ANAAYTIKH ITAPOYXIAZH MAOHMATQN ANA KATHI'OPIA

YIIOBAGPOY/KOPMOY
(M.I.Y)+(AONA, EMIX.) EIAIKEYZHE (M.E.Y.) EIAIKOTHTAZ
12(9+3) 12(10+2) (M.E.)
16=(14+2+ILE)
YIIOXPEQTIKA YIIOXPEQTIKA YIIOXPEQTIKA KAT ‘ENIAOTH YIIOXPEQTIKA KAT ENIAOTH
TENIKHE AONA - YIIOXPEQTIKA YIIOXPEQTIKA
YTOAOMHZ ENIXEIPHMA-
TIKOTHTAZ 10 242 14 242
9 3
1. EIZATQTH HA.
1. OIKONOMIKA £TO L ‘E“Y;};';MATA lt[%lﬁg’fé;‘fgﬁ; 1'.?:&(:{1\:,%}‘22'(" XPHMATOOIKONO
MAGHMATIKA AIKAIO KAI TIPONOIAS: MIKH AIAXEIPIZH
MONAAQN YTEIAZ
2 STATIZTIKH 2. EIZATQTH 2. ANAAYZH 1B.. KOINONIKH
ENIXEIPHEQN. ETHAIOIKHIH | EYITHMATQN 1B.IOAITIKEE & | 2.0PFANQEH & OIKONOMIA
OPFANIZMON ENMIXEIPHZEQ MAKPOXPONIAZ OEIMOI WYXIKHEZ | AIOIKHZIH
N ®PONTIAAE YTEIAZ YNHPEZION YTEIAZ
YTEIAZ
3 2A.NEPIBAAAONTI 23, ATAXEIPIZH
3 MIKPO- ETIXEIPHMATI | 3+ AIKAIO KH 3. AIKAIO BIOIIATPIKHE
OIKONOMIKH KOTHTA KOINQNIKHE AIAXEIPIZH & YTEIAZ TEXNOAOTIAZ
ANAAYZH ®PONTIAAE AHMOZIA YTEIA
2B.AIEONEIZ 2B.. KOINONIKO
4'0“:2(')(;8;‘4“(“ 4 Al:l(z‘l\l\ll(!)l‘l(\II‘i)AOI‘lA OPTANIEZMOI & 4. KOINQNIOAOTIA THE MARKETING
ANAAYSH BIOHOIKH MOAITIKEZ AZOENEIAZ KAI IOIOTHTAZ
KOINONIKHE ZOHE
IPOXTAZIAZ
5. AHMOZIA 5. ATTAIKA ,ih';o;':[‘:;‘li'&’l‘g;“‘
OIKONOMIKH AIOIKHZHE YTEIAZ
YTEIAZ
6. 6. BAXEIZ
XPHMATOOIKON AEAOMENON & 6. OPTANQEHZH & AIOIKHZH
OMIKH HOAYMEZA ETHN YNHPEZIQN
AOTIZTIKH YTEIA TIPONOIAZ
7. AIOIKHTIKH 7. AHMOTPA®IA & (RESOENOMEN
AOPIZTIKH YTEIA AIOIKHZH /AIAXEIPIZH
NOZOKOMEIOY
8. EIZATQTH 8. AIKAIO 8. XPHMATOAOTHEH
ETHN KOINQONIKHE & AZIOAOTHEH
MNAHPO®OPIKH AZDAAIZHE YIHPEZIQN
& TA AIKTYA YTEIAZ
9.ZTATIZTIKH 9. OPTANQZIAKH
ENEZEPTAZIA 9;(20%3%‘:(‘?; SYMIIEPI®OPA XTIE
MAHPO®OPION POSTAZIAS YIHPEZIES YTEIAS
10. AIOIKHEZH
ANOPQIIINON 10.0PTANQEH & AIOIKHEH
MIOPON ETIS NPOTOBAGMIAL
YNHPEZIES ®PONTIAAS. YTEIAS
YTEIAZ KAI
KOINQONIKHE
®PONTIAAE
11.KOINQNIKH
MOAITIKH &
EXEAIAZMOX
YNHPEZION
YTEIAZ
12. AIAZ®AAIZH
MOIOTHTAS XTIZ
YNHPEZIEE
YTEIAZ KAI KOINQNIKHE
®PONTIAAS

13. MEOOAOAOTIA
KOINQNIKHE EPEYNAZX

14. TAHPO®OPIAKA

XLYITHMATA

YTEIAZ
INPAKTIKH AZKHZH
EKIIONHZH NTYXIAKHZ

EPTAXIAX




