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YIIEYOYNH AHAQXH

H Tévton Hopackevn, yvopiloviog Tig cuvERElES TG AOYOKAOTNG, INAOV® vevduva dtL
n mapovca epyacio pe titho «O POAOX TQN INFLUENCERS XTON TOYPIEZETIKO
KAAAO: EPEYNA XTHN EAAAAA TTA THN EIIIAPAXZH TOYZX XTIX [TPO®EXEIZ
TQN TOYPIXZTON», amoteAdel mpoidv ovoTnpd TPOSORTIKNG EPYACTING Kol OAEG OL TNYEC TTOL
€xo ypnoworomoel, £xovv dnAwbel KatdAnAa otic PPAOYPOQIKEG TAPOTOUTEG Kot
avagopés. Ta onuela 6mov &xm ypnolomooel 10€ec, keipevo M/kor mnyéc ALV
GLYYPOPEDY, OVOPEPOVTAL EVOIIKPLTA GTO KEIPEVO HE TNV KATOAANAN TOPOTOUTN KOl M
OYETIKY ovapopd Teptloppdvetol 6to TR TOV BIPAOYPUEIKOV OVOQOPOV HE TANPN

TEPLYPOAQT).

H Aniovoa

INévton Mopaokeon



IHepiinym

To dwdikTvo €16ayel £va vEo TEPIBAALOV EVKOIPIDV Y10 TO HLAPKETIVYK, OVOYKALOVTAG TIC
emyepnoels va Pacifoviat Aydtepo ota Tapadoclakd epyaleio LApKeTIVYK Kot va divouv
O0Mo ka1 eprocoTePn PapdtnTo oTIg VEEG TEXVOLOYiEG TV HEcwV evnuépwong. ‘Etot, ot
ETAUPELEG YPNOLOTOIOVV HE UEYOADTEPT GLYVOTNTO KOl £VIOON TO HEGOH KOWMVIKNG
SIKTOMOONG Y10 VO TAPOLGLAGOLV TO TPOIOVTIO TOVG GE MOAAUTAEG TAATQOpUES. Q6THGO,
ONUEPO, TO OYOPAOTIKO KOWO OEV OPKEITOL GTO VO TOPUKOAOVOEL TO TEPIEXOUEVO TTOL
ONUOCIELOVY Ol €Toupieg OTO UECOH KOWMVIKNG OIKTOMONG, OAAL TopoKoAovOel Tig
avapTNOELS GAAWDV ¥PNOT®V, 01 00101 BE®POHVTOL O EWONUOVEC TAV® GE £VOL GUYKEKPIUEVO
Ompo, 1 £rovv o TpocmikY| epmelpio et v ntnudtov tov BEtovion vito e&étaon. Ta
eV AOY® dtopo Bewpodvion mg Qopeic emppons, MNAad1| ETOPOHV GTIG TPOTUNGELS KoL TNV
QYOPOGTIKN CLUTEPLPOPA TOVL KOOV OV ToVG TtapakoAovBel. Ta dtopa ovtd lvar yvwotol
¢ influencers. Xxomdg g mapovcag £pevvag eivor va damotwbel 0 katd OGO Ot
influencers &yovv enidpacn oty TpdHecn TV TOVPIGTOV Vo ETGKEPOOVV 1o TEPLOYN. XTOL
TAo{o10 TOV KEVIPIKOD OWTOL GKOTOV, 1) £PEVLVA GTOYXEVEL GTO VO JAMIGTOOEL 0 TPOTOC pe
TOV Omoi0 JUOPPAOVETAL 1] EIKOVO TOV TOVPLGTIKOL TPOOPICHOV KOl TNG TOVPIGTIKNG
enovopiog omd Tig avaptoels / dnpootevoelg tov influencers kot Tov otoyegiov mov Oo
TPEMEL VO £XOVV 01 AVOPTNOELS DOOTE VO SOUOPP®BOEel 1 elkdva eketvn Tov Bal StopopPDOGEL
™V TpdOEST TV TOVPLGTOV VO EMAEEOVY TOV GLYKEKPIUEVO TOVPICTIKO TPOOPICUO. XTIV
epyooia &xet degaybel mpTOYEVIG TOGOTIKY| épevva, oty omoia cvppeteiyav 112 dropa.
Ao ™V gpyacio damoT®ONKe OTL 1| TAELOYN QIO TOV GUUUETEXOVTOV ovayvaopilel Tov poro
Kot tn onuacia tov influencers avapopikd pe v emikowvmvio, TV TANPOPOPTON Kot TOV
OLOHOPACUO, EVO EMIOTNG OUMIGTOVETOL OTL O GYNUATIGUOC TNG EIKOVOS TOV TOVPIGTIKOD
TPOOPICHOV KOl TNG TOVPLOTIKNG EMMVUUING OLUOPPDOVETAL, GE CNUAVTIKO Babud amd v
poPorn cvyKekpluévoy TEPlEYopEVoL otig  avaptioelg tov influencers. Boowkd
ocvunépacpo ¢ epyaciog sivar 6Tt ot influencers aokobv enidpaocn otig Tpobécelc Twv
TOVPIOTAOV VA EMOKEPOOVLY TOV TPOOPIGHO, VO TOV  GLGTIOOLV CE (AAOLG KOl TOV
emokePBovv Eavd. Baoel g avdAivong, dtomotdveTon 6Tt 660 To BETIK) N Avayvadpilon
tov poérov tov influencers, 1660 peyolvtepo kor to péyebog tng emidopaong oto va

OLOHOPPMCEL O SVVNTIKOG TOVPIOTOG TNV EIKOVO KOl TV ETMVLUI TOL TPOOPIGLOV.

Aégerg khewna: Influencers, Mésa Kowovukig Atktowong, TovpioTiké papketivyk,

EIKOVA TPOOPLGROV.



Abstract

Internet is introducing a new environment of marketing opportunities, forcing companies to
rely less on traditional marketing tools and to place more and more emphasis on new media
technologies. Thus, companies are using social media with greater frequency and intensity
to present their products on multiple platforms. However, today, the buying public is not
content to simply follow the content that companies post on social media, but rather to follow
the posts of other users who are considered to be experts on a particular issue, or have a
personal expertise on the issues under consideration. These individuals are considered to be
influencers, i.e. they influence the preferences and purchasing behaviour of the audience that
follows them. These individuals are known as influencers. The purpose of this research is to
determine whether influencers have an impact on tourists' intention to visit an area. In the
context of this central purpose, the research aims to establish how the image of the tourist
destination and the tourist brand is formed by the posts/posts of the influencers and the
elements that the posts should have in order to form that image that will shape the intention
of tourists to choose the particular tourist destination. A primary quantitative survey has been
conducted in the paper, in which 112 people participated. The study found that the majority
of the participants recognize the role and importance of influencers in terms of
communication, information and sharing, while it is also found that the formation of the
image of the tourist destination and the tourist brand is shaped, to a significant extent, by the
promotion of specific content in the posts of influencers. The main conclusion of the study
is that influencers have an impact on tourists' intentions to visit the destination, recommend
it to others and visit it again. Based on the analysis, it is found that the more positive the
recognition of the role of influencers, the greater the magnitude of the effect on the potential

tourist's image and branding of the destination.

Keywords: Influencers, Social Media, Tourism marketing, destination image.
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Kepdarawo 1 - Eweaymyn

1.1 T'evik6 mepiypoppo Kot TpoPANUATIKY TG £PEVVOG

To dwadikTvo €10dyetl £va vEo TePBAALOV ELKOIPIDOV Y10 TO HAPKETIVYK, avoryKALoVTOG TIG
emyelpnoels va facifovior Aydtepo ot TOPASOCIOKA EPYALEID LAPKETIVYK Kot va, divouv
OA0 Kot TEPLooOTEPT PopdnTo OTIG VEEG TEYVOAOYiEC TV pEcmV evnuépmong (Zarella,
2010). 'Eto1, o1 etaupeieg ypnoYLOTOoNY HE UEYOADTEPT) GLYVOTNTO Kol EVTOCT TO HECH
KOW®OVIKNG SIKTOMOTG Y10 VO, TOPOVGIACOLV T TPOTOVTO TOVG GE TOAAATAEG TAATOOPUEG,
6nwg to Facebook, to Twitter, to YouTube kot to Instagram (Zimmerman&Ng, 2017),
Qo1660, CYUEPA, TO OYOPACTIKO KOO OV aPKEITAL GTO VO TOPOKOAOVOEL TO TEPIEXOUEVO
OV ONUOGIEVOVY Ol ETALPIEG OTA HEGO KOWMVIKNG OKTO®MONG, OALL TapoKoAovOel Tig
AVOPTNGELS GAL®VY YPNOTOV, 01 00101 BEPOVVTOL MG EWONLOVEG TAV® GE £V GUYKEKPIUEVO
Oua, M £ovv o tpocomiky epnelpia eni tov nmudtov mov B€tovtor vid e&étaon. Ta
eV AOY® dtopo Bewpodvion mg Qopeic emppone, dnAadn emdPoHV GTIG TPOTIUNOELS KOt TNV
OYOPOGTIKT GLUTEPLPOPA TOV KOVOU TOL TOVG TapakoAovBel. Ta dropa ovtd givon yvwotol
og influencers.

O o%edl0G oG Kt 1) 0pyavmon ToEWUDY Kol SLUKOTMV OOLTOVCE TAVTH EKTETOUEVT EPELVA
v TG draféaipeg mAnpoeopieg kol ££GPTNON TOL ToVPicTa OO TO TPOWONTIKO LAKO TOL
TPOVGIALOVTAY OO TIC TOVPIOTIKES EMLXEIPNGEIS KLPIMG HECH TAPUOOGLOKDOV LECHV OTTMG
1N TAEOPAOT, TO PASLOP®VO 1 1] SPNUICT) GE EPMUEPIdES. Me TV gLOEVION TOL YNPLOKOV
UAPKETIVYK KOl TOV HEGOV KOWMVIKNG SIKTVMGCTG TTOL AVOIYOLV KOl GLVOEOVV TOV KOGLLO,
eMTPEMOVTOG TNV EAELOEPN dlaKivnom TANpoPopL®dVY HETAED TV avOpOT®V, 0 TPOTOG LE TOV
omoio AEITOVPYOVOE M TOVPLOTIKY Propnyovio Expene mTPoPOvVMOG Vo 0ALAEEL. AVTO OV
Katoypaeetol mAEov etvat Tt 1 OUVOUN TNG TOPOYNG KOl TOL EAEYYOV TOV TANPOPOPLDV
HETAPEPONKE OO TOVG OPYOVIGLOVG GTOVG YPNOTEG Kol ovadLOnke €vag VEOS TUTOG
TOVPIOTIKNG KOLATOVPOS, M omoia otnpileton otov ovvdvacud Ttov Tafldod, g
TANPOPOPIKNG Kat NG TeYVoloyiag emkowvmviov (Assenov & Khurana, 2012; Zeng &
Gerritsen, 2014).

Ta kowvovikd diktvo AELTOVPYOLV MG 1| TEAELD TAATOOPLLO Y10l TV OVTUAANYT TPOCOTIKMV
EUTEPLOV TTOV GLYVA GLVOdELOVTAV amd PwToYpaPies Kot Bivieo mov petadidovv v
aioBnon g avbevtikdTNTOg Kot TG AEL0TIOTIOG KOl EKOVAY 0LTO TO GTUA TTEPLEXOUEVOL TOV

onovpyeitan amd Tovug ¥PNOTES VO PPEL LEYAAN OVTATOKPLIOT]. ZuVOLALOVTOS AVTOV TOV VEO
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TPOTO SLOKIVIONG TANPOPOPLDV LE TO YOUNAO KOGTOG TOV LEGMV KOIVOVIKNG OIKTHMOMNG Ko
NV ToyKOG o ELPEAELL TOVG, Ol EMYEPNOELS KOl OL POPEIS TOV TOVPIGTIKMOV TPOOPIGUAOV
(.. Ol TEPLPEPELES TNG YDPOS, O1 d1EVOVVOELS TOVPIGUOL TOV INUWV, K.0.K.) dpyloav va
YPNOLOTOIOVV OTA T, TAEOVEKTNLOLTA Y10 TO O1KO TOVG OPEAOG, EVOMUATOVOVTOS TO LEGOL
KOWMOVIKNG OIKTOMONG OTIS OTPATNYIKEG HApKeTvYK. Ta péoo Kovovikng Sktdmong
YPNOLEVOVY oNUEPE ®C Pacikd epyaAeio Yy TV TPO®ONGN TOL TOVPIGUOL Kol O
oNUAVTIKOG pOAOC TOVG otV ovalTnoYn TANPOPOPLOV Kol GTY CUUTEPLPOPE ANYNG
TEKUNPLOUEVOV OTOPACE®V ATOPPEEL amO TN HEYIAN e&dptnomn g Prounyaviog and ™
enun, ™ Yyvoun tov kKotovoAotov kot T Otk mpoPfoin (Muhammedrisaevna,
Mubinovna, & Kizi, 2020; Milano, Baggio & Piatelli, 2012).

Ta kowwvikd diktva dnwg to Facebook, to Instagram 1) to Twitter Agttovpyovv pe Baon Tic
apyéG ™G APESOTNTOS, OOV KOTOOTAGELS, (PMOTOYPOQieS Kot Pivieo Kotvomolovviol o€
devtepodrenta. To mepieydpevo mov dmpovpyeitar o £va Ta&iol 1 dakomég dNUOGLEVETAL
€0UKOAQ Y10 VO TO d0VV OAOL Kot UITOPET vaL £XEL 1IGYVPO OVTIKTVTO GTOVG avOp®OTOVE TOL TO
BAémovv. Meydho pépog tng SOHVOUNG CLTOV TOV OVTIKTLTTOV TTPOEPYETOL OO TNV CVETIGTUN
LOPON OVTAOV TOV OVOPTHGEDYV KOl TNV O WOLOTIKY| Kot YoAopn tpocéyyion tous. H gbpeon
AVTOV TOL EI00VE TEPIEXOUEVOV GTIG POEG TMOV KOWVOVIKADV SIKTV®V Ttailel facikd poAo 6To
0TAd10 NG gvaucnromoinong Tov KOKAOL NG Tov TEAUTN Kot Tupodotel TV embupia
GTOVG SLVNTIKOVE KATAVOAWMTES VO ova{NTHGOVY TEPIETOTEPA Yo AV TO oV gidav. H dvodog
TOV LECHV KOWMVIKNG OIKTUMOTG GUVOEETOL LUE TNV OAANAETIOPACTIKN PVON TOV TEAATOV
™G TOVPLoTIKNG Propnyaviog kot okolovbeitar amd v mpocsdokio OTL o1 TAPOYOL
TOVPIOTIK®V LINPESLOV O AE10TOUCOVV TIC EVKALPIES TOV TPOCPEPOLV TO LEGO, KOVIOVIKTNG
diktvmong (Alizadeh & Isa, 2015).

To gvvolodoykd mhaicto g mapovsos Epevvog faciletar oe peydro fabuod oty Evvola g
enovopiog (brand) kot v epappoyn thg otov Topéa Tov Tovpiopov. H enmvopio Osmpeiton
®G €va KEPAAOL0, G £VOL TOADTILO TEPLOVCIOKO GTOLYEIO Hiag emyeipnong, To omoio pmopel
TOVTOYPOVE. VO OmOTEAECEL  gpyaAeio  dlapopomoinong, Wloitepa  6TO  ONUEPVO
naykosonomuévo teptBdaiov. H papra amotelel onpoviikd mopdyovio mov exnpealet
TIG 0YOPACTIKEG AMOPAGELS TOV KATAVIAMTAV, KAODS AEITOVPYEL G GNLOL VYNANG TOLOTNTOG
VO Tavutodypova tpochitel vonua kot a&io, copPailoviag otn dnUovpyic LG EIKOVAG.

H epappoyn g Bempiog g enmvopiog oty TEPIMTOCT TWV TOVPIGTIKAOV TPOOPIGUOV EIvoL
SLPOPETIKN OO TNV EPAPLOYT TNG OTA EUTOPIKE TPOIOVTA, TAPOAO TOL O GKOTOG TNG KO
OT1G OVO TEPUTTAOCELS EIVaL 1) O10LPOPOTOINGT Kot 1 ahENGT TG AVTUY®OVIGTIKOTNTAS.

To Ofmuo g mpoPANUATIKAG TS TopovGOS EPYACING QPOPA GTOV GUVOLACUO TV

TOPATAVE® GTOYEI®V, ONANOT 6TO TOG 1 TPOPOAT EVOG TOLPIGTIKOD TPOOPIGHOD OO TOVG

13



influencers emdpd otov oynuatioud ™G EKOVOC Kol NG ETMOVOUING TOV TOVPLOTIKOD
TPOOPICUOD, £YOVTOG (OC OMOTEAECUO TNV OLUOPP®GST THG TPOBESNC TOV TOVPIGTOV V.

EMOKEPOOVV TNV TPOPaALOLEVN TTEPLOYN.

1.2 Zxomdg Kol 6TOYOL TNG £PELVOC

Yxomdg G mapovoag Epguvag elvarl va domotwdel to Katd moéco ot influencers £yovv
enidpaomn otnv mpdHeon TOV TOLPICTOV VO EMOKEPOOVLY Lo TEPLOYN. ZTA TAIGLO TOL
KEVIPIKOD 0LTOV GKOTOV, 1| £PELVO GTOYEVEL GTO VA JAMIGTOOEL 0 TPOTOG e TOV OTOT0
OLOLOPPMVETOL 1 EIKOVO, TOV TOVPIGTIKOV TPOOPIGLOV KOl TNG TOVPIOTIKNG EXTOVVUING Ao
TIC avapTNoELS / dnuootevoelg twv influencers Kot Twv otoryeimv mov o tpénet va £xovv ot
AVOPTNOEL; BOTE va dopopPmBel 1 eikdva ekeivn mov Ba dtoupoppaoel v Tpdbeon twv

TOVPLOTAOV VO, EMAEEOVY TOV GLYKEKPYLEVO TOVPIGTIKO TPOOPIGUO.

1.3 Aoun ¢ epyaciog

H dopn g epyaciag ivar n akdAovdn:

210 mpwTo KEPAAowo TifeTon ecaywyikd to {TnUO TG Epyaciag, pe ava@opd GTO
EVVOL0A0Y1KO TTAQIG10, TNV TPpOPANUaTIKN Kot To. {nTodueva TG EpELVOG.

210 dg0TEPO KEPAALO YiveTal BIBAIOYPAPIKY| EMGKOTNON, GTNV OOi0 apPy LKA KoToyplpeToL
N évvoia, 1 Asrtovpyia Kot ot SIUGTAGELS TG ETOVVUING.

210 Tpito KepdAowo meprypdpetanr n pebodoroyio g €pevvog, OOV SUTLTAOVOVTOL TO
EPELVNTIKA EPMOTNUOTA, OUTIOAOYEITOL 1] EMAOYT TNG TOGOTIKNG LeBOJ0VL, YiveTou 1 GUVOESN
TOV EPOTNUATOAOYIOV HE TO EPELVNTIKO EPOTAUATO KOl KOTOYPAPETOL TO OELyHo NG
£pevuvoc.

210 T4TOPTO KEPAANLO TAPOLGLALOVTOL TO OMOTEAEGLATA TG EPELVAC, OOV TO. ELPTLLOTOL
TOPOVGIALoVTaL AvE EPELYNTIKO EPADTNLLOL.

210 MEUMTO KEPOAAOLO OLOTLIIMVOVTOL TO GLUTEPACHOTA Kol Yivetow ovlftnon pe v

Broypapio, evd akoAoVB®G KATOYPAPOVTOL 01 TPOTAGELS KOl Ol TEPLOPIGHOL TNG EPEVLVOC.
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Kepalowo 2 - Ozopntrikn Ocpehioon /  Bifmoypoagukn
Avookomnon

2.1 "Evvoia, Aettovpyio ko dtaotdoelg e enovopiog (brand)

To brand, mov pnopei va amodobei wg enwvopio | g epmopikd onua (Noumdaving, 2013)
éxel TOAMEG  dlootdoelg Kot €yovv  amodobel moAlol opwspoi. ‘Evag  evupémg
yxpnoonotovpuevog optopds eivor avtog tov Kotler&Keller (2006) ocdpemva pe tovg
omoiovg to brand givai éva dovopa, évag Opoc, éva onua, £va cOuPolro, éva oxEd10 M £vag
GLVOLACUOG OAMV CLTMOV TOV ATOCKOTEL GTNV AVAYVAOPIoT TOV 0yod®V 1 VINPESIOV TOL
TPOCOEPEL/ TOVAL Ll ETALPIKT ovTOTNTO (Ll ETAPIN) Kot 6T S1dKPLoN Kol S1o(poponoinem
a0 TOLG OVTAYOVIGTEG TOV. To gumopikd onpa Kaf1oTd 6apn 6TOVG TEAATESG TV TPOEAELOT
TOV TPOTOVTOG KOl TOVS TPOGTOTEVEL GO TOVG OVTILYPaPelg mov pmopel va Bélovv va
npowbnoovv Topopota Tpoidvta (Johnson, Scholes, &Whittington, 2008).

O Kapferer (2004) opilel To eumopikd ofjuo wg Eva Ovopa mov ennpedlel TOLG OYOPUCTES.
Tovilet 6Tl T0 EUMOPIKO ONUO TPOGEAKVEL TNV TPOGOYN TMOV KOTAVOAMTOV ETEON
neplhappdvel 1o otoreio ¢ dpopomoinong Kot e epmotocuvng. Ta emruymuéva
brands otélvouy éva a&lOmGTo PVLLE KOl TODTOYPOVE STUIOVPYOVV EvVay GLUVOLGONUaTIKO
deopd pe toug mehdtec. O Blythe (2008) avagpépetr 6t o brand éyetr e&elybel oe dpo mov
TEPAOUPAVEL VAIKA Kot [ DAKG GTOLXEln Y10 VoL KAVEL T1) S1apOopd ot TOVS OVTOYMVIOTEG,
pe Tov KatdAANAo Tpomo. To gumopikd onpa divel po ToAvTIUn ddoTacn Kot Kobiotd 10
polév molvTyo petah mopopolwv mPoidviwv. Y1o0etdvtag Sdpopeg TOMTIKES
GTPUTNYIKNG, Ol EMYEPNOCELS TPOoTAHOVV VOl IKOVOTOMGOVY OAO Kol TEPIGCOTEPES AVAYKEG
TV meAoTdV Tovg. Ta gumopwkd onuota Bewpodviol TO OTOTEAEGUA OVTOV TOV
GTPUTIYIK®V.

Amd v dAAn hevpd, o Ferrell, Hartline, & Hochstein, (2022) ava@épouv Lo S1opopeTin
évvola yuo éva eUmoptkd onpo Tov opileTonl MG 1 GLVOAKT GLVUGONUATIKTY EUTEPIO TOV
Biover o katavolmg e€attiog evog cuyKeKpIEVOL TTpoidvtog N vanpecioc. EmumAéov,
TEPLYPAPEL TN HAPKO MG Lo gpmelpio, mov eykabiotatal 610 HVOAd TOV TEAATOV OTL TPV
amd TV KukAogopio, aAANAOEmOPA pe TV etatpeion | pe €va LEAOG TOL TPOCMOTIKOV.
Q61660, VIAPYOLY TOAAEG TEPMTMGELS TOV 1) EUTELPIO TOL TEAATY Elval dLOPOPETIKY amd
avtd ov amekovilel n papka. H emrouyio pog etapeiog agloloyeiton p€ocw TV ETNGLOV
1GOAOYIGH®V, OAAL, avTifeTa,  emtuyio pag pdpkag aloAoyeitar amd T oTadoK) avENoN
TOV TOGOGTOV IKOVOTOINGNG TOV KATAVOA®TAOV. TO TPOTO WVUUO TOV UETAPEPEL L0
UApKa SLUOPPDVEL, OPYLKL, TNV KOPLOL EVIVTMGN KOl 0pyOTEPQ YOPAGGETAL GTO HVOAD LE

™ OpOPEMOON NG HoKPOTPOBECUNG OVTIANYNG GTOVG KOTAVOA®MTEG. LG €K TOVTOL, TO
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ATOTEAEGILO OAOV QLTMV, GE GLVOVAGHO LLE TNV ETAVOAAUBAVOLEVT Kot GUVEYT XPNON EVOS
TPOIOVTOG, EKPPALEL TNV IKOVOTOINGN TOL KATOVOAMTY.
Ta televtaio ypdvia, to branding €xel koTaoTEl LYNAN TPOTEPALOTNTO KLPIWS Yol TNV
avatatn dloiknon, enedn Bewpeital Eva amd To Mo TOAOTIUO Un VAIKE GTotyEld Yo pio
emyeipnon. Me v avainyn opaong n papkoa eEaKoAovOel, va IKOVOTTOLEL TIG ATOLTHOELG
TOV KATAVOAOTOV, OOTE Ol TEAEVTOIOL VO TAPAUEVOVY TIGTOT 6TIG TpoTIunoelg Toug (Kotler
et al., 2013). Me avtdv tov TpOTO, TO EUTOPIKO GNUa Be®peitol ¢ o «ETaP» HeTa&d TG
EMYEIPNONG KO TOV KATOVOAWTOV, TNV omoia 1 emyeipnon mpénel va dtnpel yoo va
amoAapPdvouv Kot ot 600 TAELPEC Ta TAEOVEKTHLOTO TN oxéone tovg (Smith & Taylor,
2004).
Ao oTpaTNYIKNG Armoyng, N SLEIPIoT TOV UAPKETIVYK OOLTEL TPOCEKTIKY OVAALGT TNG
EIKOVAG TNG LAPKOS TTOV LETAIOETOL TNV ayopd, O10TL 0VTH aKPBAOS 1) €1KOVA B emnpedioet
TIG EMAOYEG TV KATAVOAMT®V. g £k ToOTOL, 1| droryeipion ¢ papkag Paciletor cuyva e
po pecopakponpofeoun otpatnyiky] mov £xel avomtuéel 1 etaupio (Jones, 2005). Xto
TAOiG10 TOV GUYYPOVOL HAPKETIVYK, T €oOva NG pdpkog kobiototor onpovtikog
TOPAYOVTOG Yo TNV emtTvyio kdOe opyoviopov (Aaker & McLoughlin, 2010)
2oppava pe tov Haykoopo Opyaviepo Tovpiopoo:
«M €KOVA EVOG AVTIKELEVOL 1] LOG KaTAoTAoNG 0pileTon ™G EENG:

e H teyvnt pipmon g QouvopeVIKNG LOPONG EVOS OVTIKELLEVOU.

¢ H opowdtra 1 n tavtdtTo pE ™ Hopen (7.y.: T€(VN N 0(E010).

o Atopkég 1) GLALOYIKES 10€€G Yo Tov Tpooptopd» (Cooperetal., 2004)
O Hammond (2010) vrootpiler 6Tt éva kahd oyedwacpuévo brand pmopetl vo empépet
TOALOTTAG TAEOVEKTNLATO GE it EMLYElpNON: Uopel va LENGEL TOV OYKO TV TOANGEWYV,
Vo @EPEL ONUOTIKOTNTA, EVAO ONUIOLPYEL Lo LAKPOYPOVIO. OXECT) EUMIGTOCVVIG HE TOVG
neldteg. Tavtoypova, Adym Tov 0Tl 0 KaTavaAmTg Oempel OTL T0 TPOidV £xel LYNAN aia
TaTdTNTOS, £ivon datedelévoc va ayopdalet ta mpoidvta xwpig va amolntd YoaunAotepeg
Tég (Szmigin & Piacentini, 2015). Eivot mpopavég 611 1 enwvopia divel Tny Tpootifépevn
a&io mov drapopomnotei o mpoidv (Ruzzier & De Chernatony, 2013). H a&io tov epmopikon
ONMOTOG OV SiVEL £VaL 1oYVPO EUTOPIKO GO £XEL TOAAATAG TAEOVEKTLATO, HETAED TOV
omoimv pumopovv vo avapepBovv ta e&ng (Sethena & Blythe, 2016; Hoeffer & Keller, 2003):

e AvEnom g apocinong TV TELUTOV

o MeyolVtepn AMOTEAECUATIKOTNTO GTNV TPOPOAT TV TPOIOVT®V

e  YymAdtepo teptdmplo k€EpOovg

o XaunAotepog Kivouvog amd Tov avIoy®vIGHO

e EBukaipieg yio eméktaomn Tov eumopiko GNHOTOG
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®  ATOTEAEGUATIKOTEPT] EMKOVOVIO TOV LAPKETIVYK

‘Eva Boaoiko ototyeio tov brand amoteiei n afia g enwvopiog, SnAadn To avapepOUEVO G
brand equity. Zopewva pe tov Farquhar (1989) ko tovg Keller, Aperia & Georgson (2008)
ot etaipeieg pe woyvpn a&io emovopiog Lropohv vo £(ovv PEYEAO TAEOVEKTILO EVOVTL TMOV
AVTOYOVIGTOV, UTopoOV va givol avOekTikég otV Tieon TG oyopds, Vo ETEKTEIVOVTOL LE
EMTLYI0L KO VO ONUOVPYOVV EUTOSA Y10 TOVS OVTOYMVIGTEG VO UV €16EADOLV GtV ayopd
To ovykprtikd mieovéktnua ¢ aflag g papkag €ivor dvvatdv va dNUIOLPYNCEL
VYNAOTEPEG KUTAVOAMTIKEG TTPOTIUNoELS katl mpobéoelg ayopdc (Thomspon, 2003) kot
EMMALOV VO, EXNPEAGEL TNV AVTIANYT TOV £YOVV Ol KOTAVOAWMTEG GYETIKA [LE TNV TOLOTNTA
TOL TPOIOVTOG,.

Apeoa ouvoedepuévn e TV évvolo kat TN Aettovpyio tov brand kot g a&iag exmvopiog
gtvan 1 évvola g ekdvas. H ewcdva pmopetl va opiotel og Eva 6OVoLo cuvelpu®v, cuvinimg
OPYOVOUEVOV LE KATOL0 OVGLOGTIKO TPOTO | WG TO GUVOAD T®V TEMOONGE®V OV £XEL TO
Kowod ya éva ocvykekpipévo brand” (Meenagham, 1995). Avtiotoya, ot Martinez & de
Chernatony, (2004) opilovv Vv &KOVE OC TIG OVIIM|YEIS Y10 [0 EMOVOUIC, OT®C
OVTOVOKADVTOL OO TIS GLGYETICELS NG EMOVLUIOG TOL OlOTNPOVVIOL GTN UVAUN TGOV
KOTOVOAOTAOV. Q¢ AmOTEAEGLA, 01 OPYOVIGHOT TPOGTAHOVV VO KAVOLV it GLGYETION HETAED
TOV TPOCOMIKOTITOV TOV KATAVIAMTOV KOl NG TPOCOMKITNTAG TG Enwvuping tove. [
10 AOY0o owtd, cvviBwg ot opyavicpol mpoomafodv vo ONUIOVPYNCOVY Lo EWKOVA TNG
uapkog n omoia givat TapOUOL LE TV OLTOEIKOVA TNG opddac-otoyov (Graeff, 1996). Yo
aLTn TNV £Vvol, M EIKOVO TNG HapKag umopel va etvar ypnoyn oy aéio g enwvouiog,
Kot auTtd S10TL M d1dotacT TG eKOvVaS ™G a&log TG HApKOS Umopel va LeTaPPAcTEl pe
OPOLG KOWMVIKNG EIKOVAG, ONAAOT TNV €1KOVO OV Bewpel KAmO10¢ OTL ATOKTA KOWMOVIKA

otav emiéyet To ovykekpipévo brand (Lassar, Mittal, & Sharma, 1995)

2.2 Ewova Tpoopiopob Kot Olayeipion eikovog Emmvopiog

Mg Baon v avaivon mov wponyndnke, umopel va vmootnprydel 6t 0 kabopiopdsg twv
GLYKEKPLUEVOV YOPOKTNPICTIKOV VOGS TOVPIGTIKOD TPOOPIGHOV OV Ha S10popOoTO|GOLV
TOV TPOOPIGHO OVTO amd TOVG AAAOVS ivat 0 PacIKOC TOPAEYOVTOS Yiot TN ONOVPYioL oG
enovopiag Tov TOmov. Méoa amd T JldIKacio TNG EMKOVOVING, KAOE TOVPIOTIKOG
TPOOPIGUOG Olvel ol VITOGYEST OTOVG KOTAVUAMTEG-OLVNTIKOVS EMICKENTEG KO, OC €K
TouTOV, N emwvupia -to brand- tov tomov Oa mpémer va mephapPdvel otoyeio mov Oa
Kavomotovv M kot Ba vepPaivovv T Tpocdokieg TV Katavalmtdv. Etot, 0 Touplotikdc
nmpoopopdg Ba eivar oe Béom va avtamokpllel oTIC OVAYKEG KOl TIG OMOITACES TOV

tovplotav. [lap' 6o avtd, 1 dnpovpyia evog brand témov eivar o oHvOetn drdikacio
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oL TEPAAUPAVEL KOl TN ONOVPYio (G €IKOVOS EKTOC OO TN SlLPOPOTOINGY TWV
YOPOKTNPIOTIKOV VOGS TOVPLoTIKOV Tpoopicpov (Pereira, Correia, &Schutz, 2012).

Kotd ovvénela, avandomaoto péPog TG ETMVLIING TOL TOTOL gival 1 dnuovpyio Kot M
avamtuén PG €koOvag yuo Tov TouploTikd mpooplopd. H ewkdva €vog TOupltoTiKoy
TPOOPIGHOV UTTOPEL VO OPIOTEL OC 1 EVIVTTOGT TV avOpOTOV Y10 EVOV TOTO GTOV 0010 eV
Couv, ®G TO GLVOAO TV TEMOBNCEWYV, TOV OEDV, TOV EVIVTIDNCENDV KOl TOV TPOGOOKIDV
evog Tovpiota 6e oyéon e VOV TOTO, Ol AVTIAMYELS Y10 GUYKEKPLUEVO YOPOKTIPIGTIKG TOV
TOVPIOTIKOD TPOOPIGHOV, 1| OAICTIKN] EVIVTMOTN TOL TPOoKaAEl o 1dto¢ o toémog (Beerli
&Martin, 2004). Mg Bdon to mopondve propel Kaveilg va vmootnpiEet 6Tt 1 ekoOvVa, evOg
TOVPLOTIKOD TPOOPIGHOL €ivol TO OMOTEAECHO TOV TEMONGE®Y, TOV OEDV, TOV
oLVOLGHNUATOV, TOV TPOGOOKIMV KOl TOV EVIVTMGEMV TOV £XEL £VO, ATOUO GYETIKA e EVaV

T0mO0.

2.3Evvota ko Aettovpyia twv influencers

H dnpovpyio kot vroothpién ¢ enwvopiog kot tov brandequity mold cuyva ypnoiponote
SO UOTNTEG, TPOKELUEVOD VO EKTTEUYOVY TO UVUUO TNG LAPKOS Kot va TpofdAovy Tnv
emBoun ewévo mpog to Kowd. H vmootpién OwwonuotnTeOV eivor po gupEmc
YPNCLOTOLOVEVT] GTPOTNYIKY] GTNV EMKOWVMVIL LOPKETVYK LE OETIKA AmOTEAEGHATO V1o
TG papkeg, ved ddpopovg a&ovec. Touemva pe tovg Liu, Parganas, Chadwick, &
Anagnostopoulos (2016) n tpoPoin mpoidvTmV Kol VINPECIOV Amd SLUCTUOTNTEG EVIGYVEL
™mv o&io Tov gumopikod onuatog, evéd ot Amos, Holmes & Strutton (2008)dwamictdvouy 0Tt
1 TOPOVGIN SLACT|LOTHTOV GTO SLLPTUCTIKE UNVOLTo GCUUPAAEL TN SLOUOPPOOT) BETIKMV
OTACEMY TOV KOOV £VAVTL TOL TPOIOVTOG Kot TG etaupiag cvvorkd. Toco ot Halonen-
Knight & Hurmerinta (2010) 6co kot ot Dom et al. (2016)avoagépovv OTt 01 KOTOVAADTES
TpoPaivouv Ge PETAPOPA TNG EIKOVAG TNG OGN HOTNTOS TPOS TO EUTOPIKO GT e, ONAOT|
amodidovV G610 TPOIOV TO YOPOUKTINPIOTIKE 7oL Bewpovdv OTL €xel M CLYKEKPLUEVN
dwonuotra. ‘Etot, yio mapddetypa, otov €vag dtaonpuog abAnTge -m.y. modoceuploTg
dtpnuiler éva mpoidv, tOte T0 KOO Bewpel 6TL TO GLYKEKPIUEVO TTPOTOV dEmeTon Oomd
YOPOUKTNPIOTIKA OTT®G 1) SLVOKOTNTA, 1] ATOJOTIKOTNTA, K.O.K.

BeBaing, mpokeipévon va vrdpEet ant 1 LETAPOPA TOV 1O10THT®V TNG UG LOTNTOS TPOG
10 Tpoidv, Ba mpémet n StuonuodTTO -TOV Eivar 1 TNYN TOL UNVONOTOS- va Bempeitor amd
TOVG amodEKTEG ™G a&omotr. H a&lomotio tng myng avagépetatl GTov TpOTO LE TOV 0010
0l KOTOVOAMTEG EPUNVEVOVY TO HNVOUHOL TNG TNYNG, €V TPOKEWWEV® TO HNVOUO TNG
dwonuoémrag, og afdmoto. H aflomotio evdg dtdonuov vrmootmpikt €xel Oetikd

avTiKTLo otV a&OMoTio TOV VTOGTNPLOUEVOV EUTOPIKOV GHOTOC. ¢ OMOTEAEGLA, Ol
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KOTOVOAMTEG GLVOEOVY TNV LIOoTNPLOUEVN UapKO pE TO emimedo alomotiog Kot
gumepoyvopochivng g dwuonuotntog. To vynid kdpog pog  daonudtrag diver
dvvatomta otig vrootPlopeveg papkeg va Eexympilovy amd TOVG aVTAYWOVICTES Kol Vo
gvioyvouv TV a&lomiotio Tovg. Ot SICUOTNTEG EVOUPKMVOVY TO KOPOG Kol TNV oeOnTik
aio TV ev Aoym gumopikdv onudtmv (Seo & Buchanan-Oliver, 2019), yeyovog mov pe
GEPA TOL OVTAVOKAGL TO GYETIKA LYNAO KVPOG TOVG KOl TNV LYNAN avTIANTT 0mdoTooN
peTa&h auTAV Kot TOL KATOVAAWMTY).

Avtd mov mpémel va onuelmbel etvar 6TL 1 Bedpnon TOV SOCTIHOTHTOV —ONANOT| TO TOLOG
glvorl dStoonuoTTo Kol TOGO HEYAAN avayVOGSIULOTNTO £XEL- £XEL AAAAEEL ONUOVTIKOTOTO TO!
tedevTaio YpOVIQ, HE TNV ALENVOLEVT] ONUOTIKOTNTO TOV HECOV KOWVOVIKNG OIKTOMONG MG
TAOTEOP O TOGO Y10 TOVG KOTOVOAWMTES OGO KoL Y10 TIC SLoTLOTNTES. XT0 TOPpeABOV, Ta OplaL
petah eMUNG Kot aAvelag NTav €0KOAO vo. dloKpBovv, €nEdn Ol doTUOTNTEG NTOV
TPOCMOTA TOV TOYYOVOV UEYOANS TPOPOANG, OPOL NTAV AGTEPES TOL KIVILOTOYPAPOV,
HOLG1KO1, AOANTEG, TPOCOTIKOTNTEG TNG TNAEOPAONC, K.0.K. 20TOC0, avTd £yl aAAdEEL Ta
TeAEVTOLO YPOVIOL AOY® TNG EMKPATNONG TOV UEGHOV KOWMVIKNG SIKTOMGONC, 1 0moio £xel
AVOLOPPOGEL ooONTd TOV TPOMO pe TOV OmMoio avTILETOTILOVTOL Ol TOPAOOGLOKES
dtonuoTTEG Kat Tov TpOTO pe Tov 0moio ot avOpwmot ivor oe BEoT va XpNGIULOTOOVV TIG
SLOOIKTVOAKEG TAATOOPLES TPOKEYEVOD VO ATTOKTHCOVY PTUT 1] VO EVIGYVGOVV TNV TPOPOAN
TOVG. AVTEC Ol U TopadocloKes SoonUOTNTEG €ivol ATOHO TOL £YOLV OMOKTNHOEL £val
aVOYVOPIGUEVO OVOUO. GTO OadiKTLO, YOPIG TNV avAyKn TOV TOPOdOCIIK®OV UECHV
TPOoPOANG, TPOGEAKVOVTAG EVOV TEPACTIO OPOUd OMAdMV GTOLG AOYAPLUGLOVS TOVG GTO.
péoa Kowmvikng otktowong (Abidin, 2016). Ta ev Adym dTopa amoKTOOV avayvaplon Kot
nmpofoin popalovtag v kabnuepwvr] tovg Cmn TS amOYELS Tovg Yo oldpopa Oépata,
GUUTEPIAQUPAVOUEVOV TPOTOVTMV Kol EUTOPIKAOV onudtov. 'Etot, o kowvd PAEREL TIg Un
TAPOOOCIOKEG OCUOTNTEG MG KOVOVIKOUS OvOpAOTOVG TOL KATOTE NTOV UEPOS TOV
«KOWoU», Gpa 1o Koo Bewpei 0Tt Exel mepiocdTepa Kowva ototyeia pali tovg (De Veirman,
Cauberghe, & Hudders, 2017) evé emiong Oswpei 011, 68 GYEoN UE TIG «TAPUSOGLOKES
dtaonpuoTnTES, £ivan o avbevtiké kot Teplocotepo mpoattég (Nouri, 2018).

Ot mapdryovteg emppong 0T HECH KOWVOVIKTG SIKTVMGONG OVTITPOSMOTEVOLV £vay VEO TOTTO
ave€dptnTov TPiTOV VTOGTNPIKTY] TOV OtKodouEel 1)/ Ko aALALEL TN GTAOT TOV KOWVOU HEGH
1GTOAOYLDV, tweets Kot TG xpnons dAAwv péocwv Kowvmvikng otktowong (Freberg et al.,
2011). Yrdpyovv d1Gpopot tpémol mov ypnoiporotovv ot influencers yuo v npodOnon
TOV TPOIOVTIOV: TPOGPOPH EKTTOTIKAOV KMOWK®V, TOTOBETNCT TPOIOVTOV KOl TOPOYN
ovpPovrmv. Ot ekntm®oelg mov TpocsepEpovtal otovg influencers eEac@aiilovv 6T VILapyEL

dpeom ovvoeon LETAED TOL OPYOVIGHOD TOV TTPOGPEPEL TO GUYKEKPIUEVO TTPOTOV / VIINPETTiQ
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™G EMPPONG TS Hkpodtapnuons. H tomoBétmon mpoidvtog sivar 6tav Eva dtapnulopevo
TPOTOV PEavifeTOL GE [0l EKOVOL e KPLOT TPOBEST] vaL TpafNEEL TNV TPOGOYY| EVOG 0TS0V,
Ot Nandagiri & Philip (2018) dAwocav 0Tt ot apvnTikég 1 BETIKEG KPITIKES Yo TPOIOVTOL Kot
enovopies and tovg influencers emnpedlovv 1oV Beatr Vo AyOopAoEL TOL CLYKEKPIUEVOL
TPoiovTa Kot vo €xel o Betikotepn otdon €vovit Tov emovopomv. Ot De Veirmann,
Cauberghe & Hudders (2017) dfAwoav 611 1 S1oatdnmon pog OETIKNG YVOUNG / KPLTIKNAG oo
tovg influencers wov £yovv peyddo apBud axoroVbmV Bewpeital mg mo agdmoT o€ oyéon
HE  TIC OLOPMIUOTIKEG KOTOY®WPNOELS €medn ot influencers ypnoLOTOI00V TPOTOVTOH Kol
ENMVLUIES TOV €IVOL EVOOUATOUEVO GTIG TPOCSHOTIKES TOVG OVOPTNOELS, Apa Eivat cOUPOV

LE TO TPOGMOTIKO TOVS GTVLA.

2.4 YKomO¢ Kot SO LOVTEAOL £PELVAG

Ykomdg g mopovoag Epevvag eival va damiotwdel to katd mdéco ot influencers €youvv
enidpaom otnv mpdheon TV TOLPICTOV VO EMOKEPOOLV [ TTEPLOYN. LT TAAIGLO TOV
KEVIPIKOD OUTOV GKOMOV, 1 €PELVA GTOYEVEL GTO Vo dlamoT®mbel 0 TPOTOG e TOV 0Ol
SLHOPPAOVETOL 1] EIKOVO, TOV TOVPLGTIKOD TPOOPIGHOD KOl TNG TOVPIOTIKNG EM®VVUING amd
TG avaptioels / dnuooctevoelg Twv influencers kat Twv ototyeiov mov Ba Tpénet va Exovv ot
aVOPTNOELS BOTE va dtopopemBel N eikdva ekeivn mov Ba dStapopedcel v mpdbeon twv
TOVPLOTAOV VO, EMAEEOVY TOV GLYKEKPYLEVO TOVPLGTIKO TPOOPIGUO.

AVvo@opikd pe TV 00UN TOV LOVTEAOL TNG £pELVAGS, TAELAO epevvmV (Abidin, 2016; Amos,
Holmes & Strutton, 2008; Araujo, Neijens & Vliegenthart, 2017; Campbell & Kirmani,
2000; De Veirman, Cauberge & Hudders, 2017; Lin, Bruning & Swarna, 2018; Schaffer,
2020; Schouten Janssen & Verspaget, 2020; Silva et al., 2019) damot@vovy 0Tt Yo vo
vrdpyel emidpaon otnv mpdbeon ayopdc, elval omapaitnTo Vo LIAPYEL OMOOOYN KoL
avayvopion tov poiov tov influencer.Yno avty v évvoln, otnv épgvva eetaleton M
vdbeon 0Tl M VYNAGTEPN avoyvdplon Kot omodoyn tov poérov tov influencers, toéco
UEYAAVTEPT] KOl 1) EMIOPAIGT) TOVG GTIG EMAOYES / TPOTYUNGELS TOL KOVOV.

Axolovbwg, Bdoel v epevvav (Baloglu & McCleary, 1999; Beerli & Martin, 20004; Chen
& Tsai, 20007; Chon, 1990; Echtner & Ritchie, 2003; MacKay & Fesenmaier, 2000; Tasci
& Gartner, 2007) domiot@veTol OTL O OYNUOTIOUOG TNG EKOVOAG TOV TPOOPLGHOD
SLHOPPAOVETAL BAGEL TOV TANPOPOPIDOV TOV TOPEXOVTOL GTOV dVVNTIKO emiokéntt). 'Etot, n
pdheon TV TOVPIGTOV Vo EMOKEPHOHV TOV TOVPICTIKO TPoopoud dopeitar Pdoel Tov
TEPLEYOUEVOD TOV avopTHoE®Y. Avtiotoro, n mpdbeon emAOYNG HOG GUYKEKPLUEVNG

TOVPLOTIKNG ETOVLLING, OTT®G Yo mapdderypa to brand evog Eevodoyeiov Kot 1 EKOVA oG
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GUYKEKPIULEVNG TTEPLOYNG, OLOLOPPAOVETOL PACEL TOV GUYKEKPIUEVOV YOPUKTNPIOTIKOV TOV

TpoParlovral.

Me Bdon to topandvm, ot Jaya & Prianthara (2020) dioapopemacay Evo LOVTELD EpEVVIC TO

omoio amoTvdveToL 6T Zynpo 1 ko To omoio akolovdel Kot 1 Tapovcoa epyacio

Pdhog
influencers

Y

Ewcova
POOPIGLOU

Zymua 1. Aopn povtérlov épevvag

Inyn: Mpocapuoyn and Jaya & Prianthara, 2020, cel. 11.

Ewova,

emovopiog

IIpoBzom
TODPLOTOV
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Kepdararo 3 -MeBoooroyia 'Epegvvag

3.1 Epevvnrtikd epotmiuata

Ta gpevymrtikd epoTHpOTo TNG £pEVVag givarl Ta akOAovOa:

1. ITowa. 1 roym TV GLUUUETEXOVTIMV Yo TOV pOAO Kot TN onuacio tov influencers;

2. TTow givar o0 avapevopeva otoyeio tov avaptoenv tov influencers tpokeévov vo
OLOLLOPPMCEL O TOVPIGTOS TNV EIKOVA TOL TPOOPIGLOV;

3. IMow givar ta avapevopeva ototyeio tov avapthoswv tov influencers mpokeipévon va
SLHOPPAOCEL O TOLPICTOG TNV EIKOVA TNG EMMOVVUING;

4. ITowa n enidpaon tov influencers oty npodeon enthoync / Tpotiunong evog TOVPIGTIKOD

TPOOPIGLOY;

3.2 Emhoyn nebddov Epevvog

Zoppava pe toug Saunders, Lewis & Thornhill (2012) kot tovg Brymann & Bell (2015) mg
épevva opiletar 1 depgvvnon tov vrd eE€taon @awvopévov / TAHoToc, pe TpOmo
OPYOVOUEVO KOL GUGTNUOTIKO, LE GLAAOYN OdOUEVOV KOl TANPOQOPLOV PAGEL HLOG
GLYKEKPLUEVNS Kot StatvToUEVNG LeBddov, dote va dametowdodv Ta yeyovota 1 / kot ot
apyéG mOv JEMOVV TOL PoVOUEVA KoL, &V TEAEL, va Ttpoaydel 1 yvoon. O Bryman (2012)
aVaEEPEL OTL Lol EPEVVO. OPEILEL VOL £YEL DOTVTOGCEL EV TV TPOTEP®V Ta {NTOVUEVA TNG, VTTO
popon epeuvnTikdv vrobécemv tov omoiwv Oa eleyyBel M 1oxhc Ko epevvNTIKAOV
gpomudtov. Qg ek TovTov, 1 KAbe €peguva Ba mpémetl va €xel otoxovs. [lpokepévon va
vAomomBovv o1 6TdHYO1 TNG £peLVG 0 epevvNTNG / EpevviTpla Oa mpémet va £xel eMAEEEL TNV
KATAAANAN pébodo. Zouemvo pe Robson (2010) ot tov Creswell (2014) o1 dvo kdpieg
pébodot givar ) tocotikn kot n mototikn péBodog. H mocotikn épevva dopeitonr mdve oty
apyYN TNG OVTIKEWEVIKNG TPAYUOTIKOTNTOS, OOV O EPELVNTAG OVOAVEL TaL evpaT BAcEt
G oTaTIoTIKNG pebodoroyiog, He TPOTO AVTIKEEVIKO, dNAadN Y®pPic Vo VIEGEPYETOL M
O1K” TOL gpunveia yio to VTd £EETAGT POVOUEVO.

Xy mapovoa Epeguva. ETMAEYONKE N TOGOTIKN €pevva, Kabmg 1 Pactkr) apyn TG eivor 0Tt
VIAPYEL 1| OVIIKEWEVIKY] TPOYUATIKOTNTO Kol OETOVIOL GCUYKEKPIUEVO EPEVVITIKA
EPMTNUATO, TO OTMOI0 OTOVIOVTOL HE OVTIIKEWUEVIKO TPOTO, PACEL TNG OTOTIGTIKNG
uebodoroyiag. Ot epOTNOELS TOL EpOTNUATOAOYIOV givarl TG S-PaOuac kAipakag Likert kot

&youvv dapopembel and v épguva Twv Jaya & Prianthara (2020).
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3.3 XHVOeoT EPMTNUATOAOYION LUE EPEVVITIKA EPWTILOTAL
AVaQOpIKA HE TO TPMTO EPEVVNTIKO gpOTNUA Yio TOV pOAO Tov éxovv ot influencers, ot
EPMTNOELS TOV EPMOTNUATOA0YIOV EETALOVV TO KOTA TOGO 01 GUUUETEYOVTEG avayvwpilovv
TNV oNUocio. TOv €YOLV Ol OVOPTNAGES TOV OUOPPOTOV YVOUNG OGOV apOopd GTNV
Tpoeodpnon / evUEP®ON, TNV OVIOAAXYY] OomOYE®V Kol TOV Olpolpacud g
TAnpoopiag. Q¢ ek TovLTOL, £xovV TebEl 01 EENG EpOTOELC:

1. To mepieyouevo tov avoptioswv tov influencers paivetot evolapépov

2. Otinfluencer BonBobv tov dropolpacud TANPOEOpiag Le TO KOO

3. H ovlimon N n avioAloyn oandyewv pe dAAlovg eivor duvart) HECH TOV
KOWWOVIKOV LECOV EMPPOT|G.

4. Mmnopd va 00 TIG TAEOV TPOGPATEG TANPOPOPIES Yo TO BELN TOV e EVOLOPEPEL
and Tovg social-media influencers

5. Oa nbela va dapopdom Tig TAnpoopieg evog influencer yia Tov Vv ikdva

OV TAEIOIWTIKOD TPOOPIGLLOYV.

AvoQopikd pe TO O€DTEPO EPELVNTIKO EPMTNUO. YO TNV E€KOVA TOV TPOOPICHOV, Ol
epmTNoEL eEETALOVV TO TEPLEYOLEVO TV OVOPTNGEDY TOV OVALEVOLY VO SOVV O1 EMCKETTES
MOTE Vo OHOPPAOGOLY o KOV Tov mpooplopov. 'Etot, €povv 1ebel o1 axdAlovdeg
EPOTNCELS:

6. H gwdva tov mpoopiopod 6mmwg tpowbeitar and tovg influencers Ba npémet va
nephapfPavel moAAd moMTioTIKA 0E100€aTa Yo VoL ETGKEPDH®.

7. H gwdva, tov mpoopiopod onmg tpowbeiton amd tovg influencers Oa npémel va
nePAAUPAVEL TNV TOMTIGTIKT TOIKIAOLOPPIaL.

8. H gwdva tov mpoopiopod 6mmg tpowbeitar and tovg influencers Ba npémet va
TEPIAAUPAVEL TNV KOAT TOLOTNTA TOVPICTIKAOV VITOIOUDV.

9. H ewdva. tov mpoopiopod onmg tpowbeiton amd tovg influencers Oa npémel va
nepAaUPAvEL TN XOAQPT] OTHLOCPALPOL.

10. H ewdvo tov mpoopiopon ommg npombeitar amd tovg influencers o wpémet vo
nepapfPavet to apodivvto, TapBévo mepiPaiiov Kot eHon.

11. H ewdvo tov mpoopiopol 0mmg npomdeitarl amd tovg influencers Oo mpémet vo

wepAapPdvetl T S1AGTOON TOL EEMTIKOV TPOOPIG OV .

Avo@opikd pe TO TPITO £PELVNTIKO EPAOTNUA YO TNV EIKOVA TNG HOPKOS, Ol EPOTNOELS

€EeTAlOVV TO TEPLEYOUEVO TMV AVAPTICEDV TOV AVOLEVOLY VO, JOVV Ol ETICKENTEG MOGTE VO
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dapopedoovy pia gikdve, T puapkog mov tpowbovv / avagépovv ot influencers. ‘Etot,
&xovv tebel o1 axdAovBeC EpmOTNOEIS:

12. H ewodva g pbpkag, 0mmg mpowbeitar amd tovg infuencers Bo mpémer va
TEPAAUPAVEL TO OTL, GE GVYKPLOT LLE AALN TPOIOVTO/CTLOTOL, TTPOKELTAL Y10, £VOL TPOTOV/GT L
VYNANG TOLOTNTOG.

13. H ewdvo ¢ papkag, 0nmg mpombeitoan amd tovg influencers Bo mpémer va
nepthopPdvet To 6TL T0 TPOidV/ ofjua el paKpd 1oTopia.

14. H swdvo ¢ papkag, onmg mpowbeitar amd tovg influencers Bo mpénel va
nepapPavet 0T, g mehdtec, umopovpe vo tpoPAéyovue a&ldmota Tdg o amoddceL TO

TPOTOV/pdpKa.

AVaQopIKa [e TETAPTO EPEVVITIKO EPMTNLLA Vi TNV Eidpaon tev influencers oty npdOeom
ayopds, ot epotoelg e€etdlovv ¢ TApapETpOvg NG EMIdpacng TNV OLUOPP®ON
TPOTIUNONG GE GYECN UE TIG AOUTES EVOALUKTIKESG TTPOTAGELS, TNV GVGTOGT TOL TOVPICTIKOV
TPOOPIoUOD G€ GAAOVG EVOLOPEPOUEVOVG KOl TNV ETMAVAANYM TG emiokeyns. Etot,
SLITLTTAOVOVTOL Ol AKOAOVLOES EPOTNTELS:

15. Baoet tov avaptioemv tov influencers, Oa emiokentoovy v tdv T0V TOVPIETIKO
TPOOPIoUO TAPE OTOLOVONTOTE AAAO TPOOPITUO.

16. Baoel tov avoptioewv tov influencers, eipot tpdbvpog vo cuotiowm og GALovS
Vo EMGKEPHOHV QL TOV TOV TOVPLGTIKO TPOOPIGUO.

17. Baoet tov avaptioemv tov influencers,ckonedo vo emokedod Eava owtodv Tov

TOVPIOTIKO TPOOPIGHO GTO PLEAAOV.

3.4 A&lomotio TG €pevvag

To epotuatordyio ¢ épevvag Bewpeitar wg aglomioro, kabng o deiktng Cronbach Alpha
et tun 0,875. Avtd onpoaiver 0Tt TO €pOTNUATOAOYIO NG €pevvag Umopel va
ypnoporom et aE10mIoTo Kot omd GALES EPEVVEC.

[Tivaxag 1. Agiktng Cronbach alpha

Cronbach's Alpha N of Items
0.875 17

3.8 To detypa g épevvag
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Avogopwd pe to @Oro, t0 56,3% (63 ocvppetéyoviec) eivar dvopeg kol o 43,8% (49
GLUUETEYOVGEG) Elval Yuvaikes. ¢ €K TOVTOV, SLOTICTMOVETAL LI LEYOADTEPT] EKTPOCAOTNON
TOV avOpOV 0 GYECN UE TIG Yyuvaikeg. Qo1d00, 0TS mpoavapépnke, otnv épevva
TPAYULOTOTOEITOL AVAAVGT LUKV LOVGTS TPOKELLEVOL Vo, OlamioTmBel edv To @UAO amotelel

TAPALETPO JLOPOPOTOINGNG TOV OTAVINCEWDV.

m Avbpeg = Muvaikeg

Zynuo 2. Dolo

Avagopwd pe v nAkia, 1o 25,9% (29 cvoppetéyovieg) eivar and 18 éwg 29 etdv, 27,7%
(31 cvppetéyovreg), eivar omd 30 Emg 39 etdv, 25,9% (29 cvppetéyovreg), sivar omd 40 Emg

49 gtdv ko 20,5% (23 cvppetéyovreg), eivor and 50 eTdv Kot Avo.

= 18-29 = 30-39 =40-49 =50+

Zynuo. 3. Hhikio
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Kepdalaro 4 - ITapovocioon 0£00uEvav /ATOTEAECHOTO,

4.1 Evpruoto IpdTou EPELVNTIKOD EPOTHUOTOS

H npdytn epdtnon e€etdlel 10 KoTd TOGO 01 GLUUETEXOVTES OEmPOVV OTL TO TEPIEYOUEVO TOV

avopthoewv tov influencers paivetat evolapépov. tnv cuykekpuévn epdtnon, 10 6,3% (7

GLUUETEYOVTEG) Oapwvovy amdivta, 11,6% (13 cvppetéyovieg) dwpwvovv, 29,5% (33

GUUUETEYOVTEG) 0VTE GLUPWVOLV, 0VTE O10PVoVDV, 33% (37 CUUUETEXOVTESG) CLULPOVOVV

kot 19,6% (22 cuppeTé)ovTeg) CLUPOVODV OTOAVTO. ZTNV EPAOTNGCT ATAVTNCAV Kot ot 122

GUUUETEYOVTEG

MMivaxog 2. Epdtnon 1

ABpotoTikd
Svuyvotnra Iocooto Eyxvpo m0c00td m0G00TO

‘Eykvpeg Alpovd amodAvTa 7 6.3 6.3 6.3
AmAVTAGELS  AlaQOVO 13 11.6 11.6 17.9

Obte  ovpupoved, 00133 29.5 29.5 47.3

SLPOVAD

ZopeOvad 37 33.0 33.0 80.4

ZopeOVA amOALTA 22 19.6 19.6 100.0

Zvvoro 112 100.0 100.0

And v avdivon dwkdpovong dwmotdveror 6t to VAo (F=2,719, p=0,033<0,05), 1

emidopaon twv influencers oty mpoddeon tov tovpiotdv (F=7,589, p=0,0000<0,05) kot n

feTiKOTNTO TOV OMAVTHGE®Y 6T0 VoA TV epotioemv(F=11, p=0,033<0,05) arotelodv

TOPAUETPOVG TOV OLOPOPOTOLOVY TIG OTAVTNCELS, KOODS o1 yvvaikeg kol 0G0l £0mGov

DeTIKOTEPEG AMAVTIOELS GTO TETAPTO EPEVVNTIKO EPAOTNILO KOl GTO GUVOAO TOV EPOTNCEDV

TElVOVV VO GLUPOVOVV TEPIGGOTEPO LE TO EPAOTN AL

MMivaxog 3. ANOVA gpdon 1

Sum of Squares  df Mean Square F Sig.
doro Between Groups 2.543 4 0.636 2.719 0.033
Within Groups 25.019 107 0.234
Total 27.562 111
Hlwcia Between Groups 2.969 4 0.742 .620 0.649
Within Groups 128.138 107 1.198
Total 131.107 111
YbHvoro B Between Groups 4.837 4 1.209 2.056 0.092
Within Groups 62.940 107 .588
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Total 67.777 111

Yvvoro T’ Between Groups 7.491 4 1.873 2.387 0.056
Within Groups 83.937 107 0.784
Total 91.429 111

Yhvoro A Between Groups 24.182 4 6.045 7.589 0.000
Within Groups 85.238 107 0.797
Total 109.420 111

>Hvoro Between Groups 14.678 4 3.669 11.636 0.000
Within Groups 33.742 107 0.315
Total 48.420 111

H 6e0tepn epdymon e&etdlet to Katd mdco ot cvppetéyovieg Bempodv 6t ot influencer
BonBovv tov drapopacud TAnpoeopiag e To KOwvo.

2V ovykekpiévn epmtnon, 1o 4,5% (5 ovupetéyovtec) dopwvodv amodivta, 9,8% (11
oLUUETEXOVTEG) dlapmvovy, 13,4% (15 cupupetéyovieg) ovte GLUPO®VOVYV, OVTE SLOPMVOLV,
33% (37 ovppetéyovteg) cvppmvolv kot 39,3% (44 GuUUETEXOVTEG) GUUEOVOLV ATOAVTO.

2NV EPAOTNON amdvInoay Kot ot 122 cuppeteyovteg

MMivaxog 4. Epdtnon 2

ABpotoTikd
Zoyvotnta ITocootd ‘Eyxvpo 106006160 06061

‘Eyxvupeg Alpove amdivto 5 4.5 4.5 4.5
ATAVTAGELS  AlaQmVO 11 9.8 9.8 14.3

Obte  ovppove, ovteld 134 134 21.7

SPOVD

SoUPOVA 37 33.0 33.0 60.7

SoUPOVEA amOALTA 44 39.3 39.3 100.0

Zvvoro 112 100.0 100.0

AmO TV avAAvon SOKOUOVONG OOMIGTOVETOL OTL 1] OeTIKOTNTO TOV OTAVINGE®Y GTIC
EPMTNOELS TOL TPpiTov gpevvnTiKoy gpwtiuatog (F=3,131, p=0,018<0,05), o1 epwTOELg
Tov Tétaptov gpevvnTikoy gpotuotos (F=9,916, p=0,000<0,05) kot 610 GOVOrO TOV
epotoev(F=12,949, p=0,000<0,05) amotehoVV TOPAUETPOVS TOV SLOPOPOTOLOVV TIC
amavtnoels, kabmg O0col £0wcav  OeTKOTEPES OMOVINGEIS TEIVOLV VO GLUEOVOVV

TEPLGGOTEPO LLE TO EPDTN AL
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ITivaxog 5. ANOVA gpdnon 2

Sum of Squares  df Mean Square F Sig.
dovAo Between Groups 428 4 107 422 192
Within Groups 27.134 107 .254
Total 27.563 111
Hlwia Between Groups 5.557 4 1.389 1.184 322
Within Groups 125.550 107 1.173
Total 131.107 111
YbHvoro B Between Groups 3.397 4 .849 1412 235
Within Groups 64.379 107 .602
Total 67.777 111
YHvoro T Between Groups 9.581 4 2.395 3.131 .018
Within Groups 81.848 107 .765
Total 91.429 111
Yovolo A Between Groups 29.591 4 7.398 9.916 .000
Within Groups 79.829 107 746
Total 109.420 111
>Hvoro Between Groups 15.794 4 3.948 12.949 .000
Within Groups 32.626 107 .305
Total 48.420 111

v tpitn epOTON ££€TdLETON TO KOTA TOGO O1 GLUUETEXOVTEG Be@POLV OTL 1 culNTNoN 1|

N avToAAayn amOYE®V pe AAAOVG elval duvatn HEGH TV KOWMVIK®OV HECOV EMPPOTG.

v ovykekpévn gpamon, to 0,9% (1 ovpuetéyov) Swpovei amndivta, 7,1% (8

OLUUETEXOVTEG) dlapmvovV, 17,9% (20 cuppeTEXOVTES) OVTE GLUPO®VOVYV, OVTE OLUPMVOLV,

37,5% (42 ovppetéyovieg) cupemvoiv kat 36,6% (41 cuupeTEXOVTES) GLUPOVOVY ATOAVTAL.

2NV EPAOTNON amdvinoay Kot ot 122 GuppeTEXovTEg

[Mivaxag 6. Epdtnon 3

ABpoiotikd
Zoyvotnta [Mocootd Eyxvpo 1060010 m0G06TH

‘Eyrvupec Apove amdivta 1 0.9 0.9 0.9
amovVINoelS  AlQovo 8 7.1 7.1 8.0

Obte  ovppoved, 00120 17.9 17.9 25.9

SoPOVR

Zopeove 42 37.5 37.5 63.4

ZopUPOVH amdAvTo 41 36.6 36.6 100.0
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XOVoAO 112 100.0 100.0

Amd ™V avéivorn dekOpovong SomoTOveTal 0Tl 1 BETIKOTNTO TOV OTOVINGE®Y OTI
EPMTNOELS TOV TETAPTOV EPpELYNTIKOL epwtnpatog (F=6,813, p=0,000<0,05) kot 6to chvoro
tov epotoenv(F=14,333, p=0,000<0,05) amotelovV TOPAUETPOVS TOV SLUPOPOTOLOVV TIG
amavtnoel;, kabmg O0col £0woav  OeTIKOTEPEG OMOVINGEIS TEIVOLV VO GLUEOVOVV
TEPLGGOTEPO LLE TO EPATN AL

MTivaxog 7. ANOVA gpdnon 3

Sum of Squares  df Mean Square F Sig.
dvro Between Groups .635 4 159 .631 .641
Within Groups 26.927 107 .252
Total 27.562 111
H\wcio Between Groups 1.730 4 432 .358 .838
Within Groups 129.377 107 1.209
Total 131.107 111
YbHvoro B Between Groups 4.081 4 1.020 1.714 152
Within Groups 63.696 107 595
Total 67.777 111
YHvoro T Between Groups 7.618 4 1.905 2432 .052
Within Groups 83.810 107 .783
Total 91.429 111
Yovolo A Between Groups 22.212 4 5.553 6.813 .000
Within Groups 87.208 107 .815
Total 109.420 111
>Hvoro Between Groups 16.893 4 4.223 14.333 .000
Within Groups 31.527 107 .295
Total 48.420 111

v téroptn epatnon e€etdletal 10 KATd TOGO Ol GUUUETEYOVTEG CLUPO®VOVV UE TO OTL
UTOPOVV VO, S0VV TIG TAEOV TPOGPATES TANPOPOPIES Yo TO BENA OV TOVG EVOLAPEPEL OTd
tovg social-media-influencers.

2TV ovyKekpuévn epmtnon, to 3,6% (4 cvppetéyovieg) dtaupmvodv andivta, 10,7% (12
OLUUETEXOVTEG) dlapmvovV, 28,6% (32 cLUUETEXOVTES) OVTE GLUPO®VOVV, OVTE SLOPDVOLV,
30,4% (34 cvppetéyovieg) cvpemvoiv kat 26,8% (30 cuppetéyovteg) GLUPOVOVV ATOAVTA.

2NV EpAOTNON amdvinoay Kot ot 122 cupupetéyovieg
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[ivaxag 8. Epdtnon 4

ABpotoTikd
ZoyvotnTa [Mocootd ‘Eyxvpo 10600610 m0G061
‘Eyxvpeg Awpoved omoivta 4 3.6 3.6 3.6
ATOVTNOELALLPMVAD 12 10.7 10.7 14.3
S Ob1e LUPOVH, 0VTE S0POVMD32 28.6 28.6 42.9
SOUEOVD 34 304 304 73.2
SOUPOVD aTOAVTA 30 26.8 26.8 100.0

20OVoAo 112 100.0 100.0

And Vv avélvon dakOpovong SomoTdveTal 0Tt 1 OETIKOTNTO TOV ATOVINCEDV GTIC
EPWTNOELG TOV Tpitov gpgvuvnTikov gpmtipatog (F=7,006, p=0,000<0,05), tov tétaptov
gpevvnTikod  gpotuotog  (F=9,883, p=0,000<0,05) «or o©10 OOVOAO TV
gpomoenv(F=16,282, p=0,000<0,05) amotehoVdV TOPAUETPOVS TOV SLOPOPOTOOVV TIC
amOvVINoElS, KaODC O0col £dmoav  OeTikOTEPES OMAVINGCELS TEIVOLV VO GUUEOVOLV
TEPLGGOTEPO LLE TO EPADTN AL

[Mivaxag 9. ANOVA gpdtnon 4

Sum of Squares  df Mean Square F Sig.
ddro Between Groups 2.289 4 572 2.423 .053
Within Groups 25.273 107 .236
Total 27.562 111
Hlwia Between Groups 6.142 4 1.536 1.315 .269
Within Groups 124.965 107 1.168
Total 131.107 111
YHvoro B Between Groups 4.851 4 1.213 2.062 .091
Within Groups 62.925 107 .588
Total 67.777 111
Yvvoro T’ Between Groups 18.976 4 4.744 7.006 .000
Within Groups 72.453 107 677
Total 91.429 111
Xovolo A Between Groups 29.520 4 7.380 9.883 .000
Within Groups 79.900 107 747
Total 109.420 111
>Hvoro Between Groups 18.321 4 4.580 16.282 .000
Within Groups 30.099 107 .281
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Total 48.420 111

Xy méumtn epomon eEetdletol T0 KOTA TOCO Ol GLppeTéyovie Ba MBeiav va
dwapolpdoovy TG mAnpogopieg evog influencer yoo tov v €Kdéva 10V TAEOIOTIKOD
TPOOPIGLLOVD.

XtV ovykekpuévn epmtnon, to 8,9% (10 cvupetéyovreg) dapmvovv arodivta, 8,9% (10
GUUUETEXOVTEG) dlapmvovy, 25% (28 cuppetéyovieg) ovte GLUPOVOVY, 0VTE SLOPMVOLV,
32,1% (36 cvppetéyovteg) ovupmvovv Kot 25% (28 cupupeTéxovteg) GVUPOVOVY AmOAVTA.

2NV €pOTNON amAvVTINGOY Kot ot 122 cuppetéyovteg

[ivaxag 10. Epdton 5

ABpototikd
ZoyvoTnTa [Tocootd ‘Eyxvpo 106006160 06061
‘Eykvpeg Awpovd amdivta 10 8.9 8.9 8.9
ATOVTNCELALLPMVAD 10 8.9 8.9 17.9
S Obte GLUPOVH, 0VTE JOPOVMD28 25.0 25.0 42.9
SOUEOVED 36 32.1 32.1 75.0
SOUPOVD ATOALTO 28 25.0 25.0 100.0

2vvolo 112 100.0 100.0

Amd v avdivon dokduaveong dwmotdveTor 0t to eOAo (F=2,565, p=0,042<0,05), n
DeTIKOTNTO TOV ATOVTGEMVY GTIG EPMTNCELS TOV TPITOL gpeLVNTIKOD gpwthpatog (F=4,100,
p=0,000<0,05), tov TétapToL £pevVNTIKOL gpwthnatog (F=6,535, p=0,000<0,05) kot 6T0
ovvoho TV gpotioewv(F=17,018, p=0,000<0,05) omoTEAOVV TOPAUETPOVS TOV
SLOLPOPOTOLOVYV TIG ATOVTNOELS, KOOMS 01 yuvaikeg Kol 0601 £dmoay OETIKOTEPES ATOAVTIOELS

TElVOLV VO GLUPOVOVV TEPIGGOTEPO LE TO EPAOTN AL

IMivaxag 11. ANOVA gpdon 5

Sum of Squares  df Mean Square F Sig.
dvAO Between Groups 2412 4 .603 2.565 .042
Within Groups 25.151 107 235
Total 27.562 111
Hlwcia Between Groups 3.028 4 157 .632 .640
Within Groups 128.079 107 1.197
Total 131.107 111
Xvvolo B Between Groups 6.493 4 1.623 2.834 .028
Within Groups 61.284 107 573
Total 67.777 111

Xovoro I’ Between Groups 16.400 4 4.100 5.847 .000
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Within Groups 75.029 107 .701

Total 91.429 111

Zovolo_ A Between Groups 21.484 4 5.371 6.535 .000
Within Groups 87.936 107 822
Total 109.420 111

2vvolo Between Groups 18.827 4 4.707 17.018 .000
Within Groups 29.593 107 277
Total 48.420 111

YVVOMKA, Ao TIG TOPOTAV® OTAVINGELS, OLUMIGTMOVETOL OTL OGOL SLOPO®VOVV AVAPOPIKA LUE
Tov pOA0 Ko TN onuaocia tov influencers eivar n peloynoeia, pe 10 GLVOAIKO TOG0GTO OHGMV
Slpwvodv kot dpwvodv amoAvtws va avépyetor oto 10,7% (12 cvppetéyovreg). H
mAeoyneia Tov 67% (75 CUUUETEXOVTEG) GLUPOVOLY Kol GUUPMOVODV ATOADTOC LE TO OTL
ot influencers éyovv Oetikd ka1 ovolooTIKO POLO OGOV aPOPE TN EmKOWVOVIA, TNV
EVILLEPMOGT] KO TOV OLALUOIPOAGUO.

[Mivaxag 12. Zovoro anavtioemv 1°° peuvntikod EpMTALUTOC

ABpotoTikd
ZoyvoTnTa [Tocootd ‘Eyxvpo 106006160 m0G06TH
Eykvpeg Awpoved amdivta 2 1.8 1.8 1.8
ATAVTACELALIPOVED 10 8.9 8.9 10.7
S Obte GLUPOVH, 0VTE JOPOVMD25 22.3 22.3 33.0
SOUEOVD 54 48.2 48.2 81.3
SOUPOVD ATOALTO 21 18.8 18.8 100.0

2vvolo 112 100.0 100.0

Ta dedopéva TG TEPLYPOPIKTG GTOTIOTIKNG OElYvOoLV OTL 0 HEGOG OPOG TV OTOVTICEWDV
gival oto 3,73, Tuf mov avtiotoyel oty Tn 4 ¢ KAipokog Likert, dpa o pécog dpog
TEIVEL VO OTTAVTOL KGUUPDVO.

[Mivaxog 13. [eptypogikn 0TATIOTIKT] GUVOAOL OTAVINCE®Y 1 EpOTAILATOG

N Minimum Maximum Mean Std. Deviation
20VoA0 112 1 5 3.73 .930

‘Eyxvpeg anovimoetg 112

Ao ™V avdivon OlaKOUOVoNG SmIoTOVETOL OTL TO VA0 Ko 1 Oetikdtnto TV
QTOVTNOEWMV GTIC EPMTNOELS TOV AOUTMV EPEVVNTIKMOV EPOTNLUATOV OTOTEAOVV TOPAUETPOVS
OV  O10POPOTOLOVY TIG OMAVINGELS, KAOMG Ol yvvaikes Kot 660l £dmcav  OeTikOTEPES

ATOVTNOELS TEIVOLV Vo, artavtoOV pe BeTikotepo Babpd 10 TPAOTO EPELVNTIKO EPMTN L.
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MTivaxog 14. ANOVA cdvolo gpotioemv 1°° gpguvntikol epmTNLLOTOC

Sum of Squares  df Mean Square F Sig.
doro Between Groups 3.631 4 .908 4.059 .004
Within Groups 23.931 107 224
Total 27.563 111
Hlwcia Between Groups 4771 4 1.193 1.010 406
Within Groups 126.336 107 1.181
Total 131.107 111
YbHvoro B Between Groups 7.094 4 1.773 3.127 .018
Within Groups 60.683 107 567
Total 67.777 111
Yovoro I’ Between Groups 17.931 4 4.483 6.526 .000
Within Groups 73.498 107 .687
Total 91.429 111
Yovolo A Between Groups 33.324 4 8.331 11.714 .000
Within Groups 76.096 107 711
Total 109.420 111
>Hvoro Between Groups 25.835 4 6.459 30.599 .000
Within Groups 22.585 107 211
Total 48.420 111

4.2 Evprpoto 6e0TEPOV EPEVVITIKOD EPMTHLOTOS

To devtepo gpevvnTiKd epdTI EETALEL TO TTEPLEXOLEVO TMV avapTioemV TtV influencers

TPOKEWEVOD 0 TOVPIGTOG VO SIUUOPPAOGEL TNV EKOVO, TOL TPOOPIGLOV.

Avoeopikd pe 1o Kot 1660 ot avaptoels Ba mpénet va mepthapfévouy moAAd TOMTIGTIK

a&roféata, 1o 0,9% (1 ovppetéywv) dtapavel andivta, 1,8% (2 copuetéyovies) Stupwvoiv,

17% (19 ocvppetéyovieg) ovte ovuP®vVovV, ovte dopmvodv, 31,3% (35 cuppetéyovieg)

ovpuewvovy kot 49,1% (55 cuupETEXOVTES) GLUPOVOLY OTOAVTA. XTIV EPMTNOT UTAVTINGOV

Ko ot 122 coppetéyoviec.

[Tivakag 15. Ep®tnon 6

ZoyvotnTa

ITocootd

ABpotoTikd

‘Eyxvpo 1060616 1060010

‘Eyxvpeg Awpoved amoivta

(mavrﬁGSlAla(pcov(b 1.8
S Ob1e oLUPOVH, 0VTE SoPmVM19 17.0
ZOHEOVE® 35 31.3

9
1.8
17.0
31.3

2.7
19.6
50.9
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ZOUPOVD 0TTOAVTA 55 49.1 49.1 100.0
YHvolo 112 100.0 100.0

Amd Vv avdlvon dakOpovong SomoTOveTal 0Tt 1 OETIKOTNTO TOV ATOVINCEDV GTIC
EPWTNOELS TOV TPAOTOL epeLVNTIKOV epwthnatog (F=4,874, p=0,001<0,05) ka1 Tov téTapTOVL
gpeuvnTikod  gpotuatog (F=2,944, p=0,042<0,05) omotelobVv TOPAUETPOVS OV
SPOPOTOLOVV TIG AMAVTNGELS, KOOMG 6501 £dmaav  BeTkOTEPES AMOVINGELS TEIVOLV Va
GUUEMOVOVV TEPIGGOTEPO LLE TO EPADTN L.

Mivaxog 16. ANOVA gpdmon 6

Sum of Squares  df Mean Square F Sig.
dovAo Between Groups .635 4 159 .631 .641
Within Groups 26.927 107 .252
Total 27.562 111
Hlwia Between Groups 6.578 4 1.644 1.413 235
Within Groups 124.529 107 1.164
Total 131.107 111
Yvvolo A Between Groups 14.790 4 3.697 4.874 .001
Within Groups 81.175 107 759
Total 95.964 111
Xovoro T Between Groups 7.328 4 1.832 2.331 .061
Within Groups 84.100 107 .786
Total 91.429 111
Yhvoro A Between Groups 10.847 4 2.712 2.944 .024
Within Groups 98.573 107 921
Total 109.420 111

Avoeopikd pe o Katd mTOco ol avaptnoelg Ba mpénel va mepthapufdavovy evnuépwon /
TANPOQOPieg Yo TNV TOMTIGTIKY TowKiAopopeia, 10 6,3% (7 cuoppetéyovies) dtopmvoy,
16,1% (18 ovupetéyoviec) ovte cLUE®VOLY, 00TE daPwvovy, 31,3% (35 cuppetéyovieq)
oLLE®VOLV Kot 46,4% (52 cLUUETEXOVTES) CLULPMVOLV ATOAVTO. TNV EPMTNON OTAVTNCOV

Ko ot 122 coppetéyovieg

ITivaxog 17. Epdtnon 7

ABpoiotikd
ZoyvotnTa [Mocootd Eykxvpo 1060010 m0G06TH
‘Eyxvpeg  Awpovd 7 6.3 6.3 6.3
anovIioelOvTe GLUPOVD, 0VTE SUPMVAH18 16.1 16.1 22.3
S SOUEOVD 35 31.3 31.3 53.6
Zopeove amdAvTa 52 46.4 46.4 100.0
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2OVOoAO 112 100.0 100.0

Amd ™V avdlvon dakOpovong SomoTdveTal 0Tt 1 OETIKOTNTO TOV ATOVINCEDV GOTIC
EPWTNOELS TOVL TPiTOL gpevvnTiKoD epmthiuotog (F=6,013, p=0,001<0,05), amoteAei v
TOPALETPO TOV OLOPOPOTOLEL TIG AMAVTINCELS, KOOMS 6501 £dmoay OeTIKOTEPES ATAVTIOELG

TElVOVV VO GLULPO®VOVV TEPIGGOTEPO LE TO EPAOTN AL
[Tivaxog 18. ANOVA gpwdton 7

Sum of Squares  df Mean Square F Sig.
dvro Between Groups 143 3 .048 .188 .904
Within Groups 27.419 108 .254
Total 27.562 111
H\wcio Between Groups 3.563 3 1.188 1.006 .393
Within Groups 127.544 108 1.181
Total 131.107 111
Yvvolo A Between Groups 6.803 3 2.268 2.747 .046
Within Groups 89.162 108 .826
Total 95.964 111
YHvoro T Between Groups 13.085 3 4.362 6.013 .001
Within Groups 78.344 108 725
Total 91.429 111
Yovolo A Between Groups 7.209 3 2.403 2.539 .060
Within Groups 102.211 108 .946
Total 109.420 111

Avagopikd pe to Katd mdso ot avaptioelg Ba mpénel va mepthapfavoov evnuépwon /
TANPOPOPIES Y10 TNV KOAN TOLOTNTO TV TOVPLOTIKOV VITodop®V, 10 0,9% (1 cuppetéywv)
dapovel amdivta, 2,7% (3 ovupetéyovieg) dtapwvovv, 10,7% (12 cvpuetéyovieg) ovte
oLUE®VOVY, 0VTE dpwvovv, 357% (40 ovupetéyovieg) ocvpewvoov kot 50% (56

GUUUETEYOVTES) GLUPMOVOVV OTOALTA. ZTNV EPOTNON ATAVTNoOY Kot 01 122 GUUUETEXOVTEG

MMivaxog 19. Epdtnon 8

ABpoiotikd
ZoyvotnTa [Mocootd ‘Eyxvpo 1060610 m060610
Eykvpeg Awpoved ardivta 1 9 9 9
ATAVINGELALPOVE 3 2.7 2.7 3.6
S Ob1e oLUPOVH, 0VTE SPOVM12 10.7 10.7 14.3
Zopeovo 40 35.7 35.7 50.0
SOUPOVD 0TTOAVTA 56 50.0 50.0 100.0

Xvvolo 112 100.0 100.0
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Amd ™V avélvorn dekOpovong SomoTOveTal 0Tt 1 BETIKOTNTO TOV ATOVINCEDV GTIC
EPWTNOELG TOV TPAOTOL epgvvNTIKoD epmthpatog (F=3,330, p=0,013<0,05) ka1 Tov tétapTov
gpeuvnTikod  gpotuatog (F=3,171, p=0,000<0,05) omotelobv TOPAUETPOVS OV
SL0LPOPOTOLOVY TIG ATOVTNOELS, KOOMDC 0001 £dmoay  BETIKOTEPES AMOVINCELS TEIVOLV VOl
GUUEMOVOVV TEPIGGOTEPO LLE TO EPADTN L.

ITivaxog 20. ANOVA gpdton 8

Sum of Squares  df Mean Square F Sig.
dovAo Between Groups 567 4 142 .562 .691
Within Groups 26.995 107 .252
Total 27.562 111
Hlwia Between Groups 3.701 4 925 77 542
Within Groups 127.406 107 1.191
Total 131.107 111
Yhvoro A Between Groups 10.624 4 2.656 3.330 .013
Within Groups 85.340 107 .798
Total 95.964 111
YHvoro T Between Groups 9.858 4 2.465 3.233 .015
Within Groups 81.570 107 762
Total 91.429 111
Yhvoro A Between Groups 11.597 4 2.899 3.171 .017
Within Groups 97.823 107 914
Total 109.420 111

Avogopikd pe To KATA TOGO Ol avoaptnoelg Ba mpémel va meplhapfdvovvevnuépmwon /
TANPOYOpies Yo TNV Yarapn atpocealpa, to 1,8% (2 coppetéyovieg) dapmvovy amdlvta,
7,1% (8 ocvppetéyovteg) dopwvoov, 21,4% (24 copuetéyovieg) o0Te GLUEMVODY, 0VTE
dpovodv, 33% (37 ovupetéyovieg) ovpeovodv kot 36,6% (41 ocvppetéyovreg)

GLUEMOVOVV amdOALTA. ZTNV EPOTNOM ATAVTNoAY Kot 01 122 GUUUETEXOVTEG

MMivaxog 21. Epdtnon 9

ABpototikd
ZoyvotnTa [Mocootd ‘Eyxvpo 10600610 m0G0610
‘Eykvpeg Awpoved ardivta 2 1.8 1.8 1.8
OTOVTACELALIQMVED 8 7.1 7.1 8.9
S Ob1e CLUPOVH, 0VTE SloPOVD24 21.4 21.4 30.4
ZUHEOVO 37 33.0 33.0 63.4
SOUPOVD ATOAVTO 41 36.6 36.6 100.0

2vvolo 112 100.0 100.0
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AmO TV availvon OlKOHOVONG OOMIOTOVETAL OTL 1) BETIKOTNTO TOV OTOVINGE®V OTIG
EPMTNOELS TOV TPAOTOL gpguvnTikov epmtipatog (F=3,073, p=0,005=0,05), tov tpitov
gpevvnTikod  epotyuatog (F=6,501, p=0,000<0,05) kot TOL TETOPTOL EPEVVITIKOV
gpotuotog (F=3,493, p=0,010<0,05) amoteAodV TOPAUETPOVS OV OSLOPOPOTOLOVY TIG
amavtnoel;, kabmg 0col £0woav  OeTIKOTEPES OMOVINGEIS TEIVOLV VO GLUEOVOVV
TEPLGGOTEPO LLE TO EPADTN L.

MTivaxog 22. ANOVA gpoton 9

Sum of Squares  df Mean Square F Sig.
doro Between Groups .835 4 .209 .836 .505
Within Groups 26.727 107 .250
Total 27.562 111
H\wcio Between Groups 1.254 4 313 .258 .904
Within Groups 129.853 107 1.214
Total 131.107 111
Yvvolo A Between Groups 12.293 4 3.073 3.930 .005
Within Groups 83.672 107 782
Total 95.964 111
Yovoro I’ Between Groups 17.876 4 4.469 6.501 .000
Within Groups 73.552 107 .687
Total 91.429 111
Yovolo A Between Groups 12.637 4 3.159 3.493 .010
Within Groups 96.783 107 .905
Total 109.420 111

Avagopikd pe to Kotd mdso ot avaptioelg Ba mpémel va mepthappfavoov evnuépwon /
TANPoYopiec mov va. TpoPdArovy To apdivvto, mapbivo nepifariov Kot pvomn, to 2,7% (3
CUUUETEXOVTEG) dlopmvolv amdivta, 9,8% (11 cvuupetéyovieg) dapmvovv, 16,1% (18
GUUUETEYOVTEG) 0VTE GLUP®VOLV, 0VTE O1PWVOLV, 33% (37 GUUUETEXOVTES) GLUPOVOLV
kot 38,4% (43 GLUUETEYOVTEC) GLUPEOVOVY ATOAVTO. TNV EPMTNON OTAvVTNoaY Kot ot 122
GUUUETEYOVTEC.

[Tivaxog 23. Epotnon 10

ABpoiotikd
ZoyvotnTa [Mocootd ‘Eyxvpo 10600610 m0G0610
‘Eykvpeg Awpoved ardivta 3 2.7 2.7 2.7
OTOVTACELALIQMVED 11 9.8 9.8 12,5
S Obte oLUPOVH, 00TE dloPVMH18 16.1 16.1 28.6
SOUEOVD 37 33.0 33.0 61.6
SOUPOVD 0TTOAVTA 43 38.4 38.4 100.0

Xvvolo 112 100.0 100.0
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A7d Vv avéivon dtakvpoavong damiotdvetol 0t nikia (F=2,958, p=0,023<0,05) kot 1
DETIKOTNTO TOV ATOVTGEMVY OTIG EPMTNGELS TOV TPITOL gpeLVNTIKOD epwthpatog (F=4,638,
p=0,002<0,05), amotehoOV TOPAUETPOVS OV SLOLPOPOTOLOVY TIC OTAVINGELS, KAOMG o1
UEYOAVTEPOL GE NAIKIO KOl 0601 £0mGOV  DETIKOTEPEG OMAVINGELS TEVOLV VAL GLULPOVOVV
TEPLGGOTEPO LLE TO EPADTN L.
[Tivaxog 24. ANOVA gpdton 10

Sum of Squares  df Mean Square F Sig.
doro Between Groups .692 4 173 .689 .601
Within Groups 26.871 107 251
Total 27.562 111
H\wcio Between Groups 13.054 4 3.263 2.958 .023
Within Groups 118.054 107 1.103
Total 131.107 111
Yhvoro A Between Groups 4.908 4 1.227 1.442 225
Within Groups 91.056 107 .851
Total 95.964 111
Yovoro I’ Between Groups 13.510 4 3.378 4.638 .002
Within Groups 77.918 107 728
Total 91.429 111
Yovolo A Between Groups 8.862 4 2.216 2.357 .058
Within Groups 100.558 107 .940
Total 109.420 111

Avagopikd pe 10 kotd OGO o1 avoptnoels Ba mpénel vo TpoPfailovy 1N O1dGTOCT TOL
eEmtikov mpoopiopod, 10 1,8% (2 cvupetéyovieg) dSwpovovv amdivta, 12,5% (14
GUUUETEXOVTEG) SLapVoVV, 23,2% (26 cuupetéxovteg) 00Te GLUPOVOHY, OVTE SLUPOVOLV,
26,8% (30 cvppetéyovreg) cvupwvoiv kat 35,7% (40 GuUUETEXOVTEC) GLUPOVOVY ATOAVTO.

2V £pAOTNON amdvinoay Kot ot 122 cuUUETEXOVTEGS.

[Tivoxog 25. Epdtnon 11

ABpoiotikd
ZoyvotnTa [Mocootd ‘Eyxvpo 1060610 m060610
‘Eyxvpeg Awpoved amoivta 2 1.8 1.8 1.8
ATAVINGELALPOVE 14 12.5 12.5 14.3
S Obte oLUPOVH, 00TE SOPOVMD26 23.2 23.2 375
Zopeovo 30 26.8 26.8 64.3
Zopeove amdAvTa 40 35.7 35.7 100.0

Xvvolo 112 100.0 100.0
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Amd ™V avélvorn dekOpovong SomoTOveTal 0Tt 1 BETIKOTNTO TOV ATOVINCEDV GTIC
EPWTNOELG TOL TPiTOL gpevvnTiKoD epmthpotog (F=5,838, p=0,000<0,05) kot Tov téTapTov
gpevvnTikod  gpotuatog (F=3,982, p=0,005=0,05) omotelobv mOPAUETPOVS OV
SL0LPOPOTOLOVY TIG ATOVTNOELS, KOOMDC 0001 £dmoay  BETIKOTEPES AMOVINCELS TEIVOLV VOl
GUUEMOVOVV TEPIGGOTEPO LLE TO EPADTN L.

MTivaxog 26. ANOVA gpdton 11

Sum of Squares  df Mean Square F Sig.
dovAo Between Groups 993 4 .248 1999 411
Within Groups 26.570 107 .248
Total 27.562 111
H\wcio Between Groups 9.183 4 2.296 2.015 .098
Within Groups 121.924 107 1.139
Total 131.107 111
Yhvoro A Between Groups 7.171 4 1.793 2.160 .078
Within Groups 88.794 107 .830
Total 95.964 111
Yovoro I’ Between Groups 16.379 4 4.095 5.838 .000
Within Groups 75.049 107 701
Total 91.429 111
Yovolo A Between Groups 14.177 4 3.544 3.982 .005
Within Groups 95.242 107 .890
Total 109.420 111

ZUVOAKA, 0T TIG TAPOTAVE® OTTOVTIGELS, OLOTIGTAOVETOL OTL OGOL SOPMOVOVV LLE TNV CNLOGTN
NG TPOPOANG TOV TPOAVAPEPOLEVOV YOPAUKTNPIOTIKAOV TOV TOVPLGTIKOV TPOOPIGUOV DCTE
VO 0 TOVPIoTA VoL UTOPEGEL VO, SIOLOPPADCEL TNV EIKOVO, TOV TOVPIGTIKOD TPOOPIGLOD givart
N peoynoeio. H mistoyneio t@v cOpUETEXOVTOV aVOQEPEL MG CNUOVTIKY] TNV TPOPOAT TV

TOPOTAVE® YOPOKTNPIOTIKOV.

[Mivaxag 27. Z0voro amavtoemy 2°° gpeuvITIKOD EPMTAILUTOC

ABpoiotikd
ZoyvotnTa [Mocootd ‘Eyxvpo 1060610 m060610
‘Eykvpeg Awpoved ardivta 1 9 9 9
OTOVTACELALIQMVED 2 1.8 1.8 2.7
S Ovte oVPPOVD, 00TE dlpwvmll 125 125 15.2
Zopeovo 55 49.1 49.1 64.3
Zopeove amdAvTa 40 35.7 35.7 100.0

Xvvolo 112 100.0 100.0
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Ta dedopéva TG TEPLYPAPIKNG OTATIOTIKNG OElvouV OTL 0 HECOG OPOG TOV OMAVIGEMV
eivan oto 4,17, Tiun mov avrtiotoyel oty T 4 g kAipokog Likert, apa o pécog 6pog
TElVEL VO OTOVTE «GLULPOVDY.

[Tivakag 28. [Teptypa@ikn 6TOTIGTIKY] GLVOAOD ATOVTINCEDV 2°° EPOTAIATOC

N Minimum Maximum Mean Std. Deviation

YHvoroB 112 1 S) 4.17 781

‘Eyxvpec amavimoeig 112

AmO TV avalvon JleKOHOVONG OUMIGTOVETAL OTL 1| OeTIKOTNTO TOV OTAVIGE®Y OTIC
EPMTNOELS TOV AOITAOV EPEVVNTIKAOV EPMOTNUATOV OTOTEAEL TNV TOPAUETPO TOL SLAPOPOTOLEL
TIG OmMAVTNOELS, KaODG 6601 £dwoav  OeTIKOTEPEG OMAVTNOELS TEIVOLV VO ATOVIOLV LE
BeticdTEPO PaBLLO TO dEVTEPO EPELVNTIKO EPAOTNLLAL.

[Mivaxag 29. ANOVA c0Ovoro epotioemv 2°° €pEUVNTIKOD EPMTNHOTOG

Sum of Squares  df Mean Square F Sig.
dovAo Between Groups 459 4 115 453 770
Within Groups 27.104 107 .253
Total 27.563 111
HAwcio Between Groups 5.467 4 1.367 1.164 331
Within Groups 125.640 107 1.174
Total 131.107 111
Yhvoro A Between Groups 13.768 4 3.442 4.481 .002
Within Groups 82.196 107 .768
Total 95.964 111
Yovoro T Between Groups 19.960 4 4.990 7.471 .000
Within Groups 71.469 107 .668
Total 91.429 111
Yhvoro A Between Groups 14.730 4 3.683 4.161 .004
Within Groups 94.689 107 .885
Total 109.420 111

4.3 Evpnpoto tpitov epeuvnTikol EpMTALOTOG

AvaQopikd e TO KaTé TOGO 1) EIKOVOL TNG HapKas, Onmg tpombeitor omd tovg influencers Ha
wpénel vo, mePAapPavel 0TL, o€ GUYKPLoT He GALO TTpoidvTo/oNpaTa, TPOKELTOL Yo &Vl
TPoiov/onuo VYNNG Todtrag, 1o 2,7% (3 ocvppetéyoviec) doupmvovy andivta, 7,1% (8
OLUUETEXOVTEG) dlapmvoVV, 28,6% (32 cLUUUETEXOVTES) OVTE GLUPO®VOVV, OVTE SLOPMVOLV,
33% (37 ovupetéyovteg) cupemvovy kot 28,6% (31 cuUUETEXOVTEG) GVUPOVOVY ATOAVTA.

2NV EPATNOT amdvInoay Kot ot 122 GuUUETEXOVTES.
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ITivaxog 30. Epdtnon 12

ABpotoTikd
Svuyvotta IMocootd Eyxvpo mocootd m0G00TO
‘Eykvpeg Awpove ardivta 3 2.7 2.7 2.7
OMAVINGELALIQMVE 8 7.1 7.1 9.8
S Ob1e cLUPOVD, OVTE SLPOVAD 32 28.6 28.6 38.4
SOUEOVD 37 33.0 33.0 71.4
SOUPOVD aTOAVTO 32 28.6 28.6 100.0

20VoAo 112 100.0 100.0

And ™V avéivorn dkOpovong SomoT@veTal 0Tt 1 OETIKOTNTO TOV ATOVINGEDV GTIC
EPMTNOELS TOL TPAOTOL gpevvNTIKOV gpwtnpartog (F=3,661, p=0,001<0,05), Tov devTEPOL
gpevvnTikod  gpotuotog  (F=7,812, p=0,000<0,05) kot o©T0 GOVOAO  TOV
gpotoenv(F=3,502, p=0,000<0,05) omoteAoOV TOPAPETPOVS TOV SLOPOPOTOOVV  TIG
amovINoelS, KoBdg O0col €dmoav  BeTikOTEPES OMAVINGELS TEIVOLV VO GLULEOVOLV
TEPLGGOTEPO LLE TO EPATN AL

Mivaxag 31. ANOVA gpémon 12

Sum of Squares  df Mean Square F Sig.
dvlo Between Groups 1.038 4 .259 1.047 .387
Within Groups 26.525 107 .248
Total 27.563 111
H\wucio Between Groups 391 4 .098 .080 .988
Within Groups 130.716 107 1.222
Total 131.107 111
Yovolo A Between Groups 14.604 4 3.651 4.801 .001
Within Groups 81.361 107 .760
Total 95.964 111
Yvvolo B Between Groups 15.319 4 3.830 7.812 .000
Within Groups 52.458 107 490
Total 67.777 111
Yovolo A Between Groups 7.696 4 1.924 2.024 .096
Within Groups 101.724 107 951
Total 109.420 111
YHvolo Between Groups 14.007 4 3.502 10.888 .000
Within Groups 34.412 107 322
Total 48.420 111
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Avoeopikd pe To Katd TG0 1 e1kdVo TG LApKaS, OTwg Tpowbeitat amd tovg influencers Oa
npénel vo, teplapfavet 0t 1o Tpoidv/ onua Exel pokpd iotopia, o 1,8% (2 cvppetéyovieq)
drapwvovv andivta, 9,8% (11 cvpuetéyovtes) dapwvoiv, 37,5% (42 coppetéyovieg) obte
oLUE®VOLY, 00TE dpwvoly, 32,1% (36 cvuuetéyovieg) ovupwvovv kot 18,8% (21

GUUUETEYOVTEG) CLUPMOVOVV ATOALTA. XTNV EpMOTNOT omdvInoay Kot ot 122 cuppeTéyovteg

ITivaxog 32. Epdtnon 13

ABpoioTikd
Soyvétmta IMocootd Eyxvpo mocootd m0G00TO
‘Eykvpeg Awpove ardivta 2 1.8 1.8 1.8
OMAVINGELALIQ®VE 11 9.8 9.8 11.6
S Obte cLUPOVD, OVTE SLPOVHE2 37.5 37.5 49.1
SOUOOVD 36 32.1 32.1 81.3
SOUPOVD 0TTOAVTA 21 18.8 18.8 100.0

20OVoAo 112 100.0 100.0

And Vv avéivorn dkOpovong SomeTOveTal 0Tt 1 OETIKOTNTO TOV ATOVINGEDV GTIC
EPMTNOELS TOL TPAOTOL gpevviTiKoV gpwtnpartog (F=5,180, p=0,000<0,05), Tov dedTEPOL
gpevvnTikod  epotiuotog  (F=11,565, p=0,000<0,05), tov Té€tOpTOL  EPEVLYNTIKOD
gpotpatog (F=5,284, p=0,k01<0,05) kot ot0 oOVOAO TV gpwtoemv(F=14,394,
p=0,000<0,05) amoteAovV TOPAUETPOVS TOL SLAPOPOTOOVV TIG OTOVTNGELS, KAODS OGOt
£0moay OeTIkOTEPES OMOVTIOELS TEIVOLV VA GUHLPOVOVY TEPICCOTEPO LLE TO EPMTN LA

IMivaxog 33. ANOVA gpatnon 13

Sum of Squares  df Mean Square F Sig.
dvlo Between Groups 1.100 4 275 1.112 .355
Within Groups 26.462 107 247
Total 27.562 111
HAwcia Between Groups 2.251 4 563 467 .760
Within Groups 128.856 107 1.204
Total 131.107 111
Yovolo A Between Groups 20.718 4 5.180 7.365 .000
Within Groups 75.246 107 .703
Total 95.964 111
>vvolo B Between Groups 20.458 4 5.115 11.565 .000
Within Groups 47.319 107 442
Total 67.777 111
YHvoro A Between Groups 18.049 4 4512 5.284 .001
Within Groups 91.370 107 .854
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Total 109.420 111

>Hvoro Between Groups 16.939 4 4.235 14.394 .000
Within Groups 31.481 107 294
Total 48.420 111

Avoeopikd e To Katd TG0 1 e1kdve TG LApKaS, OTwg Tpowbeitar amd tovg influencers Oa
pémel v mepAapPavel 6t 6ideTon 1 duvaTdTTo 6T0 KO vor TPoPAEYEL a&lOTIOTO TMOC
B anodmoet To Tpoidv/udpka, o 3,6% (4 coppetéyovieg) dapmvovy amdivta, 15,2% (17
GLUUETEXOVTEG) dlapvoVV, 25,9% (29 cupeTEXOVTEG) OVTE GLUPO®VOVYV, OVTE SLOPMVOLV,
42% (47 ovpupetéyovreg) supemvovy kot 13,4% (15 coppetéyovieg) cuup@vovy amdAVTA.

2NV €pOTNON amAvVTNGayY Kot ot 122 cuppetéyovteg

[Mivaxkog 34. Epotnon 14

ABpotoTikd
ZoyvoTnTo [Tocootd ‘Eyxvpo 106006160 06061
‘Eykvpeg Awpovd omdlvta 4 3.6 3.6 3.6
ATOVTNCELALLPMVAD 17 15.2 15.2 18.8
S Obte GLUPOVH, 0VTE doPOVMD29 25.9 25.9 44.6
ZOUOOVED 47 42.0 42.0 86.6
Zopeove amdAvTa 15 13.4 13.4 100.0

20OVoAo 112 100.0 100.0

AmO TV avaAlvon SlaKOHOVONG OMIGTOVETAL OTL 1 OeTIKOTTO TOV OTOAVIGE®Y OTIC
EPMTNGELS TOV TPMOTOL £pevVNTIKOV gpmtnuatog (F=5,717, p=0,000<0,05), tov dedTEPOL
gpeuvnTikod epmtiuartog (F=2,836, p=0,028<0,05), Tov TETapTOL EPELVNTIKOV EPOTNHOTOC
(F=6,017 p=0,k01<0,05) ko oto0 chvVorlo TV gpmthoewv(F=11,866 p=0,000<0,05)
OmOTEAOVV  TOPOUETPOVS TOL  OLPOPOTOOVY TIS ONAVINGES, KaBMG Ocol £dmoav

BeTcOTEPEG AMOVTINGELS TEIVOLV VO GLUPM®VOVV TEPIGGOTEPO LLE TO EPADTLLOL.

[Tivakog 35. ANOVA gpatnon 14

Sum of Squares  df Mean Square F Sig.
doro Between Groups .631 4 158 .627 .645
Within Groups 26.932 107 .252
Total 27.563 111
Hlwcia Between Groups 1.082 4 271 223 925
Within Groups 130.025 107 1.215
Total 131.107 111

Xovolo A Between Groups 16.898 4 4.224 5.717 .000
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Within Groups 79.066 107 .739

Total 95.964 111

YbHvoro B Between Groups 6.498 4 1.624 2.836 .028
Within Groups 61.279 107 573
Total 67.777 111

Yhvoro A Between Groups 20.093 4 5.023 6.017 .000
Within Groups 89.327 107 .835
Total 109.420 111

XHvoro Between Groups 14.879 4 3.720 11.866 .000
Within Groups 33.541 107 313
Total 48.420 111

2UVOMKE, omd TIG TAPOTAVE® OTOVINGELS, OWMIGTOVETOL OTL OGOl OlP®VOLV gival 1
petoynoio. H mietoyneio cupeovodv Kot GOUE®VOLV amoADTOS Yo T0 TOGO CTLUOVTIKN
givan n mpoPoin amd tovg influencers tov mapamdved YoPUKTNPIOTIKOV TPOKELEVOD VO,

oYNMOTicOVY TV £1KOVA TNG ETOVLUTOG.

[Mivaxag 36. Z0voro anavtioemy 3°° gpeuviTikoD EPMTALUTOC

ABpotoTikd
ZoyvoTnTo [Tocootd ‘Eyxvpo 106006160 06061
Eykvpeg Awpoved amdivta 1 9 9 9
ATAVTAGELALIPOVED 12 10.7 10.7 11.6
S Obte oLUPOVH, 0VTE d0POVMD 38 33.9 33.9 455
Zopeove 44 39.3 39.3 84.8
SOUPOVD 0TTOAVTO 17 15.2 15.2 100.0

Xvvolo 112 100.0 100.0

Ta dedopéva TG TEPLYPAPIKTG GTATIOTIKNG Olyvouv OTL 0 HEGOG OPOG TV OMAVIGEMV
giva oto 3,57, Tiun mov avtiototyel oty peta&d g Tiung 3 kou g 4 g khipaxog Likert,

tetvovtag pHetalh Tov «oVTE CLUPOVA, 0VTE OLAPOVDY» KOL TOV «GUUPOVOH.

[Mivaxag 37. Ieptypapikn GTATIOTIK GLVOAOL OTAVINCE®MY 3°° EPOTNHUATOG

N Minimum Maximum Mean Std. Deviation
Tovoroll 112 1 5 3.57 .908

‘Eyxvupeg anmovioeig 112

Amd ™V avdivorn dokOHOVoNG SOmGTOVETOL OTL 1 OETIKOTNTA TOV ATAVINGE®V GTIG
EPMOTNGELS TOV AOUTMV EPEVVITIKMV EPOTNUATOV ATOTEAEL TNV TOPAUETPO TOV SLOLPOPOTOLET
TIC OmMAVINGELS, KOOMDC OG0l €0mwcav OeTikOTEPES AMOVTNOELS TEIVOLYV VO ATOVTOOV LE

BeticdTepO Pabd To TPito EPELINTIKO EPAOTNLAL.
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Mivaxog 38. ANOVA cdvolo epmtoemv 3°° gpeuviTikol EPOTNLLOTOG

Sum of Squares  df Mean Square F Sig.
dvro Between Groups 470 4 A17 464 762
Within Groups 27.093 107 .253
Total 27.563 111
HAwcio Between Groups .594 4 149 122 974
Within Groups 130.513 107 1.220
Total 131.107 111
Yhvoro A Between Groups 26.295 4 6.574 10.096 .000
Within Groups 69.670 107 .651
Total 95.964 111
YbHvoro B Between Groups 22.429 4 5.607 13.231 .000
Within Groups 45.348 107 424
Total 67.777 111
Yhvoro A Between Groups 22.679 4 5.670 6.994 .000
Within Groups 86.740 107 811
Total 109.420 111
YHvolo Between Groups 22.189 4 5.547 22.629 .000
Within Groups 26.230 107 .245
Total 48.420 111

4.4 Evpnuota, TETOPTOV EPELVITIKOD EPOTILOTOC

H npdn epdtnon tov t€taptou peuvnTIKov £pMOTNUATOG ££ETALEL TO KATh TOGO, PAcEL TV

avoptioewv tov influencers, ot coppetéyovieg Oa EMOKETTOVTIAV QVTOV TOV TOVPLOTIKO

TPOOPLIGUO TTaPE 0TO10VINTOTE GAALO TPOOPIGUD. TNV GLYKEKPIUEVT EpdTNON, TO 9,8% (11

GUUUETEXOVTEG) dapvovy amdivta, 24,1% (27 cvpuetéyovieg) dwpwvovv, 28,6% (32

GUUUETEYOVTEG) 0VTE GUUPMVODYV, 0UTE dapmvoly, 25,9% (29 cuupetéyovtes) cupE®VOHY

kot 11,6% (13 cuppetéyovtec) GLUPEOVOVY ATOAVTO. TNV EpMTNON OTAvToay Kot ot 122

GUUUETEYOVTEC.

[Tivaxog 39. Epdton 15

ABpoiotikd
ZoyvotnTa [Mocootd Eykxvpo 1060010 m0G06TH
‘Eyxvpeg Awpoved omodivta 11 9.8 9.8 9.8
ATAVTAGELALIPOVED 27 24.1 24.1 33.9
S Obte oLUPOVH, 00TE SOPOVMD 32 28.6 28.6 62.5
Zopeovo 29 25.9 25.9 88.4
SOUPOVD 0TTOAVTA 13 11.6 11.6 100.0
Zvvolo 112 100.0 100.0
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Amd ™V avélvorn dekOpovong SomoTOveTal 0Tt 1 BETIKOTNTO TOV ATOVINCEDV GTIC
EPMTNOELS TOL TPMTOL gpguvnTikoL epotiuotoc (F=10,595, p=0,000<0,05), Tov tpitov
gpevvnTikov  gpotiuoatog  (F=3,163, p=0,017<0,05) «xou ©T0 OUVOAO TOV
epomoemv(F=4,581, p=0,000<0,05) amoteAoVV TOPAUETPOVS TOV SLUPOPOTOLOVY TIG
AmOVINGoELS, KoODS O0col €dmoav  OeTikOTEPES OMAVINGELS TEIVOLV VO GUUEOVOLV
TEPLGGOTEPO LLE TO EPATN L.

[ivaxag 40. ANOVA gpdnon 15

Sum of Squares  df Mean Square F Sig.
doro Between Groups 1.081 4 270 1.092 .364
Within Groups 26.481 107 247
Total 27.563 111
H\wcio Between Groups 3.341 4 .835 .700 594
Within Groups 127.766 107 1.194
Total 131.107 111
Yvvolo A Between Groups 27.226 4 6.807 10.595 .000
Within Groups 68.738 107 .642
Total 95.964 111
YbHvoro B Between Groups 5.315 4 1.329 2.276 .066
Within Groups 62.462 107 584
Total 67.777 111
Yovoro T Between Groups 9.668 4 2417 3.163 .017
Within Groups 81.761 107 .764
Total 91.429 111
>Hvoro Between Groups 18.324 4 4.581 16.287 .000
Within Groups 30.096 107 281
Total 48.420 111

H endpevn epdnon e€etdlel 1o Kotd moc0, Paoel tov avaptioemv tov influencers, ot
CLUUETEYOVTEG €lvar TPOOBVLUOL VO GLGTHCOVY GE GAAOVG va €MCKEPOOHV aVTOV TOV
TOVPIOTIKO TTPOOPIGLLO.

2TV ovyKeKpLuéVN epmtnom, to 2,7% (3 cvppetéyovieg) dtupmvodv andivta, 16,1% (18
GUUUETEYOVTES) dLopmvovV, 29,5% (33 ouupetéyovieg) 00Te GLUEMOVOVYV, OVTE SLOPMOVOVV,
33,9% (38 cvppetéyovieg) cvppmvoiv kat 17,9% (20 cuppetéyovteg) GLUPOVOHY AmTOAVTAL.

2V £pAOTNON amdvinoay Kot ot 122 GuUUETEXOVTEG.
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[Tivakag 41. Ep®tnon 16

ABpoiotikd
ZoyvotnTa [Mocootd ‘Eyxvpo 10600610 06061
Eykvpeg Awpoved ardivta 3 2.7 2.7 2.7
ATOVTNOELALLPMVAD 18 16.1 16.1 18.8
S Ovte oLPUPOVD, 0VTE SLPOVMO33 29.5 29.5 48.2
ZOHOOVD 38 33.9 33.9 82.1
SOUOOVD ATOAVTO 20 17.9 17.9 100.0
20voro 112 100.0 100.0

Amd ™V avélvorn SoKOHOVoNG SUMIGTOVETOL OTL 1 BETIKOTNTA TOV OTAVINGE®Y OTIG

EPMTNOELS TOV TPMTOL £peLVNTIKOV epmtnuatog (F=10,248, p=0,000<0,05), tov devTEPOL

gpevvntikob epotnuartog (F=4,419, p=0,0002<0,05), tov TpiTov EPELVNTIKOD EPOTIUATOG
(F=5,640, p=0,000<0,05) ko1 ot0 cbvoro TV egpwtoewv (F=32,263, p=0,000<0,05)

AmOTELOVV  TOPAUETPOVS TOV  SlOPOPOTOIOVY  TIG OMAVINGCEL, KaBMg Ocol £dmoav

BeTikOTEPEG AMOVTIGELS TEIVOLV VO GUUPOVOVV TEPIGCOTEPO LLE TO EPATLLAL.

[Mivaxag 42. ANOVA gpdnon 16

Sum of Squares  df Mean Square F Sig.
dovAo Between Groups 242 4 .060 236 917
Within Groups 27.321 107 .255
Total 27.562 111
HAwia Between Groups 2.577 4 .644 .536 .709
Within Groups 128.530 107 1.201
Total 131.107 111
Yhvoro A Between Groups 26.581 4 6.645 10.248 .000
Within Groups 69.383 107 .648
Total 95.964 111
YbHvoro B Between Groups 9.607 4 2.402 4.418 .002
Within Groups 58.169 107 544
Total 67.777 111
Xovoro I’ Between Groups 15.921 4 3.980 5.640 .000
Within Groups 75.508 107 .706
Total 91.429 111
2vvolo Between Groups 26.471 4 6.618 32.263 .000
Within Groups 21.948 107 .205
Total 48.420 111
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AvaQopikd pe T0 Katd mOco cupeovovy 0Tl Bacel twv avaptioenv tov influencers,

OKOTELOLV Va. EMGKEPHOVV EAvA AVTOV TOV TOVPLETIKO TPOOPIGHO GTo PEALOV, To 3,6% (4

GLUUETEXOVTEG) dlopmvovy amoivta, 161,% (18 cvppetéyovieg) dapmvovv, 30,4% (34

OUUUETEXOVTEG) OVTE GLUPOVOVVY, 00TE dLopwvolV, 34,8% (39 cvuueTéYOVTEC) CLLEMVOLV

kot 15,2% (17 ovppetéyovtec) GuUP®VOLY amdOALT. TNV €pMTNON omdvTnooy Kot ot 122

GUUUETEYOVTEC.

ITivaxog 43. Epdtnon 17

ABpoioTikd
Soyvétmta IMocootd Eyxvpo mocootd m0G00TO
‘Eykvpeg Awpove ardivta 4 3.6 3.6 3.6
OMAVINGELALIQ®VE 18 16.1 16.1 19.6
S Obte cupPOVD, 0VTE SLPOVH34 30.4 30.4 50.0
Zopeove 39 34.8 34.8 84.8
SOUPOVD 0TTOAVTA 17 15.2 15.2 100.0
20vVoAo 112 100.0 100.0

And Vv avéivorn dkOpovong SomeTOveTal 0Tt 1 OETIKOTNTO TOV ATOVINGEDV GTIC

EPMTNOELS TOL TPAOTOL £pevVNTIKOV gpwtnpartog (F=7,083, p=0,000<0,05), Tov devTEPOL

gpevvnTikod epotiuartog (F=4,879, p=0,0001<0,05), tov Tpitov €PELVNTIKOD EPOTALOTOC
(F=6,791, p=0,000<0,05) kor oto cOvoro TV gpwtmocnv (F=20,621, p=0,000<0,05)

AmOTELOVV TOPAUETPOVS TOV  OlOPOPOTOIOVV  TIG OMAVINGCEL,, KaBDg Ocol £dmwoav

BeTcOTEPEG AMOVTINGELS TEIVOLV VO GLUPM®VOVV TEPIGGOTEPO LLE TO EPADTLLOL.

[Mivaxog 44. ANOVA gpotnon 17

Sum of Squares  df Mean Square F Sig.
dvlo Between Groups .264 4 .066 .258 904
Within Groups 27.299 107 .255
Total 27.563 111
HAwcia Between Groups 1.507 4 377 311 .870
Within Groups 129.600 107 1.211
Total 131.107 111
Yovolo A Between Groups 20.091 4 5.023 7.083 .000
Within Groups 75.874 107 .709
Total 95.964 111
YbHvoro B Between Groups 10.454 4 2.614 4.879 .001
Within Groups 57.322 107 .536
Total 67.777 111
Yvvoro T’ Between Groups 18.512 4 4.628 6.791 .000
Within Groups 72.916 107 .681
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Total 91.429 111

>Hvoro Between Groups 21.078 4 5.269 20.621 .000
Within Groups 27.342 107 .256
Total 48.420 111

ZVVOMKA, OO TIG TOPATAVE ATOVICELS, OOMIGTMOVETOL OTL OGO SLUPDVOVV OVOPOPIKEL LLE
mv enidpaon tov influencers givat éva oyetikd pikpd T0606Td TOL avépyeTol 6T0 19,7%.
Ooot avayvopifovv o1t ot influencers éyovv Oetikd kot ovolaoTikd poro oty TPOHeoN TV
TOVPLOTAOV VO EMAEEOVY TOV TOVPICTIKO TPOOPIGHO ovEPYETOL 6TO 44,6%, TOL VOl PEV dev
elvar | mAetoynoio, Opmg etvar Eva onuavTikd HEPOG TOV GUUUETEXOVTOV.

[Mivaxag 45. Zovoro anavtioemy 4°° gpeuviTikoD EPMTALUTOG

ABpotoTikd
ZoyvoTnTa [Tocootd ‘Eyxvpo 106006160 m0G06TH
Eykvpeg Awpoved amdivta 3 2.7 2.7 2.7
ATAVTAGELALIPOVED 19 17.0 17.0 19.6
S Obte cLUPOVH, 0VTE dloPVDA0 35.7 35.7 55.4
SOUEOVD 36 32.1 32.1 87.5
SOUPOVD 0TOAVTA 14 125 125 100.0

20OVoAo 112 100.0 100.0

Ta dedopéva TG TEPLYPAPIKNG GTATIOTIKNG delyvouv OTL 0 HEGOS OPOG TV AMOVINGEWV
eivan oto 3,35, Tiun mov avrtiotoyel oty T 3 g KAMpokag Likert, apa o pécog 6pog
TEIVEL VO OTAVTA «OVTE GLUPOVD, OVTE SLOPOVDH.

[Mivaxag 46. ITeptypapikn GTATIOTIK GLVOAOL OTAVINCEDMY 4°° EPOTNUATOG

N Minimum Maximum Mean Std. Deviation
THvoroA 112 1 5 3.35 .993

‘Eyxvupeg anovioeig 112

And Vv avdivorn dekOpovong SomoTOvETal 0Tt 1 BETIKOTNTO TOV ATOVINGEDV GTIC
EPMOTNGELS TOV AOUTMV EPEVVITIKMV EPOTNUATOV ATOTEAEL TNV TOPAUETPO TOV SLOPOPOTOLETL
TIC amavTNoElS, KoM 6cotl dwoav  OeTikdTEPES OMAVTINGELS TEIVOLV VO OOVTOOV LE

BeticdTEPO PaBULO TO dEVTEPO EPELVINTIKO EPMTNLLAL.
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Mivaxog 47. ANOVA cbvolo epotioev 4°° epeuviTikoD EPOTNLLOTOG

Sum of Squares  df Mean Square F Sig.
dvro Between Groups 299 4 .075 .293 .882
Within Groups 27.264 107 .255
Total 27.563 111
HAwcio Between Groups 4.477 4 1.119 .946 441
Within Groups 126.630 107 1.183
Total 131.107 111
Yhvoro A Between Groups 28.922 4 7.230 11.540 .000
Within Groups 67.042 107 .627
Total 95.964 111
YbHvoro B Between Groups 9.080 4 2.270 4.138 .004
Within Groups 58.697 107 549
Total 67.777 111
Xovoro T Between Groups 16.111 4 4.028 5.722 .000
Within Groups 75.318 107 .704
Total 91.429 111
YHvolo Between Groups 24.836 4 6.209 28.169 .000
Within Groups 23.584 107 220
Total 48.420 111
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Kepalawo 5 . Xolntnon

5.1 Xvumepdopota Kot culnnon

Amd v Tapovoa Epguva damiotdbnke Ot ot influencerséyovv onuavtikn enidpaon otig
TPOOEGELS TV TOVPLGTMOV TPOKEEVOD VoL EMGKEPHOVV Evay TovploTiko Tpoopioud. [pdta
am’ 6A0, aVTd Tov dlamoT®ONKe amd TV £pevva ivarl 0Tl PACEL TOV AVOPTHCE®Y TOV
influencers, ot cvppetéyovteg Oa EMOKENTOVTAV AVTOV TOV TOVPIGTIKO TPOOPIoUO TOPA
omolovonmote Ao mpooptopod. To ev Adym bpnua pmopel va artioroyndel TAnpwg Pdoet
™G Bproypagikng emokdnnong. Onwg Katoypdenke 610 BempnTiKO TUMUA TG EPYOCTOGC,
70 KOO Bempel OTL £xE1 TOAAG GTOLYElD TTOV TO GLVIEOLV pe Tovg INfluencers: sivat Tpoottoi,
EMKOWVOVOVUV GLVEYMG, avapToOV OAES TIC TTLYEC oL cuvdéovtor pe to Béua. Etot, ot
dvvntikoi Tovpioteg «PAETOLVY TOV TOLPIOTIKO TPOOPICUO WEGO amd TO UATIOL TOL
influencer, powpalovtar Tig gpmepieg Tov, 0mToOKTOVV TNV 010 AVTIAT Y.

[Tépav g enidpacng 6o va emoke@Bovy Tov ToVPLaTiKd Tpoopiopd, ot influencers ackobv
Ho aKOUN SoNUOVTIKOTATN €MIOPACT GTO KOWO: 10 va givol mpohupotl vo cLGTNGOLY GE
dAhovg va emokePBoHV avTdV TOV TOVPIoTIKO TTPpooptopd. H mpotponn g emickeyng o€
£vav TOVPIGTIKO TTPOOPIGUO AELTOVPYElL TOAD EVIGYVTIKG GTNV GUVOMKT E€KOVO TOL EXEL
dapopemoet To kowd yi” avtd tov tomo. Ot Wheeler, Frost &Weiler (2011) vrootnpilovv
OTL 1 €KOVOL €VOG TOLPIGTIKOV TPOOPIGHOV EVOL TO GUVOAO TMOV OVTIMYE®V TOV
KOTOVOADTOV Y10 TOV TPOOPICUO OVTO, OTIMG OVTO OTOTLITMVETOL GTOVG GUCYETIGLOVG TOL
yivovtol otn pvipn Tov Touplot®dv Hetd to taiol tovg. Katd cvvémeia, n dnpovpyia pog
TAVTOTNTOG TOL TPOOPIGLOV CTUOIVEL TOV EVIOTICUO TOV O CNUAVTIK®OV OEGUMV LE TOV
TOVPLOTIKO TPOOPIGHO KOl TNV EVICYLOT OVTAOV TOV OEGUAOV UE TNV EIKOVA TOV TOVPIGTIKOD
TPOOPIGLOV. ZOUG®MVO, L€ TOVG CGLYYPOPEIS, N €KOVA TOL TPooploHoL Paciletal oe po
LLOVOSIKT] TOVTOTNTO TOV TOVPLOTIKOD TPOOPIGHOV KOl GUVETADS OEV £ivol amAdS £va OvopLo
N éva ovpPolro. AvtiBétmg, eival o VTOGYKEST TPOG TOV KOTAVOAMTN-TOVPIGTO KOl OG €K
ToUTOV €ivan Kovtd 6to va BempnBel evBVLVN TG KOWVOTNTAS TOV TOLPIGTIKOV TPOOPIGLOD, 1
omoia Ba Tpémer va acBdveton 6tL o brand tov Tpoopiopol avtimpocwnevEl TO VO yio
TOV TPOOPICUO HEGM TNG GUVOESTG TOV LE TNV TOVTOTNTA Ko TIG a&ieg Tov.

Y7o avtd akpPdg To Tpicpa, oty epyacio SomeTOdnke 0Tt éva oNUAVTIKO TOGOGTO TMV
GUUUETEYOVTI®V EvOL TPOBVLLO Lva VIOBETNCEL KO VO, AVATOPAYEL WG EIKOVA TOL TOVPLGTIKOV
TPOOPIGLOV awTh TToL £xel dnuiovpynoet o influencer. ‘Etot, o influencer dev mporteiverl amha

TNV EMIOKEYN GE L0 TEPLOYT]: OVGLOCTIKE dNUIOVPYEL Lo EIKOVA Y10 TV TEPLOYN KOl LETE
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mpomBel avtn TV ewova. Endpevo etvan 61t 10 ko1vod Bewpel 6t 1 TOLTOTNTO TNG TEPLOYNG
elvol GLYKEKPYEVT], EVAO OTNV TPOAYUATIKOTNTO TPOKELTOL YO TNV TOVTOTNTO OV EYEL
dnuovpynoet o influencer ywo v mepoyn.

Yougwvo pe tov Meenagham (1995), n tavtétnTo 0moteel 10 GHVOAO OA®V TV TPOT®V
OV EMAEYEL IO ETOPELD VOL TOVTOTOIEITOL, ONAOT VO ONAMVEL TO10L EIVaL GTO KOO TOL TNV
EVOLOPEPEL. ZOUPOVA. e TOAAOVG cvyypoeeis (Srivastava, 2011; Blythe, 2008; Kotler &
Keller, 2006) n tovtdémto amotedel £va GUVOAO GLGYETIGE®MY, Ol OTToieg INAMVOLV Kot
eKPPAlovV Ta YOPAKTNPIOTIKA Kot TIG a&leg TOV AVTUTPOCMTEVEL O OPYAVIGUOS KOl TOL
TOVTOYPOVO, AEITOVPYEL MG LTOGYEST Y10, OVTA TOL B TPOCPEPEL O OPYUVIGUOG GTOVG
neAdteg mov Ba tov emdéEovy. H tantdtnta TG HApKOS GUVOEETAL GTEVA e TN dNUovpYia
a&ioc. Zopeova pe tov Saraniemi (2010), n a&io yiveror avtilnmm M Pudvetor and Tovg
neAdteg kot Boacileton 6 OIKOVOIKEG KOt [ OIKOVOUKES CLVISTOGEG Kot kaBopiletan amd
T1G a&iec Kot TIg TPOOTMTIKES TV TeEAAT®V. 'Exovtag o¢ dEova avtn v ontiky|, unopet va
dTuTtwBel OTL N TOVTOHTNTA TOL TOVPIGTIKOV TPOOPIGUOV UTTOPEL Vo avorTuyDel péom g
aAANAETIOpaoN G HETAED TG TOV TOTOL KOl TOV TOVTOTHTMV TOV EVOLOPEPOUEVOV UEPDV.
Méow avtrg g otadkaciog, dnpovpysitar a&io ToLTOTNTOS Yol To EVOLOQEPOLEVA PLEPT) -
ONAadN TOoVG TOVPIoTES Kot TIG TOMKEG KOWVOTNTES TOV (OVV GTLG TOVPIGTIKEG TEPLOYEG.

Me Bdon ta Tapoamdvm, oty epyacio eivotl ToAD GNUAVTIKN 1] SIOTIGTOGCT Y10 TOV TPOTO UE
TOV 07010 OMLOVPYEITOL 1] EIKOVA KoL 1) TOVTOTNTO TOV TOVPLGTIKOV TTPooptopol. Omwg
KOToypagnke otny £pgvva, 10 Koo Bempei 0t ot avaptioeig tov influencers Oa npénet va
EUTEPLEYOVV GUYKEKPIUEVO YOPAKTNPIOTIKA, OT®G 01 TOMTICTIKEG OPACELS, 1| TOALTIOTIKY|
TOUKIAOLLOPPLQ, 1 KATAGTACT] TMV LIOJOUMDV, 1 ELTNPETNON, K.0.K. AvTd onpaivel 0t o
influencer, mpokeévov va €xel avVTOTOKPIOT KOl VO UTOPEL va. emnNpedoel 10 Kowod, Oa
TPEMEL VAL £(EL O OVGLOCTIKNY YVOPULio LE TNV TEPLOYN, VAL LEBEL Y10 TOV TOMTIGUO, Vi
SOMIGTMOCEL TIC YEVIKEG GUVONKES.

Ot Kim kot Perdue (2011) vmoompilovv 611 o1 tovpicteg Bewpodv TOLG O1dPOPOLS
TOVPLOTIKOVG TTPOOPIGHOVS G £VOL GUVOAD YOPOKTNPIOTIKMV TOL UITOPOLY VO GUYKPLOovV
Kot va, aEroAoynBovv pe Bdon v eikdva mov dnpovpyeital, 1 onoio e T GEPA TG WTopel
va ovénoet v mBavoTnTa ETAOYNG TOLV GLYKEKPIUEVOL TPOOPIGHOD, GV 1 €lKOVa gival
fetucn. EmumAéov, ov Hosany, Ekinci, & Uysal (2006) emonpaivovv 0t1 1 gikova evog
TOVPLOTIKOV TPOOPIGHOV SNUIOVPYEITOL LEGH TOV AOYIKMV Kol GUVAICONUATIKAOV EPUNVELDV
TV avOpdnev. Yo avtd 1o mpicua, n ekdva SoUopPOVETOL omd TIC AVTIANTTIKEG Kot
YVOOTIKES EKTIUNGCELS, 0L OTOlEG GYETILOVTAL LUE TIG YVOGELS KO TIG TETOONGELS TOV ATOUOV
GYETIKA LLE TOV TPOOPIGLO, KOOMS Ko 0md GLVUGONUATIKEG EKTIUNGELS TOV oyeTilovVTOoL e

T0. cLVOICONUOTO TOV OTOHOL OmEVAVTL OTOV TPooplopd. Ot duvntikol TOVPIoTEC
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OLOHOPPMOVOVY  TOCO TNV €IKOVO €VOC TOVPLOTIKOD TPOOPIGHOV OCO Kot £vO GUVOLO
TPOGIOKLDV, AKOUN Kot TPV EMOKEPHOHV TO HEPOG 0VTO, e Pdon TponyoOUEVES EUTELPIES,
amod TNV emKowvmvia pe Tpitovg, TIg avapopés ota péca PolKNg EVUEPMOONG Yo TOV
TPOoOPIoUO avTd Kot TIG kowég memoldnoels. EmmAéov, n ewdva &vdg TOoLPIoTIKOD
TPOOPIGLOV GLVOEETAL LLE TNV OVTOEIKOVO TOV TOLPIGTAOV, OEGOUEVOD OTL O TPOTOG LMNG TV
TOVPLOTAOV Kol TO GVoTNHO aSldV TOVg glval 0 Bacikdg Tapdyovtog Tov GUUPAAAEL TV
EMAOYN €VOG TOVPLGTIKOD TPOOPIGHOV.

Apo, ta mopamdve cvviehovv oto vo eaybel to coumépacua 0TI M EMIOPACT TOV
influencers givatr moAAamAn: n pio popen enidpacng agopd otnv Tpdbeon tov dvvNTIKOD
tovpiota vo emokePBel -1 va emokepBel Eava- Tov TovploTikd mpoopiopd. H devtepn
HOpON €MOpaoNC aPopd TNV KOV TOL GYNUOTICEL O VIOYNPLOG TOLPICTOC Yo TNV
TEPLOYN, TNV en@vLpio Kot TV TotdTTA TS BePaimg, oty épguva diomotdbnke 0Tt 0
Babuoc g emidpaong eEaptdrar omd To Katd 1o to dropo Bempel mg onpovTikd Tov pOAO
tov influencer. "Etot, edv évag duvntikdg tovpiotag Bewpei ot ot influencers tpowBovv tnv
EVNUEP®OT) KOl TNV EMKOvVmVia, Tote ) enidpact tov influencer eivar peyoakvtepn. Eniong,
otV gpyacio domot®inke OTL Yo vo vITapyEL ot M emidpacn, o influencer Ba wpémer va

KOAADTTEL TOAAATAES TTTUYEG TOV TOVPLGTIKOV TPOOPIGLLOD.

5.2 Tlpotdoelg

Amo ™V gpyacio dSomoTOVETAL OTL 01 TOVPLOTIKOL Tpoopiopol Ba pémetl va vioBeTcovv
poe €mOETIKY OTPATNYIKY UAPKETIVYK TPOKEWUEVOL VO, OMOKTHOOVV TNV €mMBLUNTA
avoyvoplon UHECH NG OMUoLpYiag avtayovioTikoy mAgovektnuotog. I[lpdypat, n
oNuovpyia TG EKOVOG VOGS TOVPICTIKOD TPOOPIGHOV OTOTEAEL OVOTOGTOGTO UEPOS TNG
TPOM®ONGNG VTOV TOL TOVPIGTIKOV TPOOPICUOV, KAOMG TO HAPKETIVYK TOL TOLPICTIKOV
TPOOPICHOV ATOGKOTEL GTNV AVENON TV EYYDOPLOV Kl eBvav apifemv TovploTdY TNV
TEPOYN. ZTO TANIGIO OVTNAG TNG MPOOMTIKNG, LIOSTNPIleTOl OTL TO UAPKETIVYK €VOC
TOVPIOTIKOD TPOOPICHOD OTOCKOTEL APEVOG OTN OLOTHPNON TOV TAEOVEKTNUATOV TOL
TOVPIOTIKOD TPOOPIGLOL KOl OUPETEPOV GTNV TAPOYN EUTEPLOV VYNANG TOWOTNTOS GTOVG
emokéntes (Cox and Wray, 2011). Enopévac, To HAPKETIVYK TOV TOVPIOTIKOD TPOOPIGLOV,
padi pe v eidva Tov TOmov, GUUPAALEL GTNV AVATTLET TOL TOVPIGHOD GTN CLYKEKPLULEVN
TEPOYN KOl TN OlGPAAoN NG PLOCIUOTNTOS TOV TEPLOVCLOKADV GTOLEIOV TOV
TOVPLOTIKOV TTPoopiopov. 'Etol, o1 tovpiotikol mpoopiopol Bo mpémel va egtdoovy v

ovvepyaoia pe influencers, dote vo TpoPAndel n tavtdoTTO, 1 ET®VLUIC KO 1 EIKOVA TNG

TEPLOYNG.

53



Qot000, M ovvepyacio ovtny dev Ba mpémel va yiver dxpita. ‘Exet vmoomprybel 6t 0
TOMTIGHOG drodpapatilel KaBoplotikd poAO TN GvUTEPIPOPd, TS a&ieg, T OTACN, TIG
TPOGOOKIEG TV TOVPIGTMOV KOl GUVETMS GTNV KOVOToinon tovg and éva talidl og Evav
TovploTikd Tpooptopd (Dolnicar, Grun, & Le, 2008). Aedopévov 6t kKaOe ydpa eivon
OLOLPOPETIKN Kol €YEL OLOPOPETIKEG TOAITIOTIKEG GUVNOEIEG KOl GUVETMDC OYOPOOTIKEG
ocuvfbetec, N TtomoBETNON TNG MOYKOOUNG KOTOAVOAMTIKNG KOVATOVUpOG Oo mpémel va
cuvovaletar pe TV TOToHETNON TNG TOMIKNG KOVATOVPOGS. L2C AMOTELECLLO, Ol CTPATYIKES
pubpxetvyk Ba mpémer vo mpocapuolovtol pe TETO0 TPOTO, MGTE Vo, Touplalovv ota
HOVOOIKA YOPOUKTNPIOTIKE TMV TOTIKAOV 0yOp®OV, OE0TOUDVIOG TIG TOMKESG TOATIGUIKES
tantotntes. ‘Etot, elvan onuavtikd 1 eova kat 1 tavtotnta wov 0o mpoPdiet o influencer
va givol 6€ CLUVAPTNOTM HE TNV TPOYUOTIKY] TOAITIGTIKY] TOVTOTNTO TOV TOLPIGTIKOV

TPOOPLGLLOV.

5.3 Ilepropiopol g €peuvag Kot TPOTACELS Y100 LEAAOVTIKEG EPEVLVEG

"Evag onpavtikdg meplopiopdc g £peuvag apopd otov optiud tov delypatog, Kabmg otnv
épevva cvppetelyav 112 dropa. Qg ek tovtov, TiBeTon Evag TpoPANUATICUOS OVOPOPIKA [LE
TNV SLVATOTNTO YEVIKELONG TOV CLUTEPOUCUAT®V 6TOV YeVIKO TANBuoud. Evag devtepog
TEPLOPIGHLOG TNG EPELVAG EIVOL VTLAPYEL L0 LEYUADTEPT| EKTPOCMOTMNOT) AVOPDV GE GYECT LE
TO TOGOGTO TMV YUVOIKADV.

Oocov agopd TIg TPOTAGELS Y10 LEAAOVTIKN €pevva, Ba Moy eEapeTiKd eVOLNPEPOV Va.
mpaypatonomBel o €peguva 6e MEPLOYEG TOL OMOTEAOVV O100EO0UEVOVS TOVPLGTIKOVG
TpooplopoVs (6nwg yia mapdodstypo vnowd tov Kukiadwv, Entdvnooa, k.o.) kot va yivel
GUYKPION T®V OTOTEAECUATOV GE OYEOT UE TMEPLOYEG MOV OeV AMOTEAEGOVV KoTeEOYNV
TOVPLOTIKOVG TTpooplopovs. Emiong, Oa eivor moAdTiun pia épevva mov Ba cvykpivel to
amoteléopato petald e EAAGSAG Kot Aowmdv ywpdv, dote va domiotmbodv Tuxdv

oLYKMOELS Kot amoKAIGELS Yioe ToV pOAo Ko TV 1oy tov influencers.
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Hopaptiporo
Epotpatoidyro g épeovag

To moapdv epOTNUATOAOYIO YIVETOL YlOL TNV EKTOVNON TNG LETATTVUYLOKNG LOV EPYOCIOG LE
titho: «O POAOX TQN INFLUENCERS XTON TOYPIXTIKO KAAAO: EPEYNA
YXTHN EAAAAA TIA THN ENIAPAXH TOYX XTIX NPOGEXEIX TQN
TOYPIZTQNy.

["a v coumAnpwon Tov epoTnUaTtoAoyiov Ba ypelactody mepimov 5 AenTd amd ToV XPOVo
GoC.

To epotuatordyo Bo ypnowomombel avompd Kot HOVOo yoo TV ekndvnomn 1ng
UETATTUYIOKNG EPYOCiog Kot ot amavtioels ogv Oa petafifactovv oe kavéva Tpito HEPOC.
To epotnpatordyto ivarl amoAHTOS AVAOVLLO Kot OV TEPIAAUPAVEL EPOTNTEIS TPOCSOTIKMV
dedopévov.

20G EVYAPIGTA Y10 TV TOAVTIUN GUUUETOYY| GOC.
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[MopoakaAd amavTioTe 6T 0KOAOLOES EPOTHCELC.

1. ®vro
Avodpog
IMovaixa

2. Huxia
18-29 gtoov
30-39 gtmv
40-49 gtov
50 gtodv Kot Avo

3. Katd m6c0 cuppmveite 1 Sl0pVEITE e TIG TOPUKAT® TPOTACELS:

Social media influencer
Ovte ZOUQOV
GLUEOVD )
Awgpove | Aweov |, o01e | ZUHQOV | amOAVTM
amolvTo. | SEOVH | ® G
1.To TEPLEYOUEVO TV
avapmoewv tov influencers
QOIVETAL EVOLUPEPOV
Ovte Soppmv
CLULPOVD ®
Aweove | Aeov |, o0te | ZupQav | amoldTo
amoAlvTo. | © SEOVH | ® G
2. Ou influencer PonBodv
OV dwpopacud
TANPOPOPiag LE TO KOO
Ovte Soppmv
GLUPOVED )
Aweove | Aeov |, ovte | Zopeav | amoldTo
amoAlvTo. | © SQoved | ® s
3. H ovffimon 1N n
avTOAAQY]  amoyemv  pE
dAAovg elvar Oovvarn HECH
TOV ~ KOWOVIKOV  HECOV
EMPPONC.
Ovte ITTTOIOYY
GUUPOVD )
Awoove | Aoov |, o01e | ZUHQOV | OTOAVTM
andlvta | © OlPOVH | ® c
4. Mmnopd va d T TAEOV
TPOGPATEC TANPOPOPIES Yo
10 Béua mov e evOlEEPEL
amd  Tovg social-media-
influencers
Ovte Soppmv
GLUPOVED )
Awopove | Aeov |, ovte | Zopeov | amoldTo
amoAlvTo. | © SQOvVe | ® s
5. ®andera vo Stopolpacm
TG TANPOQOpPiEg evog
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influencer yia Tov v ekoéva
1OV TAEIOIWTIKOD TPOOPIGUOD

Ewoéva mpoopispov. H
glKéva TOLV  TPOOPLGHOV
ommg mpowbeitar amwd Tovg

infuencers 0o 7wpémer va
aepriappaver
Ovte ZOUQOV
GLUPOVD )
Awgpove | Auveov |, o0TE | ZVUQOV | amoAOT®
amolvto | ® SQOvVe | ® s
1. TloAla TOMTIGTIKA
a&l00éata Yo vo ETeKEPO®
Ovte ZOUQOV
GLUPOVD O
Awgpove | Aweov |, o01e | ZUHQOV | amoAVTM
amolvTo. | SEOVH | ® G
2. [ToMtioTiKn
TOWKIAOLLOPPIN
Ovre PTTTOIOYY
GLUPOVD )
Awgpove | Aweov |, o01e | ZUHQOV | amoAVTM
amolvTo. | ® SEOVH | ® G
3. Koin oot
TOVPLGTIKMV VTOOOUDV
Ovre PTTTOIOYY
GLUPOVD )
Awoove | Aoy |, o01e | ZUHQOV | OTOAVTM
andlvta | © OlPOVAH | ® o
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TPOOPIGUO GTO HUEALOV.
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