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Hepidnqyn

H mopovca dimhopatiky] epyocio €£etdlel TIg MPOORTIKEG OvVATTLENG Kot
TPOMONONG EVOALUKTIKOV HOPP®V TOLPICHOL ©TO Vol ng Zavtopivng, &vog
TPOOPIGUOV 7OV OVTIHETOTILEL évToveg TECELS AOY® TNG LIEPCLYKEVIPMONG TOV
polikod TOVPIGHOV. XKOTOC NG HeAétng elvar va avadeier ) OSvvopkn TV
EVOAAOKTIKOV EUTEPLOV G epYoreio Pudoung avamruéng kot aupivvong g
EMOYKOTNTAG, €0TIALOVTOC TOPAAANAL GTOV POAO TV HECHOV KOWMOVIKNG OIKTOMONG
(social media) otn S1oUOPE®GT TG TOVPIGTIKAG GLUTEPLPOPAG,.

Mo v ermitevén toL €PELYNTIKOD GKOTOV, TPAYUATOTOMONKE TPWTOYEVIS
TOGOTIKY] £PELVA LECH HLOOTKTLOKOV OOUTULEVOD EPOTNUATOAOYIOV, GUYKEVIPDOVOVTOG
158 éykvpeg amavtioelg amd TPoyHaTiKovs Kot duvntikovg emokéntec. H avaivon tov
OO UEVOV KATEDEIEE OTL, AV KO 1] TOLTOTNTA TNG ZAVTOPIVIG TAPAUEVEL LOVOOLAGTATO
ouvdedepévn pe 10 nAofocilepa, v KoAviépa kot Tov polikd Toupiopd, VTAPYEL
W0OYLVPO KOl MPYO EVOLLPEPOV YO EVOALOKTIKEG Opactnplotntes. Edikdtepa, o
TEPUTATNTIKOG/PUGIOAATPIKOS TOVPIGHOS, O TOMTIOTIKOG KOL O  YOOGTPOVOUIKOG
TOVPIoUOG Kataypdpovv vynAn {Ron, N omoia pHaAloTa £xel oplloVTIO XaPAKTIPO,
KaBmg dev O1PopOTOLEiTAl GNUAVTIKE PACEL TOV EGOOMUATOS 1| TOL HOPPOTIKOV
EMMEDOV.

Oocov apopd TI YNPLoKEG GTPATNYIKEG TPODONONG, TA EVPNUATO AVAIEIKVOIOLV
éva onuavtikd mapddoo: Topd v vynin dieicdvon twv social media, n woyvpdTEPN
emppon mpoépyetal and v moapadootakr ovotacn (Word-of-Mouth), eved ot travel
influencers ovykevipdvouv ta yauniodtepa eminedo eumotocvvig. Ot chyypovol
tal01oteg eminTouy avbevtikd ynoeokd mepleydpevo mov Poacileton o TOMIKEG
eunepiec (User-Generated Content). Zvumepacuatikd, m Zavtopivn ogeider va
EMAVATPOGO10piceL TO ToVPloTko TG brand (re-positioning), emevévovtag o VIOSOUES
EVOALOKTIKOD TOVPIGHOV KOl GE GTOYEVUEVEG KOUTAVIEC OPYAVIKOD TEPLEYOUEVOL (€-
WOM), tpokelpévon va d1acpaiicet T pokporpodeoun Plocdottd e,

Aé&Eerg-kheona: Evalloktikoc tovpiouds, Zoviopiviy, Bioown avamntuén,
Méca Kowvavikng Aiktvwong, Yaeptovpiopog, Tovpiotikd Mapketivyk

Abstract

This dissertation examines the prospects for developing and promoting
alternative forms of tourism on the island of Santorini, a destination facing severe
pressures due to the over-concentration of mass tourism. The study aims to highlight
the potential of alternative experiences as a tool for sustainable development and
mitigating seasonality, while also focusing on the role of social media in shaping tourist
behavior.

To achieve the research objectives, primary quantitative research was conducted
using an online structured questionnaire, gathering 158 valid responses from actual and
potential visitors. Data analysis revealed that although Santorini's identity remains one-
dimensionally linked to the sunset, the caldera, and mass tourism, there is a strong and
mature interest in alternative activities. In particular, hiking/nature-based tourism,
cultural, and gastronomy tourism record high demand, which is horizontally



distributed, as it does not significantly differentiate based on income or educational
level.

Regarding digital promotional strategies, the findings highlight a significant
paradox: despite the high penetration of social media, the strongest influence comes
from traditional recommendations (Word-of-Mouth), while travel influencers garner
the lowest levels of trust. Modern travelers seek authentic digital content based on local
experiences (User-Generated Content). In conclusion, Santorini must re-position its
tourism brand by investing in alternative tourism infrastructure and targeted organic
content campaigns (e-WOM) in order to ensure its long-term sustainability.

Keywords: Alternative tourism, Santorini, Sustainable development, Social Media,
Overtourism, Tourism Marketing
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