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1. To Xoppora

OEQPIE>

Ta oduforo amoOTEAOLV OYNUOTA UETOPOPES TOMTICTIK®OV TOPUSOCEDV Kot
KOW®OVIK®OV TPOTHTOV Kot S1as@aAilovy T Guvoyn KOG OLAdOC, TPOGTATEVOVTAG TNG

amd aACAPELES Kot EAAELYN VONLOLTOG,.

“But what a feeling can come over a man just from seeing the things he believes in
and hopes for symbolized in the concrete form of a man. In something that gives a
focus to all the other things he knows to be real. Something that makes unseen things
manifest and allows him to come to his hopes and dreams through his outer eye and
through the touch and feel of his natural hand.”

— Ralph Ellison, Juneteenth

“That was when I learned that words are no good; that words dont ever fit even what
they are trying to say at.”
— William Faulkner, As I Lay Dying

“Tact is the ability to step on a man's toes without messing up the shine on his shoes.”

— Harry S. Truman

“A diplomat who says “yes” means “maybe", a diplomat who says “maybe" means
“no”, and a diplomat who says “no” is no diplomat.”

— Talleyrand

“But it doesn't take a thousand men to open a door, my lord."
"It might to keep it open.”
— Ursula K. Le Guin, The Left Hand of Darkness

2tpoyyvla Aéye tva Kot KuAinTot.

Alowmrog, 620-560 m.X., Apyaioc puBomoidg, SovA0g ek Ppuyiog
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1.1.X0pBora ko Aumhopatio

H awmhopatio og "0fatpo" evrvnmcewv
Spencer, Graham (2005). The Media and Peace. From Vietnam to the "War on
Terror", 1¥ing to kepdAiato Diplomacy and Signaling, London: Palgrave Macmillan.
H moAutikn a&omoinong towv péowv evnuépmong pe otdyo v emitevén
OIMAOUATIKOV 6TOYWOV, Hag VevOLIILEL TNV E6MTEPIKT GLVAPELN TNG OWTAMUOTIOG LE
to Béatpo. 'Etol, yepovouies, tpOTOG CLUUTEPIPOPAS Kol YAMOOO, AEKTIKY KO pn-
AEKTIKY], WE TIG OMOIEC EMKOWMVOVUE, Kol G€ OAO TO €MIMEdD TOALTAOKOTNTAG,
OmOTEAOVV CNUATO GTOVS ATOOEKTES KOL TO OLKPOUTI|PLO, GE LU0 TOAVCTLUO EPUNVEIDV
KOl UNVOUATOV 6TO TAOIG10 TG SWAMUATIKNG eTKowvavias. Avuilovpe v avdivon:

— tov Maurice Edelman (1919-2001) yw tov

OLUPOAIKES YPNOEIS TNG TOMTIKNG, TOL ECTIALEL “I[
OTIG OY£0ELG HETAED unvopdTomv, cuvolcOnuatwy smn“uc
Kot cupPBormv (1964)

— ka1 Tov Erving Goffman (1922-1982) ywo v “SES
TOPOLGINoT ™m¢ TPOCOTIKOTNTOG, OV nf

vroypoppilet ™m oToVONOTNTA ™mg P“u“cs

OsotpwcdONTOG ©C Pdon  KabBodnynong kot

EAEYYOV TV EVIVITAOGE®V TNG TPOSOTIKOTNTAS (1969).

H a&io g avdlvone tov Edelman yio v moltik ko to cOuPola,
OLUPAAOLY GTNV OMOK®OTKOTOINGT TNG MOATIKNG EMKOWMOVING MG O1001KAGI0G TOL
OLVEYMG KOTAPEDYEL 6€ GUUPOAM, YO VAL EVIGYDGEL 1] VO OTOSVVAUADGEL TNV ETPPON)
evog akpoatnpiov: amd TNV Myecio Kol T YAOOOH, UEXPL TIS EVIVIIMOELS KOl TO
TAAIG10 aVOPOPAG.

"Edelman’s innovative and classic book The Symbolic Uses of Politics (1964) is
the seminal work on symbolic politics, and it continues to exert a widespread influence on
scholarly research. In it, Edelman explored the use of myths, rites, and other symbolic forms
of communication in the formation of public opinion and policy. He drew a distinction
between the conventional view of politics, which focuses on how people acquire what they
want through government, and the reality of politics, in which political symbolism is used to
influence a country’s citizens by placating them or compelling them to act. The book was
centred on the notion that democracy is largely symbolic and expressive in function and has
fostered vibrant scholarly debate. According to Edelman, political reality is concealed from
the public through the generation of largely empty symbols by the political elite.”
Encyclopaedia Britannica
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https://www.merriam-webster.com/dictionary/seminal
https://www.merriam-webster.com/dictionary/myths
https://www.britannica.com/topic/public-opinion
https://www.merriam-webster.com/dictionary/placating
https://www.britannica.com/topic/democracy

Me agetnpio to The Symbolic Uses of Politics, o Maurice Edelman
TPOYMPNOE 6TN GLYYpaEn d6éka PiPriov, uetaéd tov onoiwv: to Politics as Symbolic
Action: Mass Arousal and Quiescence (1971), 6mov diepevvnoe v "katackevn" g
TOMTIKNG OVTIANYNG Kol TNG KOWNG YVOUNG OTIC ONUOKPOTIEG, KOL TN GLAAOYIKN
noMtikn Opdomn, xor to Constructing the Political Spectacle (1988) omov kot
vrooTpiée 0TI, aKOUa Kl 0G0l givol €E0IKEIMUEVOL E TNV TOAITIKY, €KONAMVOLV

YOPOKTNPIOTIKE  GUUTEPIPOPAS NG Kuplapyng wWweoroyiog, Kvpiwg Otav TNV

amoOEYOVTaL.

Amo v arAn, o Kavaddoc Erving Goffman
(1922-1982), iomwg 0 pHeEYAADTEPOG KOWMOVIOAOYOS TOL E"ﬂ‘? ’: M A N
200v aidva, "E€KTog OTOV KOTGAOYO TWV WO OlGGHUMY IRETAR S BTN VM ER ORI

OVYYPOPEDY TWV KOIVWVIKDV eToTHU®Y, uetd tov Michel

Foucault, zov Pierre Bourdieu, zov Anthony Giddens xo:

yniétepa. oty Aloto amdé tov Jurgen Habermas",!

xpnoonoince 1o Batpo wg petapopd: "pavialopoote

TOV €00TO pHog oG oknvoBétn ¢ 1dwg poag g

kabnuepwvomtag”, eykavidlovrog £tol T "dpapatovpykn avdivon" yio tn peAL

TOV KOWOVIKOV GYECEMV, G OpOoLG BeaTpikdTNTOS.

H mpocomkotnTa £vég dumlopdtn uanc. o

O Mopoér Kavtié (Marcel Cadieux), yvootdg L5 DIPLOMATE

. . 2 , , CANADIEN
Kovaddg osmlopdne,” €dmwoe pio yAapupn ekova Tng G
TPOCOTIKOTNTAG TOV OUTAMUATY, O 0T0{0G eV HETAPEPEL
amA®dg TG €BvikéG TOL TaPAdOGES 6TO €EMTEPIKD, GALY
evepyel MG KOTOADTNG 6N S0SIKAGIN EVEMUATMOONG OVTOV St g i M

TOV TOPAOOGEDV GTO EEMTEPIKO, PLGIKE, Y10l TO GLUPEPOV

TOV KPATOVS EKTPOGMMTNONG OAAL Kot TOV KpATovg prio&eviog.

! Most cited authors of books in the humanities, 2007,
https://www.timeshighereducation.com/news/most-cited-authors-of-books-in-the-humanities-
2007/405956.article?storyCode=405956&sectioncode=26

2 O Marcel Cadieux (1915-1981) vmfipée o mpdrog Kavadoc mov vmiple péhog g
Emutpomic Aebvoig Awaiov tov Hvopéveov E6vov (United Nations International Law
Commission). Kabnyntmg 61ebvovg dikaiov oto IMavemomuo g Ottdfo, vevmovpyds
Eéwtepicav, amo to 1964 péxpt to 1970, ftav o mpdTog YoALOQ®VOg TpéaPng tov Kavadd
ot HITA (1970-1975), kou emikepodng g aviumpoomneiog Tov Kavadd oty Evpomraikn
Kowoémta, and to 1975.
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https://www.timeshighereducation.com/news/most-cited-authors-of-books-in-the-humanities-2007/405956.article?storyCode=405956&sectioncode=26
https://www.timeshighereducation.com/news/most-cited-authors-of-books-in-the-humanities-2007/405956.article?storyCode=405956&sectioncode=26

1. ITowog Nyrav o Marcel Cadieux;

O Marcel Cadieux (1915-1981) vinpée o mpdtog Kovaddg mov vaqpée uéhog g
Emutponng Awebvoig Awaiov tov Hvopéveov EOvav (United Nations International
Law Commission). Kafnynmg 61ebvoie dwkaiov oto IMoavemotyuo g Ottéfa,
vevmovpyds EEmtepikav, amd to 1964 péypt to 1970, frav o mpdtog YOALOP®VOG
npéoPng tov Kavadd otig HITA (1970-1975), kot emke@oAng NG oVTITPOCHOTELNG

tov Kavadd oty Evponaiky Kowvotra, and to 1975.

2. Ti eivan n Emrpomn Aebvovg Awkaiov tov Hvopévov EOvav (United Nations
International Law Commission);

YvveomOn oand ) ['evikn Xvvéhevon tov OHE, to 1947, pe amoctoAn, Pacn tov
apBpov 13 (1) (a) tov Xapt tv Hvopévov EOvov, "ty ekrovnon ueietwv xar v
EKOOGN 00NYIOV UE OTOYO TH OTAOLOKN OVArTuén Tov 01evoids dikaiov Koi v

KwIlkomoinon tov".

3. Ti onpaivel Avtitpocomeio €vOg KPATOVG 6€ £vay o1EOVI] opyaviono;
[IpéoPng omv Avtimpoowneio. tov HITA oty EE, 'EAAnvag Ilpéofng ot Moviun
EMnvicn Avtumpoconeio (MEA) oty EE, ZopPovioc A OEY ot Moviun

Avtinpooomneio g EALGO0G ot [Nevein.

I'evucn Xvvérevon tov Hvopévov EBvav, Atoeacn 257(111), 3 Aexepppiov 1948

“Considering that, since the creation of the United Nations, the practice has
developed of establishing, at the seat of the Organization, permanent missions of
Member States...Considering that the presence of such permanent missions serves to
assist in the realization of the purposes and principles of the United Nations and, in
particular, to keep the necessary liaison between the Member States and the
Secretariat in periods between sessions of the different organs of the United

Nations...”

YuvOnkn g Biévvng mepl T@V avImpocONTEIDV TOV KPATOV GTIS GXEGELS TOVG LE
TOVG d1EBVEIG OpYaVIGHOVG TTOL £YO0VV OIKOVUEVIKO YopakTipa, ApBpo 1(7)
“...mission of permanent character, representing the State, sent by a State member of

an international organization to the Organization”
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4. AwBétovv or delveic opyaviopol avrimpoodmovs-npécfelg o¢ oTic oedveig

0PYOVIOHOVGS;

5. IHowog 0 porog TV Movipowv Aviirpocorei®dv s EALGdag;

6. X& morovg dedveig opyaviopovg dwatnpei  EALGda Movipes Avrimpoconeisg;
7. X mor6 Yrnovpyeio vadyovror or Movipeg Avtimpoooneies g EALGSOC;

8. ITowd givan ta dvo kpdtn TO omoia dgv Erovv Movipun Avrimpoomneio 6TOV
OHE, o101t dgv givar péln, aAhG GURUETEXOVYV MG TOPATNPNTES OTIS EPYACIES

T0V;

Case Study

US Mission to the UN (USUN), New York

The U.S. Mission to the United Nations (USUN) serves as the United States’
delegation to the United Nations. USUN is responsible for carrying out the nation’s
participation in the world body. In 1947 the United States Mission was created by an
act of Congress to assist the President and the Department of State in conducting
United States policy at the United Nations. Since that time, USUN has served a vital
role as the Department of State’s UN branch. Today, USUN has approximately 150
people on staff who serve to represent the United States’ political, economic and
social, legal, military, public diplomacy and management interests at the United
Nations.

Ten (10) Sections

1. Executive Section

The Executive Office of the U.S. Permanent Representative (PR) to the UN provides
strategic counsel and operational support to the PR. The Executive Section’s policy
team coordinates between the other sections in the Mission on cross-cutting issues,
provides oversight and quality control on products for the PR, and develops
recommendations for potential PR travel, speeches, and public engagements. The
Executive Section’s operational team provides administrative support to the PR,

including trip logistics, scheduling, and event planning.
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Economic and Social Section

The U.S. Mission’s Economic and Social Affairs (ECOSOC) Section represents
the United States on the intergovernmental bodies which oversee the UN’s
normative work on economic, social and human rights issues and the UN’s field
operations in the areas of development, post-conflict peacebuilding, and
humanitarian assistance. The 12-officer ECOSOC section also serves as the
primary liaison with the UN’s Office for the Coordination for Humanitarian
Affairs, the Department for Economic and Social Affairs, UNICEF, the UN
Development Program (UNDP), the UN Population Fund (UNFPA), the UN
Development Fund for Women (UN Women), and other UN bodies, providing the
U.S. Mission with the most current information on UN responses to development
needs, gender issues, human rights incidents and situations, and humanitarian
emergencies.

Host Country Section

The United States Mission’s Office of Host Country Affairs assures that the
obligations of the United States to the United Nations Organization and to the UN
community in New York are upheld. The Office also serves a variety of
important liaison functions between the world’s largest and most prestigious
diplomatic community on the one hand and federal and local government
agencies, businesses and private citizens on the other

Legal Section

The U.S. Mission’s Legal Section provides counsel and service on all matters of
an international legal character arising in the course of United States participation
in the United Nations. Members of the Legal Section represent the United States
in the UN Legal Committee of the General Assembly, the Security Council and its
subsidiary bodies, and other UN bodies.

Management and Reform Section

The U.S. Mission’s Management and Reform (MR) Section serves as the U.S.
delegate to the General Assembly’s Fifth Committee and other committees which
have responsibility for administrative and budgetary matters. MR works diligently
to enhance and strengthen the oversight capacity and functions of the United
Nations and other oversight bodies within the UN system. MR coordinates the
U.S. position on the United Nation’s multi-billion dollar budgets for the

organization’s operations including special political missions and war crimes

Mg



10

tribunals as well as peacekeeping operations. MR seeks to ensure United Nations
programs and activities are efficient, effective and properly managed. In addition,
MR, in cooperation with our Economic and Social Affairs Section, provides
oversight of the voluntarily funded UN Funds and Programs, including the UNDP,
UNICEF, and UNFPA.

6. Management Section
The Management section is responsible for the Mission’s human resources
issues, budget and fiscal issues, general services, reference and research, and
information technology.

7. Military Staff Committee
The U.S. Mission’s Military Staff Committee (MSC) holds two major
responsibilities for the U.S. Delegation to the United Nations. First, the MSC
represents the Chairman of the Joint Chiefs of Staff on the United Nations
Military Staff Committee, a subsidiary body of the UN Security Council,
composed of military representatives of the Permanent Five (P5) members of the
Security Council. Second, the MSC advises the U.S. Permanent Representative
and the staff of the United States Mission to the United Nations on military and
security aspects of United Nations peacekeeping operations.

8. Political Section
The U.S. Mission’s Political Section works in support of the office of the U.S.
Permanent Representative and other U.S. Ambassadors to advance U.S. priorities
on all political and security matters at the United Nations. The Section primarily
helps formulate and articulate U.S. policy — with a focus on negotiating
resolutions and other documents — on issues before the Security Council, as well
as in the General Assembly’s First Committee (Disarmament and International
Security) and Fourth Committee (Special Political and Decolonization), and in
certain political and security matters being addressed by the full General
Assembly.

9. Public Affairs Section
The U.S. Mission’s Public Affairs section is responsible for managing strategic
communications and public outreach for the Mission and its leadership. The
section conveys U.S. foreign policy positions to the public through traditional and
social media as well as robust public outreach events both domestically and

overseas in conjunction with the Permanent Representative’s travel.
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The Press Section maintains relationships with major national, local, and
international media, including the UN press corps, and advises the Permanent
Representative and other senior Mission officials on media engagements. The
section manages a comprehensive suite of social media platforms for the Mission.
In the Public Diplomacy space, the section also maintains contacts with a number
of international non-governmental organizations (NGOs) and advocacy
organizations to ensure the NGO community understands the U.S. positions on
multilateral issues. Working with the academic community, the section arranges
for public events and speaking engagements for the Permanent Representative to
highlight U.S. foreign policy accomplishments for students, educators, and think-
tanks. The section also leverages New York’s cultural environment to arrange for
engagements to inform UN audiences about the United States society and culture.
10. Regional Security Office

The Diplomatic Security Service (DSS) is the Department of State’s law
enforcement agency responsible for the safety and security of the Mission’s
people and facility. The Regional Security Office is managed by special agents of
the U.S. Diplomatic Security Services, coordinating all aspects of a mission’s
security program. The RSO works closely with the United Nations security and
other federal and local law enforcement agencies to assure the security of the

mission.

Case Study

The United States Mission to the United Nations and Other International
Organizations in Geneva

The Mission advances U.S. policy on the front lines of multilateral diplomacy at over
100 international organizations in Geneva. U.S. Mission personnel engage daily on
issues as diverse as refugee crises, global health, international law, economic
development, trade, the environment, arms control and human rights.

U.S. Mission to the World Trade Organization

The U.S. Permanent Mission to the World Trade Organization represents the United
States at the WTO and includes officials from USTR, the Department of Agriculture

and the Department of Commerce.
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U.S. Delegation to the Conference on Disarmament (CD)

The mission of the U.S. Delegation to the Conference on Disarmament is to advance
U.S. national security through energetic multilateral diplomacy. It seeks to negotiate
and implement effective nonproliferation and disarmament agreements.

The Conference on Disarmament is the world’s sole standing multilateral
disarmament negotiating body, with 65 member states and 38 observer states. It was
established in its current form by the United Nations General Assembly in 1979; the
CD and its predecessor bodies have negotiated such landmark treaties as the Nuclear
Non-Proliferation Treaty, the Chemical Weapons Convention, and the Comprehensive
Nuclear Test Ban Treaty. The U.S. CD Delegation also heads U.S. participation in
meetings under the Biological and Toxic Weapons Convention, and plays a major role
in U.S. participation in meetings under the Nuclear Non-Proliferation Treaty and in
annual meetings of the UN General Assembly’s First (disarmament) Committee. It
additionally supports bilateral negotiations between the U.S. and the Russian
Federation on strategic weapons, notably the recently signed New START treaty.

The permanent staff of the U.S. CD Delegation comprises eight officers and two staff.
The Delegation enjoys the management services which are shared with the U.S.
Mission to the UN and the U.S. Mission to the World Trade Organization.

We engage with every country or Organisation that is a member of, or an observer to,
an international body where we are also members or observers. We focus on UK
participation in international organizations and therefore don’t provide consular or

visa services.

UK Mission Geneva

Geneva is host to a vast range of UN bodies, agencies and programmes, as well as the
World Trade Organization. Other important non-UN organizations such as the
International Organisation for Migration, the Conference on Disarmament and the
International Committee of the Red Cross are headquartered in Geneva. Many NGOs,
faith groups and private sector organizations play an important advocacy role
throughout the system. We work with these partners on a daily basis to ensure that
UK interests and views are taken into account. This includes representing the UK in
negotiations. The UK is a major supporter of the multilateral system in Geneva, with

total funding commitments of approximately £2 billion per year.
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O Anatoly Dobrynin ywo to coppoia 6tig d1e0veis oyioelg

1. Mowog fjtav Anatoly Dobrynin
O Avatolv Nrtoumpoviv  (Anatoly Dobrynin),® évac amd Toug

poakpofiotepovg dumhmpdreg ¢ Zofetikne ‘Evmong ot HITA
(1962-1986), e&éppale ouyva TV OITOYONTELGT TOV Y10,

mv  «mpobopion» TOV TOMTIKOV, OKOHO Kol TNg N
In Confidence Moscows
Ambassador

KuPBEpYNONG 0V, Vo eKPpdlovtal TPOSPANTIKA Yo TOVG

TOMTIKOVG  TovGg  avtutddovs. H  @pdon  1ov, :’"::::"
1xX Col ar

«Boufopoilovv ™ ywpa, eV 0 TPOEIPOS THS YWPOS LU0V, Precideats

4 yio 10 PouPapdioud tov Bopeiov

Ppioketor  exel»,
Bietvap, to 1965, katd 1 dibpkela enionung enickeyng

tov Mmnpélviep, ekppalel akpipdg ™ SIoTACT TOV

ovuPormv otic debveic oyxéoelg: dev MfTav 01 TOMTIKEG,

Ol OTPOTIOTIKEG 1| OKOU Ol OVOPOTIGTIKES EMNTMOOCELG
0V BopPapdiopov, 660 N TPoSPoin Evavtt EVOG KPATOLG,.
"Anatoly Dobrynin arrived in Washington, D.C., in 1962 at 43 the youngest man
ever to serve as Soviet Ambassador to the United States and remained through the
presidencies of Kennedy, Johnson, Nixon, Ford, Carter, and Reagan. Dobrynin
became the main channel for the White House and the Kremlin to exchange ideas,
negotiate in secret, and arrange summit meetings. Dobrynin writes vividly of
Moscow from inside the Politburo, but In Confidence is mainly a story of
Washington at the highest levels"”. Dobrynin, A. (1995) In Confidence

® O Anatoly Dobrynin (1919-2010), avamAnpotig yevikos ypappotéag tov OHE, to 1957,
EMKEPAANG TNG SMAMUOTIKNG VANPEGiaG NG ZoPetikng Evoong, v tig oyéoeig pe tic HITA,
10 1960, mpéoPng otg HITA (1962-1986) wkotd n dSibpkewn €51 Apepwavav Tlpoédpwv
(Kévvevto, TCovoov, Nikov, ®opvt, Kaptep kot PRykav), cOpBoviog tov Tpoédpov g
YoPetikng ‘Evoong, petd t ocvvta&lodotnor| tov, 1o 1988, kot eknpodcmmog g ZoPletikng
‘Evoong ot Zovodo mg Mdktag, 1o 1989, mov odnqynoe oto téhog tov Poypov Ilorépov,
vmp&e BpvAog. To dvopd Tov €yve cuvdvopo piag oAdKANPNG emoyng. Me v o&vdépkela,
™mv euevio, TG OOMPUAYUOTEVTIKEG TOL IKOVOTNTEG KOl TIG YVMOOES Tov, vmnpée o
TPOTAYOVIOTNG TOV JOmPaypatedoemy oty kpion omv KovPa kot tehd, eEopdivve Tig
oyéoelg v dvo vrepduvapeny. [Thovcilog o eumeipieg {ong avtipetomiotay pe cefoacuod
0o TOVG TPEGPELG OADV TV KPOTAOV KO 1] TOPELD TOL ATOTEAEL TAEOV «GYOAN» SUTA®UATIKNG
TPOKTIKTC.

* Dobrynin, Anatoly (1995) In Confidence, Moscow's Ambassador to Six Cold War
Presidents. New York: Random House, cei. 136.
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H amaymyn evog oumhopdtn

Otav ot avtdpteg omfyayav tov TCO@pel
Tlaxoov (Geoffrey Jackson), mpéopn tg Bpetaviog
ommv Ovpovyovdn, avokoivocav 0T, «Ho tyuwpnbel
WS oOUP0L0 TOVL VEOOTOIKIOKPATIOS»: OUTAMUOTIKO

cOuporo | ®UOG PEAMGUOG;

1. ITowég Tav o Geoffrey Jackson (1915-1987);

14

Bpetavog dumlopdtng ko ovyypoaeéas. Xmovdace oto Emmanuel College,

Cambridge, kot eiloAfe 610 dumhmpatikd ocopa, to 1937, oe nlxkio 22 €t@v, yio va

VANPETAOEL, oTN ouvExeln ot Bnpvtd, to Kdipo, t Bayddatm, ™ Mmndbopa, ™

Mmnoykotd ko T Bépvn, mptv tomoBetnBel mpéoPng oty Ovdovpa, to 1956. To 1969

tomofetOnke mpécaPng oty Ovpovyovdn Kot Eva xpdvo apyotepa, to 1970, amryon

and tovg Tovmopdpoc. AmerevBepmOnke, peTd omd OKTO UAVEG KPATNONG, TOV

YentéuPpro 1971 kon to enduevo £€1og cuvtasrodothdnke. Tplavta ypovia apyotepa,

amokoAvednke o1, 0 Edward Heath, tpwbumovpydc g Bpetaviag, giye npocomikd

drampayuatevbel Ty anekevbépmwon tov Jackson, katapdirovrag 42.000 Aipeg otov

YarPadcop Alévte, Ilpoedpo g XNg, o omoiog datnpovoe emAPES HE TOLG

Tovmapdpoc.®

2. A6 tovg Tovmapdpog otov Xooé Movyika

Movimiento de Liberacion Nacional-Tupamaros,
'Efvo-Anelevbepotikd Kivnuo mov €0pace otnv
Ovpovyovdn, tig dekaetieg 1960 kot 1970, pe nyém
tov Raul Sendic, ko peta&d tov pehdv tov, tov José
Mujica, emopevo Ipdedpo g Ovpovyovdne. O Joseé
Alberto "Pepe" Mujica Cordano 6Oswpeitar o
"tamewvdtepog [Ipdedpog kphrovg": euAakictnke 12

YPOVIOL KATA TN SLIPKELD TG SIKTOTOPTOG Kot PLETH TNV

anelevfépwon tov detéhece vrovpydg ewpyiog (2005-2008), yepovoslaoTng Kot
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Kohli, C., Suri, R. & Thakor, M. (2002). Creating effective logos: Insights from
theory and practice. Business Horizons, Mdiog-lovviog, 6. 58-64.

In an increasingly saturated marketplace, brands help create preference for a
product. And as a key component of brand identity, a logo provides instant
recognition for the brand and the product. Logos help transcend international
boundaries and language barriers because of their “visual” character. But although
companies spend considerable amounts of money to create and promote effective
logos, there are no clear guidelines for doing so. With supporting evidence from a
review of the academic literature, the findings and recommendations presented here
should help in making logo designs stronger and more objective.

In the year 2000, Coca-Cola appeared once again at the top of Interbrand’s list
of the “World’s Most Valuable Brands,” with an estimated value of $72 billion.
Coke’s brand is worth more than half the market capitalization of the company itself,
and a staggering ten times the company’s book value. This estimate reflects the
present value of the economic profits the brand is expected to earn—over and above
“normal” profits, or over and above what an otherwise equivalent product might
achieve without the benefit of the brand. This is understandable, considering that
Coca-Cola was found to be the strongest brand in the United States and in the world
based on ratings on “share of mind” and “esteem” (Owen 1993). Everyone recognizes
the name and its stylized logotype. Nike's swoosh logo is worth $3.6 billion. And of
course, every kid can recognize the “golden arches,” which has helped lead
McDonald’s to success in the marketplace and boost the value of its brand name to
$27.9 billion.

In the absence of other factors, brands provide much needed differentiation
and influence customers’ choice. The approval rating for Kellogg’s Corn Flakes
increased from 47 percent in a “blind” test to 59 percent when the name was revealed.
Similarly, reports Aaker (1991), the preference for Armstrong tiles rose from 50 to 90
percent. The pace of today’s technology changes has made it difficult to differentiate
purely on physical attributes. Consider the various brands of televisions, VCRs, and
personal computers. It is ironic that in such technologically sophisticated products, the
similarity between different brands is not unlike the remarkable similarity between
various brands of gasoline. They have become commodity items. The only strong

differentiation is based on the brand image.
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Economic globalization is reducing price differentials. Costs are becoming
lower, and often the only way to charge a premium is to cultivate a brand. Success in
implementing an effective brand image can greatly affect success in the market. In the
international arena, Volkswagen Fox receives favorable evaluations because it is
Volkswagen, a brand image based on its German origin. Only 8 percent of the people
surveyed, says Ratliff (1989), knew that it is manufactured in Brazil.

Interestingly, globalization is promoting the standardization of products.
However, with the increasingly fragmented communication media, the only thing
standardized from the consumer perspective is the look and feel of the product. So
marketing managers use brand identity to create a distinctive image. A brand name
goes a long way, but can be limited because of language differences. Logos help
transcend country boundaries and language barriers because of their “visual”
character. They are particularly helpful in nations with lower literacy rates, providing
instant recognition for the brand.

Brand identity has three components: name, logo, and slogan. Undoubtedly,
the name is the most important, but a logo can be an immensely helpful tool. There is
a fair amount of research on names, but we were unable to come up with a
comprehensive article on logos. That’s what we aim to accomplish here, providing

some suggested guidelines for their design and use.

The role of logos

Logos are a key part of a company’s communication efforts. Taco Bell spends
20 times more on its permanent media—signs that carry only its name and logo—than
it spends on advertising. Nike’s swoosh has become so prominent that the company’s
ads often do not even mention the name. Despite their importance and the investments
made in logos, however, there are no wellestablished guidelines for creating them. It
is not surprising, then, that many logos are unrecognizable or even viewed negatively,
which could end up hurting the brand or company image.

With the competition for in-store purchasing intensifying, it is evident that the
instant recognition resulting from packaging and logos is a good investment to make.
Trademarks and logos help cut search costs for consumers by providing them with a
sense of assurance about product quality. Their role is particularly helpful in aiding
recognition, especially for low-involvement, frequently purchased items such as

gasoline. This should not be surprising, considering that some 60 percent of consumer
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purchase decisions occur inside the store. Cues provided by well designed logos can

lead to faster recognition, which is very helpful because consumers spend, on average,

less than 15 seconds to make a purchase in many product categories.

Logos can help a brand in two ways:

Logos can be used in conjunction with the name. Not only can a picture enhance
the memory for accompanying words, but using a logo influences the speed of
recognition. While logos may be used to stimulate the memory for a brand
directly, they may also help remember the brand name. A study of preschoolers
was conducted to understand their learning of brand names. According to Macklin
(1996), when visual cues were provided along with brand names, children
remembered the brand names better. The presence of additional visual cues, such
as a picture and color, helped improve the memory further. This is because with
non verbal processing, all elements—text and graphics—are processed
simultaneously, whereas verbal processing follows a sequence. Thus, pictorial
representations are retrieved from memory much faster than non-pictorial ones,
especially when there is consistency across the various elements of brand identity.
Because all logos contain some degree of pictorial representation (even logotypes,
a stylized presentation of a name), retrieval is faster and more efficient because all
elements can be processed simultaneously and it does not have to follow a

sequential pattern.

Logos can be used in place of the name when there is a space or time constraint.
Billboard advertising, for example, does not provide an opportunity for prolonged
exposure. Similarly, the ready in-store recognition provided by logos helps
stimulate purchasing. “I think if you’ve got two or three kinds of peanuts sitting
there,” said a survey respondent, “I would probably grab the one that has [Mr.
Peanut’s] picture on it...just because it’s something you know.® This is
particularly important in this day and age, when there are so many brands and the
market is saturated with promotional messages. A logo that readily cues the

product is a big advantage.

® Callcott and Phillips 1996
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Deconstructing logos

There are two facets of logo design: content and style. Content refers to the
elements contained in the logo, including text and graphic representation. Style, on
the other hand, refers to how these elements are presented. The main thrust of logo
design is on the content. Bell, Holbrook, and Solomon (1991) suggested that
individuals may rely on social value and aesthetic value in the same consumption
context. This was supported by a qualitative study by Pimentel (1996), in which
respondents were shown color photographs of geometric patterns and were asked
about the content and visual quality. The respondents’ evaluations were influenced by
both, but with a stronger emphasis on content. Most remarks were about content, even
when specifically asked about visual quality. People apparently look for meaning in
logos.

Giberson and Hulland (1995) support this assertion. They found that a logo is
retrieved faster from memory when a product category is cued in the logo. This makes
a case for the emphasis of content over style by suggesting a connection with the
product category. Thus, logos that incorporate a hint of the product category would be
more effective. Examples include the Gerber baby, the chicken icon for “Chick-fil-a,”
and the hitter in the Major League Baseball logo. The study also found that although
having a logo had a strong effect on recognition speed, the type of logo—graphics- or
text-dominated—did not. Style, then, is not critical.

This does not imply that style elements should be overlooked. Sometimes low-
content and high-image logos are a necessity. In the case of multiproduct companies,
it is difficult to have a logo with high content. This explains the use of purely abstract
logos by such multinational corporations as Citibank, AT&T, Fujitsu, and Agilent
Technologies. Besides, style can be important; according to Berlyne (1971), survey
respondents had fairly consistent aesthetic ratings among themselves, evaluating
styling somewhat objectively and uniformly. To the extent that style makes a
difference, then, companies should probably pay attention to it.

Not many studies have looked at the myriad logo elements in an effort to
understand how logos are evaluated and on what dimensions. Henderson and Cote
(1998) performed a very thorough factor analysis of a large number of design
dimensions on which logos are evaluated (independent variables) and the response
dimensions (dependent variables), with some interesting and pragmatic results. The

response dimensions that emerged included correct recognition, false recognition,
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affect, and familiar meaning. Correct recognition occurs when the respondents
recognize the stimuli they have seen in the past. False recognition occurs when they
profess recognition but have not really seen the logo in the past. It is important to note
that false recognition can be desirable when only a low investment can be made.
While care should be taken not to infringe on another company’s trademark, the
desire may be to make people believe they have seen the logo. Affect refers to the
overall liking for the logo, and meaning refers to the ability of a logo to capture a
clear connotation of the product or the company. Logos with high meaning are
“highly codable” symbols that evoke consensually held interpretation within a culture
or subculture.

The emerging design dimensions included elaboration (a combination of
complexity, activeness, and depth), naturalness (representative of commonly
experienced objects), harmony (balance), parallelism (placement of multiple lines or
elements adjacent to each other), proportion (the relationship between horizontal and
vertical dimensions), repetition (elements being similar to each other), and roundness
(primarily circular elements).

Henderson and Cote found that correct recognition is bolstered by high
naturalness. A moderately high level of harmony but slightly less perfect symmetry
also makes recognition easier. This is partly because of the plethora of perfectly
symmetric logos, which makes them more commonplace and confusing, and leads to
false recognition. False recognition is aided by moderately high parallelism and high
harmony—almost reaching symmetry. This makes sense because these elements make
logos less distinctive and more commonplace.

Strong positive affect logos can best be created with high levels of naturalness
and elaboration. Elaborate logos maintain the viewer’s interest. A high level of
naturalness makes them more satisfying to look at and leads to a stronger positive
affect, which is particularly helpful in high-image logos. Finally, familiar meaning
can be improved by selecting a design that can be easily interpreted. Logos with
familiar meanings, as discussed above, also increase recognition and are evaluated
more favorably.

Although the variety of marketing objectives and the resulting appropriateness
of the design dimensions may seem complex, it underscores the lack of rules that can
be universally applied. Elements of logos should be chosen and designed with an eye

toward the relevant and specific marketing objectives.
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Updating logos: Good business or needless hype?

Should a company update its logo? If so, when? Because logos make
recognition and information retrieval quicker and more efficient, one of their main
purposes is to cue a brand more efficiently. This tends to make a strong case for
building recognition with a logo and not changing it. It is why companies such as Arm
& Hammer retain the same logo for decades. In doing so, they are maintaining instant
recognition. However, logos may need to be changed, perhaps due to changes in the
company name (Federal Express to FedEx), a strategy change (United Airlines
becoming employeeowned), a shift in service emphasis (the US Postal Service
wanting to emphasize speed), or a desire to update to a more modern image. Some
logos make a straightforward case for change and update. Betty Crocker’s hairstyle
and clothing have been continuously updated over the years because the company
wants to portray an image appealing to the contemporary woman. Not updating her
appearance would have made her look old-fashioned. The same held true for Aunt
Jemima, whose image was modernized from its original stereotypical image of a
smiling black “mammy” on a pancake mix box or syrup bottle. If it had not been
updated, the logo may have turned off too many consumers.

Logos may also be changed for other reasons. Companies may find novelty
appealing and so continuously update their logos. Examples include the Prudential
Rock and General Electric. In these circumstances, the important question is, “If a
logo has to be changed, what kind of change is most effective?” If not done right, a
logo change or update may be counterproductive. To really determine whether logos
need to be updated, it is important to focus on how they are evaluated (1) over time
and (2) by individuals of varying levels of expertise. Viewers process information
differently, both at perceptual and experiential levels. Naive respondents tend to be
subjective and have strong preferences for familiar subjects. They rely exclusively on
affective responses. Viewers trained in graphic design, on the other hand, are more
objective in their evaluations and prefer “high art,” which challenges them and
expresses the artist. They use cognitive and objective evaluations. Logos are created
by graphic designers (trained), but are meant for the general public (naive). This leads
to a discrepancy between the evaluations the market will provide and the choice the
designers will impose, with important implications for the effectiveness of the logos

that are chosen and the subsequent decisions to update them.
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Logo evaluation also changes over time, with repeated exposures. The
“familiarity effect,” also documented under the name “mere exposure effect,” results
in a more favorable evaluation. However, the “boredom effect” may also come into
play, resulting from too many exposures. In other words, subjects exposed to the same
stimuli over a period of time may raise their evaluation; too many exposures, and
they’ll lower it. Berlyne (1970) and Bornstein (1990) refer to this up-and-down in
evaluations as the “two-factor” model.

Obijects presented for the first time can be perceived as threatening. The threat
is reduced and viewer liking increased with repeated exposures to the stimulus
(stimulus habituation). But when too many exposures result in the boredom effect,
liking decreases. Thus, consumers may become bored with logo designs that are not
updated. Once people have adapted to a stimulus (a logo), a slightly altered version of
it might create a novelty effect and they would prefer the new image over the former.
However, if the stimulus is changed too much, they perceive it as a new image and
prefer the former. Conners (1964) reported similar results using incrementally altered
versions of abstract geometric designs as stimuli.

Another plausible interpretation, supported by Sherif and Hovland (1961), is
that a slightly altered logo may fall within the latitude of acceptance, whereas further
alteration may make the logo different enough to fall within the latitude of rejection.
If this holds in the case of preference for logo designs, slight changes are tolerated
rather than preferred. This provides justification for incremental changes in logos,
rather than drastic ones. A series of empirical studies by Pimentel and Heckler (2000)
found support for this assertion.

Other factors may also explain the discrepancy between the familiarity effect
and the boredom effect. Simpler images, maintain Cox and Cox (1988), tend to get a
lower evaluation over repeated exposures, whereas the evaluation of complex stimuli
improves. Harmon-Jones (1995) came up with a list of factors that demonstrate the
most robust familiarity effects, including a heterogeneous sequence of exposure to
stimuli. This means being exposed to different stimuli in succession, rather than to the
same stimulus (a homogeneous sequence). While a homogeneous sequence may occur
in lab settings, the heterogeneous effect is more representative of what happens in the
real world. As such, we can expect the familiarity effect to be stronger and more

prevalent. In such a circumstance, unnecessary logo changes are not advisable.
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A small survey of graphic designers used in one of Pimentel and Heckler’s
studies concluded that clients often stimulate these (unnecessary) updates. Of those
designers, 54 percent felt that logos should not be updated on a regular basis, while 29
percent felt that logos should be changed for the sake of change alone. Not
surprisingly, it was also found that consumers do not seem to prefer change. The
decision to change logos, in the designers’ experience, came from the client, not from
the designers themselves. Thus, if logos are to be changed, they should be changed for
content, not for style, and the change should be incremental.

Considering the importance of logos for product success, it is not surprising
that companies make substantial investments in creating them. It is surprising,
however, that there is no framework available to guide their design. As such, logo
design is still treated more as an art and less as a science. With this in mind, we

present the following guidelines, based on our discussion of the existing studies.

1. Choose the image carefully, because it has a profound impact.

The three branding elements are at the core of a company’s communication
efforts, representing tremendous investment. Accordingly, the strategy and the
creation of these three elements should be well thought out, because they have a
profound impact on the product. Oldsmobile’s continual struggle and eventual demise
is convincing proof for this assertion. The image of a stodgy car for the older
generation has been impossible to shake off. The slogan “This is not your father’s
Oldsmobile” did not help much. As a result, the company decided to introduce the
Aurora without any prominent association with the Olds name, and with a new logo.
The lesson to be learned here is that a strong image may take a long time to build, but

an even longer time to shed.

2. Look at the big picture and ensure consistency over time and between the
various elements.

In Callcott and Phillips’s 1996 study, respondents had a clear preference for a
character whose personality was consistent with the brand. It follows that consistency
across all elements of brand identity contribute to a stronger brand image. Good
examples include Dow’s “scrubbing bubbles” (because consumers want lots of
bubbles when scrubbing) and the Energizer bunny (because consumers want the

batteries to go on forever). More important, each element should support the others.
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This is well demonstrated by Exxon’s communications. The Standard Oil tiger
was introduced as a symbol of power with the accompanying slogan “Put a tiger in
your tank.” A more friendly cartoon version of the logo was created in 1962, and
again in 1972 when the company’s name was changed to Exxon. The tiger logo
helped ensure continuity and consistency during this transition, along with the slogan
“We’ve changed our name, but not our stripes.” In the 1990s, a personified version of
the tiger was introduced, with an appropriately supportive slogan, “Rely on the
Tiger.” The ‘90s tiger drives a car and relaxes in a boat, suggesting ways in which
Exxon gas has enriched the lives of its customers. Consistency and continuity have
been maintained throughout all these changes. This was particularly important in the
case of Exxon; because the company operates in so many nations, it chose a coined
name, which made it difficult to capture any meaningful image from the name itself.
In such a situation, the logo and the slogan complemented the name very well and did

a commendable job of supporting and projecting it.

3. Be careful about what you can and cannot change.

Names cannot be changed, at least for products and services. Logos may be
changed. Slogans should be changed to shoulder the bulk of the effort when
adjustments in brand strategy are required. This is because slogans can be used as
succinct selling statements, while the name and the logo can be used to provide
continuity. If a logo is changed, the change should be made in (1) content, when it is
warranted by a shift in brand strategy, or (2) style, when the need for an update is felt.
The alteration, however, should be kept to a minimum.

There is ample evidence in support of incremental change only. Consider
Pepsi-Cola. The name Pepsi has remained the same since its inception. The logo has
been the same in content, but has been continuously updated. The slogan has been
changed several times over the years to tout the product and the brand image:

e 1902: “Cures nervousness. Relieves exhaustion.” (to emphasize Pepsi as an aid in
digestion)

® 1903: “Cooling and Satisfying”

e 1934: “Cost small! Liked by all! Bottle tall!” (to reflect its value package)

e 1941: “Nickel, Nickel!” (with a 15-second jingle played around the world)

® 1950: “More bounce to the ounce” (post-WWII inflation stressed fun rather than

cost)
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® 1953: “The light refreshment” (to reflect consumer demand for fewer calories)

® 1961: “Pepsi—for those who think young” (coinciding with a logo update)

® 1963: the hugely successful “Come alive! You’re in the Pepsi generation.”

® 1969: “You’ve got a lot to live; Pepsi’s got a lot to give”

e 1973: “Join the Pepsi people—feelin’ free.”

e 1981: “Pepsi’s got your taste for life” (in some ways stimulating the “disastrous”
launch of New Coke by archrival Coca-Cola)

e 1984: “Pepsi—the choice of a new generation”

® 1995: “Nothing else is a Pepsi”.

4. Don’t go with the flavor of the month.

Too many managers are tempted to copy whichever brand has succeeded
lately, or what the market leader has done. The success of the Nike swoosh prompted
several companies to include swooshes—or rings of Saturn—in their logos. The
swoosh seems to have a ubiquitous presence, with interpretations ranging from global
reach, impact, full offerings, and spectrum to high-tech feeling and continuity.
Variations now adorn logos for VVanteon, Open Market, and Ameritech.

There is a problem, though. Such copying lessens distinctiveness and makes a
logo look like everyone else’s. Following market leaders is not necessarily a good
practice because they are in a different position and therefore have a different
strategy. Copying a competitor will never give a firm the opportunity to stand apart,
and may land the company into trademark infringement problems. Besides, it will
cause confusion in the minds of the consumers. This is undesirable, unless a “me-too”

strategy is being pursued and false recognition is the primary intent.

5. Be systematic and objective.

As much as a simple, blanket solution may seem appealing, there is none.
Every application is unique and requires a different set of criteria. And every design
component influences the logo’s efficacy. Managers are well advised to develop a set
of criteria for each project, which will be dictated by the brand strategy. Logos should
then be designed with these criteria in mind, and with an eye toward specific

marketing communication objectives.
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6. Test logos in the marketplace.

Slogans are generally tested extensively because they are often a significant
part of an ad campaign. But the testing of logos is often short-circuited. The presence
of a mere exposure effect makes the situation worse, because evaluations based on a
single exposure are not stable or reliable. This is significant, because industry and
academia alike have traditionally relied on evaluations after one exposure. Practicing
managers should temper survey results with the expected effects of mere exposure to
come up with a logo that will be well-liked by the market in the medium to long run.
Moreover, inputs from both naive and trained viewers—consumers and designers—
are complementary and add value. A logo choice based on the input of designers only

may be inappropriate.
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Brand

Apple
Google
Microsoft
Amazon
Facebook
Coca-Cola
Samsung
Disney
Toyota
McDonald's
AT&T

Louis Vuitton
Intel

NIKE

Cisco

GE
Mercedes-Benz
Oracle
Verizon

IBM

Brand

Value
$205.5B
$167.7B
$125.3B
$97 B
$88.9 B
$59.2 B
$53.1B
$52.2 B
$44.6 B
$43.8 B
$41.3 B
$39.3B
$38.8 B
$36.8 B
$345B
$34.3B
$33.2B
$32.2B
$31.7B
$315B

1-Year Value
Change

12%
27%
20%
37%
-6%
3%
11%
10%
0%
6%
-1%
17%
14%
15%
7%
-8%
-3%
4%
1%
-2%

Brand Revenue
Company

$265.8 B
$136.2 B
$110.2B
$211.4B
$48.8 B
$23.8B
$221.6B
$33.8 B
$190.8 B
$96.1 B
$170.8B
$155B
$70.8 B
$36.7 B
$49.3B
$98.8 B
$1259B
$39.6 B
$130.9B
$79.6 B

Advertising

$6.4 B
$1.6B
$8.2B
$1.1B
$4.1B
$3.6 B
$2.8B
$4.6B
$389 M
$5.1B
$6.5B
$1.2B
$3.6 B
$166 M

$138 M
$2.7B
$1.5B
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Industry

Technology
Technology
Technology
Technology
Technology
Beverages
Technology
Leisure
Automotive
Restaurants
Telecom
Luxury
Technology
Apparel
Technology
Diversified
Automotive
Technology
Telecom

Technology

Brand Analysis: n ddwacio katdpTiong ™G OTPATNYIKNAG

Strategy), oyetik@v oyedimv, aEloAdYNoNG Kol EKTIUNCEMV.
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Brand Strategies: n ocvAAoyn TEYVIKOV TOL OMUIOVPYODV OLOPOPETIKY ETOLPIKN

tavtotnta (Identity) yuo ta Tpoidvta, TIC VANPEGIES KOt TOVS OPYAVIGHOVC.

e H onun (Reputation) nepilappdaver mopdyovteg 6nmg: o "yapaktipog” tov brand,
N TOWTNTA KOl Ol OYECELS HE TOVG TMeEAATEG Ko TV Kowwvia (BA. onuavtikd
otoyeio, Kowwvia tov IToltav, Civil Society).

e H egtoupwn tawtoétnra (ldentity) mepiiappdaver omticd (logo) kot pn-omtikd
otoyeio (10£€Q) Yia Ta TPOIdVTA Kot TIC VINPECIES.

e Apyuektovikry (Brand Architecture): n d1apOpwon tov oxécewv petald tov
brands gvog opyaviouov.

e H "évvow" (Brand Concept): n 16éa "nicm" and to brand.

e H "kovitovpa” (Brand Culture): mlobdoia tovtdtra", Koweég eumelpieg Kot
"vonuota" TV KaTovoAOToOV.

e H a&io (Brand Equity) cuyvd pn HETPHOIUN GE OIKOVOLIKOVG OPOVG,.

e H tovtdétra (Brand Identity), cuvnbmg "uovadikng", dniadn dtagopeTikig.

e H mopadoon (Brand Legacy): n oyéon peta&o tov Brand kot tov mpoidvroc.

e H '"amootody" (Brand Mission): dlote uépog NG OTPOINYIKNG
(nokpompdbeopog  oxedwopdc) kot GAlote  otoryeio  tov  marketing
(BpoyvmpoBeopec emAoyég), WO TEPEKTIKY] KOl AOK®OVIKY] ONA®GCN 7OV
TPOGEAKVEL TOVG TEAATEG KOl EUMVEEL TOVG EPYOLOUEVOVS GTOV OPYOVIGUO.

e H "tomoBétmon" (Brand Positioning): n 0éon tov mpoidviog o€ oyéon pHe TA
OVTOY®OVIGTIKA TPOTOVTOL.

e H modtnta (Brand Quality): n ikavomoinon tov mpocdokidV TOV KOTOVIADOTOY.
To Brand g ovppoiro entrvyiog.

e H avayvopion (Brand Recognition): n pétpnon tov aptfuod tov Katavolotdv
mov avayvopilovv 10 mpoidv, oamd to logo tov N ta omtkd ocvuPora. H
aVayvVOPLoN TPOEPYETOL amd TO oicOnUe ac@AAER Yot TO YVOOTO TOPA Yol TO
dyvmoTo.

e O agieg (Brand Values): ta n0wa yapaktnpiotikd tov Brand, mold onpovtiko
GTOLYEL0 TNG ETAUPIKNG TAVTOTNTOG.

e To opapa (Brand Vision): n "dnioon™ ywr 10 péEALOV TOL OPYOVIGHOD 7OV
EUMVEEL TOVG KOATOVOAMTEG, ONMUovpydvTag e oichnon vonupatog, iowg

"gmootng" aAAd OVCLOGTIKNG OGO KOt TO GVELPA Y10t TOVS 0VOPOTOVG.

Mm
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1. Ti sivax To Brand Marketing;

Comparison shopping involves more than just checking
prices. Most shoppers also are concerned with the quality ! Pt -

of the product and trustworthiness of a company. Does m
this company offer an exceptional product? Do they
stand by their goods? Do their products earn positive

reviews? Depending on how important the purchase is, a customer may ask all of
these questions and more of each business that offers a product they want.

Of course, a complete investigation into every business is time-consuming,
and even the shrewdest customer only has so much time. They’ll skip the
investigation if they see a quick and informative answer to their questions.

That quick answer is branding. A brand name instantly informs customers
about a company’s reputation, enabling them to trust the quality of each product or
service that business offers. The very mention of the brand name (or the sight of the
brand logo) conjures all of a customer’s experiences and perceptions of a business—

good and bad.

2. Mowég emyerpfoerg epappolovv Brand Marketing;

Branding is a concept that extends far STOXO! tou Brand Marketing

beyond the marketing of “brand name” e Conjure your message instantly

designer jeans and other products. A e Enhance credibility

, . e Prompt an emotional affirmation
company’s brand represents their .
e Motivate the buyer

market identity—who they are, what «  Augment customer loyalty

they do, what kind of quality they
provide, their reputation for trustworthiness, and more. Consequently, brand
marketing is important to nearly every business, from those selling breakfast cereals,
to those developing new technologies, to those providing logistic support to other
businesses.

Even when a business is selling a product as a generic, off-brand alternative
(such as a marshmallow cereal similar to Lucky Charms, or a laundry detergent
similar to Tide), that “generic” product carries that company’s name, and impacts its
reputation. If you dislike a produt, you’ll think twice before buying another “generic”

product from the same company.
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Meanwhile, major retailers sell a huge variety of their own products next to
the “brand name” products on their shelves. Customers who try some products
develop an expectation of other products sold under the same brand—just as

purchasers of Nabisco, Pepsi, Nestle, Heinz, or any of a million other brands do.

3. N TO10VGg KATAVOAMTES EIvaL 0TTOTELEGNOTIKG;

Brand marketing influences the decisions of a Top 10 Brands (2011)
variety of customers, including both end consumers 1. Coca-Cola

. : . . 2. IBM
and businesses. It is most effective for developing 3. Microsoft
repeat business, as any customer’s perception of a 4. Google

. . . . 5. General Electric
brand is going to be largely informed by their 6. McDonald’s
previous experience(s) with that brand. For 7. Intel

8. Apple

customers, the company’s brand represents instant 9. Disney
knowledge of that company. For example: 10. Hewlett-Packard

e A traveler seeing Hilton immediately knows what kind of room he might get there
(with minimum guarantees of service and cleanliness) and in what price range.

e A movie-going parent will assume that a Disney movie is family-friendly.

e A growing business purchasing a new mainframe and system from IBM can be
confident that the new hardware and software has been proven in many other
businesses. Furthermore, IBM’s continuing support will represent an experience
base involving years of implementation, across hundreds of thousands of different

businesses of varying scales. (See also Marketing Computers)

e A coffee customer knows a new offering from Starbucks has gone through several
levels of testing and quality control, and that it comes from coffee farms practicing
sustainable agriculture.

In each instance, a customer’s awareness of a company’s brand saves them
time and energy in investigating the company, making it easier for them to decide

about purchasing that company’s product and/or services.

4. g avomrtoydnke;

Mﬂ
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THE EVOLVING
MEANING OF
BRANDING

What is the purpose of a brand?
That depends on when you ask.

To Convey Quality & Earn Trust

* Factories brand their shipping barrels as
a mark of quality and to build familiarity
among consumers who are unaccustomed
to mass production,

+ Passing of the Trade Marks Registration
Act in 1875 allows companies to foermally
own logos and names.

1970s = 1990s

To Give the Company a Personality

* Consumers become increasingly
brand-conscious,

* Major companies begin te market their
brands mere than their products.

. Howmta

. Aviayoviopog

. 'EAkewym ocvyypovicpov (bad timing)

. Avopeveig 0pot eykatdotaong (poor location)

. Avendpkelo {tnong —

o O A WO DN P O

. Avenapkng iavomoinom a&idv oyopag

1.4. Kpéatn wor Branding

3000-1000B.C.

To Identify Products & Property

Ancient Egyptians begin branding livestock
to symbolize ownership.

Pyramid brickmakers engrave symbols in
stones to distinguish their work from other
masons' bricks and ensure they get paid.

Artisans from China, India, Greece, and
Rome engrave symbols into products to
sign their work.

1950s — 1960s

To Differentiate Products & Earn Loyalty

+ TV advertising ushers in the "Mad Men" era,
when a decent commercial and mass spend
turn companies into household names.

* Companies begin to use emotional messaging
to brand products and win customers.

To Make Emotional Connections

Consumers are less impressed with brands,
and more concerned with price, customer
experience, and corporate responsibility.

Companies use brand storytelling to
illustrate their values, demonstrate social
responsibility, empathize with customers, and
form emetional connections that drive loyalty.

."E& avacstaitikoi mapayovres oty aflomoinoct) Tov. _
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Martin Roll Business and Brand Leadership
Country Branding Strategies For Nations And Companies

https://martinroll.com/resources/articles/branding/country-branding-strateqgies-for-

nations-and-companies/

The last two decades have seen cities, islands and even countries very
aggressively branding themselves in order to create a resonating identity among
stakeholders and build sustainable customer relationships that last a lifetime. There
are many benefits from branding of nations.

Country branding refers to a process in which a country claims a
distinct brand positioning in the minds of its citizens, international stakeholders and
the global customer. To claim such a positioning, the country invests resources in
coordinating and integrating a multitude of activities.

The result of a successful
country branding strategy is the
unbreakable association of a
country with a certain practice,
identity or quality. Take for
example Germany. The country
is known across the world for
precision engineering and high
quality, so much so that German

cars such as the BMW claims

German engineering as one of its

unique selling points. To achieve this global brand positioning, Germany ensured
that it trained the best engineers and invested in developing the required research and
development facilities and cutting-edge technological infrastructure. The government
also facilitated regulatory assistance for Germany to emerge as the leader in precision

engineering.

As evident, claiming a distinct position is the result of an entire process
whereby all the constituents of a country — the government, public and private
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corporations, the people, various institutions, investors and others — are aligned to
achieve an all-encompassing goal. As such, branding a country is highly challenging.

Why is country branding important for companies?

The country from which a company (product/service/brand) originates has a
profound effect on the company’s perceived quality and likability in the minds of
consumers by lending credibility, respect and status to its products and services
offered. This is the country of origin effect (COO).

In many cases, the country image lends credibility to the brand image. Swiss
watches, French wine, Danish designs, Thai hospitality, Italian fashion, the 100%
pure New Zealand are some of the well-known examples. Research has proven that
COO has a very strong influence on customers’ willingness to purchase products and
the price level they are willing to consider. The country of origin alone can be the
reason for success or failure of a certain product sold at a certain price point, due to
the associations they conjure in consumers’ minds.

The COO effect has been demonstrated in

many cases across the world. Paris is a symbolic

g .
capital for beauty and elegance, and this has led I—OREAI—

PARIS

to the flourishing of many French beauty and

designer brands like L’Oréal, L’Occitane en Provence and Hermes. As Korea

solidifies its position as the model for Asian beauty, Korean beauty

company AmorePacific is realizing its vision to be the

“Asian Beauty Creator” through providing total care
AMOREPACIFIC )
through its beauty and health products. Japan has been

recognized for its prowess in technology and

electronics and has seen many the rise of many
local brands on the global stage — Toyota,
Canon and SONY. Even fast fashion
company Uniglo has  succeeded  through

embedding innovation into its corporate

strategy.

On the other hand, the COOQO effect can also serve as a detriment to companies,

especially when global perception of the country in which the company is operating

M%
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in, is not a positive one. Over the past two decades, “Made in China” has often been
seen as low-cost and low-quality due to issues that happen across time. Product safety
issues including infant formula contamination with melamine, toxic pill capsules, and
toys containing lead paint, as well as concerns over human rights and the US-China
trade disputes have scarred the global consumer’s perception of China. This has been
a major impediment for brand building success of many up-and-coming Chinese
companies. In an increasingly fast-paced, digital and real-time world, companies and
their leadership should always be ready to manage negative brand perceptions and
brand failures.

However, some companies have afforded themselves a
breakthrough. Huawei is an example of a Chinese company which has painstakingly
managed to overcome the challenges of its country of origin. With its commitment to
R&D, innovation and customer experience, Huawei has worked hard in producing
high quality products and has succeeded in overcoming negative or skeptical
perceptions related to the Chinese country of origin. Therefore, country branding is

important for companies in giving them a good foundation to build their success on.

Why is country branding important for nations?

When a nation has a strong and positive brand in the international arena, it will
be more attractive to tourists, skilled workers, and investments. It will also be more
resilient to financial crises and be better able to sustain higher prices. Businesses will
also benefit from positive country-of-origin effects, a halo effect on its products, and
an increased ability to export.

Many Asian countries have successfully managed to capture a very strong
brand image, position and association in the minds of customers worldwide. Think of
the following examples: Singapore: state of the art technology, Thailand: exotic
beaches and cuisine, Malaysia: Truly Asia, and South Korea: Thriving
cultural Hallyu movement, world class electronics and scenic beauty. None of these
connections are automatic. These countries have invested millions of dollars in
building such a brand image and then have ensured that the brand identity is
consistently communicated to all possible stakeholders through all possible touch

points worldwide.
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The Korean Wave is the increase in global popularity of South Korean culture
since the 1990s. First driven by the spread of K-dramas and K-pop across East, South, and
Southeast Asia during its initial stages, the Korean Wave evolved from a regional
development into a global phenomenon, carried by the Internet and social media and
the proliferation of K-pop music videos on YouTube. While some sources attribute the
term Hallyu, a variation of a Japanese expression using Ryu(iiit) as a postfix to refer
‘~way’, “style’, ‘~group’, to being first used by the Ministry of Culture and Tourism in
South Korea in 1999, when the ministry produced a music CD titled in Chinese Song from
Korea; other scholarly sources attribute the term's ascendance from Korean television
dramas first airing on Chinese television in 1997, naming the phenomenon hanliu (§&7t)
meaning "Korean Wave". The term was adopted by Chinese media to refer to the success
of South Korean popular culture in China. The term was reintroduced in Japan as hanryu
or kanryu by the Asahi Shimbun in 2001. Since the turn of the 21st century, South Korea
has emerged as a major exporter of popular culture and tourism, aspects which have
become a significant part of its burgeoning economy. The growing popularity of Korean
pop culture in the world was at least partly driven by the South Korean government
supporting its creative industries through subsidies and funding for start-ups, as a form
of soft power and in its aim of becoming one of the world's leading exporters of culture
along with Japanese and British culture, a niche that the United States has dominated for
nearly a century. In 2014, the South Korean government allocated 1% of its annual
budget to cultural industries and it had raised a $1 billion fund to nurture popular
culture. During this time, Korean society began to be recognized as developed on par
with the Western world. The success of the Korean Wave is, in part, due to the
development of social networking services and online video sharing platforms; which
have allowed the Korean entertainment industry to reach a sizable overseas audience.
Through the use of social media in facilitating promotion, distribution, and consumption
of various forms of Korean entertainment—specifically K-Pop—that has contributed to
the surge in worldwide popularity since the mid-2000s. The Korean Wave has become an
influential global phenomenon since the start of the 21st century, heavily impacting the
contemporary cultures, music industry, film industry, television industry, and behavioral
aspects of various people throughout the world.

The above-mentioned Asian countries have also managed to reap substantial
economic and social value from its investments in country branding. Singapore has
managed to progress at a rapid pace economically, from a third-world country to a
first-world trading port in a span of less than 50 years due to the positive COO effect
of Singapore as a leading global financial and economic hub. Today, over 70% of its
exports are service related with 13.3% of GDP contributed by the financial sector.
Similarly, the Travel & Tourism sector has contributed to 9.4% of Thailand’s GDP as
the country is well-known for its amazing hospitality, and vacation destinations and
experiences. Country branding trajectories are closely tied to a country’s economic
situation, regulatory frameworks, dominant cultural roots and customer mindsets. It is
therefore strategically important and should be on any government’s agenda in

striving for its country’s progress.
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Powerful country branding strategies

Given the strategic importance of country branding and the benefits it can
bring to both companies and nations, it is important for countries to be very
aggressive and proactive about building its country brand. For this to happen,
businesses and the government need to work hand in hand. Country branding can be
boosted through:

Export branding

This refers to encouraging the export of certain goods associated with a nation
through trade regulations and policies. One of the best ways that global consumers
can experience a country is through using and consuming its products and services.
Korea has done a stellar job at exporting Korean beauty products, Korean music,
drama and movies, which has resulted in the consumption and celebration of Korean
culture in almost every continent across the world.

Singapore has managed to successfully export the Singapore
Airlines experience with the iconic Singapore Girl. It is without doubt that the
Singapore Girl has contributed more to the service-oriented, efficient, clean and
caring image of Singapore than its political stability, infrastructure, workforce and
extensive network of Free Trade Agreements. Swedish furniture & home accessories
company IKEA is contributing to building a creative, organized and stylish image of

Sweden through the company’s attractive and reasonably priced furniture.

Generic nation branding

This refers to building a nation brand through governmental efforts and promoting

brands that boost a country’s national image. The following four generic nation

branding steps are strategically important for countries that want to build a strong
country brand:

1. Create an overall positive brand image: The fundamental step for countries is to
create a very positive brand image. This not only ensures that tourists, customers,
investors and corporations are attracted, but also projects a positive facet of the
brand to prospective stakeholders around the world. This can be achieved through
a phased system of creating basic awareness, creating excitement about the many

facets of the country and then offering these many stakeholders a memorable and
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enriching brand experience. It can also mean implementing policies to manage
social issues or corporate practices that may hurt the brand image of the country.
For example, South Africa is a country with a lot of potential for building a
positive South African brand image by managing social concerns such as

health, education, poverty.

2. Establish brand associations through a common identity: Some of the best
country brands — Germany, New Zealand, and Switzerland — were not created in a
vacuum. All these countries created an intricate network of alliances with their
cities, their unique cultures, their people, cuisines and places, and their unique
national heritage, history and values. Such a common identity can only be
achieved through consistent communication strategies, comprehensive tourism
packages and showecasing of the country to tourists and business travelers who

visit the country.

3. Offer credible tangible product features: Once a country is successful in
creating positive brand image and associations, it will have to back them up with
strong tangible product features. In this case, such features could be a well
implemented public safety program, a world class infrastructure including a first-
class airport, a robust regulatory environment that would protect intellectual
properties etc. Such tangible measures would allow a country to create a

consistent and resonating brand identity with multiple stakeholders.

4. Manage the holistic brand experience: The government, public and private
corporations, many other service providers, and the general population of the
country together should take consistent steps to ensure that tourists, businesses
and investors are offered enough opportunities to enjoy, grow and prosper. Every
interaction that these stakeholders have with the outside world should be
monitored to gain valuable feedback. An integral part of managing experiences is
to constantly evolve to ensure that the customers are constantly excited by and

enjoy the country brand experience.
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Internal nation branding
For a nation to boost its brand equity, it is important to ensure it stays attractive to
foreign investment, through efforts like building a talented and productive workforce.
Skillsfuture, a national movement by the Singapore Ministry of Manpower to
encourage Singaporeans to take ownership of their skills development and lifelong
learning, is a good example of an initiative to ensure that people’s talents and skill-
sets stay relevant in the workplace. This is especially so for natural resource-scarce
countries like Singapore, of which human talent will be the key to success.

In Indonesia, the Ministry of Industry has a plan to build eight polytechnics by
2019 to provide qualifications to workers in its burgeoning fields of rubber, steel and
palm oil. President Joko Widodo has also embarked on a series of educational reforms
designed to meet the workforce needs of a contemporary Indonesia.
For any country keen to build a strong country brand, it is important for its workforce

stays competitive.

Conclusion: Country branding has become a hygiene factor

There is no denying the fact that branding countries has become a strategic
issue for most countries. Gone are the days when only global tourist locations
invested in building brands. But given the ever-changing global competitive
landscape and the ever increasing choice set for investors, customers and tourists,
creating a resonating identity and offering excellent opportunities become a matter of
survival for countries, especially for developing countries that strives to carve out a
strategic position in the competitive landscape. Culture is the cumulative concept that
encompasses knowledge, belief, customs, practices and any other habits acquired by
people as members of society. A culture operates primarily by setting loose
boundaries for individual behavior. Culture, in effect, provides the framework within
which individuals and households function. A major consequence of culture is its
impact on consumption patterns of individuals and institutions. Depending on the
underlying cultural philosophy, consumers tend to follow certain consumption
patterns. Successful brands have been able to adopt their branding strategies in line
with this dominant cultural philosophy and weave their brands into the cultural fiber.
With the strategic and economic implications discussed above, it is important for
countries to think about some concrete steps they can take and sustain in order to

build a strong country brand globally.
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Nikkhah, Roya (2020). Royal Family: Is the House of Windsor our Greatest British
Brand? What's On,
https://www.countryandtownhouse.co.uk/gbb/house-of-windsor-great-british-brand/

Windsor, Wales, Cambridge, Sussex. Like rock stars or supermodels, they are
instantly identifiable by just one name. The monarchy ‘brand’ subtly and successfully
blends tradition and innovation, since the royal family is both making history and
breaking records with its longevity and modernity. The Queen, 93, is the longest-
reigning British monarch in history and her image, famously immortalised by Andy
Warhol, is arguably the most familiar brand in the world, having graced currency and
postage stamps across the globe for 67 years.

And while Her Majesty may represent the steady traditions and solid public
work long associated with the monarchy, younger members of the family are now
taking their modern interpretation of the royal brand to millennials.

From the Prince of Wales’ lifelong passion and campaigning for the
environment and sustainability to the Duke and Duchess of Cambridge’s focus on
mental health or the Duke and Duchess of Sussex’s emphasis on conservation, youth
education and female empowerment, the royal message has never felt more on-
brand. Members of the royal family carry out more than 3,200 engagements a year
across the UK and overseas, and from the nonagenarians at the top to the younger
‘woke’ dukes and duchesses, the royal generational span is having a bit of a moment.
‘For the first time since the reign of Queen Victoria, there are three generations of the
royal family at work together in support of the Queen,” says Sir Michael Stevens,
Keeper of the Privy Purse, who oversees the royal coffers. ‘Each generation brings its
own style and personality.’

The royal family has pulled off the ultimate public coup, according to a recent
YouGov survey, which listed the words that royal fans associate with each member of
the monarchy. The Queen is perceived as ‘admirable, hard-working, respected,
dignified and dedicated’, while Prince Charles is seen as an ‘environmentalist’ who’s
‘genuine, committed, intelligent, knowledgeable’. The Duke of Cambridge is
‘genuine, responsible, likeable’ and ‘a good role model’, with the Duchess of

Cambridge seen as ‘admirable, beautiful’ and ‘a good role model’. While Prince
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Harry was once known as ‘the playboy prince’ for all the wrong reasons, according to
the survey, he is now seen as ‘humorous, confident’ and ‘fun-loving’, while the
Duchess of Sussex is ‘charming, beautiful’ and ‘admirable’.

Meghan has breathed new life into the institution since she married Prince
Harry last year. Their Windsor wedding combined tradition, pomp and ceremony with
all the modern twists — a gospel choir, an American preacher and a poised bride
walking down the aisle of St George’s Chapel. The ‘Sussex brand’ was born on that
picture-perfect spring day. The union of an American, mixed-race, former actress with
a successful career under her belt, and a prince of the realm in his military uniform — a
mark of his support for the armed forces and his own service on the front line — was
the match of a truly modern royal couple. Watched by an estimated global audience of
1.9 billion, the spectacle projected an overwhelmingly positive vision of ‘UK plc’.
Theirs has continued to be a powerful brand, particularly popular with young people
who tune into royal news on social media. Earlier this year, Harry and Meghan broke
a Guinness world record with the launch of their Instagram account, Sussex Royal,
amassing one million followers in the record time of five hours and 45 minutes. With
9.9 million followers at the last count, the Sussexes are an appealing brand for the
Instagram generation.

Penny Junor, the royal biographer, believes Meghan’s arrival into the royal
fold has helped bring the royals ‘right up to date’ with the wider public. ‘We live in a
multicultural and multiracial society, and now our monarchy reflects that and a
broader section of society [is able to] see someone within the royal family who
represents them,’ she says. ‘Together with the younger royals being more relaxed and
open in their approach to the public, and talking about their feelings, the royal family
feels more relevant — they have refreshed the brand.’

The Queen may be in her nineties, but she remains as intuitive as ever on how
best to harness the appeal of the royal family and she is acutely aware that the
Sussexes’ youthful, diverse and modern image has a global appeal. Earlier this year,
she appointed Harry and Meghan as president and vice president respectively of the
Queen’s Commonwealth Trust, an organisation connecting young people across the
Commonwealth and championing young global leaders.

This autumn, the Sussexes undertook a hugely successful tour of Africa on
behalf of the government, and earlier in the year they travelled to Morocco on official

business. Last year, Australia, New Zealand, Fiji and Tonga were on their
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itinerary. That ‘soft power’, as the Foreign and Commonwealth Office calls the non-
political but diplomatically significant role of the royal family overseas, helps boost
bilateral and trade relationships, and is seen as an essential deployment of the brand.
David Haigh, chief executive of business consultancy firm Brand Finance, says:
‘They are like a giant PR campaign for the UK. The monarchy is Britain’s national
treasure, both symbolically and economically. Especially in the age of Brexit, Britain
can rely on royal diplomacy to facilitate trade relations with the Commonwealth and
the rest of the world. Today, its universal appeal translates to the attraction of Brand
Monarchy, offering considerable commercial benefits to all businesses and
institutions associated with it.’

The Sovereign Grant accounts published in June recorded that the royal family
cost each UK taxpayer £1.24 last year. Not bad going, considering a Brand Finance
report estimated the monarchy’s annual contribution to the UK economy at around
£1.7 billion. According to the report: ‘the appeal of pomp and circumstance set in
living royal residences draws millions of tourists; the mystique surrounding the
monarchy adds to the popularity of shows like The Crown and Victoria that offer a
glimpse of the private lives of the royal family.’

The boost that royals bring to the fashion industry is often instant. When the
Duchess of Cambridge wears an outfit, it can sell out within hours and the ‘Kate
effect’ alone is estimated to be worth more than £200 million a year to the industry.
Daniella Helayel, the founder of Issa London, was among the first to experience it
when the then Kate Middleton wore an Issa dress for her engagement photocall with
Prince William in 2010. ‘We didn’t have a TV at the studio and this was pre-
Instagram, but we soon knew Kate was wearing Issa because at four o’clock the
phones began ringing and didn’t stop. It was bonkers.’

According to fashion website Lyst, the ‘Meghan effect’ is pretty punchy too; a
designer whose clothing is worn by the Duchess of Sussex typically sees a 200
percent spike in internet search volume the following week. When Meghan recently
launched a capsule collection for the Smart Works charity, which helps women back
into employment, the tote bag from the range sold out within hours.

Brand Finance’s report also assesses the monarchy’s impact on other brands, noting
that ‘respect for the institution boosts the price and volume premium of brands

boasting a Royal Warrant’. According to Forbes, the ‘royal effect’ earns warrant

M%
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holders — companies that supply goods or services to the royal family — around £190
million a year.

While the Duke of York’s image has been badly damaged by the Jeffrey
Epstein scandal, with some organisations choosing to distance themselves from Prince
Andrew who has stepped down from public duties for ‘the foreseeable future’, royal
patronage by other members of the royal family remains a much sought-after prize.
Nick Crean, the director of Prestat chocolates, which holds a warrant as a purveyor of
chocolates to the Queen, says: ‘The Royal Warrant means quality, but it often
signifies excellent sustainability credentials too, which young people particularly care
about now.’

Crean is also the vice president of the Royal Warrant Holders Association, and
not only sees the royal family at work, but also their impact. ‘The royal family is a
brilliant brand, because what they understand is the importance of generational
handover. ‘The Queen is a constant and Prince Charles is much more in tune with the
younger generation than many have given him credit for. Just look at his ability to
foresee the importance of environmental concern about plastics and the ocean and the
importance of food sourcing.

‘A Royal Warrant is a great honour and the monarchy is a potent brand. But
just as the royal family always despairs when people over-commercialise that link,
what the younger members need to beware of is not over-commercialising the royal
brand. It doesn’t need it.’

Put simply, ‘the royal family is huge’, says Junor. ‘They are our biggest brand,
outstripping any other company or institution. There have been hiccups along the
way, but they overcome them with a strength and integrity built up over generations.
The world is a maelstrom of uncertainty, but amidst it is the House of Windsor,

standing for decency and stability. The best of British.’
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Country Branding

Case Study S
Brand USA %q} jﬁ&_
https://www.thebrandusa.com/ VisitTheUSA.com

As the destination marketing organization Brand USA
for the United States, Brand USA's mission is to

increase incremental international visitation, spend, and market share to fuel the
nation’s economy and enhance the image of the USA worldwide.

Established by the Travel Promotion Act of 2009 as the nation's first public-
private partnership to spearhead a globally coordinated marketing effort to promote
the United States as a premier travel destination and to communicate U.S. visa and
entry policies, Brand USA began operations in May 2011.

As one of the best levers for driving economic growth, international travel to
the United States currently supports over two million American jobs (directly and
indirectly) and benefits virtually every sector of the U.S. economy. Since its founding,
Brand USA has worked in close partnership with more than 900 partner organizations
to invite the world to explore the exceptional, diverse, and virtually limitless travel
experiences and destinations available in the United States of America.

According to studies by Oxford Economics, over the past five years Brand
USA’s marketing initiatives have helped welcome 6.6 million incremental visitors to
the USA, benefiting the U.S. economy with $21.8 billion in total economic impact,
and supporting, on average, 52,000 incremental jobs a year.

Brand USA’s operations are supported by a combination of non-federal
contributions from destinations, travel brands, and private-sector organizations plus
matching funds collected by the U.S. government from international visitors who visit
the United States under the Visa Waiver Program.

Since 2013 Brand USA’s marketing efforts generated:

6.6 million incremental visitors who spent
$21.8 billion on travel and fare receipts with U.S. carriers, and generated

v

v

v $6.2 billion in federal, state, and local taxes and

v’ $47.7 billion in total economic impact, which has supported, on average,
v

Nearly 52,000 incremental jobs each year.
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Brand USA Fights for Its Future as U.S. Inbound Travel Weakens Under Trump

https://skift.com/2019/06/24/brand-usa-fights-for-its-future-as-u-s-inbound-travel-
weakens-under-trump/

You might think with the amount of pop culture, global headlines, and power
and influence America exports to the rest of the world, it wouldn’t need a marketing
department. But Brand USA, the public-private partnership that serves as the nation’s
destination marketing arm, is currently fighting to prove the opposite.

Forty-seven senators from both parties signed a letter last week calling for the
reauthorization of funding for the program. For every $14 spent on the U.S.’s visa
waiver program known as ESTA (Electronic System for Travel Authorization) by an
international traveler, $10 goes to Brand USA’s efforts, with a maximum payout of
$100 million per year, which is matched by the private sector. The program will lose
that funding mechanism at the end of 2020’s fiscal year if Congress doesn’t act.

The public-private partnership enjoys relatively bipartisan support by the
standards of 2019. That’s historically been the case too. It was passed
overwhelmingly in both houses as part of the Travel Promotion Act of 2009 and
reauthorized again in 2014.

Donald Trump first proposed eliminating its budget in May 2017, however, a move

that Brand USA was not prepared for or warned about. Then, in February 2018, as

part of the budget cap deal that was passed by Congress to avert another shutdown,

the program’s funding source was diverted to a general revenue fund in order to offset
other provisions of the deal.

The U.S. Travel Association describes the latter move as more or less an
oversight — Brand USA was not the only program that received this fate — rather
than a direct axing of the program. Since then, America’s marketing department has
been fighting for its future at a time when U.S. inbound travel is already
losing international market share.

Set against a backdrop of imperiled state-level destination marketing budgets,

reduced resources for the U.S.’s global entry program, the downward pressures of

the U.S.-China trade war, and the prospect of Trump’s anti-immigration rhetoric and

M%
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stricter visa policies deterring even more visitors, efforts to save the program have
kicked into high gear.
‘THEY’RE JUST NOT CHOOSING TO GO TO THE U.S.’

Brand USA, by law, is not allowed to lobby for itself. It has plenty of muscle
working on its behalf in D.C., though, with both U.S. Travel and the Visit U.S.
Coalition making it a top priority. The Visit U.S. Coalition is a group of 15 trade
groups — including the American Hotel and Lodging Association, the Cruise Lines
International Association, U.S. Chamber of Commerce, and U.S. Travel — formed
one year into the Trump presidency to combat the decline in America’s market share
of international travelers.

“More people are traveling globally, they’re just choosing not to go to the
U.S.,” said Andrea Riccio, spokesperson for the Visit U.S. Coalition. “There are
reasons this is going on. Some of them are linked to the strong dollar. Some of it is a
perceived unwelcoming message coming from the U.S., but at the end of the day we
have policy proposals that we’re working towards to increase visitation.”

Renewing Brand USA is the top priority, which both the coalition and U.S.
Travel are hoping to do by educating new class of Congressmen about its
effectiveness. In addition to the aforementioned letter being circulated in the Senate, a
similar letter co-sponsored by Republican Representatives Greg Walden and Gus
Bilirakis is planned for the House.

In terms of the program’s return on investment, a study from Oxford
Economics, which conducts Brand USA’s studies, says the program’s total return on
investment for 2018 was 25:1, generating a total of $47.7 billion in total economic
impact and 52,000 incremental jobs since its founding. It’s worth noting that, in the
past, critics have pointed to the generous figures of Oxford’s accounting.

“We are confident Brand USA’s results demonstrate the significant impact we
are having on fueling the nation’s economy by bringing millions of incremental
visitors and billions of incremental dollars in spending to the USA,” Brand USA said
in a statement. Tori Barnes, executive vice president of public affairs and policy at the
U.S. Travel, said: “we started the process early because we wanted to ensure that the
funding mechanism is right, and people were well educated about what happened
around the diversion of fees. But things in Washington are moving a little bit slower
than we would like to have regular order. We have strong bipartisanship, so I don’t

think it’s anything other than having the right vehicle to move this forward.”


https://www.economist.com/united-states/2019/06/06/foreign-travellers-to-america-face-scrutiny-of-their-online-activity
https://www.thebrandusa.com/research-analytics/roi-study
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FINDING THE POLITICAL WILL

While Brand USA’s congressional support has been bipartisan, that doesn’t
mean there has always been strong bipartisan support for the idea of the U.S.
government playing a role in travel and tourism. At the state level, various disputes
around public funding are being fought, even in states like Florida where tourism’s
contribution to the economy can’t be questioned.

The U.S. has historically lagged behind other countries in this regard. The
decade from 2000 to 2008 is often referred to as “the lost decade,” as post 9/11
security policies made visitors feel unwelcome and a lack of active tourism promotion
on the part of the government meant that the U.S. lost 68 million visitors and $509
billion in spending revenue. As chronicled by Elizabeth Becker’s 2013 book
Overbooked: The Exploding Business of Travel and Tourism, the U.S. didn’t even
have promotional websites in languages other than English until 2012.

The creation of Brand USA under President Barack Obama was a watershed
moment in terms of the U.S. actively promoting itself to international tourists. It’s
important to note that Brand USA uses no taxpayer dollars; it is entirely funded by the
visa waiver program, or ESTA, which has always made it an easier sell to tax-averse
conservatives. Funding it beyond 2020, Barnes says, could mean increasing that fee
marginally — she did not specify by how much when asked — which would allow
the current budget structure to stay as is. This could be done by attaching it to another
provision, such as another budget cap deal, or moving it forward as a stand-alone
provision. There is no doubt that despite the political will that Brand USA is confident
it has, this is a challenging time to be doing business in Washington. Consider the fact
even extending funding for 9/11 responders has proved divisive. “There is not a lot
moving in Congress right now which complicates the moving of the stand-alone bill
because [there’s not a lot of] floor time to be able to do that,” Barnes said. She later
added, “usually in Washington it’s up against deadlines [that things happen], so we
could be looking at the September 30th fiscal end of year or we could be looking at
calendar end of year. | absolutely think that it’s important to market the U.S.,” Barnes
said. “The best opportunity for us from an economic perspective is to continue to have
Brand USA operating on all cylinders to ensure that international travels want to

come here.”
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2. Soft Power

OEQPIE2

Greece Soft Power

2019 Overview

After maintaining its position for the previous two indices, Greece has fallen two
places in this year’s index to 25, behind Poland and Czechia. There have been
significant political developments in Greece this year — the July 2019 snap elections
saw centre-right party New Democracy win in a landslide, elevating leader Kyriakos
Mitsotakis to Prime Minister. Elected on promises of rejuvenating the economy, it is
yet to be seen whether Mitsotakis will keep them — but the election of Greece’s first
truly post-bailout government has excited foreign leaders, who widely respect the new
PM. Despite Greece’s fall in the rankings, if the new government delivers what it
promises: reform that is attractive to both international investors and young Greeks
who face the burden of high levels of unemployment, then it does not seem
unreasonable to suggest that Greece may yet rise again.

Strengths. Considered by many to be the cradle of civilisation, Greece’s culture
continues to be its most valuable asset, attracting tourists from across the globe,
though numbers have slightly dipped below their peak in 2018. A significant increase
in education, up three places from 2018, reflects the conclusion of the National
Education Policy Plan, which aimed to reduce drop-out rates and improve the quality
of teaching.

Weaknesses. Greece continues to struggle with digital diplomacy, remaining
dangerously close to the bottom of the sub-index at 29th. As tensions between Greece
and its eastern neighbour continue to increase, and international institutions are
increasingly drawn into the dispute, digital diplomacy could provide a useful tool to
clearly state Greek priorities.

Portland Recommends. To reach its previous heights and surpass them, Greece should
focus its efforts on improving its digital diplomacy, which would complement and
enhance its strong cultural recognition. The new administration presents Greece with
ample opportunity to reveal its soft power assets to the world and shake off the image
of austerity that has dogged it since the bailout.

2XOAIA
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Nye, J.S. (2004). The Benefits of Soft Power. Harvard Business School. Working

Knowledge. Business Research for Business Leaders.

The dictionary says that leadership means going ahead or showing the way. To
lead is to help a group define and achieve a common purpose. There are various types
and levels of leadership, but all have in common a relationship with followers. Thus
leadership and power are inextricably intertwined. | will argue below that many
leadership skills such as creating a vision, communicating it, attracting and choosing
able people, delegating, and forming coalitions depend upon what I call soft power.

But first we should ask, what is power?

Leaders have to make crucial choices

What is power? about the types of power that they use

At the most general level, power is the ability to influence the behavior of others to
get the outcomes one wants. There are several ways to affect the behavior of others.

e You can coerce them with threats.

e You can induce them with payments.

« Or you can attract or co-opt them.

Sometimes | can affect your behavior without commanding it. If you believe that my
objectives are legitimate, 1 may be able to persuade you without using threats or
inducements. For example, loyal Catholics may follow the Pope's teaching on capital
punishment not because of a threat of excommunication, but out of respect for his
moral authority. Or some radical Muslims may be attracted to support Osama bin
Laden's actions not because of payments or threats, but because they believe in the
legitimacy of his objectives.

Practical politicians and ordinary people often simply define power as the
possession of capabilities or resources that can influence outcomes. Someone who has
authority, wealth, or an attractive personality is called powerful. In international
politics, by this second definition, we consider a country powerful if it has a relatively
large population, territory, natural resources, economic strength, military force, and
social stability.

The virtue of this second definition is that it makes power appear more
concrete, measurable, and predictable. Power in this sense is like holding the high

cards in a card game. But when people define power as synonymous with the
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resources that produce it, they sometimes encounter the paradox that those most
endowed with power do not always get the outcomes they want. For example, in
terms of resources, the United States was the world's only superpower in 2001, but it
failed to prevent September 11. Converting resources into realized power in the sense
of obtaining desired outcomes requires well-designed strategies and skillful
leadership. Yet strategies are often inadequate and leaders frequently misjudge—
witness Hitler in 1941 or Saddam Hussein in 1990.

Measurin ower in terms of -
g p Soft power rests on the ability

resources is an imperfect but useful to shape the preferences of others
shorthand. It is equally important to

understand which resources provide the best basis for power behavior in a particular
context. Oil was not an impressive power resource before the industrial age, nor was
uranium significant before the nuclear age. Power resources cannot be judged without
knowing the context. In some situations those who hold high office, command force,

or possess wealth are not the most powerful. That is what revolutions are about.

Soft power

Everyone is familiar with hard power. We know that military and economic
might often get others to change their position. Hard power can rest on inducements
("carrots™) or threats ("sticks"). But sometimes you can get the outcomes you want
without tangible threats or payoffs. The indirect way to get what you want has
sometimes been called "the second face of power." A country may obtain the
outcomes it wants in world politics because other countries admire its values, emulate
its example, aspire to its level of prosperity and openness. This soft power—getting
others to want the outcomes that you want—co-opts people rather than coerces them.
Soft power rests on the ability to shape the preferences of others. In the business
world, smart executives know that leadership is not just a matter of issuing
commands, but also involves leading by example and attracting others to do what you
want. Similarly, contemporary practices of community-based policing rely on making
the police sufficiently friendly and attractive that a community wants to help them
achieve shared objectives.

Political leaders have long understood the power that comes from attraction. If
| can get you to want to do what | want, then | do not have to use carrots or sticks to

make you do it. Soft power is a staple of daily democratic politics. The ability to
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establish preferences tends to be associated with intangible assets such as an attractive
personality, culture, political values and institutions, and policies that are seen as
legitimate or having moral authority. If a leader represents values that others want to
follow, it will cost less to lead.

Soft power is not merely the same as influence. After all, influence can also
rest on the hard power of threats or payments. And soft power is more than just
persuasion or the ability to move people by argument, though that is an important part
of it. It is also the ability to attract, and attraction often leads to acquiescence. Simply
put, in behavioral terms, soft power is attractive power. Soft power resources are the
assets that produce such attraction.

If I am persuaded to go along with your purposes without any explicit threat or
exchange taking place—in short, if my behavior is determined by an observable but
intangible attraction—soft power is at work. Soft power uses a different type of
currency—not force, not money—to engender cooperation. It uses an attraction to
shared values, and the justness and duty of contributing to the achievement of those

values.

The interplay between hard and soft power

Hard and soft power are related because they are both aspects of the ability to
achieve one's purpose by affecting the behavior of others. The distinction between
them is one of degree, both in the nature of the behavior and in the tangibility of the
resources. Command power—the ability to change what others do—can rest on
coercion or inducement. Co-optive power—the ability to shape what others want—
can rest on the attractiveness of one's culture and values or the ability to manipulate
the agenda of political choices in a manner that makes others fail to express some
preferences because they seem to be too unrealistic.

The types of behavior between command and co-option range along a
spectrum from coercion to economic inducement to agenda-setting to pure attraction.
Soft power resources tend to be associated with the co-optive end of the spectrum of
behavior, whereas hard power resources are usually associated with command
behavior. Hard and soft power sometimes reinforce and sometimes interfere with each
other. A leader who courts popularity may be loath to exercise hard power when he
should, but a leader who throws his weight around without regard to the effects on his

soft power may find others placing obstacles in the way of his hard power.
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The limits of soft power

Some skeptics object to the idea of soft power because they think of power
narrowly in terms of commands or active control. In their view, imitation or attraction
do not add up to power. Some imitation or attraction does not produce much power
over policy outcomes, and neither does imitation always produce desirable outcomes.
For example, armies frequently imitate and therefore nullify the successful tactics of
their opponents and make it more difficult for them to achieve the outcomes they
want. But attraction often does allow you to get what you want. The skeptics who
want to define power only as deliberate acts of command and control are ignoring the
second or "structural" face of power—the ability to get the outcomes you want
without having to force people to change their behavior through threats or payments.
At the same time, it is important to specify the conditions under which attraction is
more likely to lead to desired outcomes, and those when it will not. All power
depends on context—who relates to whom under what circumstances—but soft power
depends more than hard power upon the existence of willing interpreters and
receivers. Moreover, attraction often has a diffuse effect of creating general influence,
rather than producing an easily observable specific action. Just as money can be
invested, politicians speak of storing up political capital to be drawn upon in future
circumstances.

Of course, such goodwill may not ultimately be honored, and diffuse
reciprocity is less tangible than an immediate exchange. Nonetheless, the indirect
effects of attraction and a diffuse influence can make a significant difference in
obtaining favorable outcomes in bargaining situations. Otherwise leaders would insist
only on immediate payoffs and specific reciprocity, and we know that is not always
the way they behave.

Soft power is also likely to be more important when power is dispersed. A
dictator cannot be totally indifferent to the views of the people under his rule, but he
can often ignore popularity when he calculates his interests. In settings where
opinions matter, leaders have less leeway to adopt tactics and strike deals. Thus it was
impossible for the Turkish government to permit the transport of American troops
across the country in 2003, because American policies had greatly reduced our
popularity there. In contrast, it was far easier for the United States to obtain the use of

bases in authoritarian Uzbekistan for operations in Afghanistan.
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The information revolution

The conditions for projecting soft power have transformed dramatically in
recent years. The information revolution and globalization are transforming and
shrinking the world. At the beginning of the 21st century, those two forces have
enhanced American power. But with time, technology will spread to other countries

and peoples, and America's relative preeminence will diminish.

Even more important, the | not a1l hard power actions promptly

information revolution is creating virtual | produce desired outcomes.

communities and networks that cut across national borders. Transnational
corporations and nongovernmental actors will play larger roles. Many of those
organizations will have soft power of their own as they attract citizens into coalitions
that cut across national boundaries. Political leadership becomes in part a competition
for attractiveness, legitimacy, and credibility. The ability to share information—and to
be believed—becomes an important source of attraction and power.

This political game in a global information age suggests that the relative role
of soft power to hard power will likely increase. The most likely gainers in an
information age will have:

e multiple channels of communication that help to frame issues,
e cultural customs and ideas that are close to prevailing global norms,
o and credibility that is enhanced by values and policies.

Soft power resources are difficult to control. Many of its crucial resources are
outside the control of governments, and their effects depend heavily on acceptance by
the receiving audiences. Moreover, soft power resources often work indirectly by
shaping the environment for policy, and sometimes take years to produce the desired
outcomes. Of course, these differences are matters of degree. Not all hard power
actions promptly produce desired outcomes—witness the length and ultimate failure
of the Vietnam War, or the fact that economic sanctions have historically failed to
produce their intended outcomes in more than half the cases where they were tried.
But generally, soft power resources are slower, more diffuse, and more cumbersome
to wield than hard power resources.

Information is power, and today a much larger part of the world's population
has access to that power. Technological advances have led to dramatic reduction in

the cost of processing and transmitting information. The result is an explosion of
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information, and that has produced a "paradox of plenty." When people are
overwhelmed with the volume of information confronting them, it is hard to know
what to focus on. Attention rather than information becomes the scarce resource, and
those who can distinguish valuable information from background clutter gain power.
Editors and cue-givers become more in demand.

Among editors and cue-givers, credibility is an important source of soft
power. Politics has become a contest of competitive credibility. The world of
traditional power politics is typically about whose military or economy wins. Politics
in an information age may ultimately be about whose story wins.

Reputation has always mattered in political leadership, but the role of
credibility becomes an even more important power resource because of the paradox of
plenty. Information that appears to be propaganda may not only be scorned; it may
also turn out to be counterproductive if it undermines a reputation for credibility.
Under the new conditions more than ever, the soft sell may prove more effective than
a hard sell.

Finally, power in an information age will come not just from strong hard
power, but from strong sharing. In an information age, such sharing not only enhances
the ability of others to cooperate with us but also increases their inclination to do so.
As we share with others, we develop common outlooks and approaches that improve
our ability to deal with the new challenges. Power flows from that attraction.
Dismissing the importance of attraction as merely ephemeral popularity ignores key
insights from new theories of leadership as well as the new realities of the information

age.

Conclusion

Soft power has always been a key element of leadership. The power to
attract—to get others to want what you want, to frame the issues, to set the agenda—
has its roots in thousands of years of human experience. Skillful leaders have always
understood that attractiveness stems from credibility and legitimacy. Power has never
flowed solely from the barrel of a gun; even the most brutal dictators have relied on
attraction as well as fear.

When the United States paid insufficient attention to issues of legitimacy and
credibility in the way it went about its policy on Iraq, polls showed a dramatic drop in

American soft power. That did not prevent the United States from entering Iraq, but it
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meant that it had to pay higher costs in the blood and treasure than would otherwise
have been the case. Similarly, if Yasser Arafat had chosen the soft power model of
Gandhi or Martin Luther King rather than the hard power of terrorism, he could have
attracted moderate Israelis and would have a Palestinian state by now. | said at the
start that leadership is inextricably intertwined with power. Leaders have to make
crucial choices about the types of power that they use. Woe be to followers of those
leaders who ignore or devalue the significance of soft power.

The many faces of (soft) power

Hard § Soft
Spectrum of Behaviors i agenda
coercion inducement i setting  attraction
Command . e _ Co-opt
Most Likely Resources force payments | institutions values
sanctions bribes culture
i policies
Power
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The future of British diplomacy

The future of Britain’s global role stands at a precarious juncture. External and
internal challenges alike are weighing on the government’s capacity to wield
influence abroad.

e Externally, the global status quo is rapidly changing as the centre of
economic and political power continues to drift from West to East.

e At home, the state of Britain’s public finances demands a considerable
retrenchment of Government spending.

Remaining influential abroad in this context will require Britain to recognise
its ‘soft power’ advantages, and consider how to leverage them effectively. Soft
power, unlike military hardware or foreign exchange reserves, is not a commodity that
a country can store up and deploy at will in pursuit of specific objectives. By its very
nature, soft power is a relative and intangible concept that is inherently difficult to
quantify. The relational nature of soft power, where the perceptions of one country
may vary substantially from another, also makes cross-national comparison difficult.
What is loved in Paris might repel in Riyadh. Recognising this challenge, our index
combines a wide range of objective and subjective measures of the core constituent
components of soft power to create a composite index that, we believe, captures the
overall soft power capability of our sample of countries more accurately than has ever

been done before.

Soft power

In international politics, influence is power.” Soft power, coined twenty years
ago by Joseph Nye, is the ability of a state to influence the actions of another through
persuasion or attraction, rather than coercion.® As Nye has previously argued, power

can be wielded in three ways: threat of force (stick), inducement of payments (carrot)

" Willson, E. I (2008). Hard Power, Soft Power, Smart Power. Annals of the American
Academy of Political and Social Sciences, tevyog 616, Mdaprtiog, oc. 110-124.

8 Nye, J. (1990). Bound to lead: The changing nature of American power. N.Y.: Basic
Books.
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or shaping the preferences of others.® Soft power eschews the traditional foreign
policy implements of carrot and stick, relying instead on the attractiveness of a
nation’s institutions, culture, politics and foreign policy, to shape the preferences of
others.1°

Two recent trends have made soft power more critical to the UK’s approach to
foreign policy. Along with most developed economies, the UK is facing significant
cuts to public spending, which means there are advantages in leveraging all available
resources for influence. Under the Comprehensive Spending Review, the Foreign and
Commonwealth Office will see its budget fall by 24% in real terms over the five-year
period covering the CSR. In addition to diplomatic cuts, the Ministry of Defence is
facing cuts near to 10% of total spending. Taken together, Britain’s sources of
traditional international influence are looking diminished. With fewer hard power and
diplomatic resources to deploy, soft power tools — especially those not financed by the
government — will need to be employed with more regularity and intelligence.

The second trend is the changing nature of global affairs, which have become
— and will continue to be — more suited to soft power mechanisms. The use of soft
power is not new, but the conditions for projecting it have transformed dramatically in
recent years.!' Soft power transcends the elitism of classic diplomacy by putting the
increasingly well-informed global public into play. In today’s networked world of
instant information, global publics are smarter, more engaged and more active than
ever.!2

With more citizens serving as both independent observers as well as active
participants in international politics, rapid swings in public opinion are more frequent
and potentially more serious. As a result, the public diplomacy initiatives of today
need to reach larger, more skeptical publics. And with soft power serving as the
primary currency of public diplomacy, the health of Britain’s soft power infrastructure
is more relevant than ever. But it must be said, with new opportunities come new

challenges.

° Nye, J. (2008). Public Diplomacy and Soft Power. Annals of the American Academy of
Political and Social Science, te0yo¢ 616, Mdpriog, oo. 94-1009.

19 parker, G. & Barker, A. (2010). Foreign Office to shed jobs and sites. Financial Times, 18
Noepppiov.

115 Nye, J. (2008) “Public Diplomacy and Soft Power”, Annals of the American Academy
of Political and Social Science, tevyog 616, Mdptiog, cer. 96.

12 van Staden, A. (2005). Power and legitimacy: The quest for order in a unipolar world”.
Clingendael Diplomacy Papers, Arpitioc.
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To date, the new Government has not made soft power a priority in terms of
resource allocation. Two of Britain’s key public diplomacy assets, The British
Council and BBC World Service, were handed challenging five year spending
settlements, which will not only place huge constraints on their resources, but
fundamentally alter their funding structures. From 2014 The BBC World Service will
no longer receive an annual FCO grant, but be funded by BBC license fee payers. The
British Council, which promotes British culture abroad, will see its FCO grant fall by
18%, which will mean significant cuts for frontline programmes across the world. But
while Britain’s soft power infrastructure weathers the current fiscal storm, emerging
powers are investing in image projection.

Demonstrating a heightened awareness of soft power’s potential for wielding
influence abroad, rising global players are mobilising resources accordingly. China’s
soft power advances reflect this wider trend and the shifting diplomatic balance. For
example, China has launched a global charm offensive spearheaded by a network of
Confucius Institutes, educational outposts designed to promote Chinese language and
culture. In just under six years, China has established 320 institutes around the world.
And this year alone a further $8.9 billion has been invested in ‘external publicity
work’ by the Chinese state.

Likewise, Turkey’s shift from a traditional reliance on hard power, to a more
engaging, softer approach in its foreign affairs has been well documented.
Domestically, Turkey has responded to its EU candidate country status with an
ambitious reform agenda.®® Internationally, Turkish foreign policy has evolved
according to three pillars: emphasising friendly relations with immediate neighbours,
utilising its unique location which straddles East and West, and treating its Ottoman
heritage as a foreign policy asset. The major goal of Turkey’s foreign policy approach
is to transform into a strong regional — and even global — actor through the exercise of
soft power.*

Turkey’s transformation was recognised in November when President
Abdullah Gl was awarded the 2010 Chatham House Prize in recognition of his role

in Turkey’s increasing positive influence on global politics. Whether new approaches

B3 Oguzlu, T. (2007). Soft power in Turkish foreign policy. Australian Journal of
International Affairs. topog 61, tevyog 1, co. 81-97.

4 Diizgit, S. & Tocci, N. (2009). Transforming Turkish Foreign Policy: The Quest for
Regional Leadership and Europeanisation. Brussells: Centre for European Policy Studies.
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to diplomacy and global public engagement will shift the balance of power is unclear,
but our soft power index aims to provide a benchmark of global soft power capability

at a potentially crucial tipping point.

ENTERPRISE
EDUCATION CULTURE
SOFT
POWER
GEDECE
ENGAGEMENT DIGITAL
GOVERNMENT

GOVERNMENT

The Government sub-index is
designed to assess a state’s political
values, public institutions, and
major public policy outcomes. By

including metrics on individual

freedoms, human rights, human

development, violence in society,
and government effectiveness, the Government sub-index gauges the extent to which
a country has an attractive model of governance and how effectively it can deliver
positive outcomes for its citizens. Potential partners for international collaboration are

more likely to be drawn to states with well-functioning systems of government.
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SOFT POWER
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ENGAGEMENT

The Engagement sub-index measures a country’s foreign policy resources, global
diplomatic footprint, and overall contribution to the international community.
Essentially it captures the ability of states to engage with international audiences,
drive collaboration, and ultimately shape global outcomes. The Engagement sub-
index includes metrics such as the number of embassies/high commissions a country
has abroad, membership of multilateral organisations, and overseas development aid

contributions.

DiGITAL

The Digital sub-index is a component of growing
importance for the measurement of soft power. The
ways that technology has transformed everyday life |
over the last two decades is hard to over-exaggerate.
Media, commerce, government, politics, and even

people’s daily social interaction have all changed with

technology. The same can be said of foreign policy, the

practice of public diplomacy, and soft power. The
inclusion of a Digital sub-index aims to capture the extent to which countries have
embraced technology, how well they are connected to the digital world, and their use

of digital diplomacy through social media platforms.
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Though elements relating to the economy may seem more of a
ENTERPRISE

hard than soft power concern, the Enterprise sub-index is not a

measure of comparative economic power or output. Rather, this sub-index aims to
capture the relative attractiveness of a country’s economic model in terms of its
competitiveness, capacity for innovation, and ability to foster enterprise and
commerce. Indeed, the structural economic attributes of a given country can have a
significant impact on its soft power. Ease of doing business, corruption levels, and
capacity for innovation, all affect how a country is seen from outside.

h ’s cul i 1 val hat oth.
When a country’s culture promotes universal values that other CULTURE

nations can readily identify with, it makes them naturally
attractive to others5 . The reach and international cut-through of a country’s cultural
output is important in building soft power. But mass production does not necessarily
lead to mass influence. As a result, the Culture sub-index employs metrics that
capture the outputs of both "high™ culture like visual arts and "pop" culture like music
and film. The Culture sub-index includes measures like the annual number of
international tourist arrivals, music industry exports, and even international sporting

SUCCEeSS.

The ability of a country to attract international students, or
EDUCATION

facilitate exchanges, is a powerful tool of public diplomacy

that delivers returns well into the long-term. Even for states carrying a history of
bilateral animosity, there is a positive effect on perceptions and ties when people
study abroad6. Prior research on educational exchanges provides empirical evidence
that confirms the positive impact on perceptions of a host country when foreign
students (having studied in that country) return home. International student exchanges
have also been shown to have positive indirect "ripple effects”. Returning
international students often become third-party advocates for their host country of
study. The Education sub-index aims to capture this phenomenon as well as the
contribution countries make to global scholarship and the advancement of human
knowledge. Metrics in this sub-index include the number of international students in a
country, the relative quality of its universities, and the academic output of higher

education institutions.
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Horaoctapov, A. (2014). Owovouixy Awwiowuatia: Ano ™y Ocwpio otyv Ilpaly.
Ava: IMoralnonc.

To 1990, o TL6lee Ndi (Joseph Nye), évag amd TOVG 7O AVOYVOPICUEVOLG
oKadNpaiKovs TV Sefvidv oxécenv,’® POV KoouTopac TS oM ANHOGLAC
Awiknong John F. Kennedy tov IMavemotuiov Harvard, epumvevotic, poli pe tov
Pounept Kiovav (Robert Keohane), tng Oewplag g acOUpeETpng TOAVTAOKNG
oAMMAeEGPTONC, EYKoviace TOV Opo «fpepn Svvopny (“soft power”),® mov
ypnowonomdnke gvpémg oTic opkieg tv Auepikavav mpoédpwv  Clinton kot
Obama, yio va mepryplyel v 1IKAVOTNTO TPOGEAKVONG G GuVEPYOoia, e meldm,
TOPA LLE TECT), CTPATIOTIKTY 1) OKOVOULKY|: KOHUEPD, § KOADTEPH TPOTAYAVOQ OEV EIVAL
N TPOTAYEVOQ, OPOD TTOV OLWVO. THG TANPOPOPIKNG, 1] OLLOTIOTIO EIVOL O GTOVIOTEPOS
mépoc».t” O Nye eényovoe dt1, ot HITA, TAéov TG GTPOTIOTIKNG TOVS VITEPOTALS Ko
TNG OIKOVOMIKNG TOVG movtoduvapiag, Ppiokovtay oty mpdtn Béon oe o tpitn
dlaotaot, oty «peun dvvaun». O 0pog AUECMG EYKOVIAGTNKE OG0T S1EBV] TOMTIKY
oknvi. O  Apepwkavog kot o  Bpetavog vmovpydg E&wtepikdv, €ykprrot
OMNUOG1OYPAPOL KOl OVOALTEG TOV YPNOUOTO0VGHV TALOV OTIG TapPeUPAOELS TOLC,
aAAd 0 1010¢ 0 Nye dAwve amoyonTeLUEVOS O10TL, GTO VPV KOWO 1) «1IPEUT SVVOLUY
eiye Towtiotel pe v Coca-Cola, To Hollywood, 1o blue jeans xat to yprjpata. Oy, o
Nye dev evvoovoe avtod.

To 2001 &ypage Tpopnrikd, oto BipAio tov The Paradox of American Power,
«o1 HIIA Ppiokovion arov omoyeio ¢ o1e0voig 1oyvos avaioyns ue ™ Bpetovikn kai
™ Pouaixn Avtoxpatopia, ki Ouws GHUEPaA, 1 TTPATIOTIKY KOI 1 OIKOVOUIKH TODG
obdvoun ko1 1 TOAITIGTIKY TOVS EMIPPOT], OV opKoDV». AxoTavonta Adyla, Onwe kabe

@opd mov o mvebo Tponyeitol TV eEeMEEMVY, YOl VO CUUTANPMOCEL GE GLVEVTELEN

B Soppava pe épsova mc TRIP tov 2011, petaéd 1.700 axadnpoikdv pe S1e0vi avayvdpion
oTov Topé TV debvav oyxéoewv, o Nye Bpiokotav otnv éktn B€om, Kot pdAiota Yo gikoot
ovveyn £, evd T0 1810 £10G, TO £ykprro Teplodkd Foreign Policy, tov katétacoe peta&d tmv
OTOVOAOTEP®V GLYYPAPENDY TOAITIKNG Kol O1E0VAOV oYEcE®V, YPAPOVTOS LLE YAAPLPO TPOTO:
«0A01 01 IPOUOL VLo VO KATOVONGEL KOTOLOG THY ECOTEPLKY TOAITIKY, TEPVOLY oo Tov Joe Nye»,
Foreign Policy, "Get Smart: How to Cram for 2012. The foreign-policy books you should be
reading to get ready for election season”, 20 Iovviov 2011.

1 Nye, Joseph (1990) Bound to Lead: The Changing Nature of American Power, New
York: Basic Books.

7 Nye, Joseph (2012) "China's Soft Power Deficit to catch up, its politics must unleash the
many talents of its civil society"”, The Wall Street Journal, 8 Maiov.
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10V, «obviouo Bo. diamioToovue O0tl, T0 Vo, fpiokecor atny mpwty Béan dev apkel yia
va oe mpootareboe».® H tpopokpatikny emibeon otovg Sidvpovg mopyove, otic 1
YentepuPpiov, vaqpée N Tpoyikn emPePaimon. Ilpdypaty, n «okAnpn Sdvoun» -
OTPATIOTIKEG EMEUPACELS, TOMTIKEG KOl OIKOVOLUKEG TECEIS- glye eEovTAnoel Tig
JVVATOHTNTES TNG KOl AdVVATOVCE VO TPOGTATEDGEL TNV AVTOKPOTOpio!

H «pegpn dvvapm» ftav pa GAAnN S146Tao, «Evas auvovaoiog yontelog o
QOKODOE 1 OUEPIKAVIKY KOVDATODPA, TV 10EMV KoL TWV a0V TOV TOATIOUOD THS, KOl
Kupiwg ¢ Tpobvuios dllwv ywpwv va to. viobstioovy, ue oonyo v nbikn koi
dicarootvy».® H ovvepyacio pe dAlo kpdtn kat Toug diebveic opyaviopoie, sivon pa
GAAN ewOva TG 01EBVOVG TOMTIKNG, EIPNVIKT Kol IGYLPT, YOPIS OGS Vo omokAgieTon
N dvvatdHTNTO pHOVOUEP®V EMEUPACEMV GE KPIGIUEG TEPUTTOCELG.

O TI6Aepog tv HITA katd tov Ipdk tov 2003 eiye po onuavtiky oopopd
a6 tov [Todepo tov Koinov tov 1991. To 1991, o npdedpog Bush (o motépac) eiye
eEoopalioel gvpeion ocvvaiveon oto Oebvny fora kar @uowkd v omdPacn TV
Hvopévov EOvav. O egqunvog IToAepog tov KdéAmov tov *91, vipée 1o emotéyaco
dfovAedoemv Kol CUUUOYIOV, Kot HaAloTa pe T ovvaiveon tov OHE (amoé@aon
678). Avtifeta, o y16¢ Bush nryove otov molepo tov 2003, pue o pkpn oudda
PIMKOV YOp®dV Kot Yopic Tig oyeTikég amopdoels and tov OHE (dgvtepn andpaon).
H dsweopd ntav tepdotia! Tnv AvoiEn tov 2003, Alyec uépeg petd ™ ANEN tov
IToAépov, ot Financial Times éypogav, «yia va kepdicovv v eipnvy or HIIA, mpémet
Vo, ETLOEIEOVY TIC 101EC IKOVOTNTES KNPEUNS ODVOUNSY, UE TOV 1010 fabud mov édeiéov Tig
IKQVOTHTEG TOVG OTH «OKANPH dOvauny yio va. kepdicovy tov médsuo»?°. Tpéypartt,
OUECHG HETA TOV TOAELO TOV TEGGAPWV efdouddmv, 1 dnuotikotnto tov HITA elye
ONUEWDGEL KAOETN TTAOGT, OKOMUO KOl GE GUUUOYIKES YDPEG TOVL Eiyov amocTeEiAEL
OTPATIOTIKEG dVVANES 6TOV TOAENO, 0TGN lomavia kot n ItaAia. To kdcTOg TOL VO
eloat pdvog oty Kopven, ftav dvcPdactakto. Alyovg unves apyodtepa KuKAOQPOpPNOE
10 PiPAio Tov Nye, Soft Power: The Means to Success in World Politics,?* oto omoio
TPOCOEPE 0L AVOVEMUEVT] KOl ELTAOVTIGUEVT] OVAALGON TNG «PEUNG SVVOUNG», EVOG

O6povg mov éueidle vo mayliwbel ta emdpeva xpovia, otn oebvr moltikn oknvi. To

8 Powel, Alvin (2002) “The Paradox of American Power”, Harvard Gazette, 21
defpovapiov.

9 Powel, Alvin (2002)

2 Nye, J. (2004) Soft Power: The Means to Success in World Politics, N.Y.: Public Affairs,
BA. TpdroyOG.

2L Nye, J. (2004) Soft Power: The Means to Success in World Politics, N.Y.: Public Affairs.
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2007, o Xov TCwtdo (Hu Jintao), yevikog ypoppatéog tov Koppovvietikon
Koéppartog e Kivag, pikovtog oto 17° Zvvédpo tov Koppovvietikov Kopparog,
tovile O, «n Kiva mpémer va ovlnoer v «nfpeun oovoun tey, evo 0 Apepkavog
vovpyog Apvvag, Poumept I'kéitg (Robert Gates) avaeepotov oty avayKotdTnTo
evioyvong g «peung dvvauney twv HIIA, pe adénon tov damavdv eipnvikov
péomv  ebvikng acedielng (dmAopotio, oTPATNYIKEG EMIKOW®VIES, d1EBVNG
avamtuélakn Bondeta, 0tKoVOIKT avacLYKPATNON Kot avamtuén). Mia S1opopeTikn,
AOWOV, EMPPON, KOE ATOTTOCH OO THYV TOPOOOCIOKY TOMTIKH THG I0OPPOTIOS TWV
Soviuewv».?2 H «&&umvn SOvaum» dev sivar ovte povov «okAnpipy, 00te HOVov
«peuny, gtvor Kot ta dvo!

To 2014, cOpgmva pe épguva Tov Teptodikov Monocle,? ot HITA Bpickoviav
oTIS TPOTEG BECEIS GTOV KATAAOYO TMV KPUTOV TOV OOKOVGOV «Npeun suvaun». O
KATAAOYOG TV YOPAOV Tov okoAovBel, Pacileton oe avtiv Vv €pevva, ywpig va

onpoaivel 6Tt SEKIIKEL AVTIKEIUEVIKO YOPOKTIPO.

1. H Bperavia, ciye vrepkepdoetl 11 HITA, Adym onuovtik®v yeyovotwv mov siyov
otpéyel to. PAEUUATO TOV KOGHOV, 0T ot Oivumiaxoi Aywveg, 10 AdaUAvVTIVO
[opniaio g BaciMooag kot ot Bactikot ydpot, Bopilovtag to emtevypato Kot tnv
emppon . H mapadociokn ewovo g eixe EeBwpiboel kol Ta otepedTumar TTEPT
avtokportopiag eiyov kovpdcel T d1ebvn kovotnTa. 1N 0€om ToVC £iye avadvOel ta
véa ewova: 1 Bpetavia tov 0OANTIGHOV, NG OPYITEKTOVIKNG, TNG MOOAG, TOL
Bropnyovikod oyediov, TG HOLOIKNG, TOL KIVNUATOYPAPOL, £vo. VEO GMUO Yol TNV

mwalond yoyn e Bpetaviag.

2. Ov HITA Bpiockovtav otn 0evtepn Béom, dtnpdvVIOS OUMS TN AGUYT Kot TN
yonteia Toug. Mot @UAOTPO0S0G YDPA LE LAYEVTIKT GVGT, GIAMKES VITOOOUES Y10 TOVG
TOVPIOTEG, MPAOTN OTIS ENEVOVGELS KOl OTIS TPOTOPOVAIEG Yo Tn doTpoen Kot TV
vyela, elyav vrwootel TANYUATO GTY QNUN TOLG O «NPEUN OLVOUNY, AOY® TOV
e€mTEPIKOV  TOVG TAPEUPACEDMV KOL TOV GTPATIOTIKOV ETYEPNCEOV UE N

EMOVOPOUEVO, OLEPOTKAT).

2 Klark, Wesley K. (2003) Winning Modern Wars: Iraq, Terrorism, and the American
Empire, New York: Public Affairs, cel. 182.

% Monocle Soft Power Survey (2014), http://monocle.com/film/Affairs/soft-power-survey-
2014-15/
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3. H I'eppavia Bpioxdtav omyv tpitn 0éom, adwapeioprtnrog nyémg pog Evpodrng
7oV &iye eppaviost NON poOYUES. Mo xdpa, LE OIKOVOUIKT KOl TOATIOTIKY] ETLPPON,
afAnTIcpd O01eBvoig eNUNG Kot TIG HeYOADTEPES dOTAVES TPOVTOAOYICUOD Yo, TNV
doxnon «peung dvvaune». H kaddtepa «diktvopuévny yodpa g Evpdmng.

4. H Taorhia, oty tétaptn 0éom, yvootr) €EGAAOVL Yy TIC TPoomdbelsg g vo
TpoPaAierl kol va OlatnpfoeL T eNUN TS Me mepiocdtepec and yiMeg TOMTIGTIKES
OmOGTOAEG 010 €EMTEPIKO, 1 «Npeun dvvaun» g LoAAiog sivar «vooTadykr] Kot
ovpPoAn», dwtnpel o TPOTEIL GE HOVOElR, YKOAEPT KOL HAYEPIKEG CLVTOYEC.
Evtovtorig, n dopydvoon tov Olvpmokdv Ayovev oto Aovdivo, avti tov Tlapisiov,
o1 tpoondfeieg Tov ['dAALOL TPoEdPOL Vo KEPHITEL TOL PAOTA TNG SCUOTNTOG KoL M

oKovouKY| apefoardotnra, TV 0dnyovoav oe katmtept BEom Evavtt g [eppaviag.

5. H Zoundia, «opaio, pe vymin texvoloyia kot vyg», Ppiokdtov oty TEUTTN
0éon, omoAauPdvovtac tnv eumotoovvn TG O1EBvolg KOWwOTNTAG, UE EMMOVOLUN
TpoiovTo kal vanpecieg 0nmg to Ikea (émumho kat 6y povo), ot ABBA (povoikn mov
Bprokdtav kabe 1000 61N Poda) Ko 10 H&M (podya Kahfg modTnTog 68 EAKVOTIKEG

TIHEG), o€ (o TpoomdBeia va Eepoptwhel Ta oTEpEdTLIO TOV TOPEADOVTOG,.

6. H lartmvia Bpiokotav oty éktn 0€om d1eBvac, ahdd oty tpmdn 0éom oy Acia,
HE TN pHovadikn g kovliva, v KoAMTEXVIK NG opactnpotnta, Vv &
OLUUETOYN TNG OTIS KIWINUOTOYPOPIKEG TOPOYWYEC KOl TNV EVOLPEPOLGO TOT
KOVATOUPQ TNG, G€ Ui TPocmddeia va EEYpAwEL TNV TOoAEMKT TG otopia. H avénon

TOV EUYOYDOV NG ATOKAAVTITE TNV TOAMTIGTIKN TNG EMPPOT).

7. H mpocéyyion g Aaviag, ommv «qpeun dvvaun», PBaciloétov ot Prounyovia
oxedlov, pe avEnuévn OMUOTIKOTNTA GTNV TNAEOPOCT), OLVOUIKY TAPOLGID GTN

LLOVGIKY, TNV TEYVN KOL TNV APYITEKTOVIKT, KOTATAGGOVTAG TV otnVv £Bdoun Bon.

8. H EABetia, oty 6ydon Bom, empévovtog otn enun g, Le «ouvénela, a&lomoTtio
Kot e€gdikevon». Mio TPOyUOTIKY] CUUUETOYIKN Kol KOWOTIKY Onuokpatio, e

oefocpd Yoo To avOpOTIVO SIKOIDOUATO Kol LE EUPACT] OTNV TOLOTNTO, OTOJEIKVVEL

OtTL M PNuUN pmopet va Eemepva o péyefog Liag xdpac.
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9. H Avotparia cvveyilel va Bpioketar peta&h TV 6Eka YOPOV-TPOTOITMOV «IPEUNG
dovouney, aArd to 2015 vrofidonke amd v mEURTN oty €vartn 0éom, AOy®

eMelyemv og SmAmpATIKES 6e&10TNTES KO pia Ol TOGO PIAKY EIKOVO d1eBVMG.

10. O Kavaddg, pe otabepd moltikd cOoTnUo, pio otkovopio mov Poaciletor otnyv
aAANAEYYON, OVOLXTN KOl OVEKTIKY Kowwvia, 0gv €npeme va Ppioketal otn d&Kot
0¢on. Evtovtoig, n d&lh] GUUUETOYN TNG YDPOS GE TOAMTIGTIKEG dPACTNPIOTNTES Ko 1),
aKOHO, OOEVKPIVIGTN TOMTICTIKY TNG TOVTOTNTO, TNV AVOYKALOVV Vol «TTepVEEy TNV

gova g, LEcw Tov mpiocuatog twv HITA.

11. H Némwe Kopéa, avapaduiotnke ond v 13" otnv 11" 0o, kot to opeilel ot
oKkAnp1 g poondOeia va avaPaduicet T eYun g: erhoéevia diebvav cuvedpinv,
EMTUYNUEVN ovppeToyn otovg OAvumakohg AYMOVES, TOT KOLATOVPO Kol VYNAEG

damdveg o€ dPACELS KAVOTOUING.

12. H Noppnyia cvuveyilel vo 01kod0opeT T @MU TNG OG N «OYEIOV TEAELD KOVMOVIO,
HE  TMPOGTOTELUEVOVS  QLUOIKOVG — TOPOVLG,  E€MTLYIEG OTO  UETONO  TNG
TOAVTOMTICUIKOTNTOG, £VOL EKTOOEVTIKO GUGTNLO VYNADVY TPOSHypap®V Kol EVTOVN
nepPaAAOVTIKT 0OVV. ZKOVOIVOPIKN YOPO, TOL GLYVE 1) EIKOVO TNG CLYYEETOL LIE TN
Youndio kot t Aavia, otepeitan branding extog kvpépvnong, aeobd otnpiletar pdvo

OTIG KLPEPVNTIKEG TPOOTADELES Y10 TNV OTKOOOUNGT) TOV «OVOLATOG TNGY.

13. H ®diavdio amotehel «EKQpaoT H0G OPYOVOUEVNG KOVmViog, Le oefacid oTig
0OVVOUES OUAOES, MOAMTIKA dtkoumpata Kot VYnAn modtnta {one», avapaduiommke
10 2015, and v 15" oy 13" Béom, pe 10 Edoivikt va dexdikel ta oknmrpa g

TAYKOGULOG GKNVIG GTO 0Y£010 Kot £val amd o KAADTEPO AePOIPOLL TOV KOGHOV.

14. H Itahiia, pe v woyopotepn Propnyoavio podag, to eWvAMakd g QLK Tomia
Kot TV €UQaoT oTig KOAES Téyves Kot v Kovliva, Ba pmopovoe va Ppioketor og
kaAvtepn Béom. [Tapdti to 2015, avaPabuictnke and v 16" oty 14" Béom, 1 ewkdva
™m¢ otypotiletor omd v moMTiky] dwpBopd Kol TA TUMIKE GTEPEOTLTO. TTOV
emPapvvovtar ond TNV owovouky ofefardtmro, mOPE TNV OTOUAKPLVCON TOV

Berlusconi amd v tpobumovpyia g x®poS.
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15. H Orhavdia, dev pmopeoe va Eavakepdicer ) 0éon g, and to 2011, ko
ovveyilet va vroPabpiletonr AOym g avodov ¢ okpaiog 0e€ldg GTNV TOATIKY.
[Ipdécpata ot olhavowég mpeoPeieg Eexkivnoov v mpofoAn g oOyxpovng

KOAMTEYVIKNG CONG, TPOGOOKDOVTOS VO OVOKOWOLV TNV LIToBABion g eKOVaG TNC.

16. H Iemavia, petd v oAloyn g amd [o QAGIGTIKN YOPO, G TOTO TOVPIGLOV Yo
™ PPETOVIKN KOU TN YEPUAVIKN €PYOTIKN TAEN, KOU OTN GLVEXEWDL OE YOPO
TOMTIOTIKOD TOVLPIGUOV, TPoPdAiel Ko M, mapd TG moMTKEG avatapatels. O
NA0G, 0 KIVNUATOYPAPOS, 1 STPOPT] KOl TO TOOOCPUIPO OTPOVV TN QYU TNG,

TOPA TO OIKOVOLKO TTANYLLOL TNG EVPOKPIoTG.

17. H Bpalihia, epupoaviCetor mAéov peTOED TV €IKOOL YOPOV HE TIS KOADTEPES
EMOOCELS 0TV AOKNON «MPEUNS SVVAUNG», TPoPaiioviag wg Myéte otn NoOTw
ApepKN, HE TNV EIKOVOL LG «PIAOEEVIG KO O1OGKEDUCTIKNG YDPOS, TOV EKTEUTEL
avtoremoinony. Iapdti, to 2014, n Bpalihia prhoéévnoe 1o Tlaykodouio Komeiio
kat o 2016, toug OAlvumiokovg Aydves, 1 oAloyn myeciog amd tov Lula otov
Rousseff dAha&e tovg tOvoue, evid 1 molTiky dapbopd KoL 1 TOYEW oTA pEYGAa

OOTIKA KEVTPO OALOIDVOVV TIV «ELYAPIOTN EIKOVO TNG XD PG,

18. H Avortpia Bpioketar, to 2015, yioa devtepn ypovid, oty 18" Bom, ydpn ot
onun tov Felix Baumgartner,?* evd n texvoloyu] TPOOSOC Kol Ol OTKOVOUKEG

EMOOCELS TNG, EYOLV UETARAALEL TNV «TOANIOMONITIKNY EKOVA TNG YDPOS.

19. To Béhyo mapapéver oty 19" Béom, dwutmpdvtag ) eUN T0L 6T0 TTEdI0 NG
deBvoig ToMTIKNG Kot TNG OIMA®UATIOS, TOPATL TAPAUEVEL £V KPATOG OWPEUEVO GE
VO KOWOATNTEG, EVM OEXETAL EVTOVN KPLTIKY Yo TOV pOAO NG PBeAyikng kuPépvnong

ota {ntpata g Evponaikng Evoonc.

0 Avorplokdg DEME  Mmbovpykaptvep (Felix  Baumgartner) eivar  Siéonuog

ore&umtotiomg kot Kaokavtép. Tov OxtdPfpro tov 2012 KoTépprye TALTOXPOVO TPELS
TaYKOGUIEG EMOOCEL;, OTALOVIOG TO QPAYLO TOL NYXOL YWPIg Vo PpioKeTOl GTO E6MTEPIKO
0EPOCKAPOVG, TEPTOVTOG o€ ELeVBep TtTddon pe tayvra 1.342 yhdpetpa v opo (Mach
1,24), eiyxe 10M 6TAGEL TO TAYKOGUIO PEKOP VYOLS Y10 EXOVIPMUEVT] TTTHON GLEPOGTATOV KO
TTOONG HE aAe&INTOTO Ao TO PEYUADTEPO VYOG,
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Nye, J, (2014). Soft Power: The Means to Success in World Politics. N.Y: Public
Affairs.

Joseph Nye coined the term "soft power"
in the late 1980s. It is now used frequently—and
often incorrectly—by political leaders, editorial

w10
POWER

THE MEANS
TO SUCCESS
IN WORLD

writers, and academics around the world. So
what is soft power? Soft power lies in the ability
to attract and persuade. Whereas hard power—

the ability to coerce—grows out of a country's

military or economic might, soft power arises

POLITICS

from the attractiveness of a country's culture,

political ideals, and policies.

Hard power remains crucial in a world of JOSERH 8: NIE, Ir,

states trying to guard their independence and of

non-state groups willing to turn to violence. It forms the core of the Bush
administration's new national security strategy. But according to Nye, the neo-
conservatives who advise the president are making a major miscalculation: They
focus too heavily on using America’'s military power to force other nations to do our
will, and they pay too little heed to our soft power. It is soft power that will help
prevent terrorists from recruiting supporters from among the moderate majority. And
it is soft power that will help us deal with critical global issues that require
multilateral cooperation among states. That is why it is so essential that America
better understands and applies our soft power.

Joseph S. Nye, Jr., Dean of the Kennedy School of Government at Harvard
University, was Chairman of the National Intelligence Council and Assistant
Secretary of Defense in the Clinton administration. He is the author of several books,
including The Paradox of American Power: Why the World's Only Superpower Can't
Go It Alone and Bound to Lead: The Changing Nature of American Power.
PublicAffairs will publish his political thriller, The Power Game, in Fall 2004.
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Cohen, E.A. (2017). The Big Stick: The Limits of Soft Power and the Necessity of
Military Force. N.Y.: Basic Books, Hachette Group.

"Speak softly and carry a big

Erior A. COHEN

stick”, Theodore Roosevelt famously
said in 1901 when the United States was
emerging as a great power. It was the
right sentiment, perhaps, in an age of
imperial rivalry. But today many
Americans doubt the utility of their
global military presence, thinking it ; -

BIG STICK

outdated,  unnecessary, or  even

LIMITS

dangerous.

In The Big Stick, Eliot A. Cohen - a scholar and practitioner of international
relations - disagrees. He argues that hard power remains essential for American
foreign policy. While acknowledging that the United States must be careful about
why, when, and how it uses force, he insists that its international role is as critical as
ever, and armed force is vital to that role. Cohen explains that American leaders must
learn to use hard power in new ways and for new circumstances. The rise of a well-
armed China, Russia's conquest of Crimea and Eastern Ukraine, nuclear threats from
North Korea and Iran, and the spread of radical Islamist movements like ISIS are
some of the key threats to global peace. If the United States relinquishes its position
as a strong but prudent military power and fails to accept its role as the guardian of a
stable world order, we run the risk of unleashing disorder, violence, and tyranny on a
scale not seen since the 1930s. The United States is still, as Madeleine Albright once

dubbed it, "the indispensable nation".
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Atkinson, C. (2014). Military Soft Power Public Diplomacy through Military
Educational Exchanges. Lanham, Maryland: Rowman & Littlefield.

The military has long been associated
with hard power, yet it is engaged in public
diplomacy as it represents the U.S. abroad and
facilitates the diffusion of ideas. Military Soft
Power examines one such aspect of U.S. public
diplomacy: how the United States extends its
influence or “soft power” worldwide through
military educational exchange programs hosted
by the United States’ elite military schools, its
war and staff colleges. The presence of
international officers at U.S. military schools is

substantial, yet very little is known about the
long-term impacts of these exchanges. This study shows how the exchanges build
personal and professional networks that then serve as important conduits of ideas
between the United States and other countries. These networks help to improve
interoperability between the U.S. military and its partner nations and to extend U.S.
influence through military soft power rather than through hard power. This is an
alternative bottom-up view of how military organizations can influence political
processes and decisions through the development of cross-border communities of
military professionals. This involves a two-step model of socialization. First,
individuals (military officers) are socialized by a large political institution (the U.S.
through its war and staff colleges). Second, these individuals function as idea
entrepreneurs, bringing new ideas, beliefs, and practices home with them. There is a
need for policies and programs that help countries successfully transition from
authoritarian governance to democratic rule as well as countries undergoing
democratic revolutions and those seeking more gradual change. Exchange programs
are one pathway, in which an important group of citizens (military officers and their
families) can experience the everyday functioning of democratic practices and

institutions.
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Hashimoto, K. (2018). Japanese Language and Soft Power in Asia. The University

of Queensland.

This cutting edge collection considers
how the Japanese language functions as a key
element of Japanese soft power in
Asia. Within  Japanese culture itself, the
promotion of language has been an area of
ambivalence. This interdisciplinary book
looks across the fields of language policy,
language teaching, socio-linguistics, cultural
studies and history to identify the links
between Japan’s language policies and
broader social, economic and political
processes. It examines the challenges that
undermine Japan’s potential soft power by
identifying a gap between the “official Japan”

portrayed by the Japanese government and

JAPANESE LANGUAGE

AND SOFT POWER IN ASIA

the “cultural Japan” that foreigners

perceive. It also reveals historical continuity in the way Japanese language is

perceived and promoted by policy makers and how the current practices of Japanese

language teaching in Asian countries have been shaped within the framework of

“international exchange”, which has been a key concept in Japanese foreign policies

since the 1970s. It particularly considers the concept of ‘Cool Japan’ as a symbol of

Japan’s interpretation of its cultural power and offers a thoughtful assessment of the

future of Japanese as a form of soft power in Asia as the country prepares for the 2020

Tokyo Olympics.




74

Monocle magazine Soft Power Survey 2018-2019
https://monocle.com/film/affairs/soft-power-survey-2018-19/

MacClory, J. (2019). The Soft Power 30. A Global Ranking of Soft Power.
Portland & USC Center on Public Diplomacy.

"International affairs seem trapped in a period of confusion, disruption, and
uncertainty.”

Soft power gives smaller states - that would never be able to use coercion to
affect the behaviour of others - the opportunity to attract other actors to emulate their
position and inspire them to take collective action.F or smaller states that want to
make a positive impact on the world stage, soft power provides the optimal means to
do so. The leaders and policymakers in smaller states can best do this by focusing on
how they can contribute to a functioning and secure “global commons”, which can be
understood as shared common spaces like the open seas (international waters), open
airspace, outer space, and cyberspacel3. Without reliable, free, and open access to
these spaces, the international economic and political order simply cannot function.
What keeps the global commons running is the provision of the global public goods
that maintain and protect them. These global public goods include environmental
protection, regional peace and stability, freedom of navigation, and shared rules of
conduct. In a global context, the provision of public goods requires effective
multilateral cooperation.

Last year’s report (2018) highlighted the growing concern for the future of the
liberal international order and detailed the underlying threats driving that concern.
Twelve months on, it is clear that the consensus view holds that the international
rules-based order is indeed in crisis. Foreign policy circles have already accepted
this as a given and moved on to debating appropriate responses to the new eroding
global order. As argued above, these responses can take a number of forms along a
spectrum of defensive to expansionist. But regardless of what strategies states might
pursue, an effective approach to building and leveraging their nation’s soft power will
be critical to the execution of any chosen strategy.

While geopolitical uncertainty and an eroding international order have been
the dominant trends since the publication of our last Soft Power 30 report, the

importance of soft power as a tool of foreign policy has remained constant. As
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governments grapple with a volatile international political landscape and look to
adjust their foreign policy strategies accordingly, they will need to re-evaluate their
current approach to generating and leveraging soft power. The first step will be
establishing a clear account of their current soft power resources. From the outset of
The Soft Power 30 series, we have sought to provide useful insights and practical
guidance to do exactly that: identify and measure the sources of soft power.

In addressing the measurement challenge, our mission has been to bring
structure to the complexity of soft power’s diverse and numerous sources. At the same
time, we have endeavoured to set our research in the global political context of the
day. In 2019, that context sees us continuing towards a multipolar and interdependent
world, albeit one held together by a creaking system of rules and norms. Power has
become more diffuse, moving not just from West to East, but also away from
governments, as more non-state actors play larger roles in driving global affairs.
Greater interdependence — driven by the forces of globalisation, the digital revolution,
and even climate change — is now testing the limits of the global governance
structures that facilitate cooperation and manage conflict. Globalisation and
technology are experiencing an intense backlash as political movements rail against
international flows of trade, capital, and people, and scrutinise technology’s role in
our lives. While greater interdependence has created both challenges and
opportunities, the erosion of the rules-based international order adds a new dimension
of hazards and risks.

Indeed, from 2018 to 2019, the central foreign policy debate has moved on
from concern over the possible collapse of the rules based international order to how
governments should respond as that collapse unfolds. This 2019 Soft Power 30 report
begins with a contextual analysis of the current state of global geopolitics. Reviewing
how this debate on the global order has moved on, we consider the different types of
foreign policy responses being put forward by leading foreign policy thinkers, and
outline their implications for soft power.

In setting this year’s Soft Power 30 report in such a grave context, we hope to
return discussion on soft power to its conceptual roots and definition as a critical
foreign policy tool used to align values, norms, objectives, and ultimately action
through attraction and persuasion. Moreover, we need to concentrate minds on the
importance of soft power in protecting core national interests, maintaining regional

pockets of order, and — eventually — overhauling the structures of the global order
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such that they are fit for purpose. The ability to bring soft power to bear in these
efforts will be a tremendous advantage to countries that are determined to shape the
future of global affairs.

Fundamental to deploying soft power is a clear and accurate measurement of a
nation’s soft power resources. This is the aim of The Soft Power 30 index — the
world’s most comprehensive comparative assessment of global soft power. The index
combines objective data and international polling to build what Professor Joseph Nye
has described as "the clearest picture of global soft power to date”.

As ever, the strength of The Soft Power 30 index lies in combining objective
and subjective data. For 2019, we have again worked with Alligator Research to
generate newly-commissioned polling data from 25 countries. The polling is designed
to gauge the appeal of countries according to key soft power assets and touchpoints.
Our polling surveys audiences in every region of the globe. We asked respondents to
rate countries based on seven categories including culture, cuisine, and foreign policy,
among others.

The 2019 Soft Power 30 report reflects much of the global political change
that has unfolded since July 2018. This year we see the further erosion of American
soft power under the banner of “America First”; Europe building on its soft power
gains from 2018, led by a resurgent France; and perhaps the start of a more
precipitous fall in British soft power as it grapples with the domestic political chaos of
Brexit. Asia’s soft power rise has levelled out — for now. Having been on a clear
upward march over the last three years, the Asian countries in the top 30 - China,
Japan, Singapore, and South Korea - put in a mixed performance. The Asian four,
however, do now sit in a better position, viewed in aggregate, than they did in our

inaugural 2015 rankings.
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"La Scandinavie comme modele mondial de puissance douce"
Huffpost, 7 April 2018

L'expression de ce soft power rayonne tellement qu'il parvient jusqu'a
masquer la facette coercitive que peuvent présenter ces pays.

Dans le concert des nations du monde, les puissances militaires et
économiques ont toujours été les vecteurs déterminants de l'ordre international. Ainsi,
la France de Napoléon a-t-elle imposé militairement son ordre impérial sur la moitié
de I'Europe, ou bien I'Angleterre et I'Amérique ont-elles tour a tour fagonné l'ordre
économique international par la puissance de leurs armées et par l'imposition de leur
modele politique au reste du monde. En ce sens, la décolonisation de la Malaisie, de
I'Inde et du Pakistan par I'Angleterre ou I'occupation militaire de I'Allemagne nazie,
du Japon impérial ou de I'lrak de Saddam Hussein par les forces américaines ont forcé
le leg d'institutions démocratiques — souvent imparfaites - sur le modele britannique
ou américain. Mais la puissance n'est pas uniquement synonyme de coercition et de
contrble, elle peut aussi s'exprimer par des vecteurs plus pacifiqgues et non
contraignants. C'est ce que Joseph Nye appelle le soft power ou la puissance douce.
Cela peut se définir comme la capacité d'attraction et de cooptation d'un Etat lui
permettant d'étendre son influence internationale, en opposition a l'usage de la force
ou de sanctions militaires et/ou économiques dont les finalités coercitives
appartiennent au registre du hard power. L'objectif des deux types de puissance
étant in fine similaire; c'est-a-dire convaincre d'autres acteurs de changer de
comportement. Dans le cas du hard power, cela se fait sous la pression de la
coercition, alors que le soft power envisage de séduire les autres acteurs pour les
encourager a adopter par eux-mémes, consciemment ou inconsciemment, nos normes,
notre modeéle et nos valeurs. Lorsque Joseph Nye conceptualise le soft power, il
l'applique aux Etats-Unis que d'aucuns estimaient alors en déclin militaire et
économique face au rattrapage de I'Europe et du Japon. En précisant que Washington
disposait du plus important arsenal de ressources non tangibles de [r'histoire, il
affirmait que I'Amérique pourrait continuer a diriger le monde par la séduction du
réve américain et ainsi éviter I'émergence d'un sentiment antiaméricain. Apres tout, la

culture, la musique, la science, l'aéronautique, I'éducation universitaire, les grands
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ouvrages d'art, la technologie, les grandes multinationales, ne se concentraient-ils tous
pas au méme endroit, en Ameérique ? L'arrivée de Donald Trump aura prouvé qu'il
suffit de peu d'actions et de beaucoup de rhétorique belliciste pour briser ce pouvoir
de séduction et alimenter un sentiment antiaméricain que Georges Bush avait su

réactiver des l'invasion de I'lrak.

De petites puissances économiques et militaires a grandes puissances d'attraction

Dans le classement du « Soft Power 30 », les Etats-Unis ont d'ailleurs perdu
leur 1 place l'an dernier. Et s'il est une chose intéressante de remarquer de ce
classement, c'est que les petites puissances économiques et militaires des pays
scandinaves comme la Suede ou le Danemark ne les empéchent aucunement de
constamment faire partie du Top 10 des plus grandes puissances douces de la planete.
Comment expliquer alors que la Suéde — 40° puissance économique de la planéte (en
PPA) et 34°budget militaire, ou le Danemark — 58° puissance économique et
44° budget militaire — parviennent a se hisser dans le peloton de téte des puissances
douces ?

Selon nous, plusieurs raisons expliquent cet important rayonnement mondial.
D'abord pour leur qualité de vie, qualifiee de meilleure au monde et définie,
selon différents indices de mesure, par I'abordabilité, la qualité et I'équité du travail,
une situation économique stable favorable a la famille faisant la promotion de I'égalité
des revenus, et politiqguement stable et sécuritaire.

Ces pays sont aussi a l'avant-garde des grandes tendances mondiales. lls sont
des leaders en matiére de virage énergétique et de lutte aux changements climatiques.
IIs promeuvent activement [I'électrification des transports en subventionnant
massivement les nouvelles technologies et en taxant tout aussi massivement les
énergies fossiles. Ces pays servent de modeéles, a tel point qu'il n'est pas rare
d'entendre a Québec ou a Ottawa des représentants de la société civile, de I'opposition
ou des OBNL demander aux élus d'émuler le modéle scandinave.

Ces pays présentent aussi un modéle en matiére de paix et de progres sociaux
comme en témoigne le Social Progress Index selon lequel le Danemark est classé
1°" et la Suéde 8¢ pour leur modeéle de protection sociale et d'opportunité des chances.
En comparaison, les EU se situent a la 18° place, la France a la 19 et la Chine & la
83°%. Comme quoi puissance économigue ne rime pas nécessairement avec puissance

sociale.
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Ensuite, nous ne pourrions discuter de la puissance de séduction des pays scandinaves
sans aborder leur savoir-faire, mondialement reconnu et pour lequel la demande est
forte. Il suffit ainsi de penser aux voitures Volvo, & la décoration et aux meubles
IKEA qui uniformisent nos appartements, ou bien & la mode H&M qui nous habillent
tous les jours, ou bien encore a Skype qui rapprochent les amis et les familles a
travers le monde, ou finalement a Spotify pour la musique afin de comprendre que la
Suéde et la Scandinavie en général influencent nos vies inconsciemment chaque jour.

Finalement, I'expression de ce soft power rayonne tellement qu'il parvient jusqu'a
masquer la facette coercitive que peuvent présenter ces pays. On a ainsi vite fait
d'oublier que le Danemark a participé a la coalition d'invasion de I'lrak ou qu'avec la
Norvege, ils sont tous deux membres de 'OTAN, la plus grande alliance militaire de
la planete. Seule la Suéde semble avoir réussi a depasser le stade du hard power, le
pays n'ayant plus participé directement & une campagne militaire depuis 1814 et

s'étant cantonné a intervenir dans le cas de mission de maintien de la paix de I'ONU.

Social Progress Index

www.socialprogress.org

“Countries need a new measure that assesses and quantifies the things that really
matter to real people: Do | have enough to eat? Do | have shelter? Can | get an
education? The Social Progress Index was created to meet that need.”

Michael Green, CEO of the Social Progress Imperative
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Le soft power a la frangaise: un enjeu de puissance ?

Le 13 janvier 2018 par Hirotaka Kato, Aristide Lucet et Laura Pasbeau

Ambassadeurs, activistes, hauts fonctionnaires, journalistes et curieux se sont donnés
rendez-vous a I’Institut de Géographie a Paris, le 18 novembre dernier. Organisée
dans le cadre du Forum Open Diplomacy, la journée était consacrée a la thématique
de la « puissance douce » francaise, en accordant une attention particuliere a ses
aspects diplomatiques, culturels et sportifs.

Quelques mois apres qu’une étude a placé I’influence frangaise au sommet de

la hiérarchie mondiale, le sujet reste en effet d’actualité.

Le soft power par la diplomatie : entre contraintes et opportunites

Composante essentielle du soft power, la diplomatie contribue a la diffusion
du modele frangais dans le monde. S’il est encore prématuré de se prononcer sur la
caractéristique dominante de la politique etrangeére du President Emmanuel Macron,
I’é¢tude des objectifs et moyens alloués a la diplomatie francgaise nous permet d’en
dessiner les grands axes.

Le ministére de I’Europe et des Affaires Etrangéres (MEAE) poursuit
aujourd’hui un triple objectif :

— La protection de la population et des ressortissants frangais a 1’étranger, dans un
contexte d’instabilité et de tensions (80% des conflits se situent entre trois et six
heures de vol de Paris) ;

— La defense des intéréts et des valeurs de la France, dans un contexte de
concurrence exacerbée et de perte de vitesse des institutions multilatérales ;

— La capacité a faire valoir ses vues et a conforter son image, dans un contexte de
guerre cognitive et d’économie de I’attention.

Pour atteindre ces objectifs, la France dispose d’un réseau diplomatique et
consulaire d’envergure, via des représentations dans plus de 160 pays, ce qui la place
aprés les Etats-Unis et la Chine. Néanmoins, le budget alloué au MEAE pour
I’accomplissement de ses missions est qualifi¢ d’insuffisant par ses protagonistes.

Dans I’imaginaire collectif francais, la France véhicule 1'image de la patrie des
Droits de ’'Homme. En affinant I’analyse, on constate que cette image est plus

nuancée selon les zones géographiques. En lItalie, par exemple, la France est percue
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comme un pays éminemment politique. En Ouganda, elle est en revanche associée a
Napoléon et a I’entreprise Total. Ainsi, la maitrise de cette image est un Véritable
enjeu de souveraineté car elle participe de sa crédibilité externe. Mais I’image d’un
Etat n’est pas immuable. En témoigne la perte de vitesse francaise sur le terrain des
idées : «la France, pourtant per¢ue comme un Etat propice a [’émulation
intellectuelle, n’a plus fourni d’idées sur la scene européenne depuis une décennie »,
rappelait M. Foucher.

La diplomatie frangaise est aujourd’hui, selon lui, résolument inscrite dans un
cadre multilatéral et européen. « Dans le contexte géopolitique actuel, la France est
redevenue le centre de gravité du Conseil de sécurité de I’ONU » ajoute-t-il. Les
incertitudes américaines liées aux errements de la politique de Donald Trump,
I’affaiblissement britannique corrélé au Brexitet la dilution du lien sino-russe

expliqueraient cette récente evolution.

La diplomatie sportive : vecteur du rayonnement francais

Les différents échecs dans les candidatures a 1’accueil de certaines
compétitions sportives mondiales, telles que les Jeux Olympiques de 2012, ont mené a
une réflexion pour accueillir de grands événements. L’acteur le plus visible dans cette
politique reste, depuis sa création en 2013, ’ambassadeur au sport, méme si cette
fonction est encore marquée par une forte rotation : trois ambassadeurs successifs en
trois ans. L’existence d’un cadre cohérent fait encore défaut.
Jusqu’aux Jeux Olympiques de 2024, la France va accueillir presque un événement
sportif mondial par an. Leur organisation lui permettra de rayonner via deux aspects :
. La mise en valeur de son image et de celle de la ville hote a 1’étranger :
certains événements sportifs sont visionnés par plusieurs centaines de millions de
personnes ;
. La mise en valeur et I’exportation du savoir-faire francais en matiere
d’organisation, de logistique ou de sécurisation de lieux : a titre d’exemple, la France
a recu une délégation japonaise de Kumamoto qui organisera la prochaine coupe du
monde de Handball.

Néanmoins Agnés Romatet-Espagne, porte-parole du Quai d’Orsay, rappelait
que « les événements sportifs peuvent servir comme occasion d’amorcer un dialogue
diplomatique, mais ne peuvent pas étre un atout afin de résoudre un conflit ou un

probléme ».



82

La diplomatie culturelle : un instrument au service de I’influence francaise ?

La diplomatie culturelle moderne a commencé a prendre forme a la fin du
XIX®™M si¢cle, par la création de I’Alliance frangaise dont la vocation est de
promouvoir la culture et la langue francaises. Elle s’illustre aujourd’hui par deux
marqueurs : le principe d’universalité¢ et la dépolitisation de la dimension culturelle.
IIs ont permis a la France de diffuser sa culture dans les pays ou elle cherchait a
s’implanter.

La France posseéde aujourd’hui de nombreux atouts culturels, comme sa
langue et sa gastronomie. Elle peut également mettre en avant son droit, ses
institutions et son administration, sans oublier la spécificité de Paris, ville
internationale. Si¢ge de plusieurs institutions internationales telles 1I’OCDE,
I’UNESCO ou I’OIF, la capitale revét une importance particuliere pour I’influence
frangaise.

Néanmoins, plusieurs leviers d’amélioration pourraient étre activés. Il n’existe
par exemple pas encore de stratégie d’influence via Internet, comme a pu le faire
le Danemark. A titre d’exemple, le classement des destinations culinaires mis en place
par CNN en 2015 ne met pas en avant la France et sa gastronomie alors que celle-ci
est parmi les plus réputées au monde. Elle ne semble pas capitaliser suffisamment sur
ses points forts.

Enfin, plusieurs pays s’efforcent aujourd’hui d’orienter I’édiction des normes
internationales dans un sens favorable a leurs intéréts. Leur création passe
généralement d’abord par des accords bilatéraux ou plurilatéraux. A titre d’exemple,
la France et le Canada ont favorisé la mise en place de la Convention sur la diversité
culturelle au sein de 'UNESCO, qui permet notamment de protéger les secteurs
culturels contre la vague de la libéralisation des commerces internationaux. Dans ce
contexte, la France, qui bénéficie de ressources humaines et financiéres pour pratiquer

une stratégie d’influence normative, gagnerait a étre plus active sur cette question.
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Telling Your Story

"To me marketing is about values.
This is a very complicated world, it's a
very noisy world, and we're not going
to get a chance to get people to
remember very much about us, no
company is. So we have to be very
clear about what we want them to
know about us.”

Steve JOBS, Think Different campaign
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Why Do We Need Stories?

Most people care the most about the things
that touch, move, and inspire them. They make
decisions based on emotion, and then look for
the facts that support these decisions. Thus it
behooves every entrepreneur to learn how to

craft stories from their personal experience
and the world at large that make an emotional

connection, as well as tie in the facts.

Mark EVANS, Forbes
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The Future of Power at Global Soft Power Summit 2020, London
February 25, 2020 at QEII Centre, Westminster, London

Peter Fisk, global thought leader on strategy and innovation, explores the
changing nature of power. He will look forwards to the future, making sense of the
megatrends driving society and business, to understand where is power heading, and
how can it be built and deployed for the future.

Other speakers include:

Ban Ki-Moon, 8th Secretary-General, United Nations
Sebastian Coe, President, World Athletics

Sir Ciaran Devane, CEO, British Council

Dr Yu Jie, Asia-Pacific Programme, Chatham House
David Haigh, CEO, Brand Finance

Mishal Husain. International Broadcaster

YV V VYV VYV VY V

Megatrends and Meta power

We live in a time of incredible
change. Dramatic, pervasive, and
relentless. More change in the next 10

years than the last 250 years. The

challenges are  numerous, the i -
. _ MEGATRENDS i
opportunities are greater. Incredible i o

technologies transforming our lives

ot Shiftin
and work, expectant consumers and Consumers _ff S1°03 Economic

disruptive competitors, power shifts

economically and culturally, climate

crisis and social distrust. The 2020s will be a decade of transformation.

The 2020s will be a decade of transformation. It will be a decade of shifting
power. Whilst we used to think of power as hard and hierarchical, new power is soft
and social. I call it “Meta Power” because it goes beyond our traditional sources of
power, and boundaries of control. In particular it goes beyond nations, beyond the

power nodes and codes of the past.
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Meta power goes beyond nations

Meta power is not about having the largest army, it is about having the best
story. It harnesses the new structures of our society and is achieved through
inspiration and influence. It comes from the voice of people who are loved and
respected. It is the emotion stirred through culture and sport. It is the actions that
positively contribute to a better society, healthier and happier. It is less tangible and
less structural, more human and collaborative. It is a pull not a push, a carrot not a
stick.

Thunberg is more respected than Trump, U2 has more influence than the UN,
Messi is more followed than Macron. Leaders realise that social media is more
effective than press releases, nations realise that culture is more potent than politics,
media realise that people love stories of real people beyond celebrity. The best brands
win through word of mouth rather than advertising, music and movies are promoted
through immersive experiences.

Think of the power of social media in driving the Arab Spring, which no
nation was able to influence or contain. Think about reality television which immerse
people in trivial yet everyday lives. Think about the most memorable Olympic stories:
Jesse Owens as he underminded Hitler in Berlin, Eric “the Eel” Moussambani who
have never swum in a pool before Sydney, or Sarah Attar, who ran in London in a
headscarf, and inspired the liberation of women in Saudi Arabia.

We are only starting to appreciate the seismic nature of change in our world,
technologically and socially, and how it is changing the very concepts of power.

We are all familiar with how the smartphone has transformed the way we live,
how we shop and connect, how we work and learn, how we vote and identify
ourselves. The rising economies of Asia, its new brands and new middle class,
transform business, but also the power behind movies, fashion, and sports. Jurassic
Park to Harvey Nichols, Volvo Cars to Weetabix. We might be concerned about
Huawei, we should probably be more concerned about TikTok, and its disruptive
impact on our children. Indeed, artificial intelligence will be the most powerful
transformative force of all, with its applications from genetic recoding to self-learning

machines.
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Take a look at three megatrends shaping our decade ahead, and the
consequences for power, be it for nations, and also for entities that exist beyond or

across nations:

o Cities are the new the power nodes

Rapid urbanisation is redefining our world, the nature of markets and nations.
1.5 million more people live in cities every week
.By 2025, Asia will be home to 33 of the world’s 49 megacities, of over 10 million
people. In fact China expects to have 200 cities with a population of over one million
people by 2025. To tackle overcrowding in Beijing, China is building a new city —
Xiongan New Area — from scratch 100km southwest of the capital. Delhi will replace
Tokyo as the world’s largest city, whilst all 10 of the world’s fastest growing cities
will be in India, with the port of Surat growing fastest of all.

Economic growth is driving the rise of a new global middle class, 3.2 billion
people today, growing across Asia to 5.3 billion by 2030, the world’s fastest growing
market. At the same time, people have migrated across the world. Nations are
increasingly heterogeneous, multi-cultural and diverse. Over 350 million people live
in a different country from their birth, a number that will triple in 10 years. Diasporas
and tribes, driven by culture or religion, a love of hip hop or running will spread
across the world, dispersed but connected.

“Meta power” lies in the new communities of cities, and the global tribes

of the future.
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o Social issues are the new power drivers

Environmental threats are intensifying, challenging our
desire for industrialisation and progress, demanding a new
balance between short- and long-term impacts. As

individuals and brands embrace more resource-efficient

behaviours, from bike-sharing to material recycling, social and

environmental issues have become critical drivers of decision making. 66% of consumers,
including 73% of millennials, say they will pay more for environmentally friendly products.
Last year Formula 1 pledged to become carbon-neutral by 2030, and to make all grand prix
sustainable by 2025. For a sport that produces 225,000 tonnes of CO2 each session, and
transports 10 teams to 21 races around the globe, this is a huge commitment, and
demonstrates the shift in society’s priorities. In a world under threat, people seek positive
solutions, authenticity and hope, more human and sustainable solutions. Economic inequality
is at an all-time high, whilst trust in all types of institutions is at an all-time low.

“Meta power” lies in stories of humanity, and improved lives and social

progress.

e Technology platforms are the new power brokers

Connective technology means that by 2020 there will be 7 times as many
connected devices as people on the planet. The power of networks, formal and
informal, grows exponentially, as we can see from the rise of new platform-based
companies — Alibaba to Amazon, Airbnb to Netflix. They thrive as exchanges, fuelled
by immense amounts of data. 90% of all data on the planet was created in the last 2
years. Intelligence accelerates growth, through personal relevance and precision
influence. These businesses realise that they don’t need to be big to be powerful,
instead they are smart and collaborative. Maybe this is a model for the future of nation
power. Al accelerates the data trend, from driverless cars to smart homes,
personalised medicines to brain-linked controls. 90% of stock market trading is now
done by algorithm. Look too at the addictive power of participation through
technology — 2.2 billion people now participate in eSports, more than any other social
activity, whilst games like Fortnite drive youth culture and aspiration.
“Meta power” lies in the hyper-connectedness and intelligence achieved through

technologies, augmenting and fusing with the real world.
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Welcome to a new power generation

“Hard power” succeeded in a world of borders and controls. It is aggressive
and coercive, imposed through physical size and strength. “Soft power” is more
effective in a world of connections and cooperation. It is more engaging and
influential, independent of physicality. Meta power goes further, it harness the new
structures and dynamics of a changing world.

We have reached a tipping point. The notion of power has changed, and its
effectiveness.

Nations are wasting huge amounts of public money on traditional forms of
hard power such as military interventions and economic sanctions, increasingly
ineffective in today’s world. Instead they should refocus investments into activities
that have a positive influence on other nations, communities and individuals.

Soft power activities, such as more cultural and sporting investment, more
humanitarian and environmental support, deliver a better return on their investments,
enabling nations to influence their stakeholders and build positive national reputations
with enlightened influence.

Meta power goes beyond nations, but can be embraced by them.

In a world of blurred boundaries and multicultural tribes, power lies in the new
stories of society — the sports teams we love, the influencers we follow, the movies we
watch, the people who reflect our aspirations. This new power transcends nationalism,
it embraces globalism, but in relevant ways. It gives individual people the freedom to
choose how they are influenced.

Perhaps the most potent source of power in today’s world is change itself.
Embrace the changing world, its new structures and codes, and become more
powerful. Neglect it, and your power will rapidly diminish.

Change is power, because it is the story of the future, which any one of us can

write, and shape to our advantage.
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10 BIG IDEAS TO “CHANGE THE GAME"

THINK
Change your
vision

Focus on optimising profits
Built on core capabilities
To be 10% better

Guided by inspiring purpose
Driven by audacious ideas
To be 10 times better

Accepting markets as they are
Geography and category
Rational and average

Making markets in your vision
Tribal and problem solving

Emotional and distinctive

Strategy optimises the present
Evolving incrementally
Playing the game

Strategy disrupts the future
Pivoting transformationally
Changing the game

Brands are logos and slogans
About companies and products
Promotions to drive sales

|

Brands capture bigger ideas
About people and their aspirations
Platforms for collaboration

Innovating products and services
Driven by technical possibility
Linear, disciplined process

|

Innovating the business model
Driven by human opportunity
Dynamic, creative fusions

Communicate on your terms
Push campaigns to everyone
Slogans, gimmicks, incentives

Engage people on their terms
On demand, time and place
Topical, authentic, experiential

MOBILISE
Change your
relationship

Selling and serving
Consistent and delivered
Transactional, linear, finite

Engaging and enabling
Participative and personal
Relational, circular, enduring

Seek relationships with people
Loyalty built on incentives
Individual and isolated

Relationships between people
Loyalty built on community
Collaborative and sharing

Short term financial results
Sustainability as compliance
Compromised value

Long term value creation
Sustainability drives growth
Englightened value

Supertanker's size and stability
Managing the status quo
Deliver and improve

Speedboat’s speed and agility
Leaders of a changing world
Innovate and amplify

@ Peter Figk 2015
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3. AweOvomoinon — Avrayovietikotnto — EEootpéesia

BEQPIEE

«H odiebvomoinon, n oviaywvieuxomre kol 1 EWOTPEPEIL.  TWV  EANVIKOV

ETYEPNOEWY, KOL 1] TPOCEAKVON CEVWV ETEVODGEWV, €V EIVaL OTAWMS EMILOYY, OALG
ATOAVTH OVAYKN Y10, T PLOCIUOTHTO THS EAANVIKNG OLKOVOULOG

Nikog ®paykoyidvvng, Ypvmovpyds EEmtepikav,

Greek Diplomatic Life, 15 Ampidiov 2020

«Mio. amo TIC ONUOVTIKOTEPES TAEVPES TOV EALELUUOTOS TS EAANVIKNG O1KOVOuUIaGS ETval
o1 eCaywYES, N KOYEKTIKY ETIO0CN TV OTOIMV OVIIKATOTIPILETOL TOGO OTH YOUNAN
ovpuetoxn tovg ato AEII ¢ ywpag, 060 kai 610 Ypovimg EALEWUATIKO EUTOPIKO OGS
100{0y10. Apo, amotelel emTaKTIKY OVAYKN Vo 01e0K0AVVOEL e Kobe dvvaTo Tpomo n
otpiln TV  eCoymYOV KOl TOV  ETLYEIPHOEWYV TOV OGYETICOVIOL UE ODTEG.
Béfaia, yio va metdyovue oe oavty v mpoormabeia, mpémel, mpiv am’ OAo, Vo
Oepamedoovue ™ oroypovikn aovvauio e Ilolitelog vo eKTOVHOEL UiG COVEKTIKY Kal
ovvenn otpotnyiky eCwotpépelas. Mio atpatnyikny mov Qo opyavavel, Ba katevOover
ka1 Qo vmoompiler g mpoomdbeies TV eloywyémV o€ TOUEIS Kol OYyopéS OmOv
EVTOTICOVTOL AVTOYWVIGTIKG, TAEOVEKTHUOTO. TV EAANVIKDY TPOIOVIWYV KOl DTHPETLOVY

Yrovpysio Avartuéng

“I said, yet again, for Germany, Europe is not only indispensable, it is part and parcel

of our identity. We've always said German unity, European unity and integration,

that's two parts of one and the same coin. But we want, obviously, to boost our

competitiveness. Solidarity and competitiveness are the two sides of a European coin.
- Angela Merkel

“More and more people work on Sundays as a consequence of the competitiveness

imposed by a consumer society.”

- Pope Francis

Mﬂ
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Competitiveness and Stages of Economic Development

Michael PORTER,

Institute for Strategy and Competitiveness, Harvard Business School

Jeffrey SACHS,

Center for International Development at Harvard University

John MCARTHUR,
Center for International Development at Harvard University

This year’s Global Competitiveness Report appears in the aftermath of the September

11 terrorist attacks in the United States. Although this Report was already at the editor

on that watershed date, we felt it important to supplement the medium-term (five-

year) analysis that is contained in the annual Report with a separate, shorter- term
analysis of the world economy, which is included the new Introduction. The Report’s
underlying medium-term analysis is still relevant in the high likelihood that the world
economy and the globalization process continue apace, despite the shock of this
tragedy and the short-term uncertainties and dislocations created in its wake. Indeed,
we regard the potential gains from globalization, if properly managed, as so vital to
world welfare that we urge the international community to do all in its power to
preserve the peaceful and deepening economic linkages around the world, and to best
ensure that they serve to benefit all countries rich and poor.

The Global Competitiveness Report focuses on two distinct but
complementary approaches to the analysis of economic competitiveness:

» The first, led by Professor Jeffrey Sachs of the Center for International
Development at Harvard University, focuses on global competitiveness as “the set
of institutions and economic policies supportive of high rates of economic growth
in the medium term.” Prior to 2000, the Report presented an overall index based
on this approach that was known simply as the Competitiveness Index. Starting
with the 2000 Report, this measure was relabeled the Growth Competitiveness
Index (GCI). Building on the foundations of theoretical and empirical

macroeconomics, the GCI represents a best estimate of 75 economies’ underlying

Mgz
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prospects for growth over the coming five years. This year’s Report assesses the
growth prospects in 17 countries not previously covered, including Bangladesh,
Nigeria, Romania, Slovenia, Sri Lanka, and the three Baltic countries, as well as

nine economies in Latin America and the Caribbean.

» The Report’s second approach to competitiveness, led by Professor Michael
Porter of the Institute for Strategy and Competitiveness at the Harvard Business
School, is embodied in the Current Competitiveness Index (CCI), as first
presented in last year’s edition. The CCI uses microeconomic indicators to
measure the “set of Institutions, market structures, and economic policies
supportive of high current levels of prosperity,” referring mainly to an economy’s
effective utilization of its current stock of resources. This Index thus assesses the
current productive potential of the same 75 economies. Together the GCI and CCI
present distinct yet highly complementary insights into sources of national

competitiveness.

Both the GCI and CCl combine hard data and unique survey data to assess
competitiveness in a large sample of countries. Central to both Indexes is the
Executive Opinion Survey, conducted annually by the World Economic Forum. The
Survey is indispensable to the Report, since no reliable hard data sources exist for
many of the most important aspects of an economy such as the efficiency of
government institutions, the sophistication of local supplier networks, or the nature of
competitive practices. Even where hard data are available, the data often do not cover
all the countries in our sample. The Executive Opinion Survey records the
perspectives of business leaders around the world by asking them to compare aspects
of their local business environment with global standards, this year including more
than 4,600 respondents. The business leaders surveyed actually make many of the
investment and policy decisions that drive economic growth and development, so by
recording their perspectives we obtain an incomparable, up-to-date knowledge base

concerning the current state of economic affairs in each of the 75 countries assessed.
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Transitions in economic development

This year’s Global Competitiveness Report emphasizes an increasingly important

theme confronting many nations: Countries face very different challenges and

priorities as they move from resource-based to knowledge-based economies. As an
economy develops, so do its structural bases of global competitiveness.

+ At low levels of development, economic growth is determined primarily by the
mobilization of primary factors of production: land, primary commodities, and
unskilled labor.

+ As economies move from low- to middle-income status, global competitiveness
becomes Investment-Driven, as economic growth IS increasingly achieved by
harnessing global technologies to local production.

Foreign direct investment, joint ventures, and outsourcing arrangements help to

integrate the national economy into international production systems, thereby

facilitating the improvement of technologies and the inflows of foreign capital and
technologies that support economic growth. In most economies, the evolution from
middle-income to high-income status involves the transition from a technology-

Importing economy to a technology-generating economy, one that innovates in at least

some sectors at the global technological frontier.

+ For high-income economies at this Innovation-Driven stage of economic
development, global competitiveness is critically linked to high rates of social
learning (especially science-based learning) and the rapid ability to shift to new
technologies.

The principal factors that contribute to global competitiveness, and thereby improve

living standards, will therefore differ for economies at different levels of

development. For some low-income economies, the main challenge is to get the basic
factor markets—for land, labor, and capital—working properly. As countries advance,
the basic challenge is to make connections with international production systems by
attracting sufficient flows of FDI. Once reaching high-income status, the basic
challenge facing countries is typically to generate high rates of innovation and
commercialization of new technologies. The critical institutions in a country, and its
barriers to continued growth, will therefore differ depending on that country’s current

position.
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Successful economic development is thus a process of successive upgrading,
inwhich businesses and their supporting environments co-evolve, to foster
increasingly sophisticated ways of producing and competing. Seeing economic

development as a sequential process of building not just macroeconomic stability but

also interdependent factors such as qualityof governance, Societal capacity o advance
ifs technological capability, more adVanced modes of Competition, and evolving forms

of firm organizational structure, helps to expose important potential pitfalls in

economic policy. To evolve successfully through different levels of development, ey

parts of the economic environment must change at appropriate times. Lack of

improvement in any important area can lead to a plateau in productivity and stalled

economic growth.

Factor-Driven economy

At low levels of development, government’s main job is to

provide overall political and macroeconomic stability and ‘;‘\!;
[ oo ]

sufficiently free markets to permit the effective utilization of

primary commodities and unskilled labor both by indigenous
firms and through attracting foreign investment. Firms produce commodities or
relatively simple products of long-standardized technology designed in other more
advanced countries. Technology is assimilated through imports, foreign direct
investment, and imitation. In this stage, companies compete on price and often lack
direct access to consumers. They have limited roles in the value chain, focused on
assembly, labor-intensive manufacturing, and resource extraction. A Factor-Driven
economy is highly sensitive to world economic cycles, commodity price trends, and
exchange rate fluctuations.

Investment-Driven economy

As development proceeds, government priorities need to focus
increasingly on improvements in physical infrastructure (ports,

telecommunications, roads) and regulatory arrangements (customs,

taxation, company law) to allow the economy to integrate more fully

with global markets. In this Investment-Driven phase, gfficiency in producing
standard products and services becomes a dominant source of global competitiveness

Mgs
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The products and services produced become more sophisticated, but technology and
designs still largely come from abroad. Technology is accessed through licensing,
joint ventures, foreign direct investment, and imitation.

Nations in this stage not only assimilate foreign technology, however, but they also
develop the capacity to improve on it. The national business environment supports
investment in efficient infrastructure and modern production methods. Companies
often produce under contract to foreign original equipment manufacturers (OEM),
which control design and marketing.

Gradually, companies extend capabilities more widely in the value chain. An
Investment-Driven economy is concentrated on manufacturing and on gutsourced
service exports. It is susceptible to financial crises since it relies heavily on foreign
capital flows, as well as external sector-specific demand shocks.

Perhaps the hardest transition is from technology-importing, efficiency-based
development to innovation-based development. This requires a direct government role
in fostering a high rate of innovation, through public as well as private investments in
research and development, higher education, and improved capital markets and
regulatory systems that support the start-up of high-technology enterprises. At this
innovation stage, enterprises themselves become less hierarchical, with much more
delegation of authority to sub-units within the enterprise. Buyers and suppliers and
corporate sub-units are often linked together in flexible networking arrangements that
facilitate innovations and rapid shifts in the division of labor within the organization.
Firms invest heavily in the continual training and upgrading of their workforce.
Compensation systems involve incentive payment schemes linked to the productivity
of different parts of the enter- prise. In the same way, the firms within an industry also
become much more interactive, with deep industrial clusters characterized by a
sophisticated division of labor, increasing flows of workers between enterprises, and a
mix of fierce competition and cooperation among enterprises within an industry.
Companies compete with unique strategies that are often global in scope. Such
characteris- tics have been noted in American high-tech regions such as Silicon
Valley, Route 128 in Boston, and the Research Triangle of North Carolina.

It is our hypothesis that many of the failures in economic development in
recent years involve countries getting stuck at critical junctures of economic
transition: Between Factor-Driven and Investment-Driven or between Investment-

Driven and Innovation-Driven stages.
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For example, some countries successfully master the initial phase of Factor-
Driven growth, but then fail to make the transition to technology imports and
globalized production systems. Others effectively reach the investment phase of
development, but then fail to progress to homegrown innovation.

These transition points are indeed difficult to manage from both a
macroeconomic and microeconomic perspective. The shift from one phase of
development to the next often requires new ways of organizing governments, markets,
and enterprises, so it is not altogether sur- prising therefore that many countries fail at
making the appropriate transitions, or even fail to recognize that such a transition is
needed. The transition from primary commodities to increased utilization of imported
technologies to innovation requires changes in government priorities and spending
patterns as well as in the internal structure and aims of business enterprises. Shifts in
both macroeconomic policy and microeconomic business structure are necessary.
Ironically, old strategies become the new weaknesses. A highly opportunistic
corporate approach that worked well serving disparate OEM customers, for example,
becomes a liability in making the long-term commitments required for advanced
production processes and pursuing true innovations. This framework helps to
highlight why some countries enjoy significant economic progress for a period and
then appear to stall in their development. When economies reach transition points,
they require wholesale transformation of many interdependent dimensions.

Successful Investment-Driven economies such as Taiwan and Singapore, for
example, are finding that their reliance on sustained infrastructure investments, OEM
manufacturing for multinationals, and government guidance of the economy to boost
efficiency are insufficient to support very high levels of prosperity. Their current level
of wages and domestic costs makes them vulnerable to competition from lower-wage
countries such as China. Likewise Ireland, which has been tremendously successful in
attracting foreign investment for manufacturing, now faces the need to justify higher
wages and higher local costs without yet having developed a world-class innovative
structure. In a more severe example, Argentina has become caught in the early
Investment-Driven stage of develop- ment where it still has to compete on price, but
its overvalued exchange rate and lack of technological sophistication and scientific
innovative capacity are combining to keep the economy in crisis. The challenge for all
these economies is to move to an Innovation- Driven economy with world-class

technological capacities and the presence of deep clusters.
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To do so, companies need to move to new types of strategies, investment
priorities must change, higher education must take on even greater importance, and
government’s role in the economy needs to shift.

One of the principal goals of the Global Competitiveness Report is to identify
the policy challenges that face governments at various levels of development. As
suggested earlier, some tasks are common to all governments: macroeconomic
stability, provision of basic medical and health care, openness of the economy, and a
competitive exchange rate that supports export growth. Some tasks are critical for
countries attempting to move beyond a traditional primary commodity base:
improvements of infrastructure, universal secondary education, improved technical
education, and flexibility of labor markets.

Finally, special tasks are required for countries attempting to move from
technology-using to technology-innovating economies: for example, a venture capital
sector as well as other improved financial and legal arrangements for new startups,
increased government spending on R&D, and improved legal tools for intellectual
property rights.

Reflecting their complementary perspectives, the Growth Competitiveness
Index and Current Competitiveness Index aim to shed light on the respective macro

and micro priorities at various phases of economic development.

Porter’s Generic Strategies
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Aw@opd XTOXOY ané XTPATHI'TKH, TAKTIKEX, APAXEIX

ToPAOEY L

GOAL: gnayyellotikn otadtodpopio VYNAOH EIGOONUATOG

STRATEGY: omovdég o€ mavemoTHO

TACTICS: emhoyn mavemiotnuiov Kot KAGOOL 6GTOVddV

OPERATIONS: gyypaon oto mavemiotipio, ayopd BiAiov kAn

STRATEGY OPTIONS
LOW COST
SPECIALIZATION
FLEXIBLE
OPERATIONS

HIGH QUALITY
SERVICE

STRATEGY FACTORS
PRICE (pOnvé Egvodoygia)
QUALITY (LEXUS)

TIME (ACS, UPS)
FLEXIBILITY (supermarkets)
SERVICE (Disneyland)
LOCATION (tpanelec, ATM)

OPERATIONS STRATEGY
Consistent with
Organization Strategy

KEY EXTERNAL FACTORS
PESC Analysis
COMPETITION

MARKETS

KEY INTERNAL FACTORS
HUMAN RESOURCES
FACILITIES & EQUIPMENT
FINANCIAL RESOURCES
CUSTOMERS

PRODUCTS & SERVICES
TECHNOLOGY

SUPPLIERS

CAPITAL (K)
TECHNOLOGY
QUALITY
MANAGEMENT

FACTORS affecting PRODUCTIVITY FACTORS
PRODUCTIVITY
STANDARDIZATION

QUALITY

USE OF INTERNET

affecting

SAFETY

FACTORS affecting PRODUCTIVITY

SHORTAGE of IT WORKERS
LAYOFFS

LABOUR TURNOVER

DESIGN OF THE WORKSPACE
INCENTIVE PLANS THAT REWARD PRODUCTIVITY
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AvVToyOVIGTIKOT|TO

Ti givan avrayovieTikOT)TO;
Oseopoi & Iomtikég — Mopayoyikétnto

“What is competitiveness? There are actually a number of definitions out there. The
World Economic Forum, which has been measuring competitiveness among countries
since 1979, defines it “the set of institutions, policies and factors that determine the
level of productivity of a country.”

World Economic Forum

INeti n avrayovietikoTnTo Eivol oNPOvVTIKI;

AvrayovietikoTnre — T mopoyoyikétnte — 1 g — T Y — T Kowoviki
gonuepio
“Another way to think about what makes a country competitive is to consider how it
actually promotes our well-being. A competitive economy, we believe, is a productive
one. And productivity leads to growth, which leads to income levels and hopefully, at
the risk of sounding simplistic, improved well-being.”

World Economic Forum

Ilog peTpdpe TNV avToyOVIGTIKOTNTO;

5+3+2

We break down countries’ competitiveness into 12 distinct areas, or pillars, which we
group into three sub-indexes. These are FIVE (5) basic requirements” which

comprise:

1. institutions,

2. infrastructure, We call these “basic” as these pillars tend
3. macroeconomic environment to be those that countries at earlier stages
4. health of development tackle first.

5. and primary education.

Next comes our THREE (3) “efficiency enhancers”
1. markets — whether it is the functioning of goods, labour or financial markets,

- higher education & training, which measures how well economies are
3.and technological readiness, prepared for the transition into more
advanced, knowledge-based economies.

N

Our last pillar, innovation and sophistication, consists of TWO (2) pillars:
1. business sophistication
2. and innovation.

These are more complex areas of competitiveness that
require an economy to be able to draw on world-class
businesses and research establishments, as well as an
innovative, supportive government. Countries that score
highly in these pillars tend to be advanced economies

T with high gross domestic product per capita.

—
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rﬁ] Institutions Macroeconomic environment

o
' Infrastructure =

Fiscal and monetary indicators, savings rate ai
sovereign debt rating

Quality and availability of transport, electricity
and communication infrastructures

Concepts related to protection of property rights,
efficiency and transparency of public administration,
independence of the judiciary, physical security,

: : @ Transport infrastructure
business ethics and corporate governance

@ Electricity & telephony infrastructure
@ Public institutions
@ Private institutions

e) Health & primary education

State of public health, quality and quantity of
basic education

@ Health

Innovation © Primary education

Capacity for, and comm
to technological innovation . . S
=4 Higher education & training

Quality and quantity of higher education, and

"j Business sophistication quality and availability of on-the-job training

Efficiency and sophisticati
business processes in the country

'Yo 2
€03 Market size

Size of the domestic and export markets

® Domestic market size
Foreign market size

‘\°=§o°‘° Technological readiness

Adoption of the technologies by
individuals and businesses.

@ Technological adoption
ICT use

@ Financial market development

Efficiency, stability and trustworthiness of
the financial and banking system

@ Efficiency
Trustworthiness and confidence

@ Quantity of education
@ Quality of education
On-the-job training

@ Goods market efficiency

Factors that drive the intensity of domestic and
foreign competition, and demand conditions

@ Competition
Quality of demand conditions

ﬁ Labour market efficiency

Labour market efficiency and flexibility, meri-
tocracy and gender parity in the workplace

©® Flexibility
Efficient use of talent
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Ti dgv pog AéeL N AVTOYOVICTIKOTNTOS

nepifailov, evToyia, TPOVONTIKOTNTO

Generally, the world is getting better and better at measuring things, but nonetheless

there are always black spots in any benchmarking exercise.

1. Despite our best efforts, we still haven’t found a fail-safe way of including a
country’s environmental record into its competitiveness score.

2. Nor do we attempt to measure whether, or to what degree, competitiveness makes
people happy, although there are others that do attempt to measure this.

3. Does a country that is competitive mean it is best able to face the future? Again, the
answer is yes and no: some countries are investing for the onset of the Fourth
Industrial Revolution in ways that we have not yet found a reliable way of

measuring. This last area is a focus of considerable work here these days.

Ti £roope nadeL péypr GNUEPA Y10 TNV GVTAYOVIGTIKOTNTO

Aside from some countries going up and others going down, this year’s set of data
gives us insight into three areas that continue to be important to policymakers in 2016.
With the debate on globalization becoming increasingly politicized, with opponents
blaming it for increasing levels of inequality and offshoring of manufacturing jobs,
and proponents emphasizing the role it has played in raising millions of people out of
poverty, we actually find that countries® openness when it comes to trading goods and
services with one another has been declining steadily, if slowly, for the past 10 years.
With openness directly linked to economic growth, this seems significant, especially
as the trend seems to stem mainly from the encroachment of non-tariff barriers, which
are subtle and often hard to detect.

With every advanced economy having undergone some form of monetary
stimulus such as quantitative easing since the great recession, the report also helps us
understand why some countries have been more effective than others in reigniting
sustained growth. By comparing the competitiveness of those economies that have
engaged in monetary stimulus programmes over this period, we find that those with
high competitiveness scores were more successful in driving economic growth than
others with lower scores, even if the latter have expanded their central bank balance

sheets by a greater amount.
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The report offers insight into how priorities may be shifting for nations in
earlier stages of development. While basic drivers of competitiveness such as
infrastructure, health, education and well-functioning markets will always be
important, data in the report suggests that a nation’s performance in terms of
technological readiness, business sophistication and innovation is now as important in
driving competitiveness and growth. This is important for policymakers and leaders in
emerging markets who need to be aware that the reality when it comes to helping
move their economy up the income ladder is much more nuanced than they may have
previously believed.

IMowég givan o1 déka (10) o AVTOYOVIGTIKES OLKOVOIES;

Switzerland

Singapore
United States
Netherlands
Germany
Sweden

United Kingdom
Japan

Hong Kong SAR
Finland

@ o Oan M~ NN

Source: The Global Competitiveness Report 2016-2017
*2016-2017 rank out of 138 economies.

Switzerland tops the ranking for the eighth consecutive year. It comes in the top 10 in
11 out of 12 pillars of competitiveness, and tops four: innovation, business
sophistication, labor market efficiency and technological readiness.

Singapore takes second place behind Switzerland for the sixth year in a row. Strong
infrastructure, higher education and training, and goods market efficiency propels the
Asian nation to its high ranking.
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IMowég orkovopieg givar ot Lo YPNYOPO AVEPYOUEVES GTIV AVTOYOVIGTIKOTNTA;

@ Who is the fastest riser ?

Economy Rank 2016-2017 Rank 2015-2016 Change

india 39 55 16

Albania 80 93 13
Jamaica 75 86 i
Bhutan 97 105 8
Malta 40 48 8
Panama 42 50 8
Botswana 64 71 7
Georgia 59 66 7
Dominican Republic 92 o8 6
Mexico 51 57 6

Source: World Economic Forum, Global Competitiveness Report

Emntdosig tov Brexit 6ty avrayovietikotnTo TS 01Kovopiag T Bpetaviag
The United Kingdom’s economic relationship with the European Union is incredibly
complex and it is impossible to know exactly how Britain’s exit will affect the
country’s competitiveness. However, there are some things we do know.

Of the 112 individual indicators that make up the Global Competitiveness
Index, 14 could be directly negatively impacted by Brexit.

On the other hand, three (potentially six) of the 112 indicators have the
potential to make a direct positive impact on the UK’s score and thus rank.

Key to the UK’s competitiveness going forward will be how successful it is in
minimizing the potential downside from those 14 indicators while maximizing any

upside from those that could have a positive impact.
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There are no precedents to help us here, but what we do know from studying
other non-EU nations that have a close trading relationship with the bloc is that in
many of the indicators that are directly influenced by Brexit, the UK currently fares
better than its non-EU peers.

Here are some examples:

- Prevalence of non-tariff barriers: United Kingdom 28th, Switzerland 90th

- Trade tariffs: United Kingdom 5th, Switzerland 41st, Norway 44th

- Prevalence of foreign ownership: United Kingdom 3rd, Switzerland 24th, Norway
21st

- Business impact of rules on FDI: United Kingdom 5th, Switzerland 24th, Norway
29th

At the same time, areas where Gountries like Switzerland and Norway excel
are not directly influenced by EU membership. For example:

v Norway’s macroeconomic environment is ranked number one in the world largely
on account of its Bil’\wealth;

v Bwitzerland’s number one status in'innovation is based on its strong fradition of
collaboration between business and academia.

Therefore, it is unlikely that the UK would immediately emulate these
countries without major policy activity. Our analysis, therefore, is that there is a clear
downside risk to the UK economy from leaving the European Union, with only
limited potential for upside, at least in the short term. One last thing to note is that

given that the pillars are interconnected, this analysis misses out all of the many

indirect effects Brexit will have. These in themselves could be substantial.
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Ewotpipsra

EZATQI'EY, EIXATQI'EX, EIIENAYXEIX — ANAIITYZEH

BaBpoc emidpaonc Tov EMTEPIKOV EUTOPIOV GTNV OLKOVOUia

Impex = (X+M) / GDP %

Owovopkn e€motpépera: Iotopia evog 6pov
Adam Smith, David Ricardo, Aicbvéc epumdpio = eundpio Tpoioviev & 160TIiEG

Nuepa = 01KTLO EMOPAGEMV NG EEMOTPEPELNG GTNV EYXDPLN OIKOVOUI0L

Angus Maddison?®

1870-1913: avénon maykoouiov epmopiov 3,4%

1973-1992: avénon maykoouiov gpmopiov 3.7%

[To1d n dpopd;

O Tiég avéndnkoav tovddytotov 12 @opég (oe otabepég Tiég dodapiov 1990).
O ap1OuOC TV GULVOAALACTOUEVOV KPUTHOV TOALATAAGIAGTNKE.

To k6010¢ gpyaciag peimOnKe, emiong onUAVTIKA.

To K€vTpo T®V OIKOVOLUK®V GUVOALOYDV LETOTOTIGTNKE.

— 1N avartuén eaptdtal TEPIGCOTEPO AIO TIC KIVIOELS TNG TOYKOGULOG 0Ly PG,

— O pdLog oV Kkpdtovg arddlel (welfare state)

[Tod etvon 1 enidpacn Tov d1eBvovg epmopiov 6TV OIKOVOUIKY EvNUEPiaL;

«BeTcéc» Bempiec = 01e0vEg epumdplo — 1 owkovopukn sumuepia, T Y kotavoun

Economic Openness and Development
The table shows some comparative indicators with regard to openness and
socioeconomic developments. It is adapted from Maddison’s The figures in the table

have been calculated as follows: Impex = import + export/GDP as a percentage;

% Maddison, A. (1995). Monitoring the World Economy 1820-1992. Paris: OECD
Development Centre.
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Ti onpaiver gpmopikn) eEmoTpéQera;

Alotaibi, A.R. & Mishra, A.V. (2014). Emerging Markets and the Global Economy.
“Trade Openness is the sum of imports and exports normalized by GDP. Mishra
(2007) and Lane and Milesi-Ferretti (2008b) state that bilateral equity investment is
strongly correlated with underlying patterns of trade. Investors are better able to attain
accounting and regulatory information on foreign markets through trade and thereby
invest in foreign assets. Default risk is also ameliorated by tighter trade integration.
Finally, trade transactions may directly generate cross-border financial flows
including trade credits, export insurance, payment facilitation. The data on Trade

Openness are from World Bank’s World Development Indicators.”

Epmopucn e£motpé@era Kot EL600NIOTIKI] OVIGOTTO

Forster, M.F. & Téth, I.G. (2015). Handbook of Income Distribution.

Trade Openness and Income Distribution Effects

“Few studies estimate the effect of trade openness for the group of OECD
countries on the distribution of income directly. For the subgroup of advanced
countries analyzed by the IMF (2007), economic globalization overall (trade and
financial globalization taken together) contributed to increasing income inequality,
but this was entirely because of foreign direct investment (FDI) trends, which more
than outweighed the equalizing effects of trade: both exports and, in particular,
imports from LDCs (but not trends in tariffs) were associated with decreasing income
inequality in advanced countries. Similarly, for 24 OECD countries for the period
1997-2007, Faustino and Vali (2012) found that trade liberalization decreases income
inequality, making use of both static and dynamic regression estimates. In a study of
16 OECD countries, the ILO (2008) included tariff liberalization as only a proxy for

trade openness, finding no significance for an effect on income inequality.”
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Enmopui) eEmotpipera ko apeoeg Eéveg emevoveeig (FDI)

Amal, M. (2016). Foreign Direct Investment in Brazil.

“For the economic determinants of FDI, the studies have used several indicators,
which can be summarized in three main sets:

1. macroeconomic stability,

2. market size and economic growth,

3. and trade openness.

The effects of the economic performance of the
host country on FDI in emerging economies have been | MACROECONOMI

widely discussed in the IB literature (Buckley, 2010; Voss, 2011). To capture such
effects, authors have used different proxies and indicators. Most of the indicators are
related to the size and growth of the economy (GDP, GDP per capita, industrial
development, resource endowments), macroeconomic stability (inflation rate,
government expenditure, exchange rate), and trade openness (trade flows between
home and host country, exchange rate). The economic performance of the host
country is a general economic perspective that attempts to capture macroeconomic
stability, which can be measured by several indicators, such as the inflation rate,
exchange rate, interest rate, and public expenditure, among others. A
macroeconomically stable country is more likely to provide better short-run
perspectives for the investment environment, which can be achieved through different
policies, like monetary and fiscal policies. On the other hand, macroeconomic
stability provides the basic conditions for economic growth in a long-run perspective.
Other macroeconomic variables, such as inflation and interest rates, are relevant
indicators to measure the economic stability of a given country. High levels for such
indexes hinder the attraction of FDI (Thomas and Grosse, 2001), meaning that a
higher climate of macroeconomic instability indicates a negative business climate
and, therefore, lower attractiveness for FDI. In a literature review of empirical studies
between 2008 and 2015, most of the studies have pointed to a negative effect on FDI
of inflation and interest rates in the host countries. However, when it comes to
government expenditure, the relationship to FDI has been found in most studies to be
positively correlated. High government consumption can enlarge aggregate demand

and stimulate economic growth. Considering the role of the public sector in
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developing economies, this factor, despite suggesting a risk of the increase of public
debt, seems to influence positively the economic performance of host countries.

The effect of the exchange rate on FDI has been found to be positive and
statistically significant. The more unvalued is the exchange rate in the host country,
the higher the FDI. This can be explained by the opportunities for foreign firms to
acquire domestic assets at relatively lower costs, although the risk of a persistently

undervalued currency may point to an unstable macroeconomic environment.

The economic performance of the host MARKET SIZE

country refers also to its market size and economic &
ECONOMIC GROWTH

growth. The larger the market size and the higher the
economic growth perspective of the host country, the more likely MNCs are to invest
in FDI projects to approach the market (market-seeking strategy).

To capture such effects, studies have used relatively similar indicators. GDP
has been largely used by scholars to measure the market size of the host country.
However, empirical studies have found controversial results, suggesting the need for
better proxies to capture the effects of domestic market size (Bae and Hwang, 1997,
Faria and Mauro, 2009; Thomas and Grosse, 2001). Other authors (Faria and Mauro,
2009) suggest GDP per capita as a better proxy for the market size dimension, or
more sectoral indicators of GDP, such as primary, secondary, and tertiary GDP
(Boateng et al., 2015). Overall, studies have pointed out that the effects of market size
and economic growth depend mainly on the strategies of FDI. MNCs that are more
oriented to attending to domestic demand are more likely to benefit from market size
and may benefit from economies of scale in operating in large countries.

The effects of trade openness can be captured through two main variables:

1. trade flows TRADE OPENNESS
2. and the exchange rate.

The trade flows of a nation may be directly related to the local exchange rate,
not only because of the effects of the latter over the former, but mostly due to the
similar effects that both have on outward FDI. The higher the trade flows between
two countries, the more likely it is that firms, through a process of learning and
knowledge accumulation, will increase their involvement through FDI. This implies a
positive impact of the economic openness of a country on inward FDI. However,
authors also suggest that there are situations where trade and FDI are negatively

correlated, where FDI is more likely to replace trade, pointing to a substitutive
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relationship (Lim, 2001). In this perspective, we expect that such a relationship will
depend on the kind of FDI project, however.

A strategy of efficiency-seeking and resource-seeking FDI projects, in which
the FDI creates intrafirm trade, mostly in raw materials, capital goods, and finished
product manufactures under more competitive costs, can stimulate a more
complementary relationship between trade and FDI (Swenson, 2004; Seo and Suh,
2006; Amal and Raboch, 2010). It is interesting to mention that most recent studies
have found a positive correlation between trade and FDI. This may suggest that FDI
and trade between two countries are less substitutive, and more likely to represent
complementary strategies of MNCs to enter foreign markets.

The impact of exchange rates also presents conflicting results in the literature,
regarding its effects on the nature of FDI as well. In this case, firms may be more or
less prone to perform FDI depending on how exchange rates affect their goals. Chen
et al. (2006) argue that firms performing efficiency-seeking projects may opt to invest
more abroad in the case of a valued domestic currency, in order to reduce production
costs. On the other hand, firms willing to conduct market-seeking projects may prefer
to invest overseas when the domestic currency is unvalued, since foreign markets will
make higher profits possible. In recent empirical studies the effect of the exchange
rate on FDI has been found to be positive, and statistically significant. The more
unvalued the exchange rate in the host country, the higher the FDI. This can be
explained by the opportunities for foreign firms to acquire domestic assets at
relatively lower costs, although the risk of persistently undervalued currencies may
point to an unstable macroeconomic environment.

After all that is stated, it is reasonable to accept that the relation between
outward FDI and economic openness is dependent on the nature of the FDI. A
growing literature has focused on investigating the effect of economic performance on
OFDI from emerging economies.

The studies sometimes show controversial results.

However, it seems that we can point to some common empirical outcomes
regarding the effects of home-country and host-country economic performance.

First, most of the studies point to a positive correlation between trade and
OFDI, suggesting that the relationship between them is rather more complementary,
and that bilateral trade between home and host countries tends to have a positive

influence on the FDI projects of MNCs from emerging countries.
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Also, it seems that the effect of the exchange rate and other macroeconomic
variables (like inflation) can, when their performance is positive, drive the outward
FDI projects of emerging MNCs. We can therefore suggest that the economic
performance of the host country has a positive effect on attracting FDI from emerging
economies, but it is important to be aware that the FDI strategies of emerging MNCs
depend also on the economic stability and potential growth of their own home
country. Despite economic performance representing a key factor that explains and
shapes FDI strategies, empirical studies have shown that its effects can be moderated
or constrained by the institutional environment and absorptive capacities of the

partner countries.”

Kafetn oloxi)pmon, TEPLOPIGROS PTOYELNGS, EPTOPLKY] EEMCTPEPELD.

Wei, W. (2016). Achieving Inclusive Growth in China Through Vertical
Specialization.

«Given that poverty reduction involves absolute and relative poverty definition, it is
important to break out aggregate results like these. The evidence generally suggests
that vertical specialization participation can have a positive impact on poverty
reduction in China. And there is also significant evidence that trade openness—
including through imports and exports by processing trade—is associated with
poverty reduction that tends to increase the ratio of total wages of employed persons
to Gross Domestic Products and the index of average money wage of the urban units
of employment. However, the ratio of per capita annual disposable income of urban
households to per capita annual net income of rural households and the difference
between Engel’s coefficient of rural households and Engel’s coefficient of urban
households might narrow under pressures exerted by vertical specialization
participation.

Therefore, trade protectionism not only harms access to a broader and less
costly variety of imported inputs but also thwarts income, undermining poverty
reduction as a result. If the evidence from China is generalizable, then imports and
exports by processing trade might accelerate poverty reduction under the absolute and

relative definitions.
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The Chinese case highlights theimportance of integrating intor Vertical
specializationwithin''a"global production Etwork as a determinant of increasing

income and poverty reduction policies. For other developing countries interested in
dealing with absolute and relative wages, inequality and the income gap between the
urban rich and rural poor presence, and learning from China’s experience, it will be
important for future research to examine whether vertically specialized trade generally
has these kinds of implications, or whether there is something special about the tax
rebate policy of imported intermediate inputs for processing trade purposes that drives
the results.

Furthermore, we found a strong positive link between income and processing
trade in China that will contribute to increased income levels. All these results point
to the importance for China to be able to integrate into vertical specialization. The
Chinese case makes clear that maintaining open markets for intermediate inputs and
final goods is crucial to accelerating poverty reduction. Therefore, policies in areas

such as tax rebates for imported intermediates and relatively undistorted other
incentives are important complements to openness in this regard.

Vertical specialization raises questions for trade policy in several ways. When
accounting for the fact that wage and income can increase through imports of
intermediate inputs from abroad, public policymakers cannot look at imports and
exports by processing trade with the traditional mercantilist approach.

Thus, the empirical results of this study yield strong support for the hypothesis
of a positive link between vertical specialization and income in China and emphasize
the need to facilitate imports and exports of intermediate inputs.”

Impex = owovopikn eEmotpépetla
g = economic growth
Inequality = gicodnpatikny avicotnta = d1G0son €1600MHATOG TOV VYNAOTEPOL 20%

nAnbvcpov.
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Impex Impex: g g Inequality | Inequality
(1980) (1998) | (1970) (1998) (1960) (1989)
OECD members 70.5 76.4 5.2 2.6 46.9 40.6
Central-Eastern
Europe 65.4 922 6.8 —4.2 38.5 46.9
Southeast Asia 110.8 117.1 7.4 5.2 49.2 45.1
Latin America 53.5 63.7 5.2 3.8 59.6 52.7
sub-Saharan
Africa 71.2 67.8 4.6 2.5 45.6 49.0
average 74.3 83.4 5.8 1.95 47.9 46.8

Impex = nepinov 1010 enimedo

Oo avapévape T peyébuvong kat | E1IG00MUATIKOV OVIGOTTMOV

Kiopmg, | peyébouvong kot eAdyiotog mepopIcHOS EIGOONUOTIKMY OVIGOTHTOV

To Awebvég gumdplo dev OMUIOVPYNCE UEYAAVTEPT OVATTVEN OVTE TEPLOPLOE TIC
E1000MNUATIKEG OVIGOTNTEG.

lNoti; H oyetkn Piproypagio to amodidel o€ dNUOYPOPIKOVS, YEMYPAPIKOVS KoL
TOMTIKOVG TAPAYOVTEG. LYOAMACTE

&1 Méyebog olKovopiog

- A H kot mAnBvopdg =
) OPVNTIKN] GLOYETION UE

kk eEwoTpéPeln

E"Y 1 mnbvopod = LDC =

KATOVOADVOLV

neplocotepo AEIT

UEYOADTEPES OKOVOLLIES

= 1 mapayoyns vy

The ETHICAL
ECONOMY

coxp M

What makes ‘SQ TI‘
a fair society? |
Insights and evidence | £

(SO

PETER CORNING

EYYDOPLOL KOTOVAAMOT)
(Impex HITA, 25,6%, Pooia, 44,4%, Apyevtivi, 23,3%, lorwvia, 21%)
210 mopehBov, avtd 0dnyovse oe otkovopikn avtdpkeln = [IPOXTATEYTIEMOZ

Amd ta téAn tov 20 oudva, AT 1 TEoT AVTIGTPAPTKE AOY®:
— 1 GLOBALIZATION

%6 Maddison, A. (1995). Monitoring the World Economy 1820-1992. Paris: OECD
Development Centre.
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— KATAPPEYXH KOMMOYNIZEMOY

- WTO

- GATT

O1 mepiocdtepeg owovopieg Exovv evompotmbei (INTEGRATION) oty maykdopua,

otKovopia.

Ouwg, o fabuog eveoudtmong toug e&aptdtot amd:

» moltikd cvotipata = dnpokpotio — T INTEGRATION, 1 EMITIOPIO

» «Beopomoinony (INSTITUTIONALIZATION) tng moMtikng kot ovtiotoym
KOGLUTEPLUPOPA» TMV OPYUVOUEVOV GUUPEPOVT®V

> gyyoplo. TOAMTIKN O¢ TPog TI¢ duvatotnteg tov Kpdtovg (WELFARE STATISM)

EEQXTPE®EIA — 1 poiog ITOAITIKHE KAI @EEMQOQN

AVIGTAPEVES 0TTOYELG

INSTITUTIONAL SCLEROSIS CORPORATISM
1 0pYOVOUEVOV GUUEEPOVTOV 1 EEQXTPEOEIA
— ! g, I — 1 avaykn Beouwv mov vrootnpilovv Vv
ANTATONIETIKOTHTA OTKOVOUIKY] GUVEPYUGIO T®MV OPYOVOUEV®V

GLUPEPOVTIMV KOl TOV KPATOVG

I[TOAITIKH XTAGEPOTHTA KAI EEQXTPE®FEIA
Yyohdote

Suvédpio SEBE /f% E X p 0 R T

Export Summit: roadmap to growth \ |

3 Maiiov 2012 -~ SUMMIT

. Roadmap to Growth
Eevodoyeio Hyatt Regency Thessaloniki.

To ocvvédpro yapétmoav o Aquapyog Oeccarovikng, k. lodvvne Mmovtdpng
Kot 0 Avaminpomg Fevikog AevBuvig otov topéa Corporate Transaction Banking
g Eurobank EFG, k. Avépéag Xaodmng.

210V YOPETIGHO TOV 0 K. XOGATNG OvEQEPE: «XNUEPQ, HEOO TTO EVPUTEPO
KAiuo. afefoidtntog mov eMKPOTEL YIa. TIC TPOOTTIKES THS EAANVIKIG OIKOVOUIOS, EUEIS
oty Eurobank EFG miotebovue 0t 1] EXYEIPNUOTIKN ESOOTPEPELR OTOTELEL OVOIOTTIKG,
Hovodpouo. Qaréoo, o1 ueyains kiipoxag mpoordbeies yia alrayn tov avortollarod
LOVTEAOD amauTODY OUALOYIKES EVEPYEIES KAl UEYGAOD EDPOVS OVVEPYOOTIES KOL OTAV O
OTOY0G €IVOL KOIVOG, 0QpEIlovue 0L0L Vo, avoTpatevfodue Kol Vo, GOVEPYOOTODUE TPOS
™V io10 KatedOovan».

Tnv evapkmpuo opidicc Tov cvvedpiov amnvbvve o YrmevBuvog Etapiknig

[MoAtwkng ko Emcowmviog e Google, k. Atovoong Kolokotsdg mapovoidlovtog
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T  duvatdTNTEG MOV  WPooeEPEL  TOo  Awdiktvo Yoo T Pektioon g
AVTOYOVIGTIKOTNTOG KOl TOV €E0y®mYIKOD YOPAKTPO TOV EMYEPNCEDV. ZOUQOVO LE
tov K. Kolokotsd, 10 Awdiktvo omotedel €va mOAD onuaviikd gpyoleio
EMYEPNUATIKNAG  OVATTUENG KO OVTAY®OVICTIKOTNTOG  UEGH  OLVOUIKNG Kot
oTOYELVUEVNG TpoPoAng ot Oebvn ayopd. Xopewvo pe v €pgvva «llapdywv
Tviepver: 10 Awdiktvo wg Moyrlog Avdamtuéng ywo v EAAnvikny Owovopio» mov
deényaye n etapio The Boston Consulting Group pe v vrootpiEn e Google, to
2010 1o Awndiktvo cvvelsépepe 2,7 016. EVPM® GTNV EAANVIKTY OtKOVOuio, OTAVOVTOG
10 1,2% tov AEII, mocootd younidtepo oand to péco 6po g E.E. twv 27, mov
avépyetar ota 3,8%. H ocvvelspopd tov Adiktoov 6TV OKOVOpio aVOUEVETOL VO
otaoel ta 3,6 d1o. gvpad to 2015. Qotdoo, pe ™V dueon ePOPUOYN KOG GEPAGS
OLYKEKPIUEVOV  TOPEUPACEDVY, T GLVEWGEOPA TOL ALNOIKTOOV OTNV  EAANVIKN
owovopio umopel va dmhactactel Kot va ¢tacet to 2015 ta 6,5 die. Evpo.

O k. Beddwpog IMomakwvotravtivov, Manager otnv Deloitte Business
Solutions, Tapovciace v emokOTNON TOL d1EBVOVE OKOVOpIKOV TTEPIPAALOVTOG KOt
ayOpMV Kol CLUYKEKPEVO ovagEPOnNKe oTNV €mMOKOTNON TOV TEVTE OepeMwOdV
Taoewv (megatrends) kot &vOC  ONUOVTIKOD KIVOUVOL TOV  OVOUEVETOL VO
SO PPOCOVY TNV TOYKOGHLN OIKOVOUIM, TO TOYKOGLIO EUTOPIO AL Kot GE PEYAAO
Babud v avBpordtta otig endueves dekaeties. Ot Tacelc mov cvinmnkav otnv
opMa TOV aPOopPoVV OTIC TPOPAETOUEVES ONUOYPAPIKES eEEAIEELS, TN LETATOMION TOV
KEVIPOL PAPOVE TNG TAYKOCGUIOG OIKOVOUIOG Kol TOV TOYKOGLOL EUTOPIOn, TV Tieon
010 QLOIKO TEPIPAALOV Kot TNV €EAVTANGN TOV PLGIK®OV TOP®V, TIg e&eMielg otV
TEYVOAOYiD Kol TNV OAOEVO QEAVOIEVT] TOAVTAOKOTNTA TOV GAANAOGUVIECEWDY KOl
OAMNAETIOPACE®V, 08 KOW®VIKO, TOMTIKO Kol OIKOVOUKO €MINESO GTNV TOyKOGHLO
kowovia. Emmiéov, o k. [lonakwvotavtivov Tpocéyyloe GUVOTTIKA To. GEVAPLO TTOV
a@opovv ToVv Kivouvo ddonacng s Evpwldvne. Téloc, mpoteve opiopéveg Pacikég
OTPATNYIKES apYEG TOV eKTIHATAL OTL pmopovv va PonbNncovv TS EMEPNOELS VA
avteneEEMDOVV GTIG TPOKANGELS Kot EuKapieg Tov LEALOVTOC.

O Extereotikoc Aviurpoedpog tov XEB xog Xdapnc Kvpralng oty opidio tov
pe titho «To elaywyikd Svvouiko TG EALNVIKNG OIKOVOUIOS THUEPOY, OVOQEPONKE
oTNV Katemetyovoa avaykn onpovpyiog evog vEOu TPOTHTOV OVTOYMVIGTIKOTNTOG LE
eEMMVIKY]  ToVTOTNTA, pHe TNV €EMOTPEQPEI ®¢ Paocikd HOYAO avdakopymg Kot
avdmtuéng g emyepnuoatikomras. Eotiace otig avaykoaieg mpocsoppoyés omd

TAELPAS  EAMMNVIKOV  emyelpficemv Kot piAnoe o Puooun  eEmotpépenn,
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ONUEWDVOVTOG T®G anTN TPEmel va Paciletar o€ Kovotopieg Kot oAAayEC 6€ OO TOV
KOKAO NG emyepnuoatikdtos. I't” ovtd 10 okomd, o XEB mpowbei evepyntikd v
npoonddelo. avoPaOuiong TG aVTAY®OVICTIKNAG KOVOTNTOG TOV ETLXEPNGED®Y TOV
npobmoETEl KAvOTOUiO GTO GYESCUD, TNV TOPUY®YN Kol TV Tpombnon Ttov
npoiovtav oe véeg ayopéc. O k. Kvpualng avédelle g kpioiua cuototikd €vOg
petypotog dpdoewv mov  evioyvel TV eEmoTpépeln, TNV EMAvon  QUECHOV
mpoPAnudtov (ducAertovpyiec TV TEA®VEI®VY, TPOPANUOTIKY EmoTPOEn ToL DIIA,
KAT), ™ YPNUOTOO0TIKY OlEvkOAVVoT, oTPIEN Kol TPOcPacrm oTlg oyopés, TN
onuovpyia véwv, AETOLPYIKAOV SOUMV TANPOPOPNONG Kal, TEAOG, TNV OVASEEN
OTEAEYDV EEMOTPEPEING UECOH OO TNV OVATTLEN TOV avayKoimv OeE0TNTOV TOV
avBpomvov dvvapkov. Emiong, o k. Kvpwlnig avaeépdnke oty avaykoidtnta
EVEPYNTIKNG GLUUETOYNG TOL WIMTIKOD TOUEN GTN O0KLPEPYNON TV OpAcE®MY NG
eEMOTPEPELNG, LE OVCIOCTIKOTEPT] GUUUETOYN OTN Ol0ikNon Kot Olayeipon TtV
QOPEMV VTOGTNPIENS KOOMC KOl e GUUTPAEEIS KOl GTEVOTEPT) GLVEPYAGIO ONUOGLOV
KOl 1010TIKOV TOUEQ.

>m ovvéyew, o Ap. Tacog AleEavdpiong, Ilpdedpog g Opyavotiknig
Empomg tov Zvvedpiov ko Extedeotikdg Avtimpoedpog tov ZEBE, mapovcioce
v €pevva tov XEBE pe 0épa: «Tpletég mAdvo dpdong yio TNV GToXeLUEVT EVioyLOT
TOV EAMNVIKOV e€aymydv, ava kAdoo & ayopdy. TTio avaivtikd, o Ap. AleEavdpiong
napovoioce po. peBodoroyior pe v omoio. TPOKHTTOVY 01 EEAYWYIKOT KAGOOL TNG
EMMNVIKNG OKOVOMIOG HE OVIAYOVIOTIKO TAEOVEKTNUO oOTlS OEbveic ayopés. H
peboooroyion  ompiletonr ot0 Okt KATOKOALTTOUEVOL  XVLYKPITIKOV
[TAeovektuatogy. Me Bdaon to guvpruata amd T cVYKPLon Tov 97 Katnyopldv, e
eMinedo avaeopdg OAeg TS YDpes — weAN tov OOZA, TPoKITTEL TO AGLO00E0 VL
0Tt Yy mapoamdve omd To poég kotmyopieg m EAAGda éxer  avtayoviotikd
mieovékmnua. [Ipotadintig tov KAddwv eivar n yobva, evd otig emdpeveg 9 Béoeig
£PYOVTIOL TO TOPUCKELAGULOTO AdyavikK®v & @poVvtwv, 10 PBopfdkt, ta koamva &
VIOKATACTOTO KATVOL, To aAdty/Beio/yOyog, To TAekTd evovpata, to Ainn & €lata, ot
voroi kopmoi kot epovta, to yapla & ybunpd, to apyiko & teyxv/ta. Xe dgbtepo
eminedo, 1 épevva Ba eotootel ot SOUOPP®ON €vOG Tivaka Tov Ba cuvovalEt
TPOTOVTO Kot 0yopég Kol amd Tov omoio Ba mpokHTTovV 01 KATeELBIVOELG TOAMTIKNG Y10
«Néa TIpoiovta, Néeg Ayopég, Néeg Emyeipnoeioy, étol dote va dimhaclootel 10
1060070 TV e€aywymv oto AEIL O XEBE £&yet oxomd va e€e1dkevoet Ty épevva o€

ouvepyacio pe KMoV POPELS, EMUEANTHPLOL KOL LELOVMOUEVEG ETLYELPTOELS.
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H evomzra II pe 0épa v «EBvikn Ztpoamywn| ESayoyovy Eexivnoe pe v
napovcioon tov IIpoédpov tov XEBE, k. Anuntpn Aokacd, yioo mv E6vikq
Ytpatnywkn E&oayoyov. Xty A' gvomnta ¢ opAdiag tov, mapovcioce tovg 12
Baotkovg TuAdveg T Ztpatnyikng E€ayoydv kot cuykekpuéva:

Néo Owovopkd Movtého «llapayw & EEdywm»

Brand repositioning

Evioyvon pevotdomrog

Tpamelicodg Topéag

[Ipocéikvon & Evioyvon enevdvoewv

Meiwon ypapelokpotiog Kot 0101KNTIKOD KOGTOVS TWV EXLYEPT|CEDV
ApaoTikn) cuppikvawon Tov INUOGIOL TOUEN

Evioyvon avtayovietikotrog & Bertioon enyeipnpatikod tepBaAiovtog

© 0o N o g bk~ wbh -

Evioyvon épeuvag & KoavoTopiag TV ETEPCEDV
10. Ywo0¢émon flat tax rate (15%)
11. AvaodibpBpwon tov EZITA
12. Thiotomoinomn mpoidvTwV Kot VINPESIOV: EAEYYOG & emomTein TG Ayopd.
>mv B' Evomta g optdiog tov o IIpodedpog tov ZEBE mapovsioce v mpdtaon
tov ZEBE ywo ™ dnovpyia pioag «'evikng I'pappateiog EEootpépeiagy (I.I.EE.), 1
omoia Ba etvar vrevBuvn Yo v yapacn e EBvikng Ztpatnyng E€aywyomv kabmg
KO Y100 TNV GLYKPOTIOTN TPOTAGEMY Y10 TOMTIKEG & dPACELS OTNPIENG TOV EENYOYDV.
O XEBE mpoteiverl ) onpovpyio £Eumvaov poviédmv, 0nwg éva joint venture peta&o
WIOTIKOL Topén Kot Oomuociov, cvyypnuotodotovueveov oand 1o EZITA yu 10
OYEOOUO KOl TNV VAOTOINGN OpACE®MY VTOGTNPIKTIKOV OTIS EAANVIKES EEAYWYEC.
2opeova pe tov K. Aokacd: «Me tétoto povtéda, ta omoia £(0VV UNdEVIKO KOGTOG
yw to IIpodypappa Anpociov Emevdvocemv, agod n 6mota pdyievon Ba yiveror amd
oV 101TIKO Topéa Kot to EXITA.

AxoAloOOnoce m ewonynon tov Ap. Nikov Anuntpiddn, Avbdvovia
ZvpPovrov g etanpiog Marketing ko Ztpatnywng Enwwowmviag Touchpoint. O Ap.
Anuntpdong oty gionynon tov pe 0épa: «Crisis Brand Communications yw tnv

EAAGOa kot Tor eAANVIKA Tpo1dvTan, TomoBeTOnke ota Bépata:

draier povo n owkovopkn kpion otnv EALGSQ;

[Tod eivon 1 Betikn mAevpd yro tnv EALGSa onpepa;

Etvou n katdotoon avactpéyiun;

- Tivépyeton petd;
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YEB: H owkovopia yperdletar eEE@oTpéPero Ko ETEVOVGELS

12 Iovviov 2019

Xmv avénon tov gloaywy®v Kol v eachivion tov eéaymydv oesiletal
Katé KOpo AOYo M omodVVAR®OT ToL PLOROL aviaTTLENG TG OtKovopiag KoTd TO
npmTo Tpiunvo tov 2019, Tapd TV onuavtiky ovénon Tov eneviHCE®Y, GOLPOVO LLE
v avéivon tov XEB mov mopovcidetnke oriuepa.

O XHvoeopog vmootnpilel OTL N LEYPL TOPO OVAKALLYT) TNG OKOVOUING deV £xEl
Bactotel oty adénon ™G TapayOYIKOTNTOS Kol TN OVTOY®VICTIKOTNTAS, YEYOVOG
OV GE GLVOLAGUO pe TNV awEavopevn afePatdotnta oe maykdGuo eninedo, BEtel og
kivduvo v emitevén vymAdv puOUdV avAmTLENG ™S EAANVIKNG Oovopiag. «Amd
™V GAAN TAELPA, M EMITEVEN TV OTOYWV Yo TPWTOYEVY TAgovaouato 3,5% tov
AEIT dev a@nvel moAAd mepl@dpla Yo TNV €QOPUOYYT] TOMTIKOV TOVOONG TNG
WIOTIKNG KOTAVAA®ONG. ZVUVETMG, N owovopia ypetdletal peyaAlutepn eEmotpépeia
KOl TEPIOCOTEPES EMEVOVGEID), avapépel 0 LEB.

SOUPova pE To TPosmPva otoryeio, Katd to 1o tpiunvo tov 2019 o pvOuodg
avantuéng dwpopeodnke oe +1,3%, évavtt +2,6% 10 lo tpiumvo tov 2018 o
+1,9% ocvvolwkd to 2018.

Me Bdaon v avéivon tov ZEB:

e H amodvvaumwon avtn oosileton kupioe otnv eEocbévic
HOON OVTH 0 piog oV €§ n ESAFQIES
mg ouvvapkng tov eayoyov ayabov (-0,7% évavt EISATQrES

+11,1% 10 lo tpiunvo tov 2018 won +8,4% ocvvolkd to
2018) kot otV TOELTEPN VOO0 TV GLVOMKAV EIGAYOYDV (+9,5% Evavtt TTdong
-7,5% 10 1o tpiunvo tov 2018 ko avénong +4,2% cvvolikd to 2018). 'Etot, 1
ool Tov kabapov eEoywymv oty avénon tov AEII fjtav apvntikn katd -1,9
T.LL.

* Avtifeta, o1 emevdvoelg, tepapfavopévng e petaBors | EMENAYSEIS

amoBepdrov,  guoavifoov  avodo  +21,2%, évavt

vroyopnong -23,2% 1o lo tpipnvo tov 2018 ko avénong +1,8% cvvolikd to
2018, cvuParrovrog Oetikd katd +3,4 w.p. oty avénon tov AEIL O enevovoeig
o€ UETOQOPIKO €EOTMOUO gppavilovv dvodo +19% eved ot emevdvoelg oe
UNYOVOAOYIKO €E0TTAIGHO avéndnkav katd +2,6% (évavtt +22,7% 10 mp®dTO

tpipunvo tov 2018 ko +15,9% cvvolikd to 2018). [MopdAinia ot emevdvoElg G

MM
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KOTOKiEG cLVENIoAY Vo Kivouvtal o€ Betikd £60¢pog (+6,4%), TPoPOdOTOVNEVES
Katé HeEYAAO WEPOG amd TNV Gvod0 TOL TOVPIGHOV Kot Tr O1dooTn NG
Bpayvypoviog picBwone. TELOG, 01 ETEVOVGELS GE AOWTEG KOTOOKEVEG EUPAVICOV

avéxopyn (+10,9%), kopiog AOY® TG EMLTAYVVONG TOV ONUOGI®V KATUGKELOV.

o ATO TV mALLPA NG KOTOVOAMTIKNAG OOTAVNG, 1) WOUOTIKN

KATANAAQZH

KOTOVAA®GON cvveyilel va avoKAumTel pe oxetikd opyovg

pvOuovg (+0,8%, évavtt +0,5% to 1o tpiunvo tov 2018 kot +1,1% cvvoAikd to
2018), xaBdg 710 €1000MUO TOV VOIKOKLPIOV OEYETOL TECES Oomd TNV
vepPoporOyNon. Avtibeta, M  vmoydpnon TG ONUOCG  KOTOVOAMONG
ocvveylomke pe evrovotepo pvud (-4,1%, évavt -0,3% 10 mpdTO TPiUnvo TOL
2018 won -2,5% ocvvolikd 1o 2018), avtavaKAGOVTAG TNV TEPIKOTN SATAVOV TNG
I'evucng KvBépvnong mpoxeyévou vo emtevyBovv o1 6TOY0l Y10 TO TPWOTOYEVEG

TAEOVOGLOL.

[1ooeg eAAnvikéc emyepnoelg eEdyouv;
[Tepimov 2.200

[T6oec eEaymyucés emyelpnioeig = 80% EZATQI'QN;
[Tepimov 10 30%, onradn 700 eEaymykég emyelpnoelg

[Tooeg e&aymyikés emyepnoelg e€dyovv PAGEL GTPATNYIKTG, Kol TOGES TEPICTAGLUKE
N dvopevadv cuvnKOV;

[Tepimov 10 30%, onhadn 700 eEaymykég emyelpnoelg

Ot vdérowmeg eEdyovy TMEPIGTOCIOKAE 1) AOY® OLGUEVOV GUVONK®OV NG EYXDOPOG
ayopug

Ti eivon To Global Entrepreneurship Monitor (GEM);

The Global Entrepreneurship Monitor (GEM) research project is an annual
assessment of the national level of entrepreneurial activity in multiple, diverse
countries. Based in London is now the largest ongoing study of entrepreneurial
dynamics in the world. The main indicator used is called TEA (Total Early-Stage
Entrepreneurial Activity), which assess the % of working age population both about
to start an entrepreneurial activity, and that have started one from a max of 3,5 years.

MM
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Indicators
. P Financing For Entrepreneurs
. ® Governmental Support And Policies
. C Taxes And Bureaucracy
. C Governmental Programs
. 0 Basic School Entrepreneurial Education & Training
. C Post School Entrepreneurial Education & Training
. © R&D Transfer
. 0 Commercial And Professional Infrastructure
. © Internal Market Dynamics
. © Internal Market Openness
. 0 Physical And Services Infrastructure
. © Cultural And Social Norms

AlaXpovikd TO €epmoplkd Loollylo tng EANGSAC eival eMAewppotiko. Ewg 1o 2008
KOTaypAdETOL CUVEXNG XELPOTEPEUDN TNG BEoNG tNg eAANVLKAG olkovopiag pe to 2008 va
avépyetal oe -€44,3 510. ITa XPOVLA TNG OLKOVOWLKNG KpLlong, oL ELoaywyEG TieploploTnKay,
oAAG AOYyw NG avénong Twv efaywywv, To ENelupa édtaoce oe -€17,7 &lo. Ano 1o 2016
XELpoTEPEVEL KOl oUpdwva Pe TIG poPAEPELS TNG Eupwraikng Emttpomnnic, kat To 2020 Ba

elvaL EAAELUUOTLKO.

IIEVNEVIE DY & EIZATQI'EX EAAAAAX (1960-2019)

Greece: Trade openness: exports plus imports as percent of GDP

The World Bank provides data for Trade - .
Openness of Greece from 1960 to 2018. The
average value for Greece during that period

was 41.81 percent with a minimum of 23.11

percent in 1962 and a maximum of 72.52

percent in 2018. The latest value from 2018 is 72.52 percent. For comparison, the

world average in 2018 based on 161 countries is 94.23 percent.

MH



BAAKANIA-X0vOeon AEII (yeopyia, Bropnyavia, vinpeoisg)

Country Industry Services Agriculture
Albania 24.09 53.29 22.62
Bulgaria 28.31 66.99 470
Greece 17.02 78.88 4.10
FYROM 27.66 61.75 10.59
Montenegro 18.97 71.99 9.05
Romania 33.65 61.80 4.55
Turkey 31.98 61.00 7.02

MEZXOTI'EIOX - £9v0eon AEII (yeopyia, fropnyavia, vinpeoisg)

Country Industry Services Agriculture
Croatia 25.66 70.59 3.75
Cyprus 12.67 84.85 2.49
France 19.58 78.80 1.61
Greece 17.02 78.88 4.10
Israel 21.42 77.26 1.33
Italy 23.76 74.08 2.16
Lebanon 17.38 79.36 3.26
Malta 14.15 84.40 1.45
Montenegro 18.97 71.99 9.05
Palestine 22.72 73.61 3.67
Serbia 32.26 59.21 8.53
Slovenia 32.24 65.46 2.30
Spain 22.26 74.59 3.14
Turkey 31.98 61.00 7.02

Mn
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2XOAIA

4. H Opyavoon tng Owkovopkng Aumhopatiog

I'pageia OEY: IToY avikovv;
Ta Tpagpeio Owovopkmv kot Epmopikdv Ynobécewv amoteAovv TUAHOTO TGV

dumhopatikov 1 Epucbov tpolevikov apyov (YIIEE).

Nowwkn féon
N. 3566/2007
Kvpwon wg Kadwa tov Opyaviopod tov YIIEZ, BA. N.4451/2017 (422534)

ApOpo 110: BaOpoi ko 0¢oe1g

1. O1 BaBpoi tov KAdoov OEY eivar ot €€nc:, pe avtiototyies, fadporoyikd ko
ueBoroyikd, wg e&nc:

I'evikog ZopPovrog OEY A” — ITAnpeEovoiog Ymovpyoc A” (ITYA)

I'evikog ZopPovrog OEY B” — TTAnpegovoiog Yrovpydg B (ITYA)

XOoupoviog OEY A” — ZouPovirog IpecPeiog A™ (ZITA)

Xoupoviog OEY B — Xopupoviog [pecPeioc B (XI1B)

I'pappatéag OEY A" — I'pappotéog [peoPeiag A" (I'TIA)

I'pappatéag OEY B” — I'pappatéag [peoPeiog B' (I'TIB)

I'pappatéag OEY I'M — Ipappotéag peoPeiag I (I'TID)

Axoérovbog OEY — AxkdrovBog IpecPeiag (AKIT)

H xotd Tt avotépm picboroyiki] avriotoryio 16YVEL EMQPUVAUCCOUEVOV TOV

olatacemv Tov apdpov 53 tov v. 2503/2003 (OEK 297 A™).

2. Oropyavikég Boeig Tov vodAnAioy Tov KAddov OEY eivar ekotdv oydovia evvéa,
(189) kot katavépovrat kKotd Padud g eENc:

a. ['evikol Zopovrot OEY A’ ko B. I'evikoi ZopBoviot OEY B' 0éoeig 15.

y. Zoppovrot OEY A’ ko 8. Zoppovrot OEY B' B¢oerg 70.

. Ipappateic OEY A', B™ ko I kot AkorovBot OEY Béceig 104.

O1 0¢oe1g etvon eviodec.?’

2" Katé 1o apOpo 52 map.2 N.4278/2014, ®EK A 157/4.8.2014: "2. Or opyavikég Oéceic Tov
KM\adov OEY mov mpoPAémovtan otnv mapdypapo 2 tov dpbpov 110 tov Opyovicpod tov
Ynovpyeiov Emtepikmv mov kupdbnke g kddkag pe to apbpo mpmto tov v. 3566/2007,
koBopiCovtan oe dexomévie (15) Béoeig otov eviaio Babpod IN'evikdv Zoppovriov O.E.Y. A" ko

MH
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3. O ovvoMkOg aprOpoc kot 1, Katd fadpd, katavoun TOV avoTtépm Bécemv eivar
OVvaTOV VO peTOPAAAleTAL PE OLATAYNA, TOV EKOLOETAL PE TPOTAOT TOV YTOVPYAOV
Eotepikav, Ecotepik@v ko Owkovopiog kor O1KOVOPIKAV, KOTA TPOTO TOL VO

psitoL, TAVTOTE, 160PPONN KATAVOU: TOV BEcEmV, Katd TV epapyia."?

ApBpo 111: Exd1kd TpocovTa S10piopov-povipomoinon

Ytov KAado vrodiniov OEY dwopilovtal amé@ortor Tov TUNROTOS VTUAANA®V
OEY mg EXAAA. Amapoitnto Tumkd 7POGOV Yo TNV E0AYOYN GTO TUNHUO
vraAMAwv OEY g EXAAA eivar n dpiomn yvoon, damotodpevn pe e£€taon, g
ayyMkng yAmooog, Kabdg kot TG YOAMKNG 1N yepuavikhg yAwooas. To YIIEE
yvootomotel kdbe €tog otnv EXAAA 11 avdykeg TOV GE OmOPOITOVG TOL TUNHOTOG
vroAMAwv OEY avtig. O yxpdvog eoitnong twv cmovdact®v tov tunpatog OEY
omv EZAAA Bewpeiton, katd T1g keipeveg oardéelg mepi EXAAA, og ypovog
OOKILNOOTIKNG VANPECIOG KOL OEV UMOLTEITOL Y10 T1) HOVIHOTTOINGTY] ATOPOOT TOV
vanpectokov ocvpfoviiov. Ot dwpilopevor mg AxolovBor OEY, tomoOeTovvral,
peTa v amo@oitinon tovg amd tnv EXAAA, ommv Kevrpikn Yanpeoio ko

TOPOUEVOVY GE OVTH V1oL XPOVIKO S1AGTN LG TOVAGLETOV £VHg (1) £TOVG.»?°

ApOpo 112: Ofoerg ko Kadnkovro kata fadpo

1. Ot vmdAAnAot tov Khddov OEY vanpetovv otig vanpesiec tov YIIEE, oto
€0MTEPIKO, KOONDC KOl OTIS SMAMUATIKEG Kol TPOEEVIKEG apyéc. Ot vwdAAnAol Tov
KAéoov OEY, 6tav vanmpetovv o10 e®TEPIKO, EVIAGGOVIOL GTO TPOCMOMIKO NG
OWMAMUATIKNG 1 TPOEEVIKNG apyng Kot tomobetovvtor oe 0E0elg avTioTolEec TOL
Babpov toug, g akoAovBmG:

a. T'evikog ZopPovrog OEY A’ won B': og [lpecPeia 1 Méviun Aviumpoconeio M
ypapeio cuvdéopov dmov veioctavtotl opyavikég BEcelc Tov KAAdOoL avTov Kot o€ BEom
npoictapévov I'pageiov OEY, gpdcov Asttovpyel této10 ypapeio, omnv apyn Omov

tomoOeTovvTUL.

B’, efdopnvta (70) Béoeig otov eviaio Babpo Xvpfodriwv OEY A' ko B' xat oydovta 600
(82) otov eviaio Badud I'pappatémv OEY A'- B'- T" kon AkoAovBfwv OEY",

BA. GpBpo 1 TIA 30/2019, ®EK A 55/2.4.2019,ue to omoio ot opyovikég Oécelg twv
vroAniev tov Kiddov OEY, mov mpofAénovtal oty map. 2, dnmg avti Tpotoromdnke pe
10 apBpo 52 map. 2 tov v. 4278/2014, av&dvovtar oe ekatov efdounvro €&l (176) o
KatavepovTal Ontmg opiletal oto dpHpo avTo.

% H mop.3 avikatootddnke o¢ dvo pe to dpbpo 41 map.46 N.3712/2008, ®EK A
225/5.11.2008.

®To A. 111 aviotactédnke pe 1o A. 52 map.1 N.4278/2014, EK A 157/4.8.2014,

MH
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"B. ZopPovrog OEY A’ kot B': og IlpeoPeio 1 Moviun Avrmpoocwneio 1 I'pageio
Yuvoéopov N oe I'evikd Tlpo&eveio, 6mov veictatan opyoviky Béomn tov KAddov
avtov." «kow og 0¢éon Ilpoictapévov I'pageiov OEY, epoécov Asrtovpyel t€t010
I'pogeio, otnv Apyfi Omov tomofstodvar.».

v. Ipappatéag OEY A', B' ko I': o [IpeoPeia 1 Moviun Avtimpoocwoneio 1) I'papeio
Yuvoéopov N I'evikd [po&eveio M Tlpo&eveio, 6mov veioctatar opyavikny 0éon tov

KAGOOV.

2. Ot vrddinAiot tov KAddov OEY, otav vanpetodv oto €£®TEPIKO £YOLV TN
OUTAOUOTIKY] 1O10TNTO Kol OAQ TO TPOVOLLOL KOl EVEPYETNLATO TOV TOPEXOVTOL GTA
HEAN TOL SWAMUATIKOD TPOSOTIKOV, OTtmG avtd kabopilovtar and to debvég dikao
KOl TOUG EAANVIKOVG VOLOLE, KOL OVOKOWV(MVOVTOL OTN OMAMUOTIKY EXETNPIOO TNG
YDPOS, OOV VANPETOVV, HE TO NAAMUATIKO Badpd mpog Tov omoio eEoporovvran,

apooTifePEVNS TS PPaos "Owovopk®v kot Epmopik@v vroféceov'.

3. Ot1 vtaAAniot tov KAdoov OEY 6tav vanpeTovy 6T0 £0MTEPIKO ToToHETOVLVTOL
Wwing om levikn poppoteio AebBvov Owovoukdv Zyéoewv kol Avamtu&lokng
Yvvepyaciog Kot Tig VTaYOUEVEG € TNV Ynpeciec, AtevBivoelg kKo Tleprpepetoxéc
Yrnpeoieg kot pmopovv va ackovv oevduvrikd kafnkovra otig AlevOivoelg
AeOvav Owovopkov Xyéceov tov YIIEE kov oty Yanpeoioa AieBvoig

Avantoroxng Xvvepyaoiog (YAAY).

ApBpo 113: Tvmka tpocévra tpoaymynis (2 +3 X 5)
1. o v Tpoaywyn tov vraAiniov Tov KAadov OEY amotteitat:

"o amd 1o Pabud tov Axkorovbov OEY oto Babud tov I'pappotéo OEY I, dretig
(2) vanpeoia ctov katexdevo Pabud, S1AGTNIE 6TO 0T0i0 GLVVTOAOYILETAL KOL O
xPOvog poitnong oto Tpnpa EEadikevong Yaakiqiov OEY g EXAAA" 3!

B. and to Pabuod tov I'pappotéo OEY T oto Pabuod tov I'poppatéa OEY B, Tpremig
(3) vanpesia ctov KateyodeVo Pabud,

y. an6 to Pabud tov Ipappotéo OEY B oto Pabuod tov Ipappoatéa OEY A°,

TpreTig (3) vanpeoia otov xkateyduevo Paduo,

% H televtaio ppdon ¢ mepintmong P’ Omoc avth e ovtikataotodel pe ™V mop.28
apBpo 41 N.3712/2008,0EK A 225/5.11.2008 mpootébnke pe 10 apbpo 52 map.3
N.4278/2014, ®EK A 157/4.8.2014.

% H mep.o’ avrikotaotddnke o¢ vo pe 10 A. 41 map. 47 a N.3712/2008, ®EK A
225/5.11.2008.
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d. amd 10 Pabud tov I'pappatéa OEY A’ oto Pabud tov Zvppoviov OEY B,
TpreTig (3) vanpecia otov koteydpevo Paduo,

e. and 1o Padud tov ZvuPfoviov OEY B' oto Babud tov ZvuPodrov OEY A’
Tpretis (3) vanpeocia otov kateydpevo Pabud, ot. amd 10 Pabud tov ZvpPodAiov
OEY A’ oto PBabud tov I'evikov ZvpPodrov OEY B', tpretng (3) vinpesio ctov
Kateyopuevo Paduod,

. and 1o Pabud tov I'evikov ZvpPoviov OEY B’ oto Babud tov 'evikod ZopPfodriov
OEY A’, Tpietiic (3) vanpesio otov kotexdpevo Paduod.

2. Otr vraAAnior tov Kihddov OEY oev pmopovv va mpooayBovv oto PBabud tov
I'evikov ZopPoviov OEY B’ edv dev £rovv vmnpetioel, TOVAAYLGTOV pio Qopd, o€
apyn EWOIKOV cVVONKOV, OTTg o1 apyég avtég opilovian Pdoel g mapaypdpov 4
0V GpBpov 95 Tov TAPOVTOC VOHOV, 1| GE YDPOA EWVIKAOV CLVOINKADV, OTWG 01 YDPES
avtég opiCovto pe Phon Tig S1TAEEIS TOV ioyvoav pEXPL TV Evapén 1oYvOG Tov. "Kat
gav ogv &povv owuteréoer Emkepaig I'pageiov OEY TtovAdyistov yra ovo (2)
gty

3. a. H mpoaymyn otic eviaieg 0¢éoeig amd 1o Pabud tov Akolovbov OEY £wg Ko 6Tt0
Babuod tov I'pappatéa OEY A’ evepyeiton pe amdpaon tov Yrnovpyov EEmtepikav,
HETA amd GOUEMVT YVOUN TOV YTINPEStakoy ZvpuovAiov.

B. H mpoaymyn and 1o Padud tov I'pappotéa OEY A’ oto Babud tov Zvpfoviov
OEY B’ evepyeitan, epdcov vrdpyel kev| opyavik 0€om, pe amd@act tov Y Toupyoo
Eémtepikdv, petd amd cOpemvn yvoun tov Yrnpestokov Zupfoviiov.

v. H mpoaywyn otig eviaieg Béoeic petald tov Babuadv tov Zvupoviov OEY B' ko
A’ gvepyeitan pe amdeacn Tov Yrovpyov EEmtepikdv, petd and couemvn yvoun tov
Yrnpeotakod Zopfoviiov.

0. H mpoaywynq amd to Pabud tov Zvppodriov OEY A’ ot10 Pabud tov IN'evikov
Yvpupovrov OEY B gvepyeitor, epdoov vdpyel kevil opyavikin 0éon, pe swataypa,
nmov ekdidetan pe mPéTaosn tov Ymovpyod Efmtepikdv, peETa@ amd yvoun Tov

Avotatov Ymnpeowwkov Xvppfoviiov. H yvoun tov Avotatov Yranpeotokov

% "H mpobmdbeon G TPIETOVS VINPEGIOS 1oL THV TPOAY®YH GTOV €MOUEVO Bodud Tmv
I'pappotéov OEY B kot tov Zvpfoviov OEY 8 mov woyvet pe fdon v mopdypago 1 tov
apBpov 113 tov "Opyavicpod tov Yrovpyeiov EEmtepikmv” epapuoletor 6Toug vaaAAnAovg
nov dopilovtan o Béoeig Tov KAddov OEY petd v 5.6.2007, évapén 1oyvog Tov ev Adym
Opyaviopov" (apbp.41 map.47p N.3712/2008,OEK A 225/5.11.2008).

¥ H péoa oe sooayoyud (" ") epdon ™ map. 2 mpootédnke pe 10 A. 52 mop.4
N.4278/2014, ®EK A 157/4.8.2014.
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YvpuPoviiov, ce TEPITTOON OHOP®VING, €lval OECUEVTIK Y. TOV  YTOLPyd
Eéwtepikov.

e. H mpoayoyn amd 1o Pabud tov 'evikov XZvuPoviov OEY B' oto Babud tov
I'evikob Zoppodriov OEY A’ evepyeitan pe didtaypo, mov ekoideTon e TPOTAGY TOV
Ymovpyod EEmtepikmv, petd and yvoun tov Avotoatov Yanpeosioakov Xopfoviiov.
H yvoun tov Avotatov Yanpecsiakod Zvpfoviiov, oe mepintmon opopmviog, ivat

deceVTIKN Yo Tov Yovpyod EEmtepikv.

ApOpo 114
Mpoaywyég
1. Ou Ilpoaywyég amd to Pabud tov AxorovBov OEY £w¢ kot to Pabud tov
I'poppatéa OEY A’ kot and 10 Babud tov Xvppodrov OEY B' ot0 Babud tov
Svppovrov OEY A’ evepyovvton, petd omd avtotel] Kpion Tov LIOAAA®V TTov

€XOLV TO TVTIKE TTPOG TPOOYWYN TPOGOVTA, KATA T GELPA OPYOLOTNTAS TOVG.

2. Q¢ mpooktéol Kpivovtolr ol LIOAANAOL OV €YOLV, GE€ TOAD KOAO emimedo, To
0VLGLOOTIKA TPOGOVTO TOL NOOVG, TOV YOPAKTNPA, TNG OPOCIWMONG 0TO KABNKOV, TNG
EMIOTNUOVIKNG KOl VANPECIOKNG KOTAPTIONG, TNG OWOIKNTIKNAG KOVOTNTOS, TNG
YVOCE®G TOL  OVTIKEWEVOL TOVG, 1TNG TP®TOPovAiog, OpacTnplOTTOS Kot
OMOTEAEGULOTIKOTNTOS KOl TNG ETOWOTNTOS OTNV OVIUETOMION HE TOOTNTO KO
evotoyia kdBe vanpeclokoy OEUOTOC, MOTE VO OVTOTOKPIVOVTIOL, TANP®G, OTI

OTOUTHOELG TNG VINPESTAG Y10 TNV ACKN O TOV KOONKOVTOV TOL avdTEPOL adpov.

3. Ot IIpoaywyég and 1o Babuo tov I'pappatéa OEY A’ oto Babud tov Zvppovrov
OEY B’ kot amd 10 Pabud tov Zvppodrov OEY A’ oto Pabud tov I'evikod
Yvpupovrov OEY B evepyodviar Kot €KAOYN], LE GUYKPION TOV VTOAANAW®V TOV
£YOVV TO TLTIKG TTPOS Tpoaywyn mpocovta. [Ipokpivovior kot a&loAoyikn cepd ot
KATOAANAOTEPOL TPOG TPOUYWYN OTIG KEVEG BEGELS, OGOV EYOVV ELAOKILN VIINPECTA
oTOoV KoTeYOUEVO Pabud Kot avTamokpivovtol TANP®G GTIC ATUTNGELS TNG VINPEGTOG
Y. v doknon Tov Kadnkoviov Tov avdtepov Pabuod, pe Pdon to ovolaoTiKd
TPOcOHVTO TOV OVOQEPOVIOL OTNV Tapdypapo 2. Xe Kabe mepimtoon, Yy v
npoay®wyn Aapupdvovtor vroyn OAo TO OTOYKEl TOL OTOUWKOD (QOKEAOL TOV

VROAANAOL, CGYETIKA LE TNV LAnpectakn e£EMEN Tov, amd TNV nuepounvio S10p1opov
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4. Ot [Ipoaywyéc and 10 Pabud tov I'evikov XvpPfoviov OEY B ot0 PBabud tov
I'evikod ZvpPovrov OEY A' evepyodviar Kot améivtny &ekAhoyn. Attoroyio

AmoLTEITOL LOVO OTNV TEPITTM®ON KATAONANG VIEPOYNG LITOYNPIOV TOVL TOPAAEITETAL.

5. To xatd mepintwon appdoo Yanpeowokd Xopfodio pmopel, Katd 11 avoTtép®
Kkpioelg g kot v mpoaymyn oto Pabud tov XvuPovrov OEY A’, va kpiver 01t
VAAANAOG, OVTOTEADS OEOAOYOVUEVOS, GTEPEITOL TOV TPOGOVIWV Y10, TNV (CKNOM
TOV KOONKOVIOV T0V avdtepov Babpov. tnv nepintwon mov T€To10 ApvNTIKY Kpion
emavain @0l Tperg ocvveyeic Popés kol ool v Tpitn Popd 0 VTAAANAOG KANnOel
TPOg akpoaon amd to Yrnpeoswokd Xvppovrto, mapapével oto Babud mov ekpidn v
TEAELTAIO POPA MG GTAGIUOG, LEXPL COUTANPDOGEMS TOL XPOVOL OV OTTOLTEITAL Y10, TN
OTOYEDETNON SIKOUOUOTOG AYEMG KOTAOTATNG OLVTOENS, OMOTE Kol omoympel

OVTOJKAIWG aTd TNV VINPETTaL.

6. Ov Kpicelg Yoo TPOAY®YN EVEPYOVVIOL TOVAGYICTOV pLd POPE KT €T0S, HoTEPQ
and gpoOTUe ToV Yovpyoy EEmtepikdv mpog 10 appddio Ymnpeoiakd Zvpfovito,
pe 1o omoio kabopiletor kot o aplBUoOS TV TPog TANPwonN BEcEwV, e YVOUOVA TIG
AVAYKESG TNG LINPEGIOG, EPOCOV deV TPAOKELTOL Yo Tpoaywyn omd Pabud oe Pabuod, ot

0éoe1c Twv omoimv etvan eviaiec.

ApBOpo 115
MetaOéoerg
1. OrvrdAinAiotl tov KAddov OEY petatifevion oe 0éceig avtiototyeg mpog to Paduod

TOVG,.

2. O1 MetaBéoeig tov vraAniov tov Kidoov OEY evepyohvion pe amé@acn tov
Ynovpyod EE@tepik@v, Letd amd yvaun tov apuodiov Yanpeowakov Xopfoviiov.
Mo tovg vraAinrovg mov Exovv Pabud AxorovBov OEY éwg kot Zvppovrov OEY
A, n petdBeon evepyeiton pe amdpaon tov Ymovpyod EEmtepikav, votepa amd
yvopn tov Yanpeowokov XvpPoviiov. Mo tovg vmarAniovg mov €xovv Pabuod
I'evikod XvpPovrov OEY A" 1 B, m petdbeon evepyeitor pe amé@aon Tov
Yrovpyod Eotepik@v, vVotepa amd yvopn Tov AvaTaTov  YZINPEGLOKOD

Xvppoviriov.
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3. Ot vmdAnrotr tov Khadov OEY, mov vanpetovv oe apyn ™ EEmtepikng
Ynnpeoiag, mopapévovuv oty 0 opyn ywo. TPl TOLAG)YLoTOV £TN KOU O
neprocotepo and mwévre. Emupéneton, kat g€aipeon, n un 1Mpnon Tov KATOTUTOV
KOl OvVOTOTOL OoVTOV 0opiov, KOTd TepimTmon Kol Yoo €E0PETIKOVS AOYOLS, ME
ano@acn tov Ymovpyov Elmtepikov, petad omd yvoun tov YANPEGLOKOV

Yvppoviiov.

4. H mopopovn tov vroAAniov tov KAdadov OEY oty idw Béon e apyn €10kav
owvOnNKOV, cOLEOVa LE TOV Tivako TG Tapaypdeov 4 tov apbpov 95 Tov TapPodHVTOG
VOOV, 0gv nmopel vo givor pIKPOTEPT TNG OETIOG KOl HEYOAVTEPT TNG TPLETING.
"Me andpaon tov Ymovpyod EEwtepikdv, Votepa amd yvoun tov Y Tnpesiokon
Yvpupoviiov, emtpéneton, kot €Eaipeon, 1 U TMPNOTN TOL KATMOTOTOV Opiov, KOTd
TePInTOON Kol Yo, EEAPETIKOVS AOYOVS, TOV 0 OVAOTOTOL WETO OO GYETIKN oitnom

TOV VITEAMAOD. "3

5. a. Or vmdAinAotl Tov KAadov OEY petatifevion vroyxpemtikag otnv Kevrpikn
Ynnpeoia, otav £ovv vanpeTnosl ouveyms o€ 0vo (2) Béoes g EEmTepikiig
Yanpeoiag 1, mavtog, &ovv copainpacel ogkaety (10) ovveyn vanpecio oty
aAirodami. Ot vraiiniot tov Khdoov OEY mapapévovv oty Kevrpikn Yanpeoia
Yo 600 (2) TovAdyteTov £11), KTOC OV O1POPETIKA eMPBAAAETAL OO auTIOAOYIEVT
VANPEGLOKY] OVAYKY] KOl KOTOTTLY OHOQPMOVIIG YVOUIS TOV OLKEIOD VANPEGLOKOD
ovppovriov 1] €pOcov 0 VTAAINLOG TOTTOOETEITAL, KATOMTIV IMTGEMS TOV, 6E ApyT]
OVGUEVAV GLVONKAOV, Yo TNV 07T0l0. OEV VTAPYOVY OLTNGES GAA®V VTUAA|A®V
T0V KAGOOL TOov. Yariinrog Tov Kiddov OEY, o omoiog dev £yl oopminpdcel
ovveyn OekaeTn vanpecio oto eEMTEPIKO TPV amd TNV TOMOOBETION TOL GTNV
Kevipukny Ymnmpeoia, pmopei va petotedei o610 eotepikd mpwv amd T
ocouTAMPp®Gn deTovg vanpecsioc otnv Kevrpua Yzanpeoio perd omd opdoomvn
YVOUT TOV OIKELOV VANPEGLAKOV GVRBoVALIOY.

O avortépm mepropiopol dgv 1ovovy Yo Tovg £rovres fadpod I'evikov Xoppoviov
OEY A" k. B'."®

¥ To dehTepo £3GP10 TG map.4 ovVTIKATAGTAONKE OC Gved pe ™V map.29a dpdpo 41 N.
3712/2008,®EK A 225/5.11.2008. "

¥ H mep.o’ mg map.5 aviikotootddnke o¢ Gve pe v map. 29 apdpo 41 N.
3712/2008,®EK A 225/5.11.2008.

MH



129

B. Katd tic Metabéoeig oy EEwtepikny Ymnpeosioo Aappdvetor pépuva, oote ot
VITAAANAOL VO, peTOTIOEVTOL EVOAAKTIKOG HETOED apyYDV EOIKMOV CLUVONKOV Kol TOV

AOW®V apy®V.

6. a. Or MetaBéosrg Tov vroAiniov tov Khadov OEY mpaypatomolovviol Kotd
toug pnveg Tovvio émg ko Avyovsto. EWwd yw 1o VvOTIO muic@aipio
Tpaypatorowvvior  Katd tovg unvec Noéuppro éog ko lavovdpro. T
eCaIPETIKOVG AOYOVS KOU pMeETd om0 oVu@ovn yvopun Tov YZNPEGLOKOV
YopPoviiov, unopel va yivel perd0eon vroAMA®V EKTOS TOV AVOTEP® 0PLOV.

B. Ta tov éykoupo TPOYPAUUATICHO TOV UETOOECEDMV TOV VITOAAMA®V UEYPL TOL
Baduod tov XvpPovrov OEY A', n AedbBuvon Tlpocommikod yvootonmolel yypaemg
puéxpt 15 NoegpuPpiov ekdotov étovg T Béoeic e EEmtepikng ko g Kevrpikng
Yrnpeoiog mov mpoPAémeton va kevwbov Katd ) didpKew Tov emopuevoL £tovg. Ot
OUTNGEIS VIOAAMA®V Y10 CUUTANP®ON TV Bécewv avt®v vroPfdAiovtor péypt 15

Iavovapiov tov emdpevoL €tovg,.

7. To apuodo Ymnpeotokd XopPovito xatd tn Spdpe®oN NG YVOUNG Yol TIG
Metabéoeig Aappdvel veoOyn ToL:

o. TNV a{TNnoM TOL VIUAANAOV,

B. TG VINPECIOKES AVAYKEC,

Y. TV avaykn evorllayng oe BECEIS apydv e0IK®V cuvinkov kol oe B€oelg dALmV
POV, OGTE 0 VTAAANAOG VO, ATOKTA YEVIKOTEPT] EUTEPLQL,

3. TNV WVTEPHTNTA TG TPOS TANP®SN BEong,

€. TOL OVCLUCTIKA TPOGOVTH TOL VITOUAANAOV.

8. Ov vraAAniotl tov KAddov OEY odev emtpéneran va petatedovv o€ moly, otny
omoia £Y0VV VINPETNGEL, av Ogv £xel mapérdel oktaetia (8) amd v avay®pnon

TOVG 00 GVTY.

9. O1 mepropicpol TV TPONYOVUEVOV TOPAYPAP®V OEV LEYVOVV Y10 TOVG £XOVTES

Babuo I'evikod Zopfovrov OEY A™ kan B'.

10. Awtégerg dhhov vopmv mov puBpilovv {ntipato perabéocemv onpociov

vl iAoy dgv epappiolovrar mpokelpévov mtepi vraiiniov tov Kiadov OEY.

rl
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ApOpo 116

Amoyopnon Loym opiov nkiog

1. a. Ot vmédinAot tov KAadov Owovopkadv kot Epmopikdv Ynobécewv amoympoiv
amd TV VANPEGia, OTAV GLUTANPADOGOLY TO 650 £€T0g TN NAKiag TOVC.

B. Qc Muépo, MOV CLUTANPOVETOL TO AVOTEP® Oplo MAkiag Oeswpeitar n 31n
Agxepppiov tov owkeiov £T0VG.

2. H nlia amodeikvoetal, ooupmva pe éca opiovtar oty mop. 1 tov dpbpov 66.
ApBwon nikiog petayevéotepn Tov O0PICUOD dev AauPdvetor vToyn Yoo TOV

kaBopiopd Tov ¥povov ££050V amd TNV LANPEGIAL.

3. Ot vtdAAniot tov Kiddov OEY, ot omoiot cuumAnpodvouv 1o O0plo MAIKioG,
anaAlaccovtal and to Kabrkovra toug pe amdépacn tov Ymovpyoh EEmtepikmv, mov
exoioeTan 10 apydtepo péoa oe tpelg (3) pveg amd TV MUEPL KATA TNV Oomoia
ocounAnpocay 1o Oplo avtd. Av m mpobeouion avt mapéABel dmpokTn, TOVEL
avtodikaing Kabe piohodocio TV VTOAANA®V, Ol de Om0d0YES, Ol Omoieg TLYOV

elonpdyOnkav Katd mopdpacn e mapoHoag S1TaENS, EXCTPEPOVTOL.

ApBpo 117: Anoyopnon Loy® GoPTAPOGNS TPLUKOVTUATEVTUETOVS VI PECLAGS

1. Ov vraArniot tov KAddov OEY mov €yovv copminpmacetl to 650 £€10¢ TG nAkiog
TOVG OMOYMPOVV OO TNV LANPEGIN EPOGOV EYOVV GUUTANPADGEL TPLOKOVTATEVTAETT
TPAYUOTIK Kol ouvtaSiun onuocta vanpesion. Edv ot vrdAiniot tov KAddoov
Owovopkov ko Epnopikdv YroBéoewv, Katd ™ cuounAnpwon tov 6500 £1006 TG
nAkiog Tovg, 6ev £(0VV GLUTANPAOGEL TPLEVTO TEVTE TN LANPECING, TOPATEIVETAL T
TOPOLOVY] TOVG GTNV VINPEGTO €OG TN GCUUTANPWOGCT TG TPLKOVTATEVTOETIOG, O,
Opmg, mépav Tov 670V £T0VG ™G NAKiag Tove. Ot aveTEP® amaAldccovVToL amd To
Kafnkovta tovg pe amdpacn tov Ymovpyov EEwtepikdv, m omoio exdidetan to
apyoTeEPO  TPEG UNVEG OmO TNV MUEPO  KOTE TV Omoio  GLUTANP®GOV
TPOKOVTOTEVTOETY VINpecio. Av m mpobeopia avty mopéABer dmpoktn, mavet,
avtodKaing, Kabe picbodocio Tov aveTépm LVIAAANA®Y, 01 de amodoyEG Ol OMOiES

VYOV E16TPAYONKaY, KoTh TapdPocn TS Tapovcac Sidtaing, emotpépovtol. 3

¥ To mpdto £3Gg0 ¢ mop.l ovrikataoTddnke o¢ Gve pe TO GpBpo 9 mop.6
N.4451/2017,®EK A 16/13.2.2017.
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2. Q¢ mpaypotiky dnuocta vnpecio voeital KaOe vanpeoia, n omoio TapacyEOnke
010 ANpoOclo 1 6g 0pYaVIGHOVS TOTIKNG avTodloiknong 1 dAAo VOUKA Tpodcmma
dnuociov dikaiov, pe oxéon dnpociov N WIOTIKOD dkaiov, EPOCOV, TPOKEYEVOD YL
VINPEGia e oxEon WIOTIKOV dikaiov, avTn EANEON VITOYN 1| TPOGUETPNONKE KATA TO
dopopod, Vv évtaln, povipomoinon, amoktnon faduod 1 v ko' olovonmote TpoOTO
picBoroyikn e€EMEN Tov VIOAANAOVL, emmALov Oe avayvmpiletal ¢ cuvta&uyn omd

10 Anpdacio.

Méca I'pageia OEY Aertovpyodv; Yrnapyovv kon gvrog EALGSOG;
fuepa Aettovpyovv mevivio evvéa (99) I'pageia OEY og yopeg pe 1dwaitepo
OKOVOUIKO Kol eUmoptkd evdlapépov yio v EAAGSa, kabhg ko I'pageio OEY ot

Ogocalovikn, yo v e&uanpéon tov enyepnuoTiov g Bopelag EALGSaG.

ITowog ivar 0 6T0Y0G KoL TOLES €ivar ot appodotnTeg TV I'pagpeiov OEY;
21010¢ ™G Asrtovpyiag tov Ipapeiowv OEY eivar n dacediion, vroot)pién Kot

TPOMOINGN TOV EAANVIKOV OIKOVOUIK®V KOl EUTOPIKAOV GUUPEPOVTI®V G6TO eEMTEPTKO.

Agkaoktd (18) appodtotreg tov ['papeiov OEY:

1. H mopaxoriovOnon kot avédAvon Tov oKovopkoy TEPPAALOVTOG TOL KPATOUG
Jm{oTEVONG KO TNG YEWYPAPIKNG TEPIPEPELNG TOV OVIIKOVV KOl 1| CVYKPIOT UE
TIG avtiotoreg €EeAielg g €AMANVIKNIG OKOVOUIOG: Topoymyn, ETEVOVCELS,
OLEPEG EUTTOPIO, KATOVAAWDGT], TOUENKES TOMTIKES, KAT.

2. H épevva g ayopds 6to Kpdtog dlamictevong pe otdyo v TpoPoAn, TpodOnon
Kot eVioyuon Tov EAMANVIKOV eEaymy®V, GE GYECT), TAVTOTE UE TIG TOPUYDYIKES
duvaTdHTNTES TG EAMANVIKNG OowKovouiag kol Tov Babud aviayovieTikOTNToS GE
oVLykpilon pe eEaywyég GAA®V Kpatdv oty V1o e€€tacm ayopd.

3. H mpocéikvon EEvav enevovcewv oty EALGS.

4. H mpodBnomn tev EAANVIKOV ETEVOVGEMY GTO KPATOS dLOTIGTELGONG.

H evioyvon ovAloyikdv Jpdcemv kot opdadmv ompiing Tev  EAMVIKOV
OKOVOUKADV GUUPEPOVIMV KOl TV TPODONGCT TNG EMYEPNLUATIKNG CLUVEPYOAGTOG
petald eMViKdV kol EEvov emyElPNoe®V (LUKTEC ETXEPNOELS, UETAPOPUS
teYvoAoYiaGg, vmepyolafudy, CLUTAPOY®YN  TPOIOVTI®V,  AVTIOTAOUICTIKOD

EUTOPIOL KOl TOVPLOTIKNG TOATIKNG).
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H evwnuépoon g yio pETPAL OKOVOUIKOD, EUTOPIKOL 1 ONUOGLOVOLKOD
YOPOKTNPO TOV HEAETOVTOL 1| AapPAvovTal omd TS YOPEG TG APUOIOTNTAG TOVG
Kol a@opolV 6T0 €EMTEPIKO EUTOPLO, OTN GVVAYN O1EBVOV OIKOVOUIK®V Kot
EUTOPIKAV CLUPOVI®DV, OTIC EUTOPIKEG GLUPACGES KOL OTNV  TEAMVELNKN
vopoBeaia.

H oavantoén tov ouep®dv eumopik®dv Guvollaydv He oTOYO TN GLUVEXN Kol
TPOOOEVTIKY AVENCT TOV EEAYOYDOV EAANVIKAOV TPOIOVTWV.

H woAAiépysio Kou mPOETOACIO TOV EPYOCSUDY YO TN GUVOYT CLUPOVIOV
OKOVOUIKTG cuvepyaciog petald g EALGdaS kot Tov Yowpdv TG approdtdtTag
TOVG, M LRWOPOAN TPOTAGE®MV KO 1 GULUUETOYN OTIC OVTIOTOU(EG EUTOPIKES
Py otedoELC.

H dopyavmon cuvedpiov, copmociov Kot nuepidmv pe 6tdyo v mtpoPoin twov
SLVOTOTNTOV KOl TPOOTTIKMOV TNG EAMNVIKNG OWKOVOUiag, TNV  avamruén
CUYXPOVOV HOPOAOV ETEVOVGE®V, UETAPOPAS TEXVOAOYIOG KOl EMLYEPNUOTIKNG
OLUVEPYOSIOG KOl TNV OVATTLEN EMYEPNUATIKOV CYECEDV OTIC YOPES NG
OPLOOIOTNTAG TOVG,.

H mapoakorohOnon, Katoypagn Kot EVHEPMOT GYETIKA LE EVPOTOTKE Kot O1efv
TPOYPOAUUOTO  TEYVIKNG, OIKOVOMIKNG  oLvepPyaoiag, ovOpomIoTIKNG Kot
avortu&lakng Pondetag, KaBOS Kot Yo d10yOVIGHOVS KPATIKGOV TPoundeidv Kot
OMUOCI®V EPYM®V.

H mapoyn okovopuk®my Kot EUTOPIKOV TANPOPOPIDOV OTIC EAANVIKEG EMLYEIPNOELS
Kol 1) GLVOPOUN Yo TNV TPOoPoAn kat "tomobEétnon" TV TPoIdVIMV Kol VINPECIDV
TOVG,

H pecoAdpnon yw v emilvon eumopikadv dw@opdv péEco dutnoiog Kot
emdontnoiog N Tov Aebvovg Epumopikod EmypeAntmpiov.

H d10pydvoon eumopikdv Kot EYEPNUATIKOV OTOGTOADY OO KO TPOG T YOPU
OPLOSOTNTAS TOVG.

H mpootocia tov dikouopdtov Blopnyaviking Kot TVELUATIKNG O10KTNGIoG TV
EAMMVIKOV EMYEPNCEDV KOl WOOTOV Kot vtoonBodv 61ig Tpaéelg kot cuUPAcels
LETAPOPAS TEYVOLOYIOG TTPOG OPEAOS TNG EAANVIKNG OIKOVOLLIOG.

H peAiétn kor n vmofoAn mpotdcemv yio v opydvoorn ekBécemv eAANVIKOV
TPOTOVT®V, Y10 TNV EYKATAGTACT] LOVIL®V 1] TPOCOPIVOV EKOETNPi®V OTIG YDPES
™G apUOdOTNTAS TOVS, KOODG Kol Yy TNV TPOoPoAn Kot SeNUon Tov

e€ayOY®V EAMANVIKOV TPOIOVIMV LE TO TO TPOGPOPO. LEGO.
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H perém xor vmoPor) mpotdoemv o€ (NTAUOTO OYPOTIKNAG TOMTIKNG KoL
OYPOTIKNG OULVEPYOAGIONG, POUNYOVIKNG TOMTIKAG KOl GUVEPYAGING, MOAITIKNG
EMKOWVOVIDV KOl CUVEPYOGIOG GTOV TOUEN TMOV EMKOWVAOVIDV, TOAITIKNG £PELVOG
KOl TEYVOAOYIOG KOl GUVEPYNGING GTOVG EV AOY® TOWELS, TOVPIGTIKNG TOMTIKTG Kot
ocuvepyaciog, TOMTIKNG Kol cvvepyaciag oe Béuata yepoaiov, Boaidoociwv kot
EVOEPLOV UETOPOPDV, KAOMG Kot €Nl GAL®V GUVAP®OV TOMTIKAOV KOl GUVEPYAUCIDV.
H mopaxoArovOnon xor vmoompiEn tov EAAnvikod Zyediov Owovopikng
Avaovykpotnong tov Baikaviov (EXOAB, N. 2996/2002, ®EK 62 A") kabng
KOl TOV TPOYPOUUAT®V TNG Kot VTOPAAAOLY HEAETEC KO EIGNYNOELS Yo VEEG
dpdoelg eni Oepdtomv avamtuilokng GVVEPYACIOG Kol EWIKMOV YPNUATOSOTIKMV
TPOYPOUUATOV.

H vrootpién g Ymmpeoiag Aebvoig AvartuElokng Xvvepyaciog (YAAY) mov
éxel ovotabel pe o apOpo 18 mwap.1 Tov N. 2731/1999 (PEK 138 A") xatd v
EKTELEDT] TOV TPOYPAUUATOV TNG Kot VITOPAAAOVY PEAETEG KOl EIGTYNGELS Y10 VEEG
opdoelg eni Oepdrov avamtuélokng cLVEPYACIOG Kol EWIKMOV YPNUATOSOTIKMV

TPOYPULUUATOV.

Me morovg popeig ovvepyalovror ta I'pageioa OEY;

Mo v enitevén tov otdyov avtdv ta [paesio Owovopkov kot Epmopikodv

YnobBéoewv ovvepydloviar pe 10 GUVOAO TV QOpEMV TpomOnone eEmteptkon

eUTOPion, KAUSIKOV TOPAYOYIKOV OPYUVAOCEDV KOl TOV ETLYEPNCEOV TOGO TNV

EMGda 660 Kot 0T YOpeg apuoddTNTAS TOVG TPOSTOOMOVIAS VO YVMOGTOTOGOLV

eykaipwg to pumvopota TG ayopdc Kol TG TOPOVGLOLOUEVES EMLYEPTUATIKEG

gvkalpieg Kot vo €osONTOMO0VV TOVS POPElG AOKNONG TG TOATIKNG Yo T VEQ

dedopéva.

Bl

http://agora.mfa.gr/

Ti onuaivert APAXEIYX EZEQYXTPE®EIAXY kot o0l @opeic GUpPETE(OLV;

YIIE= YIIOYPT'EIO
ANAIITYZHX

EOT ENTERPRISE
GREECE

MB
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Mooeg drevBivoeis Eer n I.I'. AieBvav Owovopkov Lyéoemv & EEmotpéperog;

210 Ymovpyeio EEmtepwcmv Aertovpyel IN'evieny Tpappateioo AteBvav Owovopukomv

Yyxéoemv kK EEmotpépetag, 1 omola £xel cvotabel pe to apdpo 3 tov IIA. 84/2019

(DEK 123 A)).

FrEQrPA®IKH-B2

1. BAAKANIA:
AYTIKA BANKANIA-6
AABANIA - BOZNIA-EPZETOBINH
KPOATIA- nifTAM- ZEPBIA - MAYPOBOYNIO
AOINA BANKANIA-3
BOYATAPIA - POYMANIA - TOYPKIA
EXOAB
MPQTOBOYAIA AAPIATIKHZ & IONIOY
IYMO®QNO I TAOEPOTHTAZ

2. mpwnv EZZA: PQZIA kat 11 kpden KAK
OZzZEN-12

OEMATIKH-B1

1. 2TPATHIIKOZ ZXEAIAZMO2

2. HAEKTPONIKH AIAXEIPIZH NTAHPO®OPIQN

3. AZIONOIHzH, ENONTEIA & ZYNTONIZMOZ rTPADQEIQN OEY

OEMATIKH-B6

1. AIEONQN OIKONOMIKQN OPTANIZMQN
2. NOMIZMATIKQN YNOOEZEQN

3. AlTOZHMIQZEQN & EIAIKON GEMATQN

FrEQrPAQ®IKH-B3

1. BOPEIA AOPIKH-5
AITYNTOZ-AIBYH-TYNHZIA-AATEPIA-MAPOKO

2. MEZH ANATOAH-7
NIBANOZ-IZPAHA-NMAAAIZTINH-ZYPIA
IOPAANIA-IPAK-IPAN

3. XQPEZ KOANOY-7
ZAOYAIKH APABIA-YEMENH-OMAN-KATAP
MMAXPEIN-HNQMENA APABIKA EMIPATA
KOYBEIT

OEMATIKH-B7
AIEONQN ENEPTEIAKQN OEMATQN

OEMATIKH-B8

1. 2YNHIOPOZz ArOPAz

2. ENIXEIPHMATIKH ANANTY=H & AMNO2TOAE2
3. EKNAIAEYZH & ENIMOPOQZH

FTEQrPA®IKH-B4

BOPEIA AMEPIKH-2: HMA-KANAAAZ
QKEANIA-2: AYXTPAAIA-NEA ZHAANAIA
IANQNIA

EYPQMNAIKH ENQZH-26
AYZTPIA-BEATIO-TAAAIA-TEPMANIA-AANIA-
IPAANAIA -1ZNANIA-ITAAIA-KYNPOS-
AOY=EMBOYPIO-MAATA-OAAANAIA-TIOAQNIA-
NOPTOrAAIA-ZAOBAKIA-2AOBENIA-ZOYHAIA-
TZEXIA-OINAANAIA-EZOONIA-AETONIA-
AIOOYANIA

BPETANIA

ANAOPPA

EYPQMAIKOZ OIKONOMIKOZ XQPO3-3:
IZAANAIA-AIXTENZTAIN-NOPBHTIA

EABETIA

FrEQrPA®IKH-B5

1. AATINIKH AMEPIKH

2. YNOZAXAPIKH ADPIKH

3. AZIA: KINA, MOITOAIA, KOPEA & NOTIANATOAIKH AZIA
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B1 Awed0vvon omotedel TOV KOUPO VTOGTNPIKTIKOV Bl

L. Tpfqpo Xtpotnyikod Xyeorocpov:

HEAETT OIKOVOLUK®V KoL EUTOPIKMV EEEMEEMV KO TOV TAGEMV TOL AVIAYMOVICUOV
oTig Oebveilc ayopéc, pe oTdY0 TN GLVOAIKN OTOTIUNGN THG GTOLIUOTNTAS TOVG
Y TIG EMANVIKEG €A YMYES Y10l TOV GYESIOCUO CTPATNYIKNG EEAYOYDV,
a&loAoynomn, ovvheon kot avaivon tev mpotdcenv tov [paesiov OEY yia
EMUEPOVG O1EBVEIC aryopég Kot KAAOOVS EAANVIKOD EVOLOPEPOVTOG

GLUVOAIKY] Kol GVYKPLTiKn a&loAdynomn g Asttovpyiog tov I'papeiov OEY kot g
oLVOLACUO pE TNV aloAdYNoN TOV yOPdV, TV 0PYEV®OGT, GUCTUGCT], OVOGTOAN 1|
KOTAPYNOT) TOVG,

ovvheTikn Tapovciaomn TV oWV dpactnprotitev g B' Tevikhg A/vong

H B1 AwrtBvvon cvoppetéyel oe Ouddec Epyaciog yio v vrootipién tov €pyov g

Awmnovpyikng Emrtpomig ESwotpéperog. 10 mhaicio avtd €xer avordPer

dwyeipion tov Kowov Hueporoyiov Apdcewv EEmotpépelag, to omoio, e mpadtn

eaon, meprapPaver tic Apdoelrs EEmotpéperog mov avorapPavovv, emnoing,

téooepic kpatwkol popeic (YIIEE, YITAAT, EOT kot ENTERPRISE GREECE).

I1. Tpqpo Hiektpovikig Atayeiprong IIinpogoprov:

I1I.

Aertovpyion g  Awdwktvokng IToAng AGORA  (ocvykévipwomn, €leyyoq,
a&loAoynon, dlaElp1on Kot avEapTnoT 01IKOVOUIK®OVY, EUTOPIKMY, KOVOVIGTIKOV Kol
EMYEIPNUATIKOV TANPOPOPL®dV oV Ttpoépyoviat and to I'papeia OEY kot dAlovg
Beopkovg popeic),

Kataypoen, eneEepyacio kot avéptnon oto onudcto nuepoidyo tov AGORA
10V cVVoAKo gtoov [Ipoypappatiopod Apdoewv EEwotpépeiag tov I'pagpeimv
OEY og cuvdptnon e ToV TPOYPUUUATIGUO dPACEDMV KPATIKMY KOl TOPOYMYIKMOV
QOPEMV KOl T GLVAKOAOLOT| EMKALPOTOINGT VTOD KATEH TNV OEPKELD TOV £TOVG,.
Tpuqpo A&oriéynone, Eronteiog & Xvvroviopod I'pageiov OEY:

eCaopdiion g opbng epappoyns, amd to Ipapsioc OEY, tov Zvotiuatog
Awyeipiong ITowdtrog,

Kot dtayeipion, aglomoinon Kot avafaduion tov.
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NpwtoBoulia AdpLatikig Kat loviou

Opyaviopog Owovouiking Zuvepyaoiag Eugeivou
Novrou (OZEN): 12 Kpdtn

OeopobetBnke otn  Awdokeyn yw TV
Avamrtuén kot Aoparela tng ASpLATIKAG KAl TOU
loviou (Avkova, 19-20 Mdiou 2002) amd Toug
YroupyoUg E€wtepikwv tng ItaAiag, NG
EM\adog, 1tng  AABaviag, Ttn¢ Booviag-
EpleyoBivng, tng Kpoartiag kat tng AoPeviag,
Mapovtog kol Tou TOte MMpoédpou NG
Eupwnaiknig Emtpornng Prodi.

H Opoomovéiakn Anpokpatia ™me
MNnouykoohaBiog mpooxwpnoe to NoéuBpLo Tou
6lov €toug. Znpepa cuppetexouv otnv M.ALL
UE EeXwPLOTEC OVTLTIPOCWTTELEG 10
MaupoBouvio kat n ZepBia.

H Altaknpuén tng Avkovag (Ancona Declaration)
Bétet TO mAaiolo  SlaPolAsuong ko
ouvepyoolag TWV OCUPUETEXOVTIWY KPATWVY,
oTouC  Topelc:  olkovoplog, — Touplopou,
MeTadopwy Kal TEXVIKAG Bonbelag, BLwotung
avantuéng kal npootaciag tou meptBaiiovrog,
TaLSELOG, TTOALTIOMOU KOl ETMLOTAKNG, KABwG Kot
KOTATIOAEUNONG TOU OPYAVWHEVOU EYKANATOC.
ITouG TOMelc auToUg AsltoupyoUV OPASES
epyoociag mou ovopdalovtol  «ITPOYYUAEC
Tpameleg».

H Sldpkela tng kdBe mpoedplag sival éva (1)
£T0C Kal Katd tnv Sldpkela TnG Aaupavouv
Xwpa cuvavtnoels Twv YPnAwv Aflwpatolxwyv
KoL  Twv  Ymoupywv  E¢wteplkkwv  Twv
CUUUETEXOUOWY XWPWV.

16pUBNKe TOo 1992 WG ATUTn TIPWTOBOUALL KoL
HeTeEEAXONKe o SLEBV] OLKOVOULKO OpYyaVvLIOUO,
pe €6pa tnv KwvotavtwoumoAn, tTnv 1n Maiou
1999, 6mou T€BNnKe o€ LoYU 0 XAPTNnG Tou.

2tov OZENM cuppetéxouv 12 KpATn TNG EUPUTEPNG
meploxng tou Eufelvou Movtou: Alepumaitiav,
AABavia, Appevia, Boulyapia, Fewpyia, EAAGda,
MoAbaBia, Oukpavia, Poupavia, Pwolkn
Ouoomnovéia, ZepBia kat Toupkia.

Napatnpntég:

Alyunttog, Avuotpia, [oAAla, Tepupavia, HMA,
lopanA, ItaAia, Kpoatia, Asukopwoia, MoAwvia,
JhoBakia, Toexiky Anuokpatia, Tuvnola kal
Eupwnaikn Emttponny.

Kpatn «topeakol eTalpikol SLaAdyou»:
Bpetavia, lanmwvia, lopdavia, lpdv, N. Kopéa,
MaupoBouvio, Ouyyapia, ZAoBevia.

H Mpoedpia tou OpyaviopoU aokeltal ek
nepitponig amd ta K-M tou OZEM. H EAAGSa
aoknoe tnv [MMpoedplia Tou Opyaviopou TO
deltepo e€aunvo 2010.

H EMaGda eival o kupldtepog xpnuatodotng tou
OpyaviopoU Kal TwV CUVOESEUEVWV CWUATWY
Tou, KalL n ouvelodpopd NG auénbnke akopa
TEPLOOOTEPO e TNV £vapén Aeltoupyiag Ttou
EMnvikoU AvamtuélokoU Tapeiou OZEM, tnv 1n
NoeuBpiou 2009.
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Appodidotreg ™ B6 AevBuvong Aebvov Owovopkov B6
Opyavioumv, Nopopotikdv Yrodécewv, Atolnuiboenv & AIEONEIZ

, . . OIKONOMIKOI
Ewwov Bepdrov etvar: OPTANIZMOI

- H dwyeipion Ogpdtov  mov  agopovv  diebveig
OTKOVOUIKOVG 0PYAVIGUOVS KO 1] EKTPOGMTNGCT TNG YDPOS LG GE OVTOVG.

- Ot moAvpepeic owovoukée cupuPdoels Kot ovuemvieg, Kabdg Kot kdbe €idovg
OTKOVO UK GUVEDPLOL 1] OLOCKEYELS.

- H ovykévipwon, emefepyacio, peAétn kot a&lOmOinom  TANPOEOPIOV OV
AVOPEPOVTUL GTIG OPOUGTNPLOTNTEG NEBVAOV OTKOVOUIKOV OPYOUVIGUAV.

- Ymoynouotreg o€ d1eBveig 01KoVOIKOVG OPYOVIGLOVG.

- H evnuépwon vrovpyeiov, vanpecidv Kot 0pyavIGUOV Yo Oépata Tov apopovv
o€ d1ebveic okovokoHg 0pyavIGHOVG.

- H mapaxorovdnon mg dpactnpidttag tov I[aykocuiov Opyaviopod Epmopiov.

- H mapakorotOnon tov dpactnplotitov tov AteBvoig Navtilokod Opyavicuoo,
o€ ovvepyooio pe o Ymovpyeio Epmopucng Navtidiog.

- Amoumoerg EAMpvov vinkoov amd EEveg kuPepviocelg Yo amolnUidGES TOV
TPOKLTTOVV 0td {NUIEG TOV LIESTNGAV, AOY® EVEPYELDV 1) LETPOV TOVC.

- Khinpodomuata, dwpeég kot ewo@opéc vrép tov EAAnvikod Anupociov amd
"EAMveg tov e€mtepko.

- Ofuoto KOWOVIKNG Ao@AMONG EAMVOV TOV EMTEPTKOVD.

H B7 Awev0vvon:

—  mapakolovdel T1g d1e0velg evepyelokég eEeMEeLS Yl L)

ENEPI'EIA
10 TETPEAAIO, TO PLGIKO aéplo (Kuping Tig 0dedoelg | KAIMATIKH AAAATH

TETPEAAAYOYDOV 1 OYOYDV QLGIKOD 0EPIOV) TNV NAEKTPIKN KOL TIG OVOVEDCLES
TNYEG EVEPYELNG,

— Kot ovvemkovpel Yrnovpyeio Tepiariovtog, Evépyetag kar Khpotikng AAhoyng
(YIIEKA) og oyetikd {nmupata, kabdg kot kpotwkohs 1 dAlovg gpopelg, mov

OpACTNPLOTOOVVTOL GTOV EVEPYELNKO TOUE.

MB
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H B8 Awev0Ovvon civor appodia yioo v vrootpién

B8
avamtuéng dpacTnploTNTOV TV EMMVIKOV ENIXEIPHMATIKH
, . , ANAIITYEH
EMYEPNCEMV OTIG AYOPES TOL EEMTEPIKOV.

Ot appodidmeg ™¢ katavepovtan o€ Tpia (3) Tunpoto:

1. Xvvijyopog Ayopag

- ovppovievtikng Bondetag mpog TIc EMANVIKEG EMYEPNOELS LE GTOYO TN oTHPIEN
™G EMANVIKNG EMYEPNUATIKOTNTOG OTIS d1eBvelg ayopéc,

- eVNUEPMOT Kot OIEVKOAVLVOT) TOV EAANVIKOV ETLXEIPNCE®V Y10 TPOSPocn o€
EVPOTOTKA Ko d1EBVT YPNUATOSOTIKE TPOYPALLOTAL,

- KOTOypa®n TPOPANUATOV TOL OVTILETOTILOVV 01 EAANVIKEG EMYEIPTOELS OTIG
ayop£c Tov eEMTEPIKOD, Kot 6TNPIEN TOVG GE GLVEPYOGTO LE TIC TPECPEVTIKEG, TIG
nmpoevikég Apyég ko ta I'pageio OEY.

2. Aopyavmon) ETLYEPNRATIKAOV 0TOGTOADYV

- 010pydvmoT Kol GLVTOVICUOG EMYEPNUATIKOV OTOGTOAMV HE TNV gukoupio
EMONUOV EMOKEYEWDV TNG TOAMTIKNG Nyesioc Tov YIIEE oto eEmtepiko,

—  OLVTIOVIGUOG TOV EMYEPNUATIKOV OTOGTOADYV, TOL S0PYUVAOVOVTOL Ad GAAOVG
OMUOGIOVG 1 WOIMTIKOVS ETLYEPTLOTIKOVG POPEILS.

3. Eknaidocvong kot Empopomong

Awpydvoon cepvapiov, o€ cuvepyacio pe T AmAopoatiky] Akodnuio:

v vroAAnAovg e B IN'evikng AevBovvong,

v o oteréyn Tov ['paeeiov OEY,

Y10t 6GTOVOACTEG TNG ATAMUOTIKNG Akadnuiog og OEpaTo 01KOVO UIKNG SITAMUATIOR.
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O otoy01 TG NaAlkiig Owovopikig Avrhopotiog®’

La diplomatie économique : une priorité politique
La promotion des intéréts économiques de la France constitue 1’'une des missions
principales du ministére de 1’Europe et des affaires étrangéres, en France et dans le
réseau, et de I’opérateur Business France.
La diplomatie économique francaise poursuit plusieurs objectifs :
> soutenir nos entreprises a exporter sur les marchés extérieurs ;
» attirer vers notre pays des investissements étrangers créateurs d’emplois ;
> adapter le cadre de régulation européen et international a nos intéréts
économiques defensifs et offensifs ;
» faire connaitre le dynamisme de nos entreprises et notamment nos startups.
Les ministres sont pleinement investis dans cette mission et traitent du sujet

économique a chacun de leurs déplacements.

Le ministre de I’Europe et des affaires étrangeres a fait de la diplomatie
¢économique une priorité forte de son action. C’est a ce titre qu’a été créée, a compter
du ler mars 2013, une direction des entreprises et de 1’économie internationale,
rebaptisée direction de la Diplomatie économique depuis le ler janvier 2019. Cette
Direction, compétente également pour la promotion du tourisme, constitue le point
d’entrée au ministére pour les entreprises, grands groupes comme PME. Elle s’assure
que leurs intéréts sont bien pris en compte a 1’occasion des négociations susceptibles
d’avoir un impact sur leurs activités, en particulier sur les sujets liés a la régulation
économique internationale.

Cette « diplomatie d’influence » ne se limite pas aux seuls acteurs
économiques puisqu’elle mobilise aussi les services scientifiques, techniques ou
culturels, les services responsables des politiques de développement ainsi que notre

expertise francaise a 1’étranger via I’opérateur de 1’Etat, Expertise France.

3 Emionun 1otocehida F'adlkod Yrovpysiov EEotepikdv,
https://www.diplomatie.gouv.fr/fr/politique-etrangere-de-la-france/diplomatie-economique-
et-commerce-exterieur/

MB
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La direction de la diplomatie économique

Cette direction contribue pour le compte du ministére, avec les autres directions du
ministére et les autres administrations concernées, a la définition et a la mise en ceuvre
coordonnée de la diplomatie économique de la France. Elle pilote a ce titre le suivi
sectoriel des entreprises a 1I’export. Elle coordonne les travaux des personnalités
chargées de fédérer les secteurs prioritaires a 1’export et apporte son soutien auX
directions géographiques qui appuient I’action des représentants spéciaux pour la
diplomatie économique. Elle assure la tutelle des opérateurs intervenant en matiére de
diplomatie économique (Business France) et de promotion du tourisme (Atout
France). Elle soutient le développement international des entreprises francaises et
participe au renforcement de I’attractivité de la France pour les acteurs économiques
internationaux. Elle contribue a I’analyse économique de la mondialisation ainsi qu’a
la définition, au niveau européen et international, de sa regulation et de sa

gouvernance.

La diplomatie économique dans le domaine «sécurité-défense»

En juin 2014, la Direction de la Coopération de Sécurité et de Deéfense intégrait
pleinement cette stratégie a son niveau, en créant la Section Liaison Entreprises
(SLE). Elle est I'interlocuteur privilégié¢ des partenaires économiques du MEAE dans
le cadre du volet « sécurité-défense » de la coopération francaise.

Son objectif est de soutenir les entreprises francaises du domaine «sécurité-
défense» dans leurs activités d’exportation en leur faisant bénéficier du réseau de
coopérants et d’experts de la DCSD présents dans le monde entier.

Pour exercer ses missions, la SLE s’est notamment dotée de deux nouveaux
outils : le Référentiel entreprises, recensant les offres et implantations de I’ensemble
des entreprises francaises, diffusé dans au sein du réseau diplomatique, et le Pacte de
coopération, nouvel instrument technique et juridique destiné a développer et

formaliser le lien aux entreprises.
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Le rble des réseaux de coopération culturelle, scientifique et technique dans la
diplomatie économique

Le ministére de I’Europe et des Affaires étrangéres dispose a 1’étranger d’un large
réseau de services et d’établissements culturels frangais. Il s’appuie sur ce réseau afin
de promouvoir la diplomatie économique frangaise.

Une attention particuliére est ainsi portée au renforcement des liens entre notre
action culturelle et nos intéréts économiques: mécénat, partenariats entre des
entreprises et I’Institut Francais, amélioration des synergies entre grands événements
de communication culturelle et enjeux de communication locale de nos entreprises.

La France souhaite faire évoluer ses dispositifs de coopération scientifique et
technique. Au-dela de la veille scientifique, elle s’organise pour relier les poles de

.....

coopérations économiques : projets de R&D conjoints, "joint-ventures” (coentreprise).

LA AUIT lE’\V]
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142

H opyavoon g Avotpraxig Owovopikng Authopatiog

file:///C:/Users/Andreas/Downloads/1611-1602-1-PB.pdf

Foreign Trade Promotion. The pillars of Austrian foreign trade®

The share of trade with third countries has been increasing in terms of both imports

and exports over the past few years. The Ministry for Europe, Integration and Foreign

Affairs and the Austrian diplomatic missions support Austria's economy in its foreign

trade relations. In 2013, trade with third countries accounted for 28.9% of all Austrian

imports and 31.2% of Austrian exports. The most important export partners are the

United States of America, Switzerland, the Russian Federation, China and Japan.

» Imports. Austria’s ten most important trading partners: Germany, Italy,
Switzerland, China, Czech Republic, USA, France, Hungary, the Netherlands and
Russia.

» Exports. Austria’s ten most important trading partners: Germany, Italy, USA,
Switzerland, France, Czech Republic, Hungary, Poland, UK and Russian
Federation.

» Austrian direct investment in third countries is also increasing.

> Investment Protection. When the Lisbon Treaty came into effect, the competence
for concluding agreements on direct investments passed to the EU. EU member
states are, however, still able to conclude bilateral investment protection
agreements if there is no respective EU agreement. In order to support Austrian
companies in their investment ventures abroad and to create favourable conditions
for mastering any risks that might occur, it is very important to Austria to
conclude national bilateral agreements with its trading partners on the promotion
and protection of investments. Sixty three (63) Austrian investment protection
agreements are currently in force. In new negotiations (that have to be approved
by the European Commission), the Ministry for Europe, Integration and Foreign
Affairs which conducts the negotiations focuses mainly on those countries that
are of greatest importance as business partners or future markets for Austrian

companies. In doing so, the Ministry cooperates closely with the Ministry of

® Opoomovdioxd Yrovpysio EEntepikcav & Evpomoikdv yécemv e Avotpiog,
EMioN N 10TOCEAMO AL
https://www.bmeia.gv.at/en/european-foreign-policy/foreign-trade-promotion/
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Science, Research and Economy and the Austrian Economic Chamber. Since
2008, all negotiations are based on a model text adopted by the Federal
Government on 30 January 2008 after an all-encompassing participatory process
with the involvement of the social partners and academic experts. In European
and international comparison, the text is considered a state-of-the-art role model
agreement. The agreement covers requests made by representatives of the
Austrian economy and also states that foreign investment of companies must
comply with international human rights, labour and environmental standards in a
responsible manner as well as with the international anti-corruption standards.

» Export Control. The Ministry for European and International Affairs strives at all
times to promote Austria's foreign trade. The Austrian diplomatic missions and
the foreign trade centres of the Austrian Economic Chamber support export
promotion. At home, the Ministry for European and International Affairs often
takes on the role of coordinator and is involved in cooperation with both the
Economic Chamber and the Federation of Austrian Industry. The Ministry for
European and International Affairs and the Austrian diplomatic missions support
projects of Austrian companies and contribute their share to promoting Austria as
a place of business and support activities for Austria as a tourist destination.

Due to the increasing importance of markets outside the EU, Austria has launched
an internationalization initiative (g0 International”) with the aim of promoting

Austrian exports to markets of the future (e.g. exports to Asia and Latin America).

ADVANTAGE AUSTRIA with its about 100 offices in over 70 countries,
provides a broad range of intelligence and business development services for both
Austrian companies and their international business partners. Around 800
employees and 35 consultants around the world can assist you in locating
Austrian suppliers and business partners. We organize about 1,200 events every
year to bring business contacts together. Other services provided by
ADVANTAGE AUSTRIA offices range from introductions to Austrian
companies looking for importers, distributors or agents to providing in-depth
information on Austria as a business location and assistance in entering the
Austrian market.

video, https://www.advantageaustria.org/international/index.en.html

MM
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The Sustainable Trade Initiative: H otpoatnyua) Tng Olovdiog®

Climate change, deforestation and poverty are global issues that go beyond the reach
of single companies or governments; it takes public-private cooperation to solve them.

IDH, The Sustainable Trade Initiative brings governments, companies, CSOs
and financiers together in action driven coalitions. We orchestrate the powers of law,
of entrepreneurship and investments to work together to create solutions for global
sustainability issues at scale.

Sector by sector and region by region we create, (co)finance and implement
sustainable action plans. These plans can vary from working with the governments of
Cote Divoire and Ghana and large cocoa companies to end deforestation, to investing
with coffee companies and financiers in better livelihoods for hundred thousands of
coffee farmers. All our plans and approaches start from a vision that sustainable
impact will only last when there is a market and a viable business case for both
(smallholder) producers as well as traders, buyers, financiers etc... to drive
sustainability from niche to norm at scale.

In 2018 we reached over 2,7 million smallholder farmers of tropical food and
cash crops in multiple sectors to improve their livelihoods. We worked with numerous
plantations to close the living wage gap of over 50.000 workers in Malawi alone. We
delinked commodity productions from deforestation in Africa, Latin America and
Asia, bringing millions of hectares of land under sustainable production. And
increased the demand for sustainable products globally.

We apply innovative, business driven approaches to create new jobs,
sustainable industries and new business models to have large scale positive impact on
(e.g.) climate change, deforestation, gender, living wages and living incomes, which
will help reaching the Sustainable Development Goals by 2030.

IDH is supported and endorsed by multiple European governments, including
our institutional donors: BUZA (The Netherlands) SECO (Switzerland) and DANIDA
(Denmark). Other donors and funders are (e.g.) NICFI (Norway). DFID (UK),
USAID (US), Rockefeller, and the Bill & Melinda Gates Foundation.

% https://www.idhsustainabletrade.com/about-idh/
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We work in multiple sectors and landscapes in Africa, Asia and Latin America
with over 600 companies, CSOs, financial institutions, producer organizations and
governments towards sustainable production and trade. Sustainable market demand is
one of the key driver for change, so we work with our partners in Europe, Asia, Africa
and Latin America also on increasing sustainable market demand and market share.

We monitor and evaluate our progress annually and report our results both per
impact area as well as in our annual reports.

Team

The IDH headquarters is situated in Utrecht, The Netherlands, with international
offices in Brazil, Cote d'lvoire, Ethiopia, India, Indonesia, Kenya, Liberia, Malawi,
Nigeria, South Africa, Tanzania and Vietnam.

Our value proposition

IDH’s mission is built upon three core values: convening, co-financing and learning
& innovating. We convene public-private partnerships to jointly set ambitious targets
and formulate co-investment plans that unlock scaling of sustainable production &

trade to deliver large scale impact on the Sustainable Development Goals.

» Convening. IDH brings public private stakeholders together, building trust,
aligning different interests and creating common language and understanding of
the most pressing sustainability issues in a sector or a region. Like in the Cocoa &
Forest Initiative where we bring the top cocoa producing country governments
and the majority of cocoa buying companies together in a coalition to halt
deforestation. Or in our Malawi tea 2020 program where we bring a coalition of
tea buyers, CSOs, Malawian tea producers, and trade unions together to work
towards living wages. We co-design and drive ambitious sustainable action plans,
monitor progress to deliver large scale, systemic and sustainable change in
production regions.

In consuming markets, we build coalitions of buyers to increase sustainable
market demand. Like in Fruits & Vegetables where a coalition of traders, buyers
and retailers drove the sustainable market share for tropical fruits and vegetables
in Europe to nearly 80%. Multiple coalitions and covenants in cocoa, bananas,
soy, aquaculture, palm oil and timber work under the umbrella of IDH step by
step towards 100% sustainable imports. IDH also initiated multiple national and

global sector platforms, like the GCP in coffee Next to bringing public private
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partners together in sectors, we convene stakeholders in producing regions. In
West-Kalimantan, Indonesia we have built a coalition of local communities, palm
oil producers and regional governments that implements a PPl Compact, a
contracted plan to improve sustainable Production, Protection of valuable nature
areas and Inclusion of local forest dependent communities, in this case to help
project adjacent forests and develop alternative livelihoods.

In the Mato Grosso in Brazil, Aceh, Indonesia and many more regions to come
we connect areas with a PPl Compact to international buyers. Linking companies
to regional coalitions can eventually lead to verified sourcing areas (VSAS) a new
model that we are currently testing.

» Co-financing

We co-finance testing (and analyzing) new sustainable business models in sectors
and landscapes. A strict rule is that companies need to cover at least 50% of the
costs. We make sure we only co-fund innovative approaches that have a strong
social and environmental added value: we don’t fund business as usual and our
investments must stretch the public good agenda of companies. Co-funding
programs and projects trigger other investors to step in. Through our co-financing
strategies we leverage millions of private investments every year. More recently
we developed an innovative finance approach. Through the Farmfit Fund we de-
risk private investments of companies and other investors in smallholder farmers.
By taking a risk of max 25% we trigger investments in smallholders that would
otherwise perceived as being too risky. When smallholders get loans, improve
their profitability and build a financial track record, banks and other finance
providers will be able to offer them more fitting financial products, making
smallholder farmers a new asset class. Farmfit Business Support analyzes and
improves smallholder farmer engagement models of companies, to make them
investable. Together with the Fund, they form the technical assistance and
investment arm of IDH. An example of the kind of investments we hope to
organize in the near future, is the investment deal with Neuman Kaffee Gruppe to
improve the livelihoods of over 3000,000 smallholder coffee farmers in East
Africa.
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Learning and innovating. Through prototyping we adapt, learn and innovate our
approaches to make them more cost efficient, economically viable, scalable and
ready to be embedded and institutionalized by others. We publish insight reports,
monitor progress and commission frequently 3rd party impact research.

We pilot approaches with individual companies and share the learnings with our
program partners and sector platforms to accelerate sustainable production and
trade.

We gather insights from experts that help us design, and disseminate our
experiences and learning through publications, key notes, webinars and
workshops. We have a special part of our website dedicated to learning and
impact research

Finally, our Farmfit Intelligence Center shares the insights and best practices of

the Farmfit Fund and Farmfit Business Support.

AN

Is It the A
Netherlands o

HOLLAND
or Holland ?

* The Netherlands has 12 provinces

» Holland makes up two provinces

» Amsterdam is the capital
of the Netherlands
AN

UWANAA
savvy

THE NETHERLANDS




ITAAIA

148

Ease of doing business

51st

out of 190 countries

(World Bank 2019)

Business languages

Iltalian

You may need a translator

GDP per capita

€31,500

(2018, IMF)

Currency

Euro

Economic growth

0.9%
(2018, IMF)
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Italy is one of Greece’s closest trading partners and biggest export markets, and
presents significant opportunities for Greek businesses. There is demand for defence,
cyber security, aerospace and engineering skills. Trade with the city of Milan and the

surrounding region is especially strong.

ESAFOQTES = 2019 2017 W 2019 2018 2017

1 ItoAia 3.7 3,5 3 Feppavia 6,1 5,8 5,2

2 Tlepupavia 2,3 2.1 2 45 4

Focus on innovation

Italy’s industrial strategy creates opportunities in innovative industries like cyber
security, digital transformation and life sciences. In 2019 the government will launch
a national artificial intelligence strategy to promote investment.

Strong relationship
Greece businesses are very important to Italy, and investors are committed to their

Greek projects. There is an appreciation for Greek quality consumer goods.

Growing trade exchange
Total trade between Greece and Italy reached €8 billion in 2019. The northern region
of Lombardy is particularly important to the Italian economy, and trade between

Greece and Lombardy has been growing in recent years.



150

Opportunities for exporters (UK Trade Analysis)
Italy is one of our largest export markets. There is high demand for skills in
technology and engineering.

1.Cyber security is a growing area in Italy.

» Demand for specialist skills. Research and innovation are very important in
Italian industry. With high levels of research and development spending, there is
strong demand for new digital skills and business models.

» Cyber security market. Italy’s cyber security market is growing and a high
priority for the country. It is a key part of the country's digital transformation

strategy.

2. Health & Life Sciences

The Italian National Health System (SSN) is going through reform and modernisation

to take on the challenges of an ageing population. The focus on prevention and

outpatient care creates public and private sector opportunities.

» Modernising healthcare. There is a market for medical devices and e-health
applications as part of Italy’s drive to create a more modern health service.

> Prevention and ageing. Innovative aids for older and disabled people are a
growing priority. Prevention is becoming a bigger focus, and products and
services in this area are in demand.

> Digital health. A national plan to make public services more digital is driving
innovation. There is demand for technologies to improve services, limit

inefficiency and reduce regional differences.

3. Aerospace & Engineering
The Italian aerospace industry is one of the largest in the world. Aerospace and
advanced engineering are priority sectors for imports.
» History and innovation
Italy hosts both large, established aerospace companies with strong supply chains,
and innovative smaller businesses. The country has played an important part in

aircraft development projects, including Airbus and Dreamliner.

MB
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Ennopro®

Ellnvikéc e€aymyés oty Italria

2017 2018 Metafoin
oty adia

2ymero Aéila % oTo Aéia % oto

KXO0 ovvodo ovUvodo
27 OpukTa Koo AdSia 735.443.905 24,0 | 774.269.413 22,3 5,3
15 EAatdAado 285.165.925 9,3 | 381.755.514 11,0 33,9
76 Alovpivio, Tpoidovta 346.855.944 11,3 | 348.335.075 10,0 0,4
84 Mnxavés AEpnTes 265.598.761 8,7 | 302.085.064 8,7 13,7
03 Yapia 259.275.931 8,5 | 253.597.650 7,3 -2,2
04 I'dAa YOAQKTOKOMIKA 103.290.043 3,4 | 113.737.470 3,3 10,1
74 XaAkog, TpoiovTa 85.624.329 2,8 | 109.716.825 3,2 28,1
39 [MAaoTikég VAEG TTpoidVTA 101.699.676 3,3| 97.267.823 2,8 -4,4
30 dappoka 79.092.143 2,6 | 76.518.957 2,2 -3,3

AvEnon tov eaymyav, pe eEaipeon to yapla
Xopic Ta metperatocdn, n adénon tov eayoyov dwapopeavetar oto 11,4% (amd
13,5%). Movn e€aipeon 1o yapa (KEO 03) mov kotoypdeovv peimon yio tpitn

GLVEYOLLEVN YPOVIAL.

E&aywyég EAaioradov
H Betucn ewovo tov ednvikov eoyoyov mpog v Itadio to 2018 ogeiietan

TPOTICTMOG GTNV EVIVRIOGLOKT avénot (nepimov 34%) elotorddov.

E&aywyéc miektdv, NAeKTPIKNG EVEPYELOG, EMPOTIKOV TAOTWV

[Tépav ¢ mpoavapepbeicag mopeing Tov eEaymY®V EAAOAAOOV, OAES OL CTLLOVTIKES
eCayoyués Kotnyopieg onpeimwcav adénon. Ot peldoels tov eEoywydv 6e EAPUIKO
(KZO 30) ko mhootikég vieg (KXO 39) xpivoviar g dwopboticés apov to 2017
elyav kataypayel onuavtikny avénon évavtt tov 2016, ko oe Kabe mepintwon sivar
axopa peyoivtepeg omd ekeiveg tov 2015. A&oonueiot eivoar m mopeia TV
eCayoydv TV TAEKTOV evoupdtov Kot cvpuminpopdtov tovg (KEO 61) ko
EVOLUATOV Kot GUUTANPOUATOV GAL®V TANY TAekT®V (KXO 62), apol kataypdpovv
avénon yio tpitn cvveyduevn ypovid. Emiong eppaviCovror dvvapikd ot e&oywyég
niektpikng evépyewng (KO 2716) ko emPatikadv mhoiov (KXO 8901), katnyopieg

Yo TG omoieg pévet vo amodetybel edv stvon evkarplaxés ot e&aywy£ég Tovg.

“ I'pageio OEY oy Itaiia (2019). Enjoia Exfeon.
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E&aymyég ovykevipopéves o 5 €ion - Eloaywmyég dtapopomonpéveg

Ot edMnvikég eayoyéc omv Itokio eakolovbodv va mapovoidlovv eopetikd
peydro Pabud cuykévipmong, aeob ot TEVTE (5) oNUAVTIKOTEPEG SIYNOLES KOTNYOPIES
TPOIOVTIOV avTImpoc®nevovy 10 59,3% tov cuvorov tav eEaymyav, Evavtt 61,8% to
2017. Amevavtiog ot 1wolkég eSaymyég mPog TV YOPO Hog dlakpivovior yo tnv

£vtovn dpopoToincn Toue.

[Mapdyovteg eEoyoydv: T e1l60OMUATOG Kot T KOATACKEVDV

Inuaviikol wapdayovteg oty e£EMEN tov eaywydv poag mpog v ItoMa etvan n
e€EMEN tov AEIL g ydpog Kot cuvae®dg TNG oyopOsTIKNG OUVOUNG TOV HEGOL
ItoAob xotavalmtn), oAAd Kol 1 Topeion TOL KAAOOV TOV KOTAGKELADV. ZOUP®VO, LUE
npocwpwvd otoyyeion To AEIl g Itoiiog to 2018 avénbnke 0,9%, 10 dwbéoyio
glooonuo tov péoov Itarod avénbnke 1,6% wxor 1 owodoulKy| dpacTNPOTNT
napovcioce avamtuén, oeov eKTIHATOL OTL 1) EMPAVEIL VEOOUNT®V KOTOKUDYV
avéndnke to 2017 xatd 11% mepimov oe oyéomn pe 2016 Kot TV AOWOV 1N OTKLOKOV

YOpoV Katd 29%.

Market Data Shows Italians are Crazy About Greek

[Tpoomtikég Yogurt
(https://eu.greekreporter.com/2016/12/30/market-data-
KPAXI 1
shows-italians-are-crazy-about-greek-yogurt/)

POAAKINA

BEPYKOKKA The traditional Greek-style yogurt has mfad_e a splash.in
many European markets, according to official data which

POAIA states that yogurt is Greece’s eighth biggest export in 2015.

AAOH In recent years, many Greek labels of yogurt have made their

way to the Italian market specifically and into the

EAIEX & mpoiovta | households of Italians with much success.

MEAI & mipoiova The country’s first yogurt company to export to Italy, Fage,
reported a 13.2 percent annual growth in the value of its

MITYPA products over the first nine months of 2016 and a growth of
STAGIAA volume in the market of_14.1_ percent. _

Now brands such as Kri Kri and Dodoni, Mevgal, Olympos
KOPIN®IAKH and Farma Koukaki are all finding much success in the
KPOKOSX. Italian yogurt market as well.

Part of the reason for the success of Greek yogurt in Italy is
that Italians are very health conscious and eat foods with a
minimum amount of synthetic ingredients and preservatives.

MB
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Tovprotikéc a@iterc otnv EALGOG amo TV [ToAia

2014 2015 2016 2017 2018
Aopiteic and v Itario oty EAAGSa | 1.024.800 | 1.196.600 | 1.159.800 | 1.204.100 | 1.667.200
[Tocootd 6T0 GUVOLO TOV 0PIEE®V 55 6,7 6,0 5,6 5,0
MetofoAn % +13,2 +16,6 -3,1% +3,8 +38,5

I[Inyn: Tpdrela g EALGSOC

[Tpoomtucéc

[ATPIKOZ & IAMATIKOX TOYPIZEMOZ

Interreg Greece-Italy

European Regional Development Fund

In Med Tour — Innovative Medical Tourism Strategy

Health tourism: an innovative touristic product between Greece and Italy

InMed-Tour — “Innovative Medical Tourism Strategy” promotes an innovative and
increasing kind of tourism called “health tourism”, which consists of associating
health travel with the opportunity to enjoy the beauties of the area you visit, through a
touristic package that takes into account the needs of the patient and his partner.

The so-called "medical” tourism represents an innovative touristic offer,
because it gives the possibility for the relatives of those who are sick, to enjoy the
area by considering the needs of patients and tourists.

The project will deliver a cross-border effort for bringing together the health
and research industries with the local enterprises, through the creation of a modern e-
Cluster, where medical information from both countries will be stored for the
exchange of know-how and good practices.

The cross-border area faces economic decline and high unemployment. Many
of the businesses in the cross-border area are economically challenged. This is partly
caused due to the lack of cooperation between business and research/educational

institutions and thus, the lack of innovative actions. Enterprises providing medical,

MB
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dental medical rehabilitation, accommodation, SPA and wellness, travel and leisure,
medical facilitation and other services do not have sufficient cooperation with
research units and as a result, lack access to innovation. Therefore, the area remains as
“Low-Tech”. However, the cross-border region possesses a large variety of research
institutions and universities, which could offer innovative services to economically
challenged businesses in order to help them develop. Along with the development of
the ICT sector in the cross-border area, the businesses will be able to use innovation
in order to upgrade their services and products.

This cooperation will also lead to a new touristic product, Health Tourism,
which is the process of travelling outside the country of residence in order to receive
medical treatment. Health tourism will have a considerable benefit for the cross-
border area, since it can combat the seasonality of tourism. Furthermore, through the
creation of a platform “e-Cluster”, it will bring together local businesses with health
and research industries with a common base for storing medical information. An e-
Tour Facilitator will also be developed, which focuses on the patients and tourists, by
offering them matching services for health and touristic units in order to receive the
treatment they choose. Overall, the project will deliver a whole new touristic product
with high added value bringing together research industries with enterprises and

improving their access to innovation.

IAMATIKOX TOYPIZMOX (Spa Tourism)*

The successful endeavor by anyone for a better life, the coverage of internal desires,
his particularities, the freedom to choose comprise his personal recipe for well-being.
I feel good, I'm having a good time, means that I am feeling mentally well-balanced
and | feel healthy. Because if health —in accordance with the definition prescribed in
the constitution of the World Health Organization (1946) — is “a state of complete
physical, mental and social well-being and not just the absence of an illness or a
disability”, a person can easily understand that the meaning of health is not given only
by medicine, but also by other factors such as environment, economy, work, etc, and
is based solely on a feeling of well-being.

Apart from the rare landscapes and special natural beauties, nature also endowed

Greece with springs with important therapeutic properties. Spas are part of the

* http://www.visitgreece.gr/en/leisure/wellness
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country’s national wealth, while their therapeutic properties were already known in
ancient times.

Natural therapeutic springs are found in many different places in Greece, and
the water from specific springs differs from ordinary water owing either to its high
temperature, or to the presence of rare active components.

Greece is one of the richest countries in the world in terms of natural spas.
Thermal and mineral springs appear at 850 different geographical locations.

In addition to revitalising the spirit, the large number of mineral springs in
Greece offers visitors an opportunity to receive treatment for chronic conditions in a
natural way (hydrotherapy). Ailments like arthritis and rheumatic disorders are
traditionally associated with the elderly, and therefore everyone believes that spas are
for the “therapeutic” treatment of mainly senior citizens. However, the beneficial
properties are much broader as they also benefit people of all ages. They start by
improving appearance (concerns mainly the condition of the skin) and arrive at the
more generalized feeling of relaxation and well-being.

The development of health and spa tourism in Greece has been rapid and there
is to observe a significant growth of supply and service differentiation. The forms of
hydrotherapy treatment applied in Greece are spa or mud therapy, drinking or
inhalation therapy. Fourteen (14) hydro-therapeutic centres (owned by G.N.T.O.)
annually treat around 100,000 persons, with 1,400,000 therapeutic treatments, while
dozens of other spas operated by local authorities offer modern high-quality services
to visitors. In addition, spa centers with state of the art facilities and specialized staff
can be found in the majority of the five-star hotels, while other spas can usually be
found in Athens or Thessaloniki.

Moreover, thalassotherapy is used as a combination of relaxation,
revitalisation, recreation and healing that is achieved in the ideal climatic conditions
of Greece and with the use of its excellent seawater. Natural resources are still in use
but a holistic provision of body and soul is being introduced including wide spectrum
of fitness and wellness products and services.

With one of the best climates in the world, with a unique variety of nature, as
well as one of the healthiest diets in the world, Greece is the ideal proposal for

psychological and physical health and the search for well-being!
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Engvovoerg
2013 2014 2015 2016 2017 2018
Pogg 23 13 -36 69 -130 n/a
AmoBeua 33 269 225 297 167 n/a
EMimvikég emevovoeis oty Itadria
Italkég emevovoerg oty EALGoa
2013 2014 2015 2016 2017 2018
Poég 325 195 141 121 300 n/a
Am60epa 2.251 2.305 2.502 2.689 2.989 n/a
IInyéc: Banca d’ Italia
Ekat. evpw
[Tpoomtucécg

H EALGSa 0100€1€1 TEYVOYVOGIO GTOVG KOTOTEP® TOUELS:
» ToloKToKOUIKA
»  IyxBvokaAMépyeteg
» Metamoinon aypoTikdv & aypotexvoroyio
» Metagopéc, amobnkevon, Logistics.
Evdwagpépov ITALMERCATI yio tnv avantvuén kévrpov Logistics oty I[TATPA.

Y

Lapatikog Tovpiopods, latpikég vanpeoieg & Life Sciences

» AIIE & Ilpdowvn Owovopia

IXOYOKAAAIEPTEIEX

‘Ex0Oeon tov FAO (http://www.fao.org/fishery/countrysector/naso_greece/en)

Modern aquaculture in Greece is dominated by Mediterranean marine species such as European
seabass (Dicentrarchus labrax), gilthead seabream (Sparus aurata) and Mediterranean mussels
(Mytilus galloprovinicalis). Marine fish farming was established in the early 1980s with strong
European Union (EU) support in establishing pilot-scale farms, and through the transfer of cage
technology and knowledge from salmon industries, especially those in Scotland, and rearing
technology from France and Spain. In the early 1990s, mass production was achieved after the major
zoo-technical problems for rearing these species had been solved. As a consequence, there was
exponential growth in the industry, with several crisis periods (1999-2002 and 2007-2008) inducing
extended periods of low prices mainly as a result of uncontrolled production, which reached 140 000
tonnes at the beginning of the Greek financial crisis (2008), and the lack of adequate efficient
marketing support. As of 2015, the industry entered a phase of restructuring and consolidation, with
63 companies and a production of around 110 000 tonnes. Mussel farming, after its mechanization in
the 1990s, increased its production volume in the decade following but it remained under the upper
limits of the farming capacity (35 000—40 000 tonnes gross weight). The growth of the sector is
dependent on the availability of suitable space, which is limited. Traditional lagoon aquaculture and
freshwater culture both have a limited potential capacity for expansion. Lagoon aquaculture, as a
capture-based activity, is exposed to the vulnerability of the wild stocks of fry and juveniles, and
natural conditions. Freshwater aquaculture is less suitable because of lack of freshwater sources.
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ITALMERCATI

Network of companies aimed at restoring centrality to markets and operators as the

main objective.

OBJECTIVES OF THE BUSINESS NETWORK:

— Increasing the impact of individual companies also through a unified
representation of the markets participating in the network. This also applies to
national and community institutions. All for the primary purpose of obtaining
recognition of the peculiarities and strategic function of the agri-food markets in
the national and international food and distribution chain.

— Sharing of the experiences and management, logistical and regulatory know-how
acquired by the individual companies in order to increase the competitive
potential of all participants.

— Promotion and development of specific regulation of the distribution chain and of
the traceability of agri-food products, with regard to the agri-food markets, aimed
at controlling and developing quality along the same chain, also through the
creation of specific brands and regulations, unique at the level national.

— Support for network companies and, through them, for companies established in
the markets for the purpose of acquiring quality certificates. This also in order to
homogenise the sector, at national level, with regard to quality standards.

— Promotion and development of specific regulations, primarily from a legal and
fiscal point of view, of the agri-food markets that take into account the specific
features and the public interest of the sector.

— Promotion and development of strategies aimed at obtaining synergies and
savings in favor of all network participants on the management costs of the
Markets, also by sharing the processes of purchasing goods and managing
services.

— Promotion and development of strategies aimed at obtaining savings and
synergies of revenues in favor of all network participants, including through the
introduction and development of integrated services related to logistics,
distribution and conservation of agri-food products, both in Italy and abroad, with
particular reference to the fresh product chain.

— Promotion and development of strategies aimed at obtaining better access to
credit and better credit conditions in favor of all participants in the network.
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Evépyera

O kowéc aviqyelg EALGOag ko Itariag oe Oéuato evepyelakng ac@dielog Kot
dPoPOTOINGNG TNYDV EVEPYELNS, O1 OTOlEG £YovV Papvvovca onuacio, TOGO Yo TV
neproyn nog, 6co ko v EE, amotelobv t Pdon g cvvepyaciog oe celpd TOUEMV.
H ItoAio amotedel onpavtikdtato etaipo g EAAGOOG oTov TOpén NG evEPYELNS
OCLUUETEYOVTOG OTO. TTEPLGOTEPO amd T peilovo o0 EVEPYELONKADV VITOJO UMV
apéoov eAnvikov evotapépovtog (TAP, IGI Poseidon, EastMed), evd éyel onpovtikn
TOPOVGIO. GTOV TOUEN TV EMEVOVGEMV OTI YOPO OGS YL TNV TOPUYMYY] EVEPYELNG
HECH UHEYOAMV 1TOMKAOV VEPYEWK®OV eToupeldv. Evdewktikny tov  1tolikod
EMEVOVTIKOV EVOLPEPOVTOS OTN Ydpa Lag tvor 1 eEayopd Tov 66% tov AEXDA amd
™V eVPOTAIKY Koworpa&io oty omoia M oAk Snam S.p.A. xatéyel to 60%. To
EVOLOPEPOV TOV 1TOMK®DOV ETOUPEIDV EMEKTEIVETOL KOL GTOV TOUEN TNG EPELVAG KO
expetdAievong vopoyovavOpakwv (Edison), g mapoyng euoikov aepiov (Eni oe B.
EAMGda), kaBmg kot otoug topeig g niektpikng evépyetog (Elpedison) ko tov ATIE
(ENEL Green Power).

®voko Aépro
Ta d00 onuavtikdtepa Epyo OV YopakTPilovy TNV SYEPY] EVEPYELNKT GLVEPYOGIN
givor ot ayoyoi euoikov agpiov TAP xor EastMed/IGI Poseidon. Kot tovg 800
dTpEyeL N apyn ™S €E0CPAAONG TNG EVEPYEINKNG OCPAAELNS TOV dVO YOPDOV OALAL
kot G Evpomng yevikotepo. Kot ot dvo eumnpetodv 100G OTOYOVLS TNG
SLPOPOTOINGNG TOV EVEPYEINKAOV TNYDOV Kot 0dgvcemv. Kat o1 dvo Ba cupfdriiovv
ONUOVTIKA otV avaPaduen tov evepyelokov polov EAAGSog kan Itakiog adAdd kot
OTNV YEVIKOTEPT OWKOVOUIKT] avamTtuEn tovg. To euokd aépro glvar eUMKO TPOS TO
nepPailov, cvpuPdirovioc oty enitevén twv Xtoyxmv tov OHE ywa 10 2030.
> Ayoyog EAAAAAZ-BOYAI'APIAX
Kowompa&ion AEITA (25%) wor Edison (25%) yw v vAiomoinomn tov
dwovvoetnpiov aywyod @uoikov oepiov EAAddog-BovAiyapiog (IGB). To
vorowo 50% oavrkel ot Poviyapikn Bulgarian Energy Holding. To épyo éxet
yopoaktnpiefel og Epyo Kowov Evowapépovtog (PCI)
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> AEXOA
E&ayopd 66% tov AEXZ®A. Ztov dwyoviopd mov mpoknpvée 1o TAIIIEA
(26.06.2017) v v wdANnom 100 66% 0V AEZDA, £vavtt GUVOAMKOD TYNHOTOG
535 exart. evpo 1, n evpomaikny Kowvorpasio amoTEAOVUEVN aTd TNV TAAIKY] Snam
S.p.A., o¢ emkepaing (60%), v wnavikny Enagas Internacional (20%) xot
Bedlywn Fluxys S.A.(20%), avaknpoyOnke TpoTiuntéog enevouTng.

»  Ovowod Aépro OEXXAAONIKH & OEXXAAIA
H ENI katéyet o 100% g EITA (Etaupeia [Tapoyng Aepiov) Oeccorovikng Kot
10 49% g EITA O¢oocarioc. To vmorowmo 51% avrkel oty AEITA.

Hlexktpucn Evépysra

H Edison &yetr dnuovpynoet v kowonpaiio Elpedison pe ta EAAnvikd Tletpéiana.
Xmv kowompaio cvppetéxel exaotn pe pepidro 50%. H Elpedison cvppetéyet pe
nocootd 75,8% oty etopeion Elpedison Power. Meloynewd pepidio €govv 1
Ellaktor (22,7%) wxouw m Halcor (1,5%).H Elpedison Power Aettovpyel 2 povadeg
TOPAYMYNG PELUATOC UE PLOIKO 0épro: otV Peccarovikn (400 MW) ko otn Oiopn
(420 MW).

Avaveooipeg [Inyéc Evépyelag

AVATTUEN VTTOJO UMV AVOVEDCIL®Y TNYDOV EVEPYEWNG, 10img atoAkne. H ENEL Green
Power &yl mpoPel oe enevdvoelc otov Topén TG TPdoivng evépyelag oty EAAGda,
eYKOOIoTOVTOG  OOMKEG, MALOKEC KOl LDOPONAEKTPIKEG  UOVAOEG  GULVOAKNG
dvvopkodtntag 308 MW. To mo onuovtikd enevovtikd oyédo, €300 exort., o€
ovvepyacio pe tov Opko Komehovlov, eivar 10 awoikd mapko Kagnpéa

duvapukomtog 157 MW.
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Apaozig Owovopikiic Authopariog (2018)%

10.

11.

12.

13.

14.

15.
16.

17.

IIpoPoin kpnrikng kovlivag og Owia [TpéaPn (24 Maiov 2018).

Yvvavinon pe Itorhovg a&iopoatovyovg Ymovpyeiov Owovopikng Avantuéng
vy tov aywyd ¢uoikov oaegpiov TAP kot cvvtoviopud g evepyelokig
TOMTIKNG.

Yvvavmoelg pe otedéyn TAP yo Itario yuo tqv evioyvon tov cuVToVIGUOD
TOV KOOV OPAGE®V.

YmpiEn eMnvikng mopovoiag oe €kBeon Expo Salus and Nutrition (Fiera
Roma 8-11 Noguppiov 2018)

EAMvicn cvppetoyn oe €kBeom korivviikov COSMOPROF BOLOGNA
Yvvepyooio pe etapeion Ambrosetti yioo EAANVIKY] GUVEIGQOPA GE GELVAPLO
The Outlook for the Economy and Finance.

To I'pagpeio OEY avtoamokpifnke oe 126 atnuoto EAANVIKOV ETLYEPTCEDV
KOl QOPEMV, HE LEGO YPOVO OmOKPLoNG 2 NUEPES.

Xovroén Mnvwiov Owovopukod Agltiov oe ovvepyacio pe I'pagpeio OEY
Mukévov.

Emagéc pe 1molkovg emyelpnUaTikohs QOPElG Kol ETOPEIES Y10 GUUUETOYN
ToVG o€ Oebvelg exbBéaelg mov AapPdavovy ydpa otnv EAAGSa.

[MapéuPaon vaép EAMVIKOV ETAIPEDOV Y10, OTOTANPOUY  oveEOPANT®OV
TILOAOYIWV Kol S1ELOETNON EKKPEUDYV OPEIADV.

37 avaptioelg 6to agora, Kot 86 gvépyetec mAnpopopnong KY yia owcovopikn
Kataotaon Itolioc.

Emow ékbeomn yia [tada kot Ayro Mapivo

Emyetpnpoticog Odmyog yo Itakio

Yvpperoyn oe ekdniooeg s Evoong Epnopikdv AkoAovBwv Poung kot o
GUVEDPILOL.

Xvpperoyn otig TokTikeg evnuepmcelg ECOFIN

Yvvavtioelg pe oevbovtikd otedéyn ICE, Confindustria, ENI, Ymovpyeiov
Owovopiag kot Owovopkmv

Yoppetoyn o€ nuepideg owovopkdv think-tanks.

“2 I'pageio OEY oy Itaiia (2019). Emjoia Exfeon.
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Mpotdceis Ewotpéparac®

Yvvepyaoio otov topéa ¢ mpootociag mpoioviwv IIOIVIITE. e avtd 1o
mhaiclo  kpivetar oxoémun mn  OBeopoBémon g ovvepyaciag TV Aueca
EUTAEKOEVOV POPEMV KO, 6€ KOO mepintwon, 1 exatépmbev vddeln onpeiwv
EMOPNG OTO OTOl0L Ol EVOLPEPOUEVOL UTOPOVYV VO OVAPEPOVV TEPUTTMOOELS

apopiocns ToV KOWOTIKGOV TPOPAETOUEVOV.

INa m™v ovvepyacio otov topéa TtV piKpopesaimv emyepnoewv Pdon Oa
pumopéoel va amoteléoel 10 Mynudvio Xvvepyociog petacd Enterprise Greece kot
ICE mov vmeypaon katd v emiokeymn tov k. Ztabdkn ot Poun (Oxtofplog

2016), og Ymovpydg Owovopiog kot AvarTuEng.

[Tpoxkeyévov var d1evkoAvvOel 1 SIKTO®OT Kol CLVEPYOCIO ETLYEPTCEWV GTOV
Topén NG TEYVOAOYiaG Kot Kovotopiog, mpoteiveton va dpoporoyndel n Beoukn
ocvvepyoasio apuddiwv  eopéwv mov Bo vmodeifovv ot 0vo mAevpés. H
EMYEPNUATIKT cvuvepyacio Oa umopovoe va AGPel TV HOPPN CLUUETOYDV GE
Kowompatieg, o& KOWE €PELVNTIKA TPOYpAupaTo, o ekBECES, OLVESPLQ,

Sy ®VICUOVG KAT.

Oewpeitor onuavtikd vo viomombel n Oeouikr] TAéov cuvepyosio KEVIPIK®OV

ayopmV NG YMPag pog pe tig avriotoryeg rtaiikég (OKAA-Italmercati).

Eniong ypnown Ba Ntav 1 diepevvnon duvatottov eKatépwbey GUULETOYNG GE

EUTOPIKEG EKOEGELS e ELVOTKOVG/TPOTYUNGLKOVS O POVG.

® I'pageio OEY oy Itaiia (2019). Emjoia ExOeon.
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Italy’s Soft Power*

Food for thought for Greek Economic Diplomacy

Italy has timeless cultural assets, with more UNESCO World Heritage Sites than
any other country, and an extensive and active diplomatic network. Its position as
a cultural superpower and its consistently strong polling — a reflection of the
global omnipresence of Italian cuisine and its iconic, internationally-renowned
luxury brands — mean the country’s score can shrug off weak standings in several
other sub-indices. A sharp drop in its Education sub-index is cause for concern,
and Italians will be hoping their nation leverages its rich cultural heritage to

resuscitate its faltering economy.

Strengths. Italy’s landscapes, architecture, and lifestyle will continue to draw
tourists from far and wide, while its brands and cuisine have stood the test of

time.

Weaknesses. The Government, Enterprise, and Digital sub-indices have shown
no marked increases. Political turmoil is never a precursor to a strong economy
and new data revealed that Southern Italy has the worst graduate employment
rates in the EU. Short-lived governments have little time to implement decisive
reforms and Italy will struggle to improve in these sub-indices without a period of

coalition stability.

Portland Recommends. Italy’s new governing coalition has raised hopes among
[talian business leaders who are reportedly delighted by the coalition’s new pro-
European direction. With the country’s Enterprise sub-index languishing in 25th
place, Italy’s leaders need to address the growing divide between its North and
South. The fact that Prime Minister Guiseppe Conte’s initial resignation speech
was viewed 2.5M times on Facebook underlines Italy’s scope for digital growth

too.

“ https://softpower30.com/country/italy/
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Ease of doing business

22nd

out of 190 countries, World Bank 2020

GDP per capita

€43,830
(IMF, 2019)

Currency

Euro

Business languages

German

You may need a translator

Economic growth

1.5%
2019, IMF

H Teppavia dtpeitar dwotkntikd oe 16 Opoomovowkd Kpatidw. H mpotevovca
™mg YOpos to Bepodivo, e dvo tov 3,5 exort. katoikovg, amotelel ) peyolvtepn
oe mAnBvoud moAn g Feppaviag. AxkorovBovv: Appovpyo (1,8 exart.), Mdvayo
(1,5 ekar.), Kodwvia (1,1 ekat.) kor Dpaykeovptn (730.000) katoikovg.
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Germany is the 4th largest economy in the world, highly innovative and strongly

export-oriented. The future lies in Industry 4.0.

Global Player. They are the flagships of the
economy and internationally positioned as
global players - the large German companies.
The top brands include Daimler, BMW, SAP,
Siemens, Volkswagen and Adidas. The large
German companies are traded on the Frankfurt
Stock Exchange in the German stock index
(DAX). The largest German bank is Deutsche
Bank, which is active in more than 70 countries

and employs almost 100,000 people. It is

Established in 1998, Daimler AG is a
German automotive corporation
best known for being responsible
for the Mercedes-Benz brand. It
also manages other car, bus, truck
and motorcycle brands including
Mercedes-AMG, Mercedes-
Maybach, smart, Freightliner,
Western Star, BharatBenz, Fuso,
Setra, Thomas  Built Buses,
Mercedes-Benz Bank, Mercedes-
Benz Financial, Daimler Truck
Financial, moovel, and car2go. It
employs over 275,000 people
around the world and in 2014 sold

headquartered in Frankfurt am Main, the | 2,545,985 vehicles (1,722,561 being
passenger cars). Earlier this year,
Daimler previewed a new corporate
identity at its Annual Shareholders’
Meeting and this past November
officially introduced it. No design

credit given. Most likely in-house.

leading banking location in continental Europe
with over 100 of the "top 500 banking
institutions”. The German company with the
highest with its

turnover, Volkswagen

headquarters in Wolfsburg, was the world's largest automaker in terms of sales
(before Toyota). Volkswagen is one of several brands under which Volkswagen AG
vehicles are built. The Volkswagen Group also includes Audi, Skoda, Seat, Porsche,
Bentley, Bugatti, Lamborghini, Ducati, Scania, MAN and Volkswagen commercial
vehicles. The largest German employer in the field of industrial companies is Siemens
AG with around 372,000 employees worldwide. The service providers with the
highest sales are Deutsche Telekom and Deutsche Post. Deutsche Bahn is in third
place. The tourism company TUI and Deutsche Lufthansa also belong to the top

group in the service sector.

Exports. Germany is one of the leading export nations. In 2017, goods and services
worth € 1,279 billion were exported. The foreign trade balance closed with a surplus
of 245 billion euros. The export strength is primarily based on the performance of
German industry. The manufacturing sector sells 50 percent of its products abroad. In
some industries, the volume of international business is even higher: the automotive
industry had an export share of 77.5%.
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Trade Fair Germany. With 150 international
trade fairs, Germany is an important
international marketplace for goods and goods.
Around two thirds of the world's leading trade
fairs in the individual sectors take place in

Germany. The major trade fair events include

the annual Hanover Fair, which is considered the industry's performance show, but
also the biennial International Motor Show (IAA) in Frankfurt am Main. In the field
of information technology, the CeBIT in Hanover and the International Radio
Exhibition (IFA) in Berlin (entertainment and communication electronics) are among
the leading trade fairs. The tourism industry also meets annually in Berlin for the
International Tourism Exchange (ITB). The International Green Week is a unique
exhibition of food and agriculture in Berlin. When it comes to books, the Frankfurt
Book Fair is the industry event worldwide every October. Everything at photokina in
Cologne revolves around the topic of image, image techniques and image media.

The Exhibition and Trade Fair Committee of German Industry (AUMA) is the
umbrella organization for the German trade fair industry. Its central task is to
strengthen German trade fairs in Germany and abroad. AUMA coordinates the
international trade fair activities of the German economy, including for the
approximately 225 export platforms supported by the Federal Government each year.
The organizers in the AUMA organize over 200 of their own trade fairs in important

growth regions abroad.

Creative Industry. Ingenuity and creativity are an

CREATIVE
CODE

important economic factor for Germany as a business
location. Art, film, music, fashion, media, books and
lifestyle: The contribution of the creative industries to B E R I— | N —

overall economic performance in Germany is

comparable to that of the large industrial sectors of the automobile, mechanical

engineering or chemicals.

Innovation. Corporate spending on their own research and development rose to € 62.8

billion in 2016. Vehicle construction invests a large part of the funds.
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Middle Class

The German economy is mainly characterized by small and medium-sized companies
as well as the self-employed and freelancers. Around 99.6% of all companies belong
to the middle class. Medium-sized companies are companies with an annual turnover
of less than €50 m. and fewer than 500 employees. Around 60% of all employees are
employed in such companies. They contribute 51.8% to value creation and 37.8% to
sales. Most medium-sized companies are owner-managed, which means that the
majority of the capital and the company management are in one hand. The companies
are often passed on from generation to generation.

The strengths of medium-sized companies include:

» the rapid implementation in marketable products,

» its international orientation,

» ahigh degree of specialization,

» and the ability to successfully fill niche positions in the market.

It is precisely these characteristics that make many medium-sized companies from

Germany world leaders in their field.

Social Market Economy

The Basic Law does not prescribe a specific economic order, but
excludes a pure, free market economy by anchoring the principle

of the welfare state. Since the founding of the Federal Republic of

Germany in 1949, the social market economy has been the basis

of German economic policy. It is an attempt to strike a balance between a pure market

economy and socialism. The social market

economy was developed and implemented by The Welfare State

Made up of 3 Components
X i Unemployment A >

Ludwig Erhard, the first Minister of Economic

Financial ¢ Beeft

EF il
concept is based on the principle of freedom of a Social @ = %
Services TN ) Y |

Non-Cash =

| .
compensatory measures. According to this, the Benefits 33/9 -'

The State Undertakes to Protect
Citizens’ Well-Being and Health

Affairs and later Federal Chancellor. Their basic Services

market economy, supplemented by social policy

free play of forces on the market should be

made possible on the one hand. On the other

hand, the state guarantees a social network to protect against risks.
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Economic Policy

According to the federal system, the design and coordination of economic and
financial policy is a joint task of the federal, state and local authorities. They work
together in various committees. The federal government is also advised by
independent economists. Every year in January the Federal Government submits the
annual economic report to the Bundestag and the Bundesrat. It describes, among other
things, the economic and financial policy goals that the Federal Government is aiming
for in the current year and the main features of the planned economic and financial
policy. A prerequisite for the functioning of economic life in Germany is free
competition, which is protected by the law against restrictions on competition. It
prohibits anti-competitive behavior by companies, but also by the state.

The Secret of the German Economy
Investors World Over Want to Know the Secret To Germany’s Economic Success*

Jeffrey Hagenmeier, July 25, 2014

For a country of just 81.9 million in population, Germany is one of the few countries
in the world where the total population of the country is actually declining. Also,
individuals 65 and older comprise 20% of the citizenry. That this nation that straddles
the middle of Europe is ranked as one of the most important industrial powers in the
world, leads one to question how is this possible?

Whereas most nations have large manufacturing companies and a compliment
of small businesses there are a dearth of middle-sized companies. This is not the case
in Germany. Mid-sized manufacturers and businesses collectively known as the
Mittelstand. Collectively these entities provide much of the German ability to export,
even in tumultuous economic times. There are over 1,000 of these companies in
Germany today. Together, they are producing sales that average a growth rate around

12% a year.

Individually these companies are found in small towns and cities and are family
owned and managed. Many of them have been in business for generations and have

built relationships with customers and suppliers that go back many years.

* https://daytradingacademy.com/secret-to-germanys-economic-success/
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Many of these companies sell specialized capital goods. That is machinery and
necessary components of engines and factory equipment. Some of these items that are
produced are world renowned by leaders of various industries. Often, they are only
familiar to the individuals that have a need for these specialized tools, precision
instruments, and machinery components. These enterprises as a whole, have a great
deal of concentration in the industries of auto parts, chemicals, electrical equipment
and machinery in general. These smaller specialized companies seem to provide the
answer for much that is wrong, with national economies in many nations of the
advanced and emerging world.

1. Spread throughout the country, For one thing it allows a country to spread
industry and thereby economic growth, throughout the nation. There is no longer
the need to have a country’s manufacturing base concentrated in a number of
large cities. This forces mass migration within a nation and leads to depopulation
and high unemployment in many of the more rural areas.

2. Skilled labour. Youthful unemployment and underemployment is a growing
problem not just in the emerging markets, but in the advanced part of the world as
well. Yet there continues to be a shortage in skilled and specialized labor.
Medium sized companies in Germany deal with this issue quite effectively. The
long tradition of these institutions provides continuous and ongoing economic
opportunity to many local communities. It fosters long stemming relationships
between business, government and the individual. A unique system of
apprenticeship has developed in Germany as a result. Unlike other such programs
elsewhere where skills are developed for later employment in the industry, the
German model is often more specific. Many young students receive training and
internships for specific jobs at a local company. German universities in general,
work well with researchers and human resource divisions at local firms.

3. Work loyalty. These Mittelstand companies inspire a great deal of local loyalty in
Germany. Many employees spend their entire working careers at the same
company in their hometown. An average of less than 3% leave these companies
per year. In contrast, companies in the United States for example, can sometimes
lose ¥4 to 1/3 of their staff in any given year. German workers offer flexibility on
pay and hours but in return are offered job security. It is important to note that
Germans on the whole still have among the highest pay and benefits in the world.

In economic downturns many employees are kept on board regardless if they are
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truly needed. This is out of loyalty and the difficulty in replacing them once
orders rebound. These employees are highly trained for specific purposes. The
national statistics tell the story. Youthful unemployment (aged 16-24) in the
United States was 16.2% in 2013. In the United Kingdom the rate registered
17.8%. In Sweden, the level stands at a punishing 22% and in Spain a whopping
54%.

4. Built to last & quick delivered. How do these German companies do business?
Although the products these businesses make are not cheap, they are well-
engineered and built to last. They are designed according to the specific needs of
the customer and are delivered quickly. Delivery can usually be made a month
sooner, than your|typical Chinese rival, of a similar but lower quality product.
Likewise, a contract made with these companies is totally reliable. The German
Mittelstand firms have refined their factories, supply chains, and distribution
methods so they are able to move more quickly, than larger and less efficient
rivals. There is a higher cost for the end product, but in industry as elsewhere,
time is money.

5. Suppliers® clusters. Another advantage that has been achieved over time, is how
the suppliers have clustered around these manufacturing companies. It enables the
rapid turnaround time between when an order is placed, and delivery of the end
product.

6. Family business. Mittelstand companies are enterprises that employ fewer than
500 workers and earn less than 50 million Euros or $67.36 million USD (United
States Dollar). These firms employ 60% of all workers in Germany and account
for 36% of all sales. They also train 83% of all apprentices and are responsible for
over 50% of economic output in Germany. As a result of family ownership these
smaller companies use conservative financing principles and can afford to plan
for the long term. They use profits earned and make relatively small bank loans
when extra funds are needed. This maintains family control. In an effort to move
closer to their international customers a number of these companies will open
operations overseas. The preference is always to own the company outright to
maintain the family management and ownership. This helps to ensure high quality

in production.
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The success of these German companies is not easy to duplicate. The unique

organization of the German economy permits the country to be an export juggernaut.

v" The German system depends on a unique relationship between the school system
and the businesses themselves.

v It also depends on the German organization of labor and capital.

v' The government at all levels supports the present arrangement of the German
economy.

In absolute terms Germany was the world’s leading manufacturing exporter
during the years 2003 to 2008, partly because of the success of the Mittelstand. Since
China moved ahead in 2009 Germany has been somewhat tied with the United States
for the second position. Considering the size of Germany this is absolutely amazing.

At the beginning of this year the German trade surplus in total value, was
actually higher than the present world export leader China. Although it must be
pointed out that these huge surpluses have become somewhat controversial in Europe
and elsewhere. Germany as a nation IS frugal, so the increased wealth has not
necessarily benefited other nations in the European Community, as much as some
foreign politicians would like.

Not being able to duplicate the German model the Chinese, Koreans, and to a
lesser extent the Americans, British and Japanese have bought some of these firms.
The problem with this strategy is that very few of them are available for sale. Since
they are wholly owned by individual families you must find willing sellers. Also, it is
hard to maintain all the attributes that made these companies so successful over time.

Although the Mittelstand are changing as well, with new managers and ideas
to help these enterprises maintain their market niches in the world, they are still on the
whole quite conservative and long term in their thinking. The continuing focus on
more globalization will make change in these companies necessary, but it will be
incremental and concise. Travelers to Germany will continue to be able to see this

export model for growth, for years to come.

Mﬂ



171

EAA VKOG TANBVONOC 6T YEPRAVIKG OpocTovILlaKé KpaTida®

Opoomovdiako Kpatidio 2016 2017
Bopeiwa Pnvavia-Beot@oiia 98.350 99.945
Badn-Buptepfépyn 80.470 81.150
Bavapia 74.020 74175
'Eoon 34.445 35.300
BepoAivo 11.375 21.210
Katw Zagovia 18.300 18.580
Pnyvavia-ITaAatwvato 8.810 8.965
ApBovpyo 6.430 6.410
IAéoBy-XoAotalv 4.505 4.675
Tagovia 2.920 3.030
Bpéun 2.250 2.215
Yagovia-AvyaAt 1.580 1.585
TaopAdvén 1.405 1.425
Bpavéepfovpyo 1.410 1.300
Oovpuyyia , ’ 1.125 1.150
MekAepovpyo - Avtikn [Hoppepavia 1075 1.140
ovvodo 348.475 | 362.245

‘&

‘o

>
& - ae
t »

* TInyn: Opoomovdioxm Ztatiotikiy Apyf Destatis - Amoteléopata Kataypagpig AAodamon
IMBvopod o Teppavia (31.12.2015). Emefepyocio I'pageiov OEY TlpeoPeiog g
EXLddoc 6t0 Beporivo.
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Germany is highly industrialised, diverse and stable, offering long-term potential for
Greek businesses. According to UK Trade Analysis, “Germany’s market is similar to
the UK’s, so if your product or service is successful here it’s likely you’ll be

successful there.”

Strong trade partnership
Germany is Greece second largest export market and trading partner.

UK Trade Analysis

Digital industry and economy
There is demand in areas of big data, artificial intelligence, cyber security and the

internet of things.

Strong framework for investment

Germany offers competitive tax regulations, investment incentives and a secure,
highly developed political and economic framework. This is supported by excellent
infrastructure, a highly qualified workforce and a legal system that protects property

and individual rights.

Opportunities for exporters (UK Trade Analysis)

Investment incentives

Germany offers investment incentives,
ranging from cash incentives for the
reimbursement of direct investment
costs to incentives for labour and
research and development.

1.Technology
The German economy is characterised by
its small and medium sized enterprises
(SMEs), which offer many opportunities
for information technology and expertise.

Drive to improve efficiency SME sector

German manufacturing companies are
keen to make their factories more
efficient. There are opportunities for
foreign companies specialising in data
and technology to help improve the
output of German plants.

Germany has a very high performing
SME sector, called the ‘Mittelstand’.
These companies are world leaders in
their fields but often need support with
the challenges of digitalisation.

Mﬂ
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2. Automotive
Germany is one of Europe’s leading
automotive manufacturers and exported
$257.3 billion worth of vehicles in 2017.
The sector’s importance to German
manufacturing means that disruption in
the industry represents nothing less than

Investment in future mobility

German automotive companies are investing
heavily in ‘future mobility’, meeting the
transport needs of the future. Volkswagen is
investing €30 billion until 2023 with the aim of
transforming the business from a manufacturer
to a future mobility service provider. Other car

a national challenge.

makers are doing the same.

Demand for skills

The biggest challenge German automotive companies are facing is the need for new
software and engineering talent. Automotive companies are also more open than ever to
engaging in partnerships, rather than direct procurement.

3. Health & L.ife Sciences
Germany is at the forefront of
healthcare innovation.

A sophisticated and demanding
market, the opportunity for
companies providing innovative
products and services is substantial.

Pharmaceuticals

Germany  presents  significant
opportunities in  high quality
pharmaceutical research,

production and distribution. The
country can offer unique benefits to
Greek companies in the
pharmaceuticals sector, including

Market size

Germany offers one of Europe’s largest markets
for healthcare and life sciences products, with
health expenditure accounting for 11% of GDP in
2017 (German Federal Statistics Office, 2019).
High market demand and Germany’s strategiC
location make it a preferred choice for many
international  healthcare and life  sciences
companies preparing to expand.

Health technology

An increasing demand for healthcare services in
Germany, combined with widespread digitisation
and growing awareness of the importance of
health and fitness, are paving the way for digital
solutions in healthcare. Germany is also a world

direct access to internationally | leader in medical technology and biotechnology,
renowned scientists, outstanding | offering considerable opportunities for Greek
research  units, and  major | companies.

international markets.

4. Food & Drink Growth in the online market

There are significant growth | The German food and drink industry is highly

opportunities for Greek products.

Increasing demand for foreign goods
The German public is becoming more
open to new tastes and flavours. Food
and drink imports from Greece remain
concentrated at the medium to high end
of the market, but interest is growing
steadily, enabling the range of products
to increase.

competitive, but until now has also been
relatively conservative in its operating
models. The introduction of new technology
and digitalisation has helped to change this
and resulted in the number of imports from
Greece.

Opportunities for specialist sectors
Specialist sectors such as vegan foods are
becoming increasingly popular in Germany.

Mﬂ
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Ennopro?’

EEATQIEX 2019 2017 2019 2018 2017
1 TIrohio 3.659 3.080 Tspnovia 6.139 | 5.82315.278
2 Tsppovia 2.290 2.056 Itaria 4773 4526 4.091

EIZATQI'EX yeppovikav mpoioviwv
H I'eppavia eivor n 1" ydpa Tpo€Aenong Tov EAANVIKOV EIGOYOYOV.
H EALGSa Bpioketar otny 38" Béom TV yepUAVIKOV EEAYOYDV.

[Tpoidvra, Kupiwg evidoews KEQaAaiov Kot VYNANG TpooTifEpevNg atiog

emPatikd ovtokivnTa

- UNYOVOAOYIKOG EEOTAICUOG

- POapUOKQ

- TAOOCTIKEG VAEC

- YOAOKTOKOMKG

- 10TPIKA UNYOVILOTOL KOl OPYOVOL
- KpEaTo Kot OAAOVTIKA

- KOAALVTIKA

- MWKG

* T'pageia OEY om Feppavia. Emjoia ExOeon xon Odnyos Emyeipeiv.
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EMnvicég e€aymyég (2018)

A: a&la og € ekart., B: 0éon, I': Béon eMnvikov eEayoydv 6g GALES YOPES

[Tpoidvta A B r
1 | AAOYMINIO €234 | 2 | ITAAIA
2 | DAPMAKEYTIKA €218 | 2 | TAAAIA
3 | HAEKTPIKEXZ XYZKEYEX & MHXANEX €160 | 1 | KYIIPOX
(am6 47 kwdukove, kupldtepo: KAAQAIA) €52
4 | OPYKTA, oniaon IIETPEAAIOEIAH €108 | 5 | IZITANIA
(Kup10TEPO: KOVGIUO AEPOTACVAV, €90 BPETANIA
TOYPKIA
ITAATA
5 | ENAYMATA €83 1
H peyoivtepn peiwon omd to 2010 (€158)
6 | [IAAXTIKEX YAEX €82 | 5 | BOYAT'APIA
TOYPKIA
POYMANIA
ITAATA
7 | XAAKOZ €53 | 6 | ITAAIA
BOYAT'APIA
BPETANIA
POYMANIA
FAAATA
8 | XIAHPOX €53 | 2 | HIA
9 | MHXANIKEZX EITINOHZEIZ-AEBHTEZ €50
(ovoKEVEG KMUOTIOUOV, EKTOTMONG, OVEAKLOTNPES, KIVITNPESG
mAolmv, UEPN KPOLVOTOUNG, WUKTIKEG OUOKEVEG, EMIMAQ,
Oepuavtipeg, unyavég mhavicparog, H/Y, piltpa aépa & vepov,
UNYOVEG CLYKOUIONG & OAMVIGHOV, GUOKEVEG YEKAGLOD)
OXI pe AMovikd eumoplo, OAAG KOTOTY  mopoyyeMoag N
YIIEPT'OAABIAY = anoonacuotikdg yopaKInpog
10 | XHMIKA €30 | 1
(xvprotepo, 77.4%: evepydg dvBpakag yio ta eiltpa Torydpmv)
11 | EITIITIAA €25 | 2 | KYITPOX
BOYAI'APIA
POYMANIA
ITAATA
F'AAATA
12 | BAMBAKI €20| 6 | TOYPKIA
(Mezd to 2010, vroympnon) AII'YIITOX
KINA
INAONHZIA
I[MTAKIXTAN
MITAKAANTEX
13 | KAAAYNTIKA €19| 3
14 | OPTANA, YYZKEYEZ OIITIKHZ, METPHXHZ, | €16 | 4 | MEEIKO
IATPOXEIPOYPT'IKHE (kvptotepo: petpntés aepimv) OAAANAIA
KYIIPOX
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EMnvicég e€aymyég (2018)

A: a&la og € ekart., B: 0éon, I': Béon eMnvikov eEayoydv 6g GALES YOPES

[Ipoidvta A B r
15 | ATPOTIKA TIPOIONTA - TPO®IMA - TIOTA - | €800 | 2 |ITAAIA
KAIINOX
TF'AAAKTOMIKA €159 | 1
TP, KLPIwg QET €143 | 1
Ylo0pTL €8 | 3 | ITAAIA
BPETANIA

MEAI €4.6
ITOTA
AAXANIKA & ®POYTA €154 | 2 | HIA
eMEC €43
KOUTOGTEG PPOVTOV €52
Tovpoi €30
Yopot ePovT®V €3.4
dttnpnuévn topdta (Tapovctdlel onuavtiki) peioon, 40%) €2.8
popuerdoes (peimon) €1.8
vOTd epovTal €143 | 1
aAk00A0VY O TOTA €72 1

- Kpaolo €31

- ovlo €21

- 1oimovpo €30
ehaorado (peiwon omd to 2017: €58) €55 1
TOPUCKELAGLLOTO LE BACT dNUNTPLOK €52 | 6

- {dun apromotiog €29
vord Aayovikd (peiowon 30% mpog 6¢perog €46 | 1
onapdyyw...€17.2
TMEPLEG. ... ... €9.1
Kamapn........€2.8
ayyovpua......€5.5 (AR ek AU VRS 1W])
TOPOCKEACLLATO OLLTPOPNG €37
yOvpa €31 | 6 | ITAAIA
tomovpa...€12.5 IZTTANIA
poAdiia. ...€8.8 IQAAA& ATA
AoPpdxt....€4.1 r 60 2017: €4.8 AN

afpdict (vmoywpnom amnod ) IOPTOLAAIA

Coyopddn (KopopEAES, KOVPETO) €16
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Youmepdoporto

ENTAZEQY EPTAXIAY = XAMHAH ITPOXTI®OEMENH AEIA

O1 eMnvikég eaymyég stvar evidcewmg epyaciog kol youning mtpootifépevng a&iog.
YUVEN®S, AVTETOTILOVY 1oYLVPO AVIOYOVIGUO om0 OvTIoTOT(0. TPOIOVIO YOPDOV
YopnAov kootovg epyaciag (BA Avatoikn Evpamm, TOYPKIA, KINA, kAr).
YWYHAO EIINEAO KATANAAQTIKQN AITAITHXEQN

ITEPIBAAAONTIKA TTPOTYITIA KATANQAQXHX

XAMHAH ANATNQPIZIMOTHTA

To pepidlo TV EAANVIKOV TPOIOVTOV OTN YEPUAVIKN ayopd OEV OVTIGTOLXEL oTNV
ToVPLoTIKY Kivnomn amd 1 [eppavia. ovenmg, Ta EAANVIKA TPoidvTa VTOAEITOVTOL GE
VoY VOPIGLOTNTO.

EZATOPEZ & XYTXQNEYXEIX

Meydlo HEPOG TG LIOYOPNONG TOV EAMVIKOV eaymydv tpoeipnmy otn ['epuoavia,
Kupimg ToV KAAOOL TPoPil®mV & TOTMV, amodideTol Kol 0TI peyaAeg e€oyopés Kan
oLYYOVEDOELS, HE TNV eméKTaon TV peydAwv super markets. Extomiopdc tov
YOVOPIKOD EUTOPION GTOV EPOSIGLO TMOV AYOPDV.

KOXZTOZX OAIKOQN META®OPQON

A 1 dekaetia Tov 1990, pe ™ petacTpoPn TG oo BOAGCoNG LETOPOPDY TPOGS TIG
001KEG LETOPOPES, eMPOPOVETAL TO HETAPOPIKO KOGTOG, TPOG OPEANOC, OUMS, TMV
yerovikmv, ™ [eppaviag, yopdv g Avatolkng Evpdnnc.

EAAHNIKH OMOI'ENEIA = GETIKO XTOIXEIO
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Engvovoerg

EAAHNIKEX EIIENAYXEIX oty TEPMANIA

TFEPMANIKEX EIIENAYXEIX otnv EAAAAA
Iepuavikég enevdvoeig otnv EALGda: €3,5 dio.
To 22% tov cvvorov Twv FDI otv EALGSa givon yeppovikés.

125 yeppavikég emyepnoets, pe 29.000 epyaldpevoug ko etroto tlipo €7,7 d1c.
Evoewctucn avagpopd:

FRAPORT

11 Arpiriov 2017

[Mapaydpnon oexaentd (17) mePPEPElOKDOV AEPOSPOLUMY, LE GCULUUETOYN NG
FRAPORT 73.4% xor tov OMIAOY KOIIEAOYZOY 26.6%, pe katafoin epdma
€1,234 d1o, eyyomuévo etioto piclopo €22,9 ekart., Kopovopevn pHetafAnt apopn:

28.6% 1oV Aertovpykav Kepdmv, Kot enevovoelg €400 exar.

DEUTSCHE TELEKOM (g€ayopa Tov OTE)

DEUTSCHE TELEKOM is one of the world's leading integrated telecommunications
companies, with some 184 million mobile customers, 27,5 million fixed-network
lines, and 21 million broadband lines. DEUTSCHE TELEKOM provides fixed
network/broadband, mobile communications, Internet, and IPTV products and
services for consumers, and information and communication technology (ICT)
solutions for business and corporate customers. The company is present in more than
50 countries. With a staff of some 211,000 employees throughout the world, we
generated revenue of €80.5 billion in the 2019 financial year, about 66 percent of it
outside Germany.

DEUTSCHE TELEKOM s represented in the Greek market by the OTE
Group, Greece’s largest telecommunications provider. Together with its subsidiaries
located in three countries (Greece, Romania, Albania), OTE constitutes one of the
leading telecommunications companies in South-Eastern Europe. Under the standard
COSMOTE brand, the OTE Group offers an exhaustive range of telecommunications
services.

Mﬂ
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BOEHRINGER INGELHEIM

O ouog etapeiwv Boehringer Ingelheim ovykatodéyeton avaueso otig 20
KOPLQOIEG PUPUOKEVTIKES eTopeiec maykoopiong. Me &dpa oto Ingelheim g
I'eppoviag, m  Boehringer Ingelheim dpaoctnplomoteiton moykoouiong pe 145
ouvdedpeveg etaupeieg kal mepimov 47.500 vrwoAAnlovg cvvoikd. H owkoyevelok
emyeipnon mov Wpvdnke 1o 1885 emkevipmveral 6Ty £pevva, avATTLEN, TOPACKELN
Kol mpodOnon véwv @appakov vyning OBepoamevtikng afiog yioo avOpdmiv Kot
KTNVIOTPIKY YP1|oN.

Apaotnprontoteiton otnv EAAGSa amd 10 1966. 'Exet fon cvuminpover 40
xpovia and v Evapén Asrtovpyiag NG PlOpmyovikng Hovados Topoymyng GTo
Koponi g Attikng, n omoia €0ece véa dedopéva 6to Prounyavikd Topéa g yOPogs.
Nuepa  egokorovBel va dwtmpel Ok TG Popnyovikny  HovAdd  Topoy®YNS
KOWOTOU®V Qapudkmv oty EALGSa Tpopodotdviag Oyl LOVO TNV EAANVIKN ayopd
oA Kol TIC ayopég mAEoV TV 65 yopov H eEaywyn dpactnplotta e eTonpeiog
elvarl Waitepng onuaciog Oxt LOVo Yo TV 1010, GAAG Kot Yo, OAOKANPN TN YDPO,

KaOdG avtimpocmwnevel tepinov 10 1% tov cuvolkdv eEaymyadv g EALGSaG.

BAYER

H Bayer sivon o etapeio Kawvotopiog pe 1otopia yio mepiocdtepo and 150 ypdvia
He KOplovg a&oveg eEedikevone v vyela kot 1N yewpyio. Eyxet avomtoéel véeg
OPOCTIKEG OLGIEG, OV YPNOCIUOTOIOVVTAL GE KOUVOTOUO TPOIOVTO Kol ADGELS Yo TN
Bektiomon g vyelog tov avBporov, tov (Odov kot tov eutov. H 'Epgova ko
Avantoén tov Opidov Bacileton otn Pabid katavonon tov PoynUKOV dEpyactdv
OV KOTEYOVUE Yot OAOVS TOVG {DOVTES OPYOVIGHOVE.

H Bayer smikevipdvetor amokAelotikd otig Buoemotmues, péoa amd tovg
tpelg Topelc emyepnUoTIK)G dpacTNPLOTNTAS TNG ETUPIOG, Ol 0moiot eivat:
Touéag ®appaxwv (Pharmaceuticals)

Touéag Yyeiog tov Katavarmtov (Consumer Health) kot
Touéac Emomung F'ewpyiag (Crop Science)

Kot ot tpeig emyeipnpaticol Topels Katéyovv nyetikég BEceLg o€ ayopég mov
avantoccoviot péca and v Kowotopio. Kot ot tpeig og cuvovaoud cuvBétovy éva
10 VPO, EAKVOTIKO KOl IGOPPOTNUEVO YOPTOPLAGKIO TOL €ival 7o OvVOEKTIKO OTIC
dwkvpdvoelg g Owovopiag kot oe gvdeyduevoug Kvdvvovus. Kot 6lot ot topeic

Bpiokovtot katw amd TV opmpEéL TOV 1GYVPOL ovOpaTOG TG Bayer.

MU
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H Bayer Hellas ABEE dpaoctnplonoteitor otnv EALGSa Yo Ttep1ocdTEPO 0O
60 ypovia, Kupimg pEcm ™S TOANONGS, 61a0eonc Kot TPomONoNG TOV TPOIOVIWV TNG
Bayer AG ka1 otovg tpelg topeic dpactmplomoinong. Ilpwv amd v idpvon g
Buyatpikng etaipeiag ot yopa, to Tpoidvia g Bayer dwbétovtay amd dibpopec
TOTKEG EMLYEPT|OELS.

H Bayer EAAGG dpactnplomoteital Kot 6TOVG TPELS ETXEPNGLOKOVS TOUEIS TNG
untpikng etopeioc, omiadn tov Topéa Dapudxwv (Pharmaceuticals), tov Touéa
Yyeiog tov Katavolotdv (Consumer Health) kot tov Topéa Emomung Tempyiog
(Crop Science), o onoiog cvumepthappavet kot to Tunua Kmviatpikov. Ta gumopika
Tunpato vrootnpilovion amd ta tpunpote twv Kevipikav Ynnpeoiov.

1. DAPMAKA: meptlopPdvel To GUVIOYOYPAPOVUEVO TTPOIOVTA KOl GUYKEKPIUEVQ
oT1G OepamevTikég Katnyopieg TG KapdloAoyiog, Tng YuVaIKOAOYiog TS 0YKOAOYING,
™G aatoAoyiog Kot g o@Baiporoyiag. Xtov Topéa avtd, mepriapPaveral eniong
10 Tpuquo. Aktivoloyiog (Radiology) mov gunopeveton doyvootikd eE0mAouo Yo
anewkovioTikég  efetdoelg pe  okaypapikd, poali pe to  omapoitmro  péco
OKlOYPOPIKNG avTifeong.

2. YTEIA KATANAAQTQN: oaoyoAeitor wupiowg pHeE pn  oLVTOYOYPOPOVUEVO
TpoidvTa oV OepUATOAOYiD, HE CLUTANPOUOTO  SWTPOPG, OVUAYNTIKA,
avTiogva, pe mpoidvta Yo TV OVIILETOMIOT OALEPYIK®OV OVTIOPAGE®MY, OAANL Kol
TOL KPLOAOYNUOTOG KO TG YPImT, UE TPOIOVTO Y10 TV QPOVTION TV TOdIDV, OAAN
Kol pe avtnAokd. To wpoiovia avtd mepthapfdvouy ToAD YVOGOTH TayKOoUimg
ovouata, Omwg to Claritin™, 1 Aompivn, ta zmpoidovio Bepanthol™, 1o
Canesten™, kot ta avinhoxd Coppertone™,

3.EIIIXTHMH THX T'EQPT'TAY (Crop Science): dpactnplomoieital 610 ydpo g
(QLTOTPOCTOGING, TMOV CMOP®V KOL TOV UM YEOPYIKOV HEBOd®V EAEYYOVL TMV
nopacitov. O Topéag dlakpiveral ce VO EMYEPNOLOKES HOVAOES: TN HOVAdQ
dutonpootaciog kot Zndpwv kot ™ povada Emotiung tov Ilepifdrriovtog. H
povada durtompootaciog Kot Zndpwv O1abétel Eva upy YOPTOPVAAKIO GTOPWOV
vyng aélag, poall pe Kowvotopo ymukd kot ProAoywd mpoidvio yioo v
TPOCTOGIO. TOV QUTAOV, EVM TOLTOXPOVO TOPEXEL KOLVOTOUEG VTNPECIEG GTOVLG
neAdteg NG, Y vo vmootnpifel 1 ovyyxpovr, Proowun yewpyio. H povadoa
Emotung tov [epBdALlovToc MKEVTIPOVETAL GE U YEMPYIKES EQAUPUOYES, LE EV
VP PACLA TPOTOVTOV KOl VINPECIOV EAEYYOV TOV TOPACITOV, IE EQAPUOYES A0

TO GTITL KOl TOV KNTO PEYPL T docokopia.

Mﬂ&
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To tufpo Kmviatpikdv g etarpiog pag (Animal Health) kotatdocetot petaé&d tov
KOPLPAIOV Kol TPOTOTOP®V ETAPILHV, dEBvMG, oTov Topén G vyeiag Twv (Omv.
AvomTOGGEL KOl EUTOPEVETOAL TPOTOVTA KOl AVGELS Y10 TV TPOANYN KOl OVTYLETAOTION
acBevelmv og (M0 GUVTPOPLAG KO GE TAPAYMYIKA (DO, XTI YOPOL LOC, TO KTVIOTPIKA
mpoiovta g Bayer avimpoocwmebovtar kot Olavépovtar omd TV - gToupio

XEAAADAPM A.E.

SIEMENS

H Siemens A.E. givou péhog tov Opidov etaupeidv Siemens, pe mapovoio 120 etov
otv EALGOa, Kot ovclaoTik) GuuPoAn otn Plopmyoviky Kot TEYVOAOYIKY] avAmTuén
g yopos. H etaupeia eotidlel otovg topei g NAEKTPOSOTNONG, TOV CLTOUATIGUMV
KOl TNG YNPomoinong, TpocsPEPOVTS ADGELS, TPOIOVTO KOl VINPEGIESG TOV ATOTEAOVV
GUVAOVLUO TNG UNYOVOAOYIKNG VTEPOYNS, TS KAVOTOUIOG KOt TG TOOTNTOG.
Minpogopiki] kot Tyiemkorvovieg

Communications (Com) topo Nokia Siemens Networks

Siemens Business Services GmbH & Co. OHG (SBS)

Fujitsu - Siemens (vTOAOY10TEQ)

Avtopatiopoi kot 'EAdeyyog

Siemens Automation and Drives (A&D)

Siemens Industrial Solutions and Services (1&S)

Siemens Building Technologies (SBT) (Tunquo tng Siemens EABetiog)

Evépyeawa

Siemens Power Generation (PG)

Siemens Power Transmission and Distribution (PTD)

Meragopéc

Siemens Transportation Systems (TS)

Siemens VDO Automotive (SV) movAndnke otnv Continental

Tatpuca

Siemens Medical Solutions (Med)

DPoTiopog

Osram GmbH

Mﬁ&
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EXAmvoyeppaviké Owovoprkdé Forum

Bepoiivo, 9 Maptiov 2020

[Inyn: EAMAnvoyeppovikd Epmopucod & Biopunyavikd Empeinmpio
https://griechenland.ahk.de/gr/nea/news-details/berolino-ellinogermaniko-

oikonomiko-foroym-orama-kai-eykairies-ependyseon

Tnv mpdbeon e IN'eppaviag va aglomomoet T Oetiky cvykvpia wov yapoaktnpilel TNV
eEMNVIKN owovopia, Pe 6TOXO TNV TOVOCTN TOV YEPUAVIKOV ETEVIVCEMV GTN YDPC,
eEéppace o Opoomovolakodg Ymovpyodg Owovopiag kot Evépysiog, Peter Altmaier,
plovtog oto miaicto tov «EAAnvoyeppavikod Ouovoprkod ddpovp -Opapa kon
evkapieg EnevoLGEMVYY, TOV TpaypatoromOnke otig 9 Maptiov 2020, oto Beporivo,
pe evbovn viomoinong tov EAAnvoyeppoavikod Epmopukod kot Buoumyoviko®
Empelnmpiov, oe ovvepyacio pe v Kevipikny ‘Evoon Eumopwadv xo
Blopunyovikov Empeinmpiov F'eppoviag (DIHK e.V.) kot pe v vroompiEn tov
Yvvoéopov Neppavav Biopnydvov (BDI e.V.).

O "EAnvag Ymovpydg Avamtuéng kor Emevovoewmv, Adwvic ['ewpyrddng
tovice Ot «n EAMGdo mpoopépeton Yoo emevovcel; o Topelc, Om®mG M
eopuokofounyavio, 1 OGTNUIKY TEYVOAOYioL OOV M Y®po Owbétel avOpdmivo
SLVOUIKO VYNANG KOTAPTIONG, M TEYVNT VONUOGLVI, Ol VEES TEYXVOAOYIEC, M
dloeiplon amopPYUHATOV, O TOVPIGHOS KOL 1) OLYPOTIKY] OTKOVOLIO.

Xy optMog tov, o I'eppavoc Ymovpydg onueiwoe 0t 1) EMANVIKY okovopia
Buovel €va vEO KUKAO OIKOVOUIKNG OVAKOUWYNG. «L2G y®po EMOBLUOVUE VO EYOVLE
EVEPYO EMEVOLTIKO pOLO Kol TO PooikdTtepo OAmV gival vo cvvevvonBoodue yuo Tig
amopaitnreg petappviuicels. O yepHaviKEG EMYEPNOES TOPAUEVOVY otV EALGS
00 TOLG MO OTLOVTIKOVG E€MEVOLTEG), onpeimwoe o Ieppavog Ymovpyds, v va
npochicel 0Tl «Agv OBo emTpéYouLlE OE TPES YMPEG VO TAPOLV TO UEYAAVTEPO
pepidoo twv emevovoewv otnv EAAGoo». e ovtd 10 onuelo avaeépbnke de, 610
Mvnuévio Katavonong kor Zvvepyooiag, mov vaéypayoayv GNUEPE GTO TANIGIO TOV
®opovpn n AEH pe ) yepuavikn RWE, otov topéa g evépyetag, toviCovtog 0TL i
Ieppavia Bo emduwéel va vapEovv avaroyeg enevovoel; 6€ OAOVS TOVS PAGTKOVG
topeic g owovopioc. «Ot dvo KvPepvioelg éxovpe ypéog va otnpifovpe TIg
EMYEPNCELS», AVEPEPE O K. Altmaier.

Katd tov x. Altmaier, 600 ayopég mov Oa pmopobcoav vo GuVeEPYOGTOVV
emevoutikd EAAGSa won Teppavia elvar M owomapaymyr], aS0To1OVING TIG KOAES

KMpatoloyikés ouvinkeg mov emkpatodv otnv EAALGSQ, OTm¢ Kot 1) NAEKTpOKivnoN.
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«Ewg 10 2030, évoc peydrog apBpdc avtokivitov oty Evponn Oa eivar niektpucd
kot Ba B€Ahape o1 protapieg mov Ba ypeloTovV va mapdyoviol oty EALGda, dote va
UV TapodMGovpE Eva HEPOS TNG TPooTBEpeVNG adlag oty Acioy, d1evkpivice o K.
Altmaier.

Néeg emevouTIKES GUUPOVIES

Amd v mlevpd tov, 0 k. [ewpylddng, HAGVTOG YW TNV TPOOMTIKY TMV
EAMMNVOYEPUAVIKDY  EMEVOLTIKMY OYECEWV, £PEPE KL OVTOG OC TOUPASEIYUO TNG
depovg cuvepyaciog, TNV LLOYPAPN oNUePa, 6T0 TAaico Tov Dopovp, Myvnuoviov
Kotavomong xor Zvvepyoosiog peta&d tmg AEH kot g RWE, pe otéyo v
QVTOAAOYT] TEYVOYVOGIOG OmOAYVITOTOINONG, OAAG Kol TNV OvATTLEN  €pYQV
Avavenoipov IInyov Evépyswg (AIIE) otnv EAAGda xabac, Ommg onueiwoe, «n
EAMGda mepva oty tpdtn TovnTa amoAtyvitonoinong otnv EE».

Emnpoobeta, ovoaxkoivwoe OtTL «onuepo, ekdoOnkav ot &deeg yi v
TOPUY®YT] MAMOKNG EVEPYEWNG Ko TNV amoBnkevon ¢ o€ umatopieg, nt EAANVIKOV
€00(QOVC», EVAD TPOUVNYYELE OTL «EVTOG Tov Maptiov 1 kuBépvnon Ba vopobetroet
TNV EMTAYLVOT TOV SOOIKOCIOV 0OE0IOTNONG EVEPYEWNKDY EMEVOVCEMY, MOTE TO
OLAGTNLLO TTOV OTOUTELTAL VO TEPLOPLOTEL KATM OO TOVG £EL UNVED.

H EALGOa mopépeive 010 €0pd KO, GNUEPO, WEYAAES YEPUOVIKES ETOPEIEC
&xovv gumotevdel v eMAVIKY otkovopio emevdvovtog o€ avty), 6twg n DT otov
OTE, n FRAPORT oe 14 mepipepelokd oaepodpda, orrd ko 1 KfW mov
ypnuatodotoe pe 100 exot. TIG €AMVIKEG LUKPOUECOIES EMXEPNOEIS», E&ine
YOPOKTNPLOTIKA.

O Dr. Martin Wansleben, CEO DIHK, avoiyovtoc tic epyacieg tov ®opoup,
onueimoe OTL M yepuaviky] owovopio ekTind wwitepa T Ovoieg, e T1g omoieg 1
EAAGOa mpaypatomoince o televtaion xpoOvie Lo GEPA 1O1UTEPMG CNUOVTIKOV
petappvbuicemv. «Amoktodpe peydro oefoacud ywo ta 6ca Eywvov oty EAAGSa, pe
v onoio Bewpovpe 611 M T'eppavia Exer Kown mopeion, avépepe o Dr. Wansleben,
vroypappilovtog 6Tt 01 TOATIKOL Kot TV V0 Ywpdv vrootnpilovy v ayopd i
eueilc ogeldovpe va  @povticovpe Yoo TV TOVOOT TOV  EAANVOYEPLOVIKOV
OKOVOIKAOV GYECEMV.

And v mievpd t0v 0 K. Kovortaviivog Mapaykoc, IIpdedpog Tov
EAAnvoyepuavikov Epmopikov kot Bropnyovikov Empeinmmpiov, otdbnke otig
onuovtikés vmepoéieg mov kpvPer - EAAGOa, toviovtag Ot «Ztmv EAAGSa

dpactnpronoovvtor 162 cuvoedleveg YEPLOVIKES EMEPNOELS, Le etnoto tlipo 8,3
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d1o. gupd kot 29.000 dueco Kot EPUESH OTATYOAOVUEVOVS, VA Ol KOBOPES GIEsES
emevdvoelg v mepiodo g kpiong 2008 — 2018 aviABav oe 6 d1o. gvpw. H ydpa
KkpVPel onuavtikég vepadiec. H yeomoltikn tng 06om 6 GuVOLOCUO LE TN TOATIKN
KOl OIKOVOUIKY otafepdtnta Kot tn BovAnor ¢ kufépvnong va cuveyicel Tig nomn
VQIOTAUEVEG LETAPPVOUIGELS, OVASEIKVIOVY TV YOPO O £V TPOGPOPO ETEVOLTIKO
TPOOPIGUO».

IMavvng Toaxipng, Yeumovpydg Avamtuéng kot Erevévoewy, appodiog yuo to
[Mpoypappa Anpociov Enevdvcewv ko to EXTTA «@étog, Oa AdPouvpe o oepd amod
pétpa pécw g EAAnvikng Avamtviuokng Tpdamelog, mapéyoviag oty oyopd
eYyonoels yw oyxedwlopeveg €mevovoEl;, OmwG kou Yo to gumdpro. Emiong,
oyxedralovpe va otnpifovpe enevdovoelc ko oto medio g Evépyetag ko to Kiipa, pe
KePalouo ocvvolkng o&iag €400 exot. yuo TV Topoymyn kot TNV omodnkevon
EVEPYELOG, EVOD EKTILOVUE OTL TA EVEPYELNKA projects Ba amoppoPriGovV Kol WOIMTIKEG
enevovoelg adiag 600 exat. evpw. H kufépvnomn olvel mpotepadTNTO. GTOVG TOUEIS
oV 00MYoVV TNV EAANVIKY owkovouia. Evdweepduacte dwitepa v v Evépyewa
kot v Khpoatikn  AMayn, €lpoote  ©otdc0  TPOGEKTIKOL o€ avAAOYEg
YPNHATOOOTNCELS, MOTE PEGH A0 KAOE GYETIKN EMEVOLOT VO O1oPaAileTon 0 6TOYOG
Yo TO KAMpLoL»

Xpiotog Afquag, Yeumovpydg Avamtuéng kot Exevovoewy, apudolog yo v
‘Epevva ko v Teyvoloyia: «oto medio tng teyvoloylag Kou NG €pevvag m
KuPBépynon Opoporoyel Tpelg opdoelg. H mpotn apopd oty «llolreion g
Kawvotopiogy, M omoio Ba ovinmbel T1g emoOueveg MUEpeg amd T AWTOVPYIKN
Emurpom yuo ZAIT (Zvumpdéelg Anpociov kon [duwtikov Topéa) kot Bo dmdoel ™
duvatdTTO aVvATTVENG CLVEPYEIDV UETAED ETAPELOV TOL €MEVOLOLV o010 R&D,
startups Kot oynudtov tonov spin-off. H debtepn €xel va kdver pe v mhateopuo
VEOQLAV EMYEPNOEDY, LEGH TNG omoiag Ba dlapope®mBovV 01 TOMTIKEG VIEP TV
startups kot m tpitn mpoPAémel tn Oéomion pétpev oTPENG OGOV ETOPELOV
EMEVOVOVY otV €peuva Kot TNV teyvoAoyia. [IpdBeon tng kvPépvnomng eivar va
VIEPTPITANGLAGEL Ta, KivnTpa Yo domdves oto R&D.

Ale&hvdpa Zdovkov N'evikn pappatéoac Evépyetag kot Guokav [1opov tov
Ynovpyeiov Ilepipdriovtog kar Evépyelag: «Eyovpe €va @add0Eo oyéd10 yo v
EVEPYELOKT| 0mdd0aT, To omoio emeepyalopacte pe peBodwdtnta. H viomoinon tov
o amoppoPnoEl  ONUAVTIKE KEPOAO, TPOEPYOUEVA TOCO OO  EVPOTAUIKA

TPOYPAULOTO, OGO Kot amd ToV W10TKd Topéa. H vAomoinon twv oyetik®dv dpdoemv
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npobmobétel epyodeia xpNUATOdOTNONG, OTTMG £EAALOL €EEdIKELUEVT] TEYVOYVMGIN
ot0 Pabud mov ot dpoporoyovueveg emevovoelg Pacilovior ot ypnion vEwv
teyvoroylov. [lpdxerroan yio teyvoyvmoio, v omoia umopel vo pog mopdoyel M
Ieppavia, Adywm g peydAng eumepiog g Kol TOV TEVIVCEDY DYNAOV KOGTOVS TOV
£XEL VAOTIOMGEL GTOV EVEPYELOKO TOUEND.

Dieter Straub, Head of Corporate & Banks Unit Investments Team for Greece,
European Investment Bank: «n EALGSa Tpoc@épetor yio TV €QOapUOYn projects, To
omoio. va Pocilovioan otic véeg TteXVOAOyieg, Om®G Kol Yoo YEVIKOTEPO Yo TNV
vAomoinom evepyswkav enevovcewv. H European Investment Bank ovoalntei
YPNUATOOOTNOT AVAAOY®V ETEVOLTIK®OV dpdoemv kot Bewpel 6TL Tapadeiypoto OTwmg
n ThnAog, n omoia eEoc@dAice TV evepyelakn g avtovopia, Oo mpémel va £xovv
ovvéxewn. [a v EAAGOa o1 avoavemoiueg mmyég evépyelog kot 1 amobrkevon
evépyeleg KpOPOLV GNUOVTIKES EMEVOVTIKEG EVKOPIES.

Dr. Lutz-Christian Funke, Secretary General of KfW Banking Group: «n
KFW ompiler eAinvoyeppovikd joint ventures, dwitepa oe O6ca €€ avTOV M
YEPUOVIKY] cLppeToyn eivar tovAdyotov 50%. Ta emevovtikd avtd oynuarto, Ho
umopotv va amevfuvBovv ommv KfW yo ) ypnuatoddton tovg, 6mmg kol vo
ompyBodv omd to yepuovikd tpamelikd ovommua. Emiong, 10 mpodypappa
ypNratodotnong g KW mepihapfavet kon startups, kupiog 6ca eival EGTIOCUEVO GE
EVEPYEIONKEG EMEVOVOELC, OTMOC N TAPAYMYN EVEPYELNS, 01 EEVTTVEG TOAELS KL 1| NALOKN
EVEPYELDL. ZTNV OYOPA EVEPYELNG TPEMEL VO EUTANKOVV TOAAEG YDPEG LLE OKOTO TIG
HeTaEL Toug eloaymyéc Ko e€aymyésg ki 1 EAAGda pmopel va dtadpapatioet evepyo
pOA0 610 TESIO OVTO.

Tn owe&aywyn tov Forum aropdcicav o ‘EAnvog I[Ipwbvrovpyds, Kupidkog
Mntootakng, kot 1 I'epuavida Kaykeldprog, Aykela Mépked, 6to mhaiclo emionung
emiokeyng tov k. K. Mntootdkm, to xoroxaipt tov 2019, oto Bepoirivo, evd
dopyavmon vrootpiletor amd TG KLPEPVNOELS Kol TV 000 YOPOV, TEADVTAS VIO
mv enomteion Tov Ymovpyoy Avdmtuéng kor Emevdvcewv g EAAGSag, Adwvi
l'ewpydon xor tov Opocmovoiakoh Ymovpyod Owovopiog kot Evépyesiag g

I'eppaviag, Peter Altmaier.
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IpoonTikég Kat TpoTdoeis™

[Mapdryovreg

Or eMnvikég emyepnoelg pe e€aymykd TpocavatoMoid eVOPEPOVTOL EVIOVA Y10
TN YEPUOAVIKT] ayopd, AdYw:

» 10V peyéboug g,

» 10V VYNAOD S1BEGIOV EIGOONLTOG KOIL TNG KATAVUIAMTIKNG Samdvng,

» KOl NG oYVPNS EAANVIKNAG OUOYEVELOKNG TOPOVCING.

Tpopiua & [Motd
[Ipoomtikéc vy Oevpuvon  pepwdiov  mwpooeépet o0  KAGOOG  TPOPipwV
CVUTEPILOUPAVOUEVOV  VOTTAOV KOl  UETOMOMUEVOV  OYPOTIKOV TPOIOVIOV Kol
aAkooAoVY®V ToTAOV. ETti pépoug xatnyopieg, 6mmg:

Qéta,

opIoUEVA VOTIA,

OTWPOKNTEVTIKA (ATOENPAUEVO 1| TAPUCKEVUGUEVAL),

>

>

>

»  eAo1dAod0 Kot EMEG,
> 1yOunpd,

»  xoteyoyuéveg (Oueg,

»  xot ovo,

KATOYPAPOVY TKOVOTOMNTIKEG EEAYWYIKEG EMOOCELS, AOY®D ALENUEVOV TOAGEMY OTIG
HeyaAeg oAVGIdES dLovoUTC.

Avvopikdém o mapovctdlovv to. mpoidvia Ploroyikng KOAMEPYEWS, TA TPOIOVTO
[IOIVIITE (Wwutépmg dapopa €idn Tupudv) Kot VYNANG moldtntag Tpoidva, mTov
datifevion oe koatoothuoto delicatessen (todt, Potava, KpOKOG, HaoTi, WHEML,
CLUUTVKVOUEVOL YVUOL, KAT.), M KotavdAwon Tov omoiwv ovédavetal, Omwg
OmOOEIKVOETOL KOl OO TOV TOAAMAQGLOGUO OAVGIOwV pe Ploloyikd mpoidvra,
kotootnudtev Delikatessen kot estiatopiov pe ebvikég kovliveg.

Ocov agopd ofvovc-umbpeg Kot OWOTVELUATMOON TOTA, To TEPODPL AvENOTG
pepwiov ayopdg oty 'eppavia moapovstdloviol oNUoVTIKE, otOTL TEPAV TG YVOCTNG
TOWOTNTAG TOV EAMVIKOV TPOIOVTIOV, S0(paivovTol TPOOTTIKEG GUVOEOUEVES LE TO

VYNAO Protikd eminedo tov ['eppavav, v avénon tov TovploTikoh pedpaTog arnd )

® I'pageio OEY ot T'eppavio (2019). Emjoia Exbeoy.
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I'epuavia oy EAAGOa kot v evioyvon tov Pabuod ovayvopioiuomrog tomv
EMMVIKOV TTpoidvtwv. Ocov agopd 10 Kpaoi, Tpémet va Aneoel 1d101tépmg VoYY 0Tt
N Katavdiwon tov ot ['eppavia dev emPapdveton pe EOK.

[Ip6taon: miotomoinon tv eAnvik®v eotwatopiov g [eppaviag ko 1
ouvakoAovOn avaPdduion g kdfoc Tovg (avhpeso e GALY) Pe EAANVIKOVG 0ivoug
EKAEKTNG TTOLOTNTOC, B 0dNyohoaV GTNV EVIoYLON NG EIKOVOG TOVG GE OTOLTNTIKO

KOUTOVOAMTIKO KOWO.

1 KOTaoKELAOGTIKOV KAGO0L — T Aok vAKa & HAektporoykd vAko

H onuovtikn kot dwoypovikny mopovsion 0OV TPoeiA aAovpviov, GLONPOCOANVEG,
YOAKOCOANVEG Kol Aowmd VAkd mov Ppiokovv egvpeio yprnon otov  €viova
OVOTTTUGCOLEVO KOTAOKELOOTIKO KAADO.

Q¢ mPOg TO NAEKTPOAOYIKO VMKO, GUVOQEC KOl OLTO HE TIC KOTOOKEVEG, KOAEG
TPOOTTIKEG €£YOVV TO. TAONG (QVOEMG MAEKTPOAOYIKE VAKE (aywyol, kaAmola,
AOpmTPES KAT.), OAAG Kou ot mAekTpikég ovokevés. Kpivetor o011 dev éxouv
eCOaVIANGEL TIG OLVATOTNTEC TOVG OTN  YEPUOVIK Ooyopd KOl HITOPOVV V.
VTOKOTOOTOOVV  E160YMYEG omd  GAAEC ydpes, Oedouévov OTL Ol  gukopieg
dtevpivovtal, Kabmg 0 KoTaoKeLaoTIKOG KAGd0og otnv ['eppovia mpoPAémetan va £xet
OeTiKéC TPOOTTIKEG AOY® TG AENONG TOV ONUOGIMV EMEVOVGEDV Y10l TNV EVEPYEIONKT|
avafBaduion Tov Ktipiov.

O1 eEMINVIKEG KOTOOKEVOOTIKEG ETOIPEIEG UTOPOLV Vo avIAGUPBAVOLY OVTOTEAMG
KOTAOKEVOOTIKA  £pYyal, Kol oKkOUo. OETIKOTEPEG TPOOMTIKES TPOCPEPOVY Ol
ovuvepyooiec Me  yepuovikés etanpeieg, ot omoieg Owbétovv  mpoOcPacrm oe
xpNatodotikég dtevkorvvoels. H dueprig cvvepyaosio dbvatat va apopd 6€ avainym
épyov 1660 ot ['eppavia, 660 Ko o€ TPiTEG YMOPES, OEOOUEVNG TG TEXVOYVAOGTING, TNG
EUTEPIOG KOl TOV KOVOA®MV Ol0VOUNG TOL SaB€Touy o1 EAMVIKES eTaupeieg o
Ieppavia.

[Ipdtaom: cvvrovicpévn cuvepyacio PETOED TOV EAANVIKOV KAUSIKOV (POPEMV TOV
(QAGLOTOC KOTOOKELMV KOl LIOSTAPEN NG TPOPOANg Tovg, HECH ekBEécEmV Kot
EKONADOE®Y, LE OTOYOV TNV €VIoYLON TNG OVAYVOPICIUOTNTOS TOV EAANVIKOV

KOTOGKEVOGTIKAOV ETAPELDV GT YEPLOVIKT] ayOpdL.
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doapuokevTikd Tpoidvia

H opyémmta kot 1 avioyovieTIKOTNTO TG YEPLOVIKNAG AYOPAG EVIGYVOVV TIC KOAEC
EMOOCELS TOV EAMNVIKAOV QPOPUOKEVLTIKOV TPOIOVIWV, VIO TOV OpO GLVEYOVLS Ko
OTEVNG TAPOKOAOVONGNG Yo TN S10THPNCT TOL OVIOY®VIGTIKOD TAEOVEKTHUATOG Ko
tov egeMiemv oty ayopd. H I'eppavia eEakorovBel va mpel mpaktiky) cvvayng
ocvopuporainv pe eBvikég pappakofropnyoavie GBAA®V yopoV, pHe 6TOXO TN GLUTIECT

TOL KOGTOVG TOPAYWYNG KOL TV TPOMONGN GUUTPAEEDV LE KALTOVOUES EMLYEPNCELS.

Blopmyoavikd vAkd, ymuukd Kot Tpadteg HAEG

AvENoT peEP1diov ayopdg OPIGUEVMVY TPAOTOV DADV KOl TPOIOVT®V TPog eELINPETNON
TOV OVOYK®OV NG yePUavikng Prounyoviog Bo pmopovoe va emrevydel, pe v
avantuéng  vmepyorafidv, eite  péow  avdbeong  TUNUATOV  TOPAYOYIKOV
TpoypopupudTOV  (mobnTiky teAeomoinom), €ite pE TN UETOQOPA  TUNUATOV
TOPAYOYIKNG YPOUUNS Tovg otnv EAAGSa. [Ipog v katevBuvon avt dAAwoTte, £xel
eykafidpvbet to 2012 1 dadiktvokn Thateoppo “ProGreece”, kotdmv Tpwtofoviiog
tov ['eppovikod YITEE/Tevikd Tlpo&eveio Ieppaviag ot Oeccarovikn, tov EBEO,
tov XBBE «a1 tov EAAnvoyeppovikod Bropnyavikov kot Epnopikod Emypeintnpiov,
n omoia amotehel €va ddPaoTIKO epyoreio pe otdyo ™V mpomOnon apoPaio

EMMPELDY GUVEPYUCSLDV UETOED EAANVIKDOV KO YEPLOVIKDV ETLYEIPTICEDV.

YymAn texvoroyia kon Ilepifaiiov. H yeppoaviky ayopd mapovoidlel evkaipiec yo
TOVG KAGOOVG KovoTopiog aryung kot vymAng texvoroyiag, H/Y, mepiBailovtikig
teyvoroyiag, evépyewg, AIIE, Owyeipione amoppupdtov, otepedv & vypodV

Bropunyovikdv amofANTOV, QUTIKOV KOAADVTIKGOV & TOPOQUPLOKEVTIKOV TPOIOVI®V.

[Ipotdcelc

» Auwbeon TOpwV Yo TNV «ToToOETNON TOV EEAYOUEV®V TPOTOVI®MV & VINPECIOV

» XUVEMNG KOl OOOAETTN TOPOLGIO WHEC®: ETAPIKNG 10TOGEASOG, Slebvav
Epnopwcdv ExBécemv, kot emyelpnLatikng enkotmviog.

» Ilpoonimwon otnv TpNoN SSIKACIOV Kol TPOSIOLYPOPDV.

» Ilpoondadeia yuo emitevén okovouidV KAMPOKOC.

» Agoocinorn o otoyevpuéveg Tpoomdbeleg Kot Oyl J1AOTACT GE UEUOVMOUEVES KOl

OTOCTOGLOTIKEG OPAGELC.
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Germany’s Soft Power* Food for thought for Greek Economic Diplomacy

Germany managed to hold on to 3rd place in this year’s index, noteworthy
considering that half of the countries in the top-ten experience a fall in their ranking.
Given the current levels of geopolitical uncertainty and volatility, consistency can be
a valuable asset. However, since Chancellor Merkel’s announcement that she would
step down in 2021 and retire from frontline politics, Germany has been more
internally focused. The Chancellor has been left politically weakened since the last
general election, and French President, Emmanuel Macron, has put himself in the
driving seat of Europe’s external affairs. A less globally engaged Germany is

certainly not a good thing.

Strengths. Particularly high scores within the Human Development (5th overall) and
Economist Democracy Index (13th overall) alongside a recorded increase in the
number of think tanks were integral for achieving this result. Germany also moved
into 2nd place in the ‘Engagement’ sub-index after holding 3rd place for the last four
years. Germany’s continuous efforts to resettle refugees helped drive this positive
shift, but the programme has also highlighted internal political divisions and raised

the spectre of the return of right-wing extremism.

Weaknesses. While the country’s digital infrastructure and high internet penetration
rates have remained consistent, online engagement with key political figures has
tumbled. Most notably, Angela Merkel’s decision to shut down her social media
accounts after resigning the leadership of her party, the Christian Democratic Union,

caused a fall in digital diplomacy metrics for Germany.

Portland Recommends. Europe has no shortage of challenges, both internal and
external. In facing up to these challenges successfully, continued German leadership
will be needed. As Chancellor Merkel develops the plans for her final 24 months in
office, one last major push on the world stage to cement a global legacy could be the

spark Germany needs to reach the top of The Soft Power 30

* https://softpower30.com/country/germany/
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Success in the U.S. market can help drive success globally. With an annual GDP of
$20 trillion and population of over 325 million, the United States:

> is the world’s most attractive CONSUMER MARKET,

» offering unmatched DIVERSITY,

» athriving culture of INNOVATION,

» and the most productive WORKFORCE.

Companies of all sizes — from startups to multinationals — can find the ideas,

resources, and market to succeed and grow.
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Ease of doing business

8th

out of 190 countries

Currency

US dollar

GDP per capita

$62,600

(IMF, 2018)

Economic growth

2.9%
(IMF, 2018)

(World Bank, 2019)

Business languages

English

actsheet update:

ctober . Next update Apri . ost data refers to indicates the most recent available

United States

Economic Overview

Nominal GDP ($US bn) 20,580.3 GDP growth (annual %) N, Inflation (annual %)
Real annual GDP Growth (%) 2.9 35
3.0
GDP per capita ($US) 62,868.9 . 0
Annual inflation rate (%) 2.4 ‘e . 1'5 e " "n moa >
. .
Unemployment rate (%) 3.9 N 20 ot 20
“ra am o
Fiscal balance (% of GDP) 5.7 s 15
Current account balance (% of GDP) -2.4 10 1.0
0.5
Share of GDP* 09 o
0.0 0.0
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@ Agriculture, forestry,
and fishing, value
added (% of GDP)

O Industry (including
construction), value
added (% of GDP)

W Data ® ® = = IMF Forecast = Data = = == IMF Forecast

Fiscal balance (% of GDP) Current account balance (% of GDP)

0.0 0.0
| 2.0 -0.5
-1.0
-4.0
-15
-6.0
-2.0

| Services, value added
(% of GDP)

Population* 80 25
O Population ages 0-14 -10.0 3.0
15.8% 18.7% (% of total
population) 120 35
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| Population ages 15-
(% of total m—Data = IMF Farecast — gty s |MF Forecast
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and above (% of total (1= highly developed, 0= undeveloped)
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1is the best, 189 is the worst UK rank is 8

Compiled by the FCO Economics Unit usil

external sources. Contact alexander.smith@fco.gov.uk for more information about this factsheet.
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Factsheet updated October 2019. Next update April 2020.

Most data refers to 2018 (*indicates the most recent available)

United States
Macroeconomy ‘ Population Trade & Investment
Nominal GDP ($US bn) 20580.3  |Population (millions) 32735  [Current account balance (% of GDP) 24
Real annual GDP growth (%) 29  |Population growth rate (% change) 0587  |Currentaccount balance ($US bn) 491.0
GDP per capita (SUS) 62,868.9  |Population density (people per km?)* 35.766  |Total exports of goods and services ($US bn)* 2,501.3
Annual inflation rate (%) 2.4 |Urban population (%)* 823  |Total imports of goods and services (SUS bn)* 3,959.2
Unemployment rate (%) 39 onomic Developme Exports of goods to UK (£m) 41,007
GDP at Purchasing Power Parity (SUS bn) 20,580.3  |Human Development Index (min 0, max 1)* 092  |imports of goods from UK (£m) 51,804
GDP at Purchasing Power Parity per capita ($) 62,868.9 |Life expectancy at birth (years)* 785  |Exports of services to UK (£m) 35,549
GDP at PPP as a share of world (%) 152  |Literacy rates (%)* . |Imports of services from UK (£m) 68,961
Income inequality (equality 0, inequality 100)* 415  |Exports +imports as share of GDP (%) 314
General government net debt (% of GDP) 800 [|Internet users (% population)* §73  [|Inward direct investment flow (SUS bn)* 2518
General government gross debt (% of GDP) 1043  |Netaid received per capita (SUS)* - |Inward direct investment stocks (SUS bn)* 7,464.7
Fiscal balance (% of GDP) 5.7 |Doing Business ranking (best 1, worst 189) 6 Emissions & Environment
General government revenue (% of GDP) 295 Energy CO;, emissions per capita (tonnes)* 165
General government expenditure (% of GDP) 351 |Oil production (thousand barrels per day) 15310.7  |Pump price for petrol (SUS per litre)* 071
Current health expenditure (% of GDP)* 171 |Share global oil reserves remaining (%) 0.0 |Energy use per capita (kg of il equivalent)* 6,803.9
Public education expenditure (% of GDP)* 50 |Gas production (bn cubic metres per year) 8318  |Food imports (% share of goods imports)* 6.0
Military expenditure (% of GDP)* 33 [|Share global gas reserves remaining (%) 119  |Forestarea (% of land area)* 339
Foreign Exchange reserves (SUS bn)* 4499  |Net energy imports (% of energy use)* 7.3 |Agricultural land (% of land area)* a4
Value Global Ranking (1-185)
Comparator countries/territories in 2018
Indicator 2018 2019 forecast | 2024 forecast 2018 2019 forecast | 2024 forecast

Population (million) 274 3293 3383 3 3 3 [Belowlndia, Above Indonesia UK rankis 21
Nominal GDP ($US bn) 20,5803 21,439.5 25,793.4 1 1 1 |AboveChina Ukrankis 5
GDP/capita ($US) 62,869 65,112 76,252 8 7 g [Pelow Singapore, Above Denmark UK rankis 21
Real annual GDP growth (%) 29 24 16 103 113 154 Below Moracco, Above Turkey UK rank is 153
General government gross debt (% of GDP) 1043 106.2 115.8
Fiscal balance (% of GDP) 5.7 56 5.1
Annual inflation rate (%) 24 18 23
Unemployment rate (%) 39 37 39

Compiled by the FCO Economics Unit using data from external sources. Contact alexander.smith@fco.gov.uk for more information about this factsheet
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E and DRI Private label growth High-potential products
Private-label  sales grew The US offers  great

Attractive export market 125% between 2016 and opportunities - forhigh-
The US is an attractive | | 2017, providing opportunities value, differentiated, niche,
market due to its large, || for brands with expertise
affluent and diverse | | working in private label
population.  There is a || (Nielson, 2018).

relatively stable economy and

and on-trend products.

Business

established infrastructure. ..
Opportunities

There are relatively low

regulatory  barriers  and

ARTIFICIAL INTELLIGENCE
The US market has appetite across industry,

5G government, and university to build excellence

The US government is encouraging || and cross-collaboration in artificial intelligence.

companies to deploy 5G networks and to
modernize digital opportunity for all
Americans (US Federal Communications
Commission, 2019). 10T and Smart Cities are

strong focuses at local government levels.

Technology opportunities

FE SCIENCE US hospitals and healthcare

organizations are keen to

Supply chain opportunities

The US is by far the world’s [ | deliver  healthcare ~ more

The US is home to a large

biggest spender on healthcare, efficiently  with artificial
. number of biotech and pharma ) )
medical products, and health intelligence and other
companies that offer many ) i ) .
research and  development innovative technologies. This
opportunities for UK
(OECD, 2019). In 2017, the US PP growing market is ripe for UK
- companies to sell into their i
spent $3.5 trillion on healthcare, medtech companies that offer
. . . supply chains. The US i )
and spending is projected to data analysis solutions.

pharmaceutical market is the

almost double in the next decade

world’s largest (International

Trade Administration, 2016).

(Centers for Medicare and
Medicaid Services, 2019).
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Tax

The US tax system is complex. Taxes can be imposed by both the US federal
government and individual states, counties and cities.

The Internal Revenue Service (IRS) governs federal taxes in the US.

You’ll need to get tailored advice from a certified accountant or tax lawyer if
exporting to the US. There is no Value Added Tax (VAT) in the US.

Sales tax varies from state to state.

Check the Federation of Tax Administrators.

Standards and technical regulations

You must check your product meets all legal requirements in the US and you
have all the required licences.

Check the National Institute of Standards and Technology.

Check the US Food and Drug Administration (FDA) legislation and regulations

relating to food and drink, drugs, medical devices and cosmetics.

Packaging and labelling
Labelling requirements for consumer commodities are enforced by the FDA.
Specific labelling requirements for food, drugs, cosmetics & medical equipment.

Check local labelling regulations with the relevant state business bureau.

Export licensing and restrictions
You’ll need a license to export certain goods and services to the US because the

import of some items is restricted or prohibited.
Check the US Customs & Border Protection’s (CBP) list of prohibited and

restricted items.
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OPERATING You should always get qualified legal guidance before

entering into any agreement to do business in the US. Ideally,

your contracts should be reviewed by lawyers who understand both US and Greek

law. The US Embassy has a list of American attorneys based in Greece.

Intellectual property: As a first step, we advise you to speak to an intellectual
property lawyer if you think you need patent protection when exporting to the US. If
you intend to sell goods or services to the US, you should consider applying for US
trademark protection and check that your trademark doesn’t infringe any existing
trademark.

Find out more from the United States Patent and Trademark Office (USPTO).

Payment terms: Your contract will specify the terms for payment. Any disputes will
need to go through the US legal system for resolution. This generally takes place in
the US state specified in the contract and follows state laws. When agreeing terms,

you should decide on an exchange rate and whether to use Euros or US dollars.

Business culture: Business communications in the US tend to be very direct. Getting
straight to the point is appreciated and negotiations are likely to be very focused on
closing a deal. The fine detail of the legal aspects of a contract or written agreement

are likely to be heavily scrutinised.

Insurance: Export Credit Insurance Organization (Opyavioudg Aoc@diong
Eéoyoyikov IMotooewv) helps Greek companies to get paid by insuring against

buyer default.

Product liability law: You should make sure you understand product liability law
and implement precautionary measures to reduce risk = investment of time and

money.

Entry requirements: You can visit the US for business for up to 90 days through the
US Visa Waiver Program. This is usually valid for 2 years or until your passport
expires. If you plan to work in the US, you’ll need a non-immigrant visa.

The US Embassy has more visa information.

Mﬂ
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Case Study: EAAnvikd tpégyno oty ayopa tov HITA

1.AvapOpmon ayopag
MEI'AAO METE®OZX c¢ 6povg:

YEWYPAPING, apOIoV KATUVIAMTOV Kot S100EGIOV EIG0IMUATOS, KUPIMG OTIG TOAELG

AOY® peyéBoug kol EKTOONG, VIAPYOVV OAAETAAANAO EMImESH EUTAEKOUEVDV, Ol

omoiot  pecoAafovv  mpokeEWEVOL  TO  TWPOIOV  va  KoToAnger  omd v

TAPOYWYN/EIGAY®YT TOV 6T0 Ppaet Tov Super Market. Ot tpeig Pacikol eumiekdpevol

etvat:

— 0 gwooyoyéos n/kar davopéos (dev givor amapaitnto va tovtiCovior 6to {010
TpdSmOTo/eTanpeia),

— o food broker, o omoio¢ Asttovpyel ®G TAOGLE TOL TPOIOVTOG Ko AMOTEAEL TO
TPOGMOTO KAEWL Y10 TV TPODONGT| TOV GE Lo LEYOAN EUTOPIKT 0ALGIOO,

— Kot Téhog 0 e€edikevpévoc vTdAinAog-“ayopactig” (buyer) g etapeiog Super
Market, tov onoio mpoceyyilet eite amegvbeiog o davopéag, eite o food broker kot

0 omoiog amo@acilel av Bo amodeyDel ko eykpivel To TPOidV.

Food brokers can help small food businesses grow but working with a broker may
come at a cost. Whether it’s their ability to get your product on store shelves or the
monthly commission rates and fees you will have to pay, there are both negative and
positive aspects of working with a broker. Before you decide to enlist a broker, it’s

important to weigh how the pros and cons can affect your business.
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Téooepa (4) mheovekTipaTa

a. Brokers allow you to focus on other aspects of your business

The biggest reason small business choose to work with food brokers is to free up time.
Running a business is a full-time job, and expanding a business can be overwhelming
for many manufacturers. Both production and selling are significant factors of running
a business and require equal attention. Hiring a broker to take care of sales allows
business owners to focus their time elsewhere.

Brokers can also act as business advisors. They have a close working
relationship with stores and can provide valuable feedback from retailers and
customers, including how products are selling, the reaction of consumers to new and
existing items, and current market trends, both locally and nationally. Utilizing this
information can help you fine-tune aspects of your business that might not be working
and expand the elements that are.

b. Brokers are more cost-effective than hiring a sales team

Although it can be costly to hire a broker, it may save you money in the long run.
Whether you are meeting with stores yourself or hiring your own sales
representatives, the costs associated with pitching new products can add up. Traveling
to different stores uses up fuel and time, and can put a financial burden on your
business.

Hiring sales representatives for your brand can come with some high costs as
well. Not only will you be taking on new employee salaries, but you will also be
responsible for travel expenses for these employees. Depending on the size of the
territory, overnight travel may be necessary, resulting in hotel, fuel, and food costs.

Even though using a broker or your own sales team isn’t necessary to expand
the area of your business, they are the best options. Analyzing your goals and the

current size of your business can help you decide which one is best for you.
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c. Brokers have connections
Working with a broker gives you access to their industry connections.

Brokers are already established in the industry and have connections that most
food businesses do not. Even smaller brokers already have relationships with buyers
and managers that give them a boost when presenting new items. Whether it’s smaller
local markets or large chain stores, brokers know who to talk to about getting your
product into the store. Some large stores will not even meet directly with food
business owners or manufacturers, in which case a broker may be your only way into
the store.

The established relationships brokers have can also help save time and money.
Just like it may be more cost effective to hire a broker rather than assembling your
own sales team, it can be more time effective too. Networking with buyers and store
managers takes up large amounts of time, and it can take years to build the same type
of relationships, and trust brokers already have.

d. Brokers do more than sell
It may seem like the only job of a broker is to get your product onto the shelf, but they
do much more than that. While brokers do employ sales representatives to sell in
products, they can also help to grow your business through other methods. Many
brokers will work with stores to market the product and coordinate demos, especially
during events and promotional sales. They not only help establish your presence in the
store, but they also increase your overall marketing, making it easier for consumers to
become familiar with your brand.

Brokers also work with stores to make sure your products stay on the shelf.
When buyers are conducting category reviews and looking at which brands to cut,
having a broker presence can offer protection. If your product is on the chopping
block, they can negotiate promotions and deals to keep your product in the store.
Additionally, they can provide information on sales and store feedback, which is a

tremendous help to the business side of your brand.

Mﬂ
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Ko téooepa (4) perovektiporo

a. Brokers represent multiple brands - not just yours

Shelf space is competitive, and brokers might already be representing brands similar
to yours. The larger the broker, the higher the chances are that they’re representing
other brands with products similar to yours. Brokers can represent hundreds to
thousands of individual products, which can make it more difficult for smaller items
to stand out and get the same level of promotion. In fact, brokers may often prioritize
larger brands with higher sales over smaller ones to keep profits high.

Brokers are subject to the same shelf and space restrictions in stores that direct
sellers are. Let’s say a broker represents two brands. Both brands sell potato chips,
and both have new competing items. One brand is larger and more established, while
the other is a small up and coming company. If a store only has one spot available for
a new product, the broker may promote the larger company, since it already has a
proven track record for sales. This decision isn’t based on the quality of the products

but is a business decision. And remember, food brokerages are a business.

b. Brokers come with high monthly costs

Food brokers may save your business time, but they come at a price. Depending on
the broker, they will charge a commission fee of anywhere from 5-10% (or higher).
On top of this, some brokers may charge a monthly fee or retainer amount to ensure
they are making a profit.

There are also intro discounts to consider. To get your product into a store,
brokers will want to offer buyers an incentive. It can be a buy one get one free for
new products or an overall initial order discount for new stores. These discounts
might look good to stores but can hurt your small business if you are not ready for this
type of investment.

That said, it’s important to remember that brokers make money by selling your
products. They have an excellent incentive to get your product into stores and will
work to make sure that happens. Although the initial costs of hiring a broker may
seem high, in the long run, brokers will help to increase the overall volume of
products sold, expanding your profit margins. Even if your business does not appear
ready to take on the costs of a broker, they can be a possible consideration for the

future.

Mﬂ
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c. Brokers might not share your same values
If you are a small business, brokers may have a difficult time effectively capturing
your brand’s message.

When presenting your products, brokers convey your brand’s message to
buyers. Having someone else selling your product isn’t always the same as selling it
yourself. As the creator of your product, you are the expert. You know the source of
the ingredients, what goes into the manufacturing process, and the details about the
end product such as price point, demand, etc. But beyond that, you know the story and
values that go into your product. The passion you have for your company is
something that is hard for brokers to capture during a sales pitch.

Working with a broker may mean giving up that personal touch that comes
with presenting your products yourself. In some cases, small specialty stores are more
interested in working with the owner of the company than with a broker. Knowing
your sales goals and what types of stores you want to see your product in can help you
decide whether or not this a broker is the best choice for your company.

d. Brokers may require exclusivity
Most brokers will want exclusive rights to represent your products in a geographic
location, keeping them from competing against each other and presenting the same
products to the same store. If you have two brokers trying to sell your product to the
same Whole Foods region, this can create a negative image for your company. Stores
may view your brand as inexperienced and unprofessional and may be unwilling to
stock your products, broker or not.

Even though you are giving the brokers the selling rights only (not the actual
rights to your product), this can still be uncomfortable for many small businesses. If
you are used to having control over your product, giving up this control may not be

something you aren’t ready for.
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2. IllpoxTiKn TG E100YOYAV TPOPIR®V
[Ipootatevtiopnds Katd nepictaom

2.1. My Aaopodroyiké Epnoduo Ipéopaocng Mpoiovrmy.>°

Agv eMTPETETOL 1] EIG0YMYN OPIGUEVOV AyPOSATPOPIK®V TPoidvTmv otic HITA ympic
TPOTNYOVLEVN EIOIKN E£YKPLION TNG AUEPIKOVIKNG TAEVPAG.

Inueloon: ot TEPOPIGUOL APOPOVY PPECKN KOl VOO TPoidvta Kol Oyl o€
LETOTOMUEVO TPOPIUD, EPOGOV TANPOVV TIC TPOOYPopES mov opilel 1 appodi
Ymnpeoia (Food & Drug Administration, FDA) tov Yrovpyeiov Yyeiog.

Du1d Ko ppéoKa PPOVTA Kol AaavIKE (TPOTOKOAAD EIGAYMYNS).

Amouteiton £ykpion mpmTokOALoL gloaymyne ¢ Ymnpeoiog APHIS (Animal and
Plant Health Inspection Service, Ymovpyeio T'ewpyiag USDA), xotomy vroBoing
OTNLOLTOG,.

Kpéag, moviepika kot avyd (£ykpiomn 1600vvapiag).

Amouteital avayvopion wwodvvapiog (equivalence) mpodiaypapdv Kot GUGTNUATOV
eAEYYOL mopaymYNG (TnNg evolapepopevns yopag eEaymyng). H dwadikacio &ykpiong,
apuodiotnrog g Ymnpeoiag FSIS (Food Safety and Inspection Service, Yrovpygio
I'ewpyiag USDA), dpoporoyeitor o dyuepég eminedo.

AlMedpota / yyBonpd (tnpnon xatarodyov LOFF).

Eaywyn mpoidovimv edwkod yia to. adeduata kotordyov LOFF (List of Foreign
Fisheries) povo xatoémwv PePaimong oloxinpwong "épsvuvoc oLYKPIGIHOTNTOG"
(comparability report), ¢ Yanpeosiog NOAA (National Oceanic and Atmospheric

Administration).

2.2. Aaoporoyikd gpméola
Avata&vounon ioayopuevov TpoOREIwV TUPLOV OO OAGUOAOYIKO KOIKO e UNOEVIKO

daopd 6€ KMOKO e SUGHOAOYIKT EMPAPLVOT).

%0 B\ ‘Ex0eon I'pageiov OEY otig HITA, 2018.

Mzo
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3. H 0éon TV EAANVIKOV TPOPIN®V GTNV GUEPLKAVIKI] 0YOPd.

OszTIKG

H avéntcn téon, yio mapdodstypa, 25% tov cuvolov TV e£ayopevav Tpoidvimv 1o

2017, évavt 24% 1o 2016, opeileton:

v

GTNV LYNAT TOOTNTO TOV EAMANVIKOV TPOPIH®V

GTNV OYLPY| TOPOLGIN TNG EAANVIKTG OHOYEVELNG GTOV KAADO TNG £0TIOGNG, ALY
Kol gloaywync/epmopiag/otaKivnong AMANVIKOV TPoQipn®V, HOVOOIKO oTotyElo

AOY® TOV pey€Boug Kat TG ETPPONS NG,

OTNV 1oYVPN TOPOVCia. GAL®Y KOWOTNTMOV WHECOYEWKNG KoTaywyng, Itaioi,
ApaPeg KA, EOIKEIOUEVOL [UE TN UECOYEWKY] SOTPOPY] KOL TO, GYETIKO VALK

TOPOCKELNG,

0T OTOOWKN TOVTION TNG “UECOYEINKNG OWTPOPNS” UE TNV VYIEWVY] OTPOPT,
tdon mn omoio evioyveton otic moAteieg ¢ Bopelo-avarolkng Axthg (Néa
Y opkn, Macayovsétn kot Néa), pe KatavarmTég VYNANG LOPPOTIKNG, ALY Kot

€1000NUOTIKNG 6TAOUNG,

Kol 6TOVG BETIKOVG GLVEIPUOVE TOL TPOKAAOVVTOL GTOV UEGO KOTOVOAMTN 0o
v avaeopd “Greek” oe KGmO10 TPOIOV, LE YOPOUKTNPIOTIKY] TEPITTMOT EMITLYIOG

10 “Greek Yogurt”.

Ta gpmodra

Ouwc, n Béon TV EAMANVIKOV TPOPIH®OV GTNV OUEPIKAVIKT ayopd, LIoAEimal EvavTt

TOV OVIOYOVIGTIKOV, ITOAMKOV, YOAMKOV KOl IGTOVIKOV, Ol AOY® TotdTnToS, opov

T EMANVKE TPOPILA VTTEPEYOVV TTOOTIKA, OAAL AOY®:

eMelatikov marketing kot dpdoemv mTpoPoing Kot mpodOnong, kKot poota yio
xpoviKd daotua 5-10 etdv mov Ba enéPfaie o cuvenng otpartnykr marketing,
AVOAOYMG TNG YEWYPOUPIKNG TEPLOYNG OV “OTOYEVEL” TO TPOTOV, APOV KATL TETO10

ocvvendyetot VYNAS kdGTOC,

Mzo
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» advvapiog Tpocéyyons tov katdAiniov food brokers kot buyers, pe arotéhecpo
TO. TEPLGGOTEPO EAANVIKG TPOIOVTO VO TOPAPEVOLY eYKA®PIoHEVO GTNV ayopd
ebvotrtov (ethnic market) extog tov peydlwv super markets mov anevfdvovran

GTOV HEGO KOTAVOAMT,

» advvapiog ocuveyovs, GUVETONVS, OPYUVMOUEVNG KO LOKPOYPOVIC TTPOGEYYIONG TV

OIKTO®V S1OVOUNG KoL AOVIKTG TAOAN GG,

» Kol TEAOG, AOY® £VTOVOL OVTOY®VIGHOV OO OLOEY| TPOIOVTIO AAA®V YMP®V, KOt

péAota o YouUnAdTEPT TIUN.

4. ZTpatnyikég O1EI60V61S TOV EAAMVIKAYV TPOIOVTOV 6TV CUEPLKAVIKY] 0Yopd.
Ot avotépw cvuvOnkeg amoitovy 0pHoroyiKO GYEOOGUO HE EMUOVH KOU GUVETELD,
apov, AOY®m ayopds, aKOUA KL 1] AOGTACT] MKPOVY — GE AmTOAVTOVS OPOVG — HEPLOIO
VIEP TOV EAMVIKOV TPOPIL®V, OTOTEAEL OVGLOCTIKY emTLYIO Kot petagpdletal o€
HOKPOYPOVIO TOPOLGIC TNV ayopa.

Yuvvémela onuoivel TpNon TV 0pwv TV cLpuforaimv: £ykalpn Tapddoon
TOV TPOIOVTOV KOl STpnon NG modtnToas, Oedopévng, HAAMOTA Kol TV
AOQUKTIK®OV EUTOPIKOV OpmV oV emPdAlovv ot peydleg aivoideg super markets.
[TapekkAoelg Kol ¥POVIKN] OGLVETELN, OV EMUPEPEL HLOVOV PNTPEG o€ PAPOg TOL
eCaymyéa, oAAG Kot vToPaduion Tov KOPOVS, UE AUEGES GUVETEIES: AMOKAEIGUOG TWV

TPOIOVTMOV Kol ApVNTIKN TPOOIAOEDT) OE EVOEYOUEVES EUTOPIKESC TTPOTACELS.

IIpotdosaic:

AopPavovtag vmoyn 1o aveOTEP®, TPOKEWEVOL Vo Olevpuviel 10 pepidlo v

EAMMMVIKOV TPOTOVTOV GTNV OUEPIKAVIKT ayopd, emPBePAnuéves kpivovtal OpAGELS TOV

Ba oToYEHOVV TAVTOYPOVAC, LLE YPOVIKT GLVETELN Kol £1C BdBog YpOvov GE:

» ovveyn, EMHOVN KOl EXOVOAAUPAVOLEVT] TPOGEYYIOT] ETAYYEALATIOV TOV KAGOOV
TPOPIL®V Kol TOT®V, dSNAUON TOV EI60YwYE®V, TOV dlavouéwyv, Tmv food brokers,
TOV EKTPOCHTOV £0TIATOPI®OV, TV buyers” peydAov olvcidwv super markets,
aAAG kou tov food bloggers,

» ovveyelg, emipoveg, emOovOAAUPOVOUEVEG KOl KUPIOG OTOYXELUEVEG OPAGCELS
Tpo®ONoNG Kot TPOPOANG, e GTOYO TV AVASEIEN TNG AVATEPNS TOLOTNTAS TOVG:

CEKTOIOELON» TOV KATAVOIAMTAOV MOTE OVTO VO, UTOPECOVY VO TO, «ETAEEOVLV»

Mzo
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Evavtt TV @Onvotepmv, GAAL AYOTEPO TOWOTIKAV, OVIAYOVICTIKOV TOVC.
[Mopadeiypata T€T010V OpAcEDV ATOTEAOVV:

—  YELOLYVOGIEG,

— deypotiopoi og peydleg alvoideg super markets,

— oL dlpMuicElg 6€ évTuma £101KOV TOTOV,

—  “open house events” eAANVIKNG KL Oyl YEVIKOG “HecoyeloknS” kovlivag,

—  omuovpyio  “EAMVIKOV  papldv” o€ EMAEYUEVE  KOTOOTAUOTO  UEYOA®V
STPOPIKAOV OAVGId®Y, KOTA TO TPOTLTO OVTIGTOY®V TOMKAOV KOl YOAMK®OV

dpdoemv KAT.

To vynikd kdctog Marketing, kot palMota eni peyddo ypovikd Sdotnuo, yioo Tnv

amdKTNoN G EMOLUNTNG KOVUYVOPIGILOTNTOCH, GE CLUVOLOGUO LE TN YEVIKOTEPQ

OKOVOUIKY] Kpion Tev teAevtainv ypovav, teplopilel Tov aplBpd 0G6mV ETLYEPCEDV

umopoHv vo avtameEEAOovy.

» H amoppdonon ndépwv amd v Evponaikn Evoon,

» 1 a&lomoinomn tov S1KTHOL TNG EAANVIKNG OUOYEVELNG,

> 1 ovvepyaoio pe eEEIOIKEVUEVES QUEPIKOVIKEG eTapeiec marketing,

» 01 GVUYVEG EMICKEYELG TOV EVOLOOPEPOUEVAOV, POV 1) EMLTOTIN TOPOVGio GLUPAAEL
OLCLOOTIKA otV €miAvorn  KaOnuepvodv  TPoPANUAT®V, KOl EVICYVEL TNV
OTOTEAECUOTIKT) CUVEPYOGIO: 1] SIOTPOCMOTIKY ETAPT EIVOL AVOVTIKATAGTOTT,

» Kot M onpovpyio povipov ekbeclokmv ydpov TPoPoing, mpodOnong Kot
eumopiog,

amoteloVVv Sine qua non 6povg emttvyiog.

“Eataly’s success is linked to our philosophy, because
people can eat, shop and learn, all about high-quality food,
three activities that don’t coexist anywhere else. Moreover,

our informal style of communication shows how direct and

approachable we are, just the way people like.”



- Oscar Farinetti

Eataly Manifesto

1. WE'RE IN LOVE WITH FOQOD.

We love high-quality food and drink. We love the stories about it,
the people who produce it, and the places it comes from.

2. FOOD UNITES US ALL.
Good food brings all of us together and helps us find a common
point of view.We believe that one of the greatest sources of joy is

what happens around the dinner table.

3. OUR PASSION HAS BECOME OUR JOB. &
We've dedicated our daily lives to promoting a real understanding of -
high-quality food and drink. How lucky are we that we get to do

what we love?

4. THE SECRET TO QUALITY OF LIFE? QUALITY \\‘
PRODUCTS.
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By creating and offering the best products, we improve our own lives and bring added

value to yours. Enter a world dedicated to quality: that means quality food, quality

drink, and ultimately, quality time.

5. OUR TARGET AUDIENCE IS EVERYONE.
Whether you're here to buy a loaf of bread, prepare for a lavish W J
dinner, or sit down to enjoy a meal, we want this to be your place.

We want you to be comfortable, happy, and enriched by every visit.

6. EAT. SHOP. LEARN.

This is a store with stories. Here, you won't just discover what \J |

you love: you'll also learn about what you love.

7. WE'RE IN THIS TOGETHER. &
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What you choose every day determines what we'll stock on our shelves over time.
When you demand quality products, you support the local farmers, fishermen,
butchers, bakers, and cheesemakers who produce them. You create a better
environment—for eating and beyond.

8. OUR THREE PROMISES TO YOU:

1. Choice: We offer a diverse selection of quality food and drink. \ €

4
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g

2. Accessibility: We are dedicated to offering the best products at
the lowest possible price points.

3. Knowledge: We feel that it's not just important that we know everything about
what we sell and serve but that you also learn about the products we are so passionate
about. We share with you the stories of the people and places behind all that we offer.
The more you know, the more you enjoy.

9. YOUR TRUST IS EARNED EVERY DAY.
In all ways, we promise to be scrupulously honest. We'll never

encourage you to buy more than you need or spend more than you can afford.

10. THE END GOAL.

Our goal is to have you as our customer for a lifetime. The easiest

means to that end is to offer the best food and drink, as well as the

best environment in which to discover and expand your tastes.
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USA’s Soft Power

2019 Overview

In 2018, the central debate in foreign affairs circles centred on the continued viability
of the rules-based international order. Was it in crisis? Could it survive in its current
form? One year later and the debate has moved on. Accepting that the global order is
eroding, foreign policy thinkers are looking at how best to respond to this new
context. There are several contributing factors to the erosion of the global order, but
perhaps the most unexpected is the radical shift in American foreign policy. Under the
banner of “America First”, the Trump administration has called into question the
value of long-standing security alliances, launched trade wars with America’s closest
partners, and taken a strong line against multilateral cooperation in favour of bilateral
dealings. This shift in foreign policy has made an impression on publics around the
world. This year’s results report a further decline in American soft power, and the US’
lowest ranking since the launch of The Soft Power 30. As our research has shown, the
primary driver of public opinion on a given country is how people perceive that
country’s foreign policy. In assessing their feelings about a given country, people are
essentially asking themselves “is this country a force for good in the world or a force
for il1?” Clearly there is still much to admire about the US, but “America First” is

unlikely to win many hearts and minds abroad.

Strengths

In terms of objectively assessed soft power assets, the US continues to be world-
beating in Culture, Education, and Digital. American pop culture is more globally
pervasive than any other country’s comparable outputs, and that is unlikely to change
anytime soon. With more top-ranked universities than any other country in the world,
the US hosts more international students than the next two closest countries (the UK
and Australia) combined. And as home to Silicon Valley and some of the largest tech
companies in the world — Apple, Google, Facebook, Microsoft to name a few — the

US leads the way in tech-based innovation, as well as digital diplomacy.

Mzo
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Weaknesses

Our polling data suggests that “America First” does not play well with audiences
abroad, and this continues to be true in 2019. As long as US foreign policy is seen as
unpredictable at best and untrustworthy at worst, US soft power is unlikely to return
to the levels seen in 2015 and 2016. According to the objective data, the US has fallen
back five places in the Government sub-index, reflecting a hit to American soft power
as a result of domestic policies and politics. In short, it is the US Government — at

home and abroad — that has weighed down the US’ overall rank this year.

Portland Recommends

The Trump administration has demonstrated little interest in soft power,
multilateralism, or solving the major challenges facing the world. It is hard to imagine
a change of direction, and no amount of tweaking or messaging is going to reverse
America’s soft power decline. The best hope for American soft power is for non-
federal government actors to take up a bigger role in engaging the rest of the world.
Indeed, the devolved federal system could help hold the line for American soft power.
Mayors and governors need to step up their active diplomatic reach and capabilities,
circumventing the federal level structures where necessary. The same goes for
American business, universities, and civil society. In doing so, they can remind
audiences abroad that the US has much to offer to international partners and that will

continue to be true in the foreseeable future.
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Ease of doing business

43rd

out of 190 countries, World Bank 2019

GDP per capita

$9,350
2018, IMF

Currency, TUR100 = €13.2

Turkish lira

Economic growth

2.6%
2018, IMF

Business languages

Turkish

You may need a translator
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UK Trade Analysis

Turkey is a large and fascinating market with plenty of export opportunities for
foreign exporters. It is home to both large multinationals and local businesses with a
strong entrepreneurial culture. Despite Turkey’s recent political and economic

challenges, the country’s prospects are positive and there is room for growth.

Growing consumer base
Turkey is a rapidly developing and increasingly sophisticated market. It has a growing
middle class and domestic consumer base of more than 80 million people. Turkey’s
population is one of the youngest and fastest growing in Europe, predicted to reach
nearly 87 million by 2023.

Trade gateway
Turkey straddles both Europe and Asia and borders a range of countries. Its strategic
location means it can act as a springboard for foreign companies to do business in

markets such as Central Asia and the South Caucasus.

Turkey 'gateway’ for trade with Eastern Europe, Asia
Daily Sabah, April 2, 2020

Turkey continues to be a major gateway for companies interested in trading with the
Eastern Europe and Central Asian Network (EECAN) region, a top business leader
said Tuesday. Speaking to Anadolu Agency (AA), Chris Gaunt, chairman of the
British Chamber of Commerce in Turkey, said, "Because Turkish companies already
have strong business relations with Central Asia, North Africa, the Middle East and
Russia, we see that as a distinct advantage to strengthen our trade and attract more
investment."

The EECAN region comprises of 14 countries including Armenia, Azerbaijan,
Belarus, Georgia, Kazakhstan, Kyrgyzstan, Moldova, Mongolia, Russia, Tajikistan,
Turkey, Turkmenistan, Ukraine and Uzbekistan. Gaunt lauded efforts of the Turkish
government 0 ensure a seamless transition post-Brexit, "\We want to maintain the
current agreement with Turkey, and where possible we would like to improve it," he
said. He added that they are interested in a "long-term commitment" with Turkey.

"You can't go there, make dollars and leave," Gaunt said.

Mﬂ
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Opportunities for exporters (UK Trade Analysis)

Turkey and the Greece have developed strong commercial ties, and the Turkish

government is investing significantly in a wide range of infrastructure projects, from

nuclear power to road and rail.

1.Health & Life Sciences

Greek companies will find opportunities in the
private sector and in the state funded sector, where
new healthcare facilities are being established under
the public private partnership model. Areas of
opportunity include medical equipment provision,
hospital services, and facilities design and
management.

Medical equipment. There are opportunities for
Greek businesses to provide specialist equipment to
the Turkish healthcare market. This includes
advanced medical technologies and equipment for
all areas of medicine, as well as implants, dental
and orthopaedic products, hearing aids, splints and
other fracture appliances.

Hospital services. There’s demand for the provision
of services in hospitals, including catering,
cleaning, security and accommodation. Greek
businesses could also provide professional, clinical
and facilities management services, staff training,
and medical services for the elderly and disabled.
They could also operate commercial areas of
healthcare facilities such as cafes and pharmacies.

Facilities design. Greek businesses may find
opportunities in designing healthcare facilities.
There’s a need for the design of innovative e-
delivery services, energy efficient or ‘green’
buildings, intelligent information technology, and
rooms and devices for operation theatres,
laboratories and wards.

2. Advanced Manufacturing

Turkey has a burgeoning manufacturing
sector which offers a lot of potential for
Greek businesses. There are opportunities
for businesses able to supply services and

equipment, particularly in the
automotive, maritime and aerospace
industries.

Automotive. Turkey is a major
automotive  manufacturer, both  of

vehicles and components. Its customs
union with the EU and its geographic
location mean it has excellent access to
international automotive supply chains.
Ford, Renault, Nissan and Toyota and
many others have a significant presence
in Turkey.

Maritime. From commercial shipbuilding
to high end superyachts, Turkey’s
maritime industry continues to attract
talent and increase production. Greek
companies supplying maritime services
and specialist equipment could help meet
demand in the market.

Aerospace. Turkey hosts a major carrier —
Turkish Airlines — and is an international
air transport hub. The sector aims to shift
part of its long established, global
manufacturing supply chain towards
more local production.

Mﬂ
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3. Energy

Energy consumption in Turkey is low compared
with western European countries but is steadily
increasing. Turkey plans to reform energy
production to meet increasing demand and become
a regional transit hub for energy transportation. The
government wants the share of renewable energy to
reach 30% of total energy consumption by 2023.

Solar. The Turkish government aims to install
power plants to provide 5,000 MW of solar energy
by 2023. Turkey will add around 1,000 MW of
solar energy capacity in the near term through
tenders for 40-50 MW capacity solar investments,
launched under its renewable energy resource area
(YEKA) scheme.

Wind. Due to its climate and topography, Turkey is
also attractive for wind energy investments. The
government aims to increase Turkey’s installed
wind power capacity to 20,000 MW by 2023.

Nuclear. Turkey’s first nuclear power station is
currently under construction, with proposals for two
further plants under consultation. None are yet
operational. A new nuclear energy law in the
pipeline covers the basic principles of nuclear
safety, authorisation and enforcement
responsibilities, and aims to ensure that the nuclear
regulatory authority is fully independent.

4. Security

There are significant opportunities in
Turkey’s security sector for Greek
businesses, including in the supply of
equipment and in international security
operations. Working  with  Turkish
partners can ease access to other markets.

Supply of equipment. Turkey is one of
the world’s largest security equipment
importers. Greek companies in the sector
may find Turkey a profitable target
market for their goods.

Access to other markets. One of Turkey’s
strategic targets is to create a self-
sufficient security industry sector. Greek
businesses that choose to work with
Turkish partners in the sector will find it
easier to access not only the Turkish
market but other markets as well.

International security. Turkey is an
important partner in building
international security. There are a lot of
opportunities on offer in the Turkish
security sector for Greek security
businesses, especially in cyber security,
energy, nuclear, airports and disaster
relief.

5. Infrastructure

Turkey’s infrastructure sector has a lot to offer Greek businesses. Large scale transport and
water infrastructure projects are underway, and Greek companies can also benefit from forming
partnerships with Turkish construction companies.

Construction. Turkish construction companies are among the world’s highest rated and most
active. As the Turkish construction sector boom has slowed, Turkish businesses in the sector are
now using their proven expertise to successfully explore other markets. Greek companies can
benefit from forming partnerships with them.

Transportation. Major infrastructure projects in the Turkish transport sector, including around
bridges, roads, airports and rail, are currently being carried out. These present opportunities for
Greek companies that provide services and equipment in these sectors.

Water. Water infrastructure is a major area of development for Turkey. Existing systems in
large cities are being updated, and aid funded projects also present opportunities for Greek
businesses. Turkish state and municipal water authorities are interested in Greek expertise,
services and equipment.

Mﬂ
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Ennopro®!
Awyepéc gpmopro (€ exat.)
2016 2017 2018
EEATQI'EX 1.351 1.952 | 2.035
€K TOV 0TO1®V, KA 629 1.073| 1.289
eEaymyég ympig Koo 722 879 147
EIZATQI'EX 1.396 1.433| 1.847
€K TOV 0TO1®V, KA 266 173 260
EICAYMYEC YOPIC KA 1.130 1.260 | 1.587
Ioolbylo -46 519 188
IoolVy10 ywpic Kavoua -408 -381 -840
EEATQI'EX (2017-2018)
\ aPVNTIKES EMOOCELS OeTikég emd0oELg
Bappdxt ANMUKEL
amd €162 exat. og €97 exat. (-40%) ano €11 oe €18 exat (+60%)
UNYXOVOAOYIKOG EE0TAICUOG YpOLOTO
amd €115 exat. og €77 exat. (-33%) a6 €12,8 og €16,8 exart. (+32,1%)
NAEKTPOAOYIKOG EEOTAICUOG
a6 €30,9 exart. og €21,5 exart. (-30,3%)

EIZATQI'EX (2017-2018)
avénon peioon
YOAvPag
amo €115 og €178 exart. (54.3%)

xoAvBovpykd Tpoidvta
amo €47 oe €80 exart. (70%)

UNYOVOAOYIKOG eE0TAMGLOG
amo €919 og €144 exar. (57%)

oynuaTo
a6 €101 og €138 exar. (35.5%)

NAEKTPOAOYIKOG EEOTAGOG
and €89,8 oe €133,2 exart. (48,2%)

IpoorTikég EAANVIKOV £ YYDV

> Ipageia OEY Tovpkiog (2019). Odnyde Emyeipeiv, Etjoio Exfeon.

Mﬂ
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1.ATPOTIKA ITPOIONTA —-TPO®DIMA -- IIOTA

O topéag TV aypoOTIKAOV TPOIOVI®MV KOl TV TPOPIL®V OETETOL A0 TPOCTUTEVTIGUO

®G TPOG TOV €EMTEPIKO avTOY®VICUO, KAOEOTMC, €l UECEO TPOKTIKMOV TOL

duoyePAivVOVV TIG EI0AYMYES gite HECH VYNADV SAGUOV.

YVyKEKPEVA

— O OIIA yw to tepocotepa TpoQua eivar 8% (o€ opiopéveg mepurtmoels 1%).

— Ta Oowodwoaotikd Oépoatoa OGOV a@Oopd TA TIGTOTOMTIKA EWGOY®YNG  TO
avorapupavel elcaywyéag.

- AOyo wxvplog TV LYNADOV OSOCUMV KOl TOV OVIOYOVICTIKOV TIUOV TOV
TOVPKIK®OV TPOIOVI®MV LIAPYOVV SVOKOAIEG €EAYMYNG YO OPKETEG KOTNYOopleg
TPOPILWV.

— Ilpoidvta pe Oetikég TPOOTMTIKES: KOKAO, GOKOAUTOELDN, KOPES, KATEYVYUEVOL-
KateYuypévng COung, Proroyikd, £towo Yoo poysipepo My KOTavAaAmon
TPOQIUa, gourmet, EOVIKA mpoidvTa, TPOIOVTA VYIEWVNG SUTPOPTC.

Or eMnvikég e€aywyéc Tpoeinmv glvol TEPIOPICUEVEG UE KLUPLOTEPES OLTEG TMV

onuntpokev  (aAevpt) (kat. 10), o@povta ot Enpoi  kapmoi (kat. 08),

TapackeLAGHOTO O TPoPnS (Kat. 20), evd apeintéeg etvar ol eEaymy£Eg EAOOAAO0V

(kat. 15), motwv (kot. 22) ko topov (kot. 04) AOY® TOV LYNAGV OUCUMV.

InueltoveTon emiong N mPoodevTIKn peimon eEayoyov yapidv (1BvokaAMEpyelog)

kat. 03.

Ta mo onuUovTIKA SUGHOAOYIKE Kol 1GOOVVOUOL OTOTEAEGUATOC EUTOOIN vl To

axoAovda:

1. Extog tov emPinbéviov documdv mpoPAémetor yio OpoUEVES  KOTNYOpieg
aAkooroVywv Ewdwdc Popog Katavarimong. AkOpa Kol 6T TEPMTMOGEIS OOV O
@OpOg aTdg glvar undevikodg mpoPAémetan évo minimum @OPOV AVAAOYX UE TO
TOGOGTO OAKOOANG, ©TOYEl0 TO omoio avePdlel OMUOVTIKA TNV T TOV
OAKOOAOVY®V.

2. Tloltum péo® vynidv @OpmV TEPOPIGHOD TNG KATOVOAMONG OAKOOA GTNV
Tovpkia, otorelo 1o omoio eiye emimtwon otig eoywyés TV SKAOV HOg

OAKOOAOVY OV

Mﬂ
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[TAEONEKTHMATA TOYPKIKHZ ATOPAX TPOOIMOQN-TIOTQN
» owovouia og avamtuélakn Tpoyld, pe TAnbwpiopo 1.34%,
€VVOiKd ONUOYPaPIKA ctotyeia, veapd niiog (30,2 £n),

petakivnon tov tAnfucpov ota actikd kévipa (92%),

YV V V

TEPIOCOTEPES AMACYOAOVUEVES YVVaikeS (26% TOV gpyatikov duvapkoy o 2005,
31% 10 2015) — {non ywo véa mpoidvta, EToya eayntd, foloyikd tpoidvia,
avénon €160 UATOG Kot ETIOEIEN - UNTIKO OmOTELEGLL,

1 KaTavaAmong vémv Tpoiovimv (Blodoyik®dv, LEGOYELOKT S1ATPOQN),

evioyvon opyavopévov Aaveumopiov-delicatessen,

YV V V VY

evioyvon Tovpiopov.

MEIONEKTHMATA TOYPKIKHXE ATOPAY TPOOIMON-TIOTQN

— vynioi daopoi yio opiopéva, Kopimg EAANVIKOD EVOL0PEPOVTOS, TPOTIOVTAL,

—  oAkooroVya: vyniog Edikog ®opoc Katavarmong (urdvpa PEK 63%+0,63 T.A/A,
Kpaold 5.751.A./Aitpo kabapod aikodr, ovlo 171 1.A./ Aitpo kabapod akkoor),

—  OVTOYOVIGTIKA EYYOPLO TPOTOVTA,

—  xpovoPOpeC KAl YPOUPEIOKPATIKES OLOOIKAGIES EIGOYMYNG,

— Kot TéA0C, Kivouvog avTlypapng Tpoidvimy.

AOMIKA YAIKA

Bpioketow ommv 3" 6éom, ovuewva pe otoyeio ™ ‘Evoong moapoyoyodv
KOTOUGKEVAOGTIKOV VAKOV Yio to 2017, 1 eyydpia ayopd aviibe oe US$95 d16. kat ot
egayoyéc oe US$17,3 1. EEGAMov, 1 Tovpkia givor n 10  peyakvtepn yodpa o
e€aymyEC SOUIKAOV VAKAOV, PE OMUOVTIKOTEPES EMOOCEIS 0 €E0yMYES: TOUEVTOV,
£TOWOV  OKVPOOEUNTOS, OEPWLOUEVOL  GKLPOOEUATOS, COAMVOV  arnd  yoAvPa,
VOAOTIVAK®OV, VOAOTETAGUATMOV, KEPOUKDOV DAMKAOV ETYPIGLOTOC, KEPAUKDV EODV
VYIEWVNG, OOUIKOV EMYPIOUATOV, QLGIKOV AoV, 0KATEPYAUGTOL HAPUAPOL —
TpofepTivnc, TAAGTIKOV KOVQOUATOV TopafupmV, TAACTIKOV TPOKATUCKEVAGUEVMV
oTolyelov Kol SOpK®V VAKOV amd oAovpivio. To evdo@épov, yio Tig AANVIKES
eCaymyéc, evromiletar o010 yeyYovog OTI, TOPE TN ONUOVTIKY EYYDOPLO TOPOYMYY|,
TPOYUATOTO0VVTOL KOl LEYOAES EIGOYWYEG GE OWKOOOMKEA VAIK(, Ol omoieg oviABov

og US$9,3 d16. t0 2017.

Mﬂ
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OAPMAKEYTIKA

—  Tlapoétt 1 eyydplo Propnyovios opUAKELTIKOV Topovotdlel a&idAoyn avamtusn,
napatnpeitar woyvpn e&apmmon and TS ewoaywyéc. To 2016 ot tovprikég
eEaymyEC @apLoKeLTIKOV aviAbav o€ €746 gkart. kol ot elcaymyés €3.8 dio.

— Ot damaveg vyelag (dnudcieg Kot WLTIKES) otnv Tovpkio. OVIITPOSMTELOVLY TO
5.1% tov AEII ¢ ydpag (to pkpdtepo mocootd PeTadd TV yopav tov OOZA,
0oV 0 AVTIGTOL(OC HEGOC HPOC TV YmPdV Tov OOZA sivar 8.9%)%?,

—  Am6 1ig ovvolkég damdves vyetog mocootd mepinov 20% ovTITPOSMTELOLY OL
QOPUOKEVTIKES OATAVEG,.

— Ta pn ovvrayoypagpovuevo (OTC - OverTheCounter) xoAdmtovv — yaunio
T0000TO NG ayopds (mepimov 10%).

—  H ovvohkn a&io Tng ayopéc to 2014 frav 16,5 S10. Tovpkucég Aipec.®

— Q¢ mpo¢ ta pepidi ayopds mpwtdTLTOV-YEVOoU®Y, 10 2014 ta mpwtdTLTQ
aviumpooonevoy 70 50.6% tov cuvoikoV dykov arld to 70,4% g alag, evad
ta yevoonua 1o 49,4% tov cuvoAlkov 0yKov kat to 29,6% ¢ cuvolkng atiog.

— Ta ewcaydpeva gdppoka, to 010 €106, aviurposodnevay 10 26,5% T0V GLVOAIKOV
oyxov oAAd to 58,1% g atlag.

— Ot eMnvikég eaymyég papudkov mpog v Tovpkia to 2017 aviABav oe 5,3

EKAT. EVPM, CNUEUDVOVTAC TTOCN 6€ o)éomn pe 10 2016 mov Ntav 7,3 €Kat. VpO.

Kafgotmg e160y0ymv

[TAeovextuata

—  Ta ewoayopeva and 11g xopes EE pappoka dev emPapivovtal SacHoAoYIKd.

Meovextpata

— Ta ewoaydueva @opUOKELTIKO TPOIOVT TPEMEL VO GLVOOEVOVTOL OO
ToToTOmTIKO cLUpOpeang (conformity certificate) tov Yrovpyeiov Yyeiog g
Tovpxiac.

— And 10 2010, v ta ewoayopeva and v EE eappokevtikd tpoidvia n Tovpkia
dgv oéyeton ta motomomtikd Opbng [opaywywng Ilpoaktikng (GMP) ta onoia

exdidovtar and eopeig yopov g EE, dnwg ywotav g 101e. 'Extote, Yo Ta

2 00ZA (2013).
* |EIS (2014). Ztatiotikd Ztotyeioa. Tpfupo Etapeidv Yyeiag Kovotavtivovmoing, pe
ootipio tng tovpkikng Aipag TA = US$ 2,32 (2014).
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eCayopeva and yopes g EE @oppokevtikd mpoidovia yivovior dektd amd Tig
apyéG HOVOV MoTOTOMTIKA Tl omoia &yovv ekdobel amd emionuovg Tovprovg
ereyktéc. Edv éva oapuakevtikd mpoiov dev d1a0éTel TETO0 TIGTOTOMTIKO OEV
pumopel va mapel GO KUKAOPOPING, TPOKTIKY] OV EMPAPVUVEL XPOVIKE TIG
EI0AYOYEG.

H Tovpkia éxer evnuepwoer v EE 611, and to 2017, n damdvn yo. apOud
EI0AYOUEVOV QapUAK®VY dev Ba KOAVTTETOL TAEOV OO TNV KOWWMVIKT OGOAAELN
(evdd Bo KoAvTTOVTOL TO EYYWPIOS TOPAYOUEVA), HE OKOTMO TN otpiEn g
eyyopg mopayowyns. Me 10 pétpo avtd 1mn Opoomovdio Evpomaikmdv
Gapuaxofrounyaviov EFPIA vmoloyiler 611 0o amoxAeicBei 10 75% 1toOv

EI0AYOUEVOV TTPOTOVTIMV.

KAAAYNTIKA

>

YV V V V

PvOuoi avémtuéng ayopdc 10% etnoing kot to péyedog e vrepPaiver ta $1,6
d10. (2016). Ot e&aywyég avirbav og $550 exart. kot ot ewoaywyég $640 ekot.
Eic0d0¢ EEvav emevduTaV Kot TOAVEOVIKAOV ETOPELOV GTNV TOTIKT AYOPd.
Avantoén eyyopiag fropnyaviag pe eEGptnon and 160 yOUEVES TPMTES VAEC.
YymAdg avtayoviopog ayopds: ol moAvedvikég katolappfdvouy peydio pepioto.
[Mapdyovteg avantuéng: o aw&avouevog aplBuds twv epyalOUEVOV YOVOIK®V, M
avATTUEN AOTIKOV KEVIPWV, 0 VEAPOS TANOLGUOC, 1 dALOYT] OTO KOTOVOAWMTIKA
TPOTLTOL OTTG EKPPALeTan e TRV avalNTNoTn TOWTIKOV-QUCIKOV TPOIOVI®V Ko
™ dtddoon kévipwv gvekiag (wellness & spa).

To 1/3 g ayopdg agopd mpoidvia mepuroinong porlodv (61%  capmovdv,
styling). Avvapkn Topovctdlovy TPoidovTa avVEPIKNG TEPUTOINONGC, OTOTPLYWTIKA,
pokydl potiov, Kpoywdv, 000VIOTOGTEG, OMOGUNTIKG, TPOTOVTO VYLEWNG-
TEPUTOINOMG LOPOV.

Evdwpépov yia ta puoikd tpoidva.

Av000¢ 0T0 AVTIAOKA (EVNUEPWOOT), TOVPIGHOG).

Evawstnoio wg mpog ) oyéon tung/aéiog.

AwoviKn T@ANON

- &évec: BodyShop, Clinique, YvesRocher, L’Occitane.

AMoi1deg MOVIKNG KOAAVVTIKOV:

- tovpkikég: SevilKozmetiks, TekinAcar, AltugParfumeri, Gratis,
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¢ Meydho TOGOGTO TOANCEMVY TPAYLATOTTOLEITOL OTO Supermarkets.

*  Xt0 goppokeio ) TOANoT Oev gival Wilaitepa S10ES0UEVT).

IMAAXTIKA-KAOYTZOYK

Ayopd TAaCTIKOV

— 12.000 etoupeieg (2014) - 80% MME — mepinov 257 Eévov kepalaiov, amd Tig
omoleg meprocotepo amd 10 50% eivar mpoéhevong EE: I'epuavia, OAlhavoia,
T'aMa, ITolio, kot HITA,

- aéia tapayoync thactikdv $34 d1c. (2014),

—  mapoyoyn Tpoidvtev kaovtoovk 510.000 tdvor,

— 250.000 gpyalduevot,

— gEdptnon ™ mopaywyng and 1o eEmtepiko (85%): mpdteg VAEC (TETPOYNUIKE),

— 1M Katavoioon Katevfovetol Kupiwg TPos: LVAIKE GLGKELOGING, KATUCKEVACTIKO

TOREN, MAEKTPIKEG CLGKEVEC, YeEWPYia, EVOLOTN VTTOON G|, L TOKIVNTORLopUNYOVicL.

[MAaotikég TpmdTEG VAEG

— H PETKIM (kpatikn émg 10 2008, ot ovvéyeln iotikomomonke pe v
noAnon tov 51% omv SOCAR (Alepumaitlav) avti $2,04 d16.) kaidmtel to 85%
™G EYXOPLIG TAPAYOYNG

YITHPEZIEX

KATAXKEYAZXTIKOX TOMEAY — REALESTATE

Meyding avamtoéng kot dvvoaukng: 8.6% tov AEIT (2017) ot amacyoAei 1,8
ekatoppdpa pyaldpuevoug (5.6% tov gvepyol TovpkikoH TANBVGHOD).

2V Tovpkia dpactnplomotovvtar 185 y1lddes KATACKELAGTIKEG ETOPELEG.

To 2018 movAnOnkav 1,375 exat. karowies (peiwomn 2,8% oe oyéon pe 1o 2017)
Kuplog oe Eévoug: Ipak (8.205), Ipav (3652), Zaovown Apafio (2.718), Kovpéur
(2.199), Pocia (2.297) ka1 Apyaviotdy (1078).

H évtovn owodopkn dpactnptoTnTe 0modideTon G 0IKOVOUIKOVS KOl dNUOYPOPIKOVS
TOPAYOVTEG: OKOVOUIKY avartuén (ayopd ovti gvoikiov), avénomn tov mAnBucuov
Kot £VTOVI 00TIKOTOINGT, LE EVIGYLON TOV TOANCEOV KOTOKIDV GTO LEYAAN OAGTIKA

kévrpa (Kmoin, 17%, Aykvpa, 9.5% kot Zpopvn, 5.5%).
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O1 TOVPKIKEG KATOOKEVAGTIKES ETALPElES etvarl amd TIg LEYOADTEPEG TAYKOGHIMG. XTOV
katdhloyo (2018) tv 250 peyoAOTEPOV KOTOCKEVACTIKOV ETAPEIDV, HE Olebvn
dpacmmpomra (Engineering News Record, ENR), meptlapfdvovtar 17 toupKikég
KOTOOKELOOTIKES €TOpeieg (onuaviikd Ayotepeg amd Tig 44 10V KOTOAOYOL TOL
2017)

To Gvorypo T@V TOVPKIKOV KATOUGKELOGTIKOV ETOPLOV 0TI EEveg ayopég Eekivinoe
oTg apyég g Oekaetiog Tov 1970 ko M PO Y®po oty omoioe ot Tovprot
epyordfor apyloav va mapéyovv TG vanpecieg tovg NTav N APon. Apydtepa, ot
TOVPKIKEG KATOUOKEVAOTIKEG emeKTdONKay Ko oe GAleg apaPikés yopeg (Ipdx,
Topdavia, Zaovdkn Apafio, Kovpérr, Hvouéva Apapuca Epupdra, Yeuévn kot Ipav).
> dekaetio Tov 1970, to 90 % TtV £pywv k1O Tovpkiag, TpaypatomromOnkay oTig
apofikég yopes . Amd TG apyés g dekaetiog tov 1980 , ol TOVPKIKES €TOUPIES
Gpysav vo 0pacTNPLOTOI0VVTOL OTIS YMPES TG TpodnV ZoPietikng Evoong. Amo
dekaetio Tov 1990 emextabnkav kot otig yopes KAK, omv Avatolkr Evpomn kot
mv Acio, 0AAd Kol G EVPOTOIKEG YDPES KOl TPOGPATO GE YMDPES TNG VITOGUYAPLNG
Appunc (Awomia, Avykoio). Méxpt onuepo, Ol TOVPKIKEG KOTOUOKELOOTIKES
etaupeiec &xovv odokAnpaocet 9.300 épya extdg Tovpkiog, cvvohikng a&iog US$356

d16.%

TOYPIXMOZX

Mo amd TIG KUPLOTEPEG TNYES EGOOMV,
aEl0TOIMVTOS YEOYPOPIKES GLVONKEC,
KMUO, TOAITIOTIKEG TOPAOOCELS Kot
VTOOOUEG:  TOLPICUOG  YEWEPWVOG,
Bepvdcg, moMtioTikdg, OpnokevTiKdg,

YOG TPOVOKOG, 0TPKOG Kol

EVOAAOKTIKOG. O (PUGIKEG

dvvatdémteg g  Tovpkiag, of

GUVOLAGUO LE TNV EKTETAUEVT] OOPNUOTIKN KOUTAVIO, Kot KUPImg TIG XOUNAES TILES

VINPECLOV, EYOLV OONYNCEL TOV TOUPGHO HETOED TOV TOYKOGULOV  1GYVPOV

% Turkish Contractors Association.
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«aktdv»: n Tovpkia Bpioketon oty 8n Béom, moykoouing, ot eninedo apifewv
tovpiotdv (2016).%°

Xopupova pe 1o otoyeion tov Tovpkikov Xrtatiotkov Ivotitovtov, to 2018, ot
TOVPLOTIKEG 0pigelg avéndnkay kotd 18,1%: 45,6 ekart. évavtt 38,6 exat. To 2017, kot

10 £60d0 avENnkay kot 12,3% (US$29,5 dic. amd US$26,3 d16. 10 2017).

ENEPTEIA - AIIE

o H owovouwm avémtuén evioyvoe ko ) CRtnom evépyewg kuplowg amd
Bropmyavia (petariovpyio, ynpkn Propnyovio Kot pmyovovpyic).

—  Tnv mponyoduevn dekaetion mapatnpndnke advénon g Katavalmong dvpoxa,
(QLOIKOV 0EPIOV KOl ONUOVTIKY Pelmon TG KOTavalmon TeTperaion, Eved 1 xp1ion
VOPONAEKTPIKNG EVEPYELOG, OLEVPVVETAL GLVEYMG LE TN dNUovpYia VE®V HoVAd®mV
napayoyng viponhextpuig evépyeos. HITovpkia Karéxel ieyoka Auvinikd
amoBéyata, o omoio TupapEvoLy, ot peydho Badud, avaflomointa.

o Me mv wwtkonoinon ¢  Toroslar Elektrik, oloxkAnpodOnke ota TéAn
YentepPpiov 2013, 10 mpdypoappo WIOTIKOTOMGSE®Y 18 dNUOcIOV EMYEPNOEDY
OTOV TOUEN TNG SLOVO UG NAEKTPIKTG EVEPYELNG.

o Ot onuovtikdtepeg Wwwtikomoinoelg (amd ocvvoiikd 18) apopodoav Tig 600
peyoALTepES etaipeieg dtovoune MAEKTPIKNG evépyelng otnv Tovpxio, TNV
Toroslar Elektrik xow tqyv AYEDAS, pe twf éayopdc US$3 S0, amd v
etonpeio Enerjisa. H etoipeia Enerjisa (avikel oe tovpkikd optko Sabanct kot
yeppavikd oo evépyetng E.ON.) kofictar miéov pio amo Tig GNUOVIIKOTEPES
etapeieg e yOPOS.

0 A6 T AIIE (mhnv v3ponAektpikdv) evioxdonke 1 mopayoyn otoMkAg
evépysios. H eykoteomuévn oy0g and  gotoPoktaikd  cuoTiuata  sivar
TEPLOPIOHEV.

210 mhaiclo Tov mevtaetovg mpoypappatoc 2015-2019 n xopa Exet N0 ol oTOYOVS

> Vv avEnom TG TOpAYmYNG EVEPYELNG OO EYXDPIES TNYEG avOpaxa to 2019 Katd
50% og oyéom pe to 2015 (and 40 oe 60 dic KWH). To 2015 n mapayodpevn amnd
gyyoplec myég AvOpaxa, MAEKTpKN evépyewr ovimpoconeve to 14,8% Tov

oLVOLOL (eykaTESTNUEVT 16Y0C, 9.437 MW = 12,1% tov cuvorov),

> UNWTO.

MD



221

» Kol T peloorn TG TopaymyNns eVEPYELNS amd QUOIKO aéPLo (E10aYOUEVO) Ao

45% tov cuvorov 10 2015 o 38% 1o 2019

To 2016, n eykateotTnuéVn 16Y0C TOPAYOYNG NAEKTPIKNG evépyelng otnv Tovpkia

nrav 78,5 GW kot €& avtov 35,4% voponiektpikr), 29% ovowod aépo, 22,1%

avBpaxag, 6,1% aoikn, 0,9% yewbeppkn. H cuvolikn mapaywyn aviibe ce 270

d1o. KWH: vdponiektpikéc mnyég (24.7%), avOpaka (33.9%), pvowod aépio (32.1%),

onohkéc T YEg (5.7%) ko yewBeppia (1.8%).%

IpoomTikég

(0]

avénon tev enevovCEMV GTO TOUED TNG TOPOY®YNG NMAEKTPIKNG EVEPYEWS OO
dvOpoka, petd tn ONUOGigvon GYETIKNG épeuvag Pacel g omoiag ta amofépata
elval moAD KoAOTEPNG TOWOTNTOG amd TPOTYOVUEVOVS LIOAOYIGHOVS. [ v
mapaymyn oty Ba ypnowomomBovv o1 mAéov mponyuéveg texvoroyieg (clean
coal technologies) mepifailoviiknig npooctaciog,

gvioyvon £peuvag Kot TEYVOAOYING GTOVG TOUEIC TOV OVOVEDGILMOV TNY®OV Kol TNG
TUPNVIKNG EVEPYELNG,

EVEPYOTOINON  TOL  EPELVNTIKOV OKAPOLG HE  dvvatoOTNTa  LIOBUAACGLOV
YEOTPNOEWMV KOl GEIGLKDV EPEVVMV (TO TPMOTO OLTOV TOV OLVATOTHTMOV) Y10 TNV
épevva vopoyovavlpakwv otov EvEewvo T1ovto ko tn Mecoyewo,

avoiyel 0 OPOUOG Y1 TN GUGTNUATIKY 0EI0TOINGN TNES OOAKNG EVEPYELNG, UE TNV
OAOKANP®OGT TOV S1OY®VIGHOD Y10 TNV KOTOOKELT TOV QOTOROATOIKOD TaPKOV
dvvoapkodntag 1000 MW ot meproyn tov Ikoviov. O dwymviouds Bewpeiton
VIOOEYUD Yo TV TPOKNPLEN avTIGTOlYOV Yo €pyo. aloAkhg evépyewog. O
avdooyoc (Tovpkd-Kopeatikn Kowompoiio) Tov eoTofoitakold mhpkov OHo
KOTOGKEVAGEL EPYOCTAGIO TOPAYMYNG POTOROATAUKAOV GTOLKEIDMV SVVAHIKOTNTOGC
500 MW emoing kot o onpovpynoet avtiotoryo Kévipo ‘Epguvag kot
Avantoéng (R&D), 10 omoio Oa amacyolrel mepiocdtepovg omd 100 emothpoveg,
OAOKANP®ON TOV YEMPLGIKOV YApTN, HE TNV aKPPN] ATOTOTMOOT TV PLGIKAOV

TOPOV.

% Yrovpyeio Evépystog Tovpkiog (2019).
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World Energy Council

On November 15, 2018, in collaboration with the World Energy Council Turkey and
the World Energy Council Japan (Japan Energy Association), an energy seminar was
held on “Turkey’s Energy Outlook™, under the patronage of Dr. Hasan Murat Mercan,
Ambassador of Turkey to Japan, who had served as the Chair of Organizing
Committee for the 23th World Energy Congress in Istanbul in 2016. Mr. Alparslan
Bayraktar, Deputy Minister of Energy and Natural Resources and President of World
Energy Council Turkey were invited as the keynote speakers. More than 70 high-level
company representatives and energy experts from Japan participated the seminar.
Following the opening remarks by Ambassador Mercan and Mr. Masumoto,
Chairman of Japanese Member Committee, a 50-minute keynote speech entitled
"Energy Transition in Turkey" was given by Deputy Minister Bayraktar stressing:
» Renewable Energy Zone competitions of solar and wind for 1,000 MW each were

completed with historic low prices. The installed capacity of renewable energy

sources excluding hydro has reached 13,328 MW. [Turkey is planning to add
1,000 MW capacity for each solar and wind, annually, adding 20,000 MW of
Wind'and solar capacityiitotal within 10/years]

> Increasing energy saving and energy efficiency can significantly contribute to
energy security, the mitigation of import dependency risks, the protection of the
environment, and combating climate change. In this regard, Turkey announced
the National Energy Efficiency Action Plan in early 2018 which sets out action
plans to Feduce’14% of primary.energy  consumption by 2023, through a
comprehensive strategy. Sectoral measures set out in the plan include buildings

and services, energy, transport, industry and technology, agriculture, and cross-

cutting areas. In this front, Expertise of Japanese companies provides potential

» Considering the developments regarding clean coal technologies, Turkey has
plans to tender certain fields for using electricity generation up to 5,000 MW.
Furthermore, studies concerning liquefaction, gasification, and enrichment of
domestic coal are ongoing. In this regard, cooperation from Japanese companies

is highly welcome and expected.
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» Regarding natural gas, pipeline gas currently accounts for more than 80%, but the
share of LNG is expected to go up more in the future. Therefore, the construction
of large LNG storage facilities is planned, and we are expecting Japanese
companies to participate.

After the seminar, Chairman of the World Energy Council Turkey Mr. Bayraktar had

a one-to-one discussion with Chairman of the World Energy Council Japan Mr.

Masumoto, exchanging opinions on the future possibility of cooperation between

Japan and Turkey in renewable, energy efficiency, LNG and many other potential

areas.

International Energy Agency (IEA)
20 April 2020

» Turkey's reliance on natural gas use has grown along with rising oil and gas
imports, leaving the Turkish economy increasingly exposed to the volatility in oil
and gas prices.

» There is an identified need to set a longer-term energy policy agenda for 2030.

» Owing to declining global liquefied natural gas prices, Turkey now has an
opportunity to reduce its single supplier dependence, build a competitive gas
market, and move ahead with its plans to create a regional gas hub.

» Turkey’s power sector reforms have attracted private investment and fostered
economic growth and energy access. Integration into a regional gas and electricity
trade framework is moving along as a result of the first interconnection of Turkey
with the European electricity grid and the construction of the Trans-Anatolian
Natural Gas Pipeline that will deliver gas from the Caspian to Turkey and the
European Union.

> In that context, the IEA urges Turkey to complete the liberalisation of its
electricity and gas markets in order to attract critically needed investment. Turkey
should also set up independent transmission system operators, competitive
wholesale markets, and foster resilient and modern gas and electricity

infrastructure.
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RENEWABLE ENERGY IN TLIRKEY 1
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TURKEY is committed to increasing its energy security
through the development of an amhitious program
that emphiasizes the country's untapped potential

for wind, geothermal, and hydro power production.
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The WORLD BANK has committed mare than $1 billion far

ecq renewable energy and energy efficiency projects throughout Turkey

Enyewpnpotiko neprpdairov

EAe00cpec Owkovopkég Zaves®’

19 ZQNEY, 56 TEXNOAOI'IKA IMTAPKA, 255 BIOMHXANIKEYX ZOQNEX
XOopupova pe v toupkiky] vopobecsio (N.3218 ot N.4562), ouowkd 1 vopukd
TPOSMOTA, TOVPKIKA 1] AAAOOATA, LTOPOVV VO, EYKATAGTAOOVV GE OTO10ONTOTE AMO TIG
19 Coveg ehevBepov gumopiov, kOTOTY GOE0G Omd TO TOLPKIKO Ymovpyeio
Owovopiag. H amdktnon g oxetikig AOE10G GUVETAYETOL OKOH®UO ¥PNoNg YNG,
gykatootdoewv kot ktpiov g Covng €og kot 49 €. Extog oamd 1 {ovec
ElevBépov Epmopiov, vmbpyovv 56 texvoroyikd mapko, 7y eroupieg €pevvag,
teyvoroyiog kot kowvotopiog kabog kot 255 Prounyavikég Cdveg ot omoieg

avantoccoviat o€ 80 Nopovg.

Aoopoi
Onag npophénetar omo ) Evppevio Tekoveiaxie Evaone te BE e wnv Tovpkia,
01 0AGHOAOYIKES EMPAPOVOELS Yio TPOTOVTA EKTOG TPOPIL®V ExoVV eEaAe1POEL.

Oupwe, ota tpoea, kot WG oe opketés katnyopieg eAAnvikov
EVOLLPEPOVTOGC, Ol dacpol gfvar vymhol, pe amOTELEGUO, GE TOAAEG TEPMTMOGELS, VO

KaB{oTOVTOL ATOYOPEVTIKOL Y10, TOVG EEAYMYELS.

* Ipageia OEY Tovpkiag (2019). Odnyée Emyeipeiv.
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TUPLE, PETA 180%
KEPAAOTVPL, KEQPOAOYPaPLEpal 138%
alebpt Gitov 102,6%
OLULYOGAL 82%
emrpaneliec eMEC 19.5%
eAadA0d0 TapOEVO Kot VYNANG 0ELTNTOG 31.2%
pél (04090000): 38,5%

QpovTa 54 - 86% (kapmovlia)
Aoy oviKa 36-50%
epéoka yapla (Aappakt, Toumovpa) 30%
KPOo14 50%

Xpnpatodotnon and Awedveic Opyaviopovg: EBRD

Ti kavern EBRD;

The European Bank for Reconstruction and Development (EBRD) was established to
help build a new, post-Cold War era in Central and Eastern Europe. . In fact, a mere
18 months elapsed between the first mooting of the idea of a European development
bank, by President Francois Mitterrand of France, in October 1989 and its opening for
business with headquarters in London in April 1991.

Urgency and the ability to respond to momentous events swiftly and decisively,
whether it be the end of the Soviet Union, financial crises or the ‘Arab Uprising,’
have been among the EBRD’s hallmarks from the start.

During the frenetic years of the early 1990s the EBRD’s emphasis on the private
sector as the main driver for change in Central and Eastern Europe was vindicated
many times over. This was the period that established the EBRD’s reputation as an
expert on transition to the open market.

It was heavily involved in areas such as banking systems reform, the liberalisation of
prices, privatisation (legalisation and policy dialogue) and the creation of proper legal
frameworks for property rights, all vital ingredients for change.

This period also witnessed the start of the EBRD's work to help safeguard and
transform the site of the Chernobyl disaster in Ukraine and its involvement in nuclear

safety elsewhere as well.
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It has since played a historic role and gained unique expertise in fostering change in
the region - and beyond - investing more than €140 b. in a total of over 5,600 projects.

Trade Finance = Guarantees & S.T. Loans
The European Bank for Reconstruction and Development's (EBRD) Trade Facilitation
Programme has been running since 1999 and has been the recipient of numerous
awards. The programme aims to promote foreign trade to, from and amongst the
EBRD countries of operations and offers a range of products to facilitate this trade.
Through the programme the EBRD provides guarantees to international confirming
banks, taking the political and commercial payment risk of international trade
transactions undertaken by banks in the countries of operations (the issuing banks).
EBRD also provide short-term loans to selected banks and factoring companies for
on-lending to local exporters, importers and distributors. The programme can
guarantee any genuine trade transaction to, from and among the countries of
operations. The programme strengthens the ability of local banks to provide trade
financing and through these banks gives entrepreneurs throughout our countries of
operations the support they need to increase their access to their import and export
trade.

EBRD activity in Turkey to date

Number of projects 302
Cumulative EBRD investment €11,950 m.
Cumulative disbursements €10,224 m.
Private sector share of portfolio 95%
Number of active portfolio projects 241
Current portfolio of projects €6,912
Operating assets €5,807
Equity share of portfolio 16%




Date
24 Feb 2020
21 Feb 2020
19 Feb 2020
13 Feb 2020
10 Oct 2019
30 Sep 2019
13 Aug 2019
08 Jul 2019
21 Jun 2019
19 Jun 2019
19 Jun 2019
06 Jun 2019
15 May 2019
11 Mar 2019

10 Jan 2019

EBRD Projects Summary Documents (2019-2020)

Project

Enerjisa Enerji Loan

Mersin Port bond
FIF - Denizbank
VCIP 11 - oBilet

Kiyikoy WPP Extension

Migros Loan
Savola Turkey Seasonal WC

Sodrugestvo Turkey

FIF - ONB Finans Leasing SME Loan

Arcelik GET and R and D

Tekirdag Port Project

Tumad Loan

Turkven Private Equity Fund IV

Sutas Bingol

Istanbul Metro Project Il

sector
Energy
Transport
Financial institutions
Info & Com. Technologies
Energy
Agribusiness
Agribusiness
Agribusiness
Leasing Finance
Manufacturing and Services
Transport
Natural resources
Equity funds
Agribusiness

Municipal and environmental
infrastructure

regime
Private
Private
Private
Private
Private
Private
Private
Private
Private
Private
Private
Private
Private

Private

Public
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status

Disbursing
Signed
Disbursing
Signed
Signed
Repaying
Signed
Disbursing
Disbursing
Disbursing
Disbursing
Approved

Reviewed

Cancelled

Disbursing



https://www.ebrd.com/work-with-us/projects/psd/50776.html
https://www.ebrd.com/work-with-us/projects/psd/51532.html
https://www.ebrd.com/work-with-us/projects/psd/51498.html
https://www.ebrd.com/work-with-us/projects/psd/51034.html
https://www.ebrd.com/work-with-us/projects/psd/50619.html
https://www.ebrd.com/work-with-us/projects/psd/50146.html
https://www.ebrd.com/work-with-us/projects/psd/51330.html
https://www.ebrd.com/work-with-us/projects/psd/50699.html
https://www.ebrd.com/work-with-us/projects/psd/51144.html
https://www.ebrd.com/work-with-us/projects/psd/50311.html
https://www.ebrd.com/work-with-us/projects/psd/50172.html
https://www.ebrd.com/work-with-us/projects/psd/tumad-sub-loan.html
https://www.ebrd.com/work-with-us/projects/psd/turkven-private-equity-fund-iv.html
https://www.ebrd.com/work-with-us/projects/psd/sutas-bingol.html
https://www.ebrd.com/work-with-us/projects/psd/istanbul-metro-project-ii.html
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Germany’s Soft Power:*® Food for thought for Greece

In 2019 Turkey was bouncing back after the economic troubles of 2018. Strong
performances in the Engagement and Digital sub-indices have pushed Turkey back
into the rankings, despite international criticism of Turkey’s policies in Syria and a
domestic political situation that has seen greater centralisation of power at the expense
of individual freedoms and liberties. However, this hasn’t put off visitors. Growing
tourist numbers from Europe, and notably the Gulf Cooperation Council, helped push
Turkey back inside the top 30 in the Culture sub-index. Improved economic
conditions, with inflation back under control and the lira stabilised, should allow
Turkey to broaden its appeal to foreign investors. Raising the profile and expertise of
Turkey’s education sector should also be a priority, while Turkey’s vast and diverse
cultural capital could be leveraged more aggressively.

Strengths. Erdogan is a digital asset for Turkey as his international social media
following continues to boost the country’s performance in the Digital sub-index.
Turkish ministries and embassies across the globe are active on social media and
continuing to expand their digital diplomatic network will enhance its score further. A
Top ten score in our Engagement sub-index reflects Turkey’s growing diplomatic
network that has become a core asset of its soft power.

Weaknesses. The AK Party’s losses in Ankara, Izmir, and eventually Istanbul in the
mayoral elections are a sign of growing disillusionment with the government, which
must work on engaging with their own citizens to keep Turkey moving forward. With
a poor performance in the international polling, the government might consider how
Turkey’s current foreign policies — and the narrative of the country as a whole — is
impacting global perceptions of the country.

Portland Recommends. Whilst the government has decisions to make over its model
of governance, Turkey’s rich heritage, culture, and natural beauty is a resource that
should be leveraged further. Straddling Europe and the Middle East, with large expat
populations world-wide, Turkey is ideally placed to export and welcome visitors. But
to really move the needle, the government needs to reaffirm Turkey’s commitment to

multilateralism and narrative as a responsible international actor.

%8 https://softpower30.com/country/turkey/
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