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教育背景 

2002 - 2005 Ph.D. in Marketing (Hong Kong Baptist University) 

1985 - 1988 
Master in Management Engineering (Shanghai Jiao Tong 

University) 

1979 - 1983 
Bachelor in Mechanical Engineering (Jiangxi University of Science 

and Technology) 

工作經驗 

2016 - Present 
Professor of Marketing/Macau University of Science and 

Technology 

2005 - 2016 
Assistant Professor/Associate Proessor of Marketing/Macau 

University of Science and Technology 

1996 - 2002 Associate Professor of Marketing /Qingdao University 

2000 - 2001 Visiting Scholar of Marketing / York University (Canada) 

1995 - 2000 Director of Qingdao Office / ACNielsen (China) Ltd. 

1993 - 1995 
Assistant General Manager & Manager of International Trade 

Department / Qingdao Pleno Group Company  

教學活動 

Marketing Research (BBAZ16405) 

Pricing Strategy (BBAZ16407) 

Marketing Management (MBMZ15) 

Special topics in research methodology (DBAZ20) 

Special topics in Marketing (DBAB01) 

研究領域 

Relationship Marketing 



Service Marketing 

Strategic Marketing 

Pricing Strategy 

Business Ethics 

學術成果 
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