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ABSTRACT 

The Internet of Things (IoT) is one of the hottest buzzwords in advertising, with new research 

and recommendations frequently appearing on the subject. The literature is vast, so this paper 

aims to analyse the opportunities and threats of smart speakers, such as Alexa. Smart speakers 

were chosen, as these are some of the most popular IoT devices for consumers. However, 

brands face several challenges associated with the usage of IoT. The paper begins with a brief 

background to the IoT, with history, definitions, and key statistics. Afterwards, the required 

mind-set shift from the industry to adapt successfully into their business model is explored. 

Subsequently, the implications of the changing consumer behaviour are investigated; this 

includes case studies presenting best practices. The last issue analysed in this paper is the legal 

and ethical implications of the IoT that advertisers have to consider when planning campaigns. 

Finally, the paper includes thoughts for future research. 

Keywords: internet of things, IoT, Amazon Alexa, smart speakers, brands, advertising, 

consumer behaviour 

 

1. INTRODUCTION 

The Internet of Things (IoT) may be a new term, but these devices have been with us for a 

while; the first smart vending machine was introduced in the 1980s (The little-known story of 

the first IoT device, 2018). The number of IoT devices that people interact with has been 

growing rapidly. Statista (2020), one of the best known online statistics website estimates that 

the total number of installed IoT devices worldwide will be approximately 30 billion units by 

2025. This growth in the number of IoT devices is facilitated by 5G mobile networks, the latest 

innovation in telecommunications technology (Akpakwu, Silva, Hancke, & Abu-Mahfouz, 

2017). The first generation (1G) of networks was voice-only, 2G brought voice and texting, 3G 

added data, 4G did the same as 3G but faster, and 5G is even faster. This speed is necessary to 

support the growing network of IoT (Collela, n.d.). First, what is understood as an IoT device 

needs to be defined. It is simply any device that is connected to the internet, from wearables 

(potentially with visual search, augmented reality, or virtual reality capabilities), smart TVs, 

and smart speakers to devices that create futuristic smart cities (Why Media is Important and 

The Future of Media, 2021). This paper focuses on consumer-facing IoT devices, in particular 

smart speakers, and their impact on advertising. 

 

2. BUSINESS MODEL CHANGES 

According to The World Economic Forum, 500 million tweets and 294 billion emails are sent, 

5 billion searches are entered, 4 petabytes of data are created on Facebook, and 4 terabytes of 

data are created from each connected car, each day. By 2025, it is estimated that 463 exabytes 

of data will be created each day globally – the equivalent of 212,765,957 DVDs per day 
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(Desjardins, 2019). IoT devices are integral to fuelling ‘big data’, which is presented as the next 

revolution in business. This change gives access to even more data than before in environments 

(for example, in cars) where companies did not previously have access to customer tracking. 

Because of this data revolution, companies have access to data more powerful than ever before. 

For example, digital-native companies like Amazon are built on this data. Stores that sell online 

can track not only the latest trends, but they can also view shopping behaviour on an individual 

level, and with specific tracking, they can also see what a customer showed interest in but did 

not buy finally. They can then use this data to build learning and real-time optimising algorithms 

that predict what the customer will be interested in next (McAfee & Brynjolfsson, 2012). 

However, raw data – that may be too voluminous or too unstructured to analyse in traditional 

ways – on its own is not very useful (Davenport, Barth & Bean, 2012). This affects agency 

structure and processes. There is a new job role that is highly sought after in the industry: data 

analyst, a role with an advanced understanding of how to analyse and process data in real-time 

(Tesseras, 2021). Moreover, these individuals also need business and marketing experience, for 

example, they need to know that correlation does not necessarily mean causation in the industry, 

as search advertising may generate the highest number of final sales, but a percentage of sales 

would have happened without these ads anyway (Mela & Moorman, 2018). Therefore, this role 

requires candidates with highly specific knowledge, skills, and experience. Besides this new 

requirement, several specialisms exist within agencies, such as strategists, account managers, 

media buyers, content, sponsorships, research departments, etc. This creates many siloes within 

agencies, making the job more complex than ever. To manage this complexity, it makes the 

role of integrated planners essential to the success of advertising. The role of the specialist is to 

provide subject matter expertise, but this knowledge may create a disjointed consumer 

experience without the big picture thinking that an integrated planner provides. Therefore, the 

integrated planner has a critical role, understanding all the touchpoints, and using this 

understanding, to consolidate these concepts into an interconnected ecosystem. 

 

3. REACTING TO CHANGING CONSUMER BEHAVIOUR 

Echo, Amazon’s first smart speaker, debuted in 2014, and despite Google and Apple launching 

their version of smart speakers, it has kept its coveted number one position ever since (Welch, 

2014; Bohn, 2016; HomePod reinvents music in the home, 2017). It is estimated that the 

installed base of smart speakers has reached 320 million units globally, and brands are taking 

advantage of this meteoric rise (Installed base of smart speakers worldwide in 2020 and 2024, 

2021). Moreover, in just over three years, smart speakers enabled by Amazon’s Alexa - a virtual 

assistant AI technology, one of the main examples of IoT devices - have gone from having 130 

skills to over 100,000 skills (Smith, 2020; Total number of Amazon Alexa skills from January 

2016 to September 2019, 2019). Amazon started the revolution of screen-free e-commerce with 

the humble Dash buttons, and now the company is complementing it with an Alexa-enabled 

voice shopping experience. Amazon incentivises this approach to online shopping. This is 

appealing to consumers, as it makes shopping more convenient and offloads decision-making 

for small choices to Artificial Intelligence (AI) (Gartenberg, 2017). Besides the device’s 

perceived ease of use, another strong motivator for usage is enjoyment (Kowalczuk, 2018). 

People seem to love Amazon’s Alexa, and its Super Bowl ad was the most-watched one on 

YouTube (during the show) (Cohen, 2020). Brands need to understand and discover how to 

work with these AI algorithms or risk missing a growing number of valuable consumer 

interactions. For example, Burger King attempted to hack these AI algorithms with a 

commercial that voice-activated IoT devices when asked, “What is The Whopper burger?” This 

prompted the device to read out the Wikipedia entry for the Whopper (Diaz, 2017). Other 

brands took a more traditional approach; for example, Diageo worked with Amazon and created 

a cocktail mixing Alexa skill to increase at-home consumption moments (Diageo launches 
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'happy hour' skill, 2018). O2 enhanced their sponsorship of England rugby with a bespoke 

Alexa skill that featured exclusive pre- and post-match content from rugby legend Jonny 

Wilkinson (Have Jonny Wilkinson, 2018). NARS, a high-end cosmetics brand, served an ad to 

those listening to music on a smart speaker, enabling consumers to request a free sample of one 

of their products via voice-only controls (Calladine & Healy, 2020). These ads show great 

promise in research. For example, a study in 2018 found that when consumers interacted with 

an advertisement delivered via smart speakers, the effects of these ads were more significant 

than the effects of traditional one-way ads (Kim, Park, Park, Ju & Ahn, 2018). 

 

4. PRESSING LEGAL AND ETHICAL CONCERNS ARE RISING 

There are several concerns with these devices, beginning on a personal level with Amazon’s 

name for the assistant: Alexa. Parents have expressed disappointment because their children 

with the same name became targets of bullying at a young age. As a result, some of these 

children experienced deeper mental health problems, and families even needed to take drastic 

measures, such as change the children’s names and move to a new school (Johns, 2021). 

Additionally, there are broader security concerns associated with these devices, and these have 

attracted ample media attention. For example, a device sent a recording of a family’s private 

conversation to a random person on their contact list (Kim, 2018). These are more widespread 

concerns; for example, when probing Amazon Alexa skills, security experts found that 

hundreds of these skills requested access to sensitive data without an established set of privacy 

policies in the first place (Winder, 2021). A recently announced new development called 

Amazon Sidewalk will be automatically enabled in Alexa devices, sharing a little slice of 

internet connectivity with nearby devices. This will make setting up new devices easier and 

allow seamless streaming of outdoor cameras or pet trackers – even when out of range. It is a 

great enhancement of experience; however, it comes with its own security concerns. Amazon 

Sidewalk can make it easier for strangers to access the home network and, as a result, seamlessly 

access the devices (smartphones, laptops) connected to it (Chase, 2021). Despite these 

concerning developments, privacy protection behaviours among consumers are uncommon 

(Lutz & Newlands, 2021). Consumers do not want to read excessive Terms & Conditions, and 

a study found that almost half of the surveyed smart speaker users were unaware that their 

recordings were permanently stored or that they can delete them (Cakebread, 2017; Malkin, 

Deatrick, Tong, Wijesekera, Egelman & Wagner, 2019). Another study found that consumers 

are not concerned about their privacy because they trust the companies behind these devices to 

do what is required to protect their data (Yao, Basdeo, Mcdonough & Wang, 2019). Therefore, 

brands should take responsibility for their data management processes. The General Data 

Protection Regulation (GDPR), which came into effect in Europe in 2018, is legislation that 

shows positive progress. GDPR defines the legal requirements for brands to adhere to when 

dealing with personal data (Principles of the GDPR, n.d.). However, the pace of new 

technologies emerging is fast, meaning advertisers and regulators will need to work tirelessly 

to achieve the same level of progress with the accompanying laws and regulations to use 

consumer data responsibly. 

 

5. CONCLUSION 

The IoT, and smart speakers are a new space full of exciting opportunities and business potential 

for advertising professionals. Brands that want to advantage ‘big data’, which this fuels need to 

adjust their business model: agencies need data specialists to help analyse, and process the data, 

and subsequently turn it into actionable insights. To maximise effectiveness of the work of these 

specialists, integrated planners are necessary to ensure these insights are aligned at all levels. 

Smart speakers can also deliver ads to consumers. The initial brand solutions covered in this 

paper include brand building, high-profile sponsorship amplification, and sampling promotions. 
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However, regardless the chosen role of smart speakers, brands need to be mindful of pressing 

legal and ethical concerns, especially because consumers see it as their role. Future research 

might examine the effectiveness of these ads, for example, compare smart speaker ads with 

other voice-based ads on traditional radio, online radio, or podcasts. In addition, it would be 

also interesting to investigate any differences in effectiveness between categories and consumer 

segments. Today, smart speaker ads may be just a little more than an innovative solution that 

can only secure a small percentage of the advertising budget. However, as influencer marketing 

was also in a similar position a couple of years ago, the authors of this article predict that smart 

speaker ads have great potential in the future based on consumer trends. 

 

LITERATURE: 

1. Akpakwu, G. A., Silva, B. J., Hancke, G. P., & Abu-Mahfouz, A. M. (2017). A survey on 

5G networks for the Internet of Things: Communication technologies and challenges. IEEE 

access, 6, 3619-3647. 

2. Bohn, D. (2016). Google Home: a speaker to finally take on the Amazon Echo. The Verge. 

Retrieved 11 June 2021 from https://www.theverge.com/2016/5/18/11688376/google-

home-speaker-announced-virtual-assistant-io-2016 

3. Cakebread, C. (2017). You're not alone, no one reads terms of service agreements. Business 

Insider. Retrieved 10 March 10 2021 from https://www.businessinsider.com/deloitte-study-

91-percent-agree-terms-of-service-without-reading-2017-11 

4. Calladine, D. & Healy, S. (2020) Carat Trends 2021. Carat. Retrieved 15 March 2021 from 

https://www.carat.com/thoughts-and-views/Carat-2021-media-trends 

5. Chase, J. (2021). Amazon Sidewalk Will Share Your Internet With Strangers. It’s Not As 

Scary As It Sounds. New York Times. Retrieved 11 June 2021 from 

https://www.nytimes.com/wirecutter/blog/amazon-sidewalk-review/ 

6. Cohen, D. (2020). Amazon’s #BeforeAlexa Was This Year's Most-Watched Super Bowl Ad 

on YouTube (During the Game). Adweek. Retrieved 11 June 2021 from 

https://www.adweek.com/performance-marketing/amazons-beforealexa-was-this-years-

most-watched-super-bowl-ad-on-youtube-during-the-game/ 

7. Collela, P. (n.d.) 5G and IoT: Ushering in a new era. Ericsson. Retrieved 11 June 2021 

from https://www.ericsson.com/en/about-us/company-facts/ericsson-worldwide/india/ 

authored-articles/5g-and-iot-ushering-in-a-new-era 

8. Davenport, T. H., Barth, P., & Bean, R. (2012). How 'big data' is different. Harvard 

Business School. Retrieved 11 June 2021 from https://www.hbs.edu/ris/Publication 

%20Files/SMR-How-Big-Data-Is-Different_782ad61f-8e5f-4b1e-b79f-83f33c903455.pdf 

9. Desjardins, J. (2019). How much data is generated each day? World Economic Forum. 

Retrieved 11 June 2021 from https://www.weforum.org/agenda/2019/04/how-much-data-

is-generated-each-day-cf4bddf29f/ 

10. Diageo launches 'happy hour' skill for Amazon Alexa celebrating one of the most spirited 

hours in the day (2018). Diageo. Retrieved 15 March 2021 from https://www.diageo.com/ 

en/news-and-media/press-releases/diageo-launches-happy-hour-skill-for-amazon-alexa-

celebrating-one-of-the-most-spirited-hours-in-the-day/ 

11. Diaz, A. (2017) Burger King’s Google Home hack wins Cannes Grand Prix in direct. Ad 

Age. Retrieved 15 March 2021 from https://adage.com/article/special-report-cannes-

lions/burger-king-s-google-home-hack-takes-grand-prix-direct/309506 

12. Gartenberg, C. (2017). How to shop on Amazon using Alexa voice controls. The Verge. 

Retrieved 15 March 2021 from https://www.theverge.com/2017/7/10/15947672/amazon-

alexa-voice-controls-shopping-prime-echo-how-to 



71st International Scientific Conference on Economic and Social Development – Online Conference, 06 August, 2021 

 

86 

13. Have Jonny Wilkinson in your living room with the new 'Wear the Rose with O2' Skill for 

Alexa. (2018). O2. Retrieved 11 June 2021 from https://news.o2.co.uk/press-release/have-

jonny-wilkinson-in-your-living-room-with-the-new-wear-the-rose-with-o2-skill-for-alexa/ 

14. HomePod reinvents music in the home. (2017). Apple. Retrieved 11 June 2021 from 

https://www.apple.com/newsroom/2017/06/homepod-reinvents-music-in-the-home/ 

15. Installed base of smart speakers worldwide in 2020 and 2024. (2021). Statista. Retrieved 

11 June from https://www.statista.com/statistics/878650/worldwide-smart-speaker-

installed-base-by-country/ 

16. Internet of Things (IoT) and non-IoT active device connections worldwide from 2010 to 

2025. (2020). Statista. Retrieved 9 March 2021 from https://www.statista.com/ 

statistics/1101442/iot-number-of-connected-devices-worldwide/ 

17. Johns, T. (2021). Parents of children called Alexa challenge Amazon. BBC. Retrieved 5 

July 2021 from https://www.bbc.co.uk/news/technology-57680173 

18. Kim, D., Park, K., Park, Y., Ju, J., & Ahn, J. H. (2018). Alexa, Tell Me More: The Effect 

of Advertisements on Memory Accuracy from Smart Speakers. In PACIS (p. 204). 

19. Kim, E. (2018). Amazon Echo secretly recorded a family’s conversation and sent it to a 

random person on their contact list. CNBC. Retrieved 12 March 2021 from 

https://www.cnbc.com/2018/05/24/amazon-echo-recorded-conversation-sent-to-random-

person-report.html#:~:text=A%20family%20in%20Portland%20says,a%20message%20 

to%20a%20contact 

20. Kowalczuk, P. (2018). "Consumer acceptance of smart speakers: a mixed methods 

approach", Journal of Research in Interactive Marketing, Vol. 12 No. 4, pp. 418-431. 

https://doi.org/10.1108/JRIM-01-2018-0022 

21. Lutz, C., & Newlands, G. (2021). Privacy and smart speakers: A multi-dimensional 

approach. The Information Society, 1-16. 

22. Malkin, N., Deatrick, J., Tong, A., Wijesekera, P., Egelman, S., & Wagner, D. (2019). 

Privacy attitudes of smart speaker users. Proceedings on Privacy Enhancing Technologies, 

2019(4). 

23. McAfee, A., & Brynjolfsson, E. (2012). Big Data: The Management Revolution. Harvard 

Business Review. 90(10), 60-68. 

24. Mela, C. F. & Moorman, C. (2018). Why Marketing Analytics Hasn’t Lived Up to Its 

Promise. Forbes. Retrieved 11 June 2021 from https://hbr.org/2018/05/why-marketing-

analytics-hasnt-lived-up-to-its-promise 

25. Principles of the GDPR. (n.d.). European Commission. Retrieved 12 March 2021 from 

https://ec.europa.eu/info/law/law-topic/data-protection/reform/rules-business-and-organisa 

tions/principles-gdpr_en 

26. Smith, K. T. (2020). Marketing via smart speakers: what should Alexa say? Journal of 

Strategic Marketing, 28(4), 350-365. 

27. Tesseras, L. (2021). Steep rise in demand for marketers with digital skills. Marketing Week. 

Retrieved 12 March 2021 from https://www.marketingweek.com/steep-rise-demand-

marketers-digital/ 

28. The little-known story of the first IoT device. (2018). IBM. Retrieved 10 March 2021 from 

https://www.ibm.com/blogs/industries/little-known-story-first-iot-device/  

29. Total number of Amazon Alexa skills from January 2016 to September 2019. (2019). 

Statista. Retrieved 13 March 2021 from https://www.statista.com/statistics/912856 

/amazon-alexa-skills-growth/ 

30. Welch, C. (2014). Amazon just surprised everyone with a crazy speaker that talks to you. 

Verge. Retrieved 11 June 2021 from https://www.theverge.com/2014/11/6/7167793/ 

amazon-echo-speaker-announced 



71st International Scientific Conference on Economic and Social Development – Online Conference, 06 August, 2021 

 

87 

31. Why Media is Important and The Future of Media. (2021). IPA. Retrieved 17 February 2021 

from https://ipaacademy.ipa.co.uk/pluginfile.php/22968/mod_scorm/content/2/index_ 

lms.html#/id/5fd7322ce02e5f1637a8ded3 

32. Winder, D. (2021). Security Researchers Probed 90,194 Amazon Alexa Skills—The Results 

Were Shocking. Forbes. Retrieved 13 March 2021 from https://www.forbes.com/sites 

/daveywinder/2021/03/07/security-researchers-probed-90194-amazon-alexa-skills-the-

results-were-shocking/?sh=4190b3702800 

33. Yao, Y., Basdeo, J. R., Mcdonough, O. R., & Wang, Y. (2019). Privacy perceptions and 

designs of bystanders in smart homes. Proceedings of the ACM on Human-Computer 

Interaction, 3(CSCW), 1-24. 

 

 



Varazdin Development and Entrepreneurship Agency and University North 
in cooperation with 

Faculty of Management University of Warsaw 
Faculty of Law, Economics and Social Sciences Sale - Mohammed V University in Rabat 

Polytechnic of Medimurje in Cakovec 

 

 

 

 
  
 

 

 
 
 

 

 
 
 
 
 
 
 
 
 
 
 
 

 

Economic and Social Development 
 

71st International Scientific Conference on Economic and Social Development Development 
 
 

 

Book of Proceedings 
 

Editors: 
Iva Gregurec, Darko Dukic, Abdelhamid Nedzhad 

 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

06 August, 2021 



Varazdin Development and Entrepreneurship Agency and University North 
in cooperation with 

Faculty of Management University of Warsaw 
Faculty of Law, Economics and Social Sciences Sale - Mohammed V University in Rabat 

Polytechnic of Medimurje in Cakovec 

  

 
 
 
 
 
 

Editors: 
Iva Gregurec, University of Zagreb, Croatia 

Darko Dukic, Josip Juraj Strossmayer University of Osijek, Croatia 
Abdelhamid Nedzhad, National School of Business and Management, Morocco 

 
 
 
 
 

Economic and Social Development 
71st International Scientific Conference on Economic and Social Development Development 

 
 
 

 
 
 
 
 

Book of Proceedings 
 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

  

06 August, 2021 



 

 

Title ◼ Economic and Social Development (Book of Proceedings), 71st International Scientific Conference on Economic and Social 

Development Development 

 

Editors ◼ Iva Gregurec, Darko Dukic, Abdelhamid Nedzhad 

  

Scientific Committee / Programski Odbor ◼ Marijan Cingula (President), University of Zagreb, Croatia; Sannur Aliyev, Azerbaijan State 

University of Economics, Azerbaijan; Ayuba A. Aminu, University of Maiduguri, Nigeria; Anona Armstrong, Victoria University, Australia; 

Gouri Sankar Bandyopadhyay, The University of Burdwan, Rajbati Bardhaman, India; Haimanti Banerji, Indian Institute of Technology, 

Kharagpur, India; Victor Beker, University of Buenos Aires, Argentina; Asmae Benthami, Mohammed V University, Morocco; Alla Bobyleva, 

The Lomonosov Moscow State University, Russia; Leonid K. Bobrov, State University of Economics and Management, Novosibirsk, Russia; 

Rado Bohinc, University of Ljubljana, Slovenia; Adnan Celik, Selcuk University, Konya, Turkey; Angelo Maia Cister, Federal University of 

Rio de Janeiro, Brasil; Mirela Cristea, University of Craiova, Romania; Taoufik Daghri, Mohammed V University, Morocco; Oguz Demir, 

Istanbul Commerce University, Turkey; T.S. Devaraja, University of Mysore, India; Onur Dogan, Dokuz Eylul University, Turkey; Darko 

Dukic, University of Osijek, Croatia; Gordana Dukic, University of Osijek, Croatia; Alba Dumi, Vlora University, Vlore, Albania; Galina 

Pavlovna Gagarinskaya, Samara State University, Russia; Mirjana Gligoric, Faculty of Economics - Belgrade University, Serbia; Maria Jose 

Angelico Goncalves, Porto Accounting and Business School - P.Porto, Portugal; Mehmet Emre Gorgulu, Afyon Kocatepe University, Turkey; 

Klodiana Gorica, University of Tirana, Albania; Aleksandra Grobelna, Gdynia Maritime University, Poland; Liudmila Guzikova, Peter the 

Great Saint-Petersburg Polytechnic University, Russia; Anica Hunjet, University North, Koprivnica, Croatia; Khalid Hammes, Mohammed V 

University, Morocco; Oxana Ivanova, Ulyanovsk State University, Ulyanovsk, Russia; Irena Jankovic, Faculty of Economics, Belgrade 

University, Serbia; Myrl Jones, Radford University, USA; Hacer Simay Karaalp, Pamukkale University, Turkey; Dafna Kariv, The College of 

Management Academic Studies, Rishon Le Zion, Israel; Hilal Yildirir Keser, Uludag University, Bursa, Turkey; Sophia Khalimova, Institute 

of Economics and Industrial Engineering of Siberian Branch of Russian Academy of Science, Novosibirsk, Russia; Marina Klacmer Calopa, 

University of Zagreb, Croatia; Igor Klopotan, Medjimursko Veleuciliste u Cakovcu, Croatia; Vladimir Kovsca, University of Zagreb, Croatia; 

Goran Kozina, University North, Koprivnica, Croatia; Dzenan Kulovic, Univeristy of Zenica, Bosnia and Herzegovina; Robert Lewis, Les 

Roches Gruyere University of Applied Sciences, Bulle, Switzerland; Ladislav Lukas, Univ. of West Bohemia, Faculty of Economics, Czech 

Republic; Mustapha Machrafi, Mohammed V University, Morocco; Joao Jose Lourenco Marques, University of Aveiro, Portugal; Pascal 

Marty, University of La Rochelle, France; Vaidotas Matutis, Vilnius University, Lithuania; Daniel Francois Meyer, North West University, 

South Africa; Marin Milkovic, University North, Koprivnica, Croatia; Abdelhamid Nechad, Abdelmalek Essaadi University, Morocco; Gratiela 

Georgiana Noja, West University of Timisoara, Romania; Zsuzsanna Novak, Corvinus University of Budapest, Hungary; Tomasz Ochinowski, 

University of Warsaw, Poland; Barbara Herceg Paksic, University of Osijek, Croatia; Vera Palea, Universita degli Studi di Torino, Italy; Dusko 

Pavlovic, Libertas International University, Zagreb, Croatia; Igor Pihir, University of Zagreb, Croatia; Dmitri Pletnev, Chelyabinsk State 

University, Russian Federation; Miroslaw Przygoda, University of Warsaw, Poland; Karlis Purmalis, University of Latvia, Latvia; Nicholas 

Recker, Metropolitan State University of Denver, USA; Kerry Redican, Virginia Tech, Blacksburg, USA; Humberto Ribeiro, University of 

Aveiro, Portugal; Robert Rybnicek, University of Graz, Austria; Elzbieta Szymanska, Bialystok University of Technology, Poland; Katarzyna 

Szymanska, The State Higher School of Vocational Education in Ciechanow, Poland; Ilaria Tutore, University of Naples Parthenope, Italy; 

Sandra Raquel Alves, Polytechnic of Leiria, Portugal; Joanna Stawska, University of Lodz, Poland; Ilko Vrankic, University of Zagreb, Croatia; 

Stanislaw Walukiewicz, Bialystok University of Technology, Poland; Thomas Will, Agnes Scott College, USA; Li Yongqiang, Victoria 

University, Australia; Peter Zabielskis, University of Macau, China; Silvija Zeman, Medjimursko Veleuciliste u Cakovcu, Croatia; Tao Zeng, 

Wilfrid Laurier University, Waterloo, Canada; Snezana Zivkovic, University of Nis, Serbia. 

 

Review Committee / Recenzentski Odbor ◼ Marina Klacmer Calopa (President); Ana Aleksic; Sandra Raquel Alves; Ayuba Aminu; Mihovil 

Andjelinovic; Josip Arneric; Lidija Bagaric; Tomislav Bakovic; Sanja Blazevic; Leonid Bobrov; Ruzica Brecic; Anita Ceh Casni; Iryna 

Chernysh; Mirela Cristea; Oguz Demir; Stjepan Dvorski; Robert Fabac; Ivica Filipovic; Sinisa Franjic; Fran Galetic; Mirjana Gligoric; 

Tomislav Globan; Anita Goltnik Urnaut; Tomislav Herceg; Irena Jankovic; Emina Jerkovic; Dafna Kariv; Oliver Kesar; Hilal Yildirir Keser; 

Martina Dragija Kostic; Tatjana Kovac; Vladimir Kovsca; Angelo Maia Cister; Katarina Marosevic; Vaidotas Matutis; Marjana Merkac Skok; 

Daniel Francois Meyer; Natanya Meyer; Josip Mikulic; Ljubica Milanovic Glavan; Guenter Mueller; Ivana Nacinovic Braje; Zlatko Nedelko; 

Gratiela Georgiana Noja; Zsuzsanna Novak; Alka Obadic; Claudia Ogrean; Igor Pihir; Najla Podrug; Vojko Potocan; Dinko Primorac; Zeljka 

Primorac; Sanda Renko; Humberto Ribeiro; Vlasta Roska; Souhaila Said; Armando Javier Sanchez Diaz; Tomislav Sekur; Lorena Skuflic; 

Mirko Smoljic; Petar Soric; Mario Spremic; Matjaz Stor; Tomasz Studzieniecki; Lejla Tijanic; Daniel Tomic; Boris Tusek; Rebeka Daniela 

Vlahov; Ilko Vrankic; Thomas Will; Zoran Wittine; Tao Zeng; Grzegorz Zimon; Snezana Zivkovic; Berislav Zmuk. 

 

Organizing Committee / Organizacijski Odbor ◼ Domagoj Cingula (President); Djani Bunja; Marina Klacmer Calopa; Spomenko Kesina; 

Erlino Koscak; Tomasz Ochinowski; Miroslaw Przygoda; Michael Stefulj; Rebeka Danijela Vlahov; Sime Vucetic. 

  

Publishing Editor ◼ Spomenko Kesina, Mario Vrazic, Domagoj Cingula 

  

Publisher ◼ Design ◼ Print ◼ Varazdin Development and Entrepreneurship Agency, Varazdin, Croatia / University North, Koprivnica, 

Croatia / Faculty of Management University of Warsaw, Warsaw, Poland / Faculty of Law, Economics and Social Sciences Sale - Mohammed 

V University in Rabat, Morocco / Polytechnic of Medimurje in Cakovec, Cakovec, Croatia 

 

Printing ◼ Online Edition 

 

ISSN 1849-7535 

The Book is open access and double-blind peer reviewed. 

Our past Books are indexed and abstracted by ProQuest, EconBIZ, CPCI (Web of Science) and EconLit databases and available for download 

in a PDF format from the Economic and Social Development Conference website: http://www.esd-conference.com 

 

© 2021 Varazdin Development and Entrepreneurship Agency, Varazdin, Croatia; University North, Koprivnica, Croatia; Faculty of 

Management University of Warsaw, Warsaw, Poland; Faculty of Law, Economics and Social Sciences Sale - Mohammed V University 

in Rabat, Morocco; Polytechnic of Medimurje in Cakovec, Cakovec, Croatia. All rights reserved. Authors are responsible for the linguistic 

and technical accuracy of their contributions. Authors keep their copyrights for further publishing. 


