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TRAVELSAT© Sentiment Methodology
Social Data and Visitor Reviews Monitoring for a holistic Reputation Tracking

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.

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

DESTINATION REVIEWS SENTIMENT TRACKING

Destination E-reputation “At large” Destination E-reputation driven by experience

…
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Key Sentiment Indexes
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Destination e-Reputation - Net Sentiment Index

The Net Sentiment Index measures the polarity of verticals specific web social conversations (%positive - %negative)
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What tonality of conversations in Athens key markets?

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

NET SENTIMENT INDEX

Destination Sentiment per Market

1st Quarter 2022
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1st Quarter 2022
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Focus on specific reputation topics 
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Polarity of verticals specific web social conversations (%positive - %negative)Intensity of web social conversations

A rebalancing is taking place with key tourism themes –notably Culture and Gastronomy- taking over Covid-related conversations. With excellent sentiment polarity for tourism themes

and cleanliness/hospitality, and a limited impact of the Ukraine conflict until now (7% of total conversations), the Greece reputation is very competitive as travelllers plan for summer.

1st Quarter 2022

GREECE
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Reputation Topics – Annual Trends
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Focus on specific reputation topics 

98

94

95

53

83

-60 -40 -20 0 20 40 60 80 100

Hospitality

Cleanliness

Culture

Sanitary safety

Gastronomy

461

1.269

10.602

3.902

2.923

 -  2.000  4.000  6.000  8.000  10.000  12.000

Hospitality

Cleanliness

Culture

Sanitary safety

Gastronomy

NET SENTIMENT INDEX – JAN./MARCH 2022VOLUME OF CONVERSATIONS – JAN./MARCH 2022

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

Athens follow a similar pattern as Greece overall, showing a drop in Covid-related conversations while Gastronomy and Culture-related sentiment jump either in

volume or polarity. Contextual reputation drivers (cleanliness, hospitality, pandemic) also see a great increase in polarity.

1st Quarter 2022

ATHENS
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Reputation Topics – Annual Trends
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Positive Sentiment Drivers

o Crete ranked 5 of most popular travel destinations for 2022 according to 

TripAdvisor and TUI

o Discovering Greece differently : by camping car, by cruise ship

o Greek traditional street vendors enable you to travel back in time

o Greece’s Capodistrias Museum shortlisted for the European Museum of the 

Year Award 2022

o Dafné Kritharas sings about her Greek horizon with a repertoire of 

compositions and forgotten traditional tunes 

o Focus on gastronomy with the traditional Greek food to try in destination 

(Mezzes, Tzatziki, Spanokopita,  Mousaka, Gyros, Horiatiki salata)

o Places to visit if interested in Greek mythology (the Oracle in Delphi, Home of 

the Gods at Mt Olympus, the Acheron River, Odysseus’ home in Ithaki, etc.)

o Help to find the best Airbnbs located in Greece

Fueling the destination’s social reputation in the period

All travel verticals were active in the quarter (Attractions, Transportation, Lodging, F&B) with a fair mix of both iconic and more hidden-gem experiences fueling the 

destination popularity. Sustainability is well mentioned in social conversations, as well as references to traditions and historic roots of the country. 

1st Quarter 2022

o Eased entry for several foreigners and drop of the Passenger Locator Form

o Athens among the World’s Top 3 Cities to explore by night

o Best practice guide for travelling in Greece (Lodging, driving, Accessibility, 

Etiquette, speaking Greek)

o Learning the traditions and rituals around coffee

o Wine testing : try the oldest wine in the world in Monelvasia

o Dive in ancient folklore tradition with the Carnival season

o Highlighting various spectacular nature scenes: the most beautiful 

waterfalls, Meteora in Thessaly, almost wild beaches, or Greek landscapes 

under the snow

o Tips on how to do a sustainable trip in Greece by choosing for example the 

Sani Resort, the first in Greece to go carbon neutral

o The Archaeological Museum of Athens enables a virtual visit of the museum

Examples of reputation drivers…
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Illustrative Social Posts
Reflecting the Positive Sentiment

1st Quarter 2022
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Illustrative Social Posts
Reflecting the Positive Sentiment

1st Quarter 2022
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Negative Sentiment Drivers

o Greece hit by frost, exceptional snow and storms

o Greek citizens killed in the eastern conflict zone in Ukraine

o Impact of the Ukraine-Russia conflict on the Greece’s economy and political status, with in short term the 

cancellation of Russian tourism to both Greece and Cyprus

o Hundreds of people were forced to flee a ferry off Greece after it was engulfed by a huge fire

o Tourist tax indicated as something that defers visitors from going there

o Covid-related deaths are still high in Greece and vaccination passports are required in most establishment 

o World Heritage in danger : we can fear a rise in water levels linked to global warming on the island of Delos

o Concerns about anti-Chinese racism

What vigilance points to watch reputation-wise?

Negative stories influencing the destination image in the quarter mostly came from contextual factors around climate, safety, pandemic and geopolitics. However, 
most of them were “anecdotal” with limited resonance in time and geographically, causing few damages on the overall reputation. 

Topics mentioned may be not “mainstream” in the sentiment 
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.

1st Quarter 2022

Examples of reputation drivers…
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Illustrative Social Posts
Reflecting the Negative Sentiment

1st Quarter 2022
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KEY SENTIMENT TRENDS - SUMMARY

o In an unstable global and European context, the Greece and Athens reputation is showing a remarkable resilience.

o The resilience in reputation is driven by a combination of strong level of positivity for key tourism themes (culture, gastronomy, hospitality),

along with less (and less negative) sentiment shared about the pandemic.

o The Ukraine conflict also generates limited impact so far, as opposed to Eastern European destinations more exposed in social converastions.

o The Greece and Athens reputation is solid across all markets, providing a favorable environment while European markets are planning and

booking their summer vacation.

o All travel verticals were active in the quarter (Attractions, Transportation, Lodging, F&B) with a fair mix of both iconic and more hidden-gem

experiences fueling the destination popularity. Sustainability is well mentioned in social conversations, as well as references to traditions and

historic roots of the country.

o Negative stories influencing the destination image in the quarter mostly came from contextual factors around climate, safety, pandemic and

geopolitics. However, most of them were “anecdotal” with limited resonance in time and geographically, causing few damages on the overall

reputation.

Quarter 1 - 2022
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Destination Experience Reputation
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Overall Experience Reputation Trends
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(*) Sanitary/Pandemic vigilance threshold is usually defined below 5/10 

Experience Reputation Dashboard (Greece)
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1st Quarter 2022
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(*) Sanitary/Pandemic vigilance threshold is usually defined below 5/10 

Experience Reputation Dashboard (Athens)
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(*) Sanitary/Pandemic vigilance threshold is usually defined below 5/10 

Experience Reputation Dashboard (Seaside)
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(*) Sanitary/Pandemic vigilance threshold is usually defined below 5/10 

Experience Reputation Dashboard (Other areas)

9,55

9,55

9,00

9,03

8,85

Culture

Sea

Restaurant

Shopping

Accommodations

9,20

6,4 5,8

6,7

5,0

9,0

6,4

4,0

8,3

Accommodations Attractions Restaurants
Sanitary Safety Score Pandemic Precaution Score

Overall Rating:
Sanitary Safety

Score(*)

Pandemic Precautions
Score(*)

Rating per market

Rating
Reviews 

count

USA 9,48 52

Italy 9,24 34

UK 9,13 60

Germany 9,12 119

France 8,86 28

Netherlands NA NA

Note: based only on reviews 
having market origin information 

(about half of total reviews)

1st Quarter 2022

Europe Benchmark: 8,69
Greece: 9,21 / Athens: 9,19 / Seaside: 9,31 
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Experience Reputation Dashboard (Summary)

1st Quarter 2022

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

1st Quarter 2022 Greece Evol. Q4/Q1 Athens Evol. Q4/Q1 S&B Evol. Q4/Q1 Other Evol. Q4/Q1 Europe (*) Evol. Q4/Q1

Overall Rating 9,21 0,14 9,19 0,04 9,31 0,37 9,20 -0,04 8,69 0,03
Culture 9,55 0,20 9,56 0,02 9,48 0,52 9,55 0,15
Restaurants 9,15 0,00 9,21 0,05 9,34 0,19 9,00 -0,14
Sea 9,39 0,34 9,39 -0,03 9,34 0,35 9,55 0,21
Shopping 8,99 0,09 8,96 0,01 9,27 0,42 9,03 0,16
Accommodation 8,93 0,11 8,94 0,18 9,08 0,33 8,85 -0,28

Sanitary Safety 6,0 -0,40 6,4 -0,63 5,2 -0,96 6,4 -0,90
Pandemic Precautions 5,0 -0,12 4,4 -1,94 5,2 0,44 5,8 0,14
Accommodation - Sanitary Safety 6,5 -0,21 6,5 -1,16 6,4 -0,07 6,7 -0,98
Accommodation - Pandemic Precautions 6,2 0,56 3,9 -3,34 7,1 1,78 6,4 0,33
Attractions - Sanitary Safety 4,1 -0,15 5,4 0,18 2,1 -1,45 5,0 -1,17
Attractions - Pandemic Precautions 3,4 0,20 4,4 0,39 1,8 -0,84 4,0 -0,38
Restaurants - Sanitary Safety 7,2 -0,04 7,8 -0,56 3,9 -2,43 9,0 0,00
Restaurants - Pandemic Precautions 5,0 -0,92 5,8 -2,92 2,1 -1,68 8,3 -0,24

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

Overall Rating 9,21 0,14 9,19 0,04 9,31 0,37 9,20 -0,04 8,69 0,03
USA 9,37 0,25 9,34 0,23 9,41 0,30 9,48 0,29
UK 8,94 0,22 8,96 0,18 8,82 0,13 9,13 0,12
NL 8,92 0,37 9,07 0,27 9,26 0,67 NA
DE 8,76 0,29 8,55 0,24 9,00 0,50 9,12 0,43
FR 8,73 0,27 8,69 0,28 8,86 0,44 8,86 -0,02
IT 8,78 0,19 8,70 0,10 8,97 0,42 9,54 0,49
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KEY REVIEWS TRENDS - SUMMARY

o While less numerous in volumes, ratings and reviews have continued to be very positive during the quarter.

o For the second consecutive quarter, Greece significantly surpasses the European Average.

o During the quarter, ratings for Athens broke a record with 9,27/10 in February.

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

o Data confirm visitors in Q1 were truly able to enjoy a “full Greek experience” in a relaxing and “secure” context. Though declining, the

sentiment around sanitary safety remains above vigilance thresholds (5/10), excepted for Pandemic Precautions in Athens’ hospitality

sector and for attractions and restaurants outside Athens.

o The experience-based reputation in Q3 rises particularly for culture and sea-oriented activities.

o The highest ratings are recorded again among US, UK and Dutch visitors in most regions. French and Germans’ reviews for Athens are on the

rise, while the UK shared very positive experiences in the Greek capital city too.

Quarter 1 - 2022
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Toplines
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TOPLINES

1. The overall reputation of Greece and Athens show a remarkable resilience in the first quarter 2022.

2. Though volatile and subject to some uncertainties related to the geopolitical and Covid environment, Greece is currently

benefiting from a competitive sentiment in web social conversations, with high polarity levels globally and across all

markets monitored.

3. Along with a positive reputation “at large”, Greece and Athens continue to benefit from high visitor ratings.

4. The culture makes again a difference in terms of sentiment for the destination, as well as shared by visitors. Positive drivers

across all travel verticals (transport, lodging, food & beverage, major and secondary attractions…) consolidate the “brand

equity” of the destination.

5. This positive brand equity is precious while potential visitors are planning their summer vacation in a context where the

travel and tourism sector is moved by non tourism factors, potentially detrimental to Europe.

Quarter 1 - 2022
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