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Facts & Figures

* Greece’s #1 export sector

* £€30,2 billion in economic output
representing directly ~13,0% of Greek
GDP (2023-the highest historically)

* Approximately ~30% of Greek GDP
when indirect impact is also added

* 16,5 % of employees in Greece are
occupied in F&B and hospitality in the
summer months

* Greece’s #1 most dynamic, resilient
and socially inclusive employer

in bn. €

2025

g j“E Y <40 mi. Arrivals % € <23.5 bi. Receipts
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Source: Bank of Greece — Processing INSETE Intelligence. Cruise data included



Inbound Tourism: Greece’s Top Spenders

18.0% of total receipts
€3,702M

Germany

15.3% of total receipts
€3,160M

United Kingdom

7.7% of total receipts

USA €1,584M

6.1% of total receipts
€1,260M

France

6.0% of total receipts
€1,225M

Italy

3.5% of total receipts

Netherlands €728M

3.2% of total receipts

Poland €653M

esaan | Travel & Tourism Development Index Ranking 2024

é:;;;:()tal receipts Spa i n n ‘ +1

2.7% of total receipts

€546M p France II ‘ﬂ

M €1.OIOOM €2.OI00IVI €3.0IOOM €4,0IOOM Italy “ 3
Receipts (€ millions) +

Portugal B
Greece _ ‘ =

Turkey EEEETE—
croatia [ E— P

Source: World Economic Forum
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Romania
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Source: INSETE, 2024




Greece Overall

EXPERIENCE REPUTATION: RESTAURANTS, BARS & ATTRACTIONS IN GREECE 9

Sentiment Scores

Overall Rating
Country
Benchmark

Overall Rating
Greece

9.1

.Cr;"’:‘a Rating per Market
Portugal
“
: Market Rating Review Volume
Italy
8.8 United States 9.4 5,185
Overall Rating , ,
United Kingdom 9.0 6,505
Europe
8.7 Germany 8.7 2,574
France 8.5 3,459
Italy 8.4 4,645
Greece 8.5 1,308
Note: Data presented here stems from numerical ratings. The
markets reported are based on review count.
Culture Food & Beverage Sea
Note: Data presented here stems from numerical ratings. Note: Data presented here stems from written reviews.

Period of analysis: July 1st, 2025 - September 30th, 2025. Review Count: 319,872

. MM rl‘(ijl Me 1 ov aroB6mo :_sznA NPOTPAMMA 20212027
Greece Reputation Tracker | 6 Note: For a full list of sources, please see appendix B Reseaych - 1 Evpumcinis Evwong  =m20212027 ANTATQNIZTIKOTHTA


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

Top motives: relaxation — new places / cultures

Followed by weather in Europe, new activities in USA, AUS

High score for gastronomy and experiences as well

Experiencing a new place / culture 46,9% 46,8% 53,3% 51,7% 46,6%
Enjoying yourself / relaxing 37,0% 47,4% 50,6%_
To enjoy better weather 36,1% 30,0% 48,2% 16,6% 20,9%
To do new / exciting activities 33,6% 20,2% 29,5% 22,7% 41,2%
Explore the outdoors / adventure 31,0% 32,4% 26,6% 24,1% 30,3%
To try new food 27,8% 27,7% 28,3% 29,8% 32,1%
Once-in-a-lifetime experience 22,1% 26,3% 20,1% 25,5% 31,3%
Luxury / treating yourself / others 17,40}0 15,1% 34,8% 4,3% 29,5%
To visit religious monuments / sites 8,6% 29,0% 8,0% 28,6% 8,8%
To watch sport 5,6% 5,0% 7,6% 3,6% 9,7%
Other 4,6% 5,9% 6,4% 4,6% 7,6%

Source: GWI
In the next 12 months, what are your reasons for taking vacations abroad?







Seasonality Insights

Q 2025

Q1

Q2

Q3

Q4

%0 Receipts vs
2024

4,3%

12,8%

6,9%

15,5%

%A Arrivals
Vs 2024

5,4%

-0,6%

6,2%

14,4%

Performance
Status

Stable

High Efficiency

Market Leader

Growth

Main Takeaway

Moderate organic growth
in low season.

Significant revenue boost
despite fewer arrivals.

Dominates 50%+ of the
total annual market.

Fastest expansion; proof
of season extension.



Europeans are adjusting their travel habits according

to climate change

Seek places with milder temperatures 16%

Check forecasts before booking 16%

Avoid Destinations with extreme temperatures 15%

12%0

Choose weather independent activities

9%

Change in holiday months

Look for activities with weather guarantee 7%

Source: ETC Monitoring Sentiment for Intra-European Travel Autumn & Winter 2025/2026

® Have adopted at least one change

m Have not changed any habits



Sustainability as a priority in travel spending

2

i

25%

of respondents paid more for a
more sustainable travel option
(only the extra cost compared to
a non-sustainable alternative)
in the past 12 months

Part of the Trip for which the Respondent Paid More
for a Sustainable Option, Q3 2023

Hotel /Accommodation(s) 32%

Flight(s) 23%

Experience(s) (e.g., wine tasting, cooking) 22%

Cruise 11%

Tour/activity(s) (e.g., guided tour, parasailing) 9%

Other(s) 3%

Source: Skift Reseach U.S. Travel Tracker, Q3 2023. N=1,030
(Business travelers N=~143 and travelers traveling for personal purposes N="887}



METRZN

Sustainable Tourism

Powered By Y=l &
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Verification on all stages



The “anywhere” query

The Pu-rrssse- The
Repeaters Driven Agnostics
(25%) (50%)

(25%)

Source: European Tourism Day 2026 Conference



The “experience” first

Activities &
experiences

key to diversify
and to redistribute
demand

17,5%
Cultural

a41,1%

Nature
17,9%

Gastronomy . .
12,3% Active 11,2%

Source: Mabrian and Data Appeal



The power of “live tourism”

Sports and
exhibitions drive the
most tourism
spending around
events in Europe

+7%

Compared to last year,
tourism economic impact of
events in Europe grew

2,4%

Concerts Others
10,8% 0,9%

Sports

Festivals a1.,4%

15,1%

Exhibitions

29,4%

Source: Mabrian and Data Appeal



Travel Trends by Age




Al, Hyperconnectivity & Digitalization

{(
Automating the
,, predictable so it can
MARKETING BOOKINGS B . h u m a n i Se
S the exceptional.
=30

7)

FEEDBACK EXPERIENCE
SHARING







Main Challenges

Seasonality
Concentration
Overcrowding
Infrastructure
Climate Change

Labour shortages

—

Destination
Management

Macroeconomics / Geopolitics



H#HResilience




Greek Tourism:
Challenges, Prospects and Trends

Maria Gatsou, SETE General Manager
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