Engaging Internal Staff to Become
Brand Ambassadors

Monday, Oct. 28, 2019

AAPA Communlcatlons and Marketing Seminar
: '\ - Montreal, QC, Canada
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www.aapa-ports.org




Presenters

Daniel Pennington — Moderator
Speaker Training Coach
Pensacola, FL, USA

Renee Aragon Dolese — Panelist
Marketing & Communications Director
Port of New Orleans

New Orleans, LA, USA
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Jen Choi — Panelist

Manager, Graphics & Creative Arts
Port of Long Beach

Long Beach, CA, USA

www.aapa-ports.org




JEN CHOI 4

Port of Long Beach | Manager of Creative Arts and Design
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CASE STUDY | Port of Long Beach Logo Prior to 2007
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CASE STUDY | Port of Long Beach Current Logo
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CASE STUDY | Port of Long Beach Logo Reveal- 2007
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We’re improving our
marine habitat,

How's that for safe harbor?

< LonG BEACH |

www.POLB.com
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LESSONS LEARNED

ASSUMPTIONS Reality

Internal staff will be Internal staff needs
automatic brand proper training and
ambassadors tools to become

brand ambassadors



WHAT IS A BRAND
AMBASSADOR?

Brand ambassadors are simply people who represent
and talk about your organization in a positive way.

They provide credible, trustworthy promotion and
visibility to a brand.

The best brand ambassadors are employees.



awareness Is fine, but
ADVOCACY WILL TAKE
YOURBUSINESS TONIEE
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CASE STUDY | Port of Long Beach Logo Reveal
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' port of
LONG BEACH
The Green Port

Our goal:
zero emissions

\.’ Port of
LONG BEACH
The Green Port

New technology means
a greener future
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The Port supportsp ™y
1in 8 jobs in Long Beach.
And that’s good‘for"

< our whole commun
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JEN CHOI

Port of Long Beach | Manager of Creative Arts and Design

jen.choi@polb.com
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