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Εισαγωγή

Η ραγδαία μεταβολή των συνθηκών στις οποίες πραγματοποιούνται τα ταξίδια έχει αλλάξει σε μεγάλο βαθμό τα χαρακτηριστικά των

ταξιδιωτικών αγορών, ιδιαίτερα σε ότι αφορά στα διεθνή ταξίδια. Ο Δήμος Αθηναίων προκειμένου να διευκολύνει την ανάκαμψη της

τουριστικής δραστηριότητας στην Αθήνα και να διευκολύνει τις τουριστικές επιχειρήσεις και φορείς να προσαρμοσθούν στις νέες συνθήκες

ανέθεσε στο ΙΝΣΕΤΕ την «Δράση Ενημέρωσης και Ευαισθητοποίησης των μελών / τουριστικών επιχειρήσεων στα νέα δεδομένα και ανάγκες

της αγοράς: Ευέλικτη και Εξειδικευμένη πληροφόρηση των φορέων και Επιχειρήσεων. Στοχευμένη και οργανωμένη διάθεση δεδομένων

επιχειρηματικότητας» με MIS 5083736.

Στα πλαίσια της ανωτέρω πράξης ανατέθηκε στην εταιρεία TCI Research, με την από 07/07/2021 σύμβαση, η συλλογή big data για την

Αθήνα, την Ελλάδα και ανταγωνιστικούς προορισμούς, τόσο αναφορικά με στοιχεία που αφορούν στην προσφορά του τουριστικού

προϊόντος, όσο και στην ζήτηση. Τα στοιχεία αυτά, που επιτρέπουν την ταχύτερη και αποτελεσματικότερη προσαρμογή των επιχειρήσεων

στο διαρκώς μεταβαλλόμενο περιβάλλον του τουρισμού, αφορούν συγκεκριμένα:

-Σε δεδομένα με τα οποία παρακολουθείται συστηματικά, τεκμηριωμένα και πολύπλευρα η εξέλιξη της εικόνας της Ελλάδας και του

τουριστικού προορισμού ‘Αθήνα’ τα οποία συλλέγονται μέσω τεχνικών social listening στο internet από ένα πλήθος πηγών όπως πχ Social

Media, Blogs, Forums, Online news κ.ά.

-Σε στοιχεία αξιολογήσεων από 25+ Travel Reviews Websites και OTA platforms (πχ Booking, Google, C trip) που έχουν υποβάλει επισκέπτες

για την τουριστική εμπειρία ως προς τα διάφορα επιμέρους ‘συστατικά’ (πχ διαμονή, εστίαση, αξιοθέατα κλπ). Στη μελέτη παρουσιάζονται

αξιολογήσεις της εμπειρίας στην Ελλάδα συνολικά, στην Αθήνα, σε προορισμούς S&B συνολικά και όλους τους υπόλοιπους προορισμούς

συνολικά. Επίσης, εξετάζονται οι αξιολογήσεις ανά χώρα προέλευσης των επισκεπτών (ΗΠΑ, ΗΒ, Γερμανία, Γαλλία, Ολλανδία, Ιταλία)

Στο παρόν τεύχος παρουσιάζονται τα αποτελέσματα της έρευνας που αφορά στο δεύτερο τρίμηνο του 2022.
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Κύρια Σημεία

1. Ως προς συνολική φήμη το 2ο τρίμηνο του 2022, σε μια ασταθή παγκόσμια και ευρωπαϊκή συνθήκη όπου οι

περισσότεροι προορισμοί αντιμετωπίζουν παρόμοιες προκλήσεις (έλλειψη εργατικού δυναμικού, πληθωρισμός,

υπερτουρισμός κ.λπ.), η Ελλάδα και Αθήνα έχουν διατηρήσει την ανταγωνιστικότητά τους χάρη σε ένα πολύπλευρο θετικό

συναίσθημα που μοιράζονται επισκέπτες και διαμορφωτές γνώμης (ambassadors) σε σχέση με τον πολιτισμό, τη φύση, τη

γαστρονομία και τα καταλύματα.

2. Στο 2ο τρίμηνο του έτους, όπου συνήθως αυξάνεται η τουριστική δραστηριότητα και κατ’ επέκταση ο αριθμός των

κριτικών στο διαδίκτυο, καταγράφονται πτωτικές τάσεις στην αξιολόγηση της εμπειρίας με βάση την επίσκεψη στους

περισσότερους προορισμούς στην Ευρώπη. Σε αυτό το πλαίσιο, η Ελλάδα, για τρίτο συνεχόμενο τρίμηνο, διατήρησε και σε

αυτή την παράμετρο την ανταγωνιστικότητά της ξεπερνώντας τους ευρωπαϊκούς μέσους όρους.

3. Η εικόνα της Ελλάδας δεν επηρεάζεται από τον πόλεμο στην Ουκρανία από άποψη ελκυστικότητας του προορισμού. Ο

πόλεμος αποτελεί μέρος των συζητήσεων γύρω από τις επιπτώσεις του στον πληθωρισμό και στις τιμές για τους επισκέπτες.

4. Η εμπειρία των επισκεπτών το καλοκαίρι αναμένεται να έχει ύψιστη επίδραση στην φήμη της Ελλάδας συνολικά. Η

ικανότητα της χώρας και των επιχειρήσεων να διασφαλίζουν μια ικανοποιητική τουριστική εμπειρία για τους επισκέπτες θα

είναι κομβική για τη διατήρηση της ανταγωνιστικότητας του ελληνικού τουρισμού.
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Travelsat Sentiment Methodology
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TRAVELSAT© Sentiment Methodology
Social Data and Visitor Reviews Monitoring for a holistic Reputation Tracking

Destination E-reputation “At large”

SOCIAL WEB SENTIMENT TRACKING

o The “sentiment” reflects the state and dynamic of travel brands’ e-reputation as

expressed in global web social conversations “at large”.

o Shared by medias, consumers, companies, citizens, brands and officials on websites,

forums, blogs & social networks.

o 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.

o 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.

Destination E-reputation driven by experience

DESTINATION REVIEWS SENTIMENT TRACKING

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

…
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Key Sentiment Indexes
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What tonality of conversations in Athens’ key markets?

NET SENTIMENT INDEX

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

Destination Sentiment per Market
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What impact of Covid/Pandemic in the destinations’ conversations?

Destination Sentiment

2nd Quarter 2022
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Focus on specific reputation topics
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In the second quarter, conversation volume increased in all major tourism themes, indicating a travel appetite for the summer after two years restrictions. Sentiment polarity remained

high for gastronomy, culture and hospitality while the opposite trend was observed for topics related to environment. Conversations related to Ukraine conflict dropped to 3 % of the

total.

GREECE

2nd Quarter 2022
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Reputation Topics – Annual Trends
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Focus on specific reputation topics
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Athens’ conversation volume boosted in all major tourism themes. Compared to Greece as a whole, Athens shows higher sentiment scores in Gastronomy, Sanitary 

Safety, and Culture topics. Sanitary Safety sentiment recovered significantly in the second quarter.

ATHENS

2nd Quarter 2022
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Reputation Topics – Annual Trends
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Positive Sentiment Drivers (1/2)
Fueling the destination’s social reputation in the period

o New UNESCO Global GeoPark in Greece

o Two hotels in Greece named among the "Best New Hotels in the World 2022"

o Appreciating Greek archeological treasure in archaeological safari

o Seabourn is ready for summer (voyages between Athens and Istanbul, Venice 

and Athens)

o Visiting the antique Olympic Stadium in Athens an audio guide to learn about

the history

o Enjoy strolling in the peaceful and pleasant atmosphere of the Mani 

Peninsula (discovering neoclassical houses, finding orange trees…)

o A release of commemorative series of stamps featuring the Parthenon  

Marbles

o Highlight of Greek home cooking prepared by a Greek housewife

o Visiting the harbor at sunset for stunning pictures

A wide variety of themes related to culture, nature, food, and lodging are shared in this quarter, illustrating the multifaceted feature of Greece including 

mainstream/iconic and hidden gems. Conversations about lodging were prominent in Q2, in the prospect of the summer season.

o InterContinental plans to open a resort in Crete

o Football players spending their summer in Greece

o Exploring a small bay area in Greece (Fishermen’s houses, cliffs, boats…)

o Diversity of accommodation in Greece (modern design hotels, adorable 

cottages, family-friendly resorts, adults-only wellness suites…)

o Yacht trip in Athens

o Vegan cheese brand in Greece launched dairy-free dips

o Heraklion ranked among best destinations for family-friendly activities

o the 50th anniversary of diplomatic ties between Greece and the People's 

Republic of China (Greek is looking forward to welcoming Chinese tourists)

o Highlight of Athens architecture and arts (art districts, experience centre,

digital arts, street arts and umbrella street…)

o Aegina, a Greek island , is evolving into a year-round tourist destination

Examples of reputation drivers…

2nd Quarter 2022
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Positive Sentiment Drivers (2/2)
Fueling the destination’s social reputation in the period

o the U.S. CDC lifted Greece from the COVID 'Do Not Travel' recommendation

lists

o inspiring travel diaries and travel photos : sunset views and crystal-clear 

waters from several islands (e.g. Santorini, Anafi, Naxos, Evia, Polyaigos…)

o Highlight of Pozar thermal baths and waterfalls

o Windmill hotels and Nafplion called “the most romantic city of all Greece”

o Sustainability-centric suggestions (multi-day bicycle journey, island-hop in a

wind powered sailboat…)

o How the Royal family is spending the Holy week during the Easter

o Peloponeso beach selected as the best beach in Europe

o Greece also appears as the #1 European destination for retirement

o Tripodon Street and the Lighthouse Athens as one of the city’s hottest

hangouts for the fashionable modern traveler

Examples of reputation drivers…
o Dolphin watching with a biologist

o Santorini is recommended for honeymooners for the shining white houses 

by the blue Aegean Sea

2nd Quarter 2022

o The story of Greece’s shipwreck beach (Navagio)

o Introduction of archeological wonders (the monastery of Meteora…)

o “A Taste of Greek Summer”, a book published by an UK author

o Musical artists Macroblank made album covers using pictures of ancient 

Greek statues

o Athens was awarded “The best MICE destination in Europe”

o The city received a royal visit by Belgian King and Queen

o A video content about a cocktail bar with live saxophone music, showing

convivial atmosphere of Greece at night

o Greece’s new projects (construction of Europe's largest coastal park…)

The diversity of “ambassador” profiles was also great, from art to sport and royal celebrities! The concept of water in various forms (beaches, baths, boats…) was

also very active in social conversations mirroring a typical pre-summer sentiment.
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Illustrative Social Posts
Reflecting the Positive Sentiment

2nd Quarter 2022
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Illustrative Social Posts
Reflecting the Positive Sentiment

2nd Quarter 2022
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Negative Sentiment Drivers

What vigilance points to watch reputation-wise?

o Flight cancellations

o Confirmed case of monkeypox in Greece

o Excessive pruning of trees throughout Greece

o Impact of the Ukrainian war on Greece (the cost of living, Russian tourists had to cancel their planned trips to Greece due to the EU sanctions…)

o The dispute over the Parthenon marble with British museum

o Tourists overcharged at a Greek restaurant in Mykonos

o New migrant camp in Greece said to be at risk of forest fire

o Greece warned by EU to fix deficiencies of its frontier

o Holiday price shocks in Greece (price increases for airline tickets, hotels and package tours)

o Turkish spy agency captured a suspected Greek spy

o Hospitality staff shortages in Crete

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.

Negative sentiments influencing Greece’s reputation were mostly attributed to Greece’s own issues and friction related to external factors (social, environmental, 
political, labor, health, inflation…). A sentiment of “anticipated” issues related to tourism prices for tourists is visible too.

Examples of reputation drivers…

Topics mentioned may be not “mainstream” in the sentiment

2nd Quarter 2022
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Illustrative Social Posts
Reflecting the Negative Sentiment

2nd Quarter 2022
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KEY SENTIMENT TRENDS - SUMMARY

o Sentiment polarity in Greece and Athens declined compared to the previous quarter. However, given the volatile global and European situation,

Greece and Athens have maintained their reputation positive and competitive on a quarterly average. The dynamic observed at the end of the quarter

shows close reputation scores for Greece, Italy (on the decline too) and Portugal.

o Key tourism themes (especially culture, gastronomy, and hospitality) contribute to maintain a positive reputation of Greece, while the pandemic-

related conversations continue to improve. A decline of sentiment about the environment is observed, mirroring possible concerns around summer

impact in this field.

o The drop of sentiment is visible for most markets but levels in absolute values remain very positive, particularly in the French and Italian markets,

while Germany, the UK and the US are showing more significant declines in the quarter (notably at the end of the period).

o A wide variety of themes related to culture, nature, food, and lodging are shared in this quarter, illustrating the multifaceted feature of Greece

including mainstream/iconic and hidden gems. Conversations about lodging were prominent in Q2, in the prospect of the summer season. The

diversity of “ambassador” profiles was also great, from art to sport and royal celebrities! The concept of water in various forms (beaches, baths,

boats…) was also very active in social conversations mirroring a typical pre-summer sentiment.

o Negative sentiments influencing Greece’s reputation were mostly attributed to Greece’s own issues and friction related to external factors (social,

environmental, political, labor, health, inflation…). A sentiment of “anticipated” issues related to tourism prices for tourists is visible too. The Ukraine

impact is now quite limited in total conversations (est. around 3% only).

Quarter 2 - 2022
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Destination Experience Reputation
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Overall Experience Reputation Trends
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Experience Reputation Dashboard (Greece)
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Rating  
(/10)

Reviews  
count

USA 9,19 3258

UK 8,83 8716

France 8,66 3388

Netherlands 8,60 1232

Germany 8,59 2680

Italy 8,59 1619
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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
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Experience Reputation Dashboard (Athens)
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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
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Experience Reputation Dashboard (Seaside)
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Experience Reputation Dashboard (Other areas)
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Europe Benchmark: 8,62
Greece: 9,04 / Athens: 9,0/ Seaside: 9,03
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Greece Avg. : 6,6 Greece Avg. : 3,9

Accommodations Attractions Restaurants
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
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Experience Reputation Dashboard (Summary)

2nd Quarter 2022

(*) Benchmark based on 34 European Countries for the same period

2nd Quarter 2022 Greece Evol. Q1/Q2 Athens Evol. Q1/Q2 S&B Evol. Q1/Q2 Other Evol. Q1/Q2 Europe (*) Evol. Q4/Q1

Overall Rating 9,04 -0,17 9,00 -0,19 9,03 -0,28 9,14 -0,06 8,62 -0,07
Culture 9,26 -0,28 9,42 -0,14 9,10 -0,38 9,20 -0,34
Restaurants 9,17 0,01 9,07 -0,14 9,21 -0,13 9,15 0,16
Sea 9,04 -0,35 9,26 -0,13 8,97 -0,37 9,36 -0,19
Shopping 8,92 -0,07 8,81 -0,15 9,19 -0,08 9,03 0,01
Accommodation 8,85 -0,07 8,60 -0,34 8,91 -0,17 8,97 0,12

Sanitary Safety 6,6 0,64 5,5 -0,87 6,7 1,53 6,2 -0,20
Pandemic Precautions 3,9 -1,07 4,0 -0,48 3,9 -1,28 3,4 -2,35

Accommodation - Sanitary Safety 7,1 0,64 6,3 -0,13 7,2 0,79 6,5 -0,18
Accommodation - Pandemic Precautions 4,6 -1,52 5,5 1,56 4,6 -2,49 3,6 -2,83
Attractions - Sanitary Safety 3,5 -0,56 4,1 -1,25 2,9 0,79 5,9 0,91
Attractions - Pandemic Precautions 2,5 -0,82 3,1 -1,26 2,1 0,27 3,7 -0,33
Restaurants - Sanitary Safety 6,3 -0,87 6,3 -1,47 6,4 2,52 4,4 -4,63
Restaurants - Pandemic Precautions 3,6 -1,36 4,0 -1,88 3,8 1,62 0,8 -7,50

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

Overall Rating 9,04 -0,17 9,00 -0,19 9,03 -0,28 9,14 -0,06 8,62 -0,07
USA 9,19 -0,18 9,08 -0,27 9,28 -0,13 9,48 0,00
UK 8,83 -0,11 8,65 -0,30 8,85 0,04 9,04 -0,09
NL 8,60 -0,31 NA NA 8,67 -0,59 8,81 NA
DE 8,59 -0,17 8,33 -0,22 8,65 -0,35 8,76 -0,36
FR 8,66 -0,07 8,44 -0,25 8,70 -0,16 8,89 0,03
IT 8,59 -0,20 8,36 -0,34 8,65 -0,32 NA NA
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KEY REVIEWS TRENDS - SUMMARY

o In a context of growth in the number of reviews that shows a positive visitation dynamic, the overall ratings for both Athens and Greece 

have gradually declined during the quarter and seems establishing a lower levels compared to the same period in 2021.

o However, the downward trends in Q2 are recorded in most destinations in Europe and for the third consecutive quarters, Greece has 

maintained its competitiveness by outperforming the European averages.

o Compared to the previous quarter, there was a downward trend in ratings for most markets across Greece regions monitored. Destinations 

outside Athens and S&B have shown the highest resilience in the Accommodation, Restaurants and Shopping activities.

o Ratings were on the decline in all the tourism categories in most regions, notably culture and sea, as well as accommodations in Athens.

o Despite the decrease in ratings (notably for Athens), US and UK visitors scored again their experiences high and above other markets, while

the decline is less marked among the French.

o While there were variations in different tourism verticals, the sentiment around overall sanitary safety (including cleanliness/hygiene and

pandemic precaution aspects) remains above vigilance thresholds (5/10) in all regions. However, the specific pandemic precaution

sentiment fell and marked below vigilance score in all regions and verticals, highlighting the challenge in managing the flux of guests and

visitors, especially in potentially crowded spaces (restaurants, attractions…).

Quarter 2 - 2022
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Toplines
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TAKE-AWAYS

1. Greece and Athens see their reputation levels decline in the quarter both in terms of sentiment “at large” and based on visitor experience.

2. In a volatile global and European situation where most competitors are facing similar challenges (pandemic, labor shortage, inflation, over

tourism risks etc), Greece and Athens have maintained however their competitiveness thanks to a multi-faceted sentiment in relation to

culture, nature, food and lodging, shared by a great variety of ambassadors.

3. The most recent dynamic of the quarter tends to show Greece, Portugal and Italy in a much more tightly bunched.

4. The Greece image does not directly suffer from the Ukraine conflict in terms of attractiveness but is part of the conversations around 

inflation impact and price impact for visitors.

5. Although experience-based reputation showed a downward trend (notably for cutural and sea POIs), Greece still outperformed the  

European average for the third consecutive quarters.

6. The pandemic context is less and less detrimental for the destination in terms of overall reputation but could raise issues with the visitor 

experience in a context of busy summer while we see a drop in the pandemic precaution scores from visitors.

7. The summer experience is expected to be challenging and will have a paramount impact on the Greece competitive reputation overall. 

The ability of operators to ensure the ”smoothest” experience for their guests will play a key role in the equation.

Quarter 2 - 2022




