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Ap. 'eopyio Xtovpaxn

Tunua Awiknong Opyavicpav, Mdapketvyk kot Tovpiopot, Aedvég Iavemomipio g EALGS0G
E-mail: stavrakig@ihu.gr

AKAAHMAIKH AITAXXOAHZH

Maop. 2024 — Efqpepa Erikovpn KaOnynqtpro (erti Onreio)
I'vootikd avtikeipevo: Mapketivyx
Tunua Aroiknong Opyavicuwv, Mapketivyk kot Tovpiopot, Atebvég
[Movemoto g EAAGSOg

Avy. 2021 — Xent. 2023 Enikovpn KaOnynqtpro oto Mapketivyk
Senior Lecturer in Marketing
Department of Marketing, Surrey Business School, University of
Surrey, Meydan Bpetavia

®ef. 2017 — Iovi. 2022 AevBdvrpra Tov Metantvrakov [poypdppatog Xmovd@dv oto
Yrpornyiké Mapketivyk (MSc in Strategic Marketing)
Department of Marketing, Surrey Business School, University of
Surrey, Meydain Bpetavia

Iav. 2016 — IovA. 2021 Aéxtopag 610 MApKeTIVYK
Lecturer in Marketing
Department of Marketing, Surrey Business School, University of
Surrey, Meydin Bpetavia

Xem. — Agk. 2015 AvaminpoTpro Aéktopoag 6to MapkeTivyk
Associate Lecturer in Marketing
Department of Marketing, Oxford Brookes Business School, Oxford
Brookes University, Meydain Bpetovia

EKITAIAEYXH

2019 Aimhopa Zrovddv ot Ardackario kor Madnen (2018 — 2019)
Graduate Certificate in Learning and Teaching
Department of Higher Education, University of Surrey, Meydain Bpetavia
BoBuoc: 77% (Distinction, Apiota)

2015 Awaktopwké Airhopa Owovopk®v Emotnpav (2011 — 2015)
Tuqua Owovopkov Emompudv, Apiototédeto [avemomo O@sscorovikng
Babuog: Apioro
Tithog dwtppng: H kotovonon e Ol1001kaciog GYNUATIOUNOD THG TODTOTHTOS TO
KaTaVaAOTH O10UECOD EUTELPLOV GUYYPOVIG TEXVHS

2010 Metamtoyuoxko Airhopo Ewikegvong otnv IIAnpogopikn kor Awoiknon (2008 —


mailto:stavrakig@ihu.gr

2007

2010)
Tunuota Owovopukomv Emotuov kot [Tinpopopikng, Apiototédeto Tavemomuo
®ecoarovikng

Amlopatikny Epyacio eotiacpévn 6to yvmotikd tedio 1ov MapkeTivyk
Babuoéc: 9.44/10 (Apiora)

IMrvyio Owovopikdv Emoempov (2003 — 2007)

Tunqua  Owovopkewv  Emomuov, Touéoag Owovopkng tov Emyeipnoeov,
Aptototédrero Tavemompio ®escarovikng

Babpog: 7,88/10 (Aiov Kalwg)

21 vymAdtepn Pabroroyio oy TEAETN OmOPOITNONG G€ GVVOAD 126 PolTNTHOV

EINIXOPHI'OYMENH EPEYNA, AIAKPIZEIX KAI YIIOTPO®IEX

2021

2019

2019

2018

2017

2014

2010

2009

2007

Emttuymg entyopriynon yuo v mapakdto Epgvva Emetta and kpion (kbpla epguviTpla Tov
épyovu: I'. Etavpdkn): “Student experience with innovative assessments: The case of the
photo-elicitation arts-based method ”. New Learning and Teaching Project Funding for
developing and evaluating teaching practice, popéag enryopnynong to Faculty of Arts and
Social Sciences (FASS) tov University of Surrey.

Avayvapion ot Meydin Bpetavia kavotdpov pebodov sdackariog mov avéntuéa 6To
pnabnuoa «Atoiknon Awavikod Eumopiov: Ipoktikés Egapuoyéc» oto Surrey Business
School. H oyetikn avayvopion nponibe omd to Carabao Marketing Project kot 1
ovvepyaoia mov avartoaue pe v etapeion Carabao Energy Drink dnpooievtnke oto
neplodikd g Meyding Bpetaviag Independent Retail News.

Atdxpion tov ddakTikod pov épyov oto Surrey Business School pe Bdon tig dpioteg
aglohoynoelg éhafo amd Toug eortntéc/Tpleg Katd to yewepwvo e&aunvo 2018-2019 and
tov Koountopa tov Surrey Business School.

E&éyovca epyacioxn amddoor katd To akadnpaiko étog 2017-2018.

Bpafeio y to koAdtepo apbpo tov cuvvedpiov (‘From ear to eye’: Discerning the
multiplicity in consumers’ selves through collage visual data), 5th International

Conference on Contemporary Marketing Issues (ICCMI).

Ymotpopio Apioteias Yoo vwoynelovg owaktopes, Emtponny Epguvav, Apiototédelo
[Tovemom o Oeccalovikng.

Ynotpooia and 1o King’s College London yw coppetoy kot mapovciocn apbpov oe
deBvég ouvédpro.

Yrotpoopia yio dprotn axadnuaiky exidoon and to Tunua [TAnpopopikng, Apiototérelo
[Moavemomuo Oescarovikng.

2n vymAdtepn Pabuoroyio otnv TteAet) omooitmong tov Tunupatog Owovoukov



Emomuov, Apiototédeto [avemotiuo Oecoalovikng.

2004 Ymotpopia yw dprotn oakadnuoikn emidoon oamd to Iopvpa Kpoatikdv Ymotpoeidv

(IKY).

TOMEIX EIIIETHMONIKOY ENAIA®EPONTOX

Méprketvyk, Zouneprpopd Koatavarotn, ITootiky Mebodoroyia, Exrtatdevtikég pébodot oto
nedio Tov Mapketivyk.

APOPA XE ENNIXTHMONIKA ITEPIOAIKA ME KPIXH

1.

Anninou, |., Stavraki, G. and Floh, A., (2024). 1 can’t get satisfaction: Examining the
moderating role of service brand authenticity in the relationship of imperfect experiences and
satisfaction. Journal of Services Marketing (ABS 2*)
https://doi.org/10.1108/JSM-11-2023-0415

Stavraki, G. and Anninou, I. (2023). Arts-based methods in business education: A reflection
on a photo-elicitation project. Management Learning 54(4), 531-555 (ABS 3*)
https://doi.org/10.1177/13505076221075046

Plakoyiannaki, E., Stavraki, G. and Tsapi, V. (2022). The artist and the photograph: A
semiotic analysis of consumers’ experiences with photographs. Qualitative Market Research
25(2), 256-271 (ABS 2*)

https://doi.org/10.1108/QMR-09-2021-0119

Stavraki, G., Plakoyiannaki, E. and Clarke J. (2018). The appropriation cycle: Novice and
expert consumers. European Journal of Marketing 52(9/10), 1886-1908 (ABS 3*)
https://doi.org/10.1108/EJM-08-2017-0527

Stavraki, G. (2016). Understanding consumers’ relationships with contemporary artworks
through identity narratives. Journal of Service Theory and Practice 26(6), 811-836 (ABS 1*)
https://doi.org/10.1108/JSTP-02-2015-0024

Plakoyiannaki, E., Kampouri, A., Stavraki, G. and Kotzaivazoglou, I. (2014). Family
business internationalisation through a digital entry mode. Marketing Intelligence and
Planning 32(2), 190-207 (ABS 1%*)

https://doi.org/10.1108/MIP-01-2013-0016

APOPA XE LYAAOI'IKOYX TOMOYX ME KPIXH

1.

Stavraki G. (2023) Exploring the use and design process of digital collage research: A
reflection on a pedagogic project. In SAGE Research Methods Cases: Business and
Management, SAGE Publications.

https://doi.org/10.4135/9781529622898



https://doi.org/10.1108/JSM-11-2023-0415
https://doi.org/10.1177/13505076221075046
https://doi.org/10.1108/QMR-09-2021-0119
https://doi.org/10.1108/EJM-08-2017-0527
https://doi.org/10.1108/JSTP-02-2015-0024
https://doi.org/10.1108/MIP-01-2013-0016
https://doi.org/10.4135/9781529622898

2. Plakoyiannaki, E. and Stavraki, G. (2022). Qualitative research for tourism. In the
Encyclopedia of Tourism Management and Marketing (ed. D. Buhalis). Edward Elgar
Publishing.
https://doi.org/10.4337/9781800377486

3. Plakoyiannaki, E. and Stavraki, G. (2018). Collage visual data: Pathways to data analysis. In
the SAGE Handbook of Qualitative Business and Management Research Methods (eds C.
Cassell, A.L. Cunliffe, G. Grandy). Volume 2: Methods and Challenges, Chapter 19, p. 313-
328, SAGE Publications.
https://uk.sagepub.com/en-gb/eur/the-sage-handbook-of-qualitative-business-and-
management-research-methods/book245704

4.  Plakoyiannaki, E. and Stavraki, G. (2017) Creating solutions: Organizational processes and
capabilities. In Marketing graffiti: The writing on the wall (ed. M. Saren). Routledge.
https://www.routledge.com/Marketing-Graffiti-The-Writing-on-the-Wall-2nd-
Edition/Saren/p/book/9781138013339

5. Stavraki, G. (2014). Going reflective: Making sense of the process of designing a case study
research under the interpretive paradigm. In SAGE Research Methods Cases (ed. P. Brindle).
SAGE Publications.
https://dx.doi.org/10.4135/978144627305013496531

AIAAKTIKO YAIKO: XYITPA®H MEAETQN IMEPIHITQXHX

1. Stavraki, G. (2024). Intercultural management in an art museum: Using visual research to
understand cross-cultural experiences, SAGE Data Challenge.

2. Anninou, J. and Stavraki, G. (2024). Strategic decision processes: Understanding the effect of
cultural differences in a superstore expansion, SAGE Data Challenge.

3. Anninou, J. and Stavraki, G. (2024). Digital marketing analysis: Using web analytics and online
reviews to track customer experience at a new gym, SAGE Data Challenge.

4. Anninou, J. and Stavraki, G. (2024). Tracking social media engagement: Reversing sales
declines through influencer and customer behavior insights, SAGE Data Challenge.

APOPA XE XYNEAPIA ME ITPAKTIKA ME KPIXH

1. Anninou, I. and Stavraki, G. (2024). Unravelling student experiences with arts-based
assessment methods in marketing education. Amodextd ywo mapovcioon oto Academy of
Marketing Conference, United Kingdom, 1-4 IovAiov, 2024.

2. Stavraki, G. (2023). Zvpuetoyn oto Transforming Communities through Promoting Inclusive
Art Consumption (track 1), The 2023 Transformative Consumer Research Dialogical
Conference, Association for Consumer Research, United Kingdom, 18-20 Iovviov 2023.


https://doi.org/10.4337/9781800377486
https://uk.sagepub.com/en-gb/eur/the-sage-handbook-of-qualitative-business-and-management-research-methods/book245704
https://uk.sagepub.com/en-gb/eur/the-sage-handbook-of-qualitative-business-and-management-research-methods/book245704
https://www.routledge.com/Marketing-Graffiti-The-Writing-on-the-Wall-2nd-Edition/Saren/p/book/9781138013339
https://www.routledge.com/Marketing-Graffiti-The-Writing-on-the-Wall-2nd-Edition/Saren/p/book/9781138013339
https://dx.doi.org/10.4135/978144627305013496531

10.

11.

12.

Stavraki, G. and Anninou, I. (2021). The use of arts-based methods in innovative assessments
in business education: Preliminary evidence from a marketing module. Xta mpaxtikd Tov
debvoug ovvedpiov International Conference on Contemporary Marketing Issues (ICCMI),
Greece, 3-5 Zentepuppiov 2021.

Stavraki, G. and Plakoyiannaki, E. (2021). Escaping conventions: Theorizing from collage
research. Xta mpoktikd tov d1ebvodc cvvedpiov Academy of Marketing Conference, United
Kingdom, 5-7 IovAiov 2021.

Stavraki, G. and Anninou I. (2021). Doing, reflecting, and collaborating: An arts-based
reflection on the photo-elicitation method in marketing education. Zta mpaktikd tov 51e6voic
ovvedpiov Academy of Marketing Conference, United Kingdom, 5-7 IovAiov 2021.

Stavraki, G. and Anninou I. (2019). ‘Tell me now, how should I feel?’: Letting go or holding
in emotions arising through art consumption experiences. Xta mpaxtTikd TOL 61€0VOVC
ovvedpiov Association for Consumer Research Conference (ACR), Atlanta, USA, 17-20
Oxtopprov 2019.

Anninou |., Stavraki, G. and Yu, Y. (2018). Cultural differences on perceived crowding,
shopping stress and excitement in superstores. Xto mtpoaktikd tov diebvoig cuvedpiov Academy
of Marketing Conference, Stirling, United Kingdom, 2-5 IovAiov 2018.

Stavraki, G. and Plakoyiannaki, E. (2017). Meaning is movement: A visual analysis of the
(trans)formation of consumers’ multiple identity positions. Xta mpoktikd TovL Jd1EBVOLG
cuvedpiov 46" Annual Conference of the European Marketing Academy (EMAC), Groningen,
Netherlands, 23-26 Maiov 2017.

Stavraki, G., Plakoyiannaki, E. and Anninou, 1. (2017). ‘From ear to eye’: Discerning the
multiplicity in consumers’ selves through collage visual data. Xta mwpaxtikd tov 01€0v0Dg
ovvedpiov International Conference on Contemporary Marketing Issues (ICCMI),
Thessaloniki, Greece, 21-23 Tovviov 2017.

Anninou, 1., Liu, X., Stavraki, G. kot Plakoyiannaki, E. (2017). The relationship between
online customer reviews and confusion proneness. Xta mpoktikd tov S1eBvodg cuvedpiov
International Conference on Contemporary Marketing Issues (ICCMI), Thessaloniki, Greece,
21-23 Tovviov 2017.

Plakoyiannaki, E., Stavraki, G. and Kampouri, A. (2015). Is it like this or it look just like this?
A semiotic analysis of photographic aesthetics. Xto mpoxtiké tov d1eBvovg cvvedpiov
International Conference on Contemporary Marketing Issues (ICCMI), London, United
Kingdom, 30 Iovviov - 3 IovAiov 2015.

Stavraki, G. and Plakoyiannaki, E. (2014). Understanding consumers’ modes of interpersonal
relationships through a dialogical perspective. Xto mpaxtikd tov 0d1ebvodc cuvedpiov
International Conference on Contemporary Marketing Issues (ICCMI), Athens, Greece, 18-20
Iovviov 2014.



13.

14.

15.

16.

17.

18.

19.

Stavraki, G. ko1 Plakoyiannaki, E. (2012). Beyond material possessions: The emergence of
extended self in experiential settings - insights from Toulouse Lautrec consumption. XZta
TPoKTIKG TOL O1eBvoc cvvedpiov International Conference on Contemporary Marketing
Issues (ICCMI), Thessaloniki, Greece, 13-15 Iovviov 2012.

Plakoyiannaki, E., Kampouri, A., Stavraki, G. and Kotzaivazoglou, 1. (2012). Family firms:
Going global through a digital entry mode. Zta tpaxtiké tov d1ebvodc cuvedpiov International
Conference on Contemporary Marketing Issues (ICCMI), Thessaloniki, Greece, 13-15 Iovviov
2012.

Stavraki, G. and Plakoyiannaki, E. (2012). “Voices in my head’: Aesthetic experiences under
construction-consumers’ identity repertoires from Damien Hirst’s exhibition. Xto mpaxtikd
0V d1ebvoig ovvedpiov 41th Annual Conference of the European Marketing Academy
(EMAC), Lisbon, Portugal, 22-25 Maiov 2012.

Stavraki, G. and Plakoyiannaki, E. (2011). Pathways and outcomes of immersion: A case study
of imaginative responses and personal reflections of Joan Miro’s artwork. Xto mpaktiké TOV
debvoug ovvedpiov 40th Annual Conference of the European Marketing Academy (EMAC),
Ljubljana, Slovenia, 24-27 Maiov 2011.

Stavraki, G. and Plakoyiannaki, E. (2011). Appropriating an artistic brand meaning: A case
study of consumers’ responses to Miro’s exhibition. Xta wpoaktucd tov deBvoidc cuvedpiov
16th International Conference of Marketing Communications (CMC), Athens, Greece, 27-29
Ampidiov 2011.

Stavraki, G., Plakoyiannaki, E. and Zotos, Y. (2011). From identifications to emergent
identities and from experience attachment to self-extension: A case study of Toulouse Lautrec
consumption. TTapovcioon tov gpguvntikod Gpbpov 610 d1ebvég cuvédpio 10th Anniversary
International Colloquium on Arts, Heritage, Nonprofit and Social Marketing, Leeds, United
Kingdom, 7 Xentepppiov 2011.

Stavraki, G. and Plakoyiannaki, E. (2010). The act and ‘art’ of appropriation: A case study of
Joan Miro consumption. ITapovciaon tov gpevvntikod GpBpov oto debvég cuvédpro 9th
International Colloquium on Arts, Heritage, Nonprofit and Social Marketing, London, United
Kingdom, 10 Zerteufpiov 2010.

APOPA XE XYNEAPIA ME KPIXH XQPIX ITIPAKTIKA

Stavraki, G. and Plakoyiannaki, E. (2018). Look who’s talking now: A case study on the
movement of consumers’ multiple identity positions. [Tapovciacon Tov gpgvvntikov dpBpov
oto o1ebvéc ouvédplo 17th Colloquium on Arts, Heritage, Nonprofit and Social Marketing,
Birmingham, United Kingdom, 17 Xentepfpiov 2018.



ITANEIIXTHMIAKH ATAAKTIKH EMIIEIPIA

A0 0OKUALO, GE TPOTTTVYLOKO ETITEDO

2024 — Xnquepa  Tunuo  Awiknong Opyoviopov, Mdapketivyk kot Tovpiopov, AteBvég
[Movemotuo g EAAGSOg
= Awiknon MapkeTivyk, ovtodhvopn ddacKaAic, Eapvo eEauUnvo
2023/24

2016 — 2023 Department of Marketing, University of Surrey, United Kingdom

= Youreprpopd Koravaroti (Consumer Behaviour), avtodovaun
dwackario, 2016/17-2021/22

»  Emkowaovio Mapketivyk / Aragpimuen (Marketing Communications),
avtoduvoun dwackaria, 2016/17-2021/22

*  Awiknon AwvikoV Epmopiov: Mpaxtikés E@appoyég (Retail
Consultancy Project), avtodovaun didackaiio, 2016/17 - 2020/21

» Ewayoyn eto Mapketivyk (Principles of Marketing), avtoddvaun
ddaokaria, 2016/17

2015 - 2016 Department of Marketing, Oxford Brookes University, United Kingdom
»  Awgyeipion Epnepiog Iehardv (Customer Experience Management),
avtodvvoun ddackaiio, 2015/16

Al 0OKOALO, OE PNETUMTVOYLOKO EMITEDO

2023 — 2024 Tuquo  Awiknong Opyavicuwv, Mépketvyk  xor  Tovpiopov, Aebvég
[Movemotuo g EAAGSOg
= Mépketivyk, I[IMX om Awiknon 1tov Enyspnoeov (MBA),
avtodvvaun owackoria, xeluepvo eEdunvo 2023-2024

2016 — 2023 Department of Marketing, University of Surrey, United Kingdom

= Youreprpopd Koravaroti (Consumer Behaviour), avtodvvaun
ddackoiia, 2015/16 —2021/22

»  Mapketivyk tov Ilehoterokdv Xyéoswv (Relationship Marketing),
avtodvuvaun dackaria, 2016/17

* Eg@appoopévn ‘Epevova Mapketivyk (Applied Marketing Research),
avtodvvapun dwackoria, 2015/16

= Yoyypove Ofpato MdapkeTivyk, ovtodhvoun ddackoria, pio O1dAesn
og d1daKTopIKovs ortnTég ava £tog, 2016/17, 2018/19, 2020/21

2011 - 2014 Tuina Owovopikomv Emomuov, Apietotéreto [ovemot|wo Osccarovikng
= Yyumeprpopd Katavaroti (Consumer Behaviour)



Enripieyn petantopoxaov swtpifov

Amo 10 2016 &ym emPAéyel emTuydC 65 peTOMTUYIOKES SOTPPEC POITNTOV GTO LETATTUYLOKA
npoyphupoto. MSc in Marketing Management, MSc in Strategic Marketing, MSc in Digital
Marketing and Channel Management, ka1t MSc in International Marketing Management cto
Surrey Business School.

AvamtoEn pednpatov Kol KIKA®V 6T00dmVv
Y10 mAaicto tng ddackaAiag pov oto Surrey Business School:

* "Eyo ovamtd&el To TpOYPApLo LETATTVYIOKOV ortovd®v MSc in Strategic Marketing kot to
emavacyediaco (2022) oto mAaiclo g avabedpnong avamTvéng mTPOYPAUUATOC GTOVIMV

(Curriculum Development Review).

* 'Exo emovooyedidoel, avamtOEel TO O00KTIKO VAKO (daAéEels, oeuwvdpro, pébodot

aE0AOYNONG) Y10 TPOTTLYLOK( KO LETATTUYLOKA Lo otal.

AKAAHMAIKEYX AIOIKHTIKEX APAXTHPIOTHTEX

®¢f. 2017 — Iovi. 2022

Xem. 2017

Arev@ovipra Tov Metamtoytakod Ipoypappatog Xrovd®v
Zrpatyyiké Mapretivyk (MSc in Strategic Marketing), Tunua
Mapketivyk (Department of Marketing), Surrey Business School,
University of Surrey.

Qc devbuvrplo tov Metantoytokov Tpoypdupotog o) avértvéa
T0  TPOYPOULO  UETATTUYOK®V omovddv MSc in  Strategic
Marketing (mponyovuevo mpdypoupa MSc in Marketing
Management), B) ocuvvéBaia pe emttvyio otn SlmicTELOT TOV
Tpoypappatog amd tov d1ebv gopéa domictevong AACSB, )
cuvéfoio otV JlCEAOAoN  UAONONG  TOL  LETOMTLYLOKOV
TPOYPAUIOTOg pécw NG avamtuéng tov Assurance of Learning
(AoL) plan yio o petomtuyloKd TPOYPOLUD, 8) EKTPOCHONNCA. TO
LETOMTUYIOKO  TPOYPAUD  OTIS  EMITPOTEG  UE  €EMTEPIKOVG
aEl0A0YNTEG, GE GULVOVTNOCELS LE LTOYNPLOLG (POITNTES, KOl HE
yYpapeiot TANPOPOPNONG GTOVODV.

Yyedacpog kot opydvoon epyactnpiov (workshop) oto mhaicio
g British Academy of Management (BAM) pe titho “Reflections
on the study of emotional states in consumer behaviour.
Theoretical and practical implications”, ITavemiotquo Warwick
(o€ ovvepyooia pe I. Avvivov).

ITAPAKOAOYO®HXH XEMINAPIQN

2023 “Embedding Graduate Employability Skills in the Marketing/Business Curriculum”,
Academy of Marketing (Marketing Education SIG), 12 Iavovapiov 2023.



2023 “Creating, Capturing and Communicating Research Impact Workshop”, University
of Surrey ka1 Research Impact Academy, 6 ka1 8 ®eppovapiov 2023.

2023 “Empowered Educator: Embracing a New College Classroom!” Sessions attended.:
Revamping & Revitalizing Your Teaching, Alternative Assessment lIdeas for All
Your Courses, Escape the Standard Lectures with Escape Rooms, Using Technology
to Engage Students in an Online Course, Cengage Events, 14-15 ®efpovapiov 2023.

2023 “Student Engagement (with learning and teaching)”, University of Surrey, 8
Maoptiov 2023.

2021 “Digital Disruption: The Future Role of Artificial Intelligence”, Surrey Business
School, 3 ®eppovapiov 2021.

2021 “Online classroom engagement”, Surrey Business School, 3 ®&ppovapiov 2021.

2021 “Metaphors and Illness”, School of Psychology tov University of Surrey, 23
deBpovapiov 2021.

2020 “Active Digital Design Sprint”, Surrey Business School, 6-10 IovAiov 2020.

2015 “Foundations of Teaching and Learning” (Grade: 78%), Coursera Online Courses,
2em.-Oxr. 2015.

2012 “KATAJA course Methodological Issues in International Business Research”, School
of Economics, Aalto University, EAcivil, ®wiavdia, 5-9 Maptiov 2012.

KPITHX XE EINIXTHMONIKA ITEPIOAIKA

British Journal of Management, Management Learning, Journal of Marketing Management, Journal
of Consumer Behaviour, Management Decision, International Journal of Internet Marketing and
Advertising

IFAQXYEY KAI AEEIOTHTEX IAHPO®OPIKHXE

= Ayyhu, Apota (City & Guilds Level 3, Mastery C2)
= SPSS, NVivo, MS Windows, MS Office, Panopto Lecture Capture, Zoom.

AOIIH EITATTEAMATIKH EMIIEIPIA

2013 -2015  Social Media Content Creator: Awoyeipiotpia g 1ot0ocelidog TG EAANVIKNG
Axadnpuiog Mdpketvyk (EAAM). YrevBovvn yuoo avavEéwon, Katoympnon, Kot
LETAQpaCT TEPIEXOUEVOL Kat dlayeipton Tov Twitter Social Media account g
Axadnpiag, Iovviog 2013 - Tovviog 2015.

2009 & 2008 Emomtpuo ekbBéoewv oto Kévipo Zuyypovng Téxvng ®socolovikng katd



dwapkewn g 2ns Biennale Xoyypovine Téxvns Oeocalovikng kot tng Ekbeong
No borders just N.E.W.S. Iovviog 2009 - Zentéufprog 2009 ko Iovviog 2008 -
YentéuPprog 2008.
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