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10 STEPS IN 1 YEAR
STRATEGIC PLAN

Reposition Rethink ' Rediscover . Re-operate

. Reinvest
Oct-Dec 12 Jan-Feb 13 May “13

Mar “13 Apr ‘13

——
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Revisit ’ Restructure . Rebrand . Relaunch Re-power

Sept 13 Oct 13 Nov 13

Jun-Aug 13 Dec 13

ACTIONS”"TIMELINE
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REPOSITIONING GREECE
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GOOD
GREAT
GOLDEN
GORGEOUS
GENUINE
GREEN
GAMES
GOURMET
GOD
GROWTH
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POSITION
THINK
DISCOVER
OPERATE
INVEST

- VISIT

- BRAND

- EVALUATE
- LAUNCH

- POWER
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BRAND GREECE
IS AN INVALUABLE
ASSET

WE HAVE TO PROMOTE OUR
COUNTRY’s COMPETITIVE
ADVANTAGES AND
RE - PACKAGE THEM
RE - INTRODUCE HER POWER




OUR PRIORITY IS
TO MANAGE

A STRONGER
MORE DYNAMIC
MORE EMPLEMATIC

BRAND GREECE

TO RE - INVENT
TO RE-LAUNCHIT




GREECE'S
GREATEST ADVANTAGE
IS HUNDREDS OF

DESTINATIONS

THAT ALL OFFER
UNIQUE EXPERIENCES




WE MUST PRESENT
AND PROMOTE

A DESTINATION

PORTFOLIO
TO MAXIMIZE OUR BENEFITS
TO SECURE RECURRING

VISITS




UK MARKET STRATEGY



UKIS
ATRADITIONAL MARKET

BRITISH PREFER GREECE
FORTHEIR SUMMER HOLIDAYS




UK CONSUMERS

SEEKING MORE VALUE IN THEIR PRODUCT
MORE FAMILY ENTERTAINMENT
AND MORE SELECTION IN FOOD AND DRINK

SUN SEEKERS WANT SUN / SEA / RELAXATION
YOUNG WANT LIVELY RESORTS

CONSUMERS ACROSS A RANGE OF
SOCIOECONOMIC GROUPS

Source: Greece Perceptions Research Analysis

Arkenford Ltd October 2012
$Greece



UK CONSUMERS
INCREASED DEMAND FOR 4-5 STAR HOTELS

PREMIUM PRODUCT SEEKERS ARE:

FAMILIES, 40-60 YEARS OLD (MOSTLY PEAK PERIOD)
YOUNGER FAMILIES & RETIRED COUPLES (OFF-PEAK PERIOD)
LOOKING FOR VILLAS CLOSETO THE SEA

ACTIVELY SEEKING GREECE CONSUMERS
AND COME BACKYEAR ON YEAR
TEND TO BOOKVERY EARLY

VERY PRICE SENSITIVE LOOKING FOR LATE DEALS

Greece Perceptions Research Analysis
Ak nford Ltd October 2012

;Greece



35% OF VISITORS
RETURN TO PLACES
THAT SUCCEED IN OFFERING

A UNIQUE, PERSONAL
EXPERIENCE




GREECE 2013
OUR KEY MESSAGES

STABILITY
STABILIZE THE POLITICAL SYSTEM

SECURITY
SECURE INVESTEMENT POTENTIAL

SAFETY
SAFE CIVIL ENVIRONMENT




Likelihood to visit / GREECE has Huge Potential

% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

W Likely tovisit(7-10) 4 Onthe fence (4-6) W Not likely to visit (0-3)

Very similar to the visit profile
and the market profile

Base: 366 visitors to Greece in the past 5 years Arke nford

© 2012 Arkenford Ltd market modelling and research




Satisfaction / Key Market Research Findings

Satisfaction °®
| | | | | |
Overall experience 83% 14%
[ I [ [ [ [ [ |
Meeting your needs for a Summer Sun holiday 79% 18%
[ [ [ [ [ [ | °
Welcome 79% 19%
N N O
Food & Drink 77% 21%
Value for money 74% 22%
N N O A
o
Open for business 72% 24%
[
Security / Safety 71% 25%
I N O A I
Accommodation 69% 26%
[ 1 [ [ [ [ |
o
Cleanliness 63% 31%
e

% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
LI Satisfied (7-10) L1 Onthe fence (4-6) M Not satisfied (0-3)

Base: 366 visitors to Greece in the past 5 years

Satisfaction is high among
visitors

Trade interviews highlighted
Greece having excellent
hospitality

Overall, 79% would recommend
Greece which is in line with the
‘meeting your needs’ statement

The 2 least positive elements
were accommodation and
cleanliness

Arkenford

© 2012 Arkenford Ltd

market modelling and research



Greece and the UK travel trade

e /3 % Inclusive Tour

e Sold on elements of
package

— Not destination attributes

e Value/ price

Arkenford

© 2012 Arkenford Ltd market modelling and research



Consumer perceptions of Greece

e Beaches
e Scenery

e |ocal tavernas &
restaurants

e Historic sites & monuments

e Strong awareness of island
names

— But lack of awareness about
the offer/ experience

Arkenford

© 2012 Arkenford Ltd market modelling and research



How can Greece stand out?

e Differentiate

o USPs

Hospitality

Value (not price)
Excellent beaches & sea
Unspoilt scenery

Local culture

Different experience available
across all the islands

e Educate the trade

Arkenford

© 2012 Arkenford Ltd

market modelling and research



GREECE TOURISM IMAGE

VALUE / PRICE
KEY PURCHASE DRIVER HAS BECOME

BROCHURES FOCUS ONTHEACCOMMODATION
RATHER THAN THE DESTINATION

GREECE THEREFORE SOLD ON ELEMENTS OF THE PACKAGE ...
NOT NECESSARILY ON DESTINATION ATTRIBUTES

KNOWNAS GOOD FOR BEACHES AND SUN

OFFERING GOOD VALUEAND CHEAPER
THAN SOME AREAS IN THEWESTERN MED

Source: Greece Perceptions Research Analysis
Arkenford Ltd October 2012

;Greece



GREECE UNIQUE SELLING POINTS

LOCAL CULTURE & TRADITION
BEACH LIFE

HOSPITALITY
DIVERSITY
VALUE FOR MONEY



GREECE

IS A LONG LASTING VALUE
PERSONAL
SENTIMENTAL




DESTINATIONS
WILL BE THE FOREFRONT

EXPERIENCES
AND VALUES

GIVE ESSENCE
TO OUR CAMPAIGN




OUR CREATIVE CONCEPT



AN EFFECTIVE CONCEPT HAS
TO BEALL INCLUSIVE



ITIS ESSENTIALTO
INSTILL MESSAGING
INTO A BRAND NARRATIVE
CREATING A SYSTEM OF
BRAND MESSAGING
ENGINEERING

ALL MESSAGES HAVE A SPECIFIC
PURPOSE AND ROLE

< Greece



GREECE
ETERNAL LONGEVITY
IS OUR MAIN
COMPETITIVE ADVANTAGE




GREECE IS

A SIGNATURE BRAND
IT CAN INCLUDE ALL
DESTINATIONS
PRODUCTS
SERVICES
EXPERIENCES




WE NEED TO SYNTHESISE
ALL THE ELEMENTS

THAT MAKE

GREECE
TIMELESS
AND EVER LASTING




THE CONCEPT
SHOULD BE ABLE TO TRAJECT

THE BRAND'S TIMELESSNESS




THE CONCEPT
SHOULD BE UNIQUE
TO EXPRESS LONG LASTING
VALUES







ALL TIME CLASSIC
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GREECE
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www.visitgreece.gr
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~ ALL TIME CLASSIC

SORINI
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GREECE

ALL TIME CLASSIC

www.visitgreece.gr




