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Port	of	New	Orleans	
Port	NOLA	Cruise	Brochure	–	Promotional/Advocacy	Materials	
	
Summary:	
A	four-page	full	color	brochure	promoting	Port	of	New	
Orleans	as	an	in-demand	homeport	that	offers	cruise	
passengers	convenience,	hospitality	and	two	vacations	
in	one	when	they	launch	their	cruise	experience	from	
New	Orleans,	one	of	America’s	most	unique	cities.	
	
1.	What	are/were	the	entry’s	specific	communications	
challenges	or	opportunities?	
Our	old	cruise	brochure	tried	too	hard	and	lost	focus.	It	
was	wordy,	used	too	many	photos	and	too	many	colors,	
all	distracting	from	our	core	message	and	our	Port	
NOLA	brand	standards.	More	importantly,	it	didn’t	
match	our	purposeful,	dynamic	new	direction	as	a	Port.	
	
2.	How	does	the	communication	used	in	this	entry	
complement	the	organization’s	overall	mission?	
Port	of	New	Orleans’	mission	is:	To	drive	regional	
economic	prosperity	by	maximizing	the	flow	of	
international	trade	and	commerce	as	a	modern	
gateway	and	an	in-demand	cruise	port.		
	
As	demand	for	cruises	from	Port	NOLA	increases,	our	cruise	line	partners	will	continue	to	deploy	newer	
and	larger	ships	to	New	Orleans,	and	new	cruise	lines	will	be	attracted	to	New	Orleans.	The	Port	NOLA	
cruise	industry	contributes	to	the	regional	tourism	and	hospitality	sector.	More	cruise	business	means	
more	jobs	and	revenues	for	Louisiana	families	and	businesses.	
	
3.	What	were	the	communications	planning	and	programming	components	used	for	this	entry?	
Goals:	
To	create	a	new	cruise	brochure	that	promotes	the	Port	of	New	Orleans	as	an	in-demand	cruise	
homeport	that	offers	cruise	passengers	convenience,	hospitality	and	two	vacations	in	one	when	they	
launch	their	cruise	experience	from	New	Orleans,	one	of	America’s	most	unique	cities.		
	
Objectives:	

• We	wanted	the	new	brochure	to	reflect	both	the	historic	New	Orleans	charm	and	Port	NOLA’s	
modern	and	dynamic	new	direction.	

• We	wanted	a	collateral	piece	that	could	be	emailed	or	distributed	as	hard	copies	at	events	that	
would	be	effective	for	all	our	cruise	audiences.	It	also	had	to	align	and	complement	our	modern	
branding	and	match	the	new	cruise	exhibition	booth.	

• It	had	to	sell	New	Orleans	as	a	destination	in	itself.	
• It	had	to	promote	Port	NOLA’s	convenient	location	and	proximity	to	the	city’s	attractions	and	

amenities.		
• It	had	to	list	all	our	itineraries	in	a	clear,	concise	and	useful	format.	

	



Primary	audiences:	Cruise	industry	decision-makers,	travel	agents,	influencers,	media	and	last	but	not	
least	passengers	
Secondary:	Media,	the	community	
	
4.	What	actions	were	taken	and	what	communication	outputs	were	employed	in	this	entry?	

• The	cover	literally	captures	two	vacations	in	one	with	iconic	images	of	New	Orleans	and	one	
larger	photo	of	friends	enjoying	the	beach	in	front	of	a	cruise	ship	in	the	Caribbean.		

• Page	two	is	dedicated	to	inviting	the	reader	to	imagine	unique	New	Orleans	experiences	such	as	
strolling	through	the	French	Quarter,	savoring	beignets	and	riding	a	street	car	past	Victorian	
mansions.	

• Page	three	is	dedicated	to	highlighting	the	convenience	of	sailing	from	Port	NOLA:	Southern	
hospitality,	proximity	to	attractions	and	amenities,	getting	to	and	from	the	Port	and	onsite	
parking.	

• Page	four	is	a	comprehensive	yet	concise	list	of	itineraries	and	the	cruise	lines	that	sail	from	
New	Orleans.		
	

Two	core	Communications	staffers	planned	and	executed	the	brochure	with	the	design	services	of	our	
designer	contractor.	
	
We	sourced	our	own	Port	NOLA	stock	imagery	as	well	as	iStock	images	to	compile	the	images	that	
represented	New	Orleans	as	a	family	friendly,	diverse,	unique	and	worldly	destination	in	itself.	We	also	
incorporated	powerful	stock	images	from	our	cruise	line	partners.	It	was	designed	to	be	printed	in	house	
as	needed.	
	
This	brochure	was	inspired	by	the	design	of	the	new	cruise	exhibition	booth	and	it	was	written,	designed	
and	printed	within	three	weeks,	just	in	time	to	be	unveiled	for	the	Seatrade	Global	International	trade	
show	in	Miami.	
	
5.	What	were	the	communications	outcomes	from	this	entry	and	what	evaluation	methods	were	used	
to	assess	them?	
There	was	overwhelmingly	positive	anecdotal	feedback	from	Port	staff	and	Seatrade	attendees	about	
the	new	cruise	marketing	collateral.	It	was	conveyed	to	us	that	the	new	brochure	highlighted	“2	
Vacations	in	1”	marketing	message	in	a	compelling	yet	clean	and	modern	way.	
	
The	new	brochure	meets	our	goals,	delivers	a	cohesive	and	exciting	marketing	message	and	transports	
attendees	to	this	great	city,	increasing	brand	awareness	for	the	Port	of	New	Orleans.	Seatrade	Cruise	
Global	is	the	largest	cruise	industry	gathering	in	the	world.	The	2019	event	was	the	largest	in	its	35-year	
history.	Over	13,000	professionals	came	together	to	innovate,	uncover	new	trends	and	secure	profitable	
partnerships.	
	
The	brochure	is	being	reprinted	for	continued	use	and	we	will	continue	to	use	the	imagery	and	verbiage	
from	this	brochure	in	other	cruise	talking	points.	
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