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Academic Qualification  

2021-2025 Ph.D.: Sun Yat-sen University, Marketing; 

2017-2020 Master: Sun Yat-sen University, Marketing; 

2012-2016 
BS: Guangdong University of Foreign Studies, Marketing 

(International Marketing). 

 

Working Experience  

2026-Present Assistant Professor, Macau University of Science and  

Technology  

2025-2026 Postdoc Research Fellow, Nanyang Technological University 

 

Teaching Activities  

Global Marketing, Business Research Methods, Brand Building and Cause Marketing 

 

Research Areas 

Cross-Cultural Consumer Behavior, Social Identity and Inference, New Technology 

Adoption 
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*Corresponding author 

Other Professional Activities 

Ad-Hoc Reviewer, Current Psychology 

Ad-Hoc Reviewer, Information Processing and Management 

Ad-Hoc Reviewer, International Journal of Contemporary Hospitality Management 

Ad-Hoc Reviewer, Journal of Consumer Behaviour 

Ad-Hoc Reviewer, Journal of Retailing and Consumer Services 

Reviewer, ACR Asia-Pacific Conference 2024 

 


