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MEPINHWH

H napovca dsumhopatiky epyacio eotidlel 6T HEAET TNG KOTAVOAMTIKNAG CUUTEPLPOPAC OTEVAVTL OTIC
YMELIKES TOAVEBVIKES EMLYEIPNGELS TOV EMTEPIKOD KO OTIC LUKPEG EAMNVIKEC EMYEPTIOELS NAEKTPOVIKOD
eumopiov, pe wwitepn éueacn otov KAAdO TOL yuvaikeiov podyov. H poydoio avdmtvén tov
NAEKTPOVIKOD EUTOPIOV KOt 1] EVIOYLON TNES YNOLOKNG TOPOVsiag O1ebvdv emyeipnioewv Exovv petofdict
ONUOVTIKG TO OVTOYOVIOTIKO TEPIPAALOV, ONOVPYDVTOS VEEC TPOKANCELG OAAA KOl EVKOIPIES YO TIG
EYYDPLEG EMYEIPNOELG. XTO TANICIO AVTO, 1) EPYACIN EMOIDKEL VO SIEPEVVIOEL TIC GTACELS, TIG AVTIANYELS
KOL TIG OYOPAOGTIKEG EMAOYEG TOV KATAVOAMTOV, KAOMOG Kol TOVG TAPAYOVTEG OV EMNPEALOLY TN ANym
OTOPAGEMY GTO YNOLIKO TEPPAAAOV.

lNo v emitevén TtV epeuvnTIKOV ©TOY®V LIWOOETHONKE TOGOTIKY] EPELVNTIKN TPOCEYYIoT HECH
SOUNUEVOL EPOTNLOTOA0YIOV, TO 0TOl0 GYEdATTNKE PACEL TNG OYETIKNG d1eBvog BipAtoypapiag Kot Twv
EPELVNTIKOV gpoTNUdTOV TG MeAénc. To epotnuotoAidylo davepndnke nAiextpovikd oe 'EAAnveg
KOTAVOAWDTEG TTOL £XOVV TTPAYHOTOTOWGEL online ayopéc yuvaikeiov povyov. H avdivon tev dedopévav
TPOYLOTOTOMONKE e TN YPNOTN TEPIYPOUPIKNG KOl CUYKPITIKNG GTOTIOTIKNG, EVM TO OMOTEAECUOTO
TAPOVCLACTNKAV HECH TIVAK®Y KOl YPAPNUAT®V, SIEVKOADVOVTAG TNV EPUNVEIN TOV EVLPMUATOV.

To amoteléopata TG £PELVOG KATUOEIKVOOUV OTL Ol YNPLoKES TOAVEDVIKEG emyelpnoelg a&loAoyovvTol
BeTIKA KLPIWE MC TPOC TNV TOKIALL TPOIOVTOV, TIG AVIOYMOVIGTIKEG TYEC, TV TOOTNTO EELTTNPETNONG KO
™ ovvolkn eumelpion ypnotn. IHopdAinia, ot KkpEC EAANVIKEG emYEPNOELS EUEAVIiOLY CMUOVTIKG
CULYKPITIKG, TAEOVEKTAIOTO TTOL OYETICOVTAL e TNV TOOTNTA TOV TPOIOVI®OV, TNV TPOCOITOTOMUEVT]
eEumnPETNOT, TNV ELTIGTOGVUVI] KOl TNV TPOHEST] TOV KOTAVIAMTOV VA GTNPIE0LV TNV EYYMPLU OLKOVOLIaL.
EmimAéov, damotdveTon 0Tt dNUOYPOQIKol Tapdyovtes, OTME 1 NALKia, To eninedo ekTAidEVONE KOl TO
elo0onua, emmpealovv o€ onuUovTIKO Pabud Tn CLUTEPLPOPE KAl TIC OYOPUCTIKEG TPOTIUNGCELS TMOV
KOTOVOADTMV.

YUVOMKGA, 1M TOPOLGO OMAMUOTIKY €pyocioc. CLUUPAAAEL oTNV  KaTAVONoN 1TNG KOTOVOAWMTIKNAG
CUUTEPLPOPAS GTO NAEKTPOVIKO EUTOPLO UOSOC KOl OVOOEIKVVEL KPIGIHOVG TOPAYOVTES TOV UTOPOVV VoL
a&ltomonBohv amod TiIg EAANVIKEG EMLYEPNOELS Y10l TN PEATIOON TG AVTOY®OVIGTIKOTNTAG TOVE GTO YNPLOKO
nepPdriov. Ta evpUATO TG EPELVOC TPOCPEPOVY YPNOLUES TPAKTIKES KATEVOVVGEIC Kol UTOPOUV v
amotelécovy Baon Yo LEAAOVTIKEG EMGTNUOVIKEG LEAETEC GTOV GUYKEKPIUEVO TOUEX.

AEEEIG-KAEIOA: KATOVOAMTIKY] CUUTEPLPOPU, NAEKTPOVIKO EUTTOPLO, YMPLUKES TOAVEOVIKES, EAANVIKEG
EMYEPNCELS, YOVOIKEIO povY0, YNPLUKO LAPKETIVYK



ABSTRACT

This dissertation focuses on the study of consumer behaviour towards foreign digital multinational
enterprises and small Greek e-commerce businesses, with particular emphasis on the women’s fashion
sector. The rapid growth of e-commerce and the strong digital presence of international companies have
significantly transformed the competitive landscape, creating both challenges and opportunities for
domestic businesses. Within this context, the study aims to explore consumers’ attitudes, perceptions, and
purchasing decisions, as well as the key factors influencing consumer behaviour in the digital
environment.

To achieve the research objectives, a quantitative research approach was adopted through a structured
questionnaire developed based on the relevant academic literature and the research questions of the study.
The questionnaire was distributed online to Greek consumers with prior experience in purchasing
women’s clothing through e-commerce platforms. The collected data were analysed using descriptive and
comparative statistical methods, and the findings were presented through tables and charts to facilitate
interpretation.

The results indicate that foreign digital multinational enterprises are positively perceived mainly due to
their extensive product variety, competitive pricing, fast service, and enhanced overall user experience. At
the same time, small Greek e-commerce businesses demonstrate important comparative advantages
related to product quality, personalised customer service, trust, and consumers’ willingness to support the
local economy. Furthermore, the analysis reveals that demographic factors such as age, education level,
and income significantly influence consumers’ attitudes and purchasing behaviour in online fashion
retailing.

Overall, this dissertation contributes to the understanding of consumer behaviour in the e-commerce
fashion sector and highlights critical factors that can be leveraged by Greek businesses to strengthen their
competitiveness in the digital marketplace. The findings provide valuable insights for both academics and
practitioners and may serve as a foundation for future research in the field of digital consumer behaviour.

Keywords: consumer behaviour, e-commerce, digital multinationals, Greek businesses, women’s fashion,
online retail



