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Iporoyog ko Evyaprotieg

H emloyn tov B&potoc e mopovcag LeTamTuylokng dotpiPrg dev vanpée toyaia, KoM
OTOTELEGE PUGIKT] GUVEXELN TNG EMOYYEALATIKNG OV PAGTNPIOTNTOG KOl T®V KAOTUEPIVOV
EUTEPLOV TOL amokopilo péoa amd ovtny. H evacyoinon pLov pe Tov KAAd0 TV YEOPYIKOV
£QOOIMV Kol GLYKEKPIUEVA LE TOL TPOTOVTA Bpéymng, Lov £dwoe v evkapia va £pBw c€
GLECT EMAPN LE TIG TPOKANGELS, TIG SVOKOAIEG Kol TIG KABVLOTEPNOEIS TOV EVOEXETAL VL
TPOKVYOLV KATA TN Stadpoun VG TPoTOVTOG £MG TNV TEMKT| TOPAG0CT) TOL GTOV TOPAYMYO.
[MopdAinia, pov enétpeye va katovonow o€ Pdog v TOAVTAOKOTNTA TOV HOVTEAOL
B2B2C, kafn¢ kot T onpacio TN OmoTEAES LOTIKNG, £YKOIPNG KOl GUVEXOVG EMKOVMOVING
HETAED OA®V TOV EUTAEKOUEV®V LEPDV, MGTE VA S1ocPaAileTar | opbn TANpoOPN oY Kot 1|

opoAn Agttovpyia TG EPOSINCTIKNG OAVGIONG.

H ekmovnon g mopovcag epyaciog omoTEAESE Y10, ELEVO £Va. 1OLHTEPO EVOLAPEPOV KO
dNuovpykd gpeuvnTiko Ta&idt, Katd T S1apKELN TOL 0TTOIOV ElYa TNV EVKAPIN VoL GLVIVAG®
OepNTIKEC YVADOELS e TPAKTIKEG EUTEIPIEG ATO TOV ETAYYEAUATIKO Y¥Dpo. Méca amd T
dtodkacio auT OVETTLEN TEPALTEPM TNV KPITIKT LOV GKEYN, SLEVPLVE TIC YVOGELG LOV KoL

katavonoo fabvtepo (MTHoTa ToL GYETICOVTOL LE TO AVTIKEILEVO TNG EPEVVAG.

®a N0l va exkppdom Tig BepUég LoV guyaploTieg Tpog v emPAEnovcsa KabnynTpid pHov,
xoupia Paydalov Keovotavtiva, yuo tnv moAdtiun kabodnynon, tn diopkn vrootipiEn Kot tnv
EUMIGTOCVVT] TOV LoV £0€1EE KaB’ OAN TN SIAPKELD TNG EKTOVIONG TS TApovGOG SaTtpiPng.
H ovufoin g vanpée kabopiotikn 6€ KAOE OmaLTTIKY GTIYUN TNG EPEVVITIKNG S1001KAGTOG

KO 1] ETIGTNUOVIKT] TNG KaBodynomn cuvéPaie OVGLOGTIKA GTNV OAOKANPMOT| TNG EPYUGIAG.

Idwitepec evyapiotieg opeihw emiong oto Ilovemotmuo y Tn SLVATOTNTO TOVL OV
TPOCEPEPE VO, LEAETNO® Kol Vo, EPPaBive o€ £val OVTIKEIPEVO TOV CLVOEETOL ALECA LIE TO.

EMAYYEALLOTIKA [LOV EVOLOPEPOVTO KOL TNV KOONUEPIVT [LOV POCTNPLOTNTA.

Ba NBeka axoUN vo gVYOPIETACHO BEPUE TNV OWKOYEVELD OV KOl TO OyOPL HOVL Yi0. TNV
OUEPIOTN YUYOAOYIKT VITOGTIHPLEY, TNV VITOUOVY, TNV KATAVONOT) Kot T cuveyn evidappuvon
OV LoV TTapeiyov kab’ OAn TN S1dpKELD TOV OTOVOMV Kol TG GUYYPAPNG TNG TOPOVCAG

gpyociog.

TéXog, evyaPIGTA OAOVC OGOl APIEPOCAY YPOVO Y10 VO CUUUETAGYOVY GTNV EPEVVA KoL VL

GUUTANPAOCOVY  TO EPMTNUATOAOYLD, OULUBAAAOVTIOSC OLGLUCTIKG OTI GLAAOYN TOV



amopaitnTov dedouéveov. H cuvpuetoy] tovg omoTéAece avamOGTOOTO Kol 1dwoitepa

OMNUAVTIKO PEPOG TG TOPOVGAG LEAETNG.

iiv



Hepiinyn

H nopovca duthopatiky epyacia diepevva t cvpuPoin tov Marketing emkovoviag kot Tov
Logistics otnV avtoy®VIGTIKOTNTO TOV EMLYEIPTCEDV YEOPYIKDY £QOSI®V, VIO TO TPIGUO
tov B2B2C (Business-to-Business-to-Consumer) povtélov dtavoung. O kbplog 6tdyog g
épeuvog eivar M €EETACT TOL TPOTOV LE TOV OO0 1) OTMOTEAEGUATIKY] EMIKOVOVIQ IE TOVG
TOPOY@YOVS, 1 ATOS0TIKY AETTOLPYiL TNG EPOSIAGTIKNG AAVGIdAS Kol 0 Babdc GLUVTOVIGHOD
UETAED TOV EUTAEKOUEVOV LEPDOV EMNPEALOVY TNV OVTAYOVICTIKOTNTO TOV EMIYEPTOEMV
Tov KAGOOov. [Tapdriinia, ETSUOKETAL ) GUYKPION TOV OVTIAYEDV ETLYEPT|CEDV YEOPYIKMDV
£QOJIMV KO TOPOYMYDV, TPOKELEVOL VO, ATOTLTM®HOVV 01 GNUAVTIKOTEPOL TAPEYOVTES TOV

GLUBAAAOLY GTY ONLOVPYIN CVTOYMVIGTIKOD TAEOVEKTILOTOC.

TNo v enitevén TV pELYNTIKOV GTOYWOV 0KOAOLONOTKE TOGOTIKT EPEVVNTIKY TPOGEYYION
péc® G ypnong Vo SopnUEVEOV  EPpMTNUATOAOYiI®V, To omoio omevfvuvinkay o€
EMYEIPNOELS YEWPYIKAOV €POSIMV KOl TOPAY®YOVS. XVVOAKG cuAléyOnkav 101 &yxvpa
EPMTNUATOAOYL0, EK TV 0moimVv 50 TPoEpyovTay amd EMLYEPNCELS Kol 51 amd Tapaymyovg.
H avéivon tev dedopévmv Tpayratomombnke e Tn ¥p1on Tov 6TaTioTikol Tokétov SPSS
Kot TEPIAAUPavE TEPTYPAPIKT OTUTIOTIKT, EAEYYO a&lomoTtiag pécm Tov deiktn Cronbach’s
Alpha, avdivon cvoyeticewv Pearson kot ypoppikéG TOAVOPOLUNGEIS Y10 TOV EAEYXO TOV

EPEVVNTIKOV VTOBEGEWV.

To, amoteAéopota g Epevvac Katédel&ay 0t To Marketing emkowvaviag, To Logistics kot o
B2B2C ocvuvtoviopdg ovvdéovior  OeTIKA KOl GTOTIOTIKO  OMUOVTIKG HE TNV
AVTOY®VIGTIKOTNTO TOGO TMV EMYEPNIOEDV OGO KOl TOV TOPAYOYOV. [d10itepa GNUOVTIKT
avadeiydnke n ovuUPOAN TNG OTOTEAEGUOTIKNG EMKOWOVING, TNG OVATTLENG GYEcEmV
EUMIGTOCVVNG, TNG 0EL0MOTING TOV TAPUOOCEMY KOl TNG CUVEPYAGTOG LETAED TV LEADY TNG
€QOOGTIKNG aAvcidoc. EmumAéov, Olec or epegvvnrikég vmobécels emiPeformbnkay,

vrootpifovtag T0 TPOTEWVOUEVO BemPNTIKO HOVTELO.

SOUTEPAGUOTIKY, T HEAETN OVOOEIKVOEL OTL 1 GVTAYOVICTIKOTNTO OTOV KAGSO TOV
YEOPYIKDOV £QOdimV dev EE0PTATOL ATOKAEIGTIKA OO T YOPAKTNPIOTIKA TV TPOIOVI®V 1)
v T, 0AAG SlopopeOVETOL HECOH omd TN GLUVOLOOTIKN &emidpacn Tov Marketing
emKowmviog, tov Logistics Kol TOV OTOTEAECUATIKOD GLVTOVICUOD TOV EUTAEKOUEVOV
puepav. Ta evpripota voypappilovy Ty avaykn VIeBETNONG OAOKANPOUEVOV CTPATYIKMV
d10lkNoNG MOV EVIGYVLOVV TN GLVEPYOCIN, TNV YNELOTOINGCT TOV SdIKACIOV Kol TN

dnpovpyio LaKPOYPOVIOV GYEGEDV [LE TOVG TOPOYOYOVE.



Abstract

This thesis investigates the contribution of communication marketing and logistics to the
competitiveness of agricultural input businesses within the framework of the B2B2C
(Business-to-Business-to-Consumer) distribution model. The primary objective of the study
is to examine how effective communication with farmers, efficient supply chain operations,
and the level of coordination among the parties involved influence the competitiveness of
firms operating in the agricultural input sector. Furthermore, the study seeks to compare the
perceptions of agricultural input companies and farmers in order to identify the key factors

contributing to the creation of competitive advantage.

To achieve the research objectives, a quantitative research approach was adopted through
the use of two structured questionnaires addressed to agricultural input businesses and
farmers. A total of 101 valid questionnaires were collected, including 50 from businesses
and 51 from farmers. Data analysis was conducted using the Statistical Package for the
Social Sciences (SPSS) and included descriptive statistics, reliability analysis using
Cronbach’s Alpha coefficient, Pearson correlation analysis, and linear regression analysis to

test the research hypotheses.

The findings revealed that communication marketing, logistics performance, and B2B2C
coordination are positively and significantly associated with competitiveness from both the
business and farmer perspectives. In particular, effective communication, trust-building,
reliable deliveries, and strong collaboration among supply chain participants emerged as
critical success factors. Moreover, all research hypotheses were confirmed, providing

empirical support for the proposed conceptual framework.

The study concludes that competitiveness in the agricultural input sector is not determined
solely by product characteristics or pricing policies. Instead, it is shaped by the combined
effect of communication marketing, logistics performance, and effective coordination
among the actors involved in the distribution network. The findings highlight the importance
of adopting integrated management strategies that promote collaboration, digital
transformation, supply chain efficiency, and long-term relationships with farmers.
Consequently, the study contributes to the existing literature by providing empirical evidence
on the role of communication and logistics in enhancing competitiveness within the

agricultural input sector under a B2B2C framework.



