U
sKema
Wenyu DOU BUSINESS SCHOOL

Professor

Academy: Digitalization
Research center: Marketing Interactions
Campus: Suzhou

Email: wenyu.dou@skema.edu

Research interests

digital marketing, International business

Teaching interests

digital marketing & International business

Education
1999 Ph.D. in Marketing, Lubar College of Business, University of Wisconsin-Milwaukee, United States of
America
Experience

Full-time academic positions

2005 - 2010 Associate Professor of Marketing, College of Business - City University of Hong Kong, China

Other academic affiliations and appointments
Since 2021 Academic DEAN, SKEMA Business School, China

2013 - 2021 Associate Dean for Graduate Programs & Director of EMBA-Chinese Program, College of Business
- City University of Hong Kong, China

2010 - 2013 Associate Dean for Undergraduate Programs, College of Business - City University of Hong Kong,
China

Publications
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Conference proceedings
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