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About
The Port of Cleveland is one of the largest ports on the Great Lakes. Over 20,000 jobs and $3.5 
billion in annual economic activity are tied to the roughly 13 million tons of cargo that move 
through Cleveland Harbor each year. The Port of Cleveland is the only local government agency 
whose sole mission is to spur job creation and economic vitality in Cuyahoga County.

Abstract
The Great Lakes is the uncharted opportunity for shippers, carriers and 3PLs.

Most logistics professionals are not aware of the route to import and export cargo to/from the 
Great Lakes by traversing the Atlantic Ocean to the St. Lawrence Seaway. Once in the Great 
Lakes Seaway System, direct access to America’s Heartland, the Port of Cleveland’s hinterlands 
— the major markets in Ohio, Pennsylvania and Michigan (i.e. Cleveland, Columbus, Detroit 
and Pittsburgh) that are directly accessible by just one day of trucking — provide access to a 
well-established and addressable 1.7 million TEU market.

This opportunity for shippers presents a challenge for the Port of Cleveland to capture the 
attention of shippers and educate them about this alternative to the west and east coast.



Audience 
• Ocean carriers
• Motor carriers
• BCOs 
• 3PLs 
• Trucking companies

SMART Goals 
• Specific goal to increase brand awareness of the Port of Cleveland.
• Performance measured by media partner’s reporting on impressions and social media 

followers.
• Results achieved by developing an educational advertising campaign that considers all 

stages of a modified “education” (vs. sales) funnel for this unique challenge:
• Capture Attention (vs. Awareness)
• Engage w/Senses (vs. Evaluate)
• Convince w/Evidence (vs. Convert)

• The message is relevant to the audience because this shipping route alternative to the 
coastal ports offers significant competitive advantages to carriers, shippers and 3PLs.

• Time is defined as March 1, 2019 to December 31, 2019.



Solution 

An integrated advertising campaign that balances omnichannel and 
single channel paid media tactics while simultaneously utilizing 
messaging and creative to increase awareness.

• Paid Print: AAPA
• Paid Print/Digital: AJOT
• Paid Print: Great Lakes Seaway Review
• Paid Print/Digital: JOC
• Paid Digital: American Shipper
• Paid Print: IANA
• Paid Digital: Native Media - FB, Twitter, Instagram, LinkedIn
• Paid Digital: SEM
• Paid Digital Emails: AJOT
• Paid Digital Emails: JOC
• Paid Digital Whitepaper: JOC



Results 
• Impressions: 4+ Million
• Followers: 25,000+ (^50%*)
* YOY Comparison

Insights 
• Perception of the brand changed

• Focusing solely on an educational awareness campaign presented a unique 
challenge as the inclination was to focus on traditional sales prospects, leads 
and conversions. Calibration was required during the campaign to revisit and 
reinforce the original goal

• In the future, the website will be used as the hub for all marketing activity. 












