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DESIGN STRATEGIES FOR INFORMATION ORGANIZATION

Just as sharp suits and well-appointed offices express high standards and command respect, investment
reports and presentations that look professional are more likely to engage the audience and lead the
reader comfortably through the material. Effective design and information organization is powerful. It grabs
and holds the audience’s attention until they've read the entire report. Researchers have demonstrated
that subjects perform cognitive tasks better after reading well-designed articles. It follows that the use

of informed design in investment presentations and client reports will make them easier for clients to
comprehend and act upon.

This paper provides strategies and design tips to assist investment managers as they optimize their
presentations and reports for maximum client impact.

FOCAL POINTS

Most people are passive recipients of visual communications. We depend on good design to grab our
attention. The first element people notice in a design is called the “focal point.” This is the first opportunity
to attract attention and encourage the viewer to look further. It should be compelling, but not so
overwhelming that the eye skips the rest of the composition. Since the focal point is the entrance into

the design, it makes sense to harness this power on the cover or first page of the report. (See Figure 1.)

EXAMPLE

Where do your eyes go first in this report?
Where do they go next? And then?

On this page, “W,” the largest object on the
page, grabs our attention right away. This
is the focal point; its size, color and position

pm—————— invite us into the rest of the text. An effective
. nslens ectoq e an, a cum layout will continue to lead our eyes through
quot viris. Te est adhuc clita, ubique pertinacia eu vim, ex mel th ee nt| rere po rt.

ullum delenit detracto. Qui volumus mediocrem dissentiet in,

cum id nonumes rationibus scriptorem.

Te semper imperdiet quo, eu mutat movet debitis vis. Ne mel
diceret praesent sapientem, his cu choro nonumy, ne mea
lorem facete civibus. Eum ea posse causae. Usu omnis.
appareat insolens te. Ut duo aeque scaevola quaerendum, vis

id summo gloriatur, e erat tollt argumentum usu

Omnis reque ex vel, invidunt senserit disputationi vis id.
Legere appetere per ex, sea accusam epicure et. Nostrud

dignissim ex quo, dicam.

Figure 1: The focal point

1. Larson, Kevin; Picard, Rosalind. “The Aesthetics of Reading.” http://affect.media.mit.edu/pdfs/05.larson-picard.pdf
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CHOOSE A FOCAL POINT

If you don't establish a focal point, you'll end up with a confusing design. A focal point is usually determined
by the relative importance of the chosen element in a message, as well as what you believe will attract the
viewer. Titles, a graphic or image, or a text callout are common focal points in investment reports

and presentations.

Once you've selected a focal point, you can establish it by using one of these design tips:
+ Emphasize a compelling image or word by making it bigger or a different color.
+ Make an object a bright color.
* Give the object a different texture or gloss.
+ Make the object in color and the rest black and white.
* Change the value of an object to create contrast with the background.
* Place an object in an unusual direction or position on the page.

+ Isolate the object on the page.

USE WHITE SPACE TO YOUR ADVANTAGE

That last tip makes use of something the average person doesn'’t think about when creating a design:

The power of white space on the page. Just as nature abhors a vacuum, a large open area in a report is so
unusual that it tweaks our curiosity. The reader instinctively searches the page for a reason why so much of
it is “empty.” Along the way, they find intriguing copy, and then see the numbers, and they're hooked! Once

“in,” the reader is willing to move through the rest of the report because they were comfortably led through
all that information by their quest to fill the vacuum.

Even the U.S. Department of Health & Human Services recommends white space for information on their
webpages.? The recommendation is based on the research of Janice (Ginny) Reddish, the former director
of the Document Design Center at the American Institutes for Research in Washington, D.C. Her research
demonstrated that white space around text makes it more readable than a site in which all of the
information is crowded onto one screen.

2. Office of Disease Prevention and Health Promotion. “Health Literacy Online: A Guide to Writing and Designing Easy-to-Use
Health Web Sites.” U.S. Department of Health & Human Services. http://www.health.gov/healthliteracyonline/display.htm#p4
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EXAMPLE

The white space above and below the text on this page serves two purposes. It frames the copy, which makes
the text appear more welcoming or accessible, and it signals to the reader that the content can be read
quickly and comfortable, which aids comprehension.

Note the slightly larger green title creates a welcoming focal point into the text. Also note how the use of
subtitles provides summaries of the content — another aid in comprehension.

LOREN IPSUM REPORT dolorae volum liguate e dicium dolla plam s sanisquis et
odita quidebi ssequi quatur rerem dusa simi, ventin nus ut
omnit volectur sintorem. Et et lacid quas eostius, offictes
quiae consedi reribus et, aut quam, simporro magnihil
expel enim audis doluptatat arute dollab iminulla volupid-

‘The Board of Directors
Lorem Ipsum International:

1will tell you the secret to getting rich on Wall Street. You
try to be greedy when others are fearful. And you try to
be fearful when others are greedy. Warren Buffett Aximin
ellis nis eat ut ero doluptatis antioribus simus de officit
maionem susae sincid mod qui beaqui acillo beris utempo-
rerum.

Subtitle Lorem Ipsum

fugiaep elisinte omniati ossunt enihit essin ne venimusci
sitatur enduntiorem am, cus si nonseque nus a sedicias
pratquibus nem. Em estinveliqui voluptasime nonserf
eroriania dolent hicimus erum alis doles conetus ne poritiu
mauae. Ut persper ferchitem alitaquidita dic tem volore
nos deligen totatius dolo.

Subtitle Lorem

et aut es assuntis doluptae conseditem quist quaspit
aquaerae eaque sum, quid ea quid qui dolo quam quodi-
ore sanime veleniet, que nos arumatem que soluptatur
autectus aut aspitatum debita di cuscipitibus volorescit
min nonsedita eatiam velit, quam qui beaquas experna
tionsecea imenduci consequae. Et esequae per, officipsum
rerferu ptatusam que occustio exernatem re, seque eum

em. Et vel il ipsa voluptatur sit verenduntiam fuga. Oluptas
quisquae aut de earciaerume exped modis dolesequam
laborro doluptint, te ommolor epedis abor reici ut ma dolo
estior arum .

Subtitle Lorem Ipsum

quia quo te num quo cus, erum quiaturio et a dem qui aut
eossi conseque remquam facipsam qui derat.

Re si omnisti usandia et rere, ut esent, offic totatiorio be-
rum facillabo. Em rempore prem fuga. Nem. Dunt labo. Et
molorem estibus cietur sus as eium volupiscid qui aceat.

Subtitle Ipsum

Lia sedipsunt aut volendandam faccus rae et la conseque
etinulpa voluptas cum ex ere nisque latusa nitem rem
fuga.

Boston, Massachusetts
July 7, 2015

Figure 2: An example of white space

Strategy:

+ Decide on the design element you want readers to focus on and then use a prominent or
unusual position, larger size or a color change to establish it as an effective focal point.

+ Use plenty of white space in your presentations and reports to make them easier to read.

+ Use titles, subtitles, images or charts, or bullet points to segment information and
grab attention.
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INTEGRATING TYPE AND IMAGE

Most investment reports and presentations make liberal use of charts, graphs and other visual images
to help tell their story. These elements should be supported by text that helps explain what the images
represent. While integrating type and images isn't hard to do, doing it well can make the difference
between a professional-looking presentation and one that looks thrown together. Here are a few well-
established design tips for integrating images with text in a way that ensures your audience will read —
and understand — the data you are presenting.

One common question on a page that integrates a data-laden graphic with text is what to do with the title.
Typically, the graphic will be the focal point and immediately draw the readers’ eye. If you want your readers
to pay attention to the information in the title, simply place it near the focal point to integrate the text with
the image and ensure that the audience will read your copy.

Although investment managers and advisors live and breathe “the numbers,” be aware that not all readers
intuitively grasp the meaning of charts, tables and graphs. Many will need textual help to understand the
data and, importantly, reach a conclusion about it that is in sync with the message you want to convey.
Conversely, some readers are naturally drawn to visual information but might miss key interpretive text that
is part of your message. It makes sense, therefore, to always include some textual content when presenting
graphics, and to break up text-heavy reports with visual displays of the information.

EXAMPLE

Lorem Ipsum

This report page has a chart, top left, and
a table, top right. The information in each

Lorem Ipsum Lorem Ipsum

g8 g g g o w is complementary. By presenting the data
— T oE T both ways, this report makes it easy for all
o @ )
, T ® readers to grasp the message quickly and
, beest comfortably.
So &
1 $41,200 6.1
10 20 30 40 50 60 70 80 90 So7.000 o
§ g § § g 1995 %
588 § 8 ses0 s
4 $35,000 45
$45,400 20
$25,500 43
$23,500 75

55,100 34
$43,100 64
$25,100 43
$41,200 61
$37,000 53

Figure 3a: Using charts to complement tables
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<Lorem ipsum dolor sit amet, contetur
adipiscing elit. Vivamus>>

Lorem Ipsum, Havt

Lorem Ipsum, Velles

Lorem Ipsum, Thfuil

Lorem Ipsum, Nes Havt

Figure 3b: Using bullets with charts
in presentations

EXAMPLE

In this presentation page, the pie chart is complemented by labels to the right. Here, the text is
used to display the key to the various elements within the chart. It could also be used to provide
summary points that help explain the significance of the data being presented. Bullet points work
well when integrating text and graphics in presentation format, since running text may be difficult
for viewers to read at a distance.

Strategy:
+ Place labels near charts to ensure your client can read them.

+ Use tables and other textual information to complement tables and graphics. They help make
the information accessible to all viewers and underscore your message.

+ Use bullet points to help readers summarize key points in charts and graphs. They are
especially appropriate in presentations, where tabular data or running text can be difficult

to see from a distance.

+ When your title isn't the focal point, simply place it near the page’s focal point to ensure it is read.

www.assette.com
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READERS SCAN IN PATTERNS

Another thing to consider in designing investment reports and presentations is how readers approach a
page. Research has demonstrated that people read in patterns. A common eye-scanning pattern is called the

“Z-shaped” pattern. This scanning pattern happens when there are not large blocks of text, as in Figure 4. The
readers’ eyes start at the top left and read along the top of the page to the right, then they scan diagonally
down to the bottom left, finally, reading across the bottom of the page to the right.

If you are providing materials for online reading, another eye-scanning pattern comes into play: The F-shaped
pattern. The eye starts at the top left, noting the logo and title, and then scans down the left side of the page,
pausing when an interesting word or title attracts attention. Then the reader scans the text to the right. The
eye movement looks like an “F" or, sometimes, an “E.” 3

EXAMPLE

The Z-pattern to the left illustrates how the
typical reader scans a printed page that

is not all text. This scanning pattern can

be used to advantage when deciding on a
focal point or placing content for maximum
effect. Notice how the logo is in the upper
left corner. Given the Z-pattern, placing it in
the upper right corner would not have the
same effect on the reader — it might even
be skipped over entirely.

fern ipsum dolor sit amet, vel no natum autem

Figure 4: The Z-shaped scan pattern

Strategy:

* For printed material, use the Z-pattern to help place content for maximum effect.

3. Redish, J. “Letting go of the words: Writing Web content that works.” Second Edition, 2012. Elsevier, Inc.: San Francisco.
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VISUAL HIERARCHY: NOT ALL CONTENT IS CREATED EQUAL

Visual hierarchy refers to the relative importance of all of the text on the page. In plain terms, people read
bigger things first. Even if the largest text is not at the top left of the page, people will disrupt their usual
scanning pattern and jump to the largest words first. You can use this principle to lead the reader’s eyes
to the most important information on the page.

Conversely, many reports and presentations include information that is necessary, but not part of the core
message. Mundane items like page numbers or account name can be made smaller and/or lighter, and
positioned in a less prominent place on the page. The “footer,” or bottom of the page, is a good place for
this type of repetitive content.

Be careful how you present critical boilerplate language like required disclosures or disclaimers. Regulators
stipulate that this type of content must be clearly visible and large enough to read. It, too, can go into the
footer, but use a slightly larger or darker font than the other information there so that it stands out.

EXAMPLE

Notice the variation in sizes and colors of text
in the cover of the report shown in Figure 5.
The headline (1) is largest and displayed in a
bright blue, so your eye goes there first. The
supporting copy (2) is slightly smaller and less
bright than the headline, leading the eye to the e
details of the event. Above the headline is the At the Present Tonse
logo (3), which is smaller yet, but its placement ®
above the bold headline ensures that it is
noticed. Finally, the Web address (4) is quite
small and tucked into the bottom field of the
page. It's the least important content, and its National and Regional Pavilions

size and placement reinforce that. and Presentations
Parallel Exhibitions and Projects

@ Think with the senses

Venice Biennale

® 52nd International Art Exhibition
10 June — 21 November

Subconsciously, the reader understands each
object’s significance based on its size, color
and placement in the layout. As a result they
interpret the whole as a story that says, “This
organization (1) created an event (2) that
supported a mission (3), and | can reach them
at (4) if  want to learn more.”

Figure 5: Visual Hierarchy

The point is: Subconscious cues like size and color of the type will lead your readers down a visual
path that reinforces the story you are telling.

Strategy:

+ Establish effective visual hierarchy by making the most important information bigger
and/or bolder than less important data.

+ Use smaller font size and/or a lighter color to help less important information recede.
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GRID LAYOUTS

The grid is a tool designers use to provide underlying structure to a layout. This structure becomes a
guide for the placement of images and type on the page. While the word “grid” may seem rigid, it does
not constrain a design. Rather, it provides the designer with a unifying framework that helps them
create complex layouts while maintaining consistency and proportion throughout an entire publication.
That's important because when there’s no consistency across a multipage publication, the reader
becomes confused.

Grids are literally that — blue lines and squares that are visible during the design process, as in Figure 6. If
you use MS Word, you can find “Grid” and “Grid Options” under the Layout tab. In MS PowerPoint, look for
“Guides” under the View tab. Although typically invisible once the report or presentation is published, grids
also help the reader. When your eye is drawn to a particular feature on a page, it's not only because of clever
use of copy or visual hierarchy cues. It's usually the result of an effective grid layout. You know instinctively
that the most important content is at the top of the widest column.

EXAMPLE

Figure 6 shows how a designer uses a grid to
align the text and the grey image placeholders
in a layout. The grid allows the designer to see
the page as a series of shapes with various
dimensions.

Notice that the text in both columns aligns

with the left edges of the placeholders, creating
a well-balanced and visually pleasing layout.
Can you see where the designer repeated the
dimension of a shape in the white space? This
repetition of shapes and white spaces is what
brings order to the overall design.

Figure 6: Designing with a grid layout
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USING THE GRID

Grid structures are based on the overall page format and ideal column width of 50-70 characters. The
character width guideline is based on the area of the page that eyes can see at typical reading distance
without moving the head or causing eyestrain. Many tried and true formats exist for standard paper sizes.
Two-, three-, four- and six-column grid structures are the most common because of their appropriate text-to-
column width measurement. Be wary of text columns that are too narrow — they can be difficult to format
and are hard to read.

When choosing a grid, consider the copy. How long is it? How many inserts, subheadings and lists will you
have? How many charts and graphs? Does your report have more graphs than text or more text than graphs?
In a publication that is mostly text, a simple two- or three-column grid works well. In a report with many
graphs and charts, a more complex grid allows for more variation. But as grids become too complicated,

the unity and rhythm is harder to see. Remember, the smaller the squares in the grid, the more choices are
needed about placement.

BREAKING THE GRID

Once you've selected your grid, stick to it. Grid inconsistency can lead to a lack of visual organization and
create confusion. Be consistent throughout the report or you risk losing your audience. But beware of
carrying consistency to extremes. One risk of using the grid structure is that it can lead to a monotonous
layout. That's why one of the mantras of professional graphic designers is: Break the grid! Like the pinch of
bitter spice that makes a sweet dessert taste sweeter, breaking the grid is best done thoughtfully and in
very small doses.

Strategy:
+ Unless you're a professional designer, stick to a tried-and-true grid format.

+ Apply the same grid throughout your report or presentation for consistency. But occasionally,
break the grid just enough to keep your layout fresh and interesting.

VISUAL THEMES & UNITY

Why do some designs look more professional than others? A consistent visual theme is a primary reason.
Since most investment reports and presentations cannot be seen on one page or screen, readers must turn
the pages or go to the next slide to reveal the themes. Images and other graphic elements need to work
together as a whole, reflecting similar styles and color palettes. For example, a report that uses a sienna-
tinted photo on one page and a colorful, abstract art image on the next runs the risk of seeming “confused.”
Effective visual themes should also represent the company by using the brand colors and fonts.

UNITY

As a design principle, unity means that all the elements on a page look like they go together. Achieving unity
becomes more challenging as the number of elements increases, so keep it simple. Ensure that each object
has a relationship with another object on the page. You can do this with alignment or by creating visual
connections using color, line quality, direction, size, shape, texture and/or value. A grid layout can help
establish visual unity and maintain it throughout the document.
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Typography is an excellent way to establish unity in a content-heavy investment report. Limit the number of
fonts to just one or two. You can add variety — and establish visual hierarchy — by thoughtful use of bold,
italics and font size throughout the document.

EXAMPLE

This firm makes good use of their
brand color palette to establish

a visual theme. Their logo (1),

top left, is a golden yellow. See
how that color appears on every
page — but not necessarily in
the same way? The upper left
and bottom right pages carry the
color by repeating the logo. The
bottom left and top right pages
don't show the logo at all — that
helps keep the report from
becoming monotonous — but
the logo color is picked up in
callouts and images, so the effect is
consistent.

All the images (3) have similar
qualities: They are muted and nearly
monochromatic, yet the colors,
blue-grey and gold, complement

the company’s brand palette (1). m
Although the images are of different (@) oo SR @) e
objects, each one leads the eye into
the photo and toward a distant point
in the background. Are we going on a
journey? Leaving the past and
heading toward the future? Great
images reinforce a manager's

brand promise.

Figure 7: Establishing visual consistency

Strategy:

+ Create a visual theme with repetition and variation of these elements: fonts, brand color
palette, layout and image style.

+ Use only one or two typefaces and a consistent color palette throughout reports
and presentations.

+ Graphs, charts and images within a report or presentation should have a collectively similar
style or color palette to maintain visual consistency throughout the design.
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SYMMETRICAL OR ASYMMETRICAL BALANCE

All report and presentation layouts need to be well-balanced. A balanced design feels coherent and natural.
An unbalanced design will make the viewer feel uncomfortable and on edge.

You have two choices when it comes to establishing a pattern for your report and presentation layouts:
symmetrical or asymmetrical. Here's where using a layout grid can really help.

SYMMETRICAL LAYOUTS

Symmetrical layouts are centered. All of the elements are arranged equally on either side of the center
of the page. While inherently balanced and easy to create, symmetrical layouts are not always visually
engaging. Their very “centeredness” can become monotonous — especially when used in long, multipage
reports or presentations.

Lorem

Loren ipsum dolor sit amet, vel no natum autem semper, id
esse maioru faciisi nam, Insolens recteque mea an, ad Te
est adnuc cita, ubique pertinacia eu vim, ex mel ulum
delenit detracto. Qi Qui volumus mediocrem dissentiet in,
cum id nonumes rationibus scriptorem, Te semper imperdiet
Quo, eu mutat movet debitis vis. Ne mel diceret prassent
sapientem, his cu choro nonumy, ne mea lorem facete
civibus. Eum ea posse causae. Usu omnis appareat
insolens te.volumus mediocrem dissentiet i, cum i
nonumes rationibus scriptorem. Te somper imperdiet quo,
eu mutat movet debitis vis. Ne mel diceret pracsent
sapientem, his cu choro nonumy, ne mea lorem facete
civibus. Eum ea posse causae. cum quot vi. To est adhuc

cita, vim,

Ipsum

ehoro nonumy, ne mea lorem facete civibus. Eum ea posse
causae. Usu omnis appareat insolens tevolumus
mediocrem dissentiet in, cum id nonumes rationibus
scriptorem. Te semper imperdiet quo, eu mutat movet
debits v Ne mel diceret praesent sapientem, his cu choro
nonumy, ne mea lorem facete civibus. Eum ea posse
causae. Usu omnis appareat insolens te. Ut duo aeaque
scaevola quaerendum, vis id summo gloratur, e erat tolit
argumentum usu. Te est adhuc dita, ubique pertinacia eu
vim, ex mel ullum delenit detracto. Qui volumus mediocrem
dissentiet in, cum id nonumes rationibus scriptorem. Ne mel

dicoret praesent sapientem, his cu choro nonumy, ne mea

Qui Qu

mus mediocrom dissontiot i, cum id nonumes.

rationibus scriptorem. o semper imperdiot quo, ou mutat

vim, ex mel Qui volumus mediocrem

dissentietin, cum id nonumes.

dicoret praesent sapientem, his cu choro nonumy, no mea

his cu

Figure 8a: Symmetrical layout

EXAMPLE

In this symmetrical layout, you can see that
the text is even divided into left and right
columns. The type is placed symmetrically
along the central axis, creating a sense of
balance and order. Symmetry is visually
appealing, but too much can be perceived
as monotonous and uninteresting.
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ASYMMETRICAL LAYOUTS
This type of layout is more likely to engage a reader because it is more unusual than a symmetrical design.

In asymmetrical layouts, designers place dissimilar elements unevenly on the page. When done well, the
result is still balanced and pleasing. This approach is more challenging to design than the symmetrical
layout, but it is also more visually compelling and, therefore, more likely to capture and hold your audience’s
attention to better convey your message.

EXAMPLE

In this asymmetrical layout, the headline
begins at the top left, but ends just over the Lorem Ipsum
centerline. The image and body copy are
offset on opposite sides of the page. The
overall design, however, still feels balanced.
Thoughtful use of white space and font sizes
help create this balanced effect.

civibus. Eum ea posse causae. cum quot viis. To est adhuc.

Figure 8b: Asymmetrical layout
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CREATING AN ASYMMETRICAL LAYOUT

To achieve asymmetrical balance, you'll need to think about the relative visual weight of all of the
elements on the page. Consider every position, size and color of each chart or graph, and the length
of each title and text block.

Keep in mind that the position on the page will affect an object's visual weight. Objects or text at the top of a
page appear bigger or more powerful. Conversely, placing elements at the bottom of a page can lessen their
visual strength. This can be used to great advantage when you want to emphasize particular aspects of a
report or presentation that has been laid out in an asymmetrical pattern.

EXAMPLE

In this asymmetrical layout, the title and subtitles
are the focal point. They appear on the left, and
the body copy is on the right. There is more body
copy than title content, yet the page feels well-
balanced.

The designer achieved this by careful use of font
size and placement. Notice how the title and
subtitles are larger and bolder than the body text,
balancing out the longer, but smaller, content on
the right. The placement of the title and subtitles
in line with the beginning of the text on the right
not only anchors the body content, but also
invites the reader in and creates a comfortable
reading experience.

Lorem Ipsum
Dolor Sig Amet

Maecenas tempus, tellus eget

Figure 8c:
Creating balance in an asymmetrical layout

Strategy:

+ To create balance in an asymmetrical layout, place your titles on the left of the page and
make them proportionately larger than the text.

+ Make titles and subtitles bold or a different color for clear visual hierarchy.

+ If your organization’s reports and presentations are all symmetrical designs, and for various
reasons may be unlikely to change, try using an asymmetrical cover or title page to engage
your audience.
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MUST-HAVES: INFORMATION ORGANIZATION ESSENTIALS
THE “TOC"

Do you scan the table of contents before reading a report? The table of contents is essential to a
well-designed report, because it summarizes the content at a glance and allows the user to read the
most relevant content quickly.

PAGE NUMBERS

Page numbers are essential in reports so readers can find pages. Individual pages within a report package
should be numbered consecutively, as one report, from the first page. Most reports are read online as

pdfs, so the first page — even if it is the cover — should be numbered “1” to be consistent with the software
page numbers. Many times, presentations are held over the phone, and consistent page numbers greatly
facilitates that communication. Page numbers always go in the footer — the bottom 1" of the page. If you
use MS Office software, like Word or PowerPoint, the header and footer areas can be accessed under

the “View" tab.

AS OF DATE

We recommend showing the date on all pages of your presentations and reports because it places the
content in the context of a particular time in the industry.

LOGO, STRATEGY AND ACCOUNT NAME

Also show the logo, strategy or account on all pages because information in reports is usually displayed
for a particular strategy or account. These identifiers go into the header (top 1"-1 %2") so they are consistent
throughout the report.

TITLES AND SUBTITLES

These elements serve several purposes — they allow readers to scan for relevant content and break reports
into manageable chunks of information. Subtitles can also be used to tell a story by summarizing key points
and pulling the reader along a sequential content path.

PHOTOS

Photos are a wonderful way to humanize a presentation or report. Photos of senior management and
portfolio managers can help break up large blocks of text and aid in relationship building. This is helpful for
sales presentations, which are left behind, and especially true for client reports, because these are the most
frequent pieces of information the clients see. And please, this is no place for amateur photography! Invest in
a professional to create quality headshots of key personnel.
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PUTTING IT ALL TOGETHER

It pays to put time into the design and layout of your investment reports and presentations. A thoughtful
layout with clear visual hierarchy of the information not only helps your clients understand your message,
it also enhances the professional image of your firm.

When creating a layout for client reports and marketing presentations, follow these six strategies to ensure
your audience has a comfortable reading experience that underscores the information you want to convey:

+ Establish a focal point on the page with a title or image.
+ Place all of the elements on page with an eye toward establishing meaningful visual hierarchy.

+ Use one or two fonts in your report or presentation; add variety and emphasis with color, size
and weight changes.

+ Use a consistent color palette throughout your design for a professional-looking report
or presentation.

+ Check that all of your pages are similar overall and use a grid layout to help achieve overall
balance, unity and consistency.

+ Include all of the “must-have” content to make the reading experience easy and inviting for
your readers.
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TERMINOLOGY

ASYMMETRICAL LAYOUT
The visual elements on the page are balanced but do not align along the center axis.

CONTRAST
Pronounced differences of elements in a design. It is used to attract attention, create focal points,
add visual interest and indicate hierarchy of information.

F-PATTERN
A common visual path that the eye follows when looking at a website. Also called the “E-pattern.”

FOCAL POINT
The first area of the page that attracts viewers' attention.

FOOTER
A uniform content area at the bottom of a page that is separate from the main body of the page.

GRID LAYOUT

An underlying structure, drawn with horizontal and vertical lines, used as a design layout tool and available
in most design and word processing software packages. In a grid layout, all of the elements on a page, or
throughout a document, are aligned to the underlying grid.

HEADER
A uniform content area at the top of a page that is separate from the main body of the page.

SYMMETRICAL LAYOUT
All of the elements on the page align with the center.

VISUAL HIERARCHY
The interpretation of the relative importance of the words or images on a page based on their
size, color and/or position.

Z-PATTERN
A common visual path that the eye follows when looking at a printed page.
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