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“We owe it to each other to tell stories.”
— Neil Gaiman



Evyoprotieg

Kdabe xowvovpylo ta&ior dapépel amd too mponyovueva, Oyt ywati aAldlel amopaitmta o
TPOOPIGUAC, 0ALA Y10TL AAAALOVV 01 GUVOSOITOPOL KO TO KUATLON TTOL TOV EEEPEVVOVV, KL AVTO
onpaivel véeg epmelpieg ko gvkaipieg va eghyBel éva dropo mvevpatikd. [ avtd 10 «véor
ta&iol Ba NBeha va exppdow T1g BepPég LoV gvyapIoTiEG 0TV EMPAETOVGA TG SMAMUOTIKNAG
epyaoiog ko BAdoon Eipnvn, yio v moAdtiun Ponbeid e, xabmg won v dpeon kot
KaONoLYAOTIKY AVTIOTOKPION TG OTIG OMOIEG amopies Lov, 0AAG Kupimg Yo TV «Eevirynon»
o€ 0vTo TO Ta&iot.

Oepuég evyaplotieg emiong: ommv ko Pikn EievBepio Tlpoiotapévn tov Tunupatog
Ontikoakovotik®v Mécwv & Tlapayoydv tov EAAnvikov Opyoviopuod Tovpiopod yio tnv
TOPOYT LAKOD Kol TO ¥pOvo Tov pov diébeae, Tov ko Pappd Mavain - CEO & Chief Strategist
g “Toposophy” kot T cVVEPYATIOESG TOV Keg Zapavtomoviov Xepiva (Head of Marketing)
kot Awoyxo EAévn (Digital Marketing Manager) ywoo v mpoBopio, v guyéveln, Tov
EMOYYEALLATIONO Kot T PoBELE TOVG (O TPOG TIC ATMAVTIGELS GTO, EPWTILLOTA TTOL TOVG TEOMKAV,
kaBag kot v ko Tprykidov Martiva, Business Unit Director tng “Ogilvy” yio T1¢ amavtioelg
TIG GTO EPOTILOTA TTOV TEOM KOV,

Téhog Ba Bl v E0YOPLOTHC® TOVG LOVILOVS GUVOSOITOPOVG TNG {ONG OV, TN UNTEPA. LLOV
Yoo T cvveyn evBappuveon TG 6€ OTL KL av KOV®, T0 cOLYO LoV Y10, TNV VIOUOVH KOl TNV
VTOGTNPIEN TOL Y10 LI, OKOUT POPAE, TOL LoV £3MGE TN SVVATOTNTO (OG EPYALOUEVT] UNTEPD VO,
ovveyiom 1o Ta&idl 6T YVMON KOl TOV Y10 LoV, TOL £)EL TOV HoylKO TpOmo Vo poTilel kae
OTLYUN TOL «UeYdAov» Ta&ld100 pov ot (N LE TO T AUUTEPO POC.



NEPIAHYH
H mopovoo SmAopotiky epyacio mpoypatomoleiton 6t0 mAaiclo tov &5 amooTiceEmG

Metantuytokov [poypappatog otnv Awoiknon Tovpiotikdv Entyeipiicewv tov [Havemiompiov
Nedmolig [Tapov kot oKomod £xel vo, EEETAGEL TNV £VVOLA TNG APYNONE WG EPYOUAEIOD LAPKETIVYK
Yo TOV TOVPLOTIKO TPooplopd «EAAGS», ovoADOVTaG TOG 1 YNQKN aQnynon Hropel va
EVIOYOOEL TNV EIKOVA KO TV EAKVGTIKOTNTO TNG XOPUS GTOV TOYKOGIO TOUPLOTIKO YAPTT).

To storytelling avayvopiletor @g pia d10pOVIKY| ETKOVMVIOKT TPOKTIKT, TOV 0KOAOVOEL TOV
avBpomo omd TG apy€g NG VIOPENG TOV. LTV E€TOYN NG YNOLOKNG ETKOWVOVING Kol TOV
SLSIKTLOKOD HAPKETIVYK OU®G, M aprynon €xel e&elyBel og évo kpioipo epyareio yio v
TPOGEAKVOT Kol EUTAOKT TOL Kowov. [ To Adyo avtd, €xel evdlopépov va ueketndel Tmg ot
(POPEIG SLOYEIPIONG TOV TPOOPICUDYV KAVOLV YPNOT TEXVIKAOV TOL GTOYO £XOVV TNV TOPUKivion
TV avlpOT®V Vo TaEOEYoVV GE £Va GUYKEKPIULEVO TOTO.

H pelém Paoileton o€ Pkt Epevval e TN YP1NON TOGO TOOTIKOV OGO Kol TOCOTIKMY SESOUEV®V.
Ewwotepa, mpaypoatonoOnke ektetapévn Epevva Kot avaivon g Pipitoypaeiog, pe otoyo vo
yYivouv KoTavontég ol Pactkéc EVVOIEG OV SEMOVV TNV OPNYNOY] GTOV YNELOKO KOGUO, EVOD
egetalera, mmg o EAAnvikog Opyaviopdg Tovpiopov (EOT), mg popéag dtoyeipiong g onung
g EALGS0G (0¢ TOVPIOTIKOV TPOOPIG OV, YPNCULOTOLEL TNV YNPLUKT] 0PTYNOT| OTIG EKOTPOTEIEG
TOV, EMKEVIPOVOVTAG OTO TMEPLEXOUEVO, TIS QPNYNUATIKEG OOUEG, TOL OTTIKA GTOVYElR Kol To
gpyareion mov kdaBe @opd epopuolovior ota emionuo dwenUoTikd Tov onot. H epyocia
TeEPILOUPAVEL ETTIONG GLVEVTIEDEEIG UE EMAYYEALOTIEG TOV YOPOL NG SWENUIONG Ol 0Toiot
yvopilovv kot exPefardvovy T onpaGio TG aPNYNoNG ®G GNUOVTIKOD TPOTOV dNUIOVPYING
CLVOLGONUATIKOV SECUDOV |IE TOV KOTOVOAMTY.

Méca amd T HEAETN TOV GTOWEIOV QUTMOV, TPOKOTTOLV EVOLOPEPOVIO GLUTEPAGLOTO KOl
STLTOVOVTAL TTPOTAGELS Yio TNV TEPATEP® Peltiwon twv mpoonabeidv Tov EOT otov topéa
mG YNOWKNG oeynNons, TopEYOVING MPOKTIKEG OLUPOVAEG Yoo v gvioyvon NG
ATOTEAEGULATIKOTNTAG KOL TG EAKVGTIKOTNTOG TMV EKGTPOATELDV TOVPLOTIKOD UAPKETLVYK.

A£Earg KAEWOWA: apnynon, ynelomoinomn, dapnuicelc, EOT



ABSTRACT
This diploma thesis is conducted within the context of the Distance Learning Postgraduate

Program in Tourism Business Administration at the University of Neapolis Paphos. It aims to
examine the concept of storytelling as a marketing tool for the tourist destination "Greece,"
analysing how digital storytelling can enhance the country's image and attractiveness on the
global tourism map.

Storytelling is recognized as a timeless communication practice of humanity, evolving into a
critical tool in digital communication and marketing to engage the audience. This study explores
how destination management organizations use storytelling techniques to emotionally motivate
people to travel to a specific place.

The study is based on mixed research using both qualitative and quantitative data. Specifically,
extensive research and analysis of the literature was conducted, aiming to understand the
fundamental concepts governing storytelling in the digital world. Additionally, the study
examines how the Greek National Tourism Organization (GNTO), as the entity managing
Greece's reputation as a tourist destination, utilizes digital storytelling in its campaigns, focusing
on content, narrative structures, visual elements, and the tools applied in its official advertising
spots. The work also includes interviews with advertising professionals who are knowledgeable
and confirm the importance of storytelling as a significant way of creating emotional connections
with the consumer.

Through the analysis of these elements, interesting conclusions and recommendations are made

for further improving GNTO's efforts in digital storytelling, providing practical advice for
enhancing the effectiveness and attractiveness of tourism marketing campaigns.
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