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Experience-led travel
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Project purpose

Delivering power
Tor promoting

travel experiences
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All things Estonian
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Culture
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Culture lovers
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Relaxing in a smoke sauna Joining the world’s biggest choir Tasting a nation
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Canoeing in the fifth season Foraging for your dinner
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A global shift from A global shift to

\Volume-baseg \VValue-baseg



Inputs

Research + \Workshops
+ Briet + Development




Bear in mind
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Remember



Part One
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Brand Purpose

Our Brand Purpose explains why
we exist. It runs deeper than our
ambition to promote and market
Estonia to the world and ensures
we enable our audience to make
the most of their precious time.

Visit Estonia — Brand Strategy and Story
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Brand Essence

Our Brand Essence distils our
strategy into a few short words,
capturing Estonia’s spellbinding
ability to flex its space and time,
so it's tailored to the traveller.

Visit Estonia — Brand Strategy and Story
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Brana Positioning

Our Brand Positioning is a

brief description of the overall
experience offered by Visit
Estonia, across nature, culture and
food-led experiences. It speaks to
Natural Nomads, Culture Scouts
and Flavour Seekers.

Copyright © 2020 Visit Estonia
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Brana Values

Our values sit at the heart of
how we build experiences for
our audiences. They are shared
by — and influence — each of
the experiences we promote —

whether it's nature, culture or food.

Visit Estonia — Brand Strategy and Story

Brana VValues

Tunea 1in

Tuned into Estonian life.

et 1oose

et loose to discover the real Estonia.

Wi1ae-eveq

Wide-eyed about Estonia’s hidden treasures.



Brand Voice

From the centuries gone by, to
the seasons of the year, or the
seconds of the day to the extra
hours of a summer night, we
celebrate the language of time
when talking about our travel
experiences.

We're also understated in the
way we speak — a reflection of

the Estonian national character.

This is balanced by a free
approach to writing, varying
sentence length and structure.

Visit Estonia — Brand Strategy and Story
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Natural Nomads

Experiences with Nature — Strategy and Story

Auaglence

We talk about Estonia’s nature-basea
ravel experiences to an aualence ot
Natural Nomaas. With busy lives, they

Tavour slow, Immersive journeys through
wila places ana 1n search ot health,
wellbeing ana themselves. They value
authenticity, purlity, time ana space



Brand Essence

Our Brand Essence distils our
strategy into a few short words,
capturing Estonia’s spellbinding
ability to flex its space and time,
so it's tailored to the traveller.

Copyright © 2020 Visit Estonia




Experience Positioning

Our Experience Positioning is a brief
description of the overall experience
offered to the Natural Nomad. It
highlights proof points that show
how Estonian nature enables
travellers to make the most of their
precious time when travelling.

Copyright © 2020 Visit Estonia

Experiences With Nature — Strategy and Story

—xperience Positioning




Tuneag in

Tuned into Estonian life.

et loose

Let loose to discover the real Estonia.

Wi1ae-evea

Wide-eyed about Estonia’s hidden treasures.

Copyright © 2020 Visit Estonia




Nature Manitesto



Estonia. Tt's about time.
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Culture Scouts

Experiences with Culture — Strategy and Story

Auaglence
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Brand Essence

T

Our Brand Essence distils our
strategy into a few short words,
capturing Estonia’s spellbinding
ability to flex its space and time,
so it's tailored to the traveller.

Experiences with Culture — Strategy and Story
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Experiences With Culture — Strategy and Story

—xperlience Positioning

Experience Positioning

Our Experience Positioning is a

brief description of the overall Fq'—Olfﬂ'a ]'Q -h’_\ '\JU'-hgn'-jC ChO]C: TOr ‘h: ( U] B
experience offered to the Culture - - - - T
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show how Estonian culture enables . .
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Tuneag in

Tuned into Estonian life.

et loose

Let loose to discover the real Estonia.

Wi1ae-evea

Wide-eyed about Estonia’s hidden treasures.
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Estonia. It’s about time.
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Part Four




Flavour Seekers

Experiences with Food — Strategy and Story

Auaglence
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Brand Essence

Our Brand Essence distils our
strategy into a few short words,
capturing Estonia’s spellbinding
ability to flex its space and time,
so it's tailored to the traveller.




Experience Positioning

Our Experience Positioning is a

brief description of the overall
experience offered to the Flavour
Seeker. It highlights proof points that
show how Estonian cuisine enables
travellers to make the most of their
precious time when travelling.

Experiences With Food — Strategy and Story

—xperience Positioning

Estonia 1s the insatiable choice for the Flavour Seeker
Tor those wanting to experience 1004 at their own pac

Because 1n Estonia, no matter vour scheaule, vou’ll ha
all the time 1n the worla; Centuries of influence slowl
simmer together. Foraging tfor mushrooms means gett
lost In the moment. Fine dining can last a aay, anad fas
TOOa comes as Tast as 1t grows
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Tuneag in

Tuned into Estonian life.

et loose

Let loose to discover the real Estonia.

Wi1ae-evea

Wide-eyed about Estonia’s hidden treasures.
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Estonia. It’s about time.
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European Union Investing
European Regional in your future
Development Fund



