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1. What are/were the entry’s specific communica-
tions challenges or opportunities?

— Describe in specific & measurable terms the
situation leading up fo creation of this entry.

— Analyze the major internal and external factors
needing to be addressed.

2. How does the communication used in this entry
complement the organization’s overall mission?

—  Explain the organization’s overall mission and
how it influenced creation of this entry.

3. What were the communications planning and
programming components for this entry?

— Describe your overall goals or desired results.

— Describe your objectives and list specific, mea-
surable milestones needed to reach your goals.

—  Identify your primary and secondary audiences in
order of importance.

4. What actions were taken and what communication
outputs were used in this entry?

Explain what strategies were developed to achieve
success and why these strategies were chosen.

Specify the tactics used (i.e., actions used to carry
out your strategies).

Detail the implementation plan by including
timeline, staffing and outsourcing used.

5. What were the communications outcomes from
this entry and what evaluation methods were used
to assess them?

Describe any formal/ informal surveys used,
or anecdotal audience feedback received, that
helped in evaluating the success of this entry.

If possible, explain how this entry influenced
target audience opinions, behaviors, attitudes or
actions.



"GEORGIA PORTS AUTHORITY

Waterfront Wellness Brochure

AAPA 2015 Entry Classification: Miscellaneous

]
G ia Port:

REDEFINING THE PACE OF TRADE

an
integrated
health
sirategy

SUMMARY:

As the owner and operator of the fourth busiest container
port in the nation, the Georgia Ports Authority directly
employs more than 1,000 people. The health and wellness
benefits offered to those employees are numerous.

GPA created this easy-to-use brochure to communicate to
employees about all of the programs, initiatives and op-
tions offered for health and wellness.

The goal of the Waterfront Wellness Program is to reduce
costs for everyone, encourage healthy lifestyles, and to
promote health and wellness through prevention and inter-
vention.

Georgia Ports Authority employs more than 1,000
people.



MISSION

2. How does the communication used in this
entry complement the organi- : :
zation’s overall mission?

Fostering international trade and
industry for state and local com-
munities, the Georgia Ports Au-
thority operates deepwater ports
in Savannah and Brunswick. The

$66 9 billion in revenue and $2.5 billion in state

1 and local taxes.

GPA creates jobs and opportunities
across Georgia and beyond, and
constantly works to become more

| efficient by “using less to move

= more.” That same idea applies to
GPA's group medical plan that in-

Port of Savannah, one of the
busiest in the nation, includes
Garden City container terminal

and Ocean Terminal, handling
breakbulk and Ro/Ro cargo. The
Port of Brunswick also handles
autos, along with farm and forest |*
products. GPA’'s deepwater ports |
support more than 352,000 jobs
in Georgia and contribute $18.5 billion in income,

PLANNING

" 3, What were the communications plan-
~ ning and programming components for thls
entry?

"_'_Goal:

~ Clearly communicate the health and wellness
~ benefits available to all Georgia Ports Author-
ity employees to encourage participation in the
- Waterfront Wellness Program -

: V-ObjectiveS'

« Organize the Iong list of benef ts'i :n an easy
to use and attractive way o

¢+ Createa deszgn that encourages employees
_"to use the brochure : :

Make the brochure avallable to a!l employ-

M cludes health and wellness efforts,
RN especially those that target specific
81 health risks.

n GPA Waterfront Wellness Program
it controls increasing medical costs
i by using prevention and interven-
| tion to reduce the need for health
— care.

ees and dependents

. Target Audiences:

- The primary audience is GPA employees who

are entitled to every benefit mentioned in the
brochure. The secondary audience is depen-
dents of GPA employees who are ehglb!e for

' many of the beneﬁts ilsted
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ACTIONS

{part of MyEyeDr.)

4. What actions were taken and what commu-
nication outputs were used in this entry?

A two-person team from the employee ben-
efits department compiled the information for
the brochure.

Wells Fargo Insurance Services, GPA's ben-
efits consultant, reviewed the information and
made adjustments.

Once the content was finalized, an outside
design firm laid out the project, focusing on
making it consistent with GPA's current brand-
ing.

The brochure is updated annually.

The cover photo is of the Waterfront Wellness
staff.

Every GPA employee received a copy of the
original printing of the brochure. After that, it is

presented to new hires.

Every possible medical, health and wellness
benefit available to GPA employees and their
families is listed in an easy-to-use format.

It was designed to reduce any feeling of being
overwhelmed that new employees used to
mention when presented with all of the well-
ness options.

Many of the initiatives listed in this overall bro-
chure are communicated about in more detail
directly to employees as well as their depen-
dents. Some programs are promoted through
direct mail to employees’ homes to encourage
dependent participation.

Annually, the budget is $500 for photography,
$300 to update layout, $300 per year for print-

ing.



RESULTS

5. What were the communications out-
comes from this entry and what evalu-
ation methods were used to assess
them?

o The team decided to use a staff photo
instead of a stock photo at the recom-
mendation from a member of GPA's
board. Feedback from employees has
been positive.

e An unexpected benefit of the publication
was increased pride for GPA's medical
and nursing staff. The same photo on
the cover has since been used in framed
mission statements placed in many
buildings of GPA's terminals and near
health kiosks.

o This brochure has helped GPA employ-
ees and their families have a better
understanding of the medical, health,
and wellness resources available to
them as they seek preventative care and
intervention in an effort to live healthier
lives and reduce their overall need for
healthcare. This reduces the costs for
everyone while helping employees to
live longer, better quality lives.

e Since the brochure was created par-
ticipation in wellness programs has
increased. In the Generic Rx program
alone participation has risen from 64.1%
to 81%.

e The first flyer was 2011. We've added
some benefits to it through the years like
Zumba, circuit training, the fithness cen-
ter, etc. Currently, 59% of participants in
GPA’s insurance participate in the Wa-
terfront Wellness Program, up from 48%
in 2013.




