ZLVOTTTIKO Bloypa@iko onpeiwpa X. Kdtoiou

O Xpnotog Kataiog avaAapfBavel kabrikovta Feviko AleuBuvtr Tng Groupama
ACQAAICTIKNC aTIO TIC apXEC ATIPIAIOU. AIABETEI TIOAUETA KOl ONPAVTIKA EUTIEIPIO GTOV
O0@OAIOTIKO TOMEQ, a@oU attd To 1999 xel dlateAéael LWNAOPBABUO OTEAEXOC OE
MEYAAEC BIEBVEIC ETaIPEIEC.

ATIO 10 2009 pEXPI orUEPD KaTeiXE TN B€an Tou Epttopikov AlevBuvtr) ¢ Groupama
ACQOAIOTIKNC VW EXEl AVAAABEL Kal TNV EVBUVN CNPOVTIKWY TOPEWV TNC ETAIPEINC,
omw¢ marketing, avamntuén mpoidviwy, opydvwan call center, ETUKOIVWVIO, OAAG Kal
QVATITUEN Kal dloiknan SIKTVWV. MaAaidTepa ixe avaAdpel Tn 6€on touv AleuBuvtn
MwAnoewv kal Marketing otnv ING Life Insurance BouAyapiag, e KUPIEC
OPPOJIOTNTEC TNV AVATITUEN SIKTOWVY Kal TNV avadiopyAvwan TOU TUHAHATOG
TIWANCEWV.

O1 oTtoLdé¢ ToL TIEpINaPBAvouy AgpovauTttnyikn (Kingston University), Aloiknon
Emuxeiprjoewv (MBA - Stirling University) kai Marketing YTinpeoiwv (Master TIAS
Business School), v pIAGEl TIOANEG EEVEC YAWOOEC.



