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ITapaoxevr 31 MapTtiov 2017

09:30-10:00 Eyypagéc [AiBovoa A (Iodyelo)]

10:00-11:30 XaupeTiopol [@ecoorikd Ofatpo (O)]

Ewoayoywxr) Opilia, To Ztpatnymwd Xxédio Mdépketivyk yix
Adpioa: Avowkt I16An, Avowktol Xoopot, Avoktoi AvBpwot - A.

AEDONEP
11:30-12:00 Adetppa - Kapée [Povayié (P, 20c ‘Opogoc)]
12:00-14:00 ITapdAAnAeg Zvvedpieg I [©, AiBovoa 1 (1ocg), AiBovoa 2 (20¢)]

ITapovoiaon ewonyroewv: 15 Aerra/ Xvlijnon oro téloc ¢ ovvedpiac: 15-30 Aemrra

H Ewxxéva tov Témov 1
ITpoedpeio: A. TATIOYNAKHE, T. KATZABOYNIAOY

H Avdédeitn tov Témov Méoa am' tov Aeipopo Aotikd Zxediaoud. H Iepimtwon e
Komeyxdync - ©. TAAANHX

Avoaovvbétovtac ™ Bidown Ewoéva tov Témouv: M Ilepapatikry Ilpdtaon
[MepiBodrovTikov AoTikov Xxediaopov yiox v [Mareio Pavaptotddv ko v ATéAnNEn
tov Iotopucov Afova g Anurjtplov l'ovvapn o Oeooorovikn - N. KAAOTHPOY, A.
TZAKA, A. ZABPAKA, A. BAPOOAOMEOQO?Z, Z. KAPAKINAPH, A. X. ZYPAKOY, ©.
XATZHTTANNOIIOYAOZ

Aotixoc Hapaywykoc Témoc: H [epimtwoon tov TopvaBov, N. Adpioag - A. MOPAZ,
E. XTAYPIAH

«ABalovtac» v II6AN: Aiepevvnon e Avayvwolpdmrag Tov Ioavviveoy Méoa ard
[Mapatipnon kot Zvvevtevteg - A. AHMHTPAKOIIOYAOZL, I. KATEABOYNIAOY
TavtomTa Kot Avaryveptotpotnta AtyawomeAayitikewv Owiopodv: To Aokl e Aépov
¢ Educn Iepimtowon - A. TATIOYNAKHY, I'. NIKHOOPOX

Avédedn Idwaitepwv Xapakmplotikev e Toakwvides, IToAtiopdc - Iepdov -
Apyttextovikr) - E. BPETZAKH
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O TIToMtiopdg we Zrotxeio ITpoPfoAric e TavtdémTac Tov Témov 1
ITpoedpeio: N. T. KAPAXAAHY, E. MAYPATANH

H Xpron mc¢ Ilohmotikic Apaompidmrac kot twv Xopwv IloAitiopod oTic
Zrpatnykéc Mapxettvyk Tov EAAnvikav IToAewv: Avadedn 1) «Epyodetomoinony»; - N.
I KAPAXAAHZ

Evodaxtikég Apdoeig ITohtiotikov Tovpiopot yiax v Evioyvon g Tavtdémroac Tov
[Ipoopiopov - E. MAYPATANH

AoOnmploxd  Anpovpyiké Tomilae ko Mdépketivyx Témov: H  Ilepimtwon ¢
[Mepupepetaxric Evomrac Mayvnoiac - I AAAOY, ¥ KATXADPAAOY, A. M. AEONEP

Mvpwdiéc xau I'evoeig: Ewcdveg, Aé€eic xau ZuvauoOnoia - X. KOYXIAQNHE

[MoMtiotikr) Kauvotopia: O PéAoc e ot Bidowun Avémntuen xou otnv Avédeén tov
Témov - O. TCAKHPIAH

[MoMmiotikég kau Anpovpyikéc Biopnxavieg ot Adproa: IIpog pia Néa Tavtdmra e
[T6ANG; - M. KOQTOYAA, M. ITATTATEQPTIOY, A. TOXIIOAINH

O Poloc twv @eotiPdA oty Tovpiotikr) Tavtémtar Tov Témov: To ITapddetypa e
Ykomélov - M. WAPPOY, K. ATTEAETOY

Nation Branding xou Actowon
ITpoedpeio: M. M. TEOI'KAZ, B. Z. YPHAANTH

Zrpatnykd Xxédto yia v Avamtuloxny Armdopatio tov Témwov: H [epimtwon e
IoAhavdiag - N. I[IENTZAX

H Ewova me ENé&dac v Ilepiodo e Kpione kau n EOvixr) Emicorveoviaxr] IToAirik -
E. KOXTOYAA, A. KPETXOZ, B. TKAPTKOYAA

Nation Branding, o PéAoc ¢ AieBvoie Armhapartiac ot Anuovpyia Oetixric Exdvag
yx pae Xadpa, o Emavampoodioptopéc tov ENAnvikot Nation Branding ev Méow Kpiong
- A.TTANNAKOZ

Nation Branding - The Brand of Greece - E. XATZOIIOYAQOY, M. M. TXOI'KAY, ®.
KEAEIIOYPH

Aepevvnon mc MetafBoAric e Exdvag poc Xopac Ipy ko Metd amd v [Hoapoapovi
oe Avt): H Ontikr} tov @ormrdv Erasmus - M. KYPIAKOY, M. M. TXOI'KAY, B.
ZTAYPOIIOYAOY

«e-City Branding»-H Awxdixtvaxr) Tavtomta Zovyxpovav IIoAewv: Epyodeia kot
AoTtoyiec - B. Z. YWHAANTH

14:00-15:30 T'ebpa, MOAog 1927
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15:30-17:30 IMaxpd\AnAeg Zvvedpiec 11 (O, 2]

H Ewéva xau ) Towtdémta teov ENAinvikedv TTdAecov 1
ITpoedpeio: A. TTANNAKOY, A. AEONEP

Zroxaotikéc IMapodayéc omv Ewova mc ENAnvikiic IToAnc - N. MANTAY, A.
AEONEP

H Towtémra e ENnvikric II6Anc Méoa amé 1o Ilapdderypa Tov Xvvedpioxod
Tovpiopov. H Ilepimtwon tov PuAasdiov Tov Xvvedpiaxot Tovpiopov Tov EOT - E. .
T'ABPIHA

Kevtpixol Apopot-Tlpdowma e IToAnc xat Zvyxpovot Metaoxnuatiopol: H Ilepimtwon
¢ Aew@dpov Nikng oto ITapoiiord Métwmo e @ecoorovikne - A. TTANNAKOY,
B. MITYPOY

H ITp6éxAnon mc Exmévnone Zrparnykcv Zyedicov Mépxetivyk yioa Kovrtivég IToAewc: H
[epimtwon e Adploag kot e KoCavne - A. AEPNEP, E. WAGA, ©. METAEAY, N.
I KAPAXAAHZ, K. XYPAKOYAHY

H ®vooyvouia me IIé6Anc tev Tpwdwy, Méoa amd ta mAéov XapoaxtnploTik&
Yrtotyelo Avaryvaplonc g, Zoppova pe Karotkovg, Emiyeipnuartiec xou Emoxkénteg e
[T6Anc - N. ZAMAPAX

Place Marketing xau Branding - N&ovoo - M. TOPOPH

Contrasting Visitors' and Residents' Perceptions of Satisfaction with Tourism Activities
in a Destination: Empirical Evidence from Nemea Region, Greece - P. CHOUNTALAS

O ITohmopéc wc Ztorxeio ITpofoArc e TawtémTac Tov Témov II
ITpoedpeio: T. ETAMIIOYAHZ, N. I. KAPAXAAHZX

The Governance of Place Brand: A Commons Perspective - A. GEORGIOU, E.
MICHALOPOULQOU, Y. STAMBOULIS

H Abrjva: Néec Aoxipéc Agpriynonc kat ot Idtwtikol @opeic IToAtiopov (2013-2016) - K.
[TATTAGANAZIOY

H Apyxitextovikr) ZupoAr) omyv Tavtdémra Témwov: IToAeodoukyy MeAétn AvamAaonc
¢ [eproxric Tov Bapdapn, Avadiapopewon IMhareiog Anpoxpatiog kot Néo Movoeio
[T6An¢ ®eogoacrovikng - N. KOYXTOYAA, K. MITOMITOAA, X. Y AEQNH

Emoxenticéc Poéc Epmopikcdv T'eyovétwv wg Avvépeic Tomikic Avéamtuéne: H
[Tepimtomn tov [Talaptod e Adpioag - Z. POAINAY, ©. METAEAX

Tomia Eyxatddenpnc wc Ymodoxeic Evolaxtikwv Mop@dv Tovpiopov: H Ilepimtwon
Tov Owtopov «Ilokiovpr Alowviag - Z. [TPITKOY

To Movoeio w¢ XOpporo kau Xnueio Avagopde yax poe Meoatov Meyé0ovg I16An: H
Zvppetoxixn) Ilpooéyyion Aettovpylag oto Apyovtikd Xxovtépn - AiviooyAov omnv
Kopomvr - ©. [TAXXAAH

O Kuwnuatoypdpoc wc¢ Branding Tomov kot 1 IToMtikr) tov Kivnuaroypagpukov
Tovptopo¥ - . TOYPTOYAIANH, M. ZOYMIIOYAAKHX
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17:30-18:00 Adetppo - Kopée [P]

18:00-19:30 Kevtpixéc Ophieg (O]

The Why and How of Destination Brand Experience/ To I'at( xau to ITed¢ g Epmerpiog
Tov Brand evég IIpoopiopov - MAGDALENA FLOREK

Participatory Place Branding/ Xvppetoxiké Branding Témov - MIHALIS KAVARATZIS

19:30-21:30 Workshops [AiBovoa B, AiBovoa I' (Iodyeo), ABovoa 3 (3oc
‘Opo@oc)] / Posters [D]

The Destination Branding Bootcamp - A. KOYTOYAAX

Zyxedtaopoc I'aotpovopxov I'eyovotog oty II6AN e Adpioag péow tov ZupHeToX 1KoV

Zxedtaopov - A. KAPATTANNHE, ©. METAEAY

Alxpoppadvovtag éva Zxedto Atxxeiptong kau IIpofoAric yrax
v Ieploxr) Tov MvAov tov Ilammd pe Xvppetoxikéc Atxdikaoiec -
B. AOYMIIA, O. AATZH, N. I. KAPAXAAHX

Ilapovoiaon poster: 5 Asmrrat / Zv(ijtnon ueta ano kabs mapovoiaon: 3 Aemrra

IMapovoiaon Poster
[Tpoedpeio: A. ZATIOYNAKHZ, N. BOITAZIAHX

Zuppetoxikog Xxedlaouodc ot Atapudppwon e Ewévac pag IIéAnc: H Iepimtwon tov
Kavala Urban Centre - E. XZAMOYPKAXIAOY

Public e-Governance and City Marketing Based on Indicators Monitoring Information
System in Urban Environment - G. KOUZIOKAS, A. CHATZIGEORGIOU, K. PERAKIS

Introduction of MC3 Algorithm to Place Marketing - ]. GAZDA, M. BLAZEJOWSKI

Applying A GIS-Based System and Crime Hotspot Analysis in Public Management and
Place Marketing and Branding for Sustainable Urban Development and Planning - G.
KOUZIOKAS

Exploring the Relationships Between City, Cultural Memory, and Disaster: Findings of
the European Project EDUCEN - M. DANDOULAKI, H. DE JONG, T. PAGKARLIOTA,
V. VAVIZOU

The Tall Ships' Races 2013 in Szczecin as a Touristic Product - ]. HERNIK

Nation Branding: H ITepimtewon e EN&Sag - B. TOYTOYZH

H IIpofoA} e EANAnvikric Tavtéomtac Méoa amd ta Oepatikd PuAA&diax tov EOT:
Mix Znpewwtikry Avéivon - E. . TABPIHA
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IIpoc o Bidown Tovpiotikyy Avamtuén Méoa amd t1ic Evodhaxtikéc Mopgéc
Tovpiopo¥: H Iepimtwon tov IloAtiotikod Tovpiopo? - E. MITANIAA

Aotixéc Tp(o)mxomrec. O Aotikde Anupdoloc Xwpog, n Tavtémra ko 7
Avamapdotaor Tov wg «Ilepimov Xdpog» - A. MOPAX

Xapakmnpotikéc AToAeteg Zrotyeicoov e Apxitextovikng Tawtdmntac e I1éAng, Méoa
amd Tic Metaforéc omv AvtiAnyn yix v Ewdvae g, ot Zoyxpovn lotopia teov
TpuwdAwv - N. SAMAPAY, M. KPANIA

Avémrtun Zjuatoc [Howmrac Ipoidvrwv kot Yrnpeotcdv omv Ilepoxn Owoavémtuine
Ké&pAag - MoavpoPfovviov - Kepoddfpvoov - Beleotivov - I AEAHBAXH, 1.
KATKAAOQY, 1. BEPTOX

Ztpamywxo IIpooxédio  Mdépketivyx  Afpov  Apiototéhn  XoAkdikrie - Al
IT'KOYZKOYNHY, X. AHMOTI'EPONTA, A. NTAXPHX

H Aopyavwon PeotiBéA w¢ Iledio IToAiTiopov kot Anpovpyioac TavtéotnTac evée Tomov
- H Ilepimtwon ¢ E&vOnc: To EavOicotiko KapvaBd kau ot T'optéc IToAide IT6ANnc - M.
KOPOEENIAOY

H Avémtuén tov Tovpiopov Méoa amd Emevévoeic YnAwv IIpodiaypagcv "Hmieg mpog
to IlepB&Mov. To ITapdderypa e ITvAov Meoonviac - ©. TAAANHZ

21:30-23:00 Aetiwon Ymodoxrc [A]




Z&pBBato 1 Ampikiov 2017

09:15-11:30 ITopbAAnAeg Zvvedpiec 111 [B, 1, 2]

Awaxxeipion xou ITpoPoAr) IIpoopiopod kot Bidon Avamtutn
ITpoedpeio: . ZKOPAIAH, T. TOYZIOX

Ewoveg tov Tomov xau Tomikry Avémtuén: H Evowpdtwon e Tomkric F'aotpovopiag
otV Exéva e Zavtopivne w¢ Ilpoopiopot - X. ZKOPAIAH, K. TEAKOIIOYAOY

Biohoywr) Koliépyeta, Biopatikiy MaOnon, Aeipopoc Avamtuen oto Nopd XoAkidikrc
- M. BA®EIAOY, N. PEPPANTI

[Ipovmobéoeic AvamtuEne HAextpovikrc IMAatpoppoac Mébnone oto IThaiowo g
Biwopng Tovplotikric Avamtuvéne - M. STAMITOYAHZE, E. AAZAPIAOY

Axdixtvoaxr) Xaptoypagikyy Egappoyr Owikedv Awdpopcdv. Ilepioxry MeAétnc:
[Tepipépeiax @eoooriog - A. AATKAAINOZ, IT. MANETOZ, X. KOKKQXHY

To Marketing mc¢ IIE Adpioac wc¢ Ilpoopiopov Ilepimarnticov Tovpiopov - T.
TOYXIOZ

O Opnokevtikdg Tovplopdc ot Oeoooiia - . KATETANA

On the Necessity of Founding Local Destination Management Organizations in Greece
and their Inextricable Relation to Local Universities - A. KONIDARIS

Managing Destination Brand Image Co-Creation - A Jointly Created Strategy By Airports,
Airlines and Destination Authorities - E. VLASSI, A. PAPATHEODOROU

O TIToMtiopég we Zrotxeio ITpofoAric me TavtdémTag Tov Témov 111
IIpoedpeio: M. MAPKATOY, E. ZAMOYPKAXIAOY

H ®otevia toov «Eeviowr w¢ Méoo IIpofoAiic e Tavtdémrag tov Témov - N. B.
KOAOBOQOY, E. XITANOITANNH

ZvpPoAry o Aepevvnon Ilpoontikwv AvamtuEne oto Xaiddpt ko v Evpitepn
[Mepipépeix Attixric A€omoidvrac Xvvdeon tov Xaidapiov péow loTopiag kot
ITepBéMovtoc pe v Kawoapravr) kot v EAevotva - K. QOYNTOYAHZ

Mvnpeia ko Branding: ANnAemtidpaon I16Ang (Adpioa) kau Iepipépetac (Begooia) -
B. ZITANOX

Avaovotaon ¢ Tavtdémrag e Adploag Zvvopodvtag pe tao Mvnpeio e - M.
TEAAAKH

Mvnpeia xou Témot IToMtioTikric KAnpovopuée we Méoa IIpofoiric e Tavtdmtag Tov
Témov: H Ilepimtwon ¢ APepodpeov T'ewpykric XxoArc omv Adpoa - M.
MAPKATOY

Moloc IMammé: Movoeooyiéc Ilpooeyyioeic omv EEEMEN Tov Blopnyxavikov
Alevpdpvrov oe Movoeio Zitnpcdv ko Adevpwv - E. XZTAYPAKH

KamvamoOrkec Kapdhag: Ta Ktipiao e Anonec 1) n «Tawtdmro» pag [IéAne; - E.
ZAMOYPKAZIAOY
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H Nopuxr) Opydvwon tov Iepov Ilpookvviipartoc Ayiag Ilapaokevrc Tepmddv wc Méoo
IIpoPoAic ¢ TawtdmTag Témov - A. ITANOYEHX

O PéAog tv IToMteov oto Marketing kot Branding Témov
[Tpoedpeio: K. EEPPAOL, M. KABAPATZHX

[IpooeyyiCovrac v IIoAamAdmta Tov Témov Méoa amd ZvAMoywéc ITpaxtikéc otnyv
IT6An - I.TKOYMOIIOYAOY, A. XAZAITHX

Sharing City/ Mia I16An rov Ataportpéetan. O PoAoc e Owovopiag Tov Alxpgolpaopot
¢ Epyodelo omv Buwdown Aotixy Avamtugn - L ZIIYPOIIOYAOZ, A.
TOYOQEITOIIOYAOY, K. [IETPAKOZ, X. AYTEPINOY-KOAQNIA

Xwpwn Ataxvpépvnon kat Aixpdppwmaon e Tavtdmrac e IT6An (Place Branding): H
Epmepia ¢ T'eppaviag otic Zvppetoxikéc Aadikaoiec yix 1o Zxedlaopd xat tnv
AvamTugn - K. XEPPAOY, E. AXTIPOTEPAKAZY, TI. BOYAEAHX

Participatory Place Branding and the UK High Street: A Practical Application on Alsager,
Altrincham, and Holmfirth - N. NTOUNIS, M. KAVARATZIS

Community-Based Creative Tourism: H Ilepimtwon tov Aovpyovtiov - M. KYPIAKOY,
M. M. TEOTKAZY, K. BANAXOYAA, I. ZOYNH

Ye Avalnmon Etedikevone ko Avamtuéng, APKAAIA 2020 - TAIITOK - M.
TEOYKIAX

AXkoON - Tovpiopéde: Rebranding - Avrtiotpogry Apvnrikric Ewévac evée Tomov,
MeAétn Ilepimtwonc M Kprjmne - X. XATZHAAKH, ©. METAEAY

H Awoixnon AvBpwmivov Avvapikov kat to Branding ITéAecwv Méoo amd o @ecopn ik
[Ipooéyyion - ©. KPAMIIOKOYKHZX

11:30-12:00 A etppo - Kopée [P]
12:00-14:00 IMap&\AnAec Zuvedpieg IV [B, 1, 2]

H Ewxéva tov Témov 11
[Ipoedpeio: A. KOYTOYAAT, K. MQPAITHS

Aocotixéc Amooiwmroelc: Xvyxpovee EteAifeic oto Zxedaoud tov Xopwv Tagrc kot
Awayelpron ™mc Tavtdmroag tov Témov - A. ZABPAKA

A Critical Content Analysis of the Tourist Logos Used by Greek Destination Marketing
Organizations - D. KOUTOULAS, V. LOUPI, 1. ZANNETTOU, A. VASSILIADI

Marketing the Smart City Brand; An Empirical Investigation - M. ANGELIDOU, I.
SYMEONIDOU

City Branding: The Case of Tokyo - A. TKAPABEAOY

Toavtémra Tov Tomov kau Aiktva Emokepipomrac: H TToAtiky) Zxompotnta kot 1
Tvoxétion Toug pe Tov «@uotkd» Txediaous - K. MQPAITHE

Ewaotikd IoAipynota: O PéAoc twv EikaoTikdv AvamapaoTdoewy oTny ZuykpoTnoT
¢ Eoévag g [1oAnc. H Ilepintwon e ABivag - E. TXAKIPH
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Re-Branding Zvyypov: O IToAtiopéc wg Oxnupa yix v ANayr) e Ewxovag xat ¢
TavtdémTag me Aew@opov Zvyypov - A. ATAITHE

ITpocs6nom xou IpoPoAr} TéTov
ITpoedpeio: P. KAAMITATZEA, A. AEONEP

H ®vown KAnpovoud wc¢ Oetixr) Atia Ovoparoc ot Xwpixr) Avémtugn e Anpootoac
I'nc vrté Opovg Aepopiog - A. A. AITYAPAOY, P. KAAMITATYEA

Arxdixtvoxr) Xaptoypagikr) [Mhateoppa Kataypagric Tovptotikedv Apaotnplotitewy
Méow Crowdsourcing - B. EY®YMIOY, IT. MANETOZ, A. AEONEP

Nation Branding: H Ilepimtwon ¢ I'aANiag - A. I. NIKOAOIIOYAOY

H ‘Extaon ITvpyov Baothioong - ITdpxov Tpiton omv ABnva: Ztpatnykr Alxxeipton
yoo ™ Zvykpomon Avayvopiopne Tavtéomtac pe MntpomoMtikr) - Ymepromikn
Eppéreiax - K. X=TAMOYAIAHY, P. X TAOYAAY

IMowx Ba eivow tar O@éAn amd v Avéden e EAevoivac wc IoMtioTikric
IIpwtevovoac ¢ Evpomne to 2021 kot o Amoloyiopde tov Oeopov Ildtpa -
IToAmiotixn IIpwtevovoa g Evpodmne o 2006 - ®@. TKATZHX

H TpimoAn petd v Ymoyneomtd me wc ootk Ilpwtebovoo: ETENEN kau
IIpoomtikéc - A. KATPAAH, P. MAAAMA

H Axprjpion w¢ Epyoeio AvtiAnync mce Tavtdmrag evéc Tomov xou IIpocdbnone Teov
[Siaitepwv Xapaktmplotikev tov: H Iepimtwon e Anpotikric Evémrag Koune - L
ZKYPIANOX

DeotiPN kau Eibikd T'eyovédTa
ITpoedpeio: N. BOTTAZIAHE, X. XKOPAIAH

H Tavtémra tov Tomov Méow Peotifd: H Ilepinmtwon 1wv Movowov DeotiBEA
Gstaad xou Verbier - N. BOTTAZIAHX

Alopyavwon ExénAcwoewv xar Ymodopéc w¢ Epyodeio Branding Témov. Mehémn
[Tepimtwong: Leeds Arena, M. Bpetavia - X. APAKOITIOYAQY, IT. ANTQNOIIOYAOY

H MetafoAr) e Ewxévac e Bapkehadvne oe Zvoxétion pe tic Aopyavaoeic Edikcv
leyovotwv mov ‘ElaPav Xodpa oe avmyv 1o Tedevtadar 40 Xpévia - N.
KEOAAOITANNHX

IIIIE EAEYZIY 2021: Evkaupia yix Xvykpotmnuévec Apdoeic otov Tomxéd Topéa
Aypodiatpogric - X. ZKOPAIAH, ©. AAKPINTHZ, K. TTAKOIIOYAOY

‘Hallmark Events’, ®eotiBéA kot Tomucée Tavtdémree: To Hapadetypa tov PectPAA
MehitCall( Aewdvidiov - Z. MAPTAPH, X. MITOAHY.,

Exploring Potentials for Culinary Tourism through a Food Festival: The Case of
Thessaloniki Food Festival - G. CHATZINAKOS

14:00-15:30 T'ebpa, MOAog 1927
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15:30-17:30 ITapdAnAeg Zvvedpiec V [B, 1, 2]

To Marketing xot Branding Témov w¢ Epyoeio AvamtvEng
ITpoedpeio: A. AEONEP, ®. METAEAX

«Avapvioeg I'evoewv» (ENnvikr) KovCiva ko Tpdeipa/ Tovpiopos/ Etaywyéc) H
I'ebon w¢ Aopxod XZtoixelo Anuovpyiag Ioyvpric, Avrtaywviotikic TavtémnTac
IIpoopiopod kau Asipopiag - A. MITPOYXAAHY

Kawvotépo Mépxetivyx otov Owotovplopd: Metarpémovtac v Katoaotpogr oe
Evkaupia - ©. METAEAY, A. KAPATTANNHX

Branding Tomov: ‘Oyeic kau Ztpatnyucéc Evioxvong xat [TpowOnong Tov Brand ITeipoudc
otov Topéa e Kpovaliépac - Z. ZYPOY, IT. ANTQNOIIOYAOY

Mépxettvyk kot Branding tov Afjpov MapaBddva - N. XATZHKQNXTANTHXY

Tavtéomta Témov kau [apaywyikr) Avacvykpdmon: To mapddetypa tne Huabiog - M.
MIIOYPI'OX, A. AEONEP

Zvyxpédmon Awxtowv Tomaxric Puooyvopioc ota ITAalowx g IIpooéyyiong
Territory Branding ywx v Ilpo®d6bnon «xou Evioyvon twv Nnoiov Tov
BopeloavaroAikov Aryaiov - A. MENTEKIAOY

Brand Personality Destination: The Case of Paros - E. XATZOIIOYAOY, M. M.
TXOTKAY, H. TZOYANH

Tomio xou Tavtém Tl
IIpoedpeio: K. MQPAITHE, X. [TIATIAAOIIOYAOZX

H ZvpPoAr e A&oddynonc tov Xapaxtipa tov Tomiov oto Branding & Marketing
Tomov - A. TKOATZIOY

Trans-National Place Identity: To EAAnviké Tormio xau  YmépPaon e Iepropiopévng
E6vikric TavtémTtac - K. MQPAITHE

H Towtémra tov ENAnvikov Tomiov ota Arcade Games - X. [TAITAAOIIOYAOZ, A.
MAAAKAZIQTH, M. AOYKOY, A. ZABITXANOY

H Atia m¢ ®éac o Odhaocoa: Medém towv Tiudv tov Tovplotikedv KatoAvpdtov
¢ @eocooliag - 1. AITEAOIIOYAOQOY, I1. APBANITIAHZE

KeAép: H Avayvoplopomta tov Ovouatoc, 1 Iotopiwkdémra tov Té4mov kau o
IToMtiopée w¢ IIoAot ‘EAEne ko Epyodeiar Avémrvene - K. NTAMITETAIQTHY, %.
IMTAYXAAIAQOY, A. I1. MITOTZAPOITIOYAQOY, A. XATZOYAHY

Aixtvo OuAdxwv Avextiunme Atiag oto Tomio: To ITapdderypa e B. A. Kprjmc - A.
KOYZOYIIH

O Témog mg Ave Xvpov Méoa and v AvéAvon tov Tomiov ™ - A. BAZIAAPA
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2 O IToAtmiopde w¢ Zrotxeio ITpofoArc ™me TavtémTag Tov Témov IV
ITpoedpeio: A. KAAOTEPEXHZ, B. AYAIKOX

The Role of Educational Pavilions in Place Making: Establishing a Dialogue Between the
University and the City - I. SYMEONIDOU, M. ANGELIDOU

EMNnvikée T'aotpovouikéde IMoAtiopde: H Ilepimtwon Ttov «Aktoov Afuev TV
ExdAextedv ENAnvikav I'evoewv» - L. MITOAHY, A. KOYTXOYPHX

Zovtavevovtag Mviuec amd tove AvOpwmove twv Texvov, Evioxvovtac tov
[ToMtioTiké Tovplopd omv II6An: M Ilpdtaon yx ) Adploa - Z. XINTZIOY, K.
YYPAKOYAHZ

H Znpooio teov Movoeiwv yiax v IIoAmiotikr) Tavtéomta kot v Tovplotiki

AvémtuEn tov [IoAewv: To mapddetypa Tov Ataxpovikov Movoeiov Adpioag - N.
I[TAITANAXTAXOYAH

I'vopuio ye m I'm tov Opnpikov AxydMéo: H Avalrimon, n Awxudpeomon kot 1
Owpdbxion tc Zvyxpovne Avayvwpionc Toavtéomtac twv Papodwv - A.
KAPAXAAIOZ, B. NOYAA

H Ewova w¢ Eumoédio. Ot Avokohiee Ilapéufaonce omyv Kabepwpévn Ewdva Evoc
Témov: H Ilepimtwon ¢ Képxvpag - A. KAAOTEPEXHY, B. AYAIKOX, B.
AAOITIOAHZ

H TTohtiotikry KAnpovoud tav Iapadootaxov Katowicdv tov N. Zeppoov kat n

Karaoxkevaotikr Aour} Tovg wc Idiadtepo I'vadpropa e Tawtdmrac e Ileploxric tev
Yeppadv - I. IIOAYPABAX

17:30-18:00 Aéeippa - Kopée [P]

18:00-20:00 ITaxpd\AnAeg Zvvedpieg VI [B, 1, 2]

O PéAo¢ tov MME ot1o Mépxketivyk & Branding Témov
ZtpoyyvAr] TpameCa Anpootoypdpav
Zvvrovioig: T. TOYZIOZ

N. KAZANTZIAOY, AIIE-MIIE

A. MITAAHY, 24 MEDIA

2. ITAITAAOITOYAOZ, Omorfa Taxidia.gr
X. [IOYTETXH, TO BHMA

IT. PQTIAAHZ, Travel Daily News
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H Ewéva xat ) Tavtomta toov ENAnvikcv IToAecov 11
ITpoedpeio: K. XYPAKOYAHZ, A. AEPNEP

Kowvwviko-xywptxol Metaoynuatiopol xat Tavtdmra tov Témov: H Ilepimtwon tov
Wuppn - B. XAPAAAMITIAOY

Tavtomta, Ewxova kot Mapxetivyk tov Tomov: Ztpatnywd IIpooxédio Mapxetivyk
Afjpov Ayiée Iepipeperaxric Evomrac Adpioacg - X. MHTPOYAA, E. TKANTOYNA

[Tpooyédio Zrpamnykov Xxedixopov & Zyédio Marketing tov BéAov. To IToAitiotikd
ITpo@iA oto Branding & Marketing tov BéAov kat tov ITnAiov - I'. ANAXTAZIOY

Zrpatnykoc Xxediaopde Avamtuene Evoiaxtikod Tovplopot: H Zvykpdton evog
Opéuatoc yra ) Zopobpaxn - I KONYOYAA, IT. ZKATTANNHXE

City Branding Mixpopeoaicov ITéAewv e Ilepipépelac - H Iepimtoon e Apduoag - M.
BEZYPTZHX

H AvéAvon Mdapxetivyk wc Epyodeio ommv Avéamrtuén twv Ilpoopiopcv: To
Mopdderypa tov Aadiov [dkov - I'. ZOYNH, Z. KANEAAOITIOYAOY, I'. KOYPOY,
A. KOYBEAH

Zrpamyko Xxédo Mapxetivyk yia ) @egoodovikn wc Tovpiotikd IIpoopiousd - ©.
TKOYTKOYAITYAY, I. ZOYNH, E. BEAIZXAPIOY

Egpoappoyéc xau ATioAdynon Marketing xwoau Branding Témov
ITpoedpeio: E. WAOA, O. TEAKHPIAH

Tithot xat Atoroynoeic IloAewv. Ztotyela e Aotikric Tavtdmrac 1) Epyoeia oty
Ymmpeoia Tov M&pxetivyk Témov; - E. WAGA

O Péhog twv Epevvadrv Kowvov. Zvyxpovort IIpopAnuartiopol kot Ilpotervopeves Avoeig/
Egappoyéc - O. TTAKHPIAH

‘Epevva ITohmiotikric Ztpamywkrc EAAnvikov ITdAewv: Avtoagioddynon - Ztdyot -
Avayxec - B. AAOITIOAHY, E. AHMHTPAKOIIOYAOY

H ZvppoAy toov Iaykéopwy Exbéoewv té6c0 oty Avraywviotikéomta e II6Ang
Aopybdvwong 6co kot oty Tomixy ¢ Avdamtuén - E. SITANOITANNH, N. B.
KOAOBOY

Epyodelar kot Amotedéopata YAomoinone Ttov Ilpoypa&ppatoc Evnuépwonc -
EvauoOntomoinong  yix mv Avdéden xau IlpofoAr) e Ileproxric Owoavamtuing
KépAac - Mavpofovviov - Kepoddfpvoov - Beheotivov - M. XAMOT'AOY, L
KATKAAOY, 1. BEPTOX

H Xpron Tewxwpwxodv Texvoloyiwv amd Tomikovg Popeic omyv Avadelln kot
Atlomoinon tov IToAttiotikov Amobéuartoc pag Ieproxnc. H Iepimtwon e [16Anc twv
TpdAov - A. MOQYYIAAHY, K. AOYKA

Place Marketing as the Impetus for Asset Based Spatial Planning for Investment in Low
Middle Income Countries Municipalities - The Paradigm of Georgia - S. TSARTSARA
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20:30-20:45 Bpapevoeic [@éatpo OYHA]

20:45-21:30 Kevrpucr} Opdic [OYHA]

Destinations of Distinction/ Aixkptrol ITpoopiopoi - ROGER PRIDE

21:30 ANEn Zuvedpiov [OYHA]
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