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Category: Periodicals (N ewsletters & Magazines)
Title‘:jRe :port Community News Letter

Port of Lo'ngBea-ch |
Re:port Community Newsletter

¥ Commumcatmns
_-S'Challenges and
Opportunities

The Port of Long Beach
. began'its second century
- Of service in 2012 as the

. second busiest seaport in

- the United States. “The
Port is a primary gateway
forU.S.-Asia trade and a

' ‘trailblazer in innovative

goods movernent, safety .

" and environmental - : Co
stewarclshlp The Port welcomes 5,000 yearly S
vessel calls and is served by 140 sh1pp1ng lines.
with connections to 217 seaports around-the
world. It covers 3, 230 acres with 35 miles of -

‘waterfront, 10 piers with 8o berths and 66 gantry

. cranes offloading 6.3 million containers each

year. Customer and community service isat
. the core of the Pott’s operations. Env1ronmental
agencies have acknowledged the Port for its
landmark green initiatives, Teducing overall

© diesel air pollution by 72 percent, and industry -

leaders have named the Port of Long Beach the
World’s Greenest Port as well'as the Best Seaport

in North Amenca in 14 of the past 16 years. A
major economic engine for the region, each

o year the Port handles all kinds of. Cargo valued

-at more than $150 billion. The Port is moving

- forward with nearly $4.5 billion ini planned

. capital i improvements this decade to-support:

-~ growth and strengthen its ability to eclipsenew
competition, serve the goods-movement 1ndustry,
Port clients and the commumty The Port supports
one in every eight jobs in Lonig Beach, making

it the city’s largest employer. That translates to

... 30,000 Long Beach jobs and expands to more than

- 300,000 jobs in Southern California and nearly
1, 4m1111on ]ObS nat1onmc1e

In recent years the Port has taken onan
. ‘additional, critical mission = to be an 1ndustry
leaderin communlcatmns and one of the pr1mary

initiatives is to provide
periodic newsletters

for the community
(Re:port), the industry
(Tie Lines) and our Port
employees (Dock Talk). .

Often, media and public
attention focus on the
‘negative side of Port
operations without
acknowledging the
many positive aspects.

: : : The Port’s challenge
is'to help our variots publics inderstand the )
Port’s commitment to fostering sustainable
operations while continuing to be an economic
engine benefiting the local, regional and national
economy. The Port must make its audiences aware
of the efforts being made to revamp-and modernize

the Port’s infrastructure to remain competitive
-and to continually strengthen security in this
' post 9/11 era. Fmally, the newsletters allow an
' opportunity to showcase the many remarkable
: _people who are 1ntegral to Port operatmns

Re:port, ani elght page newsletter published
quarterly by the Port of Long Beach-
Communications staff is'a vital communications
tool to deliver the Port’s key massages directly to

one of its most 1mportant target aud1ences — the
“local’ cornmumty
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: Plannrng and Programmmg
Components -

The overall goal of Re: portis to help Long Beach
- residents better understand how the Port operdtes,
- and why the Port is important to them. The
. newsletter helps show how the Port has become an
- environmental leader while maintaining its role as
‘2 major gateway for seaborne trade and a leading
generator of jobs. It points out that the Port is
working diligently with its security partrers to
protect the Port and the community from danger
- and disaster, both natural and man-made.

To reach as wide a local audience as possible with
Re:port, the publication is mailed to 209,000

_households, reaching the majority of the 500,000

- residents of Long Beach, California’s fifth largest
_city, and nelghbonng Slgnal H111

 ActionsTakenand
| "Cornrnunlcatron Outputs

The three 2011- -2012 issues of Re: port subrnrtted
for AAPA consideration demonstrate how the
. Comimunications Division effectively transmits,
these messages to its community audience. The
Spring 2011 issue previewed the Port’s 100th

Birthday Party for the community, announced the

dates for the annual free boat tours of the harbor,
taiked about green construction, showcased
_comrnunlty involvement and shared how an
increase in trade is boosting the local ecoriomy..
The Fall 2011 issue celebrated the Port’s dramatic
72 percent drop in d1ese1 air pollut1on 1ntroduced :

Category. Periodicals (N ewsletters & Magazines)
Title Re:port Community News Letter

new Harbor Commissioners, talked about
construction beginning on the new $1.2billion
Middle Harbor development and a new Pier S
terminal project, reported on the 100th Birthday
Party festivities and announced the fall schedule for
“Let’s Talk Port” comimunity forums. The Winter

201z issue shared the extraordinary success of the

Port’s Clean Trucks Program that reduced. truck
emission by 9o percent, introduced the new Port
executive director to the community, introduced a
new advertising campaign focusing on local jobs,
announced the newest Port facility with shore
power allowing ships to plugintoclean electr1c1ty
while docked, showcased community involvement
activities and, finally, announced a $§4.6 billion:

lease agreement for the new Middle Harbor facility.

- In each 1ssue readers are frequently encouraged to :
g0 to the Port’s interactive website (www.polb.com)
_for more details, other new information, to read

archlved issues of Re: port or leave feedback

Re:port is written, edited and de51gned in-house

“by the Port’s Cornrnunlcatlons Division and
- distributed by the U.S. Postal Service. Because the

articles feature everything from environmental .
efforts to security programs, the Communications :

- and Community Relations Division works closely
" with other Port divisions to obta1n the necessary-
background information. The Port of Long Beach -

uses outside consultants for most photography

Re:port maintains a colorful, casual and
approachable style and takes about 200 houts of

. staff time per issue to produce. The pnntmg cost

is $30,000 per issue for 209,000 copies = a 14-cent

'per -unit cost and photography averages $2 000.

Evaluatlon Methods and _
Cprnr_numcatlons Outcomes.

The Port was able to.document readership levels

and community response to Re:port through a 2011
scientific study conducted by Encinitas-based True
North Research. . The study updates data collected by
True North in a similar 2009 study and reveals even
better recognrtlon and readership levels
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More than 58 percent of Long Beach respondents Only the Long Beach Press-Telegram (32 percent) and
indicated that they recalled receiving the Re:port - television news collectively (23 percent) were
_..in'the past 12 months, up 18 percent over the 2009 ~ cited as sources where people were more likely to
- stidy. Readership also increased to 82 percent. Of encounter information about the Port,
- those receiving the newsletter, 47 percent “always” : s . ' S _
. ' read it and 35 percent “sornetlmes" read it, - ' Direct mail (24 percent) was slightly ahead of the
. : - Re:portnewsletter as the respondents’ main source
Y More than three quarters (77 percent) of the - of information about the Port, but in this category,
" respondents indicated that they recalled hearing, Re:port was well ahead of the Los Angeles Times
+ reading or seeing news or other information about (8 percent) Downtown and Grunion Gazettes (a local
the Port in the past 12 months, up from two-thirds =~ weekly newspaper group at 8 percent), radio news
- of the responidents in 2009. Of those who had (3 percent), the Internet {(which had climbed to
~ heard some news of the Port, 20 percent (up from 15 percent), and friends and family {6 percent).
© 15 percent) said it was the Re:port newsletter that ' ' ' '
: supphed the 1nforrnat10n :




