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e Port of Vancouv'er USA:

AAPA 2013 Communications Award Program
Port of Vancouver USA

Category: Promotional/Advocacy Materials
Entry: Welcome to the Port of Possibility Overview Brochure

Summary
Welcome to the Port of Possibility Overview Brochure

The Port of Vancouver USA developed this comprehensive brochure to communicate its multi-
faceted story in a simple yet compelling manner. It can be used in presentations, as a leave-
behind, or as a stand-alone communication that communicates with story-telling as well as with
tactical, statistical information. This brochure touches on key brand messages as well as
communicates to different audiences what makes the Port of Vancouver USA both a global
transportation hub and a good community partner.

Challenges and Opportunities

The Port of Vancouver USA needed to tell its multi-faceted story in a printed piece that could be
used in presentations, as a leave-behind, or as a stand-alone communication that incorporated
updated brand messaging and graphics. The piece needed to combine story telling with tactical,
statistical information that would tell our complex story in a simple and compelling manner,
This comprehensive overview brochure touches on all the key brand messages as well as
communicates to different audiences what makes the Port of Vancouver USA both a global
transportation hub and a good community partner.

Planning and Programming Components

The goal of the brochure was to develop a multi-use piece that could be used by all port
personnel. Port marine and industrial stakeholders were consulted on requested content and
given their chance to weigh in on what they needed in order to more easily perform their tasks
and to communicate with their audiences. The port public affairs team then worked with the
port’s agency partner to develop the outline and content, photo selection, and map
information that comprise the brochure.

Actions and Communication Outputs

This overview piece will be used in a variety of ways, including: serving as a leave-behind for
international marine marketing trips, in recruitment of potential tenants, providing information
for community and environmental groups, and providing information to politicians and
lobbyists in our nation’s capital. The plan is for this piece to be used for several years and
statistics and critical information can be updated annually for a yearly print run, The overall
budget, including development and printing, was $25,000.
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Evaluation Methods and Communications Outcomes

Internally, port staff has been extremely pleased about having the brochure as a sales,

marketing and information tool. Since it was completed, the brochure has been used during
-international marketing trips to China, North Korea, Japan and Canada; during domestic

marketing trips to North Dakota, Montana and Texas; and for several industry trade shows. The

brochure has also been used extensively during lobbying trips to Washington D.C. and our state

capital, Olympia, Washington.




