2YNTOMO BIOI'PA®IKO ZHMEIOMA

O MNwpyog TpiavraguAlou cival AiIdakTopag Tou lMavetmioTnuiou Alyaiou Tou
TuAPaTog Aloiknong ETTixeipAocwy.

21 2 ZemrreuBpiou 2019 diopioTnke otov Afpo MaAefiiou wg €TITUXWY TNG
TTpokApuéng 3k/2018 Tou AZEIN kai aoxoAnbnke pe BEuata Toupiopou Kal
ektraideuong. Z1i¢ 2 AuyouoTtou 2021 utréBaAe TTapaitnon atrd tn 6€on Tou.

211G 2 AuyouoTou 2021 diopiotnke oto 2ZEINE Tou YTtroupyeiou Epyaciag wg
EMTUXWV TNG TTpokApuéng 3k/2019 tou AZEI, oto Zwpa Emlswpntwv
Epyaciakwyv Zxéoewv HpakAgiou KpATng.

MapdAAnAa d1ddokel 010 EAANVIKO Meooyeiakd MavemioTApio o100 TUANO
Aloiknong Emmixeiprioswyv kai Toupiopou.

Eivai amégoitoc tng Avwrepag XTE Pédou (ue émaivo-dapiota), Tou TEI
KpATng tunparog ToupioTikwv EmixeipRoewyv (dpiota), TNG AvwTdATng
2xoAng Maidaywyikng KareuBuvong (A.Z.MAILTE.) (dpioTta), ivalr ammd@oiTog
Tou Mavreiou Mavemornuiou TuApaTog Kolvwvikng TOAITIKAG, KATOXOG
METATITUXIOKOU dImAwpatog Tou MMavermmiotnpiou  Alyaiou kaTteuBuvon
2X€BI00POG Kal TTONITIKA Tou Toupiouou (Je £TTaivo) Kai gival AiIddkTopag (U
Apiota) Tou MaverrioTnupiou Alyaiou pe Béua: Wine Marketing (Influence of
Wine Packaging on Consumers' Decision to Purchase)

Eivar teAeidgoitog oto Nopikd TuAua Tou Anpokpiteiou lMavemioTnuiou
Opdkng otn Kopotnvn

MoTté dev uTMPEE @OITNTAG ME TNV KAQOOIKY €vvold TOU Opou KaBWG TTAvTa
epyacovrav kal oroudade TTapaAAnAa.

‘Exel epyactei ammd 10 1995 o€ Eevodoxeia aAucidwv OTTwg otnv Grecotel,
Sbokos Hotel Group, k.a. w¢ f&b manager, lNpoiotauevog EAéyxou f&b,
MoioTnTag ISO kai Mnyxavopydvwaong

Ta teAeutaia 21 xpovia dloxeTelel TO TTABOC TOU OTNV EKTTAIOEUON €XOVTAG
TTpaydaTtotroifoel Tavw atrd 12.500 wpeg ekTTaideuong o€ dNUOOCIEG OXOAEG,
IDIWTIKEG, O OXOAEG OTO €EWTEPIKO KOl OE EVOOETTIXEIPNOIOKA OEUIVAPIQ
MEYAAWYV EUTTOPIKWV KAl EEVODOXEIAKWV ETTIXEIPAOEWY

Emiong utmpée epyaoTtnpiokdg kaBnyntg ota TEI Kprntng, otnv AZIAITE
HpakAeiou, otov OTEK HpakAeiou, oto IEK OAEA, o1o 1° IEK HpakAgiou Kal
WG KOIVWVIOAOYOG 01O 2X0Agio Aeutepng Eukaipiag otnv TUANlooo HpakAgiou.
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Ta €1n 2011-2018 utmpge dieubuvTig oTToUdWV IBIWTIKOU |IEK

‘Exel rpayuartoTtroinoel dIaAELEIG — opIAieg o€ OAa Ta EmipeAnTApia TG Kpnng,
oe ekBéoeig pe TNV AvarrTtuglokr) HpakAgiou, Tou YTroupyeiou ToupioTIKAG
AvATITUENG Kal TTapoucidoel oTo TTAQioIo TNG dIBAKTOPIKAG Tou dIaTpIRNG O€
AieBv Zuvédpia oto HpdakAegio, oto Dubai kai otnv KwvoTavTivoUuTroAn.

ApBpoypa@ei € TOTTIKEG Kal KABNPEPIVES eQNUEPIOEG O TOUPIOTIKA TTEPIODIKA
evw €xel BpaBeutei atd Tov MntpotroAitn Pdou Kal Tov ZUAAoyo AleuBuvtwyv
=evodoxeiwv Pédou.

OuiAei apiota TNV AyyAikn (proficiency — adeia d10aoKaAiag) Kal TTOAU KOoAd
"epuavika karl ITaAika

Eivair Travrpepévog pe v Eiprivn ZTpatdkn, €KTTAIOEUTIKO KOIVWVIOAOYO Kal

dlgpunvéa NG apafikAg YAwooag 'Exouv 2 taidid Tov ApIOTOTEAN Kal Tn
BikTwpla.
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AvaAuTik6 BIOTPADIKO 3HMEIOMA

Ovopaterwvupo : MNwpyog TpiavtaguAiou
Hpepopnvia yevvAoewg : 23/02/1977

OikoyevelaKi KatdoTaon : ‘Eyyauog e 2 maidid
AieuBuvon katoikiag : Ahe€avdpeiag 40

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

ENATTEAMATIKH EMMEIPIA

AuUyouoTtog 2021 — ZApepa
>wpa EmBswpnTtwv Epyaciokwv Exéoewv HpakAgiou Kpntng. (ZEME)
AZET 3k/2018

TemrréuBpiog 2019 — AlyouoTog 2021
AARuog MaAeBigiou — Y1reuBuvog oTo Npageiou Toupiopou & AtTaoxoAnong
AXEN 3k/2019

AtrpiAiog 2018 — ZApepa
ExkmraideuTikdg o010 EAANVIKG Meooyelako MavemmioTripio
MavemoTnuiokég YoTpo@og
MaBApara : Aioiknon ToupioTikwv MNpoopiocpwv — F&B management, EVOAAOKTIKEG
Mop@ég Toupiouou

loUviog 2018 — louviog 2019
Topedpyns Toupiopou ISiwTikou IEK

AuUyouoTtog 2011 — loUviog 2018
AleuBuvTAG I1B1IWTIKOU |EK

®deBpoudpiog 2007 — AlyouoTtog 2019
>UuBoulog Zevodoxelakwy EtixeipAgewy / EKTTaIOEUTAS

OkTWwppIog 2009 — louviog 2011
QpopioBiog Kabnyntig TEI KpAtng Tunua ToupioTikwyv ETTixEIpRoEwy.
QpopioBiog ZAE TuAioou - Qpopiobiog IEK OTEK

OkTwRpPI10G 2010 — Mdiog 2011
KaBnyntig 181wTikoU IEK

Mdiog 2007 — 2012
Ekmaideutikdg ouvepyatng TMAA otnv Avwtarn ZxoAr MNaidaywyikng Kai TeXVOAOYIKAG
Ekmaideuong (AZMAITE)

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

®deBpoudpiog 2009- PeBpoudpiog 2010
Training Supervisor. (MpoioTauevog ExkTraideuong) Maris Hotels. 2.500 dpeg exm/ong

ZemrréuRpiog 2005 — lavoudpiog 2007
BonBd&g Mevikou AicuBuvtn Aeitoupyiag & Mpoidvtog Grecotel S.A.
Kevrpikd Mpageiou PeBuuvou
AvTikeipevo epyaaiag @ Opydvwon kai emifAewn F&B dept. Twv evodoxeiwv Tng
aAucoidag

lavoudpiog 2005 — ZemrTéuppilog 2005 (12unvn cuvepyacia)
Food & Beverage Manager o1o Zgvodoyeio Grecotel Creta Sun
AvTikeipevo epyaociag Opyavwan Acitoupyia  €MOIMOTIKWY  TUNUATWY.  Kevtpikd
eoTiatéplo, 2 a la carte, 3 bar. EmiBAewn oto kKopudT ayopwv . Ayopég, Ektraideuon
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TTPoowWTIKOU. YTreuBuvog HACCP, MuokToviwy. AvaAUoswyv Tpo®ipwy, TTapakoAoudnon
Téyiou e€0TTAICPOU. YTTeUBuvog TTEPIBAAAOVTIKAG Opddag, opddag IT kal opadag Kpioewv

deBpoudpiog 2001 — lavoudpiog 2005 (12unvn cuvepyaaia)
Mpoiotduevog EAéyxou Emoimiotikwy Tunudtwyv (F&B Controller) ato
=evodoyxeio Grecotel Agapi Beach (amoé 1.1.2004 wg Agapi Beach tou opidou Sbokos
Hotel Group)
Emiong Kabrikovta EcwTepikou EmOewpntA ISO 9001:2000, utretBuvog ISO 14000,
& Mnxavopydvwong

lavoudpiog — Aekéuppiog 1998
F&B manager o010 =gvodoxeio Santa Marina Mukdvou Avrikeipyevo epyaciag : ‘Epeuva
ayopdg, dlaxeipion ayopwv, KooToAdynorn, dnuioupyia kataAdywv, wine list, opydvwaon
€10IKwV Bpadiwv

loUAiog— ZemrTéufpiog 1997
MpakTikA doknon oto Zevodoxeio Candia Maris wg Bond6g F&B manager
AvTikeipyevo epyaaiag : BonBog F&B manager, Bépata petd@pacng pevou, KOOTOAOYNONG,
B1a@opeg BondnTIKEG Epyaaieg

Mdiog 1997
2uppeToxn otnv opydvwon Aiebvoug Zuvedpiou oto Rhodes Palace otn P6do. Amphitrion
Travel

loUAiog-ZemrTéURpIog 1996

MpakTikA aoknon oto =evodoxeio Grecotel Mykonos blu wg Junior Sales Manager kai
BonB6¢ kpaTAoewy.

Avtikeiyevo epyaoiag : Kpartroeig Fidelio, Metdgppaon Mevou, =ekivnua Agiroupyiog
Privilege Club, diapopeg BonBnTikéS epyacieg

loUAiog-ZemrTéURpIog 1995
MpakTik doknon oto {evodoxeio Atlantis. EoTiatépio kai Mtrap

ZMNOYAEX
lobviog 2010 - 2018
AidakTopag MavemoTnuiou Alyaiou pe APIZTA
Avtikeipevo: Wine Marketing
(Influence of Wine Packaging on Consumers' Decision to Purchase)

louviog 2010
Mruxioxog TEI KpATnG. TunPa ToupioTIKWY eTTIXEIpAoEwV. Babudg 8,7 APIZTA

OKT 2007- PeBpoudpiog 2009
MeraTtrTuxioko oTo MNavetmotAuio Alyaiou. TouploTikr) AVATITUEN Kol ZXEBIAONOG
‘Etraivog kai xpnuatiko BpaBeio 2.000 eupw Babuog 7,99

et 2005- e 2009
Atrogoitog Mavteiou MavemoTtnuiou Tunua KoivwvikAg MoAITIKAG
Babuog 7,94 Zeipd atropoitnong AeUTtepog

OkT 2006- louviog 2007
Mruxiouxog AZIMAITE (AvwTtdaTn ZxoAn Maidaywyikwy ZTToudwv)
ATtrogoitnon oTig 12.06.2007 pe Babud 9,5 «ApioTay

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

louAiog 1994
Atrogoitnon ammd 1o 1° Texvikd Aukeio HpakAeiou pe BaBuod amdiuong 19 12/13
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Epyaciec MeAétec 'Epguveg

TTOU €XOUUE TTPAYHATOTTOINOEl WG @oITNTAG MavTteiou MavemoTAIoU
AypoTtoupiopég — Epeuva - Anpoaoicuon

Adam Smith. O TAoUTOG TwWV EBVWYV Kal 0 KaTapePIoPOS Epyaaciag
MeTtavaoTteuon — Patolopog. ‘Epeuva - Anuoaiguon

Anpoypagia Tng KpATtng kai yovipotnTa. ‘Epguva - Anpoacicuon

Maidikn epyacia — Epeuva

H trepiBaAAovTikA TTOAITIKA) Tou Afjpou HpakAgiou. ‘Epguva — Anuoaicuon
H extraideuon otov AypoTiko Topéa NG Kpntng. ‘Epeuva

EupwTraikr) ‘Evwon kai dia Biou ektraideuon otnv EAAGSa

‘Epeuva ato Agpodpouio kal ato Aipdavi HpakAegiou

CoNoTOMONE

AiaTpiffi

H Cwn kai To £pyo Tou Avtpéa Aevtdakrn. - Q¢ UTTOTPOPOG Tou IdpUpartog Avrpéa Aeviakn

AIAAKTIKH EMIMEIPIA

MoTotroinuévog a6 EOMMEN & AAEK (1225-2472-4131-5130) AM 414807

bdefpoudpiog 2018- 2021
MavemoTnuIokog uTTOTPOoPog EAANVIKoU Meooyeiakou MavemoTnuiou

OkTWwpp1og 2020-2021
QpopioBiog ato IEK OAEA HpakAciou

NoéuBpiog 2009- MdapTiog 2010
QpouioBiog KaBnyntg otnv Metektraideuon ZTE Kokkivn Xdvi
=evodoyxelakn (ZUvoAo 192 wpeg)

Noéuppiog 2001- defpoudpiog 2008
QpopioBiog Kabnyntig otnv AvwTtépa ExoAr ToupioTikwv ETrayyeAudtwy Ay. NikoAdou
«=gvodoxelokég Epapuoyég ae HIY mpoypauua Epung, AAéEavdpog, Protel» , «Word,
Excel» «ApxiTekToviKA & E€omAiopdg»  2UVONO 626 WpPEg

OkTWwRpI10G 2000 — 2011

QpoupiocBiog Kabnyntg 1ou Anu. I.E.K. HpakAgiou

«Opydvwaon Acitoupyia Zev/xeiour, 56 wpeg - «Opydvwon Acitoupyia EaTiatopiou» 28wpeg

«Opydavwan Aeiroupyia Kougivag» 28 wpeg - «Mtrap - Oivoloyia» 28 wpeg

«=gvodoxelokég Eqappoyég ae HIY» 42 wpeg — «ToupioTikd & Agpottopikd Marketing» 70 wpeg

«Aloiknon MpoowTrikoU» 28 wpeg — «OIKOVOUIKA OTOIXEID OEPOTTOPIKWYV ETAIPILVY 42 WPEG

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

«[lMpakTik) Aoknon» 84 wpeg, Biounxavia kai Toupiopog 36 wpeg, TouploTikEG YTINPeoieg 36 wpeg
20volo 933 wpeg

Atrpiliog 2007 - AtmrpiAiog 2010
Oupihog ITEC
AidaokaAia uttoAoyioTwy yia ECDL (Word, Excel, Powerpoint, Access, Internet)
EmoTmTng Infotest

Aekéuppiog 2005- lavoudpiog 2006
QpopioBiog Kabnyntig otnv Metekraideuon ZTE PeBuuvou
ToupioTikA Mewypagia — ETTayyeApariki Aywyr) (Z0voAo 64 wpeg)

NoéuBpiog 2002- lavoudpiog 2003

QpouioBiog Kabnyntrg otnv Metektaideuon ETE - HpakAeiou
ToupioTikA MNewypagia — ETTayyeApatiki Aywyr (Z0voAo 99 wpeg)
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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 - ZdvoAo 90 wpeg

2007 — 2008

KaBnyntig aTo Trinity International College
=evodoxelakd TTpoypdaupaTa uttohoyioTwy & TipoAdynon ‘EAeyxog

2ZEMINAPIA E ZENOAOXEIA

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

Evdoemixeipnolakda oepivapia Self-coaching, crisis management, team building

Zepvapio Eevodoyelakou agpivapiou protel

lobviog 2011
Zepivapio ato TpoowTikd F&B evodoxeiou Aquila Hotels Rithymna Beach 5*
E€utrnpéTnon, xeipiopog mapatrévwy, up sales techniques

lobviog 2011
Zepvaplo oto TrpoowTiké F&B evodoxeiou Knossos Beach 4*
ESuttnpétnon, xeipiopdg mapatévwy, up sales techniques

TemrréuBpiog 2010
Tpiuepo oepivépio oto TTPoowTTikO F&B Eevodoxeiou TITANIA 5* ABrva

ESuttnpétnan, xeipiopdg Trapatévwy, up sales technigues

el — NoéuBpiog 2009
ZeMIvapIa OTo TTPOCWTTIKG Twv Eevodoxeiwv Maris Hotels wg training supervisor
2UVOAIKA dvw Twv 2.500 wpwv

louAiog 2008
>epvaplo atoug epyadopévoug Tou Eevodoyeiou Sofitel Capsis otnv P6do
O¢paTohoyia : Crisis management, Alaxeipion Tapatmovwy, ETTayyeAPaTIK CUPTTEPIPOPA.
MpwrTeg Bonbeieg, MupaoedAeia

Agképpprog 2007
2eUIVApIO OTOuG epyadouévoug Tou Eevodoxeiou Vassia Beach
Workshop. Team building - ZUvoAo 6 wpeg

louviog 2007
>epvaplo atoug epyadopévoug Tou Eevodoyeiou Sofitel Capsis atnv P6do
MwAnoeig — Ymodoxn : 10 wpeg - EoTiaTtopiakn : 6 wpeg

Mdiog 2007
>epIvaplo oToug epyalouévoug Tou Eevodoyeiou Grecotel Club Marine Palace
yia Aoyapiagpo Tou KEK Texvikr) EKTTaIdeUTIKN. 72 WpEG

Mdiog 2007
>epvapio og epyalopévoug Eevodoxeiwy - KEK Texvikr) EKTTaideuTikr. 32 wWpeg

Maprog 2007
AINPEPO AVOIKTO OEPIVAPIO OE TTPOICTANEVOUG ETTICITIOTIKWY TUNUATWY EEVOBOXEIWV
TToAUTEAEIOG. - Z0voAo 12 wpeg - KoaToAdyio — EAeyxog Movadwyv pe Baon Ta Aiebvn
TTPOTUTTA TOU Apgpikavikou Mav/uiou Cornell

ATtrpiliog 2007
ZeUIvapIo oToug epyalouévoug Twv G-Hotels atnv XaAKISIKA.
Mupao@dAcia oto {evodoxeio. Ocwpia & MpakTik AoKnon. 7 WPEeg

Maptiog 2007

Ainpepo oguivaplo oToug epyadopévoug Tou Eevodoxeiou Nana Beach
>0volo 12 wpeg - EGuttnpétnon MeAatwyv — TnAepwvikr Emikoivwvia. Workshop
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Maptiog 2007
AiIRuepo avoikTd agpIvapio o€ UTTAAAAAOUG UTTOB0XNG {EVODOXEIWV.
2Uvoho 12 wpeg - E¢uttnpétnon MeAatwy — TnAepwvikr Emmikoivwvia. Workshop

Maptwog 2007
AvoIKTO ogpivépio yia Aoyaplaouod Tng Aéoxng Apxidayeipwy Kpntng
Yyieivr) kar AapaAeia Tpo@ipwv

Maptiog 2007
Ainpepo ogpIvaplo oToug epyadouévoug Tou Eevodoxeiou Knossos Beach
Tunua Opdwv. Asitoupyieg kai ETikoivwvia Tprjpatog Opogpokopiag.
AladpacTikd Zepivaplo. ZUVoAo 8 wpeg

Maptwog 2007
Ainpepo agpIvaplo oToug epyadouévoug Tou Eevodoxeiou Knossos Beach
Tunua Yrodoyng . Acitoupyieg kai ETikoivwvia Turjpuatog Yodoxng.
AladpacTikd Zepivaplo. ZUVoAo 8 wpeg

Maprog 2007
Ainpepo ogpvapio oToug epyadopévoug Tou Eevodoxeiou Village Heights
Workshop. Team building Z0voAo 8 wpeg

defpoudpiog 2007
>epvapio atoug epyadopévoug Twy Eevodoyeiwv Pantheon Palace & Megaron
2UvoAo 12 wpeg - Fidelio ver 7.13 for Frond Office Users & Configuration Programming for
Back office Users

OkTwpplog 2006

2eMIvapIo oToug epyalouévoug Tou Eevodoyeiou Alexandra Beach otn ©doo.

>uvoho 14 wpeg Evotnteg: HACCP - TnAeopwvikn Emmkoivwvia — Up selling techniques
Mdiog 2006

>epIvaplo otoug epyalouévoug Twv G-Hotels otnv XaAKISIKA.

Opydvwon Zuvedpiwv 16 wpeg - Texvikég EoTiatopiakig 16 wpeg
MadpTiog 2005

ZeIvaplo oToug epyalouévoug Tou Eevodoxeiou Grecotel Club Creta Sun :

1. MpoowTrkd Koudivag HACCP 4 wpeg
2. TpoowTrik6 uttodoxng TexvIkéG TTWARCEWV

TnAE@WVIKA €TTIKOIVWVIa 8 WpPEG
3. TpoowTikd eoTIOTOPIWV TexVIKEG TTIKOIVWVIAG 4 WPEG
4. TpoowTmKO PTTap -\- 4 wpeg
5. TpoowTtrikd opopwv Texvikég epyaoiag

O¢épaTta Yyielviag 8 wpeg

>UvoAo 28 wpeg

Mdptiog 2005
Sepivapio “Team Building” oToug TrpoioTapévoug Tou {evodoxeiou
Tzoan Hotels & Resorts o1o P£€Bupvo - 6 wWpeg.

deBpoudpiog 2005
Sepivapio pe Bépa «Asitoupyieg & AppodiotnTteg TuRuarog EAéyxou» (6 wpeg) o€
AvTeG Kal TTpoioTapévoug Eevodoxeiwv oTo Eevodoyeio ATAavTig

PeBpoudplog & MapTiog 2005
Zepivapio wg e Bépa  «Opydvwon & Agitoupyia Ymodoxng. TnAepwviki
emiKolvwyvia, Avtipetwrion Mapatrévwv» (6 wpeg) o€ MNMpoioTapévoug Kai UTTAAARAoUG
uttodoxngG Eevodoxeiwv aTo Eevodoxeio Lato

®deBpoudpiog & MapTtiog 2005
>epvapio o€ payeipoug gevodoxeiwv (KEK EmipeAntnpiou HpakAegiou) pe Béua «Yyieiviy
Tpogipwy, Haccp, KoaToAdyio a la carte» (12 wpeg)

21-23 ZemrTepPpiou 2004
Zepvapio e Bépa «AyyAikn & epuavikry OpoAoyia» oToug UTTOAARAOUG TOU TUAUATOG
opopwv Tou Eevodoxeiou Agapi Beach (6 wpeg)
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4 TemrrepBpiou 2004
EioAynon pe 6éua « TnAepwvikn Emkoivwvia — MNwAnoeig péow tng umodoxrg» oToug
uttaAAnAoug Tng uttodOoXN G Tou {evodoxeiou Agapi Beach (4 wpeg)

10 louAiou 2004
EioAynon pe 6éua «Mpowbnon NwAncewv» oToug EpYyalouévoug TWV ETTICITIOTIKWV
TUNMATWY Tou Eevodoyeiou Agapi Beach (4 wpeg)

5 Askepppiou 2004
Zeuvapio pe Bépa «lMpowbnan MwAnoewv» oToug £pyalouEVOUG TWV KATACTNHATWY
«OpIPOANG» (3 wpEg)

28 Noepfpiou 2004
Zeuvapio pe Bépa «lMpowbnan MNwAnoewv» oToug £pyalouéVOUG TWV KATACTNHATWY
«Costa Boda» kai «ETriAekTov» (3 WpPECG)

3 & 9 louviou 2004
Mapougiaon wg YtreuBuvog lMepiBdAAovtog Tou Eevodoxeiou Aydarrn MTrnTtg, oTto 160
AnpoTiké ZxoAeiou HpakAgiou kal 1o 10 Nnmmiaywyegiou Apkaloxwpiou pe Bépa : H
onuacia tng mpoaraagiag rou TepiBaidoviog kar n oupuBoAn pag arn Asitoupyia tng
avakUkAwaong (10 wpeg auvoAo)

18-19 Mdiou 2004
Ainpepn eionynon ye Bépa «lMpowbnon mwAncswv» oToug £pyalopévoug Twv
ETMOITIOTIKWY TUNHATWY Tou evodoxelakoU ouykpoThuaTog «AoTépag BouAiaypévng»
(12 wpeg)

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

26-28 Mdiou 2003
Tpiuepn ionynon (12 wpeg) o€ EmayyeAyaTtieg ota Tipava AABaviag pe Béua :
«=gvodoxelakég Epapuoyég ag H/Y, mapouaiaon mrpoypduparog «Protel» yia Aoyapiaoud
Tou MavemaTtnuiou ABnvwv

PefBpoudpiog 2002
Zepvapio MS office ag péAn Tou Maykpntiou ZuAAGyou AleuBuvTwy =Zevodoxeiwv.
20 wpeg oTIG eykaTaoTaoelg TNG MeooyelakAg Ektaideuong

Aexk-Pef 2003 & 2008
Z0pBoulog N.S.A. — Xrifovrag Tnv amoteAecuaTik opdda. ETaipgia Tou Tpwnv utroupyou
TOoUupioMOoU K. Nikou ZKouAd

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

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

v' EvOoeTTIXEIPNOIaKA aepIvapla yia Ta oTeAéxn TNG aAucidag MAZOYTHZ

Ceviké ZUVOAO eKTTAISEUTIKWY wWPwV : 9300 wpec

EIZHTHZEIZ-OMIAIEX

"Emg eijpepa
OuiAhieg o€ d1dopd €TTIOTNUOVIKG OUVEDPIA

TIovviog 2011
KwvaTavTivouTtroAn - Toupkia
Maykoouio Zuvédpio Toupiopou University of Washington
OuiAia pe B¢épa : Wine Marketing

PeBpoudpiog 2010

Oulhia o€ nuepida otn Mukovo -lMpookekAnuévog Anudpxou Mukdvou
«ToupioTikA Ektraideuon» - MKO «@éAnan Mukévou»
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E-business forum
Wine tourism - INa Aoyapiacud Tou MNavemotnuiou Alyaiou
Aeképppiog 2008 HpdkAegio KpAitng

Oxtofprog 2008
Dubai Jumeirah - Zuvédpio Eurochrie
OuiAia pe B€pa : Wine tourism clusters Na Aoyapiacué tou Mavemotnuiou Alyaiou

deBpoudpiog 2008
OuiAia yia Aoyapiaoud Tou YTroupyeiou ToupioTikAg AvATTTuéng
«lvtepver & TouplopoGg»  =evodoxeio «ZTPATOG BAIAIKOG»

NoéuBpiog 2007
OuiAia pe Bépa «E§umrnpéTnon eAatwyv SPA»
oTtov Aigbvr) EkBeaiako xwpo MNoupvwv Kprtng AEKK AvoikTr) TTpOoKANCN yia To KOIVO.

NoéuBpiog 2006
Ouihia e Bépa «AyPOTOUPIONOS , Q¢ Mégo KaramoAéunong g Euyxpovng AoTugiAiag,
& AvapBdbuiong rou PéAou twv lNuvaikwyv g Ymaiépouy»
og AigBvég 2ZuvEdpio uTrd Tnv aryida TNG AvatrTugiakng XaAKISIKAG Kal AvaTrTugIakAg
AvoikTA TTpéoKANon yia 1o Koivo. http://www.greenconference.gr/

NoéuBpiog 2005
Ouihia pe Bépa «Zuvedpiakog Toupiopog — Xpuor eUKaAIpia yIo TTOIOTIKO TOUPIOHO»
aTov Aigbvr) EkBeaiakd xwpo MNoupvwyv KpAtng AEKK - AvoikTr) TTpdGKANGN YIa TO KOIVO.

louviog 2005
Oulhia pe Béua «Oikovouikd AtroteAéoparta F&B» e ouvepyaaia
pe 1o KETA oto EmipeAnTripio Ayiou NikoAdou - AvoikTh) TTpOOKANGN YIa TO KOIVO.

Pefpoudpiog & MdapTiog 2005
Mapouaciaon wg pérog NG MepiBallovTikig Ouddag Tou Zevodoxeiou Grecotel Club Creta
Sun, oto AnpoTiké ZxoAegiou MNouPwv kai oTo AnpoTiké oto Kokkivn Xdavi pe 8épa : «H
onuacia tng mpoaragiag Tou mmePIBAAAovro¢ kai n ouuBoAn uag ortn Asiroupyia Tng
avaKUKAwanNg»

PeBpoudpiog 2005
OuiAia pe Bépa «OIkovouika AtroTeAéopaTta F&B»
og ouvepyaaoia pe To KETA oto EmigeAntrpio PeBuuvou. AvoikT TTpOCKANGN YIa TO KOIVO

lavoudpiog 2005
Ouihia pe Bépa «OIkovopikd AtroTeAéopaTta F&By» e ouvepyaaia
pe To KETA oto HpdakAgio KpATNG - AVoIKTA TTPOOKANCN YIa TO KOIVO.

OkTWwpRpI10G 2004
2uvtoviopog & Opydvwon TTepIBAANOVTIKNAG €0TTePidag pe Béua  «AvlpwTrog &
MepiBaAAov» aTo Eevodoyeio Grecotel Ayarrn M1TnTg

AuyoucTtog 2002
OuiAia oTo 8o Zuvédpio Kpntwv PoitnTwyv pe Bépa :
«Toupiopég & AvamrTuén. EvaAlakTtikég MpootrTikég oTnv KpATn»

AIAKPIZEIZ

Mdprtiog 1997
‘ETTaivog a11o Tov ZUAAoyo AieuBuvTwyv =evodoyeiwv P6dou
lavoudpiog 1995
‘Etraivog atré Tov MnTpoTtroAitn Pédou
louviog 1993 & loUviog 1994
ApioTteio kal Bpaeio Mpoddou
louviog 1990
‘Eraivog a11é 1a PpovtiotApia A. Kétraka (Meppavikwy)
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AHMOZIEYMATA

27 Mdiou 2001

Epnuepida AvaroAr] Ay. NikoAdou — ZuvedpIaKOS TOUPIONOS , H Xpuorj Eukaipia yia MoioTiké
Toupiouo

28 Tovviov 2001

Eopnuepida AvaroAn Ay. NikoAdou — Ayporouplayég' , Q¢ Méoo KaramoAéunong g Soyxpovng
Aoarugidiag, & AvaBabuiong rou PoAou twv luvaikwv tng Ymai6pou

3 AuyouoTou 2001

Epnuepida AvaroAn Ay. NikoAdou — H Agiroupyia tng Aurouarormroinong
og Xuvaprnon ue tov AvBpwrrivo Mapdyovra

8 AuyouoTou 2001
E@nuepida AvaroAr Ay. NikoAdou — Zayxpovol lNpooepuyec
Méoa amo Aiagoperikn) Omrrikn wvia

4 & 5 ZemrreuPpiou 2001
Epnuepida AvaroAr Ay. NikoAdou — O Apxéyovog Oivog

4 OkTwppiou 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»
Kkai n umrokpigia tng @avarikng Moiving

26 OkTwfRpiou 2001
Epnuepida AvaroAn Ay. NikoAdou — AvBpwrriva Aikaiwuara
Avoiktégc AvBpwriveg Koivwvieg

1,2,3,4 NogpBpiou 2001
E@nuepida AvaroAn Ay. NikoAGou — To Néo lporurro 1SO 9001:2000 cro Grecotel Agapi
Beach  Hapdiinia pe tyv Mictomoiney HACCP

25 Aekepppiou 2001 To lMNopTivo Tpatréd:
Epnuepida AvaroAn Ay. NikoAdou

24 lavouapiou 2002 0ulo, 10 31K6 pag
Epnuepida AvaroAn Ay. NikoAdou

Aekéupprog 2001 AypoTOoUupICHOG
Mepiodikd XpAua & Toupioudg

lavoudpiog 2002 2uvedplakog Toupiopog
Mepiodikd XpAua & Toupioudg

OkTWwppI10g 2005 ToupioTiki ékBeon Anuga otnv KoAwvia
Epnuepida MNaTtpig

Noéuppiog 2005 EvaAAakTikég Mop@pég ToupiopoU
Epnuepida Meodyelog

21 AmrpiAiou 2006 Noéco @iA6Eevol cipaoTe TeAIka ; (Epeuva yia to MMdvreio
Mav.) Eo@nuepida Matpig

17 AuyoucTtou 2006 ‘EykAnpa oto §evodoxeio
Epnuepida MNatpig ‘Epeuva yia TRV eYKANUATIKOTNTA OTA {EVOBOXEia
OkTWwppI10g 2006 MoAITiké Zx6AI0

Eonuepida Matpig
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OkTWwpRpI10g 2006
Mepi0dikd XpApa & Toupioudg

4 AskepBpiou 2006

27 AskeppBpiou 2006

16 lavouapiou 2007

9 Maprtiou 2007
19 MaprTiou 2007

5 Mdiou 2007
Koivwvikdg TrpoBAnuaTioudg

1 AuyouaoTtou 2007
1 ZemrrepBpiou 2007

19 ZemrrepBpiou 2007
Epnuepida MNatpig

4 OeBpouapiou 2008
louviog 2008

louAiog 2008

ZevodoxeloKn EYKANHATIKOTNTA

MpakTIK& «Ag1popog

AvarrTugn»

AigOvoug Xuvedpiou e
Epnuepida Matpig

Oéua

MNa Tnv utrokpicia TnG BavaTIKAG TTOIVAG
Eonuepida Marpig

‘Epeuva yia Tnv mePIBAAAOVTIKA TTOAITIKH TOU Afjpuou
HpakAegiou E@nuepida Matpig

ATTOKEVTPWON OTNV ... Koudiva Epnuepida Matpig
H Nuvaika oto X0eg kal oTo ZApepa Epnuepida Marpig

‘EAAaiyn ZepBiTéOpwv oTA Zgvodoxeia

H ToupioTikh TTOAITIKA agopd 6Aoug pag Eenuepida Matpig
ToupioTikA Ekmraideuon E@nuepida looTipia Zuvévteugn

MNuvaikeg oTnv e§ouaia. (ETrikaipo ToAITIKO oX6AI0)

‘Epeuva oto agpodpopio HpakAegiou - E@nuepida Marpig
AvTtiBéoeig otnv EAouvTa Eo@nuepida MNatpig

2oyxpovol MNMpeoBeutég Tou TOUupiouoU Epnuepida Marpig

ZemrréuPpiog - NoéuBpiog 2018 Aidgpopa dpBpa TOUPICTIKOU EVIINPEPOVTOG

ITAn0oc apboypaoioc néypt onuepa og Tomkd Kot efvikd TOHTOo

ZYITATIKEZ EMIZTOAEZ :

Ap. Ayyng Oe6dwpog
Ap. M. ZTeavidou
N. ZKoupI6g

A. AaokaAdkn

A. ZIKiviTn

Ap. Aayég AnunTpiog
Ap. XpioTog Euay.

NékTopag Mavemiotnuiou Aryaiou

. Kabnyntpia A.Z.T.E.P., Avtpia A.2. TpatmeCag Maryland USA
. Kabnynt A.Z.T.E.P AiguBuvTrig Apollo Beach ®ainpdxt.

. AlcuBuvTh Atlantis Hotel

. AicuBuvt) Mykonos Blu, . AvtA Santa Marina Mukovou,
Avtn Mykonos Palace

>0pBoulog Emixeiproewy (4 € ouvepyaoiag)

Koounitopag MavemmoTAiuiou Alyaiou

Mpodedpog peratrruxiakoU AieBvoug Mavemmotnuiou EAAGSag

NPO®OPIKEY XYZTAZEIE :

Mrtropeite va AABETE OTTO TOUG KK. :

NikéAao HAiGdn

lwavvn ZPTwKo
NIKOAQO ZuTTWKO
PwokoAdkn XapdAauto
Apn ZKuBoAdkn

Kopiva AAe€avdpn
BaaiAn MavayiwTtou
NAeUTEPN ZIKIVIWTN

HAia Matrayewpyiou

m.Meviko AieuBuvth Agitoupyiog & MNpoidvtog Grecotel S.A
AleuBivwyv ZupBouAo Ayatrn MTnTg A.E.

Mpéedpo Ayatn MtnTg A.E.

lev. Avtn Sbokos Hotel Group

lev. Avin Malia Park

Marketing Maris Hotels

lev. Avin Zeus Village

. Avtn Mykonos Palace

I1610kTATN Santa Marina Mykonos

Zéveg M\wooeg :

Apiota Tnv AyyAikn (Proficiency — adeia didaokaAiag)
KaAd tnv Meppavikr], KaAd tnv ITaAiki
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Fvwoeig HAeKTpOVIKWY YTTOAOYIOTWYV :
o DOS 6.22 - Fidelio 5.22 & windows version
o Unidata - Estia - Ermis
o Windows — Ms Office
o Visual Basic 6.0
Scala (Amiga)
Adobe Photoshop 7.0 - Corel 11
XpnAon kai MNpoypaupatiopdg Labware pos
Protel - AAéEavdpog
Bivreookotnon & Anpioupyia DVD-ULEAD

O O 0 ©°

Xepivdapia

YTmoupyeio Epyaaciag — Zepivapio EmlswpnTtwyv Epyaciag

EKAAA — AIOIKHZH EKIMAIAEYTIKON MONAAQN

EKAAA — H AIA®OOPA XTON AHMOZIO TOMEA

EKAAA — Aietbuvon Tunudtwyv

JMK — Changing the business culture

FORUM- ADVANCED TEXNIKEZ AIAMNPOZQMIKHZ  EMNIKOINQNIAZ
& ANOPQIINH ZYMMEPI®OPA

Hyeoia — EmpeAntrpio HpakAgiou Eionynthg Kog MNMavayiwtdtmouAog Aviwvng
Zepvapio Exraideuong Exkmraideutwyv 2ZEM — AEK 2006 EKENMIZ 300 wpeg
NLP — NEYPOIAQZZIKOZ NMPOrPAMMATIZMOZ — 16 QPEXZ

2uppeToxn oto Emipopewrtikd Zepivapio Tng NSA (k. Nikou ZkouAd)
«XTi¢ovTag Tnv AtroteAeapartikr) Ouddax» atéd 28/2-3/3 oto MNoépTo EAolvTa Mdpe
EEAE « Emixeipnoiako MNMakéto Anuociwv ZxEoewvy» 8 wpeg

15pupa Texvoloyiag & "Epeuvag HpakAeiou (Visual Basic 6.0) 60 wpeg
‘1dpupa Texvoroyiag & "Epeuvag HpakAegiou (H/Y) 112 wpeg

EEAE «Zxedlaopog TouploTikwy MNakéTwvy 350 wpeg

Metémreita ouvepyaoia pe Tnv EEAE yia Tnv ékdoon CD ROM 8épa

«O1 EvaAakTikéG Mopgég Toupiopou atnv KpAtn»

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

PRIORITY «Zeuivapio Ecwtepikwv EmBewpntwv» 14 wpeg

Meooyeiakh EkmraideuTikfy « Golf Marketing»

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

Metémeita ouvepyaaia yia nv ékdoon CD ROM

VVVYVYVVYY

YV VYV

Y VVY

VVVVYVY

ZTPATIWTIKEG YTTOXPEWOEIG : EKTTANpwuéveg
lavoudpiog 1999— loUAiog 2000 ZtpaTmiwTikn OnTeia (EdikdéTNTa «ZImiothg» Z.1. 1)

Huépeg atrouaiag amoé epyaacia / ekaideuon / oxoAgio Adyw aobéveiag : @

AAAa EvdiagépovTa :
2UAAoyN ZTTaviwy AVTIKEIHEVWVY OTTWG: Xioupop kail KaA AidBean yia Zuvepyaaia.
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International Conference Papers

1. Valerga, M., G. Triantafyllou and K.P. Tsagarakis. 2002. The Water Recycling and Reuse
Practice at Grecotel Hotels. IWA Regional Symposium on Water Recycling in
Mediterranean Region, Iraklio, Greece, 26-29 September 2002. pp. 73-76

THE WATER RECYCLING AND REUSE PRACTICE
AT GRECOTEL HOTELS

Valergal, G. Triantafyllou', and K.P. Tsagarakis2

"Grecotel S.A., environmenf@ath.grecotel. gr, control ab@ab.grecotel gr
? NAGREF., National Agricultural Research Foundation Regional Foundation of Crete,
P.O.Box. 2229, 71110 Iraklion, Greece, kandila(@her.forthnet.or.

Abstract

Grecotel is the largest hotel chain in Greece with 23 hotels and a total bed capacity of
about 12.000 beds. There are currently 15 Grecotel resorts (4 and 5 star) located in
Crete, Rhodes, Corfu, Halkidiki, West Peloponnese, Mykonos and Kos, while
another 2 will open in year 2002 in Kos and Attica. Furthermore there are 6 city
hotels of the 4 and 5 star category under the company's management while another
two city hotels will open in 2002. Grecotel by contract, is responsible for the
management of all the hotels in the group.

The management of Grecotel believes that the tourism industry must set an example

in respecting the natural and cultural environment. For this reason, the company has

introduced an environmental management and protection program which has been

supported by the European Communities and specialists in Greece and abroad. Some

of the activities on water conservation and waste minimization include:

« Improved biological treatment plants and re-use of water for garden irrigation

(except lawns).

Re-use of final rinse water as pre-wash in laundries.

Reduction of single use products (marmalade, plastic cocktail decorations etc.)

Increased use of returnable glass bottles and reduction of PVC and aluminium

containers.

Linen shopping bags (pilot scheme in 5* Grecotels 1994). Plastic laundry,

sanitary & refuse bags replaced with recycled paper bags.

Bulk purchasing in returnable packaging.

Recycling and re-use of waste products - wherever possible.

Inclusion of Grecotel Environmental Policy in new Personnel Induction Manual.

o Distribution of “Savoir Vivre” leaflet which encourages ecological thinking in
the home as well as the workplace.

« Environmental duties included in all job descriptions. Slides shows and talks to
all levels of personnel.

« Eco-check list included in the regular Grecotel Quality Audit of all hotels.
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This paper will concentrate on the company's policy to water recycling and reuse.
There will also be presented the systems employed for wastewater treatment in all
hotels owned and administrated from Grecotel. There will be a qualitative and
quantitative presentation for the treated effluents and the specific reuse applications
and techniques.

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

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,
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

Page 15 of 24


https://gala.gre.ac.uk/id/eprint/5025/4/5025_EuroCHRIE_2008_Conference_programme_and_schedule.pdf
https://gala.gre.ac.uk/id/eprint/5025/4/5025_EuroCHRIE_2008_Conference_programme_and_schedule.pdf
http://www.ahtmm.com/wp-content/uploads/2016/08/intro.pdf
http://www.ahtmm.com/wp-content/uploads/2016/08/part3.pdf

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 Wine» 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
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.
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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

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
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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://iccmi2020.0rg
http://iccmi2020.org/wp-content/uploads/ICCMI-2020-Conference-Programme.pdf

10. 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
http://iccmi2020.org/wp-content/uploads/ICCMI-2020-Conference-Programme.pdf

11. George Triantafillou, Konstantinos Petridis and Marinos Anastasakis (2020) The
transition to online learning during the COVID-19 pandemic: A Student Perspective — A case
study in Greece, 16th HSSS National & International - Virtual Conference

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 distant 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.
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12.

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).

Key Words: distance learning, blended teaching methods, education, online teaching

www.confe.hsss.eu/program-and-abstracts/

Konstantinos Petridis, Emmanuel Lourakis, George Triantafillou, Marinos Anastasakis.
The Impact of Corona Virus to Higher Education. National University of Uzbekistan Holon
Institute of Technology FRONTIER IN MATHEMATICS AND COMPUTER SCIENCE
October 12-15, 2020

Abstract
The global higher education landscape has dramatically changed in the past six months due to

the Corona Virus (COVID-19) pandemic [1]. Higher Education Institutions have faced
economic crises in the past, but the challenges posed by COVID-19 were unprecedented [2].
The pandemic spread fast across the globe and found Higher Education Institutions mostly
unprepared. The impact was felt on all Higher Education stakeholders: students, researchers,
academics, Institutions, Funding Agencies, and local societies. This presentation aims to
understand the impact of this abrupt change to each stakeholder group, propose solutions and
identify hidden opportunities. Students across the higher education sector have been
forcefully impacted by the spread of COVID-19. The challenges they face range from
mobility restrictions, to social distancing from their peers, to changes in their study plans, to
learning online models and to missing scholarship interviews [3]. Academics were also
affected from the abrupt transition to online teaching, dealing with online exams, handling
their research grants and mobility restrictions [4]. Institutions have been forced to close
campuses and switch to online learning and digital tools with limited notice. Among the
biggest challenges that HEIs faced included keeping students and staff safe and well informed
about the pandemic, investing in online management tools, keeping open the research
laboratories and maintaining research activities and dealing with missing funds due to low
enrollment of international students to their programs [5]. Funding agencies (etc. Erasmus
Project, HORIZON 2020) have experienced a negative impact on ongoing or planned
activities [6,7] such as the need to manage the number of requests to extend the lifetime of
awarded projects and keep alive the research activities (e.g. HORIZON 2020) and staff and
student mobility (e.g. Erasmus). Finally, as Higher Education Institutions are interconnected
with the local society, they affect each other. As a result of the impact on Higher Education
Institutions, local societies have experienced lower demand for student accommodation, lower
consumption, increased demand for internet bandwidth [8] in parallel with the increased need
to maintain a health system that can cope with the pandemic. This presentation will try to
leverage the published bibliography, reports and surveys implemented by the International
Relations Office of the Hellenic Mediterranean University among some of the Higher
Educational Stakeholders (students and academics) [9,10], to reveal 79 insights regarding the
(a) challenges, (b) proposed solutions, and (c) hidden opportunities to be explored during and
after the COVID-19 era. Key Words: Higher Education, COVID-19, distance learning,
blended teaching methods, education, mobility

http://fmcs.nuu.uz/[FMCS Abstract Book 2020.pdf
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13.

14.

15.

Georgios Triantafyllou, Eirini Strataki and Michail Volyrakis The influence of spatial
infrastructure on resort hotel crime. A case study in Crete. TOURMAN 2021

Abstract

The primary objective of the study is to investigate the possible existence of
significant links that bind spatial infrastructure and property layout with hospitality
related crimes.

The question is how the design and the architectural layout of a resort hotel may make
crime relatively easy or difficult.

Under this topic the researchers tried to shed light in a previously unexplored region of
criminality within the service sector in Greece, investigating 4 and 5 star hotels in the
island of Crete.

A form of non-probability purposive sampling was applied. The methods of the
research were three: Direct observation of hotel infrastructure, ranking of key
variables by an expert panel and semi- structured interview with hoteliers.

Key Words: Infrastructure, crime, security, resort hotel

https://www.tourman.gr/full programme.pdf

Georgios  Triantafyllou, Maria  Eftychia  Apostolaki, Natalia  Farsari, Eirini
Strataki and Evangelos Taliouris, The tourism development in the municipality of Malevizi
in Crete, by promoting the consumption of the local products in the hospitality industry.
TOURMAN 2021

Abstract

The initial goal of the research is to investigate the connection of the local products of
the primary sector with the tourism enterprises of the municipality of Malevizi. It
begged the question how the tourist areas of the municipality will include the local
products in the menus they use, in order to help in the development of tourism.

To carry out this topic the researchers used two approaches to be more effective. In
particular, they used a qualitative and a quantitative study. Specifically, we had
structured interviews by officials of the municipality of Malevizi and by individuals,
who have a memorable experience in the tourism factor. Then, 105 questionnaires
collected, which gave useful statistical results.

Key Words: Tourism development, local products, municipality,

https://www.tourman.gr/full programme.pdf

George Triantafyllou, loulia Poulaki AND Eirini Strataki The influence of the pandemic
new data regarding the guest’s decision to revisit a tourist destination. Motives that lead to
that decision: Evidence from Crete. International Summit 2021 - Shifting gears in tourism in a
time of crisis

http://tourism-summit.org/gallery/

Abstract

This paper is intending to identify the wither the tourists are primarily attracted by the
decision of a guest to visit a tourist destination again. So we examine in what extend
the covid pandemia period affected the variables by which guests are leaded to choose
the same destination again. The primary data was collected using Google Forms. 1523
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16.

17.

18.

participants have responded. The questionnaire was found reliable. After performing
regression analysis and path modelling, we have found that there is a positive
relationship in the variables, i.e. location, price, distance, safe country, satisfaction,
and revisit and recommendation intentions. The paper could help the industry
professionals in adopting the strategies and ways and means for developing their
business with better and futuristic ideas.

Keywords: tourist destination, decision to revisit, Crete, Greece

George Triantafyllou, Panagiotis Kassianidis AND Eirini Strataki The Environmental
policies in the hospitality industry during the era of the pandemic COVID-19: Evidence from
the Grecotel hotel chain in Greece. International Summit 2021 - Shifting gears in tourism in a
time of crisis

http://tourism-summit.org/gallery/

Abstract

The last two years it has been an exceptional period for countries across the globe. In
this paper we examine the connection between the hospitality industry and their will
to get certified with an environmental certificate. We focus on the different
behaviours between hotel chains and indepents hotels. According to an unofficial
perceptual survey of a small sample, indicates that Grecotel is a prime hotel chain in
Greece and it maintains a superior environmental policy. That is why, this study
employed content analysis of policy documents to Grecotel hotel in Greece.

Keywords: covid, pandemic, iso 14001, environmental certificates, Grecotel, Greece

George Triantafyllou, loulia Poulaki, Eirini Strataki “The significance of local food for
the guest’s decision to revisit a tourist destination: Evidence from Crete” 9™ ICCMI 2021

https://iccmi2021.org/wp-content/uploads/ICCMI 2021 Conference Proceedings.pdf

Abstract

Crete in Greece is the home of numerous tourists, in fact, the tourists who are interested in
food and cuisine, i.e., foodies. This paper is intending to identify the wither the tourists are
primarily attracted by the local food. If yes, do they have revisit or recommendation intentions
for Crete? The primary data was collected using Google Forms. 527 participants have
responded. The questionnaire was found reliable. After performing regression analysis and
path modelling, we have found that there is a positive relationship in the variables, i.e. taste,
price, serving style, vendor satisfaction, and revisit and recommendation intentions. The paper
could help the industry professionals in adopting the strategies and ways and means for
developing their business with better and futuristic ideas.

Keywords: local food, cuisine based tourism, food tourism, decision to revisit, Crete, Greece

George Triantafyllou, Panagiotis Kassianidis, Eirini Strataki “Environmental
policies and procedures in the hospitality industry: A study of policies of Grecotel
hotel chain in Greece” 9th ICCMI 2021

https://iccmi2021.org/wp-content/uploads/ICCMI 2021 Conference Proceedings.pdf
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19.

Abstract

The year 2020-21 has been an exceptional period for countries across the globe. During the
world pandemic the debate is increasing on the environmental policies and their effective
implementation. Many hotels, now-a-days, develop environmental policies and they use their
policies as a marketing tool — to attract sales (Hsieh, 2012). According to an unofficial
perceptual survey of a small sample, indicates that Grecotel is a prime hotel chain in Greece
and it maintains a superior environmental policy. That is why, this study employed content
analysis of policy documents to Grecotel hotel in Greece. This study analyzes the five annual
policy document and sentiments from Twitter to understand the different ways and means to
prepare, develop, and implement the better environmental policies.

Keywords: hotel chain, resorts, thematic analysis, content analysis, environmental
policy, user generated contents, Grecotel, Greece
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Kow.: Thanika Juwaheer

Ofua: Your submission to "A Research Agenda for the Social Impact of Tourism"

Dear colleague,
Greetings. Thank you for submitting your abstract to "A Research Agenda for the

Social Impact of Tourism". We are pleased to inform you that your abstract has
been accepted. | am therefore asking you to proceed with the full chapter.

In order to ensure that we deliver an impactful volume, it is important that your
chapter is forward looking and innovative. Your contribution should discuss the
current state of knowledge on the proposed topic, its limitations and a solid
discussion on future research directions. In terms of the number of words, your
contribution should be between 7000-8000 words, although we am flexible with
the upper word limit.

The deadline for full chapter submission is 25 May 2021. We are kindly requesting
that you respect the deadline so that we can ensure a timely delivery to the
publisher.
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| attach the contributor guidelines for your contribution.

Thank you for your fine contribution and we look forward to working with you over
the next few months.

Robin and Thanika (Editors)
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Dr. Robin Nunkoo
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Department of Management

Head, International Center for Sustainable Tourism and Hospitality
University of Mauritius

Reduit
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1.

Keynote Speaker

Keynote Speaker in Technical Session on Tourism Management during 12th
International e-Conference going to be held during December 19th-20th, 2020 at
Prestige Institute of Management, Gwalior. Date: 19" Dec 2020 Time: 12:00 PM —
2:15 PM. Rapporteur: Asst Prof. Vivek Shrivastava
vivek.shrivastava@prestigegwl.org - Co- Rapporteur: Asst Prof. Kalpana Tomar
kalpana.tomar@prestigegwl.org

Moderator

1. Moderator at the 6™ session of the 2nd University Business Conference,
Tourism Crete, Virtual Conference, 22-23 April 2021

https://ubc2021.org/wp-content/uploads/[TIPOTPAMMA_YXYNEAPIOY .pdf

2. Moderator at the 10th session of the TOURMAN 2021, 4th International
Scientific Conference “Restarting tourism, travel and hospitality: The day
after” 20-21-22 May 2021
https://www.tourman.gr/full programme.pdf

EPEYNHTIKA ENAIA®EPONTA

e Wine tourism & Networks

e Food tourism & digital marketing
e Alternative forms of tourism

e Hotel operation

e F&B management

e Social politics

e Epyaolaka Bépata
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