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Introduction

The skincare industry is a multi-billion-dollar market that is continuing to increase its
profit rapidly, and it’s fueled by innovation, marketing, digital commerce, and consumer
awareness of skin health (Fortune Business Insights, 2026). This high industry market saturation
has intensified competition, especially for small and emerging brands attempting to establish
visibility and consumer trust. In this environment, key factors that influence brand recognition,
customer loyalty, and long-term profitability are having consistent branding, strategic marketing,
and an authentic digital presence (Wong, 2024). For small companies, differentiation does not
only depend on product quality - it is equally as important to have a cohesive brand identity and
strategic cross-platform communication. When branding is inconsistent across all digital
platforms, consumers might experience weak trust and low brand recognition (Wong, 2024).
Therefore, companies must ensure that the marketing and communication teams both possess the

knowledge and skills necessary to implement branding guidelines effectively and consistently.

Problem Statement

With high market saturation, it can be difficult for smaller skincare brands to stand out
and find their footing. The questions that marketing teams of smaller companies are asking are,
“How can we make our marketing approach different so that we are the company that people
want to use,” “How can we build our brand,” and “What can we do to increase our product
visibility on store shelves?”” (Indeed Editorial Team, 2025). The answers to those questions are

consistent product packaging, a strong marketing plan, and authenticity.



Aloura is a small skincare company that is looking for answers to those questions. While
the brand has developed quality, dermatologist-tested products and established foundational
brand guidelines, it only has a small-scale local following and has been struggling to expand its
digital presence. Aloura’s inconsistent branding and misalignment across social platforms

(company website, Instagram, and X) have caused limited audience recognition and engagement.

The core problem is not their products’ quality or lack of branding development, but a
performance gap between the marketing and communication teams and their ability to implement
brand guidelines consistently and authentically across all platforms. Without cohesive branding
strategies, Aloura risks remaining overshadowed in a saturated market, which prevents growth in

its digital presence, customer loyalty, and overall brand equity.

Company Description:

Aloura is a company that specializes in skincare, dedicated to preserving and enhancing
the look, feel, and long-term health of skin. The brand has a primary target audience of young
women, ages 18-25, who are building skincare routines and developing brand loyalty. There’s
also a secondary target audience of women 45-60 seeking dermatologist-tested and
confidence-boosting skincare solutions. Aloura blends clinical credibility with modern,
approachable beauty to ensure customers feel both confident and cared for. Aloura’s mission
statement is to promote lifelong skin health through dermatologist-tested, confidence-boosting

skincare that empowers women to feel radiant, informed, and self-assured at every stage of life.



The company has invested in research-driven product development and has created a

foundational brand guideline that includes logo variations, color palettes, typography, image

standards, vocabulary, and brand personality. But, despite the company’s researched product and

advertising efforts, they have failed to attract a consistent digital audience due to poor brand

alignment between social platforms, including their company website, Instagram, and X. While

the company has developed a sound branding, their marketing and communication teams require

training on implementing and delivering the same brand identity across all platforms using the

foundational brand guidelines created to represent the company cohesively.

Knowledge Gap/ Problem:
Category Current State Ideal State Problem
Brand Guideline Foundational brand Brand guidelines are | Lack of applied
Usage guidelines exist but consistently and knowledge and

are inconsistently and
unprofessionally
applied across
company platforms
such as their website,

Instagram, and X.

accurately
implemented across
all platforms.

All visuals and
concepts align with

the brand personality.

training in
implementing brand
guidelines into
designs and social
media content across

platforms.




Visual Consistency

Variations in colors,

typography, imagery,

and logo - creating

Cohesive visual
identity is maintained

across all digital

Limited skill in
maintaining

cross-platform visual

visual misalignment. | platforms. cohesion.

Brand Message Messaging tone Unified, recognizable | Insufficient
varies between brand voice used understanding of the
platforms and consistently in posts, [ brand personality.
interactions, reducing | captions, offers, and
clarity and replies.
authenticity.

Strategic Platforms function Website and social Limited

Cross-Platform

independently rather

platforms work

cross-platform

Alignment than a cohesive together strategically | branding literacy and
brand. to reinforce brand strategic alignment
identity and skills.
messaging.
Audience Small local Increased Branding
Engagement & following, engagement, inconsistency limits
Growth inconsistent improved click rates, | audience trust and

engagement, and low

click rates.

stronger brand

identity and

measurable growth

outcomes.




recognition, and
scalable digital

growth.

Will Instruction Solve the Problem?

Instruction is definitely the most appropriate and effective approach to Aloura’s problem
because the root cause of the performance gap comes from the team’s ability to implement brand
standards (knowledge and skills) consistently across all social platforms. According to industry
experts, brand consistency helps audiences quickly identify and trust a company, especially in
highly saturated markets where consumers are bombarded with visuals and messages (Wong,
2024). When the brand factors are used inconsistently, it diminishes brand recognition and
disturbs credibility making it harder for small brands to build an audience and create engagement
and loyalty. Instruction and training will help teams understand why consistency matters and
how to effectively apply brand guidelines across multiple platforms in ways that match with the

brand's identity (Wong, 2024).

Brand consistency doesn’t only focus on the guidelines, but about applying those
guidelines in everyday content creation. Visual identity elements - logos, colors, typography, and
graphic styles - must be used and adapted in a cohesive manner to all social platforms to avoid
any confusion (Canva Team, 2025). Experts highlight that teams that are trained to understand

these practical applications produce more reliable and aligned brand outcomes, where teams



without instruction tend to make more inconsistent choices (Canva Team, 2025). According to
research, nearly 70% of businesses report that maintaining brand consistency has contributed to a
10-20% increase in revenue (Balutyese, 2025). When team members (the communication and
marketing team) understand how to interpret brand guidelines, they are better equipped to make
more aligned choices and maintain a unified message across all social platforms. Industry experts
also emphasize on training and reinforcement of brand guidelines to be able to build internal
accountability and reduce fragmented expression of the brand (Baltusyte, 2025). When
expectations are met, the brand will become more recognizable and will eventually increase
recall and engagement. Training employees on brand usage is one of the key ways to maintain
consistency because it helps employees internalize not only what the guidelines are, but why
they matter - without training, even well-developed guidelines can stay unused which results in
inconsistent visuals, message, and overall identity - exactly what Aloura is dealing with.
Training will close the knowledge gap and equip the marketing and communication teams with
skills needed to create a cohesive brand identity, strengthen audience trust, and support digital

growth in a competitive market.

Needs Analysis Proposal

General Description of Needs:

As stated above, Aloura has created quality products that are doing well on a smaller
scale, but is missing the mark when it comes to expanding outside of that market. The marketing
team at Aloura understands the importance of their marketing efforts; however, they need help

developing cohesive branding. Understanding and implementing a strong marketing campaign



and solidifying branding will give them the push they need to expand their market share and

grow their target audience.

Phase 1- Planning: Identify the target audience (Aloura marketing team) and identity

goals and expected outcomes

e Phase 2- Collecting Data: Determine market share, inventory products/product lines, tally
social media audience and total customers, run case studies/user testing

e Phase 3- Data Analysis: Analyze gap, understand what is causing the gap, determine

what fixes need to be prioritized/course of action

e Phase 4- Final Report: Summarize findings, implement plan and monitor effectiveness

Critical Needs Evaluation Plan:

Some critical needs that a beauty brand can run into are supply chain issues, quality
control issues, and overall public relations issues. These issues all need to be addressed swiftly,
tactfully, and with empathy. In the critical needs evaluation plan, steps will be provided on how

to respond to concerns on an individual consumer level and on a widespread corporate level.

e Phase 1- Planning: Determine target audience and objectives for collecting data

e Phase 2- Collecting Data: Conduct interviews and assessments of focus group that
represents the target audience

e Phase 3- Data Analysis: Analyze collected information to determine what the company is
already working with and what they need and prioritize the needs, identify potential

problems
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e Phase 4- Final Report: Summarize findings, create an action plan and a timeline for

rolling out the plan

Intervention Priorities Plan:

In the intervention priorities plan, it must be determined what the priority is when it is
time to intervene. This takes careful planning, management, and a strong group of individuals to

implement and execute the plan.

e Phase 1- Planning: Determine priorities and identify planning team

e Phase 2- Collecting Data: Conduct surveys

e Phase 3- Data Analysis: Understand what the source of the issue is and prioritize what
needs to be fixed

e Phase 4- Final Report: Summarize findings, create an implementation plan and schedule,

monitor progress

Baseline Data Collection Plan:

Baseline data will be collected to determine how well the new marketing plan worked for
Aloura. In order to compare the results, data such as market share, social media engagement, and
profit will need to be measured before the plan is implemented and after the allotted time for the

plan has closed.

e Phase 1- Planning: Determine the objective and target audience
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e Phase 2- Collecting Data: Conduct surveys and interviews, determine market share,
inventory products/product lines, tally social media audience and total customers

e Phase 3- Data Analysis: Analyze the difference between starting and ending, understand
what is causing the gap, determine what fixes need to be prioritized/course of action

e Phase 4- Final Report: Summarize findings, implement plan, and monitor effectiveness

(Morrison, et. al., 2019) (Office of Migrant Education, 2001)

Goal Analysis

General Training Goal:

Enhance consistent social media interactions, consumer retention, and visual recognition
through professional, cohesive, and appropriate application of defined brand guidelines,

including visual assets and personality.

Six Steps of Goal Analysis:

1) Identify an Aim
a) The aim of this learning experience is to enhance the marketing and
communication teams' cross-platform branding application. This application
involves consistently developing social content that reflects the brand cohesively
across platforms and adheres to the set guidelines. In turn, this ability to

implement professional branding across platforms will increase audience
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recognition, trust, and brand equity, leading to higher social media interactions
and click-through rates.
2) Set Goals

a) Identify and navigate to brand guideline resources.

b) Define brand guidelines, including logo variations, colors, typefaces, and
personality.

c) Apply brand guidelines professionally and cohesively across social platforms.
d) Apply brand personality and tone across social platforms and throughout digital
interactions (replying to comments, captions, continuing conversations, etc.).

e) Increase social interaction and click-through rates to the company website,
ultimately translating into an increased loyal consumer base and high
recognizability.

3) Refine Goals

a) Accurately access and describe visual brand guidelines, including logo variations,
colors, and typefaces. Additionally, identify suitable environments for each visual
variation (logo variations, selected typefaces (primary and secondary), colors,
etc.)

b) Apply visual brand guidelines and assets professionally and cohesively across
social platforms, including logo variations, typefaces, and colors.

c) Accurately represent the brand’s defined personality when communicating
digitally (replying to comments, captions, photo choices, etc.) by utilizing

company taglines, vocabulary, and tone.
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d) Enhance social media interactions and click-through rates through increased

visual consistency, professionalism, and overall brand recognizability.
4) Rank Goals (1 = least important, 4 = most important)

a) Ranking: 1 Accurately access and describe visual brand guidelines, including logo
variations, colors, and typefaces. Additionally, identify suitable environments for
each visual variation (logo variations, selected typefaces (primary and secondary),
colors, etc.)

b) Ranking: 2 Enhance social media interactions and click-through rates through
increased visual consistency, professionalism, and overall brand recognizability
on social platforms.

c) Ranking: 3 Accurately represent the brand’s defined personality when
communicating digitally (replying to comments, captions, photo choices, etc.) by
utilizing company taglines, vocabulary, and tone.

d) Ranking: 4 Apply visual brand guidelines and assets professionally and
cohesively across social platforms, including logo variations, typefaces, and
colors.

5) Refine Goals Again

a) Ranking: 1 Accurately access and describe the company’s visual brand guidelines,
including logo variations, colors, and typefaces. Additionally, define the
appropriate use of visual assets based on audience, environment, context, and
goal.

b) Ranking: 2 Enhance the company’s social media interactions, consistent

engagement, and consumer retention through increased visual consistency,
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professionalism, tone alignment, and overall brand recognizability across
platforms.

Ranking: 3 Accurately represent the brand’s defined personality when
communicating digitally (replying to comments, captions, photo choices, etc.) by
properly defining and utilizing company taglines, vocabulary, tone, values, and
imagery.

Ranking: 4 Apply visual brand guidelines appropriately and cohesively across

social platforms, including logo variations, typefaces, and colors.

6) Make a Final Ranking (1 = least important, 4 = most important)

a)

b)

d)

Ranking: 1 Accurately access and describe the company’s visual brand guidelines,
including logo variations, colors, and typefaces. Additionally, define the
appropriate use of visual assets based on audience, environment, context, and
goal.

Ranking: 2 Accurately represent the brand’s defined personality when
communicating digitally (replying to comments, captions, photo choices, etc.) by
properly defining and utilizing company taglines, vocabulary, tone, values, and
imagery.

Ranking: 3 Apply visual brand guidelines appropriately and cohesively across
social platforms, including logo variations, typefaces, and colors.

Ranking: 4 Enhance the company’s social media interactions, consistent
engagement, and consumer retention through increased visual consistency,
professionalism, tone alignment, and overall brand recognizability across

platforms.
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7) Critical Goals
a) Enhance the company’s social media interactions, consistent engagement, and
consumer retention through increased visual consistency, professionalism, tone
alignment, and overall brand recognizability across platforms.

1)  This overarching goal directly impacts key platform interactions that
translate into increased brand equity, recognition, retention, and ultimately,
consistent consumer spending. As consumer retention and brand
recognition are ideal outcomes of appropriate brand guideline usage, this

goal impacts short-term and long-term customer purchases.
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Learner Analysis

Social Media Specialist

THE MOBILE-AGILE BRAND STRATEGIST | LEARNER PERSONA PROFILE

SOCIAL MEDIA SPECIALIST

EMMA DAVIS (SOCIAL MEDIA SPECIALIST)

SPECIFIC ENTRY CHARACTERISTICS

LGET!
CMu{n]ny g1% Btors Kn owledge Gap

12% 10% s Hsnm‘n Mm

E ﬁ% mnmu

Age: Merage Annual Demographics: Educatlon Lack of Specnallzatlnn 1-3 Years Professional  Brand Strategy

41 Salary ~$49,481 Female 81% Bachelor's Degree | Experience from Parallel Experience Training benefits
Ed d but not 5 eoialized 10% Master's Degree Industries (e.g., Marketing, PR)  New Robust Education Brand Strategy

Great Motivation Growmg Market Certifications & Competitive

Digital & Social &  E- Iearmnngybrltl Certificate
Mobile-Friendly Interactive Seeking to Upskill (§1.5 Trillion by 2030) Portfolio Focus Edge
Always On-the-Go  Easily Accessible Training (e.g., Linkedin Learning) Driven by Competitive Growing Market  Aligned with Content Strategy

Data sources: Zippia 2026, Zippia 2025, Coursera 2025, Bouchrika 2026, Franco 2026, Wells 2024, Linkedin News 2026

General Characteristics

The average Social Media Specialist is a 41-year-old female, typically earning a
US national average salary of $49,481 annually. Additionally, 12% of social media
specialists identify within the LGBTQ community (Zippia, 2026). Social Media
Specialists also demonstrate an interest in higher education, with 81% holding a
Bachelor’s degree, 10% earning a Master’s degree, and 6% obtaining an Associate degree
(Coursera, 2025). Many Social Media Specialists did not receive an education in their
specialization. Current Social Media Specialists commonly studied communication

(21%), business (12%), marketing (12%), and public relations (8%), indicating a possible
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knowledge gap in professionally applying brand guidelines, strategy, and managing

visual communication (Zippia, 2025).

Specific Entry Characteristics

While 81% of Social Media Specialists have participated in higher education,
very few have completed a specific social media-centered degree due to its rarity
(Bouchrika, 2026). On average, Social Media Specialists report 1-3 years of directly
related professional experience; however, many note that they have experience in
industries that parallel social media, such as communication and marketing (Bouchrika,
2026). These parallel experiences allow current social media specialists to excel in the
field without holding a particular degree. While these Specialists hold key competencies
such as social media management and literacy, the training will benefit them by

supplying a more robust education about brand strategy.

Learning Preferences

Social Media Specialists prefer to learn in digital, social, interactive, and
mobile-friendly environments. For example, they prefer to use easily accessible and
professionally recognized training such as LinkedIn Learning (Franco 2026). As Social
Media Specialists are often on the go, a mobile-friendly e-learning or hybrid approach is
often preferred, ensuring they have the ability to fully engage with the training despite

schedule conflicts. Additionally, due to the competitive nature of their specialization,
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many professionals are motivated to pursue training to earn a formal certificate upon

completion.

Personal and Social Characteristics

While many Social Media Specialists entered the field with general education
surrounding social media management, there is great motivation to upskill in the industry
right now. One skill growing in importance in the industry is content strategy, an aspect
of social media management that directly aligns with Aloura’s hybrid brand strategy
application training (Wells, 2024). Additionally, social media professionals' motivation to
receive upskilling training reflects the growing market, estimated to reach $1.5 Trillion
by 2030 (Wells, 2024). With this growth, social media professionals aim to receive
certifications and experiences that they may add to their resumes and portfolios,

improving their competitive edge in a large market (LinkedIn News, 2026).
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Marketing Specialist

THE STRATEGIC MARKET ADAPTOR | LEARNER PERSONA PROFILE

Marketing Specialist
ol

1
SPECIFIC ENTRY CHARACTERISTICS bl

1@»5»@»

\,

Age: Average Annual Demographics:  Education: High School Bachelor's 2-5 Years Marketlng Strategy
36 Salary: ~§51K  White Woman  Bachelor's Degree Diploma (Rare)  Degree (78%) Experience Understand Importance
Comman Employers: Agencies, Firms in Marketing | Experience from Sales, Media Reiatrons or similar roles of Brand Consistency

: ¥ =
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PERSONAL & SOCIAL CHARACTER!STICS

‘% =275

Hands-On Self-Paced Online Industry Analytical & Creatl\_fe & Goal-Oriented  Knowledge
Approach Learning Certifications  Conferences Strategic Communicative Data Understanding Seeking
Embraces Lifelong Learning  Prefers Learning by Doing & Training Desires Learning New Skills to Stand Out. Critical Thinker

Data sources: Zippia nd., Zippia Team 2025, U.S. Bureau of Labor Statistics 2025, Randstad n.d., Brassea 2025, Coursera 2025, Anderson 2024, Licera 2024
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General Characteristics

The average marketing specialist is a 36-year-old, white woman who makes
around $51,000 per year on average (Zippia, n.d.). According to the Bureau of Labor and
Statistics, they usually have a bachelor’s degree in business — specifically marketing —
or a related degree, such as communications (U.S. Bureau of Labor Statistics, 2025).
Outside of the traditional college education, many marketing specialists also hold
certificates in digital marketing, Google Analytics, and/or social media marketing
(Randstad, n.d.). Marketing specialists are commonly employed in corporate settings, like
agencies and firms, with titles such as digital marketing specialist, market research

specialist, and content marketing specialist (Randstad, n.d.).
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Specific Entry Characteristics

Approximately 78% of marketing specialists have a bachelor’s degree, with a
small percentage continuing on to get postgraduate degrees. In very rare cases, there are
marketing specialists who have made it into the field with only a high school diploma
(Zippia Team, 2025). It takes 2-5 years of experience in sales, media relations, or similar
roles to become a marketing specialist (Brassea, 2025; Coursera, 2025). Marketing
specialists understand the importance of a strong marketing strategy, and this training will

provide them with guidance on brand consistency and notoriety.

Learning Preferences

Marketing specialists prefer a hands-on approach when it comes to learning. They
tend to learn by doing at their own pace. It is important for them to partake in lifelong
learning because the marketing industry is constantly evolving. Some of the best ways for
them to learn are through conferences, training, and online certification courses
(Anderson, 2024). Networking is another way for marketing specialists to learn. It allows

them to find mentors and seek knowledge from others in their industry (Licera, 2024).

Personal and Social Characteristics

Marketing specialists are seen as analytical, creative, critical thinkers, and strong
communicators (Licera, 2024; Randstad, n.d.). Being analytical and strategic allows for a
better understanding of data when it comes to the success of campaigns and how they

align with business goals. Creativity and strong communication are important for
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brainstorming, creating campaigns, and conveying ideas. Having a mix of these skills
helps with the generation of ideas and the development of marketing strategies. They
seek out knowledge and desire learning new skills that help them stand out among their

peers.

UX Designer

L
UX DESIGNER | LEARNER PERSONA PROFILE 1

UX DESIGNER nheciciinaybaiaromn -

motivated to solidify core UX skills
DANIEL LEE (UX DESIGNER) RSkl
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- Data Sources: Glassdoor 2024, CareerExplorer 2026, ZipDo 2026, NNGroup 2026, ZipDo 2025.

General Characteristics

The average UX designer in the United States is approx. 37-40 years old and
earns an estimated annual salary ranging from $81,000 to $151,000 depending on
experience and location (Glassdoor, 2024). UX designers also demonstrate a relatively
balanced gender representation compared to other technology-focused roles -

approximately 53% are females and 47% are male (CareerExplorer, 2024). Most UX
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designers have postsecondary degrees, but many have not completed formal UX-specific

coursework due to the newness of UX as an academic discipline (CareerExplorer, 2024).

Specific Entry Characteristics

The majority of UX designers that have participated in higher education, few have
completed a degree explicitly labeled “UX Design” due to its recent emergence as an
academic field. People that enter this field come from interdisciplinary backgrounds -
includes graphic design, psychology, communication, and computer science - which is
very useful and support foundational skills, but it can leave gaps in structured usability
research, accessibility standards, and strategic design frameworks (ZipDo, 2026;
NNGroup, 2026). When hiring, employers frequently focus on portfolio quality and
applied project experience over specific academic credentials when hiring - this makes
practical skill demonstration a very important characteristic (ZipDo, 2026). Ultimately,
while UX designers enter this field from diverse pathways, structured training enhances

the consistency and depth of practice across UX design.

Learning Preferences

UX designers prefer to learn in environments that are interactive, applied, and
reflective of real work experience. Because UX is so iterative and context-driven, passive
learning tends to be less effective than experiential and project-based formats. Nielsen
Norman Group also emphasizes that UX skill development is strengthened through

usability testing practice, hands-on research exercises, and prototype implementation -
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which allows learners to integrate theoretical frameworks with real user data (NNGroup,
2026). Ongoing professional development is also common in this field because it rapidly
increases new tools, methodologies, and user behavior insights. Industry reports highlight
that continuous learning - through modular, digital, and flexible platforms enhances UX
professionals in keeping updated with the industry demands and applying new
competencies directly to their practice (ZipDo, 2026). Due to the high competitive nature
of UX, many designers also seek certifications and structured credentials that can be

showcased in professional profiles or portfolios.

Personal and Social Characteristics

UX designers tend to be highly motivated learners that seek to expand both
technical and strategic competencies within their careers. There’s a demand for continued
growth in UX and strategic integrations of user experience into product development -
this drives learners to deepen their expertise in research, accessibility, and design
evaluation (ZipDo, 2025). UX professionals that can demonstrate structured research
capabilities and evidence-based problem solving are more likely to advance into strategic
and leadership positions (NNGroup, 2026). This ongoing need for foundational and
advanced competencies contributes to a strong culture of continuous learning and

professional growth within UX design.

Contextual Analysis

Orienting Context
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The goal of this training is so that members of the company who contribute to the
marketing efforts (i.e., social media specialist, marketing specialist, UX designer) are on the
same page when it comes to branding, cross-content alignment, and audience engagement and

growth.

The social media specialist will be partaking in this training to gain a better
understanding of how they will contribute to the company’s social presence while staying within
the brand guidelines. They will also learn about proper engagement with followers on various
platforms to keep the followers that the company already has and to gain new ones through brand

awarcness.

The marketing specialist is taking this training to learn how to properly develop a brand
guideline that can be shared throughout the company. The brand guideline will include
information on color palettes, typography, and logos. The ultimate goals of the marketing

specialist is to increase the company’s market share and increase sales.

The goal for the UX designer’s training is to learn how to use the brand guidelines to
create a website that is accessible, navigable, and enticing to customers. It is important that they
create a site that is appealing to the customer that will encourage them to explore the website,

and most importantly, buy products.

The learners are expected to master the content that is relevant to their role. If they are
interested in delving into the training of other roles, they are able to do that as well, but only

once they have completed their training and received their certificate of completion.
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Instructional Context

This training will adopt a hybrid flipped classroom approach, tasking learners with
completing an asynchronous online training integrated with their company's learning
management system (LMS) before participating in a synchronous experience. Learners will first
interact with an online Articulate course, which requires a phone, tablet, or laptop, a steady

internet connection, functioning speakers or headphones, and a scheduled time for focused work.

Following completion of the eLearning modules, the audience will be asked to participate
in a synchronous, interactive learning experience in a training room at their brand office. This
room contains a projector, screen, multiple circular tables, basic office materials (pencils, pens,
paper, stapler, etc.), a reliable internet connection, and enough space to move around
comfortably. Additionally, three instructors will facilitate the synchronous training session by
presenting content using the projector, explaining the activity directions, and offering guidance

when asked.

The in-person training session will be held at the end of the work week, allowing learners
time to complete the online experience. This format permits the greatest amount of mobility and
accessibility while also encouraging collaboration, interaction, and building knowledge through

experience and peer-to-peer discussion.

While reserving the training room and conducting user testing are key ways to avoid
unexpected obstacles, such as the selected room being unavailable or learners having difficulty

accessing the asynchronous content, backup plans may be activated. If the reserved room is
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suddenly unavailable for the synchronous session, the instructors will default to an open meeting
area. This is a possible solution as meeting rooms often contain all the necessary resources for
the training session, such as a projector and screen. Additionally, if learners are experiencing
difficulty accessing the online training session, they may immediately contact one of the
instructors who will attempt to find a solution, such as troubleshooting the technical issue,
providing a PDF of the course, or conducting a tele-meeting to teach the content virtually.
Moreover, if an employee is not able to attend the in-person session, they may join a
tele-meeting, allowing them to observe and virtually interact with the learning experience. If the
learner is not able to attend the in-person session virtually, the instructors may record the

learning experience (with participant consent) for the employee to review on a later date.

Constraints:

e The reserved room is suddenly unavailable and may not be used for the in-person
session.

e Lecarners experience difficulty accessing the online learning experience.

e A learner is not able to attend the in-person session.

e An instructor is absent from the in-person session.

e Key resources are not functioning correctly (projector, eLearning, etc.)

e Completing all in-person activities/ content presentations within the scheduled

time.

Opportunities:
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e More people are able to join the training because of the flexibility of the lessons
e (Opens communication among trainers and learners

e C(reates a repository that learners can refer back to

e Allows learners to develop skills in their own time

e C(Can be tailored to the learners

e Allows for more engagement (i.e., discussion boards)

Task Analysis

This course follows a “Flipped” hybrid structure: Asynchronous modules for foundational facts
and synchronous sessions for hands-on procedural application. It provides all necessary skills for
the marketing and communication teams to move from inconsistent branding implementation to
a professional, cohesive brand presence across Instagram, X, and the company website. The
primary goal is to execute a unified brand strategy by applying Aloura’s visual and personality

guidelines consistently across all digital platforms to increase audience recognition and trust.

Learners must understand:

e Aloura’s mission, values, brand pillars (skin health, authenticity, innovation)

e Brand identity: logo variations and placement rules, approved color palette, typography
standards, brand voice

e Target audience demographics and positioning

e Research supporting consistency and business impact

Learners must be able to:



e Access and navigate the brand assets

e Evaluate whether a piece of content is on-brand or off-brand

e Develop platform-specific content that aligns to brand guidelines (draft TikTok script
with brand tone and values, Instagram post with approved templates, captions that
balance education and engagement)

e Align campaigns across platforms through communication across teams

e Conduct visual continuity checks between all online platforms

Phase 1: Internalization of Brand Identity
Instructional objective: Learners will distinguish between compliant and non-compliant brand

executions

e Guided walkthrough of brand kit and brand guidelines
e Side-by-side comparison of correct vs. incorrect logo usage
e Tone identification exercises (brand-aligned vs. aggressive sales language)

e Micro-assessments (scenario-based identification)

Phase 2: Platform-Specific Execution
Instructional objective: learners will produce platform-specific content aligned to brand

standards.

e Modeled demonstration: instructor models development of compliant Instagram posts

from concept to execution.
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e Development: 1 TikTok concept, 1 Instagram visual + caption, 1 website banner

adaptation (feedback - rubrics, checklists, revision)

Phase 3: Cross-Platform Alignment
Instructional objective: Learners will align content across multiple platforms to maintain unified

brand identity.

e Build synchronized campaign calendar
e (Conduct side-by-side grid/feed comparison

e Audit CTA destination consistency

Phase 4: Evaluation and Maintenance

Instructional objective: Learners will monitor and refine brand consistency over time.

e Conduct peer consistency audits
e Analyze engagement data for brand recognition indicators

e Revise content based on authenticity metrics

Instructional Objectives

The following instructional objectives were developed to guide the Aloura brand consistency
training. Each objective includes a measurable verb (performance), relevant conditions, and
appropriate criteria. The objectives span all three learning domains: cognitive, psychomotor, and

affective (Morrison et al., 2019).
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Objective 1: After completing the asynchronous eLearning module, learners will be able to
IDENTIFY all logo variations, approved color codes, typeface families, and brand voice
descriptors from Aloura’s digital brand kit - correctly labeling at least 4 guideline components

with 100% accuracy.

Instructional Strategy

e Guided exploration: Learners open Aloura’s digital brand kit on the Articulate Rise
module and scroll through an annotated walkthrough. Each section - logo, colors,
typography, and brand voice - is highlighted with labeled visual callouts and audio
narrations.

e Embedded clickable hotspots allow learners to interact with each brand asset, revealing
usage notes and approved application contents before moving to the next section.

® A brief orientation video introduces why brand guidelines exist and what happens when

they are applied inconsistently, establishing relevance for the learner.

Generative Strategy

e Brand kit labeling activity: Learners are presented with an unlabeled brand layout and

99 ¢¢

must drag-and-drop the correct descriptors (e.g., “primary logo,” “approved hex code,”
“secondary typeface”) onto each element. Immediate corrective feedback is provided

after each attempt, reinforcing recall and organization (Morrison et al., 2019).
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e [earners then complete a short reflection prompt: “In your own words, describe how
Aloura’s color palette and voice work together to communicate the brand personality.”

Responses are submitted via the LMS before progressing to the next module.

Objective 2: After reviewing paired brand asset examples in the eLearning module, learners
will be able to DISTINGUISH on-brand from off-brand executions - correctly classifying at least

9 out of 10 samples with a written justification for each decision.

Instructional Strategy

e Side-by-side comparison gallery: Learners view ten paired examples of social media
posts, website headers, and captions - one brand-compliant and one containing deliberate
violations (incorrect logo placement, off-palette color, inconsistent tone). Each pair is
narrated with specific guideline violations identified.

e Tone identification mini-exercise: Learners read two caption samples - one reflecting
Aloura’s defined brand voice and one using aggressive sales language - and discuss

which feels more aligned with the brand’s values before proceeding.

Generative Strategy

e Scenario-based micro-assessment: Learners independently review ten brand asset
samples and classify each as compliant or non-compliant, submitting a written rationale
for every decision. Incorrect classifications trigger branched feedback that directs
learners back to the relevant guideline section before re-attempting (Morrison et al.,

2019).
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Objective 3: Given platform-specific templates and Aloura’s brand guidelines during the
in-person training session, learners will be able to CONSTRUCT one original content piece per
assigned platform (Instagram, X, and Website banner) that meets all visual and voice criteria,

earning a rubric score of 90% or higher on each deliverable.

Instructional Strategy

e Live modeled demonstration: A facilitator walks through the creation of a
brand-compliant Instagram post in real time using the projector, narrating every decision
(e.g., “I’'m selecting the secondary logo variant because this post has a dark background,
per the brand guidelines”). Learners observe the complete process from concept to
captions.

e Important tips and platform-specific rules are shared for Instagram, X, and the company
website - emphasizing how visual and voice elements must be adapted, not fragmented -

across each format.

Generative Strategy

e Learners independently produce their role-specific content pieces using provided
templates and brand guidelines as open reference materials. Each learner creates one
Instagram post, one X post, and one website banner adaptation.

e [Lcarners self-assess using a brand consistency checklist before submitting for instructor
evaluation. This checklist serves as a metacognitive scaffold, encouraging learners to

monitor their own brand alignment before relying on external feedback. This process
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promotes integration by requiring learners to synthesize declarative knowledge with

hands-on content production (Morrison et al., 2019).

Objective 4: The instructor will present a multi-platform campaign scenario during the
synchronous in-person session, and learners will be able to ALIGN campaign messaging and
visual identity across Instagram, X, and the company website - producing a synchronized content
calendar with consistent CTAs, tone, and visual elements verified by a peer audit checklist with

no more than one unresolved discrepancy.

Instructional Strategy

e (Campaign scenario intro: The facilitator presents a real-world scenario on the projector -
Aloura is launching a limited-edition summer skincare set and needs cohesive messaging
across all three platforms within a two-week window. The facilitator briefly models how
to map platform-specific content to a shared campaign theme, showing how a single
brand message is adapted - not fragmented - across formats.

e A pre-loaded campaign calendar template is distributed, with platform columns, date
fields, and CTA fields already structured. The facilitator demonstrates how to populate

one row before releasing learners to work collaboratively.

Generative Strategy

e In mixed-role small groups (each containing at least one social media specialist,

marketing specialist, and UX designer), learners collaboratively populate the campaign
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calendar using their individually created content pieces from Objective 3 as building
blocks.

e Groups then conduct a side-by-side grid/feed comparison of all three platforms using a
peer audit checklist, verifying CTA consistency, color alignment, and tone coherence.
This activity promotes organization by requiring learners to structure dispersed content
into a unified strategic framework (Morrison et al., 2019). The cross-role composition
replicates the real-world interdependence of Aloura’s team and builds appreciation for

how each role contributed to brand coherence.

Objective 5: Given post-campaign engagement data and a brand consistency audit rubric,
learners will be able to EVALUATE at least 2 published content pieces, proposing measurable
revisions that demonstrate improved brand alignment and a projected 10% or greater increase in

engagement indicators.

Instructional Strategy

e Simulated analytics dashboard: In the asynchronous eLearning module, learners are
introduced to a simulated Aloura analytics dashboard displaying sample post engagement
data (likes, shares, click-through rates, and comment sentiment). A pre-recorded
screen-capture tutorial walks learners through how to read the dashboard and connect
engagement patterns to brand consistency indicators.

e During the synchronous session, the facilitator recaps the audit rubric criteria and guides

a whole-group analysis of one sample data set, modeling how to connect a
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low-performing post’s visual choices to specific guideline violations before releasing

learners to work independently.

Generative Strategy

e Lecarners select 2 content pieces from Aloura's real or simulated archive and conduct a
formal brand consistency audit. For each piece, learners document specific non-compliant
elements, propose concrete revisions with justification, and estimate the projected
engagement impact of their proposed changes based on the analytics data provided.

e This activity promotes elaboration at the highest level of generative processing: Learners
must draw connections between brand guideline principles, empirical performance data,
and strategic communication goals to construct an evidence-based revision plan. This
task also activates effective engagement by positioning learners as brand stewards who
take personal ownership of Aloura’s digital growth - a disposition essential for long-term

brand consistency (Morrison et al., 2019).

Sequencing

The sequences are ordered based on their priority and prerequisite relationships, following a
learning-related sequencing approach (Morrison et al., 2019). First, learners must build a
foundation of brand knowledge before they can apply it: Objective 1 (Identify) establishes
declarative knowledge of Aloura’s brand guidelines, and Objective 2 (Distinguish) develops the
analytical ability to evaluate compliance - both delivered asynchronously before the in-person

session begins. In the second phase, learners apply that validated knowledge to hands-on content
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creation (Objective 3: Construct). In the third phase, individually created assets are brought
together into a coordinated cross-platform campaign (Objective 4: Align), requiring learners to
integrate all prior skills. Finally, in the fourth phase, learners evaluate published content using
engagement data (Objective 5: Evaluate), the highest-order task that requires synthesis across all

previous objectives.

This sequencing mirrors the hybrid flipped classroom structure of the training: the asynchronous
eLearning modules handle foundational knowledge (Objectives 1-2), and the synchronous
in-person session activates procedural and evaluative skills (Objectives 3—5). Each new skill is
scaffolded upon a consolidated prior skill, reducing cognitive load and ensuring that
collaborative, higher-stakes components of the training rest on a shared foundation of brand

knowledge across all learner roles (Morrison et al., 2019).

Sequences Objectives in Order:

1. Identify brand guideline components (Objective 1) — Foundational recall;
prerequisite for all other objectives. (Cognitive Domain)

2. Distinguish compliant from non-compliant executions (Objective 2) — Analytical
application of brand knowledge before creation. (Cognitive Domain)

3. Construct platform-specific content (Objective 3) — Psychomotor creation using
validated brand knowledge. (Psychomotor Domain)

4. Align cross-platform campaigns (Objective 4) — Integration of individual skills into a

unified, strategic workflow. (Cognitive + Psychomotor)



5. Evaluate and revise content using engagement data (Objective 5) — Highest-order

synthesis; affective investment in continuous improvement. (Affective Domain)
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