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XHMANTIKOTHTA - XKOIIOX - ATAPOPQXH EPTAXIAX

Y KOOGS TNS ATAOUATIKIG EPYAGLOS ELVAL 1] AVAAVGY TS PN OGS KUL TNG ETLOPACS TOV
Social Media otnv KaOnquepvoTNTA €EVOS TALOLOV GYOALKNG KUl TPOGYOALKNS NALKIAC.
AvT0 gmTVyYdveETOL nEGO OO OVO EVOTNTES:

1) T Brpiroypa@ikn avackonmnon - Ocopntiko vrofadpo (Kepdraro 2)
2) To gpeovnTikO pépog mpmToyeEVOUS £pevvag (Kepdiaro 3)

B To movyvidt 6TV ahdve Kot TNV dvA ToV
R gyolsiov, £xEl peTopEPOEl otV SIKOVA £VOG
¢ smartphone 1] gvog tablet.

= % Ta AeVKONOTO 6TO TETPASLA £YOVV Yivel

. «ONUOCKOTN G GE «LGTOPLES).

2 O Tapéeg TOOLOV 67O TAPKA £YOVV

" NETaTPOTEL 6€ ONUOIKES GV TNGELS EVTOC

= _tav Social Media.

Ta Social Media aroteAoUv avarndéomaoTto KOMUATL TS KaBnUepLVOTNTOS
TWV aLSLWV, W €K TOUTOU Kpivetal avaykaia n diepelivnon autol Tou
KOWWVLKOU TAEOV DaLVOUEVOU.



XPHXH KAI EIIIAPAXEIX TQN SOCIAL MEDIA XTA ITAIAIA (1/5)

v'H ypiion tov Social Media cival pro amo Tig 10 KOLVES SPUGTPLOTNTES TMOV GNUEPLVDV

naot®@v (Choi and Lewallen, 2018).
v'Ta smartphones ivatl o1 6V6KEVEG TOV TO TALOLA (PN GLROTOLOVY GVYVOTEPN Ko.ONuEPIVG. H

LOL0KTN GO TOV KIVIITOV 6VGKEVAV avéadveTal paydaia (Ilaykdooprog Opyavionog Yyeiog,
2016).

Tl 6UWG T XPNGLUOTOLOUY;

m—-

rerresansasasasasas ;; v T ouveyr emowwvia pe Toug
: : dioug Toug Méow edappoywv porig Bivteo, 6nwc to Skype, Viber i to FaceTime

Ma arnootoAl] pnvupdtwy péow T epappoywy, omwe to WhatsApp

vzzz=z=z=z

/ Mo vo EVIUEPWVOVTOL CUVEXWE YLa TO TL cUupBaiver
otnv opdda twv pilwv toug

~==zz=zn

VT va potpaotov uAké Siaokédaonc, aAld ko mpocwrikd Bivteo i pwroypadieg mou
Furopean Commission, 2016 Gy etiZovtan pe Tig Spactnpétntéc Toug (r.x. va Seifouv T aydpacav dtav ékavav Povia)
oto Instagram ko to Snapchat

v AOYyW TNG EVEPYOU CUUMUETOXAG TWV YOVEWV oTa KOWWVLIKA péoa (Choi and Lewallen, 2018)

Z€ UePLKEC meputTwoelS To awdl avalapBavel tnv npwtofoulia kat, péow PLUNTKNG cupnepldopdc, SnHOoLEVEL
Xwplc kpttikr} oTo AoyapLlaopo Tou KOWWVLKOU Siktiou Tou yovéa Stddopes ELKOVEC TOU EXEL APEL
(oupmep\apBavopEVWV TWV EQUTWV).

Elvow evéLadépov Ot oe opLopEve TEPUTTWOELC 0 Yoveag To Oewpel we Pndraxr| wavdétnta (Chaudron et al., 2018).



XPHXH KAI EIIIAPAXEIX TQN SOCIAL MEDIA XTA ITAIAIA (2/5)

vyl <€ Em&pdaag >  {rmvog
(Reld Chassiakos et al., 2016)
l.5l.w'|:l.l(6ﬂ]'|:a l ¢ l Katdehulm
naxvoapkia EULOTEUTIKOTNTA
rpooo)i] ko pdénon

€xOeon oe avakpBéc, akat@A\AnAo i) un achaléc ReEPLEXOUEVO

Emwbpaoeic ouyxvineg xpnnong smartphone

(Hosokawa and Katsura, 2018)

-ueiwon kowwvikic aAAnAenidpaonc ue tnv owkoyevela/ diloug

+aU€nNon KOWWVIKNC QIOUOVIWONC

ZuvaloOnuatika / cupunepidopikd rpoBAnuorta



XPHXH KAI EIIIAPAXEIX TQN SOCIAL MEDIA XTA ITAIAIA (3/5)

H ypfion tov Social Media oyetileton Gueoa pe tov vmvo evog tandiod (Woods & Scott, 2016).

H avénpévn dudpketa mg Exbeong tov pécov palikig EVMUEPOONG KaL 1) Tapovsia piag mAsdpacng,
VIoAoYloT 1| KtviTiig GVOKEVNG otV Kpefatokdpapa oty Tpdun todikn nAkia Eyovv cvoyetiotel pe
AMyotepa Aemtd vvov avd dwvoktépevon (Cespedes et al., 2014).

Kakn oiétnra Umvou
(Alfano et al., 2009)

v’ XOUNAR QUTOEKTIMNGN
v ayxog
v KaTaOAiyn

H ypnion 1ov Social Media oto kpePdtt, 0dnyel o pikpdtepn ddpkelo VTVOV VO TO AyY0G OTL dEV
OCUVOEOVTOL PE KOWVOVIKA PESO, KaBLoTA SVOKOAN TNV AmOIECUEVOT] A0 TV KOIWVAOVIKT)
aAAnAeridpaon kot v yoAdpwon rpiv Tov vvo (Woods & Scott, 2016).

H ypnfion tov Social Media propei va ennpedoet v mopaymyn HEAATOVIVIG LECO THS YNOLOKTG
£x0eomng otnv 006vn katd v katdkAion (Cain & Gradisar, 2010).



XPHXH KAI EIITAPAXEIX TQN SOCIAL MEDIA XTA ITAIAIA (4/5)

"Evag av&avopevog apifpoc tadidv arcbaverar doynua 6tav dev propodv va eivar cuvaedepévor
o710 d1dikTLO, YEYOVOS TToV PIopEl va £xel apvnTikd avtiktumo otnv evnuepia tovg (OOZA, 2018).

@ Girls feeling bad if not connected

# Boys feeling bad if not connected

Extreme Internet users

40
30
20
10



KYPIOI KINAYNOI XPHXHYX TQN SOCIAL MEDIA XTHN ITAIAIKH HAIKIA

EOwopnog
Cyberbullying
Sexting
Grooming

Kata0hwn
Anpoocievoeis 7ov 00 pETEVIOGOVY
REALOVTIKG

UH ynoewki] 6uvoesinot)To. £(EL KATUGTI|GEL TO TULOLY TLO TPOSITA HEGM TOV TPOPiA TV Social
Media kot T@v on-line TayViId1OV Kot ETTPETEL 6TOVS TUPOPATES VA EIVOL GVAOVOIOL - HELOVOVTUS
TOV KivOUV0 TOVTOTOIN GG Kol OIMENS TOVS 060 GVTOL O1EVPVVOLY TA OIKTLE TOVS Kol avEGvoY T
képon Tovg (Unicef, 2017).
UTo rardrd sivon extedenévo og dvvntikda empropéc mepreyopevo, To omoio nmwopei va
onuovpynosl Edption, dyyos 1 emOetikotTnTa (EUrostat, 2017).
UH £x0gon o€ adkoOA 1] yp116N KOAVOD 1] 6€ EMKIVOUVES 6EE0VOMKES GUUTEPLPOPES HEGO® TOV
Social Media cvvésetar pe v évapén avtov Tov coumeprpopdv (Reid Chassiakos, 2016).

UTa mo1o1d cvyvé otpié@ovror Tp@Te 6TOVS CVURAONTES TOVS 6TOV AVTIHETOAILOVY KIVODVOLS
6TO OL00IKTVO, KUOIGTOVTOG IO OVGKOLO YU TOVS YOVEIS va Ta Ttpostatevsovy (Unicef, 2017).



TEXNOAOI'TA - SOCIAL MEDIA & AEILY (1/2)

Nevpofroroyiki owotapayn] TNS TELOIKNS NAKIOG KOl YopaKTIpileTOl OTO:
Anpocelia, YreprivnrikoTnto ko Ilapopuntikotnro.

Noyw tng vevpoBroAoyikng ¢puvong tng dtatapaxng, oL VEEG TEXVOAOYLIEG: NAEKTPOVIKOI UTTOAOYIOTEG,
smartphone,tablet
EAkUOUV TOUG Hadntég pe AENY péoa anod: e1k6veg,0cUpBoAa,évrova Xpwpara (Shuenn & Cheung, 2008)

Yrdpxet Otk cuoXEtion, atrttwdng cuvadela kat aAAnAenidpacn petaf tng AEMY Kot tou €BLopov oto
Stadiktuo kat ota Social Media (Wang et al., 2017, Weiss et al., 2011,Yen et al., 2009,Andreassen et al.,
2016).

Ta cupntwpata tng AENY euvoolv tnv avénon tng npoBAnpatikig xpiong twv Social Media kot
npoPBAEnovv Oetikd tnv €0otikn XprRon tou Facebook (Settani et al., 2018).H peiwon tng aicOnon tng
nAnéng, kaBiotd ta atopa pe AENMY eOiopéva oto Awadiktuo no evkoAa (Wang et al., 2017)

v Ta rtodid pe AEMY xpnotpomnotoUv TG VEEG TeEXVoAloyieg (mavw armd OAa smartphones) o cuxva ano
nawdLa xwpeic AENY (Scalisi et al., 2018)
v'H ouxvi Xpicn KVNTWV CUCKEUWV XWPIi¢ EKMOLEEVUTIKO MEPLEXOUEVO Eival TOavo va oxetiletal He
npoBAnuata cupnepipopac otnv rtadikn nAkia (Hosokawa and Katsura, 2018).

LJOL cuxVvEC OXAROELG IO TIC CUOCKEVEC (TT.X. OUVEXELC ELGOMOLACGELS LNVURATWY, SNUOCLEVCELG,
NPOOKANOELG K.ATL.) EVOEXETAL VA SLatapagouv TNV avantuén tTnE IPoooxXng Kol TwV S£ELOTATWV OpYyAVWONG
(APA, 2018).

UH noAAanAn Stadpacn pHe MOLKIAEG EMIAOYEC Kol SpAOTNPLOTNTEG OV TPEXOUV AHECA Kal Tautoxpova (
multitasking) eivat emlApia yia ta tawdid pe AEMY Adyw tng unepPoALkic dtéyepong mov npokaAel (Wang
et al., 2017 ).

MapoAo mov e§akoAouBoUv va undapxouv eVaAAAKTLKEG EENYNOELG, N XPon cuyxpovwv YndLakwv pécwv
Oa pnopovoe va dtadpapatioel KAnoto poAo otnv avantuén cupuntwpdatwy tng AENY (Ra et al., 2018).



TEXNOAOI'TA - SOCIAL MEDIA & AEILY (2/2)
Mmopouv oL WndLakEC oVUOKEVEC va tpoKaAEoouv AENY;

H rapouca peAétn dnpooieudnke oto emotnuovikoé évrumo JAMA (Journal of the American Medical Association) kai
dIEPEUVA TIG ETITITWOEIS TWV UTTOAOYIOTWY, TwV smartphone kai Twyv tablet o€ cuptrepipopég o oxetifovran pe T AENY.
lNpayuaromoin@nke amé v larpiknc 2xoAns Keck rou lMavemarnuiou tn¢ Nériagc KaAipopvia

v Agiypa 2.600 padntwv Nupvaciov mou dev eixav AEMY otnv apxr thS MEAETNG
*‘NapakoAovOnocav toug epriBoug Kot TouG £8vav Eva epWTNHATOAGYLO/6 MAVEG yLa 2 Xpovia.
*EpwTtAONKOV OXETLKA ME TO MOCO CUXVA CUMMETEIXOV O 14 PndLakég Spaotnplotntes (Onwg n amooctoAn
HNVUpATWY, n Xprnon social media, n napakoAovOnon Bivteo Kal n akpoOaon LOUGLKNAG).
*AfLOAOYyNnoavV TOUG LOONTEG XPNOLUOTIOLWVTOG VA TUTIOTIOLNUEVO EPWTNHATOAOGYLO Yo cupmTwata AEMY,
CUUMEPLAAUBOAVOUEVWV EVVEQ CUUNMTWHATWY TO KaBéva yia anpooedia KoL UMEPKLVNTLKOTNTA.

*OL HaONTEG pE €€L | MEPLOCOTEPO CUMMTWHOTO OE OMOLASATIOTE KATRYyopia UTtOAoyioTNKAV WG EXOVTES
cupntwpata AEMY, Baocel Twv Kpltnpiwv mov opilel To ALayVWOTLKO Kot ZTATLOTLKO Eyxelpidio Wuxikwv
Awatapaxwv (DSM-5).

O édnBotL mou Atav xpRoteg UPnNARG ocuxvoTtnTaC ATOV MEPLOGOTEPO Ao dU0o PopEg
no navo va avantuéovv cupuntwpata AEMY ano toug eprifoug mov dev
Xpnowponoinoav Kopia nAatdoppa HEcwv HE puOuo vPnAng ocuxvotntag.

H peAétn dev onpaivel kat’ avaykn otL ta Yndlakd péoa eival Evoxa - Sev anodeLKvUEeL TNV aLttiwdn
ocuvadela - Bplokel pla Evwon.

H peAétn dev Seiyvel 60tL OAa ta madLa Kwvduvevouv va avantuéouv npoBAnpata, UNtAPXEL TOAVWE Eva
uno-8eiypa maldiwv mov eival o evaAwta.

(NPR, 2018 Ra et al., 2018)



2YI'XPONEX YHOIAKEX ATAOHMIXEIYX KAI ITAIAI (1/4)

21a Social Media

* Yrapyer akpiféotepn otéyevon pe oyeTIkd yopunrAotepo k0610g (Aslam and Karjaluoto, 2017)
* Emtpénetol mpofoir] OLa@NUIGEDV YOPIS TEPLOPLONO GE GYE0T TOPUOOGLOKAE NEGA OTTMOS 1
tnieodpoon (m.y aAkoOA, Torydpa K.o.) (Reid Chassiakos et al., 2016)

*To @dopa Tov akpoatnpiov TOV dwePNuice®v givar evpv (Wan et al.,2017)

* Xperwadletar yopnrog npovmoroyiopnog papketivyk (Cervellon and Galipienzo, 2015)

Ta wod1d £(ovv TEPLOPLOUEVT] KATAVONGT] TOV T ELVOL HAPKETIVYK. AEV
avayvopilovy TAVTOTE T TEPLEYOUEVE TOV HAPKETIVYK KOL OEV ELVAUL KOT 'avVAYKY)
Kava va 1o otokpivovy (European Commission, 2016).

2OVOTTTIKG, N PLAroypa@io vTOOEIKVUEL TPELS NAIKLOKES OLAOES TOLOLOV:

1. Katm and 7 eTOV «TEPLOPLONEVOL ETECEPYUOTTESH
2. 7-11 etV «EMECEPYUOTESH
3. IIave amo 12 eTOV «oTPaTNYIKOL ETECEPYUOTESH

(European Commission, 2016)

EKTOG amnod tnv nAwkia, evtoniotnkav Kot AAAoOL TAPAYOVIEG IOV UIOPOUV Va EMNPEACOUV TNV

eneepyaocio TOU EUNOPLKOU MEPLEXOUEVOU AMO NaLdLd, OMWG N ocuvalocOnuatikn aviidpaon
(European Commission, 2016).



2YI'XPONEX YHOIAKEX ATAOHMIXEIX KAI ITAIAI (2/4)

O1 video bloggers (vloggers) Tou Youtube 1Tou cuykevrpwvouv XIAIA0eG BaupaoTEG
Xpnoigotroiouvtal we “influencers” AOyw Tou TEIOTIKOU ATTOTEAEOUATOC TTOU NTTOPOUV vda
EXOUV Ol aToWeIC TOUC OTO aKpodarnpio Touc¢ (Berryman and Kavka, 2017).

Ta maidia ava@épouv OTI EUTTICTEUOVTAI TIC OUCTAOEIC TwV vlioggers mEPICOOTEPO ATTO TNV
amrevBsiacg diapnuion piag papkac (Childwise, 2016). H Bswpia tn¢ KOIVWVIKAS Hanong
ouuowva e rov Bandura (2001) umroornpilel 611 n mporiunon Twyv maidiwyv yid éva XapakKrTipa
auvéavelr Tnv mlavornrTa va piunOegi tn 5paocn Tou xapakrnpd.

Aatraveg yia Tn diapnipion o€ TaIdid Taykoopiwg atrod 1o 2012 éwg 10 2021 (o€
dioekaTtoppupla doAdpia HIA) (Statista, 2019)
3.4 3.4 3.4

3 = 3.3 3.5 3.5 3 2

L]

@ Digital W MNon-digital
Ano 1o ypadnua cupunepaiveTal n av§avOREV ONHOAVTLKOTNTA TNG CUYKEKPLUEVNG NALKLAKNAG OpAdag yia tnv ayopdad.



XYI'XPONEX YHOIAKEX ATAOHMIXEIX KAI ITAIAI (3/4)

TO NAEKTPOVIKO HAPKETIVYK Oa UTTOPOUOCE VA EMNPEACEI THV TPOCANYN

TPOPNGS KAl T OTAOCN TWV MAISIWV ATTEVAVTI OTIC JIAPNUIJ{ONEVES HAPKES
(European Commission, 2016).

oavOuyIEIvA TPO@IMO - YAUKA - GAKOOA
"H dratpodiki cuumnepldopd Twv nmaltdlwv ennpealetol amno StadnULOTIKA LNVUUOTO TTOU
npowBoUv avOuyLelvad TPODLUA. (Folkvort and Van “t Riet, 2018).

"H €kBeon twv maldlwv oe dtadnuioelg pe avOuyLelva tpodLpa Kot YAUKA cuvOEeTal
adlapdlofritnta pe to UTEPBOALKO BAPOC KAl TNV MAXUoOPKia.

=01 peAe€teg delyvouv ocuvnBwce tnv EAAeLdn 1 tnv MARpn anovoia dtadnpuicswv mpowdnong
dpoUTWV N AAXOVLKWV (Powell et al., 2013b, Whalen et al., 2017).

=01 gpeuvnTéCG OV e€etdlouv LotooeAidec pe brands tpodipwyv dlaniotwoav OTL
npooavatoAilovtal mpog ta maldld Kol cuxva mpowboulv avOuylewvd nmpoidovta e SUVOULKES Kol
T[ELGTLKE'C TEXVLKéq (Maykooutog Opyaviopog Yyeiag, 2016).

"H €kBeon Twv vEwv oto Social Media Marketing €xeL anodewxBel otL oxetiletal pe enikivbuveg
OUMTIEPLPOPEC OTIWG N KATAVAAWON AAKOOA (Baldwin et al., 2018).

*"Mapd TOUG EPLOPLOMOUG YLa TNV TpooTacia TNG veoAaiag Kal Twv maldlwyv anod tnv €kBeon oe dladnuioelg
aAKOOA, KarmvoU Kol poplyouvavag o€ mopadoolakéG MAATHOPUEC LECWV EVNUEPWONG, OTIWG N ThAEOpAON,
UTtAPXEL avnouxia yia to Babuo otov omoio oL véol ektiBevtal otnv mpowOnon autwyv Twv oucLwv ota Social
Media (Reid Chassiakos et al., 2016).



NOMOGOETIKO ITAAIXIO

2115 29 Avyovotov tov 2019 ynoiotnke and 1o eAAnviko kotvofovio o Nouog 4624/2019 - Apyn
[Ipoctaciog Aedouévmv Ilpocomnikod Xapaktipa, petpa epappoyne tov Kavoviepov (EE) 2016/679 tov
Evponaikod Kotvofoviiov kat tov ZvpupovAiov e 27ng Ampiiiov 2016 yia tnv mpoctacio TV UGIKOV
TPOCOT®V EVOVTL TNG ENEEEPYAGINS OEOOUEVOV TPOCMTIKOV YOPAKTIPO KOl EVOOUATMON 6TNV €0VvIKN
vouoBeoia e Oomyiag (EE) 2016/680 tov Evponaikod Kotvofoviiov kat tov ZvpufovAiov e 27m¢
Ampidiov 2016 kol dAlec dratdcerc.

Appo 21 - Nouog 4624/2019 - Zuykatadson avnAikou

1. H eneepyaocia dedopévwv npocwrnikol xapaktipa avnAikov, katd tnv mtpoodopa
UTINPECLWYV TNG Kowwviog Twv Anpodoplwyv anevdeiag o avtov, eival cUVVoun, pOcov o
OVAALKOC EXEL CUMMANPWOEL TO 150 £T0G TNG NALKLOC TOU KOl TTAPEXEL TN CUYKATAOEDH TOU.

2. Edv o aviAwkog eival katw Twv 15 eTtwv n eneepyacia tng mapaypadou 1 eivat cdvvopun
HOVO LETA TNV MAPOXN CUYKATAOEONG TOU VOOV QVTILITPOCWIOU TOU.

«lepattépw, pe tnv mapaypao 2 tidetatl n tpoBAsyn otL n eneéepyacia SeSO0UEVWY TPOCWTTLKOU XAPAKTHPO
avnAikou Katw twv 13 eTwv, 010 MAaioLo MPooYopdac untnpeciac otnv Kowvwvia tn¢ tAnpoopioac arsvdeiac
o€ auToV (A.x. n Kata ta avwtépw dnuioupyia Aoyaplacuov ano avAALKO O UMtNPECIA KOLVWVLKAG
Oiktowonc), dev givat emtpentn. »

(Lawspot, 2019)




EPEYNHTIKO MEPOX — ITPQTOI'ENHX EPEYNA

*YKOTOGITNGFEPELVOG

*EpEVVITIKOIEPYAAELD
EPOTNLATONOYIOV

*A10OIKOGTO!




Tavrétntoe Epevvag

H épeuva npaypatonotlOnke tov NoEuBpro tov 2019 kat EAafav pépog 113 padntég Snuoociwv AnHOTLKWY
ZxoAeiwv otnv otnv nepipepeLlakn evotnta Oscoalovikng. To dsiypa eixe katavourn 65% o€ naldia nov
KOLTOLKOUV O€ aOTLKA TtepLoXN Kal 35% o€ maldLd mou KAToLKOUV O€ aypOoTLKN TTEPLOXN.

2xoméc TG 'Epevvag

H &iepelivnon tng xpniong Kat tng enidépaong twv Social Media otnv mawdiki nAkia. Ztoxog eival va
avaAuBel kat va kataypodel n oxéon mov €xeL to nadi pe ta Social Media wg xpRotng avtwv. OL
OEMATIKEG EVOTNTEC KAl OL EPWTNOEL SNULoVpPyROnKav e yvwpova to Oswpntiké untofabdpo.

EpgovnTikoé epyaiseio

‘EVTUno epWTNUATOAGYLO TO OTTOL0 CUUTANPWONKE aTtd TouG Hadntec.
To epwWTNMATOAOYLO TIEPLEIXE 24 EpWTNOELG KAELOTOU KOL AVOLXTOU TUTIOU, SLIOALKEG, EPWTAOELG KALLOLKOLG
Likert, epwtioelg moAAanAng emtAoyng KaBwg Kot SUo dnpoypadLlKEG EPWTNOELG.

cAopu1) EpOTNHATOLOYIOV

To epwTNUATOAOYLO amoTeAEiTAL OO ENTA BAOCLKEC OEUATLKEG EVOTNTEG
Anpoypadikd oo eia Xprion GUOKEUWV Foveig ko Social Media Xpnon Social Media Kivbuvol | | Awadnpioetg

H cupgpeToxX oTnV £€pEguva ATAV TTPOAIPETIKE. Ta EPWTNHATOASYIA ATAV TTPOCWTTIKA KOl CUMTTAnPpWONnKayv
avWwVUpa evw 860nkav akpifeig €ENYNOCEIC YIAa TNV KABE epwTnon SEXWPIOTA. ZNTAONKE a1rd TOUG HABNTEG Va
ATTAVTAOOUV JE AaTTOAUTN EIAIKPIVEIO XWPig va Bewpoouv 611 KATTola atrdvTnon 0a eKAn@oei wg AdBog | wg
owoTH evWw ATAV EAEUBEpa av eKPpdaoouv otroladntroTe atropia. H Trapddoon Twv epWTNUATOAOYiIWV OTOUG

HOONTEG TTPpAYHATOTIOINONKE PE TN BOoNRBgIa TWV SACKAAWY TOUG OTNV ApX TNG EKTTAISEUTIKAG WPAG KAl O
XPpOvog cuutrApwong dev {emépaoe Ta 10 AerTd. H Kataxwpnon, n €meiepyaoia Kal n avaAuon 6Awv Twv

oedopévwy £yive JeE TR XPAON TOU OTATIOTIKOU Trpoypdupartog IBM SPSS Statistics 20 amré 1o omroio
TTPOEKUYPAYV Ol TiIVAOKEG CUXVOTATWYV - ATTOTEAECHATWYV TNG £€peuvag. OI TTiVOKESG KAl TA YPAQAMATA TG
TTapouCiaong amoTeAeoudTWY dnuioupyROnkav Ye Tnv Xpron tou SPSS kail tou Excel.




IHopovciacn OXOTEAECUATOV EPEVVOC

AnuoypawiKkd oTol)Ela THNE EPEUVAS

OYAD

4 Hayop H |_ERn
*Ayopia 50,4% kepre Ry
*Kopitowa 49,6%

*9etwv 25,7%
10 eTwv 38%
11 etwv 36,3%

Ze TTola nAKia XpnoIKoTToINGES TTPWTN QOpPd KIVATO, TAUTTAET, NAEKTPOVIKS

To 52'21% UTTOAOYICTA 1 laptop; ‘Eyxeig social media;
SnAwveL 6TL |
EXEL ' To 77,87% twv
XPNOLUOTIOLNOEL = nadLwy éxouv
Ml EK TV o] (32,74%) A
avad)spo?.svwv i : XPNGLULOTOLOUV
GUOK:U('OV O€ (45,13%) ta Social
nAwia | Media
MIKPOTEPN TWV
7 eTWV

04 ypovwy  oto Nnmaywyeio oTo AnyoTiké Agv Bupdpo KonaoTod T youdy ou



IHapovoiacn axoteleopdTmv £pguvag

Katoxn mpo@iA ota Social Media. OeTIkKéG ATTAVTAOEIS avd
@UAO Kal nAikia 9 eTwv.

Ta maidid nAIKiag 9 eTwv aveEapTATWS QUAOU BpiokovTal
uwnAGTEPQ TOU HEOOU OpoU OTNV KaToXN TTPOo@iA Social Media.
Edw TTpétrel va onueiwBei Eavd, OTI TO EMITPETTTO OpIO
nAiKiag dnuioupyiag mpo@iAh ota Social Media oTn Xwpa pag
eival Ta 15 étn (ammd 1a 13 €Tn pévo peTd TNV TTAPOXN

OUYKATABEONG TOU VOUIPMOU QVTITTPOCWTTOU TOU avnAikou).

Noto/a social media xels 1 xpnowpomnoLeic;

45,00%

38,80%

40,00%

35,00%

30,00%
25,00%

20,00%

18,60%

15,00% -

10,00% -

5,00% -

0,00% -
Facebhook

Instagram

Youtube

Twitter

Snapchat

TikTok  AAAo (Viber,

Messenger,
Twitch)

Percent

Méoec wpeg TV NUEpA agyoAcical e Ta social media;

40

309

207

107

5,036

| | | |
KabBohou Mixpi 1 wpa Miyp1 2 wpeg 3 pe 4 wpsg

Kuplapxn amavtnon eivat to Youtube evw otn Alota
Bplokotav Kat To Pinterest to omoto &v xpnolpomnolei
Kaveva maldl. EKTO¢ amo tnv eupeilo EMLKPATNON TOU
Youtube, onuavtikd evpnua €lval To TOCOCTA TOU
TikTok mov sudaviotnke otigc Iwég pag to 2017 kot
daivetal nwg £xeL dLelodVOEL TNV KABNUeEPLVOTNTA
Twv madlwv. OL mpwteg U0 eMLAOYEG TWV MALSLWV
Aownov, oxetilovtal pe epaAPUOYEC AVATIAPAYWYAG
Bivteo kaL povotkng. To Instagram Seiyxvel Suvauikn
KoL Bploketal otnv tpitn O€on Kal TOAU KOVTA OTN
Seutepn evw Eemepva kaBapa to Facebook.



IHapovoiacn axoteleopdTmv £pguvag

Anpo@iAf} Social Media TTou Xpnoipotroiouv Ta TTaIdId avd

@UAo Kal nAikia 9 eTwv

ZUvolo Ayopt Kopitot 9 €TWV

Facebook 11,5% 13,1% 10% 15,5%
OSEET I 16,5% 15,6% 17,5% 16,6%
Youtube 38,8% 39,3% 38,3% 31%
Twitter 1,2% 1,6% 0,8% -
Snapchat 6,7% 6,5% 6,7% 9,5%
TikTok 18,6% 14,1% 23,3% 25%
ANo 6,7% 9,8% 3,4% 2,4%

Percent

ATTO TTOIA CUCKEUR XPNCIMOTTOIEIC TTERPICCOTEPO TA social media;

50

S0

40—

30

20—

10—

TraBEpd HiY

Laptop

Tahlet

Smartphone

Smart TV

mA¢ileL va onpelwBel 0TL TOo YopnAotepo
nocooto to Facebook (10%) to AappBaveL ano
TO Kopitola evw To XaUNAOTEPO MOCOOTO TO
Instagram (15,6%) to AapBaveL ota ayopla

Xpon smartphone avda @uUAo Kal nAiKia 9 eTwv

Kopttol 9 eTWV

61,4%

20volo Ayopt

57,7% 51,8%

86,2%

To CUMTEPOAOHA ATIO TLC ATIOLVTOELG
elval oTL Ta madia nAwkiac 9 etwv
XpPNoLpomnoLovv ta Smartphone katd
Stevupupévn mAsoPndia.



IIapovoiact aXOTEAECRATOV EPEVVAS

Av £xeLG 61k6 gou Tpodid, To SNnpLoUPYNoEG HOVOG oOU 1) Ue "Eyovv Baler o1 yoveic cov kamola 6pra 61N %p1jcn TeV social media;
TN oUYKATABEDN TWV yoviIwyY Gou;

M Movog pou

H Me ) ouykatdBeon Twv yoviwy pou

M NAI HOXI
AvnouxnTiké utTopEi va KpIBei To amroTéAeopa d10TI £va MBavd va uttdpxel KATTola ouvoeon TOU
OTa TTEVTE TTAIOIA ONPIOUPYNOE TTPOYIA O KATTOIO ATTOTEAECPATOG AUTOU PE TO ATTOTEAEC A
Social Media xwpi¢ Tnv ocuykatdbeon Twv yovéwV Tou, TTponyoupevng epwtnong 6tmou 10 20% Twv
ME OTTOIOUG KIVOUVOUG UTTOPEI va eAAOXEUEI QUTH N TTaIdIWV aTTAvTnoE OTI TO €XEl ONUIOUPYACEN ATTO
TTPOKTIKN (TTEpav Tou 0TI Oev gival ouvvoun). MOVO TOU.

OETIKA AMAVTNON oTa YOVLKA opLa ava ¢puUAo

Ayopt | Kopitol ‘
52,2% | 97,5% |

. MAAIg 1 KopiTtol atrdvrTnoe «OXI» € AUTA TNV EPWTNON, EVW TTEPITTIOU TA HICA ayéplia SNAWVOUV TTWG
0ev Toug éxouv emiBANnOei 6pia oTn XpRon Twv Social Media ek pépoOug TWV yovIWV TOUG.



IHapovoiacn axoteleopdTmv £pguvag

EGiouég - ESGprnon ané ro AiadixTuo

MOoEg NUEPEG UMOPEIG VAL ALVTESELS XWPIS

owad i-KtUO; Mok kaha-Aev Eyw npdflnua
3+npEPEC Kada
2 NUEPEC Metpia 40,7
Inpuépa EkveupLopd- Avaotdrwen 24,8

Kapla npépa

Mokl aoynua m

Mw¢ viwbeig otav dev pmopeic va ouvdebeic oo diadikTuo;

0 10 20 30 40

H mAgioyneia Twv TTaidi1wv dnAwvel 0TI HTTOpPEi va avtéSel Epwtnon kAipakag Likert . H péon Tipf twv anavinoswy

amroé 2 nuépeg Kal Tavw (63,8%), 1 nuépa ptropei va avrégel eivan 3,017.
Xwpig d1adikTuo T0 26,5% evw Kapia nuépa 10 9,7%. ««KaAd» kai « MoAU kaAd - Agv éxw TPOBANpa», 27,5%
«EKveupiopo - Avactatwon» Kal «[MoAvU doxnua»,31,9%

0 5 10 15 20 25 30 35

Mepitrou éva 1/10 Traudid £€xe1 Tadon €0iocpol oto d1adikTuo.

O1 aTTavTAo eI KATASEIKVUOUV MIO AaVNOUXNTIKA TAon €§4pTNONG TWV TTaIdIWV a1rd 1o d1adiKTUO, EVW
OTTWG TTAPOUCIACTNKE KAl VWPIiTEPA, cUP@wva pe Tov OOZA (2018), au§dveTal cuveXwg o apiBu6g Twv
TAIdIWV TTou aloBdveTal doxnua étav dev pmropouv va ouvdeBouv oTo S10diKTUO, YEYOVOG TTOU UTTOpPEi

va £XE1 APVNTIKO AVTIKTUTIO OTNHV EUNMUEPIA TOUG.

] ST B a anlL — —an S B S Ee

30



IIapovoiact aXOTEAECRATOV EPEVVAS

AKPpWG avnouxnTiko
Exelc anodexOei 1 akoAovBRoeL KAmOLOV £iVF:xl f oy £nv OV)((')ré - EXELS polpaoTel OAD mPoowikG UAIKO We
ayvworto; TEPIOCHTEPA TG T kdmotov ota social media;
MIod TTaidid nAikiag 9
eTwV (57,1%) €xouv
atrodex0ei N
akKoAouBnoel Katroiov M NAI HOXI
H NAI EOXI dyvwoTo ota Social
Media
Ayopi Kopitoi 9 eTWYV -
Ayopi KopiTol 9 eTwWV
41% 21% 57,1%
H i Py 23,2% 5,2% 38%
- - : IKiad TwV 9 eTWV
Exelg deL C‘CKC‘('I.'C\'.A.N]AO m.:ptexouevo ota n g g MapaTtnpoupe 6TI To TTOGOTTS TTOU
social media: KaTaAauBavel éva . g -
! UYPNnAS TTOC0OTS AapBdaver n karnyopia 9 eTwv (38%)
mpoBOARC gival akpIBwg 1O id10 TTOCOOTO PE TNV
akaTdAAnAou TTPONYOUMEVN EPWTNON , iICWG VA
HNAI HOXI MEPIEXONEVOU UTTAPXEl pla oUvVdEoN.
(38%).

|4
Ayopi Kopitoi 9 eTWV KDW@ @W@ ]
46,4% 1,7% 38%




IHapovoiact aXOTEAECPATOV EPEVVAS

Zuvbéeoal oto Sladiktuo amod to KpeParL cou
TPV KON BElg;

HNAI HOXI
Ayoépr KopiTol 9 eTWV
46,4% 56,1% 86,2%

To anotéAeopa KpIvETAL AVNOUXNTLKO, SLOTL
oG SELYVEL OTL UTTAPXEL EKTETOUEVN XPNON
ToU SLadkTUoU aKpLBwWG tpLv Tov Unvo. AUTO
EVOEXETAL VO EMNPEACEL CNHUOVTLKA TRV
TLOLOTNTA KOlL TOV XPOVO TOU UTIVOU TWV
TaLtdLwv Kot vo eTilpEPeL EMLIAMULEG
ETUNTWOELG.

NIV

Exelg puwoel mote dtadiktuoko ekdoPLopd
(cyberbullying) eoU A kamolog pilog i ywwotog cou;

B NAI

mOXI

Asv yvwpilw Tt elvat o
Sladiktvakog ekdofLopog
(cyberbullying)

0 ot0)X0¢ TNG EpWTNONG Elvarl dittog. Adevog va oUupe nooa maldid
éxouv néoeL Oupa Cyberbullying ta 6o | KAMOLO ATOMO OTO KOVTILVO
ToUug ePLBAAAOV KoL apETEPOU VoL EAEYEOUME TO MOOCOOTO TWV
nadLwyv tou dev yvwpilouv Tt eival o SLadiktuakog ekpoBLONAG.

To 5,3% tou cuvoAou Twv nadLwyv SNAwoe Mwe ExeL MEoeL OUpa
Cyberbullying to 610 ] KAmoLo¢ 6To 0TEVO TOU MePLBaAAov. Av
TIPOLY LOLTOTIOLHCOULE QLVOLYyWYI] HOVOV WG P0G ALUTOUG IOV IOV
€xouv N xpnotponotovv Social Media to mocooto avfavetal cto
6,81%. To 66,7% Twv nadLwv nov £xouv nécel Oupa Cyberbullying
€xeL 81k0 tou mpodil ota Social Media evw 1o 33,3% auvtwv
XPNOLUOTOLEL TWV YOVLWYV TOU. YILapXEL Kal £va 8% mou ev yvwpilel
tov 0po “Cyberbullying”.




IIapovoiact aXOTEAECRATOV EPEVVAS

Aﬂé ﬂ'ﬂl\’) I“Kl”’l I]MK((I 0(1 ﬂpéﬂﬂ va. Ka‘rappiqlonus m Ig éxeL napevoyAoeL kanolog ota social media;
GULVEION01] TOV Ta1d100 TO PV0O TS EVOVVRIGS 6TO "
o1adikTvo, Oa Tpéner va Tov drddEovpue 6T1 01 id101
KOVOVES KaA]G CUUTEPLPOPAS TOV 1OYVOVY OTIV

NAI EOXI
RPEYRATIK (01N 100oVV Kot 6T0 S10diKTVO Kot O TpéEner
VO, TOV EVOVVORAOGOoVUE TO aicOnpa TS vrevbuvoTnTog
6tav Bpiokeran online (Richards et al., 2015).
EKéd)TEUul v HEMOUTlKﬁ cOoU ¢ﬁun npw Ymapyxel éva 3% 1ou dnAwvel o011 £€X&l TEOEI
) ) , s ) 0Upa rapevéoxAnong ota Social Media,
dnuoaoievoelc pwroypadia, Bivieo n KEPEVO; WOTGO0 N CUVTPITITIKY TAEIOYN@ia TWV
TaIdIwV dNAwoe TTwg dev éxel TEoel OUpa
60 . mTapeEVOXAnong. .
50 - ' , , '
To 54% oké@TeTal TN HEAAOVTIKA TOU
40 @AUN TPIV dnUooIEUoEl PWTOYpAPia,
30 - Bivreo | keipevo ora Social Media, To
20 | 25,7% 6x1 evw 10 20,3% Bewpei 6T
HTTOPEI avd TTdoa oTIYPA va Siaypayel
10 4 TO TEPIEXOHEVO KAI VA PNV ETTNPEACTEI N
0 - | @nAun Tou.
NAI oxI Mropw ovét téoo oTLypn . ’
va to SLaypadw kot va
’ ' (4
unV ennpeactei n driun K @
oo VU@L




IHopovciacn OXOTEAECUATOV EPEVVOC

Motov cupBouleveaat yia ta social media;

60,00% s2xedov 1 ota 2 madia (50,5%)

50,00% d&ev MPOTLUA TIC CUMPBOUAEC amo
49,50% TOUC YOVEL(C.

40,00% -
U **To 32,4% twv madlwv delyvel
000 32,40% npotipnon o ¢pidouc Kat
oUHHaBONTEC.

20,00% -

| **To 14,4% o€ peyaAutepo
adepdo n Eadepdo.

loveig Oihoug/Iuppabnrés  Meyahitepo abepdo Kavévav
[ =abdepdo

10,00% -

0,00% -

ZNMOVTLKO £lvall oL YOVELG KoL oL EKTIALSEUTLKOL va elval o€ B€on va ekmaltdsloouv Kal va
NPOELSOMOLO0UV cWOoTA Ta nmatdid yia toug ntbavoug kwvduvouc (Richards et al., 2015).




IHopovciacn OXOTEAECUATOV EPEVVOC

TLkAvelg mo ocuxva ota social media;

25,00%

20,00% 20,80%

20,10%

15,00%

10,00%

5,00%
0,00%
Zoppetéxw oe Mailw mayvidia  Avepalw BAénw Bivieo AkoUOw pouowkny Evnuepwvopal MapakoAouBw
OUOaBLKES dwroypadiegn ylo ta VEa npodiA
ou{NTAOELG Bivteo dLaonuwv
petady
cuppaOntwy

ko pidwv




IHapovciaon anoTELECUATOV EPEVVOC

Aoyol xpiong Social Media ava ¢pUAo kat nAwkia 9 etwv

20voAo AyoplL Kopitol 9 eTWV
FUMMUETEXW OE OPASLKEG CUTNTNOELG 20,8% 18,3% 23,3% 29,2%
HETAEL ocuppadntwyv kot PiAwv

Nailw mawvidia 20,4% 24,5% 16,2% 21,3%

AveBalw dwroypadieg i Bivteo 9,3% 8,2% 10,4% 14,6%
BAénw Bivteo 22,4% 27,7% 16,9% 14,6%

AKOUW MOUOLKN 20,1% 17% 23,5% 15,8%

EvNHEpWVOMAL YLO TA VEQ 3,1% 2,5% 3,9% -
NapakoAouvBw npodil Staocnpwyv 3,8% 1,8% 5,8% 4,5%
AyopLa Kopitowa 9 eTWV

«BAéTrw Bivreo» 27,7%
«MNaidw Toxvidia» 24,5%
CZUMMETEXW OE OHOdIKEG oudNTAOEIG
METASU cuppadnTwy Kal @iAwv» 18,3%

-—

«AkoUw pouoiki» 23,5%
«ZUMMHETEXW OE OHOdIKEG OUNTAOEIG
METASU cuppadnTWV Kal QiAwv» 23,3%
«BAéTTw Bivreo» 16,9%

——

-—

«ZUMMETEXW O€ OMOdIKEG OULNTHOEIG

METAEU cuppaBNTWYV Kal QiAwv» 29,2%
«Naidw maxvidia» 21,3%
«AkoUw pouciki» 15,8%




IIapovoiact aXOTEAECRATOV EPEVVAS

Unopicaxeg Aicenuiceig

Ot dladnpioeic tpodipwv nou oov epdavilovral ato
Facebook, Youtube, Instagram nepiéyouv
NEPLOCOTENO:

16,50%

83,50%

M Yyiewegtpode (my. dpolta, Aayavikd, oTiTiko $paynto)

M AvBuyiewvectpodec (my. ovak, yAukd, avaukTika)

Exettoxe va deig Sladnuton mou mepLeyeL
aAkooAoU)o moto oto Facebook, Youtube,
Instagram,;

27,30%

" ENAI  HOXI
72,30%

To anotéAeopa eival §ekabapo: Ta maLdLa oTiLg
Stapnuioeig mov toug epdpavifovral ota Social
Media BAémouv MePLOOOTEPOCG AVOUYLELVEG
tPpodEG (83,5%) amo OtL uyLELVEG TpOdES
(16,5%)

To anmotéAeopa KPLVETAL AVNOUXNTLKO S10TL N

€kOeon o€ AAKOOA péow Twv PndLlakwv Kat

KOLWVWVLKWV LECWV CUVSEETAL LE TNV Evapén

avtwv twv cupuneplpopwv (Reid Chassiakos,
2016).




IIapovoiact aXOTEAECRATOV EPEVVAS
Unopicaxeg Aicenuiceig

OQa ayopaleg KATL TOU 00U OLPECEL HECA QMO
M Stapnpion oto Facebook il to Instagram;

45,10%
54,90% M NAl HEOXI

np

Oa ayopaleg KATL TTOU COU OPETEL KL TO
owOei évag diaonpog ywa to Instagram i to
Youtube (influencer);

M NAI HOXI
40,60%

50,40%

Oa ayopaleg Eva npoiov nou dwadnpiletal oto
ayoannpévo cov online oy vidl mov nailelc;

M NAI = OXI
46,90%

53,10%

OL anavtioelg «Naw» Twv notdtwv givot

KOTA OELPAL:

54,9% - Ayopd péocw dtadnulong oto

Facebo

ok q To Instagram

50,4% - Ayopd péow mpowBnong amno

influen

46,9% - Ayopd pEow online game

cer oto Youtube/Instagram.




IHapovoiaon axoteleopdTov Epevvag
Uneiaxeg Aicaenuicosig

ZUYKPLTLKOC tivakac npoBsong ayopadg ava ¢pUAo Kat nAkia 9 etwv

Ayopt

Oa ayopaleg KATL Mov cou apéoel péoa and pia Stapriuion oto Facebook | to 33,5%
Instagram;

Oa ayopaleg KATL TOU 00U apPECEL KoL To MPpowOei évag Sitdonpog yia to Instagram i 42,8%
to Youtube (influencer);

Oa aydpalec éva npoidv mou Stadnpiletat oto ayannuévo cou online mawyvidi mov 6%

nailew;

Kopitot |9 etwv  ZYNOAO
71.4% 93,1% | 54,9%
56,1% 82,7% 50,4%
28% 72,4% 46,9%

v'H nAwkia twv 9 etwv daivetor va €xel tnv uPpnAdtepn pOOeon yLa ayopd Kol OTLE TPELS KATNYOPLEC Kot
Bpiloketal oAU vPnAdtepa amnod tov HEco 6po. To uPnAdtepo mocooto (93,1% - oxedov 6Aol) mpotibetal va
ayopacouv péow pLa dtadrpioncg oto Facebook/Instagram, evw to xapnAotepo nmocooto (72,4% to omolio
Bploketal TOAU TILO MAVW ATtO TOV PECO 0p0) KaTaAapuBAveL n mpobeon ayopdg evtog online game.

v AfileL va onpELWOEL OTL UTIAPXEL CUOYETLON TWV OMOTEAEOUATWY HE TO OEWpPNTIKO HEPOC OToU oL
Andreassen et al. (2016) avadépouv mw¢ oL Avtpeg eival o mBavo va e0lotolv oto online video gaming,
EVW OL YUVALKEG Teivouv va avamntuooouv €0Lotiki xprnon Social Media, ypamtwyv pNVUHATWY Kol

NAEKTPOVLKWV QYOpPWV.



IHopovciacn OXOTEAECUATOV EPEVVOC

Kivduvol - AutoadioAoynon

15,00%

M EXeL EMUMTWOELS

M Agv €XEL EMUTTWOELG

85,00%

ApVNTIKA AMAVTINON € EMMTWOELS ava ¢UAO0 Kat nAkia 9 eTwv

Ayopi || KopiTol |l 9 eTwV |l
21,4% |8,8% (- [

Ta nadtd tng nAkiag 9 etwv dRAwoav OAa OtL £€XoUV TOUAAXLOTOV Mia enminmtwon and tn Aliota novu
TOUG TEONKE. AV alvaAOYLOTOUME OTL SUOKOAX £€va AATOMO TIAPASEXETAL KATTOLO OLPVNTLKN EMIMTWON
(méoo paAAov éva natdi), T0te ioWG TOL TOCOCTA TWV APVNTLKWYV EMLMTWOEWV VA ELvall OTNV
npaypatikotnta Alyo peyaAltepa.

I | ——eyepl I



IHapovoiaoct anoTeleoRETOV EpEVVAS

Kivduvol - AutoadioAoynon

AKoAouOoUV ta AnMoTEAECHATA HE AVOYWYN WG TTPOG TO Selypa Mou SNAWOE MW EXEL EMLMTWOELG.

Molec SUCAPECTEC EMUMTWOELS TILOTEVELS OTL EXELS AOYW TNC

gevaoXOoAnong ocovu Ue ta social media; T ———

avtiAapuBavetal OtL n
evaoxoAnon pe ta Social Media

Awadiktuakog ekdoBLopoc (cyberbullying) h 1,70% TOUC aMOGT& MOAUTLHEG WPES

| SwaBacpatog Kot matxvidiol pe

toug ¢piloug Toug, evw gival Kat o

EGwopog oe kamowo ayvidt  to dwadiktuo 7,50% Aéyoc yia va Statapaxfoidv ot
- OX€OELG LE TNV OLKOYEVELA KOl
. . toug ¢piloug. A§ileL va onpelwBel
AloOnpa povagLag 6,40%

otL untapxetL éva 7,5% nou

| napadéxetal nwe eival eOopévo
SLadiktuo evw to Cyberbullying

eival umapkto (ne cuxvotnta 6

NapapeAnon TNg MPOCWIILKNAG LOU UYLELVIG 8,10% naldid).
ZWHOTIKA CUMIMTWHaTa(r.X. mpopAnpata ota patia) _ 15,90%
Awyotepeqwpeg mayvidlov pe toug piloug _ 18,80%
Awatapaxn oxeoswv pe pLAoOUG N OLKOYEVELQ _ 13,60%
Meiwon oxoAwngenidoong _ 19,10%
. . . .

0,00% 5,00% 10,00% 15,00% 20,00% 25,00%




Hapovoiacn anotelecpdrov £pevvag

Kivdouvol - AutoagioAoynon

Ayopt Kopitol 9 eTwv
Meiwon oxoAwkng enidoong 19.6% 18,6% 24.1%
Awatapoayn oxéoswv pe piloug N olKoyEveLa 15,4% 11,8% 17,4%
Ayotepeg wPeG maLyvidlov pe toug dpidoug 17,2% 20.3% 18,4%
ZWHOATLKA CUPRTWHATA(T.X. TPoBARHATA OTA pHATLA) 14,9% 17% 16%
NapapéAnon TnG MPOCWTILKNAG KOV UYLELVAG 6,5% 9,6% 6,8%
ZuvaltoOnuata OAiYng 9,1% 8,6% 5,8%
AicOnua povagLag 7,2% 5,6% 5,8%
EOLond¢ o€ kamoLo nayvidi ) to dtadiktuo 8,9% 6,2% 4,8%
Awadiktuakog ekpoBLopdg (Cyberbullying) 1,2% 2,3% 1%
[ 4 14 14
AyopLa Koptltowa 9 eTwvV
1. «Msiwon oxoAkng enidoong» - 19,6% 1. «Awyotepeg WPEG MaALXVLSLOU HE TOUG 1. «Msgiwon oxoAwkng enidoong» - 24,1%
2. AlyOTEpPEG WPEG MALXVLELOU UE TOUG ¢iloug» - 20,3% 2. «AYOTEPEC WPEG TTALXVLELOU UE TOUG
diloug» - 17,2% 2. «Meiwon oxoAwkng enidoong» - 18,6% diloug» - 18,4%
3. «Awatapaxn oxéoewv pe ¢piloug 3. «IWMATLKA cupunTWpata (T.X. 3. «Alatapaxn oxéocewv pe ¢pilougn

olKoyEéveLa» - 15,4% npoBAnpata ota patia)» - 17 % olkoyévela» - 17,4%

- - - - W W w ~— — v — L — e w
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