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A Fresh New Look

Clean, strong, easily 
reproduced 

Clearly identifies itself as a 
port

Reflects 2nd century of the 
Port

Successfully introduced by ED 
during Employee Assembly

$71,000 (with Style Guide) 
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Making Connections

Where are we connecting with our communities?

How are we connecting with our communities?

What do we want the public to know?

How are we telling them?



COMMUNITY ENGAGEMENT

Objectives

• Re-introducing the public to Harbor Community and POLA waterfront

• Demonstrating the value of Port Industry and the Harbor Department

• Creating “Win-Win-Wins”



Happy Harbor Halloween

500 anticipated

2,000 attended

Radio Disney promotion 
attracted out-of-area 
families

$4,200 out-of-pocket 



Cars & Stripes Forever!

7,000 in 2009(10,000+ in 2010)

Significant business driver for 
downtown San Pedro

$20,000 (event and ad costs)

$11,500 in food/drink sales to 
benefit local non-profits



11th Annual Lobster Festival

Largest event of its kind

40,000 guests annually

Strong regional awareness

$50,000 title sponsorship + 
$55,000 “in kind” support

309 local temp jobs

$29,000 in charity proceeds



Hitting the Road!



The TransPORTer

Debuted in 2008

Bring the Port to the People

Less $ and more impressions per 
outing (approx. $1,000 cost to 
reach 700-1800/day)

2010 Special appearances State 
Capitol & Port Hueneme 
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Outreach Trends

 Budget cut-backs 

severely impacted 

school boat tours.

 Speaker’s Bureau 

requests were 

more specialized.

 TransPORTer

launched at the 

right time for us.







Electronic & Social Media



Electronic & Social Media
10-year waterfront planning 
process

Electronic Newsletter boosted 
our reach and helped engage 
the broader community

Rich photography and video 
segments

“Constant Contact” delivery





The Supply Chain Game



Career Paths & Pay

Blue Container:

Warehouse/Logistics

Red Container:

Typical Railroad/Logistics



POLA Jobs









Jobs, Jobs, Jobs…



“We’re Putting                    
LA to Work!”
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Image Advertising



 Highest regional sports radio audience

 Blue collar to CEO listeners

 A distinctly “Los Angeles” Brand

Image Advertising
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Thank You!


