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Picture your presentation
Better than charts and bullet points, photographs will give your audience 
an emotional connection to your words. Here’s how.

We love data! Fifty-two base hits, 23 abandoned 
children, Class 3 hurricane. We track data, we 
analyze it, we graph it—and we cheerfully pre-

sent it to snoozing audiences every-
where. What’s funny is that data 
alone has no value. Only in the 
context of real life does it have 
meaning. And real life is conveyed 
best not with data but with story. 

So put away your text and graphs. 
To tell a story, you need the help of photos. 
Photos communicate on many channels. 

They wordlessly draw the audience into your 
world, make emotional connections, and 
prepare your listeners for what you have to 
say. Let’s see how.

It’s easy to find generically happy images, but the unseen sad-
ness that everyone bears will rattle your audience’s soul. When 
pitching a program like the proposed shelter above, think first 
not in terms of dollars or “social units” or other statistical data 
but about who you’re helping and why, then find an image to 
express it.

The Sanctus Shelter

http://www.bamagazine.com
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You are the show 
The first thing to understand is that you are the show; your audience has come  
to hear you, not read slides. Use a slide to fill your listeners’ minds with an image, 
then fill in the details orally. It’s fun!

Use a metaphorical image  Many topics—federal insurance regulations, 
say—don’t have literal imagery that can be photographed. In these cases, 
you might try using visual metaphors. Think of your talk as having chapters, 
and use an image to introduce each one. The image provides a visual “hook” 
for the audience, who will relate everything you say back to it. Avoid corny 
images. Keep text to a bare minimum, and use natural sentences. 

After

Trax, Inc. acquisition  
by Thompson Group

Trax at a glance:
• $2.3 million annual revenue
• Operations in three countries
• 40 non-redundant clients
• Mature corporate structure

THOMPSON 
GROUP, INC

By Carla Martin, Slide 10

We acquire Trax in 2008

Before

Too much stuff  (Above) This slide is 
basically your notes and visually useless. 
The information is fine, but it should 
come from you (right), where it 
can be accompanied by your 
personality, body language and 
nuance. The correct use of a 
slide is to make a visual state-
ment that words alone can’t.

We’re off to a pretty hot 
start this year. We acquired 

Trax in January for $6.4 
million, and it immediately 
improved both companies. 

The creative staffs . . .

http://www.bamagazine.com
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One thought at a time 
Make one point per slide, even if you have room for more. This gives the viewer 
room to think and “own” what you’re saying, key to good communication.

Before After

Planes, trains, buses, taxis, 589,000; 377,800; 320,900; 
218,600—quick! got all that? It’s useful information, but 
who will be moved by it, much less remember it? Put the 
data on four slides, one topic per slide, each accompanied 
by a descriptive, full-screen photo. This gives your viewer 
room to think and own what you’re saying.

589,000
PASSENGERS PER WEEK

Traffic Management 
Systems

Transportation	 Passengers per week

Airplanes	 589,000

Trains	 377,800

Buses	 320,900

Taxis	 218,600 

377,800
PASSENGERS PER WEEK

218,600
PASSENGERS PER WEEK

http://www.bamagazine.com
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Use surprise 
Our minds naturally categorize experiences into manageable, “been-there, seen-
that” compartments, after which we virtually stop seeing. (“Oh, that’s an apple.”) 
Surprise gets past those categories and re-engages the viewer.

Before After

Not engaging The companies may be different, but this slide  
is only a fancy list of notes. Visual effects cannot substitute for 
creativity; the multicolor rectangles and shadowed type add 
only busy-ness, not communication value. Time to start thinking 
about that nap.

Engaging  Orange inside the apple is surprising and familiar at 
the same time. The simple question—not a statement—gets the 
audience thinking and ready for what you’ll say next. Familiarity  
is important; merely weird or off the wall doesn’t work. Surprise 
is in giving the familiar an unexpected twist. 

What makes you different?Meaningful Difference 
The strongest, most well-positioned  
brands have a distinct Meaningful Difference 
that is clearly communicated to the consumer 
in many different ways:

- Maytag:	 Dependability
- Michelin:	 Safety 
- Disney:	 Wholesome family entertainment
- Nordstrom’s:	 Better shopping experience
- Jack Daniel’s:	 Badge of American masculinity	

http://www.bamagazine.com
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Be funny 
Everyone likes to laugh. Few techniques are more effective—or more enjoyable— 
than good humor, which can make your point faster than a mountain of data.

Before After

Prepare for the unexpected.

June Inventory

Jan Feb Mar Apr May Jun

JUNE INVENTORY

-150

-98

-150
-173

-180

-270

A good slide Although it has no photo, this is a good slide 
because the chart is simple and clearly shows a trend. But oy 
vey! It’s been a terrible year! It started bad and got worse, and, 
well, it’s now so bad that the only thing to do is laugh . . .

Made better  . . . which is what a carefully selected image will 
have your audience doing. They’ll remember this picture long 
after they’ve forgotten your charts, and because it’s funny, you’ll 
have their sympathy if not their help in solving your problems.

http://www.bamagazine.com
http://www.bamagazine.com/email/hIew8i
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Find beauty 
Beauty can convey our deepest aspirations. All by itself, a beautiful image can lift  
the audience out of the daily humdrum and into worlds rich with wonder, inspiration, 
possibilities. No matter what your topic, look for ways to use beauty.

Before After

288 species BAMBOO GARDEN ANJI, CHINA

Trying too hard  It’s an artistic image on an asymmetric, two-
tone background, but it would make a better page layout than 
a slide. Before doing all this work, remember: story, not data. 
Rather than talk about your topic, find a way to show it.

Beautiful The photo alone conveys a world of sensory infor-
mation, and it’s easier to design, too! The lush image immerses 
your audience in the presence and feel of the forest (“So this is 
bamboo!”). A single line of beautiful type labels simply.

Anji is China’s Largest  
Bamboo Growing Garden

The number of bamboo species in Anji 
Bamboo Growing Garden has reached 
288, signifying that Anji has become 
China’s largest bamboo growing garden 
in terms of the growing area and the 
number of bamboo species.

(www.cnzj.org.cn) 

http://www.bamagazine.com
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Dramatize 
Drama is theater. It’s an image intended to create an effect—exciting, unexpected, 
impressive. To dramatize is to project—make the motions grander, the contrasts 
sharper, the differences greater.

Before After

PAGE 104/16/08

Seven Presentation 
Essentials
By Mark Donaldson

Essential #3:

Know your goal t h r e e

Know your goal

Gratuitous graphics The problem with a stock template 
should be obvious here. The globe and sky gradient may look 
nice—by themselves—but on your slide they’re like stagehands 
who wandered in front of the cameras; they distract everyone’s 
attention. Lost in the graphics, your point is barely visible. 

Dramatize  Put the “know-your-goal” point center stage. Impos-
sible with a template but easy with a photograph, note what’s here: 
high vantage point, dark darks, light lights, every line pulling the 
same direction—camera angle, shadow, lighting. This is theater— 
a little bigger than life, slightly unrealistic, effective. Try it! 

http://www.bamagazine.com
http://www.bamagazine.com/email/hIew8i
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Show faces 
More can be read in a human face than in a thousand books. It is the most familiar 
of all images and central to all powerful stories. There is simply no substitute. Look 
for faces that convey emotion—joy, sorrow, tension, suspense and so on.

Before After

Just the facts. It’s a cute cartoon, and the data’s there, but 
the graphics add nothing to the statement; you’d be better just 
telling your audience how many dogs were adopted. Conflicting 
graphical styles—dark, sophisticated gradient vs. bright, goofy 
cartoon—weaken it further.

Faces tell a story. There’s less actual data here—SPCA is not 
mentioned—but much more story; everyone in the audience will 
relate to this image! Instead of merely duplicating your words, 
this slide strengthens your talk with its emotional content; the 
audience will now feel what you’re saying.

spca pet adoption 
program

1,220 dogs adopted in 2007.

1,220 contented customers.

http://www.bamagazine.com
http://www.bamagazine.com/email/hIew8i
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Search using iStockphoto’s CopySpace
How does one find good photos? The artistic part is up to you, but iStockphoto’s 
Search with CopySpace  function can help with composition. Enter a keyword,  
specify what part of the photo you want left blank for words, and click . . .

Green is blank 
In iStockphoto (you’ll need an 
account; it’s free), call up Advanced 
Search, then in Search with Copy-
Space click grid squares to specify 
areas of the photo to remain blank; 
clicked squares turn green. Enter 
a keyword (near upper left in the 
window)—try “face”—and watch 
what happens (right). It’s cool.

Advanced Search
Need help?

Search with CopySpace™

Sensitivity 

Clear

http://www.bamagazine.com
http://www.bamagazine.com/email/hIew8i
http://www.bamagazine.com
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Four more shops The Sanctus Shelter

Typefaces

1 Franklin Gothic No. 2 Roman 
(adobe.com/type)

2 Trajan Pro Regular (adobe.com/type)

3 (a–b) Trade Gothic Light 
(adobe.com/type)

4 Trade Gothic Condensed No. 18  
(adobe.com/type)

5 ITC Franklin Gothic Medium 
(adobe.com/type)

Images

Images: iStockphoto

6 (5012748)

7 (855854)

8 (4289321)

9 (3302463)

10 (3694952)

11 (3435466)

12 (4718833)

13 (5400589)

14 (4016944)

15 (5348420)

Article resources  

Colors

C0 M0 Y0 K100

C0 M0 Y0 K80

16
2

7

3b

11

14

4

9

12

15

1

6

16

16

16

17

We acquire Trax in 2008

589,000
PASSENGERS PER WEEK

What makes you different?

8

3a

17

5

10 13

http://www.bamagazine.com
http://www.bamagazine.com/email/hIew8i
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http://www.istockphoto.com/file_closeup.php?id=3302463
http://www.istockphoto.com/file_closeup.php?id=3694952
http://www.istockphoto.com/file_closeup.php?id=3435466
http://www.istockphoto.com/file_closeup.php?id=4718833
http://www.istockphoto.com/file_closeup.php?id=5400589
http://www.istockphoto.com/file_closeup.php?id=4016944
http://www.istockphoto.com/file_closeup.php?id=5348420
http://store1.adobe.com/cfusion/store/html/index.cfm?store=OLS-US&event=displayFont&code=TRAP10005000
http://store1.adobe.com/cfusion/store/html/index.cfm?store=OLS-US&event=displayFont&code=TRAD10003000
http://store1.adobe.com/cfusion/store/html/index.cfm?store=OLS-US&event=displayFont&code=FRAI10006000
http://store1.adobe.com/cfusion/store/html/index.cfm?store=OLS-US&event=displayFont&code=FRAK10005000
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288 species BAMBOO GARDEN ANJI, CHINA

1,220 contented customers.

Typefaces

1 Myriad Pro Semibold (adobe.com/type)

2 Trajan Pro Bold (adobe.com/type)

3 Futura Extra Bold (adobe.com/type)

4 Minion Bold (adobe.com/type)

5 Myriad Pro Bold (adobe.com/type)

Images

Images: iStockphoto

6 (4639111) 

7 (4747897)

8 (4003080)  

9 (3312023)

10 (403471)

11 (5234339)

12 (3748632)

13 (3929084)

14 (4678919)

15 (3826016)

16 (3859721)

17 (3083861)

18 (3089010)

Article resources  

Colors

C0 M15 Y100 K019

19

9

5

7

2

13 14 15

16 17 18

10 11 12

June Inventory

t h r e e

Know your goal

1

4

3

6

8

http://store1.adobe.com/cfusion/store/html/index.cfm?store=OLS-US&event=displayFont&code=TRAP10012000
http://www.bamagazine.com
http://www.bamagazine.com/email/hIew8i
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http://www.istockphoto.com/file_closeup.php?id=3929084
http://www.istockphoto.com/file_closeup.php?id=4678919
http://www.istockphoto.com/file_closeup.php?id=3826016
http://www.istockphoto.com/file_closeup.php?id=3859721
http://www.istockphoto.com/file_closeup.php?id=3083861
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Before & After magazine  
Before & After has been sharing its practical approach 
to graphic design since 1990. Because our modern world 
has made designers of us all (ready or not), Before & 
After is dedicated to making graphic design understand-
able, useful and even fun for everyone.  

John McWade Publisher and creative director
Gaye McWade Associate publisher
Dexter Mark Abellera Staff designer
 
Before & After magazine
323 Lincoln Street, Roseville, CA 95678 
Telephone 916-784-3880 
Fax 916-784-3995
E-mail mailbox@bamagazine.com  
www http://www.bamagazine.com

Copyright ©2008 Before & After magazine 
ISSN 1049-0035. All rights reserved 

You may pass along a free copy of this article to others 
by clicking here. You may not alter this article, and you 
may not charge for it. You may quote brief sections  
for review; please credit Before & After magazine, and  
let us know. To link Before & After magazine to your 
Web site, use this URL: http://www.bamagazine.com. 
For all other permissions, please contact us.

Subscribe to Before & After

Subscribe to Before & After, and become a 

more capable, confident designer for pennies 

per article. To learn more, go to  

http://www.bamagazine.com/Subscribe

E-mail this article

To pass along a free copy of this article to 

others, click here.

Join our e-list

To be notified by e-mail of new articles as  

they become available, go to  

http://www.bamagazine.com/email

http://www.bamagazine.com/Subscribe
http://www.bamagazine.com/email/hIew8i
mailto:mailbox@bamagazine.com
http://www.bamagazine.com/email
http://www.bamagazine.com
mailto:marcom@bamagazine.com
mailto:marcom@bamagazine.com
http://www.bamagazine.com/email/hIew8i
http://www.bamagazine.com
http://www.bamagazine.com
http://www.bamagazine.com/email/hIew8i
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For paper-saver format  
Print: (Specify pages 15–21)

For presentation format  
Print: (Specify pages 1–13)

Print 
Format: Landscape  

Page Size: Fit to Page

Save
Presentation format or  

Paper-saver format

Before & After is made to fit your binder

Before & After articles are intended for permanent reference. All are titled and numbered.  

For the current table of contents, click here. To save time and paper, a paper-saver format of this article, 

suitable for one- or two-sided printing, is provided on the following pages.
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federal insurance regulations, 
say—
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etaphors. Think of your talk as having chapters, 
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panied by your 
personality, body language and 
nuance. The correct use of a 
slide is to m

ake a visual state-
m

ent that w
ords alone can’t.
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U
se

 su
rp

rise
 

O
u

r m
in

d
s n

atu
rally catego

rize exp
erien

ces in
to

 m
an

ageab
le, “b

een
-th

ere, seen
-

th
at” co

m
p

artm
en

ts, after w
h

ich
 w

e virtu
ally sto

p
 seein

g. (“O
h

, th
at’s an

 ap
p

le.”) 
Su

rp
rise gets p

ast th
o

se catego
ries an

d
 re-en

gages th
e view

er.

B
e

fo
re

A
fte

r

N
o

t e
n

g
a

g
in

g
 The com

panies m
ay be different, but this slide  

is only a fancy list of notes. V
isual effects cannot substitute for 

creativity; the m
ulticolor rectangles and shadow

ed type add 
only busy-ness, not com

m
unication value. Tim

e to start thinking 
about that nap.

E
n

g
a

g
in

g
 O

range inside the apple is surprising and fam
iliar at 

the sam
e tim

e. The sim
ple question—

not a statem
ent—

gets the 
audience thinking and ready for w

hat you’ll say next. Fam
iliarity  

is im
portant; m

erely w
eird or off the w

all doesn’t w
ork. Surprise 

is in giving the fam
iliar an unexpected tw

ist. 

W
hat m

akes you different?
M

eaningful D
ifference 

The strongest, m
ost w

ell-positioned  
brands have a distinct M

eaningful D
ifference 

that is clearly com
m

unicated to the consum
er 

in m
any different w

ays:

- M
aytag:	

D
ependability

- M
ichelin:	

Safety 
- D

isney:	
W

holesom
e fam

ily entertainm
ent

- N
ordstrom

’s:	
B

etter shopping experience
- Jack D

aniel’s:	
B

adge of A
m

erican m
asculinity	

B
e

 fu
n

n
y 

E
veryo

n
e likes to

 lau
gh

. Few
 tech

n
iq

u
es are m

o
re effective—

o
r m

o
re en

joyab
le—

 
th

an
 go

o
d

 h
u

m
o

r, w
h

ich
 can

 m
ake yo

u
r p

o
in

t faster th
an

 a m
o

u
n

tain
 o

f d
ata.

B
e

fo
re

A
fte

rPrepare for the unexpected.

June Inventory

Jan
Feb

M
ar

A
pr

M
ay

Jun

JU
N

E
 IN

V
E

N
T

O
R

Y

-150

-98

-150
-173

-180

-270

A
 g

o
o

d
 slid

e
 A

lthough it has no photo, this is a good slide 
because the chart is sim

ple and clearly show
s a trend. B

ut oy 
vey! It’s been a terrible year! It started bad and got w

orse, and, 
w

ell, it’s now
 so bad that the only thing to do is laugh . . .

M
a

d
e

 b
e

tte
r  . . . w

hich is w
hat a carefully selected im

age w
ill 

have your audience doing. They’ll rem
em

ber this picture long 
after they’ve forgotten your charts, and because it’s funny, you’ll 
have their sym

pathy if not their help in solving your problem
s.
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Fin
d

 b
e

au
ty 

B
eau

ty can
 co

n
vey o

u
r d

eep
est asp

iratio
n

s. A
ll by itself, a b

eau
tifu

l im
age can

 lift  
th

e au
d

ien
ce o

u
t o

f th
e d

aily h
u

m
d

ru
m

 an
d

 in
to

 w
o

rld
s rich

 w
ith

 w
o

n
d

er, in
sp

iratio
n

, 
p

ossibilities. N
o

 m
atter w

h
at yo

u
r to

p
ic, lo

o
k fo

r w
ays to

 u
se b

eau
ty.

B
e

fo
re

A
fte

r

288 sp
ec

ies B
A

M
B

O
O

 G
A

R
D

EN
 A

N
JI, C

H
IN

A

Tryin
g

 to
o

 h
a

rd
 It’s an artistic im

age on an asym
m

etric, tw
o-

tone background, but it w
ould m

ake a better page layout than 
a slide. B

efore doing all this w
ork, rem

em
ber: story, not data. 

R
ather than talk about your topic, find a w

ay to show
 it.

B
e

a
u

tifu
l The photo alone conveys a w

orld of sensory inform
a-

tion, and it’s easier to design, too! The lush im
age im

m
erses 

your audience in the presence and feel of the forest (“So this is 
bam

boo!”). A
 single line of beautiful type labels sim

ply.

A
nji is C

hina’s L
argest  

B
am

boo G
row

ing G
arden

The num
ber of bam

boo species in A
nji 

B
am

boo G
row

ing G
arden has reached 

288, signifying that A
nji has becom

e 
C

hina’s largest bam
boo grow

ing garden 
in term

s of the grow
ing area and the 

num
ber of bam

boo species.

(w
w

w
.cnzj.org.cn) 

D
ram

atize
 

D
ram

a is th
eater. It’s an

 im
age in

ten
d

ed
 to

 create an
 effect—

excitin
g, u

n
exp

ected
, 

im
p

ressive. To
 d

ram
atize is to

 p
roject—

m
ake th

e m
o

tio
n

s gran
d

er, th
e co

n
trasts 

sh
arp

er, th
e d

ifferen
ces greater.

B
e

fo
re

A
fte

r

PA
GE 1

04/16/08 Seven Presentation 
Essentials
By M

ark D
onaldson

Essential #
3:

Know your goal
t

h
r

e
e

K
n

ow
 your goal

G
ra

tu
ito

u
s g

ra
p

h
ics

 The problem
 w

ith a stock tem
plate 

should be obvious here. The globe and sky gradient m
ay look 

nice—
by them

selves—
but on your slide they’re like stagehands 

w
ho w

andered in front of the cam
eras; they distract everyone’s 

attention. Lost in the graphics, your point is barely visible. 

D
ra

m
a

tize  P
ut the “know

-your-goal” point center stage. Im
pos-

sible w
ith a tem

plate but easy w
ith a photograph, note w

hat’s here: 
high vantage point, dark darks, light lights, every line pulling the 
sam

e direction—
cam

era angle, shadow
, lighting. This is theater—

 
a little bigger than life, slightly unrealistic, effective. Try it! 
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S
h

o
w

 face
s 

M
o

re can
 b

e read
 in

 a h
u

m
an

 face th
an

 in
 a th

o
u

san
d

 b
o

o
ks. It is th

e m
o

st fam
iliar 

o
f all im

ages an
d

 cen
tral to

 all p
ow

erfu
l sto

ries. T
h

ere is sim
p

ly n
o

 su
b

stitu
te. Lo

o
k 

fo
r faces th

at co
n

vey em
o

tio
n

—
joy, so

rrow
, ten

sio
n

, su
sp

en
se an

d
 so

 o
n

.

B
e

fo
re

A
fte

r

Ju
st th

e
 fa

cts. It’s a cute cartoon, and the data’s there, but 
the graphics add nothing to the statem

ent; you’d be better just 
telling your audience how

 m
any dogs w

ere adopted. C
onflicting 

graphical styles—
dark, sophisticated gradient vs. bright, goofy 

cartoon—
w

eaken it further.

F
a

ce
s te

ll a
 sto

ry. There’s less actual data here—
SP

C
A

 is not 
m

entioned—
but m

uch m
ore story; everyone in the audience w

ill 
relate to this im

age! Instead of m
erely duplicating your w

ords, 
this slide strengthens your talk w

ith its em
otional content; the 

audience w
ill now

 feel w
hat you’re saying.

sp
c

a
 p

e
t

 a
d

o
p

t
io

n
 

p
r

o
g

r
a

m

1,220 dogs adopted in 2007.

1
,2

2
0

 co
n

ten
ted

 cu
sto

m
ers.

Advanced Search
N

eed help?

Search w
ith CopySpace™

Sensitivity 

Clear

S
e

arch
 u

sin
g

 iS
to

ck
p

h
o

to
’s C

o
p

yS
p

ace
H

ow
 d

o
es o

n
e fi

n
d

 go
o

d
 p

h
o

to
s? T

h
e artistic p

art is u
p

 to
 yo

u
, b

u
t iSto

ckp
h

o
to’s 

Search
 w

ith
 C

op
ySp

ace fu
n

ctio
n

 can
 h

elp
 w

ith
 co

m
p

o
sitio

n
. E

n
ter a keyw

o
rd

,  
sp

ecify w
h

at p
art o

f th
e p

h
o

to
 yo

u
 w

an
t left b

lan
k fo

r w
o

rd
s, an

d
 click . . .

G
re

e
n

 is b
la

n
k

 
In iStockphoto (you’ll need an 
account; it’s free), call up A

dvanced 
Search, then in Search w

ith C
opy-

Space click grid squares to specify 
areas of the photo to rem

ain blank; 
clicked squares turn green. Enter 
a keyw

ord (near upper left in the 
w

indow
)—

try “face”—
and w

atch 
w

hat happens (right). It’s cool.
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Four m
ore shops

T
h

e Sa
n

c
tu

s Sh
elter

Typ
e

fa
ce

s

1 Franklin G
othic N

o. 2 R
om

an 
(adobe.com

/type)

2 Trajan P
ro R

egular (adobe.com
/type)

3 (a
–b

) Trade G
othic Light 

(adobe.com
/type)

4 Trade G
othic C

ondensed N
o. 18  

(adobe.com
/type)

5 ITC
 Franklin G

othic M
edium

 
(adobe.com

/type)

Im
a

g
e

s

Im
ages: iStockphoto

6 (5012748)

7 (855854)

8 (4289321)

9 (3302463)

10 (3694952)

11 (3435466)

12 (4718833)

13 (5400589)

14 (4016944)

15 (5348420)

A
rticle

 re
so

u
rce

s  

C
o

lo
rs

C
0

 M
0

 Y
0

 K100

C
0

 M
0

 Y
0

 K80

16
273b

1114 491215

1616 1616

17

W
e acquire Trax in 2008

589,000
PASSENGERS PER W

EEK

W
hat m

akes you different?

8

3a

17

5

10
13288 sp

ec
ies B

A
M

B
O

O
 G

A
R

D
EN

 A
N

JI, C
H

IN
A

1
,2

2
0

 co
n

ten
ted

 cu
sto

m
ers.

Typ
e

fa
ce

s

1 M
yriad P

ro Sem
ibold (adobe.com

/type)

2 Trajan P
ro B

old (adobe.com
/type)

3 Futura Extra B
old (adobe.com

/type)

4 M
inion B

old (adobe.com
/type)

5 M
yriad P

ro B
old (adobe.com

/type)

Im
a

g
e

s

Im
ages: iStockphoto

6 (4639111) 

7 (4747897)

8 (4003080)  

9 (3312023)

10 (403471)

11 (5234339)

12 (3748632)

13 (3929084)

14 (4678919)

15 (3826016)

16 (3859721)

17 (3083861)

18 (3089010)

A
rticle

 re
so

u
rce

s  

C
o

lo
rs

C
0

 M
15

 Y
100

 K0
19

199 5 72

13
14

15

16
17

18

10
11

12

June Inventory

t
h

r
e

e

K
n

ow
 your goal

14 3 68



B
e

fo
re

&
A

fte
r | w

w
w

.bam
agazine.com

7 of 7

P
ictu

re
 yo

u
r p

re
se

n
ta

tio
n

 0668
0668

 P
ictu

re
 yo

u
r p

re
se

n
ta

tio
n

B
e

fo
re

 &
 A

fte
r m

a
g

a
zin

e
  

B
efo

re &
 A

fter h
as b

een
 sh

arin
g its p

ractical ap
p

ro
ach 

to
 grap

h
ic d

esign
 sin

ce 1990. B
ecau

se o
u

r m
o

d
ern

 w
o

rld 
h

as m
ad

e d
esign

ers o
f u

s all (read
y o

r n
o

t), B
efo

re &
 

A
fter is d

ed
icated

 to
 m

akin
g grap

h
ic d

esign
 u

n
d

erstan
d

-
ab

le, u
sefu

l an
d

 even
 fu

n
 fo

r everyo
n

e.  

Jo
h

n
 M

cW
a

d
e

 P
u

b
lish

er an
d

 creative d
irecto

r
G

a
y

e
 M

cW
a

d
e

 A
sso

ciate p
u

b
lish

er
D

e
x

te
r M

a
rk

 A
b

e
lle

ra
 Staff d

esign
er

 B
e

fo
re

 &
 A

fte
r m

a
g

a
zin

e
323 Lin

co
ln

 Street, R
o

seville, C
A

 95678 
Te

le
p

h
o

n
e

 916-784-3880 
Fax 916-784-3995
E

-m
ail m

ailb
o

x@
b

am
agazin

e.co
m

  
w

w
w

 h
ttp

://w
w

w
.b

am
agazin

e.co
m

C
o

p
y

rig
h

t ©
2008 B

e
fo

re
 &

 A
fte

r m
a

g
a

zin
e

 
IS

S
N

 1049-0035. A
ll rig

h
ts re

se
rv

e
d

 

Yo
u

 m
ay p

ass alo
n

g a free co
p

y o
f th

is article to
 o

th
ers 

b
y clickin

g h
ere. Yo

u
 m

ay n
o

t alter th
is article, an

d
 yo

u 
m

ay n
o

t ch
arge fo

r it. Yo
u

 m
ay q

u
o

te b
rief sectio

n
s  

fo
r review

; p
lease cred

it B
efo

re &
 A

fter m
agazin

e, an
d  

let u
s kn

o
w

. To
 lin

k B
efo

re &
 A

fter m
agazin

e to
 yo

u
r 

W
eb

 site, u
se th

is U
R

L: h
ttp

://w
w

w
.b

am
agazin

e.co
m

. 
Fo

r all o
th

er p
erm

issio
n

s, p
lease co

n
tact u

s.

S
u

b
scrib

e
 to

 B
e

fo
re

 &
 A

fte
r

Su
b

scrib
e to

 B
efo

re &
 A

fter, an
d

 b
eco

m
e a 

m
o

re cap
ab

le, co
n

fi
d

en
t d

esign
er fo

r p
en

n
ies 

p
er article. To

 learn
 m

o
re, go

 to
  

h
ttp

://w
w

w
.b

am
agazin

e.co
m

/Su
b

scrib
e

E
-m

ail th
is article

To
 p

ass alo
n

g a free co
p

y o
f th

is article to
 

o
th

ers, click h
ere.

Jo
in

 o
u

r e
-list

To
 b

e n
o

tifi
ed

 b
y e-m

ail o
f n

ew
 articles as  

th
ey b

eco
m

e availab
le, go

 to
  

h
ttp

://w
w

w
.b

am
agazin

e.co
m

/em
ail
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