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AMBUSH MARKETING - GREECE 

LEGAL	CONSIDERATIONS	
Greek	legislation	does	not	include	any	legal	provisions	prohibiting,	or	specifically	dealing	with	ambush	

marketing,	 with	 the	 exception	 of	 the	 special	 legislation	 relating	 to	 the	 Olympic	 Games	 (Law	 no	

2598/1998	as	amended)	which	protects	the	following	from	any	unauthorized	use:	the	Olympic	symbol	

(Olympic	 Rings),	 the	 terms	 “Olympic”,	 “Olympiad”,	 “Athens	 2004”,	 “Olympic	 Games—Athens	 2004”,	

“Olympic	 Games	 2004”,	 “Olympic	 Games—Greece”	 and	 any	 relative	 terms	 as	 well	 as	 the	

emblems/trademarks	of	the	Hellenic	Olympic	Committee.		

In	other	cases	of	ambush	marketing	activity,	the	following	legal	tools	may	be	invoked:	

• The	 Greek	 Consumer	 Protection	 Law	 (which	 implemented	 EU	 Directive	 2005/29	 on	 unfair

commercial	practices)	includes	provisions	about	misleading	advertising/misleading	commercial

practices	which	could	relate	to	ambush	marketing.	For	example,	a	false	claim	by	a	trader	that	a

product	 has	 been	 approved	 or	 authorized	 by	 a	 public	 or	 private	 body	 it	 is	 deemed	 to	 be	 a

misleading	practice.	Nevertheless,	only	consumers	(ie	not	the	official	sponsor)	are	entitled	to	sue

in	case	of	such	false	claims.

• The	 affected	 official	 sponsor	 may	 bring	 a	 claim	 against	 an	 offender	 relying	 primarily	 on

provisions	of	 the	Greek	Law	against	Unfair	Competition	and,	perhaps,	 those	of	 the	Trademark

Law	(if	there	is	also	a	trademark	infringement).

• Additionally,	 any	 breach	 of	 the	 contractual	 obligations	 by	 the	 event	 organizer	 will	 lead	 the

official	sponsor	to	raise	a	claim	against	him,	based	on	that	contractual	breach.

REGULATORY	CONSIDERATIONS	
At	a	self	regulatory	level,	the	Hellenic	Code	of	Advertising	&	Communication	Practice	(which	conforms	

to	 the	 ICC	 Code	 of	 Advertising	 &	 Marketing	 Communication	 Practice)	 prohibits	 ambushing	 of	

sponsored	properties	(Chapter	B—Sponsorships,	article	B4).		

COMMERCIAL	CONSIDERATIONS	
The	 extent	 of	 exclusivity	 a	 contract	 guarantees	 to	 an	 official	 sponsor	 determines	 the	 extent	 of	 its	

protection	against	ambush	marketing:	the	stricter	the	terms	of	an	agreement	with	regards	to	the	rights	

of	 an	 event	 organizer	 to	 offer	 areas	 or	 spaces	 within	 the	 event	 venue	 to	 third	 parties	 for	 their	

marketing	purposes,	the	safer	for	an	official	sponsor.		

More	specifically,	one	can	consider	some	of	the	following	contractual	provisions:	

• Official	sponsors	should	ensure	that	they	are	granted	the	exclusive	use	of	all	advertising	spaces

connected	to	the	relevant	events.

• Official	sponsors	should	oblige	the	event	organizers	to	contractually	ensure	that	only	the	official

sponsors	 can	 advertise	 or	 otherwise	 be	 related	 to	 broadcasts	 of	 the	 events,	 relevant	 press
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conferences	etc.		

• On	the	tickets	for	the	event	it	should	be	expressly	provided	that	visitors	cannot	bring	any	items	

bearing	logos	of	competitors	into	the	stadiums.		

The	most	recent	and	characteristic	examples	one	can	point	out	relate	to	the	Olympic	Games	of	2004	in	

Athens.	Before	entering	into	the	stadiums,	spectators	were	asked	to	remove	the	labels	from	bottles	of	

water	they	were	carrying	that	were	not	of	the	officially	sponsored	brand	of	water	of	the	Games.	Other	

visitors,	 who	 wore	 T-shirts	 or	 jackets	 bearing	 logos	 or	 brand	 names	 of	 competitors	 of	 the	 official	

sponsor,	in	particular	of	sportswear,	were	asked	either	to	remove	the	clothes	or	wear	them	inside	out,	

in	order	to	cover	the	competitors’	brand	names.	

RECENT	ENFORCEMENTS	

In	view	of	the	fact	that	Greece	has	not	recently	hosted	any	major	sporting/	cultural	event,	there	are	no	

recent	court	rulings	in	the	field	of	ambush	marketing.		
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