Curriculum Vitae — Prof. llaria Baghi

PERSONAL INFORMATION

Bornin Parma, 11 December 1979.

Address: Borgo Santa Brigida 6, 43100 Parma, Italy
Italian citizenship

Email: ilaria.baghi@unimore.it

Mobile: +39 3473047438

Italian Tax Identification Number: BGHLRI79T51G337Y

CURRENT ACADEMIC POSITION AND INSTITUTIONAL RESPONSIBILITIES

Associate Professor (SECS-P/08), Department of Communication and Economics, University of Modena and Reggio
Emilia.

2014-present: Member of the Internationalization Committee, Department of Communication and Economics,
University of Modena and Reggio Emilia.

2025-present: Member of the Quality Assurance Committee, Department of Communication and Economics,
University of Modena and Reggio Emilia.

Member of the Doctoral Faculty Board, PhD Programme in Computer and Data Science for Technological and Social
Innovation.

EDUCATION AND ACADEMIC QUALIFICATIONS

® 2022: Italian National Scientific Qualification for Full Professor (First Tier), academic field 13/B2 - SECS/P-08.

® 2018: Appointed Associate Professor (SECS/P-08) following a competitive selection procedure, Department of
Communication and Economics, University of Modena and Reggio Emilia.

® 2014: Confirmation of appointment as University Researcher (SECS/P-08).

® 2013: Italian National Scientific Qualification for Associate Professor (Second Tier), academic field 13/B2 -
SECS/P-08.

® 2011: Appointed University Researcher (SECS/P-08) following a competitive selection procedure, Department
of Communication and Economics, University of Modena and Reggio Emilia.

® 2009: Awarded aresearch and advanced training fellowship in “Marketing and Communication: Brand ldentity
as a Communication System”, Department of Social, Cognitive and Quantitative Sciences, University of
Modena and Reggio Emilia (Decree No. 265, September 2008).

® 2008: PhD in Business Administration (20th cycle, 2004-2008), Ca’ Foscari University of Venice. Doctoral
dissertation: “Cause-Related Marketing and Its Influence on Consumer Decision-Making: An Experimental
Analysis”. Supervisor: Prof. M. Tedeschi.



® 2004: Five-year degree in Communication Sciences, specialization in Corporate and Institutional
Communication, Faculty of Communication Sciences, University of Modena and Reggio Emilia. Thesis
supervisor: Prof. M. Tedeschi.

®* 2018-present: Associate Professor, Department of Communication and Economics, University of Modena and
Reggio Emilia.
* 2013-2025: Member of the Joint Faculty-Student Committee, Department of Communication and Economics,

University of Modena and Reggio Emilia.

®* 2014-present: Member of the International Relations Committee, Department of Communication and
Economics, University of Modena and Reggio Emilia.

VISITING APPOINTMENTS AND INTERNATIONAL RESEARCH EXPERIENCE

® January 2026: Visiting Scholar, EDHEC Business School, Lille Campus. Research collaboration with Prof.
Paolo Antonetti and Prof. Etienne Denis.

® January 2025: Visiting Scholar, EDHEC Business School, Lille Campus. Research collaboration with Prof.
Paolo Antonetti.

®  February 2024: Visiting Scholar, NEOMA Business School, Rouen Campus. Research collaboration with Prof.
Paolo Antonetti.

®  November2022: Visiting Scholar, NEOMA Business School, Rouen Campus. Research collaboration with
Prof. Paolo Antonetti.

®  February 2020: Visiting Scholar, NEOMA Business School, Paris Campus. Research collaboration with Prof.
Paolo Antonetti.

® January 2020: Visiting Lecturer, INSEEC Business School, Bordeaux Campus.
® January 2020: Visiting Lecturer, INSEEC Business School, Paris Campus.

® June 2018: Visiting Scholar, Queen Mary University of London. Research collaboration with Prof. Paolo
Antonetti.
®  February 2015: Visiting Scholar, Queen Mary University of London. Research collaboration with Prof. Paolo

Antonetti.

EDITORIAL ACTIVITIES

e 2026-present: Associate Editor, Journal of Marketing Management (Taylor & Francis / Routledge).

RESEARCH ACTIVITIES

Principal Investigator of Funded Research Projects

2015-2017: Principal Investigator of the research project “Cultural influence in consumers’ reaction to product-harm
crisis: a cross-culturalinvestigationin Japan and Italian market”, funded under the 2015 University Research Fund (FAR)
departmental research projects call.

Participation in Funded Research Projects

2022-present: Member of the research unit at the Department of Communication and Economics, University of Modena
and Reggio Emilia, for the PRIN 2022 project “Customer Delight (CD) in new technological environments powered by
artificial intelligence” (project code 2022NS_004). National Principal Investigator: Prof. Silvia Grappi.



2021-2022: Member of the research team for “Customer Delight (CD) in new technological environments powered by
artificialintelligence”, funded under the 2021 University Research Fund (FAR) call for interdisciplinary, mission-oriented
research projects.

2018-2020: Member of the research team for “Sous-Vide Heat Treatment: Actual and Perceived Quality”, funded under
the 2018 University Research Fund (FAR) call for interdisciplinary, mission-oriented research projects.

2010-2012: Member of the research unit at the Department of Communication and Economics, University of Modena
and Reggio Emilia, for the PRIN 2008 project “Counterfeit Branded Products: Consumer Choices and Implications for
Brands” (project code 2008N579SS_004). National Principal Investigator: Prof. Marco Belfanti.
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