The Brand Amplifier

Module 1

Module 2

Module 3

Module 4

for Workforce & Education

Build, elevate and amplify your brand

Building Your Brand

Understanding Your Market & Current Brand Perceptions
Who are the customers likely to enroll in your workforce or
education programs? What do they currently think about your brand?
What are the motivators and barriers to getting them engaged with
you? Prior to crafting and telling your brand story, you must have an
extensive understanding of your market and what your community
thinks about you. This series gives you a brand blueprint to help you
understand your unique selling proposition to build a high in-demand
brand. Learn how to position your mission and create highly effective
messages to communicate your unique value in the market.

Building Ideal Customer Profiles

Workforce and education organizations serve widely diverse
audiences many of which include underserved and underrepresented
populations. They also want to engage different industries and
employers to hire and provide work-based learning opportunities

to their jobseekers, students and youth. Your ideal customer is
someone who gets their exact needs met by what you're offering.
Narrowing the market allows you to save valuable resources to get to
the likely market segments who need and want your products and/or
services. This module teaches you how to get inside the head of your
ideal customers and understand what motivates them in order to be
effective at communications.

Storytelling to Elevate Your Workforce/Education Brand
Storytelling is a strategy that unlocks empathy in our brains and helps
your customers remember you. It builds a business case as to why you
are the best organization to solve their challenges. This module walks
you through how to build a brand narrative and tailored messaging
that align with your ideal customer profile.

Building Internal Brand Ambassadors to Support
Outreach Efforts

Workforce and education organizations tend to work in silos

when it comes to recruitment and outreach efforts which can
contribute to market confusion, brand narrative inconsistencies, lost
opportunities and wasted outreach dollars. This module helps your
team understand their role at various customer touch points and
how to leverage and coordinate each department/division efforts
into a seamless lead generation machine that benefits the entire
organization.
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Intro to Marketing

Integrated Marketing 101

Your potential customers are multidimensional so your marketing
approaches should be too. Integrated marketing is a strategy that uses
different forms of media, called channels, to tell a story or convey an
idea. This module highlights various channels such as advertising, social
media, eMarketing and public relations and helps participants identify
the pros and cons of each based on their marketing objectives.

The Wonderful World of Digital

Reaching customers online is what digital marketing is all about; it’s

the promotion of your brand to connect with potential customers using
the internet and other forms of digital communication. This includes
nurturing your online footprint through your website, search engine
optimization and search engine marketing. It also entails proactive
outreach through email marketing. Learn all of the elements of digital
marketing in this module.

Direct and Experiential Marketing

Direct marketing is a form of advertising that involves directly
communicating a marketing message to a potential customer, usually
through mail, email, telemarketing, or door-to-door visits. Experiential
marketing, also called experiential brand marketing, grassroots
marketing, engagement marketing, or live marketing, is a way for brands
to connect with consumers through experiences. In an ever-crowded
digital landscape, how can these two forms of marketing differentiate
your brand? You'll learn when and how to implement these high-touch
marketing strategies and some of our favorite resources.
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Why Take This Online Course?

. Are you tired of being the best kept secret?
. Are your enrollment numbers down?
. Do you understand how to cost-effectively recruit underserved and

under-represented populations?

. Do you lack the marketing staff and resources to attract potential

adult learners or engage employers?

. Do you know the best way to work with Department of Labor

Training and Employment Guidance Letter (TEGL) 03-23 regarding
marketing guidelines for WIOA-funded organizations?

PR and Planning

The Best in Public Relations Strategies

Public relations (PR) is the strategy of managing how others see
and feel about a person, brand, or company. This module highlights
how to garner earned media placements. You will learn how to
research and write media pitches, create a highly effective list,
develop and distribute press releases and effective follow-up for
placements.

Module 8

Module9 The Art of Podcasting

Your instructor knows a few things about this topic! She has over
30K monthly viewers and has earned over 750 5-star ratings on
her podcast, Your Brand Amplified®. While podcasting is one of the
most valuable marketing tools around, find out if you should start
your own podcast or use other methods to elevate your brand
through guest podcasting and how to do it right.

Module 10 Creating Your Strategic Marketing and
Communications Plan
Now that you have all of the foundational tools and skills to
understand the best way to market your organization, what is
your plan? This module shows you a step-by-step method for
identifying the right strategies, tactics, objectives and metrics to
jumpstart your plan and keep your brand building efforts on track.

Course Cost: -~ -~
TAWB Members Pay: $995

Add Ons

Three Bonus Modules:
Graphic Design 101
Social Media Deep Dive
Digital Advertising

One-On-One Coaching Sessions: 15 Sessions

-Add-Ons-Cost: $3.925-
Add Ons Member Price: $3,775
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