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EKITTATAEYYH-ITTYXTA

PhD. Magxetivyk Toogipwv (1999), AgtototéAeto Iavemotnuio @eooadovikng (AIIO), ZxoAn
Fewtexvikwv Emomuwv, Tunua I'ewmnoviag, Topéag Aypotikric Owovoulag, Egyaototo
Eumogiag Ayootwkawv Ilgoidviwyv, Aypotikr)c ITloArtiknic kat Xuvvetawopwv. TitAog
ddakTogknc duxtoPpris: ‘Egevva Ayopdg twv Metamompévawv Tpoidvtwv Podakivwv otnv
Aotixr) ITeproxn) g Oecoaloviknge. oeA. 400.

MSc (Metantuxiako Integrated MSc Aygortikr)g Owcovouiag; 2019) & ITtvxio otnv Aygotikr)
Owovopia (1989). AIIO, XxoAn T'ewtexvikwv Emomuov, Tunua I'ewmoviag, Touéag
Avypotiknc Oucovopiag, Egyaotroto Epmogiag Aypotikwv Ipotovtwv, Aygotikng IToArtukng
kat Zvvetaopwy (5 étn omovdwy, integrated MSc Bdon tov vouov 3231/22.08.2019). TitAog
nroxlaknc dwatoPric: Kootog petamoinong Blopmnxavik@v TEOIOVIWV TOUATAS TOU
TIAQAYOVTAL ATO TN CLVETALQLOTIKT| Blopnxavio Aaykado

IMtvxio Awoiknong lewoyikwv ExpetaAdevoewv (1985). Texvoloywod Exmawdevtikd Tooupa
Oeooadovikng, XxoAr) TexvoAoyilag Tewmoviag, Tunua Awiknone Tewoykwv
ExpetaAAevoewv.

IMtvxio Anuooioygapiag (1986). Kévtoo EAevbépwv DPidocopikwv & Kovwvikwy Lmovdwv
OeooaAovikng (1988) -Idiwtikd KoAAéyio (3 €t omtovdwv)

ZENEXL TAQYYEY

Agwotar (1970-1977 -8 xoovix otic HITA, Columbia Missouri & East Lansing
Michigan:Anpotikd ZyxoAeio kat éva xpovo amd 1o Middle School mouv etvat
avaAoyo e to yvpvdoio). Katoxog Proficiency Tov Michigan (1991) kat Lower tov
Cambridge (1990).

AvyvyAwa:

Chinese: Lroyewddn emkowvwvia (HSK1, HSK2 & HSKK1)

FaAAwka:  Baow emikowvwvia



EINNATTEAMATIKH HPOYITHPEZIA - MH AKAAHMAIKH

2002-2005: ITeoupépeta Kevtowkric Makedoviag, I'ewpyo-otkovopoAdyoc. Kevr) ogyavikr 0éon:
Maoretivyk Ayootikwv ITgoiovtwv. @éon: ALloAoynTr|g Kat emiBewEnTnc.

1999-2001: PEGASUS Atoukr) Emixeignon Marketing,

1991-1997: O KATANAAQTHX - KONSUM - COOP Occoalovikne. KatavaAwtikog

Zuvetaoopog (Zovmep Mdaoket too@ipwy). Avrtikeipevo: YrevOvvn Anupooiwv Lyxéoewv,

YréAdexog Mdoketvyk e Emuxelonong kot AtevOvviowxr ovvta&ng tov meplodkov «O
KATANAAQTHZY».

1983-1990: Xuvetagiopoi kot Brounxavieg (ZEKOBE, OMOXIIONAIA T.X., ETI.XL.
AATKAAA, AMBPOZXIA, MEAIZXA, xd). Avtkeipevo: Tunua paoretivyx & Ilototucdg

éAeyxog

ENNATTEAMATIKH ITPOYITHPEZIA - AKAAHMAIKH

AIOIKHTIKH
30/9/2023- Av*cm@ésf/)@og Tpﬁ HaTog Aloucnfcucﬁg Ermomune xkat TexvoAoyiag (AET), XxoAnc
31/8/2025 Aowxntkng Emomung kat Aoylotikrg AIIO
5/4/2024- MéAoc mpoowovric ouvvéAevong Tunuatoc Aygotiknic BlotexvoAoyiag kat OwoAoylog
31/8/2025 g LxoAn¢ Emotnuwyv lN'ewmoviag kat AaocoAoylag, AITO
2021-2025 Zvvroviotikt) Emtponn} tov IIMX Executive MBA otov Tovptopd Tunpatog Atotkntikr|g
Emiotune kat TexvoAoyiag (AII® & AITTAE).
2024-2005 Zuvvroviotikr) Emrgomt) tov IIMX Executive MBA Tunuatog Aowkntikric Emot)ung kat
TexvoAoyiag AII®.
Yuvroviotikr) Emtoont) tov IIMX Digital Marketing oto tufjpua AET tov AIITAE
2019-2022
(2019-2022).
Koountogag ZyxoAnc Awiknone kat Owovopiag, AteOvég ITlavemotiuio EAAG&dac.
2014-2017 [Tagattnon otig 21 Oktwpeiov Adyw ovykgovone ovppegdvtwy (N. 4485 / 4-8-2017) pe
(20/10/2017) 0¢éom péAovg LEIT oto EAANVIKS Avorxto Havemotruio
Awkpopeg drotkntikég Béoeic OTws YevOLVT N6 KatevOLVvong Marketing tov IIMX MBA
g LxoArc Awiknong kat Owovopiag, tov Turjpatog Awiknong Emixetprjoewv tov TEL
AMO, MéAog g ZuykArtov tov TEI AM®, MéAog tou IetBagyucot ZuppovAiov tov TEI
AMO, MéAog e Oupadac Eowtepuenric A&oAdynong tov Tunuatog Awoiknong
2009-2017 Emixeionoewv (OMEA), AvanAnowpatikd pédoc g Ermutgomic Epevvav  tov

TexvoAoyuwot Exmawevtikov I1dpvpatog AvatoAkrc Makedoviag kat Ooaxng (ranv
TEI KafaAag), ka

AKAAHMAIKH -AIAAKTIKH ITPOYITIHPEXIA

Adaokaliia oe Metantvxiako Igoyoapupa Enovdwv (MIIX)

2013-2025

AITTAE, ATIO® kot TEI AMO, IIMZX: Digital Marketing (2018-2022), MBA kat
Executive MBA (2013-2025), kot Executive MBA Tovoiotikawv Entixetprioewv kot
Ogyaviouwv (2019-2025)




2018-2020 &
2009-2010

2012-2017

2010

2003-2005

EAANviKO Avowkto IMavemotnuio. ZyxoAn Kowwvikawv Zmovdwv, MIIX:
Awoiknon Tovolotkawv Enixeproewv. MéAog LEIT (duxtoég

TEI AvatoAixkne Maxedoviag kot Oodxng, XxoAr) TexvoAoyikwv
Epaouoywv, Tunua Mnxavikwv,
pnaOnuatog, oto MIIE "Kawotouta otnv TexvoAoyia kat Emxelonpatikdtnta’.

HAextooAdywv dwaokaAlax  HooL

AIIO. XxoAn Eruotuav lewmnoviag kat AacoAoyiag, Turua Aacodoyiag kat
Awaxeioiong ITepipdAAovtoc kat Puokwv ITopwv. TIMLE, MSc otn Awatrjonor ko
Amnokatdotaon Xepoalwv Puokwv OooLoTNUATWY.

TEI Adgwoac. XYxoAn Awiknone kat Owovoplag, Tunua Awoiknong xat
Awaxeipiong ‘Eoywv oe ovumoaln pe to Iaveruomjuo Staffordshire tng M.
Boetaviag. Awaokadia oe dvo MIIZ: 1. Master ot Awoiknon Emxeonoewv -
MBA (Master in Business Administration) kat 2. Master otnv Emiotiun g
Atotknong (Master of Science in Management).

Adaokalia oe ITgontvuxiakoé Ipdyoappa Enovdwv (IIIX)

1/9/2025-

3/2024 -
30/8/2025

2019 - 3/2024

2019-
2002- 2017

2005-2019
(May)

2000-2005 &
1990

2001-2003

2000-2002

EPEYNHTIKA IIPOITPAMMATA:

AII®. XxoAn Eruomuav l'ewmnoviag kat AacoAoyiag, Tunua ApmeAovpyiag
kat OwvoAoytac. KaOnynrowx Mdoxetivyk

AIIO, XxoAr) Aowntkrc Emotnung kat Aoywotiknic Tunuatog Aowntkng
Emomung kat TexvoAoyiag (AET). Kabnyntowx Magketivyx

AIITAE. XxoAn Owovopiag kat Awoiknong, Tunua Aowntiknc Eriomung kat
TexvoAoytac. KaOnynrowx Maoxetivyk

EAANViIK6 Avowkto TMavemotruo (EATIT). YxoAn) AvOowriotikawv Lmovdwv,
Tunua Awotknong Enixeorjoewv. MéAog ZEIT (Zvvepyalopevo Emotnuovico
[Tooowmko). Oepatucés Evotnrec: Marketing I (2002-2003; 2004-2010; 2019--) &
Marketing II (2002-2004; 2010-2017).

TEI AvatoAwkr)c Maxedoviag kot @oaxkng (EMaTTech)- mownv TEI
KapaAag. ZxoAn Awoiknong kat Owovoulag, Tunua Awiknong Emixepnoewv,
katevOvvon Mdagketivyk. Kabnyntouwx Mdaoketvyk (2012-2019) & AvamA.
KaOnyntowx Magketivyk (2005-2012)

TEI @eooalovikng. YxoAr Awiknong kat Owovopliag, Tunua Epmnogiag kat
Awxrjuionge. Emotnuovikog ouveQyatng pe mANQrn meooovta.

Anuoxpitelo Ilavemotnuio Opdkne. YxoAn Emomuav Tewmoviag kat
AaocoAoylag, Tunua Aygotikric Avantvéng. IT.A. 407/80 otn Pabuida tov
Enikovpov KaOnyn)

TEI Avtikng Makedoviag, mapdotnua PAwowvag, Tunua Eumogiag wat
[Towotkov EAéyxov Aypotwkawv Igoiovtwv. Emotnuovikds ocvveQyatng e
TIAT)ON TEooOVTA.

2005-2023: YUPMETOXT] O  OLXPOQA  EQEVVITIKA

TEOYQAUMATR, OTws TO terroir Agapag (kwdwog éoyov: T2EAK-02974 Drama terroir), to
Eoyaotrowo Otvov, to INTERREG V-A EAAAAA - BOYAT'APIA 2014-2020, to INTERREG III:
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OAokAnowon Tov  eAANVOPOLAYaQIKOU TOLELOTIKOV TEOIOVTOS, Egevvntikd ‘Egyo Ttovu
Ymovpyeiov ITawetag kat g Ievikng F'oappateiag Néag I'evidg, Ekmadevt|g Egyov, To éoyo
EPEAEK II yix v nAexktooviky) padnom, to Egevvnrued ‘Eoyo: Tlagayovteg EmiAoyrg
ToameCwv kat Ikavormoinon KatavaAlwtwv omv moAn e KaBarag kar A&oAdynon
[TeAatwv g Ekdvag Xovmep Mdaoket otnv moAn g KapdAac.

AKAAHMAIKO AHMOZXIEYMENO EPTO

ITeprodika/Evvédola Number
SCOPUS ITeprodikd kat Zuvédoa (oto SCOPUS +mpooexty) 76 (74+2)
[Tegrodika oto Web of Science (Clarivate IF) 21
ITegrodikax CABS/ABS (Journals: CABS/ABS: 1*-3%) 10
[Tegrodika ABDC list (Journals) 14
[Teproduca SJR list (Journals) 35
ITeproduca SSCI/ SCI (Conferences) 8
[Tegrodka dLeOvn) pe cvoTNUA KQLTWV 60
BipAlx

KepdAawx oe BiBAla

ApBpa oe oepéc BLpAlwy 37
ErpéAeix BipAiov 1

Adaxtooikn) Awatoipr): Kapevidov, Ewp. (1999). Egevva Ayopdc twv Metamompévwv
ITooldvtwv Poddkivwv otnv Aotk Ilegroxr) g Oecooatovikne. Awaxtooukr| datoipn, AIIO
LxoAn Tewtexvikwv Emuomuov, Tunua Tewmoviag, Touéac Aypotikng Owovopiag,
Eoyaotroo Epmogiag Aypotikwv Ilgoidviwv, Aypotiknc TToArtikng kat XuvetaQopwy,
OeooaAovikn (0eA.400).

ABoa o¢ d1eBvn mepLodika: 60:
SCOPUS= 35; CABS/ABS (1*-3*) = 10; SSCI/SCI=21- Evdeiktika:

1. Vassilikopoulou, A., Kamenidou, I., & Priporas, C. V. (2024). Negative Airbnb reviews: an
aspect-based sentiment analysis approach. EuroMed Journal of Business, 19(2), 191-207.
(CABS: 1%; IF= 4.6; Scopus: 12.4; ABDC-JQL list: C*; SCIMAGO]JR, CABS, EconLit)

2. Priporas, C. V., Nagarajan, D. V., & Kamenidou, L. E. (2023). A technology-people-integrated
toolkit for retail care management during a crisis. Journal of Retailing and Consumer
Services, 73, 103304. (IF=13.1; SCOPUS: 22.7; SJR: 3.439; SNIP:2.992; ABDC List: A;
SCIMAGOJR: Q1) (CABS-ABS; REPEC; SNIP; SCOPUS; SSCIE; WHO COVID-19 Research
Database)

3. Priporas, C.-V., Vellore-Nagarajan, D. and Kamenidou, I.(E). (2022). Stressful eating
indulgence by generation Z: a cognitive conceptual framework of new age consumers’
obesity. European Journal of Marketing, 56 (11):2978-3006. https://doi.org/10.1108/E]M-06-
2021-0386 (CABS: 3%; IF=5.181; Scopus: 8.1; ABDC list: A*; SCIMAGOJR: Q1)
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https://doi.org/10.1108/EJM-06-2021-0386
https://doi.org/10.1108/EJM-06-2021-0386

Stavrianea, A. and Kamenidou, I. (E) (2022). Memorable tourism experiences, destination
image, satisfaction, and loyalty: an empirical study of Santorini Island. EuroMed Journal of
Business 17 (1), 1-20. ((CABS: 1%; IF= 5.2; Scopus: 6.8; ABDC-JQL list: C*; SCIMAGOJR,
CABS, EconlLit).

Kamenidou, LE., Stavrianea, A., & Liava, C. (2020). Achieving a Covid-19 Free Country:
Citizens Preventive Measures and Communication Pathways. International Journal of
Environmental Research and Public Health, 17(13), 4633 (SCOPUS: 8.5; SNIP: 1.219;
SJR:0.919) (SCOPUS, SNIP, SJR; ProQuest, WHO COVID-19 Research Database).

Amanatidis, D., Mylona, I., Mamalis, S., & Kamenidou, I. E. (2020). Social media for cultural
communication: A critical investigation of museums’ Instagram practices. Journal of
Tourism, Heritage & Services Marketing, 6(2), 38-44. (SCOPUS: 5.8; SJR: 0.434; SNIP:0.761)
(SCOPUS; SJR; SNIP; SSRN by Elsevier (Social Sciences Research Network; EBSCO)

Priporas, C.V., Stylos, N., & Kamenidou, I. (2020). City image, city brand personality, and
Generation Z residents' overall life satisfaction in economic crisis era: Predictors of city-
related social media engagement. Journal of Business Research, 119, 453-463 (ABS/ CABS: 3%;
ABDC: A; IF= 11.3; SCOPUS: 16.0; SJR: 2.895; SNIP:3.238). (CABS-ABS; ABDC List;
SCOPUS; SSCIE; PsycINFO; SJR; SNIP)

Kegpalaia BipAiwv: 6

1.

Mamalis, S., Kamenidou, I, Karampatea, A. Bouloumpasi, E., & Skendi, A. (2024).
Generational Cohort’s Wine Choice: Is Terroir a Significant Factor?. In Business in Uncertainty:
Evolution, Transformation and Adaptation Across Disciplines and Typologies (pp. 203-224).
Cham: Springer Nature Switzerland.

Kamenidou, I., Gkitsas, S., Mamalis, S., Mylona, I, Pavlidis, S., & Stavrianea, A. (2024). The
Effect of Area of Residence and Income on Generation Z Cohort’s Intention to Consume Insects.
In Business in Uncertainty: Evolution, Transformation and Adaptation Across Disciplines and
Typologies (pp. 161-181). Cham: Springer Nature Switzerland.

Kamenidou, I (E), Menexes, G., and Gkitsas S. (2023). Ch 15 Attitudes to sustainable food
consumption (SFC): generational cohort differences, Consumers and food: Understanding and
shaping consumer behaviour (ed. Prof. Marian Garcia Martinez), Burleigh Dodds Science
Publishing, Cambridge, UK (47 pages), https://doi.org/10.1201/9781003477020

Kamenidou, I., Vassilikopoulou, A., and Priporas, CV (2021). New sheriff in town: Discovering
Generation Z as tourists. In Stylos, N., Rahimi, R., and Okumus, B. (Eds), Generation Z
Marketing and Management Tourism and Hospitality, Palgrave Macmillan (pp. 121-140).
Palgrave Macmillan, Cham

Patsala, P., Priporas, CV, Michali, M., and Kamenidou I(E) (2021). Capturing marketing
academics’ conceptions of creativity: teaching practices and challenges in Pantano, E. (Eds),
Greek higher education in Creativity and Marketing: The Fuel for Success. Emerald Publishing
Limited, Bingley, pp. 169-186. https://doi.org/10.1108/978-1-80071-330-720211011
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https://doi.org/10.1201/9781003477020
https://doi.org/10.1108/978-1-80071-330-720211011

6. Kamenidou, I., Rigas, K and Priporas, C.V. (2017). Household behavior on food security during
economic crisis. In G. Mergos and M. Papanastassiou (Eds), Investment and Financing along
Agro-food Value Chains for Food Security and Sustainability, Palgrave, London, pp. 243-261.

ApOopa o¢e oe1éc BBALwV: 37 (SCOPUS). Evdektika:

1. Mamalis, S., Kamenidou, I.(E)., Bouloumpasi, E., and Karampatea, A. (2026). Consumer
attitudes towards visiting a wine destination. 188 th EAAE Seminar “Reorienting agri-food
chains to hinder climate change and food security threats”. Accepted for the Springer’s book
series “Cooperative Management”. (accepted forthcoming) (SCOPUS)

2. Kamenidou, I., Mamalis, S., Stavrianea, A., Mylona, 1., Bara, EZ (2026). Intragenerational
differences in information quality and credibility of Influencer Marketing: Insight from the
generation Z student cohort. In: Kavoura A, et al. (eds) Strategic Innovative Marketing and
Tourism. Springer Proceedings in Business and Economics. Springer, Cham, (accepted
forthcoming) (SCOPUS)

3. Mamalis, S., and Kamenidou, I. (2026). Understanding Generational Differences in Wine
Tourism Motivation: Implications for Targeted Marketing. International Conference on
Applied Economics, (ICOAE 2025). Springer Proceedings in Business and Economics.
Springer, Cham, (accepted forthcoming) (SCOPUS)

4. Bara, EZ, Mamalis, S., Stavrianea, A., and Kamenidou, I. (2026). Teachers Perspectives on
the role of social marketing in Combating school bullying: results from the pilot study. In:
Kavoura A, et al. (eds) Strategic Innovative Marketing and Tourism. Springer Proceedings
in Business and Economics. Springer, Cham, (accepted forthcoming) (SCOPUS)

5. Mamalis, S., and Kamenidou, I. (2026). Understanding Wine Consumer Segments Through
Extrinsic Cues Preference Analysis. In: Kavoura A., et al. (eds) Strategic Innovative
Marketing and Tourism. Springer Proceedings in Business and Economics. Springer, Cham,
(accepted forthcoming) (SCOPUS)

BiBAio : Siomkos, G., Vassiliadis, C., Giovanis, A., Kamenidou, I(E), Karayanni, D., Mamalis, S.,
Boutsouki, C., Salamoura, M., Fotiadis, T. (2025) MARKETING: From Basic Principles to Modern
Challenges. Ed. 1st, Klidarithmos, Athens, ISBN: 978-960-645-650-3] [Xwwukog, I'., Baolewadng, X.,
I'opavng, A., Kaupevidov, E., Kapaywavvn, A., MapaAng, L., Mrmovtoovkn), X., ZaAapovoa, M.,
Pwtiadng, O. (2024). «<MAPKETINI'K: Amo tic Baowéc Apxéc otig Xvyxooveg IpokAnoeig».
‘Exdoon: 1 n, KAEIAAPIOMOZX AOnva, ISBN: 978-960-645-650-3]

EmpéAeia BifAiov: Dibb S, Simkin L, Pride W.M., Ferell O.C (2021). Marketing Concepts &
Strategies. General editing: Kamenidou, Eirini; Kokkinis, George; and Fotiadis, Thomas (Textbook,
p- 948) ISBN: 9789925576388, Broken Hill Publishers (In Greek)

Moaxtika dieBvav ovvedoiwv: 49. Evdeiktika:

1. Mamalis, S., Kamenidou, I.(E)., Karampatea, A., Bouloumpasi, E., and Skendi, A. (2024). Do wine
consumers know the meaning of wine terroir? Preliminary results from ongoing research in Greece.
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Proceedings of the 11th ICCMI (International Conference on Contemporary Marketing Issues), 12-
14 of July 2023 Corfu Greece. (pp. 12-16)

2. Kamenidou, I.(E)., Gkitsas, S., Mamalis, S., Mylona, I., Pavlidis, S., and Stavrianea, A. (2023). Area
of Residence and Income Intragenerational Cohort Differences of Generation Z In Intention to Try
Edible Insects. Proceedings of the EuroMed Academy of Business Conference Book of Proceedings
(Book Series) — ISSN 2547-8516, THE 15th Annual EUROMED Academy of Business (EMAB)
Conference: Sustainable Business Concepts and Practices (pp.282-294) ISBN: 978-9963-711-98-7
(S5CI)

3. Mamalis, S., Kamenidou, I.(E)., Karampatea, A., Bouloumpasi, E., and Skendi, A. (2023). Are
Wine Terroir Characteristics Important? Generational Cohort Differences. Proceedings of the
EuroMed Academy of Business Conference Book of Proceedings (Book Series) — ISSN 2547-8516,
THE 15th Annual EUROMED Academy of Business (EMAB) Conference: Sustainable Business
Concepts and Practices (pp.443-454) ISBN: 978-9963-711-98-7. (SSCI)

4. Mamalis, S; Kamenidou, I(E); Pavlidis, S., Eytixidou, A. (2022). Generation Z knowledge and
purchasing behavior towards products with geographical identification. Proceedings of the 10th
International Conference on ICT in Agriculture, Food and Environment: HAICTA 2022, (SCOPUS),
Vol-3293, p. 332-336. https://ceur-ws.org/Vol-3293/

5. Kamenidou, I.(E)., Stavrianea, A., Mamalis, S., Gkitsas, S., and Pavlidis, S. (2022). Organic food
decision making segmentation: preliminary findings. Proceedings of the EuroMed Academy of
Business Conference Book of Proceedings (Book Series) — ISSN 2547-8516, The 15th Annual
EUROMED Academy of Business (EMAB) Conference: Sustainable Business Concepts and
Practices (pp.462-473) (SSCI)

Avaxowvwoelg o€ dLedvr) ovvEdQLA e TO CVOTNUA KOLTWV : 6
EOvucd Erotnuovucd IMegrodka pe kottég (9)

IMoaxtkd EOvicawv Zvvedotwv: 15

AAAgc dnuootevoeis: 12

AN NN

AKAAHMAIKH ANAI'NQPIXH- YITHPEXTA:

Scholar.google citations:  2267; SCOPUS citations: 957
Author impact: h-index (Scholar Google): 22

Author impact: i10-index (Scholar Google): 36

Author impact: h-index (SCOPUS): 15

A&wAoyntowr Evpwnaikwv kat EAANvikwv xonuatodotovpevwy éoywv amnd to 2014-
2019, Koutrig oe AteOvr) Zuvédoa kat Axadnuaika ITepoodued 6Twe to Journal of Business
Research (JBR), to European Journal of Marketing, Xvv-empeAntc — Luvtaxtikn
Emtpomn) oe akadnuaika meguodikd, Tvppetoxn oe Emotnuovikovg Opyaviopovg -
Etaupetes - Evaoeig kat Kowvowvikr) - Kowvotikn] Zvppetoxn

NN N

7



