun-18  Dec-18  Jun-19

Complex charts should use the colour hierarchy under
Alternative/Manulife Investment Management mandated application. 49




Callan chart

The Callan Periodic Table of Investment Returns graphically depicts annual returns for various asset classes,

ranked from best to worst. It is a prime example of the very complex charts that are common in our industry.
The examples below illustrate three different design approaches to the same information. While they are very
different from one another, all three examples are accessible, easy to understand, attractive and on Brand.

Volatility Risk-
Annualized  Growth of  (standard adjusted
Legend 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 return $10,000  deviation) return

) e e Y
e
[ | e
(R o [BR ] ||~ e [

20.30% | -1.65% 6.93% | 33.48% | 11.90% | -1.31% | 12.05% | 21.69% | -8.27% | 28.48% | 12.41% | $32,226 | 13.73% -

o o e o s e e
L
o [ o]

Federal
funds rate

0.11% 0.12% 0.07% 0.10% 0.07% 0.06% 0.09% 0.27% 0.69% 1.26%

Since the text in the above chart appears on a colour background, all colours in the chart need
to follow the stronger 4.5:1 contrast ratio in order for the content to be accessible.

Complex charts should use the colour hierarchy under
Alternative/Manulife Investment Management mandated application.

Graphics

Legend

Small-cap value

2010

-13.36%

8.21%

2011

-11.73%

2012

14.59%

2013

23.29%

2014

-4.48%

2015

-7.47%

2016

1.51%

2017

7.84%

2018

2019

22.39%

Annualized ~ Growth of

return

$10,000

Volatility
(standard
deviation)

Risk-

return

adjusted

15.22% | $41,234 | 17.68% 1.10
Lisz2n | 41234 | areen | 110
14.24% | $37,856 | 16.78% 1.03
| s420% | Sar.ase | teren | 103
|ia54% | $35600 | 1458% | 095 ]
a0t | $33965 | 1454% | 090 ]
12.30% | $31,909 | 13.64% 0.87
|1230% | $31500 | 1a6an | 087 |
11.80% | $30,505 | 13.16% 0.75
1180% | $30505 | 1316% |_075 |
| t0so% | §27.209 | 12.71% | 085 |

6.00%

$17,900

12.64%

0.43

Federal funds rate ‘ ‘ 0.11% | 0.12% | 0.07% | 0.10% | 0.07% | 0.06% ‘ 0.09% | 0.27% ‘ 0.69% 1.26%
Volatility Risk-
Annualized Growthof (standard  adjusted
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 return $10,000  deviation) return
Diversified equities ~ 20.30% -2.05% 16.93% 33.77% 897% -1.31% 13.49% 19.91% -8.24% 28.91%  12.30% $31,909 13.73% 0.87
Foreign equities 8.21% -11.73% 17.90% 23.29% -4.48% -0.39% 1.51% 25.62% -13.36% 22.66% 6.00% $17,900 14.58% 0.43
Large blend 16.10% 1.50% 16.42% 33.11% 13.24% 0.92% 12.05% 21.69% -4.78% 31.43%  13.54% $35,609 12.64% 1.03
Large-cap growth 16.71% 2.64% 15.26% 33.48% 13.05% 5.67%  7.08% 30.21% -1.51% 36.39%  15.22% $41,234 13.16% 1.10
Large-cap value 1551% 0.39% 17.51% 32.53% 13.45% -3.83% 17.34% 13.66% -8.27% 26.54%  11.80% $30,505 12.71% 0.90
Mid-cap growth 26.38% -1.65% 15.81% 35.74% 11.90% -0.20% 7.33% 25.27% -4.75% 35.74%  14.24% $37,856  $37,856 0.95
Mid-cap value 24.75% -1.38% 18.51% 33.46% 14.75% -4.78% 20.00% 13.34% -12.29% 27.06%  12.41% $32,226 13.64% 0.89
Small-cap growth 29.09% -2.91% 14.59% 43.30% 5.60% -1.38% 11.32% 22.17% -9.31% 28.48%  13.01% $33,965 17.68% 0.75
Small-cap value 24.50% -5.50% 18.05% 34.52% 4.22%  -7.47% 31.74% 7.84% -12.86% 22.39%  10.56% $27,299 16.78% 0.65
Federal funds rate 0.11%  0.12%  0.07%  0.10% 0.07%  0.06%  0.09% 0.27%  0.69%  1.26%
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Accessibility-compliant charts:
Recommended execution

Execution

Preferred

This detailed design approach

is the preferred execution for all
charts and graphs, as it meets all
accessibility requirements.

This is also the only execution

for complex charts and graphs
involving more than 31 data points,
necessitating use of some
non-compliant colours.”

Alternative

This simpler design approach can
be used with accessibility-compliant
Brand colours only. Refer to the
following page for the detailed
colour palette and hierarchy.

When dealing with more than

31 data points, necessitating use
of some non-compliant colours,*
always use the above preferred
detailed design execution.

Graphics

This approach requires use of:

¢ A detailed legend identifying the
different categories along with
corresponding data.

¢ White keyline of 2 pts (recommended).

Keyline can be reduced to 0.5 pt,
if needed, to accommodate higher
number of data points.

This approach requires use of:
e Compliant colours only.
e Asimple legend.
¢ White keyline of 2 pts.

Examples

2 pt keyline

Category 9 - 5%
Category 8 - 5%

Category 7 - 5%

Category6-5%

Q“

Category 5 - 5%

Category4-10% |

Category 3-15%

Pie chart

§‘
-

)

Category 1 - 30%

I Category 1
I Category 2
I Category 3
l Category 4
B Category 5

. Category 2 - 20%

W Category 6
Il Category 7
Il Category 8
I Category 9

All charts and graphs require
descriptive text.

1 pt keyline

Q119 Q219 Q319 Q419 Q120

Q119 Q219 Q319 Q419 Q120

Ml Category 1 1,045 704 1,117 63 N/A
I Category 2 800 600 600 N/A 1,350
I Category 3 400 300 N/A N/A N/A
Bar chart

Q119 Q219 Q319 Q419 Q120

B Category 1 Il Category 2 I Category 3

*For more information or design assistance,
reach out to Brand@manulife.com.

0.5 pt keyline

B Category 1 - 5%
W Category 2 - 5%
I Category 3 - 4%

~ B Category 4 - 4%
— B Category 5 - 4%

Ml Category 6 - 4%
W Category 7 - 3%

l . Il Category 8 - 3%
B Category 9 - 3%
W Category 10 - 3%

§\\\\\|

Line chart

B Category 11 -2%

gory

B Category 12 - 2%
gory

B Category 13-2%
gory

B Category 14 - 2%
gory

B Category 15-1%
gory

M Category 16 - 1%
gory

M Category 17 -1%
gory

M Category 18- 1%

B Category 19-1%
gory

B Category 20-1%
gory

'\\

N\ A

A SR VAN

@ Category 1

—
- N——" Il Category 2
¢ Category 3

Line charts are typically not very accessible. Therefore, we
recommend using a detailed legend showing corresponding data.
When space is limited, use graphic shapes to identify data points,

ensuring maximum comprehension.
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Accessibility-compliant charts:
Colour hierarchy

Below is a series of 31 compliant colours available for use with charts and graphs.
Should more colours be required, refer to the excluded colours listed below on

the right,” but follow the specific execution requirements their use may entail. For
more information or design assistance, reach out to Brand@manulife.com.

Colour 2-colour charts ~ 1-to 4-colour charts 1- to 31-colour charts *Colours excluded for charts and graphs
hierarchy Use this 2-colour application to For 1 to 4 data points, use the For 5 to 31 data points, first use colours 1 to 4 in given order, Non-compliant colours are excluded from charts and graphs applications
application L . . o L as they require a specific execution. Refer to the Preferred detailed
pp highlight one of two data points. first 4 colours in given order. then select colours between 5 and 31 from the Preferred application desien execution -
design execution.
Choose either Green or Blue and palette below, in any order that best suits your design requirements.
pair it with Light 4 Dark Navy. For all Manulife Investment Management chart applications, use the , ‘ o , ‘
. . . . . Light 4 Green Light 4 Coral Light 4 Violet Light 4 Turquoise
Alternative application palette in strict order.
Light 3 Green Light 3 Coral Light 4 Gold Light 3 Turquoise
Light 2 Green Light 2 Coral Light 3 Gold Light 2 Turquoise
W Category 1-X% W Category 11 -X%
M Category2-X% M Category 12-X% Light 1 Green Light 1 Coral Light 2 Gold Light 1 Turquoise
B Category 3-X% B Category 13-X%
- S - e Light 4 Blue Light Grey Light 1 Gold Turquoise
Il Category 6 - X% M Category 16 - X%
M Category7-X% M Category 17 - X% Light 3 Blue Grey Gold Dark1 Turquoise
W Category 8- X%
W Category 9-X%
W Category 10 -X%
Preferred E 2 2 2 g 8
X A = = = = — i ——
application $ § § < ¢ e % g ®T B E E £ ¥ ¥ B8 3 3 5 8 3 5 = = g g
z 5 5 & & s m®m ®» ®» 8 8 8 &8 &8 8|8 g £ £ g 2 £ 3 & &8 2 g
= _ c ™ ~N — ™ o~ — — N ™ ~N — — N @0 < ™ ~N — - — N 4 ™ o~ — ™ N
2 3 S = < < = o~ < < b= E < < = E b= b= E < < = 9 b= b= b= < < < = <
o % ] © © © © © © © =y = © © © = oo =Y =y © © © K=l = =YY =y © © © © ©
S (@] a o a a a o a — — (e} a a — — — — o a a > — — — o [} a a o
Alternative 3 3 5 5 g g
. . o _ — . - _ - o =z - — = _ - = — = -
application - 2 ® B8 8§ o B B o & 2 o X B o B8 ¥ - ® 8 X B8 o ¥ 3 o
> = 5 s | 8 e | = | o s 2 o S | 3 = e | 2 8 S | 39 3 = S 2| 2 S 2] 3
For complex charts B S = (&) > S 2] = o m S = o o = @ > ] S o S =] = m o = S
. ) - = — - ™ ™ N ™ N ™ — — o~ o ™ <~ [\ — ™0 N [QV N — — — o~ 52} — ™
with more data points. 3 8 E = = | 3 || = | E| x| E ||| = || = ||| =|E | E|E|==|=x|==|EE| & =|&|=x| =
o o o © © o © © .20 © 0 © © © © © © Q0 © .20 Q0 0 © © © Q0 oo © Q0 © ©
S (@] a o > a a — a — o (e} a a o o — a — — — (o] o a — — [} — a o

This is also the Manulife
Investment Management
mandated hierarchy for

application of colours

to all charts.




Tables

Tables are an effective way to
present financial or numerical
data or to compare features of
related items, with elements

appearing in rows and columns.

Be sure to keep tables as
simple and clean as possible.

Graphics

Types of tables

Linear layout

(horizontal lines between rows)

Type of fund Fund name

Equity funds Manulife MPF Pacific Asia Equity Fund
Equity funds Manulife MPF Japan Equity Fund
Equity funds Manulife MPF Hong Kong Equity Fund

Mixed assets funds

Manulife MPF Aggressive Fund Manulife MPF Stable Fund

Mixed assets funds

Manulife MPF Growth Fund

Table layout

(horizontal lines between rows; vertical lines between columns)

Class

AA (USD) AA (AUD Hedged)
M DIST (G) M DIST (G)

Edge-to-edge layout

For visual interest, and when medium allows, consider bleeding lines off page.

Investment Objective

The Fund aims to provide income generation with potential long term
capital appreciation by investing primarily in preferred securities.

Base currency usb AUD

Class currency usb AUD

Mode of subscription Cash Cash

Launch price USD 1.00 per unit AUD 1.00 per unit
Minimum investment HKD 20,000 HKD 20,000

Fund Details

Class"
Investment Objective

Base Currency
Class Currency

Mode of Subscription
Launch price

Minimum Investment

Distribution Frequency
Management Fee
Initial Sales Charge
Dealing Frequency

Investment Manager

AA (USD)
M DIST(G)

The Fund aims to provide income generation with potential long term capital

AA (AUD Hedged)
M DIST(G)

appreciation by investing primarily in preferred secuiies.

usb
usp

Cash

USD 1.00 per unit
HKD20,000

(or the equivalent in any
other Major Currency)
Monthly

110%

Upto 5%

Daly

Manulife Asset Management (US) LLC

AUD

Cash

AUD 1.00 per unit
HKD20,000

(orthe equivalent in any
other Major Currency)

AA (SGD Hedged)
MDIST(G)

SGD

Cash &SRS
SGD 1.00 per unit
HKD20,000

(orthe equivalent in any
otfer Major Currency)
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Usage rules

Horizontal lines between rows

Horizontal lines dividing rows may go from edge-to-edge
or align with text at left and right.

Vertical lines between columns

Vertical lines can be used to separate columns
where necessary.

When possible, keep tables in Black and White
only, avoiding unnecessary colour or reverse type.

Text aligns at left

Within columns, text aligns at left (not centred).
The exception is numbers, which align on decimal point.

Type of fund Fund name Class AA (USD) AA (AUD Hedged)
M DIST (G) M DIST (G)
Equity funds Manulife MPF Pacific Asia Equity Fund Investment Objective The Fund aims to provide income generation with potential long term
capital appreciation by investing primarily in preferred securities.
Equity funds Manulife MPF Japan Equity Fund
Base currency usb AUD
Equity funds Manulife MPF Hong Kong Equity Fund
Class currency usb AUD
Mixed assets funds Manulife MPF Aggressive Fund Manulife MPF Stable Fund
Mode of subscription Cash Cash
Mixed assets funds Manulife MPF Growth Fund
Launch price USD 1.00 per unit AUD 1.00 per unit
Equity funds Manulife MPF Pacific Asia Equity Fund
Minimum investment HKD 20,000 HKD 20,000
Equity funds Manulife MPF Japan Equity Fund
Equity funds Manulife MPF Hong Kong Equity Fund

Mixed assets funds

Manulife MPF Aggressive Fund Manulife MPF Stable Fund

Mixed assets funds

Manulife MPF Growth Fund

Graphics

Type of fund Fund name Type of fund Fund name

Equity funds Manulife MPF Pacific Asia Equity Fund Mixed funds Manulife MPF Growth Fund

Equity funds Manulife MPF Hong Kong Equity Fund Mixed funds Manulife MPF European Fund

Funds XXXX XXX ($) XXXX XXX ($)

Mixed assets funds 20,000.00 20,000.00

Mixed assets funds 150,000.00 150,000.50

Mixed assets funds 1,000.50 1,000.75

Mixed assets funds 175,000.50 175,000.00
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Photography

Tell a story

Reflect diversity, equity and inclusion
Choose your lens

Usage rules

Composition and cropping

Colour correction

Media Library on Brand Hub

Leverage our Brand palette

Every photo used should tell

a story. Whether art-directing or
selecting stock photos, be sure

to provide an authentic visual
experience that will inspire, engage
and connect with our audience.

Photograph or select images that

are honest and direct, capturing
feelings of confidence, empathy and
momentum.

Our imagery should reflect different
cultures, ethnicities, genders,
abilities, preferences, age groups
and body types, to help us connect
with a diverse and wide audience.

Remember that it's essential to
comply with licensing terms and
conditions for any photo you want
to use. Copyright laws apply to

all third-party content, even If it
appears on a public site. So unless
you took the photo yourself, you
need to have permission to use It.
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Tell a story 1 Choose your hero

Use a straightforward image to represent
your subject.

When designing, think as

a storyteller and carefully select

Images to fit the context of your
subject. Focus on the experience. Celebrate diversity
Remember we are nOt Se”mg our Choose images that are representative of the

diverse communities we live and serve in. Our

Brand but rather the experience content should align with our commitment to

diversity, equity and inclusion.

our Brand makes possible.
Work closely with marketing and

communication partners to ensure
appropriate images are used.
Think big
Use your subject as a starting point from

which you can zoom in and zoom out to find
direct or indirect visual associations.

Mix Images
Select a variety of images to support your

main subject. For example, choose people in
action, textures, landscape or abstract to tell
a story. Look for different perspective views.

Photography




Reflect diversity, equity
and inclusion (DEI)

Our customers, like our employees, come from
all cultures, ethnic backgrounds, genders, ages,
body types and socio-economic status. Our
commitment as a company is to treat each and
every one with respect and dignity. You can help
by ensuring the images we use represent the
diversity of our workforce and the communities in
which we live and serve.

+ Do X Do not

Our goal

We want to ensure that our branded content aligns with our
Diversity, Equity and Inclusion (DEI) commitment and represents
us as an inclusive Brand. Content should be crafted not only to
feature diversity but to drive relevance among key audiences.
Deep understanding, awareness and intention in the planning
process will lead to authentic engagement and connection with
an audience over time.

v Do X Do not

Selection tips

Portray diversity of ethnicity/race, gender, age,
family type, ability, body type, etc. When diversity is
represented in the images we select, there can be a
great positive impact on our Brand, both from internal
and external audiences.

Ensure that your choices don’t perpetuate or
reinforce gender, ethnic or other stereotypes. Images
that reflect diversity but reinforce stereotypes may
take away from your intended messaging.

Ensure that diversity in the images we select goes
beyond the visual. Look for subtle differences between
cultures and communities in dress, activities/sports,
use of religious symbolism, hairstyles and
piercings/tattoos.

v Do

®

¢ Seek input from your colleagues of diverse

backgrounds on the accuracy of the images portrayed.
This will also help to mitigate any unconscious bias in
image selections.

¢ Avoid images that have a negative historical

connotation or historical reference beyond Manulife,
e.g., George Washington, Sir John A. Macdonald.

¢ Avoid images of people in prayer or religious

ceremony. Focus instead on the celebration.

X Do not

Watch for subtle details that makes
images feel authentic, such as cultural
dress, activities/sports, hairstyles and
piercings/tattoos.

Show a range of ethnicities, body types
and ages in a variety of settings.

Do not choose images where the people
all look alike in an advantageous setting
(e.g., all Caucasian people in a higher
education setting).

Choose images that illustrate equality,
balance of roles and position of power/

Do not use images that perpetuate
or reinforce gender, ethnic or
other stereotypes.

Do not use images that reference religious
symbols or ceremonies. Focus on the

support within a single photo frame. human celebration instead.
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DEl imagery
showcase
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Photography



Choose your lens

Our images fall into four
categories: people, objects,
textures and landscapes. For
each, we have provided ¢ips and
usage guidelines to stimulate
your creativity while ensuring a
consistent visual identity.

Photography

Action focus, people

When using images of people, be sure not to use
staged images. Avoid cliché photos featuring
people looking straight into the camera. Instead,

select photos of people deeply focused on a task.

Capture genuine feelings, where the subject is
engaged with someone or something beyond the
frame. Images should present an experience the
viewer would wish to be a part of.

Selection tips

¢ Show engaging, confident and authentic people.

* Look for images with diversity of ethnicity/race,
gender, age, family type, ability, body type, etc.

* Look for images with compositions where our
signature 45-degree angle occurs naturally.

¢ Use images with natural balance of warm and
cool colours.

¢ Use interesting angles and lighting.

¢ Use discretion when using images that show the
consumption of alcohol. It is acceptable only if
essential to the social context of the situation,
appropriate for the market that you do business in and
the participants are clearly acting responsibly.

®

* Reserve direct eye contact photography for portraits
or if relevant to a themed campaign.

¢ Avoid facial expressions that appear pensive,
distracted, worried or blank.

¢ Avoid overly staged scenarios or unlikely situations.
Use imagery that is real.

* Do not use images with harsh contrasts.
¢ Do not close-crop images.

* Do not show people engaged in dangerous activities
or high-risk sports.

¢ Do not use pictures featuring any third-party brands
that Manulife does not have license to use, for
example, visible logos or brand designs belonging
to entities other than Manulife, Manulife Investment
Management and John Hancock.



Choose your lens

Photography

Objects

Consider using object-focused
iImagery when an object is
more representative of the
subject of your theme.

Selection tips

¢ Look for images with compositions where our
signature 45-degree angle occurs naturally.

¢ Use images with natural balance of warm and
cool colours.

¢ Use interesting angles and lighting.

¢ Choose object-focused images that will resonate
with diverse audiences.

¢ Do not use images with harsh contrasts.
* Do not close-crop images.

¢ Do not use pictures featuring any third-party brands
that Manulife does not have license to use, for
example, visible logos or brand designs belonging
to entities other than Manulife, Manulife Investment
Management and John Hancock.



Choose your lens

Photography

Abstract textures

Extreme closeups can reveal
intriguing textures in everyday
objects. Look for subtle colour
gradations as opposed to

sharp contrasts.

Selection tips

¢ Use lighting and creative cropping to convey
atmosphere and mood.

¢ Look for images with compositions where our
signature 45-degree angle occurs naturally.

¢ Use images with natural balance of warm and
cool colours.

¢ Use interesting angles and lighting.

¢ Choose abstract images that will resonate with
diverse audiences.

¢ Do not use images with harsh contrasts.
* Do not close-crop images.

¢ Do not use pictures featuring any third-party brands
that Manulife does not have license to use, for
example, visible logos or brand designs belonging
to entities other than Manulife, Manulife Investment
Management and John Hancock.



Choose your lens

Photography

Landscapes

Landscape imagery can include both
natural and urban settings. Look

for interesting angles or unusual
viewpoints. If people appear in the image,
they should not be the primary focus.

Selection tips

¢ Use macro zoom-out to convey a sense of scale,
such as aerial shots.

¢ Look for extreme perspectives — from bird’s-eye
view to worm’s-eye view.

¢ Look for images with compositions where our
signature 45-degree angle occurs naturally.

¢ Use images with natural balance of warm and
cool colours.

¢ Use interesting angles and lighting.

¢ Do not use images with harsh contrasts.
* Do not close-crop images.

¢ Do not select images that reflect poorly on
a particular community or disadvantaged group.

¢ Do not use pictures featuring any third-party brands
that Manulife does not have license to use, for
example, visible logos or brand designs belonging
to entities other than Manulife, Manulife Investment
Management and John Hancock.



Usage rules ®

v Do X Do not v Do X Do not v Do X Do not X Do not

Be minimal. Choose clean images Do not use images with busy Look for natural beauty, unique Do not replace the real world with Use natural lighting to create a Do not use filters, fake light effects Do not show people irresponsibly
without messy details. backgrounds and unnecessary details. compositions and interesting angles. 3D drawings. cinematographic aesthetic. or extreme contrast. consuming alcohol.

Show positive or neutral people, Do not show people depressed, Show real modern world through Do not mix photos and 2D or 3D. Look for vibrant positive photos Do not use staged or cliché stock Do not use sports imagery that
and choose images that reflect the  sad or in a poor state. people, objects, textures, It does not look modern — it looks that show real people in a images. promotes risky behaviour or
diversity of our company. landscapes. corporate in a bad way. real situation. injuries (potential).
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Composition

« Dynamic

Look for images that capture

a distinct moment with
dynamic composition.

« Clean
Choose images featuring
one focal point that is
clutter-free and uses a
simple colour palette.

« Contrast

Choose images with contrast

in colour, shape or size.

« Colour
Solid colour images are

impactful. Let colours light up

your layout.

« 45-degree

Look for images with natural

45-degree angles.

Photography

45°

45°

45°

45°

Colour composition

15%

5%
80%

Colour composition

2%
38%

60%

Cropping

v Do

Our design system has a lot of narrow vertical columns with photography.
Make sure you crop your images effectively by following this simple guide.

Look for detailed images with
45-degree angles. They look
great in a narrow column.

When people appear in
landscape photos, make sure
that they are not the primary
focus. Choose photos with
silhouettes and ensure the

silhouette fits within the crop.

Zoom in on details and
textures or rotate images to
find the best crop.

Do not select images that are
difficult to recognize after
cropping, making them awkward
and unattractive.

Do not use portrait images as it is
awkward to crop a subject’s face.

Do not crop out compositional
details that are important to the
overall visual.

Do not crop using alternative shapes
(e.g., circles, triangles).

Exceptions: Digital platforms where
the image settings are pre-established
and cannot be changed (e.g., LinkedIn,
Instagram) and existing older design
templates/content management
systems to be updated at a later date.
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Colour correction

1 Colour-correct images as needed to
better represent the brand palette.

2 Always use a light tone for background
— do not use pure White.

3 Avoid grey tonal values. Use Dark Navy
instead.

4 Be real and natural. Do not use filters,
fake light effects or extreme contrast.

Photography

Original photo
This is not our Coral colour.

Original photo

Strong composition but too grey.

On Brand
Colour-correct image to align to
Brand palette: Coral.

On Brand
Colour-correct to align to Brand
palette: Dark Navy

Original photo
Clean and minimal, but background
is too white.

Original photo
Strong composition but colours are
too grey.

On Brand
Colour-correct image by increasing
. tonal value of Blue background.

On Brand
Colour-correct to align to Brand

. palette: Gold and Coral.
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Media Library
on Brand Hub

Our Media library is a collection
of on-Brand photos, videos
and audio track files that you
can use to help convey our
Brand story.

It can be accessed on the
Brand Hub by our design and
digital teams globally.

To request access, emalil
Brand@manulife.com.

Photography

Getty license usage rules

All assets in our Media library are licensed for global use under the terms outlined below.
It's important to comply with these terms of use. Failure to do so could result in a breach of
contract and incur a fine to your business.

v X

Photo/Video/Audio files may: Photo/Video/Audio files may not:

Be used in any media — print, digital (including Be used for personal purposes (including on personal
official company social media accounts) — social media accounts).

provided Manulife owns the final materials.

Be provided to external agencies.
Be edited for inclusion in materials.

Be used by external agencies in another
Be shared within the company. client’s material.

Be saved on a local server or individual device for ¢ Be used on merchandise, even if it is company-branded.
company use.

Portray a subject in a way that would be considered
unflattering or controversial to a reasonable person,
unless you accompany each use with a statement that
“the image is for illustrative purposes only and any
person depicted in the image is a model.”

Be used for any electronic or digital templates.

This applies whether there is intent for resale or
simply for internal/external company purposes. Such
examples include templates for websites, online video
conference platforms, business cards, greeting cards,
brochures, etc.

Be shared as standalone picture files outside of
company business use.
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Leverage our
Brand palette

When curating
photography, look for
images that include
at least one primary
or secondary Brand
colour, especially
Green and Blue.

Photography



Dark Navy

White
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Visual System
summary

Manulife Investment Management
(MIM) is the global wealth and asset
management segment of Manulife,
serving individuals, institutions, and
retirement plans worldwide.

Our Visual System includes specific,
additional rules that apply only to
Manulife Investment Management
branded materials. This section
provides a quick summary.

MIM application guidelines

Logos and margin size

(P-' For details on logo and margin size,

see pages 17-20.

[1fJf Manulife Investment Management

[111 Manulife

Investment Management

Segment colour palette

(@) See page 39 for more details
Jl\ on segment colour palette

Manulife Investment
Management
Global (except US)

US (incl. retail and retirement)

35% 10% 10% 10%

10% 10%

Graphics: Icons

() See page 44 for more details
Jl\ on icon usage rules

%

Balanced and Too suggestive, if
open-ended used without label

Context matters

Use icons according to content and intended audience. Not all icons are appropriate
for every culture and business purpose.

Allicons used in Manulife Investment Management branded external-facing
materials must be reviewed with regional compliance teams to ensure proper
context is provided.
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Visual System summary

() For details on charts application,

Graphics: Charts

Waterfall bar chart

1492 7375

1,205 .

1,707 1146 - .

1,812

1176 -

4000 1,388

1,228 -
auo [ 1067 . [

1,030
1,481

Start Jan Feb Mar Apr May June Juy Aug Sep Oct Nov Dec End

Complex horizontal bar chart

see pages 45-51.

Standard donut chart

Complex donut chart

Line chart

W US HY bonds W Preferred securities

Standard Deviation (%) M Global IG bonds W USIG bonds

30
RN
20

15 -\\

$2,990m

10
5 ~——"
0 T T T T T T T T L

T
Mar Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar Sep Mar
1111 12 12 13 13 14 14 15 15 16 16 17 17 18

Complex line chart

Area chart

- Cash
W internatonal Fixed Income
I Emerging Mrkets Debt
W High Vield/Bank Loans

B ematves

8 Emergg MarkersEauity

xS evoed Eaiy
I I I I I I I I I I W usEaiy

bec1t 1S Detts s Detls 1 Deci7 n1s D1 i

Callan chart

Volatity sk

W US Investment Grade Fixed Income.

et o b 50051200 1 s o e s e s e s M Gl LND 0
16k
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This palette allows the
best colour contrast for
accessibility purposes.
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Photo strategy

When designing for Manulife Investment
Management and its family of Regional/
Channel Brands, always choose photos

that align with the content.

Their materials consist of four main
types of content: corporate, product,
thought-leadership and value-add.
Designers should choose appropriate
images based on the type of content
(for example, for a product piece, follow
the product imagery style).

The Manulife Investment Management
photo strategy applies to Retirement as
well, but with some changes.

Refer to page 79 for more details.

MIM application guidelines

Corporate
Page /74

Product
Page 75

Thought-leadership
Page 77

Value-add
Page /8



1. Corporate imagery

Images presented here are examples for
reference only. When searching for Corporate
images, keep in mind the below:

Style
Aerial and landscape images

Tone
Inspirational, high-level

Message
Global, strong, permanent, connected

Examples of usage

Corporate websites, overview brochures,
social media pages, event materials,
tradeshow booths

MIM application guidelines




2.1 Product imagery

Images presented here are examples
for reference only. When searching for
Product images, keep in mind the below:

Style
Close-cropped images

Tone
Informative, detailed

Message
Rich and valuable details of our products
and services

Examples of usage
Product brochures, advertising, annual
reports, prospectuses

MIM application guidelines




2.2 Product content

Collateral that focuses on a specific
asset class (e.g., fund profiles)
follows the product-level style of
close-cropped and detailed images
but can be refined to incorporate
images representative of that
particular asset class. You can refine
even further, choosing local images
reflective of a particular region.

MIM application guidelines

The table below captures the full list of asset classes

and associated key words:

Asset class

Photography theme

Alternatives

Specialty

Asia fixed income

Total return; income and capital appreciation

Asian equities

Asia focus; growth drivers; regional focus

College savings

Education

Equity (Canadian, global,
international, special and U.S.)

Long-term growth

ESG

Natural images that interface with society

Fixed income

Stability, balance

Greater China equities

Growth potential; Hong Kong, Taiwan and China

Asset class

Photography theme

Guaranteed Investment products
(Canada only)

Flexibility, centred

Healthcare equity

Sector growth

Manulife Private
Investment Pools
(Canada only)

Client-focused

Preferred securities income
(Asia only)

Income and growth

REITs (Asia only)

Asset growth; sustainable income

Single-country equities
(India, Japan)

Focused; higher growth potential
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3. Thought-leadership
imagery

Images presented here are examples

for reference only. When searching for
Thought-leadership images, keep in mind
the below:

Style
Literal, metaphoric or editorial images
that tie specifically to the content

Tone
Authoritative, timely

Message
Relevant, insightful commentary on
timely events

Examples of usage
Viewpoints, Global Insights,
Market Intelligence

MIM application guidelines




4.Value-add imagery

Images presented here are examples for
reference only. When searching for Value-add
images, keep in mind the below:

Style
Face-to-face or digital interaction

Tone
Professional, valuable

Message
Beneficial interactions, educational benefits

Examples of usage
Advisor and investor seminars,
dealer-related materials

MIM application guidelines
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Approach for Examples
Retirement

The Manulife Investment Management photo
strategy applies to Retirement with one caveat.
Use only lifestyle imagery for Retirement — both
corporate and product types of collateral.

Images presented here are examples for
reference only. When searching for Retirement
images, keep in mind the below:

Style
Lifestyle

Tone
Aspirational, positive, successful

Message
Success in achieving desired outcomes and the
satisfaction of pursuing them

Examples of usage
All corporate and product-specific collateral

MIM application guidelines




|dentification
system

Our identification system for
collateral marketing material is
designed to ensure consistency
across applications and markets
while providing maximum flexibility
and meeting accessibility
requirements.

Always use simple text descriptors
only. Colour, imagery and
sub-branding are not approved for
identification purposes.

MIM application guidelines

Text descriptors

1

Type of collateral clearly identified

If| Manulife Investment Management

Prospectus’
Manuli
Global Healthcare

Prospectus

Manulife

Fund

Global Healthc

Use simple text descriptors to clearly identify:

1 Type of collateral — annual report, prospectus,
factsheet, etc.

2 Audience — investor, advisor, institutional, retail, etc.

3 Product — asset class or program name

2

Audience clearly identified

/vé(dzimi Investment Management

For financial professional use only

Family of funds

As of June 30, 2020

8

For financial professional use only

Family of funds

Blue Chip Growth

3
Product clearly identified

777 VIanuire Mvestment Managenen
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Suite of collateral

Private Investment Pools

Advisor guide

I11 Manulife Investment Management

Advisor guide

Program summary

When producing a suite of collateral, use
consistent identification and imagery across all
materials to tie them together.

Pool overview

Manulife Private Manulife
Investment Pools — .
MPIP Segregated Private
Pools Investment
Pools - MPIP
) - [nvestment
Pools

Product ata glance

Manulife Private
Investment Pools —
MPIP Segregated Pools

Segregated fund solutions

Product at a glance

MIM application guidelines

Fund facts

* One look across multiple applications
¢ Consistent cover photo and layout

e |dentification text in the same position on grid

Balanced Fund

Brochure

Annual Report

Statutory Prospectus

Shareholder Report
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