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MEDIA/SOCIAL MEDIA AND HOTEL ATTRACTIVENESS - EMPIRICAL
RESEARCH IN THESSALONIKI’S 4*-5* HOTELS

Aokpioov Olya

AIIMX Xyedraouog kot Avarroén Tovpiouod kou Ilolitiouod

Lepiznyn

O e€erilelg Tov teElevTaiov 600 OEKOETIOV GTO YMPO TNG TEYVOAOYiNG, £XOLV TPowOncel
TOpElG Ko vIpecieg mov atnpilovtar o peydro Pabud otig véeg teyvoroyiec. To dradikTvo
avoiyel dPOUOVE KOl PEPEL VEEG OTTIKEG OTIG EMLYEIPNOELG TOL AVOTTOGGOVTOL UE TN YPNOM
TOV UECOV KOWMVIKNG diktdmong. Xiuepa, ta Social Media éyovv éva evpd eminedo
OMUOTIKOTNTOG EVD OL XPNOTES AVEAVOVTOL S0PKMG LE OTMOTELEGHO VO ATTOTEAODY GTUAVTIKO
TPOTO EMKOWVOVING Kol TpomOnong Tmv Tpoidviov Kut vanpecimv. Kabog 1o diadiktvo éyxet
eEamlwBel oe OAO TOV KOGLO MG 1GYXVPOTUTO UEGO EVNUEPMONG KOl Ty TANPOPOPLOV, 1|
a&lomoinon Tov amd OAOVG TOVG OWKOVOUIKOVG KAGOOUG KOl PUGIKE TOV TOLPIGUOL KpiveTot
aropaitmtn. Ov Eevodoyewokés povadeg mpocapuolovioar mio 610 véo mepPPdAlov,
dlevphivovtag T TPOSPEPOUEVES VTINPEGieg Kat avaPaduiloviag To TouploTiKd TOVG TPOTOV.
Tnv 1810 oTIyun, EVIGYVETOL O AVTOY®OVIGHOG TTPAYLO TOL KAHIGTA EMTAKTIKY| TN (PO TOV
véov pécov cuvarlloyne, tov social media. H mopovco épevva e€etalel T cvuufoin tov
LEC®V KOWMOVIKNG OIKTOMONG GTNV EVIOYLON TNG OVIOYMVICTIKOTNTAG TV EEVOSoYEIOKDY

LOVAO®V.

Abstract

The developments of the past two decades in the technology, has promoted sectors and
services rely heavily on new technologies. The Internet opens doors and bring new
perspectives to businesses that are developed using online advertising. Today, social media
have a broad level of popularity and users are increasing resulting in an important way of
communication and promotion of products and services. As the internet has spread throughout
the world as a powerful way and source of information, its use by all economic sectors and,
of course, tourism is seen as essential. Hotel units are now adapting to the new environment,
expanding the services offered and upgrading their tourist product. At the same time,
competition is boosted, making it imperative to use the new media tools, social media. This
research examines the contribution of social media to enhancing the competitiveness of hotel

units.

Aéleaic wlewora: Social Media, Web 2.0, Avraywvietikétnra, Zevodoyeia,

Ocooaiovikny, Méca Kowvovikng Aiktvwens, Tovpiouog
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1. EIXATQI'H

O tovproTiKdg TOPENG OOKEL KATAAVTIKN EMIOPOOT GTNV OIKOVOUIKT (m1] Hog
YOPAG, Oe00UEVO TO OTOT0 OMOTEAEL AVTIKEIUEVO HEAETNG TOV GUYYPOVAOV LEAETNTMV.
Q¢ KOUUATL TNG OKOVOUING, 0 TOLPIoHOG emmpedlel v avamtuén, v amacyoAnon,
M otabepomoinon oTIC TWES TV TPOIOVI®MV Kol LANPECIOV KAOMG Kol TNV
eElooppomnon oto wolhylo mAnpopcdy. Ta amotedéspata yivoviol avTIANTTO pHéca
Ao TPELS PaCIKOVS AEOVES TOV OIKOVOUIKOD TOUEN TTOV ivat 1) ayopd, 1 avamTuén Kot
N mopayoyn. Ocov agopd tov Tovpiopd, n ayopd kabopiletor amd tn {ftnon tov
KATOVOAOTOV-TAEIOELTOV VD 1| Topaywyn oyetileton pe ta mpoidvra, dNAadn otV
TPOKELEVT] TOL TOLPLOTIKE KOTAAOHOTA, TO TOEISL, TV KATOVAA®ON dopdpwv ayaddv
K.AT.

Tn otiyun mov ot dvVaTOTNTEG TOV TOLPICTAOV KOl TOV ETAOYOV TOVG
dlevpvvovial, 0 KAASOS TOL TOLPICHOV OKOAOLOEl, o€ TOYKOGUO Emimedo, TIC
e€eMEelg Kot TIc ouveyOUEVESG HETAROAEG TV KOWVOVIKADV KOl OLKOVOULOY TOV YOPOV
EVOD TOPAAANAO TPEMEL VoL 00N yohVTaL OO TIC VEEG OTPATNYIKEG TpomONoNG TOV
VINPECUDY KO TPOTOVIMV TOVG.

H yopa pog evidocetor 6Toug mo NUOPIAEIS TOLVPIGTIKOVG TPOOPIGHOVS GE
ToyKOGLO €MITESO EVAD 01 aPlBLLol ATOdEWKVOOLY TN GLVEYOUEVT AOENOT) TG EMAOYNG
tov EEvav touplotdv. [Mapaxkdto, Ttapovoidletar n copPoAn tov social media otig
ueydieg Eevodoyelokéc povades. Meketdton dniadn, ov Kot pe molov tomo to, social
media pmopodv vo KaTacTicouV pio EEVOSOYELNKT ETLXEIPNON AVTUYOVIGTIKY KoL OV
TEMKA To 0PEAT TOLG lvan peTpnotpa. Xvvovdlovtog ta dvebev mapovotdleTor Kot
e€etdleton n ePAPUOYN NG CLYKEKPIUEVNG TTPOKTIKNG o€ Egvodoyela 4* kol 5* g
®eoccarovikng.

H exnévnon g epyacioc Paciotke oe PBiAoypaeikn avackénnon. [a v
KaAOTEPN KoTavonomn peretnOnkav 10 Eevodoyeio g Oeccarovikng péoa amd
Jtdkacio TV GLVEVTELEE®V KO T ATOTEAEGLLATO. - GUUTEPAGLLOTO OVOADOVTOL GTY|
GUVEXELL.

Ymv mpo evotta ™G PPAMOYPAPIKNG avaoKOTNoNS, OVOADETOL 1| Evvola
tov social media wg epyoalieia Tpom®ONoNG, S1GO00NG Kol SLOPAUIGTG TOVPIOTIKOV
TPOOPICUOV KABMG Kot 1) avaykaldtnTa VITaPENG TOLG T KOl GTOV TOVPICHO UETE T

paydaio avamtuén Tov SOIKTHOL KOl TNG LETOPOANG TOV OVOYKADV TOV TOVPIOTOV.
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AxolovBel mn devtepn evotnTa, OMOL TEPLYPAPETAL 1) €10000G TWV HECHOV
KOW®VIKNG SIKTH®GNG OYtL LOVO GTOV TOLPIoUO OAAG KOt 6TIG EEVOOOYELOKES HOVADEG.
H dvvatémta chvdeong oto Tvtepver fornoe ta Eevodoyeia va avartv&ovy 1o d1kod
TOV¢ GPEGO KOVOM ©TO O100ikTVO PECH amd TO OmMOoio €Yovv TN SLVATOTNTA VO,
CLUVOLOAEYOVTOL [LE TOVG SVVNTIKOVG TOLPIGTEG KO VO EVIGYDOLY TNV E1KOVO, KOl TN
ONUOTIKOTNTA TOVG.

H Tpim evomta pog swwdysrt otov Tovpiopd Agdtepng Tevidg pe 1o
OLUUETOYIKO d1001KTVLO Vo dradpapatiletl Tov facikotepo poro. To mepiexduevo TAov
dNuovpyeiton amd ToVG 1010VG TOVE KOTAVOAMTEG Kot vrrootnpiletol pécm tov social
media o¢ éva HEGo avTaALAYNS TOKIA®Y TANPOPOPLOV.

H Biproypagikn avacKOTnNon OAOKANPOVETOL LE TNV TEPLYPOPY] TOL TPOTOV
pe tov omoio epapuoletar To SadIKTLO dEVTEPTG YEVIAG GTOV KAGOO TOL TOVPIGHOV
péca amd Vv OA0 Kot HEYOADTEPT SLVATOTNTO TOV YPNOTOV TOL ASIKTOOV VvV
popdlovrol TAnpogopieg Kot vo cuvepyalovtar online.

Ot mopoamdve évvoleg Ppiokovv, ©TN CULVEXELD, EPOPUOYN OTIG UEAETEG
nepintmong mov amoteAovv 10 Eevodoyeio tng Oeccorovikng 4*-5* kot ota onoia
npaypatoromdnkav cvvevtedéels. 'Etol, o610 1tpito kepdloo mopovoidleror 1M
dwdwacion EKTOVIONG OGS TOWOTIKNG £PELVOC HEGO OO GUVEVTIEVLEELS KOl OTIG
evotmteg mov axoAovBovv avorvovion ta €idn avtav (3.1), o tpdmog pe Tov omoio
yiveton n emdoyn tov epotBéviov (3.2) kabhg emiong Kot T0 EpOTNUATOAGYIO TOV
GLVEVTEVEEMV OV YPNGUYLOTOONKE GTNV TOPOVGO EPEVVOL.

>10 T€T0pTO KEPAAMO, YiveTon 1 HEBOSOAOYIKN TPOCEYYIOT TG EPYACING Kol
€0TIALOVLE AMOKAEIGTIKA GTNV TAPOVGH HEAETT OOV KOl AVAPEPOVTOL TOGO O GKOTOG
0G0 Ko Ta EpeLVNTIKAE epoTHHATO (4.1) TOL KOAOVUAGTE VO ATAVINGOVUE HECO OO
1 Oadkacio Tov cuvevtenéemy (4.2). Etot, howmdv, otnyv evotnta 4.3, epdcov £xel dn
OmoQUoloTEL OTL 0 TPOTOC GLAAOYNG TV dedopévav Oa eivar mn molotikn uebodolroyia,
avaAveToL 1 OstypotoAnyio g HEAETNG 6mov dedopévov Ott Ta Eevodoyeio TEoGAP®OVY Kot
TEVTE aoTEPOV TNG OeccaAovikng eival cLVOAIKA 26, amoeaciotke 6Tl 0 apdudg tov 10
atopV (éva omd kaOe Eevodoyeio) amotelel emapkég delypa.

Y10 méumto KePOAolo, TO KGOe epdTNUA TNG £pguvag omoTeAEl pio Egxmplom
VTOEVOTNTA KO TEPTYPAPEL L0 OLOUPOPETIKT EVVOLXL LLE GKOTO VO GUVOVACOVUE TIG OAVTNOELS
Tov gpotbéiviov Kol va kataAngovpe, o©to €KTo KEPOAOo, otnv deEaymyn TV

CUUTEPOUCLLATMV KOl OTIG OMAVTICELS TV EPEVVITIKADV LLOG EPOTNULATMV.
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Ta gupApata QVTAG TG LEAETNG TTOPEYOLY CTUAVTIKEG TANPOPOPiES TOGO Y1 TOVG
EPELVNTEC OGO KAl TOVG EUTOPOVS. ATO BepnTiKy) Aoy, TPOKELTAL Y10l POl EUTELPIKT|
épeuva oL dlepeHivnoe TNV £vvola, T YPNON, TO OPEAT KAl TIS AVTIOPAGELS TV KATOVOADTMOV
(ONA. ™ ovppetoyn TG KOWHTNTAG) GE SASIKTVOKES KOWVOTNTEG TOL dtyelpilovtat ot
Eevodoyelokég povadec. ‘Etot, n pedétn cuufaiiel 6Ny KOTovonon TG CUUTEPUPOPAS TOV
KOTOVOA®DTOV OTO KOW®VIKG LEGE 0O TNV OTTIKH TOV EPEVVITMOV Kot ETEITO TOV EEVOSOYWOV.

A6 TPOKTIKN Gmoyn, 1 LEAETN TPOTEIVEL OPIGUEVEG GTPATIYIKEG Y10 TNV
QIOTEAECUATIKY TPOMON 6N TOV TOVPIGHOD 6TV TOAN TG Aeccalovikng uécm tav social
media, ta 07oi0. ULITOPOLV VO EVIGYDGOLY TIG GYEGEIC UE TOVE COTUEPIVOVG KATAVOAMTEG KoL VoL
TPOGEAKDGOVV SLVNTIKOVG KaTavalmté. Katd cuvénela, 1 £pguva extkovpel 6To va
KOTOVOT|GOVV, 0PEVOG 01 EEVOSOYOL KOl PETEPOV Ol UEAETNTEG, TNV OTOTEAECUATIKOTITO TOV
UEC®V KOWMVIKNG SIKTOMGNG MG EXKOVOVINKO EPYOAEID LAPKETIVYK GTN Plopnyavia Tov

TOLPICLOV.
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2. BIBAIOI'PA®IKH ANAXKOIIHXH

2.1 TA SOCIAL MEDIA XTON TOYPIXMO

Kobng n mAnpogopia amoteAel to Pfacikd otoryeio kot v {woydvo duvaun
MG TOVPIOTIKNG Propnyaviag, m pon NG MPEMEL VO EMTVYXAVETOL YPNYOPO, HE
axpipela ko pe acedreta. H dmapén tov péowv kotvovikng diktomong epeaviCovton
He OKOMO v KOAOWOLV Kol Vo OlEVKOAOVOLV KOTA KATOOV TPOTO TOV TOPUTAVED
610Y0.

O avéavopevog poOAOG TOV HECOV KOWMOVIKNG OIKTVMONG GTOV TOUEN TOV
Toupopol €xel amoderyBel vyiotg onuaciag otov topéa g épevvoc. Ta social
media dradpapatiCouv onuavtikd pOAo e TOAAEG TTLYES TOL TOVPIGHOD, 131 oTNV
avalfTnon TANPOPOPLOV KoL T ANYN AmopAGE®Y, TNV TPODONCT TOL TOVPIGLOV Kot
TV €0TI0ON OTIG PEATIOTEG TPAKTIKEG OAANAEMIOpOONG LE TOLG KotavoAwmtés. H
alomoinon tov social media otV TOLPOTIKY ayopd, €xet amoderyfel wg i
eEapetikn otpatnykn (Zeng and Gerritsen, 2014).

H éAevon tov teyvoroyidv KovmviKNg diktimong Pacilopeves oto tvtepvet
&xel Pondnoet tovg TagWOUOTEG VO HOPACTOVY TIG eumelpieg Tov Tadov tovg. Ot
KOWOTOOVUEVEG  OVTEG  TANpoeopieg Oewmpodvior ¢ pHit  ONUOVTIK  7NYN
TANPOPOPNONG oL umopel va fondnoel tov TPoypapUATIGHO VOGS TAEO100 1 aKOUA
Kol vo, EMNPEGoEL TV TEMKT amd@acT Tov Tovpiota oyetikd pe 1o taior tov. H
eumhokn tov social media €yel aAld&er plikd tov tpdmO pEe TOV 0omoio T dTopa
oyxedldlovv kar “xotavorovouyv” ta tagidwn (Gretzel and Yoo, 2008; Hudson and
Thal, 2013). Ot dvvnrikoi Tovpicteg pumopovv va Paciotodv GTIG eumelpies GAA®V
TOVPICTOV YO, TN ANYTN TOV OTOQAGE®Y TOVG, AOY® TG PlopATIKNG @OONG TOV
tovploTik®v mpotovimv (Litvin, Goldsmith, & Pan, 2008). AroteAolv ma epyodeio
T0. OO0 YPNGYLOTOLOVVTAL GE OAN| TN S1O1KAGIN GYEIACLOV TAEWOV OAAL Kol LETE
TOV OlKOTMV Yo TNV avtaddoyn sumepidv. H emidpaon tov pécmv Kowvmviknig
OIKTO®ONG, 1010iTEPA OTIC TTEPLOYEG UE LVYNAN eNuUN, Oa emMpPedcel ONUAVTIKA TIC
TEMKEG OmOPAGEIS TPOYpappatTicpov twv dtokom®mv (Fotis, Buhalis and Rossides,
2012).

Amo ) o mevpd, ta social media pmopel mbavotata vo cuufdirovy dueca

g v adénon g EMOKEYILOTNTAS €VOG TPOOPIGHOV. ATO TNV GAAN, ®GTOCO,
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umopel va ovuPdrovv otn Oomuovpyic brand name S1POPOV  TOVPIGTIKDOV
TPOOPIGUAV pakpompdbecua, aArd eivar Aydtepo mHovo vo odnynoovv ce o
dpeon avénon otnv tovploTiky kivnorn. Emumhiéov, ta péco KOWOVIKNG SIKTO®GONG
UTTOPOVV VO AVTOVOKAODV Kot Vo, ETNPEAloVV TIG OVTIMYELS TOV TOVPLOTAOV KO TIG
OTAGELS TOVG OC TPOG TIC “TPACIVES” N “OKOAOYIKES” Opaotnprotntes. Ot ¥pNoTEG
tov social media @aivetor 0Tt elvor mOAD mHavd va avéfoovv Kol TNV
EVOLCONTOTOINOT CGYETIKA LE TIG EMTTOCELS TOV TOEWIOTIKOV CUUTEPUPOPADV KO TOV
o PLocev evolakTikdv Abcewv (Zeng and Gerritsen, 2014).

Ot Kane et al (2012) avépepav 611 10 Facebook amotekel éva amotedecpatikd
Kol Kowvotopo mepiBdAiov mov Ba pmopodoe vo aSl0TOUCEL TIC OTOPOITNTES
oLVOEGEIC HETOED TMV OIKOAOYIKMY GUUTEPLPOPDY KOt TIG KAPOES Kl TO HVOAD T®V
KOTAVOA®TOV. AVTO UTOPEL VoL UV 00N YNOEL GE oL AUEST) OAAOYT OTIC TOEOIMTIKES
CLUTEPLPOPES, OALG emnpedlel dvvnTikd otdoelg kot alieg mov Bo pmopovcav va
OALGEOLV TIC GULUTEPIPOPES TOV TOSWMTOV pHokporpdfecpa. Mepikol axdun
Oedpnoav OTL o1 TOVPIGTEG TOV SNUOGLEVOVY EIKOVEG GE U0 IGTOGEAIDO KOWVMVIKNG
diktowong amd 1o ta&idl Tovg (trip picture posters — TPPs) mpokeiton vo éxouvv
SPOPETIKEG TAEIOMTIKEG KOl KOTOAVOAMTIKEG COUTEPLUPOPES OVTAG TO EMPETELG GTNV
ayopd TOMKAOV KOl TEPLPEPEINKDY WMV TOPd “Un eotoypagicmv”’ oV (non-
TPPs) (Boley, Magnini and Tuten, 2013).

O tovpiopodg €xet yapaktnprotel g N KOpa Propnyavia 66ov apopd Tov 0YKo
tov online cvvaAlaydv (Werthner and Ricci, 2004). T tovg TOLpLoTIKONG
OPYOAVIGHOVG, TOGO GTOV WIMTIKO OG0 Kot T0 ONUOGLo Topén, To O1adikTLo EYEt Yivet
Vo OO TOL MO ONUAVTIKA Kovalo emkowvoviog tov udpketvyk (Wang and
Fesenmaier, 2006). O Carson (2005) mopéyel po. GOVOYN TOV  OAOIKTVOK®OV
EPAPLOYADV Y10 TOVS TOLPLOTIKOVG OPYOVIGLOVG KOl TIG EMIYEPNOELS G (o “online
apyrtektovikn”. Emmpdcbeta, ot Albert ko Sanders (2003) pilodv yuwo ta 4P Tt0UL
uiypotog papketvyk (product, proce, placement, promotion) mov evieyveto mo. omd
ta 4C (customer solution, cost, convenience, communication), evé ot Newhagen ot
Rafaeli (1996) deiyvouv 6t1 6 cOyKplon pe GAAN KOVAALO SL0VOUNG KOl GUVOAAOYNG,
T0 O00TKTVO TEPLEYEL €VOL TPAYLOTIKA TEPAGTIO TOGOGTO TANPOPOPLDOV Ol OTOiES
UTOPOVV VO TPOCAPLOGTOVV KOl VO, EEATOLKEVTOVV.

H mpogavig cuoyétion g avanTuENG oTIS TEPLoYES Kot TIG Proumyovies pe

eupavn dpactnpdmrTa SIKTOmoNG £xel evBapphVel TIC TPOTACELS OTL Ol EMITLYEIS
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TEPLPEPEIOKESG OKOVOUEG OTO TOYKOGUO OWKOVOUKO GUGTNUO TPEMEL Vo, givor
“¢Eumvec” (Feldman, 1994; Clark et al., 2000).

Ta péoo Kowwvikng OSkTd®ong eivorl, €tol, HEPOS TNG OLVOUIKNG TNg
OPYAVAOTIKNG ONUOLPYIKOTNTAS, KOTELOVVOVTOL TPOG TN dNUIOVPYi Kot T dtoTrpnon
TOV OVTOYOVIGTIKOV OECUMV HE TNV TOyKOGHo owkovopia, kot PBacilovtor otnv
evioyvon TOV LEIOTAUEVOV  avTOYOVIOTIKGOV opactnpotntov (Hansen, 1992;
Castells, 2000).

"‘Eva kevtpwd 0épa yroo peddovtikny e&egpevvnon eivat o Babpdc otov omoio o
social media Swdpapatilovy poOLO GTO VO EXNPEAGOLY TI dOUN, TNV OIKOVOLIKN
emruyio Ko ™ Prooudtnta ¢ TouploTikng Prounyavioc. Eqv ta social media givan,
TPAYLOTL, L0 YEVIKT OVTOTOKPLIOT OTIC MECELS TNG Taykoouag otkovouiog (Hansen,
1992), pa avénuévn yvoorn TV dpacTnploTHTOV SIKTVOONG Kol TNG Onuovpyiog
KOOV pETAED TOV POCIKOV EVOOQEPOUEVOV pEp®V givar amapaitntn (Milne and
Ateljevic, 2001).

Eivar onuovtikd va toviotei, 61t ta 0o ta social media dev Pacilovion
OepeMwOOG 6e YOPIKY €yyvTNTO N KOWE GULUEEPOVTA, OAAL OTIG £VVOLEC TNG
eumotoovvng kol tng apotPordotrag. H peldoviiky ovioyovieTikoTnto Tmv
TPOOPICUMV KOl O1 AVATTUEINKES EMOOGELS TOV TOLVPIGLOV, dev Ba eEapTMOVTAL ATANDG
amd TOLG PVGIKOVS KO TOATIGTIKOVG TOPOLG TOV TPOOPIGLOV, TNV IKAVOTNTA TOVLS VO,
aSlomomoovv TIG véeg TEYVOAOYiEG, M TO PABog Tov avBpomivov Kepaiaiov. H
emtvyio Oa eoptnBel eniong amd To AGAPY| YOPOUKTNPIOTIKA TNG EUTIGTOCVVNG Kot
g apotPardtnrag (Fukuyama 1995).

H Biproypagio emikevipdveTon o€ pia 6epd amd TPOTOVS LLE TOLG OTOI0VG M
doun Kot ot EMOOGELS TNG TOVPLOTIKNG Prounyaviog ennpealetor and v vioBétnon
KOl TNV OVATTUEN TOV TEYVOAOYUDV TANPOQOPLOV KOl EMKOVOVIOG Kot T social
media (Buhalis and Schertler, 1999; Frew. 2000):

*  H dioyeipion s yvaoorng.

Extoc and ™ peiwon g emkowvoviog Kol T0 KOGTOS TV GUVIAAAYDV, TO
dwdiktvo, emiong, aAlAlel TO GYNUO KOL TN GUOT] TOV TOPUSOGIOKAOV TOYKOCUIWV
CLGTNUATOV SLOVOUNG KOl UAPKETIVYK TPOOPIGHOD GTNV TOLPIOTIKY Propunyovia
(French, 1998; Milne and Gill, 1998; Morrell, 1998).

*  H allayn s ooumepipopds tmv Katovalmtoy.
Evd etvar dvokoro va mocsotikomomBel 1 kovOTNTO TOL SLOSIKTVOV Yol TN

SWUOPE®MOT] TOV OVIIMYEDY TOV KOTOVOAOTOV Kot TiG Owdwkacieg ANyng
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anopdcemv, elval caeég OTL To O10diKTLO €lvar MOMN UL VITOAOYIGIUN OVVAUY TOL
SLOLOPPDVEL TN CLUTEPLPOPA TV emokenT®V (Beirne and Curry, 1999). To
dwdiktvo, emiong, mopéyel évo (oTikAg onuoaciog (Kot amopduAlo) cVVOAo
TANPOPOPLOV Y10, VO VTOGTNPIEEL TNV EMAOYN TOV KOTOVOANOTAOV KOl TNV oVATTUEN
de&loTNTOV.

*  Avartoén véwv mpoioviwv.

To dwadikTvo TPosPEPeL ot Prounyovia PEATUOON TOV SLVATOTHTOV TNG Yo
™ OPOPOTOINGT TOV TIUDV KOl ETIONG NG EMTPENEL TN UEYAADTEPT OIKTVMOON
HETOED TOV OOPOPETIKOV OTOXEIMY TOov KAAdOVL. Me amid Adywa, tOo Sl0diKTLO
BeATdVEL TV KAVOTNTO TNG TOVPICTIKNG Propmyoviag va TopEyetl po EDEMKTN oEPa
and EMAOYEC TPOIOVIV. TNV TPAYHATIKOTNTO Ol {0101 01 TOuPIioTES £YOLV I
HEYOADTEPN €vKaLpio. Vo SNUIOVPYHGOLY T OIKE TOVG “TPOGUPUOGUEVE” TOKETA.
Avt6 mov pmopel va vrootpydei, wotdco, givor 6Tt o1 online tovpicteg dev Exovv
ONUOVTIK TEAATEOKT ovOTTUEN €KTOC KL av dnpiovpyncovv online TPOCPOPES
TPOTOVTOV TOL ATAOTOOVV T1] dtadikacia Tng ayopds kot vrepPaivovv v a&io Twv
TOPUOOGLOKDV TPOIOVTWOV.

*  H evovvauwaon tov lKpov Kol LEGOIWY ETLYEIPNTEDY UECEH THS TEYVOLOYIAG.

Yrdpyet po €méKTOON TOV CAOUOTOS TNG EPYOCIONG MOV OOYOAEiTal pE TO
JUVOIKO MAEKTPOVIKO EUTOPLO MOTE VO EVIGYVOEL TO £30(POG YO TIG UIKPOTEPEG
EMYEPNOELS TOL OVGKOAN TPOGPOCTN GTO TOPASOCIUKA TOVPIGTIKA KOVAALY SLOVOUNG
(Buhalis 1999). Eivor emiong ocagég OTL M OMOTORMOOT TOV OEOOUEVOV  TOV
NAEKTPOVIKOD EUTOPIOV EYEL OPKETA OPEAN Ol LOVO Yo TIG HEYOAVTEPES eTopieg
aAAG Ko pukpotepo cuvaywviotég toug (Schertler and Berger-Koch, 1999). To
dwadiktvo €xel mOAAG Pocikd GTorEiot TOL TO KOAVOLV LU0 GNUOVTIKY EVOAAOKTIKN
A00oT OTIC TOPAOOGLUKES TPOGEYYIOELS LAPKETIVYK: Ol 16TOGEADES elvan VEMKTES, Ol
EIKOVEC
Kol o Keipeva mov tapovcstdlovv umopovv va aAldEovy aueca, TapEyovy TpocPaon
OTOV TEAATY), VLTAPYEL €EOIKOVOUNOCT KOGTOVS OGTOV TOMED TNG OLVOUNG, TV
VINPECLAOV, TOV LAPKETIVYK KOt TNG TPO®ONoNG.

*  Emntwoeig omny ayopd. pyooiog.

Apxketol amd Toug oyoAaoTéG apyilovv Tdpa va e6TIdloVV TEPIGGOTEPO GTOV

OVTIKTUTO NG LWOBETNONG TOL JOIKTHOV KOl TWV CTPUTNYIKOV TNAEKTPOVIKOV

gumopiov 6T YPNOT NG EPYNCING, GTO TPOYPAUUATO KATAPTIONG KOl TIS VANPECIES
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TapAdOoNg TOWOTNTOG G €val €VPV PACUO TOV TOVPIOTIKOV KAGOwv (Milne and
Ateljevic, 2001).
*  Armodioucoolofnon.

Yrdpyet éva av&avOopevo eVOLOQEPOV Y10 TIG EMMTMOGEIS TOV OLUOTKTLOK®DV
OLOTATIK®OV TOV TOVPLGTIKOV KAAGOL TTOV £Y0VV NON EVEPYNOEL MG EVOLAUEGOL LETOED
™G Prounyaviag kot v Kotavalotov (10img ot taddiwtikol tpdktopeg) (Reinders
and Baker, 1998; Wardell, 1998). Opiocpévolr cyolMaoctés &xovv mpoPAéyet v
Katdppevon Tov TASOWTIKOD TPaKTOopa, €KTOG €hv givar ot 0e&ldtnTeg TOL
avapaduotovy ovotootikd (McNeill, 1997). TTopoia ovtd, mapd tov avénuévo
AVTOYOVICUO, Ol TOEIOLMTIKOT TPAKTOPES £XOVV TOPAYWOPNOEL LOVO £Val TOLG EKOTO TNG
online ta&diwtikng ayopdc twv HITA katd to televtaio 600 ypoévia (Jupiter, 1999;
Milne and Ateljevic, 2001). Ta social media amoktoOv onpacio ®G oTOXEID TNG
OpYAV®OONG TOV UEPKETIVYK TPOOPIGHOV GE 0L EMOYN MOV Ol TEPIKOMES GTN
XPNUOTOSOTNON TOL dNUOGIOL Topéa oamontel v emdunéer peyordtepn a&io otov
TPOTO 7OV  damavAVTal Ol TPoLmoAoylopol papkeTvyk. Ta péoa KOW®VIKNG
SIKTOHMOMNG TPOGPEPOLYV GTNV OPYAVMCT] TOL TOVPICTIKOV HAPKETIVYK Eva epYaALEio Yo
Vo PTAcEL £va TOYKOGHIO OKPOOTPLO UE TEPLOPICUEVOVG TOPOVS GE OTOLOONTOTE

npoopicpod (Hays et al., 2013).

2.2 TA SOCIAL MEDIA XTIY EENOAOXEIAKEX MONAAEX

Amod ™V epevpeon tov Awadiktvov kot Tov ITlaykdopov Iotod, moAAég
Bropunyavieg &yovv dwatapaytel dpapaticd. [ToAléc emyeiprioeis Ppédniay o BEon va
AVTOYOVIGTOUV HE GAAEC VO TO OMOC NG YNOWKNG €MOYNS. ATO TV dmoyr Tov
Schumpeter, to AtadikTvo gppovictnke ¢ «BvEALA TNG OMNULOVPYIKNG KATAGTPOPN|C»
ov €xel OAAAEEL OMUOVTIKA TOVLG Kovoveg tov mouyviowoy (Grant, 2005). Xtnv
TpaypatikdtnTa, e To Aadiktvo €xel avEndel n ayopaoctikn 16y0g Kol LEMVETAL TO
KOGTOG LETOCTPOPNG, TePopileTarl T0 EUTOSI0 E16O00V GTNV AYOPd, O EVIEWVOUEVOC
OVTOYOVIGLOG GE TOYKOOU KAIHOKO KOl OlELVKOAVVETOL 1) OOSIOUEGOAAPNOT).
Nuepa, oyxeddv kdbe emyeipnon, aveSapttmg g BEong g £xel ) dvvatdHTHTA VO
yivet avtayoviotikny (Porter, 2008). EmumAéov, 10 Jwdiktvo emtpénet v
AVTAY®VIGTIKY Kotaokoneio evkodotepa and moté (Chaffey, 2009).

O gtanpeieg mov elvar TpoOBuLES VO TPOCAPHOCTOHV GE QVTES TIG aALYEG Bal

UTOPOVGOV VO EMLTLYOVY TOGO TO KOGTOG KOl TOL TAEOVEKTILOTOL TG O10LPOPOTOINGNG
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(Dess et al., 2010). An6 avt) Vv droymn, ta Eevodoyeio cuykekpipéva Bo pmopodeov
VO OTOKOUIGOUV 0QEAN TOGO Y10 TNV AyOPOsTIKY OGO Kol Omd TNV TAELPE TOANOTG
™G 0AVGIONS EPOJIAGHOV. LTV TPOUYUATIKOTNTO, 1] SOTHPNON TOV GYECEMV LE TOVG
TPoUNOevTEG Kol M aVTOAAQYY] TANPOPOPIOV GYETIKA HE TIG Tpounbeleg mov
amoutohHVTol NTOV SOmavnNpny Kot ypovofoOpo oTNV €m0y TOV GUOTNUAT®V TOV
BasiCovtav oto yapti (Laudon et al., 2007). Opoiwg, ToAAG pepovopéva Eevodoyeio
oLYVA dEV Elyov ayopacTiKy dSVvaur £VaVTL TOV TPOUNOELT®OV Kol TV TOPOV TOLG V1o
V0L OVTOYOVIGTOVV LE TOVE UEYOADTEPES OVTITAAOVS TOVG.

Otav mpoKeltal yuoo TRV TOANGN OO TNV TAELPA TS AAVGIONG EPOSIOGLOV,
®0THG0, 1N EMIOPUCT) TOV JAOIKTVOV £XEL AVOUEIGPNTNTA TV TLO GNUOVTIKY ETPPON
ot Egvodoyeia. Ztnv mpaypatikodtnta, To Egvodoyeia, amd tn eOON TOVG £XOVV Vo
AVTILETOTIGOLY TV EOAPTOHTNTO KOL TNV EMOYLKOTNTO TOV LANPECIOV Tovs. Eva
O®UATIO TOVL TOPAUEVEL OmMOVANTO omuepa givor oyeddv dvev aflag avplo. Ta
Eevodoyela, ®C €K TOVTOL, TIG TEPLOCOTEPEG QOpEC, émpeme va. Pocilovror oe
pecdlovieg OT®MG TOSWOIOTIKA Ypoeeio 1 ot TaEOWTIKOVG TPAKTOPES Yo Vo
TOANGOLV Ta SWUATIA TOVG 6€ TBavovg teAdteg (Buhalis, 2003). Xe avtd to mhaicto,
N advénon TV vorkokupldv pe tpdsPact 6to O1adikTvo Kot 1 avEavopevn amodoyn
tov online TANpOU®V GvolEe TO OpOUO Yoo TNV avamTLEN TV HECAlOVI®MV GTO
SdikTLo Ko TIG TAATQEOPUES Kpdtnong, Ommg To booking.com, expedia.com 1
lastminute.com. Ztnv mpoypatikdtra, onpepa mepiocdtepo ond 1o 70% twv
VOIKOKVPIOV GE TOAAEG EVPOTOTKES YDpeg Exovv TpoOcPacn oto dwadiktvo (Internet
World Stats, 2011), evd n mieloyneio Tovg ¥PNOWOTOOVY TO0 ALadIKTLO Yo T
GLALOYN TANPOPOPLOY N TNV ayopd TaSIOOTIK®V Tpoidvtev (Burns, 2005; Cox et al.,
2008; O'Mahony, 2009; Bazaarvoice, 2011). Q¢ &k T00TOL, OVTA 1 UETATOTION
épyeton po oev amotelel kmAngn, dedopévov 6t ot online pecdlovreg, oe avtifeon
HE TOVLG AVIUTAAOLG TOVG, TAPEYOLV GTOVG TMEAATEG TEPICGOTEPEG EMAOYEG, TNV
€VKOAlD, TN OPAVEID TOV TIUAOV KOl TN CLYKPION, TNV €VKOMO ypnong Kot
npocPaonc. Ta Eevodoyeia, amd v GAAN TAELPA, pumopolv va emm@eAnBobv omd TV
1epAoTIO OMOGTOOT and TOLG TOAVOVG TEAATEG, TN SUVOUIKT CLGKELOGIOL, TG GUECES
KPOTNOELS KOl TIG EWIKEG YVAGEIS TOV EKTPOCOT®OV TV Toincewv (Turner, 2011).
Ympée ovvexldpevn ovlntnon oxetikd pHe TIC OpvNTIKEG TTLYEC TV online
pecalovtov. [apodro mov pnopet va etvar waitepa emweeAng yio ta Eevodoyeio dote

Vo yepicouy Ta AdE10 SMUATLO KATE TN OEPKELN LIOG VPESTS, OTOV Ot dvBpmTot
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Taf10ebovy  MYyOTEPO GLYVE, UTOPOVV E€MIONG VO GUVETAYOVIOL LYNAO KOGTOG
npoun0etag, kabmg kot EALeWYT oyvog kot eAéyyov (Enz, 2003).

Qo1660, 1 duvatdtTo ovvdeong oto Tvtepver Pondnoe to Egvodoyeia va
Eemepdoovy v €EGPTNON OO OMOLOVONTOTE EVOLAUECO, KOODG HITOPOVV Vo
amokOYoLV 10 peclovta UEcH amd TNV avATTLEN TOV S1KOD TOVE GUEGOL KOVOALOD
oto Owadiktvo. Ta Egvodoyeia pmopodv va emw@eAnfodv amd to yeyovog OtL “ot
KOTAVOA®TEG €govv TAEOV ouvvnbicel oe oavt) v online mpocéyylomn, elvar
KAewouéva oe aut ™ véa pebodoroyia, kat ivor mBavd va cuveyicovv TV Topeia
™G épevvag oto Oladiktvo kal g Kpatnong” (O'Mahony, 2009). Tlapora avtd,
noAAo1 £EEvodOy0tl paiveTol ayvoohv To YEYOVOG OTL eV apKel va gival AmADS TopOVTES
otov 10710. Mo 1ot0oceAidn evog Egvodoyeiov Ba mpémer vo “Onuiovpynost pio
gvyaplotn gumelpia yo Tov ¥pNot’”, va e£0cQaAMOEL T CLHE®VIO LE TOV TEAATN Kot
va TopEYeL Evay €0KOAO TPOTO Y10l VO KAVEL TNV KPATNOT| TOL OMUOTION, TPOKEIUEVOL
va armo@evyel n amootacio Tov mehatdv (Huang, 2009). Agdopévov 6tL vmdpyet
EVTOVT OMUOTIKOTNTO TV EEVTVOV TNAEPOV®V, emtiong a&ilel va e&eTaotel TO KOGTOG
KOL T OQEAT TOV KIVITOV-QIMKAOV GTIS 16TOCEAIdES Kal T1G epappoyés (Miniter et al,
2011; Chipkin, 2011).

"Eva. Ao kaiplo TAEOVEKTNUA TOL SLAOIKTVLOV E1VaL 1| HLPLAOL TOV EVKOPIDV
060V apopd TV emtkowvavia. Ot cwotol Eumopot Eevodoyeiwv £xoVV EVOOUATMOOEL TIG
TopadoCLakéG Kaumivieg e online mpwtofoviies, 6mmg N pnyovhy avolntnong n to
RapKETIVYK BuYOTPIKADV, TPOKEWEVOD VO OMUOVPYNCOVY [0 10TOGEADO gvpeiog
KUKAOQOpiog kot towinocemv. ['a Tapaderypa, to Intercontinental Hotel Group (IHG)
Swpnuiletar péow tov Google AdWords kot emrpémel otovg aveEaptnrovg
WOLOKTNTEG TOV HECOV EVIUEPMONG TNV TPODONGN TOV TPOIOVTOV TNG LE AVTOAALY LN
wo mpoundeta (Google, 2010; THG, 2011). EmmAéov, to IHG Oa pmopovoe va
av&NoEL TIC TOANGELS LECH KIVITHG OLOPT UGN KO Lo E101KT] €KO00T Y10 KV TE TOL
dwtvakov g tomov (Google, 2011). Yrdpyovv emiong kot dAleg online vanpecieg
7oL TPOocPEpovtar omd To ebay.com, priceline.com 1 groupon.com mov UTOPOVV VL
evoouatmbodv og Tpwtofoviieg dtayeipiong amddoons yro TNV avénon g {Rong
TOV TEAUTAOV, akOpa Kot otav Tpénel v mapopuepiletor 6Tt o1 TOAAEG eKTTOGELS Oa
LITOPOVGaY VO, EXTNPEACOVY APVNTIKG TO EUTOPIKO ofjuo g Kaboapng 0éong (Killian
Branding , 2011). A&ilet va onuewwdel 6Tt pe 10 Atadiktvo €xel evepyomombei pa

TANOOPO VEOV ETLYEPTLATIKOV LOVTEAWDV.
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H evpeia yprion tov ynerokodv texvoroylov giye eniong po Babid enidpoaon
OTOVG TEAGTEG KOl T1) GUUTEPLPOPU, TIG OVAYKESG Kol TIG TPOoodokKies Tovg. Eival thpa
TEPLOCOTEPO AVECAPTNTOL, YVMOGTEG, OtekdtknTikol kot evélktol (Davenport et al.,
2006). Zmmv mpoypotikotra, vmootnpiletor 0Tl ot meEAdTEG €£YOVLV Yivel GLV-
onuovpyol g a&ilog, 0edopéEVOL OTL £YOLV TN OLVATOTNTO VO LOPAGTOOV EVEPYH
TOADTIUES 1OEEG, TANPOPOPIES KOl VO TOPEYOVV avaTpopoddtnon (Senge et al., 2001).

Yopemva pe toug Prahalad et al. (2000), “n ayopd €xetl yiver éva edpovp”,
OmOL Ol TEAATEC GULUUETEYOLV EVEPYA OTO OBAOYO UE TI EMYEPNOES. XNV
Eevoooyelokn Propnyavia, ovty 1 GTPOPN OO TNV TOONTIKY OTNV EVEPYNTIKN
nedateio  OtevkolvvOnKke omd TV avamTtuEn  SdPACTIKOV 10TOCEAId®YV ot
Eevodoyeia, TaEWOV Tov oyeTilovtol HE KOWOVIKEG TAATQOPUES HEC®V HOLIKNG
evnuépoong, onwg to Tripadvisor kar to Holidaycheck xafdg xor to xowvovikd
dtktva 6nwg to Facebook kot to Twitter. Aedopévov 0Tt avTéc o1 TAATPOpLES KAVOLV
o GYOMa TV TEAUTAOV €0K0A0 va voBetnBodv amo tov kabéva, “n amdcTONN CE
oTOpO ETKOVOVia Elvol GNIUEPO TOGO TOYKOGLLO OGO KOt AUEST] KO TAPOVCIALEL oL
LEYOAN TPOKAN G| Y10l OGOVS £pYALOVTAL OTOVONTOTE GTNV GTOV KAAOO NG PrAo&eviag
(Nand, 2010).

fuepa - misoynoic Tov otV Poacsilovior e a&loAoynoElS Tov
Eevoodoyeiov, ol omoieg emdumkovy pio emAoyn mov a&ilel ta ypruatd g (Lewis kou
Chambers, 2000; ZDF, 2011b). Avto, pe ™ oepd tov, anortel and ta Eevodoyeia va
dMGOVY LEYAADTEPT ELPOCT] GTNV TOLOTNTO TOV VANPECLOV KOL TNV OTOTEAEGLLOTIKN
EMKOVOVIN, EAV TPOKELTAL VAL OVTOYOVIGTOVV OTTOTEAEGLOTIKAL.

Kabe ypdvo, to Tripadvisor, n peyordtepn mAateopupa social media otov
Koopo mov oyetiCeton pe to ta&idla, Oomuootevel pon Alota amd To PPOUIKES
Eevodoyeia (Tripadvisor, 2011), n omola amoterel amddeEn 6tL KAmowol EEvoddyol
VTOTIHOVUE TN OVVOUN TOV TEAATOV GTNV YNOLOKN ETOYN.

Axopa k1 av ot online kpttikéc evog Egvodoyeiov Exovv avénbei oe onuoaocia,
éva Ko amodektd mpoPfAnuo elvar avtd g aélomotiag tovg. Oplopéva
Eevodoyelo KOTNyopouVTOL YloL WEVLOEIS KPUTIKEG KOL TOPOYN  TOPOTACVITIKMV
TANPOPOPLOV Tov Ba pmopovcay vo. aLENGOVY TIG KPUTHOEL, GE GUVIOUO YPOVIKO
dlotnpa, oAAG TEMKE odnyel o€ YouUNA] avtiinmt a&lio Kol oKOUN 7O oPVITIKEG
KPUTIKEG TTOV  CLLOPOVOVY TNV €kova €vog Eevodoyeiov pakpompdbespa (ZDF,

2011a). ITap '6ha owtd, Ta Eevodoyeio TPEMEL VO VIOBETHGOVY OMOTEAEGLATIKEG
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TEXVIKEC OLOYEIPLONG PIUNG, VO AdPovv Ta oyOA0 TwV TEAAT®V cofapd Kabmg Kot To
KOTAAANAQ LETPA Y10 VAL AtoPeLYOOVV 01 apVNTIKEG GUVETELEG. 26TOGO, TPOKELUEVOL
va avénbel n mbavoétta Betikng and-otoHa-ce-0TOHO EMKOVOViaG, Ta Eevodoyeia
npénel va. eE0GPOAMGEL TNV 1KOVOTOINGT TOV TEANTMOV KOl VO TPOSTOOGouY Vol
AmOTPEYOLV TO TPOPANHOTO EEOPYNG.

[Mopd to mMAeovekthpata To omoio. To Eevodoyeio. LTOpPoOvV Vo OTOKTHCOVY
HEG® TOV MAEKTPOVIKOD EMYEPELV, VITAPYOLV CNUAVTIKE EUTOSLOL VIO TV TEPOUITEP®
avamtuén mov amoppéovy amd v advvopio evog Eevodoyeiov vo avamtuéel o
OYVPY] OTPATNYIKN Kol KATOAAANAES CTPOUTNYIK®OV KOVOTNTEC. ZTNV TPOYULOTIKOTNTO,
ot ovvOnKeg Tov 210V adVa, OTMG TO TAYEWS LETAPUAAOUEVO Kot ampOPAETTO SEBVES
nepPGAAOV, M TAOT TOV EKOVIKOV OPYOVIGUAOV, N Toyeio avdmtuén tov véov
TEYVOLOYIOV KOl 1 OAAOYY] OTO YOPOKTNPIOTIKA TOV TEAATOV, £XOVV GoPapég
EMMTOOELS OTIG EMYEPNOELG KOL TIG VITOYPEDVOLV VO EXAVEEETAGOVV TIG GTPOTNYIKEG
Yl vo. umopEcovy va emPudcovv kat va suvnuepnoovy (Davenport et al., 2006).

Aoppdavoviag voéym T Suvolky] @Oon TG EEvodoyElakng Propmyaviog
Tapadoclokés  mpooeyyioelg Owayelpiong  €xovv  amoderyfel  SuoAeTOLPYIKEC.
[Ipokeévovr va  avtoyovioTobv omoTeAeCUOTIKA, Ta  Eevodoyeio mpémer va
V100THCOVY Uia SVVOUIKT] OKEYNG KOl VO avamTHEOVY ECKEUUEVEG KOl OVOOVOUEVEG
OTPOUTNYIKES “TTOV avTIKATOTTPILOVV TIG GLVONKES TPAKTIKA KOt KUPIOE TNV KAVOTNTA
va TpofAéyovpe, KaBdS Kol TNV avAayKn Vo OVIIOPAGOVIE G OTPOCLEVA YEYOVOTA
(Mintzberg et al., 2009). Opoiwg, eivar onuavtikd va oavamtoyBovv “dvvapikéc
wKavOTNTES” OV EMTPEMOLY OTO. EEVOOOYEID VO OVTILETOTIGOVY TNV aAAAyY], TNV
a&lomoinon TV EVKAIPLOV Kol TEAMKE Vo Letvouy UmpooTtd omd TOVG avTITEAOVS TOVG
(Brown kou Eisenhardt, 1998).

Ot mopQUETPOl TOV 10TOCEAO®MV KOW®MVIKNG OWKTOMONG £€Y0ovV TOAAEG
LOVOOIKEG GULVEMELEG Yl TOV KAGOO ™G Qrloéeviog, GLUTEPIAAUPAVOUEVOV TOV
TEANTAOV, TOV TPOCHOTIKOD KOl TNG OXEIPIoNG. ALTEG Ol MEPLOYES TOPEXOLY Ll
TAaTeopua Yoo €vo oOotnuo afloAdynong mov umopet va ypnoiponombel yio va
onpovpynoel, va mapoakolovbel kot va aflohoyel T oAU Kot TNV €KOVOL TNG
emyeipnong. To online mepleydpevo TOV KATOVOA®TOV OV dNuovpyeitan yiveTon
aQVTIANTTO ®¢ (o wwitepo 0EOTIOTN 7NYN KOl OTNV  TPAYHOTIKOTNTO, TOAD
TEPLOCOTEPO OO TIC TANPoPopieg mov divovior and 115 Evdoeig tov Egvoddywv

(Starkov & Mechoso, 2008). H cuppetoyn wog etarpeiog otny online kowvovikn
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OKTOMON €xel amoderydel 0Tl elvarl éva amodoTIKO HEGO Yoo TV OAANAETIdpaoT Kot
TNV EUTAOKT LE TOLG TBavoLg Teldtec. H cuppetoyn og avtég Tic 16TooeAdeg
TOPEXEL OTIG EMYEPNOELG UL QUECT) TPOGPACT GE €VEPYOLG YPNOTES, YWPIG TNV
avaykn mpocONKNng Kavevdg emmAEov LAIKOU 1 Aoyiouikov. ‘Eva site Kotvovikng
OIKTO®OMG oL €lvar eOKoAN TPOGPAGILO, OTAD, Kol EAKVOTIKO KOl EMITPEMEL GTOVG
CUUUETEYOVTEG VO OOYOAOVVTOL UE HOVOOIKoVS Tpomovg. [lpdypatt, dev amotelet
EkmAnén 6tL ToALd Egvodoyeia, eoTioTOpla Kot EmayyeApoTkd Tagidio Exovv e16EADeL
0TO YMPO TOV KOWOVIKOV OKTOwv. Ol emyelpnoelc @uiofeviag eivor evepyéc,
OAANAETIOPOVV UE TOVG TEAATEG TOVC, £PYOVTOL UE KOWVOTOUEC EENTOUKEVLUEVEG
Aoel kat oAl evéAktn kat dueon eEummpémon tov tehotodv (Kasavana, Nusair, &
Teodosic, 2010).

Ta online oyoio T@V KatavoAOTdV Tailovv peydAo poAO GTNV EMAOYN TOL
Eevodoyelov kat TV TOEWOV TOV Ol KATAVIAWMTEG EMAEYOVV Vo KAvouv onuepo.Me
™V ovénon Tov apBrov TV SIKTLOKOV TOT®V (0TTmG To Yelp, Tov TripAdvisor kat ot
10TOTOMOL KOWMVIKNG O1kTvmong omwe to Facebook, to MySpace, ki) mov divovv
OTOVG OLVNTIKOVG KATOVOAWTEG TNV gukopio vo kottdlovv oyoi amd GAAOVG
TPOLYUATIKOVG KATOVOAMTEG, O TPOTOG TANPOPOPNONG 0TS £ivol PUGIKS €xel aALAEEL
oAy onuepa. Kévovtoag €vo pHovadikd Kowv@viKO O1KTLO TOv EMITPEMEL GTOVG
EMIOKENTEG VAL ONUOVPYNGOLY EVaL TPOPIA KOl VO LLOPAGTOVY YVOLES, GLVAICON Ot
wtopleg, oQortoypagieg, KAT pmopel va  givor gl YN OVIOY®VIGTIKOV
mAgovekTNUaTOG N LetovekTnpatog (Seth, 2012).

Otav évag meAdng amogocilel va ocvupetacyer o€ €vo online odiktvo,
polpaletor g poptopio, dmyeiton po gpmepio, ot GALOL YpNOTES GTO OIKTLO £ivar
mlavod va ennpeactohV amd TN YVAOUN TOV 1] TV KOWVOTOoiNG! Tov, TOAD TEPICCOTEPO
amo 1o mEPLEYOUEVO TTOL TEPAaUPdveTan eWdkd og o eTopeio 1 mov oyetiletan pe
Vv wotoceAida g etapiog (Green, 2009). 'Eva aAlo epyodieio OkTd®ONG KO
emKovoviag mov €xet yiver onpoeiing eivor to blogging. H Biopnyavia Tagidiov ko
Tovpiopod onuepa Ppioketor aviipwétonn pe TIG cLvEneleg Twv blogs kabmg dev
EYouv HOVO BETIKEG EMMTAOGELS, OAAG Kol opvNTIKA, ov dgv Yivel cmoT dlayeipion
(Thevenot, 2007).

Kabe dropo pumopel vo avePfdoet mepleyOUEVO He TN HLOPON EIKOVOV, MXOV N
Bivteo yio Tovg GAAOVG, VO OTOVINGEL KO VO, GYOMAGEL, TPAYLO TOV OmoTEAEL T

Baon tov Web 2.0. To Web 2.0 éyet Gl ONUOTIKOTNTO GTO TEPLEYOLUEVO TTOV
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onuovpyeitan and tovg ypnoteg (UGC), kabdg cuykevipmvovtal TANpopopieg amd
online J1OPOPETIKEG TTNYEG TOL GLVEPYALOVTOL Y10 VO GYNUOTIGOVY TNV TEAIKN TNYN|
(Cox, Burgess, Sellitto, & Buultjens 2009). 'Eva oanotedecpotikd péGo yio va
enM@eAN00VV amd avt TNV TAON Elval Vo aKOAOVONGOVY TPOGEKTIKA TOL GYOAL0 TTOL
Exovv avaptnBel oyetikd pe v emyeipnon. H épevva €xel amodeier Ot Ol
Eevodoyeia TOV GLVOLHAEYOVTOL e TOVG TEAATEG TOVG HES® TV social media pmropodv
Vo KAVOVV TOLG TEAATEG TOVG VO, E00EVOVV TTEPIOCOTEPO, VO £YOVV ETAVEIAUUEVO
TEAUTOADYIO KO VO TO{PVOVV TEPIGCOTEPES TAPATOUTES OO TOVG EMOKENTEG TOVG.
Qo1060 KOAO, KOKO N Aoynuo, eivol (OTIKNG onuaciag ®oTe Kavéva oYOAL0 Vo UV
TEPVA OmapaTPNTO YTl Yo kdbe £va Egvodoyeio emmpeleitar GLAAEYOVTOS BETIKA
oYOMO, TPOTAGELS KOl TOPOKOAOVONGELS, Ol KATOVOAWMTEG UTOPEL VO TAPEYOLV GTO
TEAOG ML AOKT] KPITIKY Kol po opvnTikny dnpoctdtta edv 10 Eevodoyeio apnvel
onpavtikd {nuata yopig tapoinn (Kasavana, 2008).

Ta social media givar 1 poIKN TPOEKTAGT] TNG 1GTOGEADAG TOV EEVOdoyEiov,
JTNPAOVTIOG TO TEPIEXOUEVO TOV 1GTOCEAID®V TOV PPECKO KOl TPMTOTLTO Yo TNV
tonofétnon g avalnnong Kot T GLVOESN e TO Koo Tov. Mg v a&lonoinon tov
KOW®VIK®OV ONUAT®V KOl TN GULUUETOYN] HE TO KOWO-010Y0 TOL Egvoodoyeiov,
QEPVOLLE TNV EMYEIPNON OTN CLVOMAIG. YL VO EUTVEVGEL TN WETATPOMN TNG
npaypoatikng Cong. Eivar oty avBpaomivn @von va popactodpe 0Tl Hag apEcEl,
ylowtd €va Egvodoyeio mpémet va PeforwBel 6TL o1 TEAdTEG LANGOV, TOVG APETE, KoL

10 popaotkav (Graviti™, 2015).

2.3 H ENNOIA TOY Web / Travel 2.0

H ymowxn enavdctaon dapkel yopic va amodvvapdverol amd to 1980 £wg
onuepa. Mo emavacTOon OTNV  OTMOl0L GULUUETEXOLV  EKOTOUUOPLR  GvOpwmol
KaOnuepvd, o KaBEVag Y10 TPOSOTIKONKOVMOVIKOGLUPEPOV, EMLPEPOVTOS GTUOVTIKES
oAAOYEG OTIG AELTOVPYIES TNG TEXVOAOYIOG KOl TMV EMKOWVOVIDV, GNUOTOS0TOVTOG
nopdAAnia v mepiodo mov dravdovpe, dniadn v Eroyn g IAnpogopiag. To mo
YOPOKTNPIOTIKO Topdoetypa ivor avtd tov Ilaykdopov Awadiktvokov Iotod o
omoiog AOY® OVTNG TNG TEYVOAOYIKNG KOl YNPLOKNG EMOVAGTAONG, EEMOGETOL GE paL
véoL YEVIA KOl LOPQN OTNV OMOi0l TO ONUOVIIKOTEPO YOPAKTNPOTIKO Eglval OTL

ALEAVETOL 1] SVVATOTNTA TOV XPNOTOV TOV AOIKTVOV Vo LolpAlovTot TANPOPOpiES,
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va ovvepyalovion Kol va. aAANAETIOpovY petalh tovg online akOp Kol oVTOL TOV
omoimv o1 YvAdoelg 0ev eivol eEEIOIKEVUEVEG GTO TOUEN TOV VTOAOYIGTMOV KOl TOV
dwtowv. H e£éMén avt tov Tlaykocpov Aadiktvokov Iotov meprypdopetol pe tov
o6po “Web 2.0” ] cuoppetoykd S1odikTLo.

To mepleyduevo mov Omuovpyeitar oamd tovg Koatavolmtés (Consumer-
Generated-Content, CGC) kot vmootmpiletor péow tov social media eivar éva
“Uetypo yeEyovOTOV Kol amOYe®V, EVIVTMGEMY KOl CLVOICONUATOV, PACIUOV Kot
afdoiuov TANPOPOPL®Y, EUTEPLOV Kot evoeyopevmg kot onues”’ (Blackshaw &
Nazzaro, 2006). Xt0 KOppdtt T@V TaEO1MV Kol TOV TOVPIoUOD, TOAAOL EpEVVNTEC GTO
TapeABOV, EGTIONGAV TNV TPOGOYN TOLG GTIC KOWVMVIO-YVYOAOYIKEG TTUYXEG TNG XPNONS
tov social media (Kim, Lee and Hiemstra, 2004; Wang and Fesenmaier, 2003;
Wang,Yu, and Fesenmaier, 2002).

O1 Koo TES EIKOVIKMOV TOVPIET®OV, O0Tws T0 Lonely Planet kou to IgoUGo,
OOV 01 TOVPIOTEG UTOPOVV VO AVTOAAAEOLY AmOYELS Kot eumelpiec oe Bépata Kovvh
EVOLPEPOVTOG VTLAPYOVY TEPITOL amd To. TEAN TNG Ogkaetiag Tov '90 Kot apkeTol
EPELVNTEG Olepeliviioay TOV POAO KO TIG EMMTMGELS 6T TAAIGLO TV TASIOIDV.

[T mpoécPaTa OGTOGO, 01 VEES SLUDIKTVAKEG EPAPUOYES TTOV £XOVV TPOKVYEL,
TPOGOETOLV OVGLOGTIKA TNV AVTOAAQYT) TANPOPOPLOV UETAED TOV KOTAVIAMTOV.
Nuepa, to “Web 2.0”, mov cvyvdavapépetar ko wg “Travel 2.0” otov Tovpiouo,
nepthopPdvel (o celpd omd véeg TEXVOAOYIKES eQapuoyéc Ommg tags, vlogs,
podcasting, blogs «.d. (Schmallegger and Carson, 2008).

To Web 2.0 givon pio @pdon mov mpwtoypnoipomomnke and v eropio
O’Reilly Media to 2004 kou avoeépetor o £vo Opapa, | o€ pio Tpdtacn Yo pio
devtepn yevid vmpectdv mov Pacilovtatl oto AtadikTvo — OTtwg Ta social networking
sites, Ta wikis, To gepyaieio emkovoviag KAT — kot divouv EUEAcT] 6T SLdOIKTLOKN
ovvepyoosio petaEy tov ypnotov. H O’Reilly Media, ce ocvvepyacio pe v
MediaLive International, ypnowomoince ™ ©@pdon ocav TITAO Yoo Ho GEPE
ouvedpinv, Kot omd 10 2004 pepikoi teyvikol KaBDS Kol TOPAYOVTIES TNG AYOPag EXOVV
vioBetnoet tov O6po. Ilap'dAa avtd, 10 axpPéc vomuo mopapével ovolytd o€
OVOADGELS KOl OPIGLLOVG.

‘Evvoleg  0mwg  Swdpootikdtro, Svvoukd  meplExOUEvo,  cuvepyaoia,
OLVEIGQOPA Kot Kowvotnta, social computing dradpapatiCovv TAEOV TPOTAYOVIGTIKO

poLo kot To web 2.0 avTITpoGMOTEVEL VTEG TIG AAAAYES.
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Av ko 0 6pog web 2.0 divel v aicOnomn Ot amotedel pia véa £K000TM TOV
kowvov WEB, 0v6106TIKd dev TPOKELTAL Y10 KATO10 KOUVOVUPYL0 TPMOTOKOAAD TOV OAAG
Y. 0AAOYEG GTOV TPOTO TTOL YPTCLUOTOLOVVTOL Ol O VIAPYOVOEG TEXVOAOYIES Ko
OTOV TPOTO TOV Ol GYESINOTEG TANPOPOPIOKAOV GUGTNUATOV KOl Ol YPNOTEG
ypnopomrooHv to oadiktvo. H kuplopyn thon eivar va ypnoylonoleitar ¢ to HEGo
(TAateopua) Téveo 6to 0moio Ba TPEYOVV 01 EPUPUOYES KOl VIINPEGIES, TOAAEG O TIG
omoieg péypt tpa £Tpeyav tomikd otovg H/'Y (Kaitooyudvvng, 2007).

O Tovplopdg etvat £vag omd TOVG TOUEIG TOV EXEL TANPMG EVOTEPVIOTEL TIG VEEG
avtég eEediéelc TToAEG TOmIKEC Kol TEPLPEPEIOKEG TOVPIOTIKEG VLINPECIEG EYOVV
EMEVOVGEL CNUAVTIKA G’ OVTE . TIC VEEC TEXVOAOYIEC.

Ta kopra yapaxtnpiotikd tov WEB 2.0 gtvon ta e€ng:

* To 06wwdikTvo KOl OAEC Ol GUOKELEC TOL €ival GLVOESEUEVEC GE OVTO,
OTOTEAOVV [0 TOYKOGLLO TAOTOOPLLO. ETOVOYPTGLOTOLOVUEV®OV VINPECIDOV
Kol OE0OUEVMV, TO. OTOleL TPOEPYOVTAL KLPIOS amd TOLG 1010VG TOVG YPNOTESG
KOl OTIG TEPIGGOTEPEG TEPUTTACELG SLUKIVOLVTAL EAEVOEPQL.

*  AoylopiKd, mePLEYOUEVO KOl EQAPUOYES 0volyTOD KOdKa (open source).

*  Xpnon xupimg “ehaeplis” texvoroylag o€ 0,TL a@Opd T0 TPMTOKOAAW, TIG
YADOGEG TPOYPOUUATIGHLOD, Ta interfaces, evd SOmMGTMOVETOL KO i TAOT] Yo
ATAGTITO GTOV TPOYPOUUOTIOTIKO GYESIAGIO TOVG,.

o ZuveyNg Kot QUEST OVOVEMGT] TWV OEOOUEVMVY KOl TOV AOYIGUIKOD.

*  IIpo®Bnomn Tov dNUOKPATIKOD YOPAKTIPO TOV SLAOIKTVOV, LLE TOVS XPNOTES VAL
£YOLV TOV TPOTAYOVIGTIKO POAO.

e Avvatomnta yuoo avolyTn EmKOW@Via, avadpact, Odyvon TANPOPOPI®YV,
GUEOT) CLYKEVTPMOT KOl EKUETAAAEVGN TNG YVAGCTS TOV YPNOTAOV Y10 S1APOPa
ntiuota.

*  Apoidpoun emkowvovio TOL YPNOTN UE EMYEPNOCELS 1 OPYOVIGUOVS OV
umopel vo  €xel oav OmOTEAECUO. TNV EMOPOCYT] TOL O©TN VBETON
katevBivoewv kot ANyn  amopdacewv  Evvoleg  Omwg  collaboration
(ovvepyacia), co-operation (cuvepyooio) kol communication (ETKOWV®Vio)
etvan faotkd KAeW18 avtng TG Yevidg Tov Web evd 1 opdon, “The Machine is
Using Us”, oniadn “H Mnyavy eipoocte Epeig/ypnowomoei Epac”,

TEPLYPAPEL TOAD amAd TV vootpomia Agttovpyiag tov. (Wiggler, 2007).
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2.4 E®APMOI'EX WEB 2.0 XTON TOYPIXMO

Mio and Tig peyahdTEPEG TPOKANGELS TOL KAAOVVIOL VO OVTILETOTICOVV Ot
EUTAEKOUEVOL GTOV TOUED, TOVL TOLPWOUOL &tvar M €EEMEN TOL  GUUUETOYIKOV
dwadwktvov (web 2.0). O 6poc Web 2.0 (Iotog 2.0), ypnopomoteiton yio vo meptrypdyet
™ véa yevid tov Tlaykocpov Iotov 1 omoio Paciletar oty 6A0 kot peyodtepm
duvatdHTTo. TOV XPNOTOV TOL AldKTOoV Vo potpalovtal TANPOPOpieg Kol v
ovvepyalovtot online. Avti 1 véa yevid elval po SUVOULKT] O1OOTKTVOKT TAATQOPLLOL
oTNV 0moio. UTOPOLV VO OAANAETOPOVY ¥PNOTEC YWPIC EEEIOIKEVUEVEG YVIOOELS OE
0£UaTO VTOAOYIGTAOV KOl SIKTOMV.

Onwg avaeépnke mapondve, copeove pe tov O'Reilly (2005), pe tov 6po
web 2.0 mpoodiopilovior ot de0TEPNC YEVIAC OOSIKTLOKEG VANPEGIEG, Ol OTOIEG
Bacilovtar oe meplexdpevo to omoio Onpovpyeitor amd Tov {510 ToV KOTOVOAMTY.
Tétowov €ldovg vAomomoelg eivar to Kowveovikd diktva, to blogs, ta wikis, ta
gpyoieio emkowvmviag To omoio €0TIAlOVV OTN GLVEPYOGIO Kol TN Oudyvom
TANPOPOPLOV UETAED TOV XPNOTMOV TOVG. ZTOV 1010 optopd ot texvoroyieg web 2.0
opifovtor ®¢ po emyelpnUATIKY enavdotacn ot fropnyovio TG TANPOEOPIKNG, N
omoio. TPoKANONKe amd TV TPOcEyylon Tov S1adIKTOOL GOV TAATOOPHO KOL Lo
amOmEPA VoL YIVOLV KOTAVONTOL 01 KOAVOVES TNG EMTVYIOG VTNG TNG VENS TAATOOPLOC.

2Opeova pe apketods epeLVNTEG, Ol TALOV OMUOPIAElG epappoyég web 2.0
etvar T blogs, ta cvompato Pabporoynong Eevoooyeiwv (hotel rating system), ot
yopot cu{ntmoewv (forums), o RSS (Really Simple Syndication), to podcasting, ta
wikis, Ta Kowevikd diktoa, To. mush-ups x.d.

[Mopakdto Tapovctdloviol OpIGUEVE 0T TO YUPUKTNPLOTIKA TOV EQAPUOYDV
AUTAOV KOl 1 ¥PNOUOTNTA TOVG Yo TS ToLvploTikég epapuoyés (Lohtia, Donthu and
Guillory, 2014).

* lIotoAéyra (blogs)

[Ipékertor  yoo  SodkTvOKA NUEPOAOYRL T  OTOlM  EMTPEMOVY  OTO
EYYEYPOUUEVE LEAN TOV VO OVOPTOVV CUEWOUOTO GYETIKO He TN Oepatoroyion Tov
blog. Tétowov &€ldovg TOVPIOTIKG 1GTOAOYID TOPOKIVOOV  TO HEAN TOLG VO
KOLVOTIOW|GOVV TN YVAOUN TOLG KOl VO LOIPAGTOVV TIG TAEIOIMTIKES TOVE EUTELPIES, VOl
AVOPTHGOLV POTOYPAPIEG TOV TPOOPIGUAOV TOV EMCKEPONKAV KOl VO dDGOLV TIG

ovupovréc tovg. Ta TOVPOTIKA 1GTOAGYI OOTEAOLV OAO Kol TEPLGCOTEPO
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ONUOVTIKES TTNYEG TTANPOPOPIDOV CYETIKMV E TIC TOVPIOTIKEG EMYEIPNOELS GE OAO TOV
kocpo (Lohtia, Donthu, & Guillory, 2014).
*  X®pot cvintieswv (forums)

O yopot ocu{ntoewv elvar éva akoun onuaviikd epyoieio tov web 2.0.
Atvouv T LuVOTOTNTA VO GLYKEVTPMVOVTOL YVMOUEG KOl OTOYELS OYETIKEG e Eval OEpa
KOOV EVOLOPEPOVTOC. XTOV TOVPLOTIKO TOUEN VILAPYOLY TOAAOL YMPOl GuINTHCEWMV 01
omoiot PIA0EEVOTDV amOYELg Kot oYOALN YIMAS®OV avOpOT®V 01 00101 KATAYPAPOLY TIG
Ta&10TIKEG Tovg eumelpieg. Evdewktikol ydpotr OSadiKTuoKdY ocvintnoemv e
TOVPIOTIKO TePleOuevo €ivar ot Www.virtualtourist.com (World Travel Forum),
WWW.tourismzone.com. x.d.

+  Xvomqpota Padpordynong Eevodoysimv (Hotel Rating Systems)

Tétowov €idovg ovomuoto divovv o610 Ypnotn TN SvvaTOTHTA VO
Babuoroynoet tic vanpecieg mov EAafe katd TN dapovh tov og éva Eevodoyeio. H
Babuoroyia avtn eEeAKTIKA KATATAGGEL TO EEVOdoyeio og katnyopieg amd TV dmoyn
¢ moldtnrtag eSumnpénong Kot 6€ avt T Paduovounon pmwopodv vo avaeepbodv
duvNTIKol TEAATEG TPOKELUEVOD VO, TTAPOLV TIG OTOPACELS TOVC.

« Podcasting

O 6pog mpoépyetar amd ™ cvvBeon g ovopaciog e cvokevng [Pod kot Tov
opov “broadcasting”. TIpokeirton yio eplppoyég ol omoieg emTpémouvy T dNUOGIgLOT
Bivteo Kol MMTIKOV OTOGTOCUATOV GE SOOIKTLOKOVS TOMOVS. TEToov €100V
dradiktvakog tOmog eivor to Www.youtube.com . Efuepo 37 TOAAES EMLYEPNOELS
TOPOYNG TOVPICTIKOV VANPEGLOV YPNOLUOTOOLV TEYVOLOYieg podcasting yi TNV
TpomOnon TV TPoidvtemV Tovg dAAL Kol cav éva mpdcsbeto péco emkovmviag (Vo
TN LOPON EVOG “padloP®VOL” 1 EVOC «TNAEOTTIKOV KOVOAMOV” 6TO d10diKTLO).

« RSS (Really Simple Syndication)

H rtexyvoroyion RSS emupémer oto yprotn va AopPdaver evnuepopéves
mAnpoopieg o BEpata Tov evolaPEPovtog Tov. Ot vmpeoieg RSS Aappdvovron xot’
OTOATNON TOL £vOlAPEPOUEVOL oTn Pdom pog “cuvdpouns” (Oxt amapaitnTo avayKkn
eni mAnpoun). O cuVOPOUNTNS LING TETOLNG VIINPEGTNG OE XPEIELETOL VO EMOKETTETOL
TOUG EMPUEPOVS LODIKTVOKOVS TOTOVS Yo Vo JPACEL TIC TANPOPOPIEG TOL TOV
EVOLOPEPOLV, AL OLTEG CLVEVAOVOVTOL GE L0 “pon” Kol epeaviovton o€ o eviaio

oeAda.
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« Tagging
[Ipékertar ywoo ™ SvvVATOHTNTO OV TPOGPEPOLV  JSLOdIKTVOKOL TOTOL Yl
TPocHNKN AEEE@V-KAEIDIMV KOl KOTYOPLDV GTO TEPLEYOUEVO TOVG. [l Tapddetypa, o
SLOIKTLOKOG TOTOG avTOAAYNG PoToypapldv Flickr ypnowomnotel v teyvoroyia
tagging yio vo 6ivetl 1 dSuvaTOTNTO GTOVG EMOCKENTEG TOL “vo. fpioKovy pmToypapieg
LLE KATTOL0 KOWVO YOPOKTNPLOTIKO .
+  Kowovika diktva (social media)
Ot dradikTvakoi TOmol KOwmvikng diktbmong onwg to Twitter, to Facebook,
10 MySpace enav&dvouv dlo0pKdS T0 pOAO TOVG GTO TTEdIO TNG OVTAALAYNG ATOYEWV
TOV VIOYNPLOV TEAATMV TOLVPLOTIKGV VINPESIOV. Ta Kowmvika diktva eEedicoovtal
0€ ONUOVTIKA epyaAreio TPOo®ONONG TOLVPIGTIKAOV TPoopicudv, kabopilovtag €161 oe
peydro Pabud Tig dpacTnPlOTNTES Kol TOMTIKEG HAPKETIVYK TmV emyeipnoemv. Ot
TOVPIOTIKEG EMYEPNGELG EXOLV TN SLVATOTNTA VO AVOPTOVV YPTCLUES TANPOPOPies
YL TOVG VTOYNOLOVS TOVPIGTEC, PIVIED TOLPIGTIKMOV TPOIOVIWV TTOV TPOGPEPOLYV,
EIKOVES, LOPTLPIEG TEAATMV KOt VO ONULIOVPYOLV TTEPLoyES online culntnoemv.
e Mash —ups
Me tov Opo mash-ups mePLyplPETOL 1 GLUVEVOGYN VANPECIOV TOAADV
SSIKTVOKMV TOTWV MoTE va. Topaydel o véa vanpeosio. Tétoov gidovg vanpecia
elvar n Google Maps API, n omoia diver ™ dvvardémra ™¢ avalnons Mg
tonofeciog pe moAlomiog tpdmovg kol kprriple. Tétowov €ldovg epappoyég
YPNOLOTO0VVTOL 0d TOVG TOLPICTES Yoo TNV €Vpeom Egvodoyeiwv, ecTiaTopimv Kot
onueiov evolapépovtog dtav avtoi fpiokovtal 101 oTIg SIKOTESG TOVC.
*  Wikis
Me tov 6po wiki meprypapeton €vag SadikTvaKog tOmog o omoiog divel
dVVATOTNTO GTOVG EMOKENTEG TOL Vo TpocBétovy Kot va emeepydlovtol Tepleydpuevo
YPNOUOTOIOVTOS TO QLAAOUETPNT TOLG. Tétoov €idovg dadikTvaKkol TOTOL
eEeMocovToL KOl 0VOTTOGGOVTOL OTd TOLG 101006 TOVG EMCKENTES, Ol OTOT01 EXOVV Kol
10 pOAO TOVL GLYYPAEEN TEPEXOUEVOD. O o INUOPIANG SAdIKTLOKOG TOTOG TOTTOV
wiki etvan to Wikipedia.com, pio online PiAioOnkn tng omoiog to mepleyOUeEVO
onuovpyeiton ko enelepydletar amd Tovg 1010Vg TNG TOVG YPNOTES. XTOV TOUEN TOV
ToVpIopoy 0 JdkTLOKOG TOTog wikitravel.org eivon o amdmelpa YpNoTOV TOL

SLdIKTVOV VO SNUIOVPYNGOLV KOl VO, EVIUEPDOVOLV £vav TOYKOGHO TASIOMTIKO
odnyo6 (Lohtia, Donthu and Guillory, 2014).
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3. HOIOTIKH EPEYNA ME YXYNENTEYZEIX

Ot cuvevte&elg gival amd TIG MO YVOOTES GTPATNYIKEG GLAAOYNG TOLOTIKAOV
dedopévmy. Ot JPOPETIKEG GTPATNYIKEG TOLOTIKAOV GLVEVIELEE®MV GE KOWY| ¥p1on
TPOEKLY OV Omd TIG SLAPOPEC TEDUPYIKEC TPOOTTIKEG LE OMOTEAEGUO U0 HEYAAN
SlaKOOVOT HETAED TV TPOGEYYIGEMV OTIS CLVEVTELEELS. e avTifeon Le TIG AKPMG
OOUNUEVEG GLVEVTIELEEIC KO TOL EPOTNUATOAOYIL 7OV Ypnolpomombnkay otV
EMONUIOAOYIOL KO TIC TEPLGGOTEPES EPEVVNTIKEG LINPEGIES VYEING, KATO KOPOVg
E&xyovv efetaoctel AMyoTEPO dOoUNUEVEG OTPATNYIKEG OLVEVTELENG OTIC Oomoieg O
ouvevten&lalopevog eival mEPIGGOTEPO £VOG GUUUETEY®V OTH dadtKacio ANyng
vOnUatog amd Evay aywyd amd tov omoio avaktdtor 1 mAnpoeopio (DiCicco-Bloom

and Crabtree, 2006).

Eve 6Aheg ot ovvevtehEelg ypnOYOTOOVVTIOL Yoo VO YVOPIGOLHE TOM
EPMTOUEVO KOAVTEPO, O OKOMOG OLTNG NG YvoOpiag mokiliel avdroyo pe To
EPELVNTIKA EPOTNUOTA KOL TNV TEWOPYIKN TPOONTIKY ToL gpgvuvnty. 'ETol, kdmowa
épevva £xel oxedlaotel Yoo va SOKILAGEL & priori VTOBEGELS, XPTOLULOTOLOVTIOS GLYVA
pio TOAD SOUNUEVT] LOPPY] CLUVEVTEVENG GTNV OTolo Ol EPOTNOEIS- epediopata Kot ot
OVOADGELS EIVOL TUTOTOMUEVES, EVA GAAN EpEvVa EMLYEIPEL VO SIEPEVVIGEL TNV Evvold
KOl TIG AVTIMYELS OOTE va, Yivel KOADTEPT 1 Kotavonon 1 / kot 1 dnpovpyio Hog

vrobéoeig (DiCicco-Bloom and Crabtree, 2006).

H ovlhoyn dedopévov ypnoylomoidvtag moloTikég pHebodovg eivor o
TOAVTAELPT| SL0OIKOGIN (e TEGTEPA OOUTEPA XAPAKTNPIOTIKA: (0) 0 GKOTOG £ivar o
0G0 10 dVVOTOV TAOLGLOTEPT TTEPLYPAPT] TOV TPOYHOTIKOV TAouciov g Epevvag, (B)
dev etvar ek TV mpotépwv kaBoplopuévo emakpiPdg to Tt dedopéva Ba GuALeBOHV,
(v) ypnoyomotovvTor TOAAATAES EB0dOL GLAAOYNG dedopévarv, (O) ta dedopéva dev
elvan avtikelevikd. e ovto 10 onueio Ba mpémet va toviotel Eava ott o1 pébodot mov
TePLYPAQOvVTOL TOPAKAT® OV eivan aveaptnreg amd tov gpgvuvnty. O gpguvnng elvan
avTOS OV OLOPKAG OLHOPPAOVEL TOV TPOTO YPNONG OLTOV TV HEBOdWV, Kot M
drdkacio 660 Kot T0 AmMOTEAEGHO EEAPTAOVTOL OO TN GTACT] TOL TAIPVEL KOL TO TAG
xewpiletar v €pevva. 'Etot, vmootpileton 611 0 1010¢ 0 gpgvuvnng eivor To

epeuvnTiko epyaieio (Ball, 1990). Eivow pavepn 1 dtapopd pe T1g ToGoTIKES efdoovg
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épeuvag 6mov BePNTIKA oV SOPOPETIKOL EPEVVNTEG HUEAETHOOVV TO 1010 PUIVOUEVO
YPNOUOTOIDVTOS TNV 1010 HEB0d0 Kot dradkasio Bo Tpémel va kataAnEovy ota 1010
ocvunepdopata. [Tapakdto mopovctdlovtal OpIGUEVES TEYVIKEG GUAAOYNG OEOOUEVMV
TOV YPNOUOTOOVVTOL GE £PEVVEG TOLOTIKNG peBodoroyiag. O ydPog Kot 0 GKOTOG TOV
KEPOAOIOV 0V EMTPEMOVV KATL TEPIGGATEPO OO L0 EMPAVELNKT] TOPOLGIOCT. Ao
oA yprola Kot dtadedopéva Bifiio mov avaivovy oe Pdboc 10 "TdS" awTov TOL

eldovug gpevvav givar avtd tov Goetz kor LeCompte (1984) kor twv Reason kot
Rowan (1981).

3.1 TA EIAH TQN XYNENTEYZEQN

Ol TOWOTIKES GLVEVTEDEEIS £Y0VV YOPAKTNPIOTEL LE TOIKIAOLG TPOTOVG, GE TOALG
oLYYPOVO KEILEVO Ol TOOTIKEG GLVEVTEVEELS £(0VV EAOEPOS Otapopomombel ¢
adounTEG, Nu-dopnpéveg ko dopnuéveg (Bernard, 1988; Crabtree, 1999; Fontana and
Frey, 2005). Evd 1 6udkpion peta&d adopmTov Kol Np-0opnpUéVemy GuveVTELEE@V
etvar ypAoun, TPEMEL VoL avayvoploTel OTL avT 1 dlpopoToinot eivol TeyvnTy Kot
oLVOLALEL OTPOUTNYIKEG TOL IGTOPIKA £XOVV TPOKLYEL OO TOAD OLUPOPETIKEG
E10IKOTNTES Kat TIG mopaddcels. o mapadetypa, Tpomtomdpot g eBvoypapiog, Onmg
ot Malinowski ka1t Mead, ypnowpuonoincov povo pn SopnuéEVeG GLVEVTELEEIS LE
TOTIKEG TTNYEG TANPOPOPNONG, EVD TOTE OV ElYAV AKOVGEL Y10 OLASES €GTIOONG 1 OF
BaBog cvvevtevéeic. Tlpdopatec poppég cuvEVTEVLENS aTon®Y o€ PABoc NTav N KupLa
mmyn Oedopévev TV  TPAOTOV  QUIVOUEVOAOY®V Omw¢ o Husser kot g
KOW®VIOAOYIKNG ZY0ANG TOL Z1Kdyov, o1 omoiot ftav cuyypovol twv Malinowski kot
Mead, evd m oupdda eotioong oev eppaviCovtor ¢ £vo dokptd  epyaireio
ouvevtenEelg péypt to. péoa tov 1940 (Merton R, Fiske M, Kendall P., 1956). ka1
apykd ypnoomobnke kuvpiwg otov topéa g Epevvac papketvyk (DiCicco-
Bloom and Crabtree, 2006).

o AOMHMENEXY XYYNENTEYZELY

Kopio ovvévievén pmopel mpaypoatikd va Bewpnbei adduntn. Qotdoo,
OpPIOUEVEG elval OYETIKE pn dounpévn kot KaBodnyodviotl TeplocOTEPO 1 AyOTEPO
Katd tn odpkeld Tovg. H mo dadedopnévn addunt cuvEVTEnEn TpoépyeTol amd TNV
ebvoypaeikn Tapddoon g avBpwmoroyiag (Gilchrist V, Williams R., 1999; Merton
R, Fiske M, Kendall P., 1956). Ot &Bvoypapor cvAréyovv dedouéva pEc® TNG

GUUUETOYIKNG TOPOTPNONG KOl KOATOYPAPS ONUEIDGEMV TOUEN OTMG eKElvol
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TOPUTNPOVY Omd T TMOPACKNVIL Ko / N Omwg ot 1ol evtdoocoviol OTIg
dpactnpoteg TOoL TOopén TOovg. Koatd tn Odpkeld ovtnig g dtdikociog, o
EPELVNTNG TPOGIOPILEL oL 1] TEPIOCOTEPEG «TNYEG-KAELD Y10 VO TAPEL GLVEVTEVLEN
oe ovveyn Pdomn kot AopPdavel TpOXEPEG 1| GOVIOUEG CNUEIDCELS EVAD TOPATNPEL Kot
Kavel gpotnoeig (Agar M., 1980). Ot anyéc-kAedi emAEYOVTOL Y10 TIG YVAGELS TOVG
Kol To pOAO TOVG o€ o dtadkasion Kafdg kot tnv mpobupic Tovg Kot TV KavOTnTo
TOVG G UETAPPACTEG, EKTOOELTIKOT, GUUPOVAOL 1/KOL GYOAMOCTES Y10 TOV EPELVNTY
(Poggie J., 1972). O gpeuvnt¢ amoomd TANPOPOPIES GYETIKA pE TV EVVOlL TV
TOPUTNPOVUEVOV CUUTEPIPOPDV, OAANAETIOPAGE®Y, OVTIKEWEVOV KOl TEAETOVPYLOV,
HE EPMOTNOELS OVOOVOUEVES OO TNV TAPOOO TOV YPOVOL KaBdg 0 gpevvntig pabaivet
™ Owdkacio. Ot pun dounuévec ouVeVTEDEELG KOL Ol CMUELMCELS omd TOV TOUEN
CUULETOYIKNG TOPATHPNONG NTAV O KUPIOPYES OTPUTNYIKEG GCLALOYNG SEGOUEVMOV TTOV
YPNOLOTOLOVVTOV aPYIKE Y10l VO EKLOEDGOVY TANPOPOPIES CYETIKA LE TOVS TPOTOVG
OV Ol yloutpol opyavdvovy kot dtayelpiloviol Tig GuVAVTNGCELS PE TOLG acBeveic

(DiCicco-Bloom and Crabtree, 2006).
o HMI-AOMHMENEY XYNENTEYZEIX

[Topdtt N un dounuévn cvvévtevén deEdyetar 6 cuvoLACUO LLE TN GLAAOYN
TOV Oed0UEVOV TTOPATPNONG, Ol NUL-OOUNUEVEG GUVEVTEVEELS €lvarl cuyva M LOVT
Y1 0E0OUEVOV Y10, L TTOLOTIKT €PELVA Kol GLVIOWG EYEL TPOYPOAUUATIOTEL EK TV
TPOoTEP®V o€ £va KaBopiopévo ypovo Kot Tomo E€m amd v kabnuepvotnta. Eival
YEVIKOG 0PYOVOUEVES YOP® O £va. GUVOAO TPOKAOOPIGUEVOV AVOLYTAV EPOTNCEWDYV,
pe dAlo C{nmipoto mov mwPOKOTTOLV amd TOV OGAOYO0 HETOED €PELVNT KOl
gpotopevon. Or mu-dounuéveg ovvevievéel oe PdBog eivar M mo  evpémg
YPNOUOTOIOVUEVT] HOPPT] CLVEVTELENG YlOL TNV TOLOTIKY] £PELVO Kol UTOPEl va
npaypoatorombel gite pe éva dtopo M o€ opddec. Xvvnbwg, deEdyovtor povo pio
@opa ywo éva dropo N o opdoda ko dtopkel  amd 30 Aemtd EmG OPKETEC DPES Yo VL
0AOKANpOOEL.

To dropo oe pa cvvévievén oe Pabog, emtpénel GTov €peLVT VO Yhyvel
Babid oe Kowwvikd Ko Tpocomikd OEuaTa, VO 1 OHOOIKY] GUVEVTELEN EMITPEMEL
OTOVG €peLVNTEG va. AdPovv éva gupliTeEPO QPAGHO EUTEPLDV, OAAG, AOY® TOL
duodciov yapaktmpa g dadikaciog, amotpénel v eupdduven oto dropo (Chilban
J., 1996; Johnson J., 2002, Rubin H. and Rubin 1., 2005). Ot cuvevievéelg oe opdoa

ovyva AapBdvouy Tn Hopen TOV OPAd®V £6TINONG, LE TOAAOVS GUUUETEXOVTES KoL
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popalovtol TIg YVMOELG | TNV EUREPia TOvg Yo éva cvykekpyuévo Bépa (Merton
R, Fiske M, Kendall P., 1956; Barbour R. and Kitzinger J., 1999; Morgan D., 1997,
Owen S., 2001). Kabe opdda gotioong aviimpoo®medeL pia eviaio oviOTNTo HECH OE
éva Oelypa TV opadmv - dgv glval pior cLVEVTELEN e SloKPITA ATOMO Kol OEV €lval
évag oOVIOHOG TPOTOC GLAAOYNG otoyeimv amd Oldpopa Atopa TNV 1010 CTIyUn
(Duggleby W., 2005). Ta dedopéva Oa mpémnel emiong vo meplapfBavovy meptypopig
0V TopatnPNT Yy T duvopkn opada (Morgan D., 1997) kot ot avaidoelg Oa
TPEMEL VO, EVOOUATOVOLV TN SUVOUIKT aAANAemtidpaon thg kébe opadog (DiCicco-

Bloom and Crabtree, 2006).

o AOMHMENEXY ATOMIKEY XYNENTEYZELY

Omnoto kot av gival to emikevtpo TG HEAETNG, TO PACIKO EPELVNTIKO EPMTNLLOL
TPEMEL VO EOTIALETOL EMOPKDS, £TCL MOTE HLOL GYETIKG OUOLOYEVIG OUdOa Vo €xEl
potpootel gumelpieg oyxetkd pe to 0épo (Miller W, Crabtree B., 1999). To Paocikd
EPOTNUO NG €pevvoc Umopel emiong va YPNOUEDCEL G 1 TPAOTN EPAOTNON
oLVEVTEVENG, OAAG peTa&y Tov gpotoemv 5 kot 10 avortuccovioar cuviBmg mo
CULYKEKPIUEVO EPOTAATO DOOTE Vo ERPaBHVOLY TEPIOCOTEPO GE SLUPOPETIKEG TTLYES
tov 0épatog g épevvag. H emavoinmiikn @UOM NG TOWOTIKNG EPEVVNTIKNG
JldKaGiog oTNV Omoie 1 TPOKATUPKTIKY OVOAVCT] TV OEO0UEVOV GUUTITTEL LE TN
GLALOYY| OE0OUEVOV GUYVE 00MYel GE AALUYN TOV EPELVNTIKOV EPOTNUATOV 0G0 Ot
gpeuvntéc pobaivouv mepiocdtepa Yoo 10 Bépa. Or gpomoelg mov dev givon
OMOTEAECUOTIKEG OTO VO EYEPOLV TIC OmapoitnTeg MANPoQopieg umopel va
amopplefovv Kot va mpooteBovv véeg. EmmAéov, o epguvntig Ba mpémer va givan
£TOLUOG VO OVOY®PNGEL OO TV TPOYPULUATICUEVT O1AOPOUT| KOTA TN OLUPKELD TNG
ouvévtevéng, emewdn ot mopekPdoelg pmopel va givor mOAD WO TAPAY®YIKES,
dedoUEVOL OTL aKOAOVBOVV TO EVOLOPEPOV KOl TIC YVMDGELS TOL £pOTMEVOL (Johnson
J.,2002).

3.2 HEIIAOI'H TN EPQTHOENTN

Ot Sopnpéveg ouVEVTEDEELG YPTOLOTOOVVTOL Y10 VO AVOKOADYOVV TIG KOWVEG
AVTUMMYELS UG cLYKEKPILEVNG opdadac. To delypa tov epomBéviov Ba mpénel va
elval apKeTd opoloyevEG e KPIoYeS opoldtnteg mov oyetilovtal pe 1o PELVNTIKO

gpduo. (McCracken G., 1988). H enthoyr TV GOUUETEYOVTOV TNV EPELVA TOV
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TPAYLOTOTOEITOL  UE  OOUNUEVES OLVEVTEVEELS PooileTol ©€ [0 ETOVOANTTIKN
JdKacion OV  OVOEEPETOL MG OKOMUN  SEyHaTOANYic 7OV  EMOIOKEL VO
peytotonomoel 1o Pabog Kot Tov mAOVTO TV dedopévav dote vo. amavindel to

gpevvntiko epotnua (Kuzel A.,1999).

3.3 EPQTHMATOAOI'IO X*YNENTEYZEQN
1. Ilog opilere Ta social media kot ToV TOVPIGUO EVTEPNS YEVIAG;

O1 véeg O10OTKTVAKES EQAPLLOYES TTOV EYOVV TPOKVYEL, TPOGHETOVY OLGLUGTIKA
TNV OVTOAAQYT] TANPOPOPLOV UETOED TOV KATOVOAOTOV. XNuepa, to “Web 2.0, mov
ouyva avagépetot kot wg “Travel 2.0” otov tovpiopd, meptropPdavel po celpd omd
VEEC TEXVOLOYIKEG EQPUOYES OTmG tags, vlogs, podcasting, blogs «.d. (Schmallegger
and Carson, 2008). Topewvo pe mpdoeotn perétm tov Tourism Intelligence
International oyetwkd pe to online marketing kot tig véeg teqvoloyieg 6TOV TOLPIGUO
(Everything You Need to Know About Internet Marketing), 1 dadiktvaxy mopovcio
amd povn g Oev emapkel Yo va @Epel BETIKA omOTEAECUATO OTIS TOVPIOTIKEG
emyelpnoels. Oa ypeachel amd pépovg tovg M VIOBETNON UG OAOKANPOUEVNG
otpatnyikng marketing, facikd pépog g onoiog Ba etvar Kot 1 wotocerida. Mepikd

and To cvuTEPAGOT Eivan Ta akoAovOa:

O oapBuog TV ¥pNoT®V TOL J1dIKTOHOL TayKoome kotd to 2010 NToav
nepimov 2 016., [Le TOV HEGO TG0 puOUo avartuEng peta&d 2000 ko 2010 va
avépyeton o€ 18%.
- To 80% tov ypnotdv Tov d1adtkTvoL avalntd tpoidvta Kot vVInpecieg online,
eved 10 71% tov xpnotdv tpaypoatomotet Tig ayopé tov online.
- To 24% tov ypnot®@v tov d1adtkTLoL ayopdlel aepomopikd eicttiple online.
- To 16% tv ypnoTOV TOL SOOIKTVOV TPOYUOTOTOLEL TIC KPOTHOELS TOV GE
Eevodoyeia online.
2. Tlow epyaireio social media ypnoipomorcite;

H epmioxn tov social media €yel aAhdcer pilikd tov TpOTO e TOV OTOi0 TOL
dropa oyedralovv kot “katavaidvovv” ta taidla (Gretzel and Yoo, 2008; Hudson
and Thal, 2013). Ot duvntikoi TovpicTeg LTOPOVV Vo BAGIGTOVV OTIG EUTELPIES GAA®V
TOVPICTOV Y10, TN ANYTN TOV OTOPAGE®Y TOLG, AOY® NG PloOUATIKAG OoNG TV
ToVPLoTIK®OV TTPoidvTeVv (Litvin, Goldsmith, & Pan, 2008). Yndapyovv moArd epyaieia

KOW®VIKNG SIKTO®GONG TOV UTOPEL VoL YpNOLULOTOMGEL Kovelg. Avtd Ba uropovce va
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amoderyOel Tpopepd ypovoPfopo Kot KooToPOPO Yo TIG EMYEPNOELS. AVALOYO [LE TOVG
0TOYOVG TNG £TALPELNG, LTOoPoHV VO, PN CLUOTOMOB0VV GUYKEKPIUEVE EPYUAELQL.

YUVETMG, £TCL SLOPOPOTOLOVVTAL Ol GTOYOL TNG MG ETAPEING amd TNV GAAY.
Optlopévol epeuvnTég TPOSTAONGAV VO OKLOYPOPTOOLV UE Evav ¥GpTn To €101 TV
social media mpdypa mov aAlaée oty mopeia e&attiag e paydaing avamtuéng Tovg.
O apyKdc 6TOY0G TOV “YAPTN YO TO KOWMVIKO TOT0” NTAV Vo “Topatnprcouvy, va
avOADGOLV, VO EEXMPIGOVV, KOl VO TOPOVGIAGOLV TH SLVOUIKT TG GLLNHTNONG, Kot TO
TOG Kot amd o TponAbe”. O KOVOVIKOG YAPTNG TAPOVCIACTNKE LUE U0 OPYOVOUEV
TPOPOAT] TOV KOWMVIKOV OIKTOMV Kol 01 KOWVOTNTEG KOTIYOPLOmoOnkay avaroyo Le
™ xpNom, v apdbeon kot tic dvvatotteg (Solis, 2011). Me Bdon kdmola ctoryeio
(Sigala, 2008), amd 126 tovploTikég emyelpnoclg, ommv EALGSo M yprion Ko
EKUETAAAEVOT] TOL ZUUUETOYIKOV SLAGKTVOV £XEL YOUNAL TOGOGTA Kol OGOV 0pOpd
TV V0BETNON TOV VE®V TEYVOAOYIOV Kol OGOV a@opd kot v e&amlwon tov
npoktik®v Ecrm( Customer Relationship Manager). MoAig 10 42,8% ovtov mov
pOTNONKAV, ypnolwonoince TovAdylotov éva omd ta gpyoieion oo Web 2.0, yw
EMOYYEAUATIKOVG 0KOTOVS. Ao Ta 11 epyaieio mov dabétert to Web 2.0, ta €1 Egovv
xpnowonomBei, evd €vag otovg Vo mov pwTHONKe, Ypnoyorolel povo 2 and to
epyoreia. . H epumhokn tov social media éyet aAdd&el pilikd tov tpdmo pe Tov omoio
o dtopo oyxedtdlovv kot “kotavaimvouv” to toidw (Gretzel and Yoo, 2008;
Hudson and Thal, 2013). Ot dvvntwkoi tovpicteg pmopovdv va PaciGTOVV OTIC
eumelpiec GAA®V TOVPIGTAOV Y10 TN ANYTN TOV OATOPACEDY TOVG, AOY® TNG PLUOUATIKNG
@OoNG TOV TOLPIOTIK®OV TTPoidvTeV (Litvin, Goldsmith, & Pan, 2008). AnoteAobv ma
gpYOaAEin TO OOl YPNGLOTOOVVTOL GE OAN TN O1001KAGI0 GYEOAGHOD TASIOIDV OALA
KO LETA TOV O10KOTMV Y10l TNV OVTOAAAYY| EUTEIPLAOV.

H enidopaon tov pécmv KOWoVIKNG OIKTO®ONG, 1O0ITEPU OTIC TEPLOYEG LE
vynin enun, Bo emnpedost oNUOVTIKAE TIC TEMKEG OTOPACELS TPOYPUUUOTIGHOD TOV
dwukornav (Fotis, Buhalis and Rossides, 2012).

3. IIécor avOpomor dwuyelpilovrol Ta KAvOAMO 60G G6TO PNEGH KOWVMOVIKIG

OKTV®ONG;

Ta social media omoxtoOv onuacic ®G oTolKEl0 NG OPYAVMOONS TOL
HUAPKETIVYK TPOOPIGHOV GE W0, ETOYN] OV Ol TEPIKOMES GTN YPNUATOOOTNOY TOV
onpocov topéa amortel vo emdnéet peyarlvtepn atio 6Tov TPOTO TOV JATOVAOVTOL O

npobmoroyiopol pdpketivyk. Ta péca Kowmvikng SIKTH®ONG TPOGPEPOVY GTNV
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0pYAVMOT] TOV TOLPICTIKOV HAPKETIVYK €vol EPYOAEID Yo Vo QTACEL £vol TOYKOGLILO
AKPOOTHPLO HE TEPLOPIGUEVOVS TOPOLG o€ omolodnmote mpoopopd (Hays et al.,
2013).

4. Twoti 10 pé0o KOWVOVIKIG OIKTVMGNG £IVOL GNUOVTIKA Y10, TNV ETOLPEIR

L

Axopa Kt av ot online kpitikég evog Egvodoyeiov Exovv avénbei oe onuoocia,
éva KOG amodektd mpofAnuo elvar avtd g aélomotiag tovg. Opiopéva
Eevoooyeion KaTNyopouvTOl Yoo WEVOEIS KPITIKEG Kol TOPOYN | TOPATAUVITIKMDV
TANPOPOPLOV 7OV Ba PIropovcay vo. v GOVY TIG KPUTNOEL GE GUVIOUO YPOVIKO
dllonue, oAAG TeEAMKE odnyel oe younAn avtiinmn oo Kol oKOUN 7o apvNTIKEG
KPITIKEG TTOV CPOPOVOVY TNV €kova evog Eevodoyeiov pokpormpdbeopa (ZDF,
2011a). Iop '6ha avtd, ta Eevodoyeion mPEmeLl va VIOOBETNGOVV ATOTEAEGUOTIKES
TEYVIKES droryeiptong enung, va Adfovv ta oydAa TV tehatdv coPapd Kabng Kt Ta
KOTAAANAQ LETPA Y10 VO, ATTOPEVYOOVV O OPVNTIKEG GUVETELEC.

5. Hog avriperomilete To apvnTIKG oyoMo 1N po. Kpion ot ONuUN TOV

Eevoooyeiov oug;

Ot evduipeses TOUPLOTIKEG 10TOCEAMDES HECM TV OMOI®MV 0 KATOVOAWMTNG
umopel va kvel kpdtnomn oe €va Eevodoyeio, S1EVKOADIVOLY TOV ¥pNoTn AOY® TOL
TePLEYOUEVOD TO 0moio Umopel va Stopolpaletot e AAAOVS ¥PNOTES, KOOGS Kal e TN
popon oyorimv va a&oroyel OBetikd m opvnTikd Kamowo Egvodoyelo mov Exet
emokepBel. Evd ot agloloynoelg avtég mokiAlovv 6e Lope1|, M TAEloYMeio ToVg
Bacileton 010 user-generated TapadOGlOKO GUGTNUA TNG AEIOAGYNONG TOV ACTEPIDV.
Qo1060, UTopovV eniong va Paciotobv HOVO GTIS AVTIANYELS TV TOEWTOV avTi Vo
YPNOLOTOOVV GaPT KPLTHPLOL TOV YPNGLLOTOIOVVTOL GTO GUGTNLLO TS TOPUSOCIOKNG
alohdynong (Stringam et al., 2010). To user-generated mepieyodpevo pmopei vo
BempnBei og P popen niextpovikod WOM (Cox et al, 2009).

6. Mg mowov Tpémo peTparte Ta anoteAiopata-opEA ToV social media;

Yndpyovv apétpnto epyoieion mov pmopoldV va ypnoiponombovv yuo
HETPNON TOV EMOPACE®V TOV KOWOVIKOV HEC®V HalIKNg evmuépmong otn
Bopnyovia erioleviag. Zoueovo pe tov Raphael (2013) n “Métrpnon g ¢
OMOTEAECUOTIKOTNTAG KoL TNG EMOKeEYUOTNTOC TV social media dev mpémer va
OLYYEETOAL PE TNV aPOGimon otV enyeipnon kabmg o va 0dNYNGES Evav duvNTiKd

EMOKENTN O LA 1IGTOCGEADO ATEYEL TOV A0 TO VO KATAPEPELG TOVG EMOKETTES VOL
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OAANAETIOPOVV LE OVCLACTIKO TPOTO, AVOPOPIKEA HE TO onua TG emtyeipnong. Tapd
10 yeyovog 6Tl moAAol éumopot Bewpoldv Ot M pétpnon g “Emotpoerg oty
Enévévon”(Return on Investment, ROI) péow twv social media sivor advvarn i pn
avaykaio, ot Levinson kot Gibson (2010) dev cupewvovv pe v vedbeon avty.
AvtiBeta, petpovv v emtvyio omd 10 oGO0 Tov Kabapov KEPSOLG 1| TV Kabapdv
OTOTEAECUATMV TOV TOPAYOVTOL OO OVTEG TIS dPASTNPLOTNTES Kot Be@povv OTL dTav
TO. TOPOTAV® HeTPNOODV, TO. OMOTEAEGUOTO TOGO TOV UEHOVOUEVOV OGO KOl TMV
GLALOYIKMV TNYDOV UTopovV va. BEATIOO00V GNUOVTIKA.

7. I'vopilete T0VG OVTOYOVIOTEG 00G; AV VO, TL EI00VG OTPATYIKI £0VV KoL

OGS PN OCUOTOLEITAL ATO EKEIVOVC;

And v egpevpeon tov Awdiktoov kot tov Ilaykdopov Iotod, moAAég
Brounyavieg £yovv dwatapaytel dpapatikd. [ToAléc emyepnoeis Ppédniay o BEom va
AVTOYOVIGTOUV HE GAAES VO TO PMOG TNG YNOOKNG €MOYNS. Amd v Amoymn Tov
Schumpeter, To Awadiktvo gppaviotnke ®g «BLEAAN TG dNUIOVPYIKNG KOTAGTPOPNO»
mov €xel aAAGEEL onUOVTIKG TOvG Kavoveg Tov maryvidlov (Grant, 2005). Xtnv
TPOyUaTIKOTNTO, HE TO AadikTvo £xel avénbel n ayopaoTikn 16Y0G Kot LEIDVETOL TO
KOGTOG LETOCTPOPNG, TTePopiletarl 10 EUMOSI0 E16O00V GTNV AYOPd, O EVIEWVOUEVOC
AVIOYOVICLOG OE TOYKOoU KAIHOKO Kol OLELKOADVETOL 1| OTOSIOUEGOAAPNON.
Nuepa, oxeddv kdbe emyeipnon, aveSapttmg g 0Eomng ™ £xetl T dvvatdT T VO
yiver avtayoviotikr] (Porter, 2008). EmumAéov, 10 oOladiktvo emtpémet Vv
AVTOYOVIGTIKN Katackoneio evkorotepa ond moté (Chaffey, 2009).

8. Ilown givol To «KOATO» OGTE VO, ATOKTIGEL PEYOAVTEPT] EMOKEYINOTNTA

70 Site cac;

Ta social media propei mbavotata va copufdiiovy duecsa pio Ty avénon g
EMOKEYIHOTNTOG €VOG TPOOPIoHoV. ATO v GAAN, ©0T0c0, Umopel va cupfarovv
ot onuovpyio brand name S10POP®V TOLVPIGTIKAOV TPOOPICUDV HoKpoTpdOeGua,
oAAG etvon AryOtepo mBavO vor 0dMNyNoovV GE Hol AUEST) aHENGTN GTNV TOLPIGTIKY|
kivnon. EmumAéov, 1o péca Kovmvikng SkTOmoNG UTOPOVY VO, AVTOVOKAODY Kot Vol
emnpedlovy TG OVIIMYELS TOV TOLPICTAOV KOl TIS OTOCELS TOVG OC TPOS TIC
“mpacwvec” N “okohoykés” dpaoctnpiotntes. Ot ypnoteg Tov social media @aiveton
otL eivar moAy mOBave va avéNoovv Kot TNV €valoHnNTomoinoT OYETIKO UE TIG
EMNTOCES TOV TOEWMTIKOV GUUTEPLPOPOV KOl TOV TO PUOCIUOV EVOALUKTIKOV

Moewv (Zeng and Gerritsen, 2014).
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9. IMowog &yl amoderyOel 0 TIO OTOTEALEGRATIKOG TPOTOS EMKOIVAOVINS LE TOVG

APNOTES;

Yopeova pe toug Prahalad et al. (2000), “n ayopd €xet yiver éva @opovp”,
OmOL Ol TEAATEC GULUUETEYOLV EVEPYA OTO OBAOYO UE TIC EMYEPNOES. XNV
Eevoooyelokn Propnyavia, ovty 1M OTPOEN Omd TNV TOONTIKY OTNV EVEPYNTIKN
nedateio  OtevkoAVVONKE Omd TNV avAmTLEN  JOPOACTIKMY  IGTOGEAD®V  GTO
Eevodoyeia, Ta&dv mov oyetifoviol He KOWOVIKEG TAATQOPUES HECOV HOLIKNG
evnuépmong, 6mwg 1o Tripadvisor kot to Holidaycheck kafmg ko to kowvevika
diktva 0mw¢ o Facebook kat 1o Twitter. Aedopévov 0Tt aVTEC 01 TAATQOPUES KAVOLV
o GYOMO TV TEAOTAOV €0KOAO va vioBenBovv amo tov kabéva, “n and ctopa ce
oTOpO eTKOV®Via lval GNIHEPO TOCO TAYKOGHLN OGO KOl AUECT Kol TAPOLGLALEL pia
LEYOAN TPOKAN O] Y10l OGOVS £pYALOVTOL OTOVONTOTE GTNV GTOV KAAOO TG PrAo&eviag
(Nand, 2010).

Ot gpeguvnTéc TOL UAPKETIVYK £XOVV OPYICEL VO LEAETOVV TO KivnTpo, T®V
KOTOVOAOTAOV, Kol TO AOY0 mov avtol apyilovv va gumAEKOVIOL GE 1GTOGEAIDEC M|
social media ta onoio oyetiCovtar pe TNV PETASOCT| LG TANPOPOPING NAEKTPOVIKA N
onoio Bacileton o eWOM. Zvykekpiéva, ot €pevveg €xovv apyicet va eotidlovv
omv petddoon mg eWOM emkowvoviag mov apopd Eevodoyeio 1 oTiOTOPLOL KO
amotelel Eva Topéa Tov oev Exet axopa depevvndet apketd ([Tavteriong 2009), éotm
Kol av ot meEAdTeg TS Propnyaviag ypnoyLonoovv gupéms to dradiktvo. Meléteg
&xovv 0eilet 0TL kaTd TN OdPKELD TG KPATNONS SWUOTI®OV, O TEAATEG YPTCLULOTOLOVV
online hotel reviews mep1ocOTEPO ad omoladNTote GAAN Ty TANpoedpnong (Ahles
2009, O' Connor, 2009). 'Etor, pe Pdon oavtd 10 dedopévo, Bewpeitan 6t ot
emayyeApatieg tov toupopod Ba mpémel va apyicovv vo. EVOLOQEPOVTOL EVEPYA,
OYETIKA LE TO TL Elval aVTO OV TEAMKA EMNPEALEL TOVG TEAATEG GTNV EMAOYN TOVG KO
mowo. online hotel reviews 0étovv T1c Pacikég mapapéTpovg yoo TV €mAoy €vOg
KATOAOLOTOG.

10. MMowo. peTpoyno amOTELECHATO KOl EMTUYIES £YETE OEL YAPN OTO péca

KOLVOVIKIG OIKTO®ONG;

[Tapd To yeyovdg 6t moArol Eumopot Bewpov 6TL | pétpnon g “Emotpoeng
otV Enévovon”(Return on Investment, ROI) péocw twv social media eivar advvatn 1
un ovaykoio, ot Levinson kot Gibson (2010) dev cupewvodv pe v vmoddeon avt.

Avtifeta, petpodv v emttvyio amd To T0GO TOL Kabapol KEPOOVS 1| TV KabapmdV
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OTOTEAECUATMOV TOL TOPAYOVTIOL OO OVTEG TIC OPACTNPLOTNTEG Ko Bewpohv OTL dtav
TO TTOPOTAV® HETPNOOLV, TO. OMOTEAEGUOTO TOGO TOV UEHOVOUEVOV OGO KOl TMV

GLALOYIK®V TNYOV UITOPOLV VO, BEATIOO0VV oNUOVTUKA.

4. MEOOAOAOITA

4.1 2TOXOI EPEYNAX — EPEYNHTIKA EPQTHMATA

¥16y0G ™G epyaciog eivol vo mapovotldost t cvufoin tov social media otig
ueydieg Eevodoyelokéc povadec. Meletdtor dnAadn, av Kol pe molov oo ta. social
media pmopohv vo KaTacTicovV pio EEVOSOYELNKT ETXEIPNON AVTOYOVIGTIKY KoL OV
TEMKA To. 0QEAN TOLG lvan petpnotpa. Zvvovalovtag ta dvwbev mapovsialetol Kot
e€etdletor M ePOPUOYN TNG CLYKEKPIUEVNG TPAKTIKNG o€ Egvodoyeia 4% kar 5* tng
Oeccalovikng.

H paydaio €£6MEN ToL TOLPIOHOD Ko M ovAdEEr) Tov o€ pior amd TG MO
Bapiég Prounyoaviec TV GLYYPOVOV  OIKOVOUL®V, TIG TEAELTOIEG OEKOETIECS,
dNuovPYNGE TV avaykn vy akOpo PeyaADTePN HeYEBLVON TOVL, TPOKEWEVOL VO
aVENCEL TNV TPOGPOPE TOL OTA OWIPOPO KPATN, Kol Kuplwg og ekeivo oL
ompilovtov amokAeloTikd o€ ovtoév. ' avtdv tov Adyo, amd T o pepid,
aroutnOnke PBertiwon Tov TOLPIGTIKOV TPOIOVTOG (TPOCPOPE CLVAP®OY VTOSOUMDYV,
BeATiopévn moOTNTO VANPECUDBY KOl OENCT NG IKOVOTOINoNG TOV TEAATMOV) KoL,
amo TNV GAAN, ATOTEAEGUATIKOTEPT] TPODONGT TOV, £TGL DCTE VO TOAAATAOGIACEL TN
O1id00Y] TOV KOl VO EVICYVGEL TNV oYL TOL (TPOGEAKLGON UEYAAVTEPOL 0plOLOD
katavaiwtdv) (Jashi, 2013).

[Switepa onuavtikd epyoreio mpog avt v katevbuvon omodeiytnke 1M
devTePN Yevid Tov Swadiktvov (Web 2.0) kar ta péoa kowvmvikng diktvmong (social
media), ta omoio iy pio TEPAGTIO ETIOPACT OTH GLUTEPLPOPA TOV TOVPIGTAOV. Tovg
KOVOTTOLOVGOV TNV TOAD GNUAVTIKY] OVAYKT] TOVG Y10 TOUPLOTIKES EUTEIPIES TOV TOVG
ONUOVPYNGE 1 EPEVPECT TOV OOIKTVOV KOl 1 UETOTPOTY] TOVS GE YNOLUKOVG
ypnoteg (Buhalis & Jun, 2011). "Etot, Aowtdv, @oivetar 41t 0 toupiopdg Kot to péco
KOW®VIKNG OIKTO®ONG £Y0VV 6TV oxéom Kot 1 HeTal&d Toug cuvepyacio Umopel vo ddoeL

TOAD oNUaVTIKG amoteAéopata yio Tov Tovpiopd (Del Chiappa, 2011).
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Apykd avolvdnkay ot 6pot Tov social media, 1 coppeToyn TOVG APYIKA GTOV
TOVPICUO KO EMELITA OTIC EEVOOOYELNKES LOVAOES, 1 £VVOL0L TOV TOVPIGHOV JEVTEPNG
YEVIGG Kol €V TEAEL €EETAGTNKE 1| €QPOPUOYN TOV SOOIKTVOV OEVTEPNG YEVIAG GTOV
TOUPICHO KOl Ol €VVOlEG OVTEC PPNKAV OTNV GUVEXEWD EQOPUOYN OTN HEAETN

TEPIMTWONC.

YKOTOG, EMOUEVAGS, TNG TAPOVCUS EPEVLVAG EivaL 1] EETALOT TOV TPOTOL EMOPUOT|G TMV

UEC®V KOWMOVIKNG dIKTV®OTG 6Tov Touplopd. Kot emedn, 1 évvola tov tovpiopod eivol
evpela kot apnpnuévn (Sterne, 2010), amopacictnke vo diepevyndei n cvyKeEKPUEVN
EMIOPACN GTNV 7O GLUTAYH HOPPT] TOL TOVPLOTIKOD TPOIOVTOG OV givar ot vmodoués. 't
avtdv ToV AdY0, emA&yOnkav ta Eevodoyeio, g M O AUEST HOPPN TV LTOSOUMY KOl M
OAN ¢ Oeccolovikng ¢ pio amd TIg HEYUADTEPES Kol TNV 10100 GTIYUN TOVPICTIKOTEPES
nepoyéc e EALGdac. Q¢ amotéhespa, ot kabopilouevol atoyot eivar ot e€ng:

e H eg&étaon g oflog ToV UEC®V KOWOVIKNG OIKTO®ONG oty Tpomdnorn Tov

TOVPIGHOV OTNV TOAN TG Oessolovikng.

o O mpocdopopds TG EKAAUPAVOLEVNG OTOTEAEGUATIKOTNTOS TOV LECOY KOWVMOVIKNG

SIKTVMOOMNG (OC EMKOVMVINKO EPYOAELD UAPKETIVYK GTN Brounyavic Tov ToOVPIGUOoD.

e H dokpifwon tov av ot ToupioTeg KAVOUY ¥PNON TOV HEGOV KOWMOVIKNG OIKTOMONG

TPV, KATA TN SLIPKELD KOt LETE TIG EMOKEYELS TOVG,.

e H e&étaon tov Pabuod otov omoio T PEGH KOWMVIKYG SIKTO®ONG emnpedovy TV

TEAIKN AmOPACT EVOG TOVPIGTA.

4.2 MEOOAOX XYAAOT'HEY AEAOMENSQN

APécmc PETA TOV TPOGOOPICUO TOL GKOTOV TNG £PELVOG Kol TOV KaBopiopd tov
oTOY®OV Y. TNV emitevén avtov TOL OKOMoL, &évo amd To emdueva PrjuoTo sivor m
detypatolnyio avtg, Tpokewévov va Eekvnoet 1 épguva. To Pacikd epdnua, OU®S, OV
TPOKVTTEL TPV OO OLTH TN dladkacio eivar Tt €I00VC AvAAVOT EVOLLPEPEL TOV EPELVNTNA:
Eumepikn yevikevon moAl@v 1| o PAboc KoTavVONGY TOV OTOVINGCE®V WOG HEPIdAG
avOpOT®V, caPOS UIKpOTEPOL aplfuov omd 6,TL oTNV TPMOTN TEPinT®on; Me dAla Adyla, TO
TPOTEVOV EPAOTNUA. EIVOL AV VTTAPYEL EVOLOPEPOV Y10 TOGOTIKT ovdAven (Tpdn Tepintwon) 1
TO0TIKY avdAvon (devtepn nepintmon) (Nastasia, n.d.).

H mototikn épevva eotidlel 6TV KOTOVONGN TOL VONUATOS OTTOC TO aVTIAGUBAvVOVTOL
ot GvOpmmol mov €xel emALEEL Vo XPNOIULOTOGEL G deiypo tov. Avtd onuaivel 61l 10
EVOLLPEPOV TNG EPELVAG KOL TOL EPEVVITH GTPEPETAL GTOV TPOTO TOL ATOKTOLV aicOnon tov

KOGLOV KOl Ol EPTEIPIEG TOVG GTOV KOGHO ovTdV TV otopmy (Merriam, 2009). Ondte, givan
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plo dpactnprdtrta mov tomobetel Tov gpevvnTy 61OV KOGUO. Amoteheiton amd o Gepd
EPUNVEVTIKAV, DAMKADV TPOKTIKOV TOL Kafiotodv Tov KOGUO 0patd. AVTEG Ol TPOKTIKEG
petacynuatifouv tov Kocpo. Metatpémovv Tov KOGUO Omd o GEPE TOPUCTACEDVY, TIG
omoieg dnuovpyolv ot oNUeEldoELS Tediov, Ol GLVEVTEDEELS, Ol GLUVOLIAIES, Ol PMOTOYPAPIES
K.0.K., HLE OMOTEAEGUO VO UEAETOOV TO, TPAYUOTO OTO (QULGIKA TOLG TEPLPAALOVTA,
TPOCTOODVTOC VO KOTOVONGOVY T/KOL VO EPUNVEDGOLYV (QOIVOUEVO OTTO TNV GTOYN TV

VONUAT®V OV TOVG PEPVoVY ot avBpmmot (Denzin & Lincoln, 2005).

YUVETMG, GTNV TOPOVGA £PELVA, 1) WavIKN HEB0S0C GLAAOYNG TV dEdOUEVOV Elval N
TOL0TIKY, Kabdc, Pdosl TwV Tapamdve ctotyeinv, ival g BEorn va Tapdoyel OAQ QVTA TOV
Ténav w¢ okomdg g épevvag. To onpavtikotepo, ®oTdG0, GTOLKEID 0TOV GKomd €ival TO
EVOLIPEPOV YLO. TOV TPOTO, dNAOON Y0 TO 7S, TO 0MOio, GTN GLVEXELW, Do yevvioel TNV
avaykn ANYNg amivinong Kol 6To yrati 10 UEGO KOWMVIKNG SIKTUMCTG EMOPOLY GTOV
Toupopod. Agv evdlapépetl ovte o Pabuds emidpacng ovte t0 @éoo. AAM®GTE, M dlepedivion
oV TPOTOL oV cvuPaivel avTd divel atov gpevvnTn TNV €AevBepia va dDGEL T O1KN TOV
EPUNVELD Y10 TO QOLVOLEVO KOl O)L VAL PTACEL ATAMG GE GAAT pia yevikevon mov dev O ddoet

Kdmoto véo ototyeio oty £pgvva.

4.3 AEITMATOAHYIA EPEYNAX

H derypotolnyia onv molotikn €pguva ypnoiponotel Eva detypo mov dev otnpiletan
o0Te 0Tl TOAVOTNTEG OVTE OTO EVOEYOUEVA, YlaTi OEV OTOXEVEL GE GTUTIOTIKA
AVTITPOCHOTELTIKO delypa 1 oYedoUO GTOTIGTIKOV cuunepdcpatoc. Onote, avtiotowya dev
otvel mpotepardtnTo. 0TOV OpOUd TV avBpomov mov efetdlelt —awtd etvar Arydtepo
ONUOVTIKO— OGO GTO KPITNPLOL E TO, OTTOi0 TOVG EMAEYEL. Tol YopaKTNPIOTIKE TOV ATOUMVY TOV
YPNOUYLOTOLOVVTUL £Y0VV BAGCT) TOVS TNV EMAOYY], TO OTOI0 GTOXEVOVY OTNV ANMOKAIOT Kol TO
g0po¢ tov TnBvopov (Wilmot, n.d.). Avté cvvimg ta vrayopebovy cuvibmg 1 TpExovoa
Kot 1 wokonotepn PipAtoypagio, Tnv onoio 0 gpeuvnTNG 0PEIAEl Vo LEAETHOEL EVOEAEX(DS KoL
EMOTAUEVAOC TPV EEKIVIGEL TN KN TOL £PELVOL.

To emdpevo Ppa eivar To péyebog tov delypatog. XTiC TOOTIKEG EPEVVEG, TO OElypa
givon cuviBmg pkpo o€ aplBpd yio Adyovg modmrag kor Oy tocdtnrog (Ritchie & Lewis,
2003). Tap’ Lo owtd, kATl TE€T010 dev onuaivel OtL To deiypa pmopel vo givon wapo mwoAD
LIKpd G OYECN UE TOV YEVIKOTEPO TANOLGHO TV e€eTalOpevov atopmV, Kabng Oa Tpénel va
divel otov gpguvnT OAEG TIG AmAPAiTNTEG TANPOPOPIES Yio TO avTiKEipeEVO Tov peietd. Ko
avtd Oa pmopéoel vo emttevyfel povo dtav vrapyel Evag kavog opliudc atopmy yio vo

dMGOLVV TIG ATALTOVUEVEC AETTOUEPELEG KL, (OC EK TOVTOV, VO, 50000V OAEG OL ATTOYELS TOV
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vdpyovv o to e€etaldpevo avtikeipevo. Alopopetikd, To cvunepdopota oev Ba sivon
éyxvpa (Palinkas et al, 2013).

‘Etol, Aowdv, oV mapovca gpyocic, £pOcov &gl 0N amo@aciotel OTL 0 TPOTOG
oLALOYNG TeV dedopévav Ba gival 1 ootk pebBodoroyia, Kot dedopévou ott Ta Egvodoyeia
TEGGAPMY KOl TEVTE OOTEPOV NG Oeocalovikng eival cuvolkd 26, amopacictnke OTL 0
apBpoc tov 10 atouwv (éva arnd kabe Egvodoyeio) mov epyalovtar o€ avtd To Egvodoyeio Kot
€YOLV KGOl XpOVIQ LANPECING N KATOowe onuavTiky B€om evbovng, Ba tkavomoosl OAa o
TPOATOLITOVLEVE, TTOV APOPOVV 6TO0 detypa. OmoTe, mg amotéleoua Bo VTAPYOLV TEPIGGOTEPES
mhovotnteg vo ovotabel pio amdAvta Eykvpr épevva mov dev o éxel mepiBmpla

OUPIEPATNONG 0O TOVG BVAYVADGTEG TNG 1| TOVS OKPONTES TG GE QUTO TO KOMUATL.
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5. ANAAYXH ATTIOTEAEXMATON

5.1 TA EPIAAEIA SOCIAL MEDIA
Epartnyon: Howa epyaieia social media ypyowonoisite;

Kotd v avélvon g epdons yo 10 7ol €PYOAElD. XPTOLULOTOOVVTIOL GTO
e€etalopeva Egvodoyeia, 1 TPOTN GNUAVTIKY TOPATAPNOTN OV E€YvE, aPopd 6To OTL GAOL Ot
epmtnOévteg, Undevog eEapovpévon, amavTody 0Tt Eva O TO. PEGH KOWVMVIKNG SIKTVMOONG
oV ypnoipomolovy, givar to Facebook. Avtd deiyver 611 T0 cuyKkekpévo péco givan KkdTt
TOPOTAV® OO ONUOPIAES KOl TO TPMTO UEGO KOIWVMVIKNAG OIKTOMONG TOL EPYETOL GTO HVOAO
KOO0V OTOV  OVOQEPETOL OTO UEGO KOWMVIKNG OIKTOMONG. XOPOKTNPIOTIKY &ivol 1
amévtnon tov E3, 0 onoiog, evd dev eivor oiyovpog yio ta social media, dev mapadeinet va. to
avapépsl («Amd 660 yvopilm... Facebook) 1 n andvinon tov E6, mov mpocbéter ) Aé€n
«Bactkd» TP To aTaPIOUNGEL KOl TO OVOQEPEL TPAOTO.

H domictoon avt) €pyetol o€ TANPN GLUPOVIK UE TNV £PEVVO OV £YIVE amd TOV
Global Web Index oto tpito tétopto tov 2013 oyetikd pe ta 10 Kopvaio, HEGH KOW®OVIKAG
IIKTOOONG O€ BAPOPETIKES TEPLOYES Kat £de&e OtL to Facebook Ntav oty npdn Oéom e
evepyd mocootd oty Evpdnn 43% (Lunden, 2014). Kdtt mapdporo 1, akpipéotepa, Eupeca
10 1010 Tparypa deiyvel kat 1 ékBeom mov mapovsiooce To meplodikd eMarketer otig 18 Tovviov
2013, 6mov petpovoe Tovg xprotes Tov Facebook oe mive and 1 dioek. kot oxeddv 10 25%
(1/4) tov moykOoUIOL TANOLGHOD TOV ACYOAEITAL EVEPYE LE TO, HEGTH KOWVMVIKNG SIKTOMOTNG
(eMarketer,2013). "Exave de v mpopreyn 011 10 1060610 avtd péypt To 2017 O awénbei 10
Kot TAéov povadec kot Ba gtéoet to 35% tov maykdoiov TAnbucpov. Téhog, Tpog v 11
Kotevhuvon, oAld Aiyo dopopetikn givan 1 €pgvva tov Burson-Mursteller (2010), o omoiog,
OTO TPOTIUMUEVO HEGO KOWMOVIKNAG dikTtomong petald tov etopewdv Fortune Global 100,
TEPLOGOTEPOL OO TOVG HoOVS (T0600To 54%) divovv wg amdvinon to Facebook. Qotoco, T0
Facebook, oe avt Vv £pgvva. givar devtepo, Ko TpmTo eivarl to Twitter (mocootd 65%).

Béfata, ovtd to cvumépacyo. eival ETioNG apPKETE KOVTA ot deDTEPT TOPUTPNON
OV KOVOUE OO TIC OMOVTGEL OTY GUYKEKPLUEVT] EPMTION KOl APOPAE GTO EMKPATECTEPO.
UEGO. KOWMVIKAG SIKTOMOTG OV EMAEYOVV O YPNOTEC GTOV TOUEN TNG Prhoéeviag. Amd
Sk pag £pevva mpokvmrel Ot To. “top three” avtdv eivar to Facebook, to Twitter kot to
Instagram, a@ov 1 cuVTPITTIKY TAEOVOTNTO TOV cLVEVTELEILONEVOVY Kot epyalopévev GE
Eevodoyeio avagépovv oto social media mov ypnowomoei to Egvodoyeio tovg. Xto
ovumépaoua avtd ocvupovel kot 1 Epgvvo tov Global Web Index, mov avaeépaue

TPONYOVHEVMG, Y10, TOL ETIKPATESTEP LEGT, UE TN S10popd OTL ot “top three” avtig g
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épeEvvag Kal, To oLykKekpuéva, oty Tpitn Béom, eivar to Google+ oy Evponn kot 10
Instagram eivon otny wéumn 0¢on (Lunden, 2014).

Amd Vv GAAN pepud, plo tpitn mopomnipnon eivar m xpnomn Kot mn ETAOYY] TOV
YouTube ka1 tov Vimeo ywo thv po®Onon tov mpoidvtog Toug, To 0moio, OTws gival yvootd
OTOVG TEPLGGOTEPOVS, TPOKELTAL Y10 IGTOTOTOVG 1] KAVAALN ETKOWVOVIAG pe Bivieo mov Exovv
OCUYKEKPIUEVO, YOPOKTNPIOTIKA 1 OV EMTPEMETOL VO £YOVV KUTOLO0 TOAD GULYKEKPIUEVO
TEPLEXOUEVO. AVTO delyvel OTL | cvUTEPLPOPE TOV Katovaimt Tov 217 adva €xel oAldEet
TOAD o€ oyéon Ue To mopeABOV Kot 1 TovploTiky Propnyavia To €xel avTIANEOel TANP®G
(Rathonyi, 2013). 'Etot, evdd 0 pécoc | 0 amAdc GvOp®moc aviaAAGGGEL POTOYPAPIES KOl
Bivteo oty KOONUEPIVOTNTA TOV HE TOVG GIAOVE TOV Kol TO LEAT] TNG OIKOYEVELAC TOV, LE TN
Bonbela TV HECOV KOWVMVIKAG SIKTOMGNG, YIo TPAYHOTA, YEYOVOTO, KOTAGTAGEIS TOV givol
glte oNUOVTIKEG YU aTOVG €iTe TO KAVOLV Yo AOYOVG SlooKESUONG Kol WYoyoywyiog, 1
TovploTikn Prounyavio apmalel tn ypvon evkopio Kal, UECH QOTOYPAPIOV Kol Pivteo,
npoonadel vo mpocedkvoet Toug katavarntés (Yazdanifard & Yee, 2014).

Téhog, évac amd tovg epmTNBEVTEG GE QVTN TNV EPMTNCY AVOQPEPEL MG UEGO TOL
ypnowonotel to Eevodoyeio Tov To Foursquare, mov mpdkelTal Yoo pic TOTIKY] VLINPEGioL
avalnnong mov TOoPEYEL OMOTEAEGUOTO OVOLATNOYNG OTOVG YPNOTEC TOVG, TAPEXEL
eEOTOKEVLEVEG GUGTAGELS Y1 TOL LEPT] TOL PBpicKovial oty mePoy YOp®w tov pe Pdorn 1o
TPONYOVUEVO 1GTOPIKO TEPUYNONG, TIG ayopés, T0 totopikd check-in tov ypnotov (Kim,
2015), mpdrypa to omoio deiyvel v e£EMEN NG KOWMVIKNG SIKTOMGNG GTOV TOUPIGHO YEVIKA
kot TN Propnyovio erholeviag ewdwotepa. O TpdmOG pe TOV OMOI0 OLOUOPODVETOL 1|
texvoroyia Tov mobile social media pmopel va unv givon 1oitepa TPOPAEYIUN ©C TPOG Ta.
OTTOTEAECLOTO, KOL TN Y¥PNOUOTNTA TG 010 UEAAOV, OGTOGO, LE TOV 0plOud €vOg Omd TOVG
Ny£éteg ¢ ayopdc, To Foursquare, mov Wpvbnie to 2009 kai £xel kabapn atio peta&d 500
exot. Ko 1 dioek. oto TpdTa Tpio, ¥povia, ival Aoyikd va GUUTEPAIVEL KAVEIS OTL KIVOVTOG

1pog ta. umpootd (Seth, 2012).

5.2 Ol AIAXEIPIXTEY T2N SOCIAL MEDIA

Epaotyon: Ilécotr avlpwmor diayelpidovral Ta Kavdilo 60S 6TA HEGA KOIVOVIKNG
OIKTVWOHG;

2V eMOUEVT] EPATNOT TTOL aPOpd oTov aplBud TV atdp®V Tov dwyelpilovial To
KOVAALD TOV KOOEVOG 0TO LEGH KOWVMVIKNG SIKTOMONG, iol o TIC TOPOTNPTCEIS TOV KAVOLLE
glvat to yeyovog OTL 01 TEPLGGOTEPOL EPOTNOEVTES OTOVTOVV TG OV Yvmpilovv Tov aplBud

QUTAOV, TPOPACILOUEVOL ElTe OTL OEV Elval TN S1KOL0JOGIN TOVG VO KATEYOLV L0 TETOLO
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mnpooeopia (m.y. El: «A, cvyvoun avtd dev 10 yvopilm, oev etvar Tov Topéa povy) gite OTL
VILAPYOLY OPKETOL OV va. punv dnpovpyeitorl TpdPAnpa oty enyeipnon (m.y. E8: «Eivor 6cot
yperalovat, apov dev mapatnpninke noté Kamolo mpdPANU»). Avtd delyvet 6TL 1 yprioN TOV
social media, av Kot EVPEDG AVOYVOPIGUEVT MG TPOG TN ONUAGIO TNG, OEV £XEL Yivel aKOpa
TPOKTIKA GUVEIONOT 08 OAOVG TOVG €PYOLOUEVOVG TV EMYEPNOEOY, TOPE TNV TEPAOTIO
OMUOPIAiD TOVG Kot TNV AmEPLOPLOTN 1oYD OmEVAVTL GE KABE GALO HEGO S10pTLUGTG.

Kot vy Tov Ad0yov 10 a6@aAEG, TO 1010 VTOJEIKVVEL Kot 1 €pguva Tov Verma &
McGill (2011), ot omoiot cuverépavay 0Tt LOVo 10 35% TV eToupeldy dtovoung yepilovral
online péoa, 10 POPKETIVYK KOl TN OLOQNULIOY, EVGO To VITOAOITO TO ovafETovy og évav M
TEPLGGOTEPOVE 0pYavicpovs. Koi, oe cuvéyeln TV SIKOV WG GUUTEPUCUATOV Omd TNV
€peuva, KATOlol amd Tovg ep@tNOEvTeg omavtovy EeKabapa TOC TO OTOGONTOTE UOPPNG
napketivyk Exel avotebel oe etatpeio mov cvvepydleton pe to Egvodoyeio kol avtn £yl TNV
KOplo —lomg kot anokAgiotiki— guBovn. Ermiong, n mpoavagpepbeica épevva tov Verma &
McGill (2011) deiyver 6T1 o1 TePIGGOTEPES EMYEPNOELS E0dEVOLY ArydTepa amd To 10% Yo To
papkeTvyk tov social media. Avtd emPefardvel OTL M YPNON TOV KOWOVIKOV HECOV dEV EXEL
axoupa ovartuydel T6co Kord 660 Ba énpene kor e€nyel v avaykn yio eEotepkn| avébeon
(amotehel Tn debtepn mapaTPNON LOG).

H ovykexpévn eivar avt) mov amotelel kol to kAWl 6 oAOKANPN TNV €pevva,
kaOdG pmopel va pog 0dGeEL TOAD ONUOVTIKG EupHaTa Yo TV enitevén Tov okomov pog. H
TPOTN and TI TOPOTNPNOES TOV KAVOLUE GE OYECT LE TIC OMAVINCELS TOV £pMTNOEVIDV
glvar 1 ddotacm mov divel Evag amd avTovg (Tovg epOTNOEVTES) GTOV KOTOVOAMTY ®G TOV
KOPLOV PEPOVLS TTOL AOUPAVEL OTOPACELS, Ol OTOleg elvar KavEG v puBUIcOVY TIG KIVIGELS
OV OGOV KVOUVTOL YOP® OTO GLTOV KOl VO VITOYOPEDGOLV OKOUO KOL TN QU UI0G
emyeipnong. o cvykekpuéva, ot yproteg, pe v e&animon tov Internet kot v avamtoén
tov TIIE, éovv kaAkdtepn oviiAnyn tov 7poyudtov Kol, Kot  eTEKTOON, UEYUADTEPEC
QIOLTAOELS, YioTi £lval Ko Teptocdtepo okentopevol avrtiotorya (Rathanyi, 2013). Enouévac,

OTNV TEPITTMGT] TOL TPOOPIGLOD TOVG KOL TV VINPESIHOV TToL o Tovg TpoopepOohv, (ntdve

TEPLOCOTEPA 1), OLOPOPETIKE, dEV OPKOVVTUL GTNV OTAY] IKAVOTOINGT, EXIOIOKOVLY TN UEYIGTN
avoroinorn amd ovtd. Omote, oy mepinTmon TV katoivudtov mov Oa emiééovy 1| Oa
avalnmoovy avtd mov Ba Tovg TPocPépel Tov PEATIOTO cuvdvacud Tapaydvimv mov Oa

AELTOVPYNOEL TPOG OPELOG TOVG,.
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5.3 OI ZXTPATHTIKEY ENIZXYXHY THXY ANTAI'QNIXTIKOTHTAY

Epatnon: T'vopilete T00g OVTAYOVIOTEG 60S; AV Val, TL 00V GTPATNYIKNY £X0UVV
KOl TOGS YPNOLUOTOLEITAL 0O EKEIVOLGS;
Epotyon: Tlow givolr To «KOATO» OOTE VO OTOKTIGEL UEYOAVTEPT

gmoKeyInoTNTO TO Site G0C;

2mv evotnta avtn, cuvovdlovtal ot anavinoelg 600 epOTNoE®Y, KABDS PAavNKe va.
VILAPYEL 10l GVYYLOT GYETIKE Le TNV VIAPEN OPYOVOUEVOV KOl OAOKATPOLEVOV GTPOUTNYIKOV
®C TPOG TN OTOYELVUEVN TpoPorn uéow Ttwv social media pe oxomd v evioyvon g
EMOKEYIUOTNTOG TOV £KAOTOTE EEVOOOYELOKOD Site e chYKPION UE VTN TOV OVTUYOVICTOV
TOVG.

Ot geportnBévteg pavnke 0TL evd Yvopilovv o€ peydio Pabud Toug avtaymvieTég Toug,
dev &yovv EexdBapn €1KOVA TNG GTPOTNYIKNAG TOL XPTOLLOTOIOVY, ETOUEVMS, OEV CKOAOVOOTDY
KOOl GLYKEKPIUEVT] TPOKTIKY £TCL MOTE Vo dlapopomoinfody ovclaeTIKG omd TOVG
VIOAOITOVG KOl VO TPOGOMGOVY HEYAADTEPT OVTHYOVIGTIKOTNTA 67O Site Tovc.

ZUYKEKPIUEVA, OV KOl TPOTAPYIKOC 6T0Y0¢ dowv dayelpilovrar o kavdilo social
media oto Egvodoyeio OV cVVAVTACANE Eival 1) eVIoYLOT TNG ETGKEYIUOTITOAS TOVG KO 1)
0G0 10 dVVATOV TTEPIGGATEPT TPOPOAT TOVG LEGH OVTAV, dEV EPAPUOLOVV Lo OAOKAT POLEVT
oTpatnNyiKn 1 onoio Ba Empene va £yl @G PACT TIG AVTIGTOLEG TOV AVTAYOVIGTMOV TOVG £TCL
®ote va dtapopomomBohv amd avTohs Kot VoL TPOGEAKOGOVY TOVS SUVNTIKOLS TOVPIGTEG.

Ta péoa Kowviknig SIKTOMONG, TOPA, E TOV TPOTO TOL AELITOVPYOVV, UTOPOVV KoL
TPOCPEPOLV L0 NAEKTPOVIKT TANPOQOPNON and GTOUO GE GTOpA, 1 omoia givorl Wiaitepa
GNUOVTIKY Yo TO HapKeETVYK. Mmopel, amd tn po Pepld, v EVIGYVOEL TNV IKAVOTOINGT TOV
EMOKENTN, UE TN PeAtimon Tov TPoidVTOog N TNG VINPECIOG Kal, omd TNV GAAN pepLd, va
emvoel TpoPAnuata Kot opueiBorieg katd tn didpkela Tov TaSidtov kot va fondnocel 6To TL ot
tovpioteg vopuilouv kot Aéve oyeTikd e TNV eumelpio Tovg. 2otdc60, T0 KLUPLOTEPO OPEAOGC
glvar 0 EAeyyog TG ENIUNG 1 TNG EIKOVAG TNG ETALPEING 1] OKOUA KO 1] OVOAVGT TOV TPEYOVTIMV
avTayoVioTIKOV otpatnyikov (Litvin et al, 2008).

Ye épevva mov éyve Tov OxtmPpio tov 2012 oe Evpamn, Auepiki ko Acio og 4.600

GUUUETEYOVTEG LLE YPNOTEG TOL SLASIKTOOV KoL TMV HECOV KOWOVIKNG SIKTOMGNC

OTOKAELOTIKG, peTald To&diwtav (ot omoiol ta&idevov Yoo dlaKoméC Tovg TeAgvTaiovg 12
WAVEC | OKOTELAY VO, TO KAVOLY TOVG EMOUEVOVG 12 Uiveg, GLYKEVTPOONKE 1) O GTUOVTIKA
TANPOQOPI0, GYETIKA UE TNV EMIOPACT] TOV UECOV KOWMOVIKNG SIKTO®ONG GTOV TOLPLoUO:

AmokaAdeOnke 61t ta TeEdevTaia lyav LEYAAN EMidpacn oV amoQacT ToL Taéld100, Kabmg
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10 44% TV CLUUETEXOVIMV GTNV EPELVO CLHEMVNCAV OTL Ol aElOAOYNCELS TOV AldIKTOOL
7oL dMUOCIELTNKAY 0o TOLG Ta&dmwTiKovg bloggers tovg Borncav oty apyikn omod@ac
TOV TPOOPIGHOV SLKOTMY TOVG, Le To 37% va ennpedleTat 610 1510 Koppdatt and Ta&dimTiKd
online forum, 27% to Facebook, to 24% to YouTube/Vimeo kot to 22% amd to Pinterest.

Emiong, oxed6v ot nicoi amd Toug epoTnOEVTES YPNOYLOTOIOVGAV T LEGO, KOWVOVIKNG
diktdwong av tovg eiye dotebel dwpedv Wi fi. And ekeivovug mov oV KOWOVIKA EVEPYOL,
v and 10 50% eivon mhovov vo katefalovv Tig TaEIOMTIKES EPAPUOYES, VD oyedalovV
TIG SOKOTEG TOVG TPOoToL mhve. Katd tn didpkeln o TV SOKOTMY TOVE, 1) 7O SNUOPIANG
eQapuoY” gival, o€ 1060010 15%, ot Google Maps, évag 0dnydc mOANG, 0 TomKOS Kalpds, ot
EPAPUOYES EGTIOTOPIMV Kot 01 dNpocteg epappoyéc petapopds (Ningkan et al., 2014).

YUVETMG, 1 UEYAAN OAAOYT| TTOL EYIVE OO TNV EUPAVION TOV HECHOV KOWMVIKNAG
SIKTVMONG Kol META MTav OTL 1 SUVOUN UETOKIVIONKE GTO TEGIO TOV KOTOVIADTOV, KOOMG
&yovv mAEov otn 01d0eon Tovg pia TEXVOAOYIDL HE TNV omoia Tovg dvdTav 1 duvaTdTNTA VO
oLYKPIvOuV TIHEG KABE dpa Kot GTiyun, aveEdptnTa arnd To av glvat pépa 1 voyTo, EPYAciun M
un epydoiun pépa K.0.K., kabdg Kol TPOCOTIKEG VANPEGIEG (AVIOAANYT] POTOYPAPIOV KOl
Bivteo, ta&dwtika blog, ta&diwtikéc avaokonioglg K.0.K.). Mg awtodv Tov Tpdmo, peivcav
TNV AGAPELW. TOV TOVPICUOL MG EVVOLlD KOl TO EVOEYOUEVO pioko, otnplOlevol o€ o omd
otopa TAnpogopia (Gretzel & Yoo, 2008).

‘Eva. de0vtepo ortoyeio mov evtomileTol OTIS GULYKEKPIUEVEC OMOVINGELS E€ivar M
TpoPAeym amd tov epyalopevo oe éva Egvodoyeio Yo OldpKE TOV HECHOV KOWMVIKMOV
OIKTU®MV GTOV XPOVO Kal, ETOUEVMG, T XPNOUOTNTA OG TPOG TOV TPOTO LTOAOYICUOV TNG
otpatnykng toug. To 6o vrootnpileton kot otn PProypagio, pe tovg Hanlan & Kelly
(2005) va. TpoPAémovy OTL TO, KOWVOVIKG HECE SIKTVMOOTG LOVO avodikT TTopeio Oa Exovv Kot
0o evioydooVV aKOUO TEPIGGOTEPO TNV MAEKTPOVIKN amd GTOWHO o€ OTOMO dladtkacio, We
OTOTELEC O VO OVUYKAGEL TIG TOVPLOTIKESG EMYEPNOELS VO AVENGOVV OKOLO TEPICTOTEPO TNV
emapn pali toug (Scheidegger, 2006).

To 1pito otoyeio sivar 1 duvatdTTA TPOGPOPAES HEYIGTOL SLVOTOD KEPOOVG E
eMdoto duvatd KOoToG. AVTo onuaivel 0Tt KoOMG Ta HECH KOVMVIKNG OIKTOMGNG YivovTol
0AOEVO, KOL TO EKQPOOCTIKA, Ol KOTOVOAMTEG eivol oe 0éom va TPoseépovv OAO Kot
TEPLOCOTEPOVG KOTAVOAMTEG WE SIKEC TOVG AMOYELC Kol EUTELPIEC (TPOKOTTOVY amd TNV o
0€ OTOUO NAEKTPOVIKT SL0OIKAGIO TTOV OVOPEPOUE TUPUTAV®). AESOUEVOD OTL TO KOWOVIKA
péca etval xouniod KOGTOLG Kol YMPIG TPOKOTAMWELS, OVTITPOCMTEDOVY EVO TAEOVEKTN LA
v Tig emkowvovieg papketivyk (Kotler et al, 2010).

To tétapto otoygeio givar 1 dvvatdotnTa 6T0 EEVOdoyEio va dtapoporondel and o
VTOAOITO KO VO, OVTIUETOTICEL €Ml 1001 OPOIG TOV 1OYVPOTEPO OVTAYMVIOTI TOV. AVTO

TPOKVTTEL 0O T0 €ENG: O1 OMOTEAECUUTIKEG ETIKOVOVIEG LAPKETIVYK OgV oTnpilovTal 6TO T
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Aéve, dALL 6TO TAG TO AEVE, LEAETMOVTOG TA KOVOALO LAPKETIVYK Kot T SNUovpytkdHTNTe TOL
unvopatog. Ot Tapadootakés TPoceEYYIGES otV emKovavia, ditvouv EUPaon OTIS TEXVIKES
pécmv palikng evnuépmaong, ot ontoieg gival Ayotepo amoterecpatikés oto meptPdilov 6mov
ol Tovpioteg €yovv mPOGPOOT O UEYAAES TOCOTNTEG TANPOPOPUDV YO TPOOPIGUOVE,
pvBuicelg, Eevodoyeio k.Am. AvtiBeta, ta social media éyovv mo amoteAeouatiky enidpacn
otov tovpopd Otav Poaciloviar oto amoteAéopata tov Web 2.0, evd mpoomabodv va
AVTILETOTICOVV TIC TPOGOOKieg TV vEwV Tovplotav (Fotis et al, 2011).

Enopévemg, 6tav kdmotog umopet va ypnoylonolel €va 1060 1oyvpd HEGO, TO OTOoio
glvar Towtoxpova (Yoo tovg Adyovg mov eénynonkov mapomdve) yoaunAod KOGTOUG, TO
amoteléopata pmopel va eivar BeTikd eite yia Tov 10YVPO €ite Yo TOV MyodTEPO 16%VPO. Olal
eCaptdvtol omd T0 TOS Bo TaPoLGLUGTEL | TANPOPOpPia. Kol Oyl TL TANpopopia Bo dobei. Av
dg, pia TE€Toln EMYEIPNON KOTAPEPEL VO AVENGEL T SNUOEIALL TNG OTIS UNyovEG avaltnong,
0 OPOUOG avoiyeL aKOO TEPIGGOTEPO Kol KEPOHILEL TAEOVEKTN U EVOVTL TOVG OVTUYMVIGTH TNG
(Sigala, 2007).

Téhog, 0 1EpAGTIOC OPBUOC TOV YPNOTOV AVTOV TOV PECHV, 0 0moiog Kot Poaivel
ouvedS oEOVOUEVOS, glval Kol v dVVAUEL KATAVOAMTEG TOV TPOIOVTIOG OV TPOGPEPETAL
amd avtd ta katadvpoto. Omote, avticTorya ol emyelpnoelg Ba tpénel va ya&ovv va Bpovv
TPOTO VO, LETOTPEYOLV TO JDVAUEL KATAVOAWOTES GE KOTOVOA®TEG. Avtd ovpPaiverl yati ta
LEGO KOWMVIKNG OKTOMONG OMOTEAOVV ONUOVIIKO gpyoieio Yo Tnv  aviilvorn 1ng
TANPOEOPIOG TNG CLUTEPLPOPAS TOV TOVPIOTAOV Kot avTd SVUPadilet pe Tig avEnUéveg ayopés
KOl TI 6VOTACELS PO AAAOVG ypNotec. H owkoddunon evog emruynuévov brand otov topéa
TOV TOVPIoHOV onuaivel 6Tt KaBe mpoopopd umopel va eivar po povadikr] tpotacn afiog
Bactopuévn oty eumelpio tov meAdt. Ot Tovpioteg mpémel vo, yvopilovy amd aflomoTeg
myéc mog Oa Ppouv TV eumepicc TOVG YOO VO UEWOOOVY TNV afefotdtnTor KOl Vo
dNUIOVPYNCOVY KAmOlEC TPOGOOKIiES Yo TO TL WPOKETAL Vo Bpovv Ge &vov TPOOPIoUO
(Zeithaml et al, 2006).

5.4 Ol APNHTIKEY KPHTIKEY — XX0AIA

Epotyon: Mlog avripetomilete To 0pvnTIKG oy0Ma 1] po Kpicn o1 @NuI Tov

Eevoooyeiov oag;

2V gp@TNON Yo T0 TMG AvTIdpovVv ot gpyalopevol 6tav Adufovovy Lo apvnTikn
Kprtikn] péom tov social media, dleg ol anavtioglg piAnoav yio £va ototyeio mov Ba Tovg
BonOnoet va dtopbmbovv kot va. yivouv kaAvtepot, vo eEgliybovv atov ydpo. Iap’ dAa avtd,

dgv EAenyaV KoL Ol OITAVTNOELS TOV A0V Y10 AVUTOGTOTES, «TTAPAAOYESY, QKOO KO
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eumafels KpLTikég, To omoio onuaivel, gite 6Tl dgv LIMPYE AOYOS YU OVTH TNV KPLTIKY| €lT€ O
GYOALOGTIG KAVEL TV OPVNTIKN KPLTIKT, YIOTL TOV TOPEYETOL TO PrLaL, 1) EDKOALN TOL PHEGOV, 1|
avovopia K.0.K.

‘Etol, Aowmdv, oty mepImTtomn tng XPNOLUOTOINoNG NG KPLTIKNG Y. TPOGMTIKN
Bedtioon, e£EMEN Kot d10pOmon TV “KaKdG KEWEVOV”, 1 ayovia Kot 1) emtBopio va oAAGEEL
N OPVNTIKN KoTAoTaon oyeTileTol pe TNV owEAVOUEVT] ETPPOT TOV £YOVV Ol TAEKTPOVIKES
dNupoctevoelg and mELITEG OTIC dladIKacieg AYNG anoPAcE®V GAA®YV TOOVOV ETIGKENTOV
(Leung et al, 2013. Xie et al, 2015). Avtd onuaiver unv toxdv M pic apYNTIKT KPLTIKY
TPOKOAEGEL Evo VIOMVO eEeMEemV KOl ol TTOTIKN Topeia 1 omoia, apyikd, oev Ba sivor
duVaTOV VO OVOTPOTEL Kail, TN GUVEYELX, OONYNOGEL OTNV KOTAPPELGT, YiaTi £yl amodeiydei
OTL Ol YPOMTEG TOPATNPOELS TOV ONUOGIEDOVIOL NAEKTPOVIKA 0O GAAOLG TEAATEG EYOLV
UEYOADTEPT EMPPON KOl OO TIG GVGTAGELS TOV ONUOGIEDOVTOL GTOVG ETICTLOVG 1GTOTOTOVG
tov Eevodoyeionv (Sparks et al, 2013).

Ocov agopd oTOV YOPOKINPIGUO TOV KPITIKOV ©®F OVOUTOGTOTES, TOUPOAOYES KOl
eumaBeis, n Paon PpiokeTor 610 OTL OAEG AVTEG Eytvay amd avOp®TOLS AAALOVS Kat Oyl o
TOUG TMEAATEG TOLG (OOVLE. AnAadn, 0 TEAATNG 7OV OMOACUPAVEL TIS VLANPECIES €VOG
Eevodoyeiov €yel dSuTAO pOAO OTIG OVOCKOTNGELS TOV 10TOTOM®V. ATO TN ol pePLd, Spovv
EVEPYNTIKA [LE TO VO YPAPOLV O 10101 GYOALN KO, A0 TNV GAAN peptd, dpovv TadnTiKa [e TO
Vo KOTOVOADVOUV TNV TANpoeopio. mov €pyxetar omd AAAOLG, oTn dwdikacio ANyYNg
aropdoemv. Ondte, aVTIGTOLO ATOPEVYOLV VO YPAWOoLVY 01 10101 TV €ival SuGaPEGTNUEVOL
Y10 VO, UMV EXNPEACOVY GAAOVC avOpdToVg. ZOuPmve. pe Toug Yoo & Gretzel (2011), Ttaporo
7oV v amd 10 50% TtV TovploTdV Katavaidvovv online wepieydpevo mov mopdyeton and
GAlovg, UOVO Evag TEPLOPIGUEVOS AP OVTOV TOV YPNOTAOV TOL 1GTOTOTOV TOPEXEL
TPOYUATIKA T OIKA TOL GYOALL.

Emiong, ot dvOpmmot mpotytohv vo ypaeouvv ta oYOALe. TOLG LOVO 1, £6TM, KoTd fdon
elvar Betikd. Ze épevva mov dnpocicvoay ot Bronner & De Hoog (2011) og éva deiyua 3.500
AVGTPLOKOV TOLPICTMOV OTOSEIYTNKE OTL KATOWOL Od TOLEC KWVNTNPLOLG TOPAYOVTEG TOL
avépale oyxolo évag meddtng nTav ot eénc: (1) n mpocmmiky kavoroinon, (2) n Pondewa
A oV TovploT®@V, (3) T0 KoweVikd 6Qerog, (4) N adénomn g ayopacTikng dvvaung kat (5)
KoL 01 TaPoYol PondnTikdv vInpesidv, dnAadn Oetikd kol povo Betikd mpdyuoto. Avtideta,

av KATL YTOV apvnTiko, ogv elyav 1o 1010 KivnTpo Yo Kotvomoinom g Gmoyng Tovg.

5.5 TA METPHXIMA O®PEAH TQN SOCIAL MEDIA

Epotyon: Thwoti 100 péco KOWVOVIKNG OIKTOMONG E€Ivol ONUOVTIKA Yo TNV

gTopeia 6og;
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Epatyon: Tlow. peTpfioipo amoTe AéOCHOTO KO ETITVYIES £YETE 081 Y GpN 6TO péca

KOLVOVIKIG OIKTOMONG;

Ono¢ mapatnpeiton oTIc TeplocodTepe amavtnioels, ta social media dwadpapatiCovv
KOTOAVTIKO pOAO  OTN  onuepv  Agitovpyia, 7mpoPoin, mpombnon, OSleniuion Kot
emokeylotnTe. evog Eevodoyeiov. Qotdoo, eautiog Tov OTL dgv  e@apudleTol o
CLYKPOTNUEVN OTPATNYIKY, €ivol dVOKOAO €m¢ oKaTOpPH®TO va pmopécovv ol vrevbuvol
dwxelplong TV pECOV KOWMVIKNG OKTOMOoNG ota Egvodoyela mov emokepOkape, va
WARcoVY pe oryovpld Yo petpnotpo anoteAéopata. Hapanpndnke, éPara, 6Tt kdmolol and
aVTOVG 0ev BEANGOY Vo OTOKOADYOVV OIKOVOLIKE GTOLYELD TNG ETALPELNG TOVG.

IapdAiniao, 6cov apopd TN onuavtikotnta tov social media kot Tov tpdémo mov
LETPMVTOL TO, OPELT, Ol OTAVTIOELS TOL GLYKEVIPMVOVTAL, Eival kKdmowa epyaieio, o omoia
Kot ovopatifovv Kamolot, dAlot dev yvopilovv kaBOA0L Kot GAAOL LIAODY Yo TV EMGTPOPN
omv enévovon (ROI), yopic va givar ciyovpot yia to av 1oydel okOpa KATL TETOW0, OTAMS TO
aVaPEPOVY MG YVAGCT] KOl G EPYUALELD.

Hexvmvtag amd To teAevtaio epyoieio, nv emotpon oty enévdvon (ROI), mapodro
OV YEVIKA Oamd TOLG HOPKETIoTEC Ogv vmootnpiletal kol Kpivetol G addvatov M un
amapaitnto, ot Levinson & Gibson (2010) dev cupgovovv pe avth v vadbeon. Metpodv
TNV EXTVYI0 LE TO TOGO TV KOOOP®DV KEPODV 1 TOV KAOUPOV ATOTELEGUATOV TOL TAPAYOVY
0mo TIC OPUCTNPLOTNTES LAPKETIVYK Kal Bempolv OTL, OTOV UETPLETAL, TO. ATOTEAEGIOTO TOV
UELOVOUEVOV KOl TOV GUALOYIK®OV TNYOV pmopodv mavtote va Peitioboldv. ‘Evag amidg
TpO10¢ VIoAoYIoUoD Tov ROI givar n agaipeon 1oL KOGTOVG Amd TO WKTO KEPOOC Kal, GTN
GUVEYXELD, O OLOYMPICUOC TOV OTOTEAECUATOS OvE KOoTOG. Avtifeta, amd tnv dmoyn tov
UapKeTIVYK, VIapYovv dtdpopotl tomor ROI: eniun, peimon kwvddvov, Swathpnon merdtn,
OTTOTELECUATIKOTITA, EMXELPTOLOKT ELEVTN, SL0QOPOTOINCT, EVMON EUTOPIKOY GNUAT®V,
onuodoteg oyéoelg kot £kBeomn, dueco elcdoMua, paxponpodecpa éc0da, petaxivion, avénon
Kot BeATioon TPOGAYE®DYV, KOVOTOHI0, EKTOIOEVOT) TEAATMV K.O.K.

O Sterne (2010), amd v dAAN peptd, vrootnpiletl 6TL vVhpPyoLVV TOKiAX CTASIL OTN
LETPNOT TOV HECHV KOWVMVIKNG OIKTHMONG Kot oXe0OV Yo T0 Kabéva amd avutd S1opopeTiKd
epyoreio. H ovveidnon eivar to mpodto Prpa yoo pio 6€ HAKPOG Kot KEPOOPOPO UmEpia
neAatdv. H dnuovpyio piog papkog opatng Kol EAKVOTIKNAG Yo TOVG TMEAATEG amoTEAEL
Bactkd otado Yoo TNV emitevén TV otdéy®vV. Avtd umopel va yivel pe ) ypnomn ddpopwv
EPYOAEIV, KATL TOL OVOQPEPETOL KOl OTN OKN HOG TNV €PELVO, OTOL 1] TAEWOVOTNTO TOV
epOTOEVTOV WAOVVY Y10 KAmowo 1 kdmolo amd avtd. Eviovtolg, avtd pmopel va unv eivan
apKETO Y1 VoL S10oT®OEL 0V 01 TAUTPOPUES TTOV YPTCLULOTOIOVVTOL EIVAL ATOTEAEGUATIKEG )

oYL
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Opiopévo gpyodeion mov mpotdbnkov and tov Sterne (2010) sivar to Facebook
Insights, to Google Analytics, n Post Rank, to Tweetbeep xor 1o FeedBurner. Qg
enikpatéotepo OAwv OBeswpeitar to Google Analytics, kabmg mapéyel Tig KOADTEPES Ko
aKpIPEcTEPES AVaPOPES amd Pva 6€ Pva Kot ortd €106 o€ £10G6. Méypt otryung, elvar To mo
axpiPéc v avaeopég TPoPoAng oelidac, emokéyelg Kol oeAideg ovda emiokeym. Ailyo
dwapopetikn dmoyn éxet o Blowers (2012), o omoiog Oewpei 611 vadpyovv mOAAG GALQ
EPYOAEID TOV UTOPOLY VO, YPTCLOTONOOVVY Y10, T GLALOYT| EMTAEOV AVOAVTIKOV GTOLYEIV
OYETIKG pe TV Topovcia kamowov oto Facebook, odid to Insight tov Facebook eivai to
OLKOVOUIKOTEPO KOl IGMC TO MO0 EDKOAO EPYUALETD.

AMa epyareio mov mpoteivovtor and tov Solis (2011) ywo v avayvdpion Kot Tov
EVIOTIGUO TV atOpmv mov emmpedlovv, eivon ta: CoTweet, PeopleBrowser, Seesmic,
Blogged, BackType, Linkfluence, HowSociable, BuzzMetrics kot BoardTracker, evad diio
eivon To: Twitter Sentiment, Social Mention, Attensity kot Sentiment Metrics, mov petpodv
Y0 TO TAOS VidBOLV 1o TO TPOIdV 1 TNV VINPEGIa TOL TOAEITAL VTOl OV EMNPedlovy. AAAL
Kot Tl og k0B mepinToon, amdAvtn péTpnon povo pe ta gpydieio autd dgv yivetal N pe
éva hoylopko dev yivetal. O capKacopog, 1 Elp@Vein, ot WIOUATIGHOTL, 1 apyKd Kot 1) KON
YAOooO mov KOAAEpyel eivar OAa TOmMOL Kot oTolKEln OmMAMG €vOg adyoplBpov mov €yet

oyedlaotel yio vo tagvopei ta cvvarodnparta (Sterne, 2010).
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6. XYMIIEPAYXMATA - IPOTAXEIX

2KOTOG NG Tapovoag Epevvag Ntav 1 €£€T0GT TOL TPOTOL EMIOPACTS TOV UECHV
KOW®MVIKNG OIKTOMGTG GTOV TOVPIGHO. XTOYO NG LeAETNG amotélece (o) 1 e&€taon g alog
TOV HECOV KOWMOVIKNAG SIKTO®ONG oty mpodbnon tov tovpopod oty mOAN NG
Beccarovikng, (B) o Tpocdloplords TG eKAOUPAVOLEVIC OTOTEAEGUATIKOTNTOS TOV UECOV
KOW®VIKNG SIKTOMOTG G EMKOWVOVIOKO epyaieio pdpkeTvyk ot Propnyovic Tov TOLPIGLOV
(Y) n dwaxpifwon tov av o1 TovpicTEG KAVOLVY YPNOT TOV HEGHOV KOWMVIKTNG SIKTOOONG TPLV,
Katd T Sudpkeln Kot LT TG emokéyels Tovg kat (d) N e&étaon tov Pabuov otov omoio ta
LEGO KOWOVIKNG OIKTO®OTG emnpedlovy TNV TEMKN amdpooT evOg TovpioTa.

Emedr), m évvolo 1ov TOLplGHOD eival gvpeion ko agnpnuévn (Sterne, 2010),
amopaciotnke va diepevvnbel 1 enidpaon tov social media oe Egvodoyeio, mg 1 mo Gueon
HOPON TOV LTOOOUMYV KOl CLYKEKPIUEVE GTNV TOAN TG Oeccalovikng o¢ pio amd Tig
UEYOADTEPEC KoL TNV 1010, GTIY U TOVPIOTIKOTEPEG TEPLOYES TNG EALGOAG.

Méca amd TN JdlKacio. TOV GUVEVTEDEE®Y, GUVOMADVING UE OvVOPOTOVG TOV
KAAOO0V, €101K00¢ (GALOL TTEPLEGOTEPO KOl GAAOL AlYOTEPO) OTO KOUUATL TNG dlaxeipiong TV
social media pag Eevodoyetokng povadag KataAnEape o€ TOIKIA0 GUUTEPAGHLOTO CYETIKG 1E
TO OV TEAIKA TO UEGO KOWMVIKAG OIKTVMOOTNG EVIGYDOLY TNV OVIOY®OVIGTIKOTNTO EVOG
Eevodoyeiov.

Apycd, TPog OPELOG TNG EPEVVOS TOL TPUYLLATOTOONKE, OEV CUVOVINGOLE KOVEVH
Eevodoyeio mov va un ypnotpomotel ta social media. Av kou dev yvopillov tov axpipn,
EMOTNUOVIKO OPIGUO TV HECHOV KOWMVIKNG OIKTOMONG, (PAVNKE €LPEMG JOEdOUEVT] N
avaykn VTapENG AVTOV TOV HECOV Yo TNV TPOPOoAN, Slaenon, Tpodinon Tov €KAGTOTE
TOVPLOTIKOV TTPoidvTog. IpdTo oty katdtaén epeavileton to Facebook kot akoAovbolv to
Twitter kot to Instragram. Enopévag, mapotnpeitor 6tt 1 tovptotikn Propunyavia apmdlet
YPLON EVKOIPIO KOl UEC® QOTOYPOQUOV kol Pivieo, mpoomabel vo TPOGEAKVGEL TOLG
KatavaA®TéS. Avtd pag Ponbd va cvumepdvovpe eEEAMEN TG KOWMOVIKNG SIKTOMONG GTOV
TOVPIoUO YEVIKA Ko TN Propunyavia erioleviag edkoTeEPO.

Tavtdypova, 660V 0popd 6to TAN00G TV avlpdTOY OV droyelpilovtal To KAVAAL
tov social media, tapatnprOnke 6Tt Tapd T 6TOLAUIGTNTO TOL PaiveTol va avayvepilovy ot
EEvodOYOlL aVOEOPIKG UE TN YPNON TOV KOWWOVIKOV HEC®V, OEV EMEVOVOLV OaKOUN GF
KOTOPTIGUEVO TPOS®TIKS YU avtd. H ouykekpiuévn damictmon, givatl avth mov amotelel Kot
T0 KAEWiL o€ OAOKANPN TV €peuva, kabdC pag Olvel TOAD OMUOVTIKG EVPNUOTO Yo TNV
enitevén tov okomov pogc. [T cvykekpiuéva, ot Eevodoyol gaivetal Vo dEXOVTaL TO YEYOVOC

OTL 01 ypnotes, ue v e&dmhwon tov Internet ko v avémruén tov TIIE, éxovv kaldtepn
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avTiAnyn Tov mpayudtov Ko, KT emEKTOOT, UEYOAVTEPEC ANOLTNAOCELS, YTl €lvol Kol
TEPLOCOTEPO GKEMTOUEVOL, OPMG, dgv Oglyvouv TV mpocoyn mov Ba émpene otn dwoxeipion
OTNG NG VEAG aVAYKNG. LNV TEPINMTOCT TOL TPOOPIGUOV KoL TOV VINPECIOV TOL B TOVG
TpocpepBovv, o1 duvnTikol tovpioteg (NTdve TEPIGGOTEPA 1), OLLPOPETIKA, OEV CPKOVVTOL
OTNV OMAY] 1KOVOTOINOT, €MOWOKOLV TN MEYIOTN Kavomoinon oamd avtd. Omndte, otnv
nmepintoon v Kotolvudtov, Oa erthééovy 1 Ba avalnmoovy avtd mov Bo ToLg TPOGPEPEL
tov BéATIoTO GLUVOLACUO TOPayOVTOV 1oL Bo Acttovpynoel mpog OPeAdc tove. Katd
OGUVETEL, Y10, VO UTTOPECEL VO TPOCPEPEL 1| EMLXEIPTION TN HEYIGTN SVVOTH IKAVOTTOINGT GTOV
duvNTIKO KaTavaA®T] Oa TPEMEL VO €€l KATAPTIGUEVO TPOCOTIKO Vo epyaletar yio v
enitevén Tov GKOTOV oWTOV.

Emumpdcbeto, 610 KOUPATL TNG DI0OETNONG W0 GUYKEKPIUEVNG GTPATYIKNG 10104TEPA,
KOTOAVTIKO Topdyovto amotelel 1 vVapén ToAAGV avtayoviotdv. ATd TV €QEVPEST TOV
Tvtepver, moAdé Prounyavieg Exovv datapaytel dpapatikd Kabag Ppédnkav oe BEon
VO QVTAYOVIGTOUV e GAAEG VIO TO QMG TNG YNPLOKNG ETOYNS. ZTNV TOPOVGO UEAETY,
ol epotnOévteg pavnke OTL eved Yvopilovv 6€ PEYAAO BabUO TOVG OVTOY®VIGTEG TOVG, OEV
éyovv EekdBapn €OV TNG GTPUTNYIKNAG TOV YPNOUOTOOVY, ETOUEVMG, OEV aKOAOVOODY
KOOl GLYKEKPIUEVT] TPOKTIKY £TCL MOTE Vo daPopormoinfovy ovClUCTIKE 0md TOVG
VIOAOTOVG KOl VO, TTPOGODGOVY UEYOADTEPT AVTAY®VICTIKOTNTO 67O Site Tovg. XZvykekpuéva,
av Kol TpOTAPYIKOS 6TOY0C Ocmv droyelpilovton To kKovdAla social media ota Egvodoygia mov
GUVOVTHGOUE EIvVOL 1) EVIOYLOTN TNG EXOCKEYIUOTNTAG TOVG KoL 1] OGO TO dUVATOV TEPLGGOTEPT
TPOPOAT TOVG UECH OVTOV, TEPIGGOTEPO aKOAOVOOVY TNV “emoyn” mapd TV Eemepvolv. e
wo gmoyn 6mov 10 SOIKTLO EMTPEMEL TNV OVIAYWOVIOTIKY] KATOUGKOTEID EVKOAOTEPQ
a6 moté, ot Egvoddyot dev epapudlovy o olokAnpmpévn otpotnyikh 1 onoio Ba npene
va éyel og Paomn T avVTIGTO(EG TOV OVIAYMOVIGT®OV TOVG £TGL OCTE VO O10.poponotBodv amod
OVTOVG KOl VO TPOGEAKVGOLV TOVG SUVITIKOVG TOLPIGTEG.

Onwg eivar Aoykd, 6tav 10 TEPLEYOUEVO TOL HOLPALoVTOL Ol YPNOTEC EKPPAlEL TNV
EKOOTOTE VITOKEWEVIKT] TOVE AmoyT, evoéyetal va, dnuovpyndel pio equn oyl amapoitmro
Oetikn M omoio cuyva vo eivar kot AavOoouévn. Ot epotBévteg KARONKOY Vo, amavIioovy
OTOV TPOTO oL eKAAUPAVOLY Ta apyNTIKG GYXOAE TOVL YpdpovTal omd emokénteg ota Social
media. Ot aravtioeig piknoav kvpimg yia éva ototyeio mov Ba tovg fondnoet va dtopbwbodv
Kot vo, yivouv kaAbtepol, va eEeAyBobv 6Tov YMPo, ®GTOGO, OV EAENYOV KOL Ol OTAVTNGELS
OV WAOVV Y10, OVUTIOGTOTEG, «TOPAAOYES), OKOMN Kot eUmOOElC KPITIKEC. ZapEcTaTa, 1)
duvatdTTa TOV TAPEXEL EVOL LEGO KOWMVIKNG OIKTOMOMNG, TOGO GTOV TOVPIGTH OGO Kol GTOV
duvnTikd Tovpiota, va OvVIOAAGEEL amoOyels, va cvufovdevtel kol vo akoAovdncsl 1 va
OTOQVYEL U0 TOVPIOTIKY HovAda Onpiovpyel TOAAGL TAEOVEKTAUATA OAAG EUTEPLEYEL KoL

KIvOOUVOLG ava@opikd pe tn enun tov &Eevodoyeiov. 'Etotl, Aowtdv, oty mepintwon g
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YPNOLOTOINOTNG TG KPLTIKNG Y10 TPOSMTIKY PeAtimon, e£EMEN katl S1OpOBOoN TOV ApVNTIKOV
oxoAlov, n ayovia kot 1 embopioc va aALAEEL N apyNTIKY KATAOCTOON OYETILETOL HE TNV
OVEQVOLEVT ETLPPOT] TTOV EYOVV 0L NAEKTPOVIKEG OMNUOGIEVCELS amd TEAATES OTIG JLOIKAGIEG
MymMc amopdceny GAA@V TBavody emokentdv. Avtd cvufaivel yoti Omwg éxel amoderydet,
Ol YPOMTEG TOPOTNPNCES TOL ONUOGLEVOVIOL NAEKTPOVIKA ONO GAAOVG TEAATES EYOLV
UEYOADTEPT EMPPON KOl OO TIG GVGTACELS TOV OMUOGIEDOVTAL GTOVG EMIGTLOVS 1GTOTOTOVG
tov Eevodoyeimv (Sparks et al, 2013).

d1avovrog, Aomdy, otV KON amd OA0VG TOVG CLVEVTELELOLOUEVOLG TTOPAdOYT OTL M
xpron tov social media gival ovaykaio otn onUeEPIVY ETOYNA OOV O1 YPIYOpol pubuol e Tovg
0m010Vg HETAPAAAETOL TO TOVPIGTIKO TPOIOYV KOOIGTOVV OvVayKaid T GUUUETOYN TOVG GE AVTA,
dgv umopove mapd va avapotBodue av ot Eevodoyotl Exouv del LETPNGIUD OQEAT OO T
xpon ovt@v. Ol OIKOVOUIKEC OTOAUPBEC OMOTEAODY YVAOUOVO Y10, TOVG TEPLOGOTEPOLS
EMUYEIPNUATIEG, EMOUEVMG, EPOGOV Ol 1010l ot Eevodoyol divovv 1diaitepn Papdrta oV
TPOPOAT} TOL TOVPIOTIKOD TOLG TPOIOVTOC HECH TOV UECOV KOWMVIKNAG OKTOMONG
fewprioape OTL €yovv HETPNOEL KOl TO OVAAOYO OlKOVOMKO OPerog. QoTOGO, amd TIg
ATOVTNOELG PAVNKE OTL e€attiog TOL OTL deV QAPUOLETAL IO GLYKPOTNLEVT] GTPOTIYIKT, Elval
dVuoKoA0 €m¢ aKaTOpHTO Vo pmopécovv ot vevhuvol Sloyelptong TOV PECMOY KOWMVIKNG
OkTVwoNg ot Eevodoyein mov emoKeEPONKaApE, VO MAGOVY LE GLYOLPLA VIO LETPTCLLO
aroteléopata. Agv Ehenyav, BEPaia, Kot ot epmtnBévteg mov dev BEANGAV Vo amOKOAHYOLY
OKOVOLIKA oTotyela Tng etarpeiog Tovg. Ot amavTiGES TOV GLYKEVTIPMVOVTAL, Elval Kupimg
Kol epyaleia, To omoia kot ovopatifovv kdmotot, dAlot dev yvmpilovv KabBdrov kot dAlot
WAooV yuo v emotpopn] oty enévdvon (ROI), yopig va givar oiyovpol yio 1o av 1oyvet
OKOUO KOTL TETOLO, OMAMG TO OVAPEPOLV MG YVAOT KOl MG epyorelo. ZOUeova pHe N
Biproypapio, 1 emttuyio. peTpdrol amd T0 TOGO TOV KABAPOV KEPODV 1 TV Kobaphv
OTTOTELECUATOV TTOV TOPAYOVTAL OO TIC OPUGTNPLOTNTEG HAPKETIVYK Kot Oempeitor Ot1, dtav
UETPIETOL, TO ATOTEAEGUOTO TOV HEUOVOUEVAOV KAl TOV GLALOYIKOV TNY®V UTOPODV TOVTOTE
va Pedtinfoby. X1 Sk pog TepItToorn autd OV AIVETOL, TOLAGYIGTOV HEXPL CIUEP VA
ovppaivel YU oawto kat dgv UTopoHILE VO WAT|GOVUE Y10, LETPTICLLOL OTTOTEAEGILOTA, OVTE KOL Y10
Beltioon tov TpdIOL TPoPforng pécm twv social media. Avtibeto, amd ™V Gmoyn TOL
UapKeTIVYK, VIEApYovv dtdpopotl tomor ROI: eniun, peimon kwvddvov, dSwathpnon merdtn,
OTTOTELECUATIKOTITA, EMXELPTOLOKT ELEVIN, SL0QOPOTOINCT, EVMON EUTOPIKOV GNUAT®V,
dnuodolec oyéoelg kal £kbeomn, dueco 160U, pakporpodecua éc0da, petakivinon, avénon
Kot BeATiOoN TPOGAYE®DYV, KOVOTOI0, EKTOIOEVOT) TEAATMV K.O.K.

Avokepoioaidvovtag, 1M YpNoN TOV UEC®V KOWMVIKNG OIKTOMONG Omd TOLG
Eevodoyovg elval avaykaiog onpoaciog TOGO Y. TV TpodBnor, TN Senyion Tov
Eevodoyeiov Kot TNV ad&nom TG EMOKEYWOTNTOG TOVG, OCO KOl Yo TNV EVIoYLOTN TNg

OVTOYOVICTIKOTNTOG TOVG O oyéom Ue To vmolowto Eevodoyeia idwog Katrnyopioc. Agv
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ovvavtiooue Kovévo Egvodoyeio mov va unv ypnowonotei ta social media ko dev Bpébnke
ovvevtev&lalopevog mov va unv emPePaimce ) dapopd 6T KPOTNoELS AMOY® NG TPOPOANG
pécm avtmv. H taydtomm avamtuén Tov S1ad1kTdon, Th oNUepv EToYT £XEL 0ONYNOEL TOALEG
EMYELPNOELS OMNUOCIOV GYEGEDV GTN XPNOT TOV PHECHV KOWMVIKNG SIKTOMGNG, TPOKELEVOL
va eno@eAnBobv 1060 ypnuatikd 660 Kot Agttovpyikd. Ilapdia avtd, dev pmopolpe vo
KPOWOLHE OTL LTAPYEL OKOUN OLOTLYMG M EAAEWYT KOTAPTIONG TAV® GTO GLYKEKPIUEVO
avtikeipevo. Ot Eevoddyot avtiuetomilovv v mpoforr péom tov social media wg éva onvo
gpyoreio TpomBNGNG TOV TOVPIGTIKOD TOVG TPOIOVTOG, OEV EGTIALOVY TOGO OTN HEGH OVTOV
dpOPOTOINGM TOLG AO Te VTOAOITOVG AVTAYMVIGTEG Kol ovTOG ivol Kot 0 Adyog Tov dgv
YPNOYLOTOIOVV KATUPTIGUEVO TTPOCOTIKO Yo ovTh TN 0éom. Bewpeitan g “gbkoAn Avon” to
VO EMIKOV®VIIGOVV OTTOLOONTOTE UNVOUO ETIBVUOVY YPNOUYOTOIOVTIOS To UEGH KOWVOVIKNG
SIKTVMOTG Kol EPOCOV KATH LEYAAO TOGOCTO EMTVYYAVETAL 1| TANPOTTA GTO EEVOdOYEID OEV
emBvpovy va eppfaduvouy ovclacTikd amd mov TponAbe.

H mapodoo eioniynon moapovcidlel, ev katokAeidl, opiopéveg mpotdoels mov Oa
BonBnoovv apevdg tovg Eevoddyovg v EVIGYUGOLY TO TOLPICTIKO TOVG TPOIOV Kol KOTd
GUVETEWL TNV OVIOYOVICTIKOTNTA TOug £€vavtt GAAV Eevodoyelov Kol aQeTépov Tovg
duvntikovg TovpicTtes va cuPovAedovTal e TEPLGGOTEPT AveDT O 0EOTIOTO PLEGQ.

Ta Kowvovikd diktvoa SnpovpyovV ETUEADS pia VEQ TAEN TPoyUdT®V 6TO TTEST0 TNG
EVNUEPMONG KOl GLYKEKPIHEVO o010 medio Tmv Odnuociov oyéoemv. ' 10 Adyo avtd,
TPOTEIVETAL 1] OAOKANPOUEVT] EVIUEP®OT] KOl KATAPTION TV EPYULOUEVOV OTIS OVTIOTOLYES
Béoeig oe kBe Eevodoyeio £tol dote va yivetar opbr| xpnorn Kot TPoPoAr] TOL TOVPIGTIKOD
TPOIOVTOC.

Amd TN 6KOT TV S10YEPLOTAV, O APESH EPTAEKOUEVOL LE TO KOWVOVIKA HECH TMV
Eevodoyeimv mpémel TpdTA Vo Yvopilovy TO YOPAKTNPIOTIKA TOV HEADV TOLC Kol Vo
KoTovoohv mole €ivatl o UEAT TOLG TPOTOD OaVOTTOEOLY GTPATNYIKEG VIO EMITUYNUEVES
oeAideq. EmmAéov, to 0@EAN autd uUmopobv vo ypnouomombovy yio vo TPoGEAKHGOVY
mBavoic kKatavalmtég va copuetaoyovy social media tov Egvodoygiov.

O1 Eevoddyol opeilovy va mapéyovy 6ToVE Katavalmtés epappoyéc (applications) ot
omoieg O emTpEmoOVY 6TOL HEAN TOVG VO, OVTOAAGGOLV TANPOPOPIEC GYETIKA UE TIG TOPOYES
oV EEVodoygion, TNV KATOAANAOTNTA TOV KOTOADUATOV Kol VANPEcieg Tov mpocpépovtat. H
duvordTnTa Vo avTaAAAGooVTOL TETOLEG TANPOPOPIES LEGM TOL Site Tov idtov Tov Egvodoyeiov
glval 1o o oNUAVTIKO GTOEIO YloL TNV TPOGEAKLOT SLVNTIKOV KOTAVOAMTOV OAAG Kot Yiol
va evBapphHvouy Ta 101 VITAPYOVTO PEAT VO EMCKENTTOVTAL GUYVA TN GEAIDA.

[MoAvtipeg mAnpogopieg yioo v emyeipnon umopodv vo cvileyBoldv omd v
EMKOWOVIOL HETAED TV KOTOVOAOT®V. Mg Tnv ovdAvon ovtdv TV TANPOPOPIdY, T
Eevodoyeio UTOPOLV VO ATOKTGOLV VEEG YVAGEL CYXETIKA UE TIG KOTAVOAWMTIKEG TUCELS, TIG

avAYKEG KO TIC EUTEPIEG TOL EMMPEALOLY TNV IKAVOTOINGT] TOV TOVPLGTAV.
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[MoapdAinia, n deaymyn oepvapiov and v Evoon ZEevoddymv GYeTikd pe to
0QEAN, TNV avaykodtnTa Kot T xprion tov social media Ba Ntav pa onpovtiky ®Onon Tpog
ot TV Katevovvon.

EmumAéov, duvatdtmra ypniong 1oV KOWmVIKOV HEGCMV OTOKAEIGTIKA KOl HLOVO amod
SLPNUIOTEG, LOPKETIOTES, VITEVBVLVMVY dNUOGI®OV oYEcEMV K.4. eWOKOV e To avtikeipevo, Oa
ocuvtedéoel o1 Onuovpyion vémv Bécewv epyaciog oe Egvodoyeio mov UEYPL GTLYUNG
davel{ovv T0 KOUUATL 0VTO GE PEGEYIOVIOT, VITUAAIAOVG KPOATHGEDV K. 4.

H ovvepyacio pe v Tprrofaduo Exnaidevon g xdpog povo BeTIKEC EMATOCELS
umopel va emoeépel. Kata&iopévol kabnyntéc kot a&toAoyol eortntég mov pehetovy v aio
KO T1 OTUovTIKOTNTO, ToL Atadiktdov yevikdtepo kot tov social media eidikdtepa, umopovv
VO TPOCPEPOVV EMAPKT] YVDGT GTOVS EVOLUPEPOLEVOVG EEVODOYOVG,.

Y& YEVIKEG YPOUUEG, TPOTEIVETAL 1 XPNOT TOV KOWMOVIKOV OIKTOOV ond OAES TIg
EEVOOOYELOKES EMXEIPNOELS KOOMDC OmOTEAOLV £€vo, OMUOVTIKO €pydAeio, HE TO 0moio
yvootomowovy 0, Tt emifopodv 6 OAOV TOV KOGWHO, OMOKTOVTOG UE TOV TPOTO OUTO
OVIOYOVIOTIKO TAEOVEKTNUA. Mg TN ¥pNHon TV KOWOVIK®V OKTO®V TpoPfdiietor Kot
TpomBeiTal OMOLdNTOTE EMXEIPTON KO TOVLTOYPOVO ONLLOVPYELTAL L0 GYECT] EUMIGTOGVVIG
pe tovg katavaAmtée. TTopdAinia pe ) ypron tov social media omd tig dnudoieg oxioelg
EVIOYVETAL M TOPAYOYIKOTNTO, 1| KOLVOTOUiC, 1 QNUN, 1N GLVEPYUGio KOl 1) OEGHELCT] TOV
epYOlOUEVMV GTIG TOVPLOTIKEG EMLYELPTOELS.

Avtiiapfovopacte 0T 1 €pELVA LOG OEV amAVTIO GE TOAAL EPMTNGELS TOL TEOMKOV
CYETIKA LE TO GLYKEKPLUEVO BEpa Kot amd dAAovg peretntés. 261000, TO OMOTEAECUATE oG
TOPEYOVV EVO TEPLYPOUPIKO GTIYUIOTUTO 1TNG TPEYOLCOS KATAGTOONG TOL TOLPIoTO, TIG
TPOTNOELS TOV KOl TIG NYEG TANPOPOPNCNS TOV Yo TV €m0y TV Eevodoyeimv. Avtol
amewkovilovv, caemg, v ovéovouevn dvvaun TV Kowovikaov pécov. H pelémm mov
TOPOVCIACTNKE TapPEYEL Oplopéva Paoikd dedopéve, Yoo TV ovamtuén Kot 1 OOKIUN
OLYKEKPIUEVOY VTTOBEcE®Y GtV £pevva, Tapakorovdnong. Eipacte oiyovpot yio éva mpdypo
uovo, 10 emduUEVO £T0¢ TO. omoTEAEoUaTe B0 €lval S1OPOPETIKA, OKOUO, KL oV OEV UTOPOVUE

aKOUT VO, TO TPOPAEYOLLLE.
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