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of Economics at master’s degree, postgraduate and executive MBA

level. She has participated in scientific internships and research

programmes at the University of Nicosia (Cyprus), University of

Manchester (Great Britain), University of Kelaniya (Sri Lanka). She

has also been a visiting professor at Guangdong University of Foreign

Studies (China), Virtual College at University of Vitez (Bosnia and

Herzegovina) and at the University of Jaen (Spain).



List of Contributors

Zhanna Belyaeva Graduate School of Economics and
Management, Ural Federal University,
Yekaterinburg, Russia

Eyo Emmanuel
Essien

Leeds Business School, Leeds Beckett University,
Leeds, UK

Ewa Frackiewicz Faculty of Economics and Management,
Department of Marketing, University of
Szczecin, Szczecin, Poland

Anastasia
Konstantopoulou

Faculty of Arts & Sciences, Edge Hill University,
Ormskirk, UK

Ioannis Kostopoulos Leeds Beckett University, Leeds Business School,
Leeds, UK

Ulf Leusmann Faculty of Sustainable Business, Eberswalde
University for Sustainable Development,
Eberswalde, Germany

George Lodorfos Leeds Business School, Leeds Beckett University,
Leeds, UK

Sanda Renko Faculty of Economics and Business, Trade
Department, University of Zagreb, Zagreb,
Croatia

Małgorzata
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