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1994 — 1997 University College London, Department of Psychology
PhD in Psychology
AwatpBn: ‘The Impact of Involvement on the Attitude-Behaviour Sequence’

1992 - 1993 University of Cambridge, Department of Education
MPhil in Education

1987 — 1991 Maveruotuto KpAtng, Tunua WuxoAoyiag
Mrtuyio

EPEYNHTIKA ENAIAOEPONTA

= Wuxoloyia tou KatavaAwtn: Atadikacieg AnPng anoddacewy, n enidpacn twv wbnoswv
(nudging) otn cuunepldopd, AMOKPIOELG TWV KOTAVOAWTWY O EPOPUOYEG LAPKETLVYK E
XpPrion TeEXVNTHC VONUoouvng, 0 POAOC TwV cuvalocOnuatwyv otn Ann anopacswv, n cupBoAn
TWV BLWHATIKWY 0lyOpWV 0TV EUTUXLA, BLwoLpn cupmepldopd KATAVOAWTWV.

= Kowwvikry Wuxoloyia: Oswpia otdoswv.

= Awadnpion: emdpACELS TNG AVAUELENG OTLG SLadikaoieg MelBoug, 0 pOAOC TWV OXNUATIKA
acUUBatwy MANPodopLWV OTNV ATOTEAECUATIKOTNTA TNG EMKOLVWVIAC, CUVALOONUATIKES
Stadkaoieg otnv aAlayn Twv otacewy, dtadnuion o SLadpaoTIKA LEoA KAl PETQ

KOWVWVLIKNAC SIKTUwoNC.

ZYMMETOXH ZE (XPHMATOAOTOYMENA) EPEYNHTIKA MPOrPAMMATA (eVOELKTIKA)

2025-onpepa Emiotnpovikog umevBbuvog: ‘Promoting SUSTainable consumer behavior through Al-
enabled Nudging, SustAln’, Xpnuatoddétnon: EA.IA.E.K. (Apdon «3" Mpoknpuén
epeuvnTikwyv €pywv EALIA.E.K. yla tnv evioxuon twv peAwv AEM kat
Epeuvntwv/tpuwv» (AptOudc Epyou: 25719).

2017-2018  Emotnuovikog umeuBbuvog: ‘Emidpacn Twv UAKWY Kol BLWUATIKWY ayopwyv oTnV
eutuyia | O poAog Twv neplotactakwy cuvalobnuatwy (incidental emotions) otn
ANYn anoddcewv’. Xpnuatoddtnon: E6ikog Aoyaplaopog Kovouliwv Epeuvag
(MpwtodTUNEG EMloTNUOVIKEG Anpooteloels KaBnyntwv-Aektopwv), OLKOVOULKO

MavemiotriuLlo ABnvwv.



2015 -2016

2010 - 2013

2011 - 2012

2008 — 2012

2010- 2011

2009 - 2010

2006 - 2008

Emiotnpovikog unteUBuvog: ‘Eutuyia Kat UALKEG Kal BLWUOTLKEG ayopEG: Eyyeveilg
QoUMMETPieg’. Xpnuatodotnon: EWdikog Aoyaplaopudg KovduAiwv Epeuvag
(MpwtodTUNECG EMloTNUOVIKEG Anpooteloelg KaBnyntwv-Aektopwv), OLKOVOULKO
Mavemiotriulo ABnvwv.

Emotnuovikog unevBuvog, Okovoutkod Mavemniotriuio ABnvwy

‘The effects of schema incongruent advertising information on consumer responses:
The role of schema strength and consumer involvement’. Xpnuatodotnon:
Evpwnaikn Evwon (Eupwnaiko Kowwviko Tapelo - EKT) kat eBvikol mopol péow tou
Eruxelpnolakou Mpoypappartog «Ekmaideuon kat Ala Biou Mabnon» (HpakAettog Il).

Erotnuovikdg untevBuvog, Okovoutko Mavemniotuio ABnvwv

‘The moderating role of schema strength and processing opportunity on consumer
responses to schema incongruent brand communication’. Xpnuatodotnon: Etdikog
Noyoplaopuog KovbuAiwv Epeuvag (Mpdypappa Evioxuong Baowng Epguvac),
OlkovouLKO Mavemiotiuio ABnvwv.

Juvepyatng, EOviko kat Kamodiotplakd Navemniotiuo ABnvwy

‘An inquiry into health and safety at work: A European Union perspective’.
Xpnuoatodotnon: Eupwnaikn Emttponn, €Bdopo mAaiolo otipLeng, mpoypappa
"Health 2007 A". Emiotnuovikog urtebBuvog: Professor loannis Theodossiou,
University of Aberdeen.

Erotnuovikog untevBuvog, Okovoutko Mavemiotuio ABnvwv

‘The impact of regulatory focus and information accessibility and diagnosticity on the
mode of information processing during consumer decision-making’. Xpnuatodotnon:
El81kd¢ Noyaplacpuog KovSuAiwv Epeuvag (Mpdypappa Evioxuong Baoikng Epsuvag),
Owkovouiko Mavemiotuio ABnvwv.

Ermotnuovikég untevBuvog, Owkovoutko Mavemiotuo ABnvwv

‘Effects of exposure to schema-(in)congruent advertising information on consumer
cognitive processes & evaluative responses: The role of consumer involvement &
schema intensity’. Xpnuatodotnon: Eldikog Aoyaplaopog Kovduliwy Epguvag
(Mpoypappa Evioxuonc Baowkng Epguvac), Owovouko MNavemnotriuo ABnvwy.

Epeuvntpla, Owkovoutkod Mavemnotiuo ABnvwv:

‘Expectations of life elsewhere: Realism, malleability and relation to intention to
migrate’. Xpnuatodotnon: The British Academy. Emiotnpovikog unevBuvoc: Prof. N.
Harvey, University College London.



2001 - 2003

2000 - 2001

1998 - 1999

1997 - 1999

1997 - 1998

Emotnuovikog unevBuvog, Mavemotuto Natpwyv

‘H enidpaon Twv oTpaTnylkwy SLOXELPLONG KOWVWVLKAG TOUTOTNTAG OTNV
autoektipnon’ Xpnuatodotnon: Emtponn Epeuvwy, Navemniotriuo MNatpwy
(Mpoypappa Evioxuong Baowkng Epeuvag K. Kapabeodwpng).

Emotnuovikog untevBuvog, University College London

‘From attitude change to overt behaviour: An integration of the effects of
involvement on attitudinal processes’. Xpnuatodoétnon: European Association of
Experimental Social Psychology, 16pupa Kpatikwyv YrotpodpLwv.

Epeuvntpla, University College London

‘AlMedia: Personal Advertising on Interactive Media’ . Xpnuatodotnon: Eupwrnaikn
Erutpontry (ESPRIT, 1998-2001). Emlotnuovikog unevBuvog: Professor P. Treleaven,
University College London.

Emiotnuovikog unevBuvog, London Business School

‘Marketing Metrics’. Xpnuatodotnon: Marketing Science Institute, Marketing
Society, Marketing Council, Institute for Practitioners in Advertising, Sales
Promotions Consultants Association, London Business School.

Epeuvntpla, University College London

‘The Psychology of the European Monetary Union’. Xpnuoatodotnon: Eupwnaikn
Erutporm. Emlotnuovikog umevBuvog: Dr. A. Miiller- Peters, University of Cologne
and Professor R. Pepermans, Vrije Universiteit Brussel.

AIAKPIZEIZ KAl YNOTPOOIEZ

= Bpaeio kaAUtepou apBpou oto ‘Baltas, G., Kontopoulou, V., & Kokkinaki, F. (2020).

Consumption of counterfeit luxury brands and mating motives’ (Marketing and Retail Track)

oto Annual Conference of the British Academy of Management (virtual conference).

= Bpapeio kaAUtepou apBpou oto ‘Baltas, G., Kokkinaki, F., & Loukopoulou, L. (2016), The

interaction of product category and attribute type on variety-seeking behaviour’ (Marketing

and Retail Track) oto 30th Annual Conference of the British Academy of Management
(Newcastle, UK).

] Bpaeio kaAUtepou apBpou oto ‘Halkias, G. & Kokkinaki, F. (2011), Increasing advertising

effectiveness through incongruity-based tactics: The moderating role of consumer

involvement’ oto 16th International Conference on Corporate and Marketing

Communications (Athens, Greece).



] Awakplon tou apBpou ‘Sevdalis, N. Kokkinaki, F. & Harvey, N. (2008), Anticipating a
regrettable purchase: Implications of erroneous affective forecasting for marketing planning,
Marketing Intelligence and Planning, 26, 375-384" w¢ highly commended ota outstanding
paper awards tou Emerald Literati Network (2009).

] 16pupa Kpatikwy Yrotpodlwy, XpnHatodotnon LeTadLdakToplkng épeuvag: ‘From attitude
change to overt behaviour: An integration of the effects of involvement on attitudinal
processes’ (Mpoypappo peTadldakTtoplkng épeuvag, kKAadog¢ Kowvwvikwy Emotnuwy, 1999)

. European Association of Experimental Social Psychology, xpnuatoddétnon petadidaktoptkig
€peuvag: ‘From attitude change to overt behaviour: An integration of the effects of
involvement on attitudinal processes’ (Seedcorn post-doctoral research grant, 1999)

] Academy of Marketing, BpaBeio oto apBpo ‘Ambler, T. & Kokkinaki, F. (1997), Measures of
marketing performance’, oto 31st Annual Conference of the Academy of Marketing
(Manchester, England).

] International Association for Research in Economic Psychology, BpaBeio oto apbpo
‘Kokkinaki, F. (1996). Predicting product purchase and usage intentions with the theory of
planned behaviour: The moderating role of product-involvement’, oto 21st Annual
Conference of the International Association for Research in Economic Psychology (Paris,
France).

= 16pupa Kpatikwyv Yrotpodlwy, urtotpodia yia tnv ekmovnon Stdaktoptkng dtatpfng (KAadog
Owovoukng Wuyxohoylag, 1994)

ENMNIZTHMONIKH APAZTHPIOTHTA

= Ad hoc kpLtig o€ emotnUoViKa replodika: British Journal of Social Psychology, Personality and
Individual Differences, European Journal of Marketing, Journal of Business Research, Journal of
Marketing Management, Journal of Economic Psychology, Journal of Product and Brand
Management, Implementation Science, Industrial Marketing Management, Journal of
Information Science, Marketing Letters K.AT.

= AfloAoynNTNC EPEVVNTIKWY TIPOTACEWV Kol EPEUVNTIKWY £pywv: EALIA.E.K., ESRC, Aploteia Il

= Kwnukotnta yla eknaidevon (mpoypappa Erasmus+), Adam Smith Business School, University
of Glasgow (ZemtéuBplog 2017)

= Kwntkotnta yia Stdaokalia (mpoypappa Erasmus+), Nanyang Business School, Nanyang

Technological University, Ziykamoupn (ZentéuPfplog 2016)


http://www.nbs.ntu.edu.sg/

ZYMMETOXH ZE ENIZTHMONIKOYZ ®OPEIZ

. American Marketing Association

= Association for Consumer Research

. European Academy of Marketing

] EAAnvikr) Wuxoloyikn Etatpeia

AIAAKTIKO EPTO

Mpornttuytako eninedo: Tuunepipopad Katavalwtn, Wuxoloyia, Aladnuion, AlampayUateUoeLS K.o.

Metantuytoako eninedo: Epeuvntikr) MeBodoloyia, Zuumnepipopd Katavaiwtn, Aladriuion Kat

Erkowvwvia MApkKeTvyk, AlampaypateVoELS K.a.

EMNIBAEWH AIAAKTOPIKQN AIATPIBQN

2025 — onuepa

2024 - ofuepa

2016 - 2020
2014 - 2018
2008 - 2014
2007 - 2014
2005 - 2009
2005 - 2009

Avaotaclog NwkoAa: ‘Syedialovrac emAoyEc atov YnNeLako KOOUO: SUVEED TwV
Ynelakwv wdnoewv Kat tn¢ TEXVNTHS vonuoouvng’

ZaBBag Mamnadomnoudog: ‘Atartpayuatevoeis ko Atouoppwaon MoAttikwv:
"Noumivyk" ko Zuvnyopia’

ABavadolog NoAumoptng: ‘Incidental emotions and hedonic forecasting: The role of
the certainty-uncertainty appraisal dimension’

Yodia Kovon: ‘Happiness and Experiential Purchases: Underlying Processes and
Boundary Conditions’

F'ewpylog XaAkLag: ‘Consumer Responses to Schema Incongruent Brand
Information in Advertising: Moderating Factors and Boundary Conditions’

Zwn Avayvwotidou: ‘Attitude-Based versus Attribute-Based Consumer Decision
Making: The Role of Accessibility, Diagnosticity, Motivation and Opportunity’

KAeomatpa KwvotavtouAdkn: ‘H oxeon th¢ eUMAOKNG KoL TNG SLaPoportoincng Ue
TI¢ 1610TNTEC TwV oUVOAwV Jewpnonc’

Mapia Ztaupdkn: ‘O poAo¢ Twv cuvalodnuatwy otnv dAAayn Twv OTACEWV UECW
e Stapriutong’



AIOIKHTIKO KAI AOINO AKAAHMAIKO EPTO (evSetktikd)

Owovoutko Maveniotipio ABnvwv

2022 -2024
2020 -2024
2020 - 2022
2016 - 2018
2016 - 2018
2014 - 2016
2014 - 2016
2013 -2017
2011 -2012
2008 - 2009

MéAog tn¢ Ermtponng AtaodaAiong Motdtntag, Owkovouko Mavemnotuto ABnvwy
MéAog Tn¢ ZuvtovioTikng Emttpomnig tou NMM2 ‘MapkeTLvyK Kat Emikowvwvia’
MNpoedpoc OMEA tou Tunpatog MAapKeTivyk Kat Emikowvwviag

AvarmAnpwtpla MNpdedpog tou Tunuatog MAapKeTvyK Kot Emikowvwviag
Mpdedpoc tn¢ Emttpomnig NpoBoAng tou Tunuato¢ MApKETLVYK Kal Emikowvwviag
Mpoedpog Tou TuRuatog MApKeTLvyK Kal Emikowvwviog

MéAog tn¢ Ertponrg Npoypdppatog Zmoudwv tou TuRpatog MApKETIVYK Kot
Emkowvwviag

MéAog tng EL8IKAC Alatunpatikig Emttponng tou Atatpunuoatikot MN.M.X. otn
Aloiknon Emyelprioewv (MBA)

MéAog tn¢ OpyavwTikn¢ Kat Emotnuovikng Enttponng tou World Media
Economics & Management Conference (2012, ©scoalovikn)

Exknpoowrnog tou Tunuatog Mapketvyk Kat Emikowvwviag otn Z0ykAnTo



AHMOZIEYZEIZ

ANAQOPEZ xTO AHMOZIEYMENO EPEYNHTIKO EPIO

Google Scholar: 5.700 avadopég (h-index = 24)

ApBpa 0 EMLOTNUOVIKA TLEPLOSLKA

Polyportis, A. Kokkinaki, F. (2024). Incidental emotions and hedonic forecasting: The role of
(un)certainty. Journal of Consumer Behaviour, 23 (5), 2234-2251.
https://doi.org/10.1002/cb.2333

Kousi, S., Halkias, G., & Kokkinaki, F. (2023). Hedonic objects and utilitarian experiences: The
overriding influence of hedonism in driving consumer happiness. Psychology & Marketing, 40,
1634-1645. https://doi.org/10.1002/mar.21829

Konstantoulaki, K., Kokkinaki, F., & Rizomyliotis, I. (2021). Choosing among alternative brands:
revisiting the way involvement drives consumer selectivity. Review of Marketing Science, 19
(1), 75-100. https://doi.org/10.1515/roms-2020-0054

Polyportis, A. Kokkinaki, F., Horvath, C., & Christopoulos G. (2020). Incidental emotions and hedonic
forecasting: The role of (un)certainty. Frontiers in Psychology, October 2020 (11). doi:
10.3389/fpsyg.2020.536376

Baltas, G., Kokkinaki, F. & Loukopoulou, A. (2017). Does variety-seeking vary between hedonic and
utilitarian products?: The role of attribute type. Journal of Consumer Behaviour, 16, E1-E12.
doi.org/10.1002/cb.1649

Halkias, G., & Kokkinaki, F. (2017). Schema strength, processing opportunity, and the rewarding
nature of incongruity resolution in advertising. International Journal of Advertising, 36, 415-
438, doi: 10.1080/02650487.2016.1169579

Kokkinaki, F., & Sevdalis, N. (2015). The effect of motivational goals on the causal realism of
counterfactual thoughts. Journal of Psychology, 149, 643-664, doi:
10.1080/00223980.2014.954512

Drossos, D. A., Maragoudakis, M. & Kokkinaki, F. (2015). Buying behavior on daily-deal sites: The
role of face value, product involvement, information and website quality. Journal of Internet
Commerce, 14, 200-232, do0i:10.1080/15332861.2015.1011568


https://doi.org/10.1515/roms-2020-0054

Halkias, G., & Kokkinaki, F. (2014). The degree of ad—brand incongruity and the distinction between
schema-driven and stimulus-driven attitudes. Journal of Advertising, 43, 397-409. doi:
10.1080/00913367.2014.891087

Drossos, D., Kokkinaki, F., Giaglis, G., & Fouskas, K. (2014). The effects of product involvement and
impulse buying on purchase intentions in mobile text advertising. Electronic Commerce
Research and Applications, 13, 423-430. doi: 10.1016/j.elerap.2014.08.003

Halkias, G., & Kokkinaki, F. (2013). Increasing advertising effectiveness through incongruity-based
tactics: The moderating role of consumer involvement. Journal of Marketing
Communications, 19, 182-197. doi: 10.1080/13527266.2011.592346

Christopoulos, Y., Kokkinaki, F., Harvey, N., & Sevdalis, N. (2011). Paying for no reason? (Mis-)
perceptions of product attributes in separate versus joint product evaluation. Journal of
Economic Psychology, 32, 857-864. doi: 10.1016/j.joep.2011.05.003

Drossos, D. A., Fouskas, K. G., Kokkinaki, F., & Papakyriakopoulos, D. (2011). Advertising on the
Internet: Perceptions of advertising agencies and marketing managers. International Journal
of Internet Marketing and Advertising, 6, 244-264. doi: 10.1504/1JIMA.2011.038238

Kokkinaki, F. (2009). Attitudinal and normative influence on behavioral intentions: The moderating
role of meta-attitudinal judgments within the Theory of Reasoned Action. Psychology
(journal of the Hellenic Psychological Society), 16, 28-43

Sevdalis, N., Kokkinaki, F., & Harvey, N. (2008). Anticipating a regrettable purchase: Implications of
erroneous affective forecasting for marketing planning. Marketing Intelligence and Planning,
26, 375-384. doi: 10.1108/02634500810879287

Petrides, K. V., Pita, E., & Kokkinaki, F. (2007). The location of trait emotional intelligence in
personality factor space. British Journal of Psychology, 98, 273-289.
doi:10.1348/000712606X120618

Drosos, D., Giaglis, G. M., Lekakos, G., Kokkinaki, F., & Stavraki, M. (2007). Determinants of effective
SMS advertising: An experimental study. Journal of Interactive Advertising, 7 (2). Retrieved
from http://jiad.org/article90

Sevdalis, N., & Kokkinaki, F. (2006). The differential effect of realistic and unrealistic counterfactual
thinking on regret. Acta Psychologica, 122, 111-128. doi: 10.1016/j.actpsy.2005.10.005

The Global Deception Research Team (2006). A world of lies. Journal of Cross-Cultural Psychology,
37, 60-74. doi: 10.1177/0022022105282295

Ambler, T., Kokkinaki, F., & Puntoni, S. (2004). Assessing Marketing Performance: Reasons for
Metrics Selection. Journal of Marketing Management, 20, 475-498.
doi: 10.1362/026725704323080506
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Kokkinaki, F. (2000). Comments on Robert East and Annik Hogg: Advertising for Economic Change.
Journal of Economic Psychology, 21, 591-598. doi: 10.1016/50167-4870(00)00020-9

Ambler, T., & Kokkinaki, F. (2000). Marketing performance measurement: Which way is up?
International Journal of Business Performance Management, 2, 72-85.
doi: 10.1504/1JBPM.2000.000065

Kokkinaki, F. (1999). Predicting product purchase and usage: The role of perceived control, past
behavior and product involvement. Advances in Consumer Research, 26, 576-583. Retrieved
from http://www.acrwebsite.org/search/view-conference-proceedings.aspx?1d=8322

Kokkinaki, F., & Lunt, P. (1999). The effect of advertising message involvement on brand attitude
accessibility. Journal of Economic Psychology, 20, 41-51. doi: 10.1016/S0167-
4870(98)00042-7

Kokkinaki, F. (1998). Attitudes towards European Monetary Union in Greece: Antecedents, strength
and consequences. Journal of Economic Psychology, 19, 775-796. doi: 10.1016/5S0167-
4870(98)00037-3

Midller-Peters, A., Pepermans, R, Kiell, G., Battaglia, N., Beckmann, S., Burgoyne, C., van
Everdingen, Y.M., Farhangmehr, M., Guzman, G., Kirchler, E., Koenen, C., Kokkinaki, F.,
Lambkin, M., Lassarre, D., Lenoir, F., Luna-Arocas, R., Marell, A., Meier, K., Moisander, J.,
Ortona, G., Pinho, C., van Raaij, W. F., Routh, D., Scacciati, F., Simdes C., & Wahlund, R.
(1998). Explaining attitudes towards the euro: Design of a cross-national study. Journal of
Economic Psychology, 19, 663-680. doi: 10.1016/50167-4870(98)00031-2

Kokkinaki, F., & Lunt, P. (1997). The relationship between involvement, attitude accessibility and
attitude-behaviour consistency. British Journal of Social Psychology, 36, 497-509.
doi: 10.1111/j.2044-8309.1997.tb01146.x

Ambler, T., & Kokkinaki, F. (1997). Measures of marketing success. Journal of Marketing
Management, 13, 665-678. doi: 10.1080/0267257X.1997.9964503

BiBAia
Kokkwvakn @. (2023). Kowvwvikn Yuyodoyia: H Emiotiun tng Kowvwvikng Suumeptpopag. Gutenberg.

Kokkwakn @. (2023). Zuunepipopa KatavaAwtr. Gutenberg. (Emotnuovikn EmpeEAeLa TNG
petadpaong ota EAAnvika tou BiBAiou ‘Schiffman, L., & Wisenblit, J. L. (2018). Consumer
Behavior, 12th Edition. Pearson’)

Kokkwvakn, @., & ApBavitng, A. (2016). Aiantpayuatevoeic kot EmiAuon Atagpopwv. Oscoalovikn:
TUOAa. (Emiotnuovikn EmpéAela tng petadpaong ota EAAnvika tou BiBAiov ‘DeMarr, B. J.,
& de Janasz (2013). Negotiation and Dispute Resolution. Upper Saddle River, NJ: Pearson’)
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AuvAwvitng, ., & Kokkwvakn, @. (2014). AroteAsouatikn Atapnuton. ABrva, Rosili. (Emiotnpovikn
ErupéAela tng petadpaong ota EAAnvika tou BiBAiou ‘Arens, W. F., Arens, C., Weigold, M.
F., & Schaefer, D. H. (2015). M: Advertising, 2nd Edition. New York: McGraw Hill.’).

Kokkwakn @. (2005). Kowvwvikn Wuyoldoyia: Etoaywyn otn MeA£tn tne Kowwvikn¢ ZUUmMEPLPOPAS.
ABrva: Tunwodntw.

Kepalaia os BLBAla

Kokkinaki, F. (2015). Attitudes. In C. L. Cooper (Ed.), Wiley Encyclopedia of Management, 3rd
Edition. Chichester, UK: Wiley. (A\quua)

Kokkinaki, F. (2015). Buyer behavior theories. In C. L. Cooper (Ed.), Wiley Encyclopedia of
Management, 3rd Edition. Chichester, UK: Wiley. (A\quua)

Gemtou, E.-M., & Kokkinaki, F. (2015). Buyer behavior models. In C. L. Cooper (Ed.), Wiley
Encyclopedia of Management, 3rd Edition. Chichester, UK: Wiley. (A upa)

Halkias, G., & Kokkinaki, F. (2012). Cognitive and affective responses to schema incongruent brand
messages: An empirical study. In A. Innocenti (Ed.), Neuroscience and the Economics of
Decision Making (pp. 165-181). London: Routlegde.

Ambler, T., & Kokkinaki, F. (2002). Measuring marketing performance: Which way is up? In A. Neely
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