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PLAN CREATE DEVELOP PROMOTE

Marketing Plan Content Assets Campaign e Regional & Local
e Research Analysis * Video Content  Digital campaign e Discovergreece.com Campaign Alignment
e Marketing Strategy e Travel Stories microsite e Soclal Media e Evepyelec npoBoAng
e Regional Plan e Photo Gallery e Digital Activation Campaign TNG 2UpNPaéng
Set up e [nternational Public e Eknaldoeguon
Relations
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e Destination Marketing Audit

e EKONAwOoN yLa TNV napouclaon Tou
npo-oxeolou Marketing Plan

e Online dlwaBouAeuon [Npo-oxedlou

 [|poypaUUATIOPOC TOMKWY OUVAVTNOEWY

IE POPELC KAL APXEC, UE GTOXO TNV APEDN

IANPO@OPNON KAl TOV TOMLKO OLAAOYO
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Creative Brand
Communication
BOOK
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TOYPIZMOZ KAI ANANTYZEH ENIXXYZH AYBENTIKOY KAI MOIOTIKOY TOYPIZTIKQY MPOIONTOX MEPIOEPEIAY BEXIAAIAY

zupnpaén Touplopou ywa Thy Bgccalla

Communication
\Vlaster Plan

2016 - 2019
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OAokAnpwpevo Tpreteg MAavo Enwkowvwviag ywa Tn 8ecoaAla

LTPATNYLKN KAL OTOXOL EMLKOLVWVLAG,
BaolkEG apxEg Kat pebodoAoyia

MuAwveg enKolvwviag Kat avaAuon
[Digital, PR, ATL/Media, Activations
& BTL)

Mpoypappa Enwkowvwviag og B2C Kat
B2B eninedo (epyaAeia, kavaAua,
evEpPYeLeG, channel strategy, budget
allocation, avaAuTtiko

Xpovodlaypappa dpacswyv ava pnva).

[MpodLaypagpeg evepyelwv
ENLKOLVWVLAG Kat npowonong

AvaAuTIKn nepypagpn 0pacewyv
[podlaypagecg ava opaon
EKTIHWHEVOC NPOUNOAOYLOLIOG
Awapkela uhonotnong

A€LKTEG HETPNONG &
AMOTEAECHATLKOTNTAG
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TOYPIZMOXZ KAI ANANTYZEH ENI2XY

Regional

' Toumnpaén Tovplopov yia Tr Osocgalia

Ixebio Mapketivyk Toupiotikou Mpoiovrog Osooaliag

Destination:
Marketing
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KaAwonABate oTnv Yn@laxn napovoiacn tov Ixediov Mapretivyk TovpioTikov IIpoiovtog yia T Oecoalia
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TOYPIZMOZX KAI ANANTYZEH ENIZXYXH AYBENTIKOY KAI MOIOTIKOY TOYPIZTIKOY MPOIONTOX MEPIOEPEIAY BEXYAAIAY Zﬁpnpuﬁn TOUplGl.IOO yua Tnv BesooaAla

A 40 Travel Stories o EAAnviIKa & AyyAlKa

‘OAoL oL NpoOPLoOL KaL OL EUNELPLEG TNG OecoaAilag o€ TAELOLWTIKA KELHEVA
gktaong 25.000 As€ewv

OAOKANPWHEVN TPANEZA PWTOYPAPLKOU UALKOU

200 pwToypagleg o€ uynAn nototTnta, OLaBeopec o Photo Gallery yua
aélonolnon o€ KAMMAVLEG KAl EVEPYELEG EMLKOLVWVLAG

[uptopata & Mapaywyn 4 Tawwwyv

et e [uplopaTa o€ NPOOPLOHOUG TNG BECOAALOG TO KOAoKaALPL
Kat 1o pOwvonwpo Tou 2016

e | * [lapaywyn Tawviwyv HE ONHULOUPYLKO OXEOLACHO KUL GUYXPOVEG TEXVLKEG
ene€epyaociag Kat Hovrazg
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TOYPIZMOZ KAI ANANTYEH ENIZXYZH AYBENTIKOY KAI NOIOTIKOY TOYPIZTIKOY MPOIONTOS. NEPIOEPEIAZ BEXTAAIAT Yupnpaén TouplopoU yia Tnv Bscoalia

i

Digital Campaign Discovergreece.com &Community
Wneuakn [powbnon Twv ToupLloTikwy NPOoLovTwyY, TwV EPAELPLWV KAL TWV NPOOPLOPWY
TNC BeooaAlag

Discovergreece.com Campaign: > xedlacpog Kat uhonoinon Yn@Lakng Kapnaviag
yla Tn BecoaAla oTo Ynplako oltkoouoTnpa Tou Discovergreece.com
kKata Toug unvecg NogpBplo kat AekeuBplo 2016

C | .
4 y : IVE I' I : n MpowBnon neplexopevou oto Discovergreece.com: Avantuén Meplexopévou

[Tpooplopwy, pho€evia & NnpowbBnon Tou TOUPLOTLKOU NPOLOVTOC TNC BecoaAlag e
: 201 6 WNQLOKA JECT

Social Media & Community Engagement Campaign

Wneakn kapnavia (digital advertising) oe eni\eypéva wneaka péoa, online
users oTLG ayopég oToxog (ue social ads, promoted content, ads & Banner campaigns).

# Hashtag campaign & activations yla au€non Tou Shareability Twv xpnotwv &
Share of voice yla Tou¢ NPoopPLOUOUC.
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TOYPIZMOZ KAI ANAMTYEH ENIZXYZH AYBENTIKOY KAI NOIOTIKOY TOYPIZTIKOY MPOIONTOS NEPIOEPEIAY BEXTAAIAT Yupnpaén TouplopoU yia Tnv Bscoalia

| e

www.mythessaly.com

Cam pal g n Ai1adpaoTikn loTtooeAida NMNpoBoAng
We bS Ite 7 » Design & development

 Digital activation concept

Ewdk06 ladpaoTikog Pnxaviopog (campaign activation) e Users’ engagement app
Mapouciacn Tou neplexopevou pe live Kat experiential e Community development
feeling nou peragepeL To XpnoTn oTh OecoaAia and participation

e AyyAika & EAAnvViKa

h AMOKAELOTIKO YNPLAKO EPYAAELO YLa TNV WYNPLAOKN Napouclacn TOU TOUPLOTLKOU
: nEOTLOVTOC KAl TOU MEPLEXOUEVOU Mou avantuxBnke (travel stories, videos, photos)
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Lupnpa&én Touplopou ywa Tny BscoaAtla

Marketing Greece Public Relations Network ~ Unitediingdom

Activation . B2 3

A ~. 8

PUBLIC RELATIONS %
ACTIVITIES UK | GERMANY | SWITZERLAND | AUSTRIA | FRANCE | BElGIUM

_:;':" e

AwKTUWON, dnHLOUpYLa, HETAOOON KaL  Implementation of press or bloggers trips
avanapaywyn BeTIKNG ONHOGLOTNTAG targeting thematic products.

TOU TOUPLOTLKOU NPOOPLOHOU OTO e Planning and execution of one Group
EEWTEPLKO, HECW TNG UAOMOLNONG Bloggers and Media Trip
ONHOGCLOYPAPLKWY AMOCTOAWYV e Blogtrotters’ Campaign Execution

EMAEYHEVWV EHUMNELPLWV.
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TOYPIZMOZ KAI ANANTYZEH ENIXXYIH AYBENTIKOY KAI MOIOTIKOY TOYPIZTIKOY MPOIONTOX MEPIOEPEIAY BEXXAAIAY Zﬁpnpuﬁn TOUplO'l.IOO yua Tnv BsooaAla

ExmmaideurTikn Huepida
“Digital Footprint in
Hospitality”

E K-I_[O.i.é 8 U G n Exnaideuon, KardpTion Kai urooTneIsn Tng

ANANTYEH AEXIOTHTON { STXEIPNUATIKS KOIVSTITAS Kal oMKl Kolvuwvidg
o

4 2 OEHATIKEG EVOTNTEG

HAekTpoVvikog Toupiopog & MAPKETIVYK OTIC
EMYEIPNOCEIG TTOU GUVOEOVTal APETA ] EUUETO PE TOV TOUPIOHO

A.

B E101ka Oépara HAekTpovikoUu MAPKETIVYK yia
- EMYXEIPNOEIG TTOU cuvOiovTal APETA ) EUPECA UE TOV TOUPIOUO

4 nuepidecg, 1 o€ kKABe lNep. EvornTa
‘Ewg 50 2upueTEXOVTEC/ NUEPIdA
Alapkela Huepidac: 7 wWPeg
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Toupiopoc kKal AvanTtuén
Evioxuon AuBevTikou kai lNMoioTikou
ToupioTikou lNpoiovrocg MNepipEpeiac Oeococaliac

2.uunpaén
Toupiouou
via TNV
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