EIKONA NMPOOPIZMOY




EmKoIvwviak OvToTnT (MXPKX)

2xedioopoc Emkoivwviakng OvroTnrac Mpoopiouol
Eikova mpoopiopoU TS EAAGO G

AvanTuén Emeupntic Eikovacg Mpoopiopol avé KA&do
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H c€oikeiwon pe TN Oewpia TNG HAPKAC KAl TNG SISIKAOINC
QVATITUENG HAPKAC TTPOOPICHOU

H BaBUTEPN KATAVONGN TNC EIKOVOC TIPOOPICHOU TNG
EAAGO G
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EmKoivwviakn OvroTnTa (HXpKo)
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Moieg aieg EPpXOVTAI OTO HUGAOD;

loravia

Hewlett Packard

Coca Cola

Las Vegas

© PRC — THR - MRB 2007




Ti eivar Mapko;
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Ti S&v Eival papKa

Acv gival amA®C Eva AOyOoTUTIO...
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Ti eival Mapka

«M&pKa €ival €va OVOpd, £vac O0pog, HIa €vOEIEn, éva cUpBoAo i
OX£010 1 0 GUVOUKOMOC GUTWV TTOU OTOXEUEI OTNV AVAYVWPEIOH TWV
AyOwV N UTTNPECIWV HIXC ETKIPEING N MIKC OUAONC ETAKIPEIWV KAl

oTNV 3IXPOPOTTOINoN TOUG KO TOV AVTAYWVIGMO.»
Kotler, Philip. (2000).
Marketing management: The millennium edition. Prentice-Hall, oeA. 404
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Ti eival Mapka

H p&pka €ival N OUVOAIKN GVTATTOKPION €VOC TTEAGTN (TTOXAXIOU, UPIOTEUEVOU I
MEAOVTIKOU) OTNV «TOTTOOETNON» TTOU SNAWVEL:

N TI TPOGPEPOUNE

OTT0 TOUG OIVTAYWVIOTEC MOC
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EmTuxnpéevec Mapkecg

O1 EMTUXNMEVEC HAPKECS TTPOOPEPOUV IDIXITEPX DIXKPITN
moIOTNTA K&l &l Kl UPNAR d1(poPOTIOiNGoN TIPOiOVTOC
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Txediaopoc Mapkac Mpoopicpou
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O oXedIOPOC HXPKAC TIPOOPIGHOU £XEI VIVEI EMTAKTIKNA
OVAYKN VI TV TTPOWONGN TWV TTPOOPIGHWV,
AVAYVWPI{OVTOC EUTTPRKTX TO YEYOVOC OTI N
QVWTEPOTNTA TOU TIPOIOVTOC A0 MOVN TNC KAI N TAKTIKNA
nmpowOnon d&v umopoulv va eyyunobouv TNV EMITUXI.

© PRC — THR - MRB 2007




Mo mpowOoUVTal 01 TPOOPIGHOI WC
HAPKEG;

Mo TN dnMIoupyiax Kol dIXXEIPION TNC EIKOVAC TOUC

[ TOV EVTOTIOUO KAl TNV KMTOTEAEGUATIKA YVWOTOTIOINON
TWV XKPOXKTNPIOTIKWV TTOU TIPOGPEPOUV

Mo v EEXwPIOOUV O PIX VTRYWVIOTIKA Ayop&
TPOBAAOVTAC TRV HOVADIKOTNTA TOUC KOI EMTUYXAVOVTUC
TN SIXPOPOTOINoN AMO TOV AVTAYWVICHO

Mo va eVIoXUETOI N XPOoiwon Tou TTEAGTN

M v mTpooB£oouv a&ia oTnV MPOCGPOPK& TOUC
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Fxediacpoc Mapkac MNpoopiocpouv

H EIKONA THZ MAPKAZ MPOOPIZMOY AEN EINAL...

...OTMAWC TO OVOUX TOU TIPOOPIGHOU 1} 0 AOyOTUTTIOC TOU
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H EIKONA THZ MAPKAZ INMPOOPIZMOY EINAIL...

...TO TIWC YIVETAI AVTIANTITOC O TIPOOPICHOC OO
TOUC EMIOKETTEC TNV TPEXOUTK XPOVIKN OTIYUA

...TO TIWG ol urreUBuvol oxediaopoU TNC
OTPATNYIKAC TOU TPOOPICHOU EMOUPOUV VX
TOTTIOOETAOCOUV TOV TIPOOPIGHO GTO NUGAO TWV
EMOKEMTWV
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T opEAN TOU AMOTEAECUATIKOU
oxedioiopoU TNG NXPKOC TTPOOPICHOU

MeyaAUTEpa TTEPIOWPIX KEPOOUC

Epmopikn a&ia

Apooiwaon EMOKENTWY GTOV TIPOOPIGUO

MiKkpOTEPN 'I:p(DT(')Tr]TO( OTIC EVEPYEIEC NAXPKETIVYK TWV
QVTAYWVIOTWV

MIKpOTEPN TPWTOTNTX OTIC KPIOEIG HAPKETIVYK
MsYO(Al'JTspn OUVEPYOOIX KOI UTTOOTAPIEN OMO EUTTOPIKOUC
ETXIPOUG

Bé(qn VIt TO CUVTOVIOMO TWV TIPOCTIAOEIWV TOU 1IOIWTIKOU
TOPEX

AUuEnpEVN XITOTEAEOUATIKOTNTA TNC EMIKOIVWVIAG HAPKETIVYK
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«O oOXEDIAONOC NAPKOAC EIVOI IOWC
TO TTIO IOXUPO OTIAO UXPKETIVYK TTOU
givail d1IOECINO OTOUC CUYXPOVOUG
urreUBUVOUC NXPKETIVYK

TTPOOPICGUWV»
(Morgan and Pritchard, 2002, oeA. 11)




EIKONA
EMKOINQNIAKHZ
ONTOTHTAx
NMPOOPIZMOY

Experience
Imagery

Bringing brand contributes to
elementsto life  higher goals in life

Benefits: How attributes add value to visitors

Attributes: pescriptive characteristics of offering

Features: The destination “goods™ functional & concrete offerings

Types of Tourism




EIKONA
EMKOINQNIAKHZ
ONTOTHTAZ

NMPOOPIZMOY

Visitor
Imagery
Who visits the
destination

Essence

Distillation of
destination's
distinctive meaning

Experience
Imagery
Bringing brand
elements to life

Emo-

tional
Imagery

How the
destination
contributes to
higher goals in life

Benefits: How attributes add value to visitors

Attributes: pescriptive characteristics of offering
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THE 1000 FACES OF

ISTANBUL

=y P

Every year thousands of yachtsmen come to Istanbul to take part in races held on
the Bosphorus, the narrow strait separating Asia from Europe. Racing along past
amazing sights such as the world-famous Topkapi Palace, carries the joy of sailing
to anather level and becomes a unique experience for bath participants and spectators.

Turkish Culture and Tourism Office Tel: 020 7839 7778 www.gototurkey.co.uk
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MEXICO
REFFPUNKT FUR REISENDE
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Cancun & Chic

Canmcun

El Caribe Excepcional

VAR AT VR TR A
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EIKONA
EMKOINQNIAKHZ
ONTOTHTAZ

NMPOOPIZMOY

Visitor
Imagery
Who visits the
destination

Essence

Distillation of
destination's
distinctive meaning

Experience
Imagery
Bringing brand
elements to life

Emo-
tional °
Imagery °

‘How the
‘destination

contributesto
higher goals in life

Benefits: How attributes add value to visitors




visitBritain™
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MovadiKEC TOTToOEaiEC
ouUVvEDPIWV:

loTOpIKES OIKiEG
AldonNpUa KAOTPX
EnauAeic
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ALLTIME GE\J L
lmﬁmu PAI\II & STO
ALY WII.I PR()\ID OI}L\\[F.{)OIS\\RJT”IHI'
T\I\ WHERE TRI.I ITH S BETTE]

THAN FICTION,
\ - hﬁ.—.

5C CREENPLAY
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h " . ”
) “AN AMAZING EXPERIENCE.
- Mouie Tooay -

1 MOTHER NATURE rm  sounn gy WIND & RIVERS
sworocaarhy.ey ITALIAN.MOUNTAINS  stannine YOURSELF
TAKE PART IN THE BEST MOVIE OF YOUR LIFE.

[TALY WILL PROVIDE THE SET, ALL YOU HAVE TO DO IS WRITE THE SCREENPLAY.
ITALY, WHERE TRUTH IS BETTER THAN FICTION.
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ROVATORE T st RVERS G ANDVALS
feD N TECHNTPEOWRestov: YOURSELE -+

VIDE THE sEErR{AL'L YOU HAVE

ITALY; WHE

“TRUTH 1S BETTER
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EIKONA
EMTKOINQNIAKHZ
ONTOTHTAx
NMPOOPIZMOY

Essence

Distillation of
destination's
distinctive meaning

Visitor
Imagery
Who visits the
destination

Attributes: Descriptive characteristics of offering




AOIKTOI, TXAXIOI TTPOOPIOHOI EVTOC VEWV TTIPOOPICHWYV «TAV VX
OTXUATNOE 0 XPOVOCH

«KpoaTia, n Meaodyeiog OMwe ATAV KATTOTE»
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«TX KAOXPOTEPQ, IO YXAGV& veEp& TG Meooyeiou»

Imagine the Mediterranean as it once was

Imagine a country untouched by commercialism. A country of over 1,000 unspoilt islands and more than
1,000 miles of virgin coastline. A country where national character is valued above international resorts and
where it is easier fo find regional cuisine than a burger. Imagine a country ;

where the sun falls equally on the stone facades of ancient monuments .

and the sparkling waters of the Mediterranean. Imagine Croatia.

For your free information pack call 020 8563 7979, visit
www.croatia.hr or email info@cnto.freeserve.co.uk  croatian National Tourist Board
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To «vnoi OAWV TWV EMOXWV»

i

The Mm//’/ A seasons <Y PRI s
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EIKONA
EMTKOINQNIAKHZ
ONTOTHTAx
NMPOOPIZMOY

Essence

Distillation of
destination's
distinctive meaning

Visitor
Imagery
Who visits the
destination

Benefits: How attributes add value to visitors




discover

enjoyEngland’ enjoyEngland’ enjoyEngland’
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onal Taurisi Boar




natural |
stress relhet
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Croatian Kalional Taurisi Board
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“Abg@lhtely Lovely”
- StopMotion -

. S

OTHRMTRE RS s VS
CosTUNES By LOCAL FASHION  srauie YOURSELF

TAKE PART IN THE BEST MOVIE OF YOUR LIFE,

VIDE THE SET, ALL YOU HAVE T0.DO IS WRITE THE SCREENPLAY,
ITALY, WWHERE TRUTH IS BETTER THAN FICTION,

ITALy wiLL pro
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EIKONA
EMTKOINQNIAKHZ
ONTOTHTAx
NMPOOPIZMOY

Emotional Imagery

How the destination contributes
to higher goals in life




Ikavoroinon
AicOnon 0TI AVAKEIC OE OGO
OIKoyEveIx

KlOpoc
AuToTIpOYU&TWON
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Ikavorroinon

AicOnon 0TI AVAKEIC OE OGO ¥
OIKoyEveIx @
COPANA

Ride through La Rioja's famous vineyards. Discover its
ye architectural legacy. Smile! You are in La Rioja.

Klpog
AuToTIpOYU&TWON
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Ikavorroinon
AicOnon 0TI AVAKEIC OE OGO
OIKoyévelx

KlOpoc
AuToTIpOYU&TWON
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Ikavomoinon
AicOnon 0TI AVAKEIC OE OGO
OIKoyEveIx

Kipog
AuToTIpOYU&TWON
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EIKONA
EMTKOINQNIAKHZ
ONTOTHTAx
NMPOOPIZMOY

Experience Imagery
Bringing brand elements to life
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EFERTILISED THE TREE FERNS.

b
THE GARDEN WATERED.  °
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fushalia.co rﬂ%
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AuoTpOAIX: HOVASIKEC EIKOVEC
EPUTMEIPIGV
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SHE'S BEEN ON & STRICT PLANKTON DIET.
FUT ON HER BEST SWIMSIIT.

AND ALL SHE NEEDS IS SOMEOMNE TO PLAY WITH

AN SO WNERE

T:S.k.l;f pLoODY NELL
ARE (O

frushvalia, ccm%
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EIKONA
EMTKOINQNIAKHZ
ONTOTHTAx
NMPOOPIZMOY

Visitor Imagery
Who visits the destination
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weerw.andalucia.org
W, spain.info

YOU ARE IN £
ANDALUCIA K

mlw—quw—ﬂtﬂ-lwwm T ity B
mapal cosmpeste reags of Dok Sanils! Yiod e i Ancieics
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EIKONA
EMTKOINQNIAKHZ
ONTOTHTAx
NMPOOPIZMOY

Essence
Distillation of
destination's

distinctive meaning

magery
Who visits the
destination




HONG

Asia's world city KONG .
= -
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Defining the essence
The essence of England is rooted in emotion: the shared

experiences, thoughts and memories we've gathered together.

At England Marketing we wanted to define
the essence of England. We talked to our
regional partners and to many other people
in the process. We all had a strong sense
of what England meant to us. All the views,
thoughts and feelings about the essence
of England and about what makes it special
helped us to draw the picture of England
you see here.

Be yourself. Enjoy England is the core
idea. It's a very personal invitation. You are
not a tourist. Only in England can you relax,
be comfortable, feel good and enjoy that
‘better life’ you dream of. Connected

to this core idea are three qualities:

real, fun and indulgent. These represent
all the things you value and draw from

the England experience.

And when you combine the core idea with
these qualities, you end up with the brand
essence: the emotional heart of England.
This is what Enjoy England is all about.

real

(TR R |

Real

England is close toyou. You can share the
experience. It means something to you.

It allows you to be your real self. It brings
your memeories of the past into your present
and makes England's history feel alive

all around you.

Fun

England liberates you. It offers a sense of
vitality and an amazing variety of things
to see and do. It is joyful, exciting and
full of adventure. Fun finds the child
inside you.

Indulgent

England lets you relax and find peace
inyour own way. You can enjoy simple
pleasures or pamper yourself a little.
You can revitalise yourself to take a
fresh view of life.

Fire your imagination. These qualities, and
the ideas and feelings linked to them, bring
the Enjoy England essence to life. Use them
to choose and commission the pictures
and words you use to represent England.

It will make all the difference.

indulgent

Be yourself
enjoyEngland

relaxing

This diagram js our brand model. It shows the core idea

Be yourself. Enjoy England and the three qualities associated
with it. The outside layer of words represents ideas and feelings
linked to these qualitieswhich complete the picture.

<o>
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Eikova Mpoopiopou yix Tnv EAAGda
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GREECE

Seaside
Nautical

Sectors Cultural

Countryside
Health & Wellness
Touring

Meetings

Luxury

City Breaks

Seaside, Nautical, Cultural (antiquities)

Recommended Destination Brand Image Evolution (1 outof 10)




GREECE A

Presenting existing features in a new, surprising way beyond stereotypes and generic descriptions already
known to people. Avoid portraying features in a passive “postcard” manner, with no experience dimension.

Introducing new features beyond what is already known:

Features - Hidden, unspoiled Greece - Natural products (wine, olive oil, mastic)
- Countryside landscapes ideal for ecotourism - Integrated resorts
- Mountains, Lakes, Rivers, Natural and Marine parks - Differentiated city break ideas
- Urban culture - Shopping
- Real life and people in Greece, not just on holidays - Luxury products (hotels, villas, spas & yachts)
- Cultural Events - Natural thermal springs, differentiated wellness treatments
- Wide range of modern high-standard accommodation - Active holidays
- Byzantine heritage - State of the art infrastructure for meetings and unique venues
- Aegean chic - lllustrious individuals
- Medieval villages - High Arts
- Natural wonders (e.g. Meteora) - Highly qualified and skilled services personnel
-Theme trails - Traditional mainland villages

L EE———

Mediterranean sea, Aegean sea, Archaeological sites: Parthenon/Acropolis/Delphi,
History, Pleasant weather, Clean beaches, Local lifestyle, Greek gastronomy,
Athens & Thessaloniki, Crete, Cyclades, Mykonos, Santorini, Rhodes,
Traditional arts, Museums, Hospitality, lonian sea, Traditional seaside/island villages

Recommended Destination Brand Image Evolution (2 out of 10)




GREECE

Year-round
Diverse, Full of contrasts
Unique cultural richness
Popular Cosmopolitan
Traditional Magical
Summer destination Dream-like
Cradle of civilization Preserved & protected
Attributes Long & rich history Contemporary
Rich in antiquities Ideal for combining work with pleasure
Mythical Convenient location
Lively Prestigious, Exclusive & Bespoke
Naturally beautiful Creative
Hospitable Ideal for Good Life
Safe European democracy Authentic
Picturesque Mediterranean country Professional

g a-_|jgs—

Popular, Traditional Summer destination,

Cradle of civilization, Long & rich history, Inexpensive,
+ Rich in antiquities, Mythical, Lively, Naturally beautiful

seascapes, Hospitable, Safe European democracy,

Picturesque Mediterranean country

Recommended Destination Brand Image Evolution (3 out of 10)




Anpo@IAAC poopIcpoc: Kadiepwpévog Kal emMOupnTog omo
TO €UPU KOIVO

MaxpodoCIAKOC TTPOOPICHOG: AVOOEIKVUEI EOIMIKA TTOMTICMIKK
OTOIXEIX

OepIvoc MPoopPIcPOC: Evac MPoopIouocg Tou BewpeiTal OTI
TTPOCPEPETAI KUPIWGE YIX OEPIVE TOEIDIX

Aikvo Tou moAITIopoU: H yeveéTelpa Kl 0 TOTOC OTTou &vO10E 0

OUTIKOC TTOANITIONOC, NE EPPAON OE EKEIVX TX TTIOAITIOHIKK
OTOIXEIX TTOU KANPOJOTAONKAV GO TNV KAKGOIKN GPXXKIOTNTX

Makpoxpovn Kol TAoUoIx 1I0TopPIio: XWPXK JE NOKPH, TTOIKIAN
Kol TTAOUOIX 10TOPI

OIKOVOUIKOG TIPOOPICHOC: OxI damavnpeog
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Mpoopiopog MAOUCIOG 0 aPXAKIOTNTEC: AIKOETEI TOAAK
XPXXIX PVNHEIX

Mu6ikoc mpoopicuoc: Exel évav OpUAIKO, pAVTAOTIKO
XOPOKTAPX

ZWVTOVOC TTPOOPICHOC: ApaoTAPIOC KAl Yep&TOC {wi)
PuoIK& OpopPpa BaxAaooiva Tommio: AIXOETEI KIGONTIKK
AVWTEPEC MTAXPAKTIEC TTIEPIOXEC

DINOEevOC TPOOPICHOC: ZEOTOC, (PIANIKOC KO EYKEPDIOC

Aopainc Eupwmaiki AnpokpaTia: Eva SNUOKPOTIKO
EUPWTIAIKO KPATOC XWPIC KIVOUVOUC YIX TOUC EMIOKETITEG TOU

Mpagikn Meooyeiakn Xwpo: Mix opopPpn HECOYEIRKA XWPX
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GREECE

Attributes

For the masses

Weak economy

Noisy

Crowded

Overpriced

Anti-American

Unwelcoming Athenians

Inconvenient

Accommodation decent rather that good
Not exotic or surprising

Lacking in business travel attractiveness
Mid-standard public hygiene

Lacking in organization

Limited accessibility

Missing children's entertainment

=

For the masses, Weak economy, Noisy, Crowded, Overpriced,

Intense debilitating heat, Anti-American, “Unwelcoming Athenians”,
Inconvenient, Seismic activity, Accommodation decent rather than good,
Not exotic or surprising, Lacking in business travel attractiveness,
Mid-standard public hygiene, Lacking in organization, Limited accessibility,
Missing children's entertainment, Overdeveloped

Intense debilitating heat
Seismic activity
Overdeveloped

X X X X X X X X X X X X X X X

Recommended Destination Brand Image Evolution @ out of 10)



Ma{ikoc mpooplcpoc: Eival TTpoopIopog TTou ameuduveTal
OTO PEOO KATAVOAWTH, KO OeV TPOoopEPEI O £EelNTNUEVX
TOEIDIWTIKX TTPOIOVT

AcOevic olkovopio: ATTOUCIX OIKOVOMIKNAG OQUVAMIKAG
Oopufwdnc MPooPICHOC: ME «KAXKOPWVItH

MéEpoc pe ouvwoTiopo: Me uwnAn MANOUOHIAKA TTUKVOTNTX

AKpPIBOC TPOOPICUOC: OEWPEITAI OTI TK AYKOK K1 Ol
urnpPEeoisc MWAOUVTAI o€ UTTEPPROAIKE UWNAEC TINEG

‘Evrovn €€ouBevwTikn (£0TN: EMKivOuva uynA£g
OcpUOKPAOIEC

AVTI-XPEPIKAVIKN XWPO: EVAVTIX OTIC AUEPIKAVIKEC TTOANITIKEG
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“ApiINoEcvol ABnvaiol”: O1 ABnvaiol Tou eivail a@INGEevol
TIPOC TOUC EMIOKENMTEC

ABoAoc TPOOPICHOC: AIKOETEI XXPAKTNPIOTIKK TTOU SEV
BonBoulv, dAA&, avTIOETA, TAPEUTOSI{OUV TOV EMIOKENTN

2EIOPIKN OpaOTNPIOTNTA: YITOKEITAI OE GEICMIKEG ODOVNOEIC

T KATGKAUPOTO VOl PEV a&lompemn dAA& OX1 KOA&: KoivoToma
KOTOAUPOTO

Ox1 eEwTIKOC R aouvnBIoTOC TTPoOoPIoHOC: Koivoc,
ouvnoIopEvoC

ATTouGia EAKUOTIKOTNTOC VIO EMIXEIPNMATIKG TAEIDI0: AIXWC
TNV KGKTGAANAN UTTOOOMN KOI TIC UTTNPEGCIEC VI UTOU TOU
gidouc TNV MeAATEIX
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Anpooix uyIglvVA peoaiou eMMEDOU: EYKATAOTAOEIC ONMOCING
UYIEIVAG TToU dgV MANPOUV TX UYNAOTEPO TPOTUTIX

Amoucia opyavwonc: Xwpeig TNV avaykaia T&EN
Meplopiopévn mpooBacipoTnTo: EAAEiWEIC OTIC
OUYKOIVWVIXKEC OUVOEOEIC KXI UTTOBOMER

‘EN\eIyn puxoywyicg yix moadic: ATTousia XWpwv YIX TN
OIKOKEDAON TWV TTXIOIWV

YrmepavanTuypEvog mpoopiopoc: Me utepBoAiKn EKTaoN
OIKODOMNUEVNG YNG
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Opiopoi NEwv IS10THTWYV




NEO

MpoopEPEl TN SUVATOTNTA VO TOV AXMMOAXUOCEI KAVEIC KKl
mEPAV TNC OePIVAC TTIEPIOSOU UWNAAC Kivnong
(OUCIOTIKX KOTX TN SIXPKEIXX OAWV TWV EMTOXWV) KXI
1I0IXITEP MEOW BPACTNPIOTATWY TTOU GUVOEOVTAI ME TOUG
MTAPAKATW TOUPIGTIKOUC KAGDoUC: ACTIKOC, MOAITIOTIKOC,
2uvedplakog, Euetiac, MepinynTikog, Yaidpou,

Ta&1d1wv MoAuTeAeiag
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NEO

AlIOETEl I eupeia Kol O10poPOTTIOINMEVN TTOIKIAIX
(PUGIKWYV, TTONITIOTIKWV KX XAAWV OTOIXEIWV
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NEO

A1xOETEl TOAATIAG KOl TTOIKIAX TTOMITIOTIKX OTOIXEIX TTOU
givall MOVOOIKK
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AlxOETel Evav €EelNTNUEVO, TAYKOGMIO TIPOOKVATOAIGHO
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NEO

MOyYEUTIKOG TOTTOC € UTIEPPUOCIKK OTOIXEIX
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Eivail Taxpadeioéviog Kol TEAEIOG
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NEO

AlxTNPEITAI KXI O1IKPUAXGOETAI YIX TIC HEANOVTIKEG YVEVIEC
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TUYyXpPOVOC TTPOOPICHOC

MovTEPVoC KOl XTTOAUTO EKGUYXPOVIOUEVOC
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NEO

Mo TOV TEAEI0 OUVOUOHO EPYAOINC KO SIKOKEDAONG
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NEO

IOVIKA KOI TIPOCITH YEWYPOPIKN 0€on (Znueiwon: AuTA
N 1010TNTX 1I0XUEI OE EBVIKO OAA& OXI OE TIEPIPEPEIRKO
EMMEDO0)
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EKAEKTO PEPOC TTOU TTPOCPEPEI EMAEKTEC KXl
eEATOMIKEUPEVEC euTTEIPIEC (OTOIXEIO TTOAUTEAEIOR)
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NEO

EUupAvTaoTOC, MPWTOTUTIOC KOI EKPPAOTIKOC
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NEO

AIxOETEI TIC 1I810TNTEC EKEIVEC TTOU BIEUKOAUVOUV TNV
d1aBiwon Pe KioONua MANPOTNTAC
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NEO

V010G KO AUOEVTIKOCG — OXI TEXVNTOC N EMITNOEUPEVOC
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NEO

AvadeikvUEl XKXPOAKTNPIOTIKG uwnAoU emmédou oTnv
TTXPOXN UTINPECIWV
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GREECE

) Adventure
Benefits Dream fulfillment
Escapism
Discovery
Intense Emotions
Inspiration Body, Mind and Spirit Balance
Indulgence Freedom
Cultural edification Privacy
Relaxation Exploration
Romance Fun

ii

Inspiration, Indulgence, Cultural edification, Relaxation, Romance

Recommended Destination Brand Image Evolution (s out of 10)




‘Eumveuon: evEPYEIX TOU VOU KOI TWV CUVXICONUATWY
AmoAauon Kal IKaxvorroinon emoOupiwv: EMOEIKTIKA omaT&An
KO TTIOAUTEAEIEC TTOU PO KKKOMOXOAiVouV

MoAITIopIKN Siamaidaywynon: BeAtiwon Tng mMoAITIOTIKAC
yvwong

XoA&pwon: H amopu&Kpuvon TNC KOIVWVIKAC EVTAONC KAl TWV
TTEPIOPICHWV HECW NPEPWV SPACTNPIOTATWY

PopavTiopoc: ZuvaioOnUATIKEG OTIYMES
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Opiopoi Newv OpeAwv




NEO

Epmreipieg mou pmopouv Vo UEACOUV KATOXKOPUP O TNV
adpeVOAIVN ] V& SNUIOUPYAOOUV MIX OXETIKA aigbnon
KIVOUVOU 1] GAAEC EPTIEIPIEC TTOU XMMOKAIVOUV KTTO TIC
OUMPBOTIKEC N TTIO KOIVOTOTIEG SPOCTNPIOTNTECS TNC

KaOnuepIvig {wAg
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NEO

‘OTav Ol1 £TTi HXKPOV TTPOGOOKWHEVOI OTOXOI KKl
(PAVTAOIWOEIC YIVOVTAI TIPAYMATIKOTNTX
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NEO

H puyn anmd Ta mM&vTa e dpaoTAPIo TPOTO (TT.X. EVAV
TEPITIATO, EMOKEWN OE £VOX HOUGCEIO)
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NEO

H amok&Auwn vEwV TOTTOOECIWY, XEIOOEATWY 1] EUTIEIPIWYV
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NEO

‘EvTovec aicONGCEIC TTOU KTTOPPEOUV KTTO TOV
evOOoUOIONO, TN 0AYAVN KOOI XAAEC OUVAICONUATIKEG

OTIYMEG
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NEO

AVATITUEN K1 EVOPUOVION TWV OTOIXEIWV TOU EXUTOU MOC
TTPOKEIMEVOU VO EMITUXOUNE MIX KATAOTOGN TTPOCWITIKNAG

guxapioTnong
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NEO

AmeAeuUBEPWON KAl SUVATOTNTK VO EVEPYEI KAVEIC OTTWC
emoOupei
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NEO

Amouovwon Kal povaéik
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NEO

Ta&18cU0VTAC VI TNV TTEPITIETEIN KAI TNV AVOKXAUWN
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NEO

Mapoxn SIXOKEDAONC KAI/ N amOAauonC
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GREECE A

Family
Safety
Emotional Satisfaction

—~——

Belonging
Accomplishment
Self-expression
Self-fulfillment

Family
Safety
Satisfaction

Recommended Destination Brand Image Evolution ( out of 10)




Oikoyéveia: NMpoopIoHOC PINOEEVOC VI OAX TO MEAN MICC
OIKOYEVEING, KO TOUC EVAAIKECG £WC TA TTXIOIK
Acpaeio: Mpoopiopog ev moANoic amaxAAaypEvog amo
KIVOUVOUC dIX(pOPWV EIOWV

Ikavorroinon: MPoopIGHOC TTOU EKMANPWVEI TIC AVAYKEC KOl
TIC EMOUMIEC TWV EMIOKETTWYV
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Opiopoi Neac OnTiIKAC
ATTEIKOVIONC ZUVAICONNATIK®OV
ATiwv




NEO

To V& EVOWPKTWVETXI KAVEIC OTOV TIPOOPICHO, OTO
BaOPO TTOU V& XICOAVETOI OXEOOV OTTWC Ol VTOTTION
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NEO

EmiTeuEn BpaxumpoOeouwy oTOXWV KOl KIVATPWV
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NEO

H duvaToTNTO V& EVEPYEI KAVEIC EAEUOEPA KOI OTTWC
VIWOEI TTPAYUATIK& GE EVOV TIPOOPICHO
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NEO

H emiTeu&n Twv UPNAOTEPWY OTOXWV KA KIVATPWY KXTK
TNV emdiwén Hag va BEATIWOOUPE EaUTOUG, N
MEYIOTOTIOINON TOU YW

© PRC — THR - MRB 2007




GREECE Introduce deeper experiences: less generic and obvious,

more “feel” and “all-sensual” as opposed to just “see”.
Introduce clear and compelling new angles communicated
through evocative images and symbols.

Make people part of the action.

e.g. “Drift away to mysterious Samothraki to explore the tallest mountain in the
Aegean and several dramatic waterfalls, wonder at the mystical Sanctuary of

the Great Gods, relax in the mineral springs of Loutra and feel the multicultural
vibe of the Samothraki World Music Festival”.

Experience

“Come to Greece, a sunny, beautiful,
picturesque Mediterranean country,
where you can enjoy pleasant sunny
weather and stroll along clean beaches,
experience rich natural environs, visit
incomparable archaeological monu-
ments, indulge in famous and delicious
cuisine, meet pleasant and welcoming
people and hop among numerous
islands in the Aegean and lonian Seas”

Recommended Destination Brand Image Evolution (7 out of 10)




GREECE

Visitors

Young and old people, singles, families, people of the creative class,
professionals mixing work with pleasure, discerning travelers, people

of diverse ethnic backgrounds, people with disabilities

People engaged with all their senses living moments of joy and surprise
Images telling stories, showcasing intense atmosphere

News rather than advertising-style photography

anomy, Noisy, Crowded, Overpriced,
ti-American, “Unwelcoming Athenians™,
, Accommodation decent rather

Element not : .,:::,m,
sufficiently defined S

el ment,

Recommended Destination Brand Image Evolution s out of 10)




GREECE

Essence

A

Challenge the visitor's knowledge of Greece
by presenting its extraordinary, lesser-known aspects.
“Discover the Greece you don’t know”

Archetypal
mass summer holiday
and antiquities destnation

Element not
sufficiently defined

For the masses, Weak economy, Noisy, Crowded, Overpriced,

Intense debilitating heat, Anti-American, “Unwelcoming Athenians™,
Inconvenient, Seismic activity, Accommaodation decent rather

than good, Not exatic or surprising, Lacking in business travel
attractiveness, Mid-standard public hygiene, Lacking in organization,
Limited accessibility, Missing children's entertainment, Overdeveloped

Recommended Destination Brand Image Evolution (9 out of 10)



GREECE

“Unparalleled, largely-unknown contrasts”




GREECE

“Unparalleled, largely-unknown contrasts”

An infinite experience space




GREECE VISITOR

“Unparalleled, largely-unknown contrasts” “l am the stories | can tell”

An infinite experience space Obsessed with new experiences,especially
those with self-transformation elements




GREECE VISITOR

“Unparalleled, largely-unknown contrasts” “l am the stories | can tell”

An infinite experience space Obsessed with new experiences,especially
those with self-transformation elements

—

Unheard-of stories simply unfold




GREECE

Essence

Archetypal

mass summer holiday
@ and antiquities destnation

A destination of unparalleled largely-unknown contrasts, creating an
infinite experience space, in which unheard-of stories simply unfold

Recommended Destination Brand Image Evolution (10 out of 10)




AnMapapMIAAEC EVOAAXYEC -
aveEepeuVNTEC AVTIOEGEIC

MoVvadIKEC MITUXEC TOU TIPOOPICHOU, Ol OTIoIEC Eival
YVWOTEC £TTi TOU TTAPOVTOC HOVO € Ayouc EKAEKTOUC,
KO Ol OTTOIEC £PXOVTOI OE AVTIOEON UE TNV UPICTAUEVN

OTEPEOTUTN EIKOVX TIPOOPICHOU TNG EANGSOC
MTPOKOAWVTOC EKMTANEN

[+ 9 i d
W ol
(] MRDB
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ACTEIPEUTOC TOTTOC EPTTEIPIWV

‘EvaC TOTTOC OTIOU MIC OXTEAEIWTN CEIP& EPTTEIPIWV
givai duvaTd va cuppouv
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«Elpjc1 Ol ICTOPIEC TTOU PTTOPW VA
SInynéw»

H &rmown 0TI 0 EMOKENTNC €ivail TO GUVOAO TwV
MOVAOIKWY EUTEIPIWV TNC {WNC TOU, TIC OTTOIEC
O10:0id€l HEOW BINYROEWV
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EpmeEIpieC, 1ISIXITEPA EKEIVEC UE
OTOIXEIX TTPOCWIIKNC

HETAHOPPWONG

O1 EPTEIPIEC CUVIOTAVTAI OE EKEIVX TK OTOIXEIX T
OTTOICt £XOUV TN OUVOTOTNTX V& NETAKBAANOUV
OETIK& TOV EXUTO PHOC JE GUYKAOVIGTIKO,
OUOCIOTIKO TPOTIO, KATXARYOVTOC OTN BeATiwon
TOU exuToU PAGC.

o
=2
(=1
o
o
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ATTPOGIOKNTEC IGTOPIEC

EKeivec ol VEEC, HOVADIKEC I0TOPIEC TTOU
EMTPEMOUV O€ EVAV EMOKEMTN VX
QUTOTIPOGOIOPIOTElI OE OXEoN UE TOUG OUOIOUG TOU
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AvapEpPETE TPEIC AOYOUC VI TOUC OTTOIOUG
EIVOXI ONUAVTIKO VX CUMMETEXEI O TOTTIKOC
mANOuoPOC oTnV MPoWONGCN £VOC
TOoupIoTIKOU TIPOOPIGHOU.

K&VTE TPEIC TTPOTAOEIC YIX TOV TPOTIO

OUMPETOXNAC TOU TOMKOU MAnOuopoU oTIC
mpooTn&OeIEC MPOWONCNC TOU TOUPICTIKOU
npoopicuodU.
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H TomKN KoIVWwVIX KXl 01 EVOIX(pEPOUEVOI O
MPEMEI VX TIIOTEUOUV OTN HAPKXK KAl V& TNV {ouV

O1 KXAUTEPOI UTTOOTNPIKTEC TNC NAPKAC EIVAI Ol
MTOANITEC POC

>TPOTNYIKA YIX TRV EMKOIVWVIKKA TPowOnon Kol
UTTOOTAPIEN TNG HXPKAC EOWTEPIKK

EVOT&AGEN TWV KEIWV TNC NEPKAC OTNV KOIVOTNTX

O1 NYETIKEC TTPOOWTTIKOTNTECG VA& {OUV TN NXPKX KXl
va TNV eveTaA&{ouv oTov TTANOuouO
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AvanTtuin EmOuuntic Eikovac
TOoU Mpoopicpou ava KAado




AvanTuin EmOupntic Eikovac Tou
NMpoopiopou ava KAado

KA&B0G: MAPAOEPIZTIKOZ TOYPIZMOX

MpoTteivopevn Ovopaoia: SEASIDE
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GREECE
SEASIDE

Sea and Life

Couples  “Setting out among over 200 inhabited and
2,800 uninhabited islands and mainland
, beaches to dance the night away in a
trendsetting bar.™

“Escaping to one of the numercus secluded
stretches of sand to gaze in awe at a
breathtaking sunset.”

“Wreck diving to discover the

shipwreck that met its perilous final voyage
in the rocks of Chalkidiki ‘s hidden Porto
Koufo bay."

“Catching a glimpse of the Mediterranean s
midday  Unique aquatic life by swim-sesking the
ing caretta turtles and snorkel-spotting the
an underwater cave; father and children  monachus seals in Zakynthos island s deep
gathering seashells  blue waters.”

Fun; Escapism; Relaxation; Romance; Intense Emotions; Privacy; Freedom

Summer destination: Quintessential Mediterranean destination; Hospitable; Diverse, Full of Contrasts;
Popular; Naturally beautiful: “living poetry™; Ideal for good life; Preserved and protected; Dream-like;
Prestigious, Exclusive & Bespoke; Cosmopolitan vs. Secluded; Mythical; Casual attitude to punctuality; “The more
they change, the more they stay the same”; Convenient location; Authentic; Lively; Safe European democracy

Brand Image Evolution by Sector (10 out of 10)




AvanTuin EmOupntic Eikovac Tou
Mpoopiocpou ava KAado

KA&doc: OANAZZIOZ TOYPIZMOZ
MpoTteivopevn Ovopaaoio: NAUTICAL
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GREECE
NAUTICAL

Ateam

collaborating to

overtake another

competitor in a

sailing race; a group

of people enjoying

their glasses of wine as

they sail into a marina;

young couple flirting and

dancing during a bustling

on-board party; sailors and

local fishermen sharing a table

for a round of mid-day ouzo shots;

a group of students on a
traditionaldooking boat going fram
one istand to another; chic VIP couple
getting off a luxury motar yacht onto a

The Quintessential
Mediterranean
Sailing Playground

“Gathering around stories from Onassis's
Scorpios istand, where global leaders and
international celebrities were entertained
and lackie O sunbathed, and serving them
over a cool evening cocktail in stylish,
picturesque Fiscardo marina.”

“Mooring at Steni Vala of virgin Alonissos.
and inviting local fishermen for a round of
ouzo shots.”

“Mooring at a natural marina and enjoying
your own true private beach until sunset,
sailing back to the closest inhabited iskand
to pick up home-cooking you could never
replicate.”

“Picking up your haute cuisine lobster pasta
and sailing out to the meonlit sea fora
private dinner.”

Exploration; Adventure; Freedom; Privacy; Intense Emotions; Discovery; Indulgence; Relaxation

Diverse, Full of Contrasts; Cosmopolitan; Ideal for good life;
Dream-like; Prestigious; Exclusive and Bespoke; Preserved and protected;
Professional; Convenient location; Naturally Beautiful; Safe European Democracy

Brand Image Evolution by Sector (10 out of 10)




AvanTuin EmOupntic Eikovac Tou
NMpoopiopou ava KAado

KA&B0g: MOAITIETIKOZ TOYPIZMOX

MpoTteivopevn Ovopaoia: CULTURE
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GREECE
CULTURE

Culture 24/7

“Catching an underground wagen ride
through the deserted bauxite mines in
ancient Fokida,

Just before accessing eternal Delphi, literally
meaning “the womb of Mother Earth”,
where the millennia-visited sanctuary of the
Temple of Apollo rests.”

joining coffee drinkers of Greece's most
bustiing daytime-partying Aristotelous
square.”
Zaloymihian arekia serenade; a family “Cultural overload from the mystique of
enjoying a show at the Digital  Thessalonlki's Byzantine Museum religious.
Planetarium; men strolling around the  art to the intemationally acclaimed Film
Hew Acropolis Museurn  Festival screenings of the city's revived

Dream fulfillment; Inspiration; Exploration; Cultural Edification

Cradle of Civilization; Rich in antiquities; itan;
Unique cultural richness: East meets west cultural fusion; Cycladic minimalism and simplicity; Mythical; Diverse,
Full of contrasts; Long & rich history; Creative; Lively; Contemporary; Magical; Year-round; Hospitable; Safe
European Democracy; Convenient location; Authentic; Preserved and protected

Brand Image Evolution by Sector (10 out of 10)




AvanTuin EmOupntic Eikovac Tou

NMpoopiopou ava KAado
KA&doc: TOYPIZMOZ YNAIOPOY
MpoTteivopevn Ovopaoia: NATURE
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GREECE
COUNTRYSIDE

Europe’s Natural Garden

Men relaxing
by the fire with a
glass of Metaxa
as the snow falls.
on the cliffs cutside;
Alittle old kacly
teaching a group of
youngsters how to make
dolmadakia; A couple:
adm ‘the view from a hot
air:ggwnmhgwm “Gathering wild mushrooms for a pienic in the.
monasteries of Meteora; A group. mmu_nmmmul
‘of frisnds mountain bikingin  Poetic Nafpaktia,
a forest: A couple, wine glasses in  “Traveling back in time in Crete's agrarian
Feand, strolling through vineyards;  Milia, for a self-survival test of goat-milking,
A family immersing into the impressive  olive-curing and rakidistiling.”
interior of a dark caves A young woman  “Trailing the wild natural habitat of Epinus's
paragliding above a mountainous region  Valia Calda forest, accompanied by the

Escapism; Discovery; Relaxation; Intense Emotions; Exploration;
Romance; Fun; Cultural Edification; Adventure

Authentic; Naturally Beautiful; Preserved and protected: Where time has stood still; Year-round; Mythical;
Diverse, Full of contrasts; Unique cultural ichness; Dream-like: “botanist's heaven"; Traditional; Hospitable;
Safe European Democracy; Long and rich history; Picturesque Mediterranean Country

Brand Image Evolution by Sector (10 out of 10)




AvanTuin EmOupntic Eikovac Tou

NMpoopiopou ava KAado
KA&doc: TOYPIZMOZ EYEZIAX
MpoTteivopevn ovopaoio: WELLNESS
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GREECE
HEALTH & WELLNESS

Perfect Conditions
for the Human Condition

Acouple “Discovering your inner seif at a
relaxing on transcendental workshop, inspired by
massage beds ancient Greak poetry mantras, and sharing
during their your mystical experiences in the open-shky
openrsky spa hot and cold spring baths found in the
treatments secluded mountainous Aridea forest.”
overlooking the seaca *“Purification of body and mind through the
worman calmly swimming Greek herb and organic natural product
in & thalassatherapy pool based Hippocratic therapy, utilizing the well
with & mountainous preserved secrets of pharmacea, the ancient
background; a woman having Greek alchermy.”
@ honey and herbs facial
treatment a couple dressed in *Relaxation by mountain golfing overlooking
white robes enjoying a Cretan meal; the sea on the majestic island of Crete, just
aman practicing capoeira on the to sharpen the appetite for a veritable
beach; friends playing tennis on & Mediterranean gastronomy meal, feasting
seaside field; a small group during a on the culinary combination of fresh fish and
yoga class amidst forest trees, vagetables, extra virgin olive oil and

Relaxation; Body, Mind and Spirit Balance; Indulgence

Ideal for good Life; Year-round; Magical: Mystique of the Greek lifestyle (including lowest rates of heart disease
and cancer in the world); Naturally beautiful; Unique cultural richness; Prestigious, Exclusive and Bespoke;
Authentic; Hospitable; Safe European democracy; Diverse, Full of contrasts; Convenient location; Mythical

Brand Image Evolution by Sector (10 out of 10)



AvanTuin EmOupntic Eikovac Tou
NMpoopiopou ava KAado

KA&B0G: MEPIHTHTIKOZ TOYPIZMOX

MpoTteivopevn Ovopoaoia: TOURING
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GREECE
TOURING

A tamily

in front of their

parked carmvan

admiring the

spectacular view of

Meteora *s rocks: young

tnen whesling across

the close-to-the-sky Zagori

region; a group of students

‘on a steamHrain ride crossing
miountain Pelion's dreamiike
forest and olive groves; a couple

on a1 motorbike capturing photes af
the Frankish castle of Mistras; men in
a comvertible admiring en route the
breathtaking view of the Rio-Antiio
bricge

Contrasting Vistas
And Experiences

«of musical concerts and artistic

performances.
“Exploration of the cult of Pan in fairy tale
Peloponnese, where wine-drinking, sensucus.
inspiration and ritual celebration are part of
everyday life.”

Exploration; Discovery; Freedom; Adventure; Cultural Edification

Diverse, Full of contrasts; Authentic; Unique cultural richness; Long & rich history; Creative;
Preserved and protected; Year-round; Traditional; Convenient location; Naturally Beautiful; Mythical;
Hospitable; Safe European Democracy; Picturesque Mediterranean Country; Contemporary

Brand Image Evolution by Sector (10 out of 10)




AvanTuin EmOupntic Eikovac Tou

NMpoopiopou ava KAado
KA&doc: ZYNEAPIAKOZ TOYPIZMOZX
MpoTteivopevn Ovopacio: MEETINGS
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GREECE
MEETINGS

A professional
doing his,her
ion with

presantation
Byzantine mosaics
vigible in the
background: a
bralnstorming session by
the sea; a couple using their
laptop on a mountain; &
group of professionals strolling
Athens’ anclent agora;
middle-agad men enjoying spa
fadilities on a seaside background;
a group of professional women
entering a state-of-the-art convention
center

Lifetime experiences
between meetings

the rest of the world.”
“Fuelling your creativity in the margin of 2
Computer Sciance Annual Conferance hald

Inspiration; Cultural Edification; Escapism; Fun

Ildeal for combining work with pleasure: Attention to detail; Technologically-equipped; Unique cultural
richness; Prestigious, Exclusive and Bespoke; Convenient location: Proximity to Middle East; Hospitable;
n; Professional: Dynamic, Organizer of 2004 Olympics, Best places for business in Balkans; Year-round;
Diverse, Full of contrasts; Creative; Ideal for good life; Mythical; Safe European Democracy; Cradle of Civilisation

Brand Image Evolution by Sector (10 out of 10)




AvanTuin EmOupntic Eikovac Tou

NMpoopiopou ava KAado
KA&doc: TAZIAIA MOAYTEAEIAZ
MpoTteivopevn Ovopaoia: LUXURY
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GREECE
LUXURY

Exclusive Greece

Acouple “Enjoying a private onboard fashion show,
pampering en route to aristocratic Hydra's
themselves ata crescent-shaped harbeor, to lose yourself in
spa overlooking 8 the carfree stone streets of the
mountainous view; o visited-by-the-Greek-elite Greek island, while
stylish woman getting  your children train to become pros at
off a helicopter on her - Glyfada’s Golf Club Children's Academy.”
wayto alimo parked on 8 “Haying a silver wedding anniversary party
Iuxury resort helipad a
smiling couple enjoying an
expensive dinner in an upscale
hotel; newlyweds emerging from a

island; men enjoying drinks over a

breathtaking view of a volcanic sunset; “Going below the water in a private
a couple camying luxury brand ShOPEINE o, b onaing to witness the sublerranean

bags entering a luxLry motor Yacht - igsag of Santorini's dramatic caldera, still

Indulgence; Dream-fulfillment; Relaxation; Privacy; Romance; Cultural Edification; Discovery

Dream-like; Prestigious, Exclusive and Bespoke; Cosmopolitan; Ideal for combining work with pleasure;
Year-round; Diverse, Full of Contrasts; Contemporary; Hospitable; Convenient location; Safe European
Democracy; Ideal for good life; Magical; Creative

Brand Image Evolution by Sector (10 out of 10)




AvanTuin EmOupntic Eikovac Tou

NMpoopiopou ava KAado
KA&doc: AZTIKOZ TOYPIZMOZ
MpoTteivopevn Ovopacia: URBAN
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GREECE
CITY BREAKS

Real Cities, Real Life, Real Time

Cosmopalitan Cosmopolitan Generation X
Generation X “Antique-hunting in the Avyssinias street
\fmmm.'
admiring *Joining Thessaloniki's fashicnistas and
CoMEmporary cejebrities in the midday party scene of the
artworkiin a gallery in city's docklands.”
Gazi; a group of friends.
I “Joining the locals on the wooden benches
e oot of the Kapani meatmarbet fo lunh, amidst
over coffee at a cate i e lively sounds of gypsy street musicians.”

iy lunch party in the k .‘Nﬂll‘mﬂﬂulﬂl}:ﬂmﬂﬁm‘b
meatmarket fisnds gazing up &t e ggregator: the iconic Megaron - Athens

Cultural Edification; Escapism; Exploration; Intense Emotions; Fun; Indulgence; Discovery

Cosmopolitan: Multicultural; Creative: Artistic and Historical in tradition, Musical, Bohemian;
Diverse, Full of contrasts; Contemporary; Year-round; Ideal for Combining Work with Pleasure;
Convenient location; Lively: Festive, Exciting, Vibrant; Hospitable; Safe European Democracy;
Prestigious, Exclusive and Bespoke; Ideal for good life

Brand Image Evolution by Sector (13 outof13)
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Seaside

Nautical
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Cultural

Meetings

Health & Wellness
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Seaside

Nautical

City Breaks

Cultural

Meetings

Health & Wellness

Touring

Countryside

Luxury

Athens; Thessaloniki;

Athens; Thessaloniki;
Halkidiki; Rhodes;
Olympia; Corfu
Designated Providers

in Crete, Halkidiki, Olympia,

Corfu, Thasos, Mykonos,
Athens, Aedipsos, Kos

Designated Providers
in Attica, Mykonos,Elounda,
Santorini, Patmos, Halkidiki




