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Elcaywyn 2

H paydoaia petafoAn twv ouvOnkwv OTLC OTOLEC TipaypaTomolouvTal Ta Taéidta aAAd Kol oL TtEpLloplopol autol Ko’ eoutol Mou €xouv
eTBANOEL yLa tov mepLoplopo tnc mavdnuiacg, £xouvv LeTaBAAAEL 0 peyado PaBuo ta xopaKTNPLOTIKA TWV TasSLWTIKWY ayopwv, dlaltepa os
oTL adopa ota 6tebvn takidla. O Anpoc ABnvaiwyv mpokKeLpEVoU va OLEUKOAUVEL TNV avakappn tne touplotikng dpaotnplotntag otnv Abnva
KoL va. OLEUKOAUVEL TIC TOUPLOTLKEC ETLXELPNOELC Kal Popelc va mpooappoocboulv oTic veec ouvOnkec avebBeoe oto INZETE tnv «Apaon
Evnuépwonc kot Evaltobntomoinonc twv HEAWV / TOUPLOTIKWY ETIXELPNOEWY OTO. VEOX OeSOUEVA KOl OVAYKEC TNC oyopdc: EUEAKTN Ko
E€elOkevpevn mAnpodopnon Twv popewv Kot Eryelpnoewyv. ZTtoxevuevn Kat opyovwpevn 6tabeon dedopevwy enxelpnuatikotnTac» pe MIS
5083736.

2TO Ao TNC AVWTEPW TIPpAEnc avatednke otnv statpeia TCl Research, pe tnv ano 07/07/2021 cuuPaocn, n ouAoyn big data yua tnv
ABnva, tnv EAAGSa Kal ovTtaywvioTIKOUC TIPOOPLOHOUC, TOOO avadoplkd HE oTolela Tou adopouv OTnNV MPoohopd TOU TOUPLOTLKOU
nPOLOVTOoC, 000 Kol otnVv {Ntnon. To oTolxeELla QUTA, TTOU ETUTPETOUV TNV TAXVTEPN KOL ATIOTEAECUATIKOTEPN TPOCOPHOYI TWV ETXELPNOEWV
0TO OLapKWC LeTABaANOpEVO TIEPLPAAAOV TOU TOUPLOMOU, adpOopOUV CUYKEKPLUEVAL:

-2 OebopeEva pe to omolo mopakoAouBeital CUCTNUOTIKA, TEKUNPLWMEVA Kol TTOAUTIAEupa n €€EALEN NG ewkovac tng EANAdOC Kol Tou
TOUPLOTIKOU Ttpooplopol ‘ABnva’ ta omoila cUAAEyovTal Peow TEXVIKWYV social listening oto internet ano eva mAnBoc mnywv onwc 1y Social
Media, Blogs, Forums, Online news k.a.

-2e otolxela aélohoynoswv amo 25+ Travel Review Websites kat OTA platforms (ry Booking, Google, C trip) mou €xouv untoBAAEL ETILOKETTEC
Yl TNV TOUPLOTLKN EUMEPLA  wC mpo¢ ta dtadopa emipepouc ‘ouvotatika’ (my Oiapovr, eotiaon, ofloBgata KAT) tNC. 2TN HEAETN
nopovolalovtat aélohoynoelc Tne epmelpioc otnv EANada cuvoAlka, otnv ABnva, oe mpooplopouc S&B cuvoALKA Kol OAOUC TOUC UTTOAOLTOUC
NPOOPLOMOUC ouVOoALKA. Emtlong, eéetalovtal ol afLOAOYNOELC VA XWPO TIPOEAEUONC TWV ETILOKEMTWY aro 6 KUpLeC ayopec tnS EAAadac (HIMA,
HB, l'epuavio, NaAAio, OAavdia, ItaAia) .

3TO TLaPOV TELXOC TIOLPOUCLALOVTOL TOL ATIOTEAECHATO TNC EPEUVOC TTIOU adopd oTo TEAEUTALO Tpipnvo tou 2021. INTELLIGENCE




Kbpla Znueia - 1 ©

1. H ouvoAlkn ¢onun tne EANadac kot tnc ABnvac to teAevtaio tpipnvo tou 2021 6€xOnkav mieon, adevoc Aoyw auvénonc tTwv
ov{ntnoewv oavadoplka e tnv navdnuioo COVID-19 kal, adeTEPOU, MAPAYOVIWV EKTOC TOUPLOUOU (TIOALTLKOL, KOLWVWVLKOL) HE

ETIL(NLEC ETILTTWOELC YLOL TNV ELKOVA TNC XWPOLC

2. Mapa tnv apvntikn taon, n peon Babuoloyio Onunc tng EAAAdC oTa KOWVWVLKA SIKTU O TIOPEUELVE OE EMUITESA CUYKPLOLUOL UE TOU
QVTOYWVLIOMOU XAapn oto otabepo BeTkO KOWWVIKO TAALolo €ite auto adopd oe supela eite oe e€eldbikevpeva Bepata. H
Buwopotnta €xel emiBefalwBel ot elval BeTKOC HOYAOC PrIUNG YL TOV TIPOOPLOMO, evw N ABnva umopel va Baolotel o€ TOAU

BeTIkn pon KOWWVLIKOU TIEPLEXOULEVOU TtOU oXeTL(eTOL E TOV [TOALTLOUO

3. Metaél twv xwpwv mou efetalovtal, n ItaAia yaipel tng mo OeTkNG GUNC CUVOALKA OTO TETOPTO TPLUNVO, EvioXUovToC TN

Sladpopa tnC.

4. Evw n OUVOALKN €LlKOVA TNC Xwpoc ntav ekteBelpevn oe kamowa apvnilka dedopeva, ol aélohoynoelc mouv PBoaoilovtol otnv
geumelplo Twv touplotwyv delyvouv avtiBeta o oAU Betikn avakappn kot tnv wowa neplodo, datnpwvtog eva €EQLPETLKO

entinedo pnunc.
5. Ot taoelc eriPefawwvouv ot n EANada kat n ABnva mMpoodEPOUV LKOVOTIOLNTIKEC TOUPLOTIKEC eUTMELplec otouc off - season

ETILOKETTEC, Kataypadovtac éalpetikec Pabuoloyiec oe Sladopec Slootaoelc tnNC epmepiac (moAwtiopog, 6paoTnNPLOTNTEC

NMPOCOVOTOALOUEVEC 0TN BaAacoa) Ttou UMEPPalVOUV TLC AVTLOTOLXEC EUPWTTOLKEC.
NN INTELLIGENCE




Kbupla Znueia - 2 4

6. To teAevtalo Tpipnvo tou 2021 OL ETILOKEMTEC UTOPECOV EMOUEVWC VoL {NOOUV LA EEALPETLKA Kol TTAOUCLOL TOUPLOTLKN EUTELPLAL
(Greek Full Experience) otouc eAANVIKOUC TPOOPLOUOUC, OE €val TILO «O.0POAECH Kol ATAANQYUEVO aTtO TNV Tiieon tnc oelov
rniAaiolo. To otoelo auto amotunwBOnke oe avénon tnc Pabupoloyioc —oe oXEON LLE TO MPONYOUUEVO TPLUNVO- oxeSOV yLa TO
oUVOAO TwVv OelkTtwv Tou aélodoyouvtal. Emioncg, n apketa vPnAn Boabuoloyia yio tTnv aiobnon UYELOVOULKNG QOPAAELOC
eTiLBeBaLWVEL TIC TPOOTIAOELEC TOU TOMED YA TNV PpovTida TwV ETMOKETMTWY, aélomolwvtac Kol pobaivovtoc ano tnv KaAokatpvn

EUTIELPLAL.

7. TENog, n EANAOO TOOO CUVOALKA OCO Kol Ol EMLUEPOUC «Ttpooplopol» (ABnva, Mpooplopot HAlov kot Oaikaoccoc (H&O), Aourtol

npoopLlopol) exouv Babuoloyia mavw oo tov eupwnaiko Meoo Opo. Zuykplvovtac eTMUEPOUC EMLOOCELC:

- H ABnva ko ot Aoutot tpooplopot exouv yevika upnAotepn BabBuoloyla ano mpooplopouc H&O kat tnv EAAada yevika.

- O NoAwtlopocg, ta eotiatopla kat N 6alaocca exouv uPnAotepn Babuoloyla armo to shopping kat ta aélobBsarta.

- Av Kal amo MAeUpAc VYLELVNC N aéloAoynon ival Betikn, n afloAoynon votepel o€ Bepata mpodpuAdsewv EvavTL TNG TTAVONHULOLC
— eldka ektoc ABnvwv kat ota AéloBeatal.

- OLTLo EVvYOPLOTNMEVOL ETILOKEMTEC NTawv arto HIMA, ot Alyotepo amo NaAAia kat [taAla.

- H BaBuoloyia tng EAAadac amo otic ayopeg twv HIMA kat tng Bpetaviac eival kaAutepn amno tov Meoo Opo tnc Babuoloyioc
TOU TIPoOpPLOoHOoU «EupwTrin» ouVOALKA, €Vw LOTEPEL amo TL¢ ayopec TN OAAavolac, tne Mepupaviac, tnc NaAAlac kat tnc ItaAioc.

- Me g€aipeon tnv OAavoia tov €dwoe tnv uPnAotepn Babuoloyia otnv ABnva, oAec ot AAAec ayopec edwoav tTnv uPnAotepn
BaBpoloyla otnv «aAAn EAAada» (Aourtol Mpooplopot). PR ———
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TRAVELSATO© Sentiment Methodology

Social Data and Visitor Reviews Monitoring for a 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 medias, 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 post-crisis management context.

In the past 12 months, Greece was mentioned 950K+ in social conversations in a
context of travel, generating 10,7M engagements, shared by 200K+ unique authors
from 200+ countries.

M Social Networks

® Blogs / Forums

% Online News

B Magazine / Newspaper

B TV/Radio

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 Indexes
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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 verticals specific web social conversations (%positive - %negative)
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\
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NET SENTIMENT |

NDEX

Destination Sentiment per Market

What tonality of conversations in Athens key markets?

Greece —Athens

The Net Sentiment Index measures the polarity of verticals specific web social conversations (%positive - %negative)
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Share of Covid Mentions (%)
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Covid-19 Incidence In Athens/Greece Conversations

- Greece Covid-19 Incidence | Athens Covid-19 Incidence
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Key pillars of Greece tourism reputation drivers (culture, gastronomy, hospitality) have been still very active and positive in online social conversations and mentions on cleanliness
are positive too. The COVID-related mentions, though less negative vs Q3, still generate mixed sentiment and significant volumes shared.

VOLUME OF CONVERSATIONS - OCT./DEC. 2021 NET SENTIMENT INDEX - OCT./DEC. 2021

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

Gastronomy 8.992
Sanitary safety 37.650 Sanitary safety

Gastronomy

Culture Culture

Cleanliness Bl Cleanliness

Hospitality I 1.121 Hospitality

0 5000 10000 15000 20000 25000 30000 35000 40000 60 _40 20 0 20 40 60 30 100
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Reputation Topics — Annual Trends

GREECE
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Focus on specific reputation topics

&y

Athens follow a similar pattern as Greece overall but relies also on a very strong reputation equity for Culture which appears to be a great topic outside the “sun &
sea” season. The COVID specific mentions are less positive compared to other reputation drivers, but the level of net sentiment is not hugely detrimental.

VOLUME OF CONVERSATIONS - OCT./DEC. 2021

NET SENTIMENT INDEX - OCT./DEC. 2021

Intensity of web social conversations

Gastronomy

Sanitary safety

Culture

Cleanliness

Hospitality

2.651

1.718

g ss:

0 2000
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6000

8000

10000

Polarity of verticals specific web social conversations (%positive - %negative)
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: Reputation Topics — Annual Trends
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Positive Sentiment Drivers

Fueling the destination’s social reputation in the period

Greece and Athens were associated in online social conversations to interesting topics, from broad to niche themes and locations. Conversations on sustainability and

eco-friendly experiences are also found regularly, as well as 2022 projects and positioning on place branding attractive topics (technology, all-vegan accommodation..)

Examples of reputation drivers... . .
O Mentions of some Athens’ new food and drink scene (e.g.: pastries

O British chef and TV star Gordon Ramsay admires Greek cuisine influenced by the cocktail culture of Baba Au Rum...)

© Mention of Koukoumi Hotel, Greece’s tirst all-vegan hotel O Some big projects in Greece in 2022 (e.g.: New metro stops, modern road

o Ancient Olympia to be digitally preserved thanks to the cooperation between network, flood defenses, etc)

Microsoft and the Greek government , _ _ , ,
O Authentic experiences out of season in Greece (e.g.: family-friendly

O Images shared of a World Heritage, Acropolis of Athens museums, Zoological Park, thermal springs, etc)

O Videos of Airbnb room tour in Greece o A workshop in Athens producing legal imitations of antique masterpieces

The residence and studio of greek artist Alekos Fassianos opens to the public i .. .
- & P P O Christmas tradition that roots back to ancient Greece and Rome

O Highlight of trips by ferry in Greece
shile bS BY y o 20 fairytale castles in Greece (Methoni fortress, FYli fortress, etc)

O Greece becoming a real hub for high technology investments o . _ .
o TTAG, an organization dedicated to supporting sustainable outdoor

o @Greek fisherman's engagement to collect plastic from the sea adventures, organized a trip to Mt. Smolikas

© A growing interest of the French people to visit Greece O Thessaloniki kicks off the cruise season from March 2022 with 189 %

° . M o 4 V24 . . . .
o Chalki, a Greek island, wishes to be “Greek eco-island increase in the number of cruise ship arrivals

O Psiri in Athens described as a lesser-known bohemian neighborhood

NS I3 INTELLIGENCE
4th Quarter 2021




lllustrative Social Posts

Reflecting the Positive Sentiment

Gordon Ramsay: " Greek cuisine is better than Italian”

... season is, in fact, Greece . "Honestly? | think Greek cuisine is better than Italian cuisine , "he said during ... agrees with
Ramsay:“ In Greece, a lot of people “live up to 90 years thanks to the food and the climate,” he says. "It also happens ... O&

published on 07/10/21 at 11:32 | Online News | Italy | www.huffingtonpost.it

...products, and cruelty-free furnishings In Greece, travelers just got new options in two different
cities. In Mykonos ... with locally sourced ingredients. For travellers chasing Santori sunsets, family-
owned MOD Santorini opened earlier this...

published on 08/11/21 at 21:19 | Online News | United States | vegnews.com

Greece Vlog! (Airbnb tour, trying greek snacks..) | Steph Pappas

Trip to Greece with my friends!! © Instagram: @StephPappas ¥ © Food Instagram: @StephsMeals ©
@ Tiktok... On my channel | upload mostly mukbangs, reviewing new fast food items, cooking videos,
clothing hauls, makeup, vlogs and...

...augmented-reality mobile app. At the Olympic Museum in Athens they can use HoloLens headsets
to overlay a digital version of ... technology are endless. For the first time, visitors from around the
world can virtually visit the birthplace of democracy...

published on 11/11/21 at 11:49 | TV / Radio | United Kingdom | www.bbc.com

Acropolis of Athens, Greece, World Heritage i@#NaturePhotography #travelphotography #landscape
#travel pic.twitter.com/7JJEJF81EZ

published on 14/11/21 at 14:18 | Twitter | United States | twitter.com

4th Quarter 2021

inside the colorful home and studio of greek artist alekos fassianos

ALEKOS FASSIANOS born in 1935 in athens, greece, alekos fassianos trained in music but went on to study painting
at the athens school of fine arts of the national technical university of athens — NTUA (1956-1960) where artist yiannis
moralis was...

published on 17/10/21 at 12:15 | Online News | Italy | www.designboom.com

Luxury Greek Ferry? LUX DELUXE Room on Minoan Lines’ Festos Palace

LUX DELUXE: ...onboard, including the pool, food, and drinks. With 227 islands, it's no wonder Greece has a rich

A_—"Pm : history as a sea faring nation. And that tradition continues today as millions of people - locals and
R

tourists alike - rely on Ferries to get around...

published on 02/10/21 at 18:00 | YouTube | United States | youtube.com

Mitsotakis for Amazon in Greece: The country is becoming a hub for high technology investments

a ... work from Greece . So what is interesting is that, in a working environment with more ... they work
from Greece . So what is interesting is that, in a work environment with more ... OB

published on 03/12/21 at 12:22 | Magazine | Greece | www.protothema.gr

Meet the Greek fisherman cleaning up the Mediterranean Sea

According to a 2019 report published by WWF Greece, plastic pollution in the Mediterranean region
is expected to quadruple ... collect plastic from the sea. The organisation works with over 1,300
fishermen on 400 boats in 28 ports across Greece and...

published on 29/11/21 at 18:30 | TV / Radio | France | www.euronews.com

Greece: "Growing interest from French tourists "

... tourist attractiveness again. For example, we want to improve our offer, to extend the tourist season, by ... Q&

published on 06/10/21 at 20:25 | Newspaper | France www.lefigaro.fr

INN = INTELLIGENCE




lllustrative Social Posts

Reflecting the Positive Sentiment

Planning a move in 20227 Here are Europe’s most friendly countries The Greek and Roman origins of Christmas traditions

v

...Greece in eighth place, Ireland in sixteenth and Spain just scraping in at number 20. Taiwan was l
ranked the most friendly ... friends here). The country came top in the travel and transportation
category though, and fifth in the quzlity of the...

...than one festival per season. Pyanopsia The festival of Pyanopsia (or Pyanepsia) was held in
Athens in honour of the ... originate from the festival of Kronia and its Roman equivalent, Saturnalia.

[Greek News Agenda] ancient Greece, apokries...

published on 11/12/21 at 09:00 | TV / Radio | France | www.euronews.com

published on 24/12/21 at 11:09 | Blogs | United States | greekcitytimes.com
Chalki: A small Greek island wants to become climate neutral - and hopes for digital nomads

20 Amazing Castles in Greece For Your 2021 Bucket List

... h transform sustainable and self-sufficient travel destinations, "announced the premier. In seven
years at the latest, Greece wants to ... &

...of the castle. Arta is at Arta, 471 00. 20- Assos Castle One of Greece’s most spectacular ruined
castles is Assos Castle... Assos Castle is at Assos, Frourio, Kefalonia. Sarah Holmes is a travel and
fashion writer living in the heart of England...

published on 07/11/21 at 11:09 | Newspaper | Germany | www.handelsblatt.com

The new arrivals in Athens in food and drink
published on 17/10/21 at 03:14 | Blogs | Australia | travel2next.com

... in the near future the first zzro waste restaurant in Greece and until then invites its visitors to Seeking Adventure on the Stunning Greek Mountain of Smolikas
support ... recycling in the area. Kleitiou 3 Athens Down in Piraeus Not one, but two interesting

arrivals count... 0OE&

published on09/10/217 at 08:28 | Online News | Greece | www.news247.gr " . . ’ . : . B "
' ' " ...surrounding Greece as a tourist destination while preserving the country’s environment. The Thing

The big projects that will change Greece in 2022 | About Greece on ... are not damaged or polluted by the activities of tourists and outdoorsmen. Due
to Greece's reliance on tourism, and its...

' : i 1 : | A
... will be assembled and will begin its journey to the bowels of the earth, initially heading to the publishiad on D9/10/21 41 071:03'| Bloge:| Cyprus | GreameapIien.com

eastern suburbs of ... new technology vehicles more environmentally friendly , namely electric, CNG
and hybrid. At the beginning of Octoter, the .. B8 Thessaloniki Set to Welcome Cruise Ships from March 2022

published on 31/12/21 at 23:03 | Online News | Greece | wwwnewsbeast.gr

The Greece you do not expect, beyond the summer there is more ...in Macedonia and Northern Greece, while offering an experience that will include all forms of

tourism,” he added. The minister said Greece was working on developing cruise travel in a

Unexpected Greece , beyond summer there is more Not only breathtaking beaches but also family sustainable manner. He cited data released this week by the...

friendly museums, slopes ... recreational. Athens is therefore a timeless but also ageless city: it is published on 09/12/21 at 13:00 | Blogs | Greece | news.gtp.gr
definitelv a familv friendlv destination . Many in fact... QB

published on 13/12/21 at 11:59 | Newspaper | Italy | www.repubblica.it

The bohemian neighbourhood of Psiri in Athens is a great place to visit, if you want get
a more authentic and less touristy feel of Greece's vibrant capital city. @ Unknown
pic.twitter.com/3QCNAv1TWAy

On the outskirts of Athens, this workshop reproduces ancient masterpieces to perfection

... Stelios Gavalas. The Athens Workshop makes tourists want to buy an elegant object, bring back (or ship ... visit in their
daily environment . "A good reproduction can prolong your trip ” says Nancy Moses. Thatis. .. 08

published on 12/11/21 at 10:32 | Magazine France | www.nationalgeographic.fr published on 24/10/21 at 02:20 | Twitter | Canada | twitter.com
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Negative Sentiment Drivers

What vigilance points to watch reputation-wise?

Most negative sentiment drivers are again linked to the pandemic context and consequences as well as the migration problems. Other social and political issues

regularly reported portray the country and its capital city in negative, however most of them are anecdotal with limited consequences on the overall reputation.

Examples of reputation drivers...

Topics mentioned may be not “mainstream” in the sentiment

O Protest against new COVid-lg restrictive measures flow, sometimes even “anecdotal” or outside the tourism space

strictly, however they can generate a negative influence on the
overall attractiveness of Greece in potential travelers’ mind.

o Migrant boat accidents

O Flights to Athens cancelled due to volcanic ash from Mt. Etna eruption (ltaly)

O A 60-year-old man died in the sea in Crete while trying to rescue his grandsons

o 3 Turkish asylum seekers being tortured and forced to return to Turkey by Greek officials
O Some Greek citizens' disrespectful behavior to disable people

O As of January, Greece fines 100 euros to over 60 years old unvaccinated, which can be painful for many retirees

O Athens’ decision to reduce the duration of the Green pass to 7 months for the over 60s
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lllustrative Social Posts

Reflecting the Negative Sentiment

Man dies in Crete while trying to save grandsons

...journalist based in Athens, told BBC Radio's Good Morning Scotland programme the man had been
on holiday with his wife...

published on 21/10/21 at 10:52 | TV / Radio | United Kingdom | www.bbc.com

Turkish asylum seekers allegedly being pushed back in small boats by Greece

...attempt at leaving Turkey for Greece on 17 June 2020, from where he hoped to travel on to
western Europe. He said: “Within five minutes of arriving, Greek soldiers surrounded me like an

enemy, forced me to kneel with their guns pointing at me. |...

published on 15/12/21 at 16:22 | Online News | United States | www.opendemocracy.net

No Respect: Cars Block Sidewalk Ramps for Disabled in Greece

...street set off social media anger that Greece isn't friendly for the disabled. In a Facebook post that
went viral, the ... and you have the makings of a miserable holiday for anyone who is dependent upon
a wheelchair.” But he said then that the...

published on 07/12/21 at 01:00 | Blogs | United States | www.thenationalherald.com

Death toll from Greece migrant boat accident rises

“This shipwreck is a painful reminder that people continue to embark on perilous voyages in search
of safety,” said Adriano Silvestri, the UNHCR's assistant representative in Greece. Increased

crossings Earlier on Friday, the coastguard had...

published on 25/12/21 at 12:21 | Online News | Turkey | www.trtworld.com

4th Quarter 2021

Airlines forced to cancel half-term holiday flights as Mount Etna spews ash and smoke

...to cancel half-term holiday flights while EasyJet suspends ALL services into Athens as Mount Etna
spews ash and...

published on 23/10/21 at 21:49 | Newspaper | United Kingdom | www.dailymail.co.uk

Covid in Europe: Greece fines 100 euros to those not vaccinated

The same will happen between January 3 and 7 to monitor the transmission of the pandemic during the holidays . Although
Greece has been one of the first countries to impose the compulsory nature of the vaccine in some professions - health
personnel and ... O&

published on 01/12/21 at 15:16 | Online News | Colombia | www.elespectador.com

Covid, WHO: \ "“In Europe, winter will be hard due to an increase in infections \"

... theaters, museums and gyms. To avoid new "avoidable deaths", Athens has also decided to
reduce the duration of the Green pass to 7 months for the over 60s as an incentive to rush the third
dose. Slovakia - The executive announced a ... Q&

published on 19/11/21 at 17:16 | Online News | Italy | www.tgcom24.mediaset.it

Greece : Restaurants close to protest against new anti- Covid measures

Greece : restaurants close to protest against new anti- Covid measures Nov. 16,2021, 210 pm © ...
summer tourist ], is not enough to cover the losses of the last 16 months, "added the unicn. The
Greece ... OB

published on 16/11/21 at 14:10 | Newspaper | France | french.rt.com
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KEY SENTIMENT TRENDS - SUMMARY

Quarter 4 - 2021

After reaching record values in October, the Net Sentiment Score during Q4 has been declining in November and October for Greece and Athens.
The downward trend is observed for most competitors except ltaly, keeping Greece in a competitive position over the quarter average.
The share of COVID-related mentions rose significantly in Greece Travel conversations in Q4, from 15% to 24%, partly explaining the drop in sentiment.

The decline in online conversations' polarity is visible in most markets tracked, with a significant drop in December in France, Italy and in the UK, while the e-
reputation was resilient in Germany.

Key pillars of Greece tourism reputation drivers (culture, gastronomy, hospitality) have been very active and positive in online social conversations. Mentions
on cleanliness are positive too. The COVID-related mentions, though less negative vs Q3, still generate mixed sentiment and significant volumes shared.

Greece and Athens were associated in online social conversations to broad to niche themes and locations, including sustainability and eco-friendly
experiences, 2022 projects related to technology, new all-vegan accommodations, to name just a few. Those special topics help keep positivity in the overall
sentiment. Athens in particular relies on a very strong flow of social content related to Culture which appears to be a great topic of conversations outside the
“sun & sea” season.

Most negative sentiment drivers are unsurprisingly linked to the pandemic context and its consequences (travel frictions, planning difficulties, financial issues
for the sector’s verticals...) as well as the migration problems regularly exposing Greece to bad reports. Other social and political issues portray the country and
its capital city in negative, however most of them are anecdotal with limited consequences on the overall reputation.
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Experience Reputation Dashboard (Greece)

4th Quarter 2021 w w *

Sanitary Safety Pandemic Precautions Rating per market

Overall Rating:
& Score(*) Score(*)

9,07

10,8 .8 & 5

Europe Benchmark: 8,66
Athens: 9,16 / Seaside: 8,94 / Other: 9,24

6,4

Culture Rating Reviews

(/10) count

Restaurants

USA 9,12 1608

UK 8,72 4011
Italy 8,59 724
Netherlands 8,55 2300
RS Germany 8,47 2377

France 8,46 903

Sea

Shopping

Accommodations

Accommodations Attractions Restaurants

W Sanitary Safety Score ® Pandemic Precaution Score Note: based only on reviews

having market origin information
(about half of total reviews)

(*) Sanitary/Pandemic vigilance threshold is usually defined below 5/10 NN INTELLIGENCE




Experience Reputation Dashboard (Athens) at quarter 2021 % 9

: Sanitary Safety Pandemic Precautions Rating per market
Overall Rating:
Score(*) Score(*)
9,16
Europe Benchmark: 8,66 7’ 0 6’ 4
Greece: 9,07 / Seaside: 8,94 / Other: 9,24

Greece Avg. : 5,5 Greece Avg. : 4,2

Culture Reviews

Rating count

Sea

USA 9,11 942

83 3,8 |
7,6 73
Netherlands 8,80 260
5,2
40 UK 8,77 684
ltaly 8,60 385
o France 8,41 752

Germany 8,31 643

Restaurant

Shopping

Accommodations

Accommodations Attractions Restaurants

W Sanitary Safety Score B Pandemic Precaution Score Note: based only on reviews

having market origin information
(about half of total reviews)

(*) Sanitary/Pandemic vigilance threshold is usually defined below 5/10 | NN INTELLIGENCE




Overall Rating:

8,94

10,8 .8 & 5

Europe Benchmark: 8,66
Greece: 9,07 / Athens: 9,16 / Other: 9,24

Restaurant

Sea

oo 00
O Rt
o

Culture

Shopping 8,85

Accommodations 8,76

Experience Reputation Dashboard (Seaside)

Sanitary Safety Pandemic Precautions
Score() Score(¥)

6,2 4,8

Greece Avg. : 5,5 Greece Avg. : 4,2
6,5 6,3
5,3
35 3,8
I 2’6 I
Accommodations Attractions Restaurants

W Sanitary Safety Score B Pandemic Precaution Score

(*) Sanitary/Pandemic vigilance threshold is usually defined below 5/10

4th Quarter 2021 w w *

Rating per market

. Reviews
Rating count
USA 9,11 476
UK 8,69 3099

Netherlands 8,59 401
Italy 8,55 444
Germany 8,50 1384

France 8,42 1395

Note: based only on reviews
having market origin information
(about half of total reviews)
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138 Experience Reputation Dashboard (Other areas)

AREAS

Overall Rating:

9,24

Yk k ke

Europe Benchmark: 8,66
Greece: 9,07 / Athens: 9,16 / Seaside: 8,94

Score(*) Score(*)

7,3 5,7

Greece Avg. : 5,5 Greece Avg. : 4,2

Culture

Sea

Restaurant

Accommodations

Shopping

Accommodations Attractions Restaurants
W Sanitary Safety Score B Pandemic Precaution Score

(*) Sanitary/Pandemic vigilance threshold is usually defined below 5/10

Sanitary Safety Pandemic Precautions

9,0 8.6 -
7,7
6,1 6,2
I I 4’4

4th Quarter 2021 w w *

Rating per market

Netherlands 8,75
France 8,88

Germany 3,69

Rating
USA 9,19
Italy 9,04
UK 9,01

Reviews
count

190

198

228

89

230

273

Note: based only on reviews
having market origin information

(about half of total reviews)
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Experience Reputation Dashboard (Summary)

Greece Evol. Q3/Q4 Athens Evol. Q3/Q4 S&B £Evol. Q3/Q4 Other Evol. Q3/Q4 Europe™ Evol. Q3/Q4

Overall Rating 9,07 0,14 9,15 0,15 8,94 0,08 9,24 0,13 8,66 0,06
Culture 9,34 0,09 9,53 0,08 8,96 -0,13 9,39 0,17

Restaurants 9,15 0,08 9,16 -0,13 9,16 0,13 9,14 -0,06

Sea 9,05 0,18 9,42 0,30 8,99 0,11 9,34 0,21

Shopping 8,91 0,06 8,95 0,24 8,85 0,03 8,87 -0,01

Accommodation 8,82 0,18 8,76 0,23 8,76 0,16 9,13 0,31

Sanitary Safety 6,4 0,87 7,0 0,45 6,2 0,76 7,3 2,19

Pandemic Precautions 5,1 0,88 6,4 1,07 4,8 0,58 5,7 1,96

Accommodation - Sanitary Safety 6,7 0,66 7,6 1,12 6,5 0,57 7,7 1,65

Accommodation - Pandemic Precautions 5,6 0,49 7,3 1,17 5,3 -0,58 6,1 0,60

Attractions - Sanitary Safety 4,3 1,16 5,2 -0,60 3,5 0,82 6,2 2,37

Attractions - Pandemic Precautions 3,2 0,56 4,0 0,59 2,6 0,14 4,4 1,88

Restaurants - Sanitary Safety 7,2 1,12 8,3 0,23 6,3 0,52 9,0 3,60

Restaurants - Pandemic Precautions 5,9 2,52 8,8 2,95 3,8 0,52 8,6 6,07

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

Overall Rating 9,07 0,14 9,15 0,15 8,94 0,08 9,24 0,13 8,66 0,06
USA 9,12 0,10 911 0,09 9,11 0,17 9,19 -0,18

UK 8,72 0,13 8,77 0,27 8,69 0,11 9,01 0,14

NL 8,55 -0,02 8,80 0,25 8,59 0,05 8,75 0,18

DE 8,47 0,04 8,31 -0,14 8,50 0,12 8,69 0,07

FR 8,46 0,09 8,41 0,08 8,42 0,11 8,88 0,09

IT 8,59 0,23 8,60 0,19 8,55 0,25 9,04 0,23

(*) Benchmark based on 34 European Countries for the same period
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KEY REVIEWS TRENDS - SUMMARY o

Quarter 4 - 2021

After the challenge seen in peak season for delivering the right “full and safe” experience quality to visitors, a sharp rebound of satisfaction
Is reported throughout Q4.

Ratings are high on the rise for most travel sectors and markets, both in Athens and other regions monitored.

Data suggest visitors in Q4 were truly able to enjoy a “full Greek experience” in a more relaxing and “secure” context, providing also
excellent reviews on sanitary safety. Restaurants and shopping may not be the verticals most on the rise vs Q3, however they benefit from
maintained high ratings in absolute values.

The “culture, food and sea” triptych was again a winning combo in terms of experience, even lived in a cooler climate! The sea elements
nearby Athens bring an extra boost of satisfaction for urban visitors, restaurants delight visitors of seaside destinations and cultural
experiences boost visitors in other areas.

The highest ratings are recorded among US, UK and Dutch visitors in most regions. French and Germans report more contrasted reviews
compared to the average markets, particularly in Athens. Italians shared excellent reviews in areas outside Athens and the seaside.
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