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As the Insigneo business charges forward
— entering new markets, reaching out to
new clients, expanding globally — it is
essential that our brand grows with it.

We want to make sure that it captures new
audiences while keeping existing partners
and clients loyal and happy.
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Your
Passport to
Posibilities.

Building
wealth.
Together.

Our brand Manifesto

Your Passport to Possibilities

We believe wealth extends well beyond numbers.
It provides guidance when needed.

It means having the ability to pursue dreams.

It should give reassurance and direction always;

And the opportunity to grow your legacy
confidently across borders and generations.

In a world where wealth has global reach, clients
need not only access — but support,
perspective, and expertise from a seasoned
partner.

That’s Insigneo.

We understand that true wealth is not confined
to a country, a currency, or a single strategy. It
evolves with life, travels through markets and
opportunities, and demands a global mindset
with elevated knowledge and professionalism.

As a privately held U.S.-based firm operating
under U.S. regulatory standards, Insigneo offers
access to global resources supported by
regional experience and local presence across
the Americas and beyond. We strive to
combine robust operational capabilities with
personalized client support, providing both
international reach and human-focused service.

For our valued Investment Professionals, we
combine autonomy with access. We empower
them to serve clients with the backing of an
advanced support ecosystem enabling them to
build lasting client relationships while scaling
their practice.

For our Clients, we deliver international reach
with personalized service, local understanding
and long-term commitment. Clarity, confidence,
and continuity — wherever wealth takes them.

We are your passport to wealth management;
enabling growth and financial support across
borders and generations.

Thisis...
Wealth with vision.

Wealth with purpose.
Wealth without borders.

Insigneo.
Your Passport to Possibillities.
Building Wealth. Together.

RS T
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Your passport to possibilities. Building wealth. Together.

Clients
Audience tagline

Protecting Your Financial Future.

Wherever life takes you.

Descriptor
Helping international clients navigate
their wealth journey.

Investment Professional
Audience tagline

Empowering your future.
However you envision it.

Descriptor
Scale your business. Own your future.
Leverage our network.

Institutional Partners
Audience tagline

Connecting capital to opportunity.
Wherever the industry takes us

Descriptor
Strategic access to a growing network of
independent advisors and international clients.

Wealth Management
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Brand Vision

To be one of the leading independent
wealth management firms in the
offshore space, serving investment
professionals and their clients across
the US, Latin America, and beyond.

Brand Mission

Empower our network of Investment
Professionals with the resources,
solutions, and institutional support
they need to help protect and grow
their client's wealth.

Brand Position

Insigneo is a multi-service partner that
supports Investment Professionals in
building and scaling independent
practices, enabling them to guide
clients with clarity as they navigate
their wealth journey.

Wealth Management
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BRANDMARKS

The first way we signify the presence of Insigneo is with our
brandmarks. It’s the clearest way we can identify our company

visually. Our marks are our signature, which is why we need to
be consistent in its uses.
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Primary
Logo

This is our primary logo and should take
precedence across all brand
communications. It may be applied in any
of its color variations, always ensuring
sufficient contrast with the background to
achieve optimal legibility and visual impact.

This logo is suitable for use across a wide
range of applications, from large-scale
formats and physical assets such as credit
cards, to all digital environments.

Depending on the specific medium, size, or
technical constraints of each format, it may
be necessary to evaluate the use of an
alternative Insigneo logo version, such as
the Secondary Logo, Logotype, or Isotype,
to preserve clarity, consistency, and brand
recognition.

Wealth Management
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Color
Variations

The logo’s color variations are designed to
ensure optimal performance across a wide
range of contexts and background colors.

This flexibility allows the Insigneo identity to
adapt seamlessly to different visual
environments while maintaining its
distinctive presence and refined character.

Each color version has been thoughtfully
crafted to preserve legibility, contrast, and
visual harmony, ensuring the logo remains
clear and recognizable across both
physical and digital applications.

When selecting a color variation, careful
consideration must be given to the
surrounding elements and background
tones, choosing the option that best
enhances readability and upholds the
elegance and integrity of the brand.

A. Primary Logo — Color 01
B. Primary Logo — Color 02
C. Primary Logo — Navy Blue
D. Primary Logo — Bone Blue

insigneo

insigneo

wealth

insigneo

wealth

insigneo

wealth

Wealth Management
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Isotype
Construction

The isotype is proportionally
defined using the letter “i” from
the logotype as its base unit. Its
scale is established at a ratio of
2.5:1, ensuring consistent
proportions and visual balance
across all applications.

This measurement system
guarantees that the isotype
maintains its intended presence,
clarity, and alignment with the
logotype, regardless of size or
medium, reinforcing a cohesive
and refined brand expression.

2.51—

Wealth Management
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Secondary
Logo

Like the primary logo, this secondary
version must take precedence across
all brand communications. It is
intended for use across a wide range
of applications, from large-scale
formats to digital environments, while
maintaining clarity and visual
consistency.

This version is presented without
the tagline and should be used
whenever a more streamlined or
space-efficient expression of the
brand is required, or in situations
where the legibility of the tagline
may be compromised.

By removing the tagline, this version
ensures optimal legibility where the
logo is applied very small or at its
minimum print size, such as in
embroidery.

Wealth Management
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Color
Variations

As with the primary logo, color
variations allow this version of the
logo to adapt effectively to
different contexts and background
colors, ensuring consistent
performance across all
applications.

Each variation has been carefully
designed to maintain optimal
contrast, leqibility, and visual
balance, regardless of the
environment in which it appears.

The appropriate color version
should always be selected
based on the surrounding
elements and background tones,
prioritizing clarity and preserving
the refined, cohesive character
of the brand identity.

A. Primary Logo — Color 01
B. Primary Logo — Color 02
C. Primary Logo — Navy Blue
D. Primary Logo — Bone Blue

insigneo

insigneo

insigneo

insigneo

Wealth Management
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Logotype

This version is intended for situations
where technical, spatial, or contextual
constraints limit the clarity or legibility of
the primary or secondary logos, such as
extreme size reductions, restricted
reproduction areas, complex backgrounds,
or strict layout requirements.

It may also be used when a simplified and
more flexible brand expression is
required, or in contexts where Insigneo has
a high level of brand recognition and the
descriptor “Wealth” is unnecessary. In
these cases, when addressing a
knowledgeable audience or operating in
familiar markets, the descriptor may be
removed without affecting understanding
or brand strength.

Use of this version must always be
intentional and carefully assessed to
ensure the Insigneo identity remains
clear, balanced, and instantly recognizable,
while preserving consistency, elegance,
and long-term brand coherence.

Wealth Management
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Color
Variations

As with the previous logo versions, color
variations allow this version of the logo to
perform effectively across a wide range of

contexts and background colors, particularly

in scenarios where visual or technical
constraints are present. Each color variation
has been carefully designed to ensure
maximum contrast, leqibility, and visual
stability, even in complex or restrictive
environments.

The appropriate color option should
always be selected in response to the
surrounding elements and background
tones, prioritizing clarity and seamless
integration with other brand identities
when used in co-branding applications.

In all cases, color usage must preserve the
integrity, balance, and recognizability of the
Insigneo brand.

A. Logotype — Insigneo Blue
B. Logotype — Insigneo Blue
C. Logotype — Navy Blue
D. Logotype — Bone Blue

insigneo

iNnsigneo

insigneo

Wealth Management
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Isotype

The Isotype used independently is reserved
for applications where space is highly
constrained and the primary or secondary
logo versions cannot be implemented
without compromising clarity or legibility.
These situations typically include prints,
small-scale digital interfaces such as app
pictograms, system icons, favicons, or
promotional elements subject to strict size,
format, or layout limitations.

The Isotype may be employed in selected,
intentional scenarios where a more high
end feel expression of the brand is
desired, or when graphic materials
contain a high density of information. In
these cases, using the Isotype allows for
greater emphasis on content, reduces visual
saturation, and creates a more balanced
and refined composition.

In all applications, the Isotype functions as a
distilled and immediately recognizable
representation of the Insigneo brand,
ensuring clarity and consistencywhile
maintaining alignment with the overall visual
identity system.

Wealth Management
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Color
Variations

As with the previous logo versions, color
variations allow this this isotype has been
developed with a flexible color system that
allows it to adapt confidently to diverse
visual contexts and background treatments.
lts color variations respond effectively to
visual and technical constraints, ensuring
consistent performance across a wide
range of applications.

Tese options deliver strong contrast, clear
legibility, and visual consistency, even in
demanding or compositionally complex
environments. When selecting a color
variation, careful consideration should be
given to surrounding elements,
background tones, and co-branding
requirements. Regardless of the chosen
color, all applications must uphold the
Insigneo brand’s visual integrity, proportional
balance, and immediate recognizability.

A. Isotype — Insigneo Blue
B. Isotype — Insigneo Blue
C. Isotype — Navy Blue
D. Isotype — Bone Blue

Wealth Management
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Clear space
& Si1zing

To ensure optimal legibility and visual impact, the
recommended clear space around the logo must always
be preserved. This protective area prevents visual
interference from surrounding elements and allows the
brand to breathe across all applications.

For both the Primary and Secondary logos, the clear
space is defined by a square equivalent to the height of
the letter “o” within the logotype. This measurement
establishes a consistent exclusion zone that safeguards
clarity and proportion.

In the case of the Isotype, the clear space is
determined by a square whose width is equal to the
full width of the isotype itself. Adhering to these clear
space rules ensures a balanced, refined, and
consistently recognizable brand presence across all
formats and media.

Minimum Sizing

Primary Logo Secondary Logo Isotype

140px wide digital 70px wide digital 15px wide digital
30mm wide print 15mm wide print  10mm wide print

<insigneo

S wealth

The minimum size for digital — - .
use or prints, is the same for - InSIgrvaeealcta

the Primary, Secondary and } ,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

Logotype versions.
140 px wide digital
30 mm wide print

Marked area in Sky
Blue is the minimum
clear space.

' Isotype
9px wide digital
‘ 5mm wide print

Wealth Management
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Shrink
System

In the updated graphic system, the
Isotype symbol assumes a more
prominent role, reflecting a deliberate
focus on simplicity, clarity, and
adaptability. Its refined and reduced form
enables seamless performance across a
wide range of environments and channels,
consistently ensuring maximum contrast,
legibility, and visual stability, even within
complex or highly restrictive contexts.

Beyond functional clarity, this evolution of
the symbol strengthens brand recall.
Aligned with Insigneo’s narrative, the Isotype
conveys a sense of access, possibility, and
openness through a distinctive form that is
intuitive and easy to remember. This
symbolic clarity allows the brand to
communicate its values with immediacy and
emotional resonance.

The defined shrink system must be applied
consistently across social media, mobile
applications, websites, and all responsive
digital environments, guaranteeing optimal
scalability, visual coherence, and
recognizability at every size and touchpoint.

ziNsigneo

wealth

zinsigneo

insigneo

Wealth Management
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Cobranding

In co-branding scenarios, a lockup may be created
combining the Insigneo logo with a partner brand. In all
cases, the size relationship between both identities
must remain proportional, ensuring visual balance
and equal hierarchy without compromising either
brand’s integrity.

The spacing between the Insigneo logo, whether in its
primary or secondary version, and the partner brand is
defined by the height of the letter “O” within the
logotype. Centered within this separation, a dividing line
with a thickness of 1 pt must be applied to clearly
delineate both identities.

The height of this dividing line should be adjusted
according to the overall height of the selected lockup
version, maintaining proportional consistency across
different formats and applications.

When the symbol is used within a co-branding lockup,
the required clear space is defined as half of the
symbol’s total size, ensuring adequate separation and
preserving legibility and visual clarity.

insigneo

wealth

insigneo

Wealth Management
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Cobranding
Partnership

Insigneo is committed to empowering investment
professionals through independence, providing the tools,
support, and guidance that enable partners to
personalize strategies, build lasting value, and safeguard
their clients’ financial futures.

In recognition of this collaborative relationship, Insigneo
will refer to all individual investment Professionals and
investment professionals teams as partners across all
end-client—facing communications and brand assets.
This terminology reinforces a shared commitment,
mutual trust, and a long-term vision built together.

Insigneo

Typography
(Le Monde Livre Std.
-Regular weight)

Investment Professional Name
at insigneo

Logotype

Group Name
at insigneo

|sotype

Safe
Space

Wealth Management
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Brand
Extension

The spacing between the Insigneo logo
and any brand extension is defined by the
negative space of the letter “O” within the
logotype. This measurement establishes a
consistent separation that ensures clarity,
visual balance, and a clear hierarchy
between the master brand and its
extensions.

All brand extension names must be set in
the Aeonik typeface to maintain
typographic consistency across the
system. The size of this text must never
exceed the height of the Insigneo logotype,
ensuring visual harmony and preventing
the extension from overpowering the
master brand.

Adhering to these guidelines preserves
legibility, proportional integrity, and a
cohesive visual system across alll
applications, regardless of format or scale.

« INSIgNeo Investment Professionals
« INSIgNeo Plus

« INSIgNeo Focus Growth Fund 2.0

Wealth Management
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Insigneo Family
Cobranding

In co-branding scenarios involving brands within the Insigneo
Family, lockups must be constructed with particular attention to
hierarchy, alignment, and proportional balance in order to
preserve a cohesive and unified brand presence.

The spacing between the Insigneo logo, whether in its preferred
or secondary version, and the accompanying Insigneo Family
brand is defined by the size of the letter “O” within the Insigneo
logotype. Centered within this separation, a dividing line with a
thickness of 1 pt must be applied to clearly and elegantly
distinguish between both identities.

All text within both logos must be aligned along the bottom
baseline to ensure visual consistency and structural
harmony. The size of the accompanying brand text must
never exceed the height of the Insigneo logotype, and the
original proportions of both logos must always be preserved.
Under no circumstances should either logo be distorted, scaled
disproportionately, or visually overemphasized.

These construction rules, as illustrated in the provided
examples, ensure clarity, balance, and a refined co-branding
system that reinforces the integrity of the Insigneo brand family
across all applications.

insigneo

wealth

insigneo

wealth

insigneo

wealth

insigneo

wealth

alia

inexzlrade

+<ORION

¢ LUMA

Wealth Management




Brandmarks

Insigneo

22

Incorrect
usage

To preserve the integrity, consistency,

and visual strength of the Insigneo brand,

the logo and all associated brand marks
must never be altered, modified, or
distorted in any way. This includes any
adjustments—whether subtle or
significant—to proportions, spacing,
orientation, color, or composition.

Even minimal changes can compromise the
logo’s visual impact, weaken brand
recognition, and disrupt consistency across
touchpoints. The logo has been carefully
designed and proportioned to function as a
unified system, and any deviation
undermines its intended performance.

The following examples illustrate common
misuses that must be avoided at all times.
Adhering strictly to these guidelines
ensures a cohesive, professional, and
refined brand presence across all
applications and environments.

X Don’t alter or change colors.

zinsigneo

wealth

X Don't alter spacing within
logo.

zinsigneo

wealth

X Don’t recreate new logo
versions.

insigneo

wealth

X Don’t rotate, tilt or skew the
logo.

X Don’t add strokes.

z Insigneo

wealth

X Don’t move elements place.

insigneo

wealth

X Don’t use over distracting
background.

X Don’t modify elements.

wealth

= insigneo

X Do not change the logo
proportions.

Zinsigneo

wealth

Wealth Management
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COLOR

Color is an essential resource for the Insigneo brand. That is
why we have defined and adjusted every color, so they are
properly implemented in every touch point.
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Color Palette

A defined color palette is fundamental to
maintaining visual consistency and
reinforcing the Insigneo brand identity. Color
plays a strategic role in conveying emotion,
values, and personality, while strengthening
recognition across all brand touchpoints. A
carefully structured palette ensures
coherence across print, digital, and
audiovisual applications, allowing the brand
to remain clear, recognizable, and
memorable in every context.

The primary color of the Insigneo brand is
Navy Blue. This deep, refined blue was
selected for its strong association with trust,
stability, and professionalism, core values at
the heart of Insigneo’s positioning. Navy
Blue conveys confidence, credibility, and
long-term vision, making it especially
suitable for financial communications.

Alongside the primary color, the existing
Insigheo Blue has been preserved as a
key brand asset. This color represents
innovation, clarity, and forward-thinking,
adding energy and approachability to the
visual system. It acts as a dynamic
counterbalance to Navy Blue, reinforcing the
brand’s modern and progressive outlook.

To expand the palette while maintaining
harmony and consistency, two derived
tones have been introduced: Sky Blue and
Bone Blue.

Sky Blue offers a lighter, more vibrant
expression of Insigneo Blue, bringing
freshness, openness, and visual lightness to
layouts. It is ideal for highlights, and digital
environments where clarity and contrast are
essential. Bone Blue serves as the softest
and most subtle tone within the palette. Its
understated presence adds sophistication
and balance, making it particularly suitable
for large background areas, content-heavy
layouts, or applications where a calm,
refined atmosphere is required. Bone Blue
helps reduce visual noise while preserving a
cohesive connection to the core brand
colors.

Together, this palette provides a flexible yet
disciplined color system that supports a
wide range of applications while preserving
the integrity, elegance, and recognizability of
the Insigneo brand across all media.

Navy Blue

CMYK: 100/ 84 / 44 [ 49
RGB: 20/ 38/ 65
HEX: #142641

Sky Blue

CMYK:43/0/4/0
RGB: 161 / 227 / 251
HEX: #A1E3FB

Bone Blue

CMYK:13/1/5/0
RGB: 231/241/243

PANTONE HEX: #E7F1F3

289 U

PANTONE
306 U

PANTONE
635U

PANTONE
656 U

Wealth Management
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Color Hierarchy
& Usage Rules

A defined color hierarchy ensures visual
consistency and a cohesive application of
the Insigneo brand across all materials.
Each color within the palette has a specific
role and level of prominence.

1. Primary Color — Navy Blue (#0D1846)
Navy Blue must take priority in all brand
communications. It should be used for
primary backgrounds, structural elements,
and key brand applications.

2. Secondary Color — Bone Blue
(#E7F1F3)

Bone Blue functions as the main
supporting color and is intended for large
background areas and content-heavy
layouts.

3. Accent Colors — Insigneo Blue
(#OOB3EG) & Sky Blue (#A1E3FB)

These colors are reserved for accents,
highlights, and secondary elements. Their
use should be controlled and never
compete with the primary or secondary
colors.

30%

Bone Blue

Usage
Guidelines

Navy Blue and Bone Blue must always
define the primary visual structure of the
composition and should be the dominant
color in all core brand applications.

Is intended to support layouts by providing
breathing space, especially in
content-heavy materials, and should be
used to balance and soften compositions
without overtaking the primary color.

Insigneo Blue and Sky Blue must be
applied with restraint and purpose,
primarily to highlight key information, guide
user attention, or support interactive and
functional elements.

Accent colors should never dominate a
layout or disrupt the established hierarchy.
Their role is to complement, not compete
with, Navy Blue and Bone Blue.

Color usage must remain consistent across
print, digital, and audiovisual formats,
ensuring sufficient contrast and legibility in
every application. Overuse accent colors
should be avoided to preserve clarity,
visual order, and overall brand
consistency.

Wealth Management
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Secondary Colors

The secondary color palette has
been carefully selected to provide
additional flexibility and expressive
range, while preserving
consistency and respect for the
primary brand system.

These colors are not intended to
define the core visual identity,
but rather to support it in
specific functional and
contextual applications.

In addition to complementing the
primary palette, this secondary
system has been designed to
enable a more complete
representation of charts, data
sets, and visual analytics.

Neutral Purple

CMYK:3/2/0/27

PANTONE PANTONE
877V 5275 U

It allows complex information to
be structured, differentiated, and
communicated with greater clarity
and precision across a wide range
of formats.

In addition to complementing the
primary palette, this secondary
system has been designed to
enable a more complete and
nuanced representation of the
charts, data sets, and visual
analytics created by Insigneo. It
allows complex information to be
structured, differentiated, and
communicated with greater clarity
and precision across a wide range
of formats.

Teal

CMYK: 55 /49 /12 /15 CMYK:62/0/30/0
RGB: 134 /138 /147 RGB: 89 /84 /111
HEX: #868a93 HEX: #59546f

RGB: 62 /206 /198
HEX: #3ECEC6

PANTONE PANTONE
3255 U 7403 U

This palette is primarily
intended for data visualization,
infographics, charts,
dashboards, highlights, and
supporting graphic elements.
All secondary colors must be
applied in complement to the
primary color palette and should

never override or compete with it.

When applied correctly, the
secondary color palette
enhances clarity, hierarchy, and
readability, enabling Insigneo to
communicate data in a more
comprehensive and structured
manner while maintaining
alignment with the overall brand
identity system.

PANTONE
467 U

Colors for
Performance
Indicators

Green is used to represent positive values,
growth, or favorable performance
indicators, particularly within charts, metrics,
and data-driven communications.

Red is reserved for specific use cases. It is
intended to communicate negative,
declining, or cautionary data points within
charts and analytical materials.

Due to their strong visual presence, their
use must be limited and purposeful to
avoid visual saturation.

Lime Coral

CMYK:57/5/88/0 CMYK:2/79/61/3
RGB:121/184 /88 RGB: 218 /89 / 89
HEX: #79B858 HEX: #da5959

PANTONE PANTONE
7489 U 7418 U

Wealth Management
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Gradients

*These gradients are created to amplify the neeeds
of every color in Insigneos palettes.

Blue 50 Blue 100 Blue 200 Blue 300 Blue 400 Blue 500 Blue 600 Blue 700 Blue 800
#e9f4fe #d2fOff #ale3fb #00b7eb #0389c3 #0666a4 #003d66 #0e233f #021729

Neutral 50 Neutral 100 Neutral 200 Neutral 500 Neutral 600 Neutral 700 Neutral 800
#fGF5fO #c6e6e8 #d7d7db #868a93 #52585¢ #2c323a #1c232d

Gold 400 Gold 500 Purple 300 Purple 400 Purple 500
#ae916a #634927 #89849b #59546f #2a2343

Amber 400 Amber 500 Coral 300 Coral 400 Coral 500
#b07a26 #79500b #dab959 #a82a2a #721616

Teal 200 Teal 300 Teal 400 Teal 500 Lime 300 Limme 400 Lime 500
#3ececH #31a49e #27827d #133e3c #79b858 #487237 #284725

Wealth Management
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Example Uses

*The use of colors should be in order of importance, first the primary color
palette, followed by the secondary palette, considering every time that
green and red colors are reserved to express performance indicators.

Lorem ipsum dolor sit
amet, consectetuer
adipiscing elit.

B Lorem ipsum
B Dolor amet est

Lorem ipsum

Dolor amet est
B Lorem ipsum
B Dolor amet est

Lorem ipsum dolor sit
amet, consectetuer
adipiscing elit.

15% 40%

B Lorem ipsum
B Dolor amet est
Lorem ipsum

Dolor amet est
B Lorem ipsum

30%

Lorem ipsum dolor sit
amet, consectetuer
adipiscing elit.

Lorem
lpsum dolor
est amet

B Lorem ipsum
M Dolor amet est
Lorem ipsum

Dolor amet est
B Lorem ipsum
B Dolor amet est

Lorem ipsum dolor sit
amet, consectetuer

adipiscing elit. T 7 5 %

Lorem

lpsum
Lorem

100

./._+

0 100

B Lorem ipsum Loremipsum M Loremipsum M Lorem ipsum

Wealth Management
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@ Insights zinsigneo
Stay up-to-date with the
latest insights from our
Color Percentage Per Target st [es
- (Clzents) T . insigneo :
ast of the latest
nts from our
arch Team.
° + Market Update » Weekly Market Musings
Multicultural
EXpertlse .a:t Have you heard about
Eve ry Decision the C.OW. stocks?
1 We have all heard of th
PO I nt' ru1:gn?ﬁ§eit S:enzto-cis and °
some of us may even remember
the FANGs but have you heard A WIde range
about the COWs7 Read rmore here 1
BTt of solutions
InSIgneo IWEEk}_g' TuEﬂH‘y Mnming Podcas! » Markel and Economic Upua:-es d eS | g n ed tO
. simplify your
Tuesday podcast: market ) 1 |
m and economic updates ﬁ nanC|a| ||fe
Waekly Updﬂtﬂs Remember by subscribing to
this podcast, you will
fr{}m thE Clﬂ aufnrnlnatm?;lly};ecmue the latest
apisodes downloaded to your
60% 30% 10% T 0 computer or portable device.
ISTEn Mdaw
All materials created for this target audience must consistently reflect the R
brand’s established color palette, using it as a fundamental tool to reinforce H‘;:f;l;';feﬂ:;gﬂ
recognition and coherence. Bone Blue should serve as the primary color, financials beneficlaries
of next market cycle
taking precedence in backgrounds and large color fields to create a clean, x : :
e hgve all heard of the
open, and sophisticated visual foundation. e
the FANGs but have you heard
about the COWSs?
L (X X X
Navy Blue is to be used as a complementary tone, providing structure, @ Q \? m
contrast, and visual depth within each composition. Its role is to anchor .
layouts, enhance hierarchy, and contribute to a sense of balance and ?:1”“““3'?- e
e Research Team
authority without overpowering the overall design.
. . . N . insigneo
Insigneo Blue should be applied selectively and with intention, reserved
d |
for highlighting key details, calls to action, or focal elements. Used sparingly,
it functions as a refined accent that elevates the composition and reinforces
the brand’s presence with clarity, distinction, and confidence.
: Wealth Management




Color Insigneo 30
insigneo
Explore our implementation
strategies that align with the
Color Percentage Per Target
- (Investment Professionals) insigneo :
¥
Actionabl
« w |deas
Bu”dlng Dear Insigneo Partners,
Weal th, Watch the replay of the call,
download cur presentaton deck ; ACCREE »
Together. filed with actionable investment il
ileas, and embark on the first step
toward financial success today
e A wide range
E:r;; !.:::;:h-r;a:m?gﬁmw & BVI EDDs = Of SOlutlonS
Zinsigneo Researcn des|gned to
Microsoft Corp. = MSFT . .
Fixed Income (Trade Desk) Sl m p | lfy yo u r
Coca-Cola Femsa 5.10% 2035 ﬁnaﬂC|a| ||fe
Research
Petrobras 6.25% 203
Structured Products
2¥rs NCEM Memaory Coupon Auto Calable note
. ke 10 MSFT = Plaase contact e cesk
60% 30% 10%
. . . . » Market Update » Weekly Market Musings
Materials created for this audience must consistently adhere to the brand’s
ags . . “Pass the Baton”
color system, positioning Navy Blue as the dominant color across Misiifc s and - -
back d d . ] Thi . inf h financials beneficiaries o InSIgneo
ackgrounds and expansive color areas. This primary use reinforces the of next market cycle T
brand’s authority, depth, and visual structure. We have all heard of the
Magnificent Seven stocks and
some of us may even remember
. . . . . the FANGSs but have you heard Watch it here '_
Bone Blue will act as a supporting color, introducing balance, clarity, and about the COWs? ) Q Y/ cece N
a refined contrast that enhances readability and overall composition.
Sincarely, .
. . . . . . . . . The Research Team
Insigneo Blue should be applied selectively and with intention, highlighting
key graphic elements and details to provide a controlled yet distinctive
accent that strengthens brand recognition with sophistication. «Insigneo
Insigneo € 2021 All nghis resenved | 1221 Brickell Avenue, PH. Miami, Flonda 33131
Terms of Use | Privacy Policy | Insigneo Legal Entities | Regulalory Disclosures
in X @ f o @ ©
: Wealth Management
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0 Agent Meo [ rﬂﬁigﬂEQ
Powered by Agent Neo:
Al generated, Insigneo
Color Percentage Per Target
- (General Audiences) insigneo :
Building wealth,
together.
— A wide range
Trump halted strikes on Iranian energy infrastructure for five days Of SOlutlonS
after describing “productive conversations™ with Tehran, riggering a .
Y P broad relief rally. Iran denied any talks took place, and yields deSIQ ned tO
Our assport A = resumed their climb in Asian trading overnight, leaving the durability 5 4
e InSI neo of Monday's move in question. Slm ||f Our
to Posibilities. 9 ke
financial life.
» What's Moving the Market Today
Trump posted on Truth Social that the U.S. and Iran held
“productive conversations,” pauwsing stnkes on lranian power plants
and energy infrastructure for five days, drving a broad agquity rally.
e I '
60% 30% 10% Iran then denied any negotiations and announced fresh attacks on
LS. targets, pushing the 10-year Treasury yield back up 4.6 basis
points to 4. 382% in Asian trading ovemnight, erasing Monday's bond
relief. [so :
The materials created for this audience should reflect a harmonious
. !Suraznl cut its Selic rate to 14.75% Iast.week. but economists :
balance between Navy Blue and Bone Blue, granting both tones equal oo e s e e
2026 inflation projections to 4.17%, as the Iran war clouds the
prominence across backgrounds and key visual structures. et
For this audience, greater emphasis will be placed on photography as a
central visual element. Images should play a leading role within the layout,
standing out more prominently in order to create differentiation from the two
previous audiences and to convey a more expressive, human, and engaging e
incerely,
visual narrative. The Research Team
Insigneo Blue, applied with measured intention, will be used to highlight select insigneo
details within the graphics, acting as a distinguished finishing accent that s ibadne bl e i i bl i
reinforces the brand’s presence with subtle sophistication while allowing
photography to remain the primary focal point.
: Wealth Management
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Typography

Typography tells a story. The right typeface, used consistently,
builds character.

Aeonik font fuses modern foundational forms with universal
functionality, while Le Monde Family give us an unique
accent on the core of Insigneo’s business.

Emp Ower lng
YOur futyre

HOWEV@I’ Vou
envision it




Typography

Insigneo

33

Typeface

Two carefully selected typeface
families have been defined for these
brand guidelines and must be
consistently applied across all
headings, titles, and written content in
both digital and print materials.

The typographic system is composed of
the Le Monde Livre Standard family in
its Demi and Bold weights, and the
Aeonik family across its Light, Regular,
and Bold weights. Together, they
establish a refined balance between
editorial sophistication and contemporary
clarity, aligning seamlessly with Insigneo’s
positioning and values.

Le Monde Livre Standard is reserved
exclusively for headlines, key titles,
quotes, and the emphasis of essential
words or statements.

Its use brings a distinct editorial
character, refinement, and authority to
the brand’s voice, making it ideal for
moments where hierarchy, emphasis, or
emotional weight is required.

It may be used either on its own or in
combination with Aeonik.

When paired together, Le Monde provides
contrast, elegance, and narrative depth,
while Aeonik ensures clarity, structure, and
functional readability—resulting in a
cohesive and balanced typographic
system.

Aeonik serves as the primary functional
typeface and must be used across all
content, including headers, body copy,
captions, Ul elements, informational text,
big numbers, and data-driven content.
lts clean, modern structure and high
legibility make it adaptable across both
digital and print applications, ensuring
consistency and a confident visual
presence.

Together, these two typeface families form
a cohesive typographic system that
reflects Insigneo’s blend of sophistication
and modernity, reinforcing clarity,
hierarchy, and consistency across all brand
touchpoints.

To preserve typographic integrity and
visual consistency, text should never be
justified, nor should character spacing
be manually altered.

Le Monde Livre Std. Familiy—gioer

abcdefghijklmn
Opqrstuvwxyz. iz

0123456789

Aeo n i k Family ____Aeonik Font

abcdefghilklmn
OpPQrstuvWXyZz. —z.

0123456789 —— Aeonik Font

Light weight

Wealth Management
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Website
Typographic
Hierarchy
Rules

1- H1 and H2 include both type
of font combined. Always Aeonik
Font before and Le Monde font
later. Always witha “.”

at the end of the sentence.

2- The two fonts should go in
different lines (except the main
tagline in the homepage).

3- H3 doesn’t combine the
fonts, should be the serif in
bold and should be very short
sentences or keywords.

6- CTS needs to respect the
ortography rules, using only
“sentence case” with the first
letter of the first word capitalized.

Except for the brand name
"Insigneo,” Investment
Professionals,

Insigneo Connect App,
and the ampersand (&).

zinsigneo

Practice
solutions.

Institutional infrastructure

to grow your practice

Your career is defined by the value you deliver to your clients; the infrastructure supporting you should be, too. Elevate your practice with
institutional-grade resources designed for the modem Investrment Professional

y bridging the gap between big-firm stability and professional autonomy, we provide an integrated suite of multi-custody solutions and
advanced support tailored to your growth.

About us Clients Mews Insights Contact Investment Professionals

o 0z
Transition and onboarding support Market research and CIO office
Our dedicated transition team manages the move of your Leverags a 10+ member ClO office that combines
practice with express account opening and seamiess book quantitative screening with a quaktative overlay to provide
ntegration azsel allocation modals, high-comviction liste, and institutional
- rrarket vews to inform your pertiolio atrategy. i
Compliance oversight Investment and banking solutions

Let’s build wealth,
together

4- H4/pharagraph/class
style is the plain font (with
bullets or without) and can
use bold to highlight things.

5- Special indicator: we
have the Insigneo blue type
of typography to be used
when whe have a list,
numbers we want to highlight
or icons we want to use.

Wealth Management
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Typographic
Hierarchy

The recommended typographic and layout
hierarchy must be consistently applied to
ensure clarity, coherence, and optimal
legibility across all materials. This hierarchy
establishes a clear visual order, guiding the
reader naturally through the content while
reinforcing brand consistency.

Layouts should allow generous and evenly
distributed spacing between text blocks and
graphic elements, creating a lighter, more
refined composition that enhances readability
and visual comfort. Overcrowding should be
avoided in favor of balanced negative space
that allows each element to breathe.

For printed and digital layouts in AS format
and larger, text should be organized using
columns to improve structure and scanning.
A standard gutter of 5 mm must be
maintained to ensure proper separation and
alignment between columns.

Color may be incorporated in accordance
with the specific collateral and
communication objectives, always respecting
the established color palette and hierarchy to
preserve visual harmony and brand integrity.

Cover Title

Aeonik Font / Le Monde Font Family
Sentence case
Regular / Bold weight

Mation Over Empire

The US Pivot and
Its Global Riples.

Explaring the im of America’s inward
turn on markets g, and industries.

insigneo

Q Number

Aeonik Font
Sentence case
Regular weight

Description

Aeonik Font
Sentence case
Regular / Bold
weight

Title document

Aeonik Font Family
Sentence case
Regular weight

QUARTERLY CALL G - JANUARY 2027

5. Insigneo Macroeconomic Scorecard & Forecastt

Real GDP, Annual | Source: Insigneo

COUNTRYREGIIN 2024 2034
PRENC TIOINSG: ACTUALS

1.4% 256%

05% 07%

458 4.8%

0.9% 06%

ple, LS. tarifls

welgh on growth. The wpcomin

threats pose significant dow

ustries, particularty Al, rernain a bright spot globally, continu-

Ing Lo SURpPoTT saiact ecorDmigs

6. Recession Probabilities
Creerall Macro Leading Indicator;
2 Calendar Guarters Forwarnd

Sowrce: Insigneo-Forefront
Recessionary Indicator

Graph Title

Aeonik Font Family
Sentence case
Bold weight

2039

FORECAST

21%

0.9%

GOP oot 1o decelerate Further 10 419 Troem this e

Text

Aeonik Font Family
Sentence case
Regular and bold weight

zinsigneo

SIS FeMmMaln WornSorme

we expect real GDF to

at 2.1%, above the trend level of growth,

s Tederal funds rate settling betw
|us, including tax cuts and deregulaton, should
xpect core PCE Iinflation to

nd, with some upward

ond largest economy, we project China's rea

4.8%, hampered by LLE tariffs amd domestic policy constraints
that prevent the govermment from acting aggressively. Indeed,

struchira SELE SUCh as waak con :'.|.r|';:-||r:r' ard |

warkel cormection persist. We continue o expect limited fisca

ry measureas uffickent to offset trade disruptions

For China, the risks of Japanification are mownting

wih subdued. As we have stated inthe

c modal is broken, and it needs more

H ﬁ

11.35% ‘ 0.29% 1.64%

Hovember December

Header Quotes

Le Monde Font Family
Sentence case
Regular and bold weight

QUARTERLY CALL G - JANUARY 2027

It is no secrat that lifespans are langthening. The quastion is

whyy they are doing S0, an

form of twao drivers

factors such as reduced infant mertality, vaccines, cardiovas

ter vaccing
telligence. Mead
actors pushing

longavity o new levels creates a confluence of potential

t they currently hawve encugh

o8, However, when thinking

= from an equity pe &c-

ons assumed o materalize
OUt Daing imsested in tech-

at will flourish over the next ten,

Global Market Outiook

Over thase long horizons, cash i not King; in fact, it can be a

wvary coetly detractor, keeping Investors from reaching their

at is needed is an allecation to strategic equity, or

will mowve, and remdain, an

higher levels over the K Nhere are Investors more
likely to find longewity

.fx!rr':“..:'|!" the industrias are many, mos

growth-oriented eguities?

an be found in the

healthcare, technology, imdustrials, real estate, and even

consumer-orientad industries. Some of the most promising

Subtitle

Aeonik Font Family
Sentence case
Bold weight

Primary
Logo

zinsigneo

oppartunities may even be found at the confluence of two. As

you may have surmised, Al is an accelerant n an éra of

ncreasing lifespans, adding gasoling to Lmning hire and

turning it into a raging cne. Graph ows information com
piled by Software Qualily Magazine, from vanous sources
B thon [WHO] and Mationa

(NCBI). Depicting the

ricluding the Werld Health Organiz

Canter for

58 Of Al &
as of this ye
Radiclogy ard Imaging me
the longevity theme, as inc

pret patient imagery can le

g haalth probéems sconer thar

faster diagn
L r e likeky beac
patient recovery and survival, leading to increazed lifespans.
And this is only the beginning. Studying the same graph, we
can see that mary other highly specialized medical fields at
the cutling edge of science are just beginning (o use Al as a

oo

7 '|I‘|E|QI'|M Key Financial Markets & AssetsForecasts,

G4 2025 | Source: Insigneo

UsD 68

3.0% Gk LIED 2800/0z

cycles, and the increasing use of artificial intelligence. Need
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Graphic Elements

The thoughtful use of graphic elements is one way we give our visual
system a distinctive look and feel. Through consistent and repeated use
of certain forms, we create a visual language that customers associate
with the Insigneo Brand Identity System.
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The Isotype

The Isotype may be applied across
both print and digital materials as a
complementary brand element that
adds depth and dimension to the
visual system. Its presence enriches
the overall brand expression, creating
a more engaging and immersive
experience for the audience.

When used thoughtfully, the Isotype
reinforces brand recognition,
strengthens visual coherence, and
supports the identity without
overpowering primary content.

It functions as a subtle yet powerful
asset, enhancing compositions and
contributing to a refined, cohesive,
and memorable brand presence
across all touchpoints.

Don’t

> Skew or distort the pattern

- Change the colour or add colours
> Use over another pattern or image

Wealth Management
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Big numbers
/ Data

Big numbers and data play a key role in
communicating important information across
Insigneo’s print and digital communications.
They are used to highlight relevant metrics,
key figures, and performance indicators in a
clear, confident, and highly legible manner.

To represent numerical data, the Aeonik
typeface must always be used in its Light or
Regular weights. Its clean, contemporary
structure and exceptional readability ensure
clarity, precision, and visual consistency, even
in data-heavy or complex layouts.

Le Monde Livre Standard is reserved
exclusively for headlines, titles, or the
emphasis of key words and statements.
When applied in data-driven compositions, it
may be used selectively alongside Aeonik to
introduce hierarchy, editorial sophistication,
and narrative emphasis.

Working together, Aeonik and Le Monde
create a balanced typographic relationship:
Aeonik provides structure, functionality, and
clarity, While Le Monde adds refinement,
authority, and sophistication.

Millior
investment professionals
strengthen our presence
in Latin America.

insigneo INSIgNeo

Wealth Management
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Icons

A consistent icon system plays a key role
in strengthening Insigneo’s visual identity
and enhancing overall communication
clarity. lcons serve as intuitive visual cues
that support message comprehension,
simplify complex information, and reinforce
brand recognition through repeated,
coherent use.

When designed and applied consistently,
icons contribute to a unified visual
language that reflects the brand’s
personality with clarity, precision, and
confidence. They help create a seamless
experience across touchpoints while
maintaining a refined and professional
aesthetic.

lcons may be used at both large and small
scales across print and digital materials,

depending on context and functional needs.

Regardless of size or application, the
established icon style must always be
respected to ensure visual consistency,
legibility, and alignment with the Insigneo
brand system.

=

A wide range

o of solutions
a$ A designed to
simplify your
financial life.

==
=

zinsigneo

wealth

insigneo

Access to

liquidity in the form
of cash and Insigneo
shares.

Wealth Management
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Imagery

A picture is worth a thousand words. Still or motion, Insigneo imagery
should depict real people in real situations in real environments.
Never contrived, trite, or clichéd, Insigneo imagery embodies to capture
meaningful moments in the lives of people, and their interactions with
finance ecosytems.

*Some of the following photos were created using Al, and we've shared some
examples of Al prompts in the following link.
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Lifestyle
Photography

(For Clients)

Lifestyle photography captures the
emotional and aspirational essence of
our partners and clients through
genuine, human moments and real
connection. It reflects how people live,
what they value, and the spaces they
inhabit, portraying individuals, couples,
friends, and families across diverse
contexts. The scenes feel unposed and
observational, subjects are immersed in
the moment, not performing or looking
at the camera, allowing authenticity to
lead the visual narrative.

Through natural light, warmth, texture,
and color, we create imagery that feels
organic, intimate, and familiar yet
refined. This visual language elevates
everyday life, positioning the brand within
a premium ecosystem of experiences that
feels both aspirational and attainable,
grounded in relevance, humanity, style,
and purpose.

Wealth Management
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Portrait
Photography

(For Investment Professionals &
Clients)

Portraits are central to our visual
storytelling. Each face, each gesture, is
treated as an extension of the brand’s
personality. Our portrait style moves
away from conventional stock imagery
— it is defined by authenticity, depth,
and artistic precision. Light plays a
structural role: diagonal lines and soft
gradients echo the visual rhythm of the
brand’s identity, particularly the diagonal
form of the “I” in our logo and symbol.

The color palette leans toward curated
blues and refined tonal contrast, while
reflections and translucent materials like
glass introduce depth and layers of
meaning. These visual choices symbolize
self-awareness, diversity, and reflection —
a reminder that looking inward is part of
understanding the broader human story
the brand seeks to tell.

Wealth Management
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Teamwork
Photography

(For Investment Professionals)

Teamwork photography reveals the
brand’s collective spirit — collaboration
in action. It highlights real people, real
moments, and genuine synergy. The

composition of each shot is intentional:

sometimes focusing on an individual
immersed in thought or action, other
times on the dynamic interaction of a
group achieving something together.

The camera’s perspective varies to
emphasize empathy and unity,
capturing the pulse of shared purpose.
Lighting remains consistent with our
overall aesthetic — a calm yet vibrant
blue undertone that communicates
focus, intelligence, and modernity.

These images reflect not only how we
work, but why we work — to create
together, to evolve, and to guide.

TR N

Wealth Management
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Conceptual
Photography

(For Investment Professionals &
Clients)

Conceptual photography is where the
narrative truly begins. Through the
interplay of light and shadow, we create
stories that transcend the ordinary and
position the brand in a space that
competitors rarely explore. These
images are not merely aesthetic — they
are strategic tools that build
atmosphere, emotion, and visual
identity.

Each photograph balances abstraction
and intention, serving as a bridge
between creativity and structure.
Conceptual imagery allows us to sustain
coherence across diverse contexts,
reinforcing the brand’s language even
when the core visual symbols are not
directly present. This universe of
shadows, reflections, and controlled
light becomes the emotional and
intellectual framework of our visual
storytelling.

Wealth Management
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Brand
Applications

<insigneo

UTHALE BRSL

zinsigneo

zinsigneo
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Grid System

The brand adopts this Grid as the foundational system | | zinsigneo

for the construction of all visual assets. This grid is | | «INnsigneo
based on a structure that must be consistently applied

across all formats, scales, and applications. It organizes

content through defined margins, columns, and modular
units, ensuring clear, balanced, and consistent ~
compositions in both print and digital environments.

This system was selected because it reflects Insigneo’s
core values: clarity, order, functionality, and
timelessness. Its disciplined structure places content at
the center of the design process, enabling precise,
coherent, and intentional visual communication. Vertical
1Cai

The Grid serves as a guiding framework that establishes = Insigneo
alignment, proportion, and hierarchy. All layouts should
be built with a deliberate use of white space, leveraging
scale, weight, and positioning to organize information
with clarity and purpose.

In all applications, the grid must coexist with and
respect the recommended clear space of the Insigneo
logo, ensuring that brand elements remain legible,
visually balanced, and uncompromised. While the
system allows flexibility, it maintains strict control over
structure, preserving consistency, legibility, and visual
integrity across every touchpoint.

Wealth Management
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Grid Examples

Markst Cﬂl‘l‘ll‘hﬂl‘ﬂll'j'
¥ January 2026

English Verslon

Nation Over Empire

The US Pivot and
Its Global Riples.

Exploring the impacts of America’s inward
turn on markets, regions, and industries.

Ll

Quarterly Call

(Grid example in a Quarterly Call)

insigneo

It is no secret that fespans are lengthening. The gquestion is
whiy they are doing so, and the answer comes mainly in the form
of two drivers. On one hand, there are the traditional factors
such as reduced infant mortality, vaccines, cardiovascular
medicing, smoking decline, and rising GDP per capita. On the
other, new drivers such as mRMA platforms, faster vaccine
cyeles, and tha incraasing usa of artificial intel del-lplel: Naadlass
to say, the convergence of old and new factors pushing longevi-
ty to new levels creates a confluence of potential opportunities
across several industries

“As we have stated in
the past, Europe’s eco-
nomic model is broken,
and it needs more that
just tinkering.”

Meost investors believe that they currently have enocugh
"growth" exposure in their portfolios. Howeaver, when thinking
in tarms of the "longevity-economy™ from an equity perspec-
tive, we are not referring to "growth” in the traditional sense
Wae ara not talking about traditional stocks with high valuations
and sarmings QTG'L'.'”‘- axpactations assumed to materialize
owvar the next year. We are talking about being investad in tech-
nologies and industries that will flourish over the next ten,
fiftean, and even twanty yaars,

Global Market Outlook

Ower these long horizons, cash is not king; in fact, it can be a
vary costly detractor, keeping investors from reaching theair
goals. What is needed is an allocation to strategic equity, or
longevity-aware global equity, that will move, and remain, at
higher lavals over tha long term. Where are investors more
likely to find longevity-aware, growth-oriented equities?
Although the industries are many, most can be found in the
healthcare, technology, industrials, real estate, and even
consumer-oriented industries. Some of the most premising

< insigneo

opportunities may even be found at the confluence of two. As
you may have surmised, Al is an accelerant in an era of
increasing lifespans, adding gascline to a burning fire and
turning it into a raging one. Graph b shows information coms-
piled by Software Quality Magazine, from various sources
including the World Health Crganization (WHO) and Mational
Cantar for Biotechnology Information (MCEI). Depicting the
use of Al across various medical fields, the graph shows that
as of this year, the vast majornity of Al usage stemmed from the
Radiclogy and Imaging medical field. This is consequential for
the longevity thema, as increased use of Al to read and inter-
prat patient imagery can lead to more accurate diagnoses in
faster tima frames, potentially increasing the chances of detect-
ing health problems sooner than in years past Coupled with the
formulation of faster diagnoses, the increased use of artificial
intelligence will likely lead to improved chances of patient
recovery and survival, leading to increased lifespans,. And this
iz only the beginning. Studying the same graph, we can see
that many other highly specialized medical fields at the cutting
edge of sciance are just beginning to use Al as a tool

7. Ingigneo Key Financial Markets & Assets
Forecasts, G4 2025 | Source: Insigneo

S o |
d 39% Qe USD 2800/oz
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It is no secrat that lifespans are lengthening. The quastion is
why thay are doing 50, and the answer comes mainly in the form
of two drivers. On one hand, there are the traditional factors
such as reduced infant mortality, vaccines, cardiovascular
medicing, emoking dacline, and riging GDP per capita. On tha
other, new drivers guch a8 mRNA platforma, faster vaccing
eycles, and the increasing use of artificial intelligence. Neadless
to say, the convergence of old and new factors pushing longevi-
ty to new levels creates a confluence of potential cpportunities

GUARTERLY CALL G - JANUARY 20227

B, Insignec Macroeconomic Scorecard & Forecastt
Real GDP, Annual | Source: [nsignec

COUNTRY/REGION 024 a4 H2E
PREDICTIONS ACTUALS FORECAST

1.4% 28% 21%
0.5% 07% 0.9%
4.5% 4.8% 4.1%
09% DE% 115

24% 3.2% 28%

Graph 5 summarizes our world economic outlook. Cvarall, wa
expect global growth to moderate to approximately 2.8%,
reflecting policy tightening and geopolitical tensions, For exam-
ple, US. tariffs and reduced global trade integration could
weigh on growth, The upcoming trade war or even just tariff
threats pose :.:gl‘..ﬁcant downside nisks globally, partcu- larly
for Asia. While traditional sectors slow, innova- tion-driven
ndustries, particularly Al, remain a bright spot globally, continu-
ng to support select economies.

In tha United States, our proprietary Insigneo-Forefront reces-
sicnary indicator in Graph 8 remains subdued, indicating only a
i2% chance of a US recession over the next six months,
suggesting an enviranment where it is still prudent to maintain

6. Recesalon Probabllities
Owverall Macro Leading Indicator:
2 Calendar Quarters Forward

Source: Insigneo-Forefront

risk in portfolios. Over a twelve-month horizen, the emdronment
becomes murkier as labor demand concerns remain worrisomea
and on a detericrating path. For 20256, we expact real GDP to
slow but remain robust at 2.1%, above the trend level of growth,
primarily driven by fiscal policies, strong consumar spending,
and business investment in Al and equipment. Risks include
highar rates, tariffe, policy uncertainty, and rastrictive immigra-
tion policies. The Faderal Reserve should continue cutling rates,
with the federal funds rate setting between 3.50%-3.75%.
Fiscal stimulus, including tax cuts and deregulation, should
provida a short-term boost. We expect core PCE inflation to
sattle around 2.3%-2.4% by year-end, with some upward
prassura, potentially, from tariffs and wage growth

For tha world’s second largest economy, we projact China's real
GDP growth to decelerate further to 4.1% from thie year's pace of
4.8%, hampered by US. tariffs and domestic policy constraints
that prevent the government from acting aggressively. Indeed,
structural issues such as weak consumption and housing
market coaction persist. We continue to expect limited fiscal
and monetary measures, insufficient to offsat trade disruptions.
For China, the risks of Japanification are mounting

Tha Euwrczone should grow at 0.9%. constrained by weak
domaestic damand and trade headwinds as well. With inflation
prassures easng, we expect more acute monetary pobcy
easing, but persistent structural inefficiencies and reliance on
exports should keep growth subdued. As we have stated in the
past, Europe's economic modeal is broken, and it needs maore
than just tinkering.

- -

11.35% 0.29% 11.64%

November Dacembear
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Grid Examples

Mimma, FL. 33131

Insignes Secuntes, LLC +1 (A0B) 373-8000 = = H
155 Brickall Ave, PH FI il SR B B0, EOT =] I“Slgneo

M, Florids Dear Valued Client,
February 24 2026 Wa are pleased to inform you that Insignes Feancaal Group, LLEC, has complatad n

Walcoma to Insignea!

ae y | i 1
AT d u ach 1w THAT
LR in L W 1
By integ hr Lo
il L] T T
P F th B F
..... ot
ar th
i
-
e still custadied ot che 1
f il Y
" vE § sl thire I
s e
Headquarters Hew York
i At rd atand cammatted 16 SEMERG YOUT Mise

San Jusn, Pusno koo Call, Colo Buenoo Alrec, Argenting  Santiags, Chille

(Grid example in a Folder)

Your passport to waalth

(Grid example in a Letterhead)
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Kyle M. Hernandez, CFP *®

Print Materials e e = insigne

m. +1 (305) 373-9000 il
m. +1 (305) 373-2000

ALl |

3011 Ponce de Leon, Suite 1410,

Maintaining a brand’s graphic line when creating printed GO oy il
materials is essential for ensuring coherence,
recognition, and professionalism across all touchpoints.

A consistent visual style reinforces the brand’s identity,
allows audiences to immediately identify the brand, and
ensures that every message—regardless of format or
channel—communicates the same personality, tone,
and values. This creates a unified experience and
strengthens consumer trust.

Do

> Print in CMYK or Pantone
> Test print for colour
consistency

Don’t
> Print from a RGB document

> Print from a low resolution
document

T,

.
Exe
=

-
5
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Business Cards
Co-Branded General Premium
Business Business Business
Card Card Card
Kyle M. Hernandez, CFP © Kyle M. Hernandez, CFP © Giovanna Souza
kyle.hernandez@insigneo.com kyle.hernandez@insigneo.com
d. +1(309) 891-3314 d. +1(305) 891-3314
m. +1(305) 373-9000 1] m. + (305) 373-9000
m. +1 (305) 373-3000 ~ m. +1 (305) 373-9000
o . giovanna.socuza@insigneo.com 1221 Brickell Avenue, PH Floor
e 3011 Foneco de Leon, Sutte 110, cqi_cn {::E?T; ag:;m : ; Miami, FL 33 il 0¥
Coral Gables, FL 33134 Coral Gables. FL 33134 s {3[}5;‘ 373-9000 Nsigneo.com
Securities offered through Insigneo Securities, LLG, member of FINRASSIPC. Investment advisary Sacurities offered through Insignes Securities, LLC, member of FINRA/SIPC. ?rrlrl-:ltlrlrrj-_-r-.l.:-;r'ﬂl L:_I“ i e e e
services offered through Insigneo Advisory Services, LLC, rvestment advisory services offered through Insigneo Advisory Services, LLC, £
zinsigneo zinsigneo
wealth wealth
VV S CIL VV S CIL
*Please find the specifications of each business card on the next pages of this brandbook.
: Wealth Management




Brand Applications

Insigneo

51

Premium Print

Name and
charge

Le Monde Font Family
J/Aeonik Font Family
Sentence case

Contact
information

Aeonik Font Family
Regular / Bold weight

Embossed
Primary
Logo

Business Card

Gilovanna Souza

giovanna.souza@insigneo.com 1221 Brickell Avenue, PH Floor
d. +1(305) 891-3314 Miami, FL 33131
m. +1 (305) 373-9000

Se=aurltles offersd ough insignso Seauritlss, LLC, mem|
Investment advisory servioes offersd throwgh Insigneo Ady

Premium printing should explore marbled papers or
highly distinctive substrates. Finishes should enhance
this character, with logos applied in relief or embossed
details. This approach elevates the perceived value of
each piece, allowing the brand to be remembered not
only for its logo, but also for its texture and refined,

high-end look.

Letterhead

Insigneo Securities, LLC
1221 Brickell Ave, PH FI.
Miami, FL. 33131

Miami, Florida
February 24t 2026

Your passport to wealth

Disclaimer

Aeonik Font Family
Sentence case

nfo@inegnen.om «INSi

insigneo.com

neo

wealth

— Primary
Logo

Contact Aeonik Font Family

Dear Valued Client,

We are pleased to inform you that Insigneo Financial Group, LLC, has completed its
acquisition of VectorGlobal Investment Advisory Group Canada ULC, an unlimited
liability company continued under the Laws of British Columbia, effective May 1,
2026. The firm has been renamed Insigneo Canada.

Welcome to Insigneo!

We have been serving clients globally for almost 40 years. Our unwavering commit-
ment to the Americas has established us as a leading US-based wealth management
firm, now overseeing more than $30 billion in client assets. At the heart of our

success is a dedication to exceptional service and a drive to simplify complex

information Sentence case

Aeonik Font Family

matters whenever possible. By integrating state-of-the-art technology with a culture
of innovation, we further differentiate our platform. Furthermore, our leadership team
brings deep expertise in the wealth management industry, with a specialized
understanding of the unique needs of international clients.

The values that characterize us have positioned Insigneo as a leading wealth
management platform. These values are exceptional customer service, simplicity,
state-of-the-art technology, and innovation. For the past 40 years, we have had a
single focus: to create prosperity for clients around the world by understanding their

unique needs and anticipating market trends to provide customized solutions.

Your investment assets are still custodied at Fidelity Clearing Canada ULC, and your
trusted Investment Professional remain the same. You will be able to process transactions

in the same way as you have done in the past, through your Investment Professional.

For more information about our services, our customer relationship with you, and
important disclosures, including those related to Regulation B, please use insigneo.com
We look forward to greeting you as a client and stand committed to serving your needs.

In good wealth,
Insigneo.

Insigneo Financial Group, LLC comprises a number of operat
in various jurisdictions.. Securities brokerage is offered thrc
in Puerto Rico, and through Insigneo Securities, LLC, hez
Regulatory Authority (FINRA) and Securities Investors Prot
through Insigneo International Asesores de Inversion Urt
Asesores de Inversion de Uruguay SRL, in Argentina thro!
Financieras, SPA. Collectively, these eight operating busi
broker dealers, including their conflicts of interest and f

1221 Brickell Avenue, PH

C O ntaCt Miami, Florida 33131
i nfo rm atl on insigneo.com

Letter Envelope

Body copy

Sentence case

Regular / Bold weight

12 pt

insigneo

|sotype

Primary
Logo

Wealth Management
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Premium Print Examples

Sports Cap Envelope

|sotype

For stitched or embroidered
applications, it is recommended
to remove the “wealth” descriptor
to preserve legibility and prevent
it from becoming a visual blur.

O Karta VISA

Isotype b Notepad
i Embossed
(NsIgneo Primary
.’- Logo
||
Glovanna Souza
Primary
Logo —EEAaEi[e[plEle)
Credit Card
______________ e
Cards
Folder
: Wealth Management
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Basic Print

For standard applications,
printing can be produced using

Name and
charge

Le Monde Font Family
/Aeonik Font Family
Sentence case

Name and
charge

Le Monde Font Family
J/Aeonik Font Family
Sentence case

. : Partner logo |sotype
conventional methods, either Contact 9 yp
through local print shops or information
in-office solutions. These ‘ ‘ | _
: Aeonik Font Family Kyle M. Hernandez, CFP * Santiago Aboal F
executions rely on standard Bold / Regular weight S —— P . ol
paper StOCkS and do nOt reqUIre Email santiago.aboal@insigneo.com .
. kyle.hernandez@insigneo.com Main +598 2518 3333 int. 4121 White space
advanced finishes. The focus d. +1(305) 891-3314 @ Mobile +588 965 300 013 / +598 99 28 1001 for notes
. . m. +1 (305) 373-9000
should remain on clarity, Disclaimer s e it O kA Comtact
301 Ponge de Leon, Suite 1440, RNES T WEALTT
ConSIStenCys and CorreCt use Of Aeonik Font Family Coral Gables, FL 33134 Insigneo Asesor Ruta 8 km 17.500, Zonamerica, Beta 4, Iﬂ?(?l’l’%c;tlon
the visual system rather than on Bold / Regular weight winsigneo.com Internacional A, Oficina 001A. Montevideo, Uruguay.
special materials or complex corico olred INGuGh Ingnes ity Soraeen LG, | e e e e e i o Aeonik Font Family
. . R I Bold ight
production techniques. A
Looking for optimal results when
producing these materials, we
recommend using the grids
shown earlier in these brand
Juceines =insigneo =insigneo
Pri - = Primary
ary wealth wealth Logo
Logo
Co-Branded Business Card General Business Card
: Wealth Management
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Basic Print

Disclaimer

Aeonik Font Family
Sentence case

Letterhead

Insigneo Securities, LLC
1221 Brickell Ave, PH FI.
Miami, FL. 33131

Miami, Florida
February 24t 2026

+1(305) 373-9000 »
info@insigneo.com ‘
insigneo.com

insig

neo

wealth

Your passport to wealth

information

Dear Valued Client,

We are pleased to inform you that Insigneo Financial Group, LLC, has completed its
acquisition of VectorGlobal Investment Advisory Group Canada ULC, an unlimited
liability company continued under the Laws of British Columbia, effective May 1,

2026. The firm has been renamed Insigneo Canada.
Welcome to Insigneo!

We have been serving clients globally for almost 40 years. Our unwavering commit-
ment to the Americas has established us as a leading US-based wealth management
firm, now overseeing more than $30 billion in client assets. At the heart of our
success is a dedication to exceptional service and a drive to simplify complex
matters whenever possible. By integrating state-of-the-art technology with a culture
of innovation, we further differentiate our platform. Furthermore, our leadership team
brings deep expertise in the wealth management industry, with a specialized

understanding of the unique needs of international clients.

The values that characterize us have positioned Insigneo as a leading wealth
management platform. These values are exceptional customer service, simplicity,
state-of-the-art technology, and innovation. For the past 40 years, we have had a
single focus: to create prosperity for clients around the world by understanding their

unique needs and anticipating market trends to provide customized solutions.

Your investment assets are still custodied at Fidelity Clearing Canada ULC, and your
trusted Investment Professional remain the same. You will be able to process transactions
in the same way as you have done in the past, through your Investment Professional.

For more information about our services, our customer relationship with you, and
important disclosures, including those related to Regulation BI, please use insigneo.com
We look forward to greeting you as a client and stand committed to serving your needs.

In good wealth,
Insigneo.

Insigneo Financial Group, LLC comprises a number of opera
in various jurisdictions.. Securities brokerage is offered thr

in Puerto Rico, and through Insigneo Securities, LLC, her

Regulatory Authority (FINRA) and Securities Investors Pro

through Insigneo International Asesores de Inversion Ur

Asesores de Inversion de Uruguay SRL, in Argentina thre

Financieras, SPA. Collectively, these eight operating bus ——

broker dealers, including their conflicts of interest and ¢ T TT——

1221 Brickell Avenue, PH

C O ntaCt __ B Miami, Florida 33131

insigneo.com

Primary
Logo

Aeonik Font Family
Sentence case

Contact
information

Aeonik Font Family
Sentence case
Regular / Bold weight
12 pt

Body copy

Isotype

zinsigneo —— Primary
wealth Logo

Letter Envelope
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Digital Pieces

Maintaining a brand’s graphic line
when creating digital content
across various channels—such as
social media, podcasts, mailings,
and videos—is essential for
building a strong and consistent
presence.

A cohesive visual identity
enhances immediate recognition,
reinforces the brand’s personality,

and builds trust with the audience.

It also ensures that every piece,
regardless of format or platform,
communicates the same values
and style, creating a unified and
professional experience
throughout the digital ecosystem.

Social Media Contents

Header

Le Monde Font /
Aeonik Font Family
Sentence case

RE: Insights | Weekly Recap - February 16 to
20 (For approval)

@ Insigneo Marketing @ Research

O Iraigits O Social Madis A Insigres.com

engage with
Copy our Advisors.

Aeonik Font Family . .
Sentence case —— Decades of dedicated service

have allowed us to perfect our
support to the fullest.

Stay up-to-date with the
latest insights from our
Research Team.

Primary Logo .
or Isotype —a INSIgNEO

» Market Update » Weekly Marke! Musings

Have you heard about
the C.O.W. stocks?

We have all heard of the
Magnificent Seven stocks and
some of us may even remember
the FANGS but have you heard
about the COWs?

& ~ Reply All

‘ insigneo

Access to

liquidity in the form
of cash and Insigneo
shares.

|sotype or
primary
logo

lcons

Insigneo
Brand Icons

Copy

Le Monde font /
Aeonik Font Family
Sentence case
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Name, charge
and e-mail

Le Monde Font Family
J/Aeonik Font Family
Sentence case

Contact

O insighta zinsigneo

Stay up-to-date with the
latest insights from our
Research Team.

Email signature

Untithed + bruna.sirani@insigresgroup, com
i Discard & Attach File & Signature &) Copilot ~

Siriani, Bruno (brunc.sirani@nsig

sveloprnents from our
Research Team.

Lorerm ipsum dolor sit amed,

Consecletur adipiscing ait. Integer quis elemanium mi. Duis aliquel nisi quis lacus vulputale varnius. Nunc ac |atus
at enim vulputate efficitur. Curabitur sit amet massa ut erat pretium luctus. Vestibulum vilae orci tempor, pharelra

+ Market Update » Weekly Market Musings

mi id, ullamcorper neque. Sed ullamcorper, tellus sit amel commodo elementum, sem mauris finibus massa, id
bibendum maures nisl et lacus. Mortd sed dolor a est porta viverra nec at lectus.,

Have you heard about
the C.O.W. stocks?

We have all heard of the
Magnificent Seven stocks and
some of us may even remember
the FANGS but have you heard __,"

about the COWs?Y TR
B = Read more here G

Mario Cabrera MSF, WMSE mariz. cabreraf@insigneo.com
Invest rofass mobile <1 (305) 244-2387
direct +1 (305) 357-807T

main +1 (3035) 373-9000

2iNsi g neo 1221 Brickell Avenue, PH Floor

wealth Miami, Florida 33131

Weekly Tuesday Moming Podcas! » Market and Economic Updates

information

Aeonik Font Family
Sentence case

Audiovisual
content

Maintaining the visual guidelines defined
in this brand manual across video and
audiovisual content is essential to
ensure consistency, recognition, and
brand coherence. Applying the same
graphic principles reinforces Insigneo’s
identity across all formats, creating a
unified and credible brand experience
regardless every visual material.

Video

" Tuesday podcast: market
m and economic updates
Femember by subscribing to
weekly Updatas this podcast, you will
frtjm thﬂ' ClD automatically receive the latest

apisodes downloaded to your
computer or portable dewvice,

Listen now E:;'}

» Market Update » Wieekly Market Musings

“Pass the Baton”
Healthcare and
financials beneficiaries
of next market cycle

We have all heard of the

Magnificent Seven stocks and

some of us may even remember
the FANGs but have you heard Watch it he
about the COWSs?Y

Every brand begins with a vision.

Sincerely,
The Research Team

Zinsigneo
Insignea © 2021 All nghls resenved | 1221 Brickell Avenue, PH. Mami, Flord

Terms of Use | Privacy Policy | Insigneo Legal Ensties | Regulatory Disclosures

in X @ f @ @ ©

Primary
Logo

The logotype should be positioned at
the top right of the layout. This
placement reinforces brand recognition
from the first visual interaction and sets
a clear hierarchy for the content that
follows.

—— Intro copy

Aeonik Font / Le
Monde Font Family
Sentence case
Regular / Bold weight

Title

Aeonik Font Family
Sentence case
Bold weight

Description

Aeonik Font Family
Sentence case
Regular weight

Primary Logo

In this placement, it acts as a rubric,
reinforcing brand recognition while
providing a refined and intentional
endpoint to the communication.

Contact information

Aeonik Font Family
Sentence case
Regular / Bold weight
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uarterly Call

= Insigneo

Two talls of risk your job Is to price both

nisignen Forecast

Two tails of risk your job is to price both

Mo Conmentay ‘insigneo

B R 0 - A 30T

N ——
P by et i bl e

T, |y, ebariiah, e e, B
T i ke, o o D e E—

20008 Rsal QDP [¥ey fonrecast, 5]

United States

European Union

Japan
China

Insignes Forecast
Two tails of risk your job is to price both

SnT— ‘insigneo

Crenrall Maers Laading Indcalor

Recession Probabilities Two Calendar
Quarters Forward

(TIPS Ecanarry in Motion: Tha Kinatis Art of Turning Enaegy inte Wealth

Nation Over Empire

The US Pivot and
Its Global Riples.

Exploring the impacts of America’s inward
turn on markets, regions, and industries.

English Version

16.22%
Decamber

Fodara Rosarye Char

Jerome H. Powell

:insigneo

skt Commantary
¥ Raragary D020

.insigneo

Lot U Econony in Maotion: The Kinetic Art of Turmning Energy into Wealth

GMSTERLY CALL O = MMNUARY J037

«insigneo

&, Insigres Matrosconamic Scorscard & Forecastt

e g
Ay ] B w
PSLTIOME  ACTUALS ne 2
i &,
-.
gt i
i
8. Recesslon Probabiithes
Cromanll bz L b
3 Calrclar G — —
1.36% 0.20% 1.64%
Mot [acambar

Bource: Insignao- Forsfront

RCiabonady inchoabor

Assnt { Banchmark Houss YE 203

S&P 500

GMSTERLY CALL O = MMNUARY J037

Olobal Markst Tuthook

LIS 10-year Treasury Yield 4110 4.2%

Gold (USDioz) 4,800

Bitcoin (LISD) 120,000

Brent crude (USDybarrel) 60
US IG credit spread (OAS) 100 bp

2020 forecabs

Key global assets

US HY credit spread (OAS) 340 bp

a iﬂEigﬂEl} Lo B Economy in Motion: The Kinetic Art of Turning Energry into Weaith

«insigneo

T. Insigrees Key Firarial Markets & AssetsForecasts,

Insdgrass Forncasd
Two tails of risk your job is to price both

(TSR PO Econony in Motion: The Hinetic Art of Turning Energy into Weakth  [IRETRE=tls al=te]
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