2016 COMMUNICATIONS AWARDS PROGRAM

INDIVIDUAL SUBMISSION ENTRY FORM 6135

Please copy and complete this form for each entry.
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On separate paper, FIRST write a short, descriptive summary of your entry, THEN, in as much detail as needed, specifi-
cally address each of the following five questions and number your answers. Your answers equal 50% of your score.
— Describe the entry's objectives and list specific,

1. What are/were the entry's specific communica- measurable milestones needed to reach its goals.
tions challenges or opportunities? — Identify the entry's primary and secondary
— Describe in specific and measurable lerms the audiences in order of importance.

situation leading up to creation of this entry.
— Briefly analyze the major internal and external
factors that need lo 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 used for this entry?

= Describe the enlry’s goals or desired results.
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Port of Albany, NY submission for AAPA 2016
Communications Awards Program
Annual Report Category

The Port of Albany is submitting its 2014 Annual Report /Year in Review Report "Lifting Operations to New
Heights". The report is the Port of Albany's primary marketing piece used to represent the Port of Albany,
its operations, accomplishments and goals for the future. The 2014 report was a particularly exciting one
for the Port of Albany, because 2014 was a record year in many respects for the Port and it was a new
branded logo for the Port. We have received tremendous feedback from partners, engineers, leaders and
others.

1. What are/were the entry's specific communications challenges or opportunities?

Each year the Pori prepares an annual report. However this report was particilarly exciting and
important because 2014 was an historic year, longshore labor had more than doubled, ships and
lonnage had increased by at least 30% mainly due fo a major heavy lift project with a regional
manufacturer that had a record deal to ship $2.7 billion worth of power units to Algeria. The year
was also critical for reporting because of major infrastructure investments at the Pod, including
acquiring a second mobile harbor crane and rebuilding 600 linear feet of wharf on the Rensselaer
side of the Hudson River. The reconstruction project allowed commercial ships volume to double
at the dock.

The report needed to present these new highlights in meaningful ways, to both local constituents
as well as to infernational customers. The report needed to presenl the information in a fun and
interesting way but also in an informative way that would show the increasing capability and
building repulation the Port of Albany is developing in handling big lift and project cargo.

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

The Port of Albany's mission is focused on responsibly and effectively managing the publicly-
owned maritime Port of Albany-Rensselaer, contribuding to the economy of Capital Region and
beyond while emphasizing lransparency, public slewardship, Inlegrity, Professionalism and
Customer Service. This mission is weaved into how the informalion is presented and how the
report includes details of investments, economic indicators of the port, for better and for worse
and what is ahead for the Porf based on careful planning and leadership.
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3. What were the communications planning and programming components used for this entry?

The goal was to relay the exciling and posilive things happening at the Port of Alhany while also
relaying plans ahead. The Port team wanted lo reach the regional partners and refay the exciting
events, and show return on investmenls that have been supported by state partners. The Porl
measured this by increased call for tours and meetings, and by continued support with funding
requests and inclusion in regional strategic planning efforts. The Port also sought to have the
report help with new customers and new partners. The team had a goaf of utilizing the majority of
the reports printed (by far this was the most used report, only a few copies of the report remain).
The Port team also sought to have the report incorporated into new and fresh branding for the
Port and it has. Our new consultants and new engineering partners recognize this. The primary
audience is regional marketolace and new cusfomers, and the secondary is new regional
contacls and new relationships.

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

The report was released at the Port Industry Day, over 200 reports were provided, Port Industry
Day is a relafively new event for the Port of Albany and is modeled after larger Port events, wilh
the goal of welcoming community members, elected officials, businesses and customers. The
report was also directly mailed to over 250 regional partners, it was used in every port tour, often
20-50 copies at a time and was included in every single new customer and new partner meeting
and used in business development conferences and meetings. The report was afso used lo
rebrand the Port's powerpoint presentations - to reinforce branding of what the Porf was
representing — new projects, record setling business, big investments!

The timing of the report was focused on representing the events of 2014 and timing to be
produced and first available in time for the Port's fargest public event in early May — Port Industry
Day. The report is produced with one single point of contact on the Port of Albany team who
consulls with the General Manager, the business development manager, the financial team and
coordinates with a professional graphic design team to produce the report.

The report includes
highlights of
communily
partnerships that the
Port of Albany is
involved with. The
mission of the Port
includes being a good
steward of commerce
on the water, and a
good community
partner!

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

This year's report was unique in that it coincided with the development of a new logo for the Port
of Afbany. For bolh effors, the Port ulilized a professional graph design team, Overit Media.

This team conducted a survey and we sought input from every Board member of the Albany Port
District Commission, every staff member of the Porf and consuited with customers or port
partners to gather input to represent the outcome of effort. We had folfow up meetings,
particufarly with the Board fo review progress and make contributions.



In the end, all were very pleased with the results. Over the year of using the report and
implementing the logo we have received extremely positive feedback from all avenues - including
from the City of Albany Economic Development team, from tenants of the Port, from regional
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http: M. albanyaddys.com/files/AlbanyAddys Winners 2016.pdf

gconomic development partners, and from
consuftants from around the Country.

One of the most exciting sources of feedback
was from an engineeringfeconomics market
assessment team that highly praised the
report and even said they shared it with other
ports! This report became a benchmark or
standard for which fufure materials needed lo
meet or exceed!

The design team we worked with on this
submitted the Port of Albany's annual report
in the ADDY award competlition — and we
were thrilled that it was selecled as a SILVER
winner! The link to more information on the
ADDY awards can be found here.

P ADDY 2016 - WINNERS
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