
Film objective
Build Estonia´s brand image The film became shared creative “ammunition” across multiple 

Estonia brands and platforms  - Visit Tallinn, Trade Estonia, 
Brand Estonia, Work in Estonia and e-Estonia, with LinkedIn as 
the primary channel. The response was overwhelming across 
target groups, both internationally and locally. “Normaalne” 
even evolved into a catchphrase that audiences began to use to 
praise and promote the country on LinkedIn, turning viewers 
into brand advocates and extending organic reach.

Impact

Target group
Businesses, investors, entrepreneurs, e-Residents, 
diplomats, international policy makers, government 
representatives, foreign talents and students. 

Local and international.

Creative approach
Our audience was broad, so the film needed to capture multiple facets of 
Brand Estonia. That meant daring to go beyond the usual short-form digital 
cut and cross the one-minute mark. To grab and keep attention in LinkedIn’s 
scrolling environment, we made an unexpected choice: a collaboration with 
hip hop artist YASMYN and producer Caspar. We wrote the script as a track, 
built on rhythm and rhyme and used high-contrast musical and visual 
variation from scene to scene, anchored by the recurring hook, 
“Normaalne.” Creating an emotional portrait of Estonia that kept diverse 
audiences engaged.

Normaalne
A corporate film, built for the most corporate channel - LinkedIn, 

using an un-corporate approach.

Huge kudos to these guys for nailing it in just one minute, “estone-ishing”, right?

Rhyme instead of prose Hip hop & rap instead of narration68 seconds instead of short digital format


