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T oké@reTan évag ypnotng 0tav pog kavel 'Like'; - part 3

‘Eypaya ota 600 mponyovueva post 6t éva 'Like' pmopet gite va unv onuaivel oyedov tinote, gite
VO OTOGKOTEL QA GTNV EVIUEPMON GYETIKA e TPOCPOPES KOl EKTTMGELS. AG dovpe UG Eovd
TOV Tivaxo.

[TpocéEte TL avaPEPEL Y10 TOVS KATOVOAMTEG TOV VYNAOTEP®V EIGOINUATOV. TNV Katnyopia avt,
uévo 10 29% matd "'Mov apécel’ TPOKEUEVOD VO TETVLYEL UIdL KOAVTEPT TIUN. XTOV YEVIKO TANBuoUd
avTiB€TmG, T0 T0c00Tod elvar 44.3%.

Reasons for Following Brands/Companies on Social
Networks According to US Affluent vs. General
Population Internet Users, by Income, Feb 2011

% of respondents in each group

Affluents  Affluents General
(S200K-5500K) (5500K+) population

|'wanted to get deals/discounts 20.4% 29.0% 41.3%
| lowe the brand and wanted 0.7% 52.3% 8B.9%
Lo follons it

I'wantad to keep up with news 31.3% 34.8% 27.5%
alyout therm

| noticed someane following 22.2% 3N0% 18.8%
the brand/company profile

The social network 21.2% 33.5% 16.1%
recommended it

An ad (print, TV, anling) led me o it 2598, 31.05% 14.8%
It was mantioned in an article 22 6%, 23.9% 12.8%
| have a professional imterast 18.9% 15.5% 10.7%
Their tweets/posts are entertaining 3.4% 7.7% 9.4%
Sowrce: The Affluence Collabarative survey conducted by NowResearch,
April 13, 2017
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Ag e TOpa 6TV aKPIPOG 0md KAT® Ypoppq TOL Tivako. TNV YPOLUY| TOL GLVOEEL TNV “arydmn”™
evog Kotavalmt) yia €vo brand pe v mbavomta vo kavel 'Like' ot cedida e Kot €dd ta
TOGOGTA O0LPOPOTOLOVVTOAL OAPKETH AVAIESO GTOVG £XOvTes Kot Un. Evd o yevikog minbuoudg Ba
deicet, péow evog 'Like', tnv vroompiEn tov og éva brand ce mocooto 36.9%, Yo ta vyNAOTEPQ
E1G00NUOTIKG GTPOUATO O aplOUOS ovTOG PTdvel To 52.3%.

H dwpopd eivor onuavtiky. Eemepvd 10 15%. ‘Exet evdopépov pdAota vo, GKEPTOVUE OTL GTO
36.9% ocvuneprrappdvovtar 6Aot. ‘Exovv cuvunoroyiotel kot ot TAoVGI0L ONAadT). Av giyaple Ko T
TOGOGTA TOV YOUUNAOTEPOV EIGOIMUATIKOV TAEEwV, AoYKA 1 WoAida Bo NTov axdun peyaAdTepn.
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BéBata, kodd vo Bupdpacte 6Tl TPOKEITAL Yo £PELVA GTNV ONOI0. Ol EPMTMOUEVOL UTOPOLV VL

dMOOVV TEPIOCOTEPEG amO pio amavtioels. [ avtd dAlmote Ko 10 4OpOIGHO TOV TOCOCTMV
Eemepva 10 100%.

EmumAéov, yvopilovpe 6T T0o Tt SNAMOVEL KATOLOG GE Ui £pguva, dev TanTi(eTan amapaitnTo pe TV
TPAYLOTIK TOL ovumeplpopd. Elvar BéPato 0tL av mapotnpovoape TG OAANAETOPACELS TMOV
ovppetacyovtov oto Facebook pe dudpopeg oeAideg, Oa damotdvape amoxiicelc. Towg Oyt
OPUPOTIKES OAAL OTOCINTOTE VIOPKTEC.

Téhog éxer vopilm onupaocio 6Tt ot gpwtBévteg eiyav va emAééovy and cuykekpiévo aplpod
ETO®V amavToE®MV. AV ETPOKELTO Y10 AVOLYXTEG EPMTNCELS OTTOV B propovoay va. GOV OToln
andvinon nlelav, icmg va siyape SOQOPETIKA ATOTELECLLATO.

Types of interactions that US New Media Users Look
for When Engaging with Companies/Brands Online,
Sep 2010

% of respondents

Offer me incentives (e.g. free products or services, coupons,
discounts)

Solve my problems/provide product or service information (e.g.,
CUsStomer service)

46'%
Solicit my feedback on products and services
9%
Entertain me (e.g., provide access to premium content)
18%

Develop new ways for me to interact with thelr brands (e.g.,
widgets, mablle applleations, enline games, contests)
24%

Market to me (e.g. banner ads, targeted ads)
21%

Source Cone, "2010 Cone Consumer New Media Stuel™ conplucted by
ORC, Oct 2, 2010
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Ot o mave emonuaveelg PEPata dev avarpovv v aéia g Epevvoc. Ovte peudvovy o Papog TV
GUUTEPUCUAT®V TNG TO, OTOi0, EUEVO TOVANYIOTOV, OV GaivovTal TOAD AoyiKd. Avtifétmg, Bempd
OTL amOTEAOVV €vay TOAD KOAO TPOcAVATOMGUO Yo TNV TTEPUITEP® Topeia pog ota social media.
Mo deiyvouv, av un Tt GAAo, OTL TPETEL VA, SLLPOPPOGOLLE TO Ttepteyduevo g Facebook Page pog
avéloyo Kol HE TO €1000MUATO TOL Kool pog. Kat avtd og minpogopia, pmopel va elval
eEAPETIKA YPNOLO.
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@ @ OEH EIMAI ANAPAITHTH TMOHPESTIRH H
N rHEen NAHPHE AHTIFRAFH

o' KEIHEHDW

QGEH EIMAI AMAPAITHTH NOHPEETIKH ENMITRENETAI H
H AOEIA H AHAFOPA MHMHI KEPLQOEROMIKH HPHIH

To keipeva avtod Tov blog yopnyovvtar pe doeto Creative Commons Attribution-NoDerivs 3.0
EAMGSa. Mmopeite va ypnopomomoete OAa to Keipevo tov blog omovonmote emboueite Ko pe
0mOl00MTOTE TPOTO OKOUN KOl Y10 EUTOPIKY] XPNOT YWPIG mponyovuevn Adsw Kot yopig v
VIOYPEWOT KATABOANG SIKOMOUATOV pE TV Tpoimdeon 0Tt Ba elval Gagng 1 avapopd TG TNYNS
Kot 0Tt 10 Keipevo Ba mapopeivel aképato, yopig xopio mpocsOnkn, oAlayn 1 cLVTOPELOT
GLUTEPTAOUPOAVOUEVNG OVTNG £0M TNG ONUEIMOTC.
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