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New York Life?

These are

the guidelines
that will take
you there.
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Welcome.
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What's a brand?

[t's who we are.
What we're about.
What we want to
be—for ourselves,
and our customers.

Role of “brand”

What does it do?

Brand is an expression of our core values projected
into the world for everyone to see.

You can think of a successful brand as a “relationship
generator.” Sending out a unified message that
reflects who we are and what we value will draw
clients to New York Life; it will generate new
relationships.

Brand is the reason people will choose New York
Life—especially when offered similar products at
similar prices from our competitors.

John Donne said, “No man is anisland.” You could
say the same about a brand. It takes all of us—
everyone at New York Life—knowing what we stand
for and pulling together, to shape it and let it work
for us, and for good.

Here's a key adage to bear in mind: actions speak
louder than words. Right? So most of the language
used in this document, including our positioning
statement, is for internal use only. The words “For
Good" should be our guiding principle, conveyed
through intent and action, but without ever
appearing on external-facing communications.



The New York Life brand positioning statement: what do we stand for?

For Good

New York Life believes in doing the right thing today and
over the long term. Not just because we've proven that
it's a good business practice, but because we feel in our
bones that it's a good life practice. Our products are
designed to protect our clients and their families and, by
doing so, to further the social good. Every day we set a
high bar for ourselves and make decisions based on our
own values, not by what everyone else does. We aspire to
greatness, but never at the expense of goodness. Profit
is not our bottom line. This conviction is the reason our
company is thriving today. It's the reason our employees
and agents choose to work with us. It's the reason our
clients and policyholders trust us to keep our promises.
And it's how we will continue to serve them. For Good.



Ask yourself

While we don't use the words “For Good" in external
communications, we can and should always use the
principles of "For Good" as a framework for our decisions
and actions at New York Life. Before we create messages
in words, visuals, and even deeds, here are some questions
we can ask ourselves to ensure that we are operatingin
the spirit of “For Good":

Is this in the best interest of our policyholders?
Does it make us stronger for the long term?
Does it demonstrate respect for others?

Would | be comfortable seeing this decision on
the front page of a newspaper?
Isit “For Good"?

If the answer to any of these is no, hold off. Talk to a
colleague or manager regarding your hesitation.

Our reputation and our commitment to our policyholders
are our greatest assets!




What are brand guidelines?

Not just rules—we're talking tools.

We needed to set down guidelines to get us all
working together toward one unified expression of
New York Life. Once you get the system, the rules
become a launching pad, allowing you to unleash
your creativity across a cohesive system of
communication touchpoints and to craft a major
new asset for New York Life.

This document explains how the system works.

But a brand doesn't live in a set of guidelines. It lives
in you—the people who create for New York Life—
and out in the world. Only by embracing it and
working together can we develop a thriving brand
that truly expresses who we are as a company.



The Brand Center: your essential resource
NewYorkLifeBrand.com

The Brand Center brings together everything you need
to get started and stay on target. Visit the Brand Center
to read guidelines and download key elements. Keep
coming back to refresh your memory, find inspiration,
and craft stunning on-brand work every time. It all adds

up to a tightly unified brand—and a major advantage
for New York Life.

Need a hand? Email us:
General_Branding_Support@newyorklife.com

InsuranceGroupBrandingSupport@newyorklife.com
InvestmentsGroupBrandingSupport@newyorklife.com
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nyone who touches
New York Life
communications
can become a brand
voice champion.

Brand voice

Brand voice isn't a short-term initiative or advertising
campaign. It's a style of communication that touches
all written elements and carries our brand into the
future. When everything coming from New York Life
sounds like New York Life, it will be easy for people

to recognize us. Because we are consistent and true,
because we talk about who we are, versus who we are
not, we will stand out from the competition.

Making the transition to executing a single voice
across all written channels is a big job, and it's going
to take a team effort. As with many skills, the more
widely and consistently the brand voice is applied, the
more naturally it comes. The brand voice guidelines
are tools to help you learn the system. You can return
to them for inspiration anytime.

Anyone who touches New York Life communications
can become a brand voice champion. Every piece

of our written or spoken communicationis an
opportunity to put our brand voice to work, and

an opportunity to reaffirm our values and our
positioning—our stance “For Good."”

For an in-depth look at brand voice, refer to the brand
voice guidelines available on the Brand Center.



Section 2
Brand toolkit
New York Life logo

Reintroducing the New York Life logo
It's the most visible element in the New
York Life brand toolkit. Traditionally it's
been the core asset of the company.
We say, respect it. There are many

“not quite right" versions of the logo
floating around the company. So make
sure you're using the official artwork,
available on the Brand Center.
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Section 2
Brand toolkit
Logo color variations

In most cases, the only version of the
New York Life logo you'll need is

the New York Life Blue version (see
page 23 for color specifications). It has
been carefully crafted to work across

a wide range of media, from million-
dollar ad campaigns to the smallest
business card.

That said, in certain, limited
circumstances, like on a fax template,
you can substitute it with the black and
white logo.

The Brand Center has the official
version of both the primary New
York Life logo and the alternate logo.
Remember to make sure you're using
these versions.

Primary

Alternate

Confidential // Do not copy or distribute
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Section 2
Brand toolkit
Logo with tagline

The New York Life tagline's tallest letter
should be at the same height as the top
of the “"E" crossbar in the word “Life."”
The visual relationship here shows the
tagline as prominent, without letting it
claim all the attention in the lockup.

This lockup, available on the Brand
Center, is the only lockup you should
use. So you don't need to tweak, play,
or fudge. Don't move the tagline
underneath, to the left, or above the
logo. Just use it asis.

\

The Company You Keep’

\

Height —-
of the
crossbar —-

‘The Company You Keep’

2 the height of the crossbar
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Section 2
Brand toolkit
Cultural market logos

When dealing with some cultural
markets, the logo and tagline lockup
may be translated. Our brand elements
in these markets are arrangedina
fixed relationship and follow the same
specifications as on the previous page.
Matching these configurations as
exactly as possible is the way to go.

Here are our cultural market logos. The
Korean and Asian-Indian markets don't
have translated taglines; they have

the option to use the New York Life
logo alone or the logo with the English
tagline lockup.

¢ K

Su Compania de Hoy y de Siempre’ Sua melhor companhia’

Spanish market logo Portuguese market logo

4

Cong Ty Quy Vi Tin Gig™*

Vietnamese market logo Chinese market logo

\

The Company You Keep®

Korean and Asian-Indian market logo

Confidential // Do not copy or distribute
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Section 2
Brand toolkit
Minimum size and clear space

Minimum sizes
Itis preferred that the New York Life logo
should be set no smaller than 0.5 inch tall.

And in the rare instance where the logo
needs to be smaller than 0.5 inch because

of strict usage requirements (on a pen, — ®) Height ofthe
for example), please check with the brand 0.5in {ﬁ% 4 K New York Life
— >~ wordmark

experts in your business unit.

One other piece of size information: the
tagline variant of the logo should be set
no smaller than 0.65 inch to ensure the
tagline’s legibility.

Clear space Minimum size Clear space
In all collateral, make sure the logo has

breathing room. There should be a clear

space all around it equivalent in size to the

height of the words “New York Life"” in the

wordmark. That way the logo retains its

prominence, without distractions. In certain

situations (e.g., business card templates), —

the clear space may be smaller than the 0.65in m(

height of the New York Life wordmark. The Company You Keep'

m The Company You Keep’

FYI, the clear space rule applies to both the
tagline and non-tagline variants.

Minimum size with tagline Clear space with tagline

13
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Section 2
Brand toolkit
White bar

Location

In most cases, the New York Life logo
should sit in the bottom-left of the
communication piece. This spot,
combined with the clear space, gives
the logo maximum visibility. Everyone
will always know where it is, or where it
should be.

FYI, the clear space rule applies to both
the tagline and non-tagline variants.

Clear space reminder

In all collateral, make sure the logo has
breathing room. There should be a clear
space all around it, equivalent in size

to the height of the words “New York
Life" in the wordmark. That way the
logo retains its prominence, without
distractions.

A white bar on the bottom or side of

a document really shines a light on the
New York Life logo. But remember,
you can't use the tagline lockup with a
vertical white bar.

Clear
space

Content area

Confidential // Do not copy or distribute
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Section 2
Brand toolkit
Logo
Misuse

At times, what we shouldn't do is as
important to emphasize as what we
should do.

1.

The color of the New York Life letters
should not be altered.

. The New York Life primary logo should

never appear on a colored background.

. Never rearrange the logo and

tagline lockup.

.Never violate the logo clear space

by placing the logo on a colored
background, image, or pattern.

. Thelogo should never appear in a color

other than New York Life Blue.

. Thelogo should no longer be used or

manipulated to appear as a gift box.

. Always be sure to maintain

the proper clear space around the
New York Life logo.

. The black and white logo should not

be used in cases where the opportunity
to use color is available.

YORK

2.
Place your
title here.

5.
Who Who
can you can you
count on count on
in life? in life?
Yourself. Yourself.

Confidential // Do not copy or distribute
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Section 2
Brand toolkit
Brand architecture

One of the ways we can enforce and

strengthen the New York Life brand and

help our customers navigate our many

offerings is by being selective about

how many different logos we use in our

system. In the past, a department or

division would create a unique logo by

connecting its name to the New York

Life blue box. From now on, there are o1 s Eagle
guidelines for determining which entities MRP | lﬁ'rfgg'.gsm“'f"ce Strateoies
within New York Life can self-designate LLC
using the logo. The guidelines are as NEW YORK LIFE

shown on the following pages. m FOUNDATION

There are no other approved logo lock-

ups at this time. If you have a question
about this system or believe your AARP is considered a co-brand and is represented These stand-alone entities retain their logos. A New York Life subsidiaries use the New York Life
as shown here. logo may be used in conjunction with an agent'’s logo with their own names.

DBA on his or her business card.

%ﬁ% SEGUROS
MONTERREY

entity requires a logo lock-up, please
contact: General_Branding_Support@
newyorklife.com.

16
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Section 2

Brand toolkit

Brand architecture
Investment boutiques

New York Life's investment boutiques
can be represented visually in three ways
depending on how close a relationship to
the master brand they wish to convey.

1. Co-branded. This option demonstrates
the closest relationship to New York
Life. Set the co-brand’s company name
or wordmark in New York Life Blue
and place it beside the New York Life
logo, as shown. The co-brand keeps
the typography style of its own
company wordmark.

MacKayShields MacKayshields MacKayShields

A New York Life Company

2. Endorsed brand. This option can be
used to indicate that the boutique is
part of the New York Life family but 1. Co-brand 2.Endorsed brand 3. Stand-alone brand
is not as strongly associated as a
co-brand. Set the endorsed brand’s
wordmark in New York Life Blue and
place the tagline, “A New York Life
Company,” below it in Alda Regular,
70% black.

3. Stand-alone brand. This option
maintains the most autonomy for the
boutique brand. Set the brand name in
New York Life Blue to subtly hint at its
affiliation with New York Life.

TRk
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Section 2

Brand toolkit

Brand architecture
Investment boutiques

Lockup specifications 20% x
When locked up with the New York Life ]
logo, partner logos should always appear

in New York Life Blue. For endorsed brand

lockups, "A New York Life Company” K . K .

should appear in 70% black. MaCKaYShleldS MaCKaYShleldS
The Brand Center has all of these

configurations, so you can apply them x= The New York Life logo

with ease. No need to tweak, play, or
fudge. Just use them asiis.

1. Co-brand

Here are some general rules regarding
ratios for logos and lockups in instances
where the New York Life logo sits

alongside or is locked up with another MaCKayShields i MaCKaYShieldS

company's logo:

A New York Life Company X A New.York Life Company.
1. The space between the New York Life
logo and a co-brand logo should be x= The height of the capital “N" in “A New York Life Company"
equivalent to the size of the New York
Life logo reduced to 20% of its size. 2. Endorsed brand

2. For endorsed brands, the space
between the endorsed brand name/
logo and the tagline should be
equivalent to the height of the capital

“N" in “A New York Life Company.” M aCKayShieldS MaCKaYShieldS

3. Remember, stand-alone brands owned
or controlled by New York Life are set _ _
in New York Life Blue. Set in New York Life Blue

m 3. Stand-alone brand

Confidential // Do not copy or distribute




Section 2

Brand toolkit
Brand architecture
Insurance offerings

New York Life's insurance offerings can
be represented visually in three ways
depending on how close a relationship to
the master brand they wish to convey.

1. Subsidiaries and service platforms may
be visually linked to the New York Life AEMETM
) Insurance and
brand. Place them beside the New York Financial Services
Life logo and set the company name in
the New York Life headline typeface, ®
Alda Regular. The color of the subsidiary % SEGUROS Proud to Offer *MRP

name should always be New York MONTERREY
Life Blue.

K
2. Agents doing business under their m

own name who are offering New York
Life products should keep their own
logo treatment and may use the New
York Life logo with the “Proud to offer”
descriptor. "Proud to offer” should sit
on top of the logo in Alda Regular,

70% black.

Life Insurance

Progra m from %ﬁ(

1. Subsidiary, service platform 2. Doing business as (DBA) 3. Channel

3. Channels, wherein New York Life is
the provider or broker of a productin
partnership with an organization such
as AARP, may appear in a layout with the
New York Life logo, as shown here.

TRk
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Section 2

Brand toolkit
Brand architecture
Insurance offerings

Subsidiary: lockup specifications
Subsidiary lockups are visually linked

to the New York Life brand by placing
the subsidiary name to right of the New
York Life logo in Alda Regular and in
New York Life Blue.

x= The width/height of the New York Life logo
y= The height of the letters in the New York Life logo

SEGUROS
MONTERREY

SEGUROS ¥, )
y[  MONTERREY Y

Subsidiary

%ﬁ% NEW YORK LIFE
FOUNDATION

20
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Section 2

Brand toolkit
Brand architecture
Insurance offerings

DBAs: lockup specifications

With a DBA, you can create either a
vertical or a horizontal lockup. In both
cases, the minimum amount of space
between the two logos should be
equivalent to the width of the offering
brand logo. Whenever possible, it is
preferred that DBA logos appear in
black. If that is not an option, they may
use their own colors.

50%y — """"Proud to Offer
50%y

y

K

™
Ac M E Insurance and
Financial Services

oqé

™
Ac M E Insurance and
Financial Services

™
Ac M E Insurance and
Financial Services

Proud to Offer Proud to Offer

% I (
Ac M E Insurance and
Financial Services

™
Ac M E Insurance and
Financial Services

Eagle
Strategies
LLC

NA

:30?‘ ™ Eagle
% S AE M E Insurance and Straiﬁig(ljes

oy Financial Services

Confidential // Do not copy or distribute
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Section 2

Brand toolkit
Brand architecture
Misuse

Here's another time where it's important to
emphasize what we should not do.

1. Don't rearrange the order of a co-branded

company name or wordmark and the New
York Life logo. M 1\
acKayg#fields m

2. Never use a subsidiary’'s name or
wordmark in full color when it's locked
up with the New York Life logo. It should
always be in New York Life Blue.

yShields

York Life Company

vShields M

3. An endorsed brand lockup should never
include the New York Life logo.

4. The subsidiary typeface should never be
customized: it should always appear in
Alda Regular.

5. ADBAlogo should never be larger than
the New York Life logo.

Insurance and
Financial Services

errey

22
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Section 2
Brand toolkit
Colors

Primary palette

New York Life primary palette
consists of two colors: New York Life
Blue and white.

New York Life Blue is the anchor color.
As a sacred color within the brand, it
shouldn't be used to set headlines.
Instead, you can use it for subheadings
and calls to action.

Although we know that technically
white isn't a true color, let's call it a color
here—and use it wherever we can,
liberally. White space will make for a
cleaner, less cluttered, and more easily
read layout.

New York Life Blue

C100 M44 YOKO
Pantone: 300U
R0OG121B194
#007ac2

Confidential // Do not copy or distribute

White

COMOYOKO
R255 G255 B255
HITFf
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Section 2

Brand toolkit
Colors

Secondary palettes

Two secondary palettes have been provided:
one for most consumer communications—
anything that talks to people about their
lives and emotions—and another for more
“institutional” communications, such as
white papers.

Both palettes are composed of colors that are
rich and mature. The consumer palette, shown
here, is composed of colors that are brighter and
more expressive than the institutional palette.

Use the secondary palettes to reflect the
purpose of the piece you're creating and

the audience you're addressing. Any color
from within the palette may be used, but use
should be limited to one strong color and its
corresponding soft color per page or spread.
Consumer and institutional palettes should
never be mixed.

Soft colors

The lighter shades of color in the palettes

are for use as color fields under headlines.

Tints of soft colors may be used in a limited
way, only when needed to highlight or separate
information (see page 61). In order to maintain
contrast, try to avoid using lower strength
percentage tints of the light colors. As a general
rule, a minimum of 30% is recommended.

Consumer

Garnet

C8M89 Y59 K22
Pantone: 201U
R178 G8 B56
#b20838

Sunset

C3M51Y94 K6
Pantone: 145U

R230 G143 B26
#e68fla

Rain

C100M10Y14 K38
Pantone: 308U

RO G105 B147
#006993

Forest

C89M11Y84K39
Pantone: 7484U
RO G107 B59
#006b3b

Tourmaline Sunrise Mist Meadow
C4M20Y13 KO C6M10Y27 KO C10M3Y1KO C7M4Y8KO
Pantone: 9262U Pantone: 9161U Pantone: 9400U Pantone: 9042U
R239 G206 B203 R238 G222 B189 R225 G235 B244 R225 G235 B229
#efcecb #eedebd #elebf4d #telebeb

Technical note

Colors have been provided in three different color spaces: CMYK (for offset and
digital prints), Pantone (for offset printing), and RGB (for screen). CMYK is our
preferred color chart, so please use the other options only when it isn't available.

Confidential // Do not copy or distribute

Grass

C16 M7 Y95 K31
Pantone: 399U
R164 G154 B0
#a49a00

Moss

C10M6Y11KO
Pantone: 9101U
R226 G228 B221
#e2eddd

Steel

C99M33Y27 K53
Pantone: 3035U
R29 G94B117
#1d5e75

Silver

C18M12Y5KO0
Pantone: 9385U
R204 G211 B224
#ccd3e0

24



Section 2

Brand toolkit
Colors

Secondary palettes

This second palette should be used for
communications that are more intellectual
in nature or for a corporate audience,
rather than for individuals. The colors are
more conservative and mature to convey
experience.

Soft colors
The lighter shades of color in the palettes
are for use as color fields under headlines.

Institutional

Rock

C71M63Y55K22
Pantone: 426U
R83 G85 B92
#53555¢

Trunk

C50M50Y44 K6
Pantone: 437U
R151 G137 B129
#978981

Stone

C36 M22 Y30K2
Pantone: 7538U
R172 G182B171
#acb6ab

Ocean

C93 M0 Y36 KO
Pantone: 320U
ROG161B177
#00albl

Tints of soft colors may be used in a limited Clay Branch Pebble Lake

way, only when needed to highlight or COMO YOK11 C7 M9 Y10KO COMO YOK6 C19 MO Y5 KO

separate information (see page 61). In order Pantone: 427U Pantone: 434U Pantone: Cool Gray 1U Pantone: 9424U

to maintain Contrast’ try to avoid using R227 G228 B229 R234 G225 B220 R238 G239B239 R202 G233 B239
#e3edeb #eaeldc #eeefef #cae9ef

lower strength percentage tints of the light
colors. As a general rule, a minimum of 30%
is recommended.

Technical note

Colors have been provided in three different color spaces: CMYK (for offset and
digital prints), Pantone (for offset printing), and RGB (for screen). CMYK is our
preferred color chart, so please use the other options only when it isn't available.

Confidential // Do not copy or distribute

River

C78 M12Y15K8
Pantone: 7459U
R77 G179 B208

#4db3d0

Stream

C22M4Y1KO
Pantone: 9420U
R194 G223 B241
#c2dffl

Steel

C99M33Y27 K53
Pantone: 3035U
R29 G94B117
#1d5e75

Silver

C18M12 Y5 KO0
Pantone: 9385U
R204 G211 B224
#ccd3e0

25



Section 2
Brand toolkit

Typography

Headline: Alda

The Alda OT Regular typeface is simple,
honest, approachable, and human. Just
like us.

Aldais used for headlines, large
introduction paragraphs, and any text

that calls for attention, such as pull quotes.

It works best whenit's set large with
generous amounts of space.

Body copy: Effra

The Effra Regular typeface is a simple
counterpoint to Alda’s detail and
traditional styling; it's highly legible, clean,
and unique in character.

Effra is what you use for body copy,
captions, chart and graph labels, notes,
headers and footers, and all lower-level
copy. Effra comes in regular, italic, bold,
and bold italic weights.

Recommended font size and leading
combinations (e.g., 14/18pt) are
shown here.

These fonts should be used for

all communications when available,
(e.g., collateral, customer
communications, etc.)

TRk

Headline: Alda

Alda OT Regular, 45/50pt.

Intelligent, humble, and
just a dash of charm.

Body copy: Effra

This is Effra Regular, 14/18pt. Thisiis Effra Regular, 9/12pt.
. Effraloves being used as a workhorse, soiit’s
Effra loves bemg usedasa WOI’khOI’SG, great for lower-level copy such as body copy,
soit's great for lower-level copy such captions, subheadings, and even for charts.
. . This is Effra Regular, 7/9pt.
as bOdy Copy’ Ca pthhS, SUbheadlngS’ Effra loves being used as a workhorse, soit's great for

an d even fO r Cha rtS. lower-level copy such as body copy, captions, subheadings,

and even for charts.

This is Effra Regular, 12/14pt.

Effra loves being used as a workhorse, soit's
great for lower-level copy such as body copy,
captions, subheadings, and even for charts.

Confidential // Do not copy or distribute
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Section 2
Brand toolkit

Typography
Alternates

Headline and body copy alternates
Remember, the Alda/Effra combination
is the first choice for typefaces on

all designed collateral.

Georgia and Tahoma should only be
used when Alda and Effra cannot,
(e.g., for Microsoft Office and digital
applications). Georgia should replace
Alda and Tahoma should replace Effra.

Condensed typography

In cases where you need to include
regulatory or legal language that has to
be a minimum size, use Helvetica Neue
Condensed, as Effra does not have a
condensed font.

Headline alternate: Georgia

Georgla Regular, 45/50pt.
A perfect replacement
when Alda is unavailable.

Body copy alternate: Tahoma

This is Tahoma Regular, 14/18pt.
Tahoma is a legible typeface
that plays nicely with others, but
has a subtle voice of its own.

This is Tahoma Regular, 12/14pt.
Tahoma is a legible typeface that
plays nicely with others, but has a
subtle voice of its own.

This is Tahoma Regular, 9/12pt.
Tahoma is a legible typeface that plays nicely
with others, but has a subtle voice of its own.

This is Tahoma Regular, 7/9pt.
Tahoma is a legible typeface that plays nicely with others,
but has a subtle voice of its own.

Condensed typography: Helvetica Neue Condensed

This is Helvetica Neue Condensed, 14/18pt.
Helvetica Neue Condensed is a legible typeface
that should only be used for legal copy.
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Brand tOOIkit ..................... Section 2: N
Typography 8 o
Size
........................... - o °
| ['his is what
Type size rules

Each layout requires unique consideration,

3 large headline

determined here. As a general guide

though, headlines should be set large, with ®
introductions smaller, body copy smaller O O S 1 e
still, and captions and headers/footers ®

smallest. Makes sense, right?

T - ~Cum, sim quid mosamenture consedi tionseque
In this example, the following elements vendiate esto doloria secus eos eum que custi
are set as: doloreprores num est idus, nat perum recitota
tiantem odipsae vel maximus.
1. Headline
70/63pt, Alda Regular
2. Subtitles
18/18pt, Alda Regular
3. Introduction paragraphs
14/18pt, Effra Regular
) -3- ------------------------- »EI IpiquI am InuquI Stlonsequunt quam Fugiaspelit explaut CUINL 00 00000000000000000000000000000000000000000000000000000000000 04:
4. Paragraph titles idunt et facipsam sum rendicit dolliam, eos S;tzzsai‘:i::::aqr:';’:t;:a‘::':;ttz:]”' .......................................................
10/14pt, Effra Bold vollat harciate venet assint, cullatusam que  i,0ra dolor alis evenesed ea qui I 5
5. Body copy pa iunt volorestiur audiori onsedissunt quod conseque pariorum fugiaec aborita Eatemolest lacimfugit o aeRenees é'
mod ullecab ides sandi doloressunt. Occum  temoditfugitvollatemipit laut que ot gt I e+ v essssesnssennsesnnnen
10/1 4Pt, Effra R69U|ar ) L. nis con event arit imus sandi cullore jis'rg:u?stora:taudigeni 7
quat ut fugia corepelest isimet, cullaceatut | _ . e doluptatia con coresed erro doleseq
H H uodiamu scipiet liam
6. Caption titles asseque quibus molo quibeat umquod qui si tem nonsequos a nectent otatur esct secu_fnquia quis
7/9 pt, Effra Bold Consequibus niatur aut quat eveles sequam sa anderspe volloreribus volo vel ipit, \’::s:Za::m gitius
. e s . explab ipsam, volenimaio. olorere quae eos et &
7. Captions fugitio invella sum et voluptaqui dolorum - S
hI|IqUI dO”atur? Quibeat umqu°d- aut plit ullupta doluptatus

7/9pt, Effra Regular

molupidisque era sus
aut ut pre in niene peri
eos et et quosae volecae dipic tem aut dolectasin poremquis
dis ut pro offictem

Neque recum fugitibus dolorere quae

8. Headers and footers lit ullupta dol lupidi
plit ullupta doluptatus molupidisque era quatquiatem id es pre nis

8/10pt, Effra RegUIar sus aut ut pre in niene peri dolectasin pe volori nias exererio.
poremquis dis ut pro offictem.

oooooooooooooooooooo Document title: Nonsequosanectentotatur 3Q ®eccccccsccccccscccscccsccoce
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Section 2
Brand toolkit

Typography
Leading and kerning

Leading

Headlines should be set with a 90%
leading rule. For example, a headline
of 70pt letters should be set to 63pt
leading (70 x 0.9 = 63).

Body copy should be set with looser-
than-usual leading. In the example
atright, itis set at 10/14 to allow for
plenty of space and for ease-of-read.

Kerning

As a general rule, the larger the type

is set the tighter the kerning should

be set. Optical Kerning is preferred for
headlines, with a value of -5 being ideal
for average headlines.

For body copy, Metric Kerning is fine,
with the value set to 0. Smaller copy
should be set slightly more open.

Doluptibusam
quiatque poriae
perae cuptatem
coluptatur.

Elipisqui am inumqui stionsequunt quam idunt et facipsam
sum rendicit dolliam, eos vollat harciate venet assint,
cullatusam que pa iunt volorestiur audiori onsedissunt quod
mod ullecab ides sandi doloressunt. Occum quat ut fugia
corepelest isimet, cullaceat ut asseque quibus molo quibeat
umquod qui consequibus niatur aut quat eveles sequam
fugitio invella sum et voluptaqui dolorum hiliqui dollatur?

Luptatur se pligeni hitatiam, omnihillia velendiatur andebit,
corectas atiae natecume que consed quod ute a nobitius, si
ius, sit dem harum et ommo cus et fugiam, odite comnihic
tectio voluptae num est aris et labo. Ut fugiaspelit explaut
eum ducimus. Harita doloris doluptatem ipsam cullupt
aeroriat laboratque modit vollaborpore seque pratem
exceptaspis exere, quo idebitatur?

Genihillicto cus exceperumet et lam ipsanihil molorem faccae
net et iditatatiis maximus sam sum quas pero blam non pos
ducia voluptas rero que mos est, sim ipit re nis undentur,
corupic imusant otatem. Cor sunt officid eatus.

Os es ad quis qui vident dolesto qui optassitinim am
doluptam sintem impora dolor alis evenesed ea qui conseque
pariorum fugiaec aborita temodit fugit vollatem ipit laut que
nis con event arit imus sandi cullore hendanda dolorehendus
doluptatia si tem nonsequos a nectent otatur sa anderspe
volloreribus volo vel ipit, explab ipsam, volenimaio. Neque
recum fugitibus dolorere quae eos et et quosae volecae dipic
tem aut plit ullupta doluptatus molupidisque era sus aut ut
pre in niene peri dolectasin poremquis dis ut pro offictem
quatquiatem id es pre nis pe volori nias exererio.

To imusci dolorrum eatemolest lacim fugit estium, sinis
rerum dolupta tureiust, omnim dis re quistor aut audigeni con
coresed erro doleseq uodiamu scipiet liam escitia secumquia
quis voluptatqui que essimagnis quam inti ut aut etusanducid
ut fugit repe non rernate debit ullant assequistem endipis
eum ius sequasperum eossequisci inum sum explatiunt quas
eos eatem unt, simposse quaerfercium conet fugiasi acestiat
et experes reperita arumquaturi aut quatis nectati dolorro
maionseditis dis eaqui dent quam, tem laboremquidi aut et,
quos simposse quaerferciumt eataes alictatur sant officim
agnam, seque dolorrume reprat.

Body copy

i]-ﬂ‘-i-mm i} E Effra EJ’IT‘:‘m”‘ ﬂ
i] ﬁ —I63 pt i] 9] | |Regular i} ﬁ 2l4m i]

TT T* T | dy +lopical i | I S{100x & T S 100% & TT T* T | dy $Mewics 8 | I 2{100x 8 T S 00% 34
Tt T, T |mg -5 8| a2 Som T = T T, T |50 | a2 SHop T =

Headlines

[ | [aica oT

q] | [Regular
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Section 2
Brand toolkit

Typography
Color

Color plays an essential role in the

New York Life brand. It's applied as fields
to call out key pieces of information,
and we also use it in typography.

You should only ever use the palette that
corresponds to your audience (see p. 24-
25). In body copy, black and steel can be used
for both audiences. Black and New York Life
Blue should never be used for headlines;
headlines should only be set in the strong
colors of the secondary color palettes.

1. Headlines
Secondary color palette (all)
2. Subtitles
New York Life Blue
3. Introduction paragraphs
Steel, black, rock (institutional only)
4. Paragraph titles
Steel, black, rock (institutional only)
5. Body copy
Steel, black, rock (institutional only)
6. Caption titles
New York Life Blue, steel, black,
rock (institutional only)
7. Captions
New York Life Blue, steel, black,
rock (institutional only)
8. Headers and footers and page numbers
Steel, black, rock (institutional only)
9. Color fields
Secondary color palette (all)

Cum, sim quid mosamenture consedi tionseque
vendiate esto doloria secus eos eum que custi
doloreprores num est idus, nat perum recitota

tiantem odipsae vel maximus.

Elipisqui am inumqui stionsequunt quam
idunt et facipsam sum rendicit dolliam, eos
vollat harciate venet assint, cullatusam que
pa iunt volorestiur audiori onsedissunt quod
mod ullecab ides sandi doloressunt. Occum
quat ut fugia corepelest isimet, cullaceat ut
asseque quibus molo quibeat umquod qui
consequibus niatur aut quat eveles sequam
fugitio invella sum et voluptaqui dolorum
hiliqui dollatur?

Document title: Nonsequos a nectent otatur

Two-color printing

When two-color printing

is required, black and New
York Life Blue should be
used. As always, New York
Life Blue should be used for
the logo and subtitles. Black
or New York Life Blue may
be used for headlines. A
gentle tint of black may be
used for color fields.

Fugiaspelit explaut @um.eeeecccccccccccrccccccrcccccescccccescccccoscscccsscccccsscsccne

Os es ad quis qui vident dolesto qui

optassitinim am doluptam sintem
impora dolor alis evenesed ea qui
conseque pariorum fugiaec aborita
temodit fugit vollatem ipit laut que
nis con event arit imus sandi cullore
hendanda dolorehendus doluptatia
sitem nonsequos a nectent otatur
sa anderspe volloreribus volo vel ipit,
explab ipsam, volenimaio.

Quibeat umquod.

Neque recum fugitibus dolorere quae
eos et et quosae volecae dipic tem aut
plit ullupta doluptatus molupidisque era
sus aut ut pre in niene peri dolectasin
poremquis dis ut pro offictem.

Confidential // Do not copy or distribute

Toimuscidolorrumseeecececcccee

Eatemolest lacim fugit
estium, sinis rerum

dolupta tureiust, omnime eeeeee

dis re quistor aut audigeni
con coresed erro doleseq
uodiamu scipiet liam
escitia secumquia quis
voluptatqui.

Neque recum fugitibus
dolorere quae eos et et
quosae volecae dipic tem
aut plit ullupta doluptatus
molupidisque era sus

aut ut pre in niene peri
dolectasin poremquis

dis ut pro offictem
quatquiatemid es pre nis
pe volori nias exererio.
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Typography
Bulleted and numbered lists

When using bulleted or numbered
lists to organize information, keep the
style consistent.

Bullets should always be the same font
color as the text.

Numbered lists should use plain
numbers in the same font, size, and
color that the textis setin.
1. Bullets
Size and color: 10/14pt, Effra Regular,
steel (same size as body copy)
Indent: Op10 picas
2. Numbered list
Size and color: 10/14pt, Effra Regular,
steel (same size as body copy)
Indent: Op10 picas

Section 2: Nonsequos a nectent otatur

This is what

a large headline
looks like.

Cum, sim quid mosamenture consedi tionseque
vendiate esto doloria secus eos eum que custi
doloreprores num est idus, nat perum recitota

tiantem odipsae vel maximus.

Elipisqui am inumqui stionsequunt quam
idunt et facipsam sum rendicit dolliam, eos
vollat harciate venet assint, cullatusam que
pa iunt volorestiur audiori onsedissunt quod
mod ullecab ides sandi doloressunt. Occum
quat ut fugia corepelest isimet, cullaceat ut
asseque quibus molo quibeat umquod qui
consequibus niatur aut quat eveles sequam
fugitio invella sum et voluptaqui dolorum
hiliqui dollatur?

Document title: Nonsequos a nectent otatur

Fugiaspelit explaut eum.

* Os es ad quis qui vident dolesto qui
optassitinim am doluptam sintem
impora dolor alis evenesed ea qui

* conseque pariorum fugiaec aborita
temodit fugit vollatem it laut que

* nis con event arit imus sandi cullore

* hendanda dolorehendus dotatia si
tem nequos a nectent otatur ipit,
explab ipsam, volenimaio

Quibeat umquod.
1. Neque recu futibus dorere quae

2. Fet et quosae volecae dipic tem
aut plit ullupta dolup tatusi molup

3. Porequis dis ut pro offictem peri

ipsam dolectasinececccceecccceccccesccccsccccesccccsccccecccccsccscsscscoscsccscsccnns
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To imusci dolorrum.
Eatemolest lacim fugit
estium, sinis rerum
dolupta tureiust, omnim
dis re quistor aut audigeni
con coresed erro doleseq
uodiamu scipiet liam
escitia secumquia quis
voluptatqui.

Neque recum fugitibus
dolorere quae eos et et
quosae volecae dipic tem
aut plit ullupta doluptatus
molupidisque era sus

aut ut pre in niene peri
dolectasin poremquis

dis ut pro offictem
quatquiatemid es pre nis
pe volori nias exererio.
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Typography
Misuse

What not to do:

The obvious

New York Life typography needn’t

be stretched, compressed, colored in
unusual ways, have drop-shadows, be
“playful,” or be set in colors without
sufficient contrast. It's beautiful just

the way it is. ]

The less than obvious
1. New York Life Blue should never
2.

be used in headlines. 1.

11

Volupta tumquia losisequi in peditiae re pe volorpos molupi am exper
intis id qui quas quo corporro que ex eos abor magnam oruntinis et la
tesequi alita volorestibus remporro dolest, ut que j inis moluptios e
alit, ut faceritem as accabo. Si ut eat occuptat d andaeratum volorer
et ercium es aut acero inveliquo quid qua diatus, cuptatur, sincia pi
audione eatia solum, conecae dolupta uunti rest aut qui doluptatur,

porenimaxim quae ne quate pa qu es etur repudisi sinitin temperera
et lab iunto quidem aut expe simin cusanimagnam anda doluptiis n
volorro quae. Icatin nost , ut aciento tatiis et, sitas aut haristi vitatq
vero tem quis et, si ut nimporum quossi dolupti onsequi atectur atic
volorempe int, te atios magnamus cusaperiaspe etur?

2. Use only Alda OT Regular for
headlines—not bold, not italic,
just regular.

3. Alda should not be used for body copy.
4. Effra should not be used for headlines.

5. Body copy shouldn't be setin
any color except for steel, black, or
rock (institutional only).

Ut aut offi ima inum aut quo quatio quid quo occusa nim reperitium
eniate; I toraerit faceste maxim quam repersped ut omnis recaborror
en ihilicil et duciust, voluptur as etur, omnis voluptae nit explic terr
us magnis adi delescipsam, qui cupicieniate qui cuscietur sus intur?

6. Crashing ascenders and descenders
should be avoided wherever possible.

Quaectinustiime naturiberrum fugiasperum ligendi psandel estiae. Iciusar

Confidential // Do not copy or distribute

us est es duciden ihilicil et duciust, voluptur as etur, omnis volu
luntotas eum aut a quibus magnis adi delescipsam, qui cupicieniate ¢

Nunaectinnieti ime natniriharriim fiigiaeneriim licendi neandel ectiae Trinc
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Brand toolkit
Photography
Image selection

Simple

Photography should be composed

in a simple manner. The intentis to
highlight or give context to the written
communication. People and objects
should be presented in ways that
don't draw too much attention to the
photograph itself.

Real

A shallow depth of field, lighting in
context, natural colors, and people who
look like real people are all elements
that create authentic tone.

Full of life

Imagery should show people or places
full of energy and life. They should
convey a sense of optimism, without
looking silly or contrived.

Confidential // Do not copy or distribute

Tone, not representation

NYL deals with a lot of lofty concepts:
protection, safety, the diversification
of portfolios. These things are difficult
to show inimages. How do you show
that people have made a smart financial
choice, for example? The answer is that
you don't. Imagery in the NYL brand
should not try to represent these kinds
of concepts, instead it should always
bring them down to reality, to people's
lives. We aim to show the benefits

of the products, not a conceptual
representation of what they mean: a
person smiling, not a pathway through
aforest. Try to convey an emotion
through photography—compassion,
warmth, love—by choosing an image
that feels right.

Reality, not metaphor

One thing NYL imageryisn'tis
metaphoric. Using images of hands
holding saplings when dealing with
“growth"” is obviously wrong, but so

is an empty swing when talking about
the loss of a child. One thing we should
try to avoid is linking imagery too
closely with writing. If your headline
discusses the “journey of life,” then
showing people in a car is not right.
NYL is honest and real at its core. It
actively avoids using these kinds of links
because they can seem trite or cliché.
A good way to think about imagery is
that it should support the copy, not
lead it. Photography should be used to
convey the emotion of the text, not

to demonstrate it.
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Photography
Image subject

People

Photography can and should feature
a variety of real people, shownin the
context of their lives.

Individuals should be facing the camera
when a more formal or singular look

is desired, or looking off-camera for a
more natural feeling. If the shot is of a
person in action, either gaze will work—
use your judgement. And if you want a
group shot, have the subjects look off-
camera, for that natural impression.

[ —
=

Places

In cases where using a personisn’t
suitable, places where life happens
make great subjects. The same style
rules apply: present the environments
simply, with a natural feel.

Details

The third approach is to show

little details that make up daily life.
This creates a vibrant texture to
complement and support whatever
narrative is being conveyed in the
communication piece.

Details

:-”‘._?:/h s

-y
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Brand toolkit
Photography
Image treatment

Original Treated Original Treated Original Treated

Color

New York Life photography is not
completely real; it's actually treated a
little bit. The most important step is to
tone down some of the vibrancy. The
intent here is to make the image feel
more real. Funny, right?

Depth of black

After the colors have been slightly
muted, the black levels should be gently
increased. This gives the photos a more
honest look.

35
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Brand toolkit
Photography

Image treatment example

Here is a cheat sheet on how to treat
photography so that it feels more
natural, honest, and authentic.

Original image

This image has been selected
because it has an average level of both
highlights and shadows, as well as
saturation levels.

Treatment using Adobe Photoshop

Here you will find a gentler tonal range.

However, when using this process
you will find it slower to batch method
without action.

Treatment using Adobe Camera RAW
Using Adobe Camera Raw you will find
stronger depth of shadows. It is also
quicker to apply values in a batch of
images. Using this method makes it
easier to apply subtle adjustments to
your image.

Original image

Treatment using Adobe Photoshop

Confidential // Do not

ADJUSTMENTS

Levels | custom :

ADJUSTMENTS V=

Vibrance

¥

Saturat o
[
m
Normal + | Opacity:[ 100% [
R | 0% 8

Levels
Black 30

S AMEE N~ B

Basic

Temperature

White Balance: | As Shot =3

o

Tint

o

o]

Vibrance
Black -35

Levels
Blacks 30

Auto Default
Exposure

Recovery

(&

Fill Light

Blacks

Brightness

Contrast

Clarity

Vibrance

Saturation

0|

Vibrance
Black -35
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Photography
Cropping

Photography should be cropped in an
interesting way—for example, slightly
off-center orin close-up. This provides
the page with visual interest, but

more important, it creates a greater
sense of intimacy and connection

with the viewer.

Original

Confidential // Do not copy or distribute
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Photography
Misuse

So, here's what not do to with
photography:

Don’t try to be clever

Unusual angles, strange perspectives,
and overly strong filters and color
treatments won't give us the honest
feeling we're looking for.

Don’t choose isolation

Photos should be out there in the real
world, not in a studio. That's where life
happens, right?

Don’t be cheesy

A gentle smile is, in this case, so much
better than a mouth full of teeth. Just a
subtle look can be deeply impactful.

Other don'ts include:
1. Metaphorical images
2. Action shots

3. Unnatural lighting effects and
strange perspectives

4. Black and white images

5. Photos taken in a studio instead
of in areal-world setting

6.Clipart

Confidential // Do not copy or distribute
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Patterns
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Introduction

The New York Life brand has a series

of eight custom, hand-drawn patterns
that can be used across all brand

touchpoints. Eight folders have been
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Section 2

Brand toolkit
Patterns

Color variations

Here are all the patternsin all the
available colors.

Using a New York Life pattern is as simple as
placing animage into a layout. Eight folders
have been provided to you, each containing
a pattern, in allits colors.

Black Consumer

Diagonal lines: light

Diagonal lines: dark

Institutional

TOTOoT ‘00000 O 0O0YO'0OYOY0O OO O 00O YOO ¢ TO 0Ot TOToO T ToYoThhvYovYo~
- DOOOOC )OOOOO )OOOOO )OOOOO )OOOOO)OOOOO )OOOOO OOOOOC OOOOO OOOOO‘ OOOOO )OOOOO(
Placing a pattern o_ O O O 0o, 0O o o 0Oo0o 0,00, 00O 0 O 0 0,0 0 '""o_ o (i_o0o 0O I o0 _O_ ¢ 0,0 _ ("~ 0O"0 1
0000O ’020%0 7090%0 )ooooo ’6960% 196 % )ooooo °09 04‘000004 95%0° Ooooo“ooooo
Step 1: Determine the appropriate color 2°0nP%0Pr 1%0%9%0° 194742 \PACR°%,90%R0 \P,PR° CPr°%n 0%a”na!''nPACn A2 APr%n""'a%n%A!
format (CMYK/RGB/Pantone). Circles
Step 2: Locate the folder of the desired i E ) |
pattern and color.
Step 3: Placeit. Patterns should always
be at 100% scale in layouts tabloid sized Crosshatch

or smaller. In larger layouts, they can be
enlarged proportionally.

Copy/paste swatches

Each pattern has been provided as a swatch
in Adobe lllustrator. Swatches allow for a
pattern to fill any size frame, which means
they can also be used in infographics.

DB BSE S ST B S Sl

WSS

)

S S DS

Di d
Just copy the desired colored pattern and __Iamon . - - o . .
paste it into a document. The swatch will —| L[ :3 E e H = 3] “:r__]_j = _i_’_J = i] % _E—H (= —| ‘E—T = (= =
automatically appear in your new document. ﬂ___":::n H———-w::l? @ l::,,—l! %_E ::IIT’—J—‘ __EE __]::::' E RZ::,——:J_ = r_‘_‘[ f——ﬂ r_i Q——:‘::FF g_‘ L_._j‘::{ r-:-:——J] E
Digital tiles Interlocked
Repeating patterns or tiles have also been JSS3333% 1S38333% 333335 3333333:i8833333 3355855 3388538] 53333303 158505ss 33333333 13833353 3333353
provided to you. Tiles can be used ina wide 0500008 10008888 2000090 60000804 12558088 0000000 59900008 58599080 1000ss0e 20000009 /000000e 2200888

. . XX I XX Y] POOOOQOO® DOPDOIND 00000008 170000000 '0000000( 0000000 00000000 0000000 000000008 /0000008 0000000

range of applications, for web backgrounds D00000EE 10000000 0000000 0000000E 10000008 9900000( 00000E8L 20000008 19000000 20000008 0000000 2090000
and all things digital. Dots
m( Important!

Patterns using consumer and institutional colors should never be used t(()igther in a single layout. 40
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Institutional

Consumer and institutional colors
should never be used togetherina

Remember:
single layout.
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Diamond

Remember:

Consumer and institutional colors
should never be used togetherina
single layout.
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should never be used togetherina

Consumer and institutional colors
single layout.

Remember
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Section 2

Brand toolkit
Infographics
B Label1
B Label 2
. . Label 1
Information graphics, a.k.a. $50,000 - M Label3
. . . : ! I Label2 B Label 4
infographics, are simple, customizable, o Label3
abpe
and highly effective communication || 5
pieces. Graphs, charts, tables, and the
like all fall into this category. They're the
most effective when kept simple, so try
to avoid extra lines or other, superfluous
embellishments.
Shown here are infographics with flat, $162.170
contrasting colors from the secondary . 140 ~
palettes used as information dividers. 17192 $130,762 o
100
80
$50,000
60
40
Il Labell 20
Il Label 2
B Label3 O " point1 | Point2 | Point3 | Point4 | Point5 | Point6

Now 10 years 20 years 30 years

New York Life 3 5.9% 4 6.0% 1 8.4% 1
Lincoln National 4 5.8% 3 6.5% 3 6.7% 2
John Hancock / Manulife 2 6.5% 1 7.6% 2 8.4% 3
Northwestern Mutual 1 7.9% 2 7.3% 4 6.2% 4
Aegon 8 3.7% 8 3.5% 6 4.1% 5
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Section 3
General principles

Sometimes the
questions are
complicated and
the answers are
simple.

Dr. Seuss

A simplerecipe

Just as in cooking, starting with
simple, honest ingredients will lead
to wonderful results. In this case,
our ingredients are all the separate
elements described in Section 2.

Seasoned to taste

Also, just as in cooking, a little pinch
of salt can be added, some lemon
zest sprinkled. Know that where
appropriate, a gentle twist can

lift an adequate meal to a culinary
masterpiece.

The following pages will explain
how we use all the elements of
Section 2 together to build new
collateral in a harmonious way.
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Section 3
General principles

Introduction

Guiding principle:
Less, really truly, is more.

Design intent:
It sounds like a cliché, but keep it simple.

A cluttered page actually hampers legibility,

leading to less knowledge being absorbed, meaning
more complex information doesn’t get conveyed
to the reader.

By breaking it all down into digestible pieces,
everyone inside the company and, more important,
the audience will be happy with the result.

If you need guidance, email:
General_Branding_Support@newyorklife.com
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Section 3
General principles

Printing collateral

The New York Life paper stock has been selected
with great attention and care.

Mohawk Superfine, our recommendation, is made by
an all-American, family owned company that sources
its paper within the 50 states. Its textured surface
reflects honesty and authenticity, two principal traits
of the New York Life brand. Its thickness is slightly
heavier to emphasize substance, another key

brand trait.

In instances where you need to choose a different
paper, please take the above criteria into consideration
for consistency’s sake. The recommended, approved
paper alternative is Neenah STARWHITE® Tiara, Vellum.

Specifications:

The preferred color is Ultrawhite. Finish it off in
Eggshell. Bear in mind, the right paper weight will vary
depending on the size and intent of the communication.
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Section 3
General principles
Margins

We start with setting document
margins. A margin of 3p (picas) should
be set around all letter-sized pieces of
New York Life collateral.

On double-paged spreads, this size acts
as the inside margin as well.

As you'll see on the following pages,
colored backgrounds and photography
may extend past the margins (bleed).
However, content must always be
contained within the margins.

Confidential // Do not copy or distribute
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Section 3
General principles
Grids

This is the basic grid structure for
standard letter formats. Using the
grid will make creating organized
layouts easy.

Letter-sized collateral for New York Life
should have six columns and 15 rows to
allow for clean layout approaches. Each
module is 3p (picas) tall and 6.7p wide.
The gutteris 1p. Using this six-column
grid, text can be set at a variety of
line-lengths, from one column wide for
captions to five or six columns wide

for introduction text and quotes.

Confidential // Do not copy or distribute

|3p|

1p
| |
3p

....................

....................
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Section3
General principles
Alternate-sized grid

This grid structure should be used
specifically for “slim jim" brochures. It
is based on the standard letter format
using three columns instead of six.
Using this grid will make creating
organized layouts easy.

The gutteris 1p (pica), asitisin
letter-sized collateral. However, in slim-
jim brochures only, a margin of 2.5p is
set around all sides. Each module of
the gridis 2.6p talland 5.8p wide. Here,
a three-column grid allows for text to
be set at a variety of line-lengths, from
one column wide for captions to two or
three columns wide for body copy.

Saddle stitched, center fold
Folded size: 4" x 9"
Flat: 8" x 9"
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Folded, 6 panels
Folded size: 4" x 9"
Flat: 12" x 9"
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Section 3
General principles
Logo

Different pieces of New York Life
collateral need different amounts and
types of content. Based on the margin
specs and content, place your New York
Life logo at the bottom left of the page.

Please note: if at any point you don't
know how to proceed, email General_
Branding_Support@newyorklife.com
for guidance.

Confidential // Do not copy or distribute
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Section 3
General principles
Logo and white bar

Here, we position the logo along with
the white bar. The white bar’s actual
size and placement depend on the
logo size. For specifications, rewind
to page 14.

Confidential // Do not copy or distribute
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Section 3
General principles
Basic layout

Minimal content

Here we have a finished collateral
piece that uses the grid specifications
and the basic New York Life brand
elements correctly.

In general, if your headline is a question,
your subtitle should be aresponse.

If your headline is a statement, your
subtitle should be a call to action.

Remember, this is all for your guidance,
so check it out, use it to inspire yourself,
refer to it—that's why it's here.

1. Headline
75pt, Alda Regular, garnet

2. Color
Tourmaline

3. Subtitle
18/26pt, Alda Regular,
New York Life Blue

The basic layout and style of the front
and back covers of a piece of collateral
should be consistent.

TRk

~Place your
title here.

presseenensserescseresese S - A short subtitle may be p]aced here.

Confidential // Do not copy or distribute
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Section 3

General principles
Basic layout

Adding photography

Here we have another example of a
finished piece of collateral with correct
uses of the grid specifications and the
basic New York Life brand elements. In

this case, photography has been added.

It gives flavor and helps establish a
deeper connection with the viewer.

1. Photography style
Details

2.Color
Mist
3. Headline
75pt, Alda Regular, rain

4. Subtitle
18/26pt, Alda Regular,
New York Life Blue

Confidential // Do not copy or distribute
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Section3

General principles
Intermediate layout
Adding content

Here we have an intermediate layout,
with the addition of content. While it's
okay to add different elements to keep
the page lively and inspired, maintaining
a foundation of simplicity will always
make information easier for the reader
to digest. Here, we focus on the image
and use the colored box to hold

the information.

1. Color
Moss

2. Headline
75pt, Alda Regular, grass

3. Subtitle
18/26pt, Alda Regular,
New York Life Blue

4. Paragraph title
9/12pt, Effra Bold, steel

5. Body copy
9/12pt, Effra Regular, steel

6. Photography style
People

1

3

5

voluptae num est ari bo. Ut fugiaspelit € pF:aut eum ducimus
peliqui sinvel ipis vendit; omnihicto is dolum tfslpafris dolecest volore
natistiblantio ex explaut aut eurn dolectiorat aceperit vellestibus -
imolum s dolupta eperibusa di doliabo. Igenis plam aborum volupti
doluptatem in et atquos re volut eum nimin natur, con praturione

nost-est odita dolore quatem volore que conserchil escilium-audi--
nam veliquas et quibusame comnimodis panobit esciis de ventem
rescipsaped quidunt; : Lo

rae aut fugit aut pro id quia si dolo tem quosande remim quiaut ma :

Elipisqui am inumqui stionsequunt quam id

endicit dolliam, eos vollat harciate venet assint; cullatusam que pa

oluptas alia cusanis: iupta escit, volupta tés tat. Tatur aute non

‘nat eaquiam, assequfe quibus molo quibeat ui'nq:uod qui consequibus

te comnihic tectio
eum ducimus.
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Section3

General principles
Intermediate layout
Two-page spread

P - S
In this example of another intermediate ! ' 5 ' ' ' 5 n

I o W W I R W (0 (... ...

layout, an interior spread, all of the o AN i & VA LANAL o p T TR e 6
elements are positioned sothatthere P -~ . ¥ e = » n
sacomfortableamountofbreathing o CIHILCI1C - B 3
room for the copy. The scale of the . § : 4 N —
photography and headline helps establish : ]

a connection with the viewer. o it g L e F (i

Tints of the soft colors may be used to . 3 N | I ; BB e Y. Ve i ¥
help divide content in a layout as seen

here. In order to maintain contrast, try to ol B L
avoid using lower strength percentage _

tints of the light colors. As a general rule, : e R e
a minimum of 30% is recommended. -

1. Color
Sunrise

2.Headlne 0

75/68pt, Alda Regular, sunset T

Elipisquiam inumqu
atiae suntio con essul ellup tatistiatemu rescium es si odi i idunt et facipsam su
di i - Suritio con essum evellip tatistiatemat |

b harum et on rer .
oluptae hum est aris

bo. Ut fugiaspelit expfaut eum ducimus natecume que conse od ute a nobitius, ‘mod ullecab ides sandi doloressunt. Occum atecume que consed quod ute a nobitius, si

3 S u bti t I e peliqui sinvel ipis ven;dit mnihicto is dolum l;l|pafl’i$ dolecest volore us, sit dem harum et ommo cus et fugiam, ‘quat ut fugia corepel imet, cullaceat ut ius, sit dem harum et; or'filmo cus et fugiam,
» JULURLILIC e natistiblantio ex explaut aut eum dolectiorat aceperit VelleStibug: <« frw - rrrrrrr et s s pdite comnihic tecti uptae num estari ‘asseque’quibus mol eat'umquod-qui ! odite comnihic tectio voluptae num estaris |~
1 8 / 1 8 t AI d R I """""" rmolumsi dolupta ep';erltéusa didollabo. 'Igeniggplaim ADOFUM VOIUPTIO 77 1777 rrr e r e e etlabo. Ut fugiaspel laut eurn ducimu: ‘consequibus niatur at eveles'sequam ;" etlabo. Utfugiaspeﬂ?, ex;ptau‘t eum ducimus {0

p ’ a eg u a r’ doluptatem in et atquos re volut eum nimin natur, con praturione ~ : peliqui sinvel ipis vel omnihictois dolum : fugitio invella sum et taquidolorum  :  peliquisinvel ipis vendit; omnihicto is dolum

ulparis dolecest volore natisti blantio : hiliqui dollatur?
ex-explaut-aut eun dolectiorat-aceperit
vellestibus molum si dofupta eperibusa

4 . Pa ra g ra ph titl e rescipsaped quidunt: natur, con praturione rae aut fugit aut pro

d quia si dolo tem qufosénde rem im qui au

9/12pt, Eﬂ:l’a Bold’ Steel """"""""""""""""" ~ma~nost-est0dit-adoioréquatemvolorequ ...............

................................. conserchiiescil~iums:udi-namveliquase i i ; y
y N . o ‘odite comnihic tectio voluptae num est aris
quibusame comnimadis pa nobit esciis de : Do

: ‘et labo. Ut fugiaspelit explaut eum ducimus.
entem rescipsaped:quidunt. glaspelt exp

: ulparis dolecest volore natisti blantio
-“exexplaut-aut eum dolectiorat aceperit -+
ofupta eperibusadi-« |

. rae aut fugit aut pro id quia si dolo tem quosande rem im quiaut ma :
N ew YO I’k L | fe B I ue - N nostest odita dolore quatem volore que-conserchit escil iumaudi -

nam veliquas et quibusame -comnimodis-pa nobit esciis de-ventem eltestibus molum

ollabo labo.

velendiatur andebit,

5.Bodycopy e
9/12pt, EffraRegular, steel

6. Photography style 7 | S .
People 5 | | | | | 5 i o o o o o i

7. Color tint
Sunrise (40%)
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Section 3
General principles
Complex layout

EI 1plsqu1 am ............'

6

1 N et onse 77 :
Take this as a general rule: when you have B Sl SP 8 =

a little more written content, you can use
animage to break up the page. As shown
in this single page layout, the text should
sit neatly in a two-column format.

7

1. Headline P RN A
75/68pt, Alda Regular, ocean T
2- COIor ................................. g S R

Lake R . . , I3 A

3.Captiontites o TR T A B 8

7.5/9pt, EffraBold, > } i N—
New York Life Blue . k. ]

4. Captions ..................................... o - | [
7.5/9pt, Effra Regular, L
New York Life Blue T .- £ [l - TS

s Ccolor s ; e | <
50% lake : o (A :

6 S bt.tl ©ec0ccceccccccecccscccccone rem quiandi ditas busenetoccusde ibus. eeeee D R R Y F R PR TR T
- oubtrtle 3 tasreptat. i repediciuria. 9 htatur se pligeni hitatiam, omnihillia velel r andebit, corectas 9
.ltaqueimagnimqui @ Natet, net, ut omnimin ) ) . ) . )
iae suntio con e llup tatistiatem rescium es si odis

18/18pt, Alda Regular, ................................. si.berchil iquiame: *...oum de earcim dellabo .

upti resequist lat

New York Life Blue ................................. e B odltquodoluptas T e e ’ : ..,;,.,;,;,........‘............... .

Z............................................. tsZiZi:fr:z::aZ]S?sm 3d°'“Pi55i”"e-”d i - 7 ] 10
7. Pattern R mauiduslgenis _ : Holuptateminetatc e 8
Diagonal Iines: Iight’ ocean ................................. luptatem autent: - - Vo|oreq4ueconser(;h dboscoooacoa

ventem rescipsaped. oluptatemineta , con praturione

8. Photography Sty|e ................................... 35 TR 1 R e aut fugit aut i remim quiaut ma

Places and deta“s F ; esciis de ventem

9. Paragraph tltle .5.....00ocoo..ooooocoo..oo-..”tcc“o“.o i . o X .
9/12pt’ Effra Bold’ steel ....................................... |.p|squ{am|numqu,[s |msequunquam A achSamSum .................

rendicit dolliam, eos vollat harciate venet assint; cullatusam que pa
junt volorestiur audiori onsedissunt quod mad ullecab ides sandi

10. Body copy
9/12pt, Effra Regular, steel

oluptas.alia cusanis: iuptaescit, volupta téstétat"Tatunaute non.f...........

at eaquiam, assequf fuibus molo quibeat ui‘nqhod qui consequibus
fniatur aut quat evelef équam fugitio invella sum et voluptaqui
fdolorum hiliqui dollaf; 7 .

Em et quatem. Uriére éliqui ut harumquo
blab illendae volor as aut etur.
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Section3

General principles
Complex layout
Two-page spread

5

UmmWW """"""
Luptatur 5€: pllgenl hltatlam Omnlhlllla fLuptatursepllgenlhltat’lam omnihillia : ZEI|p|squ|am|numquistlonsequuntquam

Velendlatur andeblt Corectas atlae ; E ‘elendlaturandeblt orectas atiae L untetfaapsamsumrendmtdolham eos

These pages represent interior pages 1

of a foldout or brochure. In this example Suntio.con. ess! llup tatistiatem ut ; = = _ <o : o

laboreSCl m es S]. OdlS_ denlSSln remped mln gnate?ume que conse;d q;uod uteanobi?ius, imod ullecab ides sandi doloressunt. Occum
of amore complex layout, note that natecume que consed quod ute a nobitius, Sedsnesace eten s oedend]
the photos are Sma”er’ a"owing more 81 IUS sit dem harum et ommo-cus:et-- : R e ‘et'abo: Ut fugiaspelit explaut eum ducimus :**consequibus? nlaturamquatevelessequam """"

beliqui sinvel ipis ven'dit' omnihictois dolum : fugltlo invella sum et: voluptaqw dolorum
ulparls dolecest volore natlstl blantio : hiliqui dollatur? :
x explaut-aut-eum: dolectlora't aceperit i SR

. f , ; :
breathing room for the copy. Also, you ugiam O,d, e comnihic tectio voluptae

can see we've taken some license in using . B e e oetaro | Luptatur se lgeniiatam,omniis |

natur, con praturione rae aut fugit aut pro
id quia si dolo tem quosande rem im qui aut

the headllne treatment tO tltle these ~~~~~~~~~~~~ i - menostestodltadolorequatemvoloreque 890 a0SE0b 050506006 E0A5E0060563005 2550 IS TS B—
............ coﬂserchlle,scd'umaud'namve"quaset

text columns. You should feel you can, » » » . - . quibusame comnimadispanobitesciisde

tOO. Ifyou fear you've gone too far, you ............ O PSS S PRIl SR

;\/entem rescipsape: qui:dunt.

may email General_Branding_Support®@ - % ur se pligeni hita 11 R
newyorklife.com for guidance. Ol S RO s 1 I e o T G R

1. Subtitle L . . . . . 1SRN § SR & |
18/18pt, Alda Regular, o —

New York Life Blue > G - S - <4 Y - AN Y o - 7

2. Headline/numbers
75/68pt, Alda Regular, ocean

3 Luptatur se pligeni s ihilli : Luptaturse pligeni hitatiam, omnihillia

3 - Pa ra g ra ph tltl e selendiatur andebit boréctas atiae velendiatur andebit, éoréctas atiae

9/12pt, Effra Bold, rock e e LA TE Ty - b e e e oS e o . i eeratehurtise AT R
4 natecume que conse:d qr:uod ute a nobitius, si: _natecume que consed quod ute anobitius, si: :mod ullecab ides sandi d_oloressunt. Occum . : mod ullecab ides san;di dploressunt. Occum 8 :natecume que conse:d quod ute a nobitius,

us, sit dem harum et ommo cus et fugiam, jus, sit dem harum et.omimo cus et fugiam, ‘quat ut fugia corepelestisimet, cullaceat ut Lo : Qquatutfugia corepelestisimet, cullaceat ut : ius, sit dem harum et ommo cus et fugiam,

pdite comnihic tece uptae numrest aris dite comnihic tectid voluptae nurrn est aris sseque quibus mold quaibeat umquod quis =g sseque quibus mold quibeat umquod qui dite cominihic tectig voluptae num estaris |

4. Body copy

‘etlabo. Ut fugiaspelit & éplaut eurn ducirmus tlabo. Ut fugiaspelit explaut eum ducimus onsequibus niataraut Quatieveles sequarm e r g onsequibus niatur aut quat eveles sequam fabo. Ut fugiaspelit explaut eum ducimus |
9/ 1 2 pt, Effra Reg u Ia r, rOCk peliqui sinvel ipis ve mnihicto is dolum : :peliqui sinvel ipis venfdit,iomnihicto is dolum : gitio invella sum et voluptaqul dolorum + fugitio invella sum et voluptaqw dolorum :peliqui sinvel ipis venfdité omnihicto is dolum
ulparis dolecest volor éatisti blantio : :ulparis dolecest voloi—e riatisti blantio : liqui dollatur? : . iliqui dollatur? : : fulparis dolecest voIoi’e réatisti blantio
“ex explaut aut eur dolectiorat-aceperit ex-explaut-aut eum dbl‘ei:‘tiorat aceperit- PR -0 55000568 0900005 5009008 E05000GE Ea0900608E 05000 A H] 0900C0EI0o0005GEE0900 ' [olecti fpocacagboceaasaoaa
5 . COIO r - ‘vellestibus molum ptaeperibusa vellestibus molum'si doluptaeperibusa* vellestibus molum srdoh:pta eperibusadi-- e

‘Luptatur se pligeni hitatiam, omnihillia 8 uptatur se pligeni hitatiam, omnihillia
velendiatur andebit, cor}ectas atiae velendlatur andebit, corectas atiae
atecume que consed quod ute a nobitius, si i3 natecume que consed quod ute a nobitius,

di dollabo. Igenis plam aborum voluptio : natur con praturlonecrae aut fugit aut pro
400/0 Iake doluptatemin et at: i s:revoluteum nimin : ;d quia sidolo tem qupsa;nde remimquiaut :
- ‘hatur, con-praturionerae aut-fugit aut pro ma-nost est-odita-dolore quatem-volore que
+4d-quiasidolo ten-rqu: énderemimquiaut onserch'rl~esci|~'rumafudénamveliquaset-
ma nost est odita doi équatem volore que : fquibusame comnimofdisfpa nobit esciis de

Jdollabo labo.

dite comnihic tec ptae num est al Lo dite comnihic tectié voluptae num est aris
‘et labo. Ut fugiaspelit explaut eum ducimus. o ¢ ‘etlabo. Ut fugiaspelit explaut eum ducimus. :

6. Subtitle
18/18pt, Alda Regular, ocean

conserchil escil ium inam veliquas et :  ventemrescipsaped quidunt.
- jguibusame comni & Robit @sciisde- - i o
- VERLEM reSCIPSAPEEGUIAUINE. -+ vvvvrdeerieniiii bbb

7. Photography style
People
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Section3
General principles
Additional examples

Here you can see examples of
different uses of all the New York Life
brand elements, reflecting both the
consistency of correct uses and the
diversity of complexity levels you will
surely encounter.

Benefits
that fit.

Tools for your health,
wealth, and well-being.

Employee Benefits 2012.

Live
someday
your way.

Fund your future with
a Fixed Deferred Annuity
from New York Life.

Who
can you
count on
in life?
Yourself.

So stop putting off the decision.
Let’s make a plan for your future.

Saving for
retirement is like
building a house.
Vision, plan, build,
build, build. Live.

| The retirement checklist.

' Thinkofitasa quick
L. tune-up, to make sure the
 engine driving your future

What happens
when ethics
and business
sense collide?

Ethics wins.

keeps on purring.

| Real
life kit.

Tools for health, wealth,
and well-being.

You don't have to be.

When you were

a kid, you did your
homework. You
kept your promises.
You saved your
allowance.

For parents, the rules are the same.

Start by doing your homework on Whole Life o
insurance. With this quick guide, we'll show

you what it can deliver for those you love. Sunt
audaectium sum rehenimus, tem sed quiaepudis
loreita consequi totatur aut accus rehenis quodita
tibus, volorit eumo fuga. Ma pe nonsequas
demoluptin.

The more 32%
things change, Searconcyeat
the more we

stay the same.

When times change, some companies
change their story to stay relevant.
We're more relevant today than ever—
because we've stayed the course.
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Section 3
General principles
Misuse

What not to do:

1. Don't over-stylize layouts by adding
drop shadows.

2.Don't overdo it with content; it will
dilute the impact. When you're unsure
of how much content should go on
a page, email General_Branding_

Support@newyorklife.com.

3. Don't place colored boxes, headlines,
or subtitles in the middle of a photo.
They should never “float."”

4. Don't use gradients or any stylized
treatments.

5. Don't use more than one strong
color andit's corresponding soft
color on your page, and make sure
itis an approved color from the

appropriate palette.

6. Don't use your pattern as the stage
for your headline and subtitle.
Keep it clean!

Your title
may be
placed h

rt subtitle may be place here.
erem quis aut aut repero incis reped
quam hitiostinvel ium rumque prec.

subtitle here.

Title goes here.

El ipisqui am inumqui stionse quunt quam
idunt et facipsam sum rendicit dolliam.

......................

Saving for
retirement is like
building a house.
Vision, plan, build,
build, build. Live.

Por autas dis voloreicabor sumetusam sunt
acept atemqui rein porestem auda quam
essusan deliqui alitio berum a volectem.
Sunt audaectium sum rehenimus, tem sed
quiaepudis loreita consequi totatur aut accus
rehenis quodita tibus, volorit eumo fuga ma
pe nonsequas demoluptin.

uuuuuuuu

The retirement checklist.

Think of it as a quick
tune-up, to make sure the

engine driving your future
keeps on purring.
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Section 3
General principles
Moving forward

Moving forward, we want to avoid using
some of the imagery and logo lockups
from the past. Here are just a few
examples of common treatments and
layouts that are no longer consistent
with our brand look and feel. Should

you have any questions, email General_

Branding_Support@newyorklife.com.

1. Don't lock up the New York Life
logo with any graphic elements or
messages. The only thing that may
be locked up to the logo is our
tagline, "The Company You Keep”
(shown on page 11).

2. Avoid miscellaneous graphics
and typefaces.

3. Stay away from building imagery and
old layouts. Our new style is simple,
clean, and colorful.

COLORADO

WE ARE ONE

WWW.NEWYORKLIFECOLORADO.COM

New York Life is proud to

s support St. Peter’s in the
fioht against ALS

‘.. '\ New York Life Insurance Company

! 51 Madison Avenue
‘[‘:: i: New York, NY10010

é The Company You Keep®

Confidential // Do not copy or distribute
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Section 3
General principles
A new way of thinking

These brand guidelines represent a new - -
way of thinking for most people at New
York Life. Here are a few closing details
to keep in your back pocket.

We know that in the past, certain
manipulations of the logo lockup have
been used. As we step into the future
of our brand, please bear in mind a new
way of thinking as shown here.

¢

THE COMPANY YOU KEEP*®

The Company You Keep’

Avoid using old versions of the New York Life logo and tagline lockups. Remember to use the new logo and tagline lockup in all your design executions.
Missteps here will only confuse everyone involved.

Selfless
gift.

A short subtitle may be place here.

Da exerem quis aut aut repero incis

aboreped quam hitiostinvel ium. Shorcsubtitlehere. 1 J
The blue gift box is no longer a part of our visual identity. Here are some ideas of how you can express your message in ways that

That said, avoid using headlines in the logo square as well. are consistent with the new system.

Confidential // Do not copy or distribute
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Section 4
Templates
Guiding principles
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Section4

Templates

Consolidated statement
Pre-printed

Here are a few details to help you navigate
the consolidated statement templates.

The New York Life logo is 0.69 inch in width
and is placed 0.75 inch from the left and
0.29 inch from the top of the page.

The blue box contains the statement
information and has a margin of 1.25 inch
above and 0.25 inch below and on its sides.
All informationis set 1 inch from the left
and right sides of the page.

Both the New York Life logo and the blue
box are pre-printed in New York Life Blue.

A 0.75 pt black line is used to delineate new
information (i.e., a new policyholder). A0.25
pt black line is used to delineate between
types of policies held by the same person.

Additional specifications:

1. Title
18/18pt, Alda Regular, black

2. Introduction paragraph
10/12pt, Alda Regular, black

3. Subhead
9/10pt, Effra Bold, black

4. Statement information
9/10pt, Effra Regular/Bold, black

5. Glossary
9/10pt, Effra Regular, black

ceeeseeeeneeeee Consolidated Statement

1

Account Summary

New York Life welcomes the opportunity spere eum
aut odistio enimagnim ad moloruntio dolorenis es que
porpore nullore icturep erorem incipiet audam, ullessunt

eecscsdecsssssssssccccssessssssssccssssssssssscssssssssssssssssssssssOditiam faceperumet. Usdae odionsecatem audaestem

2

3

4

volupti sciminctur, tem quo velita quunt eiunto et pore.

To: Daniel S Purcell

Client ID: 4025
Ref#: CSC-CS212546446-66455
Date: December 31, 2011

For service questions on traditional life insurance
products, please call: (800) 695-4331

For service questions on variable life insurance
products, please call: (800) 695-4331

Life Insurance

Insured Policy Policy Date Death Benefit Net Cash Value Agent/ Phone
Representative

Alison L Purcell

Whole Life Insurance 41813204 20/01/1985 $11,609.44 $3,323.77 Customer (800)695-4331
Relations

Total $11,609.44 $3,323.77

Insured Policy Policy Date Death Benefit Net Cash Value Agent/ Phone
Representative

Daniel S Purcell

Whole Life Insurance 41813204 20/01/1985 $11,609.44 $,323.77 Customer (800)695-4331
Relations

Whole Life Insurance 41813204 20/01/1985 $11,609.44 $,323.77 Customer (800)695-4331
Relations

5 Year Term Insurance 41813204 20/01/1985 $11,609.44 $,323.77 Customer (800)695-4331
Relations

Whole Life Insurance 41813204 20/01/1985 $11,609.44 $,323.77 Customer (800)695-4331
Relations

Adjustable Life Insurance 41813 204 20/01/1985 $11,609.44 $,323.77 Customer (800)695-4331
Relations

NYLIAC Variable Universal 41813 204 20/01/1985 $11,609.44 $,323.77 Customer (800)695-4331

Life Relations

Total $860,900.11 $162,113.43

This Consolidated Statement Simagnihit, volorro et latio tet, nus pora accumquo officim eos simped quatur
sapiciatem ut volupta spelesed eatur reptatur? Bernatio volorec temporem ditis nus. Ex et aliam reped ut volut
nulparundam, susa volor sant, omnimil ad maxim sant. Bis eritios eatur? Usdae odionsecatem audaestem volupti
sciminctur, tem quo velita quunt eiunto et, non con premos ut qui odit pa dolum non pore,

IO wh

21132(2/11) Pagelof3
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Consolidated Statement
Account Summary

Insured Policy. PolicyDate  DeathBenefit Net CashValue Agent/ Phone
Representative

Robert Ross Purcell

Whole Life Insurance 41813204  20/01/1985  $11,609.44  §$3,323.77 Customer (800)695-4331
Relations

Total $11,609.44  §3,323.77

insured Policy. PolicyDate  DeathBenefit Net Cash Value Agent/ Phone

Representative

Ryan Michael Purcell

Whole Life Insurance 41813204 20/01/1985  $11,609.44  §3,323.77 Customer (800)695-4331
Relations

Whole Life Insurance 41813204  20/01/1985  $11,609.44  $3,323.77 Customer (800)695-4331
Relations

Total $11,609.44  §3,323.77

Insured Policy PolicyDate  DeathBenefit Net Cash Value Agent/ Phone
Representative

Scott Donovan Purcell

Whole Life Insurance 41813204 20/01/1985  $11,609.44  §3,323.77 Customer (800)695-4331
Relations

Total $11,609.44  §3,323.77

Insured Policy. PolicyDate  DeathBenefit Net Cash Value Agent/ Phone
Representative

Christopher MRodbro

ReducedPaidUpForLife 41813204 20/01/1985  $11,609.44  $3,323.77 Customer (800)695-4331
Relations

Total $11,609.44  §3,323.77

Simagnii,

!:Illx ;l::

Consolidated Statement
Account Summary —
Glossary of Terms Used

21132(2/11) Page2of3

New York Life welcomes the opportunity spere eum
aut odistio enimagnim ad moloruntio dolorenis es que

porpore nullore icturep erorem incipiet audam, ullessunt
oditiam faceperumet. Usdae odionsecatem audaestem
volupti sciminctur, tem quo velita quunt eiunto et pore.

Acceleration Clause - The part of a contract that says whena
Ioan may be declared due and payable.

Annuitization - Process by which you convert part or all of the

Accidental Death Benefit - In a life insurance policy, benefit
in addition to the death benefit paid to the beneficiary,
should death occur due to an accident. There can be certain
exclusions as well as time and age limits.

foreeeeescecccce

Once a
amount is generally fix

nt.
the
an't be altered.

Active Participant - Person whose absence from a planned
fitif the be canceled

o
or postponed.

Activiti f Daily Living - Bathi

meals, moving from room to room, of beds

or chairs, dressing, using a toilet.

- Choices in the way to annultize. For

Actual Cash Value - Cost of replacing damaged or destroyed
prop comparable .

and obsolescence. For example, a 10-year-old sofa will not
be replaced at current full value because of a decade of
depreciation.

Annuity - An agreement by an insurer to make periodic

payments that continue during the survival of the annuitantls)
or for

P!

Indicates is
in thi

Actuary - A specialist in the mathematics of insurance who
calculates ra dividends and

these states.

PP uthor: rite
state. Alicense to write reinsurance might not be required in

individual is known

Adjustable Rate
changes in a publi

interest rate that changes, based on
d market-rate index.

PP i i i
the company is approved (or not disapproved) to write excess
or surplus lines in this state.

Assets - Assets refer to "all the available properties of every
ight b

Kind

Adjuster - Arepresentative of ho seeks to
determine the extent of the insurers liability for loss when a
claim s submitted.

an p:
used to pay ts debts.” There are three classifications of
assets: invested assets, all other assets, and

estate. All other assets refer

Admitted Assets - Assets permitted by state law to be
urance company’s annual statement. These.
ortant factor when regulators measure
They

bonds and real estate.

stocks,

possessions

otherp

occupies, office furnits

usually i the form of deferred and unpaid premiums. Total
admitted assets refer to everything a company owns. All

o sells and ser
either of two classifications:

law, some states don't permit insurance ct

A te Limit - U: Tiability d

the contract for a specific period of time, usually the contract  Attai
period, no matter how many separate accidents might occur.  Man}
Annual harge for insured's. Upon conver

reflect the

Annual Crediting Cap - The maximum rate that the equity-
indexed annuity can ayear. If

ually
diminished life expectancy.

upper limit, or cap, of 7 percent and the index linked to the

annuity gained 7.2 percent, only 7 percent would be credited to

the annuity.

I' ;Ir.!' i

Authorized

iability Risk Retention

Act (Risk i p: t
under the Federal Products Liability Risk Retention Act of 1981

21132(2/11) Page3of3
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Section4

Templates

Consolidated statement
Black and white

Here are visuals of the consolidated
statement template in black and white. Use
this template for printing on demand.

The background tint is set to 5% black. All
other elements print 100% black.

Consolidated Statement
Account Summary

New York Life welcomes the opportunity spere eum

aut odistio enimagnim ad moloruntio dolorenis es que
porpore nullore icturep erorem incipiet audam, ullessunt
oditiam faceperumet. Usdae odionsecatem audaestem
volupti sciminctur, tem quo velita quunt eiunto et pore.

To: Daniel S Purcell
Client ID: 4025

Ref#:CSC-CS212546446-66455

Date: December 31, 2011

For service questions on traditional life insurance
products, please call: (800) 695-4331

For service questions on variable life insurance
products, please call: (800) 695-4331

Life Insurance

Insured Policy Policy Date Death Benefit Net Cash Value Agent/ Phone
Representative

Alison L Purcell

Whole Life Insurance 41813204 20/01/1985 $11,609.44 $3,323.77 Customer (800)695-4331
Relations

Total

$11,609.44

$3,323.77

Insured Policy Policy Date Death Benefit Net Cash Value Agent/ Phone
Representative

Daniel S Purcell

Whole Life Insurance 41813204 20/01/1985 $11,609.44 $,323.77 Customer (800)695-4331
Relations

Whole Life Insurance 41813204 20/01/1985 $11,609.44 $,323.77 Customer (800)695-4331
Relations

5 Year Term Insurance 41813204 20/01/1985 $11,609.44 $,323.77 Customer (800)695-4331
Relations

Whole Life Insurance 41813204 20/01/1985 $11,609.44 $,323.77 Customer (800)695-4331
Relations

Adjustable Life Insurance 41813 204 20/01/1985 $11,609.44 $,323.77 Customer (800)695-4331
Relations

NYLIAC Variable Universal 41813204 20/01/1985 $11,609.44 $,323.77 Customer (800)695-4331

Life Relations

Total

$860,900.11

$162,113.43

This Consolidated Statement Simagnihit, volorro et latio tet, nus pora accumquo officim eos simped quatur
sapiciatem ut volupta spelesed eatur reptatur? Bernatio volorec temporem ditis nus. Ex et aliam reped ut volut
nulparundam, susa volor sant, omnimil ad maxim sant. Bis eritios eatur? Usdae odionsecatem audaestem volupti
sciminctur, tem quo velita quunt eiunto et, non con premos ut qui odit pa dolum non pore,

IO A
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Consolidated Statement
Account Summary

Insured Policy. PolicyDate  DeathBenefit Net Cash Value Agent/ Phone
Representative

Robert Ross Purcell

Whole Life Insurance 41813204 20/01/1985  $11,609.44  §3,323.77 Customer (800)695-4331
Relations

Total $11,609.44  §3,323.77

Insured Policy. PolicyDate  DeathBenefit Net Cash Value Agent/ Phone.
Representative

Ryan Michael Purcell

Whole Life Insurance 41813204 20/01/1985  $11,609.44  §3,323.77 Customer (800)695-4331
Relations

Whole Life Insurance 41813204 20/01/1985  $11,609.44  $3,323.77 Customer (800)695-4331
Relations

Total $11,609.44  $§3,323.77

Insured Policy. PolicyDate  DeathBenefit Net CashValue Agent/ Phone
Representative

Scott Donovan Purcell

Whole Life Insurance 41813204 20/01/1985  $11,609.44  §3,323.77 Customer (800)695-4331
Relations

Total $11,609.44  §3,323.77

Insured Policy. PolicyDate  DeathBenefit Net Cash Value Agent/ Phone
Representative

Christopher MRodbro

ReducedPaidUpForLife 41813204 20/01/1985  $11,609.44  $3,323.77 Customer (800)695-4331
Relations

Total $11,609.44  §3,323.77

Simagnii,
Jparund: volor sant

L 3

Consolidated Statement
Account Summary —
Glossary of Terms Used

21132(2/11) Page2of3

New York Life welcomes the opportunity spere eum
aut odistio enimagnim ad moloruntio dolorenis es que
porpore nullore icturep erorem incipiet audam, ullessunt
oditiam faceperumet. Usdae odionsecatem audaestem
volupti sciminctu, tem quo velita quunt eiunto et pore.

Acceleration Clause - The part of a contract that says whena
loan may be declared due and payable.

Accidental Death Benefit - In a life insurance policy, benefit
in addition to the death benefit paid to the beneficiary,
should death occur due to an accident. There can be certain
exclusions as well as time and age limits.

Annuitization - Process by which you convert part or all of the

contract into a stream of regular income payments, either for
your lifetime or the lifetimes of you and your joint annuitant,

Once annuitize, the
amount is generally fixed and can't be altered.

Active Participant - Person whose absence from a planned
event would trigger a benefit if the event needs to be canceled
or postponed.

Activities of Daily Living - Bath
meals, moving from room to room, of beds

- Choices in the way to annultize. For
example, lfe with a 10-year period certain means payouts will
last alifetime, but should the annuitant die during the first 10
years, the payments will continue to beneficiaries through the
10th year. Selection of such an option reduces the amount of

or chairs, dressing, using a toilet.

Actual Cash Value - Cost of replacing damaged or destroyed
prope comparable .

and obsolescence. For example, a 10-year-old sofa will not
be replaced at current full value because of a decade of
depreciation.

Actuary - A specialist in the mathematics of insurance who

Annuity - An agreement by an insurer to make periodic
payments that continue during the survival of the annuitantls)
or for a specified period.

P! i ~Indicates is

PP uthori in this
state. Alicense to write reinsurance might not be required in
these states.

calculates rates, reserves, dividends and

Inmost other individual is known
as “mathematician.”)

Adjustable Rate - An interest rate that changes, based on
changes in a published market-rate index.

Adjuster - Arepresentative of the insurer who seeks to
determine the extent of the insurers liability for loss when a
claim s submitted.

PP i i i
the company is approved (or not disapproved) to write excess
or surplus lines in this state.

Assets - Assets refer to "all the available properties of every
ight b

used to pay its debts.” There are three classifications of
assets: invested assets, all other assets, and total admitted
assets. fer to thi h as bonds, stock

Admitted Assets - Assets permitted by state law to be

included in an insurance company’s annual statement. These.

assets are an important factor when regulators measure
stocks,

bonds and real estate.

o sells and se
either of two classifications:

A te Limit - U: Tiability d

estate. All other assets refer
possessions

occupies, office furnit: ,
usually i the form of deferred and unpaid premiums. Total
admitted assets refer to everything a company owns. All
other pl dmi By
law, some states don't permit insurance companies to claim

h as deferred and unpaid

premiums, in the all other assets category, declaring them

the contract for a specific period of time, usually the contract
period, no matter how many separate accidents might occur.

Attained Age - Insured's age at a particular time. For example,
many term life insurance policies allow an insured to convert

atthe

Annual harge for ted

insured's i Upon conversion, the pr
reflect the d's age and

Annual Crediting Cap - The maximum rate that the equity~

usually
diminished life expectancy.

upper limit, or cap, of 7 percent and the index linked to the
annuity gained 7.2 percent, only 7 percent would be credited to
the annuity.

Act (Risk i p: t
under the Federal Products Liability Risk Retention Act of 1981

21132(2/11) Page3of3
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Section 4
Templates
Correspondence
Pre-printed

Correspondence templates are offered
pre-printed using New York Life Blue.
They are available in three options:

* The New York Life logo alone, placed in the
upper left of the page

* The New York Life logo placed in the upper
left with a partner logo placed in the upper
right of the page

» Co-brandedlogo placed in the upper left of
the page. For specifications see pages 16-22

The New York Life logo is 0.69 inch in width
and is placed 0.75 inch from the left and
0.29 inch from the top of the page.

The blue box has a margin of 1.25 inch above
and 0.25 inch below and on its sides. All
informationis set 1 inch from the left and
right sides of the page.

The New York Life logo, and blue box are
pre-printed in New York Life Blue.

Additional specifications:

1. Recipient’s address
10/12pt, Alda Regular, black

2. New York Life address/information
8/10pt, Effra Regular, black

3. Title: 18/18pt, Alda Regular, black

4. Body copy/date/numbers
8/10pt, Effra Regular, black

secesccccccccsee >87590830968 59873490580 987908

4 Mr Alan Grant
.i......................... 2775 E 12th St/Apt 622
Brooklyn NY 11235-46754 7631512

New York Life Insurance Company

Agent Name: John Hammond
(G4G) 98432 8910-11

eeecececececececececscscscccscscscscscsesesesesesesesscscscscssscscscscscscscscscscscccssssese POBOXG61E
2 . Cleveland OH 44107-6918
Policy Number: 763151275908743905 1800-696-9673

Insured: Mr Alan Grant www.newyorklife.com

s e Your life insurance policy premium has not been paid.

Imil eos evel molorer ovidita tendus autem aut eumquid ucitatq uamenda estibus quaturia voluptatur solorpor sequia nost
labo. Ariorio. Em quam quas vent etur sitibusda qui nonsern atiatur aut ab ius et hit omni utat inveriti aut ommoluptios et qui
omnis reperi unt, simuscia non nesseque esedipsus, cusam quaerci dolo toreic tem inveligent repelitibus aut liquaturiaes
simillautem inimus.

®ecccscscscscscscscscnee e Fstiym faccabo. s alit omnihilipis ea vidis es dolum enihit remquae ctiur? Laudam et excepratecae re, cusanda de diores
4 sumet mincias platemqui ut ut as et quaepudia nectent.

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga. Bea ex excesediae parchilita sitassequi volum qui aut desequa
muscimpel esequi officiunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num
adit hicilluptas alit plature praturiae laboreste is peditio. Di volore in rem utae core vent remporum diae. Itae. Cea sunt quatiis
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis
porempellab ipitatem voluptas et at.

Ficabor eperio. Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur,
saperae reicia ventiunt la nulparchil mi, ni officae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia
conseni sitatiunt qui offici blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por
ad eossimporro mo et ut ut enditat.

Is res namus dolore omnienda ipsus qui ilibusant labo. Et am vid que explandi di cum inihici delecus aperum eos ma
sustincipsus modi volo culparchil maximus militem atiantiande quist, comnis dunt. Bor as que exereni modisti blaut dis et
eiusam con eium iundit atenem ad que id quia porerfe rrorrov itaspidis de niaepra denimus vent, nist, acium quodi odit que odis
siminct inusam dessinvera same voloria volupta tionsequodi bearchicabor suntem coriori aecerit, ommolum quatior ibusae
culparcium et erum volut ullabor recatae est, si odit occabor ad enissum fugitibus magnatur?

John Hammond

Corporate Vice President

For policy information and online services,
please call 1 (800) 695-4331 or visit us at www.newyorklife.com.
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Date: November 2,2012 ®®®®®®*eccccccccccccccccsosscce
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>87590830968 59873490580 987908 Date: Novemberz2, 2012
Mr Alan Grant A

2775 E 12th St/Apt 622 (64G) 98432 8910-11
Brooklyn NY 1123546754 7631512

Name: John Hammond

Policy Number: 763151275908743905
Insured: Mr Alan Grant wwwinewyorkiffe.com

Your life insurance policy premium has not been paid.

lab

bipitatem voluptas et a.

ntiunt lanulparchi mi, ni officae ceratur?

adeossimporromo etut ut enditat.

John Hammond
Corporate Vice President

For policy information and online services,
please call 1(800) 695-4331 or visit us at www.newyorklife.com

|II III 21132(2/11)  Page1of3
L aae

New York Life and partner logo

MacKayShields

>87590830068 59873490580 987908 Date: November2, 2012
Mr Alan Grant

2775 E 12th St/Apt 622
Brooklyn NY 11235-46754

me: John Hammond
(646) 98432 8910-11

Policy Number: 763151275908743905
Insured: Mr Alan Grant

adeossimporromo etut ut enditat.

For policy information and online services,
please call 1(800) 695-4331 or visit us at www.newyorklife.com

Im 21132(2/11) Page1of3
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Section 4
Templates
Correspondence
Second page

Both the pre-printed and the black and
white correspondence templates are
built to print duplexed (two-sided) or as
single (one-sided) pages.

On the single-sided option, the New
York Life logo, partner, or co-branded
logo lockup appears on all pages.

On the duplexed option, the New York
Life logo only appears on the front side.

Imil eos evel molorer ovidita tendus autem aut eumquid ucitatq uamenda estibus quaturia voluptatur solorpor sequia nost
labo. Ariorio. Em quam quas vent etur sitibusda qui nonsern atiatur aut ab ius et hit omni utat inveriti aut ommoluptios et qui
oomnis reperi unt, simuscia non nesseque esedipsus, cusam quaerci dolo toreic tem inveligent repelitibus aut liquaturiaes
simillautem inimus.

Estium faccabo. Is alit omnihil ipis ea vidis es dolum enihit remquae ctiur? Laudam et excepratecae re, cusanda de diores
sumet mincias platemqui ut ut as et quaepudia nectent.

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga. Bea ex excesediae parchilita sitassequi volum qui aut desequa
muscimpel esequi officiunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num
adit hicilluptas alit plature praturiae laboreste is peditio. Di volore in rem utae core vent remporum diae. Itae. Cea sunt quatiis
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis
porempellab ipitatem voluptas et at.

Ficabor eperio. Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur,
saperae reicia ventiunt la nulparchil mi, ni officae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia
conseni sitatiunt qui offici blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por
ad eossimporro mo et ut ut enditat.

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga. Bea ex excesediae parchilita sitassequi volum qui aut desequa
muscimpel esequi officiunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num
adit hicilluptas alit plature praturiae laboreste is peditio. Di volore in rem utae core vent remporum diae. Itae. Cea sunt quatiis
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis
porempellab ipitatem voluptas et at.

Ficabor eperio. Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur,
saperae reicia ventiunt la nulparchil mi, ni officae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia
conseni sitatiunt qui offici blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por
ad eossimporro mo et ut ut enditat.

Is res namus dolore omnienda ipsus qui ilibusant labo. Et am vid que explandi di cum inihici delecus aperum eos ma
sustincipsus modi volo culparchil maximus militem atiantiande quist, comnis dunt. Bor as que exereni modisti blaut dis et
eiusam con eium iundit atenem ad que id quia porerfe rrorrov itaspidis de niaepra denimus vent, nist, acium quodi odit que odis
siminct inusam dessinvera same voloria volupta tionsequodi bearchicabor suntem coriori aecerit, ommolum quatior ibusae
culparcium et erum volut ullabor recatae est, si odit occabor ad enissum fugitibus magnatur?

gL

John Hammond
Corporate Vice President
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Second page: single-sided

Imil eos evel molorer ovidita tendus autem aut eumquid ucitatq uamenda estibus quaturia voluptatur solorpor sequia nost
labo. Ariorio. Em quam quas vent etur sitibusda qui nonsern atiatur aut ab ius et hit omni utat inveriti aut ommoluptios et qui
omnis reperi unt, simuscia non nesseque esedipsus, cusam quaerci dolo toreic tem inveligent repelitibus aut liquaturiaes
simillautem inimus.

Estium faccabo. Is alit omnihil ipis ea vidis es dolum enihit remquae ctiur? Laudam et excepratecae re, cusanda de diores
sumet mincias platemqui ut ut as et quaepudia nectent.

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga. Bea ex excesediae parchilita sitassequi volum qui aut desequa
muscimpel esequi officiunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num
adit hicilluptas alit plature praturiae laboreste is peditio. Di volore in rem utae core vent remporum diae. Itae. Cea sunt quatiis
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis
porempellab ipitatem voluptas et at.

Ficabor eperio. Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur,
saperae reicia ventiunt la nulparchil mi, ni officae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia
conseni sitatiunt qui offici blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por
ad eossimporro mo et ut ut enditat.

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga. Bea ex excesediae parchilita sitassequi volum qui aut desequa
muscimpel esequi officiunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num
adit hicilluptas alit plature praturiae laboreste is peditio. Di volore in rem utae core vent remporum diae. Itae. Cea sunt quatiis
entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos
alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim
lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis
porempellab ipitatem voluptas et at.

Ficabor eperio. Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur,
saperae reicia ventiunt la nulparchil mi, ni officae ceratur?

Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia
conseni sitatiunt qui offici blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por
ad eossimporro mo et ut ut enditat.

Is res namus dolore omnienda ipsus quiilibusant labo. Et am vid que explandi di cum inihici delecus aperum eos ma
sustincipsus modi volo culparchil maximus militem atiantiande quist, comnis dunt. Bor as que exereni modisti blaut dis et
eiusam con eium iundit atenem ad que id quia porerfe rrorrov itaspidis de niaepra denimus vent, nist, acium quodi odit que odis
siminct inusam dessinvera same voloria volupta tionsequodi bearchicabor suntem coriori aecerit, ommolum quatior ibusae
culparcium et erum volut ullabor recatae est, si odit occabor ad enissum fugitibus magnatur?

[k

John Hammond
Corporate Vice President
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Policy Number: 763151275008743905 1800-696-9673
Insured: Mr Alan Grant www.newyorkiife.com

Your life insurance policy premium has not been paid.
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The background tint is set to 5% black.
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POBox 6616
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Policy Number: 763151275908743905 1800-696-9673 e

Insured: Mr Alan Grant www.newyorklife.com F=r

ibusae

Your life insurance policy premium has not been paid.

Corporate Vice President
For policy information and online services,
please call: (800) 695-4331 or visit us at www.newyorklife.com

Imil eos evel molorer ovidita tendus autem aut eumquid ucitatq uamenda estibus quaturia voluptatur solorpor sequia nost
labo. Ariorio. Em quam quas vent etur sitibusda qui nonsern atiatur aut ab ius et hit omni utat inveriti aut ommoluptios et qui
omnis reperi unt, simuscia non nesseque esedipsus, cusam quaerci dolo toreic tem inveligent repelitibus aut liquaturiaes
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simillautem inimus.

Estium faccabo. Is alit omnihil ipis ea vidis es dolum enihit remquae ctiur? Laudam et excepratecae re, cusanda de diores =
g . P New York Life and partner logo

sumet mincias platemqui ut ut as et quaepudia nectent.

Nullorio int aut faccatum ratis inci cum fugit volupta sitium fuga. Bea ex excesediae parchilita sitassequi volum qui aut desequa

muscimpel esequi officiunti volore int molorio. Et as ni autem re nes quid quas dolese voloritate plaborit plabore labo. Num

adit hicilluptas alit plature praturiae laboreste is peditio. Di volore in rem utae core vent remporum diae. Itae. Cea sunt quatiis

entiam eat magniatur audam, aut omnis ex eicieni rest et dolorporro excest veroratur sequidunt omni torio omnit fugiae eos

alit a volorestis alibeatus, ut omnihicat hillature sit, sinis maxim fugitat endest quam nis ad enet prero denitasitae paribea MacKayShields
idebist am eostiumque mos autaquo iducillant ium sum eum vention cone voloria nulparum hil id ea eosanda epellor ehenim

lignimin ra cuptate lat reriatempe que pror simagnit, qui sequo cor re dolut rescilla serspis est, net volorerum nimagni nobis

porempellab ipitatem voluptas et at.

Ficabor eperio. Electis citatur? Volores esti tesseni enimaxim veleceatem harum ipsaped ipsunt et que paruntur sum quatur,
saperae reicia ventiunt la nulparchil mi, ni officae ceratur?

>87590830968 59873490580 967908 Date: November2,2012

A 5 ) N . R . ) Agent Name: John Hammond
Aximporum abor asperch itaquo optam adia cum aut quisquibus asperat estectis sed utatatq uaepudis adis maximus minveru ﬁ;ﬁé“,’;i’;‘f/‘,\m & (Ercranss soi0n
ntibus inctem elitaec aborum hiliqui buscia acerita tesequo odis molorrum, volorumque nonempore veni repudaesciis quia BCCKlyL 23535758 s i .
conseni sitatiunt qui offici blaut utem ut escias vende seque ea qui nonsed enis inus sum quae pe del et excearum quasper oL .
iscimi, sit dolupis nem dolut eos ipissec epturen tincia dolestissit dolest inullec torrovi dellupt atiamusam faccum fugit e T TS e com
eicimpos eosamus, sequat intumet id quibuscient, soluptate nimaiossint rem laboria autatur essumqui corro et porpore por

ad eossimporro mo et ut ut enditat. Your life insurance policy premium has not been paid.

Is res namus dolore omnienda ipsus qui ilibusant labo. Et am vid que explandi di cum inihici delecus aperum eos ma Iabo. penolip
sustincipsus modi volo culparchil maximus militem atiantiande quist, comnis dunt. Bor as que exereni modisti blaut dis et similautem nimus

eiusam con eium iundit atenem ad que id quia porerfe rrorrov itaspidis de niaepra denimus vent, nist, acium quodi odit que odis
siminct inusam dessinvera same voloria volupta tionsequodi bearchicabor suntem coriori aecerit, ommolum quatior ibusae
culparcium et erum volut ullabor recatae est, si odit occabor ad enissum fugitibus magnatur? 1

cor
porempelabipitatem voluptas et .
Ficabor sum quatur,

saperae reicia ventiunt a nulparchil mi, ni officae ceratur?

sumet mincias platemqui ut ut as et quaepudia nectent.

John Hammond
Corporate Vice President
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Form templates usually contain one

instruction page (on left) and one or more m {ﬁ%
pages for a user to complete (on right).

The New York Llfe Iogo may pre_ prlnt In 0000000 WSS Tl’anSfel' Of OWnel’Ship/ New York Life Insurance Company NYLIFE Insurance Company of Arizona e e e e s 88 e e e e e ee Part 1: Request for transfer of ownership

(Notlicensed in every state)

i i ; 1 designation of successor e SPIEmET 2
New York Life Blue or print on demand in & 1 01
P owner for life insurance New'ork, Y 10010 Tfses e e D @HEy 0000000000000000000000000000A0000000000000000 I ~ComLoouL L

black and White_ The Iogo iS Sized to 0_69 IMPORTANT: The Internal Revenue Service (IRS) and New York Life REQUIRE that the New Owner complete the folowing: 5
inCh in Width It is placed 0 2 7 5 inch f’rom the For the Asset Allocation Whole Life product, the word “policy(ies)” refers to “certificate(s).” Taxpayer Identlﬁcatlon Number and BaCkuP WltthIdlng Certlﬁcatwns

eseessessessee Important factors to consider when transferring ownership
Once you make a transfer of ownership, all ownership rights in the policy pass to the Owner(s) designated on page Under penalties of perjury, | certify that the number shown above is my correct Taxpayer Identification Number.

left and 0.29 inch from the top of the page. 3
3 (the "new Owner(s)") permanently. Subsequent transfers of ownership can be made without your knowledge, Ifurther certify that |am a U.S. person (including a U.S. resident alien).

eseceeeeseseee andtherefore, youmaynot know who owns the policy on the life of the insured. Beneficiary changes can also be ) X . ) _
made without your knowledge, so you may not know the identity of the beneficiary designated to receive the death also certify that (please check only one box) O | have been notified by the IRS that | am subject to backup withholding.

i 4 benefit of your policy. These factors are particularly significant when transferring the ownership of your policy for 0 tamnot Svubje“ .m backupw ithhokvﬁng because (a) \‘have not be,er.' notified that | am subject to
The g ray bOX Conta I ns the form Content. It cash or other valuable consideration to an unrelated third party, such as in a viatical or life settlement. There may be backup withholding as a result of failure to report all interest or dividends,
. ag . alternatives available in your policy to obtain cash without the necessity of a transfer of ownership.
is positioned 1.25 inch from the top of the
Instructions for transfer of ownership ) ) o 8
page Wlth 0-2 75 |nCh beIOW and on |t$ SldeS. 1. Please print clearly when completing form. This section to be completed by the Current Owner

2. Please read pages 1 through 10 before completing this form. For the Asset Allocation Whole Life product, the word “policy(ies)" refers to “certificate(s).”

New Owner's Taxpayer Identification Number

or (b) the IRS has notified me that | am no longer subject to backup withholding.

- . . 3. The Policyowner(s) With Right to Transfer Ownership (also referred to in this form as Current Owner) must
I n d VI d u a I W h |te boxe S a r‘e u S e d to Co nta N complete pages 3 and 4 and sign page 4 to Transfer Ownership. Indicate number of policies to be changed: Indicate number of New Owner(s):
4. The New Owner(s) must complete:
. . . . « TaxIdentification and Back-up Withholding Certifications section on page 3
identification and policy numbers. " bplans
* Signatures on page 8
5. Ifthereis a Check-O-Matic (C-O-M) arrangement on page 4, the Policyowner(s) with Right to Transfer
Ownership and the New Owner(s) must indicate on those policies that will be transferred to a New Owner(s)
whether C-O-M should be continued, discontinued or changed.

Ad d iti o n a I S pe C iﬁ Ca ti O n S : To make changes, the New Owner(s) must complete and submit:

O Form # 8069 Check-O-Matic Request form with this package. New Owner 1 New Owner 2

1 . Title FullName FullName

6. The Beneficiary(ies) Designation will continue as is on all policy(ies) transferred unless a change of beneficiary . . . .
request is made. Relationship to Insured Relationship to Insured

1 8/ 1 8 pt y A I d a Reg U Ia r, b I a C k To make changes, the New Owner(s) must complete and submit:

Policy # - Name of The Insured

All rights of ownership in the above numbered policy(ies) are to be transferred to a New Owner(s) as follows: If there are more thantwo e e e e s 0@ e 00 e e
new owners, please complete the information for each new owner on a separate sheet of paper and submit it with Transfer of Ownserhip
Request. Each New Owner must provide a signature on page 8 and Tax Identification Number above. 4

i Street Address (Please provide a residence or business street address. Street Address (Please provide a residence or business street address.e e e e e 0 0o 000000000 00 0 00
O Form # 21131 Change of Beneficiary and PO. Box not acceptable) P.O. Box not acceptable)
2 Ad d r‘e S s O Form # 20885 Statement of Trust (for trusts other than testamentary trusts). 6
.

For Variable Products: If there are any Scheduled Option(s), the Policyowner(s) With Right to Transfer
7 /9 t Effra B O I d / Re u Ia r b I a C k Ownership and the New Owner(s) must indicate on those policies that will be transferred to a New Owner(s), City, State & Zip Code City, State & Zip Code
p ’ g y whether the option(s) should be continued. To make changes to these scheduled option(s), the New Owner(s)

must complete and submit additional forms, as specified on Page 4, with this package.
3. Subhead

Birth Date (MM/DD/YY) Gender Birth Date (MM/DD/YY) Gender

~

. For Variable Products: The New Owner(s) must also review pages 6 and 7 and complete the Investor Profile
information on page 6 in order for this Transfer of Ownership request to take effect. A separate Investor Profile
must be completed for each policy transferred. Is the New Owner (ifa natural person) O Yes Is the New Owner (ifa natural person)a O Yes

m] [m]

1 2 / 1 4 pt AI d a Re g u Ia r b I a C k 8. Please note the following: For an individual owner who is a U.S. person, we are required to (a) collect the tax acitizen of the United States? No citizen of the United States? No
’ ’ identification number (TIN) of the new owner(s) and (b) verify the identity of the new owner(s). If the New
Owner(s) does NOT have a residential or business street address, an Army Post Office (APO) or a Fleet Post If no, please supply Passport Number If no, please supply Passport Number
4 B o d CO Office (FPO) box number, then the residential or business street address of a next of kin or another contact
- y py individual is acceptable. For a person other than an individual (such as a corporation, partnership or trust), a principal

o syt by G ey Country of Issuance Expiration (MM/DD/YY) Country of Issuance Expiration (MM/DD/YY)

9/10pt, Effra Regular/Bold, black

21132(2/11) Pagelof3 21132(2/11) Page2of3
0216 8% 008 0216 8% 008

7/9pt, Effra Bold/Regular, black

6. Forminstructions
8/10pt, Effra Regular/Bold, black
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Here are visuals of the correspondence
template in black and white. Use this
template for printing on demand.

The background tint is set to 5% black. All
other elements print 100% black.

New York Life Insurance Company NYLIFE Insurance Company of Arizona

Transfer of ownership/ Notlcensedinevery stte

designation of successor

New York Life Insurance and Annuity 4343 North Scottsdale Road,
Corporation (A Delaware Corporation) Suite 220, Scottsdale, AZ 85281
51Madison Avenue,

owner for life insurance New York,NY 10010

For the Asset Allocation Whole Life product, the word “policy(ies)” refers to “certificate(s).”

Important factors to consider when transferring ownership

Once you make a transfer of ownership, all ownership rights in the policy pass to the Owner(s) designated on page
3 (the "new Owner(s)") permanently. Subsequent transfers of ownership can be made without your knowledge,
and therefore, you may not know who owns the policy on the life of the insured. Beneficiary changes can also be
made without your knowledge, so you may not know the identity of the beneficiary designated to receive the death
benefit of your policy. These factors are particularly significant when transferring the ownership of your policy for
cash or other valuable consideration to an unrelated third party, such as in a viatical or life settlement. There may be
alternatives available in your policy to obtain cash without the necessity of a transfer of ownership.

Instructions for transfer of ownership

i,
28
158

~

Please print clearly when completing form.

Please read pages 1 through 10 before completing this form.

The Policyowner(s) With Right to Transfer Ownership (also referred to in this form as Current Owner) must
complete pages 3 and 4 and sign page 4 to Transfer Ownership.

. The New Owner(s) must complete:

+ Tax Identification and Back-up Withholding Certifications section on page 3
« Pages4and8
* Signatures on page 8

. Ifthere is a Check-O-Matic (C-O-M) arrangement on page 4, the Policyowner(s) with Right to Transfer

Ownership and the New Owner(s) must indicate on those policies that will be transferred to a New Owner(s)
whether C-O-M should be continued, discontinued or changed.

To make changes, the New Owner(s) must complete and submit:

O Form # 8069 Check-O-Matic Request form with this package.

. The Beneficiary(ies) Designation will continue as is on all policy(ies) transferred unless a change of beneficiary

request is made.
To make changes, the New Owner(s) must complete and submit:

O Form # 21131 Change of Beneficiary and
O Form # 20885 Statement of Trust (for trusts other than testamentary trusts).

For Variable Products: If there are any Scheduled Option(s), the Policyowner(s) With Right to Transfer
Ownership and the New Owner(s) must indicate on those policies that will be transferred to a New Owner(s),
whether the option(s) should be continued. To make changes to these scheduled option(s), the New Owner(s)
must complete and submit additional forms, as specified on Page 4, with this package.

. For Variable Products: The New Owner(s) must also review pages 6 and 7 and complete the Investor Profile

information on page 6 in order for this Transfer of Ownership request to take effect. A separate Investor Profile
must be completed for each policy transferred.

. Please note the following: For an individual owner who is a U.S. person, we are required to (a) collect the tax

identification number (TIN) of the new owner(s) and (b) verify the identity of the new owner(s). If the New
Owner(s) does NOT have a residential or business street address, an Army Post Office (APO) or a Fleet Post
Office (FPO) box number, then the residential or business street address of a next of kin or another contact
individual is acceptable. For a person other than an individual (such as a corporation, partnership or trust), a principal
place of business, local office or other physical location is acceptable.

21132(2/11) Page1of3

{ K

Part 1: Request for transfer of ownership

This section to be completed by the New Owner
IMPORTANT: The Internal Revenue Service (IRS) and New York Life REQUIRE that the New Owner complete the folowing:

Taxpayer Identification Number and Backup Withholding Certifications

New Owner's Taxpayer Identification Number

Under penalties of perjury, | certify that the number shown above is my correct Taxpayer Identification Number.
I further certify thatlam a U.S. person (including a U.S. resident alien).

lalso certify that (please check only one box) O I'have been notified by the IRS that | am subject to backup withholding.
O Iam not subject to backup w ithholding because (a) | have not been notified that | am subject to
backup withholding as a result of failure to report all interest or dividends,
or (b) the IRS has notified me that | am no longer subject to backup withholding.

This section to be completed by the Current Owner
For the Asset Allocation Whole Life product, the word “policy(ies)” refers to “certificate(s).”

Indicate number of policies to be changed: Indicate number of New Owner(s):

Policy # - Name of The Insured

All rights of ownership in the above numbered policy(ies) are to be transferred to a New Owner(s) as follows: If there are more than two
new owners, please complete the information for each new owner on a separate sheet of paper and submit it with Transfer of Ownserhip
Request. Each New Owner must provide a signature on page 8 and Tax Identification Number above.

New Owner 1 New Owner 2

FullName FullName

Relationship to Insured Relationship to Insured

Street Address (Please provide a residence or business street address. Street Address (Please provide a residence or business street address.
P.O. Box not acceptable) P.O. Box not acceptable)

City, State & Zip Code City, State & Zip Code

Birth Date (MM/DD/YY) Gender Birth Date (MM/DD/YY) Gender

Is the New Owner (ifa natural person) O Yes Is the New Owner (ifa natural person)a O Yes

acitizen of the United States? O No citizen of the United States? O No

If no, please supply Passport Number If no, please supply Passport Number

Country of Issuance Expiration (MM/DD/YY) Country of Issuance Expiration (MM/DD/YY)

Confidential // Do not copy or distribute
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Section4
Templates
Business cards
Grid

The New York Life business card 0.25" 0.25"
templates shown on the following pages | | 1.5" 1.5"
are set to the same grid structure as B
shown here. 0.25"

Firstname Lastname
Job Description

New York Life
Insurance Company

Phone 212-576-5568
Cell631-523-2093

The New York Life logo is positioned in
the upper-left of the card and sized to 0.5"
0.5 inch tall/wide.

Contact informationis positioned 1.75

inch from the left side of the card. Fax 631-391-5893
. . 51 Madi A
Margins are set to 0.25 inch all around. New?(o'rsk?rﬁyvl?c;jleo

f.lastname@newyorklife.com
www.newyorklife.com

0.25"

Business card grid

Confidential // Do not copy or distribute



Section4
Templates
Business cards
Employee cards

Employee business card templates shown
here feature the New York Life logo
positioned in the upper-left of the card
and sized to 0.5 inch tall/wide.

Name:
10/7.5pt, Alda Regular, New York Life Blue

Job description:
7/7.5pt, Alda Regular, New York Life Blue

New York Life Insurance Company text:
8/7.5pt, Alda Regular, black

Phone, cell, fax, address, email, and
web address:
8/7.5pt, Effra Regular, black

Firstname Lastname

( Job Description (
New York Life
Insurance Company

Phone 212-576-5568
Cell 631-523-2093
Fax 631-391-5893

51 Madison Avenue
New York, NY 10010

f.lastname@newyorklife.com
www.newyorklife.com

Firstname Lastname
Job Description

New York Life
Insurance Company

Phone 212-576-5568
Cell631-523-2093
Fax631-391-5893

51 Madison Avenue
New York, NY 10010

f.lastname@newyorklife.com
www.newyorklife.com

The Company You Keep’

Employee business card Employee business card with tagline

/% ?% Ly
< E%‘E$§
FERNTE

MIANFIRIE AT

TEEE 212-576-5568
F11631-523-2093
{5H 631-391-5893

51 Madison Avenue
New York, NY 10010

f.lastname@newyorklife.com
www.newyorklife.com

Employee business card with foreign language, front/back

Confidential // Do not copy or distribute
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Templates

Business cards
Designation/license number

Business card templates shown here
feature the New York Life logo and stand-
alone logos. A personal designation or
license number is also featured.

Name:
10/7.5pt, Alda Regular, New York Life Blue

Designation/license number:
7/7.5pt, Alda Regular, small caps,
New York Life Blue

Job description:
7/7.5pt, Alda Regular, New York Life Blue

New York Life Insurance Company text:
8/7.5pt, Alda Regular, black

Phone, cell, fax, address, email, and
web address:
8/7.5pt, Effra Regular, black

Firstname Lastname

CA LIC#0C38343 AR LIC #1212751
Job Description

New York Life

Insurance Company

Phone 212-576-5568
Cell631-523-2093
Fax 631-391-5893

51 Madison Avenue
New York, NY 10010

r.rrosenthal@newyorklife.com
www.newyorklife.com

New York Life business card with license number

Firstname Lastname N4,
E agle. CPA, CFP, CLU, MBA ~z~<‘/ )}
Strat601€S Job Description b~ e
S ~
L L C New York Life 2049

Insurance Company

Phone 212-576-5568
Cell631-523-2093
Fax 631-391-5893

51 Madison Avenue
New York, NY 10010

f.lastname®@newyorklife.com
www.newyorklife.com

Stand-alone business card with designation

Confidential // Do not copy or distribute

Firstname Lastname
CA LIC#0C38343 AR LIC #1212751
Job Description

The Nautilus Group

Phone 920-898-5731
Cell 800-657-0752
Fax 920-88-5734

1411 Milwaukee Drive
New Holstein, WI 53061

bruh@thenautilus.com
www.brianpruh.com

Stand-alone business card with license number
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Templates
Business cards
Partner logos

Business card templates shown here
feature partner logos. For specifications
on how to create these lockups refer to
pages 16-22.

Name:
10/7.5pt, Alda Regular, New York Life Blue

Job description:
7/7.5pt, Alda Regular, New York Life Blue

Company name: 8/7.5pt, Alda Regular, black

Phone, cell, fax, address, email, and
web address: 8/7.5pt, Effra Regular, black

1. The AARP logo and relationship descriptor
is positioned in the lower-left of the card.

2. The New York Life logo is sized smaller on
co-branded cards. When locked up to a
partner logo, it is sized to 0.3 inch tall/wide.

3. The endorsed brand is positioned in the
upper-left of the card.

4. Agents offering New York Life products
but doing business under their own names
may keep their own logos. Position the
agent's logo in the upper-left corner of
the card. Whenever possible, it is preferred
that DBA logos appear in black and the card
is setin NYL fonts. If this is not possible,
DBA logos may appear in their original color
using their own fonts. The New York Life
logo with the “Proud to Offer” descriptor is
positioned in the lower-right of the card.

YORK

Authorized to Offer

Life Insurance and
Annuity Program
from New York Life

1. Employee business card with channel/partner logo (AARP) and

relationship descriptor

MacKayShields

A New York Life Company

Firstname Lastname
Job Description

New York Life
Insurance Company

Phone 212-576-5568
Cell 631-523-2093
Fax 631-391-5893

10356 Kettering Ln
Parker, CO 80134

f.lastname@newyorklife.com
www.newyorklife.com

Firstname Lastname
Job Description

MacKayShields

Phone 212-576-5568
Cell631-523-2093
Fax 631-391-5893

1624 Evergreen Rd
Sprindfield, IL, 98598

f.lastname@mackay.com
www.mackay.com

3. Employee business card with endorsed brand

m( _ Firstname Lastname
MaCKaySh]elds Job Description
MacKayShields

Phone 212-576-5568
Cell631-523-2093
Fax 631-391-5893

1624 Evergreen Rd
Springfield, IL, 98598

f.lastname@mackay.com
www.mackay.com

2. Employee business card with co-branded logo

™
Ac M E Insurance and
Financial Services

Andrew F. Paulus

Phone 212-576-5568
Cell 631-523-2093
Fax 631-391-5893 Proud to Offer

576 Broad Hollow Road
Melville, NY 11747 (
af.paulus@acmeinc.com

www.acmeinc.com

4. Employee business card with DBA logo

Confidential // Do not copy or distribute
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Templates
Business cards
Backs

Backs of business cards may feature "life
lessons,” legal copy, or accreditations.

Don't spend
retirement checking
the signs, spend it
signing the checks.

If you love
someone,
make sure
they're
protected.

The products offered with the AARP Life Insurance and Annuity Program
are issued by New York Life and its affiliates. AARP and its affiliates are not
insurance agencies or carriers, nor do they employ them.

Registered Representative offering securities through NYLIFE Securities LLC,

Member FINRA/SIPC, a Licensed Insurance Agency
9 Park of Commerce Blvd. Suite 200, Savannah, GA 31405
Telephone 212 576 5568

NEW YORK LIFE

Chairman’s
Council
2012

The products offered with the AARP Life Insurance and Annuity Program
are issued by New York Life and its affiliates. AARP and its affiliates are not
insurance agencies or carriers, nor do they employ them.

Registered Representative offering securities through NYLIFE Securities LLC,

Member FINRA/SIPC, a Licensed Insurance Agency
9 Park of Commerce Blvd. Suite 200, Savannah, GA 31405
Telephone 212 576 5568

Confidential // Do not copy or distribute
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Templates

PowerPoint Write the slide title in this space.
Overview

Nonecernati omnihil ium fuga. Mod mo lorib usaped miincit
et as apienimaxim cus acepellanis eumqui te nostintios

. . aspe rum core simus vent.
Three PowerPoint templates are available: _ p_ _ _ _ N _ |
Ugita sit eum de di que nonsedi andaest ibusam atem ducium ne incte exerum accustis exerum apidis que

reader’ projector ||g ht’ and projector dark. plaboratiat autae eum estiunt as dollupt atemoluptat.

Otatist, comnihi liciaer ferchic te non ressitiist ad quatem ut volut volore, vid ma dolorrum, es vel magnimus

eum, nones vendelliquo es eribus mincid ut vellace peratus nos quos sequia sinctem re maios et vel maximus
Reader templates aborerion re nempor sit alignis et, est, inctae cusamus voluptat doloriberro volorepe nus utemquam ne inctatur
. . aut dem quo et et adis expe volorero omnient alita sum et aute sequo enducim uscium, omni officiisimus et la
These templates are available in the consumer doluptate lis ipsanda ndandenienda dunt.

and institutional color palettes and should
be used for presentations that require heavy
content, and will be provided as handouts
rather than projected on screen.

Title: 30pt, Georgia Regular
Subtitle : 24pt, Tahoma Regular @
Body copy: 13pt, Tahoma Regular

Title of presentation goes here | July 19, 2012 2

Projector light templates Reader template

These are available in the consumer and
institutional color palettes and should be
used for presentations containing minimal

content that will be projected on screen. Write the slide title in this space. Write the slide title in this space.

i isinsbaoni e Nonecernati omnihil ium fuga. Nonecernati omnihil ium fuga.
These are available only in the institutional . ., . .
color palette, but may be used for both Mod mo lorib Usaped miincit et as Mod r_no_lorlb_usaped miincit Et
consumer and institutional audiences. apienimaxim cus acepe”anis ds apienimaxim cus acepellanls
Projector dark templates should also always . . - i inti

be used for presentations containing euquI te nostintios aSpe rum, euquI te nostintios aSpe HEIR

minimal content that will be projected on core simus vent. core simus vent.
screen. Type specifications are the same
for projector light and dark templates.

Title: 44pt, Georgia Regular
Body copy: 36pt, Tahoma Regular

( Title of presentation goes here | July 19, 2012 2 Title of presentation goes here | July 24, 2012 2
Projector light template Projector dark template

Confidential // Do not copy or distribute i




Section4
Templates
PowerPoint
Colors

The primary and background palettes are
presetin all templates. Primary colors

are stored in “Theme Colors” in PPT's
formatting palette. Avoid using the colored
tints found below each preset color. The
supplementary palette is to be used only
for charts and graphs and can be found in
“Recent Colors” in the formatting palette.

Reader and projector light templates:
consumer colors

Title and divider slides
Background and text: grass, steel,
forest, and sunset

Content slides
Background: silver
Text: steel, black, and New York Life Blue

Colors in the presentation template.

Primary palette

White (Bkgd) Black (Text) Background Box White (Bkgd) New York Life Blue Grass Steel Forest Sunset
R255 G255 B255 RO GO BO R218 G229 B233 R255 G255 B255 RO G121 B194 R164 G154 BO R29 G94 B117 RO G107 B59 R230 G143 B26

Supplementary palette
These colors are to be used only when additional colors are required for charts and graphs. They are not intended for use as headlines, text
or as background colors. These colors are found in the Recent Colors line of colors.

The Garnet color
should only be
used for callouts
or to show
downward trends.
Dusk Jad Salmon

Garnet S ade Russet Quartz Mustard
R178 G8 B56 R136 G128 B186 R45 G165 B159 R216 G135 B135 R107 G51 B36 R151 G157 B158 R216 G183 B46
Background palette
These colors are not located in a preset palette, but are used as background colors.
Silver Moss Meadow Sunrise

R204 G211 B224 R226 G228 B221 R225 G235 B229 R238 G222 B189

These colors are the basic colors used in the presentation. They can be found in the top line of the Theme Colors in the preset color palette.

Reader and projector light templates: consumer audience

Confidential // Do not copy or distribute
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Section4
Templates
PowerPoint
Colors

The primary and background palettes are
presetin all templates. Primary colors

are stored in “Theme Colors" in PPT's CO]OI‘S in the presentation template.

formatting palette. Avoid using the colored

tints found below each preset color. The Primary palette
supplementary palette is to be used only These colors are the basic colors used in the presentation. They can be found in the top line of the Theme Colors in the preset color palette.
for charts and graphs and can be found in
“Recent Colors” in the formatting palette.
Reader and projector light templates:
institutional CO|OI'S White (Bkgd) Black (Text) Background Ocean New York Life Blue Stone Steel Trunk River
R255 G255 B255 RO GO BO R218 G229 B233 RO G161 B177 RO G121 B194 R172 G182 B171 R29 G94 B117 R151 G137 B129 R77 G179 B208
Background and text: ocean, stone, These colors are to be used only when additional colors are required for charts and graphs. They are not intended for use as headlines, text

steel, trunk, river, and rock or as background colors. These colors are found in the Recent Colors line of colors.
Content slides

Background: silver

Text: steel, black, and New York Life Blue

Mint Salmon Leaf Dusk Tangerine Rose
R107 G206 B141 R216 G135 B135 R37 G142 B92 R136 G128 B186 R240 G134 B65 R189 G95 B136

Background palette
These colors are not located in a preset palette, but are used as background colors.

The Rock color
should only be

used for the preset
title and divider

slides.

Rock
R38 G35 B36 Clay Lake Pebble Silver Branch Stream

R227 G228 B229 R202 G233 B239 R238 G239 B239 R204 G211 B224 R234 G225 B220 R181 G202 B214

Reader and projector light templates: institutional audience
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Section4
Templates
PowerPoint
Colors

The primary and background palettes are
presetin all templates. Primary colors

are stored in "Theme Colors” in PPT's
formatting palette. Avoid using the colored
tints found below each preset color. The
supplementary palette is to be used only
for charts and graphs and can be found in
“Recent Colors” in the formatting palette.

Projector dark templates:
institutional colors

Title and divider slides
Background: steel
Text: white

Content slides
Background: steel
Text: white

Colors in the presentation template.

Primary palette
These colors are the basic colors used in the presentation. They can be found in the top line of the Theme Colors in the preset color palette.

__

Black (Text) White (Bkgd) Steel (Background) New York Life Blue Stone Ocean Trunk
RO GO BO R255 G255 B255 R29 G94 B117 RO G121 B194 R172 G182 B171 RO G161 B177  R151 G137 B129

Supplementary palette
These colors are to be used only when additional colors are required for charts and graphs. They are not intended for use as headlines, text

or as background colors. These colors are found in the Recent Colors line of colors.

Mint Salmon Leaf Dusk Tangerine Rose
R107 G206 B141 R216 G135 B135 R37 G142 B92 R136 G128 B186 R240 G134 B65 R189 G95 B136

Background palette
These colors are not located in a preset palette, but are used as background colors.

Pebble Lake Branch
R238 G239 B239 R202 G233 B239 R234 G225 B220

Projector dark template: consumer and institutional audiences

Confidential // Do not copy or distribute
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Templates
PowerPoint
Charts and graphs

Consumer colors

When creating charts and graphs with
five or less categories, the template

will automatically use the correct color
sequence from the primary color palette.

When creating charts and graphs with
six or more categories, you will need

to manually input the colors from the
supplementary palette. These colors
can be found in “Recent Colors” in PPT's
formatting palette.

Supplementary colors should be added in
the sequence shown here.

Note: The color garnet can also be found
in “Recent Colors” in the formatting
palette. This color should never be used in
charts and graphs. Only use this color for

text callouts, or to show downward trends.

Reminder: only use the supplementary
color palette in charts and graphs.

Color sequence for charts and graphs.

Primary palette
The primary palette color sequence is already preset in charts embedded in the template file. When creating new
charts or graphs, refer to this color sequence to ensure contrast between adjacent data points.

New York Life Blue Grass Steel Forest Sunset
RO G121 B194 R164 G154 BO R29 G94 B117 RO G107 B59 R230 G143 B26

Supplementary palette
These colors are to be used only when additional colors are required for charts and graphs.
They are not intended for use as headlines, text or as background colors.

S ade almon Russet Quartz Mustard
R136 G128 B186 R45 G165 B159 R216 G135 B135 R107 G51 B36  R151 G157 B158 R216 G183 B46

The Garnet color
should only be

used for callouts
or to show

downward trends.

Garnet
R178 G8 B56

Reader and projector light template: consumer audience
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Templates
PowerPoint
Charts and graphs

Institutional colors

When creating charts and graphs with
five or less categories, the PowerPoint
template will automatically use the
correct color sequence from the primary
color palette.

When creating charts and graphs
with six or more categories, you will
need to manually input the additional
colors from “Recent Colors” in PPT's
formatting palette.

Additional colors should be added in the
sequence shown here.

Reminder: only use the supplementary
color palette in charts and graphs.

Color sequence for charts and graphs

Primary Palette

New York Life Blue Stone Steel Trunk River
RO G121 B194 R172 G182 B171 R29 G94 B117 R151 G137 B129 R77 G179 B208

Supplementary Chart Palette
This colors are to be used only when additional colors are required for charts and graphs.
They are not intended for use as headlines, text or as background colors.

i

Mint Salmon Leaf Dusk Tangerine Rose
R107 G206 B141 R216 G135 B135 R37 G142 B92 R136 G128 B186 R240 G134 B65 R189 G95 B136

The primary palette color sequence is already pre-set in charts embedded in the template file. When creating new
charts or graphs, refer to this color sequence to ensure contrast between adjacent data points.

Reader and projector light templates: institutional audience

Confidential // Do not copy or distribute
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Templates
PowerPoint
Charts and graphs

Institutional colors
When creating charts and graphsiin
projector dark templates the guiding

principles remain the same asinreader COlOr Sequence for Ch arts and graphs o

and projector light templates (page 86).

Primary palette
Reminder: only use the supplementary The primary palette color sequence is already preset in charts embedded in the template file. When creating new
charts or graphs, refer to this color sequence to ensure contrast between adjacent data points.

color palette in charts and graphs.

1.34

New York Life Blue Stone Ocean Trunk
RO G121 B194 R172 G182 B171 RO G161 B177 R151 G137 B129

Supplementary palette
These colors are to be used only when additional colors are required for charts and graphs.
They are not intended for use as headlines, text or as background colors.

.. s8 [s9 .511

Mint Salmon Leaf Dusk Tangerine Rose
R107 G206 B141 R216 G135 B135 R37 G142 B92 R136 G128 B186 R240 G134 B65 R189 G95 B136

Projector dark templates: consumer and institutional audiences
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Templates
PowerPoint
Tables

When you create tables, PowerPoint
will automatically designate colors for
heading rows. You will need to manually
input the correct color sequence from
the primary palette, which can be found
in the top row of “Theme Colors” in
PPT's formatting palette.

All rows that are not heading rows
should be white.

MainStay ICAP Select Equity Fund

MainStay ICAP Select Equity Fund

Share Class 1 year 5years 10 years Since Inception
Class A (max 5.5%) -1.75%  0.52%  5.66% 7.10% (9/1/06)
Investor Class (5.5%) -1.97% 0.34% 5.56% 7.03% (4/30/08)
Class C (1% max) 1.93% 0.73%  5.37% 6.66% (9/1/06)
Class I (no-load) 4.29% 1.96%  6.54% 7.81% (12/31/97)
MainStay ICAP Equity Fund

Share Class 1 year 5years 10 years Since Inception
Class A (max 5.5%) -1.75%  0.52%  5.66% 7.10% (9/1/06)
Investor Class (5.5%) -1.97%  0.34%  5.56% 7.03% (4/30/08)
Class C (1% max) 1.93% 0.73%  5.37% 6.66% (9/1/06)

Class I (no-load) 4.29% 1.96%  6.54% 7.81% (12/31/97)
MainStay ICAP International Fund
Share Class 1 year 5years 10 years Since Inception
Class A (max 5.5%) -1.75%  0.52%  5.66% 7.10% (9/1/06)
Investor Class (5.5%) -1.97% 0.34% 5.56% 7.03% (4/30/08)

Class C (1% max) 1.93% 0.73%  5.37% 6.66% (9/1/06)
Class I (no-load) 4.29% 1.96%  6.54% 7.81% (12/31/97)
Consumer

Class A (max 5.5%) -1.75%  0.52%  5.66% 7.10% (9/1/06)
Investor Class (5.5%) -1.97% 0.34% 5.56% 7.03% (4/30/08)
Class C (1% max) 1.93% 0.73%  5.37% 6.66% (9/1/06)
Class I (no-load) 4.29% 1.96%  6.54% 7.81% (12/31/97)

MainStay ICAP Equity Fund

Class A (max 5.5%) -1.75%  0.52%  5.66% 7.10% (9/1/06)
Investor Class (5.5%) -1.97%  0.34%  5.56% 7.03% (4/30/08)
Class C (1% max) 1.93% 0.73%  5.37% 6.66% (9/1/06)

Class I (no-load) 4.29% 1.96%  6.54%
MainStay ICAP International Fund

7.81% (12/31/97)

Class A (max 5.5%) -1.75% 0.52% 5.66% 7.10% (9/1/06)
Investor Class (5.5%) -1.97% 0.34% 5.56% 7.03% (4/30/08)

Class C (1% max) 1.93% 0.73% 5.37% 6.66% (9/1/06)
Class I (no-load) 4.29% 1.96%  6.54% 7.81% (12/31/97)
Institutional
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Section 5
Help

Remember that the Brand Center brings together
everything you need to get started and stay on target.
Visit the Brand Center to read guidelines and download
key elements. Keep coming back to refresh your
memory, find inspiration, and craft stunning on-brand
work every time. It all adds up to a tightly unified brand—
and a major advantage for New York Life.

Need a hand? Email us:
General_Branding_Support@newyorklife.com
InsuranceGroupBrandingSupport@newyorklife.com

InvestmentsGroupBrandingSupport@newyorklife.com
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