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MepiAnyn

21NV TTapouoa JITTAWMATIKY epyacia e¢eTAeTal n xprnon Twv MeydAwyv Asdopévwv
(Big Data) wg éva 1oxupd Kail xprioiho epyaAeio avdAuong TNG CUNTTEPIPOPAG Kal TWV
OuVaITONPATWY TWV KOTOVOAWTWY OXETIKA YE TO NAEKTPOVIKO EPTTOPIO. ZTOXOG TNG
QITTAWMATIKAG epyaaiag gival va avadeigel Tnv agia Tou gEpel N avaluon Twv SEOOPEVWY TTOU
TIPOEPXOVTAN KUPIWG aTTO WNPIOKES TTNYEG, OTTWG €ival T JEOA KOIVWVIKAG SIKTUWONG Kal Ol
TIAATPOPPESG NAEKTPOVIKOU EUTTOPIOU, PE OKOTTO TNV TTPORAEWN TWV TACEWYV TNG ayopdg, TNV
BeAtiwon TG guTTEIpiag Twv XpNoTwVv aAAd Kal TNV BEATIOTOTTOINGCN TWV OTPATNYIKWY

marketing.

ApXIK4, yiveTal hia TIpooTrdbela BewpnTIKAG avaAuang Twv £vvoiwy Twv MeydAwv
Agdopévwy, Ta XapaKTNPIOTIKA TOUG Kal N Onuaacia mou £Xouv oTnv AAYn Twv attopdoswv
Twv emmxelipriocwy. Mapouacidletal n aglomoinon Twv Big Data kal Ta avtaywvioTIK&
TIAEOVEKTAUATA TTOU ETTIPEPEI OTIG ETTIXEIPATEIG, KABWG KaBioTaTtal duvartr) n TTPORAswn Twv
MEANOVTIKWV TAOEWV TNG ayopdg, o TPOTTOC JE TOV OTToiI0 GUMPBAAAOUV TNV e€aTopikeuon Twv

TIPOIOVTWY aAAG Kal TNV BEATIWON TNG KATAVAAWTIKAG EUTTEIPIOG.

AvoAUETaI N CUUTTEPIPOPA TOU KATAVOAWTH oTa TTAQiCIa TOU Wn@IoKoU eUTTopiou, 6TTOU
kataypdgovTal Kal afloAoyouvTal Ol EVEPYEIEG TWV XPNOTWYV GE TIPAYHATIKO XpOvo, Adyw TNG
XPAoNG Twv VEWV TEXVOAOYIWYV. NapoucIAleTal EKTEVWG N £E0pUEN TWV dEdOUEVWY ATTO TA
Héoa KOIVWVIKAG BIKTUWONG (Social Media), p€ow TwV TEXVIKWY avAAuong ouvalobnuaTtog
(Sentiment Analysis ) kal Tng eTTegepyaciag euaikng yAwooag (Natural Language Processing
- NLP), TTou @épel wg okoTrd TNV £€aywyn TTOAUTIHWY TTANPOPOPIWY YIA TIG KATAVAAWTIKES

TIPOTIUNACEIG.

MapdAAnAa, TTapouciddovTal o1 TIOIKIAEG EQapUOoyES Twv MeydAwyv Aedopévwy oTov
Topéa Tou wnoelakou marketing (digital marketing), 6Tmwg €ival n TpocwTrotroINuévn
OTOXEUOT, N OTPATNYIKH SIAPOPOTIoINCNG, N XapToypdenaon Tou Tagidiou Tou KaTavaAwTA-
XPARoTn KTA. ETriTAéov, yivetal ava@opd aTn xpron pyaiciwy 6TTwg ta Google Analytics kai
AAAWY TEXVIKWV TTPOBAEYNS TS AYOPACTIKAGC CUUTTEPIPOPAS Kal TTWG JEGTW AUTWYV TWV
epyaAciwv utropei va BeATIWOEI kal va evioxuBei n kartavoun Twv SI0BECIYWY ETTIXEIPNCIOKWY

TTOPWV.

TéNoG, yiveTal avagopd oTIG NOIKES Kal TEXVOAOYIKEG TTPOKANOEIG TTOU OXETICOVTAl e
TNV avdAuon Tou ouvaloBUaTog Kal TN XPHoN TWV TTPOCWTTIKWY OeOONEVWYV, KATAAYOVTAG

OTO CUUTIEPACUA TNG KPICIUNG onuaaciag Twv MeydAwyv AsdopEvwy yia TIG ETTIXEIPAOEIG, TOOO



OTO KOMMATI TNG BIWCIYOTNTAG KAI TNG KAIVOTOMIAG TOU Wn@IOKOU EUTTOPioU, OG0 Kal TNV

IKAvOTNTA TNG TTPOCAPHOYAS TOUS OTIGC adIAKOTTa HETABAAAOUEVES QTTAITHOEIG TNG AYOPdG.



Abstract

The dissertation examines the use of Big Data as a powerful and useful tool for
analyzing consumer behavior and emotions regarding e-commerce. The aim of the thesis is
to highlight the value of analyzing data mainly from digital sources, such as social media and
e-commerce platforms in order to predict market trends, improve user experience and

optimize marketing strategies.

Initially, there is an attempt to theoretically analyze the concepts of Big Data, its
characteristics and its importance in business decision making. The usage of Big Data and
the competitive advantages it brings to businesses is presented, as it becomes possible to
predict future market trends, the way in which they contribute to the personalization of
products and the improvement of the consumer experience.

Consumer behaviour is analyzed in the context of digital commerce, where the actions
of users are recorded and evaluated in real time, due to the use of new technologies. The
extraction of data from social media, through Sentiment Analysis and Natural Language
Processing (NLP) techniques, is extensively presented, aiming to extract valuable information

about consumer preferences.

Moreover, the various applications of Big Data in the field of digital marketing are
presented, such as personalized targeting, differentiation strategy, mapping the consumer-
user journey, etc. In addition, the use of tools such as Google Analytics and other techniques
for predicting buying behaviour is discussed and how through these tools the allocation of
available operational resources can be improved and enhanced.

Finally, reference is made to the ethical and technological challenges related to
Sentiment Analysis and the use of personal data, concluding with the critical importance of
Big Data for businesses, both in terms of the sustainability and innovation of digital
commerce, and their ability to adapt to the ever-changing demands of the market.
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