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Baltas, G. & Saridakis, C. (2009). A model for the empirical
determination of heterogeneous and heteroscedastic preferences in
conjoint experiments. Proceedings of the 2009 Academy of
Marketing Conference. Leeds, England: Leeds Metropolitan
University.

Saridakis, C. (2008). A Hybrid Conjoint Model for the Identification
of the UK Supermarket Choice Determinants. Proceedings of the
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48.

49.

Academy of Marketing Conference. Aberdeen, UK: Aberdeen
Business School.

Baltas, G. & Saridakis, C., (2008). Brand and segment
heterogeneity: implications for car prices. Proceedings of the
Academy of Marketing Conference. Aberdeen, UK: Aberdeen
Business School.

Saridakis, C. & Solgaard, H.S. (2006). A Hierarchical Bayes
Conjoint Model for Measuring Consumers’ Trade-Off Among
Attributes of Supermarket Formats. Proceedings of the 13th
Conference on Recent Advances in Retailing & Services Science.
Budapest, Hungary.

ENAEIKTIKEZ EPTAZIEZ YO KPIZH ZE AIEONH EMIZTHMONIKA MEPIOAIKA

1.

Optionally Green: The Effect of Green Default Policy on
Performance Evaluations of Hybrid Products. (with Usrey, B., &
Theotokis A.). Psychology & Marketing — umé kpion, 1% yuUpog.
(ABS: 3-rated, Impact Factor: 6.7).

EMBAEWH NTYXIAKQN KAI AINTAQMATIKQN EPTAZIQN

2011 - 2023

2006 — 2011

EmiAewn 1mAéov Twv 170 TITUXIOKWY KAl SITTAWMATIKWY £PYOCIWV
Tou €xouv ektmovnOei oTa TAicla Twv [pOoTITUXIOKWY  Kal
Metatrruyxiakwy  lMNpoypappatwy  ZToudwyv  MAPKETIVYK  TOU
MavemmoTnuiou Leeds.

EmiBAewn mAféov Twv 10 TITUXIOKWY Kal SITTAWMOTIKWY €PYOCIWV
Tou €xouv ektrovnOei oTa TAicla Twv [lpoTTTUXIOKWY  Kal
Metatrruyxiakwy  lMpoypappatwy  ZToudwyv  MAPKETIVYK  TOU
Mediterranean College.

EMIBAEWH AIAAKTOPIKQN AIATPIBQON

2022 — ofuepa

2019 — oRuepa

2017 — 2021

2014 - 2018

Aulwtng Tewpyios: “Drivers and outcomes of sustainable
innovation: The role of power and upper echelons” (NaveioTAWIO
Leeds, ZxoAn Aloiknong, ev €CeAicel).

Kapapoutoou Kartepiva: “Is more always better? The impact of
sustainability strategy’s breadth and depth on firm performance”
(MavemmoTAuio Leeds, ZxoAn Aloiknang, v €EeAiger).

Hadiprawoto Triana: “Balancing breadth and depth in omnichannel
retailing: Understanding customer interaction complexity and its
impacts on customer experience” (MNavemiotiuio Leeds, ZxoAR
Aloiknong, oAOKANPWONKE ETTITUXWG).

Antje Graul: “An investigation into the interplay of attachment
avoidance and interpersonal closeness on consumers' sharing
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2013 - 2017

2010 - 2015

intentions” (MavetmoTtApio Leeds, ZxoAr Aloiknong, oAokAnpwOnke
ETTITUXWG).

Bryan Usrey: “Overcoming the performance liability of
environmentally friendly products: An examination of subtle signals
and green attribute optionality” (MavemoTAuio Leeds, ZXOAN
Aloiknong, oAoKANPWONKE ETITUXWG).

Zainah Adnan Qasem: “The role of website experience in building
attitude and intention towards online shopping” (IavemioTAuIO
Leeds, ZxoAn Aloiknong, oAoKANPWONKE ETTITUXWG).

MEAOZ THZ EZETAXTIKHZ EMITPOMNHZ AIAAKTOPIKQN AIATPIBON

2022

2020:

2020:

2019:

2019:

2018:

2017:

2016:

2016:

2014:

Abbie lveson: “Make or Break?: The Microfoundations of Consumer
- Brand Relationship Development in Crisis” (IMavemoTrpio Leeds,
2X0AA Aloiknang).

Afolakemi Jedidiah: “Strategy improvisation as implementation of
change: Antecedents, moderators and outcome” ([MavemoTAuIo
Leeds, ZxoAn Aloiknong).

Elizabeth Norman: “Competing with Doing Nothing: Exploring
buying aspiration in discontinuous innovation adoptions”
(International University of Monaco).

Arash Valipour: “I am a stressed lawyer, get me out of here: Drivers
of stress in front-line employees of professional services firms”
(MavemmoTtAuIo Leeds, ZxoAA Aloiknong).

James Adeniji: “Differential effects of frontline employee feedback
seeking behaviour towards customers in relational exchanges”
(MavemmoTtAuIo Leeds, ZxoAA Aloiknong).

Mukattash Ibrahim Lewis Michael: “Shock Advertising in the
Context of Social Marketing: with specific reference to Jordan”
(Cardiff Metropolitan University).

Natalia Kovalkova: “Investigating the Effect of Various Relationship
Marketing Components on Customer Loyalty: The Case of Russian
Domestic and Foreign Apparel Stores” (London School of
Commerce — lNavemoTrpio Cardiff Metropolitan).

Maximilian Hartwig Emmerich Eilert Gerrath: “Brand Rivalry: The
Role of Choice Popularity and Self-Threat in Consumer Side-
Taking” (MavemoTAuio Leeds, ZxoAn Aloiknong).

Rebecca Margaret Biggins: “Marketing heritage tourism
destinations: Community and commercial representations of the
past. A collective case study research investigation of Yorkshire
and Huelva” (MavemoTtAuio York St. John, ZxoAn Aloiknong).

Zyad M. Alzaydi: “The impact of quality control initiatives, customer
integration and customer co-production on service quality
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2013:

performance: An empirical investigation” (Mavemmotrpio Hull, ZxoAR
Aloiknong).

Afrah Yassin Alsomali: “Multichannel service retailing: Examining
the moderating effect of customer characteristics on the
relationship between channel performance satisfaction and
behavioural intention” (MavemmoTtrpio Leeds, ZxoAr Aioiknong).

BPABEYZEIZ, AIAKPIZEIZ, XPHMATOAOTHZH EPEYNQN

2019:

2017:

2014:

2019 — onuepa:

2010:

2010-2011:

2009-2010:

2007-2011:

2005:

BpaBeio E&aipetng MavemoTtnuiakng Aidackaliog (Dean’s Award
for Teaching Excellence), MNMavemotruio Leeds, ZxoAn Aloiknong.

BpaBeio E&aipetng MavemoTtnuiakng Aidackaliog (Dean’s Award
for Teaching Excellence), MNMavemotruio Leeds, ZxoAr Aloiknong.

BpaBeio E&aipetng MavemoTtnuiakng Aidackaliog (Dean’s Award
for Teaching Excellence), MNMavemotruio Leeds, ZxoAf Aloiknong.

Xpnpatoddétnon ‘Epeuvag, New Urban Mobility Allowance: MeAétn

yla TNV Karavonon Twv Trapayoviwy TTou emmnpeddouv Tn didxuon
Kal uI0B£TNoN VEWYV, EVOANAKTIKWY KAl BIWCIMWY PECWVY HETAPOPAG.

BpaBeio Akadnuaikng YTrepoxng, Mediterranean College, A6Ava.

Xpnuatoddétnon ‘Epeuvag, Oikovoulikd [avemmoTtiuio  ABnvwyv,
Mpdéypaupa Evioxuong Baoikng ‘Epesuvag, NMEBE 3.

Xpnuatoddétnon ‘Epeuvag, Oikovoulkd [avemoTtiuio  ABnvwyv,
Mpdéypaupa Evioxuong Baoikng ‘Epsuvag, MNMEBE 2.

Oikovouikd MavemoTtApio  ABnvwy, TuApa MAPKETIVYK  Kal
Emkoivwviag, YTrorpogia AISAKTOPIKWY ZTTOUdWV.

MavemoTAuio Lancaster, ZxoAr; Aioiknong, MSc in Advanced
Marketing Management, Amoktnon pe Aidkpion.

AIOIKHTIKEZ OEXEIX KAI AOINEZ EMZTHMONIKEZ APAZTHPIOTHTEZ

2021 — oRuepa:

2021 — oRuepa:

2020 — onuepa:

Associate Editor oe B8éuara CSR and Business Ethics Tou
EMOoTNMOVIKOU TTEPIOdIKOU Journal of Business Research (ABS: 3-
rated, Impact Factor: 11.3).

E¢wTtepikdg A€lohoynTrig (External Examiner) og tmpotrtuxiokd kai
peTaTrTuXiokG TTpoypdupaTa MdapkeTivyk Tou lavemoTnuiou Tng
MaokwfPng (University of Glasgow).

E€wTtepikdg Alodoyntrg (External Examiner) Twv TTpOTTTUXIAKWYV
TpoypapdTwy otoudwv “BA  (Hons) Advertising and Digital
Marketing  Communications” ka1  “BA  (Hons)  Marketing
Management” Tou [lavemotnuiou Greenwich (University of
Greenwich).
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2019 — 2022:

2018 — 2023:
2017 - 2019:
2016 — 2017:
2016 — 2019:
2014 - 2017:
2013 - 2017:
2006-2011:

AleuBuvtig ‘Epeuvag Tunpartog Mdapketivyk (Departmental Director
of Research for Marketing), MavemmoTruio Leeds, ZxoAr Aloiknong.

EKAeyuévog  eKTTPOOWTIOC TwV  akadnuaikwy MApKETIVYK  Tou
Hvwpuévou Baoikeiou otnv Eupwtraikf Axkadnuia MApPKETIVYK
(EMAC).

AleuBuvtig Tou MeTamTuxiakoU [MpoypdupaTtog Zmoudwyv “MA
Advertising and Marketing”, NavetmoTtrpio Leeds, Zx0Ar Aioiknong.

AvatrAnpwtng AlguBuvtic Tou MetattuyiakoU [lMpoypdupaTtog
zmmoudwv “MA Advertising and Marketing”, MavemoTtiuio Leeds,
2X0AA Aloiknong.

Exkmpéowtiog  Tou  TuAuatog  MdépkeTivyk  oTnv  EmiTpotm)
BiBAioBrkng, MavemmoThpio Leeds, ZxoAn Aioiknong.

Méhog g Emtpotic YTmoTpogiwv Tng ZxoAng Aloiknong Ttou
MavemmoTnuiou Leeds kai EKTTpOoWTTO¢ TG ZX0ANG Aloiknong Tou
MavemoTtnuiou Leeds omnv  EmTpotm}  YTToTpo@Qiwv  TOU
MavemmoTnuiou.

MéAog Tng emTpoTig agloAdynong White Rose Doctoral Training
Centre Advanced Quantitative Methods (WRDTC AQM) tou ESRC.

AleuBuvtig Mpoypduuatog Zmoudwyv: «AimAwpa oty Aioiknon
Maépketivyk yia oTteAéxn emixeiprioewvy, Mediterranean College,
Abnva.

Méhog Twv Editorial Review Boards ota emoTtnuovikd TTepIodikd
International Marketing Review (ABS: 3-rated; Impact Factor: 5.0) kai
Journal of Business Research (ABS: 3-rated, Impact Factor: 11.3).

Ad hoc kpITG 0€ €0pPOG ETMIOTNUOVIKWY TTEPIOBIKWY (EVOEIKTIKA AioTa):
European Journal of Marketing, Psychology & Marketing, Industrial
Marketing Management, Journal of International Marketing, Transportation
Research Part A, Transportation Research Part E, Journal of Product and
Brand Management, Journal of Small Business Management, Expert
Systems With Applications, KATT.

MéAog Tng Apepikavikng Akadnuiag MapkeTivyk
MéAog Tng EupwTraikrg Akadnuiag MapkeTivyk
MéAog Tng Bpetavikng Akadnuiag MApKETIVYK
MéAog Tng Bpetavikig Akadnuiag Mavarfuevt
MéAog Tng EAANVIKAG Akadnuiag MapKeTivyk
MéAog Tou OikovopikoU EmmipeAnTnpiou EAAGOOG

Méhog g OpyavwTikng EmTpot¢ Tou AlgBvolg Zuutrogiou
Aloiknong Euguwv ZuotnudTtwyv (International Symposium on
Management Intelligent Systems). Salamanca-Spain: University of
Salamanca, (2013).

MoTotroinuévog €iIonynTig IDIWTIKWY KOAAeyiwv atmmd 10 EAANVIKO
YTtroupyeio Maideiag kar @pnokeupdTwy.
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NMPOZKEKAHMENOZ OMIAHTHZ KAI MAPOYZIA ZTON TYTO

Noéuppiog 2016:

MaprTiog 2015:

PeBpoudplog 2015:

Noéuppiog 2014:

AeképBpiog 2012:

MdaprTiog 2011:

PeBpoudpiog 2009:

MpookekAnuévog ouIANTAG 010 OlkovouikG lNavetmioTriuio ABnvwy,
TuAua MdépkeTivyk & ETikoivwviag, ABriva, EAAGSa.

MeBodoAoyikd oepivapio: “A Set-Theoretic Approach in Marketing
Research: Method and Applications”.

MpookekAnuévog opIANTAG oTo  [MoAutexveio Xaviwv, TuAua
Mnxavikwv Mapaywyng & Aioiknong, Xavid-Kpritn, EAAGda.
MeBodoAoyikd agpivépio: “Conjoint Analysis: A step-by-step guide”.

MpookekAnuévog ouIANTAG oTo lMavemoTtAiuio Hull, Hull, AyyAia.
EpeuvnTiké oeuivdpio papkeTivyk:  “Evolutionary modelling in
Strategic Service Design”.

MpookekAnuévog olIANTAG 010 OlkovouikG lMavetmioTriuio ABnvwy,
TuAua MdépkeTivyk & ETikoivwviag, ABriva, EAAGSa.

MeBodoAoyikd agpivépio: “Conjoint analysis in marketing research:
A guide for optimal design decisions”.

MpookekAnuévog olIANTAG 0TN ZX0AN Aloiknong Tou lMavemmoTtnuiou
Strathclyde, N'A\aokopn, Zkwria.

EpeuvnTiké oepivépio pdpketivyk e TiTAo: “Biologically Inspired
Approaches to Strategic Service Design and Service
Diversification”.

MpookekAnuévog ouIANTAG oTo European Postgraduate Program in
International Marketing, Oikovopiké [MavemoTtiuio  ABNvwv.
EpeuvnTikd oepivépio HApKETIVYK WE TiTAO: “Measuring brand equity
in the car market’.

MpookekAnuévog opIANTAG 0TN ZX0AN Aloiknong Tou lMavemmoTtnuiou
Aston, Birmingham - Hvwpuévo BaaoiAgio.

EpeuvnTikG oepivaplo  UAPKETIVYK  WE  TiTAO:  “Measuring the
intangibles: New hedonic models with applications to the car
market’.

Mavw ammd 15 dnuooicupéva Apbpa ot €PnuUEPIdES Kal KAADIKA
TTEPIODIKA.
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