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Teaching domains

Customer-Centric Innovation

Market Strategy & Competition

Marketing Management

Management of Creativity

New Product Development
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G. Bertoli, S. Castaldo, P. Cillo, G. Troilo, G. Verona (Eds),Egea, pp.25-40, 2022

PROCEEDINGS/PRESENTATIONS

DE LUCA L. M., HERHAUSEN D., TROILO G., GUENZI P.
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KHOLI A., TROILO G., VLASIC G.
Enhancing customer purchase likelihood through market driving strategies

39th EMAC Conference - June 1-4, 2010, Copenhagen, Denmark

TROILO G., GUENZI P.
What can sales managers learn from coaches of professional sport teams?

39th EMAC Conference - June 1-4, 2010, Copenhagen, Denmark

VLASIC G., KHOLI A., TROILO G.
Market driving: the construct, research propositions and managerial implications

AMA Winter Marketing Educators' Conference, February, 2010, New Orleans, United States of America

GUENZI P., TROILO G., DE LUCA L. M.
Organizational drivers of customer-oriented selling
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Antecedents and consequences of Marketing and Sales integration
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CILLO P., TROILO G.
Sustaining Innovation Through Market Knowledge: Evidence From The Fashion Industry
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In search of the determinants of cultural sponsorship
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Market Related Competences for New Product Development



Italian Academy of Management, Firms and Innovation - November, 1995, Parma, Italy
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Product Innovation between Competence development and the management of relations
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Best Undergraduate Professor of the Year Award - Università Commerciale Luigi Bocconi , 2019
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Best Paper of the Year - Journal of Product Innovation Management , 2014

Best Case of the Year - SDA Bocconi School of Management , 2011

Excellence in Research Award - Università Commerciale Luigi Bocconi , 2011
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