Curriculum vitae: Ivan Snehota

Personal data:  born at Kutna Hora (Czech Republic) 1946

EDUCATION:
Fil Kand. (B.Sc.) in Economics and Business Administration, at Uppsala University, 1971
Filosofie doktor (Ph.D.) at department of Business Studies, Uppsala University 1990
Docent in Business Administration at Faculty of Social Sciences, Uppsala University, 1995
ACADEMIC APPOINTMENTS
Since 2018 Professor emeritus, Universita della Svizzera italiana — Lugano, Switzerland
2005-2017 Director of the Master program in Marketing, Faculty of Communication Sciences
2001-2016 Universita della Svizzera italiana — Lugano, Switzerland: Professor of Marketing, Faculty of
Communication Sciences.
Head of the Institute of Marketing and Communication Management (IMCA) 2004-2015;
1996-2001 Stockholm School of Economics: Associate Professor of Marketing
Acting professor, Head of the Department of Marketing 1998-2001
1991-2002 Uppsala University, Department of Business Studies: Associate professor of Business administration
(on leave of absence 1996-2001)
1999-2003 Universita L. Cattaneo di Castellanza — Italy: Associate professor of Marketing (part-time)
1985-1991 Universita Commerciale L. Bocconi, Milan, Italy: Lecturer of marketing at SDA
1980-1983 Scuola di Amministrazione Aziendale dell’Universita di Torino (Italy): Lecturer in marketing
1971-1977 Uppsala University, Department of Business Studies; Associate professor 1972-1977

Professional appointments: (recent)

Member of the “mentoring group” supervising strategic development and recruitment policies at University of
Bozen, 2011-2014.

Member of International expert commission: assessment of the Department of Economics and Management “Marco
Fano”, Padova university 2008;

Member of International expert commission: assessment of the Department of Management (IEGI), Bocconi
University, 2006;

Member of the Scientific Board of Prague University of Economics, 2000 — 2007

TEACHING / COACHING EXPERIENCE

Bachelor courses:Impresa nel sistema economico 2000-2006
Communication and Management, (USI faculty of Communication Sciences), 2009-2016;
Introduction to marketing, (USI faculty of Economics) 2006 - 2010

Master courses: Strategic Marketing Management, 2004-2017,
Business-to-Business marketing, 2004-2008, 2009-2017
Purchasing and Supply Management 2016-2017
Field projects, 2004-2017
Entrepreneurship: Creating new organizations, (Alari); 2009, 2010, 2011, 2012, 2013
Introduction to marketing (Master in media management) 2011-2017

Director of the Master program in Marketing (Faculty of communication & Economics) 2004-2017;

Doctoral Consortium, IMP Annual Conferences 2011(Glasgow); 2012 (Rome); 2013(Atlanta); 2014 (Bordeaux); 2015
(Kolding); 2016 Poznan



Previously taught:
various courses at Bachelor, Master and Doctoral level at various academic institutions. In particular PhD
courses: “Analyzing business networks” joint course of BI business school of Oslo, Copenhagen Business
School, Helsinki Business School, Uppsala University and Chalmers Institute of Technology at Gothenburg;
2004, 2005, 2006, 2007. Principal of the PhD course Marketing & Market theory USI, 2004, 2005 and “Theory
of Business Enterprise” at Uppsala University (1995- 2003).

Doctoral tutor/examiner:

Completed PhD theses:
Ana Javornik: Customer Engagement. USI, 2015
Morana Fuduri¢: Social media strategy impact on marketing and financial performance. USI 2014
Elena Salinetti: New Business Formation in Business Networks. USI, January 2013
Antonella la Rocca: Interaction and Actors’ Identities in Business Relationships: USI 2011
Yvonne Zorzi: The relational perspective on museum context. USI 2006
Cecilia Gilodi: 1 teritorio-mercato a rete. Universita di Castellanza LIUC 2005
Anders Liljenberg: Customer-geared competition. Stockholm School of Economics 2001
Hans Kjellberg: Organising Distribution. Stockholm School of Economics 2001
Marketa Sumpikova, Behaviour of Business Enterprises under Institutionally Changed Conditions, Prague
University of Economics, 1999
Jonas Dahlqvist: Knowledge Use in Business Exchange. Uppsala University, 1998
Annalisa Tunisini: The Dissolution of Channels and Hierarchies, Uppsala University, 1997

PhD Examiner:
Sibylle Bottner: Advertising Directed at Children — University of Bamberg, Germany 2018
Tatiana Fumasoli: Strategy as evolutionary path. Five higher education institutions on the move. USI 2011;
Carl J. Hatteland: Ports as Actors in Industrial Networks. BI Norvegian Business School, Oslo, 2010;
Cristina Broch: Organizational Identification. The role of social capital. USI 2008;
Jeanne Mengis, Integrating knowledge through communication : an analysis of expert-decision making
interactions. USI 2007,
Laura Illia: Perceived Threats in Changing the Traits of Organizational Identity: A discussion of the difficulty
in changing organizational identity. USI 2006;
Helene Tjérnemo, Eco-marketing and Eco-management. Lund university, 2001;
Jaana Tahtinen, Processes in Dissolution in Business Relationships. University of Oulu, 2001;
Kajsa Hultén, Changing Distribution through Relationships, Chalmers Tekniska Hogskolan 1998.

Executive education teaching:
Siemens Executive MBA, 2015, 2016, 2017, 2018, 2019, 2020, 2021, 2022
Master MScom, USI, Marketing course 1999-2006;
Executive MBA at Stockholm school of Economics 1998/99;
MBA program at SDA-Bocconi in Milan, 1987 — 1992
Consulting and training projects in various in-company programs since 1980 (e.g. Nordea, Pirelli, Fiat, Scania,
Ericsson, RRV, Radici Group)

Visiting professor:
Universita di Venezia: Master in International Marketing 2009,
Universita Cattolica di Milano, International Master New Markets 2008
Universita di Venezia: PhD seminar Business Markets 2007
Universita di Castellanza (Italy) 1999, 2000, 2001
Prague University of Economics (Czech Republic) 1994, 1995, 1996
Visiting Research fellow at University of Western Sydney, Australia (1995)

Guest Lectures: various academic institutions (e.g.): Rennes School of Business (2017, 2018); University of Venice
(2011, 2015; 2016; 2017); Mid-Sweden university at Sundsvall (1995), University of Visteras (1996), Bocconi
University in Milan (1995, 1996), University of Urbino (1997), Norwegian Technical University at Trondheim (1997),
IFAP, Rome (1997), Chalmers Institute of Technology at Gothenburg (1998), Industrial Management Institute, Teheran
(1999), Norwegian Business school (BI), Oslo (1999, 2000, 2001, 2002, 2014, 2015, 2016)



OTHER ACADEMIC CREDENTIALS

Participation in larger research projects:

Making sense of the interactive business world. (With prof. Hakan Hakansson, BI Norwegian Business School)
funded by Tore Browalds, Jan Wallanders and Tom Hedelius Research Foundation (2014-2016)

Value Orientation of Sales People (with prof. Alex Haas, University of Graz, Austria): Funded by Swiss National
Research Foundation (2010-2012)

New Markets. Joint project BI Oslo, Uppsala University, Chalmers institute of Technology, 2002-2004 (reported in
“Rethinking marketing” (2004)

Co-ordinator in project “Making the Sale — constructivist approach to market process”, grant from Bank of Sweden,
Tercenary Foundation, 2000-2001

Participant in project “Biotechnology in Sweden” joint project with Uppsala University and Chalmers Institute of
Technology. Grant from Uppsala University 2001.

Partner in Doctoral program “Science, Technology and Industrial development” — joint program with Chalmers
Institute of Technology, Uppsala University and Royal Technical College of Stockholm 1996 - 2004.

Founding member of IMP project and research group (“Industrial Marketing and Purchasing in Five European
Countries”; first and second phase 1976-1982 and 1988-1992) — member of the steering committee of the
on-going IMP conferences since 1984 (impgroup.org).

Editor-in-chief

IMP Journal, Emerald publishing, 2015-2018

IMP Forum in Journal of Business & Industrial Marketing, Emerald
On Editorial Board:

Journal of Business & Industrial Marketing;

Micro & Macro Marketing.

Reviewer:
International Business Review,
Industrial Marketing Management,
IMP-Journal,
Journal of Business and Industrial Marketing,
Mercati e competitivita (rivista SIMS),
Micro & Macro Marketing,
Scandinavian Journal of Management,
Studies in Communication Sciences.

NON-ACADEMIC WORK APPOINTMENTS

1977-1982 Fiat holding Spa in Turin (Italy): Management position at Fiat-Isvor SpA (unit for organisational
development); in charge of organisational development projects and internal and external
management training programs for various companies within the Fiat group.

1982-1989 Gramma Consulting Srl in Milan (Italy): Senior consultant, within area marketing and business
strategy development. Client projects, among others, in: Pirelli, Alitalia, Kraft, Indesit.
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