BIOrPA®IKO HMEIQMA

Ap. Zépylo¢ Anuntpladng
Linked in| Sergios Dimitriadis

Kadnyntrc, Owovouiko Mavemniotiuio Adnvwv, tunua Mapketivyk kat Etiikovwviog

EKNAIAEYZH

1991: Aldaktopikd otn Aloiknon Emixelpricewy, Institut d’Administration des Entreprises tng
Aix-en-Provence (mavemniotiuo MacoaAiag Aix-Marseille 11l) , TaAAia. BaBuog Alav kaAwg
HE opuddwvn armovour cuyxapntnelwy TG EMLTPOTAC.

1990: International Teachers’ Program (evtatikd mpoypappa 6 eBSopdadwv empopdwong
SLaKTIKOU TIPOOWTILKOU TOU TaVETLOTNHLaKOU Consortium ISBM - International Schools
of Business Management Ltd).

1985: Metamtuxtako OimAiwpa D.E.A.  (diplome d’études approfondies) otn Aloiknon
Emxelpioewv oto Institut d’Administration des Entreprises tng Aix-en-Provence
(mavemotiulo Aix-Marseille 1), FTaAAia.

1983: Ntuxio Avwtdtng ZxoAng Owovoulkwv kot Epmoplkwv Emiotnuwy, tuApo Sloiknong
eTxelproswy, ABRva. Badbuog Alav kaAwg.

AKAAHMAIKES OEZEIZ

2020-onpuepa: kaOnyntng mpwtng Pabuidoc, TUAMA MAPKETIVYK Kal Emkowwviog Ttou
OwovoukoU MNaveriotnuiov ABnvwv.

2010-2020 : avamAnpwtAg Kabnyntig, TuAna Mdapketivyk kat Emikowwviag tou Olkovopikou
Mavernotnuiov ABnvwv.

2000-2010 : emikoupog kaBnyntn¢ (Lovipog and to 2003), Tunua MApKeTvyk Kat Emikowvwviag
Tou OwkovouLkoU Mavemiotnpiov ABnvwv.

2001-2017 : B¢éon ZupPouleutikol Exmatdeutikol [MMpoowrikou oto EAANVIKO Avolkto
MavemotuLo, mpoypaupa Aloiknong Emxelprioewv kat Opyaviopwy, Bepatikn evotnta
Mdpketivyk | (AEO 23).

1994-2000: Aéktopag (maitre des conférences), mavemotiuio Pierre Mendés France
(Université Grenoble I1), TaAAia.

1991-1994: kabnyntng, Ecole Supérieure de Commerce tng Grenoble (Grenoble Graduate
School of Business), FaAAia.

1988-1990: BonB6c¢, tuRua Atoiknong tou Owkovoplkou Mavemotnuiov tng MaocoaAiag Aix-
Marseille II, TaAALa.
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EKNAIAEYTIKH EMNEIPIA KAI EPTO

2000-onuepa : OwovouLkd Navemniotipo ABnvwv

Mpontuyiakn Stbaockalia :

*»  Elocoywyn OTO LAPKETLVYK

*  Wnolako papketvyk (autoduvapn, 2011-onuepa)

*  [MoAu-KaVaALKO LAPKETIVYK Kal Epmelpia meAdtn

= Awoiknon mpopnBelwyv Kot BLopnxaviko LapKETLVYK

»  EmxelpnuatikotTnTa

" AlEOVEG Kal EEQYWYLKO LAPKETLVYK

= Marketing and Electronic Commerce (Erasmus)

Metamtuytakn Stdaokalia :

= Marketing Management (International MBA)

= Digital marketing and CRM (International MBA)

= Blopnxaviko papketivyk (MBA)

=  Eloaywyn oto HApKeTVYK (MMZ Mdapketivyk & ETtikowvwviag)

= Wnolako PAPKETLVYK KoL KOWWVLIKA Siktua (MMNZ Mapketivyk & Emikolvwviog)
= HAEKTPOVLIKO gumoplo Kat Mapketivyk (MNZ Mapketivyk & Emikowvwviag)
= AvaAutik Wndlrakol Mapketivyk (MNZ Avalutiky MApPKETLVYK)

1994-2000 : Aéktopag (maitre des conférences) oto mavemiotiuo Pierre Mendés France
(mavemotiuio Grenoble 1), ToAAla. TMPOMTUXLOKA KOL METAMTUXLOKA paBrpata:
MapKeTLVyK, Epeuva ayopac, ITPATNYLKI, ZTPATNYIKO MAPKETIVYK, MAPKETIWVYK Kol VEEC
TEXVOAOYILEC.

1996-2000 : emtokéntng Kabnyntng oto MBA tou CUOA Business School (Consorzio Universario
per gli studi di Organizzazione Aziendale, Vicenza, ItaAia). MaBnuo: MApKETLVYK KoL VEEC
TEXVOAOYIEC.

1991-1994 : kaOnyntng otnv Ecole Supérieure de Commerce tng Grenoble (Grenoble Graduate
School of Business), FaAAla. Mpomtuxlakd podnuoata: Mapketvyk, Epsuva ayopadg,
ZTPATNYLKN, ZTPATNYLIKO LAPKETLVYK.

1988-1990 : BonBd¢ oto TUAKA SLOIKNONG TOU OLKOVORLKOU TTAVETLOTNIOU TG MaooaAiag Aix-
Marseille 1, TaAAia. MpomrtuxloKA Kol UETATTUXLOKA paBriuata: Mdpketivyk, Epguva
ayopAag, ZTPATNYLKO LAPKETLVYK.

Nourtéc SL6aKTIkEG SpaoTnpLOTNTEC

Mpoypapupoata Kévtpou Empopdwonc kat Sta Biou Mabnong (KEAIBIM) — ONA

Elonyntng o€ ekmaldeuTIKA EVOOETALPLIKA KAl SLETILXELPNOLOKA TIPOYP AT
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= gvlosTalpka (evdelktika): Mapketivyk, Npoypaupa sknaidsvong AB BaotAomouAog.
Eruxepnuatikd oxedlo ¢appakeiov, Mpoypappa ekmaidbevong AMIBITA. Digital
Awareness kot Apxc kat Epyaleio Wndlakol Mapketivyk, Mpoypappa ekmaidsuong
Groupama. Digital Academy, Mpoypappa ekmaidevong Roche. Digital Marketing,
MNpoypappa ekmaidsvong Menarini.

= mpoypappata Kataloyou: Wndlrako Mapketivyk & Kowwvika Aiktua (dta {wong Kot
e-learning mpoypappa eknaidevong), MoAu-kKavoAlkd HAPKETIVYK & Epmelpia meAatn,
WndpLlakog HeETaoNUATIOUOC (e-learning).

Aouna ospwvapla

= Jepwapla ULOBETNONG NAEKTPOVIKOU EUMOPLOU OFE TPOYPAMUATA HLKPOUECOIWV
eTXELPr oWV otnV Ecole Supérieure de Commerce tn¢ Grenoble (1998 — 2000).

= Elonyntng os mpoypappata Stapkolg empopdwaong molkiAwv opyaviopwy (AypoTiko
EMUEANTAPLO TNG Aix-en-Provence, €UTOPLKO Kal PBLOMNXOVIKO ETLUEANTAPLO
Maooaliag, Opyaviopol otipléng emxelpnuatikotnTag, K.a. 1987 — 1991).

AAAeG ekTTaLSEUTIKEC SpaOTNPLOTNTEC
»  EniBAedn SUTAWHOTIKWY EPYACLWV HETATTUXLAKWY OLTNTWV

= Juyypadn peletwv mepimtwong (case studies), dnuoupyio moAamAwv popdwv
UALKOU yLla €§ aMOOTACEWG eKTtAOEVON.

= Xpnon Business Simulation.

» Eumewpla otnv €f amootdoewg ekmaidevon (EAANVIKO Avolktod [MavemLoTAuLO,
nipoypappoata KEAIBIM — OMNA).

» [Awooeg SLdaokaAiag : EAANVIKA, ayyALKA, yaAAKA.

AIOIKHTIKH EMNEIPIA KAI EPTO

01/09/2022-31/8/2024: AvamAnpwTtng mpoedpog Tou TUAUATOG MAPKETIVYK Kal ETikowwviag
NG 2x0AN¢ Aloiknong Emxelprioewv tou OwkovouikoU Mavemniotnpuiov ABnvwv

01/09/2020-31/8/2022: Mpoedpog TOU TUAMOTOC MAPKETIVYK Kol ETkowwviag tng IXoAng
Awoiknong Emyelprioewv tou OkovopLkou Mavemiotnuiov ABnvwv

2020: péAog tng ad hoc €MITPOMAG yLo TNV EKMOVNON TMPOTOONG TPOG TN ZUYKANTO yla TN
Slevépyela €€ amootdoews EETACEWV.

2019: pélog tng ad hoc emTtpomng yLa TN ekmévnon MPOTAcNG TPOG TN ZUYKANTO yLa TO pOAO
NG tnAe-eknaibevong otnv ekmadeutikn Stadilkacio Twv MPOTTUXLAKWY TIPOYPAUUATWY
omoubwyv, TN oKomuotnta aflomoinong e-learning TeEXVOAOYLWV KOl TLG QVAYKEG
aVATTUENG TEXVOAOYLKWVY UTIOSOUWYV yLa TNV a§LOTIOINGN AUTWY TWV TEXVOAOYLWV.

2018-2021: avamAnpwpatiko péAog Tou cupPBouliov tou Kévtpou Empopodwong kat Ata Biou
n&Bnonc (KEAIBIM) tou OMA.

2014-0oApepa : EMLOTNUOVIKA UTIEUOUVOG TWV OKOAOUBWV EKTTALSEVTIKWY TIPOYPOUUATWY TOU
KEDIBIM — OMNA: WndLako PApKeTIVYK Kal Kowvwvikad diktua, oe Sta {wong (DigiMa) kat €€
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anootacsws (e-learning) popdn (e-DigiMa). MoAu-kavaAlkd HAPKETIVYK & Eumelpla
nieAatn (6 Lwong), MapkeTivyk pEow tou Linkedin (e-learning).

2014—-c0npepa : HEAOC TNG EMLTPOTIC MPOBOANG TOU TUNHAToC, MNPoedpog TNC EMITPOMNG OTO
Sdwaotnua 2017-2020.

2012-orpepa: LEAOG TNG EMLTPOTING KATATAKTNPLIWY EEETACEWVY TOU TUAHUATOG.

2016-2018: ekMPOOCWIOC TOU THUAMOATOC OTL SLOTUNHOTLIKEG ETUTPOTEC TWV HUETOTMTUXLOKWY
TipoypPaAUATWY oTtoudwv MBA & MBA pe 51ebvr) mpooavatoAlouo.

2012—-conpepa : péAog (kat umevBuvoc amo 2017) tng opadog ecwteptkng aftoAoynong (OMEA)
TOU TUAMaTOC MApPKETLVYK Kal Emikolvwviag.

2011-onpepa: oxeSLAOUOG TNG LOTOOEAISAC TOU TUAMOTOC, CUVEXNG EVNUEPWON KOl OVAVEWGH
NG, EMOMTELN TWV CEASWY TOU TUNUATOG OTa PECA KOWWVIKNG diktuwong (Facebook,
Instagram, Linkedin, YouTube).

2017: pélog tng ad hoc emtpomng yla TNV €KMOvNon mpotaong mpog tov MNputavn yla thv
Stapdpdwon KatdAANANG Sopng MPOoYPAUHATWY KATAPTLONG — EMLUOpdwong Tou ONA.

2016-2017: cuvtoviotig otn Bepatikny evotnta Mdpketivyk | (AEO 23), mpoypaupa ormoudwv
Aloiknon Emixelprioewv kot Opyaviopwy, EAANVIKO Avolkto MavemioTtnuLo.

2015-2017: Mpoebpo¢ Ttou un kepdookomikol owpateiov iMarketing Society (Evwon
Aladiktuakol MApPKETLVYK)

2013-2014: péAlog tng opadag dnpoupylag Kol cuvtoviopou tng dpdong Supporting Small
Businesses tou Atktuou Kowvwvikng Npoodopdg tou ONA.

2012: cuvtoviotig TG Slopydvwong NG EMETELAKNG EKSAAWONG yla Ta 20 XpOvLa TOU TUAMOTOG
MdpkeTivyk & Emikowvwviag.

2011-2012: ekmpOOWTOG TOU TUAMATOG 0T OUYKANTO.

2007-2012: Web site epyaotnpiou papketivyk (ALARM). Apxlkog oxedlaouog kat cuvtaén
TLEPLEXOMEVOU, EVNUEPWON KAL AVOVEWON.

2007-2008: evnuépwon tng véag LotooeAibag tou OMNA wg mpog TG dpaotnpLloTNTEG TOU
TUAPaTog MApKETLVYK Kat ETiikowvwviag.

2004: Avaoxedlaopog tou Web site tou tunpoatoc Mapketivyk kot Emikowvwvioag (oe
ouvepyaoia pe ka EAedavva Kadéla).

2003-2011: ouvtaén TOU evnuUeEPWTIKOU GUAAaSiou TOU TUAMATOG MAPKETIVYK KOl
Erukowwviag «Evnuepwvoupe» (amo 2006 os ocuvepyaoia pe ko Evayyehio Katolkéa).

2003- onpuepa : mpoedpog entponwv aftoAoynong Stadopwv Slaywviouwy yla tn mpoundeta
TPOLOVTWVY Kal UTtnpectwy Tou OMA.

2001-2002: eKmPOCWTTOG TOU TUAUATOC MAPKETIVYK Kot ETilkowvwviag otn cUykAnTo.

2005-2006: BonBoc¢ Akadnuaikou umeuBlvou oOTO0 TPOypaAupe omoudwv  Aloiknon
Erxeprioswyv kat Opyaviopwyv, EAANVIKO Avolkto Mavemiotrpo. Z0vTaén Twy MPoTACEWV
TiPoypPaUATWY IvoTtitoutou Ala Biou Ekmaibeuong tou EANM.

2004-2005: BonBo¢ Zuvtoviotr) otn Ospoatiki evotnta Mapketvyk | (AEO 23), mpoypoppa
onoudwv Aloiknon Emxelpnoswv kot Opyaviopwyv, EAAnVIkO Avolkto MavemioThuLo.
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2000-2010: p€hog tou SlotknTikou cupBouliou Kal Tapiag Tou cwpateiov EAANVIkA Akadnuia
MAPKETLVYK.

1999-2000: umeVBuvog Tou HeTamMTUXLOKOU Tpoypappotog CAAE (certificat d’aptitude a
I'administration des entreprises), mavemotnuiov Pierre Mendés France (Université
Grenoble Il), TaAAia.

1995-1998: péhog tou AwokntikoU JupPBouliou Tou mavemotnupiov Pierre Mendés France
(Université Grenoble 11), FTaAAia.

1994-1998: umteBuUvVoG Tou Tpoypaupato¢ DUTA Management Européen des Organisations
(6leTéC MIPOYPAUHA TITUXLOKOU ETILITESOU YyLlaL OTEAEXN ETUXELPHOEWV) TOU TIOVETILOTN IOV
Pierre Mendeés France (Université Grenoble Il), FTaAAia. Z0van kat mapakoAolBOnon Twv
ox€oewv pe ta E€va ouvepyalopeva navenotipla (AyyAia Newcastle Business School —
University of Northumbria, Feppavia Dresden Hoschschule fiir Technik und Wirtschaft).

1994-1996: uneBUVOG Tou evbo-emLxElpnOLaKkoU Tipoypaupatog dloiknong «Informatique et
management» (mAnpodoptkr kot Sloiknon) — SLETEG TPOYpPAA TTTUXLOKOU EMUTESOU yLa
oteAéxn mAnpodoptkig tou ouihou Schneider Electric SA. Mavemniotuo Pierre Mendeés
France (Université Grenoble I1), FTaAAia.

1993-1994: umevBuvog ToU TUAMATOG MAPKETWVYK TnG Ecole Supérieure de Commerce tng
Grenoble, FaAALaL.

ENIZTHMONIKH APAZTHPIOTHTA

Ad hoc KpLTrC 0g EMIOTNUOVLKA TIEPLOSIKA :

Internet Research, Journal of Business Research, The Service Industries Journal, Journal of
Interactive Marketing, Journal of General Management, International Journal of Bank
Marketing, International Journal of Internet Marketing and Advertising, Innovative
Marketing, Marketing Intelligence and Planning.

KpLtr¢ o€ emLoTnOVIKA GUVESpLL

European Conference on Information Systems, EMAC [European Marketing Academy], World
Marketing Congress, ICMD [International Conference on Marketing and Development],
Conference on Strategic Developments in Services Marketing, French Marketing Association
conference.

ApaoTNPLOTNTEG O€ ETLOTNLOVIKA CUVESPLA

= Track chair, Retailing track, EMAC Regional Conference, Piraeus, Greece, 27-
29/09/2023.

= Track chair, Digital Marketing track, 47th EMAC conference, Glasgow, 2018.

= Session chair, session “Information Systems and Marketing”, 4th Mediterranean
Conference on Information Systems, Athens, Greece, 2009.

*  ME£NOG TNG EMLOTNOVIKAG ertponi¢ (Scientific Committee) tou 2" Conference on
Strategic Developments in Services Marketing, 2009.

* Panel discussant, Session “Developing Competencies in B2B and B2C Selling”, 2"
Global Sales Science Institute Conference, Athens, Greece, 25-27/06/2008.
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* |nvited panel discussant oto Relationship Marketing Workshop, 7t" International

Marketing Trends Congress, Bevetia, ItaAla, 17-19/01/2008.

= Session chair, session “CRM, Electronic Marketing and Enabling Technologies”, 15t

Conference on Strategic Developments in Services Marketing, Xiog, 2007.

= Session chair, Sessions “Business and Network Marketing” kat “New technologies and

e-Marketing”, 35!" EMAC conference, ABrjva, 2006

= Session chair, 21 International Marketing Congress of the French Marketing

Association, Nancy, FaAAla, 2005.

» |nvited discussant oto panel “Les nouveaux rapports des enseignes aux

consommateurs”, 1er Colloque Etienne Thil, Université de La Rochelle, FaAAia, 1998.

ENIBAEWH AIAAKTOPIKQN AIATPIBQN

ErBAEnwWV Twv akoAouBbwv didaktoplkwy StatpLpwy :

Fewpylog Towovng, «H diepevvnon tng Mowdtntag Ixéong Katl Twv Moapayoviwy mou Tn
Stapopdwvouv oto meptBailov Twv Kowwvikwv Awktuwv: H edpapuoyn tng Bewploag
Zxeolakol Odéloug kat Kootoug», TuRpa Mdapketivyk kat Emikowvwviag, OMA, 2017.

EpidpiAn Namiota, «Alepelivnon tnNg AyopaoTIKG CUUTEPLPOPAG TOU KATAVAAWTH TIPOG
™V UoBEtnon PpUAkwv TPo¢ To TEPLBAANOV TPOIOVIWVY», TUAMO MAPKETWVYK Kol
Erukowwviag, ONA, 2015.

NiwkoAaoc Kupélng, «Eumiotoouvn kat NpoBeon Xpriong tTwv EVOAAGKTIKWY AKTUWV yLo
Tpamellkég ZUVOAAQYESY, TURHA MApPKETIVYK Kal Emikowvwviag, OMA, 2006.

Eric Stevens, Service Innovation: Managing the Interpretations and learning while
Innovating. Evidence from two Longitudinal Case Studies, Doctorate of Business
Administration, joint Doctoral program, Grenoble Graduate School of Business —
Newcastle University, 2000.

MEAOC TNG TPLUEAOUC ETILTPOTNG KOL TNC EEETAOTIKIG EMLTPOTNG O TIOAAA SL8OKTOPLKA TOU

TUAROTOG MAPKETIVYK & ETIKOWVWVIAG Kol AAAWVY TUNUATWV.

EykekpLpévog umeUBuvog SL6AKTOPIKWY SLaTpLlBwv amo to ayyAko maverniotiuo University of

Brunel yia to mpoypappo DBA (Doctorate in Business Administration) tou Henley
Management College kat tou Newcastle University.

EPEYNHTIKA ENAIAGEPONTA

Zuunepldpopad Katavalwtn ota PndLlokd HEoA, ATOTEAECUATIKOTNTA TWV HECWV AUTWV
MoAu-KaVaALKO HAPKETLVYK (Omni-channel marketing)

Eunelpla meAatn (Customer experience)
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AHMOZIEYZEIZ

o) EMLoTNOVIKA TtEPLOSLKA :

1.

10.

11.

12.

13.

Krasonikolakis I., Vrechopoulos A., Dimitriadis S., Pouloudi A. (2021), User Perceptions of
3D Online Store Designs: An Experimental Investigation, Information Systems and e-
Business Management, Vol.19, pp.1321-1354.

Tsimonis G., Dimitriadis S. Omar S., (2019), An Integrative Typology of Relational
Benefits & Costs in Social Media Brand Pages, International Journal of Market Research,
vol. 62 (2), pp.216-233.

Papista E. and Dimitriadis S., (2019), Consumer - green brand relationships: revisiting
benefits, relationship quality and outcomes, Journal of Product and Brand Management,
Vol. 28 (2), pp.166-187.

Krasonikolakis 1., Vrechopoulos A., Pouloudi A., Dimitriadis S. (2018), Store Layout
Effects on Consumer Behavior in 3D Online Stores, European Journal of Marketing,
Vol.52 (5/6), pp. 1223 — 1256.

Papista E., Chrysochou P., Krystallis A., Dimitriadis S. (2018), Types of value and cost in
the consumer-green brands relationship and loyalty behaviour, Journal of Consumer
Behaviour, Vol.17, pp.101-113 ..

Tsimonis G., Dimitriadis S., Koritos C. (2018), Examining Relational Benefits and Costs in
an online non-transactional context, International Journal of Internet Marketing and
Advertising, Vol.18 (2), pp.122-137.

Dimitriadis S., Kyrezis N., Chalaris M. (2018), A comparison of two multivariate analysis
methods for segmenting users of alternative Payment Means, International Journal of
Bank Marketing, Vol. 36 (2), pp.322-335.

Dimitriadis S. and Koritos C. (2014), Core Service vs. Relational Benefits: What Matters
Most? The Service Industries Journal, vol. 34, issue 13, pages 1092-1112.

Tsimonis G. and Dimitriadis S. (2014), Brand strategies in social media, Marketing
Intelligence and Planning, Vol. 32, No 3, pp.328 — 344. Highly cited paper award.

Papista E. and Dimitriadis S. (2012), Exploring consumer-brand relationship quality and
identification: Qualitative evidence from cosmetics brands, Qualitative Market
Research: An International Journal, Vol. 15, No 1, January, pp. 33-56.

Dimitriadis S. and Papista E. (2011), Linking consumer-brand identification to
relationship quality: An integrated framework, Journal of Customer Behaviour, Vol.10,
No 3, Autumn, pp. 271-289.

Dimitriadis S., Kouremenos A. and Kyrezis N. (2011), Trust-based segmentation:
preliminary evidence from technology-enabled bank channels, International Journal of
Bank Marketing, Vol.29, No1, pp.5-31.

Dimitriadis S. and Kyrezis N. (2011), The effect of trust, channel technology and
transaction type on the adoption of self-service bank channels, The Service Industries
Journal, Vol.31, No 8, pp. 1293-1310.
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14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.

Stevens E. and Dimitriadis S. (2011), Learning Strategies, behaviours and outputs during
the Service Innovation Processes, International Journal of Innovation and Learning,
Vol.10, No 3, pp. 285-309.

Dimitriadis S. (2011), Customers’ relationship expectations and costs as segmentation
variables: preliminary evidence from banking, Journal of Services Marketing, Vol.25,
No4, pp.294-308.

Dimitriadis S. and Papista E. (2010), Integrating Relationship Quality and Consumer-
Brand Identification in Building Brand Relationships: Proposition of a Conceptual Model,
The Marketing Review, Vol.10, No4 (November), pp. 385-401.

Dimitriadis S. (2010), Testing perceived relational benefits as satisfaction and behavioral
outcomes drivers, International Journal of Bank Marketing, Vol.28, No4, pp.297-313.
Highly Commended Award Winner at the Emerald Literati Network Awards for
Excellence 2011.

Dimitriadis S. and Kyrezis N. (2010), Linking trust to use intention for technology-
enabled bank channels: the role of trusting intentions, Psychology & Marketing, Vol.27,
No8, pp.829-850.

Gounaris S., Dimitriadis S. and Stathakopoulos V. (2010), An Examination of the Effects
of Service Quality and Satisfaction On Customers’ Behavioral Intentions in e-shopping,
Journal of Services Marketing, Vol.24, No2, pp.142-156.

Panagopoulos N. and Dimitriadis S. (2009), Transformational Leadership as a Mediator
of the Relationship Between Behaviour-Based Control and Salespeople’s Key Outcomes:
An Initial Investigation, European Journal of Marketing, Vol.43, No7, pp.1008-1031.

Dimitriadis S. and Kyrezis N. (2008), Does trust in the bank build trust in its technology-
based channels? Journal of Financial Services Marketing, (ABS=1%*), Vol. 23, 1, pp.28-38.

Dimitriadis S. and Stevens E. (2008), Integrated customer relationship management for
service activities: An Internal/External Gap Model, Managing Service Quality (Currently
published as: Journal of Service Theory and Practice), Vol.18, 5, pp.496 - 511.

Gounaris S., Dimitriadis S. and Stathakopoulos V. (2005), Antecedents of Perceived
Quality in the Context of Internet Retail Stores, Journal of Marketing Management, Vol.
21, 7-8, pp.669-700. Citation of Excellence award of 2005.

Stevens E. and Dimitriadis S. (2005), « Learning during developing and implementing
new bank offerings», International Journal of Bank Marketing, vol.23, 1, pp.54-72.

Stevens E. and Dimitriadis S. (2005), « Managing the New Service Development Process:
Towards a Systemic Model », European Journal of Marketing, vol.39, No 1/2, pp. 175-
198.

Stevens E. and Dimitriadis S. (2004), « New Service Development Through The Lens of
Organizational Learning: Evidence from Longitudinal Case Studies», Journal of Business
Research, Vol. 57, 10, pp.1074-1084.

Gounaris S. and Dimitriadis S. (2003), « Assessing Service Quality on the Web: Evidence
from Business-to-Consumer Portals», Journal of Services Marketing, vol. 17, 5, pp. 529-
548.
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28.

29.

30.

31.

32.

Dimitriadis S. and Haincourt A. (2000), « L’intégration d’internet dans la stratégie
marketing d’un fabricant de sport : le cas Petzl », Revue Francaise du Management du
Sport, Nol.

Chabli S., Chapelet B., Deglaine J. and Dimitriadis S. (1999), « Etablissement d’une
méthodologie pour I'étude de I'impact du commerce électronique sur les emplois et
compétences en P.M.E. », Gestion 2000, vol.5, pp. 35-55.

Lawson D., White S. and Dimitriadis S. (1998), « International Business Education and
Technology Based Active Learning: Student Reported Benefit Evaluations », Journal of
Marketing Education, vol.20, n°2, Summer, pp. 141-148.

Dimitriadis S., Bidault J. (1996), « La marque, levier d'action sur les marchés inter-
entreprises », Décisions Marketing, n° 9, septembre — décembre, pp. 73-80.

Dimitriadis S. (1993), « L'extension de marque : cadre conceptuel et problématique
managériale », Recherche et Applications en Marketing, vol.8, 3, pp. 21-44.

8) Mpaktika ocuvebpiwyv :

1.

Dimitriadis S., (2023), Bridging Customer Experience with Omni-channel management:
an integrative framework for a management and research agenda, Proceedings of the
EMAC Regional Conference, Piraeus, Greece.

Tsimonis G., Dimitriadis S., (2019), The Conceptualization and Measurement Of
Perceived Value In Social Media: The Case Of Facebook Brand Pages, Academy of
Marketing Science conference, Vancouver, CA.

Dimitriadis S., Gritzalas G., Pilidou R., (2018), What makes web content viral? Evidence
from a youth news portal, Proceedings of the 47th EMAC conference, Glasgow, UK.

Tsimonis G., Dimitriadis S., Omar S., (2018) An Integrative Typology Of Relational
Benefits And Costs In Social Media Brand Pages, Academy of Marketing Conference,
Stirling, UK.

Tsimonis G. and Dimitriadis S. (2014) Consumer-Brand Relationships in Social Media.
Academy of Marketing Conference, Bournemouth, UK.

Tsimonis, G. and Dimitriadis, S. (2014) Relational Benefits & Costs in Social Media Brand
Pages. AMA SERVSIG, Thessaloniki, Greece.

Papista E., Dimitriadis S., (2013), The role of store characteristics into building the
relationship with the brand, Proceedings of the 42nd EMAC conference, Istanbul,
Turkey.

Papista E., Dimitriadis S., (2012), Why do consumers form relationships with brands? An
analysis of relational benefits, Proceedings of the 41t EMAC conference, Lisbon,
Portugal.

Papista E. and Dimitriadis S. (2011), A relationship building model in the context of
green brands, Proceedings of the 7th International Conference Thought Leaders in
Brand Management, April, Universita della Svizzera Italiana, Lugano, Switzerland.
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11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

Papista E. and Dimitriadis S. (2011), Exploring the antecedents of consumer-brand
identification, Proceedings of the 16th International Conference on Corporate and
Marketing Communications, April, Athens, Greece.

Papista E., Dimitriadis S. and Koritos C. (2011), Greening the company and the product:
What matters most?’, Proceedings of 40th EMAC Annual Conference, May, Ljubljana,
Slovenia.

Dimitriadis S., Kyrezis N. and Gounaris S. (2011), Modeling a two-level mechanism of
trust in driving intentions to use technology-based bank channels, 3rd Biennial
International Conference on Services, Cesme, lzmir, Turkey.

Tsimonis G and Dimitriadis S. (2011), Brand Pages on Social Media. What for?
Exploratory evidence from digital marketing managers, 3rd Biennial International
Conference on Services, Cesme, Ilzmir, Turkey.

Papista E., Dimitriadis S., Coritos C. (2010), Consumer Relationship with the Brand: A
Comparison of Two Alternative Measurement Scales, Proceedings of the 39th EMAC
conference, Copenhagen, Denmark.

Papista E., Dimitriadis S., Coritos C. (2010), Building consumer-relationships with green
brands, 6th International Conference Thought Leaders in Brand Management,
Universita della Svizzera Italiana, Lugano, Switzerland.

Dimitriadis, S., Tsimonis, G. and Koritos, C. (2010), Do Relationship Building Websites
Pay Off? An Investigation Of The Role Of Relational Benefits And Costs Within An FMCG
Context, Proceedings of Academy of Marketing Conference, Coventry, UK.

Dimitriadis S., Papista E. (2010), The Role of Altruistic Value to Building Identification
with Green Brands, 6th International Colloguium - Academy of Marketing SIG on Brand,
Identity and Corporate Reputation, ESADE business school, Barcelona, Spain.

Dimitriadis S. and Tsimonis G. (2009), Exploring the relative importance of customers’
perceived relationship benefits and costs in the context of an e-service, 2nd Biennial
International Conference on Services, Thessaloniki, Greece.

Dimitriadis S. and Stevens E. (2009), Customer's Perceptions of their Relationship with a
service provider: A Preliminary Investigation of Purpose, Benefits and Costs, 2nd
Biennial International Conference on Services, Thessaloniki, Greece.

Dimitriadis S. and Papista E. (2009), An Investigation of the Link between Relationship
Quality and Consumer-Brand Identification, Proceedings of the 5th International
Colloguium - Academy of Marketing Brand, ldentity and Reputation, September,
University of Cambridge, UK.

Stevens E. and Dimitriadis S. (2007), “Antecedents of the relationship expectations in
the bank sector: proposal of a measurement procedure”, Proceedings of the 4t
Research Conference on Relationship Marketing and CRM, November, Brussels,
Belgium.

Stevens E. and Dimitriadis S. (2007), “An Integrated Perspective for CRM in Service
Activities: an Internal/external Gap model”, Proceedings of the 1%t Conference on
Strategic Developments in Services Marketing, Chios, Greece.
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24,

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

Dimitriadis S. and Kyrezis N. (2007), “Antecedents of trust in Technology-based Bank
Channels”, Proceedings of the 1% Conference on Strategic Developments in Services
Marketing, September, Chios, Greece.

Dimitriadis S. and Kyrezis N. (2007), Transferring Trust from the Company to its
channels: the case of Technology-based Bank Channels, Proceedings of the 36th EMAC
conference, Reykjavik, Island.

Panagopoulos N. and Dimitriadis S., (2007), Assessing the Impact of Transformational
Leadership and Behavior-Based Control on Salesperson Performance, Satisfaction, and
Commitment, Proceedings of the 36th EMAC conference, Reykjavik, Island.

Dimitriadis S. and Kyrezis N. (2006), “The role of Trust in Use Intentions of Innovative
Bank Channels”, Proceedings of the 35" EMAC conference, Athens.

Papastathopoulou P., Avlonitis G., Dimitriadis S. and Papavasiliou N. (2005), “Classifying
enterprises on the basis of WWW use: The Greek paradigm”, Proceedings of the 215t
International Marketing Congress of the French Marketing Association, Nancy, France.

Stevens E. and Dimitriadis S. (2005), “Sensemaking and Learning Processes while
Innovating in Retailing”, Proceedings of the Conference of the International Society for
Professional Innovation Management, Porto, Portugal.

Dimitriadis S. and Zisouli M. (2005), “Designing an Oniline Strategy for Political
Marketing: The Case of PASOK”, Proceedings of the International Conference on Political
Marketing, Kastoria, Greece.

Stevens E. and Dimitriadis S. (2002), “Investigating the New Service Development
Process: Towards a Systemic Dynamic Model”, Proceedings of the International
Research Seminar in Service Management, La Londe, France, pp.435-457.

Stevens E. and Dimitriadis S. (2000), “Service Innovation as an Organizational Learning
Process”, Proceedings of the International Research Seminar in Service Management, La
Londe, France, pp.539-560.

Dimitriadis S., Chapelet B., Deglaine J. and Matmati M. (2000), « 15 problematiques
marketing et commerciales induites par le commerce electronique », Congres
Tendances du Marketing en Europe, University of Venice, Italy.

Matmati M., Deglaine J., Chapelet B., Dimitriadis S., (2000), « Impacts du commerce
électronique sur les processus de I'entreprise », 4eme colloque Réseau et Compétences,
Université de Corse, France, pp. 107-122.

Deglaine J., Chapelet B., Matmati M. and Dimitriadis S., (2000), « Impact des NTIC sur les
compétences en PME », Congres Audit Social et Innovation, Université d’Aix-en-
Provence, France, pp. 43-57.

Dimitriadis S. and Soderquist K. E. (1995), « La communicazione d’azienda in Francia »,
in La comunicazione nelle azienda Europee conference, University of Venice, December,
pp. 154-168.

Dimitriadis S. and Bidault J. (1994), « Branding in Business-to-Business Markets: A
Framework for an Integrated Approach », Proceedings of the 181th seminar of ESOMAR
(European Society for Opinion and Marketing Research), October, pp. 195-213.
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37. Dimitriadis S. (1994), « La marque dans le marketing mix : le cas de l'industrie », Actes
des Journées Jeune Chercheur, CERIAM, Université de Savoie, pp. 92-117.

38. Dimitriadis S. (1992), « Potentiel et limites d'extension des marques d'enseigne », Actes
du 8™ congrés de I'Association Francaise du Marketing, vol.8, Lyon, pp. 1-19.

39. Dimitriadis S. (1989), « Retailer Differentiation and Positioning through Own Brand
Development », Proceedings of the 18th Conference of the European Marketing
Academy, April, pp. 1795-1797.

y) BiBAia kat ouAAoyikoi touot :

1. AvAwvitng l., AnuntpLadng ., Ivtouvag K. (2015), ITpatnylkd BLOUNXOVIKO UAPKETLVYK,
ExkSdoelg Rosili.

2. BAayxomoUAou M., Anuntpiadng 2. (2014), HAEKTPOVIKO EMIXELPELV KOl UAPKETLVVK,
Exb0ooeLg Rosili.

3. AnuntpLadng I., Tlwptldakn AM, (2010), Mdpketivyk, ApxEg, ZTpatnyikec, Edbapuoyeg,
Exbo0oeLg Rosili.

4. Dimitriadis S. (2009), Unilever Hellas, une politique multicanal pour des biens de
consommation courante (Unilever Hellas, pia moAukavaAtkr TTOALTIKE YLOL KATOVAAWTIKA
npoiovta), in Peelen E., Jallat F., Stevens E., Volle P. (2009), Gestion de la relation client
(Awaxeiplon mehatelakwyv oxéoswv), ed. Pearson Education, 3eme edition.

5. AnuntpLadng Z. (2004), Kepdahato «TLoAoyLaK TTOALTIKN» 0TO CUAAOYLKO TOHO ALOUKOG
2., «EmxelpnuatikotnTay, ekbooelg ONA.

6. Anuntpadng ., MmdAtag I, (2003), HAektpoviko Eumoplo kat Mdapketvyk, EkdooeLg
Rosili.

7. Dimitriadis S. (1994), Le management de la marque : vecteur de croissance, Les éditions
d'organisation, Paris.

8. Dimitriadis S. (1992), « Politique d'extension de marque : pratiques managériales et
perceptions des consommateurs », in Annales du Management, Tome Il, Economica éd.,
Paris, oe\. 879-894.

6) AAAe¢ dnuooievoeis :

Dimitriadis S., Chapelet B., Deglaine J., Matmati M. (2002/3), « Integrating electronic commerce
in SMEs », European Business Forum, Issue 12, winter, pp. 54-57.

Dimitriadis S., Mourre C. (1996), « L'Internet au service du marketing : quelques exemples
francais », Les Cahiers du Management Technologique, Groupe ESC Grenoble, n° spécial,
pp. 93-96.

Dimitriadis S. (1991), « Politique d'extension de marque : pratiques managériales et perceptions
des consommateurs. Application aux marques d'enseigne du grand commerce non
spécialisé » Awdaktopikry SiatpPfn), Institut d’administration de I'Entreprise d’Aix-en-
Provence, mavernotriuwo Aix-Marseille Ill, lovvioc.
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Managing Digital Transformation
Eupwrnaikn emtponn, Erasmus+ program

University of Twente (OAAavéia), Owkovopko Mavemniotiuio ABnvwv
(EAAada), Universidade Nova de Lisboa (MoptoyaAia), ACEEU GmbH
(Feppavia), Fachhochschule Miinster — University of Applied Sciences
(Feppavia), Stichting Saxion (OAavdia), EIT KIC Urban Mobility, s.1.
(loravia)

To eupwmaikd AUTO EPEUVNTLKO £PYO OTOXEVEL OTN SnpLoupyla Evog

ETULHOPPWTLKOU TIPOYPAUUATOC aAVWTEPNG eKTadEVONG 0T Aloiknon
Tou Wnolakol Metaoxnuatiopou yla GoLtnTEG Ko EMayyEAPOTIEG —
OTEAEXN ETUXELPHOEWV.

Epeuvntnig
PORFIRE
Eupwnaikn enutpornr, Tempus program

Chambre de Commerce et d’Industrie de Grenoble, Grenoble Ecole de
Management (France), AUEB, Ecole de Gestion de I’Université de Liege
(HEC), Belgium, Badji Mokhtar Annaba University, Algeria, Sousse
University, Tunisia, Turin Politecnico, Italy, University Constantine 1,
Algeria, University Mohammed V Souissi, Morocco, Ecole nationale
Polytechnique of Oran, Algeria, University Ibn Tofail, Morocco,
University Gafsa, Tunisia, ESCA, Ecole de Management, Chamber of
commerce, Algeria, Chamber of commerce, Tunisia

Avamntuén 6pAcewv Kal SOUWV EMLXELPNUATIKOTNTAC, KALVOTOULOC KOl
epapUOOUEVNG EPEUVOG LETOED TIOVETILOTN LWV KOL OLKOVOULKAG
KowvotnTtagc.

Erotnpovikog urtevBuvog ONA

SERMANTEQ
Eupwrnaikn emtpon, Tempus program

Chambre de Commerce et d’Industrie de Grenoble, Grenoble Ecole de
Management (France), AUEB, Ecole de Gestion de I’Université de Liége
(HEC), Belgium, Ecole Nationale Supérieure d’Informatique et
d’Analyse des Systémes (ENSIAS), Morocco , Princess Sumaya
University for Technology (PSUT), Jordan, Applied Science University
(ASU), Jordan, Al-Hussein Bin Talal University (AHU), Jordan, Université
Libano-Canadienne (LCU), Lebanon, Birzeit University (BZU)

EKOUYXPOVIOUOG TWV EKTTALOEUTLIKWVY TIPOYPAUUATWY TwV MeooyELOKWY
TIAVETILOTNUiWV 0TO XWPOo TG Aloiknong tng TeXvoAoyiag Kat Tou
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MAPKETLVYK UTINPECLWY, ELoaywyr S1adLlKaoLwy moLotnTog Kot
SlakuBEpvnong Twv WpupATwy, avantuén dopwv umtootnpLéng Kat
UTINPECLWV TIPOC TOUC POLTNTEG.

Erotnpovikog urtevBuvog ONA

European Business-to-Business Sales Institute
Eupwnaikn enutponn, Leonardo DaVinci program

Chambre de Commerce et d’Industrie de Grenoble, Grenoble Ecole de
Management (France), Anglia Ruskin University, UK, CEU (Central
European University) Business School, Hungary, ENVOL5, France, AUEB

Anploupyia VoG KaLVoTOpOoU e-learning mepLEXOUEVOU KOL GUCTAOTOC
yla TNV eKMaideuon Kal TNV avamtuén LKavoTATWY 0TO XWPO TWV
NwANocewv. To meplexopevo oxedlaotnke Slteupwraikd, SnAadn
EVIAOOOVTAG TLG LOLALTEPOTNTEG SLAPOPETIKWV XWPWV KAl TAUTOXPOVA
TUTIOTIOLNLEVO WOTE VA KATAAAREEL O€ pLa TTLoToTtolNEVN ekTtaideuon
Tiou Ba tpoodépel Evag eupwraikog popeag, To European Business to
Business Sales Institute. To €pyo €0TLAOTNKE OTLG LOLAUTEPEG OVAYKES
TWV UKPWV KoL UKPOHECOLWVY ETILXELPAOEWY TIOU SpacTtnplomoLlouvTal
0€ BLOMNXOVIKEG OYOPEG KOl OTOXEVEL TOOO TLG LOLEG TLG ETILXELPAOELG
000 Kal Toug ekmaldeuTtikoug dpopeig (maveniotiuia, business schools,
KATT) 0€ €TMESO UETAMTUXLAKWY TIPOYPAMUATWY (Www.eubbsi.com).

Emiotnpovikog untevBuvog ONA

Impact du Commerce Electronique sur les besoins en formation des
PME

Eupwnaikn emtpony, ADAPT Electronic Trade program

Grenoble Ecole de Management (France), ISTUD (ltaAia), FORMEDIA
(MoptoyaAia), APPLE COMPUTER Ltd (IpAavéia), COPENHAGEN
BUSINESS SCHOOL (Aavia), CESAR — IEFEG (MoptoyaAia), SIF Syd
(Zounéia), TECHNIKUM JOANNEUM (Auvotpia), kat 10 pikpo-pecaieg
ETUXELPAOELG

MEAETN TWV EMUMTTWOEWYV TNG AVATITUENG TOU NAEKTPOVIKOU EUTOpPiou
OTLG HLKPO-UECALEG ETILXELPNOELG KaL OTLG OE0ELG Epyaciag TOUG. ZTOXOG
TOU €PEUVNTLKOU TIPOYPAUUATOG ATV N SnuLloupyia ekmatdeuTikou
UALKOU yla TNV gvatoOntonoinon twv MME (pkpo-pecaiwv
ETILXELPINOEWV) OTO NAEKTPOVLKO EUTTOPLO KOL N OVATITUEN HLLOG
pnebodoloyliag yla tnv uloBETNON TOU NAEKTPOVLKOU EUTOPLOU TTO TNG
MME. To UALKO aUTO TtapoucLaoTtnke o€ popdr) CD-ROM kot evog
Lototonou (www.centre-time.com). 2ta mAaiola tou idlou
npoypappotog ADAPT To eKMaSEUTIKO UALIKO Kal n pebodoloyia
edpappootnkayv rhotikd o 10 MME enixelprioelg cuvdualovtag
«mapadoolake» popdég eknaidevong (mapouoldoelc o aibouoeg
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Sbaokaliag) pe véeg texvoloyieg (Lotomedo). H avamtuén tou
neplexopévou Baoiotnke otn Slaxpovikn peAétn 6 MME mou ftav otn
Stadkaoia avantuéng nAskTpovikwy epappoywv (oe dtapkela 1,5
£€TOUC) KOBWG Kal o€ pLa 1o meplypadLky avaiuon 50 aAAAwV TETolwV
TIEPUTTWOEWV.

Epeuvntic. dtoxpovikr PeAETn SUOo emXElpnOewV Kal cuvtaén 2 case
studies yLa tnv avamntuén tou neptlexopevou. Elonyntig ota dvo
ospwvapla ekmaidevong (kal dnuloupyio Tou avtiotolyou
natdaywytkol UALkoU). KaBoplopoc, oe ocuvepyaaoia e TNV TEXVLKA
eTalpeia, Tou meplexopévou tou CD-ROM kat tou Web site yia tnv
UTTOOTNPLEN HULKPOUECOIWY ETIXELPAOEWV OTNV AVATTUEN OTPATNYLKNAG
oto dladiktuo.

Support to Higher Education in Economics to Moldova
Evpwrnaikn emtponn, TACIS program

Chambre de Commerce et d’Industrie de Grenoble, Grenoble Ecole de
Management (France), OMNA.

AvaBabuion tng tpttofabuiag ekmaidbevong tng MoAdapiag otov
TOMEQN TWV OLKOVOULKWY ETILOTN WY KOL TWV ETULOTNUWV SLoiknong
ETUXELPROEWVY. Avapuopdwon Kol ETUKALPOTIOINON TIPOYPOUUATWY
omoudwv, UTIOOTNPLEN OTNV AVATITUEN EKMTALSEVUTLKOU UALKOU,
kaBobnynon kat ekmaideuon MoAdafwv akadnuaikwv.

Eunelpoyvwpwy (expert) yla Aoyaplacpo tou Grenoble School of
Business. Mapouaciaon Tou SUTIKO-EUPWTIAIKOU TIEPLEXOUEVOU KOl
Tpomou SLOAoKAALAG TOU LAPKETLVYK, CUYKPLON LE TLG AVTLOTOLXES
T(PAKTIKEG 0Tn MoASafia, LEAETN avayKWY, TIPOTACELG TTOLSAY WY LKWV
pHEowv, neBodwv kat BipAoypadiag. Ekmaidsuon MoAdafwv
akadnuaikwy.

Formation en Management technologique
Eupwnaikn entponry, COMMET program

Ecole Supérieure de Commerce (Business School) tng MacoaAiag,
AploTotédelo avenotnuio @scocalovikng, EDF (Electricité de France),
AEH

Alevpwrnaikn cuvepyaoio peta€y AEl Ko peydAwv BLopnXavikwyv
ETILXELPINOEWV VLA TNV AVATTTUEN EKTTALOEUTIKWY TIPOYPOLLUATWY
TIPOCOPHUOCUEVWYV OTLC AVAYKEG TWV ETLXELPNOEWV. KvnTikotnta
aKaSNUAIKWV Kol GpoLTNTWV TPOC TO XWPO TWV ETILXELPHOEWV.

Epeuvntic. Ate€aywyn ouvevtetEewy pe uPpnAoBabua oteAéxn
ETILXELPNOEWV, AVAAUGN OVOYKWYV, TIPOTACELG SLOOPpdWaoNnG
eKALSEUTIKOU TIPOYPAUUATOG
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Napoxn untnpecwv urtootipEng / cupBoUAou eRLKOLVWVIAG yLa ThV
Aoy avadoxou Tn¢ EMLKOLVWVLAKNG EKoTpateiog TG EETT yia Tig
Spaoceig mpowdnong TG EVPUIWVIKOTNTAG

EONIKH ENITPOMH THAEMIKOINQNIQN & TAXYAPOMEIQN

MoOoOTLKN €PEUVA AVAYVWPLOLLOTNTAG Kal ELKOvac TG EETT kot Twv
SpAcewV TNC, MOLOTIKN €peuva ota oTteAEXN tnG EETT, kaBoplopdg
TIPOTEPALOTHTWY ETLKOLVWVLOG, TTPOTAGN OAOKANPWHEVOU
TIPOYPAUUOTOC ETUKOLVWVLAG

Epeuvntnig

Anpovpyia 08nyou eKmOVNONG EMLXELPNUATIKOU oXeSiou yla To
NAEKTPOVIKO emixeLpeiv (e-business plan) pikpwv eMXELPriCEWV

EAET (EBviko Aiktuo Epeuvag kal TexvoAoylog, ota mAaiolo Tou £pyou
«AfloAdynon, mpowBOnaon kat dtadoon tou MpoypAUUATOC
AlktuwBelten.

2xeblaopog pebBodohoylag eKmOVNONG ETLXELPNUATIKOU oXeSLOU yLa TO
NAEKTPOVIKO ETIXELPELV (e-business plan) HKpwV ETLXELPOEWV.
Anpoupyia Tumonolnevng SopnG emxeLpnpatikol oxediou, cuvtagn
0dnyou cupmARpwaong, emtAoyn Kal eKmaidevon Twv cuUBoUAwWY TTOU
Ba KaBodnynoouV TG ETIXELPAOELG OTN CUVTAEN TOU ETUXELPNLATIKOU
oxebiou

Emiotnpovikog untevBuvog

Kataypadn npoiovtwv yia ta onoia anatteital n ebpeon ayopwv”
oto mAaiolo vAomnoinong tou “Tomikou MNpoypdaupatog LEADER+
KukAadwv”

Avartuélakn etatpeio KukAadwv

216x0¢6 TNG Epmelpoyvwpoouvng ntav: (a) Na kataypdaet mpoiovra /
Katnyopleg mpoidvtwy, va untodeifel Ta mpoiovra / katnyopieg
TPOLOVTWY yLa Ta omola urtapyxel Suvapkn avantuéng. Ta npoidvta /
KOTNYOpPLEG TIPOLOVTWY NTAV ayPOTIKAG TIPOEAEUONG (MPWTOYEVOUG Kol
SeutepoyevoUc emefepyaaiag) Kol OLKOTEXVLKAG KOl BLOTEXVLKAC
TIAPAYWYNC, TTOU TTapAyovTaL oTnV reploxr mapeppaonc.(B) Na
TPOTEIVEL TIC SuvaToTnTEG MpowOnong kat dtakivnong Twv
ETUAEYUEVWV TIPOLOVTWY / KATNYOPLWV MPOTOVIWV LECW EKTIOVNONG
Marketing Plan.

Epeuvntnig
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Marketing kat Business Plan yia tnv eloaywyn evog VEou ITPoiovtog
I.Po.Press

Yrnoupyeio avamntuéng, oto mAaiolo tou Mpoypappatog MPAZE —
ETUXELPNHUATIKOTNTA

AvaAuon ayopdc, OXeSLOOUOC TIPOTELVOUEVWY UTINPECLWY, EKTIOVNON
ETIXELPNUATIKOU oxeblou yla pLa véa stalpeia mou Ba

5paoTNPLOTIOLE(TAL OTO XWPO TWV EPEUVWV OyOPAC KOl
dnuookomnoewv HEow Sladiktiou

Epeuvntic — oUpBoUAOG

‘Epeuva ayopag Kot kataypadr onueiwv nwAnong npoioviwv

TOLHEVTOU
XAAYW AOMIKA YAIKA AE

Kataypadr onpelwv mwAnong oto AekavoméSLo ATTIKNG, Tapatipnon
KOLL TIOOOTLKI) €PEUVA LIE TIPOCWTILKEG CUVEVTEVEELC OE
OVTUTPOOWTEUTLKO SElypa TWV ONUELWV TWANONG YLa TLC TACELG TNG
ayopds, avIaywviopho, TWANCELG ava TIPOTOV, OXECELS LE TIPOUNOEUTEG.

Epguvntng

EpEUVA TWV ETUMTWOEWV TWV GUYXPOVWYV TEXVOAOYLWV oTN {Tnon ywo

véa eMayyEApaTa Kata tn nepiodo 2002-2006

16pupa Kpatikwyv Yriotpoduwv / IAMETOZ A.E.

EVTOTUOMOG TWV VEWV ETILOTNOVLKWY KOL TEXVOAOYLKWVY EMOYYEALATWV
yla ta omoia avapevetal avénon tng {Atnong kata tn nepiodo 2002-
2006, WG ATMOTEAECO TWV TEXVOAOYLIKWYV eEEAIEEWV KaL TwV

OLKOVO LKWV oAAaywv o€ €BVIKO Kal TtepldepeLako eminedo. H épeuva
nepleAdpBave ouvevtelEeLg eldkwv (experts — uéBodog Delphi) kat
TLOOOTLKN €PEVVA OVTLTPOOWTEUTLKOU Selypatog 500 eAAnVIKwvY
ETUXELPAOEWV.

Epguvntnig

‘Epeuva yLa Tov KaBopLopo tonoB£tnong evog véou padiopwvikov

otaOuol
Padlodwvikeg Mapaywyeg AE

MeA£Tn tomoB£tnong evog véou pouatkol padlodpwvikou otabuou. H
ueAétn Baoiotnke o molotikn €peuva (focus groups) evtonilovrtag Ta
aduvata onueia TG umtapyouvoac MPoodopAc Kal TPOTELVOVTAG
onuela vewteplopoU kat Stadopormnoinong yla évav véo otabuo.

Erotnpovikog umtevBuvog
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TitAog

Amo&EKTNng
Nepypadn

PoAog oto €pyo

TitAog

Amo&EKTNnG

Nepypadn

PoAog oto €pyo
TitAog

Amo&EKTNnG
Mepypadn

P6Aog oto €pyo

TitAog

AmobEKTNG
Mepypadr

PoAog oto €pyo

TitAog

Ano&EKTNG

Bioypagixo X. Anuntpréaon

‘Epguva ayopdg yLa tnv ELooywyn €vog vEou GapUAaKkou yLa th vooo

Alzheimer
Sandoz SA

MoLOTLKN €pPEUVA PECW TIPOCWITILKWY CUVEVTEVUEEWV OTN VOGOKOUELAKNA
ayopd. TAoELG, MPoodOoKieg Kal mpoUnmoBEaelg amodoxng Tou VEoU
daAPUAKOU OO TOV LATPLKO KOGHO.

Epeuvntnig

A§LOAOYNON KOl EMAVATIPOCSLOPLOOG TNG EUTTOPLKIG CTPOATNYLKAG KOl
oxedLaopog papketivyk (Marketing Plan)

Gilibert SA

JTPATNYLKOG Mevtaeth oxedlaopnog (Marketing Plan), avaBswpnon tng
VPOAUUAG TtpoiovTwy (eykatdAewdn {nULoyovwy mpoioviwy),
EMAVATIPOCSLOPLOUOC TWV AYOPWY — OTOXWV, OXESLAOUOG KoL
EYKATAOTOON CUOTAATOG TIAPOKOAOUONoNC TWV MWANCEWV (aypoTIKA
Hnxavrpata).

Epeuvntic — oUpBoUAOG

M£0odoL npoBAsYP NG TWANCEWV OTLG TNAEMLKOWVWVIEG
France Telecom SA

Exnovnon oxeblou dpdoewg yla tn cuotnuatonoinon tng
mapakoAouBnong tng e€EALENG TNG ayopdg ThAETLKOWVWVLWY. Movtéla
TPOPAEPEWV TWANCEWV.

Emiotnpovikog untevBuvog

Ko@opLopOG TPLETOUG EUMOPLKAG TOALTIKAG AAUGLS0G KOTOLOTNLATWVY
évduong

Alter Ego SA

‘Epguva ayopdg, Snuoupyia BapouETpou LKavomoinong meAatwy,
aVaoXESLAOUOG TWV KATAOTNUATWY, EKTIALSEVCN TIPOCWTILKOU
TIWANCEWV, ETILKOLVWVLOKH TIOALTLKA.

Emiotnpovikog untevBuvog

MeA£tn okompotnTag e§aywywv anod yaAAlkn staipeia
OLVEHLOYEVVNTPLWV MLKPNG LOXVOG otnv EAAGSa

Atout Vent Sarl
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Awdpkela 04/1988 — 09/1988

Meplypadn ‘Epeuva Tou Suvaptkol t¢ EAANVLKAC ayopag aLOALKNG EVEPYELQC.
EVIOTIONOG ayopwV — OTOXWV, UEAETN EULECOU OVTAYWVLOUOU,
Beopkwy mMAaLoiwy Kat SIKTUWV SLaVOUAG.

PAAog oto €pyo Erotnpovikog umteuBuvog

TitAog MEeA£TN GKOTILUOTNTOG EYKATAOTAONG LG LOVASAC BLOMNXAVIKOU
ka@aplopol otnv nepidpépeia tng MacoaAiog

ATo&EKTNG Duclos SA

Meplypadn ‘Epeuva ayopag SuvnTIKWY TEAATWY, LEAETN AVTAYWVLOUOU,

UTTOAOYLOMOG HEYEBOUG TNG ayopAg, KOBOPLOKOC TUTIOU KOl KTIOKETWV»
POOoHEPOUEVWVY UTINPECLWY, TIPOTACELC OTPATNYIKWYV Sleloduong Tng
ayopag

PoAog oto €pyo Emiotnpovikog untevBuvog

MAPOYZIA 3TON ENAITEAMATIKO XQPO

o) AnUOOCLEUOELC KOl ELONYNOELC OE NUEPIOEC Kol EMalyyeApQTIKG OUVESPLO

MpookekAnuévog onAntng (Keynote speaker) oto ouvédplo Social Media World, 2018, 2019,
2020, 2021.

JUVTOVLOTNG oTo TtaveA Epyaleia tou Pndlakol HApKETLVYK, Tou cuvedpiou Social Media World
2017.

MpookekAnuévog optAnTn ¢ (Keynote speaker) oto ouvédplo Digital4Pharma 2015 ko 2016.

Ouia «Customer Digital Footprint: Business opportunities and challenges» oto Oracle - EEAE
Forum, 17/2/2016.

MéAog tou maveA pe B£pa «loT & Big Data. Watch, Monitor or Control?» oto 80 ouvédplo
Connected World, 9/2/2016.

Oulia «Customer cross-channel experience & conversions», GRECA workshop, Mdaptiog 2016.

JUVTOVLOTAG oTo Ttavel «To mpodiA tou digital marketing manager», ekénAwon tou iMarketing
Society, 2/4/2015.

MpookekAnuévog opAntig (Keynote speaker) oto 2014 ICOM World Management Conference,
ABrva (“On content marketing”).

Elonyntng kat ouvtoviotrg tou Social Media workshop, 1o e-Marketing Conference for
Business, HpdkAgLo.

Ou\ia oto 1o e-Marketing Conference for Business, HpakAelo (2013), «On-line Marketing:
Avaykatotnta, OdéAn, Eukatpieg».

Oulia oto 1o Marketing and Sales Metaconference, ABrva (2013), «Mepipévoviag R
Stapopdwvovtag to pEAOV;».
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Ou\ia oto 20 Social Media World, ABriva (2013), «MNpoomtikéc oc €va Tomio UTO
Slapopdwaon».

Ou\ia oto 1o Social Media World, ABrva (2012), «TiL mpoodokolv & TL METUXOVOUV OL
ETALPELEC ATIO TNV TTOPOUGLA TOUG OTA KOWVWVLKA SiKTUa».

Ou\ia oto 30 ouumoocwo TG EAAnVikNG Akadnuiag Mapketivyk, Maiog, ABrnva (2007),
«XTilovTaG LoYUPEG OXEDELG LUE TOUC TIEAATEGY.

Oulia oto Money Show 2007, lavouadplog, ABriva (2007), «Xtilovtag eumiotoolvn otn Xpnon
tou Internet kat tou Phone banking».

Oulia otnv nuepida «B2B Marketing Leadership: The 21st Century Challenges» tng EAAnVIKAG
Akadnuiag Mapketivyk, ABriva (2004), «H omoudalotnta tou AuAou kedpalaiou Twv
BLOpNXAVIKWY ETIXELPHOEWVY.

Ouiaa oto 20 oupmoocto NG EAANvVikAG  Akadnuiag Mapketivyk, ABrva (2003),
«ALETUXELPNOLAKEG OXECELG OTN SLASIKTUOUEVN OLKOVOLLOLY.

Oudia otn ouvedprakn ekdNAwon «HAEKTPOVIKO MAPKETIVYK» TNG EAANVIKAG Akadnuiog
Mapketivyk, Athens Money Show (2002), «Mopdyovteg emituxiag TNG OTPATNYLKAG
HOPKETIVYK 0TO Aladiktuoy.

Oulia otnv ékBeon Comdex, ABriva (2002), «H mAnpodopia, Baoikdg mopog tng Aettoupyiag
NG CUYXPOVNG ETUXELPNONGY.

Oulia oto Epmopikd EmpeAntiplo HpakAegiou (Kpntn), (lavoudpiog 2002), «HAektpovikd
EUTIOPLO KO LAPKETLVYK : EVKALPLEG, SUVATOTNTEG KO T(POOTITLKES Yo MME».

Anuntpladng Z. (2001), MNa plo oUCLACTIKOTEPN KATAVONGCN TNG EUMOPLKNG aflomoinong tou
Stadiktuou, meplodiko E-Market.

Anuntplddng 2. (2001), H €l00d0G TOU NAEKTPOVIKOU EUNMOPIOU OTA TUAMUATA UAPKETIVYK KO
TWANCEWV : amelAn 1 eukatpia ; mepLodiko E-business.

Oulia otn ouvedprakn ekdNAwon «HAEKTPOVIKO MAPKETIVYK» TNG EAANVIKAG Akadnuiog
Mdpketivyk, Athens Money Show (2001), «A§LoAOynon TwV POOPEPOUEVWV UTINPECLWV
eMnViKwv kat SteBvwv Portalsy.

Ou\ia otn ouvedplakn ekdNAwon «HAEKTPOVIKO HAPKETWVYK» TNG EAANVIKAG Akadnuiag
Mapketivyk, Athens Money Show (2000), «Y100£€tnon Tou NAEKTPOVIKOU HAPKETIVYK KoL
gumopilou: padnuata ano svpwrnaikeg MME».

Anuntpadng 2. (1989), H MOALITIK MAPKETIVYK TWV SloVOUEwY , ETOTNUOVIKO MAPKETIVYK,
Tevyocg 16, ZemtéuBplog, oeA. 28-33.

ApBpoypadia otnv edpnuepidba Navteumopikn (oTtHAn t¢ EAANVIKAG AKadnuiag MApKETIVYK
oto £vBeto Manager Maptiog — loUALog 2001, olkovopLKEG oeAideg, 2005)

ApBpoypadia otn otnAn Mapketivyk Kat Aladnuion tou meplodikol Ne.o (New Economy
Observer), Texvikeg ekd00eLg, oto Sltaotnua Matog 2001 — Maptiog 2002.

Workshop of NOW EC project, Internet e l'intergrazione delle politiche di marketing, CUOA,
Italy (2000), « How the adoption of the E-Commerce affects the firm’s organisation and its
sales / marketing competencies».
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Dimitriadis S. (1998), « A chacun ses marques, a chacun ses raisons » (KaBge epumopikr} emwvupia
€xeL T 8k NG Aoyikn), ler Colloque Etienne Thil, Université de La Rochelle, ogA. 376-
378.

Dimitriadis S. (2000), How E-Commerce affects your organization, 24 Ore (ltaAlkr nuepnola
OLKOVOLKN EPnuepida).

Dimitriadis S. (1992), Politique de marque d'enseigne : portée et limites (MoAltik emwvuplog
OTO ALOVIKO €UTIOPLO : aKTiva dpaaong kat opla), Distribuer, n°12, mars, pp. 12-15.

Dimitriadis S. (1992), Marques distributeurs : pourquoi, comment, avec qui? (Mpoiovta
EMwWVUHiag Slavopéwy : ylati, mwg, Ye molouc ;), Francap Magazine, n°4, juillet, pp. 15-29.

8) Zuuuetoxn o€ emayyeEAUATIKA CWUATEIR, EMUITPOTTEC KOL OUASEC Epyaoiag :

MéAoc tn¢ oupPBouleutikng emitpomnic (advisory board) tou pn KEpSOOKOTILKOU OPYAVIOHOU
EMayyeEALaTIWY PAapKeTvyk The Marketing Hub.

MéAoG TnG opddag eumelpoyvwpovwy — mAnpodopntwy yla t ouviaén tou O8kou Xaptn
TPOCAPUOYNG Tou emayyeEApatog «YmeuBuvog Slaxeiplong LotooceAidbwy, YndLakwv
mAatdoppwv & social media» Tou lvotitovtou Mikpwv Emixelprioewyv MNZEBEE (2021)

Mpoebpog NG emutponng afloAoynong twv PpoPeiwv Digital Media Awards 2017
(http://www.digitalmediaawards.gr/).

MéAog tng emtpomng afloAdynong twv PpaPeiwv Social Media Awards 2016 & 2017
(http://www.socialmediaawards.gr/).

Avtunpoedpog TG opyavWTLKAG EMLTpomig Tou cuvedpiou Social Media World 2015, 2016, 2017
(http://www.socialmediaworld.gr/)

I6puTIKO HEAOG Kot Mpoedpog tou un kepdookomikol cwpateiov iMarketing Society (Evwon
Awadiktuakol Mapketivyk, http://www.imarketingsociety.org/)

MéAog tng emtpomig afloAdynong otov 30 Awaywvicpd Edapupoopévng Epeuvag kol
Kawotouiag ZEB —Eurobank, 2015.

MéEAog tng emttpomnng a§loAdynong tou dlaywviopol tou EAAnvikoU AktUou yia tnv Etaupikn
Kowwvikn EuBuvn, 2014.

MéAog tn¢ emtponr¢ BpaBeiwv Bravo — AtdAoyoc yia tn Buwotpn avamntuén 2014 & 2015.

MéAog tng emtpomnng afloAoynong twv BpaPeiwv Marketing Excellence Awards 2007 & 2013
(Zuvblopyavwon tou EAANVIKOU Ivotitoutou MApPKETIVYK Kal tnG EAAnVIKAG Akadnuiog
MApPKETLVYK)

JUVTOVLOTAG TNG €mITpormnc afloAoynong yla tnv Katnyopia TexvoAoylkng ApPLOTELOG TwV
BpaBeiwv Made in Greece 2013 (opyavwaon EAAnvikr Akadnuio MApKETLVYK)

MéAog NG emLtponr¢ afloAoynaong yla tic umotpodieg tou ISpupatog Qvaong, 2014-2016.
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