1. ITPOXOQIIIKA YTOIXETA

Ovopa: Koot

Enifeto: 'Hvtovvag

Ovopa matépa: ATOSTOAOG

Ovopa untépag: Xpvodavon

Témog yévvnong: ®ecoaiovikn

"Etog yévvmong: 1977

AtevBvvon: Owovouko Tavemotypuio Adnvov,

Tuquo Mépketvyk kat Emkowvaoviag, [Tatnoiov 76, 10434, Adnva
Tniépwvo: 210-8203473

E-mail: indounas@aueb.gr

2. AKAAHMAIKEY YTIOYAEX

AWaktop oV TURRATOg MdpkeTivyk kot Emikowvoviag tov Owovopkot IMovemotuiov AOnvav pe titho
ddaktopkng dratppng «H Awadikacio Typwordynong kot ot [apdyovteg mov v Emnpedlovv otov KAddo twv
Ymmpeoiov: Osopnrikn ko Epreipucn Avédivon pe EAAnvikd Aedopévay, 2003.

Kéroyoc Metomtuylakod tithov «MSc in Marketing» a6 to [avemotuio tov Stirling g Zxotiag, 1999.
Amoportog tov tunpatog Emyeipnoioxng ‘Epsvvog kot Mapketivyk tov Owkovopkot Tovemomuiov AOnvav
ue Padud «Aiav Koimgy, 1998.

Amdportog tov ['evikod Avkeiov Néag Xaikndovag pe faduo «Apiotay, 1994.

3. AIAAKTIKH EMITEIPTIA

Mdawog 2011-EZqpepa: Emikovpoc Kabnyntig oto tuquo Mépketivyk ko Emikowvoviag tov Owkovoptkov
[Mavemompiov AGnvov.

Méptiog 2006-Mdiog 2011: Aéxtopoc oto tunpo Mdpketvyk kot Emkoweviog tov Owkovopkov
[Movemotuiov AOnvov.

defpovdprog 2003-Maptiog 2006: Aéktopag pe faon to ITA 407/80 oto tuqua Mdpketivyk kot Etikowvoviag
tov Owovopkov Iavemomuiov AGnvov.

Ampihog 2009-Znpepa: Addokov 6to Awmavemomuiakd Aebvéc Metantoyioko Ipdypoppa «Program in
International Marketing», mov ovvdiopyavavetor amd 1o Owovoukd IMavemomiuo AOnvov kot to
[Mavemotho Leicester (UK), Radboud (Holland), Cornivus (Hungary), Minho (Portugal).

YemtéuPprog 2005-AskéuPprog 2008: Awvdokwv oto  Atamavemotnpioko-Atotunpatikd  Metamtoyloko

[Ipdypappa «Mabnpatikd g Ayopds kot g Hapoaywyne» tov tunuatov Madnpatikdv kot Ouovopkoy



Emomuov tov Iavemommuiov ABnvov kot tov tunuatog [TAnpoeopikng tov Owovopkov IMavemotnpiov
AOMvov.

Médpriog 2012-Znpepa: Awddokwv pe Baon to TIA 407/80 oto Tunqua Aypotikng Okovopiog kot Avamtuéng
tov ['ewmovikov [Tavemomuiov ABnvov ot Babuida tov Enikovpov Kabnynt.

OxktoBprog 2005-Znuepa: Méhog Zvvepyoalduevov Exmadevtikov Ilpocwmikod oto EAAnvikd Avoikto
[Movemoto ot Bepatikn evotnto Mdapketivyk L.

Oxtdpprog 2003-IovAog 2009: Emotnpovikodg Xuvepydatng ot Babuida tov Enikovpov Kabnynt) oto tunua
«Epmopiag ko Atagpnpionc» tov Teyvoroywkod Exrtodevtikov [opopatog AOnvov.

OxktmBprog 2003-IovAog 2004: Emomuovikog Xvvepydng ot Babuida tov Enikovpov Kabdnynm oto tunua
«Zovvtpnong Apyarotitov kot Epyav Téxwvne» tov Texyvoroyikov Exkmadevtikov [opvpatog AOnvav.

4. MAOHMATA IIOY EXOYN AIAAXOEI

Awaokario oe mpomtuylokd eminedo oto Tpua Méapketivyk kot Emikowveoviag tov Owovopkov Tavemomnpiov

Anvov:

Tiwordynon kot Xpnuotookovopkn Avdivon (cuvdidackorio and 1o Akadnpaikd Etog 2003-2004 £wg to
Axadnpaixd ‘Etog 2008-2009 kot avtodvvaun didackaiio amd 1o Akadnpaiko Etog 2009-2010 éwg onuepa).
Mépxetvyk pn Kepdookomikav Opyavicpudv (cvvowackoiio and 1o Axaonpaixkd ‘Etog 2004-2005 éwg
onNuEPQ).

Tovprotikd Mapketvyk (cuvdidackaio katd to Akadnuaixo Etog 2006-2007).

Eicaywyn oto Mdapketvyk (cuvdidoaokorio kotd to Akadnuoiko Etoc 2002-2003).

Introduction to Marketing (avtodbvaun didackaAio oto Tuie Erasmus and to Axadnpoixd Etog 2002-2003
£mG oNuepaL).

Non-Profit Marketing (avtodbvaun ddackodio oto tuque Erasmus katd ta Axadnpaikd ‘Etn 2009-2010 kot
2010-2011).

Adoockalio o SOOKTOPKO eMINEDO:

[Mponyuéva Epevvniikd Ofpoto (cvvdidackario oto Adaktopikd Ipdypoppa Xmovddv tov Tunpotog

Maprketvyk ko Emikowvoviag tov Owovopkov IMovemotpiov AOnvav amd 1o Axadnpaixo ‘Etog 2011-2012

£MG CNLEPQL).

AockorMo e HETAMTLYLOKO ETITEDO:

MobOnpatikd Ymodeiypota Epmoproroyiog (awtoddvoaun dwackoAic 610 AlmavemoTnUioKO-AlaTunpotiKo
Metamtoylokd [pdypappa «Modnuotkd g Ayopdg kot g [Hopaymync», mov cuvdlopyavadvetal ond To

Tuqroata Mabnpotikov kot Owovoutk®v Emetnuaov tov Efvikov Kamodiotpiaxod IMavemotnpion Adnvaov



kot o Tpnua [TAnpogopikng tov Owovopikov Tavemiompiov ABnvov and to Axadnpaiko ‘Etog 2005-2006
£mg 10 Akadnuaixd ‘Etog 2008-2009).

International B2B Marketing (cuvéidackariio oto Awmavemiomuiokd Aebvég Metoamtuyioko TIpdypappo
«Program in International Marketing», mov cvvdiopyavmvetor and 1o Owovoukd Iavemiothuo Adnvov kot
ta Iovemotquia Leicester (UK), Radboud (Holland), Cornivus (Hungary), Minho (Portugal) om6 7o
Axaonpaixo Etog 2008-2009 éwg onjuepa).

International Pricing (avtodbvaun ddackaAio oto Alamavemotuokd Aebvég Metantoylokd [pdypoppa
«Program in International Marketing», mov cvvdiopyavmvetor and 1o Owovoukd Iavemiothuo Adnvov kot
ta Iovemotquia Leicester (UK), Radboud (Holland), Cornivus (Hungary), Minho (Portugal) om6 7o
Axaonpaixo 'Etog 2009-2010 £wg orjuepa).

Tioroyroxkn [Holtikn (cvvdidackorio oto Metantuyiakod [pdypappo «Mdapketivyk kot Emkowvovia pe Néeg
Teyvohoylegy, mov opyavmvetor amd to Tunpa Mdapketivyk kou Emikowvaviag tov Owovopkod [avemiotnpiov

ABnvov kotd to Axadnuaixd ‘Etog 2010-2011).

Ao didaoKaAio:

Mépxetvyk Aypotikov IIpoidviov kot Tpooipwv 1 (avtodvvaun dSwackaAic oto Tunuo Aypotikng
Owovopiag kot Avantuéng tov I'ewmovikod [Tavemomnpiov ABnvav amd 1o Akadnpaixd étog 2010-2011 £wc
ofuep).

Mapketvyk I (ovtoddvaun didackario oto EAAvikd Avowktd IMavemotiuio and to Axadnuoiko Etog 2005-
2006 ¢mg onuepa).

Méprxetvyk I (owtoddvoun dSwackaAiio oto Tunuoa Epmoplog watr Awgnuiong tov Teyxvohoyikov
Exmodevtikon I8popatog AOnvav katd to Axadnuaixd ‘Etog 2003-2004).

Mapketivyk Mavatluevt (avtodvuvaun dwackaiio oto Tunua Epmopiog kot Awaenuiong tov Teyvoloyikon
Exnatdevticod [dpvpotog ABnvov katd to Akadnuaixo Etog 2008-2009).

Buounyavikd Mdpketivyk (awtoddvaun dwackarioo oto Tunua Epmopiog kot Araenpiong tov Texvoroykov
Exnadevticod [5pvpoatog AOnvov katd to Akadnuaixo Etog 2007-2008).

Tovpiotikd Mépxetivyk (avtodvuvaun dwackario oto Tpqua Epmopiog ko Atagiuiong tov Teyvoloyikon
Exnaudevtikod [6pvpotog ABnvav katd to Akadnuaikd Etn 2005-2006 kot 2006-2007).

Mépxetvyk un Kepdookomkdv Opyovioudv (avtodvvaun dwdackario oto Tunua Epmopiog kot Atenuong
tov Teyvoroywov Exmaidevtucotd [dpvpatog Abnvov katd 1o Akadnuaikd Etn 2005-2006 xor 2006-2007
2003-2004 ko 2004-2005).

Opydvoon ko Awoiknon Emyeipricemv (avtoddvaun dwwackora oto Tpuqua XZvvtipnong Apyototntov Kot

‘Epyaov Téyvng tov Teyvoroyuot Exroadevtikov [6pdpatog AOnvov katd to Akadnpaixd Etog 2003-2004).



10.

11.

12.

13.

14.

5. AHMOZIEYXEIX XE ENIXTHMONIKA IMEPIOAIKA ME KPITEX
Indounas, K. and Roth, S. (2012), “Antecedents and Consequences of Strategic Price Management: An

Analysis in the New Zealand Industrial Service Context”, Australasian Marketing Journal, Vol. 20, No. 2, pp.
113-121.

Indounas, K. and Avlonitis, G. (2011), “New Industrial Service Pricing Strategies and Their Antecedents:
Empirical Evidence from Two Industrial Sectors”, Journal of Business and Industrial Marketing, Vol. 26, No.
1, pp. 26-33 (Impact Factor: 1.000).

Argouslidis, P. and Indounas, K. (2010), “Exploring the Role of Relationship Pricing in Industrial Export
Settings: Empirical Evidence from the UK”, Industrial Marketing Management, Vol. 39, No. 3, pp. 460-472
(Impact Factor: 1.933).

Indounas, K. and Avlonitis, G. (2009), “Pricing Objectives and Their Antecedents in the Services Sector”,
Journal of Service Management, Vol. 20, No. 3, pp. 342-374 (Impact Factor: 1.864).

Indounas, K. (2009), “Successful Industrial Service Pricing”, Journal of Business and Industrial Marketing,
Vol. 24, No. 2, pp. 86-97 (Impact Factor: 1.000).

Indounas, K. (2008), “The Relationship Between Pricing and Ethics in two Industrial Service Industries”,
Journal of Business and Industrial Marketing, VVol. 23, No. 3, pp. 161-169 (Impact Factor: 1.000).

Avlonitis, G. and Indounas, K. (2007), “An Empirical Examination of the Pricing Policies and Their
Antecedents in the Services Sector”, European Journal of Marketing, Vol. 41, No. 7/8, pp. 740-764 (Impact
Factor: 0.781).

Avlonitis, G. and Indounas, K. (2007), “Service Pricing: An Empirical Investigation”, Journal of Retailing and
Consumer Services, Vol. 14, No. 1, pp. 83-94.

Avlonitis, G. and Indounas, K. (2006), “Pricing Practices of Service Organizations”, Journal of Services
Marketing, Vol. 20, No. 5, pp. 346-356 (Impact Factor: 0.659).

Indounas, K. (2006), “Making Effective Pricing Decisions”, Business Horizons (Impact Factor: 1.416), Vol.
49, No. 5, pp. 415-424.

Avlonitis, G. and Indounas, K. (2006), “How Are Prices Set? An Exploratory Investigation in the Greek
Services Sector”, Journal of Product and Brand Management, Vol. 15, No. 3, pp. 203-213

Skouras, T., Avlonitis, G. and Indounas, K. (2005), “Economics and Marketing on Pricing: How and Why Do
They Differ”, Journal of Product and Brand Management, VVol. 14, No. 6, pp. 362-374.

Avlonitis, G. and Indounas, K. (2005), “Pricing of Services: An Empirical Analysis from the Greek Service
Sectors”, Journal of Marketing Management, Vol. 21, No. 3-4, pp. 339-362.

Avlonitis, G., Indounas, K. and Gounaris, S. (2005), “Pricing Objectives Over the Service Life Cycle: Some
Empirical Evidence”, European Journal of Marketing, Vol. 39, No. 5/6, pp. 696-714 (Impact Factor: 0.781).



15.

16.

17.

10.

11.

Avlonitis, G. and Indounas, K. (2005), “Pricing Objectives and Pricing Methods in the Services Sector”,
Journal of Services Marketing, Vol. 19, No. 1, pp. 47-57 (Impact Factor: 0.659).

Avlonitis, G. and Indounas, K. (2004), “The Impact of Market Structure on Pricing Objectives of Service
Firms”, Journal of Product and Brand Management, VVol. 13, No. 5, pp. 343-358.

Papastathopoulou, P., Avlonitis, G. and Indounas, K. (2001), “The Initial Stages of New Service Development:
A Case Study From the Greek Banking Sector”, Journal of Financial Services Marketing, Vol. 6, No. 2, pp.
147-161.

6. AHMOZXZIEYYEIY ¥XE TPAKTIKA YXYNEAPION ME KPITEX

Indounas, K. (2013), “The Antecedents of Strategic Pricing and Its Effect on Company Performance in
Industrial Service Industries”, AMA Summer Marketing Educators’ Conference, Boston, USA.

Indounas, K. (2013), “The Antecedents of Strategic Pricing and Its Effect on Company Performance”, World
Marketing Congress, University of Monash, Melbourne, Australia.

Indounas, K. (2012), “Strategic Price Management in Industrial Service Industries”, Academy of Marketing
Annual Conference, University of Southampton, Southampton, UK.

Indounas, K. and Roth, S. (2010), “Antecedents and Consequences of Strategic Price Management in New
Zealand Service Industries”, 39" EMAC Conference, Copenhagen Business School, Copenhagen, Denmark.
Indounas, K., Avlonitis, G. and Argouslidis, P., (2009), “Pricing Objectives and Their Antecedents in the
Services Sector”, Academy of Marketing Annual Conference, Leeds Metropolitan University, Leeds, UK.
Argouslidis, P., Indounas, K., Baltas, G. and Mavrommatis, A. (2008), “An Empirical Investigation Into the
Concept of Relationship Pricing in an Industrial Export Context”, AMA Summer Marketing Educators’
Conference, San Diego, USA.

Indounas, K., Avlonitis, G. and Haghirian, P. (2007), “New Product Pricing Strategies and their Antecedents in
the Japanese Industry”, 36™ EMAC Conference, University of Reykjavik, Reykjavik, Iceland.

Vidalis, M., Lymperopoulos, C. and Indounas, K. (2007), “Coordinated Optimal Pricing to Maximize Total
Profits Within a Supply Chain Constituted by Two or More Members”, 1* Biannual International Conference
on Strategic Developments in Services Marketing, University of the Aegean, Chios, Greece.

Avlonitis, G. and Indounas, K. (2005), “Pricing Research and Pricing Objectives in the Services Sector”, 34"
EMAC Conference, University of Bocconi, Milan, Italy.

Avlonitis, G. and Indounas, K. (2004), “Market Structure and Pricing Information in the Services Sector”, 33rd
EMAC Conference, University of Murcia, Murcia, Spain.

Indounas K. and Avlonitis G. (2003), “Pricing Objectives and their Relationship with the Stage of the Product
Life Cycle: Some Evidence from the Service Sector”, 32nd EMAC Conference, University of Glasgow,

Glasgow, Scotland.



12. Indounas K. (2002), “An Empirical Research on the Pricing Practices of Greek Service Organizations”, 15th

=

-

EIASM/EMAC Colloguium for Doctoral Students in Marketing, University of Minho, Braga, Portugal.

7. BIBAIA
[TaraPacireiov, N. kot 'Hvrovvag, K. (2005), H Twoloyioxy Ztpotnyixn e Emiyeipnong, Ztapoving, Adnva.

8. KE®AAAIA XE BIBAIA

‘Hvtouvag, K. (2010), «Aettovpyia Mdpketivyk», o oiafod, E. ko Kvprokidov, O., Mdvarluevr: Etoipixéc

Aerrovpyies, Kepahawo 3, oeh. 80-121, Rosili, A6fvo.

9. NANEHNIXTHMIAKEY YHMEIQXEIX

Papavasiliou, N. and Indounas, K. (2007), International Pricing, European Postgraduate Program in
International Marketing, European Union’s Socrates Program.

[MomaPacireiov, N. kow ‘Hvrovvag, K. (2005), H Twoloyioxn Zrpotnyikn s Emiyeipnong, Ouwovopuxo
[Mavemomuo Anvav, Abnva.

10. AHMOZXIEYXEIY YXTON HMEPHXIO KAI NEPIOAIKO TYIIO

‘Hvtouvag, K. (2011), «H 'Evvown g Ztpatnywkng Tipordynong», Emiotnuoviko Mapretivyk, Tebyog 88,
AexéuPprog, oer.59-61, Tevyog 1366, Askéuppiog, oel. 59-61.

‘Hvtouvag, K. (2011), «H Enpoacia g Ztpatnyikng Avipuetdniong g THoAOYlokNG XTpatnyiknoy,
Marketing Week, Tevyog 1366, Aekéupproc, oel. 20.

"Hvtouvag, K. (2010), «Anpdcia Yyeia ko Owovopkn Kpion», 44ua Yysiog, Tevyog 8, POwvomwpo, cel. 16.
‘Hvtouvag, K. (2009), «Amotedespoatiky Tywoddynon Ilpoidovimv Private Labels», Self Service, Tevyog 382,
Maptiog, oeh. 50-51.

‘Hvtouvag, K. (2008), «Tt Inuaiver OloxAnpouévn Zrpotnywn Tyordynongy», Self Service, Tevyog 370,
Defpovdproc.

‘Hvtouvag, K. (2007), «<H Movtépva MéBodoc Tywordynong tov Private Labels», Self Service, Tevyoc 367,
Noéuppiog, oe. 78.

‘Hvtouvag, K. (2007), «O Ztpatmykog Xepiopog tov Iopandvav tov Ileddtn», Self Service, Tevyog 365,
YentéuPprog, oeh. 72-74.

[MomaPacireiov, N. ka1 "Hvtovvag, K. (2005), «Emkivovves or Amhég MéBodotl TipoAdynong», Navteumopixn, 5
TovAiov 2005, ocegh. 8-9.

[Momapacireiov, N. kot Hvrouvog, K. (2005), «Ilog Avrihappdvovtor ot Katavaiwtég tig Tuéoy,

Noavteumopixn, 16 NoguBpiov 2005, oegh. 51.



11. ETEPOANA®OPEX

1 onpocigvon 5.2 éyet yivel n akdAovdn avapopd:

1.

Terzi, M. C., Sakas, D. P. and Seimenis, 1. (2012), “Pricing Strategy Dynamic Simulation Modeling within the
High-Tech Sector”, Key Engineering Materials, Vol. 495, pp. 167-170.

1 onpocigvon 5.3 et yivel n akdAovOn avapopd:

1.

Formentini, M., Romano, P. and Bortolotti, T. (2011), “Managing Pricing in a Supply Chain Perspective”,
POMS 22" Annual Conference, Reno, Nevada, USA, 29 April-2 May.

Roine, H., Sainio, L. M. and Saarenketo, S. (2012), “Export Channel Pricing Management for Integrated
Solutions”, Journal of Business Market Management, Vol. 5, No. 3, pp. 195-214.

21 ompocigvon 5.4 éyet yivel n axdAovdn avagopd:

1.

Lepmets, M., Cater-Steel, A., Gacenga, F. and Ras, E. (2012), “Extending the IT Service Quality Measurement
Framework Through a Systematic Literature Review”, Journal of Service Science Research, Vol. 4, No. 1, pp.
7-47.

Nunes, M.C., Serrasquiero, Z., Mendes, L. and Sequeira, T.N. (2010), “Relationship between Growth and R&D
Intensity in Low-Tech and High-Tech Portuguese Service SMEs”, Journal of Service Management, Vol. 21,
No. 3, pp. 291-320.

Winter, S.S. and Sundqvist, S. (2010), “New Product Pricing Strategies for Network Effects Products: Free
Products?”, International Journal of Technology Marketing, Vol. 5, No. 3, pp. 250-271.

21 ompocigvon 5.5 éyet yiver n axdAovdn avapopd:

1.

Becerra, M., Santalo, J. and Silva, R. (2012), “Being Better vs. Being Different: Differentiation, Competition
and Pricing Strategies in the Spanish Hotel Industry”, Tourism Management, VVol. 34 (February), pp. 71-79.
Reen, N., Hellstrom, M. and Windischhofer, R. (2010), “Identifying the Challenges for Pricing Industrial
Services: A Service Development Perspective”, 11" International Research Seminar in Service Management,
La Londe Les Maures, France, 25-28 May.

Roll, O. (2009), “Pricing Trends from a Management Perspective”, Journal of Revenue and Pricing
Management, Vol. 8, No. 4, pp. 396-398.

Sharma, A. (2011), “Are Pricing Policies an Impediment to the Success of Customer Solutions?”, Industrial
Marketing Management, Vol. 40, No. 5, pp. 723-729.



> dnuocievon 5.7 £govv yivel ot akOAovBEC avapopEc:

1.

10.

11.

12.

Becerra, M., Santalo, J. and Silva, R. (2012), “Being Better vs. Being Different: Differentiation, Competition
and Pricing Strategies in the Spanish Hotel Industry”, Tourism Management, VVol. 34 (February), pp. 71-79.
Cai, Y. and Chen, W. (2008), “General Service Pricing Strategies Research Based on Dynamic Stochastic
Wealth Model”, 2008 International Conference on Service Systems and Service Management, Melbourne,
Australia.

Harrison, R.L. and Reilly, T.M. (2011), “Mixed Methods Designs in Marketing Research”, Qualitative Market
Research: An International Journal, Vol. 14, No. 1, pp. 7-26.

Hiraoka, C. (2009), Technology Acceptance of Connected Services in the Automotive Industry, Gabler,
Wiesbaden, Germany.

Jahnke, H. and Martini, J.T. (2009), “Lower Price Limits for Flat-Fee Service Contracts Under Risk”, X.
Symposium Okonomischen Analyse Der Unternehmung, German Economic Association of Business
Administration, Germany.

Lukassen, P.H. and Wallenburg, C.M. (2010), “Pricing Third-Party Logistics Services: Integrating Insights
from the Logistics and Industrial Services Literature”, Transportation Journal, VVol. 49, No. 2, pp. 25-43.
Martinez, M.E.A., Borja, M.A.G., Jimenez, J.AM. and Trinquecoste, J.F. (2011), “Yield Management and
Consumer Price Perception on the Internet”, African Journal of Business Management, Vol. 5, No. 23, pp.
9779-9786.

Martinez, M.E.A., Borja, M.A.G., and Jimenez, J.A.M. (2011), “Yield Management As a Pricing Mechanism”,
Review of Business Information Systems, Vol. 15, No. 5, pp. 51-60.

Rondan-Cataluna, F. J. and Diaz, I.M.R. (2012), “Segmenting Hotel Clients by Pricing Variables and Value for
Money”, Current Issues in Tourism, Vol. 15 pp. 1-12.

Selmi, N. (2010), “Effects of Culture and Service Sector on Customers’ Perception of the Practice of Yield
Management”, International Journal of Marketing Studies, Vol. 2, No. 1, pp. 245-253.

Sirieix, L., Remaud, H., Lockshin, L., Thach, L. and Leas, T. (2011), “Determinants of Restaurants’
Owners/Managers Selection of Wines to Be Offered on the Wine List”, Journal of Retailing and Consumer
Services, Vol. 18, No. 6, pp. 500-508.

Zielke, S. (2010), “How Price Image Dimensions Influence Shopping Intentions for Different Store Formats”,

European Journal of Marketing, Vol. 44, No. 6, pp. 748-770.

>t dnpocigvon 5.8 éyxet yivel 1 akdAovdn avagopd:

1.

Lukassen, P.H. and Wallenburg, C.M. (2010), “Pricing Third-Party Logistics Services: Integrating Insights

from the Logistics and Industrial Services Literature”, Transportation Journal, VVol. 49, No. 2, pp. 25-43.



2.

Polo-Redondo, Y., Bordonaba-Juste, V. and Palacios, L.L. (2011), “Determinants of Firm Size in the Franchise
Distribution System: Empirical Evidence from the Spanish Market”, Transportation Journal, Vol. 45, No. Y,
pp. 170-190.

Thomas, J.L., Cunningham, B.J. (2009), “Clients’ Satisfaction with Monopolistic Services and Commitment to
the Organization: A University Context”, Journal of Marketing for Higher Education, Vol. 19, No. 2, pp. 179-
190.

> dnuooievon 5.9 £yovv yivel ot akOAOLOEG ovOPOPEG:

1.

10.

11.

Cherubini, S., lIasevoli, G. and Lauretta, G. (2007), “Events Ticketing Management: The Case of the Olympic
Winter Games Torino 2006 and the Fifa World Cup Germany 2006, Marketing Trends in Europe Conference,
European School of Management, Paris, France.

Dacko, S.G. (2012), “Time-of-Day Services Marketing”, Journal of Services Marketing, Vol. 26, No. 5, pp.
375-388.

Deo, P. and Penkar, S. (2010), “Peering into Cost Layers for Pricing Products”, Journal of Corporate
Accounting and Finance, Vol. 21, No. 3, pp. 3-5.

Ghauri, S.M.K. and Qambar, A.S.O. (2012), “Rewards in Faith-Based vs Conventional Banking”, Qualitative
Research in Financial Markets, VVol. 4, No. 2/3, pp. 176-196.

Hinterhuber, A. (2008), “Value Delivery and Value-Based Pricing in Industrial Markets”, Advances in Business
Marketing and Purchasing, Vol. 14, pp. 381-448.

Ng, I.C.L. (2009), “A Demand-Based Model for the Advanced and Spot Pricing of Services”, Journal of
Product and Brand Management, Vol. 18, No. 7, pp. 517-528.

Raab, C., Mayer, K. and Kim, Y.S. (2007), “Using Price-Sensitivity Measurements to Establish Menu Pricing:
A Hong-Kong Buffet Restaurant Example”, Proceedings of 2007 International CHRIE Annual Conference, pp.
337-344.

Raab, C., Mayer, K., Kim, Y.S. and Shoemaker, S. (2009), “Price-Sensitivity Measurement: A Tool for
Restaurant Menu Pricing”, Journal of Hospitality and Tourism Research, Vol. 33, No. 1, pp. 93-105.

Raab, C., Mayer, K., Shoemaker, S. and Ng, S. (2009), “Activity-Based Pricing: Can It Be Applied in
Restaurants?”, International Journal of Contemporary Hospitality Management, Vol. 21, No. 4, pp. 393-410.
Virvilaite, R., Saladiene, V. and Skindaras, D. (2009), “The Relationship Between Price and Loyalty in
Services Industry”, Commerce of Engineering Decisions, Vol. 3, pp. 96-104.

Zarina, I.N. and Azizah, A. (2010), “The Association Between Pricing Policies and Objectives of Kuala
Lumpur Hotel Industry”, Unitar E-Journal, Vol. 6, No. 2, pp. 65-77.



> dnuooievon 5.10 €yovv yivel ot axdAovOeg avapopés:

1.

Brewer P.C, Garamoni, M.A. and Haddad, J. (2008), “University Tees: Introducing Fundamentals of
Management Accounting in a Small Business”, Journal of Accounting Education, Vol. 26, pp. 91-102.

Kulmala H.I., Valkokari, K., Ruohomaki, I. and Anttila, J.P. (2007), “From Mass Production to Concept
Development: How to Change Earnings Logics”, 19th International Conference on Production Research, 29
July-2 August, Valparaiso, Chile.

Maddux, R.C., “Pricing Policy: A Tool to Implement Corporate Strategy or a Reaction to Market Pressure”,
Journal of Professional Pricing, Vol. 18, No. 2, pp. 32-38.

1 onpocievon 5.11 €yovv yivetr ot akdAovBeg avapopég:

1.

Alserhan, B.B.A. (2009), “Propensity to Bargain in Marketing Exchange Situations: A Comparative Study”,
European Journal of Marketing, Vol. 43, No. 3/4, pp. 350-363.

Hinterhuber, A. (2007), Pricing Strategies for Multinational Companies in China, Springer, Berlin.
Hinterhuber, A. (2008), “Value Delivery and Value Based Pricing”, Advances in Business Marketing and
Purchasing, Vol. 14, pp. 381-448.

Hulten, P., Vistrom, M. and Mejtoft, T. (2008), “New Printing Technology and Pricing”, Industrial Marketing
Management, Vol. 38, No. 3, pp. 253-262.

Laitinen, E.K. (2009), “From Complexities to the Rules of Thumb: Towards Optimization to Pricing Methods”,
International Journal of Applied Management Science, Vol. 1, No. 4, pp. 340-366.

Laitinen E.K. (2011), “Management Accounting in Pricing Decisions®, In M.G. Abdel-Kader, Review of
Management Accounting Research, Palgrave MacMillan, New York, pp. 311-342.

Lukassen, P.H. and Wallenburg, C.M. (2010), “Pricing Third-Party Logistics Services: Integrating Insights

from the Logistics and Industrial Services Literature”, Transportation Journal, VVol. 49, No. 2, pp. 25-43.

Publication 5.12 has been referred as follows:

1.

Akhter, S.H. (2009), “Niches at the Edges: Price-Value Trade-Off, Consumer Behavior and Marketing
Strategy”, Journal of Product and Brand Management, VVol. 18, No. 2, pp. 136-142.

Fillis, 1. (2012), “The Art of the Entrepreneurial Marketer”, Journal of Research in Marketing and
Entrepreneurship, Vol. 12, No. 2, pp. 87-107.

Inness, M., Barling, G., Rogers, K. and Turfner, N. (2008), “De-Marketing Tobacco Through Price Changes
and Consumer Attempts Quit Smoking”, Journal of Business Ethics, Vol. 77, No. 4, pp. 405-416.

Larson, R. (2007), “Pricing Principles from Psychology for Agricultural Organizations with Market Power”,

American Agricultural Economics Association Annual Meeting, Portland, USA.

10



10.

11.

12.

Lowe, B. and Alpert, F. (2010), “The Relative Influence of Pioneer and Follower Price on Reference Price and
Value Perceptions”, Journal of Product and Brand Management, Vol. 19, No. 7, pp. 504-511.

McKenzie, R.S. (2010), “Predictably Rational?”, in Search for Defenses for Rational Behavior in Economics,
Springer, Heidelberg.

McKenzie, R.S. (2008), Why Popcorns Cost So Much at the Movies: And Other Pricing Puzzles, Springer,
Leipzig.

Munusamy, J. and Hoo, W.C. (2008), “Relationship between Marketing Mix Strategy and Consumer Motive:
An Empirical Study in Major Tesco Stores”, Unitar E-Journal, Vol. 4, No. 2, pp. 41-56.

Myung, E., McCool, A.C. and Feinstein, A.H. (2007), “Understanding Attributes Affecting Meal Choice
Decisions in a Bundling Context”, International Journal of Hospitality Management, Vol. 27, No. 1, pp. 119-
125.

Schiele, H., Veldman, J. and Huttinger, L. (2011), “Supplier Innovativeness and Supplier Pricing: The Role of
Preferred Customer Status”, International Journal of Innovation Management, Vol. 15, No. 1, pp. 1-27.
Sigurdsson, V., Larsen, N.M. and Gunnarsson, D. (2011), “The Behavioral Economics of Neutral and Upward
Sloping Demand Curves in Retailing”, Service Industries Journal, VVol. 31, No. 15, pp. 2543-2556.
Vainauskiene, V. and Vaitkiene, R. (2013), “Brand Vulnerability: Concept and Influencing Factors”, Social
Sciences, Vol. 78, No. 4, pp. 65-74.

1t dnpocigvon 5.13 £yovv yivel ot akdrovbeg avapopés:

1.

Carter, R.E. and Curry, D.J. (2011), “Using Student Choice Behavior to Estimate Tuition Elasticity in Higher
Education”, Journal of Marketing Management, Vol. 27, No. 11/12, pp. 1186-1207.

Heo, C.Y. and Lee, S. (2009), “Application of Revenue Management Practices to the Theme Park Industry”,
International Journal of Hospitality Management, VVol. 28, No. 3, pp. 446-453.

Luders, S., Andren, L. and Mattila, A.S. (2008), “Implementing Services in Pricing Decisions to Enhance the
Customer Relationship: A Framework for Price Setting”, Advances in Doctoral Research in Management, Vol.
2, pp. 129-148.

Lukassen, P.H. and Wallenburg, C.M. (2010), “Pricing Third-Party Logistics Services: Integrating Insights

from the Logistics and Industrial Services Literature”, Transportation Journal, VVol. 49, No. 2, pp. 25-43.

> dnuocievon 5.14 £yovv yivel ot akdAovOeg avopopés:

1.

Eckert, J.A. (2006), “Adaptive Selling Behavior: Adding Depth and Specificity to the Range of Adaptive
Outputs”, Mid-American Journal of Business, Vol. 21, No. 1, pp. 31-40.

Leminen, S., Anttila, M. and Tinnila, M. (2007), “Aligning Pricing with Strategy and Business Model”,
ANZMAC Conference, University of Otago, Dunedin, New Zealand.

11



3.

Leminen, S., Anttila, M., Tinnila, M. and Miikkulainen, K. (2006), “Strategic Pricing in Business
Relationships: Do not Miss the Opportunity to Create Value for the Customers”, ANZMAC Conference,
Queensland University of Technology, Brisbane, Australia.

Lukassen, P.H. and Wallenburg, C.M. (2010), “Pricing Third-Party Logistics Services: Integrating Insights
from the Logistics and Industrial Services Literature”, Transportation Journal, VVol. 49, No. 2, pp. 25-43.
Taher, A. and Basha, H.E. (2006), “Heterogeneity of Consumer Demand: Opportunities for Pricing of
Services”, Journal of Product and Brand Management, Vol. 15, No. 5, pp. 331-340.

> dnuooievon 5.15 €yovv yivel ot akdAoLOEG avapopés:

1.

10.

Babakhan, A.R., Fareghian, M.R. and Ansari, N. (2012), “Presentation of a Fuzzy Cost-Based Model for
Technology Pricing by using Bargaining Theory: A Case Study”, European Journal of Scientific Research,
Vol. 90, No. 3, pp. 398-408.

Beneke, J. (2010), “Consumer Perceptions of Private Label Brands Within the Retail Grocery Sector of South
Africa”, African Journal of Business Management, Vol. 4, No. 2, pp. 203-220.

Boninaite, V. and Motiejuniene, R. (2009), “Electricity Consumer Pricing Methods in Competitive Markets”,
Economics and Management, VVol. 14, pp. 685-691.

Cherubini, S., Iasevoli, G. and Lauretta, G. (2007), “Events Ticketing Management: The Case of the Olympic
Winter Games Torino 2006 and the Fifa World Cup Germany 2006”, Marketing Trends in Europe Conference,
European School of Management, Paris, France.

Cressman, Jr.G.E. (2012), “Value-Based Pricing: A State of the Art Review”, In G.L. Lillien and R. Grewal,
Handbook of Business to Business Marketing, Edward Elgar Publishing, Northampton, pp. 246-274.

Diaz, R.ILM. (2006), “Demand Restrictions in Price-Based Decisions: Managers vs. Consumers”, Journal of
Product and Brand Management, VVol. 15, No. 3, pp. 214-224.

Diaz, R.ILM. (2013), “Price Assessment by Consumers: Influence of Purchase Context and Price Structure”,
International Journal of Consumer Studies, Vol. 37, No. 1, pp. 13-20.

Fatoki, O. (2012), “An Investigation into the Financial Management Practices of New Micro-enterprises in
South Africa.” Journal of Social Sciences and Humanities, Vol. 33, No. 2, pp. 179-188.

Gatsoris, L. (2012), “Competitive Intelligence in Greek Furniture Retailing: A Qualitative Approach”,
Euromed Journal of Business, Vol. 7, No. 3, pp. 224-242.

Hwang, B.N., Tsai, J., Yu, C.H. and Chang, S.C. (2009), “An Effective Pricing Framework in a Competitive
Industry: Management Processes and Implementation Guidelines”, Journal of Revenue and Pricing
Management, On-line publication 13 November 2009.

12



11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22,

23.

24,

Ingenbleek, P. (2007), “Value-Informed Pricing in its Organizational Context: Literature Review, Conceptual
Framework and Directions for Future Research”, Journal of Product and Brand Management, VVol. 16, No. 7,
pp. 441-458.

Ingenbleek, P. and Var De Lans, .A. (2013), “Relating Price Strategies and Price-Setting Practices”, European
Journal of Marketing, Vol. 47, No. %, pp. 27-48.

Kein, J. and Steven, M. (2012), “Industrial Product-Service Systems (IPS?) as an integrative Tool to Combine
Product and Service Parts: Consequences for the Pricing of Services and the Impact of Volatile Revenues on
the Investment Behavior of an IPS-Provider”, Proceedings of the 4th CIRP International Conference on
Industrial Product-Service Systems, Tokyo, Japan, 8-9 November.

Kehagias, J., Skourtis E. and Vassilikopoulou, A. (2009), “Plaiting Pricing into Product Categories and
Corporate Objectives”, Journal of Product and Brand Management, Vol. 1, No. 1, pp. 67-76.

Lansiluoto, A., Back, B. and Vanharanta, H. (2007), “Strategic Pricing Possibilities of Grocery Retailers: An
Empirical Study”, International Journal of Digital Accounting Research, Vol. 7, No. 13-14, pp. 119-150.
Laitinen, E.K. (2009), “From Complexities to the Rules of Thumb: Towards Optimization to Pricing Methods”,
International Journal of Applied Management Science, Vol. 1, No. 4, pp. 340-366.

Lukassen, P.H. and Wallenburg, C.M. (2010), “Pricing Third-Party Logistics Services: Integrating Insights
from the Logistics and Industrial Services Literature”, Transportation Journal, Vol. 49, No. 2, pp. 25-43.
Maelah, R., Amir, A.M., Ahmad, A. and Md Auzair, S. (2012), “Pricing for Educational Programs at Institutes
of Higher Learning”, International Journal of Education, Economics and Development, Vol. 3, No. 3, pp. 264-
287.

Magnusson, M. (2012), “E-Business Model Design and Evaluation: The Pieces Make the Puzzle”, 5"
European Conference on Information Management and Evaluation, University of Insubria, Como, Italy, pp.
303-310.

Owusu-Manu, D.G., Badu, E., Edwars, D.J., Adesi, M. and Holt, D.G. (2012), “Conceptualization of the
Consultancy Pricing Paradox”, Structural Survey, Vol. 30, No. 4, pp. 357-378.

Rao, V.R. and Kartono, B. (2009), “Pricing Objectives and Strategies: A Cross-Country Survey”, in V.R. Rao,
and D.W. Malott, Handbook of Pricing Research in Marketing, Cornell University, Cornell.

Snieskiene, G. and Pridotkiene, J. (2010), “Export Pricing Objectives and Factors Influencing Them”,
Economics and Management, Vol. 15, pp. 248-254.

Truong, Y., Simmons, G., McColl, R. and Kitchen, P. (2008), “Status and Conspicuousness- Are They
Related? Strategic Marketing Implications for Luxury Brands”, Journal of Strategic Marketing, Vol. 16, No. 3,
pp. 19-203.

Winter, S.S. and Sundqvist, S. (2010), “New Product Pricing Strategies for Network Effects Products: Free
Products?”, International Journal of Technology Marketing, VVol. 5, No. 3, pp. 250-271.

13



25. Wong, H., Radel, K. and Ramsaran-Fowdar, R. (2012), Building a Marketing Plan: A Complete Guide,

Business Expert Press, Williston.

26. Zarina, I.N. and Azizah, A. (2010), “The Association Between Pricing Policies and Objectives of Kuala

Lumpur Hotel Industry”, Unitar E-Journal, Vol. 6, No. 2, pp. 65-77.

1 onpocigvon 5.16 €£yovv yivetr ot akdAovBeg avapopég:

1.

Baye, M.R, Gatti, J.R.J., Kattuman, P. and Morgan, J. (2007), “A Dashboard for Online Pricing”, California
Management Review, Vol. 50, No. 1, pp. 202-216.

Oppenheim, P. (2008), “Hedonic Perception and the Development of Competitive Market Structures in Floral
Markets”, European Advances in Consumer Research, Vol. 8, pp. 371-378.

Rentschler, R., Hede, A.M. and White, T.R. (2007), “Museum Pricing: Challnges to Theory Development and
Pricing”, International Journal of Nonprofit and Voluntary Sector Marketing”, Vol. 12, No. 2, pp. 163-173.
Snieskiene, G. and Pridotkiene, J. (2010), “Export Pricing Objectives and Factors Influencing Them”,
Economics and Management, Vol. 15, pp. 248-254.

Taher, A. and El Basha, H. (2006), “Heterogeneity of Consumer Demand: Opportunities for Pricing of
Services”, Journal of Product and Brand Management, Vol. 15, No. 5, pp. 331-340.

1t dnpocigvon 5.17 €yovv yivet ot akdrovbeg avapopés:

1.

Becker, J., Burkhard, W., Breuker, D. and Winkelmann, A. (2010), “Exploring the Status Quo of Business
Process Modeling Languages in the Banking Sector — An Empirical Insight into the Usage of Methods in
Banks”, 21% Australasian Conference on Information Systems, Brishane, Australia, 1-3 December, Paper 8.
Becker, J., Burkhard, W. and Winkelmann, A. (2010), “Transferring a Domain-Specific Semantic Process
Modeling Language — Findings from Action Research in the Banking Sector”, 18" European Conference on
Information Systems, Paper 48.

Becker, J., Burkhard, W. and Winkelmann, A. (2009), “Developing a Business Process Modeling Language for
the Banking Sector: A Design Science Approach”, 15™ Americas Conference on Information Systems, San
Francisco, California, USA, 6-9 August, Paper 709.

Bhatti, M.1., Zafarullah, M., Awan, H.M. and Bukhari, K.S. (2011), “Employees' Perspective of Organizational
Service Quality Orientation: Evidence from Islamic Banking Industry”, International Journal of Islamic and
Middle Eastern Finance and Management, VVol. 4, No. 4, pp. 280-294.

Burkhard, W. and Winkelmann, A. (2011), “A Metamodel-Based Perspective on the Adaptation of a Semantic
Business Process Modeling Language to the Financial Sector”, 44™ Hawaii International Conference on

System Sciences, Hawaii, USA, 4-7 January, pp. 1-10.

14



Megicks, P., Mishra, A. and Lean, J. (2005), “Enhancing Microfinance Outreach Through Market-Oriented
New Service Development in Indian Regional Rural Banks”, International Journal of Bank Marketing, Vol. 23,
No. 1, pp. 107-126.

Ozdemir, S., Trott, P. and Hoecht, A. (2007), “New Service Development: Insights from an Exploratory Study
into the Turkish Retail Banking Sector”, Innovation: Management, Policy and Practice, Vol. 9, No. %, pp.
276-291.

Rajatanavin, R. and Speece, M. (2004), “The Sales Force as an Information Transfer Mechanism for New
Service Development in the Thai Insurance Industry”, Journal of Financial Services Marketing, Vol. 8, No. 3,
pp. 244-258.

Weiss, B., and Winkelmann, A. (2011), “A Metamodel Based Perspective on the Adaptation of a Semantic
Business Process Modeling Language to the Financial Sector”, 44th Hawalii International Conference on

System Sciences, Hawaii, USA, 4-7 January, pp. 1-10.

12. EPEYNHTIKA [TIPOI'PAMMATA
«PRIMA: Program in International Marketing», Evponoaiki 'Evoon, 2005.

«Epegvva kor Merétn tov Ilepidriovioc Metagpopdv otov Afova AOnvav-Oeccarovikngy, Opyavicuoc
Z1ompodpopwv EArddog (OXE), 2003.

«Merém-Epevva Kataypapng g Ateicovong tov [poktikav tov Hiektpovikov Emiyepeiv otic Meydreg
EMnvikég Emyeipnoeig péow Emavoinmrikaov Xvvevtedéemv oe Avotota Xtedéym [Tinpoepopikng», EBvuco
Aiktvo ‘Epevvag ko Teyvoroyiag (EAET), 2003.

«Bapdpetpo Ikavoroinong [Moitwvy, Yrovpyeio Epyaciag, 2002.

«Merét Amotdnwong ko Emmtdoceov tov Awtdov Awvopng kot Ioicewv otov Topéa Epmopiog
Ahevtikov [poidviovy, Yrovpyeio I'ewpyiog, 2001.

«Merém ‘Epevvag kot Ztpatnyikng Avantuoéng Ayopdg Xpvooh Oomyov»n, Opyaviopog TnAemikowvoviomv
EXradog, 2000.

«Xpnon Ilponyuéveov Egappoydv Tniepatikhg yuoo ™ Awéoywyn E&etdosov kot v A&oddynon tov
Exnowevopevov oe Tlepiparirovia Tniekmaidevong pécw Internety, T'eviky Ipappateic ‘Epevvag kot

Teyvoroyiag (I'TET), 2000.

13. AOIIEX AKAAHMAIKEY APAXTHPIOTHTEX

Méroc tov Editorial Review Board tov d1eBvoic emotnuovikod meprodikod Journal of Product and Brand
Management.
Session Chair ota mhaicta Tov Siebvoic emotpovikod cuvedpiov 35" Emac Conference, Athens 2006 (Panels:

“Marketing of Public and Non-Profit Organizations”, “Pricing and Financial Issues in Marketing”).

15



Ad hoc reviewer 6to €610 GLVESPLO TTOL dropyavavel | Evporaiky Akadnuio Mapketivyk.

YoppeToYN o€ TPpIEAElg emTponég emiPAeyng ddakTopIKdV droTpPdv oto Tunpa Mdapketivyk Ko Emuowvoviog
oV Owovopkov [Tavemotuiov ABnvav kot o€ pia tov Tpunpatog Mapketvyk kot Aloiknong Agttovpyldv Tov
[Mavemompiov Maxedoviag.

Enipreyn petamtuylokdv datpipodv oto mAaicto tov Tpoypappdtov «Program in International Marketing» kot
«Mapretvyk ko Emkowvovia pe Néeg Teyvoloylegy, mov dopyavdvovior amd 1o Tunua Mdapketivyk kot
Enwowoviag tov Owovoutkov Iavemotnpion AOnvaov.

Oukia 670 3° Zoumdcto g EMnvikfc Akadnuioc Mapketvyk pe 0éua «Atatnpdvtog v oo g vanpesiog
HEG® TOV OTOTEAEGLLOTIKOV YEPIGLOV Topardvmvy o Mdio tov 2007.

Ouhic otmv 1" Hpepida tov tufuatog Mdpketivyk kot Awiknong Asgirovpyidv tov Ilavemotnuiov
Moxedoviag pe 0épa «ZOyypoveg TACELS OTO HAPKETVYK: GOe@PNTIKEG TPOCEYYIOELS KOl TPOKTIKEC) TO
Agxépppro oo 2011.

Méhog ¢ Evpomraikng Axaonpiog Mdapketivyk.

Méroc g EAAnvikng Akadnpioc Mapketivyk.

14. EPTAYIAKH EMITEIPIA

2000-2006: Epgvvntig-Zoppoviog Emyelpnocmv (eAe0Bepog emaryyeipatiog).
2006-Xfuepa: Xvvepyacio pe 01apopovg opyavicpovg (.. OITAIL, EXinvikn ‘Evoon Tpaneldv, Alpha Bank)

o€ EMNESO EMUOPPOONG TOL AVOPOTIVOV dVVOUIKOV G€ OEUATO LAPKETIVYK .

15. MPOXQIIKEY ATAKPIXEIX

Ynotpoopio and 1o Kévrpo Owovopikmv Epevvov tig meptddovg lavovapiov 2000-Zentepfpiov 2000 kabhdg kot
and 1o Idpvpa Kpatikav Yrotpopiov tig meptodovg Nogpufpiov 2000-Aekepppiov 2002 pe okomd tn cuyypoen|
™G O1OAKTOPIKNG O TPIPTG.

16. AIOIKHTIKO EPTO

2009-2010: Exmpocwmog tov Tunquotoc Mdpketvyk kot Emikowvoviog tov Owovoutkov IMoavemotnpiov
AOMVaV 611 ZUYKANTO TOL €V AGY® TOVETIGTNUIOL.

2008-Znpepo: ZUUUETOYN OTNV EMITPOM) KOATATAEEOV TOL TUAHATOG Mdpketvyk kot Emuovoviog tov
Owovopuko¥ [Mavemotpiov AOMvaov.

2009-2010: XvppeTOy OTNV EMITPOMN TIGTOTOINGCNG TOL UETAMTUYIOKOD TPOYPAUUOTOS TOL TUNUOTOG
Maprketvyk kot Emikowvoviag tov Owovopukod Iavemiomuiov Adnvov péow tov opyavicpod EFQM.
2007-2008: Zoppetoyn otn GLYYPUEN TOL OTOPAITNTOL VAIKOV ot TAoiclo TG a&loAdYNoNG TOL TUNUOTOG

Mépxetivyk kot Emkowvoviag tov Owovopuko? Iavemommpiov Adnvov and v AAIIL

16



2004-2007: Zvoppetoyn oV €MTPON LVAOTOINONG TOL peTamTuyloakod mpoypdupatog PRIMA tov tunuatog
Mépxetivyk kot Emikowvoviag tov Owovopuko? Tavemiompiov AGnvov.

2004-2006: XZvppetoyn o€ evépyeleg vrrootPENS Tov debBvoig cuvedpiov EMAC, mov mpaypatomomOnke otnyv
ABMva to Mduo tov 2006.

2004-2005: Zvppetoyn oy €MTpon TPOPOANG TOL UETOTTVYIOKOD TPOYPAULOTOS TOV TUNUATOC MApKETIVYK
kot Emucotvaviog tov Owovopkov [avemotnuiov AOnvav.

2003-2004: Xvppetoyx; ot ovyypoen tov newsletter tov tuquoatog Mdapketvyk ko Emikowvoviag tov

Owovopko? IMavemomuiov AGnvov.

17



