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To mapov Keipevo ekmovrBnke amo to Contact Advertising Agency Ltd oto mAailolo tou €pyou LIFE16
GIE/CY/000709 pe titho «EVviko Aaoiko lMdapko Tpoddouc: Mpowdnon QUKW aélwV KoL OLKOCUOTNULKWY

untnpeotwv». To Epyo cuyxpnuatodoteital anod tnv Eupwnaikn Evwon oto mAaiolo tou rpoypappotog LIFE.

The present report has been prepared by Contact Advertising Agency Ltd within the framework of the project
LIFE16 GIE/CY/000709 entitled ‘Troodos National Forest Park: Promoting natural values and Ecosystem Services’.
The Project is co-funded by the European Union in the framework of the project LIFE.

H mAnpnc avadopd oto mapov Kelpevo elval:

®Aoupévtlou A. 2020. EkBeon yia Ta otoxela petadoong. Contact Advertising Agency Ltd. Aeukwotia.

This document may be cited as follows:
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Report on broadcasting records

The communication plan that was completed on the 30th September 2020, was developed based on the
communication strategy which was designed to set specific communication objectives and organise the
process of their successful reach through an integrated communication plan. Thus, the Communication Plan
included specific integrated communication tactics in order to achieve maximum reach of the set target

audience at the main touch points of their daily lives.

Content marketing, meaning the creation, inspiration and communication of messages that encourage
discussion and leads to engagement through selected paid, owned, shared & earned media (offline, online),
played a decisive role in achieving communication success. Within this framework, effective communication

was based on a combination of content and channels.

In order to achieve a great coverage of the targeted audience, a crucial strategic policy in the media field has
to do with the selection and synergy of many different media types and the programming of a variety of
media vehicles within each media category e.g. selection and combination of various TV and radio channels
and programs and various press titles.

Especially, in societies of the same size as Cyprus, all mass media exhibit a good coverage percentage and it is
the strategic combination of media that ensures the greatest possible coverage.

This was precisely our goal in the design and implementation of the iLIFE-TROODOS Communication Plan. And
we achieved this goal through the use of selected Pancyprian media such as 4 TV channels, 10 radio channels,
digital (web banners on Cypriot sites, google network, social media), newspapers and magazines, external
signs (billboards) in all cities and highways of Cyprus, spots broadcasted in cinemas, bus fully iLIFE-TROODOS
branded in all cities and intercity buses covering many areas of the island.

Therefore, with strategic planning of all media we specifically and cumulatively reached all the set target
groups: a. residents of Cyprus, aged 19-65 years, b. young people, aged 12-18 years, c. children, aged 5-12
years and d. tourists (reach of tourists in action B1 was achieved through buses (local and intercity), outdoor
ads and google ads).

In Cyprus, after campaign coverage measurement is provided only for TV and according to AGB measurements
in the iLIFE-TROODOS campaign we achieved 93.78% reach of a target group aged 19-65 (558,442 people).
Moreover, according to Rai Consultants, Radio Listenership among people more than 13 years old corresponds
to 666,381 people. Thus, we estimate that by using 10 radio channels and broadcast 3506 spots we achieved
more than 90% reach. In addition, we achieved 2,389,204 reach on social media among 870,000 Facebook
users in Cyprus (Hootsuite). Reach on tourists visiting Cyprus was 27% and was estimated based on a survey
carried out at Larnaca Airport in August 2020.

To conclude, we estimate that the set objective of reaching 90% of the population of Cyprus (750,000 people)
and 25% of tourists visiting Cyprus has been achieved.

‘EkBeon yla Ta otolyeia petadoong
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iLifeTROODOS

'ExBeomn yua Ta otolyela
LETASOONG

Apdon B1

1.Elcaywyn

To mAdavo emikowwviag mou vAomotBnke ota mAaiola tou £€pyou iLIFE-TROODOS, oAokAnpwOnke otig 30
YemtepBpilov 2020. To mAdvo e€elixbnke pe BAon TN oTPATNYLKN EMLKOVWVIAG, N omola oXeSLACTNKE WOTE
va  kaBoploTtoUv ol aKpLBEei¢ oTOXOL EMIKOLVWVIOC KAl N SLadLkaoio AmOTEAEGUATIKNAG ETITEVENC TOUG HECOL
oMo €va EUMEPLOTATWHEVO TIAGVO OAOKANpwHévNG emikolvwviag marketing (integrated marketing
communication). f'vwpovag, N TPocEyyLon Twv opadwv kolvol o OAa ta touch points tTng KaBNUEPLVAG TOUG
Stadpoung pe enikowvwvia 360°, N AN TWV EMIKOWWVLIOKWY UNVUUATWY OO TO KOO oTOX0, aAAd Kal n

Klvntomoinon os paon.

2.Ztpatnywkn Emkowwviag

H otpatnylkn enikowvwviag kaboploe:

> TOUG YEVIKOUG KO ELSLKOUG ETILKOWVWVLAKOUG GTOXO0UG

> TOL OTOXEUOMEVA OLKPOATHPLA KOLL TLG LALOLTEPOTNTEG TOU KABE akpoatnpiov Kat
> TO KEVTPLKO KOIL TOL EMLUEPOUG NVUHOTA

Baoel autwv mpotabnke £évo OAOKANPWHEVO KoL AEMTOUEPEG TIPOYPOLOL CTOXEUUEVWV ETUKOLVWVLIAKWV
EVEPYELWV Kol Spacewv TAnpodopnong kat dnuoaototntag, alonowwvtag OAa ta cuyxpova gpyaleia Kal

HEPQ, LE OTOXO TN HEYLOTOMOLNGN TOU EMLKOLVWVLOKOU QTTOTEAECLOTOG.

KaBoploape wg mopAyovTeG KoL GUVTEAEOTEG ETUTUXLALG TNG OTPATNYLKAG ETUKOWVWVIAG TOUC €€ ¢ AEOVEG:
> JTOXEUMEVN aflomoinon epyaAsiwy Kal LECWV yLa TIG SLadNULOTIKEG EKOTPOTELEG

> Anuloupyia pnxoaviopou vlomoinong, mapakoAouBbnong, aéloAdynong

> ZekdBapol yevikol kal elS1kol otoxol

> AnoteAeopatikn aflomoinon kat dlayxeiplon oxéoewv pe MME

> JTOXEUMEVN TAnpodOpNOoN KAl LAVUUO VA GTOXEUOUEVO OKPOATHPLO

> ATTAO KAl KATAVONTO KEVTPLKO prvupa (single minded)

Me yvwpova va emiteuxBouv amodoTika:
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oL oL yevikol Kal oL el8LIkol oTOXOoL EMLKOWVWVLOC, TTOU OploTNKAV 0TOo TTAQLCLO TNG EKOTpaTElaG Kal

B. va evnuepwBoUV oAoKANPWHEVA, CTOXEUUEVA KOl e COPAVELO TA OKPOATNPLA, OTIWG KaBopioTnKav, OAEG

oL evépyeleg Tou oxediou Spdaong eiyav:

> CUVETELA |IE TOUG OTOXOUC OTPATNYLKNG EMLKOLVWVLAG

> CUVEXELA YLaL VA SNULOUPYOUV CUVEPYELEG

> SLapkela waote va KaAuPpouv 6o To XPovIKO SLACTNA TOU £€pYOU
> aAAnAouxia yla peyoAUTEPN AMOTEAECUATIKOTNTA,

AnAadn, To Zx£6L0 Emkovwviag mep\appove cuvOUACUEVEG EVEPYELEG OAOKANPWHEVNG ETILKOWVWVIOG WOTE
va enwteuxBel n evotoxn mpooéyylon OAwv Twv Kool ota Kupla onueia emadng (touch points) tng

KaBnuePVOTNTAG TOUG.

3.AnUovpykn ZTpatnykn kot Eqpapuoyég
ATO TNV €vapén TNG oTPATNYLKNG EMLKOWVWVLAC, LEXPL TNV OAOKANPpWOH TNG TO UGOG TNE eMLKOVwviag Tav Atto,

anho, vy, avBpwrnvo wote va petaPipalel tig mAnpodopisg eUkoAa.

KAeldl otnv emtuyia g mkowwviag: to content marketing: n Snulwoupyla, €umveucn, emkovwvia
HUNVUPATWV Kat evBdppuvon Stahoyou padl kal Sta pécou tou KowvoU Kal péoa amno snikeypéva paid, owned,

shared & earned kavdaAwa emikowvwviag (offline, online).

3TO VO ETULKOWVWVLOKO TIEpLBAAAOV, TO KOO Sivel Tpoooxn o€ UNVULOTA TTOU £X0UV VONUO LEGA OTO SLKO TOU
YVWOTIKO MAQioL0 Kal MAaiolo aflwy, TIou He eIAKPLVELD, ammAd Kal EekaBapa Tou amaviouV o0To EpWTNHA: ‘Tt
UTtapXeL eKel yia péva’; Kat, adol to SnULloupyLko Teplexouevo eivat engaging kol evilad£pov ylo To Kowo,
yivetal viral péoa amnd buzz marketing kat katd cuvémela to (610 TO KOO YIVETAL KAVAAL EMLKOWVWVLAG,

oupBAaAAovtag otn Sldxuon Tng mAnpodoplag.

Méoa oe autod To TAQLCLO, N ATOTEAECHATIKY EMLKOWVWVIO BACLOTNKE OTO CUVSUACUO TIEPLEXOUEVOU Kall
KavoAlwy. MpokKeLtal yla pia oklaypddnon tou kadnuepvol tafldlol tou Kabe moAitn, mou apyilel pe to

Slaloyo pe tov katavalwth, odnyel oe engagement, oc loyalty, advocacy.
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4. Anpovpyikd YAko kol Eqappoyég

Al. TnAsontikég MapaywyEg

2018 - 6 tnAgomTikd eAANVIKA omoTg (Mavida, XAwpida, Ofuydvo, Avauyn, vepod, EMOXES )
2019 - 1 (moudikd — Aevtpng - cut version)

2020 - 9 tnAsomtikd ayyAkd omot (3 matdika, Mavida, XAwpida, Ofuyovo, Avauyn, vepod, EMoxEG )

A2. Padlopwvika Imotg

- 6 omnotg (Mavida, XAwpida, Ofuydvo, Avauyn, vepd, eMOXEG )

A3. Touvieg yia Swvepd

- 3 omotg (Aevtpng)

A4. Evtunec Stadnpuioslc os epnUePiSEC Ko MEPLOSIKA

IXESLOONOG - ZUVOAO 14 €VTumeg
2018 - 6 évtumec ( Mavida, XAwpida, Nepo, Ofuyovo, Avauxn, EmoxEg)

2019 - 8 évtuneg ( Avayguyn, Asvipng, wtoolvBeon, KAatikr) aAAayr), Natura, OlKOOUGTNOKEG

unnpeoieg, Owkdtumol, Fewloyia)

NpooappoyEG - 47 pey£On avaloya pe ta Evruna (2018 -6, 2019-27, 2020-24)

A5. Web banners — Google Ads

Ixedlaopog - 8 web banners
2018 - 7 (Avauxn, Téooeplg emoxeg, OEuyovo, Mavida, XAwpida, Nepo, Tormio )
2019 - 1 (Aevtpnc)

Npooappoyeg oe 14 pey€dn (2018 — 5, 2020 - 9)

A6. E€wtepikéc Aradnuiceic (outdoor)

Ixedlaopog: 6 ( Ofuydvo, Nepo, Avauyxn, Téooeplg emoyxég, Mavida, XAwpida)

NpooappoyEg: 12 pey£On
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A7. Aewdopeia

IXedLaO0TIKO: 1

Npooappoyeg o€ 5 pey£On Aewdopeiwv

A8. Facebook Posts

Ixedlaopog 180 nootg

A9. Mowilo Anpovpykd YAko 2018

Leaflet eAAnviko & ayyAikd -> B1 pdon

Newsletter -> D2

Mwakideg (5 oxedlaopol ) -> D2

Free standing banners -> D2

MpowBNnTikd YAKO (oeAlbobeiyteg, onuelwpatapla, usb) -> D2
Ixeblaopog NpdokAnong kat Npoypaupatog Natura 2000
Folder

Adioa yla Alaywviopo Qwrtoypadiag -> B3

A10. Mowilo Anpoupykd YAko 2019

Information panels (9 designs) -> B3

Ewkoviblo yia to application «Kuvyt @ncauvpou» -> B3
Newsletter -> D2

D otéxvnon yla to «Imitt Tou Asvtpn» -> B3

Free stand yia applications -> B3

Mwakidec MAateiag Tpooddoug ( 7 designs ) -> B3

Panels ywa EkBeon Owtoypadiag -> B3
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Al1l. Mowilo Anpovpykd YAko 2020

MpdokAnon ya TeAwkn Huepida -> D1
MpdokAnon yla MOOA
Booklet ExkAaikeupévn avadopa ( 20 pages ) -> D2

Newsletter ayyAiko ->D2

Al12. FACEBOOK PAGE

Anuwoupyia FB page, oxedlacpog FB covers

Ixeblaopuog kat Epappoyr pnviaiwv content calendars (2018, 2019,2020)

A13. INSTAGRAM & YOUTUBE

Anuoupyia Aoyaplacpou oto Instagram kot KavaAl Youtube

5.2Tpatnywkr) MME kot ITpofoAn

H vulomoinon SLadNULOTIKWY EKOTPOTELWV TPAYHATOMORONKE o KOpota (2 kdBe £€10G) wote va
KOAUTITOVTOL Ol QVAYKEC EMIKOLVWVIAC Kol VO €VIOXUOVTOL Ol OTOXEUMEVEG SpAcelg mMAnpodopnong Kat
npowbnong. Exouv kaAudOei 6Aa ta MME, onwg meplypadovrtal oto IxESo Emkowwviag wote va elval

SLAaYUTN N EMLKOWVWVIO TWV UNVUUATWY HaG.

H ocuotnuatikiy mopokoAolOnon kol eumeplotatwpévn afloAdynon tg £Dappoyng TG OTPATNYLIKAG
eTKOVWViag, adopoloe Tov EAeyxo TNG UAOTIOLNGONG KaL TNV TEKUNPLWON TN TOLOTNTAG TWV ETILKOWVWVLOKWY
EVEPYELWYV, KABWG KOL TNV QMOTEAECUATIKOTNTO TWV SPACEWV EMKOWVWVIOG O OXEON LE TOUC YEVLKOUG Kol

£161K0UC O0TOXOUC TNG OTPOTNYLKNG ETIKOWVWVIAG.

NpofoAl MME

AkolouBel mivakag (Mivakag 1), o onoiog kataypddel TI¢ TPoBOAEC ava KoTnyopia LECOU O OXEON LE TIC

TipoPAenOpEeveg.
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Nivakag 1. MpoBoAr MME.

PRESENTATIONS

TOTAL
TARGET ACTUAL
TV 700 spots 725 spots
TV PRESENTATIONS 9 10
RADIO 3,456 spots 3,506 spots
RADIO
9 10

MAGAZINES

18 insertions

18 insertions

NEWSPAPERS

42 insertions

42 insertions

WEB BANNERS

3,000,000 impressions

3,170,554 impressions

GOOGLE 1,600,000 impressions 8,996,398 impressions
FACEBOOK 10,000 likes 14,272 likes

CINEMA 1,400 spots 5,405 spots
OUTDOOR 18 19

BUSES 7 8
INTERCITY BUSES 2 2
LIVE LINK 2 2
ARTICLES 12 18

PLUS extra free omot radio NRG

Eniong, SnuootetBnkav 39 AeAtia Tumou ( 2018-13, 2019-13, 2020-13), oto mAaiolo Twv Apdacswv B1 kot A2.

(9
[y
®)
o
o)
-3
=
(Y]
3
8
(Y]
e
(@]
=
o)
3
=
=
>
e
o]
w
D
—=
e




‘EkBeon yla ta otolxeia petddoong

iLifeTROODOS

Baowkn otpatnylkr otov Topéa twv MME yla va emiteuxBel peydAn ka@Audn kowvol eival n emhoyr Kat n
OUVEPYELD TIOAAWY SLaPOoPETIKWY PECWV Kal o€ KABe katnyopia péoou emAoyn T.X oTnV TNAEOpPAOCN Kol
padlodwvo SLadOoPETIKWV KAVOALWY KOL TIPOYPAUUATWY, SladopeTikwy TITAWV/eviinwy avadopkd pe ta

TLEPLOBLKA Kall TIG EDNUEPLOEC.

ELSIKA og Kowwvieg Tou peyéBoug tng Kimpou oAa ta péoa HallKNG EMLKOWVWVIOG €xouv KaAn KaAun Kot o

oUVSUAOHOG TOUG gival autog ou Stacdalilet tn peyaAutepn duvartr) kKaAuyn.

AUTOC aKpLBWE ATV O OTOXOC LOG OTo oxeblaopd Kol uhomoinon tou xediou Emikowwviag MME kat tov
METUXOUE HE TN XPRon mMowkidwv Maykumplwv pécwv MME onwcg 4 kavaiia thAeopoaong, 10 kavaila
padlodwvo, digital (web banners oe kumplaka sites, google network, social media), évtuna (n amnxnon
nieplodikwv Kot epnuepidwyv napouoialetal oto Mapdaptnua lll kat 1V, avtiotowa), e€wTteplkeg mvakideg oe
OAEC TG TOAELG KOL QUTOKLYNTOSpopoug tng Kompou, OSladnuioelg oe owvepd, viuolpo Aswdopelwv pe

Slakivnon og OAeg TIC TOAELG Kal intercity Aewdopeia e SLadpopeg Tou KAAUTITAV TTOAAEG TIEPLOXEG TOU VNGOLOU

Jtnv Kumpo, pétpnon eniteuéng kaAAuyng ekotpatelwy eivat Stabéaiun povo yla tnv thAeopaon (Mapdptnua
1). Kat cUpdwva pe tig petpnoelg pog (AGB) pe 725 omnotg metuxape kdAvpn (reach) 93.78% oe kowo 19-65
xpovwv (558,442 dtopa — Nielsen Audience Measurement) kat mbavo aplBud B€aong tou omnot (OTS -

opportunity to see) 20.16 ¢popég /dtopo.

Avadopikd pe to padiodwvo (Mapdptnua Il), cpdwva pe tn Rai Consultants (o aplBUOC TWV ATOUWV TTOU
aKkoUel padlodwvo og NALkieg 13 eTwv Kol Avw avEpXETaL oTLG 666,381, Ondte untohoyiloupe OtL pe 3506 omot
Kal xprion 10 padlodwvikwv KavaAlwy €XOUE Teplocotepo and 90% kaAuyn. Zta b social media, ocUpudwva
pe to Hootsuite umapyouv 870,000 Facebook users otnv KOTpo Kol pe TG ekotpateiec pag oto Facebook

TeETUXaE reach 2,389,204 .

H ektiunon tou mMoocootol amnxnong tTnG €KOTPOTE(OG OTOUC TOUPIOTEG TPAYUATOMOLONKE HECW €VOG
gpwtnpatoloyiou? o 100 Tuxaioug toupioteg oto agpodpduo Adpvakag otig 27 Auyovotou 2020. Nocootd
45% emiokédOnke to EOVIKO Aaoikd Mapko Tpoddoug Touldylotov pia Nuépa KOTA TIG SLOUKOTEG TOU OTNV
KOmpo. To 27% €xel 6L j AKOUOEL KATL OXETIKA HE TNV EKOTPATELD 1 TG UTIOSOUEG Tou iLIFE-TROODOS. Anod

0lUTOUC, OL TIEPLOCOTEPOL £XOUV ETMLOKEPOEL TO oNUElo evNUEPWONG ETLOKETTWYV otnv NAateia TpoodSoug.

QG €K TOUTOU, E OTPATNYLKO TIPOYPAUUATIONO OAWV Twv MME koAU ape 181KA, aAAA KOL CUCCWPEUTIKA, TLG
KOTNyopieg kolvol otoO)XoU Tou To IS0 Emikolvwviog ATav TayUévo va Tipoosyyioel, SnAadn d. KATOLKOUG
KOmpou, nAwkiag 19-65 stwv, B. véoug, nAkiog 12 -18 etwv, y. maldid, nAwkiag 5-12 etwv kat 8. Touploteg
(kdAupn touplotwv otn Spdon Bl emtelyxbnke péow Twv Aswdopeilwv (Tomkwv kat intercity, outdoor

Sltadnuioswv kat google ads).

JUUTEPAOUATLKA, UTTOAOYI{OULE OTL GUVOALKA, O AMWTEPOG 0TOX0G KAAL PN Tou 90% Tou TAnBuaopou (750,000

ATOMA) KO TOU 25% Twv TOUPLOTWYV Tou eTLOKEMTOVTAL TNV KUTtpo, €xeL emuiteuyOel.

1 To anoteAéopata tng €épeuvag mapotiBevtal oto Mapdptnua V.
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Annxnon tou Epyou otnv TnAedpaon (rnyn Nielsen Audience Measurement)

2018
Reach ‘ Reach % | Reach ‘ Reach %
TV Channel 16-31/05 08-21/10
OMEGA 135,487 | 20.12% | 161,664 | 23.54%
ANT1 218,764 | 32.49% | 205,166 | 29.87%
SIGMA 205,271 | 30.49% | 240,538 | 35.02%
ALPHA KYPROU 187,495 | 27.85% | 205,950 | 29.99%

2019
Reach | Reach% | Reach | Reach% | Reach Re;)ch
TV Channel 16-31/5 07-31/10 01-17/11
OMEGA 135,038 | 19.66% | 154,179 | 22.16% | 185,910 | 26.72%
ANT1 126,386 | 18.40% | 264,523 | 38.02% | 323,459 | 46.50%
SIGMA 158,709 | 23.11% | 250,411 | 36.00% | 145,361 | 20.90%
ALPHA KYPROU 189,164 | 27.54% | 266,190 | 38.26% | 206,254 | 29.65%
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2020
Reach ‘ Reach% | Reach ‘ Reach%
TV Channel 04-24/06 06-26/07
OMEGA 289,362 41.6 103,298 | 14.85
ANT1 242,195 | 34.81 | 191,479 | 27.52
SIGMA 149,360 21.47 138,571 19.92
ALPHA KYPROY | 240,620 | 34.59 | 207,206 | 29.79
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ITIAPAPTHMA II
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MNocoota akpoapatikotntag padiootaduwv (tnyn Symmetron Market Research)

2018 - 2019 2020
RADIO RADIO
Channel Reach % Channel Re;ch
(]
107.6 2.40% 107.6 7.10%
ASTRA 4.80% ASTRA 7.10%
KANALI 6 9.20% KANALI 6 13.20%
KLIK FM 4.00% KLIK FM 12.70%
LOVE RADIO 6.20% LOVE RADIO 13.20%
MIX FM 6.00% MIX FM 13.10%
O DROMOS FM 1.10% 0 DF:&MOS 2.10%
RADIO DEE JAY 2.70% RADIO DEE JAY | 8.30%
RADIO PROTO 6.10% RADIO PROTO | 12.70%
SUPER FM 4.00% SUPER FM 12.90%
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iLifeTROODOS

Nocoota annxnong neplodikwv (rtnyn RAI Readership)

2018 - 2019
MAGAZINE Reach Re;d'
0
oK 61,503 | 8.50%
HELLO 104,149 | 14.40%

BEAUTIFUL PEOPLE | 49,472 | 6.80%
DOWN TOWN 119,019 | 16.40%
TV MANIA 131,166 | 18.10%

2020
MAGAZINE Reach | Reach%
BEAUTIFUL PEOPLE | 56,602 | 7.80%
DOWN TOWN 139,588 | 19.30%
TV MANIA 124,952 | 17.20%
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iLifeTROODOS

Nocoota annxnong epnuepidwv (mnyn RAI Readership)

2018 - 2019
Daily Saturday Sunday
Newspaper Reach | Reach% | Reach | Reach% | Reach | Reach %
OINEANEYOEPOX | 50,253 | 6.90% | 109,030 | 15.00% | 70,779 | 9.80%
ZHMEPINH 8,661 1.20%
NOAITHZ 21,940 3.00% 43,513 6.00% 27,263 3.80%
KAOHMEPINH 6,573 0.90%
XAPAYTH 15,329 2.10% 20,804 2.90% 18,939 2.60%
ANHOEIA 4,972 0.70% 4,341 0.60% 5,999 0.80%
=
o]
o
w
3
&
t:Si 2020
i Daily Saturday Sunday
g Newspaper Reach | Reach% Reach Reach% | Reach | Reach%
g ®DINEAEYOEPOZ | 60,877 | 8.40% | 113,202 | 15.60% | 82,543 | 11.40%
3
s MOAITHZ 23,434 | 3.20% 34,358 4.70% | 22,978 | 3.20%
g KAOHMEPINH 12,357 1.70%
2 SHMEPINH 9,499 | 1.30%
XAPAYTH 17,450 | 2.40% 18,835 2.60% | 15,528 | 2.10%
ANHOEIA 9,387 1.30% 8,535 1.20% 6,390 0.90%
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11/4/2020 iLIFE-TROODOS reach to tourists visiting Cyprus

ILIFE-TROODOS reach to tourists visiting
Cyprus

100 responses

Publish analytics

How long was your stay in Cyprus

100 responses

@® 1-5days
@ 6-10 days
@ >10days

)

Where did you stay?

100 responses

Larnaca
Paphos

Nicosia

Limassol

Ammochostos

Troodos




11/4/2020 iLIFE-TROODOS reach to tourists visiting Cyprus

Have you visited Troodos National Forest Park?

100 responses

® Yes
® No

Other protected areas

Have you visited other protected area? If YES, which one?

55 responses

60

49 (89.1%)

40

20

6 (10.9%)

Akamas National Forest Park

Tourists that have NOT visited Troodos

No

~—



11/4/2020 iLIFE-TROODOS reach to tourists visiting Cyprus

Have you heard or seen anything about iLIFE-TROODOS project?

55 responses

® Yes
® No

Tourists that have visited Troodos

Have you seen/ visited any information points either at Troodos Square or
Platania?

45 responses

® Yes
® No




11/4/2020 iLIFE-TROODOS reach to tourists visiting Cyprus

Which of the following, regarding iLIFE-TROODOS campaign have you
seen/ heard?

45 responses

Outdoor advertising on 0 (0%)
buses
—0 (0%)

R oocos Sauor. M 20 (44.4%)

Troodos Square
—0 (0%)

Google advertising|—0 (0%)
iLIFE-TROODOS Mobile
Apps

Information boards

16 (35.6%)

—2 (4.4%)
Leaflets 3 (6.7%)
None of the above 25 (55.6%)

0 10 20 30

Which of the following, regarding iLIFE-TROODOS campaign have you
seen/ heard?

7 responses

buses

Outdoor advertising in
billboards

Information points at
Troodos

0 (0%)
0 (0%)

Google advertising|—0 (0%)

iLIFE-TROODOS Mobile

I 0,
nops| © %)

Information boards{—0 (0%)

0 2 4 6 8



11/4/2020 iLIFE-TROODOS reach to tourists visiting Cyprus

Where are you from?

100 responses

40

38 (38%)

36 (36%)
30

20

10

Denmark Germany Greece UK

Please indicate your age group

100 responses

® 18-25
® 26-35
© 36-45
@ 46-55
@ 56-65
® >66
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