KAAYwa M. KAPANTINOY

DEBPOYAPIO> 2026

1. TITAOI 2NOYAQN/ZTOIXEIA EKMAIAEYZHE

3/2005

6/2002

12/1998

12/1995

University of Manchester, Department of Teaching and Learning
Metantuxiako AinAwua otnv Akadnuaikn Atdaokaliia

(Postgraduate Diploma in Academic Teaching & Practice).

University of Manchester Institute of Science and Technology (UMIST),
Manchester School of Management

Atdaktopiko AimAwpa oto Mapketivyk (PhD in Marketing)

TitAog OwWaktoplkng dwatpBng: “Relationship management in management

consultancy: a study of two European markets”.

University of Manchester Institute of Science and Technology (UMIST),
Manchester School of Management

Maotep oto Mapketivyk (MSc in Marketing)

TitAog dimAwpatikAg epyaciag: “Qualitative relationship marketing measures of

the dyadic relationships between suppliers and corporate clients™.

EOviko kat Kamodiotplako Mavemotipio AGnvwyv (EKMA)
TuAnpa Emkowwviag kat Méowv Malikng Evnpépwong
IMrtuxio otnv Emikotvwyvia kat ta Méoa Madikn¢ Evhuépwaonc
BaBpoc mtuyiou: 9.00 (Aplota)

[Zepd amtodoitnong: NMpwtn, Ekpwvnon tou dpkou].

2. ENAITEAMATIKH APAZTHPIOTHTA

09/2023

03/2021

11/2016

6/2009

3/2006-5/2009

Avanminpwtplia KabnyAtpia oto Mdapketivyk, Tunua MApKETIVWK  Kal

Emukowvwviag, 2xoAn Aloiknonc Emixelpnoswy, Oikovoptko Mavemotriuio ABnvwv.

Eniteuén Movipgonoinong otn 0éon tng Emikoupng Kadnyntpiag, Tunua
Mdpketivyk Kal Emikowwviag, 2xoAry Awoiknong Emixelpnoswyv, OIKOVOULKO

Mavemotipio ABnvwv.

Enikoupn Ka@nyntpia oto Mdapketwvyk, Tunua Mdpketivyk kat Emikowvwviag,

2xoAn Aloiknong Emxelpriocewyv, Owkovopiko Mavemiotipio ABnvuwv.

NAéktopag oto Mapketivyk, Tunpa MAapketivyk Kat ETikowvwyviag, XxoAn Aloiknong

Emuxelprioewyv, Okovopiko MNavemiotnuio ABnvwv.

Néktopag oto Mapketivyk (MA407), TuAua Mdpketivyk kat Emikowvwviag,

Owovoulko Mavemiotipio ABnvwy (B€on LEPIKAC arnaaxoAnanc).



9/2006-9/2008

9/2005-8/2006

5/2005-6/2005

8/2001-8/2005

8/2000 - 8/2001

9/1998-6/2000

7/1999-9/1999

10/1993-7/1995

AvanmAnpwtplia Kadnyntpwa oto Mdapketivyk (Professor |l in Marketing),
Metamtuxlaké Tunua tou Apepikavikol KoAsyiou EAAGdog, Deree College
Graduate School.

Entikoupn Kadnyntpia oto Mapketivyk (Professor | in Marketing), Mstamtuxlako

Tunua tou Aueplkavikol KoAeyiou EAAAdoc, Deree College Graduate School.

Emokéntpla KadnyAtpua, Metamtuxiakd Tunua tou ApepikavikoU KoAeyiou

EAM\Adoc, Deree College Graduate School.

Néktopag oto Mapketivyk, Manchester Business School, University of
Manchester/UMIST.

[1/2004 smiteuén povipomoinong (tenure) UETA amo emITUXH OAOKARPWON TNG

TPLETOUGC Teplodou dokiuaoiac (probation)].

Research Associate in Marketing, Manchester Business School, University of
Manchester/UMIST.

Bonbog AwdaockalAiag, Manchester Business School, University of

Manchester/UMIST (6€on uepikic amacxoAnaonc).

ZupBouleutikeg Ymnpeoieg oto [padeio Eowteplkod EAéyxou  kat

Mpoypapuaticpou, INTPAKOM.

BonBbog (umevBuvn ypageiou) ToUu KABNYnTy K. MidAn ZtaboémoulAou
Mavemotipio ABnvwy, Nopikn 2ZxoAn (B€an pepIKAC artacxdAnonc).

3. BPABEIA KAI AIAKPIZEIZ

2025

2025

2023

2023

2023

2022

BpaBeio YYnARg Awdaktikng Emidoong, Metamtuxlakd Mpoypdupata 2moudwv

oto MdpkeTivyk, Olkovopko MaveTmiotriuio ABnvwy

BpaBeio YYnAng Awdaktikng Emidoong, Metamntuxiakd Mpoypappata 2moudwy,
MOAITM, Owovopikoé Mavetmuothpio ABnvwy

BpaBeio YPnAng Awdaktikng Emidoong, Metamntuxiako Mpoypappa otn Aloiknon

Emuxelprioewyv (MBA) yla ZteA€xn, Owkovopiko Mavetmothpio ABnvwy

BpaBeio YYnARg Awdaktikng Emidoong, Metamtuxlakd Mpoypdupata 2moudwyv

oto MdpkeTivyk, Olkovopko MaveTmiotripio ABnvwy

BpaBeio YYnAng Awdaktikng Emidoong, Metamntuxiakd Mpoypappata 2moudwy,
MOAITM, Owovopikoé Mavetmuothpio ABnvwy

BpaBeio YPnAng Awdaktikng Emidoong, Metantuxiako Mpoypappa otn Aloiknon

Emuxelprioewyv (MBA) yla ZteA€xn, Owkovopiko Mavetmothpio ABnvwy



2022

2021

2021

2019

2018

2017

2016

2015

2015

2014

2013

2013-2019

2015

2026

BpaBeio Epsuvntikng Aploteiag, Tunpa Mdpketivyk kat Emikowvwviag, >xoAn

Aloiknong Ermelprioewy, Okovopiko MNavemiotnuio ABnvwy.

BpaBeio Epsuvntikng Aploteiag, Tunpa Mdpketivyk kat Emikowvwviag, >xoAn

Aloiknong Emxelprioewy, Owkovopiko MNavemiotnuio ABnvwy.

BpaBeio AwWBaktikng Aploteiag, Tunpa Mdapketivyk kat Emikowvwviag, 2xoAn

Aoiknong Emxelprioewy, Owkovopiko MNavemiotnuio ABnvwy.

BpaBeio Epsuvntikng Aploteiag, Tunpa Mdpketivyk kat Emikowvwviag, >xoAn

Aloiknong Ermxelprioewy, Owkovopiko MNavemiotnuio ABnvwy.

BpaBeio YPnAng Awdaktikng Emidoong, Metamntuxiako Mpoypappa otn Aloiknon

Emuxelprioewyv (MBA) yla ZteA€xn, Owkovopiko Mavemothpio ABnvwy

BpaBeio AwWBaktikng Aploteiag, Tunua Mdapketivyk kat Emikowvwviag, 2xoAn

Awoiknong Emxelprioewy, Owkovoptko Maverotiuio ABnvwy (yta tétaptn ouvexn
xpowvid).
BpaBeio Awdaktikng Aploteiag, Tunpa Mdapketivyk kat Emikowvwviag, 2xoAn
Awoiknong Emxelprioewyv, Owkovoplkd Mavemotnuio ABnvwy (yta tpitn ouvexn
xpowvid).

BpaBeio YPnAng Awdaktikng Emidoong, Metamntuxiako Mpoypappa otn Aloiknon
Emuxelprioewyv (MBA) yla ZteA€xn, Owkovopiko Mavemothpio ABnvwy

BpaBeio AwWBaktikng Aploteiag, Tunua Mdapketivyk kat Emikowvwviag, 2xoAn

Awoiknong Emixelpnoswy, Owkovoptko Mavetmiotipio ABnvwy (yta deUtepn ouvexn
xpowvid).

BpaBeio AwWBaktikng Aploteiag, Tunua Mdapketivyk kat Emikowvwviag, 2xoAn
Awoiknong Emixelpnoswy, Owkovoplko [lMavemiotnulo ABnvwy (mpwtn xpowvid

BeouobBetnonc twv BpaBeiwv aptoteiac)

BpaBeio YPnAng Awdaktikng Emidoong, Metamntuxiako Mpoypappa otn Aloiknon
Emuxelprioewyv (MBA) yla ZteAéxn, Owkovopiko Mavemiothuio ABnvwy.

ExAeypévn Eknpoownog thg EAAAdog otn AlotkoUoa Emtporn) tng Eupwrdiknig
Akadnpiag Mdpketivyk (EMAC).

MpookekAnpévn AldAeén TedXAueb: “Overcoming inertia: how small changes

can have big impact” (https://www.youtube.com/watch?v=3uvUx57t838).

MpookekAnpévn AltdAeén TedXPanteion: “Sensory Marketing”



4. YNOTPO®IEZ/XPHMATOAOTH:EH

2025-2026

2016-2017

2014-2015

1999-2001

1999-2000

1998-2001

Xpnuatodotnon Epeuvntikng Aploteiag, Oikovouiko Mavemiotipio AGnvwy

Xpnuatodotnon Evioxuong'Epsuvag, Owkovopiko Mavemotipio AGnvwv

Xpnuatodotnon Evioxuong'Epsuvag, Owkovopiko Mavemotipio AGnvwv

Ynotpodia KowwvwdeAoUg Idpupatog AAEEavdpog 2. Qvaong

Yrnotpogia yia d1daKTopIKEC OTTOUDEC.

Ynotpodia tou British Federation of Women Graduates

Yrnotpogia kaAuwnce twv eE6dwWV yla EPEUVNTIKEC dPATTNPLIOTNTEC.

Ynotpodia touv Manchester School of Management, UMIST

Yrnotpogia kaAuync twv SIOAKTPWYV yia dIOAKTOPIKEC OTTOUDEC.

5. 2YMMETOXH 2E XPHMATOAOTOYMENA [1POrPAMMATA

2020-2023

Emtiotnuovika YmevBbuvn tou xpnuatodotolpevou amd tnv Eupwraik Evwon
(Erasmus+) lMpoypaupatoc Managing Digital Transformation. To supwmaiko
auTo £pyo, O ouvepyaoia Pe €€ akopa Kopudaia supwTtaikd EKTTAOEUTIKA Kal
gpeuvnNTIKA 1dpuuata, oKomo eixe TN Onuloupyia &vog uPnAol emmEdou
eTHOPOWTIKOV TIpoypappatog ekmaidevone otn Awiknon tou Wndlakou
MetaoxnuatiopoU Tou Ba KaAUYPEL TO KEVO ToU €xel dlatiloTwOel oTnv Kataption
KAl ETOLUOTNTA TWV OTEAEXWY Kal Ba Toug eTTpEPEL va avTamokplOoUV ETITUXWG
OTIC TtpokANoelg NG WnolakAg emoxng. To OLETOTNHOVIKO aUTO TPOypappd
avapéveTal va ekmaldeloel €vav PeyaAo aplBud ¢oltnTwy KAl OTEAEXWV Td
ETOPEVA  XPOVIA KAl OKOTIO €xel va Tpoetolgdosl  Pndlakolg nyeteg,
ouvelohEpPoVTag HE AUTO TOV TPOTIO CTNV AVTAYWVICTIKOTNTA TNE Eupwmng Kat Twy

OpPYAVICHWV TNC.

6. ENIZ=THMONIKEZ AHMOZIEYZEIZ

6.1 ENIZTHMONIKEZ AHMOZIEYZEIS SE AIEONH MNEPIOAIKA ME KPITH

1. Karantinou, K. & Ntzoumanika, P. (2026), “Integrating E-servicescapes and Web Atmospherics: A

systematic

literature review applying the TCCM Framework”, International Journal of

Consumer Studies, 50 (1), e70156, (AJG/ABS List 2021:2, Impact Factor: 7.6, 5-year Impact
Factor: 9.7, CiteScore: 19.7).



10.

Gounaris, S., Chatzipanagiotou, K, Karantinou, K., & Koritos, C, (2025), “Revisiting the effects of
tourism and hospitality servicescapes on customers: A complexity approach”, Tourism
Management, 107, (AJG/ABS List 2021:4, Impact Factor: 12.4, 5-year Impact Factor: 13.8,
CiteScore: 26.5).

Trompeta, M.A, Karantinou, K, Koritos, K, & Bijmolt, T.H.A., (2022), “A Meta-analysis of the Effects
of Music in Tourism and Hospitality Settings”, Journal of Business Research, Vol. 138, January,
pp.130-145 (AJG/ABS List 2021:3, Impact Factor: 9.8, 5-year Impact Factor: 12.8, CiteScore:
25.3).

Sakellariou E., Karantinou K. & Goffin, K. (2021), “Video-ethnography During Covid-19 and
Beyond: Generating User Foresights in a Virtual World”, Technological Forecasting & Social
Change, 169, 120817 (AJG/ABS List 2021:3, Impact Factor: 13.3, 5-year Impact Factor: 13.9,
CiteScore: 26.3).

Brinol, P., Lamprinakos, G., Stavraki, M., Petty, R., Karantinou, K., & Diaz, D. (2021), “The
Influence of Emotions on Information Processing and Persuasion: A Differential Appraisals
Perspective”, Journal of Experimental Social Psychology, Vol. 93, March, 104085 (AJG/ABS List
2021:4, Impact Factor: 3.1, CiteScore: 6.6).

Szmigin, I., O’Loughlin, D., McEachern, M., Karantinou, K., Barbosa, B., Lambrinakos, G. &
Fernandez, E. (2020), “Keep Calm and Carry On: European Consumers and the Development of
Persistent Resilience in the Face of Austerity”, European Journal of Marketing, Vol.54, No.8,

1883-1907 (AJG/ABS List 2021:3, Impact Factor: 5.1, 5-year Impact Factor: 6.4, CiteScore: 10.8).

Sakellariou E., Karantinou K. & Goffin, K. (2020), “From User Insights to Foresights: Applying
Video-based Ethnographic Narratives and User Innovation in NPD”, Technological Forecasting
& Social Change, 153, 119873 (AJG/ABS List 2021:3, Impact Factor: 13.3, 5-year Impact Factor:
13.9, CiteScore: 26.3).

Kaminakis, K., Karantinou, K., Koritos, C., & Gounaris, S. (2019), “Hospitality Servicescape
Effects on Customer-Employee Interactions: A Multilevel Study”, Tourism Management, 72,

130-144 (AJG/ABS List 2021:4, Impact Factor: 12.4, 5-year Impact Factor: 13.8, CiteScore: 26.5).

Sakellariou E., Karantinou K. & Goffin, K. (2017), “Telling Tales’: Stories, Metaphors and Tacit
Knowledge at the Fuzzy Front-End of NPD”, Creativity and Innovation Management Journal,
Vol. 26, Issue 4, December, pp. 353-369 (AJG/ABS List 2021:2, Impact Factor: 4.2, CiteScore:
8.3).

O’Loughlin, D., McEachern, M., Szmigin, |., Karantinou, K., Barbosa, B., Fernandez, E. &
Lambrinakos, G. (2017) “European Consumers and their Persistent Resilience in the Face of
Austerity”, Advances in Consumer Research, Association for Consumer Research Journal,

45, 2, pp. 785-789 (AJG/ABS List 2021:2).



11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

O’Loughlin, D., Szmigin, |., McEachern, M., Barbosa, B., Karantinou, K., & Fernandez, E. (2017)
“Man Thou Art Dust: Rites of Passage in Austere Times”, Sociology, Vol. 51, No. 5, pp.1050-1066
(AJG/ABS List 2021:4, Impact Factor: 4.3, 5-year Impact Factor: 4.8).

O’Loughlin, D., Szmigin, I., McEachern, M., Karantinou, K., Barbosa, B. & Fernandez, E., (2015),
“Austere Times: Male Experiences of Liminal Vulnerability”, Advances in Consumer Research,

Association for Consumer Research Journal, Vol.43, pp.633-639 (AJG/ABS List 2021:2).

Kaminakis, K., Karantinou, K. & Boukis, A. (2014), “The Mediating Role of Self-Concept
Discrepancy in the Relationship between Values and Personal Based Motivation of Luxury
Products Consumers”, Procedia-Social and Behavioral Sciences, 148, 619-624.

Sakellariou E., Karantinou K. & Poulis, K. (2013), “Managing the Global Front End of New Product
Development”, The Journal of General Management, \Vol. 39, No.2, pp.61-81 (AJG/ABS List
2021:2, Impact Factor: 1.3, 5-year Impact Factor: 1.6, CiteScore: 3.4).

Karantinou, K.M. & Hogg, M.K. (2009), “An Empirical Investigation of Relationship Development in
Professional Business Services”, Journal of Services Marketing, Vol. 23, No. 4, pp. 249-260
(AJG/ABS List 2021:2; AJG/ABS List 2009:3, Impact Factor: 4.5, 5-year Impact Factor: 5,
CiteScore: 7.4).

Soureli, M., Lewis, B.R., and Karantinou, K.M. & (2008), “Factors that Affect Consumers’ Cross-
Buying Intention: A Model for Financial Services”, Journal of Financial Services Marketing, Vol.
13, No. 1, pp. 5-16 (AJG/ABS List 2021:1, Impact Factor: 4.3, 5-year Impact Factor: 4.1ad,
CiteScore: 3.4).

Karantinou, K.M. & Hogg, M.K. (2007), “Developing and Managing Relational Market-Based Assets
in Professional Services: Client Relationships in Management Consultancy”, Marketing

Management Journal (US), Vol. 17, No. 2, Fall, pp. 16-39 (Impact Factor: 2.7).

Karantinou, K.M., Hogg, M.K., & Lewis B.R. (Editors) (2006), “Changing Perspectives on Customer
Behavior”, Editorial - Special Issue, Journal of Consumer Behavior, Vol. 5, No. 2, pp. 97-101

(AJG/ABS List 2021:2, Impact Factor: 5.2, CiteScore: 8.7).

Karantinou, K.M. (2003), “Investigating the Interactions that Take Place Behind Closed Doors: An
Insight into the Confidential Meetings between Clients and Consultants”, Journal of Customer

Behavior, Vol. 2, No. 1, pp. 11-34 (ABS List 2015:1).

Karantinou, K.M. & Hogg, M.K. (2001), “Exploring Relationship Management in Professional
Services: A Study of Management Consultancy”, Journal of Marketing Management, \/ol. 17,
No. 3-4, pp. 263-286 (AJG/ABS List 2021:2; AJG/ABS List 2010:3, Impact Factor: 3.0, 5-year
Impact Factor: 5.2).



6.2 2YMMETOXH ZE BIBAIA

O’Loughlin, D., Szmigin, I., McEachern, M., Karantinou, K., Barbosa, B., Lambrinakos, G. &
Fernandez, E. (2023) “Theorizing Resilience in Times of Austerity”, Researching Poverty and

Austerity: Theoretical Approaches, Methodologies and Policy Applications, Routledge.

O’Loughlin, D., Szmigin, I., McEachern, M., Karantinou, K., Barbosa, B., Lambrinakos, G. &
Fernandez, E. (2023) “The Influential Role of Austerity in Normalizing Sustainable Consumption”,
Research Handbook on Ethical Consumption: Contemporary Research in Responsible and

Sustainable Consumer Behavior, Edward Elgar Publishers.
lNouvapnc 2. kat Kapavtivou K. (2015) Mapketivyk Yrnpeotwyv, ABrnva: Ekdotikég Oikog Rosili.

Karantinou, K.M. (2015), “CRM Strategy”, “Relationship Marketing”, “Depth Interviews”,
“Buyers”, “Customers” discrete entries in the Wiley Encyclopedia of Management Third
Edition, Nick Lee and Andrew Farrell (Editors).

Karantinou, K.M. (2006), “Athenian Mothers and Daughters”, case study on consumer behavior
written for Consumer Behavior, Third European Edition, Solomon, M., Bamossy, G., Askegaard,
S., and Hogg, M.K.

Karantinou, K.M. (2005), “Relationship Marketing”, “Customer Relationship Management”,
“Qualitative Research”, “Depth Interviews”, “Buyers”, “Customers”, discrete entries in the
Blackwell Encyclopedia of Marketing, Second Edition, D.A. Littler (Editor).

6.3 ENIZTHMONIKEZ AHMOZIEYZEIZ ZE MPAKTIKA AIEONQN ZYNEAPIQN ME KPITH

1.

Gao, T., Liang, X., & Karantinou, K. (2026), “Beyond the message: The impact of self-benefit vs.
environment-benefit appeals on tourist behaviors”, AMA Winter Academic Conference, Madrid,

Spain.

Psimouli, M. Karantinou, K., Kladou, S. & Kavaratzis, M. (2025), “The powerful impact of
emotions: A missing link in place brand management”, IPBA2025, International Place Branding

Association Conference, Manchester, England.

Karantinou, K., Tsogas, M.M., Kyriakou, M., Psimouli, M., Papakonstantinou, K., Sardi, P.,
Ntzoumanika, P., & Benakopoulou, E (2025), “Co-creating the experiential value of a destination:
The key role of front-line tourism employees”, IPBA2025, International Place Branding

Association Conference, Manchester, England.

Ntzoumanika, E. & Karantinou, K. (2024), “Unravelling the E-Servicescape: A Systematic

Literature Review”, EMAC 2024 Conference, Bucharest, Romania.

Benakopoulou, E., Sardi, P., Karantinou, K., Karagianni, & Sarigianni, M. (2024), “A Multimethod
investigation of Destination Branding: The Case of Rhodes”, ICOT 2024 Conference, Corfu,

Greece.



10.

11.

12.

13.

14.

15.

16.

17.

Karantinou, K., Gkaintatzis, A., Van der Lubbe, R., & Constantinides, E. (2023), " The Impact of
Scent on Individuals: A Systematic Literature Review of EEG Studies", EMAC 2023 Regional

Conference, Pireaus, Greece.

Gkaintatzis, A., Karantinou, K., Constantinides, E., & Van der Lubbe, R. (2023), "A Systematic
Literature Review of EEG Studies Investigating the Effects of Music on Individuals", EMAC 2023

Regional Conference, Pireaus, Greece.

Papastamatiou, G., Karantinou, K., Sakellariou, E., Gkaintatzis, A., & Trompeta, M. (2023), "A
Systematic Literature Review of Three Decades of Research on the Front End of NPD", EMAC

2023 Regional Conference, Pireaus, Greece.

Xanthakis, G., Karantinou, K., & Gkaintatzis, A. (2023), "The effect of brand love on word of mouth
in different business sectors: A systematic literature review and future research agenda”, EMAC

2023 Regional Conference, Pireaus, Greece.

Siatra, M., Karantinou, K., Koritos, C., & Gkaintatzis, A. (2023), "Visual Elements of Product
Packaging: A Systematic Literature Review Using Topic Modeling”, EMAC 2023 Regional

Conference, Pireaus, Greece.

Ntelmpenteri, |., Karantinou, K., Koritos, C., & Gkaintatzis, A. (2023), "Brand Activism: Quo Vadis",
EMAC 2023 Regional Conference, Pireaus, Greece.

Chortis, A., Karantinou, K., Trompeta, M., & Gkaintatzis, A. (2023), " The Use of Choice
Architecture Tools in Sustainable Tourism: A Systematic Literature Review", EMAC 2023 Regional

Conference, Pireaus, Greece.

Papastamatiou, G., Karantinou, K., Sakellariou, E., Gkaintatzis, A., & Trompeta, M. (2023), " A
Systematic Literature Review of Three Decades of Research on the Front End of NPD", 30%

Innovation and Product Development Management Conference, Lecco, Como Lake, ltaly.

Trompeta, M.A, Karantinou, K, Koritos, K, & Bijmolt, T.H.A., (2020), “A meta-analysis of the effects
of background music on customers of tourism services, EMAC 2020 Conference, Budapest,

Hungary.

Constantinides, E., Gkaintatzis, A., Karantinou, K., Van der Lubbe, R. (2019), “The impact of
music tempo on consumers’ binary choices: an EEG and EDA study”, EMAC 2019 Regional

Conference, Saint Petersburg, Russia.

Gkaintatzis, A., van der Lubbe, R., Karantinou, K., & Constantinides, E., (2019) “Consumers’
cognitive, emotional and behavioral responses towards Background music: an EEG study”, The
15th International Conference on Web Information Systems and Technologies, WEBIST 2019,

Vienna, Austria.

Gounaris, S. Karantinou, K., Chatzipanagiotou, & K., Koritos, C. (2019), “A fresh insight into the
management of the servicescapes” 48" European Marketing Academy (EMAC) Conference,

Hamburg, Germany (May-June).



18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

Sakellariou, E., Karantinou K., & Goffin, K. (2019), “Customer insights: Sensemaking and
sensegiving in NPD”, 26" Innovation and Product Development Management Conference,

Leicester, UK.

Karantinou, K., Pollakis, F. & Palaiologos, A. (2018), “An investigation of the factors influencing
electronic word of mouth communication on Facebook”, 47" European Marketing Academy
(EMAC) Conference, Glasgow, UK (May-June).

Sakellariou, E., Karantinou K., Goffin, K. & Anagnostaki, M. (2017), “Opening the black box of
video-based ethnography”, 24" Innovation and Product Development Management

Conference, Reykjavik, Iceland (June).

Sakellariou, E., Karantinou K. & Hogg, M. (2016), “Winning (or Losing) in Global Product
Innovation”, 23" Innovation and Product Development Management Conference, Glasgow,
UK (June).

Sakellariou, E., Karantinou K. & Goffin, K. (2016), “Telling tales: Metaphors, stories and eureka
moments in NPD”, 23 Innovation and Product Development Management Conference,

Glasgow, UK (June).

O’Loughlin, D., Szmigin, I., McEachern, M., Karantinou, K., Barbosa, B. & Fernandez, E., (2015),
“Liminality in recessionary times — A male view”, Academy of Marketing Conference, Limerick,

Ireland (July).

Sakellariou, E., Karantinou K. & Goffin, K. (2015), “Magic moments: when customer insights
emerge”, 22" Innovation and Product Development Management Conference, Copenhagen,

Denmark (June).

Palaiologos, A. & Karantinou, K. (2015), “The impact of Facebook-generated interpersonal
influence on consumers’ buying intentions in services”, 44" European Marketing Academy

(EMAC) Conference, Leuven, Belgium (May).

Koritos C., Karantinou K. & Gounaris S. (2015), “Quo vadis servicescapes research: a critical
review and empirical investigation of an integrative conceptualization”, 44" European Marketing

Academy (EMAC) Conference, Leuven, Belgium (May).

O’Loughlin, D., Barbosa, B., Fernandez, E., Karantinou, K., McEachern, M., Szmigin, I. (2014), “A
cross-cultural exploration of austerity-based practices around the home”, 39" Annual

Macromarketing Conference, London, England (July).

Sakellariou, E., Karantinou K. & Goffin, K. (2014), “Customer insights: how managers use market
research data to generate product ideas”, 21" International Product Development

Management Conference, Limerick, Ireland (June).

Karantinou K., Kaminakis, K. & Gounaris S. (2014), “A multilevel investigation into the impact of
servicescapes on the service encounter”, 43 European Marketing Academy (EMAC)

Conference, Valencia, Spain (June).



30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

Koritos C., Gounaris S. & Karantinou K. (2014), “Perceived Servicescapes: a configural view and
implications for behavioral intentions”, 43 European Marketing Academy (EMAC)

Conference, Valencia, Spain (June).

Kaminakis, K., Karantinou K. & Boukis A. (2014), “Social values and bandwagon motivations in
the context of luxury consumption”, 43 European Marketing Academy (EMAC) Conference,

Valencia, Spain (June).

Papadas, K.K., Avlonitis G. & Karantinou K., (2014), “Green marketing orientation: introducing a
new construct”, 43 European Marketing Academy (EMAC) Conference, Valencia, Spain

(June).

Kaminakis, K., Karantinou K., Gounaris S. & Koritos, C. (2014), “An investigation of the effects of
the service environment on employee-customer interactions”, 13" International Research

Conference in Service Management, La Londe les Maures, France (June).

Sakellariou, E & Karantinou K. (2013), “An action research investigation of the global front end”,

20th International Product Development Management Conference, Paris, France (June).

Kaminakis, K. & Karantinou K. (2013), “The impact of servicescapes on employees and its
subsequent effects on customers’ perceptions: a multilevel study”, 42" European Marketing

Academy (EMAC) Conference, Istanbul, Turkey (June).

Sakellariou, E & Karantinou K. (2012), “The success factors in the global front end”, 47°

European Marketing Academy (EMAC) Conference Lisbon, Portugal (May).

Karantinou, K.M. (2011), “An analysis of the positive and negative consequences of relationships
in professional services”, 3™ Biannual International Conference on Services Marketing,

Cesme, Turkey (September).

Vonatsos K.N. & Karantinou, K.M. (2011), “Relationships in private banking under the pressures
of the financial crisis”, 3 Biannual International Conference on Services Marketing, Cesme,

Turkey (September).

Karantinou, K.M., Hogg, M.K., Soureli, M., Vonatsos, K.N. (2010), “Sense the difference: Changes
in relationship management in the context of the financial crisis”, European Marketing

Academy (EMAC) Conference, Copenhagen, Denmark (June).

Soureli, M., Karantinou, K.M., Chaniotakis, I., Lymperopoulos, C., (2010), “See them, hear them,
trust them: Identifying the factors that affect cross-buying intention in retail banking”, European

Marketing Academy (EMAC) Conference, Copenhagen, Denmark (June).

Lewis, B.R., Karantinou, K.M. and Soureli, M. (2007), “Factors that affect consumers’ cross-
buying intention: A model for financial services”, 71°' Biannual Conference Strategic

Developments in Services Marketing Proceedings, Chios, Greece (September).

Karantinou, K.M. and Hogg, M.K. (2007), “Unpredictable disadvantages of relationship
development”, European Marketing Academy Conference (EMAC) Proceedings, Reykjavik,
Iceland (May).
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43.

44.

45.

46.

47.

48.

49.

Karantinou, K.M. and Hogg, M.K. (2007), “What is the real value of relationships? Assessing the
benefits and costs of relationships in consultancy”, Annual UK Academy of Marketing (AM)

Conference Proceedings, London, England (July).

Karantinou, K.M. and Hogg, M.K. (2006), “Relationships in consultancy: Developing a sustainable
competitive advantage”, European Marketing Academy Conference (EMAC) Proceedings,

Athens, Greece (May).

Karantinou, K.M. and Gong, Y. (2003), “A multilevel perspective on relationships and relationship
marketing in the life insurance industry in China”, Annual UK Academy of Marketing (AM)

Conference Proceedings, Birmingham, England (July).

Karantinou, K.M. (2003), “Relationships in professional services: an investigation into
management consultancy”, American Marketing Association, SERVSIG Services Research

Conference Proceedings, Reims, France (June).

Karantinou, K.M. and Hogg, M.K. (2002), “Insights into the marketing and management practices
of management consultants”, British Academy of Management (BAM) Conference

Proceedings, London, England (September).

Karantinou, K.M. and Hogg, M.K. (2002), “Understanding interactions in professional services: an
insight into confidential meetings between clients and consultants”, Annual UK Academy of

Marketing (AM) Conference Proceedings, Nottingham, England (July).

Karantinou, K.M. and Hogg, M.K. (2000), “Examining relationships in professional services: a
cross-cultural comparison”, European Marketing Academy Conference (EMAC) Proceedings,

Rotterdam, Netherlands (May).

6.4 MAPOYZIAZEIZ MEAETQN SE AIEOGNH ZYNEAPIA ME KPITH (WORKING PAPERS)

Gkaintatzis, A., Karantinou, K., van der Lubbe, R., & Constantinides, E. (2019). “The effect of
music on consumer behavior: A neuromarketing approach”, The 27th Annual High Technology
Small Firms Conference, HTSF 2019, Enschede, The Netherlands.

Gkaintatzis, A., Constantinides, E., Karantinou, K., & van der Lubbe, R., (2019). “The Impact of
music on consumer attention during decision making: An EEG and eye-tracking study”. The 7th
International PhD Meeting in Economics 2019, Thessaloniki, Greece.

Karantinou, K., Kaminakis, K. & Koritos, C. (2014), “Servicescape effects on both customers and
employees”, American Marketing Association SERVSIG Conference, Thessaloniki, Greece

(June).

Palaiologos, A., Patera, P. & Karantinou, K. (2014), “Facebook influence on consumers’ buying
intentions in services”, American Marketing Association SERVSIG Conference, Thessaloniki,

Greece (June).
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5. Gounaris, S., Koritos, C. & Karantinou, K. (2014), “Servicescapes revisited: identifying the
sources of conflict in servicescapes research”, American Marketing Association SERVSIG

Conference, Thessaloniki, Greece (June).

6. Karantinou K., Sakellariou, E. & Poulis K. (2013), “A guiding framework for the management of the
global front end”, 42" European Marketing Academy (EMAC) Conference (poster session),
Istanbul, Turkey (June).

7. Sakellariou, E., Poulis, K. & Karantinou K. (2013), “The global front end of the new product
development process: managerial insights through action research”, 42" European Marketing

Academy (EMAC) Conference (poster session), Istanbul, Turkey (June).

8. Karantinou, K.M. and Gong, Y. (2006), “Relationship dynamics in the life-insurance industry in
China”, Customer Research Academy Workshop 5 (CRAWSS5), Manchester, England (April).

9. Karantinou, K.M. and Hogg, M.K. (2004), “Relationship management in the knowledge economy:
a case study of management consultancy”, Customer Research Academy Workshop 4
(CRAWSA4), Manchester, England (March).

10. Karantinou, K.M. and Hogg, M.K. (2002), “Understanding the interactions that take place behind
closed doors: an insight into the confidential meetings between clients and consultants”,
Customer Research Academy Workshop 3 (CRAWS3), Manchester, England (April).

11. Karantinou, K.M. (2000), “Relationships in management consultancy: a cross-cultural
comparison study”, British Academy of Management (BAM) Conference, Working Paper,

Edinburgh, England (September).

12. Karantinou, K.M. and Hogg, M.K. (2000), “Investigating the strategic importance of relationships
in professional services: a cross-cultural comparison between England and Greece”, Customer
Research Academy Workshop 2 (CRAWS?2), Manchester, England (April).

13. Karantinou, K.M. (2000) “Understanding relationships in professional services: a comparative
study of two European markets”, European Marketing Academy (EMAC) Doctoral Colloquium,
Rotterdam, Netherlands (May).

20voAo stepoavadopwyv/tapadeoswyv: 815

h-index: 13

i10-index: 15

7. \OINEz EPEYNHTIKEZ APASTHPIOTHTEZ

7.1 ENIBAEWH METAAIAAKTOPIKHE EPEYNAS

1) ‘Epeuva oe Place branding pe tnv kupia Mapia WipoUAn

2) 'Epeuva oe Consumer Neuroscience L tov kUplo ABavdolo MNkaivratln
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7.2 ENIBAEWH AIAAKTOPIKQON AIATPIBQN

EntiBAsPn S8 aKTOPIKWY SLatplBwyv He Tov pOAo NG eMIPBAETTOUGAG KAONYATPLAG IOV BpioKovtal oe
e&EANEN:

3) Tng kupiag Ntloupavika MMapackeunc pe TtitAo: "E-Servicescapes and the Customer
Experience: Antecedents & Consequences" (To HAektpoviko MepBaAiov Tng YTInpeoiag kat n
Eumtepia MeAatn) (avaugvetat va oAokAnpwb6ei tov lIoUAlo tou 2026).

4) Tncg kupiag 2apdn MoAuvéevnce pe titho: "The Impact of Resilience on Consumer Behavior" (H
Emidpaon tng AvBektikdtnTag otn Zupmepldpopd tou Katavarwtn) (avapgvetat va oAokAnpwOsl
tov loUAlo tou 2026).

5) Tng kupiag EpiduAng MmevakomoUAou pe TitAo: “Strategizing Place Branding” (Ztpatnyikn
Alaxeiplon Emwvupiag Mpooplopwyv) (avaugvetat va oAokAnpwBei tov AskgBpto 2028)

ZUHHETOXN O€ TPLHEAEIG ETTPOTIEG EMIBAEYNC SIOAKTOPIKWYV SLatplfwyv ov Bpiokovtal o eEEAEN:
1) Tou kupiou ZwTtApn 2aumdvn pe Ttitho: "Behavioral Pricing in the Services Sector"

(Zupmtepldopikn TipoAdynon otov KAAdo twy YTnpeowwv).

ETtiBAsyn JSBAKTOPIKWY SlaTtplfwVv HE TOV POAO TNG EMPAEMOUGCAG KAONYATPLAG TOU E£XOUV
oAOKANpwOEL:

1) Tou kupiov ABavaciou lkaivtatdn pe titho: "A Neuromarketing investigation of the Impact of
Environmental Stimuli on Consumer Behavior" (Mia Neupopdpketivyk Epevva otic Emumtwoelg
Twv MeplBarovtikwy Epedlopdtwy otn 2uumepipopd tou KatavaAwTtn) (0AokAnpw6Onke tov
AuUyouaoto tou 2023).

2) Tncgkupiag Mapiag AyyeAikng Tpouméta pe titho: “A Meta-Analysis of the Effects of Background
Music on Customers of Tourism Services” (Mwa Meta-Avaiuon tng Emidpaonc tng Mouaotknig
otoucg ATtodEKTEG ToupLloTIKWY YTINpeolwy) (0AokAnpwOnke tov louAto tou 2020).

3) Tou kupiou INpnyopiou AauTmpivdkou pe titho: “Emotions and Cognition: The Multiple Roles of
Anger, Surprise and Awe in Persuasive Communication” (Zuvaicbnuata kat 'VWOTIKEG
Alepyaacieg: Ot NMoAAamAoi PéAol tou Oupou, tng EKANENG kat tou Aéoug otnv Emikowvwvia pe
Antwtepo 2koto TNV Melbw) (oAokAnpwbnke tov loUAlo tou 2019).

4) Tncg kupiag Maydainvng 2ZoupéAn pe titho: “Consumers Cross-Buying Behavior in Financial
Services” (ouvemiBAsyn pe Professor Barbara Lewis, oto Manchester Business School,

University of Manchester) (0AokAnpwBnke tov loUAto tou 2006).

ZUHHETOXN O€ TPLHEAEIG ETULTPOTIEG EMIPAEY NG SLOAKTOPLKWYV SLATPLRWV TTOU £X0UV OAOKANPWOEL:
1) Tou kupiou Kwvotavtivou Kapwvdkn pe titho: “The Impact of Servicescapes on Employees,

Customers, and their Interactions: A Multilevel, Multigroup Study” (H Emidpaon tou
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MepBarrovtog Xwpou Mapoxnc Yrnpeowwyv otoug Epyaldpevoug, toug MeAdteg kat tig peTaly
touc AMnAemdpaocelg: Miwa Epesuva MoAamAwv Emmédwv kat MoAamAwyv  Opddwv)
(oAokAnpwBnke tov OktwPpto 2013).

2) Tou kupiou KdapoAou-Kwvotavtivou [lMamada pe Ttitho: “Green Marketing Orientation:
Antecedents & Consequences” ([1pocavatoAicpog oto lNpdowvo Mdpketivyk: Ol Mapayovteg
o tov Emtnpeddouyv kat ol 2uveTeleg Tou) (0AokAnpwbnke tov Mdio tou 2016)

3) Tng kupiag Mapiag WipoUAn pe titho: “Nation Brand: Exploring the Concept” (H Emwvupia plag

Xwpag: Alepevvwvtag tnv Evvola) (oAokAnpwBnke tov Mato tou 2016).

7.3 ENIBAEWH METANTYXIAKQN AINAQMATIKQN EPTAZIQN

2010-2Apepa EmiBAsYn meplocotEpwy Ao £KATO DMAWHATIKWY epyactwy MM MApKeTIvYK TIARPOUG
Kal PePWKAG ¢oitnong, MMZ Mdapketwvyk pe Alebvh MpooavatoAlopo (OlKoVOULKO
Mavemotiuio ABnvwv) kat MBA.

2005-2008 EmtiBAen 0éka MBA capstone projects (Graduate School, Deree College)

2000-2003 EmtiBAen emttd dimAwpatikwy epyactwy MSc Marketing (University of Manchester)

8. A\OINEz ENIZTHMONIKEZ APAZTHPIOTHTEZ

8.1 EKNAIAEYZH ZTEAEXQN KAI [TPOrPAMMATA AIA BIOY MAGHZHZE

Juppetoxn otn dle€aywyn Tou Tpoypdppatoc “Atoiknong Emuxelpnoswy Kat Emeipnuatikotnag yia
dappakomololg” Pe tn xopnyia tng Apivita pe tnv evétnta Mapketvyk Ynnpeowwyv oto Kévipo Ala
Biou Mdabnaonc (KEAIBIM) tou OMA (AmtpiAlog 2019- Znpepa).

Juppetoxn otn dleaywyn Tou Tpoypdppatoc “Akadnpia IteAexwv METRO” pe TIC &vOTNTEC
Mapketivyk kat EEuntnpétnon MeAatn oto Kévipo Ala Biou Mabnong (KEAIBIM) tou OMA (Mdptiog
2023->Auepa)

JUPHETOXN oTn Oleaywyn Tou Tpoypdppatog “Omni-Customer Experience — Dixons” oto Kévtpo Ala

Biou Mabnaonc (KEAIBIM) tou OMA (lobviog 2022-2uepaq).

JUuPpETOXN otn Oleaywyn tTou Tpoypdupatog “Management and Leadership Skills Program” oto
Kévtpo Ala Biou Mdbnong (KEAIBIM) tou OMA pe tnv evotnta MpocavatoAlopog otnv Yrninpeoia-
Servitization (OktwRplog 2019- Zruepa).

JUPHETOXN oTNnV TposToldacia Kat dloiknon tou “Executive Leadership Program in Retailing” yia tnv
Dixons-KwtodBoAocg kat tn die€aywyn tng evotntac Awaxeipiong Epmepiag MeAatn oto Kévipo Ala
Biou Mdabnaonc (KEAIBIM) tou OMNA (lovviog 2019-loUviog 2023)

Juppetoxn otn dle€aywyn tou Tpoypdppatog “Executive Mpoypappa Awoiknong ywa AcdaAiotika
ZteAéxn” ZEZAE-OlNMA, oto Kévtpo Alwa Biou Mabnonc (KEAIBIM) tou OTMA (OktwBplog 2022).
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Juppetoxn otn dle€aywyn tou poypappatoc tne Eurolife kat tou Mavemiotnuiov tou Mepawa yia tnv
KATAPTION A0PAACTWY PE TNV evoTnTd TOU “MAPKETIVYK YTtnpeowwyV Kal Aploteiag otig Ynnpeoisg”
(OktwPBplog 2015 & OkTwRpPLog 2017).

Aleéaywyn ospwvapiwv oe Bgpata Mapketivyk, Aloiknong Yrnnpeowwyv, Aploteiag otig Ynpeoieg kat

Awoiknon Epmelpiag MeAdtn yla pla supeia ykapa sTalpLuwy.

8.2 NMPOZKEKAHMENEZ AIANEZEIZ

MpookekAnpévn AldAeén oto Sensory Workshop - Mriokota MNanadomoUAov, NoguBplog 2022.

MpookekAnpévn AldAeén oto Customer Experience Event - KwtoopoAog/Dixons South-East Europe,
Oktwpploc 2022

MpookekAnpévn AldAeén yia to EmayyeApatiko EmipeAntnplo ABnvwy (EEA) pe 8pa “MpooavatoAloHog
otnv Ynnpeoia kat Eynepia MeAatn”, lodviog 2021.

MpookekAnuévn AldAeén ywa tov 2Uvdeopo Emixelprioewv kat Bliounxaviwv (ZEB) oto ExportReady
Wnolako Epyaaotrplo pe 6pa “Alebveg Branding: amé tn Oswpia otnv Mpa&n” Maiog 2021.

MpookekAnuéveg AlaAé€elg oto Mavemiotrulo Tou Limerick otnv IpAavdia pe Bua: “Services Branding”,

“Ethics and Social Marketing” kai “Destination Branding”, 2013 & 2014.

“Customer Service and Service Excellence”, mpookekAnuéveg OlaAe€elc amd to Chartered

International Institute of Management tng Kumpou 2012, 2013, & 2014.

“Achieving Service Excellence” 0dldAeén/ekmaidevon yla toug £pyalOPEVOUC TOU VEOOULOTABEVTOC

Student Success Center Tou AueplkavikoU KoAeyiou EAAAd0C, 2006.

“Relationship Marketing in Professional Business Services” ESRC (AyyAikd Kpatikd ZuppouUAlo
Epeuvac oe Owkovoplkég Kal Kowvwvikég ETmlotripeg) TpookekAnuevn OldAeén oto Seminar Series:
“Interdisciplinary Relationship Marketing: Industrial, Services and Consumer Perspectives”, University of

Nottingham, England, Mdptiog 2004.

MpookekAnUéEvn AlAAeEn pe BEpa: “Management Consultancy and the Development of Long Term

Relationships with Clients”, UK Senior Consultants’ Forum, Manchester, 2003.

8.3 KAOHKONTA AKAAHMAIKOY A=IOAOrHTH (REVIEWER DUTIES)

Journal of Service Research

Journal of Business Research

Annals of Tourism Research

Journal of Service Theory & Practice

International Journal of Consumer Studies

International Journal of Hospitality Management
International Marketing Review

International Journal of Retail & Distribution Management
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Journal of Marketing Management

European Marketing Academy Conference (EMAC)
UK Academy of Marketing Conference (AM)
Customer Research Academy Workshop (CRAWS)

MéMog tou Editorial Board, Journal of Service Theory and Practice.

9. AIAAKTIKH APAZTHPIOTHTA

9.1 AIAAZKAAIA MPONTYXIAKON MAGHMATQON

MdpKeTIVYK YTINPECLWY
TouploTtikd MApKeTivyK
Consumer Behavior

Research Methodology
Marketing Management

Introduction to Marketing

9.2 AIAAZKANIA METANTYXIAKQN MAGHMATQN

Epeuvntikn MeBodohoyia (PhD and Master)

MdpkeTtivyk YTinpeowwyv (Executive MBA and Master)

Ta&id kal Epmelpia MeAdatn (Master)

Customer Experience and Customer Journey Mapping (Master)
International Services Marketing (Master)

Consumer Behavior (Master)

Consumer Behavior Across Cultures (Master)

Customer Relationship Management (MBA)

Global Marketing Environment (MBA)

Marketing Management (EngD, Masters, MBA and Executive MBA)
Marketing Analysis and Strategic Marketing Management (Master)

10. AIOIKHTIKA KAGHKONTA

Mé£Aog thg Emutpontig BiBALoOnkng, OMA (2021-ZApepa)

Mé£Aog tng Emutpontig lootiung NpoécBaocng, OMA (2022->Apepa)

Mé£Aog tng Emutponig lootntag, OMNA (2025-2npepa)

Mé£Ao¢ tng Emttpontig MpoBoAng tou TuRpatog Mapketivyk kat Emikowvwviag, OMNA (2014-2npepa).

YnevOuvn yla thv Ekmpoownnon tou TuApatog Mdpketivyk kat Emikowwviag katda tn duapkela
Open Days Evnuépwong Yroynoiwv (2016-2npepq).

Mé£Aog tng ZuvrovioTikig Emttpong twv Metantuxiakwy Mpoypappdtwy IZnoudwyv tou TuRpatog
Mapketivyk Kat Emikowvwviag, OMA (2016-2nuepa).
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Mé£Aog tng Awatpnpatikng Emtponng Atoiknong tou Metantuxiakou Mpoypappatog Executive MBA,
OrlA (2016-2Quepaq).

Mé£Aog tng Alatpunupatiknig Emrponig Aloiknong tov Metantuxiakov Mpoypappatog MBA, OMNMA (2012-
2018).

MéAog t™ng TpwieAoUg Emutpomrg A&oAdynong Ymoynoiwv ywa to Mpoypappa AlSAKTOPLKWYV
Zmoudwyv tou TuAuatog Mapketivyk kat Emikowvwviag, OMNA (2018-2023).

MéAo¢ tng TplueAolg Emitpomig A&loAoynong Attnoswyv Kat Aleveépyelag ZUVEVTEUEEWYV yla ThV
emiAoyn vmoPndiwv oTa HETAMTUXLAKA Tpoypdppata omoudwv MAapketivyk mARpoug ¢doitnong,
OMA (2011-2023).

YreuOuvn tou O3nyouL Zrnoudwv Tou TuAHatog Mapketivyk Kat Emikowvwviag, OMNMA (2015-2018).
Mé£Aog tng Opadacg Epyaciag Anpovupyiag touv Kévrpou Awa Biou Maenaong tou OMNA (2016-2017).
YneuOuvn yia tn Zuppetoxn tou ONA oto Cambridge Strategies Catalogue (2016).

AKadnuaikog Zuvtoviotig tou Mpoypappatog Erasmus tou Tunpatog Mapketivyk kat Emikowvwviag,
OMA (2016-2018).

Zuppetoxn otnv Mpostolpacia tou Emeteiakol lototomou yia ta 20 xpovia tou Tunupatog
Mapketvyk Kat Emikowwviag, OMA (2012).

YnevOuvn tng Mpocetoaciag tng ‘EkBeong Apiloteiag touv Tpunpatog Mdpketivyk kat Emikowwviag
mou YrteBAnNON oto Ynoupyeio Mawdeiag (2011).

ZuppeToxn otnv YropoAn tngEkOeong mpog A§loAdynon tou Tupatog Mdpketivyk Kat Etikowwviag
atnv AAIMN - ApxA AtacddaAiong Mowdtntag (2009).

ErmiikepaAng tov Academic Advising oto mpoypappa MBA, Metantuxiako TuRpa Tou APHEPLKAVIKOU
KoAeyiou EAAGS0G (2006-2008).

Mé£Aog tng Aloikovoag Emitpontig Metantuxiakwy Inoudwyv (Graduate Studies Committee), Tou
ApepwkavikoU KoAeyiou EAAGS0¢ (2005-2008).

Zuvtoviotpla tng ZUMHETOXNG TOou ApepikavikoU KoAeyiou EAAGSog oe Aiebveic dPoltntikoug
Alaywviopoug kat EmBAEntovca (mentor/supervisor) Twv OPAdwV Tou ZUPHETELXaV 0 GAOUG TOUG
Awaywviopoug (L’Oreal Brandstorm, E-strat, Ashridge MBA Essay Competition) (2005-2008).

YnevOuvn yua tnv A§loAdynon twv Awttioswyv Kat thv Emdoyn Mpomtuxiakwy dortntwy yua 1o
Mavemotnuo tou Mavtoeotep (Undergraduate Admissions Tutor) yia 6Aa ta Mpoypdappata tou
Tunpatog Awoiknong Emxeiprnoswv (Manchester School of Management, UMIST) (2000-2004).

YrevOuvn ywa tn Aopyavwon kat tn Aie§aywyn Open Days yia tnv Mapouciaon kat MpoBoAR Twv
MNpoypappdatwy tou Maveniotnuiov tou Mavtosotep (Manchester School of Management, UMIST)
(2000-2004).

YntevOuvn Aopydvwong Kat ZuvitoviopoU tng Zelpdg Epsuvnuikwyv Zepwapiwv tng Akadnpiag
‘Epeuvag tng Zupnepidpopag tov KatavaAwtn (Organiser and Chair of the Customer Research Academy
Seminar Series): uteUBULVN ylA TNV ETIAOYN TWV BEUATWY Kal TWV OPIANTWY KAl yld TNV dlopyavwaon Katl
TOV CGUVTOVIOHO OAWYV TWV cuvedplacewy, TiEPiTtou okTtw avad toc (Manchester School of Management,
UMIST) (2000-2004).

Mé£Aog tng Emttpottig EAEyxou 0Awv Twv Ospatwy E§etdocswyv yla 6Aa ta Mpomtuxitaka Maénuata
(Member of the Exam Paper Review Panel) tou School of Management, UMIST (2000-2004).

Mé£Aog tou AloikntikoU ZupBouliou tou Kévipou Edappocpévng Epeuvag Management (CAMaR:
Centre for Applied Management Research, University of Manchester (2001-2004).
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