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• Diverse cargo and cruise port

• One of the deepest and largest 

natural harbours in the world

• Most easterly North American full-

service container port

• Post-Panamax ships

• 70% of all goods arriving filter out 

across the continent







TODAY

A STORY WITH 3 PARTS:

CONSIDERATIONS

CAMPAIGN

MAIN THEMES



START WITH WHY
People don’t buy what you do; 

they buy why you do it



versus

INFORMATION ≠ INSPIRATION

Narrative Anchor



NARRATIVE
The overarching story about your port that communicates 

a single powerful idea that informs and inspires the people who matter most.



NARRATIVE
The overarching story about your port that communicates 

a single powerful idea that informs and inspires the people who matter most.



Clayton Christensen
Jobs to be Done 

Focus on the jobs that 
customers are trying to get 
done.



B2B



TODAY’S PREMISE Historically ports were fairly insulated 

from competitive forces, each serving 

its own, more or less captive, 

hinterland. 

No matter how inefficient the port, the 

ship would still have to go there. Most 

ports were badly run, disorganized, 

bureaucratic, inefficient and expensive; 

a shipowner's nightmare and worst 

enemy!

Hercules E. Haralambides, 2002

Competition and…Port Infrastructure



In order to differentiate and compete an 

adequate marketing strategy has to be 

built. 

Not only customers are important, but 

the society and other stakeholders also 

play a role. 

Jessica J.A. Siep , 2010

Center for Maritime Economics and Logistics



CONSIDERATIONS

Start with story before tactics

Balance information with solutions and inspiration

Digital for ports is digital for B2B

Ports are unique: Multiple publics



PROCESS



Price and time are the primary influencers in the decision making process

Although price and time are priorities, consistency and reliability influence 
decision process

Customers are willing to pay more for reliability, consistency and good 
customer service

Cultivating relationships with freight forwarders is crucial – they are 
gatekeepers and decisions makers

Digital communication is emerging; human connections and customer service 
is very important

WHERE WE STARTED: 2010 Customer Interviews



How did other ports talk about themselves?



What did the industry care about?



Were other ports investing in digital?



What were people looking for when they sought us out?



What were the content trends in the industry? Were we a part of them?



PORT OF HALIFAX DIGITAL FOOTPRINT: 2010

MAIN FINDINGS

• Digital content was dominated by cruise and tourism interests

• Standard tools were the main source of traffic (like daily status)

• Not many visitors from target markets

• More we could do to capitalize on global content trends

• Other ports were doing more online – across all lines of business

• Decision-makers for shipping do use the web – forums and HQ sites – to 
inform their choices

LONG BEACH HALIFAX
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MAIN RECOMMENDATIONS

• Move towards “why”, balanced 
with “what”

• Theme of customer service

• Provide tools for prospects

• Articulate the value proposition

• Embrace the diversity of the 
business for local and outward 
audiences
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STORY & TOOL DEVELOPMENT: Sketching the Ideas

What do cargo customers really care about?

Can you get my _______ to _________?

There are many other follow up questions, but that’s the heart of it. 



STORY & TOOL DEVELOPMENT: Sketching the Ideas



STORY & TOOL DEVELOPMENT
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STORY & TOOL DEVELOPMENT



STORY & TOOL DEVELOPMENT



STORY & TOOL DEVELOPMENT













EVOLUTION 
OF THE 
CORPORATE 
SITE: 
HPA IN 2011



CUSTOMERS
DIVERSITY
FLEXIBILITY
VALUE 



SPLITTING THE AUDIENCE; BETTER FOR US AND FOR THEM CHANNELS

STORY

CHANNEL PROPERTY FOLLOWERS CONTENT THEMES

Facebook Halifax Seaport
Halifax Seaport Farmers Market
Port Of Halifax

5779
10,000

650

Community, Tourism, Cruise, Local, 

Cargo, Diversity

Twitter @portofhalifax
@halifaxseaport
@HFXSeaportMrkt

1781
4757

11,600

Business, Diversity, Cargo
Community, Tourism, Cruise, Local

LinkedIn Port of Halifax
Halifax Gets It There Group

832
244

Business Development, Service



• Pulse of Halifax – almost a religion

• Community heart

• Key tenant

• Ambient awareness of the Port and its value





FOOTPRINT



FOOTPRINT

STORY

TOOLS
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CHANNELS

SOCIAL, DIRECT, MEDIA, 
ETC.
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FOOTPRINT

MEASURE

MEASURE



ROTTERDAM







Ports are a unique, essential, multi-
purpose pillar of coastal cities. They 
are a lot of different things to 
different people.

Each of these audiences is connected 
to the value that the port brings to 
them.

Talk to them differently, and balance 
“why” with “what”.



The varied audiences are separate, but they can
combine and intertwine at the right times.

Combined Social Reach > 37,000



PROCESS



FOOTPRINT

STORY

TOOLS

CHANNELS

SOCIAL, DIRECT, MEDIA, 
ETC.

MEASURE

MEASURE



1. Who are you trying to reach?

2. What do you want them to do?

3. What helps them act?

4. Why should they care?

QUESTIONS TO START WITH



Don’t let the perfect defeat the good.



Thank You
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