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15.12.2016 - 19.04.2022
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SIXTY AS
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e Chairman 01.08.2002-08.10.2020
Media City Bergen AS
® Board Member 15.04.2015-01.01.2017
Proaktiv Gruppen AS
® Board Member 01.02.2015-01.01.2022
Kamikaze Media AS
Design/ Web Agency, Bergen
® Board Member 01.01.2008-15.10.2012
Studia AS
University Bookstores, Bergen
® Board Member 01.06. 2007-01.06.2009
Turboproduksjoner AS

Production Company, Performing Arts/ Theater
e Chairman 01.03.2003-31.12.2006

Det Akademiske Kvarter / Studentkulturhuset i Bergen AS
Student Culture House, Bergen
e Chairman 01.01.1997 —01.01.1998
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