EuroMed

Author & Formatting Guidelines for Extended Abstracts

*A sample extended abstract guide follows at the end of this document*

In this document you can find the submission and formatting guidelines for extended abstract
submissions.

The EuroMed Academy Conference invites the submission of manuscripts in the form of a
paper or an extended abstract. Authors who submit an extended abstract for blind review should
not submit a paper during the Final Submission stage. All accepted manuscripts will be
presented at the conference and published in the Book of Proceedings.

The maximum length of your extended abstract is 750 words.
A sample paper guideline is provided at the end of this document on page 4.

Authors may submit a maximum of two manuscripts to the conference for review by strictly
adhering to the following guidelines:

Abstract Submission Guidelines:

1. Title: Provide a concise, descriptive title that directly reflects the focus of your study.
Keep it clear and precise so readers can immediately understand the main topic or
approach of your research.

2. Coauthors’ affiliation details: At the beginning of the submission process in Ex Ordo,

you will be asked to provide the names and affiliation details of all coauthors. This
information must be entered into the system and will be accessible to the Conference
Administration for identification and manuscript-tracking purposes. However, it will not
be visible to the reviewers.
At the end of the submission process, you will be required to upload an anonymised
copy of your manuscript in PDF format. The uploaded manuscript must not contain the
names, affiliations or any other identifying information of the authors or coauthors, to
preserve anonymity during the double-blind review process.

3. Keywords: Provide up to eight concise keywords that reflect the main topics and focus
of your research.

4. Abstract: The abstract should clearly state the study’s purpose, aim, objectives, and any
research questions or hypotheses; briefly identify the relevant literature, theoretical
framework, and research gap; describe and justify the methodology and methods used;
summarise the main findings; and explain the study’s contribution, originality, and
value.

5. References must follow the Harvard referencing style, be listed in alphabetical order,
and be thoroughly checked for completeness, accuracy, and consistency. Below are
examples of how to reference different types of publications:



Journal Articles

Akter, S., Hossain, Md. A, Hani, U., Vrontis, D., Thrassou, A. and Arslan, A. (2024),
“Addressing the Grand Challenges of Poverty with Data-Driven Creative Service Offerings”,
Journal of Product Innovation Management, Vol. 41, No. 2, pp. 236-266.

Books

Czinkota, R.M., Kotabe, M., Vrontis, D. and Shams, R. (2021), Marketing Management: Past,
Present and Future, 4™ Edition, New York: Springer: Springer Texts in Business and
Economics.

Edited Books
Kaufmann, R., Panni M. and Vrontis, D. (2024), The Palgrave Handbook of Consumerism
Issues in the Apparel Industry, Palgrave Macmillan, Springer International Publishing.

Book Chapters

Galati, A., Fiore, M., Vrontis, D. and Thrassou. A. (2024), Overview of Agribusiness
Technological, Societal and Channel Advancements, In: Galati, A., Vrontis, D., Thrassou, A.
and Fiore, M. (Eds), Agribusiness Innovation and Contextual Evolution, Volume II,
Technological, Societal and Channel Advancements, Palgrave Macmillan, Springer
International Publishing, pp. 1-23.

Formatting guidelines

e Length: The abstract must not exceed 750 words, including references.

e Page layout and text alignment: Use A4 page size and fully justify all body text so
that it is aligned evenly along both the left and right margins. Do not include page
numbers, headers, footers, or endnotes.

e Font: Use 12-point Times New Roman throughout the paper, except where otherwise
specified.

e Paragraph formatting: Use 1.5-line spacing, with 0-point spacing before and after
each paragraph and no paragraph indentation.

e Language: Manuscripts should be written in UK English.

e Title: Centre the title, format it in bold and title case (Capitalising the First Letter of
Each Main Word), and use 14-point Times New Roman.

e Keywords: Provide up to eight concise keywords that clearly reflect the main topics
and focus of your research. Keywords should be justified and presented as follows:
Keywords: Marketing, Communication, Sustainability, Planning, Strategy, Wine
Industry, Italy.

e Section and subsection headings: Left-align all section and subsection headings and
format them in bold using 12-point Times New Roman. Use sentence case, capitalising
only the first letter of the first word.

¢ Heading numbering: Do not number titles, sections or subsections.

e Tables and figures:
= Include tables and figures as part of the manuscript.
= Provide clear captions for tables and figures.
= Ensure each table or figure is no more than one page. If data exceeds this length,

consider alternative formats.
= Avoid colouring cells. If emphasis is needed, use shades of grey.



= Place captions underneath each table or figure, using 10-point Times New Roman in
italic font.

Table Head
Table

Table merged row

Table cells Table cells | Table cells
Table 1: Example of a Table Caption

Your figure goes here

Figure 1: Example of a Figure Caption

Upload your anonymous manuscript in DF. At the end of the submission process, you will
be required to upload your anonymous manuscript in PDF format. It is important that this
document does not include the names or affiliation details of any coauthors, in order to maintain
anonymity for the double-blind review process.

*A sample extended abstract suide follows. *




Exploring the Role of Sustainability in Modern Organisations

Keywords: Sustainability, ESGs, Innovation, Strategy, Organisational Performance,

Stakeholders

Introduction

Sustainability has become a major strategic concern for organisations operating in increasingly
dynamic and competitive environments. Growing stakeholder expectations, regulatory
pressures, environmental challenges, and shifting consumer preferences continue to encourage
organisations to adopt more sustainable and socially responsible business practices. As a result,
sustainability is no longer viewed solely as an ethical or environmental consideration, but
increasingly as a strategic priority that can influence organisational performance, innovation

capability, and long-term competitiveness.

Purpose, aim and objectives

The purpose of this study is to examine how sustainability initiatives influence organisational
performance and strategic competitiveness within contemporary organisations. Specifically,
the study aims to explore the relationship between sustainability-oriented practices, innovation
capability, and long-term organisational development. The objectives of the study are to
identify the key drivers of sustainability integration, examine the challenges organisations face
during implementation, and evaluate the potential implications of sustainability practices for

operational effectiveness, stakeholder engagement, and business performance.

Literature review and theoretical framework

Czinkota ef al. (2021) suggests that sustainability practices can enhance stakeholder trust and
long-term performance. Furthermore, recent studies highlight that organisations integrating
innovation, sustainability, and data driven strategic practices are more likely to achieve long
term competitiveness and societal impact (Akter et al., 2024).

Furthermore, Figure 1 illustrates the conceptual relationship between digital transformation,

organisational agility, and innovation capability within the proposed research framework.
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Figure 1: Conceptual Framework of Digital Transformation and Innovation Capability

Methodology and methods

This study adopted a mixed methods research design using quantitative and qualitative data
collection techniques. Mixed methods approaches are widely recognised for enabling
researchers to gain both breadth and depth of understanding by integrating quantitative and

qualitative evidence (Hair et al., 2022).

Findings and contribution
The findings demonstrate a positive relationship between digital transformation and
organisational innovation capability. Table 1 presents the descriptive statistics for the main

study variables, including innovation capability, organisational agility, and digital integration.

Variable Mean Standard Deviation
Innovation Capability | 4.12 0.68
Organisational Agility | 3.95 0.72
Digital Integration 4.28 0.61

Table 1: Example of a Table Caption



Originality and value

The originality of this study lies in integrating sustainability and strategic competitiveness
perspectives within a contemporary organisational context. The study contributes to the
growing body of literature by examining how sustainability-oriented practices can support

organisational performance, innovation capability, and long-term strategic development.

Research limitations
The study may be limited by the use of cross-sectional data and potential industry specific
variations that may influence the generalisability of the findings. In addition, the reliance on

self-reported data may introduce certain response biases and subjective interpretations.

Theoretical and practical applications and implications

The findings may assist managers, practitioners, and policy makers in better understanding the
strategic importance of sustainability integration within organisations. The study may also
contribute to theoretical discussions relating to sustainability, organisational performance, and
strategic management by providing insights into how sustainability practices can support long

term competitiveness and stakeholder engagement.

References

Akter, S., Hossain, Md. A, Hani, U., Vrontis, D., Thrassou, A. and Arslan, A. (2024),
“Addressing the Grand Challenges of Poverty with Data Driven Creative Service Offerings”,
Journal of Product Innovation Management, Vol. 41, No. 2, pp. 236-266.

Czinkota, R.M., Kotabe, M., Vrontis, D. and Shams, R. (2021), Marketing Management: Past,
Present and Future, 4th Edition, Springer, New York.



