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IIpo6royog ko gvyaproTieg

Me v mapodca SITA®UOTIKY] OAOKANPOVO TIG LETATTUYLOKEG LOV GTTOVOEG GTO
HETOTTTUY KO TTPOYpappo €€ amootdcems « Ynotokd Mapketvy» tov
[Mavemompuiov Nedmoig [Tagpov.

Xy mopeia avt KaBoplotikd poro Emaiée 1 cupfoin twv kabnyntav pov, oe dAa
ToL VEQL YMELOKA EpYarEia Tov pe dONoav, 6ToOVG 0To1oVE OPEIA® TIG EIMKPIVEIS LoV
EVYOPIOTIES, Y10 TNV GLUPOAN TOVS BTNV OAOKANP®CT] TOV GTOVODV LLOV.

[dwaitepa opeidm va gvyapiotiom v KadnynTpo pov Kot exPAETovca oTNV
TaPoVoa SIMAMUATIKY epyacia, Ka. [ToAvypovidov [lepcepdvn, Yo v
oLUPoVAELTIKT KaBOONYN O™ KOl (PIGT GLVEPYAGIO TOV OV TPOCPEPE GE O TOL
0Tdo0 TNG EKTOHVNONG TNG EPYACTIAG LLOV.

TéMog, evyaplotd Bepud Tovg YOVEIC LoV, Yo TV GLUTAPASTACT) Kot TV Bonfsia
TOVG VO OAOKANPDOG® TIG LETOTTUYIOKES LLOV CTTOVIEC.



IHNEPIAHYH

2 olyxpovn €moyn, O KAASOG T®V KOUAAVIIKGOV Puover pio a&loonueiont
pHeTapopemon, xapn oty e€dmiwon tov digital marketing. H gpyacio avt avaidet
TN OoNuocio Tov YNEUKOL HAPKETVYK oV ovOmTuEn Kot edpaimon TV
EMYEPNOEOV KAAALVTIKOV. Mg Tov KAGO0 var elvol o avTay®VIGTIKOG amd TOTE, 1
OTPOTNYIKN XPNON TOV YNELK®V epyoreinv amotedel kAWl yuoo v emtvyio. Xt0
mAaiclo avto, N epyacio eEetalel mmg to digital marketing pmopet va evioydcel TV
EUTOPIKY| TOPOVGIO KOl TNV EMKOVOVIO LE TOVE TEAATES, AE10TOIDVTOG KAVAIALL OTTMG
ta social media, to email marketing, xot GAAEG YNQPUOKEG TAATQOPUES. XTO
ePELVNTIKO HEPOG O ypnoomombel TOGOTIKN £pEVVO € KATOVOAMTES Ol OmOiot
wpofaivouv 6e ayopég HEG® ALOOTIKTVOV KOl CLYKEKPIUEVO HEGH OO TIG TAATPOPUES

KOW®OVIKNG OIKTOMOTC.

Aé€erg — Kheawdna: digital marketing, social media marketing, influencers, k\ddog

KOAADVTIKOV, KOTOVOAWOTES

ABSTRACT

In modern times, the cosmetics industry is experiencing a remarkable transformation,
thanks to the spread of digital marketing. This paper analyzes the importance of

digital marketing in the development and consolidation of cosmetics businesses. With



the industry more competitive than ever, strategic use of digital tools is key to
success. In this context, the paper entitled "The promotion of cosmetics through social
media" examines how digital marketing can enhance the commercial presence and
communication with customers, leveraging channels such as social media, email
marketing, and other digital platforms. In the research part, quantitative research will
be used on consumers who make purchases via the Internet and specifically through

social networking platforms.

Keywords: digital marketing, social media marketing, influencers, cosmetics

industry, consumers
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210 TPAOTO KEPAAOO NG epyaciog, e&etdleTon 0 pOAOG Kot 1 e£EMEN TOL YNELOKOV
pépketvyk oty KoAlvvtikny Poopnyovio. Tlapéyeton pio eoaywyn ot Pocikég
EVVOLEC TOL YNOLIKOV HAPKETIVYK, TN ONUOGI TOL GTOV GLYXPOVO KOGUO TMV
EMYEIPNOEMY KOl TOV TPOTO OV £YEL EMNPEACEL TIG OTPOTNYIKEG TPo®ONONEC 0T
Bounyovioe koAlvviikov. EmmAéov, mpoaypotomoteitor avaAvon Tov  dlopopmv
YNOUKOV KOVOAM®Y KOl EPYOAEI®V TOV YPNCILOTOOVVTOL GTO HAPKETIVYK, OGS TO.

social media, KaBd¢ Kot 1 ENIOPACT) TOLS GTNV AYOPE KOAAVVTIKDV.

To 0deldtepo kepdAao g epyaciag apopd To MAPKETVYK pécw social media.
E&etalovtar o1 d1dpopeg mhotpoppeg social media dnwg to Facebook, Instagram, Tik
Tok xor YouTube, avaidovior to o@éln Kot ot advvapieg tovs. EmumpocHeta,
napovowaletar 1 évvown TG omodoTikdtnTog oto social media marketing Kot

eetdlovton ta social media analytics. AvTO TO KEQPAAOLO ETIKEVIPOVETOL GTO TAG TO



social media emnpedlovv TIG OTPOUTNYIKEG HOAPKETIVYK KOl TIC EMUXELPNCLOKEG

TPOKTIKES GTNV TPOMONOT TOV KOAADVTIKOV.

To 1tpito Kepdhao ™G epyaciog eoTdlel 6TOV KAAOO TV KOAADVTIKOV, OVOADOVTOG
TOV OPWOUO KOl TIS KATNYOPieg TV KOAALVTIKOV, koM Kol T Oonpacic Tov
NAEKTPOVIKOV gUOpiov otV TpodOnom t®v tpoidviwv tove. E&etdleton n cvyypovn
KOTAGTACT] TOL KAAOOV, E0IKA LETA TNV TTAVONUi, KOl TOG £XEL EXNPEACTEL Omd TNV

YnNowKn LETAPaon Kot TIg VEEG TAGELS TOV KATAVOANMTIKOD KOWVOD.

To tétapto KePAANI0 TNG EPYUCING EMKEVIPMOVETUL GTNV TPOMONOT TOV KOAALVTIKOV
péow tov social media. AvolOel TNV KATOVOAMTIKY) GUUTEPLPOPE, TN CGYECT TOV
KOTOVOAWDTOV LE TIC EUTOPIKEG LAPKES, TIG OTPATNYIKES TpodONn oG ota social media,
tov poAo tov influencers kot tnv enidopaocm TV tdocwv opoperac. EEetdlel emiong
YVOOTEG KAUTAVIEG KOAVVTIKGOV ota social media, Tpoo@épovtag pia eikoOva Yo TO
TAOG AVTEG 01 OPACELS EMNPEALOVY TNV OVTIANYN KOl TNV OYOPOUGTIKT) GUUTEPLPOPE

TOV KOTAVIADTOV.

H epyaocio oAokAnpodveral pe to TEUTTO KEPAANL0, TO EPELVNTIKO UEPOC.



KE®AAAIO 10 DIGITAL MARKETING

1.1 Opropo6c napKeTIVYK

H gumopun mpodbnon avayvopiletor o¢ éva mpmTopyKd GTOYXEID OTIC ETOUPIKES
OpacTNPOTNTEG, KOl OCYOAEITAL HE TNV aviYVELON TOV TALOV ATOTEAEGUATIKOV
TOKTIKOV TPOPOANG TV VAIKAOV Kol 11 VMK®OV TPoidviov piag entyeipnong. Avt
dladKaGio ETOUDKEL TPOTIGTMG TNV IKAVOTOINOT TOV TEAATMOV KO, OEVTEPELOVINC,

TNV EMYEPNCLOKT KEPOOPOPIaL.

2NV EMGTNUOVIKN HEAETN TOL OPIoUOD TOL pdpKeTVYK, 1 PBiBAoypapio mapovstalet
Lo TOKIAMOL OpIoU®Y, OElYVOVTOG TNV €VPEinl Kol SLVOIKT QUGN Tov Opov. Avtd
ovpPaivetl EmedN N EVvOlo TOV HAPKETIVYK EMNPEGLETOL CLUVEXDG OO TIG OAAAYEG OTIC
ayopéc Kou oto TeYvoloywkd upéoa. Emmpdcobeta, mn onuocio Tov UAPKETIVYK
dtevpovetar, kaBmg emmpedletan amd TIC LETAPAALOUEVEG OVAYKEG TNG EMLYEIPMNONG Ko

amd TG Kowmviko-owkovoukég petaforéc (Kotler & Armstrong, 2001).

H Apepwcavikny Opydvoon Mdapketivyk, péca ota xpdvia, £YEl TPOCO0PIGEL TOAAES
EVVO10A0YIKEC TTpoceYYioels. O mpdtog 0pioudg g Tpoékvye to 1985 kan avélve to
LAPKETIVYK G TN GLUVOMKTN Oodkacio oYedGHOD KOl EKTEAECTG EVEPYEIDV TTOV
oyetiCovtar pe OAN TV TOPAY®YIKT 0AVGION, OO TNV OPYIKN TOPAy®Yn UEXPL TV
TEMKT] KATOVOAMGT, GTOYEVOVTIOS GTNV KOVOTOINGN T060 NG Tapeiog 0G0 Kol TV

nelatdv (American Marketing Association, 1985).

O Kotler avtipetomnilel o papketivyk g Eva e€€xov d10YEPLOTIKO £pyareio Yo KAOE
enmyeipnon, 10 omoio apykd SlepeuVvE Kol GTN GLUVEXELD EYYVATOL TV 1KOVOTOINGM

TOV OTOTNCEDV TOV TEAATAOV HECH TNG OMLOLPYING Kot TPOMONoNG TV ETAUPIKDV
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npoidvtewv pe ovykekpyéva péoa. IMopakdto akolovBovv pepikoi omd TOVG

optopotg mov mpdtewve o Kotler.

o To pdpketvyk opiletar ®g N GLVOAMKN GEPA OPACEDY OV EMIIOKOVY TNV
EKTANPMOT] TOV OVAYKOV [0S EOTKNG OUASOS KOTAVOADTOV, e TEMKO GTOYO

™V enitevén opopévov opélovg / 1967.

o O opopdg avtdg copmeptlopPdvel OAeg TIG OPACELS TOV OMOGKOTOVV GTN

onuovpyia avtaAlaydv Kot cuvarioyov / 1972.

e H évvowr tov papKeTvyK avadetkvieTonl og 1 dodikacio LEow TG omoiag o
KOTOVOAMTIG EMTLYYAVEL TIG €mBvUie TOV PECH NG AVTOAANYNG KOl TNG

vAomoinong TPoidvImV, LIPSOV Kot a&imv / 1989.

o Emmiéov, mpocdiopiletal mg n dadikacio Katd TNV omoio £Vog KOTavVaAMTNG
OmoKTa To emMOLUNTE PECH TNG ETOUPIKNG TOPOYNG KOU TNG OVIOAAOYNG

TPOIOVTMOV 1] LINPESIOV OPLoUEVNG aiag pe kiTt dAlo / 1999.

o Téhog, 10 UAPKETIVYK avayvopiletar o¢ pio emoTHUn Tov €0TIAlEL 0 M
OLYKEKPILEVT OUAON TEAOTAOV Kol EMOUDKEL HECH OLOPOPWOV ETIKOVOVIOKDV
peBddV va TV TPOGEAKVCEL, vaL TN dtnpnoet Kot vo, v emektetvel / 2006

(Kotler & Lake, 2012).

1.2. IlepreyOpevo nAPKETIVYK

H ovoila tov pépretivyk cuvoéetar He TIG TPOCIOKIES, TIC vVAYKOOTNTEG KOl TIG

embupieg TOV KOTOVOAOTMOV GYETIKA HE TO TPOIOVTO OV Tapdyel N Sbétel o
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etaipio, eotidlovtag onv TPOoPoAr| KoL TNV EUTOPI0 TOVS, KOOMG KoL GTNV OVTOAAAYT|

a&log petald KoToavoloTov Kot entyelpnoemy (Xiopukog, 2002).

H dvvatotra tov pdpketvyk va petacynuatiCet m 0€éon og emyeipnong eivon
ONUOVTIKNY. AVTOG O HETACYNUATICHOG EMTLYYXAVETAL OTOV M Emyeipnom dnuovpyet
Kot mwpowbel mpoidvta, &ite véa oTIC ayopéc €lte LEOTAUEVA, HECH EOKMV
HEBOBOAOYIKADV TEYVIKAOV 7OV OGTOYEVOLV GTNV TPOCEAKLGN TOL KOTAVOUAMTIKOV

EVOLLPEPOVTOG,.

H xevipwn amootod] tov pépketvyk givor va KatevBOvel TIG EMYEPNUOTIKEG
evépyeleg €161 MOTE VoL Elval GOUPOVEG IE TIG OTOUTOELS TOV TEANTAOV. XTO TANIGLO
oVTO, TPUYUOTOTOIEITOL 1 TUNUOTOTOINGT TOV ayop®V OTI Omoieg M eToupeia
dpaoctnpromoteiton. H emyeipnon avorvel 1660 10 eocmTEPIKO OGO KOt TO EMTEPIKO
emyepnolokd mepPdriov, mopakorovBmvioag v €£EMEN Kol TN OLVOWIKT TOV
KAadov. Tevikd, m ovcoio TOv HAPKETIVYK KOl Ol OMOQACES TOV VRELOOIVEODV
puépketvyk 1 N pebodoroyikny tov Asrtovpyio ekppdlovtol HEGHD TOL HIYLOTOG

pdpretvyk (Zuopkog, 2002).

1.3. Katnyopieg papketivyk

To pépxetvyk tavopeitoar Paoet Tov €101KOL 6TOYOVL TOL TIBETOL GE OPIGUEVEC

YPOVIKEG OTLYUEG. AKOAOVOOVV HEPIKES OO TIG KATNYOPIEG TOV HOPKETIVYK:

Oocov apopd ta TPoidvTa Kot TIG VANPESIES, SOKPIVETOL GE dLAPOPOVS TVTTOVS, OTMG
T0 HAPKETVYK Yo TPAmeCes, VLANPEGIES, KINVOTPOPIKG TPOIOVTIO KOl TOVPLOTIKO

HUOPKETIVYK.

11



Avéloya pe TO emimedo NG OIWKOVOWIKNG dpactnpotrag, yopiletor og

pokpompoBecpo kot PpoayvmpdOecuo papKeETIVYK.

Bdoel Tov tOmOV £QOPLOYNG KOl TV GTOYEVOUEV®V Oyop®V, dlakpivetal o€ deBvVEC

KOl EYYOPLO LAPKETIVYK.

Ye oOyEOM UE TNV ETOIPIKY OTPOTNYIK KOl TOV TEMKO EMYEPNUOTIKO GTOYO,

dympileton o€ KEPOOGKOTIKO 1 U1 KEPOOGKOTIKO.

AvAAOYO LHE TOV TOPOANTTIN TOV ETAPIKOV TPOIOVI®OV 1 LIANPESLOV, Ywpiletal og

KOTOVOAWOTIKO 1] PLOUMYOVIKO LAPKETIVYK.

Bdoelt tov peBodoroyikdv epyoreimv, vrapyovv mOAAEG Kartnyopieg, Om®G TO

SLOOIKTLOKO UAPKETIVYK, LAPKETIVYK HECH KIVITOV THAEPOVOU.

Qot0600, KAmo101 €101Kol vooTnpilovy OTL T0 UAPKETIVYK gV givor dvuvatdv va
KatnyoplomonBel avotnpd. Avtifeta, pmopel va Teptypagel S10POPETIKA VALY LE
T pYAAEiD TTOV YPNOIUOTOLEL KOt TIG AELTOVPYIEG TOV EMTEAEL GE OLAPOPES YPOVIKES

OTIYUEC.

1.4. Ileprparhov papkeTivyk

1.4.1. Ecotepiko nepifpaiiov

Ot emke@aAelg TG GTPATNYIKNG LOAPKETIVYK GE L0 EMYEPNCLOKT Hovada apyilovv
™ OdKOci. TOVG HE TNV EVOEAEYT] OVAALGY TOV ECMTEPIKOV EMLYEPNGLOKOV
miociov. Avt M avédAlvon emTpENEL TV TANPN KOTOVONOT TOV EMOLUOV TOV

KOTAVOA®TOV, ToL PBabpov 6tov omoio ta TPoidvTa Kol VANPECIES TNG EMYEIPNONG

12



avtomokpivovtor 1 Oyt o avtéc, KaBMG KAl TNV ovVoyvodplon TOV duvaTodv Kot
advvateV onueiov g etapiog. Xe avtd To0 TAAIGLO, M OTPUTNYIKY] WAPKETIVYK
KATaypAQeel To. 1oxvpd Kol to. adhvoto onueio TG EmElpNoNg mTOL UTOPOLV Vo
oLVUPBdALOVY otV EMTEVEN TOV EMYEPNOWKOV GTOY®OV. Xvyvd, ol vrevhuvol

INUIOLPYOLV €va oYES0 LAPKETIVYK, 6TO 0moio TtepthapPdvetatl n avaivon SWOT.

H avdivon SWOT xotaypdest T duvapelg g etopeiog, onAadr Toug mdpovg Kot
TIG KavOTNTEG MOV Umopel va a&lOTOMGEL OMOTEAEGUATIKA YioL TNV EMTEVEN TOV
otoyov ¢ EmmAéov, xataypdeoviar otr advvapieg, oniadn To Oplo Kol TO
EMOTTOUOTO GTNV OPYOVOTIKY] SOUN OV UTOPEL Vo EUmMOdicoVV TNV EMTEVEN TOV
otoyov mc. Ilepartépw, avayvopilovtol ol gukaipieg, 1TOL TO GUVOAO TOV EVVOIKMOV
ocLVONKOV, CALOYOV N TEPIOTAGEMY TOL UTOPOVV VO OPEANGOLV TNV EMLEipNnoN.
Téhoc, avadewvooviow ot kivovvor, Ooniadn toxdv avtifoeg ovvinkeg o©TO
EMYEPNOOKO TEPPAAALOV OV UTOPEL VO OMEIM|COVV TIC ETUUPIKES CTPOTIYIKESG KO

™V BlocudTTa TS LOVASIGS.

Metd Tov Aemtopepn EAEYY0 TOV E0MTEPIKOV TEPIPAAAOVTOG LOG ETLXEIPNONG, TPOYWPH
N OWUOPPMOON TNG UAPKETIVYK GTPOTNYIKNG Tov Bo epappootel. Avti 1 oTpoInyiKn

AVAOEIKVVEL ToL 0KOAOLOa GTOoLyEln:

Tnv avadpoun oto TapehBOV TG EMYEIPTONG KL TIG TPOTYOVUEVEG EVEPYELES TNG.

Tnv ovclacTikn KaTeELBLVON TOV EMIUDKEL 1] ENLYEIPNOT, YVOOTH OG ETAPIKT] ATOGTOAN.

Tig emdudEelg mov oToYEVEL: ONANOT TOVS EMYEPNCKOVS GTOYOVG G€ PpayvmpdOecio

Kot pokporpoBecpo opifovta, o1 omoiot opilovv 10 Pacikd pOAO TOL LAPKETIVYK.

Tnv owovopkn vyeio TG eTAPEIONC, OTEKOVIGUEVT] LEGH GLYKEKPILEVOV OTKOVO UKDV

LETPNOEWDV, OGS 0 JEIKTNG PELGTOTNTOL.
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To oyéd10 Yo TIg TOAGELS KO TN LAPKETIVYK TPOGEYYIon oL viobetel n povada, HEC®
TOV 0TO{oV OVOAEIKVOOVTOL TO 1oYLPE Kol adLVOUO GTOlElo TNg, &VM TopdAANAa
OMOKOADTTTOVTOL GNUOVTIKEG TANPOPOPIES Y10 T TPOTIOVTA TOV SLOETEL GTIG AYOPES Kot

Y10 TOVG TPOOPLLOUEVOVG TEAATEG.

Tn dpdpeon ™S TIWOAOYIOKNG, TPOWONTIKNG, O1VOUNG KOl TOANTIKNG TOAMTIKNG Y10

T TPO1OVTa 1 TIC VAN PETieg TG (AvAwvitng & Taracstabomovriov, 2010).

1.4.2. Eotepiko mepifairov

o AxolovBmvTog TV avAdAvon TOv £0MTEPIKOD TAAGIOL NG Emyeipnong, ot
€101KO1 TOL HAPKETIVYK €0TIALOVV OTN HEAETN] TOV ££MTEPIKOV TEPIPAAAOVTOG
MG EMYEPNOWKNG HovAdas, oavalntoviag COTIKEC ToPAUETPOLS TOV
emnpedlovy T LAPKETIVYK GTPATNYIKY.

o O K0Opleg TOPAUETPOL TOL HEAETOVTOL Kol emnpedlovv 1Tn HAPKETVYK
OTPOTNYIKY] UTOPOVV VO OTOCUPNVICTOVV Uéow NG ovaivong PEST, mov
mepthapPavet ta akoAovbo otoyeio:

o [lohtwkd IlepiBarirov (Political): E&etaler to vopoBetikd ot motikod
TAOIG10, OTMG TIG POPOAOYIKEG TOAMTIKES, TV TPOGTAGIN TOV TEPPAALOVTOC,
TOVG EPYOACLOKOVS KOVOVIGHOVG, TN G6TOHEPOTNTA TOV TOMTIKOD GLGTHLOTOC,
T1G KUPEPVNTIKEG TOMTIKEG TTOV OPOPOVY TOV OVTAYMVICUO Kol TNV Tpo®inon
OTOV EMYEPNUOTIKO TOUEN, TNV EUTAOKT TG KLPBEPYNONG € debvn eumopikd
oLUP®ViD, KOODG KOl TIG YEVIKOTEPEG TMOMTIKES evkalpieg, SLOKOAEG Kot
EUTOOW0L TOV [0, EMYEIPNON UTOPEl VO AVTILETOTICEL KATA TNV €I6000 1

dpaCTNPLOTOINGT TNG GE [0 OryOpPdL.
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o Owovouwko Iepdrrov (Economic): TephapPdver m pelén tov emumédov
tov  ANBopiopod, TOL  SWHECIHOV  EICOOMUOTOS, TV EMITOKIOV
daVEDJOTNOE®MY, TNG OMOGYOANONG Kol OvVEPYING, TIC TPOOTTIKEG TNG
avartuéng tov AEIL, ™) yevikn owovoUIKT KATAGTOOT €VOG KPATOVG KoL TNV
KOVOTNTA TOV KOTAVIA®TOV Vo Tpofaivouv 6e ayopéc.

o Kowwovikéd kot [Tomtiotko [MepiParirov (Social): Edd a&loroyodvtatl otoyyeia
OTMOC 1 KOTOVOUY TOL E€000MNUATOC, TO €Mimedo ekmaidgvuong, o Kvupiopyo
KOTOVOAOTIKA 7POTUTO, YADGGH, 6Opnokeio, TOMTICUIKY) EMPPON OTNV
KafnuepvoéTTO, OTIG OyopuaoTKEG ovvibeleg kol otov Tpomo  Cmng,
OVTIMYELS YO TO. EYYOPL KoL €6AYOUEVO TPOTOVTO, Ol OlPOPETIKOL
KOWViKol poAotl TV OA®V, dabéoipog erebBepoc ypodvog, péon oOdpkela
Cong, nAIKlokn Katavoun Tov TAn0uepov, tomkd 0o Kot TapaddcelLs.

o Teyvoloywd Ilepipadrrov (Technological): AvaAvovtor ot teyvoloyieg mov
emmpedlovv TV Topay®YN Kol TNV TOOTNTO TOV TPOIOVTI®V, TEXVOAOYIES Yo
Kavotopio, vEolr TPOTMOL TPOPOANG KOl EMKOWVOVING LLE TOVG KATOVOAMTEG,
EPEVVNTIKEG Ko avATTUEIOKEG SUAVEG, TEYVOALOYIKT LTOJOUN TNG ETOPELNG,

Kol 0 pLOUOG LETAPOPAS TEXVOYVOGTOG.

[IpootiBeton emiong 1 avaivomn 1oV YEOELGIKOV TEPPAAALOVTOC, OTWG 1 YEMYPOPIKN
Katavou, KAUOTOAOYIKEG ovvOnkeg, HEBOJOL Slovopng Kol UETOPOPOS TV
TPOTOVTOV, KOl 01 TOTKES OMOLTNOEL TV TEAAT®V (AvAwvitng & [aractabomodiov,

2010).

1.5 Evvowoloyikn tpocéyyion digital marketing

Ymv  emoyn Moc, M ovveyllopevn  texvoloywn  €EEMEN, M evioyvuévn

OVTOYOVIGTIKOTNTO, KOl Ol GAAOYEG OTIG AYOPES £XOVV KATOGTNGEL TO TOPAOOGLOKO
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napketivyk Myotepo amoteleouatikd. Emopuévmg, yivetatl avaykaio n viofétnon vémv
neBOOWV, HECH TNG OMOTEAEGHOTIKNG YPNONG TOV SLOSIKTVOV, TV YNPIK®OV HUECHV,
KOl TOV VEOTEPMV TEYVOAOYIKDOV KOl TANPOPOPIIK®DY GUCTNUATOV, OGTE Va. eVioyLOel

o emyyepnuotikog topéag (TCoptlaxng, 2002).

H epoappoyn tov ymeiokod HAPKETIVYK OomOTEAEL Wio GUYYPOVN EMKOIVOVIOKT
OTPOTNYIK] OV EVIAGGEL TNV EMXEIPNON OTNV YNEOKN €moyn, PeAtidvoviag v
EMYEPNOOKY  OTOSOTIKOTNTA KO emnpealoviag Oetikd TV OyOPOOTIKN

GLUTEPIPOPAL.

O o16)%0¢ TOV YNEKOD UAPKETIVYK €lvol TOPOUOI0G UE AVTOV TOV TTAPUOOGLUKOV
HApKETIVYK, dNACON 1N adENoM NG EMYEPNOIOKNG KEPOOPOPING KO 1) OVOyVMDPLoN
TOV OVOYKOV TOV TEAATOV. ZNUAVTIKO EPYOAELD Yo TNV €MITELEN ALTOV TOL GTOYOL
elval 0 TayKOGUOG 16TOG, 0 0TO10¢ LITOPEL VoL EVIGYDGEL TNV ETOLPIKT] OTTOSOTIKOTNTO

(Imber & Betsy, 2000).

‘Eva kevtpikd yopaktnpiotikd Tov ynelokov HAPKETVYK eival 1 eatopikevon tov
TPOGPEPOUEVOV VAMKOV KOL OLVAGV TPOIOVTOV, KaOdg Kot 1 duvatdTnTe TOV
KOTOVOAOTOV VO EMAEEOVY TO TTEPIEYOUEVO KOl TN HOPPT TOV UNVOUATOV KOl TOV

TANPOoPop1OV oL Aappdvovy (Mangold & Faulds, 2009).

Yvvolikd, ot PipAoypagio, To YNEOKO LAPKETIVYK TOPOVGLALETOL MG [0 ETOLPIKN
OTPOTNYIKN HE XOUNAO OKOVOUKO KOGTOS, TPOCOEPOVTAG VEOLS Kol KOVOTOUOVS

TPOTOVG EMKOWVOVIOG TNG EMYEIPNONG LLE TO KOWVO.

opeova pe tovg Chaffey kor Smith (2013), 1o yneokd papkeTvyk £6Tidlel 6
BEATIOT KATOVONOT TOV OVAYKOV TOV TEAATOV, Tpochétoviag a&ie ota mpoidvia,

ALEAVOVTOG TIG TOANCELS, TNV KEPOOPOPIO Kol ENEKTEIVOVTAG TO KOVAALL SLOVOUNG.
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1.6 Ta epyaireia Tov digital marketing

1.6.1 MapkeTivyk niektpovikod Tayvopoueciov (e-mail marketing)

H otpatywn tov email marketing emikevipdver Tig mpoomdbeléc ¢ oto va
dlnpnoel Tovg MO VIAPYOVTES TEAATEG KOl TOPAAANAO VO TPOGEAKDGEL VEOLG,.
Avtimtpooomnevet puo a&loAoyn péfodo yuo va kataotel n emovoupio o avayvopiowyn,
va dwtnpnOei n etapion o LYNAO EMIMESO AVTAYOVIGTIKOTNTOS KO VO TpowOnOovv

ETOVOAUUPAVOLEVES 0YOPEC.

>10 mloicwo tov email marketing oavamtOGoOVTOL SWENUCTIKEG EVEPYEIEG KOl
mpomBeiton n enéktaon g meAatelkng Pdong. EmumAéov, eotialeton ot o1d0eom
TOAVTIL®V TANPOPOPIOV GE daPopeTIKOVG ¥pNotes. H Pacikn 10éa etvan 0t1, akodun
KL OV Ol ¥PNOTEC OEV £YOLV GUECT OVAYKN Oomd To mPpoidvto M TIC VANpecies, Oa
Bopodvror v emovopio ™¢ etapiog, 6tav £pbet 1 dpa Yoo g oyopd. Avtd to
eMimedo evacOnromoinong g pdpkoc tovg Kabotd mo mhoavo vo emAEEovy TV

enyyeipnon otav ivor £TOOL VoL TPOYLLATOTOUW|GOVV L0 OYOPE.

‘Eva onuavtikd mieovéktnuo tov email marketing eivor n dvvatdotTa taStvounong
TOV KOOV kol M eEatopikevon Tov kapmoviov e Baon avty v tasvounon. O
KOPl0g oKomOG TOL €ivarl var mOPOUEVEL GTN GLVEIONOT TOV YPNOCTAOV, VO TOVG
petatpéyel oe mBOVOLG TEAATEG KOl VO TPOCQOEPEL GTOVS VIAPYOVTEG TEAATEG

OEEMUES TANPOPOPIES.

H «oatyoplomoinon tov kowov, m empéreld tov unvopdtov email kor m
TPOGAPUOCTIKOTNTO UITOPOVV Vo, LENGOVY TNV amodoTIKOTNTO TV dpdcemv email

marketing.
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1.6.2 MapkeTivyk péoco pnyovov avelntnons (SEM)

To Search Engine Marketing (SEM) ctoyebet ot Bertimon ¢ aAAnAenidpoong Twv
TeEAATOV pE KAOe emyelpnoloky evépyeta. Ot unyavég avalntnong, 6mmg to Yahoo 1
10 Google, amockomovv otV amAomoinon g SdIKaGiog E0PECNC OMOTELECUATOV
HEC®O NG €6aymYNG €vOG CLYKEKPYEVOL Opov N AéEnc. Ot TTPoyPapUATIGTIKOT
aAyOp1Ool KATOANYOUV VO KOTATAGGOLY TIS avalntioelg pe Pacn tn oxetikotta

TOV IOTOGEAOMV.

[ToAAég eivan o1 oOyypoveg tdoelg otov touéa ov SEM. 'Epevuveg and 10 Mobile
Awelientress Research £yovv 0eilet 0Tt peydho HEPOG TV VEMV KATOVOAMTAOV Kol TOV
CLYVAOV XPNOTAOV YNOKOV TAOTPOPUAOV €ivol KATOYOl KIVNTMOV CLGKELAOV OTMG
smartphones, tablets, kot @opntoi vVROAOYIOTEC. AULTEG Ol OLOKEVLEG  €YouvV
OVTIKOTOOTNOEL  TOPAd0cloKES  peBdoove  emkowvoviag Kor  emmpedlovv
OLUTEPIPOPE TV OvOpOT®V o1 OdKTVOKY emkowwvia. 'Etotl, péAloviikég
otpatnyikéc SEM eotidlovv otV todTNTo pOPTOONG TOV 1GTOGEMOWV G KIVNTEG

ovokevéc (Smart Insights, 2020).

O Sullivan (2001) ewonyaye tov 6po SEM yio va meptypdyet pio oelpd 0pacemy mov
oyetiCovtan pe ™ Peitictomoinon unyavav avalnmong (SEO), m dwyeipion tov
Tnpopdv ova kKik (PPC), v vroBoAr w6totdénwv o€ KataAdyovg Kot v ovamtuén
OLOIKTLOK®MV LLAPKETIVYK GTPOTNYIKMV Y10, EMLYELPTCELS.

Ot Dou et al. (2010) vmoompilouv 61t 1 LWOBETNON PNYOVOV avalNTNoNG OTIC
OLOIKTVOKEG LAPKETIVYK OTPATNYIKEG emtpénetl dvo Pacikés mpaktikés. Kat' apydc,
010 mAaicto ¢ Xopnyilag ceAO®V AmOTELECUATOV, EMLYEPTNOELS EXEVOVOLV YPTLLOTOL
Y. T OMUIOVPYio CLUVOEGU®Y OV 0dNYOVV GTOLG 1GTOTOTOVS TOVG, M0 TOKTIKY|
yvoot) o¢ PPC. Agbtepov, emyyepeitar 1 Pertioon g 6éong tov 1610T0TOV GTOL
QLOIKA OMOTEAEGUOTO TOV HNYOvVOV ovoltnong HEC® NG €POPUOYNG O0pOpwV
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texvik®v SEO, yopilc OH®MG OKOVOMIKY) GUVEICQOPE oTIg pnyaveg avalntnong. Ot
1O10KTNTEG 1GTOCEAIO®V EMIUDKOVV TNV EMTEVEN VYNADV KoTOTAEEWV HEGH piog 1

Kot TV 600 avtdv pebddwv SEM, 6mwg avapépetl o Neethling (2008).

H PPC, o teyvikn SEM ot0 medio tov digital marketing, avamtdoybnke og éva
HOVTEAO Y10 TNV TTOPAY®OYN €000®V amd pnyovég avalntmong. Me v mdpodo tov
xpOVov, o1 ypnoteg €xovv efowkewwdel pe T ypnon pnxovav ovalnmong mov
TPOGPEPOVY OMPEQY VINPEGIES, OMOPEVHYOVTAG TNV TANPOUN Y10 OVTEG, COUPOVO LE

tovg Moxley et al. (2004).

‘Etol, pe v emioyn ocwotdv AéEemv-kAewdldv, ot mbavol meAdteg €youvv N
dvvatdtta dpeong tpdcPaong o Ho 16TOGEAIDM, avalNTOVTOS TEPUATIKEG PPACELS
oL  EVOWPEPOLY TNV eMAEYUEVN  ayopd-otdyo. [ v avoyvopion TV
KATOAMNAOTEPOV AéEE@V-KAEWDY oV B a&lomomBovv oe o avalntnon yo €vo
OVYKEKPEVO TPOIOV 1| VANPESin, Ol E0KOT TPEMEL VA OEVEPYNOOVV EKTETAUEVT

épevva, 0mwg tovilel o Curran (2004).

H evioyvon tc dwdiktvokne mapovsiog &vog 10totdémov, yvooty ¢ SEO,
ouvenrayeton TV enegepyacio Kol TPOTOTOINGT TOV GYEOICUOD TOV IGTOGEAIDMV Yld
mv avafaduon g Katdtaéng ToVg 6Te OMOTEAEGLOTO TOV UNYovOV ovoalTtnong,

ommg avaeépet o George (2005).

1.6.3 MapkeTIvyK péc® owktvov cvvepyot@v (Affiliate marketing)

H otpamywn tov pépketivyk cvvepyatdv ypnowonoteitor og péBodog yur va
avénoel v TpoPoin HoG emyelpnong N Vo ToPOKIVAGEL TEAATEG Y10, EMBLUNTES

evépyetec. Avtn 1 LopOY| LAPKETIVYK TeivEL va e@apIOleTaL Y10l OPIGUEVT] SIAPKEL [UE
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oTOY0 TNV €MTELEN GLYKEKPUEVOV OMOTEAECUATOV, OTMG 1 &vioyvuon oG VENg
eMyelpnong N 1N AMTOCTOCN TEAATOV OO OVINY®OVIOTEG, Onwg emonpaivel o Chris

(2018).

Mo mv avantuén amoTEAEGUATIKOV GTPUTNYIK®OV HAPKETIVYK GLVEPYATMV, L0l
emyelpnomn TPETEL VAL EVTIOTIGEL TIC O KATAAANAES AYOPEG-GTOYOVG Kol Vo, EMAEEEL TaL
WOVIKQ  €PYOAEID TTPOGEYYIONG TOV OVVNTIKOV TEAATOV, OM®G OVAPEPOLY Ol
Ekankuma & Henry (2011). Ywépyovv moAld OSwbécipua epyoreio HAPKETIVYK
OLUVEPYOTAV, KOL Ol ETOUPElEG TPEMEL VA ECTIAGOVYV GTOLG GLVOLOGUOVS OV

TPOGPEPOVV TOL KAAVTEPD OmOTEAEGHOTA, 0TS Tovilel 0 Akpan (2009).

To pdpketvyk ovvepyatdv Aertovpyet g éva nAektpovikd koval Pacilopevo otV
amddoon. Xe avtd T0 Hovtéro, 0 dapnulopevoc apeifetal LOVo OTAV 01 GLUVEPYATEG
TOV TPOKAAOVV GUYKEKPIUEVEG EVEPYEIEG Y10 TOV 1010 HEC® TMV 1GTOCEAOMV TOVG,
TAPEYOVTAG GTOV OPNUEOUEVO €AAYIOTO KIVOUVO KOl HEYIOTY OOSOTIKOTNTA TNG

eMEVOLONG TOL, OTT™C eptypdpet o Affinet (2015).

1.6.4 Online onpoocieg oyxéocis (Online PR)

H évvowr tov pdpketivyk onpociov oyécewmv apyloe va kepdiler mpocoyn ot
dekaetio Tov '80, cuVOLALOVTOG TIG TEXVIKEG ONUOCIOV GYEGEMV LE TOVS GTOYOVS TOV
RAPpKETIVYK. AVTOG O TOUENG OPOPA TNV EVOOUATOGCT SAPOPOV TTVYDV OTMG
oNuocleg oYEoELS, UOPKETIVYK, Jpnpiomn, kot €pevva, Omm¢ ovaeépst o Harris

(1997).
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210V TOUEN TNG EIGAYMYNG VEWV TPOIOVIMV KOl TG EMOVATOTOOETNONG VPIGTANEV®V,
10 UapKeETIVYK dnuociov oyéoewv mailel kpiciwo poro, O0mmg emonuaiver o Kotler

(2003).

Ot TpoKTIKEG 0L TOD TOV THTOV UAPKETIVYK EMIDKOVV TNV TPODONGN TOV TOAGEDV
TOV TPoidVTOg Héow Omupociov oyéoewv. To Awadiktvo, KOWw®VIKA OlKTvo, Kot
SOPUCTIKES TEXVOAOYIEG EXOVV EVIGYVGEL T SLVATOTNTA TOV ETAPELDV VO Eival O
eVEPYEC oV avATTLEN TPOIOVTMV KOl EUTOPIKOV CNUATOV. X aVTO TO TANIGL0, Ol
EMTUYNUEVOL EUTOPOL TPETEL VO, ETAVOATPOCIOPIGOVY TIG GTPATNYIKEG TOVS Yo VO

KaAMePYNoOLV BETIKEG GYECELS LLE TOVG KATAVOAMTES, 0TS avapépel o Smith (2011).

1.6.5 Metadotiko papketivyk (Viral Marketing)

To papxetivyk viral evtdocel to, pnvOpoTo LAPKETIVYK TOV UETAOIOOVTOL HECH TNG
OAANAETIOPOOTG OO KOTAVOAWMTY O KOTAVAAWMTY, OTMG KaTaypdpeTon amd v AMA
(2012). Avt| n popen HAPKETIVYK, OV TPOVTNPYE TNG EMOYNG TWV CLYYPOV®V
HEC®V, eVIoYOOMNKE ONUOVTIKA UE TNV EUEAVIOT] TOV ALOIKTOOV KOl TOV YNOLIKOV
TAOTQOPUDV. NUEPA, XPNOYLOTOLEITAL Y10, VO TEPTYPAYEL OUOIKTVOKES EKOTPOTEIES

UAPKETIVYK TTOL TTPOEPYOVTOL OO ETOUPIEC.

AmoteAel ovolaoTikd otoryeio yuoo v emtuyia ke emyeipnong. ['vootd kot og
LEPKETIVYK HEGM TPOCOMIKDOV GUGTAGE®V, OLT 1| TPUKTIKY| glvan pio amd Tig TAEOV
OIKOVOLKEG OPNUIOTIKEG €MAOYES, Pacilopevn otn Odocn UNVLUATOV  ornd
dvBpomo ce vBpwmo. Eved moloidtepo 10 pivope HETASIOOTOV TPOPOPIKA, GTN
oLYypov” emoyN| etvar cuyvOTEPO Vo AAUPAVEL YDPO LECH KOWWVMVIKMV SIKTO®OV OTMG

to Facebook.

21



To obyypovo viral pdapretvyk €xet T Ovvatdtnto €ite vo evioyLoel &ite va
VTovVopEDoEL pia emtyeipnon. Xe avtiBeon pe 1o mopeABdv, OMOV Ol KATAVUAWMTES
eCoptdvVTOY Oamd EMIONUEG KPUTIKEG KOl OlOQNUICEIS, ONUEPE EMOIOKOVLY TNV
avOevTiKn avadeltn TV TPOIOVIOV Kol TOV VANPECIOV amd GAAOVS KOTOVUAWTES.
Ooco peyardtepog givor o aplBudg tov avBpormv mov ektiBeviar oe avtd 10 €i00g
SN uong, 1060 avéavovtat o1 THUVOTNTEG EMTLYING Y10 TNV EMLYEIPMON).

H toktikn tov papKeTivyK HEC® TPOCOMIKAOV GLGTACEWV KaTEXel {OTIKN onuacia,
O10TL 6TO CLYYPOVO AVIAYOVIGTIKO TEPIPAAALOV ayopds, dev apkel Yo po etatpeio va
TOPEYEL OMAMG €VO TOWOTIKO TPOiIOV M vanpecsio kol vo avaptd Spnuicels oe

10T0GEAIdEC 1 6€ Yynolokd Kot EvTuma péca, OTmg emonpaivel o Phelps (2004).
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KE®AAAIO 20 SOCIAL MEDIA MARKETING

2.1 MMhat@oppeg

H evioyvon g equng kot g eumotochvng TPog [o papKa givol To Kuplo pPéAnpa
™G S10PNONG HECH TV KOWMVIKOV SIKTO®V. AVt 1| TPooEyyion meptiapPdvel
YPNOM UG 1 TEPICCOTEPOV TANTPOPUAOV Yo, Vo OTdcel 6t0 emBuuntd Kowo,
e€aptOUEVN OO TIG TPOTIUNCELS TOV XPNOTOV Kol TV €mAeypévn mhatedpua. H
KOoplow pdBeon ™G OWPNUIoNG OTa KOW®VIKA Olktva eivar va avénoet v
avVOYVOPIGT TOV OVOUOTOC TNG MOPKOS KOlU VO, GLVTNPNOEL TO0 KOAO OVOpd TNG
etoupeiag. ' avto, N OTPATNYIKY QLT EXKEVIPAOVETOL GTI) ONUOVPYIN TEPIEXOUEVOV
mov €ivol  TAVTOYPOVA EVNUEPOTIKO Kol TPomOnTikd, KoOBMOC Kol otV €vepyn
EMKOWVOVIOL L€ TOVG YPNOTEG SWPOPWV TAATPOPUOV. ZTOV GUYXPOVO KOGHO, KAOE
emyeipnon €xel m dvvatotnta vo cuvoebel e Tov KAGOO NG Kol PE TO TOYKOGLLO
KOWwd HECH TV KOWOVIKOV OKTO®V. Ta diktva avtd ypnoiuedovv g péoa
ocvvepyasiog Kot emkovovioc. H cwot ypnon t1ov KoveoviKoOV HECOV EMITPETEL GE
k@O emyeipnon vo SWHOPPDGEL TNV EKOVA TNG, VO EVOLVOUMOEL TIG ONUOGIEG
oY£0€1G TNG Kot Vo emnpedoetl BTk T1IG cuINTNOELS YOP® OO TO OVOUA TG, UE TEMKO

oTOY0 TNV €VIoYLON NG KOTOVOAMTIKNAG EUMIGTOGUVING KOl TNG OVAYVAOPIONG TNG

péprag tnge.

2.1.1 Facebook

To Facebook, mov 13pvbnke 10 2004, apykd sppavictnke og éva €i00g KOvmviKon
AETOVPYIKOD GUOTAUOTOS, TOPEYOVTIOS GTOVG YPNOTEG TNV gukapio. va TAonyndovv

Kol Vo, S1oEPLoTovy TANB®Pa TANPOPOPIOY. Apyikd, HOVO POITNTEG amd EMAEYUEVAL
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TOVETIGTULN ELYOV TV EVKOUPIO VO TO YPNCLLOTOGOLVV, OAAE GTASIKA ETEKTAONKE
KOl 0€ GULYKEKPIEVEG emayyeApoTikég opddeg otig HITA. And 10 2006 xou émetta,
&ywve mpooPdoipno moykoopiong oe kdbe ypiom. H dmuotikdtra tov Facebook
avamtOyOnke toydTata, Kabdg Tpocépepe dmwpedv TpdsPacn Kot nTav evypnoto. [a
Vo gyYpoPel KATO10¢, amaltohvTay amAmg 1 XPNOT TOL NAEKTPOVIKOD TOYLOPOUEIOV.
Xpnoteg pEow TG TAATOOPUOG OVTNG £PYOVTOL O €l pe @ihovg, polpdlovton
QOTOYPOQPieS Kol TAONYOUVTOL GE OPOPES EPUPUOYEG, LE TNV EVNUEPMOON VO
ovpPaivel og Tpaypatikd xpovo. Ewdwd pe v enéktaon tov smartphones, 1 yprion

tov Facebook evioyvOnke onuavikd (Ilaraboavacdémoviog ko cuv., 2013).

Ewova 1: O ypnoteg tov Facebook (2021-2023)

—e— Facebook
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Inyn: (Meta Platforms, Inc., 2022)
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To 2021, o apBudc tv ypnotdv tov Facebook ntav mepinov 2.91 dicekaroppdpia.
Mo 10 2022, ot ypnoteg éptacav toug 2.97 ko 10 2023, o apBudc twv xpnoTov

avéndnke og mepinov 3.03 dioekotoppidpia.

2.1.2 Instagram

To Instagram, omuovpynuévo to 2010 oamd 7tovg Krieger wour Systrom,
TPOTOEUPAVICTNKE O PO TAATPOPUA EMTPENTOVTAG GTO, LEAT TNG VO TPOTOTOIOVV KOl
V0. KOWVOTO100V TIG POTOYPAPIEC TOVG. ApYydTEPQ, VTN 1 dVVATOTNTO EXEKTAONKE KO
ota Pivteo. To 2012, n e€ayopd tov Instagram and to Facebook avéntuée meportépw
TOVG OTOYOLG NG TMAatEOpuoc. 'Extote, ot ypnoteg amoktovv v gukoupicn va
OMNUOVPYOLV TTPOCOTIKA TPOPIA, AVAPTOVTAS PMOTOYPAPIEC, CLVOEGHOVS Kot GAAQ
elon mepeyopévov. Ot ypnoTeg XYoLV TNV EMAOYT VO dNUOVPYNGOLY £val dNUOCIO 1|
WIOTIKO AOYOPoUO UE TPOCOPHOGHEVES puOuicelg mpopil. Ymapyel emiong m
duvatdtTnTo Vo TpakoAoLOovV ONUOGCIO TPOPIA 1 1OIWTIKOVS AOYOPLOGHOVS PIAMYV,
epocov &yovv mpdcPacn. Ot ypNoTeG UTOPOVV Vo GYOMALOVV GE PMTOYPAPIES Ko

Bivteo, va amoktovv akdAovOoLG Kot va akoAovBovv GAAOVE XPNOTES.
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Ewoéva 2: Ot YPNOTEG OV Instagram (2021-2023)
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Inyn: (DataReportal, 2023).

2.1.3 Tik Tok

To TikTok, pio epappoyn mov apopd TV Tapaymyn Kol Kowvomoinomn Pivieo pkpng
dapxetag, avantdydnke to 2016 and v etarpeio ByteDance Inc. oty Kiva vro v
apywn| ovopacio Douyin. ‘Eva étog petd v xvkhogopio g, n epapproyn aArdlet
ovopo kot emekteiveral Oebvdg, KATL mOL 0dNYNoEe o€ i avEnon TV

gyyeypappévav ypnotav kotd 35% (China, 2018).

Y10 TikTok, xéBe yprotng £€xet ™ Ovvordmto va dmuovpynoet Pivieo pe
GUYKEKPILEVO YPOVIKO TEPLOPICUO KOl VO TO OVOPTNOEL GTNV TAATEOPLO Yo
Kowvomoinon oe debvég kowod. Metd v moykoouwe e&amiwon tov 10 2018, o

apudc v evepydv Aoyapracudv aviide o 500 ekatoppvpla (Liu, 2018).
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Ewova 3: Ovypnoteg tov TikTok (2021-2023)
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IInyn: (Trident Technology, 2023).

[Maparave PAEmete 10 yYpleNMUO TOL OMEKOVILEL TOVE TOYKOGLIOVG YPNOTEG TOV
TikTok vy ta €tn 2021, 2022 kor 2023. Avtd ta dedopéva delyvouy o otabepn
avénon otov aplfud tev ypnotomv kdbe ypovo, pe 1o 2023 va ETAVEL GTO HEYIGTO

apOuod ypnotov otny mepiodo avtn, eOdvovtag to 1.677 dioekaToppplo YpNOTES.

2.1.4 YouTube

To YouTube, éva Omuoeuiég diktvo Yo TV AVAPTNON, OVOTOPAY®OYY KOl
Kkowomoinon Bivieo, WpvOnke 1o 2005 and toug Chen, Karim ko Hurley. H Pacum
T0v Aguwovpyio emdioke va emTpéyel oTOVG YPNoTES vo. aveBalovv Kol va

napakorovBodv amepidpiota Pivieo péco amd éva amid kot GAMkd mepPdAlov,
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ATOAAQYLEVO OO TEYVIKA eumddla. Xnuepa, o YouTube avikel 6Tig TO TPOTIUNTEES

TATEOpUEG KOoVIKOV pécwv (Koveoviag, 2014).

To 2006, n Google anéktnoe to YouTube, pia e£MEN mov cuvéPale ot cTOSIOKN
abénon g MUOTIKOTNTAC Tov. Avth 1 €€ayopd MPOGEPEPE GTOVG YPNOTES TN

duvatdTNTa Vo avapTohy PBivteo yopic v mapéufoct dSapnuicemy 1 EVOLIGUECHV.

Q¢ kowwvikd diktvo, t0 YouTube emitpémel otovg €yyeypappévoug ypnoteg va
OMUovpyovlV TPOSOTIKA TPOPiA, va avefalovv moivuéca, vo €yyplpoviol ce
KavéAo Kot vo oxoldlovv Bivteo dAhwv ypnotov. To mepieyduevo tov Bivteo etvan
TPOGAPUOCUEVO amd €vav aAyoplBpo mov mpoteivel PBivieo PAcel Tov 16TOPIKOV

npofordv Tov ypnot (Koévooviag, 2014).

Yvumepacpatikd, to Facebook Asttovpyel kuplog o¢ KOWW®VIKO dIKTLO Yo GUVOEST
Kol eEmKovovia pe eilovg kot otkoyévela, To Instagram eotidlel otV Kowvomoinom
QOTOYPAPLOV Kol Bivieo pe Eppacn oty owodntiky|, To TikTok etvon pio mAoatpoppo
KOWOmOiNoNG KOVIvdV PIVIEO TOV EMKEVIPOVETOL OTNV  Yuyoymyio Kot 1T
onuovpywkdé™Ta, evdd T0 YouTube eivar m xopvaio TAATGOPUO Yol UEYUAVTEPO

Bivteo Kot EKTOOEVTIKO TEPIEXOLEVO.

2.2 Opéln & Advvapieg

210 mAOiG10 NG GVYYPOVNG EMYEPNUOTIKNG dpacTNPLOTNTAG, Ol ETOLPEIES TPEMEL VAL
EVOOUATMOVOVV GTIG GTPATNYIKEG TOVG TO YNOLOKO HAPKETIVYK, dIvovTog EUQaoT TN
YPAON TOV KOWOVIKOV OIKTO®V. ALTEG Ol TAATQOPUES KOWMVIKNG OIKTOMGONG
amoTeEAOVV €va WOVIKO TANIGIO Yoo TNV TPOGEAKLOY TOAVAOV TEAATOV Kol TNV

aAAnienidpaon pe Tovg verotdpuevoug (Brake, 2009).
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H ymoeoxn papketvyk otpotnyikn pog etaipeiog, EVOOUOTOVOVTOS TO KOWVOVIKA

diktva, pmopel va amofel evepyeTikn e ToVg ENG TPOTOVG:

A. Evioyvon Awdiktvoxkne Erovouioc

KaBaog o etarpeio dwayepileton tor dodkTvakd g TPoPil 6To, KOW®VIKAE dikTua
KOl OTNV €TOIPIKN TNG 10TOGEMON, €vioyvel TV Tapovcsios g oto kowd. Ot
vrdpyovteg meEAATEG, avayvopilovtag TNV ETOPIKN TOVTOTNTO GE £Vo. KOW®OVIKO
dikTLO, TapaKoAoLOOVY TNV eEEMEN ™G eTapeiog, Ta TPOIOVTA Kol TIC LINPEGIES TNG,
OMuovpydvTog o Suvoutkr] kowotnta. [apdAinia, n etopeio £xel v evkarpio va
Tpoceyyicel VEOUC KOTOVOAMTEG HECH TNG TOKTIKNG EVNUEPMONG KOl  TNG

SdPUCTIKOTNTOG LLE TO KOWVO.

B. Avénon Awdikrvoknc Eumictocivne kot AvoyvopioitdTnToc

Me ) dwyeipion TG ETOPIKNG TAPOVGIONG OTA KOWMOVIKG OIKTLO KOl TOV ETOIPIKO
10TOTOTO, M €TOUPEiDL UTOpEl va eVIoYOGEL KO VO PEATIOCEL TIG GYECELS TNG WE TO
kowd. H d1adpactikdOTNTO HE TO KOWO KOl 1) GUVEXNG EVNUEPMOT TPOCOEPOVV TN

dVVOTOTNTO TPOGEAKLOTG VEWV TEAUTAOV Kol O1TPNONG TOV VPIGTAUEVOV.

I'. Evioyvon Katovorotiknic Ikavomroinonc

H toydmto kot Queom avtamdKpion Tov EMTPETOVY TO KOWWMVIKA dikTvua ovEavouv
™V wKavonoinon twv mehatdv. H evepyn olinAemidopaon petald etapeiog Kot
KOTOVOA®TOV dNUovpyel pia 6tevotepr oxéon, evad 1 etapeion pmopel va mapéyet
TPOCPOPES KOl VO EVNUEPADVEL Yoo VEo mpoidvta kot vranpecies. H avénuévn
KOTOVOAW®TIKY Kavomoinomn odnyel og OeTiKES KPITIKES KOl EUTEPIES 0T KOWMOVIKA

dtktua, BeATidvVOVTAG TNV EIKOVA TNG ETAPELNG KOl GUVETMOG TIG TOANGELS.
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A. Online Management Reputation

2T0ov TOpéN TOV YNELOKOD UAPKETIVYK, 1) EMOTTEIO. KOL 1) OloXElplon TG €TAPIKNG
UG oto dtadiktvo, yvowoty g Online Reputation Management (ORM), eivou
kpiown. Ot 0ol pdpketTvyk pog etanpeiog avorapfdvovv tov EAEYY0 TG ENUNG
KOl TOV GYOA®V TOV aPOPOVV TO EUTOPIKO GNUA, LE TPOTAPYIKO GTOYO TN Helmon 1
OKOHO KO TNV KOTAPYNoN OpVNTIKOV GYOMMV, HEWWVOVTOS TNV TPOPOoAN Toug N Ue

Betucéc avagpopég (Munro, 2014).

2T. AldiKTuoKkn KowoTnTa

H idpvon o evepyng 01001KTLOKNG KOWVOTNTOG OTO KOW®MVIKA dikTva ivor pa
OKOUN ONUOVTIKY] OTPATNYIKN. AvT 11 KOwdtnta, dtakpivetor amd tn duvoukoTnTo
Kol TV GUEST) OAANAETIOpaOT LE TNV EMXEIPNON, PEATIOVOVTAG TNV 1KAVOTTOINOT Kol
TNV EUTIGTOGUVI] TV KOATOVOAOTOV. Ol SodIKTLOKEG oViNTNoES YOp® amd TNV
ETOPElDl Ko TO TTPOTOVIO TNG OWEAVOVTOL, EVM 1) GLUUETOYN TOV TEAATMOV OTIG

ov{NTNoELS TOVG KAVEL v aucBdvovTot HEPOG TNG HAPKOC.

Z.. Owovouko KOGTOC

2T0V YOPO TOV KOWOVIKOV SIKTH®V, 1 SLVOTOTNTO Y10 TOLG YPNOTES KL TIC ETUPELES
Vo dNUIOVPYOLV TPOPIA KOl VO KOWVOTOOUV TANPOQOPieg YmpiG KOvEVO OKOVOUIKO
KO0TOG givor onuoavtikny. Avti N TPOSPAGILOTNTO EMTPENEL OTIC EMLXEPNCES VA
npoPdAlovv TV emwvopio TOLG KOl To TPOIOVTO TOVG EVIEANDS dwpedy. QoT10G0,
VILAPYOVV Kot EEEWOIKEVUEVEG TANPOUEVEG VIINPEGIEG GE OPIGUEVO KOWVOVIKE diKkTLO,
ol omoleg TOPEYOVY  GTOYELUEVEG OlOPNMOTIKEG AVCELS HE  EEIOKEVUEVEC

TOPAUETPOVC.

30



H. AAMAnAgnidpaon

H dueon aAdnienidopacn pe tovg LIAPYOVTEG Kot TOLS TOOVOVG TEAATEG HECH TWV
KOWOVIKOV OIKTO®V €lval £va oKOUT ONUOVTIKO GTOLYEID TOL YNOLIKOD HAPKETIVYK.
Ot ak6AovBotl Tov eTapKoD TPOPIA £yovv TN dVVATOTNTO VO AAANAETIOPOVY UE TO
TEPLEYOUEVO TNG ETOPELNG, VO TO GYOAMALOVV Kot VO TO SOUOPALOVV GE TPy LOTIKO
YPOVO, QVEAVOVTOG TNV ETICKEYOTNTO Kol T OdPACTIKOTNTA TOV TPOPIA NG

etoupeiag. Avti 1 evepyn ooppetoyr| fondd oty avayvopicipudtnta tov brand.

[Tapoéro mov T KOWWVIKE OIKTLO TPOCPEPOVY GNUAVTIKE OPEAN GTOV TOUEN TOL
YNEOKOD HAPKETIVYK LG EMLXEIPNONG, LIAPYOVV KOl OPICUEVEC TPOKANGELS TTOV
umopohv - vo  OVILETOTIOTOVY UE OMOTO GCYESWCUO  KOU  EQOPUOYN  TOV

EMKOIVOVIOK®OV CTPATNYIKOV.

r

Eva wpdto {tmua eivar 1 duvatdtnto apvnTIKNG OVIOmOKPIoNG OTO KOWMVIKA
diktva. O1 ONUOCIEVGEIS 6TO AL0OTKTVLO PUTOPOVV VAL YIVOUV YPIYOPO EVPEMG YVMOOTEG,.
IMa avtod, o1 e1d01Kol TOV HAPKETIVYK TPEMEL VO EIVOL TPOGEKTIKOL [LE TO TTEPIEXOUEVO
OV AVOPTOVV, EMPEPAIDOVOVTAG TOALATAES POPEC TNV aKPIPELd TOV Y10 VO Ao PHYOLV

apVNTIKAE oYOA0 Kot OVTIOPACELS.

EmmAéov, n onun pog etanpeiog prnopel va ennpeactel and AavBaouéves eVILTOGELS
TV akoAoVBwv g ota Kowwvikd Oiktva. Edv ot axdiovBor eivar meAdreg,
apvnTikég TAnpogopieg Bo Lmopovoay Vo TOVG ATOTPEYOLV OO LEAAOVTIKEG OYOPEC.
O emyepnoelg eivar eVOAMTEG G€ TOPATAOVNTIKEG TANPoPopies. Ot TAATQOPUES
KOW®VIKNG OIKTO®MONG UTOPEl VO TEPEYOVV ECOUAUEVEG 1| TOPOATAAVITIKEG ELOT|CELC.
Ot meldteg M AVTOYOVIGTEG UTOPEL VO YPNGYLOTOU|COVV TO KOWMVIKE dikTva Yo va

dd®covy afdoies erHes 1 WeLdElS Katnyopleg GYETIKA e i eTyeipnon.
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H yprion kowvovik®v SiIktémv evéyel Tov Kivouvo apvntiknig avtidpaons. Asdopévov
OTL o1 OMUOGCIEVoEL Pmopohy €OKOAM va yivouv OMupo@uiels oto Awadiktvo, ot
enayyeApatieg tov papketvyk o mpémel vo glvarl TpooeKTIKOl Kot vo emifewpodv
TPOGEKTIKA TO TEPLEYOUEVO TPV T ONUOGIELGT TOV, Y10 VO ATOPELYOOVY APVNTIKES
avtwpdoels. EmumAéov, n onun pog etanpeiog pmopet va ennpeactel omd mopavoncelg
N A4Bog evrummdoelg TV akoAoVOwV TG oTa KOWOVIKA dikTud. AVTO pmopel vao
aroBappuvel Tovg meEAdTEG amd peAlovTikEG ayopés. EmumpdoOeta, ol emyyeipnoelg
elval emppeneic otV amodoyn TAPATAVNTIKOV TANPoeopltdv. To @avouevo tmv
YELOMV EONCEMV GTO KOWMVIKA OIKTLO UTOPEL VoL 0dNYNOEL GE TAPATANPOPOPNON
TOV TEAOTOV 1 va eELINPeToEl OKOTUOTNTES. 1 avdmTtuén mepleyouévov ota
KOW®VIKA dlktvoa amortel ToAd ypovo kol mpoomdbeto. Ot emiyelpnoelg Tpémel va
EMEVOVHOLV OTNV TOPAYWOYN OL0PKDOG KAVOVPYIOV Kol EVOLUPEPOVTOS TEPLEYOUEVOL YN
Vo, SloTPNoOVY TO EVOLAPEPOV TOL KOOV KOl VO 0WENCOLV TNV 0POGIMGCT TOVC.
Avto omoutel ovveyn emefepyoacio, OYESWICUO KOL EQOPUOYY €VOG TPOGEKTIKA
SOUNUEVOL UAPKETIVYK OYedlov. 1 OlayElplon NG MVELUATIKNG 1010KTNGIOG Kol M
TPOCTACIO. TOV ETOUPIKOV GNUOTOG OTA KOWWVIKA diktva elval amapaitntn. H
TAOGTOTPOCMOTIO, KOL 1 OVTIYPOPT TOV TEPLEYOUEVOL givarl Guyva TPoPARHOTO GTO
OwdikTVLO, YEYOVOS OV Omoutel amd TIS EMYEPNOELS VO €lval TPOCEKTIKEG GTNV

npooctacio Tov brand Tovg (Barefoot & Szabo, 2010).

2.3 H évvora ¢ 000 0TIKOTNTOG

Mo v mAsoynoeio Tov enyepnoewv, evicybHovog TV OTOTEAECUATIKOTNTA TOVG
amotehel KOPLO 6TdY0. AmoTELECUATIKOTNTA ONpaivel OTL 0 AdYOG TV TPOcTAdEIDY

o€ oYéoN UE TO MOPUYOUEVO OMOTEAECUATO VAL OTTIKA YOUNAOG. ZTOYEVEL OTO VO
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EMTOYEL TO TUNUO UOAPKETIVYK TN UEYIOTN TOPUYOYIKOTNTO [E TOV EAAYIOTO duvaTd

KOGTOG, TOGO GE OPOVE TPOVTOAOYIGOV OGO KOl YPNGYLOTOOVUEVOV TOPMV.

H a&oloynon mg amodotikdttag amattel T ypnomn axpifov epyoreiov avaivong
papketivyk. Ot edkol 610 pdpKeTvyK TIPEMEL vor gival kavol va, avayveopifovv Tig
AEMTOUEPEIEG OTN  GLUTEPLPOPA  TOV  TEAATOAOYIOL, OTIG OYOpPEC KOL  GTNV
EMOKEYLOTNTA TOV 16TOGEAId®Y. EmmAéov, £Eeldikevptévo AOYIGUIKO HAPKETIVYK
umopel va fondnocet tovg emayyelpatieg va avaldocovy mov gival To Omod0TIKOL Ot
TPOVTOAOYIGHOL Kot Ol TPOSTADEES TOVG, EMTPEMOVTAS TOVG VO EGTIAGOVV
TEPIGGOTEPO GE OWTOVG TOVG TOUEIS KOl VO EVIGYOCOLV TNV AOd0GT TV EMEVOVGEDV

TOVG GTO HAPKETIVYK Y10l LEALOVTIKES KOUTAVIEG.

Yrdpyovv d1Gpopotl Tpdmol HETPMNONG TNG ATOSOTIKOTNTAG TOV UAPKETIVYK, LEPIKOL

amd TOVG OTO10VG Eva:

ZUULETOYT TOV ETICKETTOV

Méow ¢ TapakoAoVONoNG TG CLUUETOYNG TOV EMOCKENTOV, UWTOopel va avaderydel
TO10 TEPLEYOUEVO TOV 10TOTOTOV 1 TOV UNVLUATOV Eivol MO amodoTIKd, OGTE Vo,

BeATI®GOVV TNV OTOJ0TIKOTNTE TOVG,.

Avaloyio KMK TpoC EUQOVIGELC

AV M HETPIKN TOPEYEL U0 EIKOVO TNG OTNYNONG TOV ETAPIKOV UNVOUATOV GTO

KOWO.

Kootoc avd evépyeia

H o&oidynon tov kéctouvg avd evépyein Ponbd ta tunpoto HAPKETVYK v

KOTOVO|GOLV TOGO OIKOVOUIKA OMOTEAEGLOTIKEG EVOL O1 EVEPYELES TOVG.
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2.4 Social media analytics

[ToAAG epyodelo SwBétovv o1 emyyelpnoelg onuepa Yy v  a&loAdynon g
JSIKTVOKNG TOVG amodoTIKOTNTAG. MeTa&y avtdv, To Google Analytics givat ekeivo
OV YPNOYWOTOLEITAL EVPEWS OE O1APOPOVS emyelpnolakovs KAGdove. To epyodeio
avdAvong 1oTov givar ypnola TOco yuo Tig online €myEPNOE OGO KOL YL0L TOVG
EPEVVNTEC, TPOGEPEPOVTOG TN OLVATOTNTO GLAAOYNG KOl HETPNONG TOL OYKOL
dedopévev Kivnong ot1o 0100ikTvo. XTOY0G TOVLE €lval Vo KOTAVONGOLV Kol Vo

Beltidcovy v amodoTikdOTNTa £VOG 16ToTOTOL (Popular web, 2017).

Ta gpyodreion avtd cuAAEYyoLy akatépyacta dedopéva (.. amd apyeio KaToypopng
SLOKOUIOTMOV) TOV APOPOVV TIG OPAUGTNPLOTNTEG TOV XPNOTAOV GE £VOV IGTOTOTO KOl TOL
HETOTPEMOVY GE YPNOIUEG TANPOPopies Yo pua entyeipnon. To Google Analytics, pua
dwpedv vanpecio g Google, eMTPEMEL OTIC EMYEIPNOELS VO GUAAEYOVV AETTOUEPT|
oTOLElD OYETIKA [LE TNV EMOKEYILOTNTA TNG 10TOCEADNG TOVG, He Pactkd 6TdYo TV
avénon g ONUOTIKOTNTAS Tove. Mécm avtol Tov epyaieiov, elval EPIKTOG 0 EAEYYOG
KOl 1 OVOADON TOV OTOTEAECUAT®OV UEAAOVTIKOV OTPOTNYIKOV OSOQNLoNG Kol

TPOMONGNG VANPESIOV 1 TPOIOVTWV.

To Google Analytics mopéyer mAnBmpo Agrtovpyldv ywoo TV  OVOIAVOT NG
SdIKTVOKNG TTapovsiog pog emyeipnone. Mepikég and tig Pacikég Asrtovpyieg Tov

neplapfavoov:

o E&étaon tov mepieyopévou g 16ToGEAMDOG.

e Avéivon g cupPatdTNTOG TG IGTOGEADOGS LLE KIVITEC GUOKEVEC.
o T[lopoyn oTATIGTIKGOV GTOEIWV Y10 TOLG YPNOTEG KOl TOVG TEAATEG.
o A&ioAdYNON TOV HETATPOTOV TOACEDV.

o Avéivon TV SWENUICTIKOV KOUUTOVIDV.

34



e E&étaom g xpnomng TV KOWOVIKOV SIKTO®V ard TV ETapEio.

Extog omd to Google Analytics, vmdpyovv kot GAAa epyoleios SOOIKTLOKNG
avdivong, 6nwg to Piwik, 1o omoio Stabétel Aydtepeg duvatdTTEG GE oYEON LE TO
Google Analytics. 'Eva dAAo epyadeio, to Heap, mapakorovbel 6o ta dpdpeva og
évav wototono. O ypfomg opilet mow cvpPavta eivor onpavikd wor to Heap

Kataypdeel T6Go cuyva cuopPaivouv avtd ta yeyovota (Deploystack.io, 2017).

Ta gpyoireio v TNV avdAvon S1dIKTLOKNG TOPOVGIOG oG emtyeipnong dtoupovvtol

o€ TEVTE POcIKEG KT yopies:

IHopadocokd epyaieio S1OOKTVOKNC OVAAVGNC

Avta Bacilovior Kuplwg o€ 0e00UEV KIVIONG TOV TPOEPYOVTOL OO TOVS {O10VG TOVG
EMIOKENTEG, OO TOLG AVTAYWVIOTEG, KOOMS Kol Omd EGMOTEPIKEG TNYEG OEOOUEVMOV TNG
emyeipnong. Iapéyovv mAnpoeopieg yoo TIC dpASTNPOTNTES GTNV 1OTOGEMOM, TNV
OAANAETIOPOAOT, TOV YPNOTOV KATA TNV TEPWYNON KOl TIG UETATPOMEC TOV

TPOLYLOTOTOOVVTOL.

Epyaieio d10d1kTLoKNC 0VAALGNC Y10 KOW®VIKA diKTLO

Ectialovv oty a&oddynon g amddoong g emyeipnong o€ 0169popeg TAATQOPLLES

KOW®OVIKOV OIKTOMV.

Epyolieio d10d1kTuoKAC 0vAALGNC Y10 GLAAOYT YPNOTOV GYOM®MV

Avtd to epyodeion etvor oyedlacopéVa Yoo VO AVOADOLY TIS ouTieg TMV OpOp®V
CUUTEPLUPOPADV TMOV YPNOTMV KOl VAL STIVOUV TANPOQOpleg OYETIKA LE To KIVTPaL KOt TIG

QTOYELG TOVG.

Epyoigio 51001KTVOKNAC GVAALGNC Y10 KIVNTEC GUOKEVEC
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Avtd o epyadrein TOPEYOLY TANPOPOPIEG CYETIKA LLE TN CUUTEPLUPOPE TMV YPTOTOV
0€ 10TOTOTOVG OV TPOCTEAAHVOVTOL LEGH KIVNTOV GLOKEVAV, KAODS Kot oTotyeio

Yy TV adENGN TNG EMOKEYIUOTNTOG KOl TOV TOANCEDV LEGH KIVITAV.

Epyolgio S1001KTVOKNAC AVAALGTC Y10 SOKIUEC KOL TEWPOUOTIGULOVCE

Avta T gpyadeio ypnopomotovvtal yio v agloAdynon kot ) PeAtioon dtedpmv
TEYVIKOV 1] GYESNCTIKAOV TPOGEYYICEMV, LE OKOTO TNV AENCT TNG IKOVOTOINoNg TV

EMIOKENTAOV.

Kotd v emloyn evog epyareiov yio v S0dKTLOKN OVOAVLGT, Ol €101Kol &ivan

vrevBuvol Yo Ta NG Prpara

Aviyvevon the avayknc Yo OVOAVTIKN 1] OTAN aVaQOPa EPYACLHOV

[Ipéner va kaBopicovv eGv M etoupeion ypelaleTon TEPIMAOKT OVOALTIKY dtodKacio 1)
amAd po Bactkn péEBodo vrofoing exfécemv. Avtd Ponbd oty amokAElGTIKOTOIN O

exeivov TV epyoleimv TOV OV €Vl ETAPKN Y10 TIC AVAYKEG TNG EMLXEIPTOMG.

A&10AOYNGTN TOV TPOGOPIVAV OLVATOTATOV THC TEYVOAOYIOC TANPOPOPIKNC

[Ipénel va e€etdoovy TIG SBEGIES TEYVOLOYIKEG AVCELS KOl TOG OVTES LITOPOVV VoL

EVIGYVLGOLV TNV emyeipnon.

Extiunon tov yevikdv kot Es1d1keLUEVOV AEITOVPYLDV TOV EPYOALELIOV

[Ipéner va AaPovv voyn 1060 TIG PaciKéS 660 KOl TIG TO TPOTYUEVESG AELTOVPYIES

TOV €PYOAEIOL Y10 VO HOTIGTOCOVY EQV OVTO KOUAVTTEL TIC EMLYEPNCLOKES OVAYKES

(Kaushik, 2009).

2mv emowa ékBeon g L'Oréal ya 1o 2021, vdpyovv ypagnpato kot analytics wov

Tapovslovy TNV OVATTLEN TG TOYKOGUOG Oyopds KOAALVTIKGOV KATd TnV
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tehevtaia dekaetia (Ewdva 4), v Katavoun g ayopds ava yewypaptkn Covn, v
KOTOVOUN TNG Oyopds ovd ETYEPNCOKO TUNUO KOL TOLG KUPLOVG TOYKOGUIOVG

TOKTEG G€ TOANGELS OTMG TaPOoLSLALeTON KATMOL:

Ewoéva 4: H avantoén g moykoopog ayopds KOAALVIIKGOV KOTA TNV TeAELTOi

dekaetio (o€ MOGOGTA)

3

46 8.2
3.8 36 39 40

49 5.5 5.5

-8.1

® & AN O M b O ®

5

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

IInyn: (L'Oréal, 2021).

Xoupova pe v emota €kBeon g L'Oréal ywo to 2021, n katovoun e oyopdg
KOAADVTIKOV ova YEwypapikn (ovn (o€ mocootd) etvon 1 €€NG:

e Bopewa Acia: 35.1%.

e Bopew Apepwcn: 25.7%.

e Evponn: 22.1%.

e SAPMENA — SSA: 9.2%.

e Aot Apepwkn: 7.9%
Ocov agopd TV KOTavoun TG ayopds ova emyelpnolokd TUnpe (6€ mocooTd),

napovctaletal og ENg:
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®povrtioa Emoeppidog (Skincare): 41.80%.

®povtidoa Marliov (Haircare): 21.90%.

Moxtyal (Makeup): 15.70%.

Apopata (Fragrances): 10.70%.

Yyewn [poidvta (Hygiene Products): 9.90%

Té\oc, o1 KOplo1 TayKOGUI01 TOUKTEG 08 TOANGELS (0€ dioekatoppvplo doAdpro HITA)

sivou:

L’Oréal: 31.95 dioexatoppidpio.

Unilever: 22.17 dicekotoppopioL.

Estée Lauder: 14.20 dioekatoppvpo.

Procter & Gamble: 14 dioekatoppvpia.

Shiseido: 8.39 dioexatoppdpiao.

L Brands: 7.24 dwoekatoppvpo.
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KE®AAAIO 30 O KAAAOX TQN KAAAYNTIKQN

3.1 Opropdg KOAAOVTIKOV

Baoetr g eAAnvikig vopoBesiag, 0 0pog «KOAALVTIKO» OVOPEPETAL GE OTOLUONTOTE
ovcia 1M ovvBeon mpoopiletor yio epapuoyr o€ Odpopa HEPN TOL AVOPOTIVOL
OOUATOG OTMG TO OEPUO, TO, LOAMA TOV KEPAAIOD KOl TOV GMOUATOC, TO VY10, KOl TO
xeiln, N ota d6vTn Kou Tig PAevvoyoveg pepPpdveg tov otopatos. O Pacikds M
TPOTOPYIKOS 6TOY0C TOvg eivor M KaBapldtto, O OpOUATICUOS, 1 GAAAYT] TNG
EUOAvVIoNs, M 010POBoN TOV COUATIKOV OGUOV, 1| TPOSTOGio N 1 dTpnNon g

KaANG kotdotoons avtav tov pepav (PEK 352/B°/18.3.2005, Apbpo 2).

3.2 Katnyopieg KOAAVTIKQOV

O topéag TOV KAAADVTIKOV JSloKpivetal ywoo TNV molkilopopeio. tov, pe mAnBog
TPoiOVTOV oL O1aTiBevTal TNV ayopd, AVIOVOKAMVTOG U0 EVPEID VKA ETIAOYDV
Y10 TOVG KOTOVOAMTEG.

Xoppova pe v tavounon g COLIPA kot tig tpotonomoelg tov IlaveAinviov
Yvvdéopov Bropunydvev & Avtmpoconov Apopdtov & Koiivviikov (ITEBAK)
VILAPYOVV JAPOPO E10T) KAAADVTIKAOV 0vaL Kot yopio.

2mv  Komyopia TV TPOIOVI®MV TEPWMOINGNG TPOCHOTOV, TePAAUPavovTol Ta
npoiovta Kobapiopod Tpocdmov 6mms gel kot peeling, Tpoidvta yio Tov KoBAPIGHO
TOV HOTIOV, TOVOTIKEG AOCLOV, KPEUEG KOl LOOKEG TPOGMOTOL Yo EVVOATMOOT Kot
TPOCTUGi0, €WIKE TPOIOVTA OVTILYNPAVONG Kol KOTd TV putidmv, TPoidvia yio

dépuata e TPOPANUOTA Kot TPOIOVTO TEPUTOINGNG YEIMADV Y10l EVUIATWOOT).
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Mo v mepmoinon cOUATOG, EYOVUE YOAUKTOUATO, AOGLOV, AAd10, KPEUEG CAOUOTOC
YEVIKNG XPNONG, EOIKEG KPEUES YEPLOV, TPOIOVTIO Yol TNV TEPITOINCT] TV TOSDV,
TPOTOVTO, KaTd NG KLTTAPITdNg Kot €101KA TPOIOVTIN YLo. GVOPIEN, KOTOTOAEUNON
POYAO®V KOl OVADV.

Xmv  Katnyopio NG mEPWmONONG  HOAAM®V  GUUTEPAOUPAVOVTOL  GOUTOVAY,
conditioners, hair sprays, mpoiovto styling 6mmg agpoi, gel kot kepid, o&edwtikd
HOVIHD XPOOTIKA, U1 OEEOMTIKE YP®OTIKA, TPOIOVIO Yol TEPUAVAVT KOl YNUIKO
iolopa, KabMOg Kot COLUTANPOUATIKA TPOTOVTA PaPnC.

210 TPOIOVTO OTOMIKNG VYIEWVNG TEPIAAUPAVOVTOL DYIEWVT] GTOUOTOC, APPOAOVTPO KoL
OTOGUNTIKAL.

v kamnyopia Tov poktydl vrdpyovv mpoidvia Yoo 10 Tpdcsmmo OTm¢ make-up,
TOVOPEG, Povl, TMPOIOVTA Yoo Ta PATIO OMOC oKlEG, HoAvPia, pdokapa, eyeliner,
poidvta yio To yeiln Omwe kpaydv, lip gloss, lip balm, poivpia, Kabdg Kot Tpoidvta
v T VO OTeG Pepvikio Kot GKANPUVTIKA.

Téhoc, ota avinAokd Kot petd nAokd mpoidvta meptiapuPdvovior avTnAloKd yio to
TPOGMOTO KOl TO CAOUO, OVINAIKA Yo T0 LoAMA, To ¥eiAn Kot tor pdtio, kobme Kot

Bpepukd Kot Todkd avTnAoKd.

3.3 To nAeKTPOVIKO EPTOPLO GTOV KLAOO TOV KAALVVTIKOV

2TOV OVOTTUGGOUEVO TOUEN TMV KOAADVIIKAOV, N EVOOUATMGN GTO MNAEKTPOVIKO
EUTOPLO €XEL ONUOVPYNGEL TPOOTTIKES Y10, EMMAEOV avATTTUEN. O YNE1oKOG AaviKog
TOUENG KOAADVTIKOV KOl TPOCMOTIKNG PPOVTIONG OmOTEAEL £val ONUOPIAN TOpED, LE
EMYEPNOELG NAEKTPOVIKOD EUTOPIOV OV AEOTOOVY T LEGH KOWVMOVIKNG SIKTVWOGCTG,

EKOMADOELG LAPKETIVYK €KTOC d10d1KTVOV, cuvepyacies pe YouTubers, 1otoldylo Kot
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GAAEC TPOGEYYIGEIS Y10 TNV OENCN TOV HETATPOTMV, TN OEGUEVOT] TOV TEAATOV Ko

Vv gvioyvon g ETOVL NG TOVG.

Ot katavormtés avayvopilovy to KOAAVTIKA ©¢ éva (oTiKO HEPOC TG ayopdc,
nePpLOUPAVOVTOG TPOIOVIO OTMC TEPTOINoT OEPUOTOC, VYEID KOl TPOCMIIKN
epovtida. AmevBivovior oe daeopeg MMKIKEC OUAdES, QOAN Kol YEWYPOOIKES
meployés. XOppova pe pioe €pevvo g Statista (2021), m mepumoinon déppoTog
KOTOAOUPAVEL TN HEYOADTEPN OYOPOACTIKY] OUVOUN oTn Plopnyovio KOAALVTIKOV

TOYKOGHMG, 0KOAOVOOVUEVT] OO TNV TEPUTOINGT] LOAADY KOt TO HOKLY18L.

To niekTpoviKd eundplo KAAALVTIKAOV TPOYUOTOTOEITAL HECH TOAAATADV KOVAADV,
HE TG eToupeieg va avalntovv GuveEX®S VEOLG TPOTOLS YL TNV TpomOnon Twv
poiovtwv Tovg. Ot mMeEAATEG EMOEKVOIOVY EVOPEPOV YOl TNV TOOTNTA TOV
KOAADVTIKOV Kot 101K Y10 To TPoiovTa poaktyldl, emtBupovy va ta SOKIUACovV TPV
™V ayopd. Avtd €xel 0dNYNOEL OTNV EUPAVIOT] TOAADV GLUPOVA®Y OULOPPLAG OTO
eumopkd kévrpa. H yprion YouTubers 1 bloggers yia kpttikég mpoioviov givor pua
KOWVOTOUOG TPOGEYYIoN, KabMG oavutol mapéyovv o010 KOWO TOLG AEI0AOYNGELS
TPOIOVTMOV KO TANPOPOPIES Yo TN XPNON TOVG, TIG EWIKES TOVE AEITOVPYIES Kol TOLES
emdepuideg tapralovv. To YouTube kot o1 bloggers amoteAovv 1oyvpd epyalreio yio
TNV TPOGEYYIOT] TOL OOIKTLAKOD KOWOU Kot TNV aOENCT TV UETATPOTAV GTO

NAEKTPOVIKO EUTOPLO KAAAVVTIKADV.

EmumAéov, n a&lonoinon epoppoy®dv yuo. Kivntd anotedel GAAov évav TpOmo yuo TNV
eVioYLOTN TOV UETATPOTOV GTOV TOUED TOL NAEKTPOVIKOV £Umopion KOAALVTIK®V. Ot
EPAPULOYEG OVTEC, EKTOC OO TNV TPOMONGCN TOV TPOIOVIMV, UTOPOVV VO TOPEXOVV

EMIONG TANPOPOPIES Y10 TNV ATOSOTIKN XPNOT TOVG, KABMG Kol GUUPOVAES OLOPPLAG,
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oLVOEOVTOG £TGL TOVG KOTOVOAMTEG HE T MPoidvio o€ €vo 7o dQpeco Kot

TPOCOTOTOMNUEVO EMTEDO.

Ot gtapeiec opop@llg Kot ot TOANTEG avTIHETOMILOVY 1010iTEPES TPOKANGELS GTO
mAaiclo tov mMiektpovikov eumopiov. H amopokpvopévn moAnon omotedel pio
mpoKAnon vy kabe enwvopio, dAAL N EOOTN TOV TPOIOVTIOV OUOPPIAS OTTOUTEL O
dpeom emor] HETAED TOANTN KOl 0yOPOoTY), CUYKPITIKGE pe GAAQ TPoidvTa, OTMS TO
glon ypageiov. Ot Kataval®TES TPOTYLOVV VO SOKILALOVV TO TPOIOVTA OLOPPLIS TPV
™V ayopd Tovg, KD N ven, N Lupwold kot N aictnon evdg mpoidvtog, OTMS UG
KPELOG TPOCMOTOL 1 TO OKPPEC ypoduo €vOS Kpayldv, amoteAovv kabopiotikolg
TOPAYOVTEG YO, TNV Oyopd. AVTEC Ol 1010TNTEG OV Umopohv va peTapepBodv pe
akpifela péow poag 006vne. EmumAéov, 1o KaAAOVTIKA TPoidvIo cLUVOEOVTOL PE TNV
kaBopldtnTo Ko TV vyeia, 1010TNTEG TOL GLYVA AVTIKATOTTPILOVTOL OTIC PUOIKES
tomofeciec TOANONG. Avtd eitvarl OLGKOAOTEPO VO TPAYLATOTOMHOVV 610 dLdiKTLO,
OOV TO TPOIOV KOl O AYOPOGTNG OEV £XOVV KOO PUGIKY] ETOPY| KOl OTTOV O1 ETAPEIES

EYOVV MyOTEPO EAEYYO GTNV TOPOLGIOCT TWV TPOTIOVTWV TOVG.

3.4 H ovyypovn KatdoTact HETE TNV Tavonuio

To 2020, n mavonuio Covid-19 emépepe onpovikés avotapdéels oy ayopd
OHOPOLIC KOl TPOCMOTIKNG QPOVTIONS, LE TNV OyopucTIK) CNINom va KoToypaget
peimon. Ot katovolmtég Ppédnkav ce KATACTOCT OVAYKOCTIKOD TEPLOPIGUODV GTA
omitio  Tovg, mEPOPIlOVTAG TG KOWMVIKEG EKONAMGCELS Kol TG OOANTIKES
dpactnpoTeS. AvTtd GUVEPAAE 01N HelON NS YPNONG APKETDV TPOIOVTOV OTMG TA
OTTOCUNTIKG, Kol OPAOUOTO, TOV 0TIV 01 TOANGES ennpedotnkoy apvntikd. H mo

OpapOTIKY EMMTOON NTOV oTo TTPoidvta poktyldl, pe tm {Rmon va peidveton
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ONUOVTIKA TG0 Katd TN dudpkela Tov lockdowns 660 kot AOy® ™G ¥p1ong LOCKOV
7oV KdALTTOVY T0 Pod TPOSMTO, TEPLOPILOVTaG TN XPNOT TPOIOVTMOV Yol T XEIAN Kot
10 mpdcmmo. [Tapdpota, N KOTaVAA®OOT AVINAMOK®OV TPOIOVIOV LEIMONKE dPACTIKA
AOY® TV TOEOIMTIKOV TEPIOPICUMY KL TNG YEVIKOTEPNG OIKOVOUIKNG afefatdtnToc.
Q61060, TO POIVOUEVO OVTO ELVONGE TO TPOTOVTO UITAVIOV KOl TPOCMOTIKNG VYIEWVNG,
KaB®G 01 KATOVOAMTEG EVIGYLGAV TOL LETPO VYIEWVNG, OTMG TO TAVGILO TOV YEPLOV Kol
TN YPNOT AVIICNATIK®OV, OVEAVOVTOS TIS TOANGELS GOTOLVIDY KOl VYPDOV GOTOLVIOV.
EmnpooOeta, mn mepuroinon oéppatog emmeelnke kabmg o1 KoTtovoAmTEG
avalnTovcay TPOTOVS Yo TPOSMTIKY Ppovtida oto onitt. H cuyvn ypnon pockodv
KOl OVTIONTITIKOV TPOKAAESE €MioNG depuaTikovg epediopons, avsdvovtag tn {tnon
Yo wpoidvta EVLOATMONG Kol OVTIHETONMIONG axpns. Emmpdobeta, or etoupeieg
OAAOEOY TOKTIKES Y10 VO OVTILETOTICOVV OVTEG TIG VEEG TPOKANGELS, UE KATOEG VL
€0TIALOLV OTNV TOPAYWOYN OVTICTTIKOV Y10 T XEP0L Kol AAAES VO TPOCAPUOLOVV TIC
KOUTAVIEG TOVG TPOG Ta. PACIKE TPOIOVTA EVLOATMONG Kot Tepmoinong oépuatos. Ta
KavéAlo  Olvoung Om®G TO KOUUMTNAPWL, TO WOTITOUTO OUOPPLIC Kol T
TOAVKOTACTALOTO ETNPEACTNKAV opVNTIKA A0Y® tov lockdown, evd avrtibeta to
UAPKET, O1 VIEPAYOPES KOL TOL POUPUOKEID AMEKTNOOV HEYOADTEPO UEPidIO ayopdc. To
NAEKTPOVIKO €UTOPLO, €miong, KaTéypoye ektetapévn avomtuén katd to 2020, pe
ToAL0OG 'EAANveS Katavalwotés va ayopdlovv online yio Tpdtn @opd, amo@ehyovtog

€101 TN QLOIKY ETOPT.

O topéag o@oppokeiov epgoaviCetor ©g KOPOG KEPOIGUEVOS OTIS TOANGELS
KoAAVTIKOV oty EAAGOa petd v mavomuio, oviovokiovtog o otobepn
TPOTIUNGN amd TOVG KOTOVOAMTES, OKOUN KOl UETOL TNV EMOTPOON O Ui TO
KOVOVIKT] AEITOVPYI0. TOV QUGIKOV KATOCTNUATOV. ZOpeovo pe tov [aveAlnvio

YHvdeopo Buounydvov & Aviummpoconov Kailvviikdv & Apopdtov, to eopuokeio
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ouupdrrovyv ce mocootd 20% otov cuvolkd Tlipo TNG KOAALVTIKNG Oyopds, HE
avéavopevn taon, Kabmg 1 moavonuio eaivetal va £xel HETOPAAEL TIG KOTAVOAWMTIKEG
ocvuvifelec. XV Katnyopio TOV TPOIOVIOV AVIIYNPOVONGS, TO QOpPUOKEN KEPIIGAV
ONUOVTIKA pepidta ayopdgs, 10img katd tn didpkela g mavonuiog. Onwg avapépetot
a6 v Convert Group koi v mAat@oppo Audit, to TPOIOVIO AVIIYNPOVONG
arotelovv to 10% tov 1lipov TV online appakeiov, pe emota avénon 40%, evo
OUVOAKGA O TOUENG TOV KOAADVTIK®V ONUEmVEL avénom g 1a&emg tov 31%. Ou
KPEUES avVTLYNPAVONG MUEPOS avTITPOs®TELOVY T0 61% ¢ a&log g Katnyopiog
HEXPL OTIYUNG Y. TO TPEYOV £T0C, €VA TO TOKETOL TPOIOVIMV  OVTIYNPOVOTG
katohappavovy to 4% g alag, pe avéntikd pvOuo 64,4%. H ayopaotikn kivinon
eEedlooetonl pe mPOGPOPES oL cuvveyiloviol Yoo KOAADVTIKA, GLVOEOVTAS TOV
KOTOVOAMTY] HE TO QUOIKE KATOGTNLLOTO, TOPA TOLG TEPOPIGHOVS. Exmpdowmor g
ayOpPAg CNUEIDVOLY OTL 1] EMOVEUPAVIOT] TOV OPOUATOV KOl TOV TPOIOVIOV HoKY1dL,
OMUOPIAN dmpo €0pT®V, BonBovV TNV avAKOUYN TG ayopds, aVTICTPEPOVTAS TNV

VEECN OV TTAPATNPNONKE TNV TOVONLUIKT TEPT0DO.

To 2022, ot d1adIKTLOKEG TOANGELS KOAVVTIKGOV oty EALGSa Eptacay mepimov ta
271 exoToppipla evpm, Omwg avakoivwoe o TTavelhviog Zuvdeopoc Biounydvov &
Avtumposonov Kaiivvtikov & Apopdtov. Avt 1 1don dev meplopileton povo oty
EAAGOa, oAAG emekteiveton kou OeBvdg, pe TiC online TOANGES KOAALVTIKOV va
onueEvVOVY ouveyn oavamtuén, ewwd petd v mwavonuio. Ilaykoouimg, to
NAEKTPOVIKO eUTOPLO Exel TAEOV HePIdo dvm Tov 20% otV ayopd KAALLVTIK®V, Kot

avopéverat va ovéndei mepartépm péypt to 2028 (Fashion Daily, 2020).
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KE®AAAIO 40 H ITPOQOHXH TQN KAAAYNTIKQN XTA

SOCIAL MEDIA

4.1 KatavoloTiki coprepLoopd

Ot emloyég MoV KAVOLV Ol KOTOVOAMTEG Y. ayopés emMpealovtal omd JpOopPES
OLVAUELS, OTMG YUYOAOYIKES, KOWVOVIOAOYIKES, aVOPOTOAOYIKES KOl OIKOVOUIKES. AV
Kol 610 mapeABOV 1 épevva emKeEVTpOONKE oTOV POAO TV oTOYEI®V OT®G 1M
KOW®VIKY] YuYoAoyio, 1 OTOUIKOTNTO KOL O TOMTICUOS, CUYYPOVES UEAETEG £YOLV

OTOKOADYEL TNV EM{OPACT] TOV OTKOVOUK®OV TOPAYOVIMV GTIC ATOPAGELS 0y PAC.

Emyepnoelc amoktovv €KOVOL Yyl TO KOWO TOLG  OVOAVOVTOS — Sudpopa
YOPOKTNPLOTIKE OO YLYOAOYIKA TpoPik, cvumepupopikd HoTifa, OMUOYPAPIKE
otoyyeio ko yewypaeikn tonobecia. Avti 1 dwdikacio EVIGYVEL TNV KATOVOTOT TWV

EMOLLLAOV KL TOV OVAYKOV TOV TEAATOV TOVG,.

Ot Solomon et al. (2010) dtevkpivicay OTL 1 FPACTNPOTNTA TOV KOTAVIADTOV
OUVOEETOL LLE TNV OVOALON TOV SL0OIKOCIOV TOV EKTUMGGOVTOL KOTd TNV ETIAOYY,
ayopd, ypnon N ouwbeon mpoidoviwy, eite LAIK®OV &ite GLA®V, Yo TNV KOvOToinon
OLYKEKPEVDV avaykav. Ot gpguvntég avtol eotiocav oty €€€Taon TOV GKOTOV,
TOV OVTIKEWEVOL, TNG S0dKAGTIOG KOl TNG TPOEAEVONG TOV AyOP®V, KAODS Kot TNV

TOGOTNTA Kol GUYVOTNTO TV ayopasTik®v mpaéewv (ITacyarovong, 2009).

Katd ™ dwdwkacio tov ayopdv, €ite auTEG TPOYLOTOTOOVVTAL NAEKTPOVIKE gite 0md
TPOYUATIKE KOTOAGTLOTA, Ol KATOVOAMTEG TEPVOVLV PEGA Omd TEVTE PacIKA GTAO,
T omoiol gfvarl HTEPO ONUOVTIKG Y10 TIG EMYEPNOELS VO OVTIANPOOVY. Apyikd, O
KOTOVOA®TNAG AVTIAMUPBAVETOL [0 GUYKEKPEVT] avaykn 1 TPOPANL. TN GUVEXELD,

avalntd amapoitnteg TAnpoeopies v avtd. Akoilovbel n edon 6mov aflodoyel Tig
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dwbéoeg emroyés. Metd, mpoPaivel omv amdé@acn ayopds TOL EMOBLUNTOV

npoidvtog. Téhog, mpaypatomotel a&lohdynomn g ev Ady® ayopds.

oupovo pe mv épgvva tov Brown & Fiorella (2013), vrdpyovv entd kotnyopieg

OO IKTLOK®V
KOTOVOAWDTAOV, 01 OTO1EG TEPTYPAPOVTOL EV GLVTOUIN G EENG:

e O KOTOVOA®TNAG TOL TPOTWA GVETEC ayopég Ywplg mMOAAN mpoomdbeia,
avalnTOVTOG EVKOAIN TN S10OIKAGIN OyOPOV.

e Ekelvog mov extipd TV TPOGUPUOGHEVT KO TPOCMOTIKY] EUTEPiQ oyopds amod
Kké0e Katdonua.

® O JdIKTLOKOG AYOPACTNG TOV EGTIALEL GTNV TOTIKT KOWVOTNTA, TPOTILOVTOG
oyopEG amd TOTIKA KOTOGTILLOLTOL.

® Avtdg mov avtAel yuyaywyio omd TN d1dKacio ayopmdV 6To d1adiKTVO.

e O xoatavol®TNc mov ovvovalel TV Aveon KOl TNV  Yuxayoyio oTiC
OLOOIKTLOKEG TOV OYOPEC.

o O &vepyd GULUUETEY®V KOTOAVOAMTNG, O OMOI0G EUMAEKETOL OTIS OYOPEC LLE
TOAMOTAEG TPOGEYYIOELS.

e FExelvog mov EemMOIOKEL TIC WO OWKOVOUIKE GCUUPEPOVCESG  OYOPEC,

EMIKEVIPMOVOVTOG GTNV TPOGLTOTNTA TIUADV.

4.2 H oyéon TOV KOTOVIAOTOV NE TO EUTOPIKO onfjpa/brand

O 6pog brand amotelel évav cuvovaoud amd onpata, 6YEd, OTEKOVIGES | OVOLLOTA,

OV ONAGVOLV TNV TOVTOTNTO £VOS TTPOo1dvTog (ite ayaBol gite vinpesiog) and Evav
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Topay®yd M Ho. opddo Topaymyns, To omoio opsikel va gival KOvoTOUO Kol Vo

dwakpiveton amd to Tpoidvia TV avrtayoviotov (Kotler, 1997).

Xoupova pe tov Keller (2003), éva mpoiov, pio 10€a, o vanpecio, Evag EUTO KOS
YDOPOG, Lol SICNUOTNTO, EVOC TOTOG 1] L0 OPYAVMGT] UTOPOVV VO AEITOVPYGOVV MG

brand. Avto cuvendyetot Tt éva brand vrepPaivel To amhd dvopa, AOYOTVTO 1| EUN.

To brand omuovpyeiton péoo amd T GLAAOYIKY OvVTIANYN Kol EUmEPia OV
TPOKVTTEL GO TNV OVOyVOPLoT evog mtpoidvtoc. Ta ototyeio evag brand, gite vAIKA
elte dvAia, cuvoéovtol Pe TNV TEPIANYN TOL TEAGTY KOl LITOPOVV VAL 001y |GOVV GTN|
onuovpyia piag eviommong v v a&io Kot v edpatopévn enun tov brand pe v

wépodo tov ypovov (Davis, 2002).

Otav ot kotovoAmtés aviiapfPavovtor kot dwaywpiCovv pio emovopic, ovTo
oLUPAALEL 6T dNUIOVPYiC AEOTIGTIOG Y10 QLT GTNV AVTIANYT TOVE, OVATTOGGOVTOG
pa Betikn oxéon. Kat’ avtov tov 1pdmo, 1 aéia g enwvopiog evioyvetor omd v
TAELPA TOV KOTAVOADTMOV, 00NYDOVTOS GE EMOVOANTTIKEG OYOPES KOl CUVETMG OTN
onuovpyia pog eumotoovvng. Ot KaTavaAmTéG GLYVE AAUPAVOLY ATOPAGELS AYOPAG
Baocel TOV EMOVLHLOV, GLVOEOVTOC TOLG TOPAYWYOVS LE TOVG OYOPUOTEC KOt
EMAEYOVTOS TPOidVTO TOL TPOSPEPOLY a&ia Kot tkavoroinor. EmmAiéov, o1 enmvopieg
TPOGOId0VLY KOPOG GTOVG KATAVOAMTES, EVOAppHVOVTAS TOVG VO ODGOVY TPOGOY GTO
brand katd ™ didpkela g ayopdc. To evdolapépov yo po emwvopio Kot 1 onpoacio
OV NG OmOdidOVV Ol KOTOVOAMTES WETATPEMOVY Uio UAPKO GE  ONUOQIAN,
CLVTEAMVTOG GTN dNUOVPYio EUTIGTOCHVIG. ZNUEDVETOL OTL Y10 VA TPOTOV, GTOotYElN
OT®OC 1 OLOKELOGIN, M TN KOl TO TE(VIKA YOPOKINPIGTIKA upmopel vo €youvv

peyoAvtepn onpacio oty agloddynon tov and 1o 1610 to dvopa (Serge, 2000)

Ot enwvopieg mov amolappdvouy peydAn SNUOTIKOTNTO TPOGOHIO0VY CTUAVTIKOTEPN

47



a&lo o€ éva TPoidv 6€ GUYKPIoT e AMyoTeEPO YVAOGTA brands, Kot ETUTALOV TOPEYOLV

exteveic Aemtopépeteg yia t1g adieg avtég (Keller, 2003).

Ov emyepnoelg ovtipetonilovy MOKIAEG TPOKANGEIS otV oyopd, OT®MG TOV
AVTOYOVIGHO € €0VIKO Kot d1ebVEC eminedo, TIg TPOKANGEIS TOL TPOKVLITOVY A0 TNV
TEYVOAOYIKY €EEMEN, Kol TIG OMOUTIOELS YO KOVOTTOINoN TV TEAAT®V. AVTEC Ol
mpoxAncelg evhappivouv Tig etapeiec vo emevovoovv ot Peitioon tov mTpoidvimv
TOVG KOl OTN UHEIWON TOV TWWOV TOVE, OIOQEPOVTOS HAKPOXPOVIEG OYEGELS

EUMIGTOGVVNG LE TOVG TEAATES KOl ALENUEVT] AVAYVOPIGILOTITO TOV ETOVOLLADV TOVG.

Ot emyEePnNOEIS TOL KATAPEPVOLY VO KEPSIGOLY TEAATEG LECW® TNG EMOOCENMS TMV
brands tovg eivor cuvnBC OVTEC TOL OMNUELOVOLV TNV TEPIGGOTEPT ETMITVYIC,

OTOKTAOVTAG TV POGIMOT TOV KATAVIAMDTMOV TOVG,.

Ta o1dpopa emineda gvyapiotnomng, 0EGUEVONG KOl TOTNG TOV TEANTMOV TPOG Lo
enovopia (eite Tpoketol yoo Tpoidv 1 vanpesio) eivol TOAVTAOKN KOl OL0POPETIKA

(Kandampully & Sunartanto, 2000).

H miom oeg wo pdpka onuaiver 6t1 0 meAdtng emavoiopBdver v oyopd TOL
TPoidvTog Kot Tnpel BeTikn otdon anévovtt otnv enwvouio. Eniong, exppdleton pécm
g embopiog evdg meAdTn Vo emavOAAPPAVEL TIG OYOPES TOV TPOIOVI®V TNG

EMOVLIOG Kot TG pLakpoypoviag décevong tov og avthv (Liu, 2007).

[ToAhol gpevvntéc Ko ovyypageis €yovv mpooceyyicel to Oépo g miong otnv
emovupio pe dPopPovS OPIGHOVS, YEYOVOS TOV KOOGTA SVGKOAN TV €0peom €vOg

€V1010V 0PIGLOV TTOV Va. YIVETOL ATOdEKTOG amd OAOVG,.

O Jacoby, mov mpdTOG Ypnoyomoince Tov Opo «mGTN OTNV EMOVLUIOY, Kot

avayvopiotnke yU owtod, tapéhece Toug TpOTOLS optopovs Kot Bepedinoe T1g Pdoelg
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tov. «H miom) oty enovopio ava@EépeTol 6T HaKpoypoVia TG TV TEAATOV Vo
EMAEYOVV 0L GUYKEKPIUEVT] HAPKO OVAPESH GE TOAAEG evoAlaKTIKES) (Jacoby &

Chestnut, 1978).

O Brown (1952) mepiéypaye v apocinon 6€ po Lapko g T 01001Kacion 0Tov £vog
TEAATNG EMAEYEL oLVEXDS TNV O papKa PESH GTOV ¥POVO aveEapTnTo Omd TIC
ovvOnkeg. O Jalab (1952) éxave AOYo Yo TV 0QOGI®OGN OTN HAPKO ©C TNV
EMOVOAUUPOVOLEVT EMAOYT TOV TEAATN Yo pio cuYKekpIévn enwvopio. O Najem
(1952) opiler Vv 0@ocimon MG TN GLVETEW OTNV EMAOYN HIOG GLYKEKPIUEVIG
péproag amd toug terdtes. O Guest (1964) vrootpi&e 0TL 1 aocinwon avayvopileTo
and TG mpotywnoelg tov meAdrn. O Olive (1999) eféppace 6tL 1 apocimon
AVTITPOCOTEVETOL OO TN SLOPKN OEGUEVGT TOV TEAATT VAL ayopAlEl Lol ETvu ol Yo
paxpy ypovikd odotnuo. O Cunningham (2000) opiler v agociowon ©¢
oVYKPIoN UETOED OVTAYOVIOTIKOV HOPKOV OCYETIKE HE TO MO KATOYPAPEL TIG
neprocotepec moAnoels. To 2001, ot Mowen kot Minor dAwcav 0Tl 1 apocimon
exppaletoan péom g OeTikng oTAoMG TOL TWEAAT TPOG ML HAPKO KOL TN
HaKpoypoviag Oéopevons vy emavoiappovoueveg ayopés. O Tawfeq (2007)
mapatnpnoe OTL M aPocimon eaivetol amd TG cvvnbeles emavayopds evog meAd,
aKopa Kot o cuvOnkeg Omov dAleg etapeieg TPooPEpovy TEPIGGdTEPO KivTpa M

KAAVTEPT QTOS00N.

4.3 Lrpotnyikn 7po®0noc1c KeAAVTIK®OV 6ta social media

Katd toug Kaur & Kumar (2021), ta Koweovikd Méca Awtowong mpooeépovv

onpavtiky mpootiBépevn afio otov Topéa Tov EUTOPiov, W10iTEPA GTOV TOUEN TMV
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KOAAVTIKOV. Avt N a&la ekdnAdveTor péom Tov €ENG YOPOKTNPIOTIKAOV: OPYIKA,
TOPEXOVY OTKOVOUIKT OVTOALOYT) TANPOPOPLDYV, TPOGITH TOCO Yol LEYAAEG OGO Kot
YO JUKPOTEPEG EMYEPNOEIS KOl OTOKOVS ypnotes. EmumAéov, dtevkoAidvouv
YPNYOPT Kot EKTETOUEVT] SIKTVWOT). Emtiong, mpocpépovy 10 mAeovEKTNUO TG AUEONS
OVTOAAOYNG UNVOUATOV KOl TEAOG, EMITPEMOVV TNV OIKOVOWIKTY TOPOLGIOCT €VOG

YOPTOPLAAKIOV TPOIOVT®V.

Ye avtd 10 ovumépocpa kotéAnav kor ot Genc & Oksuz (2015), otr omoiot
emonuaivouv 6t T Méoa Kowvmvikhg AKTowong amoteAovv Evav yneako xmpo
OMUOVPYNUEVO OO KoL Y10 TOVS avOpdmove, TpomBmvtag TIg aAAnAemodpdoels. ‘Etot,
OTOV YDOPO TNG OHOPPLAC, OVTE TO HEGO AEITOVPYOVV LE TOV 1010 TPOTO, £XOVTIOG G
KOPLO TAEOVEKTIUOL TV TAYKOGULOL XPTON TOVS HECH aveEAPTNTOV AOYOPLOUGUAOV OO
OloEKATOUUDPLOL YPNOTEG GE OAOKANPO TOV KOGLO, TPAYLO TTOV OEV TOPUAEITETAL OO

TIG LEYOAEC KOAAVVTIKEG ETOUPELECS.

Eivan a&loonueimto, dnwg emonpaivouv ot Stokinger & Ozuem (2014; 2016), 6t ta
Méoa Kowowvikng Awtomong péca oe odoTnuo O0éko etdv  €yovv  plikd
petooynuoticet v Agrtovpyion TV emyelpnocnv. Idwitepa otov KAASO TV
KOAADVTIKOV, Ol EMYEPNOES TAEOV avayveopilovy Kol VooV TAUTPOPUES OTTMG
10 YouTube, amodeyopeveg O6tt or influencers, eite mpoOKerroaw Yoo OdoMUES
TPOCOTIKOTNTEG €lTE Y KATOVOA®MTEG HE €WK eumelpioc OTOV TOUED TMV
KOAADVTIKOV, GUUPBAALOVY oNUOVTIKG GTNV dNpovpyio Kot Tpodinon e KOV

TOV EUTOPIKAOV GNUATOV.

Avt n dwmictwon emPePordverarl kot ond v £pgvva g Kristen (2016), n onoia

eotioce otn ypnomn tov Méowv Kowovikng Aiktdoong and po ToyKospuiov enung
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KOAADVTIKY] €TOPEin. OVOOEIKVOOVTOG TN ONUAGIo TOVG MG HECO TpomOnong Kot

duadoomng tov brand marketing.

>t peré tov Pathak & Nichter (2018), mopatnpeitar 61 | dpapatiky aGvodog Twv
16TOAOYIWV OHOPPLEG €xEl OMOTEAECEL KOTOALTIKO TOPAYOVIO GTNV EMPPOT TOV
SLVOUIKOD Kol EDEMKTOV HAPKETIVYK GTNV 0yopd KOAALVTIK®OV. Avth 1 e£€MEN TV
Méowv Kowvovikng Aiktdmong £xel 0AAEEL GNUOVTIKA TIC TOKTIKES LAPKETIVYK GTOV

KAGOO.

Emniéov, coppova pe v épevva twv Voorveld et al. (2018), mhoatpdpueg dnwg to
Instagram wo1 1o Facebook efaxoiovBobv va €mdpodv ONUOVTIKA OTNV ayopd
kaAlovtikov, pe 1o Facebook va amotedel évav kbplo mAekTpovikd ayopooTikod
wpoopicpd kot 1o Instagram vo eivar yvootd y ) ypnion tov Hashtags xot v
mpo®dnon péow dwpedv dDdPOV Yoo THV avénon tev omad®v Ttwv brands. To
YouTube avadekvoeral yio Ta ekmondevtikd Tov Bivieo kot Bempeiton mo omontnTiKng

TAUTQOPLLOL.

Téhoc, n perémn tov Henriques & Patnaik (2020) avadewvier €vav emmAéov
ONUOVTIKO Topdyovto TG emidpoons tov Mécwv Kowwvikng Awtdmong: v
wKovoTTé Tovg Vo emMpedlovV TNV OVTOEKTIUNGTN TOV KOTOVOAMTOV UECH TNG

TPOPOANG TV TAGE®V TOV KVPLOPYOVV GTOV KOGHO TNG OLOPPLAGC.

4.4 O porog Tov influencers

2mv épevva tov Brown & Fiorella (2013), tovileton 6011 1 otpatnykn tov influencer
marketing amotedel Evav TPOTOTOPLKO TPOTO YNOLOKNG TPOMONOo™NG, £XOVING GTO

EMIKEVTPO TNV EMOPOAOT OTIS ATOPACELS KOt TIG EMBVUIEG TV KATAVOAOTOV. AVTH N
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npokTik opiletar g po péBodog mov avamtvydnke amd o oepd eEeMypévov
TPOKTIKOV KOl UEAETMV, GTOYELOVIONG EWIKA GE CLYKEKPIWEVO GTOUO, TAPd OF

OAOKAN PN TNV ayopdL.

Emumiéov, n épevva tov Cho et al. (2012) meprypdoet toug influencers oto Kowmvikd

HEGO OC YNPLKOVG YVOUOO0TIKOVS NYETES, 01 0710101 O1BETOVY TNV IKAVOTN T VO

emmpedlovv v online xowotnta. Avtoi ot influencers eivar yvowotol kot ©¢
HUIKPOTPOSOMIKOTNTEG O1KPIVOVTAL Yol TNV HOVOSIKT] TOVG TPOCOMIKOTNTO KOl TNV

Kolvawvikn Tovg emppon (Kapitan & Silvera, 2015).

Ymv 0w xotevBovvon, o Forsyth (2015) yapokmnpiler Tovg €mMnpeactés ©¢
KOW®OVIKOUG NYETEG AOY® TOL EKTETAUEVOV KOIVOVIKOD KEPAAOIOV TOVG, TO OTO10 TOVG
EMTPEMEL VO 1YOVVTOL OTN SOIKTLOKY Kowdtnta kot vo kabopilovv ta mpdTLTTOL

CLUTEPIPOPEG Kot a&LdV.

H mpoxtikn tov pHApKeETIVYK €MPPONG £XEL KEVIPIGEL GNUAVTIIKO TNV TPOGOYN| GTNV
ynolokn eroyn. Onwe avaeépovv ot Brown & Fiorella (2013), avt) n teyvikn etvon
po TpomOnTikn pEB0d0C oTNV 0Toin 01 SLUYEIPIOTEG TOV EMYEIPNCEDV EMOLOKOVY VL
EMNPEACOVV TIG TPOTIUNOCELS KOl TIC YOPUCTIKEG OMOPAGELS TOV KOTOAVOADMTOV. AVTOG

0 TUMOG UAPKETIVYK EMKEVIPMOVETAL GE EWIKA ATOUO AVTL TOV GUVOAIKOD GTOYOV TNG
ayopag.

2mv katnyopia tov mega influencers aviKovv daonuoTTEG OTMG KOAMTEXVES KO
afAntéc, ot omoiot €yovv omoderyBel OTL UmopovvV va PTAGOLV £MC KOl Eval
EKOTOUUVPIO  AKOAOVOOVG, TaPEXOVTAG OUMC OYETIKO YOUNAY GUVAPEL pE TNV

emmvopio Kot wovotnta emnpeacspot (Marwick, 2013).
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Ot macro influencers 1 Nyéteg YvoOUNG amoTteAoVV 0EIOMIOTES TPOSOTIKOTNTEG AOY®
™G €EEOIKEVUEVNG YVADOTG KO EUTEPOYVOUOCHVNG TOVG GE GUYKEKPIUEVA TPOTOVTOL )

VANPEGIES, ENNPEALOVTAS TOVS KATAVOAMTEG VO, KOAOVONGOLV TIC GUGTAGELS TOVG.

Téhog, ot micro influencers 1 LIKPOSACNUOTNTES, avayvoPIlovTol MG «VEOL YNeLoKol
Topaywyol mepleyopévouy Tov a&lomoovy d1dpopeg texvoroyieg dnwg Pivteo, blogs
KOl KOWMOVIKG OIKTLOL Y10 VO OTOKTHOOLY  ONUOTIKOTNTO KOl VO ETNPEAGOVV
e€edikevpévoug kowvovg. Avtol ot emmpeactés Bewpovviar ovbevikol amd TOLG

0TaO0VG TOVG KoL Eivar tkavol vo evepyoTotcouvV Tig EMOVUES TOV KATAVOADTOV.

Xoupova pe v €pevva tov Mathew & Healy (2007), mopatnpeitor 611 ot
KATOVOAWMTEG cLyVa emAéyouy éva mpoidv pe Pdon T ovotdoelg and tpitovg. Ot
EMNPEACTEG EVIGYDOVV T1] SIGVVIEST LLE TO KOWO TOVG HECH QIAKNG EMKOVMVING,
Beltidvovtog T OSIKTLOKY TOPOVCio UG UAPKOG HEC® TNG TPOCMTIKNG TOVG

eumePiag e Ta TPOIOVTO.

Xoppova pe v épevva towv Phua et al. (2017), to pdpketvyk HEC® KOWVOVIKMDV
HECOV OIKTOMONG KEPOIlel avEavopevn dNUOTIKOTNTO LETAED TOV EMLYEPNOEDV TOV
EMOIDKOVV VO, TPOCEAKVGOVV KATAVOAMTEG Otadiktvakd. Ot influencers dwbétovv
TV KOVOTNTA VO PTAGOLV G €VPY KOWO GE GUVTOHO YPOVIKO OAGTNUHO KO WE
pKpOTEPO  KOGTOG ©€ GUYKPION UHE TS KAOUOWKEG OWPNUICTIKEG  EVEPYELES,
TPOCOEPOVTAG £TGL OTIC ETALPELES TN dVVATOTNTA VO O1EVPHVOLV TO KOO TOLG KoL VoL

LETATPEYOLV TOVG KATAVOAWMTES GE TOTOVS TEAATES.

Ot Sudha & Sheena K. (2017) vrootpilovv 01t T0 pdpketvyk influencer amoteiet
eméktoon g mopodoctokns pebBddov Word of Mouth kivnromowdviog dropo pe

WOYLPN EMPPON GTO CGTOXEVUEVO KOWO LOG HApKaG. ALt M TakTikn €xetl dgilet va
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av&avel v euPéreta, TG TOANGCELS, KOOGS Kot TV gvaucntomoinon kot apocimon

010 TpowBhovpevo brand.

Onwg mpoxkvmtel omd v perétn tov Gilrkaynak et al., (2018), ot katovolmtég
delyvouv avénuévn Taom vo EUTGTEVOVTAL KOl VO AAUPAvVOLV LITOYN TIG amOYELS
EMNPEACTMOV GTO KOWMOVIKA OikTVa, KOO avTidapfavoviotl 6Tt avTol deV EMIUDKOVY
va Tovg Tpowbncovv mpoidvia gumopikd. Avtr n memoidnomn €xer copPariel otV
avadelEn tov influencer marketing wg pog efapetikd ONUOPIAODS Kol €VPEWMG

YPNOYOTOOVUEVNG TOKTIKNG 6T TEAEVLTALO YpOVIAL.

Amd v GAAn hevpd, M épevva tov De Veirman et al., (2017) emonpaivel ot éva
onuoavtikod {nmua oto influencer marketing eival 0 EvIomoUOg TOV KATAAANAOTEPWOV
emMpeacT®V Yo kabe emyeipnon. H emhoyn| tov 6ot00 ennpeact| amotedel {oTKO
OTOLYEIO Y10l TNV OMMOTEAEGLATIKN XPNON TOV KOWOVIKOV HESwV. Me v av&avopevn
emppon twv bloggers kot v KavOTNTA TOVG Vo emnpedlovy TNV OyOPOCTIKN
OLUTEPIPOPE, 1N OVAALON Kot 1 AE0AOYNOT TOV TAEOV EMOPUCTIKAOV KOWVOVIK®V

pécwv kabiotator kpioiun.

Kotd tovg Kulmala et al. (2012), n anmotelecpatikotnra tov influencer marketing
e€aptdton onuavTiKGd amd T ohvoeon petad TOL TPOCHOTIKOD YOPAKTNPO TOL
empeocty kol ¢ enwvopiog. H avtiotoyia avtdv tov ovo mapoydviov sivol

Kpiown Yo v £yKupdtnTa Kot TV avfevTikdTnNTo TV TPOTAGEDV TOVG.

Ot Booth & Matic (2011) toviCouv 4tL 1 g€0peom ennpeacT®V mOL apUOlovy GTO
TPoeiA pog pdpkag eivor {otikng onuoaciog yw v emmvyia g O c®oTOC
EMNPEOCTNG UmOPEl Vo eVIGYOGEL TV TOTN TOV KATOVOAMTOV TPOG TNV EMMVLUIM,

TOPAYOVTOG LETPTGLLO OTOTEAEGHOTO KO SLOUOPPOVOVTOG OETIKEG AVTIANYELS.
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Y10 mhaicwo ¢ €pevvag twv Djafarova & Rushworth (2017), to Instagram
avayvopiletor g pio omd TG KLUPOTEPES TMANTPOPUES YO TOV  EMNPEACUO
KOTOVOADTOV HECH KOWOVIKOV Oktowv. Eivor ovclootikd ywo Tig papkec va

eMAEYOLV Guvepyacieg pe influencers Tov 1KOVOTOI0HV TOV GTOYEVUEVO KOWVO TOVC.

Ot gpeuvntég Pprkav emiong O6tL or pun mapodootokég influencers, 6mwg bloggers,
EYOVV UEYOAVTEPT EMIOPOOT OTIG VEOPES YUVOAIKES GE GUYKPION UE TOPASOCIOKES
dwonuotreg Adym g avénuévne  aSlomiotiog Kot TPOGRUCOTNTOS  TMV

TPOTEWVOUEVAOV TPOTOVTIMV.

4.5 H emppon ToOV TdoE®V OpopOLaS

Onwg emonpaivovv ot Booth kot Matic (2011), eivon kpioo ya Tig ey elpnoelg va
TpocapuoOlovtal oTIg OAAAYEG TG TOYKOGUING 0lYOPAS Kol VO, OVTOTOKPIVOVTOL GUECH
otig véeg taoelc. H eveMia pog etanpeiog va avoayvopilel kot va avtomokpiveTot
OTIG OAAAYEG TNG OYOPAg amoTeAel £vOEIEn TG KavOTNTAG TNG Vo dnUovpyel Kot va

dtnpel avVIoyOVIGTIKO TAEOVEKTN L.

Ta blogs podag Ko opopelag oamoteAovV  £€vav  TOALTIHO 7OPO Yoo TNV
napaKoAovOnon tev tdoemv otov KAAOO, Le Tovug bloggers va amoteAovV TV TOYPOVA
KOTOVOA®TEG Kot Onpiovpyovg mepleyopévov. Avtoi ot influencers eumiékovion
evepyYl otV TOYKOGUO ayopd KATAVAA®MONG HECH TNG OyOPAg TPOIdVI®MV Kol TNg

KOWOmoinomg tTev eunepldv toug (Marwick, 2011).

Ewwodtepa otov yovaikeio minbBuopd, ta blogs podag kot opopplds amodekvoovTon
ONUOPIAY, KOODG TPOCPEPOVY TPOUKTIKEG GLUPBOVAEG KOl AmOYELS OO TNYEG MOV

BewpohvTOoL O «YVIGIES) KOl AIYOTEPO EUMOPIKES Omd TIG CLUPATIKES dloPNIGELC.
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Téhog, ot Brown & Fiorella (2013) vmoypaupiCovv 61t kabopiotikd Prjpa 6to
influencer marketing eivat 1 eVTOTIGUOS TOV KATAAANAOV EMNPEOCTN YO TV 01K
KOUTAVIO oG Lépkag, TpokeEVOL va emttevydel n emBounty anqynon Kot Exppon

GTO GTOYEVUEVO KOWO.

4.6 I'voootég KOuTAVIES KAAAMVTIK®V 010 social media

Mo emituynpévn Koumdvio, KaAAVTIKOV oto social media ftav n "Anyone Can Be
an Influencer" g Glossier. H xopumdvio avt daxpidnke yio tn yp1on mepleyouévon
mov oMuovpyNOnke amd tovg idovg toug ypnoteg (UGC), divovtag éppacn otnv
KowoTNTO TOV Katavolotov g etoupeiag. H Glossier enevodel otnv aAAnieniopaon
ue tovg meldteg TG, OBempdvtac tovg w¢g uikpo-influencers pe vynid mocootd
oAANAemiopaong, Kot Oonuovpyel mpoidvta PociCUEVO OTIG OVAYKEC KOl TIC
TPOTIUNCELS TOVG. AVTN N GTPOTNYIKY EVIGYLGE TNV KOWOTIKY aicOnon g paprog

Kol fondnoe otV KOAMEPYELD LOC 1GYXVPNG PAONG TIOTOV TEAATOV.

H «xoumédvie "Real Beauty" ¢ Dove emkevipdbnke otnv evioyvon 1ng
VTOTEMOIONONG TOV  YUVOIKOV KOU OTNV  omodoy] TNG (QUGIKNG OHOPPLIC,
avTitiféuevn oto mopadocstokd TpodTuTa opopelds. H kaumdvia "Real Beauty" g
Dove ektedéotnke pe 0TOYO TV EVIOYLON TNG AVTOTETOIONONG Ko TNV awodoyn g
(QLOIKNG OLOPPIAG TOV YOVAIKOV. AVTITIOENEVT GTO TOPAOOGLUKE TPOTVLTO OLLOPPLIG,
n Dove mpodBnoe éva prvopa mov vroypoppilel ) onuocios TG E0OTEPIKNG
opopedg kol TG avtoektiunons. H kopumdvie oamynoe 1oxvpd 610 KOWO,
EVIGYOOVTOG TNV EUMOPIKN emTvyio TG HapKog kot kabiepdvovtag tv Dove g
oLUPOAO TNG TPOGEYYIONG ALTNG GTNV OLOPPIAL.
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H L'Oréal vioBétnoe v teyvoroyia emavénuévng mpaypotikémtos (AR) yu tig
KOUTAVIEG TNG, TOPEYOVTOS OTOVG KOTOVOAMTES OLOPOOTIKES EUTEPIEG OOKIUNG
TPOTOVTOV HEG® KOWWVIKOV pécwv. H etapeia anéktnoe v ModiFace, évav nyét
omv AR, emupémovtoc Tn onpovpyio "€KOVIKOV SoKUAcTNPImV" € (PLOIKA
KOTOGTNUATO Kot online, Kot S1ELKOAVVOVTAG TOVG YPNOTES VO £EEPEVVIICOLV Kol VoL
SOKIUACOVV TPOIOVTA TPV TNV aAyOPd TOVG. AVTH 1 KOVOTOUIO EVIGYVOE TIG TOANGELS
g L'Oréal ko emédeiée 1 onuocio poag Oetikng online gumepiog kot €vog

TPOGMOTOTOIEVOV TPOCEYYIGEMC.

H xopmdvia "#IWillNotBeDeleted" tng Rimmel gotidomnke oty evovvaicOnomn kot
v evnuépmaon yu Tov kKuPepvoekpofiopd. Ipodbnoe unvopata ovtoamrodoyns Kot
OVTILETOTIONG TNG OLOOIKTLOKNG TAPEVOYANOTG. LTV KOAUTAVIO GUUUETEL OV YVOGTOL
npecPevtég kat bloggers, 0nwg 1 Cara Delavigne kot 1 Rita Ora, mov poipdastnay Tig
TPOCHOTIKES TOVG eUmElpieg oyeTikd pe tov KuPepvoekpoPioud. H mpocéyyion g
Rimmel eoticce ommv evosOnromoinon ot v avdoelny TOL TOG O
KuPBepvoek@oPlopog emnpedlet TIC YOVOIKEG aveEapTNTOS KOWVOVIKOD 1| EUPOVIGLOKOD

TPOPiA.
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KE®AAAIO 5° EPEYNHTIKO MEPOX

5.1 Me0Ooodoioyia épevvag

210(0G TNG GLYKEKPIUEVNG TTAPOVCAG LEAETNG €lval 1 S1EPEVVIOT TOV OTOYEDMY TMOV
KOTOVOADTOV OVOQOPIKA UE TNV TPODONcT TV KOAALVTIK®OV péca omd to social
media kot TV enidpacn oTIC 0yopaoTiKES Toug anopdoels. H épguva amevBiveton oe
KATOVOAW®TEG 01 omoiol mwpoPaivouy oe ayopés HEGH ALOIKTUOV Kol GUYKEKPIUEVOL

péca amd TG TAATOEOPUES KOWVOVIKNG SIKTHMOTG.

210 TOPOV KEUEVO EMIUDKETOL 1) OVASEIEN TNG SLOOKAGIOG TOV LAOTOMONKE Yo TV
extéleon g €pevvac. H ovykexpuévn Epeuva dteENydn péom g evepyon ypnong
APYIKOV OTOXEI®MV, LE TO EPOTNUATOAOYIO. VO GLVIGTOVV TNV KOPOL TNy GVAAOYNG
mAnpogopldv. H emAoyn avtod 100 pHEGoL GLAAOYNG dedOUEVMY dTKOMOAOYEITAL OO
TNV oTAOTNTO, TNV TOYVTNTO KOl TOV OIKOVOUIKO YOPOKTINPO TOL EPMTNUOTOAOYIOV.
Emnpocbeta, 10 epotnuotordylo e£oc@ailel v avovopio TOV GUUUETEXOVIOV,

ovpParrovtag oty axkpifeto Kot a&lomoTio TV ATOTEAEGUATOV.

210V TOpEN TNG EMOTNUOVIKNG £PEVVOC, OLOPOPETIKES TPOGEYYIoES epapudlovTon Yio
NV avAAVOoT Kol KOTovONnon dpOp®v QUIVOUEVOV GE TOIKIAN ETIGTNUOVIKA TTEDTA.
KéBe texvikn mpooeépel LOVOOIKE YOPAKTNPIOTIKG KO EQAPUOYES, £EVTNPETOVTOG
d1bipopeg epeLVNTIKEG amoTNGELS Kot 6tdyovc. Ot 600 KOpleg Katnyopieg avTOV TmV

TEYVIKAOV OTOTEAOVV TNV TOLOTIKY KOl TNV TOGOTIKY| OVOAVOT).

H molotikn mpocéyyion acyoleiton pe v euPdbovon oe kivnrpa, amdyelg kot
AOyovg, epapuolovtag TeEYVIKEG OM®G OLVEVTELEEIS, OUAOIKEG GLINTNCELS Kot
TOPOTNPNOOKEG HeBOdOVS. ALTEG Ol TeXVIKEG evdeikvuvTol Yioo TNV AEmTOUEPT|

e€étaon PKpov derypdtmv, emrpénovtag pia o Babid epunveio twv dedopévay.
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Avtifeta, m mocotikny HEBOOOC EMIKEVIPAOVETOL GTNV OVIIKEYEVIKT] GLAAOYN Kot
avdAvon aplOUNTIKOV CTOLEI®V, XPTOLOTOIDVTIOS EPYOAELN OTTMG EPMTNUATOAOYIO,
ONUOCKOTNGEIS KOl OTOTIOTIKEG EPELVNTIKEG TEYVIKEC. AVTN M TMpoogyylon eivor
KaTGAANAN Yo v emPePainon vrobiécewv kot v avdAvon Ttloemv 6e pPEYAAL

delypoTo, TPOSPEPOVTAG £YKVPO KO YEVIKEVGLO, GUUTEPAGLLOTO.

H pewetn gpevvntikn pebodoroyio Guvdvdletl TV TO0TIKY KOl TOCOTIKY] TPOGEYYIoN,
EMTPETOVTOG TNV AS10TTOINoT TOV TAEOVEKTNUATOV Kot TV 0V0 HeBdO®V Yo po mo

0AOKANPOUEVT] KOTAVOTOT) TOL EPELVNTIKOD OEpTOG.

IMa v enitevén TV epevvnTIKOV 6TOYOV, LIOBETONKE N TOoGOTIKY UEBOSOG LE TV
epapuoyn epotmuatoroyiov. Ta epotuatoldyle oxedldonkay HEGH  TNG
mAatpopuag Google Forms kot dtoavepmOnikoay ynotokd pécom email Kot SodKTLOK®V
OkTO®V. Ot amavtioelg Tov GLAAEXONKAV avaAbONnKay Kol ETeEepyAoTNKOV LEGM TOV
npoypappotog IBM SPSS Statistics 20. Ot gpotoelg onuovpyndnkav Pacet twv

KATMOL EPEVVNTIKOV EPOTNUATOV:

1. Ilog n mpomBnon tov KoAAvvTiK@Ov ota social media emdpd OTIC AYOPUCTIKES

OTOPACELS TOV KATUVOADTOV;

2. Tlo¥g eivar o1 TAATEOPLES OV YPNGLOTOOVVTOL TEPIGGOTEPO GTO TAOIGLO TOV

social media marketing 6Tov KAGOO TV KAOAALVTIKOV;

3. g ta oydMa ko ot a&oroynoels Tov influencers emmpedlovv TI yopuCTIKEG

OTOQAGELS TOV KATAVOIAMTIKOD KOO,

Yvykekpyéva, n Tapovca Epguva anotereiton and 6vo puépn. To TpdTo PEPOS apopd
T ONUOYPAPIKE GTOXEI TNG €pELVOC, TO oTtoia oyeTilovTal TV NAKIOKY opdda Tov
EPELVNTIKOL JelyHaTOG, TO QOVAO, TNV EMAYYEALOTIKY KOTAOTOOT, TO ENIMESO

ekmaidevong kot to VWog ToL pnviiov KoBopol E€1G0OMUOTOC. XTn CLVEXELN
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aKoAovOel T0 deVTEPO UEPOG TNG GLYKEKPIUEVNG HEAETNG, TO KUPLO HEPOC, TO OTOL0
amoteleiton omd 14 epwtoelc, ot omoieg eEVINPETOVV TOVG EPELVNTIKOVS GTOYOVG Kot

TIG OTOLTTOELC.

Téhog mapovoidlovtal 610 Kat®w pépog g epyaciag, to IHapdptnua A to omoio
delyvel 10 mpeg epotnuatordyo kot oto Ilapdpmmuo B 1 ddswo g mapodoog

epyaciog amo v Bionbw tov [Havemompuiov.

5.2 Agiypa ¢ épeovag

To mpdTO HEPOG TOL GLYKEKPIUEVOL EPMOTNUATOAOYIOL 0QOPE TN CLAAOYN TOV
ONUOYPAPIKAOV CTOLYEIMV TMOV GULUUETEYOVIOV. XTNV TOPOoVGH EPELVO GUVOAIKA
ovppetelyay 72 ATOp TOL OTTOl0L AVKOUY GE OAO TO €UPOC TMOV NAIKIOKDOV OUAOM®V.
Ewwdtepa dmwg mapovoidlel o mopakdto mivakoas to 13,9% avikel 6ty nAKlok
opdoa 18-21, 1o 52,8% mov amotedel Kot TO UEYOADTEPO WEPOG TOL EPELVNTIKOV
delypatog omv nikaxn opdoa 20-30, to 20,8% otv nikioxn opdoa 31-40, 1o
8,3% otmv nilwiokn opddo 41-50 evd poAg 1o 2,8% EVIAGGETOL GTNV MAIKLOKT

oudoa dveo tov 51 etov (ITivakag 1).

[Tivoxag 1: Huakia

Frequen Valid Cumulative
cy Percent  Percent Percent
Valid 18-21 10 13,9 13,9 13,9
20-30 38 52,8 52,8 66,7
31-40 15 20,8 20,8 87,5
31/40 1 1,4 1,4 88,9
41-50 6 8,3 8,3 97,2
avw Twv 2 2,8 2,8 100,0
51
Total 72 100,0 100,0
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Onwg amotun®veTol 6ToV KATOOL mivaka 2 01 TEPIGCOTEPOL EK TV GLUUETEXOVTWOV
etvar yovaikec. Zvykekpipéva 61 otovg 72 ovupetéyovieg oniadn to 84,7% avnket

070 Yuvaikeio VAo, evd 11 oniadn to 15,3% eivar dvdpeg,.

[Tivaxag 2: ®vAo

Frequen Valid Cumulative
cy Percent Percent Percent
Valid Avtpa 11 15,3 15,3 15,3
S
Muvaik 61 84,7 84,7 100,0
a
Total 72 100,0 100,0

YvveyiCovtag Vv KaToypaer] TV dNUOYPAPKOV ototyeiov 1o 18,1% tov atdpmv
Tov cvppeteiyav tvor eottntéc, ol epyalduevor etvor 68,1%, ot cvvtagovyot to 1,4%
ONAadn povo €vog omd tovg 72 glvar cuvta&lovyog, ot avepyol o 8,3%, evd 3 €K TOVG
epoBévteg dnAadn 10 4,2% E0woav v amdvinon «AAO», 0TS @aivetal GTov

ITivaxo 3.

[Tivaxkog 3: Erayyelpoatiki kataotacn

Frequen Valid Cumulative
cy Percent  Percent Percent

Valid AAAo 3 4,2 4,2 4,2

Avepyog 6 8,3 8,3 12,5

Epyalopev 49 68,1 68,1 80,6

%S

ZuvTaglouy 1 1,4 1,4 81,9

%S
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doIrnTAg 13 18,1 18,1 100,0
Total 72 100,0 100,0

Yvveyilovtag otnv TPOTEAELTOIO EPMTNGN TOL TPAOTOV UEPOVS TOV APOPA TO
onuoypapikd otoyein g €pevvag, (nmdnke omd 10 gpegvvnTKd delypo va
Katoypayel 10 eninedo HOPP®ONG Tov Katéxel. 'ETol Aoumdv OTm¢ amoTuTdVETOL GTOV
[Tivoxa 5 10 2,8% elvar amd@ottor dnuotikov 1 yvpvaciov, 1o 20,8% ondportot
Avkelov, 10 59,7% mov eivor Kou TO UEYOAVTEPO TOGOGTO EYXOUV TEAEUDGEL TO

TOVETIOTAI0 Kot To 16,7% givon Kdtoyot petamtuylokol TiTAOL GTOVdMOV.

[Tivaxog 5: Exinedo popemong

Frequen Valid Cumulative
cy Percent  Percent Percent

Valid AnpoTtikoU/ N'uuvaaciou 2 2,8 2,8 2,8

Kdatoxog 12 16,7 16,7 19,4

MeTaTrTuxiokoU/Aidak

TOpPIKOU

Aukeiou 15 20,8 20,8 40,3

MavetmioTnuiou 43 59,7 59,7 100,0

Total 72 100,0 100,0

Téhog Ocov aeopd to pnvwoio KoBapd €6OdNMNUA TOL EGEPYETOL OE KO
ocvppetéyovta amd unoév pexpt S00€ ewonpdrret to 19,4%, and 501 £mg 1.000€ to
55,6%, and 1001 émwc 1.500€ to 16,7% xor ave tov 1.500€ eonpdrter 10 8,3%

dradn 6 and Tovg 72 cuUETEXOVTES, GVLUPVA e Tov [Tivaka 6.

[Tivaxag 6: Mnviaio kaBapo sieoonpa
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Frequen Valid Cumulative

cy Percent Percent Percent
Valid 0-500€ 14 19,4 19,4 19,4
1001-1500€ 12 16,7 16,7 36,1
1500€ kai 6 8,3 8,3 44,4
avw
501-1000€ 40 55,6 55,6 100,0
Total 72 100,0 100,0

5.3 Avaivon amoteEAECPATOV

2NV GLYKEKPIUEVT] VTTOEVOTNTO TOPOVGIALOVTOL TO ATOTEAEGIATO TOV KUPLOL HUEPOVG
TOV EPOTNUATOAOYIOV TO 0010 GYETILETON E TO OKOTO KO TOL EPEVVNTIKGA EPWOTILLOLTOL

NG TAPOVCOG LEAETTG.

210 TapaKAT® Stdypoappa 1 Tov apopd v pOTNON TOGO GLYVE GCLVOEETAL TO JETY LA
ota social media to 12,5% andvinoe and pia éog 3 popég v nuépa, to 27,8% amd 4
€mc 5 popég v Nuépa, Tave amd 8 eopég v nuépa to 34,7%. Amod v GAAN 1O
8,3% amdvinoe and pia £0g 3 popéc v gfdopdoda, t0 9,7% 4-5 popég v efoopndada

eVO 10 6,9% v tev 8 popdv BdopadtaimC.

Adypappa 1: Zvyvétnra ovvoeong
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1.MNéco cuyva cuvdieoTe oTa social media
40

Percent

1-3 1-3 popeEC TNV 4.5 4-5 popEC TNV 8+

8+ QopEC TNV

MV TOPOKATO EPAOTNCT ONMG OTOTLAMVETOL OTO  KAT®OL  Sidypappo 2

TOPOVGLALOVTOL  TOL  OMOTEAECUATO  YIOL TO OV TPAYUOTOTOOVV  OyopES Ol

ovppetéyovteg péoa amd to social media. Ov mep1ocdTEPOL TV EPMTNOEVTOV Ko

ovykekpipeva 1o 77,8% amdvinoe Betikd evad pog 1o 22,2% omdvinoe apvnikd.

AGypoppo 2: Ayopég péoa amo Ta social media
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2. MpayuaroTToIEiTeE ayopég HEOW social media

Percent

To omoteléopota otnv gpdtnon mowo amd To social media ypnoomoovV
TEPIGCOTEPO TG TO UEYAAVTEPO TOCOGTO Kot GuyKeKpéva to 65,3% ypnoyonotel
to Instagram, apécmg petd to 18,1% ypnoomotel to TikTok, axorovBet pe 9,7% 1o

Facebook xat 5,6% 1o YouTube. Téhog to 1,39% amdvinoe «AAlo», goaivovtol 6To

Atdrypappo 3.
Atdypappo 3: Zvyvotnta ypiong social media

3. Mo16 arrd Ta TTapakdarw social media XpNOILOTTOIEITE TTEPICCOTEPO

Percent

Facebook Instagram TikTok Youtube
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2V €pMOTNOTN VO GUUTANP®OGOLY T0 Pabud mOov TOVG EVOLNPEPOVY Ol AVAPTNHGELS
ONAadn SPNUICES TOV KOIAAVIIKOV 7oL gueovilovtal oTo HESH KOWMVIKNG
JIKTOMONG, Ol TEPIGGOTEPOL Kol GLYKEKPEVO To 45,8% amdvinoe mog ot
OULYKEKPIUEVEC OVOPTNOEL TOVG evOlopépovy e pétpo Pabud, evo 1o 22,2%
amavVINoe TG TOVG eVOpEPoLY ToAAol. Too moc0oTd TOPOVOIAGTNKE GTO
Adypoppa 4 otig amavtinoelg Alyo kot kaBoAov kot cvykekpéva 11,1% yio kabe

pio amwd avtéc.

Awypappa 4: BaOpog evora@Eépovtog avapTi|cEMV/OLOPNUIGE®MV KUAADVTIKAOV 6T,

social media

4. ZupttAnpwoTe Tov Badlo TTou cag evBiagpEpouy ol avapTAoelgl SiIapnUIiceIg TwY KAAAUVTIKWY TTOU
edavifovral oTa HEC U KOIVWVIKAS SIKTUWONG

a0

Percent

2y gpATON Vo GUUTANPOGOLY TOV PoOUO TOL TOLG EPIOTA TNV TPOCOYN TOV
TEPLEYOLEVAOV TV  OVOPTNCEDV Yot KOAADVTIKG mov epgoavilovior ota péoa

KOWOVIKNG Owktbmong amd influencers mov mapovoidletor oto Awdypoppo S5, 1o
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37,5% amdvinoe mwg Tov evolapépel pETpia, to 22,2% moiv, 1o 18,1% Alyo kot 1o

9,7% mépa. TOAD.

Awdypappo 5: BaOpog evola@Epovtog avapTi|oe®v KOAADVTIK®OV 610, social media

5. ZupmTAnpwoTe Tov Badpé TTou oag EQICTA TNV TTPOCOXA TO TTERIEXOMEVO TWV AVAPTACEWY yid KAAAUVTIKG TTou
edpavifovral oTa HEGU KoIVWVIKAS SikTuwong arréd influencers

40

Percent

2y epOTNON OV EMAEYOVLV KOAALVTIKGO £YOVTag €MNPeactel amd TS OYETIKEG
avaptoels mov epgovifoviol oto HEcH KOWmVIKNG diktvwong to 12,5% amndvinoe

kaBoAov, Atyo andvince 10 23,6%, pétpa 1o 27,8%, modv 10 29,2% Kot mdpa mor

70 5,6% (Atdypappa 6).

Awrypappo 6: BaBpog empporg oo avaptiosg 6ta social media
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(=]

. ETHAEYETE KAAAUVTIKE £XOVTUE ETTNPEUCTEI ATTO TIG OXETIKES AVAPTACEIC TTOU EMPAviovTal oTd MECQ
KOIVWVIKRAS SIKTUwong

Percent

AxolovBel  egpwdtnon av ot Betikég agloroynoelg mov mapovcsldlovionr Yo €va
KOAADVTIKO 6TO PECOH KOWMVIKNG SIKTOMONG TPOTPEMOVY TO EPEVVNTIKO OElyua va
ayopacel 10 ovykekpyévo mpoiov. Ta mocootd mapovsialovior oto Aldypoppo 7.
Qotdéco elvar kpiowo vo emonpavlel mog 10 36,1% omoterel to peyadvtepo

TOCOCTO KOl OAVINGE MG EMNPEALETOL TTOAD VD OUECWOS HETE aKoAOVOEL TO péTpla

o€ 1060010 27,8%.

Avrypappo 7: Emppon ayop@v amé 0etikég aElohoy10EIS KAAMVTIKOV

7. O1 BeTIKEG agloAOYAOEIC TTOU EXEI EVA KAMUVTIKS OTA MEG A KOIVWVIKAG SIKTUWGNG, Gag TIPOTPETTOUV Va TO
ayopaoETE

40

Percent
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Apéowg mopokdto oto Adypappo 8 mapovoidloviol To OmOTEAECUATO OTNV
EPOTNON AV UTaivouv ol epOTNOEVTEG OTIG OSPNUICES YL KOAALVTIKG 7OV
enpaviCoviar oto péco Kowwvikng Owktowonc. To peyoddtepo m0c0GTO KOt
ovykekpéva 10 31,9% ambvinoe nog pnaivel oe pétpro Pabud evd to 23,6%

ATAVINOE TMG EIGEPYETAL TTOAD OTIG SPNUICELS Ko apécmg petd to 22,2% Atyo.

Adypoppa 8: BaOpég £166600 (poTOV 6€ SLOPNUIGELS KAAAVTIKAOV 6Ta social

media

8. Mmraivw oTi¢ Siagnuicelg TTeEpi KaAAUVTIKWY TToU e@aviovTal oTd JEGA KOIVWVIKAS SIKTUWONE

40

Percent

2myv gpodton av Bewpodv 6Tt 1 TPOPoA TOV KAAAVIIKOV GTO HECH KOWMVIKNG
OKTVOONG OLEAVEL TIC TOANGELS, 0TS Qaivetar 6to Awrypappo 9, ta peyaidtepa

TOGOGTA KATEYpOWaY TTapa TOAD Kot cvykekpiuéva to 40,3% kol mOAN 6€ TOG0GTO

43,1%.
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Arypoappo 9: BaOpog copeoviag ypnotdv 0Tl 1 IPOoPoil] TOV KEAALDVTIK®OV 6T

RECO KOLVOVIKIG OIKTOMONG QVEAVEL TIC TOANGELG

9. Qewpw 6TI N TTPOROARN TWY KAMUVTIKWY OTA HEGA KOIVWVIKAC SIKTUWONG QUEAVE! TIG TTWARTEIC

50

Percent

2V €pAOTNON OV UETAE TNV EYYPAPT TOV GLUUETEXOVTOG GTNV £PEVVO OTO KOIWVOVIKA
diKTua Kot TN ¥P1OT TOV KOWOVIKAOV OIKTO®V OV £XEL TOPATNPNCEL Vo avEdvovTat ot
ayopég Tov 6€ KoAAvvTiKa tpoidvta (Awypaupa 10), to 33,3% andvince ce pétpo
Babuo, to 22,2% kaborov evad apéomg petd to 18,1% amdvinoe Atyo kat 1€Aog 6T0

16,7% ambvince molv. Avtd givor Kot To LEYOADTEP TOGOGTE TOV KOTOYPAONKAV.

70



Avdypappo 10: Av ot xp1otes £(0vy TapaTnPGEL Vo avEAVOVTOL 0L aYOpEg TOVG GE

KOALOVTIKA TPOIOVTO

10. MeTd v eyypagr oag oTa Kolvwvikd SikTua Kal Tn XpAoN Toug EXETE TTApATNPACE! va aufdvovTal ol ayopég
oug¢ o€ KAAUVTIKA TTpoiovTa

40

Percent

2V €POTNOT OV O GUUUETEYOVTOG TIGTEVEL OTL TOL KOWMVIKA diKTua €lval yproiuo
v va Bpiokel mAnpoeopieg yio KOAALVTIKO OV €VOWIQEPETAL VO 0yOpAcEL TO
peyoAvtepa mocootd Ntav 1o 50% mov andvince moiv, 1o 27,8% mov amdvince

péTpio ko téhog 1o 19,4% mov amdvnoe mhpa told (Adypappa 11).
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Awypoppo 11: BaBpég cop@oviag ypnoilpdtTNTeS KOIVOVIKAOV OIKTUMV GTIV

EVPECT TANPOPOPLAYV VLU TPOS 0YOPd KOALVVTIKG

11. MoTEUETE OTI TU KOIVWVIKA SiKTUA Eival XPACIMA YIA VA BPIiCKETE TTANPOPOPIES YIA KAMUVTIKA TTOU
evBIQQEPEDTE VU UYOPAGETE

a0

40

30

Percent

20

2V €pAOTNON AV TO EPELVNTIKO Oelypa €xel TpoPel o€ ayopd KOAALVTIKOD HETE TNV
wpdbeon tov and kamowov influencer mov mapovsidlel to Awdypappo 12, 2 ek TV
CUUUETEXOVTIMV Kol ovykekpuéva to 2,8% omdvinoe mog mavto ennpedletol amd
tovg influencer, to 29,2% omiadn 21 ek tov ovppeteydviov andvince cvyvd, To
22,2% dniadn 16 and ta 72 dropa andvinoav og pérplo Pfaduod, to 20,8% dmAaon 15
dropa amdvinoav omdvia Kot T€Aog oto 25% kot cuykekpipéva 18 dropa amdvincav

TOTE.
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Aypoppo 12: Ayopd kaAlvvtikod Loym tpoddnong and influencer

12. 'Exete TTpofei o€ ayopd KUAUVTIKOU META THV TTRpOoWBNGH Tou atTd Kdarrolov influencer

Percent

Ymv mpotelevtaion epOTNON oV TO gPELVNTIKO Ogtypa €xel mpoPel o€ ayopd
KOAADVTIKOU HETE ammd O10pTUIoT) TOL €108 0TO KOWMVIKE diKTLO, OTMOC ATOTLTMVETOL
oto Adypappa 13, to 1,39% andvince ndvta, 1o 31,9% amdvinoe cuyva kot to 510
TOGOGTO Kataypdonke omnv ambvinon pétpw. To 22,2% £dwoe v amdvinon

onavio. v Toté dev €xel TpoPel oV ayopd KOAADVTIKOD HETA OO OLPNLLLCT| TOV

€l0e ota kowwviKd diktva andvinoe to 12,5%.
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Auypoppo 13: Ayopd kollovtikoV petd amé dragniuion oo social media

13. 'ExeTe TTpofei 0t ayopd KAAUVTIKOU HETA atTd Sia@Aion TTou EidaTe oTa KOIVWVIKA SikTud

40

Percent

H televtaia epdtnon Tov epotuotoroyiov oyetiletol pe To av T0 pEVVNTIKO detypa
OLUUETEYEL OE OYWVIGHOVS OTO HEGO, KOWVMOVIKNG OIKTOMONG Y10l VO KEPOITEL dMPaL
OV APOPOVV KOAALVTIKE (Atdypappa 14). Ta amoteAéopato amd TV avOALoN TG
CLYKEKPLEVNG epOTNONG €deEav TG T0 9,7% mhvTo. GUUUETEXEL GE Y OVIGHOVGS
KaAAOVTIKOV, T0 22,2% ocvyvd, to 23,6% pétpa, 10 16,7% ondvia, eved to 27,8%

ATAVINGE TG TOTE Ogv £xel AMAPEL GLUUETOYN.
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Awypoppo 14: Zvppetoyn o€ owoyoviepé ota social media yio kaliovrikd d®po.

14. ZUMMETEXETE OE BIAYWVICHOUC OTA MECH KOIVWVIKAG SIKTUWONG Yid va KEPSICETE Swpd TTOU dapopouv
KaAAUVTIKA

30

Percent
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6. LZYMIIEPAXMATA

Me tov 6po "ynouokd papKeTVYK" ava@epOLOcTE GTN XPNON YNOUIKAV KOAVOIADY
Kol gpYOAEiV Yoo TNV TPomONon mTPoidvVI®mV Kot vINPecidV. Avtd mephapPdvet
nefddovg OTME M denon péow email, n Pedtiotomoinon yio pnyoavég avalnmmong
KOl TO HOPKETIVYK UECH KOWMOVIKOV SIKTO®V. XTOV TOUEN TOL UOAPKETIVYK HECH
social media, o1 mAateopueg 0nwg Facebook, Instagram kot Twitter amotehovv kbpla
EPYOAELD Y10 TIG EMYEPNOELS, EMTPEMOVTOS TNV AUECT] EXIKOWVMOVIOL L€ TO KOWO Kol
NV TPOCOPUOGHEVT TPoPorn mpoidviv. O KAASGOC TV KOAADVTIK®V, €101KOTEPQ,
EMMQEAEITAL OO TO MAEKTPOVIKO €UTOPO Kou TN ypnon social media yw v
Tpo®ONoN TPOIGVTOV, UE TOVS KATAVOAMTES VO OVTOTOKPIVOVIOL GE EMPPOES OTMG
influencers, ot omoiot dwdpapatiCovy onuavtikd poro ot SOUOPE®ON TOV

OYOPACTIKAOV GUUTEPIPOPDV KO TPOTIUNCEDV.

ATO TV gpeLVNTIKY] UEAETN TPOKLTTEL OTL Ol KATAVOAMTEG emnpedlovtal amd TV
mpomOnon tev KoAAVTIKOV oto social media kol ovTO EMOPE CNUAVTIKA OTIG
AYOPUOTIKEG TOVG amopdoels. Ta gvprjpata delyvouv OTL 1 GLYVOTNTA GVUVOESTG OTA
social media kot M oAAnAemidpaon pe TIc Olapnuicelg kol TG aS0AOYNCEL Omo
influencers emnpedlel ™V TPOGOYN KOl TO EVOWPEPOV TOV KOTOAVOAMTMOV YL TO
KaAAVVTIKE Tpoiovta. EmmAéov, @aivetal 6Tt o1 mAatedpueg dmwg to Instagram xot
10 TikTok eivar 1d1aitepa ONUoPAEiS Yo TNV TPODONGN KAAAVTIKAV, VD 01 OETIKES

a&lohoynoelg Kot ot dopnuicelg ota social media aivetal va avEGvouy Tig TOANCEL,.

H onpooio tov social media 6to marketing tov KOALVTIKOV avadeKvOETOL GTNV
épevva. H evepyn ovppetoy] tovV KoTOVOA®OTOV Kol 1) OVIIOPOOT TOLG OTIC
dwpnuicelg Kot Tig 0EI0A0YNCELS ovadEKVIEL TNV emidpacn tov influencers kot tnv

avénuévn ypnon tev mAateopudv social media ywo evnuépmon Kot oyopég
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TPOTOVTOV. AVTO VIOYPOUUILEL TNV avVAYKN Y10l GTOYXEVUEVES KOl OTOTEAEGIOTIKES

oTPATNYIKES Soprong ota social media Y10 ToVG KATOOKEVAGTEG KAAAVLVTIKOV.

Ov mepopiopol g €pevvag meptlopupdvoov Tov  meEplOpopUEVO  aplBpd TV
CUULETEYOVTIMV KOL TNV €0TIOCT G CLYKEKPIUEVEC TAATPOpLES social media. Emiong,
n épevva dev eetdlel v emidpacn GAL®V TopayOVIOV OTMG M TOOTNTA TOV

TPOIOVTWOV 1] 01 TPOCHOTIKES TPOTIUNCELS TOV KATAVOADTAOV.

Mo peroviikég epevvnTikég TPoomAOEIES, GLGTNVETOL 1| SLEPEVVION TNG EMOPAOTC
OLPOPETIKOY TUTOV KOWMOVIK®V OIKTO®OV Kol 1 EKTiUNnom g emidpoacns twv
Swpnuicewv  Paoel  ONUOYPOPIKOV  KOL  YOXOYPOUPIK®OV  TOPOUUETPOV  TOV
Katoavolotdv. EmmAiéov, Oo Mrav ypnown n e&étaom TtV pakpompoOfecumv
EMATOCEWV NG OWENMONG KAAAVTIKOV oto. social media o©TiC ayopaoTtikég

ovvnOeies.
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ITAPAPTHMA A.

H mpo@dnon Tov KaAAvTIK®OV pécm Tov social media

To gpomuotordyo ovtd mpoopiletor avotnpd yo kdbe okadnuaikohg Ko
EPELVNTIKOVG GKOTOVG, KOl EMOUEVAOC €lvol TOAD ONUOVTIKO VO GLUTANpwOel pe
elukpivelo. Mg tn copmAnpmon Tov divete T cuyKatdheon oag va ypNoILoTombovy

01 QTTOVTIOELS Y10 EPELVNTIKOVS GKOTOVG.

YKomoG TG épevvag etvar 1 depehivnon TV ATOYE®V TOV KOTOVOIADMTOV 0VOPOPIKEL
pe v mpo®inon tov kaAhvvtikov péoa and ta social media Kot v enidpaom oTig
OYOPUOTIKEG TOLG OMOPAGEIS. ATTevBOvETAL GE KOTAVAA®TEG 01 0Toiotl TpoPaivovy ce
ayopéc UEc® A10OTKTUOV KOl GUYKEKPIUEVE HECH OTO TIC TAUTPOPLES KOWVOVIKNG

SIKTOH®OTG.

ANpoypo@ika Xrovyeio

1. Hiwio

e 18-20
e 21-30
e 31-40
e 41-50

e (vo tov Sl
2. ®vro

o Avtpag

e [uvaika
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3. Emayyelpotikn Kotdotoon

e dounmg

o Epyalopevog
® >uvta&lovyog
® Avepyog

e A\\o

5. Amdépottog

e Anpotikov/ 'vpvaciov
e Avkeiov
o [lavemotuiov

o Kdroyog Metamtuylokov/Adaktoptkon

6. Mnviaio kaBopd g6

e (-500€
e 501-1000€
e 1001-1500€

e 1500€ ko v

Kvpro Mépog

1. [T6co cuyvd cuvdéeote ota social media

o 1-3 popéc v nuépa
® 4-5 popéc v nuépa

® 8+ popég Ty nuépa

2. Ilpaypatomoteite ayopég pésm social media
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e Nu

o Ox

3. [To16 amod o mapakdTm social media ypnoyonoleite TePIGoOTEPO

e Youtube
e Facebook
e Instagram
e TikTok

e A)\O

4. ZourAnpmote tov Babpd mov Gog EVOLNPEPOLY Ol OVOPTNCELS OPNUICES TV

KOAADVTIKOV TOL EPQavIovTol 6TO LEGH KOVOVIKNG OIKTOMOTNG

e Kaforov
e Alyo

o M:érpa

e [loAb

o [lapa moAD

5. Zouminpaoocte tov Pabud mov cog £PIGT TNV TPOGOYN TO TEPLEYOUEVO TMOV

AVOPTACE®V Y10 KOAADVTIKA oV gp@avifoviatl 6to HEGH KOWMOVIKNG OIKTO®ONG arnd

influencers
o KauOdrov
o Aiyo
o M:étpun
e Ilo\D

e Tldpa moAD
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6. Emidéyete koAAOVTIKA £€xovTog €mMMPenctel Omd TIG OYETIKEG OVOPTNGES 7OV

eppaviCoviot 6Ta HECH KOWMOVIKNG SIKTO®MONG

e KabBdrov
e Aiyo

o Métpun

e [lo\v

o [lépo mor0

7. Ot Beticéc a&loAoYNoELg TOV €XEL £VOL KAAADVTIKO GTO LECO KOWVMOVIKNG OIKTOMOGONC,

00C TPOTPETOLV VOl TO OYOPACETE

e Kaboiov
e Aflyo

o M:étpa

e [lo\v

o [lapa moAD

8. Mnaiveo o1ig Jwenuicelg mepl KOAALVIIKOV 7oL  euavifoviol ota péca

KOWV®OVIKNG OIKTOMONG

e Kafolov
e Alyo

e M:étpa

e [loAD

e Tldpa moAD

9. Oewpd 0TI N TPOPOAN TOV KAAADVTIIKAOV GTO HEGO KOWMOVIKNG SIKTH®MONG avEdvet

TIG TOACELS
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o Kafolov
o Aiyo

o Métpu

e [lo\v

o [lépo mor0

10. Metd Vv gyypaen ©0C OTO KOWMVIKE OIKTLO KOl TN YPNOoN TOVG EXETE

TOPUTNPNCEL VO LEAVOVTOL O1 AYyOPEG GOG GE KOAADVTIKA TPOTIOVTAL

e Kaboiov
o Aiyo

o M:étpuo

e [lo\v

o [lapa moAD

11. TTotevete OTL ToL KOWOVIKA OlKTLO Elvan yprola Yo vo Bpiokete TANpoPopieg

Y10 KAAADVTIKA TOL EVOLUPEPEDTE VO YO PAGETE

e Kafdlov

e Aflyo

e M:étpa

e [lo\v

o [lapa moAD

12. 'Exete mpofel oe ayopd KOAALVTIKOD peTd TV TPo®Onot| tov and kdémolov

influencer

e [lavta

o Xuyvd

90



o Métpu
e Xmavio

o [loté

13. 'Exete mpoPel oe ayopd kaAlvviikoD petd omd dwenuion mov €idate ot

KOW@VIKG dlkTva

e Ildvta
o Xuyvd
o M:étpuo
e Xmdvio
e Jloté

14. Yvppetéyete o€ S0y®VICUOVS OTO LECH KOWMVIKNG OIKTVMONG Y10 VO KEPOIGETE

dMPO TOL APOPOVV KAAAVVTIKA

o Ildvta
e Xuyvd
o M:étpa
e Xmavio
e Jloté

Evyapioto yuo tn cvppetoyn cog
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ITAPAPTHMA B.

o MNMavemotiuio
= NeamoMig
“ MNagog

Ap Mapiog Apyupibing
Mpoc: ‘Onoiov Evdia@Eper AvarAnpwriic Kabayntic
Wuxohoyiag

Hpep. 1/12/2023 i i

Nagog
8042 Kinpog
T +357 26843608

©tpa: Evkpion Aiefavwvic Epeuvac e
Email: m.argyrides. 1@nup.ac.cy

Kupia Apakwvakn, .

3ac EVNUEPMVE OTI TO EPEUVNTIKO NPWTOKOAAO PE TiTAO «H npowBnon Twv
KAAAUVTIKOV pEow Twv social media», £xel eykpiBei and Tnv Emimponr)
Agovtoloyiac-BionBikng Tou Maveniornuiou NednoAig Magoc.

Me exTipnon,

-

o

7’ a7 o

Ap Mapiog Apyupidng
AvaninpwTnc KaBnyntrg WuyoAoyiag
MNpoedpog Enirponrig
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