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EYXAPIXTIEX

‘Exovtag OAOKANPMGEL TN UETOMTUYIOKY €pyacic. Tov &€ amosTACEMG
petamtuylokov Tpoypaupotog Digital Marketing tov moavemiotnpiov Nedmotg [dgov
pe titho:  «0 Zrparyyikos Poiog twv Méocwv Kowwvikng Aixktdwons orny
Enrwvopia twv Enyyeipnocwv, otyv Kowvoroinon & IlpoOsan Ayopdgs twv Illelatoy
otnv Ectiacn», 0o 0k va euyopiomom 101utépms kdmota dropa, ot omoiot vanp&av
ap®YOl GE QLTI TN LOVOOIKT] EKTOOELTIKNY EUTEpia TOV Pimaoa.

Apyikd, Ba n0ela vo evyoploTom Tov endmTn Kabnynt) pov, k. Kaloyepd
Nworao, 0 omoiog pe KaBodnyohoe KAbe oLy GTNV OAOKANPOOT TWV VITOYPEDCEDY
pov Kot pe vBappuve yia m cvvéyela. H eumiotosivn, ) apiotn cuvepyasio, oAAE Kot
emkowvmvio mov glyape kod’ OAn ™ SdpkKelo NG EKTOVNONG TG UETATTUYLOKNG OV
epyaciag, amotéAecay ylo ELEVO TNV KvNTHPLOo SVVOUN THG CLYYPAPNG TNG.

Téhog, Ba MBeda vo amevBive éva peydro «Evyapiot®d» ot yvvaiko pov,

NuwoAétta yro TNV vTopovy Kot T oTNPLEN NG, G€ AVTO OV TO TOVI L.



HEPIAHYH

Amd v avackonnon g PipAoypagiog Tposkuye OTL TaPOHTL VILAPYOVY OPKETES
EPEVVEC OV VaL HLEPELVOVV YEVIKA TNV EMLOPOCT] TOL HAPKETIVYK GTO LEGO KOWVMVIKNG
JIKTVMOMNG GTNV EIKOVO, TOV ETYEPTCEMV GTOV TOUEN TNG EGTIOON, AlyeEg LEAETES EXOLV
OEPELVNCEL TO TG OCULYKEKPIUEVO YOPOKTNPIOTIKE TOL HAPKETIVYK OTA UEGA
KOW®VIKNG OIKTV®OTG (Omg 1 e€atopikevon, 1) Tdon, N aAANAOETISpaoT|, 1 SLLPTLLIOT
Kot 1 Senuon)  emdpodv 6TV EIKOVO TOV EMYEPNOEOV EGTIOONG. LKOTOG NG
épevvag etvar va dtepevvnBel 10 TG T PHEGOH KOWVOVIKNG SIKTOMGNG UTOPovV Vo
ypNooromBodv mg epyareio ynelokoH HAPKETIVYK GTOV TopEn TG eotioons. ['a to
Ady0 avtd Tpaypotonombnke mocotiky épevva og 100 meLdteg (og entyeipnong otov
Topéa TG eotioong pe ypnom epwtnuatoroyiov. Ta amoteAéopato NG £pevvag
emPefaincov OTL 01 dPASTNPLOTNTES UAPKETIVYK OTO HEGO KOWMVIKNG OIKTOMONG
(6nwg n e€atopikgvon, N Taomn, N CAANAOETIdpACT, 1 SIENIOT KOl 1] OGN UIOT))
emNpealovy TV ovoyVOPIGILOTNTO TNG EMOVUUING Kol TNV 0QOGImoN TOV TEANTMV.
Emumiéov, mpoékuye TG 1 avoyvopPIGILOTNTO TG EXOVUIING GTO HEGO KOWVMOVIKNG
dkTVOoNG 00MYel oe avénuévn TpodBeom ayopds Kot avénuévn Tpdhect S10UOIPAGHOD
™G eUmEPiOg TOVG 6T HECH KOWMVIKNG dtkTuwong (eWOM). Télog, mpoékuye Tmg To
ALENUEVO ETMESO APOGIMONG TOV TEAUTAOV GE [0 ETMVVUIO GTOV TOUEN TNG ECTIOGNG
odnyel oe avénuévn mpodbeorn ayopds kot avénuévn mpdOeon SloUOPAGHOD TNG

eumelpiog Tovg ot HEGH KOmVIKNG diktvmong (eWOM).

AéEerg khewdu: Méoa Kowwvikng Awtowong, Mdapketwvyk, [IpdOeon Ayopds,
Avayvopiopomnta enovopiog, eWOM



ABSTRACT

A review of the literature has shown that although there are several studies that
generally investigate the impact of social media marketing on the business image of the
catering industry, few studies have investigated specific characteristics of social media
marketing (such as personalization). , trend, interaction, advertising and advertising)
affect the image of catering businesses. The aim of the research is to explore how social
media can be used as digital marketing tools in the catering sector. For this reason, a
quantitative survey was conducted on 100 customers of a company in the field of
catering using a questionnaire. The results of the research confirmed that marketing
activities on social media (such as personalization, trend, interaction, advertising and
publicity) affect brand recognition and customer loyalty. In addition, it has emerged
that brand recognition on social media leads to increased market intent and increased
intention to share their experience on social media (eWOM). Finally, it turned out that
the increased level of customer loyalty to a brand in the catering sector leads to
increased market intention and increased intention to share their experience on social

media (eWOM).
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