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Etocaywyn (2

H paydaia petafoAn twv ocuvOnkwv OTIC OTOLEC mpaypatonoovvtal ta taéidla €xel aAlafel oe peyalo BaBuo ta XapoKTnNPLOTIKA TWV
TaELOLWTIKWY ayopwyv, Wlaitepa oe otL adopa ota 6tebvn talidta. O Anpoc ABnvailwv TPoKELLEVOU va OLEUKOAUVEL TNV avakapuyn tne
TOUPLOTIKNC dpaoTtnplotntac otnv ABnva kat va SLEUKOAUVEL TIC TOUPLOTLKEC ETILXELPNOELC Kal POopEic va TtpooappooBOoUV OTLC VEEC CUVONKEC
aveBeoe oto INZETE tnv «Apdon Evnuepwonc kat EvatocOntonoinonc twv HeAwV / TOUPLOTIKWY ETILXELPACEWV OTa VEA SESOUEVA KOl OLVAYKEC
TNC ayopac: EveAwktn kot Eésldbikevpevn mAnpodopnon twv popewv Kol Emixelprnoswv. ZToxeupevn Kot opyavwpevn dtabson dedopevwy
eTIXELPNLATIKOTNTACY pHe MIS 5083736.

>ToL TTAOOL TNG aAVWTEPW TtPA&nc avatednke otnv etatpeia TCl Research, pe tnv and 07/07/2021 ocvpPaon, n ouAloyn big data ywa tnv
ABnva, tnv EAAadO Kol avToywvVLOTIKOUC TIPOOPLOMOUG, TOOO avadoplKka HLE OTolxela Tou adopoulv otnv MpPpoodopd TOU TOUPLOTLKOU
NPOLOVTOC, 000 Kal otnv {nNtnon. Ta oTolXela aAuTA, TIOU ETILTPETIOUV TNV TAXUTEPN KOl ATTOTEAECUATIKOTEPN TIPOCOPUOYN TWV ETMLXELPOEWV
oto Slapkw¢ petaPailopevo nepallov Tou Touplopou, adpopoUV CUYKEKPLUEVAL:

-2e OebopEva pe to omolor mopakoAouBeital CUCTNUATIKA, TEKUNPLWHEVA Kal TTOAUTIAsupa n €€eAén tnc swovoc tnc EAAadac kol tou
TOUPLOTIKOU Tipooplopol ‘ABnva’ ta omoia cUAAEyovTal Peow TEXVIKWYV social listening oto internet amo eva mAnBoc mnywv onwc 1y Social
Media, Blogs, Forums, Online news k.a.

-Ye otolxela aélodoynoswv amno 25+ Travel Reviews Websites kat OTA platforms (ry Booking, Google, C trip) mouv €xouv uTtoBAAEL ETILOKETTEC
yLa TNV TOUPLOTLKN EUMELPLA WC TtPpOC Ta Stadopa eMIMEPOUC ‘ouotatikd’ (ry dtapovn, eotioon, aéloBeata KAT). Ztn HeEAETN Ttapouolalovtol
aélohoynoelc tng sumelpiac otnv EAAada cuvoAika, otnv ABnva, o npooplopouc S&B cuvoALlKA Kol OAOUC TOUC UTIOAOLITOUC TTPOOPLOUOUC
ouVoALKA. Emtionc, e€stalovtal ol aifloAoynoeLc ava xwpa TTPoEAEVONC TwV ertokemtwV (HMA, HB, lepuavia, FaAAia, OANavdia, Itaiio)

2TO POV TeUXOC apoucLalovtal Ta aoTEAECUATO TNC EPEUVAC TTOU adopd oto OeUTEPO Tpipnvo tou 2022.
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Kbpla Znpeia ©

1. Qc npoc tn ouvoAkn dnun tnc EAAadac kat tng ABnvac, onuetwbnke pa kapgn oto mpwto poo tou Q3 alla otadlaka
uTtNpPE&e avakapyn mMpocg To TEAOC TOU TPLUNVOU Xapn Tooo otn Betikn dtadiktuakn ¢rnpn 000 Kol TNV eUmelpla emiokenc.

2. Moapa tnv aotabn mMoykoouLo Kol EUPWTIAIK ouvOnKkn OTMou Ol TIEPLOCOTEPOL TIPOOPLOMOL AVTIMETWTIL(OUV TIAPOMOLEC
NMPOKANCELC (KALLATIKN Kplon, MANBWPLONOC, UTIEPTOUPLOUOC K.ATT.), 0 ToUupLopOC otnv EAAada daivetal va exeL emiotpeP el
NMANPWC OTA EMUMES O EMLOKEP LLOTNTAC TTOU €LXE TIPLV arto tnv rovdnuio Covid-19

3. O dapopdpwtec yvwpune (ambassadors) cuveBallav otn Onuovpyla pac Betikne ¢nunc oto dtadiktuo yia tnv EAAada
Slaxeovtac TOELOLWTLKO TIEPLEXOUEVO OE OXECN ME TOV TIOALTLOMO, TN PUON, TN YOLOTPOVOULA, T KaTtaAvpata, Tg EKONAWOELC,
TLC uTtallBplec SpaoTNPLOTNTEC, TNV KOlVOTOMLA KaL TN Blwotlpotnta.

4. To net sentiment score tn¢ EANadac (25) &emepaoe (kata +2 povadec) to avtiotowyo tng lomaviac (23), evw umoAeimeTal
tnc ItaAtog (50) kat tnc MoptoyaAiac (35).

5. AvaAvovtac to net sentiment score ava ayopd, n eénun Tng Ywpac nopouvoialel diadpopormoinoel. Ot ayopec TG
OM\avbiog, tnc ItaAloc Kot Twv Hvwpevwy MoAttetwv epdaviiovv pKPOTEPEC SLOKUAVOELC METOEY TWV TPLUAVWVY. ATO TNV
AAAN TAEUpA, OTIC ayopeCc tnC lepuaviog, tou Hvwpevou Boaolhelou, kat o eAadppwc HKpoTeEpo Pobuo otn lNoAAla,

ONUELWVOVTOL LEYOAUTEPEC LELWOELC KOTA TO TPLTO TPLUNVO.
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KOpLa Znueio 4

6. Kata tn OtapKeLlo Tou TPLtou TPLUNVOU, OTtou cuvnBwC auéaveTol N TOUPLOTIKN OPAOTNPELOTNTA KAl KOT ETEKTOON O OPLOUOC
TWV KPLTLKWV 0To SLadikTuo, Katoypadoviol MTWTIKEC TACELC oTtnV aéloAoynon tng eUMELpLac HE Baon TNV €miokePn oOTOUC
NMEPLOCOTEPOUC TIPOOPLOLOUC oTtnV Eupwrn. 2 auto to nAaiolo, n EAAadQ, dlatnpnoe TNV AVIAYWVLOTIKOTNTA TNC EEMEPVWVTAC
TOV EUPWTIAIKO HECO Opo Kata +0,37.

7.A¢lleL va vTtoypapploBel n BabBuoAoynon mavw armo ToV EVPWTIAIKO LECO 0po otnVv petaAntn value for money yila 0Aouc Touc
UTTO €EETOLON TIPOOPLOLLOUC.

8.0nwc¢ nNtav avapevopevo, n dtatnpnon tnc vPnAnc BabBpoAoynonc we mpoc TN VYELOVOULKN aoPAAELA KOl TNV MPOCTOCLA TNC
dnuootac vysiac kata tn Otapkela tTne Bepvnc meptodou, eldkA ota afloBeata, AVIIMETWTILOE TIPOKANCELC. H emwonuovon tTwv
UYELOVOULKWV HETPWV Kol N amoduyn ouvwoTlopoU evOeikvuvtal yio tn dtatnpnon tng PabuoAoynonc mavw amo To OpLo

gMAypUTIVNONC.
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lll Travelsat Sentiment Methodology
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TRAVELSATO© Sentiment Methodology

Social Data and Visitor Reviews Monitoring for holistic Reputation Tracking

Destination E-reputation “At large”

SOCIAL WEB SENTIMENT TRACKING

The “sentiment” reflects the state and dynamic of travel brands’ e-reputation as
expressed in global web social conversations “at large”.

Shared by differing media, consumers, companies, citizens, brands and officials on
websites, forums, blogs & social networks.

Sentiment is not predictive of travelers’ planning, but a positive e-reputation is
essential to generate favorability towards destinations and travel brands, particularly
in the context of post-crisis management.

In the past 12 months, Greece was mentioned 884K+ in social conversations in
relation to travel, generating 9,8M engagements, shared by 191K+ unique authors
from 200+ countries.
M Social Networks
™ Blogs / Forums

™ Online News

B Magazine / Newspaper

B TV/Radio

Jle» * A W ®
EMIXEIPHIIAKO

NPOrPAMMA
ATTIKHZ

Destination E-reputation driven by experience

DESTINATION REVIEWS SENTIMENT TRACKING w % w

o Data Type: visitors reviews. Destination reputation is massively driven by visitors sharing
their experiences, fueling the experience-based image of Athens and Greece.

o Data Sources listened: 25+ Travel Reviews Websites and OTA platforms

o Data Scope: reputation data consolidated from 800 Hotels, Attractions/Sites and
Restaurants in Greece.

o Structured rating and reviews’ sentiment/comments are tracked and analyzed.

o About 800 000 reviews about Greek tourism experiences / year

Booking.com Google aExpe da  ye | 0 .} :
6Ctrip

advisor:
zo0yer

avis de voyageurs

HOLO'S.COMY I travelocity’
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KEY SENTIMENT TRENDS - SUMMARY o

Quarter 3 - 2022

o Reflecting a typical summer scenario, sentiment polarity in Greece declined greatly compared to the previous quarter, with -34 points in Greece and -29 points

in Athens. The Net Sentiment Score of Greece was below Italy (-25 points) and Portugal (-10 points) and slightly above Spain (+2 points) in this quarter.

o In analysing the Net Sentiment Score per market, it can be seen that the summer trend is reflected across all of the most pertinent markets for Greece.
However, the “dip” occurs with differing intensity in each market, with the Netherlands, Italy, and the United States showing fewer changes between quarters.
On the other hand, the German, United Kingdom, to a slightly lesser degree French markets all show larger sentiment score decreases during the third quarter.

o Conversations related to COVID-19 continue to decrease, both in Greece as a whole and Athens. Such is the trend globally as restrictions surrounding COVID-19
are lifted. Nonetheless, visitors still pay attention to hygiene-related factors, and avoid crowds, having less tolerance to other guests within the post-pandemic
travel context.

o In contrast to volume growth, sentiment polarity was below the previous quarter on all tourism topics. The drop was particularly pronounced for topics related
to the environment and sustainable travel (-29 points) as a result of climate-related topics coming to light, but also due to the experienced crowdedness of the
Summer period. Despite the usual periodic downward trend, Net Sentiment Scores remain competitive for topics on gastronomy, culture, and hospitality.

o There was a large degree of variation of positive drivers in the third quarter, consisting of themes related to culture, nature, food, lodging, event, outdoor,
innovation, and sustainability, to name a few. Greece's travel industry seems to have fully returned to its pre-Covid state and appears to be benefiting the
country's economy. In the midst of the high season for travel, a number of “authors” on the web referred to specific destinations in Greece, ranging from well-
known Greek islands to archeological sites and hidden gems. In addition, the quarter also featured a wealth of non-mainstream activities and anecdotes.

o Negative sentiment about travel in Greece was largely driven by climate-related issues in the first half of the third quarter, with other factors from both within
and outside the tourism context being mentioned as well. From the second half of Q3, crime was mentioned more frequently in social conversations, as
opposed to climate related topics.
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Destination e-Reputation - Net Sentiment Index

Benchmark Evolutions

NET SENTIMENT INDEX Greece —Athens ---Spain --- Portugal ---Italy
The Net Sentiment Index measures the polarity of vertical specific web social conversations (%positive - %negative)
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NET SENTIMENT INDEX

Destination Sentiment per Market

What is the tonality of conversations in Athens’ key markets?

Greece —Athens

The Net Sentiment Index measures the polarity of vertical specific web social conversations (%positive - %negative)
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Destination Sentiment

What is the incidence of Covid-19 in the destinations’ conversations?

- Greece Covid-19 Incidence [ Athens Covid-19 Incidence
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Focus on specific reputation topics W <= ¢'} s

=

Throughout the third quarter of 2022, the volume of social conversations has boosted for gastronomy and environment related topics, while the constant increase in volume of culture-
related ones has continued. However, the polarity of sentiment shows the opposite trend, declining in all major tourism reputation topics monitored. Despite the downward trend, the
Net Sentiment Score remains competitive for topics on gastronomy, culture, and hospitality. Conversations related to the conflict in Ukraine remain limited to 3% of the total.

NET SENTIMENT INDEX — JUL./SEPTEMBER 2022

VOLUME OF CONVERSATIONS - JUL./SEPTEMBER 2022

Intensity of web social conversations Polarity of verticals specific web social conversations (%positive - %negative)

Gastronomy 13.759 Gastronomy

Sanitary safety 17.947 Sanitary safety

Culture Culture
Cleanliness 8.497 Cleanliness
Hospitality . 1.990 Hospitality
0 5.000 10.000 15.000 20.000 25.000 30.000 35.000 60 ~40 220 0 20 40 60 80 100
I Saakan

everln - (pysee - LAY

ATTIKHZ
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A similar trend was observed when analysing Athens. The conversation volume increased for topics on gastronomy, environment, and hospitality, while the polarity of
sentiment declined in all major topics compared to the second quarter. Sentiment associated with Sanitary Safety dropped sharply (-25 points vs Q2).

VOLUME OF CONVERSATIONS - JUL./SEPTEMBER 2022

NET SENTIMENT INDEX — JUL./SEPTEMBER 2022

Intensity of web social conversations Polarity of verticals specific web social conversations (%positive - %negative)

Gastronomy m Gastronomy

Sanitary safety Sanitary safety

Culture Culture

Cleanliness m Cleanliness

Hospitality . 989 Hospitality
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Reputation Topics — Annual Trends

* mVolume of Conversations ‘/n m\Volume of Conversations " Volume of Conversations
S —Net Sentiment Index —Net Sentiment Index —Net Sentiment Index
4500 90 86 83 92 90 100 12000 100 18000 32 95 93 89 100
4000 — 80 10000 66 80 16000 \7V .
3500 60 a1 60 14000 60
8000
3000 10 40 12000 10
2500 10000
20 6000 20 20
2000 8000
0
1500 0 4000 5000 ) 0
1000 i i -20 -20 4000 -20
2000
500 -40 E -40 2000 -40
0 -60 0 -60 0 -60

Q32021 Q42021 Q12022 Q22022 Q32022 Q32021 Q42021 Q12022 Q22022 Q32022 Q32021 Q42021 Q12022 Q22022 Q32022

L’& mVolume of Conversations m\Volume of Conversations
’ —Net Sentiment Index —Net Sentiment Index

3500 89 34 100 1200 93 o8 93 388 100

3000 30 _ "
5/ 00 54
2500 60 60
40 800
2000 40
20 600 o 20
1500
0 X 0
1000 400 mt o
220 N - o = -20
500 40 200 ol < 40
0 -60 0 -60
Q3 2021 Q4 2021 Q1 2022 Q2 2022 Q3 2022 Q3 2021 Q4 2021 Q1 2022 Q2 2022 Q3 2022
S —
ENIXEIPHEIAKO =
NPOrPAMMA wmm 2014-2020

ATTIKHE DN I INTELLIGENCE



Positive Sentiment Drivers (1/2)

Fueling the destination’s social reputation in the period

There was a large amount of variation of positive drivers throughout Q3, consisting of themes related to culture, nature, food, lodging, event, outdoor, innovation,
sustainability, etc. Greece's travel industry seems to have fully returned to its pre-Covid state and appears to be benefiting the country's economy.

Examples of reputation drivers...

Highlights of a trip to Santorini (breakfast on the balcony, admiring the ocean = © Highlight of a resort hotel in Greece and meal prepared from freshly
view and sunset, enjoying the offer in fashion outlets...) sourced seafood and local vegetables
Modern Greek recipes introduced using emblematic products of Greek o Exploring the Delphi museum
cuisIne o @Gorgeous Villa Tiny house in Greece
Athens international airport named the best airport in Europe , , ,
P b P o A film “A Knives Out Mystery” shot in Greece

New mobile app “Culture is Athens” introduced by the Municipality of _ . o

o , o “Epic” trail run at the tallest mountain in Greece
Athens, allows visitors follow all the cultural events in Athens

: . o Staying at an “instagrammable” hotel in Santorini

The travel boom boosting the Greek economy after two years of restrictions ying 8
related to the pandemic o Chartering a yacht is considered an ideal activity to do in Greece in autumn
15 Greek street foods (bougatsa, loukoumades, lamb chops...) O Celebrities and tourists are “flooding” into Greece in summer
Celebrating the great Christian holiday O Highlight of sustainable tourism transformation in Greece
Tourists gathering at Syntagma square in Athens to see the presidential o Greek minister suggests that German pensioners are welcome to spend the

guards

EI’IIP!I =
NPOrPAMMA mm 2014-2020
ATTIKHL

e - (pe (AR N
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winter in Greece in view of inflation and the threat of energy shortages
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Positive Sentiment Drivers (2/2)

Fueling the destination’s social reputation in the period

In the midst of the high season for travel, a number of ambassadors on the web referred to specific destinations in Greece, ranging from well-known Greek islands to
archeological sites and hidden gems. In addition, the quarter also featured a wealth of non-mainstream activities and anecdotes.

Examples of reputation drivers...

O The Akrotiri area of Santorini described as one of the most important places © Admiring the clean water at one of the most remote beaches from Athens

for the study of geological phenomena O A Wizz air jet flying almost within touching distance of tourists

o Elafonisi beach listed among the 50 best beaches in the world in 2022 5 Top 5 road trip routes in Greece (e.g., Athens—Paros, Iraklio—Hania,

O Highlight of the butterfly shaped Greek island, Astypalaia Thessaloniki=Sithonia...)
O Diving tourism to see a shipwreck dating back 420 B.C o Trip to Greece with a motorhome

O 21 Best Greek islands to visit in 2022 (Corfu, Crete, Naxos island...) o Visiting a cozy and beautiful coffee shop in Greece

O The ideal Greek lesser-known destinations in August (Lipsi, Skyros...) o Athens considered one of the cheapest cities in Europe for a break

Highlight of tacular city hotel in Ath I ) ft , , , , .
@ Tighlisht ot a spectactiar city hotel in ens (large spa, a rooftop poo O Lists of quiet Greek islands to avoid the crowd

excellent food & beverage outlets...)

: : : _ O The future of opera in Athens
O Athens international tourism & culture Expo to take place in November

o Birthday trip to Mykonos with friends (party during the day, night out) O Athens recognized by Ohio Magazine as one of the best places to live, work,

and visit

T EBETAR S =2
EMIXEIPHEIIAKO -
NPOrPAMMA
ATTIKHZ '
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Reflecting the Positive Sentiment

lllustrative Social Posts

Meet My Fianceé, Vacation Prep, Trip to Santorini, Greece | TRAVEL VLOG

Hey loves! In todays weekly vieg, we will be going to Santorini, Greece! This is my very first time out
the country and my first baecation so ya girl is too happy and excited lol. We also went to Paris, so
that viog will be up next week! Also, yall...

publizhed on 24/07/22 at 22:18 | YouTube United States  youtube.com

==Palikaria, salade de légumineuses et de céréales aux agrumes

...Gréce. Eh bien, il est temps d'y retourner avec un livre qui est entré dans ma bibliothéque il y a
quelques semaines, Gréce ... sur son lieu de vacances, on a souvent envie de se prendre un peu

moins la téte avec la cuisine méme si on adore cuisiner... 0B

published on 07/07/22 at 04:20 | Blogs | France | cuisine.chez-la-marmotte.fr

It's official, Athens International Airport is the best airport in Europe!

...to Greece. Have a layover? You can enjoy baggage storage options, airport lounges, archaeoclogical
artefacts exhibitions, and ... offer its travellers!" announced Holidu The Top 10 Airports in Europe:1.
Athens International Airport, Greece — Avg. 4.4...

published on 26/07/22 at 00:20 | Blogs | United States | greekcitytimes.com

All the cultural events of Athens with only one click

...the cultural events in Athens thanks to a new and free application (app) by the Municipality of
Athens "Culture is Athens". ... emblematic buildings and cultural spaces of the Municipality of
Athens: Museums, libraries, art galleries, historical...

published on 09/07/22 at 07:40 | Blogs | United States | greekecitytimes.com

15 Greek STREET FOODS in Athens, Greece!! LOUKOUMADES, SOUVLAKI, GYRO + BBQ LAMB CHOPS!!

...listen and help This is the ULTIMATE GREEK street food guide to Athens! The TOP 15 Greek street
foods to try on your next trip to Athens! | hope you enjoyed this compilation style video. Let me know
which country | should do next! Thank you for...

published on 21/08/22 at 14:30 | YouTube | United States | youtube.com

3rd Quarter 2022

Folegandros island. Street of Panagia.On the 15th of August we celebrate in Greece the great Christian
holiday of the Holy Mother(Panagia). | will see in the middle of next week. Have a good time everyone. #

¥ pic.twitter.com/xozpQB6FSp

published on 13/08/22 at 12:37 | Twitter | Greece | twitter.com

More than 1000 tourists gathered today to see the famous #Greece Presidential Guards at
#Syntagma square in #Athens. Amazing. pic.twitter.com/ZdRgKt01A4

published on 14/08/22 at 12:45 | Twitter | Greece | twitter.com

At Grace Hotel, Auberge Resorts Collection, a New Restaurant Rivals the Stunning View of Santorini

...revamped this spring. (Last month, it was named the best resort in Greece—and the second-best in the world—by Travel &
Leisure.) Despite its tiny footprint, just a few gorgeous white blocks jutting out of the volcanic crater, the miniature resort

is...

published on 18/08/22 at 20:33 | Magazine | United States | www.vogue.com

THIS is what we found in the Delphi Museum | Greece Travel Vlog

| am from the US but I've been living in Luxor, Egypt exploring history's ancient mysteries. | started
making travel videos to document my experiences. | travel to different parts of the world, exploring
ancient civilizations through an esoteric...

published on 21/08/22 at 00:00 | YouTube | United States | youtube.com
Absolutely Gorgeous Carob Villa Tiny House with Clever Design and Ingenious Architecture

..with Clever Design and Ingenious Architecture Price: $279/ night Size: 5 guests2 bedrooms3
beds1 bath Location: Lasithi, Greece About this space Clever design, ingenious architecture in

perfect matrimony with an iconic outdoor pool & inviting...

published on 12/08/22 at 23:06 | YouTube | United States | youtube.com
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lllustrative Social Posts
Reflecting the Positive Sentiment

Glass Onion: A Knives Out Mystery | Official Teaser Trailer | Netflix

-"-r'_ _—

I ]

...together. In the follow-up to Rian Johnson's Knives Out, Detective Benoit Blanc travels to Greece to peel back the layers of a

1+
,_-,FF,!,I:' o mystery involving a new cast of colorful suspects. Starring Daniel Craig, Edward Norton, Janelle Monae, Kathryn Hahn...

TEASER

published on 08/09/22 at 15:00 | YouTube | United States | youtube.com

MARATHON RUNNER runs up TALLEST MOUNTAIN IN GREECE! Am | a trail runner now?!

...legend home of the Greek Gods. | planned this epic trail run when we went out to Greece on holiday |ast month and it did not
disappoint. Steep difficult trails, plenty of climbing, a little bit of drama (as always), but it would all be worth it for...

published on 14/09/22 a1 14:58 | YouTube | United States | youtube.com

Whiy fall is the perfect season to charter a yacht in Greece

surmmer hollday in the Medemanesn country, scconding to the Greek Ministry of Tourksm, with 5.12 million travelers . Eelly
Shea, founder of high-end trewel agency Kelly Shea Trrvels 1 can't deal with the crowds of the heat ™ Her gt

probkahed on 200922 4101 27 Hewspaper Unted 51873 | AyDOSLLOM

Sustainable Greece from the Greek National Tourism Organisation

Sustainable wansfcemation of it I0UMNEM Sechaf. Mere are some Of GradDE s susianable destingtlicns 1o PeElD insping mdne
‘ NH!MM&[TMM Here 3 3ome of GhsbDE3 Justamable destinataong F-I:i-lE'l;Ell"l-ﬂr{l‘! O the whitewashed
elhwreal

profdelieldd ot BOCTGDD SR 1E3E  Bingd | Ukebed SREfed | .S

The archaeological site of Akrotiri on Santorini | The Pompeii of the Aegean

...The Archaeological Museum of Athens , by Yann Forget via Wikimedia Commons) The Museums Museum of Prehistoric
Thera houses ... al article which appeared on Point Grecia; intro image: Spring fresco found in Akrotiri [National
Archaeological Museum of.

published on 22/07/22 at 13:54 ‘ Blogs | Greece ‘ www.greeknewsagenda.gr

3rd Quarter 2022

The 50 best beaches in the world for 2022 revealed, from Cornwall to Florida

ELAFONISI BEACH, CRETE, GREECE: ‘This unusual pink beach was once a locals' secret, says Big 7
Travel, 'but it has become...

published on 01/07/22 at 15:24 ‘ MNewspaper | United Kingdom | www.dailymail.co.uk

‘Farthenon of shipwrecks” helps reboot tourism in Greece

because dving tourism can be a flagship project in the country” says Greece's Deputy Tourism Minister Sofia . “Tourksm |5
our main industry here, it's 25% of GOP. 50 you can understand how important it is for us.” says Tourksm

sabkaned o 1300322 0 09 48 TV /Rt | 5pan  wwwd Al o i

Fashion designer Marios Schwab's guide to Astypalaia

...the Chora, Deximi Art & Design Gallery, that sells beautiful presents made in Greece; | always like to take some things ...
house but if I'm recommending somewhere to visitors | send them to the Kalderimi Traditional Houses, built into the hills...

published on 25/08/22 at 05:55 | Newspaper | United Kingdom | www.ft.com

Best road trips in Greece

road tip Best road tip {or beaches Athens-Paros, 1806m (112 miles) 1otal diving, not including s&a sl Although . dotting the Asgean are the
snuff of holkday Tantasies. Star this W in AtThens, wiene the port o Pitdtud i3 your Galéwsy

puighed on DETRTT o1 17 59 | Mpgasne | Aysirahs | werw ISOeiyplnet Sorm

Athens named in Best Hometowns by Ohio Magazine

...River in Athens, Ohio, are a favorite place for students, faculty, staff, visitors and the entire Athens
community to walk ... drive from downtown Athens and Ohio University's campus. Strouds Run State
Park in Athens, Ohio offers numerous hiking and...

published on 04/08/22 at 19:24 | Online News Other | United States | www.ohio.edu
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Negative Sentiment Drivers

What vigilance points to watch reputation-wise?

Negative sentiment surrounding travel in Greece was largely driven by climate-related issues in the first half of the third quarter, including also other factors both
related and unrelated to tourism. Fewer climate-related topics appeared in the second half of Q3, with crime being mentioned more frequently.

Examples of reputation drivers...

The topics mentioned may be not “mainstream” in the
sentiment flow, sometimes even “anecdotal” or outside the
o Heat waves and wildfires across Greece tourism space strictly, however they can generate a negative
influence on the overall attractiveness of Greece in potential

travelers’ minds.

O Greece’s fur industry facing difficulty due to sanctions against Moscow halting exports

O Rising Covid-19 cases in Greece

o Accidents and incidents (tourist caught in the rotor blades of a helicopter, five-year-old Syrian girl is 'killed by a SCORPION’ on the Greek border,
tourists found dead on a sunbed, tourists attacked by wild dogs on a mountain trail...)

O Geopolitical issues with Turkey (Greece Coastguard firing suspicious Turkish Cargo Ship, Issues related to visa rejections...)

O Tourists overcharged in Greece

O Issues after Brexit (Greece is set to start charging British tourists to enter the country, EU roaming charges reaching £1,000 for British tourists...)
O Crimes in Greece (assault on tourists, missing person...)

O Inflation and rising cost of apartments affecting locals in Athens

O Ryanair to close base at Athens airport during winter

EMIXEI
NPOrPAMMA
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lllustrative Social Posts
Reflecting the Negative Sentiment

Wildfires tear across Greece: Tourists and locals evacuated as firefighters desperately battle blaze

...across Greece: Tourists and locals are evacuated as firefighters desperately battle blazes after ..
hundreds of tourists were...

published on 24/07/22 at 23:21 | Newspaper | United Kingdom | www.dailymail.co.uk

Greece's fur industry on the brink as EU sanctions on Russia bite

...are an uphill battle. The sanctions also ban shops from selling to Russian tourists in Greece,

because fur is considered a luxury good. "We go where we're wanted. We're not like apples. We can't
just find a new market, there need to be certain...

published on 18/07/22 at 11:16 | News Agency | United States | www.reuters.com

Holidaymakers warned of rising coronavirus cases at European destinations

...the recommended protection before travelling. Greece is among the countries to have reported a rise in cases in recent...

published on 06/07/22 at 19:35 | Online News Other | United Kingdom | www.theguardian.com

Wealthy British tourist may have been taking selfie when he was killed by helicopter blade in Greece

...British tourist may have been taking a selfie when he was hit and killed by helicopter rotor blade in

Greece: Victim 'was ... charter from Mykonos to Athens as the group made their way home to the UK
after a holiday. Previous reports suggested a...

published on 26/07/22 at 11:34 | Newspaper | United Kingdom | www.dailymail.co.uk

Greece coastguard fires on ‘suspiclous’ Turkish cargo ship

defence systems statoned there. Athens denies the clams Gresce says i needs to defend is sastem islands, including tourisl hotspots Fhodes
and Kos, which are much closer 1o Turkey than io the Greek mainland, against iis larger and militanily

pratiinied o TS o PIEET | TWRedey | Datmr  wrw SRSy o0im

3rd Quarter 2022

Fuming tourist charged £360 for four drinks and a snack at Mykonos beach restaurant...

..snack at a “rip-off” restaurant on a Greece holiday island. Jak Kypri, from London, was visiting the
Greek island of...

T

P Sain ELUSIVE R

published on 26/07/22 at 11:59 | Newspaper | United Kingdom | www.thesun.co.uk

BREAKING: Spain, France, Portugal and Greece are set to start charging British tourists to enter the country. This is because

we're all fucking idiots and we keep trashing the place x

published on 17/08/22 at 20:35 | Twitter | United Kingdom | twitter.com

Greece : three young French people imprisoned after the violent attack on a Spanish tourist in Santorini

...in Greece suspected of the violent attack on a 33-year-old Spaniard on the very touristic island of

Santorini. In Greece ... Spanish tourist still hospitalized in serious condition. An attack that took
place during a vacation in Greece ... OB

published on 19/08/22 at 09:01 | TV/Radio | France | rmec.bfmtv.com

Eat or Heat: Europeans Already Are Facing Previously Unthinkable Dilernmas

DONATE 55 10QAY
with homelessress Having seen  surge i knnger-Serm purists with a kot of covid money 10 spend on longer vacationg,
apartmem s in Allveng have Decomse unaffondable for locals. The {Forndf nrent handoute 10 low-noome Oreck s have ondy made the

prbdcpepd o 2EIRTT 0t TR 1S | Blega | Usited Dlated | Mudrd 09

Ryanair to Close Base at Athens Airport for Winter

SHUIMEnt Of 8CONOMIC Growth™ In 10UrSM And CONNECvity. "Alhans Apart is & prime example of how the Gresk governmant
WA 582500 Of 10 grow Off Dask tourism and CONNSCLoNd 10 Athens, which should De a thriving yearound

9
b
b
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-
-
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Experience Reputation Dashboard (Greece)

3rd Quarter 2022 * * *

Sanitary Safety Pandemic Precautions Rating per market

verall Rating:
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I Experience Reputation Dashboard (Athens)

9 fravelsat I

Sanitary Safety Pandemic Precautions Rating per market
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HIY0LY Experience Reputation Dashboard (Seaside) w0 Quarter 2022 % ¢ P

Sanitary Safety Pandemic Precautions Rating per market
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138 Experience Reputation Dashboard (Other areas)
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Experience Reputation Dashboard (Summary)

¥ fravelsat

2nd Quarter 2022 Greece rvol. Q2/a3 Athens rol 203 S&B  rvol@2/a3  Other  Evol @2/q3 Europe (*) evol. @2/q3
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Sea 8,79 -0,24 9,13 -0,13 8,77 -0,20 8,91 -0,46

Shopping 8,96 0,03 8,84 0,03 9,18 -0,01 9,05 0,01

Accommodation 8,61 -0,24 8,51 -0,09 8,58 -0,33 8,85 -0,12

Sanitary Safety 5,12 -1,48 5,14 -0,41 5,18 -1,55 4,43 -1,75

Pandemic Precautions 3,18 -0,72 2,90 -1,05 3,31 -0,63 2,29 -1,16

Accommodation - Sanitary Safety 6,23 -0,86 6,07 -0,25 6,24 -0,95 6,37 -0,12

Accommodation - Pandemic Precautions 4,77 0,14 3,33 -2,16 5,00 0,40 2,77 -0,83

Attractions - Sanitary Safety 2,60 -0,95 3,97 -0,16 2,31 -0,55 2,77 -3,14

Attractions - Pandemic Precautions 2,02 -0,52 2,76 -0,36 1,86 -0,22 2,12 -1,55

Restaurants - Sanitary Safety 5,90 -0,41 5,93 -0,38 6,00 -0,41 4,58 021

Restaurants - Pandemic Precautions 3,11 -0,53 2,89 -1,06 3,25 -0,51 2,39 1,56

Sanitary/Pandemic vigilance threshold is usually defined below 5/10

Overall Rating 8,91 -0,13 8,96 -0,04 8,83 -0,20 9,13 0,01 8,54 -0,08
USA 9,10 -0,10 9,05 -0,02 9,13 -0,15 9,19 -0,29

UK 8,53 -0,31 8,47 -0,18 8,52 -0,33 8,75 -0,29

NL 8,40 -0,20 8,24 NA 8,43 -0,24 8,52 -0,29

DE 8,37 -0,22 8,23 -0,10 8,33 -0,32 8,62 -0,14
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KEY REVIEWS TRENDS - SUMMARY

While the number of reviews showed a growth in experience counts, both Athens and Greece demonstrated a gradual decline in overall ratings in the first half of the
quarter, followed by a recovery with lower volumes towards the end of the quarter. Compared to the same period in 2021, the ratings seem to be at a slightly lower level.

Despite the decline in ratings, Greece remains competitive relative to the European average (+0,37 vs European average). The facets of Culture and Restaurants receive the
highest number of ratings. Moreover, while Sanitary Safety scores are right on the vigilance threshold, Pandemic Precaution scores are below it. The vertical of attractions
seems to receive the lowest scores for both dimensions.

When looking at rating results for Athens, the Seaside, and areas outside of Athens, a very similar pattern is seen to that of Greece as a whole in terms of Sanitary Safety and
Pandemic Precaution Scores. While there were variations in different tourism verticals, the sentiment around overall sanitary safety score (including cleanliness/hygiene)
remains above vigilance thresholds (5/10) in Athens and the Seaside. The score marked below vigilance thresholds outside Athens. For the second consecutive quarter, the
specific health precaution sentiment continued to decline and marked again below vigilance score in all regions and most verticals, highlighting the complexity in managing
the flow of guests and visitors during the summer months.

With the rising context of inflation and energy crisis at hand, the dimensions of Value for Money and Sustainable Travel obtain greater importance for a destination’s
reputation. Greece is above the European average in quarter three when it comes to Value for Money, but is below the one for Sustainable Travel. On the other hand,
Athens surpasses both European averages, as well as Greece’s areas outside Athens. Finally, the Seaside holds a lower Sustainable Travel score than the benchmark, but is
above the average in terms of Value for Money.

Destinations outside Athens have shown the highest resilience in Culture, Restaurants and Shopping activities. On the other hand, while Culture predominates in positive
ratings in Greece as a whole and Athens, the Seaside generates its highest reviews within its Shopping offer.

Compared to the previous quarter, there was a downward trend in ratings for all markets across all Greek regions monitored, to be expected as a result of the high
visitation summer season. Similarly, ratings were on the decline in most tourism categories.

Despite the decrease in ratings, US visitors scored again their experiences high and above other markets, with the ratings above 9 across all Greek regions monitored. The
decline in rating was notably pronounced in UK and French markets.
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TAKE-AWAYS

1. Greece and Athens’s reputation levels sharply declined in the first half of the third quarter and gradually recovered towards the end of the

quarter based on sentiment “at large”, as well as visitor experience.

2. Despite a volatile global and European situation where most competitors are facing similar challenges (climate change, inflation, over
tourism risks, etc.) tourism in Greece seems to have fully returned to the visitation levels it has before Covid-19. Above average Value for
Money scores support this, as well as high Sustainable Travel scores in Other Areas and Athens.

3. Despite a challenging period, ambassadors helped shape the reputation of Greece in the travel context by sharing stories consisting of a
wide range of themes such as culture, nature, food, lodging, event, outdoor, innovation, and sustainability.

4. In the third quarter, Greece was outperformed by Italy and Portugal in terms of the Net Sentiment Score and continued to show
competitiveness compared to Spain.

5. Greece’s image is not directly affected by the Ukraine conflict in terms of attractiveness, but inflation could affect local life and tourists.

6. Although experience-based reputation showed a downward trend (notably for sea and accommodation categories), Greece still
outperformed the European average in the quarter (+0,37 vs European average).

7. As expected, Greece struggled to maintain Sanitary Safety and Health Precaution sentiment scores during the busy summer season,
especially within the vertical of attractions. Clear indications of sanitary measures and avoidance of crowding are some of the approaches to
maintaining these dimensions’ scores above the vigilance threshold.
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