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Evyaplotieg

H exndévmon ¢ mapovcag OmA®UOTIKNAG gpyociog mpoyuotomomdnke oto  Tunuo
[TAnpoopikng kot TnAepatikng tov Xopokdneov I[avemotnuiov AGnvov and tov Ampidio Ttov

2016 ¢wg tov lovvio Tov 2016.

Emboud vo ekppdom Tic euyoapiotieg pov oe 6Aovg 66ovug cuvéEBaiav GUECH 1| EUUECH GTNV
OAOKANP®OON TNG OWTAMUOTIKNG MOV €PYOCIOG KOl KOTO CUVEMEWD TOV UETATTVYIOKOV OV

GTOLODV.

Apywcd, Ba nBela va o Eva peydio gvyapiotd oty Aéktopo, Keovotavtiva Basiionovlov, n

omoia vMp&e Kot N eMPAETOVGA TG TAPOVGAG HITAWMUATIKNG EPYACIOS.

Tnv evyapiotd Oepud yio v kabodrynon, t moAvtun Pondeia Kot T ¥PNOUEG GVUPBOVALS

OV POV €0m0E G€ OAN TN SLAPKELN TG EKTOVNONG TNG OIMAMUOTIKNG EPYOTIOG.

Oa nbela emiong va euxaplotiow tTnv Kadnyntpla, MaABiva Bappokapn yla to xpovo mou S1Ebsos
KoL TIC OUMPOUAEC TOU poU £€8wOe OTNV OTATIOTIKA QVAAUGN, WOTE TO QTOTEAECHA TNG

SUTAWMATIKAG HoU gpyaciag va gival To KaAUtepo Suvarto.

Téhog, Ba 10eha va gvyaploom Wiaitepa OAoVS ekeivovg Tov d1€Becav Alyo amd To ¥pOVO TOVG

Y10 VOL OTTOLVTHICOVY TO EPOTNUATOAIY10, BonO®OVTOS £TG1 6TV £pELVA LLOV.



Mepianym

H gpyocio emkevipdveTal 6NV TOPATHPNOT TOV KOWOVIKOV SIKTO®V GTOV TOVPICUO OAAL Kot
oTNV XPNoMN Tovg UECH KvnTov TnAepmvov. Ta tedevtaio ypovia €xel mapatnpndei paydaio
avamTLEN oV YPNoN KOWOVIK®OV diktvwv. H avdmtuén avtr, vrofonboduevn kot and tnv
avénomn TG ¥PNoNS «EELTVOV KIVIITOVY OV EMTPETOVV TV TPOGRACT OTA KOW®VIKE dikTua
OTOTEONTOTE KOl O’  OMOLONMOTE, OONYNOGE OTNV avENCN NG YXPNONG TOLG GE  TIO
€EE10IKEVUEVOLG TOEIS OTT®MG WTOV TOL TOVPIGHOV. AdY0 NG TPHGPATNG OVATTLENG TOVG, Ol
TAPAYOVTEG OV EMNPEALOVY TNV VIOBETNON Kot ¥PNON TOV KOWMVIK®OV SIKTO®V GTOV TOLPIoUO

xPNCOVV TEPALTEP® EPEVVOLC.

O Paocwkdg otdxoc ™G epyaciog eivar M OlEpedvon TOV TOPAYOVI®OV YPNONG KOWVOVIKOV
SIKTVMOV GTOV TOVPIGHO KoL YPNOTG TOVG EOIKA HEGH KIVNTOV TNAEPOVOV KOOMG Kot 1| avaALGN

TOV TOPAYOVIOV ¥pNonG suUemva Le T Bempia ypriong Kot tkavoroinong.

Xpnowonomdnke pio mokidio epeovnTikadv pebddwv Omwg:

1) Exteviic BpAMOypa@ikn ETCKOTNON EPELVMV GYETIKA UE TNV YPNON KOWOVIKOV SIKTH®V Kot
TOVG TTOPAYOVTEG OV TNV emnpedlovv. LtoOX0g NTav N avamtuén evog Bewpntikod TAGIoV TO
omoio evtomilel TOVG MAPAYOVTEG XPNONG KOWAOVIKOV SIKTU®MV GTOV TOUEN TOL TOLPIGUOV Kol
TG avTol ennpedlovtol oTNV TEPINTOOT XPNONG LEGH KIVITOV THAEPDVOU.

2) Tlocotikn avaivon (Bacillopevn o€ pOTNUATOAIYIO TOV avapTNONKE GE YVOGTO KOWMVIKO
dikTLO KOl ameSTAAN o€ YpNoTe Kat pe email), Tpokeévou va Yivel GUGYETION TV TOPAYOVI®V

petah Toug aALA Kot LE OMUOYPOPIKA CTOLXEL.

Ta amoteléopato g £pevvag avTg etval Ta akoAovOa:

1) 'Eva Beopntikd miaiclo pétpnong g mpdbeong twv ypnotdv v YPNCLLOTOUCOVY Ta
KOW@VIKG dikTva 6ToV ToVplopo, gite am’ gvbeiog péow H/Y elte péocm Kivntod tiepadvov, Kot
g Kovomoinong mov Aappdvetat amd v ypron aut.

2) "Epguva cuoyétiong mapaydvimv e (pNons KOWOVIKGOV SIKTO®V GTOV TOUPICUO GOUPOVIL LE

v Bewpia xpriong Kot tkavomroinong.

Avt n épevva cLUPdAEL OLGLUCTIKA ©TOLG akOAOVOOLG gpevvnTKOVS Topeic: Uses &

Gratification Theory ka1 Kowvmvikd Aiktoa otov Tovpiopo.



Aé€aig Khedra: kowvovika diktva, SNS, mobile SNS, TAM, U&G, tovpioude, smartphone,
Facebook, Tripadvisor, Booking.



Abstarct

The research paper focuses on the observation of social networks in tourism but also to their use
through mobile phones. Recently rapid growth has been observed in the use of social networks.
This growth, supported by increased use of smartphones that allow access to social networks
anytime, from anywhere, led to their increased use in more specialized sectors such as tourism.
Due to their recent development, the factors affecting the adoption and use of social networks in

tourism merit further investigation.

The principal objective of the research paper is to investigate the use factors of social networks
in tourism, their use through mobile phone and analyse the use factors according to the use and

gratification theory.

A variety of research methods were used. These include:

1) Extensive literature review of researches on the use of social networks and the factors
affecting it. The aim was to develop a theoretical framework which identifies social network
usage factors in the tourism sector and how these are affected by the use of mobile phones.

2) Quantitative analysis (based on o questionnaire posted on a popular social network and sent to
users directly via e-mail) in order to analyse the correlation between the factors as well as the

demographics.

The results of this survey are the following:

1) A theoretical framework for measuring the user's intention to use social networks in tourism,

either through PCs or mobile phones, and the satisfaction derived from said use.

2) A factor correlation analysis on the use of social networks in tourism according to the use and

gratification theory.

This research contributes substantially to the following research areas: Uses & Gratification

Theory and Social Networks in Tourism.



Keywords: social networks, SNS, mobile SNS, TAM, U & G, tourism, smartphone, Facebook,
Tripadvisor, Booking.
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1.1 Elcaywyn)

Avékabev 1 Kowvmvia NTov 0pyovopévn 6g KOVoVIKa diktoa, oe £va GOVOAO ONAAdY SLASIKOV
OGOV avAPESH GTO LEAN oG KOV@Viag Tov oynudtiloav £vo dikTuo LETOED TMV LEADY OVTOV.
Me v avdmtoén g teXvoAoyiag Kot on Tov JodIkTHOL, EMNPEdoTNKE Kot LeETaPAnOnke oe
peyaio Pabud o TPOTOG EMKOWMVING KOL CUVETMG Ol OSGUOl TV UEAADV OGS KOW®VIaG,
avéndnke 10 péyeboc TV SIKTOOV OLTOV HE TNV OELKOALVON NG EMKOWVOVIOG UETAED
TEPLGGOTEPMV HEADV Kol gAoyIOTOTOMONKOY To EUTAOI0L GTNV TPOSPOCT TANPOPOPLOY EVTOG

TOVL OKTLOV.

Avto éyel odnynoel oto va cuvueavlel TALov 0 Opog KOWVOVIKO SIKTLO HE TOL TOAD YVOOTA
mAéov  OadkTvakd kowmvikd Oiktva. "Ouv Garton, Haythornwaite wor Wellman oOmog
avapépovtar otov Hempell, 2004 opilovv T0 KOwmVIKA OiKTLO ®F EMKOWOVIHL HECH
VTOAOYIGTH TOV GLVOEEL AVOPMTOVE 1) OPYOVMGELG 1 Lo Opdda avOp®dT®V, ol 0oieg cuvdEovTal
pe oxéoelg Onmg 1 owoyévela, N ekia N ot emayyelpatikol despoi " (Hempell, 2004). O Boyd
(2003) avaeépet 0tL: «Ot avBpmmot Teivouy e PVGIKO TPOTO VO, YPNGUYLOTOU|COVV AOYIGUIKO MG
HEGO Yo Vo TpomBNBoHV TO TPOCOTIKA EVOLOPEPOVTO TOVG KOL VO AAANAETIOPAGOVY KOWVOVIKE
EMOUEVMG, TYEOOV OMO0ONTOTE TPOYPOULO AOYIGHKoD Ba umopovce vo Bempnbel kotvavikn

dwtvmon» (Boyd, and Potter, 2003).

Ta kowvovikd diktva PaciCovior oty avartuén tov Web 2.0. To Web 2.0 amoteiei ) devtepn
YEVIA TOL JAOIKTVOV, TO Omoio divel TN dLVATOTNTA GTOVG YPNOTEG VO £xovv TPOcPacn o€
onpoctevpéva KelEVa, Vo EMKOWV®OVOUY e GALOLG XPNOTES VO KAVOLV TAONYNGOT GE ELOKES
Oepotoroyiec oto dwdiktvo (Haythornthwaite, 1996). Meyddn ®Onon omv avdmtuén tov
KOWOVIK®OV OIKTO®V £0MGE Kol 1) avATTUEN TV «EELVTVOV KIVITAOV» TOV TPOGPEPOLY TPOGRaoN
0€ OVTA OTOONTOTE GTLYUN Kol 0mtd omotodnTote onueio. Exavav v emikotvaovio HETaED TV

UEADV OO TTLO AUEST] KOl TNV TPOSPaoT) G TANPOPOPIES EVIOS TOV SIKTHOL GKOTT).

O aplBudc TV EMOKENTOV GTA KOWMVIKA OiKTLO OLEAVETOL, HE OMOTEAEGUO VO TAPEXOVV

ocuveymg Oho Kol meplocdTepeg vanpeciec. 'Exouv emektobel oe OAovg TOLg TOpElS TNg



OpaocTNPOTNTAG TOV HEADV TOV OIKTO®V KOl KOADTTOUV OAO Kol TEPIGGOTEPOVS TOUELG
evolapépovtoc. 'Evag amd tovg topelg avutolg mov £xetl eppavicet paydaio avamtuén, 1060 HEca
Ao KOW®VIKA diKTLO EVPVTEPOV EVOLAPEPOVTOV, OGO Kol OO eEEIOIKEVUEVO KOWVOVIKA dikTVa
TOL OVOTTTUYOMKOAV Y10, TO GUYKEKPIUEVO OKOMO, €ivol 0 TOUENG TOV TOLPIGHOV. MEAN TtV
SIKTOH®V TV popdlovtal TANpoPopies, potoypapics, Bivieo, mepLypaeoOvV TIC EUTEIPIES TOVG

1N Stenuilovv TIg VINPEGIES TOVG e ATOUA TTOV £XOVV TAPOLOLOL EVOLUPEPOVTO KO OVAYKEG.

H avdntuén tov Kovovik@dv SIKTooV ALl Kol ToV o eEEOIKEVHEVOV KOWVOVIKOV JIKTO®OV
GTOV TOVPIGHO, OVOUEVETOL VO, vENOEl TEpAITEP® TO ETOUEVA XPOVIA, TOGO AOY® TNG OVATTUENG
™G TEXVOAOYiOG, OGO KOl TNG GULUUETOYNG TEPIOCOTEPMV UEAMV oTa LIApYovto diktva. H
avdAvon Tovg, N KATavONoN NG AETovpyiog TOLG AL KOl TOV TOPAYOVIOV OV ENNPEALOVV
NV ¥PNON TOVG, EWIKA HECH KIWNTAOV TNAEQPOVOV KOl KIVNTOV GLUCKELMV YEVIKOTEPO, EYEL

HEYAAN oNUAGT0 Y10 TNV AVATTUEN KOl EKUETAAAEVOT) TV SIKTO®V QUTAOV.

1.1.1 Opopog Kowvwvikwv Atk tO®wv

Ta kowvovikd diktoa givol évo cHVOL0 OAANAETIOPAGEDY KOl SIOTPOSHOTIK®V oxécemv. O 6pog
GNUEPO XPNOYLOTOLEITAL EMIONG Y10 VO TEPTYPAYEL IGTOCEADEG O1 OTTOTEG EMTPETOVV TNV SETAPY
aVAUESH OTOVG YPNOTES, TY. MHE OYOAO, QMTOYpapieg, GAAEG mMANpo@opieg amd GYETIKN
Bproypapio. Xquepa 0 aptBUdC EMOKENTOV GTIG IGTOCEAIDEG KOWVAOVIKTG SIKTOMONG, TOV gival
TAEOV VPEMG TPOGPAGIUES Kot amd Kivntd TNAEPmva gite am’ gubelag eite péocw e&edkevpévay
EQUPUOYADV, OVEAVETOL  HE OMOTEAEGHO Ol TEAELTOIEG VO TAPEYOLV GLVEXDS OAO Kot
neplocotepeg  vmnpecies. Ot Mo yvootéc amd  ovTtéG TS 10TOocEAdEg  elvar 1O

Facebook, Twitter, Instagram kat Linkedin. Ot 16T6TOTOL OLTOL OMOTEAOVV EIKOVIKEG KOWVOTNTEG

OOV Ol YPNOTEG UTOPOVV VO EMIKOLVOVOUV KOl VO OVOTTUGGOLV EMOPEG LECOH OO OVTEG KO

dwakpivovton og Katnyopieg avaroya pe:

e TO OVTIKEILEVO TOVC,
e TOV TPOTO EYYPAPNG KOL GUUUETOYNG LEADV,
e TOV TPOTO EMKOWVMOVING LETAED TV HEADY TOVG Kot

e 70 €100G TOV TEPLEYOUEVOL


https://el.wikipedia.org/wiki/Facebook
https://el.wikipedia.org/wiki/Twitter
https://el.wikipedia.org/wiki/Instagram
https://el.wikipedia.org/wiki/Linkedin

1.1.2 0@£An Kotvwvik®wv AtKTOwV

H ypnon online kKowovikdv SIKTO®V TPOGEEPEL GTOVG YPNOTEG TOVG TOAAG OQEAN Kol

mAeovektnuata. Tétola oéAn etvar:

N oLVVATOTNTA ONLOVPYING OECUDV UE TOAD UEYOAO aplOUd atou®V, EPOCOV TO JSLUOIKTLO
GLYKEVTPOVEL TANOOC dtopa omd OA0 TOV KOGLO,

N ovvatdtnTa dnUovpyiog OecH®V pHe Atopo mov pmopel va Ppiokovion o peydan
YEQYPOAPIKN ATOCTACT TO £va and T0 GALO, OG0V T0 AlodikTvO KOaTOPYEL TIC ATOCGTAGELC.
Avt 1 duvoTdTTe dEV VTAPYEL GTO. GTEVA KOWMOVIKE SIKTLO TOL GUEGOVL TPAYLATIKOD
TePPAAALOVTOC TOV OTOUOV,

N duvatdtTo dNUIOVPYINS HEYEANG TOIKIAIOG KOWMVIK®OV deGU®V £0OcOV 610 AadikTvo
GLUPPEOLY ATOHO OO SLUPOPETIKES YDPEC, KOWMVIEG, TOMTICUOVS KOl UE OLUPOPETIKEG
oLV OEIEG KOl YOPOKTNPIGTIKA,

N OLVVOTOTNTO EMAOYNG OVALEGH GE PEYOAO TANOOG KOWVOVIKOV opddwv kot 1 avalrtnon
NG OpadoS Tov ekepalel Kot weeAel TO ATOpO LE TOV KAAVTEPO dLVOTO TPOTO,

N duvatdTNTO ETAPNG UE TOALOVS SLAPOPETIKOVS TOATIGHOVG,

1 dvVaTOTNTO SIEVPVVGNS TOV YVAOCEDV KOl TV TVEVUATIKOV 0p1LOVIOV TOV ATOLOV,

N ovvoTdnTa avalnINons Kot oveEVPESNG MEPIEXOUEVOL (QOTOYPAPLOV, Pivieo KAT) 61O
omoio ot ypnoteg d€ Ba propovcav va £(ovv TPOGPACT LE OLPOPETIKO TPOTO,

1N SLVVATOHTNTA AUESTS KO OO TPMTO YEPL EVIUEPOONG Y10, OTIONTOTE GLUPaiveEl GTOV KOGHO,
€QOGOV 01 €10M0ELG peTadidovTal HETAED TV XPNOT®V TOL ALodIKTOOL omTd TN oL dKpn TG
NG 6TV GAAY, 6 EAAYLGTO YPOVO, Kot

M dLVVOTOTNTO EVKOANG TPOGPACNG G YLYUYWYIKO TEPLEYOUEVO, OO TO GTITL, LEGM T.Y. TNG
mopakolovOnong PvteokAin kol HEC® TNG €VOCYOANGNG HE EPOPUOYES YUXOYWYIKOD

YOPAKTPO OTOS TO, TTOLY VIO,

1.1.3 Mewovektipnata Kolvovikwv ALKTOwv

H xowvovikn diktdmon, tépa amd To TOAALL 0QEAT TOL TPOCPEPEL, EXEL TAVTOYPOVA Kot coPapd

LLELOVEKTNLOLTOL:

N vepPoiKn xpNom, TIS TEPIGSOTEPES POPES 0ONYEL oTOV OGO,



N OTOAED EAEYYOV OA®V TOV TPOCMONIKMOV TOL OTOlYElwV oL TEPIAaUPAvOVTOL GTIG

10TOCEADEG KOWmVIKNG Otktvmong. Kdabe etapelo mapoyog £xet dkaimpa ypnong OAwmv

AVTOV TOV TANPOPOPLOV Kol OlOTHPNONG TOVG OTO dveké. YTapyelt Aowmdv kivouvog

Sloppong 1 EUTOPIOS TV TPOCHOTIKMV TANPOPOPLDV TMV EYYEYPUUUEVOV.

e 1 KAOTN YVAGL0G OLOIKTLOKNG TAVTOTNTOS OO KAKOTPOOIPETOVS YAKEPS KO XPNON TNG Y10l
SITPOEN TOPEVOYANCEMY OKOUN KoL EYKANUATOV.

e 1M awBaipetn KOTOoKELY OO TPITOVS AOYOPLAGUAOV Y10 YVOGTH dNUOGLO TPOCMTO, e GKOTO
TNV TOPATAGVIOT Kol AUGTOAOYIdL.

e 1 omdAvon amd Tov £pyoddTN N N AmOPPIYN oUtnong Yoo TpOSANY™ Le Baon to oToryeia yio

TOV VIOYNPLO TTOV OALEVTNKAY otd GEMIES KOWVMVIKNG SIKTOMONG.

1.1.4 H onpacia twv Online Kowvwvik®wv AlkTO®WV 6GTOV TOUPLONO

Ta online kowvwvikd dikTvo ¥PNGIUOTOIOVVTOL TAEOV OTO TNV TAELOYNOIO TOV ETLYEPTCEDV,
KUPIWG Y10 OKOTOVG HAPKETIVYK Kot TPo®ONoNG TOV TPOIOVIWV TOLC. LTOV TOUPIGHO, AOY®
aKpIP®G TG POGIG TOV TPOIGVTOG KOt TNG TPOCMTIKNG EUTELPING TOV OMOKTA 0 KaBEVAG Kol TOV
pmopei va potpactel pe ythadeg GAAOVG duVNTIKOOE TEAATEG/ KATaVAA®TEG péow twv online

KOWOVIK®V OIKTO®V, 0 pOAOG TOVG £ival OKOUN TTLO CULOVTIKOC.

O porog avtdg avorveTor eopeTikd 6to TopakdTe apdpo tov k. Nwkodiaov [Momapaciieiov,

opotov kafnynt Mapketvyk oto Owovopkod Havemompio AOnvaov:

«Ta kowvwvika dikroa (Social media) eivar ovotiuoata ue ta omoio ta Groua ETKOIVOVODY
OVTOAAGOOVTOG EUTEIPIES, YVOUES KOL YVWOOELS. ATO T0. TOPOATOV®W EIVAL TPOPOVHS N GTTOVOALOTHTO,
TOV UGPKETIVYK TV KOIVWVIKOV OIKTO®V. TO UGPKETIVYK TV KOIVWVIKOV OIKTOWV EVal TOTOS TOD
NAEKTPOVIKOD UAPKETIVYK, 0 0moiog fonbd v exiyeipnan vo KGVeL TLo Yvwati T UOPKO THS Kol
va. ovénoel N OvVATOTNTO.  EMIOKEYIUOTNTOS OTHY LOTOGEAIOQ. THG, (OTE VO, EMITOYEL U1
OAANAETIOPOON TG OYOPLG-TTOYOV THS ETLYEIPNONGS UE TH UapKa TG Emmpocbitwg, to kotvwvikd,
oixtvo. fonbodv otnv adlnon tov deaiuotos ue Tov meAdTy, othy ad<non TWV TWANCEWY Kol THG

TLOTOTHTOG TV TEAATOV.

To tolior givar t000 TANPOPOPHOoN 0G0 KOu Evor KOIVWVIKO poivouevo. To A10diktoo w¢ uéoo
emroIvoviaos ovvosel ta aroua. Edw fpioketor n onuavtikn odvoeon tov O1adIKTOOD UE TOV
tovpiopo. TloivapiBueg tovpiotikes emiyeipnoeis exBouodv ue w Ponbeia s online oyopdg vo.
TPOTEYYITOVY TOVS TEAGTES TOVG UE TIG OTPOUTHYVIKES TOV UOPKETIVYK TV KOIVOVIKWOV OIKTOWV. Ol

TOVPIOTIKES EMYEIPNOEIS TPETEL VO, ECOIKELWOOVY ue ™ VéEX avth cLVONKN GTO OLOVIKTVO KOl VO,



unv eivor uovo uia exiyeipnon uetald moilwv dliwv. H toxtxn online emixovwvia ue tovg
EMOKETTES EIVAL 10LOUTEPNS ONUATLOS, DOTE VO TPOKOAEITOL N TPOCOXN TWV KOTOVOLWTOV UE VEO,
yeyovoto. Mio, mold koA oTpoTnyiky ivar n epopuoyn Tov 10VIKoD uapketivyk (viral marketing).
Toviko udpketivyk givair n 6ToYeLUEVH A0 «OTOUO-CE-OTOUAY ETXIKOIVWVIO, GYETIKG UE TO. TPOIOVTO.
Kol TIS vINpETies NS emiyeipnong. H minpopopnon diokiveiton ue évo KAtk Tov TOVTIKIOD GTOV
NAEKTPOVIKO VTOAOYLOTH TOAD YpHYyopa. o€ YIAIGOES GTOUA. T OAQ TO. YEWYPOPIKG KOl TOMTIGUIKG.
Oplo. Ko ualiota e moAd youniés oomaves. Avty ovoudletol NAEKTPOVIKY A0 «GTOUO. GE TTOUON

emikorvavio. (e-word of-mouth).

To 01001KTOOKG KOV VIKG, OIKTDO, UELWVODY TOV KIVODVO THG ECPOAUEVHS OTOPATHS KOl ADEAVODY
NV TPOCWTIKY OVOUICH TOD KOTAVOAWTH OTHYV EKTIUNGH TOL TOVPLOTIKOD mpoiovios. H onuacio
¢ online emxovwviog uetold twv relatwv oavéavetar onuovtikd. Edw to viral marketing woile
ONUOVTIKO POLO, YIOTI TO unvouo uéow evos SMS 1 uéow tov 0100IKTOOD O100I0ETOl OIS EVO.
Virus (uixpofio). Lo mopdaderyua, umopovv ve ypnoiporwoin@odyv droua mwov va. oupyodval
1OTOPIES OYETIKG UE TIS VRNPECIES THS TOLPLoTIKNG emiyeipnong. To Aladiktvo omotelel éva
ONUOVTIKO ODOTOTIKO GTOLYELO THS OLAOIKATIOS ATOPATHS TOV TOLIO10D. XT0 TAOLGLO THS OTOPATHS
700 1010100 Aoufovel yawpa, Katd Kavove, uia eEWTEpikn avaltnon TANPOPoPLOYV & TOAATAES
TNYES avalntnong (kovotnteg, 10T0oeAioes Eevoooyeiwy, K.AT.). A0yw TS TOYKOGUIOTOINONS Kal
TS QATOUIKOTNTOS OTOV KAGOO TOL ToUplouod Exel avénbel o apiBuog twv covatloywv uetald
TOVPIOTIKOV ETLYEIPNOEDV, TPOKTOPWY KOl KOTOVOAWTOV. Ol KOTOVOAWTES KOl 01 ETLYEIPHOEIS
XPNOLUOTIOLODV O€ UEYALO PaBUO TIC VEES TEYVOAOYIES VIO, TNV EMIKOIVWVIQ KOL THV TANPOPOPHTH.
H ypnowonoinon twv véwv teyvoloyiav 100 AladIKTOOD GTOV TOUPIGUO EXEL UEIWOTEL TOPO TOLD
TOV TOPAYOVTa TOD PICKOD THS OTOPOTHS Tov T0l10100. To omotéleouo Emeita oo uia Ol ov,
onAaon n evyopiotnon wov TPOOPEPEL Eva. TOLIOL OlOKOTWYV, ETMNPEGLETOL OVOIOOTIKG OTO TIG
TPOCOOKIES TWV KOTAVOAWTOV. 11’ aUTO 01 TOVPLOTIKES ETLYEIPNOEIS KOL Ol TPAKTOPES OTO TAOLGLO
NS OL0OIKATIOS OTOPATHS TOV TOLIOI0D TPETEL VO ONUIOVPYODY PEOCLIOTIKES TPOTOOKIEG OTOVG
meiares. X' owtd ovufdliovy wapo moAv o kKowvwvika diktoa. Kovroloyig, umopodue va movue
0Tl T0. KOIVWVIKG, OIKTOO, UEIOVOVY TOV KIVODVO THG E0QPOIUEVHS QTOPAcHS Kol O0CAVOVLY THY

TPOTWTIKY OVOUILT TOD KOTOVOAWTH GTHY EKTIUNTH TOV TOVPIOTIKOD TPOIOVTOG. »

1.1.5 Anpo@uAn Online Kowvwvika Aiktva otov Tovpilopnd

Ot 10 OMUOPIAEIC 1GTOTOTTOL KOWVOVIKTG OIKTVMGCNC GTOV TOLPIGUO CTUEPA Elval Ot EENG:



Facebook

To Facebook givat évag kotvovikdg ymdpog diktdmong, mov 10pvdnke amd tov Mark Zuckerberg
Kot Ppioketar oe Agttovpyio amd 10 2004. Xtnv opyn OKoi®Po GUUUETOYNG &lxav pdvo ot
eoutntéc Tov Harvard eve émerta emektdbnke o€ OAOLG TOVG GMOVONCTEG MOVETIGTNUI®Y, UETA
otovg nadntég oyoieimv kal, TEA0G, o€ KABe AvOpTO TOL TAAVITN HE NAMKio Aved TV 13 TdV.
To evtvmwolokd ototyeio oe oyéon pe to Facebook &xel va kdvel pe to pvoud avénong tov
eyypaomv. Kabe pépa mpootiBevtar 600.000 véor yprioteg otovg Non vmdpyovies. Eivou
dbéoo oe 65 yAwooeg kol amotelel Eva amd To dInuopiléotepa web site yio «avéBacpon
(upload) pwtoypapidV, pe Tavo and 14 ekatoppdpla EOTOYpAPies Kadnuepvd. Zuvolkd Kdbe
uva avepaivovy epimov 700 gkatoppipla pwtoypaieg kot 4 ekatoppvpta Bivieo. H ev Aoyw
vInpecio gival N o SAoNUN KOW®VIKY TTEPloyn OIKTO®ONG o€ TOAAES ayyAdPmVEG — Kot Ot
poévo — xdpeg. TNpepo TOAAEG emyelpnoels xpnoomrolovv 1o Facebook w¢ péom avtarioyng
TANPOPOPLADV, EMKOWVMOVING YPNCLOTOIOVTAS TO G Pactkd péco avantuéng tovs. To Facebook
TPOGPEPEL  OTIG  EMYEPNOCES MO TOWKIAIL EMAOYOV HECH TV OTOYEI®V  «XeMOECy,
«Eappoyécy kot «Opadec». [ToAhol edikol avapépovv 0Tt 1 avanTuén 16TOGEAMS®Y Yoo TNV
Tpo®Onon mpoidvtwv dev glvar pdvo 1 xpnomn SenUice®v Yo vo TpomOncovy UNVOLOTO GTOVG
KATOVOA®TEG, OAAG Kot 1 OMUovPYio EAKLOTIKOV KOWOVIKOV mePPUALOVI®OV TO. Oomoio
gvepyomolovy v emkowvmvia. To Facebook divel tn duvatdtta o o emtyeipnon va €xetl g
oceMida Bavpaoctov eite Yo v 1010 ite Yo Ta mpoidvta tg. H celida avt) pmopel va mepiéyet
GUVOEGLLOVG GTNV EMION N 10TOCEAIDN, CYETIKES PTOYpaPieg Kot Bivieo kKab®G Kot mAnpopopieg
emkowvoviag. Ta voduepa v mBavig Baong TEAATOV Yo Lo ETLYEPNON OV EKUETOAAEDETOL
to Facebook givar tepdotia kot o1 etoupieg pmopovv vo TpomBohv to TPoidVTH KOl TIG VINPEGIES
TOVG KAVOVTOG YPNOT dMPEAV YOPAKTNPIOTIKOV Ows: XeAidec, I'eyovota, Forum, Blog, Ouddec,

Bulletin Boards.

Tripadvisor

To TripAdvisor eivor icwg o peYoADTEPOG TASIOIMTIKOG 1GTOTOTOG TAYKOGUIMG, Omov ot
Ta&O1DTES EYOLV TN SLVOTOTNTA VO TPOYPALpaTicGoVY To Ta&idt Tovg. To TripAdvisor Tpoceépet
GLUPOVAES OO TPAYLOTIKOVS TAEOIDTESG KOt LEYOAN TOKIAMO EMAOYDV TOEW0D KOl EPYOAEI®V
dopydveoong taSidudy He CUVOECUOVS Y10 EPYOAEID KPUTHOEMV TOV OvalNTOUV TIC KOAVTEPES

TIEG EEVOOOYEIMV O€ eKATOVTAOEG 16TOGEADEG Kpatnoewv" (Tripadvisor, 2015).

Booking



H Booking.com givar mboavov 1 kopveaio etoipeio online KpotnoemVv KOTOALUATOV GTOV
koopo. Kébe pépa yivovrar kpatioelg yuo nepiocodtepeg and 1.000.000 dravoktepedoelg HEow
g Booking.com. O 1otoxdpoc g Booking.com kot ot €papuoyEC TPOGEAKVOVY EMICKENTEG
1660 and TNV ayopd TOLVPIGHOD OGO Kol TOV EMYEPNCEMV TayKoouimg. H vimpesio Asttovpyet
amd to 1996, kot avalntd tig KaAdTtepeg TIHES KAl TPOGPOPES Yo KAOE TOTO KATOADUATOC, Ao
pikpd bed and breakfast péypt mohvtedn dwapepiopato kot coviteg S aoctépov. H Booking.com
elvar SaBéoun oe mepiocodTepeg omd 40 yAdooeg Kot mpooeépel v omd 902.731 gvepyd

KataAvpato o€ 223 yOPES Kol TEPUPEPELEC.

1.2 Ztatwotika Xtoyeia (Facebook, Tripadvisor kot Booking)

AxoArovBohv kdmolo PactKE GTOTIGTIKA GTOlXEIR Yo TO IO SNUOPIAT KOWMOVIKE diKTuo GTOV
tovplopd (Facebook, Tripadvisor kar Booking) to omoia deiyvouv 10 péyebog TV KOWOVIK®V
AVTAOV JIKTO®V, TNV ONUOEIAIN TOVS TAYKOGHIMG KAODS Kol Pactkd ONUOYPaPIKA GTOXELN TV

YPNOTOV.

Facebook

Yvvolkn Emokeywdtnta

Total Visits @ £2] Select Date Range Engagement
(D[ ©On deskiop & mobile web, in the last 6 manths April, 2016
S Total Visits 28.10B
@ Time On Site 00:16:11
B page views 15.55
#¥ Sounce Rate 21.75%

Awaypoppa 1. Zovorun emekeyipotnto Facebook

Emoxeyindnto ava yopa.




Traffic by countries ®

O On desktop, in the last 3 months
United States 16.10%
Brazil 7.59%
’\ m United Kingdom 4.31%
P Turkey 3.85%

w £3 France 3.74%

See 221 more countries

Awaypoppa 2. Emokeyinétnto ava yopae Facebook

ANUoypoQKd oTOlYEl0 ETOKETTMOV

Audience Demographics

How similar is this site's audience to the general internet population?

Gender Education Browsing Location
Internet Average Internet Average Internet Average
Male - No Callege — Home -
Female ‘ Some College ‘ Schoo ‘
Belw D ARRVE Gduate Schaol O Work [ ]
College _ Below : Above
Eelow : Above
Awaypoppa 3. Anpoypo@ikd etoyyeio emokentdv Facebook
Tripadvisor
2vvolkn Emokeyipotnta
Total Visits ® Select Date Range Engagement
0 on desktop & mobile web, in the last 6 months April, 2016
Embed Graph
Total Visits 132.90M
@ Time On site 00:03:42
B rage Views 6.51
#¥ Bounce Rate 53.20%

Awaypoppa 4. Xovolkn emokeypotntoe Tripadvisor



Emokeyiudnto ava yopa

Traffic by countries ®

[ On desktop, in the last 3 months

k.
oW

Avaypappa 5. Emekeypomra ava yopo Tripadvisor

ANUoypoQKd oTOlYEl0 ETOKETTMOV

Audience Demographics

How similar is this site's audience to the general internet population?

United States

Poland

n|r E

Thailand

H

United Kingdom

Spain

3]

59.27%
2.70%
2.58%
2.28%
1.60%

See 213 more countries

Gender Education Erowsing Location
Internet Average Internet Average Internet Average
Male | No College Home ]
Female m Some College School m
Belaw i ABOYE aduate School Work -
Below Abowe
College '
Eelow Above
Awaypoppa 6. Anpoypo@ika etoygio emokentd@v Tripadvisor
Booking
2vvoakn Emokeypomra
Total Visits @ Select Date Range Engagement
0 on desktop & mobile web, in the last 6 months April, 2016
Embed Graph
Total Visits 275.50M
@ Time On site 00:08:26
Page Views 9.18

#» Bounce Rate

32.95%



Awaypoppa 7. Xovolkn emokeyipotnte Booking

Emoxeyiudnto ava yopao.

Traffic by countries @

3 On desktop, in the last
& United States 6.69%
E@ United Kingdom 6.53%
’\ &= Russia 5.63%
o 5 mm Germany 5.29%

w i — 5.15%

See 218 more countries

Awaypoppa 8. Emokeyipétnte ava yopa Booking

ANUOYPOQIKE GTOYEID ETICKETTMV

Audience Demographics

How similar is this site's audience to the general internet population?

Gender Education Browsing Location
Internst Average Internet Awverage Internet Average
Male No College - Home ]
Female Some College _ Schoo m
Belaw D ARRNE o sduate School ‘ Work ‘
College [ Below [ Abowe
BEelow Above

Awaypoppa 9. Anpoypogika etoyyeio emokentdv Booking

1.3 Motive - Kivntpo

O 1ovplopdg amotelel vav Omd TOLG OMUAVTIKOTEPOVG TOUEIG TNG EAANVIKNG OKOVOUIOG Kot
amoterel 10 16.4% tov AEII g ydpag Kot dikaing avaeepetar og N «Baptd g Propnyaviar. H
OIKOVOUIKY] Kpiomn ToV TeAevToimV €TV €Yel Onpovpynosl coPapd Oépata otov TOVPIGUO,
Kuplwg 6¢ EMimed0 TPOM®ONONG KOl OVTAYOVIGHOL ard AAAeg xdpes. H avantuén tov dadiktoov,
TOV KOWOVIKOV SIKTO®V GTOV TOUEN TOV TOLPICHOV OALA Kot 1 €0KOAN TpdcPaocn o€ avtd HEcw

™G paydaiog avadmtuéng tav «EELTVEOVY KIVNTOV TNAEPOVOV, GE GUVOVOCUO HE TO HIKPO



GUYKPITIKA KOOGTOG 7OV omotteital yw tnv mpomddnon pécw térolwv Oktowv (m.y. viral
advertising) amotelel por peydAn evkoupio ylo TNV yOPO LOG KoL 1 omoia ¥petdleTon TeEpATEP®

avaALON Yo VO EKUETOAAEVTEL COOTA KOl OMOKAN POTIKAL.

1.4 TK0TI6G¢ KL XTOXO0G

2KOmOG NG mapovsag epyaciag givar vo diepeuvnBoldv ot Tapdyovieg y¥pNoNsG KOWOVIKOV
OIKTH®V GTOV TOVPICUO HEGH KIVITOV TNAEPOVOV Kol o1 GOUEMVO Le TNV Bempio yprong kot

1KOVOTTOIN oG,

Ot avtikelevikol 6tdY0L TNG epyaciog etvor ot e€NG:

e H diepedvnon TtV Tapayoviwv ¥pMong KOWOVIKOV OIKTO®OV GTOV TOLPICUO OAAG Kot
YPNONG TOVG EWOIKA HECH KIVNTAOV TNAEPOV®V.

e H digpedivnon tov mopayovimv yxpnong couemva pe ™ Bempio ypriong kot tkavomoinong
GTOV TOUEN TOV KOWOVIKOV SIKTO®V 6TOV TOVPIGHO Aapufdvovtag veoyn 1o teptBdilov
YPNONG KV TOV GLGKEVAOV KOl TOL YOPOUKTNPIOTIKE TV YPNCTAOV.

o O &Aeyyog GLOYETIONG TOV TOPAYOVI®OV UETAED TOLG AALG KoL LE ONUOYPAPIKE GTOLYE A,

péca amd o AmoTEAESUATO TTOL B TPOKVWYOLV amd TNV EpEVVaL.

H peBodoroyia mov axolovdnonie yio v enitevén TV oTdOY®V Eival N TOPUKATO:
e Extevig BiprAoypapiky] eToKOTNON VOIGTAUEVOV UEAETOV KOl EPELVAOV UE GTOXO TNV
Oepehivnon Kot avoyvaplotn TV Topaydvtov xpnong.
e [locotikr] perétn pe otoéxo Vv afloAdynon TV TPOTEWVOUEVOV TOPAYOVI®OV Kol
pétpnon mpdheong xpNonNg KOWOVIKGOV OIKTO®V GTOV TOLPICUHO HECH  KIVITOV

TNAEPDOV®V.

1.5 Aopun ALTTAWLATIKTC
H mapovoa simhopatikn epyoacio etvar dounpévn wg e&Ng:
Y10 Kegpdrawo 1 mapovoidlovtar to eo0ymyikd ototyeio xou ot opiopoi. Emiong,

TOPOVCIALOVTOL GTATIOTIKE OTOLKEIN TOV KOWVOVIK®V SIKTO®V GTOV TOLPIGUS, Ta Kivntpa, O

6T1OY0G KOl 1) OO TNG EPYOTiag.



Y10 Kepdharo 2 mopovcialetonr m vmdpyovoa Pipioypagio mov agopd opiopéve omd To
HOVTEAQ TTOV TTPOCTOHOVY VO LETPTICOVV TNV ¥PNON TOV KOWOVIKOV SIKTV®OV, TV XPNOoTN TOV
KOW®OVIKOV SIKTV®OV GTOV TOLPICUO KOl TNV YPNOTN TOV KOWOVIK®V SIKTOOV HECH KIVNTOU
Ae@mOVoL omtd moriteg. Emiong, yiveton avayvdpion Tov Topaydvimv Tov 00nyodV 6Ty Xpnon

TOV KOWOVIKOV OIKTV®OV GTOV TOVPICUO HEGH KIyNTOV THNAEPDVOV.

Yxondg tov Keparaiov 3 eivon 1 mapovsioon g pebodoroyiog mov akorovOndnke yo v
aVATTLEN Kot TN OVOUN TOV €POTNUHOTOA0YIOV, KAO®MG Kol T GLAAOYN T®V ATOTEAECUAT®V.
Eniong mapovoidletor to mpopik tov cvppetexdvtov (eOAo, nhkia, emdyyeipua, eknoidgvon).
Télog, yiveton avopopd otnv KApako Tov ypnolporomdnke, Kabdg Kot ota Te)VIKd (nthiuata

OV TTPOEKVLYALV.

210x0¢ tov Kegoraiov 4 eivor m mopovcsioon kot 1 OvAALGCT TGOV OTOTEAEGUATMOV.
[Tapovcialovtar avOALTIKG TO OTOTEAEGUOTA TOV ONUOYPAPIKAOV oToryeimv kabdg kol ot
GLGYETIOELS TV TTopayOvVI®V TG Bewpiag xpnomg Kot Kovomroinong, 0nmg tapovctdloviol oto

OTOTEAECLLOTO LLOG.

210 Ke@drowo 5 ovvoyilovtor to cvumepdopato NG  OUWTAMUATIKNG  €pyOciog oL
mpaypoatoromdnke. Apywkd, mapovcidloviar ta cvumepdopota mov eénydnoav amd Tovg
EAEYYOVG TTOV TPOLYLOTOTO|GAUE KOL GTT) GUVEYELD AVOADOVTOL 01 LEAAOVTIKEG KaTeLOVVGELS TOV

Bo propovce va akoAovONGEL N LEAETN HOG, Ol TEPLOPIGHOL TNG, KAOMDS KoL 1| GUVEIGPOPE TNG.

[Mapaxdto Tapovolaletor oynuotikd n dopn e dumhopatikig epyaciog (Ewova 10):



KE®AAAIO 1

Awtdnoon Epgovntikod

Epompatog

KE®AAAIO 2

Biproypaguy Enickénnon
Avayvwpnon Mapayoéviwv
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KE®AAAIO 5

ZoumepdopaTo
MeAlovti
‘Epevva

KE®AAAIO 3

MeBodoroyia Epguvag
Avantoén Epotpatoloyiov

KE®AAAIO 4

Amoteléopata Epevvag
Avdloon

Ewkéva 1. Aopi] OmA@patikig epyaciog




Ke@alawo 2: BifAloypa@ikn) emokommon

2.1 Elcaywyn

2KOTOG TOV TOPOVTOG KEPaAMiov ivarl 1 Tapovsioot g Vapyovoag PiAoypaiag Tov apopd
opopéva amd o LOVTELD TTOL TPOSTAOOVV VO LETPIGOVY TNV YPNOT| Kol TV IKOVOTOINoN TV
KOWOVIK®OV OIKTO®V. Mécm g avdivong g Piprloypagioc, diepevvovue Kot avayvopilovue
TOVG TTAPAYOVTEG TOV EMNPEALOVV TNV TPOOEST] TOV YPNOTOV VA YPNGLLOTOU|COVV TO KOIVMOVIKA

diktvo 6Tov ToVPIGUO pEcw Smartphones.

2.2 Oswpntikod IMaioclo

[TANBdpa epeLVAOV EYOVV YPTCLULOTOMGEL LOVTEAD Y10 VO, LITOPEGOVV VO, LETPNGOLV TNV TPpOheon
YPNONG TOV KOWOVIKOV OIKTO®V, TV KOW®OVIK®OV JIKTVOV GTOV TOLPICUO, Kot AryOTEPEG
épeuveg €yovv yivel yio Tn ypnon avtdv pécwm smartphone. Ilpog avty v katevbvven o
[Tivaxag 1 mapovotdlel avolvtikd HeEAETEC TOL £xovv ypnowomoosl ) Otwpia Uses and
Gratification Theory (U&G Theory) kot kémoteg omd avtég cuvovalovv v Bswpio ovtm, pe
Kamoleg GAlec Bempiec 6mmg: technology acceptance model (TAM ) — attitude theory, Online
flow model - Flow theory, Motivation Model (MM), Social identity theory, Theory of Planned
Behavior (TPB).

O ITivakag 1 éxet dSropopembei wg e&ng:

o  Yvuyypapéag perétng — Ovopacio apbpov

o Tlopduetpol mov ypnopomomdnkoy £tct OCTE Vo aE0A0YN000V MG TPOG TNV EMPPON
oty 7wpdheon TV YPNOTOV VO YPNGLUOTOUCOVV T KOW®VIKE Oiktva UEow
smartphones.

o  OewpnTikd TAOIG10 6TO 07010 PAGICTNKE O GLYYPAPENS

o Ilepieyopevo dpbpov

o Asiypo perétng

e MebBodoroyia Epevvag



e Euvpruota tov peretdv

H mapovciaon tov Iivaka 1 éxel 61630 ™V ANEKOVION TOV TEPIGGOTEPMV EPELVAOV TOL £XOVV
ypNoomomBel uéypt onpepa yio T HETPNON TS TPOHECNG TV YPNOTAOV VAL YPTGLLOTOL|COVY
KOWOVIKG OIKTLO, TO KOWOVIKG OiKTLuO 6TOV TOUPIoHO KOOMDC Kot T YPNon ovT®dvV UECH

smartphone.



Ovopaoia

NopAayovTeg (Research

ApBpou Perspective: Positivist, Oswpia ns,p 1EXOHEVO Asw,“a MeBodoAoyia Epsuvag Znuovtikd EvpRpota
- - : ApBpou MeA£Tng
Interpretivist, Design)

uyypadéag
Uses and Positivist -U&G theory A study that -Quantitative -Two pilot studies and three laboratory -Behavioral intention and
gratification and and combines the Analysis experiments were conducted to test and develop | entertainment motive
acceptance of Factors TAM technology technology the concepts, measurements and the integrated collectively predicted
web-based Perceived enjoyment, acceptance acceptance model - 23 business model. behavioral usage. Satisfaction
information PEU (Perceived Ease of model (TAM). | (TAM) and uses and school students was positively associated
services: An Use), gratifications theory ina 300 level IT | - The relationships between motives and with the level of usage.
integrated Microcomputer playfulness, (U&G) to course. behavioral usage were tested to understand the
model. Intrinsic motivation, create an integrated extent to which U&G explains behavioral usage. -The study gives researchers

perceived playfulness, model that predicts and practitioners an
Margaret Social norm, usage and satisfaction - A questionnaire was used to collect the data. interdisciplinary perspective
Meiling Luo, computer playfulness, with Web-based The empirical setting was a Web Information for investigating the
William Remus e-shopping quality, information services Service (WIS) with a primary offering of news phenomenon of technology
(2014) playfulness (WIS). content. acceptance.

Factors U&G - Measurement Development:

Information Seeking (1S), the questions were adapted

Interpersonal Utility (IU), from Stafford and Stafford’s (2001) Web motive

Entertainment (ENTM), study.

Pass Time (PT),

Convenience
User adoption Positivist -U&G theory This research -Quantitative - Means—end approach, laddering interviews and | -Five critical functionalities of
of social examines users’ Analysis sampling. Social Network Sites (SNSs):
networking Factors motives for adopting - Taiwanese a) Browsing others’ pages, b)
sites: Eliciting Self-actualization, and using social Facebook users | - using a snowball sampling method. Instant responses, c)
uses and Self-esteem, networking sites Uploading pictures, d)
gratifications Belonging, (SNSs), with the aim -Male 13, - Reynolds and Gutman (1988) analysis Interactive games, e)
through a Hedonism, of providing a better Female 11 methodology used to Customizability
means—end Self-direction/control, understanding of the 21-25years 6 generate content codes, an implications matrix
approach Reciprocity, fundamental reasons | 26-30 years 8 and a hierarchical value map (HVM). -Four types of gratification

Conformity, Well designed behind SNS adoption 31-35years9 from SNSs adoption: a)
Peiyu Pai, interface, interesting behavior. 35-40years 1 belonging, b) hedonism, c)

David C. Arnott
(2012)

interactive games,
customizability, ease of use,
privacy/control of others
access, simultaneous
communication, browsing

- 24 soft
laddering
interviews

self-esteem, d) reciprocity




others’ pages, instant
responses, uploading
pictures, posting articles,
many connection friends,
keeping diaries, leaving
messages, staying
anonymous,
recommendations to join

Assessing the
influence of
motivations and
attitude on
mobile social
networking use.

Silvia Sanz-Blas,
Carla Ruiz-Mafe
Jose Marti-
Parreno,
Asuncion
Hernandez-
Fernandez
(2013)

Positivist

Factors
relax/entertainment,
sociability/information,
fashion/status

-Uses and
Gratifications
Theory.

The present work
aims to analyze the
relationships
between motivations,
attitude and
frequency of mobile
social networking.

-A sample of
146 young
adolescent
users of mobile

social networks.

-The sample
was composed
of 54.5 % men
and 45.6 %
women
between the
ages of 15 and
16 in the
penultimate
and final years
of compulsory
secondary
education.
-Before
collecting the
data, the
questionnaire
was pretested
on a sample of
35 adolescent
mobile social
network users
to improve the
way scale items
were framed
and avoid

-Quantitative Research.
-Use of multiple linear regression analysis.

-The study is divided in two parts: a) theoretical
part and b) empirical study.

Theoretical study assumptions:

1) Use motivations directly and positively
influence attitude towards mobile social
networking.

2) Use motivations directly and positively
influence the frequency of access to mobile
social networks.

3) Attitude to mobile use as a platform for
accessing social networks directly and positively
influences frequency of access to mobile social
networks.

-Analysis of the results
suggests that the main
motivations for mobile social
networking amongst
adolescents are relaxation /
entertainment and social /
informativeness. Relaxation /
entertainment motivations
positively reinforce
adolescents’ attitudes
towards mobile social
networking, whereas
socialization /
informativeness motivations
reinforce access frequency.

- This present study also
highlights the importance of
attitude.

Very positive attitude
towards using the mobile as a
platform for accessing social
networks (4.2 out of 5) and a
significant percentage of
them (82.5 %) access mobile
social networks very
frequently.




interpretation
errors.

Social Media in
Tourism and
Hospitality: A
Literature
Review

Daniel Leung,
Rob Law,
Hubert van
Hoof &
Dimitrios
Buhalis
(2013)

Positivist

Factors
Sharing life experience,
social interaction

Factors —Consumer

Need recognition,
information search,
evaluation of alternatives,
purchase decision, post-
purchase behavior

Factors —Supplier
Reaching a global audience,
disseminating promotional
information, strengthening
company’s marketing
forces, facilitating online
bookings as well as
distributing products and
services, facilitating
communication into and
out between suppliers and
customers or partners,
managing training and
professional
development,financial
management. Internal
communication,
maintaining internal
knowledge, improving and
customizing products to
suit costomers’ needs.

This study reviews
and analyzes

all extant social
media-related
research articles
published in
academic journals
during 2007 to 2011,
mainly in tourism and
hospitality fields.

A content analysis on
the analyzed articles
from both the
consumers’ and the
suppliers’
perspectives

-Analyzing the
content of 44
social media-
related articles
in academic
journals, mainly
in tourism and
hospitality
fields, from
both the
consumers’ and
the suppliers’
perspectives.

- Quantitative Research.

-All social media-related

publications in tourism and hospitality identified
and gathered from a) Science Direct
(http://www.sciencedirect.com), b) EBSCOHost
(http://search.ebscohost.com), and c) Google
Scholar (http://scholar.google.com.hk)—three of
the largest and most popular online databases
and search engines

- Only full-length articles published in refereed
academic journals were analyzed, mainly in the
tourism and hospitality fields.

-The articles were examined using content
analysis. Prior to the analysis, a framework with
three research streams from the consumers’
perspective and another five research streams
from the suppliers’ perspective were first
developed for classifying and analyzing the
studies.

-Social media appear to be a
strategic tool that plays an
important role in tourism and
hospitality management—
particularly in promotion,
business management and
research functions.

-Research findings thoroughly
demonstrate the strategic
importance of social media
for tourism competitiveness.

-Though social media in
tourism and hospitality have
been widely examined and
discussed, social media
research is still in its infancy.
Hence, this study also
contributes to the academia
and industry by identifying
some research voids in extant
studies and providing an
agenda for future research.

- The current research
findings revealed that extant
tourism and hospitality
research on social media
generally paid more attention
to suppliers’ application of
social media.

- Practically, this article will
help industry practitioners
and academic researchers in
attaining a better
understanding of how
tourism consumers perceive,




utilize, and process the
information on social media.
In brief, consumers generally
used social media during the
research phase of their travel
planning process.

Antecedents of | -positivist U&G Theory -A study of Twitter -798 Twitter - Quantitative Research. -Using Twitter as a target site,
social presence users posits that users. it is found that even in the
and gratification | pactors users are drawn to - A cross-sectional survey. Divided users into context of Twitter, whose
of social Immediate feedback, SN to fulfill their Male 403 primarily mobile users and primarily desktop content-related functions
connection feeling of privacy, social connection 174 Mobile users. have received more attention
needsin SNS: A | responsiveness, social needs and that the users than those related to social
study of Twitter | presence, gratification of sense of social 84 Desktop Measurement connections, the gratification
users and their | social connection needs, presence SNS users. - Adopted the measures from existing studies of social connection needs
mobile and non- | continued usage intention engender plays a and adjusted their wording to fit the Twitter plays an important role in
mobile usage significant role in Female 395 usage context. sustaining use.
Relationship maintenance, fulfilling these needs. | 193 Mobile -All constructs were measured by multiple items
Sehee Han, information seeking, -Investigation how users based on a seven-point Likert-scale. -The gratification of social
Jinyoung Min, amusement, style and immediacy-related 77 Desktop -The questionnaire was examined by connection needs is
Heeseok Lee sociability. characteristics and users. practitioners and researchers in the relevant engendered by social
(2015) intimacy-related field and further revised based on their presence and this social
characteristics of SNS, comments. presence is then formed by
operate differently on -Pilot test with 71 Twitter users, the results of immediacy- and intimacy-
mobile and non- which showed that the scales were acceptable in | related aspects of SNS
mobile users. reliability and validity. created by both technology
and other users. These
- Results relationships can differ
To test the measurements and structural model, among mobile users and
PLS (Partial Least Squares) was used. desktop users.
Gratifications -Positivist - U&G The study proposes 405 Users - Quantitative Research. -The study reveals that social
and social that consumers' Male 166 gratification alone is not
network service | Factors -Online flow _online e.xperience of Female 239 -Personal interviews (Phase 1) and mail survey sufficient to trigger users’
usag'e: The Social gratification, (Flow Theory) | interaction and (Phase 2) to collect data. revisit.
mediating role interaction, arousal, arousal serves as the | Under25->295
of online intention to revisit mediator of the 26-35-> 99 The authors ch -SNS users’ online
experience websites, problematic SNS relationship between | Over 36->11 ;: e;utkors chose larv SNS and tareeted experiential states serve as a
use. social motivations Facebook asan exi:\p an andtargete key mediator of the
Lan-Ying and use behaviors. | afce 00 uiers ES © d relationship between social
Huang, Ying- nformants for the present study. gratifications and the above

- The interviews were conducted in Taiwan




Jiun Hsieh, Yen-

during the annual Information and

behaviors. As such, this

Chun Jim Wu Communication investigation highlights the
(2014) Technologies (ICT) show. criticality of cognitive (i.e.,
- Collecting data from three major metropolitan interaction) and affective
areas ensured that the collected data is (i.e., arousal) experiences
representative across geographical regions. versus the more general and
utilitarian-based technology
acceptance factors when
examining the adoption of
social networking services.
Use and -Positivist U&G Theory - This research 330 KakaoTalk - Quantitative Research. - The results shed light on the
gratifications of attempts to identify and 311 effect of hedonic, integrative
mobile SNSs: Factors gratifications driving | Facebook users. | -A survey to KakaoTalk and mobile Facebook and mobile convenience in
Facebook and Cognitive gratification, mobile SNSs use. services was conducted. forming attitude. -Social
KakaoTalk hedonic gratification, interactive gratification
in Korea integrative gratification, -Data were collected from a randomly selected exerted a significant effect on
social interactive panel by Embrain Inc., a company specializing in | 3| other gratifications-
Young Wook gratification, mobile online surveys. obtained variables whereas
Ha, Jimin Kim, convenience, attitude - All constructs, excluding actual use, were mobile convenience had a
Christian towards mobile SNS. measured using multiple items on a seven-point | sjgnificant impact
Fernando Likert scale. on all other gratifications.
Libaque-Saenz, - To measure the attitude towards mobile SNS,
Younghoon the measurement items were built based on
Chang, Hausman and Siekpe (2009).
Myeong-Cheol -Actual use was addressed through a direct
Park question and the responses were converted to a
(2014) seven-point scale (Moon and Kim, 2001).
Social Media Positivist U&G Theory This study examines 357 users - Quantitative Research. -Some of the gratification
Marketing: the gratification Male 191 factors for internet and
Applying the Factors factors that increase Female 166 - Mixed method approach. personal SNSs could be
Uses and Information, convenience, user satisfaction of applied to commercial SNSs,

Gratifications
Theory in the
Hotel Industry.

Eun-Kyong
(Cindy) Choi,
Deborah
Fowler, Ben

entertainment, self-
expression, social
interaction, user
satisfaction with the hotel’s
Facebook page, visit
intention to the hotel.

hotels’ Facebook
pages and determine
how user satisfaction
affects visit intention
to a hotel by applying
the uses and
gratifications (U&G)
theory.

Less than 20
years ->22
20-29 years->
159

30-39 years-
>75

40-49
years-> 37

-An open-ended questionnaire with 16 questions
was developed to examine why users become a
hotel’s Facebook fan and also the extent of
users’ involvement with the hotel’s Facebook fan

page.

-Based on the answers from the open-ended
questions and comprehensive literature review,

but not every gratification
factor is suitable for
application to commercial
SNSs.

-Convenience factor has the
strongest influence on users’
satisfaction with the hotel’s




Goh & Jingxue
Jessica Yuan

Over 50 years
64

a survey questionnaire was developed.

Facebook page.

(2015) -Two industry experts and three academic -The information gratification
Caucasian 229 professionals in the hospitality industry reviewed | factor was not as strong as
Hispanic 29 the questionnaire to ensure the reliability and convenience gratification
African validity of the items. The questionnaire consisted | factor for commercial SNSs,
American 32 of a total of 26 questions. still a significantly stronger
Native -A pilot study was conducted with 30 Facebook antecedent of user
American 8 users who left comments on satisfaction with the hotel’s
Asian 43 the target hotels’ Facebook pages and users who | Facebook page.
Other 16 liked postings on the target
hotels’ Facebook fan pages. -The entertainment
-Data Collection: gratification factor and social
(a) a web-based survey was utilized to give interaction factor did not
respondents flexibility during the data collection significantly affect users’
and (b) the confidentiality of respondents was satisfaction with the hotel’s
kept completely. Facebook page.
-Data screening:
After deleting multivariate outliers, a total of 357 -Interacting with others does
cases were used for model testing. s ,
not significantly affect users
satisfaction with the hotel’s
Facebook page, meaning that
users consider a hotel’s
Facebook page as a website
managed by the company
rather than an online site to
make friends.
-The findings of this study
provided a reason for
companies to pay attention
to SNSs, because users who
are more satisfied with a
hotel’s
Facebook page are more
willing to stay at the hotel,
which is the main goal of
marketers.
Web-based Positivist U&G Theory A study that -63 Users - Quantitative Research. 1)U&G explains behavioral
information compares two user usage better than MM does
service Factors Motivation acceptance theories: Males 32 -A questionnaire to collect the data. and provides




adoption: A
comparison of
the
motivational
model

and the uses
and
gratifications
theory

Margaret
Meiling Luo,
Sophea Chea,
Ja-Shen Chen
(2010)

(MM)

Perceived ease of use,
perceived usefulness,
perceived enjoyment,
attitude towards use,
behavioral intention,

behavioral usage.

(UGT)

Interpersonal utility,
convenience, pass time,
entertainment, information
seeking, behavioral usage.

Model (MM)

the motivational
model (MM), and the
uses and
gratifications (U&G)
theory.

Females 31
between 19
and 35 years of
age.

Business

School
undergraduate
students
enrolled in two
sections of
statistics classes
at a major U.S.
university.

-The empirical setting was a WIS.

-Prior to the experiment, two pilot studies were
conducted to develop pertinent scales. The
studies were performed at a major U.S.
university.

-The first survey focused on collecting

data on motivation and behavioral intention
variables while the second survey on reported
usage data.

specific motivational
information to explain WIS
usage; and

(2)MM is easier to use and
typically allows for a smaller
sample size and consequently
is less costly to use.

Why do users
continue using
social
networking
sites? An
exploratory
study of
members in the
United States
and Taiwan.

Yi-Cheng Ku,
Rui Chen, Han
Zhang

(2013)

Positivist

Factors

Information,
entertainment, fashion,
sociability and relationship
maintenance.

U&G Theory

Draw on an extended
Uses and
Gratifications Theory
(UGT) to explore
factors that affect
members’ continued
use intention toward
Social Networking
Sites (SNSs).

Theorization about
the intricate
relationships among a
variety of UGT
constructs.

Total Users 225

103 Users -U.S
Male 64
Female 39
Facebook-96
MySpace-0
Other -7

112 Users —
Taiwan

Male 53
Female 69
Facebook - 110
MySpace-2
Other -12

- Quantitative Research.

- Measurement development.

Measurement items for all the principal
constructs except gratifications were borrowed
from existing measures to ensure validity.
Two-step approach to identify members’ sought
gratifications.

- Survey administration.

The research model was tested using survey
data. Survey responses from undergraduate
college students were collected.

-Four determinants, i.e.,
gratifications, perceived
critical mass, subjective
norms, and privacy
concerns, influence SNS
users’ continuance intention
and that regional differences
moderate the effects of both
gratifications and privacy
concerns on continuance
intention.

-The association between
gratifications and continued
use intention and the
association between privacy
concerns and continued use
intention differed between
American and Taiwanese SNS
users.

-subjective norms directly
affect gratifications, while
privacy concerns indirectly
affect gratifications by
positively moderating the




impacts of gratifications on
continuance intention.

- Findings indicate that SNS
providers’ strategy for
promoting SNS members’
continued SNS use should
differ depending on which
specific region or culture they
are targeting. Hence, while
SNSs are a global platform
with users from many regions
over the world,
understanding the regional
differences among users is
necessary to attract new
users from around the world.

What Drives
Facebook Fans
to “Like” Hotel
Pages: A
Comparison of
Three
Competing
Models

XiY. Leung &
Sarah Tanford
(2015)

Positivist

Factors

Perceived usefulness,
perceived ease of use,
functional need, social
need, psychological need,
hedonic need, compliance,
internalization,
identification, attitude
toward hotel Facebook
pages, intention to join
hotel Facebook pages, task-
technology fit.

-U&G Theory
- Social

identity
theory

-TAM,TTF

A study that develops
and tests three
competing
antecedent models of
social media
marketing derived
from technology,
communication, and
social psychology
theories.

401 Users

Male 187
Female 214

Age

18-24->63, 25—
34-> 89, 35-44-
> 104, 45-54->
109, 55-64->
30, 65+ ->6

Ethnicity
White/Caucasia
n-312,
Hispanic/Latino
-23,
Black/African
American-28,
Asian -26, Other
-12

- Quantitative Research.

Data Collection

Online survey.

Participants were recruited from a database of
an online research company, Qualtrics, which
has nearly 4 million panel members within the
United States.

A Qualtrics survey panel was chosen over a
particular hotel guest database.

Measurement Development

The survey consisted of questions measuring
nine constructs / variables in the three
competing models.

The study adapted validated measures from
prior research to create an initial questionnaire.

Data Analysis

Factor analysis with principal axis extraction and
oblimin rotation was conducted to evaluate
measurement validity of the instrument.

- Results revealed that the
social psychology model,
based on social identity
theory and social influence
model, provided the best
explanation of Facebook fans’
intentions to “like” (join)
hotel pages.

-Facebook marketing is more
like a social phenomenon
than a simple technology
innovation or communication
platform.

-Facebook plays an important
role in forming and
maintaining social capital
(relationships).

-The study found that
internalization and
identification had significant
positive effects on attitude
toward hotel Facebook pages
while compliance had a




significant negative effect.

Usability and
functionality
factors of the
social network
site application
users from the
perspective of
uses

and gratification
theory.

Orhan Korhan,
Metin Ersoy
(2015)

Positivist

Factors

Navigation, interaction,
learnability, ease of use,
response time,
memorability, efficiency,
satisfaction,
personalization, search
options, differentiation of
the information types,
assistance, security.

U&G Theory

An analytical
framework for
explaining uses and
gratification for SNS
applications. It is
investigated in detail
how and why people
use SNS applications
and what factors
make SNS
applications
particularly
appealing, through
uses and
gratifications
perspective.

-832
undergraduate
and graduate
students from
the Eastern
Mediterranean
University.

- Quantitative Research.
-Cross-sectional survey

-The survey involved three sections;
demographic structure, SNS user behavior
analysis, and mobile application ratings of
usability and functionality factors.

-The mobile applications rated were selected
amongst the top downloaded social media
application list of the two most popular mobile
operating platforms.

- Descriptive statistics were analyzed to
understand the demographic structure of the
respondents. Correlation analysis is constructed
in order to determine any relationship between
the usability and functionality factors.
Discriminant analysis is applied to determine
whether a set of variables is effective in
predicting category membership, and to identify
statistically significant factor (s) which contribute
(s) to the user behavior of selecting the SNS
applications, SNS preference and usability and
functionality factors popular among the age
groups.

-Most of the usability and
functionality factors are
positively correlated. Except
for the Skype application, all
usability and functionality
factors were identified to
contribute significantly to
select the SNS application.

-WhatsApp is the application
which dominates the other
applications from the
usability and functionality
perspectives. Even though
Facebook in the most
downloaded and mostly used
application, findings provide
that the performance of the
application in terms of
usability and functionality is
not satisfactory.

-Younger and older
generations have different
taste of SNS application use
and different preference for
the functionality and usability
factors.

-Whatsapp, Facebook,
Instagram, Facebook
Messenger, Viber and Skype
are the most used SNS
applications by the
respondents on their mobile
devices.

-The most preferred reasons
of use for SNSs were to keep
in touch with friends getting
the news, keep in touch with
family, learning and




entertainment.

Determinants of | Positivist -U&G Theory Analysis of the -811 users of - Quantitative Research. -Use attitude and the
user behavior determinants of social networks subjective norm, both TPB
and Factors -Theory of social network use over 14 and -Data gathered by personal interview using a variables, directly
recommendatio | Sociability, fashion / status, | Planned behavior using Theory | residentsin structured questionnaire. and significantly influence
n in social entertainment, attitude Behavior of Planned behavior Spain. social network loyalty. Thus,
networks An towards the social network, | (TPB) (TPB) and Uses and -Relationships proposed in the theoretical model | petwork loyalty can be
integrative subjective norm, perceived Gratifications Theory. were estimated through structural equation achieved if the individual
approach from control, use intention, models. shows a favourable attitude
the uses and recommendation intention. towards use and receives
gratifications positive feed-back
perspective. (comments, opinions, etc.)
from friends, acquaintances
Rafael Curras- and other individuals in their
Perez, Carla environment.
Ruiz-Mafe and
Silvia Sanz-Blas. - Perceived control has no
(2014) influence on social network
loyalty.
- The importance of
socialization and
entertainment as
antecedents of social
network attitude is
highlighted.
Why people use | Positivist U&G Theory Explorationand 25 in-depth - Qualitative Research. This study identified ten uses
social media: a discussion about the interviews. and gratifications for using
uses and Factors uses and -Exploratory study. 25 in-depth interviews were social media: social
gratifications Social interaction, gratifications that conducted with individuals who use social media. | interaction, information
approach. information seeking, pass consumer receive seeking, pass time,
time, entertainment, from using social entertainment, relaxation,
Anita Whiting relaxation, communicatory media. communicatory utility,
and David utility and convenience convenience utility,
Williams utility. expression of opinion,
(2013) information sharing, and
surveillance/knowledge
about others.
Understanding Positivist U&G Theory - This study explored 286 Users - Quantitative Research - Attitude, motivational needs




the intentions
of users to
‘stick’ to social
networking
sites: a case
study in Taiwan.

Hsiao-Lan Wei,

Factors

Social needs, Information
needs, Human-human
interaction, Human-
message interaction,
Attitude, Intention to stick.

the attitudes and
behavioural
intentions

of people towards
using SNSs from the
perspective

of U&G theory in
order to determine

Female 149
Male 137

Age

Under 18->46,
19-25->87, 26—
35->94, 36-45-
> 40, Over 45->

Measurement instrument

-Items selected for the

constructs were mainly adopted from prior
research.

- All items were measured using a 5-point Likert-
type scale.

- A pretest and a pilot test were used to validate

(social needs and information
needs), and interactivity
factors (human—message
interaction and human-—
human interaction), and their
associated relationships were
analysed according to UG
theory. The results indicated

Kuan-Yu Lin, why people exhibit 21 the model and instrument. that attitude, motivational
Hsi-Peng Lu & I- ‘stickiness’ to SNSs. needs, and interactivity
Hsin Chuang - Sample and data collection factors play vital roles in the
(2014) -All research participants were Facebook usersin | willingness of users to stick to
Taiwan. an SNS.
- Empirical data for this study were collected
through online questionnaires. -The attitudes of users are a
crucial factor that affects
their ‘stickiness’ to websites
with positive attitudes
towards an SNS, developing
‘stickiness’ to the SNS.
- Satisfaction of the
information needs of users
positively affected their
attitudes towards using SNSs
because SNSs facilitate
interaction with friends and
members (human—human
interaction) and searching for
and linking to messages.
Role of Social Positivist U&G Theory The purpose of this 246 Users - Quantitative Research -Entertainment and pleasure
Media in Pre- study is to identify with social interactions are
purchase Factors the need categories Male 48% -Structured questionnaire by using bivariate and | yital need categories for pre-
Consumer Cognitive needs, Social of pre-purchase Female 52% factor analysis. purchase information search.
Information integrative needs, Affective Consumer
Search: needs, Personal integrative Information Search -This study was conducted in Chinese context. -For enhancing CIS behavior,
A Uses and needs. based on Uses and Age

Gratifications
Perspective.

Jing Zhang,

Gratifications theory.

<20->73.6%
20-30->18.7%
>30->7.7%

marketing managers have to
provide more information
about product and its usage
and should use consumer
engagement tools for




Rizwan Shabbir,
Mujeeb-ur-
Rehman Abro
(2015)

increasing social interaction
such as building online brand
communities.

- The norms of social media
also influence CIS behavior.
Consumer communication
with other users and desire of
product information impact
pre-purchase product
information.

- Traditional media and
typical marketing
communications are being
replaced by social media and
IMC (integrated marketing
communications).

It is not for fun:
An examination
of social
network site
usage.

Chenyan Xu,
Sherry Ryan,
Victor
Prybutok, Chao
Wenb

(2012)

Positivist

Factors

Stylishness, coordination,
Immediate access,
affection, escape,
disclosure, leisure, social
presence, loneliness.

U&G Theory

-Explanation of why
people use SNS.

- Identification of
usage patterns within
SNS.

- Identification of
factors that predict
SNS usage.

148 SNS Users.

-University
undergraduate
students.

Male 54.7%
Female 45.3%

-Spent an
average of 12.0
h per week on
SNS.

- Quantitative Research

- Examination of previous U&G literature on
Internet studies, and technologies akin to SNS.

- Focus group discussion run with two purposes:
(1) to verify the preliminary list, and (2) to distill
the unique gratifications for SNS usage.

- Questions were based on a 5- point Likert scale.

- To ensure the content validity of all the
measurements, minor revisions were made to
refine the questionnaire, following review and
feedback by two scholars with expertise in SNS
research and the U&G approach and five Ph.D.
students in related fields.

- A partial least squares (PLS) approach was used
to assess the psychometric properties of the
measurement scales and to test the proposed
hypotheses.

- We found that immediate
access, coordination and
affection have strong positive
impacts on SNS usage, and
leisure has only a marginal
positive effect.

- Like other web-based
applications, SNS create a
sense of connectivity among
users.

-SNS are effective and
efficient channels for users to
organize social activities,
make arrangements, and
disperse news and messages
without having to send the
same content to different
people.

- Eight gratification types
adentified: affection,
coordination, disclosure,
entertainment, escape,




immediate access, relaxation,
and stylishness.

- After starting deriving
utilitarian gratifications,
hedonic gratifications get less
important and predictive in
SNS usage.

- Loneliness does not reduce
SNS usage.

- Social presence has a
positive impact on SNS usage.

Applying uses Positivist U&G Theory -This study provides 797 Users - Quantitative Research - The Sl process of
and nascent information internalization and
gratifications Factors on university Argentina 163 - Data was collected in a survey of university identification, as well as UGT
theory and self-discovery, purposive, students’ needs to Male 119 undergraduates in four countries in the Americas | categories of self-discovery,
social influence entertainment, maintaining adopt social Female 44 (i.e., United States, Canada, Mexico, and entertainment value, social
processes to interpersonal networking sites Argentina). enhancement, and the need
understand interconnectivity, social (SNSs) pervasively. Canada 201 to maintain interpersonal
students’ enhancement, The study drew from Male 105 - Data analysis using partial least squares (PLS) connectivity through the
pervasive identification, the uses and Female 95 supported 8 out of the 10 hypotheses construct of behavioral
adoption of internalization, compliance, gratifications theory Missing 1 formulated. intentions, were found to
social individualism- collectivism (UGT) and social have positive impacts on
networking index, behavioral intention influence (SI) U.S.A 205 students’ pervasive adoption
sites: to use SNS, pervasive processes framework. | Male 112 of SNSs.
Perspectives adoption of SNS. Female 90 - The cultural factor of
from the Missing 3 individualism—collectivism
Americas had a positive impact on the
Mexico 228 pervasive adoption of SNSs,
Princely Male 109 such that greater levels of
Ifinedo. Female 119 engagement were observed
(2015) for students from more
individualistic cultures.
Love Internet, -Positivist U&G Theory Examination of how 302 Users - Quantitative Research -Affinity for the Internet and
love online information and affinity for particular types of
content Factors social gratifications Age 20-27 - Data was collected in a pen-and-paper survey online content differ but are
Predicting self-expression, self- sought by Internet Male 44.3% administered in a Singapore university. correlated. Both relate

Internet affinity
with
information
gratification and

actualization, interactivity,
social usefulness, content
co-creation, civic
participation

users affect their
affinity for the
Internet or for
particular types of

Female 55.7%

-A correlation analysis, a paired-sample T test,
and hierarchical regression analyses were
conducted to address the research questions and

positively to social
gratifications.

-The passive social
gratification of Internet




social
gratification

PanJi, W.
Wayne Fu
(2013)

online content.

hypotheses and to distinguish between affinity
for the internet and affinity for
online content.

access and the active pursuit
of interactions exert similar
impact on both types of
affinity.

-Generic gratifications like
information consistently
predict the time or the
frequency of internet use.

- Attitudinal effect of access
gratification suggests that
people feel good about the
internet or about online
content if they obtain more
access gratification.

- Interaction gratification may
be increased by creating an
online environment for safe
and effective interactions

- How information is
presented matters to user
experience as much as what
is delivered.

[Tivokag 1. Yrdpyovsa Bifioypagia




2.2.1 Oswpla Xpniong kot Ikavomoinomne - Uses and Gratification Theory
(U&G Theory).

H Oewpia Xpriong ko Ikavoroinong (U&G theory) ypnoipomoteitan yio v diepedvion tomv
LTIV YPNONG TOV HECHV, KAOMG Kot TG tKavomoinomg mov dnpovpyeite and v tpdcPacn kot
xpNon Tov pécwv. Emiong vmobétel 6t n ypnoiponoinon tov HEc®V amd Tovg XPNoTES YiveTal
OKOTIUMG Kol OTL Ol ¥PNOTEG avalnTouV EVEPYA TNV 1KOVOTOINGT TOV avVAyK®V TOVG Oomd To
dwapopa. uéoo (Katz, Blumler, & Gurevitch, 1974). H Oewpio. Xprong kot Ikavomoinong
Bewpeitan po a&lopatikny Beopntikn Tpocéyyior, Kabdg ot apyés e epapuoloviatl oxeddv oe
KGOe TOTO S10UECOAAPOVUEVIG EMKOIVOVING, CUUTEPIAAUPAVOUEVAOV KOl TOPASOCIOK®DY HECHV,
Ommg elvar ot PMUEPIdES Kt O0OPACTIKOV HUEG®V, OTmG givorl To dtadiktvo. EmmpochHeta, M
avdivon Xpnong kot Ikavomoinong emdeikvieL TV 1IGTOPIKY CTUOVTIKOTNTA TNG EVVOLNG TNG
TPocdokiog, OmmG €xel amodeybel kot amd perétec oyetikd pe 1o Movtého Teyvoroyikng
Amnodoyng (TAM).

H Bsmpio Xpriong kot Ikavomoinong ypnotponoteiton yio v depevvnon topémv dnwg Kivnpa,
KOvOToinot, mposdoKauevn a&io, dpacTnPOTNTEG TOL KOWOL Kol KOTAVAAW®GCNG TOV UECHOV
(Palmgreen, Wenner, & Rayburn, 1981). Xg 6Aov avtolg TOLG TOUEIS, 1 AVOYVOPIOT TGV
KWWNTP®V TNG XPNONGS TOV LEGMV, Eval GUYVA TO avTiKeipevo épguvag Xpnong kat Ikavomroinonc.
Mo mapaderypa, ot epgvvntéc Xpnong kot Ikavomroinong £xovv avayvopicel £va GOVOAO KOOV
VIOKEIHEVOV JOOTAGEMV GYETIKA PE Ta KIvTpa XPNONG TOL SAOIKTOOV OV OVTOVOKAOVDV TNV
EUOUTN SLOPACTIKOTNTA KOl 0ONYOVUEVN OO TOV YPNOTN GUOT TV JOKTLOKOV pécwv. Ta
kivntpa avtd mepthapPdvouy v yuyoywyio, T0 vo TEPVAS TOV XPOVO, TNV YOAAP®GCT, TNV
kowavikn evnuépwon (Ferguson & Perse, 2000), v 7tdon o@vyne, TNV  KOWOVIKY
aAMAETIOpaGT, THV VOl TNOT TANPOPOPLOV KO TV TPOTIUNGN YpNong Tov dadtktvov (Kaye,
1998). M €pevuva Xprong kot Ikavomoinong avépepe o TopaKat® KivinTpa yio T ¥p1nor Tov
OLOOIKTOOV:  YuYOy®Yie, TO VO TEPVAS TOV YPOVO, SOMPOCOTIKY ¥pnopodtta, avalnrnon
mAnpogopldv Kot gukoMa (Papacharissi & Rubin, 2000). Avtd aviAnOnkov amd xivntpa
OWIMPOCHOTIKA, HECOV KOl VE®V TEYVOAOYIOV TOL VTOCTNPILOLV TIG EVNUEPMTIKES Kol
OdpaocTIKEG dvvaTOTNTEG TOL O1dIKTOHOL. H Mo gueavhg ypnon tov dudiktvov Mtav 1
avalnTnomn TANPOPOPIOY, TO OTOI0 OVIOVOKAL VOV EPYOAELNKO TPOGOVATOMGUO NG XPNONS

tov péoov (Papacharissi & Rubin, 2000).
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2.2.2 TexvoAloylko povtédo amodoxi)¢ - Technology acceptance model
(TAM)

To povtédo texvoroyikng amodoyng — technology acceptance model (TAM) e&aydyetal omd v
ocvumEPLPoploTiky Bempia kot v OBswpion g artoAoynuévng dpdong — theory of reasoned
action (TRA) (Fishbein, 1963). To povtélo vmootpiler 0Tl 1 cvumePPopiky Tpdbeon va
YPNOOTOMGEL KATOL0G TANPOPOplakd ocvothuato kabopiletow amd 2 memoldnoceic: v
ekAapPavopevn ypnopodtnto — mov kabopileton ®g 0 Pabuog katd tov omoio £va dTopo moTedEl
OTL M XPNOT EVOG GLYKEKPILEVOD GLGTHLATOS Ba EVIGYVGEL TV ENLOOCT TNG EPYAGIOG TOL — KoL 1
exhappavopevn evkoiia ypnong — mov opiletan mg o Pabuds Kotd Tov omoio Eva Gtopo motevel
OtL éva ovykekplpévo ovotnua Bo eivon edkolo ot ypnon (Davis, 1989). To povtélo
texvoroykng amodoyns (TAM), Bewpel 611 1 exhapPoavopevn gukoMa yprong €xel AUEGO KOl
éupeca amoteAéopata (e MV Hesordfnon g eKAapfovopevng xpnoeoTNToS) 6TV Tpdheon
APNONG, YIOTL 0G0 EVKOAOTEPO EVaL GUGTNUA EivOl GTNV ¥PNON TOL, £xEl TTEPLOTOTEPES ELVOVVEG
Yo Toug xpnotes. To amotedéopata Twv dVo avtov memoldncewv (eSwyevn kivintpa) €yxovv
amoderyfel and to eumelpkd otoryeia Tov AapPdvovtol amd OAES TIG OUAOES YPNOTAOV KOl TIG
epapuoyég manpoopikng (Hsieh & Wang, 2007).

Emmdéov, and tic mpodceateg pedéteg £xel omoderybel m onuacio TovV gyyevav KIVATPOV GE

ocuumepLpoptkn Tpodbeon otig epapproyés Web.
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2.2.3 TTF THEORY (Task Technology Fit Theory)

To Task Technology Fit (TTF) povtélo apywd mpotdOnke amd tovg Goodhue kou Thomson
(1995) yw va e€nynoovv v oxéon HeTacy NG YPNONG TNG TEXVOAOYIOG Kol TNG EKTEAEONG
épyov. To TTF avagpépetor oto katd méco 1 teyvoroyia Bonbaet oty ektéreon tov €pyov. To
povtédo TTF a&ubver 6tL 1060 M a&lomoinom tng texvoroyiog 0G0 Kot 1 KATOAANAOTNTO TNG
TEYVOLOYIOG MG TPOg TV epyacia, emnpedlovy BeTikd T0 TOc0 KaAd Eva dtopo Ba exkteléoel T0
épyo (Goodhue & Thompson, 1995).

To TAM «ot 1o TTF téuvovtor oto 61t kot Tal 000 emddKovy va e€nynoovy v vioBEnon g
teyvoloyiag (Dishaw & Strong, 1999). To TTF Gewpeitonr o enéktaon tov TAM, o106t petpd
T0 TG TO £pYo emnpedlel T xpnon g texvoroyiag, evdd 10 TAM efetdlel pdvo v enidpaon
TOV TEMONCEMY TOV ATOU®V CYETIKA pe TN ypnon g texvoroyiag. Ot Dishaw kor Strong
(1999) mpdtevav 6t n evomoinon twv TAM kot TTF propet va mapdéet éva kaAldtepo poviéro

Yo va €ENYNGEL TN GLUTEPLPOPE VIOBETNOMG TS TEYVOLOYING.

To evomompévo poviého twov TAM ko TFF ypnopomomdnke otov topéa g erioleviag and
tovg Lam, Cho, and Qu (2007), ot oroiot cuvévacav o TAM kat to TTF yio va epguvicovy Tig
artieg g mpoBeong EevodoyEWK®Y LIUAAMA®V Vo XPNCUOTOMGOLY TNV TEXVOAOYiOL NG
ninpoeopiag (Information Technology - IT). Ta omoteléopata £€dei&av  OTL Ot
avTIAOUPaVOUEVES TEXVOAOYIKEC TTEmOONoES 68 GuVOVOoUO pe To TFF emmpéacav onuaviikd
™V GLUTEPLPOPIKT TPOOeoT dlapécon ¢ pecordpnong g otdong, koar to TFF cvoyetiomke

ONUAVTIKA [ TS avTilapuPavopeveg texvoloyikég temodnoels. Opoimg, ot , T. Kim, Suh, Lee,



and Choi (2010) cvvdvacav 1o TAM pe to TTF yun vo diepeuviicovv Tovg mopdyovteg mov
emnpedlovy Vv mPABeon EEVOOOYEINKMOV VTOAAMNA®Y VO, YPNOUYLOTOGOVY  EEVOSOYELOK(L
TANPOPOPLOKE GUGTHLOTA. XTO TPOTEWVOUEVO Omd avtovg poviéro, to TTF mpoPrépbnke va
glvonl (o amd TG eEmTepikég peTaPAntég mov emnpedlovv 1060 TV avTilouavopevn evkoAio
yprong (Perceived Ease of Use — PEU) 660 kot tnv avtidappavouevn ypnowotto (Perceived
Usefulness — PU). Ta gupipata toug £dei&av 6tL to TFF ennpéace onuavtikd toco to PU 660
kot To PEU, ta omoia pe v oepd toug enmnpéacav v otaon og mpog v ypnon. To PU ko n
otdon mpoiPreyov onNUOVTIKA TNV TPdOeon Yo ¥pNon TV EEVOSOYEINK®OV TANPOPOPIOK®DV

ocvomnuatev (T. Kim et al., 2010).

Ta poviéda tov TFF kot TAM cuvdvdotnkov yio vo SIEPELVHGOLY TNV YPNON TEYVOLOYIDV
yoyoyoylag oe dopdtio Eevodoyeimv and tovg Schrier, Erdem, kot Brewer (2010). Onwg kot og
avt tov T. Kim et al. (2010), to TTF &iye onpavtikny cvoyétion pe to PEU ko PU, ta omoia pe
NV oelpd Toug TpoéPreyav mpdbeon ypnong g texvoroyiag (Schrier et al., 2010). To poviéro
TTF-TAM omnodeiynke emiong amotelecpatikd otnv eneENynomn mpobécemv GTov TOVPIGUO
(Usoro, Shoyelu, & Kuofie, 2010) kot otig dwadiktvakég ayopés (Klopping & McKinney, 2004).

To tegyvoroywd povtédo vioBetnke and toug T. Kim et al.’s (2010) omv peAétn tovg. To
TEYVOLOYIKO LOVTELD oV Tapabétetar oto oynue 1 mapovsialel 6Tt to TFF votédnke o1t £xet
pa o’ gvbeiag oyéon 1660 pe 10 PU 600 kot pe to PEU. Ta PU kar PEU vrotéOnkav va £xovv
Gueon oyéon UE TNV 6TACT TOV TEAUTMV EVOVTL TV 6EMI®V Tmv Egvodoyeinv oto Facebook kat

™mv mpobeomn tovg va akolovdfcovy cedidec Egvodoyeiwv ato Facebook.

Perceived
usefulness

Attitude toward
hotel Facebook

pages

[ntention to join
hotel Facebook

pages

Task-
technology fit

Perceived
ease of use

Ewéva 4. TTF THEORY (Task Technology Fit Theory)



2.2.4 Oswplia ™¢ Kowvwvikng Tavtotntag - Social Identity Theory (SIT)

H xowovikn tavtdtnta gival 1o TUHO TG OVTO-OVTIANYNG £VOG OTOLOL TOV TPOEPYETOL Od
™V avTiAnyn g Evtaéng ToV G€ o GYETIKN KOWMVIKT] opada. Ommg daturnddnke apykd omd
tov Henri Tajfel kot John Turner ot dexaetio tov 1970 kon tov 1980, 1 Bewpio g KOmVIKNG
TOVTOTNTOG EICTYOYE TNV £VVOLOL TNG KOWMOVIKNG TOVTOTNTOG MG EVa TPOTO Yo vo. eENyNoetl

GLUTEPLPOPE LETAED TV OUAdMV.

H Bsmpio g Kowovikng Tavtomtog meprypdpetor kaAvtepo cav pia Bewpio mov mpoPrénet
GUYKEKPIUEVEG GUUTEPIPOPEG OVALEGO OTIC OHAdEG PACEL TOV OVTIANTTOV Ol0POPOV NG
Kataotaong (Status) tov opadmv, TG OVTIANTTING VOULLOTNTOS Kol 6TafepOTNTAS TOV €V AOY®
dlpopav Kotdotaong (Status), kot g aVTIANTTAG KOVOTNTOS VO LETOKLVOUVTOL amtd TN pio

opada otV GAAN.

Av10 épyetarl oe avtifeon LE TIC TEPMTMGELS KOTA TIG 0TOleg, 0 Opog «Bempio TNG KOWVWOVIKNG
TaTOTTOAS" YPNoIoTOlEiTOL Yia va. avaeepBel og Yevikég Bewpnrikoloyieg o Tov avOpdTIVO

KOWoViKO 00TO.

EmumAéov, kot mapd 1o yeyovOac OTL OPIGUEVOL EPEVLVNTES TNV £XOVV AVTILETOTICEL ®G Bewpia, M
Bewploa ™ KowwViKNG tavtdtrag Oev emedimée moté va eivor o Bempio KOWVOVIKNG

KOTNYOP1OToinomg.

‘Htov n yvoon tov meplopiopévon nediov epopproyns mg femplog e KOWmVIKNAG TonTOTNTAG
mov odnynoe tov John Turner Kot TOLg GLVEPYATES TOL VO AVOTTOEOLY [0l GLYYEVH (KOVTIVY])
Oewpio pe ™ popen ¢ OBewpiag ovto-KoTYOplomoinone, yio TV Omoio GTNpiyTnKoV oTol
Baowd ctoyeio ¢ Bewplog TG KOWMVIKNG TAVTOTNTOS Yo VO OTLLOVPYCOVY [L0L TTLO YEVIKT

Bedpnomn TV dlEpyasIdV TOL ENVTOV KoL TNG OULASIC.

0 0pOC TPOGEYYIOT TNG KOWMVIKNG TAVTOTNTAG 1 TPOOMTIKY TNG KOWMVIKNG TOLTOTNTOC,
TPOTEIVETOL Y10l TNV TEPLYPOPT] TNG KOG CLVEIGPOPAS TNG Bewplag TS KOWMVIKTG TOVTOTNTOG

Ko TG Bewpiag TG AL TO-KOTNYOPLOTOINOTG.



2.2.5 MovtéAo Kowvwvikic WuyxoAoyiag - Social Psychology Model (SPM)

To poviéAo NG KOWMVIKNG Wyuyoloyiag mov evooupatovel v BOswpia g Kowmvikng
Tavtotnrag (Social Identity Theory - SIT) pe to Movtého Kowwvikng Emppong (Social
Influence Model - SIM).

H ®copia g Kowvovikng Tavtéttog mapovsidotnke yio mpdtn @opd amd tov Tajfel (1978)
YlOL TNV KATOVONOT TG YUXOAOYIKNG PAONC TNG SLOIOUASTKNG S1OKPIoNG KOt Y10, Vo EENYNOEL Kol
Vo TPOPAEYEL TN SLOOLOSIKT) GUUTEPLPOPA.

H xowovikn tautdtta ovapépetot 6Ty "auTo-avTiAnyn evog atOUov 1 0Toio. TPOoEPYETUL Omd
TN YVOOT TNG CLUUETOYNS TOL CE o KOW®VIKY opddo (1 opddeg) poali pe v atlo kot v
cuvalcOnuatiky onuacio Tov emcvvinteTor oty v Adym évtaén" (Tajfel, 1978). Ot Ellemers,
Kortekaas ka1 Ouwerkerk (1999) mpocdidpicav tpio oTOrKEID TNG KOWMOVIKNG TOVTOTNTOS MG
YVOOTIKA, CUVOLGONUOTIKA, KOl 0VOYVOPIGTIKA TOV 0ELOAOYHGEMV.

['vootikn avayvopion opiletol ¢ 1 YVOOTIKY GLVEONTOTOINGT NG 1010TNTOS VOGS ATOUOL MG
péAOG og o opada. XvvorcOnpatikny avoyvapion opiletor g n cuvarsOnpatikny aicOnon g
GUUUETOYNG OTNV opdda. AEOAOYIKT KOW®VIKY TonTOTNTO 0pileTon ®¢g 1 BeTik 1 N apvnTIKy
a&io mov amodidetatl otnv 1616TTO TOL PEAOLS (Ellemers et al., 1999).

H Ozowpio g Kowwvikng Tavtdémrag (SIT) €xet epappootel pe emrtvyio otov topéa g
ouoleviag yuo vo eEnynoet v agocioon tov medatov Eevodoyeimv (Leaniz & Rodriguez,
2014), v emayyeipotiky eEovbévmon tov motomomuévev oep (Kang, Twigg, & Hertzman,
2010), kou T1¢ aAAniemdpdoelg tov epyalopévov-telatdv (Solnet, 2007). O Casald et al.
(2010) ovvovacav v Oewpia g Kowwvikng Tavtomtag (SIT) pe 1o Texvoroyud Moviéro
Amodoyng (TAM) kot pe v Osopia g Zyedwopévng Zvunepipopds (TPB) yia va eEgtdoovy
T1G TPOBEGELS TV KATAVOAMTAOV VL GUUUETEXOLY G€ online TaMTIKEG KOWVOTNTEC.

Yy perém tov Casald et al.,, 1 kowwvikn TaLTOTNTO OTOTEAEITOL OTO GUVAICOMUATIKES Ko
YVOOTIKES GUVIGTMOGEG,.

H wxowovikn emppon| avagépetor "ommv petafor) tov okéyemv €vOg  aTOUOL, TOV
cuvalsOnudtov, TOV 6TAGEMV 1 TOV CLUTEPUPOPDV TOL TPOKVTTOLV OO TNV OAANAETIOPACT| LUE
éva, AAo dtopo M o opada” (Rashotte, 2007). Ta dropa aArdlovv Ta cuvousHuaTo Kot TG
GUUTEPLPOPEG TOVG OTO TMAOUGLO TNG KOWMVIKNG EMPPONG, M omoio €ivol amoTéEAECUA TNG
aAlniemidopaong pe Tovg aArovg (Rashotte, 2007).

O Kelman (1958) vmootipiée OTL Ol CUUTEPLPOPES TOV OTOU®V Ol OAANYEG GUUTEPLUPOPES
TPOKAAOVVTOL OO SLOUPOPETIKA €101 KOWVMVIKNG EXPPONG N LEGH OLAPOPETIKMV dladtKacldv. O
Kelman (1958) 6pioe tpelg THMOVG KOWMVIKNAG ETPPONG MG THY CUUUOPPMOOT], TNV OVOYVOPIoT

KoL TNV €6MTEPTKELO).



H ocoppdpemon avoaeépetar otn dtadikacio 0mov eEmTEPIKES OVTAUOPBES 1) TILOPIES TPOKAAOVY
atopukn ovumepipopd. H avayvopion sivar 1 emppor] mov mpokaAel OTOUIKY] CUUTEPUPOPE
TETOLOL DGTE VO, ONUIOVPYNGEL 1] VO SLATNPNCEL LI IKOVOTOMNTIKY OYE0M UE TO LEAT TNG OHASOC.
H gomtepikevon avapépeton ot Stodkocio KoTd TV omoio, ATOUIK ) CUUTEPIPOPE TPOKAAEITOL
wote vo emdwytel Towtion pe 1o ovommuo avto-a&iog. Ot O'Reilly kot Chatman (1986)
epapuocov TIC TPEG KOWViKEG emppoés tov Kelman (1958) vy va diepevviicovuv v
YUYOAOYIKT] GOVOEST HE TNV OPYAVOOT KoLl TNV OVATTLEN UETPHCEMV KoL Y10 TIG TPELS OOUEC.
Ateényoyov 600 EUTMEIPIKEC HEAETEC YPTOLOTOLOVTIOG €PYOLOUEVOVS TOV TOAVEMIGTNUIOL Kol
QOLTNTEC Y10 VO EEETACOVYV QWTEG TIC LLETPCELS.

To poviého g Kowwvikng emppong (SIM) éxer ypnowomombel yio va eénynost Tig
CUUTEPLPOPEG TV YPNOTOV OTNV LIOBETNON VE®V TEYVOAOYI®V otV emkowmvia. [
napadetypa, ot Bagozzi ka1 Dholakia (2002), cuvdévacav To HOVIEAO TNG KOWMOVIKNG EMPPONG
(SIM) pe v Bewpia ¢ xowvovikig Tavtdémrag (SIT) kot ™ Bewpie g Zyedracuévng
Soumeprpopds (TPB) yu va e&nynoovv Tig mpobéoelg Tov HEADY VO, GUUUETEYOVV CE Lo
EIKOVIKN KOWVOTNTO, TOV YIVETOL OVTIANTITH MG GKOMUN KOW®VIKY dpdomn mov ennpedletol TG0
amd OTOMKGO YOPOKTNPIOTIKA OGO Kol Omd KOWMVIKEG €MPPOEG, CLUTEPIAAUPAVOUEVNG TNG
GUUUOPPOONG, ECOTEPTKELONG KL OVLYVDOPIOTG/TAVTOTTOIN GG,

2N UEAETT TOVG, M OVOYVAPLOT] OVOPEPETOL GTNV KOWVAOVIKT TAVTOTNTO, 1 OTToi0 amoTeAEiTo amd
Tpio. oVoTOTIKG OV Tpoépyovtal and v aviivon tov Ellemers et al. (1999), dnioon,
YVOGTIKO, GLVOICONUATIKO Kot 0EOA0YIKO.

210 HOVTEAD NG KOWMVIKNG WUXOAOYIOG, TPES KOWMVIKEG EMPPOEG, 1) GLUUOPO®ON, M
avayvOPLoTn, KOl 1 E0CMTEPIKELOT, TPOTAOMKAV Vo EXOVV AQUECT OGYECT UE TN OTACN TOV
axkoloVBmV évavtt Tov ceAldmv tov Eevodoyeiwv oto Facebook kou tig mpobéoelg Toug va
evtayBovv/akolovdncovv T oeAideg Twv Egvodoyeimv oto Facebook. EmmAéov, to povtéro
VrobéTeL OTL avayvodpion/Tavutonoinor teptiapfavet tpio cuotatikd pe Baon to SIT: yvootwo,

cuvaloONuaTiKd, Kot a&loAoyiko.

Intention to join
hotel Facebook

pages

Attitude toward
hotel Facebook

pages

Ewéva 5. Social Psychology Model



2.2.6 Oswpla Xxedraopévnc Tvumepupopds - Theory of Planned Behavior
(TPB)

H Ocopio Zyedwacpévne Zvunepipopds (TPB) (Ajzen, 1991) sivar po mpoéktaom g Oswpiog
Awtiohoynuévng Zvumepipopds (Fishbein and Ajzen, 1975), kot avantdybnke yio va eEnynoet
TNV OTOUIKT CUUTEPIPOPA emi TN Pdoel ¢ memoldnoewv-otdong-tpobécems cvuneprpopdc. H
Ocopio  Zyedwopévng Zvumepwpopdc  (Ajzen, 1991) mpoobéter to  dOpNMUO  TOV
avTIAOUPavOLEVOD EAEYXOV OTO VTOKEWEVIKO TPOTLTO Kol OTAon ¢ &va emmpodcheto
TPONYOVUEVO G TPOG TNV TtpdBeon kat v cvopmeprpopd (Ajzen, 1991; Venkatesh and Davis,
2000) pe oxomd vo €EETACTOVV TEPMTMOOELS OOV T ATOUN OEV EYOLV TANPN EAEYYO €M TOV
ovumeprpop®v tovg (Taylor and Todd, 1995).

To vmokeyevikd TPOTLTO EYEL OPIOTEL MG TO Tl MIGTEVEL £V ATOUO OTL TO. VITOAOUTO, (TOL
Bélovv aVTOG/M va KAvel Kot TNV Tpobupia Tov/TNG Vo GUUUOPPMOEL LE AVTEG TIG TPOGOOKIES
(Davis, 1989; Fishbein and Ajzen, 1975). Xta mloicia g £pEVVOC, TO VIOKEWUEVIKO TPOTLTTO
aPOPA TIG TETOONGELS TOV KOTAVOADTMOV GYETIKA LE TIG ATOYELS AAADV ATOU®MV TTOL ETNPEGlovV
TNV GULUTEPLPOPA ¥PNONG KOWOVIK®OV dKtdmv @ikwv. O avtilapPovopevog €leyyog emi
GUUTEPIPOPDOV OVTUTPOCMOTEVEL OTOMKES AVTIANYELS Yo TV TOPOLGia 1 amovsio deSloTtTOV,
EVKALPIOV KOl OTAPOiTNTOV TOP®V Yo TNV TPAYHOTOTOINoT NG ovumepipopdc. (Ajzen and
Madden, 1986). Aniadr, avtoavokAd oTOUIKEG TEMOONCELS OYETIKA pHE TN dvvatdTnTo
TPOGPACNG GTOVG OMALTOVUEVOVS TOPOVG KOl EVKOPIEG, TPOKEWEVODL VO XPNGLOTO|GEL TO.
KOWOVIKA SIKTLO PIA®V.

H otéon avravoxkid reflects to Oeticd 1 apvnrikd cvvorsOfiuote evog atdHOv ®¢ TPOG Lo
ovykekpluévn ocvumeprpopd (Ajzen, 1991; Fishbein and Ajzen, 1975), ko givat to amotéiespa
TOV OTOUIKOV TENONCE®V GYETIKA LE TNV CLUTEPLPOPE KOl 1) ONUAGIo OV OmodideTon o€
aVTEG TIC TEMOIONGELS. £TO TANICIO0 TNG HEAETNG, M OTACT OVOPEPETAL GTA cuvaloONuaTa EvOg
ATOLOL MG TTPOG TN YPNOT TOV KOWOVIK®OV SIKTV®V ¢pilmv. H katavolwtiky) otdon meptypdoet
TIG WYLYOAOYIKES TAoES mOL eKEPAlovtal amd TS OeTikéc M apvnTIKES OELOAOYNGELS TV
KATOVOA®TAOV, 0TOV 0oKOOV 0pIGUEVES cLUTEPLPOPES (Ajzen, 1991), yuo mapdaderypa, Katd ™
YPNOT TOV KOWVOVIKOV SIKTO®V GIAwV.

H xoatavodotik] otdon omoteleiton amd YVOOTIKE, GLVOUGONUATIKG Kol GLUTEPLPOPIKA
otoyeio.

210 TAAicLo TG €PELVOC, 1| YVOOTIKY amOKpilon givatl 1 a&loAdynon Katd tn Stapdpemon oG
otdong £vavilt €vOg KOW®VIKOU OktOov ¢@idwv, 1n cvvaicsOnuotikny omdkpion eivol po

YUYOAOYIKT] OVTIOPOCT OV EKPPALEL TNV TPOTIUNGN TOL KATAVOAMTY TPOG £VOV KOWMVIKO



OiKTLO PIA®V KOl TO GLUTEPLPOPIKT] oTOLYEID Efvar 1 EVOEIEN TG TPOBECTC TOV KOTAVOAMTY Yo
YPNON TOL KOWMVIKOL SIKTHOV PIA®V GTO LEALOV.

2tdom Kot kivntpo givol TOAD 6TeEVA GLUVIEdEUEVO Kat 1dtaitepa oAANAOeEOPTMUEVD, AALL eV
amoteAoOv TV 01a évvola (Peak and Marshall, 1955): 1 cuvousOnpatikn @option pog otdong
glvol pa Agttovpyion TG OMOTEAECUOTIKOTNTOS TOV OVTIKEILEVOL TNG 6Tdong mov Ponbd otnv
enitevén 1Tov o1o)ov pog. Emmpdcbeta, o otdoeig kabopilovv v katevbuven mov AapPdvel
GLUTEPLPOPAL.

H Ocwpio Zyedoopévng Zounepipopds Bempel v mpodbeon copmeplpopds wg Tov KaAHTEPO
deiktn ovumeprpopdc, kabmg ekppdlel TV Tpootdbeia mov To dTopa ival £TolUa Vo KAVOLV Yo
VO TPOLYLOTOTTOGOVV [0l GUYKEKPIUEVT evépyeta (Ajzen, 1991). H counepipopd mpdbeon eivan
EMOUEVMG, GE GYECT E TN OTAGCT), O VIOKEEVIKOG KOVOVOS Kot 0 avTIAapUPavOpevog EAeyyog

(Ajzen, 1991; Taylor and Todd, 1995).

SOCIABILITY \
H1
ATTITUDE SOCIAL
FASHION/STATUS ~ )— H2 —= —— HEb —————————
H‘?/ NETWORK < Heb

Hea

RECOMMENDATION
INTENTION

H2

A
Hab
@ SUBJECTIVE NORM
~

Haa

Hsb
PERCEIVED
CONTROL Hsa

Eiwkova 6. Osopio Xyedraopuivig Zouneprpopds - Theory of Planned Behavior (TPB)

2.2.7 Oswpla Pong - Online Flow

Ot gpevvntéc yapoktnpilovv T pon ®G OlevKoAVVOpEVN amd €va €id0¢ gvouvEdNGiag TTOv
nmpokaiel o dropa vo glcayBovv GE pia GUYKEKPIUEVT PLOUOTIKY] KATAGTOOT TOL €ival TOGO

emBount), vote BEAoVV va TV emavorapavovy 660 To duvaTdv GLYVOTEPQ.



H #powm £€pevva yio ™ por] ovvdéel ) por| HE SPOPOVLS TOTOVS  YLYOYOYIKOV
OpaCTNPOTATOV, OO TA NAEKTPOVIKG Toryvidl, To X0pd, TO OKAKL, OTO. OMOio, TO GTOHO

AmoPPOPATOL TOGO OO TNV dPACTNPLOTNTO, DGTE VO ONUIOVPYEL [Lio ELYAPIOTN EUTELPiaL.

H epepdvion tov dpactnprot)tov mov Pacifoviatr oto Internet, motdco, odnyet otV cOAANYM
¢ online pong, dnAad” pio YVOOTIKY KATAGTAoN ToL PldveTol KAt T S1pKeLD, THG TAONYNONG
oL YopaKTNPIleTan amd GUVEYN Kot AOIAKOT GAANAOLYI0 OTTOVTCEMY TOL OLEVKOAVVOVTOL O
UNYOVIKT OAANAETIOPOGCT, EYYEVDS EVYAPIOTY] KOL OVTOEVIGYLOUEVY], KOl GLVOOEVETOL OO

ATIMOAELDL TNG OVTOCLVEIONGIOG.

Baoilopevol og pa cvvaproaotikn online sumeipia, ot duvorotnteg g online pong otpilovtan
ot aKOAoLOO YOPAKTNPIOTIKA: TIG 0eE10TNTEC, TOV EAEYYO, TNV OAANAETIOpOOT), TN ONUACi, TNV

TPOKANOT, S1€yepo, TN oTPEPAMON TOL YPOHVOL, KOt TNV TNAE-TIAPOLGIAL.

EmmAéov, n onuocio avtdv tov ototyeiov pong efaptdtol amd 10 TAAICIO Kol TOIKIAAEL
avdAoyo pe TIC OpacTNPlOTNTES. £dG €K TOVTOV, O €AeYY0G Kot M onpacic eivolr meplocoOTEPO
OGUGYETIGUEVEG UE YPNOTIKES dpactnpotreg (). epyacia, avalntnon TANPOPOPLDY), EVE Ol
0e&10TNTEG, M TPOKANGN, 1 OTPEPADGT TOV XPOVOV, KOl 1] TNAE-TOPOVGIO GLVIEOVTAL KATE KUPLO

AOY0 pe ndovikég dpaotnprotreg (.y. online gaming, mapakoiobOnon miedpaong).

H aAnAenidpaon kot 1 01€yepon, wotdG0, APOPOVV TIS OPAGTNPLOTNTES LE GLVALO XPNOTIKY
Kot NOOVIKY PUOT|, OT®G opddeg cvlntnong Kot TAnpoedpnons. Aappdavovrog veoyn ™ STty
@Hon tov Méowv Kowvaovikng Atktomong, 1 LEAETN OVTH ETOUEVMC, EMKEVIPOVETAL GE OVTE TO
dvo otoyeia online porg (dnAadn, TV aAAnAemidpacn Kot T S1€yepon) Kotd T Slepedvnon g

GUVOEGNG TOVG LE TNV KOWMVIKY IKOVOTOINGoN TV ¥PNOTAOV KO TIG CUUTEPUPOPES TOVG KOTA TN

xpIon.
Motivations Online flow elements Behavioral outcomes
Uses and gratifications Flow theary
Interaction > Intention to revisit SNS
Social gratifications websites
Arousal .| Problematic SNS use

k.

Ewéva 7. Online Flow — Osmpia Porg



2.2.8 MovTtédo Kivijtpwv - Motivation Model (MM)

210 HOVTEAO TOV KWWNTP®V, TO KivTpa 7OV OYeTI{ovVTOl HE €0MTEPIKOVG — OVLGIUCTIKOVG
TPOCMOTIKOVG GTOYOVC, £pYOovTaL 6€ avtiBeon pe ekelvoug mov oyetilovton pe eEwyeveig oTdXOVG,
omw¢ {nriuoto epyactakng avamtuéng. O Davis et al. cuvédecav Ty avTIAnTTh PNOILOTNTO UE
™V amdO0oN, OC CLVETELD TNG YPNoNG (ONradn cav eEwyevéc Kivntpo). AvtiBétwg, Ta eyyevn
Kivntpa agopoldv oty gvioyvon Kot TV amdAoVoT HoG CLUTEPIPOPAS. [ avTo, 1 ¥pron TV
cvotnudtov Kabopiletor oyt povo amd eEwyevn Kivntpa (SnAadn, TNV OVTIANTTY ¥PNOOTNTA),
aAAG ko omd eyyevy kivntpa (ONAadt, TNV avTIANmT) omOAavoN). ApKETEG UEAETEG £XOLV
emPePaidoet 0Tt TOG0 T £YYEV] OGO Kot TOL EEMYEVT] KivnTpa £lval GNUOVTIKE TPOYVOGTIKE TNG

CLUTEPLPOPIKNG XPNONG.

Percerved
Usefulness

t

Perceived Attitude Behavioral Behavioral
Ease of Use towards Use Intention Usage

h

Perceived
Enjoyment

Ewoéva 8. Motivation Model (MM)



2.3 Oplopog MapapéTpwv

Ot mapdpetpol mov avayvopiotkoy péco amd v peAétn g PPAoypapikng épevvag mov
oyetilovion pe v Bewpio yprong Kat Kavomoinong Kabmg Kot TG GLUTEPLPOPIKNG TPOOEoTg
Yo ¥poN TOV KOWOVIKOV OIKTO®V GTOV TOLPICHO KOl Ol OToiol ypnoipomomdnkay oto
EPOTNUATOAOY10, 0pifovTOoL OO GTOV TOPOUKAT® TIVOKO.

Napapetpog | OpLOHOG Reference

Cognitive Cognition is related to information on events and | Nambisan and Baron,
products, consultation, gratification of curiosity, | 2007

learning, and acquisition of knowledge related to
safety.

Hedonic Hedonic gratification refers to the aesthetic related | Chiang,2013,

to deviation, resting, enjoyment, and spending | Nambisan and Baron,
time, that is, the gratification of a strengthening | 2007

joyful experience.

Integration Integration is a concept that includes both personal | Nambisan and Baron,
integration (or identity) and social integration from | 2007
the aspect of social relationships’ outcome.

Interaction Interaction refers to a user’s interactive behavior | G.Wu, 2005
with an artifact (e.g. an Internet human-computer
interface). Specifically, interaction may refer to the
mapping of interaction, the personalization of
interaction or the responsiveness of interaction.

Behavioral An indication of an individual's readiness to | Ajzen,l.(2002)
intention to perform a given behavior. It is assumed to be an
use SNS immediate antecedent of behavior. It is based on

attitude toward the behavior, subjective norm, and
perceived behavioral control, with each predictor
weighted for its importance in relation to the
behavior and population of interest.

[Mivakog 2. Avaivon Hopayévrov



Ke@alawo 3: MeBodoroyia 'Epsvvag

3.1 Ewcaywyn

2Komdg Tov TaPdVTOG KePalaiov givor ) mapovsioon g pnebodoroyiag mov akorlovdndnke yia
TNV avAmTLEN TOV EPOTNUATOAOYIOV, TN SAVOUT TOV GTOVS ep@TNOEVTEG KABMG Kol T GLAAOYN
Tov omoteheopdtov. Ilapovosidlovior AemTopépeleg Yoo To OMUOYPOQEIKG OTOWKElD TOV
CUUUETEYOVI®V  KOL TNV  KAWWOKOTOINGT 7OV  YPNOUOTOWONKE OTIG ORTAVIAGES TOL
gpotuatoroyiov. Téhog avamtdcoovtol ot TeXVIKEG Aemtopépeleg g Mebodoroyiog Tng

£€pevvag.

3.2 Avantvén Epwtnuatoioyiov

2V TapovGH TOGOTIKY] £PEVVOL EYIVE YPNOT EPMOTNUATOAOYIOV, TOL OO0V TO AMOTEAECUATO

peretnOnkav oto ototiotikd makéto SPSS 20. To gpotpatordyto amotereitor amd 600 pép.

To mpodTOo PEPOC OVaPEPETAL GTOL dNUOYPOPIKG GTOLXEID TV £pOTNOEVTOV Kol TEPAaUPAavEL
cuvolMkd 4 epwotioelg mov oyetilovtor PE TO QUAO, TO €mAyyeApd, TNV MAKio Kot TV
exnaidoevon. To dedtepo PéPog amoteAeitan amd opadomOMUEVESG EPOTNGELS Ot omoieg e&etdlovv
SLPOPETIKEG TOPOUUETPOVG, Ol omoieg eivar ot €€nig 1) yvootikomra (cognitive), 2) noovy
(hedonic), 3) evooudtwon (integration), 4) dwdpactikétnta. (interaction), 5) cvumepipopiky
npobeon ypnong tov kowovikdv diktowv (behavioral intention to use SNS). To obvoro TV

EPMTNCEMV TOL deVLTEPOL UEPOLG glvan dekaevvea (19).

Ewoveg amod tig amavtnoglg tov online epotnpotoroyiov vrdpyovv oto [apdmpua 1.

210 €POTNUATOAOYI0 cvumepnednkav tpeig Pacikoi TOMOL epwTHcE®V: 1) EPOTNGCELS
TOANOTANG emAOYg 2) epmothoelg pe Paon v kMpoxo Likert xou 3) wAéypo moAlamAdv
emhoywv. Ot epOTOES TOAAUTANG €MAOYNG YPNOWOTOMNONKAV GTO TPAOTO UEPOG TOV
EPMTNUATOAOYIOV VD TO TMAEYUO TOAAMTADV EMAOYDOV KAOMG Kol Ol EpMTNOELS PAom g

KApakag Likert ypnowonomdnkov oto dbtepo uépoc.

2T0VG TOPAKATO TIVOKEG POIVOVTOL Ol EPMOTNGELS TOV TPMTOV HEPOLG TOV EPWTILATOAGYIOV TOV

aQOPOVV TO ONUOYPOPIKA GTOLXEIN KOl TOV SEVTEPOV UEPOVG TOV EPMTNUATOAOYIOV TOV APOPOVV



OUOOOTOMNUEVEG EPOTNOELS OV eEETALOVV dtapopeTikég apapétpovs. (ITivaxag 3, IMivaxog 4,

[Mivakag 5):

EpwtnosLg

Entdoyn Antavinoswv

1.0vAo

ANAPAZ
I'YNAIKA

2. HAwia

<18
19-25
26-35
36-45
46-60
61<

3. EminebdoEkmnaideuong

Mpwtopabuia Eknaidevon
AgutepoBabuia Exkmaideuon
TpwtoBabua Ekmaideuon
MeTamntuyLako

AldakTopLko

4. EmayyeAua / 1610tTnTa

Mabntrig — Qottntig
Avepyog

Anuoaoiog YraAnAog
I6LwTLkOG YaAANnAog
EAevBepoc EmayyeApartiog
Juvtalouyog

Mivaxag 3. A" Mépog Epotnpatoroyiov

EpwTtnoELg

Questions

NAgypoa MoAAanAwv Ertloywv

1. Moéoo cuyva
XPNOLUOTIOLELTE TAL
mapokatw (1:
KaBodAou, 2:
1/xpovo, 3:
1/e€aunvo, 4:
1/unva, 5:
1/eBbopdada)

1.How often do you
use one of the
below(1:Nener, 2:
1/year, 3:
1/6months, 4:
1/month, 5:
1/week)

Tripadvisorl 2 3 4 5
Bookingl 2 34 5
Facebookl12 3 4 5

Ilivaxkag 4. B> Mépog Epotnuoatoroyiov — I Aéypa lorhomidv Emloyav




Epomicsaig

Questions

Author

COGNITIVE

COGN1.Ta kowwVviKAd diktua otov
TOUPLOUO EVIOXUOUV TLC YVWOELCG LOU
OXETIKA UE aUTO TIoU P axvw.

COGN1. Provide
information that
helps me make

Calder et al. (2009)

important

decisions.
COGN2.Ta kowwvikad diktua otov COGN2. Help me | Calder et al. (2009)
TOUPLONO e BonBolv va maipvw make good
0pBEC ayopaOTIKEG QMO ATELC. purchase

decisions.

COGN3.Ta kowwvikd diktua otov
TOUPLOUO Ue BonBolv va aflomolw

COGNS3. Help me
better manage

Calder et al. (2009)

KaAUTEPQ TO XPUATA LOU. my money.
HEDONIC
HED1. MNepvaw euxaplota to Xpovo HED1. Spend Nambisan and Baron

LLOU XPNOLLOTIOLWVTAS TA KOWVWVLIKA
Siktua oTOV TOUPLOUO.

some enjoyable
and relaxing time.

(2007)

HED2. H xprjon Twv KOWWVLKWV
S1IKTUWV OTOV TOUPLOUO LE
PuxaywyouLv Kat pou Sivouv
epebioparta.

HED?2. Entertain
and stimulate my
mind.

Nambisan and Baron
(2007)

HED3. H xprjon Twv KOWWVIKWV
SIKTUWV OTOV TOUPLOUO HOU TIPOKOAEL
guxapiotnon Kat dLookédaon.

HED3.Derivefuna
ndpleasure.

Nambisan and Baron
(2007)

INTEGRATIVE

INT1.H cUUHETOXN OTA KOWWVLKA
SikTua oTov ToupLopO evicXUOUV TNV
aioBnon tou avnkely.

INT1.Enhance my
sense of
belongingness.

Nambisan and Baron
(2007)

INT2.H cuppetoxn Hou otn
Slapdpdwon andPewv ota
KOLVWVLKA SIKTUA YLot TOV TOUPLOUO
gvioxVeL Tnv aflomiotio pou / to
KUPOC Hou.

INT2. Reinforce
my
credibility/authori
ty.

Nambisan and Baron
(2007)

INT3.To va purnopw va ennpedliw tnv
YVWHN TwV AAwV XpnoTtwv pou Sivel
kavormoinon.

INT3. Derive
gratification from
influencing
others.

Nambisan and Baron
(2007)

INT4.To va purnopw va ennpedlw tnv
YVWHN GAAWV XPNOTWV BEATLWVEL TNV
anoyPn Twv AAAwWV 0To MPOCWTIO LoU.

INT4. Enhance my
status/reputation

Nambisan and Baron
(2007)

INT5. H xprion KOWwVIKwY SIKTUWV
OTOV TOUPLOUO EVIOXVEL TNV
TIPOCWTILKH KOLL KOWVWVLKNA OV
Stuwon.

INT5.Expand my
personal/social
networks.

Nambisan and Baron
(2007)

INT6.H xprion Kowwvikwv SIKTUwvV
OTOV TOUPLOUO EVIOXUEL TOUG

INT6.Enhance the
strength of my

Nambisan and Baron
(2007)

KOLWWVLKOUG Hou 8eopoUG. affiliation.
INTERACTION
IN1. H emukolvwvia ota KoWwwviKd IN1.Communicati | Lan-Ying Huang a, Ying-
Siktua otov Touplopd ival Gueon. on on SNS liun Hsieh b, Yen-Chun
websites is Jim Wuc,*2014




prompt.

IN2.0L XproTeG oTa KOWWVLKA SikTua
OTOV TOUPLOWG avtamokpivovtal og
EPWTNOEL GAAWV XPNOTWV.

IN2. People on
SNS websites are
responsive.

Lan-Ying Huang a, Ying-
Jiun Hsieh b, Yen-Chun
Jim Wuc,*2014

IN3. Xproueg mAnpodopieg
OVOPTWVTOL OTO KOWVWVIKA SikTu O
OTOV TOUPLOUO.

IN3. Useful things
are shared on SNS
websites.

Lan-Ying Huang a, Ying-
Jiun Hsieh b, Yen-Chun
Jim Wuc,*2014

BEHAVIORAL INTENTION TO USE SNS

BEH1. Otav £éxw nmpocBacn oto
Internet, €xw tnv tdon va
XPNOLLOTIOLW TO KOWWVLKA SikTua oTo
TOUPLOUO.

BEH1. Assuming |
had access to the
Internet, | intend
to use SNSs (e.g.,
Facebook).

Princely Ifinedo 2015

BEH2.Motebw OTL n mAonynon HEow
KLVNTOU ThAEPWVOU OTA KOLVWVLKA
Siktua otov Touplopo eival £vag

BEH2. | predict |
will use SNSs in
the coming 2

Princely Ifinedo 2015

KAAOC TpOTOG va MePAcW ToV XPOVo weeks.

Hou.

BEH3. Oa ypnowomnotiow ta BEH3. | am Princely Ifinedo 2015
KOLWVWVLKA SIKTUO OTOV TOUPLOUO YL certain that | will

VOl TIPOYPOULATIOW TO EMOUEVO UOU use SNSs to

TaéiotL.

interact with my
friends in the
coming 2weeks.

[Mivakag 5. B> Mépog Epotyuaroroyiov — Likert Scale

3.3 Atavop} Epwtnuatoioyiov

To epomuatorloylo avoptibnke o€ mAektpovik popen oto Facebook omv opdda
[TAnpoeopikng kot Tniepotikng tov Xopokdmewov IMavemotnuiov, otdAdnke pe email og
TOAOVG GLVAOEAPOVS Kol o€ @iAovg, mpowdndnke oand Yvwotrd o YVOOTO GE MAEKTPOVIKN

pHopen kot otdlbnke atoukd péom Facebook ce @ilovg kou yvootodc. H €pgvuva dmpknoe 9

pépeg amo 7 éog 15 Anpihiov. To detypa mov cuykevipdbnke givar 154 dropa.




3.4 K\ipakoTmoinon

210 7PAOTO UEPOG TOL  EPMOTNUOTOAOYIOV 7OV  OPOPOVGE TO  OMUOYPOQEIKE  oToLyEin
ypnowonomdnke moAlomAn emloyn. O aplBuds TV EPOTACEOY TOV TPMTOL HEPOLS NTOV
TECOEPIS. ZTO OEVTEPO WEPOG TOL OPOPOVCE TIG EPMTACELS HOG TAVE® GTNV £PELVO. LOG,
YPNCLOTOUCAE YL TNV TPOTY EPDOTNON TO TAEYHO TOALOTAGY €mAoydVv. [ TIG EpOTROELS
tov B’ pépovg tov gpmtnuatoroyiov ypnowomombnke Likert Scale whipoxo 5 onueiov 1

aAMOG KAlpaxa g cvyvotntog. To 1 onpove kaBorov kot 10 5 ToAD cuyvd.

3.5 ZUNNETEXOVTES

Ot ovppetéyoveg g Epevvag aveépyovtor ota 154 dtopa ot omoiotl gival ¥proTEC KOVOVIKOV
SIKTO®V 6TOV ToVPlopd KabdC Ko ypnoteg smartphones. Kamowot amd tovg ypfoteg £xovv
peyaivtepn e€okeimon pe o Kowovikd diktvo kot pe To smartphones Adyw nikiog kot
EMAYYEALOTOG. XTO p@TNUATOAOYI0 oV dratédnke online, ot cupupEeTE)OVTEG dEV UITOPOVGOY VO
T0 VTOPAAOVY OV JEV EYOV GUUTANPDOGCEL OAEG TIG OMAVTNGES. AVTO €lYe MG OMOTEAEGUO 1)

€peuva va etvat OAOKANpOUEVT Kot TATPNG.

Ta onuoypapikd ctoryeia g Epguvag £xovv mg eENG:

DOYAO HAIKIA EKTMAIAEYZH ENATTEAMA
ANAPAZ 19-25 Mpwtopaduia Qoutntng
(71-46%) | (19-12%) Exnaidevon (16 — 10%)
(1-1%)
FYNAIKA 26-35 AgutepoPabuia Avepyog
(83 -54%) | (76 —50%) Exnaideuon (7 -5%)
(13 -8%)
36-45 TptoBaBuia Exnaidevon | Anuociog YaAAnAog
(48 —31%) (54 — 35%) (28 — 18%)
46-60 MeTamnTuxLako I6LwTKOG YtAAANAOG
(11 - 7%) (73 — 48%) (65— 42%)
ALbaKTopLko EAeUBepoc Emayyehpatiog
(13 -8%) (38 —25%)

IMivakag 6. Anpoypagikda Xtovycia




3.6 Texviko Mépog

XPNOWOTOMOAE Yio. TV dNUovpyic Tov ep@TUaToAoyiov v vanpecia g Google Drive
(Forms). To epotnuatoAdylo ywpllotay ce 600 pEPY, TO MPMOTO WEPOG OPOPOVOE Ta.
OMUOYPAPIKE GTOLXELD KOl TO OEVTEPO UEPOG TIC EPMTNOELS TAVE® OTNV EPEVVO, TTOL SEEAYOLLLE.
Oleg o1 epOTNCELG NTAV VIOYPEDTIKEG LE OMOTEAEGUO O EPOTMOUEVOC VO TPETEL VO OITOVINGEL
OAEG TIG EPOTNOELS Y10l VO, KAVEL VTOPOATN TOV OTTAVTHGEMY TOL £pMTNLHATOA0YI0OV. KdBe vofoln
ocwlotav ovtopato oe excel mov vanpye oto Google Drive kot ftav cuvdedsuévo pE TO
EpOTNUOTOAOY10. AQoD @tdooue Tig 154 vmoforég kavape eaymyn tov apyeiov excel mov Ba to

AP CLOTOCOVLE Yo TNV emeepyacio Tov dedopévmv oto SPSS.



Ke@alawo 4 - ATtoteAéopata - Avaivon

4.1 Eloaywyn

2T0)0GC TOV GLYKEKPIUEVOL KEPAANIOV €IvVOL 1 TAPOLGINGT KOl 1) OVAAVGT TOV OTOTEAEGUATOV

OV TTPOEKLYOV OO TIG AMOVINGEIS TOV EpOTOUEVOV. Kat’ apynv, mapovcidlovtal avaAvTiKd

TO, ATOTEAEGLLOLTO, TV ONUOYPUPIKAOV YOPOKTNPIOTIKOV UE BAOT TNV TOPAKAT® doun.

Apycd, mopovstalovtal To ATOTEAEGLOTO TOL APOPOVY TO GLUVOAKS aPlOUd TOV EPOTOUEV®V.

2 oLVEKEWD, avaAvoviol &V ovvtopia m oxéon petald @UAoL, MAKiag, ekmaidevonc,

EMAYYEAUATOG Ko NG TPOOBeoNg TV ¥PNOTOV VO XPNCUYLOTOOVV TO KOWMOVIKE diKTuo GTOV

touplopd pécm smartphone. Télog, mapovotdlovtal 01 GVGYETIGELS TV TAPAYOVTIOV TNG Bewpiog

xprong kot ikavonoinong (Uses & Gratification Theory).

270 TAOIGLO TOV TOPOVTOS KEPAAAIOV TPy LotomomOnKay o1 aKOAOLOEG GTATIGTIKES OVOAVGELS:

1)

2)

3)

4)

"‘EAeyyog kavovikottag Kolmogorov-Smirnov, yuo vo géAéyEovpe av 1 KOTovoun oG

petafAntng ivor couPatn pe v kavovikr. EAEyyooue v ‘Mndevikn’ vdBeon évovtt

¢ ‘Evoliaxtikng’ vmdOeonc.

‘Eleyyol tov pHEGOV TILOV TPOKEWEVOD VO S1ATLTMOOVYV GUUTEPAGLOTO GYETIKA UE TO

ONUOYPAPIKE YOPOKTNPIGTIKA.

‘EAeyyoc Mann Whitney U Test. Xpnowyomomnke o éheyyog avtdg yioo TV GOYKPLon

Swpopadv petalh dvo aveEdpmrov opddmv otav 1 eEaptmuévn petafintn stvor eite

olakpitn €lte cuveXNS, AALE 0L KOVOVIKA KOTOVEUNUEVT.

‘Eleyyol cvoyeticemv Kol GUYKEKPLUEVO WU TOPUUETPIKOL GLVIEAEGTEG GLOCYETICEMV

(Spearman). Mg tov éheyxo ocvoyétiong Spearman diepevvodue ov 00 peTafAnTég
ocvoyetiCovror kot Tt €ldovg ovoyétion €xovpe (Betikn M apvnrikn). O okomdg TOV

eAEYYOL avToD glvon 1 dleEaywyn TPOGHETWV GUUTEPUCUATOV.

A&iler va onpewmBel 611 1 eneEepyocio TV 0£d0UEVOV KOl O1 GTATIGTIKESG OVOADCELS TNG £PEVVAG

Eywvav pe t xpnon tov Xrotiotikov [Hoakérov yua 1ig Kowvovikéc Emotueg (SPSS, v20.0).



4.2 'EAeyxog Kavovikotntag - One-Sample Kolmogorov-Smirnov (K-S)
Test

Mo va aropaciotel av Ba ypnoomombel TopapeETpIKOG N U TOPAUETPIKOG EAEYYOG, OPYLKL
e€etdlovLe TNV KOVOVIKOTNTO TOV TOPATPNGEDY LOG.

Ot otatiotikol EAeyyol TOL TOPEYOVTAL YIOL TOV EAEYYO NG KOVOVIKOTNTOG €lval awtol Tov
Kolmogorov-Smirnov kot twv Shapiro-Wilk.

H vmoBeomn mov e€etdleton eivar av 1 katovop TV ded0UEVOV €IVOL 1| KAVOVIKT KOTOVOUY, 1

oyL.

[Mo va eAéyEovpe av 1 KoTovoun piog LetaBAnTg eivar copfatn pe v kovovikn papuolovpe
10 test Kolmogorov-Smirnov. EAéyyovpue v ‘Mndevikiy” vndbeon évavtt g ‘Evoliaktikig’

vrdBeong, 6mov:

o Mndevikn vtobeon: H vd éheyyo kotavoun, o S1a@Eépel amd TV KAVOVIKT KOTOVOUT.

e  Evoiiaxtikn vrdOeon: H vmd €heyyo katovourn ota@EpeL amd TV KOVOVIKY KOTAVOUN.

A@QOV TPAYLLOTOTOMGOLE TOV EAEYYO QVTO, TOPATNPNOAUE OO T OmOTEAEG LT OV e€NyOncav
OTL ot TYéG Tov Asymp. Sig. (p-value) eivar 0dec kdtw tov 5% (0,05) Ko o GLYKEKPUEVE Ot
Tpég elvan 6Agg 0. Zovenmg £xovpe un TopapeTpikd pétpa. O katnyopkég petapintéc (Likert

Scale) dev éxovv KAVOVIKT KOTOVOUY| KOl YPTGLLOTOOVV (U] TOPAUETPIKE LETPOL.

4.3 Avaivorn ANpoypa@K®mv ZTOYELWY

v evotnta avTi] akoAovBodv o SNUOYPUPIKA GTOLXEID TOVL YPMNCLUOTOWONKAY GTNV £pEVVA

Kot Tapovotaloviol 6tovg mapoakatm wivakeg (Iivaxeg 7 £mg 11):

LgiEEN]
| Walid 154

Missing 0

DiaAAo
Cumulative
Frequency Fercent “alid Percent Fercent

wWalid ruvaikm 83 53,9 53,49 53,48

PAvbpog 71 46,1 461 100,0

Total 154 100,0 100,0




Iivakog 7. XvyvoTTa Kol T0606TA Y10 TO VAL

ZyeTIKA e TO0 POAO TV epoTOEvT@V, eEfydnoav ta e£ng arotedéopata pe Pdon Tov mivaka 7.

Xg ovvolo oetypatog 154 atdpmv, 10 TOG00TO TV YuvaKaV givar 53,9% evd tov ovdpav

46,1%.

Hankia
I Walid 154
Missing u]
HMkio
Cumulative
Frequency Percent Walid Percent Fercent
Walid 19-25 149 12,3 12,3 12,3
26-35 76 49 4 49 4 61,7
36-45 48 31,2 31,2 92,9
46-60 11 71 71 100,0
Total 154 100,0 100,0

[Mivakag 8. XvyvéTnTo Kol T0606TA Yo TV NAIKio

ZYETIKA LE TNV NAKIO TOV XPNOTOV GTO GLYKEKPLUEVO delyla, 0TS PAivETOL OVOAVTIKG GTOV
[Tivaxa 8, T0 peYaADTEPO TOGOGTO GUYKEVIPMVETOL GTNV NAIKIOKT Opdda 26 ¢ 35 ypovav pe
TN 49,4%. Apéowg petd akolovBovv ta dropa mov PBpickovion oTig NAKIOKES opddes omd 36
€mg 45 ypovav pe 31,2% kot 19 €oc 25 xpovav pe mocootd 12,3%. Mol to 7,1% ayyilovv ta

dtopo TOV AVIKOVY GTNV NAIKLOKT opdoa amd 46 £mwg 60 ypovav.

Emimedo EkTraidsuar)c

I “Walid 164
Missing 0
Emimedo EKTTaibsuong
Cumulative
Frequency Percent Walid Percent Percent
Walid HpDJTFIBf[EI..IIEE 1 B B &
Ekxtraidsuan
.ﬂEUTEEJDBIiEI..IIEI 13 2.4 a.4 9.1
Ekxtraidsuan
Tprmofafuia Extraidsuan 54 s 351 44 2
MeETaTTUY KA 73 47 4 47 .4 91,6
AlBaKToplkd 13 2.4 g.4 100,0
Total 154 100,0 100,0

ITivakag 9. ZvyvoTnTao Kol T0G0GTA Y10, TO EMITENO EKTAIOEVONG



‘Eva onuavtikd yapokmmpiotikdé mov Bo pog Pondnoel otnv perétn pog kot oty eEaywyn
YPNOL®OV CUUTEPACUATOV, CNUOAVTIKOTEPO AVTO TOV PVAOV, givar N ekmaidevon. O Ilivakag 9
delyvel Ta T0c0oTA TV XPNOTOV ovd Poduida exmaidevong. [lapatnpeitar 6TL peydho m0c0oTd
GLYKEVIPAOVETOL OTA GTopd HE HETOmTUYOKO TitAo, TO omoio avépyetar oto 47.4% wou
axoAlovBovv Ta dropa tprrtofaduiag eknaidocvong e mocooto 35,1% kot ot GLVEKELD TaL dTopO
pe ddaktoptkd titho pe mocootd 8.4% kabdg Kot To dtopo devtepoPaduiag ekmaidevong pe o

010 mocootd. Télog ato 0,6% eivar ta dtopa TpwtoPddas exkmaidevonc.

ETdyekua-ldainTa

I Walid 154
Missing 0
EmayyeApa-1616Tnra
Cumulative
Freguency Percent “Yalid Percent Percent
“alid PoITnThAg 16 10,4 10,4 10,4
BvEpyOC T 4.5 4.5 14,59
AnUdmog YIasniog 28 18,2 18,2 331
IGIaTIkd s YTasnhog G5 422 422 763
ElcUBepoc ETToyweEbMaTio: 3B 247 24,7 100,0
Total 154 100,0 100,0

Mivaxag 10. ZoyvotnTa Kol TOGOGTE Y100 TO EMAYYELNO-1OLOTNTA

ZYETIKA e TO eMAyyEA — 1010t Ta TOL avaiveTol otov [ivaka 10 mapatnpovue nwg to 42,2%
ToL Ogtypatog ivar Wuwtikol VIAAANAOL evd T0 24,7% elvar eledBepot emayyerpaties. Tnv tpitn

Béon katéyovv o1 OMEOGIol LVIAAANLOL pe T0G00Td 18.2% evd TNV QUECMG EMOUEVT] Ol POITNTEG

pe mocooto 10,4% ko téhog o1 dvepyot pe mocooto 4.5%.

Emimedo Emidyyehpi-
TR Hankio Ekmaidsuarc [&8TnTa
[ “alid 154 154 154 154
Missing 0 0 0 ]
Mean 1,4610 2,3312 35455 3,6623
Std. Deviation A0011 78428 9287 1,20033

Ilivokag 11. Méoor kon Tumikég ATOKMOELS Y10 A0, TO ONUOYPUPLKE Y0P UKTPLETIKG,



4.4 Mann Whitney U Test

[Tpdketrtan yio pun TopapeTptkd Eheyyo g 166tTag 600 HECOV HETAED aveEAPTNT®V JEIYUATOV,

T, OTTO10L OUMG OEV AKOAOVOOVV KOVOVIKT] KOTAVOLLY).

To kpurpro Mann-Whitney eivar évag Pabporoyikdg Eleyyog mov e&etdlel v vndbeon 6Tt 0
dOBpoopa Tov Pabudv tev Bécewv TV TopatnpnoewV Tov £vog delypuatog gival ico pe To

dBpoioua Tov Babuady TV BEGEDMV TV TAPATNPGEMY TOL AALOL OELYLLOTOG.

O éheyyoc Mann Whitney U Test tov ypnowonomdnke yio v cOHyKplon Tov dloQopov HE
Baon to ONUOYPOPIKA YopaKTNPLoTIKE, TpoTiundnke €vavtt tov Independent Samples T-test

€MEON Ol PETOPANTES eV £Vl KAVOVIKE KATOVEUT|LEVEG.

[Mpaypatonomoape tov otatiotikod édeyyo Mann-Whitney U Test yia v petafint: @OALo og
GLVVOCHO LE OAES TIG EPMTNOELS TOL EpOTNHATOAOYiOV pag. [Tapatnprooue o6t to p-value ntov

Kdto tov 5% (0.05) oto TapaKdTo.

Merofinti Poiio

[Moapoatnpodpe 4Tt HETOED avOPOV Kot YOVOIK®Y VITApYEL dtopopd otig epwtnoslg HED3 kot IN2,
01 0moieg aviKovy oToV Tapayovto g ndovig (hedonic) kot g dadpactikdtnTag (interaction).
[T ovykekpipévo yo to HED3 givar p-value=0.043 kou yio IN2 p-value=0.017. T t1g 800
npoavagepbeioeg epotoelc HED3 kot IN2 mopoatnpodpe 0Tl Ot yuvaikes LaepEyovv TV
avIpov, Gpa emnpedloviol TEPICGOTEPO KOl TO CLUTEPOAGUN OVTO OTOPPEEL OO TIG TUYLES TV

HECDV OpOV.

Ranks

dvALO N Mean Sum of
Rank Ranks

HED3.H ;’(pncm r,oav Tovaix 83 8387 6961,00
KOWOVIKOV OIKTO®V o

GTOV TOLPIGUO OV Avdpag 71 70,06 4974,00
TPOKaAE]

guyopiotnon kat Total 154

dokESao.

IN2.0vypnioteg ot T'vuvaik

e 83 85,03 7057,50
KOW@OVIKA dikTvo o




GTOV TOVPICUO Avdpag 71 68,70 4877,50
avVTATOKpivovTol GE

EPMTNOELS GAA®V Total 154

YPNOTOV.

IMivaxog 12. Tyég Tov pécmv og tpog 10 pVAro 6tovg Tapayovres HED3 kon IN2

Test Statistics®
HED3.H IN2.01

YpPNoN TV | YPNOTES OTA
KOWOVIKOV | Kowvevikd

owTOwV otov | dikTva 6TOV

TOVPIGUO TOVPLGUO
LoV avTOmTOKpivo
TpoKaAel VIOl GE
guyapiotnon | epOTOELS
Kot A oV
OloKESOoT. | YPNOTOV.
Mann-Whitney U 2418,000 2321,500
Wilcoxon W 4974,000 4877,500
V4 -2,027 -2,384
Asymp. Sig. (2- 043 017
tailed)

a. Grouping Variable: ®vAlo

IMivaxog 13. Tipuéc Mann — Whitney kot Asymp-sig.

4.5 MN-TapapeTPLKOL GUVTEAECTEG OVOXETIONG (Spearman)

21N OTATIGTIKY], O GUVTEAECTNG GLGYETIONG Spearman, Tov Pe T0 Ovopud tov and tov Charles
Spearman kot cuyvéd cvpPoAiletor pe 10 EAANVIKO Ypaupa p, ivorl éva pUn-mopapeTpikd HETPO
Mg otatoTikng e&apmong petald ovo petafintodv. A&wroyel to mOGo koAb pmopel va
neptypapetl n oxéon petald Tov 000 HETARANTOV YPNOIUOTOIOVTOS MU0 LOVOTOVI] GLUVAPTNON.
Edv dev vdpyovv emavalopavopeves TIHEG TV O0E00UEVAV, Lo TEAELD GLGYETION Spearman
katd +1 1 -1 copPaiver dtav kdBe pio and Tic petaPfAntés stvor po TéAetor LovaTovn GuvapTnoN
g dAAnG. O cvvieheostig Spearman, OT®MG KAOE GUVTEAEGTIG CLGYETIONG, Eival KATAAANAOG Kot
YL GUVEXELS KO Y10 OLOKPITEG UETOUPANTEG, CLUTEPIAOUPAVOUEVOV TMOV TOKTIKOV OLUKPITOV

petafAntav. Ady®m Tov TPOTOL OPIGHOL TOL Eivol KOAVTEPOG EKTIUNTNG TNG CLOYETIONG OVO



OLOTOKTIKOV HETAPANTOV ONAadn HETAPANTOV TOv Taipvouy TIHEG aKEPOIOLS aplOuohg OTmG

ocvpPaivel otig petafantég pe kiipoka Likert.

4.6 Yvoxetloelg Spearman

[TparyuaTOTOMGaLE TOV OTATIOTIKO EAEYYO CLOYETICE®V Spearman Kot TopotnpiGoUe omd To
amoteléopato mov e&nybnoov OtL Yo OAa Tt Cevydpro TtV peTofAnToV siyope Oetikég

GLGYETIGELS. ZVUVETMG cuUTEPAivovE OTL EmMpedlet BeTikd n pio peTafANTN TV GAAN.

2T0V TOPOKATO TIVOKO TOPOLGLALOVTOL GUVOTTIKA 01 GLGYETICEIS TV UETAPANTOV NG Bempiog

Xpnong kot Ikavomoinong xaBdg Kot ™G CLUTEPLPOPIKNG TPOBECNC YPNONS KOWVMVIKAOV

OIKTOMV.

Hapayovrag Hapayovrag YvoyéTion Eidog XvoyéTiong
Cognitive 1 Cognitive 2 v Oetikn Zvoyétion
Cognitive 1 Cognitive 3 v Octikn Zvoyétion
Cognitive 2 Cognitive 3 v Oetikn Zvoyétion

Hedonic 1 Hedonic 2 v Octikn Zvoyétion
Hedonic 1 Hedonic 3 v Octikn Zvoyétion
Hedonic 2 Hedonic 3 v Octikn Zvoyétion

Integration 1 Integration 2 v Oetikn Tvoyétion
Integration 1 Integration 3 v Oetikn Tvoyétion
Integration 1 Integration 4 v Octikn Zvoyétion
Integration 1 Integration 5 v Oetikn Tvoyétion
Integration 1 Integration 6 v Oetikn Xvoyétion
Integration 2 Integration 3 v Octikn Zvoyétion
Integration 2 Integration 4 v Octikn Zvoyétion
Integration 2 Integration 5 v Oetikn Xvoyétion
Integration 2 Integration 6 v Octikn Zvoyétion




Integration 3

Integration 4

Oetikn ZvoyéTion

Integration 3

Integration 5

Oetikn ZvoyéTion

Integration 3

Integration 6

Octikn ZvuoyEtion

Integration 4

Integration 5

Oetikn ZvoyéTion

Integration 4

Integration 6

Oetikn ZvoyéTion

Integration 5

Integration 6

AN RN BN IR

Octikn ZvuoyEtion

Interaction 1 Interaction 2 v Oetikn Zvoyétion
Interaction 1 Interaction 3 v Oetikn Tvoyétion
Interaction 2 Interaction 3 v Octikn Zvoyétion
Behavior 1 Cognitive 1 v OeTikn Zvoyétion
Behavior 1 Cognitive 2 v OeTikn Zvoyétion
Behavior 1 Cognitive 3 v Oetikn Zvoyétion
Behavior 2 Cognitive 1 v OeTikn Zvoyétion
Behavior 2 Cognitive 2 v OeTikn Zvoyétion
Behavior 2 Cognitive 3 - -

Behavior 3 Cognitive 1 v Oetikn Zvoyétion
Behavior 3 Cognitive 2 v OeTikn Zvoyétion
Behavior 3 Cognitive 3 v Oetikn Zvoyétion
Behavior 1 Hedonic 1 v Octikn Zvoyétion
Behavior 1 Hedonic 2 v Octikn Zvoyétion
Behavior 1 Hedonic 3 v Octikn Zvoyétion
Behavior 2 Hedonic 1 v Octikn Zvoyétion
Behavior 2 Hedonic 2 v Octikn Zvoyétion
Behavior 2 Hedonic 3 v Octikn Zvoyétion
Behavior 3 Hedonic 1 v Octikn Zvoyétion
Behavior 3 Hedonic 2 v Octikn Zvoyétion
Behavior 3 Hedonic 3 v Octikn Zvoyétion
Behavior 1 Integration 1 v Octikn Zvoyétion
Behavior 1 Integration 2 v Oetikn Zvoyétion
Behavior 1 Integration 3 v Oetikn Zvoyétion




Behavior 1 Integration 4 v etk Tvoyétion
Behavior 1 Integration 5 v Octikf Tvoyétion
Behavior 1 Integration 6 v Octiky Zvoyétion
Behavior 2 Integration 1 v Octikn Zvoyétion
Behavior 2 Integration 2 v Octiky Zvoyétion
Behavior 2 Integration 3 v Oetikn Zvoyétion
Behavior 2 Integration 4 v Oetikn Zvoyétion
Behavior 2 Integration 5 v Octiky Zvoyétion
Behavior 2 Integration 6 v Octikn Zvoyétion
Behavior 3 Integration 1 v OeTikn Zvoyétion
Behavior 3 Integration 2 v OeTikn Zvoyétion
Behavior 3 Integration 3 v Oetikn Zvoyétion
Behavior 3 Integration 4 v OeTikn Zvoyétion
Behavior 3 Integration 5 v OeTikn Zvoyétion
Behavior 3 Integration 6 - -

Behavior 1 Behavior 2 v OeTikn Zvoyétion
Behavior 1 Behavior 3 v Oetikn Zvoyétion
Behavior 2 Behavior 3 v Octikn Zvoyétion

[Mivakog 14. Xvoyeticeig Spearman tov petofintov

210 mopdptnua 4 akoAovBobv avarvutikd ta amoteléouata mov eEnyxdncav amd to SPSS yua Tig

ovoyeticelg Spearman dAwv TV HETAPANTOV.



4.8 Yvpnepaopata 'Epsvvag

[paypatonomoaue tovg eAéyyovg Kolmogorov Smirnov, Mann Whitney U Test, éleyyog
oLoYETIONG Spearman yia va. cuykpivovpe HETAPANTEG Kol TOPAUETPOVS, Kot KataAnEape ota
cuumepacpaTo To omoia avalvovtar oto Kepdhato 5 kot oyoldloviol ETapK®G e GKOTO TNV

TEPAULTEP® OVAALGT TOVG OO AAAOVG.



Ke@alawo 5: Tvpnepaopata -MeAdovtikt) 'Epsuva

5.1 Elcaywyi)

Xe avutd 10 KePOAOo ocvvoyilovior To CLUTEPACHATO TNG OWMA®UOTIKNG E£PELVOS TTOL
mpaypoatortombnke. Apywkd, mapovotdlovial To cvumepacpata mov eEnyOnoov omd Vv
avéAvon mov EAaPE YDPa KOl OTN GUVEXELN OVOADETAL 1] GUVEICPOPA TNG EPELVAG ALTNG KABMG

Kot 01 katevhvveelg mov Ba propoHooy va aKoAOVONGOLY HEALOVTIKOL EPEVYNTEGS.

5.2 Zvunepacuata lMeprypa@iki)c Avaivong

Xmv evotTo oUTh, OVOADOVTOL Kol YEVIKEDOVIOL OGO €ivol £PIKTO TO GUUTEPACUATO TNG

TEPLYPOUPIKNG OVAAVOTG KO TOV ONUOYPUPIK®DV GTOLXEI®V.

5.2.1 ZUPUTEPAGLATA WC TIPOGS TO PUAO

A6 to amotedéopoTo OV €ENYONCAV TOPATNPOVUE OTL Ol YUVOIKES LVIEPEXOLY UE TOGOGTO
53,9% évavtt tov avipdv pe mocootd 46,1%. H dwgpopd eivor pukpn peta&d avopodv kot
YOVOUIKOV TpOAO aLTE oG OEiVEL TNV TACT TMOV YUVOIK®V VO YPNOUYLOTO0VV TO GLYVA TO
KOWOVIKA 0ikTua 6ToV TOLVPIGHO. Ot yuvaikeg amd TNV QUOT TOVS TEPVOVV TEPIGGOTEPO YPOVO
OlEPELVAOVTOG  TIC OLOPOPETIKEG EMAOYEG TOV €YOLV, TO 1010 1GYVEL KOl YO TOV TOUEN TV

KOW®OVIK®V OIKTH®V Kol TOV TOVPIGLOD.

5.2.2 SUUTIEPAC AT WS TIPOG THV NALKLX

ATO T0 OTOTEAEGLOTO TTOPOTPOVUE OTL TO UEYAAVTEPO TOCOGTO TV YPNOTAOV EMIKEVIPMOVETOL
oTIC NAIKieg 26-35 (49,4%) ko 36-45 (31,2%). Avtd pag 0dnyel 6T0 GUUTEPAGHLO. OTL OL NAIKIEG
avTtég €yovv peyoAvtepn eowkelmon pHE TO KOW®VIKA OlKTLOL GTOV TOUPIGUO KOl TO
YPNOOTOOVV O GUYVA GE oyéomn He TG NAlkieg 46-60 ot omoiol gvoeyouévmg vo unv etvan
TOG0 €EOIKEIMUEVEG UE TIC VEEG TEYVOLOYIEG KAl TOL KOWVMOVIKG dikTva. Xg GY€on He TIg NAKieg

19-25 Bewpovpe 0Tt 1 Sopopd 6N YPNOMN EYEL VO KAVEL LUE TNV OIKOVOULKT KOTAGTOOT Kot TNV



SuVOTOTNTO VTG TNG NAKIIKNG OLAONS TTOV OV TNG EMITPEMEL VAL TPOYPOUUOTICEL SLOKOTES Le

v 010 cuyvoTNTO.

5.2.3 ZUUTIEPAG AT WS TIPOG TO EMITES0 eKMALSEVOT G

AT 10 OMOTEAEGLOTO TOV EMTESOV EKTOUOEVONG TAPAUTNPOVUE OTL TO PEYOAVTEPO TOGOGTO TV
xpnotav (47,4%) eppaviletor oto eminedo peTomTuylokd. AVTO PO 00NYEl GTO GUUTEPAGHLO OTL
ol YPNOTEC UE ALENUEVO HOPPOTIKO EMIMEDO YPNGIUOTOIOVV TEPIGGOTEPO TA KOWMVIKA dikTVal
GTOV TOVPICUO KO EVOLOPEPOVTAL TEPICCOTEPO YO TNV CMOGTI KOl OAOKANPOUEVT OPYAVOGCT TOV
a1V Toug. Emiong n opdda vt Ady®m tov vymiov HopPOTIKOD EMTEOOV  ExEl TOAVOV

VYNAOTEPO PLoTIKS EMIMEDO KOl GUVETMG 1| GLYVOTNTA SIUKOTMV TNG ElvaL LEYAADTEPT).

5.2.4 TUUTIEPAGLATA WS TIPOG TO EMAYYEARA — L8LOTNTA

A6 ta amoteAESUATO TOPATNPOVUE OTL TO MKPOTEPO TOGOGTA YPNONG TOV KOWVOVIKOV JIKTV®OV
GTOV TOLPIOUO OVIIKOLV GTOVG GVEPYOVS Kol 6TOVG (OITNTES. Ot OHAdES OVTEG GLYKEVIPOVOLV
To KPOTEPO TOGOOTH KAOMG 1) OUKOVOUIKT TOVG KATAGTOGCT OEV EMITPEMEL LEYAAT GLYVOTNTA
dwKondv Kot tovplopov. To dtopo pe epyacio, TOL OVAKOLV GTLG LRTOAOWMES OUAOEG,
GUYKEVTPAOVOLV UEYOADTEPO TOGOGTH TOV OULTIOAOYEITAL AOY® TNG KOADTEPNG OKOVOLUKNG TOVG

KOTAGTOOTC.

5.2.5 ZUUTIEPAGUATA ZVOYETIOEWV

AoV mpaypatoromcape Tov EAeyy0 Spearman yio Tovg mapdyovteg g fempiog ypniong Kot
Kavomoinong Kafd¢ Kot Yo, ToV Topdyovto GUUTEPUPOPIKNG TPOBESNG Yo ¥PNIoN KOVOVIKDOV
OIKTV®OV GTOV TOLPICUO, Tapatnpoape 0Tt Oha ta (evydpro peTaPfANTOV NG Bewpiag ypnong
Kot ikavomoinong eiyav cuoy€tion Kot pdAota Oetikn. Amoppéel AomdV 10 CLUTEPACLL OTL

VILAPYEL 1IoYLPN CLOYETION UETAED TOV TOPUYOVIMV TNG EPELVOG LLOG.



5.3 Zvvelo@opa Armiwpatikng Epyaoiag

H £épevva pag diepeuvd v ¥p1orn KOWeVIKOV SIKTH®V GTOV TOVPIGUO HEGH KIVNTOD THAEQPHOVOL
Kol avaAVEL TOLG TTopdyovTes ypnong Paon g Bewpiog ypnong kot ikavoroinong. Eitvar n mpad
TETO10L €100VC £pguva oV yivetan oty EALGSa KaBdc 1 xpnon HECH KvNTAV TNAEPOV®V OgV
elye efetacbel péypt topa. H aviamtuén g teyvoroyiog emnpedler tovg Tpdmove TOGO
emKowvoviag 660 kot evpeong mAnpogopidv. Kdébe ariayn ko eEEMEN umopel va emnpedlet

TG0 TIG GLVNOEIEG TOV YPNOTOV OGO KOl TO, ATOTEAEGILATO TAAULOTEPWOV GUVAPDV EPELVAV.

H épevva pag, avélvoe tovg mapdyoviec ypnong pe Pdon m Bempio ypnone kot tkovomoinong
Kot KotéAnge og 01popo GUUTEPAGLLOTA, TOGO Y10 TOLG TAPAYOVTES TG Bempiog avtig 660 Kot

Y10 TV GUUTEPLPOPIKT TTPOHEGT TV YPNOTDV.

5.4 MeAdovTtikn Epevva

H mopovca épevva pmopel va amotedécsel Paorn Yo TEpTEP® EPEVVES KOL AVAAVGCT] GTOV TOUEN

ovto.

A@evdg, m xpNoTM TOV KOWOVIK®V SIKTO®V 6ToV Tovpispud Bo umopovce vo eetacbel pe faon
dAlec Bempieg mEpav avTAG TG XPNONG KOl KAVOTOINGNG, KOl TO GUUTEPACUATO TOVG VO

GLYKPLBOVV LE TO GUUTEPAGLOTO AVTNG.

Aopetépov, €yovtag efaydyst a&lOMIOTA GUUTEPAGUOTO Y0l ONUOYPAOIKOVS TAPAYOVTEG TNG
€peuvag oG, LEAAOVTIKES Epguves Ba umopodoav va eAEYEOLV TO cuumepdGUaTa QVTA e OAAES

€PEVVEG Y10 CLYKEKPIUEVOL ONUOYPAPIKE KPLTHPLaL.
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Napaptpuata

Napapnua 1

Axolovbel 10 gpotnuUaTOAdYlO Om®G 0vTO Kowomowbnke oto Facebook oto Tuqua
[TAnpopopikng ko Tniepotikng tov Xapokoneov [lavemotnpiov, otdhdnke péocw pPMvoudTOV
oto Facebook kafdc kot pe email oe @ilovg, yvmotovg kot cuvadéhpovs. To epoTNUATOAOYIO

OmOC avaeépape onpovpyndnke néocw tmv Google Forms.

EpwTtnuatoAdylo aSloAdynong Thg Xprnong
KOLWVWVLIKWY SIKTUWY CTO TOUPLOHO HMECW
smartphones

1. ®d0ANO "

Muvaika

Avbpag

2. HAlkia ™
<18
19-25
26-35
36-45
46-60

6l=



3. Eninedo Eknaibevone *
Mpwtofabyuia Exmalbewon
Azutepofabpa Exknaibevon
TpirofdBpia Exmaiteuan
MeTamruxiarks

AbokToplKd

4. EnayyeApa / 16otnTa
Mabfntrg - TortnTrg
Bvepyoc
Anpoowec Ynakhnhog
[GusTikee Ynahhnhog
EhedBzpog Emayyshpatiag

Luvtaflolxog

B. EpwTnpatoAdyLo

1. Mooo guxvd XpnolPoTNOoLELTE TA MApAKATwW (1
e€apnvo, 4: 1/pnva, 5: 1/eBdopada)

Zzipal. Tripadvisor Ihn 1.
Zz1pd 2. Booking Itin
Zewpa 3. Facebook Itnhn 3.

Itnhn 4.

Itnhn 5.

: KaBohou, 2: 1/xpovo, 3: 1/ *



2. Ta KowwvLKa dikTua oToV TOUPLOUO EVIOXDOULV TIC YVWOELS HOU OXETIKA Pe *
AUTO TIOL YPAXVW.

3 Ta kowwvikd 6iKTua oToV TOUPLOPO PE BonBouv va naipvw opeeg
AYOPOOTIKEG AMOPACELC.

*

4. Ta KowwVIKA SiKTLa oTOV TOUPLOPO e Bondouy va aglotolw KaAlTepa Ta
Xprnuara pou.

*

5. [Mepvaw euxdplota To XpOVO POU XPNOLHOTIOLWYTAC T KOWWVLKA SiKTua
OTOV TOUPLOYO.

*

6. Hxpron TwV KOWWVIKWY SIKTUWV 0TOV TOUPLOKO HE PUXAYWYODV Kal Hou
divouv epeBiopata.



7 HXpron Twv KOWWVIKWY SIKTOWY aToV TOUPLOPO PoU TIPOKAAEL
guxaploTnon kal dlackedaan.

8. .H ouppeToxr 0TA KOWWVIKA SiKTUU OTOV TOUPLOYO EVLOXUOLY THV
aioBnaon Tou avriKeLy.

9. .Houppetoxn pou atn Slapdppwon anoPewyv oTd KoWWVIKA dikTua yia
TOV TOUPLOPO EVIOXVEL TNV aflomioTia pou / To KUPOG Hou.

10. To va propw va emnpeaZw TV yVwn Twy AAAwV XpnoTwy pou divel
LKavortoinan.

11.  To va pmopw va ETNPEATW TNV YVWHN AAAWV XpnoTwyV BEATIWVEL TNV
anoyn Twv adAAwyv oTo TIPOTWTIO HoU.




12. H xpfon KowwviKwy SIKTOWYV oToV TOUPLOPO EVIOXUEL TNV TIPOCWTUKI Kal ™
KOLVWVLKI Jou IKTUWOT).

*

13. H xpron KoWwVIKWY SIKTOWY OTOV TOUPLOPO EVIOXUEL TOUC KOWVWVIKOUG
Hou deopoug.

14. .HeTuKowwvia oTa Kowwvikad dikTua aTov Touplopo eival dyearn).

*

15. Ol XprOTEC OTA KOWWVYLIKA SIKTUA OTOV TOUPLOPO avTAToKpivovTadl O
EPWTNOELC AAAWYV XpnOTWV.

Xpnolpec MAnpoopies avapTwvTal oTa Kowwvikd dikTua atov
ToupLOpO.



7. orav éxw npoéopacn oto Internet, £xw TNV TACN va XpnoLJoToww Ta

KOWVWVLIKA SIKTLUA OTO TOUPLOUO.

18 Mioteow o1t N MACAYNON HEOW KWVTOU TNAEPUWVOUL OTA KOWVWVLIKA

HIKTUA OTOV TOUPLOKO Elval Evac KAAOC TPOTOC va TEEPATW TOV XpOVo PoU.

19.  ©a xpnoLHomoL|ow Ta KOWWVIKA dIKTua aTOV TOUPLAPO yia vad
TPOYPAPPATIOW TO EMOPEVO Pou TagibL.

*



Mapaptnua 2

2 oaUTO TO TOPAPTNUE O0G TOPOOETOVUE TO OMOTEAEGUATO TOV EPMTNUATOAOYIOL TOL TO

e&ayape a6 To Google Form.

Anuoypaowkd Xrovysio (A’ Mépoc Epotnuatoloyiov):

1 . CD[:]AD (154 anmaviiosig)

@ Muvaika
@ AvBpag

2. HAKLQ (154 anavThose)

@ <13
@ 19-25
® 26-35
@ 36-45
@ 4650
® Gi<




3. Eminedo Exmaidevong (154 aravrrioeie)

® MNMpuwmwopdbua Exmaidzuon
@ Lczutepofdbpia Exmaidzuon
@ Tprofdbuia Exmidzuon
@ Meramruyiaks

@ LiBakTopiks

4. EnayyeApa / 18otnTa (154 cnavenee)

@ WMabnTrig - Tormrg

@ Avepyog

@ Anpdoiog Ymahhnhog

@ [Biwmkég YrdhAnhog

@ Ehc0Bepog Emayyehpartiog
@ Zuvtafiolyog

@ Ao

Epotmosic (B’ Mépoc Epotnuotoloyiov):

1. Moo ouxva xpnotpotmoleite Ta napakatw (1: KaBoAov, 2: 1/xpovo, 3: 1/
egaunvo, 4: 1/unva, 5: 1/eBdopada)

B EN: e ENY NS
90
60

30

Tripadvisor Booking Facebook




2.

Ta KOWWVLKA SIKTLA OTOV TOUPLOKO EVIOXVOULV TLG YVWOELG HOL OXETLKA

HE AUTO TIOUL PAXVW.

(154 anavtroelg)
60 50 (32,5%)
40
20
5(3,2%) 4 (2,6%)
(I m
KabBdhou 1 2 5 Mokl Zuyvil

3.

Ta Kowvwvika SiKTua oToV TOUPLoHO UE BonBolyv va Taipvw opbeg

QyOPACTLKEG AMOPACELG.

(154 anavtioeLg)

60

40

20

0
KabBohou

54 (35,1%)

5 Mol Zuyva

4. .Ta KowwviKd diKTua OToV TOLPLOHO Pe BonBolv va aflomolw KaAuTepa Ta

Xprnuata pov.

(154 anavtnoeig)

50

0
KaBohou

36 (23,4%)

18 (11,7%)

1 2 3 4 5 Mol Zuyvé



5. [lepvdw guxApLoTa TO XPOVO HOL XPNCLUOTIOLWYVTAC TA KOWVWVIKA dikTua
OTOV TOUPLOMO.

(154 anavtrioeLg)
60
40
21 (13,6%)
20 10 (6,5%)
4 (2,6%)
0
KaBohou 1 5 Mokl Zuyva

6. .Hxpnon twv KovwviKwy dIKTUWV GTOV TOUPLOKHO PE PUXAYWYOULV KAl Jou
dbivouv epebiopata.

(154 anavtrceLg)
60
44 (28,6%)
40
23 (14,9%)

20

0

KaBohou 1 2 3 4 5 MoAd Zuyvd

H xpron Twv KowwvIKWwY SIKTUWV GTOV TOUPLOHO OV TIPOKAAEL
guxapiotnon kat drackedaon.

(154 anavticeLc)
60
40
16 (10,4%)
20 10 (B,5%) -

0
Kabohou 1 2 4 5 MoAd Zugva



8. H GUUPETOXN 0TA KOWWVLKA SiKTUA GTOV TOUPLOHO EVIGXUOLY TNV
aiobnon Tou avnKeLv.

(154 anavtrioeLc)
60
40 (26%)
40
20
3(1,9%)
0 i
KaBohou 1 2 3 4 5 Mokl Zuyvé

- H ouppETOX HOL OTN SLAPOPPWON AMOWEWY OTA KOWVWVIKA SiKTua yia

TOV TOUPLOPO EVIOXVEL TNV aflomioTia Jou / To KUPOG Hou.

(154 anavtRceLg)

45 (29,2%)

40

20

0
KaBohou 1 2 3 4 5 MoM Zuyvd

10. , . . . . .
.To va pmopw va ennped{w TNV YVWHN TWV AAAWV XpnoTwy Pou divel
LKavotoinon.
(154 anavtioeLc)
42 (27.3%)
40
29 (18,8%)
20
7 (4,5%)

0 .
KabBdhou 1 2 5 MoM Zuyvd




11 To va prnopw va emnpedlw TNV yvwun AAAwY XpnoTwy BEATLWVEL TNV
aroyn Twv AAAwV O0TO MPOCGWTIO LOU.

(154 anavticeLg)

43 (27 9%)
40 (26%)
40
22 (1?,3%)
20
3(1,9%)
0
KaBohou 1 2 3 4 5 MoM Zuyvd

12. H xprjon KowwVIKWY OLKTUWVY OTOV TOUPLOHO EVIOXVEL TNV MPOCWTIKN
Kal KOWVWVLKNA Jou dLlkTuwaon.

(154 anavinoeLg)

40

20

0
KaBohou 1 2 3 4 5 Mokl Zuyvd

13. H xpron KOWWVIKWY SIKTOWY GTOV TOUPLOHO EVIOXVEL TOUG KOLWVWVLKOUG
pou deopoug.

(154 anavtioeLg)
40 34(221%) 23 (21,4%)
20
0
KaBohou 2 3 4 5 Mo Zuyvd




14 H erukowwvia ota KowwviKa SikTua oTov TOLPLOWPO lval Aueon.

(154 anavticeLg)
60
B[(3976%5)
40
%

20 16 (10,4%)

0

KaBohou 1 2 3 5 MoM Zuyvd

15. .OLXpAOTEC OTA KOLWVWVLKA diKTLA OTOV TOLPLOUO AVTATIOKPivoVTaAL OE
EPWTNOELS AAAWY XPNOTWV.

(154 anavtnoeLg)
60
40

20

0
KaBahou 1 2 3 4 5 Mok Zuyvi

16. . XpNOLUEG TIANPOYPOPLEG AvVAPTWVTAL OTA KOLWVWVIKA dikTua oTOV

TOUPLOMO.
(154 anavtrosig)
50
31(20,1%)
8 (5,2%)
2 (1,3%)
0 I
KaBdhou 1 2 4 5 Mokl Zuywi



17.  Otav €xw mpooPacn oto Internet, £xw TNV TACH va XPNOLUOTIOLW TA
KOLVWVLKA SIKTLA OTO TOLPLOKO.

(154 anavtnosig)

39 (25,3%)
40
20 (13%)
20 '
0
KaBahou 4 5 MoAD Zuyvd

18. TlioTeLW OTL N MAONYNON HECW KLVNTOU TNAEPWYVOU OTA KOLWVWVLKA
SlKTua OTOV TOLPLOPO Elval €vag KAAOG TPOTIOG VA TIEPATW TOV XPOVO HOU.

(154 anavtRceLc)

40
28 (113,2%)
20
12 (?’l,S%)
0 -
KaBohou 1 2 3 4 5 Mokl Zuyvd

19. .0d XpnNOLUOTOLNCW TA KOWVWVIKA OIKTUA OTOV TOUPLOKO yla va
TPOYPAPHATIOW TO ETOHEVO Hou TagidL.

(154 anavtioeLg)

60
40

20

0
KaBdhou 1 2 3 4 5 Mokl Zuyvd



Napaptnua 3

370 TOPAPTNUA autd akohouBolv ta anoteAéopata and tov otatotiko éheyxo Kolmogorov-Smirnov mov avagépetat 6to ke@aAaio 4.

T2.Mrmopw va

BaagioTw oTa COGN1.Ta COGN2.Ta

T1.Ta koIvwvik& KOIVWVIK A KOIVWVIKA KOIVWVIKA

dikTua oTOV OikTua otov | T3.Ta koivwvikda | dikTua oTov dikTuQ OTOV

TOUPIOUO (OTTWG [ TOUPIOKO yia va [ BiKTua oTOV TOUPIOKO TOUPIONO JE

T.X. Tripadvisor, | TrpooTatéww TOUPIOUO EVIOXUOUV TIG BonBouvva
Facebook, ™mv KpaToUuv TIg YVWOEIG Jou [ TTaipvw 0pBEg

Emimedo | EmayyeAua- Booking K.AT) | 1IBIWTIKOTNTA | UTTOOXEOEIG TTOU [ OXETIKA PE QUTO | OYOPACTIKEG

PUMo [ HAkia [EkTraideuong| [816TnTa | Tripadvisor | Booking | Facebook| gival agiémaora. Jou. Oivouv. TTIOU WAXVW. ATTOQAOCEIG.
N 154 154 154 154 154 154 154 154 154 154 154 154
Normal Parameters®® Mean 1,4610(2,3312 3,5455 3,6623 2,2403( 2,6753 4,0714 3,7273 2,8896 3,4610 4,0195 3,5260
Std. Deviation | ,50011(,78428 ,79287 1,20033 1,16066|1,17647( 1,50427 ,99851 1,07595 ,84894 ,93913 ,93023
Most Extreme Differences [Absolute ,361 ,280 275 ,280 228 174 407 237 ,190 237 277 ,240
Positive ,361 ,280 ,199 ,142 ,228 ,152 ,269 ,165 ,154 ,206 ,184 ,182
Negative -,320| -,213 -,275 -,280 -,172 -,174 -,407 -,237 -,190 -,237 -,277 -,240
Kolmogorov-Smirnov Z 4,476 3,480 3,415 3,470 2,823 2,155 5,048 2,947 2,360 2,944 3,443 2,982
Asymp. Sig. (2-tailed) 0,000| 0,000 0,000 0,000 ,000 ,000 0,000 ,000 ,000 ,000 0,000 ,000




INT2.H
OUMPETOXA HOU
ot INT4.To va
COGN3.Ta INT1.H Siaudpewaon UTTOPW Va INT5.H xprion
Koivwvikd | HED1.Mepvaw | HED2.H xprion | HED3.H xprion |ocuppetoxn ota| améyewv ota INT3.To va €TNPEGlW TNV Koivwvikwv | INT6.H xprion IN2.01 xprioTeg
OiKTUO OTOV | €UXAPIOTA TO | TWV KOIVWVIKWY | TWV KOIVWVIK WV KOIVWVIK& KOIVWVIK& HTTOPW Va YWWHN GMwv | BIKTOWV OTOV | KOIVWMIK WV IN1.H OTO KOIVWMIKG
TOUPIOUOS e XPOvo pou SIKTUWV GTOV SIKTUWV aTOV dikTua oTov | dikTua yia Tov | €TTNPEAdW TNV XPNOTWV TOUpPIOUO SIKTUWV OTOV | €TTIKOIVWVia OTa | diKTua OTOV
BonBolUvva | XpNOIYOTIOIWVT |  TOUPIOKS E TOUPIOUS Jou TOUpPIOUO TOUpIOUO YVWHN TV BeAtiwvel TNV evioxUel Tnv TOUpIOUO KOIVWVIK& TOUpIOUO
QgIoOTToIW | OG TO KOIVWVIKA [ wuxaywyoUv Kal TIPOK OAEi evioxUouv Tnv evioxUel Tnv | adMwv xpnotwv| dmown Twv [ TTpoowTTIKA Kal | evioxUel Toug [ SikTua oTov  |avratrok pivovral
KOoAUTEPQ TO dikTua oTOV pou divouv  |euxapioTnon kai | aioBnon Tou |aglomoTia pou / Jou divel GMwv aTo KOIVWVIKI] HOU | KOIVWVIKOUG | ToupIouo €ival O€ EPWTHOEIG
Xprpara pou. TOUPIOKO. epebiopara. Siaok£daon. AVAKEIV. 70 KUpOG pou. | Ikavotroinon. | mpdowtro pou. |  dikTowon. pou deopolg. dueon. GAWV XPNOTWV.
N 154 154 154 154 154 154 154 154 154 154 154 154
Normal Parameters®” Mean 3,6299 3,56974 3,4935 3,3312 2,8117 2,6364 2,7273 2,3831 2,6039 2,4675 3,2532 3,2857
Std. Deviation 90713 ,89676 1,03056 ,99709 1,02115 1,08356 1,19516 1,07981 1,14000 1,13281 1,12350 ,91975
Most Extreme Differences |Absolute 314 ,251 ,240 229 ,210 ,183 ,190 178 ,182 ,206 247 ,203
Positive 225 ,190 ,162 167 ,150 ,183 ,190 178 ,182 ,206 ,149 ,200
Negative -314 -,251 -,240 -,229 -,210 -,170 -,188 - 177 -,156 -,146 -,247 -,203
Kolmogorov-Smirnov Z 3,899 3,117 2,983 2,846 2,600 2,265 2,353 2,204 2,263 2,551 3,064 2,524
Asymp. Sig. (2-tailed) 0,000 0,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
PEV3. MOC1.H xprion
TIPOOTIABEIN | TWV KOIVWVIK WOV ATT1.Eipai
TToU KaTaBGAw | dIKTUWY aTOV MOC2.H MOC3.Kéavovrag [ IKkavoTroinuév BEH2.Motedw
PEV1.0 péoog yia Tnv elpeon | Toupiopd péow | xprion Twv Xpnon Twv og/n HETIG ATT2.Niwbw | BEH1.Otav |67 n mloynon
XPOVOG TToU TAgIBIWTIKWV KIVNTWV KOIVWVIK OV KOIVWVIK WOV uTTNpEaieg Aaveta EXW Méow KivnToU BEH3.0a
XpeladeTal yia PEV2.H TTANPOYOPILV TNAEQWVWY | SIKTUWV aToV | JIKTUWV oTOV TTOU xpnoigotolwvt | TTpéofacn | TNAE@Wvou oTa | xpnoIJOTIoING
va damavnoeTe[ €peuva yia | oTa KOIvwviK@ | dieukoAdvel TRV|  Toupioud TOUupIOPO TTapEXovTal ag TIg oto Internet, KOIVWVIKG  |w Ta KOIVWVIKG
IN3.XpAoipeg | yia pia épeuva [ TouploTikoUg | SikTua oTov eupeon péow KivnToU QATTOKTW TIG amo Ta EPOPUOYEG €xw TNVTAon | dikTua oTOoV dikTUQ OTOV
TIANPOPOPIES | OTa KOIVWVIKG | okoTToUg TOUPIOUO TTANPOPOPIWV | TnAepwvou TTANPOPOPIEG KOIVWVIK& KOIVWVIK WV va TOUPIOKO gival | Toupioud yia
avapTwvral | 8iKTua OXETIKA uéow Slapépel og auTd pou divel TIg TToU Bé\w OikTua oTOV | BIKTUWV OTOV | XPNOIUOTIOIW £VaG KaNdg va
OTO KOIVWVIKG JE TOV KOIVWVIKWV |onuavrika atmd | otroladATiote | TAnpogopieg |  olvropa kai TOUPIOPO  [TOUPIOUO PéOW | TA KOIVWVIKG TpéTIOG VO | TTPOYPAppaTIO
SiKTUQ OTOV | TOUPIONO €ival SIKTUWV avagtnon o€ | oTiypn Kail o6 | TTou B€Aw pe XWpig Héow KIvnTOU KivnTou dikTUa OTO TEPAOW TOV | W TO ETTOPEVO
TOUPIOWO. Aoyikog. agicel. avaliTnon. omoudnTIoTE. |AYOTEPO KOTTO.| KOBUGTEPNOEIG. | TNAEPWVOU. TNAEQUWIVOU. TOUPIOUO. XPOVo pou. pou Tagidl.
N 154 154 154 154 154 154 154 154 154 154 154 154
Normal Parameters®® Mean 3,8182 3,5000 3,9091 3,3052 4,0649 3,9026 3,9286 3,5519 3,6883 3,0584 2,6494 3,9545
Std. Deviation ,81212 91644 ,84299 ,89536 1,03327 1,00176 ,88641 ,89327 1,08778 1,21664 1,21285 1,13380
Most Extreme Differences [Absolute 322 ,266 270 224 ,259 227 ,266 244 ,249 ,164 191 ,250
Positive ,249 ,195 217 ,218 ,183 137 ,202 ,185 ,153 ,139 191 178
Negative -,322 -,266 -,270 -,224 -,259 -,227 -,266 -,244 -,249 -,164 -,127 -,250
Kolmogorov-Smirnov Z 4,000 3,298 3,353 2,777 3,212 2,817 3,299 3,028 3,092 2,030 2,368 3,099
Asymp. Sig. (2-tailed) 0,000 0,000 0,000 ,000 0,000 ,000 0,000 ,000 ,000 ,001 ,000 ,000




Napaptnuo 4

210 TopdpTnuo avtd TopabETovtal avaAvTiKd To amoteAéopata Tov eENxONcav amd to SPSS yia Tic cuoyeTicelg Spearman tov petaANTov.

INT2.H
OUMHETOXN
HED3.H Hou oTn
Xpnon Twv Slauépewo
HED1.Mepv| HED2.H | Kovwvikv n améyewv
COGN1.Ta | COGN2.Ta | COGN3.Ta aw xpAon Twv | dIKTUWV INT1.H oTta INT3.To va
KOIVWVIKG | KOIVWVIKA | KOIVWVIKG | euxdploTa | KOIVWVIKWV aTov OUMHETOXN | KOIVWVIKG | PTTOPW va
OikTua oTov| dikTua oToV|diKTUQ OTOV| TO XPOVO SIKTUWV TOUPIOPO oTa OikTua yia | emTnpeddw
TOUPIOYO | TOUPIOPS PE|TOUPIOUO E Hou aTov pou KOIVWVIK& ToV TNV YVWHN
evioxuouv | BonBoulv va | BonBolv va | xpnoiyoTrol [Toupiond pe| TpokaAei [dikTua oTov| ToupIoud | TWV AMwY
TIG YVWOEIG TTaipvw agloToIw WVTag Ta | Yuyaywyou | euxapiotno | Toupiopd | evioxuel TnV| XpNoTWwv
HUOU OXETIKG opBég KOAITEPA TA | KOIVWVIKA | VKOl Hou n kai evioxuouv | aglomoTia [ pou divel
HE auTd TToU |ayopaoTikKéG| xpApaTa | dikTua oTov oivouv  [diaokédaon |Tnvaiobnon| pou/TO0 | IKOVOTIOING
Wwaxvw. | armo@daceig. Jou. TOUPIOWO. |epeBiouara. . TOU OVIKEIV. | KUPOG JOU. n.
Spearman's rho COGN1.Ta KolvwviKé SikTua aTov Correlation Coefficient 1,000 546" 525" 275" 243" 242" ,138 160" 244"
TOUPIOHG EVIOXUOUV TIC WWGEIC HOU . [Sig . (2-tailed) ,000 ,000 ,001 ,002 ,003 ,087 047 ,002
OXETICG HE AUTO TTOU aXVLs. N 154 154 154 154 154 154 154 154 154
COGNZ2.Ta KolvwviKé SikTua aTov Correlation Coefficient 546" 1,000 678" 251" 226" 163" 270" 221" 256"
ToupIouS pe BonBolv va Traipvw 0pBES g (2-tailed) 000 000 002 005 044 001 006 001
QAYOPAOTIKEG ATTOQACEIG.
N 154 154 154 154 154 154 154 154 154
COGN3.Ta KovwviKd SikTua aTov Correlation Coefficient 525" 678" 1,000 201 269" 137 219" 254" 289"
Toupiop6 pe onBolbvva agoTol  sjg . (2-tailed) 000 000 012 001 091 006 001 000
KOoAUTEPQ TO XPrjHATA POU.
N 154 154 154 154 154 154 154 154 154
HED1.Mepvdw euxapiota 1o xpovo  [Correlation Coefficient 275" 251" 201 1,000 727" 676" 494" 387" 237"
HOU XpNOIHOTIOIVTOS T KOMWIKG  ISjg. (2-tailed) ,001 ,002 012 ,000 ,000 ,000 ,000 ,003
OiKTUQ OTOV TOUPIONO.
N 154 154 154 154 154 154 154 154 154
HED2.H xprion Twv KOIVWVIK WV Correlation Coefficient 243" 226" 269" 727" 1,000 757" 555" 397" 309"
BIKTOWY OTOVTOUPIONS pe Sig. (2-tailed) ,002 ,005 ,001 ,000 ,000 ,000 ,000 ,000
yuxaywyoUv Kal pou divouv
epebiopara. N 154 154 154 154 154 154 154 154 154
HED3.H XpI']OT] TWV KOIVIWVIK WOV Correlation Coefficient .242'* .163* 137 .676” .757“ 1,000 '513** .379** .308”
BIKTUWY OTOV TOUPIOWS pou TPOKAAET 575 tailed) 003 044 091 000 000 000 000 000
euxapioTnon kai Slook£daon.
N 154 154 154 154 154 154 154 154 154




BEH2.Mote

Uw 6T N
TAorynon
INT4.To va INT5.H péow
MTTOPW Va xpnon INT6.H BEH1.Otav| Kivntou BEH3.0a
ETTNPEGCW | KOIVWVIKWV xpnon IN2.O1 £XW TNAEPUWVOU | XpnOIPOTIOI
TNV YVWHN OIKTUWV | KOIVWVIK WV xpnoteg ora | IN3.Xprjoue [ pdoBaacn oTa Aow Ta
AMwv oTov OIKTUWV KOIVWVIKG S oto Internet,| kKolvwvikd | Kolvwvikd
XPNOTWV TOUPIOUO oTov IN1.H OikTua oToV | TTAnpogopie| éxwTtnv | dikTua oTov|dikTUO OTOV
BeAtiwovel | evioxlel TNV [ Toupiopd | emkoivwvia | Toupiopd S Tdon va TOUpIOWO | TOUpPIOUO
TNV amown |TPOowTTIKA |  evioxUel oTa QAVTATIOK PiV | avapTwvral | XpnaoipoTrol | gival évag yia va
TWV GMwV Kal TOoUug KOIVWVIK& ovral o€ oTta wTa KOAGG TIPOYPOAUHO
oTo KOIVWVIKT] [KOIVwVIKOUG| BiKTUO OTOV | EPWTACEIG | KOIVWVIKA | KOIVWVIKG | TPOTIOG va Tiow TO
TTPOOWTTIO pou Hou TOUPIOHO AMwvV dikTua oTov | dikTua oTo | TTEpdow Tov| €mOpevo
Jou. SIKTUWOoN. | deopoug. | eival dueon.| xpnotwv. | Toupiopd. | Toupiopd. | xpdvo pou. | pou Tagidl.
Spearman's rho COGN1.Ta Kolvwvikd dikTua oTOoV Correlation Coefficient 148 157 019 435" 221" 580" 195" 164" 536"
TOUPIOHG EVIOXGOUV TIC WWGEIS HOU . [Sig . (2-tailed) 067 052 819 000 006 000 015 042 000
OXETIKA PE auTS TTOU WAaXVW.
N 154 154 154 154 154 154 154 154 154
COGN2.Ta KoIVwviK & SiKTUa GTov Correlation Coefficient 128 208" ,066 4207 303" 558" 294" 217" 606"
Toupiopd pe fonBouv va Taipvw 0pBECTSig (2-tailed) 113 010 415 000 000 000 000 007 000
QAYOPACOTIKEG OTTOPATEIG.
N 154 154 154 154 154 154 154 154 154
COGNS3.Ta Kolvwvikd dikTua oToV Correlation Coefficient 187" 256" 128 443" 219" 575" 239" 079 583"
ToupIop6 pe fonBouv va aglomoid  Isig (2-tailed) 020 001 114 000 006 000 003 330 000
KOAUTEPQ TQ XPrHATA POU.
N 154 154 154 154 154 154 154 154 154
HED1.Mepvaw euxdpiora 10 Xpévo Correlation Coefficient 271" 389" 373" 299" 166" 290" 291" 567" 355"
HOU XPOIHOTIOIOVIAS TA KOIMWVKG  [Sig (2-tailed) ,001 ,000 ,000 ,000 ,039 ,000 ,000 ,000 ,000
OiKTUQ OTOV TOUPIOWO.
N 154 154 154 154 154 154 154 154 154
HED2.H XpAon Twv KOIVWVIK GV Correlation Coefficient 359" 423" 4127 3337 268" 299" 325" 5127 405"
SIKTUWV OTOV TOUPIOHO HE . .
OVTOUPIGHO Sig. (2-tailed) 000 000 000 000 001 000 000 000 000
wuxaywyoUv Kal pou divouv
epebiopara. N 154 154 154 154 154 154 154 154 154
HED3.H xprion Twv KOIVWVIK WV Correlation Coefficient 321" 373" 393" 279" 255" 195 287" 506" 3407
SIKTUWV OTOV TOUPIOUO HOU TTPOKAAE : :
B PIOHO HOU TIP Sig. (2-tailed) ,000 ,000 ,000 ,000 ,001 015 ,000 ,000 ,000
guxapioTnon Kai dl0oK£daon.
N 154 154 154 154 154 154 154 154 154




INT2.H

OUUUETOXNA
HED3.H Hou oTn
Xpnon Twv Slapépewo
HED1.Mepv| HED2.H | kovwvikv n améyewv
COGN1.Ta | COGN2.Ta | COGN3.Ta aw xpnon Twv | dIKTOwv INT1.H aTta INT3.To va
KOIVWVIKA | KOIVWVIKA | KOIVWVIKG | euxdpioTa | KOIVWVIKWV aTov OUMHETOXN | KOIVWVIKG | MTTOPW va
OikTua oTov| dikTua oToV|dikTUQ GTOV| TO XPOVO OIKTOWV TOUPIOHO oTta SikTua yia | emmnpedlw
TOUPIOUO | TOUPIOPOS UE|TOUPIOUO HE Hou aTov Hou KOIVWVIK& TOoV TNV YVWHN
evioxUouv | BonBoUlv va | BonBouv va | xpnoipoTrol [Toupiopd pe| TpokaAei [dikTua oTov| TOoupIouS | TWV AMwWY
TIG YWWOEIG TTaipvw agioTToIw wvTag 1o [ wuxaywyou | euxapiotno | Toupiopd | evioxUel TNV | XpnNOTWv
HOU OXETIKG opBég KOAITEPA TA | KOIVWVIKA | VKOl pou n kai evioxUouv | aglomoTia [ pou divel
HE auTo TTOU |ayopaoTIKEG| XprpaTa  |dikTua oTov divouv  [dlaokédaon |tnvaiodbnon| pou/To |IKavotoino
Wpaxvw. | armo@doceig. Jou. TOUpPIoUO. |epebiouara. . TOU OVIKEIV. | KUPOG POU. n.
Spearman'’s rho INT1.H ouppeToxr 0Ta KOIVWVIKA Correlation Coefficient 138 270" 219" 494" 555" 513" 1,000 620" 512"
GiKTUG OTOV TOUPIOKG EVNIOXUOLV TNV [Sig (2-tailed) 087 001 006 000 000 000 000 000
aioBnon Tou avAKEIv.
N 154 154 154 154 154 154 154 154 154
INT2:H ouppuoxr'] Mou oTn ] Correlation Coefficient 160" 221" o54™ 387" 397" 379" 620" 1,000 582"
SI0UOPOWON ATTOYEWY OTA KOIVWVIKE [ — -
SiKTUQ yia TOV TOUPIOHG evioxel Ty |19+ (2-tailed) 047 006 001 000 ,000 000 ,000 ,000
aglomaoTia pou / To KUPOG HoU.

8 H pocH N 154 154 154 154 154 154 154 154 154
INT3.To va ptropw va etmpedlw Ty |Correlation Coefficient 244" 256" 289" 237" 309" 308" 512" 582" 1,000
WD Twv GV XpNOTWV HOU BiVel[Sig_ (2-tailed) 002 001 ,000 003 000 000 ,000 ,000
IKavoTroinon.

N 154 154 154 154 154 154 154 154 154
INT4.To va utropw va T pedlw TNV Correlation Coefficient 148 128 187" 271" 3597 321" 532" 662" 715"
OUN GAWVY XpNOTWV BeATIWVEL TV " "
Woun xen P . n Sig. (2-tailed) ,067 113 ,020 ,001 ,000 ,000 ,000 ,000 ,000
amoywn Twv GAMwv 0TO TIPOCWTTO HOU.
N 154 154 154 154 154 154 154 154 154
INT5.H xprion KoIvwviK wv SIKTUWV Correlation Coefficient 157 208" 256" 389" 423" 373" 596" 656" 664"
OTOV TOUPIONO eVIOXUEI TNV TIPOCWTTIKA [& .
PIOHO EVIOXTEN TNV TP N[sig. (2-tailed) 052 010 001 000 000 000 000 000 000
Kl KOIVWVIKT Jou SIKTUwOoN.
N 154 154 154 154 154 154 154 154 154
INT6.H xprion KovwviKwv Ik TOwv Correlation Coefficient 019 066 128 373" 4127 393" 511" 599 614"
OTOV TOUPIGHO EVIOXUe! TOUg Sig. (2-tailed) 819 415 114 000 000 000 000 000 000
KOIVWVIKOUG pou deapoUg.
N 154 154 154 154 154 154 154 154 154




BEH2.Mote

UwOTI N
TAorynon
INT4.To va INT5.H uéow
MTTOPW va xpnon INT6.H BEH1.0tav| kivnToU BEH3.0a
ETTNPEALW | KOIVWVIK WV xpnon IN2.O1 3} TNAEPUWVOU | XpnOIKOTIOI
TNV YVWHN OIKTUWV | KOIVWVIKWV xpnoteg ata | IN3.Xprjoue [ TpdoBaacn oTta now Ta
AMwv aTov SIKTUWV KOIVWVIK& S oT1o Internet,| Kovwvikd | KoIvwviKG
XPNOTWV TOUPIOUO oTov IN1.H OikTua oToVv | TTAnpogopie| éxwTtnv | dikTua oTov|dikTUO OTOV
BeAtiwuvel | evioxlel TNV [ Toupioud | emkoivwvia | Toupiopd S Tdon va TOUupIoWd | TOUupIoUO
TNV amown |TPoowTtrikh |  evioxUel oTa QAVTOTIOK PiV | avapTwvral | xpnoipoTrol | gival évag yia va
TWV AMwV Kal TOUGg KOIVWVIK& ovral o€ oTta wTa KOAGG TIPOYPOAUHC
aTo KOIVWVIKR |KOIVWVIKOUG| OiKTUO OTOV [ €EPWTACEIG | KOIVWVIKA | KOIVWVIKE | TPOTIOG va Tiow TO
TTPOCWTTIO pou Hou TOUPIOPO AMwvV dikTua oTov | 8iKTUQO OTO | TTEPAOW TOV|  ETTOPEVO
pou. OIKTUWON. | deopouc. | eival dueon.| xpnotwv. | Toupiopd. | Toupiopd. | xpovo pou. | pou Tagidl.
Spearman's rho INT1.H oupperoxn oTa KOIVWVIKG Correlation Coefficient 532" 596" 511" 318" 232" 199" 400" 499" 279"
BikTUG GTOVTOUPIOHG EMOXUOLVTNY . [Sig. (2-tailed) 000 000 000 000 004 013 000 000 000
aiobnon Tou aviKelv.
N 154 154 154 154 154 154 154 154 154
INT2.H oupperoxn pou otn Correlation Coefficient 662" 656" 599" 330" 268" 253" 327" 452" 345"
OlaPOPPWON ATTOWEWY OTA KOIVWMKA  f— -
SiKTUQ yia TOV TOUPIOHG evioxel Ty |19+ (2-tailed) 000 ,000 ,000 000 001 002 000 000 000
aglomaoTia pou / To KUPOG HoU.

8 H pocH N 154 154 154 154 154 154 154 154 154
INT3.To va utropu va eTnpeddw v |Correlation Coefficient 715" 664" 614" 360" 315" 235" 326" 370" 307"
Yo Twv GMwv XpnoTav pou Bivel  [Sig (2-tailed) 000 000 000 000 000 003 000 000 000
IKavoTroinon.

N 154 154 154 154 154 154 154 154 154
INT4.To va ptropw va eTTnpeadw TNV Correlation Coefficient 1,000 784" 761" 365" 293" 221" 374" 431" 233"
OUN GAWVY XpNOTWV BeATIWVEL TV . "
Woun xen P . n Sig. (2-tailed) ,000 ,000 ,000 ,000 ,006 ,000 ,000 ,004
amoywn Twv GAMwv 0TO TIPOCWTTO HOU.
N 154 154 154 154 154 154 154 154 154
INT5.H xprion KoIvwvik v 8iIkTOwv Correlation Coefficient 784" 1,000 798" 411" 201" 225" 284" 401" 229"
OTOV TOUPIONO eVIOXUEI TNV TIPOCWTTIKA [& .
PIOHO EVIOXTEN TNV TP N[sig. (2-tailed) 000 000 000 000 005 000 000 004
Kl KOIVWVIKT Jou SIKTUwOoN.
N 154 154 154 154 154 154 154 154 154
INT6.H xprion KovwviKwv Ik TOwv Correlation Coefficient 761" 798" 1,000 365" 280" 106 265" 408" 137
OTOV TOUPIGHO EVIOXUe! TOUg Sig. (2-tailed) 000 000 000 000 193 001 000 091
KOIVWVIKOUG pou deapoUg.
N 154 154 154 154 154 154 154 154 154




INT2.H

OUUUETOXNA
HED3.H Hou oTn
Xpnon Twv Slauépewo
HED1.Mepv| HED2.H | Kolvwvikv n améyewv
COGN1.Ta | COGN2.Ta | COGN3.Ta aw xpAon Twv | SIKTUWV INT1.H oTta INT3.To va
KOIVWVIKG | KOIVWVIKA | KOIVWVIKA | euxdpioTa | KOIVWVIKWV aTov OUMHETOXN | KOIVWVIKG | PTTOPW va
dikTua oTov| dikTua oToV|dikTUa OTOV| TO XPOVO SIKTUWV TOUPIOPO oTa SikTua yia | emmnpeddw
TOUPIOUO | TOUPIOPOS UE|TOUPIOUO HE Hou oTov Hou KOIVWVIKG TOoV TNV YVWHN
evioxUouv | BonBoUlv va | BonBolv va | xpnoiyoTtrol [Toupiopd pe| TpokaAei [dikTua oTov| TOupIoUS | TWV AMwWY
TIG YWWOEIG TTaipvw agioTToIw wWvTag 1o [ puxaywyou | euxapiotno | Toupiopd | evioxUel TNV | XpNOTWV
HUOU OXETIKG opBég KOAITEPA TA| KOIVWVIKA | VKOl pou n kai evioxuouv | aglomoTia [ pou divel
ME auTo TTOU |ayopadTIKEG| XprApaTa  |dikTua oTov Oivouv  [diaokédaon |Tnvaiodnon| pou/TO | IKOVOTIOING
Wpaxvw. | armo@daceig. Jou. TOUPIoUO. |epebiouara. . TOU OVIKEIV.| KUPOG JOU. n.
Spearman's rho IN1.H emKoivwvia oTa KoIvwvik & Correlation Coefficient 435" 420" 443" 299" 333" 279" 318" 330" 360"
SikTua gTOVTOUPIOKG Eival Gpean. - [sig. (2-tailed) 000 000 000 000 000 000 000 000 000
N 154 154 154 154 154 154 154 154 154
IN2.01 xprioTeg oTa kKolvwvik @ dikTua  [Correlation Coefficient 221" 303" 219" 166" 268" 255" 232" 268" 315"
OTOVTOUPIOO QVTATIOKPIVOVTAI 08 Sig. (2-tailed) 006 000 006 039 001 001 004 001 000
£PWTAOEIG GANWV XPNOTWV. ! ! ! ! ! ! ! ! !
N 154 154 154 154 154 154 154 154 154
IN3.XpAoiueg TAnpoopieg avaptwvral|Correlation Coefficient 580" 558" 575" 290" 299" 195" 199" 253" 235"
OTG KOIMWVIKG BIKTUC OTOVTOUPIOHS. - [Sig. (2-tailed) 000 000 000 000 000 015 013 002 003
N 154 154 154 154 154 154 154 154 154
BEH1.0tav éxw mpéofaacn ato Correlation Coefficient 195" 294" 239" 201" 325" 287" 400" 327" 326"
Internet, éxw TNV TG0N VO OINOTIOIW [ -
XL TNVTAGN VA XPNOWHOTIOND fsjg (2-tailed) 015 000 003 000 000 000 000 000 000
T KOIVWVIKG SiKTua OTO TOUPIOWO.
154 154 154 154 154 154 154 154 154
BEH2.|'-|IOT€L'JUL{ 671 n TAoynon p?ow Correlation Coefficient 164" 217" 079 567" 512" 506" 499" 452" 370"
KIVNTOU TNAEQWVOU OTA KOIVWVIKG - -
SikTUC OTOV TOUPIOWG givan évac Kandg |S19- (2-tailed) 042 007 330 000 000 000 000 000 000
TPOTIOG VA TIEPAOW TOV XPOVO HOU.
poTos P Xe H N 154 154 154 154 154 154 154 154 154
BEH3.Qa xpnoiyoTolnow Ta Correlation Coefficient 536" 606" 583" 355" 405" 340" 279" 345" 307"
KOIVWVIKA BiKTUQ OTOV TOUPIOKO VIO VO [ .
) ToupIoHOV Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
TIPOYPOUHATIOW TO ETTOUEVO HOU
Tagion. N 154 154 154 154 154 154 154 154 154




BEH2.Mote

0w 6TI N
TAoAynon
INT4.To va INT5.H péow
HTTOPW VO xpnon INT6.H BEH1.0Otav| kivToU BEH3.0a
ETMNPEACW | KOIVWVIKWV xpnon IN2.01 £Xw TNAEPWVOU | xpnaoiyoTrol
TNV yVwuN SIKTUWV | KOIVWVIK WV xpnoteg ota |IN3.Xpnoiye | mpdoBaon oTa fnow Ta
AGMwvV oTov OIKTUWV KOIVWVIK & S oTto Internet,| Kovwvikd | Kolvwvika
XpnNoTwv TOUPIOUO oTov IN1.H dikTua oTov | TTAnpogopie| €xwTnv | dikTua oTov|dikTua oTOV
BeAtilovel | evioxUel TNV [ Toupiopd | emKoIvwvia | Toupioud S Tdon va TOoUupIopO | ToupIiopO
TNV Aamown | TTPoowTtrkA |  evioxUel oTta aVTaTIoK iV | avapTwvral | XpnoipoTrol | - gival évag yia va
TWV GMwWV Kal TOUG KOIVWVIK& ovral o€ oTta wTa KaAGG TTPOYPAU U
oTo KOIVWVIKR  |KOIVWVIKOUG|BiKTUO OTOV | €PWTACEIG [ KOIVWVIKA | KOIVwVIKG | TPOTTOG va Tiow TO
TTPSOWTIO uou pou TOUPIOUO aMwv OikTua gTov | dikTua OTO | TTEPdOW TOV| €TTOUEVO
Jou. OIKTUwoN. | deopolg. | eival AUeon.| XpnoTwv. [ Toupiopd. | Toupiopd. | xpovo pou. | you Tagidl.
Spearman's rho IN1.H emKoIvwvia oTa KOIVwviK G Correlation Coefficient 365" 4117 365" 1,000 498" 520" 225" 272" 4197
OIKTUC OTOVTOUPIOHG Eival GUEON.  [Sig. (2-tailed) 000 000 000 000 000 005 001 000
N 154 154 154 154 154 154 154 154 154
IN2.01 xprioTeg oTa Kolvwviké dikTua  [Correlation Coefficient 293" 201" 280" 498" 1,000 378" 221" 247" 258"
OTOV TOUPIOHO AVTATIOK PiVOVTal O€ : :
roupIoH e Sig. (2-tailed) 000 000 000 000 000 006 002 001
EPWTNOEIG AMWVY XPNOTWV.
N 154 154 154 154 154 154 154 154 154
IN3.Xprioipeg TAnpogopieg avaptwvral |Correlation Coefficient 221" 225" 106 520" 378" 1,000 393" 238" 625"
OTO KOIMWIKG BiKTUG OTOVTOUPIOKS. [Sig. (2-tailed) 006 005 193 000 000 000 003 000
N 154 154 154 154 154 154 154 154 154
BEH1.Otav éxw TTpéofacn oTo Correlation Coefficient 374" 284" 265" 225" 221" 393" 1,000 572" 386"
Internet, éxw TNV Td0N VO OIMOTIOIW [ :
XWTVTAGN VA XPNOIOTION® T (2-tailed) 000 000 001 005 006 000 000 000
TA KOIVWVIKA JiKTUO OTO TOUPIOHO.
154 154 154 154 154 154 154 154 154
BEH2.|’-|IOTEL'JU{ 611 n TTAoryNoN p%ow Correlation Coefficient 4317 401" 408" 272" 247" 238" 572" 1,000 302"
KIVNTOU TNAEQWVOU OTA KOIVWVIKA : -
SiKTUG OTOV TOUPIoHG sivar évag kandg |o19- (2-tailed) ,000 ,000 ,000 ,001 ,002 ,003 ,000 ,000
TPOTIOG VO TTEPACW TOV XPOVO HOU.
pamas e Xpovo N 154 154 154 154 154 154 154 154 154
BEH3.0a xpnoipotoijow 1a Correlation Coefficient 233" 229" 137 419" 258" 625" 386" 302" 1,000
KOIVWVIKG SiKTUQ OTOV TOUPIOHO YIa VA [ :
) TOUPIOHOVIANG [5ig . (2-tailed) 004 004 091 000 001 000 000 000
TIPOYPANHATIOW TO ETTOUEVO POU
Tagiol. N 154 154 154 154 154 154 154 154 154




