Neapolis University

HEPHAESTUS Repository http://hephaestus.nup.ac.cy
Department of Economics and Business Master (MSc) in Digital Marketing
2026-01

0 — MATA+xA.- A, A Storytelling A
W L+ IAEEA- A¢A Brand fT31%

N N L]

WAl A% (AA°® AEY: °2A¢ °EY

pyee-A+xA, ‘BLATKL; A

byoeuA+xAAACL+ol AlSAx%Yax "-FE1+°] e-~A°pALY3°, £Ce»® Y10,%Ytolys « ALAA.
by"t¢ ©-A-A, z%PALAA®Yly cpu-Ag»tA A A

http://hdl.handle.net/11728/13508
Downloaded from HEPHAESTUS Repository, Neapolis University institutional repository



Neapolis
University
Pafos

Moavemiotiuio NedmoAig Mdagou

MeTaTTTUXIOKO MPoypauua oto Wneioko MAPKETIVYK

H smidpaon tov Storytelling otn
dtauoppwon tov Brand Alywa, uéoa amo
TNV OTTIKT) TWV KATOIKWV

Mdpag Aviwviog

Ap. Koving AAECiog - Matdmmiog
lavoudpioc 2026



Neapolis
University
Pafos

Maveruotiuio NedartoAig MNagou

MeTaTITUXIOKO MPoypappa oTto WNEIOKO MAPKETIVYK
H smwiépaon tov Storytelling otn

dtauoppwon tov Brand Alywa, uéoa amo
TNV OTTIKT) TWV KATOIKWV

ArrAwpartiki Epyacia n omroia utrofARBnKe TPOG ATTOKTNON
Metamrtuyiakou Tithou oroudwv oTo Digital Marketing oto MavemioThpio
NedarroAig Magog

ONOMATEMQNYMO ®OITHTH: Mé&pag AvTéviog

EZETAXTIKH ENITPOIH:
Ap. Kéving AAEGiog - Mardrmiog
Ap. Mapia M. Ntouun
Ap. Elprivn BAdoon

lavoudpiog 2026



Mveuparikd dikaiwyara

Copyright © Ovopa emiBeTo @oitnT, £10¢ KaTABEONS AImAwparikA¢ Epyaaiag

Me emi@UAagn TTavtog dikaiwparog. All rights reserved.

H éykpion tng ArmAwparikrig Epyaciag amé 1o Mavermiotnuiou NeammoAig dev utrodnAwvel
QTTAPAITATWS Kal amodoxA Twv aTTOYEWV TOU GUYYPOPED €K PEPOUG Tou MNavemioTnpiou.



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 (MavermiaTAuio NedmoAig Magog Ap. Kovtng AAEEIOC - MaTdTtiog

Méhog EetaaTikrg Emirpotic: Ap. BAGoon Eiprivn

MéNog EgetaaTikig Emmpotmig: Ap. Ntouur) 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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210 oUYXPOVO TOLPICTIKG TIEPIBAAAOV, TO storytelling XpnolpoTtolEital yia va SIapop@aEl TNV
€IKOVO TIPOOPICHOU Kol va peTatpePel To branding armté pio otoTikr] diadikacia TIpoBoARg o€
éva o0OoTNUO  aAANAETidpacng. 10 TIAGIOI0O autd, O POAOC TNG TOTIKAG KOIWVOTNTAG
aVadEIKVUETAI KOBOPIOTIKOC, KOBWE Ol KATOIKOI OeV ATIOTEAOUV OTIAWC BEATEC OAAG €V SLVAEL
TIPEGBEVTEC TNC TAUTOTNTAC KAl TNEG OUBEVTIKOTNTOC TOU TOTIOL TOUC. H TTapolca SITTAWUATIKN
€peuva, eoTialel TNV TEPITITILON TNC AlyIvag, HE OTOXO TN dlEPEVVNON TNG OXECNC METOEL TOL
YneiokovL storytelling, t™¢ tavtotntag tomou (Place Identity), ¢ oavuAoaupavouevng
QUBEVTIKOTNTAC Kal TNG TIPOBECNG evEPYNG CUMMETOXNC TWV KATOIKwY 0TNV TIpowenaon tou
Tipoopiopo0 (Brand Citizenship Behavior) .H gpguvntiki TTpocéyylon TTou akoAouBnonke sival
TIOCOTIKI), PE TN XPron OOPNPEVOU NAEKTPOVIKOD EPWTNUOTOAOYIOU TIOU BIAVEUNONKE OE
OUYKEKPIMEVEC PNQIOKES KOIVOTNTOC. To deiypa attoteAEital amo 151 povigoug Kal NPiPoVIPouG
Katoikou¢ NG Aiyivac. H otatiotiki emegepyacia Tipayyatommointnke pe 10 Jamovi,
TepIAapBavovtag eréyxoug aélomiotiac  (Cronbach’s Alpha) kai avdAuon ouoxeTioewv
(Pearson Correlation). Ta aTIOTEAECUOTA TNC EPELVAC, HAC EOEIEE OTI Ol KATOIKOI £XOLV  TTOAD
vPNAd 10 aiocBnua tng Tautdtntag Tomov . QOTOCO, EVIOTIIOTNKE €va XAoua PETAgL NG
ouVaIoONPOTIKAC Ta0TIONG Kal TNG EUTIPOKTNG ocuppétoxng (Brand Citizenship Behavior). H
OVOAUGN CUCXETIOEWV AoITIOV, eTRERaiwoe v BeTik oxéon storytelling kal ToutoTNTAC,
KaBwC¢ Kal TNV eMidpaacn tng AuBEVTIKOTNTAC OTnV TIpOBean cuupétoxng. 'Etal, to storytelling
AEITOVPYEI WC IGXLVPOC PNXAVIOHOC EVioXLong TNE TOTIKAC TALTOTNTAC . MPOTEIVETOI CUVETIWC,
N dnuiovpyia evOC CUPMPETOXIKOU PHOVTEAOU OTPOTNYIKNC TIOL Ba 0TIAdEl GTNV OLBEVTIKOTNTA
Kol Ba TapEXEl Ta KivnTpa OTOLC KATOIKOUC VO dnNUIOLPYOUV TIEPIEXOPEVO OXETIKO YiO TNV
Aiywa.

ZUUTIEPOCHOTIKA, N €PELVA CUVEICPEPEL GTNV ETIICTNHOVIKI oL TNON, OVAJEIKVVOVTOC TNV
QVAYKN METAROONC OTIO T CLVAICONUATIKY TAUTION GTNV EVEPYI] CUPMPETOXN TWV KATOIKWY OTO
branding tou TéTTOUL.

NEEeIC - KAedid: Wnoiako Storytelling, Branding Tottou, Tautdtnta TOTIOU, ZUPTIEPIPOPA
MoAitn, Aiyiva, AuBevtikotnta.

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.

Mivakag Meplexopévwv

D9 oo Y (V0T 11 4 1 {0 (PP el 4



N1 €00 LS TULY g AN 1. Y40 To 2 PRSPPI X -7 W

ADSTFACT. .. .. e >eN. 6
(o (o 1Yo 1Yo Tl o T (0] TV o g (00 S el 9
KOTOAOYOC TTIVAKOOV ... e e e e et e et e e e e e e e e e e e e e e e aenans el 9
EUPETAPIO OPUOV et et et et et et et e et et e et e e e et e aeanaee e >eA. 10
= T 0 AY/00 Y o PSPPI el 12
MEpog MPwTO BIBAMOYPOPIKA AVOGKOTINGT] ... e eeeeeneeaaeeiaeeeeeie e eee e aeene el 13
Ke@aAaio 1: TauTdTNTa Kal EIKOVO TOUPIOTIKOU TIPOOPIOHOD ... ... e eenenaaiae e >eA. 13

1.1 Brand TPOOPIOHOU. .. ...uetee e ee et e e et ee e ee e e e eenee e eeneneeeene e 26N 13

22 o (V1 (0] 1 g o ()1 (0] U PPN el 14
1.3 ELKOVO TOTIOU. . ot et et e et et et e et et et et e et et e e e e e reneaaees >eA. 15
1.4 ZuvoioONPOTIKA JIACTACN KOt GUMBOAIGHON. .. cevvee e et e e e >eh. 16
1.5 POAOC KOTOIKWVY 0TN S1OHOPQWON TNC EIKOVOC. .- ceuterenecreenteeeneeeneieanenenennn el 17

1.6 H AiyIVO (G TOUPIOTIKOG TOTIOG. ..+ ue vt evnnereneereenteeeneeenneneneenenenneennnenene e 26N, 18
KE®DAAAIO 2: Storytelling 0Ttov Toupiopo Kat 0T d1apop@waon TauToTNTacC. .....2eA. 19
2.1 'Evvola Kot Aettoupyio tou storytelling............oooooiiiiiii i 26N 19

2.2 A@nynaoeig ToL TOTIOU KAl TIOMTIOTIKI) TOUTOTNTO ... cenveeeeeeeeieeeneieneneennn .. 26N 20

2.3 Storytelling kot branding TPOOPIOHMV. .. ... v vttt et e e e ee e 2eA 21
2.4 H emidpaaon tou storytelling oTnv EIKOVO TIPOOPIOHUOU ... c.wvevveeiie et eeeeeeeneen e 22
2.5 EQappuoyég Storytelling o€ TOUPIOTIKOUE TIPOOPIGHOUC .. «vuvervneereenneeenarennannns 2€eN. 24
KE®PAAAIO 3: Wnoetakn Emikowvwvia, Storytelling kot KATOIKOL..........eeeeee. >¢eh. 26

3.1 Wno1oKr) EMIKOIVWYIA GTOV TOUPIOMO. .. .eeeeveeiieverieeeniieeeiieeeneeeeneeeen . 2EN. 26

3.2 WN@IOKEC TAATQPOPHEG KOl TIEPIEXOPEVO XPNOTWY GTOV TOUPIOUO. .. .. 'vveeeene, el 27
3.3 Digital Storytelling ae ToupIOTIKOUC MPOOPIGHOUG. .. cuvve e veerie e eeiieennen. 2 e 27
3.4 AVTIANTITI] AUBEVTIKOTNTO ..ottt i ce et et et eet e e e et e et e e e e eeeenae e el 28
3.5 O poAog TWV KOToiKwv aTo branding MPOOPIOHOD.......cevve it e, el 29
3.6 OEWPNTIKO HOVTEAD OXETEIV . e vncvteenteeeneeenee e eee et ee e eeee e eaeeaaeenn s >eh. 30
MEPOC B : EUTIEIPIKI) EPEUVA. .. ...t e e e e e e e el 32

Ke@AAa10 4 1 MEBOBOAOYIO EPEUVOC. .. .uuinteineeeiee e e ee e e eei e e e e e >eh. 32



7/ D2 (01 (o T o { D2 o) (o 1 E PP X -7, W 72
4.2 EPELVINTIKA EPWTIHOTO ouvrine et eereeereeenereieeneaenieeeneeenneneneenenenneeens e ZEN 32

4.3 EPELVNTIKOC OXEDIAOHOC KOl ETUAOYA HETABANTWV ... vvv v veerieecieieieeene s el 32
4.4 TIANBUOPOC KO AEIYHOTOANWIO . ... cvve it e e e e e e e e eeeae >eh. 33
4.5 EPYOAEIO ZUANOYIGAEDOMEVIIV. .. evve i ceites e et et e e ee e e e eeneeeae s >eh. 33
4.6 Metatpotr) MeTtafANTwY Kot KAPOKEC METPNONG....c.vvvevevieeieciieeenn s el 34
4.7 AASIKOGTO ZUANOYAC AEOOHEVIIV ... v e et e e ee et e et ee e ea e e ean el 35
4.8 Zntruata AsovtoAoyiog Kat MpooTooiog AESOUEVEV. .. ...vvvvrieverineverin s e 36

4.9 MeB0BOAOYIKOT MEPLOPIOUON. .. .. ee et ve e e ee e 2EN. 36

Ke@AAAI0 5 : ATIOTEAEGHOATO EPEUVOC. .. cvvvuecenieeeteeeenee eeee e e eieae eenae e e 37
5.1 AnUOoyPa@IKO TTPOQIA AETYHOTOC .+ . e veeve e eee et eet et et e e e el 37

5.2 ‘EAgyxoc AglomioTtiag kal Ecwtepikni Zuveneiag (Reliability Analysis) ....... el 41
5.3 Meprypa@ikr) ZtatioTikr AvaAuon (Descriptive Statistics) ................o..... el 42
5.4 ZuoxeTioelg PETAED TV BACIKWY HETOPBANTOOV. .o eevvveeeeeeenneeiiiieeeeneneeees el 44
5.5 Z0OVOWN EUPMHOTIOV . c. vt eeeeenet e et eet e ete ee et e et e et e et eeen e eaeaenaeees >eh. 45
6: ZUUTIEPACHOTO KO TTEPIOPIOMON. .. v v et e e vt e e e e, el 46
6.1 Z0NTNON OTIOTEAEGHATIOV ..t e e et eet e eteeet et e e e e e een e e e et aenaeeenns >eh. 46

6.2 ZUMPTIEPQOHOTO vt ireenet e et eetee e eeen e e eeneeeneeenneneneeneaenaeneeennen 26N 46

6.3 MPOKTIKEG MPOTACEIC KOl OTPATNYIKEC EQOPHOYEC. .. covvevie i el 47
6.4 TTEPIOPIOUOL TNG EPEUVOG. .. vt iteeeeee e e et e eeee e e e et e e eeeae e 2EAN 47
6.5 MPOTACEIC VIO MEAOVTIKI EPEUVO. .. ..uitie it e e e e e, el 48
2 17 10 0o (1] (o >eA. 49
1o (T 70 4 T o P >eA. 53

KatdAoyoc IM'pa@nuatwy



Mpdenua 1. : Katavopn AEiydaTog OVE QOAO. .....ceuveeeeceveiee e eeiienene e nennnna. . 26N 37
Mpdenua 2. : HAIKIOKA KOTOVOUN AEIYHOTOC. .. c.ueveeceveee e veiieieeeeeneeen. . 26N 38

Mpdenua 3. : EMinedo EKMAIGEVONC ACIYHOTOG. ... v v eeeree e ceee e e e eieaee e >eh. 38
Fpdenua 4. : 'ETN AIGHOVAG OTNY AIYIVO . .. vt et e e e e e ee e e e e 39
pdenua 5. : Zuykpitikn Mapouaiaon Méowv Opwv (Mean Values) ..................... el 42

KatdAoyoc Mivakwv

Mivakag 1: Katovoun Agiypotog wg TPOC TNV HAIKIO. .. .ovvve v e e >eh. 39
Mivakac 2: Katavopun Agiypdatog wg P0G TO POAO.....vvnvcee et ceveieeee e >eA. 40
Mivakoag 3: Katavopur) wg mpog T0 EKMAIOEVTIKO ETHMEDO......cvvvee e e e, el 40
Mivakag 4: EMOyYEAUOTIKN ZXEGT ME TOV TOUPIOMO....ucvninie e veiee e e eeeeae e, >eh. 40

Mivakag 5: Katavour w¢ mpo¢ T Moviun KatoiKio.........ccoee i viiieiieceeenee e . 26N 40

Mivakag 6: 'ETN AIGHOVIC OTNY AYIVO. .. c.e e e e e e e e e ee eaeeeeae >eh. 40

Mivokog 7: ZToTIoTIKA AEI0TIOTIOG KAPOKOC. .. ... vve e e e e ve v ieiieieeeeeenen. . 26N 4D
Mivokog 8: ZTaTIoTIKA AEI0TIOTIOG KAIMOKOC. .. ... ve e e e e e vei e eeenen. ... 26N 4D
Mivokog 9: ZToTIoTIKA AEI0TIOTIOG KAIPMOKOC. .. ... e eee e e e e v ieeeeeenen. . 2ENL 42
Mivokog 10: ZToTIoTIKA AZIOTHOTIOG KAHOKOG. .. vt v veeierereeie e eeeieeveeeeeenennn. 2EN 42
Mivakag 11: ZOVOWN ATIOTEAEGHOTIIV. .. ceutrene et eenee e e et e et eeee e eaeeeneeaeens >eh. 43

Mivakag 12: Mivakag Zvoxetioewv Pearson (Pearson's Correlation Matrix) .............. 2eN 44

Evpetriplo 0pwv



1. Opotl Mapketivyk & Branding (Marketing & Branding Terms)

Destination Brand (Brand Mpoopiopo0): H peta@opa TN AoYIKNG Tou EUnopikol brand atov Xwpo
TWV TOUPIOTIKGWVY TIPOOPIOHWV. Agv TEPIOPICETal o€ AOYOTUTIO, OAAG OMOTEAEL Evav GUVOLACUO
0OVOHOTOC, GUMBOAWVY Kal GUVOAIKNC EUTEIPIOC TIOV dIAPOPOTIOIEL TOV TOTO.

Destination Management Organizations / DMQOs (Opyaviouoi Alaxeipiong Mpoopiopwv): Popeic
TIOU AEITOLPYOUV WG CUVTOVIOTEC Kal KOMBOL d1aaivdeang HETagd dnpoaiou Kal I01wTIKOU TOUED,
XwpI¢ va gival Toug avrkel To brand.

Place Branding: H diadikaaia dioxeipiong tn¢ tTautdtnTag Kol ¢ EIKOvag vog Ttomou, n omnoia
QVTIMETWTIZETAL CLXVA WE dNUOCIN TIOAITIKI) Kl OX1 OTMAWC WC ETKOIVWVIAKI EKOTPOTEIQ,

Brand Equity (A&ia Mdpkoag): H a&ia mou xtidetal peconpobeopa Kol PHOKPOTPOBECUO PEOW
EUTIEIPLV.

Tourist Destination Brand Equity/TDBE (A&ia Mdpka¢ ToupioTikoU Mpooplapol): OewpnTiko
mAaiolo mou dlokpivel deikteg «xTioipatog» (building), «katavonong» (understanding) Kai
«oxeang» (relationship) pe to brand.

Brand Meaning (Nonua Mdpkac): H atabBepomnoinuévn onuoaia mou amokTd n Ydpka, cuvdeovTac
AEITOUPYIKA XAPOKTNPIOTIKA pE agieg Kal TpOmo {WNE.

Brand Co-creation (Zuv-dnuioupyia Mdapkag): AladiKogio OTou Ol GUHPMETEXOVTEG (KATOIKOL,
EMOKENTEC) OEV TOPAYOULV OMAWC TEPIEXOUEVO, OANG GULV-OIOUOPPWVOLY TO VONUO Kal Tnv
TOUTOTNTO TNE PAPKAC.

2. Opot Agrynong (Storytelling Terms)

Storytelling (A@riynon): Aounuevn a@riynon Pe apxr, HEON Kol TEAOC, N OToiO OpYOVWVEL TNV
EUTEIPIO € VONUO Kl EVEPYOTOIEL TO ouvaicbnua.

Digital Storytelling (¥Wnowokr) Agnynon): H opydvwon Tng emikovwviag o Pnelaka
nepiBaAAovta (video, blogs, posts) YEow 10TOPIWV E TIAOKI) Kal GLUVAIGONUATIKI) KAIUAKWAT).

Narrative Transportation : H aioBnon 611 0 amodéktng Bubiletal aTnv 1I0TopPIa, YEYOVOC TTIOL PEIWVEL
TNV KPITIKN ene€epyaaia Kal au€Avel TNV MEICTIKOTNTA TOU UNVOUOTOC,

Story-showing: H mapouagioon ¢ 10Topiag YECWw OKNVOBETNUEVWY EUTIEIPIV KAl TIOAAATIAWV
a1ebnoewv (E1KOVQ, NXo¢ Kivnan) Kat 0X1 JOVO AEKTIKA, EVIOXVOVTOC T CUVOIOONUOTIKI) EUTIAOKN).

Story Turn: H oTpo@r} 0TOV TOUPIOHPO OMO T AOYIKG ETIUXEIPNUOTO OE OQNYNOEIC TTOU CLVIEOUV
TOTIO KOl XOIPOKTHPEC.

Consumer Narratives (A@nynogig KatavoAdwtwv): lotopieg mou dnpiouvpyolvtal and Toug 18ioug
TOUC EMIOKEMTEC KOl BEwPOOVTOL GUXVA TIIO ATOTEAECUOTIKEC OO TO OLAETEPA KEIPEVA.

Sense of Place (AigBnaon touv Tomov): H glvdean Tng TALTOTNTAC TOU TOTIOU YE TNV TAUTOTNTA TN
MOPKOC, TTIOL EMTLYXAVETAL CLXVA PEow Tou storytelling.

Story Prompts: Epebiopyata n mpokAncelg, yio napadelyya ota social media, mou divouv To
€VOUOUa 0TOUG XPHOTEG va a@nynBolv diKeC TOUC I0TOPIEC.
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3. Zuumepipopikoi Opot & 'Evvoiec (Behavioral Concepts)

Memorable Tourism Experiences/ MTEs (A&Exaote¢ TouploTIKEC Epmelpieg): Epmelpiec
OLVAICONUATIKA QOPTICUEVEC TIOL ATOBNKELOVTAL OTN PVAMN Kal €MNPEAlOVY PEAAOVTIKEC
OULUTIEPIQOPEC (TL.X. EMAVETIOKEWN).

Place Attachment (MpookOAAncn atov Tomo): O cuvalagbnuaTIKOE OETUOC ATOMOU KOl TOTOU, TV
Baaicetal atn AertoupyIkr) eEAPTNON Kol aTrn c0OVOEDN WE TNV TOUTOTNTO TOU ATOMOU.

Resident-Place Identification/ RPI (Ta0tion Kotoikou - Tomou): O BaBuo¢ 6ToV 0MOoio 01 KATOIKOL
EVTOOCGOULY TOV TOTIO GTNV EIKOVA TOUC KOl VIWBOUY cuvaladnuatiko 6Eaipo.

Brand Citizenship Behavior / BCB (Zuumeptgopd TMoAitn tng Mapkag): EBeAOVTIKEG
OUUTIEPIQOPEC LTTOOTHPIENG TNC MAPKAC amd TOu¢ Katoikoug (T.X. BETIKA OoXOAla, Borbeila oe
EMOKEMTEC) TOL LTIEPPAIVOLV TIC TUTIIKEC UTIOXPEWTEIG

Word of Mouth / WOM (A1ddoaon amo oTopa o€ oTtoua): H Tpo@opik c0CTACT TOU TPOOPIGHOD
o€ AANOUC.

Electronic Word of Mouth / eWOM: H 81a8IKTuaKr] 3160001 OX0Aiwv Kol GUOTACEWY YIa TOV
T(POOPICHO.

Consumption Localism (Tomikiopo¢ Kotovodwong): H mpotiynon Ttwv Katoikwv va
KOTOVOA®VOUV TOTIKA TPOTOVTA KOl UTINPETIEC WC EVOEIEN LTTOCTHPIENG TOU TOTIOU

Place Ambassadors (MpeofeutéC Tou TOMOU): POAOC mou ovaAauBavouy ol KATOIKol OTov
TPOPRAAAOLVY BETIKA TOV TOTO TOUG TIPOC TO EEW.

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

User-Generated Content / UGC (Mepiexouevo Mapayopevo anod XpRoTeQ): Pwtoypagieg, Bivteo,
KEIPEVO KOl KPITIKEC TTOL ONIoLPYOLVTaL Ao TA&IOIWTEG KAl KATOIKOUG Kal AEITOUPYOUV WE KOIVWVIKN
OmodEIEN

Online: Ava@opad g€ d100IKTLOKA TEPIBAAAOVTO 1) dPOCTNPIOTNTES

Social Media (Méoa Kotvwvikng Alktowonc): MAat@opuec OmMou avamtdooovTol BePaTIKEC
KAUTIAVIEC Kl 1AA0YOG

Hashtags: ETIkETeC o€ social media ToU XPNOIUOTOIOVVTAL YIO OPYAVWAT) TIEPIEXOUEVOU KOl KAUTIAVIES
ouv-dnulovpyiag.

Itineraries (Al10OPOUEC/APOUOAOYI): ZUVEQYATIKA OXESIO TEPIYNONC TOUL WTOPOUV VO CULV-
dlapop@wOolv amd XproTeC

Events Image (Eikova EkdnAwaoewv): H avTiAnyn mou €xouv 01 KATOIKOL YIO TIG EKONAWCEIC TIOU
AOBAVOLY XWPa 0TOV TOTIO TOUC.

Eloaywyn
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2T0 oLYyXpPOovo TEPIBAANOY TNG TOUPIOTIKAG Blopnxaviag, o1 mapadociakoi PEBodol TPOROANRG TwV
TOUPIOTIKWV TPOOPICHWVY apxidouv Kal ekAsimouv. H paydaio e€EAIEN TNG TEXVOAOYIOE KOt 1 Avodog
TV PNOIOKWY PECWY, EXOLV OANGEEL PIJIKA TOV TPOTIO WE TOV OTOI0 Ol TO&ISIWTEG EMIAEYOLV VO
Biwaouv €vav tomo. H €vvola tou storytelling avadoeTal w¢ Eva TOAD XprioIho epyaAEio, Kabwg ol
EMOKENTEC ovalnTolV AUBEVTIKEC EUTEIPIEC KOl ouvalobnuaTIKr) oOVOESN PE TNV 10TOPIa Kal ToV
TIOAITIOMO ToU TTpoopiapol. To branding evog TOTOUL dev OMOTEAE TAEOV HIO LOVOTIAELPN ETIIKOIVQVIO
amo Toug QOPEi¢ d10iKnong TPOE TOUC TOUPIOTEC, AAAG i duvaplkh dladikaaia cuv-dnuioupyiag
VOrUaToc.

Méaoa g€ auTr) TN VEX TIPAYUATIKOTNTA, 0 POAOG TNE TOTIKNE KOIVOTNTOC avapabuiletal Kal kaBiotatal
KOUBIKOC. O1 KATOIKOIL OgV €ival OTAWC Ol OMOJEKTEC TNG TOUPIOTIKIC AVATTLENC, OAAG o1 «{wvTavoi
TPEaPeVTEC» Tou brand. Eival autoi mou d10pop@®VouY TNV oTHOGPAIPO QIAOEEVIOG, EVAUPKWVOUV TIC
aieg Tou TOMOL Kal, PEow TNC YNQIOKAG TOUC Tapouaiag, £xouv Tn duvaun va emPBeRAIOTOLY i} VO
dlaPelEoLY TNV €IKOVA TIOU TTPORAAAETAL TIPOC Ta €€w. QOTOC0, GUXVA TIAPATNPEITOL TO PAIVOUEVO Ol
OTPOTNYIKEC MOPKETIVYK va axedladovTal EPrUNV TN¢ TOTIKNAG KOIVWVIOG, 00NywVTa¢ o€ Yia d1doToon
METAED TNG TMPOPRAAAGEVNC EIKOVAC Kal TNC Blwpévng TpaypoTikotnTog. H BiAoypagia UTOdEIKVUEL
OTL yia va givatl Biwoiho €va brand, amoiteital N evepydg CUPPETOXN KAl N GuVAICONUOTIKYA TalTIoN
TWV KOTOIKWV PE aUTO.

Y10 10 Tpiopa autd, n mapoboa SIMAWMATIKY Epyacia €0TIAEl oTnV TEpImTwan Tn¢ Aiyivag, evoc
TIPOOPICHOU WE I81AITEPN ITOPIKI KON TIOAITIOUIKN TAUTOTNTA, ETIXEIPWVTOG VA JIEPELVNTEL TN OXEON
TWV KOTOIKWV PE TO PN@IaKo a@riynua Tou vnatol. KOplog OKomOg TNE MEAETNC eival va eEETACEL KATA
TO0O0 Ol KATOIKOl TauTidovtal e Tov Tomo toug (Place Identity) kot ma¢ n avtiAnyr toug yia v
OLBEVTIKOTNTO TwV I0TOPIWV TIOU TPOBAAAOVTOL EMNPEEALEl T OTACN TOUC. ZNTOUMEVO Eival va
dlamoTwOEl €Gv N ayamn yla Tov TOTO Kal N TolotNTa Tou storytelling Ymopolv va Kivntomoioouv
TOUC Katoikoug va emdeiéouy Zuumepipopd MoAitn vmép tng Mdpkag (Brand Citizenship Behavior),
OUMPETEXOVTOC EVEPYX KOl EBEAOVTIKA TNV TPowOnaon tn¢ Aiyvac.

H avaAuon auth KpiveTal anapaitntn, Kabw¢ n Katavonaon Twv pnXaviopwy Tou YETATPETOUY TOV
KATOIKO OTIO TIOBNTIKO TOPOTNPENTI) € EVEPYO CUUMETOXO, AMOTEAEL TO KAELDI yia TNV avAmTuén yiog
aVOPWTOKEVTPIKNAG Kal Blwoiung otpatnyikng branding. Méoa amnd tnv mapouasioon Tou BewpnTiKo
TAQIGIOVL KOl TNV avaAUGT TV EPELVNTIKWY dEOOUEVWV TIOU OKOAOLBOUV OTO EMOPEVA KEQAAOILX, N
epyacia QIA0JOEEL VO QWTIOEL TIC TPOOTITIKEG TOU «E0WTEPIKOL branding» Kal vo TPOCPEPEL XPHROI
OULUTIEPACUOTO YI0 TNV a&lomoinan ToL aVOPWTIVOL KEQAANIOL 0TV TOUPICTIKI avamTuEn TN Aiyivac.

Zuvoyidovtag, n velotauevn BiBAoypagia avayvwpilel Tn onuoacia tou storytelling kat tou place
branding, oTnv d10POPPEWON TN EIKOVOC TIOU €XOUV Ol TOUPIOTIKOI TPOOPIoHOi. Ol TEPIOTOTEPEC
MEAETEC AOITIOV, £0TIALOLV KUPIWG 0NV OMTIKA TWV EMOKENTTOVTIOI GTNV GTPOTNYIKI EMKOIVWVIAC TWV
Beopwv Kat dgv divouv TOON EUEOCT OTOV POAO TWV KOTOIKWV TV TPOOPICHWY AUTWV , Ol OTOoIol
OUMMETEXOLV EvepYa aTnV dladiKaaia Tou branding, Kol EI0IKOTEPO TWV UNXOVIOUWVY HECW TWV OTI0IWV
T0 Unoelokd storytelling kat n ovTIAapBavopevn OLBEVTIKOTNTO PMOPOUV va UETATPEPOLV TN
oLVAICONUATIKY TAUTION PE TOV TOTIO OE TIO EUTIPAKTN CUMTEPIPOPA aThPIENG Tou brand. Emiong, ot
€PEVVEC Ol OTIOIEC UTIAPXOLV OXETIKA pe TO storytelling, aTov EAANVIKO VNOIWTIKO XWPO, OV AduBavouv
UTOWN TNV KOBNUEPIVH EUMEIPIO TWV KOTOIKWV w¢ €va BACIKO OTOIXEID TNC TOUTOTNTOC TOU
Tpooplopov. H mapolaoa epeuva AOITOV, TTPOCTIOBEL VO KOAUEL OUTO TO EPELVNTIKO KEVO, EEETALOVTOG
v oxéon petagd tou YnglakoO storytelling, ¢ TOLTOTNTAC TOMOUL, TNG OVTIAAUBAVOUEVNC
aLBEVTIKOTNTOG Kol TN¢ MPOBEonC TWV KATOIKWY aTnv dlapop@wan tou brand kot e&etdlovtac v
nepintwaon g Aiyvac.

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

1.1 Brand mpoopigpou

H évvola Tou brand mpoopiopov (destination brand), TPOKOMTEl W¢ HETOPOPA TN AOYIKIC TOU
EUTOPIKOL brand 0TOV XWPO TWV TOLPICTIKWY TIPOOPICHWY, 0TO KAAGIKO UAPKETIVYK N HAPKO EVOC
TPOTOVTOC N MIaC UTINPECIAC VOEITOl KUPIG w¢ €va avayvwpicluo 0voua, AOydTumo n oOVoAo
OULUBOAWV TIOL AlAPOPOTIOIOLY TNV TPOCPOPA aTO TOV QVIAYWVIOUO Kal dnuioupyouv
mpooTifEPeVn aia 0To pUOAO Tou katavoAwth (Blain et al.,, 2005). Ztnv mepintwon Twv
TIPOOPICUWVY OPWC JEV Eival OPKETO OTO VO TIEPIOPIOTEL TO brand o€ pio KAumavia n Hovo o€ Eva
ONUO, OAAG TIPETEL VA dnUIoupynOei pia eumelpia yOpw amd Tov MPOOPICHO OUTO, TNV OToia 0
EMOKEMTNG Ba TNV CLVOEEL e TOV TOTO.

O1 tpoopIcpoi S10PEPOLY Ao Ta KAOGCIKA EUTOPIKA TIPOTOVTA O€ OPKETA anueia. AmoteAolv
OOVOETO TOKETA PUOIKWV, TIOAITIOTIKWVY KOl KOIVWVIKWVY OTOIXEiWV, 0T OTOi0 EUTAEKOVTOI TTOANOI
Ol0@OPETIKOI POpEiC, OMWC 0 dNUOCIOC TOUENC, Ol EMIXEIPHOEIC, Ol KATOIKOI KOl Ol TOAITIOTIKOI
opyaviopoi (Hall, 1999). 'Etal, evw €va eunopiko brand pmopei o€ peyaAo Pabuo va eAéyEel 1o
MPOTOV, TNV TIUN Kal TN dlovopr, To brand mpPoopIopol AEITOUPYED TIEPICTOTEPO WC OUTIPEAG
VONUATOG TIOL TIPOCTIABEL VO 0pYyOVWOEL TIOAAEC, CUXVA ETEPOYEVEIC TTUXEC TOU TOTOU, OF HIO
ouvemn undoxeon eumelpiac. (Morrison, 2002). To brand mpoopiopols cuvduadel To 6Vopa, TO
AOYOTUTIO, TO OTTIKO VP0G KAl TIC BOCIKEC CUOXETIOEIC TTOL XPNCIUOTOIOVVTAL Y10 VO TIPOCGOI0picouv
Kal va 810(QOoPOTIOIaoLY Evav POOPICHO, EVIGXVOVTAC TNV OVOYVWOCIPOTNTA Kal dNUIOLPYWVTOC
BeTikn) 61008e0n emiokeYnc. Q0TOC0, LTIOYPOMUIZETON OTI N PAPKO OgvV €EAVTAEITOL GTO CUPPBOAX
OAAG TIEPIAOMBAVEL KOl TNV EIKOVO TIOL OXNUOTICEL O EMIOKEMTNC, KOBWC Kal TIC EUTEIPIEC OV
Biwvel. Me auth Tnv évvola, 1o brand mpooplopol eival Aiyo mePIoootEPo {Wvtavo amd To
EUTOPIKO brand, yioti e€apTaton o€ peydAo Babuod amod 1o mw¢ ol avBpwol {ouv, a@nyoLvTal Kal
polpddovTal Tov TOTO Kal AlyOTEPO OO OTI YPAQPEL Yia dla@nUICTIK KauTmavia. (Blain et al., 2005).
EminmA€ov, n ouaia tou destination branding, €ivatl 0Tl n UTEIPIa TWV EMOKETTWVY JEV EIVAL ATAWG
Ol UTINPETIEC TTOL amoAapBAVEL, OTIWCE €ival N d1APOVT), TO EAYNTO Kl Ol ETAPOPEC, AAAA Eival EvVaG
OLVOUOOMOC AIOBNOEWV, KOIVWVIKWV OAANAETIIOPACEWY, CUUBOMOUWVY Kol 0loBCEWY TIOL KAVOULY
TO TOMO povadiko (Blain et al,. 2005).yia tov A6yo auTO, TO brand KAMOIOU TOUPICTIKOU
TIPOOPIOUOUL, OEV PTIOPEL va TEPIOPIOTEL PHOVO OTNV OVATTLUEN TNC TPOPROANC, OAANG TIPEMEL va
OULUTIEPIANPBOLY Kat d10¢Qopa {NTAHMATA OTWE N TTOIOTNTA TNE QIAOEEVIaC Kal aTnv dnuioupyia tng
eumelpiog mou Ba €xouv avTiKTUTIO OTOV €mIoKENTN. (Blain et al,. 2023). EmmA¢ov, Yo OKOUN
d10Q0opa OTO EUTOPIKO KOl OTO TOUPIOTIKO brand, €ivatl 0TI oto brand mpoopiopol, LTAPXEL Yia
OULAAOYIKN O100TOCN, OmMou To brand dlapop@wveTal oMo TOAAOUC TOPAYOVTEC OTwG Eival Ol
KATOIKOl TOU TOTIOU,, Ol ETMIXEIPAOEIC, Ol BECUIKOI QOpPEiC aKOUa Kal Omd TOug idloug TOUG
EMOKETTEC, 01 OTI0i0 TaPAyoLV Kal poipdlovtal mepleXopevo ota social media (Blain et al,. 2023)
210 AQiC10 aUTO, 01 OpyavIoUOi dlaxeipiang mpooplopwy (Destination Management Organisations
/ DMOs), 0gv eival IOI0KTNTEC TNC MOPKOE, OAAG OUVTOVIOTEC, Ol OTOIOl EMIBIWKOUY VO
€uBuypapupioouy T aTpaTNYIKA TPOBOANC UE TIC TTPAYMATIKEC EUTIEIPIEC KAl PE TI O&iEC TNE TOTIKNAC
KOIVVIOC, AEITOLPYWVTOC w¢ KOPBOL d1000vdEaNC METOEL dNUOoaiou Kal IB1WTIKOL TopEa (Blain et
al., 2005; Hall, 1999).
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Emiong, n €évvola ¢ auBevTIKOTNTOG Eival KPioIun yia va yivel KOTavonTo mwg 610QopoTolEiTal

otnv pdén Eva brand TPoopIoPOL OMO Eva TUTIKO EUTOPIKO brand. ZTnv MEPITTWON TWV TOTWV, N
alomoTia TN PAPKAC KPIiveTal amd TO KOTA TOCO N UTOCXEON TOU UETOIdETON WECW TNG
EMKOVWVIac emPBEPAIOVETON O TIPAYUOTIKEG GUVONAKEG EMioOKEYNC. 'EpeELveEC €xouv Oei&el 0TI N
avTIAOPBavoPEVN QUBEVTIKOTNTO TOU TTPOOPICHOL , W aigBnan TPAYMOTIKOTNTOG KAl GUVETEING
METOEL AOYouL Kal TPAENG, OLVOEETOL e LYNAGTEPN IKAVOTIOINGN, TPOOKOAANGT OTOV TOTO KOl
BeTikn) o1adiktuakr eunAokn (Kim & Kim, 2019).
‘Eva akopn oanpueio diagopomnoinang ivat n xpovikr didatacn Tou brand mpooplopov, evw Eva
EUTIOPIKO TIPOTOV UTIOPEL VO avavewbei axeTIKA ypriyopa (VEO JOVTEAO, VEQ GUOKeELATia), N YdpKa
€VOC TOTIOU €ival TIo Bopid yioTi KOUBOAX 10TOPIKA, TOMTIOTIKG Kal GUHBOAIKG @opTia Tou dev
oAAGZoLY Mo TNV IO JEPO 0TV OAAN. AUTO onuaivel OTI n otpatnyikr branding mpémel va
OULVUTIOAOYICEl HOKPOXPOVIEC OXEOCEIC ME TOUC EMIOKETTEC KOl TOUC KOTOIKOUC, €MEVOVOVTOC OE
EUTEIPIEC TIOLU AQNVOLV PVNUOVIKO ixvo¢ Kal xtidouv brand equity pecompdBeoua  Kal
pokponpdBeapa (Fang et al., 2024). Zto mMAaiclo auto, To brand mpoopiopoL, umopei va 10wBEl wg
TAQICI0 OVOQOPAG PJECH OTO OTOI0 EVTATOOVTal OAEC Ol EMIPEPOUG EVVOIEC TIOL AVAADOVTAIL OTA
EMOMEVO TUAMATA TOU KEQOAQioL, OMWC €ival n TOLTOTNTA TOUL TOTOU, N EIKOVO OTWC
TPOCAUBAVETAIL OO JIAPOPETIKA KOV, 0 pOAOC TwV GLVAIGONUATWY Kal TV GUPBOAICU®WV OAAG
Kal N KaBoPIoTIKI) GUMPBOAN TWV KOTOIKWV aTn S10UOPPWAN KOl LTIOCTHPIEN TNG MAPKOC.

1.2 Toutdtnta témou

H tautdtnTa €vag TOMOU dEV OpileTal amMAG JECW KATIOIWY XOPOKTNPIOTIKWV OTIWG €ival TO KAipa,
N YEwypa@ia Tou TOmou auToL N ta aglobcata, aAAG TTPOKUTTEL ECTO OTIO TOV GUVOUOCHO 10TOPIWVY,
TOMTIOTIKWV Kal KOIVWVIKWV OTolXeiwv. ‘ETOL, n TOUTOTNTO €VOC TOTIOU OTOTEAEITOL OTO TOV
oLVdLAGCUG TECOAPWVY BOCIKWY CTOIXEIWV, TO TPWTO €ival N APXITEKTOVIKN KOl N TPOGBACIYOTNTA, TO
deVTEPO €ival o1 Beapoi oL LTIAPXOLV , N TPITN €ival 01 KOBNUEPIVEC TTPAKTIKEG KAl EUTIEIPIEC KO TEAOC
€ivat ol agnynaoelg, ol omoieg AoV yia Tov ToTo. ( Kavaratzis & Kalandides, 2015). I81aitepn onpacia
€XEL 0 POAOC TWV KOTOIKWVY, 01 OTOI01 OEV ATOTEAOLV OTAWC KOIVO GTOXO Y1a TOMTIKEC OVATTUENC, AN
(QOPEIC PVAUNG, TOAITIOPOU Kal KABNUEPIVWVY EUTEIPIAV. O TPAKTIKEC TOUE, 0 TPOTIOC dNAadH Tou {ouv,
TIOL XPNCIUOTOIOVY TOV XWPO Kal TTOL a@nyoLvTal TNV I0TOPIa TNE TEPIOXNE, CUMMETEXOLV EVEPYA OTN
ouykpOTnNon tn¢ tavtotnta¢ (Kavaratzis & Kalandides, 2015). A6 Tnv OmTIKA NG Onuociac
TOMTIKIC, N TOUTOTNTA TOTOU CUVOEETAL OTEVA ME {NTUOTO TOLPIOUOU, TOAITIOTIKAC TOAITIKNC,
eMeVOLTEWV KOl AoTIKNC avamtuéne. H Bewpnaon tou place branding, kot KOT’ EMEKTOCN TNE TAVTOTNTOC
TOTOV, WC¢ ONPACINC TOAITIKNC KOl OX1 MOVO W EMIKOIVWVIAKNC EKOTPATEIOG, €I0AYEL AMAITACEIS
OULMMETOXNG, Olo@Avelac Kot agloAdynonc (Potapovs, 2024). Mg auto Tov TPOTO, N dlaxeipion g
TOUTOTNTOC EVTACOETAl GTO TAGICI0 TNG Aoyodoaiag Kol TnNG BETUIKNAG GLUVEXELDC, v 01 OpyovIoUOoU
Awaxeipiong Mpoopiopol (DMOSs), Asrtoupyolv w¢ KOUPBOL CLVTOVIOUOU, OVAUESO O TIOMTIKEC KOl
agnynoelg (Blain et al., 2005; Hall, 1999).

KevtpiK MOPAPETPOG TNC oudtnong yio TV TOUTOTNTA €ival n auBevtikOTNTA, dnAadr, N
OVOTOPACTOON TOU TOTOU, OMWC OTMOTUTIWVETOL O€ LAIKO TPOBOANC N OTPATNYIKEC branding Kai
eMPBERAIOVETOL ATIO TIC TPAYUATIKEC EUTEIPIEC TWV EMOKETTWY KAl TWV KATOIKWVY, OTOUL dlafpwveTal
N oavTIAOBAVOUEVN OUOEVTIKOTNTA KAl KOTA CUVETEID N OEIOTIOTIO TOOO TN TOUTOTNTAC 000 KOl TNG
papka¢ D’Hauteserre, 2001).

H TOAUTAOKOTNTA TNE EVVOIOC TNE TAVTOTNTOG TOTOL £XE1 00NYNOEL GTN OIOPOPPWAN TOAVETITESWV
MOVTEAWV OVAAUONC, TO OTOoI0 EMIXEIPOVV VO OMOTUTWVOUV TIC OIOQOPETIKEC TNG OlACTACEIC,
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2UVOTITIKA, N TOUTOTNTO MTOPEL va TIPOOEYYIoEl PECO amO €va XWPIKO eminedo (Tomio, KAiyaka,
OPXITEKTOVIKN, Tpdafaan), éva BEaUIKO emimedo ( kavavee, moAITike¢ DMOs, Tomikr autodloiknan),
éva Blopévo emimedo ( KABNUEPIVEC TPAKTIKEC, £B1Ua, OXECEIC QIAOEEVIAC) KOl €va a@NynUaATIKO
emninedo( 10TopIEC, UVNUEC Kal TOANITIOMIKEC avamnapacTaoelc) ( Bjorner & Aronsson, 2022; Kavaratzis
& Kalandides, 2015).

H avdyvwon outwv Twv emimedwyv, EMTPEMEI TOV EVIOTIOUO GUYKAICEWVY Kal AmMOKAIGEWY, yla
ToPAdElyUa o€ TOI0 BaBud ol UTooXECEIC TIoL TIPORAAAOVTON TPOC Ta €€w Eival PEAMOTIKEC N
uTEPPBAIVOLVY TIC TPAYUATIKEG SUVOTOTNTEC TOU TOTIOU KOl O€ TIOIA GNEIR UTIAPXOLV IOKUPES EUTIEIPIKEC
agiec mou dev avadeIKvOOVTal EMAPKWC 0€ eminedo agrynong (Escobar - Farfan et al., 2024). ‘Etot ,
MECO Ao TNV XOPTOYPAPNOT AUTWV TWV CNUEIWVY, EVIOXVOVTOIL N BIVCIYOTNTA KAl N VOUIPOToINon ¢
TOUTOTNTOC TOU TOTOU.

KAgivovTag, N ToLTOTNTO TOTIOU TIAPATNEOVKE OTI Eival Pia €vwold TIoU JIAPOPPWVETAL PETO ATO TOV
OULVOLOOMO TWV BEOPIKWY, PBIWUEVWY KAl O@NYNUATIKOV YVWPIOUOTWY HPE TOUC KATOIKOUG, TIC
EMXEIPNOEIC KOL TOUG BEGUOUE va €XOUV EVEPYO POAO OTNV GUYKPATNON TNC. 'ETal, N mpoaéyyian auth
MO E10AYAYEL KOl OTO EMOMUEVO KEQAAOIO TIOL Ba EEETACOVUE TNV EIKOVO TOU TOTIOL.

1.3  EIkova 1omou

H e1kova oMo gival évag auvduacpuog CLVAIGONUATWY KOl EUTEIPIWV TTOU BaacilovTal TO00 O€ AUETEC
EUTEIPiEC 000 Kal OE EPPETEC TTANPOQOPIES, dNANDN PECT aMO aPNYACELS OAAWY, OAAG Kal Péoa amo
T0 YPn@1oko meplexopevo. (Baloglu & McCleary, 1999). Me GA\a Aoyia, n €lkova TOMOU cuvoyilel To
MWC PAEMEL Kal VIWBEL KATOIOC €vav TPOOPICHO, TPV TNV EMIOKEPH TOU, KATA TNV JIAPKEID TNG
EMIOKEYNG TOU OAAG KO PETA TNV EMIOKEWN TOU.

H €1KOva TOTOU aVAAVETAL 0LVNBWC O TPEIG BACIKEC SIOOTACEIG, OTN YVWAOTIKI), 0TI GUVOICONUOTIKA
Kal oTn oLUUPBOAIKN. H yvwoTIKnA 100TacT a@opd 000 TO ATOMO YVWPILEL N TIOTEVEL OTI TPOCPEPEL O
TOMOC, ONACdH TO QUOIKO TEPIBAAAOVY, Ol TIOAITIOTIKOI TOPOL Ol LTIOOOMEG, N TPOCROCIYOTNTA ,TO
eninedo Tipwv KTA. (Baloglu & McCleary, 1999).

H ouvoiobnuatikn d1doTtaon oXeTi(ETal e TO TWC o1gBAVETal KATOIOC TOV TOTO, OTOU TEPIAOKPBAVEL
a&10AOYNOEIC OTIWC OV 0 TIPOOPICHOC PaiVETAL PIAOEEVOC, (EGTOC, XOAIPWTIKOC, OLBEVTIKOC N OVTIBETa
ayXwTIKo¢ Kot anpocwnog (Baloglu & McCleary, 1999 ; Kim & Kim, 2019). Ta cuvaioBrjuota autd
TPOKUTITOLV TOGO MO TNV TPAYUATIKI) EUTIEIPIO G0 Kol Ao TO TWC TMOPOUCIALETOI O TIPOOPICHOC OE
a@nynoelg, EIKOVEC Kat Bivteo. Id1aitepa ata Yn@IoKA TEPIBAANOVTA, N CLVAICONUATIKY QOPTION TWV
I0TOPIWV KOl TWV KPITIKWV GUPPBAAEL OUCIOOTIKG OTO XTIOIMO piag BETIKAG N apvnTIKNC €1kovag (Kim
& Kim, 2020).

H oupPoAikr didoTaon Tou TOTOU, N OToia ival To GUVOICOUOTA TIOUL ATIOKTA TO GTOUO YIa TOV TOTIO,
TIPOKUTITEL OTAV £VOC TPOOPICHOC UTIOPEL v GUMPBOAICEL TNV EAELOEPIQ, TNV VOOTOAYiG N TNV amodpacn
amo TNV KabnuepvotnTa. & auTH TNV GUPPOAIKNA O100TACT CUUTEPIAMBAVOVTAIL Ol TPOCWTIKEC KOl
Ol OUAAOYIKEG MVAMEC KOl Ol KOIVWVIKOI cupBoAlopoi mou cuvdéovtal pe evav tomo. ( Kavaratzis &
Kalandides, 2015). H cupoAIKn d10TO0N KOL YEVIKA N EIKOVA TOU TOTOU €ival OLUBEVTIKI) GTOV XPOVO
ylati dev Boailovtal pévo og eumelpie¢ aANG og BabOTEPEC a@nynoEl, OMwE Eival To cuvalgdruata
yla TOV TOTIO KOl Ol GUUPOAIOMOI, EMNPEALOVTAC E TNV CEIPG TOLE TN GUVOAIKK) O&I0AGYNON Kal TIC
MEANOVTIKEC TTPOBETELG, OTIWG N TIBAVOTNTA EMIOKEWNC OAAG Kl ) 60GTOON G GAAOUC VO ETIICKEQBOLV
Tov 10mo. (Baloglu & McCleary,1999, Lobo et al,. 2023). Zuvoyilovtac, n €ikdva Tou TOTOL, UTOPEI
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VO OPIOTEL WC UTIOKEIMEVIKI) OvamapdoTaon Tou cLVAIKALEL yvwar, cuvaictnua Kot GUPBOAICHOUC.
Enopévwg, yia Tou¢ oKOmoU¢ TN¢ TOpoLoac EPELVAC, AUTH N TPIYEPNC TTPOCEYYIOT), TPOCPEPEL EVO
00QEC BEWPNTIKG TAGICI10 Y1a TNV avaALGT TOU TTWE Ol KAToIKol TNG Aiyvag avTiAapdvovTal Tov 1o
TOUC KO TIWC N 0Qrynaon WTopei va ennpeddel Tnv €kova Tou vnalol, T000 o€ EMIMedo TANPOPOPNCNC,
000 Kol 0€ €Minedo ouvalobnuaTikng agiac.

1.4 Zuvalodnuotikn didotaon Kai cuuBoAlopoi

H avTiAnyn evég mpooptapol eV SIAPOPPWVETAL HOVO PETT OTIO AOYIKEC AEIOAOYNTEIC, OAN
MECO OO CLVAICOAUATO TIOL TIPOKAAEL N EUMEIPia TOL TOTOUL. H cuvaleBnuaTIKr didaTacn AEITOLpYEi
w¢ QIATPO PEoa amd TO OTO0I0 EPUNVELOVTOL Ol TTANPOPOPIEC KOl OPYOVWVOVTOIL Ol EVIUTIWAEIC OE JId
OULVOAIKN] €lkova. H BipAoypagia €xel ovadeiel 0TI o1 eUMEIpiEC TOU €ival QOPTIOPEVEC
oLVAICONUATIKA, €XOUV PEYOAUTEPN TIOAVOTNTO va OMOONKEUTOUV OTN VAWM Kal va €MNPEACOLY
MEAOVTIKEC OTACEIC KOl CUPTIPOPOPEC, OE OXEDT UE OLIETEPEC N 0dIAQOPEC uTelpieC (Bai et al., 2023).
‘Eta1, n ouvaioBnuatikn diactaaon dev gival TAPATAELPN TNG EUTEIPIOC, AAAN KEVTIPIKOC UNXOVIGUOG
MECO Ao TOV OTOI0 N EIKOVO EVOC TPOOPICHOL amoKTd BA6og Kat SIapKELQ.

210 mAaia1o Twv Memorable Tourism Experiences (MTES), 01 GuvaIgBNUOTIKA EVTOVEC OTIYHEC
BewpolvTal 0 Bacikog AOYOC yIa TOV OTI0I0 OPICHEVH TOEiBIN, JEVOULV OTOV ETIIOKETTN TIEPICTOTEPO OTIO
0AAG. H cuvaioBnuoTikn anokpion dev emnpeddel ovo To wg a&loAoyeital évag TPoopIoHOg, OAA
TO WG EMOVEPXETAL OPYOTEPA OTIC OKEWEIC TOU ATOHOU, dIOOPPWVOVTOC TNV UTIOKEIUEVIKI) TOU EIKOVO
yla TOV TOTO, PECH OMO EUTEIPIEC TTOL GUVOEOVTOIL [E TO aioBNUa va MIOKEPBE Eavd TOV TPOOPICHO
(Bai et al., 2023).

H ouvaiobnuatikn d1doTaon cuvdEeTal AUEST e TN GUPPBOAIKN a&ia ToU amoKTd £vag TOTOC
yla ta dtopa. O TPOOPICHOC MTOPED va AsItoupynoel w¢ ocUUBOAO Eekovpaang, €eAELBEPIAC,
OIKOYEVEIOKWY  OTIYMWV, TOAITIOTIKAG KOAMEPYEINC N TPOOWTIKAC 0modpacng Oomoé TNV
KaBnuePIvOTNTa. MEoa amd eMAVOAOUPBAVOUEVEC EUTIEIPIEC KAl OQNYNOELS, O TOTIOC EVIOOOETOL OTN
Bloypo@ia TOu ATOUOUL Kal GE GULAAOYIKEC G@NYNOEIC TNC KOIVOTNTOC, AMOKTWVTAC EVO VONUO ToU
LTEPBAIVEL TO TIPOKTIKA XOPOKTNPIOTIKA Tou (Kavaratzis & Kalandides, 2015). Autf n cuuBoAIKA
d1doTaon €ival oL EMITPEMEL O€ EVOV TIPOOPICKO VA CNUAIVEL KATI TAPATAVW, amd T0 GUVOAO TWV
EMPEPOLE OTOIXEIWV TOU.

2T0 onueio autod, avadeIKVOETal Kal N Ewvola TNC LTOKEIPEVIKIC TIPOOKOAANGNC OTOV TOTO
(place attachment). H mpooKOAANGN TEPIYPAPEL TOV GUVAICONUATIKO OECUO TIOU OVATTOOO0UY TO
dtopa pe €va TOMO, 0 omoiog Ymopel va Paciletal T000 0T AEITOLPYIKN €€APTNON, OGO KOl OTNV
o0UVOEDN TNE TOLTOTNTAC, OTIOU O TOTIOC CUVAEETAI [IE TO TIOIOC EiVaI KATOI0C KOl TO TIwg BEAOLV VO TOUC
BAEmouy (Kim & Kim, 2019). Otav ol eumelpie¢ o€ évav TPoopIoUO PBlivovTol wg OUBEVTIKEC Kal
OUCIOOTIKEG, 0LEAVOVTaL Ol TIBAVOTNTEC va dNUIoLPYNBEL YE TETOIO CLVAIGBNUOTIKA CUVOEDT, TIOU e
N oeIpd NG enMnpeddel BeTIKA TNV TPOBean emavemoKePnC Kal tnv mpoBupia clotaonc. H
auvBevikoTNTa Tailel POAO KATOALTN, ONA0dN W XOPOKINPIOTIKO TOU 13i0U TPOOPICUOU, N
avTIAaUBavOUEVN  OULBEVTIKOTNTO, OTOU  GUVOEETAl HE LYNAOTEPA  €Mimeda  IKAvVOTOINGNC,
TPOOKOAANGNG Kat S1081KTLAKNC EUTAOKNAC (Kim & Kim, 2019). Q¢ 1810Tn1a TN TNyn¢, 0LUBEVTIKOTNTA
TV online a@nynoewv Kol KPITIKWV KOAANIEQYED YVWOTIKA Kal ouvOIoONUOTIKY EUTIOTOO0UVN
ennpeadovtac 1o Mwg ol avBpwol eavtadovtal Tov TOTO TPV Tov moke@Boly (Kim & Kim, 2020).
H npooatn npoondbela TOCOTIKOTOINGNC TN AUBEVTIKOTNTOG PE KAIMOKEG KO OEIKTEC, EMITPEMEL TNV
MO OUCTNUATIKI WEAETN TNC OXEONC AUBEVTIKOTNTOC, CLUVOICOAUATOC KOl GUUTEPIPOPAC (Zhou et
al.,2023).
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2UVOAIKQ, N ouvalobnuatikr) didotoon Kat o1 cuBoAICHoi oL amodidovTtal G€ Evav TIPOOPICHO,
OTOL CUVICTOUV PBaaIkoUC GEOVEG yia TNV KOTAVONGCN TOU TW¢ OIOPOPPWVETOL N EIKOva Tou. Ta
OoLVAICOAPATO OPYOVWVOUV TIG EUTIEIPIEC O UVIUEC, Ol OTMOoieC TPOPOdOTOLV TN CUMPBOAIKN aio Tou
TOTIOU, KOl N GUMPBOAIKNA 0&i0 EVIOXVEL TNV UTIOKEIPEVIKA TPOCKOAANGN KI TN JOKPOXPOVIO OXECT PE
Tov Tpooplopo (Bai et al., 2023 ; Steriopoulos et al., 2023)

1.5 POAOC KOTOIKWV 0T d1apOp@Wan TNE EIKOVAC

Ol KOToIKol Ogv OmoTeEAOUV TOBNTIKO KOIVO Tou place branding, oAAG eival evepyog ouv
dnuIoLPYoLE TNC TAUTOTNTAC KOl TNG EIKOVOC TOU TOMOU, OMOTE, N GUUMETOXIKA TIPOCEYYION
umoaTtnpPilel 0TI N PdpKa €vOC TPOOPICHOD, CUYKPOTEITAL AAANAETIOPACTIKA OTO OVOPWTOUE, LAIKO
XWPO Kat Beapouc. H @wvr TNE TOTIKIC KOVWVIaC TIPETEL va UTIAPXEL PETT OTIO TIC OPNYNOEIC, KABWC
eivan doutkn mpoimobean yia eva avBekTikd brand (Kavaratzis & Kalandides, 2015). Méoa amo tnv
Kadnuepiv {wr, TIC OLVNBEIEC, TIC TPOKTIKEG QIAOEEVIOC KOl TIC MIKPEC IOTOPIEC TOUE, Ol KATOIKOL
AEITOUPYOULV WC POPEIC TOLTOTNTOG, EUTEIPIAV KAl OPNYITEWV TIOU SIOHOPPWVOLY TOGO TNV ECWTEPIKA
000 KOl TNV €EWTEPIKN EIKOVA TOL TOTOU. Ot KATOIKOL dEV €ival PJOVO OMOJEKTEC EMIKOIVWVIOC, OAA
EVEPYOI TPEGPBEVTEC TIOU JETAPEPOLY TPOG TA €W TIG JIKEC TOUG EKOOXEC TNG EIKOVOC TOU TOTOU.

H cupBoAf Twv KaToikwv aTnv €1KOVa deV TIEPIOPILETAl T PEYOAA {NTAMATA, OAAG N KABnUEPIVN
EMAPN TOUC HPE EKONAWOEIC, LTOJOUEC KOl LTNPECiEC , OMOL EMNPEAEl TOV TPOTO TOL Ol (6ol
a&loAoyolv Tov TOTIO Kal KOT’ EMEKTOON, TO TWE TOV TPOTEIVOUV N OXI g€ AANOUG. 'Epeuva g€ eMinedO
TOAEwV €€IEE, OTI N EIKOVO TwV EKONAWCEWY (events image), OMwE PIOVETAL OMO TOUC KATOIKOUG,
ENMNPEALEL BETIKA T GUVOAIKI) EIKOVA TN TOANC Kal Tn 6108€an auaTaacnc, EvioxVovTtac €101 To «word
of mouth» (Lobo et al., 2023). AuTO onuaivel 0TI 01 KATOIKOI AEITOUPYOLUV WC KPIGIUOC GUVOETHOC
avapeoa 0T BEOUIKN TOMTIKI) EKONAWCEWV Kal OTNV TPAYMATIKI €IKOVA TIOU KUKAOQOPEI oTa
KOIVQVIKG SIKTLO KAl 0TO KABNUEPIVA diKTLO ETIIKOIVWVIGLC.

H 6ewpnaon tou place branding w¢ dnuoatog TOAITIKAG TPOCOETEL pid EMITAEOV 6100TACT GTOV POAO
TWV KaToikwv. OTav 10 branding ovTieTOIZETAl OX1 OMAKC WG ETUKOIVWVIAKY KOUTIOVIA, GAAG W
TIOMITIKI) TIOU EMNPEACEL TN XPHOT MOPWV Kal TNV avATTuEn ToL TOTOU, TOTE N GUUUETOXN, N d1APAVELQ,
n Tomobeaia Kat n a&loAoynaon anoteAolv Bactkeg mpolnobEéaelg vopipomoinang (Potapovs, 2024). Ot
KATOIKOL, 0 QUTH TN AOVIKN), avayvwpilovtal w¢ Baaikoi stakeholders, Twv omoiwv o1 OTACEIC Kal
QVTIARYEIC AEITOUPYOLV WE OEIKTEC Y10 TO AV N JAPKO «KPOTA» TNV KABNUEPIVA TTPAYUOTIKOTNTO.

TENOC, N €PELVA Y10 TNV TOAVTAOKOTNTA Twv brands deixvel 0TI T TOAD OTAG O@NYMOTO UTOPEI
va €pXovTal ae 0UYKPOUaT PE TNV TOAU TIIO GUVOETN yV®aT TIOU €X0UV Ol KATOIKOI Y1a TOV TOTIO TOUC.
AVTIBeTa, Pia TIo TOAD €mimedn Kol PEOAICTIKI) TPOCEYYION O0TO brand, oUVOEETON PE BETIKOTEPEC
OTAOEIC KOl CUUTEPIPOPEC LTTOOTHPIENG aTO TOUG KaTOoiKoug (Zenker et al., 2017).

1.6 H Aiyva w¢ TouploTIKOC TOTOG
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H Aiywva gival éva vnoi 0To KEVTPO TOU ZAPWVIKOD KOATIOU, TEPITIOL 0TA 19 VAUTIKA JiAlO HOKPIA
amo 1o Aipdvi tou Metpatd, €xovtog duean aUVOEDN e TO PEYOAUTEPO AlAVI TG EAAGSAC Kot Kat’
EMEKTOON PE TNV ABrva. To vnai guvdIKAZEl TONITIOTIKI KANPOVOUIQ, OTIwG 0PX0IOAOYIKOUC XWPOUC,
MOULCEIQ, vnuEia KI BPNOKEVLTIKOUE XWpouc. Emiong, £xel BAGCT10 TOUPICUO, SEOOUEVOU TN EYAANC
OKTOYPOMMNC TN KA TGV TOPAAIWVY TNE, AAAA SIABETEL Kal TNV KAOGIKN VNOIWTIKNA {wr) EVO¢ EAANVIKOU
VNnaolol TPOCPEPOVTOC OTOV EMIOKEMTN HOVAOIKEC EUTEIPIEC. Z€ EMIMEDD TOUTOTNTOC, N VNOIWTIKN
LAIKOTNTA, Ol TIOAITIOMIKEG AVOQOPEC Kal N I0TOPIKY CLVEXEIDG TNG Alyvag TPOo@EPOLY TAOUGCIOUC
@opeig voruatoc. H yaotpovopia, T000 HEGa oMo Ta TOTIKA TIPOTOVTA, 000 Kal HETH OTO TNV EUTEIPIa
€oTioong, AEITOUPYEl WC OUUTUKVWTAG TOUTOTNTOC KOl Tapdyovtac A10(popomnoinang, HE amto
QVTIKTUTIO 0TN ARYN OmoQacNg Kal aTnv PvnuoviKotnTta tng emiokePng (Freire & Gertner, 2021).
MapdAANAQ, 01 EKONAWCEIC Kal Ol TTOATIOTIKEC dPOaTNPIOTNTEC EVIOXDOULV TNV EIKOVA TNE WE {0vTavo,
TPOGRACIUOL TPOOPIGHOU KOVTA GTO KEVTIPO, OAAG E SIAKPITH) VNOIWTIKI TPOCWTIKOTNTO.

Zuvoyidovtag, otnv mapoloa £peuva, N Aiylvo OVTIETOTICETAl W PEAETN TEPITTWAONG Kal WC
OUYKEKPIPEVO EUTIEIPIKO TAQITIO EQAPUOYTC TOL BewpnTIKOL OXAMOTOC Tou Tourist Destination Brand
Equity (TDBE).

KEDPANAIO 2: Storytelling otov TOULPIOPO KOl 0T OOPOPPWON

TOUTOTNTOC
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2.1 'Evvola kat Aertoupyia tou storytelling

To Storytelling €ival pia dounuévn agriynon pe apxn, MECN Kol TEAOC, TTIOU OTOXO EXEL TNV
TPOBOAN) GNUOVTIKWV PNVUUATWY, OTOU OTNV TIEPITTWON HOG EVIOXUTIKEC PE TOV TOTO. H 1oTopia
AOITOV, OPYaVWVEL TNV €UTEIPiOr o€ vonua, ouvdEovTag TO YEYOVOTO HE QITIWON CULVOXH Kal
EVEPYOTOIWVTAC TOOO TO YVWAOTIKO 600 Kal TO cLVaIoONUATIKG eminedo Tou anodékTn. ( Lewis , 2011).
H BiBAoypa@ia S10KPIVEL YEVIKOTEPQ TNV 0QryNan, amod TNy I0TopPia, N TPWTN UMOPEL va givarl pia amAn
dIyNnaon yEyovoTwv, eV N OEVTEPN GTOXEVEL PNTA GTNV EUTAOKI] KaI GTNV AAAAYH TOU KOIVOU, 6ivovTog
EUQOOT OTIC EMAOYECG, 0TI CUVETEIEG KAI OTOV PETACXNUATIONO Twv XopoKThpwv. (Moscardo, 2021).

H otpo@n mpog TI¢ I0TOPiEC OTOV TOUPIOHO, GUVOEETOL UE TNV EUTIEIPIKE] GUAOT) TOL TOUPICTIKOU
TPOTOVTOC Kal PE TNV EVPEID A10000N TV KIVNTWY CUCKEVWVY Kal TOU TIEPIEXOMEVOU TIOU dNUIOLPYEITAL
amo TOuC XPNOTEC. Z€ aUTO TO TEPIBAAAOVY, Ol I0TOPIEC AEITOLPYOLV OXI HOVO WC KATOI0 EPYAAEIO TOU
MOPKETIVYK, OAAA TIEPICCOTEPO WC EVOG TPOTOC YVWANC, dnAadH GUUTIUKVMVOUY Kal Kpatolv vonua,
JlAPOPPWVOLY VAWM KoL TOLTOTNTA Kol TOUTOXPOoVa, EMNPEALOLY TO TWE TO ATOUO Oivouy vOnuo oTov
€0UTO TOUC KOl TOUC TOTIOUC TIOL ETIIOKEMTOVTOL ) Katolkouy (Lewis, 2011; Moscardo, 2011). Auto
e€nyei ylati n agriynon mapapEvel avOEKTIKN GTOV XPOVO Kal YIOTI N EPEVVNTIKI) YVWAOT UTOPEL Va YiVel
TO OLCIACTIKA OTAV TAHPVEL APNYNUOTIKA HOPQN.

2TV OUVEXELD, OE ETIMEDD WNXOVIOUWV €midpacng, KeVIpIKA €vvola €ival n narrative
transportation, 6nAadn n aiobnon 611 0 amodEKTNG PPIOKETON OTO KEVIPO TNC IoTopiac. Otav n
TPOCOXN, N @avtacia Kal To cuvaiobnua evepyomolouvTal TAUTOXPOVO, MEIWVETOL N KPITIKN
enegepyaaoia Kol auEAVETAL N TMEICTIKOTNTA TOU PINVOUOTOC, PE AUECEC GUVETEIEC OTIC TPOBETEIC Kal
oti¢ otdoelg (Tussyadiah et al., 2011). TMelpaPOTIKEC MEAETEC OTOV TOUPIOMO deixvouv OTI TO
O@NYNUOTIKA PNVOPATO LTEPEXOLV TWV W O@ENYNUATIKWY, dNAAdK N Katavonaon tne 1otopiag Kal
16iw¢, N TO0TION PE TOLE XOPOKTHPEC 00NYyoLV ae BaBUTEPN YVWAT) TOUL TIPOOPICHOL Kl € I0XUPOTEPN
npdBean emiokewnc (Tussyadiah et al., 2011).

H epappoyn tou storytelling otov toupiopo eival 1dlaitepa 10XLPNA EMEISA TO TPOIOV Eivail
KATeEOXNV EUTIEIPIKO, Ol I0TOPIEC ETUTPETOLY GTOV EVOIOPEPOUEVO, VO GOKIMATEL VONTIKA TNV EUTEIPIN
TPV oMo 1o Tagidl, VO KOTOVONOEL TO TG UTOPED VO VIDOEL € €vav TOTIO KOl va GUVOEDEL TIC
TANPOPOPIEC PE TPOOWTIKEG €mBupieg Kal o&ieg. 'ETol, n a@riynon MElwvel v ofefaidtnra,
OPYOVQVEL TIC TPOCOOKIEC Kal SIEVKOAUVEL TN PETARaoN amd TV OmAf €IKOVA TOU TPOOPICHOL OE
OULYKEKPIYEVEG OLUTIEPIPOPEC TIPoBETEIC. (Moscardo, 2021; Tussyadiah et al., 2011).

210 mAaiclo Tou destination branding, o1 10Topie¢ cupPdAAouy aTnv anddoan «aicbnang Touv
TOMOoL» (Sense of place), yepupwvovTac TNV TOLTOTNTA TOL TOTOU HE TNV TAVTOTNTA TNG MapKac. Otav
10 storytelling EVOWPOTWVEL PWVEC KOTOIKWY KOl OTIyMIOTUTIA KOBNnuePIvC (WG, Ol a@nynoeig
yivovTal TIo avoyvwpicIPeS Kal VOUIUOTOINUEVES, KABWC 0 TTPOOPICUOC TTOPOUCIAZETOL OXI HETO OO
EUPANUOTIKA a&l0BENTO OANG Kl JECH aTO avBPWTIVEC OXETEIC KAl TPOKTIKEG (Hay et al., 2022). Mg
auUTOV TOV TPOTMO, N O@yNoN AEITOLPYED WC YEQUPA OVAPESO OTNV E€0WTEPIKN TPOOTTIKY TNC
KOIVOTNTOG KO 0TNV EEWTEPIKN EIKOVO TIOU OMOJIJETAI OTOUC ETMIOKEMTEC.

Id1aitepn €uoon OiveTal OTNV HOPPN) KOl GTOV POAO TOU O@nynth. Z€ SIadIKTLOKA
TEPIBAAAOVTa, 0 a@NyNTAG OV €ival OVAETEPO PETO, OAANG KPIioIUO OTOIXEID TNC agpriynong, 6mou n
avTAauBavouevn o&loTIoTiO, N OPOIOTNTO WUE TO KOIVO - GTOXO0 Kal 0 pOAOC ( HAPTLPOC, ONMIOLPYOC,
TPeoPBeVTAC), EMNPEALOLY APECH TOV TPOTO E TOV OT0IO0 YiVETal N EMEEEPYATIO TOL PNVOUATOC KL TOV
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Babuo d1adoaonc tou (Pachucki et al., 2021). H mpoo@atn KPITIKI avadijtnaon yopw amo TO av Pio KAAR
I0Topia apKEl, KOTOANYEL OTL XpeIAdeTal Kal KatdAANAoLG aXedI0OMO0C POAWY Kal S10KUBEPVNONG,
OTOL N EMIAOYH KOl 0 GUVTOVIOHOG TWV a@nynUATwy, N OTopEN KavOvwy Kol S100IKACIOV ETIMEAEING,
OMOTEAOLV TIPOUTIOBETEIC VIO GUVEKTIKO Kal O@nynUatiké olkocvatnua. (Moreira et al., 2025).

O1 dpaatnpIdTNTEC dnuiovpyiag PeTakivouy To storytelling, mépa amd tv amAr mopaywyn
TIEPIEXOMEVOU, KABWC 01 SNUIOLPYOI TIEPIEXOUEVOU, KAAOLVTAIL VO SIOKOPPWACOUV TO VONUA TNC HAPKAC
Kal N ynolokn €UTAOKN va yivel BoBltepn Kol TIo avBeKTIKN, 1d1aitepa OTAV TA OTOPO TOU
OUMPETEXOLV €X0LV 1d10iTEPN oLUVdEDN e Tov TOTO N To brand (Dretsch et al., 2024). 'Etal, a@rjvel va
evvonBei ot 1o storytelling Asitoupyei W¢ epyoAcio eMKOIVWVIAC Kal TAUTOXPOVA w¢ ia dladikaaia
mou divel oto brand a&ia kal vonua. KAgivovtog Aoimov, o Storytelling atov Toupiopd, UTOPOLKE va
TIOUME OTI OEV Eival OTAG U1 OPOPPN 10TOPIa yIo TOV TOTIO, OAAG gival £vag TPOTOC 0pyAVWaOnE TN¢
EUTEIPIOG KOI TN EVEPYOTOINONE CLVAICONUATWY OAAG KOl TAUTOXPOVO TOUTIONC TOU TOTOU WE TNV
€IKOVO. MEaa aTo TNV Guv dNUIoLpYia TEPIEXOPEVOU, ETITPEMEI GTOUE KATOIKOUC KOl OTOUC ETIIOKETTEC
VO GUPPETEXOLY OTNV dlapop@wan tou brand (Dretsch et al., 2024 ; Hay et al., 2022 ; Lewis, 2011;
Moscardo, 2021 ; Tussyadiah et al., 2011).

2.2 AQNYAOEIC TOL TOTIOL KOl TIOAITIOTIKA TOUTOTNTA

2tV evotnta outh Ba e€etdoouvye MW Ol a@nynoelg PonBolv otV OULYKPOTNON TNC
TIOMITIOTIKNAG TAUTOTNTOC OEV OTIOTEAEI €va 0TAOEPO QVTIKEIMEVO TTOU AMAWG TTPORAAAETOL OAAG €vaC
OLVOLOCOMOC TNC LAIKOTNTO, TWV BETUWY KOl TV KABNUEPIVAV TPAKTIKWY, OTIOU JIAUOPPWVETAI JETT
anéd agnynoelg (Kavaratzis & Kalandides, 2015). Neotepec mpoaeyyioelg, deixvouv 0TI 01 GU{NTNOEIC
y0pW OMO TNV TOLTOTNTA PHAPKOC TTPOOPIGHOU GUYKAIVOUV 0 GEOVEC OTIWC N MOAITIOTIKY TOUTOTNTA, N
OLVEPYOTIKN OI0KLBEPVNON, N EUTIOPEVUATOTIOINGT KOL N AEIPOPia, YETATOTIOVTAC TO EVOIOPEPOV ATIO
TO Tl €ival PO TOUTOTNTA, KOl OTO TWC TPOKUTITEL OAAG KOl TWC PETPIETOL PECH OTO TIPOKTIKEC
OLMMETOXNG Kot agpriynonc (Escobar - Farfan et al., 2024).

QC UNXOVIOPOC GUAAOYIKIC VONUOTOOOTNONG, N OQryNaT OPYOVWVEL ETEPOYEVH OTOIXEIN, OTIWG
€ival Ta LAIKA KOTAAOITIO, PVAMES, BEOUIKEC puBuioelg Kal aieg, o€ 10TopieC PE apxn, EEENIEN Kal
vonua. Méoa amnd auTeEG TIG I0TOPIEC N TTOAITIOTIKI TAUTOTNTA YPAPETOL WG GUVOAO POAWVY, TPOCGIOKIWV
Kal a&lev oL UToPOoULV VO OvayvwpIaToLy, va BupnBolv Kot va Kotvoroinolv. H cupmepiAnyn tng
QWVNC TWV KOTOIKWV OE OUTEC TIC O@NYNOEIC AEITOUPYED WC YEQUPA OVAUESO OTNV E0WTEPIKN
TOUTOTNTO TOU TOTOU KOl 0TV TPORAAAOUEVN TALTOTNTA PAPKOG, EVIOXVOVTOC TNV aioBnan aAnBelag
Kal 0TnVv MPoRaANOpEVN TOUTOTNTA PAPKAC, EVICXDOVTAC TNV aicBnan oAnBeIag KOt TPOyHOTIKOTNTOC
Tou peTadidetal mpog Ta £€w (Kavaratzis & Kalandides, 2015).

H moAvgwvia Twv agnynoswv dev anoTeAel kKamolo mpdBAnua To omoio Ba mpémel va Aubei,
OMG amoTeAEl TOPO , 0 omoiog Ba TMPEMEL va OPYOVWOEL. Z€ MIKPAG KAIPMOKOC TOAUQWVIKOUC
TPOOPICUOUG, N MAPKO TOU TOTIOU OVABUETAL GUXVA OTMOKEVTPWUEVD OO TOAAOUG CLYYPAQELS, OTIWC
€ival o1 KATOIKOL, Ol EMIXEIPOEIC Kal Ol TIOMTIOTIKOI POpEi¢, mapd omo KAMOI0 KEVIPIKO DMO. X10
Medio TN aQriynange, 0 pOAoC twv Beapwv (BA. evatnta 1.1) eoidlel mALov aTnV EMIPEAELD (curation):
deV LTIOYOPEVOLV TNV I0TOoPIa, OAAG 0pilouv BePATIKOUC AEOVEC KOl KOVOVEC, WOTE 01 TOANOTIAEC PUVEC
VO OUVBETOUV IO CUVEKTIKI EIKOVO XWPIC va aKUPWVETAL N dlo@opeTiKOTNTa (Bjorner & Aronsson,
2022). H moAu@wvia, OTOV €MIYEAEITOl PE OUTOV TOV TPOTO, EVIOXVEL TN ONUOKPOTIKOTNTA TNG
TOUTOTNTOC KOl ETITPETEL TNV OPATOTNTA SIOPOPETIKWVY EUTIEIPIWV KOl OTITIKWV. (Bjérner & Aronsson,
2022; Kavaratzis & Kalandides, 2015).
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H TMOAITIOTIKY) TOUTOTNTO, 10iW¢ OE XWPOUC KANPOVOUIOG, OV AEITOUPYED WC «UOULTEIOKO»
OVTIKEIPEVO OAAG WC Bitopa TTOL PEVEL OTN MVAKN MECT OTIO CLVAICBNUATIKEC KOPUPWOEIC. EUTEIPIKEC
MEAETEC deixvouv OTI OUVBETA N YIKTA cuvalabiuaTa, Onwg 60£0¢ O CUVOLOCHO e VOOTOAYIO N AN
MEAQYXOAIQ, EVIOXVOUV TN UVNUOVIKNA €YYPO@r) TNC EUMEIpiag Kot avaBabuilovv Tnv eumelpia JapKac,
1I01aiTePa OTAV N 1I0TOPIa TapoLaIAeTal PEaa amo dldpopeC atadbroel (Xog, EIKOVA, Kivnan, omTIKa N
YEUOTIKA epeBiopata) Kol OXI HOvo AeKTIKG (Steriopoulos et al., 2023). Autr) n uYetdpacn omo 1o
storytelling oto storyshowing, €€nyei yiati oplopéveC TONITIOTIKEG A@NYNOEIC YiVOVTOl TIEIOTIKEG Kal
BIOUATIKEG OO GAAAEC.

E&ioou anuavtikdg ival 0 poAOG Tou a@nynTr pag, 6mou n agriynon €ival mOvtoTe 6O
METOEL €VOC OUYKEKPIUEVOL O@NyNTH Kal €VOC KOIVOU, CUVETWC, TA XOPOKTNPIOTIKA TOU a@nyntn
(KOWVwVIKN €yy0TNTA, OPOIOTNTA E TO KOIVO, BEGUIKOC 1 Un POAOC), ennpedlouv v a&lomiaTia, TV
POoANYN Kot T d1ddéoaon Tou unvouaTog, 18IKA o€ dladikTuokda TepIBaAAovta (Pachucki et al., 2021).
H npdoatn BiBAloypagia, umootnpilel 0TI pio KOAA 10Topia eV OPKEL, OAAG amaITEITal GUVEIDNTOG
OX€JIOOPOC POAWY, EMIAOYN KOl GOUVTIOVIOPOC O@NYNT@WV, KOBWG Kal Kavoveg ULmenBuvng
EKTIPOOWTINONG, WOTE Ol APNYNOEIC VO EVOLVAUWVOUY KOl va NV EPYOAEIONOIONV TIC KOIVOTNTEC
(Moreira et al., 2025).

TENOC, N dlaxEipIon TWV aPnyrnoEwWY CUVIEETAI UE PIa EupLTEPN dldaTaan dlakuPBEpvnaong, oTnv
onoia n Bewpnon tou place branding w¢ dNUOCIOG TMOAITIKAG €10AYEL OMOITACEI, GUPMETOXNC,
dlapavelag, oapoug Tonobeaiag Kal agloAoynang, WOTE N MOMTIOTIKA EVEPYEID TV KOIVOTHTWY va
HETOTPETETAL 0¢ Blwolun aéia pdpkac Kol 0xl 0 EPAUEPO EMIKOIVWVIOKO amoTEAeaua (Potapovs,
2024). & auTd 10 MANIG10, Ol APNYNOEIC TOL TOTIOL AMOTEAOLV TO KAdPO, MAVW GTO OTI0I0 N TOAITIOTIKN)
TOUTOTNTO JIAUOPPWVETAL, IATPAYUATEVETAL KO dNUOCIOTOIEITAL, £TAL, OTAV EiVOI TOAUQWVIKEG, AAAA
EMPEANUEVEC, TOOO WC TEPIEXOUEVO 000 Kl WG EUTIEIPIA, CLVAIOBNUOTIKA OUCIOOTIKEC Kol BETUIKA
UTEEDBUVEC, AEITOUPYOLV W YEPUPO AVAPETH OTNV E0WTEPIKE AUTOOVTIANYN TNG KOIVOTNTAC Kal 0TNV
e€WTEPIKN aVTIANYN TOU TPOOPICHOL, GUUPBAAANOVTOC OE HIO TIO OVOEKTIKI) KOl VOUIUOTOINUEVN
dnuoata eikova (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 kai branding mpoopiouwv

To storytelling cuvdeetal otevad pe to destination branding yioti mpoo@épel Eva mAaiclo peoa
Omo TO OMOi0 Ol TMPOOPICHOI dEV TTOUAAVE HOVO UTINPECIEC, OAAG vonuata, aiec kal poAoug. e
avtifeon pe TNV AmAN TANPOQOPIAKK) EMIKOIVWVIN, Ol O@NYNoEI; EMITPETOLY OTOV TIPOOPICHE va
TIOPOLCINACTEL W OKNVIKO I0TOPIWVY, OTIOU 0 EMICKEMTNG UMOPEL VO OEL TOV EQUTO TOU WC TPWTAYWVIOTH).
H oxetikn BiBAoypagio KAvel AGyo yia éva « story turn »aTov ToupIoHO, dNAAdK yia Yo aTPOQr) and
TO AOYIKO ETIUXEIPNUOTO OE APNYNOEIC TTOU GUVOEOLY TOTO, XAPOKTIPEC Kal TAOKK, TPOKEIPEVOU va
dounBolv TIo OLCIACTIKEG OXECEIC YE TOL emiokeNTeC (Moscardo, 2021).

O1 a@nynoeI¢ AEITOUPYODV W WNXOVIOUOI «UETaQOPAC» , Otav o Oeiktng Bubileton otnv
loTopia, Teivel va emeepydleTal AlyOTEPO KPITIKA TO UNVOPATO KAl VO aVOSIOHOPQWVEL TIC OTACEIC TOU
QMEVOVTI OTOV TIPOOPICUO. ‘EpeuveC PE MEIpapaTIKG aevapla OEixvouv 0TI 01 consumer narratives €ival
TIO OMOTEAECUOTIKEC aTO TA OLOETEPA TANPOQPOPIAKA KEIUEVO OTO VA SIAUOPPWVOUY BETIKOTEPN
€IKOVa, TpOBean emiokePnc Kat 01608ean ouotaonc (Tussyadiah et al., 2011). Ztnv agrynaon, oTolxeia
OmMW¢ ival To Tomio, n {wr} 0ToV TPOOPICUO OAAG OKOUO KOl I YOOTPOVOia, dev €ival amAd Kamola
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TPOIOVTO, OAAG €ival EUTEIPIEC PE TLVAIOBNUOTIKO Kol GUPBOAIKO UTIORABPO, evioxvovtag To brand
TPOOPIoHOL. 210 eMinedo Tou branding, ot agnynoel¢ fonboly atnv daPOPPwWaT TOL VONUOTOC Y1a TO
i010 T0 brand, émou péoa oMo 10TOPIEC, EMTLYXAVETAIL N COVIEDN TNC MAPKAC PE CUYKEKPIMEVEC agieC,
onw¢ €ival n @IAoevia Kol N auBeVTIKOTNTA, OIEVKOAUVOVTAC PE OUTO TOV TPOTO TNV KOAUTEPN
Katovoneon tou brand. 'ETol, 01 10TOPieC KOTOIKWY, EMOYYEAUOTIOV Kal ETMIOKEMTWY, CUVOETOLY Eva
TOAVQWVIKO O@NYNUO TIOU YEQPUPWVEL TNV E0WTEPIKI TOLTOTNTA TOUL TOTOU ME TNV €EWTEPIKA TOU
€lkOva (Hay et al., 2022).

KevTpikd {itnua amoteAei Kat 0 poAog Tou idlou Tou storyteller, o omoiog dev €xel onuaaia
MOVO TI IoTopia AEyeTal, aAAG TIEPICCOTEPO TIOIOC TNV AEEL. ‘Epeuveg o€ online mepIBAAAovTa Oeixvouv
0TI n a&lomiatia, n eyyLTNTO Kal N Ta0TIoN YE TOV a@nynTH EMNPEACOLY TNV OMOTEAECUATIKOTNTA TOU
MNVOUATOG, YIo TOPAdEIYUA, EVOC KOTOIKOG UTIOPEL VO BewpeiTal TIo aUBEVTIKI) QW aTo EVav QOpEN
Tou ToTov (Pachucki et al., 2022). MapdAANAQ, KPITIKEC TPOCEYYIGEIC TOVICOUV OTI PIO KOAN 10Topia
dev gival mavta apkeTh, aAAd 0 TPOTOC TIOL 0 APNYNTAE XElpideTal TV dUVOPN TNE OPrynNong, UTopEi
va eVIoXUOEL N va UTOVOPEDDEL TN Oxéon eumoToolvng PETOEL pdpkag Kai kolvou. (Moreira et
al.,2025). KpITIKEC TTPOCEYYIOEIC EMIONUOIVOLY OTI dEV OPKEL PIa «KOAN» 10TOpia, aAAG amalteital
OLVEIBNTOC OXESIOOUOC TWV APNYNUATIKOV POAWVY Kal KOVOVEG LTELBUVNG EKTTPOCKTNGNG, WOTE Ol
a@NynNoEIC VO EVOLVAUWVOLVY, Kal OX1 va EPYOAEIOTOIONV , TIC KOIVOTNTEG IOV 0@opd To brand (Moreira
et al., 2025; Potapovs, 2024). H cupfoAn tou storytelling otn cuykpdtnon toutotntog €0pTaTal
emiong ano v dounon twv poAwv, 6nAadr 0 aEnynTr¢ omoTeAEl BAcIKd GTOIXEIO TN 10TOPIOC KAl
XAPOKTNPIOTIKA OTIWG N GEIOTIOTIA, N KOWVWVIKNA €yy0TNTO 1} 0 BECUIKOC TOU POAOC EMNPEAOLY TOV
TPOTO PE TOV Omoio pocAauBavetal Kot epunveleTal To prvupa (Pachucki et al., 2021).

Zuvoyidovtag, To storytelling oto branding TpoopICUWY, PTOPEL VO OPIOTEL. WC UNXAVIOUOG
OUANOYIKIC vOoNuaTOd0TNONG, OTOU PECA OMO TIC IOTOPIEC, O TPOOPICHOC OTMOKTA TPACWTIO,
ouvaIeONUATIKY XPOold Kal GUMPBOAIKN a&ia, EVw TAUTOXPOVO EVEPYOTOIOUVTAL Ol KATOIKOL Kal Ol
EMOKENTEC WC O@NYNTEC, OTMOU PECA amd T TOIOTNTO Kal N d0ur auTwv TWV O@NYyroEwv,
Kabopilouvtal e peyAAo Babuo 10 TWC SIOPOPPWVETAL, BlwveTal Kal agloAoyeital To brand evog
TOTIOU.

2.4 H emidpaan tou storytelling atnv €1kOva TPOOPIGHOU

2TV evotnTa auTh e€eTddeTal mwg N a@rynon ennPeddel TIC avTIANYELC, TIC TPOCIOKIES KOl Ta
ouvalebRuaTa yia Evav Tomo, dpa Kol TNV EIKOVA TOU TTPoopIcpoL. Omnwg £xel AON ava@epbei, n eikdva
TPOOPICHOL Eival €va TAEYUO YVWOTIKWY, CLUVOICONUATIKWY KOl CUUTEPIQPOPWVY O&I0OAOYNOEWY. TO
storytelling mapeuPaivel o€ OAa auTd Ta €MiMEda, Kupiwg pEow TnNg PUBIoNC otnv 1oTopia, TN
QLBEVTIKOTNTOC KOl TNC GUVOIGONUOTIKNAG EUTAOKAC.

ApXIKQ, N agnynon emnpeadel TNV YVWAOTIKN 81a0TOon NG €Ikévac, H Bewpia tng narrative
transportation, umooTtnpilel 0TI GTaV 0 dEKTNC, PLBIZETaN O€ pIa 10TOPIa, €ival To TIBAVE va TPOCEEEL
, VO KOTOVONOEL Kal vo omodexBei mANPo@opieg yio Tov TPOOPICUO OE OXEON HE €va OLOETEPO
TANPOPOPIOKG Keipevo (Tussyadiah et al., 2011). Kdamnoleg €peuveg, €xouv oO¢gi€el ot T0. Digital
Storytelling, ymopei va Bonbrioel To Kovo va euBablvel TEPICCOTEPO GE VOV TTIPOOPICHO, EVIOXVOVTOG
MEPIOOOTEPO TNV eMIBupia TG emiokePng (Chang et al., 2025). Emniong, ot 10Topiec Bonbolv 1o KOIVO
va QTIAEEL 10 {WVTAVEG KAl 0PYAVWHEVEC OVATIAPATTATELS Y10 TOV TOTIO, APO KOl TII0 TAOUCIO YVWOTIKI)
EIKOVOQ.

H BipAoypagia yio Memorable Tourism Experiences (MTES), d€ixvel 0TI o1 cuvalgbnuatikd
(QOPTIOUEVEC EUTEIPIEC OUVOEOVTOL WE IOXUPOTEPN MVNUOVIKOTNTA, Ouénuévn mpobeon va &avd
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eMOoKePOoLY Kot BeTikdG WOM (Bai et al., 2023). Ze mepiBaAlovta TOAITIOTIKAC KAnpovouiac,
OLVOLOCHOI PIKTWV cuvalaBNUATWY, OTWC 6€0¢ Yadi Ye NIa PeAayXoAia, eviaxOouv TNV eyypagn otn
pVAUN GTOV N 10Topia TOPOLCIAZETOl PECW TWV AI0BNOEWY , dNANJK PWEST OTIO TOV X0, TNV EIKOVA
akopa Kat tnv a@r (Steriopoulos et al., 2023). To storytelling emopévwe, dev a@opa Povo tn PeTddoaon
TANPOPOPINY, OAAG TOV OXEOIOOUO OLVAICONUATIKWV OTIYHWY TIOU WEVOUV OTNV HPVAPN Kal
avapabuidouv tnv €1IKOvVa TOL TOTOU.

Onw¢ €xel RdN ountnbei oto Kepdiaio 1, n auBevTIKOTNTA, TOGO TWV 0PNYrOEWY 000 Kol TOU
i010V TOU TOTIOU, CUVAEETAI [E EUTIIOTOOLVN, TIPOCKOAANGN Kat online gumAokn] (Kim & Kim, 2019,
2020 ; Zhou et al., 2023). 210 mAaialo Tou storytelling, autd anuaivel 6T o1 10Topieg eMnpedlouy TNV
€IKOVO TOU TIPOOPICHOL OX1 OTAWC ETELDN €IVl EAKVOTIKEG, OAAG OTOV YivovTal AVTIANTTEC WC OANBIVES
KOl OUVETEIC JE TNV EUTELPia TOU TOTOU.

H emidpaaon tou storytelling atnv €1KGva TPOOPIGHOL 6ev EEAPTATAL UOVO OTIO TO TIEPIEXOMEVO,
OAAG Kal amod Tov opéa TG agnynong. & Ynelaka mepIBaAlovta Exel Bpebei 0TI XapaKTnNPIOTIKA
OTWC N 0&loTIaTix, N €yyUTNTO KOL N OPOIOTNTA PE TOV aQnynTr ennpeddovv KaBopIoTIKA TOV TPOTO
ME TOV OTOI0 TPOCAGUPBAVETAL TO WAVUMO- YI' OUTO, Ol AENYNOEIC KOTOIKWY TEIVOLUV GUXVA VO
a&1oA0yo0VTal WG TIO OUBEVTIKEG KOl TIEIOTIKEG OE XEON HE TIC TIO «EMIONUEC» 10TOPIEC TWV BETUIKWOV
@opewv (Hay et al., 2022; Pachucki et al., 2022). EmmA£ov, €xel d10MIOTWOEL OTI 0 TPOTIOC PE TOV OTI0IO0
0l id101 01 KATOIKOI B16OVOUV Kal a@nyouvTal TIC TOTIKEC EKONAWCELC ETNPEALEL TN GUVOAIKI) EIKOVA TNG
TOANG Kal gvioxVel TN 8108ean oLOTAONC, TPOPOSOTWVTOG EVa 1I0XUPO «EOWTEPIKO» word of mouth
(Lobo et al., 2023). Zuvenwc, To storytelling dev €ival 0LOETEPO EPYAAEID: N ETIAOYT Kal N EVOLVALIWAON
OUYKEKPIPEVWV QWVQV SIOPOPPWVEL OE EYAA0 Babuod Tnv 1kova Tou aTadloKd aTaBeponoleital yia
TOV T(POOPICUO.

2¢€ eminedo olkoouaTtruaToC brand, to storytelling cuvéEeTal Pe T cuv dnNUIOLPYIO VORUATOC
Kal TNV Ynelakr eumAokn, dpaotnplotnteg brand co-creation mou {ntolv amd TOug XPHOTEC VO
OUMMETEXOLV OTNV EPUNVEIN KOL OX1 HOVO GTNV TTIOPAYWYN TEEPIEXOUEVOL, ALEAVOLV ETAL TNV EUTIAOKI),
€10IKA OTAV LTTAPXEL LYNAN TIPOCWTIIKI) oUVdEaN pe TNV pdpka (Dretsch et al., 2024). Méoa amo TETOIEC
TIPOKTIKEG, Ol OQNYAOEIC WETOTPEMOVTIOL O OGUAAOYIKO project, OTOU 1N €IKOva dgv gival Povo
OTOTEAECHO HIAC KEVIPIKNAG KOPTAVIOG, OAAG TPOIOV auveXolC diddpaacnc HeTagd BECUwY, KOTOIKWY
KOl ETIOKETTWV.

TéNog, n enidpaacn Tou storytelling oTnv €IKOva dgv ivat avta BETIKN. OTav N a@ENynUOTIKA
UTIOOXEON TOL OnuIovpyeital péoa omo 1o storytelling, 6ev eMAANBeVETAl OMO TNV EUTEIPIQ, IO
TOPAdEIyUa, OTOV EVaC TPOOPICUOC TPORAAAETOL WC NPEPOG Kal AUBEVTIKOC OAAG O EMIOKEMTNG
oLVAVTA UTIEP TOUPIOKO N XAUNAY TIOIOTNTA LTINPECIWY, TOTE N aloTIOTIO TNG PdpKacg vroBobuileTal
(D’Hauteserre, 2001). 'ETal, n a@rynaon, TPEMEL va euBLyPOpIETOL YE TO BATIKA ETIMEdA TNC HAPKOC,
dnAadn to xtiowo (building), tnv katavonon (understanding) kat tnv oxéon (relationship) (Fang et
al., 2024).

EminAéov, 1o storytelling, emnpeddel Tnv £IKOVA TPOOPICHOL PECW TPIWV BACIKWY UNXOVICUWV,
NG EPPABLVANC Ol TNC CLUVOICONUATIKIC EMEEEPYOTING, TTOU EVIOXVOLV BETIKEC OTATEIC KAl VAN, TNC
aLBEVTIKOTNTOC TNYNC KOl TOTOU, TIOU KAAAIEPYEL EUMIOTOOUVN Kal TIPOOKOAANGN Kol TEAOG, TNG
A1adIKTUOKNAG d1dXuaNG KOl Guv dnuIoLpYiag, Tov aTABEPOTOIEL N EMAVAdIATPAYUOTEVETAL TNV EIKOVO.
H mpdkAnon yla toug @opeic eival va oxediddouy a@nynoelg Tou €ival TOLTOXPOVA EAKUOTIKEC KOl
PEAAIOTIKEG, WOTE VO EVIOXVOULV Kal OX1 va umtovopebouy To brand Tou mpoopiopol. To Storytelling,
avTAei atolxeia amo to mePIBAAANOY TOU, TOUC BEGHO00C, TIC CUANOYIKEC VAHEC KOL TNV KaBnuepvr) {wn),
ONUIOLPYWVTOC I0TOPIEG Ol OTIOIEC EXOLV ApXN, MEON KOl TEAOG. OTaV 01 AQnyroEIC AUTEC TTOPAPEVOLY
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KOVTA 0TN Blwpévn TPAYUATIKOTNTA, N TAVTOTNTA TOU TOTIOU OMOKTA PEYAAUTEPN COPNVELN, CUVETEL
Kal avOEKTIKOTNTO, OVTIBETa, o1 UTIEPPOAIKA TIPOOEYUEVEC I0TOPIEC, TTOU AYVOOLV TIC AVTIQACEIC TNC
KaBnuepIvoTnTac, dSnuiovpyoly xdoua avaueoa oTov TOTO, OTWE TOPOLCIALETAL YETT aMO TIC I0TOPIES
Kal 0TOV TOTIO OTIWC TPAYMATIKA €ival, peiwvovtag Tnv a&lomioTio ¢ papkag (D’Hauteserre, 2001).

Zuvoyidovtag, N TauTOTNTO EVOC TPOOPICUOL TPOKUTITEL AMO TV cUVOECN TPAKTIKWY Kol
OLMPBOAIKWVY OTOlXEiwY TOu brand , OTOU OMOKTOUV OUGIOCTIKI) GNUOCIO POVO OTAV CUVAEOVTOL PE
eumelpieg kat 1otopiec. ( Kladou et al., 2016), €101 1o storytelling, YETOTPEMEL TNV TALTOTNTO OTIO
EMKOIVWVIAKO CAOYKOV C€ 10TOPIO TTOL PTOPEL va avTEEEL GTOV XPOVO.

2.5 E@appoyeg storytelling o€ ToupI1oTIKOOE TPOOPIGHOUC

2NV mponyoupévn evotnTa To storytelling, mpooeyyioTNKEC w¢ PNXaVIGUOE SIOUOPPWANG TNG
TOUTOTNTOG, £TC1 OTNV TOPOVUCA EVOTNTA B0 EGTIOCOUIE GTO TWE AUTO PETAPPALETAI OE CUYKEKPIUEVEC
TIPOAKTIKEC OTOUC TOUPIOTIKOUC TPOOPICHOUE KOl TIOIO EPELVNTIKA €LPNUOTO LTAPXOLV YIa TNV
OMOTEAEGUOTIKOTNTO TOUC.

H mpwtn Katnyopia eQapuoywv a@opd TIC CUMMETOXIKEC O@NYNOEIC TWV KATOIKWY, EPEVVEC
dnAadn mou Baagidovtal o€ EpyaaTrpIa IGTOPIWV, CUANOYEC TPOCWTIIKWY AQNYHOEWV, OEIXVOLV OTI OTOV
Ol 10TOPIEC TWV KOTOIKWV EVIACOOVTOl O OPYOVWHEVO TAGICIO, €VIOXUOLV TNV avTIAauBavouevn
OLBEVTIKOTNTO Kal TEICTIKOTNTO TOU a@NyrUOTOC TOL TPOOPICHOU, Ve TAPAAANAA auéavouv tnv
To0TION Kal T 01d0son umootnpiéng tng pdpkag (Hay et al., 2022). Tautoxpova, PEAETEC TOUL
€&etadouv Tov POAO TOL AENYNTH) LTIOYPAUMICoLY TN onuoaia TN avayvwPIoNC Kal TNE deovToAoyiag
WG TPOG TO TIOIO0I AUV YIO TOV TOTIO KOl JE TIOI0UG OPOUG, WATE N GUUUETOXN VO Un dloAloBaivel og
EPYOAEIOKD EKPETAAANEVOT (Moreira et al.,2025).

2T0 €minedo TWV Koumoviwv, 1o storytelling xpnoldomolgital yio vo  PETOOXNMATIOEL
TANPOPOPIOKA PNVOUOTa O a@NYNUOTIKEG EUTIEIPIEC. TEIPOUATIKEC UEAETEC €Xouv deiéel OTI Ol
I0TOPIEC, 0€ OUYKPION ME OUBETEPN EVNUEPWTIKA KEiYEVH, apdyouv narrative transportation (BA.
evotnTa 2.1), T0 Omoi0 CUVOEETAl HE TIO BETIKEC OTACEIC KOl IOXUPOTEPEC TPOBETEIC EMIOKEPYNC
(Tussyadiah et al., 2011). O a@NYNUATIKOC OXESACTUOC EMTLXNUEVWY KAPTIAVIWV OPYOVWVETAL YOPW
OTO CUYKEKPIYEVO TIPWTOYWVIOTH 1] OTITIKN, GO@r) a@nynUatikr) 610dpoun (apxXr—Hean—TEAOC) Kat pia
«UTIOOXEDT VONHOTOC» TIOU LTEPPAIVEL TA XOPOKTNPIOTIKA TOU TPOTOVTOC, EVEPYOTIOIWVTAC TIPOCWTIIKECG
aiec kol mpoadokie. Otav auTo TO TMAAICI0 CUVOEETAL e OUBEVTIKEC JIABIKTUOKEG a@NYNOEI Kal
KPITIKEC, TPOPOJOTEITOI EMTMAEOV NAEKTPOVIKO word of mouth kot eumiatoolvn PO TOV TPOOPICHO
(Kim & Kim, 2020). Apdoei¢ 0mw¢ BeuaTIKEC Kaumavieg ata social media, story prompts, «UIKPEC
TIPOKANCEIC» PE OULYKEKPIUEVEG 0ONYIEC OTTIKOTOINGNC 1) CLUVEPYATIKA itineraries €xouv Ppedei Ot
aLEAVOLV TNV OUCIOOTIKA EUTAOKI), 10iWC OTAV Ol CUMUETEXOVTEC O10BETOUY 1ON KATola Hopen
olbvdeang pe 1o brand (Dretsch et al., 2024). ZTIC TEPIMTTWOEIC AUTEC, Ol CUMMETEXOVTEC OV KOAOUVTAL
amAWG va TTapdyouy TEPIEXOUEVO, aAAd va cuUUBAEAOLY OTN OIOPOPPWATN TOU VORUATOG TNG MAPKAC,
EVIOXVOVTOC TN OXEON TOUG JE TOV TOTIO.

2TOV XWPO TNG MOMITIOTIKAG KAnpovouldg, to storytelling a&lomoleital yia tov oXedloouo
memorable tourism experiences. ZUOTNUOTIKEC AVOOKOTHOEIC OEiXVOUV OTI EUTEIPIEC HYE COQN
a@NyNUOTIKA dour Kal ouvolodnuOTIK KAIMAKWON €ivol TIO UVNUOVIKEG KOl OLVEoVTal ME
pEYOALTEPN TIBaVOTNTA va Eavd EMITKEQOOUV TOV TOTIO OAAA KOl VO TOV GUCTHG0LV Kal g€ GAAou¢ (Bai
et al., 2023). EumelpIkE HEAETEC o€ heritage sites umoypappiovv TN onuaacio tou «story-showing»,
dNAad OKNVOBETNUEVWVY EUTEIPIWV TTOL GUVOLALOUY aEriynan aAAd Kat didgopa epebiouata pe 0TOXO
TNV gvioxuan ¢ ouVaIoBNUOTIKAG EUTAOKAC KOl TNE E1IKOVOE TOL TOTou (Steriopoulos et al., 2023).
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AN gpopuoyr a@opd TIC EKONAWCEIC WG OQENYNMOTIKOUG «KOUBOUC». Epeuva 0 OOTIKEC
d10PYOVRTELG OEIXVEL OTI N BETIKNA €IKOVA PIOC EKONAWGONG EMNPEALEL ELVOTKA TN GUVOAIKI) EIKOVO TNC
TOANC Kat N d1d6ean c0OTAONC AKOUN Kal PETAEL KOTOIKWY, Ol 0Toiol Biwvouy TV MOAN Toug PEa
and  ouykekpipeva yeyovota (Lobo et al., 2023). MopdAAnAa, HPEAETEC yla TV €upecn agia
TOUPIOTIKWV 0E10BENTWY OEIXVOLVY OTI TETOIOI «KOWUPBOIL EUTEIPIOG» AEITOVPYOUV WE TUKVWTEC I0TOPIWV
Kal KOIVWVIKWV OIKTOWV, apayovtag agia yia 1o place brand mépa anod Ti¢ GueoeC POEC EMOKEMTWY
(Lind & Lindstrom, 2024).

TENOC, OPKETEC TTPOCPOTEC UEAETEC CLVOEOLV TIC EQapHOYEC storytelling pe tn pétpnon g
agiac pdpkac mpoopiopol, pEow Tou Tourist Destination Brand Equity (TDBE), 10 omnoio mpoteivetal
¢ TAQ{C10 IOV OIOKPIVEL AVAPEDT O€ OEIKTEC, OTIWG EiVal N OVAYVWOIUOTNTA, I CUVETELN AQNYHUOTOC,
N €IKOVA, 01 GUCXETIOMOI, N avTIAauBavopevn auBevTIKOTNTA N TPOBean emiokewnc K.a. (Fang et al.,
2024). H mpdodog otn PETPNON TNC OUBEVTIKOTNTAC TPOOPICUOL Kal TNYyAC EMITPEMEL TIO 0WOTH
a&loAoynan Tou KOTd OO0 CUYKEKPIPEVEC apepPaaclC storytelling petagpdlovtal og evioxuon tng
oxeon¢ Kovou-Ttomnou (Kim & Kim, 2019, 2020 ; Zhou et al., 2023).

ZUVOAIKA, 1 d1ebvn¢ eumelpia deixvel OTIL 01 TIO OMOTEAEOUATIKEC £QOpPUOYEC storytelling o€
TOUPIOTIKOUC TIPOOPICHOUC €ival €Keive( TOU OLVOLALOUV GCUMPHETOXN KOTOIKWV, a@NyNUATIKO
OX€JI00HO EUTEIPIWV, PNPIOKE GUY dnUIoLpyia, BEUATIKEC EKONAWOEIC KOI CUCTNUATIKI JETPNCT TWV
EMOPACEWV OTNV EIKOVA Kol aTnv agia pdpkag. Me autd to umdBabpo, TO EMOPEVO KEPAAAIO ECTIALEL
€I0IKOTEPO OTO YNQPIOKO TEPIBAANOY Kal 0Tov TPOTOo pE Tov omoio To digital storytelling ,6mw¢ TO
avTIAauBavovTal ol KATOIKOL, EMNPEACeEl TV EIKOVA Kal To brand tng Aiyivag.

KEDPAAAIO 3: Wneilokn Emikovwvia, Storytelling kot Katoikot

3.1 Wnotokr) Emikovevia atov Touplopo
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H {noelokn emkovwvia €xel peTooxnuatioel BepeMwd®C Tov TPOMO WE TOV OTOoIo Ol
TOUPICTIKOI TIPOOPICHOI ETKOIVWVOUV [E TO KOWVA TOUC, OTO YN@IaKO MEPIBAANOV, N EMIKOIVWVIA OEV
OPYOVWVETAL TAEOV POVO YUPW AT HOVOUEPEIC KAUTIAVIEC TTPOBOANG, GAAG dopEiTal WE Eva LOTNUA
ouveEXWV aAANAeTIOpdoewy avapeoa o€ DMOs, EMIXEIPNOEI, KOTOIKOUC Kal EMIOKEMTEG, YECO ATO
I0TOCEAIOEC , TAOTQOPHEC KpaTroewv, email marketing, p€oa KOIVWVIKAG SIKTOWONG KOl EQOPUOYEC.
Ol mpoopIopoi AEITOUpyolV OAO Kal TIEPICOOTEPO WC OIKOCUCTAUATA EMIKOIVWVIOG, OTO Omoia n
TOUTOTNTO KOL N EIKOVO JAPKAC aLV dlaop@wvovTal and moAAoLg opwvteC (Blain et al., 2005 ; Escobar
- Farfan et al., 2024).

O METOOXNUOTIOUOC TOU TOUPIOTIKOU marketing ouvdéetal atevd pe T PETABOON oMo ia
TIPOCEYYION ETIUKEVIPWEVN O AEITOVPYIKA XAPAKTNPIOTIKA ( TIMEC, LTTOJOUEC, TPOCRACINATNTA) OF
M10 TTPOCEYYION TPOCAVATOAICUEVN O EUTEIPIEC Kal axEaelC. H €peuva yia To destination brand equity,
deixvel 0TI n o&ia pdpKog TPOOPICHOL deV EEAVTAEITAL OTNY AVOYVWOIUMOTNTO N OTNV EIKOVA, AAAd
otnpiletal o€ Mo cUVOETA MAEYUOTA OVTIAYEWY, GUVEIPHUWVY KOl GUVOIGONUATWY YUPW OO TOV TOTIO
(Fang et al., 2024). H gn@lakn emkovwvia yivetal Baciko pyaieio yia T dlaxeipion autwv Twv
TIAEYMATWY, ETELDN ETITPETEL TIIO OTOXEVHEVQ, TIPOCWTOTOINUEVO Kal JIAKPOTIKA pnvOuaTta.

KevTpiko poAd g€ auTo To MAAIC10 Tai{ouV Ol EUTEIPIEC KAl TO GUVOICOAUOTA TWV TOEIBIWTWY.
Baoilopevol otn Bewpio Twv Memorable tourism experiences (BA. evotnta 1.4), n yngiokn
EMKOIVWVIa AEITOUPYEL C O PNXAVIOHOC IOV EMITPETEL OE AUTEC TIC EUTEIPIEC VO «EAVALWVTAVEPOUV»
online. 'ETal, 01 GTIYMEG EVTOONG KOI TIPOCWTIIKOU VONUATOC dEV TTOPAUEVOLV OMAWE GTN PVAUIN, OAAG
METOTPEMOVTAL 0 PN@IAKO TIEPIEXOUEVO (Stories, avapTAOEIS, KPITIKEC), EMEKTEIVOVTAC TN dIAPKELX
{wnc tou ta&doy (Bai et al., 2023 ; Kim & Kim, 2023). H ¢n@IoKr) EMKOIVWVIO, EMOPEVKC, OEV
TEPIOPIZETAL GTO VO TTANPOPOPEL YIa TOV TPOOPIGHA, OAAG GUVOJEVEL TOV TOEISIWTN TIPLV, KOTA TN
OIAPKELD AAAG KOl IETA TO TOEiOI, EMNPEAOVTOC TO TWC OPYAVWVEL KOl A@nYEITOL TIC EUTEIPIEC TOU.

MOAANEC MEAETEC pa dEIXVOULV OTI Ol OPNYARCEIC TTPOKAAOUV OE0C, VOOTOAYIO KOl GUYKivnan, EViax0ovTag
€tol TNV o&ia tou brand Kai v mPOBeon Tou TA&IBIWTN VO EMIOKEPOEl Evav TPOOPIoUO Eava
(Steriopoulos et al., 2023). H yng1akr) emkovwvia, EMOPEVKC XPEIALETal va aXeBIALETAL UE TPOTIO TIOU
VO OTAVEL TETOIEC CLVAIOBNUOTIKA QOPTIOUEVEC EUTIEIPIEC KA OXI ATIAWG VA TIOPOBETEI TANPOPOPIEC.

TEAOC, N oudNTNoN yia TNV TAUTOTNTO PAPKOG TPOOPICHOV TOVIZEL T PYNPIOKA KOVAALD Eival
MEPOC €VOC €VPUTEPOL TIACICIOL S10KUBEPVNONC TAUTOTNTAC. N EMIKOIVWVIO OQEIAEL VO GUVOEETAL HE
OTPOTNYIKOUC OTOXOUC, VO AAUBAVEL UTTIOWN TO DIOQPOPETIKA EUTTAEKOUEVA PEPT KL VO GUVOSEVETAI ATIO
pnxaviopol¢ a&loAoynong, Omwg eival Oeikte¢ Tou brand equity, cuvaIGBNUATIKAC EUTAOKNAG Kal
eumepiwv (Escobar - Farfan et al., 2024 ; Fang et al., 2024).

3.2 Wn@IoKEC TAATQOPHEC KO TIEPIEXOUEVO XPNOTWVY GTOV TOUPICHO

Ol YnQIOKEG TAOTQOPMEC EXOUV UETATPATEI OE KEVIPIKO XWPO OMOUL SIAUOPPWVETAL,
QVOTIOPAYETOL Kol au@IoBnTeital n €lkéva TwV TOUPIOTIKWV TPOOPIoUWY. MECO KOIVWVIKNAG
SIKTOWONC, 10TATOTOI 0EI0AOYNONG, TA&IBIWTIKA blogs Kol TAATEOPUEC SIOPOIPOCHOD PWTOYPOPIWY,
AEITOLPYOLV WE CNUEIa CLUVAVTNONC aVAPETa 0€ TAEIDITEC, KATOIKOUC, EMIXEIPNOEIC Kal BETUOUG. Z€
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OUTO TO TOAUQWVIKO TIEPIBAAAOY, N EIKOVO TOU TIPOOPICHOU OEV OTIOPPEEL POVO OMO TIC EMIONUES
KAUTIAVIEC, OAAG CLYKPOTEITAL GUANOYIKA JEGW TNE OAANAETIOpaCNC TTOAAWY PWVWV. (Escobar-Farfan
et al., 2024 ; Stojanovic et al., 2022).

210 mMAaiclo autd , To User-Generated Content (UGC), anoteAei Kpiolpo doUIKO aTolxeio Tng
PNOIOKNC EMKOIVWVIOG, KABWC, pwToypaiec, Bivieo, Keipeva, a&loAOYrOEIC Kal TIPOOWTIIKEG I0TOPIEC
TIOL TapayovTal and TagIdINTEC KOl KATOIKOUE, AEITOUPYOUV W HOPPEC KOIVWVIKAG anddeIEng , yia To
TI oLPPaIVEl TPAYUATIKA GTOV TTPOOPICHO, N BIBAIOYpa@ia yia TNV auBeVTIKOTNTA TwV online KPITIKQWY,
deixvel 011 tav 10 UGC, ekAaUBAVETaL WG EINIKPIVEC, TEKUNPIWMEVO KAl YN XEIPAYWYNUEVO, EVIOXUEL
TOOO TN YVWATIKI) 000 Kl TN GLUVAIGBNUOTIKI) EUTIIOTOCUVN TIPOC TOV IPOOPIGHO, EMNPedlovTtag BETIKA
TIC oTAOEIC Kol TIg poBéaelg tagidioL (Kim & Kim, 2019, 2020).

To UGC, d¢ev €ival amAw¢ TANPOPOPINKO TEPIEXOUEVO, EXEL CAPWC OPNYNUOTIKO XOPOKTAPA, Ol
XPrOTEG OEV KATAYPAPOUV POVO YEYOVOTA, OAAG dinyolvTal PIKPEC I0TOPIEC PE apXr, KOPLPWAN Kal
OLXVA pia Pop@r a&loAOYNaNg 1 GUPTEPACUATOC. PWTOYPAPIEC TNC KABNUEPIVOTNTAC, UTIOKEIUEVIKEC
EVIUTIWOELG, OTIYUIOTUTIO OO O1a0POPEC KOl CUVOVTACEIC, CUVOETOUV Eva TIAEYUO PIKPO OQNYHOEWY
oL OUUBAAAEL 0T JAPOPPWAN TNC avVTIAAUPAVOPEVNG TAUTOTNTAC KOl QUBEVTIKOTNTOC TOU
npooplopol (Hay et al., 2022 ; Lewis, 2011). YTO autr) tv €vvold, ol YnN@IAKEC TAATQOPUES
AEITOUPYOLY WC avolxTo medio storytelling, 6mou n ypauun avdueoa atnv IBINTIKI EUTIEIPIO KOl 0TN
dnuoata avamnopactacn gival dlamepatr). Ot XprioTeC 0l OTOI0I TOPAYOLV TIEEPIEXOUEVO KOl YVWPIioouV
TOAU KOAd To brand, dnuioupyolv KaAUTEPO TEPIEXOUEVO, GUMBAAOVTAC BETIKA 0TOo brand, avtifeta n
EAMEIPN KAARG yvwaong Tou brand umopei va dnuioupynael EAAEIPEIC Kal va dloBpwagl Tny a&lomioTia
Tou. (D’Hauteserre, 2001).

TENOC, N AUOEVTIKOTNTA ASITOUPYED WC BACGIKOC GUVOETIKOG KPIKOC TTIOU EVWVEL TIC PNQIOKES
TAOTQOPHEC, TO TEPIEXOMEVO TIOL dNUIOUPYOULV Ol XPHOTEC KOl TIG I0TOPIEC IOV ag@nyouvtal. H évvola
auTr dev gival TAEOV a0PIOTH, KOBWE TIPOCOATEC UEAETEC £XOUV PPEL TPOTIOUC VO TNV PHETPACOLY, £TOI
EMITPEMETOL VA KOTOAGPBOUME TG Ol PNQIOKEG a@NyNOEIC EMNPEGLOLY T cuvaloBAuaTa Kol TIC
OUUTIEPIPOPEC TWV XPNOTwv. (Zhou et al., 2023).

3.3 Digital Storytelling o ToupiotikoU¢ Mpoopiapoug

e Pnolakda mepIBAAAOVTA, O1 TIOPOTAVEW OIAOTACEI( CUUTIUKVWVOVTOL O TIPOKTIKEG OLV
dnuiovpyiacg, dpaoTnPIOTNTEC OMWCG BEUATIKEC KOPTAVIEG, hashtags 1) cuvepyaTikd itineraries dev
{nNToLV anMAWC OMO KOTOIKOUC KOl ETIOKETTEG VO TTIOPAYOULV TIEPIEXOUEVO, OGAAG VO CUUMETACXOLV 0T
dlOpOPEWaN Tou VoNuato¢ NG MApKog. Otav OUTEC Ol TPOKTIKEG oXedladovtal Ue TPOTO TOU
€VOOPPUVEL AUBEVTIKEC, TTOAVQWVIKEG I0TOPIEC KAl ameLBUVOVTAL € GTOMA TOU N VikwBouy KATolo
Babud olvdeong PE TOV TOTO, N YNEIOKN EUTAOKT yivetal BaBiTepn Kat GUUBAAAEL GTNV GUAAOYIKA
oTnV dnuiovpyia plag tavtotntag pe vonua (Dretsch et al., 2024 ; Hay et al., 2022).

To Ynoioko storytelling, €xel yivel To BacikO €pyOaAEio yia TNV TPOWBNGN TwWV TOUPICTIKWY
TPOOPIoUWY, KOBWC OPYOVWVEL TNV EMIKOIVWVIO OE O@nynoelg, 1oTopie¢ Kol Bivieo ota péoa
KOIVWVIKIC dIKTUWONC, Tapouatadovtag ogieg, voruata Kal guvalagdbrjuata, dnuioupywvtac £Tal, Tnv
TouTdTNTO Tou TOmou (Tussyadiah et al., 2011) O pop@EC TOL Yn@lokou storytelling, €ival
ToAvdldoTaTeC, and emaonud videos DMOs kal BepaTika site, péxpt agnynaoelg Tagidiwtwy o€ blogs n
O€Ipa avaptnoswv oto Instagram kot 1o TikTok. H épeuva deixvel OTi o1 a@nynoelg givat 1dlaitepa
KOTAAANAEG Y10 TIPOTOVTO KOl EUTEIPIEC PE EVTOVO BIWHOTIKO XAPAKTNPA, OTWE O TOUPICHOC, OI0TI
EMITPEMOLVY TN OLVAEDT YEYOVOTWVY, CLVAICONUATWY KOl VONUATWY 0€ CLUVEKTIKA aevdpia (Chautard &
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Collin-Lachaud, 2019). Ot KOTOVAAWTIKEC a@nyr el au&avouy Tnv TPocoxr, TNV KOTavonan Kal tnv
TpGBean eMioKeWNC o€ OXECN PE TA OUDETEPD TTANPOPOPIOKA KEIPEVA, 18iWC OTAV N douN TNC 10Topiag
eival oo Kat EMTPEMEL TAUTION e TOUG TPWTAYWVIOTEC (Tussyadiah et al., 2011).

To digital storytelling, dev omoteAei AMOKAEIOTIKO TPOVOUIO TWV EMCNPWY POPEWVY, KaBW(E Ol
KATOIKOL KOl EMIOKENTEC TAPAYOULV TIC JIKEC TOUC I0TOPIEC OTA KOWVWVIKA diktua, ota blogs Kal aTig
TAOTQOPUEC a&loAGYNONC, TTPOCPEPOVTAC HIO TIOAAATIAN €0TIOOUEVN YATIO OTOV TOTO. ‘EpeuveC £xouv
O€i&el 0TI 0TV 01 KATOIKOI EPTTAEKOVTAL OE OUNUEVEC dIOBIKATIEC 0Prynang, OTwC €ivat ot d1AQOPEC
Kaumavieg mou Baaiovtal ato storytelling, To mapayouevo mepPIEXOUEVO QEPEL TIOAD LYNAGTEPO BaBUO
oABelac Kol ouvalgBnUOTIKAG eyylTNTOC, TOL OUOKOAO EMITUYXAVETAL POVO OO EMAYYEAUOTIKEC
Kaumavieg (Hay et al., 2022). 'ETal, 10 Pn@iako storytelling Asitoupyei w¢ mAaiclo dnuiovpyiag, 6mou
KATOIKOL Kal ETIIOKEMTEC GUPBAAAOLY GTNV JAUOPPWAN TNG TAUVTOTNTAC Tou brand mpoopiapov.

Emiong, o tpdmo¢ pe tov Omoio €MIAEYOVTOL O1 I0TOPIEC, Ol a@nynTéC Kal To BEpata EXEl
OUVETEIEC Y10 TO TIOIO TAUTOTNTA TPOPRAAAETAL WC EMIONUN KOl TIOI0I JEVOUV EKTOC KAdPOUL. KPITIKEC
TPOCEYYITEIG OVAJEIKVUOUV OTI PIO KOAN 10TOpia PTOPEL va €ival EMIKOIVOVIOKA OTOTEAEGUOTIKN,
Xwpi¢ va ival amopaitnta dikain n avunpoowneuTiky (Moreira et al., 2024). EmIMAE0v, JEAETEC Y1a
TOV POAO TOU a@NyNnTA d€iXvouv OTI XOPAKTNPIOTIKA OTwG N O&IOTICOTIA, N KOIVWVIKN BEan Kal n
OMOIOTNTA WE TO KOIVO EMNPEALOLY TO TWC TPOCANUBAVETAL N 10TOPIO Kal TEAIKG TIWC CUYKPOTEITAL
elkova ¢ papkac (Pachucki et al., 2021). AuTo KOBIOTA avayKaio €vav o 0waoTO Kol GUUUETOXIKO
oxedlaopo tou digital storytelling, woTe va evioxbovtal n cuvoxn Kal n aubevTIKOTNTa Tou brand Xwpic
VO OMOCIWTWVTOL KPICIPEC PWVEC.

3.4 AvuAnmti AuvBevtkotnta

210 KEPAAQIO 1, n aubevTIKOTNTA OVOADBNKE 0avV PIO YEVIKA €WOld, WOTOG0 OTO KEPAANIO
auTO TO {NTOUPEVO BV Eival POVO N YVNOIOTNTA TOU PUGIKOU XWPOU, OAAA TO KATA OGO N WN@IaKr)
QVOTOPACTOCN TOL TPOOPICHOL ( PWTOYPOPIEC, BIVTED Kal KEIYEVQ), YIVETOI QVTIANTTH) WC EIAIKPIVAC
KOl GUVETAC PE TNV TPOYUATIKOTNTO.

Mo toug TO&IBIWTEG, N EUMEIPia TG auBevTIKOTNTO €ival Babid cuvalagOnUATIKY). AlGQOPES
MEAETEC OEiXVOLVY OTI Ta LYNAG emimeda avTIAAUBaVOUEVNG AUBEVTIKOTNTOC CLVIEOVTAI E I0XUPOTEPN
TPOOKOAANGN otov témno (place attachment), vPNAGTEPN IKOVOTIOINGN KOl PEYAAUTEPN d1G6gon yia
Betiko word-of-mouth, toco offline 6co kait OnLine (Kim & Kim, 2019). Euneipiec mouv Bewpouvtal
OUBEVTIKEC EXOUV PEYOAUTEPN TIBOVATNTO VO KOTOYPA@OULV, VO a@nyndolv Kat va S1apoIipacToly o€
PNOIOKEC TAOTQOPMES, dNUIOLVPYWVTAC VAV KUKAO EUTIIOTOCUVNG.

Mo Toug KATOIKOUG, N OLBEVTIKOTNTO a@OPd T OXECN AVAUESO OTNV E0WTEPIKN TOUC EIKOVA
Y10 TOV TOTIO KO OTIC EEWTEPIKEC OVOTIOPACTACEIG TIOU TTPORAANOVTAIL HEGO OO KOPTIAVIEC KOt PN@IOKO
TEPIEXOUEVO. OTaV 01 PN@IOKEC agnynoelg evbuypappidovtal Pe TNV Plwpevn KaBnuepIvotnTa, ol
KATOIKOI €ival o mbavo va TauTioTouy We To brand Kat va 1o atnpigouv (Hay et al., 2022). Avtibeta,
OTaV Ol AVOTIOPOCTACEIC BEwPOLVTaL LTEPBOAIKG TPOCEYUEVEC I} TIOAD EEVEC TIPOC TNV TPAYUATIKOTNTA,
MTIOPEL VO IPOKOYOUY aVTIOPACELS, OMOCTACIONOINGN N OKOUN Kol TIPOKTIKEC EVAVTIO o€ 610 To brand
(D’Hauteserre, 2001).

MapdAANAQ, N auBEVTIKOTNTO TOU YN@PIOKOU TEPIEXOUEVOL (TL.X. online KPITIKEC, a@nynoEIg
EMOKETTWV), AEITOUPYEL WC PNXOVIOUOC METOQOPAC EUTIOTOOUVNC OTIO TNV TANTQOPUA GTOV id10 ToV
npoopiopo (Kim & Kim, 2020). H avtuAnmtr) auBevTIKOTNTA CUVOEETOL OTEVA PE TOV POPED TNC
agrynong, omou otov Yn@lokd mepIBAAAOV, N aLBEVTIKOTNTO TWV OIASIKTUOKWY KPITIKWY Kal
I0TOPIWVY, OTOV QUTEC YivovTal OVTIANTITEG WG TIPOOWTIKEG KOI EIMKPIVEG, TPOQOSOTEL TN YVWOTIKI) Kl
ouvaIeONUATIKY eumioToolvn, ennpedlovtag BeTIKA TI¢ TpoBEaelg Tagdiol (Kim & Kim, 2020).
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AvTioTOIX0, 0QNYROEIC IOV TIPOEPXOVTOIL ATO TPAYHOTIKEC QWVEC ( OTIWE KATOIKOL KOl ETIIOKETTEC IOV
polpddovtal PBlpEVEG eUTEIpieg) yivovTal TIO €0KOAO QVTIANTITEC W OUOEVTIKEC O OXEON ME TIC
EUTIOPIKEC KOPTIAVIEG, evioxLovTag tnv alomiatia tou brand (Moreira et al., 2025).

H 1o npdo@atn BiBAloypa@ia EMIXEIPEL VO TTOGOTIKOTOICEL TNV AVTIANTTI) OUBEVTIKOTNTA KOl
TNV aVATTUEN KAIUAKWY KOl JIKTUWV YIa TIG TOEISIWTIKEG EIKOVEG KOl TO TEPIEXOPEVO (Zhou et al.,
2023). AuTil n €€ENIEN EMITPEMEL TNV TIIO CLCTNUOTIKA OIEPELVNON TNC OXEONC OLBEVTIKOTNTALC,
oLVAICOAUATOG KOl CUUTEPIPOPAE, KABWC Kal Tnv aloAoynon Ttou mw¢ mopeuPBacelg digital
storytelling, 6énw¢ 10 story-showing pEow eumelplwy, €MNPEALOLY TIC OVTIANWEIC OUOEVTIKOTNTAC
(Steriopoulos et al., 2023). Z& autd 10 TAaicl0, to digital storytelling pmopei va Acttoupynoel gite
EVIOXUTIKA, €iTe daPpwTIKA, dnAadr OTav Ol 10Topie OVTAOLV MO TPAYHATIKEC, TOAVQWVIKEC
EUTEIPiEC, €vIoXLOUV TNV OULBEVTIKOTNTO Kol Otav oTnpiovial og UTEPPOAIKA €EWPOIOUEVEC
QVOTOPOOTACELG, KIVOLVEDOUV Va dNUIOLPYIGOLV KEVO EUTIIOTOOUVNC.

3.5 O poAo¢ Twv KoToikwv 0To branding mpooplouol

Ol KATOIKOI QVTIMETWTI{OVTal TAEOV WC KEVTPIKOI GUVTEAEDTEG TOU branding TPoopIGUol Kal
OX1 WC POVTO TNG TOUPICTIKIC OPACTNPIOTNTAC, £T01, AMO MABNTIKOI OMOGEKTEC OTPOTNYIKWY TTPOBOANC,
METOTPEMOVTAl O€ €VEPYOUC (QOPEIC TOLTOTNTAC, APNYNONG Kal €UTEIPIOG, Ol Omoiol Pmopolv va
€VIOXVUG0ULV N VO LTIOVOUEVCOULV T VouIoToinan tou brand (Bjorner & Aronsson, 2022 ; Kavaratzis
& Kalandides, 2015).

Ol HOPQEC HETT OTIO TIC OTIOIEC Ol KATOIKOL CUMHETEXOLVY OTNV LV dnulovpyia (co-creation) Tou
brand €ival TOIKIAEC, OPXIKA N EUTIAOKN O€ EPYOCTHPIN GTPOTNYIKOU OXEJIACHOU Kal SlaBoVAsvan,
OUMMETOXN 0€ BEPATIKEC OPAGEC, O€ ouVedPieC LUPETOXIKOU storytelling oAAG Kal O€ TOAITIOTIKEC
OPACEIC Kal TIPOKTIKEC PIAOEEVIOG TIOL PEPVOLV OE EMOQN VTOTIOUC Kol emiokENTeC (Escobar - Farfan
et al., 2024; Hay et al., 2022). Méoa amnd TETOIEC dIASIKOTIEC, Ol KATOIKOL HOIPALOVTal TIPOOWTIIKEC
I0TOPIEC KO TTPOCOOKIEC YIO TO PEANOV TOU TOTIOU, HPE OTOTEAECHO MIO TAUTOTNTO TOU OVTOVAKA
TEPIOCOTEPO TN GUANOYIKI EUTIEIPIQ KO AlYOTEPO HIa PEYOAUTEPN EMIREBANUEVN ElKOVa (Kavaratzis &
Kalandides, 2015).

KaBoploTIkO OTOIXEIO yiO TN vopiponoinon tng YApKag gival o BaBuog cupewviag avapeoa
0TNV €IKOVO TOL TPOOPICHOL Kol 0T AIKI) TOU¢ avTiAnyn yia Tov Tomno, €101 Wote, otav 1o brand
EKQPPALEL agieg, TPOMOUC {wNC KOl TIPOOTITIKEG TIOU 01 KATOIKOL avayvwpidouv w¢ dIKEC Toug, va gival
mo méave va To amodeXTolv, va TO OVOTAPAYOLV OTIC KABNUEPIVEC TOUC TIPOKTIKEG Kol va
AEITOLPYNOOLY WC ATUTIOL TPEGPEVTEC TOL TOTOU (place ambassadors) (Kavaratzis & Kalandides, 2015
; Potapovs, 2024). Avtifeta, otav aigBavovtal 0Tl 1o brand 6gv TOUC EKTIPOCWTEL, 1} OTI KPIOIUEC
TIAEUPEC TNC {WNC TOLE PTOPEL va AVOTTUEOLY OUCTIOTIO 1 OKOUN KOl EVEPYN AVTIOTOOT, UE HOPPEC
OTWG N KPITIKI) 0TO dNUOC10 AGYO N AnMooTacIonoinan anod dpdcei¢ branding.

>€ autod To onueio amoktd onuacia n €vvola tou Brand Citizenship Behavior (BCB), émou
HE TOV OPO OUTO TEPIYPAPOUVUE TO GUVOAO TwV E€BEAOVTIKWY CUUTIEPIPOPWY PECW TWV OTOiwV Ol
EVOLOPEPOUEVOL, KOl EIBIKA Ol KATOIKOL, 01 OTI0I01 UTIOGTNPILOLY EVEPYA TN MAPKA, ONACSK) CUUUETEXOLY
o€ EKONAWOEIC, 6100id0UV BETIKEC 10TOPIEC, TPOTEIVOLV TOV TOTIO € AAAOUC, HolpdlovTal TEPIEXOUEVO
ota social media n ouvepyadovtonl pe @opei¢ branding mEPa OMO TUTIKEC LTIOXPEWOEIC. Emionc,
EUTIEIPIKEC MEAETEC dEIXVOUV OTI I OLUCIOCTIKI cLUPETOXN TWV stakeholders aTiC dladIKaaieC avamTLENC
Tou brand cuvdéctal BETIKG PE TNV ekdNAwaon BCB, 1diwg dTav 01 CUPUETEXOVTEC avTIAaUBAvVovTal OTI
N @wvr) Tou¢ AauBavetal coBapa vmodn (Gonzélez et al., 2025).
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Emiong, n évvola ¢ Resident-Place-ldentication (RPI), n omnoia €xel dueon oxéon pe ta
TOPOTOVW Kol EEETALEN TOV BaBUO IOV 01 KATOIKOI EVOC TOTIOU, VIWBOUY GUVaIGONUOTIKO dECIUO PE TOV
TOTO TOUuC. YYnAd emineda RPI, oxetidovtal pe peyoAOTEPn MpoBupia LTOoTHPIENC TWV TOTIKWV
TPWTOROVAIWV HE TACEIC UTIEP TOU TOTOL KOl PEIWPEVA TPOBean amoudkpuvong. (Leicht et al., 2025).
Emopévwg, ouvdikadovtag ta mapandvw ue To storytelling, umopolue va KOTAAABOUPE 0TI Ol KATOIKOL
dev €ival omAoi OMOdEKTEC Twv 10TOPIWV, OANG Ol BaCIKoi dnUIOLPYOI KOl O@NYNTEC AUTWV,
TOPOLOIALoVTaC TOV TOTO OTWC AKPIBWC Tov {ouv. € €va TAAICI0 cuUPETOXIKOU place branding, o
POAOC TWV BeaPWV peTaTomideTal amd To va aXed1douv Povoi Toug a@riynua, 6To va EMPEAOLVTAL KAl
VO 0LVTOVIZOLY €va TIOAVPWVIKO GUVOAO 10TOPIWY, BETOVTAC EVPUTEPOLE BEPOTIKOUC G&oVeEC (Bjdrner
& Aronsson, 2022; Kavaratzis & Kalandides, 2015).

3.6 OewpNTIKO JOVTEAO OXECEWV

Me Baon To BewpnTIkO TAICI0 IOV TIAPOUCIACTNKE OTIC TIPONYOUUEVEC EVOTNTEC, N Tapoloa
UTIO EVOTNTO TIPOTEIVEL Eva HOVTEAO TIoU cuvoEel To digital storytelling, TNV avTIAnTTr aubevTIKOTNTA,
TNV €1KOVA TOU TPOOPIGHOU, TNV agia TPooPITHOoL Kol TOV POAO TwV KATOIKWVY PECH amd Tnv TalTion
TOUC W€ TOV TOTIO KOl TIC CUUTIEPIPOPEC LTIOCTNPIENC TNE HAPKAC,

210 TPWTO EMIMESO TO PHOVTEAO LTOOTNPICEL OTI O TPOTIOC E TOV OTI0i0 opyavwveTal To digital
storytelling, omw¢ auto avamtiooetal and DMOs, TOTIKOUG (QOPEIC, KOTOIKOUG KOl ETIOKEMTEC,
eMNPEACel KOBOPIGTIKA TNV AVTIANTITH AUBEVTIKOTNTO TOL TPOOPICHOU. AQNYrOEIC OV E0TIALOLV O
BIOIPEC EUTEIPIEC, TOAAATAEC TIPOOTITIKEC KAl CUVOICONUOTIKA QOPTICUEVA OTIYMIOTUTA, Ol OTIOIEC
OLVOEOVTON TEIOTIKA PE TNV KOBNUEPIVOTNTA TOU TOTIOU Kal EVIGXVOLV TNV aigbnan aubevTIKOTNTAC
(Hay et al., 2022 ; Kavaratzis & Kalandides, 2015 ; Moreira et al,. 2024). AVvTIOETWC, 10TOPIEC EVTOV
€€WPATOUEVEC, TIOU OMOCIWTOUY TAEUPEC TNC TPOYHUOTIKOTNTAC N €ival avTiBETEC YE TIC EUTEIPIEC
TOEIDIOTWY Kal KOTOIKWV, TEIVOUV VO JEIWVOUY TNV OVTIANTITH G&I0TIOTIO KO VO YEVWOUY OKETTIKIOUO
(D’Hauteserre, 2001).

210 deVTEPO €MiMEDO, N AVTIANTTY) ALBEVTIKATNTA, Eival 0 HECOAABNTIKOG UNXOVIOUOC OVAUET
oTnv Yn@lokr agrynar, otnv a&ia Tou brand Kat gTnv €IKGVA TOL TOTIOU, OTIOV O TIPOOPITUOC PIWVETAI
w¢ aVBEVTIKAC Kal 1 auvalaBnuaTikr a0VOEDN Kal 01 TPOBETEIC TWV EMOKEMTWVY VA €ival TEPICTOTEPO
Betikég (Kim &Kim, 2019 ; Zhou et al., 2023). ETopévng, TETOIEG BETIKEC OEIOAOYNTELC EVIOXVOLV TNV
agia pdapkag, 18iwg eav ouvodebovtal amo cuvaloBruata. (Fang et al., 2024)

Ol KATolKol KATOAOMPBAVOUV KEVTPIKI BECN GTO TPOTEIVOPEVO POVTEAO, KABWC AEITOLUPYOLV
TO00 WC OMOOEKTEC 000 KOl w¢ Topaywyoi storytelling, £Tot n Tavtion pe Tov TomO (Resident—Place
Identification), emnpedadetan and tov Babud aTov omoio avayvwpiouy Tov EAUTO TOUC OTIC KUPIOPXEC
a@nynaoelg, Otav 6nAadr| ol 1I0TOPIEC TTOU KUKAOPOPOUV ONACIa, EMICNUEC KOL AVETIONUEC, BEwpoLVTal
OUBEVTIKEC KO AVTITIPOTWTEVTIKEC TNE KABNUEPIVOTNTAC TOUC, N CLVAICONUATIKI) OUVAEDT) PE TOV TOTIO
Kal n umepn@avela Ta0Tiong Teivouv va av&avovtal (Escobar - Farfan et al., 2024 ; Leicht et al., 2025).

H evioxuon ¢ RPI avopévetal va petagpdletal g oupmeplpopec Brand Citizenship
Behavior (BCB), 6mou o1 kdtoikol mou aigBavovtol 0Tt To brand toug ek@padel, Kal OTI Eixov
OUCIOCOTIKO AOYO0 0Tn S10UOPPWON Tou, Eival TIo TPOBUHOIL VO TO 0TNPIEOLV EVEPYA, VO GUUUETEXOUV
oe Opaoel;, va mopayouvv Betikd word-of-mouth Kat va AsIToupyioouv w¢ ouv  dnuiovpyoi
neplexopevou (Gonzalez et al., 2025). ‘ETa1, N GUPPETOXN O€V €ival Eva anmAod aTolxeio Tng diadikaaiac,
OAG €TEVOVEL AMTA 0TV LTOOTAPIEN Kal T POKPOXPOVIO OVBEKTIKOTNTO TN Mapkac (Potapovs,
2024).
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2 UVOAIKQ, TO BEWPNTIKO PHOVTEAO TIPOTEIVEL TNV AKOAOLBN OAANAOLXiO OXETEWV:

Digital storytelling — AvTIANTTA OUBEVTIKOTNTO: Ol OUEC, Ol PWVEC Kal Ta BEUATA TWV
UNOIOKWVY aQNyRoEWV SIOROPPOVOLY TO TIWC YIVETAL AVTIANTTA N QUBEVTIKOTNTA TOU TOTIOU.
AvuiAnmt ouBevuikotnta — Eikovo/o&io pdpkag kol ouvailobnuotiky olvdeon:
QUBEVTIKEC EUTEIPIEC KAl a@nynAaElg 0dnyouv G€ TTIO 10XLPN Kal BETIKI EIKOVA TIPOOPIGHOL Kal
o€ BaBuTEPO cLVAIGBNUOTIKO dE0IO0 pE TN wdpka (Kim & Kim, 2019, 2023).

Digital storytelling & auBevtikotnta — Resident-Place Identification: 6tav to brand
agnyeital 1otopie¢ mou cuvtoviovtal pe TN PlwPévn TPAYMATIKOTNTO TWV KOTOIKWV,
evioxvetal n tadTion Toug pe Tov Tomo (Hay et al., 2022 ; Kavaratzis & Kalandides, 2015).
Resident-Place ldentification - Brand Citizenship Behavior: n Ttaltion aut)
METOUCIWVETOL OE CUPTIEPIPOPEC LTTOGTAPIENE KAl GUV-dNUIoLPYIaC, Ol OTI0IEC TPOPOSOTOUV Kal
avotpo@odotouv to brand (Gonzalez et al., 2025 ; Leicht et al., 2025).

Me autdv Tov TPOTO, Ol KATOIKOL OEV TOTIOBETOUVTON OTO TEAOC MIAC YPOUMIKIC ETMIKOIVWVIOKIC
dladikaciag, aAAG OTO KEVIPO €VOC KUKAIKOU HOVTEAOU, OTOU GCUMMETEXOUV OTNV TOPOywyn
a@nNyNoEwv, aTn GUYKPATNON OUBEVTIKOTNTAC KAl OTNV EViaXUaN TNG MAPKOG HEGT amd TIC OTACEIC Kal
TIC TIPOKTIKEC TOUG. TO MOVIEAO QUTO TPOCQEPEL TN BAcn yio TN OIOTUNMWON TWV EPELVNTIKWY
UTIOBECEWVY Kal TNV EUTEIPIKN OlEPELVNON Twv OxEoewv avdueoa oto digital storytelling, v
QLBEVTIKOTNTO KOL TNV LTIOCTNPIKTIKI] CUUTIEPIPOPA TWV KOTOIKWV.

Mépog B : Eumelptkn ‘Epeuva

Kepahalo 4 : MeBodoAoyia Epeuvac

To KEPAANIO0 TIOL AKOAOULBEI Eival aglEpwPEVO aTnV peBodoAoyia Tou 0KOAOLBNCOWE YIa OUTH
TNV €PELVQ, TIIO CUYKEKPIPEVA Ba avapePBOUE GTOV GKOTIO TNC €PELVOC, OTA EPELVNTIKA EPWTAMATA
KOl YEVIKA 0TOV EPEVVNTIKO OXEBIOCHO OTIOL B iEpIypdoupe TNV dladikaaia dElyyatoAnPiog, Kabwg
KAl TO EPYOAEIN YIO TOV TTPOCSIOPIOHO TWV EPELVNTIKWY LTIOBETEWV.
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4.1 ZKOTOC KOl ZTOXO0l

Bao1kO¢ oKOTOC TNG TMAPOLCOC EPELVOC, €ival va EEETACOVUE TOV TPOTO UE TOV OTOI0 Ta
Pnolako storytelling pmopei va emnpedoel 10 brand tng Aiyvag oANd Pe EUQOcn OTNV ATTIKI TWV
KOTOiKwV TOL vnatov. Emiong, 6a emdIOEOLUE VA KOTAVORCOUKE TNV AVTIANYN TWV KOTOIKWY OXETIKA
ME TOV TPOTO TOL TO VNai TPOBAAAETOL 0TO JIAGIKTUO, KOTA OG0 CUUETEXOUV G€ OUTH TNV Ol0dIKaTia
Kal N agloAoynan tng emidpaacnc Tou Yn@IaKoL TEPIEXOUEVOU OTNV EIKOVA Kal TAUTOTNTA TOU TOTOU.

4.2 EpeuvnTIKd epwTAMaTa
Q¢ ouvAPTNON TWV TOPATIAV®, £XOUV JIAUOPPWOET TO TAPAKATW EPELVNTIKA EPWTAMATA:

1. Mwg ot kaToIKol TNG Aiyvag avtiAapBdvovTal TN Ynelakn agriynon yupw omo To vnai Toug

2. Ze 010 BoBPO GUUPETEXOLY 0NV dnuioupyia n mpowdnan YnelokoL TEPIEXOUEVOU

3. TMoigg eivat o1 avTIAAPELG TOUG YIa TNV GUBEVTIKATNTA Kal TN PEAMCTIKNA OTEIKOVION TOU VG100
pEaa amd 1o Pnelako storytelling

4. NMwg emnpeddetal n €ikéva Tou brand ¢ Aiyvag ano to Ynelakoé storytelling, cOu@wva ue
TOUC KOTOIKOUC

4.3 EpeuvnTIKOC OXEAIATUOC KOl ETIAOYA METARBANTWY

MopoTt N BewpPNTIKA avVOOKOTNGON TNG TapoLaog MEAETNC KAAUTITEL Eva eUP0 GACUO EVVOIWV
TIOL OXETI(OVTaI PE TNV EIKOVA TOTIOV, Tr CLUVAICONUATIKI EUTEIPIO KO TNV OLBEVTIKOTNTA, N EUTEIPIKNA
€PELVA LIOBETEL TEPIOPIOUEVN EPELVNTIKY EOTIOCT, CUUPWVA E TOUC OKOTOUC Kal Ta €PELVNTIKA
EPWTNMATO TNG MEAETNG. ZUYKEKPIUEVD, N TIOPOLOA EPELVO ETIIKEVIPWVETOL OTN OIEPELVNON TNG
aVTIANWNC TWV KATOiKWwV OXETIKA PE TO Yn@loko storytelling, tn¢ TavTtotnTag TOToL (place identity),
NG CUMTEPIPOPAC CUMPETOXNG KOl UTIOOTNPIENC TNC MAPKAC TTPOOPICHOL amo Toug Katoikou ( brand
citizenship behavior), Kabw¢ Kot TNC AVTIANTTG OLBEVTIKOTNTOC TWV PYNOIOKWY O@NYNOEWY, WG
BACIKWY MAPAUETPWY HECW TWV OTOIWV S1oPOPPWVETAL TO brand Tou TPOOPICHOL OO TNV OMTIKA TN
TOTIKAG KOWVWVIOC.

Ot d100TACEIC TNC EIKOVOCG TOTIOU KAl TNG CLVAICONUATIKNC OMOKPIOTC EVOWUATWVOVTOL OTO
TOPOV BEwPNTIKO TANICIO W EPUNVEVTIKOL PNXavigpoi mou cUPPBAAAOLY OTNV KOTOVONON TWV
Ol100TACEWY PECW TNV OTOoiwV To YnEloko storytelling emnpeddel TI¢ avTIARYELC, TIC OTACEIG KOl TIC
OUUTIEPIPOPEC TWV KATOIKWVY. QOTO00, 6EV GUYKPOTOUV OUTOTEAEIC KUPIEC METAPRANTEC METPNONC OTNV
TopoLoa pAcN TNG EPELVAC, TIPOKEIPEVOU Va 10TNPNBEl 0aENC EPELVNTIKI) EGTIOCT Kal va EMITELXDEI
EMAPKEC BABOC aVAALGTNC OTOUC KEVTPIKOUC AEOVEC UEAETNC.

H emiAoyr) autr) Kpivetal YeBodoAoyIKa OKOTIUN, KOBWG EMITPEMEL TN dlEPELVNON TwV TIO
KPIoIMWY d100TA0EWY TOu pPOAOL TWV Katoikwv ot dladikacio tou destination branding,
mePIopidovTag TaUTOXPOVA TOV Kivouvo ULTEPBOAIKIC TIOAUTIAOKOTNTAC TOU EPELVNTIKOD HOVTEAOU
EVIOXVOVTOC TN COQrVELD KAl TNV EPUNVEUTIKI 10XV TWV OMOTEAEGUATWV.
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4.4 TANBuopdg Kat AstypatoAnyia

O nANBuoPAg 0 oToi0g EMAEXBNKE YIO TNV €PELVA MOC Eival KATOIKOI TOU vnalol tn¢ Aiyivac.
2€ autoug TEPIAAUBAvVOVTOL TOCO Ol PJOVIKOL OG0 KOl Ol ETOXIKOI KATOIKOL, KABWE KOl 01 dU0 OUAGEC
OLVIGTOUV €vePYOUC QPOPEIC TNC TAUTOTNTOC TOU TOTIOU KOl GUUMETEXOUY O OIOPOPPWAN TNE EIKOVAG
TOU T(POOPICHOV.

NAOYw TNC EMEIPNC EVOC EMIONUOU KOTOAOYOU TIOU Vo TEEPIAOKBAVEL T OTOIXEIN TWV KOTOIKWVY,
dev NTav €QIKTA N Tuxaio n €mAoyn Tou deiypotoC. Ma tov AOyo autd, €MIAEEOME TN WEBOSO TNC
delypatoAnyiog pn mbavotntac. Mo CLUYKEKPIYEVA, EQOPUOTTNKE EVOC CLUVOLOCHOC dElyaToAniog
€UKOAIOC Kal XlovooTiBadag, Omou n dladikagio Eekivnoe pe Tn dloPov TOU EPWTNUOTOAOYIOU O€
Pnolakeg Kovotnteg tne Aiyvag (MEB0OOC €UKOAIOG), Kal OTnv OULVEXEID, {NTNONKE amd Touq
OUMMETEXOVTEC VO TO TPOWBNO0LV 0€ YWWOTOUE TOUE IOV PEVOUY 0To vnai ( EBodog xlovoaTiddag ),
n otTpotnylky autr Porbnoe va &emepaoTtolv Ol TEPIOPIOHOI TPOoBacng Kol vo eE00QAAIOTE
MEYOADTEPN YEWYPAQIKI) KOl KOIWVWVIKI Ol00Topd oTo d€iypa. To TEAIKO Ogiypa NG €peuvag ac,
avnABe oe 151 atopa. To peyeBog autd BewpEiTal OTATIOTIKA EMOPKEC Y10 TOUC OKOTOUG TNE TOPOVCOC
JIMAWMATIKAG €PELVAC Kal yia TNV €€oywyn a&lOMOTWY CUUTEPATUATWY B10TI, yia TNV dEEaywyn
TMOOOTIKWV OVOADCEWV Kal TNV €€aywyr] 00Q@AAWV CGUUTEPAOUATWY Xpelalopaote deiypa 100
OUMPETEXOVTWY. To TOpOvV deiypo AOIMOV, EMITPEMEL TNV O0QOAN SIEPELVNCN TWV EPEUVNTIKWV
EPWTNUATWY HaC.

4.5 EpyoAeio ZuAAOYNC AESOUEVRV

H ouAhoyn Twv TPWTOYEVWY OESOUEVWVY TIPAYUATOTOINONKE MECW SOUNUEVOU NAEKTPOVIKOU
EPWTNMATOAOYIOU, TO OTOI0 OXEJACTNKE EIOIKA YIO TI OVAYKEC TNG TOPOLCOC MEAETNC. To
EPWTNMATOAOYI0 OMOTEAEITOI KUPIWG OO £PWTIOEIC KAEIOTOU TUTOL Kal KAipakeg dtoBabuiong ( Likert
5 onueiov), eve TEPIAAPBAVEL KOl PIO EPWTNAON AVOIXTOL TUTIOU YIO TNV TIOIOTIKI AMOTUTIWAN TNC
€IKOVAC TOU vNnalov.

H opXITEKTOVIKY TOU EPWTNUOTOAOYIOU, OKOAOUBEIL pia AOYIKA OEIPd, EEKIVAVTAC OO YEVIKN OXEON
ME TOV TOTMO KOl KOTAARYovVTOG OTO ONUOYPO@IKG OTOIXEiD, WE OTOXO va WV KOUPAGEl TOV
OUMMETEXOVTO :

1. Zxéonuetov Tomo ( Eloaywylk Evomnta) : Algpeuvdtal o Pabuog ouvalobnuatikrC
olbvdeang, n TalTIoN Kal N LTEPNPAVEID TWV KOTOIKWV yia Tnv Aiyiva, Kabwg¢ Kal n didbeon
TOUC VO MIAOLY PE EVBOUCIOOUO Y1 QUTAV.

2. Wnolako Storytelling (Evotnta B ): H evotnta autr) €€ETAlEL TNV €KOEON TWV KATOIKWY OTIC
agnynoelg. MepAapPAvel EPWTNACEIC VIO TN OUXVOTNTO EMAQPNG PE TEPIEXOUEVO OTa social
media ( B1), Tov Tpdmo mou Bivouv auté TI¢ 1oTopieg ( B2- .X. av {wVTaveLOLV PVAMEC),
TOUC QOPEIC oL agnyolvTal TNV 1oTopia Tou vnatoL ( B3) Kal ta BepoTIKA oTOIXEiO TIOU
Kuplapxouwv ( B4-m.x. Tomia, mpoiovTa, KoBnuePIVOTNTA)

3. Zuppetoxn kat Apdon ( Evotnta IMN): Edw KOTaypOa@ETal N EVEPYOC EUTAOKN TWV KATOIKWY
(Brand Citizenship Behavior). Ot epwtioeIl¢ €0TIAlouV OTO TMOCO GLXVA dNUIOLPYOUV N
avodnuoatebouy meplexopevo (M) kat mw¢ aigBdvovtal yio Tov pOA0 TOUC WE APNYNTEC TOU
vnaoiou (2).

4. Auvbevuikotnta Kal Emidpaon ( Evotntec A & E): A&loAoyeital N avTIANTTH auBeVTIKOTNTA TWV
PNEIOKWV avomopoaoTAceEwy, av dnAadn Taiptadouy PE TNV MPOYHOTIKOTNTA N OnNpIoupyoLV
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Pevdeic mpoadokie, Kal n emidpaaon tou storytelling atn @un ¢ Aiyivag ( E1). Emiong,
nteitol n anoxn yla ta aTolxeia mou MPOaEAKUOUVY EMIOKETTEC ( E3) Kal pia gOvVToun meplypagn
TOU 160VIKOL auveruaTog yia 1o vnai (E2).

Anuoypa@ikd Ztoixeia (Evotnta 2T ): H teAeutaio votnTo MEPIAAUPAVEL TO XOPOKTNPIOTIKA
TWV CUPPETEXOVTWV ( LA, NAIKIQ, ETITESO EKTOIdEVANC), PE 101AITEPN EPPaTT 0TV 1D10TNTA
TOU MOVIYOU KOTOIKOUL Kol OTO Xpovia dlapovig oTo vnoi, woTe vo OlOCQOAIOTED N
KATAAANAOANTA TOU deiyuatoc.

4.6 Metatporr) MetafAntwv kai KAipakeg Métpnong

H petatpomn Twv BewpnTIKWV EWOIWV GE PETPNOIUA YEYEDN, TPAYUATOTIONONKE HETW TNC

KATOOKELNG OLVOETWY KAIUAKWY, Ol omoieg Baaiotnkav atn diebvr) BiBAloypaia. To EpWTNUATOAOYIO
doUNONKE o€ BEPATIKEG EVOTNTEG, KOBEUIA OTIO TIC OTIOIEC DIEPELVA WO GUYKEKPIPEVN UETOBANTY) TOU
EPELYNTIKOU POVTEAOUL. MO TNV KATAypo@r) TwvV OmavVTHOEWY, XPNOIMOToINeNKE N meviaBadula
KAipoka Likert 1 = Alo@wve ATOATO €W¢ 5 = Zup@wvew ATOAUTA), N OTIoia ETITPETEL TN METPNON TNG
EVTOONG TV OTACEWY KOl SIEVKOAUVEL TNV EMAYWYH GTOTIOTIKOV CUUTIEPATHATWY.

AVOAUTIKOTEPQ, Ol HETOPRANTEC HETPABNKAY WC EENC:

1.

>xéon kot Taution pe tov Tomno (Resident-Place Identification - RP1): Ztnv npw1n evotnta TOL
EpwTNUATOAOyiou, n TOUTION TWV KATOIKWV PE TNV Aiylva PETPrONKE PECW OEIKTWV TOU
QMOTUTIVOLV TO GUVOICONUOTIKO dECIU0 Kal TNV EVOWPATWON TOU TOTOU OTNV EIKOVA TOU
atopou. Epwtrioeig 0w «H Aiytva ivat KOPudTt Tou EUToU pou» Kat «N1Bw Tepr@avog otav
TPOBAMETO», avTAoUV TN PBdon Toug omo TNV Bewpia NG KOIVWVIKNAC TAUTOTNTAC KOl TNG
TEPIBAANOVTIKAC PuxoAoyiag, EAeyxovtag Tov Babud evowpATwang Tou TOTOU 0TNV TPOCWTIKA
TOUTOTNTA.

AvtiAnun Wnoetokoo Storytelling ( Digital Storytelling Perception) : H petafAnt auvtr) ( Evotnta
B) e€etdiotnke péca amo duo SIOCTACEIC: TN CUXVOTNTA €KBEONC Kal TNV O@NynUaTIKn eupuBion
(narrative transportation). Ol GUPUETEXOVTEC KANONKav va a&loAoynoouvv TOC0 Ouxva
oLVaVTOUV TIEPIEXOUEVO O€ BIOQOPETIKA KOVAALD , OTiwg €ivan Ta social media, blogs, Bivteo
K.0. KOl KUpiwg Tw¢ Ploovouv outd To TEPIEXOPEVO ouvaloBnuaTikd (T.X. «Ot 10TopieC
{WVTOVELOUV PVARES», «MEe KAVOUV va BEAW va Eavadrow aTiypeS»). Ot deIKTEG AUTOi EAEYXOUV
TNV IKAVOTNTa TNG YNQIOKNAG a@iynong Kol TPOKAAEL GUVIGONUOTIKY) EUTIAOKT).

ZuumEPIYOPA ToAITN TN Mapkag (Brand Citizenship Behavior - BCB): H evepyd¢ ouppetoxn
TWV KOTOIKWV ( EvotnTta M), YETPrONKE HETW TWV JEIKTWV TWV KOTOIKWV va AEITOUPYHOOLY WG
TPE0BEVTEC TOL brand, €ite dnuiovpywvtag d1KO Toug mepiexopevo ( User-Generated Content),
eite mpoPaivovtag o€ evépyeleg d1ddoang Kal UTEPACTIIONG TNE @HMNG ToL vnalov. H KAipoaKa
QUTr GUVOEEL TNV TABNTIKI KOTOVAAWGT TIEPIEXOUEVOUL HIE TNV EVEQPYT LTIOGTAPIEN TOU TOTIOU.
Avtianmty AuBevtikotnta (Perceived Authenticity): H petapAnt ¢ oavbevuikotntag (
Evotnta A) Aeitoupyei HEGW EPWTACEWVY IOV OIEPELVOLV TN CUP@WVIK N TNV ANOKAIGN PETA&L
NG YNOIOKAG EIKOVAC Kal TNE Blwpévng TPayMATIKOTNTAC. EpwTipata onwg «H €1kova mou
BAETW 0TO O10QIKTLO TAIPIAZEL Pe auTO oL Brwvw» 1 «Ot PNPIAKES 10TOPIEC dnIoLVPYoLV
UTIEPPBOMIKEC TTIPOTOOKIEC», GTOXEVOUV GTOV EVIOTIIGHO TOU BaBuoL EIAIKpivELOg TToU amodidouv ol
KATOIKOL OTIC AIABIKTUOKEC OVATAPOOTACELC TN AlyIvac.

Enidpaon oy ®nun (Impact on Brand Reputation): Tého¢, otnv Evotnta E, YeTpribnke n
avTtiAauBavouévn emidpacn tou storytelling oTnv GUVOAIKN) €IKOVA TOU vnoloL, HEOW
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EPWTNOEWV TOU AQOPOULV T dlAPOPOTOINCN TOU TPOOPICHOUL ATd TOV OVTAYWVICOHUO KOl T
SUVOUN TWV I0TOPIWV TWV KATOIKWY EVOVTI TV EMICNHWY dla@NUIcEWV.

4.7 Aodikoaia ZuANoyng AdopEvwy

H épeuva O1E€NXOnN pEow TNG MEBOOGOL TOU NAEKTPOVIKOU EPWTNUOTOAOYiOU, OTOUL TO
EPWTNMATOAOYI0 Yn@lomolibnke atnv MAaT@opua Google Forms, n onoia EMEAEYN yia TNV LXPNOTIa
NG, TN CLUKPBOTOTNTA TNC PE TIG KIVNTEC CUOKEVEC Kal TN dLVATOTNTA ApEaNS EAYWYNG TwWV dEO0UEVWV
o€ Jop@en AoyloTikol @OANouL ( Word Excel) yia mepattépw avdaAuan.

H guAAoyr Twv d£d0UEVWV TIPAYUATOTOINBNKE KOTA TNV XPOVIKI) TEPiodo Tou AekepfBpiov Tou 2025
Kal n d10voun TOU GUVOEGHOU , EYIVE OTEPELHEVD OE WN@IAKA TIEPIBAANOVTO OTIOU CUYKEVTPWVETAL N
TOTIIKI) KOIVOTNTO TNG Alylvac. ZUYKEKPIUEVa, aglomoinBnkav:

Opadec ato Facebook amoKAEIOTIKA Yio KATOIKOUG KOl QiAou¢ TN Aiyivag

TOMIKEC OEAIDEC EVNUEPWONG OTA PEGO KOIVWVIKIC IKTUWONG

MPOCWTIKA OIKTLO EMIKOIVWVIOE MECW EQOPUOYWV AVTOAAOYNC UNVUHATWY, OTWC Eival To
Viber kal To messenger, 0T0 TAQiG10 TN¢ detypatoAnyiag xiovooTtiBadac.

Emiong, yia ™ peylotonoinon tou mocootol OvTOMOKPIonG (response rate), TO €PWTNMOTOAOYIO
0Xed100TNKE WATE Va €ival oOvTopo, Tiepimou xpetdlovtav 5-10 AMTd, Kol 600 TEPICTOTEPO PIAIKO
yvotav yio Tov XpRotn. EmmnAéov, €ixe pubBuIoTEl wOTE va YNV EMITPETEL TNV LTOBOAN EANITIWV
QMAVINOEWY OE KPIOIPEC EPWTAOEIC ( LTOXPEWTIKA TEdia), dlac@aAi{ovTag TNV TANPOTNTO TWV
dedopevwy. Mpiv TNV oploTiKr) d1d6ean, TPAYUOTOTOINONKE Evac TIAOTIKOC EAEYXOC O UIKPO ap1Bud
OTOMWV, TEPITOL 10 ATOWA, YE OKOTO VO EVTOTIOTOUV EAANEIPEIC KOl 0OAPEIEC OXETIKA PE TIC EPWTITEIS
TOU EPWTNHOTOAQYIOU.

4.8 Zntiuata Acovtoloyiog Kot Mpoataaciag Aedopevwy

H €pevva  0XedIOOTNKE KOl LAOTIOINBNKE MPE aUOTNPA TPOCHAWGON OTOUG KAVOVEC TNG
OKadNUATKAC dEOVTOAOYIOG Kal OTO KOVOVIOTIKO TAQICIO yla TV TPOOTOCIO TWV TPOCWTIKWY
dedopévwy (GDPR). MpwTopxIKO HEANUA OTOTEAEDE N IACQAAICN TNG EVNHEPWHEVNE CLUYKOTOBEDNC
TWV CUMPETEXOVTWV. ZUYKEKPIUEVQ, OTNV EICAYWYIKI) GEAIBN TOU EPWTNUOTOAOYIOUL TTOPEXOTAY CAPHC
KAl OVOAUTIKI) EVNUEPWOT OXETIKA UE TNV TOLTOTNTA TOUL EPEVVNTH, UE TN CUVEXIOT GTN CUPTIANPWON
Va I00B0UVAEL e PN OMOdOXT) TWV OPWV GUPUETOXNC.

MopdAANAQ, S100QAAICTNKE N TANPNC OVWVUMIO Kal EUTIIOTELTIKOTNTA TWV EPWTWHEVWY,
KaBw¢ 6gv {NTrONKe Kaveéva aTOIXEIO oL Ba UTOPOLAE VO 0dNYNTEL GE APEDN N EUPEST TAUTOTOINGN,
OMW¢ OVOUOTEMWVLUO, d1evBuvan P n otolxeia emikovwviog. To 0£doPEVA  GUAAEXBNKaV
OUYKEVTPWTIKA KOl XPNOIHOoToIR8nKay amoKAEIOTIKA YI0 TOUC OKOTIOUC TNC OTOTIOTIKNAG EMegepyaaiac,
EMMPOCOETWC, TOVIOTNKE 0 €BEAOVTIKOC XOPOKTAPOC TNC CUMMETOXNG, ME TOUC EPWTWHEVOULC Va
dlatnpoly To SIKaiwua JIaKOTAG TNE dladIKaaciog OmoladNmoTE OTIyur To €mBupoloav, XwPi¢ Kapio
ouvénelo. TEAOC, ylO TNV OOQAAElId TWV O£dOUEVWY, Ta WYN@IOKA OpXEio TwWv OmOvVINoEwv
OmoBNKEVTAKOV O€ TPOOTOTEVOUEVO TIEPIBAANOV HE TIPOGPACT) AMOKAEIOTIKA ATO TOV EPELVNTI KAl
mpoopidovtal va KataoTpa@olv HETA TNV OAOKANPWON Kal TV 0o&IoA0ynon tn¢ SIMAWUOTIKAG
epyaaiag.
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4.9 MeBodooyikoi Meplopiopoi

Ma v 0pbn} a&loAdynaon TwWv EVPNUATWY POE, KPIVETAL amapaitnTn n ava@opd oTou TEPIOPICHOUC
NG £pEVVOC Pac. APXIKG N EMAOYA VA XPNGOIKOTIOIGOUKE POVO PN@IOKA KAVAALD Y10 TNV GUANOYT TwV
OEO0EVWV HaC, EVOEXETAL VO €XOLV EMNPEACEL TNV AVTITPOCOWTEVTIKOTNTA TOu Ogiypatog pac. Mo
OUYKEKPIYEVD, ULTIOPXEL N TIBOVOTNTO AMOKAEICUOU TANBUOMIOK®WY OHOdWY Ol OToiol EXOLV
TEEPIOPIOUEVN TIPOGROCN 0TO d10IKTUO, OTIWC €ival 01 AvBPWTOL PEYOADTEPWVY NAIKIQV, JE ATOTEAETHA
TO EVPNUOTO VO EKPPALOLY TIEPICTATEPO TOU VEOTEPOUC KaToikoug Tn¢ Aiytvac.

EMIMAEOV, O OUYKEKPIYEVOC XOPOKTAPOC TNC €PELVOC MAC, TPOCQEPEL HIO ATMOTUTWON Twv
OMOTEAEOUATWV OTNV TOPOVUCA XPOVIKN OTIyUr], XWPIC vo TOPEXETE N OUVOTOTNTA TAPAKOAOLBNGNC
OANC NG €EEMENC TWV OTACEWY TWV KATOIKWY Babog xpdvou

TENOC, TEAOC €VOC OKOUO TEPIOPIOHPOC, TPOKUTITEL OMO T QUON TWV E£PWTNHUOTOAOYIWY, OTOL Ol
OMAVTACEIC TWV CUPHETEXOVTWY EVOEXETAL VA PNV EivVal OMOAUTO OVTIKEIPEVIKEC , KOBWE TTOAD ouxvd
EICEPXETAL O CLVAICHBNUATIKOG TOPAYOVTOG 1 N CLVEIdNTA TPOBEoN Twv Katoikwv ¢ Alyiva va
TOPOLCIACOLY TO VNGOi KAAUTEPO O€ OXEON WE TNV TPAYUOTIKOTNTA.

KepaAalo 5 : AoteAéopata 'Epeuvag

210 KEPAAOIO OULTO TOpPouoIGlovTal TA OMOTEAECUATA TNG OTOATIOTIKNAC QAVOALONC Twv
OEOOUEVWVY TIOU GUAAEXBNKAV JECW TOL EPWTNUATOAOYiOU. H avdAuon mpaypoTomoInBnke Pe Tn xpnon
TOU OTATIOTIKOU TPOYPAMMOTOC Jamovi Kol TEPIAAUBAVEL TNV TIEPLYPAPT) TOU ONPOYPAPIKOD TTPOQIA
TWV GUPPETEXOVTWVY, TOV EAEYX0 AIOTIOTIOC TwV KAIUAKWY, KABWG Kal TN O1EPELVNAT TWV EPELVNTIKWV
EPWTNUATWY PECW TNC TIEPIYPAPIKIC KOl TN EMAYWYIKIC OTATIOTIKIC.

5.1 Anpoypa@iko Mpo@iA Aciypatog
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To deiypa TNC €peuvag amoTeAEiTal oLVOAIKG oMo 151 dtopa. Ocov a@opd Ta dNUOYPOPIKA TOUC
XAPOAKTNPIOTIKA, Tapatnpouvtal Ta €€n¢: Q¢ mPo¢ To UAO, N MAEIOWN@IO TWV CUPUETEXOVTWVY €ival
yuvaikeg (60,3%), eva ot Avopeg amoteAoly to 39,7% Tou deiypatoc. Oaov agopd TNV nAIKia, To
deilypa gival OXETIKA VEAVIKO, KABWC N TOAUTANBEaTEPN opdda gival ot veol 21-31 etwv (53,6%),
akoAouBoupévn amo Tnv opdda 32-41 etwv (23,2%).

®YAO

s FYNAIKA = ANTPAZ =

Mpagnua 1. : Katavopn Agiypatog avd @UAO

HAwtkrakr) Katavour) Agiyuotog
60%

50%

40%

30%

20%

10% III

0% III |

21-31 32-41 42-51 52-61 62+

pdaenua 2. : HAkiokr Katavoun Agiypatog
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TO HOPPWTIKO ETMEDO TWV GUPPETEXOVTWV KPIVETAL IS10HTEPA LYNAG, YEYOVOC TIOL EVIOXVEL TNV
TOIOTNTA TWV EPELVNTIKWV OEAOUEVWV. M0 CLYKEKPIUEVQ, N TAEIOWN@ia TOL deiypaTog SIABETEL TITAO
TpitoPaduiag ekmaidevon. AvaAuTiKOTEPa, T0 44,4% eivan kdtoxol rTuxiov AEI/TEI, v éva e&ioou
ONUOVTIKO TI0000TO (23,2%), S10BETEN ETOMTUXIAKO TITAO 0TIOLdWV. Z€ QULTA POaTiBeTal Kat 10 1,3%
TIOU €ival KATOXO! JIOAKTOPIKOU JIMAWMATOC. AEl00NUEIWTO gival €MIONG TO TOCOOTO TWV AMOPOITWV
/A\UKeiov, To omoio avepyeTal ato 27,2%, aMOTEAWVTAC TN dEVTEPN PEYAAVUTEPN TANBLCUIAKY OMAd.
TENOC, 1O 2,6% TOUL OeiypaToC £XEl AAPEL emayyeAUoTIKN KatdpTion (IEK), evw ta umdAoima mocootd
KIVOOVTal 0€ XOUNAG TOC0OTA. ZUVOAIKG N UWNAT CUYKEVTPWAT O€ OVATEPEC Pabuideg LTOdNAWVEL
€V0l KOIVO JE KPITIKI OKEPN KAl IKAVOTNTA KATAVONGTNC TWV PYNOIOKWY EVWOLWV TIOU €EETALEL N €PELVA.

Eninedo Ekmaidevong AgiypoTog

50.00%
45.00%
40.00%
35.00%
30.00%
25.00%
20.00%
15.00%
10.00%

5.00%
0.00% |

Ipdenua 3. : Eninedo Eknaideuong Aeiyuatog

1310iTEPO EVOIOQPEPOV TTOPOLTIALEL N OXEON TOUC UE TO VNai. To 66,2% dNAWVOLV POVIUOL KATOIKOL TG
Aiywvag, eve 10 61,9% (el 1o vnai yia meplacotepa amo 20 Xpovia, yeyovog Tou UTOANAWVEL 0TI Ol
OmavVTACEIC TPOEPXOVTOL OO dtopa Pe Babid yvwaon Kol Biwpa tou Tomou. TEAo¢, 10 60,9%, dev
OTOOXOAEITOL EMAYYEAUOTIKA E TOV TOUPIOHO, €EA0QPOAI{OVTOCG £T0L HIa VPUTEPN OTTIKA TIOU devV
neplopidetal yovo ae ENAyYEAUOTIKO GUHQEPOVTAL.

TéAog, 1010iTEPN PaApOTNTO YIO TNV EYKLPOTNTA TN EPELVAC EXEL N OIAPKEIN TIOPAUOVIC TwV
OUMMETEXOVTWVY O0TO vNnoi, ONWC¢ TPOKUTTEL And T OTolXEia, TO deiypa XapakTnpieTal amo vynAn
EVTOTIOTNTA Kal BaBid yvwaon Tou TOMOU, GUYKEIYEVD, N CLVTPITTIKY TAEloPNn@ia (61,9%) el atnv
Aliywva yia meplocotepa and 20 Xpovia, Ve Eva GNUAVTIKO T0000To (20,4%) KATOIKEL 0TO vnai amo
11 €w¢ 20 £1n. MIKpOTEPQ TOCOOTA KOTAYPAPOVTOL Y10 TOUC VEOUE KATOIKOUG UE TO 13,6%, Va dlavEUEL
AlyoTEPO Omo 5 £ Kot POAIC 10 4,1% and 6 €wg 10 €. To yeyovog 0TI Gvw and 1o 80% Twv
€pWTNBEVTWY (€l OTO VNOi yla TEPIOCOTEPO OTO IO JEKAETIO, EVIOXVEL TN CGNUOAVIIKOTNTA TWV
QMaAVTACEWY TOUE KABWE 01 OMOYEIC YIO TNV OUBEVTIKOTNTO KOl TNV TOUTOTNTA TN Alyivag Baailovtal
0€ JAKPOXPOVIO BIWUATIKI EUTEIPIO KO OX1 OE EMIQOVEIOKT) ETON).
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ETn Awopoviig otnv Atywva

<5 €1n 6-10 €1n

Ipagnua 4. : 'ETn Alagovng otnv Aiyiva

Mivakag 1: Katavopr Agiypotog wg mpog Tnv HAKia

11-20 £€1n >20 £€1n

HAIKiakn Opéda Zuyvotnta (N) Mogoatd (%)
Katw tTwv 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 AV 3 2,0%
Z0voAo 151 100,0%

Mivakog 2: Katavopn Agiypotog wg mpog 1o dUAo

®UAO 2uxvotnta (N) Moooato (%)
Avdpac 60 39,7%
"uvaika 91 60,3%
>0VOAO 151 100,0%

Mivakag 3: Katoavopn w¢ mpog To EKmaideuTiko Eminedo

EKModeuTIKO ETinedo Suxvotnta (N) MooooTo (%)
ATmoAuTHpI0 AUKEIOU 41 27,2%
IEK/EmayyeAJOTIKN 4 2,6%
Katdption

1J1WTIKO KOAAEYI10 1 0,7%

Mtuyxio AEI/TEI 68 45,1%
MeTamTuy1akog TiTAog 35 23,2%
AIdOKTOPIKO 2 1,3%

Z0voho 151 100,0%
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Mivakag 4: EmayyeAPOTIKN Zx€on PE Tov Toupiouo

ATaoX0ANGN 0Tov ToupIGHO

uxvotnta (N)

Mocoato (%)

Noi

59

39,1%

Oxt

92

60,9%

>0vVoAo

151

100,0%

Mivakac 5: Katavour w¢ mpog T Moviun Katolkio

Kabeotwg Alapovng

>uxvotnta (N)

MoooaTo (%)

Nal, eipal povIPog KATOIKOC

100

66,2%

‘Ox1, 0AAG iepV Xpdvo aTo vnai

51

33,8%

>0VoAO

151

100,0%

Mivakag 6: 'Etn Alopovnc atnv Aiyiva

‘Etn Alapovr|g Juxvotnta (N) MNocoato (%)
AlyoTteEpO a0 5 Xpovia 20 13,6%

6-10 xpovia 6 4,1%

11-20 xpovia 30 20,4%

Mavw amo 20 xpovia 91 61,9%
Z0UVoAO 151 100,0%

5.2 'EAeyxo¢ A&lomioTiac Kol Ecwtepikng Zuveneiog (Reliability Analysis)

Mptv N SlE€aywyr) TwV KUPIwV OTOTIOTIKWY OVAAUCEWY, KPiBnke amapaitntog 0 EAEYX0C TNG
E0WTEPIKNAC ouveEmelag (internal consistency), TwvV KAIMOKWY TOU XPNOIPOTIOIRBNKAY  0TO
EPWTNUATOAOYI0. [0 TOV OKOTO OUTO, £QOPUOCTNKE 0 deiktng Cronbach’s Alpha (o), o omoiog
OmoTeAel TOV TAEOV B10OEDOUEVO BEIKTN YIO TNV €EKTIMNON TN¢ aglOoTIOTIOg Twv YUXOUETPIKWY
epyaAginv. Zopgwva pe tn digbvr) BiAloypagia (Nunnally, 1978), Tiyéc Tou de€iktn Gvw Touv 0,70
BewpolvTal IKOVOTIOINTIKES, VW TIMEC Gvw Tou 0,80 umodnAwvouv vdnArn a&lomaotia. Qotdoo, o€
OIEPEVVNTIKEG EPEVVEC N OE KAIMAKEC € MIKPO OPIBUO EPWTHOEWY, TIUEC Avw Tou 0,60 yivovtal emiong
anodékteg (Hair et al., 2010).

2TV TopPoUCa EPELVA, O EAEYXOC TPOYHUOTOTOINBNKE EEXWPIOTA VIO TIC TECOEPEIC BOTIKEC
HETOPRANTEC TOU BewpnTikoL vmodeiypatog. Ta amoteAéopata Kpivovtal I810ITEPA IKOVOTIOINTIKA,
d1a0@AAIoVTaC TNV EYKUPOTNTO TWV PHETPAOEWV.

1. Toautdtnta tou Tomou (Resident Place Identification - RPI) : H kAipoka mou pyétpa tov fabud
Ta0TIONG TOU cuvVaIEONUATIKOD de0Uol TwV KaTtoikwv pe TNV Aiyiva ( Mépog A), emédelée
e&aipetikn) a&lomotia, pe tov d€iktn Cronbach’s Alpha, va AauBaver v tiun o= 0,913. To
OTOTEAECHO OUTO UTTOONAWVEL OTI Ol EPWTACEIC TIOL OPOPOUV TNV TIEPNPAVIA, TO OECIHIO Kol TNV
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0iobnon Tou aVAKELY, GUYKPOTOUV Wi EENIPETIKI) CUUTIOYN KOl GUVEKTIKI) €vvola. AKOAOUBEI
0 TVOKOC PE TA OTOTEAETHOTO TOU EAEYXOL a&lOTIOTIAC:

Mivakac 7: ZtatioTika AglomaoTtiag KAipokag

Acgiktng AdlotuaoTiacg Tiur Cronbac’s Alpha (a)
> UVOAIKN) KAipaka (Scale) 0,913

. AvtiAnyn Wnotakou Storytelling. H kAipoka a&loAdynaong twv Yn@lokwv agnynaewv (Mépog
B) ep@avioe moAL vdnAn a&lomioTtia (0=0,857). H Tiun autr) emPBeBaiwvel 0TI 0l EPWTATEIS
OXETIKA PE TO EVOIOPEPOV, TN GUYKIVNGN KOl TNV KOTAVONGN TOU TIPOKAAOUY Ol YN@IOKEC
I0TOpIEC, METPOUV HE OKpifela TNV moldTNTa Tou storytelling, OMWC yiveTal auTo AVTIANTITO OO
TOUC KOTOIKOUC.

Mivakag 8: ZtoTioTikd AglomioTiag KAipakog

Aciktng AgloTtiaTiog Tiur) Cronbac’s Alpha (a)
> LVOAIKA KAipaka (Scale) 0,857

. Zuumeplgopa moAitn (Brand Citizenship Behavior - BCB). MNa t pétpnaon ¢ evepyol
OLMMETOXNG KOt uTToaTAPIENC Tou brand Tng Aiyivag ( Mépoc M), n avaAuon alomiotiac £dwae
deiktn 0=0,730. H Ty} auty umepPfaivel 10 6p1o Tov 0,70 Kol KPIVETAL IKOVOTIOINTIKN,
OmodEIKVUOVTAC OTI Ol OlOPOPEC MOPPEC dpaong ( Ovaptroel;, cuoTdoelg, PBorbela ot
TOUPIOTEG), CUVOEOVTOI CUVEKTIKA PETAED TOUC,.

Mivakog 9: ZtoTioTikd AglomioTiog KAipakog

Agiktng AélotuoTtiag Tiur) Cronbac’s Alpha (a)
>uVOAIKA KAipaka (Scale) 0,730

4. AVTIANWN AuBevTIKOTNTAC. TEAOC KAIMOKO TIOU BIEPELVA TNV AUBEVTIKOTNTO Kal TOV
PEAAIOUO TNC WN1aknC elkovag (Mépog A), onueinae deiktn a=0,645. MapoAo Tou n TIPA
auTH €ival XaUNAGTEPN GUYKPITIKA JE TIC UTIOAOITIEC KAIMAKEC, KPIVETOL OMOJEKTN) Y1O TOUC
oKomoU¢ TNE mapoloaC HEAETNE, OEBOUEVOU TOU TIEPIOPITHUOUL OPIBUOL TWV EPWTATEWY TIOU
OLVBETOUV TN OLYKEKPIYEVN METOBANTA KOl TOU SIEPELVNTIKOL XAPOKTHPA TNE EPELVAC WC
TPOC TNV €vvola TN YNOIOKNG auBeVTIKOTNTOC.

Mivakac 10: ZtatioTikd A&lomiatiag KAipakag

Agiktng AdlotuoTiag

Ty Cronbac’s Alpha (a)

> LVOAIKA KAipaka (Scale)

0,645
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5.3 Mepiypa@ikr) ZtatioTikr) AvaAuan (Descriptive Statistics)

21NV €vOTNTO AUTH TAPOULCIAOVTOL Ta TIEPIYPAPIKA OTOTIOTIKA otolxeia (Megoi Opol Kal
TuTikEC ATIOKAICEIC) YIa TIG TEGOEPEIC KEVIPIKEG UETOBANTEC TNG EPELVAC. ZKOTOG €ival OX1 PMOVO N
KOATAypo@r) TWV TIHWV, aAAd KOt N EpUNVEIa TOUC 0€ 0XE0N PE Ta EpeuvnTika Epwtrjuata mou t€bnkov
oto KegdAaio 4,

JUYKpLTLKN Mapouvcioon MEowv Opwv (
Mean Values)

2.8 I I I l

TavtoTnTta Tomou Ynoroko AVTIANTTN JuumEp LPOPa
(Place ldentity) Storytelling AvBevTtikoTnTta  Zuppetoxng (BCB)

w
()]

w
I

w
N

w

paenua 5. : ZuykpitikA MNapouaiaon Méowv Opwv (Mean Values)

Ta amoteAégpata ¢ avaAuong ouvoyidovtal atov Mivaka (11) mou akoAouBEi:

MetapAnT N Méaog Tomikn EAaxioto Méyloto
Opog ATOKAlon | (Min) (Max)
(Mean) (SD)

Tautotnta 142 3,95 0,90 1,00 5,00

Tomnou (RPI)

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

Storytelling

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

AvbevTIKOTNTA

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

(BCB)

Mivakag 11: Zovoyn ATIOTEAEGUATWVY

1. Taotion pe tov Tomno (Resident Place Identification - RPI)
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H petafAntr) RPI ep@avicel Tov ubnAotepo peco 0po (M.O. = 3.95, T.A. = 0.900), YeTagh OAwv
TV e€eTadduevwy mapayoviwy. H tiu autr, n omoia mpoaoeyyilel 10 4 atnv 5BaBula KAipoka,
UTOdNAWVEL OTI Ol KATOIKOl OlOKATEXOVTOL amd 1oXupoTata cuvalobiuata TalTIong Kol
LTEPNPAVELAC yIa TNV Aiyiva. @€wpolv To VNai avomOoTIOOTO KOYMATI TOU EXUTOV TOUC Kal I aXEaN
TOUC PE aUTO €ival Babid cuvaloONUATIKI Kot OX1 ATAWG XPNOTIKNA. To EbpNUA OUTO, ATMOTEAEL TN
Bdon yio TNV KoTOvONnan TnN¢ CUUTIEPIPOPAC TWV Katoikwv Tng Aiyivac. EmiBefaiovetonl ot n
TOTIKA Kovwvia SI0BETEL 1I0XUPO cLVAICBNUOTIKO LTIORABPO, TO omoio, av a&lomoinbei owoTd,
UTIOPEi va petatparnei o€ duvaun mpowbnaong Tou Brand.

2. AvtiAnyn yia 1o Wnetako Storytelling.

O1 KATOIKOI a&10A0YOUV BETIKA TIC UNOIAKEC OQNYNOELS TIOL aQOPOUVV TO VNai, e TOV JEGO OPO VO
dlapopewvetal 1o 3.79 (T.A. = 0.748). To eDpNUO OULTO TIOL TPORAAAETAL, KPIVETOL WG EVAIAPEPOV
Kl IKOVO va TIPOKOAETEL cuvaloBruata. 'ETal, umapxel UVOEDT PE TO TPWTO EPELVNTIKO EPWTNHA,
dNAadN TwC Ol KATOIKOI avTIAaPBAvovTal TV Pneiokr ageriynaon. Ot KAToikol dev gival adideopol
N apvntikoi, avtifeta, avayvwpilouv v aia mou deixvel 0TI TO £€daQOC €ival YOVIHO yia TV
nepatépw avamtuén tou Storytelling.

3. AvtiAnyn Auvbevtikotntac.

H petaBAnt) ¢ AubevTiKOTNTOC KaTaypd@el peco 6po 3.42 (T.A. = 0.581). Av Kal n Tiun
TIOPOMEVEL TAVW OTIO TOV JEGO OPO GNUEID TNC KAIYaKag (3), ival XaunAGTEPN CUYKPITIKA UE TNV
Tavtdtnta Kot to Storytelling. E6® , anovidue oTO TPITO €PELVNTIKG £PWTNUA, TO OTOIo €ival,
ToIEC €ival o1 avTIANWEIC yio TNV OLBEVTIKOTNTO, OTOU GUVOVTAME HIO PETPIOTadn otdon. Ol
KATOIKOl avoyvwpidouy aTolxeia peaMapol, oAAG dIaTNEOVY KATOIEC ETIQPUAGEEIC Yo TO av
OMOTUTIWVETOL TANPWCE N TPAYUOTIKA KoBnuepvoOTnTa. AuTH N EMQPLAAEN gival Kpiolun, KaBwe n
ENEIPN anOAUTNG EUTICTOCUVNC OTNV AUBEVTIKOTNTO TNE EIKOVOAC UTIOPET VO AVAGTEAAEL TNV EVEPYO
OUMMETOXNA TOUC.

4. Tupmepipopa noAitn (Brand Citizenship Behavior — BCB)

O XouNAGTEPOC HECOC OPOC TNG EPELVAC EVTOTICETOI 0T cLPTIEPIPOPA MoAitn (M.O. = 3.31,
T.A.=0.837). EbW, BAEMOLPE OTI UTIAPXEL CUVOEDT JE TO OEVTEPO EPELVNTIKO EPWTNA, TO TOIO
ivat, o€ 010 PabPO CUUPETEXOLVY, T EGOPEVA ATTOKAADTITOUY VO OOQEC XAOUO OVAUETH OTO
ouvaiobnua kat TV Tpdén. Evm ot KATolkol ayomouv tov Tomo ( uynAod RPI) kail Toug apEgouv
ol 1oTopiec (LPNAO storytelling), n vepyo CUPMPETOXN TOLC , HECT OTIO Share TIEPIEXOUEVOU OANG
Kal Tnv dnuioupyia auTou, eival eploplopévn. H atdaon Toug eival TepIooOTEPO UTOCTNPIKTIKN
o€ BEWPNTIKO eMimedO, AP EVEPYT) OE EMIMEDO dpAaNC.

5.4 ZuoxeTioeIC METOED TWV BACIKWY PETABANTWY

Ma TN OlEPELVNCN TWV OXEOEWV METOEL TWV KUPIWV HETARANTWOV TNG €PELVOC,
TpAyUaTOToINONKE avaAuarn cuoXETIoNC Katd Pearson (Pearson’s Correlation Analysis) kai
OMAVTAUE OTO TETOPTO EPELVNTIKO EPWTNHA TIOU EXOUME BETEL, dNANDK TO TWC EMNPEAlETal N
€IKOVa Tou brand. Ta amoteAéopaTa , OMWE TMopouaidlovtal atov Mivaka 12 mouv oKOAOUBE,
OTOKOAUTITOUV BETIKEC KOl OTOTIOTIKO ONUOVTIKEG OUCXETIOEI; o€ OAa Ta Celyn Twv
METOBANTWV.

AVOALTIKOTEPQ:
1. Tovtétnta Toémou (RPI) ko Storytelling: Mopotnpeital n 10XupoTEPN CUOXETION TNC
épeuvag (r=0.577, p <.001). Auto onuaivel 0TI 000 TIEPICCOTEPO TAUTILETAIL EVOC KATOIKOG
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ME TNV Alylva, T000 TI0 BeTIKG O&loAoyel TIC YN@IAKEC a@nyroEIC yia Tov TOTo. To
ouvaiclnua Tou aVAKELY, PAIVETOL VO AEITOUPYED WC QIATPO TTOU EVIOXVEL TN OTOd0CN TOU
storytelling.

2. Tavtotnta Tomou (RPI) kot Zuumepipopd MoAitn (BCB): Ymdpxel Oetikr, PETPIA
ouoxEtion (r = 0.330, p < .001). Ot KATOIKOI TIOL ayaToUv Tov ToTo (LYNAO RPI), Teivouv
VO CUUMETEXOUY TEPIOOOTEPO oTn dladikaaia tou branding, av kal n oxéon dev ival
OmOAUTO  YPOMMIKY, €MPBERAIOVOVTAC TO XOOMO TIOU EVIOTIOTNKE OTNV TEPIYPAPIKN
avaiuan.

3. Aubevtikotnta Kal Zuupetoxn (BCB): Evdlagepov mapouatdlel n BeTikr) cuoxetion (r =
0.299, p <.001) peta&L TNC AVTIANTTAC AUBEVTIKOTNTOC KO TNE CUUTEPIQPOPAC CUUUETOXNAG.
Oao 10 Yvola Bewpolv 01 KATOIKOL TNV EIKOVA TIOL TIPORAAAETAL, TOCO TIO TIPOBLOL Eival
Va EUMAOKOUV EvePYA aTnV LToaTHPIEN TNC.

4. Storytelling kot AvBevTikotnta: TEAOG, KaTaypageTal BTk ouoxetion (r = 0.271, p =
.002) avapeoa otnv TOIOTNTO TNG a@Rynong Kol Tnv aicbnon tn¢ auvBevtkotntog,
umodnAwvovtag ATl Ol KOAOPTIOYUEVEC 1I0TOPIEC EVIOXUOUV TNV aVTIANYN PEAAIGHOD Kal
yvnolotnTog.

Mivakag 12: Mivokag Zuoxetioewv Pearson (Pearson's Correlation Matrix)

5. MetapAantég | 1.RPI 2.Storytelling 3.BCB 4. AvBeVTIKOTNTO

1.Tavtotnta Tomou -
2. Wnoioko Storytelling 0,577*** -
3.Zuumepipopd 0,330*** 0,235%**

ZUPPETOXNAC
4. AVTIATTN 0,238%** 0,271%%* 0,299%%*

AuBevTIKOTNTO

Inueinon: ** p<0,01 *** p<0,001 (ap@imAevpog EAeyx0()
5.5 Z0Ovoyn eupnudatwv

>uvoyilovtag To evprpata tou KegaAaiov 5, n oTOTIOTIKY OvAAUGH OVESEIEE TO
TPOQIA TWV KOTOIKwVY TNC AlyIvag ¢ PIO¢ KOIVOTNTAC YE 10XLPN TOTIKI) TAUTOTNTA KOl LYNAO
HOPQWTIKO €MiMed0. H GUOTNUOTIKI EQUNVEIN TWV CTATIOTIKWY OMOTEAECUATWVY OVASEIKVUEL
TN ox€on PETagL NG TOTIKAG KOIVWVIOG Kol NS Pnelokng eikovag g Aiyivag. Mapatnpovue
AOITOV, OTI Ol KATOIKOL OV AEITOLPYOLV wC TOBNTIKOI 0EKTEC, OANG avTIAapBAvovTal TO
Wnolako storytelling wg éva KpioIwo unxaviouo mou evioxVel Tnv Tomikn tavtotnta. (Place
Identity).

Qoto00, Mapd TNV 10XUPN CLVAICONUATIKY) COVOEDT, evToTileTal Yo agloonueiwtn
anokAIoN PETAEL Ta TACNC KOl TNG CUMTEPIPOPAC. Mapatnpeital dnAadr), EANEIPN EvEPYOUC
OUMMETOXNAG, KABWC 01 KATOIKOL Ep@avidovTal JIOTOKTIKOI va avapouy poAo TpeaBeuTh, Kal va
TpowBroouv evepyd 1o vnoi. H oTaTIoTIKA avaAuan UTOOEIKVUEL OTI I SICTOKTIKOTNTO OUTH
OULVOEETON APEDU PE ETIQUAGEEIC OXETIKA PE TNV OLOEVTIKOTNTA TN TPORAAANOUEVNG EIKOVAC.
JUVETIWE, N OVTIANTTA QUBEVTIKOTNTO Kal N ToI0TNTA TWV 10TOPIWV, OVOAJEIKVOOVTAl WG
KOBOPIOTIKOI TaPAyoVTIEC aUVAEONC TOL cuVOICOAUATOC KOl TNG TPAENG. H EUTEIPIKN QUTA
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dlamiotwaon 0dnyei 0To CUUMEPOCHA, OTI N EVEPYOTOINGN TNE TOTIKNC KOIVWVIaC TPolmoBETEl
TN METABOON O IO PEOAIOTIKEG KL YVHOIEC AQNYNOEIC.

Ta mopoamavw €VPrUOTO OPIOBETOVY TO TAQICIO yla GudN)Tnon TOUL OKOAOULBE( OTO
EMOMYEVO KEPAANIO, OTOU aAVOADOVTOI EKTEVECTEPO TO OUUTEPACUOTO TNG MEAETNG Kal
JIATUTIVOVTAI CUYKEKPIPEVEG OTPATNYIKEG TPOTACEIC Yla TNV evioxuan tou brand Aiyiva.

Ke@aAalo 6: Zu{Ttnon Kol Zuunepdopata

210 TTOPOV KEPAANIO ETUXEIPEITAL N EPUNVEIN TWV EPELVNTIKWV EVLPNPATWVY, N GOVOEDN TOUC PE
T0 BEWPNTIKO TAQICIO TOU OVAAUBNKE OTO TPONYOUHEVA KEQPAAAIO KOl 1 SIATUTWAON TPAKTIKWY
TPOTACEWV Yia TNV a&lomoinan Touv Yneiokov storytelling otn atpatnyikn branding tng Aiyivac.

6.1 Zu{)TNOoN OMOTEAECUATWY

H avaAuon twv ded0opEVWY, OVESEIEE ONUOVTIKA OTOIXEIO OVAQOPIKA HE TN OXEON TWV
KOTOIKWV TNG Alyvag Pe Tov TOTO TOUC Ol TOV POAO TNC WN@IaKNC a@riynonc. ApxIKa, emBeRalwveTal
n Toavtdtnta Tomnou (Place Identity), anoTteAei Tov 10XVPOTEPO TaPAyovTa. O TOAD LYNAGE HEGOC OPOC
(3.95), KOTOQEIKVUEL OTI Yo TOUC KaTtoikoug, n Aiylva 0gv €ival amAwg €vag TOmog dlaPovVAG, OAA
OLOTOTIKO OTOIXEI0 TNE MPOOWTIKOTNTOC TOLC. To €bpNUa aUTO CUMQWVEL PE TN PIBAIoYpagia Tov
umoaTtnpidel OTI N E0WTEPIKN €1KOVA Tou brand (internal branding) €ivatl BepeAiwdng yia v emiTuxio
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KAOe TPOOPICHOD. TNV CUVEXEID, TIAPATNPEITOL I KPIoIUn amOKAIoN avaUEST 0TO ZuvaioBnua Kal
v Mpdén. Evw n ayamn yia Tov 1010 eivatl dedopevn, n ocuumepipopd moAitn (Brand Citizenship
Behavior), kataypagel xaunAotepeq TipeC (3.31). AuTO onuaivel 0T, TapdAo TOU Ol KATOIKOL VIWBOoLV
TEPNPAVIA, dIGTALOULV N dEV £XO0UV TA KATAAANAX KivnTpa yI0 va yivouv evepyoi TPEGBEVTEC TOU VNaI0U
ota social media. TEAo¢, n 1oxvpn cuvoxetion (r=0.577), yeta&L tou Storytelling Kot TNg TavtoTNTOC
amodeIKVUEL 0TI N PN@IOKN a@Aynor AEITOUPYED W PNXAVIOPOC €vdLVAPWAGNC. OTav 01 KATOIKOL
BAEMOULY TNV 10TOPIA TOLE VA TIPOBAAAETOI CWOTA Kol AUBEVTIKA 0TO d1adIKTLO, TOVWVETOIL TO aigBnua
TOU OVIKELV.

6.2 Zuunepdopata
Zuvoyidovtag Ta ELPMOTA, TPOKUTTOULV Ta €ENC TPIA KEVTPIKA CUUTIEPACHOTA:

1. To Storytelling w¢ PNXaviopo¢ €0WTEPIKNC ouvoxnc: H ynelakni agriynon Asitoupyei
MPWTIOTWE WC €PYOAEI0 €vOLUVAPWONG TNC TOTIKNAC Kowotnta¢. H moidtnta kot n
ouvVaICONUATIKA amAXNoN TwV IGTOPIWV EMNPEALOLY APETH TO TOCO TIEPHPAVOL VIDOOULV Ol
KATolkol, Kablotwvtag To Storytelling amapaitnto CULCTOTIKO Yyla TNV  KOIVWVIKNA
BlwaIUOTNTA TOL TIPOOPIGHOV.

2. To EMelppa Evepyolg Suppétoxnc: Mapotnpeital oagrc peiwon otnv Pnelokn dpdon. H
ayqmn ylo Tov TOTo OV PETAPPALETAl OUTOPOTA OE CUUTEPIPOPEC LTIOCTNPIENG ( sharing,
eWOM, content creation). Ot KATOIKOI Ep@aviovTal dIOTAKTIKOI, yeyovoc o omodidetal
oTNV EAEIPN KIVATPWVY, PNOIOK®V dEI0TATWY N EVKAIPIAOV YIO VO EKYPACTOUV SNOala.

3. H AuvBevtikoTnta ®¢ Pubuiotikog Mapdyovtag: H avtiAnyn. ¢ AuBevTIKOTNTOLC,
QVOQEIKVUETAL O TOAD ONUOVTIKO TOPAYOVTO YIO TNV €VEPYOTIOINON TWV KaToikwv. H
BETIKA TNG CLUOXETION HE TN GUUKETOXN, AMOdEIKVUEL OTI 01 TIOAITEC KIVNTOTIOIOUVTAl POVO
oTav avayvwpilovv TNV aARBEI0 TNC KABNUEPIVOTNTAC TOUE TO TPOBOANOUEVO TIEPIEXOLEVO.
ZUVETIWE, OTUAILOPIOUEVN TOUPIOTIKA TIPOPOAN EVOEXETOI VA AEITOUPYED OMOTPEMTIKA,
amo&evwvovTac TNV TOTIKI KoIvwvia.

6.3 MpakKTIKEC MPOTATEIC KOl OTPOTNYIKEC EQOpPUOYEC

Me Bdon To TOPOMAVW CUUTEPACUOTO, KPIVETAL avayKaia n avabewpnaon tng oTPATNyIKAG
branding tng Aiywvac, Ye oTOX0 T METARACN OMO €va POVTIEAO KEVTIPIKNG dlaxEiplong o€ éva o
OUMMETOXIKO Kal avOPWITOKEVTPIKO HOVTEAO ETIKOIVWVIOC.

MPWTAPXIKOG OTOXOC TTPEMEL va gival N BeapIK vBAppuVaN TN dNUIoLPYIOC TTEPIEXOUEVOU OO
TouC 1diou¢ Toug Katoikoug (User Generated Content). Z€ TPAKTIKO EMITEDO, OLTO UTIOPEL VO ETITEVXBEI
MECW TNG OXEdIOONC OTEVELUEVWY PNOIOKWY KAUTIOVIQV E TN XPrioN XOpaKTNPIoTIKWY hashtags, ol
omoie¢ Ba KAAOLV TOUC MOVIPOUG KOTOIKOUC VO HOIPOCTOUY TIPOCWTIKEC EUTIEIPIEC, OIKOYEVEIOKEC
MVIAMEC N KPUPHEVEC YwVieg TOL vnatol. Mia TETOIO TPWTOPROVAIC Ba HETETPETE TNV OTOUIKNA UV O
OULAAOYIKO UN@IoKS KEPAANIO, EVIOXVOVTOC TOUTOXPOVA TNV AUBEVTIKOTNTO TOU TPOOPICHOU.

EmmAEoV, yio VO OVTIMETWTIOTEL TO EAAEIMMO TNC YNQIOKAC CUPPETOXIG IOV EVIOTIOTNKE OTNV
€peuva, mpoTeiveTal n  Olopydvwaon epyactnpiwv  Unelakwy de€lotitwy  (digital storytelling
workshops), und tnv atyida Tou ArUoU N TOTIKWY POPEWV. ZKOTIOC TwV GEUIVOPIWVY auTwv dev Ba gival
MOVO N TEXVIKI) KOTAPTION TWV KOTOIKWVY KAl TV EMOYYEAUOTIWOV OTN XProN TwV HEGWV KOIVWVIKIC
SIKTOWONC, OAAG KUPIWE 1N KAAAEPYEID PIOC KOUATOUPOC EEWOTPEPEIOG.
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TEANOC, POTEIVETAL N dnuIoLPYIa PIOC EIGIKAC EVOTNTOC OTNV EMioNUN 10To0EAIda TNG Aiyvag,
n omoia Aéyetar Discover Aegina, n omoia 6o AsiToupyei w¢ Pn@IOKG OTOBETNPIO TPOPOPIKWY
1oToplwv. H TPOoPOA TMOPTPETWY Kal GUVEVTIELEEWV OTO aVBPWTOUC TNG KABNUEPIVOTNTAC, OTIWC
Popdadeg, KOANTEXVEC TOU VNaloU, TOPAYWYOi QIOTIKIOD AKOPO Kol Ol TIOAU Ypa@IKOi yio To vnai
apo&adec pe ta dAoya, Ba dwaoel ato brand To avBpwmMIVO TPOCWTO MOV avalnTolv ol cLYXPOVOol
TOEIOIWTEG, EVW TOUTOXPOVO Ba eMIBERAIWOEI OTOLC KOTOIKOUC OTI N OIKr) Toug {WN Kal N dIKr| TouC
€pyaaia amoteAOLV TOV VPNV TN TAVTOTNTOC KOl TNV EIKOVAC TOL vnalo.

6.4 Meplopiopoi ¢ Epevvag

H mapoboa peAETN, TAPaA TNV GUVEICPOPA TNE OTNV Katavonon tou Yneiokol branding, n
TOpPoLCO MEAETN UTIOKELITAL O€ OPICUEVOUC IEBODOAOYIKOUC TEPIOPIGHOUG TIOL Bar TPEMEL va An@Bouv
UTOYN KATA TNV €PUNVEIN TWV AMOTEAECUOTWV. 'Evag BOOIKOC TEPIOPIOUOC, aQopa TNV HEBOGO
dEIYMOTOANYIOg Kal Tov TPOTO d1OVOUNG TOU €PWTNUATOAOYIOU, N OTOKAEICTIKI] XProN YNOIAKWY
MECWVY YIO TNV OULAAOYH Twv OEBOUEVWY, EVOEXETOL va O0OryNOE OTOV OTOKAEIGUO NAIKIOKA
MEYOAUTEPWV KATOIKWV T O€V dI0BETOLV EEOIKEIWAN PE TNV TEXVOAQYIQ, TTOPOAO TIOU N GUYKEKPIMEVN
dNUOYPAQIKI) OpAda OTOTEAEL BOCIKO VAWV TNC Tapddoaong Kal TN¢ I0Topiag Tou vnalou.

EmimAéov, n eotioon tng €pEVVOCG OTOKAEIOTIKA GE €vav VNOIWTIKO TPOOPICHO, TNV Aiyiva,
mepLopidel T duVOTOTNTA YEVIKELGNG TWV CUPTEPACUATWV O GAANEC TIEPIOXEC ME OIOPOPETIKA
XOPOKTNPIOTIKA TOUPIOTIKIC OVATTUENG. TEAOC, Ba TPEMEL VO EMICNUAVOEL 0TI N Epeuva KOTEYPAYE TIC
AVTIAAWEIC KOl TIC SNAWUEVEC TTPOBETEIC TV KATOIKWVY Kal 0X1 TNV TOPOTNPOVEVT CUUTIEPIPOPA TOUG
0€ TIPOYHOTIKEC GUVONKEC. AEBOPEVOL TOU 10XLPOV CLVAIGBNUOTIKOV 6EUOU UE TO VNG, EVOEXETAI OI
OUMMETEXOVTEC Va OEI0AOYNCAV TN CUVEICQOPA TOUC , ME BACN TO TWC EMBUPOLV Va AEITOUPYOLV WG
10aVIKOi TIONITEC, YEYOVOC TIOU UTIOPED VO TIAPOUCIAZEL MIO PIKPA AMOKAION Omo TNV Kabnuepivn
TIPOKTIKT).

6.5 MpoTdoelg yia MeAAovTiKr ‘Epeuva

H napovoa epyaacia avoiyel VEOUC dPOHOLCE VIO TIEPAITEPW EPELVNTIKN SIEPELVNON OTO TEDIO
TOU TOUPIOTIKOU UOPKETIVYK. Mia PEAAOVTIKN EMEKTAOTN TNC €pEuLvag Ba PTMOPoUaE va LIOBETATEL
TIOIOTIKEG PEBBAOUC, OTIWC Ol CUVEVTEVLEEIC OE BABOC, TPOKEIMEVOL Va dlgpeuvnBoLy Ta BabuTepa aitia
NG SICTOKTIKOTNTOG TWV KATOIKWY VO CUMMETEXOLV EVEPYA OTO YN@IOKO YiyveaBal, mapd tnv bPnAn
TOUC TAUTION WE TOV TOTO.

EZa1peTiko evdla@épov Ba mapouaiale €miong P10 CUYKPITIKY PEAETN PeTagL Tng Aiyivag Kat
€VOC VNO10U [E EVTOVOTEPN TOUPIOTIKN EUTOPELUATOTOINGT, OTIWC Eival N MUKovog Kal n Zavtopivn,
WOTE Va €EETAOTEI TWC 0 BABUOC TOLPIOTIKAC AVATITUENC EMNPEACEL TNV auBeVTIKATNTA ToL storytelling
Kal Tn OX€on Twv KaToikwv e T0 brand tou tOmou Ttou¢. TéAog, mpoteivetal n dlegaywyn Hia
OUUTIANPWHOTIKAC EPELVAC ATIO TNV TAELUPA TV dUVNTIKWVY ETMIOKETTWY, WOTE va dIAMIOTWOEL Eva TO
TIEPIEXOMUEVO TIOL TIOPAYETAL OMO TouC Katoikoug (UGC) xel mpAyuoTl YeyaAUTEPN EMIPPON TN ANYN
TOEIDIWNTIKWY ATOQACTEWY CUYKPITIKA JE TIC EMIONUEC KAUTIAVIEC TWV QOPEWV.
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MopapTnua

EpwTnuatoAdylo

H enidpaon tou storytelling atn dlapop@waon tou brand Aiyiva, péoa amno v
OTITIKI] TWV KATOIKWV

Ayannté/-r) GUPUETEXOVTA/-0V00,
MPOCKOAEIOTE VO GUUMETACKETE O€ Mia aKadNUaikr) €peuva Tou OlEEAyETal OTO TAQICIO EKTTOVNONC

NG JIMAWMATIKAC YOV EPYATiog, KATA TN dIAPKELD TNG POITNOTC WOL OTO UETOTTUXIOKO
mpoypappa «MSc Digital Marketing» tou Mavemotnuiov NedamoAig Md@oc.

ZKOTOC Kal ZTdxol Tng Epeuvac.

K0p1o¢ okomog gival va d1EpELVICOVHE TIWE TO PN@IaKo storytelling (o1 10TOpPiEC Kat o1 a@nynoelg aTo
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0100iKTL0) eMNPedLel TN dlapdpPwan Tou brand «Aiyvax, péoa amd Tn S1Kr o HOATIG W KATOIKOL.
S UYKEKPIPEVD, N €pELVO £0TIALEL OTA €ENG BATIKA EPWTAMATA:

AvtiAngn: Na¢ avTIdauBavesTe TNV €IkOVa Kol TI¢ 1I0TOPIEC IOV TIPORAANovTaL
Wn@IoKd yia 1o vnoi oag;

JUPMETOXN: Z€ ToI0 BoBPO GUUMETEXETE Ol 0101 oTn dnuioupyia 1) d1adoan
TIEPIEXOUEVOU (PWTOYPAQIES, OXOAIA, IGTOPIEC);

AuBevTIkOTNTO: 000 PEOAICTIKN Kol OUBEVTIKN Bewpeite v omekovian tng Aiyvag
0TO 0100iKTLO;

Emnidpaon: Mw¢ mMOTEVETE OTI OUTEC Ol PYNPIAKEC APNYATEIC dIAPOPPOVOLY TEAIKA

™ eNUN Kal Ty TouTtdtnTa (brand) Tou vnaiou;

‘Opol Zuppetoxng & Mpootacia Aedopévwv: H cuPPEToXN oag gival amoAVTWS EBEAOVTIKI Kal
QaVQVLUN.

‘OAe¢ o1 OmaVTACELG €ival EUTIIOTEVTIKEG Kal Ba Xpnoluonointoly OmOKAEIOTIKA Yo
oKadnuaTkoO¢ oKOTOUC.

Aev CUAAEYOVTAI TIPOCWTIKA COTOIXEID TAUTOMOINONG.

Ta dedopéva mpoaotatelovTal cOUPwva Pe Tov Ievikd Kavoviouo Mpootaaciog
Aegdopévwy (GDPR).

MpdoBacn ota dedopéva Ba ExEl OVO O QOITNTIC Kol TO MavEMIOTAMIO YIa TIC
OVAYKEC TNC €PELVAC.

Adpkela: H cuumAnpwaon tou epwTnuotoloyiov dlapkei mepimov 5-10 Aemtad.

Mag evala@EPEL N TPOCWTILKY GOG ATOYN, XWPIC va UTTAPX0LY CWOTEC i} AABOC amavTroEIC.

IMa TUXOV amopieg, EMKOIVWVAOTE: a.maras@nup.ac.cy

20¢ EVXOPIOTW BepuUd yio TOV TOAUTIUO XPOVO COLC.

53


mailto:a.maras@nup.ac.cy

Me ektiunon,
Mdpag Avtwviog, Mavemotiuio NedmoAig Magou

MEPOZ A: Zxéon pe Tnv Aiyva (Tautotnta & AECIYO PE TOV TOTO)
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2€ 1010 BOoBUO GUPQWVEITE PE TIC TOPOKATW TPOTACEIC YIO TN OXECN OaC PE TO vNnoi;

Na emionuaivetal povo pio EANeIPn ava oelpa.

Oute
AL0PWVW SUHPWVW, , ZUHPWV®
(? Al0QWV® “qf ZUHQWVW U(,p AT/AA
ATnoAvTa Oute AnoALTO

Al0QWV®

Niwbw
€vTovo
TIPOCWTIKO
OE0IO pE
v Aiyiva..

H Aiyvo
eivai
«KOMMATL
TOUL €EQUTOU
Hou»

Eipot
TIEPNPOVOC
otav
TPORAAAETAI WG
TIPOOPICHOC..

H Aiywa
Exel
EexwploTn
TaUTOTNTA
amd dAAa
vnaola

Oa nbeia n
WV TWV
KATOIKWV Vol
OKOUYETOL
TIEPIOCOTEPD

MiAdw cuxva
pe
evBoualoouo
ylo Tovnai..



1.

MEPOZX B: Wnoiako storytelling yio tnv Aiyiva (EkBeon & AvtiAngn)

B1. M600 cuxva cuvavTATe TEPIEXOUEVO Yia TNV Alylva OTIC TAPOKATW TNYEC;

Na emionuaivetal Yovo pia EANeIPn ava oelpd.

Oute
Mdpa , valt,
TIOAD Apkerd oUTe
Ox1
AvapThoel¢ oTa
social media
(pwToypogieg,
stories @iAIwV)..
ApBpa 1

10TOOEAIOEC TIOV
TOPOLCIALOLY
v Aiywa.

Bivteo o¢
YouTube /
TikTok / Rels

E&e10IKeLEVEC
oeAideg/
Aoyaploouoi yia
™mv Aiyva

Aiyo

KoaBoAou

ATTAA
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2.

No emionpaivetal povo pia EMedn avd aeipd.

Al0QWV®
AnoAuTa

Ol €IKOVEC OTO
O1adiKTUO PE
KAVOULV Va VIKBw

nepneavog/n.

To EPIEXOUEVO
TIPOLCIALEL TO
vnoipe
EAKUOTIKO
TPOTO.

Otlotopieq
«{WVTAVELOUV»
MVAUEC Kal
ouvaigdnuoTa.

Me kavouv va
BEAw va
Eavadnow
OTIYUEC OTO
vnai.

MpoRdaAiouv
Kupiwg Ta
KKAAGIKO»
(proTika,,
pvnueia,,
TIOPOIE).

OLTUO «KPLPECH
TIAELPEQ
(YEITOVIEG,,
KabnuePIVOTNTQ)
oTavia
ed@avilovtat.

Al0QWVQ

Oute
ZUHOWVQ,
Oute
Al0QuvVw

ZUHPWVQ

B2. Mw¢ BIwVETE TIC PN@IOKEC IOTOPIEC Yia TNV Aiyiva;

ZUHOWVR
ATOAUTA

ATTAA
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3. B3. Molol «a@nyouvtal» mepIoodTEPO TNV Aiyiva,

MopoKOA® KOTATAETE TOUC TTOPOKATW POPEIC PE GEIPA aTToLdAIOTNTAC. EMIAEETE TNV 1N
EmiAoyn yio autov Tou Bewpeite 0TI TPOoBAAAEL TepIoadTEPO TO VNai, TN 2n EmiAoyn yia tov
ETOMEVO, K.0.K.

EmiAé€te OAa Goa 1ox0oLV.

1in 2n 3n
EmAoyi  Emdoyn  Emoyn

O Anuog/
dnuoaltol
(popeic

H
Mepipépetd/
KPOTIKOI
opyavigpoi

TOTIKEC
ETXEIPNOEIC
(katoAvpaTa,,
€QTIOGON K.ATL.

Influencers /
travel blogers

Ot
ETIOKETITEC
TOL VNaioL



4. B4. MNola otoixeio mOTEVETE OTI PQavI{ovTal TIO CUXVA
OTIC PNOPIaKEG I0TOPIEC YIa TNV Alyiva;

MopoKOA® KOTATAETE TOUC TTOPOKATW QOPEIC PE GEIPA aTTOLdAIOTNTAC. EMIAEETE TNV 1N
EmiAoyn yio autov Tou Bewpeite 0TI TPoBAAAEL TepIoadTEPO TO VNai, TN 2n EmiAoyn yia tov
ETOMEVO, K.0.K.

No emonpaivetal povo pia EMedn avd aeipd.

1n 2n 3n
EmAoyy  Emdoyn  Emdoyn
Odaiagoa/
TIOPOAIEC
HAloBacAépoTa
| Tomia

IoTOpPIKAG pvnuEia
(mux... Naog
AQaiag KAL)

o W R Py 4
U|JI |U ACU LIAUIL
témot/
TPOCKUVI AT

TOTIKA TpoiovVTa
(TLX... @IOTiKI1)

FONITIOTIKEC
ekdonAwaoelg  /
QECTIPAA

Kabnueptvr {wn
TWV KATOIKWV

MEPOZX I": ZuppeToxn otn dnuiovpyioa & o1ddoon Pnelakou
nepiexopevou (User Generated Content)
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1. M600 cLUXVA KAVETE TO TTOPOKATW;

Na emionuaivetotl Yovo pia EANeIPn ava oelpd.

. . MepIKEC
lMNote 2navia

dopec

AvVOPTW JIKEG
HoUL QwToypaQiec/
Bivteo

Kdavw like/share/
OXOAla o€
OVOPTACEIC VIO
™V Aiywva.

Mpoteivw TO
vnoioe

@QiAIouG péow
MNVUPATOV..

Motpdopat
TIPOOWTIIKEC
lotopiec/
QVOUVACEIC,

JUUMETEXW OE
online opddeg yia
™y Aiyva.

Zuxva

ATTAA
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6.

Na emionuaivetal povo pio EMeIPn ava oelpa.

Al0QWV®
AnoAuTa

Mou apéaein
10€01 Val gipat

«a@NyNTc» TG
Aiywac.

Niwbw oTi o1
OIKEC hov
LIOTOpIEG EXOUV
ogia.

N1wBw GRoAa va
EKTiBepaL dNUOTIA.

To KAVW Kupiwg yio
EMOYYEALATIKOUG
AbGyouc (TLX...
powenaon
eMixeipnong).

Al0QWVQ

2. MW VIWBETE yIa TN CUPUETOXN O0C;

Oute
ZUHOWVQ,
Oute
Al0Quvw

ZUHQWVQ

MEPOZ A: AuBevtikotnta & Zuvalonuotikr A&ia

ZUHOWVR
ATOAUT

ATTAA
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7.

2e 1010 BOBPO CUPQWVEITE PE TIC TOPOKATW TPOTACELS YIa TO TEEPIEXOUEVO TIOU BAETETE;

Na emionuaivetotl Yovo pia EANeIPn ava oelpd.

Al0Qwvw
ATOAUTO

O1LYnQIoKEC
l0TOopIiEQ
OTOTUTIVOULV
NV Kabnuepivn
{wn aTo vnai
OTIWG
TIPOAYHOTIKA
eivar..

O1PNQIOKEG

Q@QNyNGEIg pou
yewvouv (eotd

ouvalodnuata
(TLX... vooTOial,
TPUPEPOTNTA)..

YTapxouv
ONUOVTIKEG TTITUXEC
(avBpwrot,,
YEITOVIEC) IOV
MEVOLV EEw aTO
v onliine
EIKOVO..

H eikdva mou
BAETW OTO
Ol00IKTUO
TAIPIALEL YE QUTO
oV BlWVW aTNV
KaBnuepIVOTNTA
Hou..

O1NEIoKES
10TopiEq
dnuiIoLpyoLY
0TOoUG
ETUOKETTEC

Al0QWVQ

Oute
ZUHOWVQ,
Oute
Al0Quvw

ZUHPWVR

ZUHPWVR
ATOAUTO

ATTAA
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MEPOZ E: Storytelling & brand «Aiytva»
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8.

El. Nw¢ motebete ot ennpeadel to storytelling ™ @Aun g Aiyvag; *

Na emionuaivetal povo pio EANeIPn ava oelpa.

Al0QWV®
ATOAUTA

To Ynolakod
storytelling €xet
Bonobnoel TV
Aiywvava
Eexwpioeramnd
GAAO VNald..

OlioTopieg mou
ag@nyouvtalol
KATOLKOL £X0UV
peyaAlTEPN
ouvVaN amo TIC
«ETionueg»
OlOPNUICEIC..

O10eTIKEC
EUTIEIPIEC
EMIOKEMTWV
onliine
evioxlouv
ONUOVTIKA TN
@rjun Tov
vnaolou..

O10pVNTIKEG
KPITIKEC OTO
0l100iKTLO
MTIOpOULVY Va
BAGWOULY TNV
€IKOVA TOU
vnaolov

Av
oxedialotav
MIa «EYOAN
LoTopia» Yo TV
Aiywa,, 6a
NéeAa va

Al0QWV®

Oute
ZUHOWVQ,
Oute
Al0Quvw

JUUOWV®

ZUHQWVQ
ATOAUTO

AT TAA
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10.

E2. Av BEAaTE, pE Aiyeg AEEEIC, ToLo Ba rTav YI0 €00 TO
10aVIKO aUvBnua 1 @pacn moU Ba «EypaPe» TNV 10ToPIa TNC
Aiywoac;

E3. Moo otoixeio piog 1otopiog emnpEeAlEl TEPIOCOTEPO TNV
amo@OoN KAToIoL va €PBEL 0TO vNai;

Na emionuaivetar povo pia EANedn ava ceipa.

Mdpa
KaBdrou  Aiyo  Métpia oD P Ar/AA
MoA0

uvaiodnua
ALBEVTIKOTNTO
Eikéveg

MPOKTIKEC
MANpo@opieg

KpImikeg
ANV

MEPOZXZ XT: Anuoypa@ika oTolxeio
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11.

>T1. HAkia

Na emionuaivetal povo pia ENern.

12.

Kdatw twv 20

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

61 kal mavw

2T2. dONO *

Na emionuaivetal povo pia ENern.

13.

Avdpacg
Movaika

AN\O:

>T3. EKmaideutikoO eminedo *

Na emonPaiveTal JOvVo pia EAEIN.

14.

ATIOAUTIAP10 /AUKEIOV
Mtuxio AEI/TE

METATTUXIOKO

AIDOKTOPIKO

AN\O:

>T4. Eiote povigog KAtolkoc g Aiyvag;, *
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Na emionuaivetal povo pia ENern.

Nal, €ipat yovipog KAToIKOG

'Ox1, 0AAG TIEPVW KATOI0 XPOVIKS S1G0TNA OTO vNnai
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15.  2T5. Moca xpovia (eite UVOAIKA aTnv Aiyiva;

Na emionuaivetal ovo pia EANen.

AIyOTEPO
amo 5 xpovia

6-10 xpovia
11-20 xpovia

Mavw omo 20 xpoévia

16. 2T6. AOXOAEIOTE EMOYYEAUATIKA PE TOV TOUPIOUO N
OXETIKOUC KAGdOUC

(m.x.

*

€0TIOON, KATOAOMOTO K.ATL);

Na emionuaivetatl povo pia EAel.

Na

Oxi

AUTO TO TEPIEXOMEVO deV £XEL dnUIoupynBei Kat dev €xel eykpiBei and v Google.

DOpUES


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




