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About This Analysis

This brief has been prepared by Karlien A. Liewes, owner of two tour operating companies with more than
30 years in the sector, and founder of Karlitalia.it . Grecia365.it. Karlien lives in both Bardolino, on Lake
Garda, and Pylos, in the southwest Peloponnese, and builds and runs destination programmes across
Italy, the Peloponnese and the Netherlands. She is an officially licensed National Tourist Guide in Italy,
specialising in the Venetian history of the Peloponnese, and serves as an Ambassador for the Valpolicella
wine region near Verona (Bardolino). Alongside this, she works actively in social media marketing for the

destinations covered in this brief.

This dual, on-the-ground perspective — direct professional experience building tourism in Bardolino's
own market, combined with lived experience of Methoni's untapped potential — forms the basis for the
comparison and recommendations that follow. The analysis draws on personal observation of both
markets over three decades, supplemented by publicly available tourism data and current infrastructure

reporting, cited throughout.

“Navarino Lifestyle” is a positioning name and domain (navarinolifestyle.com) registered by the author. It
is presented here as a working brand concept and reference point for regional stakeholders, not as a claim

to represent any municipality, regional authority or existing organisation.

Executive Summary

Bardolino is no longer simply a tourism destination on a lake. It is a brand — and that single fact is the

entire argument of this brief.

The Methoni—Finikounda region, part of the wider Messinia and Costa Navarino area, possesses natural,
gastronomic and cultural assets that rival — and in several respects exceed — established European
lifestyle destinations. Yet it remains internationally positioned, almost by default, as a low-cost beach and

family destination concentrated in a short summer season.

This brief uses Bardolino, a small town on Lake Garda, as a working model. Bardolino demonstrates that a
destination of modest size can build a premium, internationally recognised brand around wine,
gastronomy, atmosphere and an adult-leaning audience — extending its season and its average visitor

spend far beyond what beach tourism alone could achieve.

The recommendation is not to attract more tourism, but better tourism: fewer peak-season arrivals, more
shoulder-season, higher-spending, longer-staying visitors drawn by wine, olive oil, gastronomy, culture,

lifestyle, longevity, wellbeing and authenticity.

Read closely, the comparison in this brief does not flatter Bardolino at Methoni's expense. On climate,
culinary depth, historical weight — including a documented three-century relationship with Venice itself
— and now infrastructure trajectory, Methoni starts from at least an equal position, and on several
measures a stronger one. The gap that remains is narrower and more specific than it first appears:

positioning, storytelling and coordinated marketing, not natural assets or, increasingly, physical access.
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1. The Bardolino Model

Bardolino is a town of 6,884 official residents (2025) on the eastern shore of Lake Garda. Despite its size, it
has built one of Italy's most recognisable lakeside lifestyle brands, drawing over 2.5 million overnight stays

and 513,000 arrivals per year.

Bardolino illustrates something specific: a place can outgrow its own geography and become a brand in its
own right. Visitors increasingly say they are going “to Bardolino,” not “to Lake Garda” — the town name
itself now carries the promise of wine, gastronomy and lakeside lifestyle, independent of the wider
destination it sits within. People do not travel to Lake Garda for a beach holiday — they travel to
Bardolino, a brand that happens to sit on a lake. That is the level of brand distinctiveness this brief argues
Methoni and Finikounda can also achieve — not as a generic beach on the Peloponnese coast, but as a

name travellers seek out deliberately, the way they now seek out Bardolino.
Its positioning rests on a small number of deliberately reinforced pillars:

@ Wine and gastronomy — Bardolino DOC wine, food festivals, and a promenade culture built around

dining and tasting.

@ An adult, 45+ core audience — marketed around relaxation, cuisine and lifestyle rather than family

water parks.

@ A nearyear-round events calendar, with organised activity across almost every month and only a
short, deliberate pause from mid-January to early March — not a spring/summer destination, but a

genuinely year-round one.

@ Consistent, professional international storytelling — the town is marketed as an experience and

identity, not just a location.

None of these pillars required Bardolino to compete on price. Its strategy has instead been to compete on
identity, atmosphere and quality — precisely the terrain in which Methoni and the wider Messinia region

are currently under-positioned.

A Striking Ratio
With 6,884 official residents (2025) generating over 2.5 million annual overnight stays and 513,000

arrivals — Germany alone contributing more than 1.3 million of those overnight stays — Bardolino
sustains more than 360 tourism overnights per resident each year. This is an exceptionally high ratio for a
municipality of its size, and a clear illustration of just how disproportionate a well-positioned tourism

economy can become relative to the population that hosts it.

Not a Spring-Summer Destination — A Year-Round One

Bardolino should not be described as a spring-and-summer destination. In practice it operates close to
year-round, with organised activity — wine events, gastronomy weeks, cycling, Christmas markets, olive-
oil season programming — running through almost every month, and only a short, deliberate low point
from roughly mid-January to early March. Even in months with unremarkable weather, something is

actively organised to keep demand alive.
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The clearest evidence that this is a positioning outcome, not a climate outcome, sits in May and June.
Methoni's climate in those months is, if anything, more favourable than Lake Garda's — yet
accommodation in the Methoni area remains largely empty through May and June outside the Costa
Navarino resorts. Bardolino, by contrast, already runs at considerably higher hotel and self-catering
occupancy in those same months, despite weather that is objectively less attractive. That single
comparison is the strongest evidence in this entire brief: the difference is not the weather. It is that
Bardolino has built a reason for people to come in May and June, and Methoni has not yet built that

reason at all.

Part of a Larger System

Bardolino does not stand alone. Together with neighbouring Lazise, Peschiera del Garda and Sirmione, it
forms part of one of Europe's largest tourism regions: Italy's Minister of Tourism has cited 28 million
overnight stays per year across the wider Lake Garda area (spanning Veneto, Lombardy and Trentino),
placing it among the top tourism destinations on the continent — with the Veneto shore alone recording
over 14 million overnight stays in the first eleven months of 2024. Bardolino's real achievement is
standing out — building a name of its own — within a lakeshore that already competes at very large scale.

It did not need to be the biggest; it needed to be the most distinctive.

A Deliberate Middle Position

Bardolino occupies a deliberate “premium middle-class” position on Lake Garda: not an ultra-exclusive
enclave, but clearly distinct from budget mass tourism. Its guests are typically drawn to atmosphere,
quality, wine, gastronomy and a well-kept, almost curated appearance — lively without being
overcrowded, stylish without being exclusive. Details such as lighting, promenades, cycling paths, planting
and consistent visual presentation contribute directly to guests' willingness to pay a premium, and are

frequently underestimated by developing destinations.

2. Why Bardolino Is the Right Benchmark

Bardolino is chosen deliberately, not because the two places resemble each other superficially, but
because they are unusually easy to compare like-for-like. Strip away the geography and the same

structural variables line up almost one to one:

@ Gateway airport — a single, regional airport serves each destination directly: Verona (VRN) for
Bardolino, Kalamata (KLX) for Methoni. Neither destination depends on a major international hub;
both live or die by their own airport's route network.

@ Nearby anchor city — each destination sits a short drive from one significant regional city that
supplies energy, restaurants and connectivity without swallowing the smaller town's identity:
Verona for Bardolino, Kalamata for Methoni.

@ Resident population — both are small municipalities, not cities: 6,884 in Bardolino (official, 2025)
against 2,157 across the whole Methoni municipal unit, which already includes Finikounda and the
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surrounding villages (official 2021 census) — an even smaller base than previously estimated,
making Bardolino's tourism density (see below) even more striking as a benchmark.

@ Target audience — both destinations are naturally suited to the same traveller profile: 45+, couples,
gastronomy and wine-led, seeking authenticity over scale, rather than the school-holiday family

market that currently dominates Methoni's actual bookings.

@ Price positioning — both currently sit below the most expensive tier of their respective countries'
coastal destinations, leaving genuine room to move upmarket without pricing out the existing local

economy.

Because so many of the structural variables already match, the comparison is not a stretch — it isolates

the one variable that actually differs: positioning.

® Comparable scale — both are small towns, not cities, embedded in a wider touristic region rather

than standing alone.

® Comparable authenticity — neither is a purpose-built resort island; both are working towns with

real, year-round local life.

® Comparable target potential — both sit within reach of an audience that values gastronomy, wine,

culture and slow travel.

® Comparable gateway relationship — both destinations sit a short drive from a significant regional city
that anchors international access: Verona for Bardolino, Kalamata for Methoni. Kalamata is not a
lesser equivalent — it is itself a growing, characterful regional capital, and its airport is now the
subject of the largest infrastructure investment in the region's history (see Section 4). The
accessibility gap this comparison might once have implied is closing, not widening.

® One decisive difference — Bardolino's climate is objectively less favourable than Methoni's, yet it
built a mature, professionally marketed, year-round destination brand. Methoni has the stronger

natural starting position and still lacks the brand.

This is the central argument of this brief: the gap between the two destinations is not a gap in natural
assets, and — with the airport, road and marina investment already underway — it is no longer a gap in
physical accessibility either. What remains is a gap in professional positioning and marketing discipline. On
every structural measure — climate, authenticity, culinary depth, historical weight and now infrastructure
trajectory — Methoni is not catching up to Bardolino. It is arguably starting from a stronger position, and

has simply not yet claimed it.

3. Comparative Snapshot

The figures below are indicative estimates intended to illustrate scale and gap, not audited statistics. They
should be verified against official tourism-board and municipal data before being used in any formal

submission.

Indicator Bardolino (Lake Garda, IT) Methoni / Finikounda region

(GR)
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Resident population

6,884 (official, 1 Jan 2025)

2,157 — Methoni municipal unit incl.
Finikounda (official, 2021 census)

Annual overnight stays
(presenze)

2.5 million+ (513,000+ arrivals;
official, 2025)

Not published at this granularity —
estimated 200,000—400,000 pending
official data request

International brand
recognition

Strong — established lake-tourism
brand

Very limited outside niche travel
circles

Core positioning

Wine, gastronomy, lakeside lifestyle,
promenade

Beaches and family tourism
(undifferentiated)

Target traveller age

Predominantly 45+

Broad / family-skewed, under-
targeted

Season length

Near year-round — only a short
pause mid-January to early March

Concentrated in July—August;
May/June still largely empty

Key gateway airport

Verona (VRN)

Kalamata (KLX)

Price positioning

Premium

Still comparatively affordable

Storytelling / narrative
infrastructure

Mature — events, media, destination
brand

Largely absent

Population figures are official and verified: Bardolino from ISTAT / Comune di Bardolino (1 January 2025); Methoni municipal unit
from ELSTAT, the Hellenic Statistical Authority (2021 census, published 2024). Bardolino's overnight-stay and arrival figures are
official, from the Regione Veneto statistical system (2025). Methoni/Finikounda overnight-stay and bed-capacity figures remain
indicative estimates: unlike Italy's ISTAT system, official Greek tourism statistics are not published at this granular, sub-municipal
level, and a direct data request to INSETE or the Region of Peloponnese is recommended before formal external use.

4. Infrastructure Momentum: The Region Is Already Moving

Positioning does not need to wait for infrastructure. The infrastructure is already being built — a 40-year
concession for Kalamata Airport was signed with a Fraport-led consortium in 2026, backing an investment
programme described as the most significant intervention in the airport's infrastructure since 1991.
Passenger numbers, gateway capacity and route networks are all expanding on a multi-year, funded
trajectory. At the same time, Pylos Marina is undergoing a separately funded modernisation aimed at the

higher-spending nautical tourism segment.

Project Status (2026) Significance

Kalamata Airport concession &
upgrade

Region's main gateway is being
professionalised and scaled for
sustained international growth

40-year concession signed with
Fraport-led consortium; €125m
investment programme; check-in
counters expanding 4->10; new
terminal building planned

Kalamata Airport traffic 368,515 passengers in 2025 (+8.7%
vs 2024); 92.4% international; 22
destinations / 31 direct routes for

2026

Demonstrates accelerating,
already-proven international
demand for the wider region
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Regional marina modernisation €10m investment (D-Marin / TEMES); | Strengthens the wider Methoni—
(Pylos) 129 berths for vessels up to 30m; full | Finikounda coastline's capacity
modernisation underway to capture higher-spending

nautical and yacht tourism

Sources: Tornos News, Traveldailynews.com and Greek City Times (airport concession, June 2026); GTP Headlines and Travel And Tour World
(route network and passenger figures, 2026); Highways Today and Lilian V Exclusively Yours (Pylos Marina investment).

The practical implication for regional decision-makers is direct: the physical capacity to receive a higher-
value, longer-staying visitor is being built regardless. The only open question is whether the region
positions itself, in parallel, to actually attract that visitor — or allows the new capacity to simply fill with

the same low-yield, peak-season demand it already has.

It follows that accessibility should no longer be read as a weakness in this comparison. A new airport
investment programme, an improving road network and a marina under active modernisation together
represent a stronger multi-year infrastructure trajectory than Bardolino needed to build its own brand.

Methoni is not behind on infrastructure — it is ahead of where Bardolino started.

5. The Missed Opportunity: Costa Navarino at the Doorstep

This is the sharpest point in the entire analysis. The region does not need to build international demand

from nothing — it already exists, a few kilometres away, at Costa Navarino.

Costa Navarino has, over more than a decade, brought precisely the audience this brief argues Methoni
and Finikounda should be capturing: high-net-worth, internationally mobile travellers, hosted by globally
recognised operators including Mandarin Oriental and W Hotels, arriving specifically for a premium
Mediterranean lifestyle experience. This is not a hypothetical target market that needs to be attracted
from scratch — it is already landing at Kalamata Airport and staying fifteen to twenty-five minutes down
the road.

® Costa Navarino has done the hardest and most expensive part — building international awareness

and attracting a premium, high-spending guest base — at no cost to the surrounding municipalities.

® Methoni and Finikounda currently capture almost none of this spillover: no coordinated shuttle or
excursion programme, no joint marketing, no curated “what to do beyond the resort” narrative
pointing guests toward the fortress, the old town, local tavernas or wine producers.

® Guests at Costa Navarino are actively seeking authentic experiences outside the resort perimeter —
exactly what Methoni and Finikounda offer — yet the region has no structured way to reach them,
brief them, or bring them in.

® Every year this spillover goes uncaptured is a year of high-value demand that is present in the region
but spent entirely inside the resort gates.

Bardolino, by contrast, did not have a five-star international resort complex generating demand on its
doorstep — it built its entire audience through its own marketing. Methoni and Finikounda are in the rare
position of not needing to build that audience: it already arrives at Kalamata Airport and stays a short

drive away. The task is not demand generation. It is demand capture — positioning the towns so that
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Costa Navarino's guests, and the wider international travellers now arriving in growing numbers, see
Methoni and Finikounda as an essential, curated part of the same visit rather than a place they never hear

about.

6. The Methoni / Finikounda Opportunity

The region's underlying assets are, if anything, stronger than Bardolino's starting point:

® A milder, longer tourist-friendly climate than Lake Garda, supporting a genuinely extended season.

® Deep historical layering — Methoni's own Venetian and Ottoman fortress, one of the largest in the

Mediterranean, alongside Ancient Messene and Nestor's Palace within easy reach.

® Astrong, still-authentic Messinian gastronomic tradition built on olive oil, wine, honey and local

produce.

® Materially lower price levels than comparable Mediterranean lifestyle destinations, giving genuine

headroom to move upmarket without alienating existing visitors.

® Costa Navarino already operating as an internationally recognised anchor and demand generator for

the wider region.

What is missing is not the substance of the destination, but its narrative: a coherent, internationally
legible identity that connects Methoni, Finikounda and the surrounding villages into a single, marketable

lifestyle proposition.

The Venetian Thread: A Shared History, Still Unbuilt at Methoni

Bardolino's Venetian heritage is real and substantial in its own right: Verona and the wider Veneto region
were governed as part of the Venetian Republic's mainland territories (the Terraferma) for close to four
centuries, and that heritage is already woven into how the wider Lake Garda region markets itself.
Methoni's Venetian connection is equally genuine, if differently shaped: the fortress at Methoni was built
by Venice itself following the Fourth Crusade in 1209, and for close to two centuries of direct rule — with
a later Venetian return in the late 17th century — Methoni and neighbouring Koroni were governed as
Venetian ports, known throughout the Republic as the “Eyes of Venice” — the twin watch-posts guarding
the sea route from Venice to the Holy Land. The Lion of St Mark, the very symbol of the Venetian

Republic, still stands carved above the fortress gate today.

The opportunity is not to claim a stronger Venetian pedigree than Bardolino's — both destinations can
genuinely trace their identity back to the Republic. The opportunity is that Bardolino has already built this
heritage into its international storytelling, while Methoni largely has not. A formal “Venice to Methoni”
historical narrative — the trade route, the pilgrim ships, the shared architecture, the Lion of St Mark — is
a ready-made storytelling and even twinning asset (a formal link with Venice or a Veneto municipality is a
realistic, low-cost initiative for local government) that remains almost entirely unbuilt in the region's

current positioning.

Two Gateway Cities: Kalamata's Own Momentum
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Every strong small-town brand sits near a larger city that anchors its accessibility and lends it energy. For
Bardolino, that city is Verona — itself a UNESCO World Heritage city with its own international identity.
For Methoni, that role belongs to Kalamata: a compact, increasingly lively regional capital with a historic
centre, a growing food and café scene, and now the single largest infrastructure investment programme
in the wider region's history (Section 4). Framing Kalamata alongside Verona, rather than in its shadow, is
itself a positioning choice — and, on the evidence of the airport concession alone, an increasingly justified
one.

The Family-Beach Era Is Over — Methoni Has Not Yet Noticed

Methoni and Finikounda are still marketed, almost by default, as a destination for one specific trip: the
family summer beach holiday. That model — sun, sea, children, July and August, and nothing much else —
has not been the growth engine of international tourism for some years. Global travel demand has shifted
decisively toward experiences: short breaks, discovery, tasting, wine and gastronomy weekends, wellness,
slow travel and destinations that offer something to actively do rather than simply somewhere to lie
down. This shift is not a prediction — it is already the dominant pattern in how Bardolino's own visitor
economy behaves.

The proof is uncomfortable but direct. Bardolino has a genuinely worse climate than Methoni for much of
the year, and still fills its hotels and apartments through Christmas markets, olive-oil season events, wine
weekends and cycling breaks deep into winter. Guests are not coming for the weather — there often isn't
any worth mentioning — they are coming for something to experience. Methoni and Finikounda, with a
genuinely better climate for nine or ten months of the year, currently offer almost none of that
programming outside July and August. This is not a small missed opportunity. It is arguably the single
largest untapped market available to the region: an international travel economy that has already moved

past family-beach tourism, waiting for a destination that has moved with it.

7. Source Markets and 2026 Trends: What Bardolino's Success Is
Built On

Understanding who visits Bardolino, and why, offers a direct guide to the audience Methoni and

Finikounda should be targeting.

Where Bardolino's Visitors Come From

@ Germany — the largest market, with many repeat visitors returning several times a year, strongly
represented across both campsites and apartments, and skewing toward families and the 50+
segment.

@ The Netherlands — an increasingly important market, concentrated in apartments, glamping,

gastronomy, wine, cycling holidays and small-scale luxury accommodation.
@ Austria and Switzerland — shorter stays, but consistently higher spending per visit.

@ The United Kingdom — a fast-growing market, driven directly by improved flight connectivity.
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@ Poland and the Czech Republic — the fastest-growing source markets of recent years.

@ The United States — still a smaller segment, but growing, drawn by luxury travel combining Verona,
Venice, Lake Garda and wine experiences.

2026 Trends: A Closing Window, Not Yet Captured

The trends below are real and accelerating — but it is important to be precise about where they are
currently landing. They describe the wider international travel market, and they are already visible at
Costa Navarino specifically, which continues to grow as a shoulder-season, high-spend destination. On the
ground in Methoni and Finikounda themselves, the picture is different: in May, June and September, the
town centres, tavernas and accommodation outside the resort perimeter remain largely empty. The trend

has not yet reached them — it has simply passed them by, a few kilometres down the road.

® Apartments and self-catering accommodation are growing faster than traditional hotels, driven by

demand for space, private parking, air conditioning and independence.

® Luxury and authenticity are increasingly valued over scale — meaning quality of experience now
outsells quantity of rooms: visitors will pay more for a fifteen-room boutique property with a real
sense of place than for a large, anonymous hotel, and actively seek boutique experiences, wine
tourism, local gastronomy and slow travel over standardised resort tourism.

® The international season is extending: April, May, June, September and October are growing faster
than the traditional July—August peak, driven by wine enthusiasts, active travellers, the 45+
segment, couples and remote workers — a pattern already benefiting Costa Navarino, not yet
Methoni or Finikounda town itself.

® Peak season is becoming increasingly saturated — fuller, pricier and more congested — pushing a

growing share of visitors to deliberately choose shoulder-season months instead.

This is precisely why timing matters. Costa Navarino's own shoulder-season growth, combined with the
Kalamata Airport investment already underway (Section 4), means the demand this brief describes is not
a future hope — it is arriving now, close by, whether or not Methoni and Finikounda are ready for it.
Acting in the next one to two seasons, before this growth becomes fully established around Costa

Navarino alone, is materially different from trying to capture it once the pattern has set.

What the Rental Market Shows

Bardolino's rental market remains strong on the back of a structural shortage of quality apartments, rising
demand for higher standards, a broad international guest base and long operating seasons. The best-
performing units share common features: modern interiors, central location, private parking, air
conditioning, outdoor space, strong reviews and professional presentation. Quality consistently
commands a premium — lake view, comfort and styling outperform price-driven positioning. This is a
direct signal for investment priorities in Methoni and Finikounda: the returns are in quality and

presentation, not in adding volume.

This applies just as much to service as to the building itself. A clean bed and hot water is no longer a

competitive offer anywhere in the Mediterranean — it is simply the entry price. What guests are willing to
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pay a premium for is genuine hospitality: a host who knows the area, a recommendation that actually fits,
breakfast that reflects the region rather than a generic buffet, small gestures of care. Methoni and
Finikounda's accommodation upgrade should be judged as much on service standards as on renovation

budgets.

8. Vision: A Regional Lifestyle Brand

The proposed positioning — working name “Navarino Lifestyle” — reframes the region around the
following pillars, deliberately mirroring what has worked at Bardolino while drawing on assets unique to

Messinia:

® Gastronomy: olive oil, wine, honey, and a dining culture built around provenance and seasonality.

® Wellbeing and longevity: Mediterranean lifestyle, climate and diet as an explicit health proposition

for an older, affluent audience.
® Boutique hospitality: small, distinctive properties in place of undifferentiated mass-market rooms.

® Culture and history: the fortress towns, archaeological sites and layered history as year-round draws,
not summer add-ons.

® Season extension: a spring—autumn calendar of gastronomy, wine and cultural events, reducing
dependence on the July—August peak.

The intended outcome is not maximised arrivals, but maximised value per visitor and a materially longer

operating season — the same shift that underpins Bardolino's economics.

9. Voice: A Storytelling Example

The tone below is deliberately drawn from the same register used in Bardolino's own promotional

material — sensory, unhurried, and built around a feeling rather than a feature list.

Sometimes you come across a place that deeply moves you. Hotel Nike (fictional nameof the hotel)
is one such place. A beautiful, spacious boutique hotel with just 13 modern, generous rooms and
suites. Everything exudes tranquility, comfort, and style—from the large patio where you enjoy
breakfast under the Greek sun to the perfectly maintained swimming pool, surrounded by that
ever-present Greek-blue sea in the background.

Hotel Nike is located just outside the authentic coastal village of Methoni, in my opinion one of the
most beautiful places in the Peloponnese. ['ve seen a lot of Greece, but when I drove into this village
from charming Finikounda 23 years ago, | knew immediately: I fell in love. There it was, tranquil
between the Greek-blue sea and sky, with white houses and an impressive Venetian castle where
centuries of history were written.

Methonii is peaceful and authentic, yet has that small, sophisticated touch—just enough to
surprise you. A stylish terrace with a sea view, a good glass of wine, a refined Greek dish, an artistic

shop... it's subtle and just right. @
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What this kind of storytelling ultimately sells is not a room or a view, but an experience: something the
visitor does, tastes or feels, not merely somewhere they stay. Olive-oil tastings on the grove where the oil
is pressed, a cooking class built around whatever the morning market offers, a wine producer's own table
set for guests, a guided walk through the fortress at golden hour, a boat out to Sapienza island, a slow
breakfast with a view that has not changed in centuries — these are the moments a regional brand should
be built to sell and photograph consistently, not the accommodation itself. Boutique hospitality matters,
but it is the frame around the experience, not the story. A regional brand needs many such experience-led
reference points, told consistently across producers, guides and small hotels alike, to make the story

credible rather than aspirational.

Note what this passage sells: not room count or amenities, but a feeling of arrival, discovery and
belonging. A regional storytelling programme built around several such voices — hoteliers, producers,
guides — all describing Methoni and Finikounda in this same register, is exactly the kind of narrative

infrastructure Bardolino has and this region does not yet have.

10. Recommendations

® Act within the next one to two seasons, not on a multi-year timeline — Costa Navarino's shoulder-
season growth and the Kalamata Airport investment are already underway, and the window to
shape how that demand reaches Methoni and Finikounda is open now, not indefinitely.

® Commission verified, up-to-date comparative data directly from INSETE and the Region of
Peloponnese: Greece does not publish official overnight-stay, arrival or bed-capacity statistics at
the Methoni/Finikounda municipal-unit level the way Italy's ISTAT does for Bardolino, so this is a
genuine data gap to close, not just a formality.

® Convene municipal and regional tourism stakeholders around a shared positioning framework, rather

than allowing individual operators to market the area inconsistently.

® Develop ajoint gastronomy, wine and cultural events calendar targeting April-June and September—
October — with the explicit goal of filling currently empty May, June and September weeks, not
simply extending an already-strong summer.

® Establish shared international storytelling assets — photography, editorial content and press
relationships — anchored around an agreed regional identity.

® Open direct dialogue with Costa Navarino / TEMES on a formal cross-promotion partnership: curated
excursions, concierge recommendations and joint content that actively directs resort guests toward
Methoni's old town, fortress and local producers.

® Use Costa Navarino's existing international visibility as a platform to introduce Methoni and

Finikounda to the same audience, rather than competing with it for a different one.

And the single most important idea in this brief is this: turning Methoni, Finikounda — or authentic
Messinia as a whole — into a genuine brand is not, in practice, a difficult undertaking. Bardolino did it
from a weaker natural starting point, in a single generation, with sustained positioning discipline rather

than any unique advantage this region does not also have.
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Messinia does not need more visitors. It needs the right ones, the whole year round — which means
letting go of the old image of family sea-and-beach holidays confined to the summer break. It needs a
story, told with the same discipline Bardolino has applied for two decades, that gives them a reason to

come, stay longer, and return.

11. In Closing

This brief reflects one person's close, long-term observation of both destinations, offered as a starting
point for discussion rather than a finished plan. Should any of the stakeholders reading this find it useful,
or have questions, comments or a different view on any part of the argument, the author would be glad

to hear from you and to share further thoughts.

Karlien A. Liewes
Tour operator, National Guide (Italy) & Valpolicella Wine Region Ambassador — Navarino Lifestyle
info@authenticgreece.expert

+39 347 238948 (Italy) - +30 697 3262987 (Greece)

www.authenticgreece.expert - www.navarinolifestyle.com (under construction)
www.hollanditaliaevents.nl - www.wijnreizen.it - www.karlitalia.com - www.tourinolanda.it
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Appendix: Detailed Comparative Data

The tables below expand the comparison across accommodation capacity, guest profile, local products and

the events calendar. Figures not attributed to a named source are preliminary desk estimates for

illustrative purposes and should be verified against official statistics (ISTAT / Comune di Bardolino, ELSTAT,

INSETE, Region of Peloponnese) before formal submission or publication.

A. Accommodation Capacity & Seasonality

Metric

Estimated total bed capacity

‘ Bardolino

= 15,000 - 18,000

Methoni / Finikounda region

= 3,000 — 5,000 (excl. Costa Navarino
resorts)

Dominant accommodation
type

3—4 star hotels, agriturismo,
boutique B&Bs

2-3 star hotels, private rentals; 5-star
enclave at Costa Navarino

Average length of stay

= 4-5 nights

= 3—4 nights, sharply peak-
concentrated

Occupancy spread across
year

Near year-round; only a short low
point mid-January to early March

Narrow — May/June still largely
empty outside Costa Navarino;
concentrated in July—August

B. Guest Profile & Spending

Metric

Primary source markets

‘ Bardolino

Germany, Austria, Netherlands, UK

Methoni / Finikounda region

UK, Germany, Benelux (growing),
domestic Greek

Dominant age profile

45-65, couples and small groups

Family-skewed outside Costa
Navarino; younger, price-sensitive

Average daily spend per
guest

Higher — driven by dining, wine
tourism, events

Lower outside the resort enclave;
largely accommodation + beach

Motivation for visit

Wine, gastronomy, lake lifestyle,
relaxation

Beach and family holiday; limited
cultural/gastronomic marketing

C. Local Products & Culinary Identity

Category

Bardolino / Lake Garda

Messinia / Methoni region

Signature product

Bardolino DOC & Chiaretto wine

Kalamata PDO olive oil, Kalamata
olives

Secondary products

Garda DOP olive oil, lake fish

Messinian PGl wine, thyme honey,
figs

Culinary identity

Strongly branded, festival-driven

Strong tradition, weakly branded
internationally
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Producer-to-visitor Established wine tourism circuit Emerging — few structured
experiences tastings/tours

D. Events Calendar by Season

Season Bardolino Methoni / Finikounda region
Spring (Mar—May) Wine fairs, cycling events, food markets | Minimal organised programming
Summer (Jun—Aug) Lakeside festivals, concerts Local paniyiria (feast days), beach
season
Autumn (Sep—Nov) Harvest festivals, gastronomy weeks Minimal organised programming
Winter (Dec—Feb) Christmas markets, olive-oil season Largely dormant
events

E. Bardolino's Top Source Markets

Market Character Relevance to Methoni

Germany Largest market; frequent repeat visits; Comparable potential via
strong in campsites and apartments; direct/charter routes and repeat-visit
families and 50+ culture

Netherlands Fast-growing; apartments, glamping, Strong match for Messinia's cycling,
gastronomy, wine, cycling, small-scale gastronomy and olive-oil tourism
luxury potential

Austria / Switzerland Shorter stays, high spending per visit High-value niche for boutique and

wellness positioning

United Kingdom Fast-growing, driven by flight Directly tied to Kalamata Airport's
connectivity expanding UK routes

Poland / Czech Republic | Fastest-growing markets in recent years Emerging opportunity as Central
European connectivity improves

United States Smaller but growing; luxury, multi- Aligns with Costa Navarino's existing
destination, wine-focused travel high-net-worth guest base

Figures in Sections A—E covering Methoni/Finikounda are indicative estimates: no official Greek statistical source publishes bed capacity, arrivals or
overnight stays at this sub-municipal level, unlike Italy's ISTAT system. Figures covering Bardolino are official (ISTAT population; Regione Veneto
tourism statistics) except where marked otherwise. Section 4 (Infrastructure Momentum) is sourced as noted above.
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