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YIIEYOYNH AHAQXH

H T'ewpyio I'eppavaxov, yvopiloviag Tig cLUVERELEG TNG AOYOKAOTNE, ONA®V® vITevBuva 0Tl M
mapovoa epyacia pe titho «User generated branding kot pddo: pio LEAETN TOL TG TO OMTIKO
neplexdpevo mov popdlovrot ol yprioteg oto Instagram emnpedlet t dnuovpyia brand equity
— To mapaderypa g MONKIy, anotedel Tpoidv avotnpd TPOCOTIKNG EPYACING Kot OAES OL
TYEG OV €Y YPNOLUOTOUOEL, £XOVV INAMOEL KATAAANAQ oTIC BIPMOYPAPIKEG TOPATOUTES
Kol ovoeopés. Ta onuela Omov €yx® ypnoluomomoel 10€ec, Keipnevo n/kor myég dAlwv
CLYYPAPEWDV, AVAPEPOVTOL EVOLAKPLTA GTO KEILEVO LLE TNV KOTAAANAN TOPOTOUTT KOL 1] GYETIKN

avaPopd TEPIAAUPAVETOL GTO TUNUA TOV BIPALIOYPAPIKAOV OVOPOPADV LE TANPT TEPLYPOPT).

H AnAovoa,
I'EQPI'TA TEPMANAKOY
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IHEPIAHYH

O okomd¢ NG mapovcag JTPIPNG eivol Vo EPEVVIGEL TOV GLGYETIGUO TOL USEr
generated branding pe to otolygio tov brand equity, péca omd o onTIKO TEPLEYOUEVO
OV KOWOTO100V 01 papkeg ota social media. Evtonilovtog éva kevo oty vapyovco
Bproypapia, n perlétn emtvyydver voo emiPePfordost ™V Vmopén TOL AVOTEP®
GLGYETIGLOV, EVA TO EVPNLOTA TOV TPOKVTTOVYV TPOGPEPOLV £JAPOG Y10, TEPOUTEP®

Epevva.

To egpeuvnTikd €pOTNUO. AVOPEPETOL 6TO MG TO otoryeio Tov brand equity yivetan
avTIANTTd OTIC ONUOGIEVOELS TOV TPOoKLILTOLY amd User generated branding oty
TAateopua Tov Instagram, eved m épevva 01eEdyetal HEGH GTO EVVOLOAOYIKO TAAIGLO
OV KAGOOL TG podoc. H pedétn mepintwong agopd otov Aoyaplacud tov Instagram
g etopeiog MONKI, 1 onoia e&gtaletan o Bewpntikd kot mpoktikd eminedo, péoa
amd Vv epeuvnTikn péBodo g avaivong mepieyopévov. Ta eumepkd dedopéva
avTAOOVTOL HEGO OO TO OMTIKO LAIKO oL €XEl ONUOGCLEVTEL GTO AOYUPLOIGHO TNG
etapeiog oto Instagram evd 1 kmdkoroinomn kot epunveia tovg yiveron pe faon my
Aoyikny tov 4 eni pépovg otoyeinv mov cvvBétovv to brand equity, dniadn v
VALY VOPIGILOTNTO, LAPKOS, TNV EKAQUPAVOLEVT TOIOTNTO LAPKAG, TOVS GUGYETIGIOVG

péprog Kot TNV aEomoTion LapKogs.

Ta gvprpota g €pevvag pndpecav vo eTPEPALOCOVY TO EPELYNTIKO EPMTNLA KO
OVLVETMG VO EVTOMIOTEL GLOYETIGUOG avdpeca oto user generated branding kot oty
omopén tov otoyyeiov mov ocuvvbétovv to brand equity. IMopott o apbpdg twv
AOYOPLOIGU®V OV €EETACTNKE €lval (KPOS Kot 1 epunveior TV dedopéEVOV eVEXEL
OTOU(EL0L VITOKEUEVIKOTNTOG, TO EVPNLLATO OVESEIENV TNV SLVOTOTNTA EVIOTIGLOD TOL
brand equity og eumelpikd dedopéva eved TapdAiniao avadeiydnke n onpacio Tov user
generated branding o¢ pio amoTEAECUATIKY) GTPOTINYIKY HAPKETIVYK. LUVET®OG, TO
EVPNLTO UTOPOVV VO AEITOVPYNGOVY PonOnTikd Kot Yo GAAEG EMLYEPNGELS GTO YDPO
™G Uodag evd M moapovod gpyacio pmopel va ypnopomombel g aeempia yio
TeEpaTEP® £PEVVEG TAvm oto user generated branding, to omoio pmopel va Tpooeyylotel

Kol LEGO ad AALES epeLVNTIKEG LeBOOOVE KOl EVVOI0A0YIKA TAGIGLAL.
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ABSTRACT

The main purpose of this thesis is to recognize the existence of a correlation between
user generated branding and the element of brand equity, through the lens of visual
content shared by brands on social media. The study identifies a research gap within
the existing academic literature and manages to verify the existence of a correlation
between the two aforementioned marketing terms. Furthermore, the findings can

support future research.

The proposed research question of this study refers to the ways in which brand equity
could be identified on posted content occurring from user generated branding on
Instagram, while the conceptual framework of the research is the fashion industry. The
present case study concerns the Instagram account of MONKI and is examined on a
theoretical and an empirical level, through content analysis. The empirical data occurs
from visual content shared on the company’s Instagram account. The data coding and
interpretation is conducted through the logic of the 4 elements of brand equity, meaning

brand awareness, brand perceived quality, brand associations and brand loyalty.

The findings of this research were able to confirm the research question and therefore
to identify a correlation between user generated branding and brand equity. One main
limitation of the study was the amount of data under investigation as well as the highly
subjective nature of the research method. However, the research findings highlight the
possibility of identifying the element of brand equity within empirical data as well as
the importance of user generated branding as an effective marketing strategy.
Therefore, the research findings could offer valuable insights for more brands in the
fashion industry. Furthermore, the present research could be considered as a starting
point for further studies on the field of user generated branding, approached from

different angles, research methodologies and conceptual frameworks.

Keywords: user generated branding, brand equity, Instagram, avayvopisyomto,
LApPKOG, GUOYETICUOL LAPKOS, EKAAUPAVOLEVT TOWOTNTO LAPKOS, OEOMIGTIO LAPKOC,

noda, pdpKeTivyk






1. EIXATQT'H

To ovpupetoyiko dwdiktvo (Web 2.0) €xer aAla&er kabopiotikd v Kadnuepvottd
pog. Ta kKowmvikd diktva Kot TpoeEexdvtmg To. HEGH KOWMVIKNG OKTVMONG £YOLV
OLHLOPPMOEL VEXL OEJOUEVA OTNV  EMKOWVMOVIO, TNV EVNUEP®OTN OAAG Kot TNV
emyelpnuotikdTnTa. Ot TEPIGCHTEPEG GUYYPOVES EMIXEPNOELS OPOACTIPLOTOLOVVTOL
TAEOV KOl YyNnoLokd, ypnotporotdvrog ta social media wg éva gvkora mpocPaoipo Kot
OKOVOUIKO HEGO Yo TNV TPomONoM TPoldvI®mV Kol VANPESIOV, TNV TPOPOAN NG
TAVTOTNTAG TOVG KOl TNV aENCT TOV KEPODV TOLS. Me dAAa Adyla, To ynelokd péoa
AOTEAOVY VOV TOADTILO GUUUO)O Yo, TV dnuovpyia brand equity, onAadn v
dNuovpyia pog HapKag mov Exel onUavtikn a&io, HeTapalopevn 6€ VAKO Kot GuAo

KEPAAQLO.

Tnv i1 otryun, ta social media éxovv avafabuioet kot To pOAO TOV XPNOTOV, 01 0TTO{0L
éyouv petotpomel amd maONTIKOL OmOdEKTEG GE €VEPYOLS GUUUETEXOVIEC OTN
dapopewon g mpoypotikotntog. To user generated content givor pio popoen
niextpovikov word of mouth mov maipver peydreg S106TACES OTIC KOWMVIKEG
TAOTOOPUES, KOOIOTAOVIOG TOVG YPNOTEG GLV-OMUIOVPYODS OTIC OTPUTNYIKEG TMV
ETALPEIDV Yo TNV TpomOnor Tovg. Onwg eivar Aoykd, o KAGS0g TG nodac dev Oa
UTOPOVGE VO, LEIVEL OVETNPEAGTOG OO OVTES TIG AAAAYES. ZVYKEKPLUEVA, TAUTOOPLLES
omwg to Instagram mapéyovv ™ duvatdTnTo TPOM®ONONG ONTIKOV VAIKOV Kot TNV
wpofoin piog cvykekpipévng acsOnTikng, ototyeio Tov umopel va ekpetoilevtel pio
napka yio o ytioo ¢ tantodtntég . MapdAinio, péow tov brand-related user
generated content, pio etoupeio pmopei vo Aafet ypriciua oxoio and Tovg YPNOTES,
BeATidvovTog Ta TPOIOVTO KOt TIG VINPECIES TNG EVA TOPAAANA ExEl TNV dVvaUn Vo

aAnroemidpaoet pali Tovg, yriCovtog pia wyvpr online kowvotnta.

Ymv mopodoo UEAETN) EMOUOKETOL, MHECH Omd TN UEAETN TmepimT®ONG  HOG
ovykekpipévng erwvopiog podag (MONKI), va depevvnBet pe morovg tpdmovg Kot o
TOo10L EKTACT] UTOPEL TO TEPIEYOUEVO TOL TOPAYOLV Ol XPNOTEG TV UECOV KOWMVIKTG
diktdmong kot oyetiCeton pe pio pdpro (User Generated Branding) vo copdidiel ot
dnovpyia evog 1oyxvpod brand equity otov KAddo g pddac. XpnolHomoidvTog
Be@PNTIKES KO TPOKTIKEG TPOCEYYIGELS, EMYELPEITOL 1] TOPAYMYN CLUTEPACUATOV TOV

Ba cuveloPEPOVY GTOV KAAOO TOV UAPKETIVYK 11| Prounyavio Tng nodag.



1.1. kom0 Kol OVTIKEINEVO £PEVVOG

O okomog TG Tapovoag epyaciag ival va avaderydei n enidpaor tov User Generated
Branding (UGB) otnv dnuiovpyia brand equity (BE). ITio cuykekpiuéva, Oo epguvnei
TO OTITIKO TTEPLEYOUEVO TTOV dMpovpyeiTan omd yprioteg Tov Instagram Kot 0 TpOTOG e
ToV omoio ypnoyonoteital and €va brand mpokepévou va apnyndet v 1otopia TOV
otoug ypnotec twv social media (SM). TToAd meprocdtepo, Bo peretndel to mdg to
TEPLEYOUEVO TTOV ONULOVPYOVV 01 ¥PNOTEG Ko oyeTiletan pe pio pdpka, xpnoipomoteiton
TEAMKA oo TNV 1010 T PapKa TPOKELUEVOL VO EVIGYVGEL T 4 oToyEln TOV GLVOETOVY
10 BE, dnAadn v avayvopioodtnto papkog (brand awareness), v exhapfovousvn
nowdtnta (perceived quality), tovg cvoyetiopovs pdpkag (brand associations) Kot tnv

a&lomotio pépkag (brand loyalty).
Ot empépovg 6TOYO01 TOL EMIUDKETAL VO ETLTEVYHOVV givar:

1. Na kahveOet £va kevd Tov TapovstdleTat oTny EAANVIKY aKkadnuaikn BifAtoypapio.
[Tapott to user generated content eivor évo amd T TO Kaiplo. GNUELD TOL YNPLOKOD
papKeTIVYK, Ol HEAETEG OV €yovv ekmovnOel péypl oTIYUNS TAvVe ©T0 €ml PEPOVG
ototyeio tov UGB givar mepropiopévec. Ilohd mepiocdtepo, n vdpyovca iproypaeio
eotalel omv and €€ mpog ta péca Bewpnon tov UGB, oniadn ota kivintpa
dnuovpyiag tov amd Tovg ¥PNotes Twv SM aAld Kol otV Emidpacn TOv aVTO TO
TEPLEYOUEVO €XEL OTIC KATOVOAMTIKES OTOPAGELS Y10, TO VPV KOWO. TNV TAPOVCH
peAétn emowwkeTal o omd péca mpog ta EEm peaétn tov UGB kot cuykekpipéva 6to
A T0 VAKO avTo pmopel va ypnopomondet and pio etaipeio mov dpactnplomoteiton
OTO YMOPO NG UOSAG TPOKEWEVOL Vo dounoel éva woyvpd BE, eEacoariilovtag v

AVTOYOVICTIKN NG B€0om otV ayopd.

2. Na dnuovpynBet mpwtoyevég LVAIKO HEG® BempNTIKNAG Kol TPOKTIKNG EPELVAS, TO
omoio Ba eivar ypNOO YOl TIG EMYEPNOELS MOTE VO EVOMOUATMOCOVY TNV TOPATAVED
OTPATNYIKN TNV YNOLOKY Tovg Tpodbnon ota SM. [1épa and v kivnromoinon tov
XPNOTAOV OTO HECO KOWMOVIKNG OWKTO®ONG Yoo TN  Onuovpyic TPp®TOYEVOLS
TEPLEYOUEVOD, MOTE VA TPOKANOEL aAAnAemidpaom HETAED TOOVAOV KOTAVIAMTOV Kol
péprag, eivar onuavtiko va e&etdoovpe Tog 1 0w 1 pbpko pTopel va TOVTIGTEL e TO
TEPLEYOUEVO OVTO KOL VO TO EVOMUATMOCEL GTNV TAYLL CTPUTNYIKY] TPOPOANG Ko

npodbnong tg. EmmAéov, smduvkeron va toviotel 1 onpacia tov UGB ya 11g
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EMYEPNOELS, KUPIOC G OVTITAPAPOAT LE TIC KAUOCTIKEG TEXVIKES TOV LAPKETIVYK, OTTMGC

01 OOPN MO TIKEG KOUTTAVIES.

3. Na diepevvn0ei og mota £ktaon 1o BE kabdg kot o1 £évvoleg g avoryvopiotndtntog
péprac, e eKAaUPOvVOUEVNC TOWOTNTOC LAPKOS, TOV CLUGYETICUMV HAPKOS Kol TNG
aflomotiog papKag Hmropohv Vo OVTIKATOTTPLOTOVV GTO OMTIKO TEPLEYOUEVO TOL
popdlovrar ot ypnoteg ota SM. ErakorovBwg, ndg pmopel va ypnoyomrondel to
VAKO vt amo Eva brand ota TAaiclo TV oTPATNYIK®V UAPKETIVYK TOV YPNCIUOTOLEL
online, ®ote vo. gvioydoel v Béon Tov otV ayopd Ko va Egxmpioel omd TOV

AVTOYOVIGUO.
1.2. EpgovnTiko epotnpo,
To kevtpkd epOTNUA TOL TPAYUATELETOL 1] TOPOVCA dATPPNS glvar To EENG:

Ilw¢ o user generated branding oo social media ovufdiier otnv onuiovpyio brand
equity;

Onwg mpoavapépOnke, okomdc g HeAétng elvan vo mpoceyyiotel 10 £pevvnTIKO
EPOTNUO amd TNV €0MTEPIKN ONMTIKN NS papkac. [ToAd mepiocdtepo, 10 onueio
eotioong eltvan moOG pio papro HOdOS YPNOYLOTOLEL TO TEPLEYOUEVO TOL KOIVOTOL0VV Ol
YPNOTEG 0T PESH KOWMOVIKNG OKTOMONG TPOKEEVOD VO, Kotaokevdoet v online

EWKOVa NG Kot v, avENoeL v oia Tne.

To gpevvntcd epanuo e€etdleton o BewpnTikd Kot pguvnTiKo eminedo Léca amod To
npiocua g Propnyoviog e nodag, ota mAaicto Tov Instagram, to omoio amoteAel pio
amd T1G o ONUOPIAELG TAATOOPUESG KOWMVIKTG OIKTV®ONG. O Adyog mov emAéyOnke To
ovykekplpévo maaiclo oyetiletar pe v 1oxd tov Instagram g pio mAatEOpua
KOW®VIKNG SIKTO®ONG 0AAL kol g pio tepdotio ayopd pe ekatoppidplo whovoig
neldtes. [TapdAAnia, To YOPOKTINPIOTIKA TOL GUYKEKPIUEVOL HEGOL KAHMG Kot TOV
KAAOOL ¢ pddag mapovcstdlovv onueion emagng pe epguvnTikd evolapépov. ITo
GLYKEKPIUEVA, SLBETOVY TO KOO YOPAKTNPICTIKO TNG EIKOVAG, TOV £XEL TPWTAPYIKN
onpacio Kot Yo Tovg 600 VdLAKPLTONG Popels. Apevog, N Loda eivar pia Prounyovia
mov Pacilel TV 16Y0 ™ TNV ucONTIKN, N omoia Kol TPOPAALETOL OLOPNIGTIKA HECOL
and POTOYPOPIicELS, Pivieo Kol ONTIKEG Kapmavies. Apetépov, to Instagram givon to

KateEoynv HECO Tov oTnPileTol GTNV KOWOTOINGoN POTOYpaPlIdV Kot Pivieo, o€



avtifeon pe dAia SM (6nwg m.y. to Facebook 1 to Twitter) ta onoia eotidlovv 6TO
YPOTTTO AOYO 1| GTO GLVOVOGLO OTTIKOV Ko Ypamtov epieyopévon. Katd cuvéneia, o
UGB pe ™ popon ontikod mepieyolévon dnUovpyel £va evdtikpito TAaiclo Héca 6To
omoio umopet va ekmovn el n Tapovoa Tpaypateio, omoOKAEIOVTAG TIC TNYEG TOL EXOLV

SLLPOPETIKT LOPPT), OTMOG O1 YPATTEG KPITIKES Yo VoL TPOTOV 1 pia emtyeipnon.

H pelém mepintoong mov Ba mapovoiactel oty mapovoa datpiPn aeopd otV
etapioc MONKI. H MONKI givon pio etanpeio ypriyopng nodog mov Opmg Eepevyet amod
10 KMo K TpOTLTTO TOL OpiAov H&M, otov omoio avikel. Alvel Epeacn o€ apyEc Onmc
n Pwowdmro, n yovaikeio eVOLVAU®OON Kol 1) KOW®VIKT SKOOoLVY] Kol €YEL
KatapEPEL vo yTioel pior evepyn, VEOVIKN] KOwOTNnTa mov TV akoAovbel motd Kot
aAnAoemdopd poll e, Eivor pio etoupeion mov eKPETOALEDETOL GTO EMAKPO TIC
W teg Tov SM kot ta evidooel evepyd oe OAEG TIC TPOMONTIKES EVEPYELEG TTOV
viomotel. XpNoHomoldvVToS TPOTOTLTEG GTPOUTNYIKES LAPKETIVYK TTOL GLVASOLV LE TNV
YEVIKOTEPT P1rhocopia Tng, divel Eupacn 610 yTicyo &vog woyvpol brand identity,
Baciopévou 6e suykekpipévn aicOntikn kot a&ieg, doTE vo Onpovpynoet pia ermvopio
mov Eexwpilel and tov avtayoviopd. Zuvenmg, Bewpnbnke 01t mpdketton yio Eva
TAPAdEYILO ETAPEING TOV TTAPOLGLALEL EPEVVITIKO EVOLNPEPOV KOl KOTA GULVETELL

eMAEYONKE MG AVTIKEILEVO TNG TAPOVGOG HEAETNG.
1.3. Znpaocia épevvag

H orovdardmra g mapovcag dtatpiPng ykettor otnv KGAVYT VOGS YVOGTIKOD KEVO
nmov mapovctdletoar oty PipAoypapio, avagopikd pe to UGB. IMapdtt €xovv
exmovnOei ektevelg peléteg oyetikd pe 1o UGC ota SM, 1o UGB, o¢ dwokpttd medio
TOV YNOOKOL PAPKETIVYK eMOEYETOL EMTAEOV dlepevvno. TlapdAinia, ol oyeTikég
LEAETEG EMKEVIPAOVOVTOL KUPIWG GTO TEPLEYOUEVO TOV INULOVPYOLV Ol XPNOTES LE TN
popon online kpitikdv o€ blog evd ta Kupilapya medio mov Eyovv depevvndel sivan
VT ToL ToLPloPOL Kat ¢ eotioong (Geurin&Burch, 2017). v ocvykekpyuévn
gpyaoia petatifetol oto emikevtpo o KAGS0G TG nodag evd gpevvdrtal To ontikd UGB
Tov dNUOVPYOLV Ol ¥pNoTes ot SM Kot GUYKEKPUEVA GTNV TAATQOPHO TOV

Instagram.

Mio oxkéun wtoyn tov UGB mov éxer epevvnbel extevg amd tnv vrapyovca

axoadnuaikny Pproypagio glvar to Kivntpo mov 0dnyovv tovg ypnoteg tov SM ot



dnuovpyia tov (Davcik et al., 2021), to ndg owtd cvvdéeTon Pe TNV dNUOLPYia
EUTIOTOOVVIG UdpKroc omd v TAevpd tov kotovoilotov (Kim&Lee, 2017) ol kot
Kotd 1000 givar amoteAecpoTikd o¢ otpatnyiky papketivyk (Geurin&Burch, 2017).
Méoa and to mopandve, evtomiletor éva KeVO, avaQopkd HE TNV TPOGEYYIGT TOL
UGB, n omoia £yet va kdvel pe v omd £E® TPOC T0L LEGO OTTIKT TOV. ZVYKEKPIUEVO,
N mAelovotnrta TG PrpAoypapiog eotialel 010 TOG EMNPEALEL TOVG KATAVOAWMTEG LE
Oetikd N apvnTikd TPOMO, VD dev €EETALETOL TO TMG YPNOLUOTOLEITOL OO TIC
EMYEPNOELG Y10 U1 OIKOVOUIKOVG oKOTovG. Edikdtepa, n OnTIKN TOL MG pio pdpKo
UTOPEL VO YPNOILOTOGEL TO TEPLEXOLEVO TTOV TNV APOPA KOl SNUOVPYEiTaL amd TOVG
YPNOTESG, TPOKEUEVOL VAL KOTAGKEVAGEL TNV TOVTOTNTA TNG KOl VO OIKOOOUTOEL EVal
woyvpo BE, Bektidvovtag v B€om g otnv ayopd, gival pio OTTIKY TOV TPOGPEPEL
YOVILO £501POGC Y10 TEPULTEP® SLEPEVVIOT|. ZVUVETMDC, 1| TAPOVSO EPYUGio UTOPEL VaL Yivel

AVTIANTTA OG o TPMOTN aTOTEPA Y10, TV CLYKEKPLUEVT TpocEyyion Tov UGB.

Ta mopamdve, Tomobetovpeva 6e €va gpevvnNTIKO TANIGIO OT®MG OVTOG TS UOdG,
TPOCOEPOLY EMMAEOV YVAOOT Yio to branding otov owkelo KAGSO. Zvykekpipéva,
TPOKELTOL Y10 EVOAV TOREN TNG OKOVOUTNG TOV £XEL avAyKN otd S10pK EKGLYYPOVICUO
Kot avaaduon, eved ol TPOTOTVTES TEYVIKES TPOMONONS TV TPOIOVTI®V TOv gival
wWwitepa onuovtikés, e€outicg TOL oyovolS OVIOY®MVIGUOV. XUVERMDC, 1| TOPOVCH
peAETN umopel vo eUmAovTicEL akadNUaikd TV EAANVIKN BiAtoypagio kot TopdAinia
VO TPOCGQPEPEL YPNOUYLES YVOELS OTIS ETLYEPNOES HOOOG TOL dPACTNPLOTOLOVVTOL
online, TPOKEWEVOL VAL EVIGYDGOVV TO OVTUYMVIGTIKO TOVG TAEOVEKTILLO GTNV EYXDPLOL

KOl TOyKOG UL, otyOpd.

2. OEQPHTIKO ITAAIXIO
2.1. H évvouwa Tov brand equity

2.1.1. H pépxa

H évvown g pdpxog (brand) €yer Oeperidon onuocio 6tov KAAGO TOL HAPKETIVYK,
KaBmGg emTpénel o€ pia eMyEipnomn vo TPOSIOPIGEL TO TPOIOVTO N TIG VANPEGIES TOV
TPOCOEPEL MOTE VO KOAOWYEL TIG avlykeg TV katovolotov. [Ipdkertar ywo évav

ovvOeTo Hpo, OV £ival SVGKOLO VO OPIOTEL e GaPTVELD, KOOGS amoteleital omd TOALA
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EMUEPOLS oTovElo. Xnuepa, 1 onuovpyio evdg emrvynuévov brand, to omoio
dtapopomolel £va Tpoiov, pio vanpecia 1 €va ATOUO Amd TOVS OVTOYMVICTES TOVL,
AmocYOAEl TO CUYYPOVO EUTOPLO Kol TOV KAGOO TOV HAPKETIVYK, evd £xel eEeAyDel og

pio vdbeom yio TV omoia ot EMYEPNOELS OLABETOVY VITEPOYKO OIKOVOUIKE TOGA.

Youpwvo pe tov American Marketing Association (2014), 6nwg napatifetor and Tov
Muniz (2015), papxa etvor «n ovopacia, o 6pog, 1o 6y£d10, T0 GOUPOAO 1| 0TTO1001|TOTE
GAAO oTOLYEID TTOV TPOGOIOEL TV TOTNTA GE EVAL TPOTOV 1 Uio VINPETTO TOV TPOGPEPETOL
amd £vov TOANTY, SLOPOPOTOLDVTOS TO OO EKEIVA T®V VIOAOITWOV TOANTOV» (GeA.1).
Ao ™V TAELPE TOL KATAVOA®MTN, 1 Lapko fondd oty emAoyn evog mpoidvtoc, avti
Kémowov dALov, KaODG KaAMepyel v avtiinymn OTL LIEPEXEL GLYKPITIKA HE TIG

evaAlokTikég emhoyég (Jokinen, 2016).

fuepa, ot pdpkeg omoteAovv ovpforo afldv, cuvastnudtov kot tpomtev {oNng
(Jokinen, 2016) ka1 yio TOV KATOVOA®TY £IVOL 01 GUVOMKEG TOL EUTEIPIES KoL O OEGHOG
T0V pe éva Tpoidv 1 pia vanpecio (Ghodeswar, 2008). Ontwg avoaeépet 0 Muniz (2015),
oTN GUYYPOVT| ETOYN, N £VVOl0 TNG LEPKOG KOt 1] KATOVOAMTIKY] GUUTEPIPOPA TOV TNV
aKoAovOel TaiPVOLYV KOWVOVIOAOYIKEG KOl avOP®TOAOYIKEG SIUGTACELS, KATOUAYOVTOGC
otL mAéov M papka ovvtifetor amd €va «cOvoAo omd €vvoleg, cuvalcHnuota,
AVTIMYELS, TEMOONGES Kot vITePaEieg mOV AmodidovVTIol GE OTONONTOTE TPOGPOPA
ayopdg mn omoio QEPEL Eva GUYKEKPYEVO YOPaKTNPLOTIKO GVUPoroy» (oeAr.1). TTodv
neEPLoGOTEPO, pio pLdpka dev KoTaoKeLALETAL LOVO OO TOVG EO1KOVG TOL HLAPKETIVYK
OAAG KO atd TOVG 1010VG TOVG KATAVOAMTES, TNV KOLATOVPO oG kKotvoviag, o MME,
5 ayopés, TG KuPepvnoelg Ko moAAd axoun. To mopamdved KOOVIKOTOATIKA
povtéda £xovv €pBgt 6To TPOoKNVIO T TEAEVTAIN Y pdVLa, KABDG 1) GLV-dnpoVpYia TV

brands givon mAéov eppavng (Muniz, 2015).

Yougpwvo pe tov Keller (2002), n pépka Bpicketar otnv kapdid Tov branding kot tov
BE «at ™ ocvvBétovv moAdd ototyeio. Zoppmva pe tov cuyypagéa, €vo brand eivon
«OELOPVNLOVELTO, YELATO VOO, 0GONTIKA EAKLOTIKO, KaVO Vo peTagepbel avipeca
0€ KATNYOpieg TPOIOVIMV, YEMYPUPIKA OMUELD, TOMTIGHOVG KOl TUNHOTA TNG 0YOPAg,
TPOCUPHOCTIKO Kol EVEAKTO KOOMG Kol VOUIKA KOl OVTOYOVIGTIKG TPOGTOTEVUEVO)
(oeh.157). Ot pdpkeg cuvodovion oNUEPO e KADE AVTOYOVIGTIKY] OIKOVOUI EVED TO
ytiowo &vog emrvynuévov brand €xer tepdoTion onpacic Kot KOOTOG Yio KAOe
emyeipnon. Onwg avagépet 0 Muniz (2015), o1 papxeg £xovv petafdriel Tov TpOTO LE
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TOV OTO10 01 KOTOVOAMTEG AAUPAVOLV TIC AYOPOOTIKEG TOVG OMOPACELS, oxeTilovTol e
™V ayopd, avTAapBavovtal Tov €0vtd TOLG Kol GAANAOETIOPOLY HE TOLG GAAOVG.
Yopeova pe tov Keller (2003a), énwg mopatiBetor and tov Ghodeswar (2015),
dvvaun g PAPKaG EYKEITOL GTNV TPOCMOIKY] GNUOGI0 TOV £YEL ATOKTGEL GTO HVUAD
TOV KOTavoA®MTH KaODC pall TG cuVOEETOL TOAVETITEOT YVMOOT Kol GLVOLGOTLLOTO TTOV
tov fonBodv va v kotavoncetl (oer.4). Zovenmc, pio 1oyvpn Kot ETTUYNUEVT LapKa.
&xel T OVVOUN Vo TPocapUoOleTaL, Vo EMPLOVEL KOL VO OVATTOGGETOL LAKPOTPOOES L,

TOPA TOV OVTAYOVIGUO TOV OVTILETOTICEL.

2.1.2. H évvoia tov branding

Onwg mpoavagépbnke, n papka yopoktnpiletor and Eva chHvorlo LVAMK®V kol GLAw®v
WO0TATOV, T0 0010 ATOGKOTOVV GTY| OTLOVPYIO AVOYVOPIGILOTNTOC, TOVTOTNTOG Kot
ENUNG Yo €vo TPOTOV 1 pio vanpecio. Amo v GAAn, To branding givot pio 10 OMGTIKY
dwdwocion Tov amoTEl TNV €QAPUOYN HOG UOKPOTPODESUNG OTPOATNYIKNG Kot
nepthapPdvel €va chHVOLo evepyeudV TOL gKTEiVOVTAL Od TV KovoTopio Tpoidvtog
LEYPL TIC OTPATNYIKES HAPKETVYK OV gpapuolovror (Sammut-Bonnici, 2015). Kotd
™ ddpkela Tov 200V aidva, ol TPOKTIKEG Tov branding e&ehiyOnov onuovtikd, Kaddg
EYIVE MO EMGTNUOVIKO KOL OTOLTNTIKO, EQOGOV TPOEKLYOV EEEIOIKEVCEIS OE TOAAEC
TTUYEG TOV, OMMOC O GYESCUOG EUTOPIKOV CNUATOV, 1| PELVO LAPKETIVYK KOl 1|

dwapnon (Muniz, 2015).

H évvown tov branding eivor gvpeio ko vmépyer €va wAnbog opiopmv mov v
neptypapovv. Ta 0o kevipikd onpeio 6ta omoia cuykAivovv o1 TEPIoGOTEPOL EIvan 1
dapopomoinon Kot 1 avayvoplodtnta. Zopemvo. pe toug Kotler & Keller (2015),
«To branding evioydet Ta TPoidVTA KO TIG VINPEGIEG KE TN OVVOUN TNG EMOVLUIOG TTOV
QEPOLVY, eV Yo TOVg Bastos & Levy (2012), to branding «&exwvd og £va cOpforo,
évag Tpdmog Yo vo vTodNAmOel 0Tt £var avtikeipevo givol avtd mov givor Ko Enetta
yivetow €vog tpémog oo va dobel dvopa oe kdtw (oeh.349). Tlapdriinio, otnv
mepLypapn Tov branding ¢ pio TPOKTIKNY TOL UAPKETIVYK TOL dnovpyel Eva dvoua,
éva cOUPoAO 1 éva 6Y€010 TO 0010 TAVTOTOIEL KOt O10pOPOTTOLEL EVOL TPOTOV Ad GAAL
npotoévta (Unakalamba 2019), elvar gpeoavég 6T évvola ot GLUVOEETOL GTEVE [LE TOV
KAGOO TOL HOPKETIVYK KOL TN OTPOINYIKY TNG TPo®ONong OlopopomotUEVmV

TPOIOVIWV TOV PEPOVV Ui0L CLYKEKPYEVT] ETOVLUIN GTNV ayopd.



[ToAAég @opéc o1 Opotl branding kot HAPKETIVYK YPNOLUOTOOVVTOL MG 1GOOVVALLOL,
®GTOCO VILAPYOLY oToLXElR TOV TOVG drapopomotovv ((Unakalamba, 2019). Apyikd, to
HAPKETIVYK givorl TEPIGGOTEPO pin TAKTIKY, Ev®d TO branding pio otpatnyikn, Tpayuo
OV oMpaivel 6Tl T0 TPAOTO dev TPOoSTmabel Vo SIAUOPPDGEL TO GVVALGHNATA TOV
KATOVOAOTOV avoapoptkd pe to 1010 (Unakalamba, 2019). And v dAAn mhevpd, to
branding kot 1 dnpovpyia pog papKog XL vo KAVEL Le To0 cuvaicOnuo kot m okéyn
OV WEVEL GTO KOWO, 0QOTOL £xovv OAOKANP®Oel o1 S10d1Kocie TOV HAPKETIVYK
(Unakalamba, 2019). Xvvenmg, sivor pio dtodikacio Tov eVioyDEL TO HOPKETIVYK EVHD

amd TV GAAN 10 papkeTivyk fonda to branding va eival emttuymuévo.

To branding avékaBev vapée (OTIKO KOUUATL TOV EMYEPNCEDV, OLMG CNUEPL M
onpacio Tov givor peyaddtepn ond moté. H yprion tov SM pépvel Toug KoTavormTEG
KaOnpuepvd oe emagn pe TOAAEG LAPKES, STVOVTAG TOVG TEPLGGOTEPES EMAOYES Y10 TIC
OYOPOOTIKEG TOVG AMOPACELS. 20TOG0, OVTH M TPAYUOTIKOTNTO OVCKOAEVEL TIC
EMYEPNGELG TOV KOAOVVTAL VO EEXOPIGOVY HEGO GTOV aVTAYOVICUO. ATO TV GAAN,
elvat amodedEYEVO OTL Ol EMYEPNOELS TOL EMEVOVOVY TN dtadikacio Tov branding
&xouv omAdolo képdoc amd ekeiveg mov dev 10 KAvouv (IMomadomoving, 2017).
Yuven®g mpodkettal yuo. Evay KofoploTikd mapdyovio emTUYING GTNV OVTOY®VIGTIKN
ayopd tov onuepa, 0 omoiog Aettovpysl Kot ®g KWWNTAPLOG SUVOUN Yo TS VEEG
EMYEPNOEL TOV Oev SBETOVY aKOUN TNV OTOPOITNTN OVIOY®VICTIKN 10Y0 Kot

eCaptavrar and pio pikpotepn nehateiokn Paon (Iaradomoving, 2017).
2.1.3. Evvololoyikn mpocéyyion tov brand equity

To BE &ivon évag 6pog g emoTiUng T0v LAPKETIVYK TOV AVAPEPETOL GTT] GUVOALKY
aéio pog papkag og Eeywplotd meplovotokd otoryeio (Shahila, 2021). Mropei va
YOPOKTNPLOTEL G TO AOPOIGLLA TV TEPIOVGLOKADY GTOLXEIMV KOl TOV VITOYPEDCEDV TOV
oyxetilovron pe pio papKa Kol To GYU0 TOL QEPEL, TO. OO0 OVTIKOTOTTPIOVY KoL TN
oyéon mov Teivouy va. dnuiovpyodv ot meEAdTEG pe o ovykekpuévo brand. To BE
avTavokAd Kotd pio €vvolo Tov TpOTO LE TOV OMOl0 Ol KOTOVOAMTES CKEPTOVTOL,
asOdavovtal Ko evepyoldv omévavtt o€ o, cuykekpyévn papko (Shahila, 2021).
Youepwvo pe Shahila (2021) pmopet vo 0plotel ¢ «1 TPOSAVENUEVT TN TOV YPEDVEL
L0 ETOPELD Y10 GLYKEKPIUEVO TPOTIOV N VANPEGTO TOV TPOGPEPEL, KaBmG dtabétel Eva
OWIoMUO KOl aVAYVOPICUEVO OVOUN GTNV ayopd 6€ cUYKPIoN HE TOPOUOLN GELPA

TPOIOVIWV 1N VANPECIOV TOV £YOLV TO 10100 YOPOKTNPIOTIKA KOl YPNOUOTNTON
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(0el.2615). Me ahla Adyla, eivon 1 epmopikn a&io 1oL TPOKVTTEL MG ATOTEAEGLOL TG
OeTIKMG AVTIANYNC TOL KOTAVOAMTN Y10 T HAPKO Kot T 000 TPos@épel. Ot etaipeieg
UTOPOLV Vo dNUIovpYNGovV BeTikd kot vynAd eninedo BE yio cuykekpipéva tpoidvia
N LANPECIEG TOVE, KAVOVTOS TO OEIOUVNUOVELTO KOl OVAYVOPICIUO 6TO HLOAD T®V
KOTOVOAWTOV Kol ONUIOVPYOVTOG UL oLVOLSONUOTIKY oOVOEST) HECH OPOPMV

EKOTPATELDOV HapKeTIVYK Kot TpomBnong (Shahila, 2021).

O Aaker (1991) opier to BE ®g «éva ocOVOAO TEPLOVCIOKMOV OTOYEIOV Kot
VIOYPEDCEMY TOV GLVOEOVTAL UE a pLdipka [ ...] Ta omoia TpocsBETovv 1 apalpovv aéia
amd TO TPOCPEPOUEVO TPoidv 1 vanpesion (oeA.15). Toupwva pe avtdév, to BE
ovvtifetaw omd To otoeio g oflomotiag papkag (brand loyalty), g
avayvopowomtag — poapkag  (brand  awareness), g eKAapPavopevng
nowdtntag pdpkoag (perceived quality), tov cuoyeticpav papkag (brand associations)
Kot GAla Teprovatokd otoyyeio (Aaker, 1991). Opoimg, o Keller (1993) avtihoufaveton
10 BE ®¢ ™ dtapopomomtikn emppon| g yvmong, mov oyetiletat pe o papka, otnv
AVTOTOKPIOT] TOV KATOVOAWDTAOV, OVOPOPIKA HE TN OpacTNPOTNTO UAPKETIVYK TNG
etapeiag. 1o mhaicto g PiAtoypapiog Tov HapKeETIVYK, 01 GYEoelg katavalmt - BE
KOTNYOPLOTOOVVTAL GE OVO OUAOES: TIG AVTIANTTIKEG SUGTAGELS (OvayVOPIGIUOTN T
HapKoC, GLGYETIGUOL LAPKOAG, EKAAUPOVOLEVT] TOLOTNTA LAPKOGS) KOL T CUUTEPIPOPTKTY|
dtbotaon (aglomotio papkag). Ly mapovoa Helétn viobeteital n tpocéyyion tov BE
uéoa and v Bewpio tov Aaker (1991) kar cvvendg 1 Bedpnon Ot amoteAEiTOL OO

T TEGOEPU AVOTEP® GTOLKELN.

Yndpyovv 600 Bacikoi tpomot yio va petpndet to BE: o owovopikdc (financial) kot o
un owovopukog (non-financial) (Liu et al., 2020). Zouewva pe Toug Liu et al. (2020), n
OLKOVOLLKY] TPOGEYYIoT TapEXEL pia o akpipn] ektipunon g a&iog evog brand, wotdco
N UN-OIKOVOUIKT] EVOEXETOL VO £YEL LEYAAVTEPT XPNOIULOTNTA YO TNV OPYAVOCT] TOV
otpatnyK®v udpketvyk. H televtaio vt mpocéyyion nepthapfavetl 600 emi pépoug
ekpavoels: to BE pe fdon tov katavorot (consumer-based BE) mov givan e€myevég
og oyéomn pe v emyeipnon kot pe Paon tov epyalopevo (employee-based BE), mov
givon evdoyevég oe oyéon pe v emyeipnon (Liu et al.,, 2020). Mio ehappdg
dwpopomomuévn tpocéyyion tov BE, dnwg mapatifeton amd tovg Alvarado-Karste &
Guzman (2020), vioBeteitor and Tovg Keller&Lehmann (2006), mov vrostpilovv 6Tt
10 BE pmopet va e€etactel amd v TAeupd TOL KATAVOA®TY, THG 0YyOPAS-TPOIOVTOG Kol

mg ayopdc-otkovopiog (oed. 973). Kowod onueio tov mopamdve mpoceyyicemv
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amotelel o consumer-based BE, to omoio ko opiletar ®¢g «n St0popomotnuévn
EMOPOON TNG YVAOONG OGS HAPKAG OTNV OVTOTOKPIoT TOV KATOVOAMTOV GTO
uapketvyk mov v apopd» (Liu et al., 2020, cer.2288). ' TOVG GKOTOVG NG
napovoog Epevvag Oa diepguvn el n televtaia Ekpavon tov BE, dniadn avtd mov sivar
Baciopévo otoug Katavalmté, Kabmg Oa pehetnBovv mol0TIKE Kot Ol OIKOVOLIKA
otoyeio Tov oyetiCovtal pe v évvora. [apott Ba peretnel 0 6pog amd TV EGOTEPIKN
OTTIKY YoOvia NG Lbpkag, TeEMKOS emIMKOUEVOG 0KOTOS gival va dtamiotmbel, Tde ta
otoyel oL OoVTH  TPOPAAAEL yivovtol OVTIANTTA omd TOLG  KOTOVOAMTES,

01K0d0oUMVTOG £vo To10TIKO BE ov g mpocdidel auin a&io.
2.1.4. Eni pépovg otoryeia tov brand equity

Onwg mpoavapépbnie, vapyovv 4 facikd ctotyeia mov cuvlEétovy TV évvola Tov BE:
N avoyvoplodra pbpkag, 1 ekAapfovopsvn mowdTnTo UAPKaG, Ol GLUGYETIGHOL

uapkag ko 1 a&omiotio papkag (Aaker, 1991 ko Keller, 1993).

\Wvayvopeuotnta
uapkag

YueyETIoN0L ; A§LomieTia
gu/ipkuq ]lf(l){l\ﬁl‘) uapkag

Lxzaupavousvn
TOL0TNTU
wapkag

Ewéva 1: Ontiki avamopdotoon twv ototyeimv tov brand equity

Q¢ avoyvopICIHOTNTO HAPKOS YIVETOL OVTIANTTR 1 KovOTNTA €vOG OTOHOL Vo
avayvopilel | va avakoiel ot pvhun tov to évopo 1 To onua evog brand (Aaker,
1991). Onwg e€nyodv ot Marques et al. (2020), | ikovoéTTa QVTH TG AVALVNONG LLOGC
HApKOG OVALESH GE GAAEG KOAEITOL «OvVAyVOPLON» EVO N «AVAKANGN» GTI WVIUN

AVOPEPETOL GTNV KAVOTNTO OVAUYNONG oG LdpKag yopic Kav va €pbet To dtopo og
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eraen poli e H avayvopion pog papkog Kot n ovakAnon tg otn pviun 0eopovvton
oToyEio TG avayveoplotuotToag pdpkag kot ennpealovv to BE aveédptnta and to av

aVTN cvYKoToAEYETAL 6TIS TOOVEG eMA0YEG evOg Katavaiwmt (Marques et al., 2020).

H avayvopioipomto papkog epeoavifel SlopopeTikd emimeda emppong, kabmg ot
ot1oyoL Yo éva véo brand umopet va givar 1 adnon g avayvaopiong, Vo ot GTOYoL Yo
To SMUo@IAn brand evdéyetan va. oyetilovian mepiocdtepo pe v avaxkinon (Marques
et al.,, 2020). Xe kGbe mepinTmon, TPOKETOL Y10, €vO. OTOLKEID OV €mnpPedlel
dwdwasion ANYNG amdeaong TV KATAVOA®TOV, KabdG N ONUN Hog ETOVUUING
ouvdgeTa e PEYaALTEPT TBOVOTNTA VO vl HEPOG EVOC GUVOAOL ETIAOYDV, KATL TTOL
LE TN GEPA TOL £xEl TEMKE OvTiKTLTO 6TO amotédecpo TG ayopac (Marques et al.,
2020). Onwg vrootpilet o Aaker (1991), yopig 0vTd T0 KATAGKEDAGHA, KOAVEVO OTTO
T GAAo otoryela BE dev pmopel va vrdpéet, epdoov ypetdletor va vdpyet Evag KOUPog

oTN UvNuUN €vOg atdpov, 6mov B Lmopovv va cuvoedovv OAEG Ot GALES AVTIANYELS.

O1 ovoyetiopol pépkag cuvdéovtar GLVNOMS LE LI GLYKEKPLLEVT AVALLVIOT Yol Lo
napka ko opiCovrar og 1 evivmmon Tev Katavolotov yio éva brand (Aaker, 1991). H
onpoacio Tovg £ykeltol 6to 0Tl cLYVE enNPEAloVY TI ATOPACELS TOV KATOVOADTOV.
Onwc avagépetar o€ Marques et al. (2020), 1 pvqun ToV KOToVIA®TOV 0modnKevel
TANPoeopieg e KOUPOLG, 01 00101 AVTITPOCOTEVOVY CUYKEKPIUEVES EVVOLEG Kot Elvat
opyavopévol e Hope1| d1ktHov. Ot cuvdécelg mov opilovv avtd to diKTLO KaAovVTIL
ovoyetiopol. O aplBudc TV CLGYETICU®Y Kol 1 dOVOUT TOLg €&apTatal amd TIC
AVTIAMYELC TV KOTOVAA®TOV Yio OAa To, epediouata ota omoia ektibevton (Marques et
al., 2020) Zougwva pe tovg Alvarado-Karste&Guzman (2020), o1 GuGYETIGHOT LAPKOG
oyetiCoviot pe 10 otoryeio ¢ TaVTOTNTOS HbpKaG, VIO v €vvoln 6Tl pio Pacikn
Aertovpyio k6Oe pdpkog eivar  tavTONOINGT Kot 1 O10POPOTOiNoT| EVOG TPOIOVTOG,
avéroya pe TG a&ieg g etoupeiag mwov to dnuovpyel (0er.973). Me dAha Adywo, M
KOTOGKELN TNG TALTOTNTOG UAPKOS GYETIETOL LE TO TAPATAV® GTOLKELN P TPOTO TOV
etvar ovpPatog pe ovykekpuyuéveg afieg kot oyeTillOUEVOS UE TOLG KOTOVOAMTEG
(Alvarado-Karste&Guzman, 2020). Zovenmg, 1 To0TOTNTO HAPKOG OVOTOPLOTE TNV
ECMTEPIKN EMOIOKOUEVT] €KOVA HIOG ETOUPEING KOU TNV VLWOCYKEST TMPOG TOVG
KOTOUVOAMTEG YPNOIUOTOLOVTAS £Va povadikd ohvoro cuoyeticpumv udpkog (Alvarado-

Karste&Guzman, 2020).
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H exhopPavopevn modtra opiletonr wg 1 kpion TV KATOVOAOTOV GYETIKA UE TN
OLVOAIKT avTinmth anddoon evog mpoiovtog (Marques et al., 2020), kabmg n évvola
g evtOnwong (perception) mov v cuvbétel, pmopel va Bewpnbel wg o epunveia,
SaTaén Kot EMA0YN €PEDICUAT®OV TOL GTN GUVEXELD YivOvTol PEPOG TNG GIToY™Ng TOL
atopov yia tov kocpo. Onwg avagépovy ot Marques et al. (2020), to cvykekpipévo
KOTOOKEDOG O OYETICETON OETIKA [LE TIG EUMEIPIEG TOV KOTOVOAMTMOV OVOPOPIKE e pio
pépka, Kabng 660 vymAdtepn ivar 1 ekhappavopevn moldtnta oo OeTikdtepeg ot
aAnAemidpdoelg Tov katovolmt) pe To brand (oel.500). Tlpoxetton emmiéov yia Eva
otoyeio mov mpocdidel alla oe pila pdpko, Kabmg ot Betikéc eumepieg mov Oa
AmOKOU{oOVV 01 KatavaA®mTég omd avtn elvar mBovotepo va Tovg Kévovv vo TV

TpoTIUAcoLvV Evovtt GAlmv (Marques et al., 2020).

H ewova pag péprag (brand image) sivon éva facikd otoryeio tov BE mov pumopet va
ennpedoel Beticd v exhopfavouevn mootnta ko v aio gvog brand (Alvarado-
Karste&Guzman, 2020). Xvykekpiuévo, amoteleitar and TG memoldNGES Kol TG
EVIVITAOOELS TOV KOTOVOAMTOV YOp® 0md pio papka, evd odupwvo pe tov Nandan
(2005), omw¢ mopatiBetar and tovg Alvarado-Karste&Guzman (2020), pmopei va
opotel MG «Ol aVTIAMNWELS Yo pia pdpka, Omm¢ avtikotontpiloviar amd Tovg
OGUOYETIGLOVG UAPKOS TOL OlTPOVVTOL GTN UVIAUN TOV KATOVOAOTOV» (GEA.972).
[Tpoxertan yuo pio Srodkosio Tov EEKVA amd TIG EVEPYELES TOV ETOPEIDV, OAAN TEAK
e€apTdtol amd TIC OVIIANYELS, TIG CLUGYETICELS KOt TIG TEMOBNGELS TOV KATOVOADTOV
v ovtég (Alvarado-Karste&Guzman, 2020). [Ipokeipévov va onpovpyncovy o
1oYVPY| EIKOVA, Ol LAPKES EIVAL GNUOVTIKO VAL OVOTTOEOLY L0 GUVETT] TAVTOTITO KO VoL
TNV ETKOWOVOHV HECH TOV OOPOPETIKMV KOVOAIDV KOl TOV SNUEi®V EmaQNg ™G
emwvopioc. AMoote, 0nmg avagépetar oe Alvarado-Karste&Guzman (2020), n eikdva
etvar éva onpovtikd ovotatikd tov BE, evd ot woyvpol cvoyeticpol pdpKog
uetappdlovtar oe vynAdTepo consumer-based BE. Agdopévov 1oL oNuOvVIIKA
VTOKEUEVIKOD YOPOKTAPO TNG, M eKAouPavopevn moldtnta, oyetilOUeEV HE TIG
eumelpiec  evog  KoatavoAw®t| pe plo  pdpka, o&oloysitor ot Pdon TV
aAnAemidpdoemy pe éva mpoidv, pio vanpecia 1 éva eumopikd onpa. AAA®GTE, Ol
TEMKEG KPIGELS TOV KATOAVOAMTOV OVOPOPIKA LLE TV TOOTNTO OEV fvart AOYIKES aAAd
Bacifovionl o€ EMPAVEINKOVS GLGYETICUOVS, GUUTEPIAUUPOVOUEVINC TS ERPAVIONG,
TOL YPOUATOG, TG YeEVONG N TNG Aettovpykotntag (Marques et al., 2020). Opoiwg, ot

Beneke & Carter (2015), tovifovv 011 1 e£@TEPIKN EIKOVA LLAG LAPKOS TPOCEAKVEL TNV

12



TPOGOYN Kol TOPOVSIALEL OTOKEID Kol TANPOPOPIES Yo TO TPOiOV oL fonbovv otV
EMIAOYT] TOV KOTOVOA®TOV, KATL TOL OTn ouvvéxew &£xel Oetikn emidpoaon oty

exhappavopevn moldtnta evog brand.

H a&lomotio pdprog avapépetal otn 0EGUEVOT EVOC KATAVAAMTN GE £va TPOToV, Uil
vinpeoia N pa erovopio (Marques et al., 2020). O Oliver (1997), 6nwg mapatieton
a6 Marques et al. (2020), opiler v a&lomiotion HAPKOG OC «LL0L 1GYVPT], GLVETN
OEGLELOT] YO TNV ETOVOAYOPE KOl TNV TPOCTOGIO TNG EMMVLLING, aveEapTnTa od TIG
avtifetec mpoomabeieg TV aviaymviot®vy (6el.500). ITpoxetton yia £vo oToLyEio TOL
emnpealel v a&la evog brand, kaBd¢ ot moTol Kataval®mTEG deiyvouv peyaAvtepn
wpoBupia var TAnpmdcovy vymAdTEPES TIEG Kot eivan Mydtepo mBavd va aArlaEovv
TPOTIUNGELG amd TOLG Un ToTovg Kotovaimtég (Marques et al., 2020). Zopeova pe
Marques et al. (2020), diakpivovror tpelg THTOL A&OTIGTIOG HAPKOG: T) GUUTEPLPOPIKN
niom - emavaiapBoavopevn ayopd, N mGTH cCLUTEPLPOPES - TPOOES ayopds Kot 1
ovvletn miom - emavaiapPovopevn ayopd kot Tpdbeon ayopds (oer.500). Zopemva
HE TIG €VVOIEC TMV GULGYETICUAV UAPKOS Kol TNG ekAapPavopevng mowdtnrog, 1
a&lomotio papkag e&optdtat omd v avtidnyn tov atdpev yio avtiy (Marques et al.,
2020). Ta vMKG KOl TO GUAQ YOPOKTNPIOTIKO OOTEAOVV TIG METAPANTEG 7OV
EMTPEMOVV GTOVG KOTAVOAMTEG Vo amopacicovy eav BELovy va givon motol 6 o
enovopia, pe fdon to edv 1 pdpka Kot To TpoidvTa TG £XOVV T YUPUKTNPIGTIKA TOL

avantovv (Marques et al., 2020).
2.1.5. H onuooio tov brand equity

"Evag mpotopyikds 6Komdg TOV XTIGIHATOS (oG EmtuyoVs otpatnykng branding eivon
M dnpovpyio piag paprag Stapopomomuévng and tov avtaymviopd (Sammut-Bonnici,
2015). Onwg vroompiler 1 Sammut-Bonnici (2015), dtav pio papra metvyet vynio
BE (a&ila pdproc) péom tng d1apopomoinong g, £XEL T OLuVaTOTNTA VO OLENGEL TIG

TIWEG TOANONG KO Vo BEATIOCEL TNV KePAOPOpia TNC.

To BE £ye1 Lotikn onuocio yio Tov KAGS0 Tov UapKeTIVYK Kot Tov branding, kabmg n
emitevén| Tov €xel cuvdeDEl e LYNAOTEPO KEPAN KOl LEYOADTEPT] OVTOYOVICTIKOTNTAL.
Onwg avapépetar oe Marques et al. (2020), ot axoadnpaikég nnyég amodekviovy OTL TO
otoryelo avtd emmpedlel pe BeTikd TPOTO TAPAYOVTEG OTMG 1 XPNMUOTIGTNPLOKN

amdOooN, N PNUN MG HAPKOS, TO HEPIOIO OyOPAS, Ol TPOTIUNGELS TOV KOTOAVOADTOV,
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0l 0YOPOOTIKEG EMAOYEC KABMG Kot 1 Tpobupia vo TANPADOGEL O KOTAVOAMTNG Y10l TNV
OmOKTNGT GUYKEKPIUEVOL TPOIOVTIOC. ZUVERMG, &VOGC TPOTOPYIKOS GTOYOG TNG
dwxeiptong tov BE, péoa amd v ypnon otpatnyikov UAPKETIVYK OTOGKOTEL TNV
AmOKTNOY VEOV TEAATAOV KOl TNV J0THPNON TOV VOIOTAUEV®OV OAAL Kot 6TV PO
TOV ®C UECOV GLVUGONUATIKOD ETMNPEAGHOD TOV KOTOVOAMTH, Yo TN ONpovpyio

woyLPOV decudv pueta&d owtov kot e papkag (Marques et al., 2020).
2.2. H évvoua Tov User Generated Branding
2.2.1. ToWEB 2.0

O opog Web 2.0 ypnowomoteitar yoo va. meptyphyel to TAR00C 16TOCEAD®OV Kot
EPAPLOYADV TOV EMTPENOVY GTOV OTOLOONTOTE VO ONpovpyel kot va droporpdleTon
online mnpogopieg kar vikd (unimelb.edu.au). ‘Eva Booikd otoyeio avthig g
TEYVOLOYIOG EIVOAL TOC EMITPETEL GTOVE OVOPOTOVS VoL SNUIOVPYOVV, Va. LotpalovTat, va
ovvepyalovtar kKot va emkovavodv. To Web 2.0 yapaktnpiletarl Kot ®¢ KOW®VIKOG
16TOC, EPOCOV LECH GE OVTO TO OIKOGVGTNLLA Ol ¥PNOTES EXOVV GUUUETOYIKO POAO EVED
70 1010 avtiel v a&io Tov and avt ™ cvppeToyn (Etabomovriov, 2018). opewva pe
tov Porter (2008), o &vOpwmog, ®G KOmViKO ov, £xel TNV Tdom va dnuovpyet pall pe
dAlovg Kowvmvikd Tepipdilovia, evd n texvoroyia Tov Web 2.0 arotelel pia ékpavon
AVTOV TOV KOWOVIKOV oyécemv. Etot dikatoloyeitat kot o yopoktnpiopog tov Web
2.0 og Kowwvikdg 1610c. Mio mtoy g avlpomivng dpactnpomrag, Ommg
SLOLOPPDOVETOL GTO TAOIGLO TOL GUUUETOYIKOD SLOOIKTOOV, EIVOL TO, KOWV®VIKA O1KTLOL.
Ta Kowmvikd diKTLO ETTPETOVY GTOVG EMCKEMTEG VO ONIULLOVPYOVV O1KA TOLG TPOPIA
Kot va To potpalovtor pe dAlovg og pio dtodtkacio SIKTO®ONG Kol OAANAETIOPOONC
(unimelb.edu.au). H aAéov yapaxtnpiotikn Hopen TOV KOWOVIKOV SIKTO®V Eivol Ta

HEGO KOWVOVIKNG OIKTOMOGONC.
2.2.2. Ta péoa kowvmvikng diktomong (social media)

Ta SM 6o propovoay va xopaKTnPIeTOUV G 01 KOAOGGOT TG GUYYPOVNG ETOYNG OTNV
EVNUEPMOT) KOL TNV EXKOWV®OVID, EVD TOPEAANAN KOTATAGGOVTOL KOl GTO 1GYVPOTEP
KavAALo TOL YNELoKODH LEPKETIVYK Y10l TNV TPOPOAN TOV TPOIGVTOV KOl TOV VINPECUDY
pag emyeipnons. Loppwva pe toug Kaplan & Haenlein (2010), 6nwg mapatibBevtar amd

BAayomovlov (2020), «to xowvovikd péoa givar €vo chvolo oamd SlodKTLOKEG
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epapuoyég mov Pacilovral ota 10E0A0YIKA Kot TEXVOAOYIKA Oepédio Tov Web 2.0. ko
EMTPEMOLV T dNUIOLPYIO Kol OVTOAAOYT TEPIEXOUEVOD TOV ONUIOVPYEITOL OO TOVG
ypnoteey (0el.325). TIoAd meplocOTEPO, &ivol JOIKTVOKEG EPOPUOYEG TOV
KEMTPEMOLVV T GLUUETOYN], T1 CLVOEGILOTNTA, T1 dNUIOVPYIN TEPLEYOUEVOL OO TOVG
YPNOTEC, TNV OVIOAAQYT] TANPOQOPIOV KOl TN GLVEPYACIH HETOED HI0G KOWOTNTOG

xpnotovy (BAlayomoviov, 2020, oer.325).

Y10 SM maipvouv vdotaon Eva TAN00C amd KOwOTNTES, EPUPUOYES Kol epyaleia,
HECO OTO. OTOl0L Ol KOTOVOAMTEG EVEPYOTOLOLVTOL, OVTOAAGCCOVTIOG KPITIKEG KOl
AmOYELS Y10 TACTS PVGEMG TPOTOVTO KOl VANPEGIES. ZOUPMOVO LLE GTOTIGTIKA GTOLYE D,
4,55 doekatoppdpla avBpomotl ypnotporoovcav T SM tov Oktofplo tov 2021,
ap1Budg mov avrtictoryei oto 57,6% tov TOykOGHov mAnBuouov (datareportal.com).
Av1o TpokTIKA onpaivel 0Tt 9 otovg 10 ypoteg TOoL tvtepvet, ypnoiponolovy to SM

Y10l EMKOVMVIOKOVGS, KOTAVIAMTIKOVS 1 EVIUEPOTIKOVS GKOTOVG.

And v dAAn, To SM marketing eivar éva and ta onpavtikdtepa fondnuata tov
YNEUKOL UAPKETVYK, av AdPovpe vIOYW TO TOGOCTO TOV KOTAVIAMTOV TOL
dltnpovy Aoyoplocpovg o ovtd. Xopeovae pe v BAayomoviov (2020), to
papketivyk ota SM avaeEpETaL 6TO GUVOAO TOV EVEPYELDY TOV VAOTOLOVVTOL T LEGH
KOW®VIKNG OIKTOMONG, OMTOCKOTOVING OTNV TOPOY OAOKANPOUEVOV VINPECLOV
LEPKETIVYK GTOV YMe1oko Koo 0. Onwg 1 1010 vrootnpilel, «T0 LOPKETIVYK KOVMVIKNG
SIKTO®OMG amoTeLEl Eva amd ToL GNUOVTIKOTEPO KOUUATIOL TNG WYNOLOKNS TPOPOANG Kot
yvootonoinong pdpkag mpoidvtovy (Bhayomodiov, 2020, cer.324) kot apopd oe
eVEPYELEC IOV YivovTal 6Ta SM Kot 0mosKomoOV 6TV «TpoPoir| Kot epmopio TpoidVI®mV

KOl DTTNPECLOV TOV EMYEPNCEOV» (GEX.324).

210 TAaiclo ToOv GUYYPOVOL HAPKETIVYK, TO LEGH KOWVMOVIKNG SIKTOVMGONG TPOGPEPOVY
TAEOVEKTNLLATO, TOGO Y10 TOVG KOTAVOAMTEG OGO KO Yl TIG entyelpnoets. Ot ypnoTeg
UTOPOVY VO EMIKOWVOVOUV €UKOAO KOl YpIyopa pHe YAAdeg GAAQ GTOMO. Kol Vo
popalovrton T1g eumelpieg tovg. Méosa amd v Kadnuepvny evooUdT®on TOV UECHV
KOWMVIKNG OIKTOMONG 6€ OAEG TI EKPAVGELS TNG (mNG TOovg o1 Ypnoteg Aappdvovy
evepyd poAo amévavtt oTic emyelpnoets. [lapéyoviag kpitikég avapopikd e Tpoidvia
N oouPavia, TPoPAliovtag TN YVOUN TOLG Kot eKQPAloviag dueco 1 EUUECH TNV

OYOPOOTIKN] TOLG TPOOESN KOl GLUTEPLPOPA OCKOVV HEYAAN €MPpon o€ BGAAOVG
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YPNOTEC, EVO TOPAAANAQ TTETLYAIVOLY TV avafaduion Tov TapexOUEVOY TPOTOVT®V

KOl DINPECLOV OOTE VoL EEVTNPETOVVTUL PEATIOTA O OVAYKES TOVC.

ATO TV TAEVPE TOVG, Ol EMYEPNOELS UTOPOLV VO TOPAKOAOVOOVV Gu{NTNCELS Kot
OLOOIKTLOKEG KPITIKEG OV TIG OPOPOVV, VO GUYKPIVOVTOL UE TOV OVTOY®VICUO, V.
TPOCEAKVIGOVV TEPIGGATEPOVG TEAATEG 1] AUKOUT| KOLL VO ETLTVYYAVOVV AUECES TOANGELS
(Brayomovrov, 2020, cer.323). Mepikd Pacikd o@éAN Yo TIG emMXEPNOELS gival M
avénon Tov TEANTOAOYIOL TOVGC HE YOUNAOTEPO KOGTOC, 1 €vpela O1ddocT T®V
TANPOPOPLOV TOVG, N PEATIOON TOV GYEGE®V e TOVG TEANTES, M avafaduiong g
e€umnpéong Tovg Kot M eVIoYLoN NG OMOTEAECUATIKOTNTOG TV EVEPYELDV
UEPKETIVYK TTOV TTPOYUOTOTOOVV péEGa amd avtd To Kavdiw (BAayomoviov, 2020,
oer.324). TlapdAinia, ta SM 6étouv otn 0180eom TV emyelpnoemV epyoreia
TANPOPOPIKNG TOL GLUPBAALOVY GTN GLALOYT, TNV TAPUKOAOVONOT, TNV OVOAVOT) Kot

v ontikonoinon dedopévav (BAayomoviov, 2020, cer.347).

Ta tehevtaio ypdévia mapatnpeiton pio oLENUEVT ETLXEPTUATIKY dPACTNPLOTNTO GTA
SM, pe 6A0 Kot TEPIOCOTEPEG ETALPEIEG VAL EMYEPOVY TNV OTOKTNOT HOS IGYVPNG
dwdwktvakng mapovoioc. ‘Evag Baocikdg mapdyovroc, mépa amd 100G SIGEKATOUUDPLOL
YPNOTES, Elvar OTL OL EPAPLUOYES AVTEG TEIVOLV VO OVTIKOTAGTNGOVY GE HeYalo Padbuo
GAAeg TOPAOOGLUKOTEPEG LOPPEG EMKOVOVIOG, OTMG TO TNAEQ®VO, 1| TNAEdpAoN 1 O
JmPOcOTIKEG emaPés. Amd v GAAN, to. SM odivovv 1t duvatdtnto ETOPIKNG
KOWMVIKNG OIKTO®MONG HEC® TNG Omoing etalpeiec Kol OTEAEYN WUTOPOVV Vv
AVTOALAGGOVVY VEQ Kot TANPOPOPIES Kot va Bpickovv evUEP®ON Y10 OTTO100MTOTE O
emBopovv (BAayomovlov, 2020). H oy0g mov €xel amoktoet ovth 1 aAAnAenidpaon
ETALPELDOV KL YPNOTOV GTA LEGO KOWVMVIKNG OIKTVMOOTG EXEL LETALOPPADTEL TOV KOGLO
TOL YNOUKOD HAPKETIVYK, KANOTOVTOS TO avomdOoTOGTO KOUUATL OTOL0GONTOTE
EMTUYNUEVNG OTPOTNYIKNG Tpo®ONong amd to pkpdtepa pHEYPL Ta peyorvtepa brands

(BAayomoviov, 2020).
2.2.3. To mepieydevo mov mapdyovy ot ¥proTeES TOV S1OOKTVOV

Ta SM amotehovv onuovtikod Koppdrtt e kadnuepvig Long evad cuyva evBapphvouv
TOUG  XPNOTEG-KATOVOAMTEG Vo HOpAlovIol TS TPOCMOTIKEG TOVS  10TOPIES,
CUUTEPTAAUPOVOUEVOV KOL TOV 0LYOPDV TOV TPAYLOTOTOINGOV 1] TOV VANPECLOV TOV

éhaPav (Lund et al., 2017). Xépn ota SM o pdrog Tov Katavarwt| avafoduileror oand
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«oONTIKOG) G «EVEPYNTIKOY, oV TAEOV cuUPdALEL 6T dSlopdppmon evog brand kot
OTIC OTPOTNYIKEG EMKOVOVIOG Kot papketivyk ov Oa vioBetioet (Acuti et al., 2018).
[MopdAinia, ot yproteg €xovv TAEOV TN SOV VO, EXNPEAGOVY TIG KOTOVOAMTIKESG
ATOQAGELS TOV GAADV KOl VO SIOUOPPMGOVY TIG KOTAVOAMTIKEG TOVG GLUVNOEIEG OF
npwtoeavég eninedo (Acuti et al., 2018). Zougwvo pe to eMarketer (2016), 6mwg
noapotifeton and Kim&Lee (2017), nepimov 1o 80,7% TtV ¥pNoT®OV TOL S1051KTOOV OTIG
HITA Bempodv 6Tt 01 KPITIKEG TPOIOVI®MV EMNPEAlovY TN ANYN UG OYOPOUCTIKNG
amogaons (cel.1085). Eivar adnbeia 611 10 amotedespatikd user generated content
(UGC) mov oyetiCeton pe pio papka umopei vo mpoKorEoeL TIC OETIKEC aVTIOPAGELS TV
KOTOVOA®TAOV KOl AKOUT VAL 0ONYNOEL GE ELVOIKT AVIILETMMION TNG KOl CLUHOPPOOT

OTIG GUOTAGELS TV YPNOTAV (TPOTPENTIKEG 1] AMOTPENTIKEG) CYETIKEL LLE AVTNV.

‘Evag omd tovg @O 0amOTELECUATIKOVG TPOTOLG Yot VO OAANAOETIOPAGOLV Ol
Katavorlmtég oto SM eivar to UGC, 1o omoio draporpdlovior péca amd Tic S1dpopes
TAOTQOPUESG KOWMVIKNG OKTV®WONG. Mio €vvoloAOyIK) TTPOGEYYIGN TOL  OPOV
emyepeitoan omd toug Kaplan & Haenlein (2010), ot omoiot vrootpilovv 611 to UGC
etvat «m cuvoyn OAOV TV TPOT®V LLE TOVG OTO10VG OL ¥PNGTES YPNOLULOTOLOVV Tot SMH»
(ogh. 61), cvumepriapPavovtog €1t Eva TAN00G amd AglTovpyieg Kot EQOPUOYES TOV
GLVOEOVY TOVG TPMTOVG LE TOL OeVTEPQ. ZVOUPmVa ue Tovg Davcik et al. (2021), to UGC
elval OMUOG10 TEPIEXOUEVO TOV OVTAVOKAG KATOLOV EMTEOOV ONULIOVPYIKN TpocTdhELn
Kol OMUovpyeital dwpedv Kol €KTOG EMOAYYEAUOTIKNG OPACTNPLOTNTOS OO TOLG
xpNotes. Tnv i onTiky TV ¥PNoTN ®G dNovpyov aordletol kot o Munar (2011),
omw¢ mopatifetar o Davcik et al. (2021), o onoiog opilet to UGC mg «ymeromotnuévn

TANpoeopia Tov aveRaivel amd ToVg ¥PNOTES Kot YiveTon S1aBEcIUN HEG® TOV TVTEPVETY.

Mia aAAn ontikr) tov UGC eivon 611 amoteAeiton and blogs, owtoypagies, PBivieo,
KOWMOVIKA 0TKTLA KOl GAAOVG TOTTOVE EMKOIVOVIOG TTOV TOPEYOVTaL KOl KOTVOTTOLOLVTOL
online amd tovg ypnoteg Twv SM, ce avtimapafoln pe TG ONUOGIEVCELS TOV
EMOYYEALATIOV SNUIOVPYDV TEPLEYOLEVOD, TOVS OLOKTHTEG IGTOCEAID®MV Kol OOV e
napoépoto vedPabpo (Acuti et al., 2018). Tlave ce avt) Vv avtmapaforr avipeoa
OTO TEPLEYOUEVO TTOL ONUOVPYOLV Ol EMOYYEAUATIEC TOV HAPKETIVYK KOL OVTO TTOV
wpoépyetal amd anhovg ypnotes Paciletar n ddkpion dvo Pacikodv popeanv UGC: to
non-sponsored (f organic), dniadn avtd mov gival oveEAPTNTO OO TIC EMPPOES TOL

pépketivyk kot to sponsored UGC, dniadr| avtd mov otnpiletor ot Pdon mopoyng
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avTapOB®V TPOC TO YPNOTN, EITE OIKOVOUIKNG gite AAANG Voemg (Kim&Lee, 2017).
IMa mapdoetypa, evoéyetal ot dnovpyol va TAnpodvoviat BAcel Tov apldpod TV KMK
nov yivovtal o€ pio GLYKEKPIUEVT] ONUOGIEVOT| €iTe Vo EUTAEKOVTOL GT SLOOIKAGTN
emnpeoctés yvoung tov SM, onwg influencers kot celebrities. v wpdaé&n, to
sponsored UGC onuaiver 6Tt ot dnpiovpyol Tov TAnpodvovtal omd pio etonpeion Kot
OLUVEMMG OVTH UTOpel va 00KNOEL o€ KAmolo Pabud €reyyo mAved 610 TEMKO

amotéreopo (Kim&Lee, 2017).
2.2.4. O opiopog tov User Generated Branding

Onwg éet non avaeepbet, o UGB givar évog kAadog mov axoun dev €xel mepanbet
amd onpoavtikny PipAloypagiky] €pguva kol TOpApEVEL 0T apykd Tov otdd. H
onuovtikdtepn mpaypoateio Taveo oto UGB éxet yivel amd tovg Burmann & Arnhold
(2008), ot omoiot vrootnpilovv 6TL To UGB givan éva amotedecpatikd epyaleio yia to
branding, cuvvendg evpOtepn oyeTkn €pevva elvar avaykoio, ©Oote vo yivel
TEPLOCOTEPO KATAVONTO G 1HEB0J0G Tov papreTvyk. Omtmg avapépet o Diwanji (2017),
moAvapBueg €pevveg €xovv acyoindel pe to avikeipevo tov UGC, wotdc0
TapoLclalovy éva KOO HEOVEKTNUA: AQUPAVOVY VITOYLV TOLG OTOOVONTTOTE TVTO
TEPLEYOUEVOD TTOV TTAPAYETOL OO TOVG YPNOTES, YWPIC v €6TIALOVV GTO TEPLEXOUEVO
nov oyetileton pe TG pdpkeg (oed.11). Avti axpifdg eivor kot 1 Poacikn
dwapoponoinon tov UGC and to UGB, 10 omoio ivat pio mo cuykekpiuévn Evvola Ko
TEPAOUPAVEL TO TEPLEYOUEVO TTOV GYETILETON IE TIG LAPKES KOl £YEL GKOTO VO TETVYEL
évav 6T0Y0, OTmG Yo Tapddetypo TNy ayopd evoc mpoidvtog (Diwanji, 2017). Zvvenag,
10 UGB pmnopei vo opiotel g 10 oxetilopevo pe tig papkeg (brand-related) UGC
(Diwanji 2017), To omoio dev mepthopfavel yevikevpuéva nuata wov Eepedyovy and
v gvvooroyio towv brands (Burmann&Arnhold, 2008) kot €tor pmopel va
drapopomomBei amd 1o deHTEPO MG EVOG AVTOSVVAIOS OPOG LLE SLOPOPETIKO GKOTO KO

AertovpykoTTOL.
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User Generated Content

User generated
branding

n(l related user-generated l

content

Ewcéva 2: Oy avorepdoraon tov user generated branding

Ot Brumann & Arnhold (2008) opifovv to UBG ®¢ «n oTpatnyikn Kot AEITOVPYIKN
dlayeiplon mepLEXOUEVOL TTOL dMpovpyEiTaL amd ypNnoteg Kot oyetiletatl pe po pdpkao
[e OKOTO TNV €MTEVLEN TOV GTOYWV TNS» (0EA.66). v TPA&n, avtd onuaivel 4Tt T0
UGB yivetoar avtiAnmtd g m Swoelpion Omo0vdNmoTe TEPLEYOUEVOL TO OTOI0
onuovpyeiton Ko StavERETOL ONUOGLOL OO TOVG XPNOTEG Kol Oyl amd EONUOVES TOL
LAPKETIVYK, ETIKOVOVAOVTOG unvopoto oxetilopeva pe pia papxa (Burmann, 2010).
AVt 10 EPLEXOLEVO UTOPEL VO TEPIAAUPAVEL GYOALDL, KPITIKEG, YNOOPOPIES 1) aKOUT)
Kol KOAMTEYVIKEG OOVAELES Kot Vo GUUTEPIAAUPAVEL EEICOV TNV EKQPOCT) TAPATOVDV
amd TOLG KATAVOAMTEG Kol TNV ONAMOT 0POGImoNg Tovg o€ pio papka (Burmann,
2010). Onwg vrootpilovv ot Wunsch-Vincent & Vickery (2007), 6nwg mapatifevtan
and Burmann (2010), to UGB pmopei vo. ontikomom el 6e poper Keyévov, eikovag,
Nyov M Pivreo kot va dtaveunBel Ot poévo pécm tov Web 2.0, onhadn o€ TAaTOpLES
Omm¢ blogs, 10T0GEAOEG Kol KOWVOVIKA OiKTLO OAAG emmAéov pécm TeV mobile

oVOKEVADV (GEN.2).

Onwg avaeépeton o Pastorelli&Favorito (2018), «to UGB éyet dvo Paocikég
TPOGEYYIGEIS, Ol OMOieg UMOPOVV VO GLVLTAPYOLV: Amd TN pio LIAPYEL TO nhon-
sponsored UGB, mov onpaivel T dloyeipion tov mePLeyorévou To 0moio TPOKOTTEL e
QLGIKOTNTA, YWPIC TV TAPEUPACT) EVOS ATOLOL TOV OGYOAEITAL [LE TO LAPKETIVYK. ATO

v AL, vdpyel n mo evicyvpévn TAevpa tov sponsored UGB, 6mov pia gtoupeio
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EVEPYOTOLEL TOVG YPNOTES YO VO SNUIOLPYNOOLY TTEPLEYOUEVO OYETILOUEVO pe pia
uapko» (oer.19). To non-sponsored UGB dnuiovpyeitor dnAadn mo mnyaio amd Toug
YPNOTES, YWPIG TNV TaPEUPOAT] KATOL0V EONIOVOG TOV HAPKETIVYK KOOMG Ol YPNOTES
KLV TOTTOLOVVTOL Otd TNV aVAYKN TOVG Y10 GVTOEKPPACT] KO OVOYVOPLGIUOTNTO OO TIG
online kowotnTEg OOV BELOLVY Vo avrjkovy (Pastorelli&Favorito, 2018). Ao thv GAAn,
ywo. Tovg Burmann&Arnhold (2008), o UGB mepihaupdver pévo to non-sponsored
UGB, dnAad1| 10 TepleyOUevo Tov dev TANPOVETOL Kot dev eAEyyeTol amd ta brands,
TOPAYETAL OO UM EWONHOVEG TOV HAPKETIVYK KoL YOPIG TNV EPAPLOYN TOPUIOCIOKDY
TaKTIKOV branding, evd dtavépeton ehevBepa onuocia. Emmiéov, mpémet va onpelmdet
6tt 10 UGB 0ev avtumpooconevel HOvo TOUG GAvVOTIKOUG VTOGTNPIKTEG MG LAPKOG
OAAG EMIOMNG KO TOVG EMKPITEG KOl TOVS OVTUTAAOVS NG, dNAOT dV0 Ol0POPETIKES

OLLAdES TOV OUMG KIVNTOTO0LVTAL 0td KAmolo cuvaicOnua arévavtt 6to brand.

H avaykn v to UGB mpoxintel amd v KaTovoA®TIKN TPOyROTIKOTNT, OTmS £XEL
Stpopembel otn cvyypovn emoyn. Onwg avaeépovy ot Burmann & Arnhold (2009),
EXEL TPOKVYEL Lol 0ALOYT) SUVALE®MY OVAIEGO OTIG EMLYEIPNOELS KO TOVG KOTAVOAWMTES,
LE AmOTEAEGHA Ol TEAELTOIOL VO OVTIAAUPAVOVTOL TO SLOUPMUICTIKO TEPLEYOUEVO TTOL
onpovpyovv ta brands g Aydtepo avbeviikd. To @arvdpevo avtd €xel 0ONYNGEL TIC
EMYEPNGCELS 6TO Vo evOAPPHVOLV TOVS KOTAVOAMTEG VO OMULOVPYOLV TEPLEXOUEVO
oxetilduevo pe avtég online kat offline (Geurin&Burch, 2017). Onwg avagépetal o
Geurin&Burch (2017), mponyodueveg £pguveg otn Prounyovio Tov TOVPIGHOD £XOVV
dei&er 6T1 t0 UGB eivon mo amotereopaticd and mhevpds Tpofoing, oe chyKplon e
10 TOPAOOGLOKO HAPKETIVYK (0EX.274). Mepikd mheovektnpata tov UGB elvar 611 €xet
UIKPOTEPO KOGTOG KO TPOGPEPEL TN SVVATOTNTO Ol EMYEIPNCELS VO EVTOTILOVY TOVG
weAdTEG TOVG Ko vo Aappdvouv dueoca feedback and avtovg (Geurin&Burch, 2017).
Emumiéov, copfdriel oty 01kodoUNoN GYECEDV LAPKETIVYK Y10 TOVG OPYOVIGLOVG TTOV
Basiovtar ota SM yio v mpofoin tovg (Geurin&Burch, 2017). To pdpketivyk
oyxéoewv (relationship marketing) Bpioketon otov mupnva tov UGB xabd¢ emtpénet va
ytilovtal oy€0Elg aVAIEGO GTOVG KATOVOAMTES Kol TIG LOPKES, LEGO AO TNV KO
xpnon tov SM (Geurin&Burch, 2017). Alleg perétec TopotnpovV OTL 1) EUTAOKT] TV
xpnotdv twv SM oty mapaymy ] UGB koliiepyel v aicOnon nwg avikovy og pio
KowdtnTa Kot BonBovv Ta brands va xpnoyomomcovy avtd To PYOLEI0 TPOKEIUEVOL

va xticovv oy€oelg emkovaviog e tovg katavalmtég (Geurin&Burch, 2017).
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To UGB é£yetl tic pifeg Tov omnv mpocéyyion Tov pdpkeTvyk mov otnpiletor oty
ToVTOTNTA pog papkog. Avtd, copeova pe tov Burmann (2010) onuaiver 611 0 6pog
npooeyyiletal Aapfdavovtag vroy T0co TV avtiinyn g papkag ond eEmteptkong
napdyovteg (brand image) 600 kot TV OLTO-OVTIANYTM Tov brand écwbev (brand
identity) (oeA.1). Avth n e€iowon g amd £Em mPOg Ta eSO e TNV Amd HEGH TTPOG TO,
¢Ew mpocéyyione tov UGB dpépel OepeMmode amd tor vadpyovto HEypt oUePQ
LOVTEAL KO TPOGPEPEL pia TTO GPAIPIKN Kot PeEATiopévn Bedpnon g dayeipiong
uapkag (Burmann, 2010). Me dAla Adyio, 1 TOVTOTNTO UIOG LAPKOS cuvTiBeTor Oyt
HUOVO oo TIC OAANAETOPAGELS TV EVOLAPEPOUEVOV EEMTEPIKOV TOPATPNTOV OALA
KOl 070 TIG OAANAETIOPACEIS OVAUESH O E0MTEPIKES OpAdES-cTOXovS (Burmann,
2010). Zuvenmg, T0 TEPLEYOUEVO TTOL SNUIOVPYELTAL OO TOVG YPNOTEG emnpedletl Kot
eEumnpetel TOGO TNV GLVOAIKN EUTTEPIO TOL KATAVOAMTH OGO KOl TI TPOGOOKIES oG

LEPKOG YioL TNV EMITEVEN TOV GTOHY®V TNG KOl TNG EXOVUNTIG ETAPIKTG EMKOVOVING.
2.2.5. O ovoyetiouds pe to brand equity

Onwg &yet yivel eppavég, 1o UGB mov evdlapépet Ta brands sivor ekeivo mov oyetileton
HE oVTA, KOOMG Ol ¥PNOTEC MOV UmAivovv OTN SdIKAGIO TOPAY®YNG TETOLOL
TEPEXOLEVOD TEIVOLV Vit elval TEPIGGHTEPO EMNPEACIEVOL 0O TO GLVAIGOHN LA TOVG Kot
™m ovpPorwn a&io pog papkag (Pastorelli&Favorito, 2018). Onwg avaeépetor oe
Pastorelli&Favorito (2018), 6co peyoldtepog givarl ovtdc 0 GLOYETICUOC UAPKOC Kot
KOTOVOAWMTY), TOGO peyoAvtepn kot 1 aglomotioo g pépkag Kot dpo piKpOTEPES Ot
mOAVOTNTEG £VOG TEAATNG VAL TNV OVTIKATOGTNOEL Le pia avtayoviotikn (oel.19). T
TOVG OKOTMOVUG TNG mopovCOS HEAETNG, €lval onuoaviikd va yivel KoTovontodg o

ovoyeTiopuoc tov UGB pe v évvoua tov branding kaBdg kot pe ta otoryeio tov BE.

Onwc mopatnpnoav ot Bonhomme & Jevons (2010), énwg mapatibevror amd Diwanji
(2017), 10 mepieyOUeEVO TOL SMUIOVPYOVV Ol XPNOTEG Kol oyeTiletar pe pion papro
pmopel va €yel onpavtikd ovtiktvmo oto otolyeio tov BE. Ilpoxepévov va yivet
avtianm n enidopaoct tov UGB o1o otoyyeio Tov BE, givon onpavtikd va koatavonOet
N ox£€01m TOL UE dVO €M HEPOVS £VVOLEG, ONANOT TNV TOWTOTNTO pdpKag Kot To brand
image. Ta otoyeia avtd, TNV TOPOVGO EPELVA YIVOVTOL AVTIANTTA G EML UEPOLG
OTOYEIDl TV CULGYETICUAOV UAPKAG Kol TNG EKAMUPOVOUEVNC TOOTNTAG UAPKOG

avtiotoyo (KE®. 2.1.4). Onwg avagépetor o€ Diwanji (2017), otov muprve. tov UGB
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BpiokeTol N TporyLATIKY TOVTOTNTO P0G LEPKAG, 1] OTTO10L YIVETOL OVTIANTTY G 1) EKOVAL
™G omd pio EEMTEPIKN OTTIKY OAAGL KO 1) EGOTEPIKT TNE TOVTOTNTA TOV TEPIAAUPAVEL
mv  avtoalloddynon g (oel.13). Avtdg o ocuvvivaoudg TOV OVO TOPATAVE®
Bewpnoemv g pdpkag divel oto UGB 1t duvatdmra va dievpvvel Kot TapdAinia vo
oLVOLALEL OIUPOPETIKES TPOOTTIKES TNG LAPKAG. ZVVALLO, TOTOOETMOVTOAG TIC S0 EVVOlEg
tov brand image kot brand identity oto emikevipo g dwayeipiong pog enmvopiag,
eflomvetal n and pésa mpog to EE® pe TV and €€ mpog Ta péca Bedpnon TG Kot
KOTO GUVETELD 1) AVTIANYN TOV EVOLLPEPOUEVOV HEADV OTEVOVTL GE pio pbpKa Le TNV
€IKOVO TOV €yl M 1010 1 pdpka yio tov gavtd g (Pastorelli&Favorito, 2018). TeAkog
010)0G, OTMG avaeEpovy ot Burmann & Arnhold (2008) sivon 1 e&tsoppdmnon tev 600
TAPOTAV® TAGEWV, TOV Ba 03N YHGOVVY G pia 1IoYLPT| oYEoN papKoc-Katavalmth. Katd
ocvvéneln, 10 UGB o¢ éva ototyeio Tov HAPKETIVYK TOL EVIGYVEL AT TV GLUVOAIKY|
Bedpnon Kot Tov oYeTICETOL AUESH LE TNV EVOLVALMGOT TG TAVTOTNTOGS KO THG EIKOVOGS

LG LEPKOG, GUVOEETAL ALESO KO LLE TNV 01KOJOUNGN VOGS oyvpoL BE.

3. MOAA KAI YHOIAKO MAPKETINI'K

3.1. H propnyavio g péoag

H Bopnyoavia g podog amoterel Evav onuaviikd kKAGdo g ovyypovng Long, Ue
OIKOVOMIKO KOl KOW®OVIKO ovTikTumo. AvEéKafev amotehodoe avamdoTacTO KOUUATL
TOV TPOTOL OV 01 AVOPOTOL AVTIAAUPEVOVTAL TOV ENVTO TOVG Kot TOVG GAAOVG Kot KOTA
oLVETELN EYEL T dVVaUN va. aokel peydAn emppon (britishcouncil.org). Avti n emppon
umopel va glval QUeSN Kol EUUECT), LE TOVG avOpOTOVS v TaVTILOVY CLYKEKPIUEVN

evOLLLOGTIOL LLE GUYKEKPIUEVE YOPOKTNPLOTIKA 1| cuvaisOquata (britishcouncil.org).

And Vv GAAn, TOo pApKeTIVYK HOd0G eivor «n dwdikacio dlayeipiong g pong
EUTOPEVUATOV, OO TNV apylkn emhoyn oyxedimv mov Ba mapaybodv péypt v
TOPOVGIACT) TOV TPOIOVIMV GTOVG OYOPOUSTEG MOVIKNG, HE OKOTO TN HEYIGTOMOiNom
TOV TOANCEOV Kol TOL KEPOOLG Mg emyeipnone»  (britannica.com). TloAv
TEPLOCOTEPO, £VOL EMTVUYNUEVO LAPKETIVYK MOS0, e€apTtdrtal oe onuavtikd Baduod amod
NV KOTOVONGoN TV eMBLUIOV TOV TEAATN KOl TNV AVIOTOKPION GE OVTEC UE TO
Kat@AAnAa wpoidvta (britannica.com). Katd cuvénelo, ta oteléyn T00 UAPKETIVYK

etvar empoptiocpéva pe to Kabnkov va evtomilovv kat va opilovv 10 ayopasTiKd Kowo-
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0100 £VOC TPOTOVTOC KOOMG KO VO avTOTOKPIVOVTOL KATAAANAQ OTIS OTOLTY|GELS QVTES

(britannica.com).

2TIC TOPAOOGLOKES TPOKTIKEG SLOPNULIONG KO LAPKETIVYK TTOV YPTGLLOTOLOVVTAY GTN
Brounyavia tng podac, pde tov 21° aidva vo mpootebel kot to tvrepvet, o omoio
OMUOVPYNGE VEEG EVKOPIES KO TPOKANGELS Y10 TOV KAGS0. Mepikég Pactkég allayEg
TOL GLVTEAEGTNKAV NTOAV 1) HETAPOT 0md TO PUOIKO KATAGTNLO GTO NAEKTPOVIKO, 1
duvatodtto ayopdv 24 dpeg v NUEPa, N TPOGPOCT o€ TEPIGGATEPA TPOIOVTA Yo
LEYOADTEPT] LEPIOO KATAVAAMTOV, TO EUTOPLO GE TOTIKO Kol TOYKOCULO EMITEDO KOl O
OTPOTNYIKEC LAPKETIVYK, TOV UETAPEPONKOY omd To Tapadoctokd péca oto SM. Xe
plo emoyn] OTOL Ol KOTAVOAMTEG £XOVV QUETPNTES OPOPETIKEG EMAOYEG KOL O
AVTOYOVICHOG Elval LEYAADTEPOG OO TTOTE AVALEGO GTOVG EUTOPOVG, EIVOIL ELPAVES OTL
TO MOPKETIVYK KOl Ol TEYVIKEG TpomBnong mov Ha €QUpPULOGTOLV  OITOTEAOVV

axpoymviaio Aifo yia pio Prooun emtyeipnorn pnodag.

Onog avaeépetor og Posner (2011) to branding mailer kabopiotikd poAO yio T
INuovpyio GYECEDV AVALEGO GTOVS KATAVOAMTES Kt TIG pLdpkes. o to Adyo oo, 1
o€ BaBog katavomon Tov katovolmt) uodag Exet LOTIKNA onuacio, Pe TIG EMYEPNCELS
va glvar TpdBvpeg va eneVOVGOVY YPOVO Kot YPTLLOTO TPOKELEVOD VO, EPEVVIICOVY TNV
ayopd Kol vo. EVIPLOHGOoLY 6TV Yuyoovvleon Tmv ayopactdv tovg (Posner, 2011).
Yuvenwg, 6060 KoALTEpa Kkatovonoel éva  brand Tovg meAdteg TOov, TOGO
OTOTEAECUOTIKOTEPA B0l UTOPEL VO IKAVOTIOMGEL TIG OVAYKEG TOVG, TAPEYOVTAS TOVG
TPOTOVTO, VINPEGIES, ONUEIN TOANGNS KOl GTPUTNYIKES LAPKETIVYK TTOV EVIGYVOVY TV
EUMIGTOGVVT papkag Kot xtilouv €va woyvupo BE pe appidopopa opéin. To emruymuévo
branding pédag, dvvatar vo dnpovpynost a&iec kot mTEMOONGES, VO TPOKOAEGEL
ovvdeot, cvvausOnuatikn avtidpaon kot eniPePaionon, va eEacparicel cuvéneia, va
YTIGEL GYECELS EUMIGTOGVVTG Kot Vo TPpochécel atia kol premium tavtdTTe 68 o

napko and v Thevpd tov katavaiontodv (Posner, 2011, cgl.135).

Mepuca onpeia mov Eexmpilovv 10 PAPKETIVYK LOOAG OO TO LAPKETIVYK OLOLPOPETIKMDY
TPOIOVIMV, £YKEIVTOL GTOV GLVOLGONUATIKO OVTIKTLTIO KOl GTOV EXNPEACUO TNG OVTO-
EIKOVAG OV £YoVV T cLyKekpIéEva ayabd. Ot agieg mov mpeoPevet pia pdpka Exovv
KEVIPIKO pOAO TOGO GTO YTIGIHO TG TAVTOTNTOG TNG 110G TG HapKaG OGO Kot 6TV
gikovo Tov Oa Eyovv ot katavaAmTég Yo avtiyv. Onmg avagépetar og (Posner, 2011),

ot a&leg autéc Ba mpémel va dlamvEoLy GAOVLE TOVG TOUELS PioG ET®VLLIAG, OO TO TMOG

23



Aertovpyel, oyedtalel Kol Tapayel To. TPOIOVTA NG, HEYPL TNV TPOm®ONGY TOLE GTNV
ayopd Kol TNV avTonpoPfoin g 6to gvpl Koo (cer.141). AAA®OOTE Ol KATAVOAMTES,
010 TéA0G NG NUéPag «ayopdlovv awtd mov mpeoPevey pia papko (Posner, 2011,
oel.141).

Ext6c¢ and tic afieg mov eknpocmmnet, puo emmvopio Poddag Lmopet va £XEL KATOOKEVACEL
Kol pio cvykekplévn tpocomikodOtnta. [ToAd meptocdtepo, avt N TPOSHOTIKOTNTO
umopet va drakpivel €va fashion brand and dAa ta vworowta, aviikatontpilovtag OAa
TOL YOPOKTNPIGTIKA TOV GUVASOLV LLE TH GIAOGOQI0 KOL TV OLoONTIKT TOV. ZOUQ®VA LE
Posner (2011), vdpyovv optopévo «onpeio. ETOENC» ovapesa o pio pépko Kot Tov
KOTOVOA®TY], TO. OTTO{0L KOl GLVOEOVTUL ALEGA LLE TV TPOCOTIKOTNTO, TIS 0EIEG Kot TV
tavtoétTa ToL emBupet vo TpoPdAdet. [Ipdxetton yuo: o EEMTEPIKA YAPOAKTNPIOTIKA
pog papkag, onAadn ta cOuPora Kot to Wilaitepo yvopiopato mov SlabETel, TV
TPOCOTIKOTNTA TG, SNANON| TOV 1O1AHTEPO YOPAKTIPO TG, TNV KOVATOVPW TG, ONANON
TIG LOVOOIKESG a&ieg Kat TV eAocoeia Tov aomdleTal, TIC GYECELS KOl TEMOBNGELS TOV
ovvdéovtar pall g, v e&avikevpévn eikdva g, SnAadn avtv mov TpoPdiietan
péGO Omd TO SLOENUOTIKG UNVOLOTO GTOVG KOTAVOAMTES OALG KOl TV OVTO-EKOVAL
mov ytiCovv ot TeMKol amodékteg Tov TPOidvTog e v ayopd tov (Posner, 2011,

oel.149-150).

Avaueca oTig LEYIAVTEPESG TAGELS TV TEAELTOL®V YPOVOV 6T Bropnyavia g nodag
aviKovv kot ta online emiyelpnuatikd povtéAa, To omoia avamtuydnkay waitepa péca
oV TOVONUio. Kol OVOPEVETOL VO TOPAPEVOLY HaKPOTPOOEGLO. GTO TPOGKNVIO
(mckinsey.com). Ta 6wdpootikd ynolakd mepdilovia kot ot €neVOVOE GTO
NAEKTPOVIKO eUTOPLO yivovtal OAO Kot cLyvOTEPO HOTIPO GUUTEPIPOPAES Yo TIG
etaipeiec-nyétec mov alAdlovv ta dedouéva g Prounyaviag (mckinsey.com). Eivat
afloonueioto 0Tt apketd brands katd TN OlPKEW TOV TEPOUCUEVOL ETOVG
«EMEKTAOMKOAY GTO YMEloKO “metaverse”, ONUIOLPYDOVTIOS EKOVIKO KOTOGTNHLOTOL,
oy vido Ko yneokég ekdniooeic» (Mckinsey.com), evd avouéVETOL TO ETOUEVO £TOC
avtég ot mpoomdbeleg va emtayvvlovv, Kabmdg TO eUmOPO UECH  EQOPULOYDV

Sradpapatifel GAo Kot SNUAVTIKOTEPO POAO GTNV TAYKOGLO OIKOVOUAL.

[MopdAinia, ofuepa meEPIGGOTEPO AMO TOTE, 1 £vvold NG Plociudtrag Kuplapyet
OVOUESH OTIS TPOTEPUOTNTEG TAOV KOTOVOAWTOV OAAG Kot otnv otlévia g

naykoouiag podac (mekinsey.com). Ot ayopactég 0ELovv mAéov va yvopilovv omd o
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TPOEPYOVTOL TO VAIKE, 7TMOG KATOOKELALOVTOL TO. TPOIOVTA KOl KATO TOGO Ol
epyalOuevol 6TV oALGIdN TOPUY®YNG TVYYXAVOLV diKaiNg LETAYEIPIONG. Z€ omdvInon
NG TOPATAVE® OVAYKTG, OAO KO TEPLOCOTEPEG ETOUPEieg epydlovTatl Yo va vioBeTcoVY

Bldoipeg TPakTIKEG oTNV 0AVGIO0 EPOSIUGHOD KoL TAPOYWYNG TOV TPOIOVIMV TOVC.

Suvaupa, kobmg to brands podag emevoLOVV GE VEEC YNPLOKEG EQOAPUOYES, €lval
avaykoio vo KotafaAlovv peyaAvtepn mpoomdbeld Yoo vo  OlTNPCOLV  TOLG
ovvepylteg kol Ttovg meAdteg tovg (mckinsey.com). Avdueco otov vynio
AVTOYOVIGHO, Ol ET®VVLIEG TOV Ba avaderyBobv oTov ynelakd ympo, Ba eivol TeAkd
Kot ekeiveg mov Oa emkpatnoovy. [lapdiinia, ot entyelpnoelc TpEmetl va fpovv vEOLG
TPOTOLG Y10l VO TPOGEAKVGOVV KOl VO, SLUTNPTICOVY TOVS VITOAANAOVS TOVG, AL Ko va
OTOKTGOVV TOVG £PYULOUEVOVG-TAAEVTO TTOV OVOOEIKVDOVTAL GTOV YNOLOKO KOGLO
(mckinsey.com). Xvvenmg, n avbeviikdmrto evog brand, o £ykoipog yYneuokog
EKGLYYPOVIGUOGC TOV, M EVAPUOVIOT HE TIS apyES TG Prodcung avlmtuéng kot m
eunpepia tov epyalopévav mpoPrénetar vo kKaopicovy Tov KAGOO TG HOdAG Yid TO

XPOVIKO SLAGTNLO TOV 0KOAOVOEL.
3.2. Méoo. ko social media

H yprion tov SM and ™ Pounyavioa g podog sivor onpepa pio oyl TOKTIKY
UEPKETIVYK, KUPIOG Y ApM OTO OTL EVEPYOTOLEL TOVS KATUVOAMTEG AAAL KOl TOVG OTAOVG
YPNOTES VO £XOVV LEYAADTEPT OAANAETIOpaoN Le To brands Kot TOVG GYESNOGTEG TOV
KAadov. Ta SM mapéyovv véa kovaiio Yo TNV TPodONGT TPOIOVI®V Kot VINPEGUDY
oA Kot T SvvaTOTNTO £va OLOPTLUGTIKO UVULO VO OTACEL GE PEYOADTEPN HePidn
TOOVOV KOTOVOADTOV, GKOUN KOl GE TOYKOGUIO EMIMEDO. TVUVETMG, 1 LOd pmopel
péca amd avutd va Bpioketal avd maco GTIYUY 6TO EMIKEVIPO, OTAMDG LE TN YpNon piog
NAEKTPOVIKNG CLGKELNG KOL TOV EPAPLOYADV KOWVOVIKNG SIKTOVOONG. MeTd tnVv peydn
dvodo tv SM, and 1o 2009 kot émetta, TOALEG eTanpeleg LOJAG, IKPES KOt LEYAAEC,
TOL XPNOOTOOVV  TPpokeIEVOL va €pBovv o€ emapn HE TOVG TEAATEG, VO
aAAnloemdpdoovy poli Toug Kot vo. avénoovy TV avayveopiottodt)Td toug. TToAv
TEPLOCOTEPO, EPAPUOYES Onwg To Facebook, 1o Instagram kot 1o TikTok dwaBétovv
dUVaATOTNTEG ONUOVPYIKNG TPOPOANG TPOIOVTI®VY, GLVOVALOVTOG EKOVA, KEILEVO KOt
Bivteo, pe yopnAd KOGTOG Kol TNV SuvATOTNTA GTOYELONG TNG EMBLUNTAG OpAdOG

KATOVOAOTAOV. AAMOGTE, 0 0AYOPIOLOG TOV EPAPLOYDY KEVVOED TOLG OVTIGTOTYOVG
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AOYOPLaoHOUG TOV EMYEPTNOEDV TOV TAPOVCIALOVY UEYAAN GAANAETIOPAOT LE TOVG

YPNOTEC.

Ot emovopieg podag UmopovV TAEOV VoL SNOLPYOVUV 6TABEPEC OYEGELS LE TOVG TEAATEG
TOVG KO TOPEAANAQ VoL OEXOVTOL GYOALN KOl KPLTIKT] Y10. TOL TTPOIOVTO TOVG, GUVETMG VO
BeAtidvovtor kot vo TPocopuoloviar OTIS OVAYKEG T®V KATOVOA®TOV. I[ToAD
TEPLGGATEPO, UTOPOLV VO AAUPAVOLV GUYKEKPIUEVO KOl AUECO, LLETPTGLLO GTOLYXELDL Y10
TOL ATOTELECLLOTO TV TTPOMONTIKMV EVEPYELUDY TOVG, VO EVI|LEPDVOLY TOVG YPTOTEG Y10
0,TL VEO TIC apopdL KOl VoL TOPEYOLV TANPOQOpNON Yia TiG EEEAIEELS 0TOV O1KElD KAADO.
H ypnon tov SM g epyaieia yio o padpketivyk nodag EKToEEHTNKE Kupimg ¥bpn ot
YPNON KWNTAOV GLGKELDOV, OTMG TO KvNTé TNAEQ®VA, To smartphones Kot To TAUTAET,
T OTTO10L EMMTPEMOVY GTOVG KATOVOAMTEG VAL KAVOLV amd ekel ayopég, va Aappavovv
OTUMOTIKEC GUUPBOVAEG KOL VO TOPAUEVOLY EVIIEPOL YO TOL TEAEVLTOIO VEX KOl TIG

TdoELs.

"Evag dtakpttdc kKAAS0G TOL LAPKETIVYK OV YeVVIONKe Kot avartuyOnke péco oto SM
etvar 0 UGC, 10 omoio eivar onuavtikdtepo yio ) Propnyovio g uoédag, mapd yio
omolovonmote dALo kAAd0 tng otkovopiag. H dvvaun tovo UGC éykettar 610 0TL O1
YPNOTEG OVTUTOKPIVOVTOL KOADTEPA KOl GLUYVOTEPO GTO TEPLEXOUEVO TOL BepOovV
aVOEVTIKO KOl GUVETMG EUTICTELOVTIOL TEPIGGOTEPO TNV KPLTIKY VOGS GALOL YpNoTN
mopd Tov 1010V Tov Kotackevaoth. H Brounyavio g podag wotdco, TpoKeLTOL Yo
évav KAGOo mov o peyaio PBoabud otmpileton otnv ekdéva kol 610 oeOnTikd
OTOTEAEGLOL TOV EKTEUTEL, TO OTOI0 OUWOS GLUYVE AALOIDOVETOL HECH EMEEEPYAGIOG GTA
SM ¢gite mpoPdiietar omd pn peoMoTIKA TPOTLTO, OTMG TO HOVIEAQ KOl Ot
dwonuotnreg. e amdvinon avtod, to UGC €&yxer apyioer va kepdilel €0apog, pe
GLVETELDL O1 ETOPETIES LOJOG VO EE0PTOVV GE TEPAGTIO PaOUO TN QYU TOVS GTNV ATOYT
TOV YPNOTOV Y ovTéc. Amd v dAAN, n poda elvar pio Propnyovie mov
JLpopoTOLEiTAL OO TIG VITOAOITES GTO €ENG: Ol KATAVUAWMTESG EMOVLOVV VAL AVI|KOVV GE
OLTNV. ZVVETMOGC, aVTO TOVG Oivel kiviTpo va dnuovpyovv online mepleyOUEVO DGTE VO
TPOGEAKDGOLV TNV TPOGoyN T®V brands, ®otdc0 pumopel va cuuPet kot to avtibeto: ta
brands divovtag KiviTpo 6TOVE KOTAVOAMTES VO SNUIOVPYOVV TTEPLEYOUEVO GYETILOUEVO
pe outd, Pmopodv va avENGOLY TNV oVaYVOPICILOTNTO TOVS Kol TV OAANAETIOpaoN

TOV KOWVOU e avTd, uécm twv SM.

26



3.2.1. To Instagram

To Instagram, o¢ pHéGo KOmVIKNG SIKTOMOONG, EKTILATAL OTL PLA0EEVEL TEPIGGHTEPOVG
and 150 exatoppvpro ypioteg (Costill, 2014), mpooeipovidg Tovg évo YMPO
emkowvmviag kot oAAniocvoyetiopoV. TlapdAinia, éxel petatpomnel oe dNUOPIAES
epyoreio papkeTvyk KaBdg Oxt uoévo Ponbd tovg YPNOTEC VO HEYOADGOLV TO
TPOCMTIKO TOLG OIKTVO OAAG TOPEYEL OTIG €TOPEieg pio «dEEQUEV Omd TOUVOLG
nehdtec (Blackman, 2009). H onpacio tov Instagram mg evoc maykoopiov gpyoleiov
UAPKETIVYK EYKEITOL GTO OTL OIEVKOADVEL TNV £TALPIKY] emKOvavia. Ot Aettovpyieg Tov
GLYKEKPIULEVOL LEGOV EMTPETOVY GTOVG EWONHUOVES TOV LAPKETIVYK VAL GAANAOETIOPOLV
LE TOLG TMEAGTEG TOLG, KOWOTOIDOVTOS PMTOYpapieg kol Pivieo, va ovIiaAAdccovY
OO KO VO GUUUETEXOVY GE GLINTNCELS. ZTNV TPOYUATIKOTNTO, O GYOAACHOG Etvat
évog amd Tovg KAADTEPOLS TPOTOVG SLOUOPAGHOD TANpoPopLdV, evd ta likes givar
évog TpoOmog dote ol emyelpnoelg va. Aappdvovv feedback amd tovg meldteg Tovg

(Lim&Yazdanifard, 2014).

[MapdAinia, ta brands éyovv t duvatdtnTo Vo TpoPaivovy 6g TpowbnTIKEg EVEPYELEG,
avéavovtag ™ enun tovg. AkKoun, kabictoton To E0KOAOG 0 EVTOMIGHOS TOV KOWOU-
GTOYOL KOl 1) KOTOVONGT TOV AVAYKOV TOV KOTAVIAOTOV, TOL TPOKLITEL LEGO AT TO
likes, ta ool ko to feedback mov agprvovv. TToAAEG @opég paAioTa ot XpHoTEG
EVOLLPEPOVTOL VO SOLV TNV OAANAETIOPAOT] OVAULESH GE £VOV OPYOVIGHO KOl TOVG
aKoAoVOOVG TOL, KOS avTd dpa KabopiloTikd ot BeTIKN 1) OPVNTIKT TOVS TPOdLAOEST
amEVOVTL TOV. ZVVETMOC, aVT N aAANAenidpacn propel va Pertidoet kot vo kabopicet

TIG oY£€0¢€1g Hiag paprag pe Toug tehdreg g (Dennis, 2014).

To Instagram eivor pio mAat@Oppo mov €mevoLEL KLPIOS ot SOVOUN TOL
OTTIKOOKOVGTIKOV TTEPIEXOUEVOV. MTopel va eEac@aAGEL TNV GLECT] EMKOVOVIN TOV
Taoe®Vv ™G MOSOC Kot TIC OTTIKEG TANPOPOpieg pe TpOTO Tapopolo pe daAilo SM
(Pinterest, Flickr) ka1 ta televtaio ypovia mopovstdlel peydin avion otny avtiotoyn
Bropnyovio. Zvykekpipéva, TOAAEC UAPKES HOOAG TO YPNOUYLOTOOVV LE GKOTO Vo
LEYAADOOVY TO KOO TOLG Kol Vo alAnAoemidpdoovy poli tov. Topeova pe Ha et al.
(2017), o1 mepiocotepeg etapeieg uodog dabétovy Aoyaplacud oto Instagram evod ot
ONUOCIELGELS OV aPopovY TN Propnyovie g podag eivar Kabnuepvég Ko
TOALAPIOUES. ZVVETMG, 1 LOOO £XEL EMEVOVGEL GTO GUYKEKPIUEVO LEGO TPOKEUEVOL VL

dnpovpynoet éva woyvpd BE, péca and cuvepyasieg, tn dnovpyio mepleyouévon Kot
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™mv oAAnienidpaon pe to kowvd (Ha et al., 2017). Avtd mov kdvet to Instagram va,
Sympileton omd ta veoroma SM gtvar 0tL otnNpileTon 6T GTPATNYIKY TOV OTTIKOV
péoov (Hird, 2013), 1o omoio sivor ko 10 Poacikdtepo onueio 6mov eotialel m
npo®Onon g podag. Kdébe ewkdva mov avePaiver umopet vo eneepyaotel pe 1€1010
TPOTO, OOTE Vo ELINPETEL KAADTEPA TOVE GKOTOVG Mo UAPKOC KOl VO LETOPEPEL
o6ToVG ¥pNoteG o emBounto uvopa (Herman, 2014). Ola to mopomdve kaf1otovy 1o
Instagram évo moAvTIHO £pyaAElo TOV PAPKETIVYK LOSOG KOt Y10l 0VTO EVIACCETAL GTN

OTPATNYIKN TPODONGNS GYESOV OA®V TWV ETAPELDV TNG Propunyoviog.

4. MEAETH IIEPIIITQXHX

Yrdpyovv moArol TpOTOL MGTE Evag EPELVNTIG VO AVIANOEL 10€eG Yo pio perérn. O
KAAd0G ™G podag aAdd kot too SM givar ovo Toueic MOV aEEVOG guminTOLY GTO
TPOCHOTIKA EVIAPEPOVTA TNG GLYYPAPOVCAS TNV TAPOVGa JATPIPN, Kot APETEPOV
OAANAOETIOPOVV HETAED TOVS, TPOGPEPOVTAG EO0POG Y10 TEPUITEP® JEPEVYN O, LEGA
and ™ oxomd tov pdpketvyk. To UGB egivan pio €ékpovon tov pdpkeTvyk mov
GLVOVTATOL EVPEMG OTIS SLAPOPES TAATPOPLES TV SM Kot TapdAANAL EVOOUATOVETOL
OAO KO TEPLGGOTEPO GTIG online 10PN UCTIKEG KOUTAVIEG AKOUN KOL TOV LEYOADTEP®V
oikmv podag. [MapdAinia, to Instagram w¢ TAateoppa Tapovsidlel paydaio avamtoén
Vv TeEAevTOio JEKOETIO EVA EYEL AMOKTNGEL OCNUOIVOVTO POAO GTNV EMLYEPTLOTIKT

dpacTNPLOTNTO KOt TO EUTOPIO.

To avtikeipevo g mapoHoag EpevVos EYKELTOL GTO VO SIEPEVVIGEL TV EMIOPACT] TOV
&xer to UGB oty onuovpyio BE. H potid tov epeuvn otpépetar and péca mpog to
¢€m, kaBmg e€eTaleTon 1 GKOMIA oG LAPKOS KO O TPOTOG LE TOV OTOI0 PN GLULOTOLEL
10 UGB, gvtdooovtdg 10 o1 yevikodtepn otpatnyikn branding mwov epappolet. Kabag
VILAPYOVY TOAAEG PIPMOYPAPIKES OVOPOPES TTOV TEPIGTPEPOVTOL YOP® OTd TNV £Vvold
tov UGB xot oto porAo mov mailer yioo ™ O0pOpO®OON NG KOTOVOAMTIKNG
CLUTEPIPOPEG, 1| TAPOVGO LEAETT EMOIMKEL VO EEEPEVVTGEL TMG CVTO TO TEPLEYOUEVO
YPNOLoTolElTOL atd TNV 1d1a TN pdpKa, TPoKeEWEVOD va. apnyndel tnv wotopio ™G Kot

TAG TEAMKA GLUPAAAEL 6TN dnpovpyia evdg toyvpov BE.
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4.1. OeopnTiKn) TPOocEyyIon

sisterhood!

Eixéva 3 (mnyn: monki.com)

4.1.1. H etaupeio. MONKI

H MONKI eivor pio counown etaipeion mopaymyng povywv ypnyopng Hodag yio
yovaikeg. IdpvOnke 1o 2006 omd tovg Orjan Andersson and Adam Freiberg ot
2tokyoAun TG Xoundiag, evd ta KEVIPIKA ypoeeio g Ppickovtal oto ['kétepmopyk
(monki.com). Ta kOpla TpoidvTa Tng givar Ta yuvaikeio povya, aecovap, EcOPOVY,
TOTOVTOL0, KO TEAVTES VO PEXPL TO TEAOS Tov 2006 KaTdpepe va £xel o Agttovpyia 3
katactipato ot Zovndia. To 2008 1o 60% tov petoydv g MONKI ayopdomkay
a6 Tov oo emyelpnoewv Hennes & Mauritz (H&M) eve to 2010 g&ayopdotnkay
KOl 0L VTTOAOTEG HETOYES TG Evavtt 60 ekatoppvpiny evpd. To 2011 to brand Eexivnoe
vo. dpactnploroteitor online o 18 ayopéc, evd uéypt ofuepa £xEL EVEPYN TAPOLGIaL
omv Evponn kot tv Acia (monki.com). ITAéov 1 MONKI dwafétetl nepiocdtepa amod
120 concept stores o€ 28 ayopéc, evd TapdAinia ta Tpoidvta G eivorl Stubécio HEow
TOV MAEKTPOVIKOD TNG KOTAGTLOTOS 6€ 31 ayopés kot 64 S10pOpETIKOVG TPOOPIGLOVG

naykoopiog (monki.com).

H MONKI avtonpocdiopiletor g o «apnynratiky pépka mov mapéyel eE0peTikn
Lod0 GE AVTAYOVIGTIKEG TYLES, GTOYXEVOVTOG GTIV ELOICONGIN ATEVAVTL GTOV KOGLO KOl
toug avBpmdnovg mov (ovv g avtdvy (monki.com). O ocOntikéc emppoés g
oLVOLALOVY TO GKOVOVAPIKA YOPAKTNPIOTIKA e TO cOyypovo street style kaBmg Ko
otoyyeio Tapuéva amod Tic actoTkEéG KovAtovpec. [ToAd mepioadtepo, mpdkeiTan yio Eva
brand mov oiver peydAn éupacn otig aieg mov mpecPevel, pe mpoeEEyovoes ™
yovaikeio evOuvVALmon Kot aAANAeyyOn. Onwg avagépetal oty enionun 10T00eAId0,

1N MONKI «otoyebel 610 var yivel KOppATL pog moykoouag odiayns, falovioc oto
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TPOGKNVIO OA®V TOV EVEPYELOV TNG TO CKOMO TTOV VANPETEL, ONAAON TNV EVOLVAL®ON

TOV YOVOUK®OV TPOKEEVOL VoL 0ALGEOVY Tov KOouo» (monki.com).

‘Eva Baocwkd yopaxtnpiotikd g MONKI givanr 1 dapdvela mov v yopaxtnpilet
aVOQOPIKA UE TIG TOMTIKEG TOV aKoAovOel Kot 1 éupaon mov divetan otic aieg mov
aonaletar og brand. Ola to Tapandve cuvBétovv pia EekdBapn TaVTOTNTO HAPKOG
oV gvappoviletor pe TIg oVYXPOVES TAGES GTO YMPO TNG HOd0C. Mepikd KeEVIPIKA
onueia Tov cuVBETOVY TN EILOCOPIN KOt KOTO GUVETELD TV TOVTOTNTO TNG ETOPEING

siva:

- H épopoaon ot Prwcpdmra, kabog n etapeio €xel ©g otOXO VO XPNCLLOTOLEL
amoKAEoTIKA Prooipa vAwd péypt to 2030. Tapdrinia vioBetel taxtkég dmmwg M
YPNOLOTOINGCT) OPYOVIKOV KOl OVOKVKAMUEVOV TPAOTOV VADOV OAAL KOl TPOKTIKES
eEOWKOVOUNONG EVEPYEWONS OTNV AELTOLPYID TOV EYKATOCTAGEMV KOl TMOV QUGIKOV

Kataotuatov e (monki.com).

- H xowvovikn evBbvn, pe éppacn oto avOpdTve SIKoudIOTo KoL TV EVNUEPIN TMV
Lowv. H etoupeio Aapfdavel decpevoelg tpnong ToyKOGH®V TPOTOKOAA®Y Yio To
avOpOTIVOL STKOLDLOTO AVAPOPIKA LLE TOVG EPYALOUEVOVS O€ Tpiteg ydpes. [Tapdiinia,
dev ypnoponotel mpoidvra (WIKNG TPOEAEVOTG GTA TPOTOVTA TNG, OKOAOVOMVTAG Lo

ypoppn evaucdntonoinong anévavtt oto dikaidpoto tov (dov (monki.com).

- H avBeviikomta, pe Eppaon oty Betikn eikdva yoo to oopa. Onmg avagépel ot
oeAida tov to brand, «n MONKI yevviOnke and v emBopio vo Snpovpyndel Eva véo
eldog eumeplag pnodac, éva yevvaio, EIAKO Kot SOUVOUIKO LEPOG YOl TIG VEES YUVOIKEG
Kot oo TV apyn mpoomafolue vo peivovpe Totoi o€ avtd To Opapoy (monki.com).
Baoum apyn g pdprog etvar vo tpoPadriel 6060 TEPIGGOTEPT SLUPOPETIKOTNTA UTOPET
KOL VO, OVOOEIKVOEL TNV OUOPOLL G OAEG TNG TIS LOPPES. XVVETMG, akoAovBovVTOL
OCLYKEKPIUEVES SLOOIKAGTIES YlOoL TNV EMAOYT] TOV HOVIEA®MV OV GULUUETEXOVV GTIG
SLPNUIOTIKEG KOouTavieg, oev epapudlovior texvikéc re-touch otig €wkdveg mov
OVOPTOVTOL OTO YNEKA HEGH evd To pHeyedn tov povywv elval inclusive,

KOADTTOVTOG OAOVG TOVG GMOUATOTVLITOVC.

- O axtifiopog, pe YoapoaKInPIoTIKOTEPO TopadElypata TNV £yKpion tov brand amd v
LGBTQ+ xowvotnta kot TNV TPoyHOTOTOoINoT EVEPYELOV YloL TNV LTOGTNHPIEN TOL

KLV HLOTOC.
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- H yuvaukeia evduvdpmon, 0TS AmOTUTOVETOL LEGO OO TO KEVIPIKO GUVONUOL TNG
MONKI, «salute sisterhood». Onwg yopaKTNPIOTIKE AVAPEPETOL GTNV IGTOGEAIN TOV
brand, n yovaukeio evouvapmon fTav Eva KOUUATL TG OTOGTOANG TOV amd TV i0puom
tov (monki.com). Méca and cvvepyaocieg pe KoaAAtéyvideg ko influencers aAAd ko
KOUTAVIEG EVOLVALMONG UE OPOPUT YEYOVOTO O™ 1 NUEPA TNG YUVOTKAG, ETOLOKETAL
N evepyomoinomn tng yovoaukeiog dSvvoung kot aAANAEYyOng oe 60 Tov KOGpo. ' va
netvuyel avtd 10 o1o)o TG, N MONKI egmduvkel va katoappiyel To otiypo Kot Tic
TPOKATAANYELS TOL OPOPOVV TIC YUVOIKEG Kot Vo dnpovpynost pio toyvpn online
KowdtTa, 1 omoio vVTooTnPilel Ko eumveEl TV yovaukeio evovvaupmon. Emumiéov,
Aertovpymvtag o¢ TpoOTLTO, 1 eTopeia eEacpaiilel kaAvTepes apolPBég Ko GuVONKeS
gpyaciog yuo Tovg LLAAAAOLG TG, EEKIVOVTOS €K TOV £6M TNV oAlayn mov emfoupet

va 0€1 GTOV KOGLO.
4.1.2. Emoxkénnon ayopdc tg MONKI

H MONKI gtvon pia etapeio pddog mov amevbovetan o€ véeg yovaikes, pe nikieg 16-
27 etddv. To Kowo-otOX0C TG etopeiog mpospyetar Kupimg amd ZxovovoPukés
TEPLOYES 1| AALEG EVPOTOTKES YDPES, O100ETEL 1O1HTEPO GTLA KOl AYATT| Y10 TN LOO, LE
EMPPOES OMO TNV OCLOTIKY] Kot oKOVOIVOPIK KOVAToUpa. AKOUN, TPOKELTOL Yo
yovoikeg ol omoieg evolapépovtarl yia ntuata Onwg N Plocdtra, 1 yovoukeio
evouvlpumon, n avbevtikdtnra Kol yevikotepa dtabétovv gvaichntomoinon néve oe
Kowovikd 0épata. EmmAéov, n etaipeio otoyevel e dropa mov dtabétovv e€okeimon
pe to SM kot v teXVoLoYin Kot T ¥PNGUYLOTO0VV GTHY KAONUEPIVOTNTA TOVS, EVAD
emdidovtar Taxtikd Ko o€ online shopping. Agdopévov Tov VeavikoD Kovov-6Tdyov,
oL TIEC TNG eToupeiog dtapopeavovtal aviroya. Etor, 1 MONKI dwabétet Ta mpoidvia

™G 6€ TPOSITESG TYES, Tpocpépovtag Value-for-money ayadd 6to gupd Kowo.

>opemva pe to zoominfo.com, 1 MONKI €yet etioto e166dnpo Tov avdyetotl o€ 21 k.
JdoAdpLa, EVAD Ol UEYOADTEPOL OVTOYMVIGTEG TNG OTNV EVPOMOIKT oyopd €lvar ot
etaupeieg Topshop, ZARA, Bershka kot FOREVER 21. Mia covtoun SWOT avdivon

NG ETOPELNG, AMOTLTMOVETAL GTO AKOAOVOO S1dypaLpLpLoL:
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Strengths

- Npoottég TIpég
- EAKUGTIKA alg@nTikn

- Zuvbuaapdg kAaogolkol

kal efelntnpévou atuh
- Mpocwnikf enagn Y&
nehdteg
- Biwowgétnta kat
npootacdia
nepipdidovrog
- KaAd @fpn
- EAKUGTIKG puoikd
Katraotfpata
- ZUyxpovo Kal
Aeltoupyiko e-shop
- KaAf xprion social
media Kal Yn@Lakhg

Weakness

- Neprlopiopévo
ayopactiké Kowd
Bdoel pUAou
- Neploplopévn
nekatelakn paon Adyw
tonoBeaiag (Sev
eEunnpetei Tig HMA)
- EANEIYN PUOIKWIY
KataotnpudIwy otg
NEPICTOTEPES
EUpwnaikéq XWpEg
- YWnAGTEPEG TIPES and
avTaywvioTég (o
oplopéva npoidvra)

Opporwunities

- Au§avipevo
evblapépov
Katavahwtwv ndvw otn
Buwaowpdétnra
- Au§nuévo evblapépov
Katavalwtwy ndvw atn
yuvaikeia evéuvdpwon
- Neploadtepn Epgacn
ata SM yua tnv
NpocEAKUCN XpNOTWV
otnv lotooediba
- Ta SM (Instagram,
TikTok) eviexdouv Tnv
Tdon Twv vEwv va
aoxohouvtatl e 1o

Threats

- Meydhog
avTaywvigpog ané
Loxupd brands nou
SuaBétouv peydio
pepidio Tng ayopdg

- Okovopikd
eAAeippata
- AAMAayéc oTIg TAOELS
™G ayopdg Kat Tig
NPOTIPACELS TWV
KatavahMoTwv
- SM ka1 Saonopd
apvntikoU Word of
Mouth oxetikd pe tnv
etalpeia

street style kat va
Karavaiwvouyv eidn
poédag

texvoloylag yia okonolg
HAPKETIVYK

Eixéva 4: Avaivon SWOT ¢ etaupeiog MONKI

4.1.3. Emokémnon otpatnyikov papketvyk mg MONKI

O1 Baowéc otpatnykés papketivyk mov axorovdet 1 MONKI oyetilovion apevog pe
TNV TOMTIKN] THOAOYNONG ToL LoBeTEl KOl OPETEPOVL UE TNV TPOCHAMGCT GTNV
kowotnta tov brand. Ta mpoidvta g etarpeiog dwatiBeviol o OVTOY®VIGTIKES TIUEG,
oe oyéon pe GAlo mapdpola brands, evd ot kotovolwtéc Exovv mpocPoon oe
TPOGPOPES OAO TO YPpOVO, Le emmAéov 15% ékntwon e kabe TpdT ayopd ko 11%
EKTTOON 0  QOUTNTEG  EVPOTAIK®V  mavemtotnpiov  (monki.com). TTapdiinia,
TpoOKeLTOL Yo pio pépKo oL divel HEYAAT ELOACT GTNV KOWOTNTA TMV KOTAVOADTPUDY
™G, EMOUDKOVIOG TO YTIGUYLO TPOCOTIK®OV CYECEMV Kol TNV Onpovpyio 1oyvpng
aAnAenidpaocnc toco ota. SM doo kot oto website. To #monkistyle eivon to péco pe
10 Omoi0 TOPOTPUVEL TO. HEAN TNG KOWOTNTAS NG va powpdlovior OwéG Toug
QOTOYPAPIES e TO TPOIOVTO TNG ETAPEINC, DGTE VO EYOLVV TNV gukopio vo yivouv
featured ota SM ka1 v otooerida tng MONKI. H cuykekpiévn gvépyeto odnyel
otV onuovpyia evdg woyvpod WoM, to omoio yopiler Betikny onuocidtnta oty

eToupeiaL.
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Shop #monkistyle

Wanna show the world your individual Monki vibe?
Add @monki and #monkistyle in your caption text, or simply tag us in your photo
and we'll share your style stories right here!

If you see a look you LOVE below, you can click through and shop straight from
the feed. Pretty cool, right?

Read our Terms & Conditions

Eixéva 5 (rnys: monki.com)

H mpodOnon tg MONKI viomoteitor péco amd TG GLVIOVICUEVES EVEPYELES
LOPKETIVYK GTNV 16TO00EAdN TG eTarpeiog Kot ota SM. Xvykekpipéva, To website g
ETOLPEIOG TOPAUEVEL EVILEPOUEVO OVOPOPIKA LE TO TPOIOVTO OAAL KOl UE OAES TIC
KOUTAVIEG KOl TIG CUVEPYOGIEC TOV VAOTOLOVVTOL GTO. HECH KOWMVIKNG SIKTO®ONC.
[Mapdiinia, péoo amd ta hashtags mov ypnowomotei dnuiovpyeital Kivnon omd 10
website oto. SM kot T0 avTioTPoPo. AVaPOPIKA LE TO LEGOH KOWVOVIKNG SIKTOMONG, 1
MONKI dwatnpel Loyaplacpode oto Facebook, to Instagram, to Pinterest to Twitter
kot To Snapchat. Iapoia avtd, Tapatnpeitor OTL N ETAPEL EIVOL TEPLIGGOTEPO EVEPYT

oto Instagram ka1 o Spotify.

To Instagram, to omoio kot emAéyOnke ¢ to avtikeipevo mov Ba depevvnbel otV
nmopovoag otpPn, elvar to pécso mov 1 MONKI ypnowomnotel mepiocdtepo yio
oKOToVG papketivyk. Méoa and avtd, n etaipeio eTOIOKEL APEVOS Vo TPomONoEL TaL
TPOTOVTO TNG Kol APETEPOL Va. YTIGEL TN BeTIKN KOV TG, KaODG exel vAOTOET vav
HeYaA0 aplfpd amd KOUTAVIEG TOV GTOYELOVY GTNV OVASEIEN KOIVOVIK®OV UNVUUATOV
Kol T Yovoukeio evouvapmaon. Ot dtopnuotikég evépyeleg e etaupeiag oto Instagram
TaipvovV GTNV TAEOVOTNTA TOVG TN HOPPY| ETAYYEALATIKOV QwToypapicewy, Bivieo,
reels ka1 banners, péoa a6 ta onoia Tpombovvto Ta TPoidvTa TG eTanpeiag. Tnv idia

otryun], 1 MONKI mpaypoatonotei cuvepyaoieg ko pe influencers evé to mpoidvta g
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npomBovvtatl cuyva kot and fashion bloggers. ITapora avtd dev vAOTOEL CLUVEPYOGIES
ue celebrities, peydia meplodikd podag kot peydiovg influencers, otpatnyikn mov
umopel va epunvevbel og pio andmepa va dtotnpnost tov street style, avticvufotikd

Kot 0VOEVTIKO YapOaKTNPO TNG.

Tnv 1010 oTrypn, mapatnpeiton 6t N eTopeio ypnoponotel to Instagram pe okond va
yticel pio woyvpn online kowodtnta, 1 omoia Bo cupmopeveTar pe T1g a&ieg Tov viobeTel
1o brand. 'Eva tétolo mapdderyua sivar n kaumdvio #nofilter, Baoel g omoiag M
eToupeion OV YPNOYLOTOLEL PETOVCAPIGUEVES QOTOYPAPIEC OTIG OPNUICES NG,
evioyvovtog to kiviuo body positivity. ITapdAinio, mpayupotonolel cuvepyooieg pe
opyaviopovg kot MKO, 6nwg pe tmv Plan International, tqv Body Dysmorphic
Disorder Foundation, tic ekddocelg Polyester kot aAia. Ot cuvvepyooieg o€ popen
KOUTAVIOG pe dnpoctevoels, pmtoypapiostc, live Pivteo kot Q&A otoygvovv oty
avdodeltn NmMUATOV OV amACYOAOVV TIG VEEG YUVOIKES, TNV EVNUEPMOT Kol TNV
eVOLVAL®moN Tovg. Méoa and tétotov tomov evépyeteg, 1 MONKI gmBefoidvel to
KOW®VIKO TNG TPOcM®TO, KEPIILOVTOS £00POG GTNV OVTIANYT TOV KATOVIADTOV OC EVOL
avBevtikd kot gvoucOnromompévo brand. TTopdiinio, péco amd o Instagram m
etapeio popdleton Ta véa TG, TPAYLOTOTOLEL SL0yOVIGHOVS KOt OAANAOETISPA [LE TO

KOO NG GE TPOCMOTMIKO EMIMEDO, XTILOVTOG £TCL IOYLPEG OYECELS LE TNV KOWVOTNTA TNG.

Mia evolapépovoa Kot Ayotepo GLUPATIKY] GTPATNYIKY Tpo®OnomMg Tov epapudletar,
givor 1 évtaén onpootievcemv mov £xovv dnuovpynoel ot yproteg oto feed tov
Aoyaplacpod g, Onuovpymdvtag évoa mpwtoétumo, community-based branding.
Evtaccovtac o UGB oty otpatnyikn mpomdnong g, 1 MONKI emitpéner katd
KOO0V TPOTO GTOVG KATAVOAMTES VO WANGOLY avTi Yo TV 1010, LETAPEPOVTAG TO
UNVOpaTA TNG Kot TPowBdvVTaS Ta TpoidvTa TG HEG amd To d1kd TOvg pdtio. AvTi
TPOGNAW®GCT GTNV KOWATNTO, ATOTEAEL {GMG TO 1GYVPOTEPO KOUUATL TG TOVTOTNTAG TNG
OLYKEKPIUEVNG €TanpEiag, oTolElo TOL TNV SLPOPOTOLEL GO TOV AVTAYWVIGUO Kot
dnpovpyet éva 1016tVIo brand image oty avtiAnyn tov ypnotodv tov Instagram. To
TEPLEYOUEVO aVTO gumintel ot popen tov sponsored UGB, kabdc m etopeio
KWWNTOTOLEL TOVG YPTNOTES VO LOIPACTOVV TIG EUTEIPIEG TOVG KOl TO TPOTOVTA, UECH TOV
#Monkistyle. Qot6c0, eneldn n avtapolPn dev avAyETOL GE OIKOVOULKG OQEAT AL
oTNV SVVOTOTNTO CAANAETIOPOACNC LLE TNV LAPKO KOL TO LEAN TNG KOWOTNTAG TNG, AAAL

Kot 6TV TPoPoin TV dnovpydv ota SM, to mepieydevo avtod dev e€lodvetal oty
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OULVEIONON TOV YPNOTAOV HE TIC TANPOUEVEG Olapnuicels. AvtiBétmg, dwtnpel v

avBeviikoTnTa KoL TV a&lomioTio Tov.

[Mapammpdvrog tic dnpocievoelc g MONKI, 11 cuyypdpovca Bedpnoe OTL vILdpyEL
evotopépovca ontikn 610 Tmg To0 UGB evomuatdveral otig mpomdntiéc evépyeleg g
etapeiog Kot poAoTa e TPOTO MOTE VO OVTOVOKAY TIC a&ieg Tov TpesPevet, 1OmUEVES
péosa amd To PATIo TOV KOTOVOA®TPLOV. ['o Tov AdYo avtd emdidKeTal, TEPO omd TNV
BempNTIKN TPOGEYYIGT| TOL, OC Iiot GTPOTYIKY TPOMONGNG TNG ETOPELNG, VO EVTOTIOTEL
TPOKTIKA O GLOYETICUOG ToL e 10 BE, 10 omoio telkd Oo weeAnocel 1 pdpka,

av&avovtag TV LAMKN Kat GuAn a&io g oty ayopd.
4.2. EpgovnTiKi] TPocEyyion

H gpevvntcn pébodog mov Ba axorovdnbel otnv mapovoa dwatpiPr| etvor n avéivon
nepieyopévov (content analysis), kabmg tpoxettal yuo pio pEBodo mwov emtpénel oTov
gpeuvnT va «degayel ovumepdopata omd omodeiels mepleEyouévon, Ywpig va
ypeWLETAL VoL OTOKTNOEL EMKOV®Via TNV omtoia ogv 0EAeL 1) dev pmopel va emeEepyaotel
auecon (Riffe et al., 2005). TIpdkettar yio pio TEPIGGOTEPO EUTELPIKT TPOGEYYION, N
omoio EMTPEMEL TI CLOTNUOTIKY AVAALGT] TEPIEXOUEVOL, E1TE OVTO €lvOl AKOVOTIKO,
YPOTTO, OTTIKO N ontTikookovoTikd (Pauwels & Mannay, 2019, p.267). Mia onuavtikny
TTUYY TNG AVAALGNG TEPLEXOUEVOD ETvat OTL TPOKELTAL Y1t VOV UN-0VTIOPAGTIKO (non-
reactive) tpomo vo avaivBel Eva cuykekpiévo delypa péoa oe €va mpokabopiopuévo
ypoviko odotnua (Pauwels & Mannay, 2019, 6el.267). Ta mapandve ctotyeia gival
Kol 0VTd ToL AMEONKAY LIOYLY TPV TNV EKTOVIOTN TG TOPOVCOS UEAETNG, KOOMC
aQeVOg dev LIMPYE SLVATOHTNTA AUECOTEPNS TPOGEYYIoNG Tov brand vid diepevvnon
KoL 0QETEPOV O10TL UTOoPoVGE e AVTO TOV TPOTO VO, EEACPUMOTEL 1] AVTIKEWUEVIKOTNTA
Kol 1 avfeEVTIKOTNTA GTO EVPNHATA, XWPIG VO VITEIGEADOVY TPOCOMIKEG OMOYELS Kot
npokatoAnyelc. Onwc dAlwote tovileton kat amd tovg Pauwels & Mannay (2019), «oe
pio TOGOTIKTY AVAAVCT) TEPLEYOUEVOD, O EPELVNTES vl AVTOT TOL PEPOVVY TNV £VOHVN
vy v kabipoon Tov Kovovev epunveiog kabdg kot yoo v eEacediion
OVTIKELEVIKOTNTOG, 0&L0TIOTIOG Ko £YKLPOTNTOS, TO omoia Kot efvort (oTIKNG onuacio

Y10 TNV OTTOTEAEGLLATIKY) EQAPLOYN TNG LeBOO0VY (GEN.267).

‘Eva mAeovéknua g avdAvong teplexopévou gival n duvaTdTNTo TVTOTOINoNG TOV

OTOTEAEGUATMV OV TPOCPEPEL, EVM TNV 1010 GTIYUN, 0TV EQapUOleTar 6€ £va OTTIKO

35



TAOUG10 EMTPEMEL VOGS LEYAAOG OYKOG 0O OTTIKO VAKO Vo pLetmBel og Evav pikpoTepo
KOOKOTOMUEVO 0p1OUo deSOUEVE®V, TOL OTTOL0L LITOPOVV VoL LETPTBOVVY Kot va, avaAlvBovv
otatiotikd (Pauwels & Mannay, 2019, 6eX.266). To deiypo mov ypnopomomonke yio
TNV TOPOVGO £PEVVA TPOEPYETAL OO EVaV HEYEAO aplBud dedopévov Tov ivar et To
nmieiotwv ontikd. To Instagram, g éva péco mov Paciletor otn dGvaun g eKovaG,
TPOGPEPEL EVaV LEYAAO OPLOUO CYETIKOV OEGOUEVOV TTOL PTOPOVV VO KOOIKOTO 0oV
Kot vo avaAvBovv cuotnuotikd. Tavtdypova, 1 idia n emotiun tov digital marketing,
¢ évag KAAd0¢ Tov Kiveitan og peyaho fabpd ota SM, Baciletl Eva onuovTiKd KOPUATL
G oy00¢ TG otn dvvaun tov content creation. To 1010 akpiPd¢ 1oyvEL KOl Yo TN
MONKI, o¢ éva mapadetypo etoipeiog mov emAEYONKE e YVOUOVA TO OTL EVIAGCEL TV
duVaIKY] TOV content creation 6Tic TPowONTIKEG NG evépyetec. Me Bdomn ta mopamdve,
pio. avédivon mepieyopévov potdler o mo KatdAAniog tpdmog yu vo eEgTaotel 1O

EPELVNTIKO EPATNLAL.
4.2.1. Zyedroopnoc & oTddio TG £PELVOS

2ougpwvo pe toug Pauwels & Mannay (2019), n avdAvon mepiexopévov amotereiton

amd 5 61ada, To omoia Ko akoAOVONONKAY Yo TNV EKTOVNON TS TAPOVGUG EPEVVOG:

Emiloyn tov detypatog vmd diepedvnon
Anpovpyia evog eyyelp1diov pe KOOIKESG
Epappoyn g otpatnyikng kwodwonoinong

Avdivon tev dedopévev Tov GLALEYON KOV

A N

[Mopovcioon TV amotelecpdT®V Kot EDPNUATOV.
4.2.2. Emioyn tov detypatog

[Ma ) ovykekpyévn épevva, GLAAEXONKOY TOGOTIKA OEOOUEVA, YPTCLULOTOLDOVTOG TV
TAateOpua Tov Instagram wg v KOpLo IyN Avtinong tovs. To kOplo epyareio mov
eEMOTPATEVONKE NMTAV 1 KATOVONOT TNG EPELVNTPOG HE PAON OGLYKEKPIUEVA
evvororoywkd miaiote. Ewdwotepa, To mocotikd Osdopéva cuAAEyOnkov Pdost
TOLOTIKAOV TOPATPNCEDV KOl EPUNVEING TOV TEPLEYOUEVOL TOV AOYOPLUGHOD VIO

eEétoon.

Ta dedopéva mov ypnoipomomOnkay oty Epgvva GLAAEXONKAY ad TN GLVYYPAPOLGH

Katd ™ xpovikn mepiodo 1/1/2022 éwg 4/1/2022. O1 Pacikég EVVOIOAOYIKES TEPLOYES
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011G omoieg Kou Ba Pacilotav 1 épgvva elyav oprotel Tpv v Evopén g Stodkaciog
Kol M Olekmepaiwon €ywve pe PAon TG OVTIMYEIS NG EPELVNATPLOG YO TNV
npaypatikoétTnTo. [0 T0ug GKOTOVG TG TaPOVGAS HEAETNG, Bewpeital OTL I OVOTEP®
OVTIANTITIKY KOVOTNTO GUVADEL LE TNV KOV AOYIKN €VOG HEGOL avOpOTOVL, O 0TO10Gg

kot Oo avtilopPavotay Kot o epuiveve ta 1010 0e00UEVA [LE TAPOUOL10 TPOTO.

To emieyBév detypa eivar o Aoyaplacpdc tov Instagram tmg MONKI, 1 omoio ™
nepiodo deaymyng g épevvag Exet 832.000 axdAovBovg kot 4.901 dnpocievoels.
[Ipdkertan yia évav Aoyoplacspd o onoiog dtafételt mAN00¢ LAKOD Kot GUVERHDS HTopEl
va vrootnpiel v mapovca Epguva. AKOUN, LTOPEL Vo 00NYNOEL GTNV JlEEaywyn
CLUTEPOUCUATOV Yoo TNV gTatpeio Ko, kabmg mpokertan Yo pio fast fashion groupeia
OV OVNKEL O £€vav oKOUN HeyoADTEPO OpAo, va cupPdiiel ot deEaymyn
CUUTEPACUATMOV OV UTOPOLV VO YEVIKELOOLV va ypnoipomombovv kol oe AAAEG
napopoteg etarpeieg podag. Emedn Adym tov mePlopioévon ¥povikov TAGIOn NG
épevvag, dev Ntav epiktd va e€etacbel 10 ohvoro TV Onupociedoewv, N Epevva
tomofeteitan ypovikd otig nuepounvieg 1.1.2021 péypr 31.12.2021. Avtd 10 Ypovikd
JoTNUE. HTOV 1KOVO YioL TNV GVIANGCT TANPOPOPLOV KOl OESOUEVOV, (MOTE VO
epappootel n gpevvnTikn péEB0dOC amoterecpatikd Kot va deEayBodv aSidmioTa

cuumepAoUATA.
4.2.3. Anovpyia gyyepidiov pe kmdkeg (codebook)

To mpdto Prjpa yio ) dnpovpyia evog codebook eivar va evromiotel 0 6komdg Yo Tov
omoio Ba ypnowonomBodv ta dedopéva (Rourke & Anderson, 2004, ceh. 8). T
OLYKEKPIULEVN €PELVA, O OKOTOG eivan va gpgvvnbel katd mOco T otoryeio tov BE,
oniadn mn oavoayvopoipdtTo pdpkag, M ekAapPavopevn moldtnro pdpkag, ot
oLOYETIGHOL papKaG kol 1 alomoTi HAPKOS UITOPOLV VO EVIOTIGTOUV  OTIC
dnpoactevcelg mov tpokvmrovy and UGB oto Aoyapracspod tov Instagram tng MONKI.
[Ipwv 1 onuovpyio Tov codebook eivor amopaitnTo Vo 0ploTOVV Ol HETAPANTEG
(variables) ka1 ot W00tteg (attributes) mov Ba ypnowomombovv. Onwg opilovv ot
Blaikie & Priest (2017), o petafint eivor pa évvota mov pmopei va £xel S1popeg
TIES Ko opileTon e TETO0 TPOTO MOTE Vo Uopei va dtamiotmbel pécm mapatnpioewv
OO, TIUN €XEL GE L0 CLUYKEKPLUEVT ep@avion. Amd v dAln, ot Riffe et al. (2013)

tovifovv 611 To codebook &givar o mupNvag g avaivong mepieyorévov, kabmg kel
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eneEnyovvtol ot PETAPANTEG TG £pevvog KabmG Kol To MG TPEmeL va, Letpnovv Kot

VoL KOTOypopovV.

2V mopovca Epguva, 1 ool deEdyetatl mive oty etarpeioc MONKI kot apopd 6to
Aoyapraopd ¢ oto Instagram, n apyk| petafinty eivor o 910G 0 Aoyaploopos, amod
tov 0moio o cLAAEXOOVV Tal dedopéva. Ot apyIKES 1O10TNTEG TV UETARANTOV UTOPOVV
Vo Ol(®PIOTOVV GE TOGOTIKEG KOl TOLOTIKEG. XTI TOOTIKEG, EVIAGGOVTOL Ol
dNpocEVoElg ONANST 0L PMOTOYPAPIES TTOV AVOPTAOVTOL KoL TO, avTicTory o captions wov
TIG GLVOOEVOVV. XE VT TO OEOOUEVA, TO TOLOTIKA YOPOKTNPLOTIKA Ba petpnBodv pe
Baon meportépw Kmowomoinon Kot Bo amodoBolv aplBuntikd. TG TOGOTIKEG

uetafAntég evidocovrar ta likes kot ta comments tov GuvodedovV TIG SNUOGIEVGELS.

Onwc mpoavagépnke, Pacikdg okomdg TG mapovoas HeAETNS etvar va epeuvnBel n
enidpaon tov UGB ota otoryeio tov BE. Ilpokepévov vo petpnbodv kol vo
ovAleyBobv ta avtictoyo dedopéva, eivar avaykoio va ewooaybel pio péBodog
GLGTNUOTIKNG KOl GUVOAIKNG Katavonong tovs. [a 1o okomd avtd, ypeldotnke o
TEPALTEP® TPOGIIOPICUOC TOV IOOTATOV TV UETAPANTAOV, OOTE Vo, eELTNPETNOOLY 01
oTOYOl TNG HEAETNG. ZVYKEKPIUEVO, OO TOV GUVOAIKO aplBnd TV ONUOGIEVCGEDY TOL
eupaviCovtav otov Aoyaplacud tov Instagram g MONKI, emdéyniov pdvo ekeiveg
ot onoieg mpoépyovtav and UGB. H cviioyn avtr €yve péoa and v mopatipnon
TOV ONUOCIELCEMY Kot TNV oplfuntikn kotapétpnon tovs. Ta dedopéva mov
TPOEKLYOV OO TNV TOPATAVE d10d1Kacio KodikomomOnkay pe Bdon v Aoy tov
4 otoyeiwv mov cvvBétouv 1o BE, dnAadn v avayvopioludtnTo LapKos, TNV
exhoppavopevn moldtnra LAPKOS, TOVG GLGYETIGHOVS HAPKOS Kot TNV a&lomiotio
péipragc, to omoia Kot amoTeAOVV TIG TEMKES petafAntég g épevvag. Kdébe pio and
avTEG AapPavel KATOEG TEPULTEP® 1O1OTNTES, Ol OTOIEG EPELVIONKAY CLGTNUATIKA KoL
KOTOYPAQNKOAY TOGOTIKA, TPOKELLEVOL VO LETATPATOVV GE LETPNGLULN GTOLKElR OV BaL
00MYNoOLV OTA TEMK(O amoTeAéopaTo. XT0 onpeio avtd afilel va onueltwdbel otL n
Aoy oty omoio otnpiydnke n epunveia TovV WIOTNTOV NG KAOe peTAPANTAG
VIayopeLTNKE amd TV epunveio wov d0Onke amd v epgvvnTpro kot Pacileton otV

KovOTNTA OVTIAN YT €VOG LEGOL TOPOTNPNTH.

Ot telkég petafintég Kot ot 110t eg TG KAbe piog omd avtés, mapovstaloviol GTov

oakorovbo mivoka:
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Terkég uetTafzntég w IStoTnTEg uETAUPRINTOV

- Avayvupion pdpKac (YUvaikeia posa, Epavion Tou TpoiovTac, ||
} street style, ailoBnTiki papkac)

- BeTikr) avdak/ non gapkag (BeTika captions, BeTIKG emoijis,
hashtag #Mankistyle)

1. AvayvwplioigoTnTa Japkag

- NpaypaTtikn a€ia (Tipn, 1610TNTEC poidvTwy [UAIKG, XpwpaTa,
patterns])
} - ZupBo/ik agia:

- BeTikr) auToEIKOVa (QUTOEKPPAaON, amodoxn, eAcuBepia,
TEPITETEIN, aydmn via Tn poda)

- OIKeIdTNTA (KABNUEPIVEC YUVAIKEC, KABNUEPIVEG BPATTNPIOTNTEG)
- Brand image

2. EkhapPBavopevn moidTnTa pdpkag

- ZUCXETIOUOI HE UAIKA ayaBd (pouya, agecoudp)
- ZuoyeTiopoi HE Gu/a ayaba (afieg):
w - EuaigénTomoinon (avBpwmiva dIkaiwpata, mpooTaaia

mepIBAMovTOC, SikaiwpaTa Zuwy, WYUXIKN uyeia)

- AlapopeTikdTnTa (PUAD, EBVIKOTNTA, EUPAvION, Bpnakeia)
- Muvaikeia evéuvapwon

- AuBevTikéTnTa (0X YiATPQ, body positivity)

3. LUOYETIONOI papkag

4. AgiomaoTia pdpkag - EEaTopIkeUupEvn epmEIpia (Tpoowrkd oxohia oTa captions,
TIPOOWIIKEC ATavTAOEIC)

- User Engagement (likes, comments)

W - KivnTormoinon yia cuppeTo)r (call-to-action evépyeiec)

Exova 6. Iapovoioon petoflntadrv & idiotirwv uetafinrov
4.2.4. Epoappoyn tg oTpaTnyIKng Kmokomoinong

Onwg éxel mpoavapepBel, n de€apevy TtV dedopévav Tov GLAAEYONKAV elvarl o
hoyapraopog Instagram g etopeiog MONKI. Kvprog oxomdc g Kwdwkomoinong
NTOV 1] TOGOGTIKOTOINGT TOLOTIKMV GTOLEIMV Kot 1] YPAPIKN avamopdotacn Tous. Eva
np®To Prpa g Swdwkaciog vanpée m onpovpyion VOC apyKOD VITOUVILOTOS
dedopévav, ta omoio GLAAEXON KAV yepokivnTa amd To Aoyaplacud tov Instagram vmod
dtepevvnon. [pv v Evapén ™ oplotikng a&lohdynong tov dedopévay, epguvininke

Katd T6Go avtd ivor mpoosPaotpa, a&ldmoTa, GYETIKA e TOVG GKOTOVS TNG EPELVOS
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Kol IKovA 6€ aplfud OoTE VoL LTopovV Vo VTOGTNPIEOVY TO pELVNTIKS EYxEipNUa. X1
OLVEXELN, M OLOOIKOGT0 TOL AKOAOVON O KE NTaV 1] €K VEOL AEI0AOYNOT TOV TEAMK®OV Ko
eyKekpluévoy dedopévev, To omoio. GLAAEXOMKaV yepokivnta, HETPHRONKAV Kot

KOTOYPOPNKAY GTOTIGTIKA.

IMa v mapovca perétn, ot mpoiimobEcelg mov Empene vo TANPOVV 01 ONUOGIEVGELS, Ol
omoieg Ba cvpmepriappdvovtay oto dedopéva g Epevvag givat: 1) Na mepiéyovv to
hashtag #Monkistyle, to omoio ypnowonoteitol amd v ida TV etopeia, ®oTE Vo
yapoktnpicel to UGC mov kowomoteitol and tovg ypriotes. [Ipdkettar yio meprexdpuevo
10 omoio givar sponsored, pe v £vvolo, Oyl TNG OIKOVOUIKNG avTOUOPNG aAAd TG
napokivnong amd v d Vv etanpeio TPog TV KOWwOTNTA TS, VO KOWOTOIMGEL
TePlEYOUEVO HE TO ovykekpuévo hashtag, ®ote va égovv v egukaipia vo 1o
avadnpoocteboouvy. (X.X: Kabdc T0 cuyKekpyévo Kpitnplo dev UTOPEGE VO, EVTOMIGTEL
GTO GUVOAO TMV ONUOGLEVCEMV -10imG 6€ TOAOTEPES- TEOMKAV emmPocHiTmg Kot Ta
akorovba kprnpa). 2) Na mepilappdvouvy 6to caption g onpocisvong to Ovopo Tov
YPNOTN GTOV OTOI0 OVIKEL LE TN HOPEY| (@username (6mov username o Aoyoplacuog
TOV ¥PNOTN) N Vo LITAPYEL avTicTolyo tag pe tov xpNnotn Tave TN OTOYpaPio TG
dnuooievong. 3) Na unv avikovv og influencers, cvvendg vo mpodkerton yio
TePEYOLEVO OV ONpocleveTol Yopig owovokés omoiafés. Ilpokepévov va
dwmiotwhel 10 TOPATAV®, KATO TN GLAAOYN TOV OESOUEVAOV TPOYUOTOTOONKE
emiokeyn oto TPOoPIL kAbe evOC omd TOVG YPNOTEG TWV OMOIWV Ol EIKOVEC
onpoctevdnkav and v MONKI vrd ™ popen UGB. Xt cvvéyewn, pe Paon tov
ap1fud Tewv akolovBwv, £yve 0 yopaktPIopds TV Tpocmnmy mg influencers kot un.
Ewwotepa, oty épguva ypnoyomomOnkov Hovo ot OMUOGIEVCELS TOL TPOEPYOVTAY
amd ypnoteg ot omoiot giyav £w¢ kot 10.000 akérlovbovg oto Instagram. O Adyoc yia
Tov omoio TéOnkov To TopOmAved Kpuiplo MTOV  aeeVOS M €£00QAMON NG
OVTIKEWLEVIKOTNTOG TNG EPELVOG KO OPETEPOV 1| CLAAOYY BEVTIKOD TEPIEXOUEVOU,

péca 6to omoio pmopel va arotvnmdel ovolactikd To otoryeio Tov BE.
4.2.5. ITopovciaon anoteAeGUAT®V Kot EVPNUATOV

210 TN 0VTO TG £PELVAG, AVOADOVTOL TO. KOPLO OEOOUEVE TOV GLAAEXONKOV. XKOTOG
aLTNG TS avdAvong ivol vo ITEPLYPaPOVV Ol TOPATNPNCELS TOV TPOEKLYOV OO TN
ocvALOYN TV Ogdopévev Kol va deoyBovv cvumepdopata to. omoior B eivon

Tonomompuéva Kot katovontd. Ilpwv v mapovsioon twv dedopévav, etvot onHovTKo
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va emonpovOet 0TL o1 petafAntég mov emALyOnkav, o¢ otoryeia Tov cuvhétovy 10 BE
dev eivar to poOvo otoryeion mov cvpPailovv oe avtd. Avayvopiloviog v
TOALTAOKOTNTO OPIGOD ToV BE aAAd Kot TV duGKOAin TOCOTIKNG LETPNONG TOV OO
TNV TAELPE EVOG EEMTEPIKOV TAPOTNPTTH, 1] CLUYKEKPLUEVT ETAOYT KOOIGTOVGE EPIKTY|
NV EKTOVNON TNG €pEVVaG eved TopdAANAa Oepeiiodvetal Bempntikd Kol omd v
vapyovoa. akadnuaikn Piproypapio (Aaker, 1991 kou Keller, 1993). ITapoia avd,
avayvopiletar 1 vVropén Kot GAA®V TPOcEYYicE®V, ol omoieg kot B pmopovcav va
vrootnpyBodv and perlovtikég Epevvec. [lapdAinia, dedopévov 6Tt Ta GToLyEin TOV
BE dev eivor epiktd va peretnBodv pévo omd v mAEvpd oG pdpkag Kol vo
0000000V amOKAEIGTIKA PLEGM TEPTYPUPIKNG TOPATPNONG, OTT GUYKEKPIUEVT] LEAETN
nepintoong avalntynkav evdeikteg (indicators) mov vo vrodekvbovy Ty Vapén
toug. O evdeikteg ovtol Poociloviar otic owkeleg Oewpleg oyxetikd pe v
VAYVOPIGILOTNTO LOPKOGC, TNV EKAAUBOVOLLEVT TOLOTNTO LAPKOS, TOVS GUGYETIGLOVS

pépkag ko v aglomiotio pépkag.
4.2.5.1. H ypniion Tov UGB ©¢ otpatnyki tpoddnong

[Tpokepévou va peketnBovv ot dnpocievcels tov mepieyovv UGB, eivan onpavtikd va
KkabBopioTovv kdmoleg mpobmobécels, ol omoieg opiotnkav mpwv 1N Oegaywyn g

épeuvag.

To npdTo KoppdTt ToL gpevviONKe, elvan av Tpdypattn MONKI ypnowonoei 1o UGB
o¢ o otpatnyikn tpoddnong g oto Instagram. Ilpokeyévov va damotmbel to
TAPOTAV®, KATAUETPNONKAY 01 GLVOAIKEG ONUOGIEVELS TG eToupeiag amd v 1/1/2021
péypt tic 31/12/2021. 'Enerta, katopetpinke o apBpdc tov OMUOGIELGEMY TOV
TPOKLITOVV A0 TEPLEXOUEVO TOL EXOVV KOIVOTOUCEL O1 YPNOTES KOl OXETILETON e TNV
etapeio (UGB). Ot ouvoAikéc OMUOGIEVGELS TOV KOTOUETPHONKOV TO YPOVIKO
dtotnpa ved dtepgvvnon etvan 590. And avtég, to otoryeio Tov UGB evromiletan otig
145. Ze ap1Bpovg, to mepieyopevo pe ) popery UGB mov avaptmbnke amd tv MONKI
mv ypovid 2021, avtmpoownevel 10 24,57% 1oV cLVOMK®OV Onpocievcewv. H

TOGOCTIOH0 OVOTAPAGTACT] TOV TOPUTAVE QOIVETAL OTO aKOAOLOO dtdypopLpLo

(Avdrypoppa 1):
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YOVOMKES ANUOGLEVGELS

» Anpoctevoeis yopic UGB Anpoctiedoeig mov mepiéyovv UGB

dicypoyo. 1

Yuvenmg, pmopel va emPeforwbetl tL T0 GLYKEKPLUEVO TTEPLEYXOUEVO EUPavileTan o
évav Kavo apBpd ompoocieboewv kKot €dhoya vo Bewpnbel og pio otpatnyikn

Tpo®ONnoNg mov Hvtmg emotpatedeL N eTopeio.
4.2.5.2. H ypnon tov UGB ®¢ otorygio dnuiovpyios avayvopiloindtntog HapKas

Youpwvo pe to managementstudyguide.com, 1o otoygio TG ovayveOPIGILOTNTOG
HapKag etvor avoyKoio TPOKEWEVOD 01 KATOVOAMTESG Vo eEotkelmBovv pali g Kot vo
pmopovv va v avoyvopiouv avapecsa otov avtayoviopd. [pokepévoo va yiver pia
HapKa ovayvopiown, eivol onuavtikd va katackevaotel éva a&tomioto brand image,
avtiotoyo slogans kot etikétec (managementstudyguide.com). Xtnv mapovoa pHerétn,
TPOKELUEVOD VO KATOOTEL EPIKTH 1 KOIKOTOINGCT TOV dNUOCIEDGEMY TOV TEPIEYOVY
EVOEIKTES YOl TN OMovpyio avayveOPIGILOTNTOS LapKaS, avalnTinkay evOeikTes yia
to 2 emi péPovg otolyeio TG TV avayvoplon popkag kot tn (Betikn) avéxkinon
pdpxoc. Ta cvvolkd dedopéva mov mpoékvyayv, amcwkovilovtal oto akodAovbo

Swaypappa (Adypoappa 2):
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AvayvopilolpotTnte papKag
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I
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N Mooootd %
Yvvolkég dnpootevoeic UGB

Anpootevoelg UGB pe otoyeio avayvopioldmtog Lapkag
B Anpootevoelg UGB pe ototyeio avayvdpiong pLopkog
Anpootedoeig UGB e otoryeio avirkinong paprog

Aicypoypo 2

[Mapatnpeiton 6Tt 10 otoyeio avayvopiong popkag epgaviCetar oto 100% tov
dnpoctevcemv. AVTd onuaivel 0Tt TOLVAdIoTOV pia omd TG el PEPOVE WOOTNTEG TNG
OLYKEKPIUEVNC peTaPANTG eppaviletal og 6Aeg Tig dnuootevoelg UGB omwg €xovv
avapBel 610 ocvykekpipévo Aoyaplacpd. Mio mo ovoAvTiKY| Tapovsiocn TV

WOTATOV TG ovayvAOpLoNg LapKag, eaivetotr akoAovBmg (Awdypappa 3):

Avayvoplen papKog
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40

ITocooto %

Epoedavion mpoidvtog Iovoukeio poda AtcOntikn paprog Street style

Aicypoypo 3

Onwg gaivetal, to mpoiov g etarpeiog epeaviCetar oto 100% tv dnpociedcewv
UGB tov Aoyoplacpod, eved 1o yopakInplotikd e yuvolkeiog nodag, o€ T0600To
97%. H awcOntikn g pdpxoc, dnAadn ta ypopate, To oxéolo Kot ot AcloTikég
eMPPOES, paivovtal 6to 50% tmv dnpoctevcemv evd 40% avtdv £xet yapaxtipa street
style, ototyeio mov cuvdéovtal e€iGov e TV TowTdOTNTO TG pLapkag. Epunvedovtag ta
TOPATAVE OEOOUEVO GE OPOVLG OVOYVOPLONG HAPKOS, UTOPOVUE Vo, TOOUE OTL 1M

mAeovoTTa TV dNnpoctebeewv mov Tpokvtovy and UGB mepiéyovv 10 otoygio g
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AVaYVOPIoNG LAPKOG KO CUVETMG CLUPAAAOLY GTNV dNoVPYia OVOYVOPLIGIUOTNTOG

HUAPKOG.

To otoyeio g avdxkinong papkog, £Eetdonke péco amd To mpioua TG OeTikng
avaxinong papkag 6tav ETAVEPYETOL 0T UVAUN evOg ypnotn Tov SM. Ta dedopéva

oL GLAAEYONKAV Paivovtol 6To akdAovBo didypappo (Atdypoppa 4):

Avaxinon papkog
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[Tocoot6 %
OeTcd captions OgTikd €MoOjis Epagavion #Monkistyle

Midypoypuo 4

H avaxinon paprog eivar éva otoryeio mov umopet va eEetactel pe axpipfeta Kupimg
amd TV TAELPE TOL KaTOVOA®MTY. [ TIC avdykeg TG CLYKEKPLUEVNS HEAETNC,
avalntOnkav evdeikteg o1 omoiol Ba pmopovcay va 0dnyncovy otn BeTIKY avapvnon
™m¢ uéproc. ITAPAAEIT'MA: H dnpocievon amd 3/11/2021 (Tapaptua 1), £xet tnv
Aelavta “U look so amazing in our party drop, thanks for the inspo! [...]” («®aiveote
(QOVTOOTIKEG PE TO POVYO WOG Yo TAPTL, GOG ELYOPLGTOVUE Yot TNV EUTVELOT!»).
[Mpoxertanr v pio ONAwon pe Betikd yapoaktpo, mov amevfovetal Aueca GtV
kowotnta g MONKI, divovtog Gueco, TPoooTIKO Kol EVYAPIETO TPOGNUO GTNV
aAAnAoenidpaon pe ™ phpko. Onmg mapatnpeitor, téT0100 TOIOL OeTIKG Ccaptions
eppavitovtar oto 50% twv onmpocievcewv UGB, poptupodvtag v moapovsio tov

otoyeiov avakinong pnépkog e onuovTiko Paduo.
4.2.5.3. H ypiion Tov UGB ®¢ oTorycio onpiovpyias 6VGYETICHOV HapKOG

Ot ovoyetiopol paprog ivor Tor VAKA Kot GUAC YOPOKTIPIOTIKAE LG ETOVOUING TOL
€pYoviol oTo0 HLOAO TOV KATOVOAOTOV Otov yivetor Adyoc yw ovtiv. Omog
npoovoapépinke (KE®. 2.1.4.) ot ocvoyetiopol HAPKOG YPNOLOTOIOVVIOL GTO
LEPKETIVYK TPOKEUEVOL oV TN Vo dtapopomomBet, va tomobetnBel oy ayopd kot vo

ONUIOVPYNGEL GTOVS KATAVAAMTEG BETIKY TPodidbeom kal cuvalcHNpata anévavti g,
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T0. omoio. TPOKLATOVY Omd TO OPEAN TOL OMOPPEOVY OO TNV TPOTIUNOCN TNG.
[MopdAinia, Tpokertan yio pia €vvola mov oyetiCetan o€ £va Pabud pe v TavTdTNTA
pdpkag, ved TV Evvolo OTL Ol CLGYETIGHOT cLVOEOVTUL Kot UE TIS 0&ieg OV avTN
npecPevel. Mepikd Pacikd ototyeia tantdmTag, Ta onoia yapaktnpifovv m MONKI,
OMMG ATOTLITOVOVTAL KOl Ao TNV GeAlda g, ivarl n evarcOntomoinomn anévavtt og
Kowovikd nmuata, 1M OWPopeTIKOTNTO, 1 Yuvoukeio EVOLVAU®OTN Kol T
avBevtikomta. o g avaykes g mapodoog perétng, emAéydnke va egetaotel 1
£VVOL0 TV CUGYETICUOV HAPKOG HEGO amd To Tapomdve otoryeio. Ta dedopéva mov

TPOKVTTOVV, ATOTLTMVOVTOL YPUPIKA ®¢ eENG (Atdypappa 5):

Yvvolkég onuoocievcssig UGB

= ANHOGIEVGELG TTOV TTEPLEYOVY GUGYETIGHOVS HAPKOG

ANPHOGIEHGELS TOV JEV TEPLEXOVY GUGYETIGLOVG LAPKOG

Aicypoypo 5

Onwg mpokintel amd To Tapamdve dtdypappio, To 88% TmV GUVOMKOV d1UOC1EVCEDY
UGB mepiéyet tovddyiotov £va 6ToyElo GUGYETIGU®VY HAPKaS, OTWS AVTOl oOpioTKAY
oto codebook. And avtég Tig dnpootevoels, to 100% cvoyetiCetol pe vk ayodd,
onradn oe avtéc epeaviCovrar mpoiovia (podyo Kot aEEGOVEP) To. omoio TOAOVVTIL
amd Vv eToupeio Kol GVVENTMOS cuoyeTilovion mpwTapykd pe ™ papka. I'pagikd, ot

OLGYETIGHOL e VAIKA ayadd oTig dnpootevoelg UGB g MONKI amoturdvovtot g

e€ng (Audypappa 6):
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Anpoocieveeg UGB mov mepiéyovv 6oy eTiopovg
napKog

Yvoyetiopol poprog pe VKA oryodd

Midypouuo, 6

Ta enl pépovg otoryeio mov ANEONKAY LIOYIV Y. TV UETPNON TOV GLGYETICUMV
uapkag oto Aoyopracpd Instagram g MONKI, eaivovtor 6to akdAovBo ypaenua
(Atdrypoppa 7):

YVGYETIONOL HApKOGS HE Auia ayadd
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IMvaikeio evévvapwon AwpopeTikdtnro Avbevtikotnta EvaieOntomoinon

Micypoyo, 7

Onwg yiveton eppavic, To otoryeio g yovoukeiog evovvapmong eppavifetor oto 100%
TOV ONUOCLEVcE®Y, KaODS etvar kot to Pacikdtepo ototyeio 6to omoio Pacilel v
euocoeia g MONKI. TTapdiinia, og éva onpovtikd Tococtd TS TaEems Tov 31%
oLVOVIMOVTOL ONUOGIEVCELS TOL TEPLEYOLY OTOVKElD  OLAPOPETIKOTNTOG, ONANOT|
onuoolevoelg ot omoieg mepthapfdvovv dtopa amd OlpopETIKEG eBvikOTNTEC,
Opnokeieg kot L0, ToVILovTag TNV S10POPOTOiNoT TG LAPKAS TAVE 6€ CNTALOTO TOV
arortovy kowwviky svaicinoio. [IAPAAEII'MA: Ztv dnpocicvorn mov HolpdotnKe

n etopeio otig 7/6/2021 war éyer ™ popoen carousel, mapovoidlovtar yvvaikeg
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SPOPeTIK®V eBvikoT TV Tov €£rovv onpiovpyncoelt UGC oyetikd pe v etoupeio

(ITapaptua 20&2p).

Tnv 10100 oTrypn, dnuocievoelg mov toviCovv v tavtdtto s MONKI wg pia papka
nov Pacilel T errocoeio g oty owbevtikdTnTa, vd TV Evvola Tov body positivity
KOl TNG UM XPNONG QIATPOV oOTIS OMUOCIEVCELS, OovTIpos®mnrevovy 10 31% tov
ocvvolMk®v Onuootevcewv UGB, ot omoieg kot ovuPfdiiovv ot dnpovpyia
OLOYETICUMV papkas. 'Eva tétolo mapddetypo amotedel 11 Onpocicvon mov EKave 1
MONKI o711 1/10/2021, 670V T TpOidVTO TNG £TONpEiog eppavifovial 6E YuvaiKes Tov
SBETOVY COUATOTVTOVG TTOV OEV EUTITTOVYV GTO GTEPEOTLTOL TTOL WUEYPL TPOTIVOG
enpaviCoviav oe koumavieg podag (Iapaptnuo 3). And 6Aa Ta TopaTAve Yivetat
euPavég 0Tt cuvipéyovv cofapol evdeikteg mov vrootnpilovv 6tt To UGB, dmomg

OTOTVTTAOVETOL GTO GLYKEKPLUEVO AOYAPLOGLO, EVIGYVEL TO GTOLXEID TOV GUGYETICUMV

péproc.

4.2.5.4. H ypnon 10v UGB g ctoyycio onuovpyiag exhappavopevng mordtnrog
napKag

H exchappoavopevn motdtnta LapKog avoQEPETUL GTNY OVTIANYT TV KOTAVIADTOV Y10l
TNV GUVOAIKY| TOLOTNTA P0G LAPKAG. XOH@®Va pe Tovg Zhao Jian & Yazdanifard (2014)
pepkoi gvdeikteg avtod tov yapoaktnpiotikov BE givon  tun, n ggowkeimon, 1o
péyehog TG cuoKeELAGING, 1) TPOEAEVOT) TNG LAPKAG, T ONULOVPYOVLEVT] AVTOEIKOVA KOl
1o brand image. ¥t ovykekpyévn perétn n omoio Sedyetal HE YVOUOVO, TOV
hoyaproopd Instagram g MONKI, e&etdleton 10 mepleyOUevo He TN HOPON
ONUOGLEVGEMY TO OTOT0 avapTaTaL amd TV id1o TNV eTOpEio. ZUVERTMOGC, LEGA OO AVTEG
TIG ewkoveg dgv vmdpyel dvvaTdtNTo Vo eheyyBovv ta otoryeia tov peyébovg g
ocvokevaciog aALd Kot 1 Tpoéhevon ¢ papkas. AkoAovBms, n épevva meplopileTan
GTOVG VITOAOUTOVG EVOEiIKTES EKAAUPAVOIEVNG TTOIOTNTOG HLAPKAG, Ol OO0l UTOPOVV VO
dtakpBovv og 2 gupeieg KaTNYopies: TIC ONUOGIEVGELS TOV TEPLEXOVY EKAQUPOVOLLEVT)

TPUYUOTIKY 0&io Kot TG ONUOGLIEVGELS TOV TEPLEYOVV EKAAUPavOLEVT] GUUBOAKY| a&iaL.

Ta otoryeia OV TPOKVTTOVV, ATOTLLMOVOVTUL YPUPLKH 0koA0VOMG (Atdypappa 8):
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Yvvomkég onpooievceig UGB

= ANLOGIEVGELG TTOV TEPLEYOVY EKAOUPAVOLEVT] TOLOTNTO LAPKOG

ANpOGIEHGELS TOV dEV TEPLEXOVY EKAUUPOVOLEVT TOLOTNTO. LAPKOG

dicypoppo 8

Onwg gaivetal omd 10 TOPATAVE YPAPNUA, TO 94% TV GUVOMK®V ONUOGIEVCEMV
UGB mepiéyetl tovddyiotov évav evedeiktn, 6nmg avtoi opictnkay oto code book, mov
vrodekviel Vv Vmoapén Tov otorkeiov exkAapPovopevng mowdtnrtag pdpkoac. H
npaypatiky a&io g pdpkag, 1 omoio apopd 6e SNUOCIEVCELS TTOV EiTE TEPIEXOLV Price
button (amevBeiog eppavion a&iog Tov TPOIOVTOG) €ite AVAPEPOVTIOL EUUEGO GTNV
Wuaitepn mototnTo TV Tpoiovimv e MONKI (uveio o€ vAKa, patterns kot ypopota),

OTOTVIAOVETOL 6 TOGOGTO 49% TV dNUOGlELGE®V Kat angikoviletar 6to akdAovho

Suypappo (Atdypappa 9):

Anpocievoeg UGB mov mepréyovy exkhapfavopevn
TOWOTNTO NAPKAS

Exhapfavopevn motdtta papkog (rpaypotiky a&io)

= ZOVOMKEG SNUOGLELOT|G EKAAUPOVOLEVNG TTOLOTNTOG LAPKOG
Micypoyo 9
To otoryeio g exkhapupovopevng ToldTToC LAPKAG VIO TV Evvola TG CVUPOMKNG

a&lag mov yivetar avtiAnmTy OO TOVG KATOVOAMTEG OMOTLTAOVOVTIOL TOGOTIKE GTO

axolovbo duaypappe (Adypappa 10):
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Exiappavopevn morotnto pdpkag (copporkn aéia)
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Brand image O¢Tikn ovtogikove B OwKeOTNTOL

Adypoyua 10

Onwg eaivetal, 10 ototyeio tov brand image, to onoio otnv Topovoa peAéTn £yve
AVTIANTTO OC M0 «OVTAVAKANGT» TG TAVTOTNTOG LAPKAS, OTMG EEETAGTNKE AVAOTEP®
(KE®. 2.1.4. & KE®. 4.2.5.3) kou mepirappavel tyv eEwtepcn avtianyn e MONKI
og plog papkag mov  oyxetietar pe TV KOWOVIKN  evaucOntomoinom, 1
JPOPETIKOTNTA, TNV VOEVTIKOTNTO KOl T YuvalKeio evovvapwmon, peaviletal 6to
100% tov avtictorywv dnpoctevcemv. To otoyeio g Betikng avtogikdvag, To onoio
eupaviCetaw oto 75% tov dnuooctevcewv UGB mov mepiéyovv kdmowo otoyeio
exhapPavopevng mowotntag popkog, efetdommke péco amd ONUOGIEVGES TOL
oyxetilovron pe BepoTiKéc OMG 1 aIrodoyY| Tov €AVTOV, 1 AeVBepia, N VTOEKPPOUCT
KOL 1] OTEVOYOTOMUEVT aydmn) Yol T poda. Télog, 1 €évvola TG OkedTNTaS, 1| OOl
eupaviCetow oe €vav  onpovtikd oaplBpd omuociedoewv (63%) oyetileton pe
Oepotoroyio dNpoclehce®mV OV ATEIKOVILOVLV KAOMUEPIVES YUVOIKES, LE PUGIOAOYIKA
oOUOTO 6€ KOOMUEPIVEG OpaCTNPLOTNTES, LE TIG OTOleC elvarl €DKOAO VO TOVTIGTEL O
péosog ypnotg twv SM. 'Eva mapddstypio onpocisuong, oty omoio EVOmapyovv Kot to
tpia Tpoavapepbivio otoryein, kowomombnke amd to brand otig 21/8/2021
(Mopaptnuo 4). Etnv cLYKEKPIUEVT] ONUOGIELOT GLUVOAVTAUE TOCO oTOlElN OETIKNAG
avtoewkovag (ehevbepia, ovTOEKEPOCT, 0m0d0YN) OGO KOl OTOUKEID OIKELOTNTOG
(koBnpepwvn yovaika, owkeioo dpactnpiotra). And 6o to mopondve, kKabictoTot
oG OTL TO 6TOLXEL0 NG eKAaUPavOEVN S TOLOTNTOG HapKaG EpPovIleTol 6YedOV GTO

ovvolo TV dnuoctievcewv UGB.
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4.2.5.5. H ypnion tov UGB ¢ atoryeio onuiovpyiog a&lomotiog pdpxog

H o&omotio pdapxog sivor - mbovomnta €voag KOTavoA®TNG Vo TPOTIUG  pio
CLYKEKPLULEVN HAPKO Y10 TIC 0YOPES TOV, BOCIOUEVOS G GTOLYEID TYUNG, TOWOTNTOG Kot
xopoknplotikaov. [poxertat yuo éva otoryeio tov BE to omoio pmopel va petpnOei pe
axpifela HETA TV ayopd £vOg mpoidvtog N piag vanpesiog. Xtnv mapovcso peAétn Oa
gpeuvnBodv evdeikteg mov vrodelkvoovy v mhavoéTYTA VIapéng tov oto UGB
nePlEYOUEVO TTOL cuvovtdtal oto Aoyoplacpd Instagram tnmg MONKI. Ta toug
OKOTOVG TNG £PEVVAG, GLCYETICONKAV EVEPYELEG OTIC OToleg TpoPaivel | CLYKEKPIUEVN
puépko Kot pmopodv va avENoovv TNV OEOMOTION TNG KoL GE  EVEPYEIEC TOL
OAOKANPAOVOLV Ol ¥PNOTEG TV SM Kot €VOEXETOL VAL VTOONAMVOLY 1O VIAPYOLGA

aSomotio pdpkac. Ta otoyeio TOV TPOKVLTTOLY, ATOTLTAOVOVTAL YPAPIKA O EENG

(Atdypoppa 11):

Yvvomkég onpoocievssig UGB

Anpoctedoelg mov TEPEXOLV oTotyEin 0EOTIOTING LOPKOS

= ANLOGIEVGELS TTOV deV TEPIEXOVY GTOLYElN 0EOTIOTING HLOPKOG

Midypoguo 11

[T avoivtikd, ta otoyeion mov ypnowonoei 1 MONKI amockonmvtog otnv
dnuovpyia evoc a&dmiotov brand amotvrdvovtol pEGO OO THV TPOGKANGN TMV
YPNOTOV Y10, CUUUETOYN o€ evEpPYelec ot oelida g (call-to-action), To omoio yiveton
Gueoa oto captions tov avaptioewv. ['a Topdadetypa, oto caption dnuocicvong mov
éxave M etoupeio otig 30/11/2021 (TTapdptua 5), avagépetat: «[...] mapakaiovpe
ovveyiote va pog kavete tag kot va popaleote pali pog to MONKI looks mov pog
eunvéouvy. Tavtoypova, N eEacpaiion piag eatopikevuévng eumepiog, 1 omoia
TPOKVTTEL LEGA OO TNV TPOOMTIKY uveio o kabe meldtn mov éyel popaotei brand-
related mepieyopevo, pumopel vo yivel avtAnmt ¢ pio amoOTEPO TG ETOPEING VoL

LETATPEYEL TOVG VLIAPYOVTIES MEAATEG OE MIGTOVG, MOV Oo TPOTOVV TOKTIKG TN
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OLYKEKPIUEVN papKa Evavtt GAA®v. ['a mapdoetypa, otic 16/5/2021 (ITapapmua 6), n
etaipeio avaeépel og caption, amgvBuvopevn oty dnuovpyd g ewkdvog (ehevbepn
amodoon): «IToAréc evyapiotieg oty @XXX €MEWN EIVOL PAVTAGTIKY QOPOVING TO
blazer poc»y. Ta otoyeio mov amoteAovv evoeilelg mpoomdbelag e etaupeiog va
OMNUOVPYNGEL OEIOTIOTIO LAPKOS, OTOTLTTMVOVTOL CTATICTIKA GTO TOPAKAT® YPOPT|LLOL

(Adrypoppa 12):

AromoTio papKog
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Kwnroroinon yo coppetoyn E&atopikevpévn epmepio

Micypouuo 12

[Mopatnpeitor 611 01 gvépyeleg mpog TV Kivnromoinon twv ypnotdv tov Instagram
gumepEyovtal o€ T0o60cto 25,5% oTic INUOGIEDGELS TOV GTOXEVOLY GTN dNpovpYia
alomotiog pdpKag, VM Ol OVOPTAGELS TOV OTOGKOTOVV GTNnV €£ACOAMOT L0G

eCartopkevpuévng epmelpiog, epeaviCoviar oe 106ooto 28%.

Extog amo v ontik g MONKI 6pmg, vdpyovv kot evoeiEelg amd v mAevpd tov
KOTOVOA®TAOV TOV VTOdeVOoLY v Vtapén aflomotiog papkoc. To otoyeio avtd
umopel vo. e€etaotel péco, omd to User engagement, dniadn to cvvoro tov likes kot
comments wov cvvaviovtol otic UGB dnuooievoeig. To user engagement epevuvnonke
o115 145 dnpocievceic UGB mov kataperprdnkov oto Aoyaplacud s MONKI ywo to
2021, og avuumopaporn pe 378 avoptnoelg mov ywvav Ty dta ¥poviky tepiodo Kot
Exovv KabBopd EUTOPIKO YOPOKTNPO. XTIC TEAEVLTOUES, O&V TPOCUETPNONKOV Ot
avapTNoELS pe TNV pLopen Pivteo (67) kabmg dev avaypdpovy tov aptfud tov likes. Ta

dedopEVH TOV TPOKHTTTOLV PAivOVTaL 6TO akOAoVOO dtdypappoa (Adypappa 13):
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AZiomoTia papkag AfwomeTia paprag

Méaog Opog Likes - i
Meoog Opog Comments

Anpocievoei; pe UGB Aot dnpociedoeis Anpoacievosic UGB Aowég dnpooiedos

dicypoypo 13

AT6 T0. TOPOTAVE YPAQTLOTO, TPOKLITEL OTL 0 HEGOG Opog Tov likes eivor peyoddtepog
ot dnuootevoelg mov mpokvmtovy omd UGB (M.O. 4866 likes/onuocicvon)
CUYKPITIKA WE TIG EMAYYEAUOTIKES QOTOYPAPICEIS KOl TIG GLVEPYACIEG €Ml TANPOUN
(M.O. 3693 likes/dnpooicvon) mov Tpayuatonotei n etarpeio (Atdypappo 13). Awod v
GAAn mAevpd, ot deOTEPEG ONUOGIEVGELS GULYKEVIPMOVOLV UEYOAVTEPO aplBUd of
comments, kaBmg kKabe pio amd avtég Exel Katd péco 6po 31 oxdAla. Ev avtiféoet, ot
onpoactevcelg UGB cvykevipmvouv katd péco 6po 20 comments, apiBuog mov eivan
pev yapnAotepog, pmopel Opmg va vrootpiter v vmopén evdeifewmv yu v

TPOKANOT 0E0MGTIOG LAPKOC.
4.2.6. ITepropiopoi & nOikd {ntuata e £pevvoc

Kotd m die&oywyn épevvag ota SM, ot cuvnBicpévor nbkol Kavoveg petafaiiovrol.
Onwg avapépovy ot Samuel&Buchanan (2020), otnv épevva Tov vAomoteitol ota SM
10 TAIG10 PEGO GTO OTTOT0 KIVOUVTOL O1 EPEVVITEG OEV EIvOIL EDOLAKPITO KO TOL OPLOL KL
ot nlwoi mepropiopoi dwpépovv. ‘Evoc amd tovg cuyvotepovg mpofAnUaticpong,
agopd ot @OoN TV OedOUEVOV TOV GLAAEYOVTOL ®G ONUOclo 1 1WOOTIKA
(Townsend&Wallace, 2016). ITpokeyévon va amopevyBoldv téTotec TapaPLicels g
WOTIKOTNTOG, KOTA TN O0leaymyn TG Tapovcas £PEVVOS YpNoLomomOnke &vag
Aoyaplacpog o gival ONUOGLOG Kot OOV 01 SLUYEIPIOTES ONIOGLOTO0VV TEPIEXOUEVO
10 omoio embopovv va Tpofnéel to evolapépov Tpitov atdpmv. I[Mopdiinia,
YPNOWoTomOnKe mepleEYOUeEVo 10 omoio pmopel va Ogl KOL VO, KOLWVOTOWMGEL
0Tmol0odNTTOTE YPNoTNG oto Instagram 1 kot o€ Kamolo GAL0 péco, kKabmS vVIdpyeL M

dronn ovykatdBeon and to brand.
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‘Eva axoun nwkd {immua apopd 6Tnv OTTIKY TOL €PELVNTH, N Omoia opeilel va
TOPOUEIVEL OVTIKEWEVIKT Kol EAED0EPN OO TPOKOTOANYELS GE OAOL TO. GTAOLN TNG
épevvac. Avapeifoia, 1 tpnon piog omdsTaons amd To avIIKeEipevo vtd eEétaon eivat
0 puovog Tpomog va emtevyfovv afidmiota amoteléouarta. ‘Exovtag to mopamdve
VIOYLY, 1 OCLYYPAQEOVCH EMYEIPNOE VO EKMOVICEL TNV TOPOLOH HEAETN e
0VLOETEPOTNTA, TOTOOETMVTOC GTNV GKPT TPOSMOTIKES TPOKUTAANYELS KO AOVVOLIES Kot
TapEYovTag TANpoeopieg mov pmopodv va 1Wwbovv péoa oamd €vo mpicua

OVTIKEUEVIKOTNTAG, NOKNG KOl apepoAnyiog.

O epropiopoi tng mapovooc LEAETNG oyeTilovTal Kupimg pe TNV nEB0do GLALOYNG TV
dedopévev, AMOym G mePopopUévNg eumelpiog g epevvntplas. H vroayoyn tov
JEJOUEVMV OTIG KATNYOPIEG TOV HETAPANTAOV £YIVE PE BAGT) TNV VTOKELLEVIKT OVTIATIYN
NG EPELVNTPLOG YO TNV TPOYUATIKOTNTA, 1| OTOi0 GLVAOEL PE TNV KOWVI] AOYIKT Kot
avtiinym evog pécov yprotn twv SM. 'Etot, T amotedéopota g €pevvag EVEXOLV
OTOU(EL0 VTTOKEWEVIKOTNTAG, TO 0ol OU®G dev petdvouy v agia tovg. Tlapdiinia,
10 p€yebog Tov delypatog mov cLALEYONKE glval avaAOYo TG GHONG TOVL OVTIKEEVOL
™G £peVVoC. ZVVEn®G, umopet va faciotnke og évav povo Aoyoplacud tov Instagram
OL®G 0 GLVOAMKOG aPOLOG TV dEOUEVMV EIVaL IKAVOTOMTIKOG DGTE VAL 0ONYNOEL OTN
deEaymyn ocvumepacudtov. QoTt060, Pt EKTEVESTEPT UEAETY] GE LEYOADTEPT OLAdQ
avTIoTOY( WV AOYOPlIcU®V Bo Hopovse vo. 00MNYNGEL GE OEOOUEVOL TTOV EMLOEXOVTOL
HEYOAVTEPY] YEVIKELON KOl TOPAYOLV MO OEOTICTO GLUTEPAGHOTE TAVEO GTO
avtikeipevo vrd depevvnon. [apdiinia, n ypovikn ddpkela TG £pevvag Kabdg Kot
0 AEKTIKOG TMeEPLOPIGUOC Eman&ay adlap@ioPrtnTa pOAO GTNV TEAMKN TOGOHTNTA KOt

TO10TNTO TOV ATOTEAECUATOV.

S. XYMIIEPAXMATA

OemPNTIKO KoppaTL

AvO amd T1G Pacikég EVVOLEG TOV OMAGYOAOVV TNV EMIGTNUN TOV UAPKETIVYK £ivorl M
évvola TG papkKag Ko n Tpoddnong me. Méoa and v Bewpntikn Tpocyyion g
Tapovoos OaTpPng, n onoio EVIAGGETAL GTO £VVOLOAOYIKO TTAAIGLO NG Propnyoaviog
™G HLOSOGC, KATEGTN SLVATOV VO EVTOTMIGTEL GLGYETIGUOG AVAESH 6TO oTotyElo Tov BE

kot Tov UGB. Zvykexpipéva, 1o UGB, 1o omoio avartoybnke svpémg otV €moyn Tov
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OUUUETOYIKOV Olad1IKTOOV, Ofvel TNV duvatdtNTe. O6TOLG YPNoteg twv SM va
dNUovpyovV Kot vo potpalovtol TeplExOUeVo oxeTilONEVO pe Tig ndpkes. Méoa amod
v BeopnTikn tpocéyyion tov UGB damiotdveral dti £xel TNV duvatdtnTa vo Taiset
ONUOVTIKO pOAO GTN SAUOPPMCT] TOL GTOLXEIOL TNG TOVTOTNTOG HAPKOC, ONAdN TNG
avtiAnyng mov éxet pia papko yo Tov €avtd TG, oAAG ko Tov brand image, oniadn
™G aVTIANYNG oL £Y0LV Ol KATOVOAMTEG Yia avthyv. [lapoia ovtd, To TOPATAVE®
OTOYElDl OMOTEAOVY  EMPEPOVS GLGTOTIKA TOV GCULGYETICUOV UHAPKOG KOl TNG
exhappavopevng modTrag HapKag ovTicTolya, To omoio Kot eivol cuvletikd tov BE.
Méoa and v tapandve tpocsyyion kabictator caeég 0t to UGB givan pia évvolan
omoia pmopel va cuoyeticbel pe ™ dapodpewon BE kot evoeyopévog va mailet axoun

ONUOVTIKOTEPO POLO GTA VITOAOUTO GTOLYEID TTOV TO GLVOETOLV.
Epneipiko koppdtu

Ta mtapandve copurepdopata entyelpnnke va e£eTacOoVV Kot UmEPIKd, HEc amd TN
perétn mepintoong g MONKI. Méow g avaivong mepieyopévov aAdd Kot g
PN TIKNG EMOKOMNONG TNG CLYKEKPIUEVNG HapKaG KATESTN duvaTov Vo die&oyBodv
emmAéov cuumepdopata, To oroio Kot Bo propovcay va £xovv LeYEAn xpnopdTnTa
Y10l TO LAPKETIVYK GTOV KAGOO TG pddag. Apykd, katéotn capés 0Tt to UGB eivan pia
ékpavon twv SM 1 omola pmopel va evtayBel oTIG OmMOTEAEGUATIKES CTPATNYIKEG
napketivyk g nodac. Méoa amd 1o mapaderypo g MONKI €ywve epgavég 0t pmopet
vo, vioBetnOei enttvymg amd peydro brands kot vo coppdiiel ot dradikacio branding
nov viobetovv ota SM. H avdivon mepieyopévov otov Aoyapracud Instagram g
MONKI, cuvovaotikd e Tig LETAPANTES TOL TEOM KAV Kot TV €L LEPOVS epUnVEia TOV
&ywve amd v gpevvnTpla, pumopecay va amodeifovv 6t o UGB givon pio otpotnykn
oL €QPAPUOLETOL EMTLYMG Amd TNV eTAPEint EELVTNPETAOVTAG TOVG GTOYOVS OV EYEL

Oéoel.

[MapdAinia, Katéomn eQIKTO VO EVIOTIGTOVV EVOEIKTEC TV GTOLYEI®MV TOL BE, dnhaon
oToWElD  aVaYVOPICIHOTNTOG HAPKOS, OCULCYETICUOV HAPKOAS, EKAAUPOVOUEVIG
TOWOTNTOG LAPKOG KOl OEIOMIGTIOG LAPKAGS, TNV TAEOVOTNTO TV dNUOGIEVGEMY TOV
npokvntovy and UGB. Méco and tic ewdveg kor to avrtictoyo captions mov
ONUOGCIEVEL 1 ETOPEIN GTO AOYOPLAGUO TNG NTOV SVVATOV VO YIVEL OVTIANTITH 1] ATOTELPAL
onuovpyioag BE. Xvykexpiuéva, eviomiocTnroy o€ 1KovomonTtikd T0606Td GToLYEl0 TOV

VTOOEIKVOOLV TNV OVOYVOPIGILOTNTA UAPKOAG, TOVG GUGYETICHOVS UAPKOG Kol TNV
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exAapPavopevn TodtTo PapKoc. ZVUVALD, Ol AVTIOPACELS TOL KOOV LE TNV HOPON
likes ka1 comments pundpeoe vo ekdnAdoet detypoto vrapéng piog a&dmoTng LapKag,
mov €yl OMUOVPYNOEL YOP® 1TNG TIGTOVS KOTOVOAMTEC. XUVERMDC, UTOPECE VO
EVTOMIOTEL GVOYETIOUOG avdpesa oty €vvola Tov BE kot tov UGB, emPefaidvovtog
T0 £pELVNTIKO epdTNUA «IIw¢ To user generated branding oto. social media ooufailer

ot onuiovpyia. brand equity; ».

To avotépm® coUTEPECUATO UTOPOVY VO, ATOTEAECOVV £VOVCUO Yo, TNV €KTOVNON
TEPUTEP® HEAETMV. ZVYKEKPLUEVA, O LITopovGay va ekmovnBobv ovTioToLeC LEAETES
Kot og GALeG eTanpeieg podag, evtdg Kot ektodg Tov opidov H&M, wote va deaybovv
ocvumepdopato pe eupitepn Kot yevikotepn oyd. apdiinia, n mapodco perétn Oa
pmopovce va tvat 1 apetnpio yio TNV EKTOVNOT TEPALTEP® EPELVAOV ATO TNV GKOMLA
TOV KATOVOA®TOV, Oote va gpevvnbel o ovoyetionds BE won UGB amd pio

GUUTEPLPOPIKT GKOTLA.

6. EIIIAOI'OX

H mopovca perétn vanpée pio mpom oamdmepo vo diepevvndel Bewpntikd Kot
TPOKTIKA 0 CLGYETIGUOC avapesa otny évvola Tov UGB kot tov BE. TTapdtt undpece
EMTLYMOG v amavinBel T0 peLVNTIKO EPpOTNUA Kot va TapoyBodv cvumepdopata,
a&iler va avapepBel 6TL M €pevuva Paciomnke o peyddo Pabud otV VITOKEWEVIKN
AVTIAN Y TNG EPELVITPLAG KOL TNV IKOVOTNTO EPUNVELN TNG TPAYUATIKOTNTOS OO TOV
péco dvBpamo. Iopd Tov Tapandve Teplopiold, KATAPEPE Va E1GAYEL pia TpdTAoT Yo
TV TPOKTIKN 7pocéyylon tov BE péoa amd to omtikd mepieydpevo tov SM.
[MopdAinia, pmdpece vo Oe&dyel CLUTEPACUATO TO ONO0. £XOVV  TPOKTIKY|
xpnooTTa Yo ™ Propnyavio g podag, Kabang Ba propovcav va viobetnovv arnd
T1G €TOUpEiEg Yo TNV TPOPOAY| TOLG GTA PHEGH KOWVOVIKNG OKTV®woNG. TéAog, Katdpepe
vo ovaodeifel oe Bempntikd kol mpakTkd emimedo v évvola tov UGB g &vog
OTLLOVTIKOV €pYaAEiov TpodOnomg evog brand aAld ko va Oepelidoet pio StopopeTikn
TPOGEYYIGN TOV OV £0TIALEL TNV Al péoa mpog T £E® Bedpnon g HapKag Kot Oyt

GTOV KOTOVOAWMTY).
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8. IAPAPTHMA

Hapoptnua 1

monki @ + AkoAouBeite .or

@ monki # U look so amazing in our party drop, thanks for the
inspo! @ @ Which pieces from the collection do u need RN? §@

#MonkiStyle
11 8.
official.elton Why its a prada shoulder bag?!@ V)

11eBS. Amavtnon

babyladybug @emily_steels oké ik wil die outfit @ V)

11epS. Apéoetoe2 Amdavtnon

@ clervierose | have ordered the pink co ord | am obsedded V)

11 cR8  Anémei me 1 Améurnan

Qv W

ApECEL 0TO xpr’]mn—ml 6,185 akoOun

3 NOEMBPIOY 2021

monki € « AkoAouBseite ces
@ monki € Denim + cute bag = always the best choice @
Keep tagging us to share ur monki style! @

@

boraxlleshi OMFG THAT'S MY BESTIE @jemamador

32eBS. Apéoetoe2 Amavtnon

. joannnnnne_ Is the black vest in the 2nd photo from monki?? V)
32 6. Amévtnon

kesstagram_ It's the diversity of bodies and ethnicities forme. ¢
& Love women.

Qv W

Apéoel og 8,111

7 IOYNIOY 2021
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Hopdptnuo 2
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Hopaptnuo 3

monki € « AkoAoubBeite

monki @ Ur our greatest inspiration @ @ @

B @meggilleece @megbass @lynleyeilers ksenyarudenko

15 €p86.

e megbass 9 9 W

15€eRS. Apéoetoe1 Amavtnon

camzporlagevilorial QY @ @

15¢pS. Apéoeroe1 Amavinon

Apéoel o€ 2,313

1 OKTQBPIOY 2021

Hopaptnuo. 4
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»ons ) monki # + AkoAouBeite

—es ‘ woa ) Monki € This is ur sign to put down the phone & get some fresh
air & @ @sintilam

21 B8,

Q elinor.carmen | have the hat, i really like it!
21¢B8. Apéoetoe1 Amdavtnon
——  MpoPoAn amavtrioewv (1)

‘ _dashakolesnikova. @ @ @

21¢BS. Apéoeloe2 Amavinon

PQaAVY W

ApéoelL o€ 2,528

21 AYTOYZTOY 2021

Hopaptnuo 5

~»ona ) monki # « AkoAouBsite

woma ) Monki & Special thanks to @katerina_jane for looking A-MAZE-
\ ING in our Single-breasted blazer @

35 €p6.
Hopdptnuo 6
monki @ « AkoAouBeite

monki # Hello Tuesday! And hello to all these amazing
#MonkiStyle fits from z3kia, @lifeaslonan, @aisasonko, @ceccelinn
& @trixedenbreuls! We just can't get enough, so pls keep tagging
and sharing ur inspirational Monki looks & @

7 EB_L
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