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Welcome!
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Topics
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What do we want to achieve?
Where are we now?
How do we get there?



Achieving Market Position

4

M
ar

ke
t P

os
itio

n



Where are we now?
1) High growth sector employer survey
2) Job seeker mystery shopping
3) Local director interviews 
4) Local strategic plan reviews
5) Communications Audit 
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How do we get there?
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Brand Strategy Steps

Brand Architecture
Brand Positioning
Brand Identity
Brand Guidelines
Brand Implementation
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Brand Architectures: Monolithic
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Brand Architectures: Endorsed
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Brand Architectures: Holding Company
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Architecture Options & Impacts 
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Discussion Point #1: Architecture
FCM is recommending either an endorsed or 
holding company architecture. Is there a 
preference?
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Discussion Point #2: Naming
Here are the recommendations from the Governors’ Office, Workgroup & LWIA 
for names and taglines.  What are your thoughts on these suggestions? 

Names:
 Maryland Works
 Maryland Jobs Center
 Maryland Jobs
 Maryland Workforce Network
 Maryland Workforce Partnership
 Maryland Workforce Enterprise

Taglines:
 It’s all about jobs
 Elevating Maryland’s economy
 Advancing economic growth
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Contact Information
Celina Shands Gradijan – President/CEO
Full Capacity Marketing, Inc.
3525 Del Mar Heights Rd. #296
San Diego, CA  92130
P. (858) 793-6694 
F. (858) 793-1728 
Celina@FullCapacityMarketing.com
Web: www.fullcapacitymarketing.com

Market Research Partner:
Maryland Marketing Source
9936 Liberty Road
Randallstown, MD 21133
P. (410) 922-6600
F. (410) 922-6675 
Web:www.mdmarketingsource.com

Questions or Comments?
Contact Us!


