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FutureBrand Country Brand Index
(CBI), iS! global study of country brand
strength. The 2011-2012 CBI documents
perceptions around 113 nations, and

is based on more interviews, insights

and information than any other study of

Country Brand Index
2011-2012
its kind. In its development, we utilized
social media tools to investigate amongst

Full list of countries i s

asking them what makes a country’s
brand powerful and unigue.
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Country Brand Index 2011-2012
Greece

Greece has been at the center of much of this year’s economic news out of Europe.
The nation has fallen five places in the index this year, to twenty-seven overall.



Country Brand Index 2011-2012
Greece
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Greece

HERITAGE AND CULTURE RANKING  +-2010 EIETLL
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Tourism is a Sector that priority should be given

Trends 2011- Companies

High
pronty

TOURISM 92,2 4,2
————————————————————————— ;- - 0
ENERGY 78,8 15,4 > 90%
EDUCATION 77,9 16,1 .
SHIPPING 68,6 22,9 80-60%
AGRICULTURAL 58 c¥ Z
RESEARCH & TECHNOLOGY 57,8 26,8
sl 40-60%
SME 43 39,6
————————————————————————— i -
INDUSTRY 40 39,4 -
TRADE 34,9 39,9
s 40-30%
FISHERY 34,5 44,7 )
ANIMAL FARMING 26,9 48,5
BANKING 25,7 37,3
(o)
CONSTRUCTIONS 24,5 38,7 < 30%




Tourism is a Sector that priority should be given
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Mapping the economic sectors of Greece
Direct employment

“Preduction” sale? W 783

Business SerVITES
Post & Telecom
Utilities excl. energy
Land Transport 5 Prioritization criteria for ‘Rising Stars’
Other

‘Rising Star’ growth opportunities and selection criteria

“Input cost” Public admin Greece's
Education ] intrinsic
Health g Y assets and
capabilities
“Imputed Real estate
returns”

“Derived
demand” struction

Market
1 GVA=G 35 + subsicies; 2 Excluding fusl retai; 3 Excluding pharma manufacitl — profille and

!
distribution of fuels; electricity; Note 1 Figuires include only direct GVA and employm
indiract offocts Y ! " POV success

conditions

& Company, Athens Office
Greece in 10 years ahead

Mc Kinsey
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Marketing plan
s 2 ®

Insight MK Plans by Sector Umbrella MK Plan

Seaside \

Nautical

Wellness
Luxury
Meetings
Touring -
City Breaks

Cultural

Countryside j
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The Contribution- Why

Define &
understand the Understand

target-group ‘ ' markets
Ins
Understand the l ‘ .
competitive Optimise

environment marketi_nq
strategies




The Research Factors / Parameters

3. Information Needed




1. Target Groups / Actors

Travellers Visitors General
( Abroad — To Southern Europe ) ( To Greece) [ Population
lalgel
""""""""""""""""""""""""""" (0] | 0)<3 /|
g ACLOIS
Journalists Travel Agents
| Trade/
Actors
Tour Operators




2. Countries / Cities

% Deeper Investigation


http://www.flags.net/GERM.htm
http://www.flags.net/FRAN.htm
http://www.flags.net/UNKG.htm
http://www.flags.net/ITAL.htm
http://www.flags.net/SPAN.htm
http://www.flags.net/CHIN.htm
http://www.flags.net/UNST.htm
http://www.flags.net/SWDN.htm
http://www.flags.net/RUSS.htm
http://www.flags.net/BULG.htm

INFORMATION NEEDED

3. Information Needed

TARGET GROUPS / ACTORS

General Population General Population Tour Travel

( Travelers) ( Visitors) Operators Agents

Journalists

RESEARCH TOOLS




Sample Map

Target Group Index
TGI

700.000

it it Sy rvey k ‘
6297 ‘

S Travel Agents

Mail Survey
300 ‘

W 65 |
memmm JOUrnalists

\ 4 20 D.l.

w#EE Travel Agents
o Myst. Shop.

32 Cases


http://www.aia.gr/EN/default.asp

What did you experience during your vacation, at this time of the year ?

Exit Survey “PE

The holiday traveler to Southern Elrope
b. Attitudes towards LIFE / KEY WORDS - WORLDWIDE

" T ] H T H e fumber of
%g I H_ I M I:I:| E teferences
Global Vision
10
Adwenture/Challenge 10
Ambition/ Evolution - 9
Caring for themselwes)/ 9
Personal appearance
Hightechn ology oniented q
2.594 . . . .
Average expenditure per trips of tourism sectors, in Euros (2005)
1251 1.049
) 1.001 965 948
850 758
458
N A
PO S il & N o


http://www.aia.gr/EN/default.asp

Promote Greece

ow could the Greek Tourism industry help you as a tour operator to better promote
ece? (E.g. better info to agencies,; more effective marketing efforts, better quality of

Tour Operators

29.4

15,7
- 1 1

Better info o agencies

Promotion and markeling

Organise more promolional
activities for TOS

accommodation, greater size of hotels, increase knowledge of salesmen, etc.)

Fun trips are always a good
way ko promole a destination
and Tos appreciate them

Travel Agents
Mail Survey

28,9

(s
Travel Agents
Myst. Shop.

EXPEMEIVE

. :

TRAMSPORT LIMKE

184

HOTELS

l g :

AVATLTARILITY

Problems TA encounter when selling Greece
What kind of problems you encounter when SELLING Greece as a destination?

TA opinion about Greece
Degree of encouragement towards Greece

'RE MENTICHIN

R ENTIC

44% 41%
5 25% 34%  34%
OFFéI:Ing:II:';IOGRmTI'ION QUALITY CF SERVICES Encouraged Did not push Cisccuraged

Strengths/ Opportunities

Culture

_a «History (10 _
m «Great culture (4
I
Gastronomy (&¥
N4 E w

«Great food (16)

1 Weather ==
Journalists eather S
«Good weather (13)
People/Hospitali
sFriendly people (4)

sHospitality (1)

Infrastructure
sNew hotels (1)
+Accessibility (3)

Scenery / destination
eIslands (2)

Amazing beaches (3)
sNatural beauty (1)
sUnspoiled landscapes (1?)

«Seascapes (1)

Country 's problems prp—
«Bad economy (1) TR
eProblems with Cyprus (1)

«Too many British tourists (1)
eCertain resorts bad reputation (4)

Services v, ,’

sLow quality of services (1)
sLow quality services during high
season (1) ‘QCZ;.;M'C\
Accommodation i
sLow accommodation quality (1)
«Expensive accommodation (3)

and
due to hotel rating differences to
other countries (1)

Infrastructure Overdevelopment/ Transportation
«Poor Infrastructure (4) | Overcrowded / Pollutio! Accessibility

are a bit (1) (5) «Difficult to get around (1)

! eAthens is very busy (3) sAccessibility not very good (1)

Hygiene 2 Noisy (3) *Expensive flights airfares (4)
«Tollets and showers are a cultural 5 _
G «Over tourism (3) sInconvenient flight hours (3)
«Cover charge at tavernas (1) ~Qyerspailed (1) sLong haul flight (1)

Information

Not a lot of information on line (1)

Weather J
#Too hot during summer (1)

sBeaches packed with cafes (1)
«Crowded islands (1)
«Overcrowded (1)

sAthens too crowded (1)
sPacked during peak season (1)

*Prices
«Expensive food (1) S
sExpensive services (2)

sThe bad euro to dollar ratio

problem for American travellers (1)
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14 Tourist sectors considered

Sun & Beach
-

E Yacht charter

} aTourmg

&
m City Breaks

' Show

ARRINEN

Mountains

o~

| Cultural

@' Countryside

’ Visit an event

iy n T

~#~  Luxury

*ﬂ"‘—‘

E Meetings



29 criteria supporting the assessment

+ ATTRACTIVENESS

+ COMPETITIVENESS




Portfolio strategy

+ ATTRACTIVENESS

3rd
PRIORITY

+ COMPETITIVENESS



Portfolio strategy

+ ATTRACTIVENESS

*CRUISES

‘MOUNTAIN

*SPORTS
*SNOW

*EVENTS

+ COMPETITIVENESS



Sun & Beach Wellness

]




Nautical
H NepnToucia Tou

Luxury MecoyeiaKoU
. loTiomhoikod Népkou ~ Nature
o
ATTOKAEIOTIK(OV Wuxaywyies duoikég Kimog
Ynnpecicv ™G Euparng
4
Athens & EAAGOO
Thessaloniki  "Evagmpoopiouog pe Sun and
AANnOBIvég MoAeIg, (ﬂ'l((pal.llMEQ EVGM(XYéq Beach
AAnév Z, KXI aveEepelvnTeg OAacox & Zw
AANBIvEG EmykEe avTIBEaEIg, VaC OEIVEKNC f
TOMOC EPMIEIPIMV, OTTOU
Touring AMPOGBOKNTES I0TOPIES
Tomia ko Epmelpieg EeTuhiyovTan apiaoTa” Culture
YEHATO
AVTIOS0EIC MoAmopodg
Wellness ;
Meetings
Awoyeg ZUVONKeG
yiatny  A&xaoreg Eumelpieq
Avepwmvn ZwNG YETAEY

Yyeia Zuvedplkoswv
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Would you consider to come back for holidays in Greece?

Net Promoting Score

Would you recommend Greece as a travel destination for holidays ?

Coming Back



« Zuvexec Kadbnkov ... »

Who is visiting Greece ?
Where do they stay ?

What do they do & experience ?

How did you decide to come to Greece ?

y ) >

C‘V

How satisfied they are ?

What did they perceive about Greece ? Q

What about competition ?
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