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Recent textbooks

Baltas, G. & Repousis, P. (2019). Business analytics and quantitative marketing models. 2nd
Edition. Rosili publications, Athens.

Baltas, G. & Papastathopoulou, P. 2021. Consumer behavior. 3nd Edition. Rosili publications,
Athens.

Baltas, G. & Papavassiliou N. (2024). Retail & Wholesale Marketing. 2nd Edition. Rosili
publications, Athens.

Editorial Service - Reviewing

Editorial Board of Industrial Marketing Management, 2010-

Editorial Board of the Journal of Product and Brand Management, 2013-

Editorial Board of the International Journal of Retail and Distribution Management, 2013-
Editorial Board of the Journal of Economic & Administrative Sciences, 2014-

Reviewing for numerous refereed journals including:

Decision Sciences

European Journal of Marketing

European Journal of Operational Research

Industrial Marketing Management

International Journal for Research in Marketing
International Journal of Retail & Distribution Management
International Marketing Review

International Review of Retail Distribution & Consumer Research
Journal of Agricultural & Food Industrial Organization
Journal of Brand Management

Journal of Business Research

Journal of International Marketing

Journal of Marketing Management

Journal of Product and Brand Management

Journal of Revenue and Pricing Management
Journal of Retailing

Journal of Retailing & Consumer Services

Journal of Service Research,

Journal of the Academy of Marketing Science
Journal of the Operational Research Society
Marketing Intelligence and Planning

Marketing Science

Transportation Research

Transport Reviews

Reviewer for the Netherlands Organization for Scientific Research (2014)

Reviewer for the National Science Foundation USA (2013)

Reviewer for the Austrian Science Committee (2022)

Academic Conference Organizing
Chair of the Methods, Modelling & Marketing Analytics track. 47" EMAC conference, 2018,

Glasgow, UK.
Professional Development Workshop “Frontiers in Data-driven Retail Management”. 2015
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British Academy of Management Conference, Portsmouth, UK.

Chair of the Modeling and Forecasting track. 41t EMAC conference, 2012, Lisbon, Portugal.
Chair of the Modeling and Forecasting track. 40" EMAC conference, 2011, Ljubljana, Slovenia.
Advisory Scientific Board, ICCMI 2023, 20024.

Scientific Committee of the 16th Corporate Marketing Communications Conference, 2011,
Athens, Greece.

Scientific Committee of the 113th EAAE Seminar, 2010.

Chair of the Modeling and Forecasting track. 39" EMAC conference, 2010, Copenhagen,
Denmark.

Chair of the Modeling and Forecasting track. 38" EMAC conference, 2009, Nantes, France.
Organizing Committee of the 35" European Marketing Academy Conference, 2006, Athens,
Greece.

Chair of the Doctoral Colloquium, 35" EMAC Conference, 2006.

Chair of the Modeling and Forecasting track. 35" EMAC conference, 2006.

Scientific Committee of the 83th EAAE Seminar, 2003.

University Service

MSc in Marketing Analytics Steering Committee, 2022 —

MSc in Marketing Analytics Admissions Committee, 2022 —
Department committee for the new post-graduate curriculum, 2017
Department committee for the new post-graduate curriculum, 2013
Department committee for the new under-graduate curriculum, 2011
MSc in Marketing & Communication Steering Committee, 2010 —
Senate Committee for Basic Research Funding, 2009-2012
University Senate, 2005-2006, 2012-2013

MBA Steering Committee, 2004-2018

MBA Admissions Committee, 2004 — 2018

MBA Steering Committee, 2004 — 2018

MSc in Marketing & Communication Admissions Committee, 2003 -
Chair and/or Member of numerous faculty selection and promotion committees, 2003 —

Other Professional Service

Chair of the Evaluation Committee, Promotional Marketing Awards 2023, 2024, 2025, 2026
Chair of the Evaluation Committee, Pharmaceutical Management Awards, 2016, 2018, 2022,
2024, 2026

Chair of the Evaluation Committee, Best in Pharmacy Awards Cyprus 2021

Chair of External Evaluation Committees (EEC), Cyprus Agency for Quality Assurance and
Accreditation in Higher Education, 2017

Evaluation Committee, Corporate Affairs Awards 2019

Evaluation Committee, Estia Awards, 2017, 2018, 2019, 2020, 2021, 2022, 2023, 2024, 2025
Evaluation Committee, Corporate Social Responsibility Awards, 2013, 2012, 2011

Evaluation Committee, Marketing Excellence Awards, 2009, 2011, 2016

Evaluation Committee, Product of the Year, 2019, 2020, 2021, 2022, 2023, 2024, 2025, 2026
Evaluation Committee, Retail Business Awards, 2017, 2018, 2019, 2020, 2021, 2022, 2023,
2024, 2025, 2026

Evaluation Committee, Sales Excellence Awards 2019, 2020,2021, 2022, 2023, 2024, 2025,
2026

Onassis Foundation Scholarship Programs Judge, 2017, 2018, 2019, 2021, 2022, 2023,
2024, 2025, 2026

Organizing Committee of the Greek Marketing Academy Symposia, 2003 —

Organizing Committee, Made in Greece Awards, 2013, 2015, 2017, 2019, 2022, 2024, 2026
Organizing Committee, Marketing Excellence Awards, 2013

Evaluation Committee, Packaging Awards 2018, 2019, 2020, 2021, 2022, 2023, 2024, 2025,
2026

President of the Greek Marketing Academy, 2020-

Selection Committee, Customer Service Awards, 2014, 2013, 2012
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— Selection Committee, Effie Advertising Awards, 2008
— Advisory Board, Sale Institute of Greece, 2023-

Session chair, keynote speaker and panelist in numerous professional meetings, roundtables, and
conferences.

Media presence

Several hundred articles, interviews and reports in major newspapers, trade publications, digital and
broadcast media both in Greece and abroad.

Teaching portfolio

— Research Methods & Market Research (Postgraduate)

— Quantitative Marketing Models (Undergraduate, Postgraduate)

— Research Methods (Doctoral)

— Consumer Behavior (Undergraduate, postgraduate)

— Advanced Consumer Behavior (Postgraduate)

— Marketing Management (postgraduate)

— Retail Marketing (Undergraduate, postgraduate)

— Executive teaching programs in Retail and Pharmaceutical Sectors
— E-learning programs

Completed Doctoral Theses (Principal Supervisor)

— Loukopoulou, A. (2020). Attribute-level variety seeking behavior.

— Kontopoulou V. (2019). Consumer behavior and counterfeit luxury brands: an evolutionary
psychology approach.

— Painesis, G., (2015). Empirical determination of coupon framing and design effects: an
experimental approach.

— Saridakis B., (2011). An analysis of consumer preferences in the Greek car market.

— Tamiolakis G. (2023). Status-seeking behavior via an evolutionary framework.

Indicative Research Awards

— Best paper award. Marketing & Retailing. British Academy of Management Conference, 2020

— Best paper award. Marketing & Retailing. British Academy of Management Conference, 2016

— Yale School of Management & Aspen Institute International MBA Case Competition, 2015.

— Best paper award. Marketing & Retailing. British Academy of Management Conference,
Cardiff, 2012.

— Emerald Awards for Excellence, International Journal of Retail and Distribution Management,
2008.

— Best paper award, Journal of Product and Brand Management, 1998.

— Research Excellence Award, Department of Marketing & Communication, 2013-2014, 2014-
2015, 2016-2017, 2022, 2023.
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