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Euxaplotiec

©a ABEAN VO EKQPPACW TIC EIMKPIVEIC JOU ELXOPIOTIEG TTPOC TNV EMIPBAETOVCN
KaBnynTpIa pouv, K. Zoia Avaataaiou, yia Tnv Kabodrynaon Kat Tn otrpi&n mou pou
TOPEIXE KOTA TNV EKTOVNON TNE TOPoLaaq JIMAWMOTIKAC epyaaiac .Emiong,
ELXOPIOTW TIC K. AQUTIPIVH ZEPEPETN Kal K. EAEvN Zagelpiov, PEAN TNC EEETATTIKIAG
EMTPOMNAG, Y1a TOV XPOVO Kal TNV TPOCOXN TOU AQIEPWOAV OTN HEAETN TNE EPYOTiag
Hovu.



MeptAnwin

H mopovoa €peuva Olepeuva TN oxéon META&D GUVAICBNUOTIKWY TAPAYOVIWY,
UnN@IaKoL oXedIAOPO0 Kal KOIVWVIKNAG EMIPPONE Kol TNG MAPOPUNTIKAG 1] €010TIKNAC
online ayopooTIKAG CLUTIEPIPOPAC. Baailopevn o olyxpova BewpnTiKd POVIEAQ
OLUTIEPIPOPIKOL €B10MO0, veupoiloAoyiag Tng avtapoIBig Kat PnelakoL marketing, n
HEAETN e€eTAlel MWC N cuvalgBnuaTiki avtapolfn, To UX axedlooTikd epebiopata Kat
n emippor) Twv influencers cupBaAAovy aTn dIAPOPPWAN TNG TTPOBECNE ayopPAg Kal TNE

UTIOKEIJEVIKIC EPTEIPiag online ayopwv.

H guAAoyn Twv d£d0PEVWY TTPAYUOTOTIOINONKE PEGW OOUNUEVOL EPWTNHOTOAOYIOU Kal
N ovAAUCN TWV OMOTEAECUATWY EYIVE UE TN XPr)oN Tou Aoyiopikou IBM SPSS Statistics.
EQapuooTnKav TEPIYPAPIKEC KOl EMAYWYIKEC OTOTIOTIKEC PEBODOI, KOBWE Kal EAEYXOL
a&lomIoTiag KOl Un TOPAUETPIKEC DOKIUAGIEC, TIPOKEIMEVOL VO OIEPELVNBOUV 01 OXETEIC
HETAED TwvV PaCIKWV HETABANTWV Kal Ol Ol0QOPOTOINCEI( WG TPOC ONUOYPAPIKA

XOPOKTNPIOTIKAL.

Ta anoteAéopaTa KOTOOEIKVOOLV OTI N oUVOIOBNUATIKY avtapolfr], T Ynelaka
OXEOI0OTIKA XOPOKTNPIOTIKA Kal N €mippor] Twv influencers oxetiovtal onuavTIKA pe
TOPOPUNTIKA Kol &V Ouvduel €610TIKA poTifa online KotovdAwong. H PEAETN
avodeIKVOEL 0TI N UN@IaK KOTOVOAWGN OEv  OMOTEAED OMAWC  OIKOVOUIKN
dpooTnPIOTNTO, GAAG €va OUVOETO PUXOAOYIKO QOIVOPEVO TIOU €VIOXVETOL QMO
oLVAICBNUATIKOOC KAl TEXVOAOYIKOUC PNXavIopoULC. Ta euprpata cuPBAAAOLY OTN
BaBlTEPN KaTOVONoN TNC WNOIOKAG KATAVOAWTIKIC CUUTIEPIPOPAC KOl TIPOCPEPOLV
BEWPNTIKEC Kal TPAKTIKEC TPOEKTACEIC YIa TOV OXESIOOMO LMEDOBLVWY PNEIOKWY

TEPIBAAAOVTWV.

NEEEIC-KAEIOIA: WNOIOK KATAVOAWTIKY OUPTEPIPOPd, online ayopeg, WnN@IaKog

€010u0¢, ouvaloBNUATIKY avTapoIpr), TPoBean ayopdc.



Abstract

This study examines the correlation among emotional aspects, digital design, social
influence, and impulsive or addictive online buying behavior. Utilizing modern
theoretical frameworks of behavioral addiction, reward neurobiology, and digital
marketing, the research investigates the impact of emotional rewards, UX design
stimuli, and influencer effects on the formation of buy intention and the subjective
online shopping experience.

Data collection was conducted using a structured questionnaire, and the analysis of the
data was executed using IBM SPSS Statistics software. We used descriptive and
inferential statistical approaches, as well as reliability checks and non-parametric tests,
to look into the links between the primary variables and the variations in demographic
features.

The findings indicate that emotional gratification, digital design elements, and
influencer impact are markedly correlated with impulsive and perhaps addictive online
consuming behaviors. The research emphasizes that digital consumption transcends just
economic action, representing a multifaceted psychological phenomena augmented by
emotional and technical factors. The results enhance comprehension of digital
consumer behavior and provide theoretical and practical insights for the creation of

responsible digital environments.

Keywords: Digital consumer behavior, online shopping, digital addiction, emotional

reward, purchase intention.
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KepaAaio 1°: Elocaywyn

H paydaia eE0mMA®GN TwV YN@IAKWY TEXVOAOYIWV KAl N EVOWHATWAT) TWV OyopwV HET
g€ KAOe TTUXI) TNG KABnuePIvAg S10BIKTLAKIC dPOOTNPIOTNTOC £X0UV UETOOXNMUOTIOEL
BabIa TNV KATOVOAWTIKA CUUTIEPIPOPA. TO NAEKTPOVIKO EUTOPIO0, TO social commerce
Kal o1 mobile epappoyéc €xouv OnuIoVPyNaEL Eva TEPIBAAAOV OTIOU N OYOPACTIKN
dladikaagia  guvdudlel €UKOAIa, TOXUTNTO, TPOCWTOMOINGN, OAAG Kol évtova
ouvaloBNUATIKA epebiouata, Ta OTOIN EVEPYOTIOIONV PNXOVIOUOUE APESNC AVTAUOIBAC

Kal TapopunTIKnC opacng (Alter, 2017).

Ta Ynelokd mePIBAANOVTA AEITOLPYOUV OOV «UNXOVEC AVTOUOIBAC», OEI0MOIWVTaC
apXEC amd Tn CLUTIEPIPOPIKT) PuxoAoyia Kal T veupofioloyia tng emiPpapevonc. Ot
eldonoinoelg, ot flash offers kai o1 mpocwmnomoINUEVE] TPOTACEI EVEPYOTIOIOLY TO
KUKAQUOTO VTOTaWivng, €viox0oVToag TNV TOPOPUNTIKOTNTO Kal HEIWvVOVTAC TNV
avtiotaon otov melpacuo (Berridge & Robinson, 2016- Volkow & Wise, 2005).
MARB0C epeuvwV EXEL KOTODEIEEL OTI TO YNPIOKA aYOPACTIKA EPEBiTUOTA UTTOPOUV VO
TIPOKOAEOOUV AUEDN €LXOPIOTNON QVTIOTOIXN ME GAAEC HOPQEC GUUTEPIQOPIKIC
e&dptnong (Turel & Serenko, 2012).

MapdAAnAa, ot online ayopég AeIToupyolv GLXVE WC PNXOVIOUOC GUVOICONUATIKIC
puOuIONC, 1810iTEPO 0g ATOopO TOL Plwvouvv Ayxog, TAREN, MOVOEId 1 XaunAQ
AUTOEKTIPNGON. AUTA N HOPYH «CLUVAICONUOTIKAG KOTOVAAWONG» £XEL NN KATAYPOAQEL
0TI OXETIKEC €peuveg (Dittmar, 2005), emiBefalwvoviag OTI N KOTOVAAWGN OV
TEPIOPIETAL OE AEITOVPYIKEC OVAYKEC, OANG EMEKTEIVETOL € PUXOAOYIKEC AEITOULPYIEC,

OTWC N avokoL@Ion KOl N TPoowpIvr) didBean.

H olyxpovn KouAToUpa Twv social media evioxOel OPOOTIKA OUTEC TIC TACEIC.
Mepiexopevo onwg haul videos, influencer recommendations kai livestream shopping
dnuIovpyei oLVBNKEC B10PKOLE CLYKPIoNG, EMIBVMING KOl TTPOCHOVAC OVTAUOIPNC, HE
QMOTEAEOUO VO QUEAVETOL N TOPOPUNTIKI) KATAVOAWGON KOl N EVOAWTOTNTO OE

d1adIKTLOKEC ayopéC (Kukar-Kinney et al., 2016- Rook & Fisher, 1995).

2€ OUTO TO YNQIOKO TEPIBAAAOY, TO OTIOI0 GUVOUALEL CLVAICBNUATIKY EVOAWTOTNTA
KOl TEXVNTA EVIOXUUEVA OXEJIAOTIKA epebiouata, dnuioupyolvTal ol TPOUTOBETEIC Yia
TNV EUEAVION €B10TIKAC WNQIOKIC OYOPOOTIKIC CUUTEPIPOPAC. 'Epeuveg deixvouv OTI
N ouOTNUATIKY €kBeon o€ online commerce triggers PMoOpEi va 0dnyroel e poTifa

EMAVOAOUPAVOEVNG  KATOVOAWONG, XOPOKTNPIOTIKA Tn¢ shopping addiction
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(Andreassen et al., 2015). H cupmnepipopd autr) cuxvd cuVodEVETAI AT cuVaICOruOTa

EVOXING, OIKOVOUIKECG ETIROPUVOEIC Kal PJEIWUEVN WUXOAOYIKH EVEEiaL.

TéNOg, N Xxprion mobile commerce Kot social commerce PEOW TAOTQOPUWY OTWC
Instagram, TikTok kat Temu au&avel akoun TEPICTOTEPO T GUXVOTNTA TOPOPUNTIKWY
ayopwv, KaBw¢ auvduddel shopping cues pe duean cuvalabnuotikn dieyepan (Zheng
et al., 2019). 'Etat, ot online ayopég PETOTPEMOVTOL ATO W10 GUVEIONTI) GUVOAAQYT) OE
HIO ouVOIOONUOTIKA QOPTIOMEVN EUMEIPIO QVTAMOIPAC, ME XAPAKINPIOTIKA TIOL

€0V0OUV TNV avATTLEn €610TIKWY UOTiPwv.

Mapd TNV av&avopevn diebvr) €peuva yia TNV TOPOPUNTIKA Kal KOTAVOYKOOTIK)
KATAVOAWGT), TO QOIVOUEVO TOUL Pn@lakoL €B1opol oTIC online ayopéC TOPOUEVEL
QVETIOPKWC XapToypa@nuévo. Ot TEPIOOOTEPEC MEAETEC €EETALOLV YEVIKEC LOPQPEC
JIadIKTUOK®WY €&apTroEwy, Omwe n xprion social media (Turel & Serenko, 2012), n
e€dptnon and 1o smartphone (Ting et al, 2011) | n WuxoAoyikn €mBapuvcn mov
TIPOKOAOUV Ol TAOTQOPUEC KOIVWVIKAG dikTtuwaong (Valkenburg, 2022). Qotdoo, n
€PELVA TOUC OTIAVIA EMIEKTEIVETOL OTO TIWC OIUTEC OI GLVNBEIEC TUVOEOVTOIL EIBIKA JE TNV

ayOPOOTIKI) CUUTIEPIPOPA O€ YN@IaKd TEPIBAAAOVTO.

EmmA&ov, evw LTIAPXOUY KAAGIKEG HEAETEC Yia TNV TapopunTikA ayopd (Verplanken &
Herabadi, 2001) Kol Tnv KatavoykaoTikr KatavaAwon (Faber & O’Guinn, 1992), n
TMAEIOVOTNTA Tou¢ agopa offline ayopéc. To OULYXPOVO OIKOCUOTNHO, OUWC,
xapaktnpi¢etal and UX epebiopata omwg scarcity messages (Huang et al, 2020), push
notifications (Shankar et al, 2016), TpoowmnonoINUEVES TTPOTACEIC Kal social proof, ta
omoia evioxOouv OuvauIKG TN dladikacio ayopd¢ o0€ Tpayuatikd Xpovo. O
OLVALOOTIKOC POAOC AUTWV TWV YNPIOKWY UNXOVIOUWY OV EXEL OKOUN MEAETNOBEI

OLOTNUOTIKA.

‘Eva emmAgov Kevo a@opd tn oxéon avaueoa oto influencer marketing kai ™
ouvaIeBNUATIKA KoTovaAwan. Mopott £xel Tekunplwdei ot ot influencers emnpealouv
TNV mpobeon ayopdc (Goswami & Ranawat, 2025; Boerman, 2020), 6ev umdpxouv
OPKETEC PEAETEC TTIOL VO £€€TACOLY av Ta haul videos, To unboxing kot n “treat yourself”

KOUATOUPO UTOPOUV VO AEITOUPYIOOLV WG TTUPOOOTEC EBICTIKWVY HOTIBwWV.

2NUOVTIKO Kal TO YEYOVOC OTIL N EAANVIKA TIPOYUOTIKOTNTA TOPOMEVEL TIPOKTIKA
axaptoypdentn. O1 meplocoTepe EPELVEC dIEEAYOVTAL OE KOIVWVIKA KOl TIOAITICUIKA

TAQO10 IOV S1OPEPOLV CNUOVTIKA aTd TO EAANVIKO, GTO 0TI0I0 0 POAOC TNC OIKOYEVEIQC,
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N OIKOVOMIKI) 00TAOg1a Kol N dla@opETIKA Xprion twv social media diapop@wvouy

HOVOOIKA POTIBo gUUTEPIPOPAC.

TENOG, N B1EBVNC BIBAIOypa@ia oTIaVIO GUVOLALEL TOCOTIKEC WUXOUETPIKEC KAIUOKEC HE
TIOI0TIKN OIEPELVNOT EUTEIPIWV. 'ETOL, TOAAEC MEAETEC TIEPIOPILOVTOI EITE OE OTOTIOTIKA
poTiPa €iTe 08 PEPOVWUEVEC EUTIEIPIEC XWPIC OAOKANPWHEVN KOTOVONGTN TOU TWG N
TEXVOAOYIO, TO GuVOIGONUO Kol N ayopacdTIKr) GUUTIEPIPOPA OAANAETIIOPOUY PETAED

TOUC.

H napolboa HEAETN EpXETOL va KOAUPEL AUTO TO KEVO, £EETALOVTAC OAOKANPWHEVA TOUC
oLVOICONUATIKOUG TIAPAYOVTEC, TA YN@laKa epebiopata Kal Tov TPOTO TOU OUTA

guvdéovtal de TNV online KOTAVAAWGT G€ EAANVIKO TTANBLGUO.

‘ExovTag Katd vou Ta TPOaVO@EPOMEVA, O OKOTOG TNC Mapoloag MEAETNG Eival va
dlepevvnael o€ Babog Twg ot online ayopeg AEITOLUPYOUV W GUVAIGONUOTIKOE Kal EVIOTE
€010TIKOC pnxaviopog, péoa amd Tnv oAAnAemidpacn peTa&d ouvalobnudtwy,
PnelokoL oxedloopol Kol KOVwVIKNC emipponc. H BiBAoypagia €xel deiéel o1 o
OLVBLACUAE CLVAICONUATIKWV EPEBICUATWY KOl PYNQIOKWY UNXAVICH®Y OVTAUOIBNAC
UTIOPEl va 00NyNoEl G€ MAPOPUNTIKEG 1] EOICTIKEC AyOPOOTIKEG CLUTIEPIPOPEC (Alter,
2017- Berridge & Robinson, 2016- Volkow & Wise, 2005). Emiong, n €€dptnon ano
PNEIOKEC TEXVOAOYiEC, OTwG Ta smartphones Kol o1 TAAT@OpHES social media, €xel
oLVOEDET pE aUENUEVEC TATEIC KATAVOAWONC Kal Tapopuntikotntag (Ting et al., 2011-
Turel & Serenko, 2012).

Me Bdon autn ) BewpnTiKA BAcn, N Epyoaia OTOXEVEL:

1. Na evtomioel tou¢ cuvaloBnuatikolg mapdyovteg (ayxoc, pova&ld, mAREn,
QUTOEKTIMNGON) TIOU OXeTidovtal PE TNV TAPOPUNTIKA Kol €610TIKA online
ayopaaoTIKN) cuumepipopd (Dittmar, 2005- Faber & O’Guinn, 1992- Verplanken
& Herabadi, 2001).

2. Na e&etdoel Tov pOA0 TwV PNEIOKWY OXESIOOTIKWY EPEBICUATWY, OTIWC Scarcity
appeals, push notifications kot aAyopiBuikr mpoowmnonoinon (Huang et al.,
2020).

3. Na a&loloynoel tnv emppor) Tou influencer marketing, pye Baon mpdogata
EUPNMOTO Y10 TOV POAO TNE OTTIKIC EMIOPOONC KOl TNE TTOPA-KOIVWVIKNE OXEONC
(Boerman, 2020- Goswami & Ranawat, 2025).
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4. Na kataypagel nwg Biovouv ol idlol o1 XprioTeq TV ePMEIpia Twv online

ayopwv, w¢ TPOE TNV avTapolfn, TNV avakoL@Ion 1 TIC TIBAVEC EVOXEC.

5. Na digpevvnoel d1apopEC ava UAO, NAIKia Kal Babud Ynelokng €oikeiwanc,
OTWC¢ LMOOTNPI(OVY TIPONYOUPEVA HOVTEAN KATAVOAWTIKAG GUHTEPIPOPAC
(Rook & Fisher, 1995- Zheng et al., 2019).

ATIO TO TOPOTIAVW TPOKOTTOLY Ta BOCIKA EPELVNTIKA EPWTIOTAL:

EE1: Molol cuvaiobnuatikoi TopdyovTeG oxeTidovTal IoXUPOTEPA [E TNV TTIOPOPUNTIKN
N €610TIKN online ayopaaTIK) GUUTEPIPOPQ;

EE2: Mw¢ ta Ynoloka oxedlaotika otoixeia (limited-time offers, notifications,
personalization) eviox0ouv 1 TUPOGOTOUY OUTEC TIC CUUTIEPIPOPEC;

EE3: Molog €ival 0 poAog twv influencers Kal NG OMTIKAC KOIVWVIKIC EMIPPONE 0TN
JaPOPPWAN AYOPWY GLVAIGONUATIKAG AVTAUOIPNC;

EE4: Mg Biovouy ol XprioTeG Ta GuVaIoBUOTa TIPIV, KOTA KOl PETA TNV ayopaoTIKA
eUmelpia;

EE5: Ymapxouv dnuoypa@IkeG Odla@OPOTOINCEI TIOU OULEAVOLV N HPEIWVOUY ThV
EVOAWTOTNTO GTOV PYNPIOKO £B10UO KOTAVAAWONG;

AapBdvovtag vmoPn To Mapandvw, n TOPoLVCa €PELVO GUUBAAAEL OLCIACTIKA OTN
dlgpebivnan Tou YN@IaKoUL 01000 GTNV KATAVAAWAT), GUVOUALOVTOC TPEIG CUVIOTWOEG
oL oTavIa €€TAovTal padi: ouvalabnUATIKOLC TOPAYOVTEC, PNPIOKO GXESIOONO KOl
KOIVWVIKI] emippor). Evaw n BiBAIoypagio mapexel anoomooHOTIKA EVpHUOTa yia KABE
pio omo autéC TIC OIOOTACEIC, N TAPOLCO UEAETN TIC TIPOCEYYilEl OAOKANPWHEVQ,

TPOCPEPOVTOC EVO OQAIPIKO HOVTEAO KATAVONGNC.

Mpwtov, GUPBAAAEl 0T BewpPNTIKA YVWON TEKUNPIOVOVTAC TG Ol UNXaviouoi
avtapoIBg e Ynetokng texvoloyiag (Alter, 2017- Volkow & Wise, 2005) guvoéovTal
ME TIOPOPUNTIKEC AYOPEC, OTWC AUTEC Tou TEPLypd@ovtal amd Dittmar (2005) kat
Verplanken & Herabadi (2001). A&g0TEPOV, EVTACOEL EUTIEIPIKA dEGOMEVA YIO TN
Aettoupyia push notifications kot scarcity appeals (Huang et al., 2020), guvdéovtac Tnv

uxoAoyia Tng EMPPONE YE TOV OXESIOCHO TWV TAATPOPHWV.

EmimAgov, mPooBETEl VED YyVWON OXETIKA PE TOV POA0 Tou influencer marketing- €va

Tedio Mou PETABAAAETON OUVOMIKG Kal ETNPEACEL TNV AYOPACTIKI) CUUTIEPIPOPE PECW
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TIOPO-KOIVWVIKWV OXECEWV KOl OTITIKAC €mippor)¢ (Boerman, 2020- Goswami &
Ranawat, 2025).

TENOG, N MEAETN €xel MPOKTIKN o&ia yia 1o digital marketing, Kabw¢ mMPOCPEPEL
dedopeva ou Pmopoly va a&lomoinBouy yia o LTELOVVO OXESIOOUO AYOPUCTIKWY
TEPIBOANOVTIWY Kal LIOBETNON TPOKTIKWY TOU TPOwBolv Yn@Ilakn gunuepia avti
€biopo0 (Turel & Serenko, 2012- Ting et al., 2011).

TéNOG, oTOXELOVTAC OTNV EMTELEN TOU OKOTOU TNG, N EPyACia OpyavwveTal O€ €EI
Bactka Ke@AAALA. APXIKO OTO CUYKEKPIPEVO EICAYWYIKO KEQAAAIO TOPOUCIALETAL TO
BewpnTIKO TANICI0, TOV OKOTO, TO EPELVNTIKA EPWTAMOTA KOl TN GUVEICQOPA TN¢

HEAETNC.

AKoAoUBEi TO BewpPNTIKO PEPOC TTIOU KAAUTITETAL aTO TO KEQAAaI0 2 Kal Ba culntnBei
0 Pn@IoKog 610p0CE, N mPOBean ayopd¢ oAAG Kal N TPOBean ayopdc oTa MAICIO TOU

YnelakoL eBiopoU.

To ke@aAaio 3 mapouatddel T PeBodoAoyia TNE TOPOVCAC EQYATING KOl CUYKEKPIPEVA
N TOCOTIKI) EPELVNTIKI HEBOAOC IOV Ba akoAOUBNOEL, TO EPWTNUOTOAOYIO, TIC KAIMOKEC
mou aglomolovvtal, TN delydatoAnio Kol ta epyaAsia avdAuont. ZT0 KEQAAalo 4
TOPOTIBEVTal TO TTOCOTIKA EVPNUATA, OPYOVWHEVA OVA EPELVNTIKO EPWTNUO. XTO
KEPAAI0 5 yivetar n oultnon TWV OMOTEAECHATWY, ONAOJK EPUNVELOVTAL Ta
gupNUOTO o€ axEan Pe TN 01Ebvr) BIBAIoYpaQia, aVOJEIKVOOVTOC VEEC TIPOOTITIKEC. TEAOC
0T0 KeEQAAaI0 6 mopouciadovtal ta KOpla CUUTEPACUOTO KOl OKOAOLBOUV ol
TEPIOPIOHOI TNC TMapoloaC EPELVOC KOl TPOTEIVOVTAl KOTEVOUVOEIG Yo UEAAOVTIKN

€peuva. H epyaaia KAgivel pe tnv mapdbeon e BIBAIOypa@iag Kat Twv TopapTNUATWY.

Kepdhaio 2° : BiBAoypa@ikr) AvaoKoTnaon

2.1 Wnotokog EBIopag - Wnotakn KotavaAwTiKr Zupmepipopd

H ¢nolaky KOTavoOAWTIKI) CUUTIEPIPOPA AMOTEAEL €va QUVOMIKO Kol TIOAUSINOTATO
nedio, T0 0moio auVBLALEL PUXOAOYIKOUG, TEXVOAOYIKOUC Kal KOIVWVIKOUE TOPAYOVTEC.
H petdpaaon amo Ti¢ mopadoCIaKEC ayopeC aTIC online ayopéC EXEl HETAPOPPWOEL TOV
TPOTO PE TOV OTOI0 Ol KOTAVOAWTEC OVa{NTOLY TANPOPOPIEC, OEI0AOYOUV ETIAOYEC KOl
AOpBAvVoLY aTOPACEIC, dNUIoLPYWVTAC Eva TIEPIBAANOV GpEoNC TPOafacng, LWNANC
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TOXOTNTOG KOl €vTovng €PEBIOTIKOTNTOC. € aUTO TO YN@IOKO TAQICI0, Ol XPrOTEC
EKTIBEVTOl 0€ PNXaVIoOUOUC TIOU €VIOXVOULV TNV TAPOPUNTIKOTNTA, OMWC real-time
TPOCPOPEC, CUOTNUA EIOOTOINCEWVY KOl TPOCWTOTOINUEVEC TTPOTACEIC, TA OTOi0 GUXVA
dlapop@wvouy T diadikagio ANYne amogaacng oA o Evtova amnd 0,1t oti¢ offline
ayopéc (Alter, 2017).

H texvoAoyia, Kal e101KOTEP TO AlAdiKTLO, £XEl dladpapaTioel KaBoPIOTIKO poAo TN
dlapoPPwan TNG olYXPOVNC KOWWVIKNC {WNE, €MNPEA{OVTOE TOOO TIC KOIVWVIKEC
TIPAKTIKEG 000 KOl TIC KATAVOAWTIKEG ouvrBeleC. O puBUOC PE TOV OTI0I0 GUVTEAOLVTOI
AUTEC Ol AAAQYEC O1OQPOPOTIOIEITAI ETOED KOIVWVIWY, WOTOC0 £VOC OTIO TOUG TOWEIC TToU
EXEl YETOOXNMOTIOTEI OUCIOOTIKA Eival 0 TPOTOC TPAYUATOTOINGNG TWV ayopwv. To
TEAELTOIO XPOVIO, €VO ONUAVTIKO PEPOC TNC KATAVOAWTIKAG OPOCTNPIOTNTAC EXEL
pETOQEPBEl 0TO YnElako mepIBdAlov, pe to online shopping vo amoTeAel AoV

aVOTOOTIACTO OTOIXEIO TNE KOBNUEPIVOTNTOC.

H nAEKTPOVIKI) ayopanwAnacia, | NAEKTPOVIKO €UTOPIO, opileTal w¢ n olodikaagio
ayopdc KOl TWANGNC TPOIOVIWVY Kal UTNPECIWV PEow Tou Aladiktvou (Bidgoli, 2002-
Shih, 2004). 1d1aitepn onuoacia mapoualddel To poviéAo business-to-consumer (B2C),
TO OTOI0 QVOPEPETAl O ETMIXEIPHOEIC TTOU JIABETOUY TPOIOVTO ameLBEiag aToug
KOTAVOAWTEG  HECW  PNOQIOKWY  TAOTQOPUWY KOl EIKOVIKWV  KATAGTNUATWY,
a&lomolwvTog TV €upeia 81000 TWV UTOAOYICTWV Kal Tn paydaia €EEMEN Twv
dladIKTUOKWY TEXVOAOylwv (Chang et al., 2001). MopdAAnAa, €xel KOTaypo@ei
ONUAVTIK) aV&non TG00 OTOV APIBPG TWV KATAVOAWTWY TOU TIPOYUOTOTIOIOVV AYOPEC
online 600 Kol 0TOV OPIBUO TWV ETIXEIPH)OEWVY TIOU dPOCTNPIOTOIOUVTOL PNPIOKA,
YEYOVOC TIOU QVTOVOKAG Tr dLVAMIKA OXECT TTPOCPOPAC Kal {Tnong 0T0 NAEKTPOVIKO
eunoplo (Kalakota & Whinston, 1997- Vijayasarathy, 2004).

O1 TEXVOAOYIKEC €EENIEEIC TOL ALAGIKTUOU EMITPEMOLY TNV TPOCROCN 0E KOTOVOAWTEC
aveEOPTATWE YEWYPAPIKNC TOTOBETiag, d1ELPUVOVTAC CNUAVTIKA TNV EUPEAEIO TWV
emxelprocwv (Kurnia & Chien, 2003). MapdAAnAa, To online shopping mpoo@Epel
ONMOVTIKA TAEOVEKTHHOTA, OTWC £E0IKOVOUNGN XPOVOU, OTAOTIOINGN TNG AYOPACTIKIC
d1adIkaaiag Kl Jeiwan Tou KOGTOUE GUVOAANOYWV, GTOIXEID TTOL TO KaBIoTOUVY I1I810iTEPO
EAKUOTIKO Yla Toug KatavoAwTeC (Park et al., 1996- Javadi et al., 2012). ‘Epeuvec £xouv

deigel 0T o1 KOTOVOAWTEC TPOTIYOUY TIC online ayopéq Adyw NG dUVOTOTNTAC
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OLYKPIONC TIHWVY, TNG EVPEINC YKAPAC TTPOTOVTIWY, TWV AVIOYWVIOTIKWV TIMWVY Kol TNG
€UKOAIOG ANWNng andgaong (Haubl & Trifts, 2000- Ernst & Young, 2000).

EmmA€ov, ol Yn@IoKEC ayopEéC auvodELOVTAL OMO TANBWPA TPOWBNTIKWVY EVEPYEIWV,
EKTITWOEWV Kal OIOBIKTUAKWY KAUTIOVIQV, Ol OTIOIEC EVIOXDOULV TNV EAKUCTIKOTNTA TOU
NAEKTPOVIKOU eumopiov. Mapd TIC apxIKEC avnouxiec mou oxetioviav Pe {NTAPOTO
Aao@AAEIOC KOl TPOCTOCIOG TPOCWTIKWY OEB0MEVWVY, N Xpron Twv online ayopwv
noapoualdlel otabepry av&non To teAsvTaia xpovia (Australian Retailers Association,
2000- Morgan, 2000). QoTO00, N EViOXLON OUTH EXEl EYEIPEL EPELVNTIKA EPWTHUOTA
OXETIKA e TO KOTA TOOO N EKTETOPEVN XPNON TWV YN@IOKWY ayopwy avIOVaKAd
QMOKAEIOTIKA  AEITOUPYIKA OQEAN 1 OV, OE OPIOUEVEC TIEPIMTIWOEL], QTOKTA
XOPOKTNPIOTIKA TPOPRANMATIKAC 1 €010TIKNC oupmepipopd¢ (Davis, 2001 Young,
1996).

210 TMAQic10 autd, n online AyopOCTIKI) GUUTEPIPOPA QaiVETal va BPioKETAI OTO 0PI
METOEL AEITOUPYIKIC KOTOVAAWGNG KOl TOPOPUNTIKAC 1 KOTOVAYKOOTIKAG XPrnong.
‘Epeuve umodelkvouV OTI OPICUEVEC MOP@EC online shopping pmopouv va e€gAxBolv
o€ MpoPANuaTIKa poTifa, 6mwg n online shopping addiction rj n compulsive buying
behavior, 10laitepa OTAV N ayopaoTiK TPAEN AEITOUPYEl w( ULMOKATACTATO
TOPOOOCIOKWY KOIVWVIKWY N auvalgdnuotikwv ovaykwv (Akram et al., 2017). H
KOTAVOYKOGTIKI) ayopd €xel MEPIyPaPEi w¢ dIOTOPOX ME XOPOKTNPIOTIKA OMWAEING
EAEYXOU, TTOPOPUNTIKATNTOG KAl EMOVAANTTIKIC CUUTEPIQPOPAC, N OToia €xel aUVOEDEL
ME ONUOVTIKEC EMIMTWOEI OTNV  KOIVWVIKY, TPOOWTIKA KOl  EMOYYEAUOTIKN

AEITOLPYIKOTNTO TOu atopov (Black, 2007- Trotzke et al., 2015).

H avadrjtnon npotoviwy o€ Pn@lakd mepIBAANOVTa CUVOEETAL, ETIONC, YE OVO PACIKEC
HOpQEC TEpINyNong: v ndovikn (hedonic) kot v w@eAUoTiky (utilitarian). H
NOOVIKY TEPINYNON XapaKtnpidetal amd mouyvidl, amodpacn Kol cuvaloBnUATIKY
OIEYEPDN, EVW N WPEMMICTIKNA €ival TEPIOGOTEPO AEITOUPYIKN KOl TPOGOVATOAICUEVN
otV €miAuon mpoPAuoToc. H €peuva deixvel OTI N NdOVIKN TEPIRYNOTN OMOTEAEL
IOXUPOTEPO  TIPOYVWOTIKO  TOPAYOVTIO  TOPOPUNTIKNAC  ayopdc KOl au&nuévng
oLVAICBNATIKAC EUTIAOKNG, 10i¢ o€ mobile mepIBAAovVTa OV TPOWBOUV TNV AUEDN
dpaaon (Zheng et al., 2019). & eQOPUOYEC KOIVWVIK®Y OIKTOWVY, AuTr) N 010KPIOoN YiveTal
aKOun o BoAr, KaBw¢ To browsing cuxvVa PETATPETETAL O CUVEXEC PEVHO OTITIKWV

Kal ouVaIoONUATIKWVY EPEBICUATWV.
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MopAdAANAQ, o1 KOTOVOAWTEG emnpeddovial amd  Yn@lakoLC TOPAYOVIEC TOU
HETOBOANOLY TV avTiAnyn o&iag kot avaykng. Ta scarcity appeals, 1d1aitepa o€
nepIBaAovta online kpdtnong 1 ayopwv, Umopolv va dnuioupyricouy aicbnon
EMelyoVTOq KOl POPOL AMWAELAC, 0dNYWVTAC O€ EMITAKUVON TN AYOPOCTIKIC Amd@aaNC
Kal evioxuon mopopunTikwy avtidpacewv (Huang et al., 2020). Z& cuvdvaouo pe push
notifications, o1 omoie¢ &vepyomololv AUPECN TPOCOXN KOl CLVAICBNUOTIKA
AVTOTIOKPIaN, N UNQIOKT) OAANAETIdPAGT GuXVA avadlopop@wVEL TO TAGICI0 JECT OTO
omoio ot xproTeg avTIAapBAvVoVTal TNV TPOCWTIKI) TOUC avaykn 1 emibupia (Shankar et
al, 2016).

H auvéavopevn €€dptnon amd smartphones evioxVel OKOUN TEPICOOTEPO QUTH TN
oLUTIEPIPOPA. H ouvexnC mPOoRaacn ag EQAPHOYEC OYOPWV KOl KOIVWVIKWY JIKTUWV
evbopplvel oLXVOTEPN TEPINYNON, N omoia oxeTideTal PE aLENUEVEC TIBAVOTNTEC
TIOPOPUNTIKIC 1) CLVAICBNUATIKA UTTOKIVOUUEVNG Oyopag, 1d1aitepa 0Tav n xprion tou
smartphone guvdéeTal pe ayxog, avia i avaykn yia aueon avtapolfn (Ting etal., 2011).
YT auTé TIC CLUVONKEG, N WNEIOKK KOTAVOAWTIKI) GUUTEPIPOPA AEITOUPYEL OXI HOVO

WG MEGO KAALWNG OVAYKWY, OAAG KOl ¢ GLUVOITONUATIKOC 1 Kal €B10TIKOC UNXOVIOUOC.

2.2 Oewpia Ntomapivng & Reward System

H kotovonon tng Wnelakng 810TIKAG CUUTEPIPOPAC TTPOUTOBETEL TN SIEPELVNCT TWV
VELPOPIOAOYIKWV PNXOVIOU®WY TNG OVTAUOIPAC, Ol oToiol puBuidouv TN CLTEPIPOPA
avadntnong evxapiotnong, KIVATPwWY Kal gvioxuong. Kevipikd poéAo o€ autr 1n
dladikaaia d1adpapaTidel TO VIOTAUIVEPYIKO GUOTNUA, KOl EIBIKOTEPO N AEITOLPYIO TOU
mesolimbic reward pathway, T0 0T0i0 GUVEEL TNV KOIAIOKI) KOAUTITPIKN TIEPIOXT) LE TOV
ETIKALVI) TTUPAVA Kal TIEPIOXEC TOU TIPOPETWTIAIOU PAOI00. TO GUCTNHO OUTO EUTIAEKETOI
dueca otn Pdabnon KIVATpWY, o0t AQYN OmoQACEWV Kol OTn  dlAuop@Pwan
napopunTikwv cupneptgopwv (Volkow & Wise, 2005; Schultz, 2016).

20P@wva pe T Bewpia incentive-sensitization, n omoia OMOTEAED BepEMWOEC
BewPNTIKO TAIC10 TN HEAETN TWV EENPTATEWVY, N VTIOTAUIVN d&V OXETILETAI TPWTIOTWC
pe TNV eumetpia tng ndovig (liking), aAAG YE TNV €vtaon ¢ emBupiac, TNC TPOCdOKING
Kal TG Kivntomnoinang mpog tnv avtauolfr) (wanting) (Berridge & Robinson, 2016). H
JIdKpIoN aUTH €ivat 1d1aITEPA KPIGIUN Yia TNV KOTovonan TS Yn@IoKAg KatavaAwaonc,
KaBw¢ e€nyel yiati n mpoapovr NG ayopag n n €kBean o€ ayopooTIKA epebiouata
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pmopel va gival PuXoAOyIKG TIO 10XLPH OMO TNV TPAYMOTIKY) IKOVOTOINGn Tou

OKOAOULBEL TNV amOKTNON TOU TPOIOVTOC.

Ol VTOTIOUIVEPYIKOI VEUPWVEC TNE KOIAIAKIC KOAUTTPIKAC Tieploxn¢ (ventral tegmental
area — VTA) dlapeagoAafolv Eva euplh @ACUA CUPTIEPIPOPWY TIOL GXETICOVTaL UE TNV
avTtopolBr) Kat To Kivntpo. QoTtdoo, N akpIPr¢ AEIToupyia TnN¢ VIOTMAUivNG TAPOUEVEL
QVTIKEIPEVO EVTOVNC EMICTNUOVIKIC GLTNONG. ZUPPWVA UE TO KUPIAPXO MOVTEAD TNG
avtapoIfi¢ péow a@aAuotoc mPoPAewnc (reward prediction error — RPE), n
aneAeLOEPWAT VIOTOWIVNG AEITOVPYED WG orua Pdbnaong, To omoio av&aveTal GTav pia
avtopolBr) umepPaivel TIC TPOCOOKIEC KOl PEIWVETAL OTOV €ival KOTWTEPN TOU
avapevopevou (Schultz et al., 1997). Méow auTig TG d1adIKaaiog dIEUKOADVETOL N

EKUABNON VEWV OLVOETEWY PETAED EPEBICUATWVY Kal aVTAUOIPWV.

AVTIBETWC, TO POVTEAO TNC incentive salience umootnpidel 0TI n viomauivn Oev
AEITOUPYED KUPIWE WG INXOVIOUAG paBnang, aAAd w¢ OiKTng KivnTomoinTkng agiag,
dNAadn TN¢ evroong PE TNV omoia €va gpEBIoPa i pia avtapolfry yivetal embuunt)
(Berridge & Robinson, 1998). Z0u@wva pe auTA TNV TPOCEYYION, N VIOTAWivN EVIOXVEL
TNV €MBIEN TNC AVTOPOIPAE KOl TN CUUTEPIPOPIKN EVEPYOTIOINGT, XWPIC va OmOTEAEI
n idlo To aitio TNC pABnong, n omoia PMOPEL va CUVTEAEITOL G GAAAD EYKEQOAIKA
KukAwpata (Berridge, 2007).

H ouvOnapén autwv Twv d00 BEwpNTIKWY TPOCEYYIOEWY OVTAVOKAA TN AEITOUPYIKA
ETEPOYEVEIN TWV VTIOTIAMIVEPYIKWVY VEUPWVWVY Kl TN d10QOPOToiNan TV KUKAWUATWY
ota  omoia  cuppetéxouy. [Mpodogata evpriuata dgixvouv OTI  uTOTAnBuapoi
VTOTIOMIVEQYIKWV VEUPWVWY TN VTA da@Epouy TO00 WC TPOC T YEVETIKI] TOUG
EK@POOoN 600 KOl WC TPOC TOUG EYKEPAAIKOUC OTOXOUC OTOUC OToioug TPORAAAOLY
(Heymann et al., 2020). E13IKOTEPQ, VELPWVEC TIOL EKPPALOLY Tov vmodoxéa Crhrl
@aivetal va oxetidovtal Kupiwg Pe T YAbnan CLOXETICEWY AVTAUOIPHAC, EVW VEUPWVEC
mou ekepdlovv Cck eUMAEKOVTAl TIEPIOGOTEPO OTN dATAPNON TNC KIVNTOTOINKEVNC

OLUTIEPIPOPAC Kal TNC eMmBupiaC.

Ta evpAuata autd umootnpidouvy OTI N VIOMAUIVEPYIKN AElToupyia dev  gival
HOVOJIACTATN, OAAG KOTOVEUETAL OE JIAKPITA, av Kal ouvepyaloueva, KukAwuata. H
MEYIOTN OUMTIEPIPOPIKI] EVIOXUON TOPATNPEITOL OTOV EVEPYOTOIOUVTOL TAUTOXPOVA

TOOO Ol UNXOVIOHOi adnaong 600 Kal Ol NXavIoUoi KIVATPOU, YEYOVOC TIOL LTIOSNAWVEL
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pi0 oLVEPYIKN oxéan PeTa&L reinforcement learning kat incentive salience (Heymann
et al., 2020).

H moAumAokotnta outh €Xel 1B10ITEPN onUacia yio TNV Katavonon tne Wnelokrg
KaTavoAwaonc. Ta Unelaka nepiBAAAovta 6ev eViaX00LV POVO TN JAbnaon ayopacTIKWY
OUOXETIOEWY, OAAG Kupiwg TNV KivnToToINTIKN aéia Twv €peBIoUdTWY pEow
EMOVAAAUPBAVOUEVWVY CUES, ATPOPBAETTWY AVTAUOIBWY Kal GUVEXOVC GUVOICONUATIKIAG
d1Eyepanc. 'Etal, n embupia yia ayopd Ymopei va eviaXVETOL KON KOl OTAV N YVWOTIKI)
a&loAdynaon tnNg avtopolPrg TaPAUEVEL AUETARANTN, aTolXEio ou €€nyei TNV emipovy

TOPOPHUNTIKWV N €B1I0TIKWV WOTIBwv KatavaAwanc.

210 Pn@LoKa mePIBAAOVTA, Ol UNXOVICUOI auToi evepyoTololvTal YE 1d1aiTePN Evioon
AOY® TNC ouveXoLC d10BeCINOTNTOC EPEBICUATWY Kal TNE TOXVTNTOC OAANAETIdpaCC.
H dueon mpooBoon o€ mpolovta, n adlOKOTN PON OTTIKOU TEPIEXOUEVOL Kal N
duVaTOTNTA  OAOKANPWONG MIAC Oyopdg ME €va POVO  KAIK  Onuioupyolv
EMAVOAOUBAVOUEVOUC MIKPOUC KUKAOUC OVTAUOIPRC, Ol Omoiol &vioxUouv Tnv
TOPOPUNTIKOTNTO KOl HEIWVOLV TOV YVWOTIKO €Aeyxo (Alter, 2017). H yn@iokn
KATovaAwaon, ME aUTOV TOV TPOTIO, METOTPEMETOl MO GCUVEIINTH OMOPACN OF

QUTOMOTOTIOINUEV CUUTIEPIPOPIKT) QVTIdpaO.

NEVPOETIGTNUOVIKEG EPEVLVEC £XOULV dEIEEl OTI N EKBECN O€ ONUATA EMEIYOVTOC, OTIWG
«UOVO  yIa  ONUEPO»,  «TEPIOPIOUEVN  SIOBECIPOTNTA» 1N TIPOCWTOTOINMUEVES
€100TIOINTEIC, EVEPYOTIOIEL EVIOVA TO KUKAWHOTO TPOCGOOKINE AVTOMOIBAC OTOV ETIKAIVY
TLPNVA, TPOKOAWVTOC avénuévn ameAeuBepwan vionapivng (Molkow et al., 2011). Ta
epebiopata autd Asitoupyolv w¢ conditioned cues, dnAadr pobnuéva crRuata mou
anoktouv a&io avtopoIBig avegaptnta and 1o idlo To mpolov. H dlodikacia auth
EVIOXVEL TN GUUTIEPIPOPA avadTNoNG Kat au&AVEL TNV TIBOVATNTO GPECNC AYOPACTIKIC

anokplong.

I61aiTePN onuacia mapouaiddel Kot To @avouevo tou reward prediction error, GOUEWVA
ME TO OMOI0 N VIOMAMIVEPYIKA ATOKPIoN €ival 10XupoTepn OTOV N avtapolfn €ival
anpopAemTn 1) umepPaivel TIC Mpoadokieg Tou atduou (Schultz, 2016). Zto YnEIOKO
EUTOPIO0, OUTO TO QAIVOUEVO EKONAWVETOL PEoa amd anpofAentec mpoo@opéc, flash
sales Kal TPOCWTOTOINUEVEG OUOTAOEIC, Ol OTOIEC €VIOXUOUV Tn CUUTEPIPOPIKN

EUTAOKN Kal KOBIGTOUV TNV anooOVOETT SUOKOAGTEPN.
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H diaAeimovoa evioxuon (intermittent reinforcement) amoteAei évav omo TouC
I0XUPOTEPOUC PNXAVIOHOUE JABNoNng aTtnv WuXoAoyia TnN¢ CUPTEPIPOPAC. Z€ AUTO TO
TAQiC10, Ol OVTaUOIBEG deV TOPEXOVTOL PE OTABEPO 1N TPOPAEYIUMO TPOTIO, GAAG
gu@avidovtal Tuxaia, av&dvovtag Tnv TPoadoKia Kal TNV EMIPOVH TG CUUTEPIPOPAC.
2ta social media, n diaAsinovoa evioxuon mopatnpeital Yéow likes, oxoAiwv Kal
€100TIOINCEWY, EVW OTA YNEIOKA ayopacTIKA TEPIBOANOVTO EKONAWVETAL HECW
TEPIOOIKWVY EKTITWOEWV, EIO0TOINCGEWV KOl QUVAMIKNC TIoAdynan¢ (Turel & Serenko,
2012; Montag et al., 2019).

H emavaAapBavopevn evepyomnoinan Tou CUCTAPATOC AVTOUOIPAE UTOPEL VO 0dNyroEl
g€ QAIVOUEVO aVOXTC, OTIOU OTaITOOVTAl GUXVOTEPA 1} EVIOVOTEPQ epeBiopaTa yia TV
EMITELEN TOU 010V EMIMESOL CUVAICONUOTIKAC AVTATOKPIONG. To OTOIXEID QULTO EXEl
KOTaypaQEei EKTEVWE aTn BIBAIOYpAQic TwV CUUTEPIPOPIKWY EENPTATEWVY Kal BewpeiTal
KPIio1Jo y1a TNV Kotavonaon e JETARaonC amo TOpopUNTIKY € EB10TIKI) CUUTIEPIPOPA
(Berridge & Robinson, 2016; Brand et al., 2016).

H Aeitoupyio tou reward system ouvoéeTal QUECA Kal PE T GLVOICONUOTIKNA
KATaoTaon Tou oTtopou. Epeuveg deixvouv OTI apvnTIKA cuvalgbnuota Omwg Ayxog,
pova&la Kol avia evioxVouv Tnv avaditnon aueong avtopolPrc, avédvovtag Tnv
TOaVOTNTO TAPOPUNTIKWY KOl AlYOTEPO EAEYXOUEVWVY OYOPOOTIKWY OMOQPACEWY
(Dittmar, 2005; Elhai et al., 2017). Zto mAaiclo auto, ot online ayopég AEITOLPYOLV WG
MNXOVIOPOC pUBUIoNG NG d1dBeonC, TPOCPEPOVTOG TPOCWPIVI] AVOKOLU@ION aTo
dLOPOPIKA CUVOLCONPOTO, XWPIG OUWE HOKPOTIPOBETHN YPUXOAOYIKT) IKOVOTIOINaT).

ZUVETIWG, Ol PNPIOKEC ayOoPEC OEV OMOTEAOUV OMAWC 10 EUTIOPIKT) S1adIKATia, GAAG pia
OUUTIEPIPOPIKI) GTPATNYIKI) TIOU OEIOTMOIED TOUG VELPORIOAOYIKOUG UNXAVIOMOUE TNG
avtapoIBAc. H auvexnc d1€yepan TOU VIOTOUIVEPYIKOU CUOTIHOTOC, OE GUVOLACHO HE
TN OoLVAICONUOTIKN EVOAWTOTNTO KAl TO OXEJIOOTIKA XOPAKTINPIOTIKA Twv
TAQTQOPUWY, ONUIoVPYED éva TEPIBAAAOV LPNAOL KIvOUVOU yio TNV ovAamTuén

TIOPOPUNTIKWVY Kal EVOEXOPEVWE EBIOTIKWVY POTIPwV KATAVOAWGONC.
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2.3 Behavioral Addiction Models (social media, smartphone, online triggers)

H kotovénon tou Ynelokou 61000 TPOUTIOBETEL T PEAETN BEWPNTIKWY HOVIEAWV
TOL EPUNVELOLY TIWC EMAVOAAUBAVOUEVEG CUUTIEPIQPOPEC, XWPIC TN XProN XNUIKWV
0UCIOV, MTOPOLV VO  OMOKTAOOULV  XAPOKTNPIOTIKG €€apTtnong. H  olyxpovn
BiBAIOypa@ia avayvwpilel OTI Ol CUUTIEPIPOPIKEG €EOPTATELS MOIpdlovTal KOva
VEUPOPIOAOYIKA KOl PUXOAOYIKA XAPOKTINPIOTIKA HE TIC €EOPTAOEIC OMO OUUIEC,
1I01aiTEPA WE TIPOG TNV EVEPYOTIOINGT) TOU CUCTHUATOC AVTAUOIPNC Kal TN AEIToupyia TN

dlaAeimovaoag evioxuong (Berridge & Robinson, 2016- Volkow & Wise, 2005).

‘Eva and 1o 1o e6palwuéva BEWPNTIKA TAQICIO €ival TO HOVTEAD TWV £EL KPITNPIwV
OLUTIEPIPOPIKNC €€dptnang Tou Griffiths (1996, 2005), cOU@wWva PE TO OTMOI0 HIa
OUMTIEPIQPOPA PTIOPED va XOPOKTNPIOTED €010TIKN OTOV TANPOI KPITAPIO OTWC N
Kuplopxia otn {wnfp tou atopou (salience), n Tpomomnoinon tn¢ 6168eon¢ (mood
modification), n avoxr, T0 CUUTITOHPOTO ATOCLUPANG, Ol CUYKPOUGEIC KAl N UTIOTPOTH).
210 MAQG10 TOL YN@1aKoL TEPIBAAAOVTOC, TA KPITHPIO OUTA £X0UV EQPOPUOOTEL EKTEVWC
otn xpnon social media, oto gaming kot oti¢ online ayopéc, 6mou n cuTEPIPOPA
AEItoupyei w¢ péoo puBUIoNg cuvalabnuoatog Kai avalitnong aviapolpng (Alter,
2017).

Mépa amod Ta YeVIKA dI0YVWOTIKA KPITAPLN, EXOUV aVOTTUXOET EEEIOIKEVUEVD UOVTEAD
TIOL ETXEIPOLV VA EENYHGOLVY TOV UNXAVIOUO OVATTLENC TOL Pn@lokoL Biopo0. To |-
PACE model (Interaction of Person-Affect—-Cognition—Execution) twv Brand et al.
(2016) mpoteivel OTI n €B10TIKN XPNON WNOIOKWY EQPOPUOYWV TIPOKUTITEL OMO TN
OUVOMIKY  OAANAETIdPOON  OTOMIKWY  XAPAKTNPIOTIKWY,  CLVAICONUATIKWY
KOTAOTAOEWY, YVWOTIKWV OIEPYOOIWV KAl EKTEAEOTIKWY AEITOLPYIWV. ZTO TAAICIO
auTo, N MOPOPUNTIKATNTA, N CLUVOICONUATIKI) EVOAWTOTNTA (T.X. AyX0Cg, MOVOEId) Kal N
HEIWPEVN YVWOTIKI OVACTOAr GUUMBAAANOLY 0T OTASIOKN PETAROCN amd eAEYXOUEVN

g€ TpoPAnuatikn xprion (Brand et al., 2016).

I81aiTePN onuaaia yia TNV Katavonan T Wn@laknig KATavaAwaong EXEL TO Yeyovog OTI
ot online ayopéc kal ta social media AgltoupyolV OUXVA WC OTPATNYIKEG KAALYNC
OLVAICBNPATIKWV H KOIVWVIKWOVY avoyKwv. H EvaaxoAnan Je v Wn@lakr) KatavoAwon
MTIOPEl va  AEITOLPYNOEL W MNXOVIOUOC QAVOTANPWGONC OoLVAICONUATIKOD KEVOU,
oToIXEi0 oL Mapatnpeital ouxvd oe €peuveC yia To compulsive online shopping

(Dittmar, 2005; Turel & Serenko, 2012). H abvdean autr| e€nyei yiati n cuumepipopd
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dlatnpeitol oKOUN Kal OTOV T AVTIKEIUEVIKA OQEAN PEIWVOVTOL I} GUVOJEVOVTOL OTIO

OPVNTIKEC CUVETIEIEC.

21ov Xwpo tn¢ mobile kai social media xpriong, to Impulsivity Pathway Model twv
Billieux et al (2015) vmoypapuilel Tov POAO TNC MOPOPHUNTIKOTNTAC WC KEVIPIKOU
TOPAYOVTO aVATITUENC CUPTEPIPOPIKWOV EEAPTNTEWY. ZUUQWVA E TO MOVTEAO AUTO, N
duean mpoaofaan, N cuveEXNC S10BeIMOTNTA KAl N TAaXOTNTA OTOKPIoNG TwV PN@IoKWY
EQUPUOYWV EVIOKVLOLV TNV TIAPOPUNTIKI) CUUTIEPIPOPA, 1810iTEP OTOV CLVOLALOVTOL UE
guvaiobnuatiky duc@opia. To 610 potifo mapatnpeital kat atig online ayopég, 6mou
0 OUVOUOGOMOC TAPOPUNTIKOTNTOG Kal €VKOANG mpdafacnc auvéavel v mbavotnta
avamtuéng compulsive 1 addictive patterns (Kukar-Kinney et al., 2016).

KaBoploTikd pOA0 0TV €vioxuon Twv TOPOMOVW HOVIEAWV OlodpapaTilel n
dlaAeimovoa evioxuon (intermittent reinforcement). Onw¢ €xel kotadeixbei otn
BiBAIOypa@ia, OTav o1 avtapolBEG eu@avidovtal anpoBAETTA, N GUUTEPIPOPA YiveTal
O avOEKTIKN oTnv andofeon Kai n emibupia evioxvetal (Turel & Serenko, 2012). H
OPXITEKTOVIKN TWV WN@IOKWY 0yopwv OTNPI(ETOI CUOTNUATIKA GE TTPAYUATIKOD XpOvou
eldonoinoelg (real-time notifications), scarcity cues, OmMPOBAETTEC TPOCPOPEC Kal
TPOCWTOTOINMEVEG CUOTACEIC, ONUIOVPYWVTOG TIG TPOUTOBETEIC yia TNV €dpaiwan

€VOC €B10TIKOU KOKAOUL 0pAGNC—avVTapOIBC.

2UVOAIKA, Ta behavioral addiction models Tpoo@EPOULV Eva EPUNVEVTIKO TAQICIO TIOU
e€nyei mw¢ ol YPnEIOKEC TEXVOAOYIEC METOTPEMOLV OLUVNBIOUEVEC KOTAVOAWTIKEC
TPAKTIKEG O€ EMOVOAOUPBOVOUEVD, TOPOPUNTIKA Kal OuvnTIKG €610TIKA poTifa
OLUTIEPIPOPAC. H e@apuoy auUTWV TwV POVIEAWV OTO TAQICIO Twv online ayopwv
KaBI0Td oa@eC OTl N Yn@IoK KOTAVOAWGON OgV OMOTEAED OMAWC OIKOVOUIKA
dpoaTNPIOTNTA, AAAG €va OUVBETO YPUXOAOYIKO QOIVOUEVO TTIOU CUVIEETOL APPNKTO HE

TN AEITOVPYIO TOL CLOTAPATOC AVTAUOIBAC Kol TN PUBUICH TOL GuVaICBUaTOC.

2.4 Impulse & Compulsive Buying w¢ EBI0TIKA Zuumepipopd

H napopuntikn (impulse) Kat KatavoayKaoTiKr) (compulsive) ayopacTIKr) cUPTEPIPOPA
anoteAolV dU0 AUECO OLVOEOUEVO OAAD EVVOIOAOYIKA OlaKPITA @avopeva. H
TOPOPUNTIKI) ayopd XapaKTnpiletal omo aipvidle, 00XedIOOTEC OMOPACEIC TIOU
ennpeadovtal and epeBiopata Tou TEPIBAANOVTOC KOl €VIOVN OLVAICONUATIKY
evepyonoinon (Verplanken & Herabadi, 2001). Z€ avtifeon, n KOTOvayKaoTIKA ayopd

TEPIYPAPETAL WG EMOVOAAUBAVOUEVN, OVEEEAEYKTN CUUTIEPIPOPA TIOU AEITOUPYEL WC
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MNXOVIOPOC PUBPIONG OPVNTIKWY CLVAICBNUATWY, TOPOLCIAOVTAC XOPOKTNPIOTIKA
e&dpTnong mopouola PE GANEC cuMTEPIQPOPIKEG e€apTroelg (Faber & O’Guinn, 1992;
Dittmar, 2005).

H BipAloypagio avodeikvOel 0TI Ol WN@IAKEC TEXVOAOYIEC ViaxLoLV Evtova Ti¢ 6U0
HOPPEC CUUTEPIPOPAE, KABWC o1 TAATPOpuEC online ayopwv dnuioupyolv €va
TEPIBAAOV Omou N duean mpdaPacn, N LYNA €PEBICTIKOTNTA KOl O OUVEXNAG
KOTAKAUOWOC TPOO@OPWY €VIOXVOUY TO TOPOPUNTIKG poTiBa (Alter, 2017). H
TOPOPUNTIKOTNTO EXEL AMOOEIXOET KPiTIUOC TPOYVWOTIKOC TOPAYoVTaC yio TN HETARaON
amd TOPOPMNTIKY) OE KATOVAYKOOTIKI GUUTEPIPOPd, EIOIKA OTOV GUVUTIOPXOULV

OLVOICONUATIKA EVAAWTEC KOTAOTACEL OTWE AyXog 1 Movagld (Ting et al., 2011).

MopAdAANAQ, TO MOVTEAO TNC TOPAKIVOUUEVNG OVTAUOIPNC TNC veupoyuxoloyiog
UTIOCTNPIZEl OTI 01 TIAPOPUNTIKEG AYOPEC EVIOXVOVTOl PECW EVEPYOTOINGNG TOU
VTOTIAUIVEPYIKOU CGUCTAMOTOC, TO OTOI0 OULEAVEL TNV TPOCOOKIO gvxopioTnang Kal
HElVEL TNV auTtoppuBuion (Berridge & Robinson, 2016). Z10 mep1BaAAov Tou mobile
commerce, OTOU Ol KOTAVOAWTEC €XOUV OUECN TPOCPACN O€ €QOPUOYEC KOl
€100MoINCEIG, OUTEC Ol Olodikaaieg emrtaxOvovtal, av&dvoviag v mlavotnta

avamtuénc compulsive buying patterns (Turel & Serenko, 2012).

Epeuvnuikd eupnuata €xouv deiéel OTI N KOTOVAYKOOTIKA Oyopd €ival oTeva
OLVAEDEEVN HE BABUTEPOLC YPUXOAOYIKOUC UNXAVICHOUC TIOL OPOPOUV TNV OVAKOLQION
amnd dLoAPETTO cLUVAICBNUOTA, TNV EMPBERAiWON TOLTOTNTAC I} TNV TTPOCWPIVI] AVENON
NG avtoektipynong (Dittmar, 2005). H xprion Twv online ayopwv w¢ «auvalcnuaTiKo
KaTa@Lylo» KaBIoTd 10 Yn@lako mePIBAAANOY 1010iTEPA EMIKIVOUVO YIO ATOUO HE

TpodIabean mpo¢ €B10TIKA poTifa.

EminmAéov, o€ €10Ika mepiBdAovia onwg daily deal sites, flash sales kai social
commerce, TOPOTNPEITAI GNUOVTIKI £VioXUon TwV €0I0TIKWVY POTIRwv. MEAETEC £XOUV
dei&el 0TI o1 KATAVOAWTEC TTIOU OAANAETIIOPOLUY CUXVA PE TIPOCPOPEC TIEPIOPICIEVOU
XPOVOUL TOPOLCIAZOLY LYNAOTEP  ETIMEDD TAPOPUNTIKOTNTAC KAl UEYOAVTEPN
mbavotnta vioBetnang compulsive buying cuumepipopwv (Kukar-Kinney et al., 2015).
O ouvduoopog scarcity cues, KOIVWVIKNC OUYKpIoNG Kal cguveXol¢ Wn@IoKrC
€160T0iNaNC €VIOXVEL TO aioBNUa OTI «av dEV OyOPACw TWPA, Ba XAow TNV EVKAIPIa»,

dNUIoLPYWVTOC Evav EMAVOAAUBAVOUEVO KUKAO avadiTnong avtauoIpnc.
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TEAIKA, N TAPOPUNTIKI KOl KOTOVAYKOOTIKA 0yopd 01O Yn@Iako TEPIBAAAOV Oev
aMOTEAOUV OMAEC CUMTEPIPOPEC KOTOVAAWGNG, OAAG OTOlxEia €vOC €LPUTEPOU
OUMTIEPIQOPIKOD  €B10PO0  TOU  evioXVETAL  OMO TV TEXVOAOyia, Tnv
WUX0OoLVAIGBNUOTIKI KATACTAGT KAl TO OXEAIOOTIKA XOPAKTNPIOTIKA TwV TANTQOPHU®Y

ayopwv.

2.5 Emotional Drivers (ayxog, povaéid, avia, OuToeKTipunan)

Ot ouvaloBnNUATIKOI TOPAYOVTEC OMOTEAOUV KEVIPIKO Géova Tng €B10TIKAG Kal
TIOPOPHNTIKIC CUUTIEPIPOPAC OTIC UNPIOKEC ayopEC. To Ayxog, N MOVOEIL, N avia Kal N
XOMNA QUTOEKTIUNGN AEITOLPYOUV W EVEPYOTIOINTEC TTIOU WBOUY TOUC KOTAVOAWTEC Va
OTPOQOLV O€ ayOopPEC WG PEGO PLUBUIONG TNG O10BeanC. H Bewpia TN cuvaloBNUATIKAC
avTIoTABUIoNC LTooTNPIEL OTI Ta ATopa avadnTolV AUETT EVIOXUTIKA epediouata 6Tav
Blwvouy apvnTikd cuvaiaBiuata, Kavovtag Tig online ayopég pia eOKoAa TPOaRAaIUn

Hopen «autobepaneioc» (Muller et al., 2012).

To Gyxo¢ OUVOEETOL IB1AITEPT EVTOVO [E TNV TIAPOPUNTIKN ayopd. EpguvnTika dedopéva
deixvouv 0TI dTopa pe LPNAG mtimeda dyxoug TEIVOUY va EUTAEKOVTOL TIEPICCOTEPO OE
smartphone- kot social media—based KOTaVOAWGN, KOBWG Ol GUXVEC MIKPEC OYOPES
TPOo@EPOLY  oTIydlaio aiobnon avakovgiong (Elhai et al., 2017). Autj n
ouvaIeBNUATIKY avokoL@IoN OUwG ival TaPOSIKK), SNUIOLPYWVTAC POUAO KUKAO OTIOU
TO Ayxog 0dnyei o€ ayopd Kal n ayopd o€ TPoowpIvr pLUBUICT) TOU GTPEC, EVIOXDOVTOC

OTadloKd €010TIKA poTifa.

H pova&la amoTeAei €miong onuavtikG ouvaloBnuoTIKO TPOYVWOTIKO TOpAyovTa.
20YXPOVEC MEAETEC deixvouv OTI 01 XPHOTEC TOU BIOVOLV KOIVWVIKI OmMopévwon
OTPEPOVTOL CUXVOTEPO O0E Pn@Iaka mepIBAAovTa KatavaAwong Kot influencer
TIEPIEXOHUEVO, XPNOILOTOIWVTOC TIC AYOPEC YIa VO KOAUYOUV GLUVAIGBNUOTIKA KEVA 1} VO
evioxUoouv To aioBnua auvdeanc (Meier & Reinecke, 2020). MapdAAnAa, Ta social
commerce TEPIBAAOVTA, MPECA OMO PNXAVIOMOUC OUYKPIONG Kal  KOIVWVIKAC

emPeBaiwang, evioxbouv TNV avaykn yio GUUKETOXI KOl OUTOTIPOROAN).

H avia (boredom proneness) amoteAei and Toug KAAUTEPOUC TIPOYVWOTIKOUG OEIKTEC
TopopUNTIK@WVY online ayopwv. AToua Ye LPNAA TAon aviag avadnToly CUVEXWE VEEC
MOPQEC BIEYEPONC Kal €ival To mBavo va KAVOUV OyopeC amd TEPIEPYEIN 1) YA v
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«yepioouv xpovox» (Darrat et al, 2016). O guvexn¢ KaTalylopog epebioudtwy o€ mobile

TEPIBAAAOV EVIEIVEL QUTH T CUUTEPIPOPA.

TEAOG, N XOUNA QUTOEKTIUNON OULVOEETOl OTOBEPA HE TNV  KOTOVOYKOOTIK)
KATavOaAwar). ‘EpeLVeEC 6€iXVOLV OTI GTOMO UE XaUNAT auToavTiAnyn sival mbavotepo
va avadntroouy emPBePainan pEow LAIKQV ayabwv A TNe ayopaoTikn pagng (Yeboah
& Owusu-Prempeh, 2017- Dittmar, 2005). Z10 Yn@ioké mepIBAAAov, 6mou n ayopa
gival oTiypiaia Kol GUVOEETOAL PE EIKOVEC OLTOREATIWANC, N d1adIKaTia aUTH EVIOKVETOI
aKOUN TEPIOCOTEPO, 0ONYWVTOC OPICHEVOUC KOTOVOAWTEC O€ patterns mou Bupilouv
behavioral addiction (Roberts & Pirog, 2013).

2€ guVOLNCOUO, Ol TEGOEPIC OLUVOICONUATIKOI TTOPAYOVTEC SIUOPPWVOUY EVO TIANPEC
TTAQO10 KOTOVONONG TNE ELOAWTOTNTOC OE WNQIAKEC AYOPEC, 1d1AITEPO OTAV GUVOEOVTOI
pE O10BETIPO TEXVOAOYIKG €peBioUOTA KOl OPXITEKTOVIKI] TIOL €vBappOveEl TNV duean
TPagN.

Mépa amo TNV GUECN EMIOPOON TWV APVNTIKWV CLVOICONUATWY OTNV TAPOPUNTIKA
ayOpOOTIKI) CGUUTIEPIPOPA, N clyxpovn PBiBAloypa@io avadelkviel Tov pOA0 TNG
oLVAICONUATIKAG OUTOPPLOUIONE WE KEVTPIKOU UNXOVIGUOU TIOU GUVOEEL TO AyXOC, TN
povaéld Kai tnv avia pe v KatavoAwtiki mpdén. H Bewpia TG ocuvalobnuatikig
pLOUIONC LTIOOTNPICEL OTI TA ATOUA ETAEYOLV CUUTIEPIPOPEC TIOV PEIWVOUY TTPOCWPIVA
N ouvaIoONUOTIKY GuoEOPiD, OKOWN KOl OTOV OUTEC Ol CUUTEPIPOPEC EXOLV
HOKpompOBeopa apvnTIKEC ouvemeleC (Gross, 2015). 210 MAICI0 TWV YN@IAKWY
ayopwv, N KatavaAwaon AEITOUPYED uXVA w¢ AUETOC, EDKOAN TPOCBACIHOC UNXOVIOUOC

oLVAICBNPATIKAC EKPOPTIONC.

H Self-Determination Theory (SDT) twv Deci kat Ryan (2000) Tpoo@épel Eva Xprio1po
EPUNVEVTIKO TAQICIO YIO TNV KOTOVONGON TN¢ oLVAICBNUOTIKAG EVOAWTOTNTOC OTNV
PN@IOKI KOTOVAAWGT). Z0PQWVO UE Tn Bewpia auTr), Ta dtopa J1a6ETOLY TPEIC BOCIKEC
PUXOAOYIKEC OVAYKEG: TNV AUTOVOMIO, TNV IKOvOTNTO (competence) Kal 1N
ouvdeatyotnta (relatedness) (Deci & Ryan, 2000). Otav outéC Ol OVAYKEC OEV
IKOVOTIOIOUVTAl EMAPKWE OTnV KaBnuepivr) (wr, ta dtopa €ival mo mbéave vo
avadnTrioouy LTOKOTACTATEG MOPPEC IKOVOTIOINGNC, OMWC N KatavdAwaon. Ot online
ayopéC, MEOW TNC Gueong avtouolfAg Kol ¢ aiobnong eA€yxou, Pmopouv va

TPOCPEPOLY TIPOCWPIVH PELAAITONGN KAAUWNC BUTWVY TWV OVAYKWV.
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H XaunAf OuTOEKTIUNGN, EIBIKOTEPQ, £XEI CLVEDET EMAVEIANUMEVA PE au&nuEvn Tdaon
yla ouvoloOnuaTIKA UTIOKIVOUUEVN KaTavoaAwaor). 'Epeuveq deixvouv 0TI ATOPO ME
apVNTIKY) ouToavVTIANYN €ivat o mbavo va XpnaoiKomololy TNV ayopacTIKA TPAEN w¢
pEoo auToemIBERaiwang 1 KOIVWVIKNAC OLUYKPIoNG, 1d1aiTepa ae MePIBAAAOVTA OTIOU N
KOTAVOAWGT OUVOEETAL E EIKOVEC EMITUXIOG, amMOdoxNC Kol BeATioong Tou €outol
(Dittmar, 2005; Yeboah & Owusu-Prempeh, 2017). Z10 ¢n@ioko nepiBaAlov, Omou n
oUyKpIon €ival ouveXNC Kal cuxvd €€IDAVIKELMEVN, N CLVAICONUATIKY OUTA

EVOAWTOTNTO EVTEIVETQL.

H avia amoteAei évav akopn Kpiolpo, oAAG oUXVA LTIOTIPNMPEVO, GUVOIGBNUOTIKO
nopdyovta. H tdon npog avia (boredom proneness) oxeticetal pe avénuévn avadrtnon
d1EyEPOANG KOl PEIWMPEVN OvOXH 0Tn cuvaloBnuaTiki adpdvela (Eastwood et al., 2012).
Ot YnQIOKEC ayope, ME TN OLVEXN POr EPEBICUATWY Kal TV ULTOOXEON QPEONC
aVTOPOIBAC, TPOOPEPOUY Eva EUKOAO HMECO QVTIYETWMIONG TN¢ aviac. Qotoco, N
EMOVAAOUBAVOUEVN XPON TNC KATOVAAWGONG W OMAVINGN OTnV avia Jmopei va

EVIOXVOEI TTOPOPUNTIKA KOl KOATOVOYKOGTIKA POTiRa GUUTIEPIPOPAC.

I61aitepn onuaaia €xel Kal n évvola tng negative urgency, dnAadr n Tdon Tou oTOUoU
V0 EVEPYEL TAPOPUNTIKA UTIO CUVONKEC EVTOVOU apvNTIKOU cuvaiaBrjuatog. H negative
urgency £xel avadelxBei wg 10XLVPAC TPOYVWOTIKOC TAPAYOVTaC TOGO0 TNE MOPOPHNTIKAG
000 Kal TNC €6I10TIKAC OUMPTEPIPOPAC, CUUTEPIAAPPBAVOUEVNC TNG TPORANUOTIKIC
XPNong Ynelokwv teXvoAoylwv Kal twv compulsive online ayopwv (Billieux et al.,
2015). Z& TETOIEC MEPIMTIWOEIC, N OYOPOOTIKI) TPAEN OEV AMOOKOTEI 0TV KAALYN

avAyKng, OAAG 0T ypriyopn avoakoL@Ian TN¢ cuVOIBNUOTIKIAG VTOoNC.

H enovaAauBoavopevn EUTAOKK 0€ GUVOITONUATIKA UTTOKIVOUREVT KOTAVOAWGT) UTTOPET
VO 00NyNoel o€ €vav @AUAO KUKAO, OTIOU TO apvnTIKA ouvaloBruoto TPOKOAOLV
OYOPOOTIKI) CUUTIEPIQOPQ, 1N OToia TPOCEEPEL TPOCWPIVI)  OVAKOU@IaT, OAAd
akoAouBeital and evoxeC, OIKOVOMIKN Tiean 1 amoyorjteuon. Ta emokoAouba autd
EVIOXUOUV €K VEOU TO apvNTIKA ocuvaiobnuata, ovédvovtag Ttnv mbavotnta
ENAVOANYNG tN¢ oupmept@opag (Dittmar, 2005). 210 Yn@Iako mePIBAAAOY, 0 KUKAOC
auTOC emITa)VVETal AGyw TNC dlapkKoUC dIABECIPOTNTAC Kal TNG XAUNANC avTiotoong

aTn xpnon.

2UVETIWG, Ol CLVAICBNUOTIKOI TAPAYOVTEC OEV AEITOLPYOUV OMAWC WG CUVOOEUTIKA

OTOIXEIO TNC YNPLOKNC KOTAVAAWONG, AAAX WG BACIKOI UNXOVIOHOI TTOL S1AUOPPWVOLY
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TN ouumePIPoPA. H Katavonon twv emotional drivers gival Kpioiun yio Tnv gpunveia
NG METAPBaONG amo AEIToupyikeC online ayopéC o€ mMOPopUNTIKA 1 €610TIKA poTifa,

10laitepa o€ Atopa pe avgnuévn aUVOIGONUOTIKY EVOAWTOTNTA.

2.6 UX Design & addictive tech (nudging, push, FOMO, one-click)

Ta Pn@iokd TePIBAANOVTO KATAVAAWGNC £X0UV OXESIOOTEI € TPOTIO TIOL EVIOXVEL TNV
duUEDN OTOKPION, TNV MOPOPUNTIKOTNTA Kal TNV aicbnon eneiyovtog. Ma Tov oKomo
auto oa&lomololv pnxaviopoug behavioral design, ot omoiol Bacilovtal o€ oapxEC
WuxoAoyiag, VEUPOETIGTHUNG KAl OIKOVOUIK®WVY TNC CUMTIEPIPOPAC. H apXITEKTOVIKA TwV
emAoywv (choice architecture) amoteAei BepeAiwdn cLVICTWOA TOL YNPIAKOUL nudging,
OTOV 0 OXEOI00MOC UIaC TAOTQOPUOC TPOWBEL CUYKEKPIUEVEC OMOPATELC TOL XPROTN,

oLxVa xwpic o id1og va to avtidappdavetal (Khound & Mishra, 2025).

‘Evag amd Toug To guxvd XpNnaolhoToIoVPEVOUG UNXOVIGUOUC Eival Ta scarcity cues Kal
Ta limited-time offers, Ta omnoia evepyomoloOv VONTIKEC CUVTOPEVTEIC OXETIKEC |UE TOV
@O0 OMWAELAC KL TNV aVAYKN Y1a Guean dpaan. ‘Epeuveg £xouv d€i&el 0TI To nvopoTa
TEPIOPITPEVNG JIABETIUOTNTAC, EIDIKA OTOV EVOWUATWVOVTOL 6 mobile TAATPOPUEC,
auv&dvouy ONUOVTIKA TI¢ TIOavVOTNTEC TAPOPUNTIKAC ayopag (Song et al, 2021).
MapdAANAa, Ta cues KOIVWVIKAG omodelgng (social proof), énw¢ 500 dtopa £xouv 1dn

ayopdaoel, evioxVouv TNV avTIANTTA aéia Kal aioBnaon ac@aAelag.

Ot push notifications amoteAovv €vav amd TOUC TIO 10XUPOUC MNXAVIOHOUC
evepyomnoinonc. H mapeuBoaar] Toug €ival auear), d1I0KOTTOLV TN Por OPACTNPIOTHTWY
Kal GUXVA GUVOEOVTOIL [IE TIPOCWTIOTIOINKEVA UNVUATA 1) time-sensitive mpoo@opeg. H
POOQOTN EpELVa EXEL OEIEEL OTI 0L EIGOTIOINTEIC UTTOPOUV VA OLENTOLY GNUAVTIKA TNV
PGBean ayopac OTAV TO TIEPIEXOUEVO TAIPIALEL PE TIC AVAYKEC 1 TO EVOIOPEPOVTA TOU
xpnotn (Shankar et al, 2016). EmmAéov, Asitoupyolv w¢ €EWTEPIKA triggers TOL
VIOTIOMIVEQYIKOU  OUOTAMPOTOC,  evioXUovtag TIC  TBaVOTNTEC  TOAPOPUNTIKAG

AVTOTIOKPIONG.

To @awvopevo tou FOMO (Fear of Missing Out) amoTeAel KEVIPIKO OTOIXEID OTO
neploodTepa  mepiBaAovta  social commerce. H Poaoikn 6ewpioc tou FOMO
uTooTNPIel OTI Ol XPHOTEC KIVNTOTOIOLVTAl OMG TOV POBO VO XOOOUV KOIVWVIKEG

EUTEIPIEC, TAOEIC 1 €uKalpieg, odnywvtag oe avénuevn xprion social media Kal
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TapopUNTIKN KotavdAwan (Przybylski et al., 2013). 10 mAaic10 Twv online ayopwv,
10 FOMO evioxbetan and real-time counters, live shopping events, kot influencer

TEPIEXOMEVO TIOV TTOPOUTIALEL TNV ayopd w¢ KOIVWVIKO yeyovag (Boerman, 2020).

E&ioou Kpiopog unxaviopoc eivat 1o one-click purchase, To omoio pelwvel SpAcTIKE TO
YVWOTIKO (OPTIO Kal KOTapyei KaBe evdldueao atadio eAéyxou. Otav n avtioToon otn
XPr|oN MEIVETAL, N TOPOPUNTIKOTNTO QULEAVETAL, YIa apxn yvwaTn otn BiAloypogia
w¢ “effort reduction pathway” (Montag et al., 2019). O cuVOLOGPAE ATAOTIOINUEVWV
J1adIKaCIV ayopag Kol TPOCWTOMOINKEVWY GUGTACEWY ONUIOVPYEL Eva TEPIBAAAOVY
OTOU Ol XPNOTeC 0dnyoLVIOL Of QAUESN OpACn, TOAAEC @QOPEC XwPIC TANRPN

OULVEIdNTOTIOINGT TOL KIVATPOUL N TNC CUVETELAC.

H ouvotnuatiky a&lomoinon auTwv TwvV OXEJIAOTIKWY TIPOKTIKWY £XEl 00NYNOEL TN
olyxpovn BiBAloypagia atn d1dKpIon JETOEL OLOETEPOU ) UTIOGTNPIKTIKOU OXEJIACHO0
EUTIEIPIOG XPNOTN KOl TIPOKTIKWV TOU XAPOKTNPidovTol w¢ €010TIKOC 1 XEIPIOTIKOG
oxedlaopoc (addictive i manipulative UX). Zto mAaiolo auto, avamt0ooeTal 1 vvola
Twv dark patterns, dnAadr) oxedI00TIKWY EMAOYWV TOU OTIOCKOTIOUY GTN XEIPAywyNnan
TNC CUUTIEPIPOPAC TOU XPHOTN TPOC OQEAOC TNC TMANTQOPHOG, CLXVA €I BAPOC TNG
autovopiag, ¢ OLVERdNTAG cuvaiveong 1 TNG MOKPOTPOBECUNG €unuEPIag Tou
katavoAwTtn (Gray et al., 2018).

Ta dark patterns dev neptopiovtal o€ TOPATAAVNTIKES TTPOKTIKEG TANPOQPOPNONG, OAAG
evowpatwvovtal Babia atn dour TN EUMEIPIOG XProTh, EMnPedlovTac Tov TPOTO UE
TOV OTOi0 TOPOLCIALoVTal Ol EMIAOYEC, O XPOVOC AMOKPIONG KOl N GLUVOICONUATIKN)
@OPTION TNC Omo@acnc. ZTo mePIBAAAOV Twv online Oyopwv, TETOIEC TPOKTIKEC
TEPIAOPPBAVOLY TNV TIPOETIAOYH ayopwv, TN ducavaioyn EP@Acn OE BETIKEC
TTANPOPOPIES, TNV ATMOKPUYI KOOTOUC O€ YETAYEVESTEPU OTASIN TNE d1OSIKATIOG Kal T
XPrion ouvalebnUATIKA EOPTICUEVNG YAWOOOE TIOL eVIOXVEL TNV aicBnan emeiyovtog
(Mathur et al., 2019).

I610iTEPN onuaadia €XEl TO Yeyovag OTI Ol TIPOKTIKEC AUTEC OEV EVEPYOTIOIONV OTAWC
YVWOTIKEC dlEPYOaTie, AN OTOXEDOLV AUETO GTO GLVAICBNUATIKO KO VEUPORIOAOYIKO
UTOOTPWHA TN OMOPacnC. H Peiwan Tou yVwWOTIKOU KOGTOUC HECW OMAOTIOINUEVWY
diadikaaoiwv (one-click ayopd, amobnkeupéva oToIxEi TANPWUNC) AEITOLPYED O€
OLVOLOCOHO PE TNV OLENON TNC CLVAIGONUATIKNC IEYEPONC, 0ANYWVTOC OE KOTOOTACEIC
OTIOV 1 CUUTEPIPOPA TIpoNyeiTal TNE ouveldnTng a&loAoynong (Montag et al., 2019).
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YO Outé( TIC OUVONKEC, 1N OyOPOOTIK) TPAEn OMOKIA  XOPOKTNPIOTIKA

QUTOMOTOTOINKEVNC OVTIdPOONE 0€ YN@PIOKA epeBiopata.

H Bewpia Tng apXITEKTOVIKNC eMIAoywV (choice architecture) umoatnpilel 0TI 0 TPOTOC
HE TOV OTI0I0 JIAPOPPWVOVTAL Ol ETIAOYEC EMNPEALEL CLUOTNUATIKA TN CUUTEPIPOPA,
aKopn Kot 6tav dev TePlopileTal TUTIKA N eAevBepia emiAoyn¢ (Thaler & Sunstein,
2008). ZT0 YNPIAKO EUTOPIO, N APXITEKTOVIKN QUTH EVIOXVETAIL OTO TN SUVOMIKA @OON
TWV TANTQOPUWY, OTIOV Ta epeBioUATA TTPOCAPHOLOVTOL GE TIPAYUOTIKO XPOVOo HE Bdan
TN CUMTEPIPOPA TOU XPNOTN. H mpoownonoinan 0ev AEITOLPYED POVO W EPYOAEIO
BeAtinong epmelpiag, OAAG KOl WG MNXOVIOUOG TPORAEWNC KOl  TTPOANTTIKIAC
EVEPYOTIOINGNC TN KOTAVOAWTIKIC EMIBUMIAC.

H nBikp didotaon tou UX design €xel OMOTEAECEl OVTIKEIMEVO EVTATIKIC
EMOTNPOVIKAG cL{ATNONG Ta TEAELTAID Xpovia. Epguvntég umoatnpidouv 0TI UTAPXEL
oaQnC OIOXWPIOTIKN Ypauur METOEL persuasive design, TOu aToXeVEL 0NV LTIOGTAPIEN
EVNUEPWUEVWY amo@aoswy, Kol exploitative design, mou aglomolei yVwOolaKEC
adLVapieg Kal ouvalabnuaTikr evoAwTotTnTa (Gray et al., 2018). Z1nv nepimTwaon Twv
online ayopwv, 0 oxedlaoudg cuXVA PETAKIVEITAL TPOG TO OEVTEPO AKPO, 1d10iTEPT OTAV
Ol ETIXEIPNMATIKOI OTOXOl €0TIAJOLV OTN MEYIOTOTOINGN TNC GUEONC METATPOTIG

(conversion rate) avti TNC PIOCIUNG KATAVOAWTIKAG OXEONC.

H ouvexic €kbeon o€ Ynelokd nudges, €160TOINCEIC KAl PNXOVIOPOUC EMEIYOVTOC
dnuIovpyei ouVBNKeC YVWOIOKNC KoOmwaong (decision fatigue), émov n 1KavoTNTa
auTOPPULOUICNC PEIWVETOL ONUOVTIKA. Z€ TETOIO TEPIBAAAOVTA, Ol KATAVOAWTEG €ival
TIO ETIPPETEIC 0€ MOPOPUNTIKEC ATOPACEIC Kol AlyOTEPO IKOVOi va a&loAoyrcouv
poKpompdBeope ouvemeleg (Baumeister et al., 2007). To @avouevo auto eival
1d1aitepa évtovo o€ mobile mepIBaAAovTa, OTOL N XPHON TPAYUATOTOIEITOI CUXVA OF

KOTAOTACEIC O1OOTIAGNC TT(POCOXIC.

H ouvduooTikn Acrtoupyia nudging, dark patterns kon habit-forming UX dnuioupyei
€V0 TTAQC10 OTO OTOI0 N AYOPACTIKH CUUTIEPIPOPE EVOWMATWVETOL OTNV KABNUEPIVN
pouTiva Tou Xprotn. H kotavdAwaon modEl va OMOTEAED PEUOVWUEVO YEYOVOC KOl
HETOTPEMETOL O€ EMAVOAARPBAVOEVN GUVABELD, EVICXVOUEVN OTIO PIKPEC, OAANG GUXVEC
avTapoIBEC. Auth n METAPBOON OMO Tn CLVEIONTH EMIAOYN OTn CLVABEI ATMOTEAEL
KPio1Jo onueio yia Tnv Katavonaon tng €010TIKNAC SUVAUIKNAG TwV PNEIOKWY ayopwv.
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YO autd 1o Tipioua, 0 OXeOIOOMOC TNG EUTMEIPIOC XproTn dev pmopei va Bewpnbei
0UOETEPOC. AVTIBETWC, AEITOUPYEL WC EVEPYOC SIOUOPPWTIC CUUTEPIPOPAC, HE GUETEC
EMMTWOEIC 0TV YUXOAOYIKI) €unuepior Kal TV autovopio tou katavoAwt. H
KATovonan Twv PNXovIoHWY autwv €ival anapaitntn 0xt JOVo yio TNV EMICTNUOVIKN
gpuNVeEio TC WN@IOKNC KAtavaAwong, OAG Kal yia Tnv avamtuén umebuvwv

TIPAKTIKWY OXEJIAGHOU TIOU OEV EVIGXVOULV BI0TIKA POTIB0 GUUTIEPIPOPAC.

TéAog, Ta habit-forming povtéda UX, onw¢ 1o Hook Model tou Eyal (2014), e€nyolv
TWC Ol PNEIOKEG TAOTQOPUEC XTi(OLV KUKAOULC cuvhBslag pEow triggers, actions,
rewards kot investment. ‘Otav autd ta POVIEA GuvOLALOVTOL HE QAYOPOOTIKO
TEPIEXOPEVO, N TIOAVOTNTA OVATTLENG EBICTIKWY 1 TOPOPUNTIKWVY HOTiRwv av&dvetal
onuavTikd. 'Etal, 0 axedlaopdg tov UX dev gival anAwg alobnTikog i AEITOLPYIKOC:

aMOTEAEL EVEPYO TAPAYOVTO TIOU EVIOXVEL TNV YNOIOKN KATAVOAWTIKI] CUUTIEPIPOPA.
2.7 Mpobean Ayopdc & Wnolako Marketing

2.7.1 Purchase Intention — ©€wpnTikd MovteAa

H mpobeon ayopag (purchase intention) amoTeAEl Evav oMo TOUC KEVIPIKOUE OEIKTEC
TPOBAEPYNC TNG KOTOVOAWTIKAG CUUTEPIPOPAG KOl EXEl QATOTEAECElL OVTIKEIUEVO
EKTETOPEVNG MEAETNG 0TO TEdio Tou marketing Kot TNG PuxoAoyiag Tou katavaAwt. H
pOBean ayopdc avo@EPETal 0T YVWOTIKN Kol ouvalobnuatikr mpodlabecn Tou
atopou va Tpofei o€ ayopadTIKr) TPAEN 0TO APECO N GTO PEAAOVTIKO O1OCTNUO. ZTO0
WN@IaKo TEPIBAAAOY N €vwvola OTOKTA 1dlaitepn onuacia, KaBw¢ o1 pnxoviouoi

EMNPENCHOL EiVal APETOL, TPOCWTIOTOINKEVOL KAl GUXVA EVOWUATWUEVOL GTN GUVOAIKT)

eumelpia xprionc.

‘Eva omo 1o mpwTa BewpnTIKG TAGIoI0 TOL GUVOEBNKAY PE TNV TTPOBEaN ayopdc ival
10 Theory of Reasoned Action (TRA) twv Fishbein & Ajzen, To onoio vnoatnpilel ot
N CUUTIEPIPOPA KaBopileTal amd Tnv mPOBean TOL OTOUOU, N OToia YE TN OEIPd TNG
ennpeadeTal amo TI( OTACEIC Kal TOUC UTIOKEIPEVIKOUC Kovovec. H e&EMIEN Tou
povtélou, to Theory of Planned Behavior (TPB), EVOWUOTWVEL KOl TNV AVTIANTTH
OUUTIEPIPOPIKT) EAEYXO, TPOCPEPOVTOC TIO OAOKANPWHEVN KOTOVONon NG WnN@IaKng
OLUTIEPIPOPAC, 10iwg 0€ TEPIBAAAOVTO OTIOL O XPrOTEC £XOLV APESN OUTOVOIQ, OTIWC

ot online ayopéc (Ajzen, 1991).
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Ta POVTEAD TEXVOAOYIKIC QAMOOOXNC AMOTEAECAV EMIONG KOPPIKO onueio yia tnv
gpunveia NG mpobeanc ayopdc oTo NAEKTPOVIKS eumoplo. To Technology Acceptance
Model (TAM) twv Davis kai n enéktaon tov (TAM2, TAM3) tovilouv Tov pOAO TN¢
QVTIANTITAC XPNOIMOTNTOC KOl TNG €UKOAIOC Xpriong otn dlapop@wan TPoBETEWV.
AvdAoya, to UTAUT (Unified Theory of Acceptance and Use of Technology) twv
Venkatesh et al. (2003) vnoypappilel To performance expectancy, effort expectancy,
social influence ko facilitating conditions w¢ mapdyovteg mouv mpoPAETOLY TpdBean
Kal Xprjon. ZT1o oUyXpovo m-commerce, N EQOPUOYH AUTWVY TWV JOVTEAWV EXEL LOXLPN
EUTEIPIKA UTIOOTAPIEN, KABWC Ol XproTEC AauBavouv ano@dcel; o€ TeEPIBAANOVTA

LYNARG TOXLTNTAC Kal EAAXIOTNC YVWOTIKAG TPOOTIABEIOG.

E&ioou onuovtiko BewpnTiko unoBabpo anoteAei to Stimulus—Organism—Response (S-
O-R) Model, oOppwva pe 10 omoio ta €&wtepikd epebiopata (stimuli), OmMwC
oXedIAoTIKA oTolxEin, epeBiopata  emeiyovto¢ 1 PNVOUOTO  TPOCWTOMOINGNC,
EMNPEALOLY TIC E0WTEPIKEG KOTAGTACEIC TOU KOTOVOAWTN (organism), odnywvtag o€
avtidpaon (response), OMw¢ n mpobean ayopdq. H mpocéyylon autr e@apuoleTal
EKTEVWC OTN PEAETN Twv digital triggers, Twv visual cues, Kal Twv scarcity messages
Tou ouxvd kabopilouv online cuumepipopéc (Mehrabian & Russell, 1974 Song et al,
2021).

EmimAéov, n Bewpia ene&epyacio¢ tou unvopotog, Elaboration Likelihood Model
(ELM), vumootnpidel 0Tl Ol KOTAVOAWTEG EMNPEGLOVTAl HECW KEVIPIKNC N
TEPIPEPEINKAE 0000. 2TO Yn@PIoKO marketing, n mepIPEPEIOKT) 0d0¢, N omnoia Baciletal
g€ yPryopa, cuvaloBnUaTIKA cues OTwg To design, n aiodnTikn, o influencer kol ta
epebiopata emeiyovtog, QaiveTal va EXEl PEyaALTEPN EMidpOCN OTNV TPOBETN ayopdc,
KaBW¢ o1 Xpr)oTeg oTaviwg eUNMAEKovTaL o€ Babid emegepyaaia Tou mepiexopevou (Petty
& Cacioppo, 1986).

€ MOVIEAO €10IKO TIPOCOPHUOCHEVO OTO NAEKTPOVIKO €EUTOPIO, Ol TOAPAYOVTEC
EUTIOTOOLVNC Kal avTIAaUBavopevou piokou mailouv Kpiotwo poAo. H BipAloypogia
EXEL OEIEL OTI N eUMICTOCLVN TIPOC TNV TANTPOPUA, TNV TEXVOAOYIO KO TOUC TIWANTEC
anoTeAei Baaikd 0dnyod atnv mpdBean ayopag, 1d1aitepa o€ MEPIBAANOVTA OTIOU LUTIAPXEL
uPNAR afeBatotnta A mMAnpo@oplokn acuupetpia (Gefen, Karahanna & Straub, 2003).

Tautoxpova, N eMidpaacn Twv cuVOIoONUATIKWY GTOIXEiWV Eival To évtovn ata mobile
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nepIBAAAoVTQ, OTOU N TPOCRACIKMATNTO KAl 01 OTITIKEC EVOEIEEIC EVIaXLOLY Ta affective
heuristics (Zheng et al., 2019).

I810iTEPN ONuOGia €XEL N EVOWHPATWON HOVTEAWVY OMWC To Consumer Decision Journey
Kal 1o Fogg Behavior Model, ta omoio €0Tiddouv 0TOV POAO TV UIKPWY, AUECWY
triggers mou UMOPOLV va TUPOAOTHCOUV GUUTEPIPOPES OTOV N KIVNTOTOINGn Kat n
EUKOAIQ xpriong Bpiokovtal g 10oppoTia. ZTo YnEloko mepIBaAAov, 6mou Ta nudges,
Ol €I100TIOINCEIC KOl N TPOOWTONOoINGN €ival ouvexr), TO POVIEAD OUTA QMOKTOUV

1810itePn EpUNVELTIKN 10XV (Fogg, 2009).

ZUVOAIKA, n Bewpia ¢ TPOBeang ayopdg ato Ynelakd marketing otnpiletal o€ éva
TIAEYMO WUXOAOYIKWVY, TEXVOAOYIKWV Kal KOIVWVIKWV TIAPAYOVTWY TIOU SI0HOPPWVOLV
TIC AVTIANWELC, TIC CLVAICBNUOTIKEG AVTIOPACEIC KAl TIC GUUTIEPIPOPEC TWV XPNOTWV.
To clyXpovo €PELVNTIKO EVAIOPEPOV ETIKEVIPWVETAL OAO KOl TIEPICTOTEPO GTOUG
OLVALACHOUE OUTWV TWV HOVTEAWV, KOBWC KOVEVA PHEPOVWUEVO BEWPNTIKO TIANIGC10 dEV

EMAPKEI y1a va eENyNOEL TNV TOAUTIAOKOTNTO TNC WNPIOKIC GUUTEPIPOPAC,.

2.7.2 MpoadlopioTikoi Mapayovteg e Wnolaknc Mpdbeang Ayopdc

H npobean ayopdc aTo Yn@ioko mepiBAAAoY eMNPEACETOL OTIO VA GUVOAO YVWOIAK®WY,
CLVAICONUATIKWY Kal TEXVOAOYIKWVY TIOPAYOVTWY TIOU SIOKOP@OVOLY TNV avTIAnYn, To
Kivntpa Kol TN CGUMTEPIQPOPIKY OAMOKPION TOU KOTAVOAWTH. Z€ ovtiBeon HE TIC
TOPOOOCIOKEC aYyOopPEC, OTIOL Ol AMOPACELG Eival CUXVOTEPO CUVEISNTEC Kal AlyOTEPO
EPEBIOTIKEG, TO NAEKTPOVIKO Kol mobile TEPIBAANOV EVIOXVEL PNXOVIOUOUE QPEDNC
EVEPYOTIOINGONC, TPOCWTIONOINCNG Kal GUVAIoONUATIKAG EMIpporC. Ot TPoadIopIoTIKOI
TOPAYOVTEC TNE YNPIOKNC TPOBEaNC ayopdc eival TOALOIACTATOL KAl OAANAETIOPOLV,

ennpeadovtog Tn 610dpopn and 1o evOINPEPOV EWC TNV TEAIKI) OTIOQACT).

‘Evag omo toug BepeMwdeic mopayovteg sival n avuAnmty o&ia (perceived value), n
omoia S10UOPPWVETAL amd TN oXEon YETAEL TPOTOOKWUEVWY 0QPEAWY KOl KOGTOUC TNC
AYOPAOTIKNC TPAENC. ZTO YN@Iakd TAaiolo, n avTIANTT o&ia emnpedletal amo v
TOXOTNTO, TNV TPOCRACIYOTNTO, TIC TPOCQPOPEC TEPIOPICUEVOL XPOVOL KOl TNV
npoownonoinuevn eumelpia (Lamberton & Stephen, 2016). Oco vynAdtepn €ivat n

avTAnmtr a&ia, 1600 10XVPOTEPN YiveTal N TPOBean ayopac.

ATIO TOULG CNUAVTIKOTEPOULC TIOPAYOVTEC EIVAL KO N EUTIIOTOGUVN. MEAETEC £XOLV OEIEEL

0Tl N EUMIOTOO0VN TIPOC TNV TAOTQOPUA, TOV TIWANTH Kal TO GUOTNPA TANPWHWV
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AEITOLPYEl WG KOTOADTNG yla TNV TAPOXH TPOCWTIKWY TANPOPOPIWV Kol T AQYn
AyOPACTIKWVY OMOQACEWY, PJEIWVOVTOG TO avTIAauBavouevo pioko (Gefen et al., 2003).
AuTOC 0 mapdyovTag sivar 1d1aitepa Kpiolpo¢ aTig mobile ayopéc, omou n taxvTNTa
OLVOANOY®WV KOBIOTA TN dladIkacia TEPICCOTEPO AUTOUATOTIOINUEVN KOl AlyOTEPO

EAEYXOUEVN ATO TOV XPNOTN.

H mpoowmnomoinan (personalization) kat n texvnT vonuoolvn amMoTEAOUV TAEOV
KEVIPIKO d&ova Twv YPnolokwv Tta&idlwv Tou  KoTovaAwt. H mpooapuoyn
TEPIEXOUEVOL OTIC OVAYKEC KOl TIPOTIMACEIC TOU XPNOTN evioxLel Tnv aicbnon
OIKEIOTNTOC KOI PEIWVEL TN YVWOTIKA TTPOCTABEIN, OLEAVOVTAC TNV TIBAVATNTA APETNC
ayopdq. H BiAloypagia avadelkvlel OTI N TPOCWTOTOINGN AEITOVPYE WG POPPN
Pneloknc metbolg, 1diaitepa dtav auvdudletal pe g16omoInael push mou tovidouvv v

EMKAIPOTNTO N TNV OMOKAEIOTIKOTNTO Piog TPoo@opdc (Shankar et al, 2016).

‘Evag GANOG KOBOPIOTIKOC TapdayovTag €ival n ouvolobnuaTiK €UTAOKY). MEAETEC
€xouv d€i&el 0TI Ta Pnelokd epIBaAAovTa eviaxLouv tnv affective processing, dnAaon
TNV ene€epyaaio TANPOQoPIwV PE BAan To cuvaicbnua Kat ox1 TN Aoyikr (Zheng et al.,
2019). H mpowBnan péow €IKOVWY LPNANC aloBNTIKAG, o1 EMIPPOEC amo influencers, n
HOUCIKN, TO XPWMOTO KOl N ypriyopn €&VOAAQyr) TEPIEXOPEVOU ONUIOUPYODV Eva

TePIBAAAOV Tou avédvel Tnv emibupia Kat TNV TPOadoKia avTapoIPrC.

Id1aiTeEpa oNUOVTIKO POAO TaiCoUY TO scarcity Kal urgency cues, Ta OToia EVIoXV0LV
TNV 0iocbnon emeiyovto¢ Kol MEIWVOUV TO XPOVIKO TAPABupo TNC YVWOTIKIC
enegepyaaiac. Ta pnvouaTa TEPIOPICUEVOL XPOVOU, Ol EI00TOINCEIC YIa “Aiya TEUdXIO
dlaBEoIPa” Kal Ol PETPNTEC OVTIOTPOENC METPNONG €xouv amodelxBei ot avédvouv
ONUAVTIKG TNV TTPoBean ayopdc, 1diaitepa atic mobile mAat@opueg (Song et al, 2021).
AUTA Ta cues evepyoTololy Tov @opo anwAetag (FOMO), 0dnywvtac o€ TAPOPUNTIKEC

AMoQACEIC.

Eminpoobeta, o1 mOpAyovtel KOIVWVIKAC EMIPPONC EMNPEALOLY KOBOPIOTIKA TN
dlapopewaon tng mpobeanc ayopdc. Ta social proof signals, 6mw¢ ot agloAoynoelg, ol
KPITIKEC, Ol aplBpoi ayopwv Kol n dNUOTIKOTNTO €VOC TPOIOVTOG, AEITOUPYOUV WG
1oXUPEC evdeigelc a&lomaTiog Kal moldtnTog. Ot influencers, yEow TNG MAPA-KOIVWVIKNAG
0X€0NC TIOL AVOMTOOCO0ULVY JE TOLG aKOAoLBoUC, Emnpedlouy Ty TPdBEan ayopdc TOC0
g€ OLVAIOBNUOTIKO 000 KOl 0€ YVwOolaKO eminedo (Boerman, 2020- Goswami &
Ranawat, 2025).
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TENOG, N €uKoAia xpriong (ease of use) Kal n €ukoAio cuvaAlayrg (transaction
convenience) amOTEAOUV KPICIPOLE TEXVOAOYIKOUC Tapdyovtec. H duvatdtnta one-
click ayopdc, n amAGTNTa GtV TAOHYNGN KOl N OPOAT EUTIEIPIO XPrOTN PEIWVOULY Ta
EUTIOBIO KOl EVIGXVOUV TN CUUTIEPIPOPIKT) TPABEDT. Ta HOVTEAX ATOJOXIC TEXVOAOYIOC
(TAM, UTAUT) emBeaiwvouy T onuacia autwv Twv TOPOPETPWY 0T SIaUop@wan

NG MpdBeang ayopdc.

ZUVOAIKA, N TipoBean ayopdc oto Yn@lakd TEPIBAAAOV SIAUOPPWVETAL OTO TNV
OAANAETIOPACT  YVWOIOKWY, OLVAIGBNUOTIKWY, KOIVWVIKWY  Kal  TEXVOAOYIKWV
TOPAYOVTWY, Ol OTI0I0l AEITOLPYOUV EVIGXUTIKA KOl GUXVA OCUVEIdNTO, 0dNywWVTaC 08

auv&nuevn mBavotnTa APNnE APESNC AYOPACTIKNE OMOQOCNG.

Ev KaTOKAE€iOl, OmMw¢ pmopei va yivel kotavontd, To BewpnTikG TAQIGI0 TOL
TOPOUCIACTNKE GUUBAAAEL OTNV KATAVONGN TOU TPOTIOU HE TOV OT0I0 N Yn@lakn
TEXVOAOyia, Ta YuxoAoylkd KivnTpa Kol o1 oUyXpoveg TPOKTIKEC TEIBO0G
GLVAIAPOPPWVOLY TOGO TOV PNEIAKO 610G 000 Kal TNV TPoBean ayopds. H avaiuaon
avEDEIEE OTI N KOTOVOAWTIKI) GLUUTEPIPOPA aTo online mePIBAANOV devV aTOTEAEL TAEOV
HIO YPOUUIKY) d1adIKOaia, aAAG €va GUVOETO AMOTEAEGHO OAANAETIOPACNE YVWCIAK®WY,
OLVAICONUATIKWY KOl  KOIVWVIKWY TIOPAYOVTWY, EVIOXUUEVWY OTO  OXEQIOOTIKEG
TIPAKTIKEG TIOU EMIBIKOLV (ApECN €vepyomoinan. H mpooéyylon autr) Kobiotd
anapaitnTn Pio €PELVNTIKY OlEPELVNCN TOU GUVOUALZeEl YUXOAOYIKOUG OEIKTEC,
behavioral data kol texvoAoyika epebiopota, wote va Katavonbei o€ Badoc mwe ol
XPNOTEC SIOUOPPOVOLY TNV TACN Yia ayopd pEoa ae MEPIBAAAOVTO LYNARC WNPIAKIC
d1Eyepang.

2.8 ZuvaioBnuotiki Avtapolfry kat Katavoiwon (Emotional Reward & Self-Reward

Consumption)

H €vvola ¢ ouvaiobnuatikng avtapolPrc (emotional reward) otnv KATAVOAWTIKY
CLUTIEPIPOPA OVAPEPETAL GTN XPrON TNG AYOPACTIKIC TPAENE WC METOUL TTAPAYWYNC
BeTIkwv ouvalaBnudTwY, avakolEIoNC amo SUCPOPIKEC KATAGTACEIC ) Evioxuong TN
auvtoavTiAnyng. Ztn olyxpovn BiBAloypagia, n KatavaAwon dev avTIhETWideTal
QMOKAEIOTIKA ¢ EPYOAEI0 KAALPNG AEITOUPYIKWY OVOYKWVY, OAAG ¢ WUXOAOYIKT)
OTPOTNYIKI PUBKIONG cuvalaBruaToC Kal avToemPBpaBevanc (Dittmar, 2005).

H Bewpia tn¢ self-reward consumption umoatnpilel 0TI Ta dtopa TPoPaivouv ae ayopES

TIPOKEIMEVOLU VA «OVTAMEIPOLUV» TOV €AUTO TOUC Yia TPOoTdBeld, Ayxo¢ N
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ouvaloBnuatiky mieon. Ol ayopeg AuTEC GUXVA OEV GUVOEOVTOL HE OVTIKEIPEVIKI)
avaykrn, OANG HE TNV TPOCOOKIa OeTIKAC ouVOIOONUOTIKAC €EUTEIpIOG, OTWC
guxapiotnan, evBoualaoud r mpoowpivn BeAtinan tng di1dbeang (Mdller et al., 2012).
H ayopaoTikr) mpdén AEITOUVPYEi £T01 WC APETOC UNXOVIOHOE OVTAUOIBAE, 101aiTtepa o€

TEPIOO0OULC YUXOAOYIKNC KOTIWANC,.

2€ VELPOPBIOAOYIKO ETIMEDO, N GUVAITONUATIKA OVTAUOIBN TNG KATOVAAWGNC CUVEETAL
AUET e TN AEITOLPYIa TOL VIOTAMIVEPYIKOU CUCTHUOTOC. ZUH@WVA PE TN Bewpia ¢
incentive-sensitization, n vtomapivn 0gv OXeTi(eTol POVO PE TNV EUTEIPIQ
guxapiotnong, OAAG Kupiwg pe TV évtaon Tn¢ embupiag kar ¢ MPOGdOKIaC
avtopolpric (Berridge & Robinson, 2016). H mpoopovA ¢ ayopdc, n avagovh
ToPOAOPNC Kal N QovIOoIoK TPOBOAN NG XPriong Tou TPOIOVTIOG EVEPYOTIOIOLV TO
oLOTNUO avtapoIBng, evioxbovtag Tnv embuyia Kai Tnv mapoppnTikotnTa (Volkow &
Wise, 2005).

210 PN@IOKO TEPIBAAAOY, O UNXavIopoi autoavtapolPrc evioxbovtal onuavtikd. Ot
online ayopé¢ mPoo@EPOLV GEDN TPOGRaaT), TaxLTNTA Kal XAUNAO YVWOTIKO KOGTOC,
EMTPEMOVTAC OTO GTOMO VO PETARET ypriyopa amd To auvaiadnua otnv mpd&n. MeAETEC
€xouv Ogi&el 0TI N CLVAICONUATIKA UTIOKIVOURIEVN KATOVAAWGT EUQAVIZETOL CUXVOTEPD
oe mobile kot social commerce mepiBdAAovTa, 6mou n dladikagia ayopdg Eival
QMAOTIOINMEVN KAl GUVOEETAI PE EVTOVA OTITIKA Kal guvalaBnuoTika epebiopata (Zheng
etal., 2019).

I81aitepn anuaaia €xel n évvola ¢ mood repair consumption, cOP@WVA e TNV OToIx
Ol KOTOVOAWTEC XPNOIMOTOIO0V  OYyOpPEC YIO VO OVTIMETWTIOOUV  OPVNTIKEC
OLVAIOBNUOTIKEC  KATAOTACEI,, OMW¢ dyxo¢, Movo&ld 1 avia. H mpoowpivn
OLVAICONUATIKY AVOKOV@IOT) TIOU TIPOKUTITEL OO TNV AyopPd AEITOUPYEL WC EVIOXUTIKOC
PNXaVIOPOC, auédvovTag TV meavotnTa enavaAnyng e cuumepipopdc (Darrat et al.,
2016). Qatdoo, n avakoL@ion auTh givarl BpaxLPia Kot cuXVAa 0KOAOULBEITOL AT EVOXEC
1l OIKOVOMIKI] TEON, OTOIXEIO TOU OULVOEETOL PE TNV AVOTTUEN KOTOVAYKOOTIKWY
potiBwv (Dittmar, 2005).

H Unelok OpXITEKTOVIKN TWV Oyopwv EVIEIVEL TEPAITEPW TN CGUVOICONUOTIKA
didotaon ¢ avtauolBAC. E100moINCEIC, TPOCWTONOINUEVEG TIPOTACEIC KOL UnvOuaTa
QMOKAEIOTIKOTNTAC dNUIOLPYOLV Eva TEPIBAAAOV GUVEXOUC TIPOCGOOKIOC avTauoIpnC,

OTOU N KATOVAAWGN BIWOVETAl w¢ BETIKO yeyovog avedptnTa omo TNV TPAYUATIKI)
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Xpnowotnta tou mpotovtog (Alter, 2017). H KoTOvAAWGN WETOTPEMETON £TO1 OF
EUTEIPIO CLVAICBNUOTIKAC EVIOXUONG, HE XAPAKTNPIOTIKA TOU TTPOCEYYi{ouV LOPPEC

CUMTIEPIPOPIKIC EEAPTNONC.

2 UVOAIKA, N cuUVOISONUOTIKE AVTAUOIPH) OMOTEAEL KPIOIUO EVWOIOAOYIKO KPiKO HETAED
UN@IOKOL  OXEJIOOMOU, CUVOICONUATIKWY OVOYKWV KOl €0I0TIKNC OyOPATTIKNC
OUMTEPIPOPAC. H KaTtavanan tng KOTaVAAWONE w¢ UNXAVIOHOU autoavTopolPc ival
anapaitnTn ya v gpunveia twv olyxpovwv HoTifwv online ayopwv, 1d1aitepa o€
TePIBAAAOVTO TIOU €ULVOOUV TNV GUEDN, EMAVOAOUPAVOUEVN KOl CUVOICONUATIKA

QOPTICHEVN KOTAVOAWGN.

2.9 Yrokelpevikn Epmelpia Online Ayopwv (Subjective Online Shopping Experience)

H umokelpevikni eumelpia twv online ayopwv (subjective online shopping experience)
AVOQEPETAL GTOV TPOTIO JIE TOV OTI0IO0 Ol KATAVAAWTEC avTIAauBavovTal, a&loAoyouy Kal
Blvouy GUVOAIKA TNV OyOopPOCTIKI 61001KOCI0 0TO YN@IoKO TEPIBAAAOY. H eumelpia
autr 0ev TEPIOPIETal OE AEITOUPYIKEC TOPAUETPOUC, OTIWC N TAXUTNTA A N EVKOAIa
XPNoNE, OAAG TEPIAAMBAVEL YVWOIAKES, CUVOICONUATIKEG KOI OVTIANTTIKEC O100TACELS
TIOL JIAPOPPWVOLY TN CUVOAIKN OTAGT TOL XPNOTN anevavtl atnv online KaTavAaAwan
(Lemon & Verhoef, 2016).

21 olyxpovn PBiBAloypagia, n eumelpia katavoAwtr (customer experience — CX)
opiletal w¢ 10 GUVOAO TWV QVTIOPACEWY TOU ATOMOUL TPV, KOTA KOl WETA TNV
ayopaoTIKN) O10dIKOCi0, Ol OTOIEC TPOKUTITOLV and TNV AAANAEMIOPACT) TOU ME TO
WN@LaKO TEPIBAAAOV, TO TIPOTOV Kl TO EUPUTEPO KOIVWVIKO TAaia1o (Lemon & Verhoef,
2016). ZT10 NAEKTPOVIKO EUTOPIO, N EUTEIPIO AUTH Eival 0€ PEYAAO BABUO UTIOKEIHEVIKT)
Kal EMNPEAETOL OTO AVTIANWEIC OTIWE N OCQAAEI CLUVAAAQYWY, N avTIANTITA aéia, N
EUTIOTOCLVN TPOC TNV TAATPOPHO Kal 1 aigbnan 0TI To TPOIOV AVIOTOKPIVETOL OTIC

TIPOOWTIKEC OVAYKEC TOU KatavaAwtr (Gefen et al., 2003).

H avuAnmti aéia (perceived value) anoTteAei BaoIKO GUOTATIKO TNC UTOKEIUEVIKNAG
eumnelpiag online ayopwv. ZOP@Wva Pe T BIBAIOYpaAQia, 01 KOTOVAAWTEC OEIOAOYOUV
TNV EUTEIPIN TOUC e BAON TNV 100PPOTIA PETOED TWV TPOGIOKWHUEVWV OPEAWVY Kl TOU
QVTIAQUBOVOUEVOL KOOTOUC, TO OT0i0 OV TEPIOPIeTal YOVO OTO XPNUATIKO KOOTOC
OAAG TIEPIAOPBAVEL Kal YVWOTIKOUE, XPOVIKOUC KOl GuVOIoBNUOTIKOUG TAPAYOVTES

(Lamberton & Stephen, 2016). Otav n eumelpia yiveTat avtAnmtr wg O€TIKA Kol «o&ilel
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TOV KOTIO», €EVIOXUETal TOOO n TpoBeon emavdAnyng tng ayopdc¢ 0600 Kal n

oLVAICBNUATIKY EUTAOKN.

‘Evag akOpn Kpioluog mopayovtag €ival n avTIANTT 0o@AAEI0 Kol EUmioToolvn. H
eumioToolvn oTIC online ayopeg €xel ouvdeDel emaVEIANUUEVD UE  BETIKOTEPN
UTIOKEIJEVIKI) EPTEIPIa, KOBWC PEIWVEL TO AyXOC Kol TNV aBeBaloTnTa mou cLVOdELOLY
N 610d1kaaia mAnpwung kat mopddoong (Gefen et al., 2003). Ze mepiBdAAovta mobile
commerce, OTIOU N OyOPOOTIKN TPAEN €ival Taxeia Kol cuxvd ouTOPATOTOINUEVN, N
aiobnon ao@aAelog Asitoupyei w¢ mpolmobeon yio TNV omodoxn Kal T BETIKN

a&loAoynan tng eumelpiac.

H ouvaiobnuatikn didatacn ¢ epnelpiog mailel e€ioouv KaBoPIOTIKO POA0. EpeuveC
deiyvouv OTI o1 online ayopéc ouxvd Blovovial wW¢ €LXOPIOTN dPOCTNPIOTNTA,
TPOCPEPOVTOE  cuvalobApaTa  evBoucloopol, avakoL@EIoNG 1 IKAVOoToinang,
ave&dpTNTa amd TNV OVTIKEIPEVIKA XPNOIUOTNTO TOu TPOIdvtog (Zheng et al., 2019).
AUTH N oLVaICBNUOTIKA €UTIAOKI EVIGXVEL TN GUVOAIKI) UTIOKEIUEVIKN EUTIEIPIO KOl
UTopEl va 0dNyroel a€ avgnuévn GLUXVOTNTA AyopwV, IBINITEPO OTAV CLVOVALETOI UE

TPOCWTOTOINMEVA EPEBICUOTA KO EVKOAEC Sl10dIKATIEC ayOpPdcC.

EmmA&ov, n avtiAnyn 0TI Ta mpoiovta mou poBaAAovtal online avtamokpivovtal oTIg
TIPOOWTIKEG AVAYKEC KOl EMBUUIEC TOL KATAVAAWTI) EVIOXVEL TNV aicbnon TalTiong Kal
EAEYXOUL. H Tpoowomnoinon mePIEXOPEVOL PECW OAYOPIBUIKWY GUOTACEWY UTOPEI va
EVIOXVOEL TN BETIKNA EPTEIPIN, AAAG TAUTOXPOVA VO PEIWOEL TN CUVEIdNTH 0EI0A0YNON
NG ayopdc, 0dNywvTag a€ TIO TOPOPUNTIKEC ano@aacel (Montag et al., 2019). ‘Etol, n
UTIOKEIJEVIKI] EUTEIPIO AEITOUPYE WC EVOIAPECOC MNXOVIOHOC METOEL Wn@lOKoL

OX€J1AGHOU Kl AyOPACTIKIC CUUTEPIPOPAC.

ZUVOAIKA, N UTIOKEIMEVIKN EUTEIPia TwV online ayopwv OMOTEAEL Kpioluo mapdyovta
Katavonang tng olyxpovng Wnelakrc KatavaAwong. H BETIKN i} apvnTikn a&loAdynon
NG ePTEIpiag dev eMnNPEGlEl HOVO TNV TPOBECN ayopPdc, OAAG Kal TN cUVOICONUOTIKNA
OXEON TOUL XPNOTN ME TNV KOTOVAAWGN, dNUIOLPYWVTOC TIC TPOUTOBETEIC EiTE yIa
umEDBLVYN XpPrioN EiTE yia EMAVOAABAVOUEVA, TAPOPHUNTIKA Kal EVIOTE €010TIKA pOTiRa

OLUTIEPIPOPAIC.
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2.10 Influencer Marketing, Kovwvikr) ETiippor Kot Zuvaiodnuatikr Taotion

To influencer marketing amoteAei £vav amo TOUG IO IGXVPOUE UNXAVICHOUE KOIVWVIKIC
EMPPONC 0TO OLYXPOvo YNEIOKO TEPIBAANOY, emnpedlovtac Oxl HOVO TNV TPOBean
ayopag, aAAd Kol T guVOIgBNUOTIKY) EUTAOKI] TWV KATOVOAWTWY. Z€ aVTiBETN WE TIG
TOPAdOCIOKEC HOPPES dlagrpiang, ot influencers AITOLUPYOUV WG «KOIVWVIKA OIKEIE»
@1yoLPEC, UE TIC OTOIEC 01 XPrOTEC OVATTUCO0OUY TIAPA-KOIVWVIKEG OXEOEIC (parasocial
relationships), dnAadr Yeudo-G10MPOCWTIKOUE OECUOUE TIOU Xapaktnpilovtal amo

aigbnua oIKEIOTNTOG, EUTICTOCUVNG KOl GUVOIGONUOTIKAG obvdeanc (Boerman, 2020).

H Bewpia ¢ KOIVWVIKAC EMIPPONC LTOOTNPICEL OTI N CUUTEPIPOPA TWV OTOUWV
dlapop@wveTal Péoa amo OI0dIKOOIEC CUPHOPPWANE, TAUTIONG Kal E0WTEPIKELONG
KOIVWVIK@WV TPOTOMWY. 210 TAaiclo tou influencer marketing, n TO0TION
(identification) mailel KaBopIOTIKO pOAO, KOBWC 01 KATOVOAWTEG dev emnpedlovTal
HOVO OTIO TO PrVUMA KABoUTO, aAAd OmO TNV €1KOVA, TO lifestyle Kal Tnv TpoowmIKOTNTA
Touv influencer. Otav o xpnotn¢ avtihopPdavetar Tov influencer w¢ «opolo» 1
«EMOVUNTO TPOTUTO», OULEAVETOL N TIBAVOTNTA LIOBETNONG TWV KOTOVOAWTIKWY

TPOTAcEWY Tou TpoBaAiovtal (Rook & Fisher, 1995).

H ouvaioBnuatikn talTtion eviaxVETal 1010ITEPO PHECW OMTIKOD TEPIEXOUEVOL, OTIWC
haul videos, unboxing kot livestream shopping. To TEPIEXOUEVO AUTO OEV IAPOUCIALEL
amAWC  TIPOTOVTO, OAAG  a@nyesitol  ePMEIpieg, ouVAIOBAUOTO KOl OTIYMEC
KOBNUEPIVOTNTOC, METOTPETOVTOC TNV KOTOVAAWGN 0€ KOIVWVIKO Kal guvoIgOnUaTIKO
yeyovoc. ‘Epeuvec €xouv O€i€el 0TI N OMTIKA a@rynon au&Avel TNV EUTAOKN Kol ThV
aiobnaon auBevTIKOTNTAC, EVIOXVOVTAC TN CLVOICONUATIKI) GUVEDT TOU XPrOTN UE TO

npoiov kat tov influencer (Goswami & Ranawat, 2025).

ZNUOVTIKO oTolxeio TG emippor¢ Twv influencers gival Kai n KOAAIEPYELD KOUATOUPAC
AUTOOVTOMOIPNG, OTIWC EKPPALETAI PETT OTIO aPNYNOEIC TOTOL “treat yourself” i “you
deserve it”. O1 a@nynoelC OULTEC VOUIUOTOIOUV TNV TOPOPUNTIKI KOTOVAAWGT),
napoualdlovtac v ayopd w¢ MPAgn @POovVTIdag Tou €AUTOU Kal GLVAICBNUATIKNAC
amokaTaotoonG. H TPoogyyion auTh OLVAEETOl OueEca Pe TN Bewpio NG
oLVAICONMUATIKAC KOTOVAAWONG KOl EVIOXVEL TNV TOAVOTNTA EMAVOAAUBAVOUEVWV

ayopwv mou 0gv PBaailovtal ag Aertoupyiky avaykn (Dittmar, 2005).

EmmnAéov, ot influencers Aeitoupyolv w¢ QOPEIC KOVwVIKNC amodelgng (social proof),
KaBW¢ N dNPO@IAIQ, 0 apIBPOC 0KOAOVOWVY Kal N aAANAETIOPACT) UE TO KOIVO EVIOXVOUY

36



TNV avTIANTTH a&loTIOTia TV TPOTACEWV TouC. H KovwVIKN emIBERainan PEIOVEL TO
AVTIAQUBOVOUEVO pioKo Kal OLEAVEL TN CLVAICONUATIKI) O0QPAAEID TOU KATAVOAWTH),
10laitepa o€ Pn@IoKda TEPIBAANOVTO OTIOU N QUOIKK ETMAQ PE TO TPOIOV ATOULCIALEL
(Boerman, 2020).

210 MAQICI0 TNC YN@IaKAE KatavaAwaong, n emppon Twv influencers dev meplopidetal
otV TPOBean ayopdc, OANG EMEKTEIVETOL OTN JIAUOPPWAN GUVOITONUOTIKWY
TPOCOOKIWY avTauoIfic. H ouvexng €kBeon o€ mePIEXOPEVO TIOU OULVOEEL TNV
KOTAVOAWGT PE EVTUXIO, ETITUXIO 1) KOIVWVIKI) amod0oxr) MMOpPEL va evioxVoel 010TIKA
potifa, 1dlaitepa og Atopa pe avénuévn ocuvaloBnuatiky evoAwtotnta. ‘Etol, T0
influencer marketing Aeitouvpyei w¢ KAtaAUTNG TOU GUVOEEL KOIVWVIKN ETMIPPON,

oLVaICBNUATIKA TAUTION KOl TOPOPUNTIKN 1 €B10TIKA online ayopaaTIKY) GUUTEPIPOPA.

ZUVOAIKA, N PEAETN Tou influencer marketing péoa amod 1o Mpioua TNG KOIVWVIKAG Kal
OUVOIOBNUATIKAG EMIPPONC €ival KPiaIun yia TV Katavonan tg alyxpovng Yn@lokrg
KatavoAdwonc. H ouvalobnuatikr) olvoeon pe toug influencers, n tadtion Kai n
KOWwVIKN emPBefainon dlogopewvouy €va  TEPIBAAAOY OTOU N AyOPaCTIKA
OUMTEPIPOPE ATOKTA EVTOVO GLVAIGONUATIKO XOPOKTNPA, EVITXVOVTAC TNV TIBAVOTNTO

TIOPOPHNTIKWV KOl ETOVOAHBAVOUEVWY OyOPWV.

Kepdahaio 3°: MebodoAoyia

3.1 EpeuvnTIKOg Zxedlaouog — Moaootikn Mpoagyyion

H mapoloa HEAETN LIOBETEI TOCOTIKO EPELVNTIKO OXEOIOCUO, UE OKOTIO TN CUCTNHOTIKA
Kal JETPACIKN aMOTUNIWON OTACEWY, AVTIANYEWY KOl GUUTIEPIPOPWVY TIOU OXETIovTal
pe TNV online ayopaoTiKr) dpaoTNPIOTNTO, TN CLVAICBNUOTIKA ovTapoIfr) Kol Tov
Pneokd €B10UG 0NV KOTAVOAWGT. H TOCOTIK) TPOCEYYION KPIVETOL KOTOAANAN,
KaBWC EMITPEMEL TN GUAAOYT) dEO0UEVWV ATO HEYOADTEPO OPIBUO CUUUETEXOVTWV KOl TN
OTOTIOTIKN) EMEEEPYATIO TWV AMOTEAECUATWVY PE TPOTIO AVTIKEIUEVIKO KOl GUYKPICIUO
(Creswell, 2014).

H emAoyr ¢ MOCOTIKNG €peuvag Paciletal aTov OTOX0 TNG MEAETNG va EEETAOEL
OLXVOTNTEC, TOOEIC Kal OxEoel METa&y METOBANTWY, ONMWE OCLVAICONUOTIKOI
TIOPAYOVTEC, PNEIOKA OXeSINOTIKA epediopata Kat mpobean ayopdc indication. Méow
JOUNUEVOV EPWTACEWV KOl KAIMAKWY TUTIOL Likert, ) moooTiKr) u€B0d0C EMITPETEL TNV
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TOOOTIKOTIOINGN A@NPENUEVWY PUXOAOYIKWV EWOIWY, OTWG N TOPOPUNTIKOTNTA, N
guvalodnuatiky avtagolfry kot n ovuAoppovouevn eumelpio online  ayopwv,

dIEVKOAUVOVTOC TN OTOTIOTIKI TOug avdAuan (Pallant, 2020).

H moloTIkiy poagyyian dev eMAEXBNKE, KOBWC 0 OKOTOC TN TOPOLOAC EPELVAC OEV
eival n e1¢ Babog digpelvnon OTOUIKWY APNYNOEWY N BIWUOTIKOV EUTIEIPIQV, OAAG N
YEVIKEVPEVN aMOTOTWAT TPOTUTIWV CUUTIEPIPOPAC a€ €UPUTEPO TTANBUGHO. MapdTi N
TIOIOTIKA £PELVA UTIOPEL VO TIPOCPEPEL TTAOVCIEC TIEPIYPAPEC Kal BabUTEPN KATAVONGN
TWV UTIOKEIYEVIKWY EUTIEIPIWV, OV €ELTNPETEI TOV POCIKO OTOXO TNC TOPOVOAC
MEAETNG, O oToio¢ €0TIAlel OTN PETPNON KOl OTN OTOTIOTIKI) OUYKPION UETOBANTWV
(Bryman, 2016).

2 UVETIWG, N TTOCOTIKI pEBodOAOyia BEwpEiTal N TAEOV KOTAAANAN YIO TN GUYKEKPIUEVN
€peuva, KaBWE TapExel T duVaTOTNTA OVAAUGNC OEDOUEVWV HE TN XPON OTATICTIKWY
ePYOAEiwv, EMTPEMOVTAC TNV €EAYWYN TEKUNPIWHEVWVY CUUTIEPACUATWY OXETIKA HE TA
XOPOKTNPIOTIKA KOl TIC TACEIC TNG WNOIOKNC OyOPOOTIKNC OUUTEPIQOPAC. H
enegepyaaia Twv 6Ed0UEVWV TIPOYLIOTOTIOIEITAL E TN XPrioT TOL AoylopikoL IBM SPSS
Statistics, T0 0omoi0 OMOTEAEI €UPEWG OMOSEKUEVO €EPYOAEID OTIC KOIVWVIKEG Kal

oupmepIQopIkEC emiotrueg (Field, 2018).

3.2 Aciypa Kat Aladikagio AstypotoAnyiog

To deiypa TNG mapoloag EPELVOC EMIAEXONKE PE TN PEBOBO TNG TLXaiaC dElyaToAnyiag,
pE aTOX0 TN oLAAOYH dEBOPEVWY MO GTOMO TIOU TIPAYHOTOTOIoLV online ayopég Kal
XPNOIUOTIOIOVY  PN@IOKEC TANTQOPUEC KaTovaAwonG. H Ttuxaio detypoatoAnyia
Bewpeital KATAAANAN YIO TIOOOTIKEG EPELVEC, KABWC TOPEXEL O OAA TA PEAN TOU
TANBuopoL ion mOAVOTNTA GCUUMETOXNG, MEIOVOVTOC TOV KivVOUVO GCUGTNMHOTIKAG

pepoAnwiac (Bryman, 2016).

H guAhoyn Twv de00PEVWV TIPAYUOTOTOIBNKE ECW NAEKTPOVIKOD EPWTNHOTOAQYIOU,
T0 0moio dlaveunonke d1adIKTUOKA. H emiAoyr) Tn¢ online dlavoung Kpivetal cuufBoTtn
ME TO QVTIKEIPEVO TNG €peuvac, KaBWC amevBUVETal o€ TANBUCUO EEOIKEIWPEVO UE TIC
PnelokéC texvoloyie Kat Tig online ayopéC. MopOAANAG, n XpHon NAEKTPOVIKOU
EPWTNHOTOAOYIOU SIEUKOADVEL TN GUPHETOXN OTOUWVY OTIO SIOQOPETIKEC NAIKIAKES Kal

KOIVWVIKEC OPAdEC, eviaxbovtac Tn dlacmopad tou ogiyuatog (Pallant, 2020).
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To ociypo amoteAeital amd evAAIKO ATOMO, TA OTOi0 CUMMETEIXAV EBEAOVTIKG KOl
avwvupo oty €pevva. Tpwv amd TN CUUTANPWON TOUL EPWTNUATOAOYIOU, Ol
OUMMETEXOVTEC EVNUEPWONKAVY Y1 TOV OKOTIO TNG MEAETNC, TOV EPELVNTIKO XAPOAKTHP
NG Kol TN d1ac@AAICT TNG OVWVUUIAC KOl TN EUTIOTEVTIKOTNTAC TWV OMAVIACEWY. AV
OLAAEXONKOV TIPOOWTIIKA  O€dOUEVO TIOL va  EMITPETOLY TNV TOULTOTOINGN TWV

OUUMETEXOVTWV.

Ta dnuoypaPIKa XOPOKTNPIOTIKA TOu OeiypoToC, OMw To @UAO, N NAIKIa, TO EMiNedo
EKTIOIOELONG KAl N EMOYYEAUATIKY] KOTAOTOON, KATAYPAQNKOV WE OKOTO TNV
TEPIYPAPIKN aMOTOTWAN Tou Oiyuatog Kat TN diepebivnan moavwy S10QOPOTOICEWY
otnv online OyopaoTIKA GUUTEPIPOPE. H avaAuon Twv OnNUOYPOPIKWY CTOIXEIWV
EMITPETEL TNV KOADTEPN KATAVONGOT TNG oLVBeaNC Tou deiyuatog Kal SUPPBAAAEL OTNnV

gpunveia Twv anoteAeoudtwv e Epevvac (Creswell, 2014).

MapdTi n tuxaia delypatoAnyia evioxVEl TNV OVTITPOCWTEVTIKOTNTO TOU OEiyuaTog,
avoyvwpietal 0Tl n xprion d1adIKTLOKIC S10VOUNC UTIOPEL va TIEPIOPITEL TN CUPPETOXN
aTOHWV PE XapnAn Unetokn e€oikeiwar). To atoixeio auTto AapBAvetal umoYn Katd TNV

EPMUNVEIN TV ELPNPATWVY Kol GLNTEITAL OTO CUUTEPACUOTA TNC MEAETNC.

3.3 Epeuvntiko EpyaAcio — Aopn Kai Mepiexdpevo EpwtnuatoAoyiou

Mo ) cuAAoyN Twv d€d0PEVWV TNE TIOPOVCOE TOCOTIKAC £PELVAC XPNOIOTOINONKE
OOUNUEVO EPWTNHATOAOYIO, TO OTIOI0 OXESIAOTNKE e Bdon To BewpnTIKG TAAIGI0 TN
MEAETNC KOl TN OXETIKA O1Ebvry PIBAloypagio yio TNV Yn@loK KAaTavoOAWTIKH
OLUTIEPIPOPd, TNV TOPOPUNTIKN KOl EBIOTIKN) KOTOVAAWGN, TN OLVAICONUATIKN
avtapoliB Kat Tnv mpdbean ayopdc. H xprion d0uNUEVOL EPWTNHATOAOYIOU ETITPETEL
TN CUCTNUOTIKA ATMOTUTWON TWV METORANTWV KOl TN OTOTIOTIKA avOALON TWV

anavtioewv Je Tpomo a&lomiato Kai ouykpiotuo (Pallant, 2020).

To €pWTNUOTOAGYIO amoTEAEITAl amd ENTA PBACIKEC EVOTNTEC, Ol OTOIEC KAAUTITOUY TO
OUVOAO TWV EPELVNTIKWV 0EOVWVY TNG MEAETNC. H mpwtn evotnta mePIAPAVEL
dNUOYPaQIKA OTOoIXEi, OTWC PUAO, NAIKIa, EMMEdD EKMAIdELONE KAl EMOYYEAUATIKN
KaTAoTaon, JE OTOX0 TNV TEPIYPAPIKI) OTOTUTWAN Tou deiypatog Kol T diepelvnaon

mbavwv d10@QopoTolraEwv atnv online ayopaoTIKY) GUUTEPIPOPA.
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H 6e0Tepn evOTNTa AQOPA TN XPron YnPIoK®Y TEXVOAOYIWV Kal T ouxvotnTa online
ayopwv, €0TIadovtag atn xprion smartphone, OTIC GUVABEIEC TIEPINYNONG Kal 0N
OLXVOTNTO TPAYMOTOTOINGNC AYOPWY PECW WNPIAKWY TAATQPOPUWY. H evoTnTa QUTA
AEIToupyei w¢ mAaiolo Katavanong TNg Yn@lokng €EOIKEINGNC TwWV CUUMETEXOVTIWY,
otolxeio mou €xel avadelxbei w¢ Kpiowog mapdyovta¢ otnv online KOTOVOAWTIK)

ouumeplpopd (Ting et al., 2011).

H tpitn evotnta e€etadel TN ouvaloBnUOTIKA avtopolfr) mov cuvdeetal pe Tig online
ayopEC, OIEPELVWVTAC TOV BaBUO OTOV OTOI0 Ol CUPHETEXOVTEC OVTIAAUBAvoVTaL TNV
ayopooTIKN) TPAEN w¢ TNyr euxapiotnong, ovakoLu@iong f auvtoavtapolprc. Ot
EPWTNOEIC TNC evOTNTAC Baacilovtal ae BEWPNTIKEG TTPOTEYYICELG TNC GUVAITONMOTIKAC
KaTavaAwaong Kat ¢ mood repair consumption, Omw¢ €X0UV KATAYPOPEL GTN OXETIKN
BiBAloypagia (Dittmar, 2005).

H tétaptn evotnTa 0Qopd TNV TOPOPUNTIKI Kol €BI0TIKI ayopaaTIKI) GUUTIEPIPOPA,
TEPIAOUPBAVOVTOC EPWTNOEIC TOU OMOTUTIWVOLV  OTOIXEI QAMWAEIOG  EAEYXOU,
EMAVOAOUPAVOUEVNG  KATAVOAWONC KOl OUOKOAIOG OvTIOTOONG Of OyOPOOTIKA
epebBiopata. H evotnta auth otnpiletal o€ KabiEpwUEVEG BEwPNTIKEC TTPOTEYYITEIG TNG
TOPOPHNTIKIC KOl KATOVAYKOOTIKAG ayopdg, OTwE auTEC EX0UV avamtuxBei amd toug
Verplanken kat Herabadi (2001) kot toug Faber kat O’Guinn (1992).

H mnéuntn evotnta eotidlel ota Yn@lakd oxedlooTiKa epebiopata Kal Toug
pnxaviopoug UX, Onw¢ €1domolnoelc push, TPOOPOPEC TEPIOPICPEVOL  XPOVOU,
TPOCWTOTIOINMEVEC TPOTACEIC Kl one-click ayopd. ZTOxo¢ Tng evotntag Eival va
Kataypa@ei o Pabuoc otov omoio To epeBiopota autd emnpeddouv T ARUN
AyOopPACTIKWV OMOQACEWY, CUPQWVO ME TIC OpXéC Tou digital nudging kot g
OLUTIEPIPOPIKIC O1Kovopiag (Alter, 2017).

H €kt evotnta e€etddel TV UTOKEIPEVIKN EUMEIpia Twv online  ayopwv,
TEPIAAPPBAVOVTOC EPWTIOEIC OXETIKEC YE TNV avTIANTTH a&ia, TV aicBnan aoc@aAclog,
TNV EUMIOTOOLVN TIPOC TIC TAOTQOPUEC Kal Tov Babud oTov Omoio Ol QyopéC
QVTOTOKPivovTal OTI( TPOOWTIKEC OVAYKEC TWV CUUHPETEXOVTWVY. H evotnTa auTh)
OLVOEETON e TN Bewpia TNG EUTEIPIAC KOTOVAAWTY) (customer experience), OTWC EXEl

avamtuxBei oto mAaiolo Touv Yn@lakoL marketing (Lemon & Verhoef, 2016).

H €Bdoun kol TeAeutaia evotnta agopd tnv emppon twv influencers katl Tng

KOIVWVIKNAG ETIPPONG, dIEPELVAOVTAC TOV POAO TOU OTITIKOU TIEPIEXOPEVOU, TNC TOPA-
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KOIVWVIKNC OXEong Kal NG KOWWVIKNAC emBePaiwong otn  dlapopewon g
AYOPAOTIKIC CUPTIEPIPOPAC. H evotnTa aUTH oTnpiletal o€ oLYXPOVEC TIPOCEYYIOEIC
Tou influencer marketing kai ¢ KOWWVIKNG E€MPPONE OTO Yn@Iako TeEPIBAANovV
(Boerman, 2020).

OAEC 01 EPWTITEIC TOL EPWTNHATOAOYIOL SIOTUTWBNKOV GE HOPPH KAEIGTOU TUTIOU, JE
N XpNon KAWAkwy tomou Likert mévte Pabuidwv, TPOKEIMEVOU VO SIEVKOAUVBEL N
TOCOTIKOTIOINGN TWV AMAVIACEWV KAl N OTATIOTIKI TOug ovdAuon. H dour Katl n
OO@AVEID TOL EPWTNUATOAOYIOL OTIOGKOTIOVV OTN PEIWAN TNC UTIOKEIPEVIKIG EPUNVEINC

Kal oTnv evioxuaon ¢ a&lomioTtiog Twv dedopévawv (Pallant, 2020).

Q¢ ek TOUTOU, 01 BOCIKEC HETAPRANTEC TNC EPELVAC JIAPOPPWVOVTAL KAl TTAPouataovTal

OUVOTITIKA TIOPOKATA.

H ouvaicbnuatiki avtapolpr) and tig online ayopeg ava@épetal Tov Babuo Kota Tov
0moio N ayopadTIKA TMPAEn ato Yneioko mePIBAAAOV BlwveTal wg TNyr) euxapiotnaonc,
avokoL@Iong i cuVaICBNUATIKAC IKavoToinong. H PeTaBANTA QUTH AMOTUTWVEL TNV
TOON TWV KOTAVOAWTWY VO  XPNOIYOTIOIoV TIC online ayopeq wq HNXOVIOUO
autoavtopoIfric n pubuiong Tn¢ O1dbsong, oToIxEio oL €xel oLVdEBEl OTN
BIBAloypagia pe mapopunTIKA Kol €810TIKA poTifa kKotavdAwaong (Dittmar, 2005-
Miller et al.,, 2012). H kAigyoka mepIAduBave epwtruoTa MOV  a&loAoyolv
oLVaISBNATO OTIWC ELXAPIOTNON, EVOOLCIAOUO Kal TPOCWPIVA AVAKOLQION PETA 1

KaTtd TN d1dpKELn TNC ayopdc.

H mopopunTiky Kal €6I0TIKI) AyOpPACTIKI] CUUTEPIQOPA  a@OpPA TNV  TAON
TPAYUATOTOINGNG  OyopwY  XWPIiC  TPONyoUUEVO  OXEJIOOUO, UTO  OUVBNKEC
oLVALEBNATIKAC JIEYEPONC I MEIWHEVOU OUTOEAEYXOU. H HETABANTA GUTH AMOTUTIWVEL
OTOIXEIO TTOPOPUNTIKOTNTOG, EMOVOANTITIKOTNTOC KOl OUOKOAIOC avOOTOARG TNC
OYOPOOTIKIC CUUTEPIPOPAC, XOPOKINPIOTIKA TOU TPOoeyyiouv 1O  HOVIEAX
OLUTIEPIPOPIKOL €010V (Faber & O’Guinn, 1992- Verplanken & Herabadi, 2001). Ta
EMPEPOULC items €0TIALOLY OE CUUTEPIPOPEC OTIWE AYOPEC «TNC OTIYUNC», OYOPEC VIO

guvaloBnuaTikoO¢ Adyoug Kal SuakoAia amoguyrc online shopping.

Ta Pn@1akd oxedlaoTIKA epeBiopata ava@epovTal 0TO XOPOKTNPIOTIKA TOL PYNPIOKOU
TEPIBAAAOVTOC TIOU €XOULV OXESIOOTEL WOTE va EVICXDOLV TNV APECN OYOPOOTIKI)
anokplon. TN PETOPANTA oauth mepiAapBdvovtal atolxeia Omwe scarcity messages,

limited-time offers, push notifications, mpoowmomnoinuévee mpotdoelC Kol one-click
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ayopd. H ouykekpipévn oldotaon Pacietol otn Bewpia tou nudging Kot TN
OPXITEKTOVIKNAG EMAOYWV, GUPPWVO HYE TNV Omoia 0 axedlaouOg Tou TEPIBAAAOVTOC
eMNPEAEl CLOTNUATIKA TN CUUTEPIPOPA TwV XPNaTwV (Thaler & Sunstein, 2008- Alter,
2017). H kAigaka a&lohoyei tov Pabud otov omoio To TAPATAVW Epebiouata

eMNPeAoLY TNV ayopacTIKA andeaan.

H unokelpevikn eumelpia online ayopwv a@opd Tov TPOTO E TOV OT0I0 01 KATOVOAWTEC
avTIAauBavovTal cLVOAIKA TN dlodikaaia Tng online ayopdc, CUUTEPIAGUBAVOUEVQVY
YVWOIOK®Y KOl OLVAICONUATIKOV TOPAUETPWY. H PETAPBANTI auTr) OMOTUTWVEL TNV
aioBnon €ukoAiag, 1KavoToinang, OOQAAEIOG Kal GUVOICONUOTIKAG EUTAOKIC TIOU
BIAVEL 0 XPrOTNE TIPIV, KATA Kol JETA TNV ayopaoTikh diodikacio (Lemon & Verhoef,
2016). H BeTIKN) UTIOKEIUEVIKN eUTIEIPIO £XEL GUVOEDEL PE OLENUEVN CLXVOTNTO AYOPWV

Kal EVTOVOTEPN CLVAIGBNUATIKA GUVIEDT PE TNV KOTOVAAWOT).

TeNog, n emippor) Twv influencers ava@épetal aTov Babud 0TOV OTOI0 Ol KATAVAAWTEC
ennpeadovtal and TePIEXOPEVO Onuioupywv oTa social media, OMWC TPOTACEIC
npoiovtwy, haul videos, unboxing Kol TPOOWTIKEC a@nyNoElC Katavoiwonc. H
METABANTA OUTH EVOWUOTWVEL GTOIXEIO KOIVWVIKIC ETPPONG, TOPA-KOIVWVIKIC OXEGNC
Kal cuvaloBnuatikng Ta0TIoNE, To omoia £xel anodelxBei 0Tl emnpeddouvy v TPOBean
ayopdc Kol TNV mapopunTiky katavaAwon (Boerman, 2020- Goswami & Ranawat,

2025). Ta items a&lohoyolOv TOCO0 TN YVWOI0KA 0600 Kol T ouvalabnuatikr) didotaan

NG EMPPONG.

Mépav Twv KOPIWV PUXOUETPIKWY HETOPANTWY, TO EPWTNUOTOAOGYIO TEPIAGUPAVE
ONUOYPAPIKEC PETABANTEG, OMWC GUAO Kol NAIKiQ, Ol OToiEC Xpnaolpomnolénkav yia
OULYKPITIKEC OVAAUCELC WE OKOTO TN dlgpevvnaon dlagopomolioewy otnv online
AYOPAOTIKI) CUUTIEPIPOPd, OTIwC LTOOTNPIleTal ot OXeTIKA PiPAloypagia (Rook &
Fisher, 1995- Zheng et al., 2019).

OAe¢ 01 PETOPANTEC KWOIKOTIOINBNKAY Kal ovaAuBnkav oTo AoyIopike IBM SPSS
Statistics, oOJ@wWvVaA PE TIC TPOSIOYPAPEC TNG TIOCOTIKAG AVOAUCTC OTIC KOIVWVIKEC
EMOTAUEC. ZTNV EMOPEVN EVOTNTO TOPOUCIALETOL 0 EAEYXOC OEIOTIOTIOC TWV KAIMAKWY

Kal OKOAOUBEL N avaAUTIKA OTATIOTIKI) EMEEEPYOTIN TV OEDOUEVWV.
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3.4 HOIKG Zntrjuota Kot AgovioAoyia tng Epeuvac

H mopolboa €pevva O1EENXBN GLUPEWVO PE TIC PACIKEC OPXEC TNC EPELVNTIKIC
deovtoAoyiag, Omw¢ auTéC opidovTtal OTIC KOIVWVIKEC KOl CUUTIEPIQOPIKEC ETIIOTHHEC.
KevTpIKog a€ovag TN dEOVTOAOYIKIC TPOCEYYIONE OTIOTEAECE O GEBACUOC TPOG TOUG
OUMUETEXOVTEG, N JIACPAAION TNC OVWVUMIOG Kal N TPOCTACIa TwV TPOCWTIKWY

dedopEVWY Kb’ OAN TN O10PKELa TNE EPELVNTIKNC dladikaaioag (Bryman, 2016).

H ouppetoxn atnv £peuva ATaV amoAUT®WE EBEAOVTIKNA Kal deV GUVOSELOTAV OO KOpio
HOP®I] OIKOVOUIKOU 1 GAAOL €idou¢ avtoAAdyuatog. Mpilv omo T GUUTARPWGN TOU
EPWTNHOTOAOYIOU, Ol CUMMETEXOVTEC EVNUEPWONKOV YIO TOV OKOTO TNG €PELVAC, TOV
aKaONUATKO TNC XOPOKTHPO KOl TN XPron Twv O£d0UEVWY OTOKAEIOTIKA yia
EPELVNTIKOUE OKOTIOUC. H OGUUTANPWON TOUL EPWTNUOTOAOYIOU BewpriBnke €vdeEIEn
OLVEIBNTAG Kal evnuepwEVNE ouykataBeanc (informed consent).

Mo 1 dao@AAIon TNE avwvudiag, 6ev CUANEXBNKOV TIPOOWTIIKA OTOIXEIO TOU VO
EMTPETMOLY TNV AUECN 1 EUUEDN TOUTOTOINGN TWV CGUMMETEXOVIWY, OTWG
OVOUATEMWVUIO, 81ELBUVAN NAEKTPOVIKOUL Taxudpopeiou 1) dievBuvan IP. Ta dedopEva
KaTaypa@nkov Kal anoBnkeuTnkav a€ Yn@lokr Yopen YE TPOTO Tou dlog@aAilel Tnv

EUTIOTEVTIKOTNTO Kal TV TPOaTaaia Toug amo un e&ouatodotnuevn mpoofBaan.

I510iTEPN PEPIUVO OOBNKE OTN CUUKOPPWON KE TO 1I0XVOV BEGUIKO TACIGCI0 TIPOCTACIaC
TPOOWTIKWY OEBOUEVWY, Kal €I0IKOTEPA e Tov evikd Kavoviopo lMpoaotaciag
Aedopévav (GDPR — Kavoviopog (EE) 2016/679). Ta dedopéva xpnolponoliénkov
QMOKAEIOTIKA Y10 TOUC OKOTIOUG TNG MapoloaC MEAETNC Kot 0gv dlapifactnkav o€

Tpitouc.

TENOG, N €peuva 0XEJIACTNKE PE TPOTIO WOTE VA PNV TIPOKOAET PUXOAOYIKN) EMIBAPUVON
1 SUOPOPIO OTOUC CUUUETEXOVTEC. O1 EPWTIOEIC JIATUTIWONKOV PE CAP KOl OLOETEPO
TPOTO, AMOPEVYOVTOC 0EI0AOYIKOUG 1 TAPATAQVNTIKOUC 0p0UC. Ol GUPUETEXOVTEC EiXOV
TN OLVOTOTNTA VO JIAKOYOUV TN GUUTANPWON TOU EPWTNUATOAOYIOL OMOIOdNTOTE

OTIyHR, XWPIC Kopia amoAUTw CLVETELQ.

3.5 ZtoTioTik) AvaAuon Agdopévwv

H otatiotikr) avaAuon Twv ded0PEVWY TNE TOPoDoaC EPELVAC TTPAYUOTOTOINONKE YE

N XPnon Tou AoylopikoO IBM SPSS Statistics, t0 o0moio omoteAei €UPEWC
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XPNOIUOTIOIOVKEVO Kal GEIOTIOTO EPYAAEIO Y10 TNV AVAAUGCT) TOCOTIKWY OEAOUEVWV OTIC

KOIVWVIKEC Kal CUUTIEPIPOPIKEC emioThpeC (Field, 2018- Pallant, 2020).

APXIKQ, EQOPUOTTNKE TIEPIYPAPIKI| OTATIOTIKI) AVOAUCOT) € OKOTIO TNV OMOTOTWON TWV
BOCIKWVY XOPOKTNPIOTIKWY TOU dEIyUATOC Kal Twv PETABANTWY TNn¢ épeuvac. Ma TiIg
ONUOYPOPIKEG PETAPRANTEG UTIOAOYIOTNKOV OULXVOTNTEC KOl TOCOOTd, €VW YA TIC
KAIMOKEC KOl TIC OULVEXEIC METAPANTEC ULTOAOYIOTNKOV MECOL OPOl Kal TUTIIKEC
anokAioelq. H meptypa@ikfy avaAuaon GuvEBOAE TNV KOTOVONGN TNG KOTOVOUNC TwV
dedOPEVWV KOl 0TV OpXIKN OlEpelvnon Twv Tdoewv Tn¢ online ayopaoTIKNC

OUMTEPIPOPALC.

21N OULVEXELD, EAEYXONKE N a&lomoTio Twv KAIMAKWY TOL Xpnolhomoliénkav oto
EPWTNHOTOAOYI0 HEGW TOL ouvteAeoTr) Cronbach’s alpha, mpokelyévou va S10MIoTWOEL
N €0WTEPIKA GUVOXI TWV EMIPEPOUC EVOTNTWY. Tiwég Cronbach’s alpha dvw tou 0,70
BewpriBnKav EVOEIKTIKEC OMOOEKTNC OEIOTIOTIOG, CUMPWVA UE TN OXETIKN BIBAIOYpO@ia
(Pallant, 2020).

Ma n O1Epelvnon TWV OXECEWV WETOEL TWV PBOCIKWV HPETARANTWV TNC £PELVAC,
EQOPUOOTNKAV EAEYXOI GUOXETIONG, OTIWC 0 CUVTEAEDTHC Pearson 1} Spearman, avaAoya
HE TNV KATavour] Twv de00PEVWY. Ot EAEYXOI AUTOI XpnolpomoIdnKav yia va eEETOOTEI
N oxéan PETagh ouVaIoONUATIKWY TOPOYOVTWY, PNOIOKWY OXEOIOOTIKWY EPEBITUATWY,

emppon¢ influencers Kat mapopunTIKAG A €610TIKNG online OyopOOTIKIC CUUTEPIPOPAC.

EmmAéoy, TPAYUATOTOINONKOV CUYKPITIKEC OVAAUCEIC, PE OTOXO TN Olgpehivnan
d1a@QOPOTIOINCEWY OTNV  OYOPOCTIKI) CUUTEPIQPOPA OE OXECN HE ONPOYPOPIKA
XOPOKTNPIOTIKA, OTw¢ To QUAO Kal N nAIKia. AvaAoya PE TO XOPOKTNPIOTIKA Twv
dEB0OPEVY, XPNOIKOTIOINONKOV TIOPOPETPIKOI 1) N TAPAUETPIKOI EAEYXOL (OTIWG t-test,
ANOVA 1] ol avTioToIX0l W TOPOPETPIKOL EAEYXOL), GUHEWVO HE TIC TPOUTIOBETEIC

eQapuoyng kade pebodou (Field, 2018).

To eminedo OTATIOTIKAC ONUOVTIKOTNTAC OpioTnke ato p < 0,05, onw¢ ouvnBidetal oTIg
KOIVWVIKEC EMIOTHUEC. To OMOTEAECUOTO TNG OTOTIOTIKAG AvAALONC TOpouaialovTal
avoAUTIKG aTo KepdAalo 4, evw ato KepdAalo 5 akoAouBei n epunveia kai n oudrtnan

TOUC 0€ oLVAPTNON PE TN 61EBvr BiBAloypagia.
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Kepaaio 4°: AmoteAéapata

To deiypa NG £peuvvag maPoUaIdlel S10QOPOTOINaN WE TTPOC TNV NAIKIAKN KATOVOUN
TWV CUPPETEXOVTWY. H peyaAlTEPN NAIKIOKK) OPGdA EiVaL 01 CUPPETEXOVTEC NAIKiaC 18—
25 €Twv, 0l omoiol avtioTolXolv oto 45,98% Tou GUVOAIKOU deiyuatog. AKOAOULBEI N
NAIKIOKY Opada 26—35 €Twv e moooaTo 30,46%. MIKPOTEPO TOCOOTO KATAYPAPETQl
otnv opada 36-45 1wy (8,05%), evw 0Ol CUUMETEXOVTEC NAIKIOG 46 €TWV Kal Gvw
avtioTolyoLv aTo 15,52% tou deiypaTod.

HMikia

50

Percent

18-25 26-35 36-45 48 Kal avw
HMikia

Q¢ mpog TNV KOTavour] Tou QUAOU, TO deiypa aMOTEAEITON KUPIWC amd yuvaikeg, ol
omoie¢ avtioTolxouv aTo 54,02% Tou GUVOAIKOU deiypatog. Ot AvOPEC CUUHPETEXOVTEC
avépxovtal oTo 45,40%, evw éva TOAD PIKPO ToooaTo (0,57%) SNAWCE SI0QPOPETIKI)
TOUTOTNTO EUAOU.
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duho

60

Percent

Avdpac [Muvaika AN
Qoo

Q¢ mpOg TO ETIMEDO EKTAIGELONG, TO PEYAAUTEPO TTOCOCTO TWV CUMHETEXOVTWY JIABETEL
TIPOTTUXIAKO TiTAO 0ToudwWV (42,53%). AKOAOLBOUV Ol CUUUETEXOVTEC UE OMOAUTAPIO
AUKeiov (23,56%) Kol 6001 KOTEXOUV WETOTTUXIOKO TiTAO (19,54%). MIKpd T0000TO

Tou deiypoTog d1aBETEl OIOOKTOPIKO TITAO (1,72%), eva 10 12,64% ONnAwae AGANO
eminedo ekmaidevonc.
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Emritredo Extmraieuong

a0

Percent

MUKEID MpoTuYIaKo MeTaTTTuRIaKS LAIDAKTOPIKG AAAO

Emritredo Exktraibevong

Q¢ TMPOC TNV EMOYYEAUATIKI) KATAGTAOT, TO HEYOADTEPO TTOGOOTO TWV CUHUETEXOVTWV
gival 1d10TIkoi  UTGAANAOL, o1 omoiol avtigtolyolv ot1o 44,83% Tou deiypatoc.
AkohouBolv o1 @oItnTéC, Pe Too0ooTO 29,89%. O1 €AelBepOl  EMOYYEAUOTIE
avTIimpoownevovy 10 10,34% TWV CUMMPETEXOVIWY, €VW 01 OnNUAaiol UTIAAANAOL

avépyovtal ato 8,05%. TéAog, To 6,90% Ttou deiypatog ONAWaE OTI AVAKEL OE GAAN
EMAYYEAUOTIKA KOTNyopia.

EmrayyeAua

a0

Percent

domnmc Anpooiog 101WTIKEG EAeuBepog AMAO
YTTaAANAOC YTTAAANAOC Etrayyeiuatiag
EtrayyeAda
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2€ OX€on ME TIC WPEC Xpriong smartphone NUEPNCIWE, TO PEYOADTEPO TIOCOOTO TWV
OULMMETEXOVTWV dNAWCE OTI Xpnolpomolei To smartphone 3-5 wpeg TNV nuépa (47,70%).
AkoAouBolv 0col xpnatuomnololv To smartphone 1-3 wpeg NUEPNCIWG, PE TOCOCTO
29,89%. 'Eva MIKPOTEPO TOCOOTO TWV CUUMETEXOVTIWV OVEPEPE XPraN 5—7 WPEC TNV
nuépa (13,79%), evw 1o 6,32% dAWCE Xprion avw TwvV 7 wpwv NUEPNaiwC. TEAOC,
MOAIC TO 2,30% ToU OeiyuaToC AVEPEPE OTI XPNOIUOTOIEL TO sSmartphone Atlyotepo amo 1
wpa TNV NUEPaL.

Npeg xpAong smartphone TNV NUEpa

a0

Percent

AryaTeERO aTTo 1 1-3 Wpeg 3- 5 wWpeg 5- T WpEg [MepioodTepo armo
wpa T Wpeg

Qpeg xpAong smartphone TRV NUEPQ

e 6,1 agopd Tn ouxvotnta online oyopwv, TO HEYOAUTEPO TOCOCTO TWV
OUUMETEXOVTWY ONAwae OTI TpayuoTomolei online ayopéc omavia (37,36%).
AkoAouBolv 0gol mpaypoTonolovy online ayopeg 2—3 POPEC TOV UNVa, PE TTOCOOTO
29,89%, Kabw¢ Kat 0got ayopdlouv online 1 @opd Tov unva (28,74%). MoOAO PIKPO
T0000TO TOL OEiypaToC dAWaEe 0TI mpayuatonolei online ayopéc 1 opd tnv efdoudda
(1,15%) 1 2-3 @opéc tnv €Rdoudda (2,87%).
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ZuyvéTtnta online ayopwy

40

Percent

ZTTavIa 1 gopd Tov Priva 2-3 QopEg TOv 1 gopd v 2- 3 gopEg TV
piva epoopada epdopdda

ZuyvoTnta online ayopwyv

Mo Tov EAEYX0 TNC ECWTEPIKIC GUVOXIC TOU EPWTNHOTOAOYIOU UTTOAOYIOTNKE 0 JEIKTNC
Cronbach’s alpha. To anoteAéopata €6€1Eav TOAD LPNAO ETIMEDO A&IOTIOTIAC, UE TIUN
a = 0,953 yio oOvolo 35 epwTNOEWY, YEYOVOC TTOU KOTAGEIKVUEL LPNAN €0WTEPIKN

OUVETIELO TV KAIMOKWY TIOU XPNOIKOToIRBNnKav.

Reliability Statistics

Cronbach's
Alpha N of Items
,953 35

>1ov Mivaka mapoua1adovTal T TEPIYPAPIKA OTOTIOTIKA TWV BACIKWY PHETABANTWY TN
épeuvaq. Mo ™ petafAnty Zuvaiobnuatikr) Avtapolfn and Online Ayopéc, 0 HEGOC
0pog avépxetal ae M = 2,28 pe TuTIKn omokAlon SD = 0,88, g TIC TIMEG VO KupdivovTal
amnd 1,00 €wg 5,00. AvtioTtorxa, n petaBAnth Mapopuntikni Kot EBIOTIKY Zuumepipopd
TOPOLaIalel péco 6po M = 2,27 kot TUTIKN andkAlon SD = 0,87, pe e0POC TIMWY amd
1,00 £w¢ 5,50.

Mo 1o Wnotakd Zxediaotikd Epebiopata, o g€oog 6po¢ dlapopewvetal oe M = 2,38

pE TUTIKN amokAlon SD = 0,94, ev® ol TIYéC Kupaivovtal omo 1,00 €wg 5,43. H
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Ymokelyevikn Eunelpia Online Ayopwv ep@avidel uPnAotepo Yeao 0po, M = 3,44, ue

TUTIIKA omOKAlon SD = 0,86 kai €vpo¢ Tiywv omo 1,00 €wg 5,67. TEAOG, yia Tn

petapAnti Emppon Influencers, o péoog 0pog avépxetal o€ M = 2,59 pe TUTIKNA

anokAlon SD = 0,98, pe TI¢ TIpéC va Kupaivovtal amd 1,00 £w¢ 5,80.

O GUVOAIKOC apIBUOE TWV EYKLPWVY TIOPATNPACEWY YIO OAEC TIC UETOBANTEC OVEPXETOL

oe N=174.

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
SYNAIZO_ANTAMOIB174 1,00 5,00 2,2841  ,88463
H_ONLINE_AIOPEX
MAPOPM_KAI _EGIZTI174 1,00 5,50 2,2672 ,87372
KH_ZYMIEPI®OPA
YHOIAKA 2XEAIAZT 174 1,00 5,43 2,3836 ,94468
IKA
YMNOK_EMMEIPIA_ ON 174 1,00 5,67 3,4358 85972
LINE_AIOPQN
EMIPPOH_INFLUENC 174 1,00 5,80 2,5885 97642

ER

Valid N (listwise) 174

MPOKEIPEVOL Va €EETATTEL N KAVOVIKOTNTA TNG KATAVOUNG TwV BACIKWY PETOBANTWY

NG €PELVAC, EQAPUOOTNKAY o1 EAeyxol Kolmogorov—-Smirnov kat Shapiro-Wilk. Ta

AMOTEAEOHOTO TWV EAEYXWV EOEIEOV OTI YIO OAEC TIG UTIO €EETAOT METABANTEG O1 TIUEC

onuavtikotntog (p-values) nrav pikpotepe¢ Tou 0,05, yeyovdg TOUL UTIOSNAWVEL

amoOKAION amd TNV KOVOVIKA KOTavoun.
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2 UYKEKPIUEVQ, TOOO Y1a TN YeTABANTA Zuvaiabnuatikr) Avtapolfr) ano Online Ayopéc,
000 Kal yio TIC PETOPANTEC Mapopuntikn Kot EBIoTIK Zuumepipopd, Wnelokd
Zxedlaotikd EpeBiopata, Ymokelyevikn Eumelpia Online Ayopwv kot Emippon
Influencers, ot é\eyxol Shapiro-Wilk Kotéde1&av GTOTIOTIKA GNUOVTIKEC OTOKAIGEIS
and v Kavovikotnta (p < 0,05). Ta evpruata auta emiBefalwvovTal Kal and ta
anoteAéopata Tou eAéyxou Kolmogorov—Smirnov, o omoio¢ mopouaiace avtiotolxa

EMiMEdN OTATIOTIKAC ONUAVTIKOTNTOC.

AapBdavovtag umoyn to péyebog Tou deiypatog (N = 174), KaBW Kal TN CUGTNUATIKI)
amOKAION OMO TNV KOVOVIKN KATOVOUN O€ OAEC TIC BOOIKEC PETAPRANTEG, KpiBnke
OKOTIUN 1N XPrON KN TOPOUETPIKWY CTATIOTIKWY EAEYXWV YIO TNV TEPAITEPW AVAAUCN
TwWV ded0PEVWY, Ol OToiol OEV OmaITOUV TNV TPOUTOBeoN TNG KOVOVIKOTNTOC KOl
BewpouvTal KATAAANAOTEPOL Yia dEOOUEVA TIPOEPXOUEVD amod KAipakeg Tomou Likert
(Field, 2018- Pallant, 2020).

Tests of Normality

Kolmogorov-Smirnov? Shapiro-Wilk

Statistic ~ df Sig. Statistic  df Sig.
ZYNAIZO_ANTAMOIB,091 174 ,001 ,953 174 ,000
H_ONLINE_AIOPEX
MAPOPM_KAI_E®GIZTI,115 174 ,000 ,953 174 ,000
KH_XYMIEPI®OPA
WHOIAKA_>XEAIAZT ,117 174 ,000 ,930 174 ,000
IKA
YNOK_EMMEIPIA_ON,090 174 ,002 978 174 ,008
LINE_AIOPQN
EMIPPOH_INFLUENC ,122 174 ,000 ,963 174 ,000
ER
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a. Lilliefors Significance Correction

Ma tn dgpebivnon TwWV OXECEWV HETAED Twv PACIKWYV HPETARANTWV TNG €pEuvag
TPAYUATOTOINONKE EAEYXOC OLOXETIONC PE TOV CLVTEAEDTH) Spearman’s rho, Aoyw pn
KAVOVIKIC KOTOVOUNE TwV 0£d0UEVWY. Ta anoTeAéapata €6€1&aV OTI N ZLVAICBNUATIKY
Avtapoipry ané Online Ayopé¢ mapouatddel OTATIOTIKA onuUavTIK BETIKA cuaxétion
pe v Mapopuntikn Kot EBloTikr) Zupmepipopd (p = 0,648, p < 0,01), Ta Wnelaka
>xedlooTika Epebiopata (p = 0,658, p < 0,01), v Ymokelyeviky Eumneipia Online
Ayopav (p = 0,439, p < 0,01) kot tnv Emippor| Twv Influencers (p = 0,554, p < 0,01).

H MopopunTikr) Kal EBIOTIK ZUUTEPIQOPA CUOXETICETOl BETIKA KOl OTOTIOTIKA
onuavtika pe To Wnolokd Zxediaotikd Epebiopota (p = 0,695, p < 0,01), v
Ymokeleviky Epmelpio Online Ayopwv (p = 0,335, p < 0,01) kai tTnv Emippor) twv
Influencers (p = 0,515, p < 0,01).

AvtioToixa, Tta Wnolakd ZxedlaoTikG Epebiopata  mapouciddouy  OTOTIOTIKA
ONMAVTIKI BETIKN cLUOXETION PE TNV YTIOKEIPEVIKA Epmelpia Online Ayopwv (p = 0,356,
p < 0,01) ko tv Emppor) twv Influencers (p = 0,575, p < 0,01). TéA0Og, HETOEL TNC
Ymokelyevikig Eumeipia¢ Online Ayopwv kat ¢ Emipporic twv Influencers

KOTaypAQETaL EMIONC OTATIOTIKA onuavTIKr) BTk ouoxetion (p = 0,303, p < 0,01).

OAEC Ol OUOXETIOEIC €ival OTOTIOTIKA onuavTIKEG o€ eminedo p < 0,01 (BImMANC

KateuBuvanc), ME GUVOAIKO aplBud mapatnproewv N = 174,

MAPOPM_
SYNAIZO KAl EOIZTWHOIAKA
ANTAMOI [IKH_SYMM[EXEAIASTI
BH EPIDOPA KA

YMOK_E
MMIEIPI
A ONLI
NE_AIO
PON

IFLU
ENC
ER

52




Spearman'’s rho

*%

*

>YNAIZO_[(Correlation|1,000 ,648 ,658 439 ,554
ANTAM Coefficient
ONLINE_ Sig. (24 ,000 ,000 ,000 ,000
tailed)
ATOPEX
N 174 174 174 174 174
MAPOPM_ (Correlation|,648™ 1,000 695~ 335" 515
KAL Coefficient
EOISTIKH Sig. (2-,000 ,000 ,000 ,000
tailed)
SVYMMEPI N 174 174 174 174 174
dOPA
WH®DIAKA (Correlation|,658™ 6957 1,000 356" |575
i Coefficient *
2 XEAIAZT Sig. (2+,000 ,000 ,000 ,000
IKA tailed)
N 174 174 174 174 174
YMOK_  |Correlation|439™ 335 356" 1,000 303"
EMMEIPIA Coefficient
| Sig. (2-,000 ,000 ,000 ,000
ONLINE_ tailed)
AFOPON N 174 174 174 174 174
EMIPPOH_ [Correlation|,554™ 515" 575" ;303 1,000
INFLUENC Coefficient
ER Sig. (2+,000 ,000 ,000 ,000
tailed)
N 174 174 174 174 174
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**_Correlation is significant at the 0.01 level (2-tailed).

Ma 1 diepebivnon d1aQopwv WE TPOC TO YUAO OTIC BACIKEG PETAPRANTEC TNE EPELVAC
EQPOPUOOTNKE O PN TOPOMETPIKOC EAeyxo¢ Mann-Whitney U, AGyw pn KOVOVIKAG
KOTAVORNRG Twv 0edouEVWY. Ta omoTeAEopaTa €d€I1E0V OTI EVTOTI{OVTOl OTATIOTIKA
ONUOVTIKEC O10QOPEC METOEL TWV d00 PUAWY WC TPOC TN ZuvaloBNUOTIKA Avtauolpn)
amnd Online Ayopég (U = 2393, Z = 4,030, p < 0,001), Tv MoapopunTikn Kot EBIoTIKNA
Zoumepigopd (U = 2573,5, Z = -3,483, p < 0,001) kot ta Wnolakd ZxedlaoTIKa
EpeBiopata (U = 2899, Z = -2,485, p = 0,013).

AvTiBeTa, dev dIOMIOTWONKE GTOTIOTIKA GNUAVTIKH S10Q0pa HETAED TWV PUAKY WE TIPOC
TNV YTokelevikr) Epmelpia Online Ayopav (U = 3580,5, Z = -0,405, p = 0,685). TEAoC,
KOTAYPAQNKE OTATIOTIKA GNUOVTIKA d1a@opd PETOED TwV QUAWVY Kal w¢ TPOC TNV
Emppon twv Influencers (U = 2097,5, Z = -4,935, p < 0,001).

Test Statistics®
SYNAIZO_A TAPOPM_KA
NTAMOIBH_ | EOIZTIKH_ YMNOK_EMIME
ONLINE_AI' ZYMIIEPI®O YHOIAKA  IPIA_ONLINEEMMIPPOH_IN
OPEZX PA XEAIAZTIKA AIOPQN FLUENCER
Mann-Whitney U 2393,000 2573,500 2899,000 3580,500 2097,500
Wilcoxon W 5553,000 5733,500 6059,000 6740,500 5257,500
Z -4.030 -3,483 -2,485 -,405 -4.935
Asymp. Sig. (2-tailed) ,000 ,000 ,013 ,685 ,000

a. Grouping Variable: ®0Ao

Mo ) digpebvnan d1a@opwv PETAEL TV NAIKIOKWY OUAdWY OTIC BOCIKEC HETOBANTEC
NG €PELVOC EQPAPUOOTNKE O HN TAPAUETPIKOC €Aeyxo¢ Kruskal-Wallis, Adyw pn
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KOVOVIKIC KATAVOUNC Twv 0£d0UEVWVY. To aMOTEAETUOTA EOEIEQV OTI dEV EVTOTIIOTNKAV
OTOTIOTIKA ONMOVTIKEG Ol0QOPEC METOED TwWV NAIKIOKWY OPAdwWV ¢ TPOC TN
Zuvaiodnuatikr Avtapoifn and Online Ayopéc (H = 1,576, df = 3, p = 0,665), v
MapopunTikn Kat EBloTIKA Zuumepipopd (H = 1,743, df = 3, p = 0,627) kat ta Wneioka
2xedlooTikd Epebiopata (H = 0,216, df = 3, p = 0,975).

AvtioTtolxo, 0ev d10MOTWONKE OTOTIOTIKA ONuavTIKA dla@opomnoinon PETagL Twv
NAIKIOK®V OUAdWY w¢ TPog TNV YToKEIeVIKN Eumelpia Online Ayopwv (H = 5,371, df
= 3, p = 0,147). Avtifeta, KoToypd@NKe OTATIOTIKA ONUOVTIKYA d10¢Q0opa PETOEL TwWV

NAIKIOK®V 0padwv wg mpog tnv Emippon twv Influencers (H = 8,067, df = 3, p = 0,045).

Test Statistics®?

SYNAIZO_A MAPOPM_

NTAMOIBH_ KAI_EGOIZT YIMNOK_EMIN
ONLINE_AI IKH_ZYMM WYH®PIAKA_ZX EIPIA_ONLI EMIPPOH_IN
OPEX EPI®OPA EAIAZTIKA  NE_AINOPQON FLUENCER
Kruskal-WallisH 1,576 1,743 216 5,371 8,067
df 3 3 3 3 3
Asymp. Sig. ,665 ,627 975 ,147 ,045

a. Kruskal Wallis Test

b. Grouping Variable: HAkia

KepdAalo 5°: Zulnmon

5.1 Z0voyn Twv BOCIKWY EVPNUATWV

H mapoloa épguva avEJEIEE TOQr) KOl GUVEKTIKA EVPIUOTO OXETIKA UE TN OXECT METOED
OLVAICBNPATIKWOY TAPAYOVTWY, YNOIOKWY OXEJIACTIKWY EPEBIOUATWY, KOIVWVIKIC
EMPPONC Kal online ayopooTIKIC OCUMPTEPIQOPAC. ZUVOAIKA, TO OMOTEAECUATO

KOTAOEIKVOOLV OTI N UN@IaK KOTOVAAWGTN OUVOEETAL OTEVA HE  HNXOVIOHOUG
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OUVOIOBNUOTIKAC AVTAUOIRNC KAl TIOPOUCIALEL XAPOKTNPIOTIKA TOPOPUNTIKOTNTAG KOl

€010TIKNC TaoNC.

2€ €eminedo OLOXETIOEWV, BIOMIOTWONKAV OTOTIOTIKA ONUOVTIKEC BETIKEC OXEOEIC
METOEL TN oLVAIGBNUOTIKAC aVTaPOIBAC amnd T online ayopEG Kal TN TOPOPUNTIKIC—
€0I0TIKAC  OUPTEPIPOPAC, TWV  PNPIOKWY  OXESIOOTIKWV  €PEBIOUATWY, TNC
UTIOKEIJEVIKIC EPTEIPIac online ayopwv Kal ¢ emippong Twv influencers. AvtiaTolya,
N TOPOPUNTIKI) KAl €B10TIKI] CUUTIEPIPOPA TIAPOVCIOCE I0XUPEC BETIKEG CUOXETIOEIC HE
TO PNEIOKA OXESIOOTIKA XOPOKTNPIOTIKA TV TAOTQOPUWY, KABWE KAl JE TNV EMIPPON)
Twv influencers, evi GUGXETIOTNKE 0€ PIKPOTEPO BOBUO PE TNV UTIOKEIYEVIKY EUTEIPIQ
online ayopwv. Ta EVPNUOTA AUTE OTOTUTIWVOUY VA TIAEY A OAANAETIIOPATEWY PETAED
ouvalobnuatog, oxedIOOPOD KOl KOIVWVIKINC EMPPONE O0TO YN@IOKO OayopaoTIKO

TEPIBAAAOV.

Ooov agopd TIC dNUOYPAPIKES S10QPOPOTIOINTEIC, TA ATOTEAETHOTA EOE1EAV OTI TO PUAO
OXETICETON PE OTATIOTIKA ONUOVTIKEC dIAQOPEC O EMPEPOLC JIAGTACEIC TNC WNPIAKIC
QYOPACTIKIC CUUTIEPIPOPAC. ZUYKEKPIUEVA, KATAYPAPNKAY d10(QOPOTOITELS WC TPOC
TN ouvalgBnuaTIKr avtapolfn amo Tig online ayopég, TNV TOPOPUNTIKI Kol EB10TIKN
OUMTEPIPOPA, TO WNPIOKA OXEJIAOTIKA gpebiopata Kal TNV emppon twv influencers,
EVW OgV OIOTIOTWONKE OTOTIOTIKA GNUOVTIKY O10QOPd WC TPOC TNV UTIOKEIUEVIKI)

eumelpia online ayopwv.

Ava@OopIKA PE TNV NAIKIA, Ta amoTEAETUOTO £JE1EAV OTI Ol TIEPIOCOTEPEC UETAPRANTEC
dev d10(pOoPOTOIoLVTAl CNUAVTIKA METAED TwV NAIKIOKWVY Opadwyv. E&aipean anotéAeoe
n emppor] Twv influencers, yia TNV omoia Kotoypd@nKe OTOTIOTIKA GNUAVTIKA
dla@opoToinan PETOED TwV NAIKIOK®WY OUAdWY, LTTOANAWVOVTAC OTI N KOIVWVIKN Kal

OTITIKI) ETIPPON O€V BIWVETAL E TOV (D10 TPOTIO 0 OAX TO NAIKIOKA OTASIQ.

ZUVOAIKA, TO €LPNAUOTO TNG €PELVOC OKIAYPO@OLY Eva  WN@IaKG OyopooTIKO
TEPIBAAAOV OTO OTOIO N CLVAICBNUATIKA AVTOPOIBH, 0 OXEJIACUOC TWV TAOTQOPHWY
KOl 1 KOIVWVIKI) ETIPPON GUVOEOVTOL OTEVA PE TNV TIOPOPUNTIKI KOl VIOTE €0I10TIKN
KATAVOAWGT), EVW OPIGUEVA dNUOYPAPIKA XOPOKTNPIOTIKA, OTWC TO GUAO Kal N NAIKiq,

@OIVETOL va AEITOLPYOLV OIOPOPOTIOINTIKA O€ EMIPEPOULC JIACTATEIC TNC CUUTIEPIPOPAC.
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5.2 20vdean TWV EVPNUATWVY UE TA EPELVNTIKA EPWTAMOTO KOl TIC LTTOBETEIC

H napovoa evotnta e€etdlel Tov Babuod oTov 0Toio Ta EVPNHOTO TNE EPELVAC ATIAVTOUV
0T EPELVNTIKA EPWTHUOTO TIOU TEBNKAV OTO EI0AYWYIKO KEQAANIO0, OTMOTUTIWVOVTOG TN
OX€0n METOEL GUVAIGBNUOTIKWY TIOPOYOVTWY, WN@IOKWY OXEOIOOTIKWY OTOIXEIWV,

KOIVWVIKNAG EMIPPONC Kol onling ayopaaTIKNE CUUTIEPIPOPAC.

‘Etol, ova@opikd pe To epeuvnTikO Epwtnua 1 (EE1): Moot cuvaigbnuotikoi
TOPAYOVTEC OXETICOVTON PE TNV TTOPOPUNTIKN 1) €B10TIKN online ayopaaTIKY GUUTIEPIPOPY;
To anoteAéopata €0€1€&av OTI N cguvalgbnuoTikh avtapolfr and Tig online ayopég
TOPOLGIALEL 1I0XLPN KOI OTATIOTIKA GNUAVTIKY BETIKA CLUOXETION JE TNV TAPOPUNTIKN)
Kal €610TIK) ayopaoTIK) CUUTEPIPOPA. To €LpNUA autd UTOdNAWVEL 0TI G000
EVTOVOTEPO BIOVETAL TO 0igbnua avTapoIg Kol EuxopioTnang omo TNV OyopadTIKA
TPAEN, T000 au&Avetal N mOavATNTA EPPAVICNE TAPOPUNTIKWVY I} EMAVOAAUBOVOUEVWV

HOTIBwV KoTavaAwaonc. Q¢ ek TouTou, To EEL amavtaton O€TIKA.

Ma 1o gpevvnTikO Epatnua 2 (EE2): Mw¢ Ta Yn@laka oxedaoTIKA OTOIXEIO EVIGXUOLY
1 TUPOJOTOUV TNV MAPOPUNTIKN Kal EBICTIKI| AYOPACTIKI) GUUTIEPIPOPU;

TO €VPAUATA KOTEGEIEOV 10XUPEC OETIKEC OUOXETIOEIC METOEL TWV  WNOIOKWY
OXEJIAOTIKWV EPEBICUATWV KO TN TAPOPUNTIKAC—EBIOTIKAC CUUTIEPIPOPAC, KABWC KOl
TNG oLVAICONUATIKAC OVTaMOIPNC. EMIMAS0V, KATAypa@nKav S10QOPOTOINCEIC WC TIPOC
T0 QUAO O0€ auTr TN Ol1AO0TACN, YEYOVOC TOU UTIOONAWVEL OTI O OXESIOOMUOC TwV
PNEIOKWY TIAATPOPHWY deV  eMNPeddel opoldpop@a OAouG Toug Xpnotec. Ta
QMOTEAECUOTO OUTA amaviolv BeTikG oto EE2, emiBefaiwvoviog tov pOA0 TOU
PneloKoL OXedIOOPOL ¢ EVEPYOL  HPNXOVIOUOL €vioxuong TnN¢ OyopacTIKIC
OLUTIEPIPOPAC,.

SXETIKA PE TO epeuvnTIKO Epatnua 3 (EE3): Moiog gival o porog twv influencers kai
¢ OMUKAC KOWWVIKAG EMIPPOAC 0T SAUOPQWOn  ayopwv  GUVOICONUOTIKNC
avtayoIPrg; n emppor) Twv influencers mapouciaoe OTATIOTIKA ONUOVTIKEG BETIKEC
OULOYXETIOEIC TOOO WE TN CLVAICBNUATIKY AVTAUOIPH 000 KOl PE TNV TMOPOPUNTIKN—
€010TIKN ouuTEPIPOPAd. MapAAANAa, KoTaypd@nKav S10(QOPOTOINCEIC WC TIPOC TO PUAO
Kal TNV NAIKia, PE TNV NAIKIO va AMOTEAEL TOV JOVABIKG dNpOYPAPIKG TOPAYOVTO TIOU
dlagopomoincge onuavtkd tnv emppoy Ttwv influencers. Ta eupnuata  autd
UTTOANAWVOLV OTI N KOIVWVIKN KOl OMTIKI EMIPPON AEITOUPYEI W ONUAVTIKOG

TIOPAYOVTOC JIAPOPPWANC TNE OyOPOCTIKIC EUTEIPIOC, OMOVTWVTOC BETIKA 0To EE3.
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Ocov agopa 10 epevvnuikd Epwtnua 4 (EE4): Mw¢ Biovouwv ol XpAoteC Ta
ouvaloBruata mpiv, KOTd Kot Yetd v online ayopaoTIKI eumelpia;

N UTIOKEIYEVIKN eUTEIpia online ayopwVv CUCXETIOTNKE BETIKA PE OAEC TIC PACIKEC
METABANTEG TNC €peuvac, OV Kal WE XOUNAOTEPN €vioon O€ OUYKPION HE OANEC
dlaotaoel. To elpnuUO OUTO Otixvel OTI N OYOPOOTIKN EUTEIPIO BIOVETOL WC
oLVAICONUATIKA @OPTICUEVN dIASIKOGIN, XWwPIC wOTOGO Va d1AQOPOTIOIEITAl CNUOVTIKA
HETAED QUAWV 1 NAIKIOKQV OpOdwv. ZUVEMwG, To EE4 amavidtal PEPIKWC,
avadelkvOovTog T onuacia g eUMeIpiag, aAAd Kal T OXETIK) OMOIOYEVEID OTOV

TpOMo Biwon¢ TC.

Ma to gpeuvnTikd Epatnua 5 (EE5): Yndpxouv dnpoypa@IKEG O10QOPOTOINTEIC TIOU
EMNPEAOLY TNV ELAAWTOTNTA GTOV YNPIAKO 810G KaTavaAwaong;

To anoTeAEopOTa £JE1EaV OTI TO QUAO CUVOEETAL PE GNMAVTIKEC O1OQOPOTIOINCEIC OE
EMPEPOLE OIOOTACEIC TNC YNQIOKNG OYOPOOTIKIC CUUTEPIPOPAC, EVW N NAIKia
dlagopotolei Kupiwg TNV emppon Twv influencers. AvtiBeta, yia TIC TEPICTOTEPEC
HETABANTEG Oev  KaTOypd@NKOV NAIKIOKEG Ol0QOPOTIOINTEI(. ZUVENWE, To EE5
AMAVTATOl PEPIKWCG, LTOAEIKVUOVTOC OTI OPIOHEVO dNUOYPOQIKA XOPOKTNPIOTIKA

AEITOLPYOUV J1APOPOTIOINTIKA, OAAG OX1 OUOIOPOPPA OE OAEC TIC DIOOTATEIC.

ZUVOAIKA, TO ELPAMATO TNE EPELVOC TAPEXOLV COPEIC AMAVINCEI OTA TEPIOCOTEP
EPELVNTIKA EPWTHHOTO, AVOIEIKVUOVTOG TOV TIOAUTIOPOYOVTIKO XapaKtrpa tn¢ online
AYOPAOTIKIC CUUTIEPIPOPAC Kal T oUVOETN OAANAEMidpaon ouvaloOnUaATIKWY,

TEXVOAOYIKWV KOl KOIVWVIKWV TIOPAYOVTWV.

5.3 Epunveia Twv eupnuaTwv Kol cOVOESH TouC YE TN O1EBvN) BIBAIOypagia

5.3.1 ZuvauoBnuatikn avtapoLBn Kot mapopunTikn—ebLotikn online
KaTavaAwaon

Ta guprjuoTa TN¢ TOPOLOAC EPELVOC EMIBERAILVOLY OTI N CLVAIGBNUOTIKA OVTOUOIPN
amnod TI¢ online ayopéC oLVAEETAIL IGXLPA E TNV TIAPOPHNTIKA KoL €B10TIKN OYOPOCTIKI)
ouuTEPIPOPA. H BETIKA CUOXETION TOL KOTOYPAPNKE evBuypappileTal pE T Bewpia
NG incentive—sensitization, cOu@wva Pe TNV Omoior n vIomapivn dev oxeTideTal

QMOKAEIOTIKA PE TNV EUTEIPIO ELXAPIOTNONG, OAAD KUPIWG ME TNV Evioxuon Tng

58



embupiac Kal ¢ mpoadokiag avtapolfnig (Berridge & Robinson, 2016). Z1o Yn@Ioko
TEPIBAAAOY, N TPOCAOKIO AUTH) EVEPYOTIOIEITOl EMOVAAAUBOVOUEVO PECW MIKPWV,

AUECWVY OVTAUOIBWY IOV GUVOSEVOULV TNV AYOPOCTIKI) TPAEN.

H BipAoypagia €xel d€iel OTI N KOTOVAAWGN OLXVA AEITOUPYEL WC PNXOVIOHOC
pUBUIONG cLVICOAUATOC, IBIAITEPO O KOTOGTACEIC AYXOUG, aviag I cuVAIGONPOTIKAC
duoopiag (Dittmar, 2005). Ta anoteAéopata TN Tapovaa PEAETNG EVIoXDOLY auTh
TN B€on, vmodelkvOovTac 0TI N online ayopaCTIK CUUTIEPIPOPG OEV TEPIOPILETOL OE
AEITOUPYIKEC QVAYKEC, AAAG OTOKTA XOPAKTNPIOTIKA GUVOICONUATIKIC OVAKOUQIONC
Kal  EMavVaAaUPBavVOUEVNG  €vioXuang, OTOIXEIO TOU TOPOMEUTIOUV OE  UOPQEC
OLMTEPIPOPIKOL 61000 (Andreassen et al., 2015).

5.3.2 O poAo¢ twv PndLokwv oxedlaotikwy epedlopatwy (UX, nudging,
FOMO)

I61aitepn onuacia mTapova1adouy T EVPAKATO TTIOU APOPOUV TO YNPIOKA OXESIOOTIKA
epebBiopata, Ta Omoio GUOXETIOTNKAV 10XUPA TOCO HPE TN GUVAIGONUOTIKY OVTAUOIBA
000 Kal JE TNV MAPOPUNTIKA—EBIOTIKI) CUUTIEPIPOPA. TO OMOTEAECHOTO OUTA GUVAAOULY
pye 1 PipAloypagio mou ovadelkvOel Tov poAo tou behavioral design kol TN

OPXITEKTOVIKAG ETAOYWV OTN dIAPOPQWAT) KATAVOAWTIKWY amo@acewv (Alter, 2017).

Mnxaviopoi 6mw¢ Ta scarcity cues, ta limited-time offers kai o1 push notifications
€xouv amodelxbei 0TI evepyormoloby Tov @ORo amwAelag (FOMO) Kal PEIwVOLY ToV
XPOVO YVWOIaKNC enegepyaaiag ¢ andgaong (Huang et al., 2020- Hu, 2025). H
TapoLoa EPELVA EVIOXVEL T TOPOTIAVW ELPAUATA, deixvovtag 0TI 0 OXESIOOUOC TwV
PNEIOKWV TAOTQOPPWY OEV AEITOUVPYEL AMAWC UTTOCTNPIKTIKA, OAAA OMOTEAEL evePyd

TOPAYOVTa Evioxuong TNG ayopacTIKNC Tapdpunong.

MopAGAANAQ, N 10XUPN CUCXETION TwV YNEIOKWY OXESIOOTIKWY OTOIXEIWV HPE TNV
TIOPOPUNTIKI) CUUTEPIPOPA cLVOEETAL UE Ta habit-forming povtéAa UX, 6mw¢ 1o Hook
Model (Eyal, 2014), Tto omoio TEPIYPAPOLY TWC TO YNEIOKA TEPIBAAAOVTO
dNUIoLPYoLY EMAVOAAUBAVOUEVOUC KUKAOUG EVEPYOTIOINGNC, dpACNE KOl OVTOMOIPNC.
210 MAQI010 TwVv online ayopwv, 0l KUKAOI OUTOI QOIVETOL va EVIOXVOUV TN PETARoON

amno MEPIOTOCIOKN O€ EMAVOAAUBAVOUEVN KOL EVIOTE EBI0TIKI KATAVOAWON.
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5.3.3 Emppon twv influencers Kat KOWWVLIKA—OTTIKI TEBW

Ta evpiuata mou o@opoly Tnv emppor) twv influencers emBeBaiwvouvy TOV
KaBopIoTIKO POAO TNG KOIVWVIKAG Kal OTTIKAG TEBWw OT0 OUYXpovo Yn@lokod
olkooVaTnua. H BeTIkA cuoxETion TG emipporn¢ Twv influencers pe TN cuvaleBNUATIKN
aVTapoIB Kol TNV TOPOPUNTIKA—EBIOTIK) OCUUTEPIQPOPA OUVAGEL PE WEAETEC TIOU
avodeIKVOoUY TN dUVOUN TWV TOPOKOIVWVIKWY OXECEWV OTNV TPOBEon Kol 0Tn

oupmepipopd ayopd¢ (Boerman, 2020).

20pewva pe ™ PiBAoypagia, ot influencers Asitoupyolv w¢ TMPOTUTIO AVOQPOPAC,
ONUIOLPYWVTOC aicOnNoN OIKEIOTNTAC KOl TAUTIONG, N OToia HPEIOVEL TNV KPITIKN
amodoTaon TOU KATOVOAWTA Omo To mpoBaAlopevo mpoiov (Goswami & Ranawat,
2025). Ta omoteAéopata TG mMopoLaag EPELVOC EVIOXUOLV AUTH) TNV TPOCEYYION,
deiyvovtag 0TI n emppon Twv influencers dev neplopiletal aTnv mPOOeaN ayopdc, AN

OLVOEETOIL KOl E GLVAIOBNMOTIKEC OIOOTACEIC TNE KATOVAAWONC.

H dla@opomoinon mou mapatnerinke w¢ mPO¢ TV NAIKia evioxUel TEPAITEPW TN
BIBAIOYpa@IKY) BEGN OTI N KOIWVWVIKN €MIPPOr d&V BIWVETAL OUOIOUOPPO G OAO Td
NAIKIOKO  OTAGI0, HE VEOTEPEC NAIKIOKEC OUGdEC VO eU@avi(ouy pPEYaAUTEPN

EVOAWTOTNTO O€ OTTIKA Kol KOVwVIKA epebiopata (Valkenburg, 2022).

5.3.4 YTIOKELUEVLIKN eUMELpla online ayopwv Kol cuvoloOnuaTiki
EUTTAOKN

H umokelyevikn eumelpia online ayopwv mapouciooe BETIKEG, av Kal 00BeVETTEPE,
OULOXETIOEIC PE TIC BAOIKEC METAPRANTEC TNC EPELVAC. TO ELPNMA AUTO LTIOBNAWVEL OTI N
EUMEIPIO XPNoNG Twv YN@IOKWY TAOTQOPPWY ATOTEAEL ONUAVTIKY, OAAG  OXI
QMOKAEIOTIKN, GLVICTWON TNC AYOpPaCTIKNC cUUTEPIPOPAC. H BIBAloypaia £xel deigel
0Tl N BeTIK eumeIpior EVIOXVEL T OLVAICONUOTIKA €UTAOKA Kol TN d1dbean yia

enavoAappavopevn xpron, 1laitepa ae mobile mepiBaAovta (Zheng et al., 2019).

Qaot1000, n anoucia €VIovwy OIO@OPOTIOINCEWY WG TPOC TO QUAO KOl TNV nAIKia
UTOANAWVEL OTI N ePmelpia Twv online ayopwv evOEXETAL va EXEl TAEOV
KOVOVIKOTIOINBEL, AEITOUpYVTaC W KOV LTOROBPO AVW OTO OTOIO EVEPYOTIOIOLVTAL

GAAQL, TIIO 10XUPOI UNXAVICHOI EMIPPONC, OTIWE TO GUVAITBNUO Kal 0 OXEJIATHOC.
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5.3.5 Anpoypadikol mapdyovteg kot evoAwtotnTa otov PndLakd eBlopd
KQTAVAAWGONG

Ta guprjuaTa OV OQPOPOLV TIC dNUOYPUPIKEC O1OPOPOTIOINCEIC OEIXVOUV OTI TO PUAO
Kal 1 NAIKio AEITOLpYolV EMIAEKTIKA W¢ apdyovteg dlagoponoinonc. H BifAloypagia
EXEL KaTaypawel d10QopEC PUAOL OTNV TAPOPUNTIKNA KAl CUVOICONUATIKI) KOTOVAAWGT,
ME TIC YUVOIKEC oLXVA va gd@avidouv vPNAGTEPN cuvalaBnuatiky eunmAokn (Dittmar,
2005- Rook & Fisher, 1995). Ta amoTEAEGUOTO TN TAPOVCAE EPELVAC KIVOLVTAI TPOC
autr) TNV Katevbuvan, XwPi¢ WOTO00 va LTOANAWVOULV KOBOAIKEC ONUOYPAPIKEC

EMOPACTEIC.

H meplopiopévn dla@opomoinon wg mpo¢ v nAIKia, pe €aipean v €mppor Twv
influencers, aguvadel pe alyXpoveC MPOCEYYIOEIC OV LTOOTNPICoLVY OTI N WNEIaKA
KatavoAwon €xel OloxuBel o€ euplTEPO NAIKIOKA (QOCHOTO, MEIOVOVTOC TIC

TopadoatokEC NAIKIAKEG dlakpioelg (Lamberton & Stephen, 2016).

KepdAalo 6: Zuumepaopato

H napoloa €pevva avédele pe aagrvela 0Tt n online ayopaoTIKY GUUTEPIQPOPE deV
UTOPEl TAEOV va EPUNVELBET AMOKAEIOTIKA W PIO 0PBOAOYIKT), AEITOUPYIKN dladiKaaia
KAALYNG avaykKwv, OAG ouvioTd €va OUVOETO WUXOAOYIKO KOl GUUTIEPIPOPIKO
@OIVOUEVO, TO OT0I0 SIAUOPPWVETAL OTIO TNV OAANAETIdPOCN CLVAICONUATIKWY
KOTAOTAOEWY, UN@IOKWV OXESIOOTIKWY HNXAVIOMWY KOl KOIWVWVIKAC Emipponc. Ta
EUPNUOTO KOTOOEIKVUOUV OTI Ol online ayopeg AEITOUPYOUV GUXVA WG UNXOVIOUOC
dueong avtopolfrg Kol ouvalobnuatikig pLBUIoNC, HE XOPOKTNPIOTIKA TOou
mpooeyyidouv POTIBO TOPOPUNTIKNC KOI, OE OPICUEVEC TEPIMTWOEIS, EBIOTIKIC

OLUTIEPIPOPAC,.

IS1aitepa onuUOVTIKY avadeixbnke n évtovn oxeon METOEL TOL GUVOICBNUOTOC
QVTOUOIBAC KOl TNG TAPOPUNTIKAG 1 €B10TIKAC ayopacTIKAG CLPTEPIPOPAc. H
OLOXETION AUTH) LTTOANAWVEL OTI N AYOPACTIKA TPAEN 0TO YNEIOKO TIEPIBAANOV OEV
TEPIOPIETAI OTO AMOTEAECUO TNE ATIOKTNONG EVOC TTPOIOVTOC, OAAGD GUVOEETAI APPNKTO
JE TNV TPOadoKia euxapioTnang, avakou@Iong 1 mPOowpPIVAG BeATiwang Tng d1dBeanc.
To ebpnua auto evioxLel TNV amoyn 6Tt o1 online OyopEC UTOPOULV VO AEITOUPYITOLV
W¢ LTIOKATACTOTO oLVAICONUATIKNC Evioxuanc, 18iwg o€ TEPIOGOLE AyXOLE, aviag N

PUXOAOVIKNC Tieanc.
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MopdANAa, 0 pPoOAOC TWV  UN@IOKWY OXESIOOTIKWY OTOIXEIWY  amOdEixOnKe
KaB0PIOTIKOC. Ta amoteAéopata deixvouv OTI PnNXoviopoi Omw¢ Ta scarcity cues, ol
eloonoInoell push kot 1 €ukoAia one-click ayopd¢ dev A€ITOUPYyOLV  OMAWC
UTIOCTNPIKTIKG TN dladikaagia ayopdg, aAAd eviaxDouy evepyd TNV TAPOPUNTIKOTNTO
Kal YEIWVOLY Ta TEPIBWPIN YWWOTIKOU EAEYX0U. O PN@IOKOC OXESIOOUOC, EMOMEVWC,
dev eival 0LOETEPOC- OTOTEAEL Evav EvEPYO TAPAYoVTa SIOPOPPWANG CUUTEPIPOPAC, O
omoiog umopei va evioxVoel KUKAOUG GUECNG OVTAUOIBAG Kol EMAVOAAUBOVOUEVNG

KOTAVOAWGONC.

ZnuavTiki avadeixdnke kai n emidpacn tou influencer marketing, To onoio gaivetal va
AEITOUPYEL WC YEQPUPO OVAUESO 0T CLVAICONUATIKI EUTIAOKI] KOl TNV OyOPOOTIKN
anoeocon. H omTikr mapouaciacn MPOIOGVIWY, N a@nynon E€UTEIPIWV KOl N TOPa-
KOIVWVIKI) oxean ue Toug influencers eviaxbouv Tnv mibupio Kal v mpobean ayopdc,
OLXVA PETOTPEMOVTAC TNV KATAVAAWGN O€ KOIVWVIKA VONUaTodoTnuévn eumelpia. Ta
gupruaTa UTOONAWVOLY OTI N EMIPPON OUTA Ogv TEPIOPILETal GTNV €vioxuan Tng
TpoBeanC ayopdc, aAAG OUVOEETON Kal PE TNV ovad)tnon avtauolfng Kar v

TIOPOPUNTIKI) OVTOTOKPLON.

H umokelyevikn epmelpia twv online ayopwv avodeixBnke w¢ pio mOALdIACTOTN
dladikaaia, n omoio TEPIAAPPAVEL cuvaloBAUOTa TIPOCHOVIG, €uxapiotnong Kai
dIEyePONG TPIV Kal KATA TV ayopd, oAAd Kal, 0 OPKETEC TEPIMTTIWOELS, EVOXNG N
Au@IBLPIOG PETA TNV OAOKANPWOT) TNG. To poTtifo autd vmootnpilel v drmoyn Ot N
UN@IOKL KOTOVOAWON EVIACOETOL OE EVOV QOUAO KUKAO OLVAIOBNUATIKAG EVIOXLONC
Kal Omo@opTIonG, O OTOoio¢ WJTOPEl va  evIoXVEL TNV EMAVOANTTIKOTNTA TNG

OLUTIEPIPOPAIC.

Oaoov aQopd TIC dNUOYPAPIKEC OIOQPOPOTIOINCEIC, TO OTMOTEAECHATO UTIOOEIKVUOLVY OTI
To QUAO Kal N nAIKio guvoEovTal e dIaQOPOTOINTEIC OTNV EVTAGH OPICHEVWV
d1a0TACEWVY TNE PNPIOKIC OYOPOCTIKIC EUTEIPiag. Ot dIaPoPEC ALTEC OEV AVAIPOLY TOV
YEVIKO PNXAVIOMO AEIToupyiag NG Wn@laknig KOTavaAwaonc, aAAd LTTOANAWVOLY OTI N
EVAAWTOTNTO OTOV TOPOPUNTIKO N €010TIKG XapaKTApa Twv online ayopwv dev gival
OMOIOHOP@PN OTOV TANBUOUO Kal €MNPEACETAl OMO KOIVWVIKA KOl OvamTuEloKd

XOPOKTNPIOTIKA.

ZUVOAIKA, N MEAETN GUUBAAAEL OLCIOOTIKA OTNV KATAVONGON Tou Yn@lokoL 61000

0TV KOTOVAAWGN, TPOTEIVOVTOG MIO  OAIOTIKA) TIPOCEYYION TOU  OULVOULALEL
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ouvaleBNUATIKOOC TAPAyovTel, WNEIOKO OXEJIAOUO Kol KOIVWVIKA Emippor. Ta
gupnuoTo  LTOypOpMiCovy 0Tl N online OyopOOTIK) CUUTEPIPOPA QTOTEAED €va
dLVAIKO Tedio, 0TO OTOI0 N TEXVOAOYiIa deV AEITOUPYE AMAWC WG MEGO GUVAAAOYAC,
OAAG WG TIEPIBAAAOY BIOMOPPWAONE EUTIEIPIQV, KIVATPWY Kal cuvalgdnudtwyv. H
KaTavonaon auTr¢ TN¢ TOAUTAOKOTNTAC ival KPIoIun TOOO yio TNV EMOTNUOVIKI £pEuva
000 Kal yla TNV Qavamtuén mo umelBuvwy Kol BIWCINWY TPOKTIKWY 0TO Pn@IoKo

EUTIOPIO.

Kedbalaio 7: MNeploplopol TnC €peuvac Ko
TMPOTAOCELC yLla LEANOVTLKN EpELVA

Mopd TN CLOTNUOTIKA TPOCEYYICN Kal T HUEBOJOAOYIKN) GUVETEID TNC TAPOVCOC
gpeuvag, €ival amapoitnTo Vo OovayvwPIoToOV OpICUEVOL TIEPIOPICHOL, Ol oToiol
€MNPEALOLY TNV EPUNVEI KAl TN YEVIKELON TWV ELPNUATWY. H avayvwpion autwy Twv
TEPIOPIOPWY OEV OTOSUVAUWVEL TN MEAETN, OANG evioXVel TN OlOQAVEI KOl TNV
EMOTNUOVIKA TNC EYKLPOTNTO, BETOVTOG TOPOAANAG TIC PBACEIC YIO TEPAITEPW

€PELVNTIKN dlepelvnan.

‘Evag Baoikog TEPIOPIOUOC a@Opd TOV OIOTOUENKO XAPAKTHPa TNG €peuvag. H auAioyn
TWV OEOOUEVWVY TIPAYUATOTOINONKE O€ Piol GUYKEKPIYEVN XPOVIKN GTIyUr), YEYOVOC TTOU
dEV ETUTPETEL TN BIEPELVNCT AITIWOWV OXETEWV OUTE TNV TAPAKOAOVBNON TN EEENIENC
TNG OYOPOOTIKIC CUUTIEPIPOPAC OTOV XPOvO. MapdTl Ol CUCXETIOEIC TIOL EVIOTIGTNKOV
€ival OTOTIOTIKA ONUOVTIKEG Kal BEWPNTIKA CLVETEIC, dEV UTTOPOLV VO EPUNVELBOLV WC
anodei&elq aITIoTNTAC, aAAd w¢ EVOEIEEIC oLVOTOPENC Kal OAANAETIOpaCC HETOEL TwV

MEAETWHEVWVY PETOBANTWV.

EmmAéov, n €peuva  Paciotnke 0  AUTOOVAQPEPOUEVA  dEOOPEVA  UECW
EPWTNHOTOAOYIOU, YEYOVOC TIOU EVOEXETOL VO EMNPEALETAL OTIO KOIVWVIKA EMIBUUNTEC
anmavtiOEI(, UTIOKEIUEVIKEC EKTIMACEIC 1 TEPIOPIOPEVN  €VOOOKOTNGN  TWV
OUMUETEXOVTWVY. Id10iTepa 0 {NTHUATA TIOL OXETICOVTal PE TIOPOPMUNTIKY 1] €010TIKA
OLUTIEPIPOPA, UTIAPXEL TO EVOEXOUEVO UTOEKTIUNGNG TNE EVTOONC 1) TNG GUXVOTNTOC
TETOIWV TIPOKTIKWY, AOYW KOWVWVIKWV 1] TPOCWTIKWY QPAYUWY OTNV EINIKPIVN

autoa&loAoynan.

‘Evag aKOpn TEPIOPICUOC a@opd Tn oUVOEDN Kal TO XOPOKTNPIOTIKA Tou d€iypatoc.
MopoTt To péyebog Tou OeiyuaToC KPIVETAL EMOPKEC YIO TN OTOTIOTIKN OVAAUGH TIOU
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mpaydatomoiénke, n  Tuxoia  dElydaToAnYio KAl TO  OUYKEKPIUEVO
KOIVWVIKOONMOYPa@IKO TAQiclo  meplopidouy TN duvatotnTa  YEVIKELONG TWV
QMOTEAEOUATWV OTOV €UPUTEPO TANBLOMO. I1d10iTEPA TOMTIOUIKOI, OIKOVOUIKOI Kal
KOIVWVIKOI TIapAyovTEC TTIOU XaPOKTNPIZouV TNV EAANVIKI] TIPAYMOTIKOTNTO EVOEXETAIL VO
d1a@QOPOTOIoLY TNV WNPIOKI) KATOVAAWTIKI) GUUTIEPIPOPA GE GUYKPION HE GAAD 1BV

mAaiola.

MoapAdAANAQ, N Tapoloa PEAETN EMIKEVIPWONKE OMOKAEIOTIKA 0 TOOOTIKA EPELVNTIKA
TPOCEYYION, YEYOVOC TIOU, OV KOl EMITPETEL TN OTOTIOTIKI) OMOTOMWAN OXECEWV KOl
TOoEwy, OV TOPEXEL 0 BABOC KOTOVONON TWV PIWUATIKOV JdlACTACEWY TNG
ayOpOOTIKNC EUTEIpiag. H amouaia MOIoTIKWY 0ed0PEVWVY TIEPIOPIEL TN dLVOTOTNTO
d1EPELVNONC TWV TIPOCWTIKWY A@NYIOEWY, TWV UTIOKEIPEVIKWY VONUOTOO0TIOEWVY Kal

TWV AETTWV CLVAICBNPATIKWY OTOXPWOEWV IOV 0UVOdELOLV TNV online KATAVOAWGN.

AauBavovtag umoyn TOuC TOPOMAVW TEPIOPICUOUC, TPOKUTTOUV  ONUOVTIKEG
TIPOOTITIKEG Y10 PEANOVTIKI) €peuva. MEANOVTIKEC UEAETEC Ba  pmopoloav va
vloBeTroouv dlaxpoviko (longitudinal) oxedlaouo, woTe va e€eTdoouy TWE e€eAicoeTal
N oxéon METOEL ouvalobAPOTOC, WNEIOKWY €PEBICUATWV KAl  OyOPACTIKNC
OUMTEPIPOPAC OTOV XPOVO, KABWE KOl OV 0 TOPOPUNTIKOC XOPAKTHPaG Twv online

ayopwV UTOPEL VO EVIOXUBEI 1) va JETPIOCTEL PEa OO EMavaAapBavapevn EKBean.

I6laitepa yoviun Ba Atav n aglonoinon PEIKTwv peBodwv, cuvdualovtac TOCOTIKA
EPYOAEIN IE TIOIOTIKEC OLUVEVTEVEEIC I NUEPOAOYIO EUTEIPIOG. Mia TETOIO TIPOCEYYION
Ba enétpene TV €1¢ BABOC KOTOVANGN TOU TPOTIOU E TOV OTI0I0 01 XPr)aTEC BIwvouy TNV
avtapolfn, TNV avakou@ian r) TNV €Voxr) oL cuVOdEVOLVY TIG online ayopEg, wTilovTag

TITUXEC TIOU JEV UTIOPOUV VA OTOTUTWOOUV TARPWE HECW KAIMOKWY PIETPNONC.

EmimA&ov, HEANOVTIKN €peuva Ba UTopoUaE va €0TIACEL € TIIO EEEIDIKEVPEVEC OUAOEC
TTANBUCGHOV, OTIWC VEOUC EVIAIKEG, ATOMA e LYNAR XpPrion social media 1 KATAVOAWTEC
TOL XPNOIYOTIOIOVY GUCTNUATIKG mobile commerce nAat@Oppec. H dlgpebvnon
J1AQOPWVY aVA KOIVWVIKOOIKOVOUIKO ETIMEDO, WN@1aKr) e0IKEiwan A TOTO TAATQOPMAC
Ba pmopolaoE Vo TTPOCPEPEL TIIO GTOXEVHEVA EVPAUATA OXETIKA PE TNV ELOAWTOTNTA

0TOV PNQIOKO EB1I0UO KATOVAAWGNC.

TENOG, 1010HTEPO EVOIOPEPOV TTOPOLOIALEL N WEAAOVTIKNA €€ETaaN TNC NBIKAC dlaoTacN
ToL Yn@lakol axedlaopol Kal tou influencer marketing. 'Epeuveg mou Ba diepeuvolv

TNV 100PPOTIO OVAUESO OTNV EUTIOPIKN] OTOTEAECUOTIKOTNTO KOl TNV Yn@IoKN
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EUNUEPIO TWV XPNOTWV MTOPOLV VO CGUMPPAAOUY OUCIOCTIKA OTn  JAPOPPWaN
UTEDBUVWY TIPOKTIKWY OTO NAEKTPOVIKO EUTIOPIO KOI OTN XAPOEN TMOAITIKWVY TOU

TEPIOPICoLY TNV evioxuan €B10TIKWVY WOTIBwv.

2 UVOAIKA, N TTopoLoa £peuva BETEL Eva 0TOBEPO BEWPNTIKO Kol EUTEIPIKO LTTORABPO YIa
TN MEAETN TOUL YN@IOKOU €610O0 OTNV KATAVAAWGT, EVW Ol TEEPIOPICHOI TNG avoiyouv
yovIpoug OpOpOoLE Yia TIEPAITEPW OlEPELVNGN EVOC (QOIVOPEVOU TIOU €EEAiCOETal

QUVOMIKA KOI OTOKTO OAOEVA KAl EYAAUTEPN KOIVWVIKA onuaaia.
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