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Educational and Research Qualifications 

• 2022: National Scientific Qualification as Full Professor for the competitive sector 13/B2 - 
SECS/P-08. 

• 2018: Associate Professor SECS/P-08 at the Department of Communication and Economics, 
University of Modena and Reggio Emilia. 

• 2014: Confirmed in the role of Researcher SECS/P-08. 
• 2013: National Scientific Qualification as Associate Professor for the competitive sector 

13/B2 - SECS/P-08. 
• 2011: Researcher SECS/P-08 at the Department of Communication and Economics, 

University of Modena and Reggio Emilia. 
• 2009: Winner of the scholarship and advanced training in "Marketing and Communication: 

Brand Identity as a Communication System" at the Department of Cognitive, Social, and 
Quantitative Sciences, University of Modena and Reggio Emilia (Decree 265, September 
2008). 

• 2008: Ph.D. in Business Economics (20th cycle 2004/2008) from Ca' Foscari University of 
Venice. Doctoral Thesis: “Cause Related Marketing and its Influences on Consumer 
Decision-Making: Experimental Analysis”. Supervisor: Prof. M. Tedeschi. 

• 2004: Five-year degree in Communication Sciences, specializing in Corporate Institutional 
Communication, from the Faculty of Communication Sciences, University of Modena and 
Reggio Emilia. Advisor: Prof. M. Tedeschi. 

Institutional Roles 

• From 2018 to present: Associate Professor at the University of Modena and Reggio Emilia, 
Department of Communication and Economics. 

• From 2013 to present: Member of the Commissione paritetice of the Department of 
Communication and Economics, University of Modena and Reggio Emilia. 

• From 2014 to present: Member of the international relations committee of the Department 
of Communication and Economics, University of Modena and Reggio Emilia. 

 

 

 



Research Activities 

Coordination of Funded Research Projects 

• 2015-2017: Scientific director of the research project “Cultural influence in consumers’ 
reaction to product-harm crisis: a cross-cultural investigation in Japan and Italian market,” 
winner of the departmental research project funding – University Research Fund (FAR) 2015. 

Participation in Funded Research Projects 

• 2023-present: Member of the research unit of the Department of Communication and 
Economics at the University of Modena and Reggio Emilia in the PRIN 2022 project titled 
“Customer Delight (CD) in new technological environments powered by artificial 
intelligence," protocol 2022NS_004, national scientific director Prof.ssa Silvia Grappi. 

• 2021-2022: Member of the research unit for the project “Customer Delight (CD) in new 
technological environments powered by artificial intelligence,” winner of the interdisciplinary 
mission-oriented University Research Fund (FAR) 2021. 

• 2010-2012: Member of the research unit of the Department of Communication and Economics 
at the University of Modena and Reggio Emilia in the PRIN 2008 project titled “Counterfeit 
branded products: consumer choices and brand implications," protocol 2008N579SS_004, 
national scientific director Prof. Marco Belfanti. 
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