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Iepiinyn

Etvon yeyovoc 011 060 peyohdtepn elvar pio etoupeion Ko 10 TEAATOAOYLO OV
dwabéTel, T000 PEYaADTEPOG Elval Katl 0 OYKOG TV TOpATOVEVY oL ovth déyetat. Edwd, ot
K0 etapeio wov drabétel call center, £vag peydrog aplBpdc KANoe®V 0popd o€ TaPAUTOVO.
2TOY0G TV ETAUPELDV EIVOL 1] GULECT KOl ATOTEAEGATIKY SloyElplon Tapandvmv, HEC® TG
omoiog emBVIOVY VO, LEUDGOVV TN SVCAPECKELN KOl TNV OPVITIKN GTACT] TOV TEAATMV. XTNV
TPOSTADELD TOVG AVTH, Ol ETOPEIES EKUETAAAEDOVTAL TN porydaicl TEYVOAOYIKT OVATTLEN Kot

TOL YNQLOKE LEGO TTOL QTN TPOCPEPEL.

2KOTOG NG TAPOVGAG HETATTUYIOKNG OTPIPG Elvol Vo SIEPEVVICEL TOV TPOTO UE
Tov omoio ot gToupeieg Orayepilovtol To. TOPATOVA, TO TOCO OMOTEAEGUOTIKY &ivor 1
dwyeipton kot Tov Pabuod mov n dwyeipton emmpedlel T GLVOAIKT IKOVOTOINGT, AALAL KOl
v a&omiotia poag etarpeiog. Ot otdyot g Tpéyovcag pelétng aSoroyndnkay péca amod
mv ovéivon tov dedopévav evog dstypatog 240 epombBéviov. H pébodog cviroyng
dedopévmv gival TOG0 TO10TIKN OGO KOl TOCOTIKN, HE TNV KOpta gpguvntikn uébodo va gival
1 TOCOTIKY UE TN Xxpron epotnuotoroyiov. Eotialovtog 1o 0épa oty eAAnvikn ayopd, to
delypa Ba apopd o kotavolmtéc oty EAAGSa, ot omoiol €yovv avIHET®MIGEL KATO0
TpoPANpa pe etaipeion TMAEQOVING Kot €XOVV  EMKOWMVNAGEL HE TOV TAPOYO TOVG
(tTMAepovikd M ynoewkd) ywoo v eniivon tov mpoPAnuatos. To amoteréopata mov
TPoEKLY AV OElYVOLV OTL 00O TO OMOTEAEGUOTIKY €lval 1) dloyeipton Tapondvmv, TGO o
Kavomomuévol glvar ot meAdteg, Ko 1o avtiBeto. Aniaor, ot meAdtec emmpedlovion
apvnTIKG €Gv AdPovv pio Oyt Kol TOGO KAVOTOWTIKY OTAVINGYN oTo0 TPOPANUE 7OV
avtipetonioay. Emiong, ta aroteAéopata avadeikvoouy Ot 1 IKOVOTOINoN TV TEANTMOV
amd Vv enilvon mapandvav Exel Oetikn enidpact oy aglomiotio TG ETOVLUING Kot 6TN
YEVIKT 1Kovomoinom tov medat®v. Télog, n yevikn| wavoroinon £xetl Beticn enidpaomn otnv

aflomotio ™G eToupeiog.

Ta gvprjuata avtig ™G OTpiPrg pmopel va eivar ypnoo ot dwoiknomn twv
TNAETKOWVOVIOK®OV ETOIPEIOV YO0 TN ONUOLPYiol CTPUTNYIKOV ®¢ TPOg TNV €milvon
TAPOTOVOV, KOOGS Kol TNV €TA0Y ] T®V KATOAANA®V O10pH®MTIKOV EVEPYELDV KOl TNV

owodounon g aélomiotiog tov brand name.

AéEarc Khewdnd: Awyeipion mopomdvov, dSwyeipion kpioewv, tkavomoinon meAdn,

ovumeplPopd katavolmty, a&lomiotio brand name, TMAepmvikd KEvVTpa, TNAETIKOIVOVIEC.
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Abstract

It is a fact that the bigger a company and the clientele it has, the bigger the volume
of complaints it receives. Especially in every company that has a call center, a large number
of calls are about complaints. The aim of the companies is immediate and effective complaint
handling through which they wish to reduce the dissatisfaction and negative attitude of the
customers. In this effort, companies take advantage of the rapid technological development

and the digital means it offers.

The purpose of this proposed master’s thesis is to investigate how complaints are
handled, how effective the management is and the extent to which the handling affects the
overall satisfaction as well as the reliability of the company. The current study’s objectives
were assessed by analyzing data from a sample of 240 respondents. The method of data
collection is both qualitative and quantitative, with the main research method being
quantitative using a questionnaire. Focusing on the Greek market, the sample will be
consumers in Greece who have experienced a problem with a telecommunication company
and have contacted their provider (by phone or digitally) to resolve the problem. The results
show that the more influential complaint handling is, the more satisfied the customers are,
and vice versa. Customers are negatively affected if they receive a less -than-satisfactory
reply to the problem they faced. Also, the results suggest that customer satisfaction with
complaint handling positively affects brand credibility and overall satisfaction. Finally,
overall satisfaction has a positive effect on brand credibility.

The findings of this thesis can be helpful to the management of telecommunication
companies in creating strategies to resolve complaints, increase appropriate corrective

actions and build brand name credibility.

Keywords: Digital media, call centers, social media, complaint management, crisis
management, consumer behavior, brand management.
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