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- Please copy and complele this form for each enlry.
Creale a separate document for answering the five questions below.

Check only ONE entry classification below:

1. Advertisements - Single 8. Overall Campaign
2. Advertisements — Series 9. Periodicals v
3.  Annual Reports 10. PromolionalfAdvocacy Material
4. Audio-Only Presenlations 11. Social/Web-Based Media
5. Awareness Messaging 12. Special Evenls
6. Direclories/Handbooks 13. Videos
7. Miscellaneous 14. Visual-Only Presentations
15. Websites
Please check the
appropriate box: 0 CATEGORY 1 1 CATEGORY 2 O CATEGORY 3

Entry Tille _ Port Canaveral Magazine — Print and Digilal

Name of Port _Port Canaveral
Port Address 445 Challenger Road, Suile 301, Cape Canaveral, FL 32920

‘Zontact Name/Tille Rosalind P. Harvey, Senior Direclor of Communications & Community Affairs

Telephone _321-783-7831 x242 Email Address _rharvey@portcanaveral.com

On separate paper, FIRST write a short, descriptive summary of your entry, THEN, in as much detail as needed, specifi-
cally address each of Lhe following five queslions and number your answers. Your answers equal 50% of your score.

1. What are/were the entry's specific communica- 4. What aclions were taken and what

tions challenges or opportunities? communication oulputs were employed in this

— Describe in specific and measurable ferms the entry?
sifualion leading up fo crealion of this enlry. —  Explain what stralegies were developed lo

—  Briefly analyze the major intemnal and external achieve success and why these sfraleqies were
factors that need fo be addressed. chosen.

2. How does the communication used in this enlry — Specify the laclics used (i.e., aclions used lo
complement the organization's overall mission? carry ouf your slralegies).

—  Explain the organization's overall mission and - Delail the enlry’s implemeantalion plan by
how it influenced crealion of this eniry. including timeline, staffing and oulsourcing used.

3. What were the communications planning and 5. What were the communicalions outcomes from
programming components used for this enlry? this entry and what evaluation methods were

— Describe the eniny's qoals or desired resuils. used to assess them?

— Describe the eniry’s objeclives and lisl specific, ~ Describe any formal/ informal surveys used,
measurable milestones neaded fo reach ils or anecdolal audience feedback received, that
goals. helped in evalualing the success of this enlry.

— [denlify the enlry’s primary and secondary - Ifpossible, explain how this entry influenced
audiences in order of imporance. targel audience opinions, behaviors, altitudes or

aclions.
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Classification 9 Pericdicals

Port Canaveral Magazine - Print and Digital

ﬂ’dﬂ Ca naveral @»Mv _ J

SUMMARY STATEMENT

The Port Canaveral Magazine is an external digital and printed publication
produced on a regular basis throughout the year by the Canaveral Port Authority.
It contains feature stories on Port businesses, partners and plans plus news of
Port-related activities and community events, complemented with full-color
photography and, in the digital version, embedded video.
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1. COMMUNICATIONS CHALLENGES AND OPPORTUNITIES

Port Canaveral is going through a period of
growth and transformation, exploring what type
of seaport it could — and should — become in
the future. Already a leading cruise port, can this
Port transform into a larger player in cargo, help
Central Florida become a significant logistics hub,
develop its own true recreation destination and
still maintain or even improve its position in the

cruise industry?

These explorations — and the major projects that
have developed from them — have cast a spatlight
on the Port, drawing the attention of the industries
it serves, partners and competitors, visitors from
near and far and the local community.

Many of the projects the Port has been studying,
planning or implementing have been *firsts” —
Canaverals first container terminal, first on-dock
rail, first barge-rail service, the county’s first high-
bay Class A rail-side warehouse space, a unique
on-Port destination retail village and maore. “Firsts”
create questions. Why are you doing this? Why
now? Why here? How are you going to accomplish
these goals? How are you going to pay for it? How
does any of this affect me as a business owner,

homeowner, job seeker, recreational Port user, etc.?

During the past year, these questions have been
asked of the Port Authority with increasing
frequency and volume — in the media, public

meetings and the community. A feeling grew

—
o

in some segments of the community that the

Port Authority was “out for itself” and its own
*profits,” ignoring the wishes and well-being of its

canstituents,

The conversation impacted the Port's plans
and demonstrated a greater need for timely
dissemination of information, promotion of
understanding and community engagement than

ever before in the Port’s sixty-plus-year history.

Ve needed to answer the questions; to address
the Port's multiple, diverse and not-always-on-
the-same-page audiences; to foster informed
conversation among stakeholders as we work
toward a consensus of support for the Port

Canaveral of the future,
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2. COMPLEMENTING THE PORT'S MISSION

Port Canaveral was built to serve its community as
an economic and recreational resource. Regular
information throughout the year, as provided
through the Port magazine, serves two important

rales in this mission.

To serve well, the Part must be responsive to the
specific needs of its community. Accurate and
comprehensive public information about Port
ideas, plans and activities is critical to creating the
kind of informed dialogue between Port Authority
and community that will make the Port a more
effective resource, as well as build community,

regional and state suppart for Port projects.

rint and Digk

Also, as a communily resource, the Port's mission
is to provide opportunities for local businesses
to generate revenue and jobs and for residents
and visitors to enjoy its recreational offerings.
An impaortant part of providing opportunities is
informing potential beneficiaries and encouraging
them to take advantage.

Through the selection and presentation of its
stories, the magazine aims to enhance public
understanding of the Port as developments occur
and increase timely participation in Port-related
cpportunities.
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3. PLANNING AND PROGRAMMING COMPONENTS

- Overall goals/Desired results:

Produce avibrant, readable publication with unique
timely content and broad distribution to promote
awareness and understanding of Port activities,
develop and maintain readers’ desire to learn more

and become actively involved with the Part.

The magazine supports multiple functions of Port

communications:

8 PUBLIC RELATIONS: Encourage informed on-geing
community dialogue and build support

s TRANSPARENCY: Convey comprehensive
information

8 MARKETING: Increase business activity of the Port
and its tenants

- Objectives: To accomplish these goals,
the Port magazine strives to:

s Increase timely awareness of Port plans, progress,
news and opporlunities in cruise, cargo, recreation
and real estate

s Provide sufficient context and background
informaltion to increase understanding of Part
Authority's primary motivations (as leading regional
economic generator and steward of natural
resources)

3

n Provide sufficient industry and economic context to
increase understanding of Port Authority's business
rationales

n Foster a sense of community and engagement

u Balance the values of entertainment and information
dissemination to keep readers interested and
informed

u Mulliply the channels through which audiences
gather information to engage more people

- Target Audiences:

Primary audiences include local, regional and
seasonal residents with an interest in the Port;

business decision makers; and community leaders.

Secondaryaudiencesincludeeconomicandtourism

development organizations and government

policy makers.
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4. ACTIONS AND OUTPUTS

- Strategies:
To optimize the magazine's usefulness and reach, we:

w Distinguish the magazine from the Port's short-
form, news brief publications that focus on basic
information and the interests of a specific markel; i.e.
business or community, by creating broad-interest
articles with additional depth, unique perspectives
and *behind-the-scenes” viewpoints

1 Increase coverage of long-range planning initiatives
as Port leadership broadens and accelerates
development and extends Port’s reach regionally

vInclude intended positive impacts on the cammunity;
i.e. business aclivity, jobs, leisure aptions, etc.

1 Use eye-catching photographs (and videos in the
digital version) to draw attention and express the
story line visually

# Place a video icon at the end of stories in the printed
magazine which have video in the digital version, to
draw readers to the digital version

uLink digilal magazine to other digital Part
publications and social media

v Employ software for digital version with a convenient
sharing feature to encourage readers to passiton

» Send email blasts to digital subscribers with article
teasers and link to online magazine

o Promote in social media and the local newspaper

Y.Ll
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BRICANAVERAL MAGAZINE = Printand IOt

=~ Implementation:

The magazine was produced by consultants in
content wiiting, photography, videography, art
direction and publishing under the direction
of the Paort's two-person communications staff,
The number of consultants involved in each
issue varied from two to eight. The timeframe to
produce each issue was approximately six weeks,
printing time not included.

More than 4,000 people received the magazine
by subscription. All subscriptions were opt-in.
2,724 copies of the printed version were mailed to
individuals and companies and email blasts were
sent to 1,332 recipients who registered to receive
the digital version. Additional printed copies
were made available at Port headquarters and
Commission meetings.

The 2015 Magazine was produced on a quarterly
basis. The frequency was increased to bi-monthly
in 2016 to meet a growing need for public
information, delivered on a timely basis.

The magazine is promoted in social media through
Facebook posts. Late in 2015, Twitter tweets
and Linkedin posts were added. In 2015, we also
boosted the contents of our YouTube channel with
more videos, including many shot for the digital
magazine,
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5. OUTCOMES

- Evaluation:

The number of subscribers to the Magazine rose in
2015, with a 5% increase in print subscriptions and

a 14% increase in digital subscriptions.

Forty-five percent of digital subscribers opened
emails (industry average: 32.5%%), with a 55 percent

click through rate {industry average: 9.2%5).

Electronic magazine has very high open and click-
thru rates at 45% and 50%%, respectively (industry

average - 32.5% and 9.2%5).

Promolion - Promotional ads were highly effective
with 20 percent open & 77 percent click through
rates — significantly higher than the industry

averages of 8 percent and 55 percent respectively.

Facebook posts with links to the digital magazine
reach an average of 1,500 people perissue, with an

average of 50 likes, comments and shares.

In a survey included with the Jan/Feb 2016 issue,
readers responded overwhelmingly that it was
impaortant for them to receive information about
Part Canaveral and the largest percentage — 77
percent — said, of all their potential sources of
this infarmation, the magazine was the one source
they found most useful. Seventy-four percent of

respondents felt well informed about the Port.
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- Influence on attitudes and actions:

A full half of the survey respondents say they have
taken actions or plan to take actions {pursuing a
business or recreational opportunity) based on

information in the magazine.

Two-thirds said the magazine has affected their

opinion of or attitude toward the Port.

In general, public awareness of Port activities has
increased significantly in the past year, based on
attendance at Port Commission meetings and both
online and in-person feedback. There has been
a significant rise in media attention and column
inches in the local newspaper. There has been a
significant rise in media attention and column
inches in the local newspaper and the large
majority of stories were neutral or good in tone.
[see the “News by Tone” chart on page 21]

Attendance at Port facilities is very strong. Jetty
Park, the Port's largest park facility, is experiencing
record numbers of users. Exploration Tower is
attracting visitors and event bookings. Tenant
restaurants report strong business. On-Port public

events are recording record attendance.
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SPRING 2015 - Frinted

BOARD LEADERSHIP

— STEERING THE PORT FORWARD —

HEW RECORD SET FOR CRLESE SHIFS NEW CFLESE TERAWMNAL T LIGHTING
D CRED IM PORT Al OME TIME SAVES MONEY AMND TURTLES

sample enclosed
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SPRING 2015 — Digital with videos
News Ticker
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Thumbnail links to other Port Canaveral publications Mail, print or download PDF‘D

YouTube videos posted & linked in digital magazine

PG5 e 1 o I PG7
= s ¥ | a ',

PG12
Otlando Business Journal’s

The Business of Transporiation Summit
F iy Febrok 5

To review digital version visit: http://www.portcanaveral.com/aapa

7
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SPRING 2015 - Digital with videos

Newspaper “Push Down" online ad linking to publication.

Facebook posting
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SPRING 2015 - Digital with videos

Email to subscribers

Here's the latest Issue of the Featuring a Fresh,
Port Canaveral Magazine New Lookl
you requested.

Articles Include:;

+ New Racord Sel for Crulsa Ships Docked
in Port at Ona Time

* 2016 Board Leadership Stearing e Por Forwand
« New Terminal Lighting Saves Money and Turles
» Community Loves New Boat Ramps
* Cruisa Lines Updates Spring 2015 Issue
+ Transpertation Summit
!i'l --III-'l I--”
* Porl Bacomes Auto Markst Contandar
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:z\ r‘\ ) ‘ S0 OUF R OOSNE GOty engagement forem - submit,
h fol i it 3 00 kdeas and partcipato &
J{g{{,‘fz ”?Et;p o, GNE INDUt, vole o0 k3eas and participato

discussons that nterest you
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To review digital version visit: http://vanv.portcanaveral.com/aapa
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SPRING 2015 — Digital with videos

Email to subscribers click-throughs - 45.5% opens

2 Forwards

517 166 277 =

Spam Report
Qpered Sent Cleks ! sl o
T R 3 Cot-outs

61y Oid Mot Open

Email Settings

SLEecl Latest Port Megaring with Fresh, Hew Lo

e Name Canavers] Porl Autkority

rem Ermail Address: info 2 oorlcansversl com

Terrolate Lsad - Outdoor Froreation Bapiy-to Email Address infoEnoreanteral com
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SUMMER 2015 - Frint

FOR BUSINESS

GTUSA

CANAYERAL CARGD TERMIMNAL

sample enclosed
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SUMMER 2015 - Digital with videos

Mews Ticker

Cﬁ“haveral
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Thumbnail links to other Port Canaveral publications Mail, print or download PDFD

YouTube videos posted & linked in digital magazine

PG10

WELCOME

GT USA:
Open For Business

To review digital version visit: http://vwwaw.portcanaveral.com/aapa
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SUMMER 2015 — Digital with videos

Newspaper "Push Down" online ad linking to publication
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SUMMER 2015 - Digital with videos
Email to subscribers

Canavers Porl Auhorty <o ooncanaers’ aom>
1 Sammer 2015 Port Magazas
iiply ino@ponicenaverd oom

s UM MWER 2 01 5 cPﬂRT

Here's the latest issue
of the Port Canaveral

Feature Articles:

» Canavaral Cargo Terminal Cpens for Business: A New Cargo Era
» 2015 Stale of the Port - ReBedh and Parlnership

« Captain Ed Lanni - Ambassador Lives Life of Motivation

» Cruise Ship Makeover - Explover of the Seas Refurbished

» Victory Casino Crulses - Three Years, One Milion Passengers

+ Lionfish - Beal 'Em, Eal 'Em o Both

o Students JUMP. at Port Opporlunities

Includes 2015 Port Development Plans with map

e SRS
B |' | [I:':‘Ei |(=X Feemardlaa Friend | == “‘J"'{“

T
CANAVERAL

portcanaveral.com

To review digital version visit: http://wwnv.portcanaveral.com/aapa
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SUMMER 2015 - Digital with videos

Email to subscribers click-throughs - 46.1% opens

546 1212

Opened Sent

(£53%)

o By Email Settings
M* *-pl

Template Used - Gutdoor Recreation

From Email Address:

Publication visits overview - 36,286 page views

Subject:

Fram Mame:

301

Clicks

{551s

p e W

Freheader Text:

27

639

Summer 2015 Port Magazine

Canaveral Part Authanity

infoZ partcanaveralcom

5024
4004
£ 300
5
IC-'.":
102
LA _'1*‘.“-_....9-1 AN —— LIS . — -
o1 01 Aug 01 Sep 01 0ct 01 Maw 01 Dec ol Jan 01 Feb Q1 Mar 01 Apr
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JANUARY/FEBRUARY 2016 - Frinted

] JANUARYFEEALARY 2316

llave
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New Container Terminal

ATTRACTS
WEEKLY

L s

L I-'l-‘ g . I
TURE: Envirpaaneats] Stewardship — Dur Commitme ol ko Sestainable Balance

i L

—

sample enclosed
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JANUARY/FEBRUARY 2016 - Digital with videos
News Ticker
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Thumbnail links to other Port Canaveral publications Mail, print or download P[‘JF'>

YouTube videos posted & linked in digital magazine

entral Elonda’s Firs

congiienrvce B et 'ﬁ

PORT:CANAVERAL

i nwrr nmenh:l
Stevrardship
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To review digital version visit: http://vwnw.portcanaveral.com/aapa
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JANUARY/FEBRUARY 2016 — Digital with videos

Email to subscribers with Reader Survey

Cargard Fot Looryy soafressd otoesat s
Ay Fronan Vage e if Fasde Sovay

BTt

January/February Port Magazine
and Reader Survey

Raad tha Magarisa How

Imgde of every Porl Magarire, you wil Fnd lestre aicies end

| wideos regarding the L'sst Port rews, events, plarg and profects

| YOUR OPINION MATTERS Tris Jaruany Febouany Bawa indadss:
|
| O Pl s AHerkes for tha 313t Certury
Atreugh B Pod Cargoirdl magarng has been honorsd & numennug Raay aod Canlirel Crose Lines Boosl Capacity
Eands, we valop your Bechack Decause DS U DTl you miD BT Even
rone irforTEtve Bnd interesteg publcaten Pleass bike a fee mnuEs 1o
ErEesr Ia oesiomd on O reacer Sy, Far sTpdy ool on a3 frish
bricn 42 B LE 0 B e EE Carlepl Floctaa's Fiosd Wieehty Contalogs Service Begira
Cunrverad Port At e iy Eoochil Feature
Ervirgeengois] Stewiigshn - Ouf Comsitmest bo Sosta’malie
Exlece
Takn the Reader Servey, .
Lepl Boaimmgney Waks Giobal Congetona
il TR o L ol gl A
E.' '.:Iu‘-= a | m

Thank you for your interest in Port Canaveral
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CAHAYERAL
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To review digital version visit: http://www.portcanaveral.com/aapa
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JANUARY/FEBRUARY 2016 — Digital with videos

Email to subscribers click-throughs — 37.2% opens

a Forwards
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Ermail Settings

Subjest  Jaruary/Febrozry Magazice a=~d Reader Sungy

Fromtizme Canaveral Port Authos iy

Fram fmel Adsrese porlnestZparicanaversloom

Replyta Emad Adsress. porlrewsZpocicandver] com

fomd ToLsts

Fort g3 e SUBSCHiGers
Publication visits overview — 4,754 page views
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JANUARY/FEBRUARY 2016 - Digital with videos

Social Media postings

Facebook

Farm Canavera
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Port Canaveral

)

ubzsrde (o the majanine and am of our Other pubsiations
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JANJARY FEBRUARY 2016 PORT MAGAZINE AVAILABLE NOW
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WEGATHE FEEDDACK

Twitter

LinkedIn
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mweanav 1 2016 Jan-Feb Magazine
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MEDIA REPORT - 3rd Quarter 2015

News by Tone

—

Color Hamz Walue  Pet Cofar Mame  Walue  Fot

F701 NEU 2623 5203 % HEE NEG 596 1154 %
B FOS 1832 3543%




