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= Sample: 90 (40 Planners, 50 Vendors) . O G rO Wt h

= Representation: 115,000 companies

= Web CASI | Structured Questionnaire
= April 2026
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Wedding Planners Profiles (~1,200)

16 years

average industry
experience

~ 2 1 Weddings

per year

83%

of revenue from weddings

(1%- 16

destination weddings
(couples from abroad)

Areas of Operation

Greece (everywhere)

Attica
! Cyclades
I Peloponnese

North Aegean

lonian

Dodecanese

Epirus | 5

Western Greece

Central Macedonia
Eastern Macedonia/Thrace
Central Greece

Outside Greece

%
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OvBpLWImol « EPMYEDTT) » SnuIoupyio



47%

Wedding Planners Profiles (~1,200)

Collaboration with local partners:
Destination Management Companies,
travel agencies, and service providers

Areas of collaboration with DMCs %

Accommodation and 89
transportation

Concierge / guest
services . 34
Pre- and post-wedding 33
experiences

Other

11
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Vendor Profiles (~114,000

Areas of Operation %

I AT | )

videographet

=k
"
S

Attica
Crete
Peloponnese
— . - .Ngrt.h_A e.g;a.n _____________________
lonian

Western Greece

]
B2
Central Greece [J 2
|1
|1
|1
|1

Dodecanese

16 10/ Epirus

yea rS 5 O Central Macedonia

average industry of revenue from weddings Thessaly

experience
i ]
~ 2 7 Weddings 6 5 % _ 16 Outside Greece 20

per year destination weddings

(couples from abroad) F‘OCUS Bari
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Average Estimated Cost per Wedding

g, Average budget per
7 wedding (excluding
. VAT)
W e
%

Plus additional tourism spending...

~130 guests e

wedding

~4-overnight stays ..ue

destination

Up to £20,000 = €20,001 - €50,000
= €50,001 - €100,000 = €100,001 - €200,000
= £200,001 - €500,000 = €500,001+ p FOCUS Bal"l
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Estimated nual D arket Sie

Active Companies in

"Scenario | Hypothesis" Destination Weddings #Weddings (x16) Direct Expenditure (x€157,300)
“Conservative” 50% 9,640 €1.52 billion
"Base" 65% 12,532 €1.98 billion
"Optimistic" 80% 15,424 €2.43 billion

++ tourism spending! FocusBari

Eurvenan s Snpoupyia



B U d get Al | OCatI O n by Expense Category

%
® Venue
= Catering
= Accommodation and Transportation
Decoration and equipment

= Photography and video

®m Entertainment

®m Wedding Planning

Day-after activities / excursions, etc.

FocusBari
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Countries of Origin

@ United Arab Emirates

U.S. 95% France

Middle Eastern Countries

Un|ted Klnngm 58% Switzerland

India

8 Australia 27% cermary [
o) Scandinavian countries -5
B*0 Canada 24% onne [l

(0) Other Asian countries .3
X |srael 18% o B <

8
8
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E m e rgl ﬂg M a rketS (last 2 years)

%

® Planners Vendors
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Demand Trends : multi-day weddings

%

Vendors

63%

Planners

63%

® Has increased significantly = Has increased slightly

FocusBarl
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Desired Experiences

%

®m Very important ® Quite important

Authentic local experiences 55

Customized | Themed design

Privacy

Fine Dining & Beverage Experiences

Eco friendly practices

FocusBari
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Demand Trends: Destinations oy country of origin

Dodecanese } j lonian Islandst = | Crete @n Cyclades

USA
UK
ISRAEL
INDIA

MIDDLE EAST

N Attica [

64%
47%
29%
35%
61%

FocusBarl

Eurvenan s Snpoupyia



Demand Trends: Types of Venues

%

34

Beach venues

Luxury hotels / resorts

Private villas

Estates / wineries

Historical buildings / historical venues

Boutique / alternative / unique venues

FocusBarl
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Demand Trends: Event Types (as 2-3years)

%

PRE-WEDDING EVENTS POST-WEDDING EVENTS
Increasing
1% 58%
trend: 0 0
@ Has increased significantly ® Has increased slightly Remains stable Has decreased | don’t know

FocusBarl
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Demand Trends: Event Types as 23 years)

%

DAY-AFTER ACTIVITIES/EXCURSIONS BOAT/YACHT EVENTS
Increasin
) A45% 58%
trend: 0 0
@ Has increased significantly ® Has increased slightly Remains stable Has decreased | don’t know

FocusBarl
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Demand Trends: Event Types past2-3years

%

BACHELOR / ELOPEMENTS /
PROPOSALS BACHELORETTE PARTY MICRO WEDDINGS
Increasin
" 21% 11% 32%
trend: O 0 0
@ Has increased significantly ® Has increased slightly Remains stable Has decreased | don’t know

FocusBarl
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10
SN

Ba rr rS t ' R e T i A I I IR 1
o Lack of infrastructure / suitable venues 42 I
G rowth Competition from other destinations 37 I

Geopolitical developments / international instability 18
Limited international exposure 16

Environmental / spatial planning constraints I 13
Economic uncertainty I 13

Cost of services

Availability of accommodation B 11
Staff shortages BN 8

Bureaucracy B 8
Seasonality H 8

® Planners

Vendors
Limited air connectivity B 8

Infrastructure (transportation, roads, logistics) Bl 5

FocusBari
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Satisfaction with the Country’s Promotion

as a Wedding Destination
° / y
55%

Not very/ International promotion of

not at all Planners / wedding tourism

%
“They are not adequately supported...”

76

6

= Very / fairly Support for industry professionals

CDI

Moderately
Creation of targeted content
Not very
= Not at all - e #‘ Collaborations with international 53
l media / platforms
A
46 @) | Vendors Participation in specialized 45
Not very/ ! ] L F | wedding events & forums
not at all —

FocusBarl
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#1

#2

#3

Top Support Requests for
Wedding Tourism

Strengthening international visibility as a wedding 0
destination ) 52 /O

Access to historic sites & monuments ) 40%

Development & upgrading of venues and 0
infrastructure ) 34 /O

Promotion of new destinations beyond popular

ocations ) 22%

Digital presence & online channel utilization ) 160%

FocusBari



Projected Sector Growth

%

Planners Vendors

e

m Strong growth
= Moderate growth / stabilization
= Stagnation

Decline FocusBarl
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Competitive Advantages

I Natural beauty and landscape diversity (islands, sea,
landscape)

| Climate and weather conditions

Ability to combine weddings with holidays

Value for money compared to competing destinations
Cultural heritage and authenticity

Destination safety

Quality of hospitality and guest experience
Gastronomy

Industry experience and professionalism

B 11
BSs

® Planners

Vendors

FocusBari
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“Hot leads”: People planning to marry &
positively inclined* toward Greece ntousanas

# Greece's 403 359 @ = Greece in Top 5 travel preferences
ranking
208
121
101 75
i l B @O & &
#2 =in
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Source: YouGov Profiles 2026 survey, global consumer database
Focus Bari - Exclusive partner in Greece FocusBari

*consider or recommend Greece as a destination and are planning a wedding within the next 12 months BRIl & ELMVESTT = SOUIDURYIC



Over 3 million “hot leads” for

destination weddings in Greece
(not limited to traditional source markets)

Conversion game Growth game
(mature markets) (High-volume markets with

o ltaly lower destination ranking)

o UK o India

o Netherlands o Brazil

o Germany o Poland

o (Spain, Sweden, France, o China

Switzerland)

Goal: Strengthen destination preference

Goal: conversion to bookings /positioning

FocusBarl
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& = The 5 Keys to Growth

7

1. Targeted international campaign by the Greek National Tourism
Organization (GNTO) for wedding tourism

2. Access to iconic locations (photo shoots, experiences, etc.)

3. Investment incentives for the development of premium venues across the
regions

4. Extension of the tourism season & promotion of new destinations

5. Institutional collaboration between GDPA, EOT, and the Ministry of Tourism:
coordinated action FocusBari
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