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IHEPIAHYH

O Kvnpotoypaeoc frav avékadev €vag amd Tovg o JladedOUEVOLG TPOTOVS YOOy MYING.
Tn onuepwn emoyr, OU®C, Ol KWWNUATOYPAPOL ®G EMYEPNOELS TPOPOANG TOWVIDY EXOLV v
AVTETOTIGOVY TOAAEG dvuokoAiec. TTapdAnia vedpyel peyddn ovénon ot xpron tov social
media and Tovg amlovg XPNOTEG Kol TIG EMEPNoEls. Ot TEPIGOOTEPES EMYEPNOELS dElYVOLV VL
npoorafovv va a&lomomcovy 0 YEYovOg avutd ypnoyonotdvtag to. social media yi okomovg
marketing. ‘Etoi, &ivor sppovég o6t to social media divouv por peydAn evkaipio 6Tovg
KIVNRatoypaeovg vo mpofAndoidv kot va tpomdnbovv ypryopa kot amotedecpotikd, Bondovrag
TOVG VO TPOGEAKVGOVY VEO KOWVO, VO S1ULTNPTICOVY TO VITAPYOV TEAATOAGYIO KOl VO, SLOTNPGOVVY 1
KON KO VO aDENGOVV TIC TOANGEIC TOV gottnpiov avtn Tn dVoKoAN mepiodo. H mapovoa
Smlopotiky epyacio £xel @g otoOY0 TN dlepebivnor Tov Pabpod Kot Tov TPOTOV TOV YPNGIUOTOLOHY

ot kivnuatoypaeot ¢ EALddag ta social media yia oxomotvg marketing.

H pebodoroyio mov akorlovbnbnke amd Tov gpguvnT Yo TNV EKTOVNOT TNG SIMAMUATIKNG

epyooiag etvon 1 €€ng:

e [lapovciaon kot avéivon tov PacKOV 0p®V NG SIMAOUATIKNAG epyaciag péca amd v

vrapyovca Pifioypapio
o [Ipayuatomoinon mToloTIKNG EPEVVOC UE GUVEVTEVEELS
e Efaymyn cvounepacudtov

Ta Pacwod ocvumépocuo g £pguvag eivar 0Tt ot Kwvnuatoypdeor g EAAGSag
xpnotpomoovy kot a&omoovv oe éva Pabud to Social Media Marketing. Ot yewepwvoi
KIVNHOTOYPAPOL, 68 oyéon Ue TG GAAeS Katnyopieg Kvnuatoypdowy, teivouv va a&lomolobv o
TEPLOCOTEPA OO TOL OPEAT] KOL VO YPTCUYLOTOLOVV TO TEPLOCOTEPA OO TO, EPYAAELD TTOL TPOCPEPEL
to marketing oto. social media. Xe kabe mepimtmon O6lot or KwvnpoToypdeot, aveEoptitmg
Katnyopiag, Hropodv vo enevédcouy koo TEPIGGOTEPO o€ OTH TN Hoper marketing ue okomd

NV KaAOTEPT TPOPOAN Kt TpomONGT| TOVG.

A£Eeig khadd: Kwvnuartoypdgog, Social Media, Social Media Marketing, eWOM, Social
Media Metrics kot Analytics



ABSTRACT

Cinema has always been one of the most widespread forms of entertainment. Nowadays,
however, cinemas have to face many difficulties. Meanwhile, there has been a great increase in the
use of social media by ordinary users and businesses. Most businesses seem to be trying to take
advantage of this by using social media for marketing purposes. Thus, it is evident that social
media provides a great opportunity for cinemas to be seen and promoted quickly and effectively,
helping them to attract new audiences, retain existing clientele and maintain or even increase ticket
sales during this difficult period. This thesis aims to investigate the extent and the ways in which

cinemas in Greece use social media for marketing purposes.
The methodology adopted by the researcher for the execution of the thesis is the following:

e Presentation and analysis of the basic terminology of the thesis based on the existing

references
¢ Qualitative research through interviews
e Extraction of conclusions

The main conclusions of the research are that cinemas in Greece make use of Social Media
Marketing to a certain extent. Standard cinemas, compared to other types of cinemas, tend to utilize
most of the benefits and use most of the tools offered by social media marketing. At any rate, all
cinemas, regardless of the category, can invest even more in this form of marketing in order to

better promote and advertise themselves.

Keywords: Cinema, Social Media, Social Media Marketing, eWOM, Social Media Metrics
and Analytics



