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I advertising campaigns 1999 - 2009
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1999: ‘Greece — that’s life’

La Grece: la vie idéale,
les vacances absolues.

K oxymmic

~“C'est cala vie!
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2002-2003: ‘Beyond words’

Phanomen

Taktl k Yoxner). Urapels

Parung. Diese AraeiQen s

ch on grechisches Worl fur stradegische

f orslo Ted oner Neuon Kampagne, um o«
Wel metw Ober das antike und das modoeme Griechaniand 2u Nioemieren
wnd noch mety Besucher 7u Degestern. Pricg-, Plakat

TV- und Runciunk

warbung sird in 22 Lindern durchgefuln

Athen 2004. D Otympischan Spioio ketven an den Ort ihves Lrsprungs zunick Heoavamee
ML precee . VISHTE e 3
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2004: ‘Your best time yet’

Greece
2004.
On your
marks,

R=Z=C= MW

Your Dest time yl.'(.-

visiG.

Olympic Games ATHENS 2004. There 's no place like home Hoxymprc
TR WM SRBANIATION & COMIUNT STREEY, LONE seu) 30 Fasseres

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

» watch the video

fé“:rgece www.visitgreece.gr


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

2006 ‘...Starring You’

=

wonderful

Greece

» watch the video

A\ Y T TARRIN G OU

Wit \u_'-:-x CUtruslr, BEAUTIFUL BEACHES, 1 GINDARY HOSPITALITY
HEAW HY. CUISINE AMAZING SIGHTS, DIVERSE EXPERIENCES

o e 8~ BOOK NOW-
- okvarmie AT Y RAVEL AGENT NEAR YOU!  wwwisitgrooce.gr

MNTSTIY OF TOURTSM . GELIX NADOMAM TOURISM ORGANTATION
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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

explore senses
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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

thetrueexperience
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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’

A MASTERPIECE YOU CAN AFFORD =¥

» watch the video

A5 ~r
W AT A et 7 44 (00 P A Pk A AL P s ) (e Lo s o e
o~
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http://www.youtube.com/watch?v=RSsF2Gc2bNw&NR=1
http://www.youtube.com/watch?v=RSsF2Gc2bNw&NR=1

I Results of the campaigns 1999 - 2009
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Results of the campaigns 1999 - 2009

message

e |ack of consistency in the messages communicated for Greece - no singular narrative -
creating a fragmented image of Greece as a destination

e 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 time yet’, 2002-2003:
‘Beyond words’, 1999: ‘Greece — that’s life’

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

e Restricted image of Greece promoting only 2 types of tourism in one season

i@[eece www.visitgreece.gr



Results of the campaigns 1999 - 2009

message

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

e limited differentiation from competitors

» richness of Greek nature, uniqueness of Greek products, natural contrasts, winter
attractions, gastronomy, etc were not used efficiently and consistently, to create a
unigue selling proposition and a wider experience for the visitor - Greece promises
summer holidays but nothing else

» competitors much sooner realized that differentiation is the key to success and started
building their strategy on this

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

i@[eece www.visitgreece.gr



Results of the campaigns 1999 - 2009

Sun & ; City
Beach Country Touring Wellness Breaks

Spain 28% data source: Research on
France 21% marketing strategy for Greece,
GNTO, 2006

Spaln 13% France 14%

Austria 12%
R  —r—
Cioatia: France 8% Italy 8%
e [ R
Great Br.5%

Greece 3% Greece 3%

Greece 1% Greece 1%

Leader [l Challenger Followers [l Present
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Results of the campaigns 1999 - 2009

Meetings &

Cultural Nautical incentives

0
?L‘:::;;;f data source: Research on
0
marketing strategy for Greece,

| Croatia 20% | GNTO, 2006

Germany 17%

France 13% France 15%

Italy 1%
- France 11% Spain 10% GB/France 9%

Greece 2% Greece 1% Greece 2%

Leader I Challenger Followers M Present
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Results of the campaigns 1999 - 2009

message

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

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

e no realism, presenting stylized and often “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

i:Greece www.visitgreece.gr



Results of the campaigns 1999 - 2009

campaign specifics

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

e changing the logotype of Greece frequently, therefore lacking a recognizable national
symbol

» no consistent national identity

» no identification of Greece from it’s logo

» no stand out among other national symbols
logos

e campaigns were not customized to each target country in terms of product, message
and execution (under the same concept), apart from changing the language- a
general advertising concept with no targeting content depending on the country
advertised

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

ié[eece www.visitgreece.gr



Results of the campaigns 1999 - 2009

campaign tools

no efficient use of available resources

mostly promoting Greece through international and expensive traditional media

no specific media plan (with the exception of that created for 2004)

much money spent in fam trips, fairs, printed advertising but with low return on investment
lack of contemporary and cost effective tools - in the last years money were invested in web

advertising, however

web site was not effective in communicating a contemporary and dynamic image of Greece

as a destination

static

old fashioned in the look and feel

not user friendly

mostly communicating the GNTO and not Greece as a destination
lacking important content

not frequently updated

no use of social media
advertising in travel web sites was quite static and less effective overall __
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I Communication strategy 2010 -2013
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vision

Vision: be anthropocentric — place man in the centre of all activity, defend and uphold a lifestyle that
lifts human values as they are inherited and sustained through time

harmony / pétpo (moderation) / human scale

simplicity / cleanliness / lucidity

spirit / spirituality / depth / freedom of thinking / ideas / innovation / light

society / hospitality / sharing / communication / compassion / openness / warmth / family
creativity / freedom / action / participation / joy

spontaneity / outgoing / vibrant / no formalities

QPYOVTLA

All the above define what is authentically Greek
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vision: man at the center

man as the beginning
and the end of all
activities

_—_'I.Y" @ . .
: '3., W

@S
reece | www.visitgreece.gr




vision: simplicity

: “simplicity: the only road
a Foy - to reach the truth”

cleanliness
transparency
purity
light

< Greece www.visitgreece.gr
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vision: authenticity

authentic Greek:

colors

sounds
scents
tastes

products

o; Gleece | www.visitgreece.gr



vision: spontaneity

freedom

comfort

pleasure
expression

extrovert attitude

@S,
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vision: heritage

spirituality
universality

depth

Ill

the eternal “idea”

mind and body

R, ‘1‘

S Greece | www.visitgreece.gr
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vision: warmth

sharing
communication
contact

hospitality

if;rgece www.visitgreece.gr



mission

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

e Greek people (different, warm, extrovert, traditional and cosmopolitans, hospitable and
spontaneous)

e Greek spirit (dialectic of the past with the present, contemporary thinking and ancient ideals,
antiquities as an inspiration and a heritage)

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

e Greek lifestyle (Greek habits and moeurs, Greek traditions, healthiness, wellness, entertainment,
etc)

e Greek products (natural products, authentic tastes, gastronomy, quality)

i@rgece www.visitgreece.gr
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strategic goal

desired position of Greece in the tourism market

move beyond the “seaside” model, become a leading all-year-round, four
season European destination and one of the Top 5 European destinations
specializing in “experience journeys”

o;‘ér%eece www.visitgreece.gr
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strategic goal

desired position of Greece in the tourism market
more specifically:

establish the position of a top Mediterranean destination for sun & beach vacations, offering
higher level of services as compared to competition

|II

become a No 1 destination in the “nautical” tourism sector

develop alternative 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 exciting
experiences

reveal Greek products and Greek gastronomy

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

.;_G‘%eeCe www.visitgreece.gr



strategic goal

target markets

as defined by the Greek Ministry of Culture and Tourism

«ATT6 OAO TOV KOGHO» - ZTOXOI TPIETIAG

Alathpnon Evioxuon AvATTugn MposToipacia
eppavia, MeydAn - -
2011 Bpetavia, FaAAia, | HIMA (Kpoualiépa) ::)wo:gi BaAkavia, Kiva
ITahia, OAavdia ban
INepuavia, MeydaAn
Bpetavia, NaAAia, Pwoia, BaAkavia, . B R B
2012 ItaAia, OAAQVdIa, IopanA Klva,’HI‘IA (véeg Ivﬁfu, lamwvia, NA
HIMA ayopEg) Aocia
Ieppavia, MeydAn
Bperavia, laAia, Ivdia, laTwvia
201 3 lTaAia, OMGVBiu. Kivﬂ, HMNA (Vésc NA A,cia ’
HIMA, Pwoaoia, ayopEg)
BaAkavia, lopanA

@S
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campaign brief

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

1. low budget for campaign due to general financial crisis

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

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

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

i@rgece www.visitgreece.gr
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campaign brief

main objectives of the campaign

e establish ties with core markets (UK, France, Italy, USA, Germany, etc)

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

help to successfully achieve the goals and objectives of the Greek tourism industry
(e.g. development of alternative types of tourism such as nautical, gastronomy, etc)

bring forth the desired Greek identity, move beyond the one-dimensional “sun and
beach” destination

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

o;‘érmeece www.visitgreece.gr
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campaign brief

campaign specifics

in terms of executions / tone of voice and messages

be different, fresh and innovative

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

place emphasis on real people and real situations — less formal / stylized approach

III

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

aoa_: ” J . .« .
more “simple” as style — aesthetics that reflect the values of simplicity and transparency
be emotional — create emotions to receptors

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

i@rgece www.visitgreece.gr
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campaign brief

campaign specifics

in terms of production, media planning and tools

1. be cost effective - take advantage of the opportunities created from Greek disadvantages
(e.g. limited resources)

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

3. place emphasis on web advertising and web applications

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

o;‘érmeece www.visitgreece.gr
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I campaign 2010 - 2011
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Campaign concept

YOUINGREECE

i@r§ece www.visitgreece.gr
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campaign concept

“You in Greece”

simple

concise but with depth
personal

human

inviting

engaging

fresh

spontaneous

not standardized
campaign-able

flexible

versatile

omnipresent

easily adapted to any situation / occasion
cost effective

@S

@
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campaign concept

“You in Greece”

. “
simple S[roer'ese ’?Sotuhreeicagﬁgr?zez9ur
concise but with depth Yooy P
personal
human a platform that puts the individual at the centre:
- the individual is the protagonist of the
nviting campaign
engaging
fresh a platform that puts any individual in the limelight

— builds inclusiveness and engagement
spontaneous

not standardized a platform that highlights individual experiences

campaign-able

flexible

versatile

omnipresent

easily adapted to any situation / occasion

cost effective

@S,
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campaign concept

“You in Greece”

simple

concise but with depth
personal
human
inviting
engaging
fresh
spontaneous
not standardised
campaignable
flexible

versatile
omnipresent

easily adapted to any situation / occasion

cost effective

previous campaigns put Greece at the centre eg.
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 time yet’

2002-2003: ‘Beyond words’

1999: ‘Greece — that’s life’

1997: ‘Greece —the authentic 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

@S
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campaign concept

“You in Greece”

simple

concise but with depth

building on spontaneity, simplicity

[ L
persond and authenticity: key values of
human . .
o Greek identity
inviting
engaging
fresh certain applications allow the individual /

res spontaneous activation (e.g. internet based)
spontaneous however, all applications follow concept values as

production values

not standardized ,
_ a great way to keep our campaign fresh and
campaign-able involving

flexible

versatile

interactive and live

omnipresent
easily adapted to any situation / occasion

cost effective

@S
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campaign concept

“You in Greece”

simple
concise but with depth in line with global trend: “get
personal personal”
human
inviting . . . . . . . . .

. having existing visitors talk to potential visitors is the
engaging best way to be credible and more engaging
fresh
spontaneous speaking to our visitors in a personal way will make

them feel like they are talking to a friend, not someone
not standardized distant and impersonal
campaignable
flexible this increases credibility, sense of trust and potential
versatile for them to “do business with us and not with our
omnipresent competitors
easily adapted to any situation / occasion
cost effective
‘;GI’@GCG www.visitgreece.gr



campaign concept

“You in Greece”

simple

concise but with depth
personal

human

inviting

engaging

fresh

spontaneous

not standardized culturally relevant: easily adaptable
: to any country / any culture / an
flexible lan y y/any /any
guage
versatile

omnipresent interpreted based on individual’s personal and
cultural context

easily adapted to any situation /

. a malleable platform
Ooccasion

campaignable

. \\‘
cost effective >

°oGreece www.visitgreece.gr



campaign concept

“You in Greece”

simple

concise but with depth

personal execution: “You in Greece” not a
human slogan but a platform

inviting

engaging

fresh “You in Greece” will not act as a signature to any

application / execution of the campaign
spontaneous

not standardized
“You in Greece” will be always implied by the

flexible execution-specifics (e.g. a person / specific individual
il at the limelight, personal style obvious i.g. name,
versatile nationality)
omnipresent Always within a breathtaking Greek context /
backdrop

easily adapted to any situation /
occasion

campaignable

cost effective

@S
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campaign concept

“You in Greece”

simple

concise but with depth
personal

human

inviting
engaging

fresh
spontaneous
not standardised
flexible

versatile
omnipresent

easily adapted to any situation / occasion

campaignable

cost effective

customized to target audiences’
needs and different types of

tourism (e.g. nautical, religious, agricultural,
city breaks, etc)

e.g.

Maria in Meteora sailing,

Nick in Santorini watching the sunset

Peter in Athos meditating

Natasha in Pelion touring

Mark and family enjoying culture in Greece
etc

@S
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campaign concept

“You in Greece”

simple

concise but with depth
personal

human

inviting

engaging

fresh

spontaneous

not standardised
flexible

versatile

omnipresent

easily adapted to any situation / occasion

campaignable

cost effective

turning a disadvantage into an
advantage

DIY — Do it Yourself!

within the campaign’s framework and testimonial
— like documentation of “You in Greece”,
experiences from the tourists themselves

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

also

in line with “my-greece.gr” application
in line with key concept of “Greek
home” (eAAnviKo ortitt)

@S,
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I campaign tools 2010 - 2011
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Main concept: Real tourists, real time, real places, and real experiences.

e First video was shot in May 2010 in Athens with a great success. More than 80
people shared their experience from visiting Athens in a 2 days shooting.

You in Athens

e 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

@S
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video

You in Greece 1100112

Have you ever dreamt of visiting Greece, and experiencing the beauty and culture of our land? You can now
watch visitors from all over the world telling you what is like to travel to Greece. Their own testimonies “bring to

You in Greece
visitgreecegr 129,926 views
You in Greece | http://www.visitgreece.gr Have you ever

dreamt of visiting Greece, and experiencing the beauty and
culture of our land? You can now watch visitors from ...

» watch all videos

You in Athens

visitgreecegr 48,959 views

You in Athens | hitp://www.visitgreece.gr -- copyright: Greek
National Tourism Organisation production: ERT music:

A JoshalJ
y‘ Lollipop by Monsieur Minimal, published by Timespace ...
|

You in Thessaloniki
visitgreecegr 39,665 views
You in Thessaloniki | http://www.visitgreece.gr Have you ever

dreamt of visiting Greece, and experiencing the beauty and
culture of our land? You can now watch visitors fr...

@S

www.visitgréecal . ® Greece | www.visitgreece.gr


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

press kits

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

YOUINGREECE

o;‘érmeece www.visitgreece.gr
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website

EN | E

> Greece

v

You in Greece

——

Highlights

The heart of Greek winter beats on srow-covered
mountain tops, where ski enthusiasts ~craving for
adventure- can experience the sought-after ntensity
and adrenain rush. £scape in an idyllic white
mountain setting where the cold mountain air puts
human will and endurance to the test! d

Relaxing sunshiny weeckends

WL
S e L e
Culture in Greece O '

Lakes reflecting beauty

Uke stunning mirrees of outstanding natural beauty,
lakes In Greece refiect the splendour of the Greek
landscape In thelr waters. Cosely interconnected with
human existence Greek lakes cast a powerful spell
over their visitors

Winter light in the Greek islands

tinations

Home

Stemap | Newsleiter SWsrbe | Contact |

Sign up to our newsletter

Follow Greece everywhere

31k
¥ Follow OVisitGreacagr

B =«
ﬁhﬁo—

SEE
'&”W

@6REECE

Upload your experience!
map of e to

@S

e ol .Greece

3,186,592 visits
from April 2010

www.visitgreece.gr



web infographic

data 2011 - growth compared to 2010

OFFICIAL WEBSITE

2 2,227,115 113.67% 1,097.01%

2011 VISITS MOBILE DEVICE VISITS
TOP 5 VISITOR COUNTRIES

UNITED KINGDOM
304,792

UNITED STATES
238,695

RUSSIA
238,357

GERMANY
231,992

SWEDEN
93,579

CONTINENTS

OCEANIA

& AMERICA EUROPE

14.31% . 75.54%

TOP 5 CONTENT

© GREEKISLANDS @ CYCLADES € CRETE @ CULTURE @ IONIAN ISLANDS

< Greece www.visitgreece.gr
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newsletter

YOUINGREECE

www.visitgreece.gr

Athens’ hidden gems 6,647 subscribers to the
english version and
2,573 to the greek one

Inhalited since the NeditNe oge, Athens & considered Surepe’s hstoncal capital. The ity
reached the 2enith of its 1ong and fasanating Nistory in the Soh century 3.C. (the “Golkden
Age of Perizies”), mhen s values and dvilsation acquired 3 unhversal significance and
Plory. Political theughe, theatre, the ans, phiasoghy, Science and architecture, are some of
e foems of inellectusl thought wineh reached an epic figh peint in 2 penod of intelectud
PrOJoCtivily that mas wigoe In works histary.

Today, Athens offers viskors 2 umique experiende - a 19 Dok Urough 6,000 yeors of
hetory, IBdudng the chance 10 S8 rendwned MOofuments and mastersieces of ast from
Cquiy and the Mddie Ages and the architoctural hertage of the 19th and 20ty
Cefuries.

The briliant Bght of the sky aver Alica iluminates the chaeming Undscapge of the
Surounding region with its winZing coastine, Deaches and cdourtains. And, within the
Luing City, VSILers <an enjly e madem rastruliure and unidue verve of the
Athenana,

The Visit Greece web team,

Athens Riviera. Summer in the city?

In Arhens, the sunmest cagital in Eurape,
sumemer Zoes NS come Lo an end in
August, & remains exditing and full of
surseses in September as well.
Sundrenched beaches with crystaline
waters and & superh nghtife make
Athens Riviera, the coastline of Athens
Pdemes by perrrdulas 30d scalop
shaged coves 2long the Saranic Gulf, an
Poredbie setting modh simiar 10 2
typcal cownepaitan Groek sland. So,
het's rush for an autumn beach break..in
Athers! =23

s ;Grgece www.visitgreece.gr
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social media - facebook

facebook

Visit Greece
Travel/Leisure - Athens, Greece 3 1,845 I|ke th |S

R~y 1,455 talking about this

"C‘-}reece
. ‘

Wall Visit Greece - Everyone (Top posts)

Share: @ Post Photo #]] Link '¥X Video

E2 wai

Write something...

1 Info

&, Friend activity (1+)

& Newsletter Signup » Visit Greece

Photos sGeece | just fell in love with Greece when

Like - Comment - Share - about an hour ago - @

Ef Videos

Travel FAQs ) 42 people like this.

B3 welcome LJ View all 49 comments
[] Notes Write a comment...
MORE v
Abonit ~ Visit f]reec-e . . B
'..‘. What if holidays are over? We keep our promise.. keeping your spirits up!
This is the official Visit Greece Happy Monday everyone! — at Halkidiki region, Greece

page, created by the Greek
National Touri...

More

31,845

like this

1,455
talking about this

\\‘

Greece www.visitgreece.gr

Likes See all




facebook infographic

FACEBOOK

TOP 5 VISITOR COUNTRIES

data 2011 - growth compared to 2010

TOP 5 LIKED PHOTOS

UNITED STATES
3,240

UNITED KINGDOM
1,276 5

GERMANY
969 :

ITALY
840

CANADA
522

---4) ---- LEMNOS NIGHT

FULL MOON CELEBRATION - -

© - ATHENS MONASTIRAKI

SANTORINI VIEW

€ - NAVAGIO BEACH, ZANTE

@S
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social media - twitter

kwitter¥

3,925 Tweets

e
(=)} .
g : . =" 1,522 Followin
g Visit Greece Stay in touch with Visit Greece ,222 Following
] e r @VisitGreecegr Greece Join Twitter right now
‘6'\ ..Gz\eece The Official twitter account of the Greek National Tourism x 6’ 3 3 1 FO I | Owe rs
- Organisation. # Travel ideas, events, guides, answers & — .
g more about #Greece. Tweets by the web team. EA e 2 1 6 LI Ste d
;‘ hitp://www.visitgreece.gr
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twitter infographic

TWITTER
92.64% ‘

MORE FOLLOWERS

TOP 5 RETWEETS

QI LET'STRY SOMETHING DIFFERENT... EXPLORE THE EAST
PART OF #CRETE HTTP://T.CO/W3ZF4VD

DELPHI, KNOSSOS, THE ACROPOLIS OF ATHENS AND OLYMPIA
0 ARE YOUR FAVOURITE ARCHAEOLOGICAL SITES!
HTTP//T.CO/EGBAR25Q #GREECE #TRAVEL

9 A SMALL ISLET NEXTTO A HUGE ISLAND IN #CRETE.
. DISCOVER SPINALONGA HTTP:/T.CO/XYCBB6DN #GREECE #TRAVEL

P or—=———
’

THE GREEK #OLIVE OIL IS ONE OF THE BEST IN THE WORLD!
TAKE PART IN ATRADITIONAL #HARVEST ACTIVITY?
HTTP//T.CO/80DUEEKK #GREECE

ISLAND HOPPING IN SOME OF THE MOST BEAUTIFUL #ISLANDS
INTHE WORLD! HTTP://T.CO/BWPCDEJM #GREECE #TRAVEL
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social media - youtube

You( [

E Visit Greece

Featured Feed Videos

SEASIDE/INGREECE

Seaside in Greece
by vistgreecegr 1 year 230

You in Greece 100 n

Have you ever dreamt of visiting Greece, and experiencing the beauty and culture of our land?
You can now waltch visitors from all over the world talling you what is like to travel to Greece.

You in Greece
or 127 087 viows

67,303

Browse

Upload missmpoulcy -
) &

130 uploads
1,173 subscribers

www.visitgreece.gr

About Visit Greece
Welcome to the official YouTube channel of the
Groek National Tourism Organisation. Explore
Greece's unique sights, travel through its
beaches and mountains, marvel of its history and
culiure and discaver a great land through the
oyes of s visit.

morne v

Post a channel comment

Post

@ www.isigreece o
34 Google+ Page

i Facebook Page
¥ Twitter Profile

es Flickr Group

B4 Foursgquare Page

Croated by

visitgreecegr {Block User | Send Message)
Latest Activity

Doc 24, 2011

Date Joined

Mar 9, 2010

.‘\

eCreece
ﬂ )

689,115 video views

www.visitgreece.gr



youtube infographic

data 2011 - growth compared to 2010

YOUTUBE @
493,107 169.55% 4

VIEWS 1 INCREASE

TOP 5 VISITOR COUNTRIES

UNITED STATES
58,551

UNITED KINGDOM
32,204 ,

GERMANY
30,257

RUSSIA

CANADA
17,884

< Greece www.visitgreece.gr
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social media - flickr

You aren'tsigned in  Signin Help

flickr:. oo

Home The Tour Sign Up Explore - Upload Search
stence ViSit Greece IEID shes -
" Group Pool  Discussion 390 Members Map  Join This Group H
7,918 items
Group Pool 7,918 items | Only members can add to the pool. Join? 390 mem be rs

by george...

by Eleanna..

by mm®novy #6 by mm*novy #6 by mm®novy #6

by Alexandro...

by CTPPIX.com by CTPPIX.com by CTPPIX.com by CTPPIX.com by Holfo

Search this group's pool SEARCH » More photos

Visit Greece (a group admin) says:

»
‘.GfOOOO 09 Jur 12 - Hey guys! Winter is here and we love the snow that is falling in our country! Your photo shots that have been added to our
" group are amazing and we are more than happy to have them in Greece's collections. Share your winter shots here and never stop

supporting the beauties of Greece!

Facebook Page | Twitter Profile

@S

® Greece | www.visitgreece.gr
.@ @;@


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

flickr infographic

data 2011 - growth compared to 2010

© " 893,934

NEW ACROPOLIS MUSEUM

< Greece www.visitgreece.gr
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social media - foursquare

Tips

www.visitgreece.gr

with foursquare

See all 171 tips

AxpoéroAn (Acropolis of Athens) Acropol
The Acropolis of Athens! The greatest and finest sanctuary of ancient Athens.
The imposing Parthenon is the most magnificent creation of Athenian democracy
at the height of its power. Read more.

Sep 15, 2011 | Done by 52 people

Mouoeio AkponoAng (Acropolis Museum) Awovuciou Apconayitou 15
Welcome to the New Acropolis Museum! Definitely a must visit while in Athens.
Be sure to see the Parthenon Gallery, while gazing at one of the ancient world's
greatest structures.

Aug 16, 2011 | Done by 51 people

MAareia ApioToréloug (Aristotelous Square) ecooarovin, Kevrpi
MaxcSovia

The most popular square in Thessaloniki! Discover the shopping district and
enjoy your coffee while gazing at the sea! Read more.

Aug 22, 2011 | Done by 45 people

504 followers
171 tips

YOU ARE NOW FOLLOWING VISIT GREECE

Follow the Official Visit Greece Foursquare
Pagel!

Join us to share and discover travel tips and
hidden secrets that make Greece a destination
so vibrant and exhilarating you may never want
to leave. Be inspired to make a journey that will
stay in your heart forever.

The Greek National Tourism Organisation web
team is working on spreading the digital word
on Greece, helping travellers all over the world
discover and experience a country of
breathtaking beauty, age-old history, exciting
culture and the most hospitable people ever.
Qvisitgreecegr

Google+

YouTube

www.visitgreece.gr

@S

® Greece
.@ Q%

www.visitgreece.gr



foursquare infographic

FOURSQUARE
MOST POPULAR TIPS

5 WHITE TOWER

THE HALLMARK OF THESSALONIKI!
BE SURE TO VISIT THE MUSEUM INSIDE THE TOWER
AND THEN GO FOR A STROLL BY THE SEA!

ARISTOTELOUS SQUARE

THE MOST POPULAR SQUARE IN THESSALONIKI!
DISCOVER THE SHOPPING DISTRICT AND ENJOY
YOUR COFFEE WHILE GAZING AT THE SEA!

ACROPOLIS OF ATHENS

THE ACROPOLIS OF ATHENS! THE GREATEST
AND FINEST SANCTUARY OF ANCIENT ATHENS.
THE IMPOSING PARTHENON IS THE MOST
MAGNIFICENT CREATION OF ATHENIAN
DEMOCRACY AT THE HEIGHT OF ITS POWER.

data 2011 - growth compared to 2010

GLYFADA DOWNTOWN

ONE OF THE MOST ELEGANT DISTRICTS OF ATHENS,
GLYFADA STANDS OUT FORITS SANDY
PALM-FRINGED BEACHES AND ITS COSMOPOLITAN
CAFES AND CLUBS!

ACROPOLIS MUSEUM

WELCOME TO THE NEW ACROPOLIS MUSEUM!
DEFINITELY A MUST VISIT WHILE IN ATHENS.

BE SURE TO SEE THE PARTHENON GALLERY,
WHILE GAZING AT ONE OF THE ANCIENT WORLD'S
GREATEST STRUCTURES.

< Greece
.Q QQ

www.visitgreece.gr



social media - google+

GOOSIC"’ /; @ @ @ n Search Google+
Visit Greece O ovo
The Official Visit Greece Google+ Page! You are In Visit Greece's circles oo

-‘ér e 946 followers
. Y

946
+1'd or added to circles Posts  About Photos
+ £3 Share this

oV Are you in for a sailing trip?

People in common (12)

An insider’s tip: the best period for those who wish to sail during winter, is the Halcyon days, the
so-called *short summer”, in the middle of January.

This is a good time to appreciate the beauty of stunning seascapes, picturesque villages,
archaeological sites, and wonderful pine-clad landscapes.

Feel free to create your own itinerary; sailing really is the only way to get away from it all!

@ Visit Greece | Sailing
Sailing. Sailing in Greece is a richly rewarding experience. An insider’s tip:
the best period for those who wish to sail during winter, is the “Alkyonides”
days, the so-called “short summer”, in ...

View all » R

E—‘:reece www.visitgreece.gr
@ )y



web campaign - my—greece.gr

visitgreece.gr Enjoy Explore Trip Planning Developers Login

“" @GREECE

Paint Greece using your memorable i ° .
' 763 experiences

experiences as colour!

Upload your exparience Discovar axperiances Most popular

Videos ¥ Images ¥

Where:

Who:

What:
Q
When:

- Please choose -

Location:

eg. Athens or Crete

snare @6Reece [

About Contact Terms and Conditions

@S

® Greece | www.visitgreece.gr
O¢¢



tourism fairs

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

@S,

eteece | www.visitgreece.gr
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tourism fairs

o;‘ér%eece www.visitgreece.gr
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events
e.g Westfield London

EXPERIENCE GREECE

A sandy Greek beach with various

activities for our little friends

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

S Greece | www.visitgreece.gr
O



events

e.g Westfield London

GOLF IN GREECE

pecially made for Costa Navarino golf
whe tors could practice golf
thing the country has to

offer to golf lovers

@S

eteece | www.visitgreece.gr
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events

e.g Westfield London

NAUTICAL TOURISM

led virtually to the Greek islands on
simulator and got information

about sailing holidays in Greece

Visitors

our sal

i?sgece www.visitgreece.gr



events

e.g Westfield London

ILTURE ZONE

e archeologists for the day

@S

eteece | www.visitgreece.gr
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events

e.g Westfield London

OUTDOOR ACTIVITIES ZONE

Visitors had the opportunity to get information

about climbing in Greece and practice on our

5m tall Climbing wall

S Greece | www.visitgreece.gr
O



events
e.g Westfield London

@S

eteece | www.visitgreece.gr
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events
e.g Greek beach in Thames

a two weeks event at River Thames in London where the

visitor could experience the greek beach - s
eteece | www.visitgreece.gr



events
e.g Greek beach in Thames

@S

eteece | www.visitgreece.gr
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joint outdoor advertising

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

@S

eteece | www.visitgreece.gr



[ellg

t outdoor advertising

R
. BEEN 50
INSPIRING.
visitgreece.gr

Y AEGEAN | i?':'eece

A STAR ALLIANCE MEMBER ¥,

AZTAEGEAN | Ztrcece  aegeanaircom

A STAR ALLIANCE MEMBER

? g
: INVIT h\'(y

L Visitgreece,gy |
dfeeceor

www segeanaiccom

‘E—‘:reece www.visitgreece.gr

W G0ZAKINTHOS.

5 e,eece 5 AEGEAN

A STAR ALUANCE MEMBER 7'

aegeanair.com



joint outdoor advertising

official url visitgreece.gr painted on the aircrafts of Aegean Airlines

o;‘érmeece www.visitgreece.gr
(1)



web advertising - google

':?:p«o

sertigns inmnewspape

DISCOVERIF"

THE GREECE YOUDON T

DISCOVER

THE GREECE YOUDON'T

from June 2011 until

< Greece December 2011 we did a
web advertising via Google
ALWAYS IN SEASON tools: Google Search,
Google Display Network

S A and Youtube

-

;Greece

ALWAYS IN SEASON

.‘“s
.Greece

ALWAYS IN SEASON

_ s

® Greece | www.visitgreece.gr
.@ @‘@



web advertising - google

4 : CULTURE  GREECE

" ]

o

Bob!\GREECE

YOUINGREECE

CULTURE GREECE

3

Marisa|NGREECE

YOUINGREECE

Find out more
visitgreece.gr

< Greece

CULTURE " GREECE

PaigeINGREECE

@S

gé%eece

www.visitgreece.gr



web advertising - google
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tv spots for domestic tourism

Being a skipper in the Greek seas Hand crafting in Greek islands Operating an open-air cinema in G...

2,297 views 6 months ago 618 views 6 months ago 741 views 6 months ago

Ky~ R
® EANGOa

www.my-greece.gr

Working at the New Acropolis Serving in a Greek taverna
Museum

568 views 8 months ago

523 views 8 months ago

The Greek Advertising Association along with the Greek media and many
other business associations collaborated with GNTO and the Ministry to
create a joint advertising campaign for domestic tourism for free.

@S

@\Vl)‘
B
//\Y

LYMMAXIA
(A THN EAAAAA

eteece | www.visitgreece.gr
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I campaign 2012 - 2013
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campaign strategy: 2012 - 2013

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

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

Three communication approaches are proposed:

* “crisis management” approach: tackle with the negative 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 destination — put Greece
in their top of mind travel destinations

According to the aforementioned, the key messages of the campaign should be adjusted to
the proposed approach and to the different communication / promotion tools in order to
better serve the communication objectives.

@S

eteece | www.visitgreece.gr



campaign strategy: 2012 - 2013

With regards to the different communication 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
negative 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
nations

* claim Greece’s differentiation - promote aspects these visitors don’t know about
Greece

* provide triggers - give them reasons to revisit Greece

* do smart moves — below the line activities

@S

eteece | www.visitgreece.gr

[ )



campaign strategy: 2012 - 2013

Also:

“reinforce loyalty” approach
* this approach will be adopted to countries already familiar with the Greek experience

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

there is a need to

* claim Greece’s differentiation - promote aspects these visitors don’t know about
Greece (alternative types of tourism, different experiences, authentic products of
Greece, etc)

* provide triggers - give them reasons to revisit Greece

* do smart moves — below the line activities

S Greece | www.visitgreece.gr
O



campaign strategy: 2012 - 2013

Also:

“increase awareness” approach

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

* the key objective in these markets is to make Greece known and highly alluring as a
destination in order for them to decide to visit it for the first time

there is a need to

* claim unique, differentiating and breathtaking Greek beauties — promote the best of
Greece — promote the highlights of Greece

* place emphasis on above the line communication 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 promotion tactics

@S

eteece | www.visitgreece.gr
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target markets

Italy

Sweden

Bulgaria

Israel Serbia

USA Russia

Crisis

France

Netherlands

Germany

UK

Crisis

ent +




target markets

Emphasis on below the line activities

Emphasis on above the line activities




campaign insights per target market

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

Britons love Greece’s natural scenic beauty.

Sun/ weather, nightlife and culture are important factors when choosing a destination / like
City Breaks and gastronomy is a relatively 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

Target audience Traditional sun and beach destinations
and types of Touring activities and “meet the locals” approach
tourism to be Heritage and culture tours
promoted Lifestyle — nightlife and gastronomy

Address: Middle and creative class / mass affluent / young travelers / retirees with free
time

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

S Greece | www.visitgreece.gr
O



campaign insights per target market

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

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

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

Promote the positive aspects of the Greeks (hospitality, warmth, etc)
Promote value for money

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

Target audience
and types of
tourism to be
promoted

Cruises (river and sea)
Athens and Thessaloniki as a short break

Themed holidays (sports, activities, agro-tourism, eco tourism, volunteer tourism

Address: Mass affluent, Older age groups, Families

S Greece | www.visitgreece.gr
<

* 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

Netherlands o _
Dutch people love wellness / ecology / coolness and “virtuality” / web lifestyle —

experiences

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

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
Target audience City breaks
and types of
t ismtob
ourism to be Wellness

romoted
P Camping / nature

Agricultural tourism
Golfing
Sailing

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

S Greece | www.visitgreece.gr
o

* 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

m French people like culture / sophisticated activities / nature / environment / gastronomy

Greece is a relatively close to France destination / short distance should be taken

. "
Key insights* (to advantage of

make use of them
in order to find
appropriate
messages and
promotion tools)

French need to feel unique / value uniqueness

Value relaxation / food and drink/ sophistication
Value natural beauty / calmness

Safety is especially important for families

Target audience Athens and Thessaloniki as short breaks (combine various types of vacationing: beach /

and types of culture / city break)
tourism to be

promoted Mainland

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

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

S Greece | www.visitgreece.gr
<

* 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

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

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

Greece has high “brand” recognition / offers cultural capital

Greece offers many new different activities that have not been taken advantage of yet /
many “unprocessed” experiences, unlike most US products

Mediterranean cruises are increasing in popularity

Traditional Sun and Beach destinations
Target audience Cruises

and types of
tourism to be
promoted

Alternative 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 / Retirees with free time

S Greece | www.visitgreece.gr
O

* 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

For Israelis vacation is a necessity for mental balance and tranquility — are obsessed and
well experienced travelers

Security and non anti-Semitism / political stability are important factors when choosing a
destination

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 straightforward

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

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 time value hospitality and warmth

Like cruises
Target audience Athens & Thessaloniki as city breaks (homogeny, Jewish roots)
and types of
tourism to be Seaside
promoted

Nature and touring
Culture

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

@S

eteece | www.visitgreece.gr
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* 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

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

Target audience
and types of

Value beauty, sensuality and style — value Greece’s stylish / luxurious part — overall style
and quality should be evident in any promotion

Want to collect experiences — opportunity for Greece to promote its variety and contrasts
Italians also like romanticism but also couleur locale and unique spots (e.g. Santorini)
Value gastronomy

Need to talk to them in Italian

Unigque Greek spots
The islands (lonian and Aegean)
Nautical tourism

tourism to be Cruises
promoted Gay tourism
Eco friendly tourism
Address: Younger ages (25-44) / Singles / Friends and couples / Middle aged (as
opportunity)
* Sources for the insights: www.visitbritain.co.uk, ETC, World Travel Monitor, UNWTO, GNTO (local and ="

offices abroad), McKinsey, SETE

® Greece | www.visitgreece.gr
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campaign insights per target market

m Swedes value good weather and nautical activities

Are overall high cultured

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

Like excitement but also seek for value for money
Are experienced travelers
At the forefront of green / “environmentally friendly” culture

Have a strong family orientation

Promote sailing / cruises / golfing

Luxury activities / luxury spots
Target audience

and types of
tourism to be
promoted

Isolated spots / unique spots

City breaks
Address: All profiles / Families / Mass affluent / Younger ages
* Sources for the insights: www.visitbritain.co.uk, ETC, World Travel Monitor, UNWTO, GNTO (local and .‘“‘ . e
offices abroad), McKinsey, SETE .Greece WWW'VISItgreece'gr

o



campaign insights per target market

Value family and religion

Have an admiration towards Greek culture / come to Greece for weddings and honeymoons

Key insights* (to With common ground with Greece — value Greek costumes and traditions
make use of them
in order to find Seek relaxation and escape but also clubbing and activities for the younger

appropriate
messages and

promotion tools) Improve and promote ground transportation as they travel to Greece via ground

Can exploit long weekend to Thessaloniki for shopping

Target audience Promote sun and beach
and types of Chalcidice
tourism to be
promoted Night life

Religious tourism

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

* Sources for the insights: www.visitbritain.co.uk, ETC, World Travel Monitor, UNWTO, GNTO (local and .‘“‘ . e
offices abroad), McKinsey, SETE .Greece www.visitgreece.gr
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campaign insights per target market

m Consider Greece as a safe and inexpensive destination

Also have business relations with Greece

Key insights* (to Value family / religion
make use of them Are generous spenders / value quality of service
in order to find Come to Greece for weddings and honeymoon
appropriate
messages and Fans of entertainment and nightlife
promotion tools) Good eaters

Close distance with Greece should be exploited

Gastronomy/winery
Entertainment

Target audience Local events and traditions
and.types of Religious tourism
tourism to be Seaside

promoted

Chalcidice / Corfu/ Thasos
Address: Young people 25-35 / Families and Groups of friends

S Greece | www.visitgreece.gr
O

* 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

m Value luxury / luxurious thematic holidays / 5 star hotels — demanding - with an upcoming
upper class

Personal privacy and safety are essential

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

Many Business visitors

appropriate Like cruises and yachting
messages and Families seek for all inclusive packages
promotion tools) Active - looking for new experiences

Prefer famous destinations
Many times mix business with pleasure

With historical and religious ties to Greece
Greece could be a potential wedding & honeymoon destination

Target audience Luxury
and types of Nature
tourism to be Culture
promoted Religious
Athens & Thessaloniki (especially for the young)
Nautical
Seaside
Business

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

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

84



campaign insights per target market

Seek value for money and tradition

Key insights* (to
make use of them

in order to find
appropriate Promote great / diverse experiences in short distances

Promote uniqueness of Greece

messages and
promotion tools) Promote Greek tradition and how it connects with sun and beach lifestyle

Speak Spanish

Promote cultural events (Easter, local festivals, etc — e.g. experience the Greek Easter)

Target audience

and types of Promote islands and mainland
tourism to be
promoted Provide organized activity packages (sailing / yachting included / golfing)

Address: Mass affluent / creative class / highly educated (Catalonia / Castilla)

* Sources for the insights: www.visitbritain.co.uk, ETC, World Travel Monitor, UNWTO, GNTO (local and .‘“‘ . e
offices abroad), McKinsey, SETE .Greece www.visitgreece.gr
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campaign insights per target market

With cultural, gastronomical and historical affiliations with Greece

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

messages and . ) )
promotion tools) Seek quality services / luxury / boutique hotels / etc

Value culture and heritage, nature, entertainment, gastronomy

More familiar with contemporary Greek mass culture (music, 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

Target audience
and types of

) Thessaloniki and Athens / city breaks
tourism to be

Northern Greece

romoted .
P Nautical / Dodecanese
Sun beach and sightseeing
Religious tourism
Address: Groups of friends & couples / Families / the Mass affluent
* Sources for the insights: www.visitbritain.co.uk, ETC, World Travel Monitor, UNWTO, GNTO (local and .‘“‘ . e
offices abroad), McKinsey, SETE .Greece WWW'VISItgreece'gr

o



campaign insights per target market

. Believe in the strategic enrichment through traveling
China o :
Traveling is education and personal development

Consumer culture is exponentially growing

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

Need to visit more than one destination within the overall country destination
Have high respect for ancient Greece

appropriate Greece as a part of a European tour
messages and Greece as one of the top things one must see in lifetime

promotion tools)
Love culture and natural scenic beauty

Chinese adapted communication

Need to support direct flight from China
Create affiliations between municipalities and universities

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

Target audience
and types of
tourism to be

promoted
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

@S

eteece | www.visitgreece.gr
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* 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

Build awareness for Greece as an aspirational gateway
Enhance the destination visibility for consumer and trade

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

Push Greece as a stand alone or add on option to the travelers of Europe
Greece to become one of the European destinations of Indians

Need to promote Greece beyond mythology, ancient monuments and Mykonos

Greece to become synonymous to an exotic, unique, friendly destination / Synonym of
cultural and architectural abundance, beaches, exotic islands, exuberant nightlife, shopping
and gastronomy

Target audience Honeymoon
and types of Cruises
tourism to be Shopping
promoted Culture
Yachting
Night life
MICE (meetings, incentives, conferences and exhibitions)
Address: Young couples and honeymooners / mass affluent / MICE / elderly
* Sources for the insights: www.visitbritain.co.uk, ETC, World Travel Monitor, UNWTO, GNTO (local and .‘“‘ . e
offices abroad), McKinsey, SETE .Greece WWW'VISItgreece'gr
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I next steps for 2012
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concept / messages 2012

continue “You in Greece” approach / platform (see analysis on previous
section)
e use same platform in order to

» be consistent with the previous years - be in line with communication messages
so far — build on the same narrative

» continue to build anthropocentric values through a realistic, friendly, simple
way

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

e place emphasis on alternative 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 advertising agency to design the appropriate campaign creative
for web, press, fairs, outdoor etc

@S
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concept / messages 2012

proposed thematic videos under “You in Greece” approach

. You in Greece — Chinese

. You in Greece — Japanese

. You in Greece — Spanish

. You in Greece — French

. You in Greece - Italian

. You in Greece — Hebrew

. Nautical tourism in Greece

. Touring and nature in Greece

. Gastronomy, winery and agrotourism in Greece
. Health and Wellness in Greece

. Alternative Tourism & Eco-tourism in Greece

. Religious Tourism in Greece

. Winter in Greece

. Athens - Thessaloniki City Breaks

. Corporate and Business Tourism in Greece

. Getting married in Greece/Wedding in the Aegean
. Easter Holidays & Events-Traditions in Greece
. Athens in 3 days & Modern Culture in Greece
. Beauty in Greece all year around

. Celebs in Greece

O o0 NOULL B~ WN -
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tools 2012

use web as the basic means of communication and advertising especially in mature markets

further develop web tools (site, social media and blog) and strengthen ties with followers /

visitors

develop mobile version of the website and other mobile applications
create new video of You in Greece (see proposed list above)
create viral campaign especially to tackle with Greece’s negative publicity

use many below the line activities in order to promote different aspects of Greece in a

more cost effective and efficient way

organize Greek events abroad

sponsor international 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 artists abroad e.g theatre, dance and music
performances, art and design exhibitions, film etc

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

@S
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media 2012

® TV: tv shows filmed in Greece, promoting the complete Greek experience, presented by
celebrities and broadcasted internationally especially in USA and Europe e.g Gwyneth
Paltrow around Greece in collaboration with FOX channel

e web:

continue collaboration with google
facebook ads
twitter ads

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

competitions in social media with prizes

mobile application ads

e outdoor advertising (under consideration and only if there is a partner for joint
advertising)

@S
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media 2012

® press:

- paid editorials and photo shootings 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 insertions in airline magazines mostly for the emerging markets
such as Russia, Israel, China, India etc

® new advertising opportunities e.g. exclusive ad placements for the travel industry,
innovative media etc

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

@S
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Communication tools per target - country
Airlines op::t’ors Fairs v Radio Press Web :A‘:‘t"?; Mobile Famtrips | Outdoor Events budget

UK X X X X X
Germany X X X X X X
France 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 X
Russia X X X X X X X
China X X X X
India X X X
Israel X X X X X X
Turkey X X X X X

International X X X

coverage
total

B crisis management [ brand awareness -relnforce loyalty
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