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KOpla Znpeia

AnpiAiog-lovviog 2024

H mopeia Tov dgiktn NSI

E&etdlovtoc to devtepo tpiunvo cuvolkd kot pe Pdon tov oeiktn NSI, n EALGSa (30) pali pe v Iomavia (30) katatdocovtor oty tpitn BEon
peta v [optoyario (66), v Itario (55) kar otnv Kpoatia (55) .

O uvag Anpiliog vnpée o o 1oyvpog yia ) Betikn erun ™ EAAGdag ko tng AOMvag oto dtadiktvo.

To mePLEOUEVO TMV OLUOKTVOK®OV GVINTHOEMV

H dadictvaxn enun g EAALGdag cuveyilel va GUYKEVTIPAOVEL TOV HEYOADTEPO OYKO BeTik®V culntoewy og Bépata Moltiopov kol 'astpovopiog .

Y116 Oetikég avapopéc meptapuPdvovtal 6yoALn Yo ToV Kopo (Kupimg Tovg avolEldTikovg UNVeS) Kat TV Toldtnta. TG epmepiog otn 6dAacaca, yio,
EVOAAOKTIKOVE TPOOPIGLOVE OTmG To. MeTémpa, KabmG kot dpactnplomtec Omme N avappiynon kot n meComopia. Ot eumelpieg mov oyetiloviav ue
yoaotpovouio tepthdpufavay avapopEg 1060 6€ LaONUOTO LOYEPIKNS OGO Kot TO Gaynto o€ Lovadikd tepipailovta.

Addeg Betikég avaopéc oyetiCovror pe ta véa amevbeioag OpoloAdylo TTHCEWV UEYAA®Y OMOGTACE®Y KOl TNV EAKLOTIKOTNTA TNG YMOPOS G
KOPLPAIOL TPOOPICUOV Y10 YOVOUKES TTOV TOEOEVOVY UOVEG TOVC.

Karaypagerar avénon tov culinmiccov yOpo amd Tig vyniés Oeppokpacieg tov Iovvio, éva cuvnOiopévo mpoPfinpa 6Tovg HEGOYELOKOVG
TPOOPLGPOVS KOOMG, APEVOS GUVIEOVTAL LE TVPKAYIES KOl APETEPOV 0OTYOVV TO KAEIGILO GNUAVTIKAOV OPYOLOAOYIK®V YDPOV.

[Tapéro mov 10 Oépo g Draoeviag OnpovPYNoE CLYKPITIKG AlyoTEpeg culnthocels, katérhafe tqv Tpitny 0fom oTOVS TOPAYOVTES 7OV
onuovpyovv BTk eNun.

Period of analysis: April 1st, to June 30th, 2024.
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KOpla Znpeia

AnpiAiog-lovviog 2024

Mg Baon Tic aEloloynoels o€ TovpLoTiKa sites (online travel agents, travel review sites kAm.), To KOpla onueia £ovv wg eENG::
H a&oroynon g epmerpiog

o To eminedo wavomoinong mapépsve moAv vynio (EALGda: 9,2 & ABnva: 9,1) kot onpavrikd vyniotepo and v fadporoyio tng Evpdnng
ovvoMkKa (8,9).

e Amd tov @efpovapilo Tov 2024, o apBudc tov agloroyncemv yuo tnv EALGSa avEdveton otabepd. H ABnva axorovdnoe avti v tdon uéypt tov
Mdawo, onuewdvovtag pukpn peiowon tov Iobvio. Avtd deiyvel OtL, evd 1 GLVOMKN EMGKEYLOTNTA £xel avENOel AOy®m NG mEPLOO0L oyUNG, OL
EMGKENTES TPOTLUOVV OAO KOL TEPLGGOTEPO VA TASIOEVOVY GE TEPLOYES EKTOS TOV KUPLAOV TOLE®V, OTMOC OMOOEIKVVETOL OO TOV TAYVLTEPO PLOUO
avénong tov agloroyncemv yia v EALGSa cuvolikd.

o Oleg o Ileprpépereg giyav fadporoyio peyorvtepn tov 9, pe 1 Oecoario kot T Avtiki) Makegdovia va ¢Odvovv 610 9,5 kon 9,4 avrictorya,
emPBefordvVOVTOS TIG SOLVATOTNTESC TOL VILAPYOVV YO TN YPOVIKN KO YMPIKN EXEKTOGT TNG TOVPIGTIKNG OPOUGTNPLOTNTAC.

Ta empépovg 6VOTATIKA TNG EPTEPLOG

o Xg €BVikO emimedo o1 AE0AOYNOELS Y10 TA EMPEPOVS GVOTUTIKA TOV TOVPLoTIKOD TTPpoiovrog (Iomtiopog 9,3, T'aotpovopio 9,1 Eprepio o1
Odracoa 9,0), Exovv Babuoroyia peyardtepn/ion Tov 9 evd, 1 Yaotpovopia Eemépace v eunepio ot 0dAacoo.

e Ambd Vv avdivon mpokimTel 0Tl 01 TaSOIATES 6TV EALGOO ekTIoOV OAD TO avOpOTIVO dvvaopikd, divovrag eCapeTikn Badporoyia, mepi
70 9,5 670 GUVOLO TI|C YOPUS.

Period of analysis: April 1st, to June 30th, 2024.
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KOpla Znpeia

AnpiAiog-lovviog 2024

o Tevikd, kaTaypdeeTon tKavomoinon o¢ tpog Vv aio Tov eunelpldv o oyéon ue ta ypnuota (Value For Money) anodidovtag Pabuoioyio ot
yopa 9,1, éva moAD BeTikd emitevypa €101KE KaTd T O1dpKELN TG TEPLOOOL OLYUNG.

o Zyetka pe to Buwowo Ta&idr (8,4) kot v Yyiewn (8,3), Kotaypaeovtol oYETIKE 1IKovomomTikeg aSloAoyNoELC.
H tovprotikn gpmepia ava meprpépera

e H Ococaria éhafe Tnv vynrotepn fadporoyio 6cov agopd tov Iloitiopnod, axorovbovuevn and v Kevrpikry Maxedovia, tnv [Tehondvvnoco
Kot ) Avtikn] EAAGSo.

e H Kpnt, nponyeitan 6cov apopd v I'aotpovopia, pe ta Iovia Nnowd ko t Avtiki] Makegdovio vo akoAovBovv pe pkpr| o1opopda.

e  Evtunwowokd ebpnua aroteAdel 0Tt ' Hrepog anéonace t1g Betikdtepeg a&loAoynoelg yia tnv eunelpia otn Bdhacoa.

e  Oocov agopa to avOpamvo svvapiko, 1 Xteped EALdoa, n ' Haepog kon ta Iévie Nnoid siyov v vymAidtepn Babuporoyio

e H Xrteped EALGoa mponyeitorl 6Tic aEL0AOYNOES O TPOS TN 6YEGT TOWOTNTOUC-TIUNG 0KOAoVOovMEVY] pe pIKp ommdk o amd T AVTIKN

EALGoa.

O uooipeg dpaoeg emravédnkav meprocotepo otnv Kevipukiy Makedovia, 1 onoia eivor emiong, m meploy] mov éhafe tnv vyniotepn

Badpoiroyia yio TV Yyiewi).

A&rorldynon ¢ epmepiag ava ayopd

o Oumévre 01ebveic ayopéc pe Tov vynrotepPo 0yKo afroroynoewv oty EALada Ntav xotd cepd 10 Hvopévo Baoiiero, ov Hvopéveg Molteieg, n
T'arhia, n l'eppovio kon n Itario.

e O emokénteg amo Tic Hvopéveg Ilolteieg kot 10 Hvopévo Baoilelo édmoav Tic vywnhotepes ovvolkég Pfabporoyieg, akoiovboduevol amod
exetvoug amd ™ leppavia, ™ FNodiia kot v Itokia.

Period of analysis: April 1st, to June 30th, 2024.

MM K8 - avenceo = EENIA
Greece Reputation Tracker | 4 Note: For a full list of sources, please see appendix A 1eY7 liescarch e =L sy e 0B


https://tci-research.com/travelsat/
https://tci-research.com/

Contents

GREECE REPUTATION TRACKER

GREECE’S ONLINE SOCIAL REPUTATION TRAVEL IN GREECE

Key Sentiment Indexes Conclusion
3 33 IMPORTANT TAKE AWAYS FOR

RESTAURANTS, BARS & ATTRACTIONS

Experience Reputation Annexes
13 GREECE'S VISITOR EXPERIENCE REPUTATION: 35 SOURCES PER TYPE OF DATA

M HES!
Greece Reputation Tracker | 5 (e icscarch



https://tci-research.com/travelsat/
https://tci-research.com/
https://tci-research.com/travelsat/
https://tci-research.com/

p— p— \I'
_a— l
[ ] 1
Key Sentirr xes |
GREECE’S ONLINE 4OC|AL REPWT /
{ ey ,-'/
- \\'x/f

MM i®
e}/ Rescarch ‘?1TG\/8|SOT


https://tci-research.com/
https://tci-research.com/travelsat/

Sentiment Tracker

METHODOLOGICAL OVERVIEW OF DESTINATION REPUTATION AT LARGE

Analysing online social data

* The “sentiment” reflects the state of travel brands’ online reputation. These are seen
through online social conversations at a global level.

* They are shared by differing media, consumers, companies, citizens, brands and officials
on websites, forums, blogs & social networks.

*  While sentiment is not predictive of travellers’ planning, a positive e-reputation is
essential to generate favourability towards destinations and travel brands, particularly
when choosing a destination.

* In the past 12 months, Greece was mentioned 915K+ in social conversations in relation
to travel, generating 12M engagements, shared by 206K+ unique authors from 210
countries.

1%

H Social Networks

B Online News

M Blogs / Forums
Magazine / Newspaper

TV/Radio

MM JES
Greece Reputation Tracker | 7 Note: For a full list of sources, please see appendix A e loscarch
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Key Sentiment Trends

SUMMARY FOR THE SECOND QUARTER OF 2024

* Greece’s overall Net Sentiment Index for the second quarter of 2024 held a relatively high score in April, subsequently dropping in May and June.
It currently stands in third place alongside Spain, following Portugal, Croatia, and Italy. The polarity of conversations for Athens saw a peak of
positivity in April, yet experienced a strong decrease in May and June leaving it in fourth place compared to all other benchmarks.

* Greece saw the highest volume of conversations centred around Culture, maintaining the most positive sentiment. Gastronomy followed closely,
ranking second in both volume and positivity. Meanwhile, discussions on the Environment increased but experienced a notable drop in sentiment,
likely due to extreme weather events over the summer. Lastly, although Hospitality generated fewer conversations, it achieved third place in
positive sentiment and had an overall favourable score.

*  Most positive drivers focused on Greece's incredible weather and crystal-clear waters through a large number of posts on social media. However,
content also highlighted incredible destinations like Meteora, rock climbing, and hiking. Food-related activities showcased a mix of learning to cook
and dining in unique spaces. Additional positive content mentioned Greece having some of the cleanest waters in Europe, new direct long-haul
flight routes, and being an ideal destination for female solo travellers.

* Looking at the stories behind Greece’s downward changes in scores, the decline in the month of May was specifically due to a group of pro-
Palestinian protesters chasing Israeli visitors to their hotel, an incident that escalated to the point of riot police having to interfere. This story had an
even stronger effect on Athens’ score.

* June saw the proliferation of negative content that often affects all Mediterranean destinations in summer, being the strong heatwaves. These
caused wildfires in Greece which resulted in some travellers missing and others passing away. The heatwaves also made it very difficult for visitors
in Athens to do sightseeing, with the Acropolis being eventually closed during the hottest hours of the day for safety reasons. Finally, within the
same theme, a story on the island of Hydra suffering from a man-made fire due to fireworks being shot from a luxury yacht generated a very high
degree of controversy.

Period of analysis: April 1st, to June 30th, 2024.

M JES
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Net Sentiment Index

TRENDS FOR GREECE’S ONLINE REPUTATION
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Reputation Topics

TRENDS FOR GREECE’S ONLINE REPUTATION

Unsurprising for Greece, Culture generates once again the highest volume of conversations, with it holding the most positive polarity in conversations during the
second quarter. It is followed by Gastronomy, also an important topic for Greece, in both senses (holding second place in terms of polarity). Environment saw a rise
in volume coupled with a significant decrease in polarity, likely due to the many extreme weather events seen during the summer period. Finally, Hospitality, being
a more niche topic, received much less volume than others, yet holds third place in terms of conversation polarity and a positive overall score.

Volume of Social Conversations Net Sentiment Index

Culture Culture

Gastronomy Gastronomy

Environment 8.897 Hospitality

Hospitality | - 586 Environment

Period of analysis: April 1st, to June 30th, 2024.

M LS
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Positive Sentiment Drivers

STORIES FUELING GREECE’S SOCIAL REPUTATION

With the spring and summer seasons within the second quarter, it comes as no surprise that the vast majority of content centred on the incredible weather Greece offers
alongside its crystal-clear waters. However, drivers also showcased majestic destinations like Meteora, rock-climbing, and hikes. Food-related activities presented a hybrid
aspect of learning to cook or eating in special spaces. Other positive content spoke of Greece as having some of the cleanest waters in Europe, new direct long-haul flight routes,

or being an ideal destination for female solo travellers.

Examples of reputation drivers

* Displaying beautifully clear waters in Giali beach in Corfu. Described as

heaven on earth

* Kourtaliotiko Gorge in Crete — an ideal oasis of icy cold water under a large

waterfall for those who wish to hike to it

* Enjoying the heat of the summer on a boat in Greek waters — reminiscent of

the hit film Mamma Mia

* Meteora as a unique destination for those who want to visit a magical place.
The rock pillars are also described as perfect for those who enjoy rock

climbing

* Greece as one of the destinations with the cleanest waters in Europe, with

95 percent or more being excellent for bathing

*  Visiting a beautiful abandoned town on the island of Paros

* Travellers from the United States had a hard time deciding what they loved

most from Greece, but concluded that the food won their hearts

Period of analysis: April 1st, to June 30th, 2024.

An experience eating a wonderful Greek lunch in a cave next to the sea
in Kelafonia

Taking a cooking class to learn to make spanakopita in Athens —
described as a perfect activity for both solo travellers and friends

Organising a surprise trip for a bestie to the Greek islands, all helped by
the Spanish travel agency, Flappin’

A video on how to pack for a one-week girls’ trip to Greece when you
have limited luggage allowance

Greece making a list of one of the best destinations for female solo travel
in 2024

The Felipe Angeles International Airport in México has announced new
flights routes to Europe, with one of the destinations being Greece

Miss Universe travelling to many international destinations, being
particularly marvelled by the history that Greece has

A video of a beautiful suite on Santorini island, having a jacuzzi with
incredible views

Greece Reputation Tracker | 11 Note: For a full list of sources, please see appendix A
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lllustrative Social Posts

STORIES REFLECTING POSITIVE SENTIMENT

Abmes Bell - Travel & Life (pdmeebefll]) crested o pest

tdd not bsliess my eyes » W locat

i Olel beach Corly egreece vy Sgreekilands Apescetrgel Sgrescelibick suwweliildok
S BUIDERATEUITITI

Beautiful Destinations (besutifuldestinations) cresled o post
o wiatar is fremnng
Ly I Fwalprfped

[ -

& o @mikalapardas * Howrtaliotion Gorgs, Crata, Greeos-Screts ecietelsiand etktoitrred straveitips

e o OR/ORT4 - T4 5T | ThTok | (viee STaDe | BEE cxam

Lani Baker Randol (koni baker) emabed o powl

ﬁ ﬁ \ Frepare 0 be 3icic of This Mamima Ma comtent whie [ in Gresos » @ wwimmis o @5immng ¢ thoaiday sgrescs feavaling fpuims
Fravarikdok

peduen s CLAIN 4 a0 THIE T T | Loreves] iy | ok o

Beautiful Destinations (beautiluldestinalions) created a post

i of seciuson = sprfushty 88 W Schm_Sap 27 1 Meieore Gresoe Sredeomn Sl Sepions -Simcs #yeetsinys
Arrateori FDewdhildestinatons

PRt N AT | T Tk | Linired Sewies | Ao coen

Period of analysis: April 1st, to June 30th, 2024.
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Here you will find the cleanest bathing woters in Europe
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JUANA SOSA [jusnaksass) created n post
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lllustrative Social Posts

STORIES REFLECTING POSITIVE SENTIMENT

scheckeats crented a post
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@ Ageecia Fryhones dacrpiens eviaje B0

Paock with me 1o go on a girls trip to Greece! @
1 Maddie Borge  shared n vides
Fpacking spacingeubes fpacioatthme

Favsheg on SUTETL # THET | rolitee | Unined Keggees | priule com

World of Statistics @ dstats_foad twoeted

1 Bl devlinations for oio femals vl 2008 7 68 S0 Lanks 2 @ Portugel §oas Coschin 4 = Spen S Sesenaln 6 8 Vistnem 7.0 Sntralin §.8
rwaea O W Mo Tagtanit Areoeding 1o femeni

matzhed oo RG4S @ D0 | Tertinr  Uivrhed Hinies | rachiers=rh

Period of analysis: April 1st, to June 30th, 2024.
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Negative Sentiment Drivers

GREECE’S VIGILANCE POINTS FOR ONLINE REPUTATION

The majority of negative drivers during the second quarter covered the commonly experienced heatwaves during the summer in Greece, and issue seen in all Mediterranean
destinations. Wildfires, missing or deceased visitors, and the shutting down of important historical sites were some of the consequences. Additionally, the story of the man-made
fire on the island of Hydra caused a lot of uproar and controversy. Other posts condemned the actions of pro-Palestinian protestors chasing Israeli visitors in Athens, at which
point the riot police had to intervene.

Examples of reputation drivers

*  Four tourists were found dead with more missing in wildfires as a result of Greece’s earliest heatwave in records. Several posts on X cautioned visitors to not
go on hikes during the middle of the day and to drink a lot of water

* Important sites, like the Acropolis in Athens, were forced to shutdown during peak times during the day, with some tourists fainting due to the heat

* A man-made fire on the island of Hydra was caused by tourists shooting off fireworks from a luxury yacht. The tourists made it back to their home country of
Kazakhstan, causing a lot of controversy, but are now being prosecuted for their actions

*  Two French women went missing while they were hiking on the island of Sikinos

* Several posts condemned the chasing of Israeli visitors who fled to their hotel followed by pro-Palestinian protestors in Athens. The protestors tried to storm
the hotel, at which point the riot police intervened

Period of analysis: April 1st, to June 30th, 2024.
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lllustrative Social Posts

STORIES REFLECTING NEGATIVE SENTIMENT
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Period of analysis: April 1st, to June 30th, 2024.

TF1 INFO [tinfe) oresbed m poat

& 0 B lewgrint iiland of Hipdia, in Dresce | the DoCupnemie of @ yacii sat olf Mreworks somma ssments of which ignitéd thi pine
foremt 13 people wers anested. ®info #if1 egwece #ire tensizted by goopie 08

YDA

Les FETRRDG U NACHT

ONFENAST LEFES & LAE Y

sifibratind wh S0 i TVHE | Tl ok | P | B =

TFEVINFO (i infe) created @ post

el wiles jalanl in Gresos while Sy went Mag Orss of Them mensged 1o petld sdfTying
tanetd by poogle N

pilbyined pn VAR T dr EE D T Tel | Fasce 1o dee

06 Londen @ @0liLandonTV  shared  vides

Hosiying acenes i Al Grescs &1 lach mob it Tor groop of Daneslt iowres $hayimg (0 a hoted The (ol Tides il ofiresd She hioled
andg e pofice s ail the scene sd hove deployed the use of taa goa. pic Bwifler.com T ETHRA S

Greece Reputation Tracker | 15 Note: For a full list of sources, please see appendix A

MM LS B vER L = EENA
e lescarch i T

by ey it =y b e | g1 B


https://tci-research.com/travelsat/
https://tci-research.com/

Tolg

ANTS, BARr~ & ATTRACTIONS

Expe

ECE'S VISI

epu

CE REPUTATIO



https://tci-research.com/
https://tci-research.com/travelsat/

Ratings & Reviews

METHODOLOGICAL OVERVIEW

Consolidating ratings and reviews

*  TRAVELSAT® Pulse uses a solid aggregation methodology to consolidate reviews, both
numerical scores and written feedback, from sources that cater to different aspects of
the tourism ecosystem. It should be noted that not all ratings can be associated with
specific markets.

* The platform presents all scores through a consolidated scale of 0-10. These have been
converted from their original source and are weighted to adjust the significance that
each source score has. Analyses are carried out across verticals, markets and guest
profiles.

Sentiment analysis technology

* Beyond structured ratings, written reviews are also analysed using the most developed
sentiment lexicon. This allows for an analysis of positive and negative deflections by
keywords by sub-category and guest profile.

* The Al semantic engine covers 14 languages: Arabic, Russian, Polish, Portuguese,
Swedish, Norwegian, Danish, English, French, German, Dutch, Spanish, Italian, Finnish.
However, ratings and reviews are collected for all sourcing markets sharing their
experience on the rating platforms.

Greece Reputation Tracker | 17 Note: For a full list of sources, please see appendix B
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Scope of Analysis

DEFINING GREECE’S TOURISM ECOSYSTEM

Sources connected to TRAVELSAT® Pulse Reviews Corpus Analysed

* The sources range from search engines with a review function, such as
Google, to complete online travel agencies, like Trip Advisor and
Booking.com. Currently having 45 sources connected?, 95% of all experience- Verticals
based data available online is analysed.

Reviews Count Greece Reviews Count Benchmark

(01/04/2024 to 30/06/2024) (01/04/2024 to 30/06/2024)

* All rating platforms collect global data on the same KPIs, ensuring accuracy
when comparing to other destinations. Benchmarking data is therefore be Attractions 108,564 4,617,238
based on the largest Hospitality Datasets available.

Restaurants 69,425 8,793,382

Sample definition & analysis period

* A sample of 1500 properties in Greece was randomly selected from its full

. i . . . Total Sample 177,989 13,410,620
Trip Advisor inventory to create a representative picture of Greece’s tourism
ecosystem.
N The current report analyses the second quarter of 2024 ranging from ApriI Note: The benchmark is composed of several representative European destinations.
1%, to June 30", 2024.

M RS
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https://tci-research.com/travelsat/
https://tci-research.com/

Key Visitor Experience Trends

SUMMARY FOR THE SECOND QUARTER OF 2024

*  While the number of reviews for Greece has steadily grown since February 2024, Athens followed the same pattern until the month of May, seeing a
slight drop in June. This suggests that, while visitation has certainly risen in general due to the high period, visitors have preferred to travel to areas
outside of the main cities, suggested also by the much more rapid rate of growth for Greece overall.

* Greece maintains a competitive overall rating compared to the European benchmark (+0.3 pts.), remaining unchanged since the previous quarter.
The advantage vis-a-vis the European benchmark is noted for all regions, as well as Athens. All received a score of at least 9.0, demonstrating
Greece’s capacity to satisfy visitors regardless of the high season.

* Cultural experiences have once again received the highest rating in Greece, with a score of 9.3 points. However, this time around Food & Beverage
scored higher than Seaside attractions. Thessaly obtained the highest rating in terms of Culture, but was followed closely by Central Macedonia,
Peloponnese, and West Greece. Crete, however, lead in terms of Food & Beverage, with the lonian Islands and West Macedonia trailing closely
behind. Finally, Epirus was most highly praised for Seaside activities.

* Personnel continued to receive the highest sentiment scores in written reviews, standing at 9.5. Value for Money came in second, with a score of
9.1, a key indicator of visitor satisfaction, especially during the high period. Sustainable Travel and Hygiene followed in score, with an 8.4 and 8.3
respectively, both being very satisfactory scores.

* In terms of variation per region, Central Greece, Epirus, and the lonian Islands all had the highest sentiment scores when it comes to Personnel.
Central Greece lead in evaluations of Value for Money in guests’ written reviews, followed closely by West Greece. The sustainable actions of
operators were most highly praised in Central Macedonia, being also the region that received the highest sentiment score for Hygiene.

* The five international markets that had the highest review volume overall in Greece were the United Kingdom, United States, France, Germany,
and Italy in that respective order. Visitors from the United States and the United Kingdom gave the highest ratings overall, followed by those from
Germany, France, and then Italy.

Period of analysis: April 1st, to June 30th, 2024.

MhA JES
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Overall Experience Reputation

MONTHLY BREAKDOWN OF REVIEW VOLUME & OVERALL RATING FOR RESTAURANTS, BARS & ATTRACTIONS

I Review count - Greece  EEM Review count - Athens ~ ——Rating Greece  ——Rating Athens
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Greece Overall

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN GREECE

Sentiment Scores

Overall Rating

Greece
9.2
Rating per Market
Overall Rating
Europe

8.9 Market Rating Review Volume

United States 9.4 4,208

United Kingdom 9.2 4,652

Germany 8.9 1,807

France 8.6 2,197

Italy 8.6 1,302

Greece 8.9 1,035

Culture Food & Beverage Sea

Note: Data presented here stems from numerical ratings. Note: Data presented here stems from written reviews. Note: Data presented here stems from numerical ratings.

The markets reported are based on review count.

Period of analysis: April 1st, to June 30th, 2024. Review count: 177,989

M RS
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Attica

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN ATTICA

Overall Rating . Overall Rating Sentiment Scores
Greece AN N Attica
9.2 ~—~ 9.1

I
|
1
o Rating per Market
Overall Rating
Europe \
9 e
8.9 Market Rating Review Volume
~ -
e United States 9.3 2,659
B Greece M Attica Canada 9.2 482
United Kingdom 9.1 1,131
Germany 8.7 556
France 8.5 839

Culture Sea Food & Beverage

Note: Data presented here stems from numerical ratings. Note: Data presented here stems from written reviews.

Note: Data presented here stems from numerical ratings.

The markets reported are based on review count.

Period of analysis: April 1st, to June 30th, 2024. Review count: 53,277

M RS
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Central Greece

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN CENTRAL GREECE

Overall Rating _ Sentiment Scores
-—-a Overall Rating
Greece \ ~
s Central Greece
9.2 e—~
4 9.2
/
/
p \
\
1
\
1
| 1
o y Rating per Market
Overall Rating I,
Europe \
J @ . .
8.9 Market Rating Review Volume
~ -
i —— Italy 9.9 27
B Greece M Central Greece United Kingdom 98 >0
United States 9.7 59
France 9.6 39
Germany 9.6 43
Greece 9.2 18
™

Culture Sea Food & Beverage

Note: Data presented here stems from numerical ratings. Sub-categories
with no score do not have a large enough base in terms of reviews.

Note: Data presented here stems from numerical ratings.

Note: Data presented here stems from written reviews. :
The markets reported are based on review count.

Sentiment categories with no score do not have a large
Period of analysis: April 1st, to June 30th, 2024. Review count: 2,339 enough base in terms of mentions.

M HLSS!
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Central Macedonia

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN CENTRAL MACEDONIA

Overall Rating

Greece e Overall Rating
AN « Central Macedonia
9.2 e—~
4 9.2
’
/
1 \\
! \
) I
! I
) \
Overall Rating I’
Europe \
89 e
~S o -

B Greece M Central Macedonia

Culture Sea Food & Beverage

Note: Data presented here stems from numerical ratings.

Period of analysis: April 1st, to June 30th, 2024. Review count: 22,668

Sentiment Scores

Rating per Market

Market Rating Review Volume
United Kingdom 9.3 170
Romania 9.2 54
Germany 8.9 145
France 8.8 55
Turkey 8.2 72
Greece 8.7 182

Note: Data presented here stems from written reviews.

Greece Reputation Tracker | 24 Note: For a full list of sources, please see appendix B

Note: Data presented here stems from numerical ratings.
The markets reported are based on review count.
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Crete

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN CRETE

Overall Rating _ Sentiment Scores
-=~o Overall Rating
Greece \ ~
9.2 s Crete
' , 9.1

1
1
1
o Rating per Market
Overall Rating
Europe \
D © . .
8.9 Market Rating Review Volume
~ -
e United States 9.3 183
B Greece W Crete United Kingdom 9.0 657
Italy 8.9 167
Germany 8.3 285
France 8.2 466
Greece 9.0 160

Food & Beverage Culture Sea

Note: Data presented here stems from numerical ratings.

Note: Data presented here stems from numerical ratings. Note: Data presented here stems from written reviews. :
The markets reported are based on review count.

Period of analysis: April 1st, to June 30th, 2024. Review count: 31,176

M RS
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Cyclades

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN CYCLADES

Overall Rating . Overall Rating Sentiment Scores

Greece AN ~ Cyclades
9.2 o~ 9.2

/
I
|
I .
o Rating per Market
Overall Rating
Europe \
J @ . .
8.9 Market Rating Review Volume
~S o -
=== Australia 9.5 155
M Greece m Cyclades United States 9.4 833
United Kingdom 9.2 537
Canada 9.2 171
France 9.1 343
Greece 9.1 87
Culture Sea Food & Beverage
Note: Data presented here stems from numerical ratings. Note: Data presented here stems from written reviews. Note: Data presented here stems from numerical ratings.

The markets reported are based on review count.

Period of analysis: April 1st, to June 30th, 2024. Review count: 13,854

M RS
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Dodecanese

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN DODECANESE

Overall Rating

Greece -— Overall Rating
~
9.2 AN Dodecanese
’ 4 9.2
’
’
1 ‘\
! \
! |
! 1
) \
Overall Rating I’
Europe \
89 e
~S o -

B Greece M Dodecanese

Culture Food & Beverage Sea

Note: Data presented here stems from numerical ratings.

Period of analysis: April 1st, to June 30th, 2024. Review count: 23,436

Sentiment Scores

Note: Data presented here stems from written reviews.

Greece Reputation Tracker | 27 Note: For a full list of sources, please see appendix B

Rating per Market

Market Rating Review Volume
United States 9.6 163
Germany 9.4 340

United Kingdom 9.2 1,153

Italy 8.6 193
The Netherlands 8.6 185
Greece 9.2 102

Note: Data presented here stems from numerical ratings.
The markets reported are based on review count.
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East Macedonia and Thrace

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN EAST MACEDONIA AND THRACE

Overall Rating
East Macedonia
and Thrace

9.1

Overall Rating Sentiment Scores

Greece /\ ~
9.2 e——~

-
<
%
O,
2
5
<

Overall Rating
Europe \

89 e

B Greece M East Macedonia and Thrace

Culture

Food & Beverage Sea

Note: Data presented here stems from written reviews.
Sentiment categories with no score do not have a large
enough base in terms of mentions.

Note: Data presented here stems from numerical ratings.

Period of analysis: April 1st, to June 30th, 2024. Review count: 3,770
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Rating per Market

Market Rating Review Volume
Turkey 7.9 30
Greece 8.2 27

Note: Data presented here stems from numerical ratings.
The markets reported are based on review count.
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Epirus

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN EPIRUS

Overall Rating

Greece
[ —
9.2 y
/
/

/

1
1
1

\

Overall Rating
Europe \

89 e

-— Overall Rating
~
AN Epirus
9.3

W Greece M Epirus

Sea

Culture Food & Beverage

Note: Data presented here stems from numerical ratings.

Period of analysis: April 1st, to June 30th, 2024. Review count: 1,520

Sentiment Scores

Note: Data presented here stems from written reviews.
Sentiment categories with no score do not have a large
enough base in terms of mentions.
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Note: For a full list of sources, please see appendix B eV F lieseneh

Rating per Market
Market Rating Review Volume
Australia 10 21
United Kingdom 8.9 28
United States 9.6 28

Note: Data presented here stems from numerical ratings.
The markets reported are based on review count.
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lonian Islands

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN IONIAN ISLANDS

. Sentiment Scores
OveGraII Rating -— Overall Rating
rgeezce AN ~ lonian Islands
[ —
. ’ 9.3
/
/
, \
\
1
\
1
" 1
o y Rating per Market
Overall Rating I’
Europe \
. ® . .
8.9 Market Rating Review Volume
~ -
S United Kingdom 9.2 700
B Greece M lonian Islands Germany 31 115
The Netherlands 8.8 196
France 8.8 120
Italy 8.1 107
Greece 99 8.7

Culture Food & Beverage Sea

Note: Data presented here stems from numerical ratings.

Note: Data presented here stems from numerical ratings. Note: Data presented here stems from written reviews. :
The markets reported are based on review count.

Period of analysis: April 1st, to June 30th, 2024. Review count: 10,957

M JES
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North Aegean

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN NORTH AEGEAN

Overall Rating . Overall Rating Sentiment Scores
Grgeezce AN - North Aegean
' 7
, 9.0
/

/ ‘\

! \

! |

|

o y Rating per Market

Overall Rating I,

Europe \

89 e

Note: Data on reviews per market was not sufficient for
analysis.

B Greece M North Aegean

A
Culture Food & Beverage Sea ©
Note: Data presented here stems from numerical ratings. Note: Data presented here stems from written reviews.
Sentiment categories with no score do not have a large
Period of analysis: April 1st, to June 30th, 2024. Review count: 901 enough base in terms of mentions.
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Peloponnese

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN PELOPONNESE

Overall Rating ' Sentiment Scores
-=o Overall Rating
Greece \ ~
9.2 -, Peloponnese
. ’ 9.3
/
/
p \
\
1
\
1
| 1
o y Rating per Market
Overall Rating I’
Europe \
9 e
8.9 Market Rating Review Volume
~ -
e United States 9.5 72
B Greece M Peloponnese Italy 9.4 80
Germany 9.3 57
United Kingdom 9.1 55
France 8.9 79
Greece 9.2 75

Culture Sea Food & Beverage

Note: Data presented here stems from numerical ratings.

Note: Data presented here stems from numerical ratings. Note: Data presented here stems from written reviews. :
The markets reported are based on review count.

Period of analysis: April 1st, to June 30th, 2024. Review count: 6,162
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Thessaly

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN THESSALY

Overall Rating Sentiment Scores
-—=o Overall Rating
Greece \ ~
9.2 -, Thessaly
| // 9.5 \ —
(2
II Qe‘so(\(\

1

I

1

Overall Rating * Rating per Market
v ing
Europe \
9 e
8.9 Market Rating Review Volume
~ -

S——=- Poland 9.4 91
W Greece M Thessaly Germany 9.4 105
France 9.0 56
United Kingdom 8.8 133
Italy 8.8 64
Greece 9.6 31

Culture Food & Beverage Sea
Note: Data presented here stems from numerical ratings. Note: Data presented here stems from written reviews. Note: Data presented here stems from numerlcal ratings.
Sentiment categories with no score do not have a large The markets reported are based on review count.
Period of analysis: April 1st, to June 30th, 2024. Review count: 4,551 enough base in terms of mentions.
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West Greece

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN WEST GREECE

Overall Rating

Greece -~ Overall Rating
9.2 AN West Greece
. ’ 9.3
’
/

! ‘\

! \

! 1

! 1

\
Overall Rating I,

Europe \

89 e

M Greece M West Greece

Culture Food & Beverage

Note: Data presented here stems from numerical ratings. Sub-categories
with no score do not have a large enough base in terms of reviews.

Period of analysis: April 1st, to June 30th, 2024. Review count: 2,076

Sentiment Scores

Rating per Market
Market Rating Review Volume
United States 9.7 20
Germany 9.4 21
France 9.2 36

Note: Data presented here stems from numerical ratings.

Note: Data presented here stems from written reviews. :
The markets reported are based on review count.

Sentiment categories with no score do not have a large
enough base in terms of mentions.
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West Macedonia

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN WEST MACEDONIA

Overall Rating . Overall Rating Sentiment Scores

Greece .
/\ N West Macedonia

9.2 e—~
) 9.4
II \
! \
| \
| |
\ I
Overall Rating I,
Europe \
89 e : .
Note: The sentiment categories of Personnel, Value for Money,
- - Hygiene, Sustainable Travel, and Pandemic Precautions did not
S~ have sufficient written reviews for analysis.

B Greece M West Macedonia

Food & Beverage

Note: Data presented here stems from numerical ratings. Sub-categories
with no score do not have a large enough base in terms of reviews.

Period of analysis: April 1st, to June 30th, 2024. Review count: 578

Greece Reputation Tracker | 35 Note: For a full list of sources, please see appendix B
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Rating per Market

Note: Data on reviews per market was not sufficient for
analysis.

Note: Data presented here stems from numerical ratings.
The markets reported are based on review count.
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Take Aways

IMPORTANT TAKE AWAYS FOR TRAVEL IN GREECE

*  Greece's Net Sentiment Index (NSI) for Q2 2024 was high in April but declined in May and June, now ranking third alongside Spain, after Portugal, Croatia, and Italy. Athens
saw peak positivity in April, but significant declines in May and June placed it fourth among benchmarks.

*  Greece saw the highest volume of conversations focused on Culture, maintaining the most positive sentiment. Gastronomy was close behind, ranking second in both
volume and positivity. Conversely, discussions on the Environment increased but saw a significant drop in sentiment, likely due to extreme summer weather events. Lastly,
although Hospitality generated fewer conversations, it achieved third place in positive sentiment and had an overall favourable score.

*  Positive drivers centred on Greece's amazing weather and clear waters, as frequently highlighted in numerous social media posts. Additionally, content featured stunning
destinations like Meteora, as well as activities such as rock climbing and hiking. Food-related experiences included both learning to cook and dining in unique settings.
Other positive mentions included Greece's exceptionally clean waters, new direct long-haul flight routes, and its appeal as a top destination for female solo travellers.

*  Most negative comments in the second quarter were about the frequent heatwaves in Greece, a common issue in Mediterranean destinations. These heatwaves led to
wildfires, missing or deceased visitors, and the closure of significant historical sites. Additionally, a man-made fire on the island of Hydra sparked considerable uproar and
controversy. Other posts criticized pro-Palestinian protesters for chasing Israeli visitors in Athens, which required intervention by riot police.

*  Since February 2024, the number of reviews for Greece has steadily increased. Athens followed this trend until May, experiencing a slight decline in June. This indicates that
while overall visitation has risen due to the peak season, visitors have increasingly preferred travelling to areas outside the main cities, as evidenced by the more rapid
growth rate for Greece overall.

*  Greece holds a competitive overall rating compared to the European benchmark, with a lead of +0.3 points. This advantage is evident across all regions, including Athens.
Cultural experiences in Greece have once again earned the highest score. Notably, Food & Beverage has surpassed Seaside attractions during the second quarter.

*  Personnel continued to receive the highest sentiment scores in written reviews, with a rating of 9.5. Value for Money followed closely at 9.1, a very positive achievement
especially during the peak season. Sustainable Travel and Hygiene also received commendable scores, with 8.4 and 8.3 respectively, reflecting high levels of visitor approval.

*  The five international markets with the highest review volumes in Greece were the United Kingdom, United States, France, Germany, and Italy, in that order. Visitors from
the United States and the United Kingdom gave the highest overall ratings, followed by those from Germany, France, and Italy.

Period of analysis: April 1st, to June 30th, 2024.

MhA JES
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Appendix A

SOURCES FOR DATA STEMMING FROM SOCIAL LISTENING

Unveiling the global online reputation of travel brands

Travel brands’ online reputation is measured through global online conversations and
comments on various platforms. These are shared by differing media, consumers,
companies, citizens, brands and officials on websites, forums, blogs & social networks.

Social Networks: Online News

e X *  Greek Reporter

e TikTok *  National Geographic, etc.
*  YouTube Newspaper, News Agency

*  Pinterest e Daily Mail

*  Vkontakte *  The Washington post, etc.
Blogs / Forums TV/Radio

*  Travel blogs *  RTBF etc.

. Reddit, etc. Podcasts

Magazine
*  Travel magazine

e Lifestyle magazine, etc.

Press Releases
Substack
Twitch

Greece Reputation Tracker | 39
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Appendix B

SOURCES FOR DATA STEMMING FROM RATINGS & REVIEWS

Analysing visitor experience based on ratings and reviews data

Currently 45 sources are connected to analyse ratings and reviews data. They account
for 95% of all experience-based data available online.

Agoda

AirBnB
Booking.com
BungaloSpecials.nl
Camping.info
Camping2be
CheapTickets
Ctrip (Trip.com)
Dagjeweg
Ebookers
Expedia.com

Facebook

GetYourGuide
Goibibo.com
Google
Holidaycheck.de
Hostelworld
Hotels.com
Hotels.nl
HotelSpecials.nl
HRS

Klook

Latminute.com.au

MakeMyTrip
MeetingReview
Musement
Open Table
Orbitz

Otelpuan
Parkvaccances
Rooms for Africa
Staycation
TableOnline.fi

Takeaway.com

TheFork
Travelocity
Traveloka
TripAdvisor
Trustpilot

Viator
Weekendjeweg.nl
Wotif

Yelp

Zomato

Zoover

Greece Reputation Tracker | 40
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