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What is seasonality ? 

• Natural seasonal variation is the result of regular   
variation in climatic increases according to 
distance from the equator. 

• Institutional seasonality is the result of human 
decisions and is much more widespread and less 
predictable than natural seasonality. It is the 
outcome of a combination of religious worship 
holidays, pilgrimages and industrial holidays, that 
are all good examples of institutional seasonal 
variation in demand for tourism services. 

    (Source Baum & Lundtrop 2001) 

 

 

 



How can we affect seasonality? 

• We cannot really influence natural seasonality as 
this tends to be annually stable within certain 
parameters.  Principally weather and latitude. 

• We may however consider changing our local 
approach between Corfu and Crete or Kos and 
Zakynthos for example. 

• We must therefore concentrate our efforts on 
improving institutional seasonality by 
influencing the human decision of choice. 

• This may be done by fully understanding the 
data and historical choices of customers and 
adapting future programmes ,destinations, and 
product to more suit their requirements.  
 
 



Where are we now? 

• Greece has had an exceptional 2014 season in terms of 
passengers and enjoyed significant growth since 2012. 

• 2014 is expected to be a record year with in excess of 
18.5m tourists. 

      BUT……seasonality improvement is key to future.  

• Europeans take 46% of their holidays in the third 
quarter of the year.  

• In Greece in 2013,  56% of tourist arrivals were in the 
3rd quarter of the year and the first and last quarter 
totals combined did not match the August figure. 3.4m 
passengers in versus 3.8 million. 

    (Source Sete/Eurostats 2012 /13) 

 

 



Where do we need to go? 

• The previous data shows that tourism to Greece is 
becoming dangerously polarised into 3 key months with 
the exception of some city hotels where business trips 
partly compensate for the low periods. 

• Increasing visitor numbers is not sustainable if it’s not 
managed carefully.  

• It can lead to issues such as over-crowding and limited 
carrying capacity in the peak summer season. This is 
already the case in some of the more popular resorts in 
August. 

• Lack of suitable infrastructure and facilities is considered 
to be one of the major barriers to growing shoulder 
seasons and low season business. 



Why do we need to change? 
 

• High season growth is not infinite and quality of 
product will eventually decline without improved 
planning and investment. 

• Better use of existing tourist infrastructure and staff in 
the low seasons helps businesses improve productivity. 

• The increase in demand for “all inclusive” by certain 
customer segments tends to be in direct contradiction 
to improving facilities and infrastructure. 

• Extending the season or spreading tourism activities 
more evenly throughout the year will significantly boost 
the sustainability and competitiveness of Greek tourist 
destinations. 



Investment, Quality and Product 

• Greece needs to further invest in upgrading its four and five 
star product to remain competitive in the European market 
place. 

• High quality hotel beds and facilities in carefully managed 
numbers are required. 

• Greece needs to proactively manage the “all inclusive” 
element in it’s tourism business particularly in the larger 
islands dealing in mass market product.  

• Greece should concentrate more marketing efforts to the 
“senior” travel sector. There should be no reason why 
several islands with their rich cultural heritage, mild winter 
climate and diverse hotel offers cannot extend seasonality 
into November and from February/ March with improved 
targeted transport links. 

 



Investment, Quality and Product 

• Hotel service and quality of products are key to improving 
seasonality. Far too often the Greek star ratings are widely 
differing by quality of service, F&B, location, local facilities 
and do not reflect competitive rates or value for money. 

• A new rating system for Greek hotels with defined 
parameters that are customer centric should be considered 
and implemented at the earliest opportunity.  

• We need to recognise that no longer what features in hotel 
brochures or on the front door of the hotel influences 
customer choice decisions. Social media and online 
comments are absolutely key to improve seasonality. 

• Trip advisor can be your greatest ally,  but ignore it at your 
peril!! 

 

 



Where has extending seasonality  
worked? 

• Several close competitors with similar climatic conditions to 
Greece have already improved their “low” seasons. 

• Malta and Cyprus have for many years dedicated their 
marketing focus in winter towards the UK “senior” 
customers with good results. 

• Spain, particularly Mallorca/Alicante have large cyclist 
programmes in March, April and November aimed at 
Belgium, Netherland and German clients. 

• Turkey, and in particular Belek has centred its efforts on 
Golf tourism.  

• Minoan’s specialist Golf tour operator send more than 6500 
golfers to Turkey (Antalya) in the “low” season alone. 

 



What markets to aim at? 

• More than 20% of all Europeans will be over 65 in 
2015.  

• Recent data (2011) shows that this demographic  is 
the only segment continuing to grow in tourism, they 
stay away on trips longer and spend 1/3rd more on 
vacation than the other age groups. 

• This is a market culturally more advanced and ideally 
suited to Greek historical trips, but currently appears 
to be served only by cruise ships within Greece.   

• In 9 Member States, short holiday trips in "spring" 
outnumber short trips in the main summer season. 
French, Dutch and Portuguese tourists made more 
than 30 % of their short holiday trips in the second 
quarter.  

     (Source Eurostat 2011/13) 

 



Finally to consider…. 

• Greece has done better this year and can do much 
better in future years by diversification of product. 

• Greece has the climate, culture, people and the 
entrepreneurial spirit to do better. 

       However.. 

• Quality standards must continue to be improved by all 
suppliers, particularly in staff training, and F&B. 

• Make it easier for outside investors to operate in 
Greece within a faster legal framework. It’s better than 
before but still frustratingly slow. 

• “All inclusive” isn’t a cure all remedy for everyone. It 
suits some destinations but does not improve 
seasonality per se. 


