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Lehida EykupoTnTag

Ovoparemrwvupo ®oitnth: Mapag Avtwviog

Tithog ArrAwpartikAg Epyaciag: H emidpaon tov storytelling otn Staudpewon tov brand
Alywa, péoa amo tnv ontiky) Twv Katoikwv

H mapotoa AimAwparikh Epyacia ekmoviiBnke oTo TTAQICI0 Twv OTTOUdWY YId TNV OTTOKTNOT €€

amooTAoEwS PeTarTuyiakou TiThou aTo MavemioTiuio NeGmoAIg kal eykpiBnke aTIg

16 PePpoudpiou 2026 atod Ta péAn TG E¢eTaaTikAG ETITPOTIAC.

E¢etaoTiki EmiTpotrA:

Mpwrog emBAETwy (MavemaThuio NeamoAig MNagog Ap. Kévrng AAéSiog - Martatriog

MéAog E¢etaoTikig Emitpotm¢: Ap. BAdoon Eipvn

Méhog EetaaTikrg Emirpotmig: Ap. NTouprl Mapia

'H YNEYOYNH AHAQZH

O Mapag Avtwviog, yvwpilovtag TIC oUVETTEIEC TNG AoyoKAOTTG, dnAwvw uTrEUBUVa 6TI N TTapoUca Epyaaia

Je TiTho «H emidpaon tov storytelling otn Staudpewon tov brand Alywa, péoa amo tnv
OTITIKY) TWV KaTOiKwVy, amoTeAel TTPOIOV auaTned TTPOCWTTIKAG €pyaaiag Kal OAEC O TIYES TTOU EXw
xpnoiyotrolnael, xouv dnAwBei katdAMnAa aTi¢ BIBAIOYPAQIKES TTAPATTOTIEG Kal avagopés. Ta onpeia dtmou
£XW XpnOIPOTIOINOEl I€€C, KEIUEVO f/Kal TINYES AAAWY CUYYypaEwy, avagépovTal EUBIAKPITA OTO KEIEVO JE TNV
KOTAAANAN TTOpaTrouTTA Kal N OXETIKA avagopd meptAauBaveral ato TURUA Twy BIBAIOYPAPIKWY AvAPOPWY e
TARPN TIEPIYPORN.
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270 oUyxpovo TouploTIKO TTeEPIB&AAOV, TO storytelling xpnoipoTroigital yia va SIauopPuoEl TV
€IKOvVa TTPOOPICUOU Kal va JeTaTpéWel To branding atmd pia oTatikr) dladikacia TTPoBoANG o€
éva ouoTtnua oAAnAemidpaong. 210 TTAQioI0 auTtd, O POAOG TNG TOTTIKAG KOIVOTATAG
avadeIKVUETAI KABOPIOTIKOG, KABWG 01 KATOIKOI BEV ATTOTEAOUV ATTAWG BeaTEC OAAG £V BUVAEI
TTPECPREUTEG TNG TAUTOTNTAG KAI TNG AUBEVTIKOTNTAG TOU TOTTOU TOUG. H TTapouca SITTAWMPATIKA
épeuva, €0TIalel 0TV TTEPITTTWON TNG Aiyivag, e aTtéxo Tn diEpelivnon TG oXEoNG JETALU TOU
ynoelakou storytelling, m™ng Ttautdétnrag tomTou (Place Identity), t™ng avtiAayBavouevng
auBeVTIKOTNTAG Kal TNG TTPOOEONG EVEPYNG OUPMETOXNAG TWV KATOIKWY OTNV TTpowdnon Tou
TTpoopiopou (Brand Citizenship Behavior) .H gpguvnTikr) TTpoo£yyion TTou akoAouBritnke givai
TTOOOTIKN, ME TN XPHON OOUNMEVOU NAEKTPOVIKOU £PWTNUATOAOYIOU TTOU dIAVEUNBNKE O€
OUYKEKPIPEVEG WNPIOKES KOIVOTNTAG. To Ogiypa atroTeAEiTal atrd 151 povigoug Kal NUINOVIPOUG
Katoikoug Tng Aiyivag. H OTaTIOTIKY €TTECEpyaTia TTpaypaToTroimenke pe 10 Jamovi,
TepIhapBavovtag eAéyxoug aglommoTiag  (Cronbach’s Alpha) kai avdAucon OUOCXETIOEWV
(Pearson Correlation). Ta atmmoteAéouara TNG €pEUVag, Yag £0€IEE OTI O KATOIKOI £XOUV  TTOAU
uynAd 1o aicbnua g Tautdétnrag Totrou . QoTd00, €VIOTTIOTNKE éva XAOUO METAEU TNG
ouvalioBnuaTikAG TauTiong Kal TG EUTTpakTng cuppétoxng (Brand Citizenship Behavior). H
avaAuon ouoxeTioewv AoITTov, emBePaiwoe Tnv BeTik oxéon storytelling kai TautdTNTAC,
KaBwg Kkal TNV €tmidpacn TG AuBevTIKOTATAG OTNV TTPOBeon cupuéToxng. 'ETol, To storytelling
AEITOUPYEI WG 1I0XUPOG UNXAVIONOG EVIOXUONG TNG TOTTIKAG TAUTOTNTAG . [1pOTEIVETAI CUVETTWG,
N dnuioupyia evoG CUPHPETOXIKOU PMOVTEAOU OTPATNYIKAG TTOU Ba €0TIAZEI OTNV AUBEVTIKOTNTA
Kal Ba TTapéxel Ta KivnTpa OTOUG KATOIKOUG va ONPIOUPYOUV TTEPIEXOUEVO OXETIKO YIa ThV
Aiyiva.

2UMTTEPACHATIKA, N £PEUVA CUVEICPEPEI OTNV ETTIOTNUOVIKY OUCATNON, AVOBEIKVUOVTAG ThV
avaykn JeTapaong atrd Tn cuvaicOnuaTiKA TAUTION OTNV EVEPYH CUMMETOXN TWV KATOIKWY OTO
branding Tou TOTTOU.

NECeic - KAeidia: Wnoiakd Storytelling, Branding Tétou, Tautotnta ToTTou, Zuptrepipopd
MoAitn, Aiyiva, AuBevTiKOTNTO.

Abstract

Summary



In the modern tourist environment, storytelling is used to shape the destination image and
transform branding from a static display process into an interaction system. In this context, the role of
the local community emerges as decisive, as the residents are not just spectators but potential
ambassadors of the identity and authenticity of their place. This diplomatic research, focuses on the
case of Aegina, with the aim of investigating the relationship between digital storytelling, place identity
(Place Identity), perceived authenticity and the intention of active participation of the inhabitants in the
promotion of the destination (Brand Citizenship Behavior).The research approach followed is
quantitative, using a structured electronic questionnaire distributed to specific digital communities. The
sample consists of 151 permanent and semi-permanent residents of Aegina. Statistical processing was
carried out with Jamovi, including reliability checks (Cronbach's Alpha) and correlation analysis
(Pearson Correlation). The results of the research showed us that the residents have a very high sense
of Place Identity. However, a gap was identified between emotional identification and practical
participation (Brand Citizenship Behavior). The correlation analysis therefore confirmed the positive
relationship between storytelling and identity, as well as the effect of Authenticity on the intention to
participate. Thus, storytelling acts as a powerful mechanism to strengthen local identity. It is therefore
proposed to create a participatory strategy model that will focus on authenticity and provide incentives
for residents to create content related to Aegina.

In conclusion, the research contributes to the scientific debate, highlighting the need to move from
emotional identification to the active participation of the inhabitants in the branding of the place.

Keywords: Digital Storytelling, Place Branding, Place Identity, Citizen Behavior, Aegina,
Authenticity.
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1. Opotl Mapketivyk & Branding (Marketing & Branding Terms)

Destination Brand (Brand ITpoopiopo0): H petapopd tng Aoyiknig Tov sumopikov brand otov ymdpo
TOV TOVPIGTIKOV TPOoPIop®mV. Aev meplopiletar oe AoyodTumo, aAAd amoTeLel £vav GLVOVOGLO
0VOLOTOG, GLUPOAMY Kol GUVOMKNG EUTELPLOG TOL O1ULPOPOTOLEL TOV TOTO.

Destination Management Organizations / DMOs (Opyavicpoi Awaygipiong Ipoopioudv): ®opeic
OV AELTOVPYOHV MG GVVTOVIOTES Kot KOOt dtacvvoeons petalhd dnpociov Kot 101wTIKOD TOpE,
yopic va givon Tovg avrket to brand.

Place Branding: H dwdikacio dtayeiptong g TowtdTTg Kol THG EIKOVOG EVOG TOTOL, 1| 0Toin
avTILETOTICETOL GLYVE MG ONUOGLO TOAITIKTY Kol OYl OTAMG MG EMKOIVOVINKT EKGTPATELX,

Brand Equity (A&ia Mépkac): H a&ia mov ytiletor peconpdbeopa kot pokponpdfecpo péowm
EUTELPLOV.

Tourist Destination Brand Equity/TDBE (A&ia Mdapkag Tovpiotikod IIpoopiopov): Oempntikd
mhoiclo mov Owukpiver deikteg «ytisiparogy (building), «otavonong» (understanding) kot

«oyéoncy» (relationship) pe to brand.

Brand Meaning (Nonpa Mdpkag): H otaBeporompévn onpacio mov amoktd n papko, cuvoEovtog
Ae1tovpYIKa yopaxkTnploTikd pe a&ie kot tpodmo Long.

Brand Co-creation (Zvv-dnpiovpyic Mdpkag): Atadikacio omov ot GUUUETEXOVTES (KATOKOL,
EMOKENTEC) OV TMOPAYOLV OMAMG TEPIEXOUEVO, OAAL CULV-OLULOPPAOVOLV TO VONUO KOl TV
TOVTOTNTO TNG LOPKOC.

2. Opot Agrynong (Storytelling Terms)

Storytelling (Apnynon): Aopunuévn aenynomn pe apyn, HECN Kot TEAOG, 1| OTOioL OPYAVAOVEL TNV
eumepio og vonuo Kot evepyomotel To cuvaicOnpua.

Digital Storytelling (Wnoewaxn Aenynon): H opydveoon g emkowoviog o€ yneloka
nepiBarlovta (video, blogs, posts) Hécm 16TopdV e TAOKT KOl GUVOLGONLOTIKY KALAK®OGT).

Narrative Transportation : H aicOnom 011 0 amodéktng fubileton oty 16T0pio, YeyovOg mov HELOVEL
™V Kprtikn eneEepyacio kot avEAVEL TNV TEWGTIKOTNTO TOV UNVOLATOG.

Story-showing: H mapovcioon tng totopiag pécw oknvobetUéVeV EUTEIPIOV KOl TOAAATAGDY
aoOncemv (eikdva, Nyog Kivnon) Kot 0yt LOVO AEKTIKA, EVIGYDOVTOG T1 CLVOLGHNUOTIKY] EUTTAOKT).

Story Turn: H otpo@n 6ToV TOUPIGHO OO TO AOYIKE ETLYEPNLOTA GE APTYNOELS TOV CLVOEOVY
TOTO KO YOPAKTIPES.

Consumer Narratives (Aenynoeig Katavalotdv): Iotopieg mov dnuovpyodviol omd toug 16iovg
TOVG EMOKENTES KOl BEMPOVLVTAL GUYVE O ATOTEAEGUOTIKES OO TOL OLOETEPA KEIUEV QL.

Sense of Place (AicOnomn tov Tomov): H 6hvdeon g TontdTTag TOV TOTOV LE TV TOVTOTNTA TNG
UAPKOG, TTOV ETTVYYAVETAL GLYVA pHécw Tov Storytelling.

Story Prompts: Epebiocuata n mpokAncelc, yio. mapdderypo ota social media, mwov divovv 10
£VOO O GTOVG YPNOTEG VA a1 yNBovV diKeg TOVG 10TOpiEC.
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3. Zuumepipopikoi Opot & 'Evvoiec (Behavioral Concepts)
Memorable Tourism Experiences/ MTEs (A&éyaoteg Touvprotikég Eumepiec): Eumepieg
cuvaLeONUOTIKG QOPTICUEVEG TOL amofnKeLOVTOL GTN UVAUN Kol €mNPeAlovV UEAAOVTIKEG

oLUTEPLPOPES (). EMOVETIOKEYN).

Place Attachment (IIpockoAinon otov Tomo): O cuvousOnuatikdg SO aTOHOV Kot TOTOL, TOV
Baciletatl otn Aettovpyikn e£4pTNoN Kot 6T GUVOEST] LLE TNV TOVTOTNTO TOL OTOUOV.

Resident-Place Identification/ RPI (Tavtion katoikov - témov): O Babuodg otov omoio ot kéTotkot
EVIAOOOVY TOV TOTO GTNV KOV TOVG Kol VidBovv cuvaisOnpatikd décio.

Brand Citizenship Behavior / BCB (Zuumepigopd MoAitn tn¢ Mdapkac): Efeshovtikég
GUUTEPLPOPEG VITOGTNPIENG TS UAPKOS Omd TOLG KaToikovg (m.y. Oetikd oydAla, Ponbela oe

EMOKENTES) TOV VIEPPAIVOLV TIG TUTKEG VITOYPEDTELG

Word of Mouth / WOM (Awddoon amd otopa e otopa): H mpopopikn} cvGTao Tov Tpoopiopon
o€ QALovC.

Electronic Word of Mouth / eWOM: H dadiktvakn 6146001 oXoM®V Kol GUGTAGEDV Y10 TOV
TPOOPIGLO.

Consumption Localism (Tomikiopo¢ Katavadwong): H zmpotiunon tov Kotoikov va
KOTOVOADVOLV TOTIKA TPOTOVTO Kol VINPEGIES MG EVOEIEN VITOGTNPIENG TOV TOTOL

Place Ambassadors (Mpeofeutéq Tou TOmoOL): POAog mov avolapPdavovy ot KATOKOL 0TV
poPdArovv BeTiKd TOV TOTO TOVG TTPOGS T EEW.

4. Wnolakoi & Texvikoi Opot (Digital & Technical Terms)

User-Generated Content / UGC (Mepiexouevo Mapayopevo ano Xpnote): Pwotoypagicc, Pivieo,
KelIeva Kot KPLTIKES TOL ONULOVPYOLVTOL 0T TASIOUDTESG KOl KATOIKOVG KOl AELTOVPYOVV MG KOVMVIKT
amodedn

Online: Avagopd o€ dtadiktvakd teptpdAiovio 1 dpacTnPLOTNTES

Social Media (Méoa Kowvwvikng AIKTOwonC): IMioteopueg 6mov avantdocoviar Oepatikég
KOUTAVIEG KOt O1AA0YOG

Hashtags: Etikéteg o€ social media mov ypnoipomotohvtot yio opyavmon TeEPLEXOUEVOD Kol KOUTAVIESG
cuV-Onuovpyiog.

Itineraries (Al10OPOUEC/APOUOAOYIN): Xvvepyatikd oy£d10. TEPYNONG TOL UTOPOVV VO, GLV-
StpopemBoHV amd xpNoTeg

Events Image (Eikova EKdNA®Woewv): H avtidnyn mov £0vv o1 KATOIKOL Y10, TIG EKINADGELS TOV
AopBavouy ydpo 6ToV TOTO TOLG.

Ewcaymyn
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>10 oVvYyypovo TEPIPAALOV TNG TOVPIOTIKNG Prounyaviog, ot mapadosiakol uéBodot mpoPoing twv
TOVPLOTIK®OV TPOoOoPIop®V apyilovv kat ekieimovv. H paydaio e£EMEN ™¢ TeyvoroYiog Kot 1 Gvod0g
TOV YNEKoOV péowv, £ovv oAldEel pilikd tov Tpdmo pe Tov 0moio ol TOEIODTES EMAEYOLV VA
Buooovv évav tomo. H évvola tov storytelling avoadvetor g éva modd ypricyo epyodeio, Kabmg ot
eMOKENTEC avalnTouv avbeviikés eumelpieg Kol cuvousOnuaTik) cHVOEST e TNV 10TOPIN Kol TOV
TOMTIGUO TOV TTPoopicpov. To branding evog tOmov dev amotelel TAEOV Lid LOVOTTAELPY EMKOLVOVIDL
amd TOVG QOPELG d10TKNOMG TPOG TOVG TOVPIOTEC, OAAG Mo OLVOLIKTY SLOOIKAGIN GUV-ONUOVPYING
VOT|LOLTOC.

Méoa 6€ TN TN VEQ TPOAYLOTIKOTNTA, O POAOG TNG TOTIKNG KovoTtnTog ovafadpileton kot kobiotatol
KopuPuoc. Ot kdTotkot dev ivar AmA®S 01 ATOSEKTES TNG TOVPIOTIKNG AVATTUENG, 0ALA ot «(mVvTavol
npecPevutécy tov brand. Eivat avtol mov S10pop@dvouy Ty atpdcQapo GA0EEVING, EVOOPKMVOLV TIG
a&leg Tov TOMOL Kal, HEC® TNG WYNPLUKNG TOVG TOPOLGIaG, Exovv Tn dOvaun vo emPefatdcovy 1 va
dyeHoovv TV ekdva Tov TpoPdrietar TPog Ta EEm. QQoTOC0, GLYVA TAPAUTNPELTAL TO PAVOUEVO OL
OTPUTNYIKEG LAPKETIVYK VO 6YeOALOVTOL EPIUNV TNG TOMIKNG KOWVOVIONG, 00NYDVTAG GE o O146TooN
petald g mpofoaridpevng ikovag kat g Propévng tpayuatikoémros. H BipAoypagio vwodeikviet
ot Yo va glvan frodoyo €va brand, amotteiton 1 evepydc GUUUETOYN KoL 1] GLVOICONUATIKY TOVTION
TOV KATOIKOV e ATO.

Y7o to mpicpa avtd, N mapoHoo STAMUATIKY epyacio eoTidlel 6TV mepinT®ON TG Atywvac, £vOg
TPOOPIGLOD UE WO1HTEPT IGTOPIKT] KO TOAITIGUIKT TOVTOTNTO, EXLYELPDVTOG VO, SIEPEVVICEL TN GYEOT
TOV KOTOTK®OV [LE TO YNPLaKO aprynie tov vnoob. Koplog okomdg g pehétng eivan vo egTdoetl katd
1660 o1 kdrowotl Tawtilovtar pe Tov tomo tovg (Place Identity) kot mdg 1 avtiAnyn tovg yoo v
avBevTikOTTA TOV 16TOPLUOY OV Tpofdriovtar emmpedlel ™ otdon tovs. Znroduevo glvar va
dwmotwOel €dv N aydnn yio Tov TOT0 Kot 1 TordtnTa Tov storytelling umopovV v KIvntomocouy
TOVG KaToikovg va emdeiEovv Zoumeprpopd IToAitn vrép g Mdaprog (Brand Citizenship Behavior),
GUUUETEYOVTOG eVEPYE Ko €BEAOVTIKA 6TV TpodON o™ TG Atyvag.

H avdivon avt kpiveton amapaitnm, kabmg 1 Katovonon Tov UNYavICU®OV TOV UETOTPETOVY TOV
KATOWKO O TOONTIKO TAPOTNPYTH GE EVEPYO GUUUETOYO, AMOTEAEL TO KAEWT Y100 TNV AVATTLEN oG
avBpomokevTpikng Kot Brociung otpatnyikng branding. Méoa and v mapovciaor tov Bempnrtikov
TAoGiov Kot TNV avaAVoT TOV EPELVNTIKOV dEGOUEVOV OV 0KOAOLOOVV GTa EMOUEVO KEQAAOL, 1)
gpyacio PLA000EEL VO POTIGEL TIC TPOOTTIKES TOL «ECMTEPIKOL branding» Kot vo TPOGPEPEL YPNOLLLOL
GLUTEPAGLOTO Y10, TNV 0&LOTOINGT TOVL OVOPOTIVOL KEPAAAIOV GTNV TOVPLGTIKN avATTLEN TG Atytvoc.

2vvoyilovtag, N vorotdusvn Pipioypagio avayvopilel ™ onuacio tov storytelling kot tov place
branding, otV S1apdpE®oN TG €KOVOG TOV £YOLV Ol TOLPIGTIKOT TPoopiGpol. Ot TEPIOGOTEPES
peAéTeg Aomov, £6TIALOVV KLPIMG GTNV OTTIKT TOV EMCKENTOVTOL GTNV GTPATIYIKY EMKOWVOVIONG TOV
Beopmv Ko dev divouv TOoM EUPACT GTOV POAO TOV KOTOIK®V TMV TPOOPIGUAOV OVTAOV , Ol 0Toiol
GUUUETEYOVV EVEPYA GTNV dladIKaGio Tov branding, kot E0IKOTEPA TOV UNYAVICUADV LEG® TOV OTOIMV
0 ynowkd storytelling kot n avrihappovopévn avbeviikdtTo UTOPOVV VO PETATPEYOLV TN
GLVALCOMUOTIKY TOVTION UE TOV TOTO GE MO EUMPAKTI GLUTEPLPOPA oTNPIENS Tov brand. Emiong, ot
£PEVVEG 01 0TO1EG VTLAPYOLV CYETIKA e TO storytelling, 6Tov eAANVIKO VICLOTIKO YDPO, dev AapPavouv
VoYM TV KoOnuepv eumepios TOV KOTOIK®OV ¢ €va PACIKO OTOWEWD NG TOVTOTNTAG TOL
npoopiopoV. H mapovoa epeuvd Aowmdv, mpoomabel vo kKoAdWEL avTtd T £pgLVNTIKO KeVO, e&eTalovTag
Vv oyéon HETOEL TOL ynolakov storytelling, g tovtdTTOC TOTOL, TNG AVTIAAUPOVOUEVNG
avBevtikdtnTog Ko ™ mpoheonc Tov Katoikmv otnv dtapdpemon tov brand kot e€etdloviag tnv
nepinton g Atywoag.

Méepog MpwTo BIBAoypa@ikr) AvOoKOTNoN
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Kegalaio 1: TautdtnTa Kal EIKOGVO TOUPIOTIKOU TIPOOPIGHOU

1.1 Brand mpoopiouod

H évvola tov brand mpoopicpov (destination brand), Tpokdmtel ¢ petapopd TG AOYIKNG TOL
gumoptkov brand 6TOV YHOPO TOV TOVPIGTIKOV TPOOPIGUAV, GTO KAAGIKO LAPKETIVYK 1 LAPKO EVOG
TPOTOVTOG M O VINPESiag voeital Kupiwg wg €va avayvopicipuo dvoua, Aoyodtumo 1 GOVOAO
ovuPOA®V OV OlPOPOTOIOVY TNV TPOCPOPE amd TOV AVIOY®VICUO Kol OMNUIovpYyodv
mpootféuevn afla oto pooArd tov katavaiwt (Blain et al., 2005). v mepintwon tov
TPOOPICUOV OL®G OV gival apkeTd 610 va meplopiotel 1o brand oe pia Kapmdvia n poévo o €va
onua, aAAd mpémel va onuovpyndel po epmepio yop® amd TOoV TPOOoPIoUd avtd, TV omoio o
emokénNg Oa TNV GuVOEEL Pe TOV TOTO.

Ot mpoopiopol dapépovy and to KAaGIKE epmopikd Tpoidvta 6e apkeTd onueio. Amotelodv
6VUVOETO TAKETA PLGIKMV, TOAMTIGTIKOV Kol KOWVOVIKOV GTOEI®MV, 6T0 0Toio EUTAEKOVTOL TOAAOT
dwpopetikol Qopeic, OTMG 0 OMUOCIOG TOUENS, Ol EMYELPTOELS, Ol KATOIKOL KOl Ol TOATIGTIKOL
opyavicpoi (Hall, 1999). 'Etot, evd éva gumopikd brand pmopet oe peyddo Pabud va eréyéet to
Potov, TV TN Kot TN dtovoun, to brand mpoopiopov Asitovpyel TEPICCOTEPO MG OUTPELQ
VONUATOG oL TPOoTadel Vo opyavadcel TOAAES, GLYVA €TEPOYEVEIS TTVYXEG TOL TOMOV, GE i
ocvvenn vrooyeon eumelpioc. (Morrison, 2002). To brand mpoopiopod cvvdvdlel to 6vopa, TO
A0YOTLTO, TO OTTIKO VOOG KOl TIG PAGIKEG GUOYETIGELS TOV YPNGULOTOLOVVTUL Y10l VO TPOGILOPIGOLV
KoL v, 010pOPOTOMGOLV EVAV TPOOPICHO, EVIGKDOVTAG TNV OVOYVOGILOTNTA KOl O1LOVPYDOVTOG
Betucn d1dbeom emiokeyng. Qotodco, vroypappiletal 6tTL | pdpxo dev eEavtieital ota cOufora
aALG TepAapPavel Kot TV eidva mov oynuatilel o emokéntng, kabdg Kot T gumelpieg mov
Biover. Me avtr] v évvola, to brand mpoopiopov sivon Alyo mepiocdtepo (wvtavd ond To
eumopwkd brand, yuoti e€aptdror o peydro Babud and to mwg ot dvBpwmor Lovv, apnyodvtor Kot
popdlovtar Tov TOmo Kot AydTePO amd OTL YPAQEL Lo Slapn o Tk Kopumdvia. (Blain et al., 2005).
EmumAéov, 1 ovsia tov destination branding, sivot tL 1) eUmEPi0 TOV EMCKENTAOV OEV VAL OTTAMG
o1 VN PeGieg TOL AMOAAUPAVEL, OTOC Eivart 1 SLOLLOVY, TO GAYNTO KO Ol LETOPOPES, AALA fvat £vag
GLVOLACUOG AGHNGEWV, KOWVOVIK®OV OAAMAETIOPACEDV, CLUBOMGUOV KOl 01GONGEWV TOV KAVOLV
10 10mo povaoikd (Blain et al,. 2005).yia tov Adyo avtd, 10 brand xdémoiov TOLPIGTIKOD
TPoOoPIoHov, dev umopel va meploplotel pdvo oy ovamtuén g TpoPoing, oAl mpémel va
ooumeptAneBovV kot dtapopd nTrate OT®G 1 TOLOTNTA TG PIAOEEVING Kl 6TV dNovpyia TG
eumepiog mov Ba €yovv avtiktvmo otov emokéntr. (Blain et al,. 2023). EmutAéov, por akdun
O0LpPOPA GTO EUTOPIKO KOl GTO TOLPLOTIKO brand, eivon 411 610 brand mpoopiopov, vdpyel o
cvALoYIKY Oldotaoct, 6émov to brand dapopedveror omd TOAAOVG TapAyovVTEG OTMG £ivar ot
KATOKOL TOL TOTOL,, Ol EMYEIPNOELS, o1 Beopkol @opeic akopo kot amd Tovg 1d10VG TOLG
EMOKENTEC, 01 OTOl0 TapAyoLV Ko potpalovral mepieydpuevo ota social media (Blain et al,. 2023)
210 TAIG10 0T, 01 0pYaviGpol dlayeipiong Tpoopiopdv (Destination Management Organisations
/ DMOs), 0ev elvar 1010KTNTEG TNG HAPKOAG, OAAG GUVIOVIOTEG, Ol OTMOI0l EMOUOKOLV VO
evOLYPAUUIGOVV TN OTPATNYIKN TPOPOANG LLE TIC TPOYLOTIKEG EUTEIPIES KO [UE TIG aleg TNG TOTIKNG
Kowmviog, Aettovpydvtag oG KOpPot dlachvoeong LetaEy onpociov Kot 1imtikov Topuéa (Blain et
al., 2005; Hall, 1999).
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Emiong, n évvolo tng avBevtikdtnrog elvar Kpioiun yio vo yivel Kotavontd Tme S1opopomoteitat

otV mpdén €va brand mpoopiopol and Eva Tumikd eumopikd brand. Xty nepintmon tov TOTOV, N
aflomotio ™G pdpkag Kpivetar amd To Kotd mOGO 1 VITOCKESN TOV UETANIOETOL HECH TNG
emkowvoviag emPepfoarwdverol oe mpayuatTikéc cuvinkeg emiokeyns. Epevveg €yovv deiletl 6T 1
avTIAOUPBaVOUEVT) aBEVTIKOTNTA TOV TPOOPIGHOV , OC AicONCT TPAYUATIKOTNTOS KOl GUVETELNS
HETOED AdYOL Kol TPAENG, GUVOLETAL e VYNAOTEPT] IKAVOTOINOT), TPOGKOAANGT GTOV TOTO KOl
Betucn dradkrvakn epmiokn (Kim & Kim, 2019).
‘Eva axdéun onpeio dapopomoinong eivar n xpovikn ddotacn tov brand mpoopiopov, eved éva
EUTOPIKO TTPOTOV Umopel va avavemBel oyeTikd ypryopa (VEO LOVTELO, VEN CLOKEVAGIM), 1| LAPK
evog tOmov etvan o Paptd yioti kovPard 16TOPIKA, TOMTIGTIKA Kot GUUPBOAKAE @opTio oL dgv
aArldlovv omd TV o pépa otnv GAAN. Avtd onuaivel 6t 1 otpatnykn branding mpémel va
GLUVLTTOAOYILEL HOKPOYPOVIEG GYECELS LLE TOVG EMIGKENTEC KOl TOVG KOTOIKOLG, EMEVOVOVING OE
gumelpiec mov a@rvouvy pvnuovikd iyvog kot ytiCovv brand equity pecompdbeocpo ko
paxponpoBeopa (Fang et al., 2024). Zto mhaicto avtd, to brand mpoopiopov, pmopel va 10m0el wg
TAOIG10 OVOPOPAC LEGH GTO OTO10 EVTIAGGOVTOL OAES Ol EMUEPOVS EVVOLEG TOV OVOAVOVTOL GTO
EMOUEVO TUNUOTO TOV KeEQOAaiov, Ommg &ivar M towTOHTNTO TOL TOMOV, M EWKOVA OTMG
TpoclopPavetar amd S10POPETIKA KOWVE, 0 pOLOG TV CLVUGONUATOV Kol TOV GUUPBOMOU®V 0AAL
Kot 1 KaBoploTikr] GUUPBOAT TV KATOIK®V 6T S10UOpP®GT Kot VTOSTHPIEN TNG HLAPKOG.

1.2 TovtotnTo TOmov

H tavtémra evog témov dev opiletar amld HECH KATOL®V YOPAKTNPICTIKOV OTMG vl TO KA,
N vewypaio tov tOmov avtob N Tt aE00ata, dALL TPOKVLTTEL LEGA OO TOV GLVOLAGUO GTOPLAYV,
TOMTICTIKOV Kol KOWoViK@V ototyeiov. Etol, 1 tovtomta evdg toémov amoteieiton omd Tov
GLVOLOGHO TEGGAPWV PACIKMOV GTOEIWV, TO TPMOTO EIVAL 1| OPYLITEKTOVIKT KOl 1] TposPaciudtnra, To
dgvtepo elvar ot Becpol mov vdpyovv , N Tpitn elvar o1 KAOMUEPIVES TPAKTIKES KOt EUTELPIEG KO TEAOG
glva o1 apnyNoELS, ol omoieg Aovv yua tov tomo. ( Kavaratzis & Kalandides, 2015). [dwaitepn onpocio
€xel 0 pOAOG TV KATOTK®V, 01 010101 dgV ATOTEAOVV ATAMG KOO GTOYO Y10 TOATIKES OVATTUENG, A
Qopeic LVyNUNG, TOMTIGHOV Kot KaOnUepvdV eunelptdv. Ot TPoKTIKEG TOVG, 0 TPOTOG ONAOT ToL LoV,
OV YPNOLOTOLOVV TOV YMPO KoL TOL 0P YOVVTAL TNV 16TOPI0 TG TEPLOYNG, CVUUETEXOVY EVEPYA GTN
ovykpotnon g tovtdtrag (Kavaratzis & Kalandides, 2015). And v omtikr g OMUoOGLog
TOMTIKNG, 1N TOLTOTNTA TOTOL GLVOELETAL OTEVE pHe (NTHUHOTA TOVPIGUOV, TOMTIGTIKNG TOALTIKNG,
EMEVOVGEMV Kl AGTIKNG avantuéng. H Bedpnomn tov place branding, kot kat’ TEKTOCT TNG TOVTOTNTOG
oMoV, ®G OMUOCLOG TOMTIKNG Kot Oyl LOVO MG EMKOWMVIOKNG EKOTPATEING, EIGAYEL OMOLTNOELS
ovppéToyns, opavewng kot astoloynong (Potapovs, 2024). Me avtd tov tpdmo, 1 dwoyeipion g
TAVTOTNTOG EVIACCETOL GTO TAIGLO TNG Aoyodooiag kot g Becpikng cvvéyelog, eved ot Opyavicpov
Awyeipiong [Ipoopiopod (DMOs), Aettovpyodv ¢ KOUPOL GUVTOVIGHOD, OVAUEGH GE TOAMTIKES KOl
aenynoeig (Blain et al., 2005; Hall, 1999).

Kevtpun mapdperpog mg ovlmong yoo v tontdotnto gival 1 avbeviikdtmra, OnAaon, n
aVOTOPACTOCT] TOV TOTOV, OMMG OMOTVTMVETOL GE LVAIKO TpoPoAng M otpatnyikég branding won
emPBePardveTon amd TIC TPAYUOTIKES EUTEIPIES TOV EMOKENTOV KOl TOV KOTOIK®V, OOV dafpdveTat
N ovTiAapBovopevn owBevtikdtnTa Kol Katd cvvéneto 1 aSlomiotio Td60 TG TOLTOTNTOS OGO KO TNG
uépxoc D’Hauteserre, 2001).

H molvmhokdtn o TG £vvolag g TanTtOTN TG TOTOL £XEL 0ONYNGEL GT SLUUOPPMOCT) TOAVETITEO OV
HOVTEA®V OVOADONG, TO OTOi0, EMYEPOLV VO OTOTLITMOVOLV T OLPOPETIKEG TNG Ol0CTAGELS.
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SUVOTTIKG, 1) TOLTOTNTA UTOPEl Vo TPOcEYYioeEL pHEGH amd €va YWPIKO emimedo (Tomio, KAMpoKa,
APYLTEKTOVIKY, TPOGPac)), éva Beouikd eminedo ( kavoveg, motikéc DMOs, tomiky| avtodtoiknon),
éva Puopévo emimedo ( kabnuepvég mpoktikés, €0, oxéoelc Prio&eviag) Kol €va aQnYNUOTIKO
eminedo( 10T0pieg, LvNuES Kot TOMTICUIKEG avomapaotdoelg) ( Bjorner & Aronsson, 2022; Kavaratzis
& Kalandides, 2015).

H avéyvoon ovtdv tov enimedwv, EMITPENEL TOV EVIOMIGUO GLYKAICE®V Kol OTOKAIcE®VY, Yo
mopadetypo  oe mowo Pabud ot vrooyéoelg mov mwpoPdAlovior mpog To EEm givol PEAMOTIKEG M
VIEPPAVOLV TIC TPAYUATIKEG SLVATOTNTES TOV TOTOV Kol GE TOL OTUEID VITAPYOVV IGYVPES EUTELPIKES
aieg mov dev avadekvooviol EnopKmg o eminedo aprynong (Escobar - Farfan et al., 2024). 'Etot ,
HESO o TNV YOPTOYPAPTOT QVTAOV TV GNUEI®V, EVIGYVOVTOL 1] POGIUOTNTO KOt 1] VOUIOTOINGN NG
TOVTOTNTOG TOL TOTOV.

KAgtvovtag, n tawtdt o tOmov mapotnpovpe Ot ivar pio £vvola Tov SIUOPPOVETOL HEGH OO TOV
GLUVOLOGHO TOV OeoKDV, PLOUEVOV KOl OQENYNUOTIKOV YVOPICUATOV HE TOLG KATOIKOVLS, TIG
EMYEPNOELG Kal TOLG BEGOVG va £xouV evepyo poro otV cuykpdtnon . Etot, n mpocéyyion avtn
pa eloarydyet Kot 6To eTOUEVO KEPAANLO OV Ba e€eTdGOVE TNV EIKOVA TOV TOTOV.

1.3 Ewodva tomov

H gwdvo tOmov givat évag cuvdvacuoc cuvosOnudtov kot eureiplav mov Paciloviot 1060 6 AUEGES
eumelpiec 660 Kol 6e EPUECES TANPOPOPIES, ONAadN HEGa amd aPnyYNGES GAL®Y, dALL Kol LEGO OO
T0 yMoewokod mepleyopevo. (Baloglu & McCleary, 1999). Me dAla Aoyia, 1 €ikdva TOTOL GLVOYIlEL TO
¢ PAémel Ko vidobel KAmolog vav TPOOPIGUD, TPV TNV EMICKEYN TOL, KATO TNV OApKEW NG
EMOKEYNG TOL OAAG Ko LETE TNV EMIGKEYT TOVL.

H ewdva témov avarivetor cuvnbwg oe tpelg Paciké H100TAGELS, GTN YVOGTIKY), GT) GUVAICONUOTIKN
kot ot cvpPolikn|. H yvootikn didotacn apopd 6ca to dropo yvopilel n motedel 6Tt TPOCPEPEL O
TOMOG, ONMAGON TO PLGIKO TEPPAALOV, Ol TOMTIGTIKOL TOPOL Ol LTOSOWES, N TPOSPAGIUOTNTO ,TO
eninedo tipnav ktA. (Baloglu & McCleary, 1999).

H ocvvaicOnpatikn didotaon oyetiletal pe 10 mwg aehAvVETOL KATO10G TOV TOTO, OOV TEPIAAUPAVEL
a&lohoYNGELS OTMG AV 0 TPOOPIGUOG PaiveTatl PIAOEEVOG, (eGTOGC, YOAAPOTIKOG, avBeVTIKOS 1| avtiBeTa
ayxoTkog kol anpocmnoc (Baloglu & McCleary, 1999 ; Kim & Kim, 2019). Ta cuvaicOnuota avtd
TPOKVTTOLV TOGO OO TNV TPAYLATIKNY EUTEPia GO Kot amd TO TMG TAPOLSLALETAL O TPOOPIGHOG GE
aPNYNOELS, EKOVES Kol Pivteo. Idwaitepa ota ynelakd tepiPaArova, 1 GLVUICONUATIKY OPTIOT TOV
1GTOPLOV KOl TOV KPLTIK®V GLUUPEAEL OVGLAGTIKA GTO YTICO Hog OeTikng 1 apvnTikng ikovag (Kim
& Kim, 2020).

H ocvpfoin didotacm tov témov, 1 onoia eival To. GuVGHN AT TOV OTOKTA TO GTOMO Y10l TOV TOTO,
TPOKLITEL OTAV EVAG TPOOPIOUOG UTOopel va cLpPoAIcEL TNV EAELOEPLO, TNV VOGTAAYiO | TNV AOOpOoN
amo TV KoONUEPVOTNTA. € QLT TNV GVUPOAKT S1AGTACT GLUTEPIAAUPAVOVTOL Ol TPOCMIIKES Ko
01 GLAAOYIKEG UVILEG KOl 01 KOv@ViKol cupfoliopol mov cuvoéovtan pe Evav tomo. ( Kavaratzis &
Kalandides, 2015). H cuoppoAikn didotacn Kot YeVIKA 1 eikdvo Tov TOTov givorl avbevTikn atov ypdvo
ywti 0ev Pacilovion povo oe eumepieg aAhd oe Pabitepec apnynoels, Onme givol o cuvousHnuaTa
Yy ToV TOmo Kot 01 cLpPolcpol, emnpedlovtag e TNV GEPE TOLG TN GUVOAIKN OELOAOYNOT KoL TIG
peALoVTIKEG TPOBETELS, OTTMG N TBAVOTNTA EMicKEYNG OAAL KOt 1] GVGTACT] GE AAAOVG VAL EMGKEPHOHV

tov 10mo. (Baloglu & McCleary,1999, Lobo et al,. 2023). Zvvoyilovtog, 1 ewova Tov TOémov, pmopet
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VO 0pIOTEL MG VITOKEYLEVIKT] OVATOPACTOCT] TOL GLVOIKALEL YVdOT, cuvaicOnua kot cupfoAcuovc.
Enopévmg, v tovg 6Komovg e Tapodcag EPELVAG, AT 1 TPILEPNG TPOCEYYIGT, TPOCPEPEL VOl
caEC BEPNTIKO TAIGLO Y10l TNV VAAVOT| TOV TG 01 KdToukotl TN Alyvag avtidapfavovtal Tov tomo
TOVG Kol TG 1 o1y ynon Umopel va ennpedletl Ty eikdva ToV Vno1ov, TOG0 o€ ETITESO TANPOPOPNONG,
000 Ko o€ eninedo ovvalcOnuatikng asiog.

1.4 vvoucOnuatikn dtdetacn Kol cupfoAisuol

H avtiAnyn evog mpoopiopol dev SopopedveTol Hovo pEca amd AoYIKEG aELOAOYNGELS, OAAL
péca amd cuvalcHnuato tov Tpokaiel 1 gumepio tov TOToL. H cuvaicOnuatiky didetaon Asttovpyet
®¢ PiATpo péca amd TO 0moio epUNVEDOVTOL Ol TANPOPOPIES KOl OPYUVAOVOVTUL Ol EVIVTOGCELS GE Lol
ocvvolkn ewova. H Piploypapio €xst avadeifer O6t1 or gumepieg mov eivor  QOPTICUEVECS
cuvatsOnuatikd, &govv peyoivtepn mhovotnto vo amodnKevtodv GTN UVAUN KOl VO EXNPEAGOLV
UEALOVTIKEG OTAGELS KOl GUUTPOPOPES, GE GYECT) LE OVOETEPES M adLAPOpES epmelpiec (Bai et al., 2023).
‘Eto1, n cuvousOnuotikn d1dotacn dev glval TapATAELPN TG EUTMEPIOG, AALL KEVIPIKOG UNYOVIOUOG
péca amd Tov 0moio 1 EIKOVA VOGS TPOOPIGHOV amokTd Bébog Kot didpreta.

2o mAaicto twv Memorable Tourism Experiences (MTEs), ot cuvoisOnpotikd £vioveg GTiyprés
Bewpovvral o facikdg Adyos Yo tov omtoio opiopéva Tasidia, LEVOLV GTOV EMCKENTY TEPLIGGOTEPO OO
aArd. H cvvaisOnuotikn andkpion oev emnpedlet poévo to tmg a&toroyeitan Evag Tpoopiopds, oAd
TO TG EMOAVEPYETOUL APYOTEPO OTIC CKEWYELG TOVL ATOLOV, SIOUOPPDOVOVTOS TV VITOKEUEVIKT] TOV EIKOVQ
Yo TOoV TOTO, HEGA amd gumelpieg mov cuvocovtal e To aicOnua va emokeEdel Eava Tov TPooPIGUO
(Bai et al., 2023).

H cvvaicOnpatiky dibdotocn cuvoéetan dpeca pe tn cupfoitkn a&io mov amokTd £vog TOTog
yw to dtopa. O mpooplopdc umopel vo Agttovpynoet oG ovuPoro Eexovpaong, erevbéprag,
OIKOYEVEWK®MY  OTIYH®V, TOMTIOTIKNG KOAMEPYEWNS 1 TPOCHOTIKNG OmOdPACNS Omd TNV
kaOnuepvotnto. Méca and emavolapPavOoleveg EUTEPIES KoL OPNYNOELS, O TOTOG EVIAGGETAL GTN
Bloypapio Tov atdpov KOl 6€ GLAAOYIKES APNYNOELS TNG KOWOTNTOS, OMOKTOVTIOS VO VOO TOV
vrepPaivel ta mpaktikd yapoktnpotikd tov (Kavaratzis & Kalandides, 2015). Avt 1 cvpfoikn
oldotaomn elval Tov EMTPENEL GE £VOV TPOOPIGUO VAL ONUAIVEL KATL TOPATAVE®, A0 TO GOVOAO TV
EMUEPOVS GTOLYEIMV TOV.

210 onpeio owtd, avadekvieTal Kol 1 £Vvold TG VTOKEWEVIKNG TPOGKOAANGNG GTOV TOTO
(place attachment). H mpookdiinon meprypdpet Tov cuvorsOnuoatikd 0eGpd mov ovoTTOGGOLY TO
dropa pe éva toOmo, o omoiog umopet va Paciletar 1660 ot Asttovpyikn e&dptnon, 660 Kol GTNV
GUVOEST TNG TAVTOTNTOG, OTTOV O TOTOG GLVOEETOL LE TO TTO10G EIVOIL KATO10G KOl TO TG BELOLY VO TOVG
BAémovv (Kim & Kim, 2019). Otav ot euneipieg o évav mpoopiopd Pidvovior g ovbevTikeés Kot
0VLGLOOTIKES, avEavovTal ot ThavoTnTeG Vo dnpuovpyndet pe Tétola GuVoIGONUATIKY) GOVOEST|, TOV UE
M ogpd ¢ emmpedlel Betikd Vv mpodbeom emavemiokeyng kot v mwpobuuic cvotaconc. H
avBevtikomto moiler poOAO KOTAAVTN, ONACON ®C YOPOKTNPIOTIKO TOL 1010V TPOOPIGHOV, N
avtihoppavopevn  ovbevtikdmra, Omov  cvvdéetor  pe  vynlotépa  emimeda  wkovomoinong,
TPOSKOAAN NG Kot dtadtkTvakng epmAokng (Kim & Kim, 2019). Qg 1016t ta g myne, avbevrikdtta
tov online agnynocemv Kol KPUIKOV KOAMEPYEL YVOOTIKY KOl GUVOICONUOTIKY EUMIGTOCUVN
emnpedlovtag 10 Tmg o1 avOpwmot eavialovol Tov tomo tpv Tov entoke@bovv (Kim & Kim, 2020).
H npdéceat mpoondOeia mocotikonoinong g awbevtikdtrag pe KAILOKES Kot OEIKTES, EMTPENEL TNV
O GLOTNUATIKY UEAETN TNG O)EONG avBeEVTIKOTNTOC, cLValcHUaTOC Kot cvpumepipopds (Zhou et
al.,2023).
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YUVOMKA, 1 cuvoeONUATIKT 0140TOGT Kot Ol GLUPOAMGHOL TTOV amOdidovVTOL GE Evay TPOOPIGUO,
OOV GLVICTOLV POCIKOVG AEOVEG Yol TNV KOTAVONOT TOL MG SOUOPOOVETAL 1) €ikOva Tov. Ta
GUVOLICONLOTA OPYAVAVOLVY TIG EUTEPIEG GE UVILEC, Ol OTOiEG TPOPOSOTOVV TN SLUPOAKN aia Tov
OOV, Kat 1 GVUPOAKT a&lo EVIGYVEL TNV VTOKEUEVIKT] TPOGKOAANGN KL TN LOKPOYPOVIO, GYECT LE
tov mpoopioud (Bai et al., 2023 ; Steriopoulos et al., 2023)

1.5 PoLog xatoik®v ot S1apdpemon TG EIKOVOG

Ot kdrowkor dev amotehovv madnTKd kowvd Tov place branding, oAl eivor evepydg cuv
ONUIOLPYOVG TNG TOVTOTNTOG KoL TNG E€KOVAG TOV TOMOL, OMATE, 1) GLUUETOYIKN TPOGEYYIoN
vrootnpilel 0TL N pdpka vOG TPOOPIGHOV, GLYKPOTEITOL OAANAETIOPACTIKA 0md avOpdTOVS, VAKO
Y®po kot Becpovg. H pmvn g TOmIKNG KOVmVING TPETEL VL VITAPYEL LEGOH OO TIS AP YOELS, KAODS
gtvon dopukn pobvmdBeon yia Eva avOextikd brand (Kavaratzis & Kalandides, 2015). Méca and v
kaOnpepvn Lon, 116 cuvNBetes, TIC TPAKTIKES PLAOEEVIOG KOt TIG HKPEG 1GTOPIES TOVG, OL KATOIKOL
Aertovpyohv ¢ POPEIC TOTOHTNTOG, EUTEIPLAOV KL APTYHCEMY TOV SIOUOPPOVOVY TOGO TNV EGMOTEPIKN
060 kot TV e€mTEPKN €1KOVA TOL TOTOV. O1 KATOKOL dgV £lvar POVO amOdEKTEG EMKOVOVING, OAAG
EVEPYOL TPECPEVTEG TOV HETAPEPOLVY TTPOG TOL EEM TIC OIKEG TOVG EKSOYES TNG EIKOVOS TOV TOTOV.

H ocvppoin tov katoikmv oty eikova dev mepropiletol ota peydro {ntipata, oAdd ) kadnuepwvn
EMOPN TOVG HE EKONAMDGELS, LTOOOUEG Ko vrnpecieg , omov emnpedlel Tov tpdmo mov ot idtot
a&lohoyolv Tov TOMO KOl KOT® EMEKTACT|, TO TMG TOV TPOTEIVOLV 1 Oyl 68 dAlovs. 'Epguva og emimedo
moAe®V £0€18e, OTL N €IKOVO TOV eKONAMCE®VY (events image), OT®mg PLOVETAL amd TOVE KOTOIKOVG,
emnpealet BeTucd T GLVOMKY €1KOVA TNG TOANG Kot T 01dfeon cvoTAoNS, EVIGYLOVTAG £T61 TO «word
of mouth» (Lobo et al., 2023). Avtd onuaivel 6Tt 01 KATOWKOL AEITOVPYOVV G KPIGIOC GOVOECOG
avapueco otn OeCIKT TOMTIKY €KONADMGE®V KOl GTNV TPOYUOTIKY] €KOVO TOV KLKAOQOPEL GTO
KOWOVIKE dlKkTua Ko oto kafnueptvé diktua emkovoviog.

H Bewpnon tov place branding w¢ dnpociog moMtikng tpochEtel po emmAéov d146T00T 6TOV POAO
tov kotoikwv. Otav 1o branding avtipetoniletor Oyl amA®g MG EMKOIVOVIOKT KOUTAVIOL, OAAL ©C
TOMTIKY] TOV EMNPEALEL TN YPNON TOP®V KoL TNV AVATTLEN TOV TOTOV, TOTE 1] GLUUETOYT, 1| SPAvVELD,
N Ttonofecia ko 1 alordynon anoterodv Pacikég tpobmobicelc vopponoinong (Potapovs, 2024). Ou
Kdtowol, 6g oVt T Aoy, avayvopilovior o¢ Bacikoi stakeholders, Tov omoiwv o1 oTdcElg Kot
AVTIANYELG AELTOVPYOVV MG SETKTES Y10l TO OV 1) LAPKA «KPATO» GTNV KAONUEPIV] TPOYLLOTIKOTNTO.

TéLoc, M épevva Yo TV ToAvmhokdTnTO TV brands deiyvel 6Tt Ta TOAD aAmAd oMY LLOTO LTopel
Vo £pYOVTOL GE GUYKPOLGN LE TNV TOAD o GLVOETN YVAOOT TOL £YO0VV 01 KATOKOL Y10l TOV TOTO TOVG.
AvtiBeta, po mo moAl emimedrn kol pedMOTIKN TPocEyylon oto brand, cuvdéetan pe Betikdtepeg
OTAGELS KOl GUUTEPLPOPEG VTTOGTNPIENG Ao TOVG Katoikovg (Zenker et al., 2017).

1.6 H Atywva og Toup1totikodg TOTOG
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H Atywa etvon éva viiol 610 KEVTPO TOL Zapmvikod KOATOV, Tepintov ota 19 vavtikd pilo pokpid
amd to Apdve Tov Tlepod, éxovtag dueon ovvdeon pe to peyarvtepo Apdve e EALGdag kot kat’
enéktaon pe mv Adnva. To vnoi cuvdkdlel TOMTIGTIKT KANPOVOLLA, OTMG OPYOLOAOYIKOVS YDPOLG,
povoeio, pyvnueia Kt Opnokevtikovg ydpove. Eniong, éxet Boldooio toupiopd, dedopuévon g Leyaing
OKTOYPOUUNG TNG KOL TV TOPOALDV TG, OAAG S1a0£TEL Kot TNV KAUGIKT] VNGLOTIKT {®1] EVOC EAANVIKOD
VNG00 TPOCPEPOVTING GTOV EMCKENTN UOVAOIKEG EUMEIPIEC. L€ EMIMEDO TAVTOTNTOS, 1 VNOIOTIKN
VMKOTNTO, Ol TOATIGHIKES OVAPOPES KOL 1] IOTOPIKT CLUVEXEWS TS Alyvog TPosPEPOVY TAOVGIOVG
eopeig voruatog. H yaotpovopia, 1660 péca omd ta Tomikd mpoidvia, 660 Kot pEca amd TV eunelpio
€0TIOONG, AETOVPYEL OC CLUTVKVOTNAG TOVLTOTNTAG KOl TOPAYOVTAS Ol(pOPOTOinoNG, UE ontd
avtikTumo 6T ANYn omdeacng kot otV pvnuovikotnta g eniokeyng (Freire & Gertner, 2021).
[TapdAinAa, o1 EKONADGELS KO O TOAMTIOTIKES dPACTNPLOTNTEG EVIGYVLOVV TNV EIKOVO, TNG ®G (OVTavoD,
TPOGPAGILOV TPOOPICHOD KOVTE GTO KEVTPO, GAAG LLE OLOKPITH VICLOTIKY TPOCOTIKOTNTA.

Yvvoyilovtag, oty mapovoa £pguva, 1 Alyva ovVTILETOTILETOL MG HEAETN TTEPIMTOONG KOl MG
GLYKEKPLUEVO EUTEIPIKO TAAIG10 EPAPLOYNG TOL BempnTikov oynuoatog tov Tourist Destination Brand
Equity (TDBE).

KEDPANAIO 2: Storytelling otov TOULPIOPO KOl 0T OOPOPPWON

TOUTOTNTOC
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2.1’'Evvota kot Aettovpyia Tov storytelling

To Storytelling sivor por dounpévn aprynon e opyn, HEon Kot TEAOG, TOV GTOXO £XEL TNV
TPOPOAT] CNUAVTIKOV UNVOUATOV, OOV GTNV TEPITTMOY OGS EVIGYVLTIKEG pe Tov TOmo. H 1otopia
Aowmdv, opyavdvel TNV eumelpio. o€ VONUA, GUVOEOVTOG TO YEYOVOTO HE OITdON GLVOYN Kot
EVEPYOTOLMVTOG TOGO TO YVMOTIKO OGO Kol TO GuVOLeONpatikd enimedo tov amodéktn. ( Lewis , 2011).
H Biproypapio dtakpivel yevikdTtepQ TNV APyNoT, Ad TNV 1oTopia, 1 TPOTN UTopel va givot o omAn
dmynon yeyovotmv, evd 1 6e0TEPT GTOYEVEL PTA GTNV EUTAOKT] KOL GTNV 0AAXYT] TOV KOOV, divovTog
EUQOON OTIC EMAOYEG, OTIG CUVETELEG KOl GTOV HETOCYNUATIGUO TV yapaktpov. (Moscardo, 2021).

H otpoen mpog Ti¢ 16T0opiec GTOV TOLPICUO, GUVOEETAL LLE TNV EUTELPIKT] GVCT] TOL TOVPLGTIKOD
TPOTOVTOG Kal [ie TNV gvpeia 140001 TOV KIVITAOV GLGKELMV Kol TOV TEPIEXOUEVOD TOV dMOVPYEITOL
amd TOVG YPNOTES. e avTd T0 MEPPAALOV, 01 16TOPiEG AELTOVPYOLV OYL LOVO MG KATO10 £pYaAEio TOV
UAPKETIVYK, OALG TEPIGGOTEPO MG EVOG TPOTOG YVMOGTG, SNANOT CLUTVKVMVOLV KOl KPOTOOV VOO,
SLLOPOAOVOVY LVILN KoL TODTOTNTO KOt TV TOYPOVA, EXNPEELOVY TO TTMG TA. ATOUE OvOuV VOTL GTOV
€0VTO TOVG KOl TOVG TOMOVS oL emckéntovtat 1 katotkovv (Lewis, 2011; Moscardo, 2011). Avtod
eEnyet i n aprynon napapével avOeKTIKY] 6ToV ¥pOVO KO Y10Ti 1] EPEVVITIKT YVAOGCT UITOPEL vaL Yivel
O OVGLAGTIKY OTOV TTAPVEL OLPTYTLLOLTIKT) LOPOT].

2TV OLVEXELD, OE EMIMEOD UNYOVICUADV E€MOpACNS, KeEVIPIKN €vvola eivor m narrative
transportation, dniadn 1 aicOnon O6tL 0 amodéktng Ppioketal 6to KEVIPO NG totopiag. Otav 1
TPOCOYN, M GOVTAGio KOl TO cvvaicOnue EvEPYOMOOVLVTOL TOVTOXPOVE, WHEUDVETAL T KPITIKN
eneEepyacia Kot QVEAVETOL 1) TELGTIKOTNTO TOV UNVOUATOG, UE GUEGES GUVEMELES OTIG TPOBETELS KoL
ot otdoelc (Tussyadiah et al., 2011). I[Mepoapotikés peiéteg otov TovPloUd delyvouv OTL Ta
QPNYNUOTIKE UNVOLATO, DTEPEYOLY TMV UM OONYNUOTIKOV, ONAMON 1 KATOVONGN TNG 10TOPIlag Kot
101m¢, 1 TOVTION LE TOVG XOPAKTNPES 00MYOVV o€ BafTEPN YVOGN TOV TPOOPIGLOV Kol GE 1GYVPOTEPN
npoBeon eniokeyng (Tussyadiah et al., 2011).

H epappoyn tov storytelling otov toupiopd givar 1dtaitepa woyvpn N to mPoidv glvar
KOTEEOYMV EUTELPIKO, O1 IGTOPIEG EMTPETOVY GTOV EVOLUPEPOUEVO, VO SOKIUAGEL VONTIKA TNV EUTEPin
pwv and 1o Taidl, VO KOTOVONGEL TO TMG UTOPEL Vo VIOOEL 6 €vay TOMO KOl VO, GUVOECEL TIG
mnpoeopiec pe mpocomikés embopieg kor o&ieg. 'Etor, m agnynon pewwver mmv afefordotnro,
OPYOVAOVEL TIG TPOCIOKIEG KOl OLEVKOAVVEL TN peTdfaoct omd TV omAn] €KOVO TOL TPOOPIGUOD GE
ovykekpilpéves ovumeplpopés npobéoets. (Moscardo, 2021; Tussyadiah et al., 2011).

>to mAaicto tov destination branding, ot 16topieg cupPariiovy 6TV amdd0ooT «aicOnong Tov
tomov» (sense of place), yepup®dvovTag TNV TOLTOTNTA TOL TOTOL LE TV TALTOTNTA TG papKag. Otav
10 storytelling evoopotdvel oVvEG Katoikov Kot oTyptdtuTo Kodnuepwng (ong, ot aenynoes
YivovTol o avayvepPIGIUES Kol VOUOTOIIEVES, KOOMG 0 TPOOPIGHOG TapoLGtaletal Oyl LEc amd
euPAnpotikd a&robéata aAld kot péoa and avlpomveg oyéoelg kot mpoaktiké (Hay et al., 2022). Mg
avtdv TOoV TPOMO, M APNYNON AETovpyel MG YEQLPO OVAUESO OTNV E0MTEPIKN] TPOOTTIKY TNG
KOWOTNTOG KOl OTNV EEMTEPIKN EIKOVO, TOV ATOSIOETAL GTOVG EMIGKENTEC.

[dwitepn €ppaon olveton omv popen Kol 6tov pOAO TOL aENYNTH. ZE€ OUOIKTLOKA
nepPdAlovia, o aenyntg dev etvar ovdétepo péco, oAl Kpiotuo otoyeio g aenynons, 6mov N
avtiiapPavopevn aélomotia, 1 OpolOTNTA HE TO KOO - 6TdY0 Kot 0 poAOG ( LbpTLpag, dNUovpPyod,
npecfevtng), emnpealovy duecsa Tov TPOTO LE TOV 0moio yiveTou 1) eneepyacio TOL UNVOUATOS KOt TOV
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Babuo ddooong tov (Pachucki et al., 2021). H mpdopatn kprrik| ovaltnomn yopw amd To oV [ KaAn
otopior apKel, KOTAANYEL OTL XPELOLETOL KOl KATAAANAOVG OYEOACHOVS POA®V Kot dtakvBEpvnong,
OOV 1 EMAOYN KOl O GUVTOVIGHOS TV 0N YNUAT®V, 1 VTTapEN KavOvmVY Kot SLodIKAGIOV EMUELELNG,
ATOTEAOVV TPOVTOOEGELS Y10 GUVEKTIKO Kol apnynUaTikd otkosvotnua. (Moreira et al., 2025).

Ot dpaotnpromnteg dnuovpyiog petakvovy to storytelling, mépa amd v omAn mopoywyn
TEPILEXOUEVOV, KAOMDS 01 ONLovpYol TEPLEXOLEVOV, KAAOVVTOL VO SIUHOPPDOCOVY TO VO TNG LAPKOS
Kol M ynoeuokn eumiokn va yiver Babdtepn kot mo avOektikn, 1dwitepo OTOV TO GTOUO TOV
GLUUETEYOLV £YOVV 10laiTePN cLVOEDN e Tov TOTo 1) To brand (Dretsch et al., 2024). 'Etot, agpnvetl va
evvonBei 611 1o storytelling Aettovpyel w¢ epyoieio emkovmviag Kol TAVTOHYPOVO OG Lo SLodKAGToL
7oV oivel oto brand a&ia kot vonua. Kieivovtag Aowov, to Storytelling otov Toupiopd, pmopovue va
ovpE OTL deV glval amAd o Opopen totopia yro Tov TOmo, aAAL eival Evag TPOTOC 0pyAvV®ONS TNG
eumepiog Kot g evepyomoinone cvvasOnudTov aAAd Kot TovtdYpove TADTIONG TOV TOTOV UE TNV
ewova. Méaa amd TV oLV IMNUOLPYIN TEPLEYOUEVOL, EMITPETEL GTOVS KOTOIKOVG KOl GTOVS EMOKENTES
VO GUUUETEYOVY otV dtopdpemon tov brand (Dretsch et al., 2024 ; Hay et al., 2022 ; Lewis, 2011;
Moscardo, 2021 ; Tussyadiah et al., 2011).

2.2 ApnyNoELg TOL TOTOV KOl TOMTIGTIKY TAVTOTNTO

v evomta ovt) o eggtdoovpe mwg ot aenynoelg Ponbodv omnv cuykpdTNOoN NG
TOMTIOTIKNG TOVTOTNTOG 0V amoTeAEl £va 6TaBEPD AVTIKEINEVO TOV AMA®DG TPOPAALETOL AALAL EVag
GLVOLAGHOG TNG VAKOTNTO, TOV OEGUOV KOl TOV KAONUEPIVOV TPOUKTIKAOV, OOV SOLUOPPOVETOL LECH
a6 apnynoelg (Kavaratzis & Kalandides, 2015). Neotepec mpooeyyioels, delyvouv 6Tt ot Gu{NTOCELS
YOP® amd TNV TOVTOTNTO LAPKOS TPOOPIGLOV GLYKAIVOLV GE AEOVES OTLMG 1) TOMTIGTIKN TOVTOTNTA, M
GLVEPYATIKN OLKVPEPYNON, N ELTOPEVUOTOTOINCT) KOt 1 AEWpOpiaL, LETATOTILOVTOG TO EVOLOPEPOV OO
TO T €ivol po ToVTOTNTO, KOl GTO MG TPOKLTTEL OAAG KOl TG HETPLETOL HEGO OO TPOKTIKEG
ocvppétoyng kot apnynong (Escobar - Farfan et al., 2024).

Q¢ INYOVIGUOS GLALOYIKNG VOTLATOOOTNGNG, 1) OP1YNOT OPYOUVMVEL ETEPOYEVT GTOLYEID, OTTMG
glval Ta VAIKA kotdAotma, pvnpes, Beopukéc pvbuicelg kan atleg, o€ wotopieg pe apyn, eEEMEN Kot
vonuo. Méoa and auTég TG 16Topieg 1) TOMTIGTIKY] TAVTOTNTA YPAPETUL OG GOVOAO POA®V, TPOGOOKIDY
Kol 0EUDV TOV UITOPOVV VO avayveploTovy, vo BounBodv kot va kowvoromBovv. H copmepiinym g
QPOVING TOV KOTOIK®V O OLTEG TIC OPNYNOELS AEITOLPYElL ®C YEQUPO OVAUEGO OTNV ECMTEPIKN
TOVTOTNTA TOV TOTOV KOl GTNV TPOPAALOUEV TOVTOTNTA LAPKOGS, EVIGYLOVTOS TNV aicOnomn aAndsiog
Kol 0TV TPOPAALOUEVT] TOVTOTNTO HLAPKOS, EVICYLOVTAG TNV aicOnon aAnfelog Kol TPoyHOTIKOTNTOG
mov petadideton mpog ta Em (Kavaratzis & Kalandides, 2015).

H nolvoovia tov apnynoeov dev anotelel kdmoto mpdfAnua to onoio Oa mpémel va Avbei,
aALG omoterel mOpo , o omoiog Oo mpémer va opyavmbel. e pukpng KAILOKOG TOALQ®VIKOLG
TPOOPIGUOVE, 1 LAPKO TOV TOTOL OVAOVETOL GLYVA ATOKEVIPOUEVO OO TOAAOVS GLYYPAPELS, OTMG
elval o1 KATOKOL, Ol EMYEPNOELS KOl OL TOMTIGTIKOL POpElg, mapd amd Kamowo kevipikd DMO. Xto
nedio TS aprynong, o porog tav Beopmv (BA. evotnta 1.1) eotidler mAéov oty EMPEAEL (curation):
dgv vtaryopevovv Vv otopia, aALd opilovv Bepaticos dEoveg Kot KOVOVES, MGTE O TOAAUTAESG POVES
Vo GUVOETOVV L0 GLUVEKTIKN EIKOVOL YOPIG vo axvpaveTon 1 dtopopetikdtnta (Bjorner & Aronsson,
2022). H molvewvio, Otav empeieiton pe avtdév Tov TPOMO, EVIGYVEL TN ONUOKPOATIKOTNTO TNG
TOVTOTNTOG KOL EMTPENEL TNV OPATOTNTO SLOUPOPETIKMV EUTEPLOV Kol onTikdV. (Bjorner & Aronsson,
2022; Kavaratzis & Kalandides, 2015).
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H moMtiotikn towtomta, 10img o8 YDdPovs KANPovopiag, 0ev AELTOVPYEL OC «LOVGELOKOY
avTIKEILEVO OAAG ¢ Blmpa mov PEVEL 6T LV HEGO 0md GUVAICONUATIKEG KOPLEOGELS. Eumeipikég
peAéteg ogiyvouv 0Tt chvheTa N LIKTA cuvolcOnpaTo, OTMG O£0G G GUVILAGHO e VOGTOAYiO 1) Lo
pHeAyYoAin, EVICYDLOVV TI UVIUOVIKY €yyYpaen TS eumelpiag kot avaPaduilovv v gumepio pdpkoc,
wWwitepa 6Tav N 1oTopia TapovstdleTot péca amd didpopeg actnaelg (Nxoc, Eova, Kivnon, OmTIKA 1)
yvevotikd epebiopota) Ko Oxl povo Aektikd (Steriopoulos et al., 2023). Avt n petdfaocn amd TO
storytelling oto storyshowing, eEnyel yloti opiopéveg TOMTIGTIKES QPNYNOELS YIVOVTOL TEIGTIKESG KO
Blopatikés and dAieg.

E&loov onpavtikog givar o poAog Tov aenynty pag, 6mov 1 agnynon eivol Taviote deopog
UETOED €VOC GUYKEKPIUEVOL apNyNTY Kol VOGS KOOV, GUVETMS, TO YOPOKTNPIOTIK TOL opnyNTh
(kowmvikn yydTnTa, OpotdTNTO LE TO KOO, Becuikog 1 un poAog), ennpedlovv v adlomiotio, TV
TPOGANYT Kot TN 0140001 TOV UNVOUATOC, E101KA 6€ dtadikTvokd teptBdAlovta (Pachucki et al., 2021).
H npdopartn Bipioypagia, vrootnpilel 6Tt pio KaAr 10Topia 0V apKel, 0ALY amonTeiTon GUVELONTOG
oxeOGUOC  pOA®V, EMAOYN KOl GLVTOVICHOS aenyntav, Kobmdg kot kavoves vrevbuvng
EKTTPOCHOTNONG, DGTE Ol APNYNOES VAL EVOLVOUDVOLV KOl VO PNV EPYOAEIOTOOVV TIG KOWOTNTESG
(Moreira et al., 2025).

TéMog, 1 dlaxElplon TV AP YNoEMV GLUVOEETAL LE 1oL EVPVTEPT) dLdoTOoT dlakLPEPVNONG, OTNV
omoia M Bedpnon tov place branding g OMUOCIOG TOMTIKNG EIGAYEL AMOITNGELS GLUUETOYNS,
dpavelag, capohs Tomobesiog kot agloAdynong, MCTE 1 TOMTICTIKY EVEPYELD TOV KOWVOTHTOV VO
petatpénetol o€ Puooun osio paprog Kot Oyl o€ ePUEPO emKOVOVIOKO amotédecua (Potapovs,
2024). X o016 10 TAOIG10, OL APNYNGELS TOV TOTOV ATOTEAOVV TO KAOPO, TAV®O GTO OTTOI0 1) TOAMTIGTIKT
TOVTOTNTA SIOAUOPPDVETOL, SLOTPOYLUTEVETOL KO O1LLOGLOTOLEITAL, £TGL, OTAV EIVOL TOAVPOVIKES, OALY
EMUEANUEVES, TOGO MG TTEPLEYOUEVO OGO KOl MG EUTELPTR, GLVALGOMUATIKA OVGLUCTIKES Kol OeGKd
VIEVBVVEC, AEITOLPYOVV MG YEPLPO OVALECTH GTNV EGOTEPTKT] OVTOAVTIANYN TNG KOWVOTNTOG KOl GTNV
eEotepikn avtiAnyn tov TPOOPIGHOYD, CLUPAALOVTOS GE [ O OVOEKTIKN Kol VOULLOTOMmUEV
onuocia gwova (Bjorner & Aronsson, 2022 ; Escobar - Farfan et al., 2024 ; Kim & Kim, 2019, 2020 ;
Potapovs, 2024 ; Steriopoulos et al., 2023 ; Zhou et al., 2023).

2.3 Storytelling ko1 branding tpoopiopav

To storytelling cuvdéetan otevd e to destination branding yioti mpoceépet éva mAaiclo péoa
amd 10 omoio o1 TPoopIopol dev mMOLAGVE LOVO VINpeciec, aAAd vonpata, agleg Kot poAovS. g
avtifeon pe TNV amA] TANPOPOPLOKT] ETIKOVOVIC, Ol APNYNOCELS EMTPEMOVV GTOV TPOOPICUO VO
TOPOVGLOGTEL MG GKNVIKO 1GTOPLDV, OTOL 0 EMCKENTNG UTOPEL VAL OEL TOV EAVTO TOL O TPOTAYMOVICTY.
H oyetucn PipAoypopio kbvel Adyo yia £va « story turn »Gtov Tovpiopo, ONAadn Yo Lo GTpoPn ard
TOL AOYIKGL ETXEPNLOATO GE OPNYNOELG TOV GLVOEOLV TOTO, YUPOKTNPES KO TAOKT|, TPOKEUEVOL VO
dounbovv mo ovolaoTiKEG oYECELS He Tov emokénte (Moscardo, 2021).

Ot agnyNoEIS AEITOVPYOVV MO UNYOVIGUOL «UETAPOPAES» , O0Tav o deiktng PubileTton otnv
wotopia, tetvel va enelepydleton AyOTEPO KPITIKE TO UNVOLLOTO KO VOL OVOOTOUOPPDVEL TIG GTAGELS TOV
amévavtt 6ToV Tpoopicpd. ‘Epevveg e melpapatikd cevdpia deiyvouy 0Tt o1 consumer narratives eivot
O OMOTEAECUATIKEG OO TO. OLOETEPO TANPOPOPLOKA KEIUEVO GTO VO SOUOPOOVOLY BETIKOTEPN
gwova, Tpobeon enickeyng kot d1dBeon cvotaong (Tussyadiah et al., 2011). Znv agnynon, otoryeio
omm¢ elval to tomio, N {1 6TOV TPOOPIGUO OAAG aKOpA Kol 1 YooTpovouia, 0ev givol amAd kdmolo
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TpoiovTa, oAAG elvar gumelpieg pe ocvvousOnuatikd kot copfoikd vrdpadpo, evicyvovrog to brand
TPOOPIGHOY. XT0 emimedo Tov branding, ot apnynoelg Bonbovv 6TV SIUOPP®GT TOVL VOTLLOTOG Y10, TO
{010 to brand, 6mov péca amd 16TOPIES, EMTLYYAVETAL 1] CUVOEST TNG LAPKOGS LLE CLYKEKPIUEVEG aEles,
Omm¢ etvar M rlo&evia kol 1 awBeVTIKOTNTO, OEVKOADVOVTOG HE OVTO TOV TPOTO TNV KOADTEPN
Katavonon tov brand. 'Etot, ot 1010pieg KOTOIK®OV, EMAYYEALATIOV KOl EMCKENTMOV, cLVOETOVY Eval
TOAVPOVIKO OPNYNHO TTOV YEQPUPAOVEL TNV ECOTEPIKT TOVTOTNTO TOL TOTOL UE TNV EEMTEPIKN TOL
ewovo (Hay et al., 2022).

Kevtpkd (mmuo amotekei kot 0 porog tov idov tov storyteller, o omoiog dev éxel onuacio
uoévo Tt 1otopia Aéyetat, oALA TEPLoGOTEPO TO10G TNV Aéel. 'Epgvveg og online mepiBaiiovia deiyvouv
ot n a&lomotia, n €yYOTNTA KOL 1) TOOTIOT LE TOV apNYNTH EMNPEALOVY TNV OTOTEAEGUATIKOTITO TOV
UNVOLOTOG, Y10 TAPASELY LA, £VOG KOTOWKOG Umopel vo Bempeitan o avbeviikny eovn amd Evav eopéa
tov tomov (Pachucki et al., 2022). IMopdrinia, kprtikég Tpoceyyioelg tovilouy Ot o KoAn totopia,
dev givon hvto apkeTy), aAAd 0 TPOTOG TOL 0 APNYNTNAG YEWILETAL TNV SVVAUT TNG APYNONGS, LWITOPET
VO EVIGYVGEL 1] VO DITOVOUEDOEL TN GYE0T eumotoovvng peta&d pdpkag kot kowvov. (Moreira et
al.,2025). Kpitikég mpoceyyioelg emonpaivouy 0Tt dev apkel o «Kany 1otopio, oAhd omotteitot
oLVEONTOG GYESUGHOG TOV AP YNLATIKOV POA®Y KOl KOVOVEG VTELOVLVNG EKTPOGMTNONG, DOTE Ol
APNYNGELS VO EVOLVOUAOVOVV, Kot OYL VL EPYOAEIOTOOVV , TIC KOWVOTNTES TOL apopd To brand (Moreira
et al., 2025; Potapovs, 2024). H cvufoin tov storytelling otn cvykpdtnon tavtotntog eEaptitot
eniong amd v dounNon v pOAmV, NAad 0 aenyNTg anotedel Pacikd otoyeio g wotopiog Kot
YOPAKTNPIOTIKA O™ 1N a&lomoTie, 1 KOWOVIKY £yyvtnta 1 0 Beskdg Tov poOAog emnpealovv Tov
TpOTO pe Tov 0moio mpocAapPavetat Kol eppnvevetot to pnvopa (Pachucki et al., 2021).

2vvoyilovtag, To storytelling oto branding mpoopiopmv, pumopel va opiotel. ¢ unyaviopds
GLALOYIKNG VONUOTOd0TNoNG, Omov péco omd TS 1oTopieg, O TPOOPICUOS OMOKTA TPOGMTO,
cuvatsOnuatikny ypotd kot cupPoAkn a&ie, eved TOLTOXPOVOE E£VEPYOTOLOVVTOL Ol KATOWKOL KOl Ol
EMOKENTEG MG APNYNTEG, OMOL péca oamd TN modTNTe. Kol 1 JOU] OLTAV TMOV OENYNCEDV,
kaBopilovvtar oe peydro Pabud 1o mog dapopeavetal, Provetor kot agloloyeitor to brand gvog
TOmOV.

2.4 H enidpaon tov storytelling otnv eikdéva mpoopicpon

2V evotnTa avTr £EETALETOL TG 1) AP YNOT EMNPEALEL TIC OVTIANYELS, TIG TPOGOOKIES Ko TaL
cuvalcOnuata yo Evay tomo, dpa Kol TNV 1KOva, Tov TPooptopov. Onwg £xel NN avaeepbel, n eikdva
TPooplolol eivorl €va TAEYHO YVOOTIKAOV, GLVOICONUATIKOV Kol copumeppopdv actorloyncewv. To
storytelling mapeppaiver o Olo owtd to emineda, Kvpiog péom ™ POOoNG oty 1o0TOpia, NG
AVOEVTIKOTNTOG KOl TG CLVOLGONLATIKNG EUTAOKTC.

Apywkd, n aprynon emmpedlel v yvootikn didotaon g ewovag, H Oempia tng narrative
transportation, vrootnpilet 6T 6tav o dékng, PubileTon oe o totopia, givar wo mOavo va Tpoceéet
, VO KOTOVONGEL Kol Vo amodexfel mAnpopopieg yio Tov TPoopiopd € GYEom HE €vo. OVLOETEPO
nAnpogoplakd keipevo (Tussyadiah et al., 2011). Kdamoweg épevveg, €xovv deifer o6t to. Digital
Storytelling, pmopei va fondncet to koo va eufabivel TeptocdTEPO GE EVAV TPOOPIGHO, EVIGYDOVTOG
neplocotepo v embopia g eniokeyng (Chang et al., 2025). Exiong, ot 1otopieg fonbodv to koo
va OTIaEEL T LOVTOVES KOl OPYOVOUEVES OVATOPAGTAGELS Y10 TOV TOTO, (Pl Kot 110 TAOVGIOL YVOGTIKN
€OV

H Biproypagia yio Memorable Tourism Experiences (MTEs), deiyvet 6011 ot cuvarcOnpatikd
QOPTICUEVEG eUTEPlEg GLUVOEOVTOL LE 1oYLPOTEPT UVNUOVIKOTNTO, ovEnpévn mpdbeon va Eavd
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emokepbovv ko Betikdé WOM (Bai et al., 2023). e mepitPdAAovia TOMTIOTIKNG KANpovouiag,
GLVOLAGHOT UKT®OV cuvatsOnudtwv, 6mwg 6¢og pali pe Nmo peAayyoria, EVicyOOLV TNV EYYPAPT OTN
pviun 6tav 1 wotopio TopovcstdleTotl HECH TOV aloOnoe®mV , AN HEGO omd TOV Y0, TNV EIKOVA
axopo kot v oen (Steriopoulos et al., 2023). To storytelling emopévac, dev apopd povo ) petddoon
TANPOPOPLOYV, OAAE TOV OYESOGUO CUVOICONUOTIKOV OTIYHOV TOL HEVOLV GTNV UVAUN Kot
avapadpuifovv v gidéva ToV TOTOV.

Onwg £ret non cvintmbel oto Kepdiaio 1, n avbeviikdmta, T660 TV ApnyNcE®V OGO KOl TOV
10100 TOL TOMOV, CLVOEETAL LLE EUTIGTOCVVT), TPOSKOAANGT Kot online gpumiokn (Kim & Kim, 2019,
2020 ; Zhou et al., 2023). Xto mhaicio tov storytelling, avtd onpaivel 6TL ot 16Topieg emnpedlovy v
EIKOVOL TOL TTPOOPIGHOV OYL ATAMDG EMELON EIVaL EAKVOTIKEG, OALA OTAV YIVOVTOL AVTIANTTEG OC AANO1VEG
KOl GUVETELG pe TNV eumepio TOV TOTOL.

H enidpaon tov storytelling oty €ikdvVa Tpoopiopol dev e&aptdrat povo and 1o TePLEYOUEVO,
oA Ko omd ToV QopEn TG o YNoNS. & Yynolakd mepiPdiiovia £xel Ppedel OTL yopaKTNPLOTIKA
Om®¢ M aSlomiotio, 1 €yyOTNTO KOl 1] OHOIOTNTA LE TOV apnynT ennpedlovv Kabopiotikd Tov TpOTO
pe tov omoio mpociopPdvetor to pRvopa: YU avtod, Ol APNYNCES KATOIK®V Tetvouv cuyvd va
aE10A0Y0VVTOL MG TLO AVOEVTIKEG KO TEIGTIKEG GE GYECT LLE TIG O KEMICUESH 10TOPiEg TV BEGIK®OV
eopéwv (Hay et al., 2022; Pachucki et al., 2022). EmutAéov, £xel dtamiotwbel 6Tt 0 TPOTOG e TOV 0010
ot {3101 01 KATOKO1 BLdVOLY Kot AP YOUVTOL TIG TOMIKES EKONADGCELS £NMPEGLEL T GLVOAIKY EIKOVOL TNG
TOANG Kot evioyveL T d1dbeon cLGTAOTG, TPOPOSOTAOVTNS £Vl 1IoYLPO «EowTEPKO» word of mouth
(Lobo et al., 2023). Zvvendg, o storytelling dev givor ovdétepo epyalelo: 1 EMAOYT KoL 1) EVOLVALMOT
GLYKEKPLUEVOV QOVAOV SLUUOPPAOVEL 6 PeYdro Babud v ewdva mov otadlakd otabepomoteitan yio
TOV TPOOPIGUO.

Xe eminedo owkoovotnpatog brand, to storytelling cuvoéetan pe ™ cvv dnovpyio VoUaTog
Kol TNV ynookn eumiokn, dpactnpotnteg brand co-creation mov {ntovv amd TOLS YPNOTES VO
GUUUETEYOVV GTNV EPUNVEID Kot Oyl LOVO GTNV TOPAYWDYT TEPIEYOUEVOV, AVEAVOVY £TGL TNV EUTAOKN,
E101KA OTAV VTLAPYEL LYNAN TPOCOTIKY cOVdeoT e v pdpka (Dretsch et al., 2024). Méoa and tétoteg
TPOKTIKEG, Ol OPNYNOELS HETOTPEMOVIOL GE GLAAOYIKO Project, émov n ewdvo dgv givar povo
AMOTEAEC L. I0IG KEVIPIKNG KOUTAVIAG, 0AAL TPo1dV cuveXOVS dtddpacns petah Becpdv, Katoikwv
KO ETOKENTOV.

TéLoc, n emidpaon Tov storytelling oty ewodva dev eivar mhvta Betikn. Otav n apnynuoTikny
vdoyeon mov dnuovpyeiton péoa amd to storytelling, dev emaAnBevetar and v eumepio, yo
Tapadeypa, Otav €vog TPooplopds mPoPAAETOl WG NPEUOS Ko aLOEVTIKOG OALL O EMCKEMTNG
GLVOAVTA VIEP TOVPICUO 1) YOUNAN TOLOTNTA VINPECIOV, TOTE 1 alomiotio TG pLapKag vroPaduiletot
(D’Hauteserre, 2001). 'Etot, 1 aprynon, npénet va evBuypappiletan pe ta facikd enimeda tng LApKIS,
dnradn 1o ytiowo (building), v katavonon (understanding) ko v oyéon (relationship) (Fang et
al., 2024).

EmmAéov, to storytelling, ennpedlet v eikdvao Tpoopio ol HEGM TPLOV PAGIKOV UNYOVIGUOV,
g epPdbuvong ot g cuvasOnpatiknig eneEepyaciag, Tov eVioyVoVY BETIKES GTAGELS Kot VAT, TNG
avBevTIKOTNTOG TYNG Ko TOTOL, TOV KOAMEPYEL EUMGTOCHVN KOl TPOCKOAANGON Ko TEAOG, TNG
SLSIKTLOAKNG d1AYLONG KOt LV dNULOLPYIG, TOV GTAOEPOTOLEL 1 EXAVOSIOTPOYLATEDETOL TNV EIKOVAL.
H npdxinon yio tovg @opeig ivar va oyedidlovv agpnynoels mov ivatl TovToYpove EAKVOTIKES Kot
PEAAIGTIKEG, MGTE VAL EVIGYVOVV Kat Oyl va btovopgvovy to brand tov npoopiopov. To Storytelling,
avtAel otoyeio omd To mePPEALOV TOV, TOVG BEGOVC, TIC GLALOYIKEG LVILES Kot TV KaOnpepivi {on,
OMUoVPYDOVTOG 10TOPiEG 01 0moieg Exovv apyn, pHéon Kot téAog. Otav o1 apnyNoELS OVTEG TUPAUEVOVY
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KOVTa 0T Propévn TpayuatikdTnTa, 1 TOVTOTNTO TOV TOTOV OMOKTAE LEYOADTEPT) COPNVELN, CUVETELD
Kol avBektikdtnTa, ovtifeta, ot vVIEPPOAKE TPOCEYUEVES 1GTOPIEG, TOV AYVOOLV TIC AVTIUPACELS TNG
KaOnuepvdTrag, Snpovpyodv yaoua avapeso 6Tov TOTO, OTMG TOPOLGLALETAL HECH OO TIC IGTOPIES
K0l GTOV TOTO OTMC TPAYUATIKG eivarl, petmvovtag v aélomotia g papkag (D’ Hauteserre, 2001).

Yvvoyilovtag, M TALTOTNTO €VOC TPOOPIGHOV TPOKVTTEL ald TNV GVVOECT] TPOUKTIKOV KOl
oupupolk®dv ototyeiov tov brand , 6OV ATOKTOVV OLGLOCTIKY CNUAGIO UOVO OTOV GUVOEOVTOL UE
eumepieg ko 1otopieg. ( Kladou et al., 2016), éto1 to storytelling, petotpénet v tavtoéTHTO AN
EMKOWVOVIOKO GAOYKOV GE 16Topia IOV UTopel vo avTiéEeL GToV Ypovo.

2.5 Epapuoyég storytelling 6e To0p10TIKOVG TPOOPIGUOVG

2tV mponyovpévn evotnra to storytelling, mpoceyylokes ¢ unyaviopds SIoUOPPMOONG TS
TOVTOTNTOG, £TGL GTNV TOPOVGO EVOTNTA O EGTIAGOVE GTO TWG AVTO HETAPPALETAL GE GUYKEKPIUEVEG
TPOKTIKEG OTOVG TOLPIGTIKOVG TPOOPIGHOVG KOL TOWL EPEVVNTIKG EVPNUATO. LTTAPYOLV YL TNV
OTOTEAEGUATIKOTNTO TOVC.

H nmpdytn xatnyopio epoploy®dv a@opd TG CUUUETOYIKESG OPNYCELS TOV KATOIK®OV, £PEVVEG
onradn mov Pacilovtol 6€ EpYOcTNPLO LIGTOPUDY, GVAAOYEG TPOCOTIKAOV AP YNOEMV, dlyvouy 6Tl dtay
0l 10T0pieg TV KOTOIK®V EVTACCOVIOL GE OPYAVAOUEVO TAAICLO, EVIGYLOLV TNV aVTIAAUPOVOLEVN
aVOEVTIKOTNTA KOl TEGTIKOTNTO TOL OPNYNLOTOG TOV TPOOPIGHOV, VO TapdAAnAa avédvovv v
TavTion Ko TN dtdfeon vrootypiEng g papkag (Hay et al., 2022). Tavtoyxpova, peAETeg mOv
e€etdlovv tov pOAO TOV aPNYNTH LIOYPAUUIOVY TN CTHAGIN TNG AVAYVAOPLoNG KOl TNG OE0VTOAOYING
MG TPOG TO OO0l LIAOVV Y10, TOV TOTO KOl [LE TOLOVG OPOLG, MGTE 1) GLUUETOYN VO Un dtoAcOaivel og
gpyalelakn ekpetarlievon (Moreira et al.,2025).

¥10 emimedo TV Koumaviov, to storytelling ypnowlomoleitol Yoo Vo HETACYNUOTIGEL
TANpoeoplakd punvopate oe agnynuoatikés eumepies. Iepapotcés peréteg éyovv deifel 0TL o1
10TopieC, G GUYKPION LE OLOETEPA EVNUEPOTIKA Kelpeva, mapdyovv narrative transportation (PA.
evomta 2.1), 10 omoio cuvdéetor pe Mo OeTikég GTACELS Kot oyVPOTEPESG TPOBETELS emickeynC
(Tussyadiah et al., 2011). O aENYNUOTIKOG OXESACUOG EMTVYNUEVOV KAUTOVIDY 0PYOVAOVETOL YOP®
Ao GUYKEKPUYEVO TPMOTOYOVIGTY| 1] OTTIKT), GOON apNYNUATIKY dtadpoun (apyn—Ueon—TéA0g) Kot po
«OTOGYEST VONLOTOS) TTOV VILEPPAIVEL T YOPOKTNPIGTIKA TOL TPOIOVTOG, EVEPYOTOLDVTOS TPOCMOTIKES
aieg ko mpoodokiec. Otav avtd 10 TAAIGI0 GLVOEETOL e AVOEVTIKEG O1AUOIKTLOKES QPN YNOELS Ko
KPLTIKEG, TpOPodoTEiTOL EMITAEOV NAekTpoviKO word of mouth kot EUmGTOGVUVI TPOG TOV TPOOPIGLE
(Kim & Kim, 2020). Apdoeig 0mwg Ospatikéc kapumavieg oto social media, story prompts, «ukpég
TPOKANGEIS) UE GLYKEKPIUEVEG 00MNYIEG OMTIKOTOINGONG N CLVEPYOTIKA itineraries £xovv Ppebel OT1
ALEAVOLY TNV OLGLUGTIKY EUTAOKN, 1010¢ OTAV Ol GLUUETEYOVTEG OlaféTovy MOM KAmolo popen
ovvdeong pe 1o brand (Dretsch et al., 2024). X1ig tepmtdoelg avTég, 0l GLUUETEXOVTESG OV KOAODVTOL
anmA®G vo. Tapdyovy mePEXOUEVO, OAAL Vo GUUPBAAOVY GTN JAUOPP®GT TOL VONUATOG TNG HAPKOG,
EVIGYVOVTOG TN GYECN TOVG LE TOV TOTO.

2T0V YOPO TNG TOMTIOTIKNG KAnpovods, to storytelling aglomoteital yuo tov oyedocpod
memorable tourism experiences. XVOTNUOTIKEG OVOCKOTNOEL, Ogiyvouv OTL gumelpieg pe ocagn
AENYNUOTIKT OO KOl CLVOLGONUOTIKY KAMUAK®OT €lval TO HVNHOVIKES KOl GLVOEOVTOL WE
peyoAvtepn mhovotnTa va Eava eTeKeOovV TOV TOTO GALY KOl VOL TOV GLGTHGOLV Kal o€ AAAovg (Bali
et al., 2023). Eunepikég peréteg oe heritage sites vmoypappiCovv ) onuacio tov «story-showing»,
ONAadN GKNVOOETNUEVOV EUTEIPLOV TOL GLVOLALOVY AP YN oM AALA Kol dtapopa epediopata pe 6TdYO
TNV EVIGYLON TG CLVOLGONUATIKAG EUTAOKTG Kol TG eKOvVag Tov tomov (Steriopoulos et al., 2023).
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AMN Qapuoyn aeopd TIC EKONAMGCES ®C OaPNYNUOTIKOVS «kOupovcy. 'Epsvva oe aoTikég
dropyovooels deiyvel 6Tt ) BeTikn| ekdva pog EKONAwoNG ennped el EVVOTKA TN GLVOMKN EIKOVA TNG
TOANG Ko T 01600 cvoTOoNG OKOUN Kot HeTAED KOTOlK®VY, 01 0oiotl Bidvouv TV TOAN TOLG HECO
and ovykekpuévo yeyovota (Lobo et al., 2023). IMopddinio, peréteg ywoo v Eupeon aio
TOVPIOTIK®V 010080tV delyvouy OTL TETO101 «KOUPOL EUTEPILOCH AEITOVPYOVV OC TVKVMOTES 1GTOPLOV
KOl KOW®OVIKOV dIKTO®V, Tapdyovtag a&io yio to place brand népa and T1g GuesEs poEG EMOKENTMOV
(Lind & Lindstrom, 2024).

TéNog, apketég mpdopateg ueAéteg cuvocouy TiG epapuoyég storytelling pe ) pérpnon g
aiog papkac Tpoopiopov, pécw tov Tourist Destination Brand Equity (TDBE), to omoio mpoteivetat
MG TAOLG10 TTOV SLUKPIVEL OVAUEST GE OEIKTES, OTTMG EIVOL 1] AVOYVOGILOTNTO, 1] CUVETELD OLPT|YT|LLOTOG,
1N €kdva, o1 GLOYETIoNOL, 1 avTAapPavopevn avbevtikdotnto N Tpdbeon eniokeyng k.a. (Fang et al.,
2024). H mpoodog otn pérpnon g avbeviikdOTNTag TPOOPIGHOD KOl TNYNG EMITPEMEL MO CMOOTN
a&loldynon Tov KoTd TOco cuykekpluéveg mopepupdoelg storytelling petappdlovral o evioyvon g
oyéong kowvov—tomov (Kim & Kim, 2019, 2020 ; Zhou et al., 2023).

2uvolikd, 1 debvnig eumeipio delyvel OtL o1 o amotelecuaTiKES @aployEg storytelling oe
TOVPLOTIKOVG TPOOPICUOVS Elval €KEIVEC TOL GLVOLALOLY GULUUETOYN KOTOIK®V, OPNYNUOTIKO
GYEOG O EUTELPLDOV, YNOLOKT GLV dnpovpyia, OepoTikég EKONAMGELS Kol GLGTNUATIKY LETPNOT TOV
emdphoemv oty giova Kot oty a&ia pdpkag. Me avtd 1o vdpabdpo, To enduevo kepdroio eotialet
€101KOTEPA 0TO YNELokd mepPdAiov kol otov Tpdmo pe tov omoio to digital storytelling ,6mmg to
avtihappdvovtat ot kaTokot, ennpedlet v wova kot to brand tng Atyvag.

KEDPAAAIO 3: Wneilokn Emikovwvia, Storytelling kot Katoikot

3.1 Ynowoxn Enkowvovia stov Tovpiopd

25



H ymoewoxm emkowvovia éxel petaoynuaticet OepeMwode tov TpOTO LE TOV OMOoio Ol
TOVPLOTIKOL TPOOPICHOT EMKOVOVODV LLE TA KOWVE TOVG, GTO YnelaKo TepBEALOV, 1| ETKOVOVIN OEV
0pYOVAOVETOL TALOV LOVO YOp® omd povopepeic Kapumdvies tpofoing, aArd dopeitoar og £va cHOTHLO
ocuveY®V aAnAemidpdoewv avapeca oe DMOs, emyelpnoels, KOToIkoug Kol EMOKENTEG, LEGO OO
10TOCEMOES , TAATEOpUES KpaTtnoewy, email marketing, péco KOmVIKIG SIKTOMONG Kol EQAPLOYES.
Ot mpoopiopol Aettovpyohv OO Kol TEPLGGATEPO MG OIKOGLOTNUOTO EMKOWVMOVIONG, OGTO Omoie M

TOLTOTNTO KO 1] EIKOVO LAPKAG GV OLAIOpQOVOVTOL 0O TOALOVG Opmvteg (Blain et al., 2005 ; Escobar
- Farfan et al., 2024).

O petaoynUoTIcHoc Tov TovploTikoh marketing cvvdéetal otevd pe TN HeTdfacn amd o
TPOGEYYION EMKEVIPMUEVT] GE AEITOVPYIKA YOPAKTNPIOTIKA ( THES, VTOOOUES, TPOGPACIUOTNTA) GE
L0 TPOGEYYIOT TPOCAVATOAMGHEVT G eumelpieg kat oxéoelc. H épguva yia to destination brand equity,
Oeiyvel 0Tt M a&la uapKoC TPOOPIGHOL JEV EENVTAEITAL GTNV AVOYVOGIUOTNTO N OTNV EIKOVA, OALA
ompileton o€ mo cHVOETA TAEYUATO AVTIAYEDY, GUVEIPUOV Kol GUVALGONUATOV YOP® 0md TOV TOTO
(Fang et al., 2024). H ynowxn emkowvmvia yivetar factkd epyoieio yio ) dwoyeipton avtdv TV
TAEYUATOV, EMELON EMTPEMEL TLO GTOYEVUEVO, TPOGMOTOTOUNUEVO KO SLOKPOTUKE UM VOLLATO.

Kevtpud pord og avtd to mhaicto mailovv ot gumelpies Kot To cuvousOpota TV TaSOTOV.
Boowldpevor ot Oswpion tov Memorable tourism experiences (BA. evoétra 1.4), n ymoeloky
EMKOWVOVIN AELTOVPYEL G O UNYAVIGUOG IOV EMTPEMEL GE OVTEG TIS EUTELPTEG VAL «EAValOVTAVEYOL VY
online. "Etot, ot 6Tiypég évtaong Kot Tpoo®TKOD VONIATOS OEV TOPAUEVOLY OTAMG GTI LWVIAUN, 0AAG
petatpénovial o PNOIOKO TIEPIEXOMEVO (stories, avVOpPTNOELS, KPITIKES), EMEKTEIVOVTAG TN d1APKELL
Comg tov tagwiov (Bai et al., 2023 ; Kim & Kim, 2023). H ynoewkr| enicowvovia, etopévag, dv
nepopiletar 6To vo TANPOPOPEL Yol TOV TPOOPIGHO, AL GLVOJEVEL TOV TASIOIMTN TPV, KATO TN
ougpkele aAAG ko petd to taidl, emnpealoviag To TS OPYUVMVEL Kot apnyeital Tic Umelpieg Tov.

[ToAAEG peréteg pa Ol vouV OTL Ol APNYNGELS TPOKAAOVV OE0G, VOOTOAYIN KO GUYKIVIGT, EVIGYHOVTOG
¢tol Vv a&la Tov brand kot v wpdBeon tov TaOOT) vo emokePOel Evav mpooplopd Eava
(Steriopoulos et al., 2023). H ymoeiokn emkotvovia, emopévmg ypeldletot va oxeddletol e TpOTO TOL
Vo 6T VEL TETOES GLVOLGOMNULATIKE POPTICUEVEG EUTELPIES Kot YL ATAMG VO TaPaBETEL TANPOPOPIES.

TéNog, n culntnon Yo TV TAVTOHTNTO UAPKOS TPOOPIGLOV TOVILEL TOL YNOLOKA KOVAALL Elvarl
LEPOG €VOG LPHTEPOVL TANGIOV SLOKLPEPVNOTNG TOVTOTNTOC. 1) EMKOVOVIN OPEIAEL VO GLUVOEETAL LIE
GTPUTNYIKOVG GTOYOVC, VoL AAUPAVEL VTTOYN TO OLAPOPETIKA EUTAEKOUEVA LEPT] KOL VAL GLVOOEVETOL ALTTO
unyaviopovg a&loAdynong, omwe sivar degikteg tov brand equity, cuvaicOnuatikng epumAokng kot
eunepuov (Escobar - Farfan et al., 2024 ; Fang et al., 2024).

3.2 Ynoroxéc TAaTQOpLES KOt TEPIEXOUEVO YPNOTAV GTOV TOLVPICUO

Ot ymowoKkég TAATEOPUES €YOLV UETATPONEL GE KEVIPIKO YDOPO OOV OLOUOPPOVETOL,
OVOTOPAYETOL KO Op@ofnTeitor 1 €KOVO TOV TOVPICTIKOV TPOOPIOU®V. MEGH KOWMVIKNG
OTH®ONG, 16T0TOTOL AEI0AOYNONG, TASOTIKG blogs Kot TAATEOPUES SLOUOPAGHOD POTOYPUPLDV,
Aertovpyohv mg onpeios cuVAVTINONG AVALESH GE TAEOIDTES, KOTOIKOVG, EMLYEPNOELS Kot Becpove. Xe
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aVTO TO TOAVPOVIKO TEPIPAALOV, 1 EIKOVA TOL TPOOPIGHOV OV AMOPPEEL LOVO AT TIG EMIOMUES
KOUTAVIEG, OALL CLYKPOTEITOL GUAAOYIKA LECH TNG OAANAETIOpaoC TOALDY povmv. (Escobar-Farfan
et al., 2024 ; Stojanovic et al., 2022).

210 mAaicto avto , To User-Generated Content (UGC), anoteAel kpioipo dopkd otoryeio g
YMOKNG ETKOvVmVviag, Kabmg, potoypapies, Pivteo, keipeva, aEI0AOYNOELS KO TPOCMTIKEG 1GTOPIES
OV TTOPAYOVTOL OO TOEOLDTEG KO KOTOIKOVGS, AELTOVPYOHV MG LOPPEG KOWVOVIKNG AmOdEIENGS , Y10l TO
Tt ovpPaivel Tpaypatikd otov Tpoopicud, 1 PiAoypagio yio v avbeviikdtnta TV online KPITIK®V,
oetyver 0tL 0tav 10 UGC, exhapPdvetal g EIMKPIVEG, TEKUNPLOUEVO KO U1 XELPUYOYNHUEVO, EVIGYVEL
TG0 T YVOOTIKY 060 KOl T1 GUVOLGHNUATIKN EUTIGTOCHVN TTPOG TOV TPOOPIGHO, EMNPealovTos OeTikd
TI¢ otdoelg Ko Ti¢ Tpobéaelg Ta&oov (Kim & Kim, 2019, 2020).

To UGC, dev givor amAdc TANPoPopLakd TEPIEXOUEVO, EXEL COPDS OPTYNUATIKO YOUPUKTIPO, Ol
YPNOTEG OV KATAYPAPOLV UOVO YEYOVOTO, OAAG dyobvTal WIKPEG 10TOPIeS Le apyn, KOpOO®OT Kot
cLyva o popen a&loAdynong 1 counepdoatos. Pwtoypaeieg e KaONUEPIVOTNTOC, VITOKELEVIKEG
EVIVTIMGELS, OTIYHOTLTIO OO SLUOPOUEG KO GUVOVTNOELS, GUVOETOLV €va TAEYUA LUKPO ANy CEDY
mov oVUPAAAEL 6T SWOUOPOMOT NG OVTIACUPOVOUEVIC TOVTOTNTOG Kol OLOEVTIKOTNTOS TOV
npoopopoV (Hay et al., 2022 ; Lewis, 2011). Yn6 avt v £vvola, ol YnNOuOKES TAATOOPLES
Aertovpyodv ¢ avolytd medio storytelling, 6oL N Ypoppq aVAUESH GTNV WOOTIKY EUTEPIN KOL OTN
onuocta avorapdotoon etvar dwamepatn. Ot yp1oteg o1 omoiol Tapdyovv mepleOUEVO Kal YVOPIGOUY
TOAD KoAd To brand, dnpiovpyodv KaAdTtepo TEPLeyOEVO, GLUPAAAOVTAG BeTiKA G6TO brand, avtifBeta n
EMAenym KoANG yvodong tov brand pmopel va dnpovpynoet eAhetyelc kot va Stoafpdcet v a&lomiotio
tov. (D’Hauteserre, 2001).

Téhog, M awBevtikdOTNTO Acttovpyel MG PACIKOG GLVOETIKOG KPIKOG TOV EVAOVEL TIG WNQPLOKES
TAOTOOPUES, TO TEPLEXOLEVO TTOV SNUIOVPYOVV OL YPNOTEG KoL TIG 10TOPieS oL apnyovvtal. H évvola
avt O0gv glvar TAEOV AdPLoTN, KAOMOG TPOCPUTES LEAETEG £XOVV BPEL TPOTOVG VO TNV LETPTGOLV, £TGL
EMTPEMETOL VO KATOAAPOVUE TS Ol YNOLOUKEG aPNYNOES ennpedlovy ta. cuvoucOuato Kot Tig
GLUTEPLPOPES TV Ypnotev. (Zhou et al., 2023).

3.3 Digital Storytelling e Tovpiotikovg [Tpoopiouovg

Xe ynowkd meptPaAlovta, Ol TOPATAVE JOGTACEL GUUTLVKVMOVOVTOL GE TPOKTIKEG GLV
dnpovpylag, dpactnplotNTeg Onmg Oepatikeéc Koumdavieg, hashtags 1 cvvepyatikd itineraries oev
{ntobv amAmg amd KATOTKOVE Kol EMCKENTEG VO, TAPAYOLV TEPLEYOUEVO, AL VO, GUUUETAGYOVY GTN
SwpOpemon Tov vonuatog g pdpkag. Otav avtég ot mpoaktikés oyeddlovral pe tpdmo mov
evBappivel avBevtikés, TOAPOVIKEG 16TOpiEC Kal amevBvuvovtol oe Atopa Tov NoN Vidbovy KAmTolo
Babud chvdeong pe tov T0mo, N YNEoKn eUmTAokn yivetor fabiTepn Kot GUUPEALEL GTHV GLALOYIKA
oV dnuovpyia pog tavtotntag pe vomua (Dretsch et al., 2024 ; Hay et al., 2022).

To ynowaxo storytelling, €xet yivelr 10 Pacikd epyareio yoo v TpodONON TOV TOLPIGTIKOV
TPOOPICUDV, KOODG OpYavVAOVEL TNV EMIKOWVOVIK GE OaQNYNOES, totopiec kol Pivteo ota péca
KOW®VIKNG OIKTO®ONG, Tapovctdlovtag agiec, vVonuato Kot cuvotsOuato, onpovpymvtag £T6t, TNV
tavtotnta. tov tomov (Tussyadiah et al.,, 2011) Ot popeéc tov ymoewokod storytelling, eivan
nolvdudortateg, amd emonud vVideos DMOs kot Ospatucd site, péxpt apnynoeis ta&ioiotdv o blogs n
oelpd avaptioemv oto Instagram xot to TIKTok. H £pguva deiyvel 6Tt ot apnynoelg eivor daitepa
KATOAANAES Y100 TPOTOVTO Kot eUTEIPiES Pe EVTOVO PLOMOTIKO YOPOKTHPA, OTMG O TOVPIGUAC, O10TL
EMTPETOVV T GUVOEST YEYOVOTMV, cuvausONUATOV Kot vonpdtov oe cuvektikd oevipio (Chautard &
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Collin-Lachaud, 2019). Ot katavoal®TIKEG a@NYHOELS AVEAVOLY TNV TPOGOYN, THY KATAVONGT Kot TV
TpOBeoT enioKeEYNG 0 GYECT LLE TO OLOETEPA TANPOPOPLAKA KElEVA, 131mG dTaY 1 dopT| TNG 1oTOPiag
glvorl cagNng Kot EMTPEMEL TAVTION [e Toug TpoTayoviotés (Tussyadiah et al., 2011).

To digital storytelling, dev amotelel amoOKAEIGTIKO TPOVOULO TMV ETICNUOV POPEDV, KAOMG 01
KATOIKOL KOl EMIOKENTES TOPAYOLV TIG OIKEG TOVG 1GTOPIEG 0T KOWMVIKG dikTva, ota blogs kot otig
TAATQOPUES OELOAOYNONG, TPOGPEPOVTAG L TOAAOTAT ECGTIAGUEV HATIO. 6TOV TOTO. 'Epguveg £yovv
Ogi&et 0L 6Tav 01 KATOWKOL EUTAEKOVTOL GE dOUNUEVES d1adIKaGieg apnynong, OTWS eivat ot S1APOPES
Kkapmdvieg mov BaciCovral oto storytelling, to mapoyduevo mepiexduevo pépet ToAd vVYNAOTEPO BabLO
aAn0elog Kol cLVOICONUATIKAG €YYOTNTAG, TOV JVGKOAN EMITUYYAVETOL HOVO OO EMOYYEAULOTIKEG
kaundvieg (Hay et al., 2022). 'Etot, 1o ynolaxd storytelling Aeitovpyei og mhaicto dnuovpyiog, émov
KATOKOL KOl EMOKENTEG GLUPAAALOVY TNV SAUOPPOOT TNG TAVTOTNTOG TOL brand tpoopiopov.

Eniong, o tpoémoc pe tov omoio emAéyovtol ol 10Topie, ot apnyntég kol To Oépata Exet
GUVETEIEG Y10, TO TTOL0L TOVTOTNTO TPOPAALETOL MG EMIGNUN KO TOLO1 LEVOVV €KTOC Kddpov. Kprrikég
TPOCEYYIGEIS AVAOEIKVOOUY OTL L0 KOAN 16TOPioL UTOPEl var €IVOL ETIKOIVOVIOKA OTOTEAECUATIKT,
yopic va etvar amapaitmto dikoin n avimrposonevtiky (Moreira et al., 2024). EmutAéov, peiéteg yuo
TOV POAO TOL aPNYNTH OElYVOLV OTL YOPAKTNPLOTIKA Onwc M aflomotio, 1 KOWOVIKY 0éon Kot 1
OHOLOTNTA UE TO KOO €MMPEALOVV T0 TG TPOSAAUPAVETAL 1] 1GTOPIN KO TEMKA TG CLYKPOTEITOL
ewova ™ papkog (Pachucki et al., 2021). Avtd kabiotd avaykaio £vov To GOOTO Kot GUUUETOYIKO
oyediooud tov digital storytelling, dote va evieybovral ) cuvoyn kot 1 avbevtikotnta tov brand ympic
VO ATOGIOTOVTOL KPIGULES POVEGS.

3.4 Avtuinn AvBevtikotnto

210 ke@dAawo 1, n avbeviikdTro avorlvdnke cav pio yevikny £vvola, w6TOGO GTO KEPAANLO
avtd to {NTOLUEVO dEV Efval LOVO 1 YVNGLOTNTO TOV PUGIKOD YMPOL, OAAL TO KOTA TOGO 1 YNQOLOKY|
avVOToPAoTacT) TOL TPoopIopol ( poToypoeics, Pivieo kot Keipeva), YIvETaL AVTIANTTN O EMKPIVIG
KOl GUVETNG LE TNV TPOYLOTIKOTI T

[Ma toug Tagwiwteg, 1 eumepia g avbeviikdota givar Babid cuvaicOnuatiky. Aldpopeg
HEAETEG OEly VoLV OTL ToL LYNAA emtimeda avTAapPoavopévng avBevTikdTTOS GUVIEOVTAL LLE IOYVPOTEPT
npookOAANoN otov tomo (place attachment), vynAdtepn wavonoinon kot peyodvtepn didbeon yio
Beticd word-of-mouth, t6c0 offline 660 ko OnLine (Kim & Kim, 2019). Euneipiec mov Bempodvtan
av0evtikég Exovv peyoluTepn TOAVOTNTO VO KATOypdovVy, vo aenyndodv kot vo SloplolpactodV G€
YNOLOKEG TAATPOPLES, ONUIOVPYDVTOS EVOV KOKAO EUTIGTOGVUVIG.

["a Tovg KATOKOLVG, 1 AVOEVTIKOTNTA APOPE TN GXEGT AVALESH GTNV EGOTEPIKT TOVS EIKOVA
Yl TOV TOTO Kol OTIG EEMTEPIKES OVOTAPUGTACELS TTOL TPOPAALOVTOL LEGO OO KOUTAVIES KO YT OLOKO
nepleyopevo. Otav ot ymoelakés apnynoelg evbuypappilovion pe v Propévn kabnuepvotnra, ot
Kdrokot eival mo mbavo va tavtiotovy e to brand kKot va 1o otnpiovv (Hay et al., 2022). Avtifeta,
otav ot avamopactdoels Oewpodviat vepPoiikd TpoceyUEveg 1 TOAD EEVEG TPOG TNV TPAYLOTIKOTN T,
UTOpEL VO TPOKLYOVV AVTIOPAGELS, ATOGTUGLOTOINGT 1] AKOWUT KO TPAKTIKES EVAVTLO € 1010 TO brand
(D’Hauteserre, 2001).

[MopdAinia, 1 awBevTIKOTNTA TOV YNELOKOL TEPIEYOUEVOL (Tr.y. online KPITIKEG, OPNYNOELS
EMOKENTAOV), AEITOVPYEL OC UNYOVICUOG HETAPOPAS EUTIGTOCHVNG OO TNV TAATQOPLO GTOV 110 TOV
npoopiopd (Kim & Kim, 2020). H avtiinmt avBeviikdtnto cuvoceton GTeEVE e TOV QOPEDN TNG
aenNYNoNG, OmOL OTOV YNEWKO TEPPAAAOV, 1 QLOEVTIKOTNTO TOV SOSIKTVOK®OV KPITIK®OV Kol
1GTOPLOV, OTAV AVTEG YIVOVTOL AVTIANTTEG MG TPOCMTIKEG KOl EIMKPIVESG, TPOPOJOTEL TN YVIOGTIKY| KO
cuvatsOnpatikny eumotoovv, ennpedlovrag Betikd Tig mpobicelg talwon (Kim & Kim, 2020).
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AvtioTorya, apNnYNoELS TOV TPOEPYOVTOL OO TPOAYUATIKEG POVES ( OTWG KATOUKOL KO EMOKENTEG TOL
powpdlovtan Puopéveg eumepieg) yivovior mo €0KOAO AVIIANTTEG OG OVOEVTIKEG O GYEON UE TIC
EUTOPIKES KAUTAVIES, EVIoyVovTag TV aflomiotia Tov brand (Moreira et al., 2025).

H mo npdopatn BifAoypagio emtyelpel vo TOGOTIKOTOMGEL TV OVTIANTTY] AVOEVTIKOTNTO KO
TNV avATTLEN KMUAK®OV Kol SIKTVAOV Y10 TIG TaEOTIKEG €1KOVEG Kot To mepteydpuevo (Zhou et al.,
2023). Avtq N €EEMEN emTpENEL TNV MO CLOTNUOTIKY OlEPElNON NG OYEoNS aBEVTIKOTNTAG,
CLVOLGONUOTOC Kol GLUTEPIPOPAS, KoO®MG kot v aflohdynon tov mog mopspuPdostg digital
storytelling, 6mwg 1o story-showing pécwm eumeipidv, emnpealovy TiIC OVTIMYELS avfevTikOTNTOG
(Steriopoulos et al., 2023). Xe avté 10 TAaicto, to digital storytelling pmopei vo Agrtovpynoet ite
EVIOYLTIKG, €ite SofpwTikd, onAadr Otav ol 16Topiec AVIAODV Oamd TPUYUOTIKES, TOAVQMOVIKEG
gumelpiec, evioybovv v avbevtikomta ko Otov otnpilovtar oe vrepPorkd eEmpaiopéveg
AVATOPOCTAGELS, KIVOLVEDOLV VO dNUOVPYNGOVY KEVO EUTIGTOGVVIC.

3.5 O poro¢ TtV Katoikwv 6to branding TpoopiGov

Ot kdrowkot avTipeTdmilovion TAEOV MG KEVIPIKOL GLVTEAECTEG TOL branding TpoopIGHOL Kot
OYL WG POVTO TG TOVPLOTIKNG dPAGTNPLOTNTOS, £TGL, Od TOONTUKOL ATOJEKTEG GTPATNYIKADV TPOPOANS,
LETOTPENMOVTOL GE €VEPYOVS POPEIC TAVTOTNTAG, OPNYNONG Kol EUTEPING, Ol OTOIOl UTOPOVV Vv,
EVIoYOGOLV 1| VO, LTOVOUEVGOLV T voporoinon tov brand (Bjorner & Aronsson, 2022 ; Kavaratzis
& Kalandides, 2015).

Ot popég péca amod Tig 0moieg Ol KATOUKOL GLUUETEYOVY GTNV GLV OMovpyia (co-creation) Tov
brand eivan mowidec, apykd 1 eUTAOKN GE EPYOCTNPLL GTPOUTNYIKOD GYEIOCUOD Kot dtafodAgvong,
ocoppetoyn o€ Bepatikéc opddes, oe ovvedpieg cvppeToykol storytelling oAAd kol oe TOMTIGTIKES
Opdoelg Kot mpakTikég Prho&eviag mov eEpvouy ce emapn vromovs Kot emokénteg (Escobar - Farfan
et al., 2024; Hay et al., 2022). Méca and téro1eg 01001K0GieS, Ol KATOIKOL HOpAloVTal TPOCMOTIKESG
10TOpieg Kol TPOGOOKIEG Yol TO HUEAAOV TOL TOMOL, LE OMOTEAECUO [0 TOVTOTITO TOV CVTOVOKAG
TEPLGGOTEPO TN CLAAOYIKT EUTELPIN Kot AYOTEPO it peyolutepn emPePanuévn ewkova (Kavaratzis &
Kalandides, 2015).

KaBopiotikd otoryeio yia ) voppomoinon g pdpkag ivor o Babuog cvpeoviog avéipeso
GTNV EIKOVO, TOV TPOOPICUOV KOl GTN OIKN TOLG AVTIANYM Yo TOV TOTO, £T61 MOTE, O0TAV TO brand
ekepalel a&iec, TpoéTOLG {MNG KO TPOOTTIKES TOV 01 KATOUKOL Ovaryvmpilovv ¢ d1kéG Tovug, vor etvat
mo mbovd va o amodeyTodyv, VO TO OVOTUPAYOLV OTIS KOOMUEPIVEG TOVG TPOKTIKES KOl VO
Aertovpynoovy mg atumol TpecPevTéC Tov Tomov (place ambassadors) (Kavaratzis & Kalandides, 2015
; Potapovs, 2024). Avtifeta, 0tav arcBdvovtar 6t to brand dev toVg ekmpoconel, | 0Tl KPIGULES
TAeVPEC NG (NG TOVG pUmopel vo avamtHEoVV OLOTIGTIN 1) AKOUN KoL EVEPYN OVTIGTACT), UE HOPPES
O™ M KPLTIKY 6T0 ONUOG10 AdYO 1) amooTaclonoinot and dpacelg branding.

Y avto To onpeio amoktd onpocio n évvoln Tov Brand Citizenship Behavior (BCB), 6mov
HE TOV OpO OVTO TEPLYPAPOVIE TO GUVOAO TV €0EAOVIIKOV GLUTEPIPOPDOV UEGH TOV OMOIMV Ot
EVOLUPEPOLEVOL, KOl EOIKA 01 KATOKOL, 01 0Toiot vTooTnPilovy evepyd T dpKa, dSNANOT GUUUETEYOVY
o€ EKONAMGELS, dLadidovy BeTikéc 1oTopies, Tpoteivouy Tov TOmo 68 dALOLG, pLotpdlovtal TeEPEXOUEVO
ota social media n ocvvepyalovianr pe @opeig branding mépa amd TvmiKég vmoypedoels. Emiong,
EUTEPIKEG HEAETES delyvOouV OTL T 0LGLOGTIKY cvppetoyn TV stakeholders otig dtadacieg avamTuéng
tov brand cvvdéetan Betikd pe v exkdniwon BCB, 1dimg 6tav ot cuppetéyoveg avtilapfavovtat 6Tt
N eovn Toug Aappavetor coPapd vedoyn (Gonzalez et al., 2025).
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Eniong, n évvola ¢ Resident-Place-Identication (RPI), n omoia €xer dueon oyéon pe ta
TopaTave Kot ETACEL ToV Babfpo oL 01 KATO1KOol VOGS TOTOV, VImBOLV cuvalsONUOTIKO OEGIHO LE TOV
tomo tovc. YynAd emineda RPI, oyetiCovrar pe peyolvtepn mpobopio vrootpiEéng Twv TOmK®OV
TPOTOPOLVAIDV e TAGELS LIEP TOL TOTOL Kol pelwpEva TpoBeon amopdakpvvongs. (Leicht et al., 2025).
Emopévog, cuvdkalovtog ta mapomdve pe to storytelling, pmopovpe vo kotahdfovpe Tt 0t KATOIKOL
dev glvor omlol amodékTeg TV 16TOPLI®Y, OAAA Ol Pacikol donuovpyol Kol aQNyNTéS ALTOV,
Topovctdloviag Tov Tomo Ommg akpPmg tov {ovv. Xe éva mhaicto cvupetoykov place branding, o
poOLoG TV Beopmv petatomileTon amd To vo oxed1dlovy HOVOi TOVG O YN0, GTO VO ETLUEAOVVTOL KOl
va cuvtoviovy &va TOAVPE®VIKO GUVOAO 16TOPLBV, BETovTag gvpvTepovg Bepatikovg aEoveg (Bjorner
& Aronsson, 2022; Kavaratzis & Kalandides, 2015).

3.6 OcpnTikd LOVTELO GYECEDV

Me Baon to BewpnTikd TAIGIO TOV TOPOVGIAGTNKE GTIS TPONYOVUEVES EVOTNTES, 1 TOPOVGA
v evotnta Tpoteivel Eva povtéAo mov cuvdéet To digital storytelling, v avtiinmmi avBevtikdtTa,
TNV €IKOVO TOV TPOOPIGHOV, TNV a&ia TPoopPIGHOL Kot TOV POAO T®V KATOWK®V PEC omd TNV TAOTION
TOVG LE TOV TOTO KOt TIG GCUUTEPUPOPES VITOGTIPIENG TNG LAPKOG,

270 TPATO EMIMEDO TO PLOVTEAO VIOGTNPILEL OTL O TPOTOG e TOV OToio opyavaveral To digital
storytelling, omwg avtd avontuccetar and DMOs, tomkoVg @opeig, KOTOIKOVS KOl EMCKEMTES,
emmpedlel KaBopioTIKA TNV AVTIANTTY 0VOEVTIKOTNTO TOL TPOOPIGHOV. APNYNOELS TOV £06TIALOVY CE
Blootpeg epmelpiec, TOAATAEG TPOOTTIKES KOl GUVALCONUATIKA QOPTIGUEVO, GTLYUOTUTO, Ol OTOLES
GLVOEOVTOL TTELGTIKA pe TNV KaOnueptvOTNTA TOL TOTOL Kot EVIGYVOLV TNV aicOnon avBeviikdtntog
(Hay et al., 2022 ; Kavaratzis & Kalandides, 2015 ; Moreira et al,. 2024). Avtifétmc, 1otopieg évtova
eEWPUIGUEVEG, TOL OMOGIOTOVV TAEVPEG TNG TPOYUATIKOTNTAG 1 €lvan avtiBeteg pe TG gumelpieg
Ta&101MTOV KO KATOTK®V, TEVOLV VO LELWVOLY TNV avVTIANTTY aSl0mIGTio Kot VO YEVVOUV CKEMTIKIGUO
(D’Hauteserre, 2001).

270 deVTEPO EMMEDO, 1) AVTIANTTH ALOEVTIKOTNTA, £IVOL O LEGOAUPNTIKOG UNYOVICLOG OVALECH
GTNV YNk apnynon, oy a&io tov brand kot 6tnv €kdva TOL TOTOL, OTTOL 0 TPOOPIGUOG PLOVETIL
®¢ aBEVTIKAG KoL 1] GLVOICONUOTIKT GOVIEST] KOl Ol TPODEGELS TOV EMCKENTMV VOl vt TEPIGGHTEPO
Betucéc (Kim &Kim, 2019 ; Zhou et al., 2023). Emopévag, tétoteg Beticéc aE10A0yNoELS EVIoKDOVY TNV
a&la pdprag, 10img ebdv cvvodevovian omd suvorsOnuara. (Fang et al., 2024)

Ot kdrowot katarappdvovy Kevipikn BEon 610 TPOTEWVOUEVO HOoVTELD, KABMG Asttovpyohv
1060 MG amodéKTES 000 Kot ¢ Tapaywyol storytelling, £to1 n tavdtion pe tov tomo (Resident—Place
Identification), emnpedleton amd tov Pabud otov omoio avayvopilovy ToV €0VTO TOVG GTIC KUPLOPYES
aPNYNGELS, 6Tav ONAadN Ot 1oTopieg TOV KLKAOPOPOHV dNUOGLO, ENICNEG KoL AVETIONLLES, Be®povvTal
aLOEVTIKEG KO OVTITPOCMTEVTIKEG TNG KOO UEPIVOTNTOS TOVG, 1] CLVOLGONUATIKT GVVOEST LLE TOV TOTO
Kot 1 veepn@dvela Tavtiong teivouy va avédvovtor (Escobar - Farfan et al., 2024 ; Leicht et al., 2025).

H evioyvon g RPI avapéveror vo petappdaletor oe cvunepipopés Brand Citizenship
Behavior (BCB), 6mov ot kdtotkolt mov awoBdvovtar 6tL to brand tovg exepdlet, kal OtL giyov
0VLGLIOTIKO AOYO Ot SIUOPPMOT TOL, givat o TpdOvLoL va To GTNPIEOLV EVEPYA, VO GUUUETEXOLV
oe dpaocelg, va moapayovv Oetikd word-of-mouth kor vo Agrtovpyfcovv ®¢ cvv  dnuiovpyoi
nepeyopévov (Gonzdlez et al., 2025). 'Etot, ) ovppetoyn dev glvar £va amdo otoryeio g dadikaciog,
aAAG emevdvEl antd otV VIOSTHPIEN Kol T pokpoypdvia avlektikdtta g pdpkog (Potapovs,
2024).
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YVVoMKd, T0 Be@PNTIKO LOVTELO TTPOTEIVEL TNV akOAOLON aAAnAovyio oyEécewv:

Digital storytelling — AvTIANTTA OUBEVTIKOTNTA: o1 douéc, o1 pOVEC Kot Ta Oéuata TV
YNOLKOV 0PNYHCEDV SLUUOPPDOVOLYV TO TMG YIVETAL OVTIANTTH 1 LOEVTIKOTNTA TOV TOTOV.
AvuiAnmt ouBevuikotnta — Eikovo/o&io pdpkag kol ouvailobnuotiky olvdeon:
aVOEVTIKEG EUTEPIEC KOl QLPTYNGELG 001YOUV GE TLO 1oYLPT Kol BETIKT E1KGVO TPOOPIGLOV KOl
o€ Babvtepo cuvaroOnuotikd déoo pe ) pdpka (Kim & Kim, 2019, 2023).

Digital storytelling & auBevtikotnta — Resident-Place Identification: 6tav to brand
apnyeiton 1otopieg mov ovvroviCovior pe ™ PlLOUEVN TPAYUATIKOTNTA TOV KOTOIKOV,
gvioyvETOL 1) TAVTION TOVG e Tov tomo (Hay et al., 2022 ; Kavaratzis & Kalandides, 2015).
Resident-Place Identification - Brand Citizenship Behavior: n tadtion avty
LETOVCIMVETOL GE GUUTEPLPOPES LTOGTNPIENG KOl GUV-OMLLOVPYING, Ol 0TTOIEG TPOPOJOTOVV Ko
avorpopodotovv to brand (Gonzalez et al., 2025 ; Leicht et al., 2025).

Me avtov 10V TpOTO, 01 KATOIKOL 0V TOTOOETOVVTAL GTO TEAOG OGS YPOUUKNG ETIKOVOVIOKTG
owdwkaciog, OAAGL ©TO KEVIPO €VOG KUKAMKOD HOVIEAOL, OMOL GUUUPETEXOLV OTNV TOPUYMYN
APNYNCE®V, GTN CLYKPOTNGN AVOEVTIKOTNTOG KOl GTNV EVIGYLON TNG LAPKAG LEGA OO TIG GTAGELS Kot
TIG TPOKTIKEG TOVG. To pHOvIELO avTd TPocPépel T PAom Yy TN STLTIMOCN TOV EPEVVNTIKOV
VTOBEcEMY KAl TNV EUTELPIKT] dlEPELYNON TV oxécewv avaueco oto digital storytelling, tnv
aLOEVTIKOTNTA KOt TV VITOGTNPIKTIKT COUTEPLUPOPE TOV KATOIKWV.

Mépog B : Eumelptkn ‘Epeuva

Kepahalo 4 : MeBodoAoyia Epeuvac

To xepdAaio mov akoAovbet eivar apiepopévo otnv peBodoroyio Tov akoAovOncape Yo VT
NV €pevva, To cLYKEKPLUEVA Ba avapepBoVLE GTOV GKOTO TNG £PELVOC, GTO EPEVVNTIKA EPWTILLOTOL
KOl YEVIKG GTOV EPELVNTIKO GYEdOCUO 6oL Ba Teptypdyovpe Ty dtodikacio dErypaTtoAnyiog, Kadmg
KOl TOL EPYOAELD Y10l TOV TPOGOIOPIGHUO TOV EPEVVNTIKOV VTTOOEGEMV.
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4.1 Zxomog ko XTOyot

Boowog oxomdg g mopovcos épevvag, eivar va eetdoovpe Tov TPOTO pE TOV 0moio To
ynowko storytelling pmopei va ennpedoet to brand g Atywvag oAAd pe EQEOCT OTNV OTTIKY TOV
Kotoik@v 1oV vNo1o0. Emiong, Oo emdudEovpe Vo KOTAVONGOVE TV OVTIANYT TOV KOTOIK®V GYETIKA
LLE TOV TPOTO TTOL TO VNG1 TPOPAAAETOL GTO O1ASTIKTVO, KATA TOCO GUUUETEYOVV GE QLTH TNV OUOIKAGTOL
Kot 1 a&loAdynon TG ETIOPAONS TOV YNPLAKOD TEPLEYOUEVOL GTNV EIKOVA KoL TAVTHTNTO TOV TOTOVL.

4.2 EpeuvnTikd epoTiuoTa
Q¢ cVVAPTNON TOV TOPATAV®, EXOVV SOUOPPMOEL TO TOPAKAT® EPEVVITIKA EPMTILLATOL:

[Mwg o1 kdTowKoL TG Atyvag avtidopupdvovtol T yneakn aeynon yopw amrd 10 viGi Toug

2. Ze moto Pabud cuppetéyovv otny dnUovpyia 1 TPom®ON o YNELOKOD TEPLEYOUEVOD

3. Totgg givar o1 avTAYELg TOVG Yo TNV ALOEVTIKOTNTO KOt TN PEOALGTIKY] OTTELKOVIGT] TOV VIGO0
péca and to yneloxod storytelling

4. Twg enmpedletor n eikdva tov brand g Atywag and 1o ynowko storytelling, coppwva pe
TOVG KOTOTKOVG

4.3 EpeuvnTiko¢ 6yed1aoO¢ Kol ETA0YN LETAPANTOV

[Topott  BewpnTikn avackdTnon TG TAPOVLGUS UEAETNG KAADTTEL EVa VPV PAGLLA EVVOLDY
7oL oyetilovtan Pe TNV EIKOVA TOTTOV, TN GLVOICONUATIKY] EUTEPia KoL TNV QVOEVTIKOTNTA, 1) EUTELPIKN
€peuva V10BETEL TEPLOPIGUEVT] EPEVVNTIKT ECTINGT, GCOUOOVA LLE TOVS GKOTOVG KOl TO. EPEVVITIKA
EPOTNUOTO TNG UEAETNG. ZVYKEKPIUEVO, T TOPOVCH EPELVO EMIKEVIPMOVETOL OTN OlEPEHvNON NG
avTiANYNG TV KoToikov oYeTikd e To ynoewoko storytelling, tng tavtdmrag témov (place identity),
NG CLUTEPLPOPES GUUUETOYNG KoL VTOGTHPIENG TG LAPKAG TPOOPISHoV omd Tovg katoikovg ( brand
citizenship behavior), kaBmg kot ™G avTANTTNG ALOEVTIKOTNTOG TOV YNELOKOV OPNYNOE®Y, MG
Bacikdv Tapapétpov HECH TV 0moinV dStupopPdveTol To brand Tov TPOOPIGLOL ATd TNV OTTIKY TN
TOTKNG KOW®VIOG.

Ot d100TdcElS TG €IKOVOG TOTOV Kol TNG GLVOLGHNUATIKNG OTOKPIoNG EVOMUATMOVOVTOL GTO
Tapov BepnTIKO TAICI0 G EPUNVELTIKOL PNYAVIGUOL OV GULUBAAAOLV GTNV KOTOVONGY| TMV
dothoewv HEc® TV omoiwv o yneako storytelling emmpedlet Tig avTIAMYELS, TIG OTAGELS Kot TIG
GUUTEPLPOPES TOV KATOTK®V. Q6TOGO, dEV GLYKPOTOVV ALTOTEAEIC KVpieg HeTaPANTEG HETPMOTG OTNV
TapoHGO PAGT TNG £PEVVAS, TPOKELLEVOL VO dtaTnpN el Gapng EPELVNTIKY £0TiOGN Kot Vo emttevyDel
enapkEG PAO0G avaALOoNG GTOVE KEVIPIKOUS AEOVEG LEAETNC.

H emoyn avt kpiveton pebodoroyikd okoOmur, kabmg eMTPENEL TN OLEPELVON TOV MO
Kpiolov dwotdoewv ToLv pOAOL TV Kotoikwv otn Owadwkocios tov destination branding,
nepropilovrog tavtdHxpovo Tov Kivouvo vrepPOMKNG TOADTAOKOTNTOS TOL EPELVNTIKOV HLOVTEAOL
EVIoYDOVTOG TN COPNVELL KOL TNV EPUNVEVTIKT 10YD TOV OTOTEAEGUATOV.
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4.4 ITAnBvoudg kot AstypotoAnyio

O minBvcpdg o omoiog emALyOnKe Yo TNV €pevva pog eivol KATOKol ToV VNGO NG Atywvag.
Y& avtolg mepAapBdvovtol TOco o1 HOVIHOL OGO KOl Ol ETOYIKOL KATOWKOL, KaBMG Kot 01 VO OUAOES
GLVIGTOVV EVEPYOVS POPELS TG TAVTHTNTAG TOV TOTOL KOl GUUUETEXOLV OTY| SOUOPP®OT TNG EIKOVOG
TOL TPOOPIGLLOVD.

AOy® TG EAAEWYNC EVOG EMIGNLOV KATAAOGYOV TOL VO TEPIAAUPAVEL TO GTOLKEID TV KATOTK®OV,
dgv NTav €Kt M toyoio N emloyn Tov delypatog. o tov Adyo avtd, emré€ape ) pébodo g
derypotoAnyiog un mhavotnroc. ITo cvykekpiuéva, eQaprdoTnKe £VOC GLVOLAGUOC JETYUATOANYING
€VKOMOG Kot ylovooTiBddag, 0mov 1 dwdikacio Eekivnoe pe T SOV TOV EPMTNUATOA0YIOV OF
ynowkés kowvotnteg e Atywvag (u€Bodog gukoAiag), Kot otnv cuvéyeln, Nmobnke oamd Ttovg
GUUUETEYOVTEG VO TO TPOMONCOLV GE YVMOGTOVS TOVG TV UEVOLV 610 VNGt ( uEBodog yrovootiBddog ),
N otpatnykn ovty Pondnoe vo Eemepactovv ol meplopiopol mpdoPaocng kot va eEocpoiotel
LEYOADTEPN YEMYPOPIKN KOl KOW®VIKY dtoomopd oto detypa. To tedkd detypo g €pguvag pog,
avnABe og 151 dropa. To péyeBog avtd Bewpeitar oTATIOTIKA ETOPKES Y10 TOVG CKOTOVS TNG TOPOVGOG
SmAopOTIKNG €pguvag kat Yo TV eEaymyn a&ldmoT®V CUUTEPUCUAT®OV O10TL, Yia TV deéoymyn
TOGOTIKAOV OVOAVGE®MY Kol TNV eEaymyn ac@almv cvunepacpdtov ypealdpoacte detypa 100
oovppeteyovtov. To mapodv dstypo Aowmdv, emTpémel TV ACEOAN OlEPEHVNON TOV EPELVNTIKAOV
EPOTNUATOV LLOGC.

4.5 Epyaieio Zulhoyng Aedouévaov

H cvAloyn| tov IpoTtoyevdy 0£00UEVOV TPAYHOTOTOWONKE HEC® OOUNUEVOL NAEKTPOVIKOD
EPOTNUOTOAOYIOV, TO Omolo oYedldotnke €WOKA Yoo TIG OVAYKEG NG mopovcos HeAEs. To
EPMTNUATOAOY10 OmoTEAEITAL KUPIMG 0O EPMOTNGELG KAEIGTOV TUTOVL Kot KATpakeg dtafabuong ( Likert
5 onueiov), evd mePAAUPAVEL Kot [ EPATNOT AVOLXTOL TOTOV Yol TNV TOLOTIKY OTOTUMGT TNG
€IKOVOG TOV VNG100.

H apyrrextovikn tov epotnpatoroyiov, akodlovdel pio Aoyikn celpd, EeKvdvTag omd YEVIKT GYEoN
He TOV TOMO KOl KOTOANYOVTOG OTO ONUOYPOQKd otoryeio, HE oTOXO Vo UMV KOUPAGEL TOV
GUUUETEYOVTO,

1. Zyéon petov Tomo ( Ewayoywn Evommra) : Agpevvator o Pabuoc cvvaioOnpotikng
GLVOEDNG, 1N TAVTIOT KOl 1] VIEPNPAVELN TOV KATOIK®V Yo TV Atywva, KaBdg kot 1 61d0eon
TOVG VO A0V e evBOLGLOGUO Yo QLT V.

2. Wnowxo Storytelling (Evomnta B ): H evomta avt e€etdlel v ékbeon tov kotoikov oTig
apnynoeic. [eprhapfavel epotoelg yio ™ cvyvotnta €mAQNS He TepleyOUevo oto social
media ( B1), tov tpomo mov PBidvouv avtég Tig 1otopieg ( B2- my. av {oviavedovv HvNUES),
TOVG QOPEic OV aenyovvtol TV 1oTopio. Tov vnolov ( B3) kot ta Begpoticd otoryeion mov
Kuprapyovv ( B4-m.y. tomia, mpoidvta, kabnuepvotnta)

3. Zvppetoyn kot Apdaon ( Evomzrta IN): Ed® xotaypdeetor n evepyds eumlokn TV KOTOIK®V
(Brand Citizenship Behavior). Ot gpotoelg €otidlovv 6T0 TOGO GLYVE OMovVPYovV 1
avaonuootevovy mepteyopevo (I'l) kot mmg aebdavovtal yio tov pOA0 TOLG O APNYNTEG TOV
vnowo? ( 12).

4. AvBevtikotra ko Enidpaon ( Evomteg A & E): A&iodoyeiton | avtiinmt avbevtikotnra twv
YNOWKOV OVATOPACTAGE®Y, oV ONA0dN Taptdlovy LE TNV TPAYUOTIKOTNTA 1 dNpovpyodv
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yevdeic mpoodokies, kal n enidpaon tov storytelling otn enun g Atywvoag ( E1). Exniong,
{nretton n ooy yio o ototyeia mov tpocerkhovy emokéntes ( E3) ko pia cvvroun meprypagn
TOV 1aviKoy cuvOnuatog yuo o vnot (E2).

Anpoypagikd Ztotyeia (Evomnra £T ): H tedevtaio evotnta meptlapuPavel to xoupaKTnpioTikd
TOV CLUUETEYOVTOV ( OAO, NAIKia, eminedo exmaidevonc), pe Wwitepn EREacn 6TV W0TNTA
TOL UOVIHOV KOTOIKOU KOl OTO ¥pOVie. OlOUOVIG OTO VNoi, MOTE Vo OlGPOACTEL M
KATOAANAOANTO TOV OELYLOTOG.

4.6 Metatpon) MetafAntov kot Kiipakeg Métpnong

H petatpomn tov Oempntikdv evvoldv ce HeTpiola peyEnn, mpaypotomombnke péom g

KOTOOKELNG 6UVOETOV KMUAK®V, o1 omtoiec Paciotniav ot diebvn Biploypagia. To epotnuatordylo
dounonke oe Bepatikég evotneg, Kabepd and T Omoies dEPELVA 0L GUYKEKPIUEVT LETAPANTY] TOV
gpeuvnTikoy povtédov. o v Kotaypaen TOV onaviinoemv, ypnoworomdnke n mevrofdadpio
KMpoka Likert 1 = Atwpovd Atdéivta Eog 5 = Zopeovo ATolvta), 1) 0roio ETITPETEL TN LETPNON TNG

£VTOONG TOV OTAGEMV KOl OIEVKOAVVEL TNV ENOYMYN OTOTIGTIKOV GUUTEPAGUATOV.

Avoivtikdtepa, ol petafintég petpndnkav mg e&ng:

1.

2yxéon kot Tavtion pe tov Tomo (Resident-Place Identification - RPI): Xtnv apdn evotnta tov
EPMTNUATOAOYIOV, 1 TOVTION TOV KOTOIK®V e TNV Afywvo peTpnOnke HECH SEIKTAOV OV
OTOTLTTMOVOVY TO GLUVALCONUATIKO OECIUO KOl TNV EVOMUATMOT TOV TOTOV GTNV E€IKOVO TOV
atopov. Epotmoeig 0nmg «H Aiytva eivatl KoYt Tou €autou pou» kot «NI1Bw TepR@avog 0tav
TPOBAMETO», avTAoUV TN PBdon Toug omo TNV Bewpia NG KOIVWVIKNAC TAUTOTNTAC KOl TNG
TEPIBAANOVTIKAC PuxoAoyiag, EAeyxovtag Tov Babud evowpATwang Tou TOTOU 0TNV TPOCWTIKA
TOUTOTNTA.

. AvtiAngn Wnetakoo Storytelling ( Digital Storytelling Perception) : H petapAnt aut ( Evétnta

B) e€etdiotnke péca amo duo SIOCTACEIC: TN CUXVOTNTA €KBEONC Kal TNV O@NynUaTIKn eupuBion
(narrative transportation). Ot cvppetéyovieg kKANOnkav va a&loloyncovv mOGO cvyva
GLVOVTOVV TEPLEYOUEVO GE SLOPOPETIKA Kovala , Onwg gival ta social media, blogs, PBivteo
K.0. Kot Kopiog mog Pidvovy avtd 10 mepleyOnevo cvvolcnuotikd (wy. «Ol 10Topieg
{wvTaveLoLY PVNUES», «Me Kavouv va BEAW va Eavaliow oTIYPES»). Ot deiktec avtol eléyyovv
TNV IKavOTNTO TG YNOLOKNG 0P YNONS Kol TPOKOAEL GLVOLGONULATIKY EUTAOKT).

. Zvumepupopd moAitn g Mdapkoag (Brand Citizenship Behavior - BCB): H gvepydc cuppetoym

v katoikov ( Evomta I), petpndnke pécm tov dEIKTOV TV KATOIK®OV VoL AELTOVPYNGOVY (G
npecPevtéc Tov brand, gite dnpovpymdvrag dkd tovg mepleyopevo ( User-Generated Content),
elte mpoPaivovtag 6e evEPYELES SLAGO0NC KO VITEPACTIONS TNG PIUNG Tov VooV, H kiipaka
AT GLVOEEL TNV TTOONTIKY| KATOVAA®GT TEPLEYOUEVOL LLE TNV EVEPYN LIOGTNPIEN TOV TOTOV.

. Avtumnty AvBevtikotnro (Perceived Authenticity): H petafint) g avbevrikomrog (

Evomra A) Asttovpyel HEGH EPOTNGEDV TOL JIEPELVOLV TN CLUPOVIO 1] TNV ATOKALGT HeTAED
™ME YNOLOKNG ekOvag kot NG Propévng mpaypoatikotntas. Epomuata 6mog «H €IKOVA Tou
BAETW 0TO O10QIKTLO TAIPIAZEL Pe auTO ToL Brwvw» 1\ «Ot PNPIAKES 10TOPIEC dnIoLVPYOLV
UTIEPPBOMIKEC TTIPOTOOKIEC», GTOXEVOUV GTOV EVIOTIIGHO TOU BaBuoL EIAIKpivELOg TToU amodidouv ol
KATOIKOL OTIC AIABIKTUOKEC OVATAPOOTACELC TN AlyIvac.

Enidpaon otnv ®nun (Impact on Brand Reputation): Téhog, otnv Evotnta E, petpionke n
avtilapPavopévn emidopacn tov storytelling otnv ocvvolkn ewodva tov vnowol, HECH
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EPOTNCEMY OV APOPOVV T OLPOPOTOINGN TOV TPOOPIGHOV OO TOV OVIOYOVIGHO KOl TN
SOVOUN TOV 1I0TOPIOV TOV KATOTKOV EVAVTL TV ETICU®V 01PN UICEDV.

4.7 Awdikacio ZoAroync Aedouévmv

H épevva de€nybn péoo g peboddov Tov MAekTpovVIKOD €POTNUOTOAOYIOV, OTOVL TO
EPOTNUATOAOYI0 yMolomoOnke otnv Thatedopua Google Forms, 1 omoia emedéyn yio Ty gvypnotio
™G, TN CLUPOTOTNTA TNG LE TIC KIVNTEG GVOKEVEG Kot TN SuVaATOTNTO AUESTG EAYWOYNG TV dESOUEVMDV
o€ popen Aoylotikov euAlov ( Word Excel) yia mepartépm avdivon.

H ocvAloyn tov dedopévev mpayuatonomonke kotd v ypovikn tepiodo tov AskepPpiov tov 2025
Kol 1) O10VOUN TOL GLUVOEGLOV , EYIVE GTEPEVUEVE, GE YNOLUKA TEPPAALOVTOA OTTOV GLYKEVIPMVETOL I
TOTIKN KowvotnTo TG Alyvag. Xuykekpipéva, a&lomomonkoy:

Ondodec oto Facebook amoxielotikd yio kdtotkovg kot gilovg tng Atlyvog

Tomkég 6eMOEG EVUEPMONG GTOL LEGO KOLVOVIKTG OIKTOMOTG

[Ipocomikd diktva emikovoviog HECH EPAPLOYOV AVTOAAAYNG unvopdtov, 6mwg sivol To
Viber kot To messenger, 6T0 TAAIG10 TG OetyloToANYiog Y1ovosTIAdaC.

Eniong, vy 1 peyiotomoinon tov mococtol avtamdkpiong (response rate), T0 £POTNUOTOAIYLO
oYEOAGTNKE MOTE VO Elval GVVTONO, TTEPimoL yperalovtay 5-10 Aemtd, Kol 6GO TEPIGGOTEPO PIAIKO
ywotav ywo. Tov ypnotn. Emmdéov, eiye pvBuotel dote vo punv emrpénet v vmwoPoAn eAMmmv
amovioewv o€ Kpioeg epotoelg ( vroypemTikd media), dtouc@oilovtag TV TANPOTNTA TOV
dedopévav. Ilpw v opiotikn| dudbeon, Tpaypatomodnke £vag MAOTIKOG EAEYXOG G LKPO apOpd
atopov, tepinov 10 dropa, pe okomd vo EVIOTIGTOUV EALEIWELS Kol ACAPELEG GYETIKA LLE TIG EPOTNCELS
TOV EPMOTNUATOAOYIOV.

4.8 Znmpoata Asovtoroyiog ko [Ipootacioc Aedopévmv

H épesvva  oyxedidomnke kor vAomom|Onke He avoTnpn TPOCHAMON GTOVG KOVOVES NG
aKOONUOTKNG OEOVTOAOYIOG KOl OTO KOVOVIOTIKO TAQIGLO Yo TNV TPOCTUGIO TOV TPOSOTIKAOV
oedopévav (GDPR). Ipotapyucd péAnpo anotéAece N O10GOAMOT] TNG EVIUEPOUEVNS GLYKATAOESTG
TOV CUUUETEYOVTOV. ZVYKEKPLUEVA, GTNV EICAYMYIKT GEAIOO TOV EPMOTNUATOAOYIOL TAPEXOTAV GOPNS
KOl AVOADTIKT] EVIUEPOOT GYETIKA LLE TNV TOVTOTNTO TOV EPELVNTH, LE TI GLVEYLOT] GTI] GCUUTANPMON
VoL 1I60OVVOEL e PNTY| OITOd0YT| TV 0PV GUUUETOYNG.

[Mopdiiniao, Sec@OAIoTNKE 1| TANPNG OVOVLUIO KOl EUTIGTELTIKOTNTO TOV EPOTOUEVOV,
KkaBdg dev {nOnke Kavéva otoryeio mTov Ba pmopovoe VoL 00N YNOEL GE AUEST 1] EULEST) TAVTOTTOIN G,
Omm¢ ovopotemwvoupo, owevbuvon IP 1 otoyeio emwowvoviag. To dedopéva  cvAAEYONKav
GLYKEVIPOTIKA KOl YPTCLULOTOMONKAY OTOKAEIGTIKA Y10, TOVG GKOTOVG TNG GTATICTIKNG emeéepyaciag,
emmpochitmg, TovioTnke 0  €BEAOVTIKOG YOPAKTIPOS TNG CLUUETOYNG, ME TOVS EPMOTMOUEVOVS VO
STNPOVV TO JKOUMUO SOKOTNG TNG SladIKAGING OTOLONTOTE GTIYUN TO emBupovoay, Yopig Kapio
ovvéneln. Téhog, Yo TNV ACQEAAEW TOV OEOOUEVOV, TO WYNOOKOE Opyeio TOV ATovVIcE®V
ATOONKELTNKAV GE TPOCTATEVOUEVO TEPIPAALOV e TPOGPOOT) OMOKAEIGTIKA Gtd TOV EPELVNTH KoL
poopiloviol Vo KOTAGTPUEOVLY HETO TNV OAOKANP®ON kot TNV o&loAdynon ¢ SmMA®UOTIKNG
epyaciog.

35



4.9 MeBodoroykoti [epropiopol

[No v opn a&loAdynomn TV ELPNUATOV oG, KPIVETOL ATOPOiTNTN 1) OVOPOPA GTOV TEPIOPLGLOVG
™G £pEVVaG HOC. APy 1] ETAOYN VAL XPNGUYLOTOGOVIE LOVO YNOLOKE KOVAALDL Y10 TV GUALOYT TOV
OedOUEVMV LaG, EVOEXETAL VO £XOVV EMNPEACEL TNV OVTITPOCMOTELTIKOTNTO TOL dgtypotog pag. I
OUYKEKPIUEVD, LIAPYEL N TOUVOTNTO OTOKAEIGUOD TANOLCUIOK®OY OUAd®Y Ol OToiol E£YouvV
TEPLOPICUEVT TPOGPaGT 6TO S1dIKTVLO, OTTMG Eivat O AVOP®TOL HEYAADTEPWV NAIKIDV, LE ATOTEAECLOL
T EVPNLLOTO VO, EKQPALOVY TTEPICTOTEPO TOV VEOTEPOLG KATOTKOVG TNG Alytvoc.

EmmAéov, 0 OULYKEKPWEVOC YOPOKTAPOS TNG EPELVOS HOG, TPOCEPEPEL IO OTOTOIMOY] TOV
QTOTELECUATOV GTNV TOPOVCO YPOVIKY] GTIYUN|, YOPIC Vo TAPEYETE 1 SLVATOHTNTO TOPAKOAOVONGNG
OANG ™S €EEMENG TV oTdoE®V TOV Kotoikwv Babog xpodvov

Téhog, téh0g €vag axOpUa TEPLOPIGUAC, TPOKLMTEL AO TN GUON TOV EPOTNUOTOAOYI®V, OOV 01
QITOVINGELS TMV GUUUETEYOVTOV EVOEYETOL VO UMV €lval AOAVTO OVTIKELLEVIKES , KOAOMOG TOAD cuyva
gloépyetal o ocvvausOnuatikodg mopdyovrag 1 1 ocvveldnm mpdbeon TV katoikwv g Alywva va
TAPOVGLIGOVYV TO VNGL KAADTEPO GE GYEGN LE TNV TPUYUOTIKOTNTA.

KepaAalo 5 : AoteAéopata 'Epeuvag

210 KeEPAAOMO 0aLTO TAPOVOIALOVTIOL TO OMOTEAEGUATO TNG OTOTIOTIKNG OVAALONG TV
dedopéVmV Tov CLAAEXIN KAV pHEc® TOL EpTNUaTOAOYioV. H avélvon mpaypatomombnke pe ) yprion
TOV GTATIGTIKOV TPOYPAUUaTOS Jamovi kot TepAapBavel TNV TEPTYPAPT] TOV ONUOYPUPKOD TPOPIA
TOV GUUUETEXOVIMV, TOV EAEYYO AEI0TIOTIOG TOV KAMUAK®OV, KOODS KO TN O1EPEHVNGTN TOV EPELVNTIKMOV
EPOTNUATOV HLEGM TNG TEPLYPOUPIKNG KOL TNG EMOYMYIKNG GTOTIGTIKNC.

5.1 Anpoypagikd Ipoeil Aetypatog
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To detypa g épevvag amotedeiton cuvolkd amd 151 dropa. Ocov a@opd Ta SNUOYPUPIKA TOVG
YOPOKTNPLOTIKA, TapatnpovvTot Ta €ENG: g TPOg TO0 LA, 1| TAELOYNPIL TV GUUUETEYOVTOV givorl
yovaikeg (60,3%), evd ot avdpeg amotedovv 10 39,7% tov deiypatog. Ocov agopd v niia, 0
delypa elvar oyxetikd veavikd, kabmg n moivtAnBéotepn opdoda eivar or véor 21-31 grwv (53,6%),
axoAovBovpévn and v opdoa 32-41 etov (23,2%).

dYNO

s 'YNAIKA = ANTPAY = =

paenua 1. : Katavour Agiygatog avda @uAo

HA Lk Laky Katoavourny Aeg{yuatoc
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pdenua 2. : HAikiakr) Katavoun Agiypatog

37



To popwTiKd eMiNEOO TOV GUUUETEYOVT®V KPIVETAL 1O10UTEPA VYNAD, YEYOVOG TTOL EVICYVEL TNV
To10TNTA TOV EPELVNTIKAOV dedopévmv. [To cvykekpyéva, 1 TAstoyneio tov detypatog o1abétel Titho
tprtoPdOpiag eknaidevon. Avorvtikotepa, to 44,4% etvar kdtoyotr truyiov AEUTEIL evo éva e€icov
onuavtikod mocootd (23,2%), drabétet petomtuytokd Titho omovdmv. Xe avtd npootiBeton Kot o 1,3%
7oV €lval KATOYOL S100KTOPIKOL SMAGMOTOC. AEl0oMUEI®TO £ival ENIGNG TO TOGOOTO TOV OTOPOITOV
Avkeiov, to omoio avépyetat 6to 27,2%, amoTeA®VTOS TN 0eVTEPT LEYOADTEPT TANOLGLLOKT] OLAdAL.
Téhog, 10 2,6% 1OV detypatog Exel AaPet enayyelpotikn Kotdption (IEK), eved ta vrorota mocootd
KIVOUVTOL GE YOUNAG TOGOGTA. LVUVOAKA 1) VYNAN GUYKEVIP®ON 0€ avaTepeg Pabuideg vTtodnimvet
£€voL KOO LE KPITIKT OKEWYT Kol IKOVOTN T KATOVOTONE TOV YNPLOKAOV EVVOLOV oL EETALEL 1] EpELVaL.

Enimedo Exnaideuong Asiypoatoc
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I'paonua 3. : Eninedo Exnaidevong Asiypatog

[dwaitepo evolapépov mapovoidlel n oxéon toug pe 10 vnoi. To 66,2% INADOVOLY HLOVILLOL KATOIKOL TNG
Atywog, eved 10 61,9% (et 610 Vnoi yia tepiocdtepa amd 20 ypovia, yeyovog mTov VTodNA®MVEL OTL 01
AmOVINGELS TPoéPYovTol amd dtopa pe Pabdid yvoon ko Plopa tov tomov. Télog, to 60,9%, dev
OTTOCYOAEITOL EMAYYEAUATIKG LLE TOV TOVPIGUO, ££ac@OAIlovTag £TCL oL EDPVTEPT OMTIKN OV OEV
nepropiletar LOVo 6€ EMAYYEALATIKO CULPEPOVTOL.

Téhog, 101aitepn PapLTNTA YO0 TNV EYKLPOTNTA TNG EPELVOG £XEL 1 OLAPKELD TOPOUOVIG TOV
GUUUETEYOVT®V 6TO VNG, OM®G TPOKVTTEL amd To. oTotyeia, To delypa yopoktnpiletar amd vynin
EVTOmOTNTO Kol Babid yvdorn tov 1émov, cuykeiteva, n cuvipintiky risoyneia (61,9%) (et oty
Atywa yuo meprocotepa amd 20 ypdvia, v €va onpovikd tocootd (20,4%) katowkel 6to vnot amd
11 €wg 20 1. MikpdTEPO TOGOGTA KATAYPAPOVTOL Y10 TOVS VEOUS KATOWKOLG e TO 13,6%, va StovEpet
Myotepo amo 5 £t ot poag 1o 4,1% and 6 €wg 10 €. To yeyovég 61l dved amd to 80% twv
epomOéviov (g1 610 VNGl Yo TEPIGGATEPO AMO U0 OEKOETIO, EVIGYVEL TN ONUAVTIKOTNTO TOV
QOVTNOE®V TOVG KOOGS 01 amdYELS Yo TV owBevTikdTnTa Kot tnv tavtdtnto e Alywvag Basilovat
G€ LOKPOYPOVIO PLOUATIKY] EUTEPIN Kot OYl OE EMUPAVELNKT] ETOPT.
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Ipaonpa 4. : "Etn Awapovig oty Atyva

[Mivaxag 1: Katavoun Agtypotog wg mpog v Hixia

Etn Altapovhg otnv AlyLlva

11-20 €1n >20 é1n

Hukuokn Opddo Zuyvémnra (N) ITocoo16 (%)
Kéto tov 20 3 2,0%

21-31 81 53,6%

32-41 35 23,2%

42-51 20 13,2%

52-61 9 6,0%

61 kot Gvo 3 2,0%
ZHvoro 151 100,0%

MMivaxog 2: Katavopn Aglypotog og npog to ®Hro

dHro Yvyvomra (N) ITocoo16 (%)
Avdpag 60 39,7%
IMvaika 91 60,3%
2Hvolo 151 100,0%

ITivaxog 3: Katavoun g npog 10 Exnadevtikd Eninedo

Exnodevtikd Eninedo

Zoyvomra (N)

[ocootd (%)

AmoAivtipro Avkeiov 41 27,2%
IEK/Emayyehpatikn 4 2,6%
Koatdption

[Stwtikd Kolréyto 1 0,7%
[tvyio AEI/TEIL 68 45,1%
Metomtuytokog Tithog 35 23,2%
ABoKTOPIKO 2 1,3%
20volo 151 100,0%
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MMivaxog 4: Enayyelpaticny Zyéon pe tov Tovpiopd

Anocydinon otov Tovpiopd Zoyvémnra (N) ITocootd (%)
Now 59 39,1%

Oy 92 60,9%
Zvvolo 151 100,0%

[Mivaxag 5: Katavoun og tpog ™ Moviun Katowcio

Kabeothg Atapoviig Toyvomra (N) TTocootd (%)
Nau, gipon povipog KGTowog 100 66,2%

Oy, aALG Tepvd xpdvo 6T0 Vol 51 33,8%
Z0voro 151 100,0%

ITivakag 6: 'Etn Atapovig otnv Atywva

‘ETn Alauovng 2uxvornta (N) Moooo16 (%)
Aiyotepo atd 5 xpédvia 20 13,6%

6-10 xpdvia 6 4,1%

11-20 xpovia 30 20,4%

Mévw amd 20 xpovia 91 61,9%
20voho 151 100,0%

5.2"Eheyyoc A&omiotiag kot Ecomtepikng Xvveneiog (Reliability Analysis)

[Tpwv ) d1e€aywyn TV KUpi®V GTATICTIKOV aVOADCE®DY, KPIONKE amapaitnTog 0 EAeyy0g g
eowtePkNG  ovvémew (internal consistency), TV KAMPAK®OV OV  ypnoipomomdnkav  ©To
gpotuatordylo. o tov okomd avtd, epappdotnke o deiktng Cronbach’s Alpha (o), o omoiog
arotedel Tov mMALOV SladedOUEVO deiktn Yoo TNV ektipunom g a&lomoTioG TOV YUYOUETPIKMOV
gpyoreiov. Xoppova pe ™ oebvn Pprloypaeio (Nunnally, 1978), tipég tov deiktn dve tov 0,70
Bewpodvtarl kavomomTikég, eved TWES dve tov 0,80 vrodnAdvouvv vynAn aélomiotia. Qo1d60, cE
OlEPELVNTIKEG £pEVVEG M O€ KATLOKEG He LKkpO aplBpd epotoemy, TIHég dve tov 0,60 yivovion emiong
arodékteg (Hair et al., 2010).

2y mapohoo €pevvd, 0 €AEYXOC Tpoypatomomdnke Eexwplotd yuo TIC TEGCEPEIS Paoikég
petafAntég tov Bewpnrtucod vmodeiypatog. To amoteléopata kKpivoviol 1O10TEPA IKOVOTOTIKA,
Sl @aAlovTag TNV EYKLPATNTO TOV LETPTCEWV.

1. Tovtomnta tov Tomov (Resident Place Identification - RPI) : H kAipoka mov pétpa tov fabuo
TaOTIONG TOV GLVALGHNUATIKOD deoOV TV KoToikov pe v Alywva ( Mépog A), emédeite
eEapetikn agomotio, pe tov deiktn Cronbach’s Alpha, va Aappaver v tyun o= 0,913. To
ATOTEALEC L. OV TO VITOONAMVEL OTL 01 EPMTNGELS TOV OPOPOVY TNV TEPNPAVLA, TO FEGLLLO KOL TNV
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aiocBnon tov avnkely, cLYKPOTOLV Hid EENPETIKT GUUTOYN KOL GUVEKTIKY] Evvola. AKoAovOel
0 TIVOKaG LE TO OMOTEAECUOTO TOV EAEYXOV a&10MIoTIOG:

MMivaxog 7: Ztatiotikd A&omiotiog KAipakag

Aciktng AglotTioTiag Ty Cronbac’s Alpha (a)
2UVOAIK) KAipaka (Scale) 0,913

. AvtiAnym Ynowokov Storytelling. H kAipaxa a&loldoynong tov ynetokov aenyncewv (Mépog
B) eppdvice mold vymAn aélomiotia (0=0,857). H tyunq avt emPePaidvetl 0TL o1 EpOTOELS
OYETIKA UE TO €VOLAPEPOV, TN GLYKIVION KOl TNV KATOVONGT TOL TPOKOAOLV Ol YNOLoKEG
1oTopieg, peETpovV pe akpifeta Ty modtnta Tov storytelling, 0nwe yivetar ovTtd avTiAnmtd amd
TOVG KOTOIKOVC.

[Mivaxog 8: Xtatiotikd A&omiotiog KAipaxog

AgikTng AglotioTiog Ty Cronbac’s Alpha (a)
2 UVOAIKr) KAipaka (Scale) 0,857

. Zoumeprpopd moAitn (Brand Citizenship Behavior - BCB). T'a ) pétpnon g evepyol
cupUpETOYNS Kot vrrootnpiEng tov brand g Atywvog ( Mépog I'), n avélvon a&lomiotiog £dmwaoe
ogiktn 0=0,730. H tyu avt vrepPaiver 10 6pro tov 0,70 wou kpivetor wkavomomtiky,
OmOOEIKVVOOVTAG OTL Ol OPopES Hopeeg dpdomg (- avaptioels, ovotdoels, Pondbewa oe
TOVPIOTES), GLVOEOVTOL GUVEKTIKA LETAED TOVC.

MMivaxog 9: Xtatiotikd A&omiotiog KAipaxog

AgikTng AglotmoTiog Ty Cronbac’s Alpha (a)
2uvoAIkl KAipaka (Scale) 0,730

4. Avtiinqym AvBevtikdmrog. Téhog kAipoko mov depguvd v awbevtikdtto Kol Tov
pealopo g ynelokng ewovag (Mépog A), onueiooe deiktn a=0,645. ITapdro mov 1 Tiun
aLTH ElVoL YOUNAOTEPT GLYKPITIKA LE TIC VITOAOWTES KAMUOKES, KPIVETOL ATTOOEKTY] Y10 TOVG
GKOTOVG TNG TOPOVGUG LEAETNG, OEG0UEVOL TOV TTEPLOPIGOV aplBLOD TOV EPOTHGEDV TOV
GLVOETOVV TN GLYKEKPIUEVT] LETAPANTI] KoL TOL SIEPEVVITIKOD YOPOUKTNP TNG EPELVAG MG
TPOS TNV £VVOLa TNG YNOLOKNG ALOEVTIKOTNTOG.

ITivaxog 10: Zrotiotikd A&omiotiog KAipokog

Acgiktng AglotioTiag

Ty Cronbac’s Alpha (a)

2 UVOAIKr) KAipaka (Scale)

0,645
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5.3 Heprypapn Zratiotiky] Avdivon (Descriptive Statistics)

v evotnta. avTh Tapovctdloviol To. TEPTYPAPIKO oTaTIoTIKA ototyeio. (Mecol dpot Kot
Tomikég ATOKAIGELS) Yo TIG TECOEPELG KEVIPIKEG PETOPANTEG TNG Epevvag. Xkomdg elvar Oyt uévo M
KOTOYpapn TOV TILOV, 0AAG Kot 1) epunveia Toug o€ oyxéon pe to Epevvnrikd Epotiupato tov tédnkov
oto Kepdaio 4.

i

N

w

(Place Identity)

pdenua 5. : ZuykpimikA MNapouaiaon Méowv Opwv (Mean Values)

SUVYKP LT LKA Ioapouoiocon Méowv Opwv
Mean Values)

Yne Laxrd

Storytelling

AVvT LANITH
AUBeVvT LKOTNTX

(

3.6

3.

3‘ ||||| |||||
2.8

Tovtdtnta Toémmou

Supnep Leop&

Suupetoxng (BCB)

To amoteréopata g avdivong svvoyiloviot otov [ivaxa (11) mov akorlovOei:

MetofAnt N Méoog Tomun Erdyioto Méyioto
Opog Andéxhon | (Min) (Max)
(Mean) (SD)

Tavtoémto 142 3,95 0,90 1,00 5,00

Tomov (RPI)

Pnoaxd 139 3,79 0,75 1,17 5,00

Storytelling

Avtimm 138 3,42 0,58 1,40 5,00

AvBevtikdmra

Zoppetoyn 146 3,31 0,84 1,00 5,00

(BCB)

Mivakag 11: Zuvown ATTOTEAEOUATWYV

1. Tavtion pe tov Tomo (Resident Place Identification - RPI)
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H petapfinm RPI eppaviCet tov vyniotepo péso 6po (M.O. = 3.95, T.A. = 0.900), petald oAmv
tov eetaldpevav tapaydviov. H tiun avt, n onoia mtpoceyyilel 10 4 otv SPabuia kiipoka,
VTOONA®VEL OTL Ol KOTOWKOL JSLOKATEXOVTOL Omd 1oYLVPOTATO GLVOICONUOTO TAOTIONG Kot
VIEPNOAVELOGS Yio TNV Afyva. O@empovv T0 VNGT VOTOCTOGTO KOUUATL TOV E0VTOV TOVS KOIL 1] GYECT
TOoVG pe avTo givar Pabid cuvasOnuatikn Kol Oyl amAmg ypnotikn. To evpnua avtd, amotedel ™
Baon vy v Katavonon g cuUTEPLPOPds TV Katoikwv g Atywvoc. EmPefoidveton 6Tt 1
TOMIKN Kowwvia dtabétel 1oyvpd cvvoisOnpatikd vwoPabpo, o onoio, av aélomombel cwotd,
umopet va petatpomnet o€ duvaun tpo®dnong tov Brand.

2. AvtiAnyn yo to Pnoewoxo Storytelling.

Ot kdtokot a&loA0yohv BETIKG TIC YNOLOKES PN YNOELS TOV 0POPOVY TO VNG, LLE TOV HEGO OPO V.
Swopopepmvetor oto 3.79 (T.A. =0.748). To evpnua avtd Tov TpoPailetal, KPIVETAL MG EVOLAPEPOV
Kot ikovo v Tpokoiécel ouvaicOnuata. 'Etot, vtapyet ohvoeon e TO TPATO EPEVVNTIKO EPATN LA,
OMA0ON TG 01 KATOWKOL avTIAapPavovtal TRV ynelakn aenynon. Ot kdroikot dev eival adtdpopot
N apvnrtikoi, avtifeta, avayvopiloov v afia mov deiyvel 6Tt To £60pOg €ival YOVIHO Yo TNV
nepottéPm avamtuén tov Storytelling.

3. Avtilnyn AvBevtikotntoc.

H petofinm g Avbevtikomrag kataypdest péco 6po 3.42 (T.A. = 0.581). Av kot n T
Tapopével Thve amd Tov HEco 0po onpeio g kiipakag (3), etvor younAdtepn cLYKPLTIKA LE TV
Tovtoémra Ko to Storytelling. ESd , amoavidue 610 Tpito gpguvntikd ep@TNpa, T0 omoio gival,
moteg eival ot avTIAyelS yuoo v avBevtikomta, 6mov cuvavtdue po petponadn otdon. Ot
Kkdtowotr avayvopilovy otoygio. peaAcroy, OAAG doTnpodV KATOEG EMPUVAGEELS Yol TO OV
QITOTVTIMVETAL TANPWOG 1) TPOUYUATIKY Kadnuepvotrta. Avtn 1 empdialn sivor kpioyn, kabdg 1
EMAenym amOAVTNG EUTIGTOGHVIG GTNV ALOEVTIKOTNTA TG EIKOVAG UTOPEL VOL AVOGTEALEL TNV EVEPYO
GUULLETOYT TOVG.

4. Zvoumeprpopd moritn (Brand Citizenship Behavior — BCB)

O younAotepog HEGog 0poc NS Epevvag evtomiletat otn cvpmepipopd [Toditm (M.O. = 3.31,
T.A.=0.837). Edm, PAémovpe OTL vILApyEL GVHVOEST] LLE TO OEVTEPO EPEVVITIKO EPADTNLLOL, TO TOLO
glval, og oo Pabud GUUUETEXOLV, TO OEOOUEVO ATOKOADTTOVY EVO GOPES OGO OVALEGO GTO
cuvaicOnua kot v Tpdén. Evd ot kdroucot ayamodv tov tomo ( vynid RPI) kot tovg apésovv
ot 1otopieg (vyMAO storytelling), n evepyo cuppetoyn tovg , péca omd share teplexopévon ALl
Ko TNV dnpovpyio awtov, etvan mepropicpuévn. H otdon toug etvol mepiocdTEPO VITOGTNPIKTIKY
o€ BewpnTkod eninedo, Thpo EvepyN € EMIMEDO dPAoTG.

5.4 Zvoyetioelg petald tov Pacikav PLETAPANTOV

o ™ dwepedhvnon tov oyéoewv petald TV Kuplov HETAPANTOV TG €pevvac,
TpaypatonomOnke avaivon cvoyétiong katd Pearson (Pearson’s Correlation Analysis) kot
OTTOVTOUE GTO TETAPTO EPEVVNTIKO EPMTNUO TOL EYoLUE BEGEL, ONAadN To ¢ ennpedleTon N
gwova tov brand. Ta amoterécpata , Onmg mapovsidlovtal otov [livaka 12 mov axolovbet,
QTOKOAVTITOVV OETIKEC KOl OTOTIOTIKA ONUOVTIKEG oLoyetTioelg o€ Olo ta (edyn tov
UETAPANTOV.

Avoivtikdtepa:
1. Tovtommta Tomov (RPI) xou Storytelling: Tlapatnpeitar n woyvpdtepn cvoyétion g
épevvag (r=0.577, p <.001). Avtd onpaivel 6T1 660 TepiocdTEPO TAVTICETAN VO KATOWKOG
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pe v Atlywva, 1660 mo Betikd aforoyel TIG Yynelokés aenynoels yw tov tomo. To
ocuvaicOnua Tov avikey, aivetol va Aeltovpyel ®g GIATpo mov evicyel T amdOOGN TOL
storytelling.

2. Tovtomra Témov (RPI) ko Zvumeprpopd Iloritn (BCB): Ymapyer Oetiknm, pérpua
ovoyétion (r=0.330, p <.001). Ot k&towot wov ayamoHv tov tomo (VYnAd RPI), tetvouv
VO GUUUETEYOVV TEPIOCOTEPO OTN dtadkacion Tov branding, ov kol n oyéon oev elval
amOAVTO YPOUUIKT, EMPEPAIDOVOVIOG TO YACUO TOL EVIOMIGTNKE OTNV TEPLYPUPIKN
avaAvon.

3. AvBevtikomta kou Xoppetoyn (BCB): Evdwpépov mapovsialel n Betikn cvoyétion (r =
0.299, p <.001) peta&d g avTIANTTAG ALOEVTIKOTNTOG KOl THG GUUTEPLPOPAS CLUUETOYNS.
Ooco mo yviolo Bewpov o1 KaToKot TV e1kdva Tov TpofdiieTal, TOGO To TPOBu oL eivat
VoL EUTAOKOVV EVEPYA GTNV LTOGTNPIEN TNC.

4. Storytelling kot AvBevtikdmra: Téhog, kataypdeetar Otk cvoyétion (r = 0.271, p =
.002) avépeco otnv mowdTNTO NG APNYNONG Kot TNV aichnon g avbeviodtnrog,
VTOONADVOVTAG OTL Ol KOAOPTIOYUEVES 1GTOPIEG EVIGYVLOVY TNV OVTIANYN PECAIGHOD KOl

YVNGLOTNTOC.

[Mivaxag 12: [Mivaxag Tvoyeticemv Pearson (Pearson's Correlation Matrix)

5. Metwapintéc | 1.RPI 2.Storytelling 3.BCB 4. Avbevticomro

1.Tavtotnta Tomov -
2. Pnowko Storytelling 0,577*** -

3. Xvumepipopd 0,330*** 0,235%** -

Zoppetoxfig

4. Avtiinmn 0,238*** 0,271*** 0,299*** -
Avbevrikotnta

Inueioon: ** p<0,01 *** p<0,001 (oppitievpog EAeYY0GQ)
5.5 Xvvoyn svpnudtov

Xvvoyilovtag ta svpnuata tov Kepoaiaiov 5, 1 ototiotiky] avdivon aveédelce 1o
TPOPIA TV KOTOlK®V TNG Alyvag MG LG KOWVOTNTOG LE 1oYLPN TOTIKY] TOVTOTNTA KOt VYNAO
popeotikd eninedo. H cuomuotikn epunveio 1@V GTATIGTIKOV OMOTEAEGLATOV OVUOEIKVOEL
™ ox€on HeTaED TG TOTIKNG KOWV®VING Kot TG ynelakng ekovag g Atywag. Tlapoatnpodue
AoV, OTL OL KATOWKOL OgV AELTovpyoLV ¢ madntikol dékteg, aAAd avTihapfdvovtol to
ynoako storytelling og éva kpicylo punyaviopd mov evicyvel Ty Tomiky tavtotnta. (Place
Identity).

Qo61660, TAPA TNV WGYLVPN CLVULCONUOTIKY GVVdEST, evtomiletal (o agloonueio
amokAon petabd Ta oTaong Kot TG cvumeprpopdc. [apatnpeiton dniaon, EAhetyn evepyoic
GLUUETOYNG, KOOMG o1 kdToukot epeavifovtat O1eTaKTiKol va avafovy poAo TpecPevth, Kot va
mpowbnicovy evepyd to vioil. H oTatiotiky] avdAvor VIodetkviel OTL 1) S1IGTAKTIKOTNTO OUTY
ouvoEeTan dueca Pe EMELAGEELS GYETIKA e TNV avbevtikdtnTa TG TPOPAAAOUEVG EIKOVAG.
JUVERMG, 1N OVTIANTTH LOEVTIKOTNTA KOl 1) TOWOTNTO TMV 1GTOPUDY, OVOIEIKVOOVTOL G
kaBopirotikol mapdyovteg cvvoeong Tov cuvalcOnuatog kot e mpaéng. H eumepikn oot
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dlamictwon odnyel 6T0 CLUTEPACHO, OTL 1] EVEPYOTOINGT TNG TOTIKNG Kowmviag tpobmofEtet
TN HETAP0oN G TO PEAAIGTIKES KO YVIGIES OLPT|YT|OELS.

Ta mopamdve gupnuato 0plobetovy 10 TAAIco Yoo cu{ntnon mov akoAovdel 6To
EMOUEVO KEPAAOLO, OMOL OVOAVOVTOL EKTEVEGTEPO TO CULUTEPAGULOTO TNG MEAETNG Kot
STLITIOVOVTOL GLYKEKPIUEVES GTPOTINYIKEG TPOTAGELS Yo TNV evicyvon tov brand Aiywa.

Ke@aAalo 6: Zu{Ttnon Kol Zuunepdopata

210 TopOV KEQPAANLO ETLYEPEITAL 1] EPUNVELN TOV EPELVNTIKAOV EVPNUATMV, 1| GOVOEGT TOVS LUE
10 BepnTiKd TAGicl0 TOL OVOAVONKE GTO TPONYOLUEVO KEPAAOO Kol 1) OLOTOTWGCT TPOKTIKMV
TPOTAGEWV Y TV a&lomoinom tov ynotakov storytelling ot otpatnywkn branding g Atywag,.

6.1 Zv{non anotelecudTOV

H avdivon tov dedopévov, avédelle onuavtikd otouyeion avapopikd HE T oxEon ToV
KoToik@V TG Alyvog e Tov TOTO TOVS 0t TOV POAO TNG WNPLOKNG o ynons. Apykd, emPePordvetan
N Tavtoémta Toémov (Place Identity), amotedel Tov 1oyvpoTEpO TApAyOVTO. O TOAD LYNAGS LEGOS OPOG
(3.95), xatadekvidel OTL Yoo TOVG Katoikovg, N Atywva dev givor amhmg €vag TOmMOg SLOOVAG, OALY
GUOTOTIKO GTOLXELO TNG TPOCHOTIKOTNTOS TOVG. To gupnua avtd cvpeovel pe ™ PipAoypagio mov
vrootnpiletl 0TL 1 ecmTEPIKN €1KOVA TOL brand (internal branding) givor Oepedong yio v emtrvyio
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K& TPOOPIGHOV. TNV GUVEYELN, TOPATNPEITOL Lo KPIGIUN OTOKALCT) OVALESO GTO ZuvaicOnuo Kot
v IIpdén. Evd n aydmn ywo tov toémo givar dedopévn, n ovumepipopd moiitn (Brand Citizenship
Behavior), kataypdeet yaunAdtepeg tipég (3.31). Avtd onuaivel 6Tt TapOLo TOV Ol KATOIKO1 VidBovv
TEPNOAVIO, IIGTALOVVY 1) OEV £XOVV TOL KATAAANAL KivNTpa Y1 VoL Yivouy evepyol TpesPevTég TOV VG100
ota social media. Téhoc, n 1oyvpn cvoyétion (r=0.577), ueta&y tov Storytelling kou g TavtdOTNTOG
QOOEIKVVEL OTL 1 YNOLOKY apnynorn Aettovpyel ®g pnyoviopog evovvdipmons. Otav ot Kdtotkot
BAEmovY TV 16TOpia TOLG VO TPOPAALETOL COGTA Kot VOEVTIKA GTO d10OIKTLO, TOVOVETAL TO aicOnua
TOV OVIKELV.

6.2 Zvumepdopato
Xvvoyilovtag Ta upHaTa, TPOKVTTOLV T €ENG TPio KEVTIPIKA CUUTEPACLLATA:

1. To Storytelling wg pnyaviopds ecwtepikng cvvoyns: H ynowokn agiynon Aettovpyet
TPOTIGTOS ©¢ gpyaAeio evdvvlpmong g tomkng kowotntas. H mowdmta kot 1
GLVOALCONUOTIKY OTYNOT TOV 16TOPLOV EMNPECLOVY AUECH TO TOGO TEPNPAVOL VIDOOOLV Ot
Kdtowol, kKobwotdvtag to Storytelling amapoitnto cLOTATIKO Y TNV KOW®VIKN
Blrocydtta ToV TPOOoPIGHOD.

2. To ’EMeppa Evepyovg Zvpuétoyng: Hapotnpeitor capng peimon oty ynetoxn dpdon. H
ayamn yio Tov TOmo 0ev UETAPPELETOL OVTONATA GE CLUTEPLPOPES VITOGTNPIENG ( sharing,
eWOM, content creation). Ot kdto1Kol EpEavilovTal O10TUKTIKOL, YEYOVOS OV 0modideTan
oV EAAEYT KIVATP®V, YNOLOKOV OEEI0THTOV 1) EVKOIPLAOV Y10 VO EKQPAGTOVY ONUOCLOL.

3. H Avbevtikotnro og¢ PvOuiotikog IMapdyovrag: H oavtidnyn. ¢ Avbevtikdmrac,
AVOOEIKVVETOL GE TOAD GNUAVTIKO Topdyovio yio TV gvepyomoinomn tov katoikmv. H
DETIKN TG CLGYETION WE TN GLUUETOYN, OTOSEIKVOEL OTL O TTOAITEG KIVNTOTOLOVVTOL LLOVO
otav avoyvopilovv v aindeia e Kadnueptvdtrag Toug T0 TPORUAAOUEVO TEPLEYOLEVO.
Yoven®sg, oTLMLOPIoUEVT TOVPIOTIKY TPOPOAT, EVOEXETOL VO AELTOVPYEL AMOTPEMTIKAL,
Amo&EVOVOVTAG TNV TOTIKT KOW®OVIL.

6.3 Ilpaxtikég Ilpotdoeic ko otpatnyikés EQappoyég

Me Bdon ta mopandve cvumepdopata, Kpivetor avaykaio n avafedpnon g GTPOTNYIKNG
branding tg Atywoag, pe otoéxo ™ peTaPocn amd Eva HOVTEAD KEVIPIKNG Olayeiplong oe €vol o
GUUUETOYIKO KOl AvOpOTOKEVTPIKO LOVTELD ETKOVOVIOG.

[Tpotapycdg otdyog Tpénet va ivar n Becpikn evBappvuveon g dnpovpyiog TepLeEyorévoL amd
Tovg 10iovg Tovg katoikovg (User Generated Content). e mpaktiko eninedo, avtd unopel va emtevydet
HEG® NG oYeSIOONG OTEVEVUEVAOV YNOLOUKOV KOUTOVIOV LE TN ¥PNOT XOPpaKTNPLoTIK®V hashtags, ot
omoieg Ba KaAohv TOLG HOVIHOLE KOTOIKOLG VO LLOIPAGTOVV TPOCMOMIKEG EUTEIPIES, OIKOYEVEINKES
LVILLEG 1] KPLUUEVEG YoViEG TOV YNo1ov. Mia tétota tpwTofovAio Oo LETETPETE TNV OTOLIKT VALY O
GLAAOYIKO YMOOKO KEPAAOL0, EVIGYDOVTOS TAVTOYPOVA TNV AVOEVTIKOTNTO TOV TPOOPIGLOV.

EmumAéov, yia va avTipetomiotel 1o EAAEUIO TNG YNOLOKTG CUUUETOYNG TOL EVIOTIGTNKE GTNV
épevva, mpoteivetar M dlopydvoon epyaoctipimv ynoewkov ogglottov (digital storytelling
workshops), vtd v aryida Tov AYUOV 1 TOTIKAOV POPEMVY. XKOTAS TOV CEUVAPIOV aVTAOV oV Ba givat
UOVO M TEYVIKY KATAPTIOT TOV KOTOIK®V Kol TOV EMAYYEALATIOV GTI ¥PNOT TOV HECMOV KOWMVIKNG
OKTOH®ONG, OAAG KUPIOE 1] KOAMEPYELX LG KOVATOVPOS EEMOTPEPELNG.
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TéLog, mpoteivetar 1 Onpovpyio piag E01KNG EVOTNTOGC GTNV ENIONUN 10TOGEMO TG Alyvag,
n omoio Aéyetan Discover Aegina,  omoio Ba Asttovpyel ®g ynelokd amobeTplo TPOPOPIKAOV
otoptwv. H mpofoin moptpétmv kol cuvevienéemv amd ovOpmdmovg ¢ Kadnuepwvotnrog, Onwg
YOpAdES, KOAMTEYVEG TOL VNG00, TOPAY®YOl PIOTIKION GKOMO Kot Ol TOAD YpalKol yio. T0 vnoti
apacadeg pe to dAoya, 0o dmoel oto brand to avBpdTIVO TPOGOTO TOL OVOLNTOVV OL GLYYPOVOL
Ta&10TES, VA TOVTOYXPOVa Ba emPEPadOEL GTOVE KATOTKOVS OTL 1] O1KN TOLG (N KOl 1 S1KT TOVG
EPYOCI0 OITOTELOVYV TOV TVPTVA TNG TAVTOTNTOG KOL TV EIKOVOS TOL VNGOV,

6.4 Ilepropiopol g Epevvoc

H moapovoa perétn, mapa Ty cLVEICEOPE TNG 6TV KoTovonon tov ynelokov branding, n
TapoHGO LEAETN VITOKELTOL GE OPIGUEVOLG HEBOOOAOYIKOVG TEPLOPLGHOVG OV Ba Tpémetl vor AneBodv
voyY”n Katd TV gpunveia twv omotelecpudtov. ‘Evag Pacikog mepropiopds, agopd v pébodo
derypatoAnyiog Kol Tov TPOTO SVOUNG TOL EPMTNUATOAOYION, 1) GTOKAEIGTIKY XPNON YNPLOK®OV
HEGOV YL TNV GLAAOYN TOV OEOOUEVEOV, EVOEYETOL VO OOMYNGE OTOV OMOKAEIGUO MAKIOKA
UEYOADTEPMV KOATOIK®V IOV OeV d1aBETOVV £EOIKEIMOT [E TNV TEYVOAOYIN, TAPOAO TTOL 1] GLYKEKPLULEVN
onpoypaeiky opdda amoterel factkd TLAGVA TNG TAPASOCTG Kot TNG 1oTopias TOV VNGLov.

EmimAéov, 1 eotiaon g £pevvog amoKAEIGTIKA € £vav VNGLOTIKO TPoopicoud, v Alyiva,
nepopilel ™ dvvaTdTNTA YEVIKELONG TOV GULUTEPAGUATOV GE GALEG TEPLOYEG LE OLOLPOPETIKA
YOPOKTNPLOTIKE TOVPIOTIKNG avamtuéng. Téhog, Oa mpémel va emonpaviel 6t 1 Epevva KATEYPOYE TIG
AVTIAYELG KOt TIG ONAOUEVES TPOOEGELS TV KATOTK®MV Kot O)L TNV TAPUTNPOVUEVT] GUUTEPLPOPE TOVGS
0€ TPAYLOTIKEG GVVONKES. AESOUEVOD TOV 1GYVPOL GLVULCONUATIKOD JEGHOV LE TO VNOi, EVOEYETOL OL
GUUUETEYOVTEG VO ELOAOYNGAV T1 GUVELGPOPE TOVG , [e PAOT TO TOG EMBVUOVV VO AELTOVPYOVV (G
wavikol woAiteg, yeyovag mov umopel va Topovcslalel (o HIKpN amoKAon amd TV kodnuepivi
TPOKTIKY].

6.5 [Ipotdoeig yio Merdovtikt) Epevva,

H mapovca epyacia avoiyel vEovg OpOLOLS Y10 TEPULTEP® EPEVVNTIKY OEPEVVIOTN GTO TEDIO
TOV TOVPIOTIKOV HAPKETVYK. Mo HeALOVTIKY emékTaon NG €pevvag Bo pumopovcoe va vioBetnoet
To10TIKEG eBOO0VS, OTTMC 01 cuvevTeLEelg oe PdBoc, Tpokelévou va depguvnBoiv ta Pabitepa aitia
G SIOTAKTIKOTNTOS TOV KOTOTK®V VO, GUUUETEYOVY EVEPYH GTO YNELoKO YiyvesHal, Topd v vYNAN
TOVG TOTION LE TOV TOTO.

E&apeticd evdlapépov Ba mapovoiole emiong o cuykprtikny peAétn peta&d e Atywvog ko
€VOG VNGOV LE EVTOVOTEPT| TOVPLGTIKY| EUTOPEVUATONOINGT, OGS eivar 1 MOkovog kot 1 Zavtopivn,
wote va e€etaotel Tog 0 PaBuoc TovploTikng avamtuéng ennpealel v avbevtikotnta tov storytelling
Kot T oxéon TV katoikwv pe to brand tov témov Tovg. Télog, mpoteiveton M Sefaymyn o
GUUTANPOUOTIKNG EPEVVAG OO TNV TAELPA TOV SLVNTIKMOV EMCKENTAOV, MOTE VA domioTwbel Eva To
meplEXOeVo ov mapdyetot omd tovg Katoikoug (UGC) €xel mpdypott peyoldTepn MpPoOn ot ANym
TASIOIOTIKOV OTOPACEDV GUYKPITIKA LE TIG EMIONUES KOUTAVIEG TOV POPEWV.
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MopapTnua

Epotuotordylo

H enidpoaon tou storytelling atn dwapdppmon tov brand Atywo, uéco omd v
OTTTIKT] T®V KATOIK®V

Ayannté/-r) GUPUETEXOVTA/-0V00,

[Tpookaldeiote vo. GUUUETACYETE OE Mio. akadNUoikny Epevva mov de&dyetal 610 TANIGIO0 EKTTOHVIONG
™G OUTAMUOTIKNG OV EPYAGIAG, KOTA TN SLAPKELD TNG POITNGNE LOV GTO UETATTUYIKO
npdypappa «MSc Digital Marketing» tov TTovemotnuiov Nedmohg ITagoc.

ZKOTOC Kal ZTdxol Tng Epeuvac.

Kvprog oxomdg givar va digpguviicovie Tmg to ynotlako storytelling (o1 iotopieg kat o1 apnynoElg 6To
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dtadiKTvo) ennpedlel T dapopemaon Tov brand «Aflyvoy, HEGa oo T O1KN oG LOTLE MG KATOLKOL.

Zvuykekppéva, n Epguva eoTidlel ota €ENG POCIKA EPOTHHOTO:

e AvtiAnyn: Tog avilapfdveste TNy €kévo Kol TIg 16Topieg mov mpoPdiloviat
YNOoKA yio To vnoti caog;

® SyupeToxXn: Xe moto Pabud cvpuetéyete ot idol oty dnuovpyio N diddoon
TEPLEXOUEVOL (QMTOYpOPieg, GYOMA, IGTOPIES);

® AuBevTIkOTNTO: T1660 peaiiotikh kot owbevtikr Oewpeite v amewdvion g Atyvog
6TO O10diKTVO;

® Emidpaon: ITog miotevete 4Tl GLTEG OL YNPLOKES APNYNOELS SIOUOPPDOVOLY TEMKA

™ eNun ko v tovtdtnTo (brand) Tov vnoov;

‘Opol Zuppetoxng & Mpootacia Aedopévwv: H coppetoyn oag sivatl AMOADTWG EBEAOVTIKI Kat

ovavoun.

® Olec o1 anmaviioelg sival EUTIIOTEVTIKEG kot Oa xpnoiomomBody anokAEIoTIKY, yio
KOO LOTKOVG GKOTOVG.

® Agv GLUAAEYOVTOL TTPOCMTIKE GTOUXELN TOWTOTOINGNG.

® To dedopéva mpootatevoviar cOpeova pe tov 'evikd Kavoviopd Ilpootaciog
Agdopévaov (GDPR).

® [IpdcPaon ota dedopéva Ba Exer povo o portntg kou 1o Iovemomo yo Tig

AVAYKEG TNG EPEVVILC.

Adpkela: H copminpoon tov epotnuatoroyiov dopkel mepimov 5-10 AemTd.

Mog evOlopEPEL N TPOGMOTIKN GG ATOYT, XWPIG VAL LITAPYOLY GOGTEG 1| AAO0G ATOVTCELS.

I Toyov amopieg, emtkovmviote: a.maras@nup.ac.cy

2ag euyoplotd Oeppd yioo Tov TOAHTIHO YPOVO GOC.
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Mg extipnon,

Mdpag Avidviog, [Movemomipio Nedmoig TTagpov

MEPOX A: Xyéon pe v Atywva (Tavtdémro & Aéopo pe tov 10mo)
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Ye moo Pabud cvpeoveite He TIG TAPOKATO TPOTAGELS YO TN GXECN GO UE TO VNG,

Na emionuaiveTal Yovo pio EAeyn avd oelpa.

Ovte
Alopovon ZOUPOVO, ZOHPOVD
(,P Alpovo u(lf ZoUPOVO He AT'/AA
Andivta Ovte Amolvta

Al0QOVO

NiuoOw

£VTOVO

TPOCOTIKO O O O Q O O

déoo pe

™mv Afywo..

H Atywo

etvai

«KOUUATL

o oo O ) ) ) O )

LLOVY

Eipon
TEPNPOVOS
otav
TPOPAALETOL G

TPOOPIGHOG..

H Ailywa
€xet
Eeyoplom
ToVTOHTNTA

a6 G ) -, ) -, -, )

vnod

®a nbera n
POV TOV
KOTOIK®V VoL

OKOVYETOL O O O Q O O

TeEPLoGOTEPQL

Mudo cuyvd

e
£vBoLGLOGHO

Y10 TO VIOL.. O O O O O O




1.

Na emionuaivetal Yovo pia EANeIPn ava oelpd.

Ovte
Hépa ; vou,
] Apxetd ,
TOAD obte

oyt

Avapmoelg ota
social media
(¢wtoypagies,,
stories piAov)..

Apbpan
16TOGEMOEG TTOV
mapovclalovv

v Atywo.

Bivteo o¢
YouTube /
TikTok / Rels

E&e1ducevpéveg
oehidec/
Aoyoplocpol yuo

mv Atywva

Alyo

Kabdérov

MEPOZ B: ¥Ynoewaxo storytelling yio v Atywva (ExBeon & Avtiinym)

B1. IT660 cuyvd cvvavtdte mepiexdpevo yio v Alyva 6Tig TopakdTt® TnyEs;

AT/AA
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2.

No emionpaivetal povo pia EMedn avd aeipd.

Alopovm

Amoivta

Ot ewkdveg 610
ddikTvo e

KOVOLV voL Vi 0o

TEPNPOUVOS/T).

To mepreyopevo
TOPOLGLALELTO
vnoiue
EAMKLOTIKO

TpOTO.

Ouctopieg
«CovTovevouvy
LV LLEG KO
cuvaisOnpoTo.

Mze kdvouv va
0 o va
Eavalnow
OTLYUEG OTO

vnot.

[IpoPdirovv
Kupiwg o
«KAOLGTKE
(protixu,,
pvnpeia,,
TOPOATES).

OLmo «KpuEES
TAEVPEC
(yerroviég,,
KoOnpepvoOTITO)
onavio

gppavifovtoal.

AoV

Ovte
ZOUOOV,
Ovte

A0PpoVO

Zopueovo

B2. Iloc Provete T yneloxkéc 16topieg yio tnv Atlywva;

ZOUPOVD

Amoivta

AT/AA
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3. B3. Ilowol «apnyodvtay tepieootepo TNV Alyva,

[Mopokar®d KatotdETe TOLVG TOPUKATO POPEIS pe oepd omovdaidtntag. EmAéste v 1n
EmiAoyn] ywa awtov mov Bewpeite 6t tpoPdiier tepiocdtepo to vnoi, T 2N EmiAoyn yo tov

EMOEVO, K.0.K.

EmiAé€te OAa Goa 1ox0oLV.

In 2n 3n
Emdoym Emoyn Emoym

O Afpog/
dnuociot
popeic

H
Teppéperd /
KpoTiKol

opyoviGuol

Tomwég
EMYELPNOELS
(xotoAopaTa,,

€oTiooT KAT..

Influencers /
travel blogers

O
EMOCKENTEG

TOV VNGOV



4. B4. Ilowa otoyeia motevete OTL EL@viCovIonl To cuyva
GTIC YNPLOKES 1IGTOPLEC Yo TNV Alytva,

[Mopokar®d KatotdETe TOLG TOPUKATO POPEIS pe oelpd omovdaidtntag. EmAéste v 1n
EmiAoyr] ywa avtoév mov Bewmpeite 6t tpoPdiierl tepiocdtepo to vnoi, T 2N EmiAoyn yo tov

EMOLEVO, K.0.K.

No emonpaivetal povo pia EMedn avd aeipd.

In n 3n
Emoyn Emioyn Emoym

Odroooco/

TOPaAieg

HioPoacépota

[ tomio

Iotopikd pvnpeio
(... Nadg

Aogaiog KAT.)

Y/ W 4
UPI'UI\bULlI\Ul
tomot/

TPOGKLVTLLOLTOL

Tomukd mpoidva

(... protixt)

rr.nN . L
LIOALLLO LIKEG
gkonhowoelg  /
QECTIPAA

Kabnpepwvi Com
TOV KOTOIK®OV

MEPOZX I': Zvppetoyn ot onuovpyio & d1ddoon yneokon

nepeyopévou (User Generated Content)
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5. T'l. 11600 cuyvd KAVETE TO TAPAKATO;
Na emionuaivetotl Yovo pia EANeIPn ava oelpd.

[ToAd
Zoyva AT/AA

Zoyva

, . Mepucég
ITote 2mhvio

Dopég

AvapTd OUKEG
LoV QOTOYpOpiec/

Bivteo O Q O O Q Q

Kavo like/share/
oydAa o

OVOPTHCELS Y10
mv Atywva.

IIpoteivo T0
vnoiocg

piAoug Lo

pnvopdtov.. Q Q O Q Q O

MopdaLopon
TPOGMOTIKEG

otopieg/

OLVOLLVT|GELG. O Q O O O O

ZOUPETEY® OE
online opdidec yio

At O O O O O O




6.

No emionpaivetal povo pia EMedn avd aeipd.

Alopovm

Amoivta

Mov apécen
10éa vaL efpon

«apnynTic» g
Atlywoc.

N 6tLot
O1KéG pov
1oTOpiES EYouvv

a&io.

Niobw dfora va

extifepon ONUOGIAL.

To xévo xvpiong yio
EMAYYEALOTIKOVG
Adyoug (my...
mpomObNoN
emyeipnong).

ANV TOIONVAN

[2. Ilog vidBete ylo T GLUUETOYN GOGC;

Ovte
ZOUOOV, ,
Zopeovo

Ovte

A0PpoVO

MEPOZX A: AvBevtikdtnta & ZvvousOnuatikny Aia

ZOUPOVD

Amoivta

AT/AA
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7.

Na emionuaivetotl Yovo pia EANeIPn ava oelpd.

A0PpoVO

Amorvta

Orymoeroxég
otopieg
OTOTLTOVOLY
mv kabnuepwn
Con oto vnot
OmM™G
TPOLYLOTIKA

sivo..

Owvymoraxég
a@NYNOELS oD
yevvovv (eotd
cuvaicsOnuato
(7. vootoiyior,
TPLEEPOTNTA)..

Yndapyovv
ONUOVTIKES TTUYEG
(vBpwmot,,
YELTOVIEC) TTOV
pévouv EEm amd
v onliine

gwoval..

H swova mov
BAén® oto
dadiKTLO
ToupraleL e avtod
oV PlrOve otV
KoOnuepvoTNTa

LLoV..

Owymolokég
1oTopieg
dnuovpyodv
GTOVG

EMOKENTEG

AoV

Ovte
ZOUOOVO,
Ovte

A0poVO

ZOpO®vVA

Zopeovo

Amoivta

Ye mowo PabUd CLUPMVEITE e TIG MOPUKAT® TPOTAGELS YO TO TEPIEXOUEVO TOL PAETETE;

AT/AA
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MEPOZX E: Storytelling & brand «Atywva»
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8.

El. Tlog motevete 611 emnpedlel to storytelling tn enun g Atywag; *

Na emionuaivetal povo pio EANeIPn ava oelpa.

AoV

Amoivta

To ynoraxd
storytelling €&t
BonOncel mv
Atlywvava
Eeymploeromd

QAL VIGLA..

Otiotopieg mov
apnyobvToLOoL
KATOUKOl £Y0VV
peyoAvTEP
dvvaun omd g
ETHOTNES»
SN LUcELS..

O10eTikég
gumepieg
EMOKENTOV
onliine
gvicybovv
ONUOVTIKG TN

eNunN TOL
VIGlOV..

Orapynuiég
KPUIKES GTO
dladikTLO
UTopovv va
BAdyovv TV
gwdva ToL

VIGO0

Av
oyeoralotav
Lo «HEYEAN
1GTOpio Y10, TV
Atywa,, 0o
NOera va

Alopovm

Ovte
ZOUOOV,
Ovte

A0PpoVO

ZUHPOVD

Zopeovo

Amorvto

AT/AA
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9. E2. Av 6éharte, pue Alyec Aé€elc, moro Ba Mtav Yo €66, TO
10oViKO cOovOnua 1 pacn mov Ba «Eypaee» TNV 1oTOoPi TNG

Atywac;

10. E3. ITowo otoryeio pog wotopiag ennpedlel mePIGGOTEPO TNV

andPaoTn KAmolov va £pOel oto VN oi;

No emonuaivetal povo pia EMedn avd aeipd.

ITapa
Kabérov Atyo Métpua TToAv P AIVAA
[ToA0

XuvoicOnpo
AvBevtikom o
Eucoveg

Tpaxtucéc

ITAnpopopieg

Kprrucég
ANV

MEPOX XT: Anpoypopikd ctoryeio
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11. XT1. Huxia

Na emionuaivetal povo pia ENern.

Kértw tov 20

21-31
32-41
42-51
52-61

61 kol Tévo

12.  XT2. ddro *

Na emionuaivetal povo pia ENern.

Avdpog
Tuvoika

Al\o:

13. XT3. Exnodevtikd eminedo *

Na emonPaiveTal JOvVo pia EAEIN.

Amolvtiplo Avkeiov
ITrvyio AEI/TE

Metamtuylokd

ABaKTOPIKO

Al\o:

14. XT4. Eiote povipog xarowoc g Atywag;, *
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Na emionuaivetal povo pia ENern.

Not, elpot pOVIHog KATotkog

Oy, aAAG TEPVD KATO10 ¥POVIKO SLAGTN O GTO VNGl
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15.  XT5. Iloéoa ypdvia Ceite cuvorkd oty Atyiva;

Na emionuaivetal ovo pia EANen.

Aryotepo
omd 5 ypovia

6-10 xpdvia
11-20 ypovio

[Méave and 20 ypdvia

16. XT6. Acyoleiote emOyyYEALOTIKA LE TOV TOVPIGUO 1)
GYETIKOVS KAAOOLG

(T.y.

b

€0TiooT, KOTOADUOTO K.AT.);

Na emionuaivetatl povo pia EAel.

Avt6 10 TIEPLEYOLEVO dEV ExEL dnpiovpynOel kat dev Exet eykpiBel and v Google.

Doppeg


https://www.google.com/forms/about/?utm_source=product&utm_medium=forms_logo&utm_campaign=forms
https://www.google.com/forms/about/?utm_source=product&utm_medium=forms_logo&utm_campaign=forms




