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MONIKA CÔTÉ

Manager, Corporate Communications

PRINCE RUPERT’S
BRAND EVOLUTION

AAPA | OCTOBER 28, 2019
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WHO ARE WE?
Storytelling through brand development1
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LOGOS?1
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PRINCE RUPERT PORT AUTHORITY

2018 IN 

NUMBERS
• 85 PRPA Employees

• 26.7M Tonnes of cargo

• 1M TEUs milestone achieved

• 3rd largest port in Canada

PRPA

TERMINALS 
• Fairview Container Terminal

• Prince Rupert Grain Terminal

• Ridley Bulk Terminal

• Ridley Island Propane Export Terminal

• Westview Wood Pellet Terminal

• Northland Cruise Terminal
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• Our organization is in a time of change and evolution

• Change provides an opportunity to refresh our brand objectives 

and our image – and more

• A brand is much more than a logo and a font; it’s a symbol of 

our organization, our culture, and of what we’re working to 

accomplish

BRAND REFRESH: WHY NOW?
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MULTIPLE STAKEHOLDERS
Understanding our audiences2
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BRAND BLUEPRINT
Anchoring our vision, mission, and values3
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BRAND IDENTITY
Not just a new look, but a shared purpose4
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BUILD A BETTER CANADA THROUGH GROWING TRADE
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MONIKA COTE

Manager, Corporate Communications 

mcote@rupertport.com
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Port of San 
Diego Rebrand
Jenifer Barsell

Director, Marketing & Communications

AAPA Communications and Marketing Seminar

October 28, 2019
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• Background

• Objectives

• Development process

• Port of San Diego brand

• Launch

Topics
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Background

• Why rebranding 

the Port of San 

Diego was 

important

• State of the brand 

prior to launch

• Board approval 
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Objectives

• Awareness and 

education

• Reputation 

management

• Support business lines 

to drive revenue
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Research Brand

Rollout

Brand

Guide

Test

Brand

Develop

Brand

Position

Brand

Creative

Brief
Vision

Brand Development Process
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Brand Foundation
& Brand Guidelines

• Brand Promise

• Personality Type

• Key Messaging

• Brand Beliefs

• Master and Sub-Brand 

Identities



65

A branded system meets diverse needs
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Waterfront of Opportunity
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Brand Launch

• Internal buy-in

o Engage staff from 

the beginning

o Sneak preview event

• External rollout

o Involve partners

o Soft launch
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Thank you.

Jenifer Barsell

Director, Marketing & Communications 

jbarsell@portofsandiego.org
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Appendix 
Slides 
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Results: 2017 → 2019

• Awareness (Brand Tracking Study)
• Unaided Brand Awareness: County-wide increase 20%→ 26%

• Knowledge of Port’s Responsibilities: Increased 
understanding in all 11 categories

• Sentiment (Social Media Metrics)
• Social Media Analysis: 

Negative comments down 18% → 9%; 

Positive comments up 34% → 52%

• Return on Investment (Campaign Metrics)
• Destination Campaign: 9 to 1 ROI
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Then to Now 
to Beyond
Becky Haycox &

Cam Spencer
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HUENEME??

why-KNEE-me
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IN THE 

BEGINNING

HISTORY

1872 Senator Thomas Bard 

envisions a commercial harbor and 

constructs the first wharf. His son 

Richard completes the vision –

known as “Father of the Port”.

1937 The State of California 

authorizes the creation of the 

Oxnard Harbor District.

1942 The U.S. Navy takes over the 

Port via Eminent Domain during 

WWII.

1977-1979 Auto and produce trade 

begins at the Port.

1993 The banana trade makes the 

Port its home.
THOMAS BARD RICHARD BARD

THE 
GREAT 
LEAP 
FORWARD
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2013 Introduced strategic marketing plan and 

new branding initiatives to pave way for global 

brand recognition.

1959 MARKETING PIECE

EARLY PR - 1972

LOGO – C. 1970s

REBRANDING PROCESSNEW IDENTITY
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MARKETING

FOLLOWER 

GROWTH SINCE 2017

Instagram – 686%

LinkedIn – 309%

Facebook – 138%

Twitter – 105% @portofhueneme
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SHOWCASING OUR STRENGHS
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TELLING OUR STORIES
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ADAPTABILITY OF THE MESSAGE

• Government Relations

• Business Community

• Environmental Community

• Educational Outreach

• Diversity Outreach 

AND THE CHALLENGES…

CARRYING THE BRAND
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MEANINGFUL MERCH
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Follow us on social media

and find us at portofh.org!
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Global Reach. Local Benefit. 

Omnichannel Engagement



Introduction

Jade Davis

Vice President of External Affairs

Cleveland-Cuyahoga County Port Authority

Jade manages the Port’s government affairs, communications and marketing programing. Prior to his role at the Port, 

he served as the Senior Director of State Affairs and Outreach at the American Coalition for Clean Coal Electricity 

(ACCCE) in Washington DC. Jade received a B.A. from The College of Wooster and an M.P.A. in Economic 

Development and Policy from Eastern Michigan University. Jade and his wife, Crystal, have two children and reside in 

Northeast Ohio.

OCTOBER 31, 2019



Past

Prior to 2016

• Strategic Vision: Not defined

• Tactical Approach: Not defined

• Goals: Not defined

Marketing & Public Affairs Programming in 2016-2018

• Strategic Vision: To position the Port of Cleveland as the 

international transportation hub for maritime innovation 

• Tactical Approach: Omnichannel Marketing w/focus on 

Public Relations & Social Media

• Goals: Increase Awareness & Engagement

OCTOBER 31, 2019



2018 

• America’s Heartland

• Brand Anthem Video Launch

• Anniversary

• Port50

• Rock the Port – Public & Private Events

• Environment

• Cleveland Lakefront Nature Preserve – Field Guide

• Green Marine – GreenTech 2018 (Promotion for 2019 Event)

OCTOBER 31, 2019



APPA Communications Award Winner: Video

America’s Heartland

OCTOBER 31, 2019



Rock the Port – Public

APPA Communications Award Winner: Event

OCTOBER 31, 2019



Rock the Port – Public

APPA Communications Award Winner: Event

OCTOBER 31, 2019



CLNP – Field Guide

APPA Communications Award: Handbook

OCTOBER 31, 2019



PORT50

APPA Communications Award: Overall Campaign

OCTOBER 31, 2019



Green Marine – GreenTech

OCTOBER 31, 2019



Present – 2019

1. Environment & Policy

• Green Marine – GreenTech (in Cleveland)

• Great Lakes Economic Forum

• Infrastructure Week

• AAPA Leadership & Support

2. Maritime & Logistics

• Logistics Conference & Outing

• The North Coast – Marketing Campaign w/LOGISTEC

• Great Lakes Forward – Podcast Series

• Video Series

OCTOBER 31, 2019



Great Lakes Economic Forum

OCTOBER 31, 2019



Infrastructure Week

Insert photos

OCTOBER 31, 2019



Logistics Conference & Golf Outing

Insert photos

OCTOBER 31, 2019



Logistics Conference & Golf Outing

Insert photos

OCTOBER 31, 2019



The North Coast

Paid Media

• AAPA

• AJOT

• American Shipper

• FreightWaves

• JOC

• IANA

Podcast Series

Video Series

Native: FB/Instagram/Twitter/LinkedIn

Impressions: 2+ million

OCTOBER 31, 2019



Great Lakes Forward

Podcast Series

OCTOBER 31, 2019



Great Lakes Forward

OCTOBER 31, 2019



Video Series – Flotsam Jetsam

OCTOBER 31, 2019



Video Series – Navigation Season

OCTOBER 31, 2019



Performance

OCTOBER 31, 2019



Social Media Growth

OCTOBER 31, 2019



Media Coverage
The Port has generated 500+ positive media stories since January 2018, including: 

• News 
Local/Regional/National:

• Politico 

• Cleveland.com

• Fox8

• Patch

• The Times Herald

• Crain’s Cleveland

• Freshwater

• Industry

• American Shipper

• FreightWaves

• JOC

• IANA

• AJOT 

• Boat Nerd

• Transport Topics

• Logistics Management

• Green Marine

• The Waterways Journal

• Marine Link

• The Maritime Executive

OCTOBER 31, 2019



Future – 2020 

Marketing & Public Affairs

• Strategic Vision: To share the story of innovation from the 

Port of Cleveland and how it impacts the global marketplace 

by empowering all modes of transportation; The North Coast

• Tactical Approach: Omnichannel Marketing w/focus on video 

and audio

• Goals: Deepen Engagement, Grow Share of Voice and 

Increase Customer Prospects

OCTOBER 31, 2019
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