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Mn Eptropikp XpAon - A€ UTTOPEITE VA XPENOIMOTTIOINCETE TO UMIKO YIO EUTTOPIKOUG
OKOTTOUG.
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2XETIKA PJE TNV EVOTNTA

Mepiypaen KatdpTiong

210 TTAQioI0 Tou BépaTog auTtou, oudnTeiTal N onuacia TNG AvATTITUENG ATTOTEAECUATIKWYV
QVTAYWVICTIKWY OTPATNYIKWY OTO €TTIXEIpnuatikd mAdiclo Twv MAB. Egetdlovral OXeETIKG
Béuara, OTTwG 0 OPIoHOS TWV AYOPWY-OTOXWY, N ATTOKTNON TTEAATWY KAl N KOIVOTToinon TnG
ETTIXEIPNPATIKAG TTPOTACNG WG PETOU YIa TOV KOBOPIoPS TOU avTaywVIOTIKOU TTAEOVEKTHNOTOG
MIag €TTIXeipnong o€ oxéon We Toug avtaywvioTéS. O1 ekmaideudpevol evBappuvovTal €TTioNg
va oudNTROOUV Kal VO €GETACOUV TNV oIKOdOUNOoN TTEAATEIOKNG BAONG KAl AvTAyWVIOUOU OTIG
MAB, kabwg kai Ta duvard kalr Ta adluvarta onueia Toug, WOoTE va givar oe Béon va
OKIQYPA@HOOUV OUYKEKPIPEVEG KOl ATTOTEAECUATIKEG OTPATNYIKEG HAPKETIVYK KAl TTWARCEWV.
Mapéxetal emokOTTNON TNG dlaxEipiIong TNG EMwWVUMIag, Je BAon TG UMKEC Kal GUAES aieg
ETTWVUHIOG, KOBWGS Kal TNG EQAPHOYAS OTPATNYIKWY EUTTOPIKAG TTpowbnong oTig MAB, ol
OTTOiEC evIOXUOVTAl ATTO AVOOUOMEVEG TEXVOAOYIEC KOl OTPATNYIKEG ETTIKOIVWVIOG, OTTWG N
agAynon 1otoplwv. 1diaitepn €ugacn Sivetal OTIG duvaTOTNTEG TNG WNPIOKAG EUTTOPIKAG
mpowbnong (Digital Marketing) yia Tnv emiTeuén MIAG TTAYKOOMIAS QYyOpPAG HE OIKOVOMIKG
QATTOOOTIKOTEPO KAl METPATIUO TPAOTTO, VI TNV AVATITUEN APQIOPONNG ETTIKOIVWVIAG HE TO KOIVO
Twv MAB Kal yia Tnv adg¢non Tng avayvwpioiudTNTAG TG ETTWVUIAG.

2TOXOI TNG TTAPOUCAC EvOTNTAC KATAPTIONG

2710 TEAOG AUTNAG TNG EVOTNTAG, O EKTTAIBEUOPEVOS Ba gival o€ Béon:

BeATiwon Twv eMIXEIPNUATIKWY OEEIOTATWY KAl IKAVOTHTWY TWV EKTTAIOEUOUEVWV®

E@odiaoudg Twv ekTTaIdeUOPEVWV HE EIBIKEG BIOIKNTIKEG BECIOTNTEG TTOU OXETICOVTAI HE
TG [AB-

ECoikeiwon Twv  eKTTAIOEUOUEVWY  PE  TIG  KUPIEG ONPAVTIKEG  TITUXEG  TNG
autoaTTacXoAnong oTig MAB* 0TTwg TTPocwTTIKY TTPOROAN 0TO S10dIKTUAKO TTEPIBAAAOY,
dlopydvwaon KAANITEXVIKWY EKONAWOCEWY Kal KAANITEXVIKA £pguvar

MposgTolpacia TwV EKTTAIBEVOPEVWV VIO VA EPYAOTOUV O€ DIETTIOTNUOVIKEG Ouddeg MAB.

Opadec-oTdOXOI

H evotnTa auth éxel oxedlaaoTei yia:

®oitntég MpotrTuyiakoug Kol MEeTOTTTUXIOKOUG OTIG TEXVEG KOl TIG QVOPWTTIOTIKEG
emotiues (A&H), o1 otroiol €mBupolv va egpyacTolv e autoatracxoAnon i va
DIaXEIPIOTOUV dNUIOUPYIKEG OPADEG GTO TTAQICIO TG OTABIOdPOWIAG TOUG.

PoITNTEG DIETTIOTNUOVIKWY TOPEWV.



M'Vwoelg Kal Be€IOTNTES TTOU Ba a1ToKTNOOUV UE TNV OAOKANPWON TNG
EVOTNTAG

AQoU £COIKEIWOBEITE PE AQUTA THV EVOTATA KATAPTIONG:

AvatTuén MOVTEAWV yia OnNMIoUPYIKG ETTIXEIPNMATIKA gyxeiprpaTa,
oupTrEpIAaUPBavopévou  TOu  OTpATNYIKOU  OXEDIAOPOU  yia  TTPWTOROUAIEG
ETIXEIPNMATIKOTATAG, KAIVOTOPWY MEBOSdWV yia Tn Onuioupyia KeQaAaiwv, TNg
OIaXEIPIONG TWV EVOIOPEPOUEVWV HEPWV KaI TNG AVATITUENG ETAIPIKWY OXETEWV, OONWV
SlaKuBEPVNONG TwV SNUIOUPYIKWYV ETTIXEIPAOEWV K.ATT.

2ulnTnon Tng diadikaciag kaivotouiag oTig NMAB wg¢ avoikTr], diadpacTiKr), CUVEPYATIKA
Kal dIEmoTnUovIK diadikaoia oe avtifeon e Ta TTapadooiakd POVTEAA KAIVOTOMIOG
oTnV €MOTAMN.

EvTomopdg vEwv eUKaIPIWV OTO TTAQICIO KOIVWVIKWY KOl ETTIXEIPNMATIKWY TTPORANUATWY
KAl QVATTTUEN ETTIXEIPNMOTIKWY AUCEWY, PE TTAPAAANAN dlIao@AAIoN TTHYWY £00dWYV TTOU
ETTITUYXAVOUV OIKOVOUIKK BiwaiyoTnTa.

AITIoAGYNon TNG avaykng va emMOEIKVUOUV Ol ETTIXEIPATEIG Aoyodooia HECW TNG TAKTIKAG
METPNONG TWV ETIOOCEWY KAl TOU AVTIKTUTTOU.

2XeDIA0POG KAANITEXVIKWV EKONAWOCEWYV (EKBETEIG, EPYOOTAPIA, TTPOWBNTIKEG EVEPYEIEG
K.ATT.) Kol SI0DIKTUOKWY EKOTPATEIWV TTPOWONONG.

MéEBodog KaTapTIoNnG

O KUKAOG pabnudTtwv BacileTal oTo HOVTEAO BIWKATIKAG udnong (ETL)! kal n rTapddoon Tou
eKTTAIOEUTIKOU TTEPIEXOMEVOU Ba akoAouBroel Ta Kupia oTadia TTou opidovtal TTapakdtw. Ol

EKTTAIOEUTEG TTPOCAPHOLOUV TN CEIPA KAl TOV CUVOUACUO TWV dpacTNPIOTATWY CUNOWVA WE

TIG 1DIAUTEPOTNTEG TWV OPABWY EKTTAIDEUOPEVWIV:
214d10 1. KivnTpa (yiarTi;)

*  EvnuepwTikEG I0TOPIEG OTTO TTPAYHOTIKEG TTPAKTIKES
» 2udnTAoeIg o€ opadeg R o€ Ceuydpia

* YTOKeIYEVIKA KOui{ akoAouBoupeva otrd autoagioAdynon 1 a&loAdynon ammo

OpOTIHOUG
» Eikovikég emokéelg (dpaocTnpIdTNTES TTAPATAPNONG)
*  ATAéG opadikéG epyaaieg (avaTpo@oddTnan atro eKTTAIOEUTH) KAI OPOTIUOUG)

1Kolb, David. (1984). Eutreipiki péénon: H eptreipia we TNy uEBNoNg Kai avaTTuéng.



214010 2. Eptreipoyvwpoouvn (Tr;)

» (Bivieo) OIaAEEEIC —  POVTEAQ, TTPAYMOTOAOYIKEG TTANPOQOpPIEG, BOewpnTIKO
uTT6abpo

*  Avdayvwon (di1dakTIka BIBAia, Teplodikd, dpBpa, 1I0TdTOTTO!N)

* Bivreookotrnuéveg €mideielg

*  AvegdpTntn €peuva Kal epappoyn BewpnTIKWY HOVTEAWV (ATTAEG TTOOOTIKEG N
TTOIOTIKEG EPEUVNTIKEG EPWTHOEIG)

*  AVTIKEIPEVIKA TEOT (KOUIC)

210010 3. Kabodriynon (Mwg;)

o MEeAETEC TTEPITTTWOEWY

* T[lpoBAfjuata yia autodidaokaAia

*  ATOMIKEG (YPATITEG ] TTPOPOPIKEG) EKBETEIG

*  AvaoOoTOXOOTIKG OKilIa

» Eikovikoi Trivakeg aulnTAcewy yia TNV eTTiAucn TTpoRANUATWY

2713010 4. A¢loAéynon (Ti var;)

*  YTTOKEIPEVIKEG EEETATEIG

*  ZUvTopa aTopIKd (A odadikd) epsuvnTikA €pya

* OpadikéG 1 OTOMIKEG TTPOCOUOIWOEIS OVIAYWVIOUOU (EKTTAIBEUOUEVOI TTOU
olaxeipifovTal €IKOVIKEG ETTIXEIPHOEIG - avAAUCN OUYKEKPIMEVNG ayopds Kal
OTPATNYIKEG  TTPowONOoNG, KABOPIOPOG TIMWYV, EVIOTTIONOG  AVTOYWVIOTIKWV
TIAEOVEKTNUATWV...)

* [lapoucidoeliG OTOUG EKTTAIDEUOPEVOUG AUCEWV OE TNIO OUOKOAEG EPWTHOEIG
(TTapéxovTag OTOUG EKTTAIOEUGHEVOUG THV EUKaIpia va €TTIOLIEOUV TA TTPOCWTTIKA
TOug OUVOTA OnUEIa Kal TAAEVTA - EVOWHATWVOVTAG HOUGIKN, TEXVEG, TEXVIKEG
0e€I0TNTEG 1 €EEIIKEUPEVES YVWOEIG...)

*  AvtaAdayA 18ewv, TTaixvidl poAwv, dlaywvIooi, Traixvidia



[TeplEXOUEVO EKTTAIOEUONC



1 Tieival n cudTTEPIPOPA KATAVAAWTH;

O Kotler (2000) ava@épel 0TI 0 TOPEAG TTOU HEAETA TOV TPOTTO E TOV OTTOIO TA ATOUA, Ol OUAdES
KAl oI opyaviouoi €TTIAéyouv, ayopddouv, XpnoIhoTTolouv Kal S1a8éTouv ayaBd, UTTNPECiEG,
I0€€G ] EUTTEIPIEG YIA VA IKAVOTTOIROOUV TIG QVAYKEG Kal TIG ETTIOUUIEG TOUG.

H cuptrepipopd Tou KatavaAwTr Bswpeital yevikd pia diadikaoia Bripa TTpog Brua TTou YTropei
Va ETTNPEQCTE ATTO ETTIPPOES TTOU OpouV 0TO TTEPIBAAOV TOu/TNG. ANANAETTIOpaCN PETAEU TwV
KATAVAAWTWY TTOU TTPOKAAEITAI a1TO TNV 0PYAVWTIKE GTPATNYIKI Kal TIG KUBEPVNTIKEG OPACEIQ
(TToNITIKR), olkovopia K.ATT.). MNa 1o Mestre (2004 ), To onpeio ekkivnong tng diadikaaiag gival va
avayvwpIoTEl N avaykn yia KaTi, dnAadr va wbnBei va yivel évag duvnTikOg KatavaAwTrg. AT
€Keivo TO onpeio, ekivolv Ta eTTOPEVa GTAdIA:

a) Avayvwpion: avalAtnon TAnpo@opiwyv (XpOvog Kal TTpooTTddelia)

b) MMpoodIopICPOG UTTOKATACTATWY: TTEPA ATTO TNV ETTWVUMIA OTO JUAAS TOU KATAVAAWTH'

c) AEIoAdynaon evaAAOKTIKWVY AUCEWYV: GUYKPION ME XOPAKTNPIOTIKA yvwpiouara

d) Améoeaon: n Tpagn ayopds/atmmoékTnong

€) Zuutrepipopd PETA TNV ayopd: afloAoynoTe TNV EUTTEIpIa, Ta ouvaloBuaTa Kal TNV
IKAVOTTOINGT] 0ag YIa TTPOIOVTA /KAl UTTNPECIEG” KAl TTPOCAPUOOTE TIG YVWOEIS 0OG N
TNV agI0AGYNOT] CAg TTAVOUOIOTUTTA.

2710 TTAQICIO QUTO, KAl YIa VA KOTAVOAOOUV TIG OVAYKEG TWV KATAVOAWTWY, Ol Opyaviopoi Ba
TpéTTEl va TTpoxwproouy o€ (Kotler, 2000):

o [1pocdIoPICUO TUNPATWY OTTOU Ol KATAVAAWTEG €XOUV TIG i0IEC AVAYKES:

o Eicaywyn vEwv TTPoIiOVTWYV r)/Kal UTTNPECIWY A ETTAVOTOTTOBETNON TOUG

o AVATITUEN  OTPOTNYIKWY  ETTIKOIVWVIOG — MAPKETIVYK KOl EKPETAAAEUON  Twv
TTAEOVEKTNHATWY TWV TTPOIOVTWY /KAl TWV UTTNPECIWV"

o AZIoAOYNON TWV OTPATNYIKWY OE OXEON PE TNV ATTOTEAEGUATIKOTNTA TOUG KAl

o Alao@dAhion OTI oI OTPATNYIKEG QUTEG dev TTAPATTAAVOUV TOUG KATOVOAWTEG OUTE
TTPOKAAOUV CnUIG OTNV KOIVWwVia.

1.1 Ti oupPaivel ge TOUG CNPEPIVOUG KAI TOUG QUPIAVOUG KATAVOAWTEG;

O1 Gretzel, Fesenmaier kai O’Leary (2006) 1rpoodiépicav TPEIG ONUAVTIKEG OTIYMEG TTOU
OUPBAAAouv OTnv KaTavonon TNG ONUEPIVAG Kal TNG MEAAOVTIKAG CUUTTEPIPOPAS Twv
KATavoAWTWwV. TOo TTPpWTO OTABIO €ival N TTPOBOAR TV KATAVOAWTWY WG XPNOTWV TWV VEWV
TIME (Texvohoyieg MAnpo@opikng kai Emkoivwviag). Autd Toug divel mn duvartdétnta va
AapBavouv K&be €idoug TTANPOPOpPIES Kal TTPOCRACT G€ TTPOIOVTA KAl UTTNPETIES, TTAPEXOVTAG
olaavela, evw TTapaAAnAa evioxUeTal 0 EAeYXOG TWV TTAPOXWV TAgISIWTIKWY UTTNPETIwY. lNa
va yivel auTo, gival onPavTikd va KOTAVONOOUUE Ta TTEVTE epwThAuaTa Twv TTIE:



Molog xpnoiyotrolei Tig véeg TTE;

Mola gival Ta €idn TTEPIEXOUEVOU Kal TTANPOPOPIWV TTOU XPnaidoTTroiolv ol véeg TTIE;
Méte xpnoiyotrolouvTal;

Mou TrpayuaTtoTroiciTal N Xprion Twv véwv TTE;

a s~ wnNPE

MNari xpnoipotroiiénkav ol véeg TTE;

To 0eUTEPO OTAdIO €ival OTAV Ol KATAVOAWTEG €VEPYOUV WG CUMTTAPAYWYOI ONUAVTIKWY
guTTEIPILY, OIOTI OI agie¢ Kal Ta ouvaioBruaTta atroTeAolv ATTAVINOEIC O€ KATOOTAOEIG
KatavadAwong. TéAog, Katd To TPiTo OTAdIO, O KATAVOAWTAG €ival o apnynTtAs. H apriynon
IOTOPIWV VIO EUTTEIPIEG 0€ AAAOUG avBpwTTOUG gival GNUAVTIKN YIa TN WETATPOTTH dlaopwv
OIGOTTAPTWY AITONTAPIAKWY KOl YVWOTIKWY TTANPOQOPILY OE HIO CUVEKTIKF) Hovada,
KABIoTWVTAG TNV EUTTEIPIa 600 TO duvaTov o atéxaaoTn. H katavonon TG cuuTrEPIPOPAS TwV
KATAVAAWTWY PE TN PoNBEIa TWV TPIWV AUTWY OTadiwv, KaBWS KAl 0 AVTIKTUTTOG TWV VEWV
TME, 6a cuufdlouv oTn dlaUOPPWON OTPATNYIKWY Yyia TNV OTTOKTNGN AvIaywvIOTIKOU
TIAEOVEKTAATOG. ‘Eva atmd Ta TTAEOVEKTAUATA QUTA Ba PTTOPOUCE va ETTITEUXOEI UE TN XPAON
TOU WYNQIOKOU PAPKETIVYK.

Ernikéreg yia tn povada 1: ZUuTTepIpopd KaravaAwrn

KaravaAwrng, ouutrepipopa, TIE



2 TiI gival TO Yynoelakod HAPKETIVYK; TNwcg emrnpeadlel
OUMTTEPIPOPA TWV KATAVAAWTWV;

To yneiokd PAPKETIVYK AVTITTIPOOWTTEUEI TRV £€QAPPOY TNG GIAOCOPIOG Kal TwV EVVOIWV TNG
EUTTOPIKAG TTpowBNoNG oto wnelako tepiBdAlov (Marketing 4.0). YTT6 Tnv £vvola auTr, TO
WNQIoKO PAPKETIVYK Oev £xEl aTOXO WOVO Tn Asimoupyia TG dnuioupyiag Kai Tng diatuTmwaong
TNG KAAUTEPNG TTPOCPOPAG YIA TO KOIVO-OTOXO 0dg, AANG Kal TNV £TTIAOYA TWV KATAAANAOGTEPWYV
eTTEVOUCEWY, €iTE O AOYIOMIKO €iTE 0€ UNIOMIKO, | akOun kal o€ GAAa €idn Tépwv TTOU
EMTPETTOUV KOAUTEPA aTTOTEAEGUATA OTa Wn@lakd oag kavaAia (Ryan & Jones, 2013).

To Yn@Iako PAPKETIVYK gival €COTTAICUEVO e TTOAG KavAAia Kal OTPATNYIKEG HAPKETIVYK TTOU
gival QUOIKA BeATiIoTOTTOINUEVA VIO TNV WNQIOKH £kdooT, dnNAadn utTdpyouv eIBIKA epyaAcia yia
TNV avaAnyn dpdong oto d1adikTuo, aAAG dAa EekIvoUV aTTO TIG TTPOYEVEDTEPEG I0EEG, AANG O€
MIa «un O1adIKTUOKK €kdoCon». ZTO TTAQiCIO AuTO, TO OIOdIKTUO Kal Ol TEXVOAOYIKEC CUOKEUEG
TTapéxouv dIdgopa epyaleia IKavda va aglotroifjoouv Tn d1adIKaoia avAaTTTugngG PIag eTaipEiag,
ME BAON TEXVIKEG TTOU OUVOEOVTAI TTANPWG HE TO WNPIOKSO HAPKETIVYK.

Tautdxpova, TO WNQPIAKO MAPKETIVYK UTTOPEI €TTiIONG va yivel avTIANTTTé wg n TEXvN NG
ggepelivnong, TNG dnuioupyiag Kal TG TTapoxXAg agiag oToug avBpwTToug HECW TNG YNPIOKAG
TEXVOAOYIOG, TNG IKAvVOTTOINONG TWV QVOYKWY 1 Twv €mMBUPIwY Toug, Kabwg Kal Tng
dlac@daAiong uwnAnig amddoong eTevduoewv (Return Of Investment) yia Tig emwvupieg (Ryan
& Jones, 2013). Autd emTpéTTel TNV EUKOAN S10pOwaon/BeATIOTOTTOINCN TWV KATEUBUVOEWY TNG
OTPATNYIKNG TTOU UIOBETABNKE, JE EAAXIOTO XPOVO KAl TTEPIOPITHEVOUG TTOPOUG.

Mnv gexvare!
To yneiakd HAPKETIVYK UTTOPEI va odnynoel o€ TTAeoVEKTHMOTA OTTWG (Ryan & Jones, 2013):

1. MeTpAoIUa aTTOTEAEOUATA - MTTOPEITE va yvwpilete OAEG TIG TTAPAUETPOUG TTOU
XPEIAZEDTE yIa va BEATIWWOETE TN OTPATNYIKA oag. MTTopeiTe €Tmiong va TTapakoAoudeite
OAa Ta oTddia Tng TTopeiag Tou TTEAATN, KABWG WTTOPEITE va TO BEATIOTOTTOINCETE
OIadIKTUOKA KAl va ETTITUXETE KOAUTEPA ATTOTEAECUATA.

2. XaunAn emévouon - atraitei TTOAU XapnAR apxikn €mmévoucn o€ oUYKPIoN ME AAAEG
pMEBBGOOUG MdpkeTivyk. H diapAuion oto Google | ota péoa KOIVWVIKAG SIKTUWONG
MTTOPEI VO KOOTIOEI OTIG ETTIXEIPAOEIG HOVO “TTEVEG ava EPPAVIOT), KAIK 1] TTIPOBOAR.

3. H mpooéyyion 10U KATGAANAOU KOIVOU - BleUKOAUVEI Tn OIadIKACIA PETATPOTING O€

ouykpion e 1o offline, KABWG emITPETTEI TO QIATPAPICKA KAl TV TUNUATOTTOINCN TWV
EKOTPATEIWV ME HEYAAUTEPN OKPIBEIa, TTPOKEINEVOU Va TTPOCEYYIoEl TO KATAAANAO KoIvo
yla k@Be etaipeia. EmiTpérTel €mmiong Tn PéyioTn duvatr] KaBodriynon Kai eEaTodikeuon



TNG ETTIKOIVWVIAG, WOTE Ol OWOTEG TTANPOPOpIES va ¢BAavouv oTo owoTd dtouo, TV
KAataAAnAn otiyun. Kai,

4. Tpriyopa amoTeAéopaTta - Aoyw Twv da@opwy pnxaviopwy pétpnong (1m.x. Google
Analytics), ¢ xaunAing ataitouuevng e€mévdéuong kKal TG  duvartdTnTog
TUNPaToTroinong, Ta amoteAéouara Tou Digital Marketing epgavifovrar ocuvABwg

OXETIKG ypriyopa.

2.1 QoTo00, TI €ival TO HAPKETIVYK TTEPIEXOMEVOU; Kal TToU Talplddel,

loTopikd, n dlagriuion BacideTal 0Tn dnuIoupyia TTEPIEXOUEVOU YIa TOUG avBpwTtTous. QOoTO00,
N €€EAIEN TOU WN@PIOKOU TOPEA AVAYKOOE TIG ETTWVUMIEG VO TTPOCAPHOCOUV TO TTEPIEXOMEVO KAl
TIG OTPATNYIKEG TOUG OTN VEA QUTH TTPAYMOTIKOTNTA. H €UTTOPIKA TTpOowBnon TTePIEXOPEVOU
OTTOCKOTIEI OTNV evioxuon Twv OEOPWY PETAEU TOU KATAVOAWTA Kal TWV ETTWVUMIWY TTOU
uttepPaivouy TNV atrAf EUTTOPIKI GUVONKN Kal yivovTal cuvaioOnuaTiKoi.

H gutropikni rpowBnaon trepiexopévou (Content Marketing) ivai pia diadikacia YAPKETIVYK TTOU
oToxeuel otn dnuioupyia kal TN diavoun oxeTIKoU Kal afidAoyou TTEPIEXONEVOU o€ OTABEPN
Bdon, TTpokeIuévou va TTPOCEAKUCEI Kal va dIaTnpAocEl €va TURUA-OTOXO Kal, KATA CUVETTEIQ,
VO aTTOKOUIoEl KEPDOG HETW TNG CUMMETOXAG Toug (Ryan & Jones, 2013).

Mapd TN MeYAAn onpacia TTou €XEl OTTOKTHOEl N EUTTOPIKA TTPOWONCN TTEPIEXOMEVOU TNV
TEAEUTAIA DEKAETIQ, 10iWG OTO TTACICIO TOU WNQPIAKOU PAPKETIVYK, N oudia Tn¢ d1adikaoiag auTrig
QVAYETAI OTIG TTPWTEG EVTUTTEG OTPATNYIKEG dNUOCIEUONG KAl HAPKETIVYK TTOU ETTIKEVTPWVOVTAI
OTNV ETTIKOIVWVIA OXETIKA JE TA TTPOIOVTA WG EPYAAELIa yIa TNV EEUTTNEETNON TNG TTWANONG.

Mnv gexvare!

H emkoivwvia TTou dnuIoupyEiTal PE TTOIOTNTA O€ ETTITTEDO TTEPIEXOPEVOU KAl TTPAYUATOTTOIEITAI
HEOW TTAATQOPHWY OTTWG TA KOIVWVIKA OiKTUA ATTOTEAEI TTPOCPATN TACN Yia Tn dnuioupyia
MEYaAUTEPNG ouUVAICONUATIKAG BECUEUONG Kal yia HEyaAUTePN KepOOPOpIa.

H ouutrepipopd Kai o1 OXECEIC PE TOUG KATAVOAWTEG €xouv aAAdCel. O1 vedTepeS YeVIEG
evOIa@EPOVTal TTOAU TTEPICOOTEPO YIA TOV TPOTTO JE TOV OTTOIO O ETTWVUMIEG CUMHPETEXOUV OTN
CWwn TOUG Kal yIa TOV QVTIKTUTTO TTOU €X€I KaBepia aTnv Kolvwvia, TTapd yia Ta XapaKTnPIoTIKA
TWV idlwV TwV TTPOIOVTWY. QG €K TOUTOU, TO WYNPIOKO TTEPIEXOUEVO TTOU QvATITUOCETAI OTO
TAQiclo Tng dladikaciag utropei va AdBel TTOAAEG HOPPEG, CUPTTEPIAQUBAVOUEVWY I0TOAOYIWY,
apBpwyv, Bivreo, ypa@nudtwy, avopTACEWV HECWYV KOIVWVIKNAG BIKTUWONG, NAEKTPOVIKWV



BIBAiwv, TTpoBoAwv dlagaveiwy, dIAdIKTUAKWY Oepivapiwy, podcast, €1dfocwyv, ALukwv
BiBAwY, HIKpWYV BIABIKTUAKWY TOTTWV Kal EIKOVIKWY dlaokéywewy (Lieb, 2012).

AuTO pag Kavel va Bewpoupe OTI N TTPAYHATIKOTATA AVTITTIPOCWTTEUEI TO AVTIBETO TNG EUTTOPIKNG
TTPOWONONG TTPOIOVTWY, N OTToIa AVATITUCOETAI JEOW TNG ETTIKOIVWVIAG TTOU ETTIKEVTPWVETAI
KUpiwg ata o@éAn Twv TTPOIOVIWY KaI/f] TwV UTTNPECIWY MIOG ETTWVUMIOG, WE OTOXO TNV
TTpowobnaon Tng ayopdg.




Mnyv gexvare!

To JAPKETIVYK TTEPIEXOMEVOU TAIPIALEI OE €VA HOVTEAO ETTIKOIVWVIOG XWPIG KOUMATI TTWANCEWV
KAl TO TTEPIEXOUEVO TTOU dnuIoupyEiTal Kal dlavéPETal 0To TTACiCIO TNG dladikaciag Tou ival
OUCIAOTIKA EVNNEPWTIKO, EKTTAIOEUTIKO Kai/fy wuxaywyiké (Baltes, 2015).

Tautdyxpova, o Lieb (2012) evioxUel TIC SuvaTOTNTES TNG EUTTOPIKNAG TTPOWBNONG TTEPIEXOMEVOU
WG MEOOU €10EPXOPEVNG EUTTOPIKAG TTPOWONONG dNAWVOVTAG OTI «TO TTEPIEXOPEVO gival TO
OO0AwMa. AUTO TTOU TTPOCEAKUEI TNV TTPOCOXH Kal dNUIOUPYEI DETUEUTN UE TOUG KATAVAAWTEG.
ATroTeAEl PEPOG MIOG CUPPBOONG: OI ETAIPEIEG TTAPEXOUV TTEPIEXOPEVO, KOl Ol KATAVOAWTEG
avtaTtrodidouv Pe TNV TTpocoxn Toug». Q¢ €k ToUTou, KABE OTPATNYIKA TTPOCEYYION YIa TNV
EUTTOPIKA TTpoWwONnon Tepiexoudévou Ba €EapTnBei ammd kKaAd dopnuéves dladikaoieg Kal
BEATIOTEG TTPAKTIKEG TTOU UTTOOTNPICOUV TNV 0pBr| KTEAECT] TNG.

O1 Ryan & Jones (2013) opiCouv Tpia oTddia 1Tou diapBpwvouv KEABe oTpaTnyIkr Wneiakou
MAPKETIVYK KOl HAPKETIVYK TTEPIEXOPEVOU: (1) va yvwpilete TNV ETMIXEIPNON Kal TOUg
KATavoAwTEG, (2) va yvwpileTe ToU BEAETE va TTATE Kal TTWGS Ba @TACETE eKel, Kal (3) va BéoeTe
o€ e@appoyn TIG dIOdIKATIEG.

Ortav e€eT@leTe oUyKeKpIPéva TN S1adIKACIa EMTTOPIKAG TTPOWBNONG ToU TTEPIEXOPEVOU, oI Rose
& Pulizzi (2011) Trapoucidfouv T€éooepa dIAKPITA oTAdIA, TA OTTOI0 EVOWUATWYVOVTAI KUKAIKA
Kal eEapTnUéva:

1. Anuioupyia Kai Siaxegipion - T0 OTAdIO TTAPAYWYNG TOU TTEPIEXOUEVOU, KOTA TO OTTOI0
TTPOTEPAIOTNTA €ival N dnuioupyia Kai n diaxeipion oAdKANpng NG diaBéoiung Baong
TTEPIEXOMEVOU TNG ETTWVUHIOG

2. BeAmiotomoinon, opadotroinon, emipéAsia - n @aon €mAoyng Kai diavoung, Katd
TNV OTTOIO TO TTEPIEXOPEVO TTPETTEI VA BEATIOTOTTOINBEI KA va dlaveUnBei CUYKEVTPWTIKA
Kal QIATpapiopévar

3. ZuvopiAia Kal akpoaon - n ¢Acn TNG CUVOMIAIAG JE TO KOIVO, N OTToia £XE1I WG OTOXO
VO aKOUOEI TOUG XPAOTES KAl VA avayvwpioel ToV TPOTTO JE TOV OTToio avTIAauBdavovTal
Kal GAANAETTIOPOUV WE TO DIAVEPNUEVO TTEPIEXOMEVO” KA,

4. Métpnon kai pdlOnon - 10 OTadlo TNG METPNONG TWV ATTOTEAECHATWY TTOU
EMTUYXAVOVTaI KaI TNG ABNONG atrd auTd, ETITPETTOVTAG £TOI TNV ETTAVELETAON KAl THV
TTPOCAPHOYH TNG OTPATNYIKNAG TTEPIEXOMEVOU TTOU €XEI dnuIoupynOEi.



2.2 Twg va €XeTe ETMITUXIO OTNV ELTTOPIKI TTPOWBNON TTEPIEXOMEVOU;

H emTtuyxia Tng eumopikng TrpowBnong Trepiexodévou  Baciletar otnv  avalntnon
ecatopikeuong. O1 TTApaAywWYOi UAPKETIVYK TTEPIEXOUEVOU TTPETTEI VA ETTIKEVTPWOOUV OTnv
TTapaywyr) TTEPIEXOPEVOU TTOU gival eEQIPETIKG TTPOCAPUOCIUO KAl OXETIKO PE TA TUAPATA TOUG.
Q¢ €K TOUTOU, TO ONUEPIVO TOTTIO TNG EUTTOPIKAG TTPOWONONG TTEPIEXOUEVOU dNIoUpYE Eva
€i00¢ €KONUOKPATIOHOU TOU PAPKETIVYK, KABWG KABE eTaipeia, aveCdptnTa ammd 10 TTOCO MIKPN
gival, €xel HIa SIOQOPETIKA 10£A KAl ETTIKOIVWVWVTAG TNV E CUVETTEIQ PE OXETIKO TTEPIEXOUEVO,
MTTOPEl Va Kuplapxrioel otov kKAado Tng (Ryan & Jones, 2013).

H mmapaywyr TTEPIEXOUEVOU UTTOPED va gival ECWTEPIKN 1 EWTEPIKN TNG ETAIPEIAS, GAAG N
OTPATNYIKN TTPETTEI VA PEAETNOE Kal va oploTel eowTEPIKA. ETTOpéVWG, auTd TTRETTEl va Yivel
ATTO KATTOIOV EIBIKEUMEVO, O OTTOIOG YVWPICE! TTWG VA CUVEPYAZETAIl e TTOAAG KavaAia.

Metd Tnv TTOpaywyn Tou, n OlOVOUR TOU TTEPIEXOMEVOU TTPETTEI VA YiVETAl WE TN XPron
KATAAANAWV KavaAiwy SIavoUAG TTOU ATTOTEAOUV ATTOKAEIOTIKA IOIOKTNCIA TNG ETTWVUMIAG KAl
Ox1 o€ KavaAia eEwTepikd TnNG (TT.X. 1I0TOAOYIa TpiTwyv A KavaAia YouTube). Tautdypova, To
TTEPIEXOPEVO Ba TTPETTEI VO DIAVEUETAI O€ OTPATNYIKA onueia eTagng, OTTou BpiokeTal evepyd
TO TUAPA-OTOXOG, TTPOKEINEVOU VA TTPOCEAKUCEI TNV TTPOCOXA TOUG Kal, JE TN OEIpd Tou, va
gvioxuoel Tn dnuIoupyia YOG JOKPOXPOVIAG oXEoNG.

Ocov agopd Tn ouxvoTNTG, N E€UTTOPIKN TIpowBnon TreplExouévou Oev  UTTOPEl va
XOpakTNEIigeTal aTTd JEPOVWHEVEG EVEPYEIEG HAPKETIVYK, GAAG ATTO CUVEXN KOl TTAPATETAMEVN
EKTEAEDT EVEPYEIWV UE TNV TTAPODOO TOU XPOVOU, EVOWMNATWHEVN O€ MIa dounuévn OTPATNYIKA
(Rose & Pulizzi, 2011).

ZuvoyilovTag...

. €AV TO TTEPIEXOMEVO €ival KAAOQTIOYPEVO, €ival autd TO OTOIXEIO OIAPOPOTTOINCNG TToU
EMTPETTEI TNV TTPOCEAKUCN TNG TTPOCOXNG TWV OUVNTIKWY TTEAATWY OTA Wn@Iakd onueia
emapng otrou BpiokovTtal. Katd ouvéTteia, Oa TTpETTel va AGBETE UTTOWN QUTEG TIG TTEVTE TITUXEG
TTOU OXETICOVTAI JE TO TTEPIEXOUEVO:

- EoTiaon otov TEAATN KO 0T AUON KAl 01 0TN ASITOUPYIKOTNTA: TTAPOTPUVON Yid dpdaon

- Emkaipotroinon pe ouyxvotnTta Kol pubuod

- ZT6X0G avd TUTTo ayopdg

- Na gioTe ouvTopol, BETIKOI, TTPOKANTIKOI, XIOUPOPIOTIKOI, EVOIAPEPOVTES, XPATIUOI

- Aiddoon péow daPopwyV KAvaAIwY: INvUPATa NAEKTPOVIKOU TaXUSPOUEIOU, KOIVWVIKA
dikTua, SIKTUOKOI TOTTOI K.ATT. KOl EVOEXETAI VA AAAGEOoUV



Ernikéreg yia tn Evornra 2: Yneiako UGPKETIVYK, UAPKETIVYK TTEPIEXOMEVOU

MGapKeTIVYK, wnNQIAKOS TOUEAC, TTEPIEXOUEVO.

3 Tloia gival n oxéon petacu Tou Content Marketing kai
Tou Branding;

Eival onpavTikd va An@Bei uttéwn 611 TO TTEPIEXOUEVO £XEI TTAPOPOIOUG OTOXOUG ME TIG agieg
TNG ETTWVUMIAG Kal TIG Agieg TOU KOIVOU: QVTIMETWITTION €VVOIWY, dnuioupyia cuvaloBnudtwy,
TTapOxn KIVATPWY Vyia OpdCEIC TTOU QVTATTOKPIivOvTal OTIG ETTIBUMIES Twv  OuVNTIKWY
KatavaAwTwy, dlIaTAPNCN TNG TTPOCOXNAG TWV KATAVOAWTWY HE ETTAPKA CUVAPEID WOTE va
olac@aAifeTal N EUTTAOKNA KAl N CUPKETOXN TOug. Q¢ €K TOUTOU, Wia KaAR GTPATNYIKA HAPKETIVYK
TEPIEXOPEVOU £XEI TN dUVATOTNTA VA dNUIOUPYNOEl JIa BETIKN EIKOVA TNG ETTWVUUIOG Kal, KATé
OUVETTEI, VO TTPOCEAKUCEI, va OEGUEUTEI Kal va dIaTNPACEI TO ETTIBUPNTO KOIVO, ETTITPETTOVTAG
€101 TNV aQvATITUEN TTPOVOMIOKWY POKPOTTPOBECPWY ox€ocwyv (Baltes, 2015).

Ev ouvTtopia, To JAPKETIVYK TTEPIEXOMEVOU gival pia dladikaaia TTou BonBd Tnv £TTIKOIVWVIQ TNG
TAUTOTNTAG HIOG ETTWVUMIOG Kal, OTAV TTPAYUATOTIOIEITAI OTTOTEAECUATIKA, WTTOPEI va Tnv
ToTroBeTACEl O0TO €mMOBUMNTO TTAQioI0. O1 €TaIpeieg TTOU €QAPUOLOUV OTPATNYIKEG UAPKETIVYK
TTEPIEXOPEVOU TTPOTIHOUV WG OTTOTEAEGHA TNV TTPOBOAR KAl TNV AVAYVWPICH TWV ELTTOPIKWV
ETTWVUHIWY TOUG JE TO €mMOUUNTO KoIve. ZUugwva pe Toug Kee & Yazdanifard (2015), 10 84%
TWV ETAIPEIWV TTOU £QAPUOCOUV OTPATNYIKEG WAPKETIVYK TTEPIEXOUEVOU TO KAVOUV ETTEIDN
€MBOUPOUV va gpyacTolV yia TNV QVAYVWPEICINOTNTA TNG ETTWVUMIAG, YEYOVOG TTOU ATTOTEAE]
évav a1rd TouG KUPIOUG OTOXOUG TOU PJAPKETIVYK.

3.1 Ti eival To Branding;

To Branding e@odidlel Ta TTpoidévTa Kal TIG UTTNPECIEG Pe T dUvaun MIag eTwvupiag. H
ETTWVUHIa avTITTpoowTTEUEl éva dvoua, évav 0po, £va Orua, oUuBoAo i oxédio | cuvduacuo
QUTWV TIOU QATTOOKOTTOUV OTNV avayvwpion Twv TIPOIOVIWV 1 TwV UTINPECIWV £VOG
TTPONNOEUTH 1 YIAg OPAdAg TTPOUNBEUTWY YIa va Ta SIAQOPOTIOINCOUV ATTd Ta TTPOIOVTA A TIG
uttnpecieg GAAwv avtaywviotwy. lMapouciddel amTég 1010TNTEG (TTOU OXETICOVTAI ME TIG
emOOOEIG TOU TTPOIOGVTOG) Kal AUAEG 1I810TNTEG (0€ OXEON PE QUTO TTOU QVTITIPOOWTTEUEI N
eTTwvupia) (Kotler & Keller, 2006).



Qg ek TOUTOU, N EUTTOPIKN TTPOWONOT TTPOoWBEI TN dnIoUPYia voNTIKWY SOUWY Yia va BonBnoel
TOUG KATAVOAAWTEG VO OPYAVWVOUV TIG YVWOEIG TOUG OXETIKA WE T TTPOIOVTA KAl TIG UTTNPETiES
ME TPOTTO TTOU KAvVEl TN AQWN Twv amTOQACEWY TOUug TTIO SIOQWTIOTIKF), ONUIOUPYWVTAG
Tautoxpova agia yia tnv etaipeia. O lMivakag 1 deixvel PeEPIKES ATTO TIG AEITOUPYIEG TTOU
ekTEAOUVTAI OTTO TIG ETTWVUIES KOl TTOIA €ival HEPIKA OTTO TA XAPAKTNPIOTIKA TWV I0XUPOTEPWV
EUTTOPIKWY ONUATWY OTOV KOGO.

Mivakag 1. Aeitoupyieg TTOU eKTEAOUVTAI ATTO EUTTOPIKA OAUATA/ETTWVUUIES KOl OpPIoHUEVA ATTO TA

XOAPOKTNPIOTIKA TWV ICXUPOTEPWY EPTTOPIKWY ONUATWY OTOV KOGHO.

A&iToupyieg TTOU ekTEAOUVTAI
a1TO EUTTOPIKA CHUATA

XapOKTNPICTIKA TWV ICXUPOTEPWYV
EMTTOPIKWY ONUATWY OTOV KOOUO

AtrAotroinon g diaxeipiong A NG
TTAPAKOAOUBNONG TTPOIOVTWV:

Opyavwaon QTTOYPAPAS Kai

AOYIOTIKG apxeia

Mapox VOMIKAG TIPOOTACIAG WG
TTPOG TA HOVADIKA XOPAKTNPIOTIKG 1
TITUXEG TOU TTPOIOVTOG”

Ovouaoia TTou TTpoCTATEUETAI ATTO
EUTTOPIKG oAua

Alodikaoieg TTOU  TTPOCTATEUOVTAI
atro JITTAWMPATA EUPECITEXVIOG

2UOKEUOOIEG TTOU TTPOCTATEUOVTAI
amdé  OIKAIWHPATA  TIVEUMATIKAG
I810KTNOIAG"

2NPaToddTNON OPICHEVOU ETTITTEOOU
ToIéTNTAC

AQoaiwaon Twv KATavaAwTwv:

To onua &exwpicel TTpoo@EépovTag Ta OPEAN
TTOU TTPAYUATIKA €TTIBUPOUV Ol KATOVAAWTES

To euTTOPIKO CANA TTOPAPEVEI TXETIKO

H oTtpatnyiki TigoAdynong Paoiletar OTIg

QVTIAAYEIG TWV TTEAATWYV GXETIKA PE TNV agia

To  euTTOPIKO eivai

TOTTOBETNUEVO”

onua KatdAAnAa

To euTTOPIKO OTua €ival CUVETTEG

To xapTo@UAAGKIO Kal N IEpapXia TOU EUTTOPIKOU
ONUATOG €XOUV VONUa:

To eUTTOPIKO GAPA XPNOIMOTIOIET KOl OUVTOVICEI
Eva TTANPEG PETTEPTOPIO OPACTNPIOTATWY YIA TN
dnuIoupyia 10iwv KEQAAQiwY ETTi TOU EUTTOPIKOU
onuarTog

O1 diaxeIpIoTEG ONUATWY KATAVOOUV TI CNMUAIVE
TO OAMA YIA TOUG KATOVOAWTEG

To eutropikd ofpa AauBAavel ETTAPKN KOl CUXVA
oTAPIEN’

H etaipeia TtrapakoAouBei TG TTNYES 18iwv
KEQAAQIWV TOU EUTTOPIKOU OAUATOG

MNnyn: 18ia eregepyaoia, pe Baon Toug Kotler S Keller (2006)




Mnyv gexvare!

Edv o1 euTTOPIKEG ETTWVUIEG EKTEAOUV CWOTA TIG AEITOUPYIEG TOUG Kal BIABETOUV TA AVWTEPW
XOPAKTNPICTIKA TTOU TIG KABIOTOUV I0XUPEG, ATTOKTOUV EUTTOPIKA TTAEovVEKTHOTA, 6TTwG (Kotler
& Keller, 2006):

- KoAutepn avriAnwn Twv €mMOOCEWV TWV TTPOIOVTWV"

- Auénuévn agociwon’

- MikpOTepN €UTTABEIO OTIG EVEPYEIEG EPTTOPIKAG TTPOWONONG TWV AVTAYWVICTWV"
- MikpoTepn euttdBela o€ Kpio€Ig EUTTOPIKAG TTPOWBNONG:

- YwnAoTepa trepIBWpIar

- MikpdTepn euaIoBNGIa TWV KATAVOAWTWY OTIG AUEATEIG TWV TIWV"

- MeyaAUTepn euaioBnoia TWV KATAVOAWTWY OTIG HEIWOEIG TWV TIHWV"

- MeyaAUTepn ouvepyaoia Kal EUTTOPIKN OTHPIEN

- ATTOTEAEOUOTIKOTEPEG ETTIKOIVWVIEG HAPKETIVYK

- MBavég eukaipieg adelodOTNONG

- [pbdoBeTeg cukaipieg ETTEKTAONG ETTWVUMIAG

Ta TTAEOVEKTMOTA AUTA UTTOPOUV va TOUG TTapéxouV idia Ke@aAaia, evw n kabapn agia Tou
EUTTOPIKOU OAUATOG gival N TTPOOTIOEUEVN agia TTou atrodideTal o€ TTPOIGVTA Kal uTThpeaieg. H
agia auTr) YTTOPEi VO avTIKATOTITPICETAI GTOV TPOTTO PE TOV OTTOIO O KATAVAAWTEG OKEPTOVTAI,
al00davovTal Kal evepyoUv O€ OXEON PE TO EUTTOPIKG ONPA, KABWGS Kal OTIG TIUEG, TO MEPIIO

ayopdag Kal TNV KEPOOPOPIa TTOU TTAPEXEI N ETTWVUMIA 0TNV £TAIPEIQ.

3.2 Tiioxuel yia TV uTTOPIKN TTPOoWONON oTIg MNAB;

H KoIvwvIKR Xprion ETTIKOIVWVEI TOV ATOMIKO XAPAKTAPA Kal TO yoUaTo, VW N TTpowonon Kai n
ETTWVUHIa BeATILOVOUV BEOOUEVEG CUVETTEIEG VIO VO DIAUOPPUICOUV EUVOIKEG QVTIANWEIS yia
OUYKEKPIYEVN OpdAda ayopaoTwy. Ta €UTTOPIKG CAPOTA OTIG KOIVWVIKEG OIKOVOUIEG Kal Ol
EPEUPETIKEG ETTIXEIPNOEIG OTTOTEAOUV KOIVWVIKA QVTIKEIMEVA CWTIKAG ONPOoiag Kol €Xouv
Kpiolun TutTIKn ekTipnon (Chang, 2021).

ATTO TNV atmown auth, n BeATiwaon TNG eTwVUNIag AsiIToupyei wg N dnuioupyia YIag KOIVWVIKAG
dmoyng TTOU OTTOPACiel TTWG N avayvwpeion Twv TTEAATWY €ival KOPECPEVN HE TUTTIKA
MNVUPOTO TTOU PETAQEPOVTAI ATTO CUYKEKPIPEVA avTIKEipeva r) dioikroeig (Peterson & Anand,
2004). H ypa®n NG KOIVWVIKAG YEVIAG €XEI avayvwpioel TNV TTPOBOAR wg yeoaia dpaaon TTou
METORIOEI PIA QAVTACTIKA KOl KOIVWVIKA UTTGoTAon OTOUG OuvnTIKOUG QYyOpPaOoTEG HECW
TTPOOOETOU Kal EKAETTTUCPEVOU TUTTIKOU voruaTog (Schroeder, 2002).



O1 aokAoeIg TTpoWBNONG Eival AVAYKACTIKA KOIVWVIKH ELTTOPEUPATOTTOINCT, N OTTOIA TTAPEXE!
OTOUG TTEAATEG TNV GvayVWPIOT) TNG KOIVWVIKAG Kal EQPEUPETIKAG ouaiag pEow diapecoAdpnong
evTOG TOU TUTTIKOU TTAaIgiou. Q¢ €k TOUTOU, Ol AOKAOEIS TTPOBOAAG Kal TTpowBnong oruaTog
evOUVAPWYOUV TNV AuAn €QEUPETIKA oucia waoTe va evBappuvouv Tnv aAAnAemmidpacon
TTOPAYWYWV-KATOVOAWTWY  PECW AVOIYPATWY TToU  €TTNPEGoUV TNV TTapaywyr vEéwv
TTPOIGVTWYV aTTd TOUG KATAVOAWTEG.

O T1pOTTOC PE TOV OTTOI0 OI KATAVOAWTEG DIAKPIVOUV €va EQEUPETIKO AVTIKEIUEVO 1 OPEAOG
OIAPOPPUWVETAI ATTO TNV ATTOCAPAVION TOU VOAUOTOG HECO OTNV OUCIA TNG EQeUpEONG, N oTToix
gival atroTéAeoua TNG TTOAUTTAOKNG GAANAETTIOpaONG METAEU TNG EKTIUNONG, TOU EVOIAPEPOVTOG,
TNG aydTTng, TNG CUPHETOXNG, TNG TTETTOIBNONG KAl TOU KOIVWVIKOU TOUG TTEPIBAAAOVTOG Twv
atopwy. O aokAoeIg TTPOROANG Kal TTPowBNoNG GrMATOG EKTIMOUY TNV agia TOUug eTTEVOUOVTOG
TA KOIVWVIKA QVTIKEIMEVA A TIG BIOIKAOEIG e vonua. MNa Tapddeiyua, n Jovrépva i KaivoToua
oe€loTexvia UTTOPEl va KATapPEUOEl EPTTOPIKA XWPIG TNV ETTIXEIPNMATIKA atToKAAUWN IBI0TATWY
OIUTTOKEIMEVIKOU VONPATOG, OTTWG N evOlapépouca TTPOEAEUCT, N ETTIKPATOUCO dnuioupyia A
éva onuavTiko uttépabpo (Chang, 2021).

Enikérec yia tn Evornra 3. Emmwvuia, Eummopiko onua

lMpow6non emrwvuuiag, EUTTOPIKN TTPoWBNON TepIExouévou, MNAB.

Erikéreg: AutoaéloAdéynon
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EuxapioTieg

O1 TTapouoeg eKTTAIDEUTIKEG evOTNTEG gival TTPoidv Tou €pyou FENICE Kal TNG ATTOKAEIOTIKAG
ouvepyaaiag Tou. O1 ouvepydrteg Tou FENICE ocuvéBaAlav Pe Tnv TEXVOyvwaoia TOug Kal Ta
TOAUTIHO OoxOAMla Toug. O1 cuyypageic Ba ABeAav €TTiONG va €UXapIOTACOOUV TOUG

OUMUETEXOVTEG OTNV TTAPOUCA PEAETN TTEPITITWONG.



