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LOGISTEC



6 () terminals
34 ports

o An unparalleled
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31 million

tons handled

LOGISTEC




Our people are our most

precious asset. No investment in our
future has more impact than

our investments in our talent.

MADELEINE PAQUIN
PRESIDENT AND CEO, LOGISTEC



To be the best, we need to attract the
best talents. And to ensure that these
people give the best of themselves,
we've got to provide them with a
fantastic corporate culture.

MADELEINE PAQUIN
PRESIDENT AND CEO, LOGISTEC






LOGISTEC is the story

of our people. It is the story
of their passion, ingenuity
and creativity, which
contributed to some of the
most innovative projects!

MADELEINE PAQUIN
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Our
Purpose

We pride ourselves on building and sharing our
expertise in order to contribute to the success of
our customers and our communities. Our people
are dedicated to finding solutions that support
reliable supply chains and protect our
environmental and water resources.



Our Values

GOING BEYOND

Continuously push
boundaries and
challenge the status
quo

63

RELIABILITY

Operational
excellence and
continuous learning

17{?/%

9

SUSTAINABILITY

Committed to long-
term sustainable
growth and acting
with integrity

IMAGINATION

Imaginative thinking
and unique solutions

LOGISTEC






The O embodies the core
value of our company;

that together
we are stronger.




ORANGE

represents our
marine services.



GREEN

illustrates our
environmental services.



BLUE

represents water
which links this unique
combination of services.




The O also represents our
people, our most valuable

resource, and the driving
force behind LOGISTEC.
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Our passion for continuously
expanding our know-how enables
us to take an imaginative approach
to everything we do.

THE LOGISTEC FAMILY



LOGISTEC is the story

of our people. It is the story
of their passion, ingenuity
and creativity, which
contributed to some of the
most innovative projects!

MADELEINE PAQUIN
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BRAND EVOLUTION

AAPA | OCTOBER 28, 2019

MONIKA COTE

Manager, Corporate Communications

PRINCE
‘\\( RUPERT
=N Port Authority

CANADA’S LEADING EDGE



WHO ARE WE?
Storytelling through brand development

1
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BRAND REFRESH: WHY NOW?

« Our organization is in a time of change and evolution

» Change provides an opportunity to refresh our brand objectives
and our image — and more

« Abrand 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




2 MULTIPLE STAKEHOLDERS
Understanding our audiences



Terminal Partners
Operators Proponents
Marine Inter-modal Service Industry Media
Carriers Shippers Providers
o—o o—0 o—e @] *o—o ® -0 *—0—0—
First Community PRPA Neighbouring Local
Nations Residents Employees Communities Media
Harbour Users
Government Harbour Users

Municipal, Provincial, Federal

Community Organizations -



STAKEHOLDER
ENGAGEMENT PLAN 2019

SERVICE PROVIDERS

RUPERTPORT.COM

PRINCE

&\\( RUPERT

CANADA'S LEADING £0GE

STAEHOLDER ©

M
SERVICE PROVIDERS.

3.0 KEY CHALLENGES

e

v |
+3yeors.

Again, this 15 high-level -

KEY CHALLENGES

Adcitional service provider Capabifties to enable growth

or
providers to create an increased competitive service to our port.

current service providers.

4.0 TARGET MARKET

41 PERSONAS

e

Theyare

Qroup. Higher educat

42 REL

Try to think of por
akuste us.

As the expert on this stakeholder Group. try to define up to fve yardsticks that this
to messure us.

STAKEHOLDE

‘SERVICE PROVIOERS.

12 STAKEHOLDER IMPACT

0n a scate of 110, this stakeholder's

our 5 t roes a lot on this

13 TO INFLUENCE DER

On a scale of 1-10, describe our abiity to influence this stakeholder's rating of PRPA.

he number opi
of us, where
this group.

12545@759»

Due this group, though our the
aroup. for others cur actions wil not have much influence at af,

2.0 KEY OPPORTUNITIES

Mre,

areas. e i the next 1-3 years.

KEY OPPORTUNITIES

termat there arent
mixed mes1ages and confusion for 3l parties.

Communicate the vision for our port. In particular our [3nd-use plan, to understand how
their & port

Investment
providers’ capabiities

and not just
when there s an Issue.



3 BRAND BLUEPRINT
Anchoring our vision, mission, and values



16 | THE BRAND Brand position Brand position THEBRAND | 17

OUR BRAND POSITION PRINCE RUPERT PORT AUTHORITY IS

Prince Rupert Port Authority stands for much more than the '
collection of physical attributes that make Prince Rupert an

attractive port of call for shippers.

Those advantages have been largely in place for over a century.

What makes us unique is the activation of those advantages

through innovation that adds real value for our customers and

partners. That competitive advantage catalyzes growth in

Canadian trade. E D G E §
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BRAND IDENTITY
Not just a new look, but a shared purpose

A



BUILD ABETTER CANADA THROUGH GROWING TRADE
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WE ARE HONOURED TO BE VOTED AS PRINCE RUPERT'S TOP EMPLOYER!

This wouldn't be possible without our staff. Our people have propelled us to this achievement P R I N c E
and we are grateful for theirinnovation and commitment to building a better Canada through

growing trade. RUPERT

Thank you to our employees and The Northern View readers for this recognition. =N Port AUthOfitl_-J

CANADA’'S LEADING EDGE
RUPERTPORT.COM




PRINCE
| RUPERT
RN Port Authority

CANADA’S LEADING EDGE

MONIKA COTE

Manager, Corporate Communications
mcote @rupertport.com
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‘ Jenifer Barsell

DIRECTOR, MARKETING & COMMUNICATIONS

Port of San Diego
San Diego, CA, USA

www.aapa-ports.org



~o= PORTof
é SAN DlEgo

Waterfront of Opportunity

Port of San
Diego Rebrand

Jenifer Barsell
Director, Marketing & Communications

AAPA Communications and Marketing Seminar
October 28, 2019




* Background

* Objectives

* Development process

* Port of San Diego brand

 Launch




Background

* Why rebranding
the Port of San
Diego was
Important

« State of the brand
prior to launch

* Board approval

PORTos
-——
¢ SAN DIEGO




Objectives

T « Awareness and
- EEEEEEEY education
B e . Reputation
5 I management

Support business lines
to drive revenue



Brand Development Process




The Story Within Our Mark



Brand Foundation
& Brand Guidelines

Brand Promise
Personality Type Brand Foundation
Key Messaging
Brand Beliefs =

Master and Sub-Brand
ldentities

PORTof
SAN DIEGO




A branded system meets diverse needs

PORTof ; PORTof ; PORTos

——
/
=" SAN DIEGO SAN DIEGO SAN DIEGO
9  Maritime 9 Waterfront < public Safety
Development
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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

'—
= BQRTy,
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= FQRTot

, Waterfront of Opportunity

Thank you.

Jenifer Barsell
Director, Marketing & Communications
jbarsell@portofsandiego.org
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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: 9to 1 ROI

~—= PORTof
-——
4 SAN DIEGO

70
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Port of Hueneme
Port Huenme, CA, USA

www.aapa-ports.org




The Port

Oxnard Harbor District
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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.



2013 Introduced strategic marketing plan and
new branding Initiatives to pave way for global
brand recognition.

= EARLY PR - 1972 Tuesday, June 27. 1972
NEW IDENTITY

S

4"/

The Port

Oxnard Harbor District

——dedicados a la—

COMUNIDAD
The Port
—— committed to —

We Make Cargo Move CO M M U N ITY




MARKETING

23 YouTube

Dalphins Feeding at the Port of Hueneme!

12
School years g, S
XN, ¢ rou, .
ardsp #sierralingg #%X;:U:Sshme a
rasp

of the

FOLLOWER
GROWTH sINCE 2017

@ Instagram — 686% @ il
m LinkedIn — 309% (3 p
K] Facebook — 138% |

Y Twitter — 105%



SHOWCASING OUR STRENGHS







CARRYING THE BRAND

ADAPTABILITY OF THE MESSAGE

Government Relations

Business Community

Environmental Community §
 Educational Outreach

Diversity Outreach



MEANINGFUL MERCH
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FUTURE of Port + Community 4 The Port

2019 Farg IIEWSLEI’TER




OF HUeneme

Follow us on soclal media

W (0)Q

and find us at portofh.org!




Case Studies on
Corporate Branding

IRS

VICE-PRESIDENT EXTERNAL AFFAI

S810'syi0d-edee"mmm

A\ =\v,"4



FUKI OW

CLEVELAND

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

e 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




America’s Heartland

APPA Communications Award Winner: Video

OCTOBER 31, 2019




Rock the Port — Public

. A
FVYKI OCTOBER 31, 2019
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2019

OCTOBER 31

Event
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COLORING K

0xPORTed to the WORLD

imPORTant for CLE
HAPPY BIRTHDAY
PORT OF CLEVELAND!

Rock the Port —

APPA Communica




CLNP - Field Guide

APPA Communications Award: Handbook

CLEVELAND

* 8
Official Explorer’s

FIELD GUIDE

THE CLEVELAND LAKEFRONT NATURE PRESERVE

OCTOBER 31, 2019




PORTS0

APPA Communications Award: Overall Campaign

imPORTant for CLE
exPORTed to the WORLD

JOBS

CONNECTED TO
PORT OPERATIONS

PORT OF CLEVELAND
CELEBRATES
50 YEARS OF [ COUNTRIES
BUILDINGT URE CONTINENTS

CARGO HANDLING TO/FROM

. CARGO HANDLING TO/FROM :

rexi be :
5 CONTINENTS

1100 WEST NINTH STREET #300 | CLEVELAND, OHIO 44115 | 216.241.8004 | PORTOFCLEVELAND.COM

OCTOBER 31, 2019




Green Marine — GreenTech

- Save the Date -

GREENTECH 2019 |
T ———

DISRUPT

orbe
DISRUPTED

FIVE TRENDS IN MARITIME INNOVATION

#3 ARTIFICIAL INTELLIGENCE

CLEVELAND, OHIO

FVKI

CLEVELAND

Se

HOSTED BY A GREEN PORT ON A BLUE LAKE

PORTOFCLEVELAND.COM

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

OCTOBER 31, 2019




Logistics Conference & Golf Outing

NORTHEAST OHIO

LOGISTICS
CONFERENCE

GOLF OUTING

rerxi LOGISTEC

CLEVELAND

OCTOBER 31, 2019




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

ALL-WATER SEAWAY =
TOS N
AMERICA’S HEARTLAND

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

23,924

23,705 23,755 23,779 23826 23 8B5S E

OCTOBER 31, 2019




Media Coverage

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

* News * |ANA
Local/Regional/National: AJOT

Politico Boat Nerd
Cleveland.com Transport Topics

Fox8 Logistics Management
Patch Green Marine

The Times Herald The Waterways Journal
Crain’s Cleveland Marine Link
Freshwater The Maritime Executive
* Industry
» American Shipper
FreightWaves
JOC

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




The Port of Cleveland is the only local government
agency whose sole mission is to spur job creation
and economic vitality in Cuyahoga County.

The Port is an economic engine for our community.
a key to Northeast Ohio’s global competitiveness. and a

crucial partner in building Cuyahoga County’s future.

Ei facebook.com/ThePortofCleveland

PORT OF CLEVELAND

¥ twitter.com/portofcleveland

portofcleveland

, ' . www.portofcleveland.com




