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INHEPIAHYH

H mapovoa petantoyioxn datpipn egetaler nv avtidnymn kot ) cvprepipopd twv EAMvov
YPNOTAOV ATEVAVTL OTIC TANPOUEVES SLOENUIGELG TOL TPOPAALOVTOL OTOL LEGH KOVAOVIKNG
diktowong. Ta social media amotelovv Pacikd KavaAl ertKovOViog Kot Tpodinong
TPOIOVTOV KOl VANPECIOV, YEYOVOC TOV KOOIGTA avarykaio TV KaTavonoT) Tov TpOTo LE TOV
071010 01 YPNOTEG AELOAOYOVV KOl OVTOTOKPIVOVTOL GTO S1UPTLUGTIKO TEPLEYOLEVO TOV
epeavifetor oto Ynelokod toug TePPAAiov.

H épevva Pacictke o€ mocotikn LeB0dOAOYIKT TPOGEYYIOT Kol TPOYLATOTOONKE HECH
dounuévov ep@TNHOTOA0YIOD, TO 00i0 cuUTANP®ONKE amd 103 eviAukovg ypnoTeg LEGOV
KOW®VIKNG OkTuwong otnv EALGda. To epotnuatoloyio diepebvnoe mapdyovteg Omme M
YEVIKN GTAGT AMEVAVTL OTIC TANPOUEVEG SUPNUICELS, 1 EUTIGTOCVVN Kot 1] avTilaufoavopevn
a&lomotio, N SLENULOTIKY KOT®GT, 1| TPOCHOTOTOINOT, KaOhS ka1 1 TpodHeon
OAANAETIOPOACTC TOV XPTOTMV LE TO SOUPNUIGTIKO TEPIEXOUEVO.

Ta amoteAéopata TG £peuvag KaTadetkvhiouv 0Tt ot EAAnveg ypriotec eppavifouv pukt)
OTAGOT OMEVOVTL OTIC TANPOUEVEG SIUPTLUICELS, LLE T1 CYETIKOTITO TOV TEPLEYOLEVOL, TNV
TOLOTNTA TOV STLLOVPYIKOD Kol TO EMIMESO EUTIOTOCVVNG TPOGS TN HbpKa vor dtadpapatilovv
kaBoploTikd poro otnv amodoyn 1 v amdppryn tove. [apdriinia, dSwumotdvovial evoesi&elg
SLOPNUOTIKNG KOTMOTG, 10104TEPO, GE TEPUTTOOCELS LIEPPOAKNG cLYVOTNTOGS TPOoPoAne. Ta
ELVPNLOTA TNG LEAETNG UopOoDV va 0E10ToIN00VV amd ETOYYEALOATIEG TOV YNPLAKOD
LAPKETIVYK Yot TOV GYEOIOGHO MO OMOTEAEGHOTIKMV KOl PIAIK®OV TPOG TOV ¥PNOTN
SLOPNUOTIKOV GTPATNYIKDV.

AéEeic-Khedd:
[Minpopéveg Sapnuiceic, Méca Kotvmvikng diktvmons, Katavoimtikr copmeptpopd,
Eumiotosivn, Awenuotiki k6mowon, EAAGda



ABSTRACT

This master’s thesis examines Greek users’ perceptions and behaviours towards paid
advertising on social media platforms. Social media have become a dominant communication
and marketing channel, making it essential to understand how users evaluate and respond to
paid promotional content within their digital environment.

The study adopts a quantitative research approach and is based on data collected
through a structured questionnaire completed by 103 adult social media users in Greece. The
questionnaire explored key dimensions such as users’ overall attitudes towards paid
advertisements, perceived credibility and trust, advertising fatigue, personalization, and
intention to interact with advertising content.

The findings indicate that Greek users demonstrate a mixed attitude towards paid
social media advertisements. Factors such as content relevance, creative quality, and trust in
the advertising brand play a crucial role in shaping users’ acceptance or rejection of paid ads.
Additionally, evidence of advertising fatigue emerges, particularly in cases of excessive
exposure and repetitive content. The results highlight the importance of designing targeted,
transparent, and user-oriented advertising strategies. The study contributes to the
understanding of consumer behaviour in the Greek digital advertising context and provides
useful insights for digital marketing professionals aiming to enhance the effectiveness of
social media advertising campaigns.

Keywords:
Paid advertising, Social media, Consumer behaviour, Trust, Advertising fatigue, Greece



