7% ]

%&fi:: LEBLE S5
g PEK

B oak PRR AR TR
of # FA 5 B

PEN 0-951

R 45: pengyi@must.edu.mo

3.  (853) 8897 3067

KT R

2017--2022 i L:iithcH F A E; D B4
2012-2014  AiL:FEXH; &
20082012 H Ao H; A

1 e
2022--Present B4 32 3 [ B L E < F
2014--2017 BB [ RE L AATHRIEE S R F L £

KE &
BBAZ16015 # ii%‘%‘ &
BBAZ16401 i} # % 17 &

Py 8
FAAM, R Y, AN Y A

e

Peng, Y., & Lu, L. (2024). Untangling influence: The effect of follower-followee
comparison on social media engagement. Journal of Retailing and Consumer
Services, 78, 103747. JCR Q1, 2022 g2 %)+ 104, o7 ¥4 7| ? £ %
12%)

Peng, Y., & Lu, L. (2024). The pre-purchase search channel and purchase behavior:
Role of social commerce vs traditional e-commerce. Journal of Retailing and
Consumer Services, 81, 104024. (JCR Q1, 2023 8%+ 11, & p Fagp 7| ¢
£ 7 2.5%)



PR P

1. Social Commerce or Traditional E-commerce: The Effect of Search Channels on
New Product Adoption, 58 B f F *, RF##~ 77 A £ p (FRG-25-
054-MSB, MOP30,000), 2025

2. Untangling Influence: The Effect of Degree Comparison on User Engagement, %
PEFA,BEPFE~FF T A £ P (FRG-24-014-MSB, MOP30,000), 2024

3. National vs. Private Brands: A Field Experiment using In-store Video Sensing
Technology, 4 £ 38 B f # *, AT+ g~ ¥ % & 5 4% 7 & (EDB-EDAS-
2018-1, SGD65,000), 2018

L YT
2026.06 ¥ w A I~ 4 BE ¢ R(APMA2026), ¢k L & &R
202506 %= L w & fE T AR 6 R(WHICEB2025), % § %

2025.05 %= B I = F H R F i ¢ R(APMA2025), & @3 A 4F 4

\\\?{r

2024.11 2024 8 % ¥ 4 F &, 26 X

2024.07 % - B AT B S REE AeE ¢ (CMIC2024), » 33 83T 4 {r
A

2024.06 2024 ¢ F] POMS % § %, i i



