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Yelioa Eykvpotnrog

Ovoportenovopo @ortnt: [Hopackevr| Evmdxn

Tithog Avmhopatikig Epyaciag: To Brand Activism og Epyoieio Kowvovikng Emkowvoviag:
Mooty Avaivon Pneoxav Kapravidv oe Emleypévec Mapkeg

H mapovoa Aummhopatikny Epyacio exmovinke 610 mAoiclo T@V 6TOVOOV Yo TNV omdKTnor &§
OTOOTACEMC  UETAmTUYKOD  Tithov oto  [Movemomuo Nedmolig «kou  eykpifnke  oTig

..................................... [nuepounvia £ykpiong] omd to péAn g E&etactikng Emrpommc.

E&etaotikn Emitpomn;:

IIportog emPrénwv (Iavemotpio Nedmolg I1dpog): Zotipng ATocToAOTOVAOS, AEKTOPOS
Méhog E&etaotikng Emtpomng: .o

Méhog E&etaotikng Emtpomng: .o

HYTIEY®YNH AHAQXH

H IMopackevr] ZEvmdkn , yvopiloviog TG cLuvERELES TG AOYOKAOTNG, dNAOVE vrevbuva OTL M
nmapovoa epyacia pe Titho «To Brand Activism w¢ Epyoleio Kovowvikne Erikorvaviog: Tototikn
Avalvon Yneiaxov Koumoviav oe Emileyuéves Maprec», amoTteLel mpoidv avotnpd TPOSMTIKNG
gpyoociag Kot OAEG Ol TNYEG MOV EY® YPNOWWOTOMoEL, £xovv OMAwmbel katdAAnio oTIg
BBAoypapikég mapoamoumég ko avaeopéc. Ta onueio 6OV €xm YPNOIUOTOUCEL 10EEG, KEIPEVO
Nkl TyEC GAA®V GLYYPUPEDV, OVOQEPOVTOL ELOLOKPITO GTO KEIPEVO UE TNV KUTAAANAN
TOPOTOUTT KOL 1] OYETIKN avapopd TeEPLOUPAVETOL 0TO TUAUO TOV PPAOYPOPIKOV avapophY
HE TAT P TEPLYPAPT).

H Anioboa



Hepiinyn

H mapovoa petantoylokn dwatpipr e&etdlel To brand activism g epyaieio KOW®MVIKNG EXKOWVOVING
0T0 Yneuwkd mePPAilov, He EUQOOT) GTOV TPOTO LE TOV ONMOI0 GUYYPOVEG EAANVIKEG E€TOIpEieg
avTihappdvoviat, vioBetovv N e&etdalovv To €vOEgYOUEVO VIOBETNONG TPOKTIK®V brand activism 610
TAIC10 TOV YNOK®OV TOLG KOUTOVIOV. X& €vo, TEPPAAAOV aVLENUEVOV TPOGOOKIDY OTO TOVG
KATOVOAWOTES Y10 60T afloK TOTOOETNON TOV HOPKOV OTEVOVTL GE KOWMOVIKA, TEPPUALOVTIKG KoL
moATIopika {nipata, to brand activism npoceyyileTol Mg TPAKTIKY OV VIEPPAIVEL TNV TOPASOGIOKN
Etapucy Kowovik EvBovn (CSR) kot cuvdéetor dueca pe tov €toupikd okomd (purpose), Tnv

aLOEVTIKOTNTO KO TNV TOATIGUIKY] TOVTOTNTO TV brands.

H £épevva vioBetel molotik) mpooéyyion kail Paciletal oe nudounpéves €1 Pabog ocvvevtevielg pe
oteAéyn marketing Kot emtkovmviag EMANVIKOVY etoipeldy. Ta dedopéva avarvdnkay pe ) uéBodo g
Oepotikng avaivong copewva pe to povtého twv Braun kot Clarke (2006). Ztoyoc g perétng sivan
va dlepevvnoel Tog opiletor Ko vonpatodoteitoal to brand activism omd TOVG EMAYYEALOTIEG, O
KiviTpa 0d1yovv otV VI0BETNGY TOV, TMG SOUOPPDOVOVTOL Ol CTPATNYIKES EMIKOWMVING Kol o101

TOPAyovTeG EMNPEALOVY TNV AVTIANYT TG LOEVTIKOTNTOG TWV GYETIKMV TPOKTIKMV.

To evpipata detyvovv 0T, 610 EAANVIKO TAaiclo, to brand activism exdnAdvetar Kupimg HECH
EUUECOV KOl YOUNANG VTOONC HOPOOVY, UE EUPOOT] OTN PLOCIHOTNTO, TNV KOW®OVIKH TPOCPOPA Kot
TNV TOTKOTNTA, EV® Ol PNTO TOAITIKOTOUUEVEG TOTODETNOELS AVTILETOTILOVTOL PE EMUPVAOKTIKOTNTA.
HoapdAinia, avadeucvoetol oG KBoploTIKn 1 ovaykn evBuypdppuong HETa&d oKTIPIoTIKOD UNvOUaTOoG,
ETOIPIKOD GKOTOV, 0&UDV KOl OPYOVAOCIUK®Y TPUKTIKOV, TPOKEWEVOL Ol KAUTAVIEG Va. eKAaUPavovTal
¢ avBevtiKéc Kat vo amopevyetal o kivouvog Tov woke washing.

H bSwrtpp ovpPdrrer otn OBeopntikn xotavonon tov brand activism ®¢ TOMTIGUIKOD Kot
EMKOVOVIOKOD (POIVOUEVOD OTNV EAATVIKY TPOYUATIKOTNTO KOl TPOGPEPEL TPAKTIKEG KOTELHOVGELG

Y10 TOV GYESOOUO QVOEVTIKOV GTPATYIKOV KOW®OVIKNG ETKOVOVING 6To Ynetoko marketing.

AéEarc-khe0wd: brand activism, yneuokég KOUTAVIES, OLOEVTIKOTNTA, ETUPIKOS GKOTOG (purpose),

woke washing, cultural branding, otpatnywkn entkowvwvia.



Abstract

This master’s dissertation explores brand activism as a tool of social communication in the digital
environment, focusing on how contemporary Greek companies perceive, adopt, or consider adopting
brand activism practices within their digital campaigns. In a context of increasing consumer
expectations for value-based brand positioning on social, environmental, and cultural issues, brand
activism is approached as a practice that goes beyond traditional Corporate Social Responsibility

(CSR) and is closely linked to corporate purpose, authenticity, and cultural brand identity.

The study follows a qualitative research approach and is based on semi-structured in-depth interviews
with marketing and communication professionals from Greek companies. Data were analyzed using
thematic analysis according to Braun and Clarke (2006). The research aims to investigate how brand
activism is defined and understood by practitioners, what motivates its adoption, how communication

strategies are shaped, and which factors influence perceptions of authenticity.

Findings indicate that, in the Greek context, brand activism is mainly expressed through indirect and
low-intensity forms, emphasizing sustainability, social contribution, and local identity, while explicitly
politicized positions are approached with caution. Moreover, the alignment between activist
messaging, corporate purpose, brand values, and organizational practices emerges as a crucial

condition for campaigns to be perceived as authentic and to avoid accusations of woke washing.

The dissertation contributes to the theoretical understanding of brand activism as a cultural and
communicative phenomenon in Greece and provides practical insights for the development of authentic

social communication strategies within digital marketing.

Keywords: brand activism, digital campaigns, authenticity, corporate purpose, woke washing, cultural

branding, strategic communication.



