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Konstantinos Alexopoulos
CEO, DHR Services 
CEO, Domotel Hotels & Resorts

It’s now more than a year since the beginning of Covid-19, 
a pandemic that has overthrown every social and economic 
norm we were used to. Following its rapid spread, a shocked 
world was forced to find new ways, new solutions to get by 
in an unfamiliar environment. Perhaps when this is all over 
some of our new habits will remain, bringing with them 
exciting and previously unforeseen new developments. Or 
perhaps the only things this challenging time will leave us 
with are scars. Regardless, the goals, the needs and the 
drivers remain the same even if the framework is different. 
Adaptability is, and remains to be, at the core of our 
evolution.

The start of this new tourism season finds us, or at least 
should find us, better prepared than the first. On the 
medical side, our knowledge of Covid-19 places us in a 
far better position than we were this time last year, when 
everything about the virus, its function and treatment, was 
unknown. There are now many vaccines, and the western 
world is being vaccinated at a rapid rate. Governments 
and other institutions have adapted their policies to deal 
with domestic disruptions, sometimes successfully, other 
times less so. Although the financial loss at both a macro 
and micro level is colossal, household savings appear to 
be significantly increased. The psychological fatigue of the 
population is accompanied by a very strong desire to return 
to what was previously considered a given, with free social 
activity and travel as a priority. Evidence from a number 

of studies, research papers and analyses leads to the 
conclusion of an expected v-shaped recovery for travel. In 
China, which preceded the cycle of the pandemic, recovery 
has already been seen, surpassing even the most optimistic 
forecasts with a full return to pre-pandemic levels.

The progression of the tourism season of 2021, despite 
epidemiological data suggesting it appears to be in 
danger, depends on our choices and the speed of which 
they are received. In 2020, the lack of a stable framework 
between feeder countries and destinations, an inability to 
communicate and adopt a consistent framework between 
them, and the consequent failure to create reliable 
operations for the tourism network despite enormous 
efforts by stakeholders, led to what is now the biggest blow 
and biggest threat to world tourism: the loss of consumer 
trust. Only through a stable framework, even if it seems 
more restrictive than what is deemed necessary, can we 
achieve the best possible outcome under current health 
and safety regulations, safely capitalising on an intense 
desire for holidays. The retrospective success or failure of 
2021 will determine the extent of the impact of the next two 
years on the tourism industry, shaping how its network will 
function for the next five to ten years.
 
At DHR Services, we have a history in the hospitality 
industry that spans back to 1964. We hold the experience 
of having been present in all the phases of our country’s 

The next decade will 
be an adventure, a 

journey into the new 
era. As we step out of 
the darkness and into 
the light, we must still 

watch our steps. 
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tourism sector over the past six decades. We collect data 
from hotels scattered throughout the country, liaising with 
our clients and partners, and providing a trustworthy, safe 
and efficient service for the design and implementation of 
their investments. We constantly look out for trends in the 
world tourism ecosystem, collecting data and evaluating 
dynamics. Our cooperation with institutional investors 
abroad and upscale hotel franchisors strengthens our vision 
with a global outlook and direct access to the starting point 
of developments. However, in our current times, experience, 
dedication and structured research are not enough. Now 
is the time to open up even more. Now is the time to listen 
very carefully to the community.

The white paper serves to address these aforementioned 
topics, looking forward to the future while opening up 
productive dialogues in the present. It is time to evaluate 
this new era, gathering the views and predictions of 
top figures in the tourism and investment sectors, 
and exploring how these two sectors will coexist with 
the shared goal of development and growth. There 
were five key issues set for evaluation: visitor intent, 
distribution, market disruptions, long-term perspectives 
and new opportunities. For answers, we turned to 
leading institutional figures and entrepreneurs in tourism, 
international hotel executives, Greek and international 
financial institutions, leaders of the travel industries in both 
Greece and abroad, and also technical participants of a 

classic output. In addition, we have commissioned Metron 
Analysis to conduct quantitative research on top executives 
in the travel industry serving to record the effects of the 
pandemic, travelers’ reactions and sentiments, and most 
importantly, their intentions for the future.

Greece has potential, and Greece is ready. New policies 
are steering the nation in the right direction, investment 
appetite is huge and apparent, and there are strong 
prospects for improvement and development even greater 
than those seen in 2019. The next decade will be an 
adventure, a journey into the new era. As we step out of 
the darkness and into the light, we must still watch our steps. 
We need a guide, we need a safe and sustainable path to 
walk on and we need competent teams and partnerships.
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Yiannis Retsos
President, Greek Tourism Confederation – SETE 

THE PANDEMIC PERMANENTLY 
CHANGED TRAVEL & TOURISM AS WE 
KNEW IT 
Working towards a new tourism model based 
on sustainability, investments and digitalization 

Throughout the long history of Greek tourism, a series of 
smaller or larger crises have affected its long-term dynamic, 
yet never such extraordinary occasions like the pandemic, 
have interrupted its constant progression and development. 

2020 was an unprecedented year, as it was the worst year 
for global tourism, bearing no comparison to any other. 
According to the latest figures from the World Tourism 
Organization (UNWTO), international arrivals in Greece 
went down by 74% vs 2019, while destinations worldwide 
received 1.1 billion fewer international arrivals in 2020 than 
in the previous year, due to the vast decline in demand and 
extensive travel restrictions. 
Inevitably Greece did not remain unaffected since it recorded 
a decrease of 76.5%, recording 7.4 million arrivals, compared 
to 31.3 million in 2019. 
But the crisis also marked a positive impact. Greece has been 
ranked as the fifth best tourism brand in 2020, according to 
the Anholt-Ipsos Nation Brands Index (NBI), which reveals 
the consumers’ level of interest in visiting a country and the 

draw of natural and man-made tourist attractions. As Anholt 
quotes “since a powerful and positive ‘brand image feeds 
directly into more tourism, more trade, more talent and more 
investment, such considerations should be right at the top of 
any government’s economic planning”. The aforementioned 
success, was the result of the successful strategy followed by 
the close partnership of the private and public sector, which 
resulted to the soft re-opening of the Greek travel industry, 
with safety, professionalism and strict protocols. 

This crisis constitutes an opportunity for the sector to 
transform and become more resilient, broad, and sustainable. 
Although the current situation has made tourism sector 
extremely vulnerable, at the same it is a unique occasion 
to draft plans and actions that will be the basis for the new 
tourism era. Is a given that tourism represents development 
opportunities, promotes solidarity and understanding 
beyond borders, while domestic tourism also helps to foster 
cohesion within nations. 

The change of the tourist model with all these new products, 
sounds more realistic for several destinations, but at the 
same time, it presupposes timely actions and risk-taking by 
the private sector in principle. In the short term, domestic 
and regional holidays, as well as rural- outdoor travelling, 
are expected to dominate. Travelers will prefer to go in 
smaller groups, choosing more secluded areas, while the 
security of each destination will significantly influence their 
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decisions. International travelers will be very interested in all 
these parameters of sustainable relationship of tourism with 
the environment and the local community, while at the same 
time the way they travel, seems to change.

It’s the right time for the tourism sector around the world to 
seize the opportunity and proceed with substantial changes 
that will transform the world and make a difference for future 
generations. It is the time to build a better tourism product, 
with authenticity, moderation and aesthetics. This implies 
long-term and holistic thinking with regards to the challenges 
of our world, and thus connect with the need for transition 
towards a more sustainable tourism model based on social 
inclusion and the protection of the environment. 

Our main focus and where we should set as our priority from 
now on, are key elements that are already part of our tourism 
product like authenticity, sustainability, human element, 
nature, local experiences, culture, gastronomy and engaging 
with local communities in a safe and respectful way. All of the 
above are becoming more important concepts than before 
the pandemic, while provide a substantial advantage to the 
country’s tourism product, as the constitute an integral part of 
the Greek hospitality. Another crucial element is the need for 
the tourism industry to adapt to new technologies to improve 
customer experience and increase its competitiveness, as 
the way visitors make decisions has changed and we can 

no longer rely on meeting the visitor where they are simply 
accessing information. The need for digital transformation 
is dominant, while leveraging digital excellence has never 
been more important.

The multi-dimensional nature of the tourism sector needs to 
move towards and adopt to the innovative and challenging 
business after COVID-19 environment. Today onwards there 
will be an increasing demand for transparency regarding 
health protocols, safety, data and security during the travels 
and at final destinations.  

Therefore, a significant level of investment will be required to 
support increasing traveler volumes and changing consumer 
behaviors. This will create several investment opportunities 
from traditional investments like accommodation 
infrastructure to flexible infrastructure like digital solutions 
and support services around experiences and sustainability in 
a post COVID-19 reality.

Provided that all of the country’s productive sectors work 
jointly, Greece will be enabled to successfully building a 
modern, interconnected and sustainable development 
model, and thus grasp business opportunities and create 
value chains and networking. The country’s tourism sector 
is “present” in order reinforce the future of the national 
economy, as well as of the entire country.

The need for digital 
transformation is 
dominant, while 

leveraging digital 
excellence has never 

been more important.
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Dr Andreas A. Andreadis 
CEO and co-Managing Partner, Sani/Ikos Group 
Honorary President, SETE

INVESTMENT IN THE HELLENIC 
HOSPITALITY INDUSTRY 

Introduction: The improving macroeconomic environment in 
Greece in combination with the handling of the COVID crisis 
by the government so far has created a favorable investment 
climate for the Hellenic hospitality sector. Barring any black 
swan events, Greece should expect a significant increase in 
investment activity in the hospitality sector. 

Case: Every economic crisis brings opportunities. However, as 
any good recipe needs the right ingredients, so do investors 
require the right mix of market conditions and public policy 
to strike. Greece has the right blend of public economic 
policy, tourism brand equity, responsible COVID response 
and sustainable investment opportunities emerging from the 
crisis to attract institutional investment capital. 

Public Economic Policy: Following the pandemic setback, 
the Greek government is now finally beginning to set up 
the business-friendly policy it ran on in the 2019 elections. 
Corporate tax and taxes related to the employment of 
labor are being reduced, allowing investors to deploy more 
capital and underwrite better returns. At the same time, the 
digitalization of infamous Greek red tape and the improvement 
of permitting and licensing process through streamlining 
of cadastral and forestry maps has created an improved 
investment environment. The improving economic condition 
is amplified by the recent issuance of a 30-year Greek bond 

We expect a 
significant increase 

in investment activity 
in the Greek tourism 

sector, specifically 
focused on touristic 
resorts with a strong 

environmental 
sustainability program. 

(the first since the ’08 crisis) at an attractive, sub 
2% interest rate, demonstrating the markets’ 
confidence in the Greek economy. 

Tourism Brand Equity: Greece has consistently 
scored very high on the tourism competitive 
index, scoring high in major contemporary 
hot topics such as “Health and Hygiene” and 
“Environmental Sustainability”. Successful 
campaigns such as “Live your Dream in Greece” 
and the continuous growth of airlift into the 
country has established Greece as a premier 
travel and tourism destination over the last 
two decades, especially following the 2004 
Olympics. Infrastructure improvements such as 
the renovation of 14 regional airports further 
bolster the country’s image, providing the 
quality infrastructure that Greece’s major tourism 
markets deserve. 

Responsible COVID Response: Greece’s 
initial COVID response was clearly the right 
one not only in March at the beginning of 
the pandemic, but even more so during the 
summer months when tourism had to be 
kickstarted safely, with appropriate and clearly 
communicated travel protocols. Despite the 
dismal year the entire Med witnessed, Greece 
managed to secure their piece of the tourism 
pie while setting the stage for a 2021 season. 

This year, Greece can hopefully guarantee to 
tourists, summer holidays up to the standards 
of a modern world which perceives them more 
as a human right than a luxury. 

Sustainable Business Opportunities: Greece 
has the longest coastline in the Med and the 
third longest in Eurasia, featuring a wide range 
of destinations from commercial coastlines 
to pristine beaches far from civilization. 
Opportunities to develop environmentally 
sustainable touristic resorts are countless. 
Doing so is practically also more attractive in 
Greece as guestrooms can be built closer to 
the beach than in any other Med destination. 
With over 20 island airports and countless 
seaway connections, access to the coast and 
nature is easy for all travelers. 

Conclusion: Greece is well-positioned to lead 
the post-covid race to recovery. We expect a 
significant increase in investment activity in the 
Greek tourism sector, specifically focused on 
touristic resorts with a strong environmental 
sustainability program. Investor appetite has 
already been demonstrated in the last years 
before the pandemic and we are already 
witnessing a growing list of institutional players 
looking for direct, JV and lending opportunities 
across the resort spectrum. 
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Grace Peters
Managing Director, EMEA Head of Investment Strategy, 
J.P. Morgan International Private Bank

Europe’s economy is 
mobility-oriented. By 

region, countries such 
as Greece and Spain, 

where tourism is a 
major component of 
the economy, stand 

to see the biggest 
growth boost. 

Europe’s healing process—while staggered and uneven—is 
still underway, and reopening looks set to begin this summer. 
Recent difficulties in containing new Covid-19 cases, as well 
as a slower-than-expected vaccine rollout will likely reduce 
economic activity in the first half of the year. However, the 
impact of new lockdowns on growth already appears to be 
less severe than seen earlier in the crisis as both consumers 
and businesses are adapting to the new world order. We 
expect activity to rebound strongly following the third quarter, 
as restrictions are gradually removed and early missteps in 
vaccine distribution are remedied, providing further impetus 
to the recovery. As such, Euro area GDP may average 5.1% 
this year; double trend growth. 

As the healing process continues, ‘’high-contact’’ sectors look 
poised to play catch up, with mobility data (which includes 
the likes of airport traffic, hotel occupancy and retail sales) 
broadly still 20-60% below pre-pandemic norms. In that vein, 
despite the severe economic shock caused by the pandemic, 
consumers appear to be in a strong position, particularly as EU 
household balance sheets have strengthened over the past 
year.  Most notably, the household savings rate has increased 
in all member states (for which data is available), as consumer 
expenditures fell dramatically through 2020 while incomes 
remained resilient, in large part thanks to government-backed 
stimulus measures. Going forward, unemployment rates are 
expected to gradually fall, and households may also enjoy an 
ongoing wealth effect from rising asset values. 

With new savings amassed, and activation of large pent-up demand across Western Europe, a 
period of super-normal consumer spending could be ahead of us. After the prolonged lockdown, 
pent-up demand for experiences and fun may see the composition of that spend shift back 
towards hard-hit services. Meanwhile, demand for consumer goods (such as home furnishings and 
electronics that actually thrived through the crisis) could slow from its early torrid pace. 

Year-over-year change of household saving rate, consumption and income in the EU

(non-seasonally adjusted data)
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Consumers appear to be in a strong position with an increase in the 
savings rate observed over the last year

Source: Impact of COVID-19 on household consumption and savings - Products Eurostat News - Eurostat (europa.eu)
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Source: World Bank as of 2018

International tourism as % of GDP

Countries dependant on COVID impacted sectors 
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Europe’s economy is mobility-oriented. By region, countries 
such as Greece and Spain, where tourism is a major 
component of the economy, stand to see the biggest 
growth boost. 

By sector, we expect spending on travel, leisure and 
hospitality to experience a strong revival, including transport 
infrastructure and beverage sub-sectors, where longer-term 
secular drivers are also favourable. A recent J.P. Morgan  
survey in Europe* suggests domestic and short haul traffic 

will recover faster than long haul. A favourable 
shift towards using Online Travel Agents 
when booking a hotel versus pre Covid-19 
was noted, driven by a desire to compare 
hygiene ratings between hotels, as well as the 
best hotel deals. Meanwhile, thinking longer-
term, most respondents expected to do less 
business-related travel, with virtual meetings 
replacing the need to travel.

In assessing opportunities amid Europe’s 
re-opening, it is critical to be mindful that the 
pandemic is driving changes in consumer 
behaviour. Many of these behavioural changes 
may endure beyond the end of this crisis. 
For the consumer service sector in Europe, 
the pandemic is an invitation to adapt to 
consumers’ changed expectations and re-
imagine the customer experience.

For example, at J.P. Morgan Private Bank, 
we see digital transformation across all 
industries as a prevailing megatrend that 
can continue to disrupt the status quo for 
years to come. For consumer service providers 
across Europe’s travel, leisure and hospitality 
sectors, longer-term competitive positioning 

could be enhanced through investments 
in app-based or ‘’at home’’ services, digital 
payments, augmented or virtual reality. 

Europe is healing. After a very dark year, there 
is light at the end of the tunnel. As vaccines 
are deployed and lockdowns come to an end, 
the region’s mobility-oriented economy stands 
to play catch-up. Over the short term, the 
opportunity to normalize depressed service 
sectors will be a key growth driver. Harnessing 
this re-opening and adapting to the new 
normal will be the key to thriving in the years 
ahead, as the Covid-19 pandemic eventually 
fades.

*Inaugural J.P. Morgan Air Travel & Hotel Survey, 
J.P. Morgan Cazenove, February 2021.

** Important Disclaimer in page 148
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Eleni Vrettou
Executive General Manager, Chief of Corporate 
& Investment Banking, Piraeus Bank

Investment interest 
is still high and is 

expected to further 
increase gradually 

from 2022 onwards.

INVESTMENT LANDSCAPE OF 2021 
– CONDITIONS AND PROSPECTS OF 
TOURISM INDUSTRY

Piraeus Bank, recognizing both the major contribution of 
Tourism Sector to the Greek economy (20-25% of GDP 
directly and indirectly) as well as its significant growth 
prospects, has strategically decided to support our clients 
in the sector.  Total balances of the Bank against the sector 
amount to EUR 3 billion as at 31.12.2020.

Regrettably, the outbreak of the pandemic has put a halt on 
the sector’s growth prospects, causing an unprecedented 
disruption. In this context, Piraeus Bank, taking into account 
its leading position in the financing of the sector expressed 
actively its support by adopting measures of indirect 
and direct enhancement of the liquidity of the affected 
borrowers. In particular, the Bank extended dedicated 
moratoria for capital repayments for the years 2020 and 
2021 to borrowers with total loan balances of € 900mn, 
while additionally it has provided fresh financing through 
the use of the available government support programs 
(EAT, TEPIX total amount of € 152m) as well as other 
financial tool and own funds. 

Current consensus by Research and analysts is that the 
years 2021 and 2022 will be transitional years leading to 
the eventual but probably certain recovery of the sector 

back to the 2019 levels, while expecting to 
show signs of strong growth in the medium 
to long term i.e. after 2023. It is expected 
that particularly in the geographies where 
significant infrastructure works will take place 
(i.e. expansion projects at local airports etc.) 
the future prospects of the sector will be even 
more promising. 

In order to strengthen the sector’s prospects, 
the competitiveness of Greek Tourism 
should be further enhanced through the 
implementation of new Public Investments 
under the scope of the EU Recovery and 
Resilience Fund. These investments relate 
to further upgrades of infrastructure 
(airports, ports, and road network) and to 
the implementation of utility projects such 
as waste management, with emphasis on the 
protection and promotion of the natural and 
cultural environment.  

At the same time, investment interest is still 
high and is expected to further increase 
gradually from 2022 onwards. Key drivers to 
this will be the implementation of a series of 
strategic investments, market transformation 
and investment opportunities which are 
likely to emerge, creating opportunities for 
consolidation in the sector through merges and 
acquisitions in order to address the challenges 
of the units that have been unable to withstand 
the consequences of the pandemic. 

Developments in the legal framework and 
operation of the Public Sector will also 
determine the pace of implementation 
of the planned tourism investments. 
Indicatively, new city plans, in combination 
with faster approval of new development 
projects and the licensing framework of 
coastal zone, consist some of the above 
mentioned factors. 

Piraeus Bank, maintaining its leading 
position in the hotel industry, is open for 
business, financing credit worthy companies 
with good business plans showing the path 
to growth. The Bank’s besides the usual 
working capital financing and transactional 
needs, is also keen to finance capex and 
investment plans prioritizing sustainable 
projects that adopt ESG criteria and have 
a positive impact on the environment and 
social welfare.

In order to enhance the liquidity of the 
Sector during the transitional years 
2021-2022, without additional leverage 
of the companies, the Bank designs new 
specialized products adapted to the current 
needs.  Most recent addition to this is the 
new innovative solution of “Tourism Sunrise”, 
which is a dedicated set of solutions for 
hotels of all sizes aiming to provide the 
necessary funds in a structured way so as to 
open for the new tourist season in 2021. 
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As we go through an era of unprecedented challenges for 
the Greek tourism, it is extremely important for all parties 
involved in the tourism chain, to invest in infrastructure 
excellence, flawless customer service, value for money 
services and joint, harmonised forces, as all of them are critical 
components towards sustainability, competitiveness and future 
development.

Everyone involved in the Greek tourism industry, cannot 
but admit, that the recent Covid-19 pandemic has had a 
tremendous impact in all businesses across the tourism sector, 
while the recovery process is going to last long and be harsh 
as well. Moreover, there is no doubt that the competition from 
other international destinations will become even more intense 
the years to come, since each single destination will go into 
battle aiming at getting back –at least– its pro-pandemic market 
share. Thus, the current circumstances dictate more than 
ever the formation of a long-term tourism strategy targeting 
tourism product’ competitiveness, with a clear-cut, long-term 
vision but also attainable short-term targets. 

There is no doubt that the creation of a competitive product 
requires the provision of high-end, customer-oriented services 
in order to meet the ever-increasing needs of travelers, who 
are now, more easily than ever, able to choose among a big 
range of destinations. The upgrade and modernization of the 
infrastructure, the enrichment and diversification of the tourist 
product, the high quality of tourist services and certainly the 

sense of security are indispensable prerequisites 
of the attractiveness of Greece as a tourist 
destination and any development from now 
onwards will be based on the aforementioned 
conditions.

With regards to Fraport Greece, 2021 is 
marked by the delivery to the worldwide 
travellers of 14 brand new, and passenger-
friendly airports.  Fraport Greece’s innovative 
half billion investment has significantly 
transformed these airports in accordance with 
internationals standards and practices. Three 
months ahead of schedule, Fraport Greece 
has completed a major 4-year infrastructure 
development program that upgrades country’s 
image and enhances the hospitality element 
of the Greek tourist product. Airports are 
gateways to the country for the vast majority 
of tourists visiting Greece and undoubtedly 
constitute the first and last impression that our 
country gives to them. 

Focusing on excellent travel experience, 
safety and functionality, Fraport Greece is 
committed to work, in close cooperation with 
all stakeholders, towards the recovery from the 
recent pandemic, having as target the increase 
of passenger throughput at all 14 airports, the 
attraction of new airlines and routes and the 
development of commercial spaces in line with 
the highest international standards. 

Concluding, we firmly believe that the 
combination of upgraded public and 
private infrastructure, modern and user-
friendly facilities, high-end services, tourism 
product’s modernization and diversification 
and synergies among key industry players 
are prerequisites for increasing Greece’s 
competitiveness in the global tourism arena. 
Greece deserves a leading and sustainable 
position as tourist destination, and we feel 
responsible to serve and contribute to the 
attainment of this goal. 

George Vilos
Executive Director, Commercial & Business Development, 
Fraport Greece

Greece deserves 
a leading and 

sustainable position 
as tourist destination 

and we feel 
responsible to serve 

and contribute to the 
attainment of

 this goal.
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Odisseas Athanasiou
CEO, LAMDA Development

Investment interest 
is expected to be 

driven by major 
developments.

Greece has enjoyed a strong brand name as one of 
the leading global tourism and hospitality destinations. 
Tourism accounts for 20 percent of Greece’s GDP and 
employs around 900.000 people in Greece. 
During its recovery period from the financial and economic 
crisis (2011-2018), Greece has successfully introduced 
significant reforms in this sector to remove market 
restrictions, meet modern demand (integrated resorts, 
marinas, cruise embarkation ports) and facilitate major 
investments. 

Connectivity has been also improved. Public infrastructure 
developments are underway, including the upgrade of the 
AIA and regional airports, road upgrades, implementation 
of 5G networks, construction of water airports and upgrade 
of marinas. All such projects and those to come under 
the umbrella of the Recovery Fund, are creating a further 
positive impact on attracting significant capital for tourism-
related investments. 

With the country having set on the path of recovery and 
growth, international and domestic investment interest 
had been attracted and major investment projects have 
been announced across the country.  

The Covid-19 pandemic has temporarily affected the 
pace of such interest, but the potential remains strong 
and expectations are high as soon as this pandemic ends. 

Mobility of investments is expected to return to previously 
high rates. 

With market fragmentation and capex deprivation having 
been the drivers of investment activity during the previous 
period, the investment landscape in Greece is expected 
to be more structured and sophisticated in the post-
pandemic era. 

Recovery of the investment activity is expected to come 
sharp given the huge potential and the strong declared 
interest, which has been put on hold, awaiting to be 
reactivated and transformed into transactions once 
the market returns to normality. Investment interest is 
expected to be driven by major developments. 

The major traditional ‘sea and sun’ destinations (such as 
Crete, Rhodes, Kos, Corfu, Zakynthos) and the ultra-luxury 
destinations (Mykonos, Santorini) will win the highest 
investment, whereas Athens, especially the Athenian 
Riviera, is expected to significantly improve its position. 
Athens has started to represent a significant trend and 
potential as a worldwide leisure & business 365- day 
tourism destination in the East Med (MICE, city break, 
holidays, cruising, wellness tourism, etc.). Sustainability-
rated projects, whether in planning, development, or 
operation of tourism assets are also expected to attract 
strong interest. 
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In LAMDA 
development, we 

believe that the 
post-pandemic 
era, hospitality 

assets will focus on 
safety, cleanliness, 

personalization, high 
customer experience 

and technological 
excellence.

The Covid-19 pandemic has made us reconsider our 
everyday life, and the ways we would like to live, work, 
shop, be entertained and holiday. People’s needs for 
space, openness and sustainable way of living are key to 
the new urban living and will guide the hospitality industry 
towards the ‘new-normal’. 

In LAMDA development, we believe that the post-
pandemic era, hospitality assets will focus on safety, 
cleanliness, personalization, high customer experience 
and technological excellence. These elements will attract 
considerable investor and consumer demand. 

Our project, the Hellinikon Project, will be a new well-
connected community encompassing several traditional 
and hybrid tourism uses, all at the forefront of that 
demand.

Sustainability in tourism development and management, 
branded residence and serviced apartment concepts, 
healthcare tourism, targeted residences, are in the very 
heart of our project development. 

Within Hellinikon, a holistic hotel and tourism approach 
is being used, developing hospitality assets in direct 
connection with leisure and entertainment uses, such as 
the the Metropolitan Park, the marina, the public beach, 

the sports facilities, sustainable shopping centres, the 
Integrated Resort Casino, harmoniously combining both 
public and private interests.

The demand currently experienced for the Hellinikon 
Project is really a testament of that expectation, displaying 
the demand levels that will be expressed beyond Covid-19 
recovery.
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Yiannis Paraschis
CEO, Athens International Airport SA

RESHAPING GREEK TOURISM: IN NEED 
OF STRATEGIC INVESTMENTS TO 
ACCELERATE GROWTH
We do not have the luxury to focus only on today and 
now - Big strides towards a post-COVID-19 new normality 
are necessary to ensure that the recovery to pre-pandemic 
COVID-19 levels will be designed strategically to face the 
emerging challenges, such as the climate crisis, the digital 
transformation, the growing health and safety consciousness of 
travelers, along with the changing geopolitics at the regional 
and global level. Towards this new normality, it is crucial for the 
Greek travel industry to capitalise on the positive image of the 
country, built through a proactive and effective response to the 
pandemic. Shaping a national comprehensive programme to 
help the hardest hit sectors overcome the consequences of the 
crisis and emerge stronger and greener is much needed. 

Strengthening “Green Tourism” through the promotion 
of projects that will lead to tourist facilities with zero 
energy footprint - In the years to come, climate change will 
increasingly drive European policies in air transport, tourism, 
hospitality and the travelers’ behaviour as well. Initiatives 
and self-regulation on environmental sustainability matters 
are becoming highly critical factors for the competitiveness 
and development of destinations and of the respective 
infrastructure and enterprises in the travel chain.
Athens International Airport has committed to implementing 
“ROUTE 2025”, thus achieving net zero carbon emissions by 

consuming only clean, renewable electricity, that 
will be exclusively produced on our premises, 
and in addition, zeroing out our carbon 
emissions from fuel consumption. “ROUTE 2025” 
fully incorporates environmental sustainability 
into our future development, thus actively 
contributing to reducing the ecological footprint 
of Athens as a destination, as well as to the 
National Energy and Climate Plan.

The digital transformation of the travel industry 
on the basis of a strategic approach is key 
for the next day as it provides a wealth of 
possibilities in the direction of interconnecting 
information systems for data exchange in 
relation to the traveler preferences, with the 
aim to make travel experience as smooth and 
customized as possible.  At this stage, there is a 
unique opportunity to redesign the role of the 
State in relation to the formation of infrastructure 
for data management and various digital 
capabilities to enhance Tourism. In this regard, 
the “digital green certificate” could, in addition 
to possible uses in healthcare, facilitate the safe 
free movement of citizens among EU Member 
States and beyond. In this context, airports, 
as well as all tourism-oriented enterprises will 
have to review and potentially reshape their 
operational processes, facilities layout and digital 
infrastructure. 

Leverage EU funding mechanisms to enhance 
economic performance – Given the financial 
strain faced by the travel and tourism sectors, 
the effective use of public aid and EU funds 
such as the Recovery and Resilience Facility 
will be of extreme importance for investments 
in the coming years. Investments to upgrade 
the Public Healthcare System, as well as 
the digital communication infrastructure, 
especially in the tourist areas of our country, 
are crucial factors. Reinforcing labor rather than 
subsidizing unemployment, based on identified 
market needs, and guiding the productive 
transformation of the economy to create 
sustainable full-time jobs emerge as key pillars of 
the transition to a new era as well.

Still growth industries – Based on recent studies, 
in 2018, only 11% of the global population 
traveled by air, with up to 4% of people traveling 
abroad. Such data give us the comfort to believe 
that, despite the dire consequences of the 
COVID-19 pandemic on aviation and on the 
wider tourism sector, we still remain growth 
industries. To enable growth, this crisis should act 
as an accelerator of structural change towards 
sustainability. We have the opportunity to play a 
leading role in the Green Transition of the country 
that seems to have already started with the aim to 
create a strong competitive advantage.
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Ioanna Dretta 
CEO, Marketing Greece S.A.

NEW OPPORTUNITIES AHEAD
 
Over the last decade, the global hospitality industry has 
enjoyed massive growth, benefitting the tourism industry by 
putting on the map travel activity as a way of living. 
  
According to WTTC, in 2019 the direct, indirect and induced 
impact of travel & tourism contributed US$8.9 trillion to 
the world’s GDP. Of course, when the Covid-19 pandemic 
appeared these figures collapsed and now every part of 
tourism is fighting its battle in order to rebuild the industry 
upon new values and principles and, at last, a new working 
model. 
  
Efforts will take place both within the hospitality area via 
the renewal of existing services and the implementation of 
health protocols, and outside with DMO’s having to deal 
with new travel trends and styles. 
  
In the post-Covid-19 world, the framework of tourism will 
broaden and travelers will be drawn to destinations and 
experiences that make it easy for them to maintain social 
distancing practices, be in contact with nature and provide 
them with feelings of freedom and happiness. More remote 
locations and niche experiences will be sought, as well as 
outdoor activities that satisfy their new preferences. On top 
of this, we should take into consideration that sustainability 
is no longer a trend but a request. So DMO’s have to work 

in a totally new environment, by redefining tourism products 
and promoting new ideas and travel options. They are 
going to create the offer but destinations need to respond 
to the demand that will arise. How? Via the investments 
that are going to take place in the hospitality industry. 
Therefore, the need for something new creates a great 
opportunity. 
  
We all know that destinations without facilities are not able 
to host travelers. And of course, the opposite is also true. 
Without a destination, we cannot have facilities. Hospitality 
investment and destination marketing have a codependent 
relationship. Both are defining the new standards, helping 
destinations emerge and supporting the tourism industry in 
every way. 
  
In conclusion, if we want to rebuild Greek tourism, every 
section has to cooperate and contribute its part to the 
battle, including and beyond facilities. 

Hospitality investment 
and destination 
marketing have 
a codependent 

relationship. Both 
are defining the new 

standards, helping 
destinations emerge 

and supporting the 
tourism industry in 

every way. 
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Metron Analysis | Survey Report

The overall evaluation of the Covid-19 crisis handling in Greece is positive since: 

• 8 out of 10 rate the handling in Greece in the summer season as Very good or Good
•  Almost 9 out of 10 rate the crisis handling in Greece more positively compared to key 

competitor markets
•  7 out of 10 think the measures taken by the Greek state had a great or significant effect and 

were followed for the most part by the Greek people
•  Almost all evaluate positively the measures taken by the Greek hotels, 9 out of 10 evaluate 

positively the measures taken by other hospitality providers and 8 out of 10 evaluate 
positively the measures taken by the Greek Airlines

•  In addition, approximately 7 out of 10 rate positively the effectiveness of the way the 
measures were communicated either to the  travel trade community or the end guest.

•  However, most think that the rebound to 2019 levels won’t be happening withing the next 
year, but will take between 2 to 3 years, especially regarding demand for Greek destinations, 
recovery of international travel vs. domestic travel and overall demand for all destinations.

•  In other areas such as demand for corporate travel, long haul travel and MICE, almost 3 out 
of 10 respondents expect the rebound process to take even longer.

•  Therefore, most expect season 2021 production to decrease compared to 2019, especially in 
the main urban areas such as Athens and Thessaloniki/Halkidiki.

•  Factors that are perceived to contribute most to the rebound process are more flexible 
cancellation policies, implementation of global common, consistent long term policies, more 
attractive b2b & b2c payment terms and additional sanitary and hygiene measures from 
hotel brands. 

•  The respondents are willing to make changes in the way they address key audiences (8 out 
of 10 probably to absolutely likely to do so) and most have implemented changes in certain 
areas (technological reformations in their business - 8 out of 10, new payment policies - 7 out 
of 10 and new cancellation policies - 9 out of 10).

Executive Summary

SURVEY REPORT

Base=Total sample

Base=Total sample

Q. How do you rate the handling of the Covid-19 crisis in Greece in the summer 
season of 2020? Single answer, scale 

Q. How do you rate the handling of the Covid-19 crisis in Greece vs its key competitive markets 
(Spain, Italy, France, Turkey) in the summer season of 2020? Single answer, scale

VERY GOOD

25%

GOOD

56%

NEITHER  GOOR
NOR POOR

14%

POOR

4%

VERY POOR

2%

Positive rate: 81%

Negative rate: 6%

VERY GOOD

40%

GOOD

46%

NEITHER  GOOR
NOR POOR

7%

POOR

4%

VERY POOR

4%

Positive rate: 86%

Negative rate: 8%

Evaluation of the handling of Covid-19 crisis in Greece

Comparison of Covid-19 crisis handling in Greece vs. competitive markets

Crisis handling



40 DHR SERVICES 41DHR SERVICES

Base=Total sample

Base=Total sample

Q. What was the effect that the measures taken by the Greek state during 
the summer season of 2020 had? Single answer, scale 

Q. According to your opinion, to what degree were the measures followed by the 
Greek people during the summer season of 2020? Single answer, scale 

Perceived effect of measures taken by the Greek state

Perceived adherence to measures by the Greek people

GREAT EFFECT

23%

SIGNIFICANT EFFECT

49%

MEDIUM EFFECT

25%

NO EFFECT

4%

WERE ABSOLUTELY 
FOLLOWED

5%

WERE FOLLOWED FOR 
THE MOST PART

68%

WERE 
FOLLOWED FOR 

SOME PART

21%

WERE NOT 
FOLLOWED

5%

Base=Total sample

Q. How would you evaluate the measures taken by Greek Hotels? 
Single answer, scale 

VERY GOOD

53%

GOOD

42%

NEITHER  GOOR
NOR POOR

5%

POOR

0%

VERY POOR

0%

Positive evaluation: 95%

Negative evaluation: 0%

Evaluation of measures taken by Greek hotels

Base=Total sample

Q. How would you evaluate the measures taken by Greek Airlines? Single answer, scale 

Evaluation of measures taken by Greek airlines

VERY GOOD

37%

GOOD

40%

NEITHER  GOOR
NOR POOR

19%

POOR

2%

VERY POOR

2%

Positive evaluation: 77%

Negative evaluation: 4%

Metron Analysis | Survey Report
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Base=Total sample

Q. How would you evaluate the measures taken by other Greek Hospitality Providers 
(travel agents, transfers, restaurants etc.)? Single answer, scale

VERY GOOD

35%

GOOD

53%

NEITHER  GOOR
NOR POOR

11%

POOR

2%

VERY POOR

0%

Positive evaluation: 88%

Negative evaluation: 2%

Evaluation of measures taken by other Greek hospitality providers

Base=Total sample

Base=Total sample

Q. How effectively do you consider that the 2020 summer season measures in Greece were 
communicated to the travel trade community? Single answer, scale

Q. How effectively do you consider that the 2020 summer season measures 
in Greece were communicated to the end – guest? Single answer, scale 

Evaluation of communication with the travel trade community 

Evaluation of communication with the end guest

GREAT EFFECT

19%

SIGNIFICANT EFFECT

54%

MEDIUM EFFECT

25%

NO EFFECT

2%

GREAT EFFECT

19%

SIGNIFICANT EFFECT

54%

MEDIUM EFFECT

21%

NO EFFECT

5%

Reputation 2020

Metron Analysis | Survey Report
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Q. How soon/in what pace do you expect the following to return to 2019 
levels? Single answer per item, scale

Q. What are your expectations with regards to the production (number of pax) for the 
following destinations for the season 2021 versa 2019? Single answer per item, scale

Expectations about rebound to 2019 levels

Expectations about production

Base=Total sample

Within 6 months 1 year 2 years 3 years Longer than 3 years % expected rebound 
within 1 year

Base=Total sample

Demand for the Greek 
destination in your business

Demand in Corporate Travel

Recovery of international travel 
vs domestic travel

Overall demand in your business 
(all destinations)

Long haul travel

Demand in MICE

26%

18%

15%

12%

11%

11%4%

7% 25% 37%

4%

5%

7%

5%

4%

7%

7%

11%

21%

11%

42%

47%

33%

51%

44%

26%

37%

21%

21%

35%

28%

21%

4%

28%

2%

7%

Will be 
significantly 
increased

Will be 
increased

Will be 
identical

Will be 
decreased

Will be 
significantly 
decreased

% expected 
increase

Cyclades islands 
(Mykonos, Santorini, etc.)

Athens

Thessaloniki, Halkidiki

Crete

Rhodos

Ionian islands (Corfu, Zante, etc.)

Kos

22%

20%

17%

15%

15%

12%

11%

7%

11%

14%

14%

42%

47%

11%

11%

9%

11%

5%

4%

4%

11%

11%

12%

14%

16%

9%

9%

11%

42%

47%

25%

44%

35%

32%

28%

30%

23%

47%

26%

37%

7%

Rebound

Q. How much do you believe that the following factors affect the rebound process? 
Single answer per factor, scale

Perceived effect of certain factors on the rebound process

Base=Total sample

Have a great 
effect

Have a significant 
effect

Have a medium 
effect

Have no 
effect

More flexible cancellation policies

Implementation of global common, 
consistent & long-term policies in all types 

of travel (air, ferry, train etc.)

More attractive payment terms (b2b)

More attractive payment terms (b2c)

Additional sanitary & hygiene 
measures from hotel brands

Lower pricing

Transition to touch-less environment & 
processes on travel & accommodation

Higher commissions

New product offerings, connected 
with destinations 16%

32%46%

7%

19%

33%40%

7%

28%

37%23%

12%

37%

26%28%

9%

42%

19%39%

47%

16%33%

4%

47%

16%35%

2%

49%

11%40%

65%

4%30%

2%

Base=Total sample

Q. Do you plan to change the way that you address your key audiences in 2021? 
Single answer, scale

ABSOLUTELY YES

19%

MOST LIKELY YES

40%

PROBABLY YES

23%

PROBABLY NOT

14%

MOST LIKELY NOT ABSOLUTELY NOT

2% 2%

Marketing & Communication changes

Factors that affect rebound

Changes in 2021 activities 
on the respondent’s business

Metron Analysis | Survey Report
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Q. Have you planned or are you currently executing any investments in the technology behind 
the way that you conduct your business? Single answer

Q. Have you put into effect new payment term policies for 2021? Single answer

Q. Have you put into effect new cancellation policies for 2021? Single answer

Digital transformation investments

New payment terms

Cancellation policies

Base=Total sample

Base=Total sample

Base=Total sample

NO YES

11% 89%

NO YES

35% 65%

NO YES

23% 77%

Methodology: Quantitative survey via Computer Assisted Web Interviewing (CAWI) with the use of a 
structured questionnaire provided by DHR Services.

Target population: Greek and International Tour Operators & Travel Agents.

Sample size: 57 respondents belonging to the target population with the following distribution: 13 Greek 
Tour Operators, 19 International Tour Operators, 19 Greek Travel Agents and 6 International Travel Agents.

Sampling: DHR Services was responsible for contacting eligible respondents and recruiting them for the 
survey, as well as for making the necessary follow ups to boost the response rate. 

Conduction period: End of February to beginning of April 2021.

Survey identity

Metron Analysis | Survey Report
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01.  MARRIOTT HOTELS INTERNATIONAL LIMITED, PHIL ANDREOPOULOS 

02. HILTON, ALAN MANTIN

03. MELIÁ HOTELS INTERNATIONAL, GABRIEL ESCARRER 

04. RADISSON HOTEL GROUP, ELIE MILKY 

  

03.
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Phil Andreopoulos
COO, Owner and Franchise Services EMEA, and 
COO Sub-Saharan Africa and Protea, 
Marriott Hotels International Limited

Over the past year, we’ve seen a huge shift in travel and 
hospitality that has altered consumer behaviours and 
forced hoteliers to relook at their business models. The 
pandemic has not only shifted travellers’ expectations, it has 
fundamentally changed human attitudes and behaviours 
at a speed we’ve never seen before – and all organisations, 
including ours, have had to adapt and respond.  

Like all hospitality companies, we’ve had to close hotels, 
look after our guests and take care of our associates. As I 
look at the world today, it’s harder to travel than ever before.  
Something we could never have imagined. But looking 
ahead, we are confident travel will return. You only need to 
speak to friends or family to know there is a huge pent up 
demand for travel. This, combined with the vaccine roll out, 
gives us great optimism that travel will bounce back quickly. 

Despite what the world throws at us, the joy we all feel 
from exploring breath-taking destinations, experiencing 
new cultures or simply travelling to meet our loved ones 
will never diminish. Greece is one of the world’s leading 
tourism markets – a highly sought-after destination for 
global leisure travellers - and we are optimistic that leisure 
travel will quickly return.

At Marriott, we have some of the best resort hotels in the 
world, including a robust portfolio of more than 20 hotels 

in the Greek market. These properties include some of the 
country’s most desirable resorts including The Blue Palace, 
a Luxury Collection Resort in Crete; Domes Miramare, a 
Luxury Collection Resort in Corfu; The Westin and Luxury 
Collection Resorts at Costa Navarino, and the exciting new 
Aegon Mykonos, an Autograph Collection hotel. 

We see great opportunity to expand our portfolio in the 
Greek market, especially through our conversion brands 
such as The Luxury Collection, Autograph Collection, 
Design Hotels and Tribute Portfolio. These brands allow 
smaller, unique hotels to keep their own identity and 
personality while pulling into our powerful distribution, 
sales and loyalty platforms. We have no doubt that there 
are many independent hoteliers who could benefit from 
this in the post-pandemic business environment.

We also envisage more demand for our home rentals 
platform - Homes & Villas by Marriott International - in 
the Greek market. We know our customers are looking 
for places that cater for multi-generational travel, yet, 
also provide rest and relaxation. As a company, we’ve 
continued to grow our Homes & Villas by Marriott 
International brand and it now lists more than 20,000 
homes in 240 destinations across the globe. We’ve 
seen demand spike for premium private rentals, where 
consumers are reassured in the knowledge that the homes 

Greece is one of 
the world’s leading 
tourism markets – a 
highly sought-after 

destination for global 
leisure travellers - and 

we are optimistic 
that leisure travel will 

quickly return. 
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As well as expanding 
our portfolio, we 

are also preparing 
to adapt to how 

customers use our 
hotels. 

they book will have exacting standards and rigorous 
cleaning regimes. Plus, our Marriott Bonvoy members can 
still earn and redeem points across the Homes & Villas by 
Marriott International portfolio, which is great news for the 
147 million members of our loyalty programme. 

As well as expanding our portfolio, we are also preparing 
to adapt to how customers use our hotels. Several 
companies have made bold declarations about the future 
of work, giving their teams more flexibility over where 
and how they work. We believe that this freedom will 
lead to the further blurring of work and social lives. And 
while office life certainly won’t die out, it will become 
more acceptable to allow people to work from anywhere. 
The hotel industry will have to rethink how it can 
accommodate the leisure and business traveller as one. 
Consumers will expect high-speed Wi-Fi in their room, 
creative spaces to think and work, and family services and 
activities that can keep the children busy. This is where our 
latest initiative from Marriott Bonvoy – allowing people to 
work from anywhere with our Day Pass, Play Pass and Stay 
Pass which gives our members the freedom to escape, and 
work, stay or play anywhere.
Finally, as we look forward, all consumers will continue 
to have a heightened awareness of hygiene. Enhanced 
Cleanliness will remain fundamental to the hotel 
experience, and it will be an expected requirement, rather 

than added value. At Marriott, our hotels have embraced 
our new cleanliness protocols, understanding their 
importance, and have worked tirelessly to deliver against 
Marriott’s exacting standards.

I strongly believe that the desire to travel and explore 
the globe will never dissipate and markets like Greece 
will benefit from the swift return of the leisure travellers. 
There is no doubt that the hotel industry will have to 
adapt but, if we are successful in doing that, then the 
travel and hospitality industry will swiftly rise once again. 



54 DHR SERVICES 55DHR SERVICES

The past year has undoubtedly been challenging for 
the hospitality industry, but as the vaccination roll-out 
accelerates and travel restrictions ease, we know that 
there will be a great deal of pent up travel demand – with 
leisure travel likely to be the first to rebound, followed 
business transient, small groups, then larger group travel.  
 
With more than 140 hotels set to open across Continental 
Europe in the coming years, our development pipeline 
also demonstrates confidence in the longer-term future 
and the recovery of the industry.

 We’ve continue to see growth in markets across 
Europe, including here in Greece where we announced 
a stunning new resort property – Royal Senses Resort 
Crete, Curio Collection by Hilton – at the end of last year. 
We’ve also announced new resort properties in Portugal 
and the Azores, Costa del Sol and Croatia. As expected, 
there has been a lot of interest in leisure destinations in 
particular, and we see plenty of opportunity for brands at 
every price point.
 
In terms of development trends, we’re also seeing a 
rise in conversion opportunities as independent hotels 

seek shelter in global brand portfolios, helping them to 
benefit from greater distribution and visibility in front of 
guests, as well as a stronger focus on highly personalised 
guest technology, and a customer preference for greater 
consistency of experience. 

Linked to this is the growth of collection brands, which is 
particularly relevant for the Greek market where there are 
a high number of quality resorts that lend themselves well 
to our collection brands, such as Tapestry Collection by 
Hilton, Curio Collection by Hilton and LXR.  

Alan Mantin 
Managing Director, Development Southern Europe, Hilton 

With more than 140 hotels set to open across Continental Europe in the 
coming years, our development pipeline also demonstrates confidence 
in the longer-term future and the recovery of the industry. 
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Gabriel Escarrer
Vice President & CEO, Meliá Hotels International

INVESTOR APPETITE FOR THE 
“NEW AGE OF TOURISM”

The hotel industry is operating within a context of 
unprecedented difficulty, in which traditional brands have 
to rethink their future and their product development 
to remain competitive. The future of tourism will 
undoubtedly be more digital (in the customer journey, 
in operational processes and in the customer experience 
in the hotel), more concerned with health and safety, 
and more aware of their social surroundings and their 
environment. The “new age of tourism” will also bring an 
imperative need to become more competitive, with the big 
winners in the world of hospitality being those companies 
that are more agile in their marketing and operations and 
able to offer products that are more clearly differentiated.

With all the prudence that the current situation requires, 
it is also true that we are finally seeing positive prospects 
for the second half of 2021, both in the Caribbean and 
in Europe and the Mediterranean, concentrated in resort 
hotels for the time being (as the city hotel industry is 
suffering a much more “structural” crisis that could need up 
to two years to recover). The reservations we already have 
on our books indicate a certain stabilisation and a positive 
outlook for the summer, although still a very long way from 
the excellent season we had in 2019. 

This incipient economic recovery and the 
suffering of many companies after almost 
18 months of constant cash losses will 
combine with pressure from fund managers 
looking to invest the high liquidity currently 
available in the market to create the ideal 
situation, as most experts predict, for 
extraordinary investment activity in the 
second half of 2021, as investors fight to 
position themselves in hotel assets. Venture 
Capital Groups and major wealth funds will 
therefore continue to be active investors in 
hotel assets in 2021.

In terms of the nature of the assets 
and transactions, we know that current 
investors will have a very clear preference 
for resort hotels, a segment in which MHI 
boasts both leadership and expertise. Any 
investments must also take into account the 
environmental, social and good governance 
(ESG) principles that present a great 
opportunity for hospitality companies to be 
one of the leaders of change as we move 
towards the United Nations 2030 Agenda. 
Regarding business models, we predict a 
clear preference for “Sale & Lease Back” 
or “Sale & Management” transactions, and 

also a trend towards “manchising”, a hybrid 
formula somewhere between management 
and franchising. 

In all these models, investors will require the 
best hotel management companies, with 
strong digital and distribution capabilities 
and attractive and well-recognised brands. 
It will be essential for companies to have 
a digital platform through which they can 
market products and communicate on a 
one-to-one level with customers, similar to 
the melia.com platform that we have been 
developing for many years in order to add 
value for our hotel partners. In addition to 
our core brands, we have also developed 
a “soft brand” in which 4-star hotels with 
good service and product quality can form 
part of our big family under the “Affiliated 
by Meliá” programme without having to lose 
any of the personality and essence they have 
developed over the years.

Current investors 
will have a very clear 
preference for resort 

hotels, a segment 
in which MHI boasts 
both leadership and 

expertise.
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Elie Milky
Vice President Development, Radisson Hotel Group

What do you see in store for the mobility of investments in 
the next 24 months in our country? 

We expect investment activity in Greece to continue during 
the next two years. There will be an increase in foreign direct 
investments as more distressed assets and more attractive 
deals come to the market, leading to an increase in real 
estate transaction activity.  

Do you expect to see a decline in investment levels in your 
field in 2021? 

We do not foresee a decline in investment levels. However, 
continued lockdown measures as well as bureaucratic 
hurdles may cause some delays which could push some 
investment activity into 2022. It is also important to note that 
the existence of unrealistic seller expectations in the Greek 
market will continue to deter foreign investors who want 
to narrow that spread between the seller and the potential 
buyer. 

In your sector, what are the structural changes (legislative 
framework, infrastructure projects, etc.) that you think 
should be made within the next five years so as to increase 
tourism-related investments in Greece? 

Bureaucratic hurdles in licensing and approvals and 
certifications should be streamlined, failing which investors 

Bureaucratic hurdles 
in licensing and 

approvals and 
certifications should 

be streamlined, failing 
which investors may 

continue resorting to 
other investment hubs 
that are more business 

friendly. 

may continue resorting to other investment hubs that are 
more business friendly. We believe the current government 
has the right attitude, approach and strategy to turn Greece 
into one of the most attractive hospitality real estate 
investment destinations in the Mediterranean. 

How do you see demand per segment taking shape within 
the next two years (V-shape, U-shape, etc.)? 

We see leisure demand taking the lead in recovery, which 
we have already started experiencing in our hotels globally, 
starting with a boost in domestic tourism in many markets. 
Greece with its resort offering will attract leisure demand 
this summer from various European markets as well as 
global travellers. Corporate demand is to follow gradually, 
with meetings and events demand to naturally recover last. 
Our Radisson Hybrid Meetings solutions which we launched 
last year will soften the transition phase.   

Which areas of the country do you think will draw the most 
interest from investors and why? 

Resort real estate products will be on the radar for many 
investors. These locations include resort destinations in the 
Peloponnese and Macedonia which are on the mainland, as 
well as island destinations such as Corfu, Crete, Mykonos, 
Santorini, Paros, Rhodes, Skiathos and other islands in the 
Aegean and Mediterranean seas. 
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Which aspect of the country makes it an attractive 
investment destination in the field in which you operate?
 
Greece has some of the most attractive real estate prices 
from an investor standpoint within the EU despite some 
select assets remaining over-priced. It is a country offering 
some of the most beautiful destinations in the world making 
it one of the most popular places to visit from a consumer 
perspective. Its business-friendly government and stable 
political climate makes Greece one of the best investment 
destinations in Europe today. 

What do you think the investment landscape in our country 
will look like five years from now?

With the direction the government is taking, we would hope 
to see restrictions lifted, hurdles relaxed and investment 
activity continue to gain steam. The mentality is changing 
among independent hospitality owners in Greece, which 
is finally opening the doors to the idea of branding 
their hotels under an international name. Such owners 
and the new generations taking over from their parents 
and grandparents now see the benefits of international 
standards, hygiene protocols instigated by the pandemic, 
global distribution channels, and more feeder markets, 
which such hotels never had access to historically. Foreign 
investors will also bring in more international hotel chains 

to run their real estate operations with the aim of increasing 
their asset values, therefore seeing more branded hotels in 
the country. 

The current percentage of internationally branded 
hospitality real estate now stands below 1% of the total 
supply in Greece, which is the lowest across Europe. This is 
expected to double within the next 5 years, adding roughly 
50 to 100 newly internationally branded products to the 
market because of growing demand for branded hotels and 
resorts. We will also start to see more demand for branded 
serviced apartments from investors and guests alike. Past 
recessions and this pandemic have highlighted even further 
the resilience and attractiveness of serviced apartments as 
a less risky, more profitable hospitality investment model 
because of its low cost structure.    

The current 
percentage of 
internationally 

branded hospitality 
real estate now stands 
below 1% of the total 

supply in Greece, 
which is the lowest 

across Europe. This is 
expected to double 

within the next 5 years. 
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TOURISM IN GREECE
Tourism development in Greece before COVID-19

According to UNWTO data1, in 2019 Greece was the thirteenth most visited destination 
worldwide. Furthermore, excepting Austria which occupies the twelfth place, all countries ranked 
higher than Greece were considerably larger countries2 both in terms of population and in terms 
of economic activity. 

Greece’s incoming tourism has shown a mixed picture during the last 15 years (Chart 1). While 
between 2005 and 2008 incoming tourism was more or less stable, it then declined until 2012. 
Subsequently, it was on a steady and strong growth until 2019, the last pre-COVID year. The 
growth of tourism since 2012 was pivotal in mitigating the impact of the economic crisis that 
followed the Greek debt crisis of 2010 and in leading the country out of the recession after 2017.

Greece’s five main tourism Regions (South Aegean, Crete, Attica, Central Macedonia and the 
Ionian Islands) receive approximately 90% of tourism revenue, indicating that there is a great 
growth potential in the other eight Regions which often share the same characteristics as the 
developed Regions but also have their own unique characteristics for developing their unique 
identities and USPs. Further, in the three island Regions (Crete, South Aegean and Ionian Islands) 
which are among the top-5 in terms of revenue, tourism is by far the main driver of the economy 
and -in today’s global division of labour- it is hard to imagine what other activity could possibly 
replace tourism while maintaining the same level of social and economic development.

1 UNWTO – World Tourism Barometer, Vol. 18, Issue 2, May 2020
2 Ranking of countries on basis of international arrivals: France, Spain, USA, China, Italy, Turkey, Mexico, Thailand, 
Germany, UK, Japan and Austria.

Tourism exhibits a very high seasonality in Greece, with 56% of arrivals and 59% of revenue 
occurring in the Q3, followed by 24% and 26% respectively in Q2 (Chart 2). 

The reason behind this seasonality is two-fold:
•  Seasonality is a feature of tourism worldwide and in Europe in particular (Chart 3), climatic 

conditions and school holidays probably being the two key drivers.

Chart 1: Incoming tourism to Greece, 2005 - 2019

Source: Bank of Greece Border Survey
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Chart 2: Seasonality of incoming tourism to Greece, 2019

Source: Bank of Greece Border Survey
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Chart 3: International Tourism Arrivals by month

Source: UNWTO World Tourism Barometer, Statistical Annex, Vol 18, Issue 1, January 2020
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•  Greece in 2019 was the third most popular Sun & Beach destination worldwide with a market 
share of 7.4% in terms of trips, preceded only by Spain (17.3%) and Turkey (8.3%). Sun & Beach 
holidays are by their very nature highly seasonal. They are also the most popular tourism product 
worldwide with 226 million trips out of a total of 1.04 billion trips worldwide in 2019, i.e. a market 
share of 21.8%. The growth rate of the Sun & Beach market between 2015 and 2019 was 43%3. 
Considering that Sun & Beach holidays normally have a longer length of stay than other products 
(e.g. City Break, Culture & Religion etc.), it is probably true that Sun & Beach’s share in terms of 
spend is even larger. Greece should build on its strength in Sun & Beach holidays in two ways. 
First, to develop new destinations within the country in Regions that currently have a small market 
share in tourism activity. Second, to ‘pivot’ on Sun & Beach by enriching its tourism product with 
other activities so as to make it more attractive and encourage repeat visits, but also to attract its 
existing client base to visit Greece for other types of holidays as well. The importance of the latter 
has increased because of climate change, which is expected to affect Sun & Beach holidays in 
the Mediterranean negatively, but also to offer new opportunities to develop touring, hiking and 
other activities in Greece’s mountains around the year.

One of Greek tourism’s strongest assets has been the diversity of its client base (Table 1) 
allowing it to face difficulties in declining markets by tapping other markets. Only two markets 
(Germany and the UK) contribute more than 10% each of the total revenue from incoming 
tourism to Greece. The top-5 markets contribute just under 50% of the total. Growth in tourism 
revenue has developed in tandem with an increased diversity of the client base as the top-5 
markets contributed 58.8% of total revenue in 2005 and 52.9% in 2015.

It is also noteworthy that Greece is one of the top-10 destinations in all markets, except for long-
haul markets (USA, Australia, Canada) and Russia. Further, when ranked against Mediterranean 
destinations, it is the most preferred destination in six markets, the second most preferred 
in three markets and in the third place for eleven markets. Out of the top-10 international 
source markets4, only China (Νο. 1) and South Korea (No. 9) are not important source markets 
currently, offering an important opportunity for growth. Greece’s strategy should therefore be to 
maintain and -wherever possible- strengthen its competitive position in European markets and, 
more importantly, strengthen its position in long-haul markets, particularly as they also have a 
considerably higher spend.

4 According to UNWTO, based on spend in 2019: China, USA, Germany, United Kingdom, France, Australia, Russia, 
Canada, South Korea, Italy 
5 https://insete.gr/profil-agoron/

Average spend has declined over the years from € 744 in 2005 to € 514 in 2016 and rebounded 
to € 564 in 2019. The key drivers of this drop is a) the decline in the average length of stay 
and b) the change of the market mix due to the number of travellers from low spend countries 
increasing at a faster rate than that of travellers from traditional markets (see here5 and next 
Section). On the other hand, it is noteworthy that, despite the considerable and fast growth in 
arrivals since 2012, the daily spend has hovered around € 70 and has increased since 2016, with 
an accelerating pace in 2019.

3 Data in this paragraph are from IPK International (World Travel Monitor)

Chart 4: KPIs of incoming tourism to Greece 

Source: Bank of Greece Border Survey
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Table 1: Top-25 incoming markets to Greece in 2019

Source: Bank of Greece Border Survey, UNWTO – Processing: INSETE Intelligence

  GERMANY UK USA FRANCE ITALY NETHERLANDS ROMANIA CYPRUS SWITZERLAND AUSTRIA BELGIUM RUSSIA POLAND

Market size (in mil.) (UNWTO 2018) 109 70 93 27 33 22 21 1 15 12 13 42 13
Rank of Greece as a destination 7 6 19 8 5 8 2 1 7 7 8 15 5
Rank of Greece as a destination in Mediterranean 4 3 3 4 2 3 1 1 3 4 3 6 2
Revenue of Greece (in mil. €), 2019 (BoG 2019) 2.959 2.564 1.189 1.090 1.009 534 483 465 462 462 453 433 416
As a % of total inbound tourism 16,7% 14,5% 6,7% 6,2% 5,7% 3,0% 2,7% 2,6% 2,6% 2,6% 2,6% 2,5% 2,4%

  AUSTRALIA SERBIA CANADA BULGARIA SWEDEN ALBANIA ISRAEL DENMARK CZECH REPUBLIC NORWAY FINLAND NORTH MACEDONIA

Market size (in mil.) (UNWTO 2018) 11 Ν/Α 26 7 Ν/Α 5 8 7 7 8 9 Ν/Α
Rank of Greece as a destination 18 1 13 1 7 1 8 8 8 8 8 1
Rank of Greece as a destination in Mediterranean 3 1 3 1 2 1 5 3 3 3 3 1
Revenue of Greece (in mil. €), 2019 (BoG 2019) 371 356 343 338 258 212 206 191 184 169 166 114
As a % of total inbound tourism 2,1% 2,0% 1,9% 1,9% 1,5% 1,2% 1,2% 1,1% 1,0% 1,0% 0,9% 0,6%

INSETE Insights | Tourism in Greece

https://insete.gr/profil-agoron/
https://www.ipkinternational.com/en/world-travel-monitor
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Competitiveness of Greek Tourism

According to the World Economic Forum (WEF) Tourism Competitiveness Index, Greece ranks 
in position 24 among 140 countries11. Although this leaves a lot of space for improvement, the 
competitiveness of Greek tourism is much better than that of the Greek economy overall: in 
terms of its overall competitiveness, the Greek economy – according to the WEF again12  – ranks 
in position 59 among 141 countries. 

Accomodation

The overall size of the accommodation market in Greece is estimated at approximately € 10.5 
billion, having increased by 40% since 2015. The market in 2019 was split almost 4:1 between 
hotels and short-term rentals, up from almost 3:1 in 2015 (Table 2). 

11 The Travel & Tourism Competitiveness Report 2019, WEF
12 The Global Competitiveness Report 2019, WEF

The Greek hotel sector has grown considerably in capacity in the last few years (Chart 5). This 
increase has been driven by rising capacity in the 4* and 5* categories while that of 3* hotels has 
remained stable and that of 1* and 2* hotels has declined.

Brand Greece

According to a recent Ipsos study6, brand “Greece” ranks number 5 in sub-category tourism. 
This is a considerable achievement for a small country, which increases in importance due to the 
economic crisis the country faced between 2009 and 2017 and the -often unwarranted- adverse 
publicity it attracted. 

Furthermore, according to a December 2020 report7 by the El Cano Royal Institute of Spain 
and Turespaña, Greece is the 6th most visited destination among air travelers in 17 European 
countries and the 7th most visited destination among air travelers in 30 European and non-
European countries. Perhaps more importantly, it is top-of-the-list as a destination for the next 
trip among the European countries and fourth preferred destination among all air travelers in the 
countries surveyed. 

Three recent studies published by INSETE support this finding and the strength of the tourism 
brand of Greece:

•  Regarding brand “Greece”8, Greece offers a rather attractive and competitive experience to 
the visitor in key aspects of the tourism product, such as accommodation, F&B, beaches, and 
easy access at reasonable cost. Further it ranks very high in terms of the local population’s 
hospitality as well as regarding the feeling of security. These attributes regarding personal 
contact and experience form the basis for the perception of Greece as a competitive value-for-
money destination. On the other hand, Greece is at a disadvantage in matters that are primarily 
related to destination management. 

•   Regarding competition9, Greek destinations are competing primarily against other Greek 
destinations and other mature European destinations, such as Spain, Italy, Portugal and France. 
Specifically of those that searched for a Greek destination, 39% searched for an alternative 
Greek destination, 34% for a destination in Spain, 19% for a destination in Italy etc.

•  Greece is often -and wrongly- perceived as a low-spend country for tourists. A recent study10  
compares the average spend of tourists in Greece and Spain. After making the necessary 
adjustments to the published figures so that they are comparable and both reflect only the 
amount that was spent in each country and excluding transportation costs, the difference in the 
average spend for 2019 is reduced to € 9 (from € 538 pre-adjustment). Part of this difference is 
due to the different market mix of tourists in each country, with Greece -unlike Spain- attracting 
a substantial number of visitors from neighbouring low-spend Balkan countries and Turkey. 
Assuming Greece had the same market mix as Spain, the difference reverses sign and the 
average spend in Greece would have been € 45 higher than that in Spain, i.e. tourists from 
similar markets spend more in Greece than in Spain.

6 Ipsos study: see Ipsos Press Release “Germany Retains Top “Nation Brand” Ranking, the United Kingdom Emerges 
Ahead of Canada to Round Out the Top Three, US and China Experience Significant Decline”, November 27, 2020 
7 December 2020 report: Estudio de posicionamiento de España como destino turístico - informe general de 
resultados, Madrid, diciembre de 2020 

8Αξιολόγηση του Brand “Ελλάδα” και σύγκριση με τον ανταγωνισμό στη Ν. Ευρώπη βάση της εμπειρίας των 
τουριστών, ΙΝΣΕΤΕ 2019, The study compares satisfaction of tourists regarding various criteria in Greece vs. 
competition (Spain, Portugal, Italy, Malta, Turkey, Croatia)
9 Using big data to analyse loyalty to & competing destinations, ΙΝΣΕΤΕ 2019
10 Η Μέση κατά Κεφαλή Δαπάνη των εισερχόμενων τουριστών στην Ελλάδα και την Ισπανία το 2018 και το 
2019, ΙΝΣΕΤΕ 2019

Table 2: The accommodation sector in Greece, in € million

Source: Euromonitor

Hotels 5.543 74% 5.708 74% 6.276 74% 7.426  76% 8.238 78%
Short term rentals 1.920 26% 2.048 26% 2.167 26% 2.298 24% 2.303 22%

Total 7.463  7.756  8.443  9.724  10.541

20162015 2017 2018 2019

Chart 5: The Hotel Sector in Greece - capacity, 2005 - 2019

Source: Hellenic Chamber of Hotels
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http://www3.weforum.org/docs/WEF_TTCR_2019.pdf
http://www3.weforum.org/docs/WEF_TheGlobalCompetitivenessReport2019.pdf
https://www.ipsos.com/sites/default/files/ct/news/documents/2020-10/nation-brand-index-2020-pr.pdf
http://www.realinstitutoelcano.org/wps/portal/rielcano_es/contenido?WCM_GLOBAL_CONTEXT=/elcano/elcano_es/zonas_es/estudio-posicionamiento-de-espana-como-destino-turistico
http://www.realinstitutoelcano.org/wps/portal/rielcano_en/about-elcano/presentation
https://www.tourspain.es/en-us
https://insete.gr/studies/αξιολόγηση-του-brand-ελλάδα-και-σύγκριση-μ/
https://insete.gr/studies/αξιολόγηση-του-brand-ελλάδα-και-σύγκριση-μ/
https://insete.gr/studies/using-big-data-to-analyse-loyalty-to-competing-destinations/
https://insete.gr/studies/η-μέση-κατά-κεφαλήν-δαπάνη-των-εισερχό/
https://insete.gr/studies/η-μέση-κατά-κεφαλήν-δαπάνη-των-εισερχό/
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Tourism in 2020 – the COVID-19 impact

Tourism in 2020 was marked by the COVID-19 pandemic and the measures taken to contain its 
spread. As a consequence, and compared to 2019, international arrivals worldwide decreased 
by -74% (from 1.5 bn. to 381 mn.) and in Europe by -70% (from 746 mn. to 221 mn.)14. Greece 
was no exception to this decline with arrivals and revenues falling by -76,5% (from 31.3 mn. 
visitors to 7.4 mn. and from € 18.2 bn. to € 4.3 bn)15. Eurozone countries exhibited the relatively 
smaller decline (- 69% in both arrivals and revenues). Hotel revenues faced a similar decline of 
-78.1% (from € 8.3 bn in 2019 to € 1.8 bin in 2020)16.

Due to the impact of the pandemic on the airline industry and on distribution networks as well 
as on the incomes of citizens across Europe and the world, international tourism flows to Greece 
are not expected to recover to 2019 levels before 2025. 

Vision for the future

Tourism, based on the unique natural, cultural and social characteristics of individual Greek 
destinations, can act as a springboard for economic, social and environmental development. The 
pandemic experience has shown how important tourism is to livelihoods and a high standard of 
living in the islands and other remote areas that are unable to develop other products or services 
that will allow them to compete in other international markets. It has also shifted consumer 
preferences towards authenticity and small scale, both of which are key characteristics of the 
Greek tourism experience.

The vision will be attained through enriched experiences, improved quality and better 
sustainability. All three are highly dependent on Public – Private Partnerships.

Although more emphasis on quality / value is desirable, we should not lose sight of the fact 
that tourism is no longer restricted to the higher income segments of society but is accessible 
to almost all people in our societies. In this respect, post-pandemic, it will remain a mass 
phenomenon and our efforts should be focused on how to manage it better so as to avoid 
negative environmental and social impacts.

Road to recovery for tourism sector

The recovery of the tourism sector from the COVID-19 pandemic measures can be seen in three 
distinct time frames:
•   for the near future (i.e. while tourism takes a hard hit from the pandemic): to keep the 

businesses and the employees (economically) alive so that they can adapt and offer their 
services again when the market picks up again – which it will certainly do once the health-risk 
factor is addressed. The government took substantial measures in this regard.

14 UNWTO
15 INSETE Statistical Bulletin No. 66, February 2021 (in Greek)
16 ΙΤΕΠ (in Greek)

In terms of revenue, the market share and particularly the growth of the upmarket segment has 
been even more pronounced (Chart 6). 

The combination of strong growth in tourism between 2012 and 2019 and high real estate 
taxes to address fiscal imbalances led to the rapid growth of short-term home rentals via shared 
economy platforms. According to a study with data from AirDNA13, in the twelve month period 
from July 2019 to June 2020, the capacity of shared accommodation offerings was 853.927, 
almost equal to the 856.347 beds offered by hotels. In certain Regions, including Attica, the 
Ionian Islands, the Cyclades and the Peloponnese, the (very flexible) capacity of short-term 
rentals exceeds that of hotels.

Chart 6: The Hotel Sector in Greece – revenue in € million, 2015 - 2019

Source: Euromonitor
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13 Study with data from Airdna: Προσφορά καταλυμάτων σε πλατφόρμες βραχυχρόνιας μίσθωσης - συγκριτικά 
μεγέθη στον τουρισμό και στην κτηματαγορά, ΙΝΣΕΤΕ, Νοέμβριος 2020

https://www.unwto.org/covid-19-and-tourism-2020
https://insete.gr/wp-content/uploads/2021/02/Bulletin_2102.pdf
https://www.itep.gr/review/επιπτώσεις-covid19-στα-ξενοδοχεία/
https://insete.gr/wp-content/uploads/2020/11/20-11_Short_Term_Rentals_Supply_Characteristics.pdf
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17 Επενδύσεις σε Δημόσιες Υποδομές για τη βελτίωση της ανταγωνιστικότητας του τουριστικού τομέα, INSETE, 
December 2020

Tourism in Greece – for DHR Services publication - Draft by Aris Ikkos, INSETE – March 10, 2021

The state should facilitate these investments through targeted measures in relation to both 
Green and Digital transformation.

for Green transformation:
•  Clear rules and clear targets for the enterprises that will be flexible allowing for the environmental 

impact to be assessed at a broader scale (Regional or National rather than Local);
•  Utilisation of funds from the EU Recovery and Resilience Fund – the transition to green tourism 

is similar to the transition to clean energy: a mechanism similar to the Just Transition Fund is 
required;

•  Ιntegrated recycling routes.

for Digital transformation:
•  Investment in infrastructure (tourism data hub, digital highways, cloud services, 5G etc.);
• Training to facilitate adoption of technology by businesses;
•  Support to start-ups.

Finally, the public and private sectors should work very closely in relation to training:
•  Extensive research based on updated data, to forecast the skills and capacities needed for the 

tourism sector of the future;
•  Competency-based training programs that lead to national recognition (e.g. certification);
•  Promote skills development, especially digital skills;
•  Provide incentives to establish Life Learning culture;
•  Establishing collaborative councils, commissions or centres to enhance adult workers’ 

skills through activities such as increasing employer investments in skills development and 
promoting workplace learning and training;

•  Create campaigns that will enhance the image of the sector in schools and familiarize students 
with potential working paths in tourism industry.

•  mid-term: give to tourism its rightful share from the Resilience and Regeneration Fund (RRF) to 
assist the transformation to Green and Digital. Without tourism, tourism dependent regions will 
collapse economically and consequently socially and environmentally. The Greek proposal for 
funding from the RRF considers tourism as one of the five key pillars for funding.

•  long-term: all stakeholders should work towards the Vision mentioned above for tourism to 
act as a pilar for economic, social and environmental development always on the basis of the 
unique natural, cultural and social characteristics of each destination in Greece. Investments 
that serve this vision will not only be economically profitable but also socially acceptable and 
aligned with long term environmental sustainability.

Investment Priorities 

Both the public and the private sectors should undertake some critical investments. According 
to an INSETE study17, public-sector investment should focus on infrastructure that improves 
connectivity, transportation facilities and destination management. Such investments should be 
selective and aim to improve conditions at airports, ports and marinas, as well as road conditions 
particularly regarding safety and signage. Further investment needs relate to sustainability 
and the environment in the fields of energy, water and waste management, anti-flooding and 
anti-corrosion works. Last, but not least, there is a need for investments that will facilitate the 
enhancement of the tourist experience and attract different tourism segments, e.g. improving 
conditions in monuments and cultural attractions, developing trekking and / or cycling paths, 
converting aerial cable networks in traditional settlements to subterranean, etc. 

As recovery to 2019 levels of tourism activity is not expected before 2025, addition to bed 
capacity until then is expected to be limited and selective for specific market needs some of 
which will arise because of the pandemic experience. The private sector should aim to build a 
more resilient, greener and digital tourism ecosystem. In this respect it is important to aim for:
•  Certification of green destinations and businesses with realistic criteria taking into account the 

location of most Greek destinations, i.e. mostly accessible by plane;
•  Reduction / recycling of use of natural resources (energy – water – waste);
•  Digitalisation as a strategic decision, not an IT matter;
•  Data based marketing and destination marketing. Computing power and big data techniques 

offer totally new possibilities for mining information to assist decision making;
•  Training of people working in the industry to adapt to new market trends and technologies.

INSETE Insights | Tourism in Greece

https://insete.gr/studies/επενδύσεις-σε-δημόσιες-υποδομές-για-τ/
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Constantin Pechlivanidis 
Director, Strategy and Transactions, Real Estate 
and Hospitality Leader, EY in Greece

Investment activity 
growth, first and 

foremost – and 
regardless of sector 

– requires a clear 
relevant regulatory 

framework. 

Do you expect to see a decline in investment levels in 
your field in 2021? 

Investment in the commercial real estate and hospitality 
sectors during 2020 exhibited significant activity, 
apparently without suffering measurable adverse effects 
from the health crisis.  
It is likely that investors consider the pandemic to be 
a short- to medium-term issue, which will have a non-
significant and transitory effect, in comparison to normal 
investment life-cycles. 

This attitude, particularly pertaining to hospitality, may also 
relate to an expected strong rebound of pent-up demand 
after the long lockdown period, in conjunction with the 
“health passport” measures that seem to be gaining 
consensus, at least within the EU.

In view of the above, and with the end of the pandemic 
now seemingly attainable, we consider that investment 
levels will not decline, but rather continue to grow in 2021.

In your sector, what are the structural changes (legislative 
framework, infrastructure projects, etc.) that you think 
should be made within the next five years so as to 
increase tourism-related investments in Greece? 

Investment activity growth, first and foremost – and 

regardless of sector – requires a clear relevant regulatory 
framework. Such clarity was in short supply during 2020, 
as the nature of the pandemic did not allow for the 
application, from the outset, of an effective and robust 
framework for the operation of hotels in particular, and the 
economy in general.

As we are now nearing a solution to the health crisis, 
regulations related to the operation of hospitality facilities 
need to be solidified into a workable, effective, EU-wide 
framework, which will allow enterprises in the hospitality 
sector to plan ahead, in terms of both revenue and cost.
In terms of infrastructure, and regardless of asset type, 
access is king and, therefore, any improvement in the 
transportation infrastructure, could result in clear – if 
indirect – positive economic outcomes. 

In addition, the pandemic has brought to the forefront 
the concept of remote working and, indeed, the 
concept of cross-border remote working. As Greece 
can be a preferred destination for such work schemes, 
telecommunication infrastructure needs to be upgraded, 
particularly in areas outside urban centers, where 
employees working remotely may choose to settle in, in 
order to combine flexible working with quality of life.

Finally, hospitality establishments also need to welcome 
such clients by adjusting their pricing and operations 
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Investment, besides 
clarity, requires 

sufficient size that 
allows economies of 
scale to grow and a 
measure of control 

over risk; in the Greek 
hospitality sector, 

this is translated 
to well-performing 

resort facilities of 
over 150 rooms, 

and in locations that 
traditionally attract 

massive, mid- to 
upper-medium-class, 

demand.

to a long-stay, multi-season concept, as opposed to the 
currently prevailing “short summer” vacation concept.

How do you see demand per segment taking shape within 
the next two years (V-shape, U-shape, etc.)? 

While we are not in a position to identify the exact 
shape of the recovery, we are seeing elevated levels of 
pent-up demand, as a result of the lockdown. It is likely, 
although not certain, that once out of the gate, take-up will 
accelerate at an increased rate compared to conservative 
forecasts, assuming that adequate solutions or measures 
are in place for the ongoing pandemic, and no new black-
swan events materialize.

Which areas of the country do you think will draw the 
most interest from investors and why? 

Investment, besides clarity, requires sufficient size that 
allows economies of scale to grow and a measure of 
control over risk; in the Greek hospitality sector, this is 
translated to well-performing resort facilities of over 150 
rooms, and in locations that traditionally attract massive, 
mid- to upper-medium-class, demand. 

Such locations are Crete, the larger part of the Dodecanese 
islands, Chalkidiki, and the larger part of the Ionian 

islands. While we expect this trend to continue, there exist 
examples of investors actively looking at different ticket 
sizes and alternative locations.

Ultimately, what is important in the eyes of investors is 
access and robust operating practices. 

What do you think the investment landscape in our 
country will look like five years from now?

We expect to see increased consolidation in both the 
hospitality and the commercial real estate sectors, with 
institutional investors increasing their share over smaller-
sized, individual investors.

While such institutional investors may come from abroad, 
we are also seeing successful joint ventures between local 
and international institutional investors. We expect this 
trend to continue and intensify in the next five years.
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POST-PANDEMIC INVESTMENTS IN THE 
HOTEL INDUSTRY AND THE PERSPECTIVE 
OF THE TOURISM SECTOR IN GREECE 

The hotel industry in Greece recorded one of its most 
successful years in 2019. Our country welcomed almost 31 
million visitors, and travel turnover amounted to 18.2 billion 
euros. Against this backdrop, there was strong investment 
interest from entrepreneurs in the industry, originating from 
domestic and international investment funds, and from 
tourism organizations, tour operators and their investment 
component. This coincided with the release and launch of the 
Hellinikon Project, a pivotal investment into Greek tourism 
infrastructure. Moreover, in 2019 the Greek State and the 
HRDF (Hellenic Republic Asset Development Fund) further 
promoted the privatization of important regional properties 
suitable for tourism investment, such as Gournes in Heraklion 
and Afandou in Rhodes.

In 2020, the excellent prospects of Greek tourism were 
interrupted by the the COVID-19 outbreak. However, 
industry insights predict a strong resurgence of investment 
from 2022 onwards and the continuation of investment 
projects which were postponed due to the pandemic. 
The pandemic has therefore provided a second chance to 
investors who thought they had missed the opportunity to 
enter the Greek market.

In the new, post-pandemic environment, 
investment options will have to be adapted in 
order to meet the new needs and behavioral 
traits of contemporary travelers and consumers. 

The changes to traveler / consumer behavior 
can be summarized as follows:
•  Safety and hygiene valued above all
•  Prioritization of accommodation that is 

secluded, personalized and uncrowded
•  Restricted options for movement and 

transportation 
•  The increased use of technology for financial 

transactions and trades (as opposed to human 
mediation)

•  Decrease in business travel and continuation 
of ‘remote work’ culture

•  Diversification of sales channels and a turn 
towards online distribution channels

With the reopening of Greece’s tourism 
industry, the investment interest is expected to 
develop in the following areas:

•  Continuation of large-scale tourism projects, 
the most important being the Hellinikon 
Project

•  Investments to adapt large Greek hotel 
groups to new customer standards in the 
post-Covid era, in particular investments 
into technology, marketing, health & safety, 
sustainability, green investments and the 
renovation and reconstruction of F&B venues 

•  Two-phase implementation of investment 
plans that had been postponed by the 
pandemic. Priority will be given to resorts 
at first, then hotels and tourist residences, 
followed by city hotels

•  Implementation of mature investment plans 
with approved financing, such as Enterprise 
Greece

•  Development of alternative destinations 
(Western Greece, North Aegean Islands, and 
smaller Cyclades and Ionian islands) with 
investments from tourism organizations and 
private investment funds

•  Acquisition of financially troubled hotel units 
through competitive bidding via banks

An important parameter for new investments 
into the Greek hotel industry is financing from 
the banking system. As it stands, banks seem 
willing to finance sustainable investment 
projects and have sufficient liquidity to support 
the industry.

We are moving forward to a new era: the 
post-Covid era. Therefore, the adaptation 
of the tourism industry is both necessary 
and inevitable. Rising to the challenges of 
the new world, tourism will continue to be 
a leading sector, one that is essential to the 
development of the Greek economy, and a 
considerable investment option for both Greek 
and foreign investors.

Konstantinos Antonakakis
CPA / Partner, Grant Thornton Greece

Industry insights 
predict a strong 

resurgence of 
investment from 

2022 onwards and 
the continuation 

of investment 
projects which were 

postponed due to the 
pandemic.
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BID AND ASK SPREAD IN THE 
HOSPITALITY SECTOR – A COVID-19
INTRODUCED ASYMMETRY

The hospitality sector in Greece, a key contributor to the 
country’s gross domestic output, experienced healthy growth 
during the years before Covid-19. Landmark infrastructure 
investments took place including the long overdue completion 
of five backbone motorways, the upgrade of fourteen regional 
airports and Athens’ International Airport, the award of 
concession contracts for marinas and ports and the creation 
of new piers in key ports of the country. 

The hotel industry followed suit with significant investments 
towards the upper end of the offering. The capacity of five and 
four star hotel units cumulatively increased by 23% and 12% 
respectively during 2017-2019, while single digit growth was 
experienced in the three star offering and a contraction in the 
lower end of the quality spectrum. Greece was on an investment 
path, attracting more interest from international investors as the 
perception of risk for the country was normalizing, depicted 
also in record low yields for sovereign debt.

Valuation levels evidenced in transactions in the hospitality 
sector during the last decade, in terms of multipliers offered 
applied to the assets’ profitability, were never shy compared 
to European or Global averages. The sector was considered 
relatively immune to the sovereign crisis, albeit disposable 
income contraction had taken its toll to the fundamentals 

of the businesses, leading to lower valuations 
as a result of applying the same international 
multipliers to smaller cash flow generation. 

During the three years before Covid-19, the 
bid started approaching the ask in transaction 
lingo. Occupancy rates increased, the offering 
became more premium, generating better 
margins, infrastructure investments enhanced 
expectations for even better future profitability 
and as a result, the multiplier was applied to a 
larger number, generating more exit proceeds to 
sellers. More transactions started taking place.

Then Covid-19 struck and the bid started moving 
away from the ask again. 

With air traffic down by in excess of 70%, 
occupancy rates in their mid twenties and tourist 
receipts down by almost 80% in 2020, it is easily 
understood that the fundamentals were massively 
hit. The expectation for 2021 is not rosy either with 
vaccination delays shifting hopes for recovery 
signs towards the second half of the year.

Many M&A discussions were impacted by the 
deterioration of fundamentals. Buyers sought 
to take advantage of the situation and pay less, 
arguably since future cash flows would be less. 
Sellers took the view that this is a pause and 
one needs to exclude it from the calculations, 
demanding pre Covid-19 numbers.       

Theory suggests that the value of an asset 

should be equal to the value of its future cash 
flows translated in today’s money. So the crucial 
question is when will we see 2019 fundamentals 
again. Consensus suggests anything between 
2-3 years lag. Buyer’s that accepted the “pause 
approach” and only demanded time value of 
money discounts to pre Covid-19 levels for the 
expected time lag, are the ones that transacted 
while sellers that accepted a discount since 
today’s money is not equal to tomorrow’s money, 
were the ones that attracted bids. Materially less 
transactions took place during 2020 and the 
main trades were either distressed sales or the 
exit of financial institutions from a debt exposure. 

So what do we need to do to create the 
circumstances that bring the bid and the ask 
back to equilibrium in order to attract investors 
and create a healthy vendors’ environment. 
In the history of economic theory, wheel 
reinvention was never progress. The recipe that 
worked after the sovereign crisis, with large 
infrastructure projects contracted to the private 
sector and continuous upgrade of the hospitality 
offering towards the upper end of the spectrum 
will fuel future growth and generate investor 
demand again. If those two components can 
be topped up by a stable and solid legislative 
environment that provides certainty and rarely 
changes, we can rest assured that the bid will 
outweigh the ask, transactions will take place at 
higher prices and Greece will import know how 
and further enhance the most important product 
it is known for.

George Makripidis
Partner, Corporate Finance, PwC Greece
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Yanos Gramatidis
Honorary President, American Hellenic Chamber of Commerce
Partner, Bahas, Gramatidis & Partners Law Firm
Distinguished Fellow, Global Federation of Competitiveness Councils

REDESIGNING POLICIES FOR TOURISM

Tourism is at the epicentre of growth as a major 
export sector: export of beautiful remembrances of 
sites, archaeological areas, experiences, food etc. In 
combination with the sun and sea, Greek tourism has a 
clear competitive advantage and it can be combined with 
the growth of other sectors securing strong synergies. 
This fact, the needs to extend the touristic season to 
12 months, to support special kinds of tourism as i.e. 
medical, educational, religious, underwater, gastronomic 
and conventions tourism, together with the comparative 
geographical advantages of Greece should make tourism 
become one of the axes of a new long term strategy for 
growth focusing  focus not any more on the numbers 
but on the quality of the arrivals and the size of visitors’ 
consumption.

Indicative actions needed:

•  Completion of the spatial planning of the country
•  Provision of tax and subsidy incentives for the creation of 

clusters per area
•  Provision of incentives for the creation of branded chains 

as i.e. all inclusive, boutique etc
•  Opening of new touristic destinations through the system 

of grants for infrastructure

•  Targeted marketing per destination 
depending on the particular characteristics 
of each place

•  Introduction of a special non-taxable 
reserve for reinvestment of profits in 
touristic infrastructures

•  Easing procedures for the issue of visa for 
countries of priority as i.e. China and Russia

•  Creation of best practices for the 
introduction of relevant trademarks, 
certification and intense control on all above 
by independent authorities

•  Improvement of policies and measures 
to reinforce the growth of city-breaks 
especially for Athens and Thessaloniki

•  Compensatory measures for the facing the 
high VAT through tax discounts

•  Emphasis should be given to the connection 
of tourism with culture, classical inheritance 
and traditional professions and products. 

It is self understood that tourism should be 
the main subject and basic axe of a new 
National Strategic Plan. In this frame the 
intended increase of arrivals and  revenues 
from inbound and internal tourism in Greece 
shall be mainly determined by the enrichment 
and the differentiation of the touristic 

product, as well as by the increase rhythm 
of the offer of internationally competitive 
services in the global market.

The explosion of touristic activity expected 
after the pandemic should mobilise all state 
authorities involved to design and implement 
measures that would magnify the growth 
of tourism taking advantage of this unique 
opportunity.

The explosion of 
touristic activity 

expected after the 
pandemic should 
mobilise all state 

authorities involved to 
design and implement 

measures that would 
magnify the growth 

of tourism taking 
advantage of this 

unique opportunity.
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John Charalambakis, Ilias Georgantas
BlackSummit Financial Group

HOSPITALITY & RETIREMENT VILLAGES: 
AN ENGINE OF LOCAL GROWTH 

The world is living through a pandemic that has already 
lasted for more than one year and which will reshape world 
economies and social behavior for several years to come. 
Greece has been no exception to this and, although it 
has dealt with the pandemic in a relatively successful way 
compared to comparable countries, its economy --- already 
hit by a ten-year debt-driven recession --- has suffered 
considerably. Its landmark industry, tourism, took a huge blow 
in 2020 and will be considerably underperforming in 2021.

Despite such an economic blow, investment opportunities 
appear possible in exploiting the country’s “God-given” 
advantages. The huge globally emerging market of 
“Retirement Living” is one of them. Retirement Villages 
can be a “win-win” case for all involved (end users/retirees, 
professionals involved, developers, and investors, etc.), 
providing the economy with much needed liquidity and 
a multiplier effect that is anticipated to impact the entire 
region where those villages are to be developed. 

Why this “niche” market segment? Because Greece:
• Has ideal all-season, mild weather conditions.
•  Its hundreds of islands and its mainland are surrounded by 

three seas, showcasing stunning beaches and wonderful 
mountain areas. 

•  Has the historical & cultural focal point of Western 
civilization, the birthplace of many sciences, philosophy 
and democracy, while visitors can easily and fairly quickly 
visit other countries of interest in the region such as Israel, 
Egypt, Italy, Turkey, Malta, while other well-known places of 
culture and history such as Vienna, Paris, London are also 
2-3 hours away.

•  Has friendly people, accustomed to offering hospitality to 
millions of visitors each year. In 2019 alone, Greece was 
visited by over 33 million people.    

•  Is world-famous for its local Mediterranean cuisine.
•  Has an advanced healthcare system and good 

infrastructure. 
•  Possesses a supply of real estate product country-wide, 

covering a large cost spectrum for rental and for-sale 
assets.

•  Has developed very appealing tax and investors incentive 
programs.

• The cost of living is significantly less.

Property profile:
•  The goal is to offer both urban and suburban or island/

village destinations that meet product characteristics and 
offer retirees the best “value-for-money” proposition.

•  The properties could be one, two, or three-bedroom 
single units ranging from 70-160 square meters. Moreover, 
they could be customizable per customer’s needs and 
desires.
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•  The villages will feature social and health clubs, swimming 
pools, a clinic, shops, pharmacy and special concierge 
services such as transportation, shopping, travel, 
educational as well as organizing volunteer services.  

•  The units could be owned or leased, and timeshares (US 
model) could become available (managed by renowned 
hospitality names). 

Here are some economic and social advantages related the 
development of such villages:
•  Construction jobs and activity will boost the local 

economy. Retirement villages can be about a €20 million 
investment and can provide construction-related work for 
hundreds of persons per 150-unit village.

•  There are many chain multipliers in other industries (retail, 
restaurants, medical, tourism, etc.).

•  Social at-large effects vary from volunteerism, 
to interaction, to strengthening institutions and 
multiculturalism. People in the retirement communities 
volunteer an average of 3.5 hours a week. 

•  The average 150-unit village generates about 120 jobs 
and benefits a local area’s total economy by around €2 
million per annum in wages alone. 

•  They support local contractors and companies supplying 
the village. The indirect employment contribution to service 
firms is also estimated to hundreds of thousands of Euros.  

•  Residents make contributions in maintaining the economic 

vitality of retailers, restaurants and other local 
establishments. This contribution exceeds 
€1.7 million (for every 150 unit village) a year.

•  Residents are visited by nurses and general 
practitioners more because they can visit 
more than one patient in one place.

•  Retirees are saving money on living expenses 
by downsizing and sharing communal 
spaces. They are also saving time on chores 
and people can enjoy retirement more. 

Incentives provided to retirees willing to 
move to Greece are in two directions that 
can be implemented or even combined 
depending on the profile of the interested 
party, considering that: (a) No visa is needed 
for citizens of an EU country, Iceland, Norway, 
Lichtenstein or Switzerland, (b) Non-EU citizens 
can enter with a “D” type visa, (c)  US citizens 
can enter for 90 days with no visa or with a visa 
for >90 days.  

The main incentives are:
•  The Golden Visa program that offers 

residency permit provided an investment 
is made of € 250.000 +. The visa is held for 
five years and can be renewed so long as 

the buyer is still holding the asset and meets 
the requirement of stay for at least 183 days 
each year. The program also applies to long-
term leases for a minimum of ten years. 

•  The 7% Flat tax rate offered to those that 
move their tax residency to Greece for the 
next 10 years. Applies to all types of foreign 
income.

The Developer / Investor side: 
Product exists, yet the anticipated demand 
will require new investments as well as 
refurbishment of existing ones. Developers 
can look forward to healthy profit margins on 
properties for sale, and attractive yields for 
properties that will be leased. Newly, carefully 
designed projects, will elevate the “retirement 
facility” product to new needed levels. 

Sources: 
An Economic, Social and Environmental Impact 
Assessment of a Typical Retirement Village, English Care 
Villages Ltd. 2016. 
Economic Impact: The Senior Living Effect, Argentum, June 
2019. 
Making the case for retirement villages, Karen Croucher, 
Joseph Rowntree Foundation. 
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Vasiliki Mavrokefalou
Director Market Management Lodging Greece, Cyprus, 
Bulgaria & East Adriatic, Expedia Group

By coming together, 
we can rebuild a travel 

industry that is more 
resilient, frictionless, 

sustainable, and 
accessible. 

The 2020 coronavirus pandemic brought the travel industry 
to a standstill. The silence of a world without travel was 
deafening but has also created clarity about the importance 
of travel. The crisis has changed the travel industry and 
rebuilding it again will mean accepting that the changes will 
lay a new path. By coming together, we can rebuild a travel 
industry that is more resilient, frictionless, sustainable, and 
accessible.
There is no clear answer on when we return to normalcy, 
and what the new normal will look like, but travel is a 
resilient industry and we emphatically believe that it will 
return to normal levels. We need to listen and watch, to 
understand traveler behavior and motivations during this 
time, so we are best prepared to re-engage with them 
when the time is right to travel. 

The research from Expedia Group Media Solutions, the 
advertising organization of Expedia Group, shows that 
travelers need reassurance in critical areas such as flexibility, 
cleanliness, and communication to consider travel now and 
in the future.

The research reveals that one in two travelers feel optimistic 
– that is, comfortable or even excited – about taking a trip 
in the next 12 months – while the other half need more 
reassurance. Though consumer confidence in travel varies 
by country and generation, the importance of hygiene 
measures, flexibility, and financial peace of mind is more 

universal. Three-quarters of travelers said measures such 
as mask enforcement, contactless services, and flexibility, 
including easy refunds or cancellation policies, will inform 
where they visit on their next trip.

Traveler trends in the next 12 months
•  Globally travelers are more likely to take a trip between April 

and September 2021. 
•  Fifty percent of travelers said they would be comfortable 

traveling if a vaccine is widely available, which is promising 
given that this sentiment was captured in October, prior to 
recent positive vaccine news. 

•  Trip and booking flexibility will continue to be top of mind 
for travelers. It is no longer nice to have, it’s required. 
Seven in 10 travelers will look for flexibility, such as travel 
insurance and trip protection, full cancellations and refunds 
on transportation and accommodations. Expedia.com’ s 
lodging data shows that travelers booked refundable rates 
10 percent more often in 2020 than the year before, and the 
new research indicates this trend is likely here to stay. 

Factors influencing transportation and accommodation 
decisions 
•  Travelers want reassurances that travel providers and brands 

are following and enforcing pandemic protocols. Mask 
use and enforcement (50%), cost (47%) and easy refunds 
or cancellation policies (45%) will be the leading factors 
in future transportation decisions, though the importance 

Expedia Group | Traveler Sentiment & Influences 2020/2021
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placed on each varies by mode of transportation. 
•  For future air travel, six in 10 travelers would be most 

comfortable traveling if social distancing measures are in 
place. 

•  Proper COVID-19 hygiene protocols will inform future 
accommodation decisions for more than half of travelers, 
and this is the leading factor across all types, from chain and 
boutique hotels to vacation rentals to staying with family 
or friends. Additional considerations included contactless 
room service and takeout (24%) and contactless check in 
options (23%). 

•  Travel providers, as well as destination organizations, need to 
clearly communicate health and hygiene measures, pandemic 
protocols and flexibility to reassure and attract travelers. 

Inspiring future travel
•  Travelers are turning to online travel agencies for 

information and travel planning 24 percent more than 
pre-pandemic, while destination websites saw a 20 percent 
increase in use as a planning tool. 

•  Pictures and informative messaging in travel advertising are 
20 percent more influential than pre-pandemic, along with 
travel organizations and experts. This is reflective of the shift 
in traveler priorities – with hygiene measures and flexibility 
overtaking experiences and activities – and the increased 
importance of credible, up-to-date information from trusted 
sources. 

Technology to reduce friction 
The research shows that people will book travel 
if they are confident in their ability to change 
plans and stay safe. Expedia Group is investing 
in technology that provides travelers and 
lodging partners with more choice in how they 
seek support, while helping complete tasks 
faster and make informed decisions. 

•  Virtual agent enhancement: Expedia Group 
added new skills to its AI-powered virtual 
agent that helps resolve the most common 
enquiries including cancelling or changing 
trips, receiving refunds, redeeming vouchers, 
and answering questions about safety 
measures. A recently added feauture, one-
click cancellation, allows travelers to initiate 
cancellations for each part of their trip. 
One-click cancellation works seamlessly for 
booking across Expedia Group’s brands and 
adheres to cancellation policiies of the travel 
partner. 

•  Informing travel decisions: Expedia Group 
brands including Expedia.com recently 
launched the COVID-19 Travel Advisor, an 
interactive tool powered by Sherpa, that helps 
travelers find up-to-date information about 

travel restrictions in the destination they plan 
ot visit, such as quarantine, face mask and 
COVID-19 test restrictions in the destination 
they plan to visit, such as quarantine, face 
mask and COVID-19 test requirements. 
Travelers can enter details such as their origin 
and destination, departure date and the 
country that issued their passport to learn 
more before their trip. 

Expedia Group | Traveler Sentiment & Influences 2020/2021
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1 in 2 7 in 10
travelers feel optimistic about taking a trip in the next 12 months. 
The other half need reassurance.

will feel more confident traveling in the next 12 
months with flexibility – such as travel insurance 
and trip protection, full cancellations, and refunds 
on transportation and accommodations.

Younger generations have a more positive outlook about traveling in the next 
12 months. Uncertainty increases with age. Health closely follows flexibility in importance; travelers are reassured by 

accommodations following guidelines on cleaning and hygiene

Percent by Country

Percent by Generation

Expedia Group Media Solutions – Traveler Sentiment & Influences 2020/2021 
B1. Thinking about traveling in the next 12 months, generally how do you feel?

Expedia Group Media Solutions – Traveler Sentiment & Influences 2020/2021
B1. Thinking about traveling in the next 12 months, generally how do you feel? 

Expedia Group Media Solutions – Traveler Sentiment & Influences 2020/2021
C4. How comfortable are you to travel for leisure in the next 12 months if… (T2B very comfortable/extremely comfortable)

C4. How comfortable are you to travel for leisure in the next 12 months if… (Net hygiene)
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49%
46%

49%
37%

38%
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61%
65%

69%
29%

43%
41%

43%
40%

40%
38%

45%
68%

64%
30%

34%

Travel Intent   Looking Ahead Confidence in Traveling  Looking Ahead

Gen Z

Gen X

Millennials

Boomers Silent Gen

Uncertain Positive

35% 65%

Uncertain Positive

53% 47%

Uncertain Positive

43% 58%

Uncertain Positive

63% 37%

Uncertain Positive

64% 36% 62%

59%
56%

55%
46%

40%
39%

35%
37%

30%

Gen z Gen XMillennials Boomers Silent Gen

You are traveling with safety supplies such as mask, 
disinfectants, and sanitizers

Your accommodations are strictly following 
WHO guidelines on cleaning and hygiene

Expedia Group | Traveler Sentiment & Influences 2020/2021
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Seated alone 
in a row 

Seated in window 
seat with an 
empty adjacent seat 

Seated in first/
business class 

Seated in aisle 
seat with an 
empty adjacent seat 

86%
of travelers expect to make transportation decisions for future travel based on 
implemented pandemic measures, including:

Expedia Group Media Solutions – Traveler Sentiment & Influences 2020/2021 
D3. Which of the following play a role in the decision on how you will get to your destination 
for upcoming and/or future leisure travel?

Expedia Group Media Solutions – Traveler Sentiment & Influences 2020/2021 
E3. Which of the following will play a role in the decision making of where you stay on your next leisure trip?

Expedia Group Media Solutions – Traveler Sentiment & Influences 2020/2021 
F4. When deciding on a destination for your leisure travel, what would you like to hear from a brand? 
Which messages and things would be appealing? 

Transportation Considerations   Looking Ahead Accommodation Considerations  Looking Ahead

Messaging & Resources   Looking Ahead

Cleaning and 
disinfecting

Using masks Contactless 
check in

Physical 
distancing

Reduced 
capacity

Reduced 
capacity

 Strict use & 
enforcement of 

masks 

 COVID-19 
hygiene 

protocols 

 Contactless 
check in, room 

service, and 
takeout

6 in 10 travelers would be most comfortable with air travel if 
social distancing measures are in place

travelers expect to make accommodation decisions based on 
implemented pandemic measures, including:

of travelers want to see destination messaging around social distancing 
measures or protocols and cleanliness standards

D7. Thinking about air travel, how concerned or comfortable would you be with traveling in the next 12 months, based 
on the following situations? 

68% 65% 65% 60%

8 in 10

1 / 3

Expedia Group | Traveler Sentiment & Influences 2020/2021
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Travelers want brands to take an informative and professional tone

Pictures, information, and reviews are especially relevant looking ahead

Online Travel 
Agencies (OTAs)

Destination
Sites

Travel
Advertising

Travelers are increasingly turning to online travel sources for trip planning
- more than pre-pandemic

Messaging & Resources   Looking Ahead

F2. When thinking about planning leisure travel in the next 12 months, which, if any, of the following conditions 
about the destination influence you? Do these differ from before the pandemic and now

F3. When thinking about planning leisure travel in the next 12 months, which, if any, of the following influence you? 
Do these differ from before the pandemic and now?

Expedia Group Media Solutions – Traveler Sentiment & Trends 2020/2021
F1. Think about planning leisure travel in the next 12 months, where do you get information? Do these differ from 
before the pandemic and now?

Pre Pandemic Looking Ahead

Messaging on health, safety, and hygiene will play a bigger role in future destination decisions
Across the board travelers want more information about the destinations they are considering 
visiting.

Weather Proximity & 
travel time

Costs Nearby 
attractions/  

site

Travel 
advisory 

information

Health 
statistics for 
the region

Health 
regulations 

& 
requirements 

Things for 
my family 
members 

to do 

Nightlife 
activities

Crime 
& safety 

precautions

Outdoor 
attractions 

nearby

19%

56%

0

38%

75%

Pre Pandemic Looking Ahead

Pictures & 
information 

on 
destination 
websites

Pictures & 
information 

on hotel 
websites

Expert 
reviews

Reviews 
from friends 

& family

Pictures 
from friends 

& family

Pictures 
on social 

media

Pictures on 
online travel 

agencies

Travel 
agency

Pictures & 
information 

on travel 
advertising

Pictures 
from 

influencers 
on social 

media

Social 
media 

accounts I 
follow

19%

56%

0

38%

75%

24% more 20% more 16% more

27%

18%
23%

16%

INFORMATIVE

PROFESSIONAL

FRIENDLY/KIND

UPBEAT/ENERGETIC

F5. When deciding on a destination for your leisure travel, what kind of tonality would you find most appealing from a 
brand? 
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Kallinikos Kallinikos
Executive Vice President, Goldair Group 

A retroactive projection of the last twenty years regarding 
the mainstream economic, political and overall analysis, 
will reveal that the events that actually took place were 
hardly possible to be predicted. Starting from the economic 
meltdown of 2008 and coming to the current pandemic, 
world has become very unstable, with break-neck events 
that change all the rules of the game. Greece enters in this 
new turbulent economic environment after a ten years’ 
period of austerity and economic crisis. During pandemic, 
the country faces an almost total collapse of its heavy 
industry, tourism.  

However, the lessons we learned as an industry and as a 
country through all these challenges and difficulties made
us wiser and gave us the opportunity and the incentive to
go through a process of changes that will “immune” our 
economic system and strengthen us as a society even more. 

The economic success starts, as always, from the 
liberalization of the most critical segments of each economy, 
that can add up value to the overall related process. The 
privatization and the modernization of the most important 
airports of Greece and especially those in the touristic 
areas consists one of the most critical criteria of investment 
security for the touristic sector. 

Greece has suffered for decades from poor or inappropriate 
airport infrastructures. The importance of modern airports 

not only constitutes a crucial link of the touristic chain 
of value, but also the “frontpage” of our country for all 
visitors that choose Greece as their touristic destination. 
Better airport infrastructures mean more tourists, better 
services, and a better experience for all the people that 
visit Greece.  

But Greece has also the opportunity to be transformed
to an important, modern, commercial gate of Southeast 
Europe through the ongoing process of privatization of 
state-owned ports. 

This concession procedure will transform our Country to 
a modern hub for transportation of goods and tourism 
and will attract even more investments and capital 
from all over the world. Greece is lagging behind other 
developed E.U. countries to a critical economic sector, 
logistics, that has the potential to match in GDP terms 
industrial production. Even more for Greece that lies to 
a strategic crossroad of three continents the exploitation 
of such an opportunity is one way road that cannot and 
should not be missed. 

Greece has a huge opportunity the next ten years to 
become an all-different country. It is in our hands to 
understand the challenges ahead and work consistently 
and tirelessly to make our country a modern state and 
a modern competitive economy. 

Better airport 
infrastructures mean 
more tourists, better 

services, and a better 
experience for 

all the people that 
visit Greece. 
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The COVID-19 crisis has resulted in numerous socio-
cultural, economic and psychological impacts on various 
tourism stakeholders - consequences of which will remain. 
The (covid) crisis presents one of the most challenging 
environments ever seen for Tourism professionals & 
investors, an environment with events described as 
“unprecedented” & “once in a lifetime”. But despite the 
unique challenges the current situation presents, the industry 
players still need to invest; from the smallest to the biggest 
tour operator, hotelier, Governments & private investors 
themselves. 

The hospitality and tourism industry for a long time have
been characterized as global growth industries though
the pandemic has made the industry aware that there are
certain limitations to this growth model. It is a unique chance 
to ask whether the current business portfolio is adapted 
to future travel needs, increased safety regulations and 
growing environmental concerns. Digital components will 
definitely play a significant role in the future, allowing for 
virtual closer proximity to the customer and an increase in 
the service experience for guests. Authenticity, technology 
and creativity will become important competitive aspects 
that will shape and influence future hospitality concepts.

Investment and financing will be an essential part of this 
& the possibilities are wide-ranging, including public and 

private investment in low carbon transport options, the 
construction of resource efficient tourism infrastructure, 
as well as initiatives to support innovation, promote the 
adoption of responsible business practices and encourage 
the integration of tourism businesses into low carbon and 
sustainable tourism supply chains.

So with growth expected to return in global tourism once 
we’ve overcome the crisis, significant investment will be 
required to provide the accommodation, transport and 
other tourism-related services and infrastructure necessary 
to meet expected demand, while enhancing economic, 
social and environmental outcome. This will require an 
integrated approach across many departments (e.g. 
transport, environment, agriculture, innovation, education, 
tourism) and levels of government (national, regional, 
local), with input and support from industry. Investment 
will also be critical in managing this growing tourism in a 
sustainable manner.

Travel & tourism has been the backbone of economies 
around the world. It brings in essential currency and inward 
investment, creates jobs and stimulates every sector, so it’s 
important that we all understand that tourism investments 
will allow the industry to develop and expand further in a 
sustainable way.

George Polyzos
Senior Purchasing Manager, TUI 

Travel & tourism has 
been the backbone 

of economies around 
the world. It brings in 
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sector.
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What do you see in store for the mobility of investments in 
the next 24 months in our country?

The upcoming investments of the next two years will be 
highly dependent on EU funding and they will be mainly 
for projects that accelerate innovation in green and digital, 
which is in line with Europe’s growth strategy and its 
Recovery Plan.

Do you expect to see a decline in investment levels in your 
field in 2021?

Global Tourism suffered the greatest crisis on record in 
2020 due to COVID-19 pandemic. International tourist 
arrivals dropped by 74% in 2020, while an estimated USD 
1.3 trillion have been lost in export revenues, according 
to the UNWTO. As we work to battle the COVID-19 and 
tackle the economic and social consequences, 2021 will 
be all about survival and recovery and therefore I expect 
to see a decline in investments during this year.

In your sector, what are your structural challenges 
(legislative frameworks, infrastructure projects, etc.) that 
you think you should be made within the next five years 
so as to increase tourism – related investments in Greece?

With regards to the yachting tourism, a clear and flexible 
legal framework is needed. In addition to that, we have 

to ensure high quality services and facilities 
offered to our guests that will promote the 
competitiveness of the yachting sector. 
Furthermore, the upgrading of the tourism 
education and training is an important 
factor that will contribute to the tourism 
development.

How do you see demand per segment 
taking shape within the next two years?

There has been a debate and different 
scenarios as to what the shape of economic 
recovery might look like.  I am of the opinion 
that tourism industry will be a U shaped and 
the key factors affecting the market after the 
pandemic include the sustainability practices, 
technology innovation and consumer and 
employees confidence.

Which areas of the country do you think will 
draw the most interest from investors and 
why?

The shifting to a green economy and digital 
transformation, which is in line with the main 
pillars and EU priorities of the Recovery and 
Resilience Fund. We already see several 
companies to take action towards this 
direction.

Which aspect of the country makes it an 
attractive investment destination in the field in 
which you operate?

Despite the need for further development 
and improvement - mainly in the quality of the 
services provided – the country is endowed 
with a particularly rich and diverse natural 
environment and on top of that has the longest 
coastline in the Mediterranean and more than 
6,000 islands. 
This is a significant advantage that could make 
Greece the ultimate destination for yachting.

What do you think the investment landscape in 
our country will look like five years from now?

Greece has one of the strongest brands 
worldwide and despite the Covid- 19 crisis, 
is considered an attractive destination for 
investments. 
Considering that the tourism industry will 
eventually recover and the impact of the EU 
Recovery and Resilience Fund, the country has 
a great opportunity to create and investment - 
friendly business environment. 
Over the next few years, there will be an 
upward trend in the holiday home market 
and Greece is expected to be one of the top 
investment destinations in Europe.

George A. Vernicos
President, Vernicos Yachts

I am of the opinion 
that tourism industry 

will be a U shaped 
and the key factors 

affecting the 
market after the 

pandemic include 
the sustainability 

practices, technology 
innovation and 
consumer and 

employees 
confidence.
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Andreas A. Stylianopoulos 
CEO, Navigator Travel & Tourist Services

This “pandemic” year gave us all more time to think and 
reflect on the weaknesses of our established ways. Among 
sectors that were forced to engage in a deep re-think is the 
travel & tourism industry. 
Along with airlines, tour operators, hotels and cruise lines, 
destinations also had the chance to take stock and identify 
aspects of their development that had gone awry and 
needed redirection. Already we see destinations that were 
previously facing over-tourism challenges doing exactly 
that. A good example is Venice that was receiving as many 
visitors annually as the whole of Greece. This overwhelming 
popularity became a poison with devastating effects on social 
cohesion, local quality of life, cultural integrity and destination 
value. The city is definitely taking a revised stand on tourism 
with a much more value oriented protective model. 

A similar example at a much smaller scale is Santorini, 
Greece’s most identifiable icon. Everyone dreams about 
going there until they do and face an overwhelmed place 
that ultimately betrays their expectations. I can vouch for 
that from the cruise line feedback we were getting every 
summer!

In Greece long term value awareness is often lacking in both 
public and private sector thinking and that is evident in the 
development models – or lack thereof - that were followed 
in some of our most valuable destinations. The lull of the 
pandemic is an opportunity for all destinations to set new 

Destination value 
should be the 

most important 
consideration for 

all future planning, 
because it is the 

core element 
that determines 

sustainability and 
potential investment 

performance. 

visions for their future in tourism.
Destination value should be the most 
important consideration for all future 
planning, because it is the core element 
that determines sustainability and potential 
investment performance. Real estate, 
tourism development, hotel rates and even 
cruise calls hinge on a destination’s ability to 
protect, preserve and upgrade its value, both 
perceived and actual. 
However, the pursuit of higher destination 
value requires wide ranged public and private 
synergies that can ensure environmental 
protection, cultural integrity, timely 
infrastructure development and well regulated 
development planning and quality control. 
As long as there is a clear vision for the future, 
every destination can achieve some level of 
improvement and enter the “new normality” 
with better aimed goals.

The emerging post pandemic travel & 
tourism trends will be determined by many 
factors, obviously including airlift that will be 
a medium term problem for Greece, given 
that it is predominantly accessed by air.
There are clear signs that premium and 
upscale markets will move very fast in 

the mid-term and we certainly see that in 
the cruise industry. In any case, Greece 
should focus on those markets with greater 
commitment, because the pandemic created 
a unique opportunity by allowing the time to 
revise direction and break away even further 
from the mass market model that haunts us. 
When the world fully returns to open travel, 
possibly in (about) two to three years, other 
more competitive players will be attracting 
the mass market more effectively. Let us not 
forget that Greece was hitting unprecedented 
arrival numbers in recent years mainly 
because geopolitical reasons knocked out 
Turkey and other low cost destinations. 

Greece should grab the opportunity of this 
gradual world restart to adjust its value 
vision and aim higher in earnest, to establish 
a profile that will be far more profitable for 
all sectors involved in tourism. This means 
focusing on emerging trends in travel, new 
demographics that are rapidly taking over 
and the fast growth of high income markets. 
It takes boldness to envision a radical 
departure from “established ways”, but 
therein lies Greece’s future success in 
tourism.
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Konstantinos Oikonomou
CEO, Marine Tours Group of Companies

Marine Tours Group of companies consists of Marine Tours SA, 
MTS Tourism Solutions SA and BCD Travel Greece. Our Group 
specializes in Travel Management Services for the Maritime 
Industry, Corporate &VIP, MICE, as well as Leisure travel and 
incoming tourism.
Especially, the incoming segment is being serviced by MTS 
Tourism Solutions SA which stands for an Online Hotel 
Aggregator, servicing more than 2000 travel agencies in 15 
countries (in Europe, North Africa and Middle East). The 50% 
of MTS SA turnover in 2019, derived from Greek Hotel Room 
nights offered to foreign travel agencies (approximately 12M€).

Οur organization employs 145 staff with a combined 
gross turnover of 140M in 2019. In 2020, we managed to 
celebrate our 40th birthday, 20 only days before the national 
lockdown sent us through the worst thunderstorm our 
industry has ever faced! The majority of our staff has been 
furloughed for almost 11 consecutive months.

It is worth to be mentioned that at the moment, only the 
essential travel is active,  especially with regards to the 
sectors of Energy, Resources and Marine (ERM), while all the 
other travel sectors (Corporate, Leisure, MICE) are from 95% 
to 99% down vs 2019.

There is great uncertainty of what the tourism market 
will look like after the lock downs are lifted and normal 
life starts to resume, under the blanket of the vaccination 

We need to push for 
a unified travel policy 

with the EU, the US 
and China, through 
which travelers will 

be allowed to travel 
with minimal hassle 

and no quarantine 
obligations. This is 

a “must” if we are to 
return to normality any 

time soon.

programs. In this respect, we do not expect any investment 
in our sector and a scaling down program has already 
begun in 2020.

Additionally, and as the support measures continue, they 
do not allow flexibility with the workforce.  It is true that 
we experience diversification on how the government 
addresses sectors of the tourism industry. For example, 
Airlines pay only the net salary , get full social security costs 
subsidy and they are allowed to lay off personnel,  while 
Hotels and travel Agencies, linked to air travel, are not. Is 
there going to be any special legislation that will address 
the industry as a whole?
The legislative framework and labor cost related subsidies 
for all the Tourism Industry as an ecosystem, is a Key on a 
five year horizon! Low and stable taxation, less than 20%, 
and access to cheap capital are essential keys too, for a 
period of at least 5 years.

At the moment, all the government measures that are of 
a protective nature, they now need to become expansion 
tools to support growth in tourism and especially, 
hospitality, aviation and ferries, which have heavy CapEx.
Most multinational Hotel Groups and Airlines have access 
to a pool of cheap funding and strong local demand while 
Greece- which focuses primarily on foreign tourism- has 
no local fund structure, neither access to competitive bank 
funding, in contrast to other European countries.
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How can we keep Greek investments in the hands of Greek 
Entrepreneurs while our local banks do not increase their 
NPL ratios?

We need to push for a unified travel policy with the EU, the US 
and China, through which travelers will be allowed to travel 
with minimal hassle and no quarantine obligations. This is a 
“must” if we are to return to normality any time soon.

It takes time to formulate such policies and framework 
agreements; therefore time is of the essence. Infrastructure 
projects like Airports, Marinas, sewerage systems in the 
islands, access to fresh water, garbage disposal and 
processing, need to run fast, as the majority of them are 
being stuck within the public sector.
Without infrastructure, it is pointless for private investment 
to continue. Take Mykonos for example, that is growing in 
private investments while at the same time there is no fresh 
water, garbage processing and several power issues take 
place every summer. Can this investment continue without 
state assurances that infrastructure projects will initiate?  
Cyclades are like the Alps in the winter! Tremendous beauty 
and appetite for investment but with no infrastructure, it is 
pointless to even think a major tourism investment.

To my opinion, the areas that will grow more in tourism and 
investments are the island and coastal areas and especially 

the ones with air connection and road connection vs these 
ones with sea connection to the major city hubs.

Demand recovery will follow a V-Shaped curve, since we 
are at ground zero at the moment, but this is going to 
be dictated by the expansion rate of Covid- 19 and the 
measures taken to curb this expansion.  Therefore, again, 
virus protective measures and travel industry recovery are 
interlinked! Bilateral agreements with important countries 
for our tourism product need to be made, regardless of 
what the EU is planning, as our economy is more tourism 
dependent than others.

In this respect, I totally believe that there needs to be 
a National Strategy to revive Tourism, with our Prime 
Minister and all the members of the cabinet, to be on top 
of this project. Tourism is everything in an economy and it 
supports all the sectors of it, but it also needs to be a national 
mindset, like the one we tried to build regarding Personal 
Accountability in the fight against Covid-19.

Are there any plans for a National Tourism Strategy with a 
5-10 year horizon? If not, we urgently need one! My mantra 
is GINETAI* and because GINETAI, there is nothing that DEN 
GINETAI** if we put our minds and hearts to it!

*it’s possible, **is not possible

To my opinion, the 
areas that will grow 
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major city hubs.
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Sissi Lignou 
CEO, AFEA 
Council Member, IAPCO

What do you see in store for the mobility of investments in 
the next 24 months in our country?
 
More than ever, Greece now presents a unique investment 
opportunity in the Tourism & Meetings Industry sector, 
providing at the same time multiple competitive advantages 
as a destination.
 
The pandemic hit our country in the wrong timing, while 
Greece was re-positioned on a much higher place as an 
upscale touristic and meetings destination. ICCA (The 
International Congress & Convention Association) ranked 
Athens in 2019 on place 17, from 24 in 2018, while 
Thessaloniki climbed from position 53 to 39. Greece was 
positioned in place 13 in European and 21 in worldwide 
rankings. The country was coming into the frontline and was 
getting more attention.
 While we already experience a mobility in new hotel 
openings, hotel & venue renovations, management 
changes and of course breakthrough projects coming to 
life, such as the Hellinikon Project and the enhancement of 
the wider coastal zone of Athens, still, this should just be 
considered as the beginning. Greece offers a state-of-the-
art variety of convention space and conference facilities 
already, but at the same time there is plenty of room for 
further improvement and greater investments related to the 
Meetings Industry. As the city which has successfully hosted 
Olympic Games, our country’s capital is definitely in need 

of a metropolitan Convention Center with a 
minimum capacity of 3.000 participants as well 
as adequate exhibition space. A wide list of 
International/European Organizations wishing 
to host their conference in our destination, 
have excluded Greece from their list, due 
to the lack of capacity. It also needs to be 
highlighted that major international events 
already hosted in our country have delivered 
record-breaking attendance, consequently we 
clearly have the potential be considered as a 
top selection for future events. Furthermore, 
such an investment could be a boost for 
our economy and development and would 
contribute positively to the generation of 
income, taking into account that the Meetings 
Industry is directly linked with more than 40 
professions and that an event participant 
spends 7 times more in the destination than a 
plain visitor. It is absolutely necessary for the 
country to facilitate such investments in order 
to accelerate economic growth.
  
Do you expect to see a decline in investment 
levels in your field in 2021?
 
We definitely do not see an increase in 
investments for the year 2021, as far as the 

national Meetings Industry is concerned. 
However, despite the negative impact, the 
pandemic also created space and opportunity 
for investments in the field of education, 
technology and overall transformation of our 
business. Event Planners and Professional 
Congress Organizers had to re-act, adapt 
and act quickly. Despite the important loss in 
income and overall negative impact on our 
business, as well as the need to postpone (or 
in a few occasions cancel) a great majority 
events, in parallel within a very short period 
of time, we received education and gained 
knowledge & expertise in a new element, 
virtual & hybrid events, transforming our 
business completely to virtual mode. The 
virtual & hybrid element is here to stay and 
will dominate our future, thus important 
investment in this field will be required.
 
The digital transformation was rapid but 
led us meeting professionals to a more 
sustainable future for our events and we 
aim in making the most out of this major 
change, combined with the re-opening of 
our business and a dynamic “come-back” of 
physical/hybrid meetings.
The transformation to a hybrid world will 
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Greece definitely has 
the potential to be 

placed among the top 
meeting destinations 
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need to embrace 
our Industry’s value 

on recovery and 
development and 

focus on its upscale 
promotion and 

development.

absolutely lead to higher costs per event or project, so 
further support and investment in that field will definitely be 
a case and a future need by event professionals.

However, hybrid formats can be a catalyst to a full return 
to in-person events and there will be need for extensive 
meeting policies in the future.

In your sector, what are the structural changes (legislative 
framework, infrastructure projects, etc.) that you think 
should be made within the next five years so as to increase 
tourism-related investments in Greece?
 
The MICE (Meetings) sector in Greece has a very limited 
legislative framework which definitely needs re-visiting 
and full re-structuring, adaptive to current and future 
trends. HAPCO (The Hellenic Association of Professional 
Congress Organizers), the body representing the 
entire Meetings Industry of our country, has repeatedly 
submitted proposals on the need for a strategic approach 
of the Industry, in cooperation with all key stakeholders. 
The pandemic has been an opportunity even in this 
case, as we have experienced collaborations between 
governing bodies and organizations involved in our 
Industry, wishing to join forces and find pathways to 
promote the country’s dynamics in the meetings sector. 
But still, this is not enough. Greece definitely has the 

potential to be placed among the top 
meeting destinations worldwide and 
our decision-makers need to embrace 
our Industry’s value on recovery and 
development and focus on its upscale 
promotion and development.
 
In addition, we must consider that our 
competitors around the world (on both city 
and country level) are re-designing their 
brand identity for the post-covid area and 
already promoting their potential as next 
destinations aggressively. Of course, the new 
campaigns recently launched by our national 
tourism organizations are a very important 
step forward and have already received 
positive comments. These campaigns should 
now go into deep and focus on further sub-
sectors of our Tourism Industry, such as MICE.
 
 Which aspect of the country makes it an 
attractive investment destination in the field 
in which you operate?
 
Greece is an all-year destination with multiple 
areas for further investments on both leisure 
as well as business Tourism. In regards to 

our respective field, our country’s meetings 
potential is not only great in our 2 major 
cities, Athens and Thessaloniki, but in many 
other cities, mainland, islands and wider 
regions which provide quality hospitality 
& meeting facilities. Investments and 
enhancement of existing infrastructure can 
be attractive throughout the country, a fact 
that requires further research. In any case, we 
are now on the perfect timing to collaborate 
and conduct a long-term strategic plan for 
the development of our national meetings 
business.

What do you think the investment landscape 
in our country will look like five years from 
now?

Should we succeed in realizing the value of 
our Industry, act quickly and collectively, I 
am confident that our country will succeed 
in coming into the frontline on the long 
term as a top, sustainable, modern meetings 
destination, which will leave its legacy and 
create unforgettable memories to every 
visitor. We should not miss this opportunity to 
act now.
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What do you see in store for the mobility of investments 
in the next 24 months in our country? 

With our country’s fertile landscape and excellent product, 
it’s a natural outcome for it to be on the radar for high-level 
investment groups, elevating its services so as to compete 
with the traditional superpowers of tourism. However, the 
appropriate allocation of those investments should be 
our country’s focus for the years to come. The traveler’s 
experience at a destination consists of the level of service 
and the totality of the product. Our main focus is to maintain 
investments in the hospitality sector, but also for major 
transportation and infrastructure, strengthening the product 
and enhancing the traveler’s experience. 

Do you expect to see a decline in investment levels in your 
field in 2021? 

The number of investments depends on the aggregate 
demand for each country. Currently Greece is responding 
effectively to the pandemic and building a stronger 
brand name, and we expect this positioning to generate 
tremendous demand. I am confident that this success story, 
in combination with the key infrastructure projects that will 
take place, will keep Greece as the “secure” option for future 
investors.  

In your sector, what are the structural changes (legislative 
framework, infrastructure projects, etc.) that you think 
should be made within the next five years so as to 
increase tourism-related investments in Greece? 

Greece must proceed with upgrading its tourism product 
through a series of important public actions and legislative 
frameworks in order to contribute to the development of 
more destinations and increase tourism-related investments. 
The focus, among others, should be on public projects in 
technology, infrastructure and, most importantly, tourism 
education. Just to name a few actions that can serve 
as differentiators in the years to come, it’s important to 
mention the need to built conference centers in Athens 
and Thessaloniki, as well as state-of-the-art medical and 
sporting facilities, which will eventually attract alternative 
forms of tourism. A major investment in tourism education 
and development can be initiated through the creation of a 
high-standard Tourism & Hospitality Universities in Greece 
in order to compete with structures that have traditional 
knowledge on tourism. 

How do you see demand per segment taking shape within 
the next two years (V-shape, U-shape, etc.)? 

Since the beginning of the pandemic everyone is talking 
about a V-shaped recovery. However, this is highly 

George Kyvernitis 
Managing Partner, Kyvernitis Travel Group

The number of 
investments depends 

on the aggregate 
demand for each 

country. Currently 
Greece is responding 

effectively to the 
pandemic and 

building a stronger 
brand name, and 

we expect this 
positioning to 

generate tremendous 
demand.
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At this stage, most 
investments are 

hospitality-oriented, 
but we expect to see a 
growth in investments 

related to Greek 
culture, enriching the 

travel experience, 
offering customized 

travel solutions for 
different types of 

travelers, as well as 
large-scale projects 

in career training 
and reskilling with an 

emphasis on digital 
skills for the travel 

industry.

dependable on governmental and institutional decisions. 
Having stayed at home for over a year now our desire to 
travel, experience new destinations and explore different 
civilizations has become more prominent than ever. This 
could be the main driver for an immediate return, but not 
all forms of travel will return simultaneously, and not all 
nations are able to respond to their vaccination needs, 
which will result in having people travel after 2023 more 
freely and on a daily basis. Therefore, though there will be 
some form of V-shaped recovery, we should expect a more 
stable return to normalcy.

Which areas of the country do you think will draw the 
most interest from investors and why?

Athens and its surrounding destinations (such as Spetses, 
Hydra and the islands of the Argosaronic Gulf) will 
continue to draw interest from investors, especially due to 
the development of the Athenian Riviera. Also, the GNTO’s 
new three-year plan aims to present a new narrative 
for Greek tourism that will highlight the mainland and 
mountainous regions, while extending the tourist season 
to include spring and autumn. Investors are attracted to 
high returns and destinations that can facilitate a long 
seasonality; thus, the infrastructure for great service will 
draw the most interest. 

What do you think the investment landscape in our country 
will look like five years from now? 

Tourism accounts for almost 30% of Greece’s GDP and 
occupies one fifth of the country’s workforce. Given the 
focus of the government’s agenda on bringing investments 
to the country, it is easy to predict that foreign investors 
will place their faith in Greece within the following years. At 
this stage, most investments are hospitality-oriented, but 
we expect to see a growth in investments related to Greek 
culture, enriching the travel experience, offering customized 
travel solutions for different types of travelers, as well as 
large-scale projects in career training and reskilling with an 
emphasis on digital skills for the travel industry. 
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The MICE Industry - Meetings, Incentives, Conferences & 
Events – is a well-respected segment within the total tourism 
market of any country. Great Investments have been made 
over the past thirty years at national, regional or city levels 
global-wide, to attract MICE business into one’s destination. 
Investment in infrastructure, such as convention centers, 
convention hotels, event and exhibition halls as well as 
airports and transportation hubs of large scale have been 
constructed in many cities.

Dedicated Marketing Teams have been created and 
financed to run promotion strategies globally to attract 
international conferences, meetings and events in any 
destination.
The industry of the Convention Bureaus over these last 
couple of decades has grown considerably; Convention 
Bureaus are service points of a destination facilitating 
incoming interest for MICE; they also dynamically bid 
abroad to welcome such business.
 
The MICE industry has been literally paused for 12 months 
now due to the pandemic. Expectations see a total of 20 
month inactivity in physical meetings. Within this frame and 
with no money flow, investment can only be expected from 
the public sector.

Greece badly needs convention centers of international 
standards. Without this infrastructure we are limiting our 

Valentini Amarantidou
Partner & Director of Development, Artion Conferences & Events

Meetings will not 
stop. Their format may 
change and the return 

to “normality” will 
take some time; we 

estimate this time to 
be the year 2024.

potential to bid for large scale projects. Meetings will not 
stop. Their format may change and the return to “normality” 
will take some time; we estimate this time to be the year 
2024. We expect a V shape demand for meetings in the 
next couple of years. Greece is a popular destination and 
a good marketing strategy of the past years has helped us 
stay at the forefront of preferred destinations.

Investment is expected to grow in the two largest cities, 
namely Athens and Thessaloniki. The largest islands of 
the country, such as Crete, Rhodes and Corfu may enjoy 
attention as they combine a number of advantages for an 
international organiser.

The future landscape of the MICE industry demands 
technology advanced structures and modern ergonomic 
architecture that is well adapted to the natural environment 
of the country. We look forward and prepare for the future 
with a positive mindset and a great belief in the power of 
the MICE industry.
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A Few Basics Around the Different 
Corners of the Greek Hospitality 
Investment Landscape
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Introduction to Greece 

Executive Summary 

After the financial crisis of 2010 that was solved with the intervention of Troika, Public Finances 
have been reevaluated and significant reforms have been implemented. As a result, Greece’s 
credit grading has been upgraded, the yield on sovereign debt is at an all time low, increased 
interest from overseas in Greek assets has been clearly evidenced (buyouts, 60% stake in 
Greek stocks,) but most importantly, FDI is at its highest levels since 2002.

Considerable investment and buyouts in the Greek Hotel Sector were recorded in the last few 
years, as Tourism is the major activity of Greek Economy, the only sector that grew during the 
decade of the financial crisis. 

2019 saw an all-time high for Greek Tourism. However, this was followed by the pandemic 
of 2020, and the country’s tourism sector followed a downward trajectory shared by the rest 
of Europe. China is the first country that almost recovered from the crisis of 2020, giving 
hope of a v-shaped return. Global recovery of tourism is expected between 2022 - 2025, 
with the leisure sector projected to be the first to recover, and business travel expected to 
lag. Congestion, inflated prices and political crises are rivals to the 32bn State Development 
Program. State incentives and other financial tools available for the development of the 
hospitality industry can boost the dynamics of the sector. This can only occur if structural issues 
are solved, the most important of which are cash flow issues and the outdated infrastructure at 
the business unit level. 

Investors can find opportunities: a) for bargain prices from Hotel NPL assets sale by banks 
b) from vast upside potential investment in hotels’ consolidation, branding, upgrading, 
repositioning and financial restructuring, and c) in niche tourism products and services 
where demand is growing, supply is low. There are significant competitive advantages in the 
region, and the central government is focusing on establishing a framework and creating 
incentivisation. All this, alongside a projected increase in global mobility, can serve to push us 
towards further growth and upsides. 

Greece is a member of the European Union, of the NATO alliance and a part of the 
Eurozone. Soon after Greece adopted the Euro currency, low interest rates for loans 
fueled the rapid growth of the economy and credit. The country saw rising incomes, 
leading to a rise in spending, a consequential distortion of risk assessments and 
ultimately, a severe deterioration of the fiscal position of  the country.

The global economic crisis that began in 2009 fueled and exacerbated the recession 
of the Greek economy for almost ten years. The sharp increase in the country’s 
budget deficit led to soaring interest rates, a loss of access to both international 
capital markets and  financial adjustment programs with the EU, the ECB and the IMF. 
Under these programs, public debt was restructured, and Greece was introduced 
to large fiscal adjustments and structural reforms such as tax and social benefits so 
as to strengthen the budget and secure the long-term sustainability of the pension 

Intro: 

Development is a key target, one that 
holds many opportunities and many 
routes for its realisation. The current 
horizon is broad, and with support 
from the state and intergovernmental 
institutions, there is a large potential 
for progression. However, action 
must be taken now to reach as many 
investors as possible, maximising 
chances for development.

Evelyn Christopoulou
Vice President, DHR Services

Investors have a wide range of 
alternatives for the financing and 
implementation of their various 
projects. From EU Structural Funds, 
Venture Capital and Private Equity 
Funding, to loans from the European 
Investment Bank, the options are 
multifarious. Financing is subject to the 
Investment Incentives Law, entailing 
eligible expenses and types of aid 
available.

Anargyros Papantoniou
Finance & Investment Director, DHR Services



130 DHR SERVICES 131DHR SERVICES

healthiest part of the portfolio. As a result, the upper part of the portfolio is attractive 
for private investors, as it carries a state guarantee and is therefore considered low risk. 
The state guarantee for the two Hercules schemes is estimated to be around 25-30 
billion euros.

All this being said, after the pass of the pandemic the appetite for investment in Greece 
and its tourism sector will definitely increase. The reasoning behind this outlook is a 
combination of the following factors: the projected increase in global mobility in the 
forthcoming years, Greece’s competitive advantages over other tourism destinations, 
the great incentives for tourism investments (state subsidy up to 40%) and finally, 
the 6-year state development package of 32 billion euro for investment in tourism, 
environment and infrastructure, expected to generate private investments of more than 
100 billion euro.

Greek Infrastructure

Overall, Greece has developed infrastructure that enables the uninterrupted implementation 
of investment activities. Within the context of the 2004 Olympic Games in Athens and the 
investments that took place in the years after, there has been a number of crucial improvements 
in Greece's infrastructure.

Regarding the road network, one of the largest infrastructure projects was completed 
by 2009, the Egnatia Motorway. The motorway is the Greek section of European route 
(E90,) which extends from the western port of Igoumenitsa to the eastern Greek-Turkish 
border at Kipoi, running a total length of 670km. Furthermore the PAtHE motorway, 
the main north-south route between the Bulgarian border, Thessaloniki and PatraS, 
has also been substantially upgraded.  Finally, within the greater area of Athens, the 
Attica Highway Ring Road has substantially changed road transportation in the capital 
region. These main arteries – together with the Cretan Motorway which is still under 
construction – are of high standards and provide users with easy connections around 
the country. 

Greece has 45 airports – 15 international airports, 26 domestic airports, and 4 
municipal airports. Many of these airports, especially on the islands, primarily serve 
tourists and handle charter flights. In 2001, Athens’ International Airport “Eleftherios 
Venizelos” opened. The airport is considered to be state of the art, having won 
numerous awards. 

Many of these airports are undergoing significant infrastructure and facility upgrades 
by Fraport Greece. Established in 2015, Fraport Greece is responsible for operating, 
managing, maintaining, upgrading and developing 14 regional Greek airports over a 
period of 40 years. It is important to mention that the 440 million euros development 
program that Fraport Greece has implemented in these airports has absolutely 
transformed them. Brand new terminals have been added, other terminals have been 
expanded, modernized and upgraded. Fraport Greece has also renovated runways, 
improved ramp areas, and constructed fire stations. All of the airports have also been 
equipped with new state-of-the-art baggage handling and security detection systems. 
As a result, all of these airports can now handle a significantly larger number of tourists 

Road 
Network:

Airports: 
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system. Furthermore, as a result of the intervention of the Troika, the refinancing of 
Greek debt is secured until 2030. Further significant structural reforms took place, such 
as the independence of crucial secretariats, huge investments in new technologies, 
the adoption of anti-bureaucratic laws and procedures, privatizations, and even the 
recapitalisation of banks with private funds.

Greece had direct gains from the aforementioned reforms. Yields of the government 
bonds decreased significantly, the European Central Bank and foreign investors started 
buying Greek bonds again, and foreign investors’ participation in the Athens Stock 
Exchange exceeded by 60% in 2020. 

Also, numerous buyouts of significant Greek firms were made in the last years by 
foreign investors (Ellaktor and Gek Terna by Reggeborgh, Ygeia Group and Vivartia by 
CVC, Eurobank, Grivalia and Eurolife by Fairfax, Elais Food by Unilever, and more.) 

Specific mention should be given to FDI levels which increased at 4.5 billion euros in 
2019. This was the highest amount since 2002 when relative data initially published 
by the Bank of Greece (compared to the 3.3 billion euros in 2018,) presented an 
increase of 33.3%. 2019 was the 4th consecutive year of increase of net foreign direct 
investment in Greece.

Macro followed the same trend during 2019, as GDP growth continued at the same 
pace as the previous year. The IMF is predicting a significant increase for 2021 and 
2022. Apart from that, a considerable fall both in unemployment and inflation were also 
achieved, as shown at the following table:

Major Economic Indicators

Source: Eurostat, Hellenic Statistical Authority

GDP (Constant prices 2010)  0.7%  -0.4%  -0.2% +1.5% +1.9% +1.9%

Inflation: Annual Average -1.3%   -1.7% -0.8% 1.1% 0.6% 0.3%

Unemployment Rate 26.5%  24.9% 23.5% 21.5% 19.3% 17.3%

201620152014 2017 2018 2019

Regarding Greek Banks’ NPLS, after reaching 49.1% of total loans (all-time high in 
September 2016) or 118 billion euros extensively reduced at 32.9% of total loans 
or 58 billion euros in December 2020 (last available data). According to the Greek 
Government and bank executives, the ratio is expected to be less than 10% of the 
loans, or 10-15 billion euros by the end of 2021 or Q1 2022, despite the expected rise 
on NPLS due to the pandemic. 

The basic tool to achieve this target is the Hellenic Asset Protection Scheme 1 & 2, 
with the code name Hercules. Under this tool, the Greek Banks are securing NPLS and 
transferring them into the state mechanism in exchange for a state guarantee on the 

NPLS:
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Greece is famous for its natural beauty, its remarkably long coastline with abundant 
access to clean seas and beaches, and its mild year-round climate. It is characterized 
by diversity as it splits into the mainland, the Ionian islands, the Cycladic islands, the 
Dodecanese and Crete.

Other special characteristics of the country include cultural heritage and archaeological 
sites, its legendary hospitality and low crime rates, while its infrastructure was vastly 
improved after the Olympic Games of 2004.

Destination at a Glance

Main Figures for Greek Tourism are presented in the following table:

Greek Tourism Main Figures 2019

Source: Association of Greek Tourism Enterprises

Contribution to GDP 20,8%

Contribution to Employment 21,7%

Employment 946.200

International Tourism Receipts 17,7 bn €

International Tourist Arrivals 31,3 mn

Average per Capita Tourism Expenditure 564 €

Concentration of Hotels Supply  in 4 Regions 70%

Beds 798.650

Tourism is the major activity of Greek Economy, contributing to 20.8% of the GDP and 21.7% 
of total employment. Since the start of the Greek economic crisis in 2010, tourism has been the 
only sector that has remained resilient, growing steadily in terms of arrivals and revenues.

Greece is ranked 25th among 140 countries in the World Economic Forum’s (WEF) 2019 Travel 
& Tourism Competitiveness index. Also, in individual indicators, Greece ranks 13th for its health 
and hygiene, 18th for air transport infrastructure and 18th for tourist service infrastructure. 

Regarding the evolution of the basic figures in 2019; arrivals were 15% higher (from 27.2 million 
euro in 2017 to 31.3 million euro in 2019), overnight stays increased by 11% (from 209.9 million 
euro in 2017 to 232.5 million euro in 2019) and tourist arrivals increased by 24% (from 14.2 
billion euro in 2017 to 17.7 billion euro to 2019).

DHR Services | Analysis

Greece is one of the most sought after vacation destinations in Europe due to its 
geographical, cultural and climatic advantages, and its multiple destinations that 
have become top preferences for global tourists. It supports an established tourism 
infrastructure with 800,000 hotel beds, more than 500 conference facilities, more than 
8,000 yachting anchorages, and direct air links from major European airports to its 
many destinations.

Greece is a very popular, comfortable and familiar destination, particularly for travellers 
originating from the UK, Germany, France and Northern Europe. During the last 
decade, a significant growth in arrivals from Eastern Europe, former USSR and Asia 
has been observed. The political neutrality, cultural and geographic proximity with the 
Middle East, and close connections with Muslim and Jewish populations in the region 
are only a few of the special characteristics of this country.

Destination Characteristics

during the high season, all under the best international standards. This therefore 
increases the attractiveness and potential of the Greek tourism product. The outcome 
of these investments is yet to be seen, as new works have been completed during the 
pandemic crisis.

Another crucial development in the field was the commencement of works for the new 
Cretan Airport in 2021. The construction period will last for 5 years and the airport will 
be managed by Greek Gek Terna and Indian GMR Airports. Soon, it will become the 
second largest airport in the country after that of Athens. It is expected to welcome 
15 million passengers annually, more than double the capacity of the existing one. 
Therefore, tourism in Crete is expected to boom after 2026 when the airport will be 
fully operational.  

Finally, according to the new 32 billion euro development program announced by the 
Greek government in March 2021, 13 more regional airports will be fully renovated and 
upgraded in order to meet European standards. This development will increase tourist 
arrivals, and therefore the value of the touristic investments in Greece.

With a range of 1200 to 6000 islands, depending on the minimum size to take into 
account, Greece has numerous ports, 16 of which are international, 140 of which 
serve passengers and cargo. The port of Piraeus is one of the busiest in Europe and is 
the main cargo port of the country, followed by the ones of Thessaloniki, Patras, and 
Igoumenitsa. The ports’ infrastructure is being constantly upgraded and improved to 
meet security standards, and of course the needs of the country’s visitors. Needless 
to say, the increase in capacity of the aforementioned ports will certainly enhance 
tourist activity.

Last but not least of Greek infrastructure projects regarding travel is maritime transport. 
Shipping lanes are serving Greece’s mainland and islands, transporting a large number 
of passengers, guests and cargo every year. In addition to passenger and cargo ferries, 
numerous high-speed catamarans were added during the last years and have reduced 
travel time considerably. A new waterway network is also expected to operate in 
Greece, as the state set the regulatory framework for the establishment, operation and 
management of waterway projects such as seaplane flights. 

Ports & 
Ferries: 

Intro: 
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The Pandemic & Recovery Forecast 

The first official case of COVID-19 in Europe was reported on January 24th 2020, while the first 
case in Greece was reported a month later, on February 26th 2020.
The lockdown and subsequent changes in consumer behavior put pressure on numerous 
economic activities. According to OECD data,1 during Q2 2020, the Greek GDP contracted, 
compared to Q4 2019, by nearly 15% (same with the average of the Euro Area.) However, the 
GDP decline for 2020 was 8.2% smaller than the projections made by International Institutions 
(OECD -10%, EBRD and IMF -9.5%.)
 
Greece’s overall economic recovery is expected to be achieved between 2022 and 2023 (EBRD, 
EC, IMF.)

The hotel industry in Greece was hit by the pandemic in terms of both occupancy rates and 
revenues per available rooms, in a way similar to that of other European countries as shown in 
the graphs below:

Monthly occupancy rate since the beginning of the year by Countries

Impact of Covid-19 Epidemic on the European Hotel Industry2
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The basic Markets of Greek Tourism were the United Kingdom and Germany, 
contributing almost 1/3 of the total turnover. These countries are followed by the 
USA, France and Italy, contributing almost 20% (6.7%, 6.2% and 5.7% respectively.) 
The average per capita spending was at 564 euro in 2019 (+8% from 2017) while the 
average spending per overnight stay was at 76.1 euro in 2019 (+12% from 2017.)

The biggest increases in arrivals and overnight stays in the period 2017-2019 are 
originate from the following markets:

• Spain (arrivals +72%, overnight stays +68%, turnover +131%), 
• Canada (arrivals +62%, overnight stays +65%, turnover +92%), 
• Austria (arrivals +47%, overnight stays +46%, turnover +80%), 
• USA (arrivals +36%, overnight stays +30%, turnover +46%), 
• Israel (arrivals +35%, overnight stays +10%, turnover +46%), 
• Bulgaria (arrivals +52%, overnight stays +31%, turnover +19%), 
• Switzerland (arrivals +20%, overnight stays +22%, turnover +35%) 
• Romania (arrivals +20%, overnight stays +17%, turnover +29%)

Feeder 
Markets: 

The improvement of the basic figures has resulted in increased hotel revenues per room, as 
illustrated in the graph below:
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Monthly occupancy rate since the beginning of the year by segments

Impact of Covid-19 Epidemic on the Greek Hotel Industry

*for October ,we show the first trends based on daily sample

Note: some data are not available due to hotel’s closure
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Total tourist arrivals for 2020 were close to 20% of those in 2019, while early estimates by SETE on 
total arrivals in 2021 suggest an increase of up to 50%-60% (vs 2019) 

Overall, recovery in the Greek tourism sector is not expected to occur earlier than 2022. The same 
is said both for other domestic sectors, and the global tourism industry as a whole. However, there 
are several key players in the global tourism sector who predict the recovery taking place after 
2023 (AHLA, UNWTO minority in the panel of experts as seen in the graph below).  According to 
the survey conducted by DHR Services, Greece’s overall handling of the Covid-19 pandemic crisis 
has received only positive comments. However, for both Greece and international travel, the results 
confirm that real recovery will take time. More specifically, in the current situation it is predicted 
that a recovery to 2019 levels will not be seen for at least 2 or 3 years. After this time, we can expect 
an increased level of demand for travel to Greece, as well as the recovery of international travel. 
However, an exception to this prediction is long haul trips which will take further time to redevelop 
in numbers, while corporate travel and MICE would be the last area to recover.

Rebound in international tourism

UNWTO Panel of Expert’s Survey (October 2020):

By Q1 2021
Rebound 
Timing

When do 
you expect a 
rebound in 
international 
tourism in 
your country?

By Q2 2021

By Q3 2021

By Q4 2021

By 2022 100%

79%

66%

30%

21%

36%

14%

5%

25%

Cumulative; i.e. 30% believe 
int’l travel will rebound in 
either Q1 or Q2 2021

Source: MKG

Source: Manifesto for a Safer, Greener and Smarter Tourism, UNWTO, WTM London

Revpar change since the beginning of the year by Countries

Impact of Covid-19 Epidemic on the European Hotel Industry2

*for October ,we show the first trends based on daily sample
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Between March and May of 2020, the state directed a closure of all hotels in order to prevent the 
spread of the virus. Re-openings in June and July of 2020 were accompanied by strict hygiene 
protocols and a huge impact on annual revenues. Needless to say, many hotel units (both 
seasonal or year-around operational) chose to remain closed throughout the whole year. During 
the peak season (July-September,) the hospitality sector’s overall occupancy rate did not exceed 
30%, with an average of 23% per month. This compares to an average of 71% in 2019 during the 
same period. International air traffic at Greek airports recorded a 72% drop during the first 10 
months of 2020, while tourist arrivals declined by nearly 78% (3.5 billion euro vs 16.1 billion euro 
during the respective first 10 months of 2019.) 3 
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According to the McKinsey Travel Industry Report in September 2020, a positive first 
sign for the tourism sector is evident in the change of sentiment and the rebound of 
domestic travel in Chinese markets in 2020. 

In China, which is ahead of the curve for recovery from the pandemic, more than 70% 
of respondents to the McKinsey COVID-19 Travel Sentiment Survey of August 2020 
said that they expect to take their next leisure trip before the end of 2020. By August 
2020, hotel room bookings and domestic air capacity were both close to pre-pandemic 
levels.

During the pandemic, tourism businesses have been facing issues such as delays on 
payments owed by tour operators, increased booking cancelations and fixed expenses 
that required governmental support. In order to recover and evolve, the sector itself 
has to focus on addressing its key structural deficiencies, all the while harnessing 
its untapped potential. The strategy of the Ministry of Tourism for 2021 focuses on 
alternative tourism initiatives (nature, wellness and culinary tourism.) The “Sea and 
Sun” model has been enhanced, expanding the tourism season with a number of high 
value products centered around City Break tourism (in Athens & Thessaloniki) and 
Meetings and Incentives tourism (MICE) by positioning Greece as a major meeting 
and conference destination for regional associations and corporations. Other products 
under development to challenge the seasonality of Greece’s travel sector are those 
of Religious tourism, Sports tourism and Medical tourism. The latter leverages skilled 
Greek medical personnel with investments in existing facilities and infrastructure. 

Moving forward from the pandemic, the prospects for the future of the Hotel & Tourism 
Industry in Greece are numerous. The new 32 billion euro program of the Greek 
state incorporates several actions and significant budget adjustments to the fields 
mentioned above. 

Moreover, in the context of investments into the tourism sector, Greece has several 
competitive advantages compared to other Mediterranean destinations. Despite 
having only 1/5 of the area of Spain and Portugal, Greece’s shoreline is two times 
bigger. Furthermore, countries like France, Spain and Portugal experience large 
scale environmental degradation, meaning there is both an absence of beachfront 
properties and severe congestion and saturation of tourism products. Inflation in hotel 
purchases is another weakness to be considered seriously. Finally, for a competing 
destination like Turkey, the unstable political and economic environment is a major 
inhibitory factor.  

To further understand the prospects of tourism in Greece, it is interesting to engage 
in a comparison with Florida, USA. The position of Greece relative to Europe may 
be compared to that of Florida in relation to the USA. Greece, in relation to Europe, 
has many similarities with Florida in the USA with regard to its size, geographic 
position, morphology, climate and population density. While Greece has a coastline 
eight times longer than that of Florida, it only receives about 1/5 of Florida’s tourist 
arrivals. Furthermore, only 5% of European citizens visit Greece, compared to 1/3 
of US citizens visiting Florida. It should be noted that Europeans outside of Greece, 
including Russians, both outnumber and have greater disposable income than their 
US counterparts outside of Florida. The central issue mainly relates to the inadequate 
special tourism infrastructure in Greek tourists facilities. For example, Florida has 1250 

The 
Asian 
Pattern:

The 
Florida 
Pattern: 

At this point, it’s worth mentioning that the World Travel Manifesto claims that the slowest 
recovery is expected for global business travel (2025,) while the fastest recovery is predicted 
for international leisure (2024.) While travel budgets are constrained, Tourism Economics also 
expects digital meetings to continue to substitute some in-person meetings. However, face-to-
face meetings are expected to remain, continuing to have an important role in business activity. 
In the long run, this will not be fully replaced by virtual alternatives. 

Timeline to pre-pandemic levels of int’l tourism

UNWTO Panel of Expert’s Survey (October 2020):

2021Return to Pre-Crisis 
levels

When do 
you expect 
international 
tourism to return 
to pre-pandemic 
levels in your 
country?

2022

2023

2024 or later 100%

65%

30%

35%

35%

4%

26%

Cumulative: i.e. 30% believe int’l 
travel will return to pre-pandemic 
levels in 2021 or 2022

Global International travel spend by segment (% difference from 2019 levels)

Tourism Economics:

Business Leisure Total

8%

27%

10%

-9%

-29%

-51%

-68%

-7%

-22%

-42%

-63%

-79%

2020 2021 2022 2023 2024 2025

Source: Manifesto for a Safer, Greener and Smarter Tourism, UNWTO, WTM London

Source: Manifesto for a Safer, Greener and Smarter Tourism, UNWTO, WTM London
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Source: Hellenic Chamber of Hotels

  PREFECTURE HOTELS % OF TOTAL ROOMS    % OF TOTAL 

Southern Aegean 2,154 22% 111,512 26%

Crete 1,619 16% 96,367 22%

Ionian Islands 980 10% 51,445 12%

Central Macedonia 1,175 12% 46,221 11%

Sub Total 5,928 59% 305,545 70%

Attica 675 7% 33,127 7%

Peloponnese 685 7% 19,853 5%

Central Greece 523 5% 15,385 3%

Thessaly  555 6% 14,753 3%

Northern Aegean 387 4% 12,006 3%

Eastern Macedonia & Thrace 386 4% 11,261 3%

Western Greece 274 3% 9,974 2%

Epirus 433 4% 8,947 2%

Western Macedonia  125 1% 2,838 1%

Sub Total 4,043 40% 128,144 29%

Total 9,971  433,689

Around 70% of all hotel rooms in Greece are located in 4 regions: 
Southern Aegean, Crete, the Ionian Islands and Central Macedonia. 

Data 2019, sorted by number of rooms

Despite the huge investments into upgrades in recent years (2012-2019) that are reflected in the 
graphs below, 5* and 4* hotels significantly outperformed the median in both units and rooms 
(rooms 63% and 20% increase vs the median of 8.7% units 78% and 34% increase vs median 
of 3.2%.) The statistical findings by the Confederation of Greek Tourism Enterprises portray the 
outdated infrastructure; only 6% of the units belong to 5* hotels and in total just 20% to a higher 
category (4* & 5* hotels) that can support and promote the modernized Greek tourism product, 
while more than 80% consists of facilities that provide low to medium accommodation.

Concentration of Greek Hotels
golf courses with modern hotels. In contrast, Greece has only 7 golf courses with 
outdated hotels. The relative scarcity of prime Greek tourism infrastructure magnifies 
the seasonality effect in the country, such that a high occupancy and arrival rate only 
occurs during the summer months. Consequently, the occupancy rate in Greece is 31% 
lower than the corresponding occupancy rate in Florida, and the Greek REVPAR 2009 is 
only 2/3 of Florida’s equivalent revenue. 
The following data confirms the huge potential that Greece holds, if it were to develop 
into a high-end resort and residential destination in Europe. Since Greece is closer by 
airplane to all European capitals than Florida is to New York, Chicago or Los Angeles, 
this marks a significant point of opportunity.

Source: Sete, Visit Florida

   GREECE FLORIDA

Coastline (Km) 13.676 2.173

Tourist Arrivals (2019) in mln 31,3 131

Tourist Spend in 2019 $20 bn $99 bn

Golf Courses 7 1.250

Number of Hotel Rooms 433.689 476.000

Average Occupancy 2019 49% 80%

Average Room Rate 2019 $145  $145

Revenue per available hotel room 2019 $72 $116

Supply

Greek hotels are characterized by increased leverage, decreased liquidity and negative 
profitability. Hence they face significant problems, as banks are unwilling to give the necessary 
working capital for operation. The main reasons behind the hotels’ reduced financial 
performance are their outdated infrastructure, fragmented ownership and the aforementioned 
seasonality issues (over 75% of the arrivals are recorded between May-September.)  As a 
result, current NPLs in the hotel sector exceed 3 billion euro, while another 3-4 billion euro are 
expected to be added this year once the freezing of loans ceases. 4

4Source: Greek Finance and Economics Sites
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Major Foreign Investment and Buyouts 
in the Greek Hospitality Market

Financing

The last few years has seen several deals and investments into the tourism sector by foreign 
institutional investors.5  This is evidenced by the fact that the net inflow FDI in hotels, restaurants 
and real estate reached 1.5 billion euro in 2018, representing 44.2% of total net FDIs in Greece.

Major hotel brands like Four Seasons, Wyndham, Marriott and Accor expanded their presence 
in the Greek local market, while there was also increased activity from funds like Hines, London 
& Regional, Oaktree, Blackstone, HIG, Cerberus Capital and many more. Some notable recent 
transactions / projects are the acquisition of 5 hotels by US Hines along with Henderson, the 
development of 11 hotels by the Israeli hotel group Brown, the acquisition of another 5 hotels 
by Blackstone, the joint venture by US Oaktree Capital and the Greek company Sani SA for the 
acquisition and development of several hotels in Chalkidiki, Corfu and Kos, the opening of new 
hotels in Athens by Marriott, Wyndham and Four Seasons, the opening of the first Aman Resort 
(Amanzoe,) the premiere of the first Nikki Beach hotel, and other debut  luxury villas in the 
Peloponnese. 

Investors have a selection of alternatives for financing and implementing their projects. Below 
is a brief presentation of some of these financial means:6

1.  EU Structural Funds 2014-2020 (extended to 2022) and 2021-2027. In total, 40 billion euro will 
be directed under ESPA 2021-2027.

2.  Venture Capital and Private Equity Financing: Most funds have been incorporated with 
the participation of TANEO. TANEO is the only “fund of funds” in Greece that aims at the 
development of venture capital funds oriented towards supporting SMEs. Through the 11 
TANEO funds, more than 280 million euro have been directed to Greek SMEs. Through the 
collaboration of private and institutional investors, TANEO creates new funds, tailor-made to 
address the needs of small businesses.

3.  The Guarantee Fund’s 2nd phase of lending amounts to 2.5 billion euros, 780 million of which 
will be guaranteed by the Hellenic Development Bank, granting capital loans to SMEs (85% of 
total recipients) and large businesses (15%).

4.  Greek State Development Fund (EU Recovery Fund) totaling 32 billion euro. The fund is 
expected to launch in mid 2021, aiming to provide financial support until 2023 (70% of 
the funds during the first 2 years and 30% until the end of 2023). Nearly 60% of the funds 
will be given in the form of grants and 40% in loans – 20% will be directed toward digital 
transformation and 37% toward green economy projects.

5Source: Enterprise Greece, Greek Business News Sites
6EY, Enterprise Greece

Δ 2019 / 2012: +8.7%

Evolution of Rooms per category 2012-2019
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Δ 2019 / 2012: +3.2%
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Licensing Procedures

A.1.1. Approval of environmental impact study (MPE) and approval of environmental 
terms (AEPO).
 Hotels of environmental category A (Law 4014/2011, Ministerial Decision 
1958/13.01.2012 as amended and applicable) must have environmental licensing, 
whereas an environmental impact study (EIA- MPE) is required for the approval of 
environmental terms (AEPO) to be issued.

A.1.3. Approval of development from the Special Authority for Promoting and 
Licensing of Tourism Investment Projects (EYPATE). (applicable for hotels of capacity 
more of 100 beds)

A.1.4. Preapproval of building permit from the Building Service of the competent 
Building Service. 
The interested party submits the relevant application and required documentation to 
the competent Building Service an application, via the website www.eadeies.gov.gr

A.1.5. Approval of architectural study from the Competent Euphories of Archaeology 
The interested party submits to the Competent Euphories of Archaeology an 
application accompanied by documents and the complete architectural study.

A.1.6. Approval of architectural study from the Council of Architecture
 The interested party submits to the Council of Architecture, via the website 
www.eadeies.gov.gr, an application accompanied by documents and drawings of the 
full architectural study.

A.1.7. Final Building approval of all studies from the Building Service of the relevant 
Municipality.
The interested party submits to the Municipality’s Building Service an application, 
via the website www.eadeies.gov.gr , accompanied by the following required 
documentation:
• All documents approved during the previous stages.
• Schematic architectural, structural, MEP studies and technical descriptions.
• Technical and taxation documentation

An integrated tourism resort is a five-star hotel built on at least 150,000 square meters 
of land in combination with:
a) furnished holiday accommodation (with a minimum surface area of 70 square 
meters)
b) Special tourism infrastructure facilities which are part of the resort.

Licensing procedure follows stages 1,2,3,4,5,7 as in chapter A for hotel development.
Variations to the above specifications may occur if an existing hotel is modified to an 
integrated tourism resort.

Hotels:

Integrated 
Tourism 
Resorts:

The following licensing procedures are an indicative outline of general operations. Please note 
that each project has its own design, services and respective procedures that affect its licensing.

5.  EIB Loans: A guarantee mechanism of 500 million euros in loans will be created in 
cooperation with the European Investment Bank in order to facilitate new business investment 
over the next 4 years.

6.  Financial Institutions offer entrepreneurs a wide selection of customized financial instruments, 
while complementing the aforementioned financial tools to cover financing needs that cannot 
be met from other sources or shareholder capital.

7Source: Enterprise Greece

Investment Incentives Law: A brief presentation of key points describing the Greek Investment 
Incentives Law is presented below:7 

The Eligible Investment Plans in the tourism sector include: a) the establishment / expansion 
/ modernization of hotel and camping units that already exist, or are being upgraded to at 
least 3* or 2* in listed traditional or preserved buildings, b) tourist Accommodation Complex 
Development, and c) Special Tourist Infrastructure Facilities.

Eligible expenses include: a) investment expenses for tangible assets / buildings (60% for 
tourism), purchasing of fixed assets, financial leases, and b) wage cost of new jobs created as a 
result of the implementation of the investment plan calculated for a period of two years from the 
creation of each position.

Types of aid include: a) tax exemptions (income tax,) b) subsidies (state providing free 
provision of funds to cover part of the eligible expenses of the investment plan, determined 
as a percentage of the total investment cost,) c) leasing subsidies (the state covers part of 
the installments paid for leasing agreements made for the purchase of new machinery,) d) 
wage subsidies for jobs created (covering the cost of new jobs created, in association with the 
investment plan,)  e) financing instruments (capital participation, loan etc,) and f) a fixed tax-rate.

The participation of the respective entity in the investment project can take place either through 
their own funds or through external financing, provided that 25% of the total investment cost 
does not contain any state aid, support or subsidy.

Major Investments: Fast Track: The aim is to create a safe investment environment  which 
will facilitate the realization of major investment plans. This will fuel both the development of 
the Greek economy and the creation of new jobs. This applies to companies that implement 
investment plans that exceed the amount of 20 million euro.

The benefits that apply include: Fast Track Licensing Procedure 
• Fixed Corporate Tax Rate (for 12 years) 
Alternatively, the investing entity may use the tax exemption with an aid rate of 10% up to a 
maximum amount of 5 million euro.
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By accessing this white paper, you confirm that its purpose is to provide 
information on several complex issues by presenting the issuer’s perception 
thus is not and may not be deemed to constitute a business advise. All 
reproduction rights are reserved, including for icons and photographs. 

Any networking, redistribution, or reproduction of all or part of this site in any 
form is strictly prohibited without express permission of DHR Services. 

Reproduction of this white paper is permitted on paper, subject to the 
following conditions: 
a) Compliance with all of the documents reproduced (no modifications or 
alterations of any kind) b) Clear and readable quotation of the source in the 
following form: Source DHR Services dhrservices.com; reproduction and 
distribution rights reserved and strictly limited.

The next licensing steps are presented in the list below:

• Approval of environmental impact study (MPE) and approval of environmental terms 
(AEPO). The approved Environmental Impact Study is accompanied by relevant 
approved documentation (including drawings, relevant studies of waste-water).
 • Approval of integrated tourism resort development from the Special Authority for 
Promoting and Licensing of Tourism Investment Projects (EYPATE).

1.  Establishment of Horizontal or Vertical Co-ownerships and Issuance of the 
Ministerial Decision on Rules of Co-ownership and Operation of an Integrated 
Tourism Resort Competent service: EYPATE – Investors’ Support Department.              
The investor submits a notary deed establishing horizontal or vertical co-ownerships 
and the rules of co-ownership and operation of an integrated tourism resort in 
accordance with the provisions of paragraph Ministerial Decision 7750/2020 (Gov. 
Gaz. No 2303/Β/15-06-2020).

When the investment is ready to start operation or re-operate, the investor submits an online 
notification via the website (https://www.notifybusiness.gov.gr). Every notification submitted 
receives a unique electronic number that is issued by the system. When the procedure is 
complete, operation of the investment can begin.

•  In case of constructing buildings >8.000m2 up to 20.000m2 there is obligation for land 
contribution that equals: ½ building area (m2)-8.000m2

•  In case of constructing buildings >20.000m2 up to 20.000m2 there is obligation for land 
contribution that equals: 6.000m2 + area over 20.000m2

The contributed land is either
- a part of the plot that will be developed 
- a plot of equal value located in the same area. 
It is possible to exchange land contribution with money contribution to the Municipality equal to 
the objective value of the land to be contributed.
The contribution procedures should commence at an early stage of the licensing and should be 
finalized at the stage of building permit. 

Commencement of Operation (Notification)

Contribution for Construction of Buildings ( >8.000 M2)

Conclusion

The financial crisis of 2010 and intervention of Troika led to significant reforms of Public Finances. 
While the Tourism industry remains to be a cornerstone of the Greek economy, the pandemic of 
2020 threw the sector into a downward trajectory, expected to return to pre-pandemic levels by 
2022-2025. The state has launched a Development Programme that will face clear challenges. 
However, through the resolution of various structural issues, the significant opportunities that 
Greece presents to its investors will be realised. Alongside a governmental push to increase 
incentivization, the eventual increase of global mobility will once again push Greece towards 
further growth, upsides and development.

DHR Services | Analysis

https://www.notifybusiness.gov.gr/assets/index.html
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obtain independent professional advice. For materials 
which constitute product advertisement under the 
Securities and Futures Act and the Financial Advisers 
Act, this advertisement has not been reviewed by the 
Monetary Authority of Singapore. JPMorgan Chase 
Bank, N.A. is a national banking association chartered 
under the laws of the United States, and as a body 
corporate, its shareholder’s liability is limited.
With respect to countries in Latin America, the 
distribution of this material may be restricted in 
certain jurisdictions. We may offer and/or sell to you 
securities or other financial instruments which may 
not be registered under, and are not the subject of a 
public offering under, the securities or other financial 
regulatory laws of your home country. Such securities 
or instruments are offered and/or sold to you on a 
private basis only. Any communication by us to you 
regarding such securities or instruments, including 
without limitation the delivery of a prospectus, term 
sheet or other offering document, is not intended by us 
as an offer to sell or a solicitation of an offer to buy any 
securities or instruments in any jurisdiction in which 
such an offer or a solicitation is unlawful. Furthermore, 
such securities or instruments may be subject to 
certain regulatory and/or contractual restrictions 
on subsequent transfer by you, and you are solely 
responsible for ascertaining and complying with such 
restrictions. To the extent this content makes reference 
to a fund, the Fund may not be publicly offered in any 
Latin American country, without previous registration 
of such fund’s securities in compliance with the laws 
of the corresponding jurisdiction. Public offering of 
any security, including the shares of the Fund, without 
previous registration at Brazilian Securities and 
Exchange Commission—CVM is completely prohibited. 
Some products or services contained in the materials 
might not be currently provided by the Brazilian and 
Mexican platforms.
References to “J.P. Morgan” are to JPM, its subsidiaries 
and affiliates worldwide. “J.P. Morgan Private Bank” 
is the brand name for the private banking business 
conducted by JPM. This material is intended for your 
personal use and should not be circulated to or used 
by any other person, or duplicated for non-personal 
use, without our permission. If you have any questions 
or no longer wish to receive these communications, 
please contact your J.P. Morgan team. 
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