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YTNEYOYNH AHAQ>H

O MixdAng Toaykapidng, yvwpilovtag TI GUVETEIEC TNC AOYOKAOTIC, dnAwvw uneLBuva
o1l n mopoloa epyacio pe TITAO «TexvoAoyieq AIXuUng Kot MApPKeTIvWK 5.0 otnv 4n
Blopnxaviky Emavaotoon», anoTeAEl mPoidv auotnpd TPOCWTIKNAG £PYATiOg Kol OAEC Ol
TNYEC TOL €XW XPNOIYOTIOINCEL, £€XOLV  ONAwWBEl KATOAANAO 0TI PBIBAIOYPOPIKEC
TIOPOTOTIEC KAl OVAPOPEC. TO oNUEID OTIOL EXW XPNOIUOTOINCEL 10EEC, KEIPEVO M)/Kal TINYEC
GAAWV CLYYPAPEWY, OVOPEPOVTOL EVSIAKPITA OTO KEIPMEVO PE TNV KATAAANAN TIOPOTIOUT)
Kal N OXETIKN avo@opd mePIAaUBAvETal OTO TUAUA Twv BIBAIOYPOPIKWY OVAQOPWY HE
TANPN TEEPLYpaQN.

O AnAwv

MixaAng Toaykapidng



MEPINHWYH

H mapoloa PEAETN EMIKEVIPWONKE OTNV MEPETAIPW dI1EPELVNOT OKTW TEXVOAOYIWV
aiXune oto MdApketivyk 5.0 katd TN OIOPKEID TNC TETAPTNG  BIOPNXAVIKAG
ENAVOOTACNC, GUVEICQPEPOVTAC otnv EMEKTOON NG LTTAPXOLO QG
yvaaong. Ta KOpLa EpELVNTIKA EPWTNMOTO a@opoLoav TNV ETOIYOTNTA
TWV EMXEIPNOEWV OTIC TEXVOAOYIEC auXung Kal €Gv oupadilel pe TNV avtiAnwn Twv
KATAVOAWTWY, €AV TO €MMESO YVOONE TWV TEXVOAOYIWV QAIXUNC TWV KOTOVOAWTWV
dla@oporoleital pe Baaon ta dnNUOoYPAPIKE TOUG XOPOKTNPIOTIKA Kot €AV 1 TPOCEOpA
QVTOTOOOTIKWV  KIVATPWV EMIOPA 0T OTACN TWV KOTOVOAWTWY Yyia d1d6eon
MPOOWTIKWY  TOUC  OOOMEVWV PEOW  TWV  EQAPMOYWV  OUTWV  TWV
TEXVOAOYIWV. Ma va 60000V OTAVTHCEIC 0  OUTA TO  EPWTNUOTA OIEVEPYNRBNKE
TOOOTIKI] €PELVA YE TN XPHON NAEKTPOVIKOU €pwTnuoToAoyiov oe deiyya 131
KATOVOAWTWVY Ao EMGda  kat Kompo.Ma v avodluon  Twv
OMOTEAECUATWVY XPNOILOTOINONKOV Ta TIEPIYPAPIKA OESOUEVA OAAG KOL Ol EAEYXOL
Kavovikotntag, aveéaptnaiac, Mann-Whitney U, Kruskal-Wallis, Spearman's rho, n
JlATETAYMEVN AOYIOTIKI| TOAIVOPOUNGN KOl N S1VUMIKI) AOYIOTIKA TOAIVOPOUNON.

Ta evprjuoTa  @QOVEPWOOV OTI Ol KOTOVOAWTEC EXOUV  VEVIKA €va  XOUNnAd
EMMESO YVWONC TWV TEXVOAOYIWV OIXUNC KOl EIOIKOTEPA Ol YUVAIKEG Kal T OTOMO
HEYOAUTEPNG NAIKIOC. EMIMAEOV N TPOCEOPA KIVATPWY GTOUC KOTOVAAWTEC AUEAVEL
TNV TBaVOTNTO VO HOIPACTOVV TPOCWTIIKA TOUG OEDOUEVO Kal TIANPOQOPIEC HECW
TEXVOAOYIV QIXUAG TOPA TNV EMIQUACKTIKOTNTO TOUC. & BewpnTIKO €minedo Ta
OLUTIEPAOUOTO 0@opolV TNV EMIPBERAiON KOl EVIOXLON LUTIAPXOLCWV EPELVAV KOl
Bewplav OTWC TOU “Mapadoéou NG 1I0TIKOTNTOG —
e&atopikevonc” (Privacy Calculus Theory). Ta TPOKTIKG CUUTEPACHOTO Tov
TPOEKLYAY OTO TA EVPHUOTA NTAV OTI TTOPA TNV PEIWHEVN YVOON TWV KATAVOAWTWY
0TI TEXVOAOYIEC auxunC \Tav o€ B€an va avTIAn@BoLy Ty XpNoIYOTNTO TOUg aTnV
KATAVOAWTIKA eumelpia. Ot emixelpnoelg 6o mpénel va ouvexiouv va PBpiokouv
AOGEIC yIO TNV KAAUTEPN EVOWHATWON TWV TEXVOAOYIWV AIXUNC OTO KOTOVOAWTIKO
To&idl KAl TNV  EKMOIdEVON TWV  KATOVAAWTWVY (ECTIOOUEVN OF YUvVaiKeC Kal
MEYOAUTEPEC NAIKIEC) 0E QUTEC ME QMWTEPO OKOTO TNV TANpn a&lomoinon
Touc. Emiong n EKUETAANELON TWV TPOCPOPWV Kal KIVITPWV PECT
amo TMPOYPAMUOTO TIOTOTNTOC €K HPEPOUC TWV EMIXEIPr)oEwWV Ba fonbroel otov
EUKOAOTEPO JIAPOIPACHO TIPOCWTIIKWY dEGOPEVWV OO TOV KATAVOAWTH.

NEEEIC KAed1d: Mdpketivyk 5.0 , Bilounxaviky Emavdotaon 4.0, Texvoloyieg
agune, 1dwtikotnta, KatavoAwtikg MNvaoon



ABSTRACT

The present study focuses on the further investigation of eight cutting-edge technologies
in Marketing 5.0 during the fourth industrial revolution, contributing to the expansion of
existing knowledge. The primary research questions addressed the readiness of
businesses regarding these cutting-edge technologies and whether it aligns with consumer
perception, whether the level of consumer knowledge concerning these technologies
varies based on demographic characteristics and whether the offering of compensatory
incentives influences consumer attitudes toward sharing personal data through
applications of these technologies. To address these questions quantitative research was
conducted using an electronic questionnaire with a sample of 131consumers from Greece
and Cyprus. Data analysis included descriptive statistics as well as tests for normality and
independence, Mann-Whitney U, Kruskal-Wallis, Spearman's rho, ordinal logistic
regression and binomial logistic regression.

The findings revealed that consumers generally posses a low level of knowledge
regarding cutting-edge technologies, particularly among women and older individuals.
Furthermore, providing incentives to consumers increases the likelihood of them sharing
personal data and information through cutting-edge technologies. Despite their initial
cautiousness. At a theoretical level the conclusions confirm and reinforce existing
research and theories, such as the “’Privacy Calculus Theory’. The practical implications
derived from the findings suggest that despite limited consumer knowledge, participants
were able to perceive the utility of these technologies in the consumer experience.
Businesses should continue to seek solutions for better integrating cutting-edge
technologies into the consumer journey and educating consumers (focusing on women
and older age groups) to ensure full utilization. Additionally, leveraging offers and
incentives through loyalty programs can facilitate the sharing of personal data by the
consumer.

Keywords: Marketing 5.0, Industry 4.0, Cutting-edge technologies, Privacy, Consumer

Knowledge
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