INDIVIDUAL SUBMISSIONS ENTRY FORM |

(Please copy and complete this form for each entry)

Check only ONE entry classification below:

1. Advertisements - Single 8. Periodicals
2. Advertisements — Series X 9. Promotional/Advocacy Material
3. Annual Reports 10. Social/Web-Based Media
4. Audio-Only Presentations 11. Special Events
5. Directories/Handbooks _ 12. Videos _
6. Miscellaneous 13. Visual-Only Presentations
7. Overall Campaign 14. Websites
CATEGORY 1 O CATEGORY 2

Entry Title Clean Trucks Program Advertising Campaign

Port Name Port of Long Beach
Port Address 955 Harbor Plaza, Long Beach  CA 90802

Contact Name/Title Heather Morris Director of Communications and Community Relations
Telephone ___ 2625904122 Email Address _Morris@polb.com

Please indicate precisely how your port’s name should be listed on any award(s) it may win:
Name Port of Long Beach

Being as precise as posible, please attach a separate entry statement, in English, that:

¢ Defines the Communications Challenge or + Identifies Actions Taken and Communication
Opportunity Outputs
— Situation Analysis (assess all major internal and — Strategies (identify media choices, efc., that
external factors) require tactics to complete)
— Problem Statement (briefly describe in specific & — Tactics {specify actions used fo carry out
meastirable terms) strategies)
/ ~ Implementation Plan {include timefines, staffing
» Summarizes Planning and Programming and budget)
— Goals (summarize desired ouicome or end result) . .
—  Target Publics (be specific; list primary and  Summarizes Evaluation Methods and
secondary audiences if appropriate) Communications Outcomes
— Objectives (identify specific and measurable — Evaluation Methods (desqribe either formal
milestones needed to reach goal) surveys or anecdotal audience feedback used)

— Communications Outcomes (isofate PR impacts to
assess changed opinions, attitudes, behaviors)

NOTE: For a detailed presentation on strategic communications “Ingredients for Success,” go to
http://aapa.files.cms-plus.com/SeminarPresentations/2009Seminars/2009PublicRelations/Skeltis Kim. pdf
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The Green Port
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- LONG BEACH

The Green Part




- % A L St
= 2 il e ]
2 o ATe e it
[l e

53555 2hab Y 25451
e

i o
R
e e
BRI

o
Nora Sanchoy &
SWestSide fesideut ang tiwtticr of four

For the health of my
amily, the Port made
he air cleaner. Now

if they could just get my

kids to eat their veggies.

The Yot s @y neighor, so 'm Blad they're
enng on their promise ro improvs air quaiity,

11 juse over 2 year, they ve redyced truck-retated
Peliutian by neagly Bo—wkicl means we ean alt b
breathe casios “thars Wiy L suppott (he popt afl 4
Lomg Leach Clean Trucks Fragram :

Findaut mare at wav (1LB, fomiiClean Trcks

Our Clean Trucks Proqam means cleansr air LONG BEACH

e Girer P

3 S TRO0 e:PortorLong Bea o
3 2 A A
O o hard tode 10 PO )
DO QI 11 NEd
5 A oeCATIIDAIEL
AR FEDIODO OI1:0 at &2 7
AP 0 E O LUE -
5 etterqua 0 A0 LE0
5OT 3 =
ONE Beg
4 d:bétie ] pPOLLEd -
o AT en
DTODO 0 ate Provecd:alr:gqua DD
A ead
0 slatedpo ) Qiyeelis
& A
L A er.road EWE 2
o C o
A g 0 il 2
oad Nazardsand dela 3 =
() DS Wo 2 L ELCLAT ) 5 e 0




dea was dlStll].Ed mto a smlple taghne that
-carried through' the ampalgr; “Our Clean Trucks i i
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