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Ap. N swpyia Zouvn

AKadnuaikéG ZTToudEg

MavemoTAuio MNeipaiwg Atrovour): 2011
TuAna Opydavwong & Aloiknong Emixeipnoswyv Babudg: ApioTa
A1ddkTWp ToupioTikoU MapkeTIVYK (Ph.D.)

Tithog AlatpIBrig:  «MdpkeTivyk ToupioTikwv [lpoopicuwyv: Ala@opég EKTipRoswyv Kal
AvTIAQpewv NG TouploTIKAG Eptreipiag petagu EtrayyeApartiwv Kai ToupioTwy»

e Ymorpogpog Tou LK.Y. yia ekrovnaon d10akTopIknG dIaTpIRg

MavemmioTAuio Meipaiwg Atrovour): 2001
TuAna Opydavwong & Aloiknong Emixeiprnoswyv Babudg: ApiaTa
MeTarmrTuxiaké (MBA) - Mavatluevt ToupiopoU (MMVZ.AE.MT)

e YTOTPO®YOG TOU IdpUuparog Adton Kab’ 0An Tn SIGPKEIA LETATITUXIAKWY OTTOUdWV

Oikovouliké Mavemiotuio AGnvwv Attovour): 1998
TuRua MdapkeTivyk & ETTiKOIVWwviag BaBudc: Aiav KaAwg
E1dikeuon: MapkeTIvyk

e YTTOTPO®YOG ToU Idpuparog Adton Kab’ 6An Tn SIAPKEIA TTPOTTTUXIOKWY OTTOUDWV

Akadnuaikég Alakpiocelg

e Best Full Paper Award CHME Conference (University of Strathclyde, 2008)
e Reviewer 0TO European Journal of Marketing (116 T0 2012)
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http://www.linkedin.com/in/georgiazouni

e Reviewer O¢ International Conferences (American Marketing Association, European Marketing
Academy)

e YmeUOuvn kai MéAog Tou Academic Committee Tou Akadnuaikry YTTeubuvog Twv Ogpivv
2 XOAEiWV

1 ZYMMETOXH ZE EPEYNHTIKA 'EPTA

2024 - GreCO - Green Cultural Oases, European Urban Initiative — Innovative Actions - EU
Project Leader- Academic Coordinator
"GreCO" offers innovative and personalized routes and educational programs that actively engage stakeholders.

2023 HORIZON-CSA Project NEXUS-MONARC Duration (months): 36

Proposal title: CAPACITY BUILDING NEXUS FOR MONITORING WATER QUALITY IN MULTI-STRESSOR AREAS: PILOT
STUDY AT THE HELLENIC VOLCANIC ARC.

ETHNIKO KAI KAPODISTRIAKO PANEPISTIMIO ATHINON (NKUA - Coordinator)
Participation as a Team Leader at the WP5: Dissemination and communication of the Project

2022 ENI CBC MED - Project acronym: Med Pearls - Full title: The Mediterranean as an innovative, integral and
unique destination for Slow Tourism initiatives

Participation as Mediterranean Pegional Mentor assigned to coordinate at Mediterranean regional level all the
national mentors to ensure.

2022 ARQpog Mepaid ota mAaiola Tou EM ATTiKA 2014-2020 (e ouyxpnuatoddétnon amd 1o EupwTraikd
Tapueio Mepipepeiakig AvamrTugng — ETIMA).

«YTooTnpIgn yia mn dnuioupyia kai avarTuén Koivotntag MNvwong kai Kaivotopiag yia 1n FaAddia Oikovouia
(KFK-I'O) aTov Meipaid» pe Kwdikd C.894 TToU XpNUaTOdOTEITAI 0TO TTAQIGIO TNG TTPAENG pe MIS 5074954 aTTd TO
Anfuo Mepaid
EmioTnuovikég YreuBuvog Emik. KaOnyntig FaAavég Mewpyiog

Zupucroxn oro [lakéro Epyagiac [1.A.3 - Zrparnyiké 2xédio dSidyvwons Twv avaykwv Tou
mapaywyikou mepiBdAAovrog yia tn FaAddia Oikovouia. Zxediaouds kai YAomoinon lNMpwroysvoug
‘Epsuvag mpog emixeipioeis tng yaAadiag oikovouiag

2020-21 Ytroupyeio NauTiAiag kai NnoiwTtikig MoAITikAg oTo Adaioio Tou véou EZIMA kai Tou EBvikou
TopegakoU Avartrtu§iakou lNMpoypappaTtiopnou.

«EmoTnuovikA YTrooTApign Kal Tekunpiwon Katd Tov oxediaoud Kal TV KATdpTion TOU avaTTTugiakou
TpoypauuaTiopoU Tou Ytroupyeiou NauTiAiag kal Nnoi1wTikng MoAITIkAG pe éugacn otnv OAokAnpwuévn
OaAdaaaoia MoAITIkr kai To Nno1wTIKG XWpo, oTo TTAicIo TNG véag MNMpoypappaTikig Mepidodou 2021-2027»

EmioTnuovikog YreuBuvog Kabnyntrig Kotiog AyyeAog

2upupsroxn w¢ EIdik6¢ orn Ailarumwon mPOoTAOEwY TTOAITIKAS yIia TH Olauépewon ulag
oAokAnpwuévng orparnyikns avamruéng ToU vNOIWTIKOU Xwpou/ Tekunpiwon tng avaykng
S1auopPwWonNg VOGS EMIXEIPNTIAKOU TTPOYPAUUATOS 1)/ KAl XapTo@uAakiou yia ra vnoid kai 1n yaAdadia
oiKkovouia

2020 Emixeipnoiaké Mpoéypappa «MeAomoévvnoog 2014 — 2020» TTOU XpnuarodoTteital amé Tnv
Evpwraiki ‘Evwon - Taueio Mepipepeiaknig Avamrtuéng (ETIMA) kai amré EBvikoug MNépoug.

Y1oépyo 4 ue TiTAo « Epeuveg TTapakoAoUBnang KoIVWVIKO-0IKOVOUIKWY EEEAIEEWVY Kal dnuioupyia wn@iakou
UAIKOU TTpo0oANG Tou TTpoopicpoU MNeAotrdvvncog» Tng Mpdéng ue Titho «Anuioupyia kai diaxeipion
ouoTAUaToG diaxeipiong TTpoopIouoU (DMS) o€ MNepipepelakd eTTITTEOO» Pe KwOIKG MIS 5034540
EmioTnuovikog Yreuluvog Kabnynthg N. MNewpyomroulog

2uppsroxn w¢ EidIko¢ oc  Oéuara  TOUPIOTIKOU  UAPKETIVYK/UAPKETIVYK  TOUPIOTIKWV
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TTPOOPICUWV/WNPIAKOU UAPKETIVYK pE ammodedeIyuévn utreipia otnv 1pirtofabuia ekraidsuon Kai oTo
Xwpo ToU Toupiouou. Zuuustoxn oro [llapadoréo [Nakéro Epyacgiag 3 (I1E3): I.E. 3: Epsuva
oTPATNYIKAS WN@IAKOU UAPKETIVYK KAl ETTIKOIVWVIAS TOU TPONYUEVOU TTEPIPEPEIAKOU OUOTHUATOS
Solaxeipions mpoopiouou (Destination Management System) lNapadoréa ME3 : [13.1 MeAérn orparnyikns
WwneIakou udpKETIVYK

2019-2020 Regio_Gnosis Eupwraiko MNpoéypaupa

Epyo «KENTPO EPEYNQN IMANEMNIXTHMIOY MEIPAIQX» (KEII), ue kwdiko C.491 Kail TiTAO «REGIO
GNOSIS MTN\HPO®OPHZH KAl ENHMEPQZXH» (Ap. ZuuBaong: 4500056417)

EmioTnuovikég YreuBuvog Kabnyntrig Koupepévog ABavdoiog

To Tpdypaupa Regio_Gnosis -« YTTOOTHPIEN LETPWY EVNUEPWONG OXETIKA WE TNV TTOAITIKA ouvoxng TNG EE»(ue
ouvtovioTy 1o [Mavemothwo [Matpwy Kal CUpueTEXovTeG @opeic To MavemoTiuio [Meipaid kal 10
Mapatnpentpio Odikwv Afdvwv AuTikAg EAAGdag kai MeAotrovvAoou (MOAAET) agopd o€ evépyeieg yia TV
BeATiwon TnG evnuépwong TWV TTOMITWV OXETIKA pe Ta £pya TTOU XpnuaTtodoTouvTal atmd Tnv EE kaBuwg kai n
€UQIOONTOTTOINON TOUG YIO TIG ETTITITWOEIG TOUG OTOV KOIVWVIKO KAl OIKOVOWIKG TOpéd, KABWG Kal Tnv
KABNUEPIVOTNTA TWV TTOAITWV.

Zupusroxn w¢ YmeuBuvoc Mdpkerivyk kai Emikoivwviag. Zuppseroxn ora makéra spyaciac D
(Evépyeiec MpoBo0ARS kai AnuooioTnTag ue oroxo tnv svnuépwon Twv Karoikwv 1ng lepipépsiag
Kevrpikn¢ Makedoviag) & E (Evépyesisc MpoBoAng kai AnuooidtnTag ue oroxo TNV evnuépwon Twv
karoikwyv tng lNepipépeiag ATTIKAG).

2018- 2019 ROUTES4U: ZupBouAio Tng Eupwtrng — EE (Council of Europe and the European Union)

To Routes4U egivail £va KoIvo TTpoypapua HeTagl Tou ZupBouliou TNG Eupwtrng kai Tng EupwTraikng Evwong.
To €pyo 30 punvwy (2017-20) oTOXEUEI TNV TTPOWONCN TNG TTEPIPEPEIOKAG AVATITUENG LETW TWV TTOAITIOTIKWV
d1adpouwyv Tou ZupBouliou TnG Eupwttng oTIg TECTEPIG pakpoTTEPIPEPEIEG TNG EE.
e 2019 Zuuueroxn oav Ymeubuvn ZTparnyikng oxediaououU Kal ETWVUUIAS yId TOV TTOAITIOTIKO
TOUPIOUO 8 Ywpwv TNS Adplarikng kai tng loviag pakpo-repioxng.
e 2018 Zuupueroxn w¢ moderator oTO 1st Routes4U workshop in the Adriatic and lonian Macro-region” (6
June 2018, in Venice, Italy)- Preparation of the report following the moderation

2017 Eupwrtraik EmiTpoTrn - Yroupyeio ToupiopoU: ‘Epyo «Texviki Bonfsia yia Tnv utrooTAPIEn
™G MOAITIKAG Kal Tou Xxediaopou Tou Toupiouou yia TNV Tpowdnon Tng BIWOIUNG TOUPIOTIKAG
avarmrTuéng otnv EAAGSa»

Zuupusgroxn oav EmkepaAns ¢ EAAnvikng Oudda¢ ‘Epyou (Greek Component Leader) yia tnv
ToupioTtikn Ekmraidsuon ornv EAAaéa

2017 RIS3 «ZTpatnyiki 'E§utrvng Ege1dikeuong»

To épyo RIS3 Crete TNG «ZTpaTnyIKAG 'ECutivng E&e1dikeuong» tTng Mepipépeiag KpAtng, oto TTAaiolo Tng
«Emmixeipnuatikig AvakdAuwng» (Entepreneurial Discovery) OTOXEUEl va avatiTuXxBouv OUVEPYEIEG yIa TNV
QVATITUEN KOIVOTOUIKWYV EQOPUOYWVY Kal TTPOIGVTWY, pe OTOXO TNV €vioxuon TnG ETIXEIPNUATIKOTNTOG —
QVTAYWVIOTIKOTNTAG.

2upusgroxn oav XuvrovioTng tng &vornrag «Marketing Kal TTpow6non TOUPICTIKOU TTPOIOVTOS» OTN
AiaBouAsuon rou A KukAou rou lMoAiriotikou — ToupioTikoU Touéa

2014-2016 Goals Mpodéypaupa Tng EE - Co-financed by the European Regional Development Fund (ERDF)

To Tpoypauua GOALS oToXeUEl OTNV EQAPUOYN UIOG KOIVAG OTPATNYIKAG YIO TNV EVOWUATWON TOU LOVTEAOU
«OAIknG Alaxeipiong [MoidtnTag» oTNV TOUPICTIK Blounxavia kalr oTn dnuioupyia vEwV TOUPICTIKWV
O1adpOouWY KAl TTAKETWY. ZUUUETOXH OAV EUTTEIPOYVWUOVACS EPEUVITISC OTO TTPOYPAUUA
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2012 DANTE (INTERREG IV) EU

O o16x0¢ Tou DANTE gival va BEATILWOEI TRV OTTOTEAECUATIKOTNTA TWV TTEPIPEPEIOKWY TTOAITIKWYV OTOV TOUED
TNG KAIVOTOMIOG, €VIOXUOVTOG TOV BACIKO pOAO TTou uttopei va diadpauaTioel n Kovwvia Tng TTAnpogopiag
OTNV TOUPIOTIKI) OIKOVOUIO TWV AYPOTIKWY KOI OPEIVIIV TTEPIOXWV.

2upusgroxn ue mapouoiaon oro Workshop, Destination Marketing & Communication Strategies: the case of
Olympia (Greece), EU INTERREG IV Program, Hersonissos, 17-18/5/2012

2004 - 2005 ENEAEK II: «AvartrTtuén, Alaxeipion, NapakoAoudnon tou TraveAAnviou Alaywviouou yia
TNV AVATITUEN ETTIXEIPNUATIKWY OXESiWV»
EmoTtnuovikég Yreuluvog: Kadnyntrg KovbUuAng Epuu

=  AmaoxoAnon oto Ymoépyol «AvatrTugn, Alaxeipion, MNMapakoAouBnon Tou raveAAnviou Alaywviopou

yia TNV avamTugn emixeipnuatikwy oxediwv» (EMEAEK Il). Zuuueroxn oav MéAo¢ ouddac Epyou

2 ENAITEAMATIKH EMMEIPIA

ZYMBOYAIO THZ EYPQIMHZ - EYPQMNAIKH ENITPOMNH
2018- onjuepa
Eidikn Eutreipoyvwuovag 2rparnyikiic Mapketivyk kai Branding Makpo-llepioxwv

= Y1reuBuvn yia xaptoypagenon MNMoAimioTikwy diadpouwv otnv EAAGSa

= YmeuBuvn ZTpatnyikAg oxedliaopou Kal eTTwvupiag (branding Strategy) yia TOV TTOAMITIOTIKO TOUPIOUO 8
Xwpwv TG AdPIATIKAG KAl TNG loviag pakpo-TTePIOXNG, (Expert aTO £€pYO Routes4U)

= YmeuBuvn yia Moderation of Marketing workshop - 1st Routes4U workshop in the Adriatic and lonian
Macro-region” ( 6 June 2018, in Venice, Italy)

» Reports development about marketing and visibility of cultural tourism in macroregions, 2018

YNOYPTEIO TOYPIZMOY - EYPQIMAIKH ENITPOMNH
2017
EmkepaAng tn¢ EAAnvikng Ouddac Epyou (Greek Component Leader)

2YMBOYAOZ ENIXEIPHZEQN 2014 - onpepa
AuroarragxoAouuevog
CVEXPERTS 2YMBOYAOI KAPIEPAX 2007 — onpepa

2uvidpuThHC & Eéwrepik6¢ 20uBoUAOG, https://www.cvexperts.gr/

ZENOAOXEIAKOZ OMIAOZ KOTPETZOZ AE 2010 -
onuepa
Méroxog & EEwrepikd¢ ZUuBouAog

= Métoxog & AlateAécaoa Méhog AZ

= Juvelo@opd wgs ZupBoulog MapkeTivyk o€ Opiho 3 Eevodoxeiwv otnv Apxaia OAupuTia.

WURTH EAAdag AE 1999- 2010
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https://www.cvexperts.gr/

2TéAgxo¢ Tunuaro¢ Marketing
»  AmaoxoAnon ue ocuuBacn aopiotou xpovou o€ Mepuavikr MoAuebvikr ETaipia.

3 XZYITPAO®IKO EPI'O - AHMOZIEYZEIZ

ETepoava@opég (Citations/ Scientific Impact)
Emkaipotroinuévn AioTta eTepoavag@opwyv diaBéaiun oTnv I0TooeAida:

https://scholar.google.com/citations?user=IXU 9KIAAAAJ&hl=en

Google Scholar h-index: 6, Citations: 234, h- index: 4 (1 louviou 2024)

A. Anpooiguocig o€ AieBviy EtTrioTnpovikd MNep1odikd (pe agioAdynon armd
KpiTéqg)

Al11l. Zouni, G. Hatzimarinakis, S., & Varelas, S. (2022). Tourism Observatories for measuring the
COVID-19 impact on tourism. Journal of Sustainability and Resilience, 2(1), 2.
https://digitalcommons.usf.edu/jsr/vol2/iss1/2

A10. Lykoudi, D. M., Zouni, G., & Tsogas, M. M. (2022). Self-love emotion as a novel type of love for
tourism destinations. Tourism Geographies, 24(2-3), 390-411. [Impact Factor: 9.8]
https://www.tandfonline.com/doi/abs/10.1080/14616688.2020.1765009

A9. Zouni, G., Nasiou, P. M., Georgaki, |., & Kapetanaki, E. (2021). COVID-19 impact on tourism:
Measuring similarities and differences on tourists and tourism businesses’ perceptions. Tourism
and Heritage Journal, 3, 61-93.
https://revistes.ub.edu/index.php/tourismheritage/article/view/37446

A8. Pytharoulakis, M. & Zouni, G., (2020). Lobbyscape: a framework about the effect of hotel lobbies’
atmospheric elements on customer satisfaction. Research in Hospitality Management [ISSN:
2224-3534 EISSN: 2415-5152, Taylor & Francis Publications]

A7. Lykoudi, D. M., Zouni, G., & Tsogas, M. M. (2020). Self-love emotion as a novel type of love for
tourism destinations. Tourism Geographies, 1-22. [ISSN: 1461-6688 (Print) 1470-1340 (Online),

Routledge, ABS 2%, ABDC A, 2019 Impact Factor 3.159]
https://doi.org/10.1080/14616688.2020.1765009

A6. Zouni, G., Markogiannaki, P., and Georgaki, |. (2020). Examining the interrelation of destination
image, event image and satisfaction for sports mega-events: the case of Athens Classic
Marathon-The Authentic. Tourism Economics, p.1-16 (SAGE, ABS 2*, ABDC A)

https://doi.org/10.1177/1354816619898074

A5. Zouni, G., Tsogas, M., and Lykoudi, D. (2019) Examining the Relationship between Customer Value
- Encounter Satisfaction - Overall Satisfaction in Tourism Destinations. International Journal of
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https://scholar.google.com/citations?user=IXU_9KIAAAAJ&hl=en
https://www.tandfonline.com/doi/abs/10.1080/14616688.2020.1765009
https://revistes.ub.edu/index.php/tourismheritage/article/view/37446
https://doi.org/10.1080/14616688.2020.1765009
https://doi.org/10.1177%2F1354816619898074

Services, Economics and Management, Vol.10, No.4, pp.357 — 379. [Inderscience, Scopus)

DOI: 10.1504/1JSEM.2019.105019

AA4. Zouni, G., Bogri and Georgaki (2019). Investigation of the implementation of Internal Marketing to
hotels: the case of hotels of the Chania prefecture, Greece. Journal of Gastronomy, Hospitality,
and Travel. 2(2), 87-107. DOI: 10.33083/joghat.2019.18

A3. Zouni, G., Karlis, A., & Georgaki, I. (2019). Investigation of similarities and differences between
Dance Tourism markets: the case of Patras, Greece. Tourism and Heritage Journal, 1, 16-31 (Online
ISSN: 2604-2347)

http://revi .ub. index.ph rismheri rticle/view/28119/29407

A2. Zouni, G., and Digkas, D. (2019). Marketing suggestions for multi-Religious Tourism development:
the case of Thessaloniki, Journal of Tourism, Heritage & Services Marketing, Vol. 5, No. 2, pp.
36-42. (ISSN: 2529-1947 - doi: 10.5281/zen0d0.3601675)

https://www.jthsm.gr/vol5iss2/5-2-5.pdf

A1l. Zouni, G., and Kouremenos, A. (2008). Do Tourism Providers Know their Visitors? An Investigation
of Tourism Experience at a Destination. Tourism & Hospitality Research, 8, 282-297. (ISSN:
14673584, SAGE, ABDC B)

https://journals.sagepub.com/doi/10.1057/thr.2008.30

B. Movoypagieg, KepdaAaia BifAiwv, TiunTikoi Tépol

B14.Zouni, G. (2022). Sport Tourism Types and Needs. In Buhalis, D. (Ed.) Encyclopedia of Tourism
Management and Marketing (pp. 220-223). Edward Elgar Publishing.
https://doi.org/10.4337/9781800377486.sport.tourism.t

B13.Zouni G. & Stratoudaki, M. (2021). Do tourism providers know their visitors’ online behavior? An
investigation of digital customer Journey at a Mediterranean destination, In Bozzato, S., &
Guadagnoli (ed.) Tourism in the Mediterranean area between fragility, crisis and new frontiers of
development: comparison of practices. Book Series Tourism Studies on the Mediterranean Region.
The McGraw-Hill Companies. (pp.215-240) ISBN 978-88-386-5555-5

B12.Klouvidaki, D., and Zouni, G. (2021). ‘Travel behaviour of vegetarians and vegans: Investigation
and marketing proposals to facilitate the development of vegan food tourism”, In Christou, E., &
Fotiadis, A. (2022). Restarting tourism, travel and hospitality. MISC, International Hellenic
University. ISBN 978-618-5630-05- 8

ng Tourlsmz||nks[622e430da39db062db9a71eazBook Restarting-Tourism.pdf#page=284

B11.Zouni, G. (2020). Greek Honeymoons: Destination Preferences of national honeymoon travelers,
In Daniels, M. and Loveless, C (ed.). Daniels, M., & Wosicki, C. Wedding planning and
management: Consultancy for diverse clients. Routledge, 3rd edition, Chapter 5, Case 5.2 (p. 95).
DOI 10.4324/9780429276828
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https://dx.doi.org/10.1504/IJSEM.2019.105019
http://www.joghat.org/uploads/2019-vol-2-issue-2-full-text-20.pdf
http://revistes.ub.edu/index.php/tourismheritage/article/view/28119/29407
https://www.jthsm.gr/?page_id=547
https://www.jthsm.gr/vol5iss2/5-2-5.pdf
https://journals.sagepub.com/doi/10.1057/thr.2008.30
https://www.researchgate.net/profile/Anestis-Fotiadis-2/publication/359204067_Book_-_Restarting_Tourism/links/622e430da39db062db9a71ea/Book-Restarting-Tourism.pdf#page=284
https://www.researchgate.net/profile/Anestis-Fotiadis-2/publication/359204067_Book_-_Restarting_Tourism/links/622e430da39db062db9a71ea/Book-Restarting-Tourism.pdf#page=284

1 2 2927682

B10.Zouni, G. (2019). Branding Strategy for the Adriatic and lonian Region Analysis and

Bo.

Bs.

B7.

B6.

B5.

B4.

B3.

Recommendations. Printed at Council of Europe (page no3. the name of the Author). Pages 159

https://www.adriatic-ionian.eu/wp-content/uploads/2020/07/branding-Al.pdf

Zouni G., and Gkougkoulitsas T. (2019). Tourism Marketing strategies incorporating both tourists
and tourism professionals: the case of Thessaloniki, Greece, in Cultural Sustainable Tourism A
Selection of Research Papers from IEREK Conference on Cultural Sustainable Tourism (CST), Greece
2017 Editors: Stankov, U., Boemi, S.--N., Attia, S., Kostopoulou, S., Mohareb, N. (Eds.), Springer
International Publishing, pp. 161-165. Doi: 10.1007/978-3-030-10804-5_16
https://link.springer.com/chapter/10.1007/978-3-030-10804-5_16

Lykoudi, D., and Zouni, G. (2019, under review). Comparing the perceived entertainment,
economic and urban development impacts on resident's satisfaction with a mega event: A MIMIC
model for Olympic Games mega events. TiunNTIKOG Tépog Oudtinou Kabnyntr M. MaAAiapn,
Ekdéo¢ig MNaverrioTnuiou Neipaiwg

Zouni, G. (2018). Marketing of Cultural Routes In Council of Europe (eds) Roadmap for the
Adriatic-lonian Region. Heritage protection, cultural tourism and transnational cooperation
through  the  Cultural Routes. Printed at Council of Europe, pp. 56-71
https://rm.coe.int/16808ecc0a

Thelen, S., Zouni, G., Papatheodorou, A., Tsartas, P., and Stergiou, D. (2017). Reviewing and
upgrading the education and training curricula to revamp Greece's tourism know-how, EU funded
grant project, Greek Ministry of Tourism ed. Reference No.: SRSS/52016/013. Pages 183.

http://www.mintour.gov.gr/userfiles/de145b9b-fc1f-4650-91eb-b6315a192e52/Act%203.1.%20-%
20FINAL%20REPORT.docx

Zouvn, I. (2015). Mootk ‘Epeuva Avaykwv Ae€iot)twv» yia Tov TouploTikO Topéa
(Ae€i6TnTeG ZTEAéEXOUC Wngiakou MdapkeTivyk atov Toupioud), 'Ekdoon INZETE - IME
FZEBEE - EMANAA, ue Tn cuyxpnuatodotnon g EAAGdag kal Tng Eupwtraikns Evwong,
62 pages. http://www.eiead.gr/publications/docs/

Zouni, G., and Tsogas, M.M (2014). Is overall satisfaction broader than the cumulative sum of
individual experiences? An Investigation of Tourism Experience at a Destination, TIuNTIKOG TOLOG
OuéTtipou Kabnynti M. KovdUAn, Ekd6oeig MavemmioTnuiou Meipaiwg (oeA. 675-688)

(ISBN: 978-969-6897-05-4)

http://odesrvbkp.ode.unipi.gr/images/stories/hvolumes/Timitikos-tomos-Kondyli-Final-ISBN.pdf

Lykoudi, D., and Zouni, G. (2013). Host residents’ perceptions towards a mega event: the case of
the Athens 2004 Olympic Games. Craviddo, F., & Santos, N. (Eds.). (Turismo e cultura: destinos e
competitividade. Imprensa da Universidade de Coimbra/ Coimbra University Press. 15 pages.
Doi: 10.14195/978-989-26-0754-2_16).

http://dx.doi.org/10.14195/978-989-26-0754-2_16
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https://doi.org/10.4324/9780429276828
https://www.adriatic-ionian.eu/wp-content/uploads/2020/07/branding-AI.pdf
https://link.springer.com/chapter/10.1007/978-3-030-10804-5_16
http://www.mintour.gov.gr/userfiles/de145b9b-fc1f-4650-91eb-b6315a192e52/Act%203.1.%20-%20FINAL%20REPORT.docx
http://www.mintour.gov.gr/userfiles/de145b9b-fc1f-4650-91eb-b6315a192e52/Act%203.1.%20-%20FINAL%20REPORT.docx
http://www.eiead.gr/publications/docs/%CE%99%CE%9D%CE%A3%CE%95%CE%A4%CE%95_%CE%A3%CE%A4%CE%95%CE%9B%CE%95%CE%A7%CE%9F%CE%A3_DIGITAL_MARKETING_%CE%A3%CE%A4%CE%9F%CE%9D_%CE%A4%CE%9F%CE%A5%CE%A1%CE%99%CE%A3%CE%9C%CE%9F_%CE%94%CE%B5%CE%BA%CE%AD%CE%BC%CE%B2%CF%81
http://odesrvbkp.ode.unipi.gr/images/stories/hvolumes/Timitikos-tomos-Kondyli-Final-ISBN.pdf
http://dx.doi.org/10.14195/978-989-26-0754-2_16
http://dx.doi.org/10.14195/978-989-26-0754-2_16

B2. Zouni, G., (2012) Services Marketing: Integrating Customer Perspective in Service Experience
Measurement Schemes, TiunTIKOG Tépog Opdtipou Kabnynt) Z. KapBouvn, Ekddéoeig
MavemoTnuiou Melpaiwg. (oeA. 863-875, Ta&ivouikog apiBuog: 378.495'05 MAN)

http://okeanos.lib.unipi.gr/Record/H00000046441

B1. Zouvn, TI., (2011). MApPKETIVYK TOUPIOTIKWY TIPOOPICUWYV: dIAPOPEG EKTILACEWY KAl
QVTINQWEWV TNG TOUPIOTIKAG EUTTEIPIOG LETAEU ETTAYYEALATILOV KAl TOUPIOTWYV. AIBOKTOPIKN
Alatpiy, Tunua Opydvwong kai Aioiknong Emixeiprioewyv, lMNavemotiwo [lleipaiwg,
Ekdé0o¢ig NavermrioTnuiou MNeipaiwg.

http://dione.lib.unipi.gr/xmlui/handle/unipi/6813

C. EmoTnpovikég dnuooieUoEIg O€ TTPAKTIKA OIEBVWYV OUVEDPIWV LE KPITEG

C.35. Georgia Zouni; loannis Katsanakis; Dimitra Margieta Lykoudi (2024). The Impact Of Island Festivals
To The Sustainable Tourism Development Of The Destinations. 1st Intocus International
Conference | 8-9 March 2024, Athens, Greece.

C.34. loannis Katsanakis; Georgia Zouni (2024). A Theoretical Model For Digital Transformation In
Tourism: Pathways To Resilience And Sustainability. 1st Intocus International Conference | 8-9
March 2024, Athens, Greece.

C.33. Varvara Bampa; Georgia Zouni; loannis Katsanakis (2024). A Theoretical Framework For Flexibility,
Resilience, And Sustainability In Tourism Destinations. 1st Intocus International Conference | 8-9
March 2024, Athens, Greece.

C.32. G. Zouni, I. Katsanakis & I. Kleisarchaki (2024). A Stakeholder Approach for Evaluating Carrying
Capacity in Tourist Destinations". International Conference “Innovation in the Tourism Industry in
Light of International Contemporary Changes”, 24-25 April, New El-Alamein, Egypt.

C.31. V. Bampa, G. Zouni & I. Katsanakis (2024). Integrating Flexibility, Resilience, and Sustainability in
Tourism Destination Ecosystems. International Conference “Innovation in the Tourism Industry in
Light of International Contemporary Changes”, 24-25 April, New El-Alamein, Egypt.

C.30. I. Katsanakis & G. Zouni (2024). A Quantitative Approach on the Evaluation of Travel Applications
and Web Platforms. International Conference “Innovation in the Tourism Industry in Light of
International Contemporary Changes”, 24-25 April, New El-Alamein, Egypt.

C.29. Zouni, G., Athanasiadis G., A., and Nika, M. (2023).The Impact of Antecedents on Airbnb Listing
Prices: Evidence from Greece. EMAC Regional Conference 2023, September 27-29, 2023,
University of Piraeus, Piraeus, Greece.
https://www.ode.unipi.gr/images/EMAC/PROGRAMME_LOW_copy.pdf

C.28. Lykoudi, D., Zouni G., and Tsogas, M. (2023). Profiling Tourists’ Segments with types of
Destination Love: Matching Emotions to Demographics. EMAC Regional Conference 2023,
September 27-29, 2023, University of Piraeus, Piraeus, Greece.
https://www.ode.unipi.gr/images/EMAC/PROGRAMME_LOW_copy.pdf

C.27. Katsanakis, 1., Zouni, G., and Stasinou, D. (2023). Contemporary digital marketing and tourism
destination management tools in Greek tourism destinations: A qualitative approach. EMAC
Regional Conference 2023, September 27-29, 2023, University of Piraeus, Piraeus, Greece.
https://www.ode.unipi.gr/images/EMAC/PROGRAMME LOW _copy.pdf

C.26. Rapti, E., and Zouni, G. (2023). Adapting to the new normal: a study on Chinese outbound
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http://okeanos.lib.unipi.gr/Record/H00000046441
http://dione.lib.unipi.gr/xmlui/handle/unipi/6813
https://www.ode.unipi.gr/images/EMAC/PROGRAMME_LOW_copy.pdf
https://www.ode.unipi.gr/images/EMAC/PROGRAMME_LOW_copy.pdf
https://www.ode.unipi.gr/images/EMAC/PROGRAMME_LOW_copy.pdf

C25.

C24.

C23.

C22.

C21.

C20.

C19.

C18.

C17.

tourists’ travel behaviour in the post pandemic era. EMAC Regional Conference 2023, September
27-29, 2023, University of Piraeus, Piraeus, Greece.
https://www.ode.unipi.gr/images/EMAC/PROGRAMME_LOW_copy.pdf

Athanasiadis G., A., Nika, M., and Zouni, G. (2023). Price Determinants of Airbnb Listings: A Study
of Listings from Four Greek Regions. Eighth International Conference on Tourism and Leisure
Studies - Tourism and Leisure Studies Research Network, June 14-16, 2023, University of Granada,
Granada, Spain. https://cgscholar.com/cg _event/events/K23en/proposal/66428

Klouvidaki, D., and Zouni, G. (2021). The travel behaviour of vegetarians and vegans. How the
market can attract them as tourists’”: The case of Greece as a travel destination for vegans and
vegetarians. TOURMAN Conference Book of extended abstracts. Thessaloniki: International
Hellenic University, School of Economics & Business. https://doi.org/10.5281/zen0d0.5159065
[pp.1240-41]

Lykoudi, D., Zouni G., and Tsogas, M. (2020). Destination love, brand love and interpersonal love;
an exploratory, comparative study of love across different contexts. Proceedings of the European
Marketing Academy, 49th, (62921)
https://proceedings.emac-online.org/pdfs/pdfs/index.cfm?abstractid=A2020-62921&Destination

%20love, %20brand%20love%20and%20interpersonal%20lov

Didaskalou, E., Georgakellos, D., and Zouni, G. (2020). Environmentally-friendly Policies and
Practices as a Marketing Tool in the Tourism industry: The Case of Hotels' Websites in the Region
of Attica, Greece, Fifth International Conference on Tourism & Leisure Studies June 18 - 19, 2020
University of Dubrovnik, Dubrovnik, Croatia [virtual presentation].

Lykoudi, D., Zouni G., and Tsogas, M. (2019), A comparative, exploratory study of the emotional
nature of love across different contexts. Proceedings of the European Marketing Academy, 48th,
(8636)

https://proceedings.emac-online.org/pdfs/pdfs/index.cfm?abstractid=A2019-8636&A%20compar

ative,%20exploratory%20study%200f%20the%20emotional

Zouni, G., and Roumpoglou A. (2019). Developing a digital marketing strategy for Thessaloniki as a
tourism destination, TOURMAN 2019, October 2019, Thessaloniki, Greece.

https://www.tourman.gr/files/TOURMAN_2018 Proceedings_Final.pdf, p.2

Zouni, G. (2018). Marketing strategies for the visibility of heritage. Fostering regional development
through the Cultural Routes of the Council of Europe. [Workshop Moderator], Routes4U meeting
for the Adriatic and lonian Region (EUSAIR), 6 June 2018, Venice, Italy.
https://rm.coe.int/16808afbff

Zouni G., and Gkougkoulitsas T. (2017). Strategic Marketing Planning for Thessaloniki, Greece.
IEREK Conference on Cultural Sustainable Tourism, 4-6 September 2017, Thessaloniki, Kentriki
Makedonia

https://www.ierek.com/events/cultural-sustainable-tourism

Zouni, G., Kanellopoulou, S., Kourou, G., and Kouveli, D. (2017). H AvadAuon MApPKETIVYK wg
EpyaAcio otnv Avamtuén twv lMpoopicuwyv: To Mapddeiypua Twv Aifadiwv lMNdaikou. 20
MaveAARvio Zuvédpio Marketing & Branding Toétrou, 31 Maptiou — 4 AtrpiAiou 2017,
Ndapioa.

http://www.placemarketing?.gr/wp-content/uploads/2017/03/programme-%CE%9C%CE%92%CE
%AA42.pdf, oeA.11]
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https://proceedings.emac-online.org/pdfs/pdfs/index.cfm?abstractid=A2020-62921&Destination%20love,%20brand%20love%20and%20interpersonal%20lov
https://proceedings.emac-online.org/pdfs/pdfs/index.cfm?abstractid=A2020-62921&Destination%20love,%20brand%20love%20and%20interpersonal%20lov
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https://proceedings.emac-online.org/pdfs/pdfs/index.cfm?abstractid=A2019-8636&A%20comparative,%20exploratory%20study%20of%20the%20emotional
https://www.tourman.gr/files/TOURMAN_2018_Proceedings_Final.pdf
https://rm.coe.int/16808afbff
https://www.ierek.com/events/cultural-sustainable-tourism#conferenceprogram
http://www.placemarketing2.gr/wp-content/uploads/2017/03/programme-%CE%9C%CE%92%CE%A42.pdf
http://www.placemarketing2.gr/wp-content/uploads/2017/03/programme-%CE%9C%CE%92%CE%A42.pdf

Cle.

C15.

Ci14.

C13.

Ci2.

C11.

c10.

co.

Kyriakou M., Tsogas, M., Thanasoula, K., Zouni, G. (2017). Community-Based Creative Tourism: H
MepimrTwon Tou AoupyourTiou. 20 MaveAARvio Zuvédpio Marketing & Branding Témrou, 31
MaprTiou — 4 AttpiAiou 2017, Adpioa.

[http://www.placemarketing2.gr/wp-content/uploads/2017/03/programme-%CE%9C%CE%9
2%CE%AA2.pdf, GEAN.7]

Lykoudi, D., Pitsakis, K., and Zouni, G. (2015). Modeling the perceived impacts of mega events on
host residents’ overall satisfaction. Proceedings of the 44th European Marketing Conference
(EMAC), Leuven, Belgium, May 26-29, 2015. ISBN number: 978-90-823-8339-0

[book of abstracts, https://kuleuvencongres.be/EMAC2015/w/files/program/]

Zouni, G., Toulias, G., Vlachakis, E., and Seraskeri, N. (2015). H leitovid w¢g ToupIioTIKOG
Mpoopioudg: Aigpelvnon Tng yeimovidg Tou AoupyouTtiou otnv ABriva. 130 ETioTnpovikd
Zuvédpio Ttou EAAnvikou TuAuarog tng Eupwtraikng Etaipeiag Mepipepeiakng
EmioTtAung (ERSA), ABAva, EAAGDQ.

http://eurogeographyjournal.eu/articles/PROGRAMME%20ERSA-GR%202015.pdf

Zouni, G., Lykoudi, D., and Kouremenos, A. (2013). Customer Value and Satisfaction: Investigation
of the Relationship and

Gaps between destination visitors and tourism providers, [poster presentation], 42th
EMAC Annual Conference, Istanbul Technical University, Istanbul, Turkey, 4-7 June 2013. ISBN
978-9944-380-10-2.

Davvetas, B., Zouni, G., and Kouremenos, A. (2012) To Stay or not to Stay: Travel Demographic and
Behavior Characteristic as Stay Determinants at a Destination, 2nd Advances in Hospitality and
Tourism Marketing and Management (AHTMM) Conference, 31 May-3 June, 201, Corfu, Greece.
ISBN 978-960-287-139-3

http://www.ahtmm.com/conference-proceedings/2nd-ahtmm-conference-proceedings

Zouvn, I'., MNammadnuotoulog, ©., kal Todykag (2012). MapkeTIvyK loTopIKwy Mpoopicuwy:
Amé 10 “Apxaio lMveoua ABd&vato” oTo Become Olympian, 1o MNMaveAARvio Zuvédpio
Marketing & Branding Totrou, BoAog, 30 Maprtiou — 1 AtrpiAiou 2012

http://www.placemarketing.gr/

Zouni, G. (2011). Do catering providers know their customers and the food experiences they give
them? A gap analysis at a tourism destination [presentation] IMIC 2011 — Valuing the food
experience, 2-3 Feb 2011, Athens, Greece. 3 Feb 2011, Athens, Greece.

http://www.conferences.gr/fileadmin/IMIC/2011/Presentations/Zouni.pdf

Zouni, G., Lykoudi, D.M., and Tsogas, M. (2011). Customer value - encounter satisfaction - overall
satisfaction: An empirical examination of the relationship in a destination, 3rd BIC on Services
Marketing, CeSme, izmir, Turkey, 07-09 September: Dokuz Eyliil University, Faculty of Business.

http://web.deu.edu.tr/3bic/Programme.html
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http://www.prd.uth.gr/1o-%cf%80%ce%b1%ce%bd%ce%b5%ce%bb%ce%bb%ce%ae%ce%bd%ce%b9%ce%bf-%cf%83%cf%85%ce%bd%ce%ad%ce%b4%cf%81%ce%b9%ce%bf-marketing-branding-%cf%84%cf%8c%cf%80%ce%bf%cf%85-%ce%b2%cf%8c%ce%bb%ce%bf%cf%82-30/
http://www.placemarketing.gr/
http://www.conferences.gr/fileadmin/IMIC/2011/Presentations/Zouni.pdf
http://web.deu.edu.tr/3bic/Programme.html

cs.

C7.

Cé.

C5.

Ca.

c3.

C2.

C1.

Tsogas,M., Savva, |., and Zouni, G. (2011). Perceptions of value of foreign tourists when visiting a
tourist sub-destination. 3rd BIC on Services Marketing, CeSme, izmir, Turkey, 07-09 September:
Dokuz Eylil University, Faculty of Business.

http://web.deu.edu.tr/3bic/Programme.html

Tsogas, M., Zouni, G., & Kouremenos, A. (2010). Developing a scale for the measurement of
customer value from a destination experience. Proceedings of the 39th EMAC Conference,
European Marketing Academy (EMAC), Copenhagen 2010, (June 1-4, 2010, Copenhagen,
Denmark). ISBN: 9788792569011 8792569013

Zouni, G. & Lykoudi, D. (2010). Are Tourists’ Demographic Factors Affecting Propensity to Stay at a
Heritage Destination? A Logistic Regression Analysis Investigation. Proceedings of the 39th EMAC
Conference, European Marketing Academy (EMAC), Copenhagen 2010, (June 1-4, 2010,
Copenhagen, Denmark) . ISBN: 9788792569011 8792569013

Zouni, G. & Kouremenos, A. (2009). How to Co-Create With a Stranger? The Gap between Real
Demographic Profile Of Customers And Service Providers’ Perceptions, The 2009 Naples Forum on
Service: Service-Dominant Logic, Service Science, and Network Theory Capri, Italy, June 16-19.
http://www.naplesforumonservice.it/public/index.php?node=65&nm=Paper%2FPublication

Zouni, G. & Kouremenos, A. (2009). Whose Perceptions Are Reality? Revealing the Gap Between
Real Demographic Profile Of Visitors And Tourism Providers’ Perceptions, Proceedings of the 38th
European Marketing Academy (EMAC) Conference, May 26-29, 2009, Nantes, France. OCLC Work
Id: 369600687

Zouni, G. & Kouremenos, A. (2008). Measuring tourist experience at destinations: a modified gap
analysis, European Marketing Academy Conference (EMAC), Poster session. Proceedings of the
37th European Marketing Academy (EMAC) Conference, in Perks, K.J., Shukla, P. (ed): Marketing
Landscapes A Pause for Thought (May 27- 30 2008, Brighton, UK) ISBN (Print), 9781905593422

[BEST FULL PAPER AWARD] Zouni, G., and Kouremenos, A. (2008). Do Tourism Providers Know
their Visitors? An Investigation of Tourism Experience at a Destination. In: Conference
Proceedings of the 17th Annual CHME Research Conference. The Scottish Hotel School,
Universities' Design and Print, Glasgow, pp. 574-588, University of Strathclyde, Glasgow, UK,
12-14, May. ISBN 0954803914, 9780954803919

Zouni, G. & Kouremenos, A. (2007). A gap analysis of tourist destination experience’s evaluation
and provider’s estimation of tourist’s Evaluation, in: Andreu, L., Gnoth, J. and Kozak, M. (ed.)
Proceedings of the 2007 Advances in Tourism Marketing Conference, Valencia, Spain, September
10-12, 2007 Publicacions de la Universitat de Valéncia. ISBN 9788437068671.
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5.1 AIAAKTIKH EMMNEIPIA ZE MANENIZTHMIO MNEIPAIQZ

AuTtoduvaun AidaokaAia

MNANENIZTHMIO NEIPAIQX - TMHMA TOYPIZTIKQN Z[MOYAQN 13/06/2022 -
onuepa

ETrikoupn KaBnyntpia MapkeTivyk
2xoAR} OiIkovoulkwv ETTixeipnuatikwyv & Alefvwv Z1mroudwv
AidaokaAio padnpaTwyv:
e ToupioTikd MAPKETIVYK
EvaAAakTikég Kal EiSikég Mop@ég Toupiopou
Wneiakd MapkeTivyk
Mepipepeiakn AvamTuén
ToupioTikA Zuptrepi@opd KatavaAwTn kal YuxoAoyia

MANEMIZTHMIO NEIPAIQZ - TMHMA TOYPIZTIKQN ZMOYAQN 01/10/2019 -
13/06/2022

Ai1ddokwv péow [lMpoypduparog «AmokTnon Akadnuaikng AIdakTiKAg Eptmeipiag oe Néoug
EmiotAunoveg Katéyxoug AidaktopikoU oto MNMavetmmiotiuo Meipaiwg» - 'ETn 2019 — 2020 & 2020 - 2021
2xoAn OIKovopIKwY ETTIXEIPNUATIKWY & AlEOVWYV ZTTOUS WV

AuTtodUvaun Aidaokalia oTo 60 E¢aunvo Tpiwv padbnudrwyv:

e EvaAAakTikéG Kal E1d1kég Mop@ég ToupiopnoU
o EI01kég Mop@ég Toupiopou 2 — Aypotoupiondg, OikoTtoupiopdg, FaoTpovoukog, OivoAoyikog
o EI51kég Moppég Touplopou 6 — Zuvedplakog, EKTTaIdeuTIKOG, ZXOAIKOG

MNANEMIZTHMIO MNEIPAIQZ - TMHMA OPrANQzHZ & AIOIKHZHZ ENIXEIPHZEQN
2012 -2020

NMPOrPAMMA METANTYXIAKQN ZMOYAQN ZTH AIOIKHZH ENIXEIPHZEQN-MANATZMENT TOYPIZMOY

(MMZ-AE.MT)
2xoAR} Oikovoulkwv ETrixeipnuatikwy & Alefvwv Z1mroudwv

Autoduvaun AidaokaAia: «Apxés Toupiopou & ToupioTiki [MoAImikA» - 10
E&dunvo(xeiuepivo)

MANEMIZTHMIO NEIPAIQZ - TMHMA OPrANQzHzZ & AIOIKHZHZ ENIXEIPHZEQN
2019 -2020

NMPOrPAMMA METANTYXIAKQN ZXZMNOYAQN XTH AIOIKHXH ENIXEIPHZEQN TIA XTEAEXH
- EXECUTIVE MBA
ZxoAR} Oikovouikwyv Emixeipnuatikwy & Alefvwyv Zmoudwyv

Autoduvaun AidaokaAia:  «Wneiaké MAapkeTivyk» — 40 EEGunvo (eapivo)
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Ai1daokaAia we MA 407 & Emmiokértne KabnynTtAic

MANENIZTHMIO MNEIPAIQZ - TMHMA TOYPIZTIKQN ZMOYAQN 02/2019 -
06//2019

AidaokaAia wg MNA 407/80
TOY113 KartavaAwTik ToupioTiKA Zuptrepigopd kail WuxoAoyia — 40 E¢dunvo (eapivo, 2019).
2uvoidaokaAia pe AvatrA. Kaf. M. Tooyka.

NMANENIZTHMIO MNEIPAIQZ - TMHMA OPrANQzHz & AIOIKHZHZ ENIXEIPHZEQN
02/2018 - 06//2018

Aidaokalia wg MNA 407/80
ODE248 ZuoTtApata YmrooTApiEng Aloiknong MdapkeTivyk — 6o ESaunvo (eapivé, 2019).
2uvdidaokaAia ue Kaf. ABav. Koupepuévo.

MANENIZTHMIO NEIPAIQX - TMHMA OPrANQiIHX & AIOIKHZHX ENIXEIPHZEQN
2014 - cAuepa

NMPOrPAMMA E= ANOZTAZEQZ EKIAIAEYZHZ 2TH AIOIKHZH KAl OPFTANQZH TOYPIZTIKQN
ENIXEIPHZEQN

Aidaokalia: «HAekTpovikd MdApKeTIvyK yia TouploTIKES ETTIXEIPATEIG
«Social Media oTov Toupioud»
«Alaxeipion AladikTuakwyv KpITiIKwy (Tripadvisor)»
«MNwg Bpiokoupe Néeg Ayopég; TMpakTikd Oféuata Asutepoyevoug ‘Epeguvag
ToupIioTIKAG Ayopdag»

5.2 AIAAKTIKH EMIEIPIA ZE AOINA AHMOZIA NMANENIZTHMIA

Autoduvaun Aidaokalia

FEQMONIKO NANENIZTHMIO AOHNQN 2019 -
onuepa

AIATMHMATIKO NMPOrPAMMA METAMNTYXIAKQN ZMOYAQN (A.NM.M.Z.) «ENIXEIPHMATIKOTHTA &
ZYMBOYAEYTIKH XTHN ArPOTIKH ANAMTYZH» TQN ZYNEPFAZOMENQN TMHMATQN
ArPOTIKHZ OIKONOMIAZ & ANAMNTY=HZ KAl EMIZTHMHZ ZQIKHZ TAPAIrQrHz &
YAATOKAAAIEPTEIQN TOY F'EQIMONIKOY NMANEMIZTHMIOY AOHNQN

AuTtodUvaun AidaokaAia MaBipaTtog: «Aypotoupiouds/EvalAakTikog Toupiopdg & OIkoToupiouog»
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AANE=ANAPEIO TEXNOAOI'IKO EKNAIAEYTIKO IAP'YMA OEZ2ZAAONIKHZ
2016 -2017

METANTYXIAKO TMPONrPAMMA TINMZ «AIOIKHZH TOYPIZTIKQN EMIXEIPHZEQN &
OPrANIZMQN»

Autoduvaun AidaokaAia Madiparog: «Alaxeipion MoAimioTiKwy Mépwv»

EAAHNIKO ANOIKTO NANENIZTHMIO 2014 -
onuepa

METANTYXIAKO NMPOIMPAMMA AIOIKHZH TOYPIZTIKQN ENIXEIPHZEQN
MéAog Zuvepyalouevou EkraideuTikoU NMpoowrikou (ZEM) otn OE ATE61

Autoduvaun AidaokaAia Madiparog: «ToupioTIKO MdpkeTIVYK Popiwy,
Opyavwoswyv & EmixeipRoswv»

To 2015 gixa avaAdpel 2 TUApATA (CUVOAIKA 47 QOITNTEG)

e HagloAdynon @oITnTwy yia 10 padnua (M.0. 2014-20): 4.61 oTA 5
e H agioAdynon cuvtovioTWwV YIa TO udbnua (M.0. 2014-20): 4.68 oTa 5
e EmiBAewn kail afioAdynon SITTAWUATIKWY £pyaciwyv (19 wg o’ kal 17 wg B emPBAETOUCO)

TEXNOAOTI'IKO EKMAIAEYTIKO ITAPYMA XAAK'1AOZ
2004 - 2005

TMHMA AIOIKHZHZ ENIXEIPHZEQN

‘Extakto MéAog EkmraideutikoU [lMMpoowtikoU wg EpyaoTnplakdog Zuvepydrng oTa
pobnuara:

«Aloiknon MapkeTivyk» (5 wpeg TNV eLdoudada)

«Opydvwon & Aioiknon Emixeiprioewy | (3 wpeg Tnv eBdouada)

Ai1daokalia weg EmokémTng Kabnyntig

OIKONOMIKO MNMANENIZTHMIO AOHNQN & KENT UNIVERSITY 2011
—-2020

METAMNTYXIAKO NMPOIrPAMMA ZMNOYAQN «MMNZ XTH AIAXEIPIZH MOAITIZTIKHZ KAHPONOMIAZ (MA
HERITAGE MANAGEMENT)
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MdOnua: «MépkeTivyk Toupiopou kai MoAmoTikAg KAnpovouidg (Tourism Marketing and the promotion of
cultural heritage», YeuBuvog KaBnyntg: AvatA. Kabnyntig K. "'Hvrouvag
EmokETTNG KABNyNTAGS - ETMIRAEWEIG LETATTTUXIOKWY EPYACIWV.

O1 diaAégeig discdyovTal oTnv AyyAIKA YAwooa.

FEQMONIKO NMNANENIZTHMIO AOHNQN 2014
—-2020

AIATMHMATIKO TPOIrPAMMA METANTYXIAKQN 2MOYAQN (A.N.M.Z.) «EMIXEIPHMATIKOTHTA &
2YMBOYAEYTIKH ZTHN AIPOTIKH ANAMNTY=H» TQN XZYNEPrAZOMENQN TMHMATQN
ArPOTIKHZ OIKONOMIAZ & ANAMNTY=ZHZ KAl EMIZTHMHZ ZQIKHZ MAPATrQrHz &
YAATOKAAAIEPTEIQN TOY FEQIMONIKOY NMANEMIZTHMIOY AOHNQN

ZuvOIdaokaAia TwV €EN1G paBnuATwV:
- katd 10 @ €EAUNVO TWV AKAdNUOIKWY €TWV 2014-2015 kal 2015-2016 10 uddnua «MAPKETIVYK»
(ouvdidaokaAia pe AvattA. Kabnyntn I'. MaAivopéTo)
- katd 1o B’ €€dunvo Twv akadnuaikwy eTwyv 2016-2017, 2017-2018 kail 2018-2019 Tn O¢paTiki EvornTa
pe TiTAO «MdApkeTivyk & Ekmoévnon Emixeipnuatikwv Ixediwv» (ouvdidaokaAia pe AvattA.

KaBnynt I'. MaAivdpéTo)

5.3 AIAAKTIKH EMIEIPIA ZE AOINA EKIMAIAEYTIKA IAPYMATA

- __AutoduUvaun AidaogkalAia

EONIKO KENTPO AHMOZIAZ AIOTKHZHZ KAI AYTOAIOTKHZHZ
2020

NMPOrPAMMA ZIMNMOYAQN B’ EIAIKHZ ®AZHZ THZ KZT EKIMAIAEYTIKHZ ZEIPAZ

Autoduvaun AidaokaAia Madiparog: MoAITIoTIKOG Toupioudg kal AvAaTTTugn

MANENIZTHMIO NEANMOAIZ NA®OY 2020-21

METANTYXIAKO MPOIPAMMA ZINMOYAQN «AIOIKHZH TOYPIZTIKQN ENIXEIPHZEQN»

MéAog Zuvepyalduevou EkTTaideuTikou NpoowTTikou
Autoduvaun AidaokaAia Madnuarog: Zrpartnyikn Alaxeipion Npoopiocuwv
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ALBA GRADUATE BUSINESS SCHOOL 2020

METANTYXIAKO NMPOIrPAMMA ZMNOYAQN «AIOIKHZH EMIXEIPHZEQN»

Autoduvaun AidaokaAia Madnuarog: Digital Communication and Channel Management

EAAHNIKH ETAIPIA AIOIKHZHZ EMIXEIPHZEQN (EEAE)
2018-2020

ENAITEAMATIKO NMPOIrPAMMA E=EIAIKEYZHZ «AIOIKHZH TOYPIZTIKQN EMIXEIPHZEQN»

YTreuBuvn Mpoypdupatog
AidaokaAia Twv Mabnudtwyv: ToupioTikd MdpkeTivyk, HAekTpoviké ToupioTIKO MAPKETIVYK,
EmixeipnuartikétnTa & Tdoeig ToupioTikng Ayopdg

5 [MNPOXZOETEZ NAHPO®OPIEZ

MoTotmoinon oTnV avoixTh & £’ ATTOOTACEWG EKTTAIOEUON KAl OTIG VEEG TEXVOAOYieg pe Sia {wong
Sladikaoia:

= [lapakoAouBnon diadikTuakoU oeplvapiou DIAPKEIAG 25 WPWV Kal Afyn IMOTOTOINTIKOU ETTILONQWONG
OTNV_AVOIKTH) & €& ammooTAoews ekTTaideuong, MeTd amd ypatr ) egéraon (EAAnNvikG Avoiktd

MavemoTwo, Movada ecwTePIKNAG agioAdynong Kal epudppwaong, 4 AtrpiAiou £€wg 11 louviou 2016)
= [lapakoAouBnon diadikTuakoU oeplvapiou DIAPKEIAG 13 wpWV Kal Afyn TOTOTTOINTIKOU ETTILOPQWONG

oTI¢ TexvoAlovieg MAnpoopiwy kal ETTikoivwviwy Tou EAM, puetd ammd ypatrt e¢étaon (EAANVIKG AvoikTo
MavemoTrwo, Movada ecwTePIKNAG agioAdynong Kal emudppwaong, 4 AtrpiAiou €wg 11 louviou 2016)

Zéveg MA\wooeg
AyyAIKG : ApioTn yPOTTTH KaI TIPOPOPIKA ETTIKOIVWViaA (Cambridge Proficiency in English)
FaAAIKG  : KaAr ypaTtrTr Kal TTpoQOopIKA £TTIKOIVWVIa (Certificat-DELF 1-3-4)
ITaAIKG  : METpla ypaTTTr) KOl TIPOQOPIKA ETTIKOIVWVIA (Elementare di PALCO)

Texvikég Nvwoeig
27aTIoTIKG [NakéTa: SPSS e Statgraphics
MS Office: Word e Excel ® PowerPoint
A10diKTUO: Digital Marketing, SOSTAC Planning,, Social media Marketing (Facebook, Twitter, KATT @
Métpnaon emidoang digital marketing campaigns, kai agloAdynon Baoel otéxwv (RO, KPIs)

Moitrég MioToTroINO€Ig
= Eyyeypappévn oto Mntpwo Kupiou AidakTikou [MpoowTrikol Tou EBvikou Kévrpou Anupdoiag
Aloiknong & Autodioiknong (EKAAA, Ap.Atrégaong :4549-20/02/2020)
= Eyyeypauuévn oto Mntpwo Eionyntwv AAEK tou OAEA
=  Eyyeypappévn oto puntpwo d10aockdvTwy KoMleyiwv Tou YTroupyeiou Maideiog (Ap. MnTpwou:
20/2012)

EmioTnuovikég Evwoeig
*  MéAog OikovopikoU & OikovouoTexvikou EtipeAnTnpiou EAAGSOG
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MéAog Tou International Network of Tourism Research and Academic Community (TRINET)

MpwtoBoulisg wg Tpog Tov Toupioud
I15puTiKS péAOG Tou TouploTikoU AIKTUOU Opentourism, pe TTAVw atréd 14.500 péAn
15pUTIKG péAOg auAAGyou aTTogoiTwy MBA Toupliouou MNavetoTtruio MNeipaiwg

MpwToBoulieg wg TPOg TNV EmiXeIpNUATIKOTNTA
Akadnuaik Y1eluBuvn oT1o Colab Workspace, TOV TTPWTO EKKOAQTITHPIO startup ETIXEIPACEWY OTNV
EAANGOQ

Eionyntig Zepivapiwv ETTIXeipnuatikdTNTag (ALBA Venture Garden), TTpwToBouAia Tou Hellenic Initiative
2uvIOPUTAG TNG CVexperts, eTaipeiag ZupBouleuTiKig Kapiépag

MéAog kai ZupuBouiog Tng EAANVIKAG Evwaong Neopuwyv ETTixeiprioewv (EENE- HSA)

MévTopag veopuwy €TTIXEIPAOEWV (Peripatos, Ploos Design, Ladolea).

Akadnpaikég Alakpioelg
2008 Best Paper Award — 17th Annual International CHME Research Conference, Strathclyde, May 2008
Ymoétpogog Tou L.K.Y. yia ektrévnon d10akTopIKrG dIaTpIBAG.
YToTpo@OoG Tou 1dpupatog Adton kaB’ 6An 1n SIAPKEIQ LETATTITUXIAKWY OTTOUDWV
YToTpo@og Tou Idpupatog Adton kaB’ 6An Tn dIdpKEIa TTIPOTITUXIOKWY OTTOUdWV
AeUTepn B£on aTov MaveAAAvio Alaywvioud Tng EAANVIKAS MaBnuaTikig ETaipeiag
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http://www.opentourism.gr
http://colabworkspace.com/
http://www.venturegarden.gr
http://www.cvexperts.gr/
http://www.hellenicstartups.gr

