BRAND GUIDELINES

eeeeeeeeeeee @ Prudential



BRAND GUIDELINES

Over the last 150 years, Prudential has made lives better by
helping solve the financial challenges of our changing world.
Through it all we've been a rock for our clients, customers and
employees. As we move forward, we'll continue to be that rock:
innovating how we serve, connect and show up for people

around the world.

With these new brand guidelines,
we build on our history and evolve
how the world will see us.

We bring forward the symbol of our
strength — the Rock of Gibraltar —
one of the longest-living and most
iconic trademarks. We then pair it
with modern design and typography
to signal the innovative changes
already happening within the walls
of Prudential.

We are embarking on a journey to
cement our place as a global leader in
expanding access to investing,
insurance and retirement security.

We’re showing that we are not just

a trusted legacy brand, but a trusted
modern and purpose-driven leader.
The work that emanates from these
brand guidelines will amplify that
vision. Consistent branding builds
recognition and trust, but most
importantly, it impacts business
results.

The success of the Prudential
Financial, Inc. brand is in the hands of
those who embrace these documents.
Together we can make sure that all of
our brands and communication project
the strength, humanity and consistency
that we're known for, and will always
stand for.
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Our brand has a rich history, a testament to the vision, dedication and values that have brought us this far. Over the years,
we have evolved, adapted and grown — but like the Rock of Gibraltar, the Prudential brand has remained a strong

constant that ensures trust, recognition and distinction in the marketplace.

Consistency is the cornerstone of trust. When people see In a crowded marketplace, consistency helps our brand

our brand, they immediately recognize our values, stand out. It reinforces our brand's presence and ensures
promises and the quality we stand for. Whether for internal that every interaction feels familiar to our customers, building
or external audiences, changing even minor aspects of our a strong mental image over time.

brand without careful consideration can disrupt this trust.

For us internally, consistent branding fosters unity. It's a
roadmap that guides our messaging, design and overall
approach, ensuring that all touchpoints — from marketing
to products — resonate with the same voice.
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Prudential

Prudential Financial, Inc.

This high-level brand architecture is designed to demonstrate the
relationship of our core business under Prudential Financial, Inc.

While it's important to show how brands will interact in harmony to
create surround-sound effect, it's also vital to differentiate each
brand’s distinctive voice so they can show up uniquely in the world.

Note: For international markets, please verify appropriate guidelines to use with your
respective marketing teams and/or the Pl Marketing organization.
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WE HAVE 3 CORE

PRUDENTIAL

FINANCIAL, INC.
Each set of guidelines is accessible D)

at playbook.prudential.com, or from GUIDELINES
your Prudential point of contact.
Use these guidelines when

communicating about our corporate
brand and entity. From investor
relations, and corporate
communications, to our DE&I efforts,
these guidelines serve the needs of
our full enterprise.

They are distinct but live in harmony.

For any questions, please reach out
to branding@prudential.com.

SETS OF GUIDELINES

PGIM
BRAND
GUIDELINES

These guidelines are specific to
our PGIM brand globally and
should be leveraged for all PGIM
initiatives and communications.

PRUDENTIAL
BRAND
GUIDELINES

These guidelines serve the needs
of our customer-specific
communications for Prudential,
from efforts focused on our B2B
audiences to consumer-facing
messaging.



STRATEGIC
FOUNDATIONS
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Why we exist

OUR
PURPOSE

To make lives better by solving
the financial challenges of our
changing world.

What we aim to achieve

OUR
VISION

To be a global leader in
expanding access to investing,
insurance and retirement
security.



OUR MASTERBRAND
EXPRESSION




BRAND PRINCIPLES
AND ASPIRATIONS
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POSITIVITY
WITH PURPOSE

While our approach may shift depending on the
context, our brand tone remains constant.
We speak with confidence, drawing on our

established legacy to be a trusted source of
information.

We embody optimism and positivity with a dash
of wit. Above all, our tone should lead with
empathy, while inspiring trust.

We avoid corporate cliché, focusing on clarity
and transparency above all.

We are consummate professionals — using
clear, concise and accurate language that
reflects our expertise and authority.

12
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LEAD WITH
OPTIMISM

We speak to what's possible, helping
people imagine what the future could
bring and how we can help them get
there. We're inclusive, approachable
and understanding. We also focus on
the outcome and the customer benefit
rather than getting detailed with
product features.

SPEAK
CONFIDENTLY

We are the Rock. We have a legacy

of being a strong and experienced
leader for people, organizations and
communities, but we only sparingly
draw on that heritage directly. We use
shorter sentences. We use empowering
language but are never boastful.

CONNECT
WITH CLARITY

We build trust by communicating our
expertise clearly and effectively. We're
conversational and easy to understand,
using simple language. We highlight the

product benefits with relatable examples.

We avoid using technical jargon or
acronyms.

INSPIRE
TRUST

We provide relevant and useful
information to help our investors, clients
and employees make informed
decisions. We're professional and
reliable, providing timely intelligence that
reflects our expertise. We never imply an
opinion or make assumptions. We also
never use slang, colloquialisms or
informal expressions.

13



OUR BRAND
TOOLKIT
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VISUAL ELEMENTS

@ Prudential

Colors Typography Pattern

Photography Icons Infographic Illustrations

15
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a source of stability

what comes next.
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OUR LOGO

Primary logo

Our primary logo colors are Prudential Blue
and white, though we also use our logo in
navy.

We use our white logo over navy when we
need to bring blue into a layout (something
that feels distinctly Prudential).

We always display our full logo, including
the Prudential name and Rock symbol.

Secondary logo
The vertical logo may be used when
horizontal space is limited.

Logo background

We reinforce our core colors by placing the
logo over the blues, whites or neutrals from
our palette, though our logo may appear
against any palette color or image
background if it remains highly legible.

Primary logo

@ Prudential

@ Prudential

@ Prudential

Secondary logo

W

Prudential

Y
-

Prudential

Y
-

Prudential
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OUR ROCK SYMBOL

The Rock symbol can be used in place of
full logo with brand name where our brand
recognition is high, like internal
communications.

One exception to this rule is in small format
digital applications, where the Rock symbol
may be used if the full logo is seen in
proximity (i.e., social media post, favicon).
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LOGO SPACING AND
SIZING

Clear space

Our logo must be easily seen and
recoghized. Don’t crowd it with other images
or type. Don't print it over a busy or heavily
patterned image that limits the logo's
visibility.

Minimum clear space around the logo is
equal to the height of the “P” in Prudential
wordmark.

For the Rock symbol and the vertical logo,
clear space is equal to one-quarter the
height of the symbol.

Minimum size

The minimum size for the Prudential logo is
1inch.

Horizontal logo clear space

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

Symbol only and secondary logo clear space

———————————————————————————————————————————————————

0.25 X

Minimum size

(#® Prudential

L

|

Tinch
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LOGO PLACEMENTS

@ Prudential @ Prudential
When feasible, reinforce our leading position
by placing our logo in either corner of the
layout.
Note:
- ONLY the Rock can be placed in the
center of the layout when used by itself.
. Consider clear space when placing the . .
logo. Recommend a margin that is 5- ® Prudential ® Prudential

10% of the shorter side of the

application.
® ®
® ®

fommeee- 5-10% of the shorter side

Shorter side
22
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DOS & DON'TS

# Prudential »

Prudential

(# Prudenti @ Y 1
& prudenta & & Prudential

Since 2010,
we've helped plant

900,000
R

@/1 Prudential @

Prudential

Do use the approved logos only. Do use the white logo on dark backgrounds. Do use the rock symbol on internal communications and all social

channels.
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®» Prudential

Don’t modify or add effects, such as drop shadows, to our logo. Don't use the logo as a supergraphic or crop it in any way.

Don’t place the logo on complex images or backgrounds.

23



OUR VISUAL
SYSTEM:







the customer-focused
protection
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Primary

COLOR PALETTE

We balance the sophistication and stability of
our blues with a generous use of white and
fresh, vibrant accents for an overall tone that
feels approachable, optimistic and modern.

We encourage the consistent use

of approved colors on all our visual
communications to contribute to the cohesive
and harmonious look of the campaign across
all relevant channels.

Primary
Our core colors, navy, blue and white establish
the foundation of our palette.

Secondary
Secondary colors provide contrast and depth to
our primary blues.

Tertiary

These colors add warmth and visual interest to

balance the use of our primary blues. They're

used sparingly for charts and graphs and for

illustration and backgrounds. To make the

communications more apprpachable, consider E:¥¥one o065
tertiary cQIorg for DE&I and internal CMYK 10062 12
communications. 70

RGB 03169
HEX #001F45

Secondary

377200
21582 253
#D752FD

Blue Teal Orange

Pantone 300C CMYK 620180 CMYK 657600 CMYK 0751000
CMYK 1004200 RGB 20214 224 RGB 128 70 219 RGB 248 100 0
RGB 0123 195 HEX #14D6EO HEX #3046DB HEX #F86400

HEX #007BC3

Midnight

CMYK 848500 4901000
RGB 6859 178 132 23061
HEX #443BB2 #84E63D

Yellow Forest Green
0000 CMYK 0161000 CMYK 8519 764 757980
255 255 255 RGB 2552100 RGB 0145102 6717075
#FFFFFF HEX #FFD200 HEX #009166 #43AA4B
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TINTS

We recommend USIng these tlnts Navy 75% Navy Tint 50% Navy Tint 25% Navy Tint

Pantone 2965 RGB 64 87 115 RGB 126 143 161 RGB 191 199 209
pf navy as a background or part of CMYK 100621270 HEX  #405773 HEX  #7ESFAL HEX  #BFC7D1
infographics. HEX  #001F45
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TINTS AS PART OF DATA
& ILLUSTRATION

Tints are intended to be used sparingly,
primarily used in backgrounds paired with
their core color.

25% Blue Tint
RGB 191 222 240
HEX #BFDEFO

Yellow
RGB 2552100
HEX  #FFD200

75% Yellow Tint
RGB 255221 65
HEX #FFDD41

50% Yellow Tint
RGB 255 232 128
HEX  #FFE880

25% Yellow Tint
RGB 255 243 191
HEX #FFF3BF

50% Teal Tint
RGB 136 235 240
HEX  #88EBFO

25% Teal Tint
RGB 196 246 247
HEX  #C4F6F7

31
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RGB 6859178
HEX  #443BB2

TINTS AS PART OF DATA
& ILLUSTRATION (CONT.)

Tints are intended to be used sparingly,
primarily used in backgrounds paired with
their core color.

25% Midnight Tint
RGB 206 207 236
HEX  #CECFEC

Purple
RGB 12870219
HEX  #8046DB

25% Purple Tint
RGB 224 208 246
HEX  #EODOFC

50% Violet Tint
RGB 236 168 255
HEX #ECA8FF

25% Violet Tint
RGB 246 212 254
HEX #F6DAFE

25% Forest Tint
RGB 191 227 217
HEX #BFE3D9

50% Green Tint
RGB 160 212 164
HEX #AOD4A4

25% Green Tint
RGB 208 233 209
HEX #DOE9D1

75% Lime Tint
RGB 164236110
HEX  #A4EC6E

50% Lime Tint
RGB 193 243 158
HEX  #C1F39E

25% Lime Tint
RGB 224 249 207
HEX  #EOF9CF

50% Orange Tint
RGB 250 177 127
HEX #FABL7F

25% Orange Tint
RGB 254 216 190
HEX #FED8BE

25% Red Tint
RGB 254 191 212
HEX #FEBFD4

32
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COLOR HIERARCHY

Primary & Secondary
We apply color purposely to build
recognition and to engage and support
comprehension of our content.

Navy, blue & white are made more powerful, Tertiary
memorable and modern with supporting
accents.

Background

N\
O,

33
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These complementary color pairings have
been predetermined to provide users with
creative flexibility, while helping them create
work that feels harmonious and cohesive.
This approach will be applied to our visual
identity elements, communications and data
visualization.

Our navy should be used when paired with
other approved colors, as navy provides the

strongest tie to our brand.

Primary colors pairing

Pairing primary with secondary colors Pairing primary with tertiary colors
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COLOR
ACCESSIBILITY

ADA accessibility requirements apply to all
onscreen content like PDFs, PPT and web
pages, as well as elements including icons
and UI/UX components.

Use this page as guidance on whether
specific core color combinations provide
sufficient contrast within digital channels.

For all our communication, navy, blue, teal
and white are preferred colors for headlines,
subhead and body copy. Yellow type on
navy backgrounds can be used on call-to-
action buttons.

All work created must go through ADA
review and approval.

Note:
Regular Text = 17pt and below

Large Text = 18pt and above / 14pt bold
and above

LARGE TEXT

Regular Text

LARGE TEXT LARGE TEXT LARGE TEXT

Regular Text Regular Text

LARGE TEXT

Regular Text

LARGE TEXT LARGE TEXT

Regular Text Regular Text

35
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LARGE TEXT LARGE TEXT LARGE TEXT LARGE TEXT

Regular Text Regular Text Regular Text

COLOR
ACCESSIBILITY (CONT.)

ADA accessibility requirements apply to all
onscreen content like PDFs, PPT and web
pages, as well as elements including icons
and UI/UX components.

Use this page as guidance on whether
specific core color combinations provide
sufficient contrast within digital channels.

For all our communication, navy, blue, teal
and white are preferred colors for headlines,
subhead and body copy. Yellow type on
navy background can be used on call-to-
action buttons.

LARGE TEXT
LARGE TEXT LARGE TEXT Regular Text

All work created must go through ADA
review and approval.

Note:
Regular Text = 17pt and below
Large Text = 18pt and above / 14pt bold
and above
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COLOR
ACCESSIBILITY (CONT.)

ADA accessibility requirements apply to all
onscreen content like PDFs, PPT and web
pages, as well as elements including icons
and UI/UX components.

Use this page as guidance on whether
specific core color combinations provide
sufficient contrast within digital channels.

For all our communication, navy, blue, teal
and white are preferred colors for headlines,
subhead and body copy. Yellow type on
navy background can be used on call-to-
action buttons.

All work created must go through ADA
review and approval.

Note:
Regular Text = 17pt and below
Large Text = 18pt and above / 14pt bold
and above

LARGE TEXT

Regular Text

LARGE TEXT

Regular Text

LARGE TEXT

Regular Text

37
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DOS & DON'TS

SHOW ~
YOURSELF S| o
FINANCIAL %5 R Y

LOVE TODAY VE

There's no time like the present |
to give your financial future e W\ to give your financial future some
some well-deserved attention. 2 ™ A - \ well-deserved attention.

@ Prudential

Do reinforce Prudential Navy as our core color. Do use recommended color pairings. Do find moments to infuse fresh color through the tertiary palette.

Heuwv to
Shop & Save

| LeamMore )OOO 000«

Don’t lead with other colors, which could dilute our color recognition. Don’t use color combinations that do not pass the ADA test. Don’t use tertiary colors for text or Ul elements.
38
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TYPOGRAPHY




tell our storyina
unique way.
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0 U R TYPE F Ac E We use the same style of typography across both our digital and

print communications.

All headlines are set in Prudential Modern Bold SemiCondensed. They
should always be in all caps and end punctuation should only be
used when required (i.e., questions or headlines comprised of two or
more sentences).

Prudential Modern Light is used for body copy. When emphasis is
needed, consider using Prudential Modern Bold as it provides a nice
contrast to the lightweight font.

PRUDENTIAL
MODERN

41



Gilroy
SemiBold



PRUDENTIAL BRAND GUIDELINES

TYPOGRAPHY
PRINCIPLES

WORLD’S MAKE YOUR
MOST ADMIRED | RETIREMENT

CULTIVATING

DIVERSE COMPANY DREAM

Proud to once again be recognized
by peers as one of Fortune's World's
Most Admired Companies.

TALENT

Lead with Prudential Modern Bold SemiCondensed. Sizing All headlines are set in Prudential Modern Bold Use two-tone treatments to add visual interest, make our
can change to achieve the appropriate tone. SemiCondensed. It should always be in all-caps. content scannable and to add emphasis.

Use Gilroy for body copy and other forms of messaging. Use

sentence case to keep communications conversational and
approachable.

43
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HOW WE USE RETIREMENT y

SemiCondensed, All caps,
left-aligned

TYPOGRAPHY
M AKE YO U R )

We use the same styles of typography across left-aligned
both our digital and our print communications. RE I I RE M E N I
Typeface & treatment
Prudential Modern Bold SemiCondensed is
the primary font for headlines. It should always
appear in all-caps.
Gilroy SemiBold can be used for subheads
and calls to action.
Prudential Modern Light is used for body
copy. When emphasis is needed, consider
Prudential Modern Bold as it provides a nice
contrast to the lighter weight font.
1 @  Subhead*

We use sentence case for subheads and Your goqls are unique, your plcm G‘i‘lmjaSemi Bold, Sentence
body copy. ShOUId be too. case, left-aligned
Punctuation
Punctuation should only be used at the end When it comes to finances, you can’t fake it till you make it. You've come to® S G
of headlines when it's a question or contains two the right place: practical tips, interactive tools and sound strategies for living Prudential Modern Lighti

. . . Prudential Modern Bold (for
or more sentences. your financial ife. emphosis) Sentence cose.

left-aligned

Note: The rules for punctuation can be discretionary

for secondary elements, like subheads, where it might @ Call to action®

be appropriate to use a period even if the copy is only Learn more Gilroy SemiBold Sentence case,
one sentence. Center-aligned (in a

button) Left-aligned (as text)

*For live website text only:

Use Open Sans Bold in place of Prudential Modern
SemiBold Condensed. Open Sans Regular should be used
for body copy and calls-to-action.

44
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HOW WE USE
TYPOGRAPHY

Enhanced messaging hierarchy

We sometimes highlight the

emotional benefit in headlines. We use this
technigue largely in promotional contexts,
but this is not exclusive or mandatory for
promotional materials.

We highlight the emotional benefit
through color. We only use one of these
approaches at a time, though either is
acceptable for any given communication.

YOUR PLAN
SHOULD

BE,TO0O.

Color shift

Highlight the emotional benefit
through a shift in color.

The emotional benefit should
always be in a highlight color
(Navy, Blue or White).

45
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HOW WE USE
TYPOGRAPHY

Tracking

By default, the tracking (space between
characters) in Prudential Modern is a little
loose, so the tracking should be tightened
manually. There's no hard-set rule for this,
it's all about the feel of it, so aim for the
“after” example shown on the right.

Leading
It's recommended to set leading to 70-90%
of the font size for headlines.

For subhead and body copy, it's
recommended to set leading to 110-120%
of the font size.

Note:

Some users change their CSS settings to alter line height or
fonts to accommodate visual impairments. Our designs
should not limit their ability to do so.

Take web responsiveness into account when designing
across multiple devices. Type size and column widths can
and should be adjusted as needed to provide the optimal
reading experience for the platform.

TRACKING & LEADING:
TOO LOOSE

MAKE YOUR
RETIREMENT
DREAM

A RETIREMENT
REALITY

Your goals are unique, your
plan should be too.

When it comes to finances, you can't fake

it till you make it. You've come to the right
place: practical tips, interactive tools and
sound strategies for living your financial life.

TRACKING & LEADING:
JUST RIGHT

MAKE YOUR
RETIREMENT
DREAM

A RETIREMENT
REALITY

Your goals are unique, your
plan should be too.

When it comes to finances, you can't fake
it till you make it. You've come to the right
place: practical tips, interactive tools and
sound strategies for living your financial life.

46
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HOW WE USE
TYPOGRAPHY

Help make sure
I F YOU your loved ones are

protected if something
SECURE happens to you,

with Prudential Life
TOMORROW, =~
YOUCAN

ENJOY TODAY.

There's no time like the present

to give your financial future
some well-deserved attention.

Sizing
Our approach to typography allows for a wide range of tones. We use it how we would

speak: big and bold for optimistic messages, and more delicate for moments that require a

softer touch.

WHAT IS
ACCIDENTAL
DEATH AND
DISMEMBERMENT
INSURANCE?

Considering it has what is
clearly one of the least pleasant
names, accidental death

and dismemberment (AD&D)
insurance actually can do a lot
of good.

@ Prudential

47
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DOS & DON'TS

SHOW
YOURSELF
FINANCIAL

SHOW YOURSELF
FINANCIAL O
LOVE TODAY & 30A

There's no time like the present to give your never rebalance or reallocate
financial future some well-deserved attention.

LOVE TODAY

There's no time like the present
to give your financial future
some well-deserved attention.

@ Prudential

Do use Prudential Modern Bold in all caps for headlines. Do tighten the tracking in Prudential Modern Bold SemiCondensed. Do vary scale and weight of typography to create information hierarchy.

SHOW
YOURSELF
FINANCIAL

SHOW YOURSELF
FINANCIAL
LOVE TODAY ¢ oF pEdPLE

retirement plans never
rebalance or reallocate

LOVE TODAY

THERE'S NO TIME LIKE THE
PRESENT TO GIVE YOUP:
FINANCIAL FUTURE SOME

WELL-DESERVER"ATTENTION. There's ne'time like the present to give your

finar<ial future some well-deserved attention.

@ ¥rudential

Don't use all caps for subhead or body copy. Don’t use the default tracking for Prudential Modern Bold Don’t vary too many typographic elements (color, weight and

SemiCondensed as it is too loose. treatment) at once in a single layout. 48
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PHOTOGRAPHY



a storytelling device

authentic way.

Celebrate individuals and diversity
Photography should celebrate diversity

and reflect each subject’s unique personality
and goals.

Modern sensibility

From styling to the subjects and

situations portrayed, every choice we make
should reflect a modern aesthetic.

Simple compositions

Compositions should be kept simple

and uncomplicated, so the focus remains on
the subject. Calming colors, warm tones,
pops of bright accent color and natural
materials can be utilized to create
compelling imagery.

Modern and timeless

Backgrounds should be contemporary,
timeless and not leverage any specific
trends. Wardrobe should reflect modern
sensibilities and represent an individual’s
unique style.

50



PRUDENTIAL

LIFESTYLE
PHOTOGRAPHY
PRINCIPLES

Authentic

We always look for an opportunit
demonstrate authenticity by sho
diversity in people and situations
ethnicity, age and gender.

True to life

We show the positive impact that
on people’s lives by showing the
daily lives, on the path to achievi
goals.

Bringing in the brand

When appropriate, incorporate ¢
from the Prudential color paletie
wardrobe.

Natural :
We use images with plenty of ne
bright light.
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PRUDENTIAL

PORTRAITL
PHOTOGRA
PRINCIPLE

Authentic

It's critical to capt
authentic and pers
Consider incorpora
and other lifestyle €
shot in studio.

Natural

We use images wit
feeling, bright light
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HOW WE USE
PHOTOGRAPHY

WITH OUR CIRCLE

Framing device
The circle is primarily used as a framing

device to contain lifestyle photography that
reinforce our photography principles.

We can also consider extending part of the
subject out of the circle when you need to
make more of an impact.

55
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Primary usage

HOW WE USE OUR SHOW
CIRCLE AS A FRAME SHOW — Yougu

FINANCIAL

ODAY
When space allows, we recommend using

YOURSELF o8| s
the full circle. The overall layout looks best * y e
when the circle is larger than 50% of the FI NAN IAL ¢ 47 S
smaller side.

However, when using the circle as a frame LOVE TO DAY

on extreme sizes, consider bleeding the

circle to 1-2 sides of the artboard. There's no time like the present
to give your financial future
some well-deserved attention.

Recommend sizing the circle frame larger
than 75% of the smaller side for best visual
impact.

@ Prudential

Secondary usage

®
-

®
s H OW .:;::::::' %ESKVSELF
YO U Rs E LF —- FINANCIAL
FINANCIAL 2
LOVE

SHOW

YOURSELF
FINANCIAL
LOVE
TODAY

FINANCIAL
(3
ODA

TODAY v D . YOORSELF
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HOW WE USE
PHOTOGRAPHY

WITH OUR CIRCLE

Full-bleed

Full-bleed photography can be used when
paired with a circular graphic as shown in
the example here.

CULTIVATING
DIVERSE
TALENT

We utilize traditional and emerging
strategies and partner with external
organizations to recruit and support
diverse talent.

57
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‘%?'f i
PHOTOGRAPHY
SEARCH TIPS

When searching for imagery on a stock
site, keep our photography principles in mind.

Tips:
Use these keywords to help filter
through stock search results:

Lifestyle
Diversity
Optimistic
Natural light
Space for copy
Business
Business casual
Modern office
Confide
Suc
Ch
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DOS & DON'TS

Do use images that reinforce our photography core principles: authentic, Do seek images that have clear focal point and uncluttered environment. Do use images that reflect diversity in all its forms.
true to life and natural.

|

Don't create collages of images. Don’t use images where subjects feel overly posed. Don't apply any effects or unnatural lighting to our images.
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OUR PATTERN
PRINCIPLES

Our pattern is made of circles. It creates a
recognizable graphic that is uniguely
Prudential.

Color

Keep our pattern fun and energetic.
There are 2 approved color combinations
shown on the right.

Sizing

We recommend keeping the diameter of
the circles on the pattern 15-25% of the
shortest side.

Tip
Avoid using our pattern on extreme or
small sizes.

Note
This Dots pattern can be used only for

Prudential communications. Do not use on
any PGIM or PFI related work.
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OUR PATTERN & OTHER
BRAND ELEMENTS

When part of a layout, our pattern can be
used with and without the Rock or approved
icons.

It can be used as a stand-alone element on

swag, things like t-shirts, bags and
notebooks.

See the Design System At Work section for
more examples.
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HOW WE USE OUR PATTERN
ON DARK BACKGROUNDS

There's no time like the present
to give your financial future some
well-deserved attention.

(# Prudential
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HOW WE USE OUR PATTERN ON
LIGHT BACKGROUNDS

SHOW
YOURSELF
FINANCIAL
LOVE TODAY

ere's no time like the present
to give your financial future some
well-deserved attention.

, Prudential

#> Prudential

(
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DOS & DON'TS

Do use only the 2 approved color combinations. Do use the pattern with the Rock or approved icons if brand recognition Do use the pattern with circle diameter between 15-25% of the shortest
reinforcement is needed. side of the asset.
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Don’t use unapproved color combinations. Don’t add photography to the pattern. Don’t use the pattern with circle diameter smaller than
15% of the shortest side of the asset. 65
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OUR
ICONOGRAPHY

We have two approved styles for iconography:
Display and Utility.

Display Iconography

Inspired by the circle that holds the Rock, the
Display Iconography is made of circular
shapes that create a series of ownable visual
symbols. Display lconography works best with
circular frames found alongside headlines.

Utility Iconography

Inspired by the ring round our Rock, Utility
Iconography has a simple, geometric and
linear style.

NOTE:
Only 1 style should be used per component.

Display Iconography

Utility Iconography
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OUR DISPLAY
ICONOGRAPHY

Usage

Use Display Iconography sparingly and
strategically throughout your designs. See
examples on slides 101, 106 and 109.

Color

Only use white for the icons themselves.
Approved colors can be utilized when they're
within a circular holding shape.
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Display Iconography with
circular holding shape

70
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Display Iconography without
circular holding shape

1
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DISPLAY ICONOGRAPHY
PRINCIPLES

Foundation

The square grid is the underlying foundation
of icons and is used to determine line
thickness, proportion, shape and positioning.

Base grid

The base grid consists of 48x48 squares with
2 squares of padding as the safe zone. Use
the grid as your basic guide to shap the
artwork in place.

48x48
squares
grid

Strokes
One icon should never look heavier or lighter
than other icons of the same size.

Perspective

If creating a new icon to contribute to the
library, please be sure to avoid dimensional
representations.

M 2 squares = safe zone

( Ensures icons will retain their desired scale and
surrounding white space when exported )
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DOS & DON'TS

SHOW
YOURSELF
FINANCIAL
LOVE TODAY

There's no time like the present
to give your financial future
some well-deserved attention.

@®> Prudential

Do use Display Iconography sparingly and in a fun, meaningful way.

SHOW ¢
YOURSELF

© FINANCIAL
LOVE TODAY

There's no time like the present
to give your financial future
some well-deserved atts:icion.

@7‘ rrudential

Don’t overuse Display Iconography in one layout.

Don’t add extra elements to the approved Display lconography.

Do follow Display Iconography principles when creating new icons.

=
s
= -

N

Don’t use the Display Iconography as a supergraphic.
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OUR UTILITY
ICONOGRAPHY

Usage

Utility Iconography lets us communicate
complex ideas with a simple visual. Consider
using these icons on websites, product Uls,
signage, events and merchandise.

Color

There are 3 treatments for our icons:
The icon with the ring
The icon on solid circle
The standalone icon

Highly recommend primarily using the ring &
solid circle icons. Only use the standalone
icon where space is limited.

Color
We have 4 color options for icons: navy,
blue, teal and white.

Primary

Secondary

© @
O
< P

74
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UTILITY ICONOGRAPHY
PRINCIPLES

Foundation

The square grid is the underlying foundation
of icons and is used to determine line
thickness, proportion, shape and position.

Base grid
The base grid consists of 48x48 squares with

2 squares of padding as a safe zone. Use the 48x48
grid as your basic guide to snap the artwork in sq_:ores
place. gri
Strokes

One icon should never look heavier or lighter
than other icons of the same size.

Corners

Use a consistent corner radius of 2 grid
squares for rounded shapes. The radius can
be increased by a multiple of 2 when
necessary.

Perspective
If creating a new icon to contribute to the —L
library, please be sure to avoid dimensional

representatlons M 2 squares = safe zone

( ensures icons will retain their desired scale and
surrounding white space when exported )
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DOS & DON'TS

S ;
@ Prudential

Advance your business,
advance your career.

Do use a single color to group a series of Utility Icons. Do use updated Utility Iconography. Do follow Utility Iconography principles when creating new icons.

S ;
@ Prudential

Advance your business,
advance your career.

Don’t show a group of Ultility Icons in more than one color. Don’t change the Utility Iconography style to 3D art. Don’t use the Utility Iconography as illustrations.
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INFOGRAPHIC
CHARACTERISTICS

Information design is where functionality
and creativity meet. It's how we showcase
the results of our most inspiring work and
visualize our insights in a forward-thinking
yet intuitive way.

Simplicity

When designing infographics, keep the
focus on the big idea and the insights.
Simplicity is key even when conveying
complex data.

Flat & geometric
Flat and geometric graphics work best with

our visual system. An effective infographic is

well-balanced and consistent with the
examples within these guidelines.
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INFOGRAPHIC
PRINCIPLES

Clear

Information design helps us organize
different types of information into readable
layouts by creating clear hierarchies.

Accurate

We always aim to tell accurate stories
with data and emphasize critical points to
draw attention to our richest insights.

Simple

We use information design to explain
complex or abstract concepts and to
present information in an easily digestible

way.

LIFE INSURANCE Rt e
FACTS AN D and statistics can help illuminate it.
STATISTICS

48% ﬁ;f

\\ \ 4

N

of Americans are worried of adults feel stressed of consumers think
about their financial future about money life insurance costs upto 3X
more than it actually does
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DOS & DON'TS

RECYCLING (TONS)

98% 90%

OO

Do use flat style for all information design. Do use approved colors & tints to make information as clear as possible. Do use geometric style for all information design.

Answer a few Our Financial

questions about your Professionals will help
expenses and get tips you create a financial
to help you reach your strategy that works

financial goals. best for you.

Learn all the ways a
Prudential financial
professional can help
you invest in the
financial future you
want

Make a financial
roadmap, set goals,
and take action — all
online. And you can
always call us if you
need help.

Don’t use 3D art. Don’t use unapproved colors & tints. Don’t use complicated information design formats. 83
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ILLUSTRATION
PRINCIPLES

True to the brand
[llustrations should always use Prudential

Financial, Inc.’s primary and secondary
colors, including tints of those colors.

Adherence to this palette creates brand
consistency and distinction.

Flat, simple and approachable
Our illustration style is flat. lllustrations
should be built using basic geometric

shapes and always represent the subject
matter in a clear and human way.

Circular geometric system

Circles can be incorporated into illustrations
in a variety of different ways: as a frame, a
background or within the illustration itself.
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ILLUSTRATION
CATEGORIES

People

We celebrate the vast diversity of
personalities and cultures in an inclusive
way through illustrations.

We want our audience to see themselves
reflected in a simplified and approachable
way. The elements within a symbol’s design
should demonstrate personality and culture
with purpose.

Note:
Do not portray people in a caricature or
exaggerated way.
Avoid unnecessary decoration.

4 &

87
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ILLUSTRATION
CATEGORIES

Symbols & objects
[llustrations can be used to communicate

a variety of ideas. Some will be more literal,

some more abstract. Using illustrations in
abstract ways creates interest and exciting
composition; while literal executions

can communicate complicated concepts
more clearly.
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HOW WE USE OUR ILLUSTRATIONS

LAST
MINUTE
GIFTS

How to
Shop & Save

Since 2010,
we've helped plant

900,000

: ' Since 2000, plant LAST
< 900,0 0 MINUTE
ees . GIFTS

N
@ PI' Udential » © gﬁ:ptg Save i
e %8 g wmm

000 )0
®QvY Qv Al

350 Likes 350 Likes
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DOS & DON'TS

a | "
<=l X

Do find the way to incorporate circles into the illustrations, background Do unify and distinguish our illustrations through use of the Prudential Do reflect diversity and individual character through illustrations.
and framing. color palette.
Don’t use unapproved illustration styles. Don't lead with other colors, which could dilute our color recognition. Don’t use illustrations that feel too playful or depict stereotypes.
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MOTION
PRINCIPLES

Progress-oriented
Our consumers come to us with goals in mind. We

showcase the solutions we offer with linear transitions that
always move upward or forward.

Smooth and purposeful
We are pragmatic, modern and stable. Whenever we use

motion, we should bring these principles to life through
smooth and purposeful animation.

Dynamic depth

We solve complex challenges. While our motion shouldn’t
look complex, it should reflect the depth of thinking inherent
in our problem-solving process.

96



PRUDENTIAL BRAND GUIDELINES

HOW MOTION
COMES TO LIFE

We're here to help you rech the retirement you want.
Unlock your Retirement Confidence Score and start
planning for what comes next with a personalized plan.

‘: team Mo \

v For service questions, START HERE.

Retire with confidence Insure your family

End frame animation Digital transitions
We use a unified approach to our end frames that showcases our logo and offerings. Use a subtle rising circle for hero transitions. The upwards movement suggests

possibility and advancement. Each element should move at different speed, bringing
depth and nuance to motion.

For access to motion files please visit the link here: Prudential Motion Files 7



https://simian.me/Q3dT_Prudential_Motion_Files_

The following pages showcase how
the elements of our visual and verbal
identities come to life in various
touchpoints.

SYSTEM

(# Prudential
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SHOW

YOURSELF
FINANCIAL
LOVE TODAY

There's no time like the present
to give your financial future
some well-deserved attention.

@ Prudential
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There's no time like the present
to give your financial future some
well-deserved attention.
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FINANCIAL
LOVE TODAY
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Protect your
hard-earned
money and those
you love.

Protect your
hard-earned
money and those
you love.




There's no time like the present :
to give your financial future some "
well-deserved attention. |




SHOW
YOURSELF
FINANCIAL
LOVE TODAY

There's no time like the present
to give your financial future
some well-deserved attention.

@ Prudential

106



RETIRE
WITH
CONFIDENCE

Protect your
hard-earned
money and those
you love.

@ Prudential




SHOW
YOURSELF
FINANCIAL
LOVE TODAY

o time Ik th p
t g y ur financial futu
well-des dattentlon.

@ Prudential




BUILDING

V=

A ROCK- SOLID
RETIREMENT

You want a fulfilling retirement and that
means starting early and putting a solid
plan in place. The best place to begin

is with a clear understanding of your
sources of retirement income and the
future demands on your money.

(# Prudential

. I o retireme
A pood way to start deve loping a retirement plan is to
look at your financial situation in terms of two buckets
and assessing how much you will need for each

What's in it: Guaranteed sources of income, like
pensions, Social Security, and annuities.

What it pays for: All of your basic needs, including
housing, food, clothing, healthcare, and transportation.
Guaranteed income from annuities or other systematic
withdrawal plans can be used to cover gaps in paying
for your essentials.

What's in it: These are non-guaranteed sources of
income such as mutual funds, stocks, bonds, CDs, and
real estate.

What it pays for: Those fun things that you dream of

doing in retirement, like traveling and entertainment.
Think of this as your “retirement lifestyle” bucket.

www.prudential.com/personal/retirement

You want a fulfilling retirement and that means
starting early and putting a solid plan in

place. The best place to begin is with a clear
understanding of your sources of retirement

income and the future demands on your money.

The key to a fulfilling retirement

A good way to start developing a retirement plan is to look
at your financial situation in terms of two buckets and
assessing how much you will need for each:

Your essentials bucket
What's in it: Guaranteed sources of income, like pensions,
Social Security, and annuities.

What it pays for: All of your basic needs, including
housing, food, clothing, healthcare, and transportation.
Guaranteed income from annuities or other systematic
withdrawal plans can be used to cover gaps in paying for
your essentials.

Your discretionary bucket
What's in it: These are non-guaranteed sources of income
such as mutual funds, stocks, bonds, CDs, and real estate.

What it pays for: Those fun things that you dream of doing
in retirement, like traveling and entertainment. Think of this
as your “retirement lifestyle” bucket.

Learn more at
www.prudential.com/personal/retirement

(# Prudential
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LAST
MINUTE
GIFTS

Since 2010, How to
we've helped plant Shop & Save

900,000
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//l [followM message ]

STAYING how to make your
TRE N DY CAN budget vyork better
BE COSTLY_ for your life.

See our link in bio.

DISCOVER
HOW EASY
@ AND
AFFORDABLE
LIFE &
INSURANCE

Let's make the
most of your

moments.
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You want a fulfilling retirement and that means
starting early and putting a solid plan in

place. The best place to begin is with a clear
understanding of your sources of retirement
income and the future demands on your money.

Download PDF

Retirement investment is the process of saving and investing
money for the future, with the goal of generating income and
preserving wealth in retirement.

There are many factors to consider when planning for
retirement investment, such as how much to save, what types
of accounts to use, and what kinds of investments to choose.
Some of the common retirement accounts are 401(k), IRA,
HSA, and annuity.
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BUILDING
A ROCK-SOLID
RETIREMENT

Learn more

You want a fulfilling Retirement investment is the process of saving
retirement and that and investing money for the future, with the goal
of generating income and preserving wealth in

means starting early :
retirement.

and putting a solid plan

in place. There are many factors to consider when

planning for retirement investment, such as how
much to save, what types of accounts to use,
and what kinds of investments to choose.

Some of the common types of investments for
retirement are target-date funds, mutual funds,
index funds, ETFs,CDs, dividend-paying stocks,

and preferred shares. Each of these investments
has different levels of risk, return, and liquidity.

OIOIOIOIONO),
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From Prudential
Retirement Strategies

Retirement investment is the process of saving and investing money for the
future, with the goal of generating income and preserving wealth in retirement.

There are many factors to consider when planning for retirement investment,
such as how much to save, what types of accounts to use, and what kinds of
investments to choose. Some of the common retirement accounts are 401(k), IRA,
HSA, and annuity.

Some of the common types of investments for retirement are target-date funds,
mutual funds, index funds, ETFs,CDs, dividend-paying stocks, and preferred
shares. Each of these investments has different levels of risk, return, and liquidity.

Ready to plan with an advisor?

Prudential advisors use their financial planning
expertise to help you define, refine and realize Schedule a call now

the retirement you envision.
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MARKET FOCUS

From Prudential Retirement Strategies

Call to action

Lorem ipsum dolor sit amet.

Consectetur adipiscing elit. Sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation
ullamco laboris nisi ut aliquip ex ea commodo consequat.

Duis aute irure dolor.
Reprehenderit in voluptate. Velit esse cillum dolore eu fugiat nulla pariatur.
Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia.

Eu turpis egestas pretium aenean.

Curabitur vitae nunc. Sed velit dignissim sodales. Ultrices in iaculis nunc sed
augue. Consequat semper viverra nam libero justo laoreet sit. Ut aliquam purus
sit amet luctus.

Lorem ipsum dolor sit amet, etur adip 3 elit, sed do eiusmod
tempor incididunt ut labore et dolore magna a

Learn more
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Smith Johnathan
Director

Enterprise Workplace Service | Corporate Real Estate
751 Street Newark, NJ 07102

C 123.456.7890 O 123.456.7899
smith.johnathan@prudential.com

Smith Johnathan
Director

Enterprise Workplace Service | Corporate Real Estate
751 Street Newark, NJ 07102

C 123.456.7890 O 123.456.7899
smith.johnathan@prudential.com
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EVENTS
& SWAG



Always keep

in mind when designing event
materials. Simplicity is our key
design principle, so each element
should be used with purpose.



SHOW YOURSELF
FINANCIAL LOVE TODAY

There's no time like the present to give
your financial future some well-deserved attention.

#» Prudential
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BRAND
GOVERNANCE
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For information or questions about
Prudential’s brand design, contact
the Prudential Brand team at

Photography and illustrations
are for demonstration only.
Please reach out to the brand
team for files.
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© 2023 Prudential Financial, Inc. and its
related entities, Prudential, the Prudential logo
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