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AIEGNEZ EMIMOPIO

. |[AHMOZIEZ ZXEZEIZ 2 2

. |TEXNIKH NQAHZEQN *

. |ZYMMNEPI®OPA KATANAAQTH *
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. |EIZArQrH zTH AIA®HMIZH KAI O
POAOZ THZ 2TIZ MQAHZEIZ *
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. |ZTPATHIIKH MPOQOHZHZ MPOIONTQN 4 4
2TO EZQTEPIKO *

15. [MPOQOHZH NMQAHZEQN * 4 4

16. [ TEXNIKH AIAMPArMATEYZEQN * 2 2

17. |OPFANQZH TMHMATOZ NQAHZEQN *
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18.  MARKETING AIANIKOY / XONAPIKOY
EMMNOPIOY KAI ®YZIKH AIANOMH  *

19. |ANANTY=H AIANIKQN NQAHZEQN *
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20. | AHMIOYPTIA KAI AIOIKHZH OMAAQN
NQAHTQN *

21. | XPHMATOOIKONOMIKH AIOIKHZH *

22. | AMEZO MARKETING *

23.|CASE STUDIES I kai Il *

W b
w |
WA WN
WA WN

24. | ATTAIKA 3 3|13 3

25. | XPHZH H/Y 2|2 22

ZYNOAO QPQN 23|12 |25|123| 2 |25|/25| 0 |25|25| 0 |25

© = MAOGHMATA OEQPHTIKA
E = MAOHMATA EPIAZTHPIAKA
Z = 2YNOAO QPQN MAGHMATOZ

* ATTQUTEITOI ETTAYYEAUATIKA EUTTEIPIA OTO YVWOTIKO QVTIKEIYEVO, 4 €TWV yia atmmogoitoug AEI
Kal 5 eTwv yia atrogoitoug TEI petd 1n Aqyn TrTU)iou.

3 Ta paBruara Tou A’ kai B’ e€aprvou Tng €1dikdTnTag "EdIk6g EpTtropiag, Ala@Apunong
kal Mpow6nong Mpoidvrtwv (Marketing)"” kai Tng €1d1k6TNTAG "EI181K6G NMWARCEWV" gival KoIva.



