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We had to target nature-loving people from 4 key
markets — UK, Norway, Germany and Sweden to
visit Estonia. Our goal was to get 150 OOO visitors
on campaign website.

Sad side of the story? No money for any reasonable
media campaign in those countries.

For that we took another approach. We created a
stunt in Berlin, recorded that and shared it on social
media. The “Stress Buster” clip became a backbone
of our campaign.

We supported our film with online-campaign, social
media activities and remarkable PR-seeding.

All channels invited people to visitestonia.com
website.
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Stress Buster clip was watched over 1000 000 times
... and counting.

The campaign reached over 50 million people worldwide.
Got constant positive reviews on marketing websites.

Ranked in TOP 5 travel & Tourism Campaign of September
IN THE WORLD by AdForum.

Campaign of the year by Enterprise Estonia.
Finalist of Digitegu 2017 contest.

“No 1 Best value place to visit in 2018" by Lonely Planet.
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