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Sample

Size of the sample:

B 2011 — 169 cruise voyagers and for the first time also 60 turnaround travellers who arrived from Spain on
a cruise ship and left by plane from Tallinn airport;

B 2008 — 154 cruise voyagers;
B 2005 — 153 cruise voyagers.

Cruise voyagers were interviewed in cruise ship terminals and turnaround travellers at Tallinn Airport.

According to the weighing method Il of the 2011 sample, cruise voyagers are divided into the following
countries:

Germany 21%;

United Kingdom 18%;

United States 18%;

Spain 11% (excl. turnaround travellers);
Italy 8%;

Russia 6%:;

Other countries 20% (incl. Canada, Australia, Austria, Czech Republic, France, Ireland, Luxembourg, Holland,
Norway, Sweden).

The current report presents results according to weighing method | (see Appendix 2011 to the main report).
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Background to the survey

B The main goal of the survey is to collect detailed data on foreign visitors to Tallinn, the purpose of their
trip, evaluations and expenditure made during the trip. The survey reveals:

from which countries, how and for how long foreign visitors have arrived in Tallinn;

what is the purpose of their visit to Tallinn and what motivated them to choose Tallinn as the
destination city;

which services aimed at foreign visitors are used and how they evaluate the quality of the services;

how much they spend money and on what and how they evaluate the value for money received for
the products/services.

B The results of the research serve as an input in evaluating the competitiveness of Tallinn as a tourist
attraction and in planning further development activities with the aim of increasing Tallinn revenue from
tourism and turning Tallinn into an even more attractive and tourist-friendly city.

B Using the same methodology, the survey of foreign visitors to Tallinn has been ordered by Tallinn City
Enterprise Board and has been carried out since year 2002 by TNS Emor. The results of 2011 have been
compared to results of 2005 and 2008.

B Terms used in the current report

A cruise voyager is a foreign traveller who arrives in Tallinn on a cruise boat, visits Tallinn and does
not stay overnight in Tallinn.

In terms of ship cruises, turnaround is a procedure of exchanging travellers and in which case the
target country serves as the starting as well as ending point. A cruise company called Happy Cruises
finished a cruise in Tallinn, sent the travellers off on a plane, picked up new travellers at the airport
and went on the next cruise (as described by Port of Tallinn).

This report addresses the turnaround traveller as a foreign visitor to Tallinn who comes or goes on a
cruise ship and arrives or departs by plane.
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Respondents™ profile (1)

% of all visitors in the target group

TURNAROUND TRAVELLER

CRUISE VOYAGER

n=169 n=60
GENDER GENDER
male male
female female
AGE AGE
15-24 years 15-24 years
25-34 years 25-34 years
35-44 years 35-44 years
45-54 years 45-54 years
55-64 years 55-64 years
65+ years 65+ years
TRAVELLED WITH TRAVELLED WITH
alone alone
parther/spose \—\ 82 parther/spose
other adults other adults
children : 38551; children
group of tourlsts, frlends m 2005 group of tourlsts, frlends
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Respondents™ profile (2)

% of all visitors in the target group

CRUISE VOYAGER
n=169

PROFESSION

entrepreneur, freelance, farmer

top manager, leading speclallist,
leading officlal

offlce worker, speclallst
skilled worker
other worker

pensioner

at home

h's

pupll, student

w_N
LU LN |

unemployed
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other

TURNAROUND TRAVELLER
n=60

STATUS

entrepreneur, freelance, farmer

top manager, leading speclallst,
leading officlal

office worker, speclalist

skilled worker

other worker

pensloner

at home

pupll, student

m2011 unemployed
= 2008
2005 other
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Summary
Profile of cruise voyagers and turnaround travellers

In 2005, there were more females among cruise voyagers. In 2011, however, the proportion of men is
larger. The proportion of men has increased throughout all survey years.

Cruise voyagers are still rather elderly people (over 65 years of age), but in year 2011, the proportion of
those in their active working age (up to 44 years old) has also increased. Cruise voyagers travel rather
with the close ones (spouse, partner).

Although, most cruise voyagers are pensioners, their proportion has been decreasing consistently
compared to previous years and visitors comprise now a larger number of office staff and specialists. In
year 2011, there were also more entrepreneurs and employees in top positions.

Turnaround tourists is a new target group on the Estonian market, which is why there is no
comparison with previous periods. The interviewed turnaround tourists include more men, middle aged
(45-54 years old) and they travel mostly with a partner/spouse or a group of tourists or friends and they
comprise more office workers and specialists.

Compared to cruise voyagers, most turnaround tourists are slightly younger, travel more often with a
partner/spouse or group of tourists or friends.
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Planning a trip to Tallinn
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Knowledge on Tallinn before the trip

The majority of visitors coming by cruise ship know very little about Tallinn

before their arrival

% of all visitors in the target group

Since this question was used for the first time, comparable
data is not available

CRUISE VOYAGER
n=169

l 1C
-
I knew almost nothing - 20
about the clty
I knew nothing - 4

Yes, I had a pretty good
overview of the clty

Yes, I had general
Information

TURNAROUND TOURIST
n=60

Yes, I had a pretty good 3
overview of the clty

Yes, I had general 23
Information

I knew almost nothing
about the clty

I knew nothing
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Information sources on Tallinn before and during the trip
Information on Tallinn offered on cruise ship was most widely used

% of all visitors in the target group

CRUISE VOYAGER TURNAROUND TRAVELLER
(excl. members of crew) n=60

n=151

On crulse ship 44 On crulse ship
Recommended by friends/acquaintances [N 1o Travel portals and forums In the Internet
Travel gulde - 17 Recommended by frlends/acqualntances

Other homepage In the Internet - 17 Advertisement(s) In mass media and Internet
Erller vislt to Tallinn Recommended by travel agency

Articles In magazines/newspapers (also.. Brochures or leaflets Introducing Talllnn

Cheap hollday package for a short break
Articles In magazines/newspapers (also..

Travel gulde

Soclal medla (Facebook, Twtter etc)

Radle and TV programmes, Introductions

Tourlst Informatlon centre

Other homepage In the Internet

Earller visit to Tallinn

Talllnn tourlst web {www.tourlsm.talllnn.ee)

Advertlsement(s) In mass medla and Internet
Brochures and leaflets Introducing Talllnn
Travel portals and forums In the Internet

Recommended by travel agency . 7

Radle and TV programmes, Introductlions . 6
Tourlst Informatlon centre I 4
Talllnn tourlst web {www.tourlsm.talllnn.ee) I 3
Wish to vislt frlends, acqualntances, relatlves I 3

Soclal medla (Facebook, Twitter etc) I 1 Wish to vislt friends, acqualntances, relatives
Tourlsm falr | 1 Tourlsm falr

Cheap hollday package for a short break | 1 Buslness
Business | 1 Dld not answer

Other . 5 Other
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Previous visit to Tallinn
Among cruise voyagers, most tourists come for the first time

% of all cruise voyagers, including members of crew, n=169

CRUISE VOYAGER

2011

2008

mhas not visited m1-2times 3-4times m5-2times w10 and more times

Of the 60 interviewed Spanish turnaround tourists, none had visited Estonia before.
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Booking the trip

Importance of internet has increased

% of all visitors in the target group

CRUISE VOYAGERS
(excl. members of crew) n=151

61
62
81
5
3
3
5
1
M s
16
12
6
I 5
5

1 m2011
other | 1 m 2008

vla travel agency/ tour
operator

with an organlzed group

with the help of frlends,
acqualntances

vla crulse company

vla Internet

company booked

4 m 2005

* NB! In 2011 members of crew are excluded
with a separate question.

TURNAROUND TOURISTS
n=60

vla travel agency/ tour
operator

with an organized group l 12

with the help of frlends, I

33

acqualntances

vla crulse company . 22
vla Internet I 10

company booked 10 m2011
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Summary
Planning a trip to Tallinn: cruise voyagers and turnaround travellers

For the first time a question about previous knowledge about Tallinn was included. Generally, previous
knowledge about Tallinn both among cruise voyagers and turnaround travellers is rather poor. One third
of cruise voyagers and only one fourth of turnaround travellers are relatively well-informed or have
general info about the city.

Knowledge regarding Tallinn both prior and during the trip among cruise voyagers as well as among
turnaround travellers mostly comes from a cruise ship, but also from personal contacts,
recommendations from friends/relatives or earlier visit to Tallinn. Internet also plays a major role during
information search.

While booking the trip, the services of a travel agent or tour operator are still merely used, in case of
turnaround tourists the services of a cruise company are also used. Compared to previous years, cruise
voyagers have begun using the internet to book the trip more often.

Cruise voyagers are still mostly composed of first-time visitors and only two voyagers out of ten have
visited Tallinn before. The interviewed turnaround travellers mostly come from Spain and none of them
had visited Tallinn before.

Considering the proportion of respondents who have used information sources, its influence on the
decision and what had been achieved by marketing activities in Estonia, the following communication
channels have proven to be useful:

B relationship marketing, including a travel guide, word-of-mouth communication to create positive
impressions and a travel agency;

B handouts: material on the cruise ship introducing the city, including brochures also in other channels;

B mass communication: links in relevant travel portals, articles on Tallinn in different channels, being on
the picture in mass media;

B social media has not yet become a channel that would create an opinion among cruise voyagers.

. TNS Emor. Tallinna Valiskilastajate uuring 2011. Kruiisituristid
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Visiting Tallinn and impressions of the
trip
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Meaning of the holiday
The main holiday trip for cruise and turnaround travellers

% of all visitors in the target group

CRUISE VOYAGER TURNAROUND TRAVELLER
(excl. members of the crew) n=60
n=151

59
... main hellday this year 49 / maln hollday thils year
57
... second most Important second most Important hollday 23
holiday this year thls year
... & short break a short break I 15
w2011
.. other B 4 w2008 other | 3 w2011
4 m2005
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Transport used in Tallinn
Moving around on foot is still primary
Moving around by tour bus is on the decrease

% of all visitors in the target group

CRUISE VOYAGER TURNAROUND TRAVELLER
(incl. members of the crew, n=169) n=60
1
car |1 taxl I 7
1
2
taxl 5

publlc transport (bus, 3
14 trolleybus, tram)

public transport (bus,

e
g

trolleybus, tram) tour bus 8
12\\\&
tour bus 24
43
11 private bus 13
privatebus § 4
6
| 1 on foor
bleycle

88

26
1
ho answer | 2 no answer w2011
2 m2011
mz008
mz2005
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Activities in Tallinn:
walking, sightseeing, shopping and cafes

% of all visitors in the target group

CRUISE VOYAGERS
(incl. members of crew, n=169)

TURNAROUND TRAVELLERS
n=60

88
59
41
vlslting cafes/restaurants m
14 vlslting cafes/restaurants - 20
vIslting museums/exhlbltions . 15
1115 golng on excurslons . 18
golng on excurslons h
26
siting th / Iz vlslting museums/exhlbltions I 5
visiting theatres/concerts § 3

23 buslness {meetlngs, visiting business 2
visiting pubs/nightclubs I 2 partners)

1 [ |
festlvals/cultural events | no answer I 3 2011

1
vlslting a spa/health centre
1 w2011
other ‘ 1 B2008 *for the 2011 survey, visiting festivals/cultural events was added.
I 1 B 2005 * In 2005, visiting pubs/restaurants and visiting nightclubs was
none of the above viewed separately, which is why comparison at this point is not

possible.
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Areas visited in Tallinn

Old town and city centre are visitors™ favourites

% of all visitors in the target group

CRUISE VOYAGER
(incl. members of crew, n=169)

old town
clty centre
Kadrierg

Plrita

Rocca al Mare F 4

Kalamaja
other | 1
| ) mz2011
no answer w2008

TURNAROUND TRAVELLER
n=60

old toawn

clty centre

Kadrlorg

no answer =2011

|5
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Overall evaluations of a trip to Tallinn
Average evaluations are on the increase

% of all visitors in the target group

Average
% evaluations
CRUISE VOYAGER, n=169
2011 9.0
2008 8,8
2005 8,0
TURNAROUND TRAVELLER, n=60
2011 B 15 35 25 7 7,8

m 10 polnts - very good m2 points u8 polnts 7 points m5-6 points m1-4 polnts - very bad mdo not know/no answer
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Image of Tallinn as a city

Average evaluations on a 4-point-scale, where 1=minimum and 4=maximum

CRUISE VOYAGER
(incl. members of crew, n=169)

Attractive nightlife _,g,g

Sufficlent amount of sights _ g;g

Enough good restaurants _ 33,'88

A tidy and decent clty _33r:’3

Good Internatlonal transport possibllities _3,178

Rich cultural life 3,68

Sufficlently safe clty 35',173

Friendly and welcoming people 35:78

Easy to move around In the clty, enough signs 35:37

Enough Interesting museums g:;
Good avallabllity of public transport In the clty 3,7
Good avallabllity of tourlst Informatlen In.. 3357
¥
3,7

r

Interesting excurslons

Good weather to get to know the clty
Products/services have good value for money
Tallinn Is a good place for shopping
Favourable prices

W w w|
LU T
O'I"\I

-

...I
Wy
el
)

TURNAROUND TRAVELLER
n=60

Sufficlent amount of slghts _ 3,8

Good weather to get to know the clty _ 3,8
Sufficlently safe clty _ 3,7

Attractlve nightlife _ 3,7

Rlch cultural night _ 3,7

A tldy and decent clty _ 3,6

Friendly and welcoming people _ 3,6

Enough good restaurants

Easy to move around In the clty, enough signs
Good avallabllity of tourlst Informatlen In..
Interesting excurslons

Good International transport possibllities
Good avallabllity of public transport In the clty
Talllnn Is a good place for shopping

Enough Interesting museums
Products/services have good value for money
Favourable prices

m2011
m2008
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Positive and negative comments on Tallinn
Opinions of cruise voyagers

The following summarizes the respondents” open-end comments to

guestions ...

Would you like to comment on Tallinn — something
you are very satisfied with or what was the most

positive thing in Tallinn?

Would you like to comment on something that you
are dissatisfied with or something that could be
better_ in Tallinn?

Old town

Positive experience with Estonians

Other in old town, towers, the wall, roofs, etc
Churches

Town Hall, Town Hall square, the surroundings

Shops, boutiques, shopping centres, department stores
Other parts of Tallinn

Euro is in use

Freedom Square

Cold or bad weather

Dirty or slippery streets
Language problem

Unfriendly, rude service staff
Communist-time buildings

Not enough toilets on the streets

Prices have increased

Difficult to move around for the disabled, obstacles
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Service culture in Tallinn

General evaluations still positive, turnaround travellers are somewhat

more critical

Average evaluations on a 4-point-scale, where 1=minimum and 4=maximum

CRUISE VOYAGER
(incl. members of crew, n=169)

3,7
3,6

Generally good service quallty . 53’7

Professlonal service staff

-

Professlonal service staff

Frlendly and helpful service-staff

3,7
Friendly and helpful service-staff 3,6 Generally good service quallty
Fast service 3,7
3,6 Fast service
Adequate forelgn language skills 3,7
of service staff ,5 Adequate forelgn language skills
of service staff
m2011
m2008

TURNAROUND TRAVELLER
n=60

. TNS Emor. Survey into foreign visitors to Tallinn 2011. Cruise voyagers
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Likelihood of visiting Tallinn again
Half of the visitors would come back to Tallinn

% of all visitors in the target group

%
CRUISE VOYAGERS
TURNAROUND TRAVELLERS
mdefinitely will visit mprobably wlll vislt probably wlll not vislt

Compared to year 2008, the scale has been changed, which is why
no data is proved on the previous period. Still, one may say that
the amount of those who are likely to visit Tallinn again has
increased.

mdefinitely wlll not visit mdo not know
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Recommendation communication
Nearly all foreign visitors would recommend visiting Tallinn to their
friends/acquaintances

% of all visitors in the target group

%
CRUISE VOYAGERS
2011
TURNAROUND TRAVELLERS
2011

mdefinitely wlll recemmend mprobably will recommend probabaly wlll not recommend

mdeflnitely wlll not recommend Emdo not know

Compared to year 2008, the scale has been changed which is why no data is
provided on the previous period. Still, one may say that the amount of those
who would recommend has increased.
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TallinnCard ﬂgﬂ

Information on Tallinn Card and its usage
Majority of visitors have not heard of Tallinn Card

% of all visitors in the target group

CRUISE VOYAGER TURNAROUND TRAVELLER

(incl. members of crew, n=169) n=60

8
have heard of Talllnn Card, n=14 LI.G have heard of Talllnn Card, n=10 . 17
15

89
84 had not heard of Tallinn Card, n=37 _ 62
77
m2011 do not know, n=13 - 22

have not heard of Talllnn Card,
n=15]1

do not know, n=4
m2008

6
8 2005

m2011

% of all visitors who have spent the night away
from home during the trip

have used Talllnn Card, n=1

have not used Tallinn Card,
hml3

|
~1 =l
[+ 1]

w2011

do not know, n=0
l 7 = 2008

% of all visitors who have spent the night away

from home during the trip

have used Talllnn Card

have not used Talllnn Card, n=10 100

do not know 2011
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Average spending per person per day while in Tallinn (in EUR)
Turnaround travellers spend in more categories

Average spending per person per day in EUR

CRUISE VOYAGER TURNAROUND TRAVELLER
(incl. members of crew, n=169) n=60

Total spending Total spending 42
Food, drinks Food, drinks
Souvenlrs Souvenirs
L E
Consumer goods Consumer goods
0
Excurslons Excurslons
0
Transportation w2011 Transportation w2011
m2008
0
Telephone, Internet Telephone, Internet

*Spending: average
spending per person
among those who
named the respective
spending
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Summary
cruise voyagers and turnaround travellers account for 16% of foreign visitors to

Tallinn

In 2011, approximately 431 00O cruise travellers arrived in Tallinn (375 000 in 2008 and 272 000 in 2005). For the first
time in 2011 turnaround travellers accounted for about 7000 foreign visitors.

Both for the cruise voyagers and turnaround travellers this was the main holiday of the year. Compared to previous periods,
a cruise is becoming more frequently the main or second most important holiday. It is possible that due to the global
recession, the proportion of those for whom a cruise is just a short break in their everyday life, has fallen dramatically.

In Tallinn the visitors move around the city mostly on foot and the usage of sightseeing buses has decreased. Because
turnaround tourists spend less time in Tallinn, the use of taxi services is somewhat higher among them.

Since both cruise voyagers and turnaround travellers spend just one day in Tallinn, their main activities include a walk in the
city, sightseeing, shopping and visiting cafes/restaurants.

Due to the fact that they are one-day travellers, they seldom reach different areas in Tallinn, therefore the main places they
visit are the old town and city centre.

Satisfaction of cruise voyagers with Tallinn is very high (9 points out of 10) and this is rather on the increase. Satisfaction is
the highest with sightseeing and active nightlife and their greatest source of dissatisfaction is the high price-level.
Turnaround tourists are somewhat more modest in their evaluations (average satisfaction with Tallinn is 7.8 points), but the
evaluations are still fairly high. Satisfaction is the highest with sightseeing and good weather (interviews took place in
summer) and their biggest sources of dissatisfaction are high prices and quality of products/services.

Half of the cruise voyagers and turnaround travellers would visit Tallinn again, but cruise voyagers are more certain of their
revisit. This may be the case because they have more time to spend in Tallinn, which may result in greater interest in the
city. Also, the turnaround travellers of 2011 live geographically farther away (in Spain) than most cruise voyagers which
may also be a source of uncertainty regarding the revisit.

In terms of recommending Tallinn as a travel destination, almost all cruise voyagers and turnaround travellers are convinced
that they would definitely or probably recommend travelling to Tallinn.

Most visitors have not heard anything of Tallinn Card and none of the respondents in the target group had used it. At this
point one must also bear in mind the small number of respondents which makes it impossible to draw statistically significant
conclusions.

Compared to year 2008, the expenditures of cruise voyagers has remained more or less the same (a small increase in total
spending may be due to increased prices in Estonia). Turnaround tourists, however, spend more than the average cruise
voyager since Tallinn is also their departure or arrival point.

TNS Emor. Survey into foreign visitors to Tallinn 2011. Cruise voyagers
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Further information

B The following people participated and were responsible at different stages of the research :

Client: Karen Alamets
Project manager of the survey

plan and report : Esta Kaal, Annette Schultz
Sample design: Mare Lepik A
Questl_onnalre p_rogr_am_mlng. Kal !Daap ""“
Interview coordination: Marju Kalve ﬁ;&?‘ A=
Data processing: Kai Paap (ﬁ?}gi;ri; 5 e Vo
Graphics: Annette Schultz .ﬁﬁiﬁ:*g P

- v - "-'-.. ‘ il
(AP a.
‘.\. v - [ i \
‘f‘t q’ "‘i .

B Additional information

Project manager: Esta Kaal e ;
Phone: 626 8532 ( “}:’;‘i' -ﬁ:.';;- X
E-mail: Esta.Kaal@emo q{“‘y
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