INDIVIDUAL SUBMISSIONSENTRY FORM

(Please copy and complete this form for each entry)

Check only ONE entry classification below:

1. Advertisements — Single 8. Periodicals X
2. Advertisements — Seties 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. Overali Campaign 14. Websites
I CATEGORY 1 0 CATEGORY 2
Entry Title Re:Port Community Newsletter
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 562.590.4122 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 + |dentifies Actions Taken and Communication
Opportunity Outputs
— Situation Analysis (assess alf major internal and — Strategies (identify media choices, etc., that
external facfors) require tactics to complets)
- Problem Statement (briefly describe in specific & — Tactics (specify actions used fo carry out
measurable terms) strategies)
— Implementation Plan (include timelines, staffing
¢ Summarizes Planning and Programming and budget)
- Goals (summarize desired outcome or end resulf) . .
—  Target Publics (be specific; list primary and * Summarizes Evaluation Methods and
secondary audiences if appropriate) Communications Outcomes
— Objectives (Identn'y speciﬁc and measurable — Evaluation Methods (desc_‘ribe gither formal
milestones needed to reach goaD surveys or anecdotal audience feedback Used)

— Communications Outcomes (isofate PR impacts to
assess changed opinions, atlitudes, 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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-Among other news and 1nformat10n Re; Port
.dehvers updates to the community on the progress of
: the Creen Port Pohcy, which servesas a framework
. for environmentally friendly Port opetrations. One of
the pollcy s five guiding principles calls for the Port
" to“engage and educate the community about Port
operations and environmental prograrmis,” This Green
_ Port Policy guiding pr1nc1p1e was also adopted as part
of the Port s 2006. _2016 Strategrc Plan.™

Implementatlon and Budget

. Re Port is. wr1tten edlted desrgned 1r1—house by the

" Port’s Communications Division and distributed by .

. the U.S. Postal Service, Because the articles feature
everythmg from env1ronrnenta1 eﬂ“orts to securlty

Relatlons D1v1sron works closely w1th other Port d1vi-
‘sions to obtain the necessary background informa--

" tion: The Port of Long Beach’ uses’ outsrde consuitants S

- for photography

Re: Port takes about zoo hours of staff time per issue
tor produce ‘The: prmtlng cost is $30,000 for 209,000 -

~ copies; a 14 cerit: per-urut cost. Arunof 209 ooo coples
- is printed every three months. .

.' '_Results and Evaluatlon

""One of the key goals of the Port isto reach as w1de an:
_ audierice as poss1b1e with Re:Port. The publication. -

“is mailed to 209,000 homes, reaching the majority
“of the 500,000 residentsof Long Beach Cahforma s
'ﬁfth largest c1ty and S1gnal H111 -

' .'The Port was able to document readershrp levels and": e

comnumnity response to Re:Port through ascien-- -
tific study conducted by Encmltas based True N orth.




