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OnCourse Learning
Value Proposition:

We empower our customers
to enhance workforces,
manage compliance

and advance careers
through technology-based
personal learning.
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Brand Personality

The OnCourse Learning brand personality is an intelligent, trusted, supportive
adviser who responds seriously to workplace and career efficiencies,
gives great advice, likes to motivate others and find solutions quickly.

Personality:

Smart: helping professionals succeed and advance in their
careers through education

Trusted: go-to resource for unbiased, relevant and timely information

Supportive: personal service through account management
or social engagement

Colleague: not as casual as a friend, respected for their knowledge
Gives advice: service to help advance careers

Finds solutions quickly: fulfilling a need in each of our industries

Tone:

Confident, Genuine,
Aspirational, Welcoming

Writer's attitude toward the reader and the subject of the message. Not only
what you say, but how you say it. Expression of the people behind the brand.

Emphasis:

» Direct, to-the-point, short
headlines show boldness
and confidence.

» Vary sentence length within
paragraphs for emphasis.

OnCourse
Learning

* Welcoming stress the "you" Ruler

attitude and second person
narrative.

» Aspirational strongest

ideas are first and last. Caregiver

» Stress reader benefits.
* Nohumor.

* Use everyday language but
not too conversational.
(maintain professionalism)
genuine

Everyman

e Formalvs. Informal will vary
over different platforms.
Whenin doubt, use formal tone.

Jester

* Active voice to emphasize
accomplishment or work
completed.

Service

Enjoyment

Tone Example:
Original

Remaining compliantis critical for both profes-
sionals and organizations operating in today's
highly-regulated, rapidly-changing financial
industry. Banks, credit unions, mortgage lenders,
money service businesses, gaming operations and
financial services professionals know OnCourse
Learning's training solutions by its long-estab-
lished, proven brands such as TrainingPro, Pro
Schools, BankersEdge, MSBEdge, Digital University
and Energy Management University.

Revised (preferred)

It can be challenging for both professionals and
organizations to operate in today's highly-reg-
ulated, rapidly-changing financial services
industry. Join the thousands of banks, credit
unions, mortgage lenders, money service busi-
nesses, gaming operations and other profes-
sionals who partner with OnCourse Learning for
long-established and proven training solutions.
We are proud to call TrainingPro, ProSchools,
BankersEdge, MSBEdge, Digital University and
Energy Management University members of
OnCourse Learning Financial Services.

Innocent

Creator

Safety Sage

Control
Provide
structureto | Yearn for Explorer
the world | paradise
Connect | Leavea
with | mark on FLIE O

the world

Intimacy Magician

Hero

Lover

Passive voice to deemphasize
the person or team.

Universal human desire and
how each archetype meets the desire
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Brand Structure

Logo and endorser usage

Corporate Industry

@ OnCourse Learning
- REAL ESTATE

OnCourse Learning OnCourse Learning

oY ~ FINANCIAL SERVICES

On Learning

@ ¥ HEALTHCARE

Associated

&

ARIT RSN oME
NURSEcom

continuingEDUCATION com

Q Stringham Schools’
A

WOUND CARE

Products

OnCourse Direct OnCourse Direct ex

OnCourse Unplugged Compliancelheeper

FocusedCE Series

PrepxL

.
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Logo and endorser usage

Consolidating brands

INSTITUTE for

NUTRITIONGimensi i OT
imension 7 Professmggalcmow Today-OT
S Disterce Today. PT
Consolidating products
CEdirect pecrsREVIEW aCluire
medi EASYCEY
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Logo and endorser usage

OnCourse Corporate Brand/Product Relationship

OnCourse Learning has multiple products that can be marketed under the Corporate Brands
Brand. (dotted line), and three primary Industry Brands (solid line).

Products

Q OnCourse Learning
. 4

OnCourse Direct
OnCourse Learning

~ REAL ESTATE

OnCourse Direct ex

OnCourse Learning PrepxL

~ FINANCIAL SERVICES

OnCourse Learning

~ HEALTHCARE
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Logo and endorser usage

Financial Services Brand/Product Relationship

OnCourse Learning Financial Services has multiple products, including industry Brands
products and corporate products, that can be marketed under the Brand. (dotted line).

Products

It also currently has one independent brand (solid line).

Q OnCourse Learning
. ™

OnCourse Learning

~ FINANCIAL SERVICES

OnCourse Direct

OnCourse Direct ex

PrepxL
Complianceleeper

OnCourse Unplugged

PRAEDO

INSTITUTE
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Real Estate Brand/Product Relationship

Logo and endorser usage

OnCourse Learning Real Estate has multiple products, including industry products and cor-
porate products, that can be marketed under the Brand. (dotted line). It also currently has
one associated brand with a set of products and two independent brands (solid line).

Q OnCourse Learning
. .

OnCourse Learning

~ REAL ESTATE

AN
RHIT e sone

.

OnCourse Direct
OnCourse Direct ex
PrepxL

@ Stringham Schools®

PRAEDO

INSTITUTE

Brands
Products

OnCourse Direct

OnCourse Direct ex
PrepxL
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Logo and endorser usage

Healthcare Brand/Product Relationship

OnCourse Learning Healthcare has multiple products, Brands
including industry products and corporate products, that can
be marketed under the Brand (dotted line). It also currently Oncourse I_earning Products

has multiple associated, consolidating and independent L )
brands, each with the ability to market particular products

within their brand. Many of the healthcare products cross

multiple brands, outlined below.

On Learning

& ¥ HEALTHCARE

continuingEDUCATION com'

FocusedCE Series

NURSEcom

L pearsREVIEW'

(Consolidating) by Nurse.com

Q OnCourse Direct
WOUND CARE OnCourse Direct ex

# (Consolidating) ﬁ
NUTRITIONdimension

Today-OT CEdirect

*Nurse.com, ContinusingEducation.com,

A Nutrition Dimension, Today in OT and
TOdOy'”PT Today in PT can all be mentioned as part of the
CEdirectlibrary when positioning CEdirect,
however it should be clear thatitis a

product of OnCourse Learning Healthcare.

Distance

|NST|TUTE-for
< 7Professional
EDUCATION®

aQuire

CarePro
EASYCEU
.com

medi
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Healthcare Brand/Product Relationship 2019 Goal

Logo and endorser usage

Outlined here is the structure we are moving toward,

as we continue to consolidate brands into a unified

structure. OnCourse Learning Healthcare will begin to Oncourse Learning
L

have a simplified, clearer Brand/Product relationship.

OnCourse Learning

~ HEALTHCARE

continuingEDUCATION com'

FocusedCE Series
OnCourse Direct
OnCourse Direct ex
PrepxL

NURSEcom

FocusedCE Series
OnCourse Direct
OnCourse Direct ex
PrepxL

@

WOUND CARE

EDUCATION INSTITUTES®

Brands
Products

FocusedCE Series

OnCourse Direct
OnCourse Direct ex

PrepxL

CEdirect

*CE direct may stillbe an LMS for HC
depending on OCD's technical capabilities.
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Logo and endorser usage

Brand Specs

OnCourse Learning corporate logo
Preferred format OnCourse Learning

The OnCourse Corporate logo should be presented as the horizontal version &
whenever possible. However, the stacked versions can be used due to space .
limitations. Designers should use best judgment when applying this version. Horizontal Format - Preferred

Minimum Size - Print
The OnCourse Learning corporate logo must never appear smaller than shown on

the right. The minimum width of 1" (one inch) will ensure the OnCourse Learning

corporate logois clearly legible in all forms of reproduction. Oncourse
& Y- Llearning

Minimum Size - Web Stacked Format - Optional

Forweb usage, the OnCourse Learning corporate logo must never appear smaller
than shown in the demonstration on the right. The minimum width for web usage is
95 pixels.

.. . OnCourse Learning|
Minimum clear space requirements
Always maintain the minimum amount of clear space around the OnCourse
Learning corporate logo, as shown in the demonstration to the right. This will ensure
the OnCourse corporate logo is always properly staged and visible.

D
Print - Minimum size: 1"
Web - Minimum size: 95 pixels

A minimum distance equal to "X", in which "X" is the capital letter-form height

within the logo. This clear space should be maintained around the entire OnCourse
Learning corporatelogo.
Endorser usage !
The OnCourse Corporate logo should NOT include the endorser. |
The OnCourse Learning logo is intended to stand alone.

X
(@)
>
O
(@]
c
S
(72]
D
—
D
o
3.
>
JQo o

[_PLEASE NOTE |

Do not use the former tagline: Live. Learn. Succeed

Colors OnCourse Light Green

. . CMYK =+ C:25+M:0°Y:50 * K:0
The CMYK, RGB, HEX, and Pantone colors are listed on the right. RGB -« R:199 « G:224 * B:155
The logo consists of three different values of greens and OnCourse Gray. HEX« #C7EQ09B

These are the colors used in the construction of the logo, not the color palette Pantone - 368

for collateral design.

OnCourse Mid Green

CMYK« C:50*M:0°Y:100 * K:0
RGB*R:140+ G:198 * B:63
HEX « #8cc63f

Pantone * 368

Logos may also be used as solid black or knockout when needed.

@ OnCourse Learning

OnCourse Dark Green

CMYK =+ C:70+M:0°Y:100 * K:10
RGB*R:73°G:171+B:72

HEX « #49AB48

Pantone * 361

OnCourse Gray

CMYK =+ C:5+M:0°Y:0°K:50
RGB * R:146 * G:147 * B:150
HEX « #58585B

Pantone * 430

2018 OnCourse Learning Brand Standards * 14



Logo and endorser usage

OnCourse Learning industry logos

Logo structure
The main brands for OnCourse Learning are:

OnCourse Learning Financial Services
OnCourse Learning Healthcare

OnCourse Learning Real Estate

These brands and corresponding logos are used in both B2B and B2C markets.

Size and clear space
The OnCourse Learning industry logos follow the same rules for minimum size and
clear space as the corporate logo.

Horizontal format

The OnCourse industry logos cannot be broken or stacked. The horizontal logo is
the only version that is acceptable to use. Do not recreate or reorganize any of the
elements that make up the logo. This includes all brands and sub-brands.

Brands and URLs

The OnCourse Learning brands should not be confused with our various websites.
We have separate websites for B2C purchases and B2B lead generation, however
both of these are still branded and presented as the same company, with the same
logo. Design, presentation and messaging will vary based on the audience, but the
brand and logo will be the same.

Example: GetOnCourse.com/Health is not a brand, itis a web page. The brand
should be referred to as "“OnCourse Learning Healthcare" and the corresponding
logo should be used.

Brand-  OnCourse Learning Financial Services
Website- GetOnCourse.com/mortgage
Website- OnCourselearning.com/financial-services

Brand-  OnCourse Learning Healthcare
Website- GetOnCourse.com/health
Website- OnCourselearning.com/healthcare

Brand- OnCourse Learning Real Estate
Website- GetOnCourse.com/real-estate
Website- OnCourselearning.com/real-estate

| PLEASE NOTE |

Our legacy brand logos should not be used post consolidation.

New materials should drive visitors to one of these three main brands,
with the exception of AHIT and Nurse.com.

OnCourse Learning

FINANCIAL SERVICES

On Learning

&p ¥~ HEALTHCARE

OnCourse Learning

REAL ESTATE

OnCc

V' Learning
- HEALTHCARE

OnCaurse Learning

FINANCIAL SERVICES

Do notrearrange elements to create
new logo compositions

2018 OnCourse Learning Brand Standards « 15



Logo and endorser usage

Colors
The CMYK, RGB, HEX and Pantone colors are listed on the right.

The logo consists of three different values of the brand color and OnCourse Gray.

These are the colors used in construction of the logo, not the color palette for
collateral design.

OnCourse Learning

~  FINANCIAL SERVICES

On Learning

&p ¥ HEALTHCARE

OnCourse Learning

~ REAL ESTATE

Logos may also be used as solid black or knockout when needed.

OnCourse Learning OnCourse Learning

~ FINANCIAL SERVICES FINANCIAL SERVICES

2018 OnCourse Learning Brand Standards « 16

OnCourse FS Light Blue
CMYK =+ C:50°M:20°Y:0*K:0
RGB*R:124 + G:172 * B:220
HEX « #7CACDC

Pantone * 284

OnCourse FS Blue

CMYK =+ C:85+M:45°Y:0°K:0
RGB*R:17 * G:126 * B:193
HEX « #117EC1

Pantone ¢ 285

OnCourse FS Dark Blue
CMYK+ C:100 * M:75* Y:10 * K:0
RGB*R:5°(G:83+B:155

HEX « #05539B

Pantone * 286

OnCourse HC Light Teal
CMYK =+ C:50* M:0*Y:20 * K:0
RGB * R:124 « G:206 * B:207
HEX « #7CCECF

Pantone * 325

OnCourse HC Teal

CMYK =+ C:70*M:0+Y:30+ K:10
RGB*R:31°+G:173 *B:174

HEX « #1FADAE

Pantone * 326

OnCourse HC Dark Teal
CMYK =+ C:70*M:0+Y:30* K:25
RGB *R:26 * G:151 * B:153

HEX « #1A9799

Pantone ¢ 320

OnCourse RE Light Red
CMYK =+ C:0+M:85°Y:80°K:0
RGB ¢ R:237 * G:77 * B:65
HEX « #eb4e41

Pantone * 485 80%

OnCourse RE Red

CMYK =+ C:15+ M:100* Y:100 * K:0
RGB * R:208 * G:33 * B:40

HEX+ #D02128

Pantone * 485

OnCourse RE Dark Red

CMYK =+ C:20+M:100°Y:100 * K:10
RGB -+ R:182+ G:31 * B:36

HEX « #B61F24

Pantone * 1805

OnCourse Gray
CMYK=+C:5+M:0°Y:0°K:50
RGB *R:138+ G:140 * B:142
HEX « #8A8C8E

Pantone 430



Logo and endorser usage

Formerly logos

During certain brand transitions, a “formerly [legacy brand]” logo may be required.
This logo should follow all previously established minimum size, color, clear space
and other rules for logos. A standard layout has been created for spacing, font,
colorand size. These are only created and used upon business unit and marketing
leadership approval.

When a legacy brand is consolidated, a “formerly logo” can be used on materials
sent to the legacy audience for one buying cycle for that audience. This can be

adjusted based on business unit and marketing's discretion, a case-by-case basis.

Formerly language also can be used in-line when referring to a brand in text. Use
"formerly” within parenthesis around the legacy brand.
Example:

OnCourse Learning Financial Services (formerly BankersEdge)
OnCourse Learning Healthcare (formerly Care and Compliance Group)

On Learning

HEALTHCARE

Formerly Care and Compliance Group

OnCourse Learning

FINANCIAL SERVICES

Formerly BankersEdge

OnCourse Learning

Formerly Care and Compliance Group

2018 OnCourse Learning Brand Standards « 17



Logo and endorser usage

Endorser mark OnCourse Learning

Endorser Usage OnCourse Learning Endorser
Associated brands and consolidating brands should all include the

OnCourse Learning endorser beneath the logo, aligned right.

If alogo appears side by side with an OCL brand, it does not need an endorser.

An endorser is not used on product logos. nCourse Learnin

P
Endorser placement . . . . Print - Minimum size: 0.6"
The endorser has been placed in a specific location on all provided logos Screen - Minimum size: 95 pixels
and should not be altered.

Unacceptable language
Do notuse additional language such as "Powered by" “A Division of" or
u " OnCourse Endorser Gray
An OnCourse Campus”. CMYK « C:0+M:0 - Y:0 « K:80
RGB *R:88+ (G:88 +B:90
. . HEX « #58585A
Minimum size

If shrinking the logo would cause the endorser to appear below 0.6", a standalone
version of that logo should be used. These sizes are outlined within the associated
and consolidating brand sections of the brand standards.

NURSEcom

OnCourse Learning

Nurse.com mark - Large format

NURSE com’

Nurse.com mark - Small format

NURSEcom

OnCourse Learning

Do notuse large format
below minimum size

2018 OnCourse Learning Brand Standards * 18



Logo and endorser usage

Associated OnCourse Learning brands

As we move toward a condensed brand structure, based around our industry
breakdown, certain brands will maintain their own logo and brand name.

These brands will be known as “associated brands.” Marketing materials will be
created using the same styles and standards as OCL's industry brands, however
their names and logos will remain independent.

Minimum size

Eachlogo has two versions created, based on size needs. The main logo should
be used whenever possible, and includes the OnCourse endorser. When size
limitations do not allow for use of the larger format, with endorser, a small version
has been created. Some examples in which the small logo would be used are
printing on a pen, coffee cup or website footer.

Clear space

Eachlogo should follow the same clear space rules as the corporate logo. The "X"
height of the logo font should be used as the measurement to determine the clear
space around the placed logo.

Colors

Eachlogo has been created with its own set of colors outlined on the following
pages. Note that these are the colors used in the construction of that logo mark, but
are not the color palette used when designing for that sub-brand. These colors do
notreplace our brand wide color palette used in the marketing and design created
forany brand. Logos may also be used as solid black or knockout when needed.

NURSEcom

OnCourse Learning

NURSEcom

OnCourse Learning

2018 OnCourse Learning Brand Standards « 19



Associated Brands

Logo and endorser usage

AHIT
AMERICAN HOME AN
CAHIT fersarove CAHIT fyencaysoue
OnCourse Learning
Min width 1.5" Min width 1.125"
q \ AN
AHIT URnir
OnCourse Learning
Min width .75" Min width .4"
Nurse.com
‘\\
NURSE.com NURSEcont
OnCourse Learning
Min width 1.25" Min width .75"

ContinuingEducation.com

continuingEDUCATION com'

OnCourse Learning

continuingEDUCATIONcom'

Min width 1.75"

Min width 1.5"

AHIT Dark Red

CMYK + C:25M:100 * Y:80 * K:25
RGB *R:151 * G:26 * B:49
HEX « #971A31

AHIT Red
CMYK+C:0+M:100°Y:100 * K:0
RGB e+ R:230+ G:38+B:38

HEX « #£62626

Pantone * 485

AHIT Slate Gray
CMYKe+C:0*M:0°Y:0°K:90
RGB ¢ R:66 * G:65 * B:65
HEX « #424141

OnCourse Teal

CMYK =+ C:70*M:0*Y:30*K:10
RGB*R:31+G:173 *B:174

HEX « #1FADAE

Black
CMYK+C:0+M:0°Y:0+K:100
RGB+R:0+G:0+B:0
HEX « #000000

CEBlue

CMYK =+ C:70 *M:15* Y:0 * K:0
RGB *R:41+G:170 * B:226
HEX « #29AAE2

Black
CMYKe+C:0+*M:0°Y:0+K:100
RGB+R:0+G:0+B:0
HEX « #000000
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Logo and endorser usage

Stringham Schools*

Q Stringham Schools’
-

Q Stringham
=V Schools

Min width 1.125"

Wound Care Education Institute*

Min width .75"

@

WOUND CARE

WOUND CARE

Min width 1" Min width .75"
Praedo Institute*
@ PRAEDO
P RAE D 0 INSTITUTE
INSTITUTE
Min width .75" Min width .75"

*Stringham Schools, Praedo Institute and Wound Care Education Institute are
special cases that do not use an endorser. This is based on a unique transition plan.

**The Apple elementis an image-based element and contains a variety of reds.

Wound Care Red is the base red used in this element.

2018 OnCourse Learning Brand Standards « 21

Stringham Dark Blue

CMYK =+ C:85°M:65°Y:40° K:24
RGB+R:53+G:78 * B:105

HEX « #334F67

Pantone * 540

Stringham Blue

CMYK=+ C:70 - M:45 * Y:15 = K:0
RGB*R:90« G:128 * B:172

HEX « #5A80AC

Stringham Light Blue
CMYK =+ C:40*M:13°Y:0* K:0
RGB *R:147 * G:193 * B:231
HEX « #93C1E7

Wound Care Red**

CMYK+ C:26 * M:100 * Y:100 * K:26
RGB * R:150 * G:27 * B:30

HEX « #920F1C

Wound Care Tan

CMYK+ C:21+M:31°Y:42 - K:0
RGB*R:203+G:173 * B:147
HEX « #CBAD93

Black
CMYK=+C:0+*M:0°Y:0°K:100
RGB+R:0+G:0+B:0
HEX « #000000

Praedo Orange

CMYK =+ C:17 * M:85 * Y:100 * K:5
RGB*R:197 * G:72 * B:42

HEX « #C5482A

Praedo Slate
CMYK=+C:10*M:0°Y:5°K:88
RGB*R:58 * G:66 * B:69

HEX « #3A4245



Consolidating Brands

Logo and endorser usage

Nutrition Dimension

NUTRITIONdimension

OnCourse Learning

NUTRITIONdimension

Min width 1.5"

Today in PT

Min width 1.225"

%
N
TOdCIYin PT Today:-PT
OnCourse Learning
Min width 1.25" Min width.75"
Today in OT
%
TOdCIYinOT Today-OT
OnCourse Learning
Min width 1.25" Min width .75"

Nutrition Dimension Green
CMYK e+ C:35+M:0°Y:100 « K:0
RGB*R:179*G:211 *B:53

HEX « #83D335

Black
CMYK+C:0+M:0°Y:0+K:100
RGB+R:0+G:0+B:0
HEX « #000000

CE Blue
CMYKe+C:70*M:15°Y:0* K:0
RGB < R:41+(G:170 * B:226
HEX « #29AAE2

Black
CMYK+C:0*M:0+Y:0°K:100
RGB+*R:0+G:0+B:0

HEX « #000000

CE Blue

CMYK+C:70*M:15 ¢ Y:0 * K:0
RGB*R:41°+G:170 * B:226
HEX « #29AAE2

Black

CMYK =+ C:0*M:0°Y:0+K:100
RGB+R:0+G:0+B:0
HEX « #000000
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Logo and endorser usage

Distance CME

U\SSROOM
> Y DCME Dark Blue
&, £ CMYK +C:85*M:44 ¢ Y:5+K:0
Q Ny . c RGB*R:13 * G:125 * B:186
G 4 y g HEX+ #0D7CB9
“‘r\ \J‘ 2. M,_'f\
DifnceCME O e
OnCourse Learning i ) CMYK =+ C:60°M:4-Y:0-K:0
OnCourse Learning RGB*R:76 * G:192 * B:239

Min width 1" Min width 1" HEX - #4BBFEE
DCME Dark Orange
CMYK =+ C:0°M:30°Y:100 * K:0
RGB+R:253 + G:185 * B:19
H HEX « #FDB813
Disfance Distance

OnCourse Learning

DCME Light Orange

CMYK =+ C:0+M:10°Y:100 * K:0
RGB * R:255 « G:221 * B:0

HEX « #FFDDOO

Min width 1.5" Min width .75"

DCME Green

CMYK+ C:80°M:0°Y:90 - K:0
RGB+R:0+G:178 * B:89

HEX « #00B159

Black

CMYK =+ C:0*M:0°Y:0+K:100
RGB+R:0+G:0+B:0
HEX « #000000

Institute for Professional Care Education

IPCed Deep Blue
CMYK =+ C:98 * M:85 * Y:36 * K:27
RGB+R:30° G:53 * B:94

INSTITUTE for
INSTITUTE for HEX « #1E355E

< 7Professional Pl
EDUCATION® EDUCATION®

OnCourse Learning
IPCed Orange

CMYK =+ C:0*M:44-Y:90* K:0
RGB*R:5°G:83+B:155
HEX « #F99F34

Min width 1.75" Min width 1.125"

Black
CMYKe+C:0*M:0°Y:0°K:100
RGB+R:0+G:0+B:0

HEX « #000000
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Logo and endorser usage

Product logos

OnCourse Learning provides a variety of products, which include packages,
technology platforms, apps and services. The style in which they are created
provides the ability for quick development and deployment when new products are
created. All new products should follow this design structure and formating.

Products are not considered brands and should not be positioned as such.

Logo creation

A specific logo font, size and color treatment has been developed for all product
logos. These fonts are in line with our brand logos and should not be altered.
Productlogos do not contain the “power button icon” and are created as text only.
Customicons should not be created for new product logos.

Corporate products are products that are available across multiple industries and
should be designed using the corporate logo green.

Certain products are only available in a single industry and should be designed
using thatindustry's logo color scheme. An industry product can be redesigned as a
corporate product ifitis adapted into multiple channels.

An additional “tag"” is optional for various levels of the same product. For example,
OnCourse Direct has "ex" added in the following style for the Oncourse Direct
Express product.

Endorser Usage
Productlogos do not contain an endorser.

Minimum size - print

The OnCourse Learning product logos must never appear smaller than shown
on the right. The minimum height of .125" will ensure that the OnCourse Learning
productlogos are clearly legible in all forms of reproduction.

Minimum size - web

Forweb usage, the OnCourse Learning corporate logo must never appear smaller
than shown in the demonstration on the right. The minimum width for web usage is
15 pixels.

Minimum clear space requirements

Always maintain the minimum amount of clear space around the OnCourse Learning
product logo as shown in the demonstration to the left. This will ensure the logos are
always properly staged and visible.

A minimum distance should be equal to "X"in which "X" is the capital letter-form
height within the logo. This clear space should be maintained around the entire
OnCourse Learning corporate logo.

Colors
The CMYK, RGB, HEX and Pantone colors are the same used in the channel logo
design, Logos also may be used as solid black or knockout when needed.

OnCourse Product s

Productlogo template

OnCourse Direct

Corporate product logo example

FocusedCE Series

Industry productlogo example

OnCourse Direct

OnCourse Leaming

Do Not use endorser on product logos

I OnCourse Direct

Print - Minimum size: 0.125"
Screen - Minimum size: 15 pixels
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Product logos

Logo and endorser usage

Corporate:

OnCourse Direct

OnCourse Direct

PrepxL

OnCourse Direct

Healthcare:

OnCourse Direct Express

Financial Services:

PrepxL

FocusedCE Series

Compliancelheeper

OnCourse Unplugged

Focused CE Series

Real Estate:

dlnspectlT”

Inspect IT

Compliance Keeper

OnCourse Unplugged
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Product transitions Logo Redesign
«,Focused C_E{Series‘

Logo redesign

As we move toward a condensed brand structure based around our industry
breakdown, many of our product names still hold equity and offer recognition
supporting OCL. These products will maintain their current name, but transition
to the OCL logo style.

Product consolidation Focused Series
Other product names may be consolidated into an associated or industry brand.

The offerings or aspects of the product may still be available but no longer identified

by its legacy name.

When a product is independently branded on multiple marketing materials and is
completely sunsetting, a "formerly” logo may be necessary for product branding
and marketing materials to transition from product to brand.

When a product is being consolidated or is sunsetting, the value of the associated

brand may be higher then the legacy product and not require “formerly” Formerly transition

announcement.
Carean
How products are consolidated and rebranded will vary depending on many Compllance :
different factors, including value of legacy product, type of product, new brand, SR for Frofessional Care Feuceton Compeny
regulatory and technical dependencies, and more.
On Learning
& ¥ HEALTHCARE

Formerly Care and Compliance Group

Direct transition

pearlsSREVIEW

NURSEcom

OnCourse Learning
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Product variations

Unique logo

Some products warrant a unique logo or additional design element. This is only

for extremely unique cases, and needs to be agreed upon by all stakeholders. This
unique design should still fit within our OCL style, even if it does not follow the exact
template of logo creation.

Enhanced logo

Some products warrant a unique campaign for marketing. This often includes an
additional design element or enhancement to the logo. This unique design should
still fit within our OCL style, even if it does not follow the exact template of logo
creation.

Unacceptable logo

Product logos should not be created completely outside the OCL style. Logos
should not be created independently by any department. When a productis
identified as requiring a specific Iogo, this must be approved by both the marketing
team and business units.

U IT

Unique logo example

Enhanced logo example

oncourse
PREMITU M

Unacceptable logo example
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Logo Placement

Single logo

Brand logos should only appear once on a page. They should be placed appropriately according to the story being told, in a
way that makes sense to the end user. This can vary, but the basic templates should follow the following rules.

Standard locations for logo placement:
Print - Bottom right corner.
Screen - Top left corner or top center.

Q OnCourse Learning
-

Q OnCourse Learning
-V

Webinar intro

€

Email Qﬂnfourse Learning
-

Sell sheet

Webinar interior

Q OnCourse Learning
-

Q OnCourse Learning
-

Booth

Q OnCourse Learning
-

Full page ad

Landing page
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Dual Branding of Associated Brands

When two brands appear side by side, a thin rule should be used between the two. When an industry

logo and associated brand logo appear side by side, the industry logo should always appear to the right.
Endorsers are not needed when an industry brand is included. When two associated or transition brands
appear side by side, an endorser should appear on only the right-hand logo.

NURSEcom  confinuingEDUCATIONcon

OnCourse Learning

Dual brand example 1

INSPECTORS TRAINING REAL ESTATE

AN
EAHIT‘AMER'CAN HomE OnCourse Learning

Dual brand example 3

Acceptable use
Dual brands are often used when marketing
materials are being sent to two audiences.

Whenever possible, marketing materials should be
developed for one primary audience, and therefore
only contain one brand. If multiple audiences are
being targeted, the marketing materials should be
segmented and branded individually.

Ininstances where separating materials is not
possible, side by side logos can be used.

This is often applicable in live webinars
or registration pages.

In the case of webinars, a dual logo should be used
on the title and closing slides, but the primary
brand should be used on all internal pages.

Logos should be divided by a .25 pt, 50%
gray rule. Knockout is acceptable on dark
or colored backgrounds.

NURSECOWT\ OnCourse Learning

HEALTHCARE

Dual brand example 2

NURSEcom | (D)o

NURSE cont

2

Combo email (avoid use)

Email audience A Email audience B

NURSEcom

Q On Learning
& ¥ enicare

Webinar Intro

Webinar interior
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Product/Brand logo relationship

Productlogos should be displayed with the brand logo based on audiance. A brand logo should be used to
add context to the product being presented. This does not always mean a “side by side" logo. The following
pages show various examples of the product and brand logo relationship. For full brand/product relationship,
see the brand structure section of the brand standards

Corporate Product with Corporate Brand
A corporate product can be presented under the corporate brand. This

Ontourse D I reCt ‘ Q OnCourse Learning could occur on a company overview, corporate website, OCL corpo-

rate capabilities brochure, etc.

Corporate Product with Industry Brand
A corporate product can be presented with the industry brand when it

Ontourse Direct ‘ On Learning is directed at that particular audience. Examples could include emails,

D - HEALTHCARE landing pages, sell sheets or other direct sales/marketing collateral for

a particular industry.

Do not change a color of the corporate product

OnCourse DlreCt OnCourse Learning to match the industry or associated brand logo.

~ REAL ESTATE

Corporate Product with Associated Brand
A corporate product can be presented with an associated brand,

Ontourse Direct ‘ NURSEcorTT\ when applicable. Examples include audience specific emails, landing

OnCourse Learning pages, sell sheets, or other direct sales/marketing collateral for a

particular industry.
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Corporate Product with Consolidating Brand

. A corporate product can be presented with a consolidating brand,
Ontourse Direct ‘ DIStCInce when applicable. Examples include audience-specific emails, landing
OnCourse Learning pages, sell sheets or other direct sales/marketing collateral for a
particular industry.

INSTITUTE for
OnCourse Direct < 7Professional Care Q OnCourse Learning

EDUCATION®

Corporate Product with Consolidating Brand and Corporate Brand
When there is concern about audience recognition of a consolidating
brand related to OnCourse Learning and an OnCourse Learning
product, there is an option of adding the corporate logo as a

"Dual Brand" with the consolidating brand.

Focused Series ‘ \J On Learning

& ™" HEALTHCARE Industry Product with Industry Brand

Industry product are presented with the industry brand. Examples are

emails, landing pages, sell sheets or other direct sales/marketing
collateral for a particular industry.

ComplianceKeeper ‘ OnCourse Learning

~ FINANCIAL SERVICES

FocusedCE Seres  INURSEcom

0 h Industry Product with Associated Brand
nCourse Learning

Industry products are also presented with an associated/consolidating

brand, when applicable, within the brand structure.

Examples include emails, landing pages, sell sheets or other direct sales/
marketing collateral for a particular industry.

g ﬂA AMERICAN HOME
IT ‘ AHIT INSPECTORS TRAINING

OnCourse Learning
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Product/Brand logo placement examples

Corporate examples

Below are a few examples of corporate product logo placement within corporate branded materials. Note the examples are general

positioning to illustrate product/brand relationships and may be adjusted during design.

OnCourse Direct

Q OnCourse Learning
-

Email A

Q OnCourse Learning
-

OnCourse Direct

Landing page A

Web use

Q OnCourse Learning
-

OnCourse Direct

Email A

OnCourse Direct

Q OnCourse Learning
-

Landing page B

Different products, brands, audiences, messaging and other factors may influence
the brand logo positioning. Because of limited screen space and view time, itis
important to consider customer recognition and the desired brand connection.
This should be decided during layout and positioned accordingly.

OnCourse Direct

Q OnCourse Learning
-

Full page Ad

OnCourse Direct

Q OnCourse Learning
-

SellSheet
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Associated/Consolidating and industry examples

Products for Industry, Associated and Consolidating brands are positioned following the same guidelines as corporate placement.

.
FocusedCE Series NURSE corri

FocusedCE Series

NURSEconmt

Email A Email A

d T
IT
[T
Landing page A Landing page B

Web use

Different products, brands, audiences, messaging and other factors may influence
the brand logo positioning. Because of limited screen space and view time, itis
important to consider customer recognition and the desired brand connection.
This should be decided during layout and positioned accordingly.

OnCourse Direct

Full page Ad

Compliancekeeper

SellSheet
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Consolidating dual branded examples
Certain consolidating brands may require more connection to the corporate brand when positioning a corporate product. This may
be necessary when the audience is not overly familiar with the OnCourse brand. As we continue to transition brands, if there is fear

the audience does not understand the brand/product relationship, this should be addressed in the marketing message of the piece.

< 7Professional Care
EDUCATION'

OnCourse Direct

INSTITUTE e

Qﬂnfumw earning
-

Email A

 INSTITUTE G
< 7Professional Care
EDUCATION'

OnCourse Direct

Q OnCourse Learning
-

Landing page A

Web use

Different products, brands, audiences, messaging and other factors may influence

A~ INSTITUTE
< 7Professional Care
EDUCATION"

OnCourse Direct

Q OnCourse Learning
-

Email A

OnCourse Direct

r NSTTUTE
< 7Professional Care
EDUCATI(

OnCourse Direct

QDH[H,H&(‘ earning
-

N

Full page ad

OnCourse Direct

A INSTITUTE
< 7Professional C
FDlica]

are

Tion

‘ DON OUrse Learning
A i

Landing page B

the brand logo positioning. Because of limited screen space and view time, itis
important to consider customer recognition and the desired brand connection.
This should be decided during layout and positioned accordingly.

A INSTITUTE &
< 7Professional Care OnCourse Learning
EDUCATION" - .

Sell sheet
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Logo context
Inlarge-format pieces, multiple-page documents, websites or when context is properly provided, adding branded logos with productlogos
may not be necessary.

OnCourse Direct

@ OnCourse Learning
P e sesvices

Corporate capabilities

oz

OnCourse Learning
AR d InspectiT Y

OnCourse Direct

_ e
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Unacceptable use

Below are a few examples of unacceptable logo/brand placement.

OnCourse Direct | @ OnCourse Learning

EaL EsTaTE

CEdirect

Avoid side by side use of
corporate and industry/associated
brands when possible.

RuT e
o

[T d InspectIT

AR e d InspectIT

Do not overuse product and
brand logos in the same piece.

Do not position a product outside
orindependently of a brand.

OnCourse Unplugged

87
]

OnCourse Direct

Do not position a product
as an offering of another product.

OnCourse Direct

Do not position a product outside
orindependently of a brand.

FocusedCE Series

|
CEdirect

Do not position a product
as an offering of another product.
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Fonts

Typography and Text

Primary San Serif Font

Aktiv Grotesk

nairline; hairline italic; light, light italic,
regular, italic, medium; medium italic,
bold, bold italic, xbold, xbold italic
black black italic

Usage guidelines

Aktiv Grotesk can be used for all headlines/subheads/
small blocks of text or text appearing on a non-white
background (reversed out text). When using text on
colored/dark backgrounds, it can be used to increase
readability. When used as body copy, it should not appear
below 9/10 in size or 80% in tint.

Primary San Serif Font

Adobe Kepler

semicondensed; semicondensed italic; bold
semicondensed; bold semicondensed

italic; regular; italic; bold; bold italic

Usage guidelines

Adobe Kepler will be used for large blocks of text (body
copy) on white background. It also can be used for callouts
and display treatments. When used as body copy. it should
not appear below 9/10 in size or 80% in tint.

[ PLEASE NOTE |

Do not use a serif and san serif font in the same line of text,
whether it be a headline or body copy.

Primary Callout Font

Adelle

condensed regular; condensed italic; con-
densed bold; condensed bold italic; regular;
italic; bold; bold italic

Usage guidelines

Adelle can be used for pull quotes, stats and other smaller
callouts. This can be used on white or color backgrounds.
This is the least comonly used font in OCL marketing, but

works well to call some attention to a section of text.

Fine Print/Marketing Statement

Vista Sans

light; light italic; book; book italic; reg; reg italic; medium; medium italic;
bold; bold italic; black; black italic

Usage guidelines

Vista Sans will be used for all fine print/marketing text. This
text should not appear below 7/8 in size and 80% in tint. Fine
print text should not appear in any other color other than
black or white.

[_PLEASE NOTE |

Do not use the PF Handbook fontin any
marketing materials. This fontis dead!
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System fonts

When using standard programs, design fonts may not always be accessible. When only
system fonts are available, use the following fonts below. This includes PowerPoint, Word,
email and other programs used to create documents outside of marketing.

Verdana AR

P o BTN e X e 2l [EE R m 38 e s G e |
This is a system font often used in Microsoft
programs, including Word and PowerPoint. Many
programs often default to Calibri, so be aware you
may need to adjust these defaults. Headline
Subhead

Lorem Ipsum

MEAUE BRTE Quisauam 651 vl delerem esum quia dolor sit amet, censtctetun sdiaiEl wallk

O p e n a n S “Thars 8 no one who loves pain esalf, whe seaks aftar it and wants to have it, simply Bocausn it is
; pain,..*

Lorerm ipsum codor SIt amel consectetur adiplscing @it Fusos ut risus ul fels condimentum melils

Iimlan fasiisss lacus et yengnatss. Hulla placeral, masss se bibendim hendiecd, W s,
mmar ik, €6t RIESAMM tear Wrets ot M. Nulld sustin mear 48 10 gonars. In convaliis
{155 8795, At porta mi sAllIEENEIN UL, DS ConVABE Mens in nsum (ACiss pailentesaee. Nulla

This system font is often used in web or email. Itis S3LEDR GO L BT ANBTALS 85 VHIL BDROGUIT, e, G KRG 204 AR SADEU U3
. . RS nes dol Mhm. .
commonly available in most programs and easy to 7 sl Samamnl i e300 SABIOR AL s e, VS SRR, IR o SRS
. . fames ac ante ipsum primis in faucibus, Sed onte nulla, interdum oget abquam vel, rutrum n jusa.
read at a variety of sizes. Nl ot pih wllricles ante Lerdm yarsis 3€ yarnus Bnim. Cra auetor, gras vitse dagibus vehicula,

RRrkar #ANET nung, In diEnisEm edie Budus Uncident IIbers. AGngan €361 Rlddus pharstra,
convallis libero et, omane olit. Banes temaer lueius dolor yel wliameorper. Etiam M tincldunt dul. Duls
faucibys mallin neque. 281 YIVEITA PUIMA CONGUR QUIS. ABNRNN QUES B0 e laram |
Nam pefieriesque, ante id yiverrs cursus, nung uma elaserat diom, vitoe malsseade oulle nesue sl
sern, Nuil sedales elementum Guam vitae tempos. Mauris commods, eros nec consectetur uilncles,
magna gnim dignissim ura, ub tempus (60 mauris S8 gmet ipsum. Yivamus interdum dapius
maleada. EAM Lempar Conseauat quam nan facilisis. Allguam vulputale, €rms non blandi nterdum.
BT iPRLM pRlRNIESALE NE, Quis Sltmentum, dinm elit 1 Sapen. Yesthullm dul mi, seifend aucter
BAM Mon, Graviea canvallis urna. PRAssllE Ac odis phasatra, AAREUT VAIIE Id, pharitrs purus.
Maecenas o purus aligust, mattis urna ew, vehiculs ex. Praesent fringilla nibh non nunc efficiur
Tarmentum. Quisque ef purus egat vellt IMperdiat luctus id g mAana. Ut pulvinar mi venenatis larem
ultrices, ut magna Prain ante risus, ot diam quis, varikus
molestie libero. Etam rhoncus, eros a tncdunt vehicua, neque magna tncidunt ipsum, st amet
ultricies ipsum nune ey est. Fusce igula ex, eleifend ac rhancus vitae, mattls at ante. Maurs sed
pretium diam, a ¢lementurn nibh,

Kulla ullamcarper tristigue loctus, sed eleifend nunc gictum at. Suspendesse soolerisgue mets sit
BT FISLB CUTEUS MAXimUE. MAUFE aget ullamearpar aulls, [soraet vahiculn ipaum. Allquam luctis
Fharetra ipsum, vel egestas lorem malesuada ut. Curabitur feuglot quam o mi fringlita imperdiat.
DONGE Minibus toror Ac aleifond SAgiTi. FUSCO POMTHILOT, NUNG id MOlST0 AUTRm, mi purus Tringitla
Inetsis, AaE PIAEOEAL x rel tRIATAUD PAGUS. Sed VivErra pallantesqus gravida. Prain varius, 1na au
finfbus accumsan, urna ante eulsmod sem, id molestle dlam ipsum vel sugue. Nunc nibh eat, viverra
o1, uitricies condimentum lec. Sed porta mases odio, vestibulum Interdumn orcl parttitar
vel. Donec eheifend tellus vestibulum, tincidunt enim wiverra, cursus mi. Maunis id cursus mauris.
Etlam wiverra felis at mauris interdum, a blandit orcl blandit.
Dane< ultamcorpar id dul sit AMAT AUCEor. MAUrs LIPS [ON6L Mi #U COnguUA. Mori tempus vl dul
i gravida, Curabitur id est luctus nial gravide meximus quis in erat, Proin nec lectus turpis. Moecenas
vel massa ac leo rhoncus imperdiet. Integer diam erat, mollis st motestie facilis, elemnentum vel mi.

Pageloil  lolGSRWerss (7 English uS; Elns = = Ofesn - —— —— 4 um

Templates have been created
with these standards applied.
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Font usage

Below are some generic examples of font use in OCL collateral.
This is not the only way to use fonts, but are some examples of how they can appear.

Headline Sidebar

Getting Started

Four general areas of jobs
in commercial real estate include:

IN Real Estate

Body copy

It’s important to understand the advantages and
disadvantages of a career that takes the path of
residential real estate and general brokerage sales.

One of the biggest advantages is that everyone is on
the same playing field. Virtually anyone can succeed,
whether their background is a stay-at-home parent,
service industry worker, skilled tradesmen or any type
of profession. Working as an agent is all about defining
and finding one’s own success.

Another major advantage of working as an agent is the
independence that goes with brokerage sales. Agents
have a great deal of flexibility, which is beneficial for
those looking to strike a balance between their profes-
sional and personal lives—or for those who choose to
incorporate real estate into other work-related endeav-
ors. Agents typically set their own hours and work at
their own pace.

Land development: This involves the
process of finding raw land and finding
someone to build a building on it.

Commercial sales: This involves the sale of a
new building after it's built on the developed
property, or selling an existing commercial
building.

Commercial leasing: This involves the
process of leasing space of a building that
has been sold.

Property management: This involves
managing the property, which ranges from
collecting deposits to property upkeep.

Fine Print

Educational content is provided by OnCourse Learning. To view accreditation statements, goals,
and objectives, visit courses online. Content subject to change without notice.

Callout

Working as an agent is all
about defining and finding
one’s own success.
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Below are some examples of font uses to avoid.

Working as an agent is all
about defining and finding
one's own success.

Getting Started
in Real Estate

Four general areas of jobs
in estate include:

Avoid unnecessary color on callouts. When introducing
color or weight changes, make sure the popouts within
the content are meaningful and appropriate.

Avoid overly stylized or multiple effects on fonts. Text
should be clear and simple to read within content.

Avoid multiple fonts or colors in one line of text.
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Content Guidelines

Company wide

The OnCourse Learning Marketing team follows Associated Press
style (see next page) and supplements with an in-house guide of
company-wide and channel-specific styles. The complete style
supplementis housed on One Drive.

Capitalization: Certain words may include initial capitalization or all
caps for emphasis or as an art element, but the capitalization must
remain consistent throughout the product marketing.

Email addresses:
Alllowercase letters. Ex: nationalsales@oncourselearning.com.

Logos (see Logo guidelines for more):

* OnCourse Learninglogo: Do not use OnCourse Learning logo
with “Live. Learn. Succeed.”

* Endorserlogo: Do not use "Powered by:" or "A division of" in the
endorser section of all brand logos. Should just say "OnCourse
Learning”and be placed in lower right corner.

Learning management system: Spell out on first reference,
acronym LMS on second reference.

Marketing statements (see Marketing Statements file in master OCL Marketing
folder): These differ from the actual CE accreditation statement, which
legally needs to reside with any courses online. Marketing statements
run on marketing materials pertaining to accredited CE coursework,
where space allows (ads, emails, flyers).

Mobile preview text: Treat as independent from the rest of the card,
andinclude any pertinent information from the card. When possible,
firstline should always link to the card’'s main call to action. Line below
for preview should always open the card in a new tab or window. No
punctuationis needed unless it includes more than one sentence,

or product marketing wants emphasis as in “question mark” or
“exclamation point”. No initial cap necessary.

Newsletter:No longer ezine; never use e-newsletter

OnCourse Learning: Spell out both words on all references. Never
use OCL or OnCourse on second reference.

Phone numbers: Hyphens only. Do not use "1-"
Example: 800-888-8888

Punctuation: End-of-sentence punctuation need not be included
in all phrases, unless document contains multiple sentences that
warrant distinction from one another.

Social icons: Two types - “Follow us” and “Share.” Follow us should
link directly to the social media pages, and "Share” should link to a
message window with language that encourages social media users
to share.

Subject lines: Initial cap only; no more than 15 characters;
use abbreviations sparingly

Terms to avoid: Campus; student; ecard; ezine

Time, Date, Place: Follow AP styles regarding time of day,
month/date, and city dateline.

Example: The event will be held at 7 p.m. EDT Sept. 1
at OnCourse Learning in Chicago.

Websites: No www. or .html for any of our brands In other URLs,
only use if necessary for link to work.
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AP quick styles

Dates: Always use Arabic figures, without cardinals: st, nd, rd or th.
Example: The career fair will be held May 14.

Domestic datelines: Alist of domestic cities that stand alone in
datelines follows. The norms that influenced the selection were the
population of the city, the population of its metropolitan region, the
frequency of the city's appearance in the news, the uniqueness of
its name, and experience that has shown the name to be almost
synonymous with the state or nation where it is located.

No state listed when using these well-known cities:

ATLANTA CLEVELAND HOUSTON
MILWAUKEE PHILADELPHIA SAN ANTONIO
BALTIMORE DALLAS INDIANAPOLIS
MINNEAPOLIS PHOENIX SAN DIEGO
BOSTON DENVER LAS VEGAS
NEW ORLEANS PITTSBURGH SAN FRANCISCO
CHICAGO DETROIT LOS ANGELES
NEW YORK ST.LOUIS SEATTLE
CINCINNATI HONOLULU MIAMI
OKLAHOMA CITY SALT LAKE CITY WASHINGTON

e Stories from all other U.S. cities should have both the city and state

name in the dateline, including Kansas City, Mo., and Kansas City,
Kan.

Months:

« Capitalize the names of months in all uses. When a month is used

with a specific date, abbreviate only Jan., Feb., Aug., Sept., Oct., Nov.

and Dec.

* Spell out whenusing alone, or with a year alone. When a phrase lists

only a month and a year, do not separate the year with commas.

When a phrase refers to a month, day and year, set off the year with

commas.

Examples:

January 1972 was a cold month.

Jan. 2 was the coldest day of the month.

His birthday is May 8.

Feb. 14,1987, was the target date.

She testified that it was Friday, Dec. 3, when the accident occurred.

State Abbreviations:

Spell out Alaska, Hawaii, Idaho, lowa, Maine, Ohio, Texas and Utah.
Abbreviate others as listed in this book under the full name of each
state.

Following are the state abbreviations, which also appear in the
entries for each state (postal code abbreviations in parentheses):

Ala. (AL) Pa. (PA) Neb. (NE) Kan. (KS)
Md. (MD) Colo. (CO) Tenn. (TN) N.M. (NM)
N.D. (ND) Miss. (MS) Ga. (GA) W.Va. (WV)
Ariz. (AZ) R.I(RI) Nev. (NV) Ky. (KY)
Mass. (MA) Conn. (CT) Vi (VT) N.Y. (NY)
Okla. (OK) Mo. (MO) 1. (IL) Wis. (WI)
Ark. (AR) S.C.(SC) N.H. (NH) La. (LA)
Mich. (Ml) Del. (DE) Va. (VA) N.C. (NC)
Ore. (OR) Mont. (MT) Ind. (IN) Wyo. (WY)
Calif. (CA) S.D. (SD) N.J. (NJ)

Minn. (MN) Fla. (FL) Wash. (WA)

Use the two-letter Postal Service abbreviations only with full
addresses, including ZIP code. These are the postal code
abbreviations for the eight states that are not abbreviated in
datelines or text: AK (Alaska), HI (Hawaii), ID (Idaho), IA (lowa),
ME (Maine), OH (Ohio), TX (Texas), UT (Utah) and DC (District of
Columbia).

Times:

Use figures except for noon and midnight.

Use a colon to separate hours from minutes: 11 a.m., 1 p.m., 3:30
p.m. 9-11a.m.,9am.to5p.m.

Avoid such redundancies as 10 a.m. this morning, 10 p.m. tonight or
10 p.m. Monday night.

Examples:
10 p.m. Monday; 10 a.m. to 2 p.m. Monday; 2 to 5 p.m. Tuesday

Note: For noon, do not puta 12 in front of it. For midnight, do not put
a 12 infront of it. Itis part of the day that is ending, not the one that
is beginning.

Years:

Use figures, without commas: 1975. When a phrase refersto a
month, day and year, set off the year with a comma: Feb. 14, 1987, is
the target date.

Use an s without an apostrophe to indicate spans of decades or
centuries: the 1890s, the 1800s.

Years are the lone exception to the general rule in numerals that a
figure is not used to start a sentence: 1976 was a very good year.
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Content FAQs

Bulleted lists: Use punctuation after each line, unless it's a short
thought (a couple words or less). Also, use consistency in your copy;
either use full sentences throughout the list OR shortideas throughout
the list, but not a mix of both because this will cause inconsistencies in
punctuation.

Title breaks: When possible, titles that cannot fit on one line and need
to break should break after a complete thought and avoid endingina
preposition. In most cases, the Design team has agreed that readability
is a higher priority than design aesthetics such as trapped white space.

Example:
How to Build a Culture of Compliance <line break here>
inan EMS Service

Title punctuation: Titles need not include punctuation unless they
include more than one sentence, require a colon to introduce a thought, or
ask a question.

Example: Superstar Performers: How to Motivate and Retain Top Performers
Example: Are You Prepared?

Subheads: Only capitalize the first word of the line. No punctuation
unless includes more than one sentence or asks a question.

Example: Created for Your Success. Convenient for Your Busy Life.

URLs: Vanity URLs should be applied to all landing pages. Begin all
vanities with the master brand of the website being referenced.

Example: OnCourselearning.com/Infographic-Awards or Nurse.com/
CEB57

Title capitalization: Use initial cap on all words (nouns and pronouns
-He, I, Us, Who, You, That) in titles of all content types (white papers,
infographics, sell sheets, etc.). When hyphenated, cap each word.
Words that need not be capped include prepositions, conjunctions
under four letters, and articles: in, of, to, at, on, and, or, but, so, the, an, a.

Example: Proven E-Learning Solutions
Example: Partner With Us
Example: How to Motivate and Retain Top Performers

Paragraphs: No indentation to indicate new paragraphs. Designer will
separate graphs with a line break (includes all types of content, such as
press releases, white papers, etc.)

OnCourse Learning Provides
Consistent Messages to our Audiences

One voice is part of our core initiatives

For more than G0 years, OnCourse Learning has bean deltvering
continuing education. pre-licensing and carporate training. Top

i vwica know us by
uding Nurse com,
ProSchools. TralningPra, and AHIT (American Home Inspectars
Tralni zonsolidated as OnCourse Loarning. we bring together
the nation's lags brands and a mu ¥
aducation solution to enhance professions, guide career patns,
and start new careers.

Marry of OnCourse Leaming's 6,500 COrporates partners nave baen
withus for decades, Our employees think like entrepreneisrs and
collsborate with custamers and pariners alike to achieve greatness.
The success of our customers is our greatest compliment

Our delivery systems:
o .

and more

Qur audiences:

* Financial Services:
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Color palette

Color

Below is the color palette for all OnCourse Learning brand design.
Thisincludes industry brands, associated brands and the corporate brands.

This palette DOES NOT include the colors used in the creation of logos.
They are supporting colors to be used throughout design.

Logo colors should not be used as part of this color palette.

Light Off-White
CMYK+C:0*M:0°Y:0+K:5
RGB *R:244 « G:244 +B:244
HEX « #F4F4F4

Off-White
CMYK+C:0*M:0°Y:0+K:10
RGB*R:234 +G:234 * B:234
HEX « #EAEAEA

Light Grey
CMYKeC:0*M:0°Y:0°K:20
RGB « R:208 * G:208 * B:208
HEX « #CFD1D0O

Mid Grey

CMYK+C:10*M:10* Y:0 * K:50
RGB*R:113+G:116 * B:127
HEX e #71747F

Dark Grey
CMYK*C:10*M:10 * Y:0 * K:80
RGB *R:42 + G:43 * B:47
HEX « #2A2B2F

OCL Green

CMYK e+ C:55+M:8°Y:90*K:0
RGB*R:130+(G:184 +B:84
HEX « #82B854

OCL Bright Green

CMYK e+ C:50*M:0+Y:100 « K:0
RGB*R:141+G:198 ¢ B:65
HEX « #8DC641

OCL Deep Blue

CMYK e+ C:45+M:15*Y:0 *K:75
RGB * R:36 * G:56 * B:66

HEX » #243842

OCL Blue

CMYK e+ C:75+*M:45Y:0*K:0
RGB ¢ R:65* G:131 * B:196
HEX « #4183C4

OCL Bright Blue

CMYK +C:60+M:20°Y:0*K:0
RGB e« R:85+(G:172 * B:238
HEX « #55ACEE

OCL Muted Blue

CMYK+ C:60*M:15Y:0* K:30
RGB ¢ R:70 * G:147 *B:175

HEX « #4693AF

OCL Blue Teal

CMYK =+ C:65+M:10Y:20*K:0
RGB*R:78 ¢ G:177 *B:197

HEX « #4EB1C5

OCL Teal
CMYK+C:70*M:0+Y:30K:10
RGB*R:31+G:173+B:174

HEX « #1FADAE

OCL Dark Teal

CMYK =+ C:70*M:0*Y:0 * K:50
RGB*R:0+G:115+B:146
HEX « #007392

OCL Orange-Gold

CMYK =+ C:0*M:35°Y:85+K:0
RGB*R:253+G:179 * B:43
HEX « #FDB32B

OCL Dark Orange

CMYK e C:0+M:40°Y:85«K:20
RGB * R:204 * G:137 * B:51
HEX« #CC8933

OCL Red

CMYK e C:15+M:100 ¢ Y:100 * K:0
RGB * R:208 * G:33 » B:40
HEX -« #D02128

OCL Dark Red

CMYK + C:0*M:80°Y:40 «K:50
RGB*R:145+ G:45  B:68
HEX « #912D44

OCL Purple

CMYK e+ C:15*M:45 ¢ Y:0 * K:45
RGB *R:117 » G:76 * B:139

HEX « #754C8B
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Gradients

Gradients can be used in print and web to add depth or movement to large
color blocks orinimage overlays. They should only contain combinations of
colors that form the OCL color palette.

Gradient use should be subtle and between two similar colors. Avoid extreme
changes through the transition unless a large impact is needed, in which
case more variety between colors can be used.
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Color

Color use

Neutrals

When designing for OnCourse Learning materials, color should be used sparingly and in support of hierarchy.
Colors are not meant to be the primary design element. Large areas of white or neutral colors should be used
with a variety of pop colors when needed. The gray scale palette, white and deep blue (C:45 * M:15 ¢ Y:0 « K:75)
are considered a neutral base for OnCoruse Learning.

White Neutral

Q Learning Experiences that
=V On Learning Achieve Better Outcomes
On Learning OnCourse Learning On Learning
a ~ FINANCIAL SERVICES REAL ESTATE a8 ~ HEALTHCARE

OCL Deep Blue Neutral*

Learning Experiences that
Achieve Better Outcomes

/ Course / Course

*When printing logos or other colors on Deep Blue, be sure to use professional printer. This may not render properly on a
standard ink-jet printer. Marketing collateral should always be professionally printed to avoid overprint color fills.
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Color

Print color usage

Bright, highly-saturated colors from the OCL color palette should not be overused. They should be used to accent,
enhance or lead the eye according to hierarchy of design. Designs should not be overly monochromatic and
should not use only colors associated with the industry or logo.

AHIT Success Story:
Eevin Mathers on why his business thrives

Tt b s . By 12l b e, el ik el
e LI e o ey

AHIT: Wit iyt b e ot e £ frem it ot
st seviies”
[

We are able to talk people in
off of the window ledge,

50 to speak. vin

ol acte el by

Mo Sl v ok o 1 o s it thry il
O

Vs s e e s
. ot - a1
et ot Wamortoen hormeh e s

SO0-4413411 + AbilToom

TR s

From
Startup to Success

Our missien is to help you get started and
succeed in the home Inspection industry,

Advantage:

L s ot v st P bpction bucairarss,

If o person is serfous about becoming a home inspector and passing
their state or national exam, [ can't imagine where they could get any
better trafning thon AHITI

~Fred Qo

[T e

LI TR p————

Certification
& Beyond

T ot gt

By g £ e

In just thres easy sleps:

Industry single pop color

The new
Nurse.com!

8 e Skt
Vb O T W,
-

2 atars wos

i a1t e B it

b G v mre pame mabie feendy, 80
00 ik s W i e o 50

e i S el
0 smarc huctionanty.

Watch for the riew ookt
Visit Nurse.com

Overuse of single color

Neutral color use with color variety

Coming this spring

The new
Nurse.com!

Parctane and slure courses i
e it et Bk your
o,

Gt pas i v b fiendly. s
i i it youn bt e 15

"
Q

Whch far the niew look!
Visit Nurse.com

Firud the cournes you pevd willl
g Searcs fur LTy,

Subtle use of OCL pop color
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Color

Below are some additional examples of color use with different levels of neutral and pop color.
This includes bringing color into photography and imagery to help support the OCL color palette.

All examples use minimal color, primarily on important messaging or sections

Cultivate |
Catapult success

10,000 courses.

d-Winming

Lea

I thase profasskn

Explare our expanded course catalogs now.
www.OnCoursalearning.com/liszcvis Mo

Get the latest real estate

news and trends
at your fingertips!

1 the CnCauirse Roal Estate bog.

Do yne go-ba predisacral dinelupment
Fsrcn WITh Gvid 440 years of expisience edacating
BGRNEL LGRS, BPROMIAS A HOMS FEpecinn.

o4 trw o of your chstry.

Vit or
1o the Cir

Heavy neutral deep blue
with bright blue pop.

Deep blue icons with
single green pop color.

New

for 2017

Blue pop color CTA
with teal sidebar pop.

Examples of ideal color use. Large areas of
whitespace, use of neutrals, subtle pop colors,
and color correction inimages.
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Color

Web color usage

The color palette for web is the same as print.

The desired tone will often dictate what colors the designer will use when creating assets.

B tistance and Mearing: Al Risk Fram Drugs

B2B sites are introduced with a
darker, strong, professional, bold
corporate tone. Blocks of info,
framed by design and imagery.

B2C sites are set to be softer, more
inviting and purchase focused.
sites are open with room for user
to breath around course lists and
other large sets of information.

Pop colors are used to direct viewer
to key information.
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Color

The mistake of relying on the logo color as a primary color throughout design

should be avoided in web design. The utilization of neutrals, white space and pop

colors should be balanced and purposeful.

e g nn

.

Do not use a single color throughout entire design
based on business unit.

£ g

Virtual Study Program: MODULE EIGHT - Federal laws

Qo

Your Request Was
Successful!

Upgrade Your Account to Recelve
Unlimitod Bonafits

Good mix of neutral, whitespace and pop colors.

Pages can balance different ways, with different CTAs or lead elements
highlighted with minimal color use. Whether itis a button for more information,
an icon that highlights a message or an arrow that leads the viewer to more.
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Subject

Photography

Visual identity strategy

Our goalis to represent professional learners in an environment appropriate to their
channel and to the message of the marketing piece.

OnCourse Learning uses four primary subject matters in photography.

1. Learning

2. Working

3. Effect

4., Literal/Object

Photography choice is dictated by overall story the piece is telling. It should support
or enhance the message it accompanies and make the appropriate impression on
the viewer. This could be different depending on the product, audience, series of
materials and context of image.

The primary story our images should tell is as follows.
Sign up - Learn
Advance your career
Effect your world

Working

Effect

Literal/object
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Photography

Visual story

When selecting images for branded materials, consideration should be given to how viewers will relate to what they see, context of the image,
inherent message and user path. All of these can create the appropriate story for the user. Below is an expanded explanation of image selection, as an
example of this.

Learning

This is the mainimage subject matter for
GetOnCourse.com. It will be the primary image
style used on the firstimage (header image).

We are going to be anew name to a lot of
costumers. This will be a new site/product/
company and overall experience. We need to
connect to the offerings and purpose of the

site as quickly as possible. This needs to be
positioned as a consumer site for professional
online (mixed) learning. Showing something that
the viewer canrelate to/connect the action to as
quickly as possible will help establish the overall
goal of the site upon loading.

D

| YourCareer Starts Here '_ . -
at OnCourse Learning Real Estate 4 | 1

This is the most direct visual line to our goal.

Sign up; Learn;
Advance your career;
Effect your world

Working

Our secondary Image subject matter serves
a supporting purpose.

Get Your lllinois o It connects our users to there industries.
Real Estate License .

It shows our site specializes in there industry.

It can also imply career growth by representing
success through career growth. It can help

the customer relate to stay on top of their job,
enjoying their work, be the best they can and
other positive messages related to the careers
our customers are pursuing or advancing in.

Itis less effective at giving the impression of
“learning” or "education,” however. It should be
usedin a supporting manner.

This is the second step in our visual story.

Signup; Learn;
Advance your career;
Effect your world
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Photography

Effect

Showing the effect that advancing someone’s
career can have on the community, people they
serve and even their own families is one way to
spark an emotional connection with our audience.

Showing the benefit outside of professional
advancement can help set our offerings apart and
make personal connections with our customers.
It drives home the idea, "You may have to be
certified (compliant, licensed, etc.), but you can do
that and more with us”

Sign up; Learn;
Advance your career;
Effect your world

Literal:

Sometimes itis necessary to show animage that
relates directly to what you are talking about.
This is something we will continue to do, but
should be ina supporting manner when trying to
visually represent a specific thing. This often will
be used when talking about a course or product.

Examples:
“"Now available on audio”
Picture of headphones.

"Commercial Real Estate”
Picture of commercial buildings.

Thisimage type also can be used to break up the
use of people onimage-heavy pages. A good mix
of subject mater will help break up repetition.
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Photography

Unacceptable image subjects

Part of our visual identity strategy is to maintain a professional, expert level, high-quality tone.
Thisincludes our photography and image style.

The baseline for our brand should not include overly composited images,
metaphoric representations or heavily cartoon or humorous styles.
Accepttions may be made for individual campaigns or messages.

-

RS tﬂ_ 4
Elll (o

Metaphors Humor as an unprofessional representation

Overly composited, fake Cartoon people
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Image treatments

Photography continued

Part of the OnCourse Learning visual style is its various image treatment options.
These options have been created for utilizing the image space provided on various
marketing materials. There are many things to consider when selectingimages used in
OCL materials. Each of these helps provide consistency and realism to our imagery.

1. Contrast

2. Pose

3. Crop

4. Image Series

5. Overlay

6. Colorand Levels

Using different image treatments
is an effective way to add variety
to a single piece and break up sections.
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Photography

Contrast

When selecting images, a believable and realistic feel to the viewer should be maintained. Avoid overly generic, safe images when selecting from
stock photography. Higher contrast and unique setting is more believable than a low-color, simple environment. It is important that designers carefully
choose a variety of images and settings.

Believable setting, contrast and more
personal look and feel. A visually interesting
depth of field, background and setting.
Unique cropping and variety of color.

Stock look, with fake setting,

Overly generic and simple. Lacks color,
contrast and visual interest.

Meant to fill a generic need, but loses
believability.
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Photography

Pose

When selecting images, realistic and natural settings should be used. We primarily use candid or editorial style poses that add believability to
animage. Subjects should seem relaxed and natural, avoiding obviously staged situations and environments.

Natural Moderate Staged

When posedimages are used,
the pose should be simple, relaxed and believable.

L br'

e

Natural Staged
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Photography

Crop

Animportant part of quality image selection and use is proper image cropping. Showing entire scenes or environments will paint a more realistic
situation for the viewer. Negative space, depth of field and additional background space are ways to add context and believability to an image.
Avoid cropping directly onto a subject unless for use as a head shot or direct reference to the subject.
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Photography

Image series

Use of multiple images from the same series will often add a extra level to the visual story of a marketing piece, or group of pieces. When appropriate,
finding images in the same location, of the same model or setting, taken in the same style, is an effective way to connect related collateral.
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Image series examples

Quick Guide: )
Insurance Career Overview

W boge
the

£ bt A i e i, Wi o ot "
medler s o el omitmas o e,

The insurance business

Isa I
ayear industry, keeping

Americans working

v e s + 1 00 200 3507

Wit Makes Sameons  Successfol
Ansurance Froduces

Additional Reguiremants
for Inswrance Producers

D et e, e e raighl:

= Prupany eperts il smerses
[ ———

Above is an example of animage series used across a single marketing piece.
Using the same woman across all three pages helps promote a single, believable scenario.

Photography

Give Your Lending Program
an Advantage

Arm your team with the skills required to provide top
notch financial service solutions to business clients

Identity, organize and
% analyze key foundational

information about customers
and prospes

ol expandand

Solutions, within a ramework o effective sales conversations.

The Insight Advantage program includes
anintroduction and 5 modules:

©) Demonstrateheavity
LU ot tvaraconmondod
Sosing e busness

To get started, contact us today! 877-999-3343

fsinfo@oncourselearning.com
OnCourseLearning com/financial-services

Does Your Small Business
Lending Program Measure U

Credit Lending Training.
Comprehensive. Trusted. Effective.

p?

Training outcomes:

= Acquire acequate

unicate effectively

ther financial position

positions?

skills

and discuss lending requests.

Articulate the operating
tal

natch financing

The Small Business Lending program includes
a diagnostic assessment and 8 modules:

To get started, contact us today! 877-999-3343

loan structure.

Recommend appropriate

s by
submitting complete
packages to underwriting.

fsinfo@oncourselearning.com
OnCourseLearning com/financial-services

Grow Your
Loan Portfolio.

Reliable. Comprehensive.
Simplified training.

Provide your employees with world-class credit raining,
Assess employee knowledge by utilizing our credit skills

diagnostic assessment. Ths

your employees the tools they need to be effective
throughout the credit process.

About OnCourse Learning

To get started, contact us today! 877-999-3343

fsinfo@oncourselearning.com
OnCourseLearning com/financial-services

Above is an example of a series of sell sheets, all with similar market and topic. A group of images was selected to help connect each sheet together

into a single package. This is a simple yet effective way to relate materials when appropriate.
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Photography

Overlay

When animage is used as a background, a solid or gradient color overlay can be used. This makes it possible to read or focus on foreground (often text).
This effect can be used when your image is meant as a background, art element or supporting element. This is often used in web or on screen to help
reduce visual competition with text or other elements on screen.

This should be done with "soft light” 80%-100% layer blending on image layer Photoshop (color or gradient behind).

Other editing may be needed to reduce clutter/distraction inimage. This should not be done with distracting colors orimages.

Inspire

OnCourse Learning

HEALTHCARE
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Photography

Overlay usage examples

O 8 s | s oo ssas L + @0 |
NURSECO!TT Ciéawen  Counser  Joba  Fesoames {j‘!--w:mr ]

About Nurse.com

T o | 82900 o Bonineing eksbon, 160 DEpOiiBes B soUme f 1 e e

mosaten bt o acoes e and oourees fhay N K coNShing BoucTion ind porral (rowih, Al Tt ctmais arter
whcscron 100 FINY, wal 3rm rvnrsives, #reaaged Arc s emaiely 9750 12 1V6D VOU PR I CRE by IO (U CR SITEN0NL

B com. by DmCounia Logeing, 14 an induiiny-easing 2l sducstion corrgany, All ducabona) produtts are sale ied ledenally

O s b g ¢

0 bringg v v ot an bt I hoa . O sobiced et
0 g o fhe i o gD it e, dioren (o oNiend. (4A0UE et S wefee incukecge, Nirse Com fa e

Above is an example of a web page in which the headline is the primary message and the
image is used as a supporting element. The overlay effect is applied to the image to reduce
competing elements and increase prominence of the text.

— Things
| . to Know About

OnCourse Learning

v Promise of Compliance

Rich History

aarvcs ighly rouponsive,
kngwivdgoatie and
 friendly.

Above is an example of an infographic in which
images are used in the background, in support
of the content. They are not the main subject.
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Photography

Color and levels

Another treatment effect is slight adjustment to color and contrast. Taking a set of images that was not originally part of a series and applying slight
adjustments is an effective way to tie them together. This can be achieved by adding slight hue overlays with one of our colors, matching brightness
and contrast, or even changing the color of individual objects. Below is an example of a variety of images being adjusted to become a series.

"
e L

— \\

Eachindependentimage fits within our style and could be used on various OCL materials.

In order to unite them as related images, a slight color overlay of teal and blue was applied, levels were balanced for low
contrast and low highlights. A shirt color was also changed, as well as screenshot compositing. This unified the images in a
way that makes them appear as a series, perfect for use in sliders.
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Curvature element

Additional design elements

Curve meaning

For most people, educationis a journey that moves in many directions upward,
downward, laterally and even crossing paths with individual goals, obligations and
desiresin aperson’slife. The use of the curved element has been incorporated into
the overall brand design to represent such a voyage as it twists, turns, moves and
leads the learner onward along their educational journey.

The OnCourse Learning mark is representative of the educational journey as well,
with a definitive starting point to lead the learner along the path, incorporating
the influence of a directional “up arrow” to represent education in the context of
advancing careers. The hidden element of the "power” or “on button” within the
mark denotes learning as an active experience, one that empowers learners to
make conscious decisions in advancing their knowledge and careers.

Curvature usage

The OnCourse Learning curvature is used to convey progression and advancement
through a visual element. This elementis intended to carry a theme throughout

our marketing materials. In combination with live photography and font usage, the
curvature will give an added design element that can unite marketing materials.
This can be used as a background element, overlay on animage or color knockout.

Curvature shape

The curvature element has been created to a specific ratio, and should not be
skewed or altered. However, this element can be sized up or down to provide the
desired size of the curve.

Curvature placement

The curvature element should be positioned off-centered within any layout.
The natural slope of the ellipses will create a visual flow for the photography and
messaging.
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Additional design elements

Curvature usage examples

Below is a collection of examples that showcase the curvature. This element has multiple utilities that distinguish our marketing collateral as an
OnCourse Learning piece. This will be an additional element that can be used to help represent OnCourse Learning materials across all professions,
including: Financial Services, Healthcare and Real Estate

Tribal casinos:
Identifying
training challenges
and solutions

e

Client Workstation
Requirements

Help older y
adults maintain |
Independence.
OT's role.

Interprofessional CE,

Learn More

Embracing training & continuing education

can help solve employee skill gaps

Exscutive Overview

Embracing training & continuing education
can help solve employee skill gaps

The curveis not required on every piece of
marketing materials or branded elements.
When itis used, it should be used subtly
andin support of the art. It shall never be
the main focus or primary element.
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lcons

Additional design elements

The OCL brand design style includes the use of icons as an additional way to
visually represent subject matter. In order to keep a consistent look through all OCL
materials, the same icons style should be used.

Alibrary of regularly used icons has been created and is available in multiple formats.

Icon design
The OCL icons are all outlined, with a fixed width stroke.

When not available in the OCL library, custom icons can be created upon request.
Regular updates to the icon library are made.

Color
Icons can be used inany color from the OCL color palette or knockout white.

Stroke width

The width of outline stays consistent as the icons scale up and down. They should
not appear thinner or thicker than the size created. Avoid using othericons andicon
styles outside of our library.

Q
O

Correct Style Icon

5

A
R
Extra Thin Stroke Solidicon

S

Extra Thick Stroke 3dlcon
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Additional design elements

Icon use

Icons can be usedin a variety of materials. They are an effective way to support a message or draw the user's eye and are a
more subtle visual element than photography. Do not overuse icons or add them unnecessarily to materials without reason.
Some icons are regularly used to represent the same commonly referenced message or concepts. Refer to the icon library

whenever selectingicons.

Below are some example of icons used in various OCL marketing materials.

Home

Inspection

50,000+

AHIT Alumni

Avg price
paid fera

home inzpection
Inl

he U3

o pros salary
af full-time kome Inspectors

Avg msmber of impections per wedk
by @ “succenslal” home inspector

2asc (& B
5%+ 2%

of current
home inspectors home ingpectors ol
wark for themselves | will bovetived .~ [©

£ 12 months

77 of sold homes involve
a home inspection

SOURCES:
Amarican lioee brapectin Training institute

ax Eia——

TR e

O @ Secune | Dt W N Be.COM ot

|

+ O ¢

Search for Nursing Jobs by:

Specialty  Location
Ambulatory Carg 72
Behavioral Health 207
Carp Nurse 3
Cardiology 570
Case Management 103
Cath Lab oz
Chidren's Services
(Chindcal Spocialist i)
CNOJCNE 2

=

Gat Nursing Job Alerts
Lt us 9o the searching for youl Get
the newest jobs emalied
sutomatically to your inbax.

Mad / Surg 2072
Miscelaneous 503
MR/DOD Y
Newroscionce 122
NICU 80

Hurse Proctitionar 31
OB/ GYN 375

Offico 10

OR/ PACU 1136

=

Upload Your Resume

Marimize your visbitty and gt
naticed by employers.

Become an FNP
Online in 20 Months
DEVELOPED FOR BNS

SIMMONS Sl
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Buttons

Additional design elements

Design of buttons should be consistent throughout all materials and brands. Itis
important that all buttons are created with consistent colors, fonts and shapes.

Buttons can be created with colors from the OCL color palette and be displayed
as solid, knockout or outline. OCL buttons should have rounded corners and OCL
branded fonts.

The spacing between text and button edge should be consistent, and equal to the
text height within the button.

Button variety

The above styles should be applied to buttons whenever complete control over
button aspectsis available. With the variety of interfaces, templates, delivery
systems and third-party asset creators OCL uses, exact button shape and style may
not always be fully customizable. When this is the case, elements should be set as
close to OCL style as possible, without conflicting with the rest of the layout.

As trends change, so do the most effective colors and effects on web buttons.
Buttons may change according to these trends.
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Contact Us.

These are guidelines on how to properly represent
the OnCourse Learning Brand. They are meant
to maintain a professional, clean and consistent
presentation across everything our company does.

If you have questions or need clarification on any
of the standards outlined in this guide, don't hesitate
to reach out.

Nick Kindt, Creative Director, Corporate Marketing
nkindt@oncourselearning.com ¢ 630-336-3161




