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I. INTRODUCTION OF THE ORGANISATION
Slide 1 – Photo

Slide 2 – What are the colors of Greece?


The Blue & White of course !!

But for us exist another Greece and its color is green! 
Slide 3 - ABOUT US


Guest Inn is the first Greek network of selected traditional rural accommodation. 
It is a private initiative, the idea for which was developed by two professionals in tourism field, with many years in the Greek and French tourism industry. 
The aim of Guest Inn is to promote the beautiful Greek countryside and the small family-run cottages and guest houses, as well as to encourage the development of rural tourism in Greece.

Guest Inn is a member of the European Federation of Farm and Village Tourism “EuroGites” since 2004. 
Slide 4 – TASKS / SERVICES TO THE MEMBERS
PROMOTION - Promotion under the same “umbrella”

· through the Internet 

· through the local and international press and media (TV, radio)

· in travel guides 
ex. Le guide du routard, Guides Blues, Evasion in France or 
Marco Polo and Dumont in Germany

· through marketing co operations with quality partners (Minoan Lines) 

INFORMATION
· Monthly information about International markets, trends and worldwide tourism situation

· Information on EuroGites annual main actions and activities

· Information about customers’ feed-back 

· Annual information on booking stats and customer profile

(it is very important for all to know the clients trends and needs)

ORGANIZATION
Know-how in order to better understand the foreign markets (payment mode, options, special requests etc)

Organization of bookings 

Optimization of local market bookings
ADVICE
Advices and suggestions on price policy, market demands, new services etc 

Slide 5 - SERVICES TO THE TRAVELERS (CLIENTS)

 – a quality web site for all!
The Guest Inn concept applies to travelers who are in search of unique holiday; to those who appreciate the natural countryside and its beautiful landscapes; and to those who are drawn to the adventure of discovering new places and people - away from “the madding crowds” of tourists. 
As we will see further down, this type of clients need a specific, fast and clear information, mainly through the Internet. That’s why, our website provides the following services:

· Quick search by map, by region, or by type 

· Themed vacation planning

· On line car rental option

· Special offers 

· Online booking and online payment

· Updated prices to reflect seasonal variations

· Detailed descriptions of the accommodations and regions

· The website is offered in 3 languages (EN, FR, GR)

Slide 6 - FINANCING PRINCIPLES

· Annual fee of 300 – 350 euros depending on the size of the guest house

· Commission of 15% on bookings made through the network’s reservation platform via Internet.

As a private company, Guest Inn doesn’t get any permanent funds neither from the state nor from the EU. 
It is worth mentioning that Guest Inn, up to now, has never got any European funds (and we have applied twice in Greece). 
The Guest houses remain independent on sales or marketing policy.
There is no exclusivity; a guest house can be member of two organizations at the same time.

II. PRODUCT PRESENTATION
The development of rural tourism started in Greece at the end of 80’s with the help of the EU subsidies, mainly the Leader programs. Most of the projects (guest houses etc) don’t exist anymore, because they were no viable (not enough promotion, not really adapted to the market, not enough knowledge from the owners etc). 

Today there are about 2500-3000 RT all over the country. They are characterized as rural because of the type of subsidy they got and not because of any “specific criteria”. Of course the Leader programs had some specific requests but not professional enough. 

Unfortunately, there is still no “official specific RT criteria” for any kind of business (accommodation, restaurants, local production).

The Ministry of Tourism gives the official license which is compulsory to operate legally, but the criteria and the control is exactly the same as for the big, standard hotels.
All the latest generation of RT accommodation (from 2000 on) have a good medium–high level of amenities, comfort, services, decoration, architectural style and location. All the owners are locals and they have another “main” job in the area.  Either they are farmers, teachers or employees etc. In that case, the accommodation gives them an extra income, which is the main goal of all the “local development projects” and the EU specific subsidies.

Slide 7 – The Guest Inn’s Philosophy

What makes Guest Inn unique in Greece is that the network of rural accommodations combines the highest quality standards of hospitality and accommodation with an exceptional experience, wherever one chooses to stay, either in the mountain or by the sea, or both.

Slide 8 - ACCOMMODATION TYPES

- B & B

- Farm houses

- Cottages

- Traditional lodgings

- Charming hotels & guest houses

Slide 9 - The Guest Inn label
All the accommodation members of Guest Inn are being certified by Guest Inn label. In order to obtain the Guest Inn label, each guest house is being thoroughly inspected on site and rated. 

10 – Four specific quality criteria

This, in order to secure that each of them complies with specific quality standards, such as hospitality, guest house comfort, unique location, and a thorough respect of the traditions and of the architectural style of the area.

Slide 11 - HOSPITALITY:

Warm welcome and family atmosphere. The personal contact with the owners gives the opportunity to get to know the local people, their way of life and their traditions.

Slide 12 - ACCOMMODATIONS:

Pleasant and cozy lodgings, tastefully furnished and decorated in a either rustic or more sophisticated style while keeping the traditional ambience of the region, and offering very good amenities with private bathroom and a traditional home made breakfast.

Slide 13 - ARCHITECTURE:

Guest House accommodations are in renovated historical buildings, or in newer buildings that reflect the style and culture of the area keeping in harmony with the local architecture in destination point.

Slide 14 - LOCATION:

The landscapes of unexpected natural beauty surrounding Guest Inn accommodations offer to the travellers’ peace, serenity, relaxation, rest as well as an opportunity for adventure and excitement.

Slide 15 - CLASSIFICATION
The sunflowers (1 to 4) classify the standard of the accommodation and help travellers to find the guest house that will best meet their needs.

Slide 16 - MAP - The Guest Inn Network today

· Members: 63 (No of rooms 561 – Nr of beds 1728) 
· Regions: All (13)
· Departments: 34 out of 51
Slide 17 – Service provided
· Homemade breakfast 

· Homemade meals (table d’hôtes)

· Cleaning service, towels & sheets, electricity and other charges (included in price)

· Fresh fruits and vegetables for free

· Greek cuisine lessons 

· Activities (horse riding, local production initiation, mountain bike, etc 

Most of the clients prefer to have breakfast, a few homemade  meals during their stay (2 or 3), they love to have information from the owner about the area, families asked often for laundry service etc
Slide 18 – Photos / services
Slide 19 – photos / services

Slide 20 - PRICE LEVEL 
AVERAGE PRICE PER ACCOMMODATION TYPE for 2 persons depending on the period (low-high) and the category
· B&B : from 40 to 80 /day
· Traditional lodgings (self-catering studios & apartments): from 40 to 90 / day
· Traditional cottages: from 50 to 100 / day
Slide 21 - TAX & OTHER REGULATIONS 
· No special tax regulation for small accommodation units

Unfortunately, in Greece there is no difference in any segment between rural accommodation and all other types of tourist accommodation providers (hotels, resorts etc). 
In this sense, all the accommodation is being taxed in same way.

This means, rural accommodation providers are paying VAT, which, due to the crisis in Greece, has been increased twice this year. Furthermore, they are paying local taxes of 2%, just as the big hotels and resorts. 
· High SOCIAL CHARGES for the owners

EMPLOYERS / EMPLOYEES

The owners are obliged to be registered at one of the social funds (OGA or TEVE), depending on the size and the official categorization of the accommodation.
As most of them are employed somewhere else as well (running the accommodation unit is not their only job), they are registered also at another fund (meaning that they are paying twice the social charges).

As for the employees, the charges for the owners are about +30% on salaries for social charges (IKA fund). 

· Special permit requested for breakfast and meal offer (hard regulations) 
· Official license from the Ministry of Tourism is requested  (compulsory) 
Due to all the above charges, it is hard to keep competitive prices compared to other European countries, as well as to differentiate the Rural Accommodation offer from the rest of the tourist accommodation in Greece. 

Slide 22 – Greek Rural Tourism against a strong brand name

· The strong brand name & image of Greece 

As you all probably know, Greece has a strong brand name as a summer destination:
The cosmopolitan Blue & White islands, the big luxury hotels & resorts, the all-inclusive offer, the sea, sun and…..party!
· The unilateral promotion policy from the Ministry of Tourism ……
targeted only on known & crowded destinations, big hotels and organized travel packages
· The power of the big international Tour Operators 
gives easy access only to the destinations of their interest (charter or low cost flights)
· No easy access to many areas of the country (islands or main land)

Access = Development . There is no easy or well organized access to many areas of the country (islands or mainland), especially off season (October to April).

All the above mentioned causes a very high seasonality and excludes a big part of potential clients. 
Slide 23 - The power of the network  / THE FIRST RESULTS 
87% foreign clients – 66% of them visited rural or mountain areas

CUSTOMER PROFILE & MARKET TRENDS
Clients’ profile 2005-2007 / European & International Market

Since 2005, Guest Inn has collected enough information on the clients, mainly from European countries, who have chosen to spend their vacation in Greece by choosing the Guest Inn accommodation. 
Unfortunately, there is no profile or booking statistics for Greek customers as they never book through the in Internet (Guest Inn reservation system)

This information was sufficient to create the client’s profile, which is as follows:

Slide 24 - GREEK MARKET

PARTICULARITIES OF THE LOCAL MARKET

· They are not Internet users / they don’t trust Internet

· Prefer the direct contact, try to get better price, they book by phone (language facilities)
· Greeks travel mainly during bank & school holidays and week-ends
· Very few demands during other periods and mid-weeks

· They choose only 1 place to stay
· The last 2-3 years they “share” the summer holidays between mountain–country areas and the sea side (new trends & lower prices by the “mountain areas on summer time). 

Slide 25 - International markets

In general
The visitors of the Greek rural accommodations are individual travelers who organize their vacation by themselves, without any help from Travel agencies and even less from Tour Operators. 
This means that:

- They are booking their air tickets on regular or low cost flights (no charter flights)
-  They choose the destination and accommodation for their vacation through the Internet, specialized travel guides, accommodation networks etc. 

- They make a lot of early bookings. 
How do they travel?

- By plane and, once in Greece, they obligatory rent a car either for the total of their stay or for the part of it.

Average length of stay 2 to 3 weeks.
- By boat (Italy – Greece), they have obligatory a car or a motorcycle.
Average length of stay 3 or 4 weeks.

- They are continuously in movement, visiting at least 2 regions during their stay. 

When do they travel?

- Mostly, during the summer period, from April till October. 
Greece, and especially the rural and most unknown regions, are still not developed enough to benefit from “12 months season”. 
Even though there are serious problems in accessing these regions off season (especially the small islands), we already have positive trends from European market in off season periods.
General: 
The age of the travellers is between 30 and 70 years old (the biggest percentage however being 35 to 65 years old)
As far as social and economic status is concerned, it is worth mentioning that the majority belongs to higher and high class. They are managers of international companies, professionals (architects, lawyers etc.), entrepreneurs or employees of ministries and public services.  


They are firstly interested in direct contact with the owner of the guesthouse they are choosing, they are looking for peace, calm and relaxation, in general are nature lovers and want to learn the history of the region, its gastronomy, local customs and traditions, environmental issues etc.

The Guest Inn clients’ profile derived from the statistics of the reservation system is, in general, close enough to the other European networks client’s profile.  
These clients are travelers and not tourists and they are travelling in the same way all over

Europe. In fact they have experience and they are able to compare the accommodation and the

provided services over the different countries.
The encouraging is that the number of these clients is increasing very fast year by year.  

STATISTICS ON 2009 / INTERNATIONAL MARKET

We would like to present some basic statistics concerning bookings to complete the customers profile:
Unfortunately, we do not have information on Greek clients and their preferences as they mostly do their bookings directly with the guest house. 

Slide 26 – Bookings per Nationality  
France remains the main market with 74,65% of bookings and its percentage is stable during last few years. Why? Better promotion on the French market and also because French are RT lovers and love Greece as well.
(2008:74,36% - 2007:73,75% - 2006:76,19%​)

Another interesting point is that in 2009 we had bookings from the USA 3% for the first time.
Slide 27 - Families or couples
	For the first time in the last 3 years, bookings made by families have shown a decrease:
2009 – families 52% - couples 48%
2008 – families 58,51% - couples 41,49%
2007 – families 55,82% - couples  44,18%
However, the families continue being more numerous than the couples (in 2009 for almost 4%), which means that bigger, “family” room types are more demanded than the doubles.

We meet very often guest houses without “family rooms” which means that they exclude a part of the market. 

	


The decrease in total number of families shows that the crisis in Europe in 2009 has forced families to decrease significantly travelling abroad, as it requires bigger budget.
Slide 28 - Chosen destinations (sea or mountain?)
2009 - Mountain 45% - Sea 55%
54,83% of the clients preferred the guest houses “close” to the sea (the closest beach being at the distance less that 15km from the guest house) , while 45,17% have chosen the accommodation situated in continental Greece or more than 15km away from the sea. 

Compared to last 3 years, we have noticed a small increase in bookings close to the sea:

2008: Sea 50,12% - Continent 49.88% / 2007: Sea 47,69% -  Continent 43.75%

As we can see, the continental part of Greece is becoming less popular. One of the reasons might be the fact that these regions are not being well promoted and Greece is being known only for its islands and sea.  

However, we can say that for the clients of our network the proximity of the sea is not the main criterion when choosing the destination for their vacation. 

Slide 29 – Guest houses location (sea or mountain?)

2009 – Mountain 52% – Sea 48%
Slide 30 - Average stay per guest house
· 2009: 4,50 nights
· 2008: 4,75 nights
· 2007: 4,17 nights

The average length of stay per guest house is growing since 2005 and is satisfactory. It shows once again the profile of our clients who are visiting more than one destination and are not staying at one guest house only.. 

The small decrease in 2009 is not significant and most probably is the result of economic crisis in Europe. 

Slide 31 – Early bookings

The early bookings are very important to better manage the guest house and the annual planning. 

Finally, 60% of bookings for the season 2009 have been made from January till May, proving that our clients are not doing the “last minute” bookings. 

It is important to mention that 2009 is an exception in this sense as, due to the crisis, clients have made their bookings rather late. Under the usual conditions, 60% of the bookings are made till March. 
Slide 32 – Closing ………
Today, the rural tourism in Greece exists and it presents a better alternative to mass tourism which has been developed during last 20 years and has started increasing seriously. 

Despite the mistakes made in past and serious shortages that still exist (mainly as for the institutional frame and regulations), basis have been made for the correct and viable development of rural tourism.
New ideas, excellent accommodation quality, unique gastronomy, new technologies, environmental sensitivities, use of alternative energy, bio cultures - this is the new image of the RT in Greece. This new image is being created mainly by young people, who have decided to stay at their place of origin and to develop rural tourism in their area.   

It is the obligation of all of us to help correct growth of rural areas and to support their residents in the effort of maintaining the authenticity, local traditions and customs, respecting always the environment and the potentials of each region. 

Slide 33 – Photo - End

www.guestinn.com
34 Kefallinias str. – 165 61 Glyfada, Athens Greece

Tel. +30 210 9607100 – Fax +30 2109607712 – E-mail info@guestinn.com
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