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From its long summer nights and surprising fifth season to 
its centuries old charm fostering tomorrow’s tech talent, 
Estonia has a spellbinding ability to flex its space and time, 
so it’s tailored to you. 

Its compact size and effortless accessibility means whether 
you’re here for a weekend or for weeks, there’s simply more 
time to connect to the place and its people. 

A place that connects Europe with the East and Estonia 
to the world. A place that fuses Nordic, Baltic, Scandi and 
Soviet. A place that’s taken the best of each chapter, to write 
its own unique story. A place that helps you to understand 
your own place in the world. A place that, for a lot of people, 
isn’t even on their radar. But it’s about time it was.

Experiences with Culture — Strategy and Story

Introduction
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From destination  
to experience...

Although Estonia is one of the most naturally 
spellbinding, culturally alive and gastronomically 
diverse countries in Europe, research suggests that 
the nation itself – and many of the places within it 
– are relatively unknown to most travellers. 

Self-styled as Europe’s best-kept secret, now is the 
time to shout about that secret and provide this 
small nation with a big story to tell. Whereas once 
this was about our destinations, now we will speak 
to those with a passion for nature, culture and 
food, with compelling and emotive reasons to visit
and experience what our nation has to offer.

This document contains the elements that 
help to form the DNA of culture-based travel 
experiences in Estonia.
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Our strategic DNA

This document is designed to summarise 
the strategy and story for experiences with 
culture in Estonia. It is split into two parts 
and defines our approach to marketing and 
communications.
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Supporting documents

Alongside this document, you may find the 
following supporting materials helpful in 
understanding Visit Estonia’s strategy and 
story for promoting experience-led travel. 
These documents are available to download 
at brand.estonia.ee.
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Visit Estonia  
Brand Strategy and Story

Strategy and story document for Visit Estonia and 
experiences in nature, culture and food combined. 
Includes audience information on Natural 
Nomads, Culture Scouts and Flavour Seekers.
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Experiences with Food
Strategy and Story

Experiences with Nature
Strategy and Story

Strategy and story document for experiences 
in nature. This document also includes 
audience information for the Natural Nomads 
audience profile.

Experiences with Food
Strategy and Story

Strategy and story document for experiences 
in food. This document also includes 
audience information for the Flavour Seekers 
audience profile.
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Experiences with Culture
Our Audience



Free Independent 
Travellers (FITs)

FIT tourism is the opposite of mass tourism; 
FITs prefer to create their own trips instead 
of following crowds. FITs travel alone, as a 
couple or accompanied by a small number of 
people. The goal of FITs is to follow their own 
path, explore the things they want to see and 
create their own unique travelling experience. 
By planning their own trip, they can travel at 
their own pace, not bound to a group. 

The FIT is on average well educated and has 
a relatively high income, but they are also 
very environmental and price aware. They 
differ from other tourists in that they search 
for and compare all offers very well, not only 
on price, but also on other factors, such as 
how environmentally friendly a product is.

Whether we’re talking to people with a passion for 
nature, culture or food, each audience is united by the 
basic principles of the Free Independent Traveller. FIT 
tourism is better defined as a way of travelling. Instead 
of comprehensive travel packages for groups, FIT tourism 
is more personal and individual. Travellers design their 
own trips themselves, choose their own destinations and 
visits based on the information already they have.

The attitude and characteristics of the independent 
traveller perfectly align with the independent spirit of 
the Estonian nation and our people, positioning us as an 
ideal destination for them to discover.

Experiences with Culture — Our Audience

Free Independent Travellers
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Experiences with Culture — Our Audience

Culture Scouts

Culture Scouts are driven by the desire for a 
deeper understanding of the cultures they 
visit. From a nation’s art, architecture, music 
and dance, to the hidden history, traditions and 
customs that permeate everyday life, they’re 
inspired and guided by locals who help them to 
unearth life’s unexpected moments – learning 
from them as they go. Their approach to travel 
can vary, from busy professionals in search 
of a fast culture fix, to those with the time to 
explore a nation’s roots – and their own.
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Overview

The Culture Scout is the audience for our 
culture-based passion-led experiences. The 
following pages outline their characteristics, 
motivations and relevant industry trends to 
aid marketing to this group of travellers.



Characteristics

Motivations

Typically, Culture Scouts are driven by a 
desire to develop their understanding of local 
life through historical site visits and cultural 
activities. They search for inspiration, insight 
and innovation through the arts, crafts, 
architecture, music and heritage of a place.

Experiences with Culture — Our Audience

Culture Scouts

Culture Scouts search for distinctive souvenir experiences, 
which often provide a sense of fulfilment or achievement. 
Dominated by well-travelled consumers, they are typically 
higher-earners willing to pay for experiences that are local and 
transformative, rather than traditional. They seek the unique 
and authentic, eager to develop their potential by participating 
in creative activities to understand local traditions
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Living local Social  
connectivity

Cultural heritage Design-related 
interests

Staying with locals and 
experiencing local city life at 
street level. Attending local 
events or cultural activities, 
enjoying the atmosphere of 
local neighbourhoods.

Based on the heritage sites, 
traditions, and art forms 
of a destination, travellers 
can enjoy and connect 
with the authenticity of the 
locations, artefacts, and 
activities that represent 
the traditions of its people 
from the past and present.

From medieval churches 
to Modernism, a diversity 
of architecture and 
design, travellers search 
for buildings, art or 
design-related activities.

Concern towards social 
issues and are aware of 
the positive impact they 
can have on local culture. 
Experiences such as 
volunteer programmes 
and opportunities to give 
back resonate well.



Experiences with Culture — Our Audience

Culture Scouts
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Micro-Breaks Are The New Mini-Break:
“53% of global travellers said they plan to 
take more weekend trips in 2019. Shorter 
breaks will result in a more curated itinerary”.

– Evening Standard, 2019

“People want holidays that are layered with meaning.  
It’s not enough to simply hit the beach for two weeks.  
Instead, the mark of a good vacation is in how it  
makes you feel.” 

–  Anna Brech, Flash Pack, 2020

Trends

Our strategy and story is founded on 
audience research and data, but also takes 
into account current and future trends 
within the wider tourism sector – ensuring 
our approach is enduring. As the future of 
travel has undergone significant change, 
it is important to look to the trends and 
predictions that will be relevant for years to 
come. Those relevant to the Culture Scouts 
are outlined opposite.

Full of  
emotion

Compact 
culture
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Estonia is the authentic choice for the Culture Scout.  
It’s for those wanting to experience culture at their 
own pace and those who want to experience a deeper 
connection with the history, traditions and local life they 
discover. 

Because in Estonia, no matter your schedule, you’ll have all 
the time in the world; Manor houses and micro-breweries 
lie moments apart. Past and future collide down a single 
city street. Everything moves slowly, except for the WiFi. 

Thanks to our compact size and effortless accessibility, 
Estonia tailors its time to the traveller, meaning you can 
better connect to our nation’s roots – and your own.

Experiences with Culture — Strategy and Story

Experience Positioning
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Experience Positioning

Our Experience Positioning is a brief 
description of the culture-based 
experiences offered to the Culture Scouts. It 
addresses our target market, the category, 
our point of difference and the payoff for 
people who choose to experience all that 
Estonia’s culture has to offer.
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Essence and Promise

It’s about time

Through our compact size and effortless accessibility, we commit 
to enabling Culture Scouts to make the most of their time when 
discovering our local life. This promise ensures we deliver experiences 
that provide a deeper connection to our people and our places.

Experience Promise

Our Experience Promise sums up the value 
someone should expect every time they’re 
part of a culture experience. It defines the 
type of experiences we offer – providing a 
feeling or sense of attitude. The more we 
can deliver on our promise, the stronger our 
brand becomes in the eyes of our audience.

Brand Essence

Our Brand Essence is a distillation of our 
brand positioning, with the potential to 
be used as an overarching strapline for 
Visit Estonia. It’s designed to works on 
two levels; Firstly, it reflects the fact that 
Estonia provides travellers with all the 
time they need to experience our nation – 
whether they’re here for two days or two 
weeks. Secondly, it acknowledges Estonia’s 
position as Europe’s best kept secret and 
provides a call to action to our audiences – 
it’s about time they experienced Estonia.
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Tuned in
“Estonia’s culture is alive and vivid, drawing me in at 
every turn. I engage in authentic experiences as I walk 
city streets. I get a sense of the people from a song.”

Wide-eyed
“I knew nothing about Estonian culture, so everything I 
see, do and learn is a revelation. From its unique history 
to its revolutionary technology, it’s all new.”

Let loose
“Culture is everywhere I go – in an artisan workshop, in 
a relic of the past, in a conversation. There’s so much to 
discover, I can leave the tourist trail far behind.”

Experiences with Culture — Strategy and Story

Experience Values

Fired up
Fired up by Estonian culture.

“My culture experience in Estonia 
makes me feel alive. This cool Baltic 
nation is warm-spirited and full of 
life – even its history. I’m inspired 
by the people’s inherent progressive 
spark and how they look to the 
future. It’s a place of unexpected 
twists that keep my mind open and 
my heart thumping.”

Experience-specific value: Shared values:
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Experience Values

These values are unique to experiences 
connected with culture. They should 
be used as a benchmark for measuring 
the experiences we are promoting, in 
conjunction with the shared values of the 
Visit Estonia brand.

The experience-specific value is unique 
to culture, while the brand values unite 
– and influence – each of the Passions 
that sit within the Visit Estonia parent 
brand, coming to life in the moments and 
memories our customers take when they 
travel here. For each Passion, they are 
tailored to reflect the experiences we offer.



Active verbs

Staccato rhythms

We use imperative verbs at the start of sentences to put the 
reader in the driving seat. Look beyond the obvious… Dive down 
an alleyway… Climb the hill… Imagine the possibilities…

We use a series of short, sharp sentences to generate energy 
and surprise. The scene has changed in a blink. You stop and 
gaze. It’s all new.
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Experience Voice

The language
of time

The power of 
understatement

The release of 
creative freedom

To emphasise the idea that Estonia allows travellers to enjoy  
their passions at their own pace, we are liberal in our use of  
words, idioms and symbolism associated with time.

To reflect the Estonians’ understated character, we are reserved 
in our descriptions, avoiding hyperbole, superlatives and all other 
unnecessary adjectives and adverbs. 

To honour Estonia’s independent and progressive spirit, we free 
ourselves from formal writing rules. A paragraph could be one 
line. A sentence could be a list. A headline could be one word.

Experience Voice

When describing the culture experiences 
on offer in Estonia, our tone of voice flexes 
to match the expectations and emotions of 
Culture Scouts, as well being inspired by the 
characteristics of local life.

Shared Voice

Our strategy enables Estonia to own the 
language of time. From the centuries gone by, 
to the seasons of the year, the seconds of the 
day or the extra hours of a summer night, the 
concept of time can also translate culturally – 
through a musical beat or the rhythm of a song. 
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Experience Manifesto
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Estonia is a nation built by centuries of change and influence. 
It’s Baltic meets Nordic. It’s Europe meets the East. It’s medieval 
architecture and future technology. The timelessness is its uniqueness. 
From a high-speed weekend to a week-long adventure, even the most 
seasoned culture seekers will discover something unexpected.

Hear the echoes of bygone eras resonate through iconic Soviet 
buildings. Sense the never-ending pulse of progress in Telliskivi 
Creative City. Move to the tempo of the nation, through stirring song 
and dance. Witness the years that led to independence come alive 
through Tallinn’s urban artists. Discover social influencers that are 
centuries old. Find everything moves slowly, except for the WiFi. 
 
Each street and each meeting gives you moments that last a lifetime. 
Every minute brings you new inspiration.

Visit Estonia. It’s about time.

Experience Manifesto

Our Manifesto has been written to capture 
the emotional power of the cultural 
experiences Estonia can offer to our target 
market. It’s a welcome note to our audience, 
designed to captivate Culture Scouts – 
persuading them that visiting Estonia will 
provide them with all the time they need to 
gain a deeper connection to our local life.

The Manifesto also provides clear 
guidance on our tone of voice and acts as 
a springboard for campaign development 
and creative headlines.



Walk history  
in a heartbeat

Estonia. It’s about time.

Experiences with Culture — Strategy and Story

Headline style

Headline style

Our headline style reflects the principles 
of our tone of voice. Inspired by the 
characteristics of local life and culture, they 
use active verbs and a staccato rhythm. 
In addition, the headlines make use of our 
core principles in writing; the language of 
time, the power of understatement and the 
release of creative freedom.

Why it works:  
This headline celebrates Estonia’s 
position as a small nation, packed with 
historical culture. It can be used to 
introduce many aspects of Estonian 
life – particularly in a place like Tallinn, 
where UNESCO heritage sites sit beside 
progressive urban districts like Telliskivi 
Creative City.
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Discover time travel 
down medieval streets

Estonia. It’s about time.

Why it works:  
This headline plays on Estonia’s ability 
to fuse old and new in such a small 
area. Time travel is seen as something 
from the future – reflecting Estonia’s 
progressive spirit, but this is juxtaposed 
with its history. The headline can be used 
celebrate a nation where tomorrow’s tech 
giants and a digital society are hidden 
inside 13th century buildings.

Headline style

Our headline style reflects the principles 
of our tone of voice. Inspired by the 
characteristics of local life and culture, they 
use active verbs and a staccato rhythm. 
In addition, the headlines make use of our 
core principles in writing; the language of 
time, the power of understatement and the 
release of creative freedom.
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Headline style



Join the rhythm of a nation
and Europe’s biggest choir

Estonia. It’s about time.

Why it works:  
This headline can be used to celebrate 
Estonia’s connection with song and 
dance. From the singing revolution 
to the world-famous song festival, it 
encourages travellers to experience a 
nation through its beat.

Headline style

Our headline style reflects the principles 
of our tone of voice. Inspired by the 
characteristics of local life and culture, they 
use active verbs and a staccato rhythm. 
In addition, the headlines make use of our 
core principles in writing; the language of 
time, the power of understatement and the 
release of creative freedom.
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Headline style



Find everything moves slowly,
except for the WiFi

Estonia. It’s about time.

Why it works:  
Culture Scouts seek to uncover real life 
experiences when they travel. In Estonia, 
this doesn’t always mean a fast-paced 
culture fix, so this playful headline speaks 
to those seeking a slower pace of travel. It 
juxtaposes this with Estonia’s progressive, 
digital society – encouraging travellers to 
explore somewhere unexpected.

Headline style

Our headline style reflects the principles 
of our tone of voice. Inspired by the 
characteristics of local life and culture, they 
use active verbs and a staccato rhythm. 
In addition, the headlines make use of our 
core principles in writing; the language of 
time, the power of understatement and the 
release of creative freedom.
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Headline style



Explore World Heritage sites 
harbouring tomorrow’s tech

Estonia. It’s about time.

Headline style

Our headline style reflects the principles 
of our tone of voice. Inspired by the 
characteristics of local life and culture, they 
use active verbs and a staccato rhythm. 
In addition, the headlines make use of our 
core principles in writing; the language of 
time, the power of understatement and the 
release of creative freedom.

Why it works:  
This headline celebrates Estonia’s 
position as a small nation, packed with 
historical culture. It can be used to 
introduce many aspects of Estonian 
life – particularly in a place like Tallinn, 
where UNESCO heritage sites sit beside 
progressive urban districts like Telliskivi 
Creative City.
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Headline style



Embrace sauna culture.
The original social network.

Estonia. It’s about time.

Headline style

Our headline style reflects the principles 
of our tone of voice. Inspired by the 
characteristics of local life and culture, they 
use active verbs and a staccato rhythm. 
In addition, the headlines make use of our 
core principles in writing; the language of 
time, the power of understatement and the 
release of creative freedom.

Why it works:  
Sauna culture is one of the defining 
aspects of Estonian life. This headline 
celebrates Estonia’s timeless love for the 
sauna, in a nation that is today known for 
its digital society and tech start-up scene. 
By fusing these elements together, the 
message transcends time completely. 
The sauna is the place to catch up with 
friends, hear the latest gossip and discuss 
news and events. 
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Headline style



Realise fairytale cities  
are anything but fiction

Estonia. It’s about time.

Headline style

Our headline style reflects the principles 
of our tone of voice. Inspired by the 
characteristics of local life and culture, they 
use active verbs and a staccato rhythm. 
In addition, the headlines make use of our 
core principles in writing; the language of 
time, the power of understatement and the 
release of creative freedom.

Why it works:  
Estonia’s cities resemble something from 
a childhood fairytale. The memories we 
have of these stories are however, visible 
today, at every turn and from every 
viewpoint in some of the best preserved 
medieval cities in the world.
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Headline style



Visit Estonia 
–
Estonian Tourist Board
Lasnamäe 2, 11412 Tallinn
Ph +372 6279 770
tourism@eas.ee
marketing@visitestonia.com 
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