2YNTOMO BIOI'PA®PIKO ZHMEIOMA

O Mwpyog Tpiavra@uAlou cival diddkTopag Tou [MavemmoTtnuiou Alyaiou Tou
TuAPaTog Aloiknong ETTixeipiccewyv. ApacTnpIOTTOIEITAl WG EKTTAIDEUTIKOG.

21 2 ZemrreuBpiou 2019 diopioTnke otov Afpo MaAefiiou wg €TITUXWY TNG
TTpokApuéng 3k/2018 Tou AZEI kal aoyoAsitar pe B€uata TOUupiIoHOU Kal
eKTTaidEUONG.

Ai1ddokel oto EAANVIKSG Meooyeiako MavermioTAMIo OTO TTPOTITUXIOKG KOl OTO
METATTITUXIAKO TOU TPRUaTOoG Aloiknong ETmixeipnocwy kai Toupiopou.

Eivar amégoitog tng AvwTtepag XTE Pédou (ue émmaivo-apiota), Tou TEI
KpATng Tunparog ToupioTikwv EmixeipRoewyv (dpiota), NG AvwTdAaTng
2xoARg Maidaywyikng KarteuBuvong (A.Z.MALTE.) (dpiota), gival ammopoITog
Tou Mavreiou MavemorTnuiou TuAuaTog Kolvwvikng TOAITIKAG, KATOXOG
METATTTUXIaKOU diImAwpatog Tou MMavemiotnpiou Alyaiou KaTteuBuvon
2X€BIQ0NOG Kal TTOAITIKI) Tou Toupiopou (Pe ETTaivo) Kai gival AIBAKTOPAG TOU
MavemoTnuiou Ailyaiou pe Béua: Wine Marketing — Influence of Wine
Packaging on Consumers‘ Decision to Purchase

Eivar  teAeidpoitog  @oitntg otn  Nopiki  ZxoAfj Tou AnMoKpiTEIOU
MavemoTnuiou Opdkng otn Kopotnvn

Moté dev utmpée @oITNTAG PE TNV KAQOOIK €vvola TOU OpouU KaBWG TTAvTa
epyadovrav kal otroudade TTapAdAAnAa.

‘Exel epyaotei amd 10 1995 0¢ Cevodoxeia aAucidwv 6TTwg otnv Grecotel,
Sbokos Hotel Group, k.&. wg f&b manager, Mpoiotduevog EAéyxou f&b,
Moi6tnTag ISO kai Mnyxavopydvwaong

Ta teAeutaia 19 xpovia dloxeTelel TO TTABOG TOU OTNV EKTTAIOEUCN €XOVTOG
TTpayuatotroifoel mavw atmo 11.500 wpeg ekmaideuong o€ dNUOOCIEG OXOAEG,
IDIWTIKEG, O OXOAEG OTO E€EWTEPIKO Kal O €VOOETTIXEIPNOIOKA OEMIVAPIQ
MEYAAWYV EUTTOPIKWV KaIl EEVODOXEIAKWV ETTIXEIPAOEWY

Emiong utmpée epyaotnpiakdg kabnyntig ota TEI Kpntng, otnv AZMAITE
HpakAgiou, otov OTEK HpakAgiou kar wg KOIVwVIOAOYoG OTO ZxOAgio
AeuTepng Eukaipiag otnv TUMooo HpakAgiou.

Ta €1n 2011-2018 utmpge dieubuvTAG oTTOUdWY IBIWTIKOU IEK
‘Exel rpayparotroijoel dIaAEEEIC — opIAieg o€ OAa Ta EmipeAnTipia TG KpATNg,

oe ekBéoeic ye TNV AvamTulokr) HpakAgiou, Tou YTroupyeiou ToupioTIKAG
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AvaTITugnG Kal TTapoucIAcelg OTO TTAQIOI0 TNG DIOOKTOPIKNG Tou dIaTPIRRG o€
Aigbvr) Zuvédpia o1o HpdkAglo, oto Dubai kai otnv KwvoTavTivouTroAn.

ApBpoypa@ei 0€ TOTTIKEG KAl KABNPEPIVEG EPNUEPIOEG OE TOUPIOTIKA TTEPIODIKA
evw €xel Bpapeutei atrd Tov MntpoTroAitn Podou kal Tov ZUAAoyo AlcuBuvTiwy
=evodoxeiwv Podou.

OuiAei apiota Tnv AyyAikn (proficiency — adeia d1daokaAiag) Kal TTOAU KaAd
Meppavikd Kail ITaAika

Eival Travrpepévog pe Tnv Eiprivn Z1patdkn, eKTTAIOEUTIKO

KOIVWVIOAOYO Kal BIEpPNVEA TNG apABIKAG YAWOOAG OTA TTPOYPANPATA TNG
Ymratng Appooteiag tou OHE. ‘Exouv 2 mmaidid tov ApIoTOTEAN Kol Tn
BikTwpia.
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AvaAuTik6 BIOTPADIKO 3HMEIOMA

Ovoparterwvupo : MNwpyog TpiavtagUuAiou
Hpepopnvia yevviAoewg : 23/02/1977

OikoyeveloKi KatdoTaon : ‘Eyyauog e 2 maidid
AieuBuvon karoikiag : AAe€avdpeiag 40

TnAépwvo : 2813009513 KivnTtoé : 6956 294 137
e-mail : triantafyllougeorge@yahoo.gr

ENATTEAMATIKH EMMEIPIA

ZemrréuPpiog 2019 — ZApepa
AARpog MaAeBigiou — YTreuBuvog oTo Npageiou Toupiopou & ATTacxoAnong
AZET 3k/2018

ATtrpiliog — ZRuepa
ExTTai®euTIKOG 010 EAANVIKG Meooyelako MNaveTTioTruio
MavemoTnUIakog YITOTPOPog
MaBApara : Aioiknon ToupiTikwy MNMpoopiopwy — F&B management, EVAAAGKTIKEG
Mopég Toupiouou

loUviog 2018 — louviog 2019
Topedpxns Toupiopou IIEK AKMH

AuyouoTtog 2011 — loUviog 2018
AicuBuvTig IIEK Kappa Studies

deBpoudpiog 2007 — TAuepa
>UuBoulog =evodoxelokwyv Eixeiproewy / EKTTaideutig

OkTWwppIog 2009 — louviog 2011
QpopioBiog Kabnyntig TEI KpAtng Tunua ToupioTikwy ETixeiprioswy.
QpouioBiog ZAE TuAigou - QpopicBiog IEK OTEK

OkTWwpp10g 2010 — Mdiog 2011
KaBnyntrig otn oxoAr Kappa Studies

Mdiog 2007 — 2012
EkmTaideutikdg ouvepyatng TMAA otnv Avwtarn ZxoAr MNaidaywyikng Kai TexVOAOYIKAG
Ekmaideuong (AZIMAITE)

louAiog 2009- ZemrTéuBpiog 2010
KtAua Maotrdarn. Ymeubuvog EkdnAwoewy & Anuociwv Zxéoewv. www.ktimapaspati.gr
AvTirpéedpog MAZIMATH A.E.

bdeBpoudpiog 2009- PeBpoudpiog 2010
Training Supervisor. (MpoioTtauevog Extraideuong) Maris Hotels. 2.500 dpeg exm/ong

ZemrréuBpiog 2005 — lavoudpiog 2007
BonBd&g Mevikou AicuBuvtn Acitoupyiag & Mpoidvtog Grecotel S.A.
Kevtpikd Ipageiou PeBuuvou
AvTikeipevo epyaciag @ Opydvwon kai emifAewn F&B dept. Twv evodoxéiwv Tng
aAuoidag

lavoudpiog 2005 — ZemrTéuBplog 2005 (12unvn cuvepyacia)
Food & Beverage Manager oto =Zevodoyxeio Grecotel Creta Sun

AvTikeigevo epyaciag . Opydvwon Aeimoupyia  €TICITIOTIKWY  TUNUATWY.  KevTpIKO
€0TIOTOPIO, 2 a la carte, 3 bar. EmiBAewn o010 KOpPAaT ayopwv . Ayopég, Ektraideuon
TTPoowTTIKOU. YTreUBuvog HACCP, MuokToviwy. AvoAUoEwY TPOYidwy, TTapakoAouBnaon
Trayiou e€0TTAIOPOU. YTTEUBUVOG TTEPIBAAAOVTIKNG opdadag, opddag IT kal opddag Kpioewv
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®defpoudpiog 2001 — lavoudpiog 2005 (12pnvn cuvepyaoia)
MpoioTauevog EAéyxou EmomoTikwy TunuaTtwy (F&B controller) oto
=evodoyeio Grecotel Agapi Beach (amd 1.1.2004 wg Agapi Beach tou opilou Sbokos
HotelGroup)
Emiong KaBAkovta Ecwtepikot EmBewpntr 1ISO 9001:2000, utrevBuvog ISO 14000,
& Mnxavopydavwong

lavoudpiog — Aekéupprog 1998
F&B manager o010 =gvodoxeio Santa Marina Mukdvou Avrikeiyevo epyaciag @ ‘Epeuva
ayopdg, dlaxeipion ayopwyv, KOoToAdynorn, dnuioupyia karaAdywv, wine list, opydvwaon
€IBIKWYV BPadiwv

louAiog— ZemrTépppiog 1997
MpakTikA doknon oto Zevodoxeio Candia Maris wg Bond6g F&B manager
AvTiKeipevo epyaaiag : Bonbog F&B manager, 8éuata peTd@pacng pevou, KOGTOAOGYNoNG,
d1d@opeg BondnTIKEG epyaaieg

Mdiog 1997
ZUppETOXA oTnNV opydvwaon AleBvoug Zuvedpiou oto Rhodes Palace otn P6do. Amphitrion
Travel

loUAlog-ZeTrTéBplog 1996

MpakTikA aoknon oto =evodoxeio Grecotel Mykonos blu wg Junior Sales Manager kai
BonBdg kpatoewv.

Avtikeipevo epvaaoiag : Kpartroeig Fidelio, Metdgppaon Mevou, =ekivnua Aegiroupyiog
Privilege Club, didg@opeg BonBnTIKEG Epyaaieg

louAiog-ZemrTéupplog 1995
MpakTikA doknon oto Eevodoxeio Atlantis. Eomiatdpio kai Mtap

ZMOYAEZ
louviog 2010 - 2018
AiddakTopag MavemmoTnuiou Alyaiou pe APIZTA
Avrikeipevo: Wine Marketing
(Influence of Wine Packaging on Consumers' Decision to Purchase)

louviog 2010
Mruxiouxog TEI KpATNG. TUARUa TOUPIGTIKWY £TIXEIPACEWY. BaBuog 8,7 APIZTA

OKT 2007- PeBpoudpiog 2009
MeTatrTuxioké oTo MavemoTtApio Alyaiou. TouplioTikr) AvaTTugn Kal ZXed1aouog
‘ETTaivog kai xpnuatikd BpaBeio 2.000 eupw Babuog 7,99

et 2005- Zemr 2009
Atrogoitog Mavteiou MavemoTtnuiou TuApa KoivwvikAg MoAITIKAG
BaBuog 7,94 Zeipd atropoitnong AeUtepog

OkT 2006- louviog 2007
Mruxiouxog AZIMAITE (AvwTtdaTn ZxoAn Maidaywyikwy ZToudwv)
Atrogoitnon oTig 12.06.2007 pe Babud 9,5 «ApioTax

1994-1997
Mruxiouxog Avwrépag Z.T.E. Pédou
Atropoitnon oTig 30.09.1997 pe oeipd emiTuyiag TTpwTn (16,54)

louAiog 1994
ATmrogoitnon amd 1o 1° Texvikd AUkelo HpakAgiou pe Babud amdéAuong 19 12/13
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http://www.informaworld.com/index/902235259.pdf

Epyaciec MeAétec 'EpguVEg

TTOU £XOUUE TTPAyHaTOTTOINOEl WG QoITNTAG MavTeiou MavemoTrpiou
AypoToupiopdg — Epeuva - Anpooisuon

Adam Smith. O TTAoUTOGg TwV EBVWV Kal 0 KaTauePIoPOG Epyaciag
MetavdoTeuon — Patoiopdog. ‘Epeuva - Anpoacisuon

Anpoypagia Tng Kpntng kai yoviuétnta. ‘Epeuva - Anuoacicuon

Maidikn epyacia — Epsuva

H trepiBaAAovTikr) TTOAITIKA Tou Afpou HpakAeiou. ‘Epguva — Anuoaicuon
H extaideuon otov AypoTiko Topéa NG KpATng. 'Epguva

EupwTraikr ‘Evwaon kai dia Biou ektraideuon otnv EAAGOa

‘Epeuva o1o Agpodpopio kal ato Aipdavi HpakAgiou

AiaTpifn

©CoNoO MWD

H Cwn kai To £€pyo Tou Avpéa AevTdkn. - QG UuTTOTPOQYOG Tou IdpUupaTog Avrpéa AevTakn

AIAAKTIKH EMIEIPIA

MoTtotroinuévog ammd EOMMEN & AAEK (1225-2472-4131-5130) AM 414807

Noéuppiog 2009- MdapTiog 2010
QpopioBiog Kabnyntg otnv Metekraideuon ZTE Kokkivn Xavi
=evodoxelakr (ZUvoAo 192 wpeg)

NoéuBpiog 2001- PeBpoudpiog 2008
QpouioBiog Kabnyntg otnv Avwtépa ExoA ToupioTikwy EmayyeAudTtwy Ay. NikoAdou
«=gvodoyxelakég Epappuoyég ag H/Y mrpoypaupa Epung, AAéEavdpog, Protely , «Word,
Excel» «ApxITekToviKA & E€omAiopdg»  2UVONO 626 WpEeg

OkTWwppI10g 2000 — 2011

QpopioBiog Kabnyntig 1ou Anu. I.LE.K. HpakAgiou

«Opydvwan Aeiroupyia Zev/xeiour, 56 wpeg - «Opydvwon Aeiroupyia EaTiatopiou» 28wpeg

«Opydvwaon Aceimoupyia Kougivagy 28 wpeg - «Mtrap - Ovoloyia» 28 wpeg

«=gvodoyxelakég Epapuoyég ae H/Y» 42 wpeg — «ToupioTikd & Agpotropikd Marketing» 70 wpeg

«Aloiknon MpoowTrikoU» 28 wpeg — « OIKOVOUIKA OTOIXEIO AEPOTTOPIKWYV ETAIPIWVY» 42 WPEG

«ToupioTikA Mewypagia» 48 wpeg, Word, Excel 42 wpeg, Case studies 112 wpeg

«MpakTikh Aoknon» 84 wpeg, Biounxavia kai Toupiopog 36 wpeg, TouploTikEG YTINPEeTieg 36 wpeg
20volo 933 wpeg

Atrpiliog 2007 - AtmrpiAiog 2010
Ouihog ITEC
Aidaokalia utrohoyioTwy yia ECDL (Word, Excel, Powerpoint, Access, Internet)
Emomng Infotest

Aeképpprog 2005- lavoudpiog 2006
QpouioBiog Kabnyntg otnv MeTektraideuan XTE PeBUuvou
ToupioTikA Mewypagia — ETrayyeApatiki Aywyr] (Z0voAo 64 wpeg)

NoéuBpiog 2002- lavoudpiog 2003
QpouiocBiog Kabnyntg otnv Metektraideuon TE - HpakAgiou
ToupioTikA Mewypagia — ETrayyeApatiki Aywyr] (Z0voAo 99 wpeg)

NoéuBpiog 2001- louviog 2002
QpopioBiog Kabnyntrg oto Global. International Education Organization
«Food & Beverage Management» 30 wpeg - «Food &Beverage operations» 30 wpeg
«Hospitality Operations» 30 wpeg - ZuvoAo 90 wpeg

2007 — 2008
KaBnyntig aTo Trinity International College
=evodoxelaka TTpoypdaupaTa uttohoyioTwy & TioAdynon ‘EAeyxog
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2ZEMINAPIA E ZENOAOXEIA

2011 — ZApepa
Evdoetmixeipnoiakda Zepivapia o€ {evodoyeia eviog kal ektog Kpnmng avw twyv 5.500 wpwv

louviog 2011
>epivapio ato TpoowTikd F&B gevodoxeiou Aquila Hotels Rithymna Beach 5*
E€utrnpéTnon, xeipiopog mapatévwy, up sales techniques

louviog 2011
Zepvapio oto TrpoowTiké F&B Eevodoxeiou Knossos Beach 4*
E€utrnpéTnon, xeipiopog mapatrévwy, up sales techniques

ZemrtéuBpiog 2010
Tpiuepo oepivépio oto TTPoowTrikO F&B Eevodoxeiou TITANIA 5* ABriva
E€utrnpéTtnon, xeipiopog rapatrévwy, up sales techniques

®e — Noépuppiog 2009
ZeMIvapIa 0To TTPOoWTTIKG Twv Eevodoxeiwv Maris Hotels wg training supervisor
2UVOAIKA dvw Twv 2.500 wpwv

louAiog 2008
2eMIvVApIo oToug epyadouévoug Tou Eevodoxeiou Sofitel Capsis atnv P6do
Oepatoloyia : Crisis management, Alaxeipion mapatmovwy, ETrayyeAyaTik cuutrepipopad.
Mpwrteg BonBeieg, MupaopdAcia

Agképpprog 2007
2eUIVAPIO OTOUG epyalouévoug Tou Eevodoxeiou Vassia Beach
Workshop. Team building - ZUvoAo 6 wpeg

louviog 2007
>epvaplo atoug epyadopévoug Tou Eevodoyeiou Sofitel Capsis otnv P6do
MwAnoeig — Ymodoxn : 10 wpeg - EoTiatopiakn : 6 wpeg
Mdiog 2007

>epIvaplo atoug epyalopévoug Tou Eevodoyeiou Grecotel Club Marine Palace
yia Aoyapiaopo Tou KEK Texvikr) EKTTaIdeuTIKN. 72 WPES

Mdiog 2007
Zepvapio o€ epyalopévoug fevodoxeiwy - KEK Texvikr) EKTTaideuTikr. 32 wpeg

Maprog 2007
AIRuEPO avoIkTd GEUIVAPIO OE TTIPOICTAPEVOUG ETTICITIOTIKWY TUNUATWY {EVOdOXEiWV
TToAUTEAEIOG. - Z0voAo 12 wpeg - KoaToAdyio — EAeyxog Movadwyv pe Baon Ta Aibvn
TPOTUTTA TOU ApEpikavikoU Mav/piou Cornell

ATtrpiliog 2007
2eUIvapIo oToug epyadouévoug Twv G-Hotels otnv XaAKISIKA.
Mupao@dAcia ato Eevodoxeio. Ocwpia & MpakTik Aoknaon. 7 WPEeg

Maprog 2007
Aiquepo ogpvdplo aToug epyadopévoug Tou Eevodoyeiou Nana Beach
2UvoAo 12 wpeg - ECuttnpétnon MeAaTtwyv — TnAepwvikr Emikoivwyvia. Workshop

Maprwog 2007

AINPEPO avoIKTO OepIvVApIo o€ UTTAAARAOUG UTTOBOXNAG evodoxeiwy.

2Uvoho 12 wpeg - E¢uttnpétnon MeAatwyv — TnAepwvikr Emikoivwvia. Workshop
Maprwog 2007

AvoikTé ogpivaplio yia Aoyapiaoud tng Aéoxng Apxidayeipwv Kpntng

Yyieivi kai Ao@aAeia Tpo@iuwv

Maprwog 2007
AIRpepo ogpIvaplo oToug epyadopévoug Tou Eevodoxeiou Knossos Beach
Tunua Opdowv. Asitoupyieg kai ETrikoivwvia Tpurjpatog Opo@okopiag.
Al0dPaCTIKG ZeUIVAPIO. ZUVOAO 8 wpeg

Page 6 of 19



Maptiog 2007
Aiquepo oepivdpio oToug epyadopévoug Tou evodoyeiou Knossos Beach
Tunua Yrodoyng . Acitoupyieg kai ETikoivwvia Turjuatog Yodoxng.
Al0dpacTIKO ZeUIVAPIO. ZUVOAO 8 wpeg

Maptiog 2007
Ainpepo ogpivaplo atoug epyadouévoug Tou Eevodoxeiou Village Heights
Workshop. Team building Z0voAo 8 wpeg

deppoudpiog 2007
ZeMIVAPIO OTOUG epyalouévoug Twy Eevodoxeiwv Pantheon Palace & Megaron
2Uvoho 12 wpeg - Fidelio ver 7.13 for Frond Office Users & Configuration Programming for
Back office Users

OkTwpplog 2006
2eIvapIo oToug epyalouévoug Tou Eevodoyeiou Alexandra Beach otn ©doo.
2Uvoho 14 wpeg Evotnteg: HACCP - TnAepwvikn Emmkoivwvia — Up selling techniques

Mdiog 2006
ZeIvapIo oToug epyalouévoug Twv G-Hotels otnv XaAKISIkA.

Opydvwon Zuvedpiwv 16 wpeg - Texvikég Eomiatopiakig 16 wpeg

MadpTiog 2005
>epivaplo atoug epyalopévoug Tou Eevodoyeiou Grecotel Club Creta Sun :

1. MpoowTrkd Koudivag HACCP 4 wpeg
2. TpoowTriké uttodoxng Texvikég TTWARCEWV

TnAEQWVIKA €TTIKOIVWVIA 8 WPES
3. [poowTtiké eocTIOTOPIWV TexVIKEG TTIKOIVWVIAG 4 WPEG
4. TlpoowTTIKG utrap -\- 4 wpeg
5. TpoowTtrikd opopwv Texvikég epyaoiag

O¢paTa Yyielviag 8 wpeg

>UvoAo 28 wpeg

MdpTiog 2005
Zepivapio “Team Building” oToug TrpoioTapévoug Tou {evodoxeiou
Tzoan Hotels & Resorts ato P€Bupvo - 6 wpeg.

PeBpoudpiog 2005
Zepivapio pe Bépa «Aeitoupyieg & Appodiotnteg TuRuarog EAéyxou» (6 wpeg) o€
AvTeG Kal TTpoioTapévoug Eevodoxeiwv oTo Eevodoyeio ATAavTig

bdeBpoudpiog & MdapTiog 2005
Zepivapio wg e Bépa  «Opydvwon & Agitoupyia Ymodoxng. TnAepwviki
emiKolvwyvia, Avripetwrion Mapatmrévwv» (6 wpeg) o€ MNMpoioTapévoug Kai UTTAAARAOUG
uTToO0XNG Eevodoyeiwv aTo Eevodoxeio Lato

Pefpoudpiog & MdpTiog 2005
Zepvaplo og payeipoug gevodoyeiwv (KEK EmipeAntnpiou HpakAgiou) pe Béua «Yyigivi
Tpogipwy, Haccp, KooToAdylio a la carte» (12 wpeg)

21-23 ZemrteuPBpiou 2004
Zepvapio pe Bépa «AyyAikn & Meppavikry OpoAoyia» aToug UTTAAAAAOUG TOU THAUATOG
opoYwv Tou Eevodoyeiou Agapi Beach (6 wpeg)

4 ZemrrepBpiou 2004
EioAynon pe 6éua « TnAepwvikn Emkoivwvia — MNwAnRoeig péow tng umodoxrg» oToug
uttaAAfAoug Tng uTTOdOXNAG Tou evodoyeiou Agapi Beach (4 wpeg)

10 louAiou 2004
Eiofynon pe 8éua «Mpowbnaon NwAncewv» 0Toug £pyadouéVOUG TWV ETTICITIGTIKWY
TUNUATWY Tou Eevodoyeiou Agapi Beach (4 wpeg)

5 AekepBpiouv 2004
Zepvapio pe Bépa «lMpowbnan MwAnoewv» oToUg £pyaloPEVOUG TWV KATACTNUATWY
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«OpIpdANG» (3 Wpeg)

28 NoguBpiou 2004
Zepvapio pe Bépa «lMpowbnan MNwAnoewv» oToug £pyalouéVoUG TWV KATACTNUATWY
«Costa Boda» kai «ETriAekTov» (3 WPECG)

3 & 9 louviou 2004
Mapouaciaon wg YtreuBuvog MepiBaAAovTog Tou Eevodoxeiou Aydrn MTnTg, oto 160
AnpoTiké ZxoAegiou HpakAgiou kal 1o 10 Nnmmiaywyegiou Apkaloxwpiou pe Béua : H
onuacia tng mpoaraagiag Tou mepIBaAAovTog kai n ouuBoAn uag ortn Asitoupyia NG
avakUukAwong (10 wpeg oUuvoAo)

18-19 Mdiou 2004
Ainpepn eionynon ue Béua «lMpowbnon mwARcewv» GTOUG £PYAlONEVOUG TWV
EMOITIOTIKWY TUNHATWY Tou {evodoxelakoU ouykpoTruaTog «AoTépag BouAiaypévng»
(12 wpeg)

deBpoudpiog 2003
Evdoetixeipnoiakd oepivapio atoug epyadopévoug Tou Grecotel Agapi Beach
60 wpeg (Ms Word, Excel, Outlook, Windows 2000)

26-28 Mdiou 2003
Tpiuepn eionynon (12 wpeg) oe EmayyeAuartieg ota Tipava AABaviag pe B€ua :
«=gvodoyxelakég Epapuoyég ag H/Y, mapouaiaon mrpoypduparog «Protel» yia Aoyapiaoud
Tou MavemaTtnuiou ABnvwv

Pefpoudpiog 2002
Zepvapio MS office ag péAn Tou Maykpntiou ZuAAGyou AleuBuvTwy Zevodoxeiwv.
20 wpeg oTIG eykaTaoTaoelg TNG MeooyelakAg Ektraideuong

Aexk-Pef 2003 & 2008
Z0pBoulog N.S.A. — Xrifovrag Tnv amoteAecuaTiki oydda. ETaipgia Tou rpwnv utroupyou
TOoUupIoMOU K. Nikou ZKouAd

v Evdoemixeipnoiako yia Grecotel Agapi Beach & Grecotel Cretan Malia Park (4 nuépeg) 32h
v' Avoixtdé Workshop yia To EmipeAnTtripio HpakAeiou (4 nuépeg) 32 h

v Evdoemixeipnoiako yia Tnv Coca-Cola 3E( 3 nuépeg) 24 h

v' EVOOEeTTIXEIPNOIOKA aepIvApIa yia Ta oTeAéxn TNG aAuaidag MAZOYTHZ

Cevikd ZUVOAO EKTTAISEUTIKWY WPWYV : 9300 wpeg

EIZHCHZEIZ-OMIAIEX

Tovviog 2011
KwvoTtavTivoUutroAn - Toupkia
Maykoéopio Zuvédpio Toupiopou University of Washington
Oulhia pe Bépa : Wine Marketing

PeBpoudpiog 2010
OuiAia o€ nuepida otn Mukovo -MNpookekAnuévog Anudpxou Mukdvou
«ToupioTikA Ektraideuon» - MKO «@éAnan Mukévouy

E-business forum
Wine tourism - Na Aoyapiacuo tou Mavetmiotnuiou Alyaiou
Aeképppiog 2008 HpdkAgio KpAtng

Oxtdfprog 2008
Dubai Jumeirah - Zuvédpio Eurochrie
Oupihia pe B€ua : Wine tourism clusters Na Aoyapiacuoé Tou MNavemoatnuiou Alyaiou

PefBpoudpiog 2008
OuiAia yia Aoyapiaoud Tou Ymroupyeiou ToupioTIKAG AVATTTUENG
«lvtepver & ToupiIopogy  =evodoxeio «ZTpdTog BaolAikdg»

NoéuBpiog 2007

OuiAia pe Bépa «E§umrnpéTnon eAatwyv SPA»
oTtov Aigbvr) EkBeaiako xwpo MNoupvwv KpAtng AEKK AvoikTr) TTpOoKANGn yia 1o Koivo.
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NoéuBpiog 2006
Ouihia pe Bépa «AYPOTOUPIONOS , Q¢ Mégo KaramoAéunong tng Euyxpovng AoTugiAiag,
& AvaBdbuiong rou PoAou rwv lMuvaikwv tng YmaiBpou»
oe AigBvég 2ZuvEdpio uTré Tnv aryida TNG AvatrTugiakAg XaAKISIKAG Kal AvaTTTugIaKkAg
AvoikTA TTpéoKAnon yia 1o Kovo. http://www.greenconference.gr/

NoéuBpiog 2005
Ouihia pe Bépa «Zuvedplakog Toupiouodg — Xpuon EUKalpia yia TTOIOTIKO TOUPICUO»
aTov Aigbvr) EkBeaiakd xwpo MNoupvwyv KpAtng AEKK - AvoikTr) TTpdGKANGN yIa TO KOIVO.

louviog 2005
Oulhia pe Bépa «Oikovopuikd AtroteAéoparta F&B» pe ouvepyaaia
pe To KETA oto EmigeAntpio Ayiou NikoAdou - AvoIKTA TTpOGKANGN YIa TO KOIVO.

deBpoudpiog & MdapTiog 2005
Mapouaciaon wg pérog NG MepiBallovTikig Ouddag Tou =Zevodoxeiou Grecotel Club Creta
Sun, oto AnpoTikO ZxoAciou MNouBwv kar ato AnuoTikd oto Kokkivn Xavi ye 8éua : «H
onuacia tng mpoaotagiag Tou mepIBAAAovro¢ kai n ocuuBoAn uag orTn Asiroupyia nNg
avVaKUKAwong»

®deBpoudpiog 2005
Ouihia pe Bépa «OIkovopika AtroTeAéopata F&B»
og ouvepyaaoia pe To KETA ato EmipeAnTtrpio PeBuuvou. AvoikTr) TTpOOKANGN YIa TO KOIVO

lavoudpiog 2005
Oulhia pe Bépa «OIkovopikd AtroteAéopata F&B» pe ouvepyacoia
pe 1o KETA oto HpdkAgio KpATNG - AVoIKTA TTPOOKANCT YIa TO KOIVO.

OkTWwpRpI10G 2004
2uvtoviopog & Opydvwon TTepIBAANOVTIKNG €0TTeEPidag e Béua  «Avlpwrrog &
MNepiBaAAov» aTo Eevodoyeio Grecotel Aydarrn MTTnTg

AlUyouoTog 2002
OuiAia o1o 8o Zuvédpio Kpntwv PoitnTwyv pe Béua :
«Toupiopo6g & AvdamrTuén. EvaAAakTikég MpoomrTikég oTnv KpATn»

AIAKPIZEIZ

Mdprtiog 1997
‘ETraivog a1mé Tov ZUAAoyo AleuBuvtwv Sgvodoxeiwv P65ou
lavoudpiog 1995
‘ETraivog atré tov MnTpotroAitn P6dou
louviog 1993 & louUviog 1994
ApioTeio kal BpaBeio Mpoddou
louviog 1990
‘ETraivog o116 Ta PpovTioTApia A. Kétraka (Meppavikwy)

AHMOXIEYMATA

27 Mdiou 2001

Epnuepida AvaroAr Ay. NikoAdou — ZuvedPIaKOS TOUpPIONOS , H Xpuorj Eukaipia yia MoioTiké
Toupiouo

28 Tovviov 2001

Epnuepida AvaroAn Ay. NikoAdou — AVpOTOUpIO'[léS' , Q¢ Méoo KaramoAéunong tng Zoyxpovng
Aarugidiag, & AvaBdabuiong rou PéAou twv lMNuvaikwv tng Ymaifpou
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3 AuyouaoTou 2001

E@nuepida AvaroAr Ay. NikoAdou — H Agitoupyia tng Aurouaromoinong

8 AuyouoTou 2001

o¢ Xuvdprnon ue rov AvBpwmivo lMapdyovra

Epnuepida AvaroAr Ay. NikoAGou — Z0yxpovol lpooeuyes

4 & 5 XemrtepBpiou 2001

Méoa amo Aiagoperikn) Omrikn wvia

Epnuepida AvaroAn Ay. NikoAdou — O Apxéyovog Oivog

4 OkTwfRpiou 2001

Epnuepida AvaroAn Ay. NikoAdou — Orav 1o AdoAo wéua, pag givar avaykaio 60o Kai n

aAnBsia

10 OkTwpRpiou 2001

Epnuepida AvaroAn Ay. NikoAdou — Zuyxpoves Moppéc «EAsuBepiag»

26 OkTwfRpiou 2001

kai n umrokpigia ¢ Oavarikng Moivig

E@nuepida AvaroAr Ay. NikoAdou — AvBpwmiva Aikaiwuara

1,2,3,4 NogpBpiou 2001

Avoiktéc AvBpwmives Koivwvisg

E@nuepida AvaroArn Ay. NikodGou — To Néo lporurro 1SO 9001:2000 cro Grecotel Agapi
Beach  Hapdiinia pe qv Meromoineyn HACCP

25 Askepppiou 2001

Epnuepida AvaroAn Ay. NikoAdou

24 lavouapiou 2002

Epnuepida AvaroAn Ay. NikoAdou

Aekéupprog 2001
Mepiodikd XpApa & Toupioudg

lavoudpiog 2002
Mep10dikd XpApa & Toupiopdg

OkTwpRpI0G 2005
Epnuepida MNatpig

NoéuBpiog 2005
Epnuepida Meadyelog

21 AtrpiAiou 2006
Mav.) Eo@nuepida Matpig

17 AuyouocTou 2006
Epnuepida MNatpig

OkTWwpRpI0G 2006
Epnuepida MNaTtpig

OkTWwppI10g 2006
Mepiodikd XpAua & Toupioudg
4 AekepBpiou 2006

27 AekeppBpiou 2006

16 lavouapiou 2007

To lMNopTivé Tpatrédi

0ulo, 10 31K6 pag

AypoToupiouog

Zuvedpiakog Toupiopog

ToupioTikA €k@gon Anuga otnv KoAwvia

EvaAAakTikég Mopgpég ToupiopoU

Néoo @IN6Eevor sipaoTte TeAIkd ; (Epeuva yia 1o Mdvreio

‘EykAnpa oto §evodoxeio

‘Epeuva yia TNV eyKANUATIKOTNTA OTA {EVOBO)XEia

MoAITiké Zx6AI0

Zevodoxelakn eyKANUATIKOTNTA

MpakTIK&
AvarrTtugn»

AigBvoug  Xuvedpiou pe
Epnuepida Matpig

0épa  «Agipbpog

Ma Tnv utTOoKpPICia TNG BAVATIKAG TTOIVAG
Epnuepida Matpig

‘Epeuva yia Tnv mepIBaAAoOvVTIKA TTOAITIKA Tou Afjuou
HpakAgiou Epnuepida Matpig
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9 MapTiou 2007
19 Mapriou 2007

5 Mdiou 2007
Koivwvikég TTpoANPOTIONOG

1 AuyouaoTou 2007
1 ZemrrepBpiouv 2007

19 ZemrrepPpiou 2007
Eonuepida Matpig

4 OeBpouapiou 2008
louviog 2008

looAiog 2008

Atrokévipwon oTny ... koudiva Epnuepida Matpig
H lNuvaika o1o XB8eg kal oTo ZApEPa Epnuepida Matpig

‘EAA&1yn ZepPITOpwV oTA =Zgvodoyeia

H ToupioTiki TTOAITIKA agopd 6Aoug pag Epnuepida Marpig
ToupioTikn Ekmraideuon Epnuepida looTipia ZuvévTeugn

Muvaikeg otnv e§ouaia. (Etrikaipo ToAITIKO GXO6AI0)

‘Epeuva oTo agpodpopio HpakAgiou - E@nuepida MNatpig
AvTiBéoeig oTnv EAoUvTa E@nuepida Marpig

Zoyxpovol MpeoBeutég TOu TOUPICHOU EQnuepida Marpig

ZemTéuPpiog - NoéuBpiog 2018 Aidgopa dpBpa TOUPIGTIKOU EVIINPEPOVTOG

[TAn0oc apboypaonioc péypt ocnuepa cg Tomkd kot fvikd tomo

ZYITATIKEZ EMIZTOAEZ :

Ap. Ayyng Oe6dwpog AékTopag Mavemmotnuiou Aryaiou

Ap. M. Zre@avidou
N. Zkoupi6g

A. AaokaAdkn

A. ZIKIVIWTN

Ap. Nayég AnpnRTpiog

Ap. XpRoTog Euay.

. KaBnyntpia A.Z.T.E.P., Avtpia A.Z. TpdameCag Maryland USA
. KaBnynti A.Z.T.E.P AicuBuvtig Apollo Beach ®oAnpdxt.

. AieuBuvTn Atlantis Hotel

. AicuBuvTy Mykonos Blu, 1. Avtr} Santa Marina Mukévou,
Avtn Mykonos Palace

ZUpBoulog Emixeiprioewy (4 € ouvepyaoiag)

Koountopag MNavemmoTriuiou Alyaiou

Mpéedpog peratruxiakoU AieBvoug Mavemmotnuiou EAAGdag

NPO®OPIKEZ XYITAZEIX :

Mrtropeite va AGBETE aTTO TOUG KK. :

NikoAao HAiadn

lwavvn ZPTTwKo
NIKOAOO ZUTTWKO
DPwokoAdkn XapdAauto
Apn ZKuBaAdkn

Kopiva AAegavdpn
BagiAn MavayiwTtou
AguTEPN ZIKIVIWTN

HAia Matrayswpyiou

m.Meviko AieuBuvTh Agitoupyiag & Mpoidvtog Grecotel S.A
AlguBuvwyv Z0pRoulo Ayarrn Mrntg A.E.

Mpéedpo Ayatn MmnTg A.E.

lev. Avin Sbokos Hotel Group

lev. Avin Malia Park

Marketing Maris Hotels

lev. Avin Zeus Village

. Avtn Mykonos Palace

I1810kTATN Santa Marina Mykonos

Zévec M'A\woosecg :

Apiota Tnv AyyAikA (Proficiency — ddsia didaokaAiag)
KaAd tnv Meppavikr], KaAd tnv ITaAiki

F'vwoeic HAeKTpoVIKWYV YTTOAOYIOTWY :

o DOS 6.22 - Fidelio 5.22 & windows version
o Unidata - Estia - Ermis
o Windows — Ms Office

o Visual Basic 6.0

Scala (Amiga)

O O 0 O

Protel - AAéEavdpog

Adobe Photoshop 7.0 - Corel 11
XpnAon kai MNpoypaupatiopdg Labware pos

Bivreookdtnon & Anuioupyia DVD-ULEAD
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Xepivdapia

VY V

YV VY YV VY

VVVVYVY

JMK — Changing the business culture

FORUM- ADVANCED TEXNIKEZ AIAMPOZQMIKHEZ  EMIKOINQNIAZ
& ANOPQIMINH ZYMIMEPIOOPA

Hyeoia — EmpeAntrpio HpakAgiou Eionyntrg kog MNMavayiwtdmoulog Aviwvng
2epvapio Exrraideuong Exkmraideutwyv 2ENM — AEK 2006 EKENNMIZ 300 wpeg

NLP — NEYPOIAQZZIKOZ NMPOrPAMMATIZEMOZ — 16 QPEZX

>uppetoxn ato Empopewtikd Zepivapio TnG NSA (k. Nikou ZKOUuAd)

«XTiCovTag TNV AtroteAeopatiky Oudada» atd 28/2-3/3 oo MépTo EAoUvTa Mdpe
EEAE « Emixeipnoiako MNakéto Anuociwyv Zx€oewv» 8 WPeg

‘1dpupa Texvoroyiag & "Epeuvag HpakAeiou (Visual Basic 6.0) 60 wpeg

‘1dpupa Texvoroyiag & "Epeuvag HpakAegiou (H/Y) 112 wpeg

EEAE «Zxedlaopog TouploTikwy MNakETwvy 350 wpeg

Metémeita ouvepyaaia pe Tnv EEAE yia Tnv ékdoon CD ROM Béua

«O1 EvaAakTikéG Mop@ég Toupiopou atnv KpAtn»

ITE — PRIORITY «To Néo Mpdtutro ISO 9001:2000» 8 wpeg

PRIORITY «Zeuivapio EcwTtepikwv ETBewpntwv» 14 wpeg

Meooyeiakr EkmaideuTikiy « Golf Marketing»

>uppetoxn ato MNaveAArvio Zuvédpio OEEK 14-17 Zemrrepfpiou otnv ABAva
2uppetoxn otnv Opydvwon Huepidag tng Z.T.E.

Metémeita ouvepyaaia yia tnv ékdoon CD ROM

ZTPATIWTIKEC YTTOXPEWOEIS : EKTTANPWUEVES

lavoudpiog 1999— loUAiog 2000 ZtpaTmiwTikn OnTeia (EdikoéTNTA «ZImiothg» Z.1. 1)

Huépeg atroudiag amé epyaaia / extraideuon / oxoAgio Aoyw aodéveiag : D

AAAa Evlilagépovra :

2UAAoyn ZTaviwy AvTIKEINEVWVY OTTWG: Xioupop kail KaA AidBeon yia Zuvepyaaia.
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International Conference Papers

1. G. Triantafyllou (2006) “Agro-tourism: a mean against modern urbanism and its
contribution to the improvement of women’s role in the countryside.” International
Conference: “Sustainability in Mediterranean Mass Tourism Regions” The conference
was the major dissemination event of the GREEN DRACHMA Il project
(www.greendrachma.gr) - a collaborative initiative of 8 Greek organizations, which is
supported by the LIFE ENVIRONMENT programme (Oct 2004 — Dec 2006). Heraklion,
Crete, Greece, November 23-24, 2006.

Abstract

Tourism has the potential to empower women, particularly in rural areas. However, little
is known about whether it can have the same effect in Andean communities, mainly
because the traditional social and cultural structures of those communities have limited
women’s ability to empower themselves through traditional economic activities
“Agro-tourism: a mean against modern urbanism and its contribution to the improvement
of women’s role in the countryside.”

https://ec.europa.eu/environment/life/project/Projects/index.cfm?fuseaction=home.showF
ile&rep=file&fil=Conference Proceedings.pdf

2. D. Lagos, D.Papathanasiou-Zuhrt, G. Triantafyllou (2008), “Wine Tourism Networks
And Business Clusters In The Greek Tourism Industry” International conference
committee. 28th EuroCHRIE conference Dubai 2008, 11th — 14th October 2008, The
Emirates Academy of hospitality Management. In academic association with Ecole
Hoteliere de Lausanne”.

Abstract

The issue of Business Clusters became foreground of economic thought in the
90’s due to Michael Porter’s research work, who argued that the most successful
export companies belong to groups of enterprises of the same field that are
geographically close to one another. Tourism, as an economic activity, includes a
wide range of small and medium enterprises engaging in various sectors of it. It is
argued that Networks and Business Clusters within the field of tourism economics
define de facto the competitiveness of a tourist destination. Networks and
Business Clusters of small and medium enterprises which operate in a tourism
destination is a prerequisite that contribute to its competitiveness. Especially in
Greece, it is alleged that Networks and Business Clusters can maximize the
abilities offered by technology, new markets and other external factors and
contribute to the strengthening of competitiveness within the sector of tourism.
This paper provides the conceptual framework and the characteristics of Wine
Tourism Networks and Business Clusters. According to this we analyze the
competitiveness model in Wine Tourism and we make a review of both
international and Greek experience of Networks and Business Clusters’
development coming from the field of small and medium enterprises. Then we
proceed to an evaluation of the current situation of Networks and Business
Clusters within the Greek wine tourism industry, infer some general conclusions
and shape tourism policy proposals.
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Key-words: Wine Tourism, Networks, Business Clusters, small & medium
tourism enterprises, tourism competitiveness

https://gala.gre.ac.uk/id/eprint/5025/4/5025 EuroCHRIE 2008 Conference progr
amme and schedule.pdf

Triantafyllou G., E. Christou, D. Lagos, P. Kassianidis (2011), “Wine packaging
elements: Do they impact consumer’s purchasing Behavior?” International conference
“Advances in Hospitality and Tourism Marketing and Management”, 19-24 June 2011,
Bogazici University, Istanbul, Turkey, organized by Bogazinci University and
Washington State University. (Book of Abstracts), pp.322-328.

Abstract

Packaging wine involves the science, art and technology of bottling, enclosing or
protecting products in the best medium for distribution, storage, presentation of
goods for sale, and consumption. It includes as well the art of labeling, the closure
treatment, the naming of the product and the choice of the shape and colour of the
bottle. The wine’s origin is also a valuable parameter. One approach to studying
food choice comes from psychological research into attitude and behaviour
relationships. Referring to the Theory of Planned Behavior (Ajzen, 1991), it is
assumed that most part of the influences on food choice are mediated by the
beliefs and attitudes held by an individual. Beliefs about the nutritional quality and
health effects of a food may be factors more important than the actual nutritional
quality and health consequences in determining an individual's choice. Concerning
wine, the beliefs about its health consequences play a major role. Indeed, wine can
be both a good friend (in moderation, providing physical and social benefits) but a
cruel enemy too (in excess, causing moral and physical declines). That is, one of
the most prominent factors influencing consumer’s wine choice has been found to
be perceived quality (Hauck,1991). Quality can be perceived by human senses, as
sight: for food products, and especially for wine, that means packaging and labels
are some of the sources consumers refer to in order to judge the quality of the
product and to make a choice.

http://www.ahtmm.com/wp-content/uploads/2016/08/intro.pdf
http://www.ahtmm.com/wp-content/uploads/2016/08/part3.pdf

Triantafyllou G., C. Lypmperopoulos, D. Lagos, E. Christou (2014) “Wine Packaging
Marketing: Recent trends in the Wine Market”. Conference in “Advances in Hospitality
and Tourism Marketing & Management”, 25-27 June 2014. University of Mauritius &
Washighton State University

Abstract

Packaging design of food products in general and wine specifically aims to
influence consumers’ sensory expectation and taste evaluation (Deliza and
MacFie, 1996; Lange et al., 2002; Szolnoki, 2007). Orth and Malkewitz (2008)
report five distinct holistic packaging 308 design styles for which consumers have
different product associations. Consumers’ liking of a wine was found to be
influenced by the label design and labeling information (Szolnoki, 2007). One
approach to studying food choice comes from psychological research into attitude
and behaviour relationships. Referring to the Theory of Planned Behavior (Ajzen,
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1991), it is assumed that most part of the influences on food choice are mediated
by the beliefs and attitudes held by an individual. This paper investigates studies
and summarizes the packaging options available to the wine industry, including
the positives and negatives of traditional glass and alternative media. It is based on
a review of available research, literature and reports and on the opinions of local
and international industry stakeholders.

KEYWORDS Wine packaging, wine marketing, label
http://www.ahtmm.com/wp-content/uploads/2016/08/Program.pdf

https://ahtmm.emu.edu.tr/Documents/previous-conferences/2014-Conference-
Proceedings.pdf

Triantafyllou G., C. Lypmperopoulos, D. Lagos, (2016) «Consumers’ Satisfaction in
Dependence with the Perceived Value of Winey International Conference on Tourism
Dynamics and Trends Antalya, TURKEY 04-07 May 2016. p.p. 96-107

Abstract

In the present paper the central issue concerns initially the clarification of the main
methods that are implied by the Greek enterprises which are activated in the wine
section, namely wine production and selling, with the aim of increasing the
perceived value of their wine products. Likewise, it constitutes an attempt to
determine in what extend the perceived value of wine products is influential with a
positive way to the consumers‘behaviour and if it is conducive to the
configuration of consumers‘satisfaction level. The results of the research
demonstrated that the younger consumers have completely different approach
concerning the influence of the estimated value in their choices than the more
mature consumers. It was also revealed that the consumers of medium
involvement evaluate with different criteria the satisfaction that derives from the
consumption of wine comparing with the consumers of low and of high
involvement. Keywords: Wine Marketing, Estimated Value, Wine Consumers,
Satisfaction

https://ictdt.net/wp-content/uploads/2019/11/1.-International-Tourism-Dynamics-
and-Trends-Proceedings-Book.pdf

Triantafyllou G., C. Lypmperopoulos, D. Lagos, (2016), “Factors that determine the
perceived value of wine and the consumers’ satisfaction level”. 4th International
Conference on Contemporary Marketing Issues, 22-24 June 2016, Heraklion, Greece

Abstract
In the present paper the central issue concerns initially the clarification of the main
methods that are implied by the Greek enterprises which are activated in the wine
section, namely wine production and selling, with the aim of increasing the
perceived value of their wine products. Likewise, it constitutes an attempt to
determine in what extend the perceived value of wine products is influential with a
positive way to the consumers’ behavior and if it is conducive to the configuration
of consumers’ satisfaction level.

The results of the research demonstrated that the younger consumers have
completely different approach concerning the influence of the estimated value in
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their choices than the more mature consumers. It was also revealed that the
consumers of medium involvement evaluate with different criteria the satisfaction
that derives from the consumption of wine comparing with the consumers of low
and of high involvement.

Keywords: expectations, perceived value, satisfaction level, customer behavior,
loyalty

http://www.mkt.teithe.qr/iccmi2016/ICCMI1%202016%20CONFERENCE%20PRO
GRAMME.pdf

G. Triantafyllou, D. Lagos, P. Poulaki, (2019), The development of wine tourism in
Crete according to wine producers’ perception. ICCMI, 10-12 July 2019, Heraklion,
Greece

Abstract

The purpose of this paper is to present the evolution of wine tourism in Crete
along with the level of its interaction with the local community according to wine
producers’ estimations.

The necessity of studying thoroughly the wine makers’ opinions with regard to the
utility of wine tourism and its benefits has been emerged from the fact that
employers of both sectors, tourism and agriculture too, are confronting on a daily
basis the negative impacts of the financial recession which has triggered the
increase of unemployment and the decline of business activities generally in
Greece.

The answers indicated the important steps that have been done as well as the
weaknesses and the problems that wineries are faced with, during their attempts to
embrace wine tourism. Especially, the answers that were given by the wine
makers who are not engaged with wine tourism are very interesting since they
reveal which factors from the internal and external business environment account
for their unwillingness to get involved with wine tourism.

The proposals for the further growth of wine tourism derive primarily from the
wine producers. They firmly believe, in their majority that the state of Greece in
conjunction with the cooperation of businessmen from the hospitality and tourism
division and of representatives from academic institutions and searching
laboratories of Crete will contribute to the enforcement of wine tourism as a form
of sustainable development.

Keywords: wine tourism, Crete, marketing, sustainability

https://iccmi2019.org/file/ICCMI-2019-Conference-Programme.pdf
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8. G. Triantafyllou, Michail Toanoglou, Strataki E., Rahul Pratap Singh Kaurav
(2020), “How Web of Science is shaping the researches on publications on wine tourism:
Bibliometric analysis approach”. ICCMI, 2020, Virtual Conference — Enclosed
Acceptance letter

Abstract

Previous researches and industry trends have shown increasing preferences and
likeliness on Wine Tourism. That is why; the primary objective of this study was
to show the current state of scientific research regarding wine tourism. This paper
employs the data extracted from WOS (Web of Science) and has applied
quantitative methods. For this purpose, a bibliometric analysis of the publications
indexed in WoS was conducted. This has analyzed the correlation between
increases, coverage, overlap, dispersion and concentration of documents. During
the search process, a set of 472 articles and 198 different sources were obtained.
We have concluded with the important keywords and other important things. The
analysis part leads with the directions for future researches.

Keywords: Wine tourism, bibliometric analysis, WOS, Index

http://iccmi2020.org

9. G. Triantafyllou, Apladas G., Strataki E., (2020), “Positioning an emerging wine
route in the Island of Crete: Interpreting the wine tourism market and its implications for
marketing”. ICCMI, 2020, Virtual Conference — Enclosed Acceptance letter

Abstract

Crete in Greece is home to an emerging wine route with more than 50 wineries.
This paper is intending to identify the wine cluster. The wine routes in Crete have
one distinct cluster, and there is another one in North Greece. The wineries
welcome many international visitors along with the uprising numbers of domestic
types of tourists. Through the results of a visitor survey at 46 wineries, the paper
will illustrate the different markets visiting the wine routes in Crete and suggests
possible implications for marketing strategies for this emerging wine route. The
paper has identified some ways and means for the future researchers and industry
planners for achieving the required success.

Keywords: Wine routes, wine tourism market, Crete, Greece

http://iccmi2020.0rg
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10. Georgios Triantafyllou, Konstantinos Petridis, Marinos Anastasakis, (2020) “The
transition to online learning during the COVID-19 pandemic: A Student Perspective — A
case study in Greece”

Extended Abstract

The sudden outbreak of COVID-19 pandemic forced European countries to
implement abruptly necessary measures to tackle the spread of the virus including
travel restrictions, remote work, and distance learning. This led to a significant
disruption in the provision of education, training and mobility opportunities for
learners, teachers and educators across the European Union and the globe. The
purpose of the present paper is to illustrate the students’ perspective regarding the
transition from face to face teaching to online and blended learning models. 2093
undergraduate students in Greece completed an online questionnaire that
envisioned capturing the students’ perspective regarding the challenges they faced
during the transition from face to face learning to online learning. 81% of the
participants stated that they experienced challenges with the online learning
model. Analysis of the results indicated that the challenges can be grouped in the
following categories: technical issues, emotional support, interaction with the
teacher & co-learners and lack of soft skills along online learning. The authors
concluded that the learning autonomy of students should be cultivated and
supported through the employed online teaching methods to enhance the impact of
online teaching & learning the forthcoming semester. The data of the survey was
analyzed by using Qualitative Content Analysis (QCA).

https://confe.hsss.eu/wp-content/uploads/2020/09/HSSS2020-
ProgramAndAbstracts-6F with covers.pdf

https://www.youtube.com/watch?v=BKzsUgXM6AY
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