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H éykpion g Ammhopatikig Epyaciog ond to ITavemiotpiov Nednoig dev vnodnidvel

OTOPOLTNTMG KoL OTOS0YN TOV ATOYEMY TOL GLYYPOPL €K LEPOVG Tov [TavemioTnpiov.

YIIEYOYNH AHAQXH

O Miyog Iodvvne, yvaopilovtag Tig GUVERELES TNG AOYOKAOTNG, dNA®VE vrebBuva OTL M
mapovoo, epyacio pe Titho «Néeg Teyvoloyies, wneioxés mlotpdpuss koi tovplouos. Ot
omoyels twv ELAnvav tovpiotavy, amoteAel TPoidv avoTnpd TPOCOIKNG pYUciog Kot OAEC
ol TNYECG TOL EX® YPNOWOTOMOEL, £Yovv dMAwOsl KotdAAnAo o1l PipAtoypapukéc
TOPATOUTES Kot ovapopéc. Ta onpeio dGov £xw ¥POLLOTOGEL WOEES, KEILEVO /KA TN YEC
AAA®V CLYYPAPEDV, OVOPEPOVTOL EVOLIKPLTO GTO KEILEVO LLE TNV KATAAANAT] TOPAUTOLUTT Kot
1 OYETIKY ovaPOpd TePIAAUPAvETOL GTO TUALA TOV PIBAMOYPAPIKOV avVaPOPOV e TANPT

TEPLYPaP).

O Anrov

Miyog Ioavvng



[Tepiinyn

H mapovca dtatpin avadewviel nv a&io kot Tic TPOKANGELS TOV KAVOTOU®MY TEYVOAOYIDV,
onwg M Texyvnt Nonpootvn (Al) kat n Ewovu Tpaypatikdmta (VR), otov topéa tov
TOVPIGHOD, 6TIALOVTOG GTNV EAANVIKN ayopd kot Tovg EAAnveg Tovpioteg. O1kiprol 6tdHyot
™G €0TIALOVTIOL OTIV KOTAVONOY KOl AVAAVGY TOV TPOTINCEDV KOl GUUTEPIPOPDY TOV
EAMvov touplotdv oe oyéomn Ue Tig oOYYPOVEG TEXVOMOYIEG KO TNV EQAPLOYT TOVG GTOV
topéa tov Digital Marketing tovpiopov. Xpnoiponotet, mg onueio avapopds EVomUATOONS
TOV VEOV TEYVOAOYIDV TANPOPOPIKNG KOl ETIKOWOVIDOV, TIC ONUOPIAEIG WYNOOKES

TovproTikég TAaTPOppeg Airbnb, Booking kot TripAdvisor.

Ta mpwtoyevi otolyeion ovykevipobikav amd ekotdv eEnvro mwévte (165) "Elhnvec
tovpioteg, mov ta&wedovy 1060 otV EARGda 660 Kol 610 e€mTepkd, pe TN Pondeia
KOTAAANAOL SopUNUEVOL EPOTNUATOAOYIOV, TOV KAADTTEL TO EMIMESO TOV YVHOGEWDV, TOV
AVTIMYEDV KOl TOV GTACEDV TOV EAMVOV TOUPIoTOV GYETIKA LE TIG VEEC TEXVOAOYIES KOl
™ ovvelsPopd Tovg oto Digital Marketing otov Tovpiotikd kAGd0, KabDG Ko To Paduod

KOVOTO{NO™G TOLG OTd TN ¥PNON TOV VEDV TEYVOLOYLDV.

H pebodoroyia Tov epaplooTnKe, Yoo TNV eEVINPETNOT TOV CKOTMV TG EPELVAS, Eival M
EPAPLOYN LEBOGO®V TEPTY PAPIKTG CTATIGTIKNG Y10 TV AVAAVCT) TOV TPMOTOYEVAV OES0UEVOV
7oV cLALEXOMKav. To epmTnUATOAOYLO dNpIoVPYNONKE Kot SavepnOnke pe T Pondeia g
epapuoyng Google Forms kot ta mpmtoyevn dedopéva eneEepydotnkay pe ) Pondewa Tov

Excel ko g epappoyng SPSS g IBM.

A6 T ATOTEAECUATO, TG EPEVVOG SUTIGTOOMKE OTL 1) TAEOYNOin TOVL deiypaTog, Yvmpilel
Tig emtheyeiceg mhatedpues. Tlapdia avtd dev ypnowyomolel | ypnoponoel Aiyo tnv
mhateoppa TripAdvisor (53%) kot Tov Airbnb (57%), evd and pétpua £0¢ TAPA TOAD
ypnoonolel g Booking. Ocov apopd T GUVEIGPOPE TOV KOUVOTOIMY TEYVOAOYIDV TOV
Digital Marketing ctov tovpiotikd topéa, 1 Thsloyneio yvopilel o€ KavomomTikd Pabpo
TOL TAEOVEKTNHOTO, TO UEOVEKTAMATA, KAODG KOl TI ONUOVTIKY) CUVEIGQPOPE TOV VEDV

TEYVOLOYIDV GTOV TOVPIOTIKO TOUE.

Aégerg khewnd: Pnookd Mdapketivyk, Tovpiotikég mhateoppes, Texvnty vonpocovvn,

Ewovucn [paypoticotnta, EAAnveg tovpioteg



Abstract

This thesis highlights the value and challenges of innovative technologies, such as Artificial
Intelligence (Al) and Virtual Reality (VR), in the tourism sector, focusing on the Greek
market and Greek tourists. Its main objectives focus on understanding and analyzing the
preferences and behaviors of Greek tourists in relation to modern technologies and their
application in the field of Digital Tourism Marketing. It uses, as reference points for
integrating new information and communication technologies, the popular digital tourism

platforms Airbnb, Booking and TripAdvisor.

The primary data were collected from one hundred and sixty-five (165) Greek tourists,
traveling both in Greece and abroad, with the help of an appropriate structured questionnaire,
covering the level of knowledge, perceptions and attitudes of Greek tourists regarding new
technologies and their contribution to Digital Marketing in the tourism industry, as well as

their degree of satisfaction with the use of new technologies.

The methodology applied, to serve the purposes of the research, is the application of
descriptive statistical methods for the analysis of the primary data collected. The
questionnaire was created and distributed with the help of the Google Forms application and

the raw data was processed with the help of Excel and IBM's SPSS application.

The results of the survey found that the majority of the sample is aware of the selected
platforms. However, it doesn't or barely uses TripAdvisor (53%) and Airbnb (57%), while
moderately to very much it uses Booking. Regarding the contribution of innovative digital
marketing technologies to the tourism sector, the majority are well aware of the advantages,
disadvantages, as well as the significant contribution of new technologies to the tourism

sector.

Keywords: Digital Marketing, Tourism platforms, Artificial Intelligence, Virtual Reality,

Greek tourists



