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Who are your Competitors?
Mapping Tallinn competition in travelers’ mind
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4Methodology
Mapping destinations considered in the same set as Tallinn at decision making process

T
Competition Mapping
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Which alternative destinations 
did you consider?

The Competition Mapping is based on one standard question asked to all

travelers in the global TRAVELSAT Competitive Index survey: “which

alternative destinations did you consider?”. TCI Research have tracked all

“’combinations of destinations” that were considered together in the travel

inspiration process from their global database. Survey-based are completed

with hesitancy discussions / advices listened in social web conversations

content (forums, blogs…). 200+ hesitancy scenarios have been consolidated.
I visited

Stockholm
but considered

Tallinn and 

Hamburg

I visited

Berlin but 

considered

Tallinn

I visited Tallinn
but considered

Dublin and

Vilnius

Which destinations 
have you visited?

These illustrative hesitancy situations show that Dublin, Vilnius,
Hamburg, Berlin and Stockholm can be considered as part of the
same competitive scope as Tallinn.
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Typical Travel Periods

TOP30 Destinations considered together with Tallinn at decision making process

Tallinn Competition MappingT
Competition Mapping

R A V E L S A T

Stockholm 14%

Vilnius 11%

Riga 10%

Copenhagen 7%

Helsinki 6%

Krakow 5%

Ljubljana 4%

St. Petersburg 4%

Warsaw 4%

Barcelona 3%

Prague 3%

Berlin 2%

Brussels 2%

Hamburg 2%

Bruges 2%

Budapest 2%

Florence 2%

Moscow 2%

Oslo 2%

Paris 2%

Salzburg 2%

Rotterdam 1%

Antwerp 1%

Bergen 1%

Uppsala 1%

Dublin 1%

Lisbon 1%

London 1%

Munich 1%

Edinburg 1%

TOP 30 ALTERNATIVES TO TALLINN

Nordics, Baltics... and beyond!

The set of alternatives to Tallinn mentioned by hesitant travelers at

decision making process is fairly fragmented geographically including:

o Beyond other Baltic cities (Vilnius and Riga), about 1 in 3 Nordic

alternative destinations, with Stockholm coming first in mind.

o Eastern/Central European “big names” (St. Petersburg, Prague,

Berlin, Moscow) and second league cities such as Budapest, Hamburg,

Munich, Salzburg and Krakow (more than Warsaw).

o Belgian / Dutch Art cities (Bruges, Antwerp, Rotterdam, Brussels...)

o UK capital cities (Dublin, Edinburg and London)

o Several Southern European premier league cities (Lisbon, Florence,

Barcelona) and secondary cultural cities like Ljubljana

Tallinn is confirmed to be well part of the cultural city break landscape

offering either an alternative to a repeat visit in capital cities or to other

“new” cultural experience in less known parts of Europe.

% reflects the number of times the destination was envisaged as alternative to Tallinn, from scenarios as defined in the previous page
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Introducing the City Sentiment Index
Objectives & Methodology
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Research Protocol engaged by TCI Social Diggers 

o Combining multilingual social analytics tools and proprietary scripts 

capturing and consolidating content from all social web platforms.

o Includes most active websites, forums, blogs, micro-medias, FB/Twitter, 

Instagram, LinkedIn, Flick, Google+… with geographical filters applied.

o TCI Social Diggers convert the aggregate “noise” into relevant 

insights, using advanced search settings and post-curation mapping 

mainstream and emerging sentiment trends.

o Analytics and trends are illustrated by post examples.

How does TRAVELSAT© Pulse work ?

Research intelligence + Powerful web crawling engines

THE tool to be used to listen 

to the wide range of emotions 

shared on social media”

T

Pulse

R A V E L S A T

Endorsed by

“
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What “Sentiment” means

All social web conversations sharing

about experiences, events, emotions,

brands, ambassadors and activities

influencing cities’ cultural reputation (arts,

exhibitions, festivals, concerts, shows,

heritage activities, architecture, museums,

blended activities including a cultural

dimension, cultural guided tours…)

Multi-
lingual 
content

Travel 
centric 
sources 
or not!

Two Analytic Parts

20 Cities Monitored 

1. Quantitative Analysis
Based on volumes and % of positive sentiment 

in the total city mentions

2. Qualitative Analysis (Tallinn) 
Mapping positive reputation drivers

active during the period

T

Pulse

R A V E L S A T

Stockholm

Vilnius

Riga

Copenhagen

Helsinki

Ljubljana

St. Petersburg

Krakow

Barcelona

Prague

Berlin

Hamburg

Budapest

Oslo

Bruges

Florence

Edinburg

Salzburg

Paris

Amsterdam

20 BENCHMARKS
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A post is tagged as positive depending on:

o Words / Expressions mentioned

o Hashtags # used

o Emotions expressed

o Emoticons used

o Pictures content shared

Random manual checks and curation ensures 90% accuracy 

levels for  culture content and positive tagging.

How is a positive sentiment tagged? 

Semantic Robot checked by Social Diggers

City size has little influence in the 

Positive Sentiment Index ranking

T

Pulse

R A V E L S A T



10Tallinn Cultural Sentiment Report
Mapping Tallinn Sentiment and Competitive e-Reputation for Culture

Analytic Scope:

▪ Ranking of Tallinn vs 20 competitors for the Culture Sentiment Intensity Index and Positive Sentiment Index (*)

▪ Distinctive DNAs & sentiment drivers (Tallinn only) mapping what mostly drives your city positive cultural reputation

o Associated iconic experiences that pop up / emerge

o Associated distinctive attributes showing the specificity of Tallinn cultural “emotional drivers” and “sense of place”

o Non tourism contextual drivers influencing the cultural experience (ie sustainability, over-tourism, safety, politics etc…)

o Tallinn “colors” and “visuals” DNA based on shared pictures content analysis

o Iconic Brands driving positive sentiment (ambassadors, products and non tourism brand drivers…)

o Iconic locations and events linked with Tallinn as a culture destination

Your City Report Focus

The granularity and diversity of insights and drivers reported can vary according to the social content crunched.!

(*) Index based on the % of positive 

posts among total mentions. A 

positive content is tagged from 

combination of positive words, 

hashtags and expressions used, 

emoticons and picture content. 

Typical market-based sentiment 

analysis consolidate at least 1000+ 

social contents expressed in 

English, German, French, Spanish, 

Dutch, Italian, Russian.

T

Sentiment Index

R A V E L S A T

Period analyzed

Sept-Mid December  2018
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Part 1 – Sentiment Index 
Quantitative Ranking

T

Pulse

R A V E L S A T

Intensity and Positiveness % of Cultural Sentiment during the period
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Intensity Sentiment Index

TALLINN vs COMPETITION- CULTURE
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Intensity Sentiment Index reflects the volume of culture-related content shared per city on social web

Period analyzed

Sept / Mid-Dec.  2018
The volume of cultural-related content shared on

social media during the period was in the average

compared to Tallinn’s direct competition.

Nordic most popular cities (Stockholm,

Copenhagen) have generated about twice as much

intensity, while European cultural mega brands in

the competition scope (Paris, Barcelona, Berlin,

Prague, Amsterdam) were mentioned 5 to 20 times

more than Tallinn. These relative intensity scores can

be considered as normal.
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Positive Sentiment Index

TALLINN vs COMPETITION- CULTURE
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Period analyzed

Sept / Mid-Dec.  2018

Positive Sentiment Index reflects the share of positive posts among total mentions per city

The share of positive cultural-related sentiment was

excellent in Tallinn compared to all other cities.

Only Prague was ahead during the period

(generating therefore both large volume and high

rate of positive comments), while Tallinn surpasses

many of its “similar size” competitors in the

region.
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Part 2 – Tallinn Sentiment Drivers
Qualitative Analysis
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What has driven the positive Cultural reputation for Tallinn in the period?
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Experiential Sentiment Drivers

The sentiment related to cultural experiences was very rich during the period, with diverse days & evening/night activities including:

o Past/actual/future Festivals: Black Nights Films, Song Festival, Cash Games Festival, Bachfest Music Festival, Weekend Festival, Christmas Jazz Festival,

Impact Festival, TMW Music Week, Guitar Festival, ISCM World Music Days, Medieval Festival, Flower Festival ...

o Architectural experiences: historic buildings and streets, Soviet-vintage style, Wooding, Prisons, Colorful buildings, Orthodox churches, Art Nouveau...

o Street Art, graffities and surprising Tallinn’s walls providing “new vibes”

o Musical concerts of all kind (classic, modern, Jazz, electronic, choirs...) both in concert venues and in the streets, Christmas concert...

o Unique types of Museums : Private Military Museum Pommiauk, Kadriorg Palace, Sailing to museums, Seaplane Harbour, KGB museum, Carved Stone...

o Christmas markets mentioned as one of the best in Europe and associated to its culinary experiences

o Dance and disco/aerobic parties, folk dancers in streets

o Bucket-list experiences shared by cruise visitors

o Snow-city week-end experience

o 100 Years Estonia Anniversary events

o Painting and cultural bridge with Moscow, and Art Galleries (Estonian Illustrations, Design & Architecture, Contemporary Art...)

o Nature experiences in (Kadriorg park, festive at St Nicholas church & Museum, Bed100) and around Tallinn (Estonian Open Air Museum...)

o Art on post cards

o Distillery visit and rooftop coffees

o Digital culture via various expos (Digital Culture, Robotic..)

Distinct experiences shaping Tallinn’s e-reputation

Period analyzed Sept / Mid-Dec.  2018
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Illustrative Posts (selection)
Cultural Experiences fueling a Positive Sentiment
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Period analyzed Sept / Mid-Dec.  2018
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Illustrative Posts (selection)
Cultural Experiences fueling a Positive Sentiment
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Period analyzed Sept / Mid-Dec.  2018
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Illustrative Posts (selection)
Cultural Experiences fueling a Positive Sentiment

T

Pulse
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Period analyzed Sept / Mid-Dec.  2018
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The social web content highlights a few distinct cultural-related emotions that Tallinn generates:

● Feeling visitors can “live” real time the history and socio-cultural changes

● A sentiment between tradition and modernity

● Vintage feeling, nostalgia

● Post soviet sense of place, “Soviet Rock’ n Roll”

● Festive and fun, young spirit

● A chance to change views and misspelling stereotype on the Baltic culture

● Colorful beauty sensations

● Big & small contrast, international events in a small city (“world’s largest”, “world’s most”...)

● Good vibes and excitement

● Magic feeling

● Creative and inspirational

● Snow / seasonal triggered emotion

● Wanderlust

Emotional Sentiment Drivers
Distinct emotions shaping Tallinn’s e-reputation

Period analyzed Sept / Mid-Dec.  2018
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Illustrative Posts (selection)
Cultural Emotions fueling a Positive Sentiment
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Period analyzed Sept / Mid-Dec.  2018
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Illustrative Posts (selection)
Cultural Emotions fueling a Positive Sentiment
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Period analyzed Sept / Mid-Dec.  2018
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Tallinn’s cultural reputation is also fueled by several Estonian and foreign names, organizations, products and brands:

● UNESCO label

● European Capital of Culture (still influencing!)

● Taxify (Markus Villig)

● Musicians / Singers: Tenor Saxophonist Joshua Redman, Martin Alvarado, Depeche Mode (bar)...

● Actors/Film Directors: Jean Luc Godard, Lena Dunham, Louis Hofmann, Matteo Garrone, Mike Newell, Oliver Masucci, Seo Young ...

● Gordon Matta-Clark (Artist at Kumu Art Museum)

● Michael Friemel (TV presenter in Germany)

● Jean Philippe Baril Guérard (Quebec author, part of a cultural exchange)

● Russian Embassy and Russian Universities

● German Michelin-starred chef Matthias Diether

● Tallinn University (Erasmus) and Tartu University (associated to a contemporary Russian Culture event)

● Liviko’s Vana liqueur, Crafter’s gin, Viru Valge vodka

● GoPro movies

● Local craft beer

● Old Vinyls

Iconic and “Ghost” Ambassadors (*)

Distinct tourism and non tourism drivers shaping Tallinn’s cultural e-reputation

Period analyzed Sept / Mid-Dec.  2018

(*) Ghost Ambassadors are ephemeral or emerging Non-tourism Products, Brands, Experiences, Companies, 

Celebrities, Events that spread positive reputation for your destination (but are not always visible to you!)
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Illustrative Posts (selection)
Cultural Ambassadors fueling a Positive Sentiment
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Period analyzed Sept / Mid-Dec.  2018
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Illustrative Posts (selection)
Cultural Ambassadors fueling a Positive Sentiment
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Period analyzed Sept / Mid-Dec.  2018



25

Share pictures reveals the very eclectic facets of the destination cultural appeal:

o No absolute mainstream cultural icons, but various types of visual cultural expression forms (static/built, living ...)

o No dominant colors, but various lights and tones reflected, with a dominant impression of dynamism / sensationalism

o A lot of different shapes from ancient and contemporary building and art pieces

o Cultural expression reflected in all size objects from large monuments to small art pieces

o Pictures equally taken at days, evenings and nights

o Pictures equally taken indoor and outdoor

o Strong presence of drawing from galleries and street art

o Significant presence of people mixing artists, locals, visitors, students... Generally rather young faces

o Nature –though discrete- is expressed in water, snow and decorative trees, and a bit of landscapes surrounding the city

The Tallinn Brand Visual Sentiment
Distinct colors and pictures associated with Tallinn

Period analyzed Sept / Mid-Dec.  2018
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The Tallinn Brand Visual Sentiment
Selection of mainstream pictures

Period analyzed Sept / Mid-Dec.  2018
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The Tallinn Brand Visual DNA
Selection of mainstream pictures

Period analyzed Sept / Mid-Dec.  2018
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From September to mid-December, the Tallinn cultural sentiment was driven by festivals and events of various sizes highlighting particularly the cinema, music and

dance culture. A dynamic international atmosphere was tangible (driven by world-class events and cultural exchanges), mixed with a sense of celebration (100 Year

Estonia Anniversary), making culture also visible in the street despite low temperatures! The overall sentiment generated is one of a “Boiling culture” that “shakes

visitors’ mind”. More recently, the “seasonal touch” of (expected) snow and Christmas atmosphere give an extra magic appeal to the city culture. Finally, no significant

negative contextual sentiment drivers (politics, overtourism problems, lack of sustainability, safety issues, social events...) have been detected during the period analyzed.

Take-Aways!

Positive Sentiment Index
Average 20 competitive cities = 100

126

Examples of mentions captured in social web conversations during the period

Period analyzed Sept / Mid-Dec.  2018



29

Visitor experience and spending

Resident Sentiment

Trends and Innovation

Real time data + advanced analysis

Brand reputation

request@tci-research.com

Text: +32476701125

www.tci-research.com

@TRAVELSAT_index

We capture the Pulse of your Destination
Contact us to get your competitive DNA analysis!

§

TCI Research sets global standard metrics for capturing and benchmarking the pulse of sustainable and competitive destinations, 

using smart integration of conventional surveys with Big Data analytics covering the full visitor journey. 

UNWTO
Innovation Award

KNOWLEDGE  PARTNER


