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Evyaprotieg

®a NBera va ekepdom Tig Bepég Lov evyaploTieg oTov eMPAETOVTA KOO YT OV Yia
Vv moAVTIUN Kabodnynomn Kot v dlopkn vroompiEn tov kaf’ OAn T Sidpkeln
EKTOVNONG TNG TOPOLGOG SIMAMUATIKNG epyacioc. [diaitepeg evyapiotieg opeilm otV
OLKOYEVELNL KOl TOV GUVIPOPO OV Yo TNV KOTAVONGT, TNV LDIOUOV] KOl Tr GUVEXN
evBappLVGN OV LoV TPOCEPEPOY GE OAN TN O1APKELD. TOV 6TOVdDV [ov. Téhog Oa
NnBera va guyaploTAG® OAOLG OCOVG GUVEBOANY GTIV VAOTOINGT ATAG TNG EPELVAS,
SBéTovTog Tov ¥poOvo Kol TIG EUmELPiEG TOVG, KAOMDG 1 GLUUETOXN TOLG LANPEE
KafopIoTIKY Y10 TNV OAOKANP®GON TNG TAPOVGAS EPYOCIOS.



Iepiinyn

H mopovca dumhopotikn epyoasio egetalel v evompdtwon tng Texvntig
Nonpoovvng otn otpatnyikn Tev social media amd pKPES OIKOYEVEINKEG EMLYEPTOELG
otV EALGSa. [d1aitepr Eppaon diveton 6T aVTIMYELS, TIG TPOKTIKEG KOl TO KPLTHpLo
AMYMG amoeace®v. ZTOX0G TNG £PEVVAG VAL 1] KATAVONGT) TOV TPOTOV LLE TOV OTOT0 Ol
OLKOYEVELOKEG EMLYEPNOELS Tpooeyyilovv TN ypfion epyareimv Al otnv ynelokr Toug
emKowmvio, Kabdg kol Tov mopayoviov mov exnpedlovv v viobétmon M v
nepropiopévn a&lomoinom Tovc.

H pelétn viobetel molotikn epguvntiky wpoosyyion kot Pacileton oe mut-
dounuéveg ovvevtebEels e 1010kt TEG 1 social media managers PIKPOV OIKOYEVEIOKMV
emyepnoewv. H kxmducomoinon tov dedopévov akohovnoe pio LIKTH ETAy®YIKT Kot
TOPUYOYIKT] TPOGEYYION, OVASELKVOOVTOG (NTNHOTO TOV GYETILOVTOL LE TNV YNOLOKY
opdtTe, to cuvacOuata omévoavit otnv Teyvnty Nompoovvn kabdg kol To
avTihapPavopeva opéAT Kt o1 duckoAiieg yprione ™. Eppaon xel dobel otov poro g
aOEVTIKOTNTOG KO TNG EUTIGTOGVVNG, OTN SOUOPPMOOT) TNG E1KOVAG Tov brand, oALd
KOl OTNV EMPPOT TNG OIKOYEVEIWNKNG (UOMG TNG EMElpNong oIV EVOOUATMOON
KOVOTOULADV.

To evprpato deiyvouv 6Tt Topdtt 1 Teyvnm) Nonpoovvn avayvopiletoal g
YPNOLLO VTOGTNPIKTIKO pYOreio OTIG oTpatnyikég Tmv social media, 1 owkoyevelokn
@O TOV ETYEPNCEDY O SIEVKOADVEL TNV E1G0YMYN KUWOTOU®MV TPOKTIKOV. H
£UPAOT] OTNV S1THPNON TG TAVTOTITOS, TOV OIKOYEVELNKADV 0ELMV Kol TOL ovOpdTIvo
YOPOKTNPO TOV ETYEIPNCEDV 0ONYEL GUYVA GE EMPVAAKTIKT KoL EAEYYOLEVT] ¥PTION TNG
Teyvntig Nonuoovvne. H €pevva katadeikvoet 0Tt ta supripato evbuypoppilovror pe
v Bewpia Tov KowwvikocuvaisOnpatikov [Thovtov (SEW). Me avtdév tov 1pdmo
emPefordveror 0 pOAOG TOV N OKOVOUK®OV KWWATPOV OTI SOUOpO®CT TOV
oTpaTNYIK®V TV social media kol TNG OTAGNG TOV OIKOYEVEWK®DV ETYEPTCEDV
OTEVOVTL GTNV TE(VOAOYIKT KAVOTOLIO.



Abstract

This thesis examines the integration of Artificial Intelligence into the social
media strategy of small family businesses in Greece. Particular emphasis is given to
perceptions, practices and decision-making criteria. The aim of the research is to
understand how family businesses approach the use of Al tools in their digital
communication, as well as the factors that influence their adoption or limited use.

The study adopts a qualitative research approach and is based on semi-
structured interviews with owners or social media managers of small family businesses.
The data was analyzed using thematic analysis, highlighting issues related to digital
maturity, feelings towards Artificial Intelligence, as well as the perceived benefits and
difficulties of using it. Emphasis has been placed on the role of authenticity and trust in
shaping the brand image, as well as on the influence of the family nature of the business
on the integration of innovations.

The findings show that although Artificial Intelligence is recognized as a useful
supporting tool in social media strategies, the family nature of businesses does not
facilitate the introduction of innovative practices. The emphasis on preserving the
identity, family values, and human nature of businesses often leads to cautious and
controlled use of Al. The research demonstrates that the findings align with the theory
of Socio-Emotional Wealth (SEW). In this way, the role of non-financial incentives in
shaping social media strategies and the attitude of family businesses towards
technological innovation is confirmed.
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