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IHEPIAHYH

H cvveyng eEEMEN Tov 51001KTHOL £XEL WG AUEGO OVTIKTLTO TO SLOPKMG AVOTTUCCOUEVO. LEGH
KOW®VIKNG JIKTV®OMNG, To. omoia. £xovv emipépel plikéc aAlayég e TOAAOVG TOWELS TNg
Kowoviag. Adapeopnro, (odpe oe o “ynmeloxny  moMteln” OTOL TPOCUETPOVVTOL
SLoEKATOUUVPLOL YPTOTEC TOV JAOIKTOOV GE TUYKOGULO EMimEd0. AvTi N 0VOdIKT TopEion Ko
onpotikdTTa TV social media ennpedletl v mayKOo U KOWV®OVia 6€ TOIKIAOVS TOEIS, Evag
€K TV 0moimV gival 1660 1 ToyKOGHULN 0G0 Kot 1] EAANVIKN ayopd. O KAGOOG TV EMLYEPNCEDV
KoL KOT €MEKTACT 0 KAAOOG TOV UAPKETIVYK €lvar Apeca cuvoedepévor e To social media ko
v Topeia avtdv. Agdopévov 01t Ta social media dtapopedvovy, ernpedlovv kot kabopilovv
TNV KOTOVOA®TIKY) GUUTEPLPOPA, ATOTEAOVV Eva IoYLPO OTTAO GTa XEPL TV EMLyEpNoemV. Ot
TEAELTALEG KOAODVTOL VO KAVOLV GMOGTY| Kot opO1| ypron avtdv, Pe oKOTo Vo ET@eABovv
TOAAOTADG amd TO TAEOVEKTILOTE TOVS KOl Vo TPO®ONGOLY TNV avamTuEn Kot TV eEEMEN
TOVG.

Yy mopovca dSmAopatiky epyocio Oa egetaoctel 0 poAog twv social media 610 TAMiGLO
avantuéng Tov pikpopecsaiov emyepnocwv. H mhstoyneia tov emysipnoewv, miéov, £xet
v1oBeoEL GTpATNYIKY HAPKETIVYK TTOL va. facileton ota social media, ATOGKOTMOVTOS GTO VoL
amokopicel TOAAATAG 0QEAN amd avtd. Tovg divetal 1 SvvaTOTNTO VoL TPOWONGOLV KATAAANA
KOl OTOTEAEGUATIKG TO TPOTOVTO KOl TIG LINPESieg Tovg. Ta péco KOVOVIKNG OIKTVMGONG
emnpedlovy QUEGH TNV KATOVOAW®TIKY] cvumeprpopd. Ot xpnoteg Umopodv HECEH OVTMOV VO
evnuepoBodv  yio véa mpoidvto. 1M Yy OVTO OV NON TOVG EVOLNPEPOVY KOl VO
TPOLYLOTOTOCOVY £PEVVA A0 TIG 0ELOAOYNGELS KOt TIG KPLTIKES GAL®V ¥pnotdv. Mmopolv va
OLUUETEYOVV GE CLINTNGELS GALDV KOTOVOADTOV, VO, AVTOAAACGOLY OTOYELS, EUTEIPIES KoL
éec. MapdAinia, ToVg TapEXETAL 1] OLVATOTNTA VO ETIKOIWVOVIIGOVV GUECH LE TIG EMLYEIPTOELG
HECM TOV ETOPIKOV TPOPIA, Voo AOGOoVV amopieg mov pmopel va €YoV Kot vo EKQPAcovY TNV
KOVOTOINGT TOLG N TN OLCOPECKEWN TOLG Yo Kdmolo mpoidv. EmumAéov, pmopodv va
TPOYLOTOTOWOOVV  £PEVVO. ayOpds €0KOAM Kol YpNyopa, €SOKOVOUMOVTOS YPOVO Kol
Bpiokovtog olkovopkoTePEG AVGELC.

Onwg etvar aviinmtd, o porog tov social media omv ovdmtuén tov pikpopesoiov
emyeipnoewv eivar avaykoios. Ta mapadociakd péca dtaenuong, Omwg n TMAEOPACT, TO
POOIOP®VO, TO TEPLOOTKA, £XOVV avTIKATASTUOEL AT TOL LEGH KOWVWOVIKNG OIKTOMOMNG, TO 0010,
&xovv amodeyfel otkovopkoTepa Kot o amoteAespatikd. H mpocoyn tov enyeipnocmv et

emkevtpmbel ota social media, pe GKOTO VA YIVOUV IO AVTOYOVIGTIKEG KOl VO LTOPEGOVY VL



avTameEEAO0VY OTIC AmoUTNTIKES AvAYKeS TNG ayopds. Exovv otpagel ot yp1iomn avtdv, Kabdg
amoTEAOVV £va, LEGO GLEON G EMAPNG KO EMKOIVOVING [LE TOVG TEAATEG, TOV TOVG EMITPENEL TNV
aAANAETIOpaON KO TN GLVOLIALL HE AVTOVG. MTopoLV va TPomBOVV OTOTEAEGLOTIKOTEPO TOL
TPOIOVTAL TOLG, VO TOPATNPOVLY TNV TOPEID TOLG OV Oyopd KOL VO GUAAEYOLV
avaTPOPOdOTNON OO T GYOMA TV TEAAT®V. MEGa amd avTi TNV AAANAETIOpOGT, dVVOVTOL
v QENCOLV TNV ONUOPIALDL TOVS, TNV AVAYVOPICILOTNTO TOL EUTOPIKOD GUOTOS TOVS, TV
TPOMOONGN KOl TNV AVIOY®OVIGTIKOTNTO TOV TPOIOVI®MV TOVG.

O\a o Topamdve dedopéva Bo eEETOTTOVY LEGM TNG £pEVVaG TOL o TpayLotomomOel, pe v
omoia 0o GLAAEEOLLE EYKLPEC TANPOPOPIES AT 1OIOKTHTEC UIKPOUECAIMV EMLYEPTCEDV KO
amo dropa mov givar vrevhuva Yo TV TPo®ONoN Hag TETooL €1d0vg emyeipnone. Me Pdon
T0 amoteléopata TG Epevvag, Ba eEayBovv Ta avtioToryo OTOTIGTIKA dE00UEVA, LE TO. OO0
0o LaPovpe onuavtikd otoryeio yio T onuacio twv social media 6to mAaiclo avanTLENG TOV

HUIKPOUECAIMV EMLYEPTGEDV.



ABSTRACT

The continuous internet development has a direct impact on the constantly expanding social
media, which has brought about radical changes in many sectors of society. Undoubtedly, we
live in a "digital state” where billions of internet users are counted worldwide. This ascending
course and popularity of social media affects the global society in various sectors, one of which
is the global and the greek market. The business sector and consequently the marketing industry
are directly connected to social media and its course. Considering that social media shapes,
influences and determines consumer behavior, it is a powerful weapon for businesses. The last
mentioned are called upon to make proper and correct use of it, in order to take full advantage
of their advantages and promote their growth and development.

In this dissertation will be examined the role of social media in the development of small and
medium sized enterprises. The majority of businesses have now adopted a social media-based
marketing strategy, aiming to reap multiple benefits from this. They are given the opportunity
to promote their products and services appropriately and effectively. Social media influences
consumer behavior directly. Users can find out about new products or those that they are
already interested in and follow up on other users’ ratings and reviews. They can participate in
discussions of other consumers, exchange views, experiences and ideas. At the same time, they
are given the opportunity to communicate directly with companies through corporate profiles,
to solve queries and to express their satisfaction or dissatisfaction of a product. In addition,
they can do market research easily and quickly, saving time and finding cheaper solutions.

As it is perceptible, the role of social media in the development of small and medium sized
enterprises is indispensable. Typical advertising media, such as television, radio, magazines,
have been replaced by social media, which have proven to be cheaper and more effective. The
focus of businesses is on social media, in order to become more competitive and able to cope
with the demanding needs of the market. They move towards it, as it constitutes a implement
for direct contact and communication with customers, allowing them to interact and converse
with them. They can promote their products more effectively, observe the market progress and
collect feedback from customer reviews. Through this interaction, they can increase their
popularity, the brand recognition, the promotion and the competitiveness of their products.
All the above data will be examined through the research that will be conducted, through which
will be collected borne out facts grounded on the opinion of small and medium sized business

owners and people who are responsible for the promotion of such a business. Based on the



