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Iepiinym

H mopovoa duthopotikn epyocio ue 0éua «Digital Marketing & Social Media: H
EMOPAON TOLG OTNV €MAOYN EEVOOOYEIOL OMO TOLG TOVPICTECH TOPOVGLALEL TNV
EMPPOT OV EYOLV 01 TPoWONTIKES EvEPYELeg oTo Online mepiBaiiov Tov emthéyovy va

VAOTOGOVVY Ol EEVOSOYELNKEG LOVADES Y10, TV TTPOGEAKLGT TOVPIGTAOV.

ZUYKEKPIUEVT] avaPopd YIvETaL GTNV 10TOCEAIDN, 0TV TTapovaia ota social media kot
o€ 16T0GeA0EG e online KPITIKEG Yo T Egvodoyeia, TN ¥pNon SPOPOV TPUKTIKMOV
Ko gpyareiov Omog ot dwwpnuicelc oto social media koaw ot Google, to email
marketing, To mobile marketing, to blogging, to influencer marketing xou to affiliate

marketing, oAl kot 0 péco kowvvikng diktomong Tik Tok.

To epguvnTikd TpUqUO TG €pyaciag HEAETE TO TOlEg TPOMONTIKEG evEPYElES TV
Eevodoyeilmv, eite mpokertar yio SuenuUicels €ite Yoo EVEPYELEC OV OEV EVEXOLV
SPNUIOTIKO KOGTOG, EMNPEALOLV TNV ATOPACT] TOV TOLPICTOV YI0L KPATNGT GE Eva

£evodoyelo Yia TIG SLOKOTEG TOVG.

Ao Vv mpOTOYEVY] £pguva OV SEENKON LE TN CLUUETOYN OLVNTIKMOV TOVPLGTOV
npoékoye peta&h GAA®V 0T VTTapYEL peyarog Pabduog egotkeimong pe To dtadikTvo Kot
ta social media, evéd omd 10 TpdTO KOU TNG TavONUiag Kl Emetta avéROnke o ypovog
oV TEPVOVV 01 ToVpicTeg o€ avTd. O1 ToVPIoTES WAYVOLV Yo EEVOSOYELD TPOTICTOG GE
OYETIKEG TAUTPOPUEG, EAEYYOLV TPV TN OLEVEPYELDL KPATNONG TNV 1GTOGEAMOM, TOVG
Aoyaplacpove Tov Eevodoyeiov ota social media, evd eEAEyyovv Kot KPITIKEG o€ review
sites, epOooV 1 16T0GELISO GVVOEETAL [E OWTE, EnpedlovTat amd TNV 16T0cEASN, QAL
Kot ard T omoteAécpaT TOV dNpoctevoemv Tov EEvodoyeimv ota social media, evd
HETpLa lvon 1 emppon) and TpombnTiké evépyeleg email marketing, mobile marketing,
affiliate marketing ko1 amd dwaenuicelg oe google kou social media. TTapdAinia,
TPOEKLY AV EVOLAPEPOVTO GTOLYELD Y10l TOL ONUOYPAPIKAL YOPAKTNPLOTIKE, OTTMG TO VA0,
oV €MNPEACOVV TN GTACT] AMEVAVTL GE TPOMONTIKEG EVEPYELES KO KOT EMEKTAGT GTNV
KpAatnon. Metd v avaivon TV 0TOTEAEGUATOV, AKOAOVOOVY TPOTACELS 0EI0TOINoNG
tov epyoreiov digital marketing kou social media ond ta Egvodoyeia, pe Pdon to

TPOOVOPEPEVTOL EVPTLOLTA, KALA KO TTPOTAGELS Y10l LEAAOVTIKT] EPELVOL.

AéEarg khewnd: digital marketing, social media, digital marketing &evodoygiov,

online swognpices.
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Abstract

This thesis entitled "Digital Marketing & Social Media: Their Effect on Hotel Selection
by Tourists™ presents the influence of promotional activities in the online environment

that hotels use in order to attract tourists.

The website, social media and online review sites presence, the adoption of certain
practices and digital marketing tools such as social media and google ads, email
marketing, mobile marketing, blogging, influencer marketing and affiliate marketing
are discussed thoroughly.

The research focuses on the online promotional activities -advertisements or activities
that don’t require the use of capital for advertising expenses- that influence the tourists’

decision to book a hotel for vacation.

From the primary research to tourists, it is concluded that there is high familiarity with
the internet and social media and that the first COVID-19 period is responsible for the
increased time that tourists spend on internet and social media. Tourists tend to search
for a hotel in the relevant hotel booking platforms, they check the hotel’s social media
accounts and the website prior to the reservation and the review sites, if the website is
connected to them, while their decision is affected by the website and the results of the
hotel’s social media posts. Also, there is an influence on hotel selection by other
promotional activities such as email marketing, mobile marketing, affiliate marketing
and google and social media ads. At the same time, interesting data emerged about the
demographic characteristics, such as gender, which influence the attitude towards

promotional actions and by extension hotel selection.

After the analysis of the results, suggestions for the utilization of digital marketing and
social media tools by the hotels follow, based on the aforementioned findings, as well

as suggestions for future research.

Keywords: digital marketing, social media, hotel digital marketing, online

advertisements
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