
Brand and  
Messaging Guidelines



Brand and Messaging Guidelines 2

Contents
Messaging � 05

Tone of voice�  10

Branding � 13

Social Media � 19

Powerpoint � 22

Zoom / Teams � 25

Event banners � 27

Email banners � 29

Brand and messaging Technical guidelines

Logo Usage� 32

Colour Usage� 35

Infographics� 37

Imagery� 44

Brand Elements� 50

Powerpoint Usage� 55

32

35

37

44

50

55



A stronger brand helps all of us to achieve our goals. 

To maintain and strengthen the Hg brand we need 
all employees to represent the firm with consistency. 

The following guide has been created for employees 
on core messaging and visual elements to help 
promote Hg in a consistent way.

What we want 
to achieve
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Strategy
We are the largest European-based investor in growing companies 
that provide critical software and services to business; and by using 
our scale, expertise and operational capability achieve top-quartile 
investment returns for our clients over the long term.

‘Why’ we exist beyond financial gains
Transcendent impact

Trusted to improve the future of millions of investors 
by building sustainable business for tomorrow

‘What’ business we are in
What we do and for whom

Together we build enduring software and service 
leaders that transform how people work

‘Where’ we want to go
The future we aim to create

To be the most sought-after investor
in software and services

‘How’ we want
To show up

Be Genuine x Outlearn x
Go Beyond x Win Right
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How we talk about Hg

We refer to our firm as Hg, 
please do not use ‘HgCapital’ in 
comms or marketing materials.

Other proof points of performance and scale:

Boilerplate info on Hg

We support the building of sector-leading enterprises that supply businesses with critical software 
applications or workflow services, delivering a more automated workplace for their customers.

This industry is characterised by digitization trends that are in early stages of adoption and are set 
to transform the workplace for ‘white collar’ professionals over decades to come. Our support 
combines deep end-market knowledge with world class operational resources, together providing 
compelling support to entrepreneurial leaders looking to scale their business – businesses that are 
well invested, enduring and serve their customers well.

With a vast European network and strong presence across North America, our 400 employees  
and around $65bn in funds under management support a portfolio of around 50 businesses, worth 
over $125 billion aggregate enterprise value, with over 100,000 employees, consistently growing 
revenues at more than 20% annually. If you’d like to see more, check us out at:

www.hgcapital.com.

Hg in one sentence

Hg is a leading investor in 
European and Transatlantic 
software and service businesses.

We have an enduring track record, with 30+ years of navigating 
market cycles to deliver top quartile net returns, returning consistently 
over 3x real cash returns to our clients.

We have scaled to be Europe’s largest sector-specialist buyout firm, 
and one of the most active software and technology investors 
globally. Our portfolio forms the #2 largest and fastest growing 
software group in Europe.

We have $b5n+ funds under management, comprising $25 billion 
of new investible capital, which puts Hg in the top three software-
focused buyout firms globally.

We are invested in top three biggest software buyouts in Europe 
(Access Group, IFS and Visma), all over $10bn EV.
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Hg in Numbers
Here are some facts and figures about Hg.

Note, to check you have the most up-to-date figures, please visit 
the factsheet / quarterly update page on the Hg website

c.50
Portfolio companies

20%
rate of growth per year of Hg’s 
portfolio (revenue) 

c.$65bn
funds under management, comprising 
$25 billion of new investible capital, 
which puts Hg in the top three software-
focused buyout firms globally

c.$17bn
returned over last 20 years at 3.3x 
MOIC / 33% IRR 

$125bn+
size of portfolio (aggregate 
Enterprise Value) – representing one 
of the largest and fastest growing 
transatlantic software groups

c.400
Hg employees across London, Munich, 
New York, Paris and San Francisco

100,000+
portfolio employees (growing  
at between 5-10% each year)

$10bn+ EV
Hg is invested in the top three 
biggest software buyouts in Europe 
(Access Group, IFS and Visma)

HG WEBSITE

Brand Elements — Gradient
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Dispersion Gradient

One of our main visual brand 

assets is based on the concept of 

glass. As explained in further 

pages, as interesting aspect of 

glass is dispersion2refraction. This 

is where a single light source enters 

and is separated into multiple 

colours as an output.

This is a great metaphor for how 

Hg can transform the companies it 

works with. This spectrum of 

colours are also going to be used 

as part of our brand colours.
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Proactive
Shows, rather than tells, with plenty of strong 
examples and confident plans of action.  
Always moving forward – knowing exactly  
when to pause to add detail, and when to  
move at a faster pace.

• 	 Uses minimal, hard-working language
• 	 Lots of verbs
•	 Light, upbeat and optimistic tone
•	 Always ends on a positive note with an 

emphasis on solutions
•	 Future focus – puts goals up front and centre

Collaborative
It’s all about what we can imagine and  
do together, so we use a consistent and 
recognisable style to show warmth and 
dependability.

•	 More likely to say ‘let’s’ than you should.
•	 More like to say ‘we think’ than ‘Hg thinks’
•	 More likely to say ‘businesses we partner  

with’ than ‘businesses we work with’

Clever
Demonstrates ingenuity and creativity with some 
playful sentence construction. But doesn’t veer 
too far – never writes anything that wouldn’t 
sound natural read out loud.

Might try:
•	 Varying sentence length
•	 Missing a preposition or dropping  

in a one-word sentence
•	 Building up lists of adjectives
•	 Making contrasts and comparisons

Always:
•	 Uses contractions, plain English,  

no business jargon
•	 Explains terminology

MeinAutoGroup is a household name 
retailer for used cars in Germany. One of 
many Hg brands shaking up their sector.
It’s all about your growth.

Change shape to change your industry.
Shaping tomorrow’s enterprise. Today.

Let’s build your legacy.
We say this is just the beginning. 
We think you’ll go far. 
Here are some of the thriving businesses 
we partner with.

Brand and Messaging Guidelines 11
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Before:

After:

Hg has nearly 400 employees

We’re a team of nearly 400.

We firmly believe that responsible business practices help generate superior  
long-term performance.

Responsible business practices help you keep winning, well into the future.

Hg’s vision is to be the most sought after investor within our sector focus, being  
a partner of choice for management teams and providing a rewarding  
environment for Hg colleagues.

The most sought-after investor. The most favoured management partner.  
The most rewarding work environment. Our vision looks like many different things.

The Hg Data team explore OpenAl’s Codex that converts human language  
into code and assesses its value potential for B2B SaaS companies.

Could Al replace your data team? We’re exploring OpenAl’s codex to evaluate  
its potential.

The businesses we’re working with and how we’re helping them to grow.

Some of the thriving businesses we partner with.

In general

If it bores you or confuses you, don’t 
write it. If it interests you and informs 
you, you’re in the right territory.Before:

Before:

Before:

Before:

After:

After:

After:

After:
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Our Logo

We are sticking with our current logo 
as it retains a high level of ownability 
and brand equity. The colours have 
been slightly updated in line with  
our colour palette refresh.

DOWNLOAD LOGO

Brand Elements — Gradient
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Dispersion Gradient

One of our main visual brand 

assets is based on the concept of 

glass. As explained in further 

pages, as interesting aspect of 

glass is dispersion2refraction. This 

is where a single light source enters 

and is separated into multiple 

colours as an output.

This is a great metaphor for how 

Hg can transform the companies it 

works with. This spectrum of 

colours are also going to be used 

as part of our brand colours.
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Colour Palette

We have freshened up the colour 
palette to modernise and add 
vibrancy. The palette uses two bold 
accent colours, alongside a set of 
dark and light colours to add depth 
and variation.

Brand Elements — Colour Palette

Hg Brand Overview 18

Anthracite

Deep Blue

Space Grey

Tech Blue

Hg RED Cool Grey

Bright White

Colour Palette

We have freshend up the colour 

palette to modernise and add 

vibrancy. The palette uses two bold 

accent colours, alongside a set of 

dark and light colours to add depth 

and variation�

We may introduce more colours as 

we roll the brand out during the 

website visual design phase.
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Dispersion Gradient

One of our main visual brand 
assets is based on the concept  
of glass. As explained in further 
pages, as interesting aspect of 
glass is dispersion/refraction.  
This is where a single light source 
enters and is separated into 
multiple colours as an output.

This is a great metaphor for how 
Hg can transform the companies  
it works with. This spectrum of 
colours are also going to be used 
as part of our brand colours.

Brand Elements — Gradient
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Dispersion Gradient

One of our main visual brand 

assets is based on the concept of 

glass. As explained in further 

pages, as interesting aspect of 

glass is dispersion2refraction. This 

is where a single light source enters 

and is separated into multiple 

colours as an output.

This is a great metaphor for how 

Hg can transform the companies it 

works with. This spectrum of 

colours are also going to be used 

as part of our brand colours.
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Typography

Licensed font
used by the Hg Marketing team only

Standard fonts
for use by Hg employees

The marketing team use our brand font Gellix, 
which is a specially licensed font by Display 
Type Foundry. It is a clean sans serif typeface 
which has a tech feel, whilst remaining human.

Hg staff won’t have access to this font, so  
the default for all Hg employees is Avenir Next 
LT Pro and Avenir Next Medium. Weights used 
are shown opposite.

Gellix  
SemiBold

Gellix Medium
Gellix Regular
Gellix Light

Avenir Next Medium
Avenir Next LT Pro Regular
Avenir Next LT Pro Light

Avenir Next  
LT Pro Demi

BODYBODY

HEADER HEADER

Brand and Messaging Guidelines 17
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Brand Elements — Photography (WIP)

Hg Brand Overview 21

Photography

Photography will be used to 

show our human side. Images 

should feel natural and 

candid. In places we can bring 

in elements that echo the 

glass concept, like dispersion 

effects, glass overlays or 

simple light reflections.

Photography

Photography will be used to show 
our human side. Images should 
feel natural and candid. In places 
we can bring in elements that 
echo the glass concept, like 
dispersion effects, glass overlays 
or simple light reflections.
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LinkedIn Banners

We have created LinkedIn 
Banners for you to use on  
your LinkedIn profiles.

To add banners to your profiles 
simply click onto “view profile”  
and click onto the pencil icon  
on your banner. 

Access banners via the Marketing 
Shared folder below

DOWNLOAD BANNERS

Brand Elements — Gradient
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Dispersion Gradient

One of our main visual brand 

assets is based on the concept of 

glass. As explained in further 

pages, as interesting aspect of 

glass is dispersion2refraction. This 

is where a single light source enters 

and is separated into multiple 

colours as an output.

This is a great metaphor for how 

Hg can transform the companies it 

works with. This spectrum of 

colours are also going to be used 

as part of our brand colours.
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Social Media – LinkedIn Banners

https://hgcapital.sharepoint.com/:f:/s/HgStaffShared/EpJM2KxVr25Oq9kOVD1PaMoBFqJaAyaNuzh5lQDhVdRg-A?e=kiXmBR


LinkedIn profile set up

We advise all staff to keep their socials  
up to date with correct information.

When talking about Hg on your profiles  
it is important to use the correct 
descriptions, ways which you can describe 
Hg on your socials are available below. 
See standard Hg descriptors on page 8.

We provide all employees with an opportunity 
to participate in a professional photoshoot 
(contact marketing for more information), you 
can use these photos in your profiles to make 
them look very professional and credible.  
Add a face to the name!

Social Media Use

Sharing content / posting on social media  
is a very important aspect of many 
professions. Our advice for people who are 
looking to use their platforms more actively: 

	 Repost relevant content shared by 
official Hg accounts, this will showcase 
company expertise.

	 Share valuable content that showcases  
YOUR expertise

	 Like, comment, share anything  
you find interesting

	 Follow targets and relevant people  
in your target groups

	 Follow influencers in the field to keep  
up to date with the latest

	 Use hashtags!

SEE PAGE 8

Brand Elements — Gradient
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Dispersion Gradient

One of our main visual brand 

assets is based on the concept of 

glass. As explained in further 

pages, as interesting aspect of 

glass is dispersion2refraction. This 

is where a single light source enters 

and is separated into multiple 

colours as an output.

This is a great metaphor for how 

Hg can transform the companies it 

works with. This spectrum of 

colours are also going to be used 

as part of our brand colours.
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Powerpoint

Our powerpoint template  
is now widescreen and  
will available for you to 
download via Templafy.

Please see page 56 for 
technical use.

You can also find ‘Intro to Hg’ 
decks and template powerpoint 
formats in the Marketing Shared 
folder below.

DOWNLOAD TEMPLATES

Brand Elements — Gradient
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Dispersion Gradient

One of our main visual brand 

assets is based on the concept of 

glass. As explained in further 

pages, as interesting aspect of 

glass is dispersion2refraction. This 

is where a single light source enters 

and is separated into multiple 

colours as an output.

This is a great metaphor for how 

Hg can transform the companies it 

works with. This spectrum of 

colours are also going to be used 

as part of our brand colours.
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https://hgcapital.sharepoint.com/:f:/r/sites/HgStaffShared/Shared%20Documents/Marketing%20Shared/PowerPoint%20templates?csf=1&web=1&e=na2qXw


IC templates

You can find IC template 
decks in the Marketing 
Shared folder below.

DOWNLOAD TEMPLATES

Brand Elements — Gradient
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Dispersion Gradient

One of our main visual brand 

assets is based on the concept of 

glass. As explained in further 

pages, as interesting aspect of 

glass is dispersion2refraction. This 

is where a single light source enters 

and is separated into multiple 

colours as an output.

This is a great metaphor for how 

Hg can transform the companies it 

works with. This spectrum of 

colours are also going to be used 

as part of our brand colours.
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Zoom / Teams Backgrounds

Zoom / Teams

Access banners via the Marketing Shared  
folder below.

DOWNLOAD BACKGROUNDS

Brand Elements — Gradient
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Dispersion Gradient

One of our main visual brand 

assets is based on the concept of 

glass. As explained in further 

pages, as interesting aspect of 

glass is dispersion2refraction. This 

is where a single light source enters 

and is separated into multiple 

colours as an output.

This is a great metaphor for how 

Hg can transform the companies it 

works with. This spectrum of 

colours are also going to be used 

as part of our brand colours.
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Event Banners

Event Banners
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Email Banners Usage
When using light images it is important to use 
dark text and dark dots and when using a dark 
image use white text and light dots. When using 
stock images please see the image use section 
on page.

Use Century Gothic for your headline  
and Avenir Medium for your secondary info.  
Hg red and Tech blue can be used to highlight 
the secondary info.

Headline goes here
Secondary info here

Headline goes here
Secondary info here

Headline goes here
Secondary info here

Headline goes here
Secondary info here

Image

Image with light effect 
and text

Image with dots, light 
effect and text
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Logo Usage

Our logo should be used white with 
the red cross when used on darker 
backgrounds and darker images. 

Brand and Messaging Guidelines 33
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Logo Placement

Our logo must be placed above 
the text on front covers and top 
right on all other occasions. 
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Hg Red
RGB: 248-73-94
f8495e

Cool Grey
RGB: 188-198-220
bcc6dc

Tech Blue
RGB: 91-103-213
5b67d5

RGB: 106-100-195
6a64c3

RGB: 118-98-183
7662b7

RGB: 132-96-172
8460ac

RGB: 145-94-161
915ea1

RGB: 159-92-151
9f5c97

RGB: 173-91-140
ad5b8c

RGB: 187-90-129
bb5a81

RGB: 210-88-118
c95876

RGB: 215-88-108
d7586c

RGB: 255-98-110
e1626e

RGB: 177-188-218
b1bcda

RGB: 221-108-122
dd6c7a

RGB: 166-177-216
a6b1d8

RGB: 217-120-134
d97886

RGB: 156-167-215
9ca7d7

RGB: 214-134-147
d68493

RGB: 145-156-213
919cd5

RGB: 211-145-159
d3919f

RGB: 208-158-171
d09eab

RGB: 205-170-183
cdaab7

RGB: 202-183-196
cab7c4

RGB: 200-195-209
c8c3d1

RGB: 104-114-207
6872cf

RGB: 221-108-122
dd6c7a

RGB: 114-124-209
727cd1

RGB: 124-135-210
7c87d2

RGB: 135-145-212
8791d4

Infographic Colours

Using three of our brand colours 
we created a colour wheel 
gradient for our infographics. 
Usage for this can be found  
in the infographics section. 

Hg Red

Cool Grey

Tech Blue

Brand and Messaging Guidelines 36
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Pie chart title here

thing one
stat two
item three
figure four
datum five
indicator six
thing seven
stat eight
item nine
figure ten
datum eleven
indicator twelve
thirteen

thing one
stat two
item three
figure four
datum five
indicator six
thing seven
stat eight
item nine
figure ten
datum eleven
indicator twelve
thirteen

Pie chart one title Pie chart two title

Performance charts / / Relevant statistics / / Figures / / Explanatory charts

Introduction to Hg 10

Pie Chart

Infographics – Pie Chart Light
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Pie Chart

Inforgraphics – Pie Chart

Pie chart title here
Performance charts / / Relevant statistics / / Figures / / Explanatory charts

Introduction to Hg 10

thing one
stat two
item three
figure four
datum five
indicator six
thing seven
stat eight
item nine
figure ten
datum eleven
indicator twelve
thirteen

thing one
stat two
item three
figure four
datum five
indicator six
thing seven
stat eight
item nine
figure ten
datum eleven
indicator twelve
thirteen

Pie chart one title Pie chart two title
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Waterfall Chart

Infographics – Waterfall Chart Light

Value creation
Businesses we support create value primarily through growing revenue

Introduction to Hg 10

M
oC

All realised deals within
our core clusters

Entry value Multiple expansion Deleveraging Total proceedsRevenue growth Margin expansion

1.0x

1.7x
~90% of returns
delivered from
driving growth

Hg levers businesses
but often pursues
mid-investment

recaps to optimise
capital structures,
drive fund DPI and

finance growth
through M&A

3.0x

2.5x

2.0x

1.5x

1.0x

0.5x

0x

3.5x

4.0x

0.4x

0.9x (0.6x)

3.3x
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Waterfall Chart

Inforgraphics – Waterfall Chart

Value creation

Introduction to Hg

Businesses we support create value primarily through growing revenue

10

M
oC

All realised deals within
our core clusters

Entry value Multiple expansion Deleveraging Total proceedsRevenue growth Margin expansion

1.0x

1.7x
~90% of returns
delivered from
driving growth

Hg levers businesses
but often pursues
mid-investment

recaps to optimise
capital structures,
drive fund DPI and

finance growth
through M&A

3.0x

2.5x

2.0x

1.5x

1.0x

0.5x

0x

3.5x

4.0x

0.4x

0.9x (0.6x)

3.3x
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Cluster Chart

Inforgraphics – Waterfall Chart Light

Investments by cluster

Introduction to Hg 10

$10.0bn

$11.6bn

$3.7bn

$1.6bn

$1.6bn$2.5bn
$2.1bn

$1.8bn

No. of years investing in cluster 

Tax & Accounting
3.9x / 38% IRR

ERP & Payroll
4.9x / 35% IRR

Automation & 
Engineering

2.4x / 22% IRR

Legal & Regulatory
compliance

2.2x / 19% IRR
Capital Markets & 

Wealth Mgmt IT
3.9x / 38% IRR

Healthcare IT
3.1x / 37% IRR

Technology
Services

2.6x / 23% IRR

Insurance
3.0x / 34% IRR

Approximately $34 billion of equity
invested in targeted verticals

Note: Excludes co-investment, as of 30 September 2022 PF for post-period events
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Cluster Chart

Inforgraphics – Cluster Chart Dark

Investments by cluster

Introduction to Hg

$10.0bn

$11.6bn

$3.7bn

$1.6bn

$1.6bn$2.5bn
$2.1bn

$1.8bn
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No. of years investing in cluster 

Tax & Accounting
3.9x / 38% IRR

ERP & Payroll
4.9x / 35% IRR

Automation & 
Engineering

2.4x / 22% IRR

Legal & Regulatory
compliance

2.2x / 19% IRR
Capital Markets & 

Wealth Mgmt IT
3.9x / 38% IRR

Healthcare IT
3.1x / 37% IRR

Technology
Services

2.6x / 23% IRR

Insurance
3.0x / 34% IRR

Approximately $34 billion of equity
invested in targeted verticals

Note: Excludes co-investment, as of 30 September 2022 PF for post-period events
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Photo PNG PNG on top

Light Effects
Layer images using one of the supplied PNG light effects

DOWNLOAD LIGHT EFFECTS

Brand Elements — Gradient
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Dispersion Gradient

One of our main visual brand 

assets is based on the concept of 

glass. As explained in further 

pages, as interesting aspect of 

glass is dispersion2refraction. This 

is where a single light source enters 

and is separated into multiple 

colours as an output.

This is a great metaphor for how 

Hg can transform the companies it 

works with. This spectrum of 

colours are also going to be used 

as part of our brand colours.
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Imagery – Light Effects

https://hgcapital.sharepoint.com/:f:/r/sites/HgStaffShared/Shared%20Documents/Marketing%20Shared/Imagery/Light%20Effects?csf=1&web=1&e=oZquCI


Image Blur & Noise effect Final effect

Textbox Overlay – Light Image
Layer a blur and noise effect over a light image

DOWNLOAD TEXTBOX OVERLAY
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Imagery – Textbox Overlay

https://hgcapital.sharepoint.com/:f:/r/sites/HgStaffShared/Shared%20Documents/Marketing%20Shared/Imagery/Textbox%20Overlay/Image%20Boxes?csf=1&web=1&e=HpAMKN


Textbox Overlay – Dark Image
Layer a blur and noise effect over a dark image

Image Blur, White & Noise Final effect

DOWNLOAD TEXTBOX OVERLAY
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Imagery – Textbox Overlay

https://hgcapital.sharepoint.com/:f:/r/sites/HgStaffShared/Shared%20Documents/Marketing%20Shared/Brand%20guidelines%20and%20materials/2023%20New%20Brand%20Materials/Imagery/Textbox%20Overlay?csf=1&web=1&e=rRFZ3E


Image Dark dots overlay Final effect

Dots Overlay – Light Image
For a light Image, layer the dark dots over your photograph

DOWNLOAD DOTS OVERLAY
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Imagery – Dots Overlay

https://hgcapital.sharepoint.com/:f:/r/sites/HgStaffShared/Shared%20Documents/Marketing%20Shared/Imagery/Dot%20overlay?csf=1&web=1&e=EuPk6y


Dots Overlay – Dark Image
For a dark image, layer the light dots over your photograph

Image Light dots overlay Final effect

DOWNLOAD DOTS OVERLAY
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Imagery – Textbox Overlay

https://hgcapital.sharepoint.com/:f:/r/sites/HgStaffShared/Shared%20Documents/Marketing%20Shared/Brand%20guidelines%20and%20materials/2023%20New%20Brand%20Materials/Imagery/Dot%20overlay?csf=1&web=1&e=v3JOcW
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Glass
By introducing 3D glass assets to our brand language  
we can encapsulate our brand essence in a visual way.

Glass is a modern building material that speaks to our 
enduring message.

It also a common material through which software  
is used, which refers to our focus on enterprise.

Glass has several other representations and properties 
which are visually impressive and speaks to differences 
and strengths.

Properties

Modern

Timeless and Enduring

Transparent

Transformative

Enabling

Enlightening

Brand Elements
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Brand Assets — Glass Properties

Hg Brand Overview 24

BuiQdinP (endurinP)

Stacking glass blocks to represent 

building / platforms. Enduring 

properties of glass.

By using frosted glass in certain 

places we can alter the feeling to 

be more human.

We can use coloured glass to show 

transformational / enterprising change.

Human Transformative (enterprise)
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Brand Elements – Glass Properties



Brand Assets — Refractions

Hg Brand Overview 25

Dispersion / Refraction

When light travels through glass by 

refraction it separates into a 

spectrum of colour.

This effect can add colour and 

visual interest to our brand.

It can also be used in a more 

graphical sense to signal a call to 

action for our audience.

See case study
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Brand Elements – Refractions



Dot Patterns

For graphical elements we use dot 
patterns which are a subtle nod 
towards software and data. They 
can be used as textural pieces, for 
maps or graphical components to 
illustrate statistics.

Brand Assets — Dot Patterns
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illustrate statistics.
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Brand Elements – Dot Patterns
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Textbox Overlay in Powerpoint
Follow these steps to create a textbox overlay  
within powerpoint. These can be used over  
full page images or cut out images as shown. 
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Powerpoint – Textbox Overlay



Divider lines:

0.5 pt 
RGB: 97-104-113

Section title above text:

8 pt 
RGB: 91-103-213Textbox overlay can 

be used over images

Logo must be placed top right in white or 
black or, where necessary, removed entirely 

Dots can be used  
in blank space

Text boxes and 
photographs should have 
a very small round corner

Powerpoint explanation

Brand and Messaging Guidelines 57

Powerpoint – Explanation



A secondary margin is set to 
2.8cm. This is for covers, divider 
pages and pages with less text.

Our document margin is set 
at 0.8cm. You may place text 
left or right aligned  
to this line.

Powerpoint Margins

Powerpoint name can be 
placed bottom left or top 
left on the margin
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Powerpoint – Margins
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