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ii)[IEPIAHYH

H mpokeipevn dwatpiPn e€etdlel Tov yneuoko HETAGYNUATIGHO TOV UIKPOUEGOIWV EMLYEIPNCEDV
Kol TNV €MOPOCT TOV GTNV KOTAVOAMTIKY CLUUTEPIPOPE otV €moyn Twv Mécwv Kowmvikng
ATO®ONG, HE EULPAOT) OTOV KAAOO TOV QaPUOKEIOD Kot apetnpio TNV TEPiodo TG movonuiog
Covid-19.H onoia,Aeitovpynoe oG KataAHTNng YnNeuoKOV aAloymv, Emttayhvovtos tnv vtobétnon
YNOLIKOV EPYOAEIMV,NAEKTPOVIKOV KOVOADV TAOANGCNS KOl VEOV HOPPAOV ETKOVOVIOG LE TOVG
KOTOVOAWOTES. ZTO TANIG10 aVTO,avadelkvieTan ott 0 PM dev apopd povo tn Pedtictomoinon tov
VOLOCTAUEVOV AEITOLPYIOV OAAN Kol TNV €i0000 o€ VEEC ayopéc,0mmw¢ To social commerce
EVIGYVOVTOG TNV AVTOY®OVICTIKOTNTA Kol TN Plocipudtnta tov enyepnoewv. Ot nyéteg tov MuE
opeidovy va £yovv EekdBapo dpapla Yo To TMG 1) TEXVOLOYiM Uopel va eVioyboEL TNV emtyeipnon
Kot vo. TpomBodv 1060 TNV KOVATOUpa aArlayfg 0G0 Kol TIG KovoToueg onuovpyies.H épevva
axoAovOel pewtn pebodoroyikn Tpocyyion,cuvovalovTag TOGOTIKY £PEVVO LECH AEKTPOVIKO
EPOTNUATOAOYIOVL G YLVOIKES KOTOVOAMTPLEG KOl TOLOTIKN £PELVO HECH GUVEVTEVENG OE
eoppokonord. Ta eupApate ATOKAADTTOUY OTL 1 YNPLOKN Topovsia pag entyeipnong Bewpeitan
KPIoUN,00T0G0 1 EMOTNUOVIKY 0&lOTIoTIO, 1) OPAVELDL KOl 1 EUTIOTOCUVI] TOPUUEVOLV
KaBOploTIKOL  TOPAYOVTEC OTIG OYOPOOTIKEG OMOPACELS, 10imG o€ mPpoidvto Vvyelag Kot
OTC.Zvoumepacpotikd, 1 ovAKOUYN Kot O HETACYNUATIOUOS OTO UETATOVONUIKO TePBAALov
kaBopilovv 1N BEom TOV KPOUEGOI®MVY EMYEIPHCEDV GTO OAOEVA KOL TTLO OVTOYOVICTIKO YN OLoKO

OlKOGUG TN O

Aé&Eerg kKrewwd: Pnookog Metaoynuotiopos, Méoca Kowovikng Awktdmong, Katavalotikn

Svumeprpopd, Mikpopeoaieg Emyeipnoeig, Social-Commerce.



ABSTRACT

This dissertation examines the digital transformation of small and medium-sized enterprises
(SMEs) and its impact on consumer behavior in the era of social media, with particular emphasis
on the pharmacy sector and with the COVID-19 pandemic as a starting point. The pandemic acted
as a catalyst for digital change, accelerating the adoption of digital tools, online sales channels,
and new forms of communication with consumers. Within this context, the study highlights that
digital transformation does not only concern the optimization of existing operations, but also entry
into new markets, such as social commerce, thereby enhancing business competitiveness and
sustainability. SME leaders are required to have a clear vision of how technology can strengthen
their businesses and to promote both a culture of change and innovative practices.The research
follows a mixed-methods approach, combining quantitative research through an online
questionnaire addressed to female consumers and qualitative research through an interview with a
pharmacist. The findings reveal that a company’s digital presence is considered essential; however,
scientific credibility, transparency, and trust remain decisive factors in purchasing decisions,
particularly with regard to health-related and OTC products. In conclusion, recovery and
transformation in the post-pandemic environment play a determining role in shaping the position

of SMEs within an increasingly competitive digital ecosystem.
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