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Our Story



Our brand story

Our brand story sums up our approach, values and feelings in one statement.

The law can only help you if you're in the right hands. But as times change, the traditional
models of legal firms have become outdated. Clients and colleagues expect more: as their
world changes, they want to trust in a firm that understands change. We need a new way
for legal firms to enter the modern world, in a way that is fair, progressive, and works for
everyone equally.

gunnercooke is a bold rethinking of how the law can work for all. Using only senior partners,

with fair remuneration, flexibility and transparency on fees, and a core of strong values and
sense of purpose, we bring peace of mind to clients and quality of life to our people.

Our Story : 4



Who we are

These statements help others understand where we are and why we work.

Our Positioning Our Brand ldeal Our Proposition

To colleagues and clients, gunnercooke is gunnercooke believes the world would be A consistent approach towards positive
the only law firm that provides authority, a better place if we all had the honest change through upholding strong, modern
flexibility and transparency thanks to a advice and helpful support we need for values.

unique structure and modern mindset, peace of mind.

for a values-led and effective experience.

Our Story : 5



Our Characteristics



4+4+1

Our 4 Objectives:

« To be the leading M&A, Private Equity
and Restructuring legal boutique in
the world.

« To be the leading Commercial law
group in the UK through brilliant
customer service.

« Jo be avalue-led business with
a conscience.

« To be the law firm of choice for all
senior lawyers.

4+ = Why

Four objectives. Four Values. One Purpose.

t's why we do what we do.

Our 4 Values:
* [Innovation
« Service
« Teamwork

« Nudge

Our Purpose:

We give peace of mind to clients. When
they instruct us, they pass us their
challenges, issues and problems. We have
the skills and authority to reassure them that
they are in the best hands, and that we can
give them the peace of mind they desire.

Our Why:

We exist to deliver a better legal service
to businesses, a better life for lawyers and
our people, and a better world than the
one we found.



Our values

Our four core values are integral to all our decisions and communications.

Innovation Teamwork
- We believe in being bold, exciting - We believe in working together in collaborative,
and disruptive creative ways
- We believe in new ways of working for good - We believe in making smarter, faster

- connections possible
* We aim to make our company modern P

world leaders « \We aim to combine our talents to make

something uniquely powerful
Service

* We believe in giving our clients the very best Nudge

service at all times « We believe constant self-improvement

- We believe our colleagues deserve the life drives positive change

and rewards they want - We believe becoming better, more experienced

. : : individuals gives clients better results
« We aim to make our service fair to all who 5

work with us - We aim to create rounded, trusted advisors
able to support clients beyond the standard
transactions of legal processes

Our Characteristics : 8



Our personality

Our personality can be summarised in a few simple traits to help you identify our brand.

Daring - we are free thinkers.

We provide a distinctly visionary alternative

to tradition. It makes us stand out with a unique
personality that provides surprisingly fresh
perspectives.

Imaginative - we see a new way forward.

We are modern, and understand that progress
is only worth having if it provides a better
experience of life for all. This is shown in our
pursuit of clear communication and outstanding
service delivered in a contemporary way.

Intelligent - we're a safe pair of hands.

We can be different and progressive with
confidence, because it's built on the strongest
foundation. Experience. We're proud of our
authority and expertise, because it helps drive
our company forward.

Inspiring — we stand above the fray.

We are true leaders, with stability and experience
that stand out as exceptional. This removes

us from the race to the bottom, and from the
cutthroat and competitive. We are staunchly
independent and above the noise of the crowd.

Our Characteristics : 9



Our tone of voice

This is how our voice really sounds, presenting a consistent and distinctive style.

Confident and clear

We are efficient, jargon-free communicators,
speaking with warmth and energy about the
difference we can make to people’s lives. That
means clear, crisp and precise language - staying
sharp, in good English, and being to the point.

Authoritative and capable

We convey our expertise and competence by
demonstrating our leadership in ideas and actions,
providing proof in facts, data and argument. We
define, provide references, and give people options.

Personal and helpful

We speak like humans, using personal forms

of address and talk about ourselves as a collective
of individuals, not a corporate entity. We always
iInvite conversations and questions, learning from
others and giving a sense of cooperation

and collaboration.

Surprising and bold

We sound exciting, imaginative and daring.
We aren't afraid to suggest big ideas. Use new
forms. Tear up the rulebook. If it means getting
to somewhere better, we go there. It's about
articulating challenging, disruptive ideas in

a constructive way.

Qur Characteristics : 10



Logo



gunnercooke



Logo & tagline

A literal and sensible copy line that expresses
the position of the group as seen by clients:
they are relied upon to be experts, with
discretion and mastery, able to work for the
best interests of the client. They are advisors,
In the sense of guiding through sensible,
actionable and collaborative thinking.

gunnercooke

Trusted Advisors



Logo colour

gunnercooke gunnercooke

Trusted Advisors Trusted Advisors

Logo : 14



Clear space

The logo has a clear space measured using the ‘0
character added around it. Nothing should enter
the minimum clear space area.

gunnercooke

Trusted Advisors

Logo : 15



SI1ZIng

The logo can be used at different sizes
depending on the size of the touchpoint.
Here are some useful minimum logo sizes
for A size formats.

The logo can be scaled up where more
Impact is required, but the negative space
around the logo must never be
encroached upon.

Make sure the logo is never smaller
than W30mm (W = width).

For usage below W50mm the tagline
should be removed.

gunnercooke

gunnercooke

gunnercooke

Trusted Advisors

gunnercooke

Trusted Advisors

gunnercooke

Trusted Advisors

gunnercooke

Trusted Advisors

W30mm - Minimum

W40mm - A5

W50mm - A4

W70mm - A3

W100mm - A2

W140mm - Al

Logo : 16



Digital sizing

There are two sizes for digital devices,
mobile and desktop.

For usage on mobile the tagline should
be removed.

gunnercooke

Trusted Advisors

W250px - Desktop

gunnercooke

W140px - Mobile

Logo : 17/



Positioning

I
The logo should only be placed in the top L
left corner so that it is the first thing to be gunnercooke & gunnercooke

Trusted Advisors

Trusted Advisors

seen on any page. In cases where the logo
Is the only item on the page it can then be
moved to the centre.

When using the logo on photography,
place it in the clearest and calmest area
of the image to ensure maximum impact.

gunnercooke

Trusted Advisors

Logo : 18



Our group

gunnercooke is the parent of several
companies within our group. Each brand
In the group shares our clear, direct and
refreshing approach, and so when working
with these companies, please apply the
same rules.

Our group logos should take lead from the
core company with the following.

Logo Colour
All uses of 100% black should be changed
to our dark grey

Clear Space
Respected clear space should be applied
to all group logos

Positioning
The brand should be placed top left corner,

so that it is the first thing to be seen on any

page.

gunnercookeOP

gunnercookeCoaching

gunnercooke

gcIrustees

nspire.

C: /OM: 22Y: 24 K: 3
R: 74 G: 155 B: 179
#429bb3

C:85M:/0Y:0K: 10
R: 60 G: /8 B: 149
#3c4e95

C:OM:57Y:61K:0
R: 253 G: 138 B: 96
#fd8asb0

C:9M:0VY: 892K:0
R: 246 G: 233 B: 14
#f6e90e

C:OM:20Y: 93 K: 0
R: 255 G: 205 B: O
#ffcdOO

C:54M:96Y:11K: 2
R: 140 G: 41 B: 123
#8c29/b

C:1I1M:90Y:0K: 0O
R:234 G: 45 B: 141
#ea2d8d

C:82M:76Y:34K: 24

R:66 G: 63 B: 100
#423164

Logo: 19



Logo don'ts

e Don't use any other colour for the logo from those stated
e Don't alter, rotate, or modify the logo.

e Don’t animate the logo

e Don't surround the logo with other logos

e Don't overemphasize the logo.

e Don't encroach the logos clear space.

Logo : 20



Colour



Core colours

Our brand is clean, clear and minimal.
To achieve this, it's important to include
generous white space in designs.

The black to white core colours of our
brand provide a neutral platform. We are
predominantly white with uses of grey to
direct the eye and divide information.

Light Grey
#B1B1B4
R:177
G: 177
B: 180

33
5

Z0

2
24
4

_<

/N

Dark Grey

#2C2C30

Off White
#EAEAEB
R: 234

G: 234
B: 235

®

10
/

<

A <

/
O

Mid Grey

#/70/073

R: 112
G: 112
B: 115

C: 54
M: 44
Y: 41
K: 26

White
#000000
R: 255

G: 255
B: 255

2B ENR
OO 5O

Colours : 22



Secondary colours

Raspberry

#AA1D4/

Our secondary colours are used sparingly
but effectively. Our Raspberry colour is for
headlines whilst Plum and Mustard help
with infographics.

R: 170
G: 29
B: 71

Plum

#363264

R: 54
G: 50
B: 100

Mustard
#A87530
R: 168

G: 117
B: 48

Colours : 23



Colour don'ts

e Don't over use any colour
)
e Don't use secondary colours as background colours
)
e Don't alter any colour
e Don't use secondary colours for other group companies

e Don't overlay colour onto photography

Colours : 24



Typography



Preferred typeface
Lato - Light

Our typeface is Lato. It is used in its Light
weight. When Lato is unavailable, please

ABCDEFGHIJKLMN

Lato has an open font license and can be

downloaded at: ‘ : ‘ l ‘
fonts.google.com/specimen/Lato O P Q S \/\/\/XYZ

abcdefghijkimn
OPgrstuvwxyz

1234567390



Hierarchy and colour

Different colours and sizes are used to
create hierarchy in all communications.

Line height is set at 20% looser than the
default setting.

1. Large headline - Raspberry

2. Sub-headline - Dark grey

3. Body copy - Dark grey

4. Quotes & captions - Raspberry
5. Figures - Raspberry

Fmotive headline

This is sub-headline copy. An introduction
before the main body of the text.

Body copy will help readers develop a greater understanding of
the headline and subject matter. This is where in-depth detail and
explanations are given to the reader.

‘Quotes and captions can be pulled out within body copy”

30% - 100%

Typography : 27



Alternative typeface

When there are font limitations, Arial can be
substituted for Lato. Use the same the same
rules as before for colour and hierarchy.

Emotive headline

This is sub-headline copy. An introduction
before the main body of the text.

Body copy will help readers develop a greater understanding of
the headline and subject matter. This is where in-depth detail and
explanations are given to the reader.

“Quotes and captions can be pulled out within body copy”

80% - 100%

Typography : 28



Typography don'ts

e Don't use any other font than those mentioned

e Don't use any other weight than those stated

e Don't use our old font Georgia

e Don’'t mix Lato and Arial together

e Don't use any colour other than the ones stated

e Don't overcrowd type

e Don'’t leave line height set to default, Line height should be set at 20% looser

e Don't strech or warp type

Typography : 29



Photography



Overview

T

Photography : 31




Lifestyle principles

With our focus on the people of gunnercooke. Use the rules
below to make our photography distinctive and ownable.

01 - Focus
Clear emphasis on people with plenty of clear space
around them.

02 - Colour
Natural and authentic colours. Nothing too vibrant, poppy
or brash.

03 - Expression
Talent should be captured in the moment with real
expressions and authentic poses.

04 - Background
The backgrounds should be clean and clear so that
typography can be placed over the top if needed.

05 - End result
Overall the photography is naturally soft, warm and positive
In tone.

06- Stock photography
If stock photography is required please align to the above rules




-nviroment principles

When we photograph our environment, objects or buildings,
the following rule apply.

01 - Focus
A candid style, understated, with a snapshot approach.

02 - Colour
Natural and authentic colours. Nothing too vibrant, poppy
or brash.

03 - Depth of field
Differentiation between the foreground and background
environment can add an abstract quality if needed.

04 - Background
The backgrounds should be clean and clear so that
typography can be placed over the top if needed.

05 - End result
Overall the photography feels naturally soft, warm, and
positive in tone.

06- Stock photography
If stock photography is required please align to the above rules




Headlines on imagery

Type should be placed on the clearest
and calmest area of the image to ensure
maximum clarity. This can be the top,
bottom, corner or centre, but will vary
across each image.

Always choose the area that will provide
optimum legibility.

Allow generous clear space between
headline text and the person in an image.

AY | .
o T

——————
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Photography :
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Photography don'ts

e Don't use dark imagery

e Don't over crowd images

e Don't place body copy over images
e Don't overlay line work on images

e Don't overlay colour on images

Photography : 35



Charts and statistics



Charts

Chart data is displayed using light keylines . Industrial
and different colours from our colour palette.

Design should be as simple and possible

to give maximum clarity of the information.

04 — Commercial

02 —
14

Jan Feb Mar Apr May Jun

12

10

08

06

04

02

Ql Q2 Q3 Q4 2020




Statistics

Statistical data is represented using light
keylines and minimal colour. Columns
and tables should be given clear space
and organised clearly without overloading
information.

2018 2019
Infrastructure 37.7% 37.7%
Construction 22.3% 22.3%
Property 17.6% 17.6%
Resources 13.1% 13.1%
Employment 8.3% 8.3%

227

227

227

Consumer

Energy

Technology

Health care

Industry

Telecoms

Uftilities

Finance

Construction

6.4%

5.2%

4.7%

4.5%

3.9%

3.2%

2.2%

1.6%

0.9%

1340.5

2030.2

1804.3

907.6

1203.1

809.4

665.2

1029.3

943.7

1481.2

2065.3

1963

1076.8

1217.9

885.8

742.5

1201.6

952.1

2823.7
4332.9
3248.7
2034.3
2456.1
1793.3
1432.4
2045.2

1765.9

Charts and statistics : 38



Shape



Overview

gunnercooke is a company where many
different facets work together, bringing their
own expertise and abilities. We are built
from different partners, different services,
each with different stories.

Our shape devices articulate this bold idea.
They come together to form distinct blocks.
We can either use individual parts of this
block, or subtle line work, to create a sense
of dynamism and collaboration.

Shape : 40



Shapes with imagery

Our layouts can benefit from large images
framed within our bold shapes. These simple
layouts create a dynamic look on the page.

Shape : 41



L Ine work

Subtle line work can be used on
applications without imagery for
particular needs.

Keylines should follow these rules:

e Width <Imm
e Colour light grey
e Overlay effect

e 50% opacity

Shape : 42



Shape don'ts

e Don't over use line work

e Don't use different colour lines

e Don't make line work too complicated
e Don't use line work over images

e Don't framed images and non framed images together

Shape : 43



Grids



The grid

Our layout grid ensures we have consistent
structure across all applications. Follow
these simple steps to create layout grids
for Powerpoint and A4 formats

Margin = 80px Columns = 12 Gutter = 24px




Using the grid - Powerpoint

Our grid provides flexibility when positioning
type and imagery. Different columns can be
used to help with pace in the document.

Tax and business Tax and business

Investigation Investigation
2018 2019
Ur atet fugia lconsequam, offic te alitat am, sincipi denditati Erae voluptalspercimo maionsectus iur, sa sinisintibus sapis . .
deliquam verenienis alitam, excesse quidit fuga. Ecepuda eat aut hitium faceperum, eum eossequi audam autat que Infrastrugture 37.7% 37.7%
ndipiet faccus, sit as natem fugia elecus nient, optate omnis od quia eum, sus moluptalquia se pro con pre eniae. Od quid
simento blam conseque voluptas aciloffictur ad et quis et esequam am|doluptas volupta pliquid emporehendi occulla Construction 22.8% 22.3%
ipsum nonsequiant, te et audante mquatquis apeliti usciis el i
ipsantur atet|qui simet disqui quat. » Ecepuda ndipiet quid el faccus Property 17.6% 17.6%
Erae volupta spercimo maionsectus iur, sa sinisintibus sapis %’__ « Offic te alitat am, sincipi denditati deliquam ResoUrces 13.1% 13.1%
eat aut hitium faceperum, eum eossequi audam autat que S0 . .
. . . ) = » Voluptas offic et ipsum nonsequiant
od quia eum, sus moluptaquia se pro con pre eniae. Od quid S% l .
esequam am|doluptas volupta pliquid emporehendi occulla = « Molupta quia se| pro con pre eniae Employment 8.3% 8.3%

Ode quid eslequam am doluptas volupta
emporehendi volupta el occulla.

Grids : 46



Using the grid - Prin

With high volumes of text and information,
less is more when it comes to graphics

and imagery. Give clear space to text and
infographics using the grid as a guide.

Tax and business
investigation

Eque officitatur, odignatinis quiatquiatem
laccum enet laccus re, nos dis ent quat.

Ab illitis et accullupta accupta nihil il erest,
as expedi blaborum acia quiatiamust, qui

a sit im fugiaerrovit quisit doluptior aut rat
aditaturios es ne vellauta saperatum iur?

Ur, optas ex et que volaris raecaerorios
suntur am reped que ini autem re nimendi
ius, sa con et laborrum unde por antem re
repedit dolorecus voluptaspis quiditat ex
eius ent la comnisquid eserspe rferitatet vo-
lorporerum ium venis aut pa cum|faceror re,
sit liquibust, voluptur sitestore que nis maio
totasimus repe vent, quiatum recuptam ut
que ius eum laborestibus est, et qut apere
et, ex et latiant aut vidernatum voluptat.

Untium quati unt de volorias ad magnis sitas
dolo omnis ut enturio rporumaqui dolorpossi
acere nosapide verum aut dolessin nest
venis doluptat voluptatem esci quo eos re
voluptat plab incto voloreremque odit odi-
orerum eseguaecerum guam eum eumaqui
niam quaeptas earunt, arum dolendi ut
voluptaquae sin nihit porum ad ut ut excea
volumqguam, nature volorecto explace pe-
lecabo. Nonesequid milias inctore pratinita
derciet optatus anditem et repudit

Ur atet fugia consequam, offic te alitat am,
sincipi denditati deliquam verenienis alitam,
excesse quidit fuga. Ecepuda ndipiet faccus,
sit as natem fugia elecus nient, optate omnis
simento blam conseque voluptas aci offictur
ad et quis et ipsum nonsequiant, te et
audante mquatquis apeliti usciis el ipsantur
atet qui simet disqui quat.

Erae volupta spercimo maionsectus iur, sa
sinisintibus sapis eat aut hitium faceperum,
eum eossequi audam autat que od quia
eum, sus/molupta quia se pro con pre eniae.
Od quid esequam am doluptas volupta
pliquid emporehendi occullaNem qui omnim
sum inctur aliquatur, salendempero qui
ulparum autem quo molor maio ommosse-
quam eumaquam, omnimperia prem vend-
est iberrovit, excescipsunt dolorerum vid
quatiatur, voluptatur ant fugia cone estius
ne niminullabor mi, unt, sequae volum qua-
sitiatium verem inciam inulparum volupta
tiatest, officil ipsaperios dellum id maioriam,
conseque volum ut omnimet ustotatem
rempos rem ipsus iur, sit aut fugia volorro
ipis velectiat vitisci ditatio nseque quae.
Nem dolorer ovitatem que reperuntis

Tax and business
investigation

Eque officitatur, odignatinis quiatquiatem
laccum enet laccus re, nos dis ent quat.
Ab illitis et accullupta accupta nihil il erest,
as expedi blaborum acia quiatiamust, qui
a sit im fugiaerrovit quisit doluptior aut rat
aditaturios es ne vellauta saperatum iur?
Ur, optas ex et que volaris raecaerorios
suntur am reped que ini autem re nimendi
ius, sa con et laborrum unde por antem

re repedit dolorecus voluptaspis quiditat
occullaNem qui omnim sum inctur aliquatur,
solendempero qui ulparum autem quo
molor maio ommos

2018
Infrastructure 37.7%
Construction 22.3%
Property 17.6%
Resources 13.1%
Employment 8.3%

Ur atet fugia consequam, offic te alitat am,
sincipi denditati deliquam verenienis alitam,
excesse quidit fuga. Ecepuda ndipiet faccus,
sit as natem fugia elecus nient, optate omnis
simento blam conseque voluptas aci offictur
ad et quis et ipsum nonsequiant, te et
audante mquatquis apeliti usciis el ipsantur
atet qui simet disqui quat.Erae volupta sper-
cimo maionsectus iur, sa sinisintibus sapis
eat aut hitium faceperum, eum

2019
Ode quid eslequam am doluptas
volupta emporehendi volupta el
37 70/ occulla.Coratusda venet re magnam
. (0] .
estrum nam nes vid quas eture
dellige ndigenia conem rerum ius.

22.3%
17.6%
13.1%

8.3%

Grids : 47/



-xample applications



Website

I .:]',

gllnnerco Oke Cur Story Services /ﬂ Team Our Group Reading Room Contact

A different kind
of law firm

we need for peace of mind.

Honest advice and helpful support ‘HI

No-one ever took a law degree so they could go and fill out a timesheet Join us

We don't believe in law as usual
For us, law is inspiring

MacBook
—————— -

Example applications : 49



-mail newsletter

gunnercooke

Newsletter 012

5 Ways to manage
conflict effectively

MNegative conflict can be highly destructive in any team, but when in a senior leadership team
it can have a material impact on profitability and other key performance indicators.

Of course, conflict can be positive for a business particularly at senior leadership level. A good
challenging debate can generate new ideas, test the status quo and create the best business
strategy. However, what happens when this conflict becomes negative?

In this webinar, Rebecca covers the following aspects:

¢ What is “conflict” in a business context and what tends to cause it;
e Why it is important for the senior leadership team to address negative conflict

¢ How to deal effectively with such conflict, both during a meeting and longer term strategies;

Example applications : 50



Powerpoint

Data Protection
and Information

Erae volupta spercimo maionsectus iur, sa sinisintibus sapis
eat aut hitium faceperum, eum eossequi audam autat que
od quia eum, sus molupta quia se pro con pre eniae. Od quid
esequam am doluptas volupta pliquid emporehendi occulla

« Ecepuda ndipiet quid el faccus
« Offic te alitat am, sincipi denditati deliquam
« Voluptas offic et ipsum nonsequiant

« Molupta quia se pro con pre eniae

Sale and Purchase
of Comerical Properties

Netum ium iunt ipiti sundus, cor alicil idem
faccum res volestiunt eostiandam vel illaborit,
cus, occum sequi simus a sernat fugitatque nis
ut destem quaest, et exFiciumquis aut eosa
vel et occat anit fugitae consequo eum repro
test, nonecta nonecepercia consedi aut od qui
consecabor moditiu sdaestet et volor sapedio
nsequia tatet, se ius et volut que volorae
quatemp elliqui tem nusant apideni.

Bit occae. Olessequi non cone omnienimus quae
pernatemqui rende reperep ernatis cimposs
edigendi autem atisque pa quidus volut optatium
nat dolore adigeni descieni dit exerfero tem fuga.
Nemporum veni officimusae ventiur.

[

Intellectual Property

Voloruptat quis core quo deles dolupta pa
enistem voluptatem asperum si ilitae. lqui
nonsenim delecta turiamus, quae dicime evenis
min es reritet, vollabo rporporro quodi dem
quatist, asitiandis que nonsequi rem ipic to
quis doloremquate sin etur sit, sum qui nus
dolorectati totatiore molora quisitat explia
dolorporatem fugit ut dolores quo blaboresci
dis sundaerem hil id molore sit omnimillab ipsa
ipsunt veligen deliqui re, omnienet res et iundem
lauda velestibus sitiur sitatur?

At dolorpore pel magnimo lorpor ate plabore
rnatiam harum, sit velenit volupta tiscipiene
rehendi omnis ad molorerrum vero omni ut a
quas et volupta turehen iendae nonsenet maxim
quo esequatem ut dolor alitia con corum eos
nonsequi aut que porem quia nostrum sum,

Family law

Voloruptat quis core quo deles dolupta pa
enistem voluptatem asperum si ilitae. lqui
nonsenim delecta turiamus, quae dicime evenis
min es reritet, vollabo rporporro quodi dem
quatist, asitiandis que nonsequi rem ipic to
quis doloremquate sin etur sit, sum qui nus
dolorectati totatiore molora quisitat explia
dolorporatem fugit ut dolores quo blaboresci
dis sundaerem hil id molore sit omnimillab ipsa
ipsunt veligen deliqui re, omnienet res et iundem
lauda velestibus sitiur sitatur?

At dolorpore pel magnimo lorpor ate plabore
rnatiam harum, sit velenit volupta tiscipiene
rehendi omnis ad molorerrum vero omni ut a
quas et volupta turehen iendae nonsenet maxim
quo esequatem ut dolor alitia con corum eos
nonsequi aut que porem quia nostrum sum,

Netum ium iunt ipiti sundus, cor alicil idem

faccum res volestiunt eostiandam vel illaborit,

cus, occum sequi simus a sernat fugitatque nis

ut destem quaest, et exFiciumquis aut eosa

vel et occat anit fugitae consequo eum repro

test, nonecta nonecepercia consedi aut od qui

consecabor moditiu sdaestet et volor sapedio

nsequia tatet, se ius et volut que volorae

quatemp elliqui tem nusant apideni hitaspidebis 3 9 O/
nos dollorem harchil luptass imusae. Nequid O
quam inis ea volupta eliciis disi nonserum sum Banking
am naturio. Ut eosam fuga. ltaquoditae evenis

eatus reiunt.

Bit occae. Olessequi non cone omnienimus quae
pernatemqui rende reperep ernatis cimposs
edigendi autem atisque pa quidus volut optium
nat dolore adigeni descieni dit exerfero fuga.

Civil Fraud and Asset Tracing

Voloruptat quis core quo deles dolupta pa
enistem voluptatem asperum si ilitae. Iqui
nonsenim delecta turiamus, quae dicime evenis
min es reritet, vollabo rporporro quodi dem
quatist, asitiandis que nonsequi rem ipic to
quis doloremquate sin etur sit, sum qui nus
dolorectati totatiore molora quisitat explia
dolorporatem fugit ut dolores quo blaboresci
dis sundaerem hil id molore sit omnimillab ipsa
ipsunt veligen deliqui re, omnienet res et iundem
lauda velestibus sitiur sitatur?

« Alitat clam sincipi denditati
« \Voluptas offic et ipsum nonsequiant

« Molupta quia se pro con pre eniae

Tax and business
investigation

Netum ium iunt ipiti sundus, cor alicil idem
faccum res volestiunt eostiandam vel illaborit,
cus, occum sequi simus a sernat fugitatque nis
ut destem quaest, et exFiciumquis aut eosa

vel et occat anit fugitae consequo eum repro
test, nonecta nonecepercia consedi aut od qui
consecabor moditiu sdaestet et volor sapedio
nsequia tatet, se ius et volut que volorae
quatemp elliqui tem nusant apideni. Nemporum
veni officimusae ventiur, sam

molore sit omnimillab ipsa

Utilities

Finance

08

06

04

02

Q2 Q3 Q4 2020

3248.7

2034.3

2456,
885.8 17933
425 14324
201.6 2045.2

952.1 1765.9
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Brochure

\We make the law
work better

A different kind
of law firm
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Stationery

gunnercooke

Trusted Advisors

1 Cornhill

London
FEC3V 3ND

T: +44(0)3330 143 401
E: info@gunnercooke.com
W: www.gunnercooke.com

gunnercooke

Trusted Advisors

Rob Fawke
Partner

1. +44(0)7944 736 935
E: rob.f@gunnercooke.com
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Files

i |

gunnercooke

Trusted Advisors
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-mail signature

Rob Fawke
Partner

T: +44(0)7944 736 935
E: rob.f@gunnercooke.com
W www.gunncooke.com

1 Cornhill 53 King Street
London Manchester
EC3V 3ND M2 4LQ

gunnercooke

Trusted Advisors
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Support



Contact detalls

If you have any questions about how the
brand should be used, please get in touch.

Marketing Team
marketing@gunnercooke.com
+44 (0)03330 143 401

Support: 57



