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Evyoprotieg

H nmoapovoa dimhopatikn epyacio pe 0éua «To e-marketing otov £Evodoyelokd Topén
g EALGSog. H mepintwon g Bopeiov EALGO0G» ekmoviOnke ota mAaicio TG OAOKANp®ONG
TOV UETAMTUYLOKOD TPOYPAUIOTOS TG Atoiknong Enyeipnioewv tov mavemiotnuiov Nedmoiig

g [Haeov.

Oa MBera va guyaplomom Bepud tov emPAémovio  kabnyntn pov Ap. Avdpéa
Mocovpa Yo TIG YVOGELS TOV Kol TV TOAVTIUN Bonfeia Tov oL TPOGEPEPE Y1 TNV EKTOVNON

™G SIMAMUOTIKNAG EPYOCTOG.

Axoun Ba n0eda va guyaplotio® oAOYVYO TNV UNTEPQ OV Y10 TNV OYQTn Kot TNV

ocvvey VTOSTNPIEN 6 OAOVG TOVG TOUEIS OAO VTA TO YPOVIL.

[MopdAinia Bo N0l Vo EVYOPIGTACH TO TAVETIGTHULIO NEATOAS Y1 TIC YVMOGELS TOL
LoV HETEPEPE HECH TOV PETOMTUYLOKOD TPOYpappatos. Educotepa Ba ndela va guyaplotowm
TOVG aKkOAovOovg kKaONYNTES @ Ap. Xpnoto [Toamadnuntpiov, Ap. Avdpéa XatlnEevopmvtog,
OMdumo Toopdlov kot Ntipm MuyamAion



Iepiinyn

AVTIKEIILEVO TNE TAPOVCAG SIMAMUATIKNG pyaciag elvarn epappoyn tov E-Marketing
kabmg kot 1 ypnon Tov ot Eevodoyelokéc povaoeg e Bopelov EAAGdOg kar mo
OLYKEKPIUEVA OTIC TOAELG Beccorovikn kot XaAKIOKT, TPOKEWEVOL Vo, eEETAGTEL GE TTOL0
Babud emdpd oty opydveon kol 6TV Asttovpyio TV Hovadwv avtov. Akoua, e&etalovpe
edv 10 E-Marketing emdpd amoTeAECUATIKO OTNV OOENCT TNG EMOCKEYIUOTNTOS KO

aKOAOVOMG 6TV aENGT TOV KPOTHGEMV.

Apycd, yivetol ovapopd GTO HAPKETIVYK YEVIKA Kot TV oapnuion . E&etdlovpe ta
elon owpnuiong oe evpeion évvolr . Avoeepdpoote 6tov pOAO NG SWENUIONS GTNV
dwpopomoinon Kot v peylotonoinon tov Kepdwv. [HopdAinia yivetor ovagopd otnv

OAOKANPOUEVT EMKOWVOVIOL LAPKETIVYK KOL TNV ETOUPIKT) TOVTOTNTA KO EIKOVA TNG ETOPTOG.

210 emOUEVO KEQAAOLO, avaAVETOL 1] 1oTopie Kot 1) ovamTuén tov dtadiktvov . Akoua,

AVOPEPOVTOL TOL TAEOVEKTNLOTO, KO LELOVEKTILOTAL TG XPNIONG TOL NAEKTPOVIKOD LAPKETIVYK.

2V ouvéyeln, okolovbel 1o kKEQAAULO TOV aPOPd TOV TOVPIGUS Ko To e-marketing.
[Ipaypotonoteitoar cHYKPIGN TOV TOVPIGTIKOV UAPKETIVYK UE TIG AAAEG LOPPEG LAPKETIVYK.
[MapdAinio yivetor avagopd oto TOLVPLOTIKO e-marketing Kol TO TAEOVEKTNUOTA  TTOV

ATOPEPEL.

[Mopakdto yivetor po evoereyng avagopd oto Eevodoyelokd e-marketing kot oTig
petafoAés mov £xovv mpaypotonombel otov TaykOoHUo TOVPLoTiKd Topéa — Eevodoyetakd. H

mpomnon Tov Eevodoyeimv dtadikTvokd Kot Ta epyaieio Tov e-marketing.

Téhog , mapatiBevtol To CLUTEPACUATO THG EPELVOG TTOV TPAYUATOTOONKE LECH TV

EPMOTNUATOAOYI®OV

AéEeic khewdd : papketvyk, e-marketing, tovpiotikd e-marketing, Eevodoyeloko e-

marketing, £evodoyeloKEg LOVADES, SLOPTLIOT)



Abstract

The thesis tries to identify the implementation of E-Marketing and its use, in the hotel
sector from North Greece, the research aims to measure the effectiveness of digital marketing
in the cities of Thessaloniki and Chalkidiki. The target is to identify the best practices for user

acquisition digitally and its implications on bookings.

At the beginning we will research the marketing and advertisement. The advertisement
channels will be analyzed in broad terms. The research will measure the effectiveness of
advertisement and its correlation to profits. In addition, the thesis will cover all the aspects of

digital communication and branding.

At the next chapters we will analyze the evolution of world wide web and will try to

identify advantages and disadvantages of digital marketing.

The thesis will develop its analysis by touching the digital marketing in the field of
hospitality, will compare the hospitality marketing with other types of marketing. The main

emphasis will be given to identify the advantages of e-marketing in hospitality.

In order to identify the best practice, the thesis will present the transformation tin the

hospitality due to digital marketing. The promotion of hotels digitally and e-marketing.
Finally, the thesis will present the findings of the research.

Keywords: marketing, e-marketing, tourism e-marketing, hotel e-marketing, hotel

sector, advertising



