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HELLO!
I am Erin Kenney
I am here because I love to give 
presentations.
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• Branding  
• Color, Graphics, Sidebars, and Headings 
• Content
• Usability (Test)  
• Summary
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The Road to Report 
Branding

Report Branding – September 2018
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What is “Branding?”

4

Branding

Report Branding – September 2018
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Branding
 Having a consistent look

 Something easily identifiable as yours

 Using logos
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Easily Identifiable

6

Branding

• Using Logos to Identify you

Report Branding – September 2018
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Branding

Report Branding – September 2018
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Branding
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Benefits of Branding 
• Makes it clear your work comes from you
• Focuses attention where you want it:

• Report Title
• Report Contents

• Reinforces your Reputation 
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Branding
Some Considerations

 Department, City, County Standards
 Office Standards
 Users

Report Branding – September 2018

¥
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Branding
Back at 
the 
Ranch

Report Branding – September 2018

Goal: Develop our “Brand”
Step 1
Identify official standards and requirements.

Step 2
Consider the political climate.  What does the 

boss want or like? 

Step 3
Determine what you could use to identify your 

work as being from your office

Step 4
What looks good – what is eye catching?
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Branding

Report Branding – September 2018
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Branding
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A Consistent Look 

Report covers can catch 
your eye, and focus 
on the title and 
contents
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How do readers read reports?

 People are 
very visual

Branding
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How do readers read reports?

 They follow 
intended and 
unintended 
directions

Branding
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How do readers read reports?

 Can be lead 
to water (and 
to audit 
messages)

Branding
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Color , Graphics,
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… and Headings
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Color – charts, graphs
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Lines of Credit 
11%

General 
Obligation 

2%

Tax 
Improvemen

t 2%
Urban 

Renewal 12%

Limited Tax 
Revenue 18%

Revenue Bonds 55%

 Emphasizing large sections
or large concepts, as 
opposed to small.

 Color can be used online 
even if not in print.

 Many organizations 
distribute 50 - 100 times
more reports online than in 
print.
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Color – in the report

Report Branding – September 2018

DONE 21 Fully implemented
IN PROGRESS 6 In progress or partially implemented
OPEN 14 Unresolved
TBD 10 Pending scheduling

Status of Recommendations



19

Color – in the report
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Stop

Proceed with 
caution

Go 
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Graphics
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To illustrate the increase of debt 
for which property tax dollars 
are expended

City of Portland: 2001 and 2010 
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Graphics
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To illustrate the concept that 
Policing is a social service.

The area of each box represents 
the volume of incidents in 2015 in 
the City of Philadelphia (about 
1.5m in total) handled by the 
Philadelphia Police Department.* 

*Source: Intelligence-Led Policing by Jerry Ratcliffe,
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Headings
How do readers read reports?

 People read reports the 
way they read anything
 Left to right
 top to bottom
 bold to non-bold

 Important to less important 
(what is perceived as)

 Photos, graphics, and other 
illustrations should enhance 
not distract
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Headings
How do readers read reports?

 Can be 
distracted 
and may lose 
the point of 
the audit
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Headings and Reader Flow

Less unified, attention pulled in 
different directions

More unified, attention directed 
to turn into the report
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Headings and reader flow

Readers are 
drawn into 
the text by 
the flush-
right 
(ragged left) 
side head

Headings and Reader Flow

Report Branding – September 2018
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Headings and reader flow

Headings and Reader Flow

Subheads help break 
up gray text, and are 
appropriate next 
level to the side 
heads

Report Branding – September 2018
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Headings and reader flow

Flush left side heads 
pull attention away, 
and sub-level 
sideheads compete 
with more major 
headings for 
attention

Headings and Reader Flow

Report Branding – September 2018

¥
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Color, Graphics, Sidebars, and Headers

Back at 
the Ranch

Report Branding – September 2018

Goal: Find ways to use Color, 
Graphics, Sidebars, and 

Headers
Step 1
Try a few styles for each. 

Step 2
Don’t worry about cost for 

online distribution.

Step 3
Less is more (don’t overdo). 
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Reports should be

 Objective

 Concise

 Scannable

Content

Report Branding – September 2018
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The content of any truly 
professional report should 
be objective, concise, and 
scannable. 

Report Branding – September 2018

Content
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Content

Reader 
Design:
Good
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Appropriate size, 
font and 

boldness for 
chapter number 

and title, side 
heading, and 

subheads

Chapter heading 
starts you off, 
leads you to the 
main (side) 
heading, then to 
the subhead

Pie chart 
enhances, and 
doesn’t distract 
from other parts 
of the page

Design feels 
unified, is easy 

to follow and 
read, and directs  

reader flow Report Branding – September 2018

Content
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Content

Reader 
Design:
Less than 
Good…
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Subject of photo 
is looking off the 
page - directing 
the reader’s eye 

off the page

Bold headline 
grabs attention, 
but maybe too 

much 
Different fonts, 
justified and also 
ragged right and 
centered

Right hand 
margin is violated, 
breaking up 
continuity

Pie chart way out 
into the margin 

Shaded box is 
too much, text 

spacing is a 
problem

OVERALL:

Too many things 
going on, all 
grabbing for 
attention

Where are the 
margins?

Report Branding – September 2018

Content
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Where do you want the focus? 
Select your “Guiding Principles”…
• Optimize for busy decision-makers
• Optimize for online reading
• Provide information just-in-time
• Use color but message accessible in b/w
• Goal – less than 15 pages 
• Make key points with visuals

¥

Content
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Back at 
the 
Ranch

Goal: Set Guiding Principles

Step 1
Gather team

Step 2
Determine Guiding Principles options 

(see prior slide for examples)

Step 3
Set Guiding Principles

Step 4
Draft, refine, test, refine

Content
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Usability 
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 User-centered design? Not my job.

We already understand users.

 Users aren’t that diverse.
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Usability

Report Branding – September 2018

User behavior challenges:
 How much supporting information?

 What level of technical language?

 Where to make the report available?

 What tone to take in the writing?
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Usability
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Meeting User expectations

• Creates efficiency
• Reduces cognitive load
• Satisfying
• Enjoyable
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Usability 

Report Branding – September 2018

Usability Test
Tell user they are required to review this report for their 
work and provide the report.

• What do they look at first?
• What do they skip? 
• What are they most interested in?
• Time the review.
• Ask the user what they took away from the review.

¥
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Usability
Back at 
the Ranch
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Goal: Administer Usability Tests
Step 1
Select “Users” to participate in the Usability Test.  

Step 2
Administer test to Users one by one.   

Step 3
Observe and Document answers.

Step 4
Compare results, analyze, and consider design revisions. 
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Summary

Visual 
Creatures

¥
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• Commit Resources
• Identify your Brand / Logos
• Color, Graphics, Sidebars, Headings
• Develop Usability Tests 
• Have Fun!

Back at 
the Ranch

Summary
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I have only made this letter longer because I 
have not had the time to make it shorter.

Blaise Pascal

Committing Resources

Summary
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THANKS!
Any questions?
You can find me at @erin.kenney@lafpp.com
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