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THE SITUATION IN THE TOURISM INDUSTRY IN GREECE
BEFORE AND AFTER THE OUTBREAK OF THE COVID-19
PANDEMIC

CUTYAIIISA B TYPUCTUYHIN I'AJTY3I B I'PELII
JIO TA MICJIA CITAJIAXY MMAHJIEMII COVID-19

Mertoro myOumikarii € mpeICcTaBICHHS CUTYallil B TYpUCTUYHIHN Tramysi I'pewii 1o Ta
micist cranaxy nasgemii Covid-19. IlpencraBneno crmocobu, sikumu ['peris Moxe
BUJIUINTHCST Ta BIAPI3HUTHCS BiJl CBOIX KOHKYPEHTIB, K TUIBKH TNaHIeMis Oyne
KOHTPOJIbOBAaHOI0. MeTom0JIoT s 1oCIiKeHHs 0a3y€eThesi Ha 300pi BTOPUHHUX JAHUX,
sIKi Oy 3i0paHi 3a IOIIOMOTOI0 CTaTel y JKypHallaX, KHHI'ax Ta Ha oQiliifHuX BeO-
caiitax. [IpoBemeHHsS BTOPHHHOTO MOCITIDKEHHs IIOJSIra€ y TIOUIYKY, BHBYEHHI,
aHayi3i, KPUTHUI Ta TOJaHHI JaHHUX 3 OMyOJIKOBaHMX TEKCTiB. 3TiTHO 3 BUCHOBKAMH,
KpHU3Y CIiJ pO3TIBIIATH SK HEOOXiJHY MOKIHMBICTD JUIA 3MiH y IJIaHYBaHHI CTaJoro
PO3BHUTKY KpaiHH, CTAPAHHO IHTETPYIOYM IUIAHU YHPABJIiHHSA KPU30BHMH CHUTYaIisIMU
B TYPHU3Mi y CTpaTeriyHe MapKETUHTOBE TUIAHYBaHHSI.

Introduction. According to UNWTO statistics (2020), tourist arrivals in
2019 based on the data of tourist destinations worldwide reached close to
1.5 billion, an increase of 3.8% (54 million arrivals) compared to 2018, a
steady increase over the last 10 years. According to the WTTC (2019), tourism
contributed $8.8 trillion in the global economy in 2018, a figure that
corresponds to 10.4% of world GDP.

But the most important element is that the tourism sector grew by 3.9% in
2018, faster than the overall growth of the global economy 3.2%, surpassing it,
for the eighth consecutive year. In other words, based on the course of tourism
in recent years, all the organizations and bodies involved in its study, predicted
a further increase in arrivals and receipts for 2020, optimistic until recently for
profits of states and private entities around the world (Wordlmeter, 2020).

Tourism and its basic element, i.e. travel for every purpose, had to be
limited and stopped everywhere. The blow to our planet is enormous, counting
thousands of victims around the world. Social and economic damage as well
(Nepal, 2020). WTO emphasizes that the forecasts for international arrivals and
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receipts in 2020 seem to be negative as tourism is currently one of the sectors
most affected. With almost every country on the planet in quarantine, the world
community is facing one of its worst periods since World War II. Up to
75 million jobs are at immediate risk in the global travel and tourism sector due
to the pandemic, according to the World Travel & Tourism Council. Of course,
it is still too early to make serious scientific predictions about what “the next
day” will be like, not only for tourism, but in general for the way of life that
will follow. Everyday we monitor every step of the scientists in an uncertain
future with 1.1 million cases and 61,141 deaths, with these numbers increasing
daily according to data by Wordlmeter (2020).

Literature review and the problem statement. In Greece, tourism is the
most important sector of economic activity, as shown by its contribution to
GDP but also by the jobs it provides as it is undoubtedly the main factor of
economic development of the country (Ugur & Akbiyik, 2020). According to
the 62nd Statistical Bulletin of SETE (2020), in the year 2019, the incoming
travel traffic increased by 1.2 million/4.1% and amounted to 31.3 million
travelers, compared to 30.1 million of travelers in 2018, with travel receipts
increasing by 12.8% compared to 2018 and amounted to 18.2 billion.

Until February 2020, air arrivals from abroad increased compared to 2019,
verifying the forecasts for an increase in arrivals (Sharma & Nicolau, 2020).
On the contrary, at the end of the month and at the beginning of March, the
appearance of the first cases of COVID-19 began both in Europe and in
Greece. What followed is known to all, the beginning of a major crisis in
Greece and worldwide (Sigala, 2020). Greece’s economy is in constant decline,
with tourism being the biggest «loser» in the case, since most sectors of our
economy are directly or indirectly involved throughout the country and mainly
in island Greece (closed hotels, traffic ban, closed borders in almost all
countries, etc.) (Qiu et al., 2020).

In other words, it is as if the whole country froze at the moment when it was
preparing for another good tourist year. At the moment, the main issue is Public
Health and tackling the crisis without making hasty moves, although in Greece it is
necessary to end the restrictive measures as soon as possible and start the tourist
season, in order to restore jobs and support the economy. The worst case scenario
would be the spread of COVID-19 in island Greece (Gossling et al., 2020).

How can Greece stand out and differentiate itself from its competitors,
once the pandemic is controlled. In order to develop the appropriate tourism
promotion strategy, a team of experts (tourism development, marketing,
psychology, journalism, etc.) must record the travel trends before the crisis and
evaluate those that will be created after its end (Kummitha, 2020).

In the event of the continuation of the COVID-19 pandemic, tourism
promotion campaigns aimed at attracting visitors from international markets
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should be suspended until the situation normalizes, because it will be a waste of
funds without any result. Many will wonder why it is pointless. The answer is
simple, the main countries of origin of Greek tourists such as the USA, the
United Kingdom, Italy and Germany, are in a dramatic situation due to
COVID-19 and can not yet estimate when the restrictive measures and the
quarantine period will end. However, many inbound tourism countries, such as
Greece and Portugal, have already launched promotional actions in the midst of
a crisis that show optimistic messages about the future choice of destination
(Varelas & Apostolopoulos, 2020).

It will be of great importance in the future to strengthen the country’s image
as a health safe tourist destination for tourists. It may be necessary to make
some small or big brand changes in order to regain travel confidence
internationally.

The first step for the approach of travelers in this period was made by
GNTO and Marketing Greece with the new campaign #Greecefromhome,
giving tourists the opportunity to tour the destinations of Greece and plan their
next trip, whenever possible (Sigala, 2020).

Public relations and publicity actions, such as advertising spots and
interviews with politicians, journalists and health scientists after the end of the
crisis, in order to emphasize the stability of the situation and the successful
resolution of health problems in the population and in businesses. Similar
organization of Fam & Press Trips, as well as synergies with collective tourism
actors, culture and productive organizations of the regions (Kyriakakis &
Tzirakis, 2020).

Human Resources upgrade and training, i.e. antibacterial hand washing
equipment and special air ionizers should be installed in hotels and restaurants. In
addition, regular disinfection of public areas should be observed. Restaurants
should provide and advertise healthy Mediterranean cuisine. Proper preparation
and training of staff will help to be fully prepared, so as to help tourists to comply
with the regulations, to inform them of any questions and on the other hand to
avoid the feeling of fear and panic. Another measure is the necessary testing of
the personnel for COVID-19 infection (Varelas & Apostolopoulos, 2020).

In terms of the orientation of domestic tourism, the focus on domestic
tourism in the country could be the goal of the tourism development strategy.
There is a need to work intensively to improve the ratio of foreign and
domestic tourism. It seems that Greece is in better health than other EU
countries, so the tourism industry should take the advantage of the fact that
Greeks will not have the immediate intention to travel abroad. The expected
result could be the development of domestic leisure tourism and contact with
inland nature. It is noted that the same trends of introversion will initially
prevail in all tourism markets of the world (Filimonau et al., 2020).
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Alternative forms of tourism, which this crisis reminds us since one key
problem that the Greek tourism faces is namely the intense seasonality. There is
always talk about losing most of the season. The need to extend the tourist
season must become a key axis of action of the national tourism strategy,
through the development of special or alternative tourism activities. No large
special infrastructures are required to develop new thematic forms. Given the
support measures and grants from various investment programs, investments
should be oriented in this direction, stimulating professional and tourism life in
the countryside (Wojcieszak-Zbierska et al., 2020).

A Crisis Management Department for Tourism should also be established.
The Ministry of Tourism should create a specialized department that will deal
with crisis management. In more detail:

The formation of a team is required, which will consist of experts in
tourism development, communication, social media, tourism marketing,
financial analysis, etc.

A fund should be established for the provision of funds in emergency
situations.

Creation and addition of an official micro site (for possible crises) on the
already existing website of GNTO, which will be made known to foreign
media and where there will be immediate information about any developments
concerning visitors in any possible crisis (earthquake, accident, etc.). There will
also be available texts, scientific research and studies, formal assessments,
measures, changes — amendments to the legal framework, advices for tourists
staying in the country and statistics.

Regular communication and provision of information at GNTO offices
abroad on the course of the crisis and the moves that need to be made.

Conclusions. It must be understood by all political and economic actors,
that the reduction of tourism activity will not have negative effects only in the
sectors that are directly related to the tourism industry, because it is the
beginning of a domino effect, which will affect the supplies of intermediates,
final products, tourism support companies (Marketing, Study & Research, etc.),
ultimately disorganizing the overall economy of the economically weaker
countries with a rapid decline in their GDP.

It is clear that this crisis, along with the risks to our lives, should be treated
as a necessary opportunity for change in the design and planning of sustainable
development of our country, diligently integrating tourism crisis management
plans into strategic marketing planning.

Also, at the local level, the Municipalities and the other collective bodies
must take care, in order to include the crisis management in their programs,
thus protecting as much as possible, the businesses and the professionals of the
area. Finally, the private companies in the tourism sector are required to
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prepare and request consulting services/seminars for the training of human
resources, so that they can remain on constant preparedness.

In concluding, in addition to the scientific suggestions and advice, in these
difficult times we must emphasize that the concept of solidarity comes first.
There are many people, who are in the front line (doctors, nurses, supermarket
employees, delivery employees, courier employees, etc.), who are away from
their families and while facing problems and losses are struggling with time for
the public interest.

We should all offer them practical help in any way we can, acknowledging
their contribution, showing that we stand by them. Here are some indications of
the moves that could be made:

In tourism accommodation and hotels free rooms sould be provided for the
stay of doctors and nurses. In addition, if the situation worsens and the state
needs more beds to treat patients, the hotel facilities and rooms could be
converted into hospital infrastructure.

Catering facilities should provide free (or at a very low cost) meals, coffee
or juices to the medical and nursing staff.

Volunteering, where in consultation with local authorities, non-vulnerable
groups could help distribute food and other supplies needed by people at high
risk and unable to leave their homes, the elderly, the homeless etc.
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BYJUHKH HA KOJIECAX

IMocTranoBka mpo6JemMu. B yMoBax pO3MOBCIOMKEHHS KOPOHABipyCHOL
iH(eKIil, 3MIHCHeHHS TPAAUIIHHIX OPM TYypH3MY Ta BiINOYHHKY € Maibke
HEeMOXIUBUM. [1010poki aBTOOYAMHKAMHU € OJHUMH 3 HAHOUTBIIT Oe3MeTHIX
Ta MOXIMBUMH Ha JaHUNA dac. MeTOr [aHol CTaTrTi € O3HaOMIIEHHS
TYPHUCTIB OJHIEIO 13 TaKUX (HOpM 3IHCHEHHS MTOOPOXKI TA BiATOYHHKY.

IMocranoBka 3aBaanHs. O3HAHOMUTH TOTEHUIHHMX TYPHUCTIB 3
MOHATTSIM aBTOOYAMHOK. Po3moBicTH iCTOpif0 CTBOPEHHS TaKOro BHAY

TPaHCHOPTY, OCHOBHI ~ KOHCTPYKTHBHI 0co0IMBOCTI, MPUHIUNN
(yHKI[IOHYBaHHS Ta 3aCTOCYBaHHSL.
Buxsan ocHoBHOro marepiaiy. ABTOOYIMHKM — Iie aBTOMOOUI 3

JKUTIIOBUM TPHUMIIIEHHSM B crieliaibHoMy (yproHi. JKuTinoBe mpuminieHHs
MoOJKe TiepeOyBaTH B TOMY YHCII B IPHYET, i BCEPEIUHI CaMOT0 aBTOMOOLIA.
KuTioBUi MOZYIb BCTAHOBIIOEThCS HA IACi JIETKMX BaHTaXIBOK 1
qitseTbess 10 aBToMoOinsa. KabGiHa aBTOMOOLIS TPH IIHOMY HEPO3PHBHO
MOB'sI3aHa 3 KUTIOBUM BifcikoMm [5].

Imes aBTOOYOWHKIB Tmepedmmia Big maBHIX urofeil. Hami mpenkn
BHUKOPHCTOBYBallM BO3U-(QYproHH ajIs HOBrHX IOJOPOXKEH 1 BICBKOBHX
noxoxiB. L{i Bo3u Oynu JOCHTH 3py4Hi, OCKUIBKM B HHMX MICTHJIOCS KlJIbKa
0ci0, a TakoX MOXKHa OyIyo 30epiraT MpoBi3ilo, MEPEBO3UTH KOIITOBHOCTI 1
MOJIOHEHUX B Pa3i BAAJIOT0 BIHCHKOBOTO MOXOJY.

Bo3u-¢pypronu BUKOpHUCTOBYBAJINCS HE TUIBKH BIMCHKOBUMH, a 1 KYIILISIMH, 1
micionepamu. [lepini mepeBo3mii B HUX TOBap, a TaKOX IPOBI3it0, 3aMacHUI
OIIr 1 30pOI0 Ha BUIAJIOK, SIKIIO JOBEACTHCS 3aXHIIATHCS BiJ PO30IHHUKIB.
JIpyTi 5K MPOCTO TOJOPOXKYBAJH TI0 KpaiHi, MPOIAryodu ifei CBOro BipyBaHHS.
Jns Hux Bo3u Oy 3aco0oM 30epiraHHs cKapOy.

Bosu-xuTina HaifliMOBipHIiNIE BUKOPUCTOBYBAIHCS 1 KOUIBHUKAMH, MIPOTE
Ti BCe-TakM BOJIJIM CHATH B HAaMeTaX, a BO3M BHKOPHCTOBYBATH JUIs
30epiraHHs 0cOOMUCTOTO MaifHa.

Haiinepmii B cBiTI Tpeisiep i BiAnounHKy OyB CTBOpPEHUH
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