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7. ASaKTIKN EUneLpia 6To OlKOVOuLKO Mavemiothio ABnvwv

Mabfnpata

Akadnuaikd £tn Sidackaliog

MporntuyLako eninedo

MoAwtikn Npoidvtog

2004-2005 £wc¢ oniuepa

Retail Sales Promotions (Erasmus)

2014-2015 €wc¢ onfuepa

Ixebloopog & Avaluon MpowBntikwy Evepyelwy

2016-2017 €wc onfuepa

Eloaywyn oto MApKeTLVYK

2003-2004

Industrial Marketing (Erasmus)

2003-2004 ¢wg 2012-2013

AleBvég E€aywyLlkd MAPKETLVYK

2004-2005

MpowBnon NwAnocswv & Apeco MAPKETLVYK

2004-2005 £€wg 2015-2016

MapkeTivyk Aypotikwyv Mpoidviwv & Tpodipwv

2005-2006 £wg 2015-2016

MetantuyLloko eninedo

MoAwtikn Mpoiodvtog & Kawvotopiag (MM2
Mapketivyk & Emikotvwvia, TUAUATO TTAPOUG

Kall LepLkng dpoitnong)

2007-2008 £wc¢ onuepa

International Marketing (MMZ Mapketivyk &

Emtikotvwvia, Tunuo dteBvolc mpocovatoAlopou)

2018-2019 €wc¢ onuepa

AleBvég E€aywyiko MapkeTtvyk (MM MBA,

THUAKa TARpouG doitnong)

2019-2020 £wc¢ oiuepa

4

Workshop “How to write a Master’s Dissertation”
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SLeBvo U TPOCAVATOALOOU)

2016-2017 €wc oniuepa

Apxec & MéBodol NpowBnong NwAnoswv (MMZ
Mapketivyk & Emikotvwvia, TURUATO TARPOUG

Kall LepLkng dpoitnong)

2007-2008 €wg 2017-2018

International Product & Brand Management
(MMZ Mdapketivyk & Emikotvwvia, TUApa

SLeBvoU¢ TpocavaTOoALGHOU)

2007-2008 €wg 2015-2016

International Business Management (MMZ2
Mapketivyk & Emikotvwvia, Tunpa S1iebvoug

TPOCAVATOALOLOU)

2007-2008 €wg 2017-2018

Elbika @¢pata Enkowvwviog Mapketivyk (MM2

Atoiknon Yrnpeotwv, Tunua mAnpoug ¢oitnonc)

2008-2009 £€wg 2018-2019

Aadnuion & Npowdnon NwAncswv (MM

2008-2009 £wg 2009-2010
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Awoiknon Yrnpeowwv, TuApa mAnpoug ¢oitnong)

Awadnruon & MpowBnon NMwAncswv (MMZ 2011-2012 €wg 2018-2019

Awoiknon Yrnpeowwv, TUARA LEPKNS doltnong)

‘ 8. ALSaKTIKN EUMELpia oTnV TpLToPABULa EKTtaiSeVON OE LEPUMATA TOU EEWTEPLKOV

16pupa Mabipoata Eninedo AKadnpaika £tn
SidaokaAiog

EADA Business School, Sales Promotions: Practical Metamtuylako 2010-2011 £€w¢g 2012-2013

Barcelona, Spain Applications in Global
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EADA Business School, Advanced Topics in MeTtamtuyLako 2007-2008 £wg 2009-2010
Barcelona, Spain International Export
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’ 9. Eunelpia otnv £§ anootacewg dtdackaAia oto EAANVIKG AvoilKTo MavemioTApLo

OEUATIKEG EVOTNTEG PoAog AKadnpaika £tn
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Exmaideutikol Npoowrikol

AEO 23 (MapkeTvyk |) Méhog Zuvepyalouevou 2005-2006 £wg 2015-2016

Exmaideutikol Npoowrikol
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BpaBeio Epeuvntikng Apioteiag, 2019, Tunpa Mdapketvyk & Emikowwvioag, OtkovopLko

Mavermot o ABnvwy, yla to apbpo 4.21. oto neplodikd Industrial Marketing Management.

Outstanding Reviewer Award, 2018, Emerald Publishing Literati, yla to meplodiko European Journal

of Marketing.

Track Best Paper Award, 2012, British Academy of Management Conference, Cardiff, UK, yia 1o
apBpo 6.19.

Highly Commended Award, 2008, Emerald Literati Club, yLa to dpB8po 4.11. oto neplodiko

International Journal of Retail & Distribution Management.

Award for Excellence, 2002, Emerald Literati Club, yia to dpBpo 4.4. oto meplodiko International

Journal of Bank Marketing.
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11. BpaBevoelg SL60KTIKOU £pyou

Aploteio AlbaokaAiog yia ta Akadnpaikad Etn 2019-2021, MMZ MBA, OlkovouKo MavemnLoTiuL0o
ABnvwv.

Aploteio Atbaokaiog yia To Akadnuaiko Etog 2018-2019, Mpoypauua Mpontuytakwyv Smoudwy,

Tunua Mapketivyk Kat Emikowvwviag, Otkovoptkd MNavemiothpto ABnvwv.

Aploteio AlbaokaAiag yia ta Akadnuaika Etn 2013-2015, MMZ otn Atoiknon Yrnnpeotwv, OLKOVOULKO

Mavemnotpio ABnvwv.

Aploteio AlbaokaAiag yla ta Akadnuaika Etn 2012-2014, NMMZ otn Atoiknon Yriinpeoiwv, OLKOVOULKO

Mavemotpio ABnvwv.

12. ApBpa o€ epPLOSLKO TUTIO

ApyoucoAidng M. kat Zkapuéag A. (2022). Mepi motkihiag kat aAAAwvV dalpoviwy (0To COUTMEPUAPKET).

TA NEA, 28 Artpliou 2022, ogA. 18.

ApyoucAidng M. kat MmtaAtag . (2010). H urtepBoAikn mokiAia oto pAdL TwWV COUTIEPUAPKET: HUBoL

KOlL TIPAYUATIKOTNTEG. In Store-In Retail, og\. 70-74.

ApyoucAidng M. kat Bpexomoulog A. (2007). N€ec texvoAoyleg Kal LKAVOTIOiNoN Tou MEAATN OTO

Aaveunoplo. Retail Technology, Teuyxog 32, lovviog-louAlog, oeA.36-39.

13. AOLIEG EMLOTNLOVIKEG SPAOTNPLOTNTES

Editorial Review Board, Journal of Product & Brand Management (2017-orpepa)

Associate Editor, Journal of Consumer Marketing (2014-2020)

Book Editor, International Journal of Bank Marketing (2010-2014)

Ad hoc reviewer: European Journal of Marketing, Industrial Marketing Management, International
Journal of Bank Marketing, International Journal of Retail & Distribution Management, International
Business Review, International Review of Retail Distribution & Consumer Research, Journal of

Business Research, Journal of Marketing Management kot Journal of Product & Brand Management

Session Chair, American Marketing Association Global Marketing Conference, Greece, 2022

Session Chair, American Marketing Association Global Marketing Conference, Argentina, 2019

Track Co-Chair, American Marketing Association Global Marketing Conference, Greece, 2018

Session Chair, American Marketing Association Global Marketing Conference, Cuba, 2017

Session Chair, International Conference in Services Marketing, Greece, 2007

Session Chair, European Marketing Academy Conference, Greece, 2006

Track Co-Chair, European Marketing Academy Conference, Greece, 2006
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14. JUPMETOXN OE EMLOTNHOVLKEG KOLVOTNTEG

EAANVIKN Akadnuia Mapketivyk (EAAM)

Academy of Marketing (AM)

American Marketing Association (AMA)

British Academy of Management (BAM)

European Marketing Academy (EMAC)

15. Tpéxovta Kat tapeAOovta Stotkntikd kabrkovta oto TuRpo MApKeTVYK & Entikowvwviog

AvarAnpwTtng dteuBuvtng Mpoypappatog Metamtuylokwy Inouvdwv Mdapketivyk & Emtikovwvia

Ekmpoowmog tou TUAMATOS otnV emnttponr) tou EAKE

MeAog tn¢ entporrg afloAoynong vrodnerotitwy Bdoetl tou MA 407/80

MéAog tn¢ emitpornng aéloAdynong umtoPndlotitwy akadnuaikwy utotPodwv

MEAOC NG eMLTPOTTHG SLOPYAVWONG EPEUVNTIKWVY CEULVAPLWY

MEAOC TNG EMITPOTNG KATATAKTNPLWY €EETACEWY

MéAo¢ tNng emLTpomig mpostolpaciag yla to Miotonointiko Aploteiog EFQM

MéAog tng emitpormhg afloAoynong Tou TUAUOTOG

ME€AoG tng emitponr mpoBoAng Tou TUAHATOG

AVOITANPWHATIKOG EKMIPOCWTTOC ToU TUAHATOC 0TNV ZUYKANTO




