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AKAAHMAIKH AITAXXOAHZH

Maop. 2024 — Efquepa Erikovpn KaOnynqtpro (erti Onreio)
I'vootikd avtikeipevo: Mapketivyx
Tunua Aroiknong Opyavicuwv, Mapketivyk kot Tovpiopot, Atebvég
[Movemoto g EAAGSOg

Avy. 2021 — Xent. 2023  Ewmikovpn KaOnynqtpro oto MapkeTivyk
Senior Lecturer in Marketing
Department of Marketing, Surrey Business School, University of
Surrey, Meydin Bpetavia

®ef. 2017 — Iovi. 2022 AevBdvrpra Tov Metantoyrakov [poypdppatog Xmovd@v oto
Xrpatnykoé Mapketivyk (MSc in Strategic Marketing)
Department of Marketing, Surrey Business School, University of
Surrey, Meydain Bpetavia

Iav. 2016 — IovA. 2021 AékTopag 610 MapkeTIvyK
Lecturer in Marketing
Department of Marketing, Surrey Business School, University of
Surrey, Meydin Bpetavia

Xem. — Agk. 2015 AvaminpoTpro Aéktopoag 6to MapkeTivyk
Associate Lecturer in Marketing
Department of Marketing, Oxford Brookes Business School, Oxford
Brookes University, Meydin Bpetavia

EKITAIAEYXH

2019 Airhopo Zrovd®v otn Adackario kor Madnon (2018 —2019)
Graduate Certificate in Learning and Teaching
Department of Higher Education, University of Surrey, MeydAn Bpetavia
Babuoc: 77% (Distinction, Apiota.)

2015  Awoxtopiko Airhopo Owovopkaov Emoetpov (2011 - 2015)
Tuqua Owovopkov Emompuav, Apiototédeto [avemomo O@sscorovikng
Babuog: Apioro
Tithog dwtpng: H kotavonon s 01001kaoiog GYNUATIOUOD THS TAVTOTHTAS TOV
KaTOVOAWDTH O10UECOD EUTELPLOV GUYYPOVIG TEXVHS

2010 Merantopoko Airiopa Ewikgvong oty [Iinpogopikn kor Awoiknon (2008 —
2010)


mailto:stavrakig@ihu.gr

2007

Tunuota Owovopukomv Emotuov kot [Tinpopopikng, Apiototédeto [avemomuo
®ecoarovikng

Aumhopotikny Epyacia estiacuévn 610 yvootikd nedio tov Mdapketivyk
Babuoég: 9.44/10 (Apiora)

tvyio Owovopik®v Emotnuav (2003 — 2007)

Tuquo  Owovopkdv  Emomuov, Topéag Owovopkne tov  Emyeprosov,
Aptototédreto Tavemompio ®escarovikng

BaOpog: 7,88/10 (Aiov Kalwg)

21 vymAdtepn Pabporoyio oy TEAETN OmOPOITNONG G€ GVVOAD 126 PolTNTHOV

EINIXOPHI'OYMENH EPEYNA, AIAKPIZEIX KAI YIIOTPO®IEX

2021

2019

2019

2018

2017

2014

2010

2009

2007

Emituyng emyopnynon ya v mopakdto Epevvo Emetto omd kpion (KOpla epeuviTplo Tov
épyov: I'. Xtavpdin): “Student experience with innovative assessments: The case of the
photo-elicitation arts-based method”. New Learning and Teaching Project Funding for
developing and evaluating teaching practice, popéag emtyopnynong 1o Faculty of Arts and
Social Sciences (FASS) tov University of Surrey.

Avayvapion ot Meydin Bpetavia kavotdpov pebodov sdackariog mov avéntuéa 6To
pédnpo «Aoiknon Awvikov Epmopiov: Ilpaxtikés Eeappoyéc» oto Surrey Business
School. H oyetikn avayvopion mponibe amd to Carabao Marketing Project kot 1
cuvepyacia mov avantoaue pe v eropeion Carabao Energy Drink dnpoGleLTNKE GTO
ePLodIKd e Meyding Bpetaviag Independent Retail News.

Aldkpion tov 0100KTIKOL pov épyov oto Surrey Business School pe Bdon tic dpioteg
a&loroynoelg Elapa amd tovg eortnTég/Tpieg Katd to yewepvod eEaunvo 2018-2019 and
tov Koopnropa tov Surrey Business School.

E&éyovca epyaciaxn amddoor katd To akadnpaiko étog 2017-2018.

Bpafeio yio to xoivtepo dpbBpo tov cvvedpiov (‘From ear to eye’: Discerning the
multiplicity in consumers’ selves through collage visual data), Sth [International
Conference on Contemporary Marketing Issues (ICCMI).

Ymnotpopio Apioteios Yoo vwoyneovg owaktopes, Emtponny Epsvvav, Apiototédelo
[Movemom o Oeccalovikng.

Yrotpopio and 10 King’s College London yia cvppetoyn kot mopovcioon dpbpov oe
debvég ovvédpro.

Yrotpoopia yio dprotn axadnuaiky exidoon and to Tunua [TAnpopopikng, Apiototérelo
[Moavemomuo Oescarovikng.

2n vymAdtepn Pabuoroyion oty TteAet omooitmong tov Tunuatog OkovouK®V
Emompav, Apiototéreo [avemompio ®egcoalovikng.



2004 Ymotpooio ywn dprotn axkadnuaikn emidoon amd to Iopvpa Kpatikdv Ymotpopidv
(IKY).

TOMEIX EIIIETHMONIKOY ENAIA®EPONTOX

= Médpketvyk, Xouneprpopd Koatavarotn, Mootk Mebodoroyia, Exrtatdevtikég pébodot oto
nedio Tov Mdapketivyk.

APOPA XE ENNIXTHMONIKA INEPIOAIKA ME KPIXH

1. Stavraki, G., Plakoyiannaki, E. and Jaspersen, L. J. (2026). From Cutting Edges to the Cutting
Edge: Knowing and Theorizing Through Collage Inquiry. British Journal of Management
(ABS 4%*) https://doi.org/10.1111/1467-8551.70096

2. Kitsos, S., Giannopoulos, A., Christou, E., Papatheodorou, A., Stavraki, G. and Triantafyllidis,
G. (2026). Theorizing aviation tourism beyond a systematic review: New grounds for General
Aviation. Journal of the Air Transport Research Society
https://doi.org/10.1016/].jatrs.2026.100124

3. Stavraki, G., Anninou, I., Pitardi, V. and Plakoyiannaki, E. (2025). Emotions and consumption
experiences: An interplay of emotional states and consumer identity. European Journal of
Marketing, 59 (13), 240-271 (ABS 3*) https://doi.org/10.1108/EJM-02-2023-0129

4. Elf, P., Dilmperi, A., Whitehouse, S., Stavraki G., Farmer, C. and Casey, K. (2025). Fostering
impact through resonance: Collaborative methodologies in arts research. European Journal of
Marketing, 59(6), 1554-1566 (ABS 3*) https://doi.org/10.1108/EJM-04-2024-0342

5. Anninou, I., Stavraki, G. and Floh, A., (2024). 1 can’t get satisfaction: Examining the
moderating role of service brand authenticity in the relationship of imperfect experiences and
satisfaction.  Journal  of  Services  Marketing, 38(7), 839-856 (ABS 2%)
https://doi.org/10.1108/JSM-11-2023-0415

6. Stavraki, G. and Anninou, I. (2022). Arts-based methods in business education: A reflection on
a photo-elicitation project. Management Learning, 54(4), 531-555 (ABS 3%)
https://doi.org/10.1177/13505076221075046

7. Plakoyiannaki, E., Stavraki, G. and Tsapi, V. (2022). The artist and the photograph: a semiotic
analysis of consumers’ experiences with photographs. Qualitative Market Research, 25(2),
256-271 (ABS 2%*) https://doi.org/10.1108/QMR-09-2021-0119

8. Stavraki, G., Plakoyiannaki, E., Clarke J. (2018). The appropriation cycle: Novice and expert
consumers. European Journal of Marketing, 52 (9/10), 1886-1908 (ABS 3%)
https://doi.org/10.1108/EJM-08-2017-0527



https://doi.org/10.1111/1467-8551.70096
https://doi.org/10.1016/j.jatrs.2026.100124
https://doi.org/10.1108/EJM-02-2023-0129
https://doi.org/10.1108/EJM-04-2024-0342
https://doi.org/10.1108/JSM-11-2023-0415
https://doi.org/10.1177/13505076221075046
https://doi.org/10.1108/QMR-09-2021-0119
https://doi.org/10.1108/EJM-08-2017-0527

9.

Stavraki, G. (2016). Understanding consumers’ relationships with contemporary artworks
through identity narratives. Journal of Service Theory and Practice, 26 (6), 811-836 (ABS 1%)
https://doi.org/10.1108/JSTP-02-2015-0024

10. Plakoyiannaki, E., Kampouri, A., Stavraki, G., Kotzaivazoglou, I. (2014). Family business

internationalisation through a digital entry mode. Marketing Intelligence and Planning, 32 (2),
190-207 (ABS 1%*) https://doi.org/10.1108/MIP-01-2013-0016

APOPA XE LYAAOT'IKOYX TOMOYX ME KPIXH

1.

Stavraki G. (2023) Exploring the use and design process of digital collage research: A
reflection on a pedagogic project. In SAGE Research Methods Cases: Business and
Management, SAGE Publications.

https://doi.org/10.4135/9781529622898

Plakoyiannaki, E. and Stavraki, G. (2022). Qualitative research for tourism. In the
Encyclopedia of Tourism Management and Marketing (ed. D. Buhalis). Edward Elgar
Publishing.

https://doi.org/10.4337/9781800377486

Plakoyiannaki, E. and Stavraki, G. (2018). Collage visual data: Pathways to data analysis. In
the SAGE Handbook of Qualitative Business and Management Research Methods (eds C.
Cassell, A.L. Cunliffe, G. Grandy). Volume 2: Methods and Challenges, Chapter 19, p. 313-
328, SAGE Publications.
https://uk.sagepub.com/en-gb/eur/the-sage-handbook-of-qualitative-business-and-

management-research-methods/book245704

Plakoyiannaki, E. and Stavraki, G. (2017) Creating solutions: Organizational processes and
capabilities. In Marketing graffiti: The writing on the wall (ed. M. Saren). Routledge.
https://www.routledge.com/Marketing-Graffiti-The-Writing-on-the-Wall-2nd-
Edition/Saren/p/book/9781138013339

Stavraki, G. (2014). Going reflective: Making sense of the process of designing a case study
research under the interpretive paradigm. In SAGE Research Methods Cases (ed. P. Brindle).
SAGE Publications.

https://dx.doi.org/10.4135/978144627305013496531

AIAAKTIKO YAIKO: ZYTTPA®H MEAETQN IIEPIIITQXHX

1.

Stavraki. G. and Anninou, I. (forthcoming). I feel good: The impact of museum experiences in
promoting health and wellbeing, SAGE Data Challenge.

Stavraki, G. (2024). Intercultural management in an art museum: Using visual research to
understand cross-cultural experiences, SAGE Data Challenge.

Anninou, J. and Stavraki, G. (2024). Strategic decision processes: Understanding the effect of
cultural differences in a superstore expansion, SAGE Data Challenge.


https://doi.org/10.1108/JSTP-02-2015-0024
https://doi.org/10.1108/MIP-01-2013-0016
https://doi.org/10.4135/9781529622898
https://doi.org/10.4337/9781800377486
https://uk.sagepub.com/en-gb/eur/the-sage-handbook-of-qualitative-business-and-management-research-methods/book245704
https://uk.sagepub.com/en-gb/eur/the-sage-handbook-of-qualitative-business-and-management-research-methods/book245704
https://www.routledge.com/Marketing-Graffiti-The-Writing-on-the-Wall-2nd-Edition/Saren/p/book/9781138013339
https://www.routledge.com/Marketing-Graffiti-The-Writing-on-the-Wall-2nd-Edition/Saren/p/book/9781138013339
https://dx.doi.org/10.4135/978144627305013496531

Anninou, J. and Stavraki, G. (2024). Digital marketing analysis: Using web analytics and online
reviews to track customer experience at a new gym, SAGE Data Challenge.

Anninou, J. and Stavraki, G. (2024). Tracking social media engagement: Reversing sales
declines through influencer and customer behavior insights, SAGE Data Challenge.

XYMMETOXH XE XYNEAPIA

ApOpa 6g 6UVESPLO. PUE TPUKTIKG PE Kpion

1.

Vlachou, A. and Stavraki, G. (2025). Sustainable human resources management:
Manifestations and implications for healthcare management. Paper accepted at the 5"
International Conference on Health Management, October 3-5, 2025.

Anninou, I, Flew, C. and Stavraki G. (2025). From Haha to Aha reactions: A netnographic
study on how parody storytelling engages consumers. Xta TpokTikd ToL d1e8vovg cuvedpiov
54th Annual Conference of the European Marketing Academy (EMAC), Pozuelo (Madrid),
Spain, 27-30 Maiov, 2025.

Stavraki, G. and Anninou, [. (2024). Assessment innovation and student experience: A Case
study on the use of arts-based methods. Zta mpaxtikd tov d1ebvoic cuvedpiov International
Conference on the Management of Educational Units, 4-6 OxtoBpiov, 2024.

Anninou, [. and Stavraki, G. (2024). Unravelling student experiences with arts-based
assessment methods in marketing education. Xta mpaxtikd tov diebvovg cuvedpiov Academy
of Marketing Conference, United Kingdom, 1-4 IovAiov, 2024.

Stavraki, G. (2023). Zvppetoyn oto Transforming Communities through Promoting Inclusive
Art Consumption (track 1), The 2023 Transformative Consumer Research Dialogical
Conference, Association for Consumer Research, United Kingdom, 18-20 Iovviov 2023.

Stavraki, G. and Anninou, 1. (2021). The use of arts-based methods in innovative assessments
in business education: Preliminary evidence from a marketing module. Xta mpoaktikd TOL
deBvoug ovvedpiov International Conference on Contemporary Marketing Issues (ICCMI),
Greece, 3-5 ZentepuPpiov 2021.

Stavraki, G. and Plakoyiannaki, E. (2021). Escaping conventions: Theorizing from collage
research. Xto wpaktikd tov d1eBvovg cuvedpiov Academy of Marketing Conference, United
Kingdom, 5-7 IovAiov 2021.

Stavraki, G. and Anninou I. (2021). Doing, reflecting, and collaborating: An arts-based
reflection on the photo-elicitation method in marketing education. Zta TpaktiKd Tov d1eBvovC
ovvedpiov Academy of Marketing Conference, United Kingdom, 5-7 IovAiov 2021.

Stavraki, G. and Anninou I. (2019). ‘Tell me now, how should I feel?’: Letting go or holding
in emotions arising through art consumption experiences. XT0 TPOKTIKO TOL O1EBVOVG
ovveopiov Association for Consumer Research Conference (ACR), Atlanta, USA, 17-20
OxktmBprov 2019.



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

Anninou 1., Stavraki, G. and Yu, Y. (2018). Cultural differences on perceived crowding,
shopping stress and excitement in superstores. Xto TPakTIKA TOL 01E0VOHG cuvedpiov Academy
of Marketing Conference, Stirling, United Kingdom, 2-5 IovAiov 2018.

Stavraki, G. and Plakoyiannaki, E. (2017). Meaning is movement: A visual analysis of the
(trans)formation of consumers’ multiple identity positions. Zto 7pokTiKéd TOL JS1EBVOVC
cvvedpiov 46" Annual Conference of the European Marketing Academy (EMAC), Groningen,
Netherlands, 23-26 Maiov 2017.

Stavraki, G., Plakoyiannaki, E. and Anninou, I. (2017). ‘From ear to eye’: Discerning the
multiplicity in consumers’ selves through collage visual data. Xto mwpaxtikd tov O1E0vONG
ovveopiov International Conference on Contemporary Marketing Issues (ICCMI),
Thessaloniki, Greece, 21-23 Iovviov 2017.

Anninou, I., Liu, X., Stavraki, G. ko1 Plakoyiannaki, E. (2017). The relationship between
online customer reviews and confusion proneness. Xto TPOKTIKE TOv O1eBvovg cuvedpiov

International Conference on Contemporary Marketing Issues (ICCMI), Thessaloniki, Greece,
21-23 Iovviov 2017.

Plakoyiannaki, E., Stavraki, G. and Kampouri, A. (2015). Is it like this or it look just like this?
A semiotic analysis of photographic aesthetics. Xta mpaxtikd tov d1eBvoldg cvvedpiov

International Conference on Contemporary Marketing Issues (ICCMI), London, United
Kingdom, 30 Iovviov - 3 IovAiov 2015.

Stavraki, G. and Plakoyiannaki, E. (2014). Understanding consumers’ modes of interpersonal
relationships through a dialogical perspective. Zto mpoktikd Tov O1EBvoldg cuvedpiov
International Conference on Contemporary Marketing Issues (ICCMI), Athens, Greece, 18-20
Iovviov 2014.

Stavraki, G. xou Plakoyiannaki, E. (2012). Beyond material possessions: The emergence of
extended self in experiential settings - insights from Toulouse Lautrec consumption. Xta
TPOKTIKG TOL O01EBvoOC cvvedpiov International Conference on Contemporary Marketing
Issues (ICCMI), Thessaloniki, Greece, 13-15 Iovviov 2012.

Plakoyiannaki, E., Kampouri, A., Stavraki, G. and Kotzaivazoglou, I. (2012). Family firms:
Going global through a digital entry mode. Xta tpaktikd tov dieBvovg cuvedpiov International
Conference on Contemporary Marketing Issues (ICCMI), Thessaloniki, Greece, 13-15 Iovviov
2012.

Stavraki, G. and Plakoyiannaki, E. (2012). ‘Voices in my head’: Aesthetic experiences under
construction-consumers’ identity repertoires from Damien Hirst’s exhibition. Zto mpoxtikd
tov O1ebvovg ouvvedpiov 41th Annual Conference of the European Marketing Academy
(EMAC), Lisbon, Portugal, 22-25 Maiov 2012.

Stavraki, G. and Plakoyiannaki, E. (2011). Pathways and outcomes of immersion: A case study
of imaginative responses and personal reflections of Joan Miro’s artwork. Xta mpaktikd Tov



dteBvoug ovvedpiov 40th Annual Conference of the European Marketing Academy (EMAC),
Ljubljana, Slovenia, 24-27 Maiov 2011.

20. Stavraki, G. and Plakoyiannaki, E. (2011). Appropriating an artistic brand meaning: A case
study of consumers’ responses to Miro’s exhibition. Xta wpaktikd tov d1eBvohg cuvedpiov
16th International Conference of Marketing Communications (CMC), Athens, Greece, 27-29
Ampidiov 2011.

21. Stavraki, G., Plakoyiannaki, E. and Zotos, Y. (2011). From identifications to emergent
identities and from experience attachment to self-extension: A case study of Toulouse Lautrec
consumption. ITapovcioon tov epgvvntikod dpBpov oto diebvég cuvedpro 10th Anniversary
International Colloquium on Arts, Heritage, Nonprofit and Social Marketing, Leeds, United
Kingdom, 7 XentepPpiov 2011.

22. Stavraki, G. and Plakoyiannaki, E. (2010). The act and ‘art’ of appropriation: A case study of
Joan Miro consumption. [Tapovcioon tov gpguvntikov GpBpov oto debvéc cuvédplo 9th
International Colloquium on Arts, Heritage, Nonprofit and Social Marketing, London, United
Kingdom, 10 Zertepppiov 2010.

ApOpa og cVVEIPLO pE KPion YOPIS TPAKTIKA

1.  Stavraki, G. and Plakoyiannaki, E. (2018). Look who’s talking now: A case study on the
movement of consumers’ multiple identity positions. [Tapovciocn Tov gpgvvnTikov dpbpov
010 Oebvég ouvédpro 17th Colloquium on Arts, Heritage, Nonprofit and Social Marketing,
Birmingham, United Kingdom, 17 Zentepppiov 2018.

Conference leadership
1. Gouna, O. and Stavraki, G. (2026). Reimagining health and welfare management: Inclusivity,
innovation and impact. Participation in the scientific committee of the International
Conference on Health Management (ICOHEMA), Thessaloniki, Greece.
2. Anninou L. and Stavraki, G. (2017). Reflections on the study of emotional states in consumer
behaviour. Theoretical and practical implications. Workshop organised for the British
Academy of Management (BAM) Conference, Warwick, United Kingdom.

IIpookexinpéveg oprhieg

1. Stavraki, G. (2026). The use of collage as a research methodology: Depicting the Pontian
identity. Presentation delivered to the 20th Anniversary Panhellenic Meeting of Pontian
Youth.

2. Stavraki, G. (2026). Contemporary Marketing Trends in Greece. Invited Keynote Speech as
part of the Money Show organised by the Marketing Institute (Edeve - Management
Association of Northern Greece).

3. Stavraki, G. (2025). Art experiences: The role of immersion and emotions in the museum
space. Presentation delivered to the International Symposium “Museums & Destination
Experience: Challenges and Prospects” organized by the Folklife and Ethnological Museum
of Macedonia-Thrace.



4. Anninou, I. and Stavraki, G. (2025). Bringing business education to life: Engaging students
through the arts. Presentation delivered to the Industry Weely Digest organized by the Surrey
Business School.

5. Stavraki, G. and Anninou, 1. (2025). Student Engagement through Photo-Elicitation: An Arts-
Based Approach. Presentation delivered to the SIG Academy of Marketing (AM Marketing
Education SIG Lunchtime Online Research Seminar Series).

6. Stavraki, G. (2025). Marketing and Communications in Tourism. Presentation delivered to

the Italian-Hellenic Chamber of Commerce of Thessaloniki.

7. Stavraki, G. (2025). Creating unique tourism experiences. Presentation delivered to a
Workshop aimed at strengthening Entrepreneurial Discovery in the field of Experiential
Tourism in the South Aegean.

ITANEIIXTHMIAKH ATAAKTIKH EMIIEIPIA

Al 00KUALO, OE TPOTTTVYLOKO ETITEDO

2024 — Xfuepa  Tunuo  Awiknong Opyoavicpov, Mdapketivyk kot Tovpiopov,  AteBvég
[Movemoto g EAAGSOg

*  MédpkeTivyk Xovopikov kot Alavikov Epmopiov, avtoddvoun
owaokara, 2024/25 -

= Awiknon Mépketivyk, ovtodvvoun dwwackoria, 2023/24 -

=  Awiknon Howétntag, avtodvvaun dwdackario, 2024/25 —2025/26

= Tegyvikéc Emkowoviag otnv Eknaidevtik Awdikaocia, avtodvuvoun
dwaokaria, 2024/25.

2016 — 2023 Department of Marketing, University of Surrey, United Kingdom

= Yyuneprpopd Katavaroti) (Consumer Behaviour), avtodbvopun
odaokoria, 2016/17-2021/22

*  Eawowovie Mapketivyk / Avagnpion (Marketing Communications),
avtodvvapun owackoria, 2016/17-2021/22

*  Awiknon AwvikoV Epmopiov: Ipaxtikéc E@appoyég (Retail
Consultancy Project), avtodvvaun dwackoria, 2016/17 - 2020/21

* Ewayoyn 6to Mapketivyk (Principles of Marketing), avtodvvaun
odaokaria, 2016/17

2015-2016 Department of Marketing, Oxford Brookes University, United Kingdom
= Awyeipion Epnepiog IMehatov (Customer Experience Management),
avtodvvapn dwackoiia, 2015/16

A0 00KOALG OE PNETUTTVYLOKO EMITEDO

2023 - 2024 Tuqua  Awiknong Opyaviopmv, Mdapketivyk kot Tovpiopod, Atebvég
[Tavemoto g EALGS0g
= Mapketivyk, I[IMX om Awiknon tov Emyspnoeov (MBA),



avtodvuvaun dackaria, 2023/24 —

= Mapketivyk Exknawdevtik@v Movaomv, [IME Awiknon & Opydavoon
Exnoudgutikaov Movadwv, 2025/26 -

= YroatwoTikn] Avdivon kor Exmowdevtikn ‘Epevva, [IMXE Awiknon &
Opyavoon Exnaidevtikov Movadwv, 2024/25 -

= Jlowtwkny ko IMocotiky Avdivon Agdopévov ‘Epevvag, AIIMZ
Aroiknon Movédwv Yyelag & IIpdvorag, 2024/25 —

=  Me0Oodoroyieg Epevvag, [IME Awoiknon Tovpiotikdv Enyeipiocemv kat
Opyavicuwv, 2024/25 —

2016 — 2023 Department of Marketing, University of Surrey, United Kingdom

= Yvumeprpopa Katavarmti (Consumer Behaviour), avtodvvaypn
dwaokaria, 2015/16 —2021/22

»  Mépketivyk Tov [lehaterokav Xyéoemv (Relationship Marketing),
avtodvvapun dwackorio, 2016/17

=  Egappoopévn ‘Epevva Mdapketivyk (Applied Marketing Research),
avtodvvapun owackoria, 2015/16

= Yoyypove Ofpato MdapkeTivyk, ovtodhvopun ddackoria, pio o1dAesn
o€ O10aKTOPIKOVS POITNTES OvaL €tog, 2016/17, 2018/19, 2020/21

2011 -2014 Tunpa Owovopkav Emotpav, Apietotéreto [avemomuo Oeccarovikng
= Youneprpopd Katavaroti) (Consumer Behaviour)

Enipieyn petoantoproxav swtpifov

Amo 10 2016 &ym emPAéyel emTuydS 65 peTOmMTUNIOKES SOTPPES POITNTAOV GTO LETATTUYLOKA
npoypappoto MSc in Marketing Management, MSc in Strategic Marketing, MSc in Digital
Marketing and Channel Management, xoiv MSc in International Marketing Management 610
Surrey Business School. EmpAénm eniong dimhopatikég epyacie oto [IME ot Awoiknon tov
Enyepricewv (MBA), Aebvég ITavemotipio EAAGSOG.

AvamToén pednpuatev Kot KOKA®V 6Tovdav
210 mAaicto g dackariog pov oto Surrey Business School:

* "Eyo avartoéel 10 mpdypappo LETOTTUYIOKAOV ortovdwv MSc in Strategic Marketing xou 1o
enavaoyediaca (2022) oto mAaiclo ¢ avabedpnong avantuéng TpoypEUUATOS GTOVOMV
(Curriculum Development Review).

* 'Exo emovooyedldoet, ovamtOEel TO  O00KTIKO VAIKO (OaAélels, oepvdplo, pébBodot
aE10AGYNONG) Y10 TPOTTLYLOKE Kol LETATTUY LKA Lalfnpata.

AKAAHMAIKEX AIOIKHTIKEX APAXTHPIOTHTEX

®ef. 2017 — Tovi. 2022 AwevOvvrpra Tov Metamtvyiokov Mpoypappotog Enrovd®v
2rparnyiko Mapketivyk (MSc in Strategic Marketing), Tpnuo
Mépxetvyk (Department of Marketing), Surrey Business School,
University of Surrey.



Qg devbvvrpla tov Metamtuyakov [Ipoypdupatog o) avénTvén
TO TPOYPOUUO UETOTTUYOKAOV omovdwv MSc in  Strategic
Marketing (mponyovopevo mpdypappe MSc in  Marketing
Management), B) cvvéBaka pe emrTuyiot oTn SAMIGTEVOT TOV
TPOYPAUIOTOC amd Tov debvi popéa dwomictevong AACSB, v)
ocuvéforo otV JceAAon  udONoNng  TOL  HETOMTUYLOKOD
TPOYPAUUOTOC HEC® TNG avamTuENG Tov Assurance of Learning
(AoL) plan yw 10 petamtvyoKd TPOYPOULO, &) EKTPOCONNGO TO
LETOMTUYOKO  TPOYPOpD  OTIS EMITPONEG  Ue  eEMTEPIKOVG
aEl0A0YNTEC, GE GULVOVTIOELS LE LTOYNPLOLG (POITNTEC, KOl WE
YPOQEio TANPOPOPNONG GTOVODV.

ITAPAKOAOYO®HXH XEMINAPIQN
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2021
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2015

2012

“Embedding Graduate Employability Skills in the Marketing/Business Curriculum”,
Academy of Marketing (Marketing Education SIG), 12 Iavovapiov 2023.

“Creating, Capturing and Communicating Research Impact Workshop”, University
of Surrey kot Research Impact Academy, 6 kot 8 @efpovapiov 2023.

“Empowered Educator: Embracing a New College Classroom!” Sessions attended:
Revamping & Revitalizing Your Teaching, Alternative Assessment Ideas for All
Your Courses, Escape the Standard Lectures with Escape Rooms, Using Technology
to Engage Students in an Online Course, Cengage Events, 14-15 ®gfpovapiov 2023.

“Student Engagement (with learning and teaching)”, University of Surrey, 8
Mapriov 2023.

“Digital Disruption: The Future Role of Artificial Intelligence”, Surrey Business
School, 3 ®efpovapiov 2021.

“Online classroom engagement”, Surrey Business School, 3 ®efpovoapiov 2021.

’

“Metaphors and Illness”, School of Psychology tov University of Surrey, 23

deBpovapiov 2021.
“Active Digital Design Sprint”, Surrey Business School, 6-10 Ioviiov 2020.

“Foundations of Teaching and Learning” (Grade: 78%), Coursera Online Courses,
Yem.-Oxr. 2015.

“KATAJA course Methodological Issues in International Business Research”, School
of Economics, Aalto University, EAcivki, @wAavoia, 5-9 Maptiov 2012.
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AKAAHMAIKH HT'EZIA & TIPOZ®OPA

Kpumi|g 6€ emoTHovIKG TEPLOOIKA

British Journal of Management, Management Learning, Journal of Business Research, Journal of
Marketing Management, International Journal of Entrepreneurial Behavior & Research, Journal of
Consumer Behaviour, Management Decision, International Journal of Internet Marketing and
Advertising, Journal of Sustainable Marketing

AKaONpaiKy XoveloQopd & Yanpeoio.

2025- Co-editor of the International Journal of Contemporary Education Theory and
Research.
2026 Special Issue Guest editor: Anninou, L., Stavraki G. and Khan, J. (2026): Al in

Higher Education: Teaching and Learning in an Al-powered word. Journal of
Contemporary Education Theory and Research.

IFAQXYEY KAI AEEIOTHTEX IAHPO®OPIKHXE

= Ayylwn, Apiota (City & Guilds Level 3, Mastery C2)
= SPSS, NVivo, MS Windows, MS Office, Panopto Lecture Capture, Zoom.

AOIIIH EITATTEAMATIKH EMIIEIPTIA

2013 - 2015 Social Media Content Creator: Awayeipiotpia g 10tocerdag g EAAnviknig
Axaonuiog Mdapketvyk (EAAM). YrevBuvn yuoo avavEémon, Katay®pnon, Kot
uetdppaon mepteyopévou kot dwoyeipton tov Twitter Social Media account g
Axaonpuiag, Iodviog 2013 - Iodviog 2015.

2009 & 2008 Enomtplo ekbBéoewv oto Kévipo Xvyypovng Téxyvng Oecoalovikng katd
dwpkewn g 2ns Biennale Xoyypovys Téyvns Oeocalovikng kat tng EkBeong
No borders just N.E.W.S. Iooviog 2009 - XentéuPprog 2009 ko Iovviog 2008 -
Yentépupprog 2008.
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