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Introduction and
The background of foreign
visitors in Tallinn




Introduction

= At the request of the City Tourist Office & Convention Bureau of the Tallinn City Enterprise Department, a Survey of Foreign Visitors in Tallinn has been conducted
under a common methodology since 2002. The data are collected from the foreign visitor leaving the country throughout the reference year at the land border
crossing points, at the Port of Tallinn, at the Tallinn Airport and at the Tallinn Bus Station.

= The main purpose of the survey is to gather detailed information about the foreign visitors of Tallinn, their purpose of travel, assessments and expenses
incurred during the trip. The result of the survey will indicate:

= from which country and for how long a time have foreign visitors arrived in Tallinn;
= what is the purpose of visiting Tallinn and what motivated foreign visitors to choose Tallinn as the destination of their trip;
= which services targeted to foreigners are used by the visitors of the city and how they evaluate the quality of the services;

= how much and for what do foreign visitors spend money and how the price/quality ratio of products/services is assessed.

= Allin all, the results of the survey will be used as an input for the assessment of the competitiveness of Tallinn as a tourist city and for the planning of development
activities, with the aim of increasing tourism income of Tallinn and making Tallinn even more attractive and tourism-friendly.

= |n this report, the results of the survey are presented as weighted by the proportion of the population (see weighting methodology in the Annexes at the end of the
report). The results for 2018 are presented with existing reference data from the results of the year 2014.

= This report describes the foreign visitors of Tallinn as a whole, summaries of cruise passengers and foreign visitors from Finland, Russia, Latvia, Germany and Great
Britain are presented as separate reports.
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Summary
Foreign visitors to Tallinn in 2018

In 2018, a total of 3.93 million foreign visitors (including cruise passengers) visited Tallinn.
= Compared to 2014, the number of foreign visitors to Tallinn together with cruise passengers has increased significantly - from 3.5 million to — 3.9 million.
= The number of foreign visitors staying overnight in Tallinn and the share of cruise passengers have increased significantly.

Not counting cruise passengers, in 2018, 3.29 million foreign visitors visited Tallinn, which is the highest result in the last two decades (3.03 million in 2014, 2.28
million in 2011, 2.58 million in 2008, 2.68 million in 2005).

Compared to the year 2014, the share of foreign visitors from Finland and Russia, the priority markets for Tallinn, fell significantly. However, it is compensated
by rapid growth of foreign visitors from from other countries (29% in 2018 and 19% in 2014) (not from the countries that are currently the priority countries of origin for
Tallinn).

Half of the foreign visitors to Tallinn are Finns, but compared to 2014 their interest in Tallinn has somewhat decreased (57%—50%). Apparently, the alignment of
general price level of Estonia with other European countries which no longer motivates so many Finns to come to Tallinn for a cheap shopping trip is playing a role here.
The favorable offers from low-cost airlines operating in Finland to other destinations may also be behind the decline in interest. Earlier, foreign visitors form Russia used
to make up a significant share of tourists of Tallinn, but now their share has decreased twice (6% in 2018 and 12% in 2014). On the positive side, however, the growth of
overnight stays can be seen in the case of travelers from Russia - those who come prefer to stay longer in Tallinn.

Compared to the year 2014, there have been no significant changes in the proportions of one-day visitors and foreign visitors staying overnight in Tallinn. The share of
overnight visitors has increased especially for visitors from Sweden, Great Britain and Russia. For foreign visitors from other countries (currently non-priority countries of
origin for Tallinn), the share of one-day visitors has increased significantly (39% in 2018 and 25% in 2014).

There have been no major changes in the socio-demographic profile of foreign visitors to Tallinn over the last three years. The women-men ratio among tourists is still 50-
50, and there are tourists from all age groups. At the same time, the proportion of people aged 25-34 has increased somewhat (17% in 2014— 24% in 2018). Nearly six
out of ten foreign visitors (57%) travel with their partner/spouse or other adults. At the same time, travel with other adults has somewhat decreased (31% in 2014 — 23%
2018) and travels with a tourist group or a group of friends have increased (3% in 2014 — 11% 2018). In the last three to four years, the share of office workers and
specialists has also increased somewhat (18% in 2014 — 25% 2018).

For 30% of all visitors, it was the first time to visit Tallinn, and 70% have already visited Tallinn before.

The low season of tourism (1st quarter and 4th quarter) accounted for 41% of all foreign visitors and the high season (2nd quarter and 3rd quarter) accounted for 59%
of all foreign visitors to Tallinn.
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Country of origin of the foreign visitors to Tallinn

% of Tallinn foreign visitors, n=1461

44. Please, state your country of residence.

I
Finland 355 57%
50%
TN
Russia 200 12%

13%
r:
Germany 205 3%

4%

4%
Latvia 150 3%
3%

' 3%
the United Kingdom 182 2%
4%
2%
Sweden 126 3%
5%

1%
Norway 100 N 1%
2%

29% m2018
Other* 143 19% / m2014

19% 2011

IKANTAR EMOR © Emor AS

The following countries of residence were

listed under "Other country":

United Arab Emirates (1)

Australia (9)
Australia (9)
Belgium (1)

Bosnia and Herzegovina (1)

Brazil (5)
Ecuador (1)
Philippines (1)
China (7)
Spain (7)
Hong Kong (2)
Ireland (2)
India (4)

Israel (2)

Italy (6)

Japan (8)
Canada (5)
Lithuania (4)
Korea, South (1)
Morocco (1)
Moldavia (1)
Nepal (1)

Pakistan (1)
Poland (2)
Portugal (3)
France (8)
Saudi Arabia (1)
Singapore (3)
Sri Lanka (1)
Switzerland (3)
Denmark (3)
Thailand (2)
Taiwan (1)
Czech Republic (3)
Ukraine (15)
USA (11)
Belarus (7)
Vietnam (1)
New Zealand (1)




Foreign visitors to Tallinn staying overnight vs. single day visitors 2008-2018

% of Tallinn foreign visitors, n=1461

Stayed night(s) in Tallinn, One day visitors,
n=1067 n=394
I I
I /2% I 23%

Finland

Sweden

Germany

84%
—re, 1!

Russia H
84%
I
Latvia [0% m 2018
m2014
2011
Other 2008
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The socio-demographic profile of foreign visitors to Tallinn

% of Tallinn foreign visitors, n=1461

GENDER PURPOSE OF THE TRIP
Male 697 T — 46% A holiday lasting several days 614 _ 36%
Female 764 M — 54% A day trip for pleasure 365 - 38%/1

AGE Visiting friends and relatives 261 ' 13%f

18-24 years 181 . 13% A shopping trip and / or purchase of services 189 r 19%f

25-34 years 366 M= 24% Conference/seminar/training/trade fair 84 [ 3%

35-44 years 273 M-, 16% Business trip 212 [l 11%

45-54 years 257 -, 7% Incentive 6 | 1%

55-64 years 20g M. Lo% Visiting the cultural, sports or other event in Tallinn 83 | 6%

65 years or older 176 M= 1o Tallinn is a part of a tour/cruise 113 Hl 8%

WHO ARE YOU TRAVELING WITH Other 8 1 0%

0,
Alone 517 = 30%
0,
With a partner/spouse 527 _cy.37/0 One purpose 1071 I /1%
With other adults 305 e A Multiple purposes 390 NN 29%

. . 8%
With children (up to 18 years) 102 B L1 HAVE YOU VISITED TALLINN BEFORE THIS TRIP
With a tourism group or a group of friends 119 = V No 506 N 30%

STATUS . | have visited 955 IEEEEEE— 70
Entrepreneur, freelancer, farmer 134 ., 7

PURPOSE OF THE TRIP

0,
Top executive, top specialist, top official 245 -, 13%
0,
Office worker, specialist 383 I 25 /"f
0
Skilled worker 215 W 1%

0,
Other employee 80 6%
0,
Pensioner 195 - 16%

191 1%

At home m2018
Student 176 HE_11% m 2014
2011

0
Unemployed 141 2%
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2
Incentives to visit Tallinn




Summary (1)
Incentives to visit Tallinn

= Nearly a third of all the foreign visitors to Tallinn (30%) visited Tallinn for the first time. 70% of visitors to Tallinn are repeat visitors, for whom the capital of
Estonia is mostly a frequent travel destination, 73% of them have visited Tallinn in the last 12 months.

= The main reason to choose Tallinn as a travel destination is easy access to Tallinn — this was mostly pointed out by our close neighbors, the Finns.

= In most cases, the purpose of the trip to Tallinn is to have a holiday, either a one-day (38%) or a multi-day holiday (36%), this is also the main reason for taking
the trip. Compared to 2014 the share of one-day trips as the purpose of travel has increased significantly (25% — 38%). Trips made for the purposes of
shopping and/or for consumption of services have also increased (12% — 19%), although total expenditure is lower than in previous years. Shopping trips
were mostly cited by foreign tourists from Finland.

= For those who had several purposes when traveling to Tallinn, the most common combination was shopping and resting.

= The most important influence on the decision to travel to Tallinn is an earlier visit to Tallinn (34% - "influenced significantly"). In general ("influenced
significantly” + "rather influenced"), the following factors influencing the decision were highlighted: restaurants/cafes in Tallinn (food experiences) (59%) and a
favorable travel offer (57%).

= According to those who traveled to Tallinn for holiday purposes were mostly influenced by the opportunity to visit restaurants and cafes of Tallinn (64%) and a
favorable travel offer (63%). Recommendations from friends/acquaintances (51%), heritage of different eras (43%), new travel destination (42%) and Tallinn Old
Town (37%), which is a UNESCO World Heritage Site, also played a role, as did to a minor extent a recommendation of a travel agency (13%).

= As expected, for those who visited Tallinn for work purposes were more than average influenced than by earlier business trips, conferences or prize trips to Tallinn
(50%). It can be assumed that this group includes business travelers who have closer business relations with Estonia.

IKANTAR EMOR © Emor AS



Summary (2)
Incentives to visit Tallinn

= For foreign visitors from different countries, different motivators to visit Tallinn could be observed, for example:

= |n case of Finland the following were the higher than average influencing factors: previous visit to Tallinn (78%), restaurants/cafes (food experiences) of
Tallinn (67%), a favorable travel offer (64%), high-quality wellness services (hairdresser, spa, dentist, etc.) (30%), an earlier business trip, conference or prize trip to
Tallinn (21%).

= |n case of Sweden: high-quality wellness services (visit to a hairdresser, spa, dentist, etc.) (41%).

= |n case of Great Britain recommendation of friends/acquaintances (64%), new travel destination (64%).

= |n case of Germany: a new destination (58%).

= |n case of Russia: the cultural heritage of different eras (67%), the Old Town (57%) that is on the UNESCO World Heritage List, activities/events in Tallinn (e.qg.,
EV100 events, watching sports events, visiting fairs, etc.) (29%).

= |n case of Latvia: a previous trip, conference or prize trip to Tallinn (39%).

= Travelers visiting Tallinn for the first time acknowledged that their travel decision was influenced by the following factors: a new travel destination (86%), a
recommendation from friends/acquaintances (56%), cultural heritage of different eras (54%), the Old Town (48%) that is on the UNESCO World Heritage List,
recommendation of a travel agency (including online) (16%), recommendation of Lonely Planet (13%).
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Tallinn as a travel destination
% of Tallinn foreign visitors, n=1461
% of the corresponding target group

2. How many times have you visited Tallinn before this trip?

% of Tallinn foreign visitors, n=1461

None  n=506 - 30%
12 n=226 - 12%
35  n=185 - 11%

6-. n:108. 8%

10 or more

3. When was the last time you visited Tallinn?
% of those, who have visited Tallinn before, n=955

In the last 12 months

n=125 - 13%
n=164 - 14%

13-24 months ago

More than 24 months ago

IKANTAR EMOR

4. Why did you choose Tallinn as your destination?
% of Tallinn foreign visitors, n=1461

in close proximity, convenient and quick access

I like this city: good food, good people, a good place to be in every way
a visit to friends, relatives, acquaintances

business trip/running errands

a new destination, | wanted to visit Tallinn

an interesting city, | am interested in the city or the country

cheap food, alcohol, services, shopping

Old Town, historic city

excursion, part of tour/transit

a good offer, favorable offer, cheap flight

Beautiful city

on someone's recommendation: friend, spouse

(sports) event

did not choose by myself, the trip was given as a gift, a friend invited me
Christmas market

Do not know

Other

=200 [ -5
n=218 || 14
n=246 || GGl 3%
n=239 [ 11
n=167 || o
n=112 | 8%

n=70 || 8%
n=103 ||l 7%

n=08 [ 7

n=59 [ 5%

n=58 [l 4%

n=55 [l 3%

n=41 [l 3%

n=23 [l 2%

n=28 [l 2%

n=20 [l 2%

n=15 | 1%
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12



Purpose of the trip to Tallinn

% of Tallinn foreign visitors, n=1461

5. Which of the following responses best describes the purpose of your trip? 5a. Which of these was the most important/main purpose?
Multiple answers possible The most important/main purpose of all respondents, single answer

X §

A day trip for pleasure

w
3
Y\‘

25%
. . 36%
A shopping trip and / or purchase of services
Visiting friends and relatives
Business trip
Tallinn is a part of a tour/cruise * -
Visiting the cultural, sports or other event in Tallinn = A holiday lasting several days
= A day trip for pleasure
. - . % isiti i i
Conference/seminar/training/trade fair ' f ’ = Visiting f_nend_s and relatives :
2% A shopping trip and / or purchase of services
0 = Conference/seminar/training/trade fair
. 1% . .
Incentive 1% m2018 = Business trip
22014 = [ncentive
0% = Visiting the cultural, sports or other event in Tallinn
Other I .
B 2% = Tallinn is a part of a tour/cruise

= 70% of respondents had one main purpose for their trip to Tallinn, 30% named several purposes.

* Was not included in 2014 survey.
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Factors influencing the decision to travel to Tallinn

% of Tallinn foreign visitors, n=1461

9. What influenced your decision to visit Tallinn? Including the importance assigned to the influencer

An earlier visit to Tallinn

Good travel offer

Friends/acquaintances recommended it

New travel destination

Tallinn’s restaurants/cafés

The UNESCO World Heritage-listed Old Town
Cultural heritage from different eras

Good wellness services

Earlier business trip, conference or incentive to Tallinn
Events in Tallinn

Active holiday opportunities

The travel agency recommended it

Lonely Planet recommended it

m Significantly

34

® Somewhat

N
N

m Not really

~

m Not at all

w
s

m Can't say

[N)
\I
w
(@]
'—\
S
)
o
w

N
~

N
N

[EEN
D

w
S

N

N
(o3}
=
o
(o]
a1
N
SN

=
(@)

N
IS

H
w
'—\
S

w
(31

[N
o

'—\
a

o1
~

I
©

N
S

w

©
=
o
[EnY
[N
(©2}
N
©
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=
N

[SEN
(6]

(o2}
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~
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(o)
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o
X
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(o]

8

10%
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40%

72

50%

(©2}
©

60%

70%

80%

90%

14

©

100%
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Overnight stays and
accommodations for foreign
visitors in Tallinn




Summary
Overnight stays and accommodations for foreign visitors in Tallinn

Seven out of ten foreign visitors to Tallinn (72%) stay at least one night away from home, 59% of all foreign visitors stay in Tallinn.

An average of 2.7 nights is spent in Tallinn, which is somewhat more than in 2014 (2.3), but does not reach the level of ten years ago, when an average of 3.2
nights were spent in Tallinn. The visitors who come to Tallinn for family events (e.g., anniversary, wedding, etc.) or visit friends and relatives, stay in Tallinn the
longest, they will spend three or four nights in Tallinn. Business trips also last longer than average ca three nights, and the holiday trip lasts ca 2.5 nights.

More often than average, the foreign visitors staying overnight in Tallinn are somewhat more distant guests from Sweden, Norway, Great Britain, Germany,
Russia, as well as foreign visitors from Latvia. Although there are people of all ages and statuses among people staying overnight in Tallinn, more than the average
of them account for 35-44 year-olds, senior managers, leading specialists and office employees.

More often than the average, the purpose of the trips with overnight stays in Tallinn is a holiday lasting for several days (55%), visiting friends and relatives
(19%), business trips (13%) and attending a conference/seminar or similar event (5%).

At least eight out of ten foreign visitors (83%) staying overnight in Tallinn stay at a paid accommodation establishment in Tallinn; usually they stay at a
hotel (63%). Compared to 2014, the share of overnight stays in a hotel has decreased by 72% — 63%. The decline is probably due to Airbnb, a world-renowned
environment for guest apartments, offering alternative accommodations to hotels. Similar to 2014, the number of visitors from Finland staying overnight in hotels is
higher than average (72%). One-third of visitors staying overnight in hotels and other accommodation establishments booked accommodations online and 74%
used Booking.com for booking. 23% of the visitors staying overnight at the hotel used the services of a travel agent/tour operator for booking.

The share of those staying in guest apartments was 7% in 2018, it has not been studied before. More often than the other, guest apartments were used by
visitors from Germany and other countries (currently non-priority markets for Tallinn). Two-thirds (65%) of those who stayed in guest apartments booked their
accommodation via the Internet, mostly via Airbnb (62%) and Booking.com (32%).

15% of the visitors staying overnight in Tallinn stay with acquaintances / relatives, from all the visitors who stayed in Tallinn, this opportunity is used more
than average by foreign visitors from Latvia.
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Staying overnight in Tallinn

% of Tallinn foreign visitors

1. Do you spend at least one night away from your home?
6. How many nights did you spend in Tallinn during your trip?

2018

2.7 NIGHTS

IN AVERAGE
IN TALLINN

2014

2.3 NIGHTS

IN AVERAGE
IN TALLINN

IKANTAR EMOR

2011

2.9 NIGHTS
IN AVERAGE
IN TALLINN

© Emor AS

2008

3.2 NIGHTS

IN AVERAGE
IN TALLINN
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Duration of visit on different types of trips

% of Tallinn foreign visitors, n=1461
% of Tallinn foreign visitors, who spent in Tallinn up to 14 nights, n = 1059

6. How many nights did you spend in Tallinn
during your trip?

1. Do you spend at least one night away from your home?

=

85%

Average number of days spentin Tallinn 1059 2,7

Yes n=1207

5a. Which of these was the most important/main purpose?

28% Family event (wedding, jubilee,...) n=7 3,8
No =
n=254 2018
= 2014 Visiting friends and relatives n=177 3,5
o ) Business trip n=200
Type of visit to Tallinn:
Visiting a cultural, sports or other event in Tallinn n=41
One day visitors  n=394 - 41%
Trip for pleasure n=546 _ .5
Tallinn is a part of a tour/cruise n=39 - 16
Stayed a/the night(s) in 59%
Tallinn "=1067 ’
A shopping trip and / or purchase of services n=49 - 15
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Staying overnight in Tallinn

% of Tallinn foreign visitors, who spent in Tallinn at least one night

7. Where did you stay the night in Tallinn?

63% \ m paid accommodation = free accommodation
15%
With relatives/acquaintances 15%
12%
Other accommodation establishment 9%

7

Guest apartment (B&B) *

3%
Rental flat / house (longer rental period) I 306

§ 2%
Ship

1%
Second home 1%

Other I 1 22014 = Average number of nights spent in Tallinn 2.7 nights (those

who stayed in Tallinn for up to 14 nights).

* Was not included in 2014 survey.
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Information sources for travel to Tallinn




Summary
Information sources for travel to Tallinn

On average, the information and inspiration before the trip was obtained from 2.4 sources. More active seekers of information sources are younger, 18-34 year
olds (2.8), their status being pupils and students (2.9), holiday travelers (2.8), and those who came to Tallinn for a cultural / sporting event or event taking place here
(3.0). The average number of information sources is also higher for social media users (4.1).

The biggest source of inspiration before a trip to Tallinn continues to be a previous visit to Tallinn (59%), which was mentioned more frequently than average
by foreign visitors from Finland (85%) and Latvia (77%) who have also visited Tallinn the most (repeat visitors from Finland 97% and repeat visitors from Latvia 92%).

Recommendations from friends/acquaintances before the trip, are the inspiration for 45 percent, there have been no major changes in four years.
Recommendations made by friends/acquaintances inspire more than average visitors from other countries (not so priority countries for Tallinn at the moment).
However, visiting travel websites and travel forums (21%—26%) and reading articles in magazines and newspapers (10%—16%) has increased - visitors from
Germany and other countries have mentioned the latter more than the average.

The use of social media 9%—23% (including Facebook 15%, YouTube 6%, Instagram 6%, Twitter 1% and other channels 3%) as sources of inspiration before the
trip has grown - Latvians (36%) and foreign visitors from other countries (32%) mentioned it more frequently than the average.

The most influential sources of information and inspiration before traveling is still personal earlier experience (64% - main influence) and recommendation
of friends / acquaintances (57% - main influence).

Compared to pre-trip information sources, somewhat less inspiration and information sources are sought during the trip - an average of 2.2. Once arrived at
the destination, the younger, up to 44 years old (2.5) visitors are more active than others; pupils/students (2,5), visitors from Great Britain (2,8) and Germany (2,7)
who are more often the first time visitors to Tallinn. Here, too, social media users are more active information seekers than others (3.6).

During the trip itis preferred to ask recommendations from local people, either from visitor's own acquaintances and friends (41% in 2018 and 36% in 2014) or
from other local residents (34% in 2018 and 15% in 2014). In both cases, the proportions have increased significantly compared to 2014.

Just under half (45%) of foreign visitors shared or planned to share their travel impressions on social media channels. Those who did share or wanted to do so
chose Facebook (69%) or Instagram (49%) for that purpose. Women, younger people (18-34 years), unskilled workers and pupils/students are more active than
average in sharing their travel impressions in social media. Travel impressions are shared more than average by travelers from other countries; those who are on
holiday, and more than average, those who have come to Tallinn for a cultural/sporting event, but also those for whom a trip to Tallinn is a prize.
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The number of used information sources before the trip and during the trip

% of Tallinn foreign visitors, n=1461

10. Number of sources, from which one obtained information about 11. Number of sources, from which one obtained information about
Tallinn before the trip Tallinn during the trip
= None of theabove =1 =2 =3to5 m=6tol4 = Didn't need any information =1 =2 =3to5 w=6tol4

o ;

ON AVERAGE

2.4

ON AVERAGE

2.2
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Sources of information and inspiration before atrip to Tallinn

% of Tallinn foreign visitors, n=1461

10. From which of the following sources did you get information and inspiration about Tallinn before your trip?

i i ; 45%
Friends/acquaintances recommended it _43%

Travel websites/forums (TripAdvisor, etc.) > 1%26}v

Articles in magazines/newspapers (also online) -10% 16°/V'

12%

VisitTallinn channels (web, FB, Instagram, blog, etc.) - 120
12%

Advertisements in media and online - 12%
. 11%
Guidebook - 13%

Brochures / information material about Tallinn - ﬁ‘;jg

YouTube + NGl 6(V
Instagram * . 60/V

Travel agency (incl. online) . 6;/8/0

Radio and TV shows, introductions u%

7%
. 2%
Travel trade fair L 506
I 1%

Internet, Google

; I 1%
Twitter * / 22018

None of the above M 3% m 2014

Other sources (Wechat, VK, weibo, Odnoklassniki etc) * o S(V

IKANTAR EMOR © Emor AS

Compared to 2014, the use of social media as an
information source has increased - 9%—23% (Facebook,
Instagram, Twitter and other channels).

* Was not included in 2014 survey.

In 2014 all channels of social meedia were merged together under one
answer, ,Social meedia“ - 9%.
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Sources of information and inspiration before a trip to Tallinn and their influence on travel
destination

% of foreign visitors to Tallinn who have received information and inspiration about Tallinn from sources provided before the trip

10. From which of the following sources did you find information and inspiration about Tallinn before your trip?
Please indicate how much each of the following factors influenced your decision to visit Tallinn.
m Mainly m Partially = Not much m Not at all mCan't say

An earlier visit to Tallinn n=782 64
Friends/acquaintances recommended it n=696
YouTube n=71

Travel agency (incl. online) n=76

Advertisements in media and online n=164

Twitter n=15*

Travel trade fair n=23*

Guidebook n=163

Articles in magazines/newspapers (also online) n=238

Travel websites/forums (TripAdvisor, etc.) n=353

Instagram n=96

Brochures / information material about Tallinn n=152

Facebook n=205 21 2 18

ul
\l
w

Other sources (Wechat, VK, weibo, Odnoklassniki etc.) n=50
VisitTallinn channels (web, FB, Instagram, blog etc.) n=151

Radio and TV shows, introductions n=57

a1
N
©

Internet, Google n=16* 7 1 1 1 12

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
* The number of respondents is too small to make generalizations for the general population
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Information sources during the stay in Tallinn

% of Tallinn foreign visitors, n=1461

11. From which of these sources did you get information during your stay in Tallinn?

41%
34%
Local people -15% }'
. . . . 25%
Brochures/ information material about Tallinn 17% /

Hotel staff/ accommodation providers _ 1222
Travel websites / forum (eg TripAdvisor) F 14%/'
Tallinn's tourism website (visittallinn.ee) m 1%

Guide -1301/2/0

10%
Facebook 20 /

0,
Travel apps * NN ©%

0,
Tallinn Tourist Information on information workers in streets H 8%
0

0,
YouTube * - 3%

0,
Instagram * - 3%
13%

Other website
14%
Didn't need any information 10%
13%

IKANTAR EMOR © Emor AS

m 2018
m 2014

* Was not included in 2014 survey.
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Sharing travel impressions of Tallinn on social media channels

% of Tallinn foreign visitors, n=1461

13. Please specify the social medial channel in which you shared/plan to

12. Did you share your travel impressions on social media during
your visit to Tallinn or do you intend to do that after your trip? share your impressions.
% of those, who shared or intended to share their travel impressions on social media, n=658

mYes =No =]|don'tuse social media =Can'tsay
Facebook | oo
instagram | <o

Snapchat . 5%
VKontakte . 5%
Twitter . 5%
vouTube [ 4%
wechat ] 3%
WhatsApp I 3%
Blog | 2%

TripAdvisor I 2%

Phone/ Viber/ sms I 2%
Odnoklassniki I 1%

© Emor AS

IKANTAR EMOR



5
Visit to Tallinn




Summary (1)
Visit to Tallinn

= Most (60%) of the foreign visitors of Tallinn described Tallinn with positive emotions, such as wonderful, beautiful, nice, charming, etc. 30% brought out the hot-
spot of Tallinn - a well-preserved medieval old town. The compactness and comfort of Tallinn (26%) and people's hospitality (25%) were also mentioned in a positive
way.

= Top 3 activities in Tallinn continue to be a walk in town (79%) visiting cafes/restaurants (78%) and shopping (66%). If compared to the year 2014 more and
more people, emphasize taking walks (74%—79%) and visiting cafes/restaurants (70%—78%) as the activities performed in Tallinn then shopping as a whole has
fallen (72%)—66%).

= More than the average among those who have taken a walk in Tallinn are first-time visitors, 25-34 year-olds, those who traveled with a partner/spouse or
other adults, more than average foreign visitors arriving from the UK, Germany and Russia. More than average, among the walkers, were those who came to
Tallinn for a multiple day trip, who came to visit a cultural or sporting event in Tallinn or for whom Tallinn is one city from a tour/cruise.

= More than average of those who went to cafes/restaurants are over 55-year-olds traveling with a partner/spouse or other adults. In terms of their social
status, office employees and pensioners are more represented here. Mostly, they are on a multiple day holiday trip or a trip connected to
shopping/consumption of services.

= Among those who came for shopping,more than average were women, 55-64 year olds, skilled workers, other workers and the unemployed. More than
average, foreign visitors from Finland and Russia have come for shopping or using services. The purpose of the trip for them is more frequently a one-day
holiday or shopping trip. Here, too, these are more frequently the visitors, for whom coming to Tallinn is not the first time experience.

= On average 3.7 activities were taken in Tallinn, which has not changed in four years. More active than average visitors to Tallinn are first-time visitors (4.2), men
(3.8 activities), 35-44 year-olds (4.0), travelers with a spouse/partner or other adults (3.8-3.9), office employees (4.0). Visitors of the city from the United Kingdom
(4.8), Germany (4.6) and Norway (4.4) are also more active than average. Among the more active tourists, there are more often than average those who came on a
multiple day holiday trip (4.5) or attended conferences/seminars (4.5).

= Thanks to its compactness, Tallinn also makes it possible to reach many destinations by walking, which is the most used mode of movement and has increased
by 10 percentage points over the last four years (78%—88%). As for the modes of movement, taxi which was used by almost a third of visitors of Tallinn ranks the
second. Since 2014 the role of public transport has significantly increased (18% in 2014) vs. 26% in 2018). At the same time, 3% of users of public transport have
raised problems related to the use of public transport. Compared to the past, the share of the use of cars has fallen (20% —12%).

= Among public transport users, there are more than average of those travelling alone, visitors from Great Britain, Germany, Latvia and other countries. The
purpose of the trip for public transport users is more often than the average a multiple day trip, visiting friends and relatives, or Tallinn is part of a tour. Public

transport is also frequently used by first-time visitors to Tallinn.

IKANTAR EMOR © Emor AS
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Summary (2)
Visit to Tallinn

= One third of foreign visitors did not use any city maps for moving around in the city, 38% used online city map and 33% used traditional paper card
(estimated at 1,084,600 foreign visitors). The use of all kinds of city maps is as expected more common for those visitors who are in Tallinn for the first time -
90% of them used a city map to find their way around in the city. Different online and offline apps (21%) offline city map (12%) and city maps on the streets (7%)
are more than average preferred by first-time visitors.

= Online-city maps are more than average preferred by those who used a taxi, public transport, car or ride sharing services during their latest trip to Tallinn.
= City maps on paper are more than average preferred among walkers and private bus users.

= The use of apps is more preferred by those who recently traveled around Tallinn using a ride sharing service or riding a bicycle.

= Almost a third of all foreign visitors know the Tallinn Card (31%), awareness is slightly higher among first-time visitors - 35% know it or have heard of it.
33% of those visiting museums and attractions, not much more than average, know about Tallinn Card. Mostly, information about Tallinn Card is found before
the trip (82%).

= Women, 55-64 years olds, office employees/specialists and pensioners are more knowledgeable about Tallinn Card. More than average, it is the Finns
who have heard about Tallinn Card; those for whom the objective of the trip was a multiple day holidays, and those who have come to Tallinn for a
shopping trip or for consumption of services.

= However, using the Tallinn Card is relatively low, only 12% of those who are aware of the Tallinn Card have actually used it. More than average among the
people who use the card are younger (18-24 year olds) and 55-64 year olds, by social status workers.
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Words characterizing Tallinn

% of Tallinn foreign visitors, n=1461

26. Please describe Tallinn in three words.
emotional positive rating: great, I like it, nice, beautiful, wonderful, charming and so on [ ENEEEEEEEEN 00
historical, old, medieval, traditions; beautifullinteresting/well preserved old town | K GcNGzG@lE 30%
comfortable, compact, easy, close by [ KNGz 26%
friendly, friendly/interesting people, hospitable people, open NG00l 25%
interesting, has sightseeing, original, cultural [ HEcGzNG@ENE 19%
Cheap, good place for shopping, good products I 3%
Clean I 13%
Familiar, cozy NI 10%
Developing, innovative, modern, new, young NI 10%
Peaceful, quiet, green [ 8%
Good food, restaurants Il 5%
safe Il 4%
Lively, crouded, touristish Il 4%
cold, windy [l 4%
Special, unique, atmospheric W 3%
warm, sunny Il 2%
Multicultural, international [l 2%
Diversional, new and old together [l 2%
Europish, Scandinavish il 2%
Sea, harbor | 1%
Nice city, nice place to go/ relax, willing to come back | 1%
Big | 1%
Expensive | 1%
Architecture, buildings | 1%
other ll 3%
Donot know [l 2%

IKANTAR EMOR © Emor AS
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Activities In Tallinn

% of Tallinn foreign visitors, n=1461

15. Which of the following did you do in Tallinn?

Walking around the City _4%9%
Visiting cafés / restaurants _70% 780/7'
snopping [ /7))
Visiting sights (e.g., attractions, zoo) -9(?4%
Visiting museums / exhibitions -19%/20%

i . 18%
Visiting pubs / night clubs -16%0
- . N 3%
Walking in urban greenery (parks, bog, cycling, etc.) * ’
- 9%
Visiting a spa / health center 9%
9% ON AVERAGE
Business (meetings, meetings with business partners) . 11% 3.7
. . . % None of the above
Attending festivals/cultural events (e.g., Old Town Days, Medieval Days) . 6%0 = Non _ v ACTIONS
6% = 1-3 actions
Going on excursions, incl., bus tours (a guided tour or tour with a guide app, etc.) ‘ 9% = 4-5 actions
. 6% i
Visiting beauty parlors L 011% = Over 6 actions
- . 4%
Attending a conference/seminar/training/trade fair l 40/2
. 4%
Going to the theatre/ concerts 4%
I . 2% o s
Visiting sports events/ practising sports I 2% w2018 Similarly to 2014, an average of 3-4 activities are
0 . X
other 1 1% = 2014 scheduled in Tallinn.
I 1%

None of the above ) )
* Was not included in 2014 survey.
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Areas visited in Tallinn

% of Tallinn visitors, n=1461

14. Which regions of Tallinn did you visit during your trip?

. . . . . 83%
Downtown (Viru Centre, Estonian National Opera, Kaarli Church, Freedom Square, Stockmann Centre, Rotermann City) _9% ’
Old Town (Toompea, St. Olav’s Church, St. Nicholas’ Church, Town Hall, etc.)_7gg%
0

The Port area (Nautica Center, Tallinn Creative Hub)_ 47%

Kalamaja and Northern Tallinn (Seaplane Harbour, Telliskivi Creative City, Stroomi Beach) 100/15%
0

Kadriorg (KUMU Museum, Kadriorg Park and Palace, the Russalka monument, Tallinn Song Festival Grounds) ‘401/‘;30/
0

Pirita (beach, Maarjamée Palace, ruins of the Pirita monastery, TV Tower)- 112;3
0

Tallinn’s surroundings (Viimsi, Laulasmaa, Paldiski, Jagala waterfall, etc.)-gol/‘z)o/
0

Residential areas (Lasnamagi, Mustamagi, Oismagi) I 8%

Ulemiste area (Ulemiste Centre, Ulemiste City) I 7%

N

Rocca al Mare (Zoo, Open Air Museum, Saku Suurhall arena, Rocca al Mare shopping centre)“ 1301
0

m2018
m2014

NSmme (Glehn Park, N6mme market, Paaskiila bog traiI)LZZ/g/
0

Out of Tallinn (not surrounding areas) *l 1%

* Was not included in 2014 survey.
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Activities and areas visited in Tallinn

15. Which of the following did you do in Tallinn?

> 2 0
> <} = o
= c < © =) - %)
~ O o 8 > o 0 e
-~ ) - () ‘» = -og = E °
= » It =0 o 0 < ) =
2} T —= = [= ©
< = o3 c o = P o
= 2 =, @8 X 9 s = < e

® = 72 S5 9%, = 0 S 239 =
c 0 (O] < c > N (%] = O Q_G) =
Ry 5 > © 2 c < = o c o}
o) ) € ¢ n 20 c o = 13) o "2 ©o o

c o 28 c_— o o c )] = o
= (@] ol = 5 ®© c = c (@] (o)) o 'n (@] (@]
- a = g 2@ == = 2T i~ = = e =
S 2 = £2 £9 §3 = £ S = = = 29 =23 =
5] < o v ©§5 £3 @ ] @ k) o 08 ©8g 0
~ n S S 0o <o = O0g = > S Sa S5 S
Old Town 92% 8%

Downtown

Kadriorg 14% 18% 15%

Pirita

Rocca al Mare

Kalamaja and Northern Tallinn 15% 16% 17%

Attending a conference/
seminar/ training/ trade fair

Business

17%

14% 12%

Nomme 2% 2% 3% 3% 2% 3% 5% 1% 4%

2% 0%

48% 41%

The Port area 56% 54% 48% 52% 50%

Ulemiste area 8% 8% 7% 9% 7% 7% 8% 7% 9%

Residential areas

Tallinn's surroundings

14. Which regions of Tallinn did you visit
during your trip?

Out of Tallinn 1% 1% 1% 1% 2% 0% 1% 1% 1% 1% 1% 0%

4% 1%

0% 0%
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Activities and areas visited in Tallinn - average

Average ratings

Average number of actions
14. Which regions of Tallinn did you visit during your trip?

Out of Tallinn (not surroundings)

Rocca al Mare (Zoo, Open Air Museum, Saku Suurhall arena, Rocca al Mare Shopping
Centre)

Pirita (beach, Maarjamé&e Palace, ruins of the Pirita monastery, TV Tower)

Kadriorg (KUMU Museum, Kadriorg Park and Palace, the Russalka monument, Tallinn
Song Festival Grounds)

N6mme (Glehn Park, Némme market, Paaskila bog trail)

Tallinn’s surroundings (Viimsi, Laulasmaa, Paldiski, Jagala waterfall, etc.)

Kalamaja and Northern Tallinn (Seaplane Harbour, Telliskivi Creative City, Stroomi Beach)

Residential areas (Lasnamagi, Mustamagi, Oismagi)

Ulemiste area (Ulemiste Centre, Ulemiste City)

Old Town (Toompea, St Olav’'s Church, St Nicholas’ Church, Town Hall, etc.)

Downtown (Viru Centre, Estonian National Opera, Kaarli Church, Freedom Square,
Stockmann Centre, Rotermann City)

The Port area (Nautica Center, Tallinn Creative Hub)

IKANTAR EMOR

®m How many actions did in Tallinn
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3,7

More active foreign visitors to Tallinn
reach areas further from the city
center.
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Means of transportation used when moving in Tallinn

% of Tallinn foreign visitors, n=1461

16. Which means of transportation did you use to move around in Tallinn?

Ki 88%
Walking 78%
Taxi 32%
axi 36%
. . 26%
Public transportation (bus, trolle bus, tram) m% /

2%
20%

Car £

0,
Taxify, Uber, or ohter ride sharing services * - %

4%

Excursion bus (traveling its usual routes, e. g. Hop on Hop off) r2°/
0

2%

Privete will be a bus company. Specially ordered for this trip) ey
0

1%
1% m2018
m2014

Bicycle I

Bike taxi I 1%

* Was not included in 2014 survey.
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Using city maps in Tallinn

% of Tallinn foreign visitors, n=1461

17. Which Tallinn city maps did you use for moving around the city?

City maps on streets (e.qg., billboards) - 9%

offine city map [ &%

| didn't use a map for moving around in the city

33%

18. Which one do you prefer for moving around in the city?

Online city map _ 49%
App (online or offline) - 16%
Offline city map - 9%

City maps on streets (e. g. On billboards) . 5%
Do not use maps I 1%

Do not know l 3%

It was estimated that in 2018 a paper city map was used by ca 1,084,600 foreign visitors to

Tallinn.

IKANTAR EMOR
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Awareness of Tallinn Card TallinnCard

19. Do you know or have you heard anything about the Tallinn Card? 20. Did you hear about the Tallinn Card before or during your trip?
% of Tallinn foreign visitors, n=1461 % of those, who know about the Tallinn Card, n=417

33%
68% During the trip . 18%

62%

Yes

m2018
m2014

= Qut of first-time visitors of Tallinn, 35% have heard about Tallinn Card.
= 33% of the visitors to museums and attractions have heard of Tallinn Card.
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Use of Tallinn Card TallinnCard

21. Have you used the Tallinn Card? 5a. Which of these was the most important/main purpose?
% of those, who know about the Tallinn Card, n=417 % of those, who know about the Tallinn Card, n=417

24% A shopping trip and / or purchase of services 6 - 13%

Yes

o
e
>

Visiting friends and relatives

88%
73% Businesstrip 5 . 9%
0% Tallinn is a part of a tour/ cruise 2 I 3%
Can't say m 2018
I 2% = 2014 Visiting the cultural, sports or other event in Tallinn 3 I 204

» Those who have used the Tallinn Card 70% stay at least one night away from home.

= Tallinn Card users spent on average 2.4 nights in Tallinn (average 2.7 nights for all visitors).

» The rating of Tallinn Card by the users on the 10-point scale is on average 8.7.

= 8% of those first-time visitors to Tallinn who are aware of the Tallinn Card have used it.

= 13% of the visitors to museums and attractions who are aware of the Tallinn Card have used Tallinn Card.
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Reputation and travel impressions of Tallinn




Summary (1)
Reputation and travel impressions of Tallinn

Giving a maximum rating to the overall impression of a trip to Tallinn is an increasing trend: Ten years ago, in 2008, the overall impression of a trip to Tallinn was
assessed with 10 points by 19% of all foreign visitors, whereas in 2018, 34% of tourists gave the highest rating to Tallinn. The average rating for the overall impression of
Tallinn this time is 8.7. More positive than others (rating 10 or 9 points) are those traveling alone, top managers, leading specialists, tourists from Russia, and those who
came for a multiple day trip.

Ratings for the reputation components and service of Tallinn are generally fairly high; on a four point scale, all the ratings were above 3 points. However, ratings have
somewhat declined compared to 2014.

Foreign visitors to Tallinn had an opportunity to highlight the most positive thing about Tallinn, but also the area that needed improvement. Most praise was given to Tallinn
restaurants, good food and beer (16%), 11% praised the Old Town and Kadriorg, 11% gave a more general positive emotional comment, and 10% praised the local
people. The number of negative comments given was significantly smaller than the number of positive comments - only 39% found that something should be improved in
Tallinn. Various aspects of service were mentioned the most (11%).

Seven out of ten foreign visitors found that there was a completely acceptable number of other tourists in the streets of Tallinn, and here there were no major
differences between the low season or the high season of tourism, except in the high season, there were a little more than average of those who found that there might be
fewer tourists.

According to the majority (64%), the trip to Tallinn was in full compliance with expectations and one third assessed that the expectations were exceeded or
significantly exceeded. Most of all, Tallinn was able to exceed the expectations of first-time visitors, younger visitors (18—34 years), visitors traveling alone, top
managers/leading specialists and pupils/students, as well as expectations of the visitors from the growing markets, UK, Germany and other countries (currently not that
much priority markets for Tallinn).

Like 2014, nine out of ten foreign visitors believe that they will visit Tallinn again in the next five years. At the same time, compared to 2014, there has been a
significant decrease in the proportion of those who are sure that they will visit Tallinn again (71% — 63%), the figure being now at the level of 2011 (62% in 2011).
Compared to repeat visitors, first-time visitors to Tallinn are not so sure about revisiting Tallinn - only a quarter (25%) are sure to visit Tallinn again in the coming years,
and a fifth (21%) say they will probably not return to Tallinn during this time. At the same time, the reason for uncertainty regarding visiting the city is not the fact that the
first-time visitors did not like the city (59% of first-time visitors stated that Tallinn exceeded their expectations), but rather the fact that first-time visitors come from more
distant countries: Norway, UK, Germany and other countries, including Asia, North America, South America, Australia, and so on.
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Summary (2)
Reputation and travel impressions of Tallinn

Finns were more certain than the average (84%) about re-visiting Tallinn.

In case the visit to Tallinn should come true, the visitors hope to walk around more and discover new places in Tallinn (14%), visit the zoo, museums and exhibitions
(12%), but also reach outside the city center or even out of Tallinn (11%).

In most cases, foreign tourists visiting Tallinn would also recommend visiting Tallinn to their friends and acquaintances, the average score in the 10-point
system is 8.9, and 10 and 9 points accounted for 67% of all respondents. Tallinn as a travel destination would be recommended more than average by 45 -55-year-old,
those traveling with partner or spouse, entrepreneurs/freelancers/farmers, visitors from Russia, those on a one-day holiday and those on a prize trip.

In 2018, the total spending of foreign visitors (including accommodation) per person per day was 89 euros, which is considerably less than before (132 € in 2014 and 164
€ in 2011). Although total spending has fallen for foreign visitors in all countries under review, the biggest drop has been in the spending of visitors from Russia. While in
2014, an average Russian tourist spent 271 euros and in 2011 a total of 384 euros, in 2018 the Russians spent only 85 € on average per person per day. Expenditures
made by Finns have also fallen - when in 2014, a Finn would spend 128 €, then four years later, they would spend only 104 €.

Total spending is higher than average for repeat visitors and for foreign visitors visiting Tallinn during the high season. Men, visitors between the ages of 35 and 54, and 65
and older, those traveling alone, senior executives, specialists, pensioners, and people not working spend more than the others. As for countries, visitors from Finland
spend more than averag. In case of larger expenditures, the trip is more often a shopping trip or a trip taken for the purpose of consuming services.

It is estimated that in 2018, foreign visitors (except cruise passengers) spent EUR 770-833 million in Tallinn, whereas cruise passengers spent EUR 19-23 million in our
capital.
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Assessment of the general impression left by Tallinn

% of Tallinn foreign visitors, n=1461

22. How would you evaluate the general impression of your stay in Tallinn on a scale of 10, where 1 is the lowest and 10 is the highest score?

m 10 very good m9 mg 7 m5-6 ml-4 ®m Do not know
AVERAGE
8,7
2018

» More often than average, the 9-10 score was given by:
= visitors travelling alone;
» top managers, leading specialists, senior officials;
= visitors from Russia;
= those on a multiple day holiday.

= Only 1% (or 5 people) of foreign visitors to Tallinn gave a rating of 1-4.
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The reputation of Tallinn

% of Tallinn foreign visitors, n=1461

23. To what extent do you agree with the following statements about the city of Tallinn?

m | totally agree m | rather agree m | would rather not agree m | do not agree m Do not know
The city is clean and tidy 58 37 4 1

Plenty of good restaurants 58 33 3 7

The city is safe enough —

Plenty of attractive/interesting sights 54 34 31
The people are friendly and hospitable 52 37 7 13
Good international transport connections 52 16
The city is hospitable 51 38 41 6
Easy to get around, enough signs 50 39 6 1 5
The technological environment is good (WiFi, mobile Internet) _
Quality accommodations* 44 31 3 20
It is easy to move around the city (with transportation)
Tourist information is understandable and easy to find
Tourist information is up-to-date and reliable 38 32 4 1 25
Prices correspond to the quality of products/services 33 49 10
Plenty of interesting museums 31 31
Favorable prices 30 20
Plenty of interesting cultural events 26 37 31
Attractive nightlife 20 22 31 53
The city is chila-friend!y [T
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Service culture of Tallinn

% of Tallinn foreign visitors, n=1461

24. How much do you agree with the following statements about service culture in Tallinn?

m Fully agree m Somewhat agree m Somewhat disagree m Fully disagree m Can't say

Good service quality 48 43 4 13

Friendly and helpful customer service staff

The foreign language skills of customer service staff are adequate

Professional / knowledgeable customer service staff

Fast customer service 41

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Comments on Tallinn

27. Would you like to comment anything about Tallinn —
what was your best / most positive experience in Tallinn?
Restaurants and good food, beer - 16%

Beautiful old town, Toompea, Town Hall square, Kadriorg - 11%
Everything was good, exceeded expectations, positive emotions - 11%
Nice people, estonian attitude, friendly, hospitable - 10%

Interesting museum, exhibition, zoo, sight, event- 8%

Good prices, good value for money, shopping opportunities . 6%

28. Would you like to comment on anything that you were
dissatisfied with or that needs to be improved?
Service, opening hours of the shops, taxi service (cheating) [l 11%
Weather (incl. ice, slippery) B 5%
Prices, expensive, use to be cheaper B 2%
Traffic, parking, bad roads B 3%
People could be more friendly | 3%
More signs (in english) I 2%
Poor language skills | 2%

Compact City, everything is close, easy to move around, pleasant walks . 5%
Expensive public transport, difficult to understand the system, better connections needed | 2%

Service (quick, nice) [} 5%
Good weather ] 4%
Beautiful, nice Cityl 4%
Clean, green City || 3%
Good hotel || 3%
Transport connections ] 3%
(Well-preserved) history | 2%
Peaceful, quiet, green| 1%
Modern, getting better | 1%
Architecture, buildings| 1%
Cultural City, cultural events| 1%
Language skills| 1%

Don't know, don't want to answer [JJJJli§ 20%

IKANTAR EMOR

Too many people | 2%

Food — bad quality ,poor assortment, more restaurants needed | 2%
Reconstruction (roads, spa, etc) | 1%
Could be cleaner | 1%
wifi | 1%
Nightlife | 1%
Other [} 4%

Don't know, don't want to answer ||| RN 1%
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Estimation of the number of tourists in Tallinn

% of Tallinn foreign visitors, n=1461

25. How would you evaluate the number of tourists in Tallinn according to your personal experience?

m There could be many more tourists

m There could be a little more tourists

m There is a sufficient number of tourists
m There could be a little less tourists

m There could be much less tourists

m Do not know

Total, n=1461 [k 11% 73%
Low season, | and IV Qr, n = 635 7% 10% 75%
High season, [l and Ill Qr, n = 826 [R§% 11% 72%

7% 1%

4%

8%

4%)

2%
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Trip to Tallinn meeting the visitor’s expectations

% of Tallinn foreign visitors, n=1461

29. Thinking about your expectations before visiting Tallinn and your actual experience, did Tallinn meet your expectations?

m Greatly exceeded expectations

m Exceeded expectations

m Met expectations

®m Was somewhat below expectations
m Fell far below expectations

m Do not know

2018

2014

*in 2014 this question was asked: ,Considering your initial expectations and experiences during the trip, did the trip meet your expectations? “

IKANTAR EMOR © Emor AS
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Probable repeat visit to Tallinn

% of Tallinn foreign visitors, n=1461

30. Thinking about your visitor experience, how likely are you to revisit Tallinn within the next 5 years?

m Highly likely m Quite likely m Not very likely m Will definitely not revisit m Do not know
2018

2014

First time visitor, n = 506

Repeat visitor, n = 955
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Possible activities during the next trip to Tallinn

% of those who are planning to come back, n = 1318

Walk around, active vacation, exploring new places _ 14%
Visit zoo, museums, echibitions _ 12%
Explore places out of Down Town/ Tallinn _ 11%
old Town [ s»
Go shopping - 8%
Relax, visit SPA - 7%

Try foods, visit restaurants - 6%
Visit any events (festival, competitions, concert, theater, song festival,...) - 5%
Stay longer / stay for a night - 5%
Purchase different services (e.g., dentist) - 3%
Sea, beach - come in summer . 2%
Business trip . 2%
Bring friends / relatives here . 2%
Visit friends / relatives I 1%
Visit Kadriorg, KUMU I 1%
Come for Christmas I 1%
Other . 2%

Do not know [N 0%

IKANTAR EMOR © Emor AS
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Probability of recommendation

% of Tallinn foreign visitors, n=1461

32 If your friends/acquaintances asked for your advice about a travel destination, how likely is it that you would advise
them to visit Tallinn on a 10-point scale, where 1 is the lowest rating and 10 is the highest rating?

m9-10 H6-8 m3-5 ml-4 ® Do not know AVERAGE

- 8,9

2018

IKANTAR EMOR © Emor AS
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Average cost per person per day

Average expenditure per person per day, in EUR

Of those who spent money and spent up to 14 nights in Tallinn

Approximately how much do you spend in Tallinn on...

First time visitor
Repeat visitor
PURPOSE of the trip

Trip for pleasure
Business trip

COUNTRY of residence
Finland
the United Kingdom
Germany

Russia

With kids

Total expenses

Accomodation
per person per day

Food and drinks

per person per day

Shopping

per person per day

Entertainment

per person per day

Other ecxpenses

per person per day

Cost of package tour
per person per day

ToTAL n=1100 NN so< N 43¢ B . s W se W e
nea7) [ e I 2¢ M 25 TEE W e Be
n=720 [N oc < | 43« M 2s < e W e W w0
n=642 [ %< [ 36 € B 20¢< B 30¢ W 14¢ M 8¢ 93 €
n=213 I o< I s < P B b Wl e W e
n=103 NN 104 < I 44 € B I s < Hie W ¢
n=17c I [oc | 44 ¢ L EC CREE BE H[e _____109¢]
n=200 N pe I ‘o L EE M e 1E H[e _______iw0¢]
n=175 [ e5 < I p2< | K e e isse]
n=80 [N |33 [ p4 < B 27 € Bl pse Blioe Bli2e

In 2014 total expenses were: Finland 128 €, the UK 90 €, Germany 74 €, Russia 271 €.
© Emor AS 51
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Annexes:
Sampling methodology




Data collection

» The study was conducted by the method of Tablet Assisted Personal Interviewing.

»= The average length of one interview was 20 minutes.

» The survey was conducted in Finnish, English, Russian and German.

= Interviewing was conducted by 10 interviewers from AS Emor who had been given relevant preparation.

» |n 2018, the survey periods were as follows: 19 January - 25 January, 19 February - 27 February, 10 March - 17 March, 11 April - 18 April, 17 May - 24 May, 12 June
- 19 June, July - 17 July, 23 August - 30 August, 18 September - 25 September, 17 October - 24 October, 23 November - 30 November, 10 December - 17 December

» The interviews with cruise passengers took place during the survey periods in May, June, July, August and September .
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Annex 1
Sampling methodology 2018

» The total population of the survey is all foreign visitors to Tallinn in 2018. A total of 1,611 foreign visitors, including 150 cruise passengers, were interviewed
during the survey.

= When selecting the sample, the respondents were divided according to the country of residence, with the aim of representing the priority target markets for
Tallinn with a sufficient number of respondents. Priority target markets are Finland, Sweden, Norway, Great Britain, Germany, Russia and Latvia. Visitors to
Tallinn from other countries were also included in the survey.

= The preliminary sample distribution was compiled on the basis of the 2017 statistics of foreign visitors staying in the accommodation establishments of Tallinn.
Respondents were divided:

= across the year by month, taking into account the seasonal variation of the visitors (i.e., the interviews are conducted every month of the year, at different
weeks of the month and on all days of the week);

» between the survey places, the main arrival methods are taken into account by country of residence. The main polling stations are Tallinn Airport, Tallinn
Port, Tallinn Bus Station and Narva Border Point.
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Annex 2

Sampling methodology 2018

= The sample of the study has been compiled using Stratified Sampling. The place of origin of the respondent, the place of performing the interview (i.e., the gate of the
respondent leaving Tallinn) has been set as strata.

= The following is a breakdown of the planned and actual sample for 2018 according to the countries and gates (P - port, A - airport, L - land).

Planned sample (2018)

Finland 325
Sweden 85
Norway 10
the United Kingdom 80
Germany 75
Russia 25
Latvia 5
Other countries 85
Total: 690

Incl
Cruise
25 0 350 0
0

40 125 0
85 5 100 0
110 10 200 11
140 10 225 41
65 110 200

50 95 150 0
40 25 150 98
555 255 1500 150

IKANTAR EMOR

Actual sample (2018)

Incl
Cruise
25 855 0

39
95
149
168
62
44
41
623

11

111
99
18

247

126 0
100 0
201 19
245 40
201 1
150 0
233 90
1611 150

Finland 330
Sweden 87
Norway 5

the United Kingdom 41
Germany 69
Russia 28
Latvia 7

Other countries 174
Total: 741

© Emor AS
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Data weighting (1)

In this report, the data are weighted according to the following weighting methods:
= Weighting Method I:

= Since 1 May 2004, the number of overnight stays in official accommodation establishments in Tallinn has been used as official statistics. National
statistics are accompanied by visitors accommodated free-of-charge and one-day visitors to Tallinn (proportions by country according to the results
of the Survey of Foreign Visitors to Tallinn 2018).

= Weighting Method II:

» |n addition to national statistics and the results of the Survey of Foreign Visitors to Tallinn 2018, Tallinn Port statistics on cruise passengers have
also been taken into account in terms of visitors accommodated in Tallinn free of charge and one-day visitors.

» For comparability purposes, the results in this report are presented using weighting methodology I, but estimates for the population (i.e., estimates of the
number of foreign visitors to Tallinn and the proportion between countries) are presented using weighting methodology Il.

» The following are the totals that are used as the basis for weighing the data (Methodology ).
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Data weighting (2)
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Data weighting (3)
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Data collection statistics

Place of interviewing -

Port (Tallinn) 591
Airport (Tallinn) 623
Accomodation establishment (Tallinn) 1
Narva 106
Bus Station (Tallinn, Parnu) 140

_____ wonth | |

January 81
February 91
March 134
April 122
May 114
June 140
July 142
August 145
September 163
October 120
November 134

December 75

weaher |

Windy
Cold
Sunny
Rainy
Cloudy, dry

| weekdy | |

Monday
Tuesday
Wednesday
Thursday
Friday
Saturday
Sunday

321
361
700
146
471

270
279
209
173
150
143
237
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Annex 2
Project team

The following persons participated in the different stages of the study and were responsible:

Customer contact person: Karen Alamets
The compiler of the survey plan and report: Annette Schultz
Creator of the sample: Katre Seema
Interview coordinator: Margit Puskar
Data processing: Alje Rooparg
Graphic works: Maire NOmmik
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