




LEVERAGE your brand equity.



Let’s talk
VOICE.



Differentiating traits 
and  behaviors

Our voice is But doesn’t 
become

xxxxx Selfless
Urgent

Schmaltzy
Aggressive

xxxxx Unconventional 
Optimistic

Unprofessional
Unrealistic

xxxxx Smart
Inquisitive

Arrogant
Unapproachable



Only speak to 
ONE AUDIENCE AT A TIME

with both text and visuals.



















DISCUSS
1. What is one audience you 

regularly serve? 
2. What is one of its unique needs 

you’re trying to address?



Start with a
GRID.

* I mean it. It’s the anchor that prevents visual chaos.















Learn by
IMITATION*

* I mean it. Observe and borrow with abandon.





Save samples
FOR REFERENCE.





Use HIERARCHY to 
signal order of importance.







Use CONTRAST to 
create separation and direct attention.





Use WHITE SPACE to 
improve comprehension, guide 
attention, and let the eye rest.









Working with
TYPOGRAPHY



TYPEFACE vs. FONT



TYPEFACE
The set of visual attributes 

of a particular group of letters: 
Garamond is a typeface.



FONT
One size, weight, and width of a typeface: 

Garamond Bold 12pt is a font.







Use the equivalent of 
12 pt Times New Roman x-height
FOR MOST AUDIENCES.





There is inconclusive evidence that either 
serif or sans serif type is more legible.
LEARN TO SEE READABILITY

and then make decisions in context.


