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Port vision 2015

Stockholm is expanding and has the long-term aim and ambition 
of continuing to grow. In capital cities that are also port cities we 
see the same trend all over the world – central, attractive port 
land is needed for development to create new housing, business 
premises and commercial districts. 

Ports of Stockholm identified this development trend in the 
1990s and subsequently initiated a dialogue with leading politici-
ans and civil servants to establish the best way forward for the 
synergistic, integrated development of the city and the port. 

At the same time a major internal effort began, both to develop 
tangible solutions and proposals as to how the integration of the 
city and port could proceed physically and practically, as well as 
to develop an active communication plan to create a social in-
tegration by disseminate information and raise the awareness 
of politicians and the general public of the need for and value of 
port operations being locally available to a growing capital city.

This work became the ’Port vision 2015’ project.
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Fundamental principles of the communication initiative

Surveys demonstrate that the citizens of Stockholm want 
 Stockholm to remain a maritime city. 

Based on this information we established an objective of 
 ensuring that leading politicians and Stockholm’s residents 
should understand how important the port and shipping are to 
the growing Stockholm region. We drew up an action plan to 
achieve this objective and follow up activities to ensure that we 
are working in the right way.

Strategy

• Openness and accessibility

• Proud ambassadors 

• A long-term effort with the same message  
 carried by all channels
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Six categories of activities

Activities within six different categories were  
developed, each with the same aim of reaching the  
citizens of Stockholm and stakeholders, creating  
dialogue and disseminate information.

1. Collaborations

2. Digital presence

3. Exhibitions and events

4. Improving access to port areas

5. Environmental initiatives

6. Dialogue with stakeholders
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Many different target groups with different needs

External target groups…

… and internal target group – our employees

ferry operators, finance commissioner, public officers,  leisure sloop owners, employees, cruise lines, bulk carriers, freight  forwarders,  
vice mayor secretary, tenants, politicians,  stockholmers, tourists, passengers, taxi drivers, bus  drivers, customs officers, pilots, poli-
cemen, traffic planners, exploitation officers, truck drivers, cargo owners, container shipping companies, port builders, consultants.
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Social media supports our strategy

We want our communication to be proactive and transparent.

We can communicate and have a rewarding dialogue with our 
stakeholders in effective channels.

A large part of the Ports of Stockholm target groups are daily on 
various social media.

Strengthens the brand Ports of Stockholm.

Increases the knowledge of our business.

Creates an entrance to the website, which is Ports of 
 Stockholm’s external information hub.
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Information has become dialogue  
– in many channels
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Why successful?

We have dedicated internal resources working with the  channels.

They are an important part in the planning of communciation 
 activities.

Social media channels give us rapid feedback.
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Social media…

…changes attitudes…

“Intensive work on Strömkajen, including the paving of 
the  sidewalk at Strömma’s terminal. Please be patient  
– in June the new quay will be ready.”

Person 1: Why do you do this kind of work during the most 
 active season on the quay (spring/summer ought to be most 
 active, with regards to both boats and strolling people)?

Ports of Stockholm: Work has been going on for four years 
during September-May, except last summer when we were 
 working with Waxholmsbolaget’s building indoors during the 
summer. So you are absolutely right, most of the work has been 
done in the more quiet periods. Now we´re only finishing the final 
work before the real peak season begins this summer. We do 
our very best to finish up quickly!

Person 2: I remember spontslaget in spring 2010! Feels like 
 yesterday and now the quay is almost finished! Good work.
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Social media…

…combines our main message with 
 everyday operations…

”Eight cruise ships are visiting us today. That’s, in a low 
 estimate, means SEK 15 millions in tourist revenues for 
Stockholm. In a single day!”
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…creates dialogue…
Mattias Rust – Maritime Officer at WWF Sweden.

Social media…
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…gets others to talk about us…

“Cruise ship jam in the Port of Stockholm.”

“I love that the cruise ships go all the way into town. 
Stockholm should be a vivid port.”

Social media…
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…get others to help us…

”If we are to have public transportation on water,  
we can’t eliminate our quays.”

Politician Yvonne Ruwaida tweeting from a meeting with  
Ports of Stockholm.

Social media…
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”It is with great satisfaction we can  conclude that no  
accident occurred during the first 100 working days.” 

Karl Lagerlöf, Senior Project Manager in development project 
Värtahamnen.

Straight from Twitter to the main newspaper
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Moore vessels…

And we get to talk about what we do…
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…what’s in the container?…
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…our development projects…
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…the inauguration of new key  
infrastructure…
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…a visit by the King
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A brand new vessel in town
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Channels used by Ports of Stockholm

Websites
• In Swedish and English

• External information hub

• Responsive

• Social media channels integrated
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Facebook

Primary target groups:

The general public – the Stockholmers – and employees.
Updated by several different editors.
The page was started in June 2011.

• What’s new

• The port’s development projects

• Links to articles from the port’s magazine

• Photos from the daily operations

• The port’s history

• Vacancies

• About the port’s customers

• Crisis communications

Twitter

Primary target groups:

Journalists, industry professionals and politicians
The account was started in November 2011

• What’s new

• The port’s development projects

• Vacancies

• About the port’s customers

• Crisis communications
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Instagram

Primary target groups:

Young people (who no longer are interested in Facebook),  
persons interested in the maritime Stockholm.
The account was started in september 2013.

• Beautiful photos of maritime Stockholm

• The port´s development projects
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Linkedin

Primary target groups:

Potential employees, especially engineers.
The account was started in August 2014.

• Vacancies

• Important news and happenings, especially about the port’s  
 development projects

• What it is like to work at the port
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YouTube

All films the port publishes are uploaded on Youtube.  
The films are embedded on the appropriate page on the 
Ports of  Stockholm’s websites. At the same time they are  
searchable for anyone on the internet.

Flickr

Ports of Stockholm’s external image bank. 
Press photos and other images that can be used freely 
are uploaded here.
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The CruiseSthlm App

Primary target groups:

People who work in connection to the cruise ship industry  
– taxi and bus drivers, agents, restaurants ... As well as cruise 
enthusiasts and people living nearby.
Launched in 2011.
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