2016 COMMUNICATIONS AWARDS PROGRAM

INDIVIDUAL SUBMISSION ENTRY FORM

Please 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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Entry Title: 1,100 Strong
Name 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 internal 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 entry.

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

— Describe the entry’s goals or desired results.
— Describe the entry’s objectives and list specific,

measurable milestones needed to reach its goals.

— Identify the eniry’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 developed to achieve
success and why these strategies were chosen.

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

Defail the entry’s 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.
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Summary: 1,100 Strong, Who we are, What we do, and How we Make
a Difference is a new publication GPA created to recognize the tireless
work of GPAs more than 1,100 employees.

After a year of incredible work, the employees who made 17% growth
in cargo volumes with no congestion seem easy, deserved more than a
pat on the back. This book is a celebration of the people behind GPA’s

SUCCESS.

The book focuses on not only employees’ work achievements, but their
wellness achievements and what they give back to the community.

1100Strong.com
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GEORGIA PORTS AUTHORITY
1,100 Strong. Who we are, What we do, and How we Make a Difference

1) Challenge and Opportunity

GPA communications staff and Human Resources teamed up to create a
new way to recognize employees as well as to show the community how
important not only GPA is in the community, but the 1,100 people who
are directly employed here.

GPA needed a way to humanize itself to the local community, and our
employees made it easy because of their great work.

The publication recognizes and highlights the vast diversity of people
working at GPA and working to contribute to the community by better-
ing themselves and helping others in different ways.

2) Connection to GPA Mission

The Georgia Ports Authority’s overall mission is to support economic

development in Georgia.

The 1,100 strong publication plays a secondary support role to this mis-
sion on two major fronts. As clients become more and more aware of
making their supply chain as responsible as possible, letting them know
how GPA develops and recognizes its employees and all of the wonder-
ful community work they do is becoming increasingly important.

Also, as GPA grows and supports ever greater economic development in
Georgia the organization runs the risk of losing its human touch. GPA
wants its local neighbors to think of all the wonderful contributions to
the community its employees make, instead of the increased traffic be-
cause of cargo growth. It is important for GPA’s neighbors to understand
that it is not just a large corporate entity, but one filled with people who
care. The local community is a huge partner in future expansion issues.
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GEORGIA PORTS AUTHORITY
1,100 Strong. Who we are, What we do, and How we Make a Difference

3) Planning and Programming

GPA’s overall

St 23 Goals:
mission "To recognize employees who go above and beyond in any aspect of their

is to support

lives, raise morale, and encourage others.

economic High}ight the vast diversit).z of people *n.rorking at GPA, and wor‘king to
contribute to the community by bettering themselves and helping others

deVelopment in different ways.

across Georgia. Objectives:

1) Reach 1,100 employees at Employee Appreciation Banquet as well as
members of GPAs Board

2) Ilustrate the diverse achievements of GPA employees to the GPA
Board

3) Coverage by local media
4) 5,000 impressions on social media

Target Audiences:
The primary audience is GPA employees. Secondary audiences include
GPA Board, members of the community and local media.
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1,100 Strong. Who we are, What we do, and How we Make a Difference

TIMELINE

Take nominations
Select participants

Interview, write,

shoot six stories

Edit

Coordinate design work

Brainstorm ideas
Get budget approval

Interview, write,
shoot six stories

Print

Distribute

Social media
Website component

4) Actions and Outputs

Communications staff coordinated with human resources and requested

nominations for employees to feature in this new publication. Members
of senior staff and managers nominated employees in three different
categories, workplace achievement, community service and wellness.

Nominations were then compiled and a committee of six chose the 12
employees to be featured based on their achievements.

After the employees were chosen, an interview and photoshoot was ar-
ranged with each. Considering the seven GPA locations, this was time
consuming, but worth the investment in order to achieve a good repre-
sentation of GPA staff.

Staffing: Over two months, stories and art were developed by a Corpo-
rate Communications staffer. The staffer managed the project, wrote the
stories, shot the environmental portraits and coordinated with a con-
tracted designer on the final design.

The stories are all housed in an easy to navigate webpage located at www.
gaports.com/1100strong or 1100strong.com. From there, they are being
shared individually over several social media and web platforms. An out-
side design firm managed the implementation of the website, GPA com-
munications staff provided creative direction and project management.
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5) Results

The book was presented to each employee from a booth at the annual
Employee Appreciation Luncheons at three different GPA locations.
GPA’s Executive Director Curtis Foltz spoke about the accomplishments

of the employees and presented the book during his address.

As the books were handed, out the employees were excited to see that
the material was about people they knew and worked with and some-
thing more personal than business goals and numbers. It was a huge
morale boost to the team that handled 17% growth over one fiscal year
with no congestion.

Objective: Reach 1,100 employees at Employee Appreciation Banquet
as well as members of GPA’s Board

Result: More than 1,500 copies were distributed to GPA employees,
GPA Board, members of the community and members of the media

Objective: Illustrate the diverse achievements of GPA employees to the
GPA Board

Result: Each member of the Georgia Ports Authority Board received a
copy at a regularly scheduled meeting. Anecdotal feedback was encour-
aging and positive.

Objective: Coverage by local media

Result: Savannah Morning News ran a story about a GPA Crane Op-
erator (Paul Wood) based on the story that appeared in 1,100 strong

http://businessinsavannah.com/bis/2016-01-07/gpa-turns-spotlight-
employees (http://goo.gl/XC27lo)

Objective: Earn 5,000 impressions on social media

Result: Five of the individual stories have been shared across social
media with links back to 1100strong.com. Those shares have garnered
6,286 impressions to date across Facebook, Twitter and LinkedIn.




