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Agenda

►Mayor’s Welcome

► Secretary Belton, DNR

► Hollis Minor, Economic Dev Director

► Access Annapolis Toolkit

► Attracting Customers via VAAAC

► Q & A

► Networking
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A Foundation of Research

► Survey

► Stakeholder engagement

► Listening sessions

► Comparative analysis

► Feedback loop
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Marketing 

Vision + 

Direction
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Common factor: “core truths” consistent
Challenge: diversity of maritime businesses

 Maritime

 Everything for your boat

 Historic, beautiful location

Annapolis is Unique
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Messaging 

Foundation + Structure
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Access Annapolis

It’s Better on the 
Water

Characteristics



Messaging Characteristics

Waterfront! (it defines Annapolis)

Historic

Boating, sailing, yachting

Beautiful, scenic location

Maritime ambience

Has it all, everything for your boat in one place

Community, family, fun, diverse

Romantic, friendly

In-demand skills, maritime lifestyle
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Target Audiences

Primary    Secondary    Tertiary
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Access 
Annapolis

Access Historic Hospitality

• Everything for your boat & historic sites.

Access Family Fun

• Connecting & creating  authentic memories.

Access A Rewarding Career

• In-demand skills. Maritime lifestyle



 Logo files in standard formats for print/digital

 Logo guidelines

 Digital + print ad templates

 Rack card design

The Marketing Toolkit
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 Banner stand template

 Brand checklist

 Press release template

 High level action plan

The Marketing Toolkit
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Logo Guidelines
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How to use the different 
file formats + accepted 

brand colors.



Print Ad Templates
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You’ll have space to 
personalize each piece for 

your business.



Rack Card Template
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The bottom and the back 
are open for 
personalization on this 

4x9” rack card.



Digital Templates
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Several standard digital 

sizes are provided.



Branding Checklist
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A consistent brand may 
result in more effective 
marketing and lower 

overall costs.



High Level 
Action Plan
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Telling the 
maritime 
(and your 
business) 

story

PR 
regular/online 
news media

Social media

Print 
advertising

Digital 
marketing

Cooperative/

partnership 

campaigns

Website /

blog posts / 

SEO

Client 
relationship 
marketing

EventsReferral 
programs

E-marketing



For example…
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Telling the 
maritime 
(and your 
business) 

story

PR 
regular/online 
news media

Social media

Print 
advertising

Digital 
marketing

Cooperative/

partnership 

campaigns

Website /

blog posts / 

SEO

Client 
relationship 
marketing

EventsReferral 
programs

E-marketing



Go to www.accessannapolis.com to find the 

Marketing Toolkit + copies of today’s 

presentations

The Marketing Toolkit
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 Welcome Frank DiVenti, VAAAC

 Q & A

 Networking

Next Up…
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