
Maximize marketing
OPPORTUNITIES

Top tips & strategies for our partners

OnCourseLearning.com



Whether you own a business  
in healthcare, real estate or the  
financial services sector,  
you need to stay connected to 
clients and potential clients.  

Today’s marketing opportunities go beyond face-to-face 

interactions and traditional print, radio and television 

campaigns to include the digital world. 

We know that without guidance, marketing’s new age can be 
daunting. OnCourse Learning is here to help. Our experts are 
pleased to provide OnCourse partners and customers with the 
best tips for successful branding, content, social media, marketing 
intelligence and digital marketing.



What is branding? According to Pam Junot, 
OnCourse Learning’s vice president of brand 
management, it is developing, presenting and 
communicating your company’s core essence, 
value and promise to your customers. 

If you are not a brand, you are a commodity. 
This important marketing philosophy carries with 
it the critical undertones of differentiation, reputation 

and authenticity. Your brand is more than your 
products and services. It is who you are as a          

business and what you stand for.  
Effective brands bring a sense of community and  
engagement through each customer experience,   

resulting in solid retention and satisfaction rankings.

Branding 
brilliance



1.    Develop a messaging framework.  
A messaging framework helps drive consistent 
deliverability of your key messages. Three good 
starting points are:

• Value proposition, which succinctly 
states the value you deliver, to who and 
by what means; 

• Unique selling proposition, which clearly 
states what makes you different from 
the competition; and

• Proof points, which should support your 
company’s positioning through interest-
ing and unique facts.

2.    Take another look at your visual identity.  
A visual identity includes logos, color schemes, 
imagery and more. Ask yourself if it conveys 
the sentiments you are striving for in your 
message framework. 

3.    Circulate your work. A company’s brand is not only what you say it is, but how the actions and behaviors of 
each and every employee reflect it. Your message framework and visual presentation should be understood 
and represented by each employee throughout the entire customer experience, whether on the phone, 
online or face-to-face.

4.    Create a brand mapping strategy. There are numerous avenues for communicating your brand to 
customers and prospects. Get to know each one so you can best evaluate its potential for your audience. 
Tactics include social marketing, content marketing, paid advertising, public relations, trade shows and 
more. For each tactic, identify specific audience segments. Map tactics to your key stakeholders and start 
implementing the most promising ones. Choose only a few tactics at a time, and do them well. Measure 
each initiative, review performance carefully and adjust strategies along the way.  

5.    Understand that brand marketing is part art, part science. While the brand building experience is 
very creative and strategic, it is important to understand the role science plays in modern marketing. 
The amount of data we are able to extract and analyze from brand marketing efforts is extraordinary 
compared with even five years ago. Strive for an effective balance in your business.   

Top tips for  
branding success: 



Engaging 
content

Successful content marketing revolves around creating 
valuable, consistent content that helps your audience 
solve their problems and stay current with industry 
trends, said Heather Cygan, vice president of content 
marketing, OnCourse Learning. 

Well-executed content develops 
and maintains brand awareness 
and positions brands as thought 
leaders. The content should be 
used across platforms to keep 
audiences engaged before,  in-            

between and after they have  
purchased products or services. 



A content strategy should be employed across email, social 
media, blogs, print and public relations, Cygan said. If your 
resources are limited, pick two to three platforms on which 
you’re most likely to reach your target audience.

5 tips for success
1. Develop content your audience can use to solve their problems. And, remember 

that what you post online becomes your brand.  Always proofread and remain 
professional. Ask yourself, “Would I be proud to have a client or partner view and 
discuss this post with me?”

2. Successful content marketing efforts are consistent. If you start a blog or 
social media account, make sure you regularly update it according to schedule. 

3. Continuously learn about search engine optimization strategies to boost 
organic traffic. Rewrite headlines to include keywords and stay current on 
trends by following blogs on the topic, such as Moz.com.

4. Use tools such as Google Analytics to reveal which pieces of content your 
audience interacts with and responds to most. Then, develop more content 
around those topics.

5. Once you develop a piece of content, think about all the different ways you 
can repurpose that content. Could you turn that article into a blog post? 
Webinar? Infographic? 
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Social media  
secrets

Joe Grace, OnCourse Learning’s social media 
manager, said social media marketing is an 
engaging and important way to interact with 
potential partners and clients. 

Using social media platforms  
allows you to reach a wide audience 

with a variety of content that can  
be designed to appeal to selective  

segments of that audience.



Social media tips
Learn where your audience resides. 
Which social media platform does the 
audience you wish to reach use the most? 
Facebook? Twitter? LinkedIn? Instagram? 
Focus much of your time on social networks 
that you think best can be used to engage 
with your audience.

The best audience is built organically. 
Sure, you can encourage page likes or 
follower growth through campaigns with 
most social media platforms. But the 
followers who are most likely to lead to 
conversions are those who have come to 
your social media page organically — those 
who have seen the content you have put 
on your page, which others shared with 
them. These people have decided that your 
content is worth following, to engage with 
the community you have built and decided to 
continue to click on the posts you publish. All 
of this activity leads to more organic growth. 
To garner this type of organic audience, you 
need content, and more specifically, unique 
content that has value to your audience.

Focus on quality over quantity. You can litter 
your social page with content, but if it’s content 
that no one is interested in engaging with, you’re 
wasting everybody’s time. Put different types 
of content out on social media and study what 
works and what doesn’t with your audience. 
Continue to refine your content until you are 
satisfied with the engagement it is garnering.

Failure will happen. That’s OK. Most of what 
you try will fail at first. Building an engaged 
social media audience requires time and 
trial and error. The important part is not to 
get discouraged. One of the biggest keys to 
growing an engaged audience is consistency. 
This allows the audience to know that your 
brand is a regular source of content and allows 
you to better study what is and is not working.
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Marketing intelligence: 
What business  
leaders need to know

Vincent Deng, OnCourse Learning’s senior marketing intelligence 
manager, said marketing intelligence is a series of data-driven 
strategies and tactics that help to understand the market landscape 
and make better business decisions. 

Why is that important in a business’ marketing strategy? 

Data-driven tactics and strategies are the soul of 
marketing intelligence. They encourage companies using 

facts and data to make decisions instead of emotional 
judgment or personal preference. 



Data analytics tips
Collect your business data earlier. The goal 
is to have a better idea of the whole picture 
through a large data sample. It’s too late to col-
lect the data when you decide to use it. Set up 
a data collection plan at the beginning, and you 
will be able to have a full track of your business 
journey. Use the following helpful step-by-step 
guide to put Google Analytics on your website:
http://www.ganotes.com/google-analytics-guide/. 
It only takes 10 minutes.

Predict the future by learning the past.  In-
deed, things might be different from the past, 
but it’s most likely to still follow some patterns.  
Read the historical data, learn the pattern be-
haviors and then apply them into the future 
practices. One way to do that is to use Google 
Trends to understand your business industry 
and even your personal career:
https://www.google.com/trends/.

A/B testing: Only test one variable at a time. You 
can test multiple things but not in one experi-
ment; otherwise, you will not be able to tell which 
one works. Instead, run three A/B tests to test 
out three different variables. It’s always better 
to isolate your variables. For instance, test the 
email subject line in one experiment. Then set up 
a separate A/B test for a call-to-action button. 
Mailchimp is a good tool to run small A/B tests: 
http://mailchimp.com/features/ab-testing/. 

Analytics is only analytics if we don’t do any-
thing about it. Don’t be the person to collect 
data, run tons of analyses and just let them sit 
there. Apply what you learn to your business. 
Let the information you gathered generate 
hard cash for you. If you are hesitatant to ap-
ply the new findings to the entire business, 
test it out first with a small pilot project.  Use 
Optimizely to control the portion of the busi-
ness (mobile users, only, for example) where 
changes will be applied:
https://help.optimizely.com/Analyze_Results/
Segment_your_results. 
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Marketing intelligence strategies will 
make you start to think differently, from 
focusing on daily marketing practice to 
strategic marketing planning. 



And for those winning 
digital marketing  
strategies…

Know your audience. Deidre (Gaudio) Tepper, director of digital 
marketing and e-commerce at OnCourse Learning, said a key dig-
ital marketing strategy for smaller businesses is to personalize 
digital marketing, rather than rely on demographics. This requires 
testing, everything including colors, language, button sizes, im-
agery, subject lines and location of the call to action. Take those 
test results and apply them to segments of your audience.

Send your audience relevant content. Once you know about the 
user, send them information that is relevant — deadline remind-
ers, coupon codes, product updates, etc. Be a thought leader in 
your business, when it comes to blog articles, industry-driven 
notifications, hot topics and search words.

Keep your efforts objective-driven. This is a tough one because 
most product marketers want to overload the user with anything 
that they possibly could be interested in receiving.  If you keep 
the objective narrow, you’re more likely to convert. If you know 
your audience, you know what they are interested in and can send 
them pertinent information. Nurture the users’ experience one 
objective at a time. If you do more, you’ll overload or annoy them.

Measure all your efforts. All means of marketing are trackable 
now — even print — through the use of QR (quick response) 
codes and custom URLs. Make smart decisions based on num-
bers, not hunches or because something worked in the past.

Consistently change what you know. The digital marketing world 
is constantly evolving and so should your websites, emails, social 
and search campaigns. Update your campaigns regularly, and 
stay on top of whether or not they’re still successful.
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