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FPlease copy and complete this form for each entry.
Create a separate document for answering the five questions below.

Check only ONE entry classification below:

Please check the
appropriate box:
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Advertisements — Single
Advertisements — Series
Annual Reports
Audio-Only Presentations
Awareness Messaging
Directories/Handbooks
Miscellaneous

8.

2 §

10.
11.
12.
13.
14,
15.

Overall Campaign

Periodicals
PromotionalflAdvocacy Material
Social/Web-Based Media
Special Events

Videos A
Visual-Only Presentations
Websites

[0 CATEGORY 1

[0 CATEGORY 2

X CATEGORY 3

Entry Title: Gateway to the World Video Series
Mame of Port: Georgia Ports Authority
Port Address: P.O. Box 2406, Savannah, GA 31402

Contact Name/Title: Emily Goldman, Manager of Port Relations
Telephone: 912-964-3885

Email Address egoldman@gaports.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 the following five questions and number your answers. Your answers equal 50% of your score.

1.

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

— Describe in specific and measurable terms the
situation leading up to creation of this entry.

—  Briefly analyze the major infernal and external
factors that need to be addressed.

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 enlry.

What were the communicaticns planning and
programming components used for this entry?

— Describe the enlry's goals or desired resuilts.
= Describe the enlry's objectives and list specific,

measurable milestones needed to reach its goals.

— [dentify the entry's primary and secondary
audiences in order of importance,

4,

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

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

Spacify the taclics used (i.e., aclions used to carry
oul your strategies).

Detail the entry's implementation plan by including
timeline, staffing and outsourcing used,

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
farget audience opinions, behaviors, altifudes or
actions.
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GEORGIA PORTS AUTHORITY

Gateway to the World Video Series

Summary: Georgia Ports Authority is continually investing in

the physical infrastructure and working relationships necessary

to provide world-class service to today’s Post Panamax vessels.

The GPA created and shared four short, relevant messages via
video series with potential clients worldwide, focused on major
commercial advantages: First Mile, Infrastructure, Just In Time

and Scalability

These videos take viewers on a virtual tour of the infrastructure

assets and partnerships from which port users benefit.

OFFICIAL ENTRY LABEL
AAPA 2016 Communications Awards

Port : Georgia Ports Authority

Contact Person; Emily Goldman
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" GEORGIA PORTS AUTHORITY
Gateway to the World Video Series

1) Challenge and Opportunity

Because the way people communicate and relate to information is al-

ways changing, GPA found it necessary to address current and potential
clients on several different platforms at once. The Gateway to the World
Campaign was born out of a desire to share with beneficial cargo own-
ers what makes it easier and more efficient for them to do business at
Georgia Ports Authority,

This video series was one of the tools that made up the larger Gateway
to the World campaign. The integrated campaign reached current and
prospective clients in several ways including videos delivered to their in-
boxes, picces on social media, and a landing page as well as a coifee table
type book featuring customer testimonials. The entire campaign can be
found at www.gaports.com/Gateway ToTheWorld,

The videos allowed GPA to reach a broader audience with the amazing
visuals of efficiency that can normally only be grasped in person, Tours
of the Savannah Port win business, but there are many potential global
customers who cannot physically visit the port,

2) Connection to GPA Mission

The videos were created as a tool to bring GPA's message directly to

current and potential customers. Other tools GPA uses, such as collat-
eral material, reach customers through GPAs sales teamn. These videos
complement those tools by showing up directly in a prospect’s inbox as
cither a first touch or follow-up. They were distributed through direct
email, as well as through proprietary email lists from the Journal of
Commerce and Maritime Executive. The videos are a complement to the
varied forms of communication GPA already uses.

The videos align with GPAS mission to promote trade, proving useful
to attract more business to the port, and economic development to the
state of Georgia. Sharing the commercial advantages in a video format
helps potential customers visualize greater business success via GPA.

Fostering international trade and industry for state and local communi-
ties, the Geargia Ports Authority operates deepwater ports in Savannah
and Brunswick. In 2015, GPA moved 3.73 million twenty-foot equiva-
lent container units, making the Port of Savannah
the fourth busiest in the U5, GPAs deepwater ports

suppeort more than 369,000 jobs in Georgia and
contribute $20.4 billion in income annually,

Georgia Ports
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- GEORGIA PORTS AUTHORITY
Gateway to the World Video Series
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 GEORGIA PORTS AUTHORITY

Gatewa y to the World Video Series

3) Planning and Programming

Goal: Engage commercial audiences by sharing relevant information in

a visual way.

Objeclives:

«  20% open rate for combined email blasts between the Journal of
Commerce and Maritime Executive

+  More than 100,000 impressions

Target Audience:

Beneficial cargo owners, carriers, 3PLs, logistics providers

These audiences share commaon needs, which align to our existing

ad platform: access to market, speed and convenience, Most of the
qualified audience will have an awareness of the Ports of Savannah and

Brunswick, but may not understand key benefits,

4) Actions and Qutputs

An internal focus group, including members of the communications

and trade development teams, established a list of commercial advan-
tages based on input from previous client interaction,

Omee the topic list was established, GPA worked with an outside video
production firm that taped interviews, but used existing b-roll to keep
costs down,

GPA partnered with the Journal of Commerce and Maritime Executive
publications to directly distribute the video via email to lists of recipi-
ents determined through likely interest.

Adter the initial emails, the videos were posted to the GPA website and

Youtube channel, and shared via social media.

The complete timeline from conception to approval from all partici-

pants was three months,

A GPA stalf of three managed the project and provided creative direc-
tion. An outside production company handled the video production.
The four videos, utilizing new footage as well as b-rall, cost 513,300.

Georgia Ports
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GEORGIA PORTS AUTHORITY
Gateway to the World Video Series

GATEWAY TO THE WORLD H

oo how GPA's scalability i eading s wary 1o ghobul susoess,

R
s '_

- SCALABILI

_"ﬂll!, T Ol W .

A

.ﬁ. | an
INFMSTR{__ICT L] é@
: v 114

= i spat
e kg e

o ren. S ity B P Ca i T B0 ekt of i st oo d Ghacrga Fax
Aaronty 30 Tt Hore Detd e bohirg o Sdvanna bk fh aimasfed wapon Py oy o RO § 3075 B et b e b ol mackoty ) o spee and
et o L oo W B e Lt

https://goo.gl/VoEPBg https://goo.gl/ggeNul

Runtime: 1:30 Runtime: 1:14
GATEWAY TO THE WORLD H GATEWAY TO THE WORLD H
mm Eii‘::mrmhnaszmu connelons ire keading e way i:m ir:::i;-;—,un fime capubiltios. ann leading tha way

https://goo.gl/RCOeS2  https://goo.gl/DDCFns

Runtime: 1:24 Runtime: 1:12

Georgia Ports
Authority .



GEORGIA PORTS AUTHORITY
Gateway to the World Video Series

5) Results

These targeted videos allowed GPA to focus messaging on specific seg-

ments of audience and the results definitely exceeded expectations.

Replies to the emails netted positive comments about how people
learned about GPA, and thought the videos were a great way to commu-
nicate what was going on with the port.

Each email contained a GIF of the video linked to the video on GaParts,
com. Recipients were able to forward the emails to other people, which
resulted in hundreds of new subscribers to GPA’s email list,

Overall Results:

Video Eblasts Journal of Commerce and Maritime Executive
Total sent: 91,276

Tatal opens: 18,940

Percent opened: 21%

Impressions:

Between the landing page (Gaports.com/gateway to the world), the
eblast campaign with Maritime Executive and JOC and the social re-
sults, 114,077 people were reached.

Objectives: Results
20% email open rate 21% open rate
100,000 impressions 114,077 impressions to date

rGemgm Ports
6



