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Gaia Rubera è Amplifon Chair in Customer Science, Direttrice del Dipartimento di Marketing, Professoressa
Ordinaria presso l’Università Bocconi e SDA Bocconi School of Management.

Presso SDA Bocconi è Direttrice dell’online program Fundamentals of Python e insegna Social Media Marketing
nel programma MBA full time.

Le sue aree di interesse scientifico si focalizzano su Business Analytics, Social media marketing, Innovazione e
sviluppo nuovi prodotti, Marketing strategico, Innovazione di design e Creatività. Gaia è stata responsabile per
la ricerca presso il Center for Innovation alla Marshall School of Business, University of Southern California
(2007-2008). Dal 2008 al 2012, è stata Assistant Professor nel dipartimento di Marketing della Michigan State
University.

E’ autrice di numerosi articoli che riguardano i temi da lei trattati. I suoi lavori sono stati pubblicati su
importanti journal quali Marketing Science, Journal of Marketing, Strategic Management Journal, Journal of the
Academy of Marketing Science, Journal of Service Research, Journal of Product Innovation Management e
Journal of International Business Studies. E’ inoltre Associate Editor del Journal of the Academy of Marketing
Science e membro dell'editorial board del Journal of Product Innovation Management e del Journal of
International Marketing. Siede nell’Academic Committee della Product Development Management Association
(USA).

Gaia ha conseguito una laurea in Economia Aziendale e un PhD in Economia Aziendale e Management presso
l'Università Bocconi.

Ambito di insegnamento

Digital Marketing

Big Data and AI Marketing

Social Media Communication

Customer-Centric Innovation
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Generative AI in innovation and marketing processes: A roadmap of research opportunities
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Terrorist Attacks, Cultural Incidents, and the Vote for Radical Parties: Analyzing Text from Twitter
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Incorporating cultural values for understanding the influence of perceived product creativity on intention
to buy: An examination in Italy and the US
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RUBERA G., GROSSETTI F.
Python For Non-Pythonians - How To Win Over Programming Languages

Bocconi University Press - BUP, Milano, Italia, 2020

CONTRIBUTI IN VOLUME, CAPITOLI O SAGGI SCIENTIFICI

CILLO P., RUBERA G.
L'innovazione come leva strategica per attrarre e trattenere gli investitori in Marketing, una disciplina
fantastica: omaggio a Enrico Valdani
Busacca Bruno, Costabile Michele (a cura di), Egea, pp.213-248, 2018
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CILLO P., RUBERA G.
Startup, rivoluzione nell'investimento



2024, Fortune Italia, Italia

EDITORIALI IN RIVISTA

NOBLE C. H., SPANJOL J., KIRCA A. H., RUBERA G.
Special issue guest editorial: “Advancing broad and deep understanding in innovation management: Meta‐
analyses and literature reviews”

2025, Journal of Product Innovation Management

RUBERA G., TULI K., WUYTS S.
Introduction: Special section on Contemporary marketing strategy research

2024, International Journal of Research in Marketing
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Innovating for women? The relationship between female influence on the top management team and
innovation’s focus
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Removing influencers from social media platforms: how do consumers fill the attention void? The case of
Donald Trump’s deplatforming
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Product's Characteristics as Drivers of Trickle-Down and Reverse Innovation: Evidence from the Food
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Open Innovation Practices and Innovation Outcomes: The Moderating Role of New Product Capabilities
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The Role of National Innovations Systems in the Firm Innovativeness-Performance Relationship
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Open Innovation Practices and Market Outcomes: The Moderating Role of Product Capabilities
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RUBERA G., GRIFFITH D. A., YALCINKAYA G.
Technological and Design Innovation Effects in Regional New Product Rollouts: A European Illustration

AMA Global Marketing Special Interest Group Conference - January 13-16, 2011, Cancun, Messico

WORKING PAPERS

GIAVAZZI F., IGLHAUT F., LEMOLI G., RUBERA G.
Terrorist Attacks, Cultural Incidents and the Vote for Radical Parties: Analyzing Text from Twitter

2020, National Bureau of Economic Research, Working Paper 26825

MASCIANDARO D., RUBERA G., ROMELLI D.
Does It Fit? Tweeting on Monetary Policy and Central Bank Communication

2020, SUERF, Policy Note, Issue No 147

VEGA-REDONDO F., PIN P., UBFAL D., BENEDETTI-FASIL C., BRUMMITT C., RUBERA G., HOVY D.,
FORNACIARI T.
Peer Networks and Entrepreneurship: A Pan-African RCT

2020, IZA - Institute of Labor Economics, Discussion Paper No. 12848

Grants & Premi

Excellence in Research Award - Università Commerciale Luigi Bocconi , 2024

Teaching Award - PhD School - Università Commerciale Luigi Bocconi , 2022

Excellence in Research Award - Università Commerciale Luigi Bocconi , 2022

Best Paper Award by Theme 'Marketing to and around the World' at the AMA Winter Conference - AMA -
American Marketing Association , 2017

Emerald Citations of Excellence Award - Emerald Publishing Limited , 2017

Teaching Innovation Award for the course 'Social Media Marketing' - Università Commerciale Luigi Bocconi
, 2017

Research Excellence Award - Università Commerciale Luigi Bocconi , 2016

Research Excellence Award - Università Commerciale Luigi Bocconi , 2013

Highly Commended Award (Journal of Operations & Production Management) - Emerald Literati Network ,
2009

Highly Commended Paper Award at Quis 11 (International Research Symposium on Service Excellence in
Management), Wolfsburg, Germany , 2009
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