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MEPIAHWH.

YTdpxouv apkeToi Tpomol 0mou péow tou digital marketing TOAAEG ETAIPIEG KO ETUXEIPNTEIC
MTTOPOUV VO TTPOWONACOLV TIC UTINPECIEC Kal TO TPOIOvVTa TouC. H ekdaToTe EMIxXEipnan Exel
TNV duVaTOTNTO va OpiceEl TOI0C CLYKEKPIUEVOC TopEC Tou digital marketing Acitoupyei
KOAOTEQQ Y10 QUTH) KAl ETEITO VO TO EQAPPOCEL Z TNV TEPITTWAN TOU KAGGOUL TNE QIAOEEVIaC
T0 content marketing amoOTEAEL TO IO ATMOTEAEGUOTIKO TPOTO TPOWONANE TOU KOTAAUHOTOC
OAAG Kol dnuioupyiag oualaoTIKAG 0XEONG ME TOUC TIEAATEC TOU, OIOTI VO EEVOOOXEIOKO
KATAALMA OV Ba TIPETEL VO EXEL OMOKAEIOTIKA ¢ GTOXO0 TNV 00ENAN TwV KEPOWV OAAA TNV
d1aTHPNON HAKPOXPOVIWV OXECEWV PE TOUC TEAATEC TOU. AUTO OUCIOCTIKA EVEATIIOTEL N
mopoloa JIMAWUATIKY €pyaacia, vo omodei€el MOCO OMOTEAECUATIKO €iva To content

marketing atov kAGd0 TG PIAogeviac.

To storytelling aAAd kot Tto UGC(User Generated Content) w¢ Bagikd epyaAeia Tou content
marketing €xouv TNV OLVOTOTNTA VO €MTUXOUV TOUC TOPATAVEW OTOXOUC KaBWC TO
TEPIEXOUEVO TIOU TIPOPRAAAETOL OIOPEPEL ONUAVTIKA OMO HIa amAr dla@nuion. Aev
TPOPBAAOUY OTIAA TIC UTINPECIEC TOU EEVOOOXEIOL QVOPEVOVTAC TNV TPOCEAKUGN TWV
TMEAATWV , AAAG TIC a&ieC TwV IGI0KTNTWV KOl TOU TPOCWTIIKOV TNC EMIXEIPNONG PE TIC OTIOIES
Ba ouvdebolv o1 meAaTeC. AloTl, Baaikdg okomdg Tou content marketing Kat 1810iteEpa TOL
OPYOVIKOU TIEPIEXOUEVOUL BEV Eival N OMAN TPOCEAKUAOT TV TEAGTWY OAAA TO XTiOIWO KOl N

d1aTHPNOT OUCINOTIKAG OXEONC METAEL EEVOJOXEIOL KO TIEANTWV.

QaoT000, €MEIDN N MPOTIKNGON TEPIEXOPEVOL Yia Ta Eevodoxeia Oev ival idla yia 6Aoug, N
JIMAWUOTIKA auTr) Epyacia MIXEIpEi va avadei&el o TePIEXOUEVO TIPOTIMATAL TIEPICTOTEPO
Kal amd TolEC NAIKIEC, wOTE va dWael TNV GUVATOTNTA VA KOTOVONCEL TIO €id0¢ content
TaIPIALEL o€ KABE TiEpioTaON OAANG Kal va BonBrael EVAEXOUEVWC TOL KOTOXOUC EEVOJOXEIWV

Kal KOTOAUPOTWVY VO BEATIWOOULV Kal Va TIPOCAPPOC0oUY TO EPIEXOUEVO TOUC.

NEEeIC KAe1d14: digital marketing, content marketing, UGC, storytelling, brand awareness

ABSTRACT.

There are several ways in which many companies and businesses can promote their services

and products through digital marketing. Each business has the ability to define which
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specific sector of digital marketing works best for it and then implement it. In the case of the
hospitality industry, content marketing is the most effective way to promote the
accommodation and create a meaningful relationship with its customers, because a hotel
accommodation should not only aim to increase profits but also to maintain long-term
relationships with its customers. This is essentially what this thesis hopes to demonstrate, to

prove how effective content marketing is in the hospitality industry.

Storytelling and UGC (User Generated Content) as basic tools of content marketing have
the ability to achieve the above goals as the content that is displayed differs significantly
from a simple advertisement. They do not simply showcase the hotel's services in the hope
of attracting customers, but the values of the owners and staff of the business with which
customers will connect. Because, the main purpose of content marketing and especially
organic content is not simply attracting customers but building and maintaining a meaningful

relationship between the hotel and customers.

However, because the preference for content for hotels is not the same for everyone, this
thesis attempts to highlight which content is preferred the most and by which ages, in order
to provide the ability to understand what type of content is suitable for each occasion but

also to potentially help hotel and accommodation owners to improve and adapt their content.

EIZAIQIrH.

SKOTOC TNC TOpoLoag SIMAWUATIKNC epyoaiag eival va dgiéel Katd mOco 1O content
marketing As1Toupyei BeTIKG 0TOV KAGBO TNC QIAo&eviag. MapdAAnAa, n epyaacia emixelpei
VO amavTACEl O€ EPELVNTIKA EPWTAMATA OTWC TOI0 KOVAAL ETMIKOIVWVIOE TPOTIKOOY Ol
TEAATEC TWV EEvodoxeiwv, Tw¢ To content marketing emnpeddel Tnv mpdBeon KpATNoNg o€
éva &evoodoxeio. Méoa amd tnv avackomnon tng BiIBAloypoa@iog ava@opIikd Ye OUTO TO
{NTnua, n omoia PEXPI TPOTIVOC OEV EiXE OTIAVTIOEL O€ OUTA TA EPELVNTIKA EPWTHHOTA, OAAG
Kal TNV OIEEaywyr] EPELVOC PE EPWTNHOTOAOYIO E OTOXO TNV OMOVINGN VEWV EVPNUATWVY
OAG KOl EUTAOUTIONO TWV NN UTIAPXOLUCWV YVWOEWV, N Epyacia autr @IA0dOEEl va

OUUBAAEL OTNV TEPAITEPW AVATITUEN OULTOL TOU BEPATOC.



2T0 TTPWTO KEQAAQIO0 YIVETAIL P10 YEVIKI) Ova@opd 0To content marketing, Tovidovtag Kupiwg
TOU OTOXOUG TIOL €XEl. 2TO OUTEPO KEPAAAIO, OVAPEPOVTOL TO €10N TEPIEXOUEVOL TIOU
XPNolyomololy ta &evodoxeia, Kavovtag mapdAAnAa ektevry avagopd oto UGC Kal 1o
storytelling w¢ Bacikd Kat AMOTEAEGUOTIKA EpyaAEia TOu content marketing aTov KAGO TN
@IAo&eviag. 210 TPITO KEQAAQILO YiVETAL Ova@opa 0TO TWE To content marketing emnpeddel
TNV CUMTIEPIPOPA TWV TEAATWV Twv EEVOOOXEIWVY. ZTO TETAPTO Kol TEAEUTOIO KEQAAQIO
yivetal n avaAuon Tou EpWTNUATOAOYIOU PE TEPIYPAPIKN KAl OTATIOTIKY OvAALGT OTIOL GTO

TENOC YIVETAI OTA CUPTIEPACHOTA TNG EPELVAL.

KEDPAANAIO 1

OEQPIA 2XETIKA ME TO CONTENT MARKETING

1.1 To content marketing oto Yn@1oko mepIBAAAOY.

Onw¢ eival yvwoto 1o digital marketing eival mAgov éva amapaitnto epyaAeio To omoio
AEITOUPYET ¢ CUPPOXOC Ylag emixeipnanc( amod Pia PIKPr £K¢ Pia Jeoaia) i piag taipeiag
Il 0pYOVIOHOU. ‘EVOG TOPENC 1) OAAIG HIa KOTNYopia Yn@lakol JAPKETIVYK €ival To content
marketing, dnAadny n Onulovpyior TEPIEXOPEVOLU OTOV WNQIOKO KOOUO HE OKOTO TNV
mpowbnan, TNV avayvwpIoIOTNTO KOl QUOIKA TNV d1athpnon Twv TEAATWV OF WId
OUYKEKPIYEVN PApKO. AKOUN, OTIWE LTTOOTNPICOLY TTIOAL 0woTd o1 Ellez K.a(2024) To content
marketing dnu1oupyeital Kal LTTAPXEL O€ IAPOPEC HOPPEC OTIWC YIO TIAPASEIYUO GTN HOPON
OTTIKOOKOUOTIKOU TEPIEXOPEVOU(Video), aTn Hopr) KEEVwY( T dpBpa atn oeAida piog
OUYKEKPIYEVNG ETIXEIPNONG), MEXPL TNV TIIO TIPOGOATN TIOL €ival N dnuiovpyia podcast (Ellez
et.all.,2024). Mg 1o anAd Adyia , To content marketing €ival 0 GUVAETIKOG KPiKOG avaueoa
OTnV E€MIXEipnoN Kol tou¢ TMEAATEC-KOTOVAAWTEC (Rani,2022). Emmpocbeta, A0yw Tng
OLVEXOHUEVNE TEXVOAOYIKNC EEEAIENC KOl WN@IOTOINGNC TWV TEPIOTOTEPWVY ETAIPEIWV Kal
EMXEIPOEWVY TO TOPOOOCIOKO HAPKETIVYK EXEL UEIWOET O€ GNUAVTIKO BaBUO, e aMOTEAETUA
N TPOWBNGT LTINPECIWV KOl TPOTOVTWY VA YivOVTal TAEOV ATOKAEIOTIKA HECW TOL PNEIOKOD
KOOUOU OTIwC Y1a Topadelypa Eva smartphone 1y évag UTOAOYIOTAG. AUTO QUOIKA cLUPBaIVEL
ylati o1 AvBpwTol aTnV anuePIVN Emoxn avalntolv TANPOPOPIEC KOl EVNUEPWVOVTAL OTO Ta

METO KOIVWVIKAG JIKTUWONC Kal YEVIKOTEPA UECW TOUL dladikTtvou(Rani,2022).



Emiong, o Ritchter (2024) avag@épel opBd otnv €peuvd Tou, TWC TO 29% Twv XPNoTwv
xpnotgormoiobv ta social media yio v evnuépwon toug (Ritcher,2024). Zuvenwg, n
dnutovpyia evo¢ 0waoToL TEPIEXOMEVOL OTA HEGH KOIVWVIKAG IKTOWAONE OMOJEIKVUETON TWG
gival amapaitnm O10Tl TAEOV OMWC EIMWONKE TPONYOUUEVWE, Ol AvBpwTOol TIAEOV
evnuepwvovTal atov Pn@lakd KOopo. ‘Evag GANOG €€ioou evAIAPEPOV OPICUOC TIOL UTOPEL
va 408ei yia To content marketing €ival autog mou divouv ot Lopes & Casais(2022) Kabw(
aVO@EPOLV OUCIOOTIKA €ival n OnUIOVPYiol TIOIOTIKOU TEPIEXOUEVOL HE OKOTO TNV
TIPOCEAKUGOT TIEAOTWV Kal EMOMEVAC N GAANAETIdPACT), N TIOTOTNTO TWV TEAATWV OTNV

OULYKEKPIUEVN ETIXEIpNON Kal TEAOC N apapiovy Toug o€ autr) (Lopes & Casais,2022).

To content marketing 6ev Bewpeital w¢ vEog TPOTOC EMKOIVWVIAC JETOEL TNC ETAIPEINC Kal
TWV TEAOTWV, OIOTI UTIAPXOUY CAPKETA TETOIO TAPOJEIYMOTO, TO OMOia XpovoAoyouvial
OPKETA KOIPO TPV TNV PETARAON aTnv YUn@IoKr) €MOXI, KOl CUYKEKPIKMEVA amd Tov 180
alwva. ‘Eva TETOo10 Tapdadelyua 0mwe opba avagepel n Rani(2022) sival auTo e eTalpeiog
John Deere, pi0¢ €Taipeiog n omoia dpacTnPIOTOIEITAl EMXEIPNUATIKA OTNV KOTAOKELN
QYPOTIKWV PNXavNUATwWY, TN OTOoI0g 0 1I0PUTAC VIO TNV OTMOTEAECUATIKOTEPN EMIKOIVWVIOG
ME TOUG EVOIAPEPOUEVOUC TIEAATEC TOU, TTPOEPN aTN dnuiIoupyia Evag TEPIOdIKOD TO OTOoio
TOPEIXE ONUAVTIKEC TIANPOPOPIEC OVAPOPIKA e OypoTIKA Intruata, OonAodr mepleixe
BE€paTa oL OMOCX0A0VCOV TOUG EMOYYEAUATIEG AYPOTEC KOl TO OTIOIO EBPITKOV XPrOIUO OTIG

KOBNUEPIVEC EPYNTIEC IOV ATTOVTAIL TOL EMAYYEAUOTOC Toug( Rani,2022).

AUTA N HOPPR) ETKOIVWVIOG KoL S10TAPNONE TWV TEANTWV OTN CUYKEKPIPEVN TIEPITTWAT OV
Kal eV OLVOEETOL PE TNV WNPIOKI) ETOXN TNE ONUEPIVIC EMOXNG, OMOTEAEL Eva EENIPETIKO
TOPAJdEIYUA YIO TNV oNnuocia TNE EMKOIVWvIAC Kol Tng d1aTAPNong Twv TEANTWV € Wia
etaipeia i emxeipnon. MapdAAnAa, og Epeuvva Toug ol Nagy & Hajdu(2021) vrootnpicouv,
TIWC LTTAPXOLV OPICHEVOL KON TOTIOL TIEPIEXOPEVOU OTIWE TO NAEKTPOVIKA BIPAia (METORoON
amo TO EVTUTIO GTO YN@IAKO TEEPIEXOMUEVO),01 EIKOVEC, Ta charts KOBw¢ Kol Ol TIEPIMTWOEIC HE
(QUOIKN Tapouaia avBPWTWV(TY EKONAWCEIC TIOU TPOYHUOTOTOIEL IO €TAIPEIO YO TNV
nopouaiaon  Kal - MPowblnon  Twv  TPOIOVIWV KOl UTINPECIWV  TIOL  TIPOOQPEPEL)
(Nagy&Hajdu,2021).Qao1000, €MEId ONWC €ival YVWOTO N GNUEPIVN EMOXI XOPOKTNPIlETal
wW¢ PYNQIOKI EMOXN TO EVIUTIO YPOTITO TEPIEXOUEVOL, ONAASH TO Un YNQIOKO TEPIEXOUEVO,

EXEL HEIWOEL o€ onUavTIKG T0C0aTO.

Mo OLYKEKPIUEVA, OTIWC LTIOaTNPICoLY o€ €peuvd Toug ot Nagy kai Hajdd(2021) n évtunn
HOPQI TIEPIEXOPEVOU JEV €ival TTAEOV TOOO OI0OEGOWEVN, UE TIC ETIXEIPIOELG VO TIPOTIYOLY TO

PNEIOKO TIEPIEXOUEVO. AVOAUTIKOTEQPQ, N XPNON YPOTTHC EVTUTING HOPPAG TIEPIEXOUEVOL aTIO
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emyelpnoel; ue B2B xapoktrpa eival avénuévo  Kota 27%, o€ ovtiBeon pe TO
OTTIKOOKOUCOTIKO TIEPIEXOUEVO TO OTIOIO avTIoTolXEl o€ MT0o0oTO 64%(Nagy&Hajdu,2021).
AvtioToixa, ol emxelpriocl¢ ue B2C xopaktrpa TO YPOTTO TEPIEXOUEVO E€ival €miang

QLENUEVO POV KaTd 27% £V TO OMTIKOOKOUOTIKO 69%.

Written Print Content NN
Audio-only Digital Content  INEEENNNETT TN
In-Person Content IS
Images N
Written Digital Content I EE—_——T
Audio/Visual Content | IEEEEEGE_—_——

® Increased Remained the same @ Decreased

Figure 1. The change of use of content types/format in B2B markets
Source: Own compilation based on Murton Beets, 2018

Adypappa 1: H aAayn tng xpriong Twv TOmwv Tou content o B2B ayopéc.

Mnyn: Own compilation based on Murton Beets, 2018

Written Print Content 27% L 10% |
Audio-only Digital Content L 22% |
In-Person Content L 12% |

Images 7% |

Written Digital Content 5%
Audio/Visual Content 6% |
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Figure 2. The change of use of content types/format in B2C markets
Source: Own compilation based on Murton Beets, 2018

Alaypappa 2: H aAdayr) Tng Xpriong Twv T0Mwv Tou content o€ B2C ayopeg.
Mnyn: Own compilation based on Murton Beets, 2018

ATIO TO TTOPOTOVW YIVETOL AVTIANTTO TG TO OMTIKOAKOUOTIKO TIEPIEXOUEVO €ival aUTO TOU
XPNOIUOTIOIEITAL KOTA KUPIO AOYW AT TIG EMUXEIPNOEIC, TO OTOI0 EVOEXETAL EENyEiTal 01O
YEYOVOC TIWG €va TIEPIEXOUEVO OTO OTOI0 ATMEIKOVI(OVTal YIO TAPASEIyUO 2 TPOCWTA Va
MIAODV Y10 €VO GUYKEKPIPEVO BEUD TTPOTEAKDEL HEYOADTEPO KOIVO KOl CUVETIWE UEYOADTEPO
engagment( oAANAETOpOGON) O€ OXEON Yia TAPASEIyHO PE Eva amAO Keiyevo o€ apbpo
eQnuepidac. MapaAAnAa, Ba TPETEL VO OXOMOOTEL TWC PE BAON T TOPATIAVW dlaypaupaTa
OKOUN KOl TO TT0000TO XPRong MIog EIKOVOG gival avénuéevo kata 59% (B2B emixelprioelc)
Kal avtioTtolxa 63% otic B2C (Nagy&Hajdu,2021).Autd mbavoy va onuaivel mwe oKOun
KOl Jia amAr €IKOva EVOEXETAL VO €ival TEPICCOTEPO OTOTEAECMATIKN VIO TIG ETUXEIPNOEIC

amo €va OTMAO KEipevo, ol omoie¢ TAEoV Ba TIPEMEL KATA TNV OIOPKEID  dnuioupyiag
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TIEPIEXOPEVOL VO OTOXEVOUY TEPIOCCOTEPO OE OMTIKO TEPIEXOPevVO( virtual) oto omoio Ba

UTTOPXEL CLUVOLOCMAG EIKOVAC UE NXO.
1.2 Ztoxot Kat Asttoupyiec Tou Content Marketing.

To content marketing anoteAei i0WC TO MO ONUAVTIKOG EPYOAEI0 OTO YNPIAKO PAPKETIVYK
KaBW¢ Oivel TNV OuVOTOTNTA  OVAYVWPICIMOTNTOG TNC MAPKOC Kol TIOTOTNTOC Twv
KatavodwTwv oe autr) (brand awareness kat brand loyalty). Qotdoo, yia v opBdtepn
XPran Tou €ival OKOTIHN N KATOVONGOT TwV BACIKWY GTOXWV KAl AEITOUPYIWV TOU, UE OKOTIO
ol emayyeApotie¢ marketeers va yvwpidouv OG0 OMOTEAEGUATIKO €ival o€ KABE TepinTwan,
dnAadn av yia Tapddelyuo KOTA TV OIGPKELA ONUIoLPYIOG UIa¢ KAUTAvIAC yio TNV Tepiodo
TWV XPIOTOUYEWIATIKWY EOPTWV I ONUIOLPYIO TIEPIEXOUEVOL OMOTEAEI OWATO TPOTO 1) av Ba

TIPETEL VA XPNCIKOTIONT0LVY £Vav EVWWOAAKTIKO epyaAeio Tou digital marketing.

H xprion tou content marketing dia@épel amod TI¢ UTOAOITIEC HoPQEG digital marketing kaBw¢
dev €XEl OMAG WC OTOXO TNV TPOCEAKULON TWV TEAOTWV KOl TNV ayopd TPOIOVIWV Kal
UTINPECIWV amd auToUC OAAG TNV dnUIoLpYiag PIOG EEXWPIOTNC EUTEIPIOC YIa TOV TEAATN.
AVOAUTIKOTEPQ, TO content marketing €MIBIOKEL PIO TIIO  OUCIOCTIKA GUVOEDT PE TO KOIVO
oto omoio anevBUvetal (Dilys, Sarlauskiene &Smitas,2022). Ot marketeers dev TPEMEL ATA
VO TIOPAYOULV Kal VO ONPOcIEDOLY TIEPIEXOPEVO EXOVTOC HOVO WC OTOXO TNV avénaon Twv
TWANCEWY, OAAG VO EUTIVEOLV TOUC KATOVAAWTEC VO £XOUV HIa OAANAETIOPOOT UE TNV HOPKA
(Dilys,Sarlauskiene&Smitas,2022). To nepleXOUeEVO Ba TPETEL VO TTOPEXEL TTANPOPOPIEC Kal
VA EVNUEPWVEL TO KOIVO, AAG KOl VO TO WOl oTnv avalfjtnon €MMAEOV TTANPOPOPIGWV
OXETIKA PE KATOI0 BEpa. Me auto ToV TPOTO Ol XPrOTEC KOTOVOOUV TIWG 1N CUYKEKPIUEVN
HOPKO OV TOPOLGIAZEL OTAG T TIPOTOVTA KAl TIC UTINPECIEC TNC OAANG TTOPEXEL TTANPOPOPIEC

Y10 TIOPEPPEPH BEPOTO TTOL OQOPOUV TO GUYKEKPIPEVO TIPOTOV I TNV LTINPETIQ.

‘Eva brand yia pmopéael va dla@opomoinbei ano Tov avtaywviopo Ba TPETEL VO TIPOTPEPEL
aio oTOV TMEAATN, TO OMOIO EMITUYXAVETOI UECW TOUL content creation, 810TI PEOW aUTOL
XTIETOl 1o oxEonC eUMIOTOOLVNC WETAED EMIXEIPNONC KAl TEANTWY N OMoia PTopEi va
BewpnOei ¢ TO HESW EMPBiWONC PIOC EMIXEIPNONC, KABWE H1a EMIXEIPNON XWPIC TEAATEC deV
amoteAei emixeipnon (Dilys, Sarlauskiene kai Smitas,2022). IMpéEmnel emiong va TOVIOTEL 0TI
T0 content marketing Kat yevikOTepa n dnuioupyio EvA¢ waTol Kal TOIOTIKOU TEPIEXOUEVOU
TPOOPEPEL TTOPOAAANAD TNV  AVOYVWPICIYOTNTO TNC MOPKOE, N Omoia KPIveTal €miong
amapaitntn yia pia - emyeipnon (Dilys, Sarlauskiene kai Smitas,2022).MapdAANAQ, Omwg
empBePaivouv Kai ot Hollbeek and Macky(2022) €vacg amd tou¢ oTOXoUuC TOu content
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marketing dev €ival poOvo o1 MWANCEIC aAAG 1N TIOTOTNTO KOl VO dnUIOUPYHOEL €va
ouvalebnuatikd déoipo pe To brand To omoio BaoIKOC 0TOX0C Tou content marketing
(Hollbeek and Macky,2022).

TENOC, OMWC 0pba ava@Epel atnv €peuva Kat N Vinerean(2017), To content marketing €xel
TNV dUVOTOTNTO PETATPOTINC EVOC SLVNTIKOU KATAVOAWTHA 0€ TEAATN TNG EMIXEipnon YE TV

TOUTOXPOVN d10TrPNCT) TOL O€ Yla CLYKEKPIPEVN papka(Vinerean,2017).

1.3 Social media kot Content Marketing.

Onw¢ gival yvwaoTo, aTn GnUEPLIVH EMOXT OAO Kal TIEPICTOTEPOL AVBPWTOL XPNCIUOTOIO0LY TO
social media €ite y10 TPOOWTIKY TOUC XPNON EITE Y10 TIO EMayYEAUOTIKA( content creator) pe
OTOXO TNV ETITEVEN EVOC GUYKEKPIPEVOL OTOXOU OTIWC €ival n dnuiovpyia EUMIoTooLVNG UE
TOUG TEAATEC-XPOTEC. O1 O YVWOTEC MAATQOPUEC social media amoTeEAOUY Kupiwg TO
Facebook ME TO TOOOOTO va @tavel 10 90%,k080w¢ OUU@WvVa  TOUC
Drosos,Coursaris&Kagiouli(2023), to Instagram katexel tnv 2 8€on w¢ HEGW dnuioupyiag
nepiexopevou (Drosos,Coursaris & Kagiouli,2023). H cuufoAr tTwv social media Kpivetal
QmaPaiTNTN yla TIC EMXEIPNOEI( KABWE TAEOV OMOTEAOUV TO TIO O10OEG0UEVO TPOTIO
EMKOIVWVIOC PETAED TWV XPNOTWV OAAG Kal PETOED XPNOTWVY Kal ETAIPEIOV KABWC PEOTW
auTwV dnulovpyeital oAAnAemidpacon (engagment). ZOp@wva pe toug Drosos,Coursaris &
Kagiouli(2023) ta social media cuvteAOUV GTNV EUTTAOKI TWV XPNOTWV UE TO TEPIEXOUEVO
KaBW¢ N mapouaia Piog EIKOvAC i evog BIVIED EXEL IO EYOAVTEPN EMIOPACT ATO PIG OTIAR
€IKOva, O10TI PE OUTO TOV TPOTIO Ol XPHOTEG £XOLV TNV duvaToTNTA va KAvouv like, oxoAla(
BeTIKA 1) apvnTikd) Omou PE OUTO TOV TPOTO Ol marketeers Katavoolv TI BEAEL va
nopokoAouBei To kowvo (Drosos,Coursaris & Kagiouli,2023). Zuvenw¢, and auto yivetal
QVTIANTITO OTI Ta social media dev MPOKAAOLY AMAWC TNV GAANAETIOPACT TwV XPNOTWV HE
TO TIEPIEXOMEVO, OAANG TIOPEXOLV XPHOIKEC TANPOQPOPIEC YIO TOUC XPHOTEC, TIC OTOie Ol
EMXEIPOEIC UTOPOLY VO OEIOTIOINCOLY Kal VO avOTPOCapPOlouV TO TIEPIEXOUEVO TOUG
avaioya pe To dedopEva Tou £xouv. OUCIOCTIKA Ol XPHOTEC TPOTPEPOLV AVOTPOPOdATNON

y1a TO TIEPIEXOUEVO TIOU APBAVOULV.

MapdAAnAa, n dnuioupyia mepIEXOUEVOL PMECW Twv social media xapoktnpiletal amo pia

TOPOCTATIKOTNTA N OTIoix e TNV OEIPA TNE EMIQEPEL dladpacTikotnTa(Drosos,Coursaris &
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Kagiouli,2023). Z0u@wva pe EPEVVEC, N dIAdPACTIKOTNTO TIOU UTIAPXEL OTO TEPIEXOUEVO TWV
MECWVY KOIVWVIKNC JIKTVWONG EXEL Oei&el MwC Oivel TNV dLUVOTOTNTO OTOUC TEPIOCTOTEPOUC
XPNOTEG VO EKPPACOLY TNV TPOCWTIKOTNTA TOUC Kol va TPORAANoLY TI¢ O&iEC TOUC, EVW
TOPAAANAC €va S10OPOCTIKO TIEPIEXOUEVO EVOEXETOL VA dNUIOVPYATEL 10XVPOUC OETHOUC
EMKOIVWVIOC PETagD Twv XPnoTtwv Kol Tou brand. ‘Eva TETOI0 TOPAJEIYUA dAdPACTIKOD
TIEPIEXOPEVOL UTIOPEL va gival €va Kovi{ Tou omoiov n emiAuan €ival amo poévn ¢ Pia
aAAnAeTidpacn xpnotwv-papkac(Drosos,Coursaris & Kagiouli,2023).ZuumePATUOTIKA,
000 PEYOAUTEPN O1AOPACTIKOTNTO LTIAPXEL O EVO TIEPIEXOUEVO TOCO PEYOADTEPN Ba gival

Kat n oAAnAemidpaon KotvoL-emixeipnong (Drosos,Coursaris kai Kagiouli,2023).

1.4 Ai, Content marketing kai &evodoxeia.

Onw¢ €xel dlomiotwdei pEXpL autd to onueio Tn¢ epyaaiag To content marketing anoteAei
i0w( TO M0 oNEOVTIKO Topéa Tou digital marketing kaBw¢ Bewpeital mw¢ p€ow Tou content
dnuiovpyeital, €10IKA OV TPOKEITAL YIO OPYOVIKO TEPIEXOMEVO, WA KOWVOTNTO WETAED
TEAATWV Kal EEVOBOXEIOL KOl 10 TIIO OUCIACTIKY OXECN GE GXEOT PE TANPWUEVN Sla@ruion(
mx Google Ads). duaika pe TNV €€EMEN NG TEXVOAOYIaC Kol TNV €vtagn Tng TeXvNTNC
vonuoolvng oto digital marketing, n dnuiovpyia TEPIEXOUEVOL YA TIC EMIXEIPNOEIC(OTN
TIPOKEIPEVN Yia Ta &evodoxeia) yivetar MAEOV €UKOAOTEPN OIOTI EMITEAEI TOAAEC Kal

dlEpyaaieg TAUTOXPOVA, EAOXICTOTIOIWVTOC TOV XPOVO dnuioupyiac.

Mo CUYKEKPIPEVA, OTIWC EMICNUAIVOLV CNUAVTIKEC £€pELVEC Twv Shabankareh, et al. (2025)
N texvoAoyia TnNg TEXVNTAC vonuooLvng oAAGCel BaBulaio Tov TPOTO YE TOV OT0I0 PEXPL
TPOTIVOC Ol TIEAATEC EAETOLV Kal avalnToOV TANPOPOPIEC OXETIKA PE Ta TOEidIa TOUG aAAG
Kal Ta EEVodoxEia oV TPOTIKOUY VO ETIOKEPOOUY KATA TNV SIAPKEID TwV SIOKOTIWV TOuC (
Shabankareh et al.,2025). Eniong, n texvntr) vonuoouvn divel TAEOV TNV SUVOTOTNTA KUPIWG
oToug €101kou¢ Tou digital marketing mou agxoAolvTal Pe TNV TPowBnan tou EEvodoxeiou
VO €XOUV TIIO TIETUXNMEVN OTOXELGN KOIVOU, va evtomi{ouv OnAadr YECW TN TEXVNTIC
vonuoolvng to target group, va dnUIOLPYOUV TIEPIEXOUEVO CUP@WVA PE TO TIPOPIA Twv
TEAOT@V TIOU €X0LV, OAAG KOl VIO TNV YEVIKOTEPN TPOWBNON Kat d1a@ruIon Tng EMIXEipnong
(Shabankareh et al.,2025). Emiong, mpénel va ava@epbei mw¢ TAEOV N TEXVNTH vonuoaolvn
O1aB€TEL TNV dLVATOTNTO LTOAOYICHOU Kol avaAuong dedopevwv(data) Ta omoia TopPEXOLY
€CUIPETIKEC TANPOPOPIEC YIO TNV dNUIoLPYIa KOTAAANAOU TIEPIEXOPEVOUL, OKPIRWE PE BAon
TIC avAyKeCG Twv TEAatwv (Shabankareh et al,2025).
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Me GAAO AOYI0, 0 GLVALOCOHOC TEXVNTIG VONUOOUVNG KOl avaALONC dEO0UEVWY ATOTEAEI
TIAE0V TOV TIIO OMOTEAECUATIKO TPOTO YIO TNV dNMIoLPYIa TIEPIEXOUEVOUL YIa Eva EEvodoxeio,
KATI TO 0moio Ta mponyolueva Xpovia dev UTIHPXE N O€v BPICKOTAV 0TO KATAAANAO eminedo(
N TEXVNTH vonuoaolvn) WOTE VO ETITEAETEL OUTEC TIC GUVOUOOTIKEC OlEpYnaiec. MapaAAnAa,
MEPIKEC TEXVOAOYIEC TOU XPNOIYOTIOIOLY TEXVNTH vonuoolvn €ival 1o MetacLumav
(metaverse) (Shabankareh, et al.,2025). OuolacTikd 10 metaverse w¢ WN@IAKO £PYOAEio
divel tnv duvototNTa OoTo brands, Kal CUYKEKPIPEVO oTa Evodoxeia va dnuioupyolv
TEPIEXOUEVO YIa OlO@NUICEIC QTIOXVOVTOG KOTA KATMOI0 TPOTO MIO TPOCOMO0Iwan Tou
TePIBAAAOVTOC TOU &EVOdOXEIOL TTIOL B EMICKEQPTOUV Ol EMIOKEMTEC, METUXAIVOVTAC PE AUTO
TOV TPOTIO VO KAVOUV TOUC TIEAATEC va algBavBolv mw¢ Bpiokovtal Rdn ato Eevodoxeio Kal
TPOKOAWVTOG EVXAPIOTA cuvalgbriuata (Shabankareh, et al.,2025). H xprion metaverse ¢
PNOIOKO EPYOAEIO £XEL TNV dLVOTOTNTA VA KOTOOKEVAGEL JIOPNUICTIKEC KAUTIAVIES Y10 Eva
&EV00O0XEID TO OTOI0 PE AUTO TOV TPOTIO £XEI HEYOADTEPNC TIBAVOTNTEC EMIPBIWONC O€ Pia TOCO
avTaywvIoTIKr ayopd (Shabankareh, et al.,2025). AuT6 onuaivel TwWC AOYW QAUTHC TNG
dla@popomoinang Tou EEvodoxeiou aTmod TOUC AVTOYWVIGTEC, dNANdH TNV Xprion Tou metaverse
yla TNV dnuiovpyia Tpocopoinang, To EEVodoxeio auTo £xel éva TOAD 1I0XUPO TAEOVEKTNUA

Kal TEPIOOOTEPEC dLVATOTNTEG EMAQYIC OO TOUC MEANOVTIKOUC TIEAATEC TOU.

Tavtdxpova, ot Shabankareh, et al.(2025) ava@Epouv XAPAKTNPIOTIKA TWC EMEION TOU
metaverse AEITOUPYEL e YVWHOVO TNV EVNUEPWAN KL TNV PUXOYWYia TwV XpnoTtwv e§aitioc
TNC S100POCTIKOTNTAC TOU BEWPEITAL WE KUPIOC TTOPAYOVTAC MIOE ETITUXNMEVNC dla@ruIoNg
yla éva &evodoxeio (Shabankareh, et al.,2025). EminpooBeta, ot Shabankareh et al.(2025)
opBwg EMONUOIVOLY TWC TO PEGO KOIVWVIKAC SIKTUWONG GE GLUVOUOCHO PE TNV TEXVNTA
vonuoaolvn €xel mapatnenBei mw¢ dnuovpyolv oplopEva epeBiopata atnv YuxoAoyia Twv
MeEAOTwY, €ennpeadovtac TNV TEAIKA TOUC Omo@acn yia Tnv Kpdatnor Toug o€ €va
OLYKEKPIYEVO &evodoxeio (Shabankareh, et al.,2025). Autd oupPaivel kabw¢ ta social
media TOU dNUIOLPYOLV TIEPIEXOUEVO XPNOIKOTIOIWVTAC TNV TEXVOAOYia TNG TEXVNTIC
vonuoouvng,  akpIBWC EMEd TO TEPIEXOMEVO TOUG €ival OlOdPAOTIKO TPOKOAEI
OLYKEKPIYEVD ouvaiaBruota (Shabankareh, et al.,2025).

To meplexOUEVO OUTO EMEIDN OTWC EIMWONKE TPONYOLUEVWCE EXEL QTIAXTEL OKPIBWC YE Baan
TWV TPOQIA Twv meAatwv, Poctloyevo OnAadr) otnv  TeEXVNTH vonuooulvn, Eite
XPNOIUOTIOIWVTOE TO METacLuTav ( metaverse) TPOKOAED epebiopata O0TOLC TEAATEC,
00NywVvTaC TOLC TEAIKA VO EMIAEEOUV TO OULYKEKPIUEVO &evodoxeio (Shabankareh, et

al.,2025).And 1o MOPOMAVE €EAYETAlI TO CUUTEPACHO TIWC TO TIEPIEXOUEVO EEVOdOXEIWV
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Baailduevo ae Ai TEXVOAOyia KOl 0TO metaverse €XEl TEPIOCOTEPEC TIOAVOTNTEC EMITUXIAC
0€ OXEQN WE £va TIIO ATAG TIEPIEXOUEVO, OTIWC Eva anAO BIVTED, OKPIPWC YIOTI TPOKAAEL auTd

T0 BeTIKG ouvaloBAUaTa 0TOUG TEAATEC TWV EEVOdOXEIWV.

MopdAAnAa, ot Shabankareh, et al.(2025) emonuaivouy mw¢ ta social media mou
XPNOIUOTOIo0V TEXVNTI) VvonuoaoLvn OMw¢ ol virtual assistants 1} kai ta chatbots aAAd Kai ol
TPOTACEIC PE LTNPETIEC TWV EEVOOOXEIWV BATIOUEVEC OTIC AVAYKEC KOl TO XOPOKTNPIOTIKA
TV TEAOTWV( avaAuon JdeG0PEVWY YIO TNV ONMIoLPYID TIPOPIA TEAATWV) €XOLV W(
OTOTEAECHO PEYAAUTEPO engagment Twv TEAATWV pE To Eevodoxelako brand (Shabankareh,
et al.,2025). Emiong, ta meplocotepa EEVOJOXEID TNV GNUEPIVN EMOXI QAIVETOL TTWE £XOULV
non &ekivnoel va vioBetolv v Ai TEXVOAOYiO OTO PEGO KOIVWVIKIAC OIKTUWONG TOU
XPNOIPOTOI00Y JIOTI TAEOV €ival O TIIO OTMOTEAEOMOTIKOG TPOTOC va EMBIWOOLY OTOV
PneoKO Koéopo (Shabankareh, et al.,2025). Tautoxpova, €MEION N GNUEPIVH EMOXN
AelToupyei oupewva pe dedopéva(data) ot 101koi Tou digital marketing yia ta Eevodoxeia
MTTOPOUV PECW TNE TEXVNTAG VONUOoLvVNG VO UTIOAOYICOUV PEYOAO OYKO OEBOMEVWV Kal VOl
ONUIOLUPYACOLY KOTAAANAEC OlO@NUICEIC Ol Oomoieq 0dnyoUv Tou¢ TEAdTEC otn AQYN

amoQACEWVY KOl aTnV TEAIKN) €TIAOYN Tou gvodoxeiou (Shabankareh, et al.,2025).

2€ OUTO TO onpeio TPEMEL va ToviaTel Tw¢ To digital marketing Kat €101kOTEPA TO content
BpioKeTal 0TNV KAAUTEPN TEPIOdO OV Bar PMOPoVCE va SIOVUCEL, KABWC Ta TPONyoLuEVa
xpovia ot marketeers Baciotav o€ TPOPAEYEIC Kal EIKOCIEC Y1a TI UTIOPEL va €XEL EMITUXIA,
TOI0 TIEPIEXOUEVO ONANOK €ival TO OwOTO, TOI0 TOIPIAdEl KOAUTEPA OTNV EKOOTOTE
EMXEipNON KA. QOTO00, YE TA CNUEPIVA dEDOUEVA N KOTAOTAGN EXEL dlapopomolnoei
PIIKA, KAVOVTOG TNV ONMIOLPYIO KOl OTPOTNYIKI) — TIEPIEXOMEVOU EUKOAOTEPN Kl
TETUXNMEVN. AKOUN, N EVTOEN TNC TEXVNTHC VONUOOUVNG 0T PESO KOIVWVIKNAG SIKTUWANG
QOIVETOI TTWC CUVTEAEL 0NV BEATIWAN TOL TEPIEXOPEVOUL, KABWC N TEXVOAoyia Ai £XEl ETioNc
TNV SUVOTOTNTA VO KATAVOEI TIC CUUTIEPIPOPEC TWV KATAVOAWTWVY TEANTWV, KAVOVTAC aKOUa
TIO OTOXELMEVN TNV dnuIoLPYia TEPIEXOPEVOU GTOV EEVODOXEIOKO TopEa (Shabankareh, et
al.,2025).

Mia okOpn Aemtopépela mov ava@épouy ol Shabankareh,et al.(2025) ta social media o€

OULVOUOCOMO HE TNV TEXVNTA VONUOOULVN EXEl PEYOAUTEPEC TIBAVOTNTEC VO TTPOKOAETEL TNV
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EUTAOKNA TWV XPNOTWV TEAATWV JE TO TIEPIEXOUEVO TIOU OVOPTOUV Ol EMIXEIPHOEIC GTOUG
Aoyoploopolg tou¢ (Shabankareh, et al.,2025). Autd oupPaivel emeldy TAEOV TO
TEPIEXOUEVO AVTOTIOKPIVETOL OTA TIPOPIA TV TEANTWY, € ATOTEAEGHN VO BEWPOLVY OUTO TO
TEPIEXOPEVO  0&IOTIOTO  VInBovtag TOPAAANAG  IKAVOToinGn (Shabankareh, et
al.,2025).TéXo¢, o1  Shabankareh,et al.(2025) vmootnpidovv TWC N IKAVOTOINGN TOU
TIPOKOAEITAL ATIO TO MEPIEXOPEVO OTOUC TIEANTEC TOU 0ONYEL TEMKA OTO VO EMICKETTOLV avd

TO OUYKEKPIPEVO Egvodoxeio (Shabankareh, et al.,2025).

Moapopoleg EpeuveC (Saxena & Rishi,2025) n evowudtwon ¢ TEXVNTI] VONUOoLVNC GTOV
EEVOOOXEIOKO KAAYO Oivel TOANEC duvaTtdTnTeC OTIg emixelprjoelg ( Saxena & Rishi,2025).
Qaot000, T0 Apbpo MAPABETEL OPIoPEVOUG TIPORANUATIOUOUE OTWE YIO TAPAdEIYHO TTOGO
MEIOTIKO KOl OMOTEAEOUOTIKO €ival €vo TEPIEXOPEVO TOU Eival TPOTOV  avOPWTIVNG
dnuiovpyiag Kal Moo AMOTEAECUOTIKO Eivol OUTO TOL dNUIOLPYNBNKE PECW TEXVNTAG
vonuoolvng, Kabwe onuiovpyeital o MPOBANUATIOPOC Katd OGO N TEXVNTH vonuooulvn
MTIOPEL va Katavoroel Ta avBpwmiva cuvaigdruata (Saxena & Rishi,2025). Ztnv épeuva
oL TIpaypaTonoinaav ot Saxena & Rishi(2025) peAétnoav 50 Bivieo( SnAadn TePIEXOUEVO
avBpwmivnc dnuiovpyiag) €vag Youtuber pe BEpa ta Ta&idla Kal YEVIKOTEPQ Ta EEVOOOXEIQ,
0€ OXEQN PE TIEPIEXOUEVO TIOL dNHIOVPYNTE N TEXVNTI) VONUOoLVN aKPIBWE yia To id10 BEua,

WOTE VO IOTIOTWOOULV TIO EIVAL TIO OMOTEAETUATIKO YIO TOUG XPHOTEC,

AUTO TOL BIOTIOTWONKE €ival TIWC TO TIEPIEXOPEVO TOU Yyoutuber XAPAKTNPIOTNKE TIO

a&l0TIOTO 0E OXEON JE aULTO TNE TEXVNTNAG vonuooLvng (Saxena & Rishi,2025).

Q¢ mpo¢ To TO Bivteo TO MEPIEXOUEVO TOU OTOIOL Eival TPOIOY avBpwMIVOL TapdyovTa
J1OMIOTWONKE TWE EiXE ONUOVTIKA OMOTEAECUOTO OTIWG TIPOC TNV OMOTEAEOUATIKOTNTA TOU
Kal TNV andéeoon Twv TEAOTWV VO KAvouv KpAatnon oe €va &evodoxeio (Saxena &
Rishi,2025). Auto €yive d10TI aTa Bivteo eugavi{évTouoav TPayUaTIKOi GvBpwol, KATI TO
OToi0  KAVEL TOUC XPNOTEC VO EUTIOTEVOVTON TIEPIOCOTEPO OMWE QAIVETAI TO TPOIOV
avBpwivnc dnuiovpyiag (Saxena & Rishi,2025).ZTn cLVEXELD TNC EPELVAC SIATIOTWONKE TO
TEPIEXOMEVO( dNAASH OUTO TOU EUPAVIE TIPAYUOTIKOUE avBPWTOUC) TIOL ONUIoLPYHBNKE
MECW TEXVNTIC voNUooLvNE €0€1€E OTI deV TPOKAAEDE TOCO EVTOVA GLUVAIGBNUOTO OTWC TO

avepwIvo.
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ATIO TNV avooKOTNnan ¢ mopandve BiBAloypagiog ava@opikd Ye To Ai Kal TNV oXEan Tou
WE TO content, SIOMICTWVEL KAVEIC N TEXVNTI) vONUOoULVN TPAYUATI OTOTEAEL Eva XPrOIUO
epyoAcio yia Toug marketeers KaBWC HEIVEL TOV dIASIKOCIOG TAPAYWYNG TIEPIEXOUEVOU,
TIPOOQPEPEL TIO EEUTVEC N KOl KAAUTEPEC TPOTACEIC KL YEVIKOTEPO dNUIOLPYEL €va IO
OTIOTEAECHOTIKO TIEPIEXOUEVO. QOTOO0, OTIWG TOPATNPNONKE Kol OTNV TOPOTAVW EPELVA TO
TIEPIEXOMEVO TIOL EPPAVILEL aVBPWTIOUE, EXEL HEYOADTEPN EMIOPOCN OTOUC KOTOVOAWTEC JIOTI
EUTIOTEVOVTAI TIEPICTOTEPO EvaV AVOPWTO TOPA Eva TIPOTOV Unxavrc. Mo Tov Adyo auTo n
dnuovpyia meplexopEvou Ba mpEMeL va BacieTal mavta guvouaoTIKd, 6nAadn ot digital
marketeers va Xpnatyomololy Tnv Ai TexvoAoyia yia va maipvouy 10€€¢ Kal Vo SIEUKOADVOLV

TO £pYO0, XPNOIUOTOIWVTOC OUWG KOL TOV avBp®TIVO TapdyovTa.

Mo Topadetypa, Umopolv va AdBouv 16€€¢ yia video content OXETIKG PE TNV TPOWBNaN Vo
&evodoyeiov, Opw¢ To Bivteo autd va pnv gival OMOKAEIOTIKA amoTEAeaUa Al aAAG va

TEPIAMPBAVEL Kal avBpwTou.

KEDPAANAIO 2

EIAH TIEPIEXOMENQOY T10Y XPHZIMOTIOIOYN
TA =ENOAOXEIA

2.1 Katnyopigg MEPIEXOPEVOL TWV EEVODOXEIWY 0T PEGO KOIVWVIKAC SIKTOWONC.

Ta &evodoxeia, OmWC Kol ol UTIOAOITIEG ETIXEIPNOEIC €ITE dNUOCIOL EiTE 1BIWTIKOV TOUEQ,
XPNo1JoToIoLVY To content marketing yio Tnv €miteLEn CUYKEKPIUEVWY OTOXWV. TO €i60¢ TOL
TEPIEXOUEVOL dlagepel amd &evodoxeio ae &evodoxeio avdAoya peE TV KoTnyopio mou
Bpioketal. Q0TOC0, 0 KOIVAG TOUG OTOXOC Eival N TPOCEAKLAOT Kal d1ATHPNOT TWV TEANTWV.
AVOAUTIKOTEPD,  OTIWC  OVO@EPOUV  OE  €peuva Toug o1  Dragin-Jensen,Post-
Lundgaard&Schnittka(2024) oe &gvodoxeia atnv Aavia, d1amoTWONKE TWE Ta TEPIOTOTEPA
amod aUTA TIOU CUMMETEIXAV OTNV €PELVO ATMAVINOAV TWC XPNOILOTOIONV TIEPIOTOTEPO
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TOAMOTIAEC €IKOVEC Kal Bivteo (Dragin-Jensen,Post-Lundgaard& Schnittka(2024), kabwg

EVOEXOUEVWC Va TO BEWPOLV TIO OMOTEAECUATIKA.

2€ OUTO TO onueio Ba TPEMEL VO OXOAIOOTEl TWC TO CUYKEKPIUEVD €I0N TEPIEXOPEVOL
AEITOUPYOUV TIIO OTIOTEAECUATIKA, 0TI Topouatadouy ta &evodoxeia o€ amd TOANEC
TAELPEC. AUTO onuaivel 0TI n dnuoaicuon yia TAPASEyUO TOAWVY EIKOVWV padi deixvel
TEPIOCOTEPA XOPOKTNPIOTIKA TOL EEVOdOXEIOU OE OXEON MO ATIAN EIKOVA, OTWC Kal Eva
Bivteo AeItoupyolv TIO OMOTEAECUOTIKA OTO IO ATAN POVH EIKOVA, CUUTEPIAAUBAVOLV
ONAadr) TEPICOOTEPO TIEPIEXOMEVO TOUL EEVOOOXEIOKOU KOTOAUMOTOC. Emiong, mpémel va
avo@epBei mw¢ ta meploodTEPa Evodoxeia xpnaotuomnololy 1o Instagram w¢ MAQTQOPU

dnuiovpyiac mepiexopévou (Dragin-Jensen,Post-Lundgaard & Schnittka,2024).

ZUUTANPWHOTIKA, N €peuva Twv Dragin-Jensen,Post-Lundgaard&Schnittka(2024) avagépel
MWE OPKETA EEVOJOXEIOKA KataAlpata xpnotuomololv influencers pe TEPIEXOUEVO TIOU
QVOQEIKVUEL TNV €LXOPIOTN JlOPOV TWV TEANTWV KABWC UE AUTO TOV TPOTO Ol II0KTATEC
OAAG KOl TO TIPOOWTIIKO TOU EEVOB0XEIOU BEWPOLV TIWC PUTOPOLV VO AMOTUTIWCOUY KOADTEP
TNV eumelpia mov Ba {rjaouv ol TEAATEC IOV Ba EMIOKEPBOUY TO GUYKEKPIUEVO EEVODOXEID
(Dragin-Jensen,Post-Lundgaard & Schnittka,2024). Akoun, n épeuva €3€iée MW Ta
&evodoxeia XpnaIUOTOIOVY TEPIEXOUEVO TO OTOI0 TOPOLAIALEL TIC TOPOXEC TOUG, OTIWC YId
TOPAJBEIYUA TOV XWPO TNG TIGivag O10TI TIOTEVOUV TWC Ol AVASEIEN OUTWV TWV CNUEIWY TOU
XWPOUL TIPOCEAKUVEL APKETA PEYOAO Op1BUG XpnoTwv oTo Instagram, d10TI Giyoupa ival Evag
XwPO¢ Tov e BePatotnta Ba rBeAav ot meAdTeC va douve (Dragin-Jensen,Post-Lundgaard &
Schnittka,2024).

Z0uQwvo e Ta mopomavw, Ta social media dlodpapatiouy onuUOVTIKO pOA0 OThV
dnuiovpyia TEPIEXOUEVOL HE OTOXO TNV  Tpowdnon evag &evodoxeiov. Emiong, Ta
MEPIo0OTEPQ EEvodoxeia Bewpolv Twg N dnuiovpyia Bivteo( GnAadr) Eva OTTIKOAKOUGTIKO
TIEPIEXOMEVO) OTIOL EPPavIovTal TEAATEC I] XWPOI TOU EEVODOXEIOUL Eival TIIO OMOTEAETUATIKO

amo AAAa €idn TEPIEXOUEVOU.

EminA€ov, mapopoleg pguvec (Leung.D,et al.,2013) ava@épouv Twe éva AANOC €idog content
TIOL XPNOIUOTIOIOLVY TO EEVOSOXEIAKA KATAAVUATA KAl TO OTI0i0 €ivat €€i00L OMOTEAECUATIKO
eival 1o blog 31011 eKTOC aMO TO XAUNAG KOGTOC dnuioupyiag Tou €ivat TOAD Xproipo dIOTI
TIOPEXEL TEPIEXOMEVO ameLBeiac atnv 1oToaeAida Tou Eevodoxeiou( (Leung.D,et al.,2013). Ta
blogs pmopolv vo KATaoTouv €EIPETIKA XPrOIUO YIa TOV KAAS0 TnG @IAoeviag O10TI

OMOTEAOLV OULCIACTIKA £Va EVOANOKTIKO TPOTIO ETIKOIVWVIAC PETAEL TWV TEAATWVY KOl TOU
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&evoodoyeiou (Leung.D,et al.,2013). Méow Twv TOU TIEPIEXOUEVOL TIOL avapTatal o€ blog, ol
TEAATEC AOPPBAVOLV TIANPOPOPIEC YIa OXETIKA BEpata TOU TOUC AMACXOAOUV KaTd Tnv
JlOOVI) TOUG OTO CUYKEKPIUEVO EEVODOXEID, OTWC TOTIKECG OIOPYOVACTEIC ] ECTIOTOPIN TIOU
UTIAPXOULV GTN YUPW TEPLOXT) -

Ta blogs umopolv va GuPBAAOLY GNUOVTIKA GTNV €vioxuan evog EevodoxelakoL brand d16Ti
T0 dtopo 1 o &evodoxeio mou avePAadlel apbpa yvwpilel OpKETA €M TOL BEUATOC, EMOUEVWC
auTO dNUIOLPYEL Pla axéon eumiaToolVNC PETagD MEAdTN Kot Eevodoxeiou. Me GAAa Adyia,
Ol TEAATEC EUTIIOTEVOVTOI TEPICTOTEPO TO APOPO £vOC blogger mapd pia aTAr d10@r Lo ano
10 610 TO &evodoyxeio. AKOuN, apkeTa &evodoxeia Baailovtal ato blog d16TI Ye auto TOV
TPOmo au&avetal T0 MO00OTO Tou trafic oTn 10TooEAId evog Eevodoxeiov (Leung.D et
al.,2013). OuoclaotikG, 10 blog eival €vag akopn dwpedv TPOTOC dAPHMIONC EVOC
&€vodoYeiov TO 0TI EMIPEPEL AVENTT XPNOTWV PE OPYOVIKO TEPIEXOUEVO. ZUUTEQOATHATIKA
10 blogg evioxVel TNV EUMIOTOCUV TV TEAATWY € Vo EEVOOOXEIOKO brand kaBwg Kal Tnv

av&nan tng BETIKN TOU EIKOVOC

Metayeveotepeg €peuvec (Cervellon & Galipienzo,2015) mou €yivav GE TIOAUTEAN
&evodoxeia oto Zidved, dlOMIOTWONKE TWC Ta TEPIOCOTEPA EEVOdOXEID XPNOIKOTOIONV
TEPIOTOTEPO EVNUEPWTIKOU TUTIOU, TO OT0I0 KOTA KUPIo AdGyo gival eikovec(Cervellon &
Galipienzo,2015).

Mivakag 1.

AvaAuon TEPIEXOPEVOUL G TIOAUTEAN EEVOOOXEID TOL TOU ZiVOET.

TABLE 1. Content Analysis of Sydney’s Luxury Hotels

Number of posts (between July and December 2012)

Hotels

Informational

Emotional

Hotel

City

Sheraton on the Park (101 posts in total)

57/101 posts = 56.43%

44/101 posts = 43.56%

82/101 posts = 81.19%

18/101 posts = 18.81%

Westin Sydney (19 posts in total)

13/19 posts = 68.42%

6/19 posts = 31.58%

12/19 posts = 63.16%

7/19 posts = 36.84%

Hilton Sydney (13 posts in total)

11/13 posts = 84.62%

2/13 posts = 15.38%

7/13 posts = 53.85%

6/13 posts = 46.15%

Sofitel Wentworth Sydney (28 posts in total)

20/28 posts = 71,43%

B/28 posts = 28.57%

13/28 posts = 46.43%

15/28 posts = 53.57%

InterContinental Sydney (69 posts in total)

39/69 posts = 56.52%

30/69 posts = 43.48%

41/69 posts = 59.42%

28/69 posts = 40.58%

Shangri-La Sydney (37 posts in total)

34/37 posts = 91.89%

3/37 posts = 8.10%

26/37 posts = 70.27%

11/37 posts = 29.73%

Four Seasons Sydney (112 posts in total)

86/112 posts = 76.79%

26/112 posts = 23.21%

69/112 posts = 61.61%

43/112 posts = 38.39%

Onw¢ mapatnpeital otov mapandvw Tivaka, oTnv TAsloyng@ia tou¢ To &evodoxeia
XPNOIUOTIOIOVV EVNHEPWTIKO TIEPIEXOUEVO(POSES) Kal OLUYKEKPIUEVD To Shangri-La Sydeny

bE 91.8%( TO HEYAAUTEPO TOCOOTO EVNUEPWTIKOV TIEPIEXOUEVOL) TwV post TOU dNUOCIEVEL
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VO anoTeAEital omo auto to mepiexopevo (Cervellon & Galipienzo,2015).AkoAo0Bw¢, Ta
UTIOAOITION €idN TIEPIEXOUEVOL OPOPOUV dNUOCIEVTEIC(POStS) OXETIKA PE TO EEvodoxeio OOV
EVOEXOUEVWC VO TIEPIAAMBAVOVTOL EIKOVEC ATO TOV XWPO TNE LTOJOXNC ) TNV EEWTEPIKN 0PN
Tou Ktpiov (Cervellon & Galipienzo,2015).MapdAAnNAa, n €pevva €01 MW¢ TO
TIEPIEXOUEVO TIOL XPNOIUOTOIEITAl KOl BewpEiTal AMOTEAECUOTIKO €ival QUTO TOU
TOPOLCIAlel TNV TOAN Tou ZiOVET. AKOUN, TPETEL va avagepBel mwe Ta Eevodoxeia mou
OLMETEIXaV aTnV épeuva Baailovtal ato Facebook ¢ PEow KOIVWVIKIAC OIKTUWANG yia TNV

npowdnan tn¢ emixeipnong toug (Cervellon & Galipienzo,2015).

ZUUTEPOOHOTIKA, Ta Eevodoxeia QaiveTal Mw¢ divouv EUQOCN O€ TIEPIEXOUEVO TO OT0i0
EVNUEPWVEL TOUC HEAAOVTIKOUC KOl €V OUVAEL TTEAATEC TOUG OXETIKA UE TNV EUTIEIPia TTOL Ba
Blaouv Ox1 KOTA TNV dIaPOoVH) TOUC G€ aUTA EEVOd0XEID OAAG KOl YEVIKOTEPO GTNV TIOAN TOU

Y idvel.

2.2 Mapayovteg Tou ennpeadouy To eplexouevo(content) Twv EEVOdOXEiwV.

H dnuioupyia mepiexopévou amd ta Eevodoxeia, CUPPWVO PE TIC TTPONYOUUEVEC EVOTNTEC
gival  omopaitnTn tOo0 yia TNV mpowdnan Tng emixeipnong 600 Kai v dnuioupyia
OUCIOOTIKAG  OXE0oNnC  &EEVOOOXEIOL-MEAGTN N OTMoiO  EMEEPEL  TIOTOTNTA  Kal
avoyvwplonuotnta ato brand. Qatdoo, n dnuiovpyia TEPIEXOUEVOU OEV Eival OTOTEAECH
TUXAIWV TOPOYOVTWY OAAN CUOTNHATIKAC MEAETNC TWV TIEANTWV 0TO PNQPIOKO KOGHO OXETIKA
ME TIC TTPOTIMACEIC TOU, dNANDK T TIEPIEXOUEVO BEAOLVY VO BAETIOLY TIEPICOOTEPO OI TIEAATEC.
Mo OUYKEKPIPEVD, OTIWC avagépouv o€ €peuva Toug ol Veloso,Leva kot Gomez-
Suarez(2023),01 TEAATEC TwV EEVODOXEIWV TPOTIUOLY va BAETOLY TIEPICTOTEPO TEPIEXOUEVO
T0 omoio Poaciletal 0e EUTEIPIEC TPONYOUUEVWY TIEANTWY dI10TI TO BEWPOLV TIO
a&lomoto(Veloso,Leva&Gomez-Suarez,2023). ZUVENWC, TO TEPIOOOTEPO  EEVOOOXEIN

OKOAOLBOULV OUTH TNV TAKTIKI).

MapdAANAQ, Ol OMOVTAOEIC O OXOAIO TV TMEAATWVY, €ITE BETIKA €ITE OpVNTIKA, 0TO social
media TV KOTOAUPATWVY OMOTEAOUV £VaAV GNUAVTIKO TAPAYOVTA EMNPENCHOUL TIEPIEXOUEVOU
€vo¢ £evodoyxeiou, KaBw¢ n a&lomoinan auTwy Twv aXoAiwv divel SuvoTOTNTEC BEATIWOEIC OE
ToEiC OV o1 TMEAATEC Bewpolv OTI mpémel va PeAtiwbolv (Veloso,Leva&Gomez-
Suarez,2023).0u0100TIKA, N OTAVINGN UTWV TWV OXOAiwv KaBopilel Kol TO TEPIEXOUEVO

TIOU TIPETEL VO TIPOWOEL To &gvodoyeio. ETiang, ot mPpowBNTIKEC EVEPYEIEC TwV EEVOSOXEIWVY
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0TO JECO KOIVWVIKNC OIKTOWONC €ival TEPIOCOTEPO ATMOTEAETUOATIKEC OTOV TOPOLCIALouV
TNV aTPOC@aIPa TOL EEVOOOoXEioL, TOV XwpPo dnAadr) autou, d10TI cUUPwWVa PE Toug Veloso,
Leva & Gomez-Suarez (2023), <<n atgoc@aipa €xel €miong loxupn E€midpacn otnv
ouvalgBnuatiki a&ia>> (Veloso,Leva&Gomez-Suarez,2023). O xwpo¢ tou Egvodoxeiou, ol
EIKOVEC dNAOdN, EMNPEALOLY TO CLVAICOAPATO TWV TTEANTWVY, JIOTI PYE AUTO TOV TPOTO Ol
EEVOOOXEIOKEC ETIXEIPNOTEIC KATAVOOUV(UETW TwV OXOAIWV) av n EEVOOOXEIQK ETIXEIpNON

QVTOTOKPIVETOL OTIC TTPOGOOKIEC TOUC I} AV OXI WOTE VO BEATIWCOUV TI LTNPETIEC TOUC.

duaIKA TPEMEL VO EMICNUAVOET 0TI 0 TPOTOG IOV ATIAVTOOV Ta EEVOSOXEIAKA KOTAAVHOTO OE
OXOAIO TV TEAATWV Ba TIPETEL VO EXEL WC TTOXO TNV AMAVTNGN CUYKEKPIPEVWY EPWTNHATWY
TOU TEAATN KOL va OivOUV I AETTTOUEPN OTAVTNGN, OTWG YIO TOPAdEIYUA OE EPWTNUA
OXETIKA PE TIC UTNPETIEC KABAPIGPOU TOL dwHaTIOU, 8I10TI N CWATH AMAVTNGN UTOANAWVEL
TPOYHUOTIKO €VOIOQEPOV OMO TNV emixeipnon mpog Tov meAdtn (Veloso,Leva&Gomez-
Suarez,2023).ZUUTEPACUATIKA, TO OXOAO TWV TEAATWV OTO YN@IAKO KOOUO OMOTEAOUV
XPNOIUO EPYOAEI0 TOCO yia TNV PEANOVTIKN BEATILWON TOU TMEPIEXOPEVOU OGO KOl TWV

UTINPECIWV TIOL TIPOCTPEPEL TO (610 TO EEVOSOXEID.

MoapdAAnAa, €peuvec omo toug Lei,Pratt & Wang.D (2016), €6€1€av Tw¢ TO MEPIEXOUEVO
TIOL OULGINCTIKA KAAEL TOUG XPHOTEC OE IO OPAAT), OTIWC VIO TOPAJELY A TNV CUPHETOXN TOUG
oc  éva giveaway N dlAYWVIOUO HE KOTOIO €MABAO, OMOTEAOUV ONUOVTIKO Tapdyovta
EMNPENCHUOD TEPIEXOMEVOL ALEAVETAL O PBOBUOC GAANAETIOPOONC TWV XPNOTWV HE TO
neplexopevo (Lei,Pratt & Wang.D,2016). & autd TO onueio MPEMEL VO TOVIOTEL wg TO
TIEPIEXOHEVO TIOL KOAEL 0€ dpAaN TOUC XPrOTEC OMOTEAEL i0WC TO TO CNUAVTIKO TapdyovTa
KaBWC¢ PE aUTO ToV TPOTIO aL&AvovTtal ol akoAouBol vag Egvodoyeiov ata social media To
OTOI0 QUOIKA €XEl WC OMOTEAEOMA TNV av&non tou brand awareness. EmimpocBeta, 10
d100PACTIKO TIEPIEXOUEVO QPEPVEL ETIANG MEYOAVTEPN EUTIAOKI] TOU KOIVOU UE TO TEPIEXOUEVO
mou avoptienke (Lei,Pratt & Wang.D,2016)

ZUUTANPWHOTIKA, €VOG TAPAYOVTOC TOU EMNPEACEL Eva TIEPIEXOMEVO Eival TO AV aUTO TO
TEPIEXOMEVO 0&ilEl, oLPPWVO HE TOUC XPNOTeC va avadnuoolevebei (LeiPratt &
Wang.D,2016). H avadnuoagicuon €voC TEPIEXOUEVOL €ival TOAD ONUOVTIKY) KOBwG
OUCIOCOTIKA Ol XPAOTEC Ola@nuidouv To EEVod0XEIo XWpIC TNV TANPWHNA O10@NUICNC OTO TO
i010. ZUPTIEPACHATIKA, Ol TIOPAYOVTEC TIOL EMNPEALOLY EVa TIEPIEXOPEVO ATOTEAOLV KOTA

KATOI0 TPOTIO €PYaAEio yia Toug marketeers Twv &EVodoxEiwv, UTIO TNV Ewvola 0TI yvwpilovv
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KABe @opa Tw¢ VO TPOCAPPOCHOUY OTIC aVAYKEC Twv TEAATWV. Mg TIo amAd Adyid, éva
OXOAI0 o€ pia dnuoaicuon umopei va xpnotuornoindei yia BeATiwon LTNPECIWV, Eva
TEPIEXOUEVO TIOL 0dNnyei o€ avadnuoaicuan amoTeAEl amodeI€n 0TI o1 TEAGTEC TO Bpiokouv
EAKUOTIKO, M0 €IKOVO pe TOAAG 1 likes amOdIKVOVEL Qv €ylve OWOTH OTPATNYIKN

TIEPIEXOHEVOVL.
2.3 User Generated Content (UGC) kai &gvodoxeia.

Avop@ioBAtnTa, T0 O10dIKTUO EXEl EMNPEACEL CNUOVTIKA TOV TPOTIO GUUTIEPIPOPAC TWV
KATOVOAWTWY. Ol KOTOVOAWTEC Oev gival TAEOV TOBNTIKOI OEKTEC €VOC dIAPNMICTIKOD
pNVOPaTog, aAAG €XOuv TV GLVOTOTNTA Yla EMITAEOV OIEPELVNCON TOU TPOIOVTOC N TNC
UTINPECIOG TIOL TOUC TOPOLCIAZETAl Kal VO TPOCBECOLY TNV YVWUN TOUC TEPI OUTOU OTO
J100iKTUO, AEITOLPYWVTOG KOTA pia évwola w¢ KaBodnyntég yvwung Tou Kovol (Godnov &
Redek,2019). MNa mopadelypa Katd v dlapgovr) Toug oe éva &evodoxeio, €xouv tnv
duVOTOTNTA VO SNUIOLPYACOULY TIEPIEXOUEVO, EITE BETIKG €iTE apvNTIKO, TO oToio Ba dolve
GAAoL xproteg tou O100IKTOOL 1 Twv social media kal €101 Ba yvwpilouv Omo TPV TI
QVOMEVETOL VO GLVAVTIGOLY. ME TI0 amAd AOy1a, Ol SUVNTIKOI ETIIOKETTEC EVOG EVOdoXEiou
yVWpidouv €K Twv TPOTEPWV TO TPOIOGV N TNV UTINPECIO TOU TOUC TAPOUCIAZETal KOl
€MOBLPOLY VO 0yopAcoLV, AKPIBWE YIaTi TO TEPIEXOPEVO TTOL dnUIoLPYNaav AAAoL XproTted(

User Generated Content) Tapeixe TI¢ omapaitnTeG MANPOPOPIEC.

H dnuiovpyia TEPIEXOUEVOU OXETIKA PE EVa EEVOBOXEID MO TOUC XPNOTEC BEwpEiTal TAEOVY
w¢ 0 TIO O100EOOUEVOC KOl OTOTEAECHUOTIKOC TPOMOC content creation, KaBW¢ OMwG
umoatnpidouv o1 Godnov & Redek(2019) Adyw Tn¢ €dpaiwang Twv social media otnv
KOONUEPIVOTNTO TWV avBpTwv Ol XPHOTEC TOUL  ONUIoLPYOLV  TIEPIEXOUEVO  TO
dlapolpdlovTol 0€ KAMOI0 PECO KOIVWVIKAC OIKTOWONC. AUTO €XEIC WC OTOTEAECHN TNV
avoyvwpIoIPoTnTa Tou EevodoxelakoL brand (Godnov & Redek,2019). Emiong, mpemel va
avo@epBel Tw¢ o1 XPROTEC Teivouv va emIoTELOVTAl TIEPIOCOTEPO €vav XPHOTN TOU

dnUIoLPYEL TEPIEXOUEVO Yia Eva Egvodoxeio am” 0TI To i610 To Egvodoxeio.

Qoto00, ekTd¢ amd Ta social media LTOPXOUV KOl Ol OVTIOTOIXEC TAOTPOPUEC TOU
OX€eTi(ovTal PE TO TOUPIOTIKA KOTOAOUOTO Kal ONPOCIEVETOL TO TIEPIOTOTEPO TEPIEXOUEVO
amo xprnotec. E1dikotepa, aeAideg onwg n Booking, to Trip Advisor K.q, €ival auTtd mou

Xxpnaotuomolovvtal TePIocotepo and toug xpnoteg (Godnov & Redek,2019). Ot geAidec
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OUTEC TIEPIEXOUV KUPIWC rewies Kal EIKOVEC OXETIKA PE TG KATAAVUATA, TIC EUTIEIPIEC TwV
TMEAOTWV-XPNOTWV TIOU TO EMIOKEPONKOV OAAG KOl PEAANOVTIKEC TPOTACEIC. AKOUN, Ol
Godnov & Radek(2019), unoypauidouv Tw¢ auTéC Ol TAOTQOPMEG OMOTEAOUV GNUOVTIKO
epyoAeio User Generated Content 10T1 Ta GXOAIQ, 01 TEPIYPAPEC KOl Ol EIKOVEG TWV TIEAATWV
TOL OVAPTOUY O€ OUTEC dNUIOUPYOUV €va TIO EAKUOTIKO TEPIEXOPEVO KABWC OULOINOTIKA
METO@EPOLY TO GLVAICBNUOTA TOUC YIO OUTO TO EEVOdOXEI0 OANG Kal TTANPOQOPIEC yia TO

OLYKEKPIPEVO KaTOAupa (Godnov & Redek,2019).

ZuPTANPwWHOTIKG, To User Generated Content gival auté mOU oucIOOTIKA KaBopilel v
EIKOVO £VOC EEVOOOXEIAKOU KOTOADUOTOC KL 00NYEi TOL TIEAATEC VO €X0LV IO CUYKEKPIUEVN

avTiAnwn Kai cupTmePIPopd yia auto To Egvodoxeio (Godnov & Redek,2019).

Emiong, petayeveotepeg €peuvec Twv  Kitsios et al.(2022) avagépouv mw¢ n 10 User
Generated Content o@eAei onUOVTIKA TOUC dUVNTIKOUG TEAATEC €vOC Eevodoxeiou 0TI
yiVETOI KOTO KOTIOIO TPOTIOL JIAMOIPACHOC TANPOPOPIWY KAl EUTEIPIWV TIOL €{naav ol
EMOKENTEC TOL EEVOdO)XEiOL, N oToia £pXETal va LToaTnPigel TNV Tponyoluevn ( Godnov &
Redek,2019) n omoio ava@éper  To i610. EmimAéov, n Onuiovpyio Kai dnuogcicuon
TIEPIEXOUEVOL OMO €va TIEAATN TIOU €XEl EMIOKEPOEL 10N T0 EEvodoxeio, €xel Plael dnAadr)
TNV eUMEIpia, AEITOLPYE Kal ¢ HETARAGT TANPOPOPIWV KAl OVTIARPEWV Yia éva EEVOd0XEio
amo oTOPa 0€ OTOPO PECW TOL PN@LoKoO Koapou ( e-WOM) 1o omoio Adyw akpIBwC TNG

PNEIOKIC TOL Tapouaiag yivetal yvwatd o€ 6Ao tov koopo (Kitsios et al.,2022).

AUTO QUOIKGA PTopEL va €xel BETIKG Kal opvnTIKO avTiKTUTo, OvAAoyd KABs @opd pe Ta
OXOAla Tou yivovtal. Ot PEANOVTIKOI-OUVNTIKOI TEAATEC E€UTICTEVOVTAL TIO TOAD  TIG
TIANPOPOPIEC TTOL LTIAPXOLV COE EVOl TIEPIEXOPEVO TIOU dNUIOLPYNOE KATOI0¢ AAAOG XPHOTNG
yla 1o &evodoyxeio 010TI To Bewpouv mio aubevtikd ( Kitsios et al.,2022) 1o omoio emiong
emBeatwvel n mponyoluevn €pevva twv Godnov & Redek(2019).

Emiong, n xprjon tou User Generated Content eKTOC amd TNV CUVEICPOPA TOU OE TEAATEC
evoc Eevodoyeiou, amoteAei xpriolpo epyaAeio yia To id1o To Eevodoxeio. AuTtd e€nyeital oto
YEYOVOC TWC TO online reviews oTa PECO KOIVWVIKNC SIKTUWONE Kal OTIC OEAIGEC TOU
&evodoyeiov, Bonba tnv emixeipnon va KAtavoroel KOTd MO0 METUXE €va oToxo(av TO
TEPIEXOEVO €ival BETIKO) eite Kot MO00 Xpridel BeATiwon TWV ULTNPECIOV TNG, OTavV

TPOKELTOL Y1a apvnTIKO oXOAI0 (Kitsios et al,.2022)
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Ev katakAeiol, av kot to User Generated Content Bewpeital amod Toug To 0mOTEAETUATIKOUC
TPOTOLC dNUIoLPYIaC TIEPIEXOUEVOL, O XPNOTEC Ba TPETEL VO TTAVTA VO £X0LV GTO VOU TOUG
TIWE TA OXOAIQ, Ol KPITIKEG KAl YEVIKOTEPA TO TIEPIEXOPEVO TIOU LTIAPXEL GTO YNPIOKO KOGO,
OV OVTAMOKPIVETOl TOVTIA GTNV TPOYUOTIKOTNTO. AUTO Onuaivel TW¢ OpKETOi creators
AEITOLPYOUV pE dOAO €XOVTaC OOV OTOXO va mapanAavioouv tou xproteg (Kitsios et
al,.2022).I"Na auTo tov Aoyo, Ba TIPEMEL VO LTTAPXEL TAVTA d1ACTAVPWAN TANPOPOPIWV WATE

va Unv guuBaivouy TETOIO TEPIGTATIKAL.

ATIO TNV TApPATAVW avoaokomnaon g BiAloypagiac TPOKUTTEL TO yeyovog Twg To User
Generated Content AcIToupyei w¢ PEOW OMOQPOCNG TWV MEANOVTIKWV TEAOTWV OTd
&evodoxeia, O10TI AOyw TNC 10XVC Tou OI0BETEI( aUBEVTIKOTNTO, TOIKIAIO K.a) £XEl TNV
duvatdtnTa va Kabopilel TIC YVWUEC Kal TIC OmoQACElg Twv XpnoTwv-redatwv (Kitsios et
al,.2022). Zuvenwg, TPOKUTITEL TO CUPTIEPOCHA TIWE EITE UTOPEL VO AEITOUPYNTEL WG XPHOIUO
EPYOAEIO Y10 TOUC IGIOKTATEC TWV EEVOdOXEIWV OANG Kal EMINAMIO YA OUTOUC, EITE WPEAIUO

Y10 TOUG TEAATEC EITE TAPATAAVNTIKO OTOV £XEl WG OKOTO VO £€ATATITEL.

Ze €peuveg OV akoAouBnoav et Tou BEpatog, ot El-Said, Elhousy & Al Balushi (2024)
ava@EPOLV TOAD 0pBa  TTWC EKTOC OO TO YPATTO Keipevo, dnAadn ta axoAla 1 To blog mou
dnuIoLPYoLY  yia éva EEVOOOXEID OAAG KOl YEVIKOTEPO TANPOPOPIEC TIOL TOPEXOLV
OplopEVOL XpHOTEC aveBAlOLYV KOL OTTIKO TEPIEXOMEVO TO OTOI0 WTOPED va eival pia
QwToypa@ia Tou cuUVOdELEL TO KEIPEVO 1) KATOIO PwToypagia-eikova ( El-Said, Elhousy &
Al Balushi,2024).

‘Eva Keipevo 1o 0omoio ouvodeleTal amd €va OMTIKO OKOUOTIKO TEPIEXOUEVO Eival TIO
OTOTEAECHOTIKO QMO PIG OTIAF) KPNTIKH, TO OTI0Ii0 EVOEXOUEVWC VA 00NYHOEL O€ aDENaN TWV
KPOTroswv Tou &evodoxeiou, KabBw¢ €va TETOIOU TUTIOU TEPIEXOUEVO aLEAvEL TNV
EUTIOTOOUVN TWV TMEAATWY KOl TNV SIOUOPEWAN P0G OAOKANPWHEVNG avTIAnYng yia To
&evodoxeio ( El-Said, Elhousy & Al Balushi,2024).Qatdoo, Bacikiy mpoimobean yia va
AEIToupynoel omoteAsopatikd éva User Generated Content, €ival To OMTIKO Keipevo va
OXETIETON AMOAVTA PE TO YPOTTO. AUTO ONUOIVEL TTIWC YO TAPAOEIYUO Eva BETIKO GXOAIO 1)
KEIUEVO OXETIKA Pe TNV KoBapIOTNTO Twv dwHaTiwv Ba TMPEMEL va cLVOOEVETal aMd HIO
avtioTolxn €1kOva r) Bivteo mou avtomokpiveTal oTa Asydueva tou content creator ( El-Said,

Elhousy & Al Balushi,2024). Me 1o anAd pia apvnTIKr KPITIKY 6a TTPETEL va GUVOSEVETAI
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amo p1a KoK €IKOVa i BIVIEO Kol avTioTolXo pia BETIKN KPITIKY Omo BeTIKA €IKOva Kal

Bivteo.

AMe¢ €peuvec Tou Eyvav (Polat,et al.,2024), KOTEANEOV 0TO CUPTEPOCUO TWC TO User
Generated Video omoteAei Eva MOAD XPr)oIU0 EPYOAEIO YIO TIC ETIXEIPNOEIG KABWC YE AUTO
TOV TPOTIO TOPAYOULV TIEPIEXOUEVO, ALEAVOVTOC TNV TAPOLCIa TOUC OTOV YNPIOKO KOGUO
(Polat,et al.,2024). H dnuiouvpyia mepiexopevou(Bivieo) amd Toug TEAANTEC TOU €XOLV
ETOKEPTEL €va £EV0Od0XEi0 TEIVEL VO XPNOIUOTOIEITOL OTO OAO Kal TIEPIGOOTEPOUC TTEAATEG-
XPNOTEC TIOU £X0LV ETIIOKEPTEI Pia Eevodoxelakr) povada (Polat,et al.,2024). E16IkoTEPQ yIa
Tov &EVOOOXEIOKO KAADO Ol XprjoTEC XPNOlpomololy Kupiwg short video( Kupiwg oto Tik
Tok), live video péow Instagram k.a (Polatet al.,2024). Emiong ot Polat,et al.(2024)
ava@EPouLy TOAU owoTd Tw¢ Tto User Generated Video kai mo cuykekpipéva n live
METAd0ON OTO TOUC TMEAATEC TOU &gvodoxeiou, divouv Tnv evkopio atoug Beatég ( Toug
XPNoTeC Tou BAEMOLY OUTO TO live 0To EEVvodo)xEio) va vnuEPWBOLV yia TO EEVOd0XEI0 OAA
KOl YEVIKOTEPQ Y10 TO TI IPOKEITAL VO dOUVE KOTA TNV S0V TOUC TG0 0To EEVOO0XEI0 000

Kal oTnv TiEPIOXT Tov BpiokeTal Omw¢ Pouvaeia i Tomikoi mpoopiapoi (Polat,et al.,2024).

To XapaKINPIoTIKO Tou dlagoporolei To video content amo xprjoteg( UGC) amo 1o
TIEPIEXOMEVO TIOU dNMIOLPYEL TO id10 TO EEvodoxeio sival OTI TO TPWTO dEiXVEL TIIO AANBIVO
Kal €Miong dnUIoLpyei Yla oxEon EUTIOTOOVVNG METOEL TOL XProTn Kal Twv Beatwv (Polat,et
al.,2024). Autd oupPaivel yioti o1 Be0TéC Bewpolv TWE TO TMEPIEXOUEVO OMO Evav XpraoTn

QVTITPOCWTEVEL TNV TTPAYMOTIKOTNTO VIO TO GUYKEKPIUEVO EEVOBOXEIO.

ATIO TNV BIBAIOYPA@IK OvaOKOTNON ava@opikd pe 1o User Generated Content POKUTITEL
TO CUUTEPOOMO TIWG WC EPYOAEio content marketing gival i0w¢ oMo Ta MO CNUAVTIKA OTO
digital marketing Kol €181kOTEPA yIa TNV TPOWONCN Tou &evodoxeiou, TNV avénan NG
emokePIuoTNTOC 0Ta social media, TV a0&naon Twv TMEAATWY 0TO EEVOJOXEIO KOl QUAIKA TNV
avoyvwplon tou &evodoxelokolu brand. AutO TOU OUCIOOTIKA TO SIAPOPOTOIED Yia
TOPAJdELIYUA OTIO pia TANPwEVN dlo@nuion ( Google Ads) gival wg n dlo@ricn TPoRAAEL
HOVO TO BETIKA XAPAKTNPIOTIKA TOU EEVOJOXEIOL, AMOKPUTITWVTAC WATOCO OpIopEva ( av
UTIAPXOULY) apvnTikd oTolxeia. To User Generated Content mpoPdaAel Tnv emixeipnon-

&evodoxeio OTwC OKPIBWE TNV BIOVEL T TNV EXEL PIWCEL 0 TEAATNC TTOL EXEL TO EXEI EMOKEPTEI.
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MapdAANAQ, Ae1Toupyei W¢ dwpedv TPOTOC SI0PHMICNG Yia TO EEVOJ0XEI0 KOBWCE TO OPYaVIKO

TEEPIEXOMEVO OTO omoio umdyetal kot To UGC 6gv amaitei KAMo10 XpnUoTIKG Toao.

Mo Tov AGyo autod To EEvodoxeio Ba TPEMEL VO AVTOTOKPIVETOL 000 TO GUVOTOV KOAUTEP
OTIC EMOLPIEC TV TEANTWV KABWC EVO TIEPIEXOUEVO OTIO EVA XPrOTN EXEL TNV dUVOTOTNTA VA

AEITOLPYNOEL EITE LTEP €iTE KATA TOL EEVOJOXEIOL.

2.4 H onuoaaia tou storytelling otov Eevodoxelako KAGdO.

To storytelling, dnAadr) n agrynaon 10Topiwv, ¢ open content yia Eevodoxeia omoteAei Eva
OKOMO ONUOVTIKO €PYOAEI0 TPOWONONC Kot d1a@rUIoNC JI10TIL EXEL PEYAAVTEPN duVOTOTNTA
MEBoOg omo KAmolo GANO €idog content OmMwg €va OmMAO post oTO Instagram €meidn
Tapouatdlel T0 TPOOWTIKO Tou &evodoxeiou, TOV 1 TOUC IOIOKTATEC TIC
eMeipnong,eunelpie¢ meAatwv K.a. Emiong, 10 storytelling B8a €Aeye Kaveig Twg
XOPaKTNPIZETOl OO APETOTNTO KABWC 01 XPraTe Kupiwg ata social media aAAnAogmdpouv

ME €va IO S100PATTIKO TIEPIEXOUEVO.

Mo OLYKEKPIUEVQ, EpELVA TIOV TTpayuaTomnoinaav ot Efthymiou, et al.(2025) to storytelling
XPnoluoTolEiTal omo ta EEVodoxein EMXEIPWVTOG VO OAAGEEL TOUC PEXPL TWPO OKOTOUE TOU
HOPKETIVYK KOl VO KOTOQEPEL VO OANAEEL TIC TTEMOIBNTEIC KOl TIC CUUTEPIPOPEC TWV TIEAATWV
TV EEvodoxeinv wbwvtag Tou oe Kpatnon autoL ( Efthymiou,et al.,2025). Auto cupBaivel
KOBWC TAEOV OI TEAATEC TwV EEVOOOXEIWV PAXVOLV POVABIKEC EUTEIPIEC 0NV avaldrtnon
TOUC TIPOC Eva EeVodo)Eio, va alaBavBolv dnAadn 0TI dev £Xouv Blael Eavda TETOIN EUTEIPIQ,
Kal OTiw¢ £XEl amodelxBei amd mponyoLUEVeG EpeuveC To storytelling mpoo@épel auth TNV
duvVOTOTNTA, LTIO TNV €vvola OTI Ol TEAATEC TIoL BpiokovTal aTnv avadntnon &evodoxeiou av
dev aioBavBolv Ot Ba PlOCOLY PIa POVOJIKY) EUTEIpIO KOTA TNV EMIOKEYH TOUC,

eVOEXOUEVWC va Unv emIAéEoLY auTo To Eevodoxeio( Efthymiou,et al.,2025).

Eniong, o1 Efthymiou, et al.(2025) ava@Epouv oTnV PEAETN TOUC TIWC OAO KOl TIEPIOTOTEPEC
EMXEIPOEIC KOTAVOOUV KOl EVTACOOUV OTNV OTPOTNYIKI TOU UAPKETIVYK TO storytelling
Efthymiou, et al.(2025). Onw¢ mopotnpeital, apKeETEC €TAIPiEC LWNAOL EMITEOOL EXOLV
ONUEIDCEL PEYAAN TPOOO0 OTNV EMIKOIVWVIO Kol TNV OlOTHPNCN TWV EMOQWV HE TOUG

TMEAATEC TOUC aKPIBWC yiati &ekivnoav va xpnolpomololy 1o storytellig Efthymiou, et
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al.(2025). MapdAAnAa, to storytelling €xel TV duvatdTNTO VO KPATAEL TOUC TEAATEC MIOG
eMmxeipnong(otn MPOKEIPEVN TOLE TEAATEC EVOC EEVOOOXEIOL) JIOTI HETW TNE EUTIIOTOCUVNG
TOU XTiEl N a@Erlyncon 10ToplwY, Ol TEAGTEC PEVOLV TIGTOI Kol a@odiwuévol ato brand
(Efthymiou,et al.,2025). Eniong, mpémnel va ava@epbei nwg 1o storytelling petagepel Kat Tig
aiec mouv mpeoPevel éva brand, eKTd¢ OnAadr oMo TNV TMPOWONGCN TWV ULTNPECIWV Kal

npoioviwv (Efthymiou,et al.,2025).

210V TopEa Tou Eevodoxelakol KAGGov, To storytelling Ba TPEMEL OLCINCTIKA VO OVAPEPEL
TOuG AOYOUC TIOU Ol TEAATEC TIPEMEL OMWAONTOTE VO EMIOKEPOOUV TO OUYKEKPIUEVO
&evoodoyeio. Ma mopadelyya to PBivieo Ba MPEMEL va OVAPEPEL, OV TIPOKEITAL EI0IKA yid
OIKOYEVEIOKN ETIXEIPNON, TO MW LTNPEE N 16€a TOL IGIOKTATN Vo avoi&el To Eevodoxeio.
AKOUN, To Bivteo pmopei va TEPIEXEL BIOUOATA TO OTOI0 VA £X0UV KOIVA XOPOKTNPIOTIKA HE
TOUG TEAATEG, PE AMOTEAEGHO AUTO va TOLG 00NYNCEL VA EUTAAKOUV GLVAICONUATIKA UE TO
meplEXOpeVo. Tavtdxpova, to storytelling piag Eevodoxelakrg povadag, Omwe MoAL opbd
emaonuaivouv ot Efthymiou, et al.(2025) Ba npémel va TOPOLCIAlEl VO PN EMITNOEVPEVO
TEPIEXOUEVO, VO gival dNAdK) OUBEVTIKO WOTE va KAVEL TOUC TIEAGTEC va BEAOLV va uaBouv

TIEPIOCOTEPEC AETITOPEPEIEC YIa TO Eevodoxeio (Efthymiou,et al.,2025).

AUTO TIOU OUCIOOTIKA TIPOTEIVETAL yia TV EmITUXio Tou storytelling eival va TeEPIEXEL
EUTEIPIEC TIEAATWVY, TIC LTNPECIEC TIOL TIPOCPEPEL TO EEvodoxeio meiBovtag Toug mwg Ba
{noouwv KAt moAL povadiko (Efthymiou,et al.,2025).Akoun, €vag €mmAEov AGyog ToL
xpnolgomoleital Kot €xel emtuxio t1o storytelling amd ta &evodoxeia eivar yiati
dla@oporoleital and 6aoug Oev TO XpNnatuomnololy, dnAadn Toug aviaywvioTteg (Efthymiou,et
al.,2025). Z& auTo To onueio MPEMEL VO OXOAIOOTEL TTWE Ta EEVOdOXEID TTOL XPNCIKOTOIOUY
amAng popeng content Onwe €va reel  oTo Instagram pe €1KOveC TOL EEvodoxEiov, av Kal
UTIOPED va €XEl amXnon oTo KOIWvO, dEV TPOCPEPEI WOTOOO OTWC OMOJEIKVUETAlL OTNV

BiBAIoypa@ia TNV clLVIEDN Kal GLVAICBNPATIKI EUTAOKN TWV XPNOTWV UE TO TEPIEXOUEVO.

JUUTMANPWHOTIKA N épeuva  (Efthymiou,et al.,2025) Bewpei nwg to storytelling emeidn
OKPIBWC 00Nyei 0€ EUTIAOKI TV XPNOTWV-TEANTWVY PE TO TEPIEXOUEVO TO ATIOTEAECUA €ival
10 &EV0d0XEio va S10TNPET LYNAL TNV EHUN TOL KAl VO ATOKTA d1aXPOVIKOUC TEAATEC. TEAOC,
eival e€ioov onuavTIKO vo €moNUAvOel Tw¢ EKTOC TIC TOPOMAVW dUVOTOTNTEC TOUL
storytelling eivai emiong va odnyei Toug TEAATEC 0TO VO EMIAEEOULV TO EEVOJOXEID WE TO OTOoI0
€X0LV oLVAICONUATIKY EUTIAOKT) €€aTiag Tou mepiexopevou Tou (Efthymiou,et al.,2025). Mo

OLYKEKPIYEVQ, TO storytelling €xel Tnv duvatdTNTO VO EMNPEACEL TNV CUPTIEPIPOPA TwWV

28



TMeEAOTWY, apeufBaivovtag oTnv and@aar] Toug VO KAVOLV KPATNGOT O€ €VO GUYKEKPIUEVO
&evoodoyeio (Efthymiou,et al.,2025).

Mapdpoleg €peuveg mou Eyvav (Wu & Lai,2025) umootnpidouv mwg 1o storytelling kol
OLYKEKPIPEVD 0 €va short video €XEl WC AMOTEAEGHO TNV BaBId EUTAOKN TWV XPNOTWV e
TO TIEPIEXOUEVO VIWBOVTOC KOPUATI OUTAG TNE 10Topiag, 0TI ONACdH GUPHETEXOLV Kal Ol 0101
0€ auTr) TNV I0Topia IOV a@nyeital To meplexopevouL tou Eevodoxeiov (Wu & Lai,2025). Me
GAAa Aoyla, otav éva storytelling €xel 0waTh dopr), EMKEVIPWVETAL yla TAPAJEIYHA OTO
gekivnua tou &evodoxeiou Kal TIC QUOKOAIEC TTIOU OVTIMETWTICAV O IQIOKTHTNC YId VO TO
OTIOKTNOEL, 01 TEAATEC VIOBoULV auTo To Biwpa oav va €xouv Biwael ot idlol. Emiong, n €pevva
(Wu & Lai,2025) ava@épel XOpOoKTNPIOTIKA TWC Yo TOV AGY0 oUTO apKETA Eevodoxeia
€@apuolouy 1o storytelling aTnv oTPATNYIKI HOPKETIVYK TIOU XPNOIKOTIOI00V, EQOPUOLOVTAC
T0 o€ oUVTOPa-pIKPd Bivteo (short video) (Wu & Lai,2025).Za@wg n €peuva EMONMOIVEL
opBd mwc 1o storytelling £xel TNV duvaTOTNTO VO PETARAAAEL TIC YVWOHEC TWV TEAATWV YId
€va OoLyKeKpIYEvo Eevoodoxeio (Wu & Lai,2025). Auto eival KATI mou Bo TPEMEL va
EKUETAAAELTOUV TTIOAAG Eevodoxeia Ta oToia €ite dgv €xouv TOGO LYNAN QAMN €iTe BEAOLY
va EMAOCOUV IO Kpian Tou TTPOKANONKE.

Baoikoc otdyoc tou storytelling o€ short video, aup@wva pe v €pevva (Wu & Lai,2025)
eival va ava@épel Ta dtoua mou dnuiovpyncav KAti, dnAadn 1o &Evodoxeio, TNV XPOVIKA
OTIYMNA Kal TOU¢ AGYoULG TIoU €QTIAEOV aUTO TO EEVOBOXEID PTIAXVOVTAC MIO EVAIAQEPOLOT
loTopia OXETIKA yia 10 &evodoxeio (Wu & Lai,2025). Me autd Tov TpOTo o1 XPROTEC ToU
OKOAOLBOULV TO EEVOOOXEID OTA HETT KOIVWVIKIC JIKTUWAONE UTOPOLV ECW OUTOUL TOU Bivteo
VO EVNUEPWBOLY TANPWC VIO TO GUYKEKPIPEVO EEVOOOXEID, OMO TNV ApXN TNC KATAOKEUNG
TOU €w¢ onuepa. MapdAAnAa, to storytelling €xet peydAn €mppory 0TnV EUTAOKA TWV
XPNOTWV WE TO TEPIEXOMEVO TOU short video d10TI N YAWCOO TTOU XPNOIUOTOLEITAl GUVBWG
eival g mpwto TMPOcWTO( eyw,epEC) emIPBefalwvovTaC W KAVOLV TOUG XPNOTEC va
TauTidovTol OXedOV OUECO HPE TO TEPIEXOUEVO, OTWC ovagepbnke mpwtltepa (Wu &
Lai,2025).

AMeg €peuveg (1. Piriyakul & R. Piriyakul,2024) emifeBaiwvouy Tnv onuacia tou
storytelling kabBw¢ ava@épouy XOPOKTNPIOTIKA Tw¢ To storytelling ava@opikd pe tov
EEVOOOXEIOKO KAAOO GUVTEAEL GNUOVTIKA GTOV EPXOUO TEAATWY EVW TAPAAANAQ ETNPEALEL
TNV andé@aacr] Toug va peivouv og autd ta &evodoxeia (1. Piriyakul & R. Piriyakul,2024).

MopdAANAa, vmoypauuidovy TOAD O0WOTA MW To storytelling dev €xel w¢ OKOmMO TNV
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da@ruion piag emixeipnonc(§evodoxeio) aAG tnv av&neon tou brand awarerness Kol tnv

0UCI00TIKN dnuiovpyia oxéang meAatn-&evodoyxeiou (1. Piriyakul & R. Piriyakul,2024).

H €peuva twv I. Piriyakul & R. Piriyakul (2024) ava@épel €miong moAD 0waTd KATI TO 0T0i0
@QiVETal va pnv ava@épouv  Ta TponyoLpeva Apbpa yia To storytelling eival opiopévol
TPOTOL yla €va TETUXNMEVO storytelling Omw¢ yia mopAdelypa vo TAPOLCIOCTOUY Ta
XOPAKTNPIOTIKA TIOUL d1A@OPOTIOIONY TO CUYKEKPIPEVO EEVOOOXEID OTIO T LTIOAOITIA TOU
KAGOOUL, va KATAVONGOoUY TIOI0 PEGO KOIVWVIKAG OIKTOWAONC €ival TIO OMOTEAECUOTIKO 0TV
OIKI TOu¢ TEpimTwan yia TNy dnuioupyia storytelling avdAoya dnAadr mou PBpioketal 10
KOIVO TOUC, KOl YEVIKOTEPA VO YIVETOL GUXVI) avapTnon TEPIEXOUEVOL TOGO OMO TNV
d1e0BuvVan 600 PUOIKA KOt ATo TO TPOCWTIKO Kal Toug TEAATEC Tou gvodoxeiou (1. Piriyakul
& R. Piriyakul,2024).

KEDAAAIO 3

H EMIAPAZH TOY CONTENT MARKETING 2TH
2YMIIEPI®OPA TOQN NMEAATQN TQN
=ENOAOXEIQN

3.1 H emippor] Tou TEPIEXOUEVOL TNV OVTIANYN TOIOTNTOC KAl EIKOVAC Tou brand evog
gevodoxeiov.

Onw¢ S10mICTWONKE oMo Ta PoNyoLREVa KEPAAAIQ, TO content marketing Ko €I8IKOTEPN TO
TIEPIEXOUEVO TIOL XPNOIYOTIOIOVY Ta EEVOJOXEIOKA KOTOAUUOTA OMOTEAED ONUOVTIKOTATO
epyaAeio yia ta &evodoxeia mou BEAOLV va EMIPIOOOLY OTN CNUEPIV YNQIOKN ETOXH).
MopdAANAQ, n dnNUIoLPYIO TIEPIEXOUEVOL EXEL GAV GTOXO TNV JAPOPPWAT CUYKEKPIUEVNG

avTIANWNC TV TEANTWV Yia €va EEVOdOXEI0 WOTE 01 MEAATEC Vo BpioKovTal 0€ GUVEXN
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oAMnAemidpacn pe 1o brand. Eidikotepa, o€ €peuva tTwv Chu, Lai & Nathan(2025),
dlamaotwinke nwg 10 e-WoM, 1o omoio pnopei va epIAapPBAVEL amd oXOAIla PEXPL EIKOVEC,
eMnPedlel o€ onUAVTIKG PBabud TNV CUPTEPIPOPA TWV TIEANTWV TWV EEVOOOXEIWV Kal
Kabopidel oualaoTika TI¢ amo@aacelg mou Ba mdpouv (Chu,Lai & Nathan,2025). Edw mpénel
VO OXOAIOOTEL TTWC EPOTOV Ol TEAATEC CUUTIEPIPEPOVTAL KOl OAANAETIOPOLV UE To brand Tou
EEVOOOXEIOL UE €VO CUYKEKPIPEVO TPOTIO, AUTO ONUOIVEL TIWC E£XOUV JIAUOPPWOEL MId

OLYKEKPIPEVN OVTIANYN Y10 TO CLYKEKPIPEVO EEVOBO)EIOU.

Emiong, n mopamdvw £peuva MOAPaIVE TOAD 6wOTA WG N AVTIANYN TWV XPNOTWY TEANTWV
bE Eva &evodoxelako brand eival oualooTika n avTIAapBavopevn agia Twv TEAATwY, dnNAadn
TNV aéia mov Bewpolv o1 TEAATEC OTI IPOCPEPEL TO KOTOAUUA YE BACN TO TMEPIEXOUEVO TOU
otov Pn@ioko Koopo (Chu,Lai & Nathan,2025). ZuumEPACUATIKA, TO TEPIEXOUEVO EVOC
&evodoyeiou mou mpoaPépel agia PEow auTo, €ival autd Tou Kabopilel Tov TPOTOo dPACNG

TWV TEAOTWV.

AKOun, onw¢ avagépouv ol Chu,Lai & Nathan(2025) 10 e-WoM, T0 0m0i0 0LCIOOTIKA
Bewpeital oav pla popery User Generated Content, €ival onuavtikog TOpAyovTog
EMNPEACUO0 TNE aVTIANYNC TwV TEAATWV vOg Egvodoxeiou d10TI KaBopilel Tnv aglomiaTia
Kal TNV auBevTikATNTO evoC meplexopévou (Chu,Lai & Nathan,2025). Autd mBavov va
ONUOIVEL TG 0TV £va TIEPIEXOUEVO O10DIdETAI TUVEXWC OTOV PNPIOKO KOGHO, EVOEXETAL VO
EMNPENCEL TNV OVTIANYN KOl KOT EMEKTAON Y10 TO CUYKEKPIYEVO EEVOdOXEio. Me o OmAG
AOYI10, 1 CLXVOTNTO EPQAVIONG EVOC TIEPIEXOMEVOU OXETIKA PE Eva Egvodoxeio miBavov va

EXEL EMIOPOON OTNV OVTIANYN TV TEAATWV.

SUUTANPWHOTIKA, EMITAEOV £peuveC (Garcia, et al.,2025) vnoatnpidouvv TwC N 10TooEAda
€VOC &evodoxeiov €ival auTr) TIOU OUCIACTIKA TEPIEXEL TO TIEPIOCOTEPO TEPIEXOPEVO
QVOQOPIKA E OUTO, PE OMOTEAETUA VO UTIAPXEL MEYOADTEPN O10OPOCTIKOTNTA. Edw TPETEL
VO OXOAIOOTEL Tw¢ @O0V LTIAPXEL LYNAR B10OPACTIKOTNTA, dpa AAANAEMIOpaACT UE TO
TIEPIEXOUEVO, OUTO 00NYeEl O JAPOPPWAT CUYKEKPIUEVNC OvTIANWNG yio 10 brand kai
(QUOIKA OLYKEKPIUEVNG CLUTIEPIPOPAC. Emiong, Mo 10TOOEAIBO TIOU TIEPIEXEL XPpwHATA,
0WOTO OXeJIAOUO Kal YEVIKOTEPO EAKUOTIKO TEPIEXOUEVO, EMNPEALEL TNV aVTIANYN Twv

XPNoTwv yia o Eevodoxeio (Garcia, et al.,2025).

AKOUN, Ol 1I0TOCEAIDEC TWV EEVODOXEIWVY 01 OTIOIEC TIEPIEXOLV TIEPIEXOUEVO TO OTIOIO ETIPEPEL
LYPNAR B10OPOCTIKOTNTA, £XOUV WC OTMOTEAECHO TOV EMNPENCHO TNE OVTIANYNG TV XPNOoTWY
(Garcia, et al.,2025). H avtiAngn Twv TEAATWV-XPNOTWV OXETIKA UE TO TEEPIEXOUEVO TOU
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&evod0oxeiov aTNV 1I0TOCEAIdD TOU, CUVAEETAI ETTONG PE TNV TPOBEDN Kal TNV EMBLYIO TwV
TEAOTWV VO TNV €MIOKEPBOLVY Eavd (Garcia, et al.,2025).Me dAAa Adyid, auTO ONUAIVEL TTwG
N d1a0PaCTIKOTNTO EVOC TEPIEXOUEVOL 0dNYEL TOUC XPNOTEC VO avTIAN@BoLV 0TI TO content
TNG 0EAIOOC TOUC TTPOCPEPEL agia PE AMOTEAECUO VA GUVEXIOOUV VO TapaKoAouBolv Eavd

Kal Eava To TEPIEXOUEVO TIOL AVEPRALEL.

To cuunépaopa oV TPOKUTITEL and TNV MAPATAV®W avaoKoTmnan ¢ BiBAloypagiag sival
TWE TO TMEPIEXOMEVO TwV EEVOdOXEiWVY TAIEL OUTIOOTIKO POAO 0NV JAUOPPWAN AVTIANYNG
TWV XPNOTWV YIO £Va EEVOOOXEIOKO KOTAALUA KOl TNE EIKOVAC TIOL £X0UV YIa AUTO, dIOTI PE
Bdon tnv avTiAnyn mou SI0POoPPWVOLY 01 XPrOTEC OVAPOPIKA UE TO TEPIEXOUEVO aTa social
media KOl OTIC I0TOCEAIDEC, TIPOKUTTEL KAl N aVOAOYN CUUTIEPIQOPA. AV yio TOPAJEIYUA Ol
XPNOTEC PPIOKOUV EAKUCTIKO éva TEPIEXOUEVO, OUTO TOUC wBel WOTE va BEAouv va
OAANAOETIIOPACOLY HE OUTO, Va TO SIOKOIPACTOUY KOl YEVIKOTEPD VO dIATNPHO0ULY ETTAQN UE
10 brand. To content Aoimdv Ba mPEMEL AEITOLPYEl PE TETOIO TPOTO WOTE Ol XPrOTEC Va

OTIOKTI)OOLV IO GUYKEKPIPEVN GO YIO aUTO Kal va BEAOLVY va TIAPAPEIVOLV O€ aUTO.

3.2 H emidpaan Tou TEPIEXOUEVOL 0TV TIPOBEG KPATNONG.

H amoteAeopoTIKOTNTA TOU content marketing Onwg €Xel 1OMIOTWOEL PEXPI AUTO TO oNuEio
NG epyoaaiag, 6gv Ba umopovae va ap@IoBnTnoei, Kal E101IKOTEPA OGOV 0PoPd TO XOAIN TWV
TPONYOUUEVWVY TEEAATWV EVOG EEvodoxeiou, Ta omoia w¢ e-WOM Aeitoupyolv KOTAAUTIKA

0T S1oPOPPWAN AVTIANYNC TWV TEANTWV KoL 0TNV TIPOBEaN KPATNONE TOUC.

Mo avaAuTIKd, 0 €peuva TOL Tpayuatonoinoov ol Dissanayake & Malkanthie(2018)
umoathpI&av TOAD 0pBd TWC o1 KPITIKEC Twv eAaTwv(online reviews), ol onoieg otV ouaia
eivan tomo¢ UGC( User Generated Content), 1oL €X0Uv €MICKEQTEL Eva EEvodoxEio eival
QUTEC TIOL TIOHCOLVY TOV IO CNUOVTIKO POAO GTO VO EMNPENCOLY KATIOIOV VA TO ETIOKEQPTEI
yla mpwtn @opd (Dissanayake & Malkanthie,2018).MapdAAnAa, ot xprioteg Bewpoly Mw( Ta
online reviews €MdPA CNUOVTIKA OTO VO £€X0UV PHEYOAUTEPN OUTOTEMOIONGN yia TNV andeocn
mou 6a AdBouv, dNAASH VO ETIOKEPTOVV TO CUYKEKPIUEVO EEVOBOXEID, PEIVOVTAC ETOL TIG
mBavaTtnTeg €€amATnonG. Me o anAd Adyid, o1 XpAOTEC-TEAATEC TIGTEDOLV TIWG TO GXOALN
AEITOUPYOUV WC EYYLNTNC OTNV amO@OCH TOUG VO KOVOUV KPATNON 0€ éva KATdAupa
(Dissanayake & Malkanthie,2018).
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MapdAAnAa, ot Dissanayake & Malkathie(2018) ava@Epouv XapoaKTNpIoTIKA Twg To online
OXOAIO TIPONYOUHEVWY TEEAATWY OXETIKA UE KATOIO EEVOOOXEID EXOLV UEYAAUTEPN EMIPPON
0TNV OmoQOC TWV XPNOTWV Va KAVOUV KPATNaON € £va EEVOOOXEIOKO KOTOAUUA, aKPIBWG
YIOTi TO TEPIEXOUEVO AUTO TIPOEPXETAIL ATO TOUG iG10UC TOUC TEAATEG TIOU TO EMICKEPTNKOV
Kal 0x1 amo tnv dloiknon tou &evodoxeiov (Dissanayake & Malkanthie,2018). Akopun,
TIOANEC OEAIBEC 0EI0AOYOUV TOUC XPHOTEG TIOU dNUIOVPYOUV Kal AVOPTOUV TEPIEXOUEVO, OTIWG
yl0 TOPASELYUa OO TNV GUXVOTNTO Kal TNV TOIOTNTA OUTWY, KABIGTWVTAC TOUC £T01 OKOUA
o a&IOTIOTOUC 0TN AN OMOPACEWVY OXETIKA PE TNV TPOBEoN KPATNONG TwV TEAATWV
(Dissanayake & Malkanthie,2018).

ZuumepaopaTikd, ta online reviews w¢ e-WOM Ba éAeye Kavei¢ 0TI anoteAoly TO TIO
ONUAVTIKO TOPAYOVTO EMNPENCUOL TN AN OMOQACEWV OXETIKA e TNV KPATNaon o€ va
&evodoyxeio. Ol KPITIKEC Kal Ol amoYelg and TI¢ EUTEIPIEC TWV TPONYOUUEVWY TEEANTWV
Bewpolvtal and Toug PEANOVTIKOUC TEAGTEC WC KOTO KAMOI0 TPOTO N TIO TPAVTOXTA
amodeIEn 0TI To EEVOdOXEIO TPOCTPEPEL TIPAYHOTI TIC UTINPECIEC TTIOL 10XLPILETAL KAl TIPAYHOTL
QVTOTOKPIVETOL OTIC OVAYKEC TwV TEAATWY. Q0TOC0, OTIWC OVOPEPBNKE KAl GE TTPONYOUUEVO
KEQAAQIO, TO OXOAIO OEV Eival TTAVTA EIMKPIVA KO TIPOYUOTIKA Kal O€v £X0UV TAVTa TNV opon
EVNUEPWON TWV TEAATWV AAAG Kol TNV €€0mATNON TOUC, VIO OUTO TOV AGYO Ol XPHOTEC-

TEAATEC B TIPEMEL TMAVTA va SIOCTAVPWVOLY TIC TANPOPOPIEC TTOL AUPBAVOULV.

Mopopoleg Epeuvec Tov akoAovBnoav ( Kumari & Sangeetha,2021) ava@épouy 0pbw¢ OTI
Ta oniline reviews w¢ TUTOC content, Tai{ouv CNUAVTIKO POAO GTOV EMNPENCHO ARUNC
amo@aoNC yla TNV omoé@aacn KpAtnang evog £evodoxeiov amd Toug MEAATEC, WOTOCO Kal N
MOoOTNTO  OUTWV  Kpivetal emiong onuovtiky (Kumari & Sangeetha,2021). Mo
OUYKEKPIYEVQ, U0 BETIKA i Tpia apvnTIKA OXOAIO yia Eva EEVOB0XEI0 UTTOPOUV COPWE va
EMNPEACOLY TNV YVWUN TV TEAATWV i Kal 6x1. Otav Opwg 0 aplBudg Twv oXoAIwVY gival
av&nuévog Katd ToAU, aiyoupa autd Ba emMnPedoEl KOTA TMOAU TV OmMO@ACK TOUu¢ va

TPAYUATOTOINCOLY KPATNoN o€ autd 1o &evodoxeio ( Kumari & Sangeetha,2021).

H onuacia twv online reviews ta omoia AeIToupyolv w¢ e-WOM, Onw¢ @aivetal amo tnv
TopOmAavw BIBAIOYPO@IKA OVACOKOTINGN €ival TOAD GNUAVTIKI €10IKA 1A TO KAAdO NG
@IAo&eviag Kabw¢ atnv ouadia gival TO TIO AMOTEAECUATIKO TEPIEXOUEVO(content) yia tnv
EMTELEN TWV OTOXWV EVOC EEvodoxeiov. AuTo emiPefatwvel Kal n €pevva Twv Islam, Pandey

& Kumar(2024) Omouv XOPOKINPIOTIKA avo@épetal mw¢ To e-WOM  dnuioupyei
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oLVAIGONUATIKO GECIUO0 KOl OAANAETIOPOON PE TO EEVOOOXEIKO KATAALMA, ONUIOVPYEL TIG
OVTIOTOIXEC EVIUTIWOEIG YIa OUTO, KOl TEAOG 0ONYEl TEAIKA TOUC TMEAATEG VO ETIAEEOLY TO
OLYKeKPIPEVO Egvodoxeio (Islam, Pandey & Kumar,2024). Emiong, n €peuva ava@épel Twg
Ol UNQIOKEC KPITIKEG E TIC TANPOPOPIEC TTIOU TTOPEXOLV OTIWG Y1a TO TWE ival To EEVOSOoXEIo,
odnyolv o€ PEYOADTEPO QPIOUO KPATHOEWY, OKPIBWC ylati otnv mAsloyn@ia Toug

BewpolvTal EYKUPEC, E EAAXIOTEC PUOIKA EEAIPETEIC.

To CUPTEPACHO TIOL TTPOKUTITEL OO TNV AVOCKOTINGN TWV TAPATAVE ApOPwV ival g OAEG
Ol €PELVEC CLPPWVOLY 0TI Ta online reviews( content) ta omoia Asitoupyolv w¢ e-WOM
BewpolvTal 0 TIO OMOTEAECUOTIKOC TOMOG TEPIEXOMEVOL Yia €va &evodoxeio (Li &
Yan,2024). MapdAAnAa, ol TEAATEC deixvouv vo eUMICTEVOVTAl TEPICCOTEPO AUTO TO
OLVOLACTIKO €i00¢ TEPIEXOUEVOU, KABWE aTnV MAEIoWN@ia Toug €xouv dnuiovpynbei amo
TPoNyoLUEVOUC MIOKETTEC ToL Egvodoxeiou ( User Generated Content) (Li & Yan,2024).

To ouumépOOpO TIOL TPOKUTITEL €ival Tw¢ Ta online reviews( €ite oTIC OEAIdEC TwWV
&evodoxeiwv eite ota social media) oe ouvdLAOUO HPE TO OTMTIKO TEPIEXOUEVO,EXOLV
TEPIOCOTEPEC TOAVOTNTEC VO 0dNYr 0LV TOUC TIEAATEC GTO VO TTPAYMATOTOIG0LY KpdTnaon
o€ €va EEVodoXEIOKO KaTdAupa Tou Baaciletal og auTo To €id0g mePIEXOPEVOL. QaTOC0, OMO
TNV avookomnon ¢ mopamdve BipAloypagiog OlaMIOTWVETAL TWC N EPEUVEC OEV
avoa@épovTal g GAAOUC TOTOULC content mou emnpedlouv TNV TPOBECN KPATNONG TWV

TEAATWVY, EKTOC OO Ta online reviews.

3.3 H gymiotoolvn 0TO TMEPIEXOPEVO WC TAPAYOVTOC Peiwang Kivdlvou aTnyv emiAoyn

&evodoyeiov.

Avau@QIoBATNTa, £va HEPOC TOUL YN@IAKOL TIEPIEXOUEVOL TIOU TIPORAAAETAL GTOV YN@IOKO
KOOMO OV €XEl dnuiovpyndei 1 dev OMOTUTIWVEL TIC TIEPIOCOTEPEC POPEC TIPAYMATIKA TIC
UTINPECIEC Kal TIC EUTIEIPIEC TOL TIPOCQPEPEL €va &evodoxeio. Mo autd Tov AOYo TO
TIEPIEXOUEVO B TIPEMEL VO TTEPIEXEL AEIOTIOTEC TANPOPOPIEC, SNANDK) TIOIOTIKO TIEPIEXOUEVO,
WOTE Ol MEAATEC VO EUTIIOTEVTOVV OUTO TO EEVOBOXEID Kal VO UTTOPOLV Va TO ETIAEEOLY. AUTO

TIPETEL VO CLPPAIVEL EITE TIPOKEITAL YIO TIEPIEXOUEVO TIOU ONIOLPYEL TO id10 TO EEvodoxeio.

Mo OUYKeEKPIPEVA, O€ €peuva Tou mpayuatomoinoov ot Sparks & Browning(2011)
dlomioTWoaV TWC Ol MEAATEC TPOTIMOUV VO KAVOUV KpAtnon o€ éva EEvodoxeio mou

OnUIoLPYED PIa oxéon ePmIOTOOUVNG PE OUTOUG, OTOEELYOVTAC ETOl TOV Kivduvo va
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e&omotnBouv (Sparks & Browning,2011). OuclaoTikd, autd mou emBupoly ol TEAGTEC gival
10 &Evodoxeio vo PTOPETEL VO AVTOMOKPIOED OTIC TPOOOOKIEC Kal OTIC LTNPECIEC  TOU
UTIOOXETON OTI Pmopei va mapéxel (Sparks & Browning,2011). MapdAAnAa, ot KPITIKEC TwV
TEAATWVY TIOU £XOLV ETIOKEPTEL TO EEVOOOXEIO TOPEXOLV GNUAVTIKEG TANPOPOPIEC YIa TNV
EUMEIpior SlOPOVAC TOUG, TIC Omoie¢ AoPPBAVOLV LTOYPN TOUC Ol MEAAOVTIKOL TEAGTEC
ToipvovTag TIC KOTOAANAEC OTOQACEIC, MeElwvovTag OnAadr) To pioko (Sparks &
Browning,2011).

Mapdpoieg Epeuvec (Filieri,2014) emonuaivouv mw¢ Ta online revies Kat n duvatdTNTA TOUC
w¢ e-WOM, ennpeadouv TEPICOOTEPO TOUC TIEAANTEC MO YPATTO I EVIUTIO TIEPIEXOUEVO,
OKPIBWC Aoyw Tn¢ omtikotntd Toug (Filieri,2014). Autd onuaivel TwW¢ Pia €IKOva €vag
&evodoyeiou To omoio yia mapddelypa ota Bivteo mou avaptd ato Tik Tok 1oxupiletal mwg
d10B€TEL E0TIOTOPIO, €va online review otn ogAida Tou Eevodoxeiou 1 ota social pmopei va
amodeiel Ta Aeyopeva Tou. Ot TANPOPOPIEC IOV TAPEXOVTAl PECW TWV KPITIKWY OTOV
PNEIOKO KOGHO GUVTEAODV WOTE Ol TEAATEC Va £XOULV YVWAT €T TOL BEUATOC TTIOL TTPOKEITAL
va Pda&ouy (0Tn TPOKEIPEVN yIO Ta EEVOOOXEID) HEIWVOVTOC KOTA TOAD Tov Kivduvo
e&amdtnong (Filieri,2014). Eniong, n €épeuva ava@épel TOAD 0pBd Tiwg av €va 1) TEPICOOTEPQ
Atopa ypAWouv pla KPITIKN yia €va EEvodoxeio, TOTE Ta GTOPA TOU Ba GOUVE QUTEC TIG
KPITIKEC €ival TOAD TIBOVO va €MNPEOCTOUY OTNV OmOPaaT] Toug, Baat{Ouevol aTta aXOAIN
(Filieri,2014).

Me &dAAa Aoyla, ol TEAATeC evog &evodoxeiou OTOvV BAETMOUV OPKETA  OXOAIO yid €va
&evodoxeio otn oeAidbo Tou 1} oto Aoyaplacud Tou dlatnpei ota social media, TIg
TEPIOCOTEPEC POPEC EMNPEACOVTAL OTIC OMOPATEIC TIOL Ba TAPOLVY, KABWC BEwPOLV OTI aUTA
QVTATOKPIVOVTOL OTNV TIPOYHUOTIKOTNTA. PUCIKA, TPETEL VO ONUEIWOET TWC Ta online reviews
EMNPeAdoLY TNV EUTIOTOOLVN TwV TEAATWV yia éva brand &evodoxeiou. Zuvenwe 6oa
mePIoadTEPa OXOAla LTdpxouwv ( eite BeTikd eite apvnTika) BonBolv Toug TMEAATEC va
MEIOOOLV TOV Kivduvo piokou Kal e€andtnonc. H a&lomoinor) toug dnAadr PEIWVEL TOV

Kivduvo piokov.

Akopun, ot S.Y.Kim, J.Uk.Kim & Park(2017) otnv €peuvd Toug umoatnpidovv Mw¢ ol
TEPIOTOTEPOL TTEAATEC TIPIV TPOBOUV O€ KATOIO KPATNon €vo¢ &evodoxeiou BAEMOULV TIG
KPITIKEC TIOU €ixav KAvel iponyovluevol medteg (S.Y.Kim, J.Uk.Kim & Park,2017). Autd

OoLMBaIVEl KLPIWE YIOTi BEWPOLV OTI €ival O TIO GPECOC KOl EDKOAOC TPOTIOC VO GUAAEEOLV
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TANPOPOPIEC YIO TO OLYKEKPIUEVO EEvodoxeio Kal va emiBeBaiwoouy TNV 0pBOTNTA TWV
LTNPEECIWV Tou &evodoxeiou (S.Y.Kim, J.Uk.Kim & Park,2017). TéAog, ava@Eépouy TOAU
0pBa MwWC 01 BETIKEC KPITIKEC ALEAVOLY OE GNUAVTIKO BOBUO TIC KPOTHOEIC TWV TEAATWV

T(POC TO GUYKEKPIUEVO EEVODOXEIO.

To oULUTEPOOHPO TOU TIPOKUTTEL OMO TNV YEVIKOTEPN avookomnaon tng PiBAloypagiog
ava@opikd pe Ta online reviews €ival Tw¢ OUCIOCTIKA OMOTUTIWVOUV TNV TPOYUATIKOTNTO
0€ OUTO TOL TPOPRAAEL TO TIEPIEXOUEVO €VOC Eevodoxeiou. EIOIKOTEPQ, OTO KOPUATI TOU
content, Tou givail kai 1o BEpa TNC epyaaiag, To content marketing Ba mPEMEL VO TOPOUCIALEL
TIEPIEXOUEVO AVTATOKPIVOUEVO TANPWC OTIC LTINPECIEC TIOL TIOPEXEL TO EEVODOXEID KABWC Ol
KPITIKEC TIOL OVAPTWVTOL OTOV PN@IOKO KOGHO £X0UV TNV duVOTOTNTA va avatpéPouv Ta
AEYOUEVQ KOl TOUG 10XUPIaUOUE TOU Eevodoxeiov. Me aAAa Adyia, Ta Eevodoxeia Kat QUOIKA
ol marketeers 6o PEMEL VO dNIOLPYOUV TIEPIEXOHEVO EQPOTOV TIPONYOUUEVWE YVwPilowy OTI
MTIOPOLV VO TIPOGPEPOLY GUTA TIOL LTIOGXOVTAL, VO AEITOLPYNOOLY dNAAdN HE Baon TIC
dUVOTOTNTEG TOUE, KOBWC Ta online reviews Pmopolv va AEITOUPYIGOLYV KOTOAUTIKA yia TO

&€vod0YEio w¢ POC TNV QAN Tou.

TéAog, Ta online reviews ae guvduaaopo pe 1o User Generated Content, 0mw¢ avEpBnkKe otnv
LTIOEVOTNTO 2.3, €ival MAEOV Ta EpyaAgia mou Pmopoly va Bondrcouy pia EEVodOXEIOKN
emyeipnon va empiwoel. Puoika, Eva Eevodoxeio Ba TPEMEL 0OQWC VO ECTIACEL KOl OTN
dnuiovpyia TEPIEXOPEVOL OMO TNV idla TNV E€MIXEipnon ya v mpowbnon Kol tnv
QYVWPICNKOTNTA TOU, WOTO00 OMWC EXEl OIOTIOTWOEL TO TEPIEXOUEVO TWV XPNOTWV TIOU
€xouv emioke@Tei TO &evodoxeio €xouv peyoAUTEPN Emidpacn oOToug BEATEC TOU
TIEPIEXOPEVOUL, OKPIBWC YIOTI 01 KATAVOAWTEG BEWPOULY TIO GEIOTICTO TO MEPIEXOUEVO aTO

gvav TEAATN.
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KED®AAAIO 4

MEGOAOI'IA EPEYNAZ

4.1 ZKOTOG KOl EPELVNTIKA EPWTAMOTO.

2 outd TO oOnueio ™C OMIMAWUOTIKAC Epyacia¢  TEPIYPAPETAL O OKOTMOC TIOL
TPOYUOTOTOINONKE N CUYKEKPIMEVN €PELVO OAAG Kal TO EPELVNTIKA EPWTHUATA TIOU
TEBNKaV. APXIKA, OKOTOG TNE TOPOVCOC EPELVOC Eival PEAETIOEL KOTA OGO TO content
marketing Twv &evodoxeiwv ,dnNAadn n dnuioupyia TEPIEXOMEVOL YIO TOV EEVOJOXEIOKO
KAGOO €ival OMOTEAEOUATIKY), HEAETWVTOC TOPGAANAC TwC N TOIOTNTA Kol T
XAPOKTNPIOTIKA TIOL OIOBETEL Eva TIEPIEXOUEVO EMNPEALOLV 1) OX1 TNV EUTIAOKI TV XPNOTWY,
TNV TPOTIKNGT) TOUC Y10 TO CUYKEKPIUEVO EEVODOXEID OAAG KO TNV TTPOBECT) TOUC VO KAVOULV
KPOTNon o€ auto Q¢ mpog To MEPIEXOUEVO avaAuang Ba peAeTnBei To content marketing Kail
n duvaToTNTA TOL BivEl TOV EEVOBOXEIOKO KAGDO € OKOTIO TOCO TNV MPOWONnan 000 Kal
NV avoyvwaolyotnta Ttou. [MapdAAnAa, e€etdlovion ta social media wq epyoaeia
dnuiovpyiag mepiexouévou (content). Emiong, n mapoboa €pELVa KOAEITAL VO ATAVTACEL

KATIOIO GUYKEKPIPEVA EPELVNTIKA EPWTNMATA:

1) TMola XopoKTNPIOTIKA TOU TEPIEXOUEVOU EVIGXUOLV TNV EUMIOTOCUVN Kal T BETIKN
€IKOVO TOU brand;

2) TMw¢ emnpedlel 1o content marketing tnv mpdBecN KPATNONC TWV TEANTWY;

3) Moo kavaAia (website, social media, blogs, email, YouTube, TikTok K.AT.) €ival

TIO OTOTEAEOUATIKA Y10 TNV TIPOWONGCT TEPIEXOUEVOL EEVODOXEIWV;
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4.2 Agiypa €peuvag

2TV €peuva TIOU TPAYMOTOTOINONKE  ANUIOLPYNONKE  EPWTNUOTOAOYI0O HECW TNG
TMAOTQOpHOG Google Forms 10 omoio dlopolpdoTnke péow Twv social media Kai
NAEKTPOVIKOU Ttayudpopeiov(email). To deiyua mou GULUAAEXBNke nAtav 137 dAtopa
OTOKAEIOTIKA amd TNV EAAGSA. To epWTNUOTOAGYIO TIPIV amd TNV dNUOCiELaT) TOL OTA PETU
KOIVWVIKNC SIKTVWANG £XEl AGBEL TNV amapaitnTn €yKpian omno tnv Emtpornr) BlonBikAg ¢
KOmpou. H xprion Ttou €pWINUATOAOYiOU KOl Twv O£dOMEVWV TOL GUAAEXBNKOV
aglomoindnkKav OTMOKAEIOTIKA  yIO  AKAONUOTKOUC KOl  €PELVNTIKOUG OKOTOUGC NG

SIMAWMOTIKAG Epyaaiac.

Q¢ mpoC Ta dNUOYPAQPIKA XOPOKTNPIOTIKA (QUA0) TO Ociyua oTnv MAEIOPn@ia Tou rTav
yuvaikeq (137) ot mocootd 100%,evw dev ULTpXav KaboAou AGvdpeC TO Omoio

EMPBEPAIWVETON KAl OO TOV TOPOKATW THVOKQ
Mivakoc 2.

®ONO ZUPUETEXOVTWV

Dodo

Kenyopia Euyvotnro Nogootd %
Mowverike 1317 100.0

MapdAANAQ, TO NAIKIOKO EMITEDO TWV CUPHETEXOVTWVY NTOV O€ YEYOADTEPO TOCOOTO 25-34

€TV (45 ouyvotnta Kai 32,8%).

2. Anpoypagika xapaktnptotika ( HAwkia)

138 anavtroelg
@ 25<
® 25-34
30-34
@ 3544
@ 45-54

@ 55+

Adypappa 3: Anuoypa@ikd XapoKTnploTtika (HAIKIa).
Mnyn: Google Forms
Mivakoc 3.

HAIKia CUMPETEXOVTWV.
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Emiong, onw¢ mapatnpeital 0To mapandvw ypa@nuo aAAd Kol otov Tivaka, n 0g0TePN
MEYOAUTEPN CUUMETOXN TPONABE amd nAIKieg anod 55+(27,7% To omoio avtiotolxei o 38
dtopa).Emiong, o1 nAikiec 45-54 Atav 23 atopa (ouxvotnta) PE TOCOCTO 16,8%.
MapdAAnAa, ot nAikieg 35-44 Atav 18 atopa(ouxvotnta) o€ mocoaTo 13.1%.To YIKPOTEPO
TO00OTO VO TPOEPXETAL OMO TIC NAIKiEC <25 TO omoio avtiaTolxei o 13 dtopa(ouxvotnta)

UE TT0000TO 9,5%.

TO eKMAIOEVTIKO EMIMEOD TWV CUUMETEXOVIWV NTAV KUPIWC MPETOMTUXIOKOU EMITEOOL (
oLXVOTNTO €PPAvIONG 64 pe TMOo0oTO 46,7%), To Oe0TEPO PEYOAUTEPO TOCOCTO NTAV
TPOTITUXIaKOU eTIMEdOL ( 34,3% pe cuxvOTNTa EPEAVIONC 47), Evw aTtnyv Tpitn B€an NTav ta
dtopa pe eknaidevon AUKeEIO/EMAA ( 16,1% pe ouxvoTnTa EPQAvVIONC 22).

Ava@QopIKa PE TO TPOPIA Twv Ta&IdlnTwv( To TOco cuxvd dnAadn ta&ldevouy), 48,2% ue
OLXVOTNTO EPPAVIONE 66 amdvtnoav o€ T0o0oTo 48.2% TwWE TTPAYMATOTOIONV UIa QOPd TOV
XPOVO Ta&idl, 2-3 POPEC KOl TEPICTOTEPO 62 CUXVOTNTO O TOCOOTO 45.3%, EVW 4 POPEC Kal
Avw 9 cuxvoTNTa KOl 08 T0000TO 6.6% .Ta mapandvw emiBePaiwvovTal amd Toug TOPOKATW

TVOKEC:

Mivakac 4.

EKMaidevuon CLPUETEXOVTWV.

Exnaibevon (opadomnownpévn)
: Katnyopia Zuyvétnra Mogootd % |
Metantuyiakd | 64 1 46.7
| Nponruxiaks | 47 | 343
Abkewo/EMAA 22 1 16.1
| Anbaxtopud | 3 22
Ayvwoto/Aoumd 1 0.7

Mivakoc 5.

Mpo@iA tag1diwTtwv (cuxvotnTa TagIdIWVY)
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Iuyvotnta ta§iduv

Katnyopia Zuyvotnta Nogooto %
1 popd Tov xpdvo 66 48.2
2-3 dopég nepLOCOTEPO 62 45.3

4 kat nava 9 6.6

TENOC, WG TPOC TNV TPWTA KOTNyopia €pWINoEwv (ANUOYPAQIKA XOPOKTINPIOTIKA) oTnv
€pWTNON “gido¢ MPOTiUNON¢ KOTOADUOTOC” Ol TEPICOOTEPOl CUMMETEXOVTEC EMEAEEOV TO
&evodoxeio wq Paoikd KataAupa oTig dlaKoTEC Toug (62.8% TO OMOio pE oLXVOTNTA
eUQEAvIoNC 86), n 6eTEPN EMIAOYN NTAV TO KOTAAUMO PECW TNC TAOTPOPUC Airbnb (26,3%
hE ouxvotnta 36), Ta evolkialopeva dwudtia 8% pe cuxvotnta 11, evw n emAoyn hostel

eixe epeavion ouxvotnTa 2 pe m0coato 1.5%

5. Eidog mpotipnong katdAupatog

138 anavtrioelg
@ =evoodoyeio
@ Airbnb karéAupa
EvoikiaZ6peva dwpdma
°
;."—4___ @ Hostel

@ Airbnb-camping-evoikiaZopeva Swyaria

Adypappa 4: Eidog mpotipnong KataALpOTOC.

Mnyn: Google Forms

Mivakoc 6.

Mpotiynon KataAbuotoc.

Mportipnon kataAvparog (opadonowmnpévn)

Katnyopia uyvotnta MNooootd %
| Zevoboxeio 86 62.8
Airbnb 36 26.3
Evowiafopeva dwpdria 11 8.0
| Hostel 2 1.5
Aywwoto/Kevd 2 1.5

4.3 MePLypa@Ikr) avaAvon.

Katd v diegaywyn tng mapoloag EpELVAC OTO EPWTNUA “TTo10 TEPIEXOUEVO OO0V aPOoPA
10 brand Ttou &evodoxeiov cog emnpeddel MEPICOOTEPO;”” N €PELVO KATEANEE OTO
OUUTIEQPOCUO TIWC TO TIEPIEXOUEVO TO OMOI0 EMNPEALEl TEPICCOTEPO TOUC TEAATEC YId Eva

&evoooxeio eival To reviews/ KPNTIKEG TEANTWVY TIOU €iXav EMIOKEPTEL TO EEVODOXEIO TIOL
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BéAouv va Kavouv Kpatnon(111 atopa o€ mooootod 80,4%). MapdAAnAa, n €peuva €01
TWC TO OEVTEPO TIO GNHOVTIKO TIOL EMNPEALEL TOUC TEAATEC €IVl TO OMTIKO(EIKOVEC) OO TA
dWUATIO KAl TIC EYKOTOOTACEIC TOL Tou &evodoxeiouv(106 dtoua oe mooootd 76,8%). Ta
TOPAKATW EMPBEPAIWVEL TO TAPAKATW SIAYPAUMA GAAA Kl O TivaKag 0 omoiog BpiokeTal o€

OMOdOTIOINUEVN HOP@N VIO KAADTEQN EPUNVEIN TWV OTMOTEAECUATWV:

Mivakoc 7.

Mepiexopevo mou ennpeddel To brand evag EevodoxeIOKOU KOTOAOUOTOC,.

Enkoyr) neplexopévou TuxvoTnTa Nocootd %

Reviews fj reposts and nakouc nehdrec tou Eevoboyelou 111 | 81.0

| Qurtoypadies Swpartiuwy kat eykaTaoTdaEwy 105 | 76.6
Nepiexopevo (stories) and Tov wpo Tou MPWIVOD YEUHATOS 30 219
Tou fevoboxeiou
Nepiexopevo e Ta mpwiokohha aodakelag o meplmtwon 12 828
nupkayLdg Tou fevoboxeiou
Bivreo pe to pevou tou eotiatoplou tou fevoboyeiou 10 7.3

Noto nepieydpevo Goov apopa To brand tou Eevoboyelou oag ennpedlet NeploadTEPo; (
Mnopeite va eTAEEETE MEPLOCOTEPA aMd £va)
138 anavtioet

Reviews fi reposts awd makodg
Boxsiou

111 (80,4%)

12(8,7%)
106 (76,8%)

Tlepicopevo (slories)

o] 30 (21,7%)
XD T0U TIPWIVDG YEDPATD TO.

BAVTS e To pevol Tou

eomaropioy 1ou Eevolioyeiou 10(72%)

0 2 50 7 100 125

Alaypappa 5: Tolo meplexopevo 6oov agopd To brand tou &gvodoxeiov oag emnpedlel

TEPIOTOTEPO;
Mnyn: Google Forms

‘Epevvec mou ponynénkav (Veloso,Leva & Gomez- Suarez,2023), BpriKav TwC Ol TEAATEC
TPOTIYOLY TO PBIWHATIKO TIEPIEXOUEVO Kal TNV OmAvVINnon ¢ d10iknong o€ oXOAIO TOU
KAVOULV Ol TEAATEC a€ avapTroel. Ot 00 EPELVEC PAIVETAL TIWC CUPPWVOLV KATA KATOIO
TPOTO OTO EVPMHOTO TOUC, KABWE Kal 01 300 KATEANEOV GTO GUUTEPACUA TWC TO BIWUATIKO

TIEPIEXOMEVO Eival OULTO TIOU EMNPEALEL TOUC TIEAATEC.
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Eniong, otnv epwtnon tng mopovoag £peuvag Ot amavtioelg evog £evodoxeiov ae axoAln
1 mapdmnova meAatwv online cag KAvouv va Bewpeite To EEVodoxeio pia o LTELBLVN
emxeipnaon; ” n €peuva Bprke mw¢ o 91,3% Bewpei o owaTr TNV EMIXEiPNaon oL amavVTAEl

0€ OXOAIO TEAOTWV TIOU KAVOUV O€ KATOI0 TIEPIEXOMEVO.

Ouanavtreoelg evog Eevoboyeiov oe oxohua fj mapdrnova nehatwy online cag kavouv va Bewpeite

To Eevoboyeio pua o unewBuvn enixeipnon;
138 anavthoeis

®ha
®oy

Adypappa 6: O1 amavtioelg evog Eevodoxeiov ae axoAla i mapdmova meAatwv online oag

Kdvouv va Bewpeital To Eevodoyeiov pia o umenBuv EMIXeipnaon;
Mnyn: Google Forms

>¢ avtiotoixn €peuva (Veloso,Leva & Gomez- Suarez,2023) KOTEANEOV OTO CUUTEPOCHO
MW¢ Ol OMOVTNCEI € Tou gvodoxeiou, dnAadn tng dloiknang auTtol, eMnPEAlouV TOUG
neAdteq (Veloso,Leva & Gomez- Suarez,2023).

Eminpocbeta, otnv mapoloa €peuva 0To epwtnua “Otav éva &Evodoxeio OnUooleLEL
TIEPIEXOMEVO TIOL TIOPOUCIALZEL TOV IBIOKTATN TOu &EVOdOXEIoL , TI aioBnon oac MPOKaAEi
OUTO TO €id0C TIEPIEXOUEVOUL;” Ol GUHPMETEXOVTEC OMAVTINOAV 0€ T0000To 39,9% TO Omoio
avtioTolxei o€ 55 dtopa, Mwg OV TOLC EMNPEACEL Kal TPOTIUOUY OUOETEPO/EMOYYEAUATIKO
TIEPIEXOHEVO, EVW N €VIOXUON TNE EUTICTOOLVNG 0TO &EVvodoxeio KaTEAaRe moooaTo 25,9%
T0 omoio avtioTtolyei og 31 dtoua. Emiong 19 atopa o€ mooooTo 13,8% nwg n EUQAvIcn Tou
IOIOKTNTN OTO TIEPIEXOUEVO dNUIOLPYED OTOUC TEAATEC aioBnon dlo@avelag  Kal

avBevTikoTNTaC.

TENOC, povo 16 dtopa og mT0oooTo 11,6% anavinoav mw¢ TOUE KAVEL va VIwBOoULV TIo KovTd
010 brand tou cuykekpipEvou Eevodoxeiov. Ta mapakdtw emiPepaiwvovtal COUPWVO Kal

TOV TIAPAKATW TIVOKO O OTOI0¢ EiVal OE OPASOTIOINKEVT HOPPT), KO QUOIKA TO SIAYPOMHQ.

Mivakoc 8.
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MePIEXOUEVO TTIOL TIAPOLCIALEL TOV IBIOKTHTN TOU EEVOSOXEIOL-TI TIPOKOAEI;

Katnyopla | Zuyvotnra Noocoatd %
Aev pe ennpedlel, npotiuw oubétepo/enayyeApatikd 54 394
NEPLEYOPEVD |
EvioxUeL Tnv epmiatooiivn pou oto Eevodoyeio 31 226
Anuoupyei aioBnon dtadbdaveiag kol avBevTikdTnTag | 19 139
Mou daiverar unepBohikd mpogwrikéd A doxeto pe to brand 17 12.4

Me Kavet va vibBuw nito kovtd oto brand Tou cuykekpiuévou 16 117
Eevoboyeiou

‘Otav éva Eevoboyeio Snpooietel NEpLEXOPEVO TIou TlapouotdZel Tov 1Blok TN Tou Eevedoyeiov,
TL aloBnon oag pokalel autd To elbog nepieyopévoy;
138 anavtAoel;

@ Anpoupyel aioBnon Siapaveac ko
v

\\
N, 12.8%
\,
6%

Adypappa 7: Otav éva Eevodoxeio ONPOCIEDEL TIEPIEXOPEVO TIOU TTIOPOUCIALEL TOV IBIOKTNTN

Tou &evodoxeiou, TI aioBnaon oag TPOKAAEL aLTO TO €i00¢ TOL TIEPIEXOUEVOU;
Mnyn: Google Forms

AMEC Epeuvec TTou Tponynenkav ( Mody & Hanks,2019) 0dnynénkav 0To GUPTEPATHA TIWG
n Omap&n avBpwmou o€ MEPIEXOPEVO EMNPEALEL TOUC TIEAATEC, OnAadY BEAOLY va BAETOLV
TET0I0 TEPIEXOEVO ( Mody & Hanks,2019). O1 600 £peuveC PAIVETAL TIWC SIOPEPOLY WG
TPOC TO EVPAMOTA TOUC, dIATI N TTPONYOVHEVN EPELVa EOEIEE TWC Ol TIEAATEC EMNPEGLOVTaL

amo tnv LIAPEN aVBPWTIVOL TPOCWTIOU, EVW TAPOVCN EOEIEE TIWC KATI TETOLO EV GUHPAIVEL.

Emnpocbeta, onv €pWTNON TNE EPELVAC ~ € TIOLO OTIO TO TAPAKATW KAVAALX ETIKOIVWVIAC
TIPOTIYATE VO BAETETE TIEPIEXOUEVO IO EVa EEVODOXEID; 01 TAEIOWNPIO TWV CUPUETEXOVTWY
TWC TPOTIMOUV va BAETOL TIEEPIEXOPEVO OTNV 10TOCEAIdN TOL Eevodoyxeiov (111 dtopa o€
nooooto 81,0% ). Emiong, 63 dtopa og mooootd 46,0% amivinoav Tw¢ TPOTIMOLY va
BAEMOLY TIEPIEXOUEVO OTO Instagram, 46 dtoua o€ mooooto 33,6% mpoTihoLy To Facebook
w¢ PEGO yIa vo BAETOLY TIEPIEXOUEVO TOU EEvodoxeiov evw 36 dtoua o€ MOo0aTo 26,3%

TPOTIYOLY TO Tik Tok w¢ KOVAAL ETIKOIVWVIOC.

TENOC, o1 AlyOTEPO dNUOPIAEIC amavTnoelg nTav to Youtube 10 omoio andvinoav nw¢ 1o
TPOTIYOLY 14 dtopa og mooooTo 10,1% kai To Email( newletter) povo 6 dtoua o€ T0COOTO
4,3%.Ta mopomavw emPefal@vovtal amod TOV TOPOKATw Tivaka 0 omoiog eival oe

OMOdOTOINUEVN HOPEH VIO KOADTEPN EPUNVEIN TWV OTOTEAECUATWY, OAAG KOl TO JIAYPOUMA:
Mivakoc 9.

KavaAla MIKOIVWVIOG TOU TIPOTIUOOV Ol GUUHETEXOVTEC.
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KavdAu Zuxvotnra Nocootd %
lotooeAida Esvodoyeiou 111 81.0
Instagram 63 46.0
Facebook 46 33.6
Tik Tok 36 26.3
You Tube 14 10.2
E mail(newsletter) 6 4.4

€ TOLa AN TA MAPAKATW KavaAid ETIKOWWYIAG TIPOTIHATE va BAEMETE TIEPIEXOHEVO Yid Eva
gevoboyeio; (Mnopeite va eTuAegeTe iepLocoTEPQ ano eva)
138 anavrioelg

Facebook

Instagram 63 (45,7%)

Tik Tok 36 (26,1%)

You Tube 14 (10,1%)

E mail(newslatter) 6 (4,3%)

loTooehiba Sevolioyeiou 112 (81,2%)

0 25 50 75 100 125

Al0ypoppo 8: Ze TOIO QMO TO TMAPAKATW KOVAAIN EMKOIVWVIAC TPOTIMATE Vo BAENETE

TIEPIEXOHEVO YIa €va EEv0d0XEio; (MTOPEITE VO EMIAEEETE TIEPIOCOTEPO OTIO £VA)

Mnyn : Google Forms

AMNEC £pELVEC TIOL OGXOANBNKav Pe auto to {ntnua ( Leung et al.,2013) 0dnyrénkav aTo
CUMTIEPOACHO TIWG O TIEAATEC TIPOTIMOUV KLpiwg Ta social media yia mpoBoAr TepIEXOUEVOL,
OAG Kat Ta webpages twv Egvodoxelakwy KataAvudtwy ( Leung et al.,2013). Z0p@wva
AOITIOV UE Ta TaPATAvw 01 AU0 EPELVEC GUHPWVOLV OXEDOV OTO EVPHUOTO TOUG KABWC Kal
01 0LO AVEDEIEV TIC I0TOCEAIDEC TwV EEVODOXEIWV WC KAVAAL TIPOBOANC TEPIEXOUEVOU LIE TNV
dla@opd mw¢ ot Leung et al.(2013) Bprkav TI¢ I0TOCEAIDEC Twv EEVOBOXEIWV W dEVTEPO

BOOIKATEPO KAVAAL EVW N TTOPOLCN EPELVA WC TIPWTO.

ZUUTANPWHOTIKA, KATA TNV SIGPKEID TNE TTOPOVCOC EPELVOC OTO EPWTNUA "~ T1 BEWpPEITE IO
onUavTIKO va mpoPdAAetal o€ éva User Generated Content (UGC) evog Eevodoxeiou;
TPOEKULJE TIWC 01 XPNOTEC- TEAATEC EVOC Eevodoxeiou atnv mAsloPn@ia toug ( 113 dtopa oe
mMoooaTto 81,9%) andvinoav mw¢ mPoTiHoLy o€ éva User Generated Content va BAEmouv
TIEPIEXOUEVO HE EINIKPIVH OXOAIO TWV TIEANTWVY TIOU VO OVAPEPOVTAL O TTAEOVEKTIHOTO KOl

MEIOVEKTIHOTO TOU EEVOSOXEIOKOU KATAAVMATOC.
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Q¢ 1pog TNV 6€0TEPN TPOTIKNGCT OMAVTNOAV TWE TPOTIPOLY ( 55 dtopa oe T0o0aTod 39,9%)
T0 BivTteo €idoC MEPIEXOPEVOUL TIOL Va dEixVel TNV B€an Kot TNV BEa Tou KaTaAOuaToC. Emiong,
o€ T0000TO 37% pe 51 anavinaoelg mpotihovy ag €va User Generated Content va BAETOuV
TEPIEXOUEVO OTIOU Ol TEAATEC AVOPEPOVTAL OTNV €EUTINPETNCN TOU TPOCWTIKOU. ZTNV
OLVEXEID 48 aTtopo pe MOo0oTO 34,8% amdvinoav TwC TPOTIUOUY TEPIEXOUEVO TIOU
OLYKPIVEL TNV TPOCdoKia pe TV mpayuatikotnTa( mpwv v diapovyy/ YeTd Tnv diapovn).
TéNog, 21 dtopa o€ mT0o0aTd 15,2% andvinoav mwe mPoTiovy USC mepleXOUEVO GTO OT0I0
va TOPOUCIAZETAlL N YVWUN TWV TEANTWV Yyl TNV €EUTNPETNCN TOU IBIOKTATN N Twv

I610KTNTWV TOL EVOdoXEiov.

Ti Bewpeite Mo onpavTiké va mpopahietal oe éva User Generated Content (UGC) evég
£evoboyeiov; (Mnopeite va emAEEETE MIEPIOCATEPES ANO PLa AMAVTNOELS)

138 anavtioeig

TMepiexdHEvo Tou GuyKplvel

48 (34,8%
TpooSokio-Tpaypankdmra (.. (34.8%)

Bivico Tou Befyvouy m BEon ke

"
 Bta Tou KaTaAGaTOG 55(39,9%)

Mepiexbuevo dmou of Tehdreg

N . 51 (37%)
avagépovial oy eEummpéma.

MNepiexGUEVo GTTOU o1 TTEAATEG
avagépovial o1y eEuTmpéma. ..

Ethixpivr} oxyohia oy

113 (81,9%)
aVOPEPOVTal OE TAEOVEKTAATA. .. k )

0 25 50 75 100 125

Adypappa 9: Ti Bewpeital o onuavTiko va mpoBaiietal oe éva User Generated Content
(UGC) evoc &gvodoyeiou;

Mnyn: Google Forms

AVvaQOopIKA PE auto To epwtnua aAalotepeg Epeuveg (Filieri,2014) dlomioTwoav TwWE Ol
KATAVOAWTEC TTPOTIWOUY Kol Baacilovtal o€ online KPITIKEG (reviews) ae éva User Generated
Content kaBw¢ e auTtd TOV TPOTO BEWPOLV OGO €ival TO Giyovpol yia TNV anOEAcH TOUG
va eMIAEEoLY éva Eevodoxeio (Filieri,2014). O1 00 €peuveg OTWC QAIVETAL ETEITA ATO TNV
METOEL TOUC CUYKPIAT CLYKAIVOUY WC TTPOG T EVPAUATA TOUC, KABWE Kat 01 30O dlamioTwoav
TWC o1 Xprjoteg mpotipolv ag Eva UGC va mapakoAouvBolv Kat va Baagidovtal o€ online

KPITIKEC Y10 TIC EEVODOXEIOKEC TOUC ETIIAOYEC.

4.4 ZTOTIOTIKA ovAOAuon

21N GLVEXELD, TIEPVWVTAC OTNV OTATIOTIKA OVAAUGH AVOQPOPIKA PE TO EPELVNTIKO EPWTNHO

“Molol  MapPAyovIEG MPMOPOUV VO CLCXETIOB00V pE TNV eumioTtoolvn 0To brand gvog
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€eV0OOXEIOKOD KOTOADUATOC ,N EpELva €OEI1EE TWC Ol TIEAATEC EVOC EEVOOOXEIOL TTPOTIHOUY
BOOIKEC TANPOPOPIEC VIO AUTO OTIWC Ol TIMEC YIO TIOPASEIYA, PE BABUO CNUOVTIKOTNTOC
76,6%. Emiong, ta Bivteo oto Tik d1amOTWONKE MW €VIOXVOLY TNV EUTIOTOOUVN TWV
TEAATWV Y10 Eva Eevodoxeio (68,6% o Babuog anuavTikotNTo ). TEAOC, N OTATIOTIKNA €pEuva
€0€1€&e e Tov peyoAlTEPO BoBud onuavtikotntag ( 78,8%) ta online reviews Kal Tolg
KPITIKEC TWV TEANTWV WC¢ TAPAyovTIa eumiotoolvng. Mapopoleg €pevvec (Chu,Lai &
Nathan,2025) £d¢€1€av mw¢ T0 e-WOoM amoTeAei TOAD ONUAVTIKO TOPAYOVTO EUTIGTOGUVNC
o¢ éva brand (Chu,Lai & Nathan,2025). O1 300 €pguveg QAIVETAL TIWC CLUPWVOLY KaTd
KATOIO TPOTO OTO €UPNHOTA TOUC KOBWC damMioTwoav Tw¢ Ol To OXOAl TEANTWV KOl

YEVIKOTEPO Ol KPITIKEG ALEAVOLY TNV EUTIICTOCUVN TWV TEEAATWV.

Eneita, oto e€peuvnTikO epwtnua “Mw¢ Ba xapaktptlav ol TEAATEC €VO TIOIOTIKO
mEPIEXOPEVO” ", dNAADK TI €ival yio 0UTOUC £va TIOIOTIKO TIEPIEXOMEVO, N TApoloa Epeuva
€0€1€E TIWC N TIPOYHOTIKA AMEIKOVION(EIKOVEG) OMO To SWHATIO ToL &Evodoxeiov e Meao
4.48 1o omoio onuaivel 0TI Bewpeital onNUAVTIKO Kal O1APETO 5 To omoio anuaivel 0TI gival

TAPA TOAD GNPOVTIKO.
Mivakoc 10.
MeplEXOUEVO TIOL BEwpEITAI TIOIOTIKO.

Itoweio (1-5 onpaoia) Méoog | Awipeoog | % 4-5 Katavopd (1..5) |
H peaAiotikr anekovion Twv Swuartiwv Tou 4.489 5 91.2 1:4, 2:3, 3:5, 4:35,
£evoboyelou | | 5:90
MNowtnta pwroypadiag f Pivreo mou va 4.044 4 825 1:6, 2:9, 3:9, 4:62,
avabeikviel Toug e§wTepikolg XWwpoug evog 5:51
£evoboyeiou | | |
Xprion GWIEWbV, EVapHOVIOHEVWY XpWHATWY 3.613 4 60.6 1:6, 2:17, 3:31, 4:53,
nou ekdpalouv TNy tautdtnta Tou Eevodoyeiou | | 5:30 |
EnayyeApatikog oxeSlacuog kal povial twy 3.504 4 52.6 1:9, 2:14, 3:42, 4:43,
Bivreo | | 5:29 |
H auBevtikdtnta tou nepleyopévou Tou 3321 3 49.6 1:14, 2:28, 3:27, 4.36,
fevoBoyeiou OYETIKA e TIC HOUTIKES EKBNAWTELS 5:32
mou Stopyaviwvel To Eevoboyeio

Z0UQWVO Kal PE TOV Mapandve Tivoka N moldTnTo and TI¢ pwToypaisg Kal Ta Bivieo mou
OTEIKOVICOLV TOV EEWTEPIKO XWPO TOU KATAAUHOTOC EUQAVICOV PHECO 00 4.044, didueao 5,
TO Omoio onuaivel ot €ival MOAD onuavtikKO. MapdAAnAa, ta {wvtava XpwHATO OTO
TIEPIEXOUEVO EPPAVIOaY PECO 0po 3.613 Kot ddueco 4, To omoio Bewpeital w¢ MOIOTIKO
XOPOAKTNPIOTIKO OXI OJWC 000 HIO KOAN @wTtoypogia Ttou &evodoxeiov. AKOUO, N
EMAYYEAUOTIKA eMEEepynaia BIVIEO COUQWVA UE TNV OTATIOTIKI aVOAUOT €O0EIEE HECO OPO
3.504 kai d1apeao 4. AT GNUAiIVEl TwE TO JOVTAL Eival GNUOVTIKO 0X1 TO00 0w O€ 0XEON
HE Eva 0waTo Bivteo, dnNAadK ToOL XEl YUPIOTEL owaTd. Mponyolueveg psuvec ( Varkaris &

Neuhofer,2017), Bpnkov Tw¢ o1 TEAATEC Bewpolv TIO EAKUOTIKO KOl TOIOTIKO TO
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TIEPIEXOMEVO WIE EIKOVEC OTIO TO dWUATIO TOU EEVODOXEIONKOD KOTOAUHOTOC, BEwPOLV dnA0dr)
TO OMTIKO TEPIEXOUEVO TEPIOOOTEPO EAKUOTIKO 0 oOXe€on He OAMa ( Varkaris &
Neuhofer,2017). AutO onuaivel Tw¢ Ol VO £PEVVEC CUMPWVOLV aMOAUTO WE TPOC Ta
€UPNUOTA TOUC, OVAQOPIKA ONAAOK HE TO TIOIO TEPIEXOUEVO BEWPOUV 0L id101 01 TEAATEC

EAKUOTIKO.

21N CLVEXEID TNG OTOTIOTIKAG OVAAUONG Yia vo eAeyxXBei av n nAIKia cuoxeTideTal P O
KAVAALO ETIKOIVWVIAC(ETEIDN Kol o1 00 €ival TOIOTIKEC WETOBANTEC), TPAYUATOTONONKE
éAeyxo¢ ¥ . Kotd v mpaypatomnoinan autod Tou eAéyxou X2 £8ei€e yia To Instagram
p=0.00026( MOAD OTOTIOTIKO ONUAVTIKO) , yio To Tik Tok p=0.00219( pecaia OTOTIOTIKA
dla@opa), yia to web page tou Eevodoxeiov p= 0.0283( eAdXIOTN OTATIOTIKI S10QOPd) EVW
10 Facebook pe p= 0.297 1o omoio onuaivel TOAD MIKPN) OTOTIOTIKN dla@opd. And Ta
MOPATAVW OTOTIOTIKA O€d0UEVA TIPOKUTTEL TO CUMPTEPOCHO TIWC €POoov To p>0.05 n
undevikn unébeon( HO) omoppimtetal Kol pevel n evwoAaktiky (H1), dnAadn n nAikio

OLOYXETIETAL PE TNV EMIAOYN KAVOAIOU ETIIKOIVWVIOC.

Z0P@WVA KOl e TOV TTOPAKATW TVOKQ, Ol MIKPOTEPEC NAIKIEC TpoTIWoUV Ta social media Tik
Tok kot Instagram:

Mivakocg 11.

ZUOXETION NAIKIOG PE KOVAAL ETIIKOIVWVIOC

HAwia Instagram (pct) TikTok (pct) lotooeAida (pct) Facebook (pc
<25 (n=13) 61.5% 53.8% 76.9% 23.1%
25-34 (n=45) 68.9% 40.0% 66.7% 28.9%
35-44 (n=18) 44.4% 11.1% 83.3% 33.3%
45-54 (n=23) 34.8% 21.7% 91.3% 26.1%
55+ (n=38) 21.1% 10.5% 92.1% 47.4%

MopdAANAQ, yiveTal avTIANTTO Mw¢ 000 UEYOADTEPEC Eival Ol NAIKIEC TOGO auEAveTal N
TPOTIUNON 01NV 1I0TOCEAIO0 TOU EEVOOOXEIOKOU KATAAUMOTOC, Vw To Facebook @aivetal
TWC TPOTIPATON €MiONC and TIC PEYOAOTEPEC NAIKIEC (55+), evw TOAD PIKPOTEPO TOCOOTO
TWV VEOTEPWV NAIKIQV ( >25) mpoTipd to Facebook w¢ kKavdAl mikovwviag ( 23.1%). MNa
TO TOuén Tou content marketing autd onuaivel mw¢ ot digital marketeers Ba mpémnel va
€0TI0LEl 0TV OnuIoupyia TEPIEXOUEVOL 0TO Instagram Kat 010 Tik Tok yio TI VEOTEPEC
NAIKIEC, KLPIWC 35<, eVw YIO TIC PEYAAUTEPEC (45 Kot TTAvw) Ba mpEMeL va eoTidlovy aTnv
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dnuiovpyia TEPIEXOUEVOL OTNV 10TOCEAIdA TOL &evodoxeiou, €QOGOV OUTO TPOTIUATAL

TEPIOTOTENO.

MapdAAnAa, n mapolaa Epeuva EMIXEIPNTE VO SIOTICTWAEL Y1 TO av N NAIKIO cLOXETIZETaI
ME TNV €mAoyr £Evod0XEiov 1 KATIOIOU JIAQOPETIKOU KOTOAOMATOC. KOTd Tov €AEyX0 QUTO
dlamotwdnke mw¢ p=00310 ( GpO OTATIOTIKA ONUOVTIKA d10¢Qopd). AKOMN, OTWC
TOPOTNPEITAl OTOV TTOPOKATW TivVAKa 01 NAIKIEC KATW OMO 25 £TWV TPOTIUOLY OIOQPOPETIKOD

TUTIOL KOTAALMO (01w AirBnb yia mapadetypo):

Mivakag 12

ZUOXETIoN NAIKIOg PE emIAOyT) EEvodoxEiou 1) GANOL KOTAAOHOTOG

HAwia % “Zevodoyeio”
<25 15.4%
25-34 60.0%
35-44 77.8%
45-54 69.6%

55+ 71.1%

Emiong, dlomotwbnke mw¢ 600 av&avetal N nAIKia ( omo 25 €Twv dnAdH £TWV Kol TAVW)
TPOTIMOLY T &EVOJOXEIO WC KOTOAUMA. ZUVETWC, N NAIKIa emnpeddel tnv EmAoyn

KOTOAOUOTOC,.
4.5 Juumepdopata EPELVaC

ATIO TNV €PELVA TIOL TPAYUOTOTOINONKE TPOKUTTOUY Ta €ENC cuPTEPATUaTA. APXIKA, AT
TNV €PELVO AIATIIOTWONKE TIWC Ol TEPICOOTEPOL AVOPWTIOI TPOTIUOVY GTNV TAEIOYN@Pia TOUG
Ta &EVOOO0XEIO ¢ KATAAUUATA Yo TIC O10KOTEC TouC. MapaAAnAa, ot KpITikeG ( online
reviews) omoteA00V TO TIIO CNUAVTIKO TEPIEXOPEVO Y1 TOUE TIEAATEC WOTE VO EUTIIOTELTOOV

éva &evodoyxeio, KaBwe BewpoLV TIC OMOYEIC KAl TIC KPITIKEG TWV TEAATWV TO TIO GNUAVTIKO
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KPITAPIO OTnv €mAoyr Tou &evodoxeiou. MapdAANAa, n €peuva €0€1€e TWC N TPOROAN
TIEPIEXOPEVOL KATA TO OTI0I0 EU@aVIZETAL O IDI0KTHTNG TOU KATAAUMOTOC TWC OEV EMNPEAlEl
TOUG TTEAATEG, OE OXEDN ME AAAEG EPEVVEC TIOU dIOMICTWONV TO OKPIBWC AVTIBETO, T dNAAdN
enmnpeddel. EmmpooBeTa, ¢ mPog Ta KAVAALD ETIKOIVWVIAC N Epeuva £OE1EE 01 TTEPIOGOTEPOL
TEAATEC TPOTIYOLY TNV TAPOKOAOUBNGN TEPIEXOUEVOL HPECW TNC I0TOCEAIDAC, WATOCO N
OTOTIOTIKI) OvAAuon TOU OKOAOUBNGE TN MEPIYPOPIKAG EOEIEE TG N NAIKIO EMnpedlel To
KAVOAL ETIKOIVWVIAC Twv TEAATWY, KOBWC Ol VEOTEPEC NAIKiEC pE BAON TN OTATIOTIKA

avaALoN TPOTIPOVY TEPIOTOTEPO Ta social media.

MapdAAnAa, o€ éva User Generated Content n €peuva €3€1€€ TWC Ta EIAIKPIVA GXOAIN Yia
TIAEOVEKTAMATA KOl JEIOVEKTIOTO TOU EEVOJOXEIOKOU KOTAAUUATOC Eival auTd mou BEAOLY
va BAETOUY 01 TEAATEC O€ €Va TETOIO TEPIEXOMUEVO, TUHPWVOVTAC HE TIAANIOTEPES EPEVVEC
mou eixav OlaMOTWOEl TO id10. AUTO onuaivel Twg EMEION TO OXOAID TWV TEAATWV
Ae1Toupyoly w¢ e-WOM 1o omoio €€ €aitiag TNG Yn@lomoinong £xel PEYaALTEPN EMiOPAON
ano 1o mopadootakd WOM, ot I010KTATEC TV EEVodoXeiwv Ba TPETEL VA TAPEXOLY TIG
uTINPEaie mou umoayovtal Kabwe va UGC and toug meAdTe Twv EEvodoxeinvy Pmopel va
eMNPedoel BETIKA 1) apvNTIKA TO KOTAALMA TOuC. MapaAAnAa, n €peuva €J€I1EE TWC N NAIKIa
EMNPEAdel TNV EMIAOY KOTOADUOTOC, GUVETWC N dnuiovpyia MEPIEXOUEVOL TIPEMEL Va

Baagileton AapBavovtag umown Katl v NAIKia.

TENOC, Me1dN) 0€ Eva EEVOJOXEIOKO KOTOAUMO OTIWG Eival AOYIKO Ol TIEPIOOOTEPOI TIEAATE
VO EVAIAPEPOVTAL VIO TOUC XWPOUE TV dWHOTIwv Tou Ba dlapeivouy, N Epeuva €O€IEE Ol
TEAATEC BEAOULV VO BAETOLV TIEPIEXOUEVO aTO OUTONC TOUC XWPOULG TO OTI0I0 AMOOEIKVUETAI
Kal oMo TV mapoloa EPELVA GTNV OTOId N PEAAICTIKI] OMEIKOVION TwV dWUATIWV €iXe TOV
LVYNAGTEPO PECD OpOo 4.48/5. MevIKOTEPA, N EPELVA £JEIEE TOOO PECW TNG PIBAIOYPAPIKIC
QVOOKOTINGNG 000 KOl TNG £PELVAC, TIWG Ol TTEAATEC TEIVOUVY VO EUTIIOTEVOVTOI TIEPIOCOTEPO

GAAOUC TIEAATEG, ONANDI ATOHO TIOU £X0UV ETIIOKEPOET TPONYOLHEVWC TO EEVOdOXEID.
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TEAIKA ZYMINEPAZMATA KAITIPOTAZEIZ T'IA
MEAAONTIKH EPEYNA

5.1 TeAIKa ouumepdopata

ATIO TNV €KTOVNON TN¢ MOPOTAVW €PYOCIiag TPOKUMTEL TO CUMUTEPOCMA TWC TO content
marketing amoteA&i €va amd Ta O GNUAVTIKA EPYAAEIN yIa TO KAGGO0 TNG PIAOEEviag KaBwC
MEOW OUTOU EMITUYXAVOVTOL TTOAD LPNAGTEPOL OTOXOI EKTAG OO TNV TPOCGEAKUGT TEEAATWV.
Eme1dn) n dlapovr) yio Toug TEPICOOTEPOUE TIEAATEG OEV AMOTEAEL amAd pia dladikaaia, uTo
NV €wola OTI eVOIO@EPOVTOL POVO yia TNV dlapovr) Toug, OAAG yio TNV €miBupia piag
EEXWPIOTAG EPTEIPIOC KO OLCIACTIKAG 0XEONG UE TOV 1) TOUC ISIOKTATEG TOU KATAADHUOTOG

Kal auTo €ival Tou OUCIOOTIKA EMITUYXAVEL TO content marketing.

Mo CLYKEKPIYEVD, Pia amAn dlaruion evog Eevodoxeiou atn Google ) ota social media
EXEL 0APWC TNV OLVOTOTNTA VO TPOCEAKVCEL TTEAATEC, Va ETIQEPEL brand awareness, dev €XEl
OMWCE TNV OLVOTOTNTA VO XTIOEL YIa OLCIACTIKY OXECT PE TOUE TIEAATEG TOL EEVODOXEIOL OTIWG
KAVEL yia Tapadetyua to storytelling kat to UGC mou ava@epbnkav atnv epyaaia. MpEMel
VO OIEVKPIVIOTEL WOTO00 TWC TO content marketing XpNOIKOTIOIEITOL KOl VIO TANPWHEVO
TIEPIEXOHEVO, OPWC TO content marketing YE OpYaVIKO TEPIEXOUEVO Kal e TIC UEBOAOUC TOU
storytelling kot To UGC mou ava@épBnkav, xo0v TOAD PEYOAUTEPN AMOTEAECUOTIKOTNTA.
H dlotrpnon meAATwy, N TMPOCKOAANGN o€ €va EEVOOOXEIOKO brand Kol YEVIKOTEPO N
d1ddoan tou brand péow eWOM mpayuoTomolovvTal KUPIWE UE OPYOVIKO TIEPIEXOEVO.

TeAo¢, To content marketing OMWC PTOPEL VO GUUTEPAVEL KATIOIOC ATIO TNV avAYVWon TNG
TopoLoac SIMAWHATIKAC €pyaaiag, eival To TO AMOTEAECUOTIKO epyaAeio digital marketing
yla &evodoxeia KabBw¢ ol meAdTeC €mBupoly va BAETOLY TEPIEXOUEVO( EIKOVEG, PBivteo
KPITIKEC GAAWVY TIEANTWV) YIO UTIOPECOUV VA TEEIOTOUV Kal Va TO EMIAEEOLY. OEAOLY dNACSN
va Ol0TIOTWO0oUY TWE Ba gival n eumelpia Toug o€ autd T0 PEPOG AAAG Kol T ATOUO TIOU

Bpiokovtal TMiow amod auto To MEPIEXOUEVO.
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5.2 MPOTACEIC IO UEAAOVTIKI) EpELVO

H mapovoa epyaaia aoxoAnBnke pe To content marketing Kol KOTG OGO OMOTEAEGHOTIKO
eival aTov Topéa TNC PIAoeviac. QaT000, EMEION N EPYATia EMKEVIPWONKE KUPIWE yia Ta
MEYAAO KatoAlpota ( aAvaideg Eevodoxeiwv yia TAPAdElyua) dev OOXOANONKE WE TNV
€Qapuoyl Tou content marketing yia HIKPOTEPO KOATOADHOTO, KUPIWC Bpaxuxpoviag
pioBwaong(Booking kat AirBnb). Autr) Ba pmopoloe va €ival pia KoAr mpdtocn yia
MEANOVTIKI] €PELVA PE TOQWE PEYOAVTEPO OEIYUA Kal VO €0TIACEL KUPIWE 0T KOTOAOMATO

mou Bpiokovtal atnv neploxr tng KaBaiog.
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NMAPAPTHMATA
NMAPAPTHMA A.

EpwTtnuUoToAdy10 SIMAWUOTIKAG Epy0aiag.

Oépa dimMwpaTikig epyaociag: H i
,

aroteAeopatikotnTa Tou Content

Marketing otov kKAado Tng ¢pLlhogeviag

Tra nhaiowa ThG ExGVNENG TG SUTAwpATIKAG pou epyaclag pE Bépa H anoTEAEoPaTIKGTNTA Tow content

marketing oTov kKAaBo TNQ pihofeviag’, SNPLoupyEiTal To MApakdTwW EpLITNPATOAGYID

FKonbe TNG £pyacLag: H NAapouoa SITAwpATIKY EpYaOLA EKTIOVELTAL LE OKOTIO va JERETNOEL TNY

anoteheapaTikATATA Tou content marketing oTa EevoSoyeia peow Twy social media, epeuvibvrag

TApAARNAG FWE M MOLOTATA KAl Ta YAPAKTNPLOTIG Tou BIGBETEL EVa MEPLEXOLEVO ETNPEAZOUV TV

£prAoKAN TWY XPNOTUY, TNV MPOTIRNEN Touc yia auto To Eevaboxeio(brand) akha kat Trv npoBean Toug va

KQvouv Kpatnan oe eva Eevoboyelo,

H ouppeTox oog oTny peuva eivar avivupn ket oukhoyi BeBopéviay yivetar anokAeloTukd yia

OuYKEKPILEVDLG EPEUVNTIKOUS oKonols. Aev undpxeuv owatee i AavBaopéves anavrioels. H ouppeTox

oty épeuva elva noAGTupn,

Xpévoe oupmhipwone 57 henta

Me ektipnan,
Zijkoe Nanabonouhos Aapiavoe

MeTanTuyiakag 9oiTNTAg ato Tua " UnplLaks Mapketivyk © tou Naveruatnpion Nednahig, Mdpog.

email: d papadopoulos. 3@nup.ac.cy

Mépog A.
1. Anpoypadlkd XapaktnpLoTika ( puUAo )

Avbpag

Muvaika

2. Anpoypagikd xapaktnploTika ( HAkia) *
25<
25-34
30-34
35-44
45-54

55+
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3. Anpoypagika xapakmplotika( Eknaideutiké eninedo) *

1. Andgortog Aukeiou/ Enak
2.Mpomtuylako EnineSo(AEI/TEI)
3. MeTamntuylaké Eninedo

4. AlbakTopko

AAho:
4. TuxvotnTa tagldiov avapuyng ’
1 popd Tov Xpovo
2-3 popeEC NEPLOCOTEPO

4 Kal mavw

5. E{dog mpoTiunong katdAupatog
Zevoodoyeio
Airbnb katdAvpa

Evolklagopeva dwpdtia

AAMoO:

Mépoc B b

AvTiAngn XproTU-TEAATINY OXETIKA PE T0 PIIPLAXE TEPEXSPEVD

Moto nepiexbjeve doov agopd To brand Tou Eevedoxeiou oag empedlel nEpOaGTERD; |
Mriopeite va emALEETE MEpiO0GTEPa and éva)

Reviews i regosts anb nalaig eAATEG Tou EevebogEieu

e Ta Aha aop ok neplnTwon nupKayids Tou Eevoboxeiou
BuToypapies SURKTILN KAl EKATATTAORY
Mepieydpevo (stories) ané Tov xiwpo ToU NPWIVED YEOPaTEG T EEvaboxsioy

Bivreo pe o pevoi tou soTiatopiou Tou Eevobogsio

‘Otav Ta short video oto Tik Tok evég EevoBoxelou Selyvouv akndivég elkoveg and Toug *

XWPOoUg Kal TNV eunelpia Twv EMOKEMTOV, ot Molo BabBud oag eprvéel epmatooldvn yia
To brand;
1= KaBéAou. 5=MNdpa noAd.

1.KaBokou - A.. 2. Alyo — Mikp... 3. Aiyo — Mikp... 4. Mokl 4. AvE.. 5.Ndpa oAl -..

Zeipal

I molo BaBuéd n Ornapin EekdBapwy MnpodopLdy (6TwE TIHES, TIOAITIKEG akUpwang Kat *
TapoxEg) oTig avapToelg evog Eevodoxeiou ata social media auEavel Tnv afloruoTia
Tou;

1.KaBdAov - A.. 2.Aiyo - Eivat.. 3.Métpia-Xu.. 4.MoAd - MeB.. 5.IdpamoAl -,

Zewpal
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‘Otav éva Eevodoxeio dnuoaielel MepIEXOUEVO MOU MApoOUIAZel Tov IBIOKTATN ToU
Eevodoxelou , TL aloBnon oag npokaiel autd To eidog NEpIEXOPEVOU;

Anprovpyel aloBnon Slagavelag Kal auBevTIKOTNTAS

Me kavel va viwdw mio kovTd oto brand Tou ouykekpipévou Eevoboxeiov
Evigyvel TNy epmigtocivn pou ato Eevoboxeio

Aev pe ennpedZel, MPOTIHW oLBETEPO/EMAYYEAPATIKG TIEPIEXOHEVD

Mou paivetal unepPohikd npocwnikd fj doxeTto pe To brand

OLanavmoelg evég Eevodoyelou oe oyoAla fi mapdanova neAatdy online oag kavouv va *

Bewpeite To Eevodoyelo pia mo unelBuvn eruyeipnon;

Nau

ox

Mépog . s

MNoWTNTa KOl EAKLOTKGTATA NMEPLEXOPEVOL

Négo onpavTiké Sewpeital Ta napakate otokela yia va xapaxmploste £va
TEPIEXBHEVO EEVOBOXEIOU MDIOTIKG Kal EAKUOTIKG:;

1=KaBéhou onpavTikd, 5= Moks onpavtikd
1.KaBGhovon.. 2. Alyoonuavt.. 3. ENixoTacn. 4 Inuaviko 5. MoAd onpav..
Mowbtta pur.
Xption Gure...
EnayyeAparic_
H pealioTixs ..

H auBevTinsm...

Ze roto PaBpod n ormike aleBnTIk (design, xpopata, ouvénela oto Ugog) Tou
replexouévou evég Eevodoxelou ermpedadel ny avtiAnyf oag yia v nolbTnTa Kal Tov
EMayyEAUATIONS Tou;

1=Ka@dAou. 5= Napa Mokl

1.KaBdhov — .. 2. Alyo —'Evad.. 3.Métpa—-H.. 4.MoAl - Tok.. 5. MApamoAl ..

Zewpd 1

T& nola and Ta MapakdTw kavaa emkowwviag NpoTipaTe va PAEMETE neplexdpeve yia *
&va EevoBoxeio; (Mnopelte va emAEEETE MEPIOCOTEPa QMO Eva)

Facebook
Instagram

Tik Tok

You Tube

E mail(newsletter)

lotooehiba Eevoboyeiov

Zag emmpedalouy ol pwroypadieg mou napouoialouv To Eevodoyeio mpv Kal peTa tny
avakaivian;

Nat

Ox

Méoo anpavtikd Bewpeite Ta email(newsletter) va mepiéxouv eikdveg and To dwpatio *
TIOU EXOUV KAVEL KPATNOT 0L XPHOTES;
1= KaBéhou onuavTikd. 5= Mokl onuavTikd

1. KaBdhou on... 2. Aiyo onpavt.. 3. Métplaonp..  4.Inpavukd 5. Mok onpav..

Teipd 1



Mépag & v

Enispaon tou Yngiakos Nepiexopévou otn Tupmepupopt kat Ty Eynztpla Ty Meatiy

Noto Mepiexdpevo oag emmpedel BeTIKG yia Ty npdBeon kpdmong oe Eva
Eevodoxeio:

Eva BivTeo pe Tic unnpesies

Euxéves and to Eevoloyeio

Mpotéoeic and influencers

Mo SiaspApion nou va avaBlkvieL TO TOTIKA ETTIOTARL oY UTARXOLY O KavTwvi anéataon and o £

Av £va Egvoboyeio npopakel npoogopég f nakéta Slapovig péow social media,
auEdveTal n TBavoThTa va Kava KpaTnon

Nat auEdvet Ty uBavaTTa

Oy Gev augdver v mBavétnTa

Qewpelte 671 Ta peakoTikd oxbhia kal ol Babuoioyieg MEAaToV (0 posts f
wtooekibeg) ermpedfouy MEPICOOTEPD TN CUNMEPIPOPE 0AG OE OXETT HE TIG
Siagnuioeig evog Eevodoxeiou;

1=KaB6Aou.5= Napa noAd

1.KaBohou - 0.. 2.Aiyo - Taoy.. 3.Métpia - Ka.. 4.Mokd - Ta ox.. 5. MNapa noid ..

Zewal

‘Otav n epmetpia Siapovis oag Taipialet pe 6oa eixare Bet online (PwToypadies,
BivTe0,), MoIa M6 Ta NapaKaTe KaktTepa m & oag;
(Mropeite va EmAEESTE MEPIOCBTEPES N HLa ANAVTATELS)

Witz peyahiTepn tkavanoinan and Tn ouvohu ERMELpia pou.

nepuoobiepo T

Eivat muo Tuavd /| va Kévi Eavi kpdTnon oto (510 EevoBoxEio aTo Aoy

Eivar mo uBavo/r) va npoteiviu To £evoboyeio o akhoug

Eival o mBavé/f va agfow GeTu kprtuc

TUBEwpEITE Mo ONPAVTIKS va TpoBaRkeTal o8 £va User Generated Content (UGC) evbg
EevoBoyelou; (Mopeite va EMALEETE MEPIOOSTEPES QMO |ila ANAVTHOEIS)

n oL auyKpivEL NpooBoKL 1ta (e v uapoviy /petd v Suapow)

Bivreo now Belyvouv T Béar kal T 8¢a Tou KaTAADPATOS

Fepiexbpevo driou o1 nekdr époviar oty

MEpiExBpEva naw of nEAS pEpOVTaL OTAY £1on Tou 1LOKTATA A TWY BIOKTATEY

EIMKpIv] OXBAI0 TIOU OVBGEPOVTL OE TAEOVEXTATA KAl JEIOVEKTAUATA.

MAPAPTHMA B.

‘Eykpion €peuvag amd tnv Emitpomn
NEATOAIC.

BionBikig kat AgovtoAoyiag

Tou Mavemotnuiov
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. Neapolis

University
Pafos
Npog: Onoiov EvBiagipel e
Hyep. 17/11/2025 V.'lﬂum::n;‘(ru
80, NpwroxdMoy: 49/2025 e FEER
Toatr messese
9two: Mvwyobbmen Aikavuvic Epeuvoc et up
e
Kipie ZAko,
Sag evnuepives pE TiTho <H
ou Content Marketing aTov kASB0 TriG @iAGEEViaGs Exer eheyXBEi ané TV
Enmpond i nBific Tou NeanoMic Négog n onola

YvewpoBorei unép TG Siekaywyrc TS épeuvac. Zag napokad AGBeTe undyn én n
OuYKexpIpvn Epeuva éxel EYkpIBEl Yo éva ETo Ko 10XUE! Yia JUAAOYA
SeBoptvwy nou Bev 8a yivouv otV Kunpioxi) Anpoxparia. Nopaxaki dneg
BeBowsBeire 6T N KUKAOROPIO ToU NAEKTPOVIKDY OUVBEOYOU Bev B0 OUPNEPINGRE!
xdToIoug TG Kunpiakfi Anpokpariac. ApbBio 6pyava To onolo elval unedBuve
Y10 Eyxpion yi0 ouMhoyA SeBopéviav oty Kunpiaki) Anuokparia eival n EBVIKA
Enmpond) Bron@ixic Kunpou. o napaxahd dnwg EAEYEETE eniong Toug.

0 enmponis xpeidleaTe end T

xo
Xpa nou 8o OuAAEEETE Ta Sedopéva oac.

Me extipnon,

8 Mapiog Apyupidng
Kabnynriic ZupBouleuTikdc WuxoAoyiag
Npéepoc Enmponiig

Pl Nusmobs T, Anpdsos Sasing 2. 0542 Mg, Kimgos.

L L R PSR e—
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