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Ports of Indiana 2011 Indiana Logistics Directory
Entry Statement

Communications Challenge/Opportunities
o Situzation Analysis:
The Indiana Logistics Directory is an annual
publication produced by the Ports of Indiana. : LYY
Known for its central location where a variety of [ ™ j i S REGTORY,
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transportation modes converge, the state’s motto
for Indiana is “The Crossroads of America.” To
celebrate this advantage and showcase the freight
transportation industry -as an important resource,
the Ports of Indiana published the annual Indiana
Logistics Directory to promote companies from
various sides of the freight transportation industry | ™%tgsisat
— including water, rail truck and air logistics. By | wmweidoracimes
creating a statewide logistics directory, the Ports
of Indiana is able to position itself as the state’s

. . . Business tistings: 2,000+ logistics- -
premier expert on freight transportation and a | fsedogniaios -Fage22
leader in the logistics industry. This enables us to
market the ports to a much wider audience of new
prospects.

Pont sflndiina celebrates.
S0th aaniversary — Page 8

Highwa imgrovements boast
Indiana togistics industry - Page 13
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Planning and Programming V
o Goals: To serve as a professional guide and promotional tool that markets Indiana’s
transportation, distribution, logistics and related resources to local, national and international
markets by showcasing top companies and organizations involved in the industry, to provide an
extensive list of the region’s “who’s who™ in this industry; and to feature perspectives from key
leaders on important logistics issues.

o Target Audiences: The main target audience for our directory includes businesses that might
consider locating in Indiana as well as current and potential users of Indiana transportation
resources. Secondary aundiences include government officials and state-wide economic
development groups promoting Indiana to businesses around the world.

o Objectives: Since the Ports of Indiana has statewide authority and many off-port programs, this
publication allows us to better reach prospects outside of our normal business circles. We are
also garnering valuable goodwill and building relationships with public officials, private industry
and economic development leaders by providing them with an indispensable tool that markets
the entire state. The main message of the publication is that Indiana provides extensive
transportation, distribution and logistics resources at the Crossroads of America. The online
version — located at www.indianalogistics.com — also presents worldwide access to the directory
as well as direct links to advertisers” websites and companies’ contact information.
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Actions and Communication Qutputs

o Strategies/Tactics: Our primary strategy is to showcase Indiana as a logistics powerhouse. The
state has three ports, miles of highways and rail tracks and the second largest FedEx air hub in
the world. It is also home to a variety of academic opportunities in the logistics field. We strive
to promote all of these different aspects of the industry but since waterborne transportation is
often overlooked in Indiana because we are not on an ocean, the directory is able to raise
awareness for our vital maritime industry by positioning it as an integral piece of the overall
logistics puzzle. Our secondary strategy is to promote individual logistics-oriented businesses.

We accomplish this by featuring articles that highlight not only water, but rail, truck and air
freight as well as the wide variety of logistics education programs present in the state. We also
inchide an annual listing of rankings — kind of like the state’s logistics report card — showing
where Indiana ranks in significant logistics categorics. To promote statewide logistics
businesses, the directory pages include over 2,000 Indiana logistics-related businesses in 38
different categories — everything from a small “mom and pop” trucking companies to some of
the largest corporations. We contact each of the 2,000 individual businesses on an annual basis
by email, fax or mail to update their records and also share our marketing messages.

o Implementation Plan: The Indiana Logistics Directory is produced annually by a combination
of in-house staff, sponsors and an outside graphic designer and printer. The cost to produce and
print the 2011 edition was approximately $24,000. We print 10,000 copies, of which
approximately half are given to economic development groups around the state for distribution.
Nearly 2,500 are mailed to U.S. logistics companies, manufacturers and key government leaders
and 1,000 are given to sponsors for their own distribution. The rest are distributed by the Ports of
Indiana at tradeshows, included in business development presentations and mailed out by
request. An online version is available at www.indianalogistics.com.

Evaluations Methods and Communications Outcomes

Our success is measured in three key areas for this publication — advertising revenue, distribution
requests and general feedback. We first measure the financial success of advertising sales. This puts a
solid figure on the value that our stakeholders see in the publication. The directory has become so
popular and valued among its target audience that it turns a sizeable profit each year — the 2011 edition
brought in more than $49,000 in advertising.

The second measure is audience demand for the directory. The 2011 directory was unveiled at the 2011
Indiana Logistics Summit, with nearly two directories distributed for every one person in attendance.
We also keep a record of general feedback on the directory including unsolicited comments and input
from targeted individuals such as advertisers, potential customers and key officials.

Overall, the Indiana Logistics Directory has been a very successful marketing tool for the Ports of
Indiana to promote our ports as part of a larger picture — Indiana is an all-around logistics powerhouse.
This allows us to continue to reach new people who may not look to waterborne transportation first.
While we do measure our success in advertising revenue, the true value of this publication is as a
marketing tool that showcases our ports as logistics leaders (o a global audience.




