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Abst r act

The determination of the nature of the tourist product is a
precondition of any research aimng at providing propositions for
effective tourism nmanagenent strategies. D fferent approaches have
been inplenented in this direction, based on different criteria and
vi ewpoi nts. Conposing all these approaches, the "tourist product”
enconpasses a wi de spectrum of products from different sectors of
production as well as a nunber of services, while it is affected by a
series of distinguishable state policies. An inportant feature of the
tourist product is its immterial nature. Buying a tourist product
actually nmeans buying sentinments which contribute to the creation of
an experi ence.

The pronotion and advertising are basic paraneters for introducing
and naking famliar a tourism destination; therefore, they are
i nportant for economc and regi onal grow h.

The area examned by this research is the policy inplenmented for the
pronotion of Geek Tourism The research was conducted in two
di rections:

. the analysis of advertising expenses in order to reveal the
strategy that was followed diachronically regarding the selection of
markets, the evaluation of their significance and the level of the
advertisi ng expenses and

. the analysis of the advertising nessages pronoted through the
advertising canpai gns of the Greek Tourism Organi sation

Two research nmethods were applied: firstly, a semotic analysis in
order to reveal the creative strategy, the neanings of images, the
operation of individual elements and the way they were conposed; it
was supplemented by a content analysis, that is, the isolation and
count of selected el enents.

The findings from these two anal yses were conposed in order to form
the final concl usions.

Keywords: Greek National Tourism Organisation, advertising canpaign
advertisi ng expenses, semotic analysis, content analysis.

JEL C assifications: L83, M7

| nt roducti on

Tourism advertising is an area that has been researched intensely in
international |evel. However this has not been the case in G eece
The Greek National Tourism Organisation has approached this aspect of
tourism with an occasional and fragnmentary way w thout preserving
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consistent and credible archives that could be used by future
researches. A long-range strategy is absent and the policy decisions
have not been based on quantitative and qualitative research

Regardi ng the advertising nessage, there has not been an explicit and
integrated strategy, due to the lack of substantial researches for
the effectiveness of the advertising canpaigns. Therefore, the
criteria for the relative decisions are unclear. Mreover, the
reports on the advertising of the Greek tourist product were nainly
focused on the advertising expenditure, ignoring or underestinating
the inportance of the advertising nmessage. In the present study, an
attenpt was nmade to overcone the difficulties arising fromthe |ack
of archived information and fornulate a nore conprehensive approach
on the subject of Geek tourism advertising, by examning the
advertising canpai gns of the Greek National Tourism Organisation

Mai n findi ngs of other studies

Advertising of tourist services

The particular character of the tourist product causes restrictions
and inposes certain directions, regarding the type of communication
and the means which can be used. The determ nation of the nature of
the tourist product also indicates the way it wll be managed and
adverti sed.

It is a special type of private consunption which includes a |ine of
i ndi vi dual products and services and is influenced by distinguishable
governnental policies. A mgjor characteristic of the tourist product
is its intangible nature. The provision of services is not about the
transferring or the acquisition of natural objects (Berry Leonard L.
1980). Thus, consuners cannot see, touch or picture what they are
buying in any way (Bateson, John E. G, 1977, CGeorge WIlliam R and
Leonard L. Berry, 1981). Therefore, it is not possible for soneone
who wants to buy a service to estinmate its quality before this
service is provided (Parasuranan, A, Valarie A Zeithanm, and
Leonard L. Berry, 1985, Bateson, John E. G 1995). The intangible
character of services decreases the ability of the consuner to
di stinguish the differences between providers (Hoffnman, K Dougl as
and John E. G Bateson, 2002) and leads to "generalisation" (Breivik
Einer and Sigurd Villads Troye, 1996, E. WIlson and J. Hair, eds.
Manm ). That neans that the consuner tends to conceptualize al
services in a simlar way (Judd, Robert C., 1968, Knisely Gary, 1979,
Thomas Dan R E., 1978).

In order to deal with this problem there have been propositions that
could help a product-service acquire a nore "tangible" character when
a particular offer is presented to the consumer (Cutler Bob D. and
Raj shekher G Javal gi, 1993, Miurray Keith B. and John L. Schlacter,
1990). Four nethods were proposed (Berry, Leonard L. and Terry d ark,
1986): 1.Visualization 2.Association 3.Physical Representation, and
4. Docunentation. Only “Visualization” and “Docunentation” wll be
exanm ned in this paper.

“VMisualization” is the creation of a live picture of the service, its
qualities, wutilities and benefits to the custoner. “Association”
refers to the connection of a service with an object, person, place
or fact. “Physical Representation” is a form of association aimng at
the main characteristics of a service and especially at those that
reveal its benefits to the consunmer. “Docunentation” provides
specific information which proves the value, the quality, the virtues
and the benefits of a service to the customner
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“Visualization” is the depiction of a service, so that its values are
clearly presented to the consuner. Wth “docunentation”, the
presentation of several data about the service strengthens the
statenents of advertising, concerning the quality and the value of a
service and helps to attenuate the indefiniteness that the intangible
nature (Mttal Banwari, 1999) of services creates.

The visualization ains at giving a "live" picture of the service so
that custoners can cognize its benefits by inagining thenselves
“living” it. “Lively” pictures strengthen the effectiveness of a

nessage, since they are strongly inpressed on the nenory of people
and influence their behaviour (Dobni, Cornelia and George M Zi nkhan,
1990, Robertson, Kim R, 1987, Rossiter John R and Larry Percy,
1978, 1980, Shostack G Lynn, 1977, Mlnnis Deborah J and Linda L.
Price, Werner Kroeber-Rel, 1998). According to Wrner Kroebel Riel,
“"liveliness" is "the clearness and clarity with which the picture is
presented to the ‘internal’ eyes of the consunmers" (\Werner Kroeber-
Riel, 1998). "Liveliness" is created with the use of pictures and a
nore "realistic" and less "abstract" text, as far as the terms and
the words in general contained in it are concerned.

It is obvious that pictures are nore effective neans in creating
“liveliness". The effectiveness of pictures regarding their
nenorization is stronger when a sort of action is depicted. That is
to say, when there is interaction between the elenents that are
portrayed. The static pictures are |less effective (Wrner Kroeber-
Riel, 1998). The elenent of "narrative" in the picture, in other
words, when the picture “tells a story” enhances the "engagenent" of
the spectator and accordingly the nenorization and the positive
evaluation of an offered service, particularly when this service is
about “living experiences” (Adaval R and R Wer, 1998, Mattila,
Anna S., 2000).

“Docunentati on” concerns the provision of information regarding the
characteristics, the benefits, and the virtues of a service. It can
be applied in three forns (Mttal Banwari, 1999):
Docunentation regarding the consunption (e.g. statenents, or
testinonies of consuners that tried the service).

Docunentation regarding the provision of a service (e.g. the
nunber of planes of an air conpany, the nunber of roons of a
hotel, etc).

Docunentation of the efficiency of a service (e.g. various
statistical data).

An inmportant finding is that “docunentation” is very effective when
advertising services are related to the enjoynent of experiences
(Stafford Marla Royne, 1996), like tourist services (Stafford Mrla
Royne, 1996).

General ly, “visualization” and “docunmentation” are two methods which
are very effective in the advertising of tourist products or
services, especially if these nethods are conbined, since they are
conpl enentary. Wth “visualization”, the consuner is provided with a
ot of information about the service and its quality, and therefore
the probability to accept the offer is increased. However,
“visualization” alone does not increase the "uni queness” of a service
and does not effectively differentiate it from the services offered
by conpetitors. “Docunentation” is the way to solve this problem by
providing the appropriate information so that the uniqueness of a
service is highlighted (Donna J. Hll, Jeff Blodgett, Robert Baer,
Kirk Wakefield, 2004) and its qualities are pronoted.
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A very inportant finding of other studies regarding the advertising
of services is that people are nore concerned in searching
information when the notive for the purchase and consunption of
service is the anusenent or pleasure (H rschman, Elizabeth C and
Morris B. Hol brook, 1982, Mano Haim and Richard L. diver, 1993,
Al bers-MIler Nancy and Marla Royne Stafford, 1999, Legg Donna and
Julie Baker, 1987, Mttal Banwari, 1999, Stafford Marla Royne and
Ellen Day, 1995). In the case of “hedonic” services, people have a
hi gher level of involvenent (Wakefield Kirk L. and Janes Barnes,
1996, Wakefield Kirk L. and Jeffrey G Blodgett, 1999). Travels and
tourism are included in this category of services (Johns, N ck and
Szilvia Gyinothy, 2002). People participate in tourism mainly in
order to enjoy physical, mental and intellectual experiences (G ove,
Stephen J., Les Carlson, and M chael J. Dorsch, 2002).

A useful nodel in order to analyze the neaning and value of tourist
products and services for the consuners as well as draw concl usions
that could be inplenented in the advertising strategy is the FCB
grid(Vaughn, 1980, 1986). This nodel categorizes products in |ow
i nvol venent and high involvenent and presents the significance of
certain criteria and incentives for the purchase. A so, it provides
directions for the use of the appropriate nedia for each case, as
wel |l as for the creative approach.

In this nodel, products evaluated as of high inportance, have a |ong
life, are expensive, are considered as an investnment by the
consuners, and are placed in the first quadrant. The purchase of
these products is based on decisions mainly with rational criteria.
Products of high inportance and price are included in the second
quadrant, and the decision for the purchase of these products is made
mainly wth psychological criteria. In this case, pictures are
suitable for the formation of the advertising nessage. In the third
gquadrant there are products of |ow inportance and involvenent, with a
low price, and the purchasing decision is made wthout serious
thinking, but wusually it is a matter of habit. The nessage shoul d
create an attractive offer and should be repeated regularly. In the
fourth quadrant, we find products of |ow inportance, involvenment and
price. The decision for the purchase is determned to a |arge extent
by sentinental criteria, because these products are considered to be
short "pl easures".

However, the question of involvenent is nore conplex. The degree of
i nvol venent is not determined only by the attributes of the product
but also by the attributes of each individual’'s personality, the
conditions under which the individual receives the advertising
nessage, the nmedia and the advertising neans (Wrner Kroeber-
Ri el , 1998).

Peopl e process the stinmuli-nessage with two systens: the linguistic
system and the non-linguistic (iconic) system The processing of
information by the linguistic system mainly the reasonable, analytic
t hought and the rational guidance of behaviour. The processing via
the “iconic” system (Werner Kroeber-Riel,1998) nainly stinulates
sentinents and the enotional, non rational behaviour. |nmages are
processed rapidly with mnimal nental effort. Therefore, they are
nore suitable for influence in conditions of l[ow involvenment (Wrner
Kroeber-Riel, 1998). Thus, television is considered to be a nedi um of
I ow invol verrent, and nore suitable for messages aining nostly at the
enotions of the recipient, while, for exanple, newspapers are a
nmedi um of high involvenent and nore suitable for nessages targeting
the rational thinking of the recipient. This difference is determ ned
by the domination of image in the first case and the domi nation of
text in the second case.
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VWhen people are | ooking to buy tourist products-services, they have a
hi gher degree of involvenment. The consuners with high invol venent do
not nmake their decisions based only on inpressions or enotions, but,
mainly on information related to essential attributes of the product
or service. They process this information analytically, that is to
say, in a "central" way, in contrast to the consunmers with |ow
i nvol venent who process the information, nore fleetingly and
superficially, in a way which is characterized as "peripheral" (Petty
Ri chard E. and John Cacioppo, L. Perry and A. G Wodsi de).

Based on the above, the suitable area in FCB for the categorization
of the tourist product appears to be the second quadrant. Indeed, as
it is confirmed by relative researches (Mrtinor Kathleen, 2002),
tourist products/services, such as “tourist packages”, are placed in
the second quadrant (Sentinental), which 1is defined by high
i nvol venent and the predom nance of feelings. In this group of
products, consunmers are initially drawmn by feelings, in a secondary
phase they seek infornmation and finally they act (Feel-Learn-Do).
Concl usively, the intangible nature of services defines the neans and
the nethods which can be used in order to advertise or offer tourist
products/services to the consunmer. Consuners, in order to distinguish
the differences between services offered, but also to mnimze any
reservations and fears concerning the purchase of an intangible
product, need nmore and better information. Specifically, regarding
tourism services, which are about pleasure and recreation, consuners
have a hi gher degree of involvenent and consequently a notive to seek
information, which they process nore consciously and analytically
(centrally).

Review of the approach of tourist product advertising
concerning the Greek case

Consuners follow first their enotions and then they seek conpleted
and analytic information. They are interested in the reliability of
this information as well as the reliability of the source of the
information. That explains the inportant effect of interpersona

comuni cation (word of nouth) (Kiki Kaplanidou and Dr. Christine
Vogt) in the formation of their decisions concerning the purchase of
tourism products/services. People, who have visited a tourism
destinati on and have a positive experience, are very likely to visit
this place again and develop a "devotion" to this destination. In
this case, even if they have a negative experience visiting this
destination, this fact woul d have mi nimum effect on their “devotion”.
On the contrary, for the people who are visiting a tourism
destination for the first time, a negative experience can lead to the
decision not to visit this place again (Joaquin Al egre and Mgdal ena
Cladera, 2006). Repeated visits and "devotion" to a destination
characterizes particularly tourism during the sunmmer holidays (sun-
sea-beach) in the Mediterranean tourist destinations (Joaquin Al egre
and Magdal ena O adera).

Advertising is less effective in convincing people to visit a tourism
destination for which they have little or no know edge/ experience at
all, and even less effective in convincing people to visit a place
from which they have negative experiences or a negative opinion in
general . However, advertising can inpel the undecided ones, renind
t he tourism destination to t hose who have a previ ous
know edge/ experience and also help those who do not know anything
about it, to form in their mnd an initial picture of this
destination. Furthernore, advertising is always useful in changing
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possi bl e negative views about a destination through a well-planned
comuni cati on strategy.

Therefore, the profound knowl edge of the targeted narket s
necessary. |If the destination has a good reputation, advertising is
the nmpbst econonmic and effective way to pronbte it. In the other
cases, the best nmethod is to provide information for the destination
through all available channels. In any case, it is necessary to
utilize mass nedia for advertising and news diffusion, which enrich
t he know edge about the tourist destination in a positive way, within
the framework of an integrated strategy. As it is described
enphatically in the Proposal of SETE (Association of Geek Tourist
Enterprises) for a Marketing Plan on Geek Tourism “lIt is our
obligation to inform regularly and consistently the international
Mass Media. If we want to pronote tourismwe should provide themwth
news, we should give them “stories” (Association of Geek Tourist
Enterpri ses, 2004).

As already nentioned, no research has been conducted in G eece

regarding the advertising nessage. Anal yti cal recording and
presentation of the advertising canpai gns are al nost non-existent and
there is a great deficiency of relative studies. In Geek

bi bl i ography, the study which exam ned the advertising nessage and
formul ated sone basic guidelines, based in some extend, on individual

researches but mainly on the international practice and on basic
rules of marketing, is the Mrketing Study on the Geek Tourism
(Eur opean Conmi ssion, Mnistry of Devel opment, Greek National Tourism
Organi sation).

Regardi ng the advertising expenditure, the only previous research was
published in 2002 by the Institute for Tourism Research and Forecasts
(I TEP). A basic conclusion of this study is that the reason for the
inefficiency of Greek advertising canpaigns for the period 1991-1999
was the inappropriate apportionnment of expenses, and especially the
excessive expenses on advertising, conpared to the expenses on
pronotional actions and on informng the public (Andreas K Kouzelis
2002). This conclusion derives from the ascertainment that the
conpetitors of Greece, which spent nore noney on pronotional actions
and on informing the public, were nore successful in attracting
tourists. The study of |TEP proposes that the executives of the GNTO
should participate in tourism exhibitions and conferences and nake
contacts with travelling agents. According to this study, the
expenses made for the pronotion of Geek Tourism during the decade
1990- 1999 were nostly on advertising by 69,2% and public relations by
30,3% while the expenses on pronotional actions were only 0,5%
(Andreas K. Kouzelis, 2002). Furthernore, another conclusion shows
that the public is nore responsive to pronotional actions, where
exhi bitions are included, than to general adverti sing.

However, according to the Marketing Study of the Geek Tourism and
specifically the included International Marketing Plan, exhibitions
are less effective for the pronotion of tourism This study suggests
the reduction of participations in exhibitions, while it proposes
that advertising should be the min nmeans to pronbte tourism
(Eur opean Conmi ssion, Mnistry of Devel opment, Greek National Tourism

O gani sat i on).

There is a need for a nore integrated approach on this subject, which
will include the analysis of advertising expenses as well as of the
advertising nmessage. This approach will provide an overview of the
strategies inplenented for the pronotion of Geek Tourism during a
15-year period. The conparison of the findings of these analyses with
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the nunber of arrivals as well as the evaluation of advertising
canpaigns will enrich the conclusions of our study, harnonising it
with the nost recent orientations of the research on tourism
adverti sing.

Met hodol ogy of research and problematic issues arising
fromthe present condition

Through this study, an attenpt is nmade for a research of the Geek
tourism advertising, conbining the analysis of the advertising
nessage with this of the advertising expenses, within a |long period
of time. More specifically, we are investigating the advertising
strategy, inplenmented by the Greek National Tourism O ganisation, and
also analyze the inage of Geece, as it was forned through the
advertising canpaigns for the years 1991-2005.

The research followed two directions: the analysis of advertising
expenses and the anal ysis of advertising nessages.

Regarding the advertising expenditure, the analysis ains at giving
information on the strategy that was followed diachronically, the
targeted markets, the inmportance of each nmarket and the anmpunt of
advertising expenses. These data are presented analytically for each
country and are contrasted with the data of arrivals from each
country, for the time period 1991-2005. The analysis of advertising
expenses was based on data provided by the Geek National Tourism
Organisation. Analytical tables of the advertising expenditure per
country, program (regular, Co-op, extraordinary) and nmeans (regarding
only the extraordinary program) were created, for the time period
1991 until 1999.

The lack of analytical data for the years 2000-2005 led in seeking
information from various sources. For the analysis of the advertising
nessages, two nmethods were applied. Initially, a semotic analysis
was inplenented in order to reveal the creative strategy, the
i nportance, the meaning and the inplications of inages, the operation
of individual elenments and the way they were conposed, the nethods
and the tactics with which advertising is attenpting to convince the
targeted audience. It was supplenented by a content analysis, that
is, the isolation and count of selected elenents. The findings from
these two analyses were conposed in order to form nore conplete
concl usi ons.

Anal ysis of the research data

Concerning the advertising expenses, the analysis is based on two
data categories, presented in the correspondi ng diagrans show ng the
di achroni cal analysis of the advertising expenditure for selected
countries and groups of countries, presenting separately the periods
with different currency (drachmas, Euro). Moreover, the arrivals from
each country are presented for the period 1991-2005.
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Di agr ans
A. Countries of Central and Wstern Europe
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1993 1.841. 054. 000 | 6. 748. 389 1997 127.284. 469 | 669.596 | 1998
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1996 3.551.411.000 | 5.911. 167 R=0. 68
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Di agram 2
Advertising expenditure diagrans and arrival diagrans

Because of a lack of analytical information, the data were devel oped
through the conparison of the amount of the advertising expense and
the nunber of arrivals, which is undoubtedly an indirect way of
studying the possible effect of advertising on the attractiveness of
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G eece as a tourism destination. Nevertheless, the results of this
conparison may constitute a useful instrument for further studies.
The advance of analysis required the formation and verification of
assunptions, given that, extraneous factors positively or negatively
affected the tourist product, during the period exam ned.

Significant conclusions arise from the observation of the tine
periods when intense fluctuations are presented in advertising
expenditures. It was observed that at the early ‘90s the reduction of
advertising expenditures in nost of the European countries was
acconpanied with an increase in arrivals. This is very clear in the
cases of Great Britain, Italy, the Scandi navian countries, France,
Gernmany, Austria, and Belgiumas well as in the rest of the Wstern
European countries. There are four possible explanations of this
phenonmenon. The first one is that the advertising expenses or
generally the publicity of the previous years (1989, 1990) had been
very effective. The second explanation is that in sone countries and
in particular the regular “custoners” of Geek tourism the
fluctuations, up or down, in advertising expenditures influence,
positively or negatively, the arrivals only if they exceed a naxi num
or mninmum crucial point. The third interpretation is that the
advertising nessage was possibly effective enough due to its three-
year duration, thus allow ng the decrease of expenses after 1991, so
that in the following two years there was just a remnding of the
sane nessage. The fourth explanation is that this phenonenon was
caused by other reasons (i.e. agreenents with tour operators of those
countries, last mnute discounts, etc.)

The vertical rise of advertising expenses in 1996 (possibly in order
to deal with the negative consequences of the extraneous factors of
the years 1995 and 1996), was followed by a steady rise in arrivals
during the following 4-5 years. The fact that alnmobst in the mgjority
of the Western European countries the advertising expense of 1996 had
been by far the highest until 1999, shows that the amount of the
advertising expense was also a very inportant factor for the increase
of arrivals. In 1998, a vertical decline in advertising expense was
observed for all countries. Nevertheless, this fact did not seemto
affect next years’ arrivals. So, the previous assunption and the
reasons set out as nore likely, seemto be verified.

The high advertising expenses in the year 1996 and to a snaller
extent in 1997 as well as in 1999 and 2000 prevented the declining
trends in the nunmber of arrivals in nmost of the countries after 1998.
In average, there was a rise in expenditure. However, if the 1998 | ow
expenditure remained at the same levels the following year, then
possibly the picture of arrivals would be different. Furthernore, in
relation to the advertising nessage, it should be noted that after
three years of continuous changes in the nessage, “The authentic
Choi ce” canpai gn had been renained the same from 1997 until 1999.

A first conclusion arising fromthe exam nation of all the cases is
that major inportance is given to the Wstern European countries

Advertising seens that positively effects the selection of the
tourismdestination. It also appears that the | TEP ascertai nment that
the advertising effect is not direct, but acts in the long run and
its substantial results occur after a two-year period, is confirned
(Institute for Tourism Research and Forecasts (ITEP), Press Rel ease,
2002) .

Nevert hel ess, each case is particular. For exanple, the Scandi navi an
countries appear to have been less affected by the fluctuations in
advertising expenses. This probably nmeans that due to their culture,
Scandi navians are less affected by advertising: northern Europeans
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plan their vacations in the long run and do not easily change their
habits. On the contrary, in cases such as France, Great Britain and
Italy the fluctuations in arrivals are nore related with the
fluctuations in advertising expenses. The relation of the amount of
advertising expense with the nunber of arrivals in relatively new
markets such as the countries of Visegrad, Russia, Egypt and Israel
is even stronger.

In order to define the level of correlation between tourist arrivals
and advertising expenditure, the countries exam ned were categorised

in two groups: A) those which are “regular custoners”, i.e. the
Central and Western European countries, and B) those which are “new
custoners”,i.e. the Visegrad countries, Russia, etc. For the first

group of countries the correlation of the advertising expenditure and
arrivals is not very strong (R=0,18) and this is expected, since
these countries are regular custoners of greek tourism Concerning
the second group of countries we observed a stronger relation between
adv. Expenditure and arrivals (R=0,68). However, the anmount of adv.
Expendi ture does not affect arrivals imediately. It was obvious that
the results in arrivals were starting to appear 1 year |ater

The particularity of the tourist product is confirmed from all the
above, since consuners approach it wth greater reserve and wth
stronger desire of receiving substantial information. Consequently,
it is a very sensitive product to extraneous factors, conditions and
facts causing insecurity to the consuner.

Countries, which are regular custoners of the Geek tourist product,
present greater stability in the selection of Geece for their
vacations, that is, they are nore “devoted” custoners and are |ess
i nfluenced by advertising. In that case, advertising “inpels” rather
than “convinces”. Consequently, it is advisable for each country in
separate, to seek for the ideal anpbunt of advertising expense, though
within the framework of a conprehensive strategy for each market.

Lastly, the stability of the amount of the advertising expenses as
well as the advertising nessage and the avoidance of great
fluctuations are preferable and nore efficient in the long-term in
all of the country cases, bearing in mnd that each country is a
different case and should be exam ned separately. Furthernore, the
advertising expense is an investnent with nmedium and long-term
results and the relative decisions should be taken in relation to the
strategy planning of the tourist product pronotion through the
conpetent authorities in national |evel.

Semotic analysis of the advertising nessage

In order to analyse the advertising nessage the semotic (Pierre
Gui raud, 1989, Roland Barthes, 1988, John Fisk & John Hartley, 1992)
and the content analysis nethods were used. The seniotic analysis of
GNTO s printed advertising and TV spots for Geek tourismoffered the
opportunity to investigate the separate structural elenents of the
advertising nmessages, as well as their formation nethods and
t echni ques for a persuasive conmunication

The nost crucial point in the procedure of application of content
analysis is the definition of each elenment to be exam ned. The
application of content analysis in inmges makes the definition of
these elements even nore difficult, especially in the case of noving
pi ctures. Therefore, the senmiotic analysis should precede, in order
to identify the mgjor structural elenents of the advertising nmessages
and these findings should be used in a content analysis. In printed
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adverti senent, each elenment was defined according to its presence in
each picture and regardless of its size and position (in the
foreground, in the background, etc.). In advertising spots, each
separate shot was considered as a semantic unit and the elenents
appearing in it were counted. Thus, for exanple a shot of the sea is
recorded as a unit of the subject “sea” when the shot has been
conpleted, that is, it constitutes a conplete thematic unit. Each
different elenent in a shot is categorized in separate. So if an
i mge of a beach is recorded in one shot and then the inmage of the
sane beach appears again in another shot, they are considered as two
separate presentations of this thematic unit.

The exam ned el enents and the classification of inportant findings of
the semotic analysis, as well as particular information arising from
the advertising theory of the tourism services are included in table
1, conbining the semotic analysis with the content analysis during
the period 1991-2005. Through tinme, the GNTO advertisenents for G eek
tourism constitute the image of the Geek tourist product abroad.
According to table 1, the Geek tourist product is nainly defined by
the following conponents: sea-beach, antiquities and islands.
Reference to the continental Geece, religious nonunents, G eek
cuisine and entertainment is made in snaller extent, while there is a
smal|l reference to other tourist products such as yachting, sports
and adventure tourism conference tourism and golfing tourism
Concerning hunman presence, Geeks are defined through folkloric
i mges, usually wearing traditional outfits, exercising traditional
crafts or in some other cases as dancers and nusicians. Visitors
appear to be engaged in tourist activities or to enjoy vacation
noments in Greece. In sone cases, their appearance or their physical

characteristics are also a defining feature. |Inmages of couples,
children and animals are relatively frequent. These pictures
constitute very comon ways of influence in every type of

advertisenments, not only in the field of tourism

The frequency of appearance of all the above elenents through tine
leads to a very significant conclusion. The great increase of the
elenent of “visitors” illustrates that publicity canpaigns of the
period until 2000, laid enphasis on various features of the Geek
| andscape and culture by displaying them in successive inmages,
whereas from 2000 and on, there was a turning towards the visitor;
this fact is also verified by the semotic analysis, as well as by a
sinply careful observation of the advertisements in tine order. In
that period the GNTO adverti senents conpri sed nore pictures and shots
showing visitors interacting with the environnent and enjoying their
hol i days. So we could say that a change in strategy took place.

This strategy is nore appropriate, since it is nore consistent with
the basic findings of other researches and the theory on tourist
services advertising. In particular, it is clearly nore “informative”
since the spectators can identify thenselves with the characters
appearing in the spots and therefore, inagine thenselves in their
pl ace. Furthernore, apart from the beautiful sights, also “exanples”
of visitors and activities are presented. In this way, there is an
actual “visualisation” of the tourist product, that is, of the
i ndi vi dual services-activities constituting it as well as a
docunment ation of the quality of these services.

It should be noted that, the Marketing Plan included in the Market
Study for Geek Tourism which was conpleted in spring 1999,
contributed to this change, as well as to the formation of the
general conmuni cati on approach of the publicity campaign that started
in 2000 with the slogan “That's life” (European Conm ssion Mnistry
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of Devel opment, Geek National Tourism Organisation). This arises
fromthe fact that the whol e approach of the concept concerning the
advertising nessage of this particular canpaign is consistent wth
the new outl ook proposed in the plan regarding the inmage of G eek
tourist product (Geece, unique harnmony of sun, sea and culture).
Besi des, the word “harnony” is present in every advertisenent of this
canpai gn, and the nmessage in respect of picture and text, refers to a
sense of harnony felt by the visitor.

The “argunment” category was included in the table where there is a
brief and concise reference to sone fundamental conclusions of the
semiotic analysis ~concerning the type and structure of the
fundanment al argunent expressed in each canpaign. Thus, in the case of
the canpai gn of the years 1991-1993 (Chosen by the Gods) the argunent
derives from a correlation of gods and nythol ogical elenents of
ancient Greece. In the canpaign of 1995 (Makes your heart beat) the
argunent is based on a nunber of contrasts and on the presentation of

short scenes of Geek |andscape, antiquities, etc. In the 1996
canpai gn (A never ending story), contrasts and short scenes are used
once again. In the advertisements of the years 1997-1999 (The

authentic choice), the argunment is based on an attenpt to prove the
claimof “authenticity”, with the use of various netaphors.

The publicity canpaign of the period 2000-2001 (That’'s life) is based
on an argunent of enotional nature, creating a dream ng atnosphere.
In the canpaign with the slogan “Beyond Wrds”, of the years 2002-
2003, the argunment derives froma correlation with the ancient G eek
culture. The argunment of the publicity canpaign of 2004 (Your best
time yet) is also based on an attenpt to prove the value of the
tourist product with the use of various netaphors. In 2005 the
canpaign with the slogan “Live your nyth in Geece” also used the
correlation with nmythology and gods of ancient Geece, in order to
stimulate the spectator’s inmagination, while in 2006 the publicity
canpai gn keeps the sane slogan, but its nessage turns towards the
spectator’s enotion using nusic as the main nmeans of notivation.

Tabl e 3 —Sel ected el enents of the advertisenents and nmin
characteristics

Sea- Beaches 15 10 15 6 6 9
Ar chaeol ogi cal nonunent s-

S0 e 9 7 8 8 14 10
Par t henon- Acr opol i s 4 2 3 3 1 8
Rel i gi on- Monunent s 2 2 2 3

Coupl es 3 1 1 1 3 2 1
Ent er t ai nnment - Anusenent 2 1 3 3 2 7
Ki ds 1 1 6 5 4 1
Conti nental G eece- Nature 1 5 2 5 1

I sl ands- Architecture 3 8 5 6 9 2 1 1 3
Ani mal s 4 4 3 3 1

G eek tradition-Custons 4 2 1 1 1
G eek cui sine 1 1 2 6 1

Yachti ng- Sai |l i ng 2 1 2 3 2 1

Al ternative activities 1 3

Congr essi onal Tourism 2 1 1 1
Gol f 1
G eek peopl e 3 9 3 3 2 5
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Visitors 6 3 4 8 16 22 11 8 7
1 1

Met aphor s

Correl ati
on
Snap
shot s
Anti t hesi
s
Docunent a
tion
Met aphor
Enot i onal
Dr eam nes
s
Correl ati
on
Docunent a
tion
Met aphor
Correl ati
on
Fant asy
Enot i onal

Ar gument

Musi ¢

Pr oduct
Pr oduct
Pr oduct
Pr oduct
Pr oduct
Vi sitor
Vi si tor

Vi si tor
Vi si tor
Vi sitor

Enphasi s on

Pr oduct

Concl usi ons- Propositions for further research

Followi ng the above analysis, we could draw the conclusion that
countries, which are regular “custonmers” of Geek tourist product,
are less affected by advertisenents. This is logical, since regular
custoners acquire full information coming from personal experience.
As a consequence, in these cases the advertisenent “inpels” rather
than “convinces”. It is advisable that the ideal anount of
advertising expense is defined individually for each country's case,
within the framework of a conprehensive strategy for each market.

Concerning new nmarkets, advertising should be nobre regular and
consi stent, regarding the amount of expense, so that the inage of the
tourist product to “be build” in a long-term basis. In that case,
advertising alone is not sufficient. A conprehensive information
strategy is required and of course the advertising “prom se” should
be credi bl e.

The fact that the budget for advertising is apportioned to nany
markets, that through tine there are many fluctuations in the
avai |l able amount of noney for advertising canpaigns and the
i nportance given to various countries, as well as that in sone
markets there is no regular advertising presence, indicate the
absence of a cost-benefit analysis strategy. In all of the country
cases, the constancy of the anmount of advertising expenses and the
advertising nessage as well as the absence of great fluctuations are
nore efficient in the long-term

The advertising nmessage changes very frequently. Typical exanple is
the three-year period (1994-1996) when three different canpai gns were
| aunched. The advertising canpaign is an investnment with nedium and
long-term effects, and therefore, the relative decisions should be
taken in relation to the strategy planning of the tourist product
pronotion by the conpetent authorities in national |evel.

The concl usions of the International Marketing Plan for Geek Tourism
delivered in spring 1999, were used to a very small extent in the
following years. Its major propositions were not inplenented and as a
result the planning of the advertising pronotion of Geece did not
substantially change in the following years. |In particular, the
expenses for exhibitions, instead of decreasing, gradually increased
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from 2001 until 2005, the common advertising activities with tour
operators and airline conpanies stopped in 2001, while, in the sane
year, the expense rate was very low and the advertising expense was
apportioned to nore countries than these proposed by the plan.

Concerning the advertising nessage, it is nmainly defined by the
conponents: sea-beach, antiquities and islands. In a snaller extent,

there is a reference to continental Geece, religious nonunents,

Greek cuisine and entertainment. Regarding other tourist products
such as yachting, sports and adventure tourism conference tourism
and golfing tourismthere is a small reference. Advertising canpai gns
of the period until 2000 present successive pictures of the Geek
| andscape, ancient nonunents, etc. From 2000 and on, a turning
towards the visitor is observed (nmore pictures and shots show ng
visitors interacting wth the environnent and enjoying their

vacations). This strategy is nobre appropriate. It offers the
spectators nore information since they can identify thenmselves wth
the characters appearing in the spots and therefore, inagine

thenselves in their place, as well as because apart from sights, also
“exanpl es” of people and certain activities are presented. In this
way, there is an actual visualisation of the tourist product, that
is, of the individual services-activities constituting it and also a
docunment ation of the quality of these services.

In order to ensure the sustainability of advertising and pronotion of
the tourist product within strong conpetition in international |evel,
the formation of a tourist policy for advertising is required, based
on rational criteria. Consequently, every future research presupposes
the creation and organization of a detailed database, which wll
include all available information for the Greek tourism advertising
in a conprehensive way through a systematic observation of the
markets in European and international level, aimng at different
target groups.

Concerning the advertising nessage, it is necessary for regular
quality researches to be established before and after every publicity
canpai gn. Another research proposition concerns the publicity
strategies of the main conpetitors of Greek tourism in order for the
good ideas or practices to be suitably used, as well as for a
framework for the evaluation of the publicity strategy of G eek
tourismto be devel oped.
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