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Sample

m  Great Britain sample size:

m 2008-114
m 2005-94
m 2004 -95

® In 2008 79% of visitors from Great Britain were interviewed at the airport, 9% in Ikla checkpoint, 7% at the harbour, 2%
on the streets, 1% in Narva and 1% in other places (in 2005 71% at the airport, 17% in Ikla checkpoint, 12% at the
harbour).

m  The proportion of visitors from Great Britain from among all visitors has generally remained the same as in year 2005

(3% in 2005 and 24%* in 2008).

m  Germany sample size

m 2008 -122
m  2005-115
m 2004 -126

® In 2008 68% of visitors from Germany were interviewed at the airport, 19% in lkla checkpoint and 13% at the harbour (in
2005 35% at the harbour, 33% at the airport, 30% in Ikla checkpoint, 1% in Narva)

m  The proportion of visitors from Germany has increased slightly compared to year 2005 (5%* in 2008 vs 4% in 2005).

m  The results in this report are presented according to the weighing methodology | (See Appendix 4).

- * Proportion according to the
emaor 2 weighing methodology Il (see
Appendix 4)



Respondent Profile (1)

% of all the visitors who have arrived from a particular country

Great Britain Germany
GENDER
67 66
Vol — 7 o3
33 34
Female 38 S *
AGE 1:‘ Compared to 15
other countries
15-24 years the proportion 13
e :}2/ of 18
years 18 respondents — 20
2544 ears= between 25-34
y 24 is the largest 135
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5 increasing 28
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65+ yearsL :H 2008 21 2
2006
COMPANIONS m 2004
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Alone 25 3 18
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With other adult
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Respondent Profile (2)

% of all the visitors who have arrived from a particular country

Great Britain
STATUS

entrepreneur, freelance, farmer
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The purpose of the trip and the route




Tallinn as the holiday destination

% of all the visitors who have arrived from a particular country and who spent at least one night away from home

Great Britain Germany
61 43
TALLINN is the only destination | am 69 39
visiting during my trip
47 24
TALLINN is the main destination of my 18
trip
but I am visiting other places en route 1
to and/or from TALLINN 18
34
56
51

| am visiting TALLINN en route to

and/or from my main destination Compared to

. 5 other countries
the proportion

"2008 of people who
th 1 2005 visit Tallinn en
ke B 2004 route is large

8
7
15
. o 22
TALLINN is one of several destinations
| am visiting during my trip 18
33
4
7
3
4
1
1

in case of
> emor 5 Great Britain
and Germany



The p purpose of the trip

% of all the visitors

vacation / holiday

day-trip (one-day vacation)
visiting friends or relatives

shopping only

health and wellness (visiting a spa,
medical establishment)

attending a
conference/seminar/training

participating at a trade fair

other business trip

[ '”trip paid by the employer
= EMOr

have arrived from a particular country

Great Britain Germany
54 66
65 75
62 67
t 2 r 3
1 1
3
17 5
10 4
13 11
1 4
3 5
12 5
26 19
15 / 8 / The proportion
18 13 of business
2 trips has
1 1 = 2008 increased with
4 1 5005 both countries
4 8
M 4 m 2004
5



The meaning of the holiday

% of all the visitors who have arrived from a particular country, who are on a holiday or who visit friends and relatives with the holiday purpose

Great Britain Germany
...main vacation this 16 26
year 13 38
27 57
... a secondary/additional 21 14
vacation this year 10 / 16
14 13
... a short break 77 46

2008
2005
m2004

other

1
3
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Staying overnight and accommodation
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Nights spent away from home during the trip

% of all the visitors who have arrived from a particular country

Great Britain Germany

Spent at least one night 100

away from home

% of all the visitors, who . .
have spent nights away

from home

0

Spent one’s nights in Tallinn 98

98

35
Elsewhere in Estonia 12
21
Other( ship, train or 25
elsewhere) 1
5




Spending nights away from home

the number of average nights spent away from home

(of all the visitors who have arrived from a particular country, who have spent nights away from home)

Great Britain Germany
4,6 7.8
Nights spent away 42 6.2
from home
5.3 10,0

Including nights spent

in Tallinn Compared to
other
countries,
Including nights spent CTETIERE (LG
: . the longest
elsewhere in Estonia trips

Including nights spent

in a ship, train or m2008
elsewhere 2005
m2004




Staying overnight in Tallinn

% of all the visitors who have arrived from a particular country, who have spent at least one night in Tallinn

Great Britain Germany

_ 13
luxury hotel, superior class hotel 21 32 = 15 33

k2
©0

28 37
moderate quality hotel (mid-range hotel) - 43 gg

12 16
standard or budget hotel - 20 1 21

5 5
guest house z 8
7 10

Because the 1
w3 top managers g
guest apartments (rental flat) has increased,
2 the use of
university accommodation/dormitory suhpef[rllor r(]:lass More than the
otelshas average,
Hostel 2 gone up. This 10 Germans
7 is most 2 overnight in
prevalent 4 hostels and
camper/caravan/tent among visitors caravans/tents
9 from Great 10
campground cabins 88 Britain = 10
with friends/relatives 2 m 2008
2005
second home -5 8 ] 35 m 2004
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Before arriving in Tallinn
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Booking accommodation

% of all the visitors who have arrived from a particular country, who have spent at least one night in Tallinn and who used accommodation (

Great Britain 81%, Germany 83%

travel agency/ tour operator

part of an organised group
accommodation establishment
Tallinn Tourist Information Centre
through friends or relatives
airline/train/ferry operator

on the Internet

the company booked everything
other

did not book

Great Britain

Germany

27 32
26 37
20 20
1 2
5 5
2 10
— .
17 18
r 1
8 3
12 8
10 8
L 2 L 2
38 34
30 24
21 15
i "
° 3 2008
Booking in the 2
1 internet has 46 2005
2 gained popularity — 6 B2004
13 19
6 17

14




Booking accommodation

% of all the visitors who have arrived, who have spent at least one night in Tallinn staying in an accommodation establishment and who has
booked one’s accommodation ( Great Britain 79%, Germany 74%)

Great Britain Germany

Before arrival

After arrival | 1 5

The question was asked
differently in previous years so the
comparison is not presented.

15




The time of booking one’s accommodation

% of all the visitors who have arrived, who have spent at least one night in Tallinn and who has booked one’s accommodation before arrival

Great Britain Germany

...less than one week before

arrival
42
...1-4 weeks before arrival
45
...5—8 weeks before arrival 42
13
...9-12 weeks before arrival 14
9 Compared to earlier

4o Years, visitors from Great
Britain and Germany
11 have begun to book
accommodation at
shorter notice (1 month
there was no need for before in about half of the
booking cases).

...more than 12 weeks
before arrival




Booking Transportation

% of all the visitors who have arrived from a particular country

Great Britain Germany

£ 2 40
travel agency/ tour operator 27 21

part of an organised group

accommodation establishment

Tallinn Tourist Information Centre

through friends or relatives

o/l
N DN
o]
calial
W
N

-
L

airline/train/ferry operator

on the Internet

39 37
3 24
26 17

the company booked everything 13 2005
m2004 ——
other
did not book

|

-
P
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Number of previous visits to Tallinn

% of all the visitors who have arrived from a particular country

mHas notvisited ~1-2times =3-4times m3-10times mmorethan 11times Average number of

visits
SUURBRITANNIA ‘ ‘
2008 8 3
2005 21 | 2
2004 1 5I 5
SAKSAMAA
2008 | 3
2005 1
I
2004 | 3
0% 20% 40% 60% 80% 100%

Even though the number is dropping,
compared to other countries, most first
= eMOr time visitors come from Great Britain

19
and Germany.



Information sources about Tallinn

% of all the visitors who have arrived from a particular country

A previous visit to Tallinn

Advice from friends/relatives
Articles in magazines/ newspapers
Ads in magazines/ newspapers
Brochures on Tallinn

Guidebook

Radio programmes

Television programmes, coverage
Commercials on Television
Tallinn tourism website

Other home page on the Internet
Advice by a travel agent

Tallinn City Tourist Office

Tourism fair

Other

Great Britain

20

Germany

55
62
51
43
51
54
43
48
42
45
50
43
44
43
11



The Factors that Influence Visiting Tallinn

% of all the visitors who have arrived from a particular country

Great Britain

Previous visit - 25

Germany

e 15

Advice from friends/relatives _ 10

2 e

Articles in magazines/ newspapers I 11

| K

Ads in magazines/ newspapers l 5

Advertisements on the Internet . 3

The proportion of first time

Commercials on television I4

Brochures on Tallinn - 13

I visitors is high and
. 11 therefore previous visit as
a factor stands low

Guidebook I 13

Radio programmes 4

TV programmes, coverage I 6

Tallinn tourism website I 13

Other home page on the Internet . 9

Advice by a travel agent |3

Tallinn City Tourist Office I
4

Tourism fair

Other




Transport used to arrive in Tallinn

% of all the visitors who have arrived from a particular country

Great Britain Germany

11

Private or rental car

taxi

60

public transport

sightseeing bus

private bus
on foot Compared to other
countries, Germans use
14 more varied ways of
arriving in Tallinn —from
other the plane to buses and

ships




The Transportation Used in Tallinn

% of all the visitors who have arrived from a particular country

Great Britain Germany

In addition to taxies,

Germans also use public

20 transport and bicycles to
o8 move around Tallinn

Private or rental car

49
taxi 72

Public transport

Sightseeing bus

Visitors from Great Britain

. use taxies most
Private bus

Bicycle

On foot 73

78 79

Other



Activities Tallinn

% of all the visitors who have arrived from a particular country

Great Britain Germany
i 60
visiting sights/attractions 76 2 91
. 1
visiting museums - 44
visiting exhibitions 35
going to the theatre 7
going to concerts & 25
. : 69 76
walking around the city - - 994
. , 8
going on an organised tour g 15 .32‘5
going on an tour outside of Tallinn 3 18 14 o1
going out to cafés/ restaurants 771277 =?881 92
going out to pubs/ clubg 5
watching sporting eventg 6
doing sportg 13
going to a spa 45 28
going to a beauty salo r 26 / / o
attending a conference, seminar, training 4e With visitors from Great G1e_rr|?ans spend t!meI in
participating at a trade fai Britain, cultural interests allinn most actively
dealing with work matterg ! have become slightly less
18 important. Visits to = 2008
othe i i
8 nightclubs have increased 2005
d 5 m 2004
emor ”



Areas visited in Tallinn

% of all the visitors who have arrived from a particular country

Great Britain

Old Town 84

Downtown

Kadriorg

Pirita

Rocca al Mare o
Most visitors from Great

Britain stay in the Old
Town and downtown,
other 7 Germans tend to be more
active.

Germany




Evaluation of Overall impression of Tallinn Trip

% of all the visitors who have arrived from a particular country

m 10 points- very good 9 points m 8 points
m7 points 5-8 points m1-4 points-verybad Average
evaluation
GREAT BRITAIN ‘
2008 s | 8.4
2005 3 84
2004 i 8,2
GERMANY
2008 S 8,5
2005 6 8,1
0% 20% 40% 60% 80% 100%

Even though visitors from Great Britain gave
the lowest evaluations, their opinion does not
differ averagely from visitors of other
= Emor countries



The Image of Tallinn*

Average evaluation on 4-point scale wherel is minimum and 4 is maximum evaluation

Great Britain

The town is safe enough 3.4

Plenty of good restaurants 3.4
The town is clean and tidy 3.4
Plenty of sights 34

Good international transport
connections 3.3

Tourist information about Tallinn
is easily accessible 3.4

3.3
3.2
3.4
3.1

Rich cultural life
Plenty of interesting museums

Friendly and hospitable people

Easy to get around, enough signs
posted

Attractive nightlife

Information about public transport
in

town is easily accessible
Favourable prices

Prices correspond to the quality of
products/services

eather for sightseeing

= eMOr

Germany

Plenty of sights 3.6
Tourist information about Tallinn
is easily accessible 3.6
The town is safe enough 3.5
Plenty of good restaurants 3.5
Friendly and hospitable people 3.5
The town is clean and tidy 3.4
Rich cultural life 3.4
Plenty of interesting museums 3.4
Easy to get around, enough signs
posted 3.4
Good international transport
connections 3.3

Attractive nightlife

Information about public transport
in

town is easily accessible

Prices correspond to the quality of
products/services

Nice weather for sightseeing

3.3
3.3
3.3

Favourable prices

*In 2008 the division of scale and the names of categories hav
27 been changed compared to the previous surveys. The results
for 2004 and 2005 are presented in the next slides.



The image of Tallinn

Average evaluation on 5-point scale where 5 is minimum and 1 is maximum evaluation

Great Britain

2005

People are friendly and hospitable Sage

Plenty of good restaurants People are friendly and hospitable

Prices correspond to the quality Plenty of good restaurants

Rich cultural life Prices correspond to the quality

Safe Easy to move around

Easy to move around Rich cultural life

Plenty of sights Plenty of sights

Lively nightlife Lively nightlife

Plenty of interesting museums Plenty of interesting museums
Nice weather for sightseeing
Nice weather for sightseeing
Prices are too high
Prices are too high

Too crowded for moving around the
city

Too crowded for moving around the city

Untidy, dirty

Untidy, dirty

28

2004




The image of Tallinn

Average evaluation on 5-point scale where 5 is minimum and 1 is maximum evaluation

Germany

2005 2004

Plenty of sights

Plenty of sights
People are friendly and hospitable
People are friendly and hospitable
Safe
Safe

Plenty of good restaurants
Plenty of good restaurants

Rich cultural lif
ich cultural life Rich cultural life

Easy to move around the city Easy to move around the city

Plenty of interesting museums Plenty of interesting museums

Prices correspond to the quality Prices correspond to the quality

Nice weather for sightseeing Lively nightlife

Lively nightlife Nice weather for sightseeing

Prices are too high Prices are too high

3.7

bo crowded for moving around the city 37 Too crowded for moving around the city

Untidy, dirty Untidy, dirty

29




Tallinn customer service culture*

Average evaluation on 4-point scale where 1 is minimum and 4 is maximum evaluation

Great Britain Germany

Customer service personnel speak Friendly and helpful customer service

foreign languages well enough personnel 3.3
Friendly and helpful customer service Customer service personnel speak
personnel foreign languages well enough 3.2
Customer service quality is generally good Fast customer service 3.2
Professional customer service personnel Customer service quality is generally good 3.2
Fast customer service Professional customer service personnel 3.2

* This question was included in the survey
for the first time in 2008, so the comparison

20 is not possible here.




Positive impressions of Tallinn

Next a summary of respondents’ comments on the question Are there any comments you'd
like to add about something that you are extremely satisfied with or what was the most positive
experience you had in Tallinn? will be presented.

Great Britain Germany

Old town old town

Restaurants, bars, eateries Restaurants, bars, eateries

Positive experience with Estonians Positive experience with Estonians

Shops, shopping centres _
Shops, shopping centres

Hotels
Hotels

Town Hall Square, its surroundings . _
Town Hall Square, its surroundings

Arts centre, museums
Arts centre, museums

The sea, nature, parks

31




What could be better in Tallinn?

Next a summary of respondents’ comments on the question Are there any comments you'd
like to add about something that you were not satisfied with or what could be better in Tallinn?
will be presented.

Great Britain Germany

Language problems Language problems

Unfriendly customer service personnel Unfriendly customer service personnel

Cold or bad weather Cold or bad weather

Dirty or slippery streets Dirty or slippery streets

Not enough toilets in the streets Not enough toilets in the streets

Expensive public transportation Expensive public transportation

Hotels Hotels
Negative experience with Estonians

Bad traffic

32




Likelihood of visiting Tallinn again

% of all the visitors who have arrived from a particular country
How likely are you to visit Tallinn again during the next 5 years? *

2008 mvery likely mquite likely notvery likely will definitely not visit mdon'tknow

Great Britain

Germany

0% 10% 20% 30% 40% 50% 60% 70% 80% 80%  100%

mvery likely © pretty likely mdo notconsider itto be likely mdefinitelyno ~ don'tknow

2005

Great Britain 30 12
Germany |
2004
Great Britain 33 5
Germany | 43 g

0% 10% 20% 30% 40% 50% 60% 70% 80% 80%  100%

& emor * The answer options in 2004 and 2005 are -
different compared to 2008.




Recommendation communication

If your friends/relatives asked your advice about a holiday destination, how likely would you recommend Tallinn?

o mvery likely to recommend m quite likely to recommend notvery likely to recommend
Great Britain 7 I 3
Germany 5 5
0% 10% 20% 30% 40% 50% 60% 70% 80% 80% 100%

The visitors from Great Britain
are critical here as well: 9% of
them would not recommend
Tallinn as a holiday
destination




Information about Tallinn Card

% of all the visitors who have arrived from a particular country

Great Britain Germany

Has heard about Tallinn Card

Has not heard about Tallinn Card

Don’t know

14 m 2008
2005

w2004

% of all the visitors who have heard about Tallinn Card

46
On the Internet

Tallinn Tourist Information Centre

travel agency/ tour operator

advertising at the harbour

advertising at the airport

printed information materials/ leaflets/ brochures

advertising in the media (newspapers, magazines,
television)

42

at the hotel

friends/ relatives

tour-guide m 2008

ipanies offering Tallinn Card discounts b-’s m 2004
= emor 35



The Usage of Tallinn Card

% of all the visitors who have heard about Tallinn Card (Great Britain 40%, Germany 47%)

Great Britain Germany
Has heard about Tallinn Card 33
Has not heard about Tallinn Card 66
Don’t know 2

36

65



Opinion about Tallinn Card

% of all the visitors who have heard about Tallinn Card ( Norway 38%, Sweden 21 %)

B 10 points - very good © 9 points =8 points © 7 points  5-8 points m1-4 points very bad © don't know/no answer
I I I I I I I I I
Great Britain 14 11 5 66
| | | | | | | | |
Germany 18 18 3 I 55
I I I I I I I I I
0% 10% 20% 30% 40% 50% 60% 70% 80% 20% 100%
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Average expenditure per person per day

Average expenditures per person

Great Britain Germany
Total expenses 2000 1885
Accommodation 1194 1008
Food, drinks 881 617
Purchases 535 514

The expenditure of visitors
from Great Britain and
Germany are somewhat
Entertainment B 512 172 below the average (-10% and
-18% respectively).

Other | 247 314 m2008

5486

The price of the package



Summary
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German foreign visitors
5%* of all Tallinn foreign visitors

There was 131 000 foreign visitors from Germany, which is slightly more than the number in previous surveys (115 000 in 2005).
Compared to earlier years, visitors from Germany include more young people, students, but also middle aged and less
older/pensioners. The proportion of men has increased (55% in 2005 vs 66% in 2008).

Compared to other nationalities, Germans also visit other destinations. However, the proportion of those, for whom Tallinn is the
only destination, is increasing (39% in 2005 vs 43% in 2008). It mostly involves holidays, but the proportion of business trips has
also increased substantially.

All Germans also stay overnight in Tallinn and, compared to other countries, spend here the longest (7-8 nights). The most
popular type of accommodation is a mid-range hotel, however, compared to visitors from other countries, German visitors also
spend the night in caravans and tents. Booking the accommodation via internet is an increasing trend. Compared to other
countries, Germans tend to book accommodation with longest notice, however, this is a falling trend over the past years and in
more than half of the cases accommodation is booked up to 1 month in advance.

Half (50%) of the visitors from Germany are in Estonia for the first time, as a result of which the average number of visits is
relatively low (3). However, compared to the last survey (2005), there are substantially less first time visitors (66%). Unofficial
sourced of information (articles, brochures) are mostly used by German visitors to gain information on Tallinn. Various internet
sites are also popular to search information.

Germans spend time in Tallinn most actively and engage in different cultural activities, sightseeing, shopping and walking. The
increase in the number of younger visitors to Tallinn has brought about more frequent visits to nightclubs. The general
impression about Tallinn is high among Germans, but the average has remained unchanged at the 2005 level. Most Germans

are prepared to return to Tallinn and recommend the city to their friends and relatives.

Almost half (47%) of Germans have heard about Tallinn Card and approximately a third have used it.

emaor
40 * Proportion according to the weighing

methodology Il (see Appendix 4)



Great Britain foreign visitors
4% of all Tallinn foreign visitors

In 2008, about 114 thousand* foreign visitors came to Tallinn from Great Britain. This number stands higher than in the previous
survey period (ca 86 thousand in 2005).

m  Regarding the social-demographic structure of visitors from Great Britain, those aged between 25-34 prevail. Their number in
Tallinn is also greater than previous years. Also, compared to previous years, there are more of those who are employed as
managers and office staff and less skilled and other workers.

m  Half (54%) of the visitors are on a holiday, however, the number of those who visit friends and relatives or are on a business trip
has also increased. A trip to Tallinn is primarily a pleasant change, but the number of those who consider it the second most
important holiday has also increased (10% in 2005 vs 21% in 2008).

m  All visitors spend at least one night in Tallinn (3 night on average) and the number of those British who spend the night in a luxury
hotel, has gone up substantially (21% in 2005 vs 32% in 2008). Accommodation is mainly booked in the internet and the length of
notice is becoming shorter (42% on average book 1 month in advance).

m  The number of first time visitors has decreased (67% in 2005 vs 42% in 2008), although it is still quite high compared to our
neighbouring countries. The sources of information and influencing factors which play an above average role are various official
channels (brochures, travel guides, articles, etc) .

m |n Tallinn, visitors from Great Britain engage in all the activities inherent to tourists — a walk in the city, visiting sights and cafes.
Nevertheless, visits to nightclubs have increased substantially. Cultural interests have somewhat subsided, which can be explained
by the increased proportion of younger visitors. Most visitors from Great Britain remain in the Old Town and downtown..

m  Generally, Tallinn is viewed positively, and the proportion of those providing maximum evaluations has increased. However,
compared to other countries, mainly the visitors from Great Britain (4%) provide the minimum evaluation to their general impression
of Tallinn .

m  Most visitors from Great Britain say that they would come again to Tallinn and would recommend Tallinn to their friends.

However, the number of those who are critical is also the highest here.
- * Proportion according to the
emaor o
41 weighing methodology Il (see
Appendix 4)




	Sample
	Respondent Profile (1)
	Respondent Profile (2)
	The purpose of the trip and the route
	Tallinn as the holiday destination
	The purpose of the trip
	The meaning of the holiday
	Staying overnight and accommodation
	Nights spent away from home during the trip
	Spending nights away from home
	Staying overnight in Tallinn
	Before arriving in Tallinn
	Booking accommodation
	Booking accommodation
	The time of booking one’s accommodation
	Booking Transportation
	Tallinn
	Number of previous visits to Tallinn
	Information sources about Tallinn
	The Factors that Influence Visiting Tallinn 
	Transport used to arrive in Tallinn
	The Transportation Used in Tallinn
	Activities Tallinn
	Areas visited in Tallinn
	Evaluation of Overall impression of Tallinn Trip
	The Image of Tallinn*
	The image of Tallinn
	The image of Tallinn
	Positive impressions of Tallinn
	What could be better in Tallinn?
	Likelihood of visiting Tallinn again
	Recommendation communication
	Information about Tallinn Card 
	The Usage of Tallinn Card
	Opinion about Tallinn Card
	Average expenditure per person per day
	Summary
	German foreign visitors �5%* of all Tallinn foreign visitors
	Great Britain foreign visitors �4%* of all Tallinn foreign visitors

