Kostas Zaphiropoulos — Portfolio
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UBS - Value Proposition design and rollout (print, video and social media)

Back new
energy sources
or transform
traditional?

Navigating the investment
landscape brings tough choices.

For today’s investment questions, you're not alone.
Asset Management, without compromise.

o UBS

Performance
excellence
or positive
change?

At UBS Asset Management,
we believe in sustainable outcomes L ’6 TP
without compromise.

o ¢
For today’s investment questions, you're not alone. UB S
Asset Management, without compromise.

Performance
excellence
or positive
change?

AtUBS Asset Management,
we believe in sustainable outcomes

without compromise.

For today’s investment questions, you're not alone. UB S
Asset Management, without compromise.

Sélectionner
des idées
gagnantes ou
diversifier et
réduire les
risques ?

% UBS

Kurzfristige
Renditen

verbessern oder,
langfristige
Wirkung
maximieren?



UBS — Value Proposition design and rollout (print, video and social mediaq)
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Navigating
the investment !
landscape b NN
brings tough &

choices.

Asset Management, without compromise

Back new
energy sources
or transform
traditional?




UBS — Value Proposition design and rollout (print, video and social mediaq)

. UBS

Asset Management,
without compromise.

$UBS

Asset Management, HUBS
without compromise.

6. lllustrate distinctively

UBS AM stands out for our distinctive communication—both

& UBS

UBS AM Value
Proposition
Guidelines

September 2021




O'Connor CIO letter

U_BS - Video

Q2 2021

/g///l ‘* O'Connor CIO Letter
Overview
Ken Geren
IO, UBS 0'Connor Environmental B
Equities Portfolio Manager, ubs.com/hedgefundinsights
Environmental Focus Strategy
e

Core CPI month-over-month

is @ major structural change —
and one of the biggest of
our lifetimes.

% UBS g RCu) The focus on decarbonization

== ] -
gooo| E — OOO % Q Inflation is '(hef
=a = =L W |
aves ~ NS HIERIE m Lo &= e e
oooo { = g 1| —] Consumer Government Global in 2021
n N 4 = / N / = =3|non | (== (alo|= aga behaviors policies collaboration
N = ass| |= aga| v
N / = = !
5 q = | D E S =|gas | [= H l q
ANAA
AAAA AAA AAANANA H
AAA AAA A A A owever, we do
see signs of this
AAA ANANA factor volatility
peaking within
AAA the equity markets

CCONNOR CCONNOR

If you'd like to read more of Kevin's insights this quarter visit
ubs.com/hedgefundinsights



Tangerine — Social media

Tang

erine’

Forward Banking

Get to know... Tangerine*

Forword Banking

Using your new
Tangerine Client Card:
Step 1 - Activate it.

Step 2 - Cut up the old card.
Step 3 - You're good to go!

Get to know... Tangerine*

Forword Banking

Same great Accounts
with new names.

Tangerine Chequing Account
S e s B e s ned il
Tangerine Savings Account

b : e :
Tangerine Investment Funds

Get to know... Tangerine’

Forwerd Banking

Payroll deposits
are good to go.

Get to know... Tangerine’

Forwerd Banking

Don’t forget to
download the new
Tangerine Mobile
Banking App.

Available now.

Get to know... Tangerine’

Forwerd Banking
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toronto international film festival




Brand Refresh




and nurses, I'm
her gro ~|5,

ooy
E L

[N




e The Ottawa | L'Hépital
a Hospital d'Ottawa

GIVING TODAY.
CREATING TOMORROW.

DONNER AUJOURD'HUI, C'EST
CREER DES LENDEMAINS.




The Ottawa | LHop|toI

Hospital

v

d'Ottawq




Bﬁnd Refresh

The Ottawa —

[ g
& Hospital TOMOR
e s M0 —
4 Details at

a Glance
Tomorrow: =
e =

Detoils at s
a Glance = —

b CREATING TOMORROW.

Milestones se==. Creating Tomorrow:
Campaign

Leadership Roles

e

Creating Tomorrow:

Begins Today. -
vy ®
TODAY IT.IS,A PROMISE e
TOMORROW. IT WILL BE THE HOME
OF ONE OF THE W 'S
MOST ADVANCED HOSPITALS.
- —
CREATING
A LHopital TOMORROW. g S - :
Hospital d'ottawa
CiC CAMBUS  CIVIC CAMPUS :::mo to our .- ; —
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The Ottawa Hospital — Advertising

Healing.

Innovdtion. ‘
Cancer-Free,

In January 2019, icated team The Ottawa In May 2015, Daniel Colins felt @ painin This innovation woud use Danef’s own
than th The O Trouma Hospital the bock of his head. An sy

N tologist BT B -
forever. Losi her P Cic
eona o ogls L] Marcie spent 13 weeks at The Ottawa Hospital me and my family thon | ever coukdve hoped.” HEAUNG TODAY. CREATING TOMORROW,
. . 3 i With your support today, we can fundresearch,
Scientist.

Innovator.

The Ottawa
Hospital

acyst, it wo: sessions were

oompnm P haubgfle Ol fecte

malenoma TM tumour was mmowod,

"DISCOVERWNO TODAY. CHEATING TOMORROW.
later, wncarous masses were discovered

in his lung. Or. Michael Ong, oncologist With your support today, we can pursue new

P
improve the ives of people tomorTow. that wilimprove the lives of people tomorrow.

Visit creatingtomorrow.ca to find out how you
can help fund innovative resear:

In Dr. Bernard Thébaud'’s hands sleeps one of 1,000
premature babies born in Canada each year that

will be diagnosed with Bronchopulmonary Dysplasia:

a condition that harms the brain, stunts growth, and
can lead to blindness or cerebral palsy.

Sadly, there is no cure, But Dr. Thébaud wants
to change that.

His team is working on a therapy using umbilical
cord stem cells that could prevent and even repair
lung damage.

Visit creatingtomorrow.ca to find out how
you can help fund innovative research.

“We are the only ones doing this kind of research in Canada.
| am confident that we have the talent and tools to find
a treatment for BPD."

With your support, we can continue to pursue ground
breaking discoveries today, to improve the lives of children
living with BPD tomorrow.

- The Ottawa
- Hospital

DISCOVERING TODAY. CREATING TOMORROW.

creatingtomorrow.ca

“When you're told
you have cancer

"Losing both legsfis a M

life-changifig-injury.

N

you think you'll be
dead by Friday.”

- Dan Collins

; 1A
ThgDttawa Hospital staf e

genuinely caringa

Thanks to innovative

immunotherapy treatments,

we're challenging cancer.

They've dongimore than | ever
could hd%le hoped./

- Marcie Stevens

Your support today will
help save the lives of cancer
patients tomorrow.

Find out how
The Ottawa Hospital is leading
the way in rehailitation.

The Ottawa
Hospital

HEALING TODAY. CREATING TOMORROW.

‘ SUPPORT TODAY

The Ottawa
Hospital

HEALING TODAY, CREATING TOMORROW.

‘ SUPPORT TODAY




The Ottawa Hospital - Recruitment Package

The ask was to create high-end support
materials for the Fundraising Team to aid
in the recruitment of community leaders
to join the Cabinet Executive Committee.

The objectives were to provide enough
information for prospects to make
informed decisions and to showcase the
campaign in a visionary, world-leading
manner. The Ottawa Hospital also wanted
to build buzz around the fundraising
campaign.

CREATING TOMORROW.

The Ottawa

- ‘] Hospital
4‘ p

Theiave we ore o the cup of something very b9
hospi

CREATINGH
TOMORR

Creating

Tomorrow:
Details at
a Glance

CREATING
TOMORROW.

We dare to be great

and do 50 With humiity and compassion.

We begin each day with optimism
and end It wkh hope.

Wo ballove in the heoling power of kdndnass.
W are treloss doers ond discoverers,

With o resoive o core and cure.

We know that an ordinary day
con become extraordinory In on instont.

We cre crecting the future in Otlowo

and changing fves around the world.

And we want you, to be at our side.
Together, we will 10p Mo the tremendous chorooter,
spr

Together, we will unleash the exceptional
that ore burled deap Inside of ol of us.
Weo wi jobn together to search for cewert

1o many of ife's most chalenging questions
In sclence and health care.

Together, 3o many rermarkable things
ore within our recch.

Together, we are
CREATING



The Ottawa Hospital - Recruitment Package

Creating
Tomorrow:
Details at
a Glance

Com | mpport resarch Srough e compag!

Wha con | tofl 45 dwenas my o

THE PROJECT

Mow toeg wil 4 tske 4o bubd the new compus?

Fora Wil tha i £ e WIS e rusT et Ot gt

Milestones

N

sestones
® Cavpagn Misstones

") ™ o
Creating Tomorrow:
Begins Today.

e 5 ass 114 5 oAty Engazenes
s o

P g Compan P Camoson
Sty Comet Cavos: Sox Rcveres
Can e Prem arch & Cunirzon
. L L .

HIH N B
AN
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Creating Tomorrow:
Campaign
Leadership Roles
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The Ottawa Hospital — Case for Support

And it looks like this...

The Case for Support is the { ‘(WI i i
. . . A\VE. g
introductory communication for lj,wéiﬁké this

a campaign. It is used as @ o L
communications tool to enlist o
campaign leadership
volunteers, secure campaign
leadership donors and engage
the larger community of major
gift donors. It also sets the stage
for more targeted follow up
materials.

t
.

1

Giving today. Creating tomorrow.

$400M: investing today,
creating tomorrow.

When we create tomorrow, you will help:

The brochure contained stories,
narrafives and pictures that
would appeal to both the
head and the heart.

%y — Technology
Ls=  and Innovati




Lawrie Group — Website UX, design, and development

* Lawrie

.- a Welcome to our Elite Service Ex,

* Lawrie

nature Service team works exclusively with high-net-worth
ndividuals like you. As highly trained, experienced insurance
professionals we specialize in protecting your assets and lifestyle.

Commercial Insurance

‘We understand your unigue needs. We provide creative, comprehensive insurance solutions

Personal Insurance

Weoffer exchusive and persona service We take excellence to the next level

BRIGHTAREACH

timon

5 Contact Us

*Lawrie

a
L) Contact Us

Personal Concierge Service

Contact Us

.
*Lawrie s s | e g

Travetng i the COVD Wort

o . g La‘“".|e

%



CIBC - Sustainability Report

Client Focus Responsible Banking

CIBC Client Experience {OUNCED for environmental and susta
2 Net Promoter Score Index. ST 50 financing by 2027 1o ad .

which gauges chent experence ervironmental chatieny

Wiich gauges chent experience

CIBC Sustainability Snapshot
S {4  Invested annually to offer

; in greenhouse gas emissions,

6%  ardwect

cur chents barmer free fa

MillioN sng servicos
Sustainability is at the heart of CIBC’s reduction
purpose: to help make your ambition
a reality. US$1.7 originated in community

billion

Inspiced by this purpose, we integrate sustainability
into everything we do, focusing on environmental,
soclal and governance (ESG) matters of importance
10 our stakehokders

engaged in our free financial
education seminars and

silding on responsid n ractices that w Y

Building on responsible business practices that we 1st enhancing transparency around
have embedded across CIBC, we are taking action CIBC's climate change impacts
1o further reduce environmental impacts across our “ and stratoglos

value chain, support programs that foster an inclu-

sive and healthy society, and integrate best-in-class

governance practices to create a sustainable future. 6
Al

Download the full
CIBC 2020 Sustainabiity Report

Surviscor FORRESTER

¥y of

l”-'iPRI e ( Green Bond ‘




Brand identity design

Trillium
Health Partners
Foundation

L . A Presentation to
I rll]lum the Members of
the Rotary Club of
Mississauga

Health Partners —

President & CEO
Trifum Mealth Partners Foundason

Trillium Health Partners
Today...

* Treating more cancer patients than The 3
Princess Margaret Cancer Centre in Toronto Trillium Health Partners
+ Only hospital to specialize in gynaecological Strategic Foundation

cancers between Toronto and Hamilton

g - Regional STEMI program, treating elevated % Trillium
heart attacks in record time, received top Health Partners

marks from Accreditation Canada in 2011

A new kind of health care for a healthier community

Triltiuen
Health Partrers
Foundaticn

Developed a new brand to signal the
working together of the three main
sites — Credit Valley Hospital,

Mississauga Hospital, and Queensway e e

A Csde t5 Urderstandie Proper Mentiy Usage

Health Centre

ABCOEFGHIIXLMNOPQRSTUVWXYZ
abedefghikimnopqrstuvwryz
123456789013 95% 260

ABCDEF
ab

JKLMNC

ABCDEFGHIKIMNOPQRSTUVWXYZ

abedefghijkimnopgrtuvwxyz

1234567890! RASH &)




RBC — Event design

= RBC needed to signal a change

stand out from the competition
at SIBOS—the premier global
conference for the Financial
Institutions with over 185
exhibitors and 8,000 delegates
representing 149 countries.
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FINANCI/ 1S [TONS
RBC PUTS 1

[ING ON VILI
POWER OF OUR







RBCH

RBC
WELCOMES YOU

SIBOS 2017
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USC Canada — Event design

USC Canada needed an engaging
way to engage with visitors at the
Royal Winter Fair. The new booth
leveraged various materials and a
wide range of multi-sized collateral
materials to make learning fun.
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DIVERSITY IS LIKE AN INSURANCE
POLICY. IF ONE C R VARIETY
FAILS. WE HAVE UP!

o e b VARIETIZS © ~ FRUITS
ﬁ.{‘.ﬁ:..; AND VEGET/ 5LES THAT
tofarmer. NO LONGER EXIST:

e L

£

.””4.'”“.‘

o
B A

voeo@e
. ceoeBaes
In the 1980s¢, a W‘ &
barley blight nearly
destroyed the lucrative 7 089
North American beer ,
“

industry. But thanks to A -
a gene found in one of apple varieties

the many barley seed were once grown
varieties of an Ethiopian in Canada

farmer, our barley crops
bounced back!

867

have been
lost 1

Cheers!

91% 95%

of cabbage

H”

In th:
potat
in the
destr
two y
Farm
two ¢
varie!
resist

More
peop



Egan — Event design

Egan needed fo stand out at the
Orgatec—one of the leading
international trade fairs for equipment
and furnishing of offices and
properties. New booth graphics,
wayfinding and remote-controlled
blimp were developed to

tools for contemporary
environments

Experience our products
Hall 11.2 Stand: G020




Visual communications

i Meet our products,

TO INSPIRE - * o and the people from Egan.
Hall 11.2 Stand: G020

Meet our products,
and the people from Egan.
Hall 11.2 Stand: G020

www.archit




R_ebrond

2.5 Logo: Wordmark Treatment 3.1 Core Elements: Brand Colours

. °
real LZ@ oS anee realize s

FOR PEOPLE L'VlNG EPISODIC DISABILITIES EM
WITH HIV AND OTHER =
EPISODIC DISABILITIES =

Identt

Guidelines

May 2016 et ‘ — 4:‘;:‘- - I . ‘

A new hame and a new dynamic visual
style for a leader and catalyst forimproving
the health and well-being of people living n
with HIV and other episodic disabilities, -

. . fese h
across the lifespan, through integrated T@im::ine
research, education, policy and practice.

1N 2

rethink

"chabilitage

@assure
redefine S

/econceptualise




Bﬁnd refresh

AUTISM
CANADA

"
23
y

SEE THE SPECT %41
DIFFERENTLY "M

In 2015, two of Canada’s largest,
leading autism organizations — Qo
Autism Society Canada (established
in 1976) and Autism Canada
Foundation (established in 2002) -
amalgamated to form Autism
Canada. Members realized that by
joining together, they could build one
strong organization to support the
Canadian autism community. A new
identity and visual style was created
for the newly created organization.




Bﬁnd refresh

get

West Park get s m £,

HEALTHCARE CENTRE your
life
back

= West Park Healthcare
Centre helps patients get
their lives back by providing =
specialized rehabilitative . wp:m
and complex care after a Giving ooz se - | == s
life-altering illness or injury. A Lives Ba i - T R
new visual style and tagline 7 o
were developed that g .
celebrated the strength :
and determination of

patients and staff.




Rebrand

'BRAND
o A‘ LOYALTY
D

Maritz Canada and Maritz Loyalty
Marketing needed to change. A new
name and identity was developed
that signalled their connection and
commitment to their clients—and
their client’s clients.

Previous name and identity:

@ Maritz

BRAND
LOYALTY

Undar o ¢

Something that bines ¢
Or holts together

an ideq, exper
between p
Q connect

BRAND
LOYALTY

.




Visual Identity

Li-Cycle

\

I

' Li-Cycle

Our Foundations




Brand identfity

PROPEL

ABOUT PROPEL OUR SERVICES _®__ OUR STRATEGY OUR PEOPLE GET IN TOUCH

NATURAL
BRANDS

Our Team Work
Makes Your
Dream Work

We pride ourselves on standing out as the leading
Natural CPG Sales Agency in Canada - and not only
with our advanced technology, but our people.




PROPEL
« < >

NATURAL
BRANDS







NATURAL
BRANDS




PROPEL
RROPES

NATURAL |
BRANDS | ATy
, ‘ NATURAL
BRIV\!DS =

Join us
today for
Happy Hour
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FMA Canada

t=>
e @ v
0’% i %

/ PETER MIELZYNSKI AGENCIES LTD




PROGUCTS  RECIPES NEWS  BEYONDTHELABEL CAREERS  CONTACT US

Brand launches
$100,000 relief fund
to help live music
venues

=~ Building Wine &

Spirit Brands in
PM A Canada since 1979
Building Spirits, Wine & Beer Brands
in Canada since 1979

'PMA Canada is based in Oakville, Ontario with a national matketing
and sales team that employs over 170 people from coast to coast. We
? welcome you to look through our site and discover our brands.

1\
i

We're Canadian

=8 Oy
‘Head Office - =

A CasataUmited

Recipes

s0s




R_ebrond

' THE INSTITUTE
FOR PERFORMANCE
@ ' ANDLEARNING

THE GREATEST
CONSTANT TODAY

IS THE INCREDIBLE
PACE OF CHANGE.




Brand identity design

(13

If you want
different answers,
ask different

quinctinne
®

work|n P ul Snowd on
LLt theoryg

L Yorking

search 4164534079
nr Hjm![ on paul@workingtheory.ca
uc on www.workingtheory.ca

tLt yorking




R_ebrond

MORTGAGE
PROFESSIONALS
CANADA

WE BROKER RESULTS

W

MORTGAGE
PROFESSIONALS
CANADA

ANADA

OUR BRAND IN ACTION
DRAFT -V 1

< >

TABLE OF

CONTENTS
UNDERSTANDING OUR BRAND
Abrand is not a name and a logo.
Itis these things and much, much more.
Our decision to rebrand in 2016 Y,

was strategic, it has set us a new course.

- Rpr—

< > PUTTING IT
ALLTOGETHER

cummAre W ACTON

PUTTING IT
ALL TOGETHER




Event social media marketing

am

’:-.1 z ." ty. % |

Jeff Johnson, e THE

48 HOURS. 10 TEAMS. 1 COLLECTIVE MISSION.
BREAKOUT MAY -12

& Photographer, Patagonla
Keynote Speaker, The Broakout Project

Diracicn, ChemusEaphel , Y - PRE = #makechangehappen m

THE THE BE PART OF CANADA'’S EPIC SOCIAL
BREAKOUT 7 BREAKOUT INNOVATION EVENT. MAY '
FROJECT X PROJECT
#makechangehappen
May 10 - 12, 20177
Kingston, Ontario
#makechangehappen

48 HOURS TO KICKSTART WORLD-

THE ;
CHANGING PROJECTS. MAY
BUY TICKETS BREAKOUT SR

#makechangehappen

May 10 - 12, 2017

\ May 10-12, 2017 . May 10 - 12, 2017 i May 10~ 12, 2017
Kingston, Ontarlo Kingston, Ontario \ “%  Kingston, Ontarlo
! #makechangehappen #makechangehappen . ' #makechangehappen

Kingston, Ontario
#makechangehappen

BUY TICKETS

THE
BREAKOUT
PROJECT

BUY TICKETS LS ; : BUY TICKETS

THE THE . i - THE
BREAKOUT BREAKOUT - 3 BREAKOUT
PROJECT PROJECT g PROJECT




Website design and development

humble

CANNABIS SOLUTIONS

humble

Partnering with your
business from the
ground up

Your retail execution experts

Discover
the humble
advantage

AN

We value long term win-win relationships

our deep commitment to our partners. If you're interested in

‘amplitying your brands impact, we'd love to connect.

humble+
our partners

Read how Supreme is achieving market
leadership and relying on humble+ to
deliver results

1172 Oundn e . o
pry e e
Torosa, O WAt 31 e
catr ot
Tob e LB e
v s
ot
oty

oy © 200 ot Crnat St A e of st & e .

bis industry

and custome

National selling team &
trade marketing
advantage

A ries ~
advantage

Let’s talk more about the humble advantage and how we c4

. 3 N
i ettt B b Ve Supreme.  humble 48X

Lets talk about how our portfolio compliments your brand in the eyes of today's
cannabis ret i



Website design and development

* Lawrie

* Lawrie

Commercial Insurance

=
Personal Insurance 3 i1 Employee Benefits.

BRIGHTAREACH

Transform how you manage your employee banefitsplan witt

Testimonials

| i

Contact Us

*Lawrie

Travetng i the COVD Wort

wdermn Ll . 5 La‘“".|e awn cn

Welcome to our Elite Service Experience

Our Signature Service team works exclusively with high-net-
ndividuals like you. As highly trained, experienced insurance
professionals we specialize in protecting your assets and lifestyle.

We understand your unique neds. We provide creative, comprehensive insurance solutions.

Weoffer exchusive and personal service We take excetence to the next level

‘\AEROTECH

vecdour Aevotech Advantage.

Contact Us

Personal Concierge Service

Contact Us

 Lawrie

o
QD

%



Product branding and packaging

[T ———

e

HECHO EN MEXICO

MECHO EN MEXICO

TEQUILA BLANCO

HECHO EN MEXICO ;

Flevation|25() B Flevacion]25() I

THIS IS TEQUILA. ELEVATED. THIS IS TEQUILA. ELEVATED.

i




Brand refresh

DUNDEE

CORPORATION
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pichard MnEYT®
Executive Vice-#7

Locle presot. CP
e Vi Preident 304 Chiet Financiat OMREEC

pundee Corporation

Dundee Corporation 5 public Canadian independent
ated on the Toronto stk xchange

ubsidiaries, Dundee. Corporatio
business activitiesn the P eas of investment 2800
corporate finance. eneCEY. resources, agrculture: ceal

estate and infrastrucere ‘pundee Corporation 35 holds,
aectly and indirecty. portfolio of ovestments mostty i
nese ey areas, s well 26 other select investments both
publicy listed 31 private enterprises

Dundee Today

Latest News




Amgine

= Re-brand for an .ai tech platform for O
the B2B travel industry
=  Brand strategy including: brand

architecture, persona development
for 3 audiences, mission, vision,

manifesto and brand visual identity | nte ntl On.a uy

= All marcomm and PR strategy and
planning

Lorem ipsuml
amet conse

’

A

7 "




ﬂ_iggy:ssﬂo’f} Patiorm Senvkes Resources Econtem aboutus (Towtn) Q

®insuresoft
n S U res O Deliver the experience
your policyholders ! C £ h
I want today — before ore tec :
thi dit Lorem ipsum dolor
it » that lets sit amet consectetuer

e . ¢ youshine

=  Refreshed existing Insuresoft brand
identity, including value proposition anc
brand voice strategy

=  Brand standards, website design and N o s s
tradeshow materials Py el

— Jg_ @ euismod tincidunt ut lacreet
[4 Better Process Outsourcing (8P0) dolore magna aliquam erat

insuresoft Leochais volutpat
Lorem ipsum dolor st amet, consectstuer
o : Miagal et Syimed Scdine s res oo magna
=7 ——— ©
D<|  composer certification Program
. Pa—
re e dolor st amet consectetuer adipiscing
it ummy i i Platform
Divider slide lorem ipsum & Solutions
k dolor sit amet consect etuer
adipiscing elit sed diam
News & Duis autem utvel eum iriure dolor in hendrerit in vulputate velit esse
- Resources conzequat, llum dolore su feugiat nula faciiis

La—

Divider slide lorem ipsum
dolor sit amet consect etuer
adipiscing elit sed diam

Newsletter sign-up uis autem utvel eum iriure dol

] Ge»

Ecosystem

um d

Colour Palette - Tints and Tones g Imagery
Logo - Tagline Version Variations y

@insuresoft insuresoft

insuresoft @i

resoft
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humble+ cannabis solutions

Our team was engaged by humble+ Cannabis
Solutions to designh and develop a new website
for the brand. The result was a responsive, fresh
and approachable website that better
positioned them in the marketplace.

Web strategy

Ux / Ul

Design and digital production
Image selection and art direction
Front and backend development
WordPress platform

Mobile responsive and compatible

humble

Partnering with your
business from the
ground up

Your retail execution experts

Discover
the humble
advantage —ap—

humble+
our partners

Read how Supreme is achieving market
leadership and relying on humble+ to
deliver results

humble

Supreme.
fume
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Product materials

Your workplace’s strength lies in the diversity Weight Man agement

of its people. Let's support their journeys. Encouraging wellness journeys inclusive of all

Research reveals diversity is linked to greater innovation, financial bodytypes

performance, and a broader range of skills and perspectives within WeloieManager helps empk r gl evopontioe
Fays employees. pot y reducing this coverage

an organization. e

reduce the risk of ther serious health conditionslice depression, Type 2 diabetes,

€ oE) -
? ; : heart disease and more.
beingforall
D sy Eligibility
: iscover our rang our workp Plan members and dependent
0)) | Group Benefits passssebunliricomipbsticce fan members and dependents.
What's covered
o+ Weight management solutions are svailable ata fully optional levelfor plan sponsors.

7 « Employees can be reimbursed for « Reimbursement for nutritionist/dietician
medications within a comprehensive paramedical practitioner benofits within

weight management program the extended health care category of

®
Weight Gender Indigenous the benefits plan.
Management Affirmation Health
Group si

Optional coverage available:

* 310 employees: Up to $1,000/year * 99+ employees: up to $5,000/year,

+ 11:35 employees: Up to $2,500/year with further abiliy to customize and
s provide higher maximums for groups

* 36.98 employees: Up to $5,000/year 005 rose

Supporting diversity, equity and inclusion
in the workplace

< co-operators

6in 10

Canadians live with excess
weight, influencing far more
than just physical health.?

Indigenous health
O
traditiona

ering care rooted in cultural knowledge and

barrie
n of underrepre:
and all Can

ealing practices

Eligibility
Plan members and dependents.
What's covered
indigenous health solutions are available at a fully optional level for plan sponsors.
Support for traditional healing practices, providing reimbursement for.
+ Traditional Indigenous healers and elders  + Tobacco, cedar, sage and sweetgrass
+ Fees and supplies associated within when used es traditionsl medicine

Indigenous ceremonies, like sweat
lodges, healing circles and smudge kits

These expenses are reimbursed as 7 added to any

¢ (PSAL Only

toin care and treatments not covered by the pu

Group size maximums
Coverage varies by group size.

Intornat cognitive behavioural therapy (CBT) programs are avalabla to 31l plan members avadable through the paramedical
practitioner coverage in extended hesith care, inchuding:

. I genous Peoples, Wheel and the Seven Sacred

Teachings to suppart achieving harmony, balance and well being.

42.5%

increase in the number of

Indigenous people - the fastest
growing group in Canada
between 2006 and 2016.¢




Pr_oduc’r materials

) | Group Benefits

Foramore inclusive workplace

Empowering

wellness
journeys

Weight Management coverage from Co-operators gives employers

the opportunity to support their D Equity and Inclusion strategy.
This coverage encourages a proactive approach to wellbeing and
provides meaningful support for employees.

Inclusive coverage options for personal
wellness - like weight management
i s e 549,

of adults living with
excess weight report
being stigmatized by
coworkers.!

) | Group Benefits

Supporting
the journeyto
parenthood -~

Family Building coverage from Co-operators gives employers the
opportunity to supporttheir Diversity, Equity and Inclusion strategy.
This coverage supports employees on their family-building journey—
whether through adoption, enhanced treatments or surrogacy.

A modern approach to group benefits —
like family building coverage =
1iné
Canadians
experiences infertility.!

This coverage empous
an thair journey 1o par
supp

) | Group Benefits

Foramore inclusive workplace

Supporting

employees’
transition
journeys

Gender Affirmation coverage from Co-operators gives employers the
opportunity to supporttheir Diversity, Equity and Inclusion strategy.
This coverage offers a compassionate path for those diagnosed with
gender dysphoria and empowers employers to cultivate an environment
thatsupports every plan member’s journey.

A P A hto i Zid
like gender affirmation coverage

1in 300

Canadians over 15
identify as transgender
or non-binary.

Who is eligible?

Employees and dependants 12 year

What is covered?

) | Group Benefits

Foramore inclusive workplace

Culturally
aligned
healthcare

42.5%

Indigenous peoples are the
fastest growing group in
Canada, increasing 42.5%
between 2006 and 2016.!




Pr_oduc’r materials

What other support
is available?

Additional mental health resources
are accessible through the Wellness Now
portal, within Benefits Now for Plan Members.

Wellness Nowin

to help may
living with

Staying at the forefront of inclusive care.

ragement, Co-op

e 24.5million

' gj‘ 6 Canadians live with excess

weight influencing far more
than just physical health.?
Famil, lndlgenws

Building Atfimaon

Lot . Together.

To learn more about how we can support your DEl initiatives, please contact
your advisor or a Co-op Group Benefits account

Investments. Insurance. Advice.

< co-operators

cooperators.ca | 1-800-667-8164

e oD

e

N

Psychological support is accessed

through the Extended Health Care
benefits to help guide the journey

of growing families.

What other support
is available?

Slaymg at the forefront of inclusive care.
Bedons ko Rckicg 62%
g 6 i of plan members with IVF

coverage reported being
Indigenous Weight

more likely to remain in their
Atfrmaton Health Mansgement

job for a longer perioc.?

Lot . Together.

To learn more about how we can support your DEl initiatives, please contact
your advisor or a Co-op Group Benefits account

Investments. Insurance. Advice.

< co-operators

cooperators.ca | 1-800-667-8164

e

e g b Foe ot e 8t o 5o o ooy O30

What other support
is available?

We recommend that your plan include
options for psychological counselling to
support gender diverse employees through
the stages oftheir gender affirmation journey
to offer guidance, reduce stress and promote
well-being

Thes
benefits

ghthe Extended Heslth Care

Staying at the forefront of inclusive care.

1 to Gender Affirmation Care, Co-oparators offers more inclusive

65%

H(:i

Family Indigenous Weight
Building Health Management

people report poor or fair
mental health.?

Lot . Together.

To learn more about how we can support your DEl initiatives, please contact
your advisor or a Co-op Group Benefits account

Investments. Insurance. Advice.

cooperators.ca | 1-800-667-8164

Pt iR g v

of transgender and non-binary

< co-operators

Additional support is available through
Co-operators Virtual Health Care,
enabling greater access to care, with virtual
appointments forindividuals who reside

in remote communities.

Mental health

Only 1%

of Canada’s physicians are

Indigenous even though
Indigenous peoples are

Famil, Gender Weight 5% of th lation.?
Building Affirmation  Management R IRERPYRN
Thes

hel
har

Lot . Together.

To learn more about how we can support your DEl initiatives, please contact
your advisor or a Co-op Group fits account

Investments. Insurance. Advice.

< co-operators

cooperators.ca | 1-800-667-8164

e
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