
AAPA 2019 Communications Awards  
Port of New Orleans 
Website 
 
Website Link: https://portnola.com  
 
The Port of New Orleans (Port NOLA) launched its new website in August 2018 after a year of planning, building and 
testing. The new website provides general Port information, details on the Port’s four lines of business and provides 
resources for community engagement. It incorporates modern design with Port NOLA branding, and uses online tools 
that incorporate best practices for web design, all crated with the end user as a priority. 
 
1. Challenges or Opportunities  
 
Under the leadership of brandy Christian who became CEO in 2017, the Port of New Orleans launched a strategic 
masterplan that clearly defined the port’s bold vision and plans to exceed future demand. The Port needed a website 
that could be the front-facing centerpiece for the new Port NOLA brand and vision — one that reflects our dynamic 
direction, and more importantly was more useful to our broadly diverse audiences.  
 
Our old website just didn’t capture that modern 
energy or efficiency: 

• It was out of date in appearance, 

• cumbersome for the user with too many 
clicks and unclear user paths, 

• difficult to update in the backend for 
content managers in the CMS, 

• and difficult to accurately track user 
behavior because the website was 
confusing for users to navigate and we 
feel they just gave up before taking a 
meaningful action. 

 
Someone like a contractor who wants to do 
business with the port had to sift through a lot of 
irrelevant information scattered all over the site 
to try to get what they needed. Based on the amount of random phone calls we received people didn’t always get the 
answers from the website. We needed intuitive and logic-based audience paths so users could find what they need 
within a few clicks — all while also staying true to our diverse business lines and our vision. 
 
Also, even though we had rebranded in 2015 as Port NOLA, the domain name was still portno.com. We also wanted to 
take the opportunity to launch a new domain name with the new website to match our current branding.   
 
One of the consistent challenges in communications at Port NOLA is creating collateral for our varied audiences. Our 
stakeholders vary so widely in their interests and goals in interacting with the Port, that no one piece of collateral can 
address everyone’s needs. In designing a new website, the Port saw an opportunity to create one source that can 
provide all of the information anyone would be seeking, as well as anticipate their needs by providing them answers to 
questions they didn’t know they had. 
 
Port NOLA needed a website that is current, modern and adaptable, and that would allow us to convey our information 
in line with the ever-changing and growing digital age.  
 
 
 
 

https://portnola.com/


2. Mission: 
 
The Port of New Orleans mission is: To drive regional economic prosperity by maximizing the flow of international trade 
and commerce as a modern gateway. Our vision: Advancing global connections and infrastructure to exceed the needs 
of tomorrow. 

The new website showcases our four lines of business and provides easily accessible information to our wide range of 
stakeholders, connecting them to the resources they need to make business decisions, find a new job, plan their 
vacation, reach out with a community concern or find entertainment via our videos.  

 
3. Planning and Programming Components: 

Overall goals/desired results: The Port wanted to create a website that conveyed our role as a modern multimodal 
gateway and provided information in an engaging, accessible way. We wanted to streamline the user paths and create 
an ease of use for our extensive categories of stakeholders.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



OLD Website Homepage:  
 

 
 
 
NEW Website Homepage:  
 

 
 



OLD Website Cruise Landing Page:  
 

 
 
 
NEW Website Cruise Landing Page:  
 

 



 
NEW Website Navigation Tool via “Hamburger Menu” (not an option on OLD site): 
 

 
 
Objectives: Port NOLA’s main objectives were to redesign the website with much of its existing content to look more 
visually appealing and intuitive; increase ease of use for all stakeholders; feature video more prominently and 
seamlessly; blend social media more deliberately; and provide a resource for users that encourages increased site traffic 
and SEO. 
 
Secondary objectives sought to incorporate more compelling graphics presentation and interactivity. The interactive 
functions of the new website include video, ship/cargo tracking access, forms and expandable content.  
 
The new website also needed to coincide with a domain change from “portno.com” to “portnola.com.” 
 
Audiences: Given its diversity as a port, wide range of tenants and customers, proximity to residential neighborhoods, 
engagement with elected officials and civic groups, partnership with economic development and maritime industry 
groups, and appeal as an employer, the Port of New Orleans serves a great variety of stakeholders. Its website audience 
includes: shippers; ocean carriers; railroads; terminal operators; freight forwarders, people looking to locate their cargo; 
businesses seeking real estate opportunities; cruise passengers searching for information; companies looking for RFPs; 
media looking for Port information and breaking news; educational institutions and community members wanting to 
learn more about the industry or to identify ships currently berthed at the Port. In addition, the Port is required to post 
its board meeting schedule, agenda, minutes and resolutions on the website for public access. 
 
These stakeholders and scenarios drive the website traffic, as well as posting links to the website from social media 
(Facebook, Twitter, Instagram, LinkedIn and YouTube).   
 
 



4. Actions & Outputs: 
 
Strategies: Port NOLA worked to create a dynamic and modern website to effectively represent its position as a global 
gateway and economic engine. Priorities were placed on innovation and keeping the project on time and on budget. 
 
Staffing was comprised of designated Communications staff (2 staff) and hiring a third-party vendor for the website 
design and build. 

 
Tactics & Implementation Plan:  

• In Spring 2017, research was conducted as to the anticipated cost of a new website and that amount was 
budged for Fiscal Year 2018. 

• In September 2017 the project manager drafted the RFP, the Procurement department posted it via their best 
practices, and five vendors submitted proposals in October 2017. 

• An internal staff team (6 staff) comprised of multiple departments reviewed and evaluated the proposals. 

• The same internal staff team met with the top three vendors to view presentations, which were then 
evaluated. 

• The project manager tallied scores, wrote a memo of recommendation to the CEO, and it was approved. 

• The project manager drafted the contract, it was reviewed and approved by the legal department, and the 
contract went into effect in January 2018.  

• The Communications staff (4 staff) met with the vendor to map out planning, discovery, wireframes, content 
creation, coding, testing and launch.  

• The discovery period included a needs assessment; staff questionnaires; content review; content strategy; old 
site outline; functionality needs; and wireframe creation for new site. 

• The final approval of the overall organization and design of the website included review and feedback by all 
Port Directors and Executive staff. 

• The content creation period included sourcing over 200 images and video b-roll; writing all new copy for 80 
planned content pages; creating new forms; shooting and editing new headshots for all Commissioners (7) 
and senior staff (23); and writing brief bios for every Commissioner and senior staff member. 

• The coding was built out in a new CMS by the web design vendor. QA/QC and testing was done by the web 
design vendor as well. 

• The Communications staff was trained on the new CMS. 

• The website was soft launched for one week during final testing and changes. 

• The new website, portnola.com, was launched on time and on budget in August 2018, with an accompanying 
press release, Constant Contact email announcement and posting to social media.  
 

5. Outcomes & Evaluation 
 
The new website has been measured as successful based on feedback from Commissioners, Port staff, customers, 
vendors, marketing industry professionals and all of the Port’s various stakeholders. External users consistently tell us 
how they can easily find what need now. Also, our general information receptionist number receives fewer phone calls. 

Feedback from staff includes: 

“Congratulations on the new website! Looks fantastic.” 

“Just checked out the website! You guys hit it out the park, as usual! Great job! I'll take some credit for helping choose 
the vendor! Only thing that can make it better is getting my picture up there. 😜. All jokes aside, it looks awesome!” 

“The website as a whole is a really great website. I think in comparison to other ports especially, I am very happy with 
our website.” 

Efforts to drive traffic to the website via press releases, electronic newsletters and social media posts have resulted in 
150-500 percent increases in live site traffic. Our general users have remained constant, and our content pages also 



retained the same pattern of use with 50 percent Cruise content, the remaining a split between the Homepage, Cargo 
and Procurement. One significant increase is User Time On Page, which has doubled from 1 minute to 2 minutes. The 
users need less clicks to find more concentrated and engaging information. 

Dynamic features like video in the hero on the homepage, forms that auto-send to staff for efficiency, GIS maps and 
expandable content to reduce page clutter have all been complimented as improved features of the new site.  


