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Port of Montreal Annual Report Entry Statement

Summary Statement
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The Port of Montreal’s 2013 Annual Report
summarizes its major messages,

G developments and management decisions,
THE PORT as well as its financial performance, in a

AT THEHEART unique, dynamic and visually appealin
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format under the theme ‘The Port at the
Heart of Daily Life.

The jacket to the Annual Report is a strategic
add-on that also serves as a stand-alone
document the port can use as a
communications tool to raise awareness
about the port with its various audiences.

THE PORT
AT THE HEART
OF DAILY LIFE

‘GEOGRAPHICAL
DISTRIBUTION
‘OF CONTAINER
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Communications Challenges/Opportunities

Situation Analysis:

The Port of Montreal is a major international port that welcomes each year more than 2,000
ships carrying some 30 million tonnes of highly diversified cargo to and from all parts of the
world. Located 1,000 miles inland, Montreal is the closest international container port to North
America’s industrial heartland. It is among the top 100 container ports in the world.

At the time of the Annual Report’s publication, port activity in Montreal was responsible for $1.5
billion annually in added value to the Canadian economy and supported more than 18,200 direct
and indirect jobs.



The Port of Montreal uses every cpportunity possible to deliver its key messages. The Annual
Report serves as a reminder to the port’s various audiences that it is a strategic too! for
economic development and a catalyst for economic growth for the Montreal region and all of
Canada, a creator of jobs, and an international port that trades with the world.

Problem Statement:

Having government officials, stakeholders and the general public better understand the
importance of the port, its impact on the economy, what it means to the city and the entire
country, its environmental consciousness and its financial performance, and increasing
awareness about the port and its advantages for clients, potential clients and partners are
among our main communications challenges.

Our Annual Report is a communications tool that we use to reach out to all of our publics.
However, an annual report is fairly time consuming and costly to produce. It also has a limited
shelf life. We wanted a solution that would add value to our Annual Report, thereby maximizing
our investment.

Complementing Overall Mission

Montreal is a North American ocean port at the heart of the continent and a hub for
international trade. It contributes to the well-being of its clients and partners and to the
economic development of Greater Montreal, Quebec and Canada while respecting the
environment. It is an efficient and innovative port that provides leadership and offers
competitive value-added services, making it a partner of choice in the logistics chain.

Within our mission, our 2013 Annual Report allows us to communicate our values of
commitment, innovation and responsihility. It showcases how we strive for and value passion
and employee excellence. It highlights how we constantly reinvent the way in which we do
business and encourage agility in order to demonstrate our leadership in the industry. As a
sustainable organization, it shows the great importance we place on the environment, on our
neighbouring communities and on our contribution to the economy, while acting in accordance
with rules of conduct dictated by honesty, transparency and accountability.

Planning and Programming Components

Goals:
The goal of our Annual Report is to share with our various publics our major messages,
developments and management decisions as well as a summary of our financial performance.

Objectives:
The objective of our Annual Report is to provide pertinent messages and content in a unique,
dynamic and visually appealing manner,



Target Audiences:

The Annual Report is written for federal, provincial and government officials, clients and
potential clients, partners, professionals in the maritime, transportation and logistics industries,
business leaders, port employees, visitors to the port and those attending Port of Montreal
events, students and the general public.

Actions Taken and Communication Outputs

Strategies/Tactics:

Our Communications Team met to discuss and develop a theme for the Annual Report. We
wanted to show our readers that a substantial amount of the products that they use in everyday
life, just like many products manufactured in North America for overseas markets, move
through the Port of Montreal. We decided on the theme ‘The Port at the Heart of Daily Life.’

We wanted a clean, straight-to-the-point look with bold graphics. We wanted to be part of the
trend towards slimmed-down annual reports that are less costly to produce than traditional
annual reports.

The Communications Team met with consulting company Dyade to discuss the look and content
of the Annual Report. But we also wanted to find a greater raison d’'étre for the publication and
stretch its utility. The Communications Team and the consulting company came up with the idea
of a strategic add-on in the form of a jacket for the Annual Report that could also act as a stand-
alone document and a key communications tool to raise awareness about the port with its
various audiences.
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Implementation Plan:

Dyade produced the layout and managed the creative design of the Annual Report, suggesting
an attractive and smaller 7-inch by 10-inch format. The port’s Communications Team researched
and wrote all of the material for the publication, crafting key messages for each section for
approval by the port CEO and department Vice-Presidents. The Communications Team and the
consulting company worked together to create a production schedule that would deliver the
Annual Report well in advance of the Port of Montreal Annual Meeting on May 13, 2014.

The Communications Team worked with the port’s Growth and Development Department to
identify and approach real port users who would be willing to be photographed for the Annual
Report and provide brief testimonials about why they use the port to move their goods. We



selected a vast array of importers and exporters who move cargo in containers or in bulk to and
from various locations around the world: importers of educational notebooks, clementines, raw
sugar, and furniture and home and garden accessories; a representative of the Quebec Liquor
Board; and exporters of newsprint and kitty litter. We arranged a professional photo session at
the port with these users and, as needed, helped them craft their messages. This strategy puts a
face, or, in this case, many faces on the port.

We wanted the jacket to have something of a surprise or curiosity effect. We decided it should
also have the same ‘The Port at the Heart of Daily Life’ theme, with sub-themes that include
‘The Port at the Heart of Canada’s Economy,” ‘The Port at the Heart of the Community’ and ‘The
Port at the Heart of its Environment.’ The jacket unfolds into a 17-inch by 28-inch two-sided
document. An overview of the port is presented in the form of easy-to-understand highlights
and bold graphic information.

acow

THE PORT OF MONTREAL oI R, THE PORT AT THE HEART
gmg:m‘é%hﬂ' ‘gcamﬁ;i:i‘ig‘;.' oF OF ITS ENYIRONMENT
o DONATIONS AND SPONSORLHIPS
T S u L ARCEET ELEPHANTS THE PORT IS A PARTHER il ienly
CONTAINGR PORT IN CANADA IN COMMUNITY 11 0-% 10w of casco
PROJECTS
340 blhon in gosds
I TRUCK 28 -
$1 5 bimon [y -TIIAlN 95..‘
THE PORT I sviie 200
THE PORT CAN ACCOMMODATE
THE PORT 300-METRE-LONG AT THE HEART
IN MOTION CONTAINER SHIPS oF DAILY Ll FE
J .
0% OF ALL GOODS ¥ 240 TRANSPORTING
TRANSPORTED THROUGHOUT EMPLOYEES 62,000 TONNES OF
THE WORLD MOVE BY SHIP AT THE PORT CARGO stlnis:
S = AUTHORITY
PORT TERRITORY THE PORT AT THE HEART ON E
OF THE COMMUNITY
26 KM OF BERTHS BETWEEN THE VICTORL ~ - - [
prosotsinpbiovivretiowoiual () Y IERR [ A gp— 305-METRE-
4 KM OF SHORELINE AND BERTHS :7( ,r!(‘)
AT CONTRECOEUR/JURISDICTION v
oF O SOREL - VESSEL
'
ey P e 1. ACAATE

564
RAILCARS

2,340
TRUCKS

OO

" 582 MILLION
CEREAL BOXES

The Annual Report and jacket was unveiled at the Port of Montreal Annual Meeting held on May
13, 2014.

Evaluation Methods and Communications Outcomes

The Port of Montreal’s ‘The Port at the Heart of Daily Life” Annual Report received a Mention of
Honour, Non-Traditional Report, at the 2014 International ARC Awards Competition.

The Annual Report and jacket were distributed at the Port of Montreal Annual Meeting held on
May 13, 2014, followed by a mailing to a targeted group of government officials, industry and
business leaders, clients, partners and other stakeholders. Some 500 copies of the Annual
Report and jacket were distributed in both Official Languages in this fashion.



Reaction to the Annual Report has heen very positive. In informal discussions, readers have told
us that the Annual Report is dynamic, visually appealing and easy to read, and provides key
messages and information on port developments, management decisions and financial
performance in a clear and concise fashion. They appreciated the photographs and testimonials
of real port users.

Meanwhile, we have handed out some 5,000 copies of the jacket at receptions for port clients,
our annual Port in the City Day, open houses to present to the public two of our major
development projects, as well as to visitors and student groups. Readers have told us they
appreciate the bold, easy-to-read graphics and the fact that we have related information to
everyday life.

The ‘Port at the Heart of the City’ Annual Report and jacket most definitely ‘hit two birds with
one stone!’

LINKS:

http://www.port-montreal.com/files/PDF/publications/rapport-annuel-2013-en.pdf




