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Use to copy paste a screenshot from another slide.



•

•

•

•

•

•











Purpose of Layout: A blank slide

Tip: Use judiciously and as a last resort if you can’t find what you need in a master slide.

Use to copy paste a screenshot from another slide.





20 

30  

40 

50  

60  

70

80  

90  

20  

30  

40 

50  

60  

70 (LinkedIn Blue)

80 

90  

BLUE 

20 

30  

40 

50  

60  

70

80  

90  



20 

30  

40 

50  

60  

70

80  

90  

20  

30  

40 

50  

60  

70 (LinkedIn Blue)

80 

90  

BLUE 

20 

30 

50 



https://www.smb-gr.com/wp-content/uploads/2024/02/2024_Prioritie-Aligning-Technology-Investments_1_final.pdf
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https://www.linkedin.com/ad-library/home
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