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2uuBouleureite to Mapaptnua A
o [leptypacn tou Emtumédou twv Madnolakwv ATTOTEAECUATWYV YL KATE Eva KUKAO
onoudwv cuupwva ue to MAaioto Mpooovtwv tou Evpwnaikou Xwpou Avwtatng
Exnaibevong
o [lepiypapikoi Asiktec Emunedwyv 6, 7 & 8 tou Eupwrnaikou lMAatoiouv Mpooovtwv
Awa Biou Madnaonc kat to Mapaptnua B
o [lepiAnmtikog Odnyog cuyypapnc Madnoltakwv ArtoteAeoudtwv

Students after finishing this module will be able to:

- Knowing how to schedule, develop and manage a research procedure
(empirical or theoretical) with reference on strategic planning in tourism and
tourism services

- Knowing but also evaluate research outcomes

- Present a scientific research

- Planning and developing a scientific research

- Understanding how to develop and implement a Strategic Place/ City
Marketing Plan-Tourism Destination Plan

- Understanding the Destination Branding Process

- Understanding how to analyse the key elements and distinctive characteristics
of a place by using various methodologies and materials, such as SWOT and
PEST Analysis, Comparative Analysis, Case Study etc.

- Planning and implement empirical and field research investigating tourist
motivation, satisfaction, tourism trends, behavior or tourism policies, using
guantitative and qualitative data

- It has to be noticed that for students who develop a very good/ excellent
assignment will provided the motive to present their study to a conference
or to international scientific databases with the supervision of their
professor.

Fevikég IKavOTNTEG

NauBdvovtac umoyYn oTouG YEVIKEC LKAVOTNTEG TTOU TIPETIEL VO EXEL ATTOKTIOEL O
TITUXLOUXOC (OTOUC QLUTEG avaypd@ovtal oto lNapaptnua AUTAwWUATOC Kot
napartidsvrat akoAovBwc) o mola / MOLEC A0 AUTEC AITOOKOMEL TO uadnua;.

Avalntnon, avaAuon kat cuvBean
Sebougvwy Kot TANPOYOPLWY, LUE TN
XPron Kot Twv omepaitntwyv
TEXVOAOyLWV

lMpooaployrn o€ VEEC KATAOTATELG
AnYin amopacswv

Autovoun epyaocia

Ouadikn epyaoio

Epyaoia oc diedveg meptBaAov
Epyaoia o€ Slemiotnuoviko
nieptBaiiov

Moapaywyn VEwV EPEVVNTIKWV LOEWV

Jxeblaouoc kot Siayeipton Epywv
JeBaouoc otn SLAPOPETIKOTNTA KOl OTNV
TTOAUTTOALTIOUIKOTN T

JeBaouoc oto puatko neptBailov

Enibeién kovwvikng, EmayyEAUATIKIG KoL
ndikn¢ vmevBuvotnTac kat evalodnoiac os
Jeuata puiou

AOKNON KPLTIKG KOl QUTOKPLTIKIC
Mpoaywyn otouc eAcUBEepPng, SNULOUPYIKNAG
KOl ETTOYWYIKNC OKEYNG




- Searching, analysing and composing several data with the use of the
appropriate tools

- Individual working

- Team working

- Working in international environment

- Working in multi -scientific environment

- Producing new research ideas

NEPIEXOMENO MAOHMATOZ

The main objective of this module is tourism development in European level in the
frame of Strategic Planning procedure as an efficient tool of successful destination
management and development. The aim of the module is understanding both in
theoretical and empirical/ practical level, through the use of case studies, those
factors that compose tourism development practice, using modern methods and
procedures

More particularly the sections of the module refer to:

e |dentification of tourism as economic parameter

e Identification of Sustainable Tourism Development — analysis of its dimensions
e Reviewing the international and European tourism development

e Tourism Supply and Demand

e Tourism Industries

e Tourism and Culture

e Tourism development models (From mass tourism to sustainable tourism)
o Place Marketing kat Branding

e Strategic Image Management (SIM)

e Tourism and Industrial Heritage

e Tourism and European policies

e Case studies

AIAAKTIKEZ ko MAOHZIAKEZ MEOOAOI — AZIOAOlHzH

TPOMOZ NAPAAOZHZ | MNpoowro pe mpodowmo Stbaokaia
Mpoowmo ue mpoowrto, EE
AMTOOTHOEWC EKTTAIOEVON K.ATT.

XPHZH TEXNOAOTIQN | > Xprion nAeKTpoVIKAG mMAatdpoppag e-class yia
NAHPO®OPIAZ KAI avaptnon (a) onuewoswy, (B) epyaciwy, (y)
EMNIKOINQNIQN aVaKOWWWOoEWYV, (6) emikolvwvia pe otoug ot
Xpnon T.M.E. otn AibaokaAia, doltnteg/ otoug GOLTATPLEG
otnv Epyaotnplakn
Exnaibevaon, otnv Emikotvwvia
UE OTOUG (OLTNTEC

OPTANQZzH AIAAZKAAIAZ s ®oprog Epyaciac
Meplypagovral avaAutikd o Apactnplomta E§aunvou (wpeg)
TPOTOG Kot puedodot | | AloAé€elg 39
Stbaokaliog. MeAétn 93

BBAloypadiag




AlaAééelc, Zeuwvapla,
Epyaotnpiakn Aoknon, Aoknon
Mebiou, MeAétn & avaiuon
BiBAoypapiag, @povtiotiplo,

Mpaktikn (Tormov€tnon),
KAwviknn Aoknon, KoAAiteyviko
Epyaotrpto, Awaxdpaortikn
Stbaokalia, ExkmoubeuTIkKEG

EMIOKEYELS, Ekmovnon UEAETNG
(project), Zuyypapn epyaciog /
EPYAOLWY, KaAAwteyvikn
énutovpyia, K.A.

Avaypdpovtal ol WPEC UEAETNG
TOU  @olTNT) Yyl  Kave
uadnoakn dpaotnplotnta
kaBw¢ kAL oL  WPEC uUn
kaBobnyouuevng UEAETNC
oUUQPWVA UE OTOUG QPXEC TOU
ECTS

Juyypaodn Epyaciag 40
Juvavtnoelg Mpoddou 6
Epyaciag

E€etdoelg 2
Juvoho Mabnuatog 180

AZIOAONHzZH ®OITHTQN
Meptypaen otouc Stadikaoiag

aéloAdynong

Mwooa AéloAoynoncg, MeBobot
aéloAdynong, Alauopwtiki n

Zuunepaouatiky,  Aokiuaoia
MoAAarArnc EmtAoynig,
Epwtrosig Zuvtoung
Antavtnong, Epwtrioslg
Avarnttuéne Aokiuiwv, Emiduon
MpoBAnuatwy, lparmti

Epyaoia, Ek9eon / Avagopd,
Mpowopikn EéEtaon, Anuooia

Mapouaoiaon, Epyaotnpiakn
Epyaoia, KAwikn  Eé€taon
Aodevouc, KaAAtteyvikn

Epunveia, AAAn / Stoug

Avapépovrtal onta
TIPOCSLOPIOUEV Kpttnpla
aéloAdynong kot gdv Kal mTou
givatl nmpooBaoiua armd oToug

PoLTNTEC.

O teAKOG BaBpOG TOU HABAMOTOG TIPOKUTITEL ATO:

a) lpamtég e€etdoel oto TEAOG TOU €€QVOU
(30%) tou TeAkoUL BaBpov otnv eAAnVIkn YAwooa,
o€ B€pata avamntuéng, avaluong kal kpiong

B) Zuyypadn €MOTNUOVIKAG EPEVVNTIKAG Epyaciog
(60%) Tou TeAwoL Babuou. H epyacia gival 7.000
— 9.000 Aé€ewv, atoukn i duo/TpLLV ATOUWVY,
Baowopevn oe 6lebvy kuplwg apBpoypadia
ETILOTNHOVIKWYV TIEPLOS LKWV

y)Zuvavtnoelg Npoodou epyaociog (10%)
1" guvavtnon
- Aoun tng epyaociog
- Baowkn BBAloypadia kot apBoypadia

- 06bnyieg yla ™ Slopopdwaon
gpwinuatoloyiov  (avaloya pe TNV
epyaocia)

- Katapeplopocg epyoclwv ot HEAN OTOUG
opadoag

- 0O6nyieg yla efelpeon EMOTNUOVIKWY

epyaocwwv (journals publications & working
papers) os dieBveic Baoelg
2" guvavtnon




OXOALOL KOLL TTAPATN P OELG

- Afloloynon BiBAoypadiag
apBoypadiag

- EVTOTopOG TUXOV mpofAnuatwy

- Xuotdoelg (omou Kplvetal OKOMLUO)

- KotdBeon 1° kewévou epyaciag yla

Ko
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