PORT
Paul Anderson

President & CEO

NB TAMPA BAY

A

- -
—

ﬂ,
L]

r__(-__-,-,

ol ATAE

Eﬁ- q

. _

w.ﬂv._ 41

i)




Raising Awareness of
Economic Value and
Social Responsibility




Raising Awareness

 educating audiences

* reputation management
e establishing/building BRAND




Brand is a PROMISE

e Whoyou are

e How you are going to do business




e Govts — must Tax for revenue

e Businesses must market themselves for
revenue




* Change the culture of being one dimensional
to multi-dimensional

* From static to “can do” culture
v’ Cargo Diversity
v Regionalism
v" Promoting Global Reach
v Constantly Improving our ability to move
all cargo from point A to B




""‘ American Assoclation
m L of Port Autho t
America and the United States

Port Tampa Bay

*., e 5,000 acre complex

=~ ¢ The largest in Florida by tonnage and land

* Immediate proximity to largest and fastest
growing Florida region

* FLjust overtook NY as 3" |argest state

 Panama Canal Expansion

.



This is why companies
brand =and rebrand.

There’s a story to tell
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Alliance of the Ports of Canada, the Caribbean, Latin America and the United

American Association
of Port Authorities

States

Branding started with culture change even
before the new logo.
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Port to build

Times staff

Officials with Port Tampa Bay
announced Monday that con-
struction on a 130,000-square-
foot refrigerated warehouse will
begin early next year.

refrigerated warehouse

town Tampa. The authority has
brought on Atlanta-based Bat-
son-Cook Co. as contract man-
ager for the project. Port Logis-
tics will be responsible for inte-
rior improvements and all ter-

tion, we expect to accommodate
100 vessels with 400,000 pal-
lets, along with 70 to 80 trucks
per day entering and leaving the
facility,” said developer George
Livingston, a principal in Port

The $19.1 million warehouse ~minal operations. Logistics. \
a deal on purses, will employ 50 full-time workers The facility will receive, label, Tampa’s port was known as —
ethmg for their and up to 200 part-time work- package and distribute tem- a thriving hub for imported . ‘o y
ers. Officials expect it will open perature-controlled food from fruit until the business dried QJ
) ront entrance, in November 2016. foreign ports and will operate up in the 2000s. The last fruit e -
. With Port Tampa Bay’s unveil- The Tampa Port Author- nearly around the clock. Prod- importer left in 2009, and the
u?g_ofafil.jhﬂllon redevzlfopment ity Board recently approved a ucts will include perishable porttore down itsold fruit ware- o
Xso:?tnprorp«::y“;:eﬁe jwate; 27-year lease to Port Logistics ~goods, fruits, vegetables, phar- houses. Port Manatee took over » \
District, a cornerstone piece of ¢ charging sta- Tampa Bay I Inc. fo_r the_ 13.7 maceuticals am_i any other prod- ast_he region’s hub for imported N
greater downtown Tampa’s poten- acres where the facility will be  ucts that require temperature fruit, though Port Tampa Bay
tial renaissance has arrived. N ark red star has developed on Hookers Point control. officials have been working to
The bold port plan, highlighted ROBERT’#RIGth bright colors at Port Tampa Bay in down- “In our first year of opera- change that. \
by the purposely sky-high 75-story  On Busines110W and blue.

twin towers, seeks to resurrect a en, of course, there

S -

stretch of waterfront still pock- many urbaalsvd the shoe area, S| Iu ov‘;T: O] ask al 3 gng{ess Economéc p;’(_)I uctmln or the ltah torel%n[sgugimst are laug_?l at le{lges‘ and ourk tuture éegal 1 l- or all.

maked ith vastparking s and United State, ik obroed s oo TREGAUK contidiedttom 4B L 8 returned to work pledging to or needs of its employers with-  our state’s finest universities. migration worker needs is nof AlCardenasisct
ingi i project he pes, a substannal oorporaxe several residen of building make immigration reform areal- ~ out a smart legal immigration They train here but mustleave  hard. These measures should Conservative U

‘That's commendable by itself. Bay, told mg nted to hepda e ocquRiRd Ward behind Duke’s own ity. Now, six months later, we are ~ system being put in place now.  for their places of birth, where Republican Part

nuclear power plan
he urges a reliance on local pro-

pass the House chamber in partner n theln

hisgasiieeek
“Is there a single waterfront  Butthe pgﬁ,‘pswgqt ifsomueher Y ﬁom‘%mmmﬁlﬁé@m O,And AQwRiQih Nuclear Energy facility looking at a narrowing window In Florida, it is estimated that

project like this? I can’t think
of one like this in the country,”
Luis Ajamil, a Miami designer of

Marc. N

more.
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% es Tecel
it hat e messé)ggs are 5o TR Mes of spent waste sitting

duction, small-scale connec-
tions and the adoption of solar
panels and other alternative

nuclear plant has

they are then employed to help

quick order.

Sanders.

-waiting for a solution,” energy sources as their costs
mmmmam T L T Keep our cargo moving by boosting investment in infrasi
¢ B Tf‘f‘)r discounts gof 20 h"d '.‘?rs are gettmg Charged forvirtu-  ingto swre something safely for His ideas are hfardly radical.
s'faf"éjlﬁlla; 1%:‘:;% the ﬁy every other expenses Duke e qeer;]c;f e:bm“d dae:"f]};e‘gj in doveloping caumri;‘ O;t:“‘] S BY A. PAUL ANDERSON scare tactics, it’s time to look at approaches, solutions and best frastructure
b SRS ahsuid, coes : . : AND JEFF BRANDES the value of infrastructure im- practices being developed to ears, under
;ﬂlcfttilrtgfnﬁ[lee‘tﬁs;z]; w‘g:;::f ;‘fh];aai(;?%m}( m::’;n; Klef.‘h: What galls so ]L” pa‘gf theold infrastmictire af Special to The Tampa Tribune provements and why they offer modernize theg nation’s aging in- zuch investr
n. Four of thesixoutlet  [¥ years as apow;:r company exec-  Duke Energy Fl@Fida’ if N such a great return on invest- ﬂaSthtur.e' . growth in in
' | utive stepped down as Duke Lervice territor hal Ry Dlbgic: As anation, many of the goods ment (ROD). L Our nation r}eeds to'dedlcale We cannot s
CRRQ in 20J3. His Lighting the must pay for Dulfe’s nifstlike we use every day — from car Take the case of maritime-re- funding for freight projects of na- Today, ou
argu- and inefficiencid§ by B | parts to computers, to the clothes lated freight transportation infra- , - Y Imnal. ar}d regional s{gmflcance. mous chg]le
charged with electricity prices nve energy sources in parts of we wear and the meals we eat structure alone, such as highway Anderson Brandes Identifying and funding inter- which, with
far higher than Dyke’s peer: for example, makes great — must first pass through one and waterway links with ports. modal freight connectors is vital ~ partners, are
gaproviding powe %@ % regionism uCh or more of the nation’s seaports.  According to the American Soci-  a national freight strategy that to port efficiency and cargo mo-  $9 billion an
parts of Florida. Roger now sounds unfet- Closer to home, every resident ety of Civil Engineers, if the U.S.  includes consideration of cargo  bility. In the same vein, rail con- ~ ments to the
The US. Er er @ gﬁaﬁ Wlwea 1S l and visitor in West and Central ~ were to spend an additional $15.8 flowing through our seaports. To  nector projects eligible for invest- are making f
ST ER R AU S SO Ik SRR, rply dmmlstrauon OTECRSlS areholde of Duke Florida will use some product billion each year between now be competitive in the global mar- ment should specifically include  ments to bu
. C“hC‘ZCS ““Clc‘“ powerinthe  nuclear power, ‘Qﬁﬁm&%\m@mm‘mm#oo k | that has been shipped into Port ~ and 2020 on these intermod- ketplace, diverse cargos require  rail connectors to commercial world-class
s are also keeping a |  United States, not only for its 20 percent of th ° Tolal, Alter Tampa Bay in Tampa. For exam-  al links, the resultswouldbean ~ avariety of infrastructure needs ~ ports. Locally, the addition of two ~ tion system.
nthe Federal Reserve. inability .";S‘“‘] ﬁlm alyg' ggihtiscountryin 2000, will watch nativeenergyand Cofns‘?wa“m“ ple, all of the gasoline consumed  additional $270 billion in exports, ~that should be incorporated into  new post-Panamax gantry cranes support U.S
;esaci:j‘ ‘L“fe';' ?l?e :tedetll ;:):}gielt:?e o ;(Z(l)f]ah()n al p(f)tl)-l ;f:ﬂ'::;l;it;:;:gndm“dle t‘o s wk‘nen 2“1(6 S inour region, as well as the jet increased gross domestic prod-  a natiopal freig!-u pla!L Ihal in- over the next 18 mpnths willadd  our glol?al [&
Jolicymakers still had icy to handle the vast waste of Doesn't soutil likme agrowth  suchacritical energy path for fuel for our region’s airports, is uct by $697 billion, 738,000 ad- cludes integrating existing con-  significant &_:apfnblllty and expan-  our entire e
Written by GT St rong case” for rais- spent nuclear fuel rods now pil-  industry to me. Florida’s future? dellvergd through our port. ditional jobs created, and a $770 nectors between the interstate sion to Florllda s largest port. neither resp
1 September. That ran ing up at plants across the coun- Rogers’ new book urges a . Theimportance of maintain-  annual benefit for every Ameri-  highway system and intermodal As America ljecoversAfror‘n the  theresource
i Ccm ;’ & o FAQ’#&Q ”“ ; He pe dmts tothe g}g tfuel  freshlookat spreading electric-  Contact Robert Trigauz at ing and improving the infrastruc-  can hOU§ehold . falcllmes, .such as seaports and WOrst economic recession in our L}-Ae most ne
R T W\ﬁ 1,lty toneedy overseas areas, skip-  rtrigaur@tampabay.com. ture for the movement of cargos What's needed to bring these  airports, into a larger strategy. lifetimes, cargo volumes will con- - tion infrastr
a27-year lease witk g VQ .t cannot be overstated. When benefits to fruition is a motivat- This work is taking place in the  tinue to grow. As our nation in- particularly
on-dock cold ihenagi cargo movement is delayed, re-  ed electorate, helping our federal Tampa area. The new I-4 Con- vests in transportation infrastruc- just outside
1k to wait. The Fed has directed or seriously impeded, government leaders und id  nectorisan llent example ture, we must ensure that our tion. We loo
Using innovative ,muit;%mﬁ@m..gg important shipping deadlines are  how important it is to raise the that will pay dividends for gener-  ports and their needs to efficient- and federal
18e intial proj missed, orders get canceled, the  priority for these investments. By ~ ations to come. ly move freight are high on the ners to impr
400,000 pallets poNAEKRIA LBAAROIR G o costs of goods goes up, compa-  reauthorizing the Water Resourc-  Itis appropriate, on the heels  list. Fortunately for us in Florida, ~ final pieces
Pahest el of 5?“%‘“;“;"”“??“"“5}:"" i [ nies lose sales, businesses down-  es Development Act (WRDA) of the dynamic town hall gath- the state has established a model  infrastructu
je— wc&i;fb agz;éma&m& BankUnited, N.A. 14817 Oak Lane NA 085 035 050 085 110 115 150 size and America’s international  this year, one that our state has ering, hosted by the Tampa Hill- ~ approach to this type of invest- ture Week p
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is as critical as how they look

The 2014 Community Day at Port Saint John in New Brunswick, Canade.

10 AAPA SEAPORTS MAGAZINE

BUILDING A
STRONG BRAND

Ports recognize that who they are and what they stand for

By Meredith Martino

of cargp, regional jobs. truck

turn tines. econonic inpact. Lax reveniue

encrated and so on and so fortls. But nuti-

bers donit tell the story of a port
facts - cold. hard and impersonal, There's
1o narrative to then, They are not who a

port s in the eyes of its partners, counni-

Ports thronghont the hewisphese are ree-

ognizing that they need (0 create stroag
brands for themsehves in order to sncceed,
And they a
ticated concepts of br

whracing inereasingly sophis-
d that go far beyond
leas of a merely having a cousistently-

used logo and coordinated color palette.
Amanda Kaiser, Chicf Path Finder at
Kaiser Insights LLC. describes brand
sotional aftertaste after
an experience with 4 product, service or

aflluity us

company
When people say brand. they thinkitis
symanynous with logo. the sanie way people

think s

eting is synauyuions with adv

B
for Crayols and un advertising
agency supporting Crayola before taking

1 Kaiser, who worked the b

+ branding expertise to the association
and vonprofit sectors,

er enconrages lier clients o focus on

s o strong brand - elewents

that can be applicd o ports, as wedl us the

associations and cliarity organizations sl

typically works with,

1. Look s the colors. design. pliotograpliic
style, illustrations. logo, patterns and

fonts used an an onganization’s web-

site. brochures, printed wiaterials,
ail tewplates and published

Experience Story

The
5 Elements
ofu
Strong
Brand

Source: Kaisor Insights LLC

2. Products are what an arg

offers — goods or services that can be

3. Promise s the organization's key value
proposition, when an organizat

the emations it |

geted anciences will feel about the

4. Story is the onganization’s ability to tell
the story that target audwences want to

Lear, not what the organization wants
€0 sy

is the impression that tar
ces luave after they interact

“Brands dou' have to be Apple in scope
10 be powerful.” suid Kaiser. “Over tine,
i you keep deing the right things, you can
build brand affinity

Ports throughoat the Aericas are

wenting this concept of brand. us:
Uirough very Jelibe
simed at repostionig ty

stakeholders

internal processes

Iveswith key

“B TAMPA BAY

Look

Port Tarps Bay President & CEO Panl
ation in 2013
with a stratesgi vision to rebuild the port's
beand

“1 don't know liow wany people want to
do business with an anthority. They want

Anderson carme o the organ

Look

New branding on stationar

business,” he <

ol like a glot

€0 do business with

Twanted s to Jook und
business entity

So in early 2014, the T
Authority began doing busines

ay, with 2 new Jogo a

poet better in li
den
teauns — the Buccaneers (NFL), De
Rays (MLB) and Lightning (NHL) - |
all dopted the “Tampa Bay” moniker.
the local Pulitze
the St. Petersh

y. The regions professional spo

oewinning newspap
% Tines, had rebrand
itself s he Tanpa Bay T

Anderson creat

the position
Vice President, Branding and Strates
Alliances. within the organization. 4 wo
that enabled the poet to hand oft

rebranding effort in louse. saving sign

cantly over biring expensive outside
for strategic advice. While Port Tam

Bay still used soume Tocal firms to devel
potential logos and color scliemes,
of the work was done ln-house. Keepl

snch of the work ou stafl also.

ible in

port to move quickly and be
decision-aking,

The response lias been very positi
especially within the local business coi

sty The convention and visitors bure

SPRING



Audiences and Constituents
Internal staff

Customers, BCOs, Carriers, Tenants
Maritime Community

Other Recent “Re-branders”
EDCs, Business Leaders, Chamlbers
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New name reflecting regionalism
New attractive ship design logo
New taaline — think differentlv about our port

B TAMPA BAY

Reroute Your Thinking



B s oo Business Cards

Alliance of the Ports of Canada, the Caribbean, Latin America and the United States

B TAMPA BAY.
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ARPA T e Wayfinding & Signage

aaaaaaaaaaaaaaaaaaaaa , the Caribbean, Latin America and the United States
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AnPA T e Advertising

Alliance of the Ports of Canada, the Caribbean, Latin America and the United States

Now this is how you serve the largest and fastest growing Florida market.

TAMPA BAY. &

Reroute Your Thinking

L 4
v

Port Tampa Bay is hands down the most efficient route into Central Florida with the 6:)) M i J J J o))
ability to reach most of the region within an hour. . -~ . . -
CUSTOINELS

Together with dramatic improvements such as a dedicated truck ramp to/from the
Tampa/Orlando I-4 connector, we save an estimated $700 - $1,200 per truck load
from the more traditional routes into Central Florida.

That's real fast to market.

It’s time to reroute your thinking

1101 CHANNELSIDE DRIVE, TAMPA, FLORIDA 33602

WWW.PORTTB.COM | 800-741-2297



AnPA T s Widely Recognized

Alliance of the Ports of Canada, the Caribbean, Latin America and the United States
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Brand provides a plaiform to change
perceptions

Advertising
Public Relations
Trade Shows
Events

Web
Social
Materials
And more
channels




American Association
of Port Authorities

Alliance of the Ports of Canada, the Caribbean, Latin America and the United States

B TAMPA BAY

Thank You



