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EKMAIAEYZH

2000-2003: AidakTopikd AiTAwpa «Algpeivnon Tng HOIKAG ZupTrepipopds Twv
KartavoaAwTtwyv pe TN MéEBodo Conjoint Analysis». Mavreio MavemoTAyio
ABRvag. TuRua YuyoAloyiag, Topéag Koivwvikig WuxoAoyiag.

AvTikeigevo TG dlaTpIBAg eival n  PEAETN TNG NBIKAG  CUPTTEPIPOPAG TWV
KATavaAwTWYV Kal Ol CUyKpioelg ag dUo deiypata @oitnTwy otnv EAAGSa kai Tig HIMA,
oTa TTAciola €vog TTEIPAPOTOC YE XPHOoN oevapiwy, oTaTIOTIKWV eAEyxwv kKal Cluster
Analysis, XpnoIYOTTOIWLVTAG TIG AVAAUTIKEG duvaToTnTeG TNG Conjoint Analysis, n
otroia eival pia €EIBIKEUPEVN KAl eUpEwg Xpnoldotrolouuevn  peBodoloyia oTo
Marketing. H €&eidikeuan kai o BacIiKOG EAeyX0G TwV UTTOBECEWY TNG £PEUVAG, EYIVE
ME Tn xprion Oounuévwyv epwTnuatoloyiwv. H dopn Twv €pwTtnotwy, Twv
EPWTNMATOAOYIWV Kal TwV TTapayovTwy KaBwg Kal n avamTuén tng peBodoAoyiag
BaoioTnke oTnv ekTevh ¢Evn PBIBAIOYpa@ia Kal OTIC CUVOUAOTIKEG IKAVOTNTEG TNG
Conjoint Analysis. H TTapoUca S1aTpIfr] TTPOC@EPE! yIa TTPWTN Qopd& OTa EAANVIKA
0edopéva piIa ouykpotnuévn pEBodO avdAuong Tng NBIKAG CUUTTEPIPOPAS TwV
KATavaAwTwy HE Tn Xprion Tng HeBddou Conjoint Analysis, cuvdéovTtag TauTdXpova
autv TN véa TTpootyyion e Tn OI1EBv €PEUVNTIKN EPTTEIPIA. ZUNTTEPACUATIKA,
evromifovial  onuUavTIKEG BlIOQOPES OTN METPNON TNG NBIKAG CUUTTEPIPOPAS TWV
KatavaAwTwy oTIg dId@opeg PETABANTES Kal T 0EVAPIA KAl OTOUG BUO aTTd TOUG TPEIG
TTapAyovTeG ol oTroiol e€eTdoTnKav, €mMPBeRaiwvovTag €Tl KAl TIG UTTOBECEIC TTOU
cixav T1eB¢ei. Ooov a@opd TIG CUYKPIOEIG YETAEU TWV OUO XWPWV, AUTEG BEIXVOUV
OeuTepelouceg  BIaQPOpPEG otV NBIKA  avTiAnwn Twv  KATAVOAWTWY, OaAAd
O10QOPETIKOUG TTPoCavVaTOAIoUOUG oTa Clusters TngG «1mBavAaTNTAG» KAl TOU «TTO00UY,

TToU avadeixdnkav.

1979-1981: M.B.A. (Metarmrtuxiaké AitrAwpa Eidikeuong otnv Opydvwon Kai
Aloiknon Emixeipioewv). Roosevelt University, Chicago Il, USA.

1973-1978: Mruyxio Oikovopikwv Emiotnuwyv. ApiototéAeio [MavemmioThpio
Oeocoalovikng, kol amogoitnon omé TO0 EOVIK6O Kai KatrodioTpiaké

MavemoTApio ABRvag, NopikA ZXoAR, TURpa OIKOVOUIKG.
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ENAEAMATIKH EMIMEIPIA

loUAI0g 2016 - onpepa: [evikd Mavapkadikd Noookougio TpitroAng, AioIknTAG.

MdpTiog 1988 - oniuepa: TEI _A6nvag, TuAua Eptropiag kai Ala@Ripiong
(MdapkeTivyk). Etrikoupog, amré OkT. 2005 AvarrAnpwthg Kabnyntig kai amrd
Zemrt. 2009 KaOnyntiig MdapkeTtivyk. Atré lav. 2002 £éwg Zetrt. 2004 kai atré MdapTio
2010 €wg ATrp. 2012 pepikng atmaoxoAnong. Ao AuyouaTo 2016 kai héxpl TN AREn
G Onteiag oto TIN TpimmoAng, avactoAry kabnkéviwv. Amd NoéuBpio 2012
ekKAeypévo péAog Tou ZupBouAdiou TEI-A. YmelBuvog Opddwv kai Topéa
MabnudTtwyv, AvarrAnpwtng YmeuBuvog Topéa, AvammAnpwTig lMpoioTduevog Kai
Mpoiotduevog Tou TuAPOTOG MApPKeTIVYK yia dUo Bnteieg. Autoduvaun didaokaAia
pabnuaTtwyv: ‘Epeuva Mdapketivyk, Egnpupoopévn ‘Epeuva MApkeTivyk, Tpatrediko
MdapkeTivyk, Blounxaviké MAapkeTivyk, AieBvég MapkeTivyk, Koivwviké MApKeTIVYK
Kai Anuéoieg xéoeig oto TuApa Aioiknong Movadwv Yyeiag kai [lMpdvoiag.
EmiBAewn TrTUXIoOKWV gpyaciwv o€ avTioToixa Bépara, YeuBuvog EpyaoTtnpiwy Tou
Tunuatog, YmeuBuvog yia 10 “Site” Tou TpAparog. MéAog: Tng EmoTtnuovikig
Emtpotmig Tou Metatrtuyiakou MNpoypdaupartog pe 1o University of Illinois USA, 1ng
EmoTtnuovikAg EmTpotig Zmoudwy Tou TuAuarog, Tng Emrpotig ASloAdynong Tou
Tunuatog, EKAEKTOPIKWY Zwpdtwy, NG EmTpoTtg A§loAdynong EmmoTtnuovikwy Kai
EpyaoTtnpiokwyv Zuvepyatwy Ttou Tpnuatog, Tng Emrpotg MNpakTikng Aoknong, Tng
Emrpotmg Ztéyaong kai Zimiong tou TEI-ABrivag, tng Emtpotrig AgioAdynong
Mruxiokwyv Epyaociwy, TG EmTpotAg MpounBeiwy, Kal TTOAEG AAAEG ETTITPOTTEG.

ZUVEIOQOPA OTNV AVATITUEN Tou 1BpUATOG PE TNV TTOAUETH auToduvaun S1daokKaAia,
™ OupBoAn otn diaudépewaon TG UANG Twv HaBNuATwy Kal TNV avamTuén Tou
eKTTAIOEUTIKOU KOl €PyaoTnPIOKOU UAIKOU, Tnv avATTuén Kol TO GQUVTOVIOUO
EPEUVNTIKWYV TTpoypauudTwy, Tn O1000KAAia Kal TN CUPMPETOXN O€ TTpoypdupaTa
METOTTITUXIOKWY OTIOUBWY Kal Tnv d&oknon oOioiknong o€ ‘1dpupa TpIToRaduIag
eKTTaideuonG. ZUPPBOAR oTnv opydvwaon Kal TNV TTPowenon Tou TUAPOTOS HECW TNG
TPORBOAAG, TNG UAOTTOINONG OUVEDPIWY, ETTOPWY HE TIG ETAIPIEG OTA TTAQiICIa TNG
TIPOKTIKAG AOKNONG Kal TNG TTpowlnong Twv atmo@oiTwy OThV ayopd £pyaoiag,
emiong péow NG avaudépewaong Tou TTPOYPAPKATOS OTTOUdWY Kal TNG KaBiépwaong
Tou 8% gfaurfpvou ©€ OuveX Ouvepyaoia e TO avtioToixo TuAWa Tou TEI

®eooalovikng, TNG TTpounBeiag €COTTAICNOU TWV EpyaoTnpiwy ME XPNUaToddTNOoN
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2.4

amdé 10 Emixeipnolakd Mpoypappa Exkmaidsuong kalr ApxIKAG ETrayyeAPaTIKAG
Katdptiong (EMEAEK), Tnv opydvwon Twv €pyaoTnpiwv TOU TUAPATOG KAl TNG
evioxuong Twv BIOTTAVETTIOTAMIOKWY AVTAAAQYWY EVIOXUOVTAG TIG CUVEPYATIES KAl TN
Aeiroupyia Tou EevOyAwooou TUAMOTOG, OTA TTAQICIO TwWv TTPOYPAUMATWY TNng
EupwTraikAg 'Evwong (Erasmus, Socrates KTA), ue amoreAéopaTa: Tn BeATiwon Tou
TTOPEXOMEVOU ETTITTEOOU  EKTTAIDEUTIKWY UTTNPECIWY, TNV au&énon Tng KATWTEPNG
BaBuoAoyiag slocaywyng Twv utTToWn@iwv oTo TUAKA, TNV aUénon Tng ammoppoenong
TWV aTToPoiTwv OTnv ayopd epyaciag kair 1n BeAtiwon TG €kdvag Kar Tng

avayvwpIioIuéTNTAG Tou TuAaTog Kal Tou TEl atnv EAAGda Kal 0TO EEWTEPIKO.

MdpTtiog 2010 — Amrpidiog 2012: 5" Yyeiovoulky Mepipépeia Osoocaliag kai

21epeds EAAGSag. AloiknTAG. ETTQOPTIONEVOG PE TNV YEVIKA Kai €10IKr €uBUvn
dloiknong kai AsIroupyiag, Tnv €uBlvn TNG opyadvwaong CUVTOVIGHOU Kal EAEYXOU TwV
UTTNPECIWY, TNV €§ac@AaAion Tng opBoAoyikAg Odlaxeipiong Twv TOpwV Kal NG
Treplouoiag g Mepipépeiag Kal TNV euBOvn oxedlaopou, avAadeigns Kai AeIToupyiog
NG Mepipépelag wg TTPOTUTING PE TTPOCAVATOAICHO oTn diEPelivnon Kal IKAvOTToinon
TWV AVAyKWY TWV XPNOTWVY TWV UTTNPECIWY UYEIQG, TN PEIWoN TG OTTATAANG KAl TOU
KOoTOUG, ME TN OlEVEPYEId NAEKTPOVIKWY OIAYWVIOHWY KAl ME TNV NAEKTPOVIKH
dlaBoUAsucn TWV TEXVIKWY TTPOBIaYPAPWY. ACKWVTAG ATTOTEAECHOTIKI ETTIKOIVWVIAQ,
opydvwon kai dloiknorn, MEOW TNG OUVTOENG, €yKPIoNG Kal EQAPHOYNAG TwV
OUVEVWOEWY Kal TOU VEOU OpyavwTikoU TTAQIgiou. ATTOTEAECUATIKA UTTOKivnOon Tou
TIPOCWTIIKOU Kal OlaxXEipion Twv Kpioewv Kal Twv ooBapwyv TPORANUATWY OTO
TTOAUTTAOKO VOOOKOWEIOKO €TTIXEIPNOIOKSG TTEPIBAANOV. ZupPBoArl o NOMOBETIKEG

TTPWTOROUAIEG.

OkT. 2005 - IloUAlog 2012: EAANnviké Avoiktdé Mavemiotiuio, MéAog

2uvepyalodpevou Extraideutikou NMpoowrikou, 05 kai 11 AEO 23 MdpkeTIvyk |
KOl TOU METATTTUXIOKOU TuAuartog 06, 07, 08, 09, 13, 14, 15 ka1 16, AMY 50
Baoikég Apxég Aioiknong Ailaxeipiong (Management) Ymnpeoiwv Yyeiag,
€miBAEYn METATITUXIOKWY BITTAWHATIKWY gpyaoiwv. 10 AMY poévo emifAeyn

METATTITUXIOKWYV SITTAWHATIKWYV EPYACIWYV.
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looviog 2000 - Aek. 2004 : HELLASCOM International, MéAog AIl0IKNTIKOU
ZuppBouAiou. ZupBoAl otnv uAotroinon Tou oTpartnyikou oxediaouou Marketing Kkai

oTNV TTPOWONOT KaI EUTTOPIKY) EKMETAAAEUOT TTPOIOVTWYV OTTWG To «EEUTTVO KTripio».

lav. 2002 — Zetrt 2004: Ceviké Noookopgio Kahaudrag. Aloikntig (Manager pe
To N. 2889/01-Yye¢ia yia 1o MoAiTn).

Em@opTtiopévog pe TNV yeviki kai €181k €uBUvn dloiknong Kal Agiroupyiag, Tnv

€uBUvVN TNG opydAvwaong CUVTOVIOHUOU Kal EAEYXOU TWV UTTNPECIWY, TNV £€ac@AAion
NG opBoAoyIKNG dlaxeipiong Twv TTOPWV Kal TNG TTEPIOUTIAG TOU VOOOKOUEIOU Kal TNV
€ubuvn oxedlaopou, avadeltng Kal AEITOUPYIOG TOU VOOOKOUEIOU WG TTIAOTIKOU ME
TIPOCAVATOAIGHO 0T dlEPEUvNON KAl IKAVOTTOINGTN TWV AVAYKWY TWV XpNoTWV TwV
UTTNPECIWY UYEIOG. ACKWVTAG ATTOTEAECUATIKA ETTIKOIVWVIA, opydavwaon Kal dloiknon,
Méow TNG ouvTagng, £YKPIONG Kal EQAPMOYNG TOU VEOU OpPYavWTIKOU TTAQICioU, TNG
avATITUENG  KAVOVIOPWY KAl TG avaAuong kar ouvBeong OlodIKaoIwy, ME
a0BeVOKETPIKO TTPOCAVATOAICHO. Alepelvnon Kal BEATiwON TNG avTatmokpionuéTnTag
Kal Tou BaBuou IKavoTroinong Twv TTOANITWV-a00evVWY. ATTOTEAEOUATIKI) UTTOKIVNON
TOU TTPOCWTTIKOU Kal dlaxEipion Twv KPioEwv Kal Twv gofapwv TTPoRANUATWY OTO
TTOAUTTAOKO VOOOKOMEIOKS ETTIXEIPNOIAKO TTEPIBAANOV. ATTOQAOCIOTIKA) CUUBOAA oThV
eykardotaon kal kKaBiEpwon OAokAnpwuévou OIKovouIKoU-AlaxeIpIOTIKOU  Kal
NoonAeguTikoU [MAnpo@opiakoU  ZUCTAMATOG, OTNV  €Qapuoyr TnG AVaAUTIKAG
NoyIOTIKAG Kal Tou AITAoypa@ikoU ZucTruatog. Me Tnv €@apuoyr auTwy TTETEUXON
n dnuoaicuan Tou TTPWTOU IcoAoyIoHOoU yia To 2003 e kaBapd atmoTéAeoua XprRong
2,7 exar. Eupw Kal ekTignon €¢AAEIYPNG TOU OUCCWPEUPEVOU  OIKOVOUIKOU
eMeipparog Tou Noookopeiou yia 1o 2004. H peydAn TTpooTrdBeia yia TNV avaTrTugn
Kal €@appoyry Tou OAokAnpwpévou TMAnpogopiakoUu ZuoTthpatog o€ EAAnviké
Noookopeia, eQapuooTnNKE e ETTITUXIO OTA SUO VOOOKOWEIO TTOU £XW UTTNPETATEI, KOl
ETTEKTEIVETAI N EQAPUOYH TOUG KAl o€ AAAa voookopeia. ETriong autd 1o ocUoTnpa £XEl
xpnoigotroinBei wg Pdon yia TN OI0AOKAAId TwWV OXETIKWY HaBnudTwy oTa
epyooTApia Twv TEI KaAaudrag kai ABrivag oto Turua Aloiknong Movadwv Yyeiog
kai Mpovoliag. H 6An diadikacia TG avamTugng kai epappoyng tou OAoKANpwHEVOU
MAnpogopiakol ucoTiuatog ota EAANvIKG Noookoueia, trapoucidletal o€ oegipd
ETTIOTAUOVIKWY APOpwWV Kal TTAPOUCIACEWY 0€ OUVEDPIA KABWG KAl O& TTAPOUCIACEIG
ot nuepideg, ouvevtelEelc Kal apBoypagia Kal TTApouCIdoElg o€ EVIUTIA Kal

NAEKTPOVIKA HECA MACIKAG ETTIKOIVWVIAG.
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2.8

2.9

Auy. 1996 - lav. 2002 : Mepi1pepeiakd Noookopegio ABnvwy, «O Ayiog ZABBag».

AvTITTp6edp0og AloiknTiIKOU ZupBouldiou. A6 lav. éwg Mdio 1997 aokwv Ta
Kafnkovta mpoédpou Tou A.XZ. ZuveEICQPOPA OTO OTPATNYIKO OXEOIOONO, OTN
TIPOROAR, GTNV ETTIKOIVWYVIA, OTN GUVTALN EVNUEPWTIKWY EVTUTTWY, OTNV avATITUEN
ONUOCiWwV OXECEWV KAl KOAWY EPYOOIAKWY OXETEWY, UE OTOXO TNV EVNUEPWON Kal
TNV €EuTTNPETNON TwV acBevwv-TTOAITWY. ZUPBOAAR oTnv avamTuén kai AsiToupyia
MANPo@oOpPIaKOU ZUOCTAPATOS ME OPYOAVWTIKEG TTPOCOPHOYEG ME AOBEVOKEVTPIKO
XOPOKTAPQ, KAl OTNV €YKATAOTACON OUYXPOVOU €COTTAIOMOU, XWPIG KOOTOG yia TO

onuaoalo.
PeBp. — Mdiog 2000 : OTEnet, MéAog AloiknTikoU ZupBouAiou. >upBoAf oTn
TIPOBOAA Kal TTPOWwONon Twv UTINPEECIWV Tou OIadukTiou Kal To axediaoud

MApKETIVYK TOU opyaviauoU.

lav. 1994 - Zemrt. 1996 : Opyaviopog AmaoyxéAnong EpyarikoUu Auvauikou

(OAEA). ZupBouAog Aioiknong o€ BEpara TOAITIKAG, ETTIKOIVWViAG, dnuociwv
oxéoewyv, opydvwong, agloAdynong Ttpodiaypa@wyv Tpoundeiwv Kal
aglomoinong TTPOYPAUUATWY ETTAYYEAMATIKAG KATAPTIONG. 2UPPBOAR OTn
TIPOROAR, OTN TTPOWONON TWV TTPOYPAUMATWY KATAPTIONG KOl OTNV ATTOTEAECUATIKA

opydvwan TwV TTPOPNBEIWY.

2.10 lav. 1995 — Nogp. 1995 : Neipapartikd IvoTiTouto ETrayyeApyarikng Kardpriong

kai __AmraoxéAnong (MIEKA). Eidiké6g Eptmreipoyvwpovag o€ Bépara

amraoXO0Anong Kai eTayyeAPATIKAG KATAPTIONG. ZUUBOAR OTNV ETTIKOIVWVia, OTNV
avaTTugn Kal uAotroinon d1EBVWYV TTPOYPOUUATWY. ZUVTOEN £CEIBIKEUPEVWV PEAETWV

ETTAYYEAMATIKAG KATAPTIONG YIA JEIOVEKTIKEG KAl OTTOUAKPUOHEVEG TTEPIOXEG.

2.11 OkT. 1986 - ®efp. 1988: EAAnvVIKA Tpdmela Biopnxavikig Avamruéng (ETBA).

AvaAutig Opydvwong kai TAnpo@opikAg. 2UPBOA} oTo oxedlaopd Tng
ETTIKOIVWVIOKAG TTONITIKAG KAl 0Tn OUVTOgN E€VNUEPWTIKOU EVTUTTOU UAIKOU YIO TN
dla@ruIoN Kal TN TTpowbnon Twv TTOPEXOMEVWY TPATTECIKWY TTPOIGVTWY, OTnV

avaTTuén opyavwTIKWY TTPOTUTTWY, KAVOVICUWY, OIadIKACIWY, TTEPIYPAPUWYV BECEWY



epyaciag kar otn kaBiépwon NG MANPO@OPIKAG. Zuveloopd OTn TTPOCTTABEI
agloTroinong Twv TTEPIOUCIOKWY OTOIXEIWV UTTOOTNPICOVTAG TIG TTPOTACEIC KOl OTO

AloiknTiké ZupBouAio Tng Tpdtrelac.

2.12 OkT. 1985 — ®efp. 1988: TElI ABQvag kai TEI Meipaid ékrakrog Emrikoupog

KafnyntAg oe TuApara Twv XXoAwv Aloiknong kai Oikovopiag, S18AoKwv

padApara Marketing kai Aloiknong EmixeipRoswv.

2.13 Okt. 1983 - Oefp. 1985: leviké EmiteAcio Ztparol. [lMpoypaupaTIOTAS

HAekTpovikwv YTmoAoyiotwv oto 6° EmiteAikd [pageio Tou TlevikoU

EmiTeAgiou ZTpaTou, KATA TN SIAPKEIN THG OTPATIWTIKAG ONTEiag.

2.14 Avuy. - Aek. 1982: BiaviA - Rolco A.E., AOiva. Etaipgia KaTavoAwTIKWV

TPOIOVTWYV. AIEUBUVTAG TTPOIGVTOG Kal £TTIBEWPNTAG TTWARCEWV B. EAAGSaG.

2.15 Atmrp. 1979 - louv. 1982: Chicago USA. YmeUOuvog opydvwong, dnpociwv

OX£0EWV Kal TTpowlnong TWAACEWYV, O€ EMIXEIPACEIG TTAPOXASG UTTNPETIWY,
ouvedpiwyv Kkal gotiaong. Opydvwon, dioiknon, TpoRoAn, kai didaockaAia oe

EAAnvoapepIKaviKa oxoAcia.

2.16 lav. - OkT. 1978: A.C. Nielsen Inc. ETaipia épguvag ayopdg, ABriva. EpguvnTig.

2.17 1973 - 1978: Oeocoalovikn — ABRva. AIGQOopES EPYACie OTOUG TOUEIS TwvV
TWAACEWV KAl TNG TrPpowodnong TmPoiovVIwY, o€ EMiTedOo HEPIKAG

atraoXO6Anong Kard Tn SIAPKEIA TWV CTTOUdWV.



NAPACQIrd NPQTOTYMNOY ENIZTHMONIKOY EPIOY

Anuooicuoeig og AieBv kai EAAnvikG EmoTtnuovikd Mepiodikd pe Zuotnua Kpitwyv
kal MNapouacidoelg os AigBvr) Xuvédpla pe Zuotnua Kpitwv (tTou MepihauBdavovTal
ota Anuooisupéva TMpokTIKE Toug), oI OTToie¢ agopouv Béuara MAPKETIVYK Kal
‘Epeguvag MApPKETIVYK Kal opiopéva €xouv wg Bdon 1o AIBAKTOPIKO Kal TNV EUTTEIRIT

atro Tn OI0IKNON TWV VOOOKOUEIWV.
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3.1.2

3.13

3.14

3.15

Giovanis, A., Zondiros, D., and Tomaras. P. (2016), “Investigating the
Consumer-brand Relationships’ Development for Technology-
mediated Services Using the Relationship Commitment Paradigm”,
International Journal of Internet Marketing and Advertising, vol.10 (2016),
no.3, pp.186 — 206.

Tomaras, P. and Tsalikis J. (2015), “Priming Effects on Cross Cultural
Business Ethical Perceptions”, Springer Proceedings in Business and
Economics, “Strategic Innovative Marketing, pp 211-216.

Abstract:

This research study examines the effect of cross cultural priming on
business ethical perceptions. Priming is based on the idea that our
perceptions, actions, and emotions are affected by unconscious
environmental cues. Subjects were primed by being exposed to a series of
pictures depicting either a northern European culture or a native Latin
American culture. Consequently, the subjects answered a series of ethical
scenarios. The results indicate that, for some scenarios, respondents
primed with the Latin America culture were more tolerant of unethical
business practices than the subjects primed with the northern European
culture.

Giovanis, A., Zondiros, D., and Tomaras. P. (2014), “The Antecedents of
Customer Loyalty for Broadband Services: The Role of Service
Quality, Emotional Satisfaction and Corporate Image”, Procedia - Social
and Behavioural Sciences (Elsevier), vol. 148 (2014), 0. 236 — 244.
Giovanis, A., Zondiros, D. and Tomaras. P., “Examining the Antecedents
of Customer Loyalty in a Tech-mediated Continuous Purchasing
Service Setting Using an Extended Investment Model Perspective”,
TTPaKTIKA Tou 2" International Conference on Contemporary Marketing
Issues - ICCMI, 18-20 louviou 2014, ABrjva, 0. 1136 — 1144.

Tomaras P. and Ntalianis K. S. (2014), “Evaluating the Impact of Posted

Advertisements on Content Sharing Sites: an Unsupervised Social



Computing Approach,” to appear in Procedia - Social and Behavioral
Sciences Journal, Elsevier.

Abstract:

During the last decade social media have greatly flourished, reaching
rapidly the amazing figures of today. According to the Search Engine
Journal (http://www.searchenginejournal.com/25-insane-social-media-
facts/79645/). (a) currently 684,478 pieces of content are shared on Face
book every minute, (b) people are spending 1 out of every 7 minutes on
Face book when online, (c) 93% of marketers are using social media,
however, only 9% of marketing companies have full-time bloggers and (d)
around 46% of web users will look towards social media when making a
purchase. It is obvious that businesses are tapping into social media, since
they find them as a rich source of information and a business execution
platform for product design and innovation, consumer and stakeholder
relations management, and marketing. For this reason it is very useful to
evaluate the impact of each posted advertisement. Towards this direction
several supervised works have been presented in literature mainly focusing
on traditional media. However, the impact of advertisements on new media
(such as social networks, blogs etc.) has not been studied thoroughly yet.
Additionally unsupervised impact evaluation is a very challenging problem.
In this paper a novel unsupervised social computing approach is proposed
that effectively performs both on open social media (twitter, blogs, micro
blogs etc) and on rule-stringent media (e.g. Face book, LinkedIn etc). Our
scheme algorithmically estimates the importance of each advertisement by
considering both explicit interactions between advertisements and social
media users and users’ popularity. The proposed method operates without
human intervention and training and it is applied on real content posted on
social media. Experimental results provide an insight of the performance of

our system and specific areas are detected for future research.
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3.1.6

3.1.7

3.18

Markaki E., Chatzipantelis Th., & Tomaras P., (2014), “How data
management helps the information management: regrouping data
using Principal Components Analysis”. Procedia — Social and
Behavioral Sciences, Elsevier pp. 554-560

Abstract:

The present study estimates the central factors that influence political
behavior. We use data of 1995-1996, of 2006 and of 2010 so as to see
how people understand, evaluate and regroup different factors using
Principal Components Analysis. The PCA method reveals hidden or latent
structures in the data. PCA is used as an exploratory tool in a complex
phenomenon such as political behavior so as to get structural components
(factors). Instead of using the original variables we use the proper similarity
coefficients. So, the matrix of similarity coefficients was analyzed, since it is
difficult to check the normality assumption for the original variables. Our
sample was constituted by 681 individuals that participated in the interview
process. This research is one of the first attempts to depicture different
voters’ profiles. From this research exist, today, only some data. Thus, the
relationship or the differences among variables cannot be explored. The
study presents a historical research that took place in a period when many
political and social changes happened, e.g. the change of the main leading
figures of the Greek political scene, the deregulation of radio and television
as well as the development of internet.

K. S. Ntalianis, A. Kavoura, P. Tomaras and A. Drigas (2014), “Non-Gate
keeping on Social Networks: A Reputation Monitoring Approach,’

submitted to International Journal of Internet Marketing and Advertising.

Klimis N., Papadakis N., and Tomaras P. (2014), “Reputation Monitoring
over Rule-Stringent Social Media based on Advanced Wrapper

Technologies” In Procedia - Social and Behavioral Sciences Journal,
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Elsevier (to appear), DOI: 10.1016/j.sbspro.2014.07.079. Available online
at: www.sciencedirect.com

Abstract:

The so-called real-time web (RTW) is a web of opinions, comments, and
personal viewpoints, providing personalized commentary in real-time. Face
book is undoubtedly the king of the RTW. It boasts 1+ billion users that
spend about 23 billion minutes per day, generating in the region of 60
million posts per day. This RTW data is far from structured (in contrast to
data such as ratings, product features, etc.), but it is very useful to consider
for reputation monitoring. For enterprises in particular, being present and
aware of what is discussed on social media about their products and
services has become a must. It allows them to establish a communication
channel with their customers, market their products, build brand equity and
boost clientele faithfulness. However, as social media are two-way
channels, they require effort and care to manage this communication.
Dissatisfied customers can protest out loud, easily influence many other
customers and damage the brand's image. In order to avoid these risks,
several social media monitoring tools have been implemented, enabling
enterprises to have access to real customers’ opinions, complaints and
guestions at real time in a highly scalable manner. Characteristic examples
include the SM2 tool of Alterian, Brandwatch, Converseon, Cymfony
Maestro, My BuzzMetrics, Radian6, Sysomos and others. Even though
very interesting and somehow effectively performing on open social media
(twitter, blogs, micro blogs etc), most aforementioned tools have very
limited performance on rule-stringent media (where tough access policies
are imposed). Furthermore usually extensive human guidance is needed
and raw-tag manipulations are necessary. In order to bypass these
problems, in this paper we propose an intelligent wrapper system that

automatically segments closed social media web pages into structural
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tokens, extracts and associates opinions to each token. A key step towards
retrieving the data of interest is to discover the sections contained in a web
page and identify the ones holding the interesting information. To do that,
our method is based on a clustering and statistics origin. The proposed
system can operate without human intervention and training. Initial
experiments are presented over Face book content, which indicate the

promising performance of the proposed scheme.

Dafoulas G. E., Fissas K., Tsatsos A., Tomaras P. (2014), “A Qualitative
Case Study to Evaluate the Organizational Aspects of a Telehealth
Service Introduction in a Greek Hospital”. In: Jordanova M. and Lievens
F.(eds). Global Telemedicine and eHealth Updates: Knowledge Resources,
Vol. 6. Luxembourg: ISfTeH.

Abstract:

Telehealth has been proposed as one of the solutions to the
challenges faced by healthcare systems with aging populations,
increasing numbers of patients with chronic conditions and decreasing
supply of human resources. However the digital innovation in
healthcare has been slow to take hold, due to regulatory complexity,
interoperability issues, cost effectiveness and reimbursement for
telemedicine services, poor integration of telehealth services in
existing health services. To this direction the large scale Randomized
Control Trial (RCT) Study RENEWING HEALTH aiming at
implementing large-scale real-life test beds for the validation and
subsequent evaluation of telehealth services in 9 regions of different

EU Member States or Associated Countries. The objective of the
present paper is to present the evaluation the organisational aspects

of the introduction of the telehealth services at the outpatient
department of the Regional University Hospital of Larissa, in Central

Greece within the context of the Renewing Health project. The service
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trial was running from 2011 to 2013 to patients with chronic diseases,
including Chronic Heart Failure (CHF), Chronic Obstructive
Pulmonary Disease (COPD) and Diabetes type 2.

Giovanis, A., Pierrakos, G., Kyriakidou, N., Yfantopoulos, J., Goula, A.,
Latsou, D., Tomaras, P. and Sarris, M. (2014), “Service quality
asymmetric effect on patient satisfaction for primary healthcare
services” accepted in the 7" Annual Euro Med Academy of Business
Conference, September 18-19, Kristiansand, Norway.

Abstract:

Primary health care service delivery assessment and its effects on patient
satisfaction are very important for healthcare managers as it affects
healthcare results and organizations operational expenses’ management.
Patient satisfaction is typically view it as a multidimensional construct. The
purpose of this study is to exploit the theoretical frameworks of three-factor
theory in order to identify the service delivery factors affecting patient
satisfaction formation and to investigate whether there is an asymmetric
relationship between them. Regression analysis with dummy variables was
used to analyze the responses of 407 primary healthcare services’ users,
which were collected via personal interviews using a properly designed
guestionnaire. The results showed empirical support to the three-factor
theory in the context of primary health care services by confirming the
asymmetric relationship between service quality assessment and patient
satisfaction. Implications for practice and directions for future research are

then discussed.

Giovanis, A., Zondiros, D., and Tomaras. P. (2013). “The Antecedents of
Customer Loyalty for Broadband Services: The Role of Service
Quality, Emotional Satisfaction and Corporate Image”, Elsevier's

Procedia Social and Behavioral Sciences. Valume 148. Pages 236-244.
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(2nd International Conference on Strategic Innovative Marketing, IC-SIM),
13-17 ZemreuBpiou 2013, Prague, Czech Republic.

Abstract:

This study develops and tests a model to investigate the antecedents of
customer loyalty of fixed broadband service providers in Greece. The
model considers four drivers — perceived functional and technical aspects
of service quality, emotional satisfaction and corporate image — that are
positively related to each other and positively affect customer intentional
loyalty. On evidence drawn from 573 service customers, the hypotheses,
which were tested using structural equation modeling, are all supported.
The results confirm that perceived service quality aspects, emotional
satisfaction and image are key drivers of customer loyalty. The research
emphasizes the role of emotional satisfaction and image as mediating
variables between perceived service quality aspects and loyalty. The study
also shows that a better understanding of the determinants of behavioral
intentions in technology- mediated services occurs when affective

evaluative constructs are considered along with cognitive ones.

Novas, D., Zondiros, D., Filios, Sp. and Tomaras. P. (2013). “A
Measurement of Student Satisfaction with their Studies Using the
Fuzzy Logic Method”, mpaktikd@ Tou 3rd International Conference on
Quantitative and Qualitative Methodologies in Economic and Administrative
Sciences, T.E.l. ABrvag, 23-24 Maiou 2013, 0. 289 — 296.

Abstract:

The aim of this paper is to measure satisfaction using fuzzy logic. The
motive is the fact that this field is relatively unexplored in the international
literature. In this paper, Department of Marketing of the Technological
Education Institution (T.E.l.) of Athens students’ satisfaction with their
studies in this Department was investigated. The Total Satisfaction Index

was measured. For the computation of satisfaction the Fuzzy Least-
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Squares Regression (FLSR Model) was chosen and used. The satisfaction
determinants (criteria) used were the satisfaction with the classes’ content,
class assignments, teaching staff, class laboratory part and student’s
satisfaction with his / her own study effort. This research contributes to the
assessment of the current situation and the improvement of the services

provided by the Department to students so as to increase their satisfaction.

Giovanis, A., Tomaras, P., Zondiros, D.(2012) “Suppliers Logistics
Service Quality Performance and its Effect on Retail Store Managers
Behavioural Intentions”, 3rd International Conference on Integrated
Information, 5-6 ZemteuBpiou, Mpdaya. Procedia - Social and Behavioural
Sciences (Elsevier), vol. 73 (2013), 0. 302 — 309.

MepiAnwn:

Physical distribution service quality is considered as a source of competitive
advantage for manufacturers, since it can be used as a differentiation factor
in the way they are perceived by retailers. Nevertheless, there is neither
consensus about its dimensions, or on how they are related to retailers’
behavioural intentions. The aim of this paper is to propose and empirically
test a conceptual framework of logistics service quality (LSQ) that combines
both process and outcome quality dimensions and to investigate how these
dimensions are related to retailers’ behavioural intentions comprised of
their engagements in word-of-mouth communication and intentions to
retain their suppliers. Contrary to previous studies, formative instead of
reflective indicators are used to conceptualize logistics service quality
dimensions. Partial least squares path modelling was used to analyze the
responses of 202 retailers in the construction materials industry, which
were collected via personal interviews using a properly designed
guestionnaire. The results showed empirical support for 1) the two-
dimensional approach to conceptualize LSQ and the formative approach

for their measurement and 2) the hypothesized effects of proposed LSQ
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dimensions on retailer's behavioural responses. Implications for practice,

study limitations and directions for future research are discussed.

Markaki E., Tomaras P., Chatzipantelis Th. (2010), "Factors that
influence the political choice in Greece: useful tools for modern and
effective political marketing" 6th International Conference of Political
Marketing (Thessaloniki — Greece, September 2010).

MepiAnwn:

The estimation of the central factors that influence political behavior is
analyzed in this study. The data of 1995-1996 and of 2006 and of 2010 are
used, so as to see how people understand, evaluate and regroup different
factors using Principal Components Analysis. The PCA method reveals
hidden or latent structures in the data. PCA is used as an exploratory tool in
a complex phenomenon such as political behavior so as to get structural
components (factors). The matrix of similarity coefficients was analyzed,
since it is difficult to check the normality assumption for the original
variables. This research is one of the first attempts to depicture different
voters’ profiles. The study presents a historical research that took place in a
period when many political and social changes happened.

Mitropoulos, 1., Mitropoulos, P., Tomaras, P. (2009) “Confronting
Productivity of Public Health Insurance Services”. 21° EBvikd 2uvEdplo
E.E.E.E.. AMqun Amo@doewv ota ZuoTtruara Yyeiag. ABriva, 28-30 Maiou
2009.

MepiAnwn:

In recent years, considerable emphasis has been given to the
determination of the efficiency of public organizations and public service
units using the Data Envelopment Analysis Method (D.E.A.), which
evaluates the relative efficiency of the units under scrutiny. The ability to
model both quantitative and qualitative factors in its structure extends

the usefulness of the method. Moreover since D.E.A. was initially
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developed as an efficient measurement tool for non-for-profit situation and
since such situations commonly exhibit "soft factors”, the capability to
handle such factors becomes a necessity in the field of health care system.
In the present contribution an attempt is made to analyze the use of
resources and assess the efficiency of the Primary Health Care Units
(PHCU) of the Social Insurance Organization (S.1.O.) of Greece. S.1.0.
constitutes the largest public health insurance organization in the
country, providing health care to over 50% of the Greek population.
The primary health care sector of S.I1.O. is, in effect, the most significant
service provider as the number of visits to local branch units. The study
was applied to 78 medical branch units throughout Greece, with data from
the year 2003.

Mepdkog Tlewpyiog, Toudpag Mérpog (2009) «H Ikavorroinon Twv
AcBevwv otnv AvamTtuén Tou MdpkeTivyk Ytrnpeoiwv Yyegiag».
NoonAeuTikr]. ISSN: 1105-6843. Topog 48, Teuxog 1, lavoudpliog — MdpTiog
2009, oeA. 105-114.

MepiAnwn:

Mvetal, apxika pia Tapouciaon Twv BepdTwy Tou MAPKETIVYK YTTNPECIWV
Yy€iag wg pia €TMOTNPOVIKI TTPOCEYYION TOU TTEAATOKEVTIKOU 2UCTHUOTOG
YYye€iag Kal TN CUVEXEIQ JIO avag@opd OTNV EPEUVA YIA TNV IKAVOTTOINCT TWV
XPNOTWV TwV UTINPECIWV Uuyeiag. O ouveXws autavOouevEC MEAETEC
IKOVOTTOINONG TWV XPNOTWV TWV UTTNPECIWV UYEIQG, Ta TEAEUTAIa Xpovia,
EVIOXUOUV TNV TTEAQTOKEVTPIKA TTPOCEYYIoN OTn OloikNon TWV OPYAVICUWY
uyeiag kai dnuioupyoulv TIG TTIPOUTTOBETEIS YIa TRV UI0BETNON TNG PIAOCOYIag
ToU MAPKETIVYK. ZUYXPOVWG, OPWG €XOUV Kal €va TTPOKTIKO XAPOKTAPQ,
agou Odivouv TIG KATAAANAEG TTANPO@OpPiEG OTOUG Opyaviopoug yia Tnv
emmavecétaon Kal BeATiwon Twv dIAdIKACIWY KAl TWV TTPOKTIKWY Ol OTTOIEG
dnuioupyouv TTPORAAMATA. ZTNV avAAUON TNG EUTTEIPIKAG €PEUVAG YIA TN

dlgpeUvNoN TNG IKAVOTTOINONG TWV XPNOTWYV TWV UTTNPECIWY UYEIOG o€ dUO
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VOOOKOWEIQ, £va ETTAPXIOKO Kal €va Tng ABrvag yia va diatmoTtwoouv ol
TUXOV OI0QOPEC METALU TWvV, XPENOIUOTTOINONKE TIEPIYPAPIK OTATIOTIKN
avaAuon Kkal ypapuikp avadAuon tmaAivopounong. Atd tnv avdAuon Twv
OTOIXEiWV TTpoéKUYavV OTI Ol XPAOTEG TWV UTTNPECIWY UYEIQG OTO ETTAPXIAKO
VOOOKOWEIO OuUCTNPATIKA TTapoucidlouv XauNAOTEPQ etmireda
IKavoTtroinong aAAG kal uwnAoTepeg TTPoodoKies. AvtiBeta otnv ABrva ol
XPAOTEG @aivETAl Vva E€ival TTIO  EVNUEPWHMEVOI YIA TIC OVAPEVOUEVEG
uTTNPEEoieg TTou Ba AdBouv. EKTINATal OTI 0 TPOTTOG TTPOCPOPAS TWV
UTTNPEECIWV (BI0IKNTIKEG BIEUKOAUVOEIG) OTOUG XPHOTES TTOU SIANOPPUVEI KAl
TO TEAIKO TIPOIGV TIOU TIPOCQEPETAI OTOV XPAOTN UTTNPECIWV UYEIQG,
ETTNPEAlel o€ OonUAVTIKO BaBud Tnv avtiAnwry Tou Kal TNV TEAIKA Tou

IKAVOTTOINON ATTO TIG TTAPEXOMEVEG UTTNPETIEG.

Sakas Damianos, Terzi Marina, Tomaras Petros (2009) “The Contribution
of Publishing Houses’ Communication to Conferences’ Success’.
International Conference on Tourism Development and Management. Kos,
September 2009.

MepiAnwn

The conference industry is nowadays in crisis due to the plethora of global
events throughout the world. For a conference to ensure its success and
preserve its viability needs the organizers to invest in new ways that are
able to quarantee a competitive advantage. The attraction of new scientists
requires events of high quality that adds value to its participants. The
present paper illustrates that, through strategic communication, the
participation of a famous publishing house is able to provide the conference

with significant benefits.

Sakas Damianos, Terzi Marina, Tomaras Petros (2009) “Strategic

Communication for the Organization of Symposiums”. International
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Conference on Tourism Development and Management. Kos, September
20009.

MepiAnwn

Sessions of special interest, the so-called symposiums, are able to
enhance conferences overall performance and attract new scientists. For
the reason that symposiums are addressed to a specific audience, the
organizer needs to have the adequate skills in order to cope with the
demands of such an event. The research reveals that for countries with
limited online visits, the competence of the organizer coupled with the
appropriate motivations, on behalf of the conference, are the crucial factors

that can improve the overall efficiency of a conference.

Tomaras Petros, Frigkas George (2008) “Consumer Ethnocentrism in
Greece. Adaptation of the CETScale Questionnaire”. Aloiknon Kail
Oikovouia. ISSN: 1790 1634. 'Exel yivel attodekTO YIia dnuoaisuan.
MepiAnwn:

Ethnocentrism is an attitude affecting consumer behaviour in every country
around the globe. The study of ethnocentrism is an interdisciplinary topic,
demanding rigorous research and careful investigation. An important tool
for the measurement of Ehtnocentrism is the CETScale, developed by
Shimp and Sharma (1987) to measure the effect of the concept in the
United States' market. Numerous academics have pointed that CETScale
cannot be employed and used in any national and cultural environment
without previously verifying its relevance and equivalence in the national
context and its consecutive proper translation and adaptation (Singh 1995,
Douglas and Nijssen 2003). In the present paper we analyse the nature of
Ethnocentrism in the Greek context and adapt and develop the CETScale
so it can be used in Greece. After a preliminary analysis of a pool of items
generated by examining the literature, a panel of experts of the field

eliminated a first set of those items. An exploratory study conducted to a
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sample of Greek students was used to further eliminate items (by
examining their corrected item-to total correlation) and develop a final

version of the questionnaire in Greek.

Tomaras, P., Zondiros, D. and Novas, D. (2008). “New Technology and
International Marketing of Services: Providing Evaluated Tourism
Websites Information through the Internet Using the ELECTRE Il
Method” oTto: Sakas, D.P. and Konstantopoulos, N. (eds), TpakTik& Tou
International Conference on Management and Marketing Sciences 2008 —
ICCMS, ABrAva, 23-25 Mdiou 2008, Imperial College Press, 0. 542 — 545.
MepiAnwn:

A new global service of providing travelers with information in the form of
pre-evaluated tourism websites through the Internet can be offered by
using the ELECTRE Il method. A set of criteria that have been identified by
the literature review is the basis for this method. Each criterion is given a
weighting. The market for finding tourism information via the World Wide
Web is getting bigger and the same happens with websites that have
already evaluated and compared the websites of those involved in the
tourism industry. The metadata needed to provide this new service
internationally can be obtained by using the ELECTRE Il method as in the

presented application in this paper

Tomaras Petros, Zondiros Dimitris and Novas Dimitris (2008). “New
Technology and International Marketing of Services: Providing
Evaluated Tourism Websites Information Through the Internet Using
The Electre Il Method?”. International Conference in Management and
Marketing Sciences. Athens, Greece, May 23-25, 2008.

[MepiAnwn:

New technology and mainly the Internet, provides many opportunities for

existing and new companies in terms of providing new products, finding
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new distribution modes and using new ways of communication. In
particular, the service industry has, among others, the opportunity to
design new services and offer them internationally through the Internet.
The changing business environment offers opportunities for new
services to be marketed globally. A new service is the provision (through
the Internet) of information to travelers in the form of pre-evaluated and
compared tourism websites so as to save time and have valid input for
their decision-making. This can be achieved by the proposed and
described ELECTRE Il method.

Tomaras, P., Malioukis, Alk. and Zondiros, D. (2008). “The Impact and the
Application of Marketing Technology Tools (MTT) in the Customer
Oriented Business Environment” oto: Sakas, D.P. and Konstantopoulos,
N. (eds), mpakTikd Tou International Conference on Management and
Marketing Sciences 2008 — ICCMS, A8nva, 23-25 Mdiou 2008, Imperial
College Press, 0. 523 — 527

MepiAnwn:

When customer retention and brand loyalty issues impact companies, top
management must be able to adapt with speed and precision. That takes a
technology infrastructure that allows business managers to add, change,
upgrade, or modify their solutions as painlessly as possible. The way
companies relate to customers is undergoing a fundamental
transformation. This revolution is driven by many factors: increased
consumer resistance to traditional marketing methods, the proliferation of
communication channels, ever-changing legal constraints, and the
recognition that the lifetime value of a customer is more important than
short-term satisfaction. In response, top customer-oriented companies are
dramatically adjusting their sales, marketing, and service mix to take better
advantage of less traditional—but ultimately more effective—customer

interaction channels. As a result, these companies are able to deliver more
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timely and relevant messages and create stronger, longer-lasting, and

more valuable customer relationships.

Tomaras Petros, Malioukis Alketas and Novas Dimitris (2008). “The Usage
of Rich Internet Applications (RIAs) as a Method for Enhancing
Customer Experience”. International Conference in Management and
Marketing Sciences. Athens, Greece, May 23-25, 2008.

MepiAnwn:

As the penetration of the high speed broadband internet access increases,
Web applications continue to evolve and stretch the boundaries in terms of
utility, content and user experience. Rich Internet Application (RIA) is the
next logical step in this evolutionary process. The Web has become the
preferred platform for conducting business quickly and effectively. So much
that organizations like Amazon and Ebay depend on online applications to
a large extent. Users can book a hotel room, plan a travel, trade in stocks,
bid on auctions and access a whole host of other service online -at a click
of a button. Rich Internet Application (RIA) represents the transition of Web
applications from the simple, thin client model to a model that provides the
user the experience of a desktop client/server application while leveraging
the ubiquity of the Internet.

Tomaras Petros, Tsalikis John and Seaton Bruce (2008). “Is There a
Connection Between Brands and Their Countries of Origin?”.
International Conference in Management and Marketing Sciences. Athens,
Greece, May 23-25, 2008.

[MepiAnwn:

One of the more celebrated joint ventures of the 1980’s was the joint
venture between Toyota and General Motors. Located in Fremont,
California, the NUMMI facility produced the Toyota Corolla and the Geo
Prizm. Despite their shared production history the market did not respond
to these offerings equally. In the 1990-1994 period Toyota sold 200,000
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vehicles prices at $11,000 to dealers, whereas General Motors sold only
80,000 at the lower wholesale price of $10,700. This discrepancy is
consistent with a different level of brand equity associated with the Geo and

Toyota brands.

Topapag lMérpog kai MaAioukng AAkéTag (2007). «H Ee@appoyn Tng
Zoyxpovng Texvoloyiag oto Mapkerivyk». Aloikntikh) Evnuépwon,.
ISSN: 1106 4749. Teuyog 42, ZemtéuBplog, oel. 102-111.

MNepiAnwn:

O1 €CehiCeigc 01O XWPO Tou MAPKETIVYK €ival ypryopeS TTNPEEAOMEVES Kal

ammd TNV «ETTAvVACTAON» OTN TTANPOQYOPIKI KAl TIG TNAETTIKOIVWViEG. Ta
ETTOMEVA  XpOvia avapévovTal PICIKEG aANayEg oTnv  opyavwon Tng
OIKOVOMIKNG dpaaTnpIoTNTas. To d1adikTuo YTTaivel yia Ta KaAG otn {wr) Mg
ME augavouevoug puBuoug. O aAAayEéG auTég eTTNPEACOUV Kal Ta dEdOUEVA
O€ ETMOTNUOVIKOUG XWPOoUG OTTwG eival n Aloiknon ETTixeiprioswyv kal 10
MapkeTivyk. To péAov Tou MAPKETIVYK €UpIOKETAI TTAEOV OTNV €Qapuoyn
Kal TNV eVOWMATWON o€ autd TnG véag Texvoloyiag. H avaAuon Twv
EQAPUOYWYV TNG ouyxpovng TexvoAoyiag oT1o MAPKETIVYK  Kal  TWV
TIPOOTITIKWYV TNG €EEAIENG ToUu MApPKETIVYK OTO VEO TTEPIBAANOV gival pia
Kpiolun TTapAUETPOG yIa TN dIAUOPPWON TWV MEANOVTIKWY OTPATNYIKWY
MAPKETIVYK, OAAG KaI YEVIKOTEPA TNG ETTIXEIPNMUATIKAGS (WNGS. Edw Kal apkeTd
Xpovia dev voeital TuRua MApKeTIVYK Kal dpacTnpidtnta Tou MApPKETIVYK
XWPIC TNV EVTATIKA XPNon TnG ouyxpovng TeXVOAoyiag. 2uoThuaTta
NAEKTPOVIKWY UTTOAOYIOTWY, ETTIKOIVWVIOG KAl ETTECEPYOTIAG EIKAOTIKWY
BepdTwy, dla@nuicEwy, EIKOVWY, NXOU Kal TTANPo@opIwy, TaxuTtaTta SikTua
ETTIKOIVWVIAG Kal ETTECEPYATiag Kal avTaAlAayig TTANPO@opIwY, OAAG KUPIwWG
TTOAUTTAOKQ Kal ETTITNOEUPEVA AOYIOMIKG Ta OTToia dIaxEIpiCovVTal, CUANEYOUV,
avaAuouv, atmoBnkelouv Kal avakKaAoUv HeyaAo OyKO TTANPO@OPIWV Ol
OTTOIEG  XPNnOoIJoTToIoUVTal O OAO TO @ACHa  TnG Asitoupyia  Twv

ETMIXEIPNOEWY KAl TNG ANWNG TWV ATTOQPACEWY, Eival €YKATECTNPEVA KAl
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AeIToupyoUlv  oTnv  TTACIOWPN@Ia TwV  ETTIXEIPACEWY. AKOUN MEYAAUTEPO
evola@épov TTapouaiddel n xprnon Tng oAoéva egeAiooduevng Texvoloyiag
KAl Ol HEAAOVTIKEG ETTITITWOEIG OTNV AEITOUPYIO TWV ETTIXEIPAOEWY OAAG Kal

TNV OIKOVOUIKI KOl KOIVWVIKF {Wr) TWV HEAAOVTIKWYV TTOAITWV.

Tomaras Petros, Konstantopoulos Nikos and Zondiros Dimitris (2007).
«The Different Paths in the Franchising Entrepreneurship Choice».
Computation in Modern Science and Engineering, Volume 2, part B -
Symposium on Business and Management and Dynamic Simulation
Models Supporting Management Strategies, p.p. 1098-1101. Proceedings
of the International Conference on Computational Methods in Science and
Engineering 2007. Corfu, Greece, Sep. 25-30, 2007.

MepiAnwn:

This study aims to testify the scientific veracity of the question: is the
franchisees' choice on entrepreneurial start-up univocal or many-valued?
Two variables are examined by registering daily activities of the
entrepreneurial franchisees, as they appear by the answers given to a
closed-ended questionnaire. We proceeded with a multiple variable
statistical analysis (principal component analysis) of survey data collected
from franchisees of a Greece-based franchise system. The results of the
research indicate that among different value standards, the entrepreneurs

conclude in choosing the franchising.

Konstantopoulos Nikos, Tomaras Petros and Zontiros Dimitris (2007). «The
Values System in the Franchising Entrepreneurship». Computation in
Modern Science and Engineering, Volume 2, part B - Symposium on
Business and Management and Dynamic Simulation Models Supporting
Management Strategies, p.p. 1106-1109. Proceedings of the International
Conference on Computational Methods in Science and Engineering 2007.
Corfu, Greece, Sep. 25-30, 2007.
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MepiAnwn:

This paper examines the values system delimiting the entrepreneurial
activity. The total of these entrepreneurial activities is defined within the
franchising framework. The reason for choosing to examine these activities
is

that franchising is considered to be a rather special kind of
entrepreneurship. By this way, it can be examined whether specific
entrepreneurial values are required in order to turn to franchising, or it
concerns a strategic entrepreneurial choice which is independent from the

value standards.

Zontiros Dimitris, Konstantopoulos Nikos and Tomaras Petros (2007). «A
Simulation Model for Measuring Customer Satisfaction though
Employee Satisfaction». Computation in Modern Science and
Engineering, Volume 2, part B - Symposium on Business and Management
and Dynamic Simulation Models Supporting Management Strategies, p.p
1086-1089. Proceedings of the International Conference on Computational
Methods in Science and Engineering 2007. Corfu, Greece, Sep. 25-30,
2007.

MepiAnwn:

Customer satisfaction is defined as a measure of how a firm's
product or service performs compared to customer's expectations. It has
long been a subject of research due to its importance for measuring
marketing and business performance. A lot of models have been
developed for its measurement. This paper proposes a simulation model
using employee satisfaction as one of the most important factors leading to
customer satisfaction (the others being expectations and disconfirmation of
expectations). Data obtained from a two-year survey in customers of banks

in Greece were used. The application of three approaches regarding
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employee satisfaction resulted in greater customer satisfaction when there

is serious effort to keep employees satisfied.

Toudpag lMérpog kai MNatroutong lwavvng, (2007). «H ZuuBoAn rwv
Opyavwrikwv AAAaywyv ornv BeAtiwon tng AvraywvioTIKOTNTAS TWV
Noookouciwv: H lepirrwon tou svikou Noookouciou KaAaudrag.
Apxeiov Oikovouikng loTopiag. Eidik ‘Exkdoon, Téuog 1°, oeA. 283-306.
MpakTikd 8°Y TMaveAAnviou >uvedpiou EAAnvIkAc¢ ETtaipeiag OIKOVOUIKNG

loTopiac - ETmyxeipnuatikOTNTA Kol AVTAYWVIOTIKOTNTO OTNV  2UyYpovn

Oikovouia, KaAaudta, 17-19 MapTiou 2006.

[MepiAnwn:

H BeAtiwon Tng aviaywvioTIKOTNTAG OTOV  OAIlYOTTWAIOKO XWPO TwV
OnNuUOCIWY OpPYyavIOUWV TTAPOXAG UTTNPECIWV uyeEiag kal 1dlaiTepa o€
QTTOUAKPUOUEVEG TTEPIOXEG OTTWG N KaAaudra, ek@pdadetal atrd Tn BeATiwon
TWV OpwV AgITOUPYIag TwV OPYyaVvVIOUWY auTwv, To BaBud €guttnPETNONg
TWV XPNOTWV TWV UTTNPECIWV UYEIAG Kal TN BEATIWON TNG OIKOVOMIKNG TOUG
Béong, woTe va eival pakpoxpovia atroTeEAECPATIKOI Kal PBiwoiyor. H
ETTITEUEN TOU OTOXOU TNG ATTOTEAECPATIKOTNTAG KAl TNG AVTAYWVIOTIKOTNTAG
OV TTAPAKAMTITEI OUTE EPXETAI O€ AVTIOEON PE TOV KOIVWVIKO KaI KOIVWEQEAN
OKOTTO TWV OpPYaVvIOUWV AUTWYV, ATTEVAVTIOG eVIOXUEl TO  ETTITTEDO
€CUTTNPETNONG KAl TNV TTOIOTNTA TWV TTAPEXOPEVWY UTTNPECIWY. H avaTTuén
KAl EQAPUOY OUYKEKPIMEVWV OPYAVWTIKWY HEBGOWYV Kal JEowv, oTo MEVIKO
Noookoueio Kahaudrag tn mepiodo 2002-2004, cuvéBalav oTnv BeATiwon
TNG QATTOTEAEOUATIKOTNTOG KOl TOU OIKOVOMPIKOU  OTTOTEAEOPATOG  TOU
Noookouegiou. Ta péoa 1ou xpnoigotroindnkav givar: o Néog Opyavioudg
Tou NOOOKOUEIOU, OI OOBEVOKEVTPIKEG VEEC WOPPEC opydvwong OTTwG n
Y1rnpeoia Ymodoxng AcBevwy kai 1o Npageio ETTikoivwviag pe Tov IMoAitn,
n ouvtagn kai epappoyr Kavoviouwy kail Aiadikaoiwy, Tou ETTixeipnoiakou
2 xediou kal Tou 2xediou yia Tn MAoTIKA Acitoupyia Tou Noookougiou Kal n

eykaraotaon kKol N Agmtoupyia  OAokAnpwpévou  OlkovopikoUu  —
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AlaxeipioTikou kar NoonAeutikou [MAnpo@opiakou 2UCTAPATOG Kal TOU
AimmAoypa@ikou  AoyioTIKOU  2UCTAPATOG.  Ta  QTmroTEAEOPATA  TWV
TTPOCTTABEILV AUTWY TA OTToIO EMITEUXONKAV PE TN KABOPIOTIKA CUMBOAN
TOU TTPOCWTTIKOU, aTTOOEIKVUOVTAI JE TN ONUAVTIKA BEATIwWON Twv SEIKTWV
ammoédoong Kal  €LUTTNEETNONG TWV  XPNOTWV  TWV  UTTNPECIWV  TOU
Noookopegiou aANG kKal Tn PeATiwWON TNG OIKOVOMIKAG B€ong Tou
voookopegiou. Me BAon Ta OTOIXEIQ TwV PEAETWV N AVTATIOKPICINOTNTA TOU
OUCTAMATOG UuyeEiog Tou vopou Meoonviag kupaiveTalr o€ uwnAdTEPQ
TTOOOOTA OTTO TO OUVOAO TOU €AANVIKOU TTANBuopou, Kal e Baon Tov
IcoAoyiopd Tov oTroio yia TTpwTn opd cuvétage 1o Mevikd Noookoueio
KoAhapdtag mmapoucioce BETIKO OIKOVOUIKO aTToTéAeopa yia 1o €10¢ 2003
oyoug 2.721.597€. H opyavwTik) Kal n VYevIKOTEPN UTTOOOMN TOU
voookouegiou atroTeAei Tn BAon yia TN OUVEXEIQ Kal T OTEAEXWON TOU

Noookoegiou.

KwvoTtavtétmmoulog NikdAaog kal Toudpag MéTpog (2007). «Or Aiaoraosig
n¢ Aigioduong twv Mikpwv kai Msoaiwv EAAnvikwv Emixeiprioswv
oTi¢ Ayopéc Twv BaAkavikwv Xwpwv». Apxeiov OIKOVOUIKAG loTopiag.

Eidiky ‘Ekdoon, Topog 1%, 0eA.137-157. [Mpoaktikd 8°Y TlMaveAAnviou

>uvedpiou EAANVIKAC ETaipsiac OikovoulkAc loTopiac - ETmixeipnuatikdtnTa

Kal__AviaywvioTIKOTNTa _oTnv__2uyxpovn Oikovouia. KaAaudta, 17-19
MaprTiou 2006.

MepiAnwn:

H dekaetia Tou 1980 €kAeive pe TNV TITWON TOU TTAAIOU dIaXWPICKOU OTNn

BAON TWV OIKOVOUIKWY CUCTNPATWY, ATTO T MIA TOU KEVTPIKOU OIKOVOMIKOU
TTPOYPAUMOTIONOU Kal a1rd TNV AAAn TnNG €AelBepng dlakivnong Twv
TTPOIOVTWY OTNV ayopd. Tautdxpova OIEupuvovTav Ta €pEioUaTA YIa TN
dleupuvaon Kal eEAeUBePN BIANOPPWON TWV AYOPWYV OE TTAYKOOHUIO ETTITTEDO.
O1 avokatatagelg autég dnUIoUpyNoav TIG OUVONKEG TTOU ETTETPETTAV OTIG

TTEPIOCOTEPEG PBAAKAVIKEG XWPES va aAvATITUEOUV OTO E€0WTEPIKO TOUG
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Kavoveg d1apOpwong TnG €AeUBepng ayopdg Kal va dIaUOPPWOOUV VEEG
OUVONAKeES TTapaywyng, diakivnong kal KatavaAwong Trpoioviwy. Ekeivn
OKPIBWG TNV TIEPIOdO N €AANVIKA OIKovouia BpPIoKOTaV O€ TTO000TO
TTANBwpIoPoU diwAPIou apiBuoU, O€ uTToXWPENOon OTIC €EAYWYIKEG TNG
OpacTNPIOTNTEG, ME Eva EAAEIMPATIKO 1I00JUYIO TPEXOUC WY OUVOAAQYWY TTOU
QAépTape ME TO 6% Tou AEI, pe pia  PETATTOINTIKE  BIOPNXAVIKA
TTPAYUATIKOTNTA TTOU JIAKPIVOTAV ATTO TN KUPIOPXIa TWV UIKPOUECTAiWY Kal
KUPIWG MIKPO-UIKPWYV  ETTIXEIPACEWY TTOU AVATITUSIOKA OTPATNYIKA TOUG
emMAoOyl ATAV 1N METAPOPA, ATTO TIG TIPONYUEVEG XWPEG TNG OUTIKNAG
Eupwtng kai TnG Bopeiou ApepiKAg, TTaAaIdg Texvoloyiag. Tautdxpova, n
XWPA QVTIUETWTTICE QUENUEVA KOIVWVIKA Kal TTONTIKA TTpoBAnuarta. Ol
TEPIOCOTEPEG EAANVIKEG ETTIXEIPAOEIC OIEBETAV ATTNPEXAIWHEVA BIOIKNTIKA
OuCTAMATO KAl N TTOAITEia dev €ixe akOpa avaTiTUEEl €KEIVOUG TOUG
MNXAVIOPOUG TTOU Ba ETTETPETTIAV TNV OUCIACTIKA OTAPIEN TWV £CAYWYIKWYV
opactnpiotHTwy. [Mapd Tnv  Omapén Twv TTOPATTAVW  aPVNTIKWV
TTOPAYOVTWY €Vag HEYAANOG apPIOUOG EAANVIKWY ETTIXEIPNOEWY QVETTTUEE
oTadloK& OTIC XWPES TNG BaAKavikAg, Kupiwg oTa avatoAikd BaAkavia,
eCAYWYIKEG OPaOTNPIOTNTEG. 2T MEAETN auTr) dlEPEUVOUVTAI OI ETTIMEPOUG
OUVONAKEG TTOU ETTETPEWAV I AKOMA Kal «ETTERAAAvV» TNV AVATITULN TOU
eMNVIKOU €€aywylkoU gutTopiou Katd tnv Trepiodo 1989-1993 oTIC XWPES
TNG BAAKQVIKAG Kal €EETACOVTAI Ol OTPATNYIKEG ETTIAOYEG TWV E£CAYWYIKWV

ETTIXEIPNOEWYV OTN OUYKEKPIYEVN XPOVIKA TTEPIODO.

KwvoTtavtémmouhog  NikbAaog kar  Topdpag [lérpog, (2007). «H
Aikaioxpnon ornv  EAAnviky Emixsipnuariky  lpayuarikornra:
Eaprnuéves n Aveéaprnreg Taoeis oro 2radio tng EmAoyng
2nuarog». Apxeiov OikovopikAg loTtopiag. EidikA '‘Ekdoon, Toupog 2°,
0eN.27-48. TpakTikd 8°Y TNMaveAAnviou 2Zuvedpiou EAANvIkNG ETaipeiag

Oikovoulkic loTtopiac — ETmxeipnuatikdTNTa Kol AVIQyWwVIOTIKOTNTO OTNV

2uyxpovn Oikovouia. Kahaudra, 17-19 Maprtiou 2006.
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[MepiAnwn:

21NV €AAnVIKl ayopd avarrtuooovTtal mavw amd 400 emxEIpnoEIg
(emmixelpnuUATIK&  OARuaATA) TOU TTapéxouv TN  duvartotnta ot  AAAoug
ETTIXEIPNMATIEG VA XPNOIMOTTOIOUV TO COANA TOUG YIa EUTTOPIKA XPHon oOTn
BAon TNG VOMIKA HOop®NS TNG dIKaidxpnons. YTapyxouv TTapdAAnAa Kai
15.000 dikal0dOX0!l TTOU KAVOUV AEITOUPYIKA XPNon Twv TTapatTavw
ETTIXEIPNMUOTIKWY oNPATWY. O OUYKEKPIUNEVOS BETUOGC TTapda TO yeEyovog OT
EM@avioTnke yia TTPpwTn @opd oTtnv EAAGda T1n dekaetia Tou 1970
QVATITUXONKE ATTOTEAECUATIKA POVO PETA Ta péoa Tng dekaeTiag Tou 1990.
O1 PIKpPOUEDQIES ETTIXEIPNOEIC ATTOTEAOUV TO BACIKO ETTIXEIPNMOTIKO TTUpPHVa
oTnv EANGOQ, 6TTOU TAUTOXPOVA TTOPATNPEITAI KAl N HEYAAUTEPN TTUKVOTNTA
EMXEIPNOEWV oTa TTAQioIa NG EupwTtraikig ‘Evwong, 69 emixeipriocig ava
1.000 katoikoug évavTl 49 Tou péoou Gpou yia TIG 15 xwpeg TG ‘Evwong.
Tnv idia omiyurp n EAAGOa ep@avifel peydAa TTO000TA  «AVAYKOOTIKNAG
ETTIXEIPNMUOTIKOTATAGY  (ETTIXEIPNUATIKOTNTA  KABapd yia  BIOTTOPIOTIKOUG
Aoyoug). YtroAoyiCetal OTI TTAvw atmd T0 35% Twv ETTIXEIPACEWV Egival
TETOIOU TUTTOU ETTIXEIPNMATIKEG dPAOCTNPIOTNTES. ATTO DIAPOPESG EPEUVEG EXEI
OIaTTIOTWOEI OTI OXEDOV TO CUVOAO TWV ETTIXEIPNMUATILV TTOU avaTrTuocoovTal
oTIG DIAPOPES EAANVIKEG ayOpPEG OEV XEIPIOTNKAV OUYXPOVA ETTIXEIPNMUOTIKA
gepyaicia (OTTWG vyia TTapddelyua TO  ETMIXEIPNPATIKO  OxEQI0) yia va
QVTIMETWTTIOOUV Ta TTPORANUATA €I00D0U OTN CUYKEKPIUEVN ayopd. 'ExEl
€TTioNG SIATTIOTWOEI OTI N VOOTPOTTIO TWV TTEPICOOTEPWV ETTIXEIPNMATIWY TTOU
ETTIXEIPOUV VIO TTPWTN @OPA OTa TTACicIa TNG dIKAIOXPNONG, TOUAAGXIOTOV OTO
ETTTEDO MIAG «KAEIOTAG» AYOPAG €ival KUPIWG «ETTIXEIPNHATIKAG AvVAYKNG».
2.TN CUYKEKPIPEVN MEAETN dlEpEUVOUVTAI, HECA ATTO KAEIOTO EPWTNHUATOAOYIO
TToU dlavePndnKe Kal CUPTTANPWONKE atmd  TrepIcodTEPoUg ammd 150
ETTIXEIPNMUATIEG TNG OIKAIOXPNONG OTO XWPO TNG OIKIOKAG Wuxaywyiag, ol
AGyol TTOU Ol  OUYKEKpIMEVOI  ETTIXEIpNMATIEG  €TTéAeCav  yia  va
dpacTtnpiotroinBouv OTO TTAQICIO TNG OIKAIOXPNONG Kal OXI YME AUTOVONO

onua. H Baoikp umdébeon epyaciag  otnpietal otn dildoTacn NG

30



3.1.32

3.1.33

A1aUOPPWONS TNG  «ETTIXEIPNUATIKNS KOUATOUPAS» e BAon To €TTITTEDO TNG

EMTTEIPIAC TWV ETTIXEIPNMATIWV.

Tomaras Petros, Tsalikis John and Shepher Phillip (2006). “The Effects of
Cultural Isolation on Ethical Perception: The Case of Albania”. Journal
of Business in Developing Nations, Volume 9, (2005-2006). www.jbdn.org.
Laly School of Management and Technology. Connecticut, USA.

MepiAnwn:

The present paper compares the ethical perceptions of native Greeks and
immigrant Albanians working in Greece. Two samples were presented with
two scenarios manipulating three factors: sex of the transgressor,
organizational status of the transgressor, and magnitude of the
transgression. For each scenario, conjoint analyses were performed on six
ethical measurements. The relative importances of the Greek sample were
compared with those of the Albanian sample. The results showed that the
relative importances of the two samples were quite similar. Both cultures
paid more attention to the dollar amount involved and less attention to the
organizational status of the transgressor. The sex of the transgressor was

the last important factor in both instances.

Topdpag [lMérpog (2006). «Mapkerivyk Ymnpeoiwv Yysgiagc - Mia
AmroreAsouariky lpooéyyion upe Emikevipo 10 [oAitn». 1°
Emornuoviké 2uvédpio, H Emotnun tng Aioiknong otov 210 aiwva:
Tdoeig, E€eAiteig kai MpooTrTikég, TEI ABryvag, 25 - 26 Mdaiou, 2006.
MNepiAnwn

H epappoyry Tou MAPKETIVYK OTO XWPO TNG uyeiag Kal €1dIKOTEPA OTA

VOOOKOWMEIQ, eKQPACEl TIG OPYAVWTIKEG Kal OIOIKNTIKEG TTPOCAPUOYEG TTOU
Exouv avaykn 1a EAANVIKG voookouegia, aAAd Kal Tn JETAPOPA TOU KEVTPOU
BApoug Tou CUCTAPATOG OTOV TTOAITR Kal oTov acBevr). Eival d1a@opeTIKA N

AeIToupyia Kal n 1EpAPXNON TwV TIPOTEPAIOTATWY AV OTO KEVTPO TOU
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evOIOQEPOVTOG €ival O TTOAITNG KAl 0 aoBevhg, atmo To va gival dIAQopol
AAAOI CUVTEAEOTEG OTTWG O EPyalOPEVOI, O TTIPOUNBEUTEG, 1] TTONITIKN KA.
EkT6¢ a1mdé TN BewpnTIKn TTapousiaocn Twv apXwv Tou MApPKETIVYK Kal Tn
TTPOOAPUOY TOUG OTO TOMEA TNG UYEIQG €xEl OonuUacia n TTPAKTIKN
TTPOCEYYION Kal N €Qapuoyh Twv peBGdwv Tou. Tn trepiodo 2002-2004 oT1o
levikd Noookopeio KaAaupdtag €yive pia TTpooTrddela oxediaouou Kai
uAoTToinonNG OTPATNYIKWY ME ETTIKEVIPO TO TIOAITN. ZT0 dGpBpo autd
TTapouoidfovTal Ta YECQ TO OTTOIa XENOIYOTIOINBNKAV Kal TO ATTOTEAEOUATA
Ta otroia onuelwdnkav. H oTrTikr TTAeupd avaAuong kal Trapouaciaong ival
QuTH TOu OKETTTIKOU Tou MdpkeTivyk. H 6An TTpooTrdBeia kal n Trapouaiaon
oupBdaAouv, OTnV YEVIKOTEPN ATTAITNON Twv TIOAITWY Yia 0pBoAoyikn
OpPYAvWaOn TWV VOOOKOUEIWV Kal TTOIOTIKA TTAPOXI UTTNPECIWY UYEIQG, aAAG
Kal oTnv avattuén Tou MapkeTivyk YTTNpeoiwy Yyeiag Kal oTnV TEKUNpiwon
ME €MTTEIPIKO TPOTTO, ME Pdaon Tnv euTtepia oto levikd Noookougio
KaAhaudrag. Ta armoTeAéopaTa Twv TTPOCTIABEIWY QUTWV ATTOdEIKVUOVTAI,
ME TN OonNMUAVTIKN BEATIWON Twv OEIKTWYV ATTOd00NG Kal EUTTNPETNONG TWV
XPNOTWV TWV UTTNPECIWV UYEiag, ue Baon Tn JEAETN aTtd TNV EBVIKA ZXO0AN
Anpoéoiag Yyeiag, n otroia deixvel peTagu GAAwv OTI N AVTATTOKPICINOTNTA
TOU OUOTAUATOG Uyeiag Tou vopou Meoonviag kupaivetal o€ uwnAoTepa
TTOOOOTA aTmrd TO OUVOAO TOU €AANVIKOU TTANBUopOoU, aAAd Kal PE TN
BeATiwon TNG oikovouIKAG B€0NG TOU VOOOKOWEioU, e BACN TOV ICOAOYICHO
TOV OTT0i0 yIa TTPWTN Qopd cuvéTate 1o Nevikd Noookoueio Kahaudrag, o
OTT0iOG TTapouCiace BETIKO OIKOVOUIKO aTToTéEAECTUa yia To £T0g 2003 Uwoug
2.721.597 €.

Topdapag TlMétpog, Aayog AnuAteng, (2006). «O AyporoupiouoS wS
lMapayovrag Tomkng Avamruéng: H lNepimrwon tn¢ EAAGdag». TOMNOX
EmBewpnon XwpikAg Avamrugng, 2xediaopou kai MepiBaAlovrog, 24-
25/2005 ISSN: 1105 3267, o¢eA. 5-16.

NepiAnwn:
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270 ApBpo autd €€eTAleTal O €VVOIOAOYIKOG TTPOCOIOPIONOS KAl TO
BewpnTikG UTTOPABPO TOU aypoToupiopou, n B1EBVAC Kal n EAAnvIKN
guTTEIpia ATTO TNV €Qappoyrn Tou, To EAANVIKG XpnuatodoTiké TTAdicIo yia
TOV QypPOTOUPIONO, 0 POAOG TOU OTNV AEIPOPO TOTTIKA avATITUEN Kal TEAOG
yivetal  agloAdéynon TOU  TPOTTIOU  EQAPHOYAG TWV  TOUPIOTIKWV
TTPOYPAUUATWY O0TNV EAAGDQ, yia va ekTiunBei o Babuog oupBoAig Toug

oTNV TOTTIK QVATITUEN.

Toudpag TMétpog (2006). «H ZuuBoAn tng [1Anpo@opikngs kai Tou
AirAoypagikou Zuornuaro¢ ornv Euyiavon twv OIKOVOUIKWYV TwWV
Noookouciwv». AoiknTikl Evnuépwon. ISSN: 1106 4749. Teuxog 37,
Mdiog, oeA. 59-73.

[MepiAnwn:

2KOTTOG TOU (ApBpou auTtou ¢€ival n  OUPPBOA OTn  TTPOCTTABEIa

QTTOTEAEOUATIKAG  €Qappoyns  Tou  ArmmrAoypa@ikou  AlaXeipIoTIKOU
2UOTANOTOG OTO XWPEO TWV VOOOKOMEIWY, KATABETOVTAG TNV EUTTEIPIA KAl TA
arroteAéopata atro TNV e@appoyr] Tou oto evikd Noookougio KaAapdarag.
Me Ttnv alotroinon TnNg UuTApXouodg EeUTTEIPIAC Kal TIG OOPEG TOu
OMlokAnpwpévou  OikovopikoUu  Alaxeipiotikou  kai  NoonAeuTikou
IMAnpo@opiakoU ZUCTAPATOG, KATATEONKE I0COAOYIOUOG KAl ATTOTEAETHATA
XPNoewg Tou €Toug 2003 pe TeEKUNPIWMPEVA OTOIXEID TTOU TTPOEPXOVTAI ONn
line amé 10 OUoTnua. Emiong mapéxovralr oToixeia yia KABe pop@ng
avaAuon, a&loAdéynon kai AQwn amo@dcewyv, GUECA, £yKupa Kal XWwpig
1IB1aiTEPN TTPOOTIABEID. H XPOVIKr dIGPKEIQ KAl OI EPYATOWPES Ol OTTOIEG Ba
ATTaAITOUVTO YIa T CUAAOYN Kal €TTEEEPYATIO AUTWY TWV OTOIXEIWV, OTNV
ETTOXN TIPIV TNV EYKATACTOON TOU CUCTAMATOG, O€ CUVOUAOHO KOl YE TNV
ENeIPn  €CeidiIkeupévwy  yVWoewy, KabBiotouoav oxedov aduvarn Tnv
TTapoxn avaloywv TTANPOQOPIWV Kal o€ KABE TTEPITITWON N AIOTNOTIO KAl N
eyKupOTNTA TOUG, Ba ATAV aUQIBoAES. H yeviIkOTEPN TTPOOTIABEIO AuOTNPNG

TAPNONG TWV VOPWV Kal Twv OIadIKACIWV OTIC TTPOUABEIEG UE DlaPAvElq,
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aglokpaTia KAl EVIOXUOT TOU avVTaywVIOUOU, CUVEBAAE 0Tn dIANOPPWON TOU
OIKOVOMIKOU ATTOTEAEOUATOG, TO OTTOI0 OPWG, NTAV, KUPIWG, ATTOTEAEOUA TNG
TTPOOTIABEIONG OAOU TOU TTPOCWTTIKOU YIA TTPOCAPHUOY TN AOYIKF Kal OTIG
QTTAITAOEIC TOU OUCTANATOC. ETriong, N oupBoArR Twv aTmmoTEAEOUATWY TNG
avaAuong oe eTTiTedo e€Aéyxou Kal AQWNG aTTOQPACEWV €ival OnNUAvTIKA,
OTTWG ATTOOEIKVUETAI ATTO TNV TTOPABEon PBACIKWY OTOIXEIWV TTOU £XOUV

e¢axOei a1rd TO CUCTNUA.

Tomaras Petros, Tsalikis John, Seaton Bruce (2005). “An Investigation
into the Impact of Sex of the Transgressor, Organizational Status and
Magnitude of Consequences on the Ethics of Personal Selling”.
Aloiknon kai Oikovouyia. ISSN: 1790 1634. Teuxog 2, POIVOTTWPO, OtA. 67 -
86.

MNepiAnwn:

Niyeg HEANETEG €xouv €EETAOEI TO TTWG N NOIKA avTiAnwn dIa@EpEl 0€ OXEON WE

OIAPOPETIKEG OUVONKES TTWANONG. H YEAETN QUTA €0TiAOE O€ Tpia oNUAvVTIKA
oToIX€ia Twv ouvlnkwv TTWANONG Ta oTroia €€€Ta0E WG QVECAPTNTEG
MeTaBANTEG: To @UAO TOu aTdPOU TOU OTTOIOU N NBIKN CUMTTEPIPOPA Eival
nBik& apeioBnmoiun (To QUAO Tou aTOpoU TToU OlEVEPYE TN TTPALN-
«®dpaoTnG»), TN B€éon TOU OTOV Oopyaviopo (dnAadn, av eivar TTWANTAG -
UTTAAANAOG 1 1010KTATNG) KAl TO WEYEBOG TWV CUVETTEIWV OTTO TNV UTTO
QU@IOBATNON TIPAKTIKA oTn TTWwANon (dnAadn, To XpnMaATIKG UWoS TNG
{Nuiag). ZTOUG €EPEUVWMEVOUG TTAPOUCIAoTNKAY U0 oevdpla Ta OTroia
TTEPIEYPAPAV AVTIOETEG TTPOG TNV NOIKK, CUPTTEPIPOPA TTWANCEWV KAl TOUG
¢nTOnke va dnAwoouv Tov PBaBud cupPwviag Toug yia KABe pia atmmod TIg
TTéVTE OIOOTACEIG TNG AVTIOETNG TTPOG TNV NBIKI) CUUTTEPIPOPA ECAPTNUEVES
peTaBANTéS. Ta Kupla atroteAéopara ATav: (1) To UAO Tou «dpAoTn» Oev
ETTNPEACE ONUAVTIKA TNV NOIKA CUPTTEPIPOPA O KAMIa aTTO TIG TTEVTE
ecapTnuéveg peTaBANTEG O Kavéva atmd Ta duo oevapla, (2) n B6€on Tou

«®dpAoTN» OTOV OPYQVIOPO METERBAAAE, wWOTOCO, ONUAVTIKA TNV NnBIKA
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avTiAnyn Twv epeuvwuévwy. Kal oTig TTEVTe HETABANTEG, N TTPAEN £€eAPON
WG TTEPICOOTEPO APVNTIKN OTAV €DIEVEPYEITO ATTO TOV IBIOKTATN TTApA OTAV
eIEVEPYEITO aT1TO TOUG UTTAAAAAOUG-TTWANTEG, Kail (3) To pEyEBOG TNG ¢nuiag
EKQPAOHEVNG O€ OOAAPIa, E€TTNEEOCE ONUAVTIKA TIC TTEPIOOOTEPES NOIKES
METPAOEIG, ME TNV ATTWAEID UWPNAOTEPWY TTOOWV VA  QVTIMETWTTICETAI
TEPIOCOTEPO AuOTNPA. YTIPgav, E€TTioONG, ONUAVTIKA, aAAd 1816uop®a
atmmoTeAéopata aAAnAeTTidpaong METAgU Twv avetdpTnTwy MPETARANTWV.
MpoTeivovTal, €TIONG, EPAPUOYES KOl KOTEUBUVOEIG VIO TTEPAITEPW EPEUVA

O€ TIPAKTIKEG 0T d10ikNoN TTWANCEWV.

Topapag Tlérpog (2004). «To Marketing oro Xwpo twv Ymnpeoiwv
Yyeiag». Aoikntik) Evnuépwaon. ISSN: 1106 4749. Teuxog 31, OkTwppIog,
oeA. 58-68.
MNepiAnwn:
210 ApBpo auTd yiveTal PIO AvaoKOTINON Tou BeouIKOU TTAAICioU Kal TNG

eVaANQYAG TwV VOPOBETIKWY puBuioewyv oTo Topéa TG Yyeiag otnv EANGDQ,
0l OTToiEC £X0OUV KATAAALEI 0TO TTPOYPAMPa «YYEia yia TO TTOAITN» PE TO VOUO
2889/01. Tpeig diadoxikég ‘Epeuveg Marketing (2001-2004) petagu Twv
ETTAYYEAMATIWV UYEiag €BEIEaV, ATTO TNV OTITIKI YwVid TWV €pyaloNEVWY, TN
omoudaidTNTa Twv TIPORANUATWY, TWv OAAaywv Kal Tnv avaykn yia
opydvwaon Kal BeATiwon, JE TNV UI0B£TNON KAl EQAPUOYN TOU ETTIOTNMOVIKOU
Management yia Tnv ECWTEPIK Opyavwaon, (TTPOYPAPUATIONS, OTEAEXWON
Kal €\eyx0) kal Tou Marketing pe €TTikevTpo a@’ evog Tov TTOAITN—acBevn Kal
TIG AVAYKEG TOU KOl AP’ ETEPOU ECWTEPIKA UE ETTIKEVTPO TOV £PYACOPEVO KOl
TIC avaykeg Tou. H kaBiépwon kal mTpooAAwon oTn @IAocogia Tou
Marketing 6a ouvTteAéoel oTNV TTAPAKAPYN TWV AdPAVEIWY TTOU UTTAPYXOUV

OTO OUOTNUA TNG UYEIOG KAl 0TV UAOTTOINGN TWV OTOXWV.

Tomaras Petros (2004). «Investigating Entrepreneurship for New Small

Sized Business in Athens Greece». International Conference on Small
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and Medium Sized Enterprises. Athens Institute for Education and

Research, Lefkada, Greece. MNepihauBaveral ota MpakTikG ToUu cuvedpiou,
“The Modern Business Function and Environment”, p. 775. ISBN: 960-
88331-9-1.

MepiAnwn:

To apBpo autd Tapouciadel TIG TTPOUTTOBECEIC yIa TO GeEKivNUA VEWV
Mikpoueoaiwv Emixeipnnoewv (MME), 10 oikovouikd TTepIBAAAOV Kal TIG
ouvOnkeg KATW atod Tig otroieg o MME avatrtuocoovtal. ETriong, digpeuvad
TOUG KUPIOTEPOUG TTAPAYOVTEG OI OTTOIOI ETTNPEACOUV TNV ETTIXEIPNMATIKOTNTA
Kal TOUG TTapAyovTeG Ol OTToiol 0dnyouv QUTEG TIG ETTIXEIPAOEIS OTNV
atrotuyia. Mia ‘Epeuva Marketing petagu Twv MME oTn trepioxr) Tng ABrivag
TTAPOUCIACETAl €TTIONG, N OTIoId dIEPEUVA TA KUPIA XAPOKTNPIOTIKA Twv
ETTIXEIPNMUOTIWV KOl TOUG TTAPAYOVTEG Ol OTTOIOI TOUG EVIOXUOUV VA apXiocouv

TIG OIKEG TOUG ETTIXEIPNOEIG.

Toudpag Mérpog  (2004). «lMAnpogopiaké 2uornua [evikou
Noookouciou KaAaudrag». Aioikntik) Evnuépwon. ISSN: 1106 4749.

Teuyxog 28. lavoudpiog, oeA. 104-110.

[MepiAnwn:

2e autd TO ApBpo yiverar pia ouvToun ava@opd oTa TTPOoRAAuaTa
epapuoyns Twv  OAokAnpwuévwy TMANpo@opIoKwWY  ZUuoTnUdTwy oTa
VOOOKOMEIO OTToU  TTapoucidalouv — iowg — TO peyaAutepo [PaBud
QuOXEPEIAG OTNV  UAOTIOINON TOUG. 2Tn OUVEXEIM Trapouciddovtal Ta
oedopéva, o oxedlooudg avamTugng, n upeBodoAloyia uAotroinong, Ta
mpoBAAuaTa Kal Ta oQEéAn atrd Tnv e@appoyr) Tou OAokAnpwuévou
MAnpogopiakol  Olkovoulkou —  AlaxelpioTikou  kal  NoonAeuTikou

[MAnpogopiakou cuoThpaTtog oTo Nevikd Noookopugio Kahaudrag.

Tsalikis John, Tomaras Petros and Seaton Bruce (2002). “A New

Perspective on Cross - Cultural Ethical Evaluation: The Use of
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Conjoint Analysis”. Journal of Business Ethics. ISSN: 0167 4544, Volume
35 No 4, February (Il), p. 281-292.

MepiAnwn:

To dpBpo autd ouykpivel TNV NOIKA avTiAnyn Twv AJEPIKAVWY KAl TWV

EAAvVwy, xpnolgotoiwvtag Tnv Conjoint Analysis. Ta ©&Uo &ciyparta
TTapoucsidgovTal héow dUO oevapiwy Ta OTToIa €GETACOUV TPEIG TTAPAYOVTEG.
MEeTA Tn OXETIKA aQVAAUGCT TWV OTOIXEIWV, TA ATTOTEAECUATA TWV OUYKPICEWV
METACU TWV OXETIKWV PAPUTATWY Tou OLiyuaTtog Twv AUEPIKAVWYV KOl TOU
ociypuatog Twv EAAAvVwy, €dc1Cav OT1 Ta duo auTtd deiyparta divouv onuacia
ot OIO@OPETIKOUG TTapAyovTeG. H XpAon Twv PETPAOEWV TWV OXETIKWVY
BapuTtATwy TTOU £€AYOVTal aTTO TNV Conjoint Analysis avadeikvuel pia véa

d1doTaoN OTIG DIATTOAITIONIKEG OUYKPIOEIG.

Tomaras Petros, Kordiolis Nikolaos, Filopoulos Eyagelos and Dodas
Nikolaos, (2002). “Smoking Habits of Undergraduate Female Students
in Athens”. International Journal of Cancer. ISSN: 0020-7136, p.469,
Suppl. 13.
MepiAnwn:
2KOTTOG TNG MEAETNG auTNG gival n digpeulvnon Pe ‘Epeuva tediou, n otroia

éyive 70 2001, TwV KATIVIOTIKWY ouvnBeiwy Twv @oitnTpiwv Tou TEI ABrvag
KAl N yVWOTN TOUG OXETIKA WE Tn BAQTITIKA €TTidpACH TOU KATTVIOPATOG OTNV
uyeEia, JE OTOXO TNV dIANOPPWON MIOG VEAG AVTIKATIVIOTIKNAG TTOMITIKAG O€
O1eBvég emmitredo, AauBdavovtag uttown TIC AVvTIANWEIG Twv VEWV 10IaITEPA

TWV PIKPWVY NAIKIWV.

Zalapoupng Anuntpng kai  Toupdpag [Mérpog  (2001). «EKrTiunon
Auvarorntwyv Avamrruéng TnAsspyaoiag ornv EAAada. NpoorrTikéS Kai
lNporaoeig MoAirikng». EmBewpnon Epyaciokwy 2xéoswyv. ISSN: 1106—
6970. Teuxog 24, OkTwRpPIoG, OtA. 31-44.

MepiAnwn:
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2T0 ApBpo auTo yiveTal APXIKA MIa €I0AywYr] YIO TIG VEEG TEXVOAOYIEG Ol
OTTOIEG ETTITPETTOUV TNV EQAPMPOYI TNG TNAEEPYATIAG KAl MIA TTApouaiacn TG
KAaTtaoTaong otnv EupwTrn. 1N ouvéxela TTapouciddovTal Ta atToTeEAéoUaTA
MiIag avaAuTikiS ‘Epeuvag Marketing yia tn digpedvnon Twv TTPoUTTOBECEWY
EQAPUOYNS TNG TnAggpyaciag otnv  EANGDa  kai  a&lohoyouvTtal ol
TTOPAYOVTEG, Ta TTPORAANATA, Ta EUTTOdIA, TA OPEAN YIO TOUG EPYACOUEVOUG
Kal TOUG €pyOOOTEC KAl Ol ETTITITWOEIG OTIG JETAPOPES Kal TO TTEPIBAAAOY, Ta
OTTOI TEKUNPIWVOUV TNV avAykn dnuIoupyiag Tou atrapaitTnTou BeouIKou

TTAQICIOU yIa TNV eQapuoyn TG ThAegpyacoiag otnv EAAGDQ.

Seaton Bruce, Tsalikis John and Tomaras Petros (2001). “The Effects of

Measure Type in Ethical Research”. Proceedings of the Conference:

Education and Training to Knowledge and Innovation to Economic and

Social Growth. Athens Institute for Education and Research. Aérjva.

MepiAnwn:
O oko1dég auTou Tou ApPBpou eival va avadeigel TV TTidOpacn Tou TUTTOU TNG

pétpnong (Relativistic versus Non-Relativistic) otnv ‘Epeuva tng nOIKAG
OUNTTEPIPOPAG. XPpNOIUOTTOIWVTAG TN KATAAANAN peBodoAoyia tng Conjoint
Analysis avadeikvuovTtal oI dU0 aveEdpTNTEG OIACTACEIS OTIG OTIOIEG
ToTTOBETOUVTOI OI OUO TUTTOI METPAOEWYV. AUTO eival eVOEIKTIKO TNnG
SIAPOPETIKNG UONG TWV U0 AUTWY TUTTWV UETPAOEWV. TeAIKA, n Epguva
Marketing atrodeikvUel TNV UTTOBe0N OTI N €TTIAEXOEICA OKOTTIA TNG PETPNONG
éxel Mo OlOKPITH €TTidpacn oTn METPOUMEVN NBIKOTNTG OE MIa NOIKG

METABAAAOUEVN KATAOTOON.

John Tsalikis and Petros Tomaras (2001). “Chaos Theory: Implications

for Business Ethics”. Proceedings of the Conference: Education and

Training to Knowledge and Innovation to Economic and Social Growth.

Athens Institute for Education and Research. ABrjva.

MepiAnwn:
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To apbpo autd TTapoUCIAlel TIS EQAPPOYEG TNG Bewpiag Tou XAoug oTov
KAGOO TnNG MEAETNG TNG NBIKAG ouuTTepIPopds. H Bewpia Tou Xdoug €xel
ETTNPEACEl ONUAVTIKA TTOAG emIoTAPOVIKA TTEdia Kal eVvOEXETAI ETTIONG va
emTnpPedoel TNV avTiAnyn Hag oTn MEAETN TNG NBIKAG oupTTEPIPOPAs. O TPEIG
KUPIOTEPEG EQPAPMOYEG TNG Bewpiag Tou xdoug oTn HEAETN TNG NBIKAG
OUMTTEPIQPOPAG €ival: n avAAuon €uaiodnoiag Twv apXIKWV ouvenkwv, n
O1a0TACIAKOTNTA KAl Ol TTEPIOXEC TTPOCDIOPICHOU TToU akoAouBouvTal aTrd

TIG TTEPIOXEG TOU XAOUG.

Topdpag Mérpog kai KopdioAfg NikdAaog (2000). «KamvioTikéS 2ZuvnOsisg

2moudaorwv TEI kar Aywyn Yyeiag». 5° >uvédplo YUuXOKOIVWVIKNG

Oykohovyiag. ABAva. To idio apbpo kal o1o 1° AlgBvég Suvédpio «MpdAnwn

Kal ‘Eykaipn Aidyvwon via KaAutepn AvTigetwirion 1ou Kapkivou, Aigbvic

21patnyikn». ABriva 2001. To idio dpBpo kail otnv OykoAoyikh Evnuépwon,

Topog 2°%, Teuxog 4. OkTwRpiog-AekéupBpiog 2000.

[MepiAnwn:

2710 GpBpo auTtd digpeuvwvTtal e ‘Epeguva TTediou oI KATTVIOTIKEG OUVABEIEG
Twv otroudacTwy oTo TEI ABAvag Kal N yvwaorn TOug OXETIKA PE TN BAATITIKA
EMiOPACN TOU KATIVIOPATOG OTNV Uuyeia, Je 0TOXO TNV Olaudppwon Hiag
véag €OVIKAG QVTIKATIVIOTIKAG TTOANITIKAG, AauBdvovTag uttown Kai TIG
QVTIAQWEIG TWV VEWV.

Tsalikis John, Tomaras Petros and Seaton Bruce (2000). “Comparing
Ethical Perceptions of USA and Greek Students Using Conjoint

Analysis”. Proceedings of the Conference: Business Economics,

Marketing and Management: Past, Present and Future. Athens Institute for
Education and Research. ISBN: 960-85411-5-8, p. 77-85. Athens.
MepiAnwn:

O oko1rég Tou ApBpou auTou gival n oUYKPIoN TwV NBIKWVY AVTIANWEWY TwV

AuepiKavwy Kal Twv EANAVWV POoITNTWV, XPNOILOTTOIVTAG

dlapopoTroINuEVOUS TTapayovTeg, Je Tn Xpron tng Conjoint Analysis. Ta
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arroTeAéopaTa OEiXVOUV OTI UTTAPXOUV OIOPOPES OTIG NOIKEG AVTIAAWEIG TWV
EANAVWV Kal Twv APeEpIKAVWY OTOUG OUO atrd TOUG TPEIS TTAPAYOVTEG Ol

OTTOIOI EEETACTNKAV.

Tomaras Petros, John Tsalikis and Andrianakos Dimitrios (2000). “Greek
Ethical Perceptions of the Sex of the Victim, Magnitude of

Consequence and Probability of Effect”. Proceedings of the

Conference: Business Economics, Marketing and Management: Past,
Present and Future. ISBN: 960 — 85411 — 5 — 8, p. 86-94. Athens Institute

for Education and Research. Athens. H oegipd Twv cuyypa@éwv oTnv
ékdoon Twv Proceedings 1€0nke AdBog atd tn ouvTtagn Kal Oev avadeIKVUEl
TOV KUpIO gpeuvnTA. YTTORBAAAETAI OXETIKN BERaiwon.

MepiAnwn:

To apbpo autd €¢eTAlel TOUG TTAPAYOVTEG QUAO Tou BupaTtog, pEyeBog NG
OUVETTEIOG Kal TTIBavOTNTa va CUpBEl TO atmoTéAeoua pe Paon éva deiypa
EAMAvVwy o1 otroiol cuppueTeixav oe éva Treipapa duo oevapiwv nOIKAG
OUMTTEPIPOPAG. [a TRV avAAuon Twv OTOIXEIWV XPNOIYOTTOINBNKE N
peBodoAoyia Tng Conjoint Analysis kal TO dgiypa THnUatoTroindnke ye Baon
TN OXETIKN BaputnTta KABe gpeuvwpevou. ATredeixbn 611 0 MO ONPAVTIKOG
TTapdyovTag €ival n mlavoeTNTa va cuupei To aTToTEAECUA Kal akoAouBEiTal

aT1TO TO MEYEDOG TWV CUVETTEIWV.

3.2 ZXuppertoxég oe EmioTnpovikég EmiTpotrég EOVIKWYV Kal AigOvwyv Zuvedpiwv

3.21

3.2.2

Conference Chair of the Steering Committee in the “2"d International
Conference on “Strategic Innovative Marketing”, September 13-17, 2013
Prague, Czech Republic.

Méhog Tng EmoTtnuovikAg Emtpotig oto «21° EBviké Zuvédpio E.E.E.E.,
Zuvdiopydvwon TEI A6Rvag (TpApa Aloiknong Movdadwv Yyeiag kai
Mpoévoiag)», ABAva 28, 29 Mdaiou 2009.
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3.2.3 Méhog TG Emotnuovikig EmTpotic oTto «International Conference in
Management and Marketing Sciences». Athens, Greece, May 23-25, 2008.

3.2.4 OpyavwTtng Xuptrooiou oTto «International Conference in Management and
Marketing Sciences». Athens, Greece, May 23-25, 2008.

3.3 EvodelkTIKEG Avagpopég oto Emiotnpoviké ‘Epyo amdé dAAoug Epeuvnrég (88

gTaipoavaopég oto Google Scholar 4-4-17).

3.3.1 Giovanis, A., Zondiros, D., and Tomaras. P., “The Antecedents of Customer
Loyalty for Broadband Services: The Role of Service Quality, Emotional
Satisfaction and Corporate Image”, Procedia - Social and Behavioural Sciences
(Elsevier), vol. 148 (2014), 0. 236 — 244.

Avagopd os:

3.3.1.1 Sagir, M. (2016), “The Impact of Corporate Social Responsibility and Corporate
Identity on Corporate Loyalty: Mediating Role of Corporate Image (Kurumsal
Sosyal Sorumluluk Ve Kurum Kimliginin Kurum Sadakati Uzerine Etkisi: Kurum
imajinin Aracilik Rolil)”, Kastamonu Universitesi, iktisadi ve idari Bilimler Fakultesi
Dergisi (Mavemotiuio Kaotapovr, Mepiodikd 1wy OIKOVOUIKWY Kal AlOIKNTIKWV
EmoTtnuwv), April, no 12, pp. 291 — 312 (oTn 0. 298).

3.3.1.2 Widodo, R. C. A. and Shihab, M. S. (2016), “Membangun Kualitas Layanan,
Kualitas Produk, dan Persepsi Harga Untuk Mendukung Word of Mouth Melalui
Kepuasan”, Jurnal Manajemen dan Bisnis Sriwijaya, vol. 14, no 1, pp. 1 — 16 (oTn
0. 3 [0U0 popiq)).

3.3.1.3 Asad, M. M., Mohajeranib, N. and Noursereshc, M. (2016), “Prioritizing Factors
Affecting Customer Satisfaction in the Internet Banking System Based on Cause
and Effect Relationships”, Procedia - Economics and Finance (Elsevier), vol. 36,
pp. 210 — 219 (oTn 0. 212 ka1 213 - avagEpeTal wg Apostolos et al).

3.3.1.4 Manuel Vicente Nieto Mengotti, M. V. (2015), “El comportamiento de los
consumidores ante los cambios en las industrias de red: el caso de las
telecomunicaciones y servicios méviles”, Ph.D. thesis, Departamento de Analisis
Econdémico y Administracion de Empresas, Universidade da Corufia (oTn oeA. 26).

3.3.1.5 Bezirgan, M. (2015), “Algilanan Hizmet Kalitesi ile Memnuniyet Arasinda Aidiyetin
Araci Etkisi: Sosyal Tesislere Yonelik Bir Arastirma”, International Review of

Economics and Management, vol. 3, no 2, pp. 143 — 162 (o1i¢ 0. 148 kai 158).
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3.3.1.6 Jin, N., Line, N. D. and Merkebuc, J. (2015), “The Impact of Brand Prestige on
Trust, Perceived Risk, Satisfaction, and Loyalty in Upscale Restaurants”, Journal
of Hospitality Marketing & Management, pp. 1 — 24 (otn o. 10).

3.3.1.7 Jamshidi, M. and Zadeh, M. H. (2015), Investigation the Moderating Role of
Perceived Value and Relationship Marketing in the Relationship Between
Perceived Mental Image and Service Quality with Oral Advertisement (Case study:
Customers of Shahrvand Hypermarket in Tehran), DU Journal, Humanities and
Social Sciences, vol. 8, no. 7, pp. 286 — 304 (oTn 0. 291).

3.3.1.8 Ganjavi, F. Sh., Farahani, F. Sh., Hoseinabadi, Ad. R. and Rouzbehani, Al. (2015),
“Studying the Effect of Internal Marketing on Customer Loyalty: Case Study of a
Private Bank in Iran”, International Journal of Economics, Commerce and
Management, vol. lll, iss. 7, pp. 295 — 307 (oTn 0. 298).

3.3.1.9 Azman, Sl. and Gomiscek, B. (2015), “Functional Form of Connections between
Quality of Services, Customer Satisfaction and Customer Loyalty in the
Automotive Retail and Servicing Industry”, TpakTikd Tou 34" International
Conference on Organizational Science Development, Portoroz, Slovenia, 25 — 27
March, pp. 14 — 28 (oTn 0. 23).

3.3.1.10 Choparia, S. (2015), “Being Socially Confident: Factors Affecting User’s
Participatory Intention”, ELK Asia Pacific Journal of Marketing and Retail
Management, vol. 6, iss. 4, pp. 0gv avagépovtal (oTnv 31 oeA. TOU KEINEvoU — dev
ava@épetal otn BiIBAIoypagia).

3.3.1.11 Salarzehi, H., Joodzadeh, M. and Saravani, Kh. (2015), “Brand’'s Mental
Image Precedences and Consequences” (A Case Study Among Mellat Bank
Customers in Zahedan), International Journal of Innovation and Research in
Educational Sciences, vol. 2, iss. 1, pp. 10 — 16 (oTig 0. 13 ka1 15 [TpeIg 9opéq)).

3.3.1.12 Ardyan, El., Sancoyo, W., Ayuda, Ok. T., Setiadi, D., Sari, Fr. W., Ismawati,
At. Ay., Yuniarti, N., Kurniawan, H. and Winata, (2015), “Memahami Ekuitas Merek
Perguruan Tinggi: Penelitian Empiris Pada Stie Surakarta, Jawa Tengah,
Indonesia”, Jurnal Manajemen dan Kewirausahaan (Journal of Management and
Entrepreneurship), vol. 17, no. 2, pp. 145 — 154 (o1ig 0. 148 ka1 149 [2 popig)).

3.3.1.13 Calvo-Porral, C. and Livy-Mangin, J.-P. (2015), “Smooth Operators?
Drivers of Customer Satisfaction and Switching Behavior in Virtual and Traditional
Mobile Services”, Revista Espanola de Investigacion de Marketing ESIC, vol. 19,
pp. 19, 124 — 138 (oTn 0. 127).
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3.3.1.14 Sallam, M. A. A. (2015), “The Effect of Corporate Image on WOM: The
Role of Customer Satisfaction and Trust — Proposing a Conceptual Framework”,

International Journal of Economics, Commerce and Management, vol. lll, iss. 12,
December, pp. 331 — 340 (oTn 0. 233).
3.3.1.15 Nikmah, A. (2015), “Pengaruh kepuasan mahasiswa terhadap loyalitas:

Studi pada Fakultas Ekonomi dan Bisnis (FEB) Universitas Brawijaya (UB)”, Jurnal
liImiah Administrasi Publik (Scientific Journal of Public Administration), vol. 1, no.

2, pp 55 — 58 Z1ig references aAAd éx1 01O Keipevo

3.3.2 Topdpag Mérpog kai MaAioukng AAkETag (2007). «H E@apuoyn Tng Zuyxpovng
Texvoloyiag o1o Mapkerivyk». Ailoikntik Evnuépwon. ISSN: 1106 4749.

Teuxog 42, ZemTéuPplog, oeA. 102-111.
Avagopd os:

3.3.2.1 Frigkas, G., Sinodinou, E, and Skapinaki F., “Word of Mouth Communication as
a Driving Force for Music Selection. Challenges and Threats for the Music
Industry”. International Conference in Management and Marketing Sciences.
Athens, Greece, May 23-25, 2008.

3.3.3 Topadpag MéTpog, (2006). «Eiocaywyn oro Marketing kar tnv ‘Epsuva Ayopdc».
ISBN: 960-90674-0-9. ABrjva, y~ ékdoon.
Avagopd os:

3.3.3.1 Egpnuepida «MoAitng Tng Apkadiag». BifAiomapouciaon, oeA. 2, TpitroAn, 16
lavouapiou 2007.

3.3.3.2 Epnuepidoa «EAguBepiar». BiAioTTapouaiaon, Kahaudra, lavoudpiog 2007.

3.3.4 Topdpag Tétpog. «Ee@npuoouévn ‘Epsuva Marketing». Mg ouvodeuTiKO
eKTTAIOEUTIKO CD-ROM e ouvevTeUEeig dIEUBUVTIKWY OTEAEXWYV TOU KAGOOU. ISDN:
1790 1634. Ekdooeig Tou 1diou. ABAva 2005.
Avagopd os:

3.3.4.1 Topdpag MNéTpog. «Eioaywyrn oro Marketing kai Tnv Epsuva Ayopdc», ISBN: 960-
90674-0-9. ABrva, vy ékdoon 2006.
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3.3.5 Tomaras Petros, Tsalikis John and Seaton Bruce. (2001). “A New Perspective on
Cross — Cultural Ethical Evaluation: The Use of Conjoint Analysis”. Journal of
Business Ethics, Volume 35 No 4, p. 281-292. February (II) 2002.

Avagopd oc:
3.3.5.1 Miyazaki, A. and Taylor, K. F., (2008). “Researcher Interaction Biases and
Business Ethics Research: Respondent Reactions to Researcher
Characteristic”. Journal of Business Ethics, volume 81, number 4, p.p. 779-795.
3.3.5.2Jane E. Baird and Robert C. Zelin Il, (2008). “Understanding Employee
Perceptions of Fraudulent Activities and Their Propensity to Report Those
Activities Using Anonymous Tip Lines: The Influence of Fraud Type,

Perpetrator Gender, and Observer Demographics” Southern Business Review,

College of Business Administration, Georgia Southern University Winter 2008,
Volume 33, Number 1, p.p. 1-15.

3.3.5.3 Arifin B, Swallow B, Suyanto, Coe R., (2008). “A Conjoint Analysis of Farmer
Preferences for Community forestry Contracts in the Sumber Jaya
Watershed, Indonesia”. ICRAF Working Paper 63. Nairobi: World Agroforestry
Centre. 36 pgs, p.7.

3.3.5.4 Bodkin, D. Charles, (2008) Associate Professor, C. Vite, Journal citations.
University of North Carolina at Charlotte, Charlotte, NC. Department of Marketing.
UNC Charlotte.

3.3.5.5Burns, A. C., Bush, R. F., Swart, F. D., & Smeets, I., (2006). “Principles van
marktonderzoek toepassingen met SPSS”. Amsterdam, Pearson Prentice Hall.
ISBN 9043011304 p. 534 for Chapter 19.

3.3.5.6 Muthmainah, Siti, (2006). “Studi Tentang Perbedaan Evaluasi Etis, Intensi Etis
(Ethical Intention) Dan Orientasi Etis Dilihat Dari Gender Dan Disiplin llmu:
Potensi Rekruitmen Staf Profesional Pada Kantor Akuntan Publik”.
Simposium Nasional Akuntansi 9 Padang, 23-26 Agustus 2006.

3.3.5.7 McDonald, M. G., (2004). “Cross-Cultural Business Ethics: Theory, Research
and Practice”. 15t Greek Legal and Medical Conference, Association of Greek and
Affiliated Panhellenic Interests, Crete, May 2004.

3.3.5.8 Wason, K. D., Polonsky, M. J. and Hyman, M. R. (2003). “Designing Vignette
Studies in Marketing”. Australian Marketing Journal, 10 (3) pp. 41-58.
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3.3.5.9 Sigma-Mugan, C., Daly, B. A., Onkal-Atry, D. and Kavut, L. (2003). “Cross-
Cultural Examination of Ethical Sensitivity: An Application of the Issue-

Contingent Model”. American Accounting Annual Meeting, August 3-6, Honolulu,

Hawaii. H idia epyacia €xel yivel amodekTh yia va dnuooieubei oto Journal of
Business Ethics 10 2005. YTTORBAAAETAI OXETIKO £YYPAQPO.
3.3.5.10 “International Bibliography of Economics” (2002), Vol. LI Lib Pol & Brit

p.p. 47.

3.3.6 Topdpag [Métpog (2004). «IMAnpogopiaké Zuornua [evikou Noookousgiou
KaAaudrag». Aioikntikr) Evnuépwaon, ISSN: 1106 4749. Teuxog 28, lavoudplog,
oeA. 104-110.

Avagopd os:

3.3.6.1 MatmratéTpou ZApRRas (2004). «H Koivwviki MTtuxA Tou AIDS kai o1 Ala@UAIKEG

2xéoeig». MpakTikG uvedpiou: Koivwvia kal EutraBeic Ouddec — I6eoAoyikéc,

Koivwvikéc kal EKTTaideuTikéG AlaoTdoelc. Koivwvikog ATTOKAEIONOG, 16€0A0YIKES

Kal Koivwvikég Alaotdaoelg. Nopapyxiokry Autodioiknon HAciag, Ytroupyeio Yyeiag
kai Mpovolag. Aexaiva HAgiag.

3.3.6.2 Meppdkog lewpyiog (2008). «MpwroBabuia Ppovridag Yyesiac kai Tomikn
Koivwviar. ISBN: 978-960-02-2166-4. Ekdooeig MNatralron.

3.3.6.3 Meppdkog MNewpyiog (2004). «Opyavwon Aikrowv lNMpwrofdabuiag ®Ppovridag

Yyeciag péoa amdé tnv Tomikny Aurodioiknon», AidakTopikr) AiaTpiBA. ZXOAA
Nopikwyv, Oikovopikwy Kal MoAiITikwv EmmoTtnuwy, MavemoTtAuio ABrvag.

3.3.6.4 Topdpag Métpog (2004). «To Marketing oro Xwpo twv Ymnpeoiwv Yyeiag».
AoikntikA Evnuépwon, ISSN: 1106 4749. Teuxog 31, Oktwppiog, oel. 58-68.
Abnva.

3.3.7 Topdpag lMétpog (2004). «Noookoueio kai Tomkn Koivwvia:Yyeia yia 1o
lMoAitn». Eionynon oto 10 lMaveAAfvio Zuvédpio Yyeia kair Koivwvia. Mez YT
MeAoTrovvrioou. TPITToAnN.

Avagopd os:

3.3.7.1 Topdpag Métpog (2004). «To Marketing oro Xwpo twv Ymnpesoiwv Yysiacs.
AloikntikA Evnuépwon, ISBN: 1106 4749. Teuxog 31, Oktwppiog, oeA. 58-68.
Abnva.
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3.3.8 Topdpag Métpog. «Tpamediko Marketing». 3’ €kdoon 2003.

Avagopd os:

3.3.8.1 Addpn AAe€avdpa, (2005). «kEcaywyn oTto AoTiK6 Aikalo». EkdooeIg ZAKouAag,
ABnva. ZeA. 221.

3.3.8.2 Auptrepotoudog  KwvoTavTivog, lMavtouBdkng Ayyelog, (2000). «Mdapkerivyk
Ymnpsoiwvy». OQcuatikr) Evétnra: MdapkeTivyk I1l. EAANVIKO AvoikTtd MNavetmoTiuio.
Marpa. ZeAideg: 95-157, 175-182, 163-174 kan 183-219.

3.3.9 Topdpag MNéTpog. «Eloaywyn oro Marketing kar tnv ‘Epsuva Ayopdg». ABrva,
B’ €ékdoon 2000.
Avagopd oe:

3.3.9.1 K&Boupa Avdpovikn, (2008). «ZntApara EykupoTtnrag kai AglomioTiag oTn
MeBodoAoyia tTng Métpnong Tng TnAeBéaong». To BApa Twv KoIvwVIKWV

EmioTnuwy. ISSN: 1105-1167. Topog I, Teuxog 52, KaAhokaipr 2008, oeA. 57-83.
MavemoTruio @cocaAiag.

3.3.9.2 K&Boupa Avdpovikn kar Kupiakidng Ztaupog (2008). «KpITIK TTpOocéyyion TwvV
MpoBoAikwyv Texvikwv Kai Tou EpyaAgiou Target Groyp Index (TGI) otnv
‘Epeuva Ala@iuiong». Emlswpnon Oikovouikwyv _Emiotnuwy. ISSN: 1109-
2629. Teuxog 13, 2008, oeA. 63-82. ATEI Hmreipou, MpéReca. 'EE avagopéEc.

3.3.9.3 T¢apdapag Mapivog, (2007). «H Emidpaon Twv KOIVWVIKOOIKOVOUIKWY

XapakTneIoTIKWV TwV KatavaAwTtwy oTnv AyopaoTIKA TOUG ZUNTTEPIPOPd
w¢ Tpog Ta AvOokopikd MpoidvTan». AidakTopiky AiaTpIBA. MEWTTOVIKR ZXOA.
Topéag AypoTikig Oikovopiag. ZeA. 11 kar 183.

3.3.9.4 K&Boupa Avdpovikn, (2006). «Application of Marketing Communications in the
Promotion of English Language Teaching Books. How does it Work for
British and Greek Publishing Houses». Emiornuovikp EtmeTnpida
E@apuoopévng ‘Epeuvagy, oeA. 181-203. ISSN: 1106-4110. [lepiodikn
EmoTnuovik ‘Exkdoon Tou TEI Meipaid, 'Ekdoon Aloiknon kai Oikovopia. 2eA. 185.

3.3.9.5 TCapdapag Mapivog, ka, (2004). «Aigpedvnon TnNG ZUMNTTEPIPOPAS TwV
KatavaAwtwy o1o POg». Tpoaktikd [MaveAAnviou Zuvedpiou AypoTIKNG
Oikovopiag. ®@eaooalovikn,25-27 NoeguBpiou 2004. Etaipia AypoTikig Oikovopiag.
EkdooeIg AypOTuTrog. ZeA. 349.
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3.3.9.6 Topdpag Métpog (2004). «To Marketing oro Xwpo twv Ymnpeoiwv Yysiag».
AloiknTik) Evnuépwon, ISSN: 1106 4749. Teuxog 31, OkTwpplog, oecA. 58-68.
Abnva.

3.3.9.7 Mavvng Mavtlapng, (2003). «Auvauiké Marketing AyaBwyv kair Ymnpeoiwvs.
ISBN: 960 387 199 0. B. l'kioUpdag Ekdortikr. ABAva.

3.3.9.8 Mepiodikd «Marketing Report». BiBAiotrapoucidosig. ABiva, 15 Maptiou 2001.

3.3.9.9 Epnuepida «Kabnuepivy», OIKONOMIKH KAOHMEPINH. ZeA. 83. Abrva, 13
MaprTiou 2001.

3.3.10 Topdpag MéTpog. «Tpamediké Marketing». ABriva 1998.
Avagopd os:

3.3.10.1 Kexayidg lwavvng, AiBaddg KwvoTavrivog, Oikovopou  lwévvng,
Mavnyupdkng Mewpyiog kar Topdpag METpog. «Texvikés MwAnoeswyv lMpoidvrwv
TAnpogopikns». TEE Topéag TMAnpogopikAg — Aiktowv H/Y. MNaidaywylkd
IvomitouTo. ABriva, 2000.

3.3.10.2 Babng Ayyehog, ZwvtApog AnunAtpiog, Zmevifoupn Xdapig-Aouia Kai
Toudpag MéTpog. «Apxéc Marketing». TEE, Topéag Oikovopiag kai Aloiknong.

Maidaywyiké lvomitouto. ABriva, 2000.

3.3.10.3 Epnuepida «Apkadikég Adyoc». ABrva, 1 AekeufBpiou 2000.

3.3.104 Toudpag MNéTpog. «Elocaywyn oro Marketing kair tnv ‘Epsuva Ayopdc».
ABnva, B’ ékdoon 2000.

3.3.10.5 Meplodikd TOoU «OikovouikoU EmiusAntnpiou EAAado¢», Oikovouikd

Xpovikd Teuxog 105. BipAioTTapouaiaon, oeA. 55. ABriva, MdapTiog 1999.

3.3.11 Topdpag MéTpog. «Eiocaywyn oro Marketing kar tnv ‘Epsuva Ayopdg». ABAva,
1997.
Avagopd oe:

3.3.11.1 Képng BaaiAng (2003). «H Emixsipnuarikérnra oro Emikevipo 1n¢
Aigbvoug Oikovouiag». Aloikntik Evnuépwon. ISSN: 1106 4749, lavoudpiog,
o¢eA. 35-44. ABrva.

3.3.11.2 Toupdpag Métpog. «Tpameliké Marketing». ABriva 1998 kai B’ ékdoon
2003.
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3.3.11.3 Toudpag MNérpog. «Elocaywyn oro Marketing kair tnv ‘Epguva Ayopdg».
ABnva, B’ ékdoon 2000.

3.3.11.4 Babng Ayyedos. «Eiocaywyn oro Mdpkerivyk». ISBN: 960 375 135 9.
Ekddéoeig Metaixuio. ABriva, 2000.

3.3.115 Kexayiag  lwavvng, AiBaddg Kwvotavtivog, Oikovépou  lwdvvng,
Mavnyupdkng Mewpyiog kair Topdpag MéTpog. «Texvikés MwAnoewyv lMpoidvrwv
TAnpogopiknc». TEE Touéag TMAnpogopikAg — Aiktowv H/Y. MNaidaywyikd
IvomitouTo. ABriva, 2000.

3.3.11.6 Bdbng Ayyehog, Zwvtipog Anuntpiog, ZTevifoupn Xdpig-Aouifa Kai
Toudpag MéTpog. «Apxéc Marketing». TEE, Topéag Oikovopiag kai Aloiknong.
Maidaywyikd lvoTitouTo. ABriva, 2000.

3.3.12 BaBng Ayyehog, Zwvtipog Anuntpiog, Zmevifoupn Xdapig-Aouia kai Topdpag
Métpog. «Apxés Marketing». TEE, Topéag Oikovopiag kai  Aioiknong.
Maidaywyiké lvomitouTo. ABriva, 2000.

Avagopd os:

3.3.12.1 KdaBoupa Avdpovikn, (2008). «ZntApata EykupdtnTtag kai AglomrioTiag

otn MeBodoloyia Tng Métpnong Tng TnAgBéaong». To BAua Twv

Koivwvvikwv ETmiotnuwy. ISSN: 1105-1167. Toépog I, Teuxog 52, Kahokaipi

2008, oeA. 57-83. MavemaoTtAuIo @ccaliag.

3.4 Zuyypaen BiBAiwv

3.4.1 Topdpag Métpog, (2009), «Brounyaviké Mdapkerivyk». ISBN: 978-960-90674-3-0.
Ekdooeig 18iou. ABrjva. AlavEpeTal WG eKTTAIBEUTIKO Bordnua oto TuAua Eutropiag
kai Alapnpiong Tou TEI ABrvag, og dAa Tunuata TEI kar AEI kal o€ peTamruxioké

TTPOYPAUMATA CTTOUSWV.

3.4.2 Topdpag Métpog, (2005), «Epnpuoouévn Epeuva Marketing». Mg ouvodeuTikO
eKTTAIOEUTIKO CD-ROM e ouvevTeUEeig SIEUBUVTIKWY OTEAEXWYV TOU KAGdouU, ISBN:
960-90674-2-5. Ekdoo¢€Ig Tou 10iou, ABriva. AlavEueTal wg eKTTAIBEUTIKO Borndnua
oT1o Tunua Eptropiag kai Alagnuiong Tou TEI ABrivag kai og aAAa TuRuata TEI kai
AEI.
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3.4.3

3.4.4

3.4.5

3.4.6

Toudpag Tétpog, (2010), «Tpameliké Marketing», ISBN: 960-90674-1-7.
Ekdooeig 10iou. ABriva 1998, B~ ékdoon 2003, y° ékdoon 2010. AlavépeTal wg
eKTTaIOEUTIKO BoriBnua oTo Tunua Eutropiag kai Alagruiong Tou TEI ABAvag kal o€
GAAa TuAuata TEI kai AEL

Toudpag Métpog, (2014), «Eicaywyn oro Marketing kar tnv ‘Epsuva Ayopdgc»,
ISBN: 960-90674-0-9. Ekddo¢ig 16iou.ABriva, 1997, B~ ékdoon 2000, vy  €kdoon
2006, & €kdoon 2009, £ ékdoon 2014. AlavEueTal wg EKTTAIBEUTIKO BoABnua aTo
TuAua Eutropiag kai Alagrpiong tou TEI ABAvag kal o€ dAAa Tunuarta TEI kar AEI.

BaBng Ayyehog, Zwvtpog AnuAtplog, Ztrevifoupn Xdapig-Aouia kai Topdpag
Métpog. «Apxéc Marketing». Zuyypa@éag Kal GUVTOVIOTAG TNG OuAadag ouyypa®ng
Tou BIBAiou, yia Toug paBnTéc Twv TEE, Topéag Oikovouiag kai Aloiknong.
Maidaywyikd IvoTtitouto. Opyaviopds Exkddoewg AidakTikwv BifAiwv (OEAB).
ABrva, 1999 (pe oUOCTNUA KPITWV).

Kexayidg lwavvng, Aifaddg Kwvaotavtivog, Oikovéuou lwavvng, Mavnyupdkng
lewpylog  kar  Toudpag [Métpog. «Texvikés TMwAnoswv  lpoidvrwv
TIAnpogopikngc». MéEANog TG ouddag ouyypa®rg Tou PBIBAIoU yia Toug PaBnTég
Twv TEE Topéag MAnpo@opikng — AikTuwv H/Y. Maidaywyikd IvoTitouto. ABrva,
2000 (pe oUoTNUA KPITWV).

3.5 Zuyypa@ni KepaAaiwv og cuAAOYIKOUG TOOUG

351

Kavoura, A. and Tomaras, P., (2015), “Qualitative Communication Research
Methods and Techniques”, in Amandeep Takhar — Lail and Ali Ghorbani,
“Market Research Methodologies: Multi-Method and Qualitative Approaches”, IGI
Global, USA.

3.6 ZuppoAn og vopoBeTIKO £pyo

3.6.1

2upueToxn weg Eutmeipoyvwpovag oe Emrpot) M'vwpodotnong Nopooxediou.

Oikovopikn kal Koivwvikry Emrtpoty - OKE. Eutreipoyvwuovag oTnv ETTITPOTIN

49



epyaciag yia 10 2x€di0 Néuou «TpoTroTToinon Kai CUPTTIARPWOoN TNG VouoBeaiag
yia 10 EBvikd Xuotnua Yyeiog kal pubuioels aAwv Bepdtwy appodidtntag Tou

YTroupyeiou Yyeiag kai Mpévoiagy. (Nouog 3204/03) ABriva, 2003.

3.6.2 Zxedlaoudg, uAlotroinon Kai Trapoucdiacn ‘Epeuvag TG Koivrg yvwung yia To
ac@alioTikd. H ouykekpiyévn TpoTacn xpnolgotroiénke wg éva amd T1a
OUMBOUAEUTIKA epyoAcia  yia  Tn  VOMOBETIKA puBpion Tou ao@aAIOTIKOU
TpoBAfuartog atmd 1o Ytoupyeio Epyaciag kai Koivwvikwy Ac@alicswv 10 2002.

YTroupyeio Epyaaiag kar Koivwvikwv Ag@aAioewv. (Néuog 3029/02) Abriva, 2002.

3.7 MéAog emiTpotrwyV emifAsyng/agioAdynong utroyn@iwyv d18akTépwv.

3.8 EmioTnpovikég ZuvtovioTAG Kal umrelluvog 'Epyou oe Epeuvnrikd ‘Epya

MeydAng KAipakag

3.8.1 ZuvtoviotThG EAAnvikoU okéAoug, TnG «lMoAukevTpikAg MeAETNG TNG
Euvpwtraikng Evwong yia Tnv AgioAdynon Ymrnpeoiwv TnAeppovTidag
AocBevwv pe Xpovieg Nabnoeig» - "Renewing Health". Adpioa, 2010-
2012.

3.8.2 EmoTtnuovikég Y1eluBuvog tou ‘Epyou «Zxé€d1o yia tn IMAorikn Asitoupyia Tou
revikou Noookopugiou KaAauarag». Zkotédg Tou £pyou ATav n diepelivnaon Kai n
BeAtiwon TNG IKAvOTTOINONG TWV XPNOTWV Kal Tng ToIldTNTOG TWwV UTTNPECIWY
uyeiag. Me Bdon autd 1o £pyo oxedIAOTNKE Kal UAOTTOIEITAI N avadiopydvwan Kai n
mmAOTIKA AsiToupyia Tou NevikoU Noookopeiou Kahaudrag. Mpoutroloyioudg 44.000
Eupw, oeAideg 366. EBviki ZxoAn Anudéoiag Yyeiag (EZAY) - EAKEA MeXYTI
MeAotrovvrioou. KaAhaudra, 2003 — 2004.

3.8.3 EmoTtnuovikég Yeubuvog Epyou «Avaudpewon tou lpoypauuarog 2moudwyv
Twv Tunudrwv Eumopiag kai Aiaeruiong (Marketing) twv TEI-A@nivag kai
TEI-OsooalAovikng». YTtroupyeio EBvikAg TMaideiag kar Opnokeupdtwy pe Tn
xpnuatoddétnon tou Emixeipnoiokou [Mpoypduuatog Ektaideuong kar ApxIKAG
EmayyeAuatikig KartdpTtiong (EMEAEK). TElI ABAvag, 1997-2000. Baoikdg okoTTég
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Tou ‘Epyou Atav n avapdpewon tou Mpoypduuatog ZmToudwyv Twyv Tunudtwy
Eptopiag  kar  Alagruiong (Marketing) Twv  Texvoloyikwv  EKTTAIOEUTIKWV
I5pupdatwy (T.E.l.) ABAvag kal Ocooalovikng, BACEI EPEUVWV TWV AVOYKWY TWV,
QUECWG 1 EPPECWG, EVOIOPEPOUEVWY YIT aUTO (OTTOUSAOTWY, ETTIXEIPNOEWY Kal
KOIVWViag) KaBwg Kal TwV I0XUOVTWY O€ EUPWTTAIKO Kail dI1eBvEC eTTiTTEdO. Baolkég
apUOBIOTNTEG NATAV: O YEVIKOG OUVTOVIOPOG OXeDIAOPOU Kal UAOTTOiNoNnG Tou
TIPOYPANMATOG KAl TWV dPACTNPIOTATWY KAl TWV EVEPYEIWV TwV OPAdwWYV £pyaciag
Kal n ouyypaon Hépoug Twv lMapadotéwv. Z10 'Epyo autd Kal OTIG QvTiOTOIXES
OMAdeC epyaciag, OCUMPMPETEIXE N TTA€lown@ia TOu WOVIMOU  Kal  €KTAKTOU
Exkmraideutikol TMpoowTtrikou Twv dUo Tunudtwv Eptropiag kar  Ala@rpiong
(Marketing). To £€pyo eixe TpoUTTOAOYIOUO 147.700.000 SpX. £XEI OAOKANPWOEI Kal

mepiAapBaver 19 Mapadotéa EkTaong dvw Twv 2.500 oeAidwy.

3.9 Anuioupyia EKraideuTtikoU YAIKOU e Xpon TTOAUNECWYV.

3.9.1

«Mapaywyn Exkmraideutikou YAIkou yia E¢ Amootdoeswg Katdption oe Oépata
Mpooapuoyng Tng Tutrotroinong, 2uokeuaagiag kal [ligTtotroinong BioAoyikwv
Ktnvotpoyikwv [poidvtwv ot Néa Oikovopia» pE  XPAON TTOAUPECWV.

Ymootipign: ETaipeia ZupBouAwv EmixeipAocwy kal Katdptiong. ABrjva, 2003.

3.10 AAAeg Anpooiglocelg.

3.10.1

3.10.2

3.10.3

3.104
3.10.5

Métpoc Toudpag. «OAokAnpwpéves NopoBetikés MapepBdaoeig». TexvoAoyikda
Xpovikd. Tpiunviaia Evnuepwtiky ‘Exdoon Ttou TEI ABrvag. Teuxog 16
lavoudpiog, PeBpoudpiog, MapTiog 2008. ZeA 50-51.

Mérpog Toupdpag. «To Mdapketivyk otn Néa Etroxn». Web site of Live Festival.
Aeképppiog 2007.

Métpog Toudpac. «H Nopapyiok Autodioiknon €xel POAo otnv lMepipepelakn
Avarrugn». Zuvévteugn oe eenuepida EAeuBepia, oel. 21, Kahaudra, 1
OkTwBpiou 2006.

Mérpog Topdpag. «Maideia oe Kpiony». Live Festival. Aekéuppiog 2006.

Métpog Topdpag. «EmixeipnuatikdtnTa kai Oikovopik AvarmTtugn». lMoAiTng mng
Apkadiag, aeA. 15. Teuxog 87, TpitroAn, ZemtéuRprog 2006.
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3.10.6 TMéTtpog Topdapag. «Yyeia yia 1o MoAitn». Néa Tng MeyaAdTTOANG, oeA. 22. Teuxog
772, MeyaAdT1TOAN, AlyouoTog - Zemtéuppiog 2006.

3.10.7 Métpog Topdpag. «To ArrAoypa@ikd AoyioTIKO ZuoTnua oto Anuéoio Touéa Kal
ota Noookopeia». EAeuBepia, oeA. 21. Teuxog 2, KaAhaudra, AlyouaTog 2006.

3.10.8 MMéTtpog Topdpag. «H ZuuBoAR Twv Mikpoueoaiwv Emixeiprioewv otnv OIKOVOIKN
Avarrrugny». Mappnoia, oeA. 4. Teuyog 2, MeyaAdtroAn, AlyouoTog 2006.

3.10.9 TMoAAEG OuveVTEUEEIG KAl OVAKOIVWOEIG O NAEKTPOVIKA Kal évTutia péoa Padikng
evnuépwaong Tnv TePiodo Tng evaoxoAnong pe Tn dloiknon voookougiwv, 1996-
2004 ka1 2010-2012.

3.10.10Métpog Topdpag. «Aoc@alioTiky MetappuBuion: Ti Miotetel n Koivry Tvwun».
Anuoéaoiog Topéag, Teuxog 182. depoudpiog 2002. (Me ‘Epeuva Marketing).

3.10.11Petros Tomaras, Panagiota Konstantara and Nikos Kritselis. “Marketing Wine: The
Case of a Small Greek Wine Producer”. International Conference on Business
Economics, Marketing and Management: Past, Present and Future. Athens
Institute for Education and Research. Athens, 2000. (Me ‘Epsuva Marketing).

3.10.12086nyo6¢ Ztmoudwy, Tunuatog Epmropiag kai AlagAuiong (Marketing), TEI ABrvag,
2000.

3.10.13“The Department of Marketing of the Technological Education Institution (TEI) of
Athens - Student Guide - European Credit Transfer System (ECTS) Information
Package”. (TEI) ABrvag, ABriva 2000.

3.10.14Métpog Toudpag. «Badifoviag mpog TG EupwekAoyéc». Mnviaio [Meplodikd
«Koéopog». Maiog 1999.

3.10.1508ny6¢g Zmroudwy, Tunuatog Eptropiag kar Aiagruiong (Marketing), TEI ABrjvag,
1997.

3.10.16MMétpog Topdpag. «OikoAoyikn AvaTtTuén Tng Apkadiag». Apkadikég Pileg, Teuxog
3. Atrpihiog 1997.

3.10.17TMéTtpog Toudpag. «Baoikdg 216xog NG Anudaiag Aioiknong eival n Eutnpétnon
Tou lNoAitn». Epnuepida Kuvoupia, MdapTiog 1997.

3.10.18MMétpog Toudpag. «Amavinon o€ onuooicupa yia 10 TuAPa Eptropiag kai
Alagpnuiong Tou TEI ABAvag». Egnuepida ‘E¢utivo Xpriua, Mdptiog 1997.

3.10.19MN€T1pog Toudpag. «Xewepivhy AyiotreTpitikn Mepirjynon». Eenuepida Kuvoupia,
deBpoudpiog 1997.

3.10.20MéTpog Topdpag. «Baoikdg MoxAdg AvattTuéng yia tn Kuvoupia n ATTOKEVTPWHEVN
Tommikn Autodioiknon». Eenuepida Kuvoupia, Aekéuppiog 1996.
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3.10.21MMéT1pog Topdpag. «Kahd Kalokaipr pe ZeBaoud oto Puoikd kai AvBpwtrivo
MepiBaAAov Tng Kuvoupiagy. Eenuepida Kuvoupia, louAiog 1996.

3.10.22MéTtpog Toupdpag. «MpoBAnuatiopoi yia Tnv Avepyia otn lMeploxh Hag». Eenuepida
Kuvoupia, louviog 1996.

3.10.23lMéTpog Topdpas. «Oikohoyikég Mpootmikég TNG Apkadiag». Egnuepida Kuvoupia,
AtrpiAiog 1996.

3.10.24Métpog Topdpag. «Néa MpootrTikn yia Tnv Emapyia MeyaAdtmoAng». E@nuepida Ta
Néa ng MeyaAdtroAng, MapTiog 1996.

3.11 BiBAiokpiTikég, Mapouoidoelg, ZUVEVTEUSEIG.

3.11.1 Topdpag MNétpos. «Tpameliké Marketing». ABriva 1998. X¢:

3.11.1.1 Epnuepida «Apkadikog Adyoc». ABrva, 1 AekeufBpiou 2000.

3.11.1.2 Mepiodikd TOu «OikovouikoU EmiugAntnpiou EAAddog¢», Oikovouikd
Xpovikd Teuxog 105. BiAlotrapouciacn, oeA. 55. ABrva, MdapTiog 1999.

3.11.2 Topdpag MNérpog. «Eloaywyn oro Marketing kair tnv ‘Epsguva Ayopdc». ABrva,
B’ ékdoon 2000. Xe:

3.11.2.1 Mepiodikd «Marketing Report». BifAioTrapoucidoeig. ABAva, 15 Mapriou
2001.
3.11.2.2 E@nuepida «Kalnuepivn», OIKONOMIKH KAGHMEPINH.

BiAloTrapouciaon, ogA. 83. ABAva, 13 Maptiou 2001.

3.11.3 Topdpag MNéTpos. «Eroaywyn oro Marketing kair tnv ‘Epsuva Ayopdg». AbBrva,
Yy’ €kdoon 2006. Xe:

3.11.3.1 Epnpepida «MoAitng Tng Apkadiag». BifAioTTapouaiaon, oeA. 2, TpitroAn,
16 lavouapiou 2007.

3.11.3.2 Epnuepida «EAguBepiar». BiBAioTTapouaiaon, KaAaudra, lavoudpiog 2007.
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4  ENIZTHMONIKH ENIMOP®Q>H

4.1 1993-1999: Mavreio MavemoTtiuio ABAvag. TuRpa WYuyxoAoyiag, Topéag
Koivwvikfg WuxoAoyiag. MeAétn Mapayoéviwyv rou Etrnpeddouv tnv MoAITIKA

ZupTtrepigopd otnv EAAGSA.

4.2 1982: University of lllinois at Chicago Circle, Chicago Il, USA. Amodoxn Kai
gyypa@n og OSISAKTOPIKO TTPOYPOUMA, TTapaKoAouOnon Twv HAONUATWY
Oikovoperpia | (Forecasting kol OIKOVOUETPIKA MOVTEAA) Kol OIKOVOMIKG

Biounxavikng kai AypoTiKig AvATTTUgnG.

4.3 NMapakoAouBnon JieBvwv ouvedpiwv ‘Epeuvag Marketing tng European
Society for Opinion and Marketing Research (ESOMAR).

4.3.1 Worldwide Electronic and Broadcast Audience Research Conference. ESOMAR.
Bal Harbour Fl. USA, 7 — 9 May 2000.

4.3.2 The Worldwide Internet Conference. “Net Effects®”. ESOMAR. Dublin Ireland, 10 —
12 April 2000.

4.3.3 The International Automotive Marketing Conference. “Automotive Marketing 2000”.
ESOMAR. Lausanne Switzerland, 28 February - 30 March 2000.

4.3.4 Worldwide Qualitative Research Conference, “Speed, Validity & Reliadility”.
ESOMAR. Athens Greece, 28-30 November 1999.

4.4 MapakoAoUdnon EMIPHOPPWTIKWY TPOYpaUpATWY o€ Béuara Marketing,
Emikoivwviag, Management kal yevikétepa OIkovouikd 0épara.

4.4.1 Zeuvdplo. «Ektraideuon oto Mpodypaupa AoyioTikAg». Siba Soft, NMAnpogopiakd
>uoThuara kai Opydvwon Emixeipfocwv. ABrva, 2 — 5 ®eBpouapiou 2004.

4.4.2 Tlpéypauua emudpewong oe Béuara MANPOPOPIKASG «YTTOAOYIOTIKA ZTATIOTIKA».
EBviké Kévipo Anuoéoiag Aioiknong, Ivotitouto Alapkoug Emipdpowong. ABrva,
12 OkTwpRpiou —1 NoeuPpiou 1994.

4.4.3 Evtanké lMpdypauua Empdpewong. «Aloikntikd Zepivdpio GRID». Scientific
Methods kai Intersystems. 10 — 20 Zemrteupiou 1987.

444 Zeyvaplo. «parrm Emkoivwviay. EAANVIKA ETaipia AloikAoswg EmixeipAocwy.
ABnva, 4 — 7 AekepPpiou 1987.
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4.45 Ekmaideutiko Mpodypappa EAANvIKAG Tpdmedag Biounxavikng Avartuéng (ETBA).
ABAva, 1987. OAokANpwuévo TTPOYPAPPa KATAapTIong o€ BEuaTa:

4.4.5.1 «N\oyikn MNMpoypapuuaTiopoUy,

4.4.5.2 «Multiplan | kau [1»,

4.4.5.3 «Data Bases I»,

4.4.5.4 «<ENeyKTIKA Y,

4.4.5.5 «XpnUaToolkovouikn | kai I1»,

4.4.5.6 «ETTIKOIVWViaY,

4.4.5.7 «[partog Adyog»,

4.4.5.8 «EAnvIKA TAwooay,

4.4.5.9 «Management».

4.4.6 Ekmaideutikd Mpodypappa EAAnvikAg Tpdmedag Biopnxavikig Avartugng. AbBriva,
1987. «On the Job Training» até 1N Hay Group o€ opyavwTiK& BEuaTa OTTWG:

4.4.6.1 «AvaAuon kal ZuvBeon AIadIKACIWV Y,

4.4.6.2 «[epypagr ©éong Epyaoiagy,

4.4.6.3 «OpyavoypauuaTay,

4.4.6.4 «<Kavoviouoi».

45 MapakoAouBnon nuepidwv kal d1EBvwv ouvedpiwv oe Bépara Marketing,

Emikoivwviag, Management, OIKovopiKd Kal YeVIKOTEpa Kolvwvikd 8éuaTta.

4.5.1 T[lapouaciaon Twv vVéwv versions Tou SPSS. «SPSS Dimention». SPSS B.l. Greece
A.E.. ABrjva, 2008.

4.5.2 T[lapouadiaon Twv véwv versions Tou SPSS. «SPSS User Event 2004». SPSS B.I.
Greece A.E.. ABAva, 8 AekepBpiou 2004.

45.3 Ainuepida. «Alaxeipion Kivduvou kai Anuéoia Aioiknan». EBvikd Kévtpo Anudaoiag
Aloiknong kai Autodioiknong. KaAapdra, 4 — 5 louviou 2004.

454 Zeuvdplo. «larporexvoloyikd lMpoidvta kai MoTtotoinon». Epeuvnmikd Kévipo
BioAoyikwv YAikwv. ABAva, 10 depouapiou 2004.

455 Zuvavinon Epyaoiag. «2uotnua Yyeiog, Méoa MadikAg ETmKoivwviag Kai
Evnuépwaon MoAitwv». MeZYT MeAhotrovvrioou. NautrAio, 12 lavouapiou 2003.

456 AigBvég Zuvédpio. «lMaykoopiotroinon kal Koivwvieg Tng Alakivduveuong». MNavTeio
MavemoTApio Koivwvikwy Kai MoAimkwy EmoTtnuwy. ABrva, 22 — 24 OkTtwfpiou
1998.
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4.5.7 Huepida Tou TuAuarog Aloiknong Emixeiprioewyv. «1998: To Tpito Z1dd10 Tng ONE
Kal n Alapépowon g EAAnviKAg EmixeipnuaTtikig Mpayuatikdtntag ota MAdioid
Tou». TEI ABrivag, 13 Maiou 1998.

458 Anupdéoia ZulAtnon. «O1 PuBuiceig g ZuvbAkng Tou APCTEPVTAM YIO TNV
Kovwvikh Eupwtn». Oikovouikry kai  Koivwviky EmTpoty —  Eupwraikn
Emrpotm). ABriva, 13 Noeguppiou 1997.

459 [lpwrto Zuptroéoio Marketing. TEI Meipaid, 14 AekepBpiou 1988.

4.6 1985-ZAuepa: NMapakoAouBnon oeuivapiwy, nUePidwy Kal dieOvwv cuvedpiwv

o Bépata Oikovouikwy TnG Yyeiag.

4.6.1 Ainuepida. «H Tlopeia YAomoinong 1ng Wuxiatpikrig MeTtappuBuiong oTnv
Eupwtmy». I’ MeZYT Atmikng — Wuxiatpikd Noookoueio ATTIKAG. ABriva, 24 — 25
louviou 2004.

4.6.2 1° MaveAAvio Zuvédplo. «Yyeia kar Kowvwvia». TMeXYT TMehotrovvrioou Kal
IvomitouTo latpikng ‘Epeuvag kai Ektraideuong. TpitmoAn, 19 — 20 deBpouapiou
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Yyeiag. Pio, 21 NoguBpiou 2003.

4.6.4 Casus Sanitatis 2003. «[lMoidétnTa otnv Yyeia kar 1n Ppovrtida Yyeiag». EBvVIKNA
2x0A Anudéoiag Yyeiag. ABriva, 19 - 20 AekeuBpiou 2003.

46.5 5° TaveAAivio EmoTtnuoviké 2uvédplo «Management YTrnpeoiwv Yyeiagy.
AvolkTo MavemoTtiio - Health Review. Pédog, 23 —24 OktwBpiou 2003.

4.6.6 Exmmaideutiké mpdypappa. «Ektraideutikéc Emokéweig Aloikntwy, AVOTTANpWTWY
Aloikntwyv, Mevikwv AlcuBuvtwy MeZYTT kai AVOTTANPWTWY TOUG, ZTEAEXWV TOU
YYT1 kai Tou WNA». ABriva, AyyAia, MaAAia kai 'eppavia, 6 —15 kai 22 — 26 louviou
2003.

4.6.7 Ainuepida. «Yyeia Oikovopia kal AvarTugn». Forum yia nv Yyeia kai TG MoAITIKEG
Yyeiag. ABriva 13 — 14 deBpouapiou 2003.

46.8 4° TaveAdivio EmoTtnuoviké 2uvédplo «Management YTrnpeoiwv Yyeiagy.

Avoikto MNMavemoThpio - Health Review. HpdkAgio, 24 — 26 OktwRpiou 2002.
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4.6.9 1° Aigbvég ZuveEdpio «MpoAnwn kai ‘Eykaipn Aidyvwon yia KaAuTtepn AVTIMETWTTION
Tou Kapkivou. AigBvng Ztpatnyiki». EAANvIKA AvTikopkivikg Etaipgia  kai
International Union Against Cancer. ABriva, 15 —17 MapTiou 2001.

4.6.10 Huepida. «H MetappiBuion Tou ZuoTtiuarog Yyeiag otnv EAAGSa kal n EupwTrdikn
EpTtreipia». Y1roupyeio Yyeiag kai Mpdvoiag. ABriva, 1 Aekeufp. 2000.

4.6.11 4° EmoTnUovike 2uvédplo. «Ta Aikaiwpara tou AcBevoug». European Health
Managers Forum. ABrjva, 3 — 4 Aekeufpiou 1998.

4.6.12 MaveAArivio EmoTtnuovikd Zuvedplo. «Aloiknon: Ekouyxpoviopudg EAAnvikou

Noookoueiou». European Health Managers Forum. Meipaidg, 13 — 14 Maiou 1997.

5 ENIZTHMONIKEZ APAZTHPIOTHTEZ
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5.1 Anpookotrnioeig Kal Epeguveg Ayopdg

5.11
5.1.2
5.1.3
514
515
5.1.6

517
518

5.1.9
5.1.10

5.1.11

5.1.12
5.1.13

‘Epeuva yia Tnv MetappuBuion oTto Topéa Tng Yyeiag. ABriva, 2001 - 2004.

‘Epeuva yia Ta Biohoyikd Ktnvotpogiké MpoiévTa. ABriva, 2003.

‘Epeuva yia Tnv Emixeipnuatikotnta. ABrva, 1999 kai 2003.

‘Epeuva yia TNV Ac@aAIoTIK JeTappuBuion. ABriva, 2001.

‘Epeuva yia Tnv TnAeepyaoia. ABriva, 2001.

‘Epeuva yia Tnv ammoppogpnaon Twv amogoitwv Twv IEK tou OAEA otnv ayopd
epyaciag. ABriva, 2000.

‘Epeuva yia TIG KATavOAWTIKEG TTPOTIMACEIG GTo Kpaoi. ABriva, 2000.

‘Epguva yia To KATIVIOPA 0 cuvepyaoia pe Tnv EAANVIKA AVTIKOPKIVIKA £TaIpia.
ABrva, 2000 kai 2001.

‘Epeuva TeAaTwyv yia ypageio Tagidiwv. Adriva 2000.

‘Epeuva yia Business Ethics pe yxpnoigotroinon tng conjoint analysis. ABrva,
Maiéui, HIMA, 2000.

‘Epguva yia TTPWTOTTOPIAKN €TTIXEipnon oivotroliag. ABAva, 1998. Biounxavikni
€PEUVA YIa TOV KAGBO Twv TTAyKWwV Koudivag. ABriva 1997.

‘Epeuva yia Tnv atmofiounydvion ota Oivogurta Bolwrtiag. 1996.

MoAiTikr 'Epeuva yia Tnv ATTIKN Kal TNV Apkadia. 1995-1996.
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5.2 ZXupueToxn oe digbvh TTpoypdupaATa

521

522

5.2.3

524

5.25

5.2.6

527

COMMON ASSESSMENT FRAMEWORK, ouvTovIioTAG yia To ['evikO NOOOKOEIO
KoAapdtag T10 omoio  ouppetéxel otnv  «Opdda  Kaivotopwv  Anuociwv
Opyaviopwv» yia TNV Xpnoigotroinon g «Aioiknong mg Moidtntagy» pe Baon 10
«Koivé TMAaiolo AgloAdynong» MeTagy Twv Xwpwv NG Eupwtrdikng ‘Evwong.
KaAaudra, 2002 — 2004.

Emixeipnoiako Mpoypappa Exmaidsuong kai Apxikng EmayyeApatikig Katdptiong
(EMEAEK), épyo «Avauopewon Ttou [lpoypdupatog Emoudwy Twv TunudTwy
Eptropiag kar Alagruiong (Marketing) tTwv TEI- ABrivag kai TEI-©gooaAovikng».
>uvepyaoieg kai emokéwelg o€ MavemoTtiuia tng PiAavdiag kar Twv HMA pe
OKOTTO Tn oUvayn CUVEPYOOIWV OTOV TOPED TNG £PEUVOG Kal ektTaideuong, 1997-
2000.

TEMPUS-PHARE, cionynmg oc Béuata ‘Epeuvag Marketing oto MeTatrTuyiako
TUAMa Tou Agricultural and Food Technology, University of Olsztyn. MoAwvia,1996.
TEMPUS-PHARE, cionyntg o¢ 8éuata Marketing oT1o MeTtamruxiakd TUAua Tou
Agricultural and Food Technology, oto MNavemoTiuio g KpakoBiag. MoAwvia,
1997.

ERASMUS, esmiokéyelg oe xwpes NG E.E. (Mepuavia, Aavia, AyyAia, FaAlia) e
OKOTTO Tn oUvayn CUVEPYAOIWY OTOV TOPEQ TNG £peuvag Kal ektraideuong. TEI
ABAvag, 1992-1995.

ERASMUS, ouppetoxry oe TTOANEG ouokéwelg oTnv EAAGOA Kal To €§wTEPIKG
(AyyAia, lotravia, Zoundia, MaAAia, Toexia, Toupkia, @cooalovikn kar ABrva) oTa
mAaiola Tng afloAdynong Tng uAotoinong Tou [lpoypduuaTtog. ATTOQACIOTIKA
OUMBOAR aTn dnuioupyia, cupheToxn Kal d1IdackaAia, aTto ayyAd@wvo TTpoypauua
Tou TuAuatog Eptropiag kai AlagAuiong (Marketing) yia TG avAaykeg Twv
OTTOUBOCTIKWY avTaAaywv oTa TTAdicla Tou TTpoypduuatog Erasmus. TEI ABrvag,
1993-1997 ka1 2013-2014.

EUROQUALIFICATION, €18IkO6G euTrEIpOyvVWwUovag oTn dlapgopewaon Baoewv
OeQOUEVWV YIA KATAPTION O€ TEXVIKA £TTAYYEAPATA Kal €IOIKOTNTEG, CUPPETEXOVTAG
0€ OUOKEWEIG Kal TTapoucialovTag YeAéTeg otnv EANGSa kal oTo e§wTepikd (ITaAia).
Meipapatikd Ivomitouto EmayyeApatikhg Katdptiong kai AtmaoxoAnong (MIEKA),
1995.
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5.3 Opydvwon Kal CUPPETOXN O€ OUVEDSPIA KAl NUEPIDES

531

5.3.2

5.3.3

534

535

5.3.6

5.3.7

5.3.8

5.3.9

5.3.10

Eionynon otnv nuepida: «Eptropia kar Ala@ApIon, TTPOOTITIKEG ATTaoXOAnoNng
Atrogoitwv» pe Béua «lMpoomTikEG ATTaoxOANCNG Kal ZuvelioQopag oTny TOTTIKA
Avdartuen Twv Atrogoitwy Tou TunRuatog Eutropiag kai Aiagruiong Tou TEI Aapiag
- MapdapTtnua Apgiooag». TEI Aayiag, Augiooa, 14 AekeuBpiou 2012.

MéAog Tng Opadag Epyaciag oto 20 MaveAAfvio Zuutréoio «Extraideuon, Ayopd
Epyaciag kai Zuotiuata Yyeiag», oto 30 Workshop pe 6épa «[MpdkAnon kai
AtreINé¢ otnv Ayopd Epyaciag otov Xwpo TG Yyeiag». NautrAio, 16 kai 17
OkTWwppiou 2009.

EmoTtnuovikdg Zuvepydtng oto Zuvedplo «Festival doitnon» Kal ZuvTovioThG Twv
TTapouaidoewv Pe B€éua «Biotpdmeleg — BiomrAnpo@opikr Alaxeipion MeveTikou
YAikoU». EkBeoiakd KévTpo lMepioTepiou, 2008.

Eionynon otnv nuepida tng TEAK Apkadiag oT1o TTAaicio Tou «Zxediou Apdong:
Apdoeig ZupBouleuTikKAG AnuooidtnTag - EualioBnrotroinong kai AIKTUwongG oTa
MAciola Twv OAokAnpwpévwy TMpoypauudtwy AvAaTTUENG AypoTikou Xwpou
MeploxAg Mapvwva» pe Béua «EmixeipnuaTikdtnTa Kai Avarmtuén Mikpoueoaiwv
EmxeipAoewvy». Z1TépTn, 16 Maiou 2008.

Eionynon otnv nuepida yia v «1dpuon tou Néou Turuartog Eptropiag kai
AlapAuiong oto TEI Aauiag - Mapdptnua Apgiccagy pe Béua «Opydvwaon Kai
Mpootmikég Tou Néou TuAuatog». TEI Aauiag, Augiooa, 12 louviou 2008.
EmoTtnuovikég ZuuBoulog oto Zuveédpio «Festival doitnon» kal TTapouaiaon yia
TNV ‘Epeuva MdapkeTivyk kai Internet. EkBeoiakd Kévtpo MepioTepiou, 2007.
EmoTtnuovikdg Zuvepydtng oto Zuvédplo «Festival doitnon» kal Trapouaciaon yia
Tnv ‘Epeuva MdpkeTivyk kal Néeg Texvohoyieg. Z1adio Eiprivng kai @iAiag. ABrva,
2007.

EmoTtnuovikég Z0pBoulog oTo Zuvédpio «Festival doitnon». Port Palace.
Oegooalovikn, 11 - 12 AtpiAiou, 2006.

Eioiynon otnv nuepida « Epguva MAapkeTivyk. EpyaAeio yia tTnv AvamTuén Evég
Brand» pe Bépa «O1 Néeg Taoeig otnv ‘Epeguva MApkeTivyk». ZuvEdpio «Festival
®oitnony». Port Palace. ©@sooalovikn, 11 - 12 AtrpiAiou, 2006.

Eionynon otnv nuepida «lMpootacia ammd TiIg Néeg Texvoloyieg oto Internet» pe
Béua «Mdapketivyk kai Néa Texvoloyia». Zuvédpio «Festival ®oitnon». Port

Palace. ©@cooalovikn, 11 - 12 AtmpiAiou, 2006.
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53.11

5.3.12

5.3.13

53.14

5.3.15

5.3.16

5.3.17

5.3.18

5.3.19

5.3.20

5.3.21

Eioiynon omnv nuepida «Néeg KapiEpeg » pe Bépa «Néeg MEBodor Avalntnong
Epyaaciag o1o Xwpo tou MdpkeTivyk». Zuvédplo «Festival ®oitnon». Port Palace.
Oeooalovikn, 11 - 12 AtmpiAiou, 2006.

Eionynon otnv nuepida «Texvoloyia oto Topéa TnG Yyeiag» pe Bépa «Yyeia yia 1o
MoAitn: E@apuoyry Tou MdpkeTivyk oTo Topéa TMapoxns YTTNPeoiwy YyEeiagy.
Zuvédplo «Festival doitnon». Z1adio Eiprivng kai GiAiag. ABAva, 2005.

Eionynon otnv nuepida «Anuoéoieg Zxéoeig kai Anpooiotnta» pe Béua «Epguva
Ayopdg T1O0 EpyaAcio tng Emxeipnuarnikotnrag». TEI Autikig Makedoviag,
Mapdaptnua KaoTtoplag. KaoTtopid, 2005.

Eiofynon otnv nuepida «Epeuva Marketing. EpyoAeio yia tnv avarmtuén g
ayopds. Néeg péBodol Epeuvagy pe Béua «Zuyxpoveg E&eAiCeic otnv Epeuva
Marketing” ¥UAAoyog Marketing. Zuvédplo «Festival ®oitnon». Z1adio Eiprivng kai
®iAiag. ABriva, 2004.

EioAynon otnv nuepida «H EEEMEN Tou Toupiopyou otnv ETmoxr petd TOUug
OAupTriakoUg Aywveg» pe Béua «TouploTikG Marketing» ZUAoyog Marketing.
Zuvédplo «Festival ®oitnony». Z1adio Eiprivng kai ®iAiag. Zuvédpio «Festival
doitnon». ABriva, 2004.

Eionynon oto 1o MaveAAfvio Zuvédplo Yyeia kal Koivwvia pe Béua «Noookoueio
kal Totmkn Koivwvia:Yyeia yia 1o MNoAitn». MeX YT MeAotrovvrioou. TpittoAn, 2004.
MéENOG OpPYaVWTIKAG ETTITPOTTAG KAl OUVTOVIOPOG panel pe Bépa  «Koivwvia,
Emkoivwvia kai Yyeia» oT1o 5° Zuvédpio YTrnpeoiwv Yyeiag. AvolkTo MavemmoTryio
kal Health Review. P6dog, 2003.

Eionynon oto 5&° Zuvédplo Ymnpeoiwv Yyeiog pe  Bépa  «E@apuoyn
OAokAnpwpévou OikovouikoU — AlaxelpioTikoU kal NoonAguTikoU MAnpogopiakou
2uoTAuaTog oTo Mevikd Noookopeio KaAaudrag». Avoiktd MavemoTtiuio - Health
Review. P&dog, 2003.

Eionynon vyia «Ta T[poBAfuara Ttou EBvikoU Zuothuarog Yyeiag kol n
AvTigeTwmor) Toug oT1o MNevikd Noookopegio Kahapdragy. TEI KaAdaupdrag kai M'eviko
Noookopeio Kahaudrag. KaAapdra, 2003.

Eionynon omv nuepida yia Tn TTaykéopia nuépa  Kamviopatog pe  BEua
«KamrvioTikéG auvnBeleg Twv vEéwv». EAANVIKA AvTikapkivikr) Etaipia kar MeXYT]
MeAotrovvrioou. KaAhaudra, 2003.

Eionynon otnv nuepida Tou Money Show yia Tnv «ATTOTEAECUATIKOTNTA TNG

AlapAuiong oto AladikTuo». ABriva, 2001.
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5.3.22 lMapouciacn oto 3° Avarmrtulokd 2Zuvédpio vyia Tnv Hpaia pe Béua
«AypoToupiopde». ZépPBou Apkadiag, 2000.

5.3.23 lMapouciacon Tou TuAUATog Marketing o€ nuepideg Tou Money Show. ABriva 1999
kai 2000.

5.3.24 ZuvTovIOTAG cuvedPiIWV Kal TTapouciacn Tou TuAPaTtog Eutropiag kar Ala@niuiong

(Marketing) Tou TEI ABrjvag :

5.3.24.1 oto 9° Zuvédplo Marketing: “To Marketing otnv HAektpovikr emmoxy” TEI
Abrvag 2000

5.3.24.2 oto 8° Zuvédplo Marketing: “Anuioupyikd wg epyaAeio otn dIaPNUICTIKA
ekoTpareia” TElI ABrivag 1998

5.3.24.3 oT1o 7° Zuvédpio Marketing: “Brands’ Adventures” TEI ABrivag 1998

5.3.24.4 oT0 6° Zuvédpio Marketing: “H e&éNign Tng AlagpnuioTikAg ETTikoivwviag” TEI
ABrvag 1997

5.3.24.5 otnv nuepida: “Or Anpooieg Zxéoeig wg Epyaleio Tou Marketing kai Tou

Management® TEl A6rivag 1997

5.3.24.6 oTo 3° Zuvédpio Marketing: “To Oikohoyiké Marketing otov 21° aiwva“ TEI
ABrvag 19960Tnv nuepida yia 1o “ABAnTIKG Marketing” TEI ABAvag 1996

5.3.24.7 oT1o 2° 2uvédplo Marketing: “To MoAimikd Marketing otnv EAAGda Tou 2000
kal kapiépa oto Marketing®, TEI ABrjvag 1995.

5.3.25 M£AOG TNG OpYaVWTIKAG ETTITPOTING Kal TTapouaiacn o1o 3° AvaTrTuglako ZuvEédpio
yia Tnv Apkadia e Bfpa  «AypoTtoupiopds otnv  Apkadia». [Mavapkadikr
OuoaoTtrovdia EANGS0og, Méyapo Mouaikig. ABriva, 1999.

5.3.26 Zuvtoviopdg Kal TTapouciacn Tou ouvedpiou ato EmoTtnuovikd ouutrdoio yia tnv
«Texvohoyikry Ektraideuon ota mAdiola tng Eupwtrdikig ‘Evwong». TEI ABAvag
1998.

5.3.27 lMapouciacn kal cuvToviouog panel atnv nuepida Tou CUAAGYoU GTTOUSACTWY TOU
TuAuaTog Aloiknong Emixeiprioewyv tou TEI ABrivag pe Béua «To Management oTtnv
Ymnpeoia Tng Yyeiag». TEI ABrivag, 1998.

5.3.28 MEAOG TNG OpyavwTIKAG ETMITPOTIAG OTO  «2° AVOTITUGIOKO ZUVEDPIO yia Thv
Apkadiax». TpitroAn, 1997. «Auvardtnteg AtmaoxoAnong kar Anuioupyiag MME o€
ATTOMOKPUOHEVEC AYPOTIKEG MEPIOXESY.

5.3.29 Hpepida yia T KaratmmoAéunon tou AttokAsiopoU atd Tnv Ayopd Epyacioag. NEAE
Apkadiag. KavdnAa Apkadiag, 1997. Eioriynon yia v TpimroBdBuia TexvoAoyiknA
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Extraideuon oto ocuvédplo «Huépeg Kapiépag» tng AIESEC. Z1ddio Eiprivng kai
@iAiag. ABriva 1995.

5.3.30 Mapouciacn Tng Epeuvag Ayopdg oto ouvédpio «EROoudda Marketing» Tou
EAANvikoU IvoTitoutou Marketing (EIM). TEI ABrjvag 1995.
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6

E®PAPMOIH TEXNOAOIKON MEGOAQON 2THN MAPArQrH KAl TH

AIOIKHZH

6.1 ZuppeToxn og afloAdynon TPOoypPANHATWY

6.1.1

6.1.2

6.1.3

YTroupyeio EBvikAg Maideiag kar @pnokeupdtwy, agloAdéynon TTpoypauudTwy Tou
E. M. «Ekmaideuon kai Aia Biou MaBnon» yia tnv MpakTikp Acknon kal Tnv
Kaivotopia kai Tnv ETixeipnuatikétnta. Aériva, 2010.

YTmroupyeio Epyaciag, afloAdynon Trpoypauudtwy diapkols KatdpTtiong. ABriva
1995.

levikn  pappateia ‘Epeguvag  kal  TexvoAoyiag, agloAdynon TTPOypPapPATWY

evioxuong Tng EAANVIKAG Blounyaviag. ABAva 1995.

6.2 OikovopoTeXVIKEG MeAéTeg Kal Marketing Plans

6.2.1

6.2.2

6.2.3

6.2.4

6.2.5

Ivomitouto NeoAaiag, «YAotroinon Marketing Plan yia 1n Kapta Néwv EURO<26».
EmoTtnuovikdg Y1reuBuvog. Eidikég Aoyapiaoudg TEI ABrvag, 2009.

Ivomitouto NeoAaiag, «Marketing Plan vyia 1 Kdpta Néwv EURO<26».
EmoTnuovikdg Y1reuBuvog. Eidikég Aoyapiacudg TEI ABrivag, 2008.

MeAETN yia Ty idpuon TToAuTEAOUG Eevodoyeiou otnv Apkadia, OMNAAX, 2003.
MeAétn okompotnTag yia 1N «Anuioupyia AikTuou EptropikAg MpoBoAng kai
MpowBnong BioAoyikwv  Krnvotrpogikwyv  lMpoidviwv»  otn  [Mepipépeia
MeAotrovvrioou. EQUAL, 2003.

2UMPBOAN o€ PeNETEG:

6.2.5.1 MNa tnv avadiopydvwan ETIXEIPACEWY Tou KAGdoU ypageiwv Toupiouou. ABrva,

2000.

6.2.5.2T7a Tnv avadiopydvwon ETTIXEIPACEWY Tou KAAGdOU TnG UTTOdNUATOTIONOG.

Mpoypauua RETEX, ETBA. Abrjiva, 1999.

6.2.5.3'Evraéng etmrevdlocwv oto lMpdypaupa Leader 1l omnv Avarmruélakn Etaipeia

MAPNQN A.E. Aotpog Apkadiag, 1997 kai 1999.

6.2.5.4 Na Tov KAGdOo Tpoiuwv oTnv Trepioxr BoiwTiag. Mpdypauua ADAPT. TEI ABrvag,

1996.
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6.2.6 MeAétn idpuong Emixeipnong EpgidAhwong Nepou, emixeipnon «Nikn  A.E.».
ABrva, 1994.

6.2.7 MeAétn idpuong Koivotikng Emmixeipnong EkuetdAAeuong Mapudpwy Koivotntag
Avyiou lMétpou Apkadiag, 1994.

6.3 YmofoAn mpoTdocwyv, opydvwaon Kal UAOTToinon TTPoypauddTWwyVY KATdpTIoNn .

ZUVTOVIOTHG, ETTICTNMOVIKOG UTTEUOUVOG TTPOYPAMATWY KOl CUMHETOXN.

6.3.1 EmoTtnuovikég YTeuBuvog Tou £pyou «Zx€SI0 yia Tn Aotk Agitoupyia ToUu
levikou Noookopegiou KaoAaudrag». EBvikA ZxoArp Anupdoiag Yyeiag (EZAY) -
EAKEA TMeXYM MeAotrovvrioou. KaAapdra, 2003 — 2004.

6.3.2 Zuppetoxn oTtnv ektrovnon Tou «lleviagToug Etmixeipnolakou Zxediou Tou [evikou
Noookopeiou Kahaudragy. EAKEA TEI KaAaudtag, 2003 — 2004.

6.3.3 ZUuppeTOXN OTO €peuvnTIkKO €pyo «AgloAdynon Twv Avaykwyv ETrayyeApaTikng
Katrdptiong Ttou ZteAexiakoUu Auvapikou Ttou Topéa Yyeiag — Tpdvoiagy.
YTroupyeiou Yyeiag kal KoivwvikAg AAnAgyyung, EZAY kai TEI ABrivag, 2004.

6.3.4 Ymeubuvog Epyou «Avaudpewaon Tou lMpoypdupatog Zmmoudwy Twv TuNPATwY
Eptropiag kai AlagAuiong (Marketing) Twv TEI-ABrvag kai TEI-©gooalovikng».
Ytoupyeio EBvikng Maideiag kai ©Opnokeupdtwy (EMEAEK), TEI A6Avag, 1997-
2000.

6.3.5 Zuppetoxn oto Tpdypappa, «Mpaktikh Aoknon Twv ZTToudacTwy Tou TUAPOTOS
Epmopiag & AlagpAuiong (Marketing) Tou TEI - ABrvag». Ymoupyeio EBVIKAG
Maideiog kal ©Opnokeupdtwy (EMEAEK), TEI A6rivag 1997-1999.

6.3.6 Zuppetoxn aTto TTpoypauua, « QUALI LEARN: EkTraideuon atrdé ATTéoTaon yia Tnyv
Aglotroinon MeB6dwv OAkig [Moidétntag otn Aloiknon YTNPeoiwv Kal TNV
Avarmtuén  AoyiopikoU». YTtoupyeio EOvikAg TMaideiog kai Opnokeupdrwy
(EMEAEK), TEI ABrivag, 1997-1999.

6.3.7 2Zupuetox) OTO TIPOYPAMPa, «ATrotiunon Tou Ektraideutikol ‘Epyou kal Twv
Mapexopévwy YTnpeoiwv Tou TuAuatog Eptropiag kar Aiagruiong (Marketing) Tou
TEI ABAvag». Ymroupyeio EBvikAg Maudeiag kai Opnokeupdtwy (EMEAEK), TEI
ABnvag, 1997-1999.
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6.3.8 Tpdtaon Tunuatog Eptropiag kail Aia@Apiong yia Xpnuatodotnon atro 1o AsUtepo
Kowvotiké TAaiolo Zmpigng. «Kaivotouiké Mpdypaupa Ekouyxpoviopou Tou
Tunpatog Marketing (Eptropiag kai Alagrpiong) tou TEI ABrivag». ABiva, 1994,

6.3.9 YToBOA TIpoTdocwy, UAOTIOINGN, OUVTOVIOTAG, ETMOTNUOVIKOS UTTEUBuvOg
TTPOYPAUMATWY KAl CUMMETOXN oTa NpoypdupaTta KatdpTtiong:

6.3.9.1 «Texvikég ‘Epeuvag Ayopdc», Métpo 3. TEI ABrjvag, 1995.

6.3.9.2 «Texvikég ‘Epeuvag Ayopdcy», Métpo 2. TEI ABrjvag, 1995.

6.3.9.3 «Alatpnon apxITeKTOVIKNG KAnpovopidsy. Koivétnta Kaotpiou Apkadiag, 1994.

6.3.9.4 «Tomkég EkueTaAAevoeig». Kovotnta Ay. Métpou Apkadiag, 1993.

6.3.9.5 «ZUuyxpoveg TexvikéG kar MeBodohoyia otnv ‘Epeuva Marketing». TElI ABrvag,
1993. Mpoéypauua Zovdeons AEINTEI pe emyeipnoeig (AGB-Tunua Marketing).
Abrjva, 1993.

6.3.9.6 «Ayporikr) Oikovouiax. Koivotnta Ay. MNérpou Apkadiag, 1992.

6.4 Eionynoe€ig o eMIHOPPWTIKA oeglivdpla o€ Béuata Emikoivwviag, Marketing,
Xpnuatoolkovouikwyv Ymnpeoiwyv, Opydvwong kai Aloiknong Etmixeipioswyv

kol Mikpopeoaiwv Emixeipioswyv, 1985-cRuepa, oTOUG QOpEiG:

6.4.1 EI81k6g Aoyapiacuog Kovouliwy ‘Epeuvag kar Avartugng (EAKEA) Mepigepeiakou
2uoTiuarog Yyeiag Mpdévoiag (MeZYT) MeAotrovvrcou,

6.4.2 Ymoupyeio Epyaciag kal Koivwvikwyv Aco@alioswyv (YTTEKA),

6.4.3 Nopapyiakn Emrpot Adikig Emiuépewong (NEAE),

6.4.4 Opyaviouog AtracxoAnong Epyatikou AuvapikoU (OAEA),

6.4.5 Ymoupyeio EcwTtepikwyv Anudaiag Aloiknong kai Atrokévipwaong (YNEZAAA),

6.4.6 Kevrpiki Evwon Afuwv kal KoivotAtwy EANGSog (KEAKE),

6.4.7 EMnvikf Etaipia TomkAg Avartuéng kai Autodioiknon (EETAA),

6.4.8 AvarmTtuglakdg Zuvoeopog AuTikAG ATTIKAG (AZAA),

6.4.9 TEI ABnvag, Tunua Texvohoyiag Tpogiuwyv,

6.4.10 TEI ABAvag, Tunua Eptropiag kai Alagruiong (Marketing),

6.4.11 Opyaviouog Npowbnong E¢aywywv (OrME),

6.4.12 EMnvikOG Opyaviopdg  Mikpopeoaiwv — Emixeipioewv  kai  XelpoTexviag
(EOMMEX),

6.4.13 Kévtpo Nouvag Kaotopldg,
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6.4.14 Biounxavikd EmmueAntipio Xiou,

6.4.15 Eptropofiounxaviké EmipeAntrpio Meipaid,

6.4.16 EptropoBiounxavikd EmmiueAntpio Adpioag,

6.4.17 Oikovouikd EmmipeAntipio NoTioavaTtoAikng MNMeAotrovvricou,
6.4.18 EAAnvIkO KévTpo Mapaywyikétnrag (EAKENMA) Xaviwv,
6.4.19 ENAKEIA HpakAegiou.

6.5 Eionynosig kai didaokalia o€ didpopoug popeig, 1985-2001

6.5.1 IvoTitouTo EicaywyikAg AloiknTikAg Ektraideuong (IEAE),

6.5.2 EBviko Kévtpo Anupdoiag Aloiknong (EKAA),

6.5.3 Anuéoia Ivomitouta EmrayyeAparikig Katdptiong (IEK) ABrivag,

6.5.4 [|EK OAEA,

6.5.5 TEI A8nvacg,

6.5.6 TEI MNeipaid,

6.5.7 Ytoupyeio EBvIKAg Oikovopiag,

6.5.8 ZxoAn TouplioTikwv ETrayyeApdTtwy,

6.5.9 Avwrtarn ZxoAn TexvikAg Ekmaidetocwg ACiwpaTiKwy TeXVIKOU ZWPATOG ZTPaATOU,

6.5.10 Meditteranean College.

6.6 ZUOpBouAog EmixeipRoewv pe Amo@acioTikég AppodidotnTteg, Evioxuon Tng
ETTIXEIpnUATIKOTNTOG

6.6.1 ZU0uBoulog oe emoTnuoviké Béuata oe €BelovTik BAon TOU PN KEPOOOKOTTIKOU
Opyaviopou EkTraideuong kai Opydvwong Zuvedpiwv, FESTIVAL ®OITHZH.

6.6.2 ZUuBoulog oe Béuata opydvwaong, pnxavoypdenaong, Tpowbnon TTWARCEWY Kal
opydvwon dikTuou Olavopng  TTPoiovTwy. AypoTiKOG  Kal  [TnvoTpo@IKOg
2uveTaipiopos Aotpoug Kuvoupiag, 1990-1992. Zxedlaopog Kai  uAoTroinon
2xediou Marketing kal TpowONon Twv TTPOIGVTWY TOU CUVETAIPIOKOU OTnV ayopd
™G ABAvaC.

6.6.3 ZUuBoulog oe Bépara idpuong, ETEKTOONG, QAVATITUENG, OpPYyAvwWONg,
Hnxavoypdenong kal eguttnpéTnong meAatwy  otnv aAucida Video Club Galerie
E.E. ABrva, 1986-1992. Zxediaocudg kal uhotroinon Zxediou Marketing, TTpoB0OAN

Kal TTpowBnon TTWANCEwWV, KaBoPIOTIKI) GUMBOAN TNV £TTEKTACT Kal dnuioupyia €€
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UTTOKOTOOTNUATWY O€ TTEPIOXEG TNG ATTIKAG Kal TNG KPATNG Kal oTnv avamTuén

TIPWTOTTOPIOKOU TTANPOPOPIAKOU CUCTHATOG UTTOOTHPIENG atmo@acewv Marketing.

6.7 ZuvTtoviopog Kai EtripéAsia Ekd60ewv

6.7.1 BiBAia:

6.7.1.1 Topdpag Métpog. «Blopunyxavikd MapkeTivyk». ISBN: 978-960-90674-3-0. Ekdo0¢€Ig
10iou. ABriva 2009.

6.7.1.2 Topdpag Tétpog. «E@npuoouévn Epeuva Marketing». Me  ouvodeuTikd
eKTTAIOEUTIKO CD-ROM e ouvevTeUEelg SIEUBUVTIKWY OTEAEXWY TOU KAGdoU. ISBN:
1790 1634. Ekddo¢ig Tou 16iou. ABriva 2005.

6.7.1.3 Topdpag Mérpog. «TpatreQikd Marketing». ISBN: 960-90674-1-7. Ekdoo¢ig 16iou.
ABriva 1998 kai B’ ékdoon 2003.

6.7.1.4 Topdpag Métpog. «Elcaywyr) oto Marketing kai Tnv ‘Epguva Ayopds». ISBN: 960-
90674-0-9. Ekddboceig 16iou. ABva 1997, B’ ékdoon 2000, y ékdoon 2006, &
¢€kdoon 2009 kai €' ékdoon 2014.

6.7.2 AMAeg ekdbOEIG:

6.7.2.1 Odnyog Ztoudwy, Tunuatog Eptropiag kai AlagAuiong (Marketing), TElI ABrivag,
2000.

6.7.2.2 “The Department of Marketing of the Technological Education Institution (TEI) of
Athens - Student Guide - European Credit Transfer System (ECTS) Information
Package”. (TEI) ABriyvag, ABriva 2000.

6.7.2.3 Texvoloyiki Extraideuon ota MNMAaioia tng EupwTraikhg ‘Evwong. ABriva 1998.

6.7.2.4 8° Zuvédpio Marketing (Creative). ABAva, 1998.

6.7.2.5 Anudoieg Zxéoeic wg EpyaAeio Marketing kai Management. ABriva, 1997.

6.7.2.6 H €€€NiEN TG AlopnpioTiKAG ETTiKoivwviag. ABAva, 1997.

6.7.2.7 Odnyog Ztoudwy, Tunuatog Epmropiag kai AlagAuiong (Marketing), TElI ABrivag,
1997.

6.7.2.8 KateuBuvoeig kar Odnyieg yia 1 Anuioupyia M.M.E. KartatroAéunon Tou
ATttokAgiopoU atrd Tnv Ayopd Epyaciag. NEAE Apkadiag. TpitroAn, 1997.

6.7.2.9 Emkoivwvia - Marketing. ABrjva, 1996.

6.7.2.10 3° Zuvedpio Marketing. To OikoAoyiké Marketing otov 21° Aiwva. ABrva,
1996.
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7.1

7.2

7.3

7.4

7.5

7.6

7.7

7.8

7.9

MEAOZ OPFANQZEQN KAI KOINQONIKH APAZH

MéAog T™ng Eupwtraikig 'Evwong EmrayyeApatiwv Tng ‘Epeguvag Ayopdg Kai
™G Koiviig N'vwpung (ESOMAR).

MéAog Tng Auepikavikng Evwong EmayyeApatiov MBA (Association of MBA
Executives).

MéAog Tou OikovopikoUu EmipeAnTnpiou EAAGdOG.

I5puTIKS péAOG TG ETioTnHOVIKAG Evwong AvwtdTtwy ZTeAeXxwyv Yyeiag.
MéAog Tng eTaipiag European Health Managers Forum.

MéAog Tou ZuAAbyou Atrooitwyv Tou MavemmoThpiou Roosevelt.

EpguxwTtig otnv idpuon kal 18puTikO MéEAOG TOu ZuAAbdyou Marketing
ATTOPOITWYV Kal oTToudaoTwyV Tou THARpaTog Marketing TEI ABRvacg.

Mpoéedpog ToUu MapaptAparog KaAapdrag tng EAANVIKAG AVTIKOPKIVIKAG
ETaipiag.

E181k6g Mpapparéag kKal pEAog Tou AloiknTikou ZupBouliou Tng NMavapkadikAg

OpooTtrovdiag EAAGSaG.

7.10 MéAog Tou A.Z. Tou ZuAAbYyou AyIOTTETPITWYV ATTIKAG.

7.11 MéAog TnG €mMITPOTTAG TOU £pyou avdadeiéng Kai TTPOBOARSG TOU 10TOPIKOU

Mopyou Tou TpikaAitn TrpoiTToAoyiopoU 322.817 Eupw. 16pupa Adton, ARuog

Bopeiag Kuvoupiag.

7.12 Ymowneiog Nopapyxiakég Zuppoulog kal BouAeuthg Apkadiag.

7.13 ApBpoypagia kai ouvevtelgelig oTa nAekTpovikd kai évrumra MME yia 8éuata

Aioiknong Noookopegiwv, Marketing, Anuéoiag Aloiknong, ToOmIKAG

AuTtodioiknong, MoAiTioTikd, OikoAoyikd, MoAITiIKa Kai OIKOVOMIKA.
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