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[bookmark: _Toc482141950]1. Introduction 
This is a strategy promoting sustainable and innovation-based tourism. The strategy has been developed together with the Ministry of Tourism and thus presents the Ministry’s strategic priorities and operational plan.
This strategy addresses some of the fundamental issues that were raised in the stakeholder consultations, including: 
To lift Greece from a predominantly short (4-5 months) summer destination to an all year 365-day destination with a great variety of other touristic themes that will add value to the existing touristic products and thus making them more competitive.
To raise the average spending by tourists per person by enriching and enlivening the tourism product with Greece’s reputation as the “Cradle of Western Civilization” and its unique “Seascape” of hundreds of islands in balmy seas under a blue and sunny sky. 
To achieve positive economic effects by offering a rich and truly authentic Greek product for thousands of smaller, usually family operated traditional hotels that cater to the much larger target group of European middle class of Western and Northern Europe in the spirit of traditional Greek hospitality.
To improve accessibility by air transportation and make Greece a more attractive destination for its European and US key source markets not only in summer, but also during winter, which was hitherto considered offseason; in addition other source markets in Europe and overseas, e.g. China and Japan, must be opened.
The strategy stands on three pillars:
· Anchor and support key themes in tourism in which Greece will develop a sustainable competitive advantage.
· Stimulate innovation and entrepreneurship, introducing new momentum to Greek tourism industry and further strengthening the identified key themes.
· Indicate options for selected ‘fast track’ opportunities of tourism products, which would help to extend the short season to “365 days Greece” and increase average per capita spending.
And one overarching goal, to
· Strengthen the Greek brand and identity beyond tourism in a collective effort, mobilising stakeholders in tourism and other sectors of the Greek society and economy.
The document proceeds with section 2 on project orientation that introduces smart specialisation as the approach for promoting sustainable, innovation-based tourism. Furthermore, this section includes a SWOT analysis and account of the baseline findings. Section 3 presents the strategic plan and describes the chosen priorities in more detail. This then leads in Section 4 to the operational plan, which includes expected results, rationale and approach as well as task lists. Section 5 presents recommendations for improving the institutional framework and Section 6 accounts for the potential funding mechanisms possibly relevant for tourism and the implementation of this strategy.


[bookmark: _Toc482141951]2 Project Orientation
[bookmark: _Toc343808519][bookmark: _Toc482141952]2.1 Methodological approach: Background on Smart Specialization 
The Work Plan introduces “smart specialization” as methodological approach for the preparation of the strategic plan for the Greek tourism sector, including a three-year operational plan. Furthermore, the overarching aim of this technical assistance action is to “support tourism planning and policy for the promotion of sustainable tourism development in Greece”. This section therefore aims at elaborating on the rationale that underlies the proposed strategic priorities and actions defined in the operational plan. It will specify the core elements of “smart specialisation” and “sustainable” tourism development that are taken up in the concrete recommendations.
The choice of smart specialisation as methodological approach is promising[footnoteRef:1]. Smart specialisation is a new policy approach that was adopted in the context of the Horizon 2020 programming period as ex-ante conditionality for investments in research and development (R&D) and innovation through the European Regional Development Fund (ERDF). On the one hand, using this approach allows for synergies when applying for respective funds under ERDF. On the other hand, and more importantly, smart specialisation is a strategic approach that aims at boosting regional and national development through innovation-based competition based on product differentiation as compared to the downward spiral of cost competition based on homogeneous products[footnoteRef:2].  [1:  Foray, D. (2014). Smart specialisation: opportunities and challenges for regional innovation policy. Vol. 79. Routledge, 2014.]  [2:  Asheim B.T., Grillitsch, M., Trippl, M. (2016) Smart Specialization as an innovation-driven strategy for economic diversification: Examples from Scandinavian regions. Papers in Innovation Studies, No. 2016/23, CIRCLE, Lund University] 

Related to Greek tourism, the downward spiral would be to offer just Sun & Sea as a homogeneous product that can be offered by countless other regions worldwide. In such a case, Greece would be a mere price-taker. Standard economics would apply, where a reduction of supply (like in the current situation due to the political and security developments in several Mediterranean countries as well as worldwide) leads to an increase of demand and possibly prices in Greece. However, as soon as the supply of the standardised Sun & Sea product increases again, Greek tourism will experience a drop in demand and deathly cost competition.
Therefore, this strategy is about innovation-based competition, which implies that it emphasises innovation in product differentiation that makes the Greek tourism product unique and difficult to copy. In the search for a unique and difficult to copy product, this strategy will propose some overarching themes like Greece as the “Cradle of Western Civilisation”, which becomes evident for every visitor who ever sets foot on the Acropolis, or “Unique Island Seascape”, the unique blend of sea and hundreds of islands under most favourable climatic conditions that does not find its match anywhere in the world. Furthermore, the strategy proposes ways to combine the quality of the natural endowment with other attractions such as art, culture, gastronomy etc., and combines natural, historical and cultural attractions with for instance medical treatment by offering health tourism; it constitutes a platform based policy which would allow the local tourist product to move up-market through a knowledge based process of product differentiation.
The focus of this strategy is how the state – the Ministry of Tourism, the Greek National Tourism Organisation, and regional authorities – can support sustainable tourism development in a concert with other stakeholders, the tourism industry, associations, civil society associations, related public authorities such as the Ministry of Culture, as well as the international community. We propose an active role of the state in promoting innovation-based competition in tourism, in creating a strong national brand and identity, and in stimulating a supporting environment (but not in intervening in providing tourism services)[footnoteRef:3].  [3:  Mazzucato, M. (2015). The entrepreneurial state: Debunking public vs. private sector myths. Anthem Press.] 

Smart specialization has some important messages as regards the role of the state, which is the result of lessons learned from many years of structural funds implementation. One is that resources must not be spread thin. In order to create impact, it is necessary to focus efforts on core themes or domains. How to identify these themes is not an easy task and can easily go in the wrong direction due to interventions of stakeholders for the wrong reasons (e.g. supporting luxury tourism products because of personal preference or rent-seeking behaviour). In this respect smart specialization provides insights that are integrated in our strategy, relating to entrepreneurial experimentation, the moderation of a process that includes a wide range of stakeholders, thereby increasing societal relevance, and reaching out in global networks in order to discover domains of big potential impact and to mobilize resources globally. 
Entrepreneurial experimentation is important for several reasons. First, the success of truly innovative products cannot be foreseen in advance due to market risks, but also technological risks. Entrepreneurial experimentation is a process of trying and testing innovative ideas. Experiments that prove the feasibility and commercial worth of innovative ideas are entrepreneurial discoveries that give rise to new, highly value added products (and/or services). They attract imitators, spin-offs and create new development paths. In this way, entrepreneurial experimentation provides a high social value that cannot be captured fully by private agents, thus warranting support by the state. In addition, and this is new in smart specialization, entrepreneurial experimentation can be a very important source of information for policy makers. The reason being that entrepreneurs are those who explore new pathways at the intersection of changing trends in tourism, changing technologies, and changing institutional patterns. Thus, their main occupation is to identify areas of future competitive advantage. Policy makers are therefore well advised to identify with entrepreneurs, and engage with them in an ongoing dialogue.
The inclusion of a wide range of stakeholders receives increased attention in smart specialization strategies. While traditional system innovation approaches have already suggested that it is important to create linkages between business, universities and government in the form of the triple helix, the civil society is an additional sector that should be taken into consideration. What is the rationale for this? One important reason is that potential entrepreneurs can be identified in all sectors of society. Clearly, they can be found in the private sector, however, there are also examples for entrepreneurs among policy makers, universities and educational institutes as well as in civil society as a whole. Furthermore, new ideas do not necessarily (and possibly only rarely) come from the incumbents that have vested interests to protect. 
Linking to external actors outside the regional and national contexts is another important element in smart specialization that receives a strong emphasis in this strategy. While tourism by nature is a highly internationalized industry and contributes through the export of services to the trade balance of a nation, linking to external actors in the context of this strategy is about mobilizing knowledge and resources outside Greece for the development of Greek tourism. This is important because a reliance on only local knowledge bears the risks that important market- and technologic developments may be overlooked. Linking to external actors is a source for inspiration, for development of new business models, introducing new technologies into tourism and related industries, accessing new markets and communicating the Greek brand and identity. Hence, this strategy includes concrete actions to reach out to actors globally, and especially the Greek Diaspora, but also beyond.
The above core elements of our strategy also bring in the idea of “sustainable” tourism. Sustainability is a concept that has been around for many years but has received a new framing in the context of the debate on global challenges, most importantly climate change and global warming. In this context, the transition to more sustainable patterns of consumption and production has been identified as a complex problem that involves a wide range of stakeholders[footnoteRef:4]. Hence, the suggestions of this strategy to moderate a process that involves all relevant stakeholders constitute an important contribution to creating sustainable tourism. This is because a platform is created that gives a voice for, and creates awareness of important concerns (including from environmental and cultural stakeholders) and thus builds a basis for better policy-making by seriously considering those concerns. Furthermore, sustainability transitions foreground experimentation as a form to discover more sustainable ways of doing tourism, which is also in line with the proposed strategy.  [4:  See e.g. Markard, J., Raven, R., & Truffer, B. (2012). Sustainability transitions: An emerging field of research and its prospects. Research Policy, 41(6), 955-967.] 

Important is in this context that sustainability transition does not necessarily curb growth in tourism but potentially introduces new growth paths. An increasing amount of Structural Funds is earmarked for environmental concerns and the “greening” of the economy. Hence, by introducing this as a focus theme potentially opens up important funding activities. Furthermore, an increasing awareness about climate change and environmental concerns among potential clients affects travel decisions. Some countries like for instance Norway or Costa Rica explicitly use environmental consciousness as a selling argument. Furthermore, as the growth of “clean-tech” industries shows, the development of “clean” tourism opens up new opportunities, which will be further promoted in this strategy.
	The four Cs of smart specialization:
· (Tough) Choices and Critical mass: limited number of priorities on the basis of own strengths and international specialisation – avoid duplication and fragmentation in the European Research Area – concentrate funding sources ensuring more effective budgetary management
· Competitive Advantage: mobilise talent by matching RTD + I capacities and business needs through an entrepreneurial discovery process 
· Connectivity and Clusters: develop world class clusters and provide arenas for related variety/cross-sector links internally in the region and externally, which drive specialised technological diversification – match what you have with what the rest of the world has
· Collaborative Leadership: efficient innovation systems as a collective endeavour based on public-private partnership (quadruple helix) – experimental platform to give voice to un-usual suspects
Source: European Commission (2012): Guide to Research and Innovation Strategies for Smart Specialisation (RIS3)





[bookmark: _Toc482141953]2.2 SWOT Analysis for the Greek Tourism Industry
Based on the stakeholder consultations (see list of meetings in Annex 7.1) and desktop research, this section presents first a SWOT Analysis for the Greek Tourism Industry and the main findings from stakeholder consultations. As we found that the private sector has a tourism strategy developed by SETE (McKinsey Study of 2011, updated by Remaco & PwC in 2016) as main point of reference, we provide a summary of this study in Annex 7.2.
	Strengths
	Weaknesses

	· Landscape offers a unique blend of sun & sea, wooded land & snow capped mountains
· Long period of sunny weather for sun & beach holidays (May to mid Nov) – one of Europe’s No 1 in number of sunshine hours 
· Ideal for swimming, sailing and most related water sports
· ‘Cradle of Western Civilization’: rich cultural heritage shown in numerous museums and archaeological sites
· Traditional Greek Hospitality with a friendly and relaxed lifestyle creates a positive holiday feeling
· Healthy, yet tasty Greek cuisine – rich with fish, olive oil, vegetables and fine wines and juices
· Wide range of service and prices in hotels from B&B to top 5-stars
· Rich history full of storytelling – with Greek mythology being a strong pillar of European art
· Lively and entertaining folk art – music, dance, design 
· Major European markets within max. 3-4 flying hours
	· Cityscape, seascape, landscapes at times poorly maintained, piles of garbage and in state of disarray 
· Very long and complicated administrative hurdles are making any change difficult
· Air-, rail- road-, and sea- transportation infrastructure in bad condition or lacking: particularly airports and marinas
· Traffic to and between islands too long, considering that almost 2/3 of tourist beds are on islands
· Interpretation of meaning of ‘Greek Culture’, both ancient and contemporary, often boring or lacking zest (little ‘story telling’ that will bring history alive)
· In some instances low value for relatively high prices offered by hotels / B&Bs and restaurants
· Service quality at times suffers from misinterpretation of sloppi-ness as relaxed lifestyle (the latter to be maintained, though!!)
· Parts of the tourism industry (particularly family operated SMEs) lack competitiveness and show little interest to form cooperation groups as a method to improve performance

	Opportunities
	Threats

	· Simplify and streamline administrative procedures in order to shorten processes of change and innovation
· Creation of well-organized attractive products with high visibility for special interest groups to be marketed on direct channels with state of the art methods; they will also serve as icons for ‘365 days Greece’.  For instance:
· Culture: Greek Mythology, Philosophy, Art
· Religious & Spiritual routes and retreats
· Sports, e.g. re-enactment of Olympic sports
· Yet underdeveloped mountain and water sports
· Culinary & wine & agro products
· Fine art, folk art, archaeology for amateurs
· Music & theater events - all year e.g. SNFCC, Stavros Niarchos Foundation Cultural Centre 
· Extend seasons through methods to enhance attractiveness of Greek vacations, e.g. island hopping offers that will offer three 3-night packages on 3 islands with boat transfers instead of one-week / one-island packages 
· Set conditions for financial support for tourism in a way that it will motivate cooperation among stakeholders, and will facilitate innovation in business models, products and services
· Attract international capital to participate in long term PPP-infrastructure investments in island air-traffic, ports, marinas, themed ‘edu- and infotainment’[footnoteRef:5] infrastructure [5:  The term means offering Information and/or education in an entertaining way (= never boring) and is frequently used in tourism and leisure related literature] 

· National campaign at private and public levels to improve service quality to be complemented by a international themed campaign 
	· Greeks were discouraged by hardship measures during past years –difficulty to inspire hope again
· Not enough funds may be available and/or Greek banks unable to help kick-start necessary revival of Tourism as the most promising part of the Greek economy
· Another world-, regional or National economic crisis may have more negative impact on international travel also from traditional western European source markets
· Neighbouring destinations (e.g. Turkey, Egypt etc.) will overcome their internal crisis and may reclaim their lost market-share
· Resilience to institutional changes leaves administration ineffective
· Political crises, frequent changes of governments, waves of refugees etc. jeopardizing stability of Greek and/or neighbouring governments
· Inability of international (donor) institutions to agree on sufficient measures to support Greek economy and/or tourism industry
· Absence of an exclusive & distinct development plan for the Tourism sector within NSRF.




[bookmark: _Toc482141954]2.3 Findings from stakeholder consultations

· EIB European Investment Bank provides direct funding for projects of a value above €15 mio and according to “Junker Plan/EFSI” info also to banks who should be able to use guarantees for providing smaller loans also to SMEs, although this seems not to function as of yet.
· Travel Agent Association HATTA[footnoteRef:6] declares willingness to cooperate with Ministry of Tourism on international promotions. Recommendation to link their web site “Dódeka” aiming at enriching the tourist product with MinTour’s and EOT’s efforts. [6:  Hellenic Association of Travel & Tourist Agencies] 

· Both the Greek Marinas Association and SITESAP, the Professional Yacht Owners Bareboat Association, see growth potential for private yacht rentals (both motor and sail, with or without crew) but see a bottleneck in the number, size and maintenance of Greek Marinas.
· Tour Guide Association deplores the closing of the guide school with it’s 3-year curriculum, which had offered training of guides for all of Greece, by a previous Minister of Tourism; they were advocating to reopen it. However, they concede that the two months training program for graduated archaeologists works well.
· GNTO/EOT is affected by budget cuts and frequent policy shifts; having lost responsibility for strategy and project development to the Ministry of Tourism, they are waiting from the latter guidance for the 2017 strategy. There may be valuable human resources, presently not sufficiently utilized, that could be used for implementing new/updated strategy and/or specific ‘fast track’ projects. 
· HCH, Hellenic Chamber of Hotels representing all hotels (mandatory membership). It is a well-established, seemingly well-operated and internationally well-connected organization, representing well the upper echelon (predominantly 4- and 5-star hotels). Not surprising, these hotels also show the best performance as far as occupancy is concerned, although predominantly in the rather brief summer season - with the exception of bigger towns
· SETKE, the Greek Confederation of Tourist Accommodation Enterprises, representing over 30.000 SMEs in the accommodation sector that stand under enormous economic pressure. Financial support needed to maintain at least their present quality level. 
· SETE, the Association of Greek Tourism Enterprises, was founded in 1991 by a small group of entrepreneurs in response to “…the State's inability to resolve the chronic problems in the sector and devise a long-term strategy…”[footnoteRef:7]. It is a strong and effective organization (e.g. through INSETE RESEARCH and MARKETING GREECE) representing primarily the interest of its member hotels, mostly in the high-end sector. As a result, this segment seems to perform much better than the Greek average.  [7:  SETE’s brochure introducing their services ] 

· Cooperation between the Ministry of Tourism and SETE was not free of frictions during the past years, when Ministers frequently changed and private businesses considered the public administration to be ineffective. As mentioned this has led to the foundation of SETE. Now, however, joining forces and agreeing on using all available resources in order to promote the Greek tourism industry would be highly desirable and should also improve spirit and attitude of all stakeholders. This should be particularly relevant for a better cooperation between EOT and INSETE/MARKETING GRECE.
· SETE serves also as an umbrella organization for members of the PanHellenic Unions of Tourism Enterprises. Thus, almost all Greek tourism associations have become members and receive useful information, e.g. statistics, market research data, market news etc.
· Hellenic UNESCO Commission representing 18 UNESCO World Heritage sites and three listings of “Intangible Cultural Heritage of Humanity” (Mediterranean Diet, Cultivating Mastik at Chios, Marble Craftsmanship at Tinos) is willing to actively cooperate with the Ministry of Tourism.
· ELITOUR is a Cluster, professionally set up for the organization and promotion of Medical Tourism in Greece. Private hospitals are already quite successful in some medical niche products, where Greek clinics have a particularly high standard and/or a well-established legal framework exists. One frequently quoted example is the area IVF (in-vitro-fertilization), where Greece enjoys an excellent reputation.
· The Greek Orthodox Church plays a very important role in Greek society. It has been active in tourism since centuries, e.g. through receiving pilgrims, and is to be considered a valuable partner for cooperation with all sectors of society, particularly in culture oriented PPPs.
· Hellenic Chef’s Association is a very active and vibrant association that should play an active role in branding and promoting Greece’s food, wine and culinary arts traditions.
· Discussions with several Greek and international tour operators and travel agents at PHILOXENIA, the annual Greek Travel Trade show in Thessaloniki, showed strong support for more involvement of the ‘Greek island & sea experience’ into the main stream Greek ‘Sun & Sea’ tourism product beyond cruises and yachting.
· HAPCO, the Hellenic Organization of Professional Congress Organizers, more than any other segment of the tourism industry, is dependent on political and economic stability in the country and in the region, because the decision making process for choice of destinations for their events is especially complex and takes planning between 2 and 5 years ahead. They are very interested in enlivening and enriching the tourism products, which would offer them additional selling arguments.
· ENTERPRISE GREECE, the Greek investment and Trade Promotion Agency, notice in their work strong international interest in investment in Greece, predominantly in real estate in a variety of types of accommodations, from owned apartments/houses to hotels/resorts in many categories and locations. More interesting tourism content will support their promotion.
· DIAZOMA with their core competence directed at restoring ancient theatres and putting them for cultural & touristic use would be ideal partners for a sensitive concept of re-enacting of Greek mythology, history and philosophy.
· ATHENS Development and Destination Management Agency deals with promoting Athens as a City Break destination in a seemingly very successful cooperation with MARKETING GREECE. Obviously, they have an interest in ideas that will strengthen the content of Athens cultural tourism product and could act as facilitators of ‘fast-track’ pilot projects.
· TSIKIS MARINE TECHNICAL SERVICES is a Piraeus based shipyard that has experience in designing and building traditional Greek ships. The use of Trehadiris, Kaikis was discussed and a recommendation was received to consider re-creating Karavoskaros, which could be built in a larger, faster and more stable version that could transport up to 100 people with their luggage from island to island in a matter of 3-5 hours.
· CORALLIA, the Hellenic Technology Clusters Initiative is a private organization that has successfully started three Greek Clusters, primarily in the field of IT. They have given a lot of thought to become involved in technology supporting and complementing tourism and other service industries. 
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The overall objective of this strategy and operational plan is to contribute to the development of a sustainable and innovation-based tourism industry. This includes turning Greece from a predominantly one season Sun & Sea destination into an all year destination by mobilizing all geographic, climatic, cultural and human resources. Sustainability means developing new forms of tourism that reduce the negative effects on cultural and natural assets, and considers the social impact of tourism development; in other words, balancing the interests of a wide range of stakeholder groups.
The purpose of this strategy is to establish a rationale for how the state, and in particular the Ministry of Tourism, can support sustainable, innovation-based tourism development. The strategy stands on three pillars, namely measures to:
· Anchor and support key themes in tourism in which Greece will develop a long-range competitive advantage.
· Stimulate innovation and entrepreneurship, introducing new momentum to Greek tourism industry and further strengthening the identified key themes.
· Indicate options for selected ‘fast track’ opportunities of tourism products, which would help to extend the short season to “365 days Greece” and increase average per capita spending.
Furthermore, the strategy pursues an overarching goal, to
· Strengthen the Greek brand and identity beyond tourism in a collective effort, mobilising stakeholders in tourism and other sectors of the Greek society and economy.
The rationale for the strategic priorities is dealt with in more detail in subsequent sections.
[bookmark: _Toc343808523][bookmark: _Toc482141957]3.2. Anchor and support key themes in tourism
The rationale for this priority is to position Greece in a number of niches based on its unique advantages and future development opportunities. The idea is to provide a supportive environment and collective goods that strengthen the profile of Greece in the respective themes. This is important because private actors alone cannot reap the benefits of such actions. 
For instance, one of the proposed themes is to promote Greece as the Cradle of Western Civilisation. While this is an obvious theme based on the country’s rich history, it needs to be brought to life with interpretation of sites, story telling, development of meaning that connects this theme to a contemporary cultural understanding among broad segments of society, including pop-culture; all these history-related activities will eventually result in re-branding Greece as a lasting and popular tourist destination. These activities will benefit the Greek tourism industry overall, but cannot be shouldered by private actors individually. A good example, how cultural themes can be a powerful force in today’s tourism in Austria is the interpretation of Mozart in Salzburg. Mozart is long dead but he still lives on in every corner of Salzburg.   


Central themes to be developed with government support:
· Greek Culture & Hospitality: It is no coincident that Europa is a Greek word, because all that makes European culture unique started here some 2.500 years ago at the Agora, the marketplace of Athens. Thus, Greece deserves the name “Cradle of Western Civilization”, a theme that must be felt by everyone visiting, whether for business or vacation. What makes Greece truly unique is the spirit of human values of Socrates and Aristotle that is still alive today in Greece’s well-known hospitality, in a tradition that will treat millionaires and refugees alike in a warm and humane way.

· Greek Seascape: no other country in the world can boast such a unique blend of blue balmy seas, sunshine and numerous islands, best discovered by boat, be it by sailboat, on a fancy yacht or a romantic Trehadiri or Karavoskaro, one of the authentic traditional boats. Island hopping or a short cruise around the neighbouring island will distinguish a Greek Sun & Sea vacation from competitive offers and make it a unique experience.

· Sustainable or Green Tourism: This theme responds to the increasing awareness of society in general and tourists in particular about environmental issues, and takes care of Greece's natural and cultural resources as well as the social context in which tourism is embedded, in short promotes sustainable tourism in a credible way.  In view of Greece’s unique “Seascape” the term ‘Green & Blue Tourism’ seems appropriate. Interesting in this context is also the increase in funding opportunities in relation to ‘greening the economy’.
Special interest themes to be developed by private sector:
In addition, we propose a number of special interest themes, all of them selected with the goal to extend the relatively short ‘Sun & Sea’ summer season and raise the level of average spending. The special interest themes are presented in more detail in annex 7.3:
· Greece – Winter Breaks & Health Prevention: weather data on the southern Greek islands of Crete and Rhodes are almost identical with those of Marbella at Spain’s Costa del Sol, where 45% of a total of about 10 Mio tourists per year come in the 7-months period from October to April. There is no reason why similar results could not be achieved in Greece. The main target group, clearly senior citizens from Northern and Central Europe, like to flee the cold for some warmer and sunny days in the south.

· Greek Trekking and Mountaineering Routes for walking and biking with a variety of additional purposes, such as physical fitness, nature observation, ecological interest, pilgrimage.

· Greek Food, Wine & Herbs: numerous successful examples like ‘Taste of Paris’ or themed courses and workshops on ‘how to cook with… olive oil, fruits, herbs etc.’ make interesting tourism packages, particularly for specific seasons, e.g. olives and wine in autumn, herbs in spring or early summer.

· Greek Medical Tourism: Special medical applications and therapies offered in Greek hospitals at high quality / price ratio, like IVF, dental and other surgeries, with a subsequent relaxing vacation.

· Greece as Religious and Spiritual Destination: at monasteries, along routes with religious meaning (e.g. Paulos, Kyril and Method).

· Greek Genuine Handicraft: following traditional examples, tastefully adjusted to contemporary taste. All tourists have some money in their pockets for gifts to bring home (or for oneself!), but will spend only if they meet their taste.

· Greek Maritime Tourism and Archaeological Diving: Diving and Snorkelling have become highly popular water sports activities, as have other activities such as Kite Surfing. Greece’s diving and water sports centres enjoy an excellent reputation. Archaeological diving would add an up-market alternative.

· Travel to Greece for Handicapped Persons: To expand in this market segment will go well with the humane aspect of the traditional Greek Hospitality. Besides it is among the strongest growing market segments worldwide.

A more detailed description of the special interest products/themes can be found in Annex 7.3 of this document. The descriptions may serve as guidelines for the planned Calls for Proposals.
[bookmark: _Toc343808524][bookmark: _Toc482141958]3.3. Stimulate innovation and entrepreneurship
This priority is essential in order to maintain and further develop the competitiveness of Greek tourism. Innovation and entrepreneurship shall be promoted through a Call for Proposals that is earmarked to innovative projects and is supposed to promote the following:
· Smart diversification: In line with the smart specialisation idea, innovation and entrepreneurship shall be promoted that will strengthen and renew the Greek tourism industry by opening up new niches. Furthermore, preference shall be given to projects that create synergies with the priority themes. For instance, innovation projects could be easily conceived that combine the Greek Seascape theme with Green and Blue Tourism and introduce new competencies, for instance in marine biology.

· New players and competencies shall be encouraged to engage in innovation projects. This will introduce new ideas, different worldviews, complementary knowledge and resources, and thus increase the chance that highly novel innovations are created. The objective is to extend the learning and innovation processes beyond the tourism industry’s narrowly defined ones and add other relevant competences, for instance in the fields of IT, new media, culture and arts, archaeology, marine biology, medicine, etc.

· Collaboration with local and global players: Broad and lasting innovations with the potential for the Greek tourism industry to develop strong niches cannot be achieved overnight and by one actor alone. It requires the engagement of a variety of stakeholders that can over time make a substantial contribution to new tourism products. Local collaboration will be essential to create sufficient critical mass, while global collaboration contributes to i) gaining access to complementary knowledge and resources and to ii) accessing and penetrating international markets.

· Cross sector collaboration and public private partnerships: The Call for Proposals shall be designed in a way to foster collaboration between the private and public sectors, between business and research, as well as civil society. The reason is that innovation shall be fostered that can be anchored broadly in Greek tourism, either in a specific region, or in relation to a specific theme. This will fundamentally contribute to the impact and sustainability of the interventions. 
[bookmark: _Toc343808525][bookmark: _Toc482141959]3.4. Strengthen the Greek brand and identity
Branding and brand identity 
Brands represent powerful ideas collectively created by people. They are their final owners and all brand power resides in what they think a brand is. This power can be very strong, making people feel, think and even change their mind. In this way, brands are co-created by individuals, organisations, employees and several social entities, which have a different idea of what the brand is, according to their personal perception and interest. The successful alignments of these multiple perceptions can be considered as an ideal result of a powerful and consistent brand and as the key challenge of brand management. 
Branding, therefore, can be seen as an ongoing and perhaps as a never-ending process of trying to achieve a collective idea that authentically represents the interests of the people that make it happen. This institutional branding concept has been successfully applied by multinational corporations all the way to small family businesses, and from national country brands to sports teams' brands. It is based on the notion of creating a unifying identity that represents individual interests and fosters each member’s activities. 
A vision to the future
As part of a strategic brand vision different steps need to be taken, following priorities and urgent matters. However, an analysis to the ideal vision of the brand into the future is necessary, not only to develop further consistent strategies, but also to visualize ambitious projects that achieve something remarkable. Although initial measures can be followed to generate immediate awareness and results, it is important also to think and self-reflect about possible ways in which the brand can start targeting larger goals. 
Independently of the final result of the strategy, all constituencies need to be taken into account in order to predict possible outcomes and to be prepared for them. When different perceptions are considered, both internally and externally, a richer analysis and more comprehensive strategy can be achieved which would reduce the risk of failure.    
Greek Hospitality as the human aspect of brand building
Greek hospitality, as a warm and humane way of welcoming others, can be recognized not only everywhere in Greece, but also with Greeks living abroad. It is a human factor that unites people and generates a sense of belonging and warmth as a very distinct element of the Greek Culture. When developing a brand strategy, efforts that require time and long term planning are needed. However, these efforts should aim at unifying a vision that provides orientation, coherence and consistency in the long term but also generating results in the short term. 
Results in the short and long term need to consider the involvement of different stakeholders in order to generate a feeling of belonging and participation of the different groups. Greek hospitality can be seen as the single most important human factor connecting stakeholders from the beginning to the long-term strategy. It is an actual identity asset that can be even further enhanced for future strategies and can provide a short-term basis for immediate action plans. 
Greek Identity
The positive image of a country as a tourism destination is a pre-condition of a successful Tourism Strategy. The image of Greece as a tourism brand has suffered during the years of the Euro-crisis, when the country as a whole was viewed as responsible and blamed by some for ‘endangering the Euro as a currency and the entire Euro-zone’. However, there were also positive signs of solidarity to be detected all over Europe among the ‘friends of Greece’ who have over time learned to enjoy Greece as a unique nation and/or as a unique tourism destination; in particular, those who had learned to appreciate Greece in its role as the “cradle of civilization” and a seascape with countless islands scattered over the seas. 
It is this understanding of the underlying culture that distinguishes Greece from other “Sun & Sea” destinations that are visited predominantly for just having a good time at the beach under sunny skies. Thus, we are convinced that a Strategic Plan for the Greek Tourism Sector needs to deal with addressing the unique features of the Greek identity, which are ingrained in the collective memory of Europe, but at times tend to move away from immediate awareness. As one of the overarching themes of a strategy for Greece, Europe should be reminded of the fact that Greece gave all of Europe not only its name but also gave all European nations essential parts of their language and identity, to be recognized easily by the fact that thousands of Greek ‘loanwords’ have entered the languages of the Western world and beyond, particularly in science, medicine and technology, like automobile, phone, democracy, police and many more.
The unique art of storytelling of Greek mythology, the fundamental ideas of the great Greek philosophers Socrates, Plato, Aristotle and their predecessors and followers as well as the role of Greece and Greeks in early Christianity all have had the strongest influence on what we call today Western Civilization.
All these aspects, together with the beauty of Greece’s land- and seascapes, the high quality of food and wine as well as a climate that is highly favourable for outdoor activities almost all year round, make an outstanding tourism “product”. Not to be forgotten is the relaxed lifestyle and warm-hearted hospitality that is being noticed and enjoyed by millionaires and thousands of sun seeking tourists alike; and, yes, even many refugees stranded at the beaches of a Greek island have told the tale.
This exercise will not only help to improve Greece’s image with tourists and the tourism industry, but will contribute to restore the pride of both Greeks at home and in the diaspora in their identity and will thus serve all other sectors of the economy and society as a whole.
It seems to be of utmost importance, that the effort of image building for Greece will have to be kept out of the day-to-day political discussion; ideally, all parties represented in the Greek parliament as well as unions and NGO’s dealing with the issues of helping to restore a more positive image of the country and its people abroad, both with the Greek diaspora and with potential tourists, would be invited to sign an agreement to ‘close ranks’ and pledge to keep the matter of restoring Greek identity out of day-to-day political polemics.
Another part of the strategy that will deviate somewhat from a classical strategy will deal with addressing the diaspora and invite them to join an international network of “Friends of Greece” helping to promote innovative Greek vacation dreams and ideas within their social environment.
[bookmark: _Toc482141960]4. Operational Plan 
[bookmark: _Toc482141961]4.1 Anchor and support key themes in tourism
The main result in relation to this will be the establishment of National Clusters of Excellence (NCE) for each of the three central themes:
NCE: Greece – Cradle of Western Civilization
NCE: Greek Seascape
NCE: Sustainable Tourism
The NCE are innovative instruments that go beyond traditional localized clusters. The objectives of the NCEs are to:
Attract a broad range of stakeholders related to the central themes (tourism industry but also technology providers, universities, civil society organizations, regional authorities, etc.)
Connect clusters internally (foster informal networks, trust-based relationships, and knowledge exchange)
Connect clusters with globally leading sources of resources, knowledge, market access
Coordinate and support joint project applications
Develop a joint communication platform (focus on e-marketing, social media and public relations)
Maintain active communication within the clusters and targeted audiences (potential target markets, EOT, Marketing Greece, etc.)
Tasks:
Establish a task force:
· 3 Cluster Managers, one for each NCE
· 1 Communication expert to support all three NCEs
· 1 Expert in funding and project design to support all three NCEs
Develop a cluster strategy
· Inventory of relevant stakeholders and activities
· Research on best practice of NCEs and in relation to the three central themes
· Stakeholder consultations and workshops
· Drafting cluster strategy
Attract cluster members
Develop added value networking activities (breakfast meetings, workshops, seminars) but also digital content
Identify opportunities for joint projects (in principle open to all cluster members who wish to actively contribute and participate)
Develop joint project applications
Attend relevant activities abroad and strategically connect to individuals or organizations with complementary / special resources, knowledge, competences.
Develop a communication platform
Regularly inform about what is going on in the central themes – making noise (stories about actors, projects, activities, etc)
Lobby with other organizations, ministries to support relevant activities.
[bookmark: _Toc482141962]4.2 Stimulate Innovation and Entrepreneurship 
The main result for stimulating innovation and entrepreneurship will be a program[footnoteRef:8] which will provide the required funding to interested parties (enterprises, private organisations and individuals) to develop new innovative products, services and business models for the Greek Tourism Industry. The program will be implemented in two phases, with the following expected results: [8:  Note that a draft Program Guide is provided in Annex 7.5, which was developed taking into account relative documents of previous funding programs of the Ministry of Tourism (state aid programs), customized according to the specifications defined in this section] 

Phase A[footnoteRef:9]: [9:  Note that the figures mentioned below are only assumptions (i.e. expected results in a rather optimistic scenario), and are mainly used as the basis for estimating the required funds for the specific action in a hypothetical scenario. Those assumptions were made since there is a lack of historical data to be based on (i.e. respective figures of programs launched in Greece in the same domain and with the same core characteristics as the proposed one). Those figures (along with other assumptions) result to a ceiling of around 62,5 ME as required funds for the specific action. If the available budget for such an action results to be less or more, the figures will be appropriately adjusted.] 

· 3000 innovative ideas submitted for funding
· 500 innovative ideas funded to elaborate a Business Plan
Phase B:
· Out of the 500 Business Plans, 300 innovation projects will be funded

	PHASE A


Within the first phase, a Call for Proposals will invite individuals and enterprises to submit a short description of their proposed project, following a standard template. The submitted proposals will be evaluated according to a set of predefined criteria, in order to result in a list of eligible projects for funding. The successful proposers will be funded to develop analytical Business Plans, exploiting the mentoring service of the program, to be submitted as proposals within the second phase of the program. The evaluation process of the projects' outcomes will also identify opportunities for project grouping as well as for cluster development. Analytical details for the phase are presented in the following table:
	Eligible proposers
	Individuals & group of individuals. Proposers must have a Greek tax number. When the proposal is submitted by a group of individuals, at least one must have a Greek tax number, while the rest can be individuals from other European member states or other countries (e.g. investors, or affiliates). 
Existing enterprises and private organisations. Proposers must have a Greek tax number
Note that individuals that are already entrepreneurs (e.g. individual companies etc), as well as existing enterprises, will be eligible for submitting a proposal independently of the business sector (or sectors) they operate[footnoteRef:10]. [10:  Some business sectors may be excluded (those totally irrelevant to Tourism or those that are not eligible for funding within the Operational Programs] 


	Proposal type 
	Structured template, with up to 5 pages content (excluding the annexes - see below).
Note that in case of group of individuals, the proposers must also submit a signed agreement among them documenting their rights and responsibilities within the proposed business model.

	Proposal structure
	Proposers: proposers description, entrepreneurship experience, tourism sector relevance etc (up to 1 page)
Idea documentation: Concept of product / service, innovation, synergy with priority themes, target niche market etc (up to 3 pages). The section must provide all documentation required for proposal evaluation according to the defined qualitative criteria 
Business prospect (5 years): estimated financial results, expected contribution to key tourism indicators, expected contribution to the economy and employment in general etc (up to 1 page)
Annexes (standard tables):
· Analytical description of the budget for Business Plan development
· Preliminary description of the costs for developing and market positioning the proposed idea (preliminary cost analysis for Phase B) 

	Maximum funding 
	There will be a fixed funding per project up to 100%[footnoteRef:11] of the requested (eligible) costs, and up to 5.000 € (grant) [11:  In case that NSRF does not support 100% funding in state aid programs (i.e. programs that fund private enterprises), the referred figure (%) should be appropriately adjusted. Note that a recent (research & development) program launched by the General Secretariat of Research & Technology (GSRT), namely “ΕΡΕΥΝΩ – ΔΗΜΙΟΥΡΓΩ - ΚΑΙΝΟΤΟΜΩ”, allows up to 80% funding of specific activities (i.e. Feasibility studies) in case of proposers that are small and medium enterprises. Our opinion is that the Ministry should negotiate this percentage with the respective national authorities (and in turn with the EU instruments) taking into account that a rather similar program in EU level (Horizon for SMEs – a program on which our proposal is strongly based) allows 100% funding for business plans development for innovation actions (Phase A). ] 


	Eligible activities 
	Consulting services (up to 5.000 €)
Market surveys (up to 5.000 €)
International travels (up to 2.000 €)
Marketing services (up to 3.000 €)

	Exclusion criteria
	Eligibility of Proposers
Eligibility of costs - Funds requested
Proposals must refer to the development of products and services exclusively for the tourism sector, which can be provided to tourists exclusively during their stay in Greece

	Evaluation criteria
	Standard criteria - 20% (automated evaluation):
· Proposers entrepreneurship experience
· Proposers relevance to Tourism sector 
Qualitative criteria - 80% (evaluation by experts):
· Smart diversification & Innovation
· Synergy with priority themes 
· Novel combination of competencies and resources
· Level of newness (new to the proposer, new to the region, new to Greece, new to the world)
· Suitability and complementarity of proposers to implement the project
· Business prospect
· Local, regional, national and international collaboration
· Cross sector collaboration and public private partnerships

	Experts (evaluators & mentors)
	Individuals with significant expertise in the Tourism sector, from the national or international market. They will be assigned to proposals either as evaluators or mentors, based on their experience and the theme that proposals are addressing.
Experts will be invited to submit an application, and they will be registered in the Program Expert Registry (after application evaluation) 
Note that legal entities (e.g. Tourism related Stakeholders, consulting firms etc) may also apply in the above process (applicable only for mentors), if they can document that they possess the necessary human resources & expertise. In such a case, the application is still submitted in individual expert level (by the legal entity), but the mentoring fees are provided to the legal entity.

	Project Implementation
	Successful proposers will sign a contract with the Program Agency, and they will be obliged to submit a full Business Plan within a period of 3 to 5 months (from the contract signature)

	Project Deliverable
	One (1) Business Plan with the following structure:
· Entrepreneurs description (including investors) 
· Product description (including SWOT analysis, define what is new/innovative)
· Market Analysis (including competition analysis, substitutes analysis, potential customer groups, international best practices etc)
· Product Delivery (including the production process, the delivery process, and the required suppliers / cooperations / technologies / human resources & expertise etc)
· Marketing Plan (including the product positioning, packaging (where applicable), promotion and sales process etc)
· Financial Analysis (5 years' period) (infrastructure costs, operational costs, anticipated revenues, required investment etc)

	Program Services
	The Program will provide a mentoring service, which will be available to all contractors. Mentors will be assigned to each proposal, in order to assist the proposers in developing their business plan.

	Prerequisites 
	A WEB service automating and supporting all stages of the phase, will be required in order to speed up the whole process. The service should enable proposers to electronically document and submit their proposals (covering also the evaluator / mentor application submission process). Furthermore, the service will allow for automated assignment of proposals to evaluators, proposal evaluation, project contracting and mentor assignment. Finally, the service will allow for deliverables & financial reports submission, and assignment of them to evaluators for final assessment.

	Stages[footnoteRef:12] [12:  Excluding the negotiation process for committing the funds, and the assignment of the program to a Program Agency to operate it.] 

	Stage A.0 (T0 - T4): Calls Preparation (both for proposals and experts) - Infrastructure Set up[footnoteRef:13] [13:   It is assumed that the infrastructure required will be acquired by fast track procurement processes] 

Stage A.1 (T5 - T7): Expert Applications Submission - Proposals Preparation & Submission
Stage A.2 (T8 - T9): Expert Applications Evaluation & Proposals Assignment
Stage A.3 (T10 - T12): Proposals Evaluation & Results Announcement  
Stage A.4 (T13 - T15): Projects Contracting (including the appeals management process) - Projects Assignment to Mentors
Stage A.5 (T16 - T20): Projects Implementation - Mentoring Service Operation
Stage A.6 (T19 - T22): Projects' Results Evaluation (the stage refers to the verification that funds were consumed according to the rules of the program, and not to the Business Plan itself. It also includes the proposal grouping activities)

	Time frame
	Up to 2 years (with the possibility to decrease to 1,5 years)

	Program Budget (Phase A)
	Operational Programs:
· Project Funding: 2.500.000 €
Technical Assistance Program:
· Expert fees (evaluators & mentors): 550.000 € (100 € per proposal for evaluation and 500 € per project for mentoring)
· Infrastructure: 200.000 €
· Other costs: 500.000 €

	Funds allocation
	Funds should be committed from the Regional Operational Programs, after negotiations with the Regional Authorities. Available funds under the following thematic objectives can be utilized (after negotiating with the European Commission for the 2-phases approach):
· 03 - Enhancing the competitiveness of small and medium-sized enterprises, the agricultural sector (for the EAFRD) and the fisheries and aquaculture sector (for the EMFF)
· 02 - Improvement of Access, Use and Quality of ICT (suitable only for ICT related products and services)

	Program Agency
	The program (phase A) should be implemented by a single intermediary agency, for all regions.

	Anticipated results
	At least 3.000 submitted proposals
At least 500 projects to be funded
At least 400 projects (successfully implemented) with a documented potential for the Tourism Sector

	Notes
	After the proposal evaluation process has been completed, it is recommended that the successful proposals are published in the Program's Portal (prior to proposers' agreement), as a means to attract either potential investors or business partners 



	PHASE B


Within the second phase, a Call for Proposals will invite the successful proposers of Phase A, individually or in groups, to submit a Business Plan / Project Proposal for their proposed innovation. The successful proposers will be funded to develop their products and services as well as to position them in the market. The successful proposers will be able to exploit the mentoring service as well as the investor matching services of the program. Analytical details for the phase are presented in the following table:
	Eligible proposers
	Eligible proposers are the contractors that have been funded within the first Phase of the Program, and their project has been evaluated as successful
Proposals of Phase B can be submitted in individual level (by the originating proposers of Phase A) or by groups of proposers (following the recommendations of the project evaluation process of Phase A). 
Note that in Phase B, the proposers' schemes may also include individuals or enterprises that have not participated in the first Phase of the program

	Proposal type 
	Structured template, with up to 30 pages content (excluding the annexes - see below).
Note that in case of individuals or groups of individuals (or groups of individuals and enterprises), the proposers must also submit a signed agreement among them a) documenting their rights and responsibilities within the proposed business model (update of the original one of Phase A, if the partnership has changed), and b) declaring that in case their proposal is accepted for funding, they will establish a legal entity for implementing the project (prior to the contract)

	Proposal structure
	Business Plan Description:
· Entrepreneurs description 
· Description of innovation
· Market Analysis 
· Product Delivery
· Marketing Plan 
· Financial Analysis (5 years' period) 
Annexes (standard tables):
· Analytical description of the budget for Project Implementation 

	Maximum funding 
	There will be a floating funding per project up to 40% (or 50%[footnoteRef:14]) of the requested (eligible) costs (as a grant), which can be up to 200.000 € [14:  E.g. when the proposer will employ at least one person (or at least one additional employee in case of existing enterprises). Note that the referred funding percentage has been estimated as an average, since specific eligible activities could allow for a greater funding percentage (i.e. up to 80%) or even less than the average (i.e. considering the size of the proposing entity or the type of activity)] 

The rest 60% (or 50%) may be covered either by capital available by the proposers, in kind contributions, or by capital acquired from investors, or through bank loans[footnoteRef:15]  [15:  It is expected that the co-financing will come mainly from the banks, with a guarantee from EIF/ETEAN appreciable. To this end, the banks must be officially involved in this phase of the program, aiming at maximizing the final results] 


	Eligible activities 
	Consulting & Business Advisory services (up to 20% of the eligible budget, and up to 30.000 €): includes project management & technical assistance services, business support development services etc
Infrastructure costs (up to 30% of the eligible budget): includes renovation of buildings, interventions for energy efficiency, environmental protection & accessibility etc
Equipment costs (up to 90% of the eligible budget): includes mechanical & technology equipment, furniture, vehicles, software etc
Standardization & Quality Certification services (up to 15% of the eligible budget, and up to 30.000 €)
Marketing services (up to 30% of the eligible budget, and up to 50.000 €): includes advertising material production (excluding paper based advertising material), web site implementation, promotion in social media, logo & brand development, participation in exhibitions, etc
Intellectual Property services (up to 10% of the eligible budget, and up to 20.000 €)
International travels (up to 10% of the eligible budget, and up to 10.000 €)
Employment costs (up to 40% of the eligible budget): refers only to the employment of new personnel 
Note that equipment costs will be also eligible in the form of leasing contracts 

	Exclusion criteria
	Eligibility of Proposers
Eligibility of costs - Funds requested
Proposals must continue to refer to the development of products and services exclusively for the tourism sector, which can be provided to tourists exclusively during their stay in Greece, even though proposal upgrades and scope extensions have been made (compared to the proposal of Phase A)

	Evaluation criteria
	Qualitative criteria - 100% (evaluation by experts):
· Completeness and Viability of Business Plan 
· All Phase A criteria are still valid for this Phase

	Experts (evaluators & mentors)
	The same with Phase A

	Project Implementation
	Successful proposers will sign a contract with the Program Agency, and they will be obliged to implement their project within a 1 to 1,5 years period (from the contract signature)

	Project Deliverable
	Product / Service in place and in commercial exploitation level

	Program Services
	The Program will provide a mentoring service, which will be available to all contractors. Mentors will be assigned to each proposal, in order to assist the proposers in developing their products and services.
The Program will also provide an Investor Matching Service, which will be available to all interested contractors. The service will assist contractors to get in contact with interested investors (in national and international level) in order to analytically present their business plan and acquire access to venture capital.

	Prerequisites 
	The same WEB service (Phase A) will be used also for Phase B, covering also the Investor Matching Service

	Stages
	Stage B.1 (T23 - T24): Proposals Preparation & Submission
Stage B.2 (T25 - T25): Proposals Assignment to Evaluators 
Stage B.3 (T26 - T27): Proposals Evaluation & Results Announcement  
Stage B.4 (T28 - T30): Projects Contracting (including the appeals management process) - Projects Assignment to Mentors
Stage B.5 (T31 - T49): Projects Implementation - Mentoring Service Operation - Investor Matching Service Operation
Stage B.6 (T43 - T51): Projects' Results Evaluation 

	Time frame
	Up to 2,5 years 
(total duration of Program for both Phases: up to 4,5 years)

	Program Budget (Phase B)
	Operational Programs:
· Project Funding: 60.000.000 €
Technical Assistance Program:
· Expert fees (evaluators & mentors): 1.700.000 € (500 € per proposal for evaluation and 5.000 € per project for mentoring)
· Infrastructure: 0 €
· Other costs: 2.000.000 €

	Funds allocation
	Funds should be committed from the Regional Operational Programs, after negotiations with the Regional Authorities. Available funds under the following thematic objectives can be utilized (after negotiating with the European Commission for the 2-phases approach):
· 03 - Enhancing the competitiveness of small and medium-sized enterprises, the agricultural sector (for the EAFRD) and the fisheries and aquaculture sector (for the EMFF)
· 08 - Promotion of Sustainable & Qualitative Employment and Support of Labour Mobility (suitable for individuals only, that are unemployed)
· 09 - Promoting social inclusion, combating poverty and any discrimination (suitable for individuals only, in the form of social enterprises)
· 02 - Improvement of Access, Use and Quality of ICT (suitable only for ICT related products and services)

	Program Agency
	The program (phase B) should be implemented by a single intermediary agency, for all regions (the same with Phase A).

	Anticipated results
	At least 400 submitted proposals
At least 300 projects to be funded
At least 250 projects (successfully implemented) with new Tourism products and services in place 

	Notes
	-


[bookmark: _Toc482141963]4.3 Promote Greek Country Brand and Identity
The main 3-year results under this priority are
Brand strategy prepared and country brand image campaign implemented
A country brand image campaign is recommended as an overarching activity that will address and counter in an appropriate way the negative image Greece has received in the course of the financial crisis and through numerous press reports. Expert advice from top-notch PR/media experts is recommended on how to address this negative publicity. It may be based on the greatest story of Greece that in the course of 3.000 years gave Europe not only its name, but gave to Europe and to the world essential parts of their identity, such as philosophy, sciences and, last but not least, the concept of democracy. However, independently of the concept developed, the brand strategy must ensure internal stakeholders’ involvement in order to establish agreements for specific action plans that facilitate implementation. In this way, the strategy, aiming at improving the overall perception of the Greek country image, would have two main objectives: 
· Developing a sense of internal unity and shared identity reflected in a country brand concept and image that represent a vision for the country’s future. 
· Ensuring appropriate internal (in the country) and external (abroad) implementation with specific action plans targeted to stakeholders’ needs and interests. 
Tasks: 
Establish a task force- country brand commission that makes the first assessment (Reveal) of the REDs:
· 1 international branding expert to support the process
· 1 internal Greek expert in communications and PR 
· 2 members of international Greek community
· 2 members of national Greek community 
Market research that examines the internal misalignments of the country identity focused on: 
· A broad range of stakeholders in order to identify their perception of the country and compare it with the resulting analysis of the first assessment  
· Focus groups that allow for insights that complement and extent the analysis
Identification of the misalignments that provide the basis for specific action plans and priorities for the strategy (urgent-desirable-feasible)
Development of country brand strategy focused on 
· The most efficacious country brand concept that supports the main objective and agreed plan of actions
· Inclusion of all stakeholders, even if they are not part of the priorities but should be part of the inventory 
· Development of internal measurement indicators that allow for the identification of the strategy progress (e.g. awareness, favourability, attitude, word or mouth, etc). 
· Establishment of priorities based on identity misalignments that determine the course of action  
· Specific and measurable branding, communication, marketing and PR objectives based on courses of action
· Development of specific processes of monitoring and evaluation of the strategy at specific points of time, especially before launching creative concepts in order to avoid risk of investment. 
· Generation of branding, communication, marketing and PR tools and manuals that engage different communities and facilitate the concept implementation 
Implementation of country brand image campaign
Such a campaign should, if at all possible, be supported and agreed upon by ALL political parties, relevant and governmental and non-governmental organisations of the country, which at the same time would also address the Diaspora that counts between 3 and 7 Mio persons, born in Greece or of Greek descent. Many of them speak the language and most of them still feel very attached to their ‘motherland’, which can be noticed best by the at times harsh supportive OR opposing reactions shown on the predicament of Greece. It should be carried for a few months and be ‘peppered’ with positive present day examples of Greek achievements in various segments of society and economy, tourism being one of them. Good timing of this PR/social media campaign could very much help the launch of the campaign ‘365 days Sunny Greece’ or ‘Greece, Europe’s Sunny Balcony’ etc (leave the slogans to the experts).
Possible target groups to be taken into account:
· Greek Embassies and other representations abroad
· Greek Diaspora, Orthodox and other Christian denominations
· Exporters of Greek products, wine, cheese, olives, etc.
· “Friends of Greece” clubs, organisations etc.
· Tour Operators, Travel (Trade) Press, 
· Participating airlines
· (E-)Mailing lists of participating stakeholders
· Retirees’ Associations and Clubs


[bookmark: _Toc482141964]4.4 Fast-track projects
The main result under this priority is the implementation of at least three fast-track project opportunities. 
Fast-track projects can be expected to succeed within one or two years and may turn into sustainable tourism products. By creating immediate impact, these projects will complement the other priorities and strengthen the support for the activities that will pay off in the longer term.
From a strategic point it is recommended to pool several fast track development programs around the two second most frequented airports of Greece, namely Thessaloniki in the north and Iraklion in the south. Both offer a variety of interesting opportunities, some similar ones, some with a different focus:
· Thessaloniki & Northern Greece
· City Break - brief vacations in Thessaloniki with its rich and varied cultural heritage
· Winter Breaks for seniors 
· Health-, Thermal & Thalassic therapies
· Hiking – mostly moderate
· Religious Tourism, foot pilgrimage, visits of Athos and other monasteries (spiritual retreats)
· Iraklion & Crete
· Winter Breaks for seniors with a wide choice of activities
· Hiking challenging, Mountain Biking, Trekking
· City Break - brief vacation in Iraklion, surroundings including Knossos
Tasks:
Establish task force
· 3-4 project managers, one for each fast-track project
· 1 Communication and marketing expert 
Lobby for all year direct air transportation to the most important airports of Greece 
· Importance of support of top level management in the Ministry of Tourism
· Potentially developing a guarantee scheme to ensure all year flight connections
Develop and implement the fast-track projects (project ideas are provided below
Develop and implement communication and marketing campaign
· As the fast-track projects are time-limited activities, the marketing and communication efforts should use other existing channels including ETA, the Greek National Tourist Office, Marketing Greece, the communication and marketing platforms established in the National Clusters of Excellence initiative.
The proposed fast-track projects are presented below:
[bookmark: _Toc482141965]4.4.1. Pilot Project 1 Winter Break for Seniors - ‘Try Greece, Europe’s Sunny Balcony’
Everyone who has lived through a long, dark and cold winter in Northern or Central Europe, will understand the desire of retired people for a winter break in a milder and sunnier climate that is affordable and just 2-4 hours away from home. Particularly Spain’s tourism industry has enormously benefitted from this trend.
Climatic Conditions: When comparing climate data of Denia, a rather small but popular (specially with British and German visitors) Spanish resort town near Valencia, and Rhodes the latter has a slightly higher annual temperature, the same number of sunshine hours, but much less rainy days; thus very similar conditions for attracting tourists between October and May.  In 2015 there were about 75.000 visitor arrivals in Denia of which 54% arrived in the peak months June – September and 46% from October to May. That proves that it is definitely worthwhile to promote 365-days tourism in sunny Greece, even though it may take some time and extra effort.
Air Transportation: A crucial issue is air transportation from key source markets, because only back-to-back charter operations will allow for competitive prices. There are a great number of charter airlines that are as interested in the additional business during the off-season months as the local hoteliers should be. 
Charter-operations could be flown on Thursdays and Sundays for the ever-popular long weekend/3 night City-breaks. Longer ‘Winter-breaks’, mostly for retirees, could be booked for any period, depending on available time and budget.
Adding Iraklion as Greece’s 3rd City Break destination: The pilot project could be started in Crete, with Iraklion being added as a Winter-break destination and also as Greece’s third City-break destination for working people who may well prefer two to three days in a sunny southern destination over others, e.g. Valencia is going in this direction.
Enriching the product: A crucial factor will be to offer guests in the off-season a broad range of interesting and stimulating activities, because swimming in the sea will not be an option during most of that period. The relatively mild and predominantly sunny climate – at least in comparison to where the guests come from – will be the main motivation, but cannot be the only reason for tourists to choose a vacation in Greece over its competitors. 
The rich Greek culture, from mythological times to present day hospitality, will have to contribute to make a decision in favour of a Greek destination.
Program features:
· Direct flights to Rhodes and/or Iraklion from selected airports in key source markets (e.g. UK, Germany, France Denmark, Austria) to be negotiated with airlines (preferably Thursdays and Sundays)
· Accommodation in 4-5 Star hotels (preferably with heated pool) to more modest hotels or also smaller Greek style, family operated hotels or B&Bs
· Special interest programs with infotainment / edutainment elements e.g. on the subjects 
· Health: Medical treatments (e.g. dental) or Alternative Medicine based on Asclepius and Hippocrates traditions)
· Thermal- and Thalassic therapies
· Culture: visitation of historical/archaeological sites and background seminars on ‘Greece Cradle of Western Civilization’, Greek influence on our languages, theatre, philosophy etc.
· Arts: courses on music, literature with concerts and readings, fine art courses
· Food, Wine & Herbs with special cooking courses with olive oil, herbs, vegetables
· Physical fitness: Trekking & Walking, Golf
· Games: Chess, Bridge, Tavli-Greek Back Gammon etc.

[image: Screen Shot 2016-12-17 at 20]

[bookmark: _Toc482141966]4.4.2. Pilot Project 2 – Hiking in Sunny Greece[footnoteRef:16] [16:  A more concrete description of such an action is given in annex 7.4 (in a form to set the basis for negotiations with the respective national authorities] 

Greece offers many places with ideal conditions for hiking in autumn and spring when the summer heat is over and a moderate climate with little rain, much sunshine and a picturesque and a highly diversified landscape invite for exhilarating walks of any length and for every age group. Doctors recommend hiking, together with sensible nutrition, as the most natural, easy to perform and also least costly way to keep healthy and fit. 
Thus, this form of leisure activity, which as of yet does not seem to be very well known in Greece, can be recommended as a simple to organize tourism product. It is related to the “Winter Breaks" programs and should help to make Greece – or at least the most sunny parts of the country – a 365-day destination. 
Program features:
· Direct flights at a reasonable cost would be highly desirable, alternately, well-fitting connections may be acceptable at some times of the year
· Accommodation in modest hotels or smaller Greek style, family operated hotels or B&Bs would be acceptable, provided rooms can be heated if needed.
· Choice of hiking trails at different lengths and gradients clearly marked in Greek and English, as well as with internationally used symbols for hiking trails.
· Information material with reliable maps and information on points of interest, food & beverage services along the way, toilet facilities, emergency phone numbers. Availability of ambulance service must be secured.
· For more challenging and longer trails, guide with basic foreign language skills are suggested at extra cost. Ideally, guides should be entertaining ‘story tellers’, even if their language skills are not perfect.
· Treks for 2-3 days or even for a week should be considered, with well-trained guides and pre-arranged accommodation (luggage to be forwarded by taxi service).
[bookmark: _Toc482141967]4.4.3. Pilot Project 3 – re-enactment of Greek Culture & History[footnoteRef:17] [17:  A more concrete description of such an action is given in annex 7.4 (in a form to set the basis for negotiations with the respective national authorities] 

A project designed in an informative and entertaining way providing inter-active interpretation of Greek Culture – from Mythology up to present day Greece - for tourists of all levels of income and education, including the broad market segment of sea & sun seekers. Greek mythology and history provide rich material of most fascinating sad and funny stories to be told. Methods may be chosen from a wide range of methods and media such as audio-visuals, live re-enactment, philosophy and art courses, traditional music, Olympic sports, street-art, thematic cultural events etc.
Such overarching cultural themes will provide Greece a unique and unmatched identity of a “European destination” among other “just” sun & sea destinations in the region. Even though these themes will at first appear more educational , they will help – together with e.g. the spectacular Acropolis Museum – to turn Greece into a ‘must’ destination which it used to be in the early days of tourism in the 18th/19th centuries. It should thus get into the rank of Paris, where the Louvre is a ‘must’, or Rome with the Vatican and London with the British Museum with visitations by target groups going far beyond just the ‘upper classes’.
Incidentally, it is England that implemented with great success lively historical re-enactments by actors in order to make visitor experiences more attractive particularly to children and other visitors who do not normally like to visit museums.
We would suggest: Interpretation through ‘re-enactment’ of Greek Mythology, Philosophy, History, e.g. at the Athens Agora around 500 BC by bringing back to life in an easily understandable way the philosophical, scientific and political thoughts and debates that originally took place exactly here. A series of short plays or ‘dramolettes’ (Mini-Dramas/Tragedies/Comedies) or sketches (not longer than 10 to 15 minutes), which are to be performed singularly at authentic sites during the day, or in a sequence, so they may become a full evening performance of two hours or more at amphitheatres or indoor play houses. The plays would be telling the stories of historical personalities, their thoughts and accomplishments in a witty, entertaining and informative way, including everyday life habits, cultures, gossip and anything that will bring history to life.
Thoughts on implementation: Production of scripts, costumes, dramaturgy etc. could be made in the context of a project with a Greek university, possibly with young professionals from other European universities, thus also spreading the word to key source-markets of tourism for Greece (EU-Erasmus support could be explored). Electronic versions, like video glasses or public screens with translation apps into various languages etc. may be produced as spin-offs.
Possible Scenarios
· 5-7 flexible theatre productions of 10’– 15’ duration each
· Plays based on themes from Greek Mythology or History
· Informative and entertaining – at a high professional standard – they should relate to classical drama like the art of cartoons relates to fine art
· Not more than 3 to 6 actors performing in each play
· In Greek and/or English language, possible translations over earphones or spoken by narrator with actors using pantomime 
· Plays performed separately or together for a full program
· In Flash mob style in open town spaces or in open air theatres, museum entries, at archaeological sites, hotel lobbies, cruise ships conference halls 
· Minimal stylized and easily transportable costumes and stage props should suffice
[bookmark: _Toc482141968]4.4.4. Pilot Project 4 – re-construction of traditional Greek boats
Present day transportation to and between Greek islands on ferries is lacking the romantic spirit it once had. The unique seascape of the Greek islands is inviting to be explored not only by sailboats and yachts, but also by ordinary tourists wanting to enjoy the spirit of traditional boats, that have travelled the seas for centuries. Customers (particularly from Asia) are increasingly asking to see and spend time on more than one island. 
Especially during pre-season of Apr/May and late season of Oct./Nov, also hotels on islands would be interested to extend the present relatively short 4-months season with additional guests spending 2-4 days on three island instead of one full week on one island, as is with many guests (many of them complaining anyway that there is ‘not enough to do on an island, except lying in the sun’).
In an intensive discussion with TSIKIS Marine Technical Services in Piraeus, in which building of traditional Trehadiris and Kaikis was discussed as well as  re-creating Karavoskaros, which could be built in a larger, faster and more stable version and could – at a length of up to 50 meters - transport up to 80 people with their luggage from island to island in a matter of 3-6 hours. With two powerful engines, supported by sails they could make between 12-14nm/25km per hour. With their solid built and stabilizers they would be able to operate under (almost) any weather condition and reduce the incidence of seasickness.
[image: Screen Shot 2016-12-15 at 16]







During high season from June to September the boat could also be used for other purposes, such as romantic sea-weddings and other events.  Re-enactments of Odysseus’ travels and other highlights of Greek mythology as portrayed in Homer’s other work Iliad featuring some or all places/islands that, according to Homer have been visited by Odysseus or other mythological figure on their way to and from Troy. In all of these travels guests would use accommodation at hotels or BBs on the mainland or on islands, which again would help to extend the tourist season in the chosen destination from April to November.
As an alternative solution for this pilot project, the search for existing but unused original Karavoskaro, Kaiki or Trehadiri boats in a poor state of maintenance, but with a possibility to be repaired could be considered.

[bookmark: _Toc482141969]5. Funding Instruments 
In this section we provide a short description of available financial instruments in national and international level, which could serve as funding mechanisms for innovation development. However, apart from the NSRF (section 6.1)[footnoteRef:18] we believe that the rest described instruments are not applicable for the proposed strategy[footnoteRef:19].  [18:  As well as banking loans, or other dedicated products that may be proposed by the Greek banks in the future for the Tourism Sector. However it should be noted that, even though banks still represent  the vast majority source of financing of the SMEs, it must be further investigated if they are reluctant or in favor to finance this sector, and what should  be done for the banks to encourage or to be encourage to finance SMEs of this sector and more precisely on sustainable development  in Tourism]  [19:  Note that the majority of comments made on the draft strategy regarding this section, were not taken into account while developing this (final) version, as discussed during the meeting of 30/03/2017 between the Experts and the SRSS Financing Expert.] 

[bookmark: _Toc482141970]5.1 European Structural Funds 
The European Structural Funds for Greece are being provided through the National Strategic Reference Framework (NSRF), organized as follows:
· 7 Sectoral Operational Programs
· 13 Regional Operational Programs
· 6 Territorial Cooperation Programs

	Operational Program
	Budget[footnoteRef:20] [20:  Total budget of each Program ] 

	EU Contribution
	Regional Coverage

	Sectoral Operational Programs
	
	
	

	Competitiveness, Entrepreneurship and Innovation
	4.665.144.578 €
	3.646.378.272 €
	All regions of Greece

	Transport Infrastructure, Environment and Sustainable Development
	5.186.665.141 €
	4.333.917.411 €
	All regions of Greece

	Human Resources Development, Education and Lifelong Learning
	2.667.494.908 €
	2.104.926.538 €
	All regions of Greece

	Public Sector Reform
	486.913.882 €
	377.228.416 €
	All regions of Greece

	Technical Assistance 
	401,870,438 €
	317,612,097 €
	All regions of Greece

	Rural Development Program (RDP) on a national level
	5,880,192,246 €
	4,718,291,793 €
	All regions of Greece

	Fisheries and Maritime 
	523,406,309 €
	388,777,914 €
	All regions of Greece

	Regional Operational Programs
	
	
	

	Eastern Macedonia and Thrace OP
	507.739.336 €
	406.191.468 €
	EL11 – Anatoliki Makedonia, Thraki

	Central Macedonia OP  
	964.864.182 €
	771.891.345 €
	EL12 – Kentriki Makedonia (EL121 – Imathia,  EL122 – Thessaloniki, EL123 – Kilkis, EL124 – Pella, EL125 – Pieria, EL126 – Serres, EL127 – Chalkidiki)

	Western Macedonia OP  
	330.737.733 €
	264.590.187 €
	EL13 -  Dytiki Makedonia (EL131 – Grevena, EL132 – Kastoria, EL133 -  Kozani, EL134 – Florina)

	Thessaly OP  
	401.130.674 €
	320.904.539 €
	EL14 – Thessalia (EL141 – Karditsa, EL142 – Larisa, EL143 – Magnisia, EL144 – Trikala)

	Epirus OP 
	325.846.892 €
	260.677.513 €
	EL21 – Ipeiros (EL211 – Arta, EL212 – Thesprotia, EL213 – Ioannina, EL214 – Preveza)

	Ionian Islands OP  
	226.924.699 €
	181.539.758 €
	EL22 – Ionia Nisia (EL221 – Zakynthos, EL222 – Kerkyra, EL223 – Kefallinia, EL224 – Lefkada)

	Western Greece OP  
	490.985.731 €
	392.788.583 €
	EL23 – Dytiki Ellada (EL231 – Aitoloakarnania, EL232 – Achaia, EL233 – Ileia)

	Sterea Ellada OP 
	190.052.422 €
	95.026.211 €
	EL24 – Sterea Ellada (EL241 – Voiotia, EL242 -  Evvoia, EL243 – Evrytania, EL244 – Fthiotida, EL245 - Fokida) 

	Peloponnesus OP  
	270.342.339 €
	216.273.871 €
	EL25 – Peloponnisos

	Northern Aegean OP
	301.669.499 €
	241.335.599 €
	EL41 – Voreio Aigaio (EL411 – Lesvos, EL412 – Samos, EL413 – Chios)

	Crete OP   
	434.883.125 €
	347.906.498 €
	EL43 – Kriti (EL431 – Irakleio, EL432 – Lasithi, EL433 – Rethymni, EL434 – Chania)

	Attica OP  
	1.139.966.972 €
	911.973.576 €
	EL3 – ATTIKI

	Southern Aegean OP
	168.170.562 €
	84.085.281 €
	EL42 - Notio Aigaio (EL421 - Dodekanisos, EL422 - Kyklades)

	Territorial Cooperation Programs
	
	
	

	Interreg V-A "Greece - Cyprus" Program
	54.072.416 €
	45.961.551 €
	CY000 – Kýpros, EL411 – Lesvos, EL412 – Samos, EL413 - Chios, EL421 – Dodekanisos, EL422 – Kyklades, EL431 – Irakleio, EL432 – Lasithi, EL433 – Rethymni, EL434 -  Chania)

	Interreg V-A "Greece - Bulgaria" Program
	129.695.572 €
	110.241.234 €
	BG413 - Blagoevgrad, BG422 - Haskovo, BG424 - Smolyan, BG425 - Kardzhali, EL111 - Evros, EL112 - Xanthi, EL113 - Rodopi, EL114 - Drama, EL115 - Kavala, EL122 - Thessaloniki, EL126 - Serres

	Interreg V-A "Greece - Italy" Program
	123.176.896 €
	104.700.362 €
	Information not available

	Interreg IPA II "Greece - Albania" Program
	42.312.029 €
	35.965.222 €
	EL131 - Grevena, EL132 - Kastoria, EL134 - Florina, EL211 - Arta, EL212 - Thesprotia, EL213 - Ioannina, EL214 - Preveza, EL221 - Zakynthos, EL222 - Kerkyra, EL223 - Kefallinia, EL224 - Lefkada, AL031 - Berat, AL033 - Gjirokastër, AL034 - Korçë, AL035 - Vlorë

	Interreg IPA II "Greece - FYROM" Program 
	45.470.066 €
	38.649.552 €
	EL 122 - THESSALONIKI, EL 123 - KILKIS, EL 134 - FLORINA, EL 126 - SERRES, EL 124 - PELLA, MK 001 - VARDAR, MK 005 - PELAGONIA, MK 003 - SOUTHWEST, MK 004 - SOUTHEAST

	Interreg IPA II "Balcan - Mediterranean" Program
	39.727.654 €
	28.330.108 €
	Hellenic Republic, Republic of Albania, Republic of Bulgaria, Republic of Cyprus, The former Yugoslav Republic of Macedonia



The main findings in respect to the utilization of those funds for supporting the proposed strategy are depicted in the following table[footnoteRef:21]. Note that the analysis does not include the Sectoral OP for Technical Assistance (as not relevant), the Sectoral OPs Rural Development Program (RDP) on a national level & Fisheries and Maritime (as not relevant), as well as the Territorial Cooperation Programs (no data available for the 4 of 6 programs).  [21:  Amounts in millions of Euros] 



Page 1
	Thematic Objective
	01 – Enhancing Research, Technological Development and Innovation
	02 – Improvement of Access, Use and Quality of ICT
	03 -  Enhancing the competitiveness of small and medium-sized enterprises, the agricultural sector (for the EAFRD) and the fisheries and aquaculture sector (for the EMFF)
	04 -  Supporting the Shift to a low carbon economy in all sectors
	05 - Promoting climate change adaptation, risk prevention and management
	06 - Preserving and protecting the environment and promoting resource efficiency
	07 - Promoting sustainable transport and removing bottlenecks in key network infrastructures
	08 -  Promotion of Sustainable & Qualitative Employment and Support of Labor Mobility
	09 - Promoting social inclusion, combating poverty and any discrimination
	10 -  Investing in Education, Training and Vocational Training for developing skills and the Life Long Learning
	11 -  Enhancing Institutional Capability of Public Authorities and interested Organizations, and Effective Public Administration

	FUND
	ERDF
	ERDF
	ERDF
	ERDF
	CF
	ERDF
	CF
	ERDF
	CF
	ERDF
	CF
	ERDF
	ESF
	YEI
	ERDF
	ESF
	ERDF
	ESF
	ESF

	REGIONAL OPERATIONAL PROGRAMS

	Eastern Macedonia and Thrace
	14,08
	4,06
	52,27
	37,11
	
	14,50
	
	111,95
	
	107,50
	
	
	4,97
	
	38,84
	60,38
	52,73
	
	

	Central Macedonia
	23,00
	11,28
	104,13
	32,88
	
	73,94
	
	120,80
	
	358,91
	
	
	12,24
	
	30,56
	148,79
	30,56
	
	

	Western Macedonia
	10,36
	10,36
	31,08
	27,31
	
	24,35
	
	61,11
	
	54,03
	
	
	1,75
	
	23,24
	21,31
	59,74
	
	

	Thessaly
	11,25
	3,13
	47,50
	17,50
	
	12,50
	
	70,38
	
	130,25
	
	
	5,33
	
	18,75
	64,68
	12,50
	
	

	Epirus
	10,00
	9,04
	24,73
	25,25
	
	17,90
	
	87,71
	
	74,36
	
	
	3,19
	
	12,97
	38,75
	15,97
	
	

	Ionian Islands
	4,46
	5,03
	14,22
	12,28
	
	10,19
	
	66,73
	
	35,29
	
	
	2,43
	
	21,09
	29,48
	21,53
	
	

	Western Greece
	11,74
	5,88
	52,78
	17,06
	
	27,80
	
	112,73
	
	131,46
	
	
	6,21
	
	17,31
	75,41
	23,58
	
	

	Sterea Ellada
	5,54
	5,54
	16,62
	14,60
	
	13,02
	
	13,02
	
	52,75
	
	
	3,10
	
	12,36
	37,63
	12,36
	
	

	Peloponnesus
	6,00
	3,13
	31,88
	7,50
	
	6,25
	
	44,38
	
	73,26
	
	
	5,17
	
	10,00
	62,92
	15,00
	
	

	Northern Aegean
	6,25
	6,25
	27,50
	20,00
	
	15,00
	
	91,25
	
	60,00
	
	
	2,50
	
	20,00
	30,45
	17,04
	
	

	Crete
	11,72
	9,72
	30,17
	25,62
	
	22,85
	
	139,33
	
	70,58
	
	
	5,43
	
	21,69
	66,05
	25,98
	
	

	Attica
	29,83
	40,00
	132,05
	78,60
	
	95,58
	
	155,55
	
	167,59
	
	
	21,80
	
	66,54
	264,90
	66,54
	
	

	Southern Aegean
	4,48
	4,48
	13,43
	11,79
	
	7,01
	
	23,73
	
	27,03
	
	
	3,27
	
	15,13
	39,75
	14,99
	
	

	SECTORAL OPERATIONAL PROGRAMS

	Competitiveness, Entrepreneurship and Innovation
	1.052,61
	665,52
	1.130,22
	376,49
	
	
	
	130,79
	
	373,12
	
	
	674,35
	
	
	
	
	67,43
	108,10

	Transport infrastructure, environment and sustainable development
	
	
	
	955,70
	527,45
	
	115,50
	61,58
	2.046,98
	403,12
	980,93
	
	
	
	
	
	
	
	

	Human resources development, education and lifelong learning
	
	0,00
	
	
	
	
	
	
	
	
	
	
	991,89
	392,72
	
	77,27
	
	1.159,67
	0,00

	Public sector reform
	
	223,14
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	254,82



	
	Funds (partially) available for funding new or existing tourism enterprises for developing new products and services (apart from actions for efficiency and productivity increase), as well as support infrastructures & intermediaries 

	
	Funds (partially) available for creating e-Tourism & e-Culture products and services 

	
	Funds (partially) available for enhancing research in tourism & culture 

	
	Funds (partially) available for strengthening the competitiveness of tourist destinations by highlighting & enhancing local assets, for regional tourism promotion and for developing cultural routes & networks

	
	Funds (partially) available for entrepreneurship by unemployed or young people, including support measures

	
	Funds (partially) available for social entrepreneurship and support measures 

	
	Funds (partially) available for institutional interventions in the Tourism sector






[bookmark: _Toc482141971]5.2. European Investment Bank (EIB)
The EIB is the European Union's bank[footnoteRef:22]. It is the only bank owned by and representing the interests of the European Union Member States, working closely with other EU institutions to implement EU policy. As the largest multilateral borrower and lender by volume, EIB provides finance and expertise for sound and sustainable investment projects which contribute to furthering EU policy objectives. More than 90% of its activity is focused on Europe but EIB also supports the EU's external and development policies.  [22:  It should be mentioned that a team of approx. 30 people have been dedicated to Greece.] 

EIB supports projects that make a significant contribution to growth and employment in Europe. As part of its counter-cyclical approach, its activities focus on four priority areas: Innovation and skills, Access to finance for smaller businesses, Environment and climate and Infrastructure. EIB generally finances one-third of each project but it can be as much as 50%. This long term, supportive financing often encourages private and public sector actors to make investment which might not otherwise be made. All the projects EIB finances, must not only be bankable but also comply with strict economic, technical, environmental and social standards. 
EIB products are categorized as follows:
· Lending: The vast majority of financing is through loans, but EIB also offers guarantees, microfinance, equity investment, etc.
· Blending: EIB support helps unlock financing from other sources, particularly from the EU budget. This is blended together to form the full financing package.
· Advising: Lack of finance is often only one barrier to investment. EIB helps with administrative and project management capacity which facilitates investment implementation.
Lending
Lending is by far EIB's principal activity, accounting for around 90% of the total financial commitment. EIB lends to clients of all sizes to support sustainable growth and jobs. Its support is often central to attracting other investors. The main lending activities include:
· Project loans, for large developments in excess of EUR 25m
· Intermediated loans, made via local banks
· Venture capital, helping fund managers invest in high-tech and growth SMEs
· Microfinance, has benefited from EIB's long term commitment
· Equity & fund investment, to catalyse further activity
Blending
As well as lending, EIB provides a variety of sophisticated tools to help clients blend its financing with additional sources of investment such as: 
· Structured finance, provides additional support to priority projects
· Guarantees, helping projects attract new investors
· Project bonds, unlocking infrastructure funding
· InnovFin – EU Finance for Innovators
· Trust Funds, partnering with donors
· Flexible SME funding (JEREMIE), finance and financial engineering for SMEs
· European Structural and Investment Funds (ESIF) Financial Instruments, transforming EU resources under the European Structural and Investment Funds (ESIF) into financial products such as loans, guarantees, equity and other risk-bearing mechanisms
· Urban development technical assistance (JESSICA)
· The Mutual Reliance Initiative (MRI), effective partnering for growth & development
· Private Finance for Energy Efficiency (PF4EE)
· Natural Capital Financing Facility (NCFF), a financial instrument that combines EIB financing and European Commission funding under the LIFE Programme, the EU’s funding instrument for the environment and climate action.
· Guarantee Fund for Greek SMEs
· Risk Capital Facility for the Southern Neighbourhood, providing access to equity and debt financing to SMEs in the Mediterranean region in order to support private sector development, inclusive growth and private sector job creation.
· Transport Infrastructure, cash-flow guarantees (LGTT).
Guarantee Fund for Greek SMEs
The Guarantee Fund for Greek SMEs is a joint initiative between the Hellenic Republic, Ministry of Development and Competitiveness, and the EIB with the objective of supporting the real economy and counteracting the impact of the crisis. The Fund is financed by the European Regional Development Fund in the context of the National Strategic Reference Framework for Greece[footnoteRef:23]. The Guarantee Fund aims to maximize the use of part of the European Union (EU) Structural Funds for Greece to finance small and medium-sized enterprises (SMEs) as well as midcaps through a revolving mechanism. [23:  Financed by the following Operational Programmes: Macedonia - Thrace; Crete and Aegean islands; Thessaly – Mainland Greece – Epirus; Western Greece - Peloponnese – Ionian islands; Attica; Competitiveness and Entrepreneurship] 

By providing a designated credit protection in the form of guarantee to the EIB, the Fund facilitates the indirect financing of eligible Greek SMEs and midcaps through a network of financial intermediaries based in Greece. Five Greek banks have joined forces with the EIB, namely Alpha Bank, Eurobank, National Bank of Greece, Piraeus Bank and Pancretan Cooperative Bank in an effort to provide liquidity to Greek SMEs and midcaps.
This innovative initiative also provides a financing window for the promotion of jobs for young people, under the EIB initiative Skills and Jobs – Investing for Youth. Under the Guarantee Fund for Greek SMEs, a number of SMEs supporting youth employment have already benefitted from preferential rates to meet their working capital requirements as well as investment needs.
The main benefits of the initiative are the following:
· Long tenors which can ensure a long-term lending strategy
· Beneficial pricing based on the promotional nature of the EIB.
The Guarantee Fund exclusively targets:
· Small and medium-sized enterprises with fewer than 250 employees
· Midcaps, namely enterprises with:
· a number of employees ranging from 250 to 3 000 (full-time equivalent) and
· a sub-project cost of up to EUR 50 million
In both cases, the company must operate in Greece. If the case of an investment in fixed assets, the location of the investment must be in Greece.
Programme characteristics
· Size of each project: up to EUR 50m
· Loan size financed by EIB: up to EUR 25m
· Maturity:
· From 3 to 8 years for investments with a fixed repayment schedule
· From 2 to 8 years for working capital with a fixed repayment schedule
· Pricing: Reflects the promotional nature of the EIB and the funding advantage based on its excellent rating
· Purpose:
· Financing of investments
· Medium and long term working capital needs.
[bookmark: 1]
[bookmark: _Toc482141972]5.3. European Investment Fund (EIF)
EIF, a part of the EIB Group, is a specialist provider of risk finance to benefit small and medium-sized enterprises (SME) across Europe. Its shareholders are the European Investment Bank (EIB) (59.9%), the European Union, represented by the European Commission (28.1%), and a wide range of public and private banks and financial institutions from European Union Member States, and Turkey (12.0%). EIF carries out its activities using either our own resources or those provided by the European Investment Bank, the European Commission, by EU Member States or other third parties.
By developing and offering targeted financial products to intermediaries, such as banks, guarantee and leasing companies, micro-credit providers and private equity funds, EIF enhances SMEs access to finance. By taking SME risk, EIF pursues two main statutory objectives:
· Fostering EU objectives, notably in the field of entrepreneurship, growth, innovation, research and development, employment and regional development,
· Generating an appropriate return for its shareholders, through a commercial pricing policy and a balance of fee and risk based income.
By offering an Integrated Risk Finance Product Range of SME finance to intermediaries, EIF complements the products offered by the European Investment Bank (EIB) with which it forms the EIB Group.
A. Equity Products
EIF is a leading financial institution in the European Private Equity market.  Through its venture capital and private equity interventions, EIF plays a crucial role in the creation and development of high-growth and innovative SMEs by facilitating access to equity for these companies across the entire life cycle of corporate innovation. It does so by investing in venture and growth capital, from the very earliest stages of intellectual property development into technology transfer, to more mature phases of development.
In supporting both well-known and first time teams, EIF has built a strong track record in the industry. Through this reputation, while maintaining a highly selective process, EIF takes significant minority stakes in funds which provide a catalytic effect on commitments from a wide range of investors, particularly in the private sector.
The scale and scope of investments, along with added value on fundraising, allows EIF to promote best market practice and corporate governance for teams it chooses to support. EIF's equity activity is principally backed by resources from its main shareholders, the European Investment Bank (EIB) and the European Commission.
ESIF Fund-of-Funds Greece
The new EUR 260m Fund-of-Funds programme in Greece, launched on 22 December 2016 and managed by the EIF, aims to boost entrepreneurship and create a lasting impact on local businesses, by attracting private funding to all investment stages of the local equity market, ranging from entrepreneurship steps even before the early stage start-ups up to mature expansion companies. The Fund-of-Funds will be instrumental in unlocking the equity potential in the Greek market.
The Fund-of-Funds is co-financed by the EU through Structural and Investment Funds (ESIF) resources from the Operational Programme Competitiveness, Entrepreneurship and Innovation 2014-2020 and through the European Fund for Strategic Investments (EFSI), the heart of the Commission's Investment Plan for Europe. It is the first time that European Structural and Investment (ESI) Funds and the EFSI are combined in Greece.
Under this new programme, EIF is looking to invest in private-sector led, market-driven Venture Capital and Private Equity fund managers across Europe, focusing onto Greek companies. The new ESIF Fund-of-Funds will support technology transfer funds in Greece and will also kick-start investments into accelerator funds.
B. Debt products
EIF cooperates with a wide range of financial intermediaries such as banks, leasing companies, guarantee funds, mutual guarantee institutions, promotional banks or any other financial institution providing financing to SMEs, or guarantees for SME financing. EIF's guarantee instruments consist of two main products supporting access to finance for SMEs:
· Credit Enhancement / Securitisation (Guarantees for securitised SME financing instruments). EIF has been recognised as Europe's leading provider of triple A-rated credit enhancement in SME securitisations. EIF benefits from Multilateral Development Bank status, which enables financial institutions to apply a 0% risk-weighting to assets it guarantees. Typically, EIF guarantees certain tranches of notes (senior and/or mezzanine tranches) issued through a SME securitisation transaction.
· Guarantees / counter-guarantees for portfolios of micro-credits, SME loans or leases (Management of European Commission initiatives). As a result of its recognised expertise in the SME guarantee market, EIF manages several mandates on behalf of the European Commission or of national and regional Managing Authorities.
C. Microfinance
Microfinance consists mainly of micro-loans (less than EUR 25,000) tailored to micro-enterprises (91% of all European businesses) and people who would like to become self-employed but are facing difficulties in accessing the traditional banking services. Throughout the European Union, 99% of all start-ups are micro or small enterprises and one third of those were launched by unemployed people. Compared to the microfinance markets in South Asia, South America or Africa, the European microfinance market is a young, highly heterogeneous  but growing market segment, notably in new Member States and some western countries, usually when the regulatory framework is conducive to this activity, with micro-credit institutions aiming at self sustainability, increased micro-lending capacity and, in some cases, transformation into banks. 
Being a crucial tool to overcome the effects of the financial crisis, EIF has been involved in the European microfinance sector since 2000, providing funding (equity and loans), guarantees and technical assistance to a broad range of financial intermediaries, from small non-bank financial institutions to well established microfinance banks to make microfinance a fully-fledged segment of the European financial sector. In this way, EIF pursues core European Union's objectives: entrepreneurship, growth and job creation.
While EIF's equity instruments aim to improve the availability of risk capital for high-growth and innovative SMEs, it also targets the debt requirements, as many SMEs seek finance through this more traditional route. Therefore EIF also provides guarantees and credit enhancement through securitisation to improve the lending capacity of financial intermediaries and thus the availability and terms of debt for beneficiary SMEs. EIF carries out its activities in the European Union (EU) Member States, in EU Candidate and Potential Candidate Countries and in the European Free Trade Association Countries.
EaSI Guarantee Financial Instrument
The European Commission’s new Programme for Employment and Social Innovation ("EaSI") aims at contributing to the implementation of the Europe 2020 strategy by supporting the EU's objective of high level employment, guaranteeing adequate social protection, fighting against social exclusion and poverty and improving working conditions. EIF has been entrusted by the European Commission to manage and implement the EaSI Guarantee Financial Instrument, which is funded from the EaSI Programme and is specifically dedicated to microfinance and social entrepreneurship finance pursuing the following objectives: 
· increase the availability and accessibility of microfinance for vulnerable groups and micro-enterprises, 
· increase access to finance for social enterprises. 
The EaSI Guarantee Financial Instrument builds on the success of the European Progress Microfinance Facility (Progress Microfinance) an EU initiative launched in 2010 and managed and implemented by EIF.
EIF does not provide any type of finance to micro-entrepreneurs or social enterprises directly. Through the EaSI Guarantee Financial Instrument, EIF offers guarantees and counter-guarantees to financial intermediaries which are selected after an application under a Call for Expression of Interest followed by a due diligence process. Once selected by EIF, these partners act as EaSI financial intermediaries.
Thanks to the risk-sharing mechanism between the financial intermediaries and the European Commission, the EaSI Guarantee enables selected microcredit providers and social enterprises investors to expand the range of enterprises they can finance, facilitating access to finance for target groups who might be having difficulties in accessing the conventional credit market.
Under the EaSI Guarantee Financial Instrument, EIF is providing capped guarantees and counter-guarantees covering loan portfolios in the microfinance and social entrepreneur-ship segments.
· Microfinance. Portfolios of Micro-loans up to EUR 25,000 for:	 
· Micro-borrowers. Vulnerable persons who have lost or are at risk of losing their job, or have difficulty in entering or re-entering the labour market, or are at risk of social exclusion, or are socially excluded, and are in a disadvantaged position with regard to access to the conventional credit market and who wish to start up or develop their own micro- enterprises.
· Micro-enterprises. Micro-enterprises in both start-up and development phase, especially micro-enterprises which employ persons as referred to in the above mentioned definition of Micro-borrowers	
· Social Entrepreneurship. Portfolios of debt financing products (including loans, mezzanine loans, subordinated debts, leases and profit-sharing loans) up to EUR 500,000 for:
· Social Enterprises. Enterprises with either an annual turnover not exceeding EUR 30 million, or an annual balance sheet total not exceeding EUR 30 million which are not themselves a collective investment undertaking.
[bookmark: _Toc482141973]5.4. European Fund for Strategic Investments (EFSI)
EFSI is an initiative launched jointly by the EIB Group - European Investment Bank and European Investment Fund - and the European Commission to help overcome the current investment gap in the EU by mobilising private financing for strategic investments. EFSI is one of the three pillars of the Investment Plan for Europe that aims to revive investment in strategic projects around Europe to ensure that money reaches the real economy.
EFSI is a EUR 16 billion guarantee from the EU budget, complemented by a EUR 5 billion allocation of the EIB’s own capital. EFSI has been integrated into the EIB Group and projects supported by EFSI are subject to the normal EIB project cycle and governance. In addition, EFSI has its own dedicated governance structure which has been set in place to ensure that investments made under EFSI remain focused on the specific objective of addressing the market failure in risk-taking which hinders investment in Europe. In doing so, EFSI will also increase the volume of higher risk projects supported by the EIB Group.
With EFSI support, the EIB Group will provide funding for economically viable projects where it adds value, including projects with a higher risk profile than ordinary EIB activities. It will focus on sectors of key importance where the EIB Group has proven expertise and the capacity to deliver a positive impact on the European economy, including:
· Strategic infrastructure including digital, transport and energy
· Education, research, development and innovation
· Expansion of renewable energy and resource efficiency
· Support for smaller businesses and midcap companies
EFSI is demand driven and will provide support for projects everywhere in the EU, including cross-border projects. There are no geographic or sector quotas. Projects will be considered based on their individual merits.
[bookmark: _Toc482141974]5.5. COSME Program
COSME is the EU programme for the Competitiveness of Enterprises and Small and Medium-sized Enterprises running from 2014 - 2020 with a planned budget of EUR 2.3 billion. COSME is improving access to finance for SMEs through two financial instruments that have been available since August 2014. COSME has a budget of over €1.3 billion to fund these financial instruments that facilitate access to loans and equity finance for SMEs where market gaps have been identified. Thanks to this budget, it will be possible to mobilise up to €25 billion in financing from financial intermediaries via leverage effects. The financial instruments are managed by the European Investment Fund (EIF) in cooperation with financial intermediaries in EU countries.
The Loan Guarantee Facility (LGF)
Part of the COSME budget will fund guarantees and counter-guarantees for financial intermediaries (e.g. guarantee organisations, banks, leasing companies) to help them provide more loan and lease finance to SMEs. This facility will also include the securitisation of SME debt-finance portfolios.
By sharing the risk, the COSME guarantees will allow financial intermediaries to expand the range of SMEs and types of financial transactions they can support. The impact is substantial - due to the leverage effect, every euro invested in a loan guarantee is expected to release up to 30 euro of financing for SMEs. These guarantees will help many SMEs who might otherwise not be able to obtain funding due to their perceived higher risk or a lack of sufficient collateral. It is expected that up to 330,000 SMEs will receive loans backed by COSME guarantees, with the total value of lending reaching up to €21 billion.
The COSME financial instruments build on experience from the financial instruments under the Competitiveness and Innovation Framework Programme (CIP) that ran from 2007 to 2013. Since 2007, more than 340,000 SMEs have benefited from a guaranteed loan or lease thanks to the SME guarantee facility (SMEG). Based on the results of that programme, it is expected that under COSME, 90% of beneficiaries will have 10 or fewer employees with an average guaranteed loan of about €65,000. This is the category of SMEs who currently face the most difficulty obtaining finance. Financing is also still available from CIP financial intermediaries that have been recently selected and approved.
The Equity Facility for Growth (EFG)
Part of the COSME budget will be dedicated to investments in risk-capital funds that provide venture capital and mezzanine finance to expansion and growth-stage SMEs, in particular those operating across borders. Fund managers working on a commercial basis will ensure that investments are focused on SMEs with the greatest growth potential. It is expected that some 500 firms will receive equity financing through the programme, with overall investment reaching up to €4 billion. It is also anticipated that further finance will be attracted through co-investments from other public and private sources.
[bookmark: content]The COSME equity financial instrument builds on the experience of the equity financial instrument under the Competitiveness and Innovation Framework Programme (CIP) that ran from 2007 to 2013. From 2007 to date, the equity financing facility under CIP (the so-called GIF facility) has mobilised more than €2.3 billion in equity investments. Financing is still available from CIP through financial intermediaries that have been recently selected and approved.
[bookmark: _Toc482141975]5.6. Greek Development Law 2016
The objective of the new Development Law (2016) is to promote the balanced development with respect to the environmental resources, the technological upgrade, the formation of a new extrovert national identity (branding), the improvement of competitiveness in sectors with high added value and knowledge intensive, the transformation of the value chain for the production of more complex products, the provision of better services and finally the accomplishment of a better position for the country in the International Division of Labor.
The law focuses on the creation of innovative, extrovert and sustainable enterprises, the enforcement of employment and cooperation, the reindustrialization of the country and the increase of homeland added value. The percentages of support vary from 10% to 45% depending on the size of the company and the region of investment. There are eight support regimes, through which calls will be announced for Investment Plans submission, each one having different eligibility specifications:
· Support for Mechanical Equipment
· General Entrepreneurship
· New Independent SMEs
· Innovative Investments for SMEs
· Synergies & Networking
· Intermediary Financial Institutions
· Integrated Spatial & Sectoral Plans - Value Chains
· Investments of Large Size 
There are different types of support instruments, as follows:
· Tax exemption: it is calculated as a percentage on the value of eligible costs of the investment plan, or on the value of the new mechanical equipment that is acquired through leasing contracts 
· Funding: up to 70% of the maximum allowable percentage of support for each region 
· Funding of leasing: up to seven (7) years. 
· Funding of the cost of employment: it refers to the employment cost for new working positions that are created by and are connected to the investment plan 
· Freezing of income taxation factor: it refers only to investments larger than 20 million Euro. 
· Financing business risk: through equity funds 
The budget for investment plans can be from 50.000,000 € up to 500.000,00 € depending on the kind and size of the proposer. The maximum financial support that a company may receive is up to 5 million Euro, per investment plan, up to 10 million Euro for an individual company (collectively), and up to 20 million Euro including the cooperative / connected companies. 
[bookmark: _Toc482141976]5.7. Alternative Funding: Crowdfunding opportunities 
Crowdfunding is a EU-wide phenomenon that has growth significantly the past years. More than 500 active platforms can be identified in the EU supporting more than 225.000 projects raising approximately 2.5 billion Euros in 2014. I this year the number of platforms increased by 23.2% with a leading role of the UK accounting for 28% of the total EU platforms, followed by France15.1%, Germany 12.7% and the Netherlands 11.4%. According to one of the European Alternative Finance Benchmarking Report from Cambridge University (February 2015), there are four types of crowdfunding: Donation based crowdfunding, Reward based crowdfunding, Peer-to-Peer lending (where possible subdivided into consumer and business lending) and Equity based crowdfunding. Since the UK is the leader in implementing Crowdfunding strategies, it is relevant to analyze its case in detail. 
The Tech Community in London has become an important cluster of new businesses and entrepreneurs since 2010. Encouraged by the UK government, the goal was to create an area with a similar concept as found in Silicon Valley in California, United States. Several efforts have been made by big companies, the local government, investors, universities and accelerators in order to consolidate this area as the first tech city in Europe. 
Everything has been set up to generate the best environment for creating tech businesses. Political efforts, economic support, a suitable area, funding and media strategies are part of the big network that is pushing everything to the goal of creating more business around the tech community. Some of the most important brands such as Google, Facebook and Cisco have invested in this area. More than 5.000 companies are located at the tech city in London benefit with co-working spaces with low rent price and tax reductions; and as a result, many brands, businesses and opportunities are created every day, making management, marketing and branding efforts a dynamic process. This reflects the way the world is facing a new generation of business creation.
Four aspects can be highlighted as key elements of success according to the report: 1) support from the government, enabling progressive regulation and tax reliefs. 2) Removing barriers that result from existing regulations and fostering access to finance for start-ups 3) cross border activities that enable knowledge transfer, networking and joint efforts from groups working on similar projects 4) Approach of the banking industry national with flexible and progressive regulations for loans and alternatives for financing. Following these elements of success, here some examples of current crowdfunding platforms.
The European Crowdfunding Network AISBL (ECN) supports initiatives aimed at innovating, representing, promoting and protecting the European crowdfunding industry in Entrepreneurship Related Projects, Environment Related Projects and Social Impact Related Projects
Crowdcube, UK is Britain’s largest and the world’s first equity crowdfunding platform, targeted exclusively at investors who are sufficiently sophisticated to understand these risks and make their own investment decisions. It has led the pack for equity-based crowdfunding.
Funding Circle, UK is the leader in the peer-to-peer marketplace that can help businesses access fast and simple finance, whilst investors have the potential to earn better returns by lending to them. It directly connects people and organisations who want to lend, with vetted, credit worthy established businesses who want to borrow, thus eliminating traditional banking. Through Funding Circle, businesses can pick the lowest interest rate offers, borrow from many investors and make monthly repayments. More than £285 million have been lent via Funding Circle so far.
Ulule, France has helped finance more than 4900 creative, innovative, or community-minded projects with a 67% crowdfunding success rate in 2014. Ulule is the first platform to offer two fundraising types: the project manager can set a budget target, or a number of objects / items to pre-sell. 
FundedByMe was founded in Stockholm, Sweden, in March 2011 and is one of the first crowdfunding platforms in the world to offer both reward-based and equity crowdfunding. The platform has a major focus on European entrepreneurs to facilitate cross-border investments that benefit both entrepreneurs and investors to assist with job creation and economic growth. While its reward based orderings are available across the world, equity crowdfunding is available only in Europe and loan-based options are currently available in Germany.
MyMicroInvest, Belgium (MMI) has a 12,500 member strong community that enables individuals to invest in innovative companies from 50€ upwards. MMI allows you to participate in successful ventures of your choice and has a unique transaction model. Once a project meets its funding goal through MMI, the crowd funded amount is invested in the said company as a single entity and the investors receive a participation note. At the time of exit, the gains are distributed to the crowd per the prorated share of each investor.
Symbid, Netherlands is all about investing safely in new, promising, fast-growing businesses with as little as €20. Symbid allows investors to seamlessly become co-owners with a complete legal structure within which the new financers are bundled. As a result, start-ups only have to deal with one shareholder cooperative that bundles all the shareholders together. Some unique features of the Symbid community  include 1) an ‘Inner Circle’ of involved investors who in turn can support the start-up with tips, ideas and comments and 2) the ability to run small private raises or large social-media campaigns.
KissKissBankBank, one of the world’s leading crowdfunding platform dedicated to creativity and innovation, highlights projects that go beyond just mainstream trends. The fact that its contributors are called ‘Kissbankers’ itself put them on the list of platforms to watch for! The rewards based platform, KissKissBankBank also boasts of a mentor club that are organizations, institutions, media, brands who submit projects from their own communities and also support projects by providing funds or visibility to a project.
Goteo, Spain is a social network for crowdfunding and distributed collaboration (services, infrastructures, microtasks and other resources) for projects that contribute to the common good, free knowledge, and open code.  So Goteo invites both financiers and collaborators to work on getting social good projects off the ground through rewards-based arrangement. Goteo also uniquely offers two co-funding rounds, each with a duration of 40 days. The first is an “all or nothing” round for the minimum essential budget, while the second is for an optimum sum to carry out additional improvements.
Seedrs, UK is focussed on providing a simple way to discover and invest in start-ups. Over the last six months Seedrs has averaged over £1m invested in successfully funded campaigns. They carry out the legal due diligence on every business that is looking to raise money, so investors are assured and can invest upwards of £10. The Seedrs platform even ensures post investment communications from start-ups to investors.
booomerang.dk is Denmark’s first and largest reward based crowdfunding platform where entrepreneurs, artists, associations and other creative can raise money through financial support from new and old networks. booomerang started 4 years ago, and is developing at high pace, setting up a office in Berlin, Germany by the end of 2014. Collaboration through crowdfunding is the new twist that differentiates booomerang from other platforms. Equity and lending platforms are in the works, starting in Denmark, when legislation is in place that will turn booomerang into a true hybrid crowdfunding platform.
Derev is Italy’s first crowdfunding that raised more than €500,000 for projects or “revolutions” within the first two months of its launch in 2013. Derev is an interactive platform to create change and social innovation through crowdfunding, collecting signatures and participatory democracy. Using the platform tools, projects can gather not only funding but also participation, visibility, feedback and suggestions from interested individuals or communities. The platform enables fundraising, signatures on petitions and users can even reserve a broadcast to air a speech or talk.
Companisto, Germany is among the leading equity-based crowdfunding platforms in Europe with several renowned business angels, corporate finance specialists, and venture capital companies in its network. The platform allows offer several methods of payment that are available internationally, e.g., credit card payment, instant money transfer, and bank transfer (advance payment), so investors can be worldwide. Investors may invest in innovative start-ups with investments upwards of €5.  The platform has successfully funded 30 startups and invested nearly €6 million so far.
Invesdor, Finland is a crowdfunding platform that gives businesses full discretion over how they raise money, including deciding who can see their investment requirements and who should be able to invest. The raise consists of a three-phase crowdfunding round that offers start-ups case evaluations and pitching to Invesdor partners before the round goes live. 
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[bookmark: _Toc482141978]6.1 List of Stakeholder Consultations

	NAME  OF ORGANIZATION 
	DATE OF MEETING

	HELLENIC CHAMBER OF HOTELS
	06/10/2016

	EIB (EUROPEAN INVESTEMENT BANK)
	07/10/2016

	HATTA (FEDERATION OF HELLENIC ASSOCIATIONS OF TRAVEL AND TOURIST AGENCIES)
	07/10/2016

	ATHENS FESTIVAL 
	11/10/2016

	SRSS ATHENS
	12/10/2016

	SITESAP (GREEK PROFESSIONAL BAREBOAT OWNERS ASSOCIATION)
	12/10/2016

	GNTO (GREEK NATIOANL TOURIST ORGANIZATION) 
	13/10/2016

	SETKE (GREEK FEDERATION OF TOURIST ACCOMODATION ENTEPRISES)
	13/10/2016

	HELLENIC COMMISION OF UNESCO
	13/10/2016

	INSETE (RESEARCH INSTITUTE FOR SETE)
	14/10/2016

	ELITOUR (MEDICAL CLUSTER TOURISM)
	02/11/2016

	MARKETING GREECE 
	03/11/2016

	GREEK ORTHODOX CHURCH 
	04/11/2016

	ASSOCIATION OF LICENSED TOURIST GUIDES
	15/11/2016

	HELLENIC CHEFS FEDERATION 
	16/11/2016

	SETE
	18/11/2016

	GREEK MARINAS ASSOCIATION 
	21/11/2016

	HELLENIC ASSOCIATION OF PROFESSIONAL CONGRESS ORGANIZERS (HAPCO)
	22/11/2016

	ENTEPRISE GREEK S.A 
	22/11/2016

	DIAZOMA 
	23/11/2016

	ATHENS DEVELOPMENT AND DESTINATION MANAGEMENT AGENCY
	24/11/2016

	WOMEN ASSOCIATION IN TOURISM
	24/11/2016

	MINISTRY OF CULTURE
	25/11/2016

	CORALLIA CLUSTER INITIATIVE 
	28/11/2016

	MoT - SPECIAL UNIT OF NSRF (NATIONAL STRATEGIC REFERENCE FRAMEWORKS)
	29/11/2016
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[bookmark: _Toc482141979]6.2 Summary of Private Sector Tourism Strategy
Developed by SETE (McKinsey Study of 2011, updated by Remaco & PwC in 2016)
	Characteristics
	Markets
	Tourist Profile
	Requirements
	Objective
	Investments
	Results (2021)

	Sun & Beach (High end)

	Upgraded Sun & Beach product focusing on tourists with high average budget per trip
	Countries with high average income: Germany, UK, Russia, Scandinavian Countries
Plus countries with perspective: Switzerland, Austria, Belgium
	Tourists with average budget per trip > 1.500 Euro
	1. Investments
Capacity increase in 5* hotels, totally to 105 new beds, through development of new hotels or upgrading existing hotels to 5* 
2. Promotion / Communication in national level
3. Cooperation with tour operators
	Market Share increase in high end tourists (>1.500 Euro)
	€5,87 billion 
	12% of total arrivals 
30% of total income 

	Sun & Beach (Summer+)

	Sun & Beach enriched with services and activities
Focused to tourists that travel all year (e.g. seniors)

	Mainly Northern Europe: France, Belgium, Scandinavian countries
Plus countries with hot climate: Arab countries
	Seniors (>55 y.o)
	1. Product Enrichment 
Diversification and enrichment with alternative forms of tourism and activities for the weather conditions for non summer months
Upgrading of hotel infrastructures for non summer months
2. Improvement of Competitiveness:
Human Resources training
Motives to companies to extend their operation for "shoulder months"
3. Transportation Services Improvement:
Airports, Accommodation, Interest sites 
4. Targeted Communication / Promotion 
	Tourist increase for period October - November
	€120,0 million
	16% of total arrivals 
18% of total income

	Sun & Beach (Road Tourism)

	Road tourism in Northern Greece mainly for neighbouring countries
Refers mainly to Sun & Beach in hotels up to 3*
It is a product of low average income

	Main countries: Bulgaria, Turkey, Serbia, Albania
Markets with potential: Poland, Czech, Romania

	Mainly families with kids 
	1. Investments
Signs / Marking in tourism destinations
Improvement of infrastructures and services in border stations
Upgrading of the local road network 
2. Promotion / Communication
WEB Site and apps development 
Provision of paper based information in toll stations 
Directing visitors to less popular destinations
Participation in exhibitions 
	Become the most popular destination for neighbouring countries 
	€45,0 million
	12% of total arrivals 
6% of total income 


	Nautical Tourism (Yachting)

	-
	USA, UK, Germany, France, Scandinavian countries
	50+, with higher income and higher educational level 
25 –45, groups, families with kids, with average / higher income and educational level 

	1. Investments
Improvement of infrastructure and upgrade of provided services in marines 
Development of new services of added value for the visitors
2. Marketing / Promotion
“Flagship events” for promoting Yachting in Greece
Development and Management of digital content for the provision of information material 
	Increase of market share
	€75,0 million
	4% of total arrivals 
4% of total income 


	Nautical Tourism (Cruises)

	-

	USA, UK, Germany, France 
	60+, with high family income and high educational level

	1. Improvement of port infrastructures and services  for cruise  passenger reception 
2. Improvement of competitiveness of ports 
Motivation for attracting home porting
Improvement of connections among airports and ports 
3. Improvement of readiness of public services and local entrepreneurs 
4. Marketing / Promotion
Participation in exhibitions
Design and implementation of thematic advertising campaigns 
	Increase of incoming cruise tourists
Increase of home porting 
	€125,0 million
	10% of total arrivals 
3% of total income 


	Cultural & Religious Tourism 

	Enriched product with events, festivals, cultural routes, musical & theatrical productions in the English language 
	Bulgaria, UK, Italy, France, Germany
Markets with significant potential: China
	35+, with higher family income and educational level

	1. Investments in infrastructures and provided services
Mapping of Cultural & Religious Tourism Product 
Digital and interactive applications in museums and archaeological sites 
Accessibility
Programs for preparing tourism enterprises for receiving Chinese tourists 
2. Promotion / Communication
Design and implementation of thematic advertising campaigns 
Promotion in transnational level to the public of China 
Creation of packages along with other tourism products 
	Emergence of the country as international destination for religious and cultural tourism 
Increase of tourists from China 

	€95,0 million
	11% of total arrivals 
12% of total income 


	City Break (Athens & Thessaloniki)

	Short trip to one destination (city)
Combination with Sea & Beach, Religious & Cultural, Nautical Tourism, or Road Tourism 

	Athens: Germany, France, UK, Russia, Italy
Market with potential: Turkey
Thessaloniki: Balkan Countries, Turkey, Russia, Germany, Israel
	25+ (with emphasis on ages 35 - 44) with:
high income and educational level
high internet use, 
"Pure City breakers"

	1. Investments
Improvement of urban environment and urban transportation 
Organization of large scale events (flagship events)
Creation of Events Calendar 
2. Marketing / Promotion 
Exploitation of internet and social media
Travel Agencies 
"‘City Break" packages that combine city & sea 
Development of "City Cards"

	Emergence of City as special destination for city breaks 
	€75,0 million (for both Athens & Thessaloniki)
	4% of total arrivals 
6% of total income 


	MICE (Small & Medium scale)

	Events of small / medium scale (<5.000 people)
Emphasis on company and association meetings & conferences
High complementarity with other tourism products Αγορές(Markets) 
	Mainly the European countries: Medical, technology and science sectors
	Sectoral & Professional unions / associations 
Companies 

	1. Investments
Upgrade of existing conference infrastructures 
Enforce specialization in conference tourism
2. Promotion / Communication
Coordination of involved parties, mainly per destination
Targeted actions in selected potential customers
Combination with other products (packages)
	Image improvement as a reliable destination for conferences 
Increase of small / medium scale conferences 
	€45,0 million
	3% of total arrivals 
3% of total income 




[bookmark: _Toc482141980]6.3 Elaboration of Special Interest Themes
[bookmark: _Toc482141981]6.3.1. Greece, the Sunny Balcony of Europe - Winter Breaks & Health Prevention 
Greek climate provides excellent conditions for sunny winter breaks for senior citizen from Central and Northern Europe in the tradition of Asclepius that can be well combined with the beneficial effects of alternative medicine as described by Hippocrates, such as thermal springs and thalassotherapy (the healing and beneficial properties of the sea and the marine environment) with algo-therapy and natural clay therapy in different places around the country.
a) Rationale

· Greece’s climate is one of the mildest in Europe, with number of sunshine hours topped only by Malta
· Favourable conditions for therapeutic holidays in many parts of Greece all year round; it is no coincidence that Greek is the language of medicine and therapy in the Western World
· Hippocrates in his writings from 400 BC has already described many of the methods of today’s alternative medicine that can be applied nowhere better than in his homeland
· A variety of hot springs exists in different parts of Greece – possibility for diversification of target groups/visitors, different applications and prices.

b) Competitive Environment & Best Practice Examples 

· Spain can serve as a best practice example in the development of winter break holidays for senior citizens primarily from the UK and from Germany
· Alternative and preventive medicine have a long tradition in Germany, Switzerland and Austria, where the awareness is growing that a healthy lifestyle with much movement – weather permitting preferably outdoors – in combination with healthy food reduces heart- and cardiovascular deceases, the most common reasons of premature death, but will noticeably reduce the burden on the social health insurance system

c) Conditions / Requirements for success

· Mild and sunny climate allowing for much outdoor activities all year round, good combination of sea, mountains 
· Mineral and thermal springs, sea water for specific therapies; 
· Presence of medical and rehabilitation centres and/or hotels with qualified personnel and specific medical packages
· Qualified medical and therapeutic personnel; 
· Attractive packages/prices of the therapeutic holidays/treatment in and off-season; 
· Accessibility and easy to plan and book holiday packages;
· Strong marketing strategy social media 
· Good transport conditions such as direct flights or good flight connections from key source markets

d) Target Markets and how to approach them best

· Tourists from Northern countries that are used to come to Greece for other tourism (cultural, sea); 
· Target markets: Germany, UK, Netherlands, Austria, Israel, Russia, Macedonia, Serbia;
· Target middle- to low cost tourist segment, because present infrastructure lacks repair and upgrading for being ready to receive deluxe clients;
· Combined marketing approach with other tourist products, such as culture. 

e) Proposed measures: 

· Create a central official website at least for the 8 thermal springs certified by the Natural Thermal Resources Protection Committee;
· Develop “Greek winter breaks” as a health-care product, not only as a touristic product; 
· Market it as a medical product at heath-care centres / private doctor practices (not only on tourist sites, etc.); 
· Support for start-ups for developing sea-based local cosmetic products (bathing salts, creams, etc.) and put them in mass production, as well as for cosmetic products based on/for algotherapy (the therapeutic use of seaweed and algae); products based on therapeutic clay.

[bookmark: _Toc482141982]6.3.2. Greek Hiking and Mountaineering Routes for walking and biking 		with a variety of additional purposes, such as physical fitness, nature observation, ecological interest, pilgrimage
a) Rationale
With more than 80% of its surface covered by hills and mountains, Greece offers multiple opportunities for outdoor activities connected with trekking, hiking, rock climbing and mountain biking. Alongside these routes, the conditions are suitable for bird watching, exploring and collecting herbs and other activities not requiring special physical training. The proximity of the spots where these activities can be practiced with cultural/ religious/ historic places offers the opportunity to combine different types of tourism and thus extend the average duration of the stay of tourists. Walking, hiking and trekking are among the most popular outdoor activities in Germany, France, Italy, the Netherlands and other European countries; Greece with its all year mild climate offers opportunities all year round.
Activities that can be practiced with none or only moderate improvements of current infrastructural endowments:
Hiking 
· A large number of available trails – both inland and on the islands; varying levels of difficulty which can be targeted at multiple age and capability groups; there are companies that offer organized hikes so cooperation between the state, the Hellenic Federation of Mountaineering and Climbing[footnoteRef:24] and such organizations can be sought; some of the can well be connected to treks lasting several days [24:  http://www.eooa.gr/ ] 

· Information about existing hikes is available but scattered with the most comprehensive sources being in Greek
· Thematic hikes can be provided, starting at, or passing through places of historic/ mythological cultural interest (e.g. Mount Olympus – mountain of Greek gods);
· Combined holidays to be provided mixing trekking with Culture/ Sea & Sun tourism
· International trekking routes (e.g. religious routes) passing through Greece should be promoted – they will attract more foreigners who can have the experience of trekking along several different countries
Herbal tours
· Huge variety of wild-growing herbs as well as rare and protected plants
· Can have educational aspect and practical one – picking and drying of herbs in cultivated slots of land, learning about the therapeutic and wellness properties of plants, preparing their own tea brews, etc.
Rock climbing
· Great potential can be further enhanced and promoted –a yet underdeveloped branch which, however, offers many options to be further enhanced;
· Unique Selling Point: the opportunity to climb on different types of rocks, suitable for multiple climbing styles, at different locations such as close to the seaside (e.g. Kalymnos) or in the mountains, and with different levels of difficulty;
· Can be well combined with other types of tourism;
· Organizing international championships is a way to promote rock climbing, as well as rebrand some existing sites (e.g. Meteora) as good placed for climbing. There are several hot spots worth starting with[footnoteRef:25] [25:  http://www.climb-europe.com/RockClimbingGreece.htm ] 

Bike & Mountain tracks
· Some offers for cycling tours around Greece are in place, but little developed, mountain biking being relatively new is promising – offered e.g. by Costa Navarino;
· Target audience usually similar with that or trekking and/ or rock climbing – synergies in the marketing strategies can be sought.
Bird watching
· Existing but underdeveloped. There is a special web site – Birds of Greece - http://birds.natureguide.gr/Birds-of-Greece/. A very promising market segment.
· Can be widely promoted internationally among a generally affluent market segment – there are 449 species of birds in Greece, some of which are endangered.

b) Competitive Environment & Best Practice Examples

· Competition in terms of the natural conditions enabling the activities above is found in a number of Central/ Western European countries: Switzerland; (Northern) Italy; France; Austria; Slovenia; Scotland. Due to higher prices and shorter season they are not direct competition but can rather serve as best practice example and transfer of knowledge.
· The actual competition comes from countries with similar natural endowments and climate: Italy (Corsica); Portugal; Spain.
· Greece’s selling points: longer season, good weather, combination with beach/ culture/ food & wine, etc. tourism, affordable prices.

c) Conditions / Requirements for success

· Commitment from all involved parties;
· Proper coordination of all actors active in the field is needed, either by an umbrella organization or under the auspices of the Regions;
· Creation of synergies between the different types of tourism;
· Ensuring good maintenance of the offered trekking/ cycling tracks, providing accessible medical and rescue services covering the offered tracks;
· Establishing forms of PPP initiatives – accommodations at key points at the start/ end of the tracks;
· Launching PR/social media campaigns for alternative types of outdoor tourism, e.g. rock climbing, and organizing events that would attract visitors from abroad; ensuring that the visitor stay is expanded to an increased number of overnights.

d) Target Markets and how to approach them best

· Western/ Northern European countries with good traditions of outdoor activities but limited season window to practice them in their home countries (Scandinavia, Germany, Austria, etc.);
· Persons interested in trekking international trekking routes;
· Adventure-seekers – persons interested in specialized extreme sports, such as rock climbing, diving, rafting;
· Ornithologists and persons having general interest in bird watching;
· People with interest in herbs and preparing their own brews for teas;
· Promotional movies; partnerships with travel agencies in the home countries; marketing at specialized events; creation of a new brand for “Adventurous Greece”.

e) Measures

· Ensure the coordinated actions of players – reach an agreement which organization will streamline activities in the area, ensure the commitment of other partners. PPPs can play a special role;
· Encourage and provide for the better functioning of PPPs;
· Encourage the better marketing of different routes and outdoor options so that information on them is easily available, also in English;
· Organize promotional events – festivals, competitions, etc.
· Encourage the creation of a comprehensive web portal with more detailed technical information about all available tracks with practical information regarding accommodation, transport, safety, etc. that allows planning of individual trips in more parts of the country
· PPP cooperation ought to be established with a quite informative private website that belongs to a private company which could be further enhanced and turned into a comprehensive portal, possibly in partnership with that company:
http://www.trekking.gr/sections/outdoor-holidays-in-greece)

[bookmark: _Toc482141983]6.3.3. Greek food, wine and herbs, a healthy yet tasty experience
Healthy food is often not associated with tasty flavor. Greek food, however, as well as wine and herbs offer a very pleasant and healthy experience that can be seen as unique aspect of Greek culture. Being grown in a sunny country, vitamin D makes a significant contribution to taste as well as nutritious value. Not only cooking with authentic Greek ingredients, but actually eating there in a sunny and relaxed atmosphere makes the whole experience enjoyable and healthy. 
a) Rationale
· Mediterranean diet is recognized as the healthiest and most recommendable in the world; a concept of “tasting healthy” can be developed;
· Food is part of a nation’s identity; by enhancing a concept of Greek culinary experience, involving food, wine and herbs, several segments of Greek society and economic sectors can be involved;
· Customer’s knowledge about techniques and culinary standards are challenging local cuisines regarding innovation and competitiveness;
· Strategies of “Internationalization of the Local” and “Localization of the International” are to promote culinary internationalization of local cuisine while keeping a sense of tradition and “home made” spirit;
· A ‘Country of Origin’ labels should be seen as key elements for protecting products and recipes with Greek origin, establishing strategies to develop traditional recipes with high standards while ensuring their authenticity.

b) Competitive Environment & Best Practice Examples
· Countries capitalize on appealing food as part of their national culture. France and Italy are remarkable examples;
· French gastronomy is on the list of UNESCO’s intangible cultural heritage. Not only with the development of authentic techniques and sophisticated methods, the French created the concept of Nouvelle Cuisine, which relates to the freshness, lightness and clarity of flavor[footnoteRef:26]; [26:  http://www.delices-du-monde.fr/cuisine-francaise.html] 

· Uniqueness and human concept are crucial in distinguishing good restaurants and culinary experiences in Italian and French cuisines;
· Thousands of tourists go to Italy and France to experience authentic flavors, ingredients and traditional recipes;
· Italian cuisine has been recognized for keeping a sense of simplicity, authenticity and tradition;
· With the concept of “home made Italian” several restaurants have taken advantage of a well-known reputation, supported also by their government[footnoteRef:27]; [27:  http://www.italianfoodforever.com/] 

· There is a serious concern in keeping high-level standards that not only satisfy locals but also bring more tourists every year. The government supports restaurants with training and catering events[footnoteRef:28]. An “Italian Cuisine week” is organized regularly in order to highlight the importance of food for the Italian identity.  [28:  http://www.identitagolose.com/sito/en/41/14470/primo-piano/the-italian-cuisine-week.html?p=0] 


c) Conditions / Requirements for success
· Development of a concept that gives and maintains unity and consistency to all their communications;
· The concept of a “whole healthy experience” healthy, yet also tasty food, wine and herbs shall include different groups of society, like farmers, markets, food industry etc. and not only restaurants and their chefs;
· Governmental support in creating ‘Country of Origin’ protection of national products and recipes to be provided;
· Assisting restaurants in protecting a national image and reputation of Greek cuisine as well as communication elements such as websites and social media. Online presence should be developed professionally, also in English and other relevant languages of key markets, with strong user interaction;
· Permanent training in innovation, marketing and customer service in order to improve the quality of the offer and customer experience;
· Internationalization of local food traditions by promoting local food with high standards in international festivals led by prestigious international chefs with the concept of “how to be healthy with tasty food”;
· Partnership with content-generators on different channels of communication, events and social media in order to spread the concept of “Healthy yet Tasty Greek cuisine”. Bloggers and chefs can be invited to events and learn how to cook “Real Greek” with authentic ingredients.   

d) Target Markets and how to approach them best 
· Creation of ‘internal communities’ of chefs, restaurants, wineries, herb-producers etc. that are involved in the food industry in order to create a food concept sense of Greek identity around “Healthy yet Tasty Greek cuisine” experience”;
· Communities worldwide via social media: international and popular chefs such as Jamie Oliver (with strong image on social media) can reach big audiences very quickly;
· Groups interested in keeping a healthy diet: sportspeople, medical community. This is highly popular in countries like Sweden or Norway;
· Development of “Greek food week, healthy yet tasty” including food, wine and herbs. Presence on ‘health channels’ and programs is recommended;
· Partnerships with documentary producers (Netflix) to create ‘Chef’s table Greece’, similar to the version made in France, in which the best restaurants are chosen to create documentaries with stories about their chefs and interesting aspects of their cuisine. 

e)	Measures
· The Hellenic Chef’s association is performing a remarkable effort by promoting Greek cuisine and supporting educational school touring professionals. However, support from different parts of the community might improve these efforts, especially in branding and communication;
· Development of the “Healthy yet Tasty Greek cuisine” concept with groups from the food industry;
· Creating a single Country of Origin brand that protects products with single origin made in Greece and using these products as holistic umbrella for all recipes;
· Developing a brand strategy with a unique concept developed for all products that give coherence in visual identity and supported by legal grounds;
· Marketing communication on social media with relevant content for different audiences making the healthy cooking experience something interesting and unique.  

[bookmark: _Toc482141984]6.3.4. Greek Medical Tourism
a) Rationale
According to recent estimations, 53% of EU citizens are willing to travel abroad to receive medical treatment, and 10-15% actually do that. The reasons vary from long waiting lists for certain manipulations, restrictive legal frameworks to lack of sufficient medical capacities and prohibitive cost of treatment. Availing itself of highly qualified medical professionals and facilities with the most contemporary equipment, Greece has the potential to expand its offer of services giving rise to medical tourism. Some of the presently most plausible fields for medical tourism are:
IVF
Due to existing legal barriers, long waiting lists, low success rates in their home country and prohibitively high costs, IVS is a particularly popular branch for which people travel to Greece.
· There are more than 50 IVF clinics in the country;
· Legislation is among the most liberal in Europe;
· Same-sex couples can easily have IVF, although not explicitly allowed by the law;
· Surrogacy is also allowed with permission from a court. However, for the time being, it is restricted to people who can prove permanent residency in Greece;
· Donation of genetic material is easy under the existing legislation, thus resulting in many people willing to donate. At the same time, donors are carefully screened to reduce health risks;
· Second highest success rate in Europe.

Ophthalmological care
Factors influencing the choice to go to Greece for ophthalmological care:
· Affordability;
· Quality of health and hospitalization services;
· Waiting times for care at home;
· Greece offers a full range of services related with eye care and eye sight;
· State of the art equipment;
· Many clinics are conveniently located in attractive sites for tourism.

Plastic surgery 
· Offers both reconstructive and beautification plastic surgery;
· Biggest number of tourists are looking for beautification plastic surgery and are more willing to combine it with spa and wellness holidays;
· Hospital stays are very short and can well be combined with holidays – most centres offering plastic surgery are conveniently located for the purpose[footnoteRef:29]; [29:  http://www.elitour.org/medical-treatments/plastic-surgery ] 

· Prices are affordable and the quality is high - good cost-benefit ratio;
· Still most such services are offered only in hospitals with no hotel element;

Dental care
· Good traditions in dentistry, good quality/cost ratio compared with Western Europe;
· Easy administrative procedures and no waiting lists;
· Two big schools for dentists in Greece, contributing to a coherent level of quality;
· Multiple clinics offering the service;
· Information is scattered but mostly in English.

Dialysis Centres
· Dialysis is often an issue on holidays, regarding ease of access and quality;
· Greece has several modern Dialysis Centres in popular destinations;
· In several areas of Greece, including Crete, Athens, Thessaloniki, Rhodes, Kos, Peloponnese, the Cyclades Islands and Thessaly, the local Dialysis Centres work closely with hotels and tour agents to serve this form of tourism.

Rehabilitation
· Usually provided by hospitals and clinics;
· Overlapping with health tourism, it can be expanded to spa centres and hotels.
All players in the Greek tourism sector recognize the benefits of the expansion of Medical Tourism in the country and have joined efforts working to that end.

b) Competitive Environment & Best Practice Examples

· In terms of quality, the different segments have different countries competing with them. However, the factors influencing the decision of people to come for treatment to Greece usually have more dimensions – quality combined with low cost; more liberal legal framework; no or shorter waiting lists. This means that the competition for Greece on the market of medical tourism is actually quite low and lies mainly with countries in the region. In this sense, establishing a brand of ‘Medical Greece’ as a tourism destination can be highly recommended, as it will enhance the tourism aspect in addition to the excellent and affordable medical care Greece can provide;
· Best practice examples pricewise can be found in Bulgaria and Turkey as well as in Central and Western European countries in terms of quality (Austria, Switzerland).

c) Conditions / Requirements for success
The main players already recognize the potential of health tourism and the importance to act together. This is key to providing streamlined and coherent service;
· Ensure coordinated action between all actors in the field;
· Have strict levels of quality to which all actors adhere;
· Enhance the marketing of medical tourism, possibly at specialised exhibitions and the representation of Greece abroad;
· Consider relocating some of the services to hotels to enhance the tourism aspect.

d) Target Markets and how to approach them best
IVF
· Countries with long waiting lists, low success rates and high costs – Western Europe, USA, Japan;
· Muslim countries with restrictive legal framework – Turkey, Middle East; also some countries with catholic population;
· Countries with restrictions regarding same-sex parenthood and surrogate mothers;
· Need for discreet yet efficient advertising campaigns, a good approach is to spread information through specialised clinics in the home countries which can pass on the information to the patients. In this sense, partnerships with clinics in the countries where the topic of IVF is sensitive are a good idea;
· For countries where IVF is not so sensitive, open information and promotion campaigns can also be effective.

Ophthalmological care, Plastic surgery, Dental care, Dialysis Centres, Rehabilitation
· Direct information and promotion campaigns;
· Partnerships with clinics that will direct patients to treatment they can not provide;
· Participation in specialised fora and presentation of Greek medical tourism.

e) Measures

· Ensure high quality standards and appropriate verification procedures to ensure they are observed;
· Introduce a unified system for categorization of providers of medical services so that quality is ensured and maintained. This can serve as a stimulus for providers to monitor and raise quality level of performance;
· Encourage relocation of some services to hotels or other appropriate facilities;
· Establish partnerships with hospitals and clinics in the targeted countries which can promote medical tourism in Greece;
· Ensure presence at specialised fora in order to assert Greece as quality destination for medical tourism.

[bookmark: _Toc482141985]6.3.5. Greece as Religious and Spiritual Destination: 					at monasteries, along routes with religious meaning

a) Rationale
Greece is a country with an actively Christian population, where religion has a special meaning for visitors as well, not only because of the history and architecture of different monasteries and biblical sites, but also for involving a holistic spiritual experience due to its landscapes, traditions and innumerable interesting stories. In an interconnected and overly communicational world, millions of people travel towards different places to find interesting emotional experiences and also different ways to connect with themselves in an natural environment. 
Pilgrimage to spiritual sites organized within a community 
· Having some of the most impressive monasteries in the world (e.g Agia Triada, Stefanos), presents an opportunity to create a holistic experience related to visiting a region at a specific time of the year.  
· Offering experiences based on spiritual and religious factors an culturally inspiring environment can involve the local communities into spiritual and social values that enhance the sense of belonging and create more visibility since more people are involved with visiting guests attending. 
b) Competitive Environment & Best Practice Examples
Spain, “el camino de Santiago de Compostela”
· Full of religious, historical and mystique aspects, this pilgrimage (between 120 and up to 3.000.- km!) receives approximately 200.000 trekkers per year with a significant increment over the last two decades[footnoteRef:30]; [30:  http://www.caminosantiagodecompostela.com/ the website is informative, non-commercially oriented and with many possibilities for interaction with people. They can tell their experiences and have articles in the blog.] 

· A joined effort of authorities (religious, central and local administration in the 1970’s) has created an experience, not only for pilgrims but also for people searching something new. It is a long-lasting memory that keeps adding pilgrims overtime via word of mouth;
· Religious orders started to adjust accommodations networks that were communicated by several religious communities around the world. Travel guides, governments and different associations of Catholic countries and –most important - word of mouth of the experience helped to promote the experience;
· Giving a certificate attesting that pilgrims cover the road has given people a sense of achievement and personal recognition that has increased the personal value of the experience. 
Vierbergelauf, Austria “the four mountains walk”
· 42 kms walk to visit four churches located on mountaintops. Thousands of pilgrims meet at midnight on every second Friday after Easter aiming at finishing the walk after 17 hours[footnoteRef:31]. It contributes considerable tourism revenue at off-season time; [31:  http://www.kaernten.at/de/articles/view/1620/ This is part of the regional strategy of tourism and is communicated through different channels ] 

· Some of them carry religious objects as a sign of sacrifice and some follow a long tradition with family and friends by generations. All prepare for the community event with special food and drinks, decoration and activities for visitors from all over the world;
· This event offers not only an authentic religious experience but also an opportunity to see different aspects of the Austrian culture and the warmth of its people.

c) Conditions / Requirements for success
· Authenticity, individual connectedness and sense of community are important aspects to develop a relevant and pleasant experience;
· The quality of the experience is reflected in an authentic creation of value for individuals with genuine, memorable and recommendable moments no one will ever forget;
· Connectedness with the values of the region and the environment provide the conditions where everyone feels a pleasant and spiritual environment enjoying peoples’ warmth;
· A multi target group can be approached where young generations will take part when they want to discover cultural and spiritual experiences and make friends. 

d) Target Markets and how to approach them best
· Pilgrims going to other historic sites or roads by informing them on their way. Although word of mouth is the strongest tool, backing it up with online communication on Internet sites is recommended;
· Communities in regions where there are similar offers are willing to combine efforts within their communities and will also recommended to their networks;
· Religious communities around the world where different religious events can be linked to community events. Social media are the best way to connect worldwide; 
· Adventure seekers interesting in trekking or cultural events in different parts of the world. This is particularly developed in Scandinavia, Germany and Austria; 
· By using online platforms that communicate experiences from a personal point of view, a strong sense of community can be developed where individuals feel connected and affiliate with the values of the place. Development of a modern website with blogs and strong presence on social media is recommended. 

e)	Measures
· Identification of potential regions where communities want to be part of a regional project of religious-spiritual tourism;
· Develop – together with the Orthodox Church – a product involving sacred sites within a pilgrimage that include other aspects making the experience more interesting, such as: routes of great historical personalities, real history of some religious sites, like Paulos’ and Luke’s travels in Greece etc.;
· Strong presence of social media through a relevant strategy of content marketing including famous bloggers that can tell their stories once they go there;
· Partnership with You Tube channels targeted to adventure seekers or millennial visitors that produce short documentaries such as “Vice” where they can review and spread the message immediately. However they are very neutral and if they will spread the stories as they actually feel them.  

[bookmark: _Toc482141986]6.3.6. Greek Genuine Handicraft
Greece, widely known for its ancient art and culture is – with some notable exceptions - lagging behind contemporary tendencies in creating chic and usable/wearable tourist souvenirs and memorabilia. Most Greek souvenirs found in the shops are very traditional, mass produced, not much varied in themes and not adjusted to different tastes, age of tourists and modern life style3. At present a tourist in Greece can mainly buy the traditional Greek souvenirs like ceramics (mainly vases, sculptures), t-shirts and blouses with Greek logos and ancient frieze motives, bags, the blue eye (protection from the evil eye, also widely popular souvenir in Turkey), fridge magnets, natural sea sponges, traditional leather sandals, products made from olive wood, spices and food. Greek souvenir market is yet to use the whole potential of Greek culture and genuine handicrafts to diversify offered objects and satisfy modern taste. 
a) Rationale

· Contemporary tendencies of souvenirs in Europe – traditional art revisited by modern designers; 
· Minimalistic and pragmatic tendencies of modern life and modern travellers – tourists seek to have souvenirs that are 1) easy to transport and allowed by the customs (not all countries allow to import herbs, foods and beverages and 2) have something that is traditional for the country visited but still can be used in daily life of the tourist back in his own country (mugs, stylish pottery sets and ceramics, jewellery, scarves, notebooks, etc.);
· Great variety of artifacts from ancient Greek culture from various regions and museums that could be interpreted and re-designed in modern way; 
· Great variety of concepts/ideas from Greek ancient civilization (mythology, ancient theatre, ancient sailing, ancient architecture) that could be transferred into unique modern souvenirs/educational kits for kids of different ages to promote Greek culture;
· Presence of talented design community (e.g. Greek souvenirs revisited[footnoteRef:32], winners of the competition of Archaeological Receipts Fund (ARF)[footnoteRef:33];  [32:  The Greek souvenirs revisited:  https://thegreekdesigners.com/2016/01/28/the-greek-souvenirs-revisited/]  [33:   www.greece-is.com/news/museum-stores-get-touch-style/] 

· Presence of local artisans and craftsmanship to develop new souvenirs in traditional ways (e.g. knitted bookmarks, leather book covers, etc.).

b) Competitive Environment & Best Practice Examples 

· Compile inventory of best practices around Europe;
· Make competition for ideas of modern designers / handicraftsmen;
· Various examples from different countries in Europe, e.g.:
· Bulgaria – long tradition of support for organized traditional craftsmanship; various new creative ideas based on traditions, folklore and history (e.g. colouring books for kids with Bulgarian folk costumes; paper models for construction of historical fortresses and monasteries);
· Belgium – activity books for kids based on knights and castles theme (paper models, paper theatre, drawings, etc.)[footnoteRef:34]; [34:  See book: Dingen om te maken en te doen met ridders en kastelen. Usborne. ISBN 9780746086230 - http://webshop.uitgeverij-personalia.nl/home/9780746086230/dingen-om-te-maken-en-te-doen-met-ridders-en-kastelen.html] 

· Dead Sea products model; 
· Any other relevant.

c) Conditions / Requirements for success

· Inventory of concepts / ideas; 
· Presence of talented design community; 
· Presence of local artisans and craftsmanships to develop new souvenirs in traditional ways;
· Support to merchandise the new products/souvenirs; 
· Support of mass production of the new products/souvenirs; 
· Support to supply in souvenirs shop around Greece (even in most remote places/islands). 

d) Target Markets and how to approach them best

· International tourists; 
· Kids of various ages;
· Teachers / educators; 
· Artisans schools / studios; 
· Wide national audience of interested people in genuine handicrafts. 

e) Proposed measures: 

· Support publishers and Greek authors to develop kids activity books based on Greek traditions and history (at present most of such sites are developed outside Greece, mainly in UK and US[footnoteRef:35]) / competition for ideas;  [35:  For example see the site: https://www.activityvillage.co.uk/ancient-greece
] 

· Support the development of a website for kids activities crafts related to Greek culture in Greek and English, where people can upload what they did with their kids (e.g. Pinterest, http://krokotak.com/ in Bulgaria);
· Support for start-ups for developing sea-based local cosmetic products (bathing salts, creams, etc.) and put them in mass production, as well as for cosmetic products based on/for algotherapy; products based on therapeutic clay (Krinides – Kavala), other local products (e.g. Dead Sea products model);
· Explore the possibility (competition for ideas) to make souvenirs based on long sailing and fishery tradition (nautical products);
· Support for the organization of courses on genuine handicrafts in main museums (e.g. British Museum has similar best practice);
· Possible products / souvenirs: 
· Colouring books for kids based on ancient Greek culture (theatre, sports, gods and goddesses, life, etc.);
· Paper model books with ancient Greek buildings or monasteries (e.g. Mount Athos monasteries, thus making it accessible for kids and women); 
· Comics books based on Greek mythology (ancient mythology for kids); 
· Stylish traditional pottery sets; 
· Redesigned traditional pottery; 
· Office supplies (sets) with redesigned traditional motives;
· Budget stylish replica of selected ancient jewellery (brooches, buckles, belts, etc.); 
· Modern women’s scarves; 
· Books of traditional recipes, facsimile with translation left and right; 
· Kids game “Do you know Greek mythology” based on Rory’s Story Cubes trademark – negotiate creation of new game (there is a similar game based on Moomin stories of Tove Jansson (www.thecreativityhub.com).

[bookmark: _Toc482141987]6.3.7. Greek Maritime Tourism and Archaeological Diving
a) Rationale
Diving in Greece offers a wide variety including walls, wrecks, caverns and reefs, which in addition to the pleasant Mediterranean water conditions create an appropriate environment for divers. Recent efforts have focused on underwater archaeology, which is based on the rich history of the country and the possibility of viewing ancient artifacts with professional archaeologists. However, this concept is currently underdeveloped and it is not well known within both diving and archaeology communities. With enhancement of facilities, communication efforts and attractively packaged, more visitors can engage in underwater adventures in Greece. 
· Greek diving has increased recently due to the elimination of some restrictions in all Greek seas allowing for the discovery of new diving sites and underwater treasures. However, this hasn’t been extensively communicated. 23 shipwrecks were found in 22 days as National Geographic reports, offering new opportunities for divers; [footnoteRef:36] [36:  http://news.nationalgeographic.com/2016/07/greece-shipwrecks-discovery-fourni-ancient-diving-archaeology/ ] 

· Divers around the world are searching for unique experiences that increase impact and memorability in dives; 
· Good online reviews are based on not only on the natural conditions but also on adequate facilities, accessibility of technical equipment and interesting aspects about diving experiences (e.g. discovery of new wrecks, new diving sites, etc.);
· Greece is currently implementing its first two underwater archaeological parks offering new possibilities for divers and people interested in archaeology. There is an opportunity in creating programs for archaeological diving courses, where a solid and well established Greek base could be recognized worldwide;

· Communication strategies targeting diving communities and research teams interested in archaeology are crucial to diversify the offer. Customize tourism packages based on special interest and targeted communication through different channels is relevant. 
b) Competitive Environment & Best Practice Examples
· Italian diving programs offer long weekends packages including archaeological excursions, archaeological dives, visit to temples and visit to sea sites;[footnoteRef:37] [37:  http://www.napolidivingcenter.it/itinerari.php?id_lingua=en&id=ITWL ] 

· Underwater parks provide extensive concepts to develop inclusive concepts and courses for divers and archaeologists. In an Israeli example, even a Hellenic concept was recreated in the Mediterranean Sea[footnoteRef:38]; [38:  http://www.caesarea-diving.com/En/page.asp?id=58&show=reports ] 

· Research teams and groups join for projects related to archaeological diving, which allows for funding possibilities, awareness and visibility of the sites[footnoteRef:39]; [39:  https://divingarchaeology.com/ ] 

· In some cases researchers are interested in the archaeological findings and not necessarily in diving, therefore, it is an interesting opportunity of engaging in a community or network that allows teamwork for projects.   
c) Conditions / Requirements for success
· Optimal physical facilities with access to technical equipment and specific courses are relevant to expand an archaeological concept diving;
· Inclusive concepts that ensure a pleasant diving experience assuring different options of accommodation, flexible plans and variety of courses and diving sites;
· Options for approaching archaeological diving as a research and academic activity as well as entertainment and leisure activity. Making this distinction is important to select the different type of communication for each market segment. 
d) Target Markets and how to approach them best
· General community interested in new experiences for tourism and history. Online reviews of diving centres can be optimized as well as positive content marketing for reputation of Greece as diving destination, specially highlighting the recent news of elimination of restrictions;
· Integrated marketing communication for targeted audiences with high acquisition power who used to travel frequently to Greece but are now going somewhere else (e.g.  in the UK and  in Germany);
· Diving communities (e.g. Padi, SDI, TDI, CMAS, etc.) around the world help spread the word by offering incentives to come to Greece for diving, providing new archaeological diving courses and establishing new diving bases focused on archaeological diving;
· Research groups engaged in archaeology and the discovery of new possible sites and artifacts. Approaching universities, events and academic networks can increase awareness and visitors;
· Website of academic purposes on research in archaeological diving and related projects. Several funding possibilities can be considered [footnoteRef:40]. There are current projects aiming at sustainable diving, which allow not only for promoting diving sites but also for protecting natural environments; [40:  http://cordis.europa.eu/project/rcn/194095_en.html] 

· Promoting networks worldwide around Greek underwater archaeology, which is an increasingly interesting topic. 
e)	Measures
· Communication strategies with focus on the diving community and archaeologist communities offering customized offers according to their interest and highlighting the news of the restrictions elimination;
· Joining and facilitating online networks that promote underwater diving and archaeology in order to increase awareness of Greece as destination;  
· For people interested in archaeology, but are not certified divers, short-term courses without certification could be suggested in order to offer low depth diving archaeological experiences.
· Establishing a declaration for underwater cultural heritage by UNESCO can be initiated, which will increase awareness and protect areas[footnoteRef:41];  [41:  http://www.greenbubbles.eu/?p=1070 ] 

· Current tendencies for enhancing diving experiences are using concepts such as yoga[footnoteRef:42], meditation and religious aspects that can be integrated within a comprehensive tourism offer; [42:  http://www2.padi.com/blog/2016/10/27/how-to-enhance-scuba-experience-with-yoga/] 

· Greece has innovated with the concept of Seatrac for disable people, which can be used also for diving experiences by facilitating the entrance to the water and, with proper guidance, enjoy low-depth diving;
· There are new concepts for increasing safety in diving such as CADDY, an underwater cognitive autonomous drone, which can be implemented not only for disable people but also for anyone without diving experience[footnoteRef:43].  [43:  http://caddy-fp7.eu/] 


[bookmark: _Toc482141988]6.3.8. Travel to Greece for handicapped people
a) Rationale
Greek Tourism facilities for handicapped people have improved significantly in some place (e.g. Acropolis) in the last years, even though a lot still needs to be done. There is an existing offer that could be communicated in an integrative communication strategy. Additionally, making basic adjustments to other facilities, providing accurate information, facilitating contact and understanding handicapped people’s needs, could attract more tourists especially in the low seasons. Creating tourism products integrating historical heritage sites with seaside locations (offering Seatrac[footnoteRef:44] as incentive) can create an integrative holistic approach even more attractive to this particular target.  [44:  http://tobea.gr/?language=en ] 

· After 2005 public health law, several efforts to improve prevention and health promotion have initiated positive changes in services for vulnerable groups; 
· There is still a lack of coordination between different governmental bodies in the health sector that may not guarantee adequate services in all facilities;
· However, the development of specific programs and services for disable people currently allows for a communication strategy that specifies the guidelines of specific offers;
· The Greek innovative development of the product Seatrac[footnoteRef:45] (swimming solar wheelchair) created important opportunities for visibility of services and integration of further tourism products, which have been underdeveloped;  [45:  http://www.reuters.com/article/us-greece-disabled-idUSBRE9780HF20130809 ] 

· Diving for disable people has also improved and can be used as part of a comprehensive tourism package[footnoteRef:46];   [46:  http://www.greek-islands-travel.co.uk/cyclades/ios/scuba-diving-on-ios.html ] 

· Further improvement of current facilities can be based on enhancement of customer experience, increasing quality of service, accessible communication and travel arrangements;
· Disable people are more willing to travel out of season and in groups, which creates an opportunity to reduce seasonality.

b) Competitive Environment & Best Practice Examples
Access for All, England 
· England is a leader in Inclusive Tourism. Disable people currently spend over £3 billion on overnight tourism trips in England each year[footnoteRef:47]; [47:  https://www.visitbritain.org/providing-access-all ] 

· They provide detail guidance, tools and resources to help tourism facilities improve their products and services based on customer service and training, information and marketing as well as physical facilities; 
· The website VisitBritain has integrated different groups, facilitating networking and access to information of how to get funding and providing insights for tourism targeting this sector.

Multiple projects, Italy 
· Italy has been particularly active in targeting this sector during the last years; They have developed several projects such as: String, Cosy4you, Via Regia, ‘Europe Without Barriers’ and ‘Mobility UNESCO Sustainable Tourism’; [footnoteRef:48]  [48:  http://ec.europa.eu/growth/sectors/tourism/offer/accessible_en ] 

· Projects are generally based on special qualities of accessibility implemented with effective and user friendly services;
· Integrative communication strategies are important to promote market and disseminate best practices in accessible tourism;
· Particularly focused on diversifying European tourism products and in the communication of the concept “Europe, the world’s No 1 tourist destination”;
· Several transnational cooperative initiatives are implemented in partnership with Spain (Ávila) and Bulgaria (Sozopol) with the aim to develop comprehensive tourist packages of nine accessible itineraries located respectively in Piedmont Region (Italy), Ávila (Spain) and Sozopol (Bulgaria)[footnoteRef:49]. [49:  http://ec.europa.eu/DocsRoom/documents/8365/attachments/1/translations ] 


c) Conditions / Requirements for success
· Optimal physical facilities integrated within pleasant and careful customer service are a key factor of success;
· Permanent training and investigation of customer needs facilitate ongoing service improvement, which can be improved with basic understanding, communication and user-friendly services;
· Detailed information of specific offers in order to ensure clarity and better understanding are very important to ensure success;
· Easy to navigate websites with a clear and direct concept and information; 
· Direct marketing and personal approach to generate visibility and in-depth information of offers. Personal contact (permanent chat or help desk)
· Create value through special services or products for disable people such as Seatrac and diving, which can be integrated in a whole tourism package;
· In order to improve pre-booking services and facilitate the visualization of landscapes, a 360 video of main sites can be implemented [footnoteRef:50]. A set of virtual reality glasses (made out of cardboard/plastic) can be also sent and customized to interested people[footnoteRef:51].  [50:  https://youtu.be/AHr-4H0MgDY]  [51:  https://mrcardboard.eu/ ] 


d) Target Markets and how to best approach them 
· Disable people who are current visitors of other destinations in Europe and already know different packages but want to try something new; 
· Tourism agents with specific information about the current offer;
· Partners in different countries in Europe in order to create collaborative networks and transnational cooperation and projects;
· Diving associations that can inform about diving facilities for disable people. They are the main contact for divers worldwide. 
e)	Measures
· Enhance the offer by improving basic facilities in current places, which can be funded through several EU initiatives[footnoteRef:52];   [52:  http://ec.europa.eu/growth/sectors/tourism/offer/accessible_en] 

· Communication strategy aiming at promoting the existent offer with emphasis in clarity and precision of offers; 
· Improving online pages and services to generate user-friendly communication; 
· Facilitating process booking process by a modern and easy to navigate website, if possible with people at desk helping in the process;
· Link the offer to current historical tours, UNESCO heritage sites and other countries destinations in order to offer an integrative approach for groups in low seasons;  
· Develop a package including historical tours and seaside destination with the facilities provided by Seatrac as a Greek invention and diving opportunities within a whole package; 
· Seatrac can be also used as a part of strategy with other countries as international cooperation;
· Create 360 degrees videos of main destinations including guiding tour that shows the state of facilities. 

[bookmark: _Toc482141989]6.4 Concrete Actions with 100% funding possibility by NSRF
[bookmark: _Toc482141990]6.4.1. The Fascinating Hiking & Trekking Trails of Greece
A.1. Rationale
The majority of Greece is mountainous and, in many ways, a hikers’ paradise. However, only the most popular routes are marked and maintained, mainly because hiking is not (yet) very popular in Greece. The EOS (Greek Alpine Club) is grossly underfunded and consequently many of the lesser-known paths are overgrown and inadequately marked. Many walks, particularly near the sea and on islands offer fantastic views of the Greek landscape and seascape. 
In many European countries walking, hiking and trekking have become hugely popular with people from all age groups during the last decades. Only in some parts of Greece, trails have been prepared and programs are offered, mostly by private initiatives.
This action is designed to add this promising segment to Greek tourism by creating a branded product “Walkable Greece” (working title). It will help to extend the season, before and after the relatively short “sun & sea” summer season. The climatic conditions of Greece with relatively mild temperatures from autumn to spring offer very favorable conditions for such touristic products.
„Walking can have a bigger impact on disease risk and various health conditions than just about any other remedy that’s readily available to you. What’s more, it’s free and has practically no negative side effects. Walking for 2.5 hours a week - that’s just 21 minutes a day - can cut your risk of heart disease by 30%. In addition, this activity that one can do anywhere, and which requires no equipment, has also been shown to reduce the risk of diabetes and cancer, lower blood pressure and cholesterol, and keep you mentally sharp.“ (Harvard Medical School’s Health Publication).
Definition of Hiking, Trekking and Trails
In order to present the appropriate programs for different market segments, it is suggested to differentiate the product as follows.
Hiking Tours are usually day-tours in an even terrain or with a moderate gradient angle; length and duration of a hiking tour can – depending on age and physical fitness – vary from a leisurely walk of one half hour to a full day walk of six hours or more. The hiker usually returns the same day to the starting point. Good shoes, provision for changing weather conditions, a map for orientation are recommended in addition of a basic supply of food and drink if no gastronomy can be expected on route.
Trekking Tours are usually more challenging and adventurous excursions that last several days and will often lead through mountainous terrain and over long distances with or without accommodation facilities on route. Equipment will include first class shoes, protection against rain or snow, tents and sleeping bags, food supply and a small cooker for outdoor food preparation.
Trails for Hiking and Trekking are very similar, varying predominantly in length, in steepness and in facilities available along the way. They will in fact have to satisfy small children and their grandparents as much as the more or less well trained grown-ups.
Α.2. Description of Projects 
Project 1 (set of projects)
The project refers to a set of projects, each one implemented in regional level, aiming to develop the most promising trails of the region. It can be assumed that all of Greece’s 13 regions have numerous opportunities for the development of either hiking or trekking tours or for both. It is not unusual to combine more than one both types of trails in an integrated system, which has clear advantages compared with single trails, as far as creation, maintenance and marketing of these trails are concerned. Many trails around the world enhance their success by giving them a particular theme.
Most suitable beneficiaries are the regions (Regional Authorities) intending to invite Greek and International tourists to explore landscapes and seascapes of their territory, on foot.
Each project should include the following activities:
· Trails Assessment & Documentation: Within this activity[footnoteRef:53], regions will assess existing trails of their territory, in order to identify those[footnoteRef:54] that represent a good mix of difficulties with one or just a few challenging hikes and several in the easy and medium difficulty range, where in the long run more tourists may be expected[footnoteRef:55]. The selected trails will be accordingly documented (geo-mapping, photos of sites of interest, difficulty level, target market etc). Additionally, special themes should highlight features for which the region is famous: [53:  This activity could be implemented by own means of the regions, or it can be outsourced to a subcontractor.]  [54:  Note that country roads with only minimal local motorized traffic shall be combined with any other walkways, trails or paths that may be easily identified and marked, into a system of trails]  [55:  One or more persons (or outsourced private or public institutions) should be assigned as responsible for maintenance and upkeep of the trails] 

· Nature trails with botanical and/or zoological attractions to be observed
· Geographic attractions & scenery (photo opportunities)
· Sites of particular cultural interest along the way
· Outstanding local food and beverages to be consumed 
· Local handicraft production to watch and items to buy
· Trails Preparation & Development[footnoteRef:56]: Activities of this category include mainly technical work, and may refer to: [56:  Existing trails should have precedence over new constructions] 

· Repair of hazardous spots, clearing of overgrown portions
· Application of directional signs, color coded trail numbers in Greek and English at trail-crossings; color codes at shorter intervals on trees/rocks
· Definition of safety standards that need to be met by trails
· Establishment of emergency phone numbers for police/ambulance etc.
· Trails Exploitation: Activities[footnoteRef:57] under this category may include: [57:  Those activities will be mainly outsourced to subcontractors] 

· Promotion of the selected trails in regional level, with the objective to increase local market awareness in order for the interested players to develop explicit tourism products for the defined target markets
· Preparation of interested (mainly local) professionals to accommodate the needs of anticipated incoming tourism. This may include the organization of training seminars for people interested to become guides for the selected trails[footnoteRef:58]. [58:  Note that training activities should be implemented following the courses that will be designed by subproject 2] 

· Development of mobile apps providing integrated information about the selected trails, including real-time guidance.
· Development of dedicated WEB Sites for each (or the collection of) selected trails. 
An indicative budget per project can be from 200.000 up to 400.000 Euro (depending on the number of trails to be developed and the activities that each region will include in their proposal), with 100% funding.
Each one of the projects may be funded by available funds under Thematic Objective “06 - Preserving and protecting the environment and promoting resource efficiency” (investment priority: “6c - Preservation, protection, promotion and development of natural and cultural heritage”) wither through the Regional Operational Programs (funds to be allocated for the proposed project) or through the Sectoral Operation Program “Competitiveness, Entrepreneurship and Innovation”.
Project 2
Project 2 will undertake joint marketing and training activities for all participating regions, as well as the coordination of the regional projects
Most suitable beneficiary is the Ministry of Tourism or the GNTO.
The project should include the following activities:
· Coordination of regional projects in order to maximize the expected results
· Design of Training Courses’ curriculum for persons responsible for the creation and upkeep of trails who may also act as guides and supervisors for single trails or a network of trails. Marketing of trails to special interest groups nationally and internationally must be part of the curriculum. 
· International Promotion. This activity may refer to the production of a central WEB Portal for all trails to be created by this program; already existing trails may be invited to participate at cost, provided they meet the standards of the newly created Greek trail syste
An indicative budget of the project is up to 500.000 Euro, with 100% funding.
Sectoral Operational Program “Technical Assistance” may fund the project.
[bookmark: _Toc482141991]6.4.2. Re-enacting Greek Mythology, History & Philosophy 
A.1. Rationale
It is no coincident that Europa is a Greek word, because all that makes European culture unique started here some 2.500 years ago at the Agora, the marketplace of Athens. Thus, Greece deserves the name “Cradle of Western Civilization”, a theme that should be understood intellectually and felt emotionally by everyone visiting, whether for business or vacation and regardless of their educational background. What makes Greece truly unique is the spirit of human values expressed by Socrates, Aristotle and numerous other philosophers before and after them, a spirit that is still alive today in Greece’s well-known hospitality, in a tradition that will treat millionaires and refugees alike in a warm and humane way.
Definition of Re-enactment and Living History
Historical reenactment (or re-enactment) is an educational or entertainment activity in which people follow a plan to recreate aspects of a historical event or of a period. 
Museum professionals in cooperation with theatrical professional will help to convey to the public the story of a particular aspect of Greek history that this museum deals with, at a high standards of authenticity with the help of actors. Living histories are usually meant for education of the public, by aiming at portraying the life and thoughts, and also the lifestyle, of historical personalities of a certain period. Storytelling or acting sketches take place to involve or explain everyday life to the viewing public. 
Following successful examples of many countries around the world short sketches will provide in an informative and entertaining way inter-active interpretation of Greek Culture – from Mythological times up to present day Greece - for tourists of all levels of income and education. Greek mythology and history provide probably the richest ‘story-telling’ material in the world, with thousands of most fascinating sad and funny stories. 
Plots for the short sketches may be chosen from a wide range of themes, enhanced by media elements ranging from simple billboards to audio-visuals. A core element, however will be live re-enactment presenting history, philosophy and the arts, with a special emphasis on the place where a particular performance takes place.

Α.2. Description of Projects 
Project 1 (set of projects)
The project refers to a set of projects that will prepare and organize staging life performances on general themes from ancient Greek mythology and history and also on themes pertaining to the core elements of each applying party.
Most suitable beneficiaries are the Museums of Greece, which intend to attract more visitors from Greece –school children, students and grown-ups alike – as well as from international tourists, by staging life performances on themes pertaining to the core elements of the specific museum’s exhibits.
Interested beneficiaries should search for, and identify persons or theatre companies experienced in staging productions[footnoteRef:59] with a high degree of flexibility, to be performed indoors or outdoors, with little time for preparation, requiring only very basic technical equipment. Professional Know how will be required in the areas of: [59:  Each production should involve few actors – not more then 3-5 would be desirable – which will, if and where needed, play more than one role.
] 

· Stage production with experience in all aspects of small and flexible theatrical productions able to perform on short notice at any given place. In order to keep production cost down, every member of the troupe ought to fulfil several functions, as it is customary with itinerant theatre troupes. 
· Script writing with artistic standards of today to portray historical thoughts, situations and events in an informative and entertaining way. After all, both tragedy and comedy are Greek words. Scripts will be produced in an original Greek with translation into English. Pantomime is to be chosen whenever possible and appropriate. As alternative translations over earphones or spoken by narrator can be provided
· Stage directing and dramaturgy shall use simple theatrical methods, symbols and paraphernalia to indicate time and place of a play. It is their task to move the audience, to make it laugh and feel tragedy alike. To use a metaphor: the envisioned small productions may relate to classical drama like the art of cartoons relates to fine art
· Stage and costume design must be simple, easy to use and to maintain
· Sound and light: only if and where needed transportable equipment should be available for highlighting or lending dramatic effects
Other issues that need thorough consideration while proposing and implementing the projects are the following:
· Production of scripts, costumes, dramaturgy etc. could be produced in cooperation with drama classes of Greek universities or with young professionals from other European universities, thus promoting the play in key source-markets of tourism for. 
· Electronic versions filmed and sold on DVDs, video glasses, public screens, translation apps into various languages etc. may be produced as spin-offs.
· Each play should be performed separately at the museum for which it was produced, or it may go out to public places and be performed in Flash-mob style in open town spaces or in open air theatres, museum entries, at archaeological sites, hotel lobbies, cruise ships conference halls  etc. etc.
An indicative budget per project can be from 100.000 up to 300.000 Euro (depending on the number of staging productions that will be designed and the number of performances to be organized), with 100% funding.
Each one of the projects may be funded by available funds under Thematic Objective “06 - Preserving and protecting the environment and promoting resource efficiency” (investment priority: “6c - Preservation, protection, promotion and development of natural and cultural heritage”) wither through the Regional Operational Programs (funds to be allocated for the proposed project) or through the Sectoral Operation Program “Competitiveness, Entrepreneurship and Innovation”.

Project 2
The project refers to the creation of a cluster as support and coordination unit, but also as the cooperation mechanism for all performance groups created under this action, or serving a similar purpose in Greece, working for other museums or for the private sector (professionals or amateurs). 
Most suitable beneficiary is the Ministry of Culture.
The project should include the following activities:
· Defining quality standards and for the performing theatrical groups
· Create a Brand for all activities that will keep Greek history alive
· Create a  Marketing plan for all groups working under this brand 
Production of a joint web-portal and App for all performance groups to be created by this program; already existing groups may be invited to participate at cost, providing they meet the standards of the cluster. 
Related web sites:
· <https://en.wikipedia.org/wiki/List_of_open-air_and_living_museums>
· <https://www.moma.org/calendar/performance/1303?locale=en>
· <https://en.wikipedia.org/wiki/Historical_reenactment>
An indicative budget of the project is up to 400.000 Euro, with 100% funding.
The project may be funded by Sectoral Operational Program “Technical Assistance”.

[bookmark: _Toc482141992]6.4.3. Regional Greek Food and Wine – consumed in Greece and at Home
A.1. Rationale
Greek food, flavored with an array of fine herbs and accompanied by some of the best Mediterranean wines is being named among the most decisive factors when choosing a vacation in Greece. Whereas most visitors know a few special dishes that one may find everywhere in Greece, it is surprising how many tourists – even experienced repeat visitors - know only little or nothing about the incredible variety of local Greek cuisines and about the variety of different food products offered in the 13 regions. This richness may be owed to the fact that Greece is an island state. Anyway, fine eating and drinking is a very pleasant and healthy experience that is deeply rooted in Greek culture.
Within the open market of over 500 people living in the EU – likely the most affluent market of this size worldwide - food items and beverages from most EU member states are to be found on the shelves of many specialty food stores and super-markets all over the EU. It is regrettable that among the products from Mediterranean countries the ones from Greece seem not to find the representation they deserve. 

Α.2. Description of Projects 
Project 1 (set of projects)
Strengthening the economies of all Greek regions is one of the important goals of this program. Thus it is intended to invite all 13 regions to apply for structure funds with the intention to explore which food items, fruits, vegetables, meats, fish or herbs, and dishes made thereof as well as wines, juices and other drinks they consider to be typical for their regions and of outstanding quality, are worthy of a special promotion. 
Applicants should thoroughly consider the following issues during proposal preparation and project implementation:
· Arguments for healthy Greek food that tastes well. Health food is often considered dull and not tasty. Greek food, however, as well as wine and herbs offer a very pleasant and healthy experience that can be seen as unique aspect of Greek culture. Being grown in a sunny country, vitamin D makes a significant contribution to taste as well as nutritious value.
· Competitive Environment & Best Practice Examples
· Countries capitalize on appealing food as part of their national culture. France and Italy are remarkable examples;
· French gastronomy is on the list of UNESCO’s intangible cultural heritage.
· Uniqueness and human concepts are crucial in distinguishing good restaurants and culinary experiences in Italian and French cuisines;
· Thousands of tourists go to Italy and France to experience authentic flavors;
· Italian cuisine is famous for keeping simplicity, authenticity and tradition;
·  Conditions for success
· Create a concept that gives and maintains unity and consistency in all steps;
· The concept of a “whole healthy experience” shall include all stakeholders, like farmers, markets, food industry, restaurants and their chefs de cuisine;
· Governmental support in creating ‘Country of Origin’ protection desired;
· Permanent training in innovation, marketing and customer service will be a must in order to maintain and improve food-quality and customer experience;
· Partnership with content-generators on different channels of communication, events and social media in order to promote the reputation of Greek food.
Each project may include the following activities:
· Assessment of specific food & beverage products in the Region. Within the respective activity project owners should select only food & beverage products of outstanding quality grown locally[footnoteRef:60], and grown preferably under organic conditions with no or limited chemical fertilizers (specifications to be defined in detail), divided in two categories: a) Fresh products, which are to be sold and consumed only locally and b) products that may be exported in a dried or preserved condition - definition of permitted preservatives used must be elaborated.  [60:  e.g. Fruits and vegetables - dried or preserved, Herbs – fresh, dried or as seeds for self-growing, Meat and fish – dried, cured or canned, Honey - variety of types, Oil, vinegar & other liquid spices in all variations, Cereals. Pasta, rice etc. including spelt and other traditional cereals, Fish & sea products - dried, cured, canned etc.] 

· Establishment of Quality standards. There must be complete transparency regarding the origin of food & beverage products and ingredients of cooked dishes as well as fertilizers used for growing as well as food additives used for drying or for shipment as canned foods.
· Documentation of dishes that are typical for the Region. Dishes will be documented with recipes, photographed and described in detail; they must contain at least 50% locally grown products. Locally grown wines or any other beverages that are typically consumed with the dishes are to be recommended.
· Identify Restaurants or Markets where typical region cuisine is served. Locally in the region or in large Greek towns as well as internationally, predominantly within the EU but also in any major source markets; food can be used as a ‘door opener’ e.g. in Asian hope markets.
An indicative budget per project can be from 100.000 up to 200.000 Euro (depending on the number of food items to be promoted), with 100% funding.
Each one of the projects may be funded by available funds under Thematic Objective “06 - Preserving and protecting the environment and promoting resource efficiency” (investment priority: “6c - Preservation, protection, promotion and development of natural and cultural heritage”) wither through the Regional Operational Programs (funds to be allocated for the proposed project) or through the Sectoral Operation Program “Competitiveness, Entrepreneurship and Innovation”.

Project 2
In order to coordinate on the national level the results of the assessment of food products that are being presented by the participating regions, it is envisioned that national institution, such as the Greek National Tourist Office may apply for funds needed to coordinate on the national level the launching of an international campaign to promote the broadest possible spectrum of Greek cuisine as part of a vacation experience in Greece. In addition, the campaign would provide visitors at home with information on where they would find specific foods and beverages from the region/s they have visited in their home countries, thus inviting them to return.
The campaign should mainly utilize electronic marketing tools, and it will by default include the creation of a WEB portal that will inform customers on the “Regional Cuisines of Greece”, present restaurants in the regions featuring their typical dishes, provide access to recipes for those who want to try cooking them, list and promote restaurants in Europe/the world featuring regional Greek cuisines as well as shops/Supermarkets, mail order businesses offering products, preferably with “country of origin” labels, motivating/reminding buyers curiosity for another Greek vacation in a yet unknown and unvisited region.
An indicative budget of the project is up to 500.000 Euro, with 100% funding.
The project may be funded by Sectoral Operational Program “Technical Assistance”.

[bookmark: _Toc482141993]6.5 Draft Guide for the Program for “Stimulating Innovation & Entrepreneurship” (section 4.2)
To be delivered in a later stage as a separate document (in Greek language).
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