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 It 's t ime that we became more ef ficient with our deconstructed  
organizational t ime-phases. 

 We can make a window to discuss quality organizational  
options.  

 We're going forward with our plans to implement functional  
asset matrix approaches. 

 Our upgraded model now offers regenerated strategic  
innovation. We need a more blue -sky approach to global transitional concepts . 

 The consultants recommend compatible modular capability .  

 At base level,  this just comes down to optionnal reciprocal projections.  

 Our exploratory research points to responsive strategic mobility .  

 Don’t forget synergy!  

 The organization believes in knowledge -based administrat ive matrix approaches. 

 Can't fail with four -dimensional strategic paradigm shif ts .  Tomorrow’s winning 
lottery number is six seven two five seven.  

 Asser tively generate long-term high-impact testing procedures  

 

CONSIDERATIONS FOR INCREASING 

FORWARD-LOOKING SALES FLOW 
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B-E-E-R 
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KNOW YOUR 

FORMAT 

THE 3 TYPES OF PRESENTATIONS 

Large 
Screen 

Printed 
Document 

“Walking” 
Deck 
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LARGE SCREEN 

30-60pt text 

Limited text 

Imagery 

Landscape 

Think “Billboard” 

Lots o’ white space 
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PRINTED DOCUMENT 

10 or 11 pt text 

Full sentences 

Detailed 

Portrait or Landscape 

Think “Annual Report” 

Columns 
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www.duarte.com/slidedocs/ 

“WALKING” DECK 

Varying Text Size 

Bullet Points & Full Sentences 

Varying Detail Level 

Portrait or Landscape 

Think “Car Brochure” 
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THE 3 TYPES OF PRESENTATIONS 

Large 
Screen 

Printed 
Document 

“Walking” 
Deck 
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KNOW YOUR 

FORMAT 

DETAILED 

LEAVE BEHINDS 



2/22/2016 

12 

Workers are  

HAPPIER  
and are more  

PRODUCTIVE  
when allowed to  

work from home 
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On screen slide 

Handout (notes page) 
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The Magical 
     2-in-1 Deck 



2/22/2016 

16 



2/22/2016 

17 

Demographics 

• We Looked at three age groups: 

• Women 21-39 

• Women 40-55 

• Women 55+ 

• We focused on women with household incomes of $50K - $155K as our initial target market 

• 52% of our target were married and 38% had children 

 

Psychographics is the study of personality, values, opinions, attitudes, interests, and lifestyles 

• For our study, we focused on women who socialized at least once a week with other women 
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DETAILED 

LEAVE BEHINDS 

Disappearing  

Content Tricks 
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HEALTH SURVEY 2014 
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Disappearing  

Content Tricks 

CHUNKING 
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Putting Our Philosophy Into Practice 

• Our Values guide our every day work and our 

commitment to employees, partners and clients 

• Our guiding Mission is behind everything we do 

• Our Goals define our future division’s planning 

• A unique Strategy realizes our brand’s unique vision 

• North American Operations coordinate our portfolio 

matrix 

 

 

VALUES  
guide our every 
day work and 
commitments 

MISSION  
is behind 

everything  
we do 

GOALS  
define our  

future division’s 
planning 

STRATEGY  
realizes our 

brand’s  
unique vision 

OPERATIONS 
coordinate  

our portfolio 
matrix 

Putting Our Philosophy Into Practice… 
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To Build a Stronger Market for Giving 

Collect & Analyze Information 

Understand Demand for Information 

Distribute Information 

To Build a Stronger  

Market for Giving 

Collect &  

Analyze 

Information 

Understand 

Demand for 

Information 

Distribute 

Information 
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Global Partner 

Premiere Global partner 

Naming rights  

First access to media content (shared with media partner)  

Activation in key markets of business relevance 

“Sole and exclusive” opportunity  

Executive “experiences” (10 spots) 

Access to athletes (as spokespersons) 

Brand integration opportunities onsite   

Brand promotion in PR 

Brand promotion in marketing (including rights to marks and logo) 

GLOBAL Partner 

Premiere 

Global 

Partner 

Naming 

Rights  
1st Access to Media Content 

(shared with media partner)  

Activation in Key Markets  

of Business Relevance 

“Sole and 

Exclusive” 

Opportunity 

Executive 

“Experiences”  
(10 spots) 

Access to Athletes 

 (as spokespersons) 

Brand Integration 

Opportunities Onsite 

Brand 

Promotion  

in PR 

Brand Promotion in Marketing 
(including rights to marks & logo) 

Use of Content 
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PREMIER Partner 

Activation in Key Markets  

of Business Relevance 

“Sole and 

Exclusive” 

Opportunity 

Executive 

“Experiences”  
(10 spots) 

Access to Athletes 

 (as spokespersons) 

Brand Integration 

Opportunities Onsite 

Brand 

Promotion  

in PR 

Brand Promotion in Marketing 
(including rights to marks & logo) 

Use of Content 

VIP Partner 

Brand Integration 

Opportunities Onsite 

Brand 

Promotion  

in PR 

Brand Promotion in Marketing 
(including rights to marks & logo) 

Use of Content 
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THE ASSIGNMENT 

Drive 
loyalty program 

enrollment 

Increase 
 business traveler 

partnerships 

Build an  
Asian market 

strategy 

Create major  
athletic event 

promotion 

THE ASSIGNMENT 

Drive 
loyalty program 

enrollment 

Increase 
 business traveler 

partnerships 

Build an  
Asian market 

strategy 

Create major  
athletic event 

promotion 
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Putting Our Philosophy Into Practice 

• Our Values guide our every day work and our 

commitment to employees, partners and clients 

• Our guiding Mission is behind everything we do 

• Our Goals define our future division’s planning 

• A unique Strategy realizes our brand’s unique vision 

• North American Operations coordinate our portfolio 

matrix 

DEMO 

Values Mission Goals Strategy Operations 

guide our  

every day  

work and 

commitments 

is behind 

everything  

we do 

define our  

future division’s 

planning 

realizes our 

brand’s  

unique vision 

coordinate  

our portfolio 

matrix 

Putting Our Philosophy Into Practice… 
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Iconography 

Challenges for Foster Youth 

• Crime 

– 57% of former foster youth are arrested by age 19 

• Income 

– Youth aging out of foster care are underemployed.  

• Education 

– 40% of former foster youth have repeated one or more grades 

• Housing 

– 37% of former foster youth experienced homelessness after age 18 

“Fostering Media Connections: Massachusetts”, February 2011 Brief  
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EDUCATION HOUSING INCOME CRIME 

Challenges for Foster Youth 

ENTERPRISE 

View of  
Business 

ALIGNED 

Health Care 
Team 

DIVERSE 

Skills and 
Experience 



2/22/2016 

31 

Regular Testing  

and Optimization 

14 Languages 

Compatible with Mobile  

and Tablet Devices 

Easily Co-branded 

Regularly Updated to Reflect  

Current State Law Requirements 

Fully Online  

Registration  

in OVR States 

Email Chase Program 

Program Advantages… 

EPS SVG EMF PNG JPG 

iconmonstr.com X X 

iconfinder.com X X 

thenounproject.com X X 

www.iconsdb.com X X 

flaticon.com X X 

icomoon.io/app X 

Google Materials Icons X 

Shutterstock.com X X 

ThinkStock.com X X 

iStockPhoto.com X X 

Import to PPT Yes No Yes Yes Yes 

Ungroupable in PPT Yes (on PC) No Yes (on PC) No No 

Recolorable in PPT Yes No Yes Limited Limited 

SOURCING ICONS 
V e c t o r  R a s t e r  

$ 

$ 

$ 
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CONVERTING ICONS – CloudConvert.com 
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Iconography 

Slides are Free 
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We’re the Agency That… 

• Launched an online engagement and 

social networking plan that positioned 

Hilton as the industry leader on 

environmental responsibility 

• Wrote a comprehensive digital strategy 

for Boeing initiating blog comment and 

Twitter monitoring and Facebook fan 

outreach 

• Created an industry-first podcast and 

YouTube channel for Bank of America 

3 Minutes 
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We’re the Agency That… 

Launched an online engagement and social 
networking plan that positioned Hilton as the 

industry leader on environmental responsibility 
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Wrote a comprehensive digital strategy  
for Boeing, initiating blog comment  

and Twitter monitoring  

Created an  

industry-first podcast and  

YouTube channel for  

Bank of America 
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3 Minutes 

or 

How Big is the Problem of  

Substance Addiction? 

• 15.9% (40.3 million) have the disease 

of addiction – more than have heart 

conditions (27.0 million), diabetes 

(25.8 million) or cancer (19.4 million) 

• 31.7% (80.4 million), while not 

addicted, engage in use of addictive 

substances in ways that threaten 

health and safety (risky users) 
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HOW BIG IS THE PROBLEM? 
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How Big is the Problem of  

Substance Addiction? 

• 15.9% (40.3 million) have the disease 

of addiction – more than have heart 

conditions (27.0 million), diabetes 

(25.8 million) or cancer (19.4 million) 

• 31.7% (80.4 million), while not 

addicted, engage in use of addictive 

substances in ways that threaten 

health and safety (risky users) 

 

 

OLD MODEL 

NEW MODEL 

Lorem ipsum dolor sit amet, consectetur adipisicing 

elit, sed do eiusmod tempor incididunt ut labore et 

dolore magna aliqua. Ut enim ad minim veniam, 

quis nostrud exercitation ullamco laboris nisi ut 

aliquip ex ea commodo consequat. Duis aute irure 

dolor in reprehenderit in voluptate velit esse cillum 

dolore eu fugiat nulla pariatur. 

Lorem ipsum dolor sit amet, consectetur adipisicing 

elit, sed do eiusmod tempor incididunt ut labore et 

dolore magna aliqua. Ut enim ad minim veniam, 

quis nostrud exercitation ullamco laboris nisi ut 

aliquip ex ea commodo consequat. Duis aute irure 

dolor in reprehenderit in voluptate velit esse cillum 

dolore eu fugiat nulla pariatur. 
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Social investment 

can reduce 

poverty & make 

money 

Procter & Gamble Case Study 

Social investment 

can reduce poverty 

& make money 
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All About 

Imagery 

BIG 
BLOODY & 
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This pic rocks 

…and “bleeds” 

THIS PIC IS NOW OFFICIALLY LAME 
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Sourcing  

Imagery 
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$$$ 

Shutterstock 
Thinkstock 
iStock 
 
Morguefile  
Stock Exchange (350,000+ images) 
Every Stock Photo (searches 20M+ images) 
Wikimedia Commons (19M+ media files) 
Free Range Stock     
Stockvault (42,000 images) 
Your Own Photos 
 
Flickr Creative Commons 

$ 

$0 

Shutterstock Thinkstock iStock 

Dollar Photo Dreamstime Fotolia 

Flickr Creative Commons MorgeFile Wikimedia Commons 

Metaphoric 

or Literal? 
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Improving our 

Western Region 

Sales Strategy 

Strengthening Our Team  
in Face of New Competition 
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or 
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Crop Well 

The Fog of  

Alzheimers 

• 5.3 million afflicted 

• 7th leading cause of 
death 

• 172 billion dollars in 
annual costs 
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The Fog of   

   Alzheimers… 

5.3 million  
afflicted 

7th leading  

cause of death 

$172 billion  
in annual costs 

How Fast Are  
Patients Records  
Being Digitized? 

 
Not Fast Enough… 
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[embrace empty space] 
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Was Business  

Casual Just a Fad? 



2/22/2016 

52 

What’s With All the  
Muted Turquoise  

in Advertising  
These Days? 

STRATEGIC MARKETING PATH 
Entering a new phase of consumer actionism 

IDENTIFY 
Target Consumer 

CREATE 
Unique Selling 
Proposition 

BE THE 
CATALYST 
For Action 

INITIATE 
Your Campaign 

1 
3 

2 
4 
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Rule of Thirds 

The Rule of Thirds 
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Gradients 

& Vignettes 

The Fog of  

Alzheimers 

• 5.3 million afflicted 

• 7th leading cause of 
death 

• 172 billion dollars in 
annual costs 
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The Fog of  

Alzheimers 

5.3 million  
afflicted 

7th leading  
cause of death 

172 billion dollars  
in annual costs 
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The child is  

9x more likely  
to grow up in poverty 

HIGHER EDUCATION 
              changes lives… 
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All About 

Imagery 

Black Slides 
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Black Slides 
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Presenter View 
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Presenter View 
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Q&A 

CREATING  

VISUAL  

PRESENTATIONS 

Nolan Haims 


