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Communica)on	
  strategy	
  of	
  Greece



2

adver)sing	
  campaigns	
  1999	
  -­‐	
  2009



1999:	
  ‘Greece	
  –	
  that’s	
  life’



2002-­‐2003:	
  ‘Beyond	
  words’



2004:	
  ‘Your	
  best	
  Ame	
  yet’



2005-­‐2006:	
  ‘Live	
  your	
  myth	
  in	
  Greece’	
  

‣watch	
  the	
  video

http://www.youtube.com/watch?v=EEr5uVSFerQ&NR=1
http://www.youtube.com/watch?v=EEr5uVSFerQ&NR=1


‣watch	
  the	
  video

2006	
  ‘…Starring	
  You’	
  

http://www.youtube.com/watch?v=EEr5uVSFerQ&NR=1
http://www.youtube.com/watch?v=EEr5uVSFerQ&NR=1


2007:	
  ‘Greece	
  –	
  explore	
  your	
  senses’	
  

‣watch	
  the	
  video

http://www.youtube.com/watch?v=y9qvYksJQKo&NR=1
http://www.youtube.com/watch?v=y9qvYksJQKo&NR=1


2008:	
  ‘Greece	
  –	
  the	
  true	
  experience’	
  

‣watch	
  the	
  video

http://www.youtube.com/watch?v=0aT636Ss65Y&NR=1
http://www.youtube.com/watch?v=0aT636Ss65Y&NR=1


2009:	
  ‘Greece	
  5000	
  years	
  old	
  –	
  a	
  masterpiece	
  
you	
  can	
  afford’

‣watch	
  the	
  video

http://www.youtube.com/watch?v=RSsF2Gc2bNw&NR=1
http://www.youtube.com/watch?v=RSsF2Gc2bNw&NR=1


Results	
  of	
  the	
  campaigns	
  1999	
  -­‐	
  2009



message

• lack	
  of	
  consistency	
  in	
  the	
  messages	
  communicated	
  for	
  Greece	
  -­‐	
  no	
  singular	
  narra8ve	
  -­‐	
  
crea8ng	
  a	
  fragmented	
  image	
  of	
  Greece	
  as	
  a	
  des8na8on

• different	
  messages	
  every	
  year	
  with	
  a	
  different	
  promise	
  to	
  visitors,	
  but	
  all	
  selling	
  the	
  same	
  
product	
  (sea&sun	
  /	
  ancient	
  ruins)	
  e.g.	
  “	
  2009:	
  ‘Greece	
  5000	
  years	
  old	
  –	
  a	
  masterpiece	
  
you	
  can	
  afford’,	
  2008:	
  ‘Greece	
  –	
  the	
  true	
  experience’,	
  2007:	
  ‘Greece	
  –	
  explore	
  your	
  
senses’	
  ,	
  2005-­‐2006:	
  ‘Live	
  your	
  myth	
  in	
  Greece’,	
  2004:	
  ‘Your	
  best	
  8me	
  yet’,	
  2002-­‐2003:	
  
‘Beyond	
  words’,	
  1999:	
  ‘Greece	
  –	
  that’s	
  life’

• Greek	
  experience	
  was	
  limited	
  to	
  sea,	
  sun	
  and	
  ancient	
  ruins

• Restricted	
  image	
  of	
  Greece	
  promo8ng	
  only	
  2	
  types	
  of	
  tourism	
  in	
  one	
  season

Results	
  of	
  the	
  campaigns	
  1999	
  -­‐	
  2009



message

• Greece	
  thus	
  becoming	
  more	
  vulnerable	
  to	
  compe88on	
  that	
  they	
  are	
  offering	
  the	
  same	
  
products	
  but	
  with	
  a	
  beVer	
  value	
  for	
  money	
  	
  (allowing	
  also	
  new	
  compe8tors	
  to	
  rise	
  and	
  
acquire	
  market	
  share	
  e.g.	
  Croa8a,	
  Malta,	
  Turkey,	
  even	
  Egypt)

• limited	
  differen8a8on	
  from	
  compe8tors

‣ richness	
  of	
  Greek	
  nature,	
  uniqueness	
  of	
  Greek	
  products,	
  natural	
  contrasts,	
  winter	
  
aVrac8ons,	
  gastronomy,	
  etc	
  were	
  not	
  used	
  efficiently	
  and	
  consistently,	
  to	
  create	
  a	
  
unique	
  selling	
  proposi8on	
  and	
  a	
  wider	
  experience	
  for	
  the	
  visitor	
  -­‐	
  Greece	
  promises	
  
summer	
  holidays	
  but	
  nothing	
  else

‣ compe8tors	
  much	
  sooner	
  realized	
  that	
  differen8a8on	
  is	
  the	
  key	
  to	
  success	
  and	
  started	
  
building	
  their	
  strategy	
  on	
  this	
  

so	
  we	
  became	
  a	
  high	
  summer	
  season	
  desAnaAon	
  for	
  mass	
  holidays,	
  without	
  
however	
  being	
  able	
  to	
  claim	
  leadership	
  in	
  any	
  of	
  the	
  tourism	
  sectors

Results	
  of	
  the	
  campaigns	
  1999	
  -­‐	
  2009



data	
  source:	
  Research	
  on	
  
markeAng	
  strategy	
  for	
  Greece,	
  
GNTO,	
  2006

Results	
  of	
  the	
  campaigns	
  1999	
  -­‐	
  2009



data	
  source:	
  Research	
  on	
  
markeAng	
  strategy	
  for	
  Greece,	
  
GNTO,	
  2006

Results	
  of	
  the	
  campaigns	
  1999	
  -­‐	
  2009



message

• image	
  of	
  Greece	
  created	
  through	
  adver8sing	
  did	
  not	
  coincide	
  with	
  the	
  Greek	
  values	
  
e.g.	
  simplicity,	
  truth,	
  etc

• emphasizing	
  stereotypes	
  (e.g.	
  ouzo,	
  souvlaki,	
  mousaka,	
  the	
  old	
  pappou	
  in	
  the	
  coffee	
  
shop,	
  donkeys,	
  etc)

• no	
  realism,	
  presen8ng	
  stylized	
  and	
  o^en	
  “fake”	
  images	
  of	
  Greece	
  using	
  photoshop	
  
and	
  montage	
  (e.g.	
  a	
  mermaid	
  on	
  the	
  top	
  of	
  Acropolis)

• no	
  everyday	
  people

• no	
  everyday	
  scenes	
  -­‐	
  emphasis	
  on	
  luxury

Results	
  of	
  the	
  campaigns	
  1999	
  -­‐	
  2009



campaign	
  specifics

• campaigns	
  were	
  not	
  developed	
  under	
  a	
  long-­‐term	
  strategy	
  and	
  a	
  long-­‐term	
  vision	
  

• changing	
  the	
  logotype	
  of	
  Greece	
  frequently,	
  therefore	
  lacking	
  a	
  recognizable	
  na8onal	
  
symbol

‣ no	
  consistent	
  na8onal	
  iden8ty

‣ no	
  iden8fica8on	
  of	
  Greece	
  from	
  it’s	
  logo	
  

‣ no	
  stand	
  out	
  among	
  other	
  na8onal	
  symbols

logos

• campaigns	
  were	
  not	
  customized	
  to	
  each	
  target	
  country	
  in	
  terms	
  of	
  product,	
  message	
  
and	
  execu8on	
  (under	
  the	
  same	
  concept),	
  apart	
  from	
  changing	
  the	
  language-­‐	
  a	
  
general	
  adver8sing	
  concept	
  with	
  no	
  targe8ng	
  content	
  depending	
  on	
  the	
  country	
  
adver8sed	
  

• in	
  the	
  tourism	
  fairs	
  Greece	
  didn’t	
  have	
  a	
  singular	
  image	
  but	
  was	
  changing	
  every	
  8me	
  
even	
  during	
  the	
  same	
  year	
  without	
  any	
  brief	
  given	
  to	
  the	
  construc8ng	
  companies	
  and	
  
no	
  specific	
  architecture	
  plan

Results	
  of	
  the	
  campaigns	
  1999	
  -­‐	
  2009



campaign	
  tools

• no	
  efficient	
  use	
  of	
  available	
  resources	
  
• mostly	
  promo8ng	
  Greece	
  through	
  interna8onal	
  and	
  expensive	
  tradi8onal	
  media
• no	
  specific	
  media	
  plan	
  (with	
  the	
  excep8on	
  of	
  that	
  created	
  for	
  2004)
• much	
  money	
  spent	
  in	
  fam	
  trips,	
  fairs,	
  printed	
  adver8sing	
  but	
  with	
  low	
  return	
  on	
  investment	
  
• lack	
  of	
  contemporary	
  and	
  cost	
  effec8ve	
  tools	
  -­‐	
  in	
  the	
  last	
  years	
  money	
  were	
  invested	
  in	
  web	
  
adver8sing,	
  however
• web	
  site	
  was	
  not	
  effec8ve	
  in	
  communica8ng	
  a	
  contemporary	
  and	
  dynamic	
  image	
  of	
  Greece	
  
as	
  a	
  des8na8on	
  
-­‐ sta8c
-­‐ old	
  fashioned	
  in	
  the	
  look	
  and	
  feel
-­‐ not	
  user	
  friendly
-­‐ mostly	
  communica8ng	
  the	
  GNTO	
  and	
  not	
  Greece	
  as	
  a	
  des8na8on
-­‐ lacking	
  important	
  content
-­‐ not	
  frequently	
  updated	
  

• no	
  use	
  of	
  social	
  media	
  
• adver8sing	
  in	
  travel	
  web	
  sites	
  was	
  quite	
  sta8c	
  and	
  less	
  effec8ve	
  overall

Results	
  of	
  the	
  campaigns	
  1999	
  -­‐	
  2009



Communica)on	
  strategy	
  2010	
  -­‐2013



vision

Vision:	
  be	
  anthropocentric	
  –	
  place	
  man	
  in	
  the	
  centre	
  of	
  all	
  acAvity,	
  	
  defend	
  and	
  uphold	
  a	
  lifestyle	
  that	
  
li^s	
  human	
  values	
  as	
  they	
  are	
  inherited	
  and	
  sustained	
  through	
  8me	
  

harmony	
  /	
  μέτρο	
  (modera8on)	
  	
  /	
  human	
  scale	
  
simplicity	
  /	
  cleanliness	
  /	
  lucidity
spirit	
  /	
  spirituality	
  /	
  depth	
  /	
  freedom	
  of	
  thinking	
  /	
  ideas	
  /	
  innova8on	
  /	
  light
society	
  /	
  hospitality	
  /	
  sharing	
  /	
  communica8on	
  /	
  compassion	
  /	
  openness	
  /	
  warmth	
  /	
  family
crea8vity	
  /	
  freedom	
  /	
  ac8on	
  /	
  par8cipa8on	
  /	
  joy
spontaneity	
  /	
  outgoing	
  /	
  vibrant	
  /	
  no	
  formali8es	
  
αρχοντιά	
  

All	
  the	
  above	
  define	
  what	
  is	
  authen8cally	
  Greek



vision:	
  man	
  at	
  the	
  center	
  

man	
  as	
  the	
  beginning	
  
and	
  the	
  end	
  of	
  all	
  

acAviAes



vision:	
  simplicity

“simplicity:	
  the	
  only	
  road	
  
to	
  reach	
  the	
  truth”

cleanliness

transparency

purity

light



vision:	
  authen)city

authenAc	
  Greek:

colors

sounds

scents

	
  tastes

products



vision:	
  spontaneity

freedom

comfort

pleasure

expression	
  

extrovert	
  aXtude	
  



vision:	
  heritage

spirituality

universality

depth

the	
  eternal	
  “idea”

mind	
  and	
  body



vision:	
  warmth

sharing

communicaAon	
  

contact	
  

hospitality	
  



mission

mission:	
  promote	
  the	
  richness	
  and	
  depth	
  of	
  Greek	
  anthropocentric	
  values	
  and	
  lifestyle	
  
to	
  the	
  world	
  	
  

• Greek	
  people	
  (different,	
  warm,	
  extrovert,	
  tradi8onal	
  and	
  cosmopolitans,	
  hospitable	
  and	
  
spontaneous)

• Greek	
  spirit	
  (dialec8c	
  of	
  the	
  past	
  with	
  the	
  present,	
  contemporary	
  thinking	
  and	
  ancient	
  ideals,	
  
an8qui8es	
  as	
  an	
  inspira8on	
  and	
  a	
  heritage)

• Greek	
  nature	
  /	
  environment	
  (beyond	
  just	
  beaches	
  and	
  sun,	
  a	
  place	
  of	
  unprecedented	
  
experiences	
  and	
  incomparable	
  /	
  unique	
  natural	
  beauty,	
  variety,	
  contrasts)

• Greek	
  lifestyle	
  (Greek	
  habits	
  and	
  moeurs,	
  Greek	
  tradi8ons,	
  healthiness,	
  wellness,	
  entertainment,	
  
etc)

• Greek	
  products	
  (natural	
  products,	
  authen8c	
  tastes,	
  gastronomy,	
  quality)



strategic	
  goal

desired	
  posiAon	
  of	
  Greece	
  in	
  the	
  tourism	
  market

move	
  beyond	
  the	
  “seaside”	
  model,	
  become	
  a	
  leading	
  all-­‐year-­‐round,	
  four	
  
season	
  European	
  des)na)on	
  and	
  one	
  of	
  the	
  Top	
  5	
  European	
  des)na)ons	
  
specializing	
  in	
  “experience	
  journeys”



desired position of Greece in the tourism market
more	
  specifically:

establish	
  the	
  posi8on	
  of	
  a	
  top	
  Mediterranean	
  des8na8on	
  for	
  sun	
  &	
  beach	
  vaca8ons,	
  offering	
  
higher	
  level	
  of	
  services	
  as	
  compared	
  to	
  compe88on

become	
  a	
  No	
  1	
  des8na8on	
  in	
  the	
  “nau8cal”	
  tourism	
  sector	
  

develop	
  alterna8ve	
  types	
  of	
  tourism	
  (e.g.	
  wellness,	
  gastronomy,	
  religious,	
  business)

reveal	
  the	
  uniqueness	
  of	
  Greece,	
  the	
  unique	
  natural	
  environment	
  with	
  many	
  contrasts	
  and	
  
well	
  hidden	
  secrets	
  that	
  offers	
  the	
  visitor	
  the	
  opportunity	
  to	
  live	
  different	
  and	
  exci8ng	
  
experiences	
  

reveal	
  Greek	
  products	
  and	
  Greek	
  gastronomy

improve	
  quality	
  of	
  offered	
  services	
  and	
  products	
  in	
  all	
  sectors	
  in	
  order	
  to	
  sa8sfy	
  the	
  
demanding	
  contemporary	
  visitor	
  

strategic	
  goal



target markets

as	
  defined	
  by	
  the	
  Greek	
  Ministry	
  of	
  Culture	
  and	
  Tourism

strategic	
  goal



main	
  factors	
  that	
  determined	
  the	
  campaign	
  of	
  2010-­‐2011	
  and	
  that	
  
will	
  sAll	
  determine	
  the	
  2012-­‐2013	
  campaign

1.	
  low	
  budget	
  for	
  campaign	
  due	
  to	
  general	
  financial	
  crisis

2.	
  debts	
  in	
  key	
  interna8onal	
  media	
  -­‐	
  not	
  able	
  to	
  run	
  a	
  new	
  campaign	
  unless	
  issues	
  
resolved	
  

3.	
  nega8ve	
  image	
  of	
  Greece	
  as	
  a	
  country	
  (instability,	
  strikes,	
  insecurity,	
  etc)	
  -­‐	
  losing	
  
credibility	
  	
  -­‐	
  not	
  being	
  able	
  to	
  “talk	
  about	
  itself”	
  in	
  the	
  way	
  it	
  used	
  to

at	
  the	
  same	
  8me

4.	
  eminent	
  need	
  to	
  open	
  up	
  to	
  new	
  markets	
  (e.g.	
  Russia,	
  Israel)

5.	
  need	
  to	
  differen8ate	
  from	
  compe88on	
  and	
  promote	
  new	
  aspects	
  of	
  the	
  greek	
  
experience	
  -­‐	
  thus	
  offering	
  visitors	
  stronger	
  reasons	
  to	
  visit

campaign	
  brief



main	
  objecAves	
  of	
  the	
  campaign

• establish	
  8es	
  with	
  core	
  markets	
  (UK,	
  France,	
  Italy,	
  USA,	
  Germany,	
  etc)

• strengthen	
  rela8onship	
  with	
  emerging	
  markets	
  (China,	
  Russia,	
  India,	
  Israel,	
  etc)

• help	
  to	
  successfully	
  achieve	
  the	
  goals	
  and	
  objec8ves	
  of	
  the	
  Greek	
  tourism	
  industry	
  
(e.g.	
  development	
  of	
  alterna8ve	
  types	
  of	
  tourism	
  such	
  as	
  nau8cal,	
  gastronomy,	
  etc)

• bring	
  forth	
  the	
  desired	
  Greek	
  iden8ty,	
  move	
  beyond	
  the	
  one-­‐dimensional	
  “sun	
  and	
  
beach”	
  des8na8on

• develop	
  an	
  image	
  of	
  Greece	
  that	
  has	
  greater	
  depth	
  and	
  richness	
  (a	
  place	
  for	
  
innumerous	
  experiences,	
  many	
  of	
  them	
  s8ll	
  undiscovered	
  e.g.	
  wine	
  routes)

campaign	
  brief



campaign	
  specifics

in	
  terms	
  of	
  execu8ons	
  /	
  tone	
  of	
  voice	
  and	
  messages

• be	
  different,	
  fresh	
  and	
  innova8ve

• promote	
  Greek	
  benefits	
  	
  and	
  set	
  of	
  values	
  (e.g.	
  hospitality,	
  diversity,	
  friendliness,	
  authen8c	
  
Greek	
  lifestyle	
  and	
  products,	
  warmth,	
  αρχοντιά,	
  etc)

• place	
  emphasis	
  on	
  real	
  people	
  and	
  real	
  situa8ons	
  –	
  less	
  formal	
  /	
  stylized	
  approach

• more	
  “personal”	
  tone	
  of	
  voice	
  –	
  address	
  visitors	
  in	
  a	
  more	
  direct	
  way

• more	
  “simple”	
  as	
  style	
  –	
  aesthe8cs	
  that	
  reflect	
  the	
  values	
  of	
  simplicity	
  and	
  transparency

• be	
  emo8onal	
  –	
  create	
  emo8ons	
  to	
  receptors	
  

• customize	
  campaign	
  to	
  each	
  target	
  market	
  in	
  order	
  to	
  increase	
  relevance	
  with	
  each	
  
different	
  culture	
  

campaign	
  brief



campaign	
  specifics

in	
  terms	
  of	
  produc8on,	
  media	
  planning	
  and	
  tools

1. be	
  cost	
  effec8ve	
  -­‐	
  take	
  advantage	
  of	
  the	
  opportuni8es	
  created	
  from	
  Greek	
  disadvantages	
  
(e.g.	
  limited	
  resources)	
  

2. produc8on	
  with	
  high	
  value	
  for	
  money	
  (use	
  every	
  euro	
  wisely	
  and	
  have	
  a	
  high	
  return	
  on	
  
investment)

3. place	
  emphasis	
  on	
  web	
  adver8sing	
  and	
  web	
  applica8ons	
  

4. place	
  emphasis	
  on	
  below	
  the	
  line	
  ac8vi8es	
  in	
  order	
  to	
  strengthen	
  8es	
  with	
  the	
  industry	
  
and	
  the	
  visitors	
  (e.g.	
  fam	
  trips,	
  events,	
  etc)

campaign	
  brief



35

campaign	
  2010	
  -­‐	
  2011



campaign	
  concept	
  



“You	
  in	
  Greece”

simple
concise	
  but	
  with	
  depth	
  
personal	
  
human
invi8ng	
  
engaging	
  
fresh
spontaneous
not	
  standardized	
  
campaign-­‐able
flexible	
  
versa8le	
  
omnipresent	
  
easily	
  adapted	
  to	
  any	
  situa8on	
  /	
  occasion	
  	
  
cost	
  effec8ve

campaign	
  concept	
  



“You	
  in	
  Greece”
Greece	
  as	
  the	
  stage	
  for	
  “your	
  
story”,	
  “your	
  experiences”
	
  
a	
  plaZorm	
  that	
  puts	
  the	
  individual	
  at	
  the	
  centre:	
  
the	
  individual	
  is	
  the	
  protagonist	
  of	
  the	
  
campaign	
  

a	
  plaZorm	
  that	
  puts	
  any	
  individual	
  in	
  the	
  limelight	
  
–	
  builds	
  inclusiveness	
  and	
  engagement	
  
a	
  plaZorm	
  that	
  highlights	
  individual	
  experiences	
  

simple
concise	
  but	
  with	
  depth	
  
personal	
  

human

invi/ng	
  

engaging	
  

fresh

spontaneous

not	
  standardized	
  

campaign-­‐able

flexible	
  

versa/le	
  

omnipresent	
  

easily	
  adapted	
  to	
  any	
  situa/on	
  /	
  occasion	
  	
  

cost	
  effec/ve

campaign	
  concept	
  



“You	
  in	
  Greece”
simple

concise	
  but	
  with	
  depth	
  

personal	
  
human
invi)ng	
  
engaging	
  
fresh

spontaneous

not	
  standardised	
  

campaignable

flexible	
  

versa/le	
  

omnipresent	
  

easily	
  adapted	
  to	
  any	
  situa/on	
  /	
  occasion	
  	
  

cost	
  effec/ve

previous	
  campaigns	
  put	
  Greece	
  at	
  the	
  centre	
  e.g.	
  
2009:	
  ‘Greece	
  5000	
  years	
  old	
  –	
  a	
  masterpiece	
  you	
  can	
  afford’

2008:	
  ‘Greece	
  –	
  the	
  true	
  experience’	
  

2007:	
  ‘Greece	
  –	
  explore	
  your	
  senses’	
  

2005-­‐2006:	
  ‘Live	
  your	
  myth	
  in	
  Greece’	
  

2004:	
  ‘Your	
  best	
  /me	
  yet’

2002-­‐2003:	
  ‘Beyond	
  words’

1999:	
  ‘Greece	
  –	
  that’s	
  life’

1997:	
  ‘Greece	
  –the	
  authen/c	
  choice’

1996:	
  ‘Greece	
  –	
  a	
  never-­‐ending	
  story’

1995:	
  ‘Greece	
  makes	
  your	
  heart	
  beat!’

1994:	
  ‘Greece	
  –	
  the	
  gracious	
  host!’

1991-­‐1993:	
  ‘Greece	
  –	
  chosen	
  be	
  the	
  Gods’

“You	
  in	
  Greece”	
  puts	
  the	
  individual	
  at	
  the	
  center	
  
and	
  Greece	
  becomes	
  the	
  unique	
  context	
  that	
  
allows	
  for	
  any	
  experience,	
  any	
  personal	
  story

campaign	
  concept	
  



simple

concise	
  but	
  with	
  depth	
  

personal	
  

human

invi/ng	
  

engaging	
  

fresh
spontaneous
not	
  standardized	
  
campaign-­‐able

flexible	
  

versa/le	
  

omnipresent	
  

easily	
  adapted	
  to	
  any	
  situa/on	
  /	
  occasion	
  	
  

cost	
  effec/ve

“You	
  in	
  Greece”

building	
  on	
  spontaneity,	
  simplicity	
  
and	
  authenAcity:	
  key	
  values	
  of	
  
Greek	
  idenAty
	
  
certain	
  applicaAons	
  allow	
  the	
  individual	
  /	
  
spontaneous	
  acAvaAon	
  (e.g.	
  internet	
  based)
however,	
  all	
  applicaAons	
  follow	
  concept	
  values	
  as	
  
producAon	
  values
a	
  great	
  way	
  to	
  keep	
  our	
  campaign	
  fresh	
  and	
  
involving
interacAve	
  and	
  live

campaign	
  concept	
  



simple

concise	
  but	
  with	
  depth	
  

personal	
  

human

invi/ng	
  

engaging	
  

fresh
spontaneous
not	
  standardized	
  
campaignable

flexible	
  

versa/le	
  

omnipresent	
  

easily	
  adapted	
  to	
  any	
  situa/on	
  /	
  occasion	
  	
  

cost	
  effec/ve

“You	
  in	
  Greece”

in	
  line	
  with	
  global	
  trend:	
  “get	
  
personal”
	
  
having	
  exisAng	
  visitors	
  talk	
  to	
  potenAal	
  visitors	
  is	
  the	
  
best	
  way	
  to	
  be	
  credible	
  and	
  more	
  engaging

speaking	
  to	
  our	
  visitors	
  in	
  a	
  personal	
  way	
  will	
  make	
  
them	
  feel	
  like	
  they	
  are	
  talking	
  to	
  a	
  friend,	
  not	
  someone	
  
distant	
  and	
  impersonal	
  

this	
  increases	
  credibility,	
  sense	
  of	
  trust	
  and	
  potenAal	
  
for	
  them	
  to	
  “do	
  business	
  with	
  us	
  and	
  not	
  with	
  our	
  
compeAtors”

campaign	
  concept	
  



“You	
  in	
  Greece”

culturally	
  relevant:	
  easily	
  adaptable	
  
to	
  any	
  country	
  /	
  any	
  culture	
  /	
  any	
  
language

interpreted	
  based	
  on	
  individual’s	
  personal	
  and	
  
cultural	
  context
a	
  malleable	
  plaZorm

simple

concise	
  but	
  with	
  depth	
  

personal	
  

human

invi/ng	
  

engaging	
  

fresh

spontaneous

not	
  standardized	
  

flexible	
  
versaAle	
  
omnipresent	
  
easily	
  adapted	
  to	
  any	
  situaAon	
  /	
  
occasion	
  	
  
campaignable
cost	
  effec/ve

campaign	
  concept	
  



simple

concise	
  but	
  with	
  depth	
  

personal	
  

human

invi/ng	
  

engaging	
  

fresh

spontaneous

not	
  standardized	
  

flexible	
  
versa)le	
  
omnipresent	
  
easily	
  adapted	
  to	
  any	
  situa)on	
  /	
  
occasion	
  	
  
campaignable
cost	
  effec/ve

“You	
  in	
  Greece”

execuAon:	
  “You	
  in	
  Greece”	
  not	
  a	
  
slogan	
  but	
  a	
  plaZorm	
  

“You	
  in	
  Greece”	
  will	
  not	
  act	
  as	
  a	
  signature	
  to	
  any	
  
applicaAon	
  /	
  execuAon	
  of	
  the	
  campaign

“You	
  in	
  Greece”	
  will	
  be	
  always	
  implied	
  by	
  the	
  
execuAon-­‐specifics	
  (e.g.	
  a	
  person	
  /	
  specific	
  individual	
  
at	
  the	
  limelight,	
  personal	
  style	
  obvious	
  i.g.	
  name,	
  
naAonality)	
  
Always	
  within	
  a	
  breathtaking	
  Greek	
  context	
  /	
  
backdrop	
  

campaign	
  concept	
  



“You	
  in	
  Greece”
simple

concise	
  but	
  with	
  depth	
  

personal	
  

human

invi/ng	
  

engaging	
  

fresh

spontaneous

not	
  standardised	
  

flexible	
  

versa/le	
  

omnipresent	
  

easily	
  adapted	
  to	
  any	
  situa/on	
  /	
  occasion	
  	
  

campaignable
cost	
  effec/ve

customized	
  to	
  target	
  audiences’	
  
needs	
  and	
  different	
  types	
  of	
  
tourism	
  (e.g.	
  nauAcal,	
  religious,	
  agricultural,	
  
city	
  breaks,	
  etc)

e.g.
Maria	
  in	
  Meteora	
  sailing,	
  
Nick	
  in	
  Santorini	
  watching	
  the	
  sunset
Peter	
  in	
  Athos	
  meditaAng
Natasha	
  in	
  Pelion	
  touring
Mark	
  and	
  family	
  enjoying	
  culture	
  in	
  Greece	
  
etc

campaign	
  concept	
  



“You	
  in	
  Greece”
simple

concise	
  but	
  with	
  depth	
  

personal	
  

human

invi/ng	
  

engaging	
  

fresh

spontaneous

not	
  standardised	
  

flexible	
  

versa/le	
  

omnipresent	
  

easily	
  adapted	
  to	
  any	
  situa/on	
  /	
  occasion	
  	
  

campaignable

cost	
  effec)ve

turning	
  a	
  disadvantage	
  into	
  an	
  
advantage

DIY	
  –	
  Do	
  it	
  Yourself!

within	
  the	
  campaign’s	
  framework	
  	
  and	
  tesAmonial	
  
–	
  like	
  documentaAon	
  of	
  “You	
  in	
  Greece”,	
  
experiences	
  from	
  the	
  tourists	
  themselves	
  

e.g	
  30	
  second	
  video	
  tesAmonial	
  on	
  visitgreece.gr,	
  
upload	
  photographs	
  “real	
  photo	
  experiences”

also
in	
  line	
  with	
  “my-­‐greece.gr”	
  applicaAon
in	
  line	
  with	
  key	
  concept	
  of	
  “Greek	
  
home”	
  (ελληνικό	
  σπίτι)	
  

campaign	
  concept	
  



campaign	
  tools	
  2010	
  -­‐	
  2011



video

Main	
  concept:	
  Real	
  tourists,	
  real	
  )me,	
  real	
  places,	
  and	
  real	
  experiences.	
  

• First	
  video	
  was	
  shot	
  in	
  May	
  2010	
  in	
  Athens	
  with	
  a	
  great	
  success.	
  More	
  than	
  80	
  
people	
  shared	
  their	
  experience	
  from	
  visi8ng	
  Athens	
  in	
  a	
  2	
  days	
  shoo8ng.	
  

You	
  in	
  Athens	
  

• Then	
  we	
  created	
  12	
  new	
  videos	
  during	
  the	
  summer	
  of	
  2010.	
  We	
  visited	
  various	
  
places	
  from	
  the	
  south	
  to	
  the	
  north	
  and	
  interviewed	
  more	
  than	
  300	
  people.	
  

You	
  in	
  Thessaloniki
You	
  in	
  Greece,	
  english	
  and	
  german
Family	
  in	
  Greece	
  
Youth	
  in	
  Greece
Culture	
  in	
  Greece
Luxury	
  in	
  	
  Greece,	
  english,	
  german	
  and	
  russian
Seaside	
  in	
  Greece
Beauty	
  in	
  Greece



video

‣watch	
  all	
  videos

http://www.youtube.com/user/visitgreecegr?feature=watch
http://www.youtube.com/user/visitgreecegr?feature=watch


press	
  kits

produc8on	
  of	
  20.000	
  press	
  kits	
  in	
  english,	
  german	
  and	
  russian	
  
distributed	
  worldwide	
  to	
  media,	
  fairs,	
  embassies,	
  conferences	
  etc



website

3,186,592	
  visits	
  
from	
  April	
  2010



web	
  infographic

data	
  2011	
  -­‐	
  growth	
  compared	
  to	
  2010



newsleper

6,647	
  subscribers	
  to	
  the	
  
english	
  version	
  and	
  
2,573	
  to	
  the	
  greek	
  one



social	
  media	
  -­‐	
  facebook

31,845	
  like	
  this
1,455	
  talking	
  about	
  this



facebook	
  infographic

data	
  2011	
  -­‐	
  growth	
  compared	
  to	
  2010



social	
  media	
  -­‐	
  twiper

3,925	
  Tweets
1,522	
  Following
6,331	
  Followers
216	
  Listed

https://twitter.com/%23%2521/VisitGreecegr
https://twitter.com/%23%2521/VisitGreecegr
https://twitter.com/%23%2521/VisitGreecegr/following
https://twitter.com/%23%2521/VisitGreecegr/following
https://twitter.com/%23%2521/VisitGreecegr/following
https://twitter.com/%23%2521/VisitGreecegr/following
https://twitter.com/%23%2521/VisitGreecegr/followers
https://twitter.com/%23%2521/VisitGreecegr/followers


twiper	
  infographic

data	
  2011	
  -­‐	
  growth	
  compared	
  to	
  2010



social	
  media	
  -­‐	
  youtube

130	
  uploads
1,173	
  subscribers
689,115	
  video	
  views



youtube	
  infographic

data	
  2011	
  -­‐	
  growth	
  compared	
  to	
  2010



social	
  media	
  -­‐	
  flickr

7,918	
  items	
  
390	
  members

http://www.flickr.com/groups/visitgreecegr/pool/
http://www.flickr.com/groups/visitgreecegr/pool/


flickr	
  infographic

data	
  2011	
  -­‐	
  growth	
  compared	
  to	
  2010



social	
  media	
  -­‐	
  foursquare

504	
  followers	
  
171	
  8ps



foursquare	
  infographic

data	
  2011	
  -­‐	
  growth	
  compared	
  to	
  2010



social	
  media	
  -­‐	
  google+

946	
  followers



web	
  campaign	
  -­‐	
  my–greece.gr

763	
  experiences



tourism	
  fairs

one	
  architectural	
  plan	
  for	
  all	
  fairs	
  according	
  to	
  brief:	
  open	
  
space,	
  simple	
  design,	
  low	
  cost,	
  modular,	
  flexible,	
  Greek	
  
experience	
  through	
  visuals



tourism	
  fairs



events
e.g	
  WesZield	
  London

a	
  two	
  weeks	
  event	
  at	
  Weswield	
  shopping	
  centre	
  in	
  
London	
  where	
  the	
  visitor	
  could	
  experience	
  Greece



events
e.g	
  WesZield	
  London



events
e.g	
  WesZield	
  London



events
e.g	
  WesZield	
  London



events
e.g	
  WesZield	
  London



events
e.g	
  WesZield	
  London



events
e.g	
  Greek	
  beach	
  in	
  Thames

a	
  two	
  weeks	
  event	
  at	
  River	
  Thames	
  in	
  London	
  where	
  the	
  
visitor	
  could	
  experience	
  the	
  greek	
  beach



events
e.g	
  Greek	
  beach	
  in	
  Thames



from	
  March	
  2011	
  to	
  July	
  2011	
  we	
  did	
  a	
  joint	
  outdoor	
  adver8sing	
  with	
  Aegean	
  Airlines	
  in	
  
Russia,	
  Israel,	
  Italy,	
  Spain	
  and	
  Germany.

joint	
  outdoor	
  adverAsing



joint	
  outdoor	
  adverAsing

creaAve	
  +	
  countries



creaAve	
  +	
  countries

official	
  url	
  visitgreece.gr	
  painted	
  on	
  the	
  aircra^s	
  of	
  Aegean	
  Airlines

joint	
  outdoor	
  adverAsing



web	
  adverAsing	
  -­‐	
  google

inserAons	
  in	
  newspapers

from	
  June	
  2011	
  un8l	
  
December	
  2011	
  we	
  did	
  a	
  
web	
  adver8sing	
  via	
  Google	
  
tools:	
  Google	
  Search,	
  
Google	
  Display	
  Network	
  
and	
  Youtube



inserAons	
  in	
  newspapers

web	
  adverAsing	
  -­‐	
  google



inserAons	
  in	
  newspapers

web	
  adverAsing	
  -­‐	
  google



tv	
  spots	
  for	
  domesAc	
  tourism

The	
  Greek	
  Adver8sing	
  Associa8on	
  along	
  with	
  the	
  Greek	
  media	
  and	
  many	
  
other	
  business	
  associa8ons	
  collaborated	
  with	
  GNTO	
  and	
  the	
  Ministry	
  to	
  
create	
  a	
  joint	
  adver8sing	
  campaign	
  for	
  domes8c	
  tourism	
  for	
  free.
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campaign	
  2012	
  -­‐	
  2013



campaign	
  strategy:	
  2012	
  -­‐	
  2013	
  	
  

Campaign	
  needs	
  to	
  become	
  more	
  customized	
  to	
  each	
  target	
  market	
  of	
  
interest.	
  Moreover	
  we	
  need	
  to	
  deal	
  with	
  the	
  negaAve	
  publicity	
  for	
  Greece	
  
due	
  to	
  crisis.

Different	
  communica8on	
  approaches	
  should	
  apply	
  to	
  different	
  countries	
  as	
  current	
  image	
  
and	
  posi8on	
  of	
  Greece	
  in	
  the	
  tourist	
  map	
  differs	
  across	
  markets.

Three	
  communica8on	
  approaches	
  are	
  proposed:

•	
  “crisis	
  management”	
  approach:	
  tackle	
  with	
  the	
  nega8ve	
  publicity	
  of	
  Greece,	
  especially	
  in	
  
specific	
  European	
  markets

•	
  “reinforce	
  loyalty”	
  approach:	
  make	
  known	
  to	
  current	
  fans	
  /	
  visitors	
  more	
  aspects	
  of	
  Greece,	
  
more	
  Greek	
  experiences,	
  more	
  quality	
  services	
  /	
  products,	
  make	
  them	
  “Greece’s	
  unofficial	
  
ambassadors”

•	
  “increase	
  awareness”	
  approach:	
  make	
  known	
  Greece	
  as	
  a	
  tourist	
  des8na8on	
  –	
  put	
  Greece	
  
in	
  their	
  top	
  of	
  mind	
  travel	
  des8na8ons

According	
  to	
  the	
  aforemen8oned,	
  the	
  key	
  messages	
  of	
  the	
  campaign	
  should	
  be	
  adjusted	
  to	
  
the	
  proposed	
  approach	
  and	
  to	
  the	
  different	
  communica8on	
  /	
  promo8on	
  tools	
  in	
  order	
  to	
  
beVer	
  serve	
  the	
  communica8on	
  objec8ves.



With	
  regards	
  to	
  the	
  different	
  communicaAon	
  approaches,	
  we	
  need	
  to	
  take	
  
into	
  account	
  the	
  following:

“crisis	
  management”	
  approach

• countries	
  for	
  which	
  crisis	
  management	
  is	
  needed,	
  are	
  mature	
  markets	
  (UK,	
  Germany,	
  
Netherlands,	
  etc)	
  to	
  which	
  we	
  need	
  to	
  reinforce	
  loyalty	
  besides	
  tackling	
  with	
  the	
  
nega8ve	
  publicity	
  on	
  Greece

	
  there	
  is	
  a	
  need	
  to

• address	
  in	
  a	
  very	
  targeted	
  manner	
  the	
  key	
  issues	
  and	
  barriers	
  as	
  regards	
  Greece	
  (e.g.	
  
issue	
  of	
  value	
  for	
  money	
  for	
  UK,	
  issue	
  of	
  character	
  /	
  bad	
  image	
  of	
  the	
  Greek	
  people	
  
for	
  Germans,	
  etc)	
  and	
  to	
  some	
  extend	
  re-­‐establish	
  the	
  image	
  of	
  Greece	
  for	
  these	
  
na8ons

• claim	
  Greece’s	
  differen8a8on	
  	
  -­‐	
  promote	
  aspects	
  these	
  visitors	
  don’t	
  know	
  about	
  
Greece	
  

• 	
  provide	
  triggers	
  	
  -­‐	
  give	
  them	
  reasons	
  to	
  revisit	
  Greece

• 	
  do	
  smart	
  moves	
  –	
  below	
  the	
  line	
  ac8vi8es	
  

campaign	
  strategy:	
  2012	
  -­‐	
  2013	
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Also:

“reinforce	
  loyalty”	
  approach

• this	
  approach	
  will	
  be	
  adopted	
  to	
  countries	
  already	
  familiar	
  with	
  the	
  Greek	
  experience	
  

• the	
  key	
  objec8ve	
  in	
  these	
  markets	
  is	
  to	
  provide	
  reasons	
  that	
  are	
  strong	
  enough	
  for	
  
them	
  to	
  revisit	
  Greece

there	
  is	
  a	
  need	
  to

• claim	
  Greece’s	
  differen8a8on	
  	
  -­‐	
  promote	
  aspects	
  these	
  visitors	
  don’t	
  know	
  about	
  
Greece	
  (alterna8ve	
  types	
  of	
  tourism,	
  different	
  experiences,	
  authen8c	
  products	
  of	
  
Greece,	
  etc)

• 	
  provide	
  triggers	
  	
  -­‐	
  give	
  them	
  reasons	
  to	
  revisit	
  Greece

• 	
  do	
  smart	
  moves	
  –	
  below	
  the	
  line	
  ac8vi8es	
  

campaign	
  strategy:	
  2012	
  -­‐	
  2013	
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Also:

“increase	
  awareness”	
  approach

• this	
  approach	
  will	
  be	
  adopted	
  to	
  countries	
  not	
  currently	
  familiar	
  with	
  the	
  Greek	
  
experience	
  

• the	
  key	
  objec8ve	
  in	
  these	
  markets	
  is	
  to	
  make	
  Greece	
  known	
  and	
  highly	
  alluring	
  as	
  a	
  
des8na8on	
  in	
  order	
  for	
  them	
  to	
  decide	
  to	
  visit	
  it	
  for	
  the	
  first	
  8me	
  

	
  there	
  is	
  a	
  need	
  to

• claim	
  unique,	
  differen8a8ng	
  and	
  breathtaking	
  Greek	
  beau8es	
  –	
  promote	
  the	
  best	
  of	
  
Greece	
  –	
  promote	
  the	
  highlights	
  of	
  Greece

• 	
  place	
  emphasis	
  on	
  above	
  the	
  line	
  communica8on	
  approach	
  in	
  order	
  to	
  be	
  known	
  to	
  
as	
  many	
  people	
  as	
  possible	
  

• 	
  place	
  emphasis	
  on	
  building	
  a	
  solid	
  base,	
  with	
  B	
  to	
  B	
  and	
  B	
  to	
  C	
  promo8on	
  tac8cs	
  	
  

campaign	
  strategy:	
  2012	
  -­‐	
  2013	
  	
  



Netherlands

Germany

Italy

UK

Sweden

Spain

Serbia

France

Bulgaria

Russia

China

India

Israel

Turkey 

loyalty

awareness

crisis 
management +

crisis 
management –

USA

target	
  markets



loyalty

awareness

Establish “new” aspects of Greece as a 
destination 

Alternative types of tourism (e.g. 
gastronomy, nautical, touring, etc)

New aspects of famous attractions (e.g. new 
activities in already known islands)

Establish “famous” aspects of Greece as a 
destination 

Primarily promote Greek highlights  - the 
best of Greece

Secondarily start building the new aspects we 
want to promote for Greece as a destination

Emphasis on below the line activities 

Emphasis on above the line activities 

target	
  markets
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UK

Britons	
  love	
  Greece’s	
  natural	
  scenic	
  beauty.

Sun/	
  weather,	
  nightlife	
  and	
  culture	
  are	
  important	
  factors	
  when	
  choosing	
  a	
  desAnaAon	
  /	
  like 	
  
City	
  Breaks	
  and	
  gastronomy	
  is	
  a	
  relaAvely	
  new	
  trend

Seek	
  value	
  for	
  money	
  –	
  many	
  prefer	
  to	
  book	
  packages	
  with	
  well-­‐known	
  hotel	
  chains	
  /	
  all-­‐
inclusive	
  packages	
  to	
  minimize	
  extra	
  cost	
  

Families:	
  Non-­‐partygoers	
  like	
  to	
  get	
  to	
  know	
  the	
  local	
  culture	
  and	
  value	
  gastronomy	
  	
  

Youth:	
  Partygoers,	
  enjoy	
  wild	
  nightlife

Direct	
  flights	
  to	
  islands	
  is	
  very	
  helpful	
  

TradiAonal	
  sun	
  and	
  beach	
  desAnaAons
Touring	
  acAviAes	
  and	
  “meet	
  the	
  locals”	
  approach
Heritage	
  and	
  culture	
  tours
Lifestyle	
  –	
  nightlife	
  and	
  gastronomy

Address:	
  Middle	
  and	
  creaAve	
  class	
  /	
  mass	
  affluent	
  /	
  young	
  travelers	
  /	
  reArees	
  with	
  free	
  
Ame

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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Germany

Germans	
  love	
  organizaAon	
  /	
  environment	
  	
  /	
  organic	
  food	
  /	
  natural	
  beauty	
  /	
  safety	
  /	
  sports

Due	
  to	
  current	
  crisis	
  /	
  negaAve	
  publicity	
  on	
  Greece,	
  we	
  need	
  to	
  follow	
  a	
  “modest”	
  
approach,	
  due	
  to	
  increased	
  animosity

Promote	
  	
  the	
  posiAve	
  aspects	
  of	
  the	
  Greeks	
  (hospitality,	
  warmth,	
  etc)

Promote	
  value	
  for	
  money	
  

Promote	
  different	
  aspects	
  of	
  Greece,	
  e.g.	
  place	
  to	
  do	
  many	
  acAviAes	
  /	
  sports,	
  
emphasize	
  natural	
  beauty	
  /	
  eco	
  products	
  

Cruises	
  (river	
  and	
  sea)	
  

Athens	
  and	
  Thessaloniki	
  as	
  a	
  short	
  break

Themed	
  holidays	
  (sports,	
  acAviAes,	
  agro-­‐tourism,	
  eco	
  tourism,	
  volunteer	
  tourism

Address:	
  Mass	
  affluent,	
  Older	
  age	
  groups,	
  Families	
  

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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Netherlands
Dutch	
  people	
  love	
  wellness	
  /	
  ecology	
  /	
  coolness	
  	
  and	
  “virtuality”	
  /	
  web	
  lifestyle	
  –	
  
experiences

Value	
  for	
  money	
  is	
  very	
  important

Health	
  and	
  wellness	
  also	
  very	
  important	
  /	
  a	
  new	
  trend	
  

Value	
  comfort	
  	
  /	
  convenience	
  

Like	
  beach	
  holidays	
  and	
  city	
  breaks

Sea	
  and	
  sun

City	
  breaks

Wellness
Camping	
  	
  /	
  nature
Agricultural	
  tourism
Golfing	
  	
  
Sailing	
  

Address	
  all	
  	
  profiles:	
  Younger	
  couples	
  /	
  Friends	
  /	
  Families	
  /	
  the	
  Elderly	
  	
  

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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France
French	
  people	
  like	
  culture	
  /	
  sophisAcated	
  acAviAes	
  /	
  nature	
  /	
  environment	
  /	
  gastronomy

Greece	
  is	
  a	
  relaAvely	
  close	
  	
  to	
  France	
  desAnaAon	
  /	
  short	
  distance	
  should	
  be	
  taken	
  
advantage	
  of

French	
  need	
  to	
  feel	
  unique	
  /	
  value	
  uniqueness

Value	
  relaxaAon	
  /	
  food	
  and	
  drink/	
  sophisAcaAon
Value	
  natural	
  beauty	
  /	
  calmness	
  

Safety	
  is	
  especially	
  important	
  for	
  families

Athens	
  and	
  Thessaloniki	
  as	
  short	
  breaks	
  (combine	
  various	
  types	
  of	
  vacaAoning:	
  beach	
  /	
  
culture	
  /	
  city	
  break)

Mainland	
  

Themed	
  holidays	
  (e.g.	
  acAviAes,	
  wellness,	
  gastronomy,	
  culture)
	
  
Wine	
  routes	
  /	
  natural	
  food	
  products	
  /	
  food	
  culture	
  and	
  gastronomy	
  

Address	
  all	
  	
  profiles:	
  Families	
  /	
  Students	
  /	
  Mass	
  affluent	
  /	
  Older	
  ages	
  (opportunity)

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
  



93

Americans	
  love	
  natural	
  beauty	
  and	
  good	
  weather
Like	
  to	
  explore	
  new	
  “hidden”	
  experiences
Like	
  to	
  know	
  local	
  culture

Greece	
  has	
  high	
  “brand”	
  recogniAon	
  /	
  offers	
  cultural	
  capital

Greece	
  offers	
  many	
  new	
  different	
  acAviAes	
  that	
  have	
  not	
  been	
  taken	
  advantage	
  of	
  yet	
  /	
  
many	
  “unprocessed”	
  experiences,	
  unlike	
  most	
  US	
  products
	
  
Mediterranean	
  cruises	
  are	
  increasing	
  in	
  popularity

TradiAonal	
  Sun	
  and	
  Beach	
  desAnaAons
Cruises	
  
AlternaAve	
  adventures:	
  hiking,	
  trekking	
  and	
  extreme	
  sports	
  etc
Heritage	
  &	
  Culture	
  tours
Spa	
  &	
  Wellness	
  

Address:	
  Mass	
  affluent	
  /	
  College	
  students	
  /	
  Experienced	
  travelers	
  seeking	
  diversity	
  in	
  
experiences	
  /	
  Couples	
  and	
  wedding	
  related	
  travelers	
  /	
  ReArees	
  with	
  free	
  Ame

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

USA

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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For	
  Israelis	
  vacaAon	
  is	
  a	
  necessity	
  for	
  mental	
  balance	
  and	
  tranquility	
  –	
  are	
  obsessed	
  and	
  
well	
  experienced	
  travelers
Security	
  and	
  non	
  anA-­‐SemiAsm	
  /	
  poliAcal	
  stability	
  are	
  important	
  factors	
  when	
  choosing	
  a	
  
desAnaAon
Fancy	
  entertainment	
  –	
  are	
  first	
  class	
  gamblers	
  and	
  casino	
  lovers	
  
Are	
  massive	
  consumers	
  –	
  like	
  to	
  spoil	
  themselves	
  –	
  like	
  shopping
Well	
  organized	
  –	
  determined	
  on	
  their	
  goals	
  and	
  straighZorward	
  

Seek	
  value	
  for	
  money,	
  clean	
  and	
  neat	
  places,	
  quality	
  and	
  atmosphere	
  -­‐	
  also	
  like	
  to	
  meet	
  
new	
  people	
  –	
  quite	
  open
Share	
  the	
  same	
  Mediterranean	
  temperament	
  with	
  Greeks	
  –	
  are	
  crowdy	
  and	
  loud	
  -­‐	
  at	
  the	
  
same	
  Ame	
  value	
  hospitality	
  and	
  warmth

Like	
  cruises	
  

Athens	
  &	
  Thessaloniki	
  as	
  city	
  breaks	
  (homogeny,	
  Jewish	
  roots)

Seaside

Nature	
  and	
  touring

Culture

Address:	
  Family	
  and	
  friends	
  (not	
  so	
  much	
  as	
  individuals)	
  -­‐	
  All	
  ages	
  -­‐	
  Elderly

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

Israel

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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Value	
  beauty,	
  sensuality	
  and	
  style	
  –	
  value	
  Greece’s	
  stylish	
  /	
  luxurious	
  part	
  –	
  overall	
  style	
  
and	
  quality	
  should	
  be	
  evident	
  in	
  any	
  promoAon

Want	
  to	
  collect	
  experiences	
  –	
  opportunity	
  for	
  Greece	
  to	
  promote	
  its	
  variety	
  and	
  contrasts	
  	
  

Italians	
  also	
  like	
  romanAcism	
  but	
  also	
  couleur	
  locale	
  and	
  unique	
  spots	
  (e.g.	
  Santorini)

Value	
  gastronomy

Need	
  to	
  talk	
  to	
  them	
  in	
  Italian

Unique	
  Greek	
  spots	
  
The	
  islands	
  (Ionian	
  and	
  Aegean)
NauAcal	
  tourism	
  
Cruises	
  
Gay	
  tourism
Eco	
  friendly	
  tourism

Address:	
  Younger	
  ages	
  (25-­‐44)	
  /	
  Singles	
  /	
  Friends	
  and	
  couples	
  /	
  Middle	
  aged	
  (as	
  
opportunity)

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

Italy

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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Swedes	
  value	
  good	
  weather	
  and	
  nauAcal	
  acAviAes	
  
Are	
  overall	
  high	
  cultured

Like	
  excitement	
  but	
  also	
  seek	
  for	
  value	
  for	
  money

Are	
  experienced	
  travelers	
  
	
  
At	
  the	
  forefront	
  of	
  green	
  	
  /	
  “environmentally	
  friendly”	
  culture	
  

Have	
  a	
  strong	
  family	
  orientaAon

Promote	
  sailing	
  	
  /	
  cruises	
  /	
  golfing
Luxury	
  acAviAes	
  /	
  luxury	
  spots	
  

Isolated	
  spots	
  /	
  unique	
  spots

City	
  breaks

Address:	
  All	
  	
  profiles	
  /	
  Families	
  /	
  Mass	
  affluent	
  /	
  Younger	
  ages

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

Sweden

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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Value	
  family	
  and	
  religion
Have	
  an	
  admiraAon	
  towards	
  Greek	
  culture	
  /	
  come	
  to	
  Greece	
  for	
  weddings	
  and	
  honeymoons

With	
  common	
  ground	
  with	
  Greece	
  –	
  value	
  Greek	
  costumes	
  and	
  tradiAons

Seek	
  relaxaAon	
  and	
  escape	
  but	
  also	
  clubbing	
  and	
  acAviAes	
  for	
  the	
  younger	
  

Improve	
  and	
  promote	
  ground	
  transportaAon	
  as	
  they	
  travel	
  to	
  Greece	
  via	
  ground

Can	
  exploit	
  long	
  weekend	
  to	
  Thessaloniki	
  for	
  shopping

Promote	
  sun	
  and	
  beach
Chalcidice

Night	
  life

Religious	
  tourism

Address:	
  Young	
  people	
  /	
  Older	
  ages	
  (religious)	
  /	
  Families	
  and	
  friends	
  /	
  Females	
  

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

Bulgaria

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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Consider	
  Greece	
  as	
  a	
  safe	
  and	
  inexpensive	
  desAnaAon	
  
Also	
  have	
  business	
  relaAons	
  with	
  Greece
Value	
  family	
  /	
  religion	
  
Are	
  generous	
  spenders	
  	
  /	
  value	
  quality	
  of	
  service
Come	
  to	
  Greece	
  for	
  weddings	
  and	
  honeymoon

Fans	
  of	
  entertainment	
  and	
  nightlife
Good	
  eaters

Close	
  distance	
  with	
  Greece	
  should	
  be	
  exploited

Gastronomy/winery
Entertainment	
  
Local	
  events	
  and	
  tradiAons
Religious	
  tourism
Seaside

Chalcidice	
  /	
  Corfu/	
  Thasos

Address:	
  Young	
  people	
  25-­‐35	
  /	
  Families	
  and	
  Groups	
  of	
  friends

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

Serbia

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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Value	
  luxury	
  /	
  luxurious	
  themaAc	
  holidays	
  /	
  5	
  star	
  hotels	
  –	
  	
  demanding	
  	
  -­‐	
  	
  with	
  an	
  upcoming	
  
upper	
  class
Personal	
  privacy	
  and	
  safety	
  are	
  essenAal

Many	
  Business	
  visitors

Like	
  cruises	
  and	
  yachAng
Families	
  seek	
  for	
  all	
  inclusive	
  packages
AcAve	
  -­‐	
  looking	
  for	
  new	
  experiences
Prefer	
  famous	
  desAnaAons
Many	
  Ames	
  mix	
  business	
  with	
  pleasure

With	
  historical	
  and	
  religious	
  Aes	
  to	
  Greece
Greece	
  could	
  be	
  a	
  potenAal	
  wedding	
  &	
  	
  honeymoon	
  desAnaAon

Luxury
Nature
Culture
Religious	
  
Athens	
  &	
  Thessaloniki	
  (especially	
  for	
  the	
  young)
NauAcal
Seaside
Business

Address:	
  Upper	
  class	
  /	
  Families	
  /	
  Young	
  and	
  	
  acAve	
  singles	
  /	
  Businessmen

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

Russia

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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Seek	
  value	
  for	
  money	
  and	
  tradiAon

Promote	
  uniqueness	
  of	
  Greece	
  

Promote	
  great	
  /	
  diverse	
  experiences	
  in	
  short	
  distances	
  

Promote	
  Greek	
  tradiAon	
  and	
  how	
  it	
  connects	
  with	
  sun	
  and	
  beach	
  lifestyle

Speak	
  Spanish

Promote	
  cultural	
  events	
  (Easter,	
  local	
  fesAvals,	
  etc	
  –	
  e.g.	
  experience	
  the	
  Greek	
  Easter)	
  

Promote	
  islands	
  and	
  mainland	
  

Provide	
  organized	
  acAvity	
  packages	
  (sailing	
  /	
  yachAng	
  included	
  /	
  golfing)

Address:	
  Mass	
  affluent	
  /	
  creaAve	
  class	
  /	
  highly	
  educated	
  (Catalonia	
  /	
  CasAlla)	
  

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

Spain

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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With	
  cultural,	
  gastronomical	
  and	
  historical	
  affiliaAons	
  with	
  Greece

Value	
  culture	
  and	
  heritage,	
  nature,	
  entertainment,	
  gastronomy

More	
  familiar	
  with	
  contemporary	
  Greek	
  mass	
  culture	
  (music,	
  etc)

Seek	
  quality	
  services	
  /	
  luxury	
  /	
  bouAque	
  hotels	
  /	
  etc

Seek	
  diverse	
  tourist	
  product	
  and	
  cruises	
  (have	
  a	
  sea	
  culture)

Develop	
  a	
  concept	
  of	
  proximity	
  /	
  Greece	
  as	
  an	
  extension	
  of	
  Turkey	
  
Develop	
  bonding	
  as	
  people	
  	
  -­‐	
  exchange	
  tourists	
  

Thessaloniki	
  and	
  Athens	
  /	
  city	
  breaks
Northern	
  Greece
NauAcal	
  	
  /	
  Dodecanese	
  
Sun	
  beach	
  and	
  sightseeing	
  
Religious	
  tourism	
  

Address:	
  Groups	
  of	
  friends	
  &	
  couples	
  /	
  Families	
  /	
  the	
  Mass	
  affluent

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

Turkey

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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Believe	
  in	
  the	
  strategic	
  enrichment	
  through	
  traveling
Traveling	
  is	
  educaAon	
  and	
  personal	
  development	
  	
  	
  
Consumer	
  culture	
  is	
  exponenAally	
  growing	
  

Need	
  to	
  visit	
  more	
  than	
  one	
  desAnaAon	
  within	
  the	
  overall	
  country	
  desAnaAon	
  
Have	
  high	
  respect	
  for	
  ancient	
  Greece
Greece	
  as	
  a	
  part	
  of	
  a	
  European	
  tour
Greece	
  as	
  one	
  of	
  the	
  top	
  things	
  one	
  must	
  see	
  in	
  lifeAme	
  

Love	
  culture	
  and	
  natural	
  scenic	
  beauty

Chinese	
  adapted	
  communicaAon

Need	
  to	
  support	
  direct	
  flight	
  from	
  China
Create	
  affiliaAons	
  between	
  municipaliAes	
  and	
  universiAes

Promote	
  Monuments	
  	
  (Athens,	
  other	
  ciAes	
  rich	
  in	
  culture)
Promote	
  sea	
  and	
  sun	
  desAnaAons
Target	
  Beijing,	
  Shanghai	
  and	
  Guangzhou	
  

Emphasize	
  group	
  travelling	
  but	
  also	
  empty	
  nesters	
  travelling	
  alone	
  or	
  with	
  friends	
  who	
  
work	
  and	
  have	
  spending	
  power	
  

Wedding	
  tourism
Address:	
  Young	
  couples	
  /	
  groups	
  of	
  friends	
  /	
  Groups	
  of	
  tourists	
  /	
  Mass	
  affluent

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

China

93*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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Build	
  awareness	
  for	
  Greece	
  as	
  an	
  aspiraAonal	
  gateway
Enhance	
  the	
  desAnaAon	
  visibility	
  for	
  consumer	
  and	
  trade

Push	
  Greece	
  as	
  a	
  stand	
  alone	
  or	
  add	
  on	
  opAon	
  to	
  the	
  travelers	
  of	
  Europe

Greece	
  to	
  become	
  one	
  of	
  the	
  European	
  desAnaAons	
  of	
  Indians

Need	
  to	
  promote	
  Greece	
  beyond	
  mythology,	
  ancient	
  monuments	
  and	
  Mykonos
Greece	
  to	
  become	
  synonymous	
  to	
  an	
  exoAc,	
  unique,	
  friendly	
  desAnaAon	
  /	
  Synonym	
  of	
  
cultural	
  and	
  architectural	
  abundance,	
  beaches,	
  exoAc	
  islands,	
  exuberant	
  nightlife,	
  shopping	
  
and	
  gastronomy	
  

Honeymoon
Cruises
Shopping
Culture
YachAng
Night	
  life	
  
MICE	
  (meeAngs,	
  incenAves,	
  conferences	
  and	
  exhibiAons)

Address:	
  Young	
  couples	
  and	
  honeymooners	
  /	
  mass	
  affluent	
  /	
  MICE	
  /	
  elderly	
  

Key	
  insights*	
  (to	
  
make	
  use	
  of	
  them	
  
in	
  order	
  to	
  find	
  
appropriate	
  
messages	
  and	
  

promoAon	
  tools)

Target	
  audience	
  
and	
  types	
  of	
  
tourism	
  to	
  be	
  
promoted	
  

India

*	
  Sources	
  for	
  the	
  insights:	
  www.visitbritain.co.uk,	
  ETC,	
  World	
  Travel	
  Monitor,	
  UNWTO,	
  GNTO	
  (local	
  and	
  
offices	
  abroad),	
  McKinsey,	
  SETE	
  	
  

campaign	
  insights	
  per	
  target	
  market	
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next	
  steps	
  for	
  2012



conAnue	
  “You	
  in	
  Greece”	
  approach	
  /	
  plaZorm	
  (see	
  analysis	
  on	
  previous	
  
secAon)

• use	
  same	
  plaworm	
  in	
  order	
  to

‣ be	
  consistent	
  with	
  the	
  previous	
  years	
  -­‐	
  be	
  in	
  line	
  with	
  communica8on	
  messages	
  
so	
  far	
  –	
  build	
  on	
  the	
  same	
  narra8ve

‣ con8nue	
  to	
  build	
  	
  anthropocentric	
  values	
  through	
  a	
  realis8c,	
  friendly,	
  simple	
  
way

‣ place	
  “others”	
  /	
  real	
  visitors	
  talk	
  about	
  Greece	
  and	
  their	
  experience	
  there

• place	
  emphasis	
  on	
  alterna8ve	
  types	
  of	
  tourism	
  and	
  on	
  a	
  “four	
  season”	
  Greek	
  
experience	
  	
  

• find	
  appropriate	
  content	
  relevant	
  to	
  each	
  target	
  market	
  (visual	
  and	
  verbal)

• find	
  appropriate	
  messages	
  relevant	
  to	
  each	
  target	
  market

• collaborate	
  with	
  an	
  adver8sing	
  agency	
  to	
  design	
  the	
  appropriate	
  campaign	
  crea8ve	
  
for	
  web,	
  press,	
  fairs,	
  outdoor	
  etc

concept	
  /	
  messages	
  2012



proposed	
  thema)c	
  videos	
  under	
  “You	
  in	
  Greece”	
  approach	
  

1.	
  You	
  in	
  Greece	
  –	
  Chinese	
  
2.	
  You	
  in	
  Greece	
  –	
  Japanese
3.	
  You	
  in	
  Greece	
  –	
  Spanish
4.	
  You	
  in	
  Greece	
  –	
  French
5.	
  You	
  in	
  Greece	
  -­‐	
  Italian
6.	
  You	
  in	
  Greece	
  –	
  Hebrew
7.	
  NauAcal	
  tourism	
  in	
  Greece
8.	
  Touring	
  and	
  nature	
  in	
  Greece
9.	
  Gastronomy,	
  winery	
  and	
  agrotourism	
  in	
  Greece
10.	
  Health	
  and	
  Wellness	
  in	
  Greece
11.	
  AlternaAve	
  Tourism	
  &	
  Eco-­‐tourism	
  in	
  Greece
12.	
  Religious	
  Tourism	
  in	
  Greece
13.	
  Winter	
  in	
  Greece
14.	
  Athens	
  -­‐	
  Thessaloniki	
  City	
  Breaks
15.	
  Corporate	
  and	
  Business	
  Tourism	
  in	
  Greece
16.	
  GeXng	
  married	
  in	
  Greece/Wedding	
  in	
  the	
  Aegean	
  
17.	
  Easter	
  Holidays	
  &	
  Events-­‐TradiAons	
  in	
  Greece
18.	
  Athens	
  in	
  3	
  days	
  &	
  Modern	
  Culture	
  in	
  Greece
19.	
  Beauty	
  in	
  Greece	
  all	
  year	
  around
20.	
  Celebs	
  in	
  Greece	
  

concept	
  /	
  messages	
  2012



• use	
  web	
  as	
  the	
  basic	
  means	
  of	
  communica8on	
  and	
  adver8sing	
  especially	
  in	
  mature	
  markets

• further	
  develop	
  web	
  tools	
  (site,	
  social	
  media	
  and	
  blog)	
  and	
  strengthen	
  8es	
  with	
  followers	
  /	
  
visitors

• develop	
  mobile	
  version	
  of	
  the	
  website	
  and	
  other	
  mobile	
  applica8ons

• create	
  new	
  video	
  of	
  You	
  in	
  Greece	
  (see	
  proposed	
  list	
  above)

• create	
  viral	
  campaign	
  especially	
  to	
  tackle	
  with	
  Greece’s	
  nega8ve	
  publicity

• use	
  many	
  below	
  the	
  line	
  ac8vi8es	
  in	
  order	
  to	
  promote	
  different	
  aspects	
  of	
  Greece	
  in	
  a	
  	
  
more	
  cost	
  effec8ve	
  and	
  efficient	
  way	
  

-­‐ organize	
  Greek	
  events	
  abroad
-­‐ sponsor	
  interna8onal	
  avant	
  guard	
  projects	
  brought	
  in	
  Greece	
  or	
  produced	
  locally
-­‐ organize	
  many	
  fam	
  and	
  press	
  trips	
  in	
  order	
  to	
  increase	
  relevance	
  with	
  opinion	
  makers
-­‐ promote	
  Greek	
  modern	
  culture	
  and	
  Greek	
  ar8sts	
  abroad	
  e.g	
  theatre,	
  dance	
  and	
  music	
  
performances,	
  art	
  and	
  design	
  exhibi8ons,	
  film	
  etc

-­‐ promote	
  Greece	
  as	
  a	
  film	
  /	
  tv	
  show	
  sezng	
  e.g	
  bring	
  famous	
  tv	
  shows	
  to	
  shoot	
  episodes	
  
here,	
  collaborate	
  with	
  famous	
  film	
  directors	
  to	
  shoot	
  in	
  Greece	
  etc

tools	
  2012



• TV:	
  tv	
  shows	
  filmed	
  in	
  Greece,	
  promo8ng	
  the	
  complete	
  Greek	
  experience,	
  presented	
  by	
  
celebri8es	
  and	
  broadcasted	
  interna8onally	
  especially	
  in	
  USA	
  and	
  Europe	
  e.g	
  Gwyneth	
  
Paltrow	
  around	
  Greece	
  in	
  collabora8on	
  with	
  FOX	
  channel

• web:	
  

-­‐ con8nue	
  collabora8on	
  with	
  google

-­‐ facebook	
  ads

-­‐ twiVer	
  ads	
  

-­‐ other	
  web	
  travel	
  sites	
  e.g	
  expedia,	
  tripadvisor,	
  yahoo	
  travel,	
  bbc	
  travel,	
  na8onal	
  
geographic,	
  lonely	
  planet,	
  etc

-­‐ compe88ons	
  in	
  social	
  media	
  with	
  prizes	
  

-­‐ mobile	
  applica8on	
  ads

• outdoor	
  adver)sing	
  (under	
  considera8on	
  and	
  only	
  if	
  there	
  is	
  a	
  partner	
  for	
  joint	
  
adver8sing)

media	
  2012



• press:
-­‐ paid	
  editorials	
  and	
  photo	
  shoo8ngs	
  at	
  opinion	
  makers	
  media	
  for	
  travelling,	
  fashion,	
  
lifestyle,	
  culture,	
  design	
  and	
  other	
  sectors	
  e.g	
  conde-­‐nast	
  (vogue,	
  wired),	
  monocle,	
  
wallpaper,	
  etc

-­‐ inflight	
  editorials	
  and	
  inser8ons	
  in	
  airline	
  magazines	
  mostly	
  for	
  the	
  emerging	
  markets	
  
such	
  as	
  Russia,	
  Israel,	
  China,	
  India	
  etc

• new	
  adver)sing	
  opportuni)es	
  e.g.	
  exclusive	
  ad	
  placements	
  for	
  the	
  travel	
  industry,	
  
innova8ve	
  media	
  etc

• radio	
  in	
  countries	
  where	
  it’s	
  a	
  prevalent	
  media	
  form

media	
  2012



CommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  countryCommunicaCon	
  tools	
  per	
  target	
  -­‐	
  country

Airlines Tour	
  
Operators

Fairs TV Radio Press Web Social	
  
Media

Mobile Fam	
  trips Outdoor Events budget

UK x x x x xUK x x x x x

Germany x x x x x xGermany x x x x x x

France x x x x xFrance x x x x x

Spain x x x x x x

Italy x x x x x x

Netherlands x x x x x

Sweden x x x x

Bulgaria x x x

Serbia x x x x x

Poland x x x x x

USA/Canada x x x x xUSA/Canada x x x x x

Russia x x x x x x x

China x x x x

India x x x

Israel x x x x x xIsrael x x x x x x

Turkey x x x x x

InternaConal	
  
coverage

x x x

total

crisis management brand awareness reinforce loyalty


