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Member of the Strategic Advisory Committee for the Construction of an Autonomous Knowledge System in
Philosophy and Social Sciences of the Ministry of Education, recipient of the National Outstanding Youth Fund,
Chang Jiang Scholar Distinguished Professor, and a leading talent in philosophy and social sciences under the
"Ten Thousand Talents Program." President of Zhejiang Gongshang University, chief expert of the Modern
Business Research Center, and director of the China Intelligent Management Research Institute; selected as a
young and middle-aged expert with outstanding contributions at the national level, a national candidate for the
"Hundred Thousand Talents Project," a renowned cultural figure and a member of the "Four Batches" of talents,
and an expert with special subsidies from the State Council. Highly cited Chinese scholar from 2014 to 2024,
ranked among the top 2% of scientists globally, editorial board member of "Management World," editor-in-chief
of "Business Economics and Management," professional editor of "Journal of Marketing Science," and associate
editor of "Journal of Business Research.”" Main research areas include marketing intelligence and digital
innovation, service marketing and innovation, customer relationships, and consumer behavior. He has led over
10 national-level projects, including significant projects of the National Social Science Fund and key projects of
the National Natural Science Foundation. He has received more than 20 provincial-level and above research and
teaching achievement awards, including the National Teaching Achievement Award in Higher Education and the
Ministry of Education’ s Excellent Research Achievement Award (including first prizes). His research outcomes
have been published in leading domestic and international journals such as the Journal of Marketing, Journal of
International Business Studies, Journal of Management, and "Management World," and he has published and
translated over 20 classic works and textbooks, with multiple textbooks selected as national-level planned

teaching materials; the textbook "Customer Relationship Management" won the first National Textbook Award.
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President of Southwestern University of Finance and Economics, Deputy
Secretary of the Party Committee, Professor, and Doctoral Supervisor;
Recipient of the State Council Special Government Allowance, Selected by the
Ministry of Education's "New Century Excellent Talents Support Plan," Leader
in Academic and Technology in Sichuan Province, Distinguished Teacher in
Sichuan Province; Main research areas include marketing strategy and social networks; Recipient of more than
10 national and provincial-level teaching and research awards. Concurrently serving as a member of the National
Steering Committee for Employment and Entrepreneurship Guidance for College Graduates and Chair of the
Teaching Guidance Committee for Ideological and Political Courses in General Undergraduate Institutions in

Sichuan Province.
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8:30-9:00

A
Mo efeost

9:00-9:10

8:30-12:00

L LAE
BR R %
L1473 45 31t
Hosi: JedERE
ZWT ()

FiriHiE3:
AL EREMAETI AR K oridda

Wori: HEACSE S
Fe 5% % U o 41
Sk

Mol Yefeos
«EEMRAIZER - A EE
(FRighR) » HEMES N
Mok SefeSut R

EAT g
(E’F5)
Mgl Wpspk

9:10-12:00

AEWE: BRGNS E R RCE Bl
Hogi: Jefearsg

12:00-13:30

R

12:00-13:30

Pz (FF%)

13:30-15:00 Hoos . Wl
15:20-17:05 {Ba;ﬂli%-gt ?;j'ﬁﬁi*éxb‘ﬁrg;:#
17:15-17:45 Pt

Hogi: YetE &4

B
EfFi R
13:30-16:20 BEHE RS RES
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Heei: MAEREZBUT () AR 2 2
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Hoohi: Yedkorax
18:00-19:30 [
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MSI12025 Conference Program Overview

Agenda
Parallel Keynote Forum 3:
] . Empowering Market
Friday, April 11, 2025
o tr_l a.)g pri - : . Growth through Artificial
ocation:Guanghua Campus The 7th Intelligence
National First- Location:Sumitomo Garden
Sign in Class Business Second Floor Conference
13:00-20:00 Location:Guanghua Hall Aditttiation Declaration Room Parallel
Rk and Seminar on Sessions
Major State-Level (Mornin
Saturday, April 12, 2025 8:30-12:00 Construction . : 8
. . Subjects Session)
Location:Guanghua Campus Forum . . .
EacationCunn Location:Guan Location:Ming
A ghua Hall Copy of Periodical de Building
Opening Ceremony ghua Building k .
8:30-9:00 B Materials - Marketing
e Location:Guanghua Hall Conference =2 : S %
Hall (West) (Theoretical Edition) First
‘ Editorial Board Meeting
9:00-9:10 Group Photo Location:Guanghua Hall-
Fangzheng Hall
. 5 Keynote Speeches
HA0-12:00 Location:Guanghua Hall
12:00-13:30 Lunch Break
12:00-13:30 Lunch Break
BB Parallel Sessions (Afternoon Session)
Parallel Keynote Forum (2-1) T Location:Mingde Building
13:30-16:20 i
Parallel Keynote Forum (1-1) Location:Guanghua Hall
Location:Guanghua Building VBB Presentations of Candidate Excellent Papers
Conference Hall (West) Parallel Round-table Forum (2-2) 2:20-1.4:0- Location:Guanghua Hall
16:30-17:30 . s
Location:Guanghua Hall
Closing Ceremony
17:15-17:45 P
18:30-19:30 Babquet Location:Guanghua Hall
19:30-21:30 Job Fair
I Location:Guanghua Building Conference Hall (West)
Sunday, April 13, 2025
Location: Guanghua Campus
= R
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Time

MSI12025 i GE4ihy)

MSI2025 Conference Agenda (Detailed Version)

20254F4 H11H (M)

WP
Agenda

FFA
Host

9:10-10:30

ATFE 22 5 RE A B XU
Xinyue Zhou,Zhejiang University
TR LR

HH AR KT i I R RS
Yonggui Wang, Zhejiang Gongshang University
FEk st WL TR R4

13:00-20:00

8:30-9:00

fﬁ@]Sign in
Hogs: efeost

JF %3 Opening Ceremony

Address by the leadership of Conference Organizer

Yongqiang Li ,President of Southwestern University of Finance
and Economics

Aok WM RFERMBIL, BR
Address by the Leadership of Sichuan Provincial Federation of
Social Sciences Associations

Yi Jiang, Vice Chairman of Sichuan Provincial Federation of
Social Sciences Associations

RN LPlIEgiR SR

Address by the leadership of Conference Endorser
Yonggui Wang ,President of Zhejiang Gongshang University

EokBE ML LR RFERMABE. B

Han Li,
Southwestern
University of
Finance and

Economics

Py i W 2R K4
L TR
B 1<

10:30-10:40

220 Break

10:40-12:00

F: it 1% Keynote Speeches

Digital Economy and Strategy Research: Challenges and
Opportunities (57 28 5 15 B 0F 78 LB Pk
Zheng Zhou, The University of Hong Kong

F B TR

The Strategic Analysis and Implication of Data Trading
Lin Tian, Fudan University

H # & B K2

B £ F- & Hii b G P
Xiaoling Li,Chongqing University
BANEy HPRKE

N T8 e i ACTE THE S RO R i) 1] 7 9 5 B
P Credamo WLALERS G185 A

Yaping Chang,
Huazhong
University of
Science and
Technology

ferp R KAE

9:00-9:10

ZA % Group Photo

12:00-13:30

% Lunch

9:10-10:30

i EHi#s Keynote Speeches

Can firms do well by doing environmental good? Evidence
from Amazon’s CPF program

Junhong Chu, The University of Hong Kong

REL TR

Marketing in an AI Driven world

Sharon Ng ,Nanyang Technological University

Sharon Ng Fg PEFL T. k2%

Xiaorong Fu,

Southwestern

University of
Finance and
Economics

e
LTS

13:30-15:10

A7 5 I A1
BORERS Q%

Parallel Keynote Forum 1-1

Digital Intelligence Marketing and Innovation Practice

Wi YRR ZEUT ()

Leveraging Text-based Nudging to Enhance Patient

Acceptance and Compliance of Artificial Intelligence Care

Management: Evidence from a Randomized Field
Experiment

Siliang Tong,Nanyang Technological University
(RS RIPERL T K

Lixian Qian,
Xi'an
Jiaotong-Liverpool
University
®h
v 22T K 24
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13:30-15:10

Tl ESGSL B i) % 12 28 BF 52
Xu Zheng,City University of Hong Kong

7 YT

Pause to Deliberate: The Effect of a Default Rating Design in a
Multi-dimensional Rating System

Zigiong Zhang,Harbin Institute of Technology

gRE B MG R Ll K

vpE G 5B &

Rongjian Yu, Zhejiang Gongshang University

AR T TR A

CEp] - Y —ROEEHC AL E G R IR R
Matthew Fan, APEX

ARG Pl fin v JE b RS 5 10 B I N/ R

15:10-15:20

=0k Break

15:20-17:00

FATEF iR3R1-1

BOBrEIS A R

Parallel Keynote Forum 1-1

Digital Intelligence Marketing and Innovation Practice

Hogd: JEIER WY ()

Optimizing Scalable Targeted Marketing Policies with Constraints
Yuting Zhu,National University of Singapore

ARIEE B E K

N T REWHCAH Y R
Shuai Yang,Donghua University

B b AR

Mergers Between On-Demand Service Platforms: The Impact
on Consumer Surplus and Labor Welfare

Xin Wang,Southwestern University of Finance and Economics
£ & Wm gk

e I ™ Sy, R g Ak
Bin Feng,Fengji Food Group Co., Ltd.

Mo MR MR FAEFK

I 15 o R 80 L i f] 2 5
Yawen Guo, CEO of Sichuan Viee Drink & Food Co.Ltd.
FOREST DU GO £ B 24 ) CEO

Lan Xu,
Wuhan University

(C3z0
KR

13:30-14:50

PATE R iRIR2-1

BN R ST R

Parallel Keynote Forum 2-1

Digital Intelligence Consumption and Behavior Research

ol YefEsst

3t ™ i A iy % 2 B T 58 A

Liangyan Wang,Shanghai Jiao Tong University

A B P AT B dR S el B . PRI ) S A R el
FR3 7 FBIL

Lili Wang,Zhejiang University
EMW LAY

Vertically Differentiated Products and Consumer Decision-Making
He Jia,University of Hong Kong

58 A

The Value of Sharing Market Data through Data Analytics on

Digital Platforms: Empower Small Businesses on Alibaba’s
Taobao Marketplace

Banggang Wu,Southwestern University of Finance and Economics

SRR Y G I 28

Weihe Gao,
Shanghai
University
of Finance and
Economics

i 4E A
ki K

14:50-15:00

#5k Break

15:00-16:20

PATE R iRIR2-1

B0 S roAeEg

Parallel Keynote Forum 2-1

Digital Intelligence Consumption and Behavior Research

ol YefESsst

T VT A RS e B WS T 1)
Fu'e Zeng, Wuhan University
R R

HECEH

Shaobo Li,Southern University of Science and Technology
A0 BT RHE K
Al and Luxury: Transforming Productivity and Marketing

Innovation in the Digital Era
Tan Phau ,Curtin University

Tan Phau $#} 4 k2
N A ARG 2 55 55 5K S Y B i 5

Chunging Li,Northwest University
A AL

Xiaoyi Wang,
Zhejiang
University

FhE
#riL k2
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16:20-16:30

220 Break

16:30-17:30

AT SR iR A2-2

e T 131 i 0 T

Parallel Round Table Forum 2-2

Face-to-face with editors-in-chief of high-level journals

Jing Li
8

AR ARG L

Yuan Sun

PN o6

Information Technology & Peoplefs 2 1 4
Journal of Electronic Commerce Researchfil| &£ 4
Journal of Global Information Managementgl| 1= 4

Zhilin Yang
MG

Journal of Business-to-Business Marketing - %

Zhigang Shou

CEEIMEBERESY B 4

—

Qian Zhang
ik v
I B g

Tao Yun

=
CRHFEBBTI L9

Shuangli Cai

29 &V
WA 2

Guocheng Huo
Committee of
Economics and
Management
Journals,
Chinese
Association for
Science of Science
and S&T Policy

8 1 R
RE R A E S R
BORBE 2250
LR 2

IfE]: 202544 H13H (A H)

LR TR FRER Rk

The 7th National First-Class Business Administration Major
Construction Forum

Wi SEfEREEUT ()
B E ey R 4= 30 s F T FE YN R
S Tl AY R DR D R R

Zhilong Tian, Huazhong University of Science and Technology
[ S FHE A 2

Fengjie Jing,
East China
University of
Science and

18:30-19:30

I %% Banquet

19:30-21:30

B £ FRecruitment session
Hosi: SefeE iy (79)

KR PR R GRID) - W/RRTR RS, WL 2 RS Bl T
R HRPLKRSE. BHERE. RS W ER. M Fb

8:30-10:10 S P R R 0 KB T R — A2 M e % e

Ji Li,Central University of Finance and Economics S As
4 5 Gk A
£ PRMERE ey
B Wk AE AT 2 F A R o N B R EEUIR R
Min Ye,Hubei University Of Economics
WAL B
BB R R LR RER LR RR
Lifang Gao, Southwestern University of Finance and Economics
RADT PR

10:10-10:20 # 8k Break
LR LR ERER Rk
The 7th National First-Class Business Administration Major
Construction Forum
Wt RSB ZUT (7)
T 2 WEARRE S K E A B
M a5 500 B S AT o B 7™ R 5 R A G A S Wk Eien
Hui Xu,Nankai University China Unive,rsity
VFWE BT R of Geosciences

. Wuh:
10:20-912:00 | g Kol 4 R iR B 0 R TR S
Yongge Niu,Sichuan University 768t .
A DI R iR e K
(i)

kR “ALEAES KRB RRT LIS AAH#

Gongxing Guo,Shantou University

HE sk

TR I BRI A TR & J IR PR IR R
Yajuan Wang,Zhejiang Gongshang University
EHEGE HIL LR
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[ 5 20 DR 7 v i Y5 BF T

Declaration and Seminar on State-Level Subjects

FRHE &m0 F i i G R R S ok &

Jin Sun,University of International Business and Economics
Ih B XAV T 5 K

AN LB eS0T i WAk B9 808 2 B BE 5 e 3
Xusen Cheng,Renmin University of China

B PEARKY

BRERE R Y AVZE AR T SR D 708iE K
Xiaoyi Wang,Zhejiang University

ENFE LR

N LB RE S iR 5

Fengyan Cai,Shanghai Jiao Tong University

ARAe ., i sgiE R

Xiaorong Fu
Southwestern
University of

8:30-10:30 Finance and
7 B o Economics
Round Table Forum e )
Mot B M & P T M e K
Eak B WL LK
B AR A
A HHTAY
AR g Al K2
AR 1K
TR T WA IREE Tl K27
ik dbEKE
& E B H KA
10:30-10:40 220 Break
Hao Zhang,
Information
Center for Social
Sciences,
10:00-12:00 HPMAseR - iiE R i) SEmEaail Renmin University
’ ’ Hogi: JefEZE-J5 E)T of China
RIS
hE ANRKF
B ek
SUEiTrigiE (B9 )
8:30-10:10 Parallel Sessions(Morning Sessions)

Hoors: W plpk

Zhimin Zhou,
5 AR IE G b SR R 5 A Shenzhen
8:30-10:10 Zelin Tong,Hainan University University
R 1Rk R
R R et
Liping Qian,Chongqing University
EBRGEMA FF G Al 45 U S5 iR B SR B 5T
Yupeng Mou,China University of Mining and Technology
2T P EA
10:10-10:20 # 8K Break
[ 58 20 R i 5 )
Declaration and Seminar on State-Level Subjects
BERL, O TREERA RRER P2k 2
Lu Shen,Dalian University of Technology
L BE KRER T K Qi Yao,
. 8 Ch i
5 R Sl i — kR & o
8:30-10:10 Lu Meng,Southwest Jiaotong University University
R W Bt G L PR AR AN AN G B R K A2l K
Diandian Xiang,Zhongnan University of Economics and Law
S o I 2 B
“BRHC Y5 ORED - BT B KHPEE BT E PR 2 it
Huan Liu,Nankai University
X B IR
TR ERES: A LEMRR AT Xisorong Fu
Parallel Keynote Forum 3: Southwestern
Empowering Market Growth through Artificial Intelligence University of
8:30-10:30 Finance and

Woxd: HERHE T HEZINE

AR AN K 3 T 188
Yonggui Wang, Zhejiang Gongshang University
Ekil WAL TR A

Economics
L%
Py g RS

10:10-10:20

28 Break

10:20-12:00

ZUCEfTarigis (RF)
Parallel Sessions(Morning Sessions)

Hopi: WIEER

12:00-13:30

% Lunch
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13:30-15:00

Z2BCP T rigE (PP%)
Parallel Sessions(Afternoon Sessions)

Hoxs: W) pspk

15:00-15:15

=0k Break

15:20-17:05

W3Rt 75 18 ik
Presentations of Candidate Excellent Papers

Shaobo Li,
Southern
University
of Science and
Technology

0
B RE

Xiaoling Li,
Chongqing
University
FINE
HIK KRS

Parallel Sessions Master Plan
CEATiEEE 412 %)
Date: April 13, 2025

Room Time Slot

101

A

8:30-10:00

Al Corporate Strategy |

B
10:20-11:50

B1 Corporate Strategy 2

(&

13:30-15:00

C1 Corporate Strategy 13

102

A2 Corporate Strategy 3

B2 Corporate Strategy 4

C2 Corporate Strategy 14

103

A3 Corporate Strategy 5

B3 Corporate Strategy 6

C3 Corporate Strategy 15

104

A4 Corporate Strategy 7

B4 Corporate Strategy 8

C4 Corporate Strategy 16

105

AS Corporate Strategy 9

B5 Corporate Strategy 10

C5 Corporate Strategy 17

106

A6 Corporate Strategy 11

B6 Corporate Strategy 12

C1 Case Study 2

107

Al Individual Behavior 1

B1 Individual Behavior 2

C1 Individual Behavior 23

108

A2 Individual Behavior 3

B2 Individual Behavior 4

C2 Individual Behavior 24

17:15-17:45

A%, Closing Ceremony
Mg JefEse

Xiaorong Fu

Southwestern
University of
Finance and
Economics

BT
VYT M 22 K4

109

A3 Individual Behavior 5

B3 Individual Behavior 6

C3 Individual Behavior 25

201

A4 Individual Behavior 7

B4 Individual Behavior 8

C4 Individual Behavior 26

202

A5 Individual Behavior 9

B5 Individual Behavior 10

C5 Individual Behavior 27

203

A6 Individual Behavior 11

B6 Individual Behavior 12

C6 Individual Behavior 28

204

A7 Individual Behavior 13

B7 Individual Behavior 14

C7 Individual Behavior 29

205

A8 Individual Behavior 15

B8 Individual Behavior 16

C8 Individual Behavior 30

206

A9 Individual Behavior 17

B9 Individual Behavior 18

C9 Individual Behavior 31

207

A10 Individual Behavior 19

B10 Individual Behavior 20

C10 Individual Behavior 32

208

A1l Individual Behavior 21

B11 Individual Behavior 22

Cl1Individual Behavior 33

215

AlCase Study 1

C2 Case Study 3

401

A1l Business Analysis 1

B1 Business Analysis 2

C1 Business Analysis 5

403

A2 Business Analysis 3

B2 Business Analysis 4

C2 Business Analysis 6

404

A1 Business Administration 1

B1 Business Administration 2

C3 Business Analysis 7/
C3 Business Administration 9

405

A2 Business Administration 3

B2 Business Administration 4

C1 Business Administration 7

406

A3 Business Administration 5

B3 Business Administration 6

C2 Business Administration 8




MO0~ 5 543 3.4 1 % Aio s MSI2025 e

A7 SR AEHE ] 2025MSIZ CFAT 4 iRdE iR

2 a] ik g4l /Corporate Strategy Sessions

PAT I RIA TR, R IR AIS AW

= NA]H g4 / Corporate Strategy Sessions

A1l Corporate Strategy 1

» MMAEFT A4 / Individual Behavior Sessions A1 Corporate Strategy 1 ERA L EITRS

RIEN: RSLE silMee RaE

» B #Mre4l /Business Analysis Sessions
20254F4 H13H 8:30-10:00 K& B EEpEk101
o SEA RS TS AR X AR / Business Administration
s 55 ; X & LY 2
» ZHlZ A W54 / Case Study Sessions
Research on the scale development and mechanism Zhen Li Business of School,
of brand admiration Jiajia Cao Putian University
IV 28 5 N AR A P AR € R 0 i 6 £, o LT 1 3 61 5 wiRE e
R W E
Jil s 2 R R A R R R T LM 7 R % —
L F 9 o PTHRSF
ST A % S R 1 fidads -
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AN
T 2 B 7 (A0 4n g 52 ) 7 B 5 VAR AR Y €1 AEH S e 2
e e 7%:42:@_ e K
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B1 Corporate Strategy 2

B1 Corporate Strategy 2

EFN: BT LR R

RPN & & PILRS

A2 Corporate Strategy 3

A2 Corporate Strategy 3

FHEA: AEREHE AEJbk Rk kA
BIEA: EAM BRI K

202584 H13H10:20-11:50

Hoxd: WItERELOL

202544 H13H 8:30-10:00

foxi: WIEEHEL02

[1:974 (=2 L YA
BFHARRA . AR RS AR R 5 R 5T i@% TR R
How digital platform capability affects ambidextrous B
digital transformation: The mediating role of digital o A b AR A i, k2
resource orchestration WEE
HCF AR SASIRE : S A A1 1 M TR
EREN
iy
BrE AR R A P A T —— 5 T S
T i 3 A R R P P 5 0] B Xl BN e
PR
i T e . I
B ARRE 15 AR AR Al 2H 2R ) Y 5 - .
PR e E e Pl SR b o
&
AT T B M XY G AL ES G it - o
B AT RO X S - S

1874 e L X2
Renping Yang Chongqing University
Radical or Conservative? CEO Power, Omni- Ruoqi Geng Cardiff University
channel Retailing, and Firm Performance Li-Ping Qian Chongqing University
Yunyan Yang Chongqing University
Institutional investor distraction and corporate 1. - me
over-financialization: Promotion or inhibition? gl WL L AR
L
A 32 A T A K06 1 555 R 9 5 W i T
35T P 0 5 IR 4 6 T A Fote i
A T s e s Y Xa = B %]E?’I&T#ﬁ —+= L 5 YA
WHE R LR —Ar A BOR SR 25 1 bk SR AP NES
- | - T & P K
FEEEDRAES B LEFRAIREN S &5 P R R K
A ol v 7 7 ) 3R T4 i A PR RN
=’ HL R R
University of Nottingham
) ) Lin Shi Ningbo China
pr‘ t(.) Achieve _Busmt‘ass Model Change: The Role Martin T Lin University of Nottingham
of Digital Transformation . . )
Jimmy Huang Ningbo China
University of Nottingham UK
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B2 Corporate Strategy 4

B2 Corporate Strategy 4

RN TR RER R
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A3 Corporate Strategy 5

A3 Corporate Strategy 5

EHA: REE LNk
MIEA: B TS T DU

202584 H13H10:20-11:50

Hoxi: WIEEMELO2

[1:8'4

((F4

L DA

202544 H13H 8:30-10:00

Mo WIEEHEL03

[1:8'4

=

L DA

IR
i) 3 £ ol 2 € 0 B B A2 B B QAR 5T Pl LR
T A
T . —_— . 2= & B #E T s
FUHEVS I 256 BB 7 F 42 04 ) i 0 M 5 F B HARERUR B 50 o7
A O =S LBy g
R LY HAB B 5k
Southwestern University of
Does New Quality Productivity Promote Yiming Zhang Finance and Economics
Environmental, Social, and Governance T Southwestern University of
engyu Wang

Performance? Empirical Evidence from China’s
Listed Enterprises

Xiao Tan

Finance and Economics
Southwestern University of
Finance and Economics

- PRV, LB ,
B 5 SR W R B 354 7 SS9 e TRF A
o
3o o 1 0 b R R A I T U T S A T A BN .
# B4
A5 4 R 2 R — BT A% A BE I N
N & crigio I AT K 2

Xuanya Zhang

CIFERD)
The Impact of Platform Self-Preferencing on Qinghong Xie Southwestern University of
Third-Party Sellers and Consumers (IR Er) Finance and Economics

Xin Wang

(£ #/)

__H«'HA o R o _,ﬂzz
-1 153 8 B0 2% 1 01515 %% X1 38 66 B0 35 B s L
9‘\': ﬁé s Lm. +‘*.:_,1:_~‘A S GG &
B2BH L RAE W AR B RERS S ;IR ALt 2 k2
B0 i 55 W i I B 2 gk 1l KIEB TR

= 4EA
MR TR BFACEIA G E i I

EEEH
3 “ » - 3 “© ;[L‘ﬁ“ tﬁ
i 1 BRI R R B —— R R [ 1) g AL 28 e 2
115 A R 5 R AL A8 K r Ll

i
- | W IR AT
TR IEHCTF X & 1 SR R M 9T S i P L2 R R

RN FEWNES
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B3 Corporate Strategy 6 A4 Corporate Strategy 7

BN B F2 7550 e T W Y Ry e T
B3 Corporate Strategy 6 ERPA: HiRE R0 RS A4 Corporate Strategy 7 EEHU\ k"’" ‘i I‘Tk% .
SN RB KiEE TR

SIEA: B I AR

202554 H13H10:20-11:50 Hogi: BIE%L03 202544 H13 H 8:30-10:00 Mo WiEkk104
.94 (=2 L YA .94 fe& L ¥ A

cipan oin ema s e e e . T ‘ . - ‘
approach T o by %o and Impact of Organizational Resilience Yang Yu Business and Economics

=]
Huddle Together for Warmth: The Effect of "

7 B Eit 5 & A i - : ¢ : i - e I
Ajlﬁféfl‘%fg R LA {65 R = AR BA T o] Fk P g W 48 k2 Strategic Alliances on Firm Resilience During the ffg[Sﬁf{I HE TR 7 o
LR AR COVID-19 Pandemic AT

T HeF
aliin At WL T 2
A5 W K . . TR ETR WL TR A2
AGURBEMRI B S T4 B a4 ¥ 5 0] 37 & i B L 8 il 4 BRI Y o) 248 45 44 55 A ol R KU RS B ERT A EEH T T 1 2
) 2 3T i £ UL :_-,.. I-
W R L7 ) ik fol 3 15 WL TR k2%
iy o Hof TLIRE M 2 b

A I e e 3 . = - A [FIa Y2 EET',FL
| S A ] ) P = == | k BE pL . o - . —— -
Al A B AT TR A o 4 ISR A
. TRER A 7 5 3 AR 2 ] Fo

fr A Ek WL TR R
# OF
?ﬁﬁ%ﬁ%#ﬁﬁﬂﬁﬁfﬁ: A b o ] 388 3 A5 4 B Ak K ff:'f\ 44 4 i e MG & AT 3R IR K{hﬁffﬁ%ﬁELﬂ?Mﬁ V] T e 22
I EUEREE s ¥ N F AT ' F——H T B V& o F+-5 Wl 5 S A0 X2 ) L A FIRC AL &
S
2 B T 2N = — o iy ) i e
3 - +' > v = 1173 [ Z’A\n 1 1| % ‘,__% i I i 5 s 4 g A >
SO FR . AL S5 R 7 8 L2 5 A2 L AU e R e WRIT 7 S
A7 RE R Hehe RS e
Balancing Dcmocrulizutiop And. Difl.‘crcnl_iati(m: Wei.EaCui.a University of Nottingham
Human-centered Generative Ai Integration In MartinJ. Liua Ninobo Qi
Creative Firms Ruizhi Yuana® g
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B4 Corporate Strategy 8

B4 Corporate Strategy 8

EFFN: B R IPEE R

RPN BAE MR

AS Corporate Strategy 9

AS Corporate Strategy 9

RN EAL TR T RS
RPN £ JesifE BRE R

202584 H13H10:20-11:50

Hoxi: WITEMELO4

[1:8'4

(34 L8 DA

202544 H13H 8:30-10:00

Hoi: WIEEHELOS

Dongbei University of Finance

How does CEO humility foster innovation Shuyang.You il Beanpmios
ambidexterity? The moderating roles of firm Fangmei Lu ; T
. X R . i . Xiamen University
performance discrepancy and strategic flexibility Liangding Jia o . )
' Nanjing University
k(s q A
CEO Superstitions, Luck-Improving Motivation, WJ;]‘J__{; bkjc :
) , i By A XK
and Corporate Philanthropy: Evidence From the ey g T 1l I 28 S 2
Chinese Zodiac Year iy o If] e
S W) N 2
CEO-TMT pay gap and firm internationalization: XHESE PO R W 2 K27
Empirical evidence from China SEHH BN K
R Wi J?nan Un%vers%ty
Jinan University
Ex.ec.uti\{es' Military Experience and Pay Disparities Yallly.an Chen South China University of
Within firms: An Imprinting Perspective Jinjun Yu

Technology

7h an SUN
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