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MEDIA TOOL FOR DESTINATION MARKETING — THE CASE OF ALEXANDROUPOLIS

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace
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DESTINATION MARKETING (DEFINITION & SCOPE)

Definition: The term destination marketing defines the set of activities
undertaken to promote a destination nationally and internationally, the
creation of a positive image in the target audiences, the branding of a
destination and the achievement of an advantage over competitors.

In simpler terms, the mission of destination marketing is to create a common
vision for all those involved in the tourism process [hoteliers, businessmen
(coffee shops - bars, restaurants, travel - tourist agencies etc) local
government authorities, ordinary citizens] for the best possible promotion
and perception of a destination in the minds of its wannabe visitors.

It is needless to say that destination marketing treats a geographical area as
a potential touristic business. There is no exaggeration in the argument that
a successful destination marketing strategy is the one that pushes a visitor
from the dreaming phase to the consideration phase of the travel cycle...

All in all, the goal of destination marketing is the development and progress
of a destination and the improvement of its infrastructures and of the
standard of living of its inhabitants, which can be summarized as sustainable
tourism development...

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace
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WHAT MAKES A DESTINATION WORTH VISITING?

Sightseeings

Amenities

Accessibility

Available tourist packages
Activities

Auxiliary services

G ol g 08 ) L

Destination Brand —*The first image or impression that
comes in someone’s mind when he/she hears the name of
a certain destination (ie Barcelona — Gaudi, Athens -
Parthenon, Rome - Colosseum, Paris — Eiffel Tower,
Bordeaux — Wine, Milan — Fashion Week etc)

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace
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MINI BIO OF THE REGION OF EASTERN MACEDONIA AND THRACE

* It’s the fourth biggest Region of Greece (14.157 km?)

e

!

The Region of Eastern Macedonia & Thrace consists of 5 \ \ )
Regional Units: = i \\d

1.Regional Unit of Evros (Alexandroupolis)
2.Regional Unit of Rodopi (Komotini)
3.Regional Unit of Xanthi (Xanthi)
4.Regional Unit of Kavala (Kavala)
5.Regional Unit of Drama (Drama)

v
/
The islands in the Region of Eastern Macedonia & Thrace: n£p|Q£p£|0
-Samothraki (Regional Unit of Evros )
-Thassos (Regional Unit of Kavala)

AV, MoeeSovag - Opdeng

The population of the Region is 598.613 (sixth place among l({wmxn

5

others - January 2021) with Alexandroupolis being the

crowdest city (57.812) ’

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace
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SOME INTERESTING DATA

In 2018, tourism offered 21.6 billion € to the country's GDP / Of these, only 2%
corresponded to the Region of Eastern Macedonia & Thrace ...

Respectively in 2019, the Region records among all the other regions the following 3
negative records:

The lowest cost per visit with just 115 € showing a reduction of -31.1%

The lowest cost per night with 43 € showing a decrease of -13.1%.

The minimum length of stay per visit, ie 2.7 nights, recording a decrease of -20.8%

On the other hand, it recorded an impressive increase (by + 98.6%) in terms of visits,
recording 3,833 thousand, rising to the fifth place in 2019, with the majority of the
visits coming from Bulgaria (2,197 thousand), Turkey (523 thousand) and Romania
(310 thousand)

In general, we are talking about a "virgin" region (with the bright exception of Thassos
island) in terms of welcoming visitors but with measurable development and touristic
prospects if its comparative advantages are utilized...

Summing up, the poorest region nationwide - and in the whole Europe - is looking for
its pace, aiming to increase its performance in the nation’s touristic map...

NOTE: According to the first estimates, the summer of 2021 for the Region, and
especially the island of Samothrace, has proven even better than in 2019, when the
previous best performance until then was recorded...
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Nivaxag 3. Emokégeig 2019-2016

Emoxkégelg (o€ XIA.) % Aiapopd

Fkpigipocs 2018 2017 2019-2018 2018-2017

Nétio Aryaio 6.893 6.629 5.841 5.227 4,0% 13.5% 11.8%
Kewvrpikr) Makedovia 6.761 7.830 7.262 6.395 -13.7% 7.8% 13,6%
ATTIKA 5.923 5.681 5.137 4543 4,3% 10,6% 13,1%
KpAm 5.288 5.228 4.806 4537 1,1% 8,8% 5,9%
AwartoAiki] Makedova-©paxn 3.833 1.930 1.349 1.363 98,6% 43,0% -1.0%
I6wa Nnoia 3.048 3.162 2.966 2.457 -3.6% 6,6% 20,7%
Hepog 1.033 823 713 77 25,5% 15,4% 0.4%
MeAoméwnoog 899 886 727 843 1,4% 21,9% -13,8%
Autiki] EAAGSa 817 699 563 513 16,8% 24.1% 9.8%
OecoaAia 806 675 694 714 19,5% 2,7% 2,9%
Zreped EAAGDQ 679 549 376 409 23,6% 46,1% -8,0%
Bopeio Ayaio 359 389 364 328 -7.6% 6,7% 11,0%
Autiki} Makedova 304 349 222 330 -12,8% 57,5% -32,9%
ZUuvoAo 36.643 34.831 31.021 28.376 5,2% 12,3% 9,3%

Nnvi: Tpamela 1ng ENGda¢ - Emelepyacia:; INSETE Intelligence

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace
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1. Thassos (picturesque villages,
b e a C h e S a n d hi king trai /S) ﬂ: @ Edfoeig [ Ewoveq Q) Xapreg () Ayopég  : Mepioodrepa Epyoheia
ol e Mepitou 222,000 amoreAéopara (0,56 Beutepohertra)
2. Kavala (beach, sailing, castle
Mepipépeia Avatohikric Makedoviag kal ©pakng / AnuogiAeic
(Jnd museum) TIPOOPICHOI
3.Alexandroupolis (lighthouse,
beach, museum and camping)

4. Samothrace (quiet island with oo R
. . rpaq>|§d xwpid, ﬂgpa)\ia, ImlonAng, (I)(xpogI Mapahia, 'Houxq vnoi e ’
re / axin g b eac h es an d ruin 5) TiapaNC Ka... Kdotpo kai Mouotio  Mouaeio k... YaAapEC TTapaNE K.

i= MepioadTepol Tpoopiajoi aTo jiépog Mepipépeia Avarohikric Makedoviag kai Opakng

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace
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In general, tourism today is changing from mass to more and more
personalized, customized and experiential, as the main product offered
by it are unforgettable experiences and unique moments (“People will
forget what you said, will forget what you did, but will never forget how
you made them feel”). Especially when we talk about the dynamic
audience of millennials, they are primarily eager for experiences and
not acquiring material goods.

There is also a shift to alternative forms of tourism and the tendency of
interaction between tourists and each destination (getting to know the
local culture and people — from tourist to visitor to local).

Here lies the dynamic of the Region, as not being a popular destination
for mass tourism, it can with the appropriate promotion and marketing
strategies offer what can be characterized as the prevailing trends in
modern tourism, such as the offer of experiences, alternative activities
and, the always sought by travellers, hospitality (eg wine tasting in
Drama, floating tour in the Delta of Evros, bird watching in the Forest of
Dadia, canoe kayaking in Nestos, tasting in the olive groves of Makri
etc)

Zme Tv\\l Auesvnkh...
Epneupm

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace
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In the Region of Eastern Macedonia and Thrace, and especially in Alexandroupolis,
destination marketing is still in its infancy, with some initiatives being taken by the local
authorities (Municipality, Prefecture, Chamber, Hoteliers Association etc.) individually and
certainly not unified and under the same goals...

POoM

2| 9}_% af;-%;i“M(,

Modern and user-friendly websites have been created and are kept updated, delegations
are participating in the significant and famous tourism exhibitions in Greece and
internationally, leaflets are being given in the entry gates, advertised articles are published
in the traditional media and the internet, travel bloggers and tv shows have visited often

the area but there is still plenty to be done in terms of infrastructures and social media
campaigns...

O AnboToroa
Sl rTaviog Zet
B =56

The Region, and especially Alexandroupolis, has tremendous potential as long as the
infrastructures are improved (ie better utilization of the transport networks, renovating the
repulsive image of the majority of the entry gates, further investing and promoting the
natural and alternative activities etc) and new ones are added (ie building new hotels,
completing the announced developmental projects etc)

But the most cheap and most productive measure to be taken is to invest in a constant, e
inspiring, innovative and permanent social media presence — Holidays nowadays are being
planned almost entirely through our smartphones...

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace
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The aim target is the transformation from a city - passage to become a city — destination all year long, ideal for city-break tourism
with emphasis on the creation of further infrastructures and through proper education of the tourism professionals

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace




E] 2"d International Conference

A=
A S Intermodal Transports S Wn
n::'.“;‘;?.".&?ﬂ%.ﬁ“ﬁ D “Innovations in Planning, Management, Business Development & Decision Making” VIPARIDE
SRR T ENIRISST 14 & 15 October, 2021

The capital of Evros is characterized by the strategic advantage of being
connected by the 4 means of transport:
* Byairplane

* Byboat
* Bytrain
* Byroad

Alexandroupolis has the largest number of tourist and non-tourist
accommodation among all the cities in the Region of Eastern Macedonia
and Thrace (2,632 hotel beds and 454 beds in non-main tourist
accommodation).

The city welcomes tourists from Turkey, Bulgaria and Romania primarily
and from North Macedonia and Serbia secondarily.

In the previous years, Alexandroupolis was registered as one of the most
ideal cities for conference tourism due to the appropriate that time
infrastructures in this direction. In recent years there has been a
tendency to change the tourist narrative of the city and to be promoted
as an ideal destination for family vacations, as well as nature-oriented,
alternative, cycling and religious among others types of vacations.

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace



E] 2"d International Conference

ENIRISST Intermodal Transports | :
nﬁt'.'é'.ﬁ#..".}Plﬂin"“v‘ g “Innovations in Planning, Management, Business Development & Decision Making” ‘le 4RIDE
GPAIKHE M OF THRACE ENIRISST 14 & 15 October, 2021

ALEXANDROUPOLIS IS TRYING TO EMERGE AS A TOURIST DESTINATION... T Visit AXD coe

'5?52\ <)

The 10 most famous sightseeing spots in the city (by Tripadvisor)

1. Lighthouse EkTtaldeuvTtikog Touplopog | Ot paBnNTeEG OAwY
2. Dadia Forest TWV TIpoypauuAaTwy eknaidevong,
3. Agia Paraskevi Beach TIAVETULOTNHIWY, OXOAELWYV KAl KOAAgYiwy, ano
4. Ethnological Museum of Thrace TNV EAAASa kat To EEwTEPLKO, EXOULV TNV

SduvatoTnta va ouvduAoouV TIG EKTTALOEVUTIKEG
TouG SpacTNPLOTNTEG, TNV ETIAYI HE TN PYLON
7. Saint Joseph Catholic Church Kat v tp'l)\OEE:VlCl'plClQ oHopPns
Kki hi h napabaAacoLlag TTOANG HE TIOALTEAN
& Keluiie trmdilE Beee Eevodoxeia kalL MAOVOLEG PUXAYWYLKEG

9. Metropolis Square SpaoctnpLétnTeg. L https://bit.ly/3ExTgJx
10. Educational Academy Zarifios -

5. Information Centre of Delta Evros
6. Historical Museum

KEYWORDS . . .
Welcome to Alexandroupolis... All you wish is
*  Bike friendly destination here!
*  Family vacations &> https://alexpolis.gr/visitalexpolis/
«  Gastronomy EF Google Map: https://bit.ly/3IsTjl8
*  Thermal springs (reopening and further improving the actual facilities)
*  Delta Evros (worklng;odu_rsFof the information centre) #welcome #welcomeAXD #alexandroupolis
- 'F"j‘ori’re“ #alexandroupoli #AAEZANAPOYIOAH #evros

e Infrastructures #thrakl_ #sea #sun #AXD_aII__Seagons o

. Museums (a Iarge Variety for a c|ty in North Greece) #thl‘aCIansea #4season8destlnat|0n #VISItAXD

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace
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Alexandroupolis: The must-visit places (by Google) = Google
1.  Ethnological Museum of Thrace :
2.  Lighthouse e
3. Historical Museum
4, EOT Beach
5.  Yuppii Luna Park @
6.  Archaeological Museum ERspeovnon
7. Casino
8 Coastal Avenue 0] EBvohoyiko Mouoeio
9.  Natural History Museum Bpcorimreg Opakng
10. Nea Chili Beach AT %k kkx (377)
11. Ecclesiastical Museum X f;“:;:f(‘l“fn“c“g;’(‘m“:?‘“"““”
12. Anatasis Delta Sculpture Mrioeig
U]
Zevodoxeia
Instagrammability: t
. Evoikiazopeva
:;I;Jst ani ﬁ:;t:ir;'tsfact:r: KaTaAGpata Mapahia Tov EOT
choosing holiday Are€avdpolTiohng
destination — On the 12 tnkdk (259)
MNapakia

right we can see a
spot where Instagram
moments can be
made...

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace

Odpog
Ae€avdpouTtoAng
47 (2.341)

Oapog xTiopévog 1o 1880 pe
owTpLpavt

Yuppii Luna Park

42 (596)

gyvatia 060¢
loTopikd Mouaeio
ANe€avBpouTtoAng
46 (89) é\o’
Movoeio kat lotopia o ,f&’

9 ANeSayd O/l’)ﬂp)\n_ -
[ lotopikd Movaeio Me&uv&pobnokn_qj

Apxaiohoyiko

Movoeio
45 (53)

| ©2021 Acbopéva xdptn | Opot Xpiong = Avagpopd o1



E] 2"d International Conference

1 SRS Intermodal Transports
iy B “Innovations in Planning, Management, Business Development & Decision Making”

AHMOKPITE| DEMOCRI
NANENIZTHMIO 8 UNIVERSITY

OPAWHE I OF THRACE ENIRISST 14 & 15 October, 2021

CONCLUSIONS — WHAT IT HAS TO BE DONE?

You can’t talk about destination marketing nowadays without having
a thorough and innovative social media presence — Investing in
appropriate social media campaigns is a one way street...

All the key players involved must cooperate and jointly create a
narrative and a perception about what a potential tourist would gain
by visiting Alexandroupolis (It’s time to establish a Destination
Marketing Organization for the area) — Some steps towards the right
direction have been made because everybody has understood the
importance of acting rather than wishing...

Follow and adopt global touristic trends and produce a high quality
and with unique aesthetic content for traditional and social media

To improve the given services and the whole offered touristic
experience, the opinions of the target groups must be taken into
consideration — The social media act in that case like the silent — but
ought to be heard — voices of the customers...

In order to increase the visitor flows the destination should focus on
the creation of a competitive thematic touristic product
(infrastructures, services, unique experiences)

e pi nee/ly MhotoiN: Economou

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace
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Any Questions?

Research Activities: 12 - 15 October, 2021, Democritus University of Thrace



