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TNV TTLYLOKN LOV EPYACia.
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HEPIAHYH

Yxomdg ¢ Epevvag mov Ba akolovdnoet eivan va avalnmbovv TAnpopopieg yio v
Katnyopia v afANTdV Kot To CLYKEKPLUEVO TOV TOS0GPALPIGTAOV, Y10l VO,
avaxkoAlvebet av eivorl amoteleopatikd to Aeyopevo influencer marketing oe avti v
Katnyopia wpoidviwv otnv Kompo. [To cvuykekpipéva Ba dovpue av to influencer
marketing eivai évag amd Toug KHprovg Aoyovg mov ot Kvmpilot avrpeg KatavalmTég
poPaivouv 6e GLYKEKPIUEVEG AYOPEG TOOOGPALPIKOD POLYLIGLOV, OAAL Kol TTO101 AAAOL
TopAyovTeG TOVG EmNPedlovy Yia va Tpofodve GE CLYKEKPULEVES AYOPES KO OTTOPACELG

OGOV QPOPA CLTI TNV KATNYOPio TPOIOVTMV.

Axoun Ba dodpe pésa amd o dedopéva Kal T TANPoeopieg mov Ba cuALeyBoHV av To
WOM(word of mouth) kot 1o eWOM(electronic word of mouth) ennpedlovv Tovg
avdpeg Katovorotég otnv Kompo 010 va mdpovv cuykekpiuéveg amopdoelg 6to Tt Ha
ayOpPAGOLY GTNV KATNYOPio TOL TOS0GEUPIKOD POVYIGHOV. MEca amd TIG AmOVTOELS
nov mpape arod to 101 epopatordyla mov pog andvinoay anokieictnko Kompiot
GvopeC KATOVAAMTEG TOSOCPUIPLKOD POVYLIGLOV, TO TPOLE KOl TO. OVOUADGOLE GE
eninedo otatioTikng onpavrikotrag 0.05% pe v Bondeia tov mpoypdupatog SPSS

Y vo oV UE TToteg LETOPANTEG Tov BEcaple efvan ONUOVTIKES Kot TOLEG OYL.

"Etot Aowmdv, Pyaivel to amotérecpa 1o omoio Ba amoderyBel kot péca amod to
AMOTEAECLLATO TNG £PEVLVAG GTNV GLVEXEWN OTL O GVoTdoelg PIAovV(WOW, eWOM) eivan
0 7O ONUAVTIKOG AOYOC ennpeacoD Yo Toug Komplovg dvopeg KatavaloTég Le To
influencer marketing va unv €yet yivel tovAdy1otod axoun o voovuepo 1 mapdyovrag
emnpeoacpob oy Kompo yio to cuykekpiévo medio ayopds, 6060 apopd amokieictnKo
ToVG vdpeg katovolmtés. Emiong, Ba BEcovpe kot kdmolovg GAAOVG TaPEyOVTES TOVGS
omoiovg Ba dovpe pésa amd Ta amoteAéopoTa pog av dvtwg ennpedlovv tovg Kumpiovg
GvOpES KATOVOAMTES TOS0CPAIPIKOD povyYIGHoD 1 OxL. TEAOG petd v GuAAoYN Kol
avEALGN TOV ATOTEAEGUATOV B0 TPOGTOONGOVILE VO OTTOVTHGOVIE OGO O KOAL yiveTe
TO KUPLO EPEVLVNTIKO EPATNLLA TNG TTVYIOKTG Y10 TO TOLOL TOPAYOVTIES EMNPEALOVV TOVG
Kvnpiovg dvdpeg KatavormoTtég otny oryopd TOO0GPOIPIKOD POVYLIGHOV Kol TO10G O

poLog tov influencer.
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ABSTRACT

The purpose of the research that will follow is to search for information about the
category of athletes and more specifically football players, to discover whether the so-
called influencer marketing is effective in this category of products in Cyprus. More
specifically, we will see whether influencer marketing is one of the main reasons that
Cypriot male consumers make specific purchases of football clothing, but also what
other factors influence them to make specific purchases and decisions regarding this

category of products.

We will also see through the data and information we will collect whether WOM(word
of mouth) and eWOM (electronic word of mouth) influence male consumers in Cyprus
to make specific decisions on what to buy in the category of football clothing. Through
the answers we received from the 101 questionnaires we were excluded Cypriot male
consumers of football clothing, we took them and analyzed them at a statistical
significance level of 0.05% with the help of the SPSS program to see which variables

we set are important and which are not.

So, the result comes out which we will prove through the results of our research that
friends recommendations(WOW, eWOM) are the most important reason for influencing
Cypriot male consumers with influencer marketing not yet becoming at least the number
1 influencing factor in Cyprus for this market Field, as far as I excluded male
consumers. We will also set out some other factors which we will see through our
results whether they actually affect the Cypriot male consumers of football clothing or
not. Finally, after the collection and analysis of our results, we will try to answer as well
as possible the main research question of our thesis on what factors influence the

Cypriot male consumers in the football clothing market and what the role of influencers.
Keywords:

Online shopping for football clothes; Football Influencer; Social Media for football
clothes; Influencer; WOM (word of mouth); Brand name; eWOM (electronic word of

mouth).
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