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8: OVERALL CAMPAIGN
PORT EVERGLADES EXPANSION

Communications Challenge and Opportunity

SITUATION ANALYSIS: In March 2011, the Broward County Commission, which governs Port Everglades,
approved an updated version of the Port’s 20-Year Master/Vision Plan. The updated plan prioritized
three major capital developments that will support containerized cargo shipping through Port
Everglades — construction of a near-dock intermodal container transfer facility, extending a turning
notch to create more berths, and deepening the channels to 50 feet. As séverai seaports in Florida are
expanding and dredging, Port Everglades was afraid that its expansion projects would be considered a
low priority when it came time for state and federal funding ailocation. This concern was underscored
when newly elected Florida Governor Rick Scott made a statement to Port Everglades Director Phil Allen
that he was unaware that Port Everglades had expansion plans since he hadn’t heard about the projects
from Broward County’s business community. It was clear that Port Everglades faced a communications
challenge to get out its message while facing competition from other seaports in Florida that already
had a vocal business community and support. This challenge also presented a communications
opportunity for Port Everglades to further its recognition as an economic engine for Broward County
beyond the Port’s well-known cruise industry.

PROBLEM STATEMENT: While Port Everglades has garnered a great deal of local, national and
international attention these past few years as the homeport for the world’s largest cruise ships, Oasis
of the Seas and Allure of the Seas, little attention has been given to the Port’s cargo operations which is
the main benefactor of the updated Master/Vision Plan. The problem was how to create excitement
and buzz for the Port’s three priority expansion projects in the local community and among the cargo
shipping trade that would generate funding and political support as the projects proceeded.

Planning and Programming

GOALS: The goals for the Port Everglades expansion campaign were 1) to generate a better
understanding of the Port’s economic impact in the community and throughout Florida through
international trade and cargo shipping, 2} to garner federal and state legislative and financial support for
the Port’s pricrity projects and 3) foster business development opportunities in cargo shipping.

TARGET PUBLICS: There were three targeted publics for this campaign

¢ Local business leaders were identified as a primary target for this campaign as they are known
to be active in the broader general community through philanthropic and economic
development activities, and many have established relationships with local, state and federal
elected officials.

* Members of the Broward County Legislative Delegation were directly targeted as they are in a
position to carry the Port’s message to Tallahassee and Washington, DC.



» Business leaders in the cargo shipping industry who would benefit from the Port’s expansion
efforts. "

OBJECTIVES: Our No. 1 objective was to raise awareness of the economic importance of Port Everglades
and its expansion efforts through fostering relationships and huilding consensus between local, state
and federal governmental leaders, business leaders, and residents. A secondary objective was to
support business development opportunities at the Port through heightened awareness.

Actions Taken and Communication Qutputs

STRATEGIES: We employed a number of strategies to help meet our goals and objectives.

+ Initiated the formation of a grassroots action team of local business leaders to help carry our
message to Tallahassee and Washington, as generate local interest

o During a speaking engagement for the Broward Workshop, Port Director Phil Allen had
the opportunity to address the need for community support and ask for assistance from
Terry Stiles, Chairman & CEQ of Stiles Corporation, a statewide real estate development
and management corporation based in Broward County. Mr. Stiles readily offered to
chair the Action Team with support from port staff, the Port Everglades Association {an
independent Port business organization) and the Greater Fort Lauderdale Alliance (a
membership-based economic development organization).

o Mr. Stiles asked representatives from various business entities and organizations to join
the Action Team

o In a series of meetings, Port staff presented the issue to the action team and educated
them about the expansion effort. A formal communications plan for the action team is
in the developmental stages.

o To date, the action team has participated in missions to Tallahassee and Washington, DC

* Developed a speakers bureau and general presentation that could be adapted for various
audiences and delivered by the Port Director, Deputy Port Director, Seaport Planner, or other
spokesperson {sample presentation enclosed)

¢ Developed the “Top 10" talking points for members of the action team and other supporters

¢ Developed comprehensive materials that could be easily updated as necessary including: a one-
page overview of the entire expansion effort, white papers on each of the three priority projects

¢ Produced a 7-minute video, including a 3-minute version, about the Master Plan and the priority
projects. The video was accessible on YouTube and the Port’s website. 1t was also used in
presentation and speaking engagements.



* Created an advertising campaign that addressed the need to expand Port Everglades to help
Florida’s economy and directed audiences to the video on YouTube

* Incorporated a scan tag on all advertising and promotional materials that could be scanned on a
smart phone to access the video on YouTube

e Created a four-color brochure as a “leave behind” for speaking engagements and to distribute to
those in the containerized cargo business who may be interested in bringing new business or
expanding their current business at Port Everglades. The brochure was printed in
English/Spanish, and English/Portuguese.

e Used the groundbreaking of the Eller Drive Overpass to launch the campaign. The Overpass is
the first phase of the Master/Vision Plan project to build an intermodal Container Transfer
Facility at Port Everglades. The groundbreaking was an opportunity for the Governor, the
Secretary of Transportation and other elected officials to engage with the business community.
It also provided the media with something visual to photograph and report.

e  Utilized social media including YouTube, Facebook and Twitter

» Scheduled one-on-one meetings and port tours with legislators

* Incorporated the video and presentation for all speaking engagements and group port tours
e Pressreleases and media interviews

TACTICS: Our greatest tactic was to focus on job creation as the driver for the expansion projects. The
economic benefits of each of the Port’s expansion projects are touted in all literature and presentations.

The groundbreaking for-the Eller Drive Qverpass, which is the first step to building the Intermodal
Container Transfer Facility, was used to launch the campaign. The groundbreaking was an opportunity
for the Governor, the Secretary of Transportation and other elected officials to engage with the business
community. It also provided the media with something visual to photograph and report.

STAFFING: The campaign was a joint effort of the Port’s three-staff Corporate & Community Relations
Section and the Port Director’s Office, which includes Seaport Planning.



