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SHORT BIO  
 
Full professor of Management & Marketing at the Department of Management of the University of 
Bergamo, where I also serve as Chair of Research Quality Assurance, Scientific Director of the Marketing 
LHAB, and Head of the Management curriculum of the bachelor’s degree in business administration. 
Former visiting scholar and lecturer at the Aalto School of Business (Helsinki) and Johannes Kepler 
University (Linz), and former visiting scholar at the University of Washington (Seattle, USA), I carry out 
extensive research in the fields of marketing and branding in both B2C and B2B contexts. 
My teaching approach is research-driven, non-normative, and practice-oriented. My research approach is 
theory-based and grounded in a cultural orientation toward market dynamics. 
My research has been published in numerous prestigious international academic journals, including 
Organization Studies, Journal of Business Ethics, Journal of Advertising, Journal of Business Research, 
Industrial Marketing Management, Family Business Review, European Sport Management Quarterly, 
Journal of Business & Industrial Marketing, Journal of Consumer Behaviour, AMS Review, Journal of 
Retailing & Consumer Services, Journal of Brand Management, Journal of Strategic Marketing, 
Consumption, Markets & Culture, Journal of Service Theory and Practice, Management Decision, Journal 
of Product & Brand Management, Journal of Global Fashion Marketing, among others. 
I serve as Associate Editor of the Journal of Product & Brand Management, former Associate Editor of 
Pearson Management & Marketing Cases, member of the editorial review board of the Journal of Business 
Research, member of the editorial advisory board of Management Decision, member of the editorial board 
of the Italian Journal of Marketing, and as an ad hoc reviewer for various international scientific journals. 
From 2021 to 2024, I was elected to the Board of Directors of the Italian Marketing Association (SIM) as a 
member of the Board of Auditors and delegate for relations with professional associations. In 2024, I was 
re-elected to the new board (2024–2027) as delegate for relations with international scientific associations. 
Since 2023, I have been a member of the extended faculty of the Graduate School of Management at the 
Politecnico di Milano with the title of Extended Professor. From July 2023 to May 2024, I served as an 
elected member of the Academic Senate of the University of Bergamo, representing Associate Professors 
(position ended upon promotion to Full Professor). 
 

 
 
 



 

CURRENT POSITION  
 

Since May 2024 Full professor of Management & Marketing at the Department of Management 
of the University of Bergamo 

 
PREVIOUS ACADEMIC POSITIONS   
 

Oct 2019 – May 2024 Associate Professor of Marketing and Management at the Department of 
Management, University of Bergamo. 
 

Oct 2016 – Oct 2019 Senior Assistant Professor in Marketing and Management at the Department 
of Management, University of Bergamo. 
 

Jan 2013 – Dec 2013 Postdoctoral Research Fellow at the Department of Management, University 
of Bergamo. 

Mar 2014 – Jun 2016 Postdoctoral Research Fellow at the Department of Management, University 
of Bergamo. 

 
2011-2013 

 
Fully funded Ph.D. Candidate in Strategic Marketing at the Department of 
Management, University of Bergamo. 

EDUCATION 
 

2013 Ph.D. (Doctor of Philosophy) in Strategic Marketing at the Department of 
Management, University of Bergamo.  
 

2009 MSc (with full marks) in Management, Università Cattolica del Sacro Cuore, 
Milan. 
 

2007 BSc (with full marks) in Management, Università Cattolica del Sacro Cuore, 
Milan. 

 
SERVICE 
 

2024/2027 Elected member of the Executive Board of the Italian Marketing Association 
(SIM) for the 2024–2027 term (President: Prof. Daniele Dalli). Appointed Co-
Delegate for Internationalization. 
 

2021/2024 Elected member of the Executive Board (Board of Auditors) of the Italian 
Marketing Association (SIM) for the 2021–2024 term (President: Prof. Angelo 
Di Gregorio). Appointed Co-Delegate for relations with professional and 
managerial associations. Responsible for the development of SIM 
Professional, the Society’s initiative dedicated to marketing professionals. 
 

 



 

OTHER ACADEMIC AFFILIATIONS  
 

May 2023 - present Extended Professor of the Graduate School of Management (GSoM) at 
Politecnico di Milano, “Triple Crown” accredited – AACSB, AMBA, EQUIS.  

 
ACADEMIC APPOINTMENTS 
 

Jan 2025 - present Member of the Board of SdM, the School of Advanced Education of the 
University of Bergamo. 
 

2024 - present Scientific Director of Marketing LHAB, the marketing laboratory providing 
advanced research services to companies, established within the 
Department of Management. 
 

2024/2025 Departmental chairperson for the VQR 2020–2024 at the Department of 
Management, University of Bergamo. 
 

2024 - present Member of the External Expert Advisory Board of the REMANET Project, EU 
Horizon Research and Innovation Program, Grant Agreement No. 101138627.  
 

Sep 2023 - present Scientific Coordinator of the “Technological Transition” cluster within the 
TRANSET project, the three-year excellence research project of the 
Department of Management, University of Bergamo.  
 

Jul 2023 – May 2024 Elected member of the Academic Senate of the University of Bergamo, 
representing Associate Professors.  
 

Jan 2023 - present Member of the Executive Committee of the Department of Excellence. The 
Executive Committee is responsible for achieving the project’s objectives; it 
plans and implements actions by coordinating the involved stakeholders, 
defines and adopts appropriate monitoring tools, and prepares periodic 
reports on progress, resource utilization, and milestone completion.  
 

2022/2023 – present   Member of the Board of Professors of the Ph.D. program in “Management, 
Accounting & Finance” at the Department of Management, University of 
Bergamo.  
 

2022/2023 Member of the operational working group responsible for the design and 
drafting of the TRANSET project, the three-year research project that enabled 
the Department of Management of the University of Bergamo to be ranked 
among the national Departments of Excellence in the economic-statistical 
area (6th out of 18). 
   

2023/2024 - present Member of the Interdisciplinary Scientific Committee of the advanced 
training course Sportour: Sport Management for the Development of 
Sustainable Territorial Ecosystems, SdM – School of Advanced Education, 
University of Bergamo.  
 

Dec 2021 – present Chair of the Research Quality Assurance and Departmental Seminars 
Committee of the Department of Management, University of Bergamo.  



 

 
Mar 2022 – Sep 2022 Member of the Strategic Group, representing the Department’s Research 

Quality Assurance and Departmental Seminars Committee unit, contributing 
to the development of the University Strategic Plan.  
 

Sep 2020 – Dec 2021 Member of the Research Quality Assurance and Departmental Seminars 
Committee of the Department of Business Administration, University of 
Bergamo.  
 

2020/2021 Departmental contact person for the VQR 2015–2019 of the former 
Department of Management, Economics and Quantitative Methods.  
 

2018/2019 - present Quality Assurance Officer for the Master’s Degree program in Management, 
Innovation and Finance (MIF) (formerly Management, Finance and 
International Business – MAFIB) and Management, Marketing and Finance 
(MMF) (formerly International Management, Entrepreneurship and Finance – 
IMEF) at the Department of Management, University of Bergamo.  
 

2018/2019 - present Coordinator of the curriculum in Management and Business Administration 
(formerly Business Management) of the Bachelor’s Degree program in 
Business Administration at the Department of Management, University of 
Bergamo.  
 

2018/2019 - present Member of the Board of Professors of the post-graduate master’s program in 
Digital Business Development (DBD) at SdM – School of Advanced Education, 
University of Bergamo.  
 

2018/2019 - present Member of the Advisory Board of the Bachelor’s Degree program in Business 
Administration and the Master’s Degree program in Management, Innovation 
and Finance (MIF) and Management, Marketing and Finance (MMF) at the 
Department of Management, University of Bergamo.  
 

2018/2019 - present Member of the Program Review Committee for the master’s degree programs 
in Management, Innovation and Finance (MIF) and Management, Marketing 
and Finance (MMF) at the Department of Management, University of 
Bergamo.  
 

2016/2017 - present Member of the Board of Professors of the Ph.D. program in “Business & Law” 
at the Department of Management, University of Bergamo.  
 

2016/2017 – 
2022/2023 

Member of the Evaluation and Selection Committee for EU and non-EU 
students applying to Master’s Degree program.  
 

2016/2017 - present  Member of the Degree Program Councils for the bachelor’s degree in 
business administration and the master’s degree program in Management, 
Innovation and Finance (MIF) and Management, Marketing and Finance (MMF) 
at the Department of Management, University of Bergamo.  
 

2016/2017 - 
2024/2025 
 

Academic advisor for study plans and grade conversion for students 
participating in international mobility program at the master’s degree level.  



 

2013/2014 - present Member of the research staff of E-Lab (Entrepreneurial Laboratory) and its 
Permanent Observatory on Professions (OPRI) at the Department of 
Management, University of Bergamo.  
 

Jan 2011 - present Collaborator with SdM – School of Advanced Education, University of 
Bergamo, with responsibilities in consulting, executive education, and 
postgraduate teaching. 

 
EDITORSHIP 
 

Dec 2022 - present Associate Editor of the Journal of Product & Brand Management (Elsevier), 
Anvur A, (ABS*), Impact Factor JCR 2022: 5.6. 
 

Apr 2019 – Sep 2025 Associate Editor of the Pearson Management & Marketing Cases series, an 
editorial initiative of the scientific societies SIMA (Italian Society of 
Management) and SIM (Italian Marketing Society), published by Pearson. 
 

Oct 2020 Special Issue Guest Editor, “Building Bridges Across Branding Research: 
Family Business Brands and the Branding Process”, Journal of Product & 
Brand Management (Emerald), Vol. 32, Issue 5, together with Isabel C. Botero 
(University of Louisville College of Business, USA), Cristina Bettinelli 
(University of Bergamo), and Edgar Centeno (EGADE Business School – 
Tecnológico de Monterrey, Mexico City, Mexico). 
 

Oct 2020 Special Issue Guest Editor, “Covid-19 and Marketing Research in Italy”, Italian 
Journal of Marketing, Vol. 4, Issue 2, together with Eleonora Di Maria 
(University of Padua), Michele Simoni (University of Naples Parthenope), and 
Marco Galvagno (University of Catania). 
 

Jan 2017 – Jun 2018 European Entrepreneurship and Marketing Series Editor for SAGE Business 
Cases. 

 
EDITORIAL BOARDS 
 
§ Editorial Review Board, Journal of Business Research (Elsevier), Anvur A (ABS ***).  
§ Editorial Advisory Board, Management Decision (Emerald), Anvur A (ABS **). 
§ Editorial Board, Journal of Product & Brand Management (Emerald), Anvur A (ABS *).  
§ Editorial Board, Italian Journal of Marketing (formerly Mercati & Competitività) (Springer).  

 
VISITING 
 

Jul 2012 Visiting Scholar at the Department of Marketing, University of Washington 
Business School, Seattle, USA (Bothell Campus), AACSB accredited. 
 

Jan 2010 – Oct 2011 Visiting Scholar at the Department of Marketing, Aalto University School of 
Business (formerly Aalto School of Economics), Helsinki, Finland. Aalto 



 

University School of Business is the leading business school in Scandinavia 
and holds the “Triple Crown” accreditation (AACSB, AMBA, EQUIS). 

 
TEACHING 
 
Ph.D.  
 

2023/2024 - present “Institutional Theory” within the Ph.D. program in Management, Accounting 
and Finance at the University of Bergamo. 
Language of instruction: Italian. Teaching hours: 2. 
 

2023/2024 - present “The Review Process” within the Ph.D. program in Management, Accounting 
and Finance at the University of Bergamo. 
Language of instruction: Italian. Teaching hours: 6. 
 

2022/2023 – 
2024/2025 

SIMA–SIM–BAM School of Research Methods – Winter Edition, School of 
Research Methods on Academic Writing: Theoretical Background of 
Qualitative Papers (2023 online; 2024 LUMSA University, Palermo; 2025 
University of Pisa).  
 

2018/2019 - present “Fundamentals of Research Design” within the Ph.D. program in Business and 
Law at the University of Bergamo. 
Language of instruction: Italian. Teaching hours: 3. 
 

2017/2018-
2022/2023 

“The Review Process” within the Ph.D. program in Business and Law at the 
University of Bergamo. 
Language of instruction: Italian. Teaching hours: 
6 (2017–2018), 2 (2018–2019), 8 (2020–2021), 3 (2021–2022), 3 (2022–2023).  
 

2021/2022 “Case Study Research” within the Ph.D. program in Business Administration 
and Management (Universities of Pisa, Florence, and Siena). 
Language of instruction: English. Teaching hours: 4 (2021–2022). 
 

2017/2018 “Marketing Theory” within the Ph.D. program in Business and Law at the 
University of Bergamo. 
Language of instruction: Italian. Teaching hours: 3.  

 
Abroad   
 

2015/2016 Visiting professor in “International Management” at the Johannes Kepler 
University (Linz, Austria).  
Language of instruction: English. Teaching hours: 12. 
 

2011/2012 Visiting lecturer in “Product & Brand Management” within the bachelor’s 
degree in marketing at Aalto University School of Business (Helsinki, 
Finlandia) – AACSB, AMBA, EQUIS. 
Language of instruction: English. Teaching hours: 28. 
 

 
 



 

In Italy   
  

2021/2022 - present Course Coordinator and Lecturer, Industrial & Trade Marketing, within the 
Master’s Degree program in Management, Marketing and Finance (MMF), 
Department of Management, University of Bergamo. 
Language of instruction: English. Teaching hours: 48 (6 ECTS). 
 

2020-2021 - present Course Coordinator and Lecturer, Business Economics and Management, 
within the Bachelor’s Degree program in Business Administration, 
Department of Management, University of Bergamo. 
Language of instruction: Italian. Teaching hours: 72 (9 ECTS). 
 

2017-2018 - present 
 

Course Coordinator and Lecturer, Advanced Marketing (course codes 91073 
and 91050), within the Master’s Degree program in Management, Innovation 
and Finance (MIF) (formerly Management, Finance and International Business 
– MAFIB), Department of Management, University of Bergamo. 
Language of instruction: Italian. Teaching hours: 48 (6 ECTS). 
 

2021/2022 – 
2022/2023 

Course Coordinator and Lecturer, Market Research and Consumer Marketing, 
within the Master’s Degree program in Management, Marketing and Finance 
(MMF), Department of Management, University of Bergamo. 
Language of instruction: English. Teaching hours: 24 (3 ECTS). 
 

2016/2017 – 
2020/2021 
 
 

Course Coordinator and Lecturer, Business Project, within the Global 
Business Master Program in collaboration with Johannes Kepler University 
(Linz), Higher School of Economics (Nizhny Novgorod), and the University of 
Bergamo. 
Responsible for the design and implementation of applied training projects 
involving major corporate partners, including CNH Industrial, IBM Italy, 
Esprinet S.p.A., Celly S.p.A., Serim S.r.l., SMI Group S.p.A., Confida, Ricoh, 
among others. 
Language of instruction: English. Teaching hours: 16 (2 ECTS) from 2016–2017 
to 2019–2020; 24 (3 ECTS) from 2020–2021 onwards. 
 

2016/2017-
2020/2021 
 
 

Lecturer, Market Research for Business Development and Innovation, within 
the Master’s Degree program in Management, Marketing and Finance (MMF) 
(formerly International Management, Entrepreneurship and Finance – IMEF), 
Department of Management, University of Bergamo. 
Language of instruction: English. Teaching hours: 24 (3 ECTS). 
 

2016/2017 – 
2019/2020  
 

Lecturer, Logistics and Supply Chain Management, within the Bachelor’s 
Degree program in Business Administration, Department of Management, 
University of Bergamo. 
Language of instruction: Italian. Teaching hours: 16 (2 ECTS) from 2016–2017 
to 2018–2019; 24 (3 ECTS) from 2019–2020; 8 (1 ECTS) in 2024–2025. 
 

2015/2016 – 
2016/2017 

Lecturer, International Marketing, within the Bachelor’s Degree program in 
Business Administration, Department of Management, University of 
Bergamo. 
Language of instruction: Italian. Teaching hours: 16 (2 ECTS) in 2015–2016; 24 
(3 ECTS) in 2016–2017. 



 

2023/2024 - present Lecturer, Logistics and Supply Chain Management, within the Bachelor’s 
Degree program in Business Administration, Department of Management, 
University of Bergamo. 
Language of instruction: Italian. Teaching hours: 24 (3 ECTS). 
 

2019/2020 Course Coordinator and Lecturer, Contemporary Issues in Management, 
within the Bachelor’s Degree program in Business Administration, 
Department of Management, University of Bergamo. 
Language of instruction: English. Teaching hours: 16 (2 ECTS). 
 

2019/2020 Lecturer, Economics and Marketing, within the Bachelor’s Degree program in 
Communication Sciences, Department of Humanities, Philosophy and 
Communication, University of Bergamo. 
Language of instruction: Italian. Teaching hours: 15 (2.5 ECTS). 
 

2014/2015 -  
2016/2017 

Lecturer, Advanced Marketing, within the Master’s Degree program in 
Management, Innovation and Finance (MIF) (formerly Management, Finance 
and International Business – MAFIB), Department of Management, University 
of Bergamo. 
Language of instruction: Italian. Teaching hours: 16 (2 ECTS) in 2014–2015 
and 2015–2016; 24 (3 ECTS) in 2016–2017. 
 

2013/2014 – 
2015/2016 

Lecturer, Entrepreneurship, Private Equity and Professional Service Firms, 
within the Master’s Degree program in Management, Innovation and Finance 
(MIF) (formerly Management, Finance and International Business – MAFIB), 
Department of Management, University of Bergamo. 
Language of instruction: Italian. Teaching hours: 16 (2 ECTS). 
 

2014/2015 Course Coordinator and Lecturer, Business Economics and Management, 
within the Bachelor’s Degree program in Business Administration. 
Language of instruction: Italian. Teaching hours: 32 (3 ECTS). 
 

2013/2014 Lecturer, Public Services Management, within the Bachelor’s Degree program 
in Business Administration, Department of Management, University of 
Bergamo. 
Language of instruction: Italian. Teaching hours: 8 (1 ECTS). 

 
In post-graduate masters   
 

2023/2024 - present Brand Reputation module, within the post-graduate master’s program in Wine 
Supply Chain Management, University of Udine. 
Language of instruction: Italian. Teaching hours: 4. 
 

2023/2024 - present Strategic Marketing module, within the International post-graduate master’s 
program in Marketing Management, Omnichannel Marketing and Consumer 
Analytics, Graduate School of Management (GSoM), Politecnico di Milano – 
AACSB, AMBA, EQUIS accredited. 
Language of instruction: English. Teaching hours: 18. 
 



 

2020/2021 - present Branding module, within the post-graduate master’s program in Digital 
Marketing, University of Udine. 
Language of instruction: Italian. Teaching hours: 8. 

2021/2022 - present Fundamentals of Marketing module, within the post-graduate master’s 
program in Expert in Active Labour Market Policies and Employment Services. 
The program is organized by SdM – School of Advanced Education, University 
of Bergamo. 
Language of instruction: Italian. Teaching hours: 10. 
 

2018/2019 – 
2022/2023 

Business-to-Business Marketing module, within the post-graduate master’s 
program in Marketing Management, University of Pisa. 
Language of instruction: Italian. Teaching hours: 8 (2018–2019; 2021–2022), 
16 (2022–2023). 
 

2021/2022 - present Market Research courses, within the post-graduate master’s program in 
Digital Business Development (DBD), organized by SdM – School of Advanced 
Education, University of Bergamo. 
Language of instruction: Italian. Teaching hours: 16. 
 

2018/2019 – 
2021/2022 

Marketing Fundamentals and Digital Branding, within the post-graduate 
master’s program in Digital Business Development (DBD), organized by SdM – 
School of Advanced Education, University of Bergamo. 
Language of instruction: Italian. Teaching hours: 32 (2018–2019), 24 (2019–
2020). 
 

2013/2014 – 
2018/2019 

Category Management, within the post-graduate master’s program “The 
Pharmacist and Homeopathic Products: Marketing Strategies”, addressed to 
graduate pharmacists and organized by SdM – School of Advanced Education, 
University of Bergamo. 
Language of instruction: Italian. Teaching hours: 12 (2013–2014; 2017–2018), 
16 (2018–2019). 
 

2012/2013 - present Industrial Marketing, within the post-graduate master’s program Marketing 
Management for International Business, organized by SdM – School of 
Advanced Education, University of Bergamo. 
Language of instruction: English. Teaching hours: 9. 
 

2015/2016 – 
2016/2017 

Business Strategies and Global Competitiveness, within the post-graduate 
master’s program in Human Resource Management and Development, 
organized by SdM – School of Advanced Education, University of Bergamo. 
Language of instruction: Italian. Teaching hours: 9 (2015–2016); 6 (2016–2017). 

 
In executive MBA (EMBA)  
 

2021/2022 - present Branding, within the Executive Master of Business Administration (EMBA), 
University of Udine (Udine, Milan, and Trento campuses). 
Language of instruction: Italian. Teaching hours: 16 (2021–2022); 24 (2022–
2023); 24 (2023–2024); 32 (2024–2025). 
 

 



 

In entrepreneurial education programmes  
 

2016/2017 – 
2022/2023 

Marketing and Sales, within the program “Start Me Up – Advanced Training 
Program for the Development of Entrepreneurship.” 
The initiative is funded by the Bergamo Chamber of Commerce and 
implemented by Bergamo Sviluppo (Special Agency), with technical and 
scientific support from the CYFE University Center, University of Bergamo. 
Language of instruction: Italian. Teaching hours: 16 (2016–2017; 2017–2018), 
15 (2018–2019), 6 (2019–2020), 6 (2020–2021), 9 (2021–2022), 9 (2022–
2023). 

 
2019/2020 Market Entry and International Market Strategies, within the program “Figli 

d’Impresa”, an advanced training program in family business management 
for young graduates, promoted by Confindustria Bergamo. 
Language of instruction: Italian. Teaching hours: 4. 
 

2020/2021 Market Research: Qualitative Dimensions and Brand & Communication, within 
Startcup Lombardia, the competition organized by Lombardy universities and 
university incubators and promoted by Regione Lombardia, aimed at 
fostering the creation of high-potential start-ups originating from or 
connected with universities and university incubators in Lombardy. 
Language of instruction: Italian. Teaching hours: 6. 

 
In executive and advanced managerial education  
 
2019/2020 

 
Procurement and Inventory Management, within the executive advanced 
training program Management and Leadership of the Pharmacy, organized 
by SdM – School of Advanced Education, University of Bergamo, in 
collaboration with Federfarma Bergamo. 
Language of instruction: Italian. Teaching hours: 15.  

 
2018/2019 Contract Lecturer, within the managerial training and revalidation program 

for Hospital departments’ heads, delivered at the University of Bergamo on 
behalf of Polis–Lombardia, the public-law body of the Lombardy Region 
responsible for the training of public sector employees. 
Language of instruction: Italian. Teaching hours: 8 

 
In other education programmes  
 

2025 - present ‘Branding’ within the post-graduate master program in “Marketing, Digital 
Communication, Sales Management” by Publitalia ‘80.  
Language of instruction: Italian. Teaching hours: 6. 

2021/2022 Teaching appointment, “Team Working and Team Building: Teamwork as a 
Key Success Factor for Achieving ATS Objectives”. 
Commissioning body: ATS City of Bergamo. 
Language of instruction: Italian. Teaching hours: 4. 
 



 

2020/2021  Sport Management and Marketing, within the “Summer & Winter School 
SporTour: Sport Management & Marketing of Sports Events for Sustainable 
Tourism.” The Summer & Winter School is organized by SdM – School of 
Advanced Education, University of Bergamo, coordinated by Confindustria 
Bergamo Servizi, and implemented with the support of Fassi S.p.A. 
Language of instruction: Italian. Teaching hours: 8. 
 

2019/2020  Contract Lecturer, seminar “Gender-Based Violence and Social Media”, 
delivered at the Department of Law, University of Bergamo. 
The seminar was offered within the course “Gender-Based Violence: Legal 
and Psycho-Social Perspectives”, implemented as part of the Action Plans 
funded by Regione Lombardia – Directorate General for Family Policies, 
Parenting and Equal Opportunities, Operational Unit for Equal Opportunities 
and the Prevention and Combating of Gender-Based Violence – pursuant to 
Regional Council Resolution (D.G.R.) No. XI/1827 of 2 July 2019 and Executive 
Decree (D.d.u.o.) No. 10804 of 22 July 2019. 
Language of instruction: Italian. Teaching hours: 8. 

 
RESEARCH GRANTS 
 

Jun 2023 Recipient of the PRIN Grant (Projects of Relevant National Interest) – Call 
2022 – Project ID: 20227SC9CC, with the project Business Models for Local 
Delivery Platforms (BUMOLDS), serving as Substitute Principal Investigator 
and Head of the Local Research Unit. 
The Italian Ministry of University and Research (MUR) awarded the project a 
total funding of €219,441. 
In addition to the University of Bergamo, the project team includes the 
University of Bologna (Principal Investigator), the Università Cattolica del 
Sacro Cuore, and the University of Pisa. 
 

May 2019 Recipient of the competitive STaRs (Supporting Talented Researchers) 
research grant awarded by the University of Bergamo for the recruitment of 
a senior postdoctoral researcher for a total duration of 36 months (€90,000). 

 
Dec 2017 Recipient of the FFABR research grant (Fund for Basic Research Activities), 

awarded by the National Agency for the Evaluation of Universities and 
Research Institutes (ANVUR), based on qualitative criteria assessing scientific 
output produced between 2012 and 2016 (€3,000). 
 

May 2016 Recipient of a research grant awarded by the Marketing Science Institute 
(MSI) within the Research Initiative on Customer Experience (2014–2016). 
The grant was awarded following the submission of the research project 
“Defining Brand Experience: A Systematic Literature Review”, with Daniela 
Andreini, Lia Zarantonello, and Chiara Solerio (€1,000). 
 

Jul 2012 Recipient of the FYRE (Fostering Young REsearchers) research grant – 
Promoting the Development of Excellent Human Capital – funded by 
Fondazione Cariplo. The grant supported a research stay as a Visiting Scholar 
at the University of Washington (Seattle, USA). 
 



 

2016/2017 - present Recipient of performance-based research funding allocated annually by the 
former Department of Business Administration, Economics and Quantitative 
Methods for research achievements attained in each academic year: 
2017 (€2,381.50); 2018 (€2,088); 2019 (€2,340); 2020 (€3,460); 2021 
(€2,990); 2022 (€4,270); 2023 (€4,269); 2024 (€3,379); 2025 (€3,393). 

 
AWARDS & HONORS 
 

Oct 2024 Best Paper Award, Consumer Behaviour session, 21st Conference of the 
Italian Marketing Society (SIM), IULM University, Milan, for the paper 
“Investigating the Customer Journey in Second-Hand Fashion Platforms: 
Implications for Luxury Brand Management” (with G. Murtas). 
 

Oct 2022 Best Paper Award, Technology & Innovation Marketing session, 19th 
Conference of the Italian Marketing Society (SIM), University of Salerno, for 
the paper “Web 3.0: Challenges and Opportunities for Luxury Branding” (with 
G. Murtas). 
 

May 2022 Best Paper Award, 15th Global Brand Conference 2020, Academy of 
Marketing – Brand, Identity and Corporate Reputation Special Interest Group 
(SIG), 4–6 May, Sheffield Hallam University, Sheffield, UK, for the paper “Woke 
Brand Communication and Consumers’ Social Media Engagement: A Text 
Mining Analysis” (with F. Mangiò, D. Andreini, and L. Zarantonello). 
 

Nov 2021 Best Paper Award, AUS (American University of Sharjah) – Chalhoub 
Symposium on Luxury Marketing & Branding, in collaboration with the 
Academy of Marketing SIG – Consumer Psychology and Cross-Cultural 
Research, for the paper “From the Ghetto to the Stars: How Luxury 
Streetwear Conquered the Fashion System” (with G. Murtas and D. Andreini). 
 

Oct 2020 Best Paper Award, Marketing Communication and Branding track, 17th 
Conference of the Italian Marketing Society (SIM), LIUC University, 
Castellanza, for the paper “Branding Rhetoric in Times of a Global Pandemic: 
A Text-Mining Analysis of Tweets Before, During and After the Lockdown” 
(with F. Mangiò and D. Andreini). 
 

Jun 2018 Outstanding Reviewer Award (2017), Journal of Product & Brand 
Management (Emerald). Impact Factor: 2.757; indexed in Thomson Reuters. 
ISSN: 1061-0421. 
 

Oct 2017 Best Reviewer Award (2016), Mercati & Competitività (now Italian Journal of 
Marketing), the official journal of the Italian Marketing Society (SIM). 

 
RESEARCH AREAS  
 
§ Branding (B2B e B2C) & Communication  
§ Luxury branding & luxury marketing 
§ Consumer behavior  
§ Category studies & market system dynamics  



 

§ Industrial marketing & organizational buying behavior  
§ Place branding 
§ Marketing theory  
§ Research methods in marketing 

 
RESEARCH METHODS 
 
§ Quantitative Methods: Structural Equation Modeling (SEM) and Multigroup Analysis. 

Awarded a Certificate in Structural Equation Modeling Practice following completion of an intensive 
course delivered by Research Training (Prof. John Cadogan & Prof. Nick Lee) in 2011 at Hanken 
School of Economics (Helsinki, Finland). 
Software used: LISREL (version 8.0 and later). 
 

§ Qualitative Methods: In-depth interviews, phenomenological interviews, single and multiple case 
studies, historical research methods; grounded theory approach. 

 
LANGUAGES  
 
§ Italian: Mother tongue   
§ English: Spoken (Fully Proficient); Written (Fully Proficient); Comprehension (Fully Proficient). 

 
REVIEW  
 
Journals  
§ Organization Studies (ABS ****) (ANVUR A) 
§ European Journal of Marketing (ABS ***) (ANVUR A) 
§ International Marketing Review (ABS ***) (ANVUR A) 
§ Internet Research (ABS ***) 
§ Journal of Business Research (ABS ***) (ANVUR A) 
§ Organization (ABS ***) (ANVUR A) 
§ Psychology & Marketing (ABS ***) (ANVUR A)  
§ Small Business Economics (ABS ***) (ANVUR A) 
§ The Information Society (ABS ***) (ANVUR A) 
§ Journal of Family Business Strategy (ABS **) (ANVUR A) 
§ Marketing Theory (ABS **) (ANVUR A) 
§ Journal of Place Management and Development (ABS **) 
§ Journal of Strategic Marketing (ABS **) 
§ Management Decision (ABS **) (ANVUR A) 
§ Journal of Business & Industrial Marketing (ABS **) (ANVUR A) 
§ European Journal of Innovation Management (ABS *) (ANVUR A) 
§ Journal of General Management (ABS *) 
§ Journal of Product & Brand Management (ABS *) (ANVUR A) 
§ Italian Journal of Marketing   
§ Micro & Macro Marketing 
 
Conferences  
§ 2025 Global Brand Conference (Porto) 



 

§ 2023 AMS Conference (New Orleans) 
§ 2023 Global Brand Conference (Bergamo) 
§ 2023 AMA Winter Academic Conference (Nashville) 
§ 2023 Monaco Symposium on Luxury  
§ 21° Academy of Marketing Science (AMS) World Marketing Congress (WMC). 
§ 53° EMAC Conference, Odense, Denmark. 
§ 52° EMAC Conference, Budapest, Hungary. 
§ 51° EMAC Conference (online). 
§ 50° EMAC Conference, ESIC Business & Marketing School, Madrid, Spain. 
§ 49° EMAC Conference, University of Budapest, Hungary. 
§ 48° EMAC Conference, University of Hamburg, Germany. 
§ 47° EMAC Conference, University of Strathclyde, Glasgow, UK.  
§ 14° Global Brand Conference 2019, Berlin, Germany.  
§ 2019 IFERA (International Family Enterprise Research Academy) conference, Bergamo.  
§ 2019 Global Fashion Management Conference (Paris). 

 
CONFERENCES ORGANIZED  
 
§ 16th Global Brand Conference 2023 Academy of Marketing. Brand, Identity and Corporate Reputation 

Special Interest Group (SIG), Bergamo, University of Bergamo. May 3-5, 2023.  
 

§ XIV Conference of the Italian Marketing Association (SIM), University of Bergamo, Oct 26-27, 2017. 
 

§ Online workshop “Covid-19 and Marketing Research in Italy. Contributions to theories, methods, and 
practices”. Oct 16, 2020. 

 
TRACK/SESSION CHAIR  
 
§ Since 2020/2021 - Track chair (with Sebastiano Grandi) of the SIG – Special Interest Group 

“Marketing Cases” for the annual conference of the Italian Marketing Association (SIM).  
 

§ 2024 - Track chair “Global Innovation and New Product Development” 2024 SIG Global marketing 
conference of the Academy of Marketing (May 24-26, 2024), University of Verona.    
 

§ 2023 - Track chair “Public Policy, Non-Profit, and Entrepreneurial Marketing” 2023 Academy of 
Marketing Science Conference (May 17-19, 2023), New Orleans (USA). 
 

§ 2023 - Track chair “Branding strategies in the metaverse”, 16th Global Brand Conference 2023 
Academy of Marketing. Brand, Identity and Corporate Reputation Special Interest Group (SIG), May 
3-5, 2023, University of Bergamo. 
 

§ 2025 – Session chair “Sports and Athlete Brands”, 18th Global Brand Conference 2023 Academy of 
Marketing. Brand, Identity and Corporate Reputation Special Interest Group (SIG), May 7-9, 2025, 
Catolica Porto Business School, Porto Portugal.  
 

§ 2023 - Session chair “Public Policy”, 2023 Academy of Marketing Science Conference (May 17-19, 
2023), New Orleans (USA). 
 



 

§ 2020 - Track chair “Brands and Services”, workshop “Covid-19 and Marketing Research, Oct 29-30, 
2020.   

 
§ 2019 - Session chair “Brand Experience”, 14th Global Brand Conference Academy of Marketing. 

Brand, Identity and Corporate Reputation Special Interest Group (SIG), May 8-10, 2019, Berlin School 
of Economics and Law, Berlin, Germany.  

 
§ 2019 - Session chair “Employees and consumers’ perception of family firms”, 2019 IFERA – 

International family Enterprise Research Academy, Jun 17-21, 2019, University of Bergamo.  

 
INVITED SEMINARS/TALKS 

 
§ 22 January 2026 – Keynote Speaker at the AIDEA Doctoral Colloquium, Italian Academy of Business 

Economics and Management (AIDEA), Università Cattolica del Sacro Cuore, Milan. 
 

§ 28 November 2025 – Discussant at the round table “Engineering in the Spotlight: How Social Media 
Position Brands”, HUB Engineering Convention 2025, Conference “Engineering and Innovation”, 
National Museum of Science and Technology Leonardo da Vinci, Milan. 
 

§ 24 Jun 2025 – Keynote address, “Understanding the Customer and Their Needs: A Focus on Data 
and Relationships”. II Fabbrica per l’Eccellenza Forum, Compagnia delle Opere, Pesaro, Italy. 
 

§ 23 Jan 2025 – Faculty member, SIMA–SIM–BAM School of Research Methods – Winter Edition 2025, 
Academic Writing: Theoretical Background of Qualitative Papers, University of Pisa, Italy (22–25 
January). 
 

§ 25 Jan 2024 – Faculty member, SIMA–SIM–BAM School of Research Methods – Winter Edition 2024, 
Academic Writing: Theoretical Background of Qualitative Papers, LUMSA University, Palermo, Italy 
(24–27 January). 
 

§ 20 Nov 2023 – Panelist, “SMEs, Territories, and Economic Development”, Conference Innovative 
Models for Supporting SMEs and Local Commerce, Verona Chamber of Commerce, Verona, Italy. 
 

§ 20 Oct 2023 – Meet the Editor session, Associate Editor, Journal of Product & Brand Management, 
SIM Conference, University of Florence, Florence, Italy. 
 

§ 14 Sep 2023 – Keynote address, “Market Research in Transition”, FFIND Client Meeting (Beyond 
Data), Palermo, Italy. 
 

§ 29 Jun 2023 – Meet the Editor session, Associate Editor, Journal of Product & Brand Management, 
SIMA Conference, Villa Romanazzi Carducci, Bari, Italy. 
 

§ 07 Apr 2023 – Invited seminar, “Women’s Football: Business Opportunities in a Growing Sport”, 
Master’s Program in Sports Business Administration and Management (Level I & II), University of 
Udine, Udine, Italy. 
 

§ 20 Mar 2023 – Faculty member, SIMA–SIM School of Research Methods – Winter Edition 2023, 
Academic Writing: Theoretical Background of Qualitative Papers (online). 
 



 

§ 08 Sep 2022 – Keynote address, “Publishing Across Disciplinary Boundaries: Theoretical and 
Methodological Challenges”, Workshop organized by the Society for the Advancement of 
Management Studies, University of Palermo, Palermo, Italy. 
 

§ 07 Sep 2022 – Invited talk, “Revise and Resubmit in International Journals”, Department of 
Economics and Business, University of Catania, Catania, Italy. 

 
§ 25 Jun 2021 – Keynote address, “Developing and Using Teaching Cases in Family Business” (with 

M. Dieleman, National University of Singapore), IFERA – International Family Enterprise Research 
Academy Conference, online. 
 

§ 10 Jun 2021 – Keynote address, “To Tweet or Not to Tweet: Communication in the Time of COVID-
19”, event organized by SIM (Italian Marketing Society) and Manageritalia Lombardia, Italy. 
 

§ 26 May 2020 – Invited talk, “Augmented and Smart Cities: Smart for Whom?” (with F. Mangiò), Milan 
Digital Week 2020, Milan, Italy. 
 

§ 26 Sep 2018 – Invited seminar, “Consumer Entrepreneurship and Cultural Innovation”, Aalto 
University School of Business, Helsinki, Finland. 
 

§ 13 Nov 2017 – Invited talk, “Sustainable Vending: Challenges for the Future of a Fast-Growing 
Sector”, Conference CSR as a Competitive Value: The Case of Sustainable Vending, University of 
Bergamo, Bergamo, Italy. 

 
§ 16 Dec 2016 – Invited presentation, The Internationalization of Engineering Firms. Presentation of 

the 2016 Report on Italian Engineering and Architecture Firms Abroad, Italian Trade Agency (ITA), 
Rome, Italy. 
 

§ 30 Nov 2016 – Invited seminar, “Storytelling Management: How to Build Brand Stories”, Final 
Workshop of Go Labor Academy – Youth Entrepreneurship Pathways, University of Udine (Gorizia 
Campus), Gorizia, Italy. 

 
§ 04 Nov 2015 – Invited presentation, The Internationalization of Engineering Firms. Presentation of 

the 2015 Report on Italian Engineering and Architecture Firms Abroad, Italian Trade Agency (ITA), 
Rome, Italy 
 

§ 22 Nov 2013 – Invited talk, “Demand and Growth Prospects of Italian Project-Based 
Entrepreneurship”, Conference Architecture, Design, Engineering – Made in Italy Entrepreneurial 
Alliances, Triennale Museum, Milan, Italy. 

 

MEMBERSHIP 
 
§ Academy of Marketing 
§ Academy of Marketing Science 
§ Società Italiana Marketing (SIM)  
§ Società Italiana di Management (SIMA)  
§ AIDEA (Associazione italiana di economia aziendale) 

 
 



 

OTHER EXPERIENCES  
 

§ 2020–2021 (Academic Year) – Discussant, PhD Colloquium, Doctoral Program in Business 
Administration and Management, Universities of Pisa, Florence, and Siena, Italy. 
 

§ Since 2013 – Scientific Advisor, Guamari S.r.l., research company specializing in the 
construction market and project-based entrepreneurship, Italy. 

 
§ Ongoing – Lead consultant and/or member of strategic and operational consulting teams for 

national and international firms, business associations, and public or private organizations 
across multiple industries, including industrial manufacturing, automotive, construction, 
engineering and architecture, energy, and market research. 

 
PhD CANDIDATE SUPERVISED  
 
§ Federico Mangiò, now tenure-track assistant professor, University of Bergamo 

-> Dissertation topic: Communication rhetorics in social media (PhD completed in April 2023) 
§ Gabriele Murtas, now Post-Doctoral Research Fellow, University of Bergamo 

-> Dissertation topic: Emergence and Rise of Luxury Streetwear (PhD completed in December 2024) 
§ Ludovica Zocco, now research assistant at the University of Catania 

-> Dissertation topic: The REMAN opportunity in B2B (PhD completed in October 2025) 
§ Chiara Alemanno, current PhD student 

-> Dissertation topic: Family ownership and brand longevity 
§ Fabio Fregona, current PhD student  

-> Dissertation topic: the decline of the middle-classes toward poor consumption 

 
LIST OF PUBLICATIONS   
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ATTIVITÀ DI TERZA MISSIONE (principali incarichi) 
 
§ Continental Italia S.p.A. (automotive supplies) 

Training for the sales network aimed at illustrating the distinctive characteristics of the target 
segments addressed by the company’s offering, based on empirical evidence collected in the field. 

 
§ Volvo Truck S.p.A. (automotive) 

Design and execution of applied studies and research using qualitative and quantitative 
methodologies, enabling a value-based repositioning of the brand in the Italian market, as well as a 
profound rethinking of sales strategies from a value-based selling perspective. In addition to 
research activities, the assignment also included a series of internal training initiatives. 

 
§ Friends Società Benefit S.r.l. (public utilities) 

Development of the brand and digital identity of this new operator in the public utilities sector, along 
with the delivery of advisory services related to digital indexing optimization (SEO), the design of 
effective customer journeys for conversion generation, target understanding, and identification of 
key value drivers. 

 
§ OICE / Confindustria (business association) 

Conducting a study on the member companies to understand their main internationalization 
strategies and to outline forecasts regarding the international presence of Italian project-based 
enterprises abroad. 

 
§ Iveco – CNH Industrial (agricultural machinery) 

Execution of a meta-analysis aimed at identifying the most appropriate operational approaches for 
the development of sustainable aftermarket packaging. 

 
§ CNH Industrial, REMAN Division (agricultural machinery) 

Development of applied research projects aimed at identifying the main drivers behind the purchase 
of remanufactured products. 

 
§ MAN Truck & Bus S.p.A. (automotive) 

Conducting applied research to measure customer perceptions of after-sales service quality 
through qualitative and quantitative methodologies. 

 
§ LCS S.p.A. (automated warehouses) 



 

Design of the branding strategy and brand architecture for the group and its associated operating 
entities. The assignment includes a revision of the corporate identity, competitive and demand 
analysis, and the development of a brand strategy aligned with current and future market conditions. 

 
§ Forteq S.p.A. (automotive supplies) 

Identification and analysis of national and international competitors, and development of a system 
for tracking and monitoring competitive dynamics. 

 
§ NEXT S.r.l. (consulting) 

Design of the market strategy for an innovative university spin-off consulting company adopting a 
philosophy-based strategic approach. 

 
§ Rangoni & Affini (automotive dealer) 

Development of a system for monitoring customer-perceived quality in after-sales services and 
implementation of corrective actions. 

 
§ Stucchi S.p.A. (quick couplings) 

Quantification and assessment of the economic and environmental impact of flat-face quick 
coupling technology in the agricultural machinery sector. 

 
§ Softlab S.p.A. (Information Technology) 

Preparation of a report and organization of a conference presenting the level of awareness among 
companies regarding the application of the NIS2 regulation. 

 
Bergamo, January 2026 
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