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FOREWORD   

The Annual Conference of the EuroMed Academy of Business aims to provide a 

unique international forum to facilitate the exchange of cutting-edge information 

through multidisciplinary presentations on examining and building new theory and 

business models for success through management innovation.   

It is acknowledged that the conference has established itself as one of the major 

conferences of its kind in the EuroMed region, in terms of size, quality of content, 

and standing of attendees. Many of the papers presented contribute significantly to 

the business knowledge base.   

The conference attracts hundreds of leading scholars from leading universities and 

principal executives and politicians from all over the world with the participation or 

intervention of Presidents, Prime Ministers, Ministers, Company CEOs, Presidents of 

Chambers, and other leading figures.   

This year the conference attracted over 270 people from over 50 different countries. 

Academics, practitioners, researchers and Doctoral students throughout the world 

submitted original papers for conference presentation and for publication in this 

Book. All papers and abstracts were double blind reviewed. The result of these 

efforts produced empirical, conceptual and methodological papers and abstracts 

involving all functional areas of business. 

 

  



10th Annual Conference of the EuroMed Academy of Business                                                      6 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

ACKNOWLEDGEMENT   

Many people and organizations are responsible for the successful outcome of the 10th 

Annual Conference of the EuroMed Academy of Business.  Special thanks go to the 

Conference Co-Chairs Dr. Stefano Fontana, Dr. Silvia  Solimene and Dr Daniela 

Couccia and the Sapienza University of Rome, in Rome, for accomplishing an 

excellent job.   

It is acknowledged that a successful conference could not be possible without the 

special co-operation and care of the Track Chairs and Reviewers for reviewing the 

many papers that were submitted to this conference. Special thanks to the Session 

Chairs and Paper Discussants for taking the extra time to make this conference a real 

success.   

The last but not the least important acknowledgment goes to all those who submitted 

and presented their work at the conference. Their valuable research has highly 

contributed to the continuous success of the conference. 

  



10th Annual Conference of the EuroMed Academy of Business                                                      7 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

TABLE OF PAPERS 

INTELLECTUAL CAPITAL AND ENABLING FACTORS FOR STARTUPS IN A BUSINESS 

ECOSYSTEM PERSPECTIVE ........................................................................................................................... 37 

Abbate, Tindara1; Accordino, Patrizia2; La Rocca, Elvira Tiziana1; Rupo, Daniela1 ........................................................... 37 

A SUGGESTED NEW METHOD OF INNOVATION: INTRODUCING  THE INTEGRATED QUALITY 

FUNCTION DEPLOYMENT FOR PRODUCTS & SERVICES .................................................................... 53 

Abu-Assab, Samah .............................................................................................................................................................. 53 

PERCEIVED VALUE OF BRANDS: THE EFFECTS OF BRAND ATTRACTIVENESS AND BRAND 

TRUSTWORTHINESS ....................................................................................................................................... 64 

Akturan, Ulun..................................................................................................................................................................... 64 

ADVANCING THE PRIVATE HEALTHCARE MANAGEMENT SYSTEM IN LEBANON AND THE 

MIDDLE EAST - INTRODUCING NEW MEDICAL BENEFITS BY THIRD PARTY 

ADMINISTRATORS .......................................................................................................................................... 73 

Al Khoury, Wissam1; Bekhazi, Helene1; Al Khoury, Grace2 ................................................................................................ 73 

INTERLINKING EMOTIONAL INTELLIGENCE AND CUSTOMER RELATIONSHIP MARKETING 

IN THE LEBANESE RETAIL BANKING SECTOR ....................................................................................... 92 

Al Khoury, Grace; Thrassou, Alkis; Kaufmann, Hans Ruediger......................................................................................... 92 

SOCIAL ENTERPRISES AS DRIVERS OF LOCAL DEVELOPMENT: A FRAMEWORK .................... 107 

Andreottola, Francesco1; Massaro, Maria Rita2 ................................................................................................................ 107 

THE IMPACT OF PUBLIC RESEARCH ON INDUSTRY INNOVATION: A TECHNOLOGY-LEVEL 

PERSPECTIVE IN THE GREEN ENERGY FIELD ....................................................................................... 113 

Ardito, Lorenzo; Messeni Petruzzelli, Antonio; Albino, Vito ........................................................................................... 113 

THE EFFECTS OF PAY DISPERSION BETWEEN EXECUTIVES AND EMPLOYEES OF AN 

ORGANIZATION ON FIRM PERFORMANCE: EVIDENCE FROM TURKEY ..................................... 119 

Ataay, Aylin ...................................................................................................................................................................... 119 

THE EFFECTS OF PAY DISPERSION BETWEEN EXECUTIVES AND EMPLOYEES OF AN 

ORGANIZATION ON FIRM PERFORMANCE: EVIDENCE FROM TURKEY ..................................... 131 

Aylin Ataay ....................................................................................................................................................................... 131 

INVOLVING CUSTOMERS IN NEW SERVICE DEVELOPMENT: PAST, PRESENT AND FUTURE 143 

Athanasopoulou, P.1; Giovanis, A.N.2; Karounis, V.1; Tsoukatos, E.3 ............................................................................... 143 



10th Annual Conference of the EuroMed Academy of Business                                                      8 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

RE-AFFIRMING THE NEED FOR SYSTEMS THINKING IN SOCIAL SCIENCES: A VIABLE 

SYSTEMS VIEW OF SMART CITY ................................................................................................................ 152 

Barile, Sergio1;Saviano, Marialuisa2; Caputo, Francesco2 ................................................................................................. 152 

SOCIAL MEDIA IMPACT ON NPO BRAND EQUITY: CONCEPTUALIZING THE TRENDS AND 

PROSPECTS ...................................................................................................................................................... 168 

Belenioti, Zoe- Charis1; Vassiliadis, Chris A.2 ................................................................................................................... 168 

SOCIAL RESPONSIBILITY IN BANKING: A BIBLIOGRAPHIC REVIEW ............................................ 179 

Bellomo, Mario; La Rosa, Fabio ......................................................................................................................................... 179 

FOR LOVE AND MONEY! EMPLOYEES, VOLUNTEERS AND ECONOMIC PERFORMANCES IN 

USA NONPROFIT ART ORGANIZATIONS ............................................................................................... 193 

Besana, Angela; Esposito, Annamaria............................................................................................................................... 193 

CAN A HIGH WOMEN QUOTA IN SUPERVISORY BOARDS INFLUENCE ENTERPRISE SUCCESS?

 ............................................................................................................................................................................ 206 

Binder, B.C.K. ................................................................................................................................................................... 206 

THE POWER OF NARRATION (STORY) FOR LEARNING AND FOR LIFE:  BRIDGING PAST AND 

FUTURE............................................................................................................................................................. 220 

Bombelli, M. Cristina1; Jirkovska, Blanka2; Sawyer, Carol H.3; Wallace, Annika E.4; Walling, Barbara5 ......................... 220 

REDUCING COSTS OR INCREASING MARKETING: STRATEGIC SUGGESTIONS FOR TOURISM 

FIRMS IN CRISIS SITUATIONS .................................................................................................................... 225 

Bremser, Kerstin1; Alonso-Almeida, María del Mar2; Llach, Josep3 .................................................................................. 225 

FEATURES AND BUSINESS OPPORTUNITIES OF PIEDMONT AGRITOURISMS ............................ 237 

Broccardo, Laura; Culasso, Francesca; Giacosa, Elisa; Truant, Elisa ................................................................................ 237 

FRAMING THE TEMPORAL DIMENSIONS OF A BRAND .................................................................... 247 

Brunetti, Federico1; Confente, Ilenia1; Kucharska, Wioleta2; Kaufmann, Hans Ruediger3 ................................................ 247 

HOW FOUNDERS VIEW THE DEVELOPMENT OF CUSTOMER- AND BRAND-ORIENTED 

CAPABILITIES OF THEIR YOUNG FIRM ................................................................................................... 257 

Buttenberg, Katharina ....................................................................................................................................................... 257 

TOWARDS A LIFE-CYCLE MODEL OF INTER-FIRM NETWORKS: PHYSIOLOGICAL AND 

PATHOLOGICAL PATHWAYS OF EVOLUTION .................................................................................... 274 

Cantele, Silvia; Vernizzi, Silvia ......................................................................................................................................... 274 



10th Annual Conference of the EuroMed Academy of Business                                                      9 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

THE ROLE OF BIG DATA IN VALUE CO-CREATION FOR THE KNOWLEDGE ECONOMY ........ 287 

Caputo, Francesco1; Evangelista, Federica2; Perko, Igor3; Russo, Giuseppe2 ..................................................................... 287 

CAN BRAND ENTERTAINMENT STRENGTHEN A BRAND? .............................................................. 298 

Caratù, Myriam; Sfodera, Fabiola ..................................................................................................................................... 298 

TECHNOLOGY TRANSFER AS DRIVER OF SMART GROWTH: A QUADRUPLE / QUINTUPLE 

INNOVATION FRAMEWORK APPROACH .............................................................................................. 313 

Carayannis, Elias1; Caputo, Francesco2; Del Giudice, Manlio3 ......................................................................................... 313 

RECENT ISSUES ON CORPORATE GOVERNANCE: THE EFFECTS OF THE “PRECAUTIONARY 

RECAPITALISATION” ................................................................................................................................... 334 

Cardi, Mavie ...................................................................................................................................................................... 334 

ENHANCING TOURISM DURING 2007-2013 PROGRAMMING PERIOD IN ROMANIA: THE CASE 

OF BRASOV GROWTH POLE ....................................................................................................................... 345 

Catana, Aida; Manea, Daniela; Titan, Emilia ................................................................................................................... 345 

POLITICAL CORPORATE SOCIAL RESPONSIBILITY IN THE TURKISH BUSINESS CONTEXT ... 352 

Cemek, Elif ........................................................................................................................................................................ 352 

THE RELATIONSHIP BETWEEN LEADERSHIP COMPETENCIES AND SUCCESSFUL 

ORGANISATIONAL CHANGE .................................................................................................................... 365 

Chatzoglou, Prodromos1; Dimitrelos, Georgios2;  Chatzoudes, Dimitrios1; Aggelidis, Vasileios1 ..................................... 365 

MARKETING AND PR ACTIVITIES OF THE LEADING WORLD UNIVERSITIES: MODERN TOOLS 

AND DEVELOPMENT TRENDS .................................................................................................................. 380 

Chernysheva, Anna; Kalygina, Valentina; Zobov, Alexander ........................................................................................... 380 

THE LONG-TERM EFFECTS OF CVDS ON ECONOMIC DEVELOPMENT: THE CASE OF 

BANGALORE ................................................................................................................................................... 391 

Chinnaswamy, Anitha K.1; Garcia-Perez, Alexeis1; Marshall, Ian M.1; Naguib, Raouf2 .................................................. 391 

CROWD-FOODING. THE ROLE OF CROWDFUNDING PLATFORMS IN THE FOOD INDUSTRIES 

OPEN INNOVATION ..................................................................................................................................... 405 

Cillo, Valentina1; Cardinali, Silvio2; Dell’Anno, Davide3; Bertoldi, Bernando4 ................................................................ 405 

GOVERNANCE OF NON-PROFIT INSTITUTIONS: A MANAGERIAL ISSUE? .................................. 423 

Civitillo, Renato ................................................................................................................................................................ 423 



10th Annual Conference of the EuroMed Academy of Business                                                      10 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

A WEB OF EMOTIONS –THE EFFECT OF ONLINE BRAND EXPERIENCE ON BRAND LOYALTY

 ............................................................................................................................................................................ 442 

Cleff, Thomas; Walter, Nadine .......................................................................................................................................... 442 

PRICE-SETTING STRATEGIES FOR PRODUCT INNOVATIONS IN THE MEDTECH INDUSTRY 459 

Cohen, Benjamin; Neubert, Michael ................................................................................................................................. 459 

SOCIAL MEDIA TECHNOLOGY USE AND MANAGERS PERCEPTION. A PRELIMINARY STUDY 

IN THE ITALIAN WINE INDUSTRY ........................................................................................................... 474 

Crescimanno, Maria; Galati, Antonino; Tulone, Antonio; Tinervia, Salvatore ................................................................ 474 

SUCCESSFUL ORGANISATIONAL MODELS IN THE GREEK WINE INDUSTRY ............................ 486 

Crescimanno, Maria1; Galati, Antonino1; Tinervia, Salvatore1; Iliopoulos, Constantine2; Theodorakopoulou, Irini2; 

Tulone, Antonio1 .............................................................................................................................................................. 486 

NEW PERSPECTIVES IN MANAGING RISKS IN SMES .......................................................................... 499 

Crovini, Chiara .................................................................................................................................................................. 499 

UNDERSTANDING “CREATING SHARED VALUE” .............................................................................. 513 

Daood, Antonio; Menghwar, Prem Sagar ......................................................................................................................... 513 

ANALYSING THE TRUMP AND BREXIT VOTERS .................................................................................. 526 

Dos-Santos, Maria José Palma Lampreia dos Santos1; Candeias, Teresa2; Diz, Henrique3 ............................................... 526 

THE EFFECTS OF GOOD GOVERNANCE AND DECENTRALISATION ON TECHNOLOGICAL 

DRIVEN CURRICULUM. ............................................................................................................................... 540 

Edoun, Emmanuel Innocents; Norris, Valdenisa C........................................................................................................... 540 

PRICING STRATEGIES IN THE LEBANESE PHARMACEUTICAL INDUSTRY ................................. 547 

El Nemar, Sam; Mallat, Amani......................................................................................................................................... 547 

CORPORATE SOCIAL RESPONSIBILITY AND CORPORATE GOVERNANCE FOR NON-PROFIT 

ORGANIZATIONS AN EITHER / OR CHOICE? ....................................................................................... 562 

Eller, Helene ...................................................................................................................................................................... 562 

THE URBAN FREE ZONES (UFZ). BETWEEN DISAPPROVAL, MISUNDERSTANDING AND 

RECOGNITION. AS A SPECIAL DEVELOPMENT TOOL FOR LOCAL FINANCE ............................ 575 

Esposito, Paolo; Ricci, Paolo; Iovino, Felicetta .................................................................................................................. 575 

SWOT ANALYS: FROM BUSINESS ANALYSIS TO SOCIAL DIAGNOSIS ........................................... 589 

Ferreira, Maria Emília1; Candeias, Teresa2 ....................................................................................................................... 589 



10th Annual Conference of the EuroMed Academy of Business                                                      11 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

RESTORING LEGITIMACY IN THE AFTERMATH OF CORPORATE SCANDALS: A MULTIPLE 

CASE-STUDY ANALYSIS ON CSR INITIATIVES ..................................................................................... 600 

Florio, Cristina; Sproviero, Alice F. .................................................................................................................................. 600 

SUSTAINABLE BUSINESS MODEL INNOVATION: AN OPPORTUNITY FOR THE FOOD 

INDUSTRY ........................................................................................................................................................ 614 

Franceschelli, Maria Vittoria1; Santoro, Gabriele2............................................................................................................. 614 

ASSESMENT OF THE INTERNATIONAL DEVELOPMENT LEVEL OF KAZAKHSTAN NATIONAL 

PHARMACEUTICAL COMPLEX ................................................................................................................. 624 

Frolova, Elena¹;  Andreeva, Elena²;  Abdurahmanova, Zulparuza³ .................................................................................. 624 

BRAND HATE: A QUALITATIVE STUDY ON THE EXTREME NEGATIVE EMOTION TOWARD 

THE BRAND ..................................................................................................................................................... 638 

Gharbi,Dorra ; Smaoui, Fatma .......................................................................................................................................... 638 

COST DEPLOYMENT IMPLEMENTATION: A CASE STUDY ................................................................ 652 

Giovando, Guido; Crovini, Chiara; Venturini, Stefano ..................................................................................................... 652 

SUPPLY CHAIN CONNECTIONS AND THE TRIPLE BOTTOM LINE IN THE GLOBAL WINE 

INDUSTRY ........................................................................................................................................................ 665 

Golicic, Susan L.1; Signori, Paola2; Flint, Daniel J.3 ......................................................................................................... 665 

DATA DRIVEN MARKETING FOR GROWTH AND PROFITABILITY................................................. 675 

Grandhi,  Balakrishna; Patwa, Nitin; Saleem, Kashaf ...................................................................................................... 675 

BUILDING BRAND LOYALTY THROUGH SOCIAL MEDIA IN TIMES OF ECONOMIC CRISIS: A 

GENDER AND GEN Y PERSPECTIVE OF LUXURY FASHION CONSUMERS IN SOUTH EAST 

EUROPE ............................................................................................................................................................ 695 

Gubatova, Zlatina1; Kapoulas, Alexandros2; Cheng, Ranis3 ............................................................................................. 695 

EVOLUTION OF FUNDING AND FINANCING IN PUBLIC HIGHER EDUCATION: CHALLENGES 

FOR PORTUGAL AND OTHER EUROPEAN COUNTRIES .................................................................... 706 

Guedes, Rui1; Marta-Costa, Ana2; Ribeiro, Humberto3; Alves, Sandra4; Veloso, Cláudia5 ............................................... 706 

VALUATING RENEWABLE ENERGY INVESTMENTS WITHIN TRANSACTIONS: A 

COMPARATIVE REVIEW AMONG PRACTITIONERS ........................................................................... 720 

Hürlimann, Christian1; Bengoa, Dolores S.2 ..................................................................................................................... 720 

FAMILY VS NO FAMILY BUSINESS IN WINE IDENTITY COMMUNICATION ............................... 740 



10th Annual Conference of the EuroMed Academy of Business                                                      12 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

Iaia, Lea; Fait, Monica; Scorrano, Paola; Cavallo, Federica; Maizza, Amedeo .................................................................. 740 

DOES EMPLOYEE ENGAGEMENT AFFFECT CLIENT LOYALTY IN B2B SERVICES?: A 

QUALITATIVE STUDY IN THE ADVERTISING INDUSTRY IN SERBIA ............................................. 750 

Josic, Sinisa1, Petrosyan, Armine2; Dimitriadis, Nikolaos3 ............................................................................................... 750 

ON THE ROAD TO MEANING: A THINKING JOURNEY TO SPIRITUALITY IN PROFESSIONAL 

LIFE .................................................................................................................................................................... 762 

Kay, Avi ............................................................................................................................................................................ 762 

PREDICTING FINANCIAL DISTRESS OF FIRMS. A STUDY ON BANKRUPTCY OF KINGFISHER 

AIRLINES .......................................................................................................................................................... 770 

Kolte, Ashutosh1; Capasso, Arturo2; Rossi, Matteo2 .......................................................................................................... 770 

DETERMINANTS OF SPORT COMMITMENT AND PURCHASE INTENTION OF RUNNERS: AN 

EMPIRICAL EXAMINATION ....................................................................................................................... 785 

Koronios, Konstantinos; Kriemadis, Athanasios; Gkatsis, Georgia; Manousaridou, Genovefa ......................................... 785 

THE TRADE EFFECTS OF ECONOMIC INTEGRATION IN EMERGING MARKET OF THE 

EURASIAN ECONOMIC UNION ................................................................................................................. 794 

Kovalev, Victor; Falchenko, Oksana; Vyazovskaya, Veronika; Maydanik, Vera ................................................................ 794 

EFFECTIVENESS OF GOVERNMENTAL SUPPORT PROVIDED TO MONOTOWNS IN CIS 

COUNTRIES ..................................................................................................................................................... 807 

Kreidenko, Tatyana1; Sorokina, Svetlana2; Adashova, Tatyana1 ....................................................................................... 807 

INTEGRATED REPORTING AND PREPARERS’ ACCOUNTABILITY: A MATTER OF CONTEXT 817 

Lai, Alessandro1; Melloni, Gaia2; Stacchezzini, Riccardo1 ................................................................................................. 817 

HOW INTEGRATED REPORTING MEETS THE INVESTORS AND OTHER STAKEHOLDERS’ 

INFORMATION NEEDS ................................................................................................................................ 823 

Lai, Alessandro; Rossignoli, Francesca; Stacchezzini, Riccardo ........................................................................................ 823 

PRICE AVAILABILITY OF CAR RENTAL AS AN ALTERNATIVE OF CAR OWNERSHIP .............. 830 

Leontyeva, Yulia; Mayburov, Igor .................................................................................................................................... 830 

HOW CUSTOMER EXPERIENCE ATTRIBUTES INFLUENCE CUSTOMER SATISFACTION AND 

ONLINE BANK CREDIBILITY ...................................................................................................................... 838 

Loureiro, Sandra Maria Correia1; Sarmento, Eduardo Moraes2 ........................................................................................ 838 



10th Annual Conference of the EuroMed Academy of Business                                                      13 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

THE OLIVE OIL PRICES DETERMINANTS FROM PRODUCTION TO RETAIL: A STUDY OF THE 

OLIVE OIL SECTOR IN PORTUGAL AND SPAIN ................................................................................... 857 

Lousas, Carla1; Ribeiro, Humberto2; Alves, Sandra3; Veloso, Cláudia4 ............................................................................. 857 

ASSESSMENT OF PROJECT SUCCESS RELATED TO THE TRIPLE CONSTRAINTS APPROACH IN 

MANAGERIAL DECISION-MAKING PROCESSES .................................................................................. 873 

Louters, Exley; Edoun, E. Innocents ................................................................................................................................. 873 

TOWARDS THE ADOPTION OF PATIENT GENERATED HEALTH DATA: A TECHNOLOGY 

READINESS INVESTIGATION OF LAGOS STATE NIGERIA ................................................................ 891 

Maduka, Ikechukwu C.1;Odetayo, Michael1;Nkantah, Dianabasi1;Garcia-Perez, Alexeis2;Cegarra-Navarro, Juan Gabriel 

3;Olayanju, Lateef O.4 ........................................................................................................................................................ 891 

CASE STUDIES AND MANAGEMENT ACCOUNTING RESEARCH: EPISTEMOLOGIAL 

CONSIDERATIONS ........................................................................................................................................ 907 

Makrygiannakis, Georgios................................................................................................................................................. 907 

AN INTRODUCTION TO BIOETHICAL RIGHTS ..................................................................................... 918 

Maniatis, Antonios ........................................................................................................................................................... 918 

THE RIGHT TO RECREATION ( /Ψ, Χ ) WITH EMPHASIS ON  TOURISM ........................................ 932 

Maniatis, Antonios ........................................................................................................................................................... 932 

OPTIONS FOR DIAGNOSTICS OF ECONOMIC EVOLUTION TURNING POINTS .......................... 946 

Marek, Luboš1; Hindls, Richard1; Hronová, Stanislava2 ................................................................................................... 946 

THE INFLUENCE OF PERSONAL AND ORGANIZATIONAL FACTORS ON ENTREPRENEURSHIP 

INTENTION: AN APPLICATION IN THE HEALTHCARE SECTOR ....................................................... 960 

Marques, Carla Susana1; Valente, Sandra2; Lages, Marisa1 .............................................................................................. 960 

PROFILE OF WOMEN ENTREPRENEURS IN HEALTHCARE SETOR: AN EXPLORATORY STUDY

 ............................................................................................................................................................................ 974 

Marques, Carla Susana1;Mestre, Marta2; Nascimento, Maria M.3 ................................................................................... 974 

INFLUENCE OF UPDATING ENVIRONMENTAL KNOWLEDGE THROUGH LEARNING 

PROCESSES TO IMPROVE PERFORMANCE IN A TOURIST MARKET .............................................. 987 

Martínez-Martínez, Aurora1; Cegarra-Navarro, Juan Gabriel2; García-Pérez, Alexeis3 .................................................. 987 

THE SUCCESS OF CROSS BORDER ACQUISITIONS: DOES CULTURAL DISTANCE MATTER FOR 

CONSUMERS? ............................................................................................................................................... 1002 



10th Annual Conference of the EuroMed Academy of Business                                                      14 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

Matarazzo, Michela1; Lanzilli, Giulia2; Resciniti, Riccardo2......................................................................................... 1002 

THE COST OF CAPITAL IN THE BOND MARKET. WHEN THE FIRMS ALLEGEDLY RESTATED 

EARNINGS ..................................................................................................................................................... 1010 

Felice Matozza1;Elisabetta Mafrolla2;Anna Maria Biscotti2 ............................................................................................ 1010 

APPLYING SECI MODEL TO TRANSFER ORGANIZATIONAL MEMORY THROUGH 

CORPORATE MUSEUMS ............................................................................................................................ 1031 

Matricano, Diego ............................................................................................................................................................ 1031 

GENDER ASYMMETRY IN BEHAVIORAL RESPONSES OF TRANSPORT FEE PAYERS .............. 1039 

Mayburov, Igor1,2; Leontyeva, Yulia1 .............................................................................................................................. 1039 

IDENTIFICATION OF LEADERSHIP COMPETENCIES IN THE INTERNATIONAL 

ENVIRONMENT............................................................................................................................................ 1051 

Mazánek, Lukáš; Pekárek, Jan; Vraniak, Lukáš; Konečná, Zdenka .................................................................................. 1051 

MANDATORY ENTREPRENEURS’ CHARACTERISTICS TO NEW VENTURES’ 

INTERNATIONALIZATION ....................................................................................................................... 1062 

Meneses, Raquel1; Moutinho, Nuno1; Azevedo, José2 ...................................................................................................... 1062 

CONSUMER FAD DYNAMIC. THE GIN CASE ....................................................................................... 1075 

Meneses, Raquel; Almeida, Rui ....................................................................................................................................... 1075 

ECONOMIC AND FINANCIAL BALANCE OF ITALIAN PLASTIC MANUFACTURERS DURING 

THE CRISIS (2008-2015) ................................................................................................................................ 1089 

Migliaccio, Guido; De Blasio, Veronica ........................................................................................................................... 1089 

CITIZEN SATISTACTION IN ITALY:  RESULTS FROM AN EMPIRICAL RESEARCH ................... 1104 

Migliaccio, Guido1; Russo, Agostino2 ............................................................................................................................. 1104 

CAPITAL STRUCTURE AND PERFORMANCE: EVIDENCE FROM INDONESIA STOCK 

EXCHANGE ................................................................................................................................................... 1118 

Miglietta, Nicola1; Battisti, Enrico1; Monge, Filippo2 ..................................................................................................... 1118 

ENTREPRENEURSHIP UNTAPPED: TESTING TRAINING FOR START-UPS BY PHD STEM 

GRADUATES ................................................................................................................................................. 1128 

Mihai-Yiannaki, Simona1; Varnava-Marouchou, Despina2; Konis, Elmos2; Hadjichristodoulou, Vassilia3 .................... 1128 

LOCAL LIABILITIES AND INTERACTION BETWEEN NATIVE AND IMMIGRANT FIRMS ....... 1140 

Milanesi, Matilde; Guercini, Simone .............................................................................................................................. 1140 



10th Annual Conference of the EuroMed Academy of Business                                                      15 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

SERVICE QUALITY, CUSTOMER SATISFACTION AND CORPORATE IMAGE AS A KEY DRIVER 

OF CUSTOMER LOYALTY IN TRADITIONAL RETAIL ........................................................................ 1154 

Miranda Veloso, Cláudia1; Magueta, Daniel Margaça2; Fernandes, Paula Odete3; Rito-Ribeiro, Humberto Nuno4 ...... 1154 

IMPORTANCE OF CULTURAL INTELLIGENCE IN INDIAN MANAGEMENT EDUCATION .... 1169 

Naik, Kasturi1; Bobade, Anita2 ........................................................................................................................................ 1169 

RELATIONSHIP BETWEEN WORKFORCE DIVERSITY AND EFFECTIVENESS OF INDIAN BPO 

ORGANIZATION .......................................................................................................................................... 1186 

Naik, Kasturi1; Bobade, Anita2 ........................................................................................................................................ 1186 

HOW LEAN GLOBAL START-UPS SELECT THEIR PRICING STRATEGIES, PRACTICES AND 

MODELS .......................................................................................................................................................... 1200 

Neubert, Michael ............................................................................................................................................................. 1200 

LEAN INTERNATIONALIZATION OF BORN GLOBAL FIRMS ......................................................... 1209 

Neubert, Michael1; Van Der Krogt, Stijn2 ....................................................................................................................... 1209 

THE ROLE OF BUSINESS MODELS IN THE INTERNATIONAL GROWTH PATH OF STARTUPS

 .......................................................................................................................................................................... 1220 

Onetti, Alberto 1; Pisoni, Alessia 1; Riva, Giada2 ............................................................................................................ 1220 

NETWORK PERSPECTIVE ON ESTABLISHMENT PROCESS  IN TRANSITION ECONOMIES .... 1235 

Osarenkhoe, Aihie1; Fjellström, Daniella1; Abraha, Desalegn2; Awuah, Gabriel Baffour3 .............................................. 1235 

CLUSTERING AND NETWORKING AS A SINE QUA NON FOR SMES AND REGIONAL 

INTERNATIONAL COMPETITIVE ADVANTAGE................................................................................. 1258 

Osarenkhoe, Aihie; Fjellström, Daniella .......................................................................................................................... 1258 

CYBER RISK MANAGEMENT IN CREDIT COOPERATIVE BANKS: A CASE STUDY ................... 1282 

Ossola, Giovanni; Giovando, Guido; Crovini, Chiara ..................................................................................................... 1282 

AN EXPLORATORY STUDY ON CONSUMERS ATTITUDES TOWARDS ETHICAL FASHION 

CONSUMPTION: MOTIVATORS AND BARRIERS ................................................................................ 1294 

Öztürk, Selen; Engizek, Nil............................................................................................................................................. 1294 

CORPORATE CRISIS IN ITALY: YOMO SPA ........................................................................................... 1309 

Pavone, Pietro1; Migliaccio, Guido2 ................................................................................................................................ 1309 

THE QUALITY OF MISSION STATEMENTS IN THE TOURISM INDUSTRY: AN EMPIRICAL 

ASSESSMENT ................................................................................................................................................. 1325 



10th Annual Conference of the EuroMed Academy of Business                                                      16 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

Penco, Lara; Profumo, Giorgia; Scarsi, Roberta .............................................................................................................. 1325 

VALUE OF LISTED COMPANIES; ABNORMAL EARNINGS AND INNOVATIVENESS ............... 1342 

Philipson, Sarah .............................................................................................................................................................. 1342 

U.MAKE.ID – A DIGITAL SOURCING PLATFORM PROJECT FOR THE FASHION BUSINESS: A 

THEORETICAL STUDY ................................................................................................................................ 1349 

Pina, Liliana1; Reis, Benilde2; Rafael, Paulo3; Pereira, Madalena4; Miguel, Rui2 ............................................................ 1349 

GREEN MARKETING AND ITS PERCEPTION BY YOUNG CONSUMERS OF THE “GENERATION 

Y” ...................................................................................................................................................................... 1361 

Průša, Přemysl; Sadílek, Tomáš ...................................................................................................................................... 1361 

TEAM PSYCHOLOGICAL SAFETY PREDICTING TEAM CREATIVITY: A CONDITIONAL 

INDIRECT EFFECT MODEL ........................................................................................................................ 1371 

Rego, Arménio1; Melo, Ana Isabel2; Bluhm, Dustin J.3; Pina e Cunha, Miguel3; Valverde, Camilo5 .............................. 1371 

E-COMMERCE STUDIES REVIEW: IMPLICATIONS AND FUTURE AGENDA FOR FIRMS AND 

CONSUMERS ................................................................................................................................................. 1383 

Resciniti, Riccardo1; Matarazzo, Michela2; De Vanna, Federica1 .................................................................................... 1383 

VENTURE CAPITALIST’S INTERVENTION AND THE INTERNATIONALIZATION OF 

INTERNATIONAL NEW VENTURES (INVS) – PORTUGUESE CASE STUDY .................................. 1392 

Ribeiro, Paulo; Meneses, Raquel ..................................................................................................................................... 1392 

CONCEPTUALIZING PUBLIC VALUE DESTRUCTION ....................................................................... 1406 

Ricci, Paolo; Esposito, Paolo ............................................................................................................................................ 1406 

IS THERE A MEDITERRANEAN CORPORATE GOVERNANCE SYSTEM? EVIDENCE FROM 

LITERATURE ................................................................................................................................................. 1442 

Ricci, Paolo; Esposito, Paolo; Fusco, Floriana ................................................................................................................. 1442 

DAVID BOWIE: ARTIST AND ENTREPRENEUR? ................................................................................. 1454 

Rivetti, Francesca; Migliaccio, Mirella ........................................................................................................................... 1454 

ENERGY MANAGEMENT IN ITALIAN MUNICIPAL PUBLIC ADMINISTRATIONS: AN 

ORGANIZATIONAL CULTURAL PERSPECTIVE .................................................................................. 1462 

Rizzi, Francesco1; Annunziata, Eleonora2 ....................................................................................................................... 1462 

HORIZONTAL  ORGANIZATION AND  LEADERSHIP:  A GENERATIVE APPROACH FOR AN 

ETHIC DEVELOPMENT IN COMPLEX SYSTEMS .................................................................................. 1485 



10th Annual Conference of the EuroMed Academy of Business                                                      17 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

Rizziato, Erica ................................................................................................................................................................. 1485 

THE BALANCE OF POWER IN THE WORLD MANUFACTURING INDUSTRY ............................. 1500 

Rodionova, Irina1; Shuvalova, Olga1; Kokuytseva, Tatiana2 ........................................................................................... 1500 

ANTECEDENTS TO BRAND HATE AMONG GENERATION Y: A CONSUMER CROSS-CULTURAL 

STUDY ............................................................................................................................................................. 1514 

Rodrigues, Clarinda1; Rodrigues, Paula2 ......................................................................................................................... 1514 

THE MULTISENSORY EXPERIENCE OF TASTE. THE EFFECTS OF SENSES AND BRAND IN WINE 

CONSUMPTION ............................................................................................................................................ 1523 

Romanazzi, Salvatore; Petruzzellis, Luca ....................................................................................................................... 1523 

A SOUTH AFRICAN INDUSTRY PERCEPTIVE ON MODERN TRANSIT ADVERTISING MEDIA 

OPPORTUNITIES .......................................................................................................................................... 1543 

Roux, Thérèse .................................................................................................................................................................. 1543 

UNDERVALUED AND DISORGANIZED? CLASSIFICATION AND APPRAISAL OF 

CONTEMPORARY OUT-OF-HOME ADVERTISING IN SOUTH AFRICA ........................................ 1556 

Roux, Thérèse; Babst, Melanie; de Jager, Johan ............................................................................................................... 1556 

EMPLOYEE LEARNING IN INTERCULTURAL INTERACTIONS - GROUNDED THEORY .......... 1569 

Rozkwitalska, Malgorzata ............................................................................................................................................... 1569 

THE MEDIATING EFFECT OF INNOVATION ON THE RELATIONSHIP BETWEEN INTANGIBLE 

RESOURCES AND EXPORT PERFORMANCE ........................................................................................ 1581 

Rua, Orlando Lima1; França, Alexandra2 ........................................................................................................................ 1581 

THE ADOPTION OF ACCRUAL ACCOUNTING IN THE PUBLIC SECTOR: A CASE WITHIN 

ITALIAN UNIVERSITIES ............................................................................................................................. 1596 

Rupo, Daniela1; Loprevite, Salvatore2; Sidoti, Salvatore1 ................................................................................................ 1596 

PROPULSIVE LEADERSHIP CHARACTERISTICS FOR UPGRADING NEW GENERATION OF 

LEADERS IN TRANSITION SOCIETIES.................................................................................................... 1615 

Samardžija, Jasminka ...................................................................................................................................................... 1615 

TAYLORISM AND AMAZON: SCIENTIFIC MANAGEMENT AT THE WORLD'S MOST 

SUCCESSFUL RETAIL COMPANY ............................................................................................................ 1629 

Schein, Andrew ............................................................................................................................................................... 1629 

WHAT IS SMART LEADERSHIP IN LUXEMBOURG? ........................................................................... 1640 



10th Annual Conference of the EuroMed Academy of Business                                                      18 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

Schinzel, Ursula .............................................................................................................................................................. 1640 

WHAT IS SUCCESS OR FAILURE IN M&AS? A STAKEHOLDER PERSPECTIVES ......................... 1673 

Schriber, Svante1; Meglio, Olimpia2 ................................................................................................................................ 1673 

OVERCOMING “IMPERFECTIONS” OF TECHNOLOGICAL CHANGE: THE BORDERLESS 

NATURE OF ENTREPRENEURSHIP IN OPEN INNOVATION MODEL. .......................................... 1685 

Scuotto, Veronica1; Usai, Antonio2; Murray, Alan3; Fiano, Fabio4 ................................................................................. 1685 

ENTREPRENEURSHIP EDUCATION AS A PROCESS ........................................................................... 1694 

Sepe, Enrica1; Castaldi, Laura2; Iscaro, Valentina2; Turi, Claudio2 ................................................................................. 1694 

CONSUMER PERCEPTIONS AND USES OF SOCIAL MEDIA AROUND VARSITY CUP RUGBY:  A 

TRADITIONAL SOUTH AFRICAN UNIVERSITY .................................................................................. 1706 

Serra, Pamela .................................................................................................................................................................. 1706 

OWNERSHIP STRUCTURE AND FINANCIAL PERFORMANCE OF COMPANIES IN THE FRENCH 

STOCK MARKET INDEX CAC 40: IS THE FRENCH GOVERNMENT A PERFORMING 

SHAREHOLDER? .......................................................................................................................................... 1717 

Spurr, Michael1; Goehlich, Veronique1; Fournier, Guy2 .................................................................................................. 1717 

BIG DATA IN SME - FINDINGS OF AN EMPIRICAL STUDY .............................................................. 1732 

Sterk, Matthias; Graue, Carolin;  Britzelmaier, Bernd .................................................................................................... 1732 

PROMOTING INTERNET USAGE: AN ANALYSIS OF NONUSERS................................................... 1751 

Teerakapibal, Surat .......................................................................................................................................................... 1751 

MANDATORY DISCLOSURE OF NON-FINANCIAL INFORMATION: A STRUCTURED 

LITERATURE REVIEW ................................................................................................................................. 1757 

Testarmata, Silvia; Sergiacomi, Silvia; Fortuna, Fabio ................................................................................................... 1757 

LINKING MOTIVATION WITH CREATIVITY IN GREECE .................................................................. 1777 

Thrassou, Alkis1; Orfanos, Dimosthenis2; Tsoukatos, Evangelos3 ................................................................................ 1777 

EXAMINING THE ECONOMIC FACTORS THAT INFLUENCE THE TECHNICAL EFFICIENCY IN 

GOAT FARMS IN GREECE. ......................................................................................................................... 1791 

Tsiouni, Maria1; Aggelopoulos, Stamatis2; Papanagiotou, Evangelos1; Chioteris, Cpyridon2......................................... 1791 

EXPLORING ALTERNATIVE VIEWS ON CLUTCHES OF UKUTHWALA IN THE PATRIARCHAL 

CULTURE OF SOUTH AFRICA: BALANCING OF HUMAN RIGHTS ................................................ 1801 

Van der, Bank; Christiena, Maria ................................................................................................................................... 1801 



10th Annual Conference of the EuroMed Academy of Business                                                      19 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

SHAREHOLDER DILEMMA: WHAT STAKE TO OFFER TO FINANCIAL INVESTORS? 

PROPOSALS BASED ON FINANCIAL PRINCIPLES.............................................................................. 1814 

Vashakmadze, T.; Martirosyan, E.; Sergeeva, A. ............................................................................................................ 1814 

SCREENING AND SCORING PROCESS IN M&A DEALS OF SERIAL ACQUIRERS. EVIDENCE 

FROM THE RUSSIAN AND INTERNATIONAL MARKETS ................................................................. 1823 

Vashakmadze, Teimuraz; Martirosyan, Emil; Sergeeva, Anastasia; Krechun Margarita ............................................... 1823 

WHEN THINGS GO WRONG: UNTANGLING THE ORIGINS OF INTER-FIRM NETWORK 

TERMINATION ............................................................................................................................................. 1843 

Vernizzi, Silvia;Cantele, Silvia ........................................................................................................................................ 1843 

DIGITISATION AND BRANDING EVOLUTION: AN INTEGRATIVE CONCEPTUAL FRAMEWORK

 .......................................................................................................................................................................... 1855 

Vernuccio, Maria ............................................................................................................................................................. 1855 

EFFSAMWMIX : AN EFFICIENT STOCHASTIC MULTI-ARMED BANDIT ALGORITHM  BASED 

ON A SIMULATED ANNEALING WITH MULTIPLICATIVE WEIGHTS .......................................... 1866 

Villari, Boby Chaitanya; Abdulla, Mohammed Shahid ................................................................................................... 1866 

PORTFOLIO CHOICE DECISION MAKING WITH NBP-EFFSAMWMIX: A STOCHASTIC MULTI-

ARMED BANDIT ALGORITHM USING NAÏVE BANDIT PORTFOLIO APPROACH ..................... 1881 

Villari, Boby Chaitanya; Abdulla, Mohammed Shahid FPM Student, IT & Systems Area ............................................ 1881 

WHAT COMES FIRST, THE CHICKEN OR THE EGG: THE UNDERPINNING TECHNOLOGY OR 

BUSINESS MODEL? ...................................................................................................................................... 1896 

Vinaik, Rubal; Zubac, Angelina ...................................................................................................................................... 1896 

LEGITIMACY THEORY AND SUSTAINABILITY REPORTING. EVIDENCE FROM ITALY. ......... 1908 

Vitolla, Filippo; Rubino, Michele..................................................................................................................................... 1908 

THE SOLAR PV SECTOR. EVOLUTION AND GROWTH OF INNOVATION IN THE SECTORAL 

SYSTEM ........................................................................................................................................................... 1922 

Xue, Han1; Jorge, Niosi2 .................................................................................................................................................. 1922 

 

 

 

 

 



10th Annual Conference of the EuroMed Academy of Business                                                      20 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

 

 

 

  



10th Annual Conference of the EuroMed Academy of Business                                                      21 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

TABLE OF ABSTRACTS 

MARKET DOCTRINE (MD), CREATIVITY, AND NEW PRODUCT PERFORMANCE IN 

INTERNATIONAL MARKETS .................................................................................................................... 1938 

Abboud, Amer; Shoham, Aviv ......................................................................................................................................... 1938 

DEROGATION EFFECT OF USING SUCCESSFUL VERSUS ATTRACTIVE SPOKESPERSON IN 

ADVERTISING: A COMPARATIVE STUDY BETWEEN THE NETHERLANDS AND BRAZIL ..... 1941 

Adıgüzel, Feray1; Buranello, Renata2 .............................................................................................................................. 1941 

INTERNATIONAL DIFFERENCES IN SPORT EVENT SPONSORSHIP EFFECTIVENESS .............. 1944 

Adıgüzel,  Feray1; Kennett, Christopher2 ........................................................................................................................ 1944 

IMPULSIVE BUYING AND SHOPPING MOTIVATIONS IN EMERGENT AND MATURE MARKETS

 .......................................................................................................................................................................... 1947 

Adıgüzel, Feray ............................................................................................................................................................... 1947 

THE IMPACT OF EXISTENTIAL GUILT APPEAL ON CONSUMER INTENTION TO PURCHASE 

CAUSE-RELATED PRODUCT OR TO DONATE TO CHARITY ........................................................... 1950 

Adomaviciute, Karina; Urbonavicius, Sigitas; Urbutyte, Ieva ........................................................................................ 1950 

IMPACT OF STRESS AND JOB SATISFACTION ON MENTAL WELL BEING OF HEALTHCARE 

PROFESSIONALS .......................................................................................................................................... 1952 

Aggarwal - Gupta, Meenakshi1; Vatharkar, Poonam2 ..................................................................................................... 1952 

FAMILY BUSINESS EFFICACY AND PERFORMANCE ........................................................................ 1957 

AL Kayid, Wejdan Saeed; Zhongqi, Jin; Ramakrishnan, Sumeetra; Priporas, Costas..................................................... 1957 

ESTIMATION OF MANAGERIAL DISCRETION IN ACCRUALS USING FIRM LIFE CYCLE ....... 1959 

Almand, Andrew1; Cantrell, Brett2; Dickinson, Victoria2 ............................................................................................... 1959 

EXPLORING THE EFFECTS OF BRAND COMMUNITY CENTRIC MODEL ON FANDOM AND 

BRANDOM OF FOOTBALL FANS ............................................................................................................. 1962 

Alon, Anat Toder; Shuv-Ami, Avichai ........................................................................................................................... 1962 

AN ASSESSMENT OF CUSTOMER RETENTION WITH SELF-SERVICE TECHNOLOGY: A 

COMPARATIVE STUDY BETWEEN INTERNET BANKING AND MOBILE BANKING IN SAUDI 

ARABIA ........................................................................................................................................................... 1965 

Alsiehemy, Ali; Battor, Moustafa; Pantano, Eleonora; Dennis, Charles ......................................................................... 1965 



10th Annual Conference of the EuroMed Academy of Business                                                      22 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

INTENSIFYING THE POWER OF THE PORTUGUESE LANGUAGE: COMMUNICATING ON 

SCIENCE ......................................................................................................................................................... 1968 

Alves, Gisela; Martins, Moisés de Lemos ........................................................................................................................ 1968 

HOW TRUST AND COOPERATION HAVE AN IMPACT ON INTERNATIONAL BUSINESS: A 

CASE STUDY .................................................................................................................................................. 1970 

Alves, Gisela .................................................................................................................................................................... 1970 

MULTI-CHANNEL AND OMNICHANNEL MARKETING: THE NEW TRENDS IN DIGITAL 

MARKETING COMMUNICATIONS ......................................................................................................... 1972 

Amirkhanpour, Monaliz1; Vrontis, Demetris2................................................................................................................. 1972 

MEASURING THE ECONOMIC EFFECTS OF TOURISM: THE CASE STUDY OF ITALY .............. 1975 

Andreottola, Francesco; Massaro, Maria Rita ................................................................................................................. 1975 

THE STATE OF UNIVERSITY – BUSINESS COOPERATION IN GREECE ......................................... 1978 

Angelopoulou, Konstantina1, Tsoukatos, Evangelos2 ...................................................................................................... 1978 

AUTONOMY, INNOVATION MATURITY AND INTRAPRENEURSHIP AS DRIVERS OF 

INNOVATION MANAGEMENT PROCESSES: EVIDENCE FROM THE WATER SECTOR ............ 1982 

Annunziata, Eleonora1; Pellegrini, Chiara1; Rizzi, Francesco2; Frey, Marco1 ................................................................. 1982 

MANAGEMENT OBJECTIVES IN M&A DECISIONS: A DEPARTURE FROM RATIONALITY? ... 1984 

Arnold, Nicole1, Bengoa, S. D.2 ....................................................................................................................................... 1984 

COMMUNICATION SKILLS OF ENTRY-LEVEL ACCOUNTANTS IN GREECE ............................. 1989 

Asonitou, Sofia1; Tourna, Eleni1; Koukouletsos, Kostas2, Touloumis, Konstantinos1 ..................................................... 1989 

IMPACT OF CORPORATE GOVERNANCE MECHANISM ON FIRM PERFORMANCE: EVIDENCE 

FROM AN EMERGING MARKET .............................................................................................................. 1991 

Ataay, Aylin .................................................................................................................................................................... 1991 

WOMENOMICS: IS THE WORKFORCE READY? ................................................................................... 1994 

Averianova, Irina1; Nae, Niculina2 ................................................................................................................................ 1994 

LINKING CONSUMER BEHAVIOR, VIRAL MARKETING AND CINEMATOGRAPHY: A 

PRACTICAL APPLICATION FOR NGOS ................................................................................................. 1995 

Avgeropoulou, Katerina; Melanthiou, Yioula; Papasolomou, Ioanna ............................................................................. 1995 

ESCAPE EXPERIENCES IN LIGHTHOUSE TOURISM: A PHOTO ELICITATION PERSPECTIVE 1997 

Azevedo, António J. A. .................................................................................................................................................... 1997 



10th Annual Conference of the EuroMed Academy of Business                                                      23 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

DO COUNTRY-SPECIFIC FACTORS AFFECT THE VALUE RELEVANCE OF BRAND VALUE? AN 

EMPIRICAL ANALYSIS ............................................................................................................................... 2000 

Bagna, Emanuel1; Dicuonzo, Grazia2; Perrone, Andrea2; Dell’Atti, Vittorio2 ................................................................ 2000 

A COMPARATIVE CROSS COUNTRY ANALYSIS  OF BANK MARKETING STRATEGIES DURING 

THE CURRENT GLOBAL FINANCIAL CRISIS ....................................................................................... 2002 

Balomenou, Chrysanthi; Akriviadi, Amalia .................................................................................................................... 2002 

THE CRUCIAL ROLE OF LENDER OF LAST RESORT AS ONE OF THE MAJOR MEANS OF THE 

BANKING SAFETY NET,  ESPECIALLY IN CRISIS AND RECESSION PERIODS ............................ 2008 

Balomenou, Chrysanthi ................................................................................................................................................... 2008 

SMES, SOCIAL MEDIA AND INTERNATIONALIZATION: AN EXPLORATIVE RESEARCH ...... 2013 

Bartoloni, Sara; Pascucci, Federica.................................................................................................................................. 2013 

THE SOCIAL RESPONSIBILITY IN BANKING: REVIEW AND RESEARCH PERSPECTIVES ........ 2016 

Bellomo, Mario Filippo Paolo; La Rosa, Fabio ................................................................................................................. 2016 

A CHOICE OF SOCIALLY RESPONSIBLE INSTUMENTS: SME STUDY IN 6 COUNTRIES ........... 2018 

Belyaeva, Zhanna1; Lopatkova, Yana1; Kislyak, Nadezhda1; Rudawska, Edyta2 ............................................................. 2018 

CONSUMER-BRAND ENGAGEMENT THROUGH WEBSITE STIMULI ............................................ 2021 

Bilro, Ricardo; Loureiro, Sandra Maria Correia .............................................................................................................. 2021 

DOES THE PRESENCE OF WOMEN IN SUPERVISORY BOARDS INFLUENCE FIRM 

PERFORMANCE? .......................................................................................................................................... 2025 

Binder, B.C.K. ................................................................................................................................................................. 2025 

MARKETING DOCTRINE AS A PRECURSOR TO NEW PRODUCT DEVELOPMENT AND 

INTERNATIONAL PERFORMANCE: TOWARDS A TESTABLE THEORETICAL MODEL ............ 2028 

Boulos, Jumana Shukri; Shoham, Aviv ........................................................................................................................... 2028 

DOES MONEY BUY YOU HAPPINESS? ................................................................................................... 2031 

Bozcuk, Aslıhan ............................................................................................................................................................... 2031 

HRM-PATIENT ORIENTATION AND TEAMWORK CLIMATE LINKAGE IN HEALTH CARE 

INSTITUTIONS: THE ROLE OF CALLING AND PROSOCIAL MOTIVATION ................................ 2034 

Bučiūnienė, Ilona1; Goštautaitė, Bernadeta1; Žemyna Milašauskienė2............................................................................ 2034 

HRM-PATIENT ORIENTATION AND TEAMWORK CLIMATE LINKAGE IN HEALTH CARE 

INSTITUTIONS: THE ROLE OF CALLING AND PROSOCIAL MOTIVATION ................................ 2038 



10th Annual Conference of the EuroMed Academy of Business                                                      24 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

Bučiūnienė, Ilona1; Goštautaitė, Bernadeta1; Žemyna Milašauskienė2............................................................................ 2038 

INNOVATION NETWORK DYNAMICS IN THE AEROSPACE CLUSTER IN TUSCANY .............. 2042 

Capone, Francesco; Zampi Vincenzo ............................................................................................................................... 2042 

MANAGING ORGANIZATIONAL AND BRAND IDENTITY IN FAMILY FIRM: PRELIMINARY 

EVIDENCES FROM AN ITALIAN CASE .................................................................................................. 2045 

Casprini, Elena1; Ticci, Camilla2; Zanni, Lorenzo2 ......................................................................................................... 2045 

CRITICAL SUCCESS FACTORS OF THE MERGERS AND ACQUISITIONS PERFORMANCE: 

INTERRELATIONSHIP OF PLANNING STAGE (PRE-MERGER) AND INTEGRATION PROCESS 

(POST-MERGER) ........................................................................................................................................... 2048 

Chew, Grace .................................................................................................................................................................... 2048 

FOOD WASTE REDUCTION AND SHELF LIFE EXTENSION: THE CASE STUDY OF OLIVE PATE

 .......................................................................................................................................................................... 2051 

Chiara, Filomena1; Pellegrini, Giustina1*; Contò, Francesco1 ....................................................................................... 2051 

A MODEL ON ANTECEDENTS OF DIGITAL PIRACY BEHAVIOUR ................................................ 2053 

Christofi, Anna-Maria1; Coudounaris, Dafnis N.2 .......................................................................................................... 2053 

DEVELOPMENT OF SOCIAL ENTERPRISE: DISTRIBUTION OF PROFIT OR NON-DISTRIBUTION 

CONSTRAINT? .............................................................................................................................................. 2054 

Cosentino, Antonietta1; Di Stefano, Cristina2; Magistro, Angela1 .................................................................................. 2054 

A NEW PERSPECTIVE IN BUSINESS EVALUATION: MEASURING SOCIAL IMPACT VALUE. A 

CASE STUDY ON ITALIAN WORK INTEGRATION COOPERATIVES.............................................. 2060 

Cosentino, Antonietta1; Bongiovanni, Laura2; Cesari, Alberto2; Di Stefano, Cristina3 ................................................... 2060 

ANTECEDENTS OF BRAND EQUITY OF NORDIC UNIVERSITIES AND MODERATING EFFECTS

 .......................................................................................................................................................................... 2063 

Coudounaris, Dafnis N.1; Kvasova, Olga2 ....................................................................................................................... 2063 

IS PUBLIC SUPPORT A BAD FOR THE DISSEMINATION OF CROWDFUNDING AMONG 

INNOVATIVE START UP FIRMS? ............................................................................................................. 2064 

Cucari, Nicola; Ghi, Alessandra; Orlando, Beatrice; Renzi, Antonio ............................................................................. 2064 

SHARING KNOWLEDGE TO INCREASE FOOD VALUE CHAIN: THE INTRODUCTION OF DSS 

BY SUPPLY CHAIN LEADER DRIVING FARMER’S MANAGERIAL CULTURAL CHANGE. ...... 2068 

Cupertino, Sebastiano; Vitale, Gianluca;Riccaboni Angelo ............................................................................................. 2068 



10th Annual Conference of the EuroMed Academy of Business                                                      25 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

ENTREPRENEURSHIP AS A CONTEXTUAL PHENOMENA .............................................................. 2071 

Czarczynska, Anna1; Mosquera, José Luis Naya2............................................................................................................ 2071 

THE PIVOTAL ROLE OF ORGANIZATIONAL LEARNING AS A LINK BETWEEN EXPORTER’S 

ORIENTATIONS AND CAPABILITIES AND BETWEEN INTERNATIONAL PERFORMANCES . 2075 

Dahan, Gavriel1; Shoham, Aviv2 ..................................................................................................................................... 2075 

THE IMPACT OF INTERNAL AND EXTERNAL ORGANIZATIONAL ORIENTATIONS ON FIRM 

PERFORMANCE ............................................................................................................................................ 2077 

Dahan, Gavriel1; Shoham, Aviv2; Asseraf, Yoel3 ............................................................................................................. 2077 

ECONOMIC ANIMOSITY, NATIONALISM, AND COUNTRY IMAGE: "US VS. OTHERS" IN TIMES 

OF CRISIS ........................................................................................................................................................ 2080 

De Nisco, Alessandro1; Papadopoulos, Nicolas2; Napolitano, Maria Rosaria3; Mainolfi, Giada1 .................................... 2080 

THE VALUE RELEVANCE OF CORPORATE SOCIAL RESPONSIBILITY IN THE EUROPEAN 

STOCK MARKETS: THE INFLUENCE OF STANDARD ETHICS RATING ........................................ 2083 

Dicuonzo, Grazia; Ricciardi, Francesca; Dell’Atti, Vittorio ............................................................................................ 2083 

PREDICTING THE PRESENT AND FUTURE OF AQUAPONICS WITH GOOGLE TRENDS ......... 2085 

Dos Santos, Maria José Palma Lampreia ......................................................................................................................... 2085 

COMMUNITY BASED BUSINESS MODEL PROPOSITION .................................................................. 2090 

Drummond, Damon ........................................................................................................................................................ 2090 

EFFECT OF CULTURAL INTELLIGENCE AND PROFESSIONAL COMMITMENT ON WELL-BEING 

OF EXPATRIATES AND HOST COUNTRY NATIONALS ..................................................................... 2091 

Duyar, Veli Deniz; Erkuş, Ahmet ................................................................................................................................... 2091 

“DELIBERATED INTUITION” IN STOCK PRICE FORECASTING ...................................................... 2092 

Endress, Tobias; Gear, Tony ............................................................................................................................................ 2092 

THE IMPACT OF STUDYING IN A SOCIOECONOMICALLY DIFFERENT SOCIETY COMPARED 

TO THE HOME COUNTRY ON WORK RELATED VALUES: EVIDENCE FROM CYPRIOT 

WORKERS WHO WERE EDUCATED IN THE UK .................................................................................. 2094 

Epaminonda, Epaminondas ............................................................................................................................................. 2094 

INTERRELATIONS BETWEEN PERCEIVED ATTRIBUTES AND THEIR INFLUENCE ON 

PREFERENCE OF USER INTERFACES ..................................................................................................... 2096 

Eytam, Eleanor ................................................................................................................................................................ 2096 



10th Annual Conference of the EuroMed Academy of Business                                                      26 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

STUDENTS’ PERCEPTIONS ON SMART CITY INITIATIVES: EVIDENCES FROM ITALY AND 

RUSSIA ............................................................................................................................................................ 2098 

Ferraris, Alberto1; Belyaeva, Zhanna2 ............................................................................................................................. 2098 

ADOPTION OF RISK MANAGEMENT IN SMES: A SYSTEMATIC LITERATURE REVIEW .......... 2101 

Ferreira de Araújo Lima, Priscila; Verbano, Chiara; Crema, Maria ................................................................................ 2101 

TOWARD DEVELOPING A PRACTICAL MODEL FOR SUCCESSFUL GENERATIONAL 

TRANSITION IN THE FAMILY BUSINESS .............................................................................................. 2105 

Flynn, JoAnn; Duesing, Robert J. ................................................................................................................................... 2105 

THE COST OF EQUITY OF TOO BIG TO FAIL BANKS (TBTF). A COMPARATIVE STUDY 

BETWEEN CAPM, THE METHOD BASED ON THE RECIPROCAL OF P/E MULTIPLE AND 

ACTUARIAL METHOD ............................................................................................................................... 2108 

Fontana, Stefano; Coluccia, Daniela; Solimene, Silvia; Rosati, Serena ........................................................................... 2108 

RETAILERS’ INVETORY STRATEGY ON PURCHASING-CONSUPTION CYCLE MODEL OF 

CONSUMERS ................................................................................................................................................. 2111 

Fujimoto, Hisao ............................................................................................................................................................... 2111 

THE CHOICE OF CREATIVE COMMONS LICENSE ............................................................................. 2114 

Gambardella, Massimiliano ............................................................................................................................................. 2114 

THE ROLE OF CENTRAL BANKS IN THE RECENT FINANCIAL CRISIS. CAUSES AND 

CONSEQUENCES OF THE CRISIS AND COUNTERMEASURES TAKEN ......................................... 2116 

Georgakoulias, Athanasios; Koulakiotis, Athanasios ....................................................................................................... 2116 

BANK COMPANY RELATIONSHIPS FOR STRENGTHENING AN INTERNATIONAL 

COMPETITION. ANALYSIS OF ITALIAN CONTEXT ........................................................................... 2119 

Giacosa, Elisa1; Mazzoleni, Alberto2 ............................................................................................................................... 2119 

GLOBAL BANNING OF A DIFFUSED CONTROVERSIAL PRACTICE: 

DEINSTITUTIONALIZATION IN THE SOCCER INDUSTRY ............................................................... 2120 

Gurses, Kerem1; Giones, Ferran2; Mehtakumar, Kandarp3 ............................................................................................. 2120 

EMERGING-MARKET FIRMS' CROSS-BORDER ACQUISITION COMPLETION: INSTITUTIONAL 

IMAGE AND STRATEGIES ......................................................................................................................... 2123 

He, Xinming1; Zhang, Jianhong2 .................................................................................................................................... 2123 

CROSS-BORDER MERGER AMONG NORDIC BANKS – A LONGITUDINAL STUDY .................. 2124 



10th Annual Conference of the EuroMed Academy of Business                                                      27 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

Hyder, S. Akmal; Osarenkhoe, Aihie ............................................................................................................................... 2124 

CUSTOMER RELATIONSHIP MANAGEMENT TECHNOLOGY USE OF SALESPEOPLE ............. 2127 

Itani, Omar S. ................................................................................................................................................................. 2127 

TOURIST EXPERIENCE AND VIRTUAL REALITY: THE CASE OF NURAGICA PROJECT ........... 2128 

Izzo, Filomena1; Solinas, Maria Carmela2; Pinna, Paolo Alberto2 ................................................................................... 2128 

PROJECTIFICATION OF THE NON-GOVERNMENTAL SECTOR IN POLAND ............................. 2130 

Jałocha, Beata; Bogacz-Wojtanowska, Ewa ...................................................................................................................... 2130 

EMERGING MARKET MULTINATIONALS FROM LATIN AMERICA: ANALYZING THE 

INTERNATIONALIZATION PATTERNS AND M&AS CORPORATE STRATEGIES OF MEXICO’S 

LARGEST COMPANIES. .............................................................................................................................. 2133 

Jarque, Eduardo ............................................................................................................................................................... 2133 

AN INVESTIGATION OF WAITERS’ OCCUPATIONAL IDENTITY (WOI): A LITERATURE REVIEW 

AND CONCEPTUAL FRAMEWORK ........................................................................................................ 2137 

Jerez, M.J. ; Melewar, TC; Foroudi, P.; Stylidis, D. ........................................................................................................ 2137 

CYPRUS AND THE U.K.: DELIVERING NUTRITIONAL ADVICE SERVICES THROUGH DIGITAL 

TECHNOLOGY .............................................................................................................................................. 2141 

Kakouri, Stella K.1, Scott, Peter2 and Scott, Tamsin3 ...................................................................................................... 2141 

THE IMPACT OF SOCIAL MEDIA BRAND COMMUNICATION ON BRAND EQUITY FOR YOUNG 

CONSUMERS: INTERNATIONAL HIGH STREET FASHION BRANDING IN CHINA .................. 2146 

Kan, Yuna; Dennis, Charles; Melewar, TC; Foroudi, Pantea ......................................................................................... 2146 

NATIONAL INNOVATION SYSTEM IN SMALLER NATIONS; THE CASE OF MONTENEGRO 2148 

Karadzic, Vesna1; Manijeh, Reyhani2 .............................................................................................................................. 2148 

IDENTIFYING SUCCESS FACTORS IN FOOD EXPORTS: AN APPLICATION OF THE BEST-WORST 

SCALING METHOD ..................................................................................................................................... 2151 

Karipidis, Philippos1; Chrysochou, Polymeros2; Karypidou, Ioanna3 .............................................................................. 2151 

TITLE- DEVELOPMENT AND VALIDATION OF A SCALE FOR TEAM TASK ROLES, TEAM TASK 

TYPES AND TASK INTERDEPENDENCIES ............................................................................................ 2153 

Karve, Shailaja1; Pandey, Aparna2; Malankar, Shweta3 .................................................................................................. 2153 

SPONTANEOUS VS. INDUCED CLUSTERS: NETWORKS AND COMPETITIVE ADVANTAGE . 2156 

Kavadarlı, Altın; Öz, Özlem2 .......................................................................................................................................... 2156 



10th Annual Conference of the EuroMed Academy of Business                                                      28 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

THE IMPACT OF DIGITAL NETWORKS ON MANAGERIAL DECISION MAKING: 

PRACTICALITIES AND PARADOXES ...................................................................................................... 2158 

Kay, Avi .......................................................................................................................................................................... 2158 

EMERGENCE OF COMPLEX NEW ARRANGEMENTS: THE STATE RESPONSES TO GLOBAL 

BUSINESS DIVERSITY .................................................................................................................................. 2161 

Kayasan, Oskar; Saghir, Nadine ..................................................................................................................................... 2161 

MARGINAL REVOLUTION: ROLE OF INTERMEDIARY IN INTEGRATION OF STREET VENDORS 

IN FORMAL ECONOMY ............................................................................................................................. 2162 

Kella, Chintan; Rimac, Tomislav; Gurses, Kerem;Turner, Karynne ............................................................................... 2162 

POSITIVE AND NEGATIVE ASPECTS OF MANAGER'S POLITICAL BEHAVIOUR ....................... 2165 

Kidron, Aviv1; Vinarski –Peretz, Hedva2 ........................................................................................................................ 2165 

SUPERVISOR COMMITENT VERSUS ORGANIZATIONAL COMMITENT ...................................... 2166 

Kidron, Aviv .................................................................................................................................................................... 2166 

THE BUSINESS MODEL CANVAS AS THE KEY TO A COMPANY’S SUCCESS .............................. 2167 

Klimova, Olena ................................................................................................................................................................ 2167 

ROLE OF DIGITAL COMMUNICATIONS IN SOCIAL SUPERMARKETS IN CROATIA ................ 2169 

Knezevic, Blazenka; Skrobot, Petra; Delic, Mia............................................................................................................... 2169 

CUSTOMER ORIENTED STRATEGY AND BUSINESS PERFORMANCE: EVIDENCE FROM THE 

TOURISM AND HOSPITALITY INDUSTRY ............................................................................................ 2171 

Kriemadis,Thanos; Papaioannou, Alkistis;  Rizos John; Koronios,Konstantinos ............................................................ 2171 

REMITTANCE BEHAVIOR OF PERMANENT MIGRANTS .................................................................. 2174 

Kushnirovich Nonna ....................................................................................................................................................... 2174 

INNOVATIVE SKILLS MANAGEMENT FOR THE AGRICULTURAL ENTREPRENEUR .............. 2178 

Lachapelle, Nathalie......................................................................................................................................................... 2178 

FOR THE STUDY OF DEVELOPMENT GOVERNMENTAL STRATEGY TO SUPPORT THE 

ENTREPRENEURIAL EDUCATION IN GEORGIA ................................................................................ 2180 

Lekashvili, Eka ................................................................................................................................................................. 2180 

AVAILABILITY OF CAR RENTAL AS AN ALTERNATIVE OF CAR OWNERSHIP ........................ 2183 

Leontyeva, Yulia1; Mayburov, Igor2 ................................................................................................................................ 2183 



10th Annual Conference of the EuroMed Academy of Business                                                      29 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

THE EFFECT OF DIGITAL VARIABLES ON PERCEIVED EMPLOYABILITY IN AN ETHNIC 

MINORITY AND HEGEMONIC GROUP .................................................................................................. 2184 

Lissitsa, Sabina1; Chachashvili-Bolotin, Svetlana2 ......................................................................................................... 2184 

EXPOSURE TO BULLYING AND JOB BURNOUT: THE PROTECTIVE ROLE OF JOB RESOURCES

 .......................................................................................................................................................................... 2187 

Livne, Yael; Goussinsky, Ruhama ................................................................................................................................... 2187 

LOVE AND RESPECT IN THE SOCCER INDUSTRY .............................................................................. 2190 

Loureiro, Sandra Maria Correia1; Kaufmann, Hans Ruediger2 ....................................................................................... 2190 

EFFECT OF EMPLOYEE THRIVING ON INNOVATIVE WORK BEHAVIOUR ................................ 2196 

Lyndon, Shiji1; Rawat, Preeti1; Varghese, Billy Sam2 ...................................................................................................... 2196 

LOCAL COMMUNITY AND TOURISTS - PERCEPTIONS ABOUT THE IMPACTS OF TOURISM IN 

THE HISTORIC ZONE OF PORTO ............................................................................................................. 2198 

Magalhães, Carla; Marques, Isabel; Candeias, Maria Teresa .......................................................................................... 2198 

STAKEHOLDER’S PERCEIVED REPUTATION OF LOCAL GOVERNMENT OF SOUTH AFRICA

 .......................................................................................................................................................................... 2200 

Maleho, Lazarus Mohapi ................................................................................................................................................. 2200 

SMES FARMING SUSTAINABILITY: THE ROLE OF AGRIFOOD HUBS ........................................... 2201 

Malindretos, George 1; Moschouris Socratis2, Kinanlis Panagiotis1 ............................................................................... 2201 

THE RIGHT TO CONTAINING CLIMATE CHANGE (CCC) ................................................................ 2204 

Maniatis, Antonios ......................................................................................................................................................... 2204 

ENTREPRENEURIAL THINKING AND ACTING IN GERMAN HOTELS – AN ANALYSIS FROM 

AN INDIVIDUAL AND ORGANIZATIONAL POINT OF VIEW ......................................................... 2207 

Männicke, Jörg1; Baierl, Ronny2; Freyer, Walter3; .......................................................................................................... 2207 

FREEDOM AND PROSPERITY: COMPARATIVE ANALYSIS OF POST-COMMUNIST NATIONS

 .......................................................................................................................................................................... 2214 

Mardanov, Ismatilla ........................................................................................................................................................ 2214 

BRAND EQUITY: A PROBABILISTIC APPROACH ON  BRAND PREFERENCE ............................. 2217 

Martins, Marta; Brandão, Amélia; Santos, Luís Delfim ................................................................................................. 2217 

INSTITUTIONAL PILLARS IN CSR IN THE RUSSIAN OIL INDUSTRY ............................................ 2220 

Mathews, Martin; Benyaminova, Alina .......................................................................................................................... 2220 



10th Annual Conference of the EuroMed Academy of Business                                                      30 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

VERNACCIA DI SAN GIMIGNANO: A BUSINESS-CASE ANALYSIS TO RE-POSITION AN 

ITALIAN ORIGIN LABELLED WHITE WINE.......................................................................................... 2225 

Mattiacci, Alberto1; Caratù, Myriam1; Fisichella, Chiara2 .............................................................................................. 2225 

TOWARDS A ROUTE TO MARKET FRAMEWORK FOR EUROPE WIDE AMBIENT ASSISTED 

LIVING TECHNOLOGY SOLUTIONS ....................................................................................................... 2228 

McConalogue, Eoghan; Davis, Paul................................................................................................................................ 2228 

HEDGE FUNDS PERFORMANCE TRACKING FOR CYPRUS, U.K. AND IRELAND ...................... 2230 

Mihai Yiannaki, Simona ................................................................................................................................................. 2230 

BORN GLOBAL FAMILY FIRMS ................................................................................................................ 2232 

Musso, Fabio; Francioni, Barbara; Masili, Giorgia ......................................................................................................... 2232 

THE EFFECT OF NEPOTISM / WASTA ON HR PRACTICES IN LEBANESE AND TUNISIAN 

COMPANIES .................................................................................................................................................. 2234 

Nakhle, Samer F.1; Yahiaoui, Dorra2; Vrontis, Demetris3; Naddour, Fadi4 ..................................................................... 2234 

DOES FUND RAISING TRIGGER THE INTERNATIONALIZATION OF STARTUPS? .................... 2239 

Onetti, Alberto; Pisoni, Alessia ....................................................................................................................................... 2239 

THE VISITOR EMOTIONAL EXPERIENCE AT A HERITAGE SITE: A CASE STUDY – THE 

AUSCHWITZ-BIRKENAU DEATH CAMP ............................................................................................... 2242 

Oren Gila1; Poria Yaniv2; Reichel Arie2 .......................................................................................................................... 2242 

THE ROLE OF SELF AWARENESS AND SELF EFFICACY ON CAREER DECISION MAKING OF 

THE STUDENTS ............................................................................................................................................ 2245 

Özek, Hande1; Ferraris, Alberto2 ..................................................................................................................................... 2245 

ORGANIZATION STUDIES MEET FILM STUDIES: THE CASE OF ISTANBUL’S FILM CLUSTERS

 .......................................................................................................................................................................... 2248 

Özlem, Öz1; Kaya, Özkaracalar2 ..................................................................................................................................... 2248 

EXPLORING ATTITUDES AND RESPONSIBLE BEHAVIOR TOWARDS THE PHYSICAL 

ENVIRONMENT AMONG ELEMENTARY SCHOOL STUDENTS IN GREECE ................................ 2250 

Melanthiou, Yioula1; Papasolomou, Ioanna1; Kountouros, Haris2 .................................................................................. 2250 

THE EFFECTS OF DOWNWARD LINE EXTENSIONS ON CONSUMER BRAND ATTITUDE: THE 

CASE OF THE EUROPEAN PREMIUM AUTOMOTIVE MARKET ...................................................... 2254 

Pedrosa, Gabriel; Nobre, Helena ...................................................................................................................................... 2254 



10th Annual Conference of the EuroMed Academy of Business                                                      31 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

FAMILY BUSINESS’ RESPONSES TO CONSUMER DEMANDS CONSIDERING ALL THE SUPPLY 

CHAIN OF THE FOOD MARKET .............................................................................................................. 2257 

Pellicelli, Anna Claudia1; Bollani, Luigi2 ........................................................................................................................ 2257 

COMPETITIVE ADVANTAGE IN AIRLINE MANAGEMENT ............................................................. 2259 

Pellicelli, Anna Claudia................................................................................................................................................... 2259 

VERMOUTH: THE REVENGE OF THE KING OF APERITIF WINES IN THE NEW MIXOLOGY ERA

 .......................................................................................................................................................................... 2260 

Pellicelli, Anna Claudia................................................................................................................................................... 2260 

THE DETECTION OF FALSE FINANCIAL STATEMENTS USING ACCOUNTING RATIOS: AN 

EMPIRICAL INVESTIGATION ................................................................................................................... 2261 

Pisciotta, Raffaella; Dicuonzo, Grazia ............................................................................................................................. 2261 

THE TREND OF HEALTH CARE TOURISM: LITERATURE REVIEW ................................................ 2263 

Pjero (Beqiraj), Elenica1; Kamberi, Fatjona2; Mechili, Enkeleint Aggelos3 ...................................................................... 2263 

ONLINE BUYING INTENTIONS OF WINE CONSUMERS: THE ROLE OF KNOWLEDGE AND 

SOCIAL MEDIA ............................................................................................................................................. 2268 

Pucci, Tommaso1; Casprini, Elena2; Nosi, Costanza3; Zanni, Lorenzo1 .......................................................................... 2268 

RELIGIOSITY AND ORGANIC FOOD CONSUMPTION. TOWARDS A DEEPER UNDERSTANDING

 .......................................................................................................................................................................... 2272 

Raggiotto, Francesco 1; Mason, Michela Cesarina1; Moretti, Andrea1; Cardinali, Silvio2 ............................................... 2272 

DETERMINANTS OF CREDIT TO SMES - EMPIRICAL EVIDENCE FROM SUPPLY SIDE 

PERSPECTIVE IN MUMBAI REGION ....................................................................................................... 2275 

Raghu, Kumari P.S; Pankaj, Trivedi ............................................................................................................................... 2275 

REDEPLOYMENT OF BRAND ASSETS FOLLOWING M&A BY EMERGING MARKET FIRMS ... 2277 

Rahman, Mahabubur ...................................................................................................................................................... 2277 

WHY WE CONSUME FINANCIAL SELF-HELP? A THICK EXPLANATION USING CONSUMER 

TALES .............................................................................................................................................................. 2279 

Rahman, Kaleel ................................................................................................................................................................ 2279 

A MODERATED MEDIATION MODEL FOR THE ROLES OF TEAM LEARNING IN PROMOTING 

TEAM INNOVATION IMPLEMENTATION AND PREFORMANCE .................................................. 2281 

Rashkovits, Sarit1; Livne, Yael2 ....................................................................................................................................... 2281 



10th Annual Conference of the EuroMed Academy of Business                                                      32 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

WHO BENEFITS MORE FROM TRANSFORMATIONAL LEADERSHIP?  THE CASE OF TEACHERS' 

BURNOUT UNDER NORMAL VERSUS EXTREME WORK DEMANDS ............................................ 2284 

Rashkovits, Sarit1; Livne, Yael2 ....................................................................................................................................... 2284 

ANTECEDENTS OF ORGANIZATIONAL FIELD REGULATORY CHANGE: LINKING 

INDIVIDUAL PROFILES OF SOCIAL ENTREPRENEURS WITH THEIR REGULATORY NEEDS 

AND PRIORITIES? ........................................................................................................................................ 2287 

Rimac, Tomislav; Gurses, Kerem .................................................................................................................................... 2287 

LUXURY CONSUMER-BRAND RELATIONSHIPS – THE IMPORTANCE OF SELF IN BRAND LOVE

 .......................................................................................................................................................................... 2290 

Rodrigues, Paula1; Rodrigues, Clarinda2; Brandão, Amélia3; Costa, Paula1 ................................................................... 2290 

CORPORATE GOVERNANCE INDEXES: A PRACTICAL APPLICATION ON ITALIAN SME’S .. 2295 

Roffia, Paolo .................................................................................................................................................................... 2295 

FROM EMPLOYEE SATISFACTION TO CUSTOMER TRUST: A MODERATED MEDIATION 

MODEL IN THE ITALIAN CHAMBERS OF COMMERCE .................................................................... 2297 

Romanazzi, Salvatore1; Ambrosino, Gabriella2 ............................................................................................................... 2297 

AN EXAMINATION OF RESIDENTS’ SUPPORT FOR TOURISM DEVELOPMENT: A CASE STUDY 

IN THE CITY OF YOGYAKARTA .............................................................................................................. 2302 

Roostika, Ratna ............................................................................................................................................................... 2302 

NETWORKING SMES FOR KNOWLEDGE SHARING: PRELIMINARY EVIDENCES FROM A 

SURVEY ........................................................................................................................................................... 2305 

Rossignoli, Francesca ...................................................................................................................................................... 2305 

KINDNESS, FRED VERSUS NIC: MACHIAVELLIAN LEADERSHIP IN THE 21ST CENTURY ....... 2309 

Rowland, Caroline1; Thomas, Mike2 ................................................................................................................................ 2309 

PERCEIVING DESTINATION QUALITY ON THE LEVEL OF THE ORGANIZATION/TOURISM 

SERVICE PROVIDER .................................................................................................................................... 2312 

Ryglova, Katerina1, Rasovska, Ida2 Králíková, Andrea1, Stojarova, Sarka1; Sacha, Jakub3; ............................................. 2312 

EXAMINING THE IMPACT OF EMPLOYEE SOCIAL MEDIA USAGE ON EMPLOYEE WORD OF 

MOUTH: THE ROLE OF BONDING SOCIAL TIES ................................................................................. 2317 

Sakka, Georgia ................................................................................................................................................................. 2317 

HOW QUALITY OF LIFE INDICATORS CAN DEFINE CARE PROCESSES PERFORMANCE? .... 2320 



10th Annual Conference of the EuroMed Academy of Business                                                      33 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

Salvatore, Fiorella Pia1; Crema, Maria2; Contò, Francesco1; Fiore, Mariantonietta1 ....................................................... 2320 

THE ROLE OF HUMAN RESOURCES FOR INBOUND OPEN INNOVATION................................. 2324 

Santoro, Gabriele ............................................................................................................................................................. 2324 

MORAL REASONING AND CORPORATE PLANNING ....................................................................... 2327 

Santosuosso, Pierluigi ..................................................................................................................................................... 2327 

INTERNATIONALIZATION PROCESS OF FAMILY SMES: EVIDENCE FROM ITALY .................. 2330 

Schiesari, Roberto; Bollani, Luigi; Battisti, Enrico .......................................................................................................... 2330 

THE MORE THINGS CHANGE, THE MORE THEY STAY THE SAME .............................................. 2332 

Schipani, Cindy;1 Dworkin, Terry2 ................................................................................................................................. 2332 

WORKING IN VIRTUAL TEAMS: THE ROLE OF TEAM CONNECTEDNESS, KNOWLEDGE 

SHARING AND TEAM DIVERSITY ........................................................................................................... 2335 

Schreiber, Ezolda; Van Dijk, Dina; Drory, Amos ........................................................................................................... 2335 

DESTINATION MARKETING IN THE UNITED KINGDOM AND ORGANIZATIONAL 

AMBIDEXTERITY: EXPLOITATIVE DILEMMAS AND EXPLORATIVE PROSPECTS? ................... 2341 

Scott, Peter1; Stokes, Peter2; Rowland, Caroline3; Gordon, David2 ................................................................................. 2341 

EXPLORATORY TEST OF A NEW FOOTBALL CLUB AGGRESSION SCALE .................................. 2344 

Shuv-Ami, Avichai; Alon, Anat Toder ........................................................................................................................... 2344 

EXPLORATORY TEST OF A NEW SCALE FOR SPORT FANS SOCIAL AND PERSONAL 

IDENTITIES .................................................................................................................................................... 2348 

Shuv-Ami,Avichai; Alon, Anat Toder ............................................................................................................................ 2348 

DISCLOSURE VIA SOCIAL MEDIA AND MARKET REACTION WITHIN THE STAKEHOLDER 

THEORY .......................................................................................................................................................... 2353 

Solimene, Silvia; Coluccia, Daniela; Fontana, Stefano .................................................................................................... 2353 

A GENERALISED PROPENSITY SCORE ANALYSIS TO INVESTIGATE INFLUENCE OF 

AGRICULTURAL RESEARCH SYSTEMS ON GHGS EMISSIONS ....................................................... 2361 

Spada, Alessia; Fiore, Mariantonietta; Contò, Francesco ................................................................................................ 2361 

SUBSIDIARY’S DUAL RELATIONAL EMBEDDEDNESS FOR THE MANAGEMENT OF 

KNOWLEDGE NETWORKS IN EUROPEAN MULTINATIONAL FIRMS .......................................... 2364 

Tardivo, Giuseppe1; Ferraris, Alberto2; Bresciani, Stefano1 ............................................................................................. 2364 



10th Annual Conference of the EuroMed Academy of Business                                                      34 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

THE CUSTOMER EXPERIENCE WITH SELF-SERVICE TECHNOLOGIES IN SERVICE 

ENCOUNTERS ............................................................................................................................................... 2368 

Teixeira, Antonio Samuel1; Nobre, Helena2; Simões, Cláudia3 ........................................................................................ 2368 

EXPLORING INTERVAL-VALUED SCALES: A COMPARISON OF SCALE ATTRIBUTES BETWEEN 

INTERVAL VALUED AND SEMANTIC DIFFERENTIAL SCALES ..................................................... 2371 

Themistocleous, Christos1; Pagiaslis, Anastasios1; Smith, Andrew1; Christian Wagner2 ............................................... 2371 

MONTREAL’S MULTIMEDIA AND VIDEOGAME INDUSTRY: THE SOURCES OF ITS 

COMPETITIVENESS AND INNOVATION CAPACITY ......................................................................... 2374 

Tremblay, Diane-Gabrielle .............................................................................................................................................. 2374 

FARM BUSINESS RESOURCES, GOALS AND STRATEGIES: IMPLICATIONS FOR 

ACCELERATING THE CERTIFICATION ................................................................................................. 2377 

Tselempis, Dimitrios; Karipidis, Philippos; Pavloudi Alexandra .................................................................................... 2377 

THE EFFECTS OF CEO NARCISSISM AND CORPORATE BRAND REPUTATION ON FIRM 

PERFORMANCE ............................................................................................................................................ 2379 

Turner, Karynne ............................................................................................................................................................. 2379 

CONSUMER MOTIVES IN TIMES OF ECONOMIC RECESSION: ADOPTION OF THE MEANS END 

THEORY .......................................................................................................................................................... 2382 

Tzimas Dionysios1, Karipidis Philippos2, Kontogeorgos Achilleas3 ................................................................................. 2382 

RECENT DEVELOPMENTS IN THE HYDROCARBON ENERGY MARKETS IN THE EASTERN 

MEDITERRANEAN ...................................................................................................................................... 2384 

Vasilopoulou, Panagiota .................................................................................................................................................. 2384 

FEAR OF TERRORISM AND THE COSMOPOLITAN VALUE SYSTEM REFLECTED IN THE 

TOURISTS’ PERCEPTION OF COUNTRY IMAGE AND TRAVEL DECISION .................................. 2387 

Vereb, Vanda1; Nobre, Helena2; Farhangmehr, Minoo1 ................................................................................................... 2387 

CORPORATE GOVERNANCE, CORPORATE SOCIAL RESPONSIBILITY AND CORPORATE 

SOCIAL PERFORMANCE ............................................................................................................................ 2390 

Vinarski -Peretz Hedva ................................................................................................................................................... 2390 

DETERMINANTS OF YOUTH’S TRUST IN THE RETAIL BANKING SECTOR IN TURBULENT 

TIMES .............................................................................................................................................................. 2393 

Viterbo, Marilia Ribeiro; Azevedo, António J. A. ............................................................................................................ 2393 



10th Annual Conference of the EuroMed Academy of Business                                                      35 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

THE IMPORTANCE OF SOUND IN THE GAMING AREA OF A CASINO ....................................... 2396 

Wannenburg, Elizma; Drotsky, Tonie; De Jager, Johan .................................................................................................. 2396 

THE IMPACT OF THE SUBSIDIARY’S INTRAPRENEURIAL CAPACITY ON THE EVOLUTION OF 

MNC’S STRATEGIC ORIENTATION IN THE EURO-MEDITERRANEAN REGION ....................... 2399 

Yahiaoui, Dorra1; Chebbi, Hela2 ...................................................................................................................................... 2399 

AN EXAMINATION OF THE INFLUENCE OF ISLAMIC BRAND LOVE ON BRAND LOYALTY, 

WORD OF MOUTH AND PURCHASE INTENTION: AN EMPIRICAL STUDY IN SAUDI ARABIA

 .......................................................................................................................................................................... 2405 

Yousef, Waleed; Melewar, T.C.;Dennis, Charles; Foroudi, Pantea ................................................................................. 2405 

STYLES OF GOVERNANCE AND COMPANY PERFORMANCE. NEW INTERDISCIPLINARY 

MODEL APPLIED TO BEST PERFORMING AUTOMOTIVE INDUSTRY GIANTS .......................... 2407 

Zanda, Stefania ............................................................................................................................................................... 2407 

ECONOMIC AND SOCIAL COMMUNICATION NETWORKS: STRUCTURAL COMPARISON .. 2408 

Zvereva, Olga M.; Kondratyev, Andrey; Zverev, Fedor ................................................................................................. 2408 

 

 

 

  



10th Annual Conference of the EuroMed Academy of Business                                                      36 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

 

 

 

 

 

 

 

BOOK OF CONFERENCE PROCEEDINGS 

  



10th Annual Conference of the EuroMed Academy of Business                                                      280 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

McElroy, M. W. (2003), The new knowledge management: Complexity, learning, and sustainable innovation, 

Routledge, London. 

Metcalfe, J. S. and Miles, I. (Eds.) (2012), Innovation systems in the service economy: measurement and case study 

analysis, Springer Science & Business Media, New York. 

Nonaka, I., Toyama, R. and Nagata, A. (2000), “A firm as a knowledge-creating entity: a new perspective on the 

theory of the firm”, Industrial and corporate change, Vol. 9 No. 1, pp. 1-20. 

Perko, I., Primec, A. and Horvat, R. (2015), “Sharing business partner behaviour”, Kybernetes, Vol. 44 No. 6-7, pp. 

1030-1048. 

Polese, F., Caputo, F., Carrubbo, L. and Sarno, D. (2016), “The value (co)creation as peak of social pyramid”, in 

Russo-Spena T., Mele C. (eds.), Proceedings 26th Annual RESER Conference, “What’s ahead in service research: 

new perspectives for business and society” (pp. 1232-1248), RESER, University of Naples “Federico II”. 

Provost, F. and Fawcett, T. (2013), “Data science and its relationship to big data and data-driven decision 

making”, Big Data, Vol. 1 No. 1, pp. 51-59. 

Reich, B. H. and Benbasat, I. (2000), “Factors that influence the social dimension of alignment between business 

and information technology objectives”, MIS quarterly, pp. 81-113. 

Rotmans, J. and Loorbach, D. (2009), “Complexity and transition management”, Journal of Industrial Ecology, 

Vol. 13 No. 2, pp. 184-196. 

Sagiroglu, S. and Sinanc, D. (2013, May), “Big data: A review. In Collaboration Technologies and Systems (CTS)” 

in 2013 International Conference on (pp. 42-47), IEEE. 

Saviano, M., Parida, R., Caputo, F. and Datta, S.K. (2014), “Health care as a worldwide concern. Insights on the 

Italian and Indian health care systems and PPPs from a VSA perspective”, EuroMed Journal of Business, Vol. 9 

No. 2, pp. 198-220. 

Saviano, M., Polese, F., Caputo, F. and Walletzký, L. (2016), “A T-shaped model for rethinking higher education 

program”, in 19th Toulon-Verona International Conference Excellence in Services - Conference Proceedings, pp. 

425-440.  

Schmenner, R. W., Van Wassenhove, L., Ketokivi, M., Heyl, J. and Lusch, R. F. (2009), “Too much theory, not 

enough understanding”, Journal of Operations Management, Vol. 27 No. 5, pp. 339-343. 

Snijders, C., Matzat, U. and Reips, U. D. (2012), ““Big Data”: big gaps of knowledge in the field of internet 

science”, International Journal of Internet Science, Vol. 7 No. 1, pp. 1-5. 

Stacey, R. D. (2007), Strategic management and organisational dynamics: The challenge of complexity to ways of 

thinking about organisations, Pearson education, New York. 

Stacey, R. D., Griffin, D. and Shaw, P. (2000), Complexity and management: fad or radical challenge to systems 

thinking?, Routledge, London. 

Swan, M. (2013), “The quantified self: Fundamental disruption in big data science and biological discovery”, Big 

Data, Vol. 1 No. 2, pp. 85-99. 

Teece, D. J., Pisano, G. and Shuen, A. (1997), “Dynamic capabilities and strategic management”, Strategic 

management journal, Vol. 18 No. 7, pp. 509-533. 

Tsai, W. (2001), “Knowledge transfer in intraorganizational networks: Effects of network position and absorptive 

capacity on business unit innovation and performance”, Academy of management journal, Vol. 44 No. 5, pp. 996-

1004. 

Tsai, W. (2002), “Social structure of “coopetition” within a multiunit organization: Coordination, competition, and 

intraorganizational knowledge sharing”, Organization science, Vol. 13 No. 2, pp. 179-190. 

Vargo, S. L. and Lusch, R. F. (2008), “From goods to service (s): Divergences and convergences of logics”, 

Industrial Marketing Management, Vol. 37 No. 3, pp. 254-259. 

Vargo, S. L., Maglio, P. P. and Akaka, M. A. (2008), “On value and value co-creation: A service systems and 

service logic perspective”, European management journal, Vol. 26 No. 3, pp. 145-152. 

Wu, X., Zhu, X., Wu, G. Q. and Ding, W. (2014), “Data mining with big data”, IEEE transactions on knowledge 

and data engineering, 26(1), 97-107. 

Zikopoulos, P. and Eaton, C. (2011), Understanding big data: Analytics for enterprise class hadoop and streaming 

data, McGraw-Hill Osborne Media, New York. 

CAN BRAND ENTERTAINMENT STRENGTHEN A BRAND? 

Caratù, Myriam; Sfodera, Fabiola 

Department of Communication and Social Research, University “Sapienza”, Rome, Italy 



10th Annual Conference of the EuroMed Academy of Business                                                      281 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

ABSTRACT 

The paper is framed in the academic debate regarding evolution and paradigmatic changes of 

the branding strategies adopted in the new postmodern marketing era. Its purpose is exploring 

whether or not a branded content, beyond being an engaging touch-point for the customers, 

can be an Integrated Marketing Communication tool effective in strengthening a brand. The 

findings, synthesized in a holistic conceptual framework, reveal that a branded content 

strategy can boost in the audience a positive attitude toward the brand, by operating on Brand 

Image and Brand Awareness (components of Brand Knowledge that, in turn, influences Brand 

Equity). This conceptual model, verified through a quali-quantitative research carried on across 

two countries, represents an attempt to fill a gap in the existing literature about brand 

entertainment: by assuming that branded content is the natural evolution of the advertising in 

the new postmodern era, the paper represents the first attempt to frame it in a branding model.  

Hence, the originality and value of the study, since - unlike what happened with regard to 

advertising – branded content has never been linked with brand equity. From the managerial 

point of view, the study helps businessmen in moving forward from the traditional perspective 

of advertising, while suggesting a new approach in getting useful insights about the branding 

policy: from a “push” to a “pull” communication. 

 

Keywords: Brand Entertainment, Branded Content, Advertising, Integrated Marketing Communication, 

Content Marketing, Branding, Brand Equity, Promotion. 

1. INTRODUCTION  

In recent years, several studies (Boyland, E. J., & Halford, J. C., 2013; Hansen, F., & Christensen, L.B. 

2003; Percy, L., 2003) have focused on advertising and its link with branding and brand equity, while 

proposing even a theoretical frame for embedding advertising in the branding model (De Mooij, M., & 

Hofstede, G, 2010, Erdem, T., & Sun, B., 2002). Differently, there is a lack of documents aimed at 

proposing a theoretical framework, in this sense, in the literature regarding branded content - even 

though the latter represents the natural evolution of advertising in the modern era. In fact, brand(ed) 

entertainment, quite literally, means ‘entertainment by or in con-junction with a brand’, and since the 

origins of TV brands have always been integrated with media products, giving birth to the so-called 

product placement. However, in the branded entertainment, also called advertainment– as a 

convergence of advertising and entertainment - the products are no longer just 'placed', but woven into 

the entertainment content, building a stronger emotional connection with the consumer (Hudson, S., & 

Hudson, D., 2006): branded entertainment is a sign of the new fast-changing, growing socio-economical 
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environment where the classic advertising is not efficient anymore, because of the obstacle of the so-

called ‘marketing clutter’, which prevents people from accepting in their life any other promotional 

messages, since their threshold of attention is now full and - in a sense - trained to push away the 

thousands of messages that bombard our lives everyday, everywhere. In this totally branded media 

world, moreover, people react in discordant ways: for some, seeing brands everywhere is a source of 

irritation, while other derive amusement from spotting them (Lehu, J.M.,2007). Hereafter, entertainment and 

irritation are factors that directly contribute to the attitude of the audience towards a brand (Aldas-

Manzano J. et al., 2013). This is the reason why marketing communication has changed its features, 

today: within the so-called “long-tail economy” (Anderson, C.,2007) and the structure of the new media 

environment (abundance of media, audience fragmentation and polarization, product-portfolio of the 

firms, overall power shift on communication) the customers’ audience is spawn between many and 

diversified media, especially the new digital ones, and the traditional communication is no more 

effective in creating brand loyalty and fight that “continuous partial attention” (Stone, L., 1998) that the 

consumers have developed towards the pounding media pressure present in their lives. No wonder if 

the advertising of the the last twenty years make of interactivity, emotional touch-points and user-generated 

contents the “must” of the new marketing communication, which, over time, has come to value the 

importance of engaging the consumers - more and more pro-sumers (Toffler, A., 1980), as in producers of 

contents themselves. Connecting with the pro-sumers through a communitarian/participative approach is, 

at the same time, the aim of the marketing communication and a useful tool to position the brand in the 

competitive scenario and in the consumers’ “mindscape” (mind landscape). Not by chance, in the last 

years, some scholars (Lundqvist, A. et al. 2013; Woodside, A. G., 2010; Herskovitz, S. and Crystal. M., 

2010) have found a creative approach to position the brand in the consumers’ minds: the brand 

storytelling, which aims at creating a brand positioning based on a fictional story that has a setting, 

characters, a narrative plot and a well-defined language ascribable to the brand values. The narrative, 

here, links the brand to the consumers, going deep into their memory, leveraging on the mental 

associations and connecting to the stories and experiences of the individual, and very often this fiction 

is based on the storytelling of the brand heritage: this forms interesting solutions in the new digital 

environment, where the storytelling has become cross medial (trans-media storytelling), since all the 

elements of the fiction get dispersed systematically across different medium, each giving its own 

contribution to the story that at the end results coordinated, in a real optic of Integrated Marketing 

Communication. What has been just outlined is the context where branded entertainment finds its 

“raison d'être”: blending Branding, Storytelling and Viral, it can be defined as the production of 

contents realized by the company/brand itself, which is able to attract the audience on themes pertinent 

to the brand values and objectives but, nevertheless, not immediately amenable to the brand products 
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and services (Bonsignore, P. and Sassoon J., 2014). It can be proposed also on the traditional media (TV, 

cinema) but it is important to underline that what is intrinsic to its interactive and participative nature 

is the connection with the new digital media, not by chance expression of the new active consumer.  It 

can be argued that Branded Entertainment is son of the new market and new economy 

abovementioned and at the same time a symptom of the shift from the old “push” communication 

strategy (e.g. marketing/advertising clutter) to the new “pull” one (e.g. audience engagement). 

2. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

The research questions of this study therefore are: the branded content can also be an effective tool of a 

company’s branding process? Moreover can it influence brand equity?  From an initial literature 

review, has emerged that, nowadays, brand entertainment – alongside with branded content – is an 

effective touch-point to engage the audience and retain the customers, and a marketing strategy 

increasingly adopted by brand-holders, even in disparate fields (Hudson, S., & Tung, V., 2016; Lei, S. S. 

I., Pratt, S., & Wang, D., 2016; Holt, D.; 2016). However, we already mentioned the lack of documents - 

in the literature reviewed – that propose a theoretical framework to explain brand entertainments’ 

influence on brand equity in a systematic way. So, in order to fill this gap, this study has tried to 

understand what is the incidence of Branded Content on the brand system through acting on the 

aspects influencing Brand Equity and to individuate the main factors influencing the branded content 

marketing strategy, both from the contextual perspective and from the brand holders’ perspective. 

 

2.1 Branded Content and Branding  

The already mentioned shift in the marketing perspective (see Introduction) represents also a 

redirection of focus in the companies’ corporate communication: no more pivoted the product offering 

itself but instead on the brand system. In fact, if advertainment has grown mainly in reaction to the 

increasing advertising clutter, escalating advertising costs, and the reduced effectiveness of traditional 

advertising messages, in the modern fragmented market and related “fragmented marketing” 

(relational/event/B2B/B2C - marketing etc.), the need for promoting the brand instead than the products 

themselves becomes fundamental to approach an audience that does not care anymore about the 

tangible attributes but rather to the intangible ones.  Hence, the need no longer for product integration 

(that is the logic of the product placement) but rather for brand integration in the media content is a 

crucial step towards the branded entertainment: this, in fact, marks a shift from the intrusive 

advertisement pushed at the audiences who are engaged in other content (interruptive/push strategy= 

intrusion-based marketing= hard-sell approach) to a kind of advertising of such merit or interest that 

the audience actively seeks it out (interactive/pull strategy= invitation-based marketing=soft-sell 
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approach) (Lotz, D. A. 2007). Moreover, another difference with the old logic of product placement is 

the advantage, in the branded content, of new technologies (Grainge, P., 2012): according to Valero, D. 

(2014) the latter is organic (brand and content are at the same level of importance and totally integrated 

in the creation of the show) and seamless (defragmenting the brand from the story is impossible). 

Therefore, if irritation in the product placement is neutralized by the degree of integration, and if this 

can be applied to the branded entertainment in slightly different terms (no longer “less irritation” but 

rather “more involvement”), we could state that, the thinner is the aforesaid “line”, the bigger will be 

the audience engagement. The level of integration in different advertainment typologies is indeed 

proportional to the degree of integration: less in the product placement, more in the product 

integration, even more in the branded content (Russell, C.A. 2007). Hence, hypothesis 1: the more is the 

level of integration between the brand and the media content, the more likely will be a positive attitude towards 

the brand. For what concerns instead the format used for proposing a branded content - especially on 

the TV, it is important to mention that there are several mainly common formats - according to some 

researches appeared the Italian Cultural Observatory on Brand Activity. For instance, the TV-movie 

and the Collection (that recalls the form if the sit-com), TV Series and Serialized Series and, finally, 

Reality/Talent Show. The choice of the media then, as well as the one of the formats where to convey 

the branded content message, is relevant in engaging the target audience in terms of: opportunity to see 

(which has a direct effect on brand awareness) and customer retention (that influences brand loyalty). It 

also has an indirect effect on the brand image, since the brand personality must have congruence with 

the media and format chosen (Repetto, M., 2006): for instance, is rather unlikely that a brand involved 

in a Reality TV/Talent Show will reach the target aged 50-60, and even if it happened, there is a high 

probability that it will not be perceived positively, given the idiosyncrasy of the above-mentioned 

target towards this form of entertainment. Hypothesis 2: the type of media and format chosen for branded 

content has an indirect effect on brand image. However, the choice of media and format needs to be 

contextualized in different media cultures, and consequentially it undergoes different audio-visual 

policies: for instance, Kevill, S. and Connock, A. (2013) underline that in the UK branded content suffers 

of more restrictions than in other countries, (e.g.US and Italy). This is explained through the analysis of 

the regulatory frame, looser for what regards the advertising in the US, and much more liberal about 

product placement and branded content. It can be argued that: (hypothesis 3) the less the regulatory 

restrictions, the more is the insinuation of sponsoring third-parties in the media contents. Besides the media 

culture, however, there is another culture to consider: the brand culture. The literature review in fact 

indicates that a branded content, essentially, is about that very emotional engagement that a product 

can give only if associated to a set of values and beliefs, which are enclosed in the so-called brand 

culture, appropriately narrated through the brand storytelling – as already mentioned (see 
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Introduction). Herskovitz, S. and Crystal. M., 2010 explain how brand storytelling can be a catalyst of 

the process of brand learning for the customer, which allows landing faster to the step of the “call-to-

action” of the AIDA Model (Lewis, St Elmo E. 1898), that means purchase intention. Besides the 

storytelling, there is also another factor to take into account – when thinking about an effective branded 

content:  the communicational pact embedded in the branded content. In this sense, the managerial 

literature (Branded Content LAB 2013) suggests that a high level of brand storytelling is an optimal tool 

for branded content to raise brand awareness and reach a good purchase intention, but only if 

associated to an explicit valorisation of the communicational pact with the audience. In this research, in 

fact, are outlined four different valorisations of the latter - according to its different degree of innovation, 

involvement and storytelling: the first is the explicit valorisation of the communicational pact (even though 

there is no effective centrality of the product, this form results very strong about the purchase 

motivation, thanks to high levels of involvement and innovation); the second is the ludic valorization, 

which is not finalized to the commercial purpose (it takes advantage of the mechanism of empathy 

generated by the pure fun, but it does not grant any return on investments either on the brand image or 

on the purchase intention, since the experience is standing alone). Then there is the seductive 

valorization, in between the involvement and the storytelling: it is weak on innovation, and it does not 

highlight the concrete aspects of the product/brand. Finally, the instrumental valorization: although being 

more capable of highlighting the product/brand, this results less functional to the purpose of branded 

content if compared to the 1st and 3rd valorisations: here, the communicational code is closer to the 

traditional advertising and therefore less able to boost the specific aspects of the Branded 

Entertainment. From the studies just mentioned, indeed, it is possible to develop the next two 

hypotheses: hypothesis 4 (if a brand wants to raise brand awareness in order to reach a good intention-to-buy, 

this is more likely with an explicit valorisation, combined with a good level of Storytelling) and hypothesis 5 

(the more articulated is the “Brand Storytelling", the more likely the intention-to-buy and purchasing effect will 

be). The very same research just mentioned (Branded Content Lab 2013) has also defined the three 

most common marketing approaches of the managers (problematic, critic and editorially-led 

approach) towards branded content: the first is ruled by the objectives of the reputation and brand 

building, but less by the ones of customer generation/retention. The second is more focused on 

commercial objectives, while the latter - used by those managers who normally choose the branded 

content marketing as a marketing strategy - pursues the objectives of the traffic generation (on the 

brand website or company blog) and the one of the support to the commercial action (customer 

retention, prospect generation and brand loyalty). Hence, the hypothesis 6: the marketing approach 

influences the decision to use a branded content and also the choice of its type. The abovementioned ‘critic’ 

and ‘problematic’ approaches’ clusters of marketing managers struggle - unlike the editorially-led 
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approach cluster– in seeing the branded content as a highly effective marketing strategy, mainly 

because of difficulties encountered in its assessment and measurement. It can be implied that the type of 

assessment influences the perception of branded entertainment as a strategy for brand-holders (hypothesis 7). 

Finally, in closing the literature review, it is worth to go back to the hypothesis 2, which can be 

integrated with what found by analysing the regulatory frames analysed in this research (Romani 

Decree, 2010; Ofcom Broadcasting Code, 2010, Audiovisual & media policy, 2012). The latters, in fact, 

legislate about other issues – more cultural and ethical than strictly legal - besides the integrity of 

broadcasters from the presence of advertising and third-parties sponsors in media content: for instance, 

these laws focus on the protection of the minors, or the banning of product placement relative to 

tobacco, prescription-only medicines and alcoholic drinks, and also about the independency of the 

current affairs and news programs, which must be devoid of brand placement in order to maintain its 

status “super-partes” - as well as the religious programs. According still to Kevill and Connock (2013), 

this does not necessarily happen in other markets like the US one or the Chinese one, so it is easy to 

prove that the media culture (not only laws but also shared beliefs and costumes of a society) influences 

the likelihood of having a branded content marketing strategy, since if there are too many restrictions 

about the branded content it is likely that marketing managers of some companies (e.g. a tobacco 

company) will not choose branded content as a tool  of their strategy. Hypothesis 8: the type of media 

ethic and culture is tightly connected to the legal frame and this influences the likelihood of having branded 

entertainment as a marketing strategy for the brand holders 

 

2.2 The theoretical frame  

By accepting the hypotheses just developed, a conceptual framework (Figure 1) has been created in 

order to demonstrate the relationships between branded content and the brand system. In particular, 

through brand storytelling, the branded content (whose creation is influenced both by the contextual frame 

and the brand-holders’ perspective) influences the attitude of the audience towards the brand, acting as a 

catalyst on brand building (or brand shift) and brand knowledge (composed of brand awareness and brand 

image). These three last mentioned factors directly operate on brand equity. To achieve this original 

conceptual model, the study has analysed and tested with positive results several factors, attaining thus 

some main outcomes: a) the incidence of branded content on three factors influencing brand equity: 

brand awareness, brand building and brand image; b) an analysis of the characteristics that branded 

content needs to have in order to engage the audience (level of integration, brand storytelling, 

consistency with the format and type of media chosen, type of valorization); c) the main factors 

influencing the branded content marketing strategy, both from the contextual perspective and from the 

brand holders’ perspective; d) cross-sectional main differences among the Italian audience and the 
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British one in perceiving branded content. The overall assumption hereby is that, beyond being a mere 

tool for entertaining the audience and the brands’ customers, branded content boosts in the audience a 

positive attitude toward the brand, building the brand in the consumers’ minds and therefore affecting 

positively the brand equity. Here, the definition of ‘brand equity’ and the related theoretical frame 

taken in consideration, among the various branding models, is the Customer Based Brand Equity model, 

outlined by Keller, K.L. (1993), according to whom: ‘Customer-based brand equity is defined as the 

differential effect of brand knowledge on consumer response to the marketing of the brand. (...) Brand knowledge is 

defined in terms of brand awareness and brand image and is conceptualized according to the characteristics and 

relationships of brand associations described previously. Consumer response to marketing is defined in terms of 

consumer perceptions, preferences, and behaviour arising from marketing mix activity (e.g., brand choice, 

comprehension of copy points from an ad, reactions to a coupon promotion, or evaluations of a proposed brand 

extension)” 

  

Figure 1. Branded Content: a perspective in the Branding frame 

3. THE EXPLORATIVE STUDY  

3.1 Methodology 

In order to validate the hypotheses and the related conceptual frame just outlined, the authors have 

carried out an empirical research across two countries (UK, Italy), consisting of: an on-line quantitative 
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questionnaire among a sample audience of 347 individuals (175 Italian 169 British), 11 qualitative semi-

structured interviews among international media companies with internal creative divisions for brand 

entertainment. As far as it concerns the qualitative research, altogether, 11 vis-a vis interviews were 

conducted to subjects in high-level corporate roles (e.g.,VP, Marketing Director, Director of Ad Sales, 

Creative Director) of media companies, branded content companies, broadcasters and media agencies. 

The data for the quantitative research, instead, has been collected through an Internet-mediated 

questionnaire submitted via Facebook, email and LinkedIn, with a redemption of 99% (344 valid 

responses). The sampling has been stratified and non probabilistic, with a random selection. Besides the 

place of residence, the sample has been identified on the basis of other 3 parameters: gender (M/F), 

profession (professional/self-employed, employee, student/unoccupied) and age/generations - as 

identified by de Pelsmacker et alii, 2013: baby boomers (age: 46-65) generation X (36-45) and generation 

Y (20-35). The task was to watch and assess two branded content videos, chosen because of their 

features dichotomized: a 10’ documentary B2C “made in Italy” (“Illy Artists of the Taste”) and a B2B 

“made in UK” branded content (“Bacardi True Original”, a 2’ video streamed on YouTube and meant 

for bartenders). Through the questionnaire (4 questions about the individuals socio-demographic 

profile and 5 questions about the videos’ perception) the sample has expressed its attitude towards 

branded content, allowing the researchers to evaluate: a) the effects of a branded content on the brand 

knowledge (brand awareness and brand image) in a sample audience; b) cross-sectional main 

differences in perception of the branded content among different generational targets and individuals 

living in different countries’ media contexts. 

3.2 Hypotheses testing and main findings 

The data obtained from the explorative study have been used to validate the hypotheses developed 

after the literature review. Following, the results of every hypothesis’ testing: 

- H1 (accepted). To test this hypothesis, the first step was to understand which one of the two branded 

videos taken in consideration in the quantitative questionnaire has shown more integration between 

the brand and the media content - according to the questionnaire interviewees’ perception who 

responded to the Q2: “In your opinion, which is the role of the brand(s) in this kind of content? From graph 1 

it is possible to notice that the sum of the percentages of people who considered the brand Illy as “part 

of the story” and/or “protagonist of the story” is 51, 5 %, while 47,4% with respect to Bacardi where – 

moreover - many people (29,4%) recognize the branded video as “simple advertising”.  
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Graph 1. The role of the brand in the content. Source: Own production from primary research data 

The next step to test the hypothesis was to see if the brand that has resulted to be the most integrated 

with the content (Illy) generates the best brand attitude toward the brand: question n°3 (Q3). Every 

possible response to the question corresponded to a certain brand objective: “It makes me wanting to try 

the product”  Intention to buy/Prospect Generation; “It suggested new advantageous uses of the product” 

 Lead Generation and/or Customer Retention; “It makes me wanting to know the brand”  Prospect 

Generation; “It brought me closer to the brand”  Customer Retention; “It increased my trust in the brand” 

 Customer loyalty (as defined by Delgado-Ballester, E. and Munuera-Aleman, J.L, 2001); “It changed 

my attitude toward the brand”  Brand Shift or Brand Building.  

 

 

Graph 2. Branded content’s effect on attitude towards product and brand  (Q3 responses) - Total 

averages (of both branded contents). Source: Own production from primary research data 

As it is possible to see from the graph 2, Illy has more percentages of agreement than Bacardi with the 

statements/responses regarding the brand: it can be affirmed that it generates the best brand attitude 
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toward the brand, therefore the hypothesis seems to be supported both by secondary and primary 

research, and then accepted. 

 - H2 (accepted). According to the quantitative data, Illy’s branded content - more than Bacardi’s one- 

inspires a positive attitude in the people interviewed, because it is a documentary streamed on a big 

broadcaster, and this format is more adapt to increase trust because it has more time to set a connection 

with the audience, which is more difficult to reach at the same extent with a branded video of 2’.  

 - H3 (accepted). The qualitative data are consistent with this hypothesis, since the Ofcom Broadcasting 

Code 2010 and the BBC Editorial Guidelines (documents handled by the director of one of the 

companies interviewed) suggests that there cannot be logos well visible on the screen, while the EU 

branded content law (Audio-visual and media policy) allows this. 

 - H4 (accepted). The hypothesis’ statement is consistent with the quantitative data, since both the 

branded videos s explicit valorisation and a high level of brand storytelling, and as it can be seen from the 

responses to the Q1 (“Have you recognized the presence of one or more brand(s) in these videos” Yes/No), 

98,8% of the interviewed has answered ‘Yes’, while only 1,2% has not recognized brands in these 

videos. That is the level of brand recognition that, together with the brand recall, constitute the brand 

awareness, which in turn is a component of the brand knowledge - a parameter affecting directly the 

brand equity: the level of brand recognition here means that the brand awareness of the audience is 

significantly high.  

 - H5 (rejected). To test this hypotheses, we took in consideration the Q4 of the qualitative questionnaire: 

“How much do you agree, on a scale from 1 to 5, with the statement ‘the video made me wanting to try the 

product’?”. The majority of the interviewees agreed that Illy’s video makes them wanting to try the 

product (66% against 60% of Bacardi). However, the results to Q5 showed that it was Bacardi to result 

the branded video with a higher level of Brand Storytelling, denying the hypothesis’ correlation. 

 - H6 (accepted). The hypothesis is consistent with the qualitative because both the branded videos 

analysed show several characteristics of the second cluster of managers, the ones which pursues the 

objectives of the traffic generation (on the brand website or company blog) and support to the commercial 

action (customer retention, prospect generation and brand loyalty) within the dimensions of 

entertainment and engagement. This is confirmed also by the qualitative data: both Illy and Bacardi fall 

within the category of editorially-led marketing approach, even though belonging to different sectors, since 

Illy is addressed to the customers (B2C field), while Bacardi wants to engage the bartenders, both as 

mavens and fellow businessmen (B2B field).  

 - H7 (accepted). The hypothesis is consistent with the quantitative data collected from the branded 

content agency Precious Media and the media agency Repucom: the Valuation Model of the latter and 

the Master Assessment Method of the first are, in fact, their strengths in presenting the results to their 
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customers, since they use KPIs bounded to the media world, but also are connected to the Return of 

Marketing Investments, which is the kind of data that brand-holders and managers currently 

understand and use to evaluate any marketing tool that could be useful for their own brands -  branded 

content included. 

 - H8 (accepted). The hypothesis is consistent with the qualitative data, since BBC’s representative Philip 

Almond -  Director of Marketing & Audiences at BBC- has confirmed the impossibility of the BBC to 

make branded content, while instead BBC Worldwide can do that, since operates outside UK. 

4. MANAGERIAL IMPLICATIONS AND CONCLUSIONS 

From the data analysis of the quantitative research it has emerged that branded content is an effective 

marketing communication tool, since the sample has responded positively to Q3, and regardless Place 

of Residence, Age/Generation, Gender and Profession. In fact, the Place of Residence has not resulted to 

be a significant variable because both people living in UK and in Italy have appreciated the branded 

content as a tool for getting them closer to the brand and the product (see graph 3), entailing that in 

Italy and UK the audiences are positioned on a similar level in accepting the branded content. 

 

Graph 3 - Branded content’s effect on attitude towards product and brand (Q3 responses) – Total 

averages (of both branded contents) per category: Place of Residence.  Source: Own production from 

primary research data 

From the managerial point of view, this is important for brand-holders when planning their 

communication strategy, because they can rely on branded content effectiveness in both the countries. 

The same results appear about different generations: the variable age/generation, in fact, has resulted to 

be not very significant either in the variance of the responses.  
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Graph 4 – Branded content’s effect on attitude towards product and brand  (Q3 responses)– Total 

averages (of both branded contents) per category: Age/Generation. Source: Own production from 

primary research data 

 

In definitive, this means that branded content is an effective marketing communication tool well 

received both by different age ranges (though very dissimilar) and by the British and Italian audiences 

(despite of the considerable socio-cultural differences that cross the two countries). In addition, the 

results confute also the assertion (Branded Content LAB 2013) that a B2B content cannot use a same 

marketing approach both for stakeholders and consumers, since here Bacardi has proven to be effective 

on a consumers’ sample.  

5. LIMITATIONS AND FURTHER RESEARCH 

The overall conclusion, hereby, is that our hypotheses are worth to be further investigated in a research 

or conceptual study, in order to understand how and how much branded content can influence brand 

equity. However, there are some limits to be considered in reading this overall conclusion: the branded 

entertainment panorama here analysed only refers to Occidental productions (mainly European, 

Canadian and American), as all together they constitute the magnitude of worldwide distribution. In 

addition, there is a possibility that the brands appearing in the TV shows are currently running a 

marketing campaign, which may influence the effectiveness of the branded content. Moreover, on the 

ground that the Keller’s brand equity model is a static framework, only short-term memory effects 

(brand recall) has been investigated for the case studies analysed - thus excluding effectiveness on long-

term memory, which would have required a longitudinal study. For what regards the primary 

research, further research needs to be considered in order to close some gaps:  firstly, from the research 

does not appear a direct correlation between the branded content strategy and the effect on the brand 
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holders’ sales, due to the fact that the brand holders and the company interviewed preferred not to 

disclosure the revenues in terms of ROMI (because of privacy issues). Secondly, when analysing the 

legislative frame in Italy, which allows state-owned broadcasters like RAI to have product placement, 

an unexpected variable emerged from the words of Eleonora Costa (Head of Marketing at Endemol 

Italia): the economical one. That is why, in analysing the contextual frame, future research should 

investigate a broader set of variables – besides the legislative one – that influence the branded content’s 

creation. Finally, for what regards specifically the quantitative research, further investigation should be 

made in order to analyse the effect of all the variables on branded content’s perception (also Gender, 

Profession) that in this study have not been analysed with the same attention paid to the other variables 

(Place of Residence, Age/Generation). 

REFERENCES 

Aldas-Manzano, J., Curras-Perez, R., Sanchez-Garcia, I. (2013). “Factors contributing brand attitude in 

advergames: Entertainment and irritation”, Journal of Brand Management 04-05/2013, Vol.20(5), 374-388. 

Anderson, C. (2007). The long tail: How endless choice is creating unlimited demand. Random House. 

BBC Editorial Guidelines. Available at: http://www.bbc.co.uk/editorialguidelines/page/guidelines-editorial-

integrity-product-placement  (accessed: 12/01/2015). 

Bonsignore, P., Sassoon J. (2014). Branded Content-La nuova frontiera della comunicazione d'impresa. 

FrancoAngeli, Milano. 

Boyland, E. J., & Halford, J. C. (2013). “Television advertising and branding. Effects on eating behaviour and food 

preferences in children”. Appetite, 62, 236-241. 

Branded Content LAB – a project of University of Milan “Cattolica” and UPA (2013) “Le strategie di Branded 

Content Marketing delle aziende operanti in Italia”, by R. Nelli, P.Bensi and A.Carminati. Report 2/2013. 

De Mooij, M., & Hofstede, G. (2010). “The Hofstede model: Applications to global branding and advertising 

strategy and research”, International Journal of Advertising, 29(1), 85-110. 

De Pelsmacker, P., Geuens, M.; Van den Bergh, J. (2013). Marketing Communication: A European Perspective, 5th 

Edition, Pearson Education Limited. 

Delgado-Ballester, E., & Luis Munuera-Alemán, J. (2001) “Brand trust in the context of consumer loyalty”, 

European Journal of Marketing, 35(11/12), pp. 1238-1258.  

Directive “Audio-visual and Media Policy” of the European Commission, (2012). Available 

at:http://ec.europa.eu/archives/information_society/avpolicy/reg/tvwf/advertising/product/index_en.htm 

(Accessed: 23/10/2016) 

Erdem, T., & Sun, B. (2002). “An empirical investigation of the spillover effects of advertising and sales 

promotions in umbrella branding”, Journal of Marketing Research, 39(4), 408-420. 

Grainge, P. (2012) "A song and dance: Branded entertainment and mobile promotion", International Journal of 

Cultural Studies, 15(2): 165–180. 

Hansen, F., & Christensen, L. B. (Eds.). (2003). Branding and advertising. Copenhagen Business School Press, DK. 

Herskovitz, S. and Crystal. M. (2010). “The essential brand persona: storytelling and branding”, Journal of 

Business Management, Vol. 31 N. 3 2010, pp. 21-28 

Holt, D. (2016). “Branding in the age of social media”, Harvard business review, 94(3), 13. 

Hudson, S., & Hudson, D. (2006). “Branded entertainment: a new advertising technique or product placement in 

disguise?”, Journal of Marketing Management, 22(5-6), 489-504. 

Hudson, S., & Tung, V. (2016). “Appealing to tourists via branded entertainment: From theory to 

practice”, Journal of Travel & Tourism Marketing, 33(sup1), 123-137. 

Keller, K.L.  (1993). “Conceptualizing, Measuring, and Managing Customer-Based Brand Equity”, Journal of 

Marketing, 57  

Lehu J. M. (2007). Branded Entertainment: Product Placement & Brand Strategy in the Entertainment Business, 

Kogan Page 



10th Annual Conference of the EuroMed Academy of Business                                                      294 

 

Global and national business theories and practice:                                                         ISSN: 2547-8516 

bridging the past with the future                                                                          ISBN: 978-9963-711-56-7 

Lei, S. S. I., Pratt, S., & Wang, D. (2016). “Factors influencing customer engagement with branded content in the 

social network sites of integrated resorts”. Asia Pacific Journal of Tourism Research, 1-13. 

Lewis, St Elmo E. (1898). Financial Advertising (The History of Advertising). Garland  

Lotz, D. A. (2007) Television will be revolutionized. New York University Press  

Lundqvist, A., Liljander, V., Gummerus, J. et al. (2013). “The impact of storytelling on the consumer brand 

experience: The case of a firm-originated story”, Journal of Brand Management 20: 283. doi:10.1057/bm.2012.15 

Ofcom’s “Broadcasting Code Review and Annexes” (2010) Available at: 

http://stakeholders.ofcom.org.uk/consultations/bcrtv2010/statement/   (accessed: 05/02/15) 

Percy, Larry (2003) "Advertising and brand equity", Hansen, F., & Christensen, L. B. (Eds.), Branding and 

advertising. Copenhagen Business School Press, DK. 12-21. 

Repetto, M. (2006)“L’ advertainment tra fiction e reality. Prospettive di sviluppo nell’era digitale”, Brand Life. 

Reuters Institute for the Study of Journalism- Oxford University (2013) “Ask the Audience: Evaluating New Ways 

to Fund TV Content” by S.Kevill, A. Connock, Availale at: 

https://reutersinstitute.politics.ox.ac.uk/publication/ask-audience  (accessed: 20/10/2016). 

Romani Decree (2010). Available at: http://www.camera.it/parlam/leggi/deleghe/10044dl.htm (Accessed: 

12/01/2016) 

Russell, C. A. (2007) “Advertainment: Fusing Advertising and Entertainment”. Available at: 

http://www.bus.umich.edu/facultyresearch/researchcenters/centers/yaffe/downloads/advertainment_teaching_m

aterials.pdf  (accessed: 18/07/2016) 

Stone, L. (1998) transcript of Stone's talk at the 2006 “O'Reilly Emerging Technology” conference. Available at: 

http://lindastone.net/qa/continuous-partial-attention/ (Accessed: 05/03/2017) 

Toffler, Alvin (1980) The Third Wave. Bantam Books Publisher  

Valero, D. (2014). Branded Entertainment: Deal making Strategies & Techniques for Industry Professionals. J. 

Ross Publishing 

Woodside, A. G. (2010) “Brand–Consumer Storytelling Theory and Research: Introduction to a Psychology & 

Marketing Special Issue”, Psychology & Marketing, Vol. 27(6): 531–540  

www.brandforum.it (website of the Italian Cultural Observatory on Brand Activity) 

  


	indice e frontespizionEuromed bop2017
	Can Branded content strenghten a brand

