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I earned my Ph.D. through a dual-degree program at Macerata University and Sorbonne 
University, underscoring my dedication to cross-cultural perspectives. My research delves into 
the intersection of marketing, aesthetics, and consumer behavior, yielding valuable insights into 
the ever-evolving landscapes of luxury brands, digital dating services, and family business 
contexts. I am also a member of the Successful Transgenerational Entrepreneurship Practices 
(STEP) Project Global Consortium, contributing my expertise to advance knowledge in the 
realm of family businesses. 
For the fourth consecutive year, I hold the position of Head of Master in International 
Management at IPAG, part of the French Program Grande Ecole, where I oversee the programs 
at both the Nice and Paris campuses. As an educator, I champion an active learning approach 
in my teaching, fostering an environment of innovation and inclusivity in diverse, multicultural 
classrooms. My students greatly benefit from creative teaching methodologies and commitment 
to nurturing the next generation of professionals. 
 
Education 
 
2016: Ph.D., Double degree in Management and Accounting & Commerce International et 
Europe (Macerata U. & Sorbonne U.) 
2010: Master’s degree in Advertising and Corporate Communication (Macerata U.) 
2009: Specialization in International Trade (Macerata U.) 
 
Academic Experience 
 
Since 2023: Associate Professor of Marketing at IPAG Nice, France 
Since 2021: Member of the Successful Transgenerational Entrepreneurship Practices (STEP) 
Project Global Consortium 
Since 2018: Head of Master in International Management, IPAG Nice and Paris Campuses 
2018 - 2022: Assistant Professor of Marketing at IPAG Nice, France 
2016 - 2018: Lecturer (ATER) at IAE Bayonne, Pau University, France 
 
Activities with Other Universities 
 
2016 – 2023: Adjunct Professor, Master courses at Macerata University, Italy 
2018 – 2022: Summer School Fashion, Design & Luxury Industry Management, Excelia BS, 
La Rochelle, France 
2019: International Week at Metropolia University, Helsinki, Finland 
2016: Lecturer Summer School on Arts, fashion and culture at China Center, Macerata U. 
2014: Lecturer Italian language, Service Interuniversitaire d’Apprentissage des Langues, 
Sorbonne U. 
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Ad hoc Journal and Conference reviewer 
 
Journals 
Marketing Theory 
Journal of Product and Brand Management 
Conferences 
International Research Meeting in Business and Management (IRMBAM) – Currently in 
charge of the track “Marketing and Branding” for IRMBAM 2023 
Marketing Trends Conference 
 
Teaching details 
 
As an Associate Professor at IPAG Business School, I regularly engage in a variety of teaching 
activities. The majority of my classes are international in scope, welcoming students from 
diverse backgrounds and countries, spanning from Germany to the Ivory Coast, Mexico, 
Switzerland, and of course, Italy and France. These international classrooms create a diverse 
and enriching learning environment. The majority of these classes are conducted in English, 
with French and Italian lessons also being offered. My teaching philosophy is centered on active 
learning, fostering a deeper understanding of the subject matter by enabling students to apply 
their knowledge in real-world scenarios. 
Throughout the years, I've had the opportunity to experiment with different teaching formats, 
including face-to-face, hybrid, and online instruction. I've leveraged various platforms like the 
Metaverse and Microsoft Teams, Moodle, and T-Book among others, to enhance the learning 
experience. Following is a list of most significant teaching activities. 
 

 Digital Economy, Master of Sciences, IPAG online, 24h 5th-year students, in English 
(2021 – 2023) 



 Digital Economy, Programme Grande Ecole, 32h 5th-year students, in English (2020-
2023) 

 Introduction to Research Methods, Programme Grande Ecole, 36h 4th-year students, 
in English and French (2021-2023) 

 Luxury Brand Management & Environment, Bachelor’s in business administration, 
32h 3rd-year students, in English (2022 – 2023) 

 Market Research, Bachelor’s in business administration, 24h 2nd-year students, in 
English (2021-2023) 

 Market Research, Programme Grande Ecole, 24h 2nd-year students, in English (2021-
2023) 

 Mix Marketing and Communication, Programme Grande Ecole, 24h 1st-year students, 
in English. (2020-2023) 

 Principles of Marketing, Programme Grande Ecole, 24h 1st-year students, in English. 
(2020-2023) 

 Strategic Marketing Planning, Bachelor’s in business administration, 32h 3rd-year 
students, in English (2020-2023) 
 

Other teaching activities I ensure regularly 
 Marketing Environment (with a focus on International and Intercultural Marketing) 

and Pricing, Master in Marketing e Direzione Aziendale, online, Macerata U., in 
Italian (2018-2023) 

 Summer School Fashion, Design, and Luxury Industry, Excelia Academy, in English 
(2018-2022) 

 
 
 
 
 
  


