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Today:

1. Digital communication and marketing: Trends 
2022

2. Connection between a port and a sailor: In life and 
on-line

3. Communicate effectively: Digital tools to reach out
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Introduction:
• Communication and marketing

• Network of small ports in Latvia 
and Estonia

• Brand developing (since 2016)

• Local and international 
marketing activities

• www.eastbaltic.eu
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100% of employees are people. 
100% of customers are people. 
100% of investors are people. 
If you don't understand people, you don't 
understand business.

Simon Sinek

Let’s talk marketing!
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Marketing:
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Who?
Defining your 
target group

What?

Aim of 
communication

Your message / 
design / brand

How?

Communication 
channels

Feedback and 
interaction



Digital 
communication 2022 

The world in your pocket
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Our digital habits

Influenced a lot by the Covid-19 Pandemic 

• Increase of usage by 11% between 2019 and 2021

• Increase of time spent online – world average 145 min/day

• Increase of social media usage 
• We use social media for everything - 64% would check social media first!
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Quarantine impact

• Media uploads increased by a 
staggering 80%

• Minutes spent on video increased 
by 85%

• Live streaming – new and here to 
stay!
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The pandemic impacted the 
best times to post on social

• Not work related

• Work from home 
schedule

• Know your client 
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The pandemic impacted the most popular types of content.

• As boredom as a result of 
quarantining ensued, social 
media consumers wanted 
bright, playful, light-hearted 
content to cheer them up.

• 34% want content to cheer up

• People want real content 

12



Quarantine sped up influencer 
marketing's popularity

• The influencer 
marketing industry went 
from $1.7 billion in 2016 
to $9.7 billion in 2020 —
a staggering 470% 
increase — and is 
expected to jump to 
$13.8 billion in 2021.

• The power of mini-
influencer
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Social media users are craving authenticity now 
more than ever. So, the more your brand can lean 

into its own uniqueness, the better.
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The pandemic 
increased the 
need for 
community



Connection between a port and a 
sailor

In life and on-line
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Ports - Sailors

• Who is my client?

• Who is my potential client?

• What he needs to know?

• Why would he become my 
client?

• How I can reach him?



Who is my client?

Shift from “selling ice to a pinguin” towards

“making the life of a client better” 
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Know your client:

• Collect data on visitors

• Observe

• Speak and interact

• Share values

• Ask questions 

• Both online and face-to-face
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Establish 
relationship:

Know your network of small ports:

• Destination

• Neighbors 

• Home port

Make friends with sailing clubs 
and communities: they are your first 
ambassadors

Participate at events
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Part of Local Sailing Community



Build your 
brand:

• Identity

• - what do you offer and the others don’t?

• Image and social media presence

• - visual identity

• - trust

• - recommendations

• Your culture

• - values

• Employees

• Your story

What makes you different from others? 
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Communicate 
effectively
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Digital navigation success rules: 

• Regularity

• Interact – involve clients

• Short and clear message

• Call-to-Action – be straight in what to 
do!

• Send positive vibes - entertain

• Use links, don’t copy-paste

• One picture – a thousand words



Port’s Information on Search

Homepage Social Media

• Contacts

• Activities

• References

• Feedback and interaction

• Mainstream: all the info of 
www is available on social 
media
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Contact Depths

Services
Map of 
the port

Tourism 
offer



Post your 
information: 
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What? For whom? How?  – The more it is 
targeted the more useful it becomes.

The viewer is impatient. Can’t find what is 
needed in seconds, will google for new 
results. 

Think of your client’ needs!
Local and foreigners might be searching 

for different information!



Social Media 
profile

• Short and key-word 
description

• Contacts

• Natural visualisation

• Unique content, pleasant, 
correct language

• Support to your brand
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The goal of marketing is to start 
conversation and to build a 

relationship.
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Tips for better 
online presence: 

• Tell your story

• Post regularly

• Follow and comment 

• Post pictures, real pictures

• Ask your clients to post and check-in

• Share your values

• Ask how you can help?
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Let us keep in touch! 
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WEB-BASED 
CBSMALLPORTS PLATFORM

IMAGE MAP OF THE CB 
SAILING AREA

BROCHURE “SAILING 
ROUTES IN THE CB AREA”



CB845 CBSmallPorts
Energetic small ports in Central Baltic region

Thank you!

Julija.Jaunrodzina@rpr.gov.lv
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