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Observer Effects of Punishment in a Distribution Observer Effects of Punishment in a Distribution Observer Effects of Punishment in a Distribution NetNetNetworkworkwork   

Danny T. Wang is Assistant Professor in the Department of 
Marketing at Hong Kong Baptist University. He previously 
taught at The University of Hong Kong, where he received his 

PhD. His research interests include inter-organizational rela-
tionships, marketing channel networks, and strategic issues on 
China market. His research has appeared in Journal of Mar-
keting, Industrial Marketing Management, International Jour-
nal of Research in Marketing, International Business Review, 
Environment and Planning A, and others. 
 

 
 

Flora F. Gu is Associate Professor of Marketing in the Depart-
ment of Management and Marketing at Hong Kong Polytechnic 
University. She received her PhD from The University of Hong 
Kong. Her research interests include channel relationship man-
agement, guanxi in the business-to-business context, strategic 
alliances, and international marketing. Her research has ap-
peared in Journal of Marketing, Journal of International Busi-
ness Studies, Journal of International Marketing, Journal of Ad-
vertising, and others. 
 

 
 

Maggie Chuoyan Dong is Assistant Professor in the Depart-
ment of Marketing at City University of Hong Kong. She re-
ceived her PhD from The University of Hong Kong. Her re-
search interests include channel relationship management, 
interorganizational relationships, and IT-driven collaboration. 
Her research has appeared in Journal of International Mar-
keting, International Business Review, and others.  

Research Studies by  

Dr. Maggie Dong,  

Assistant Professor in the Department of Marketing  

Contact:  mcdong@cityu.edu.hk  

Written by Dr. Maggie Dong  

 Conventional wisdom in marketing highlights 
the use of positive mechanisms, such as monitoring 
and incentive devices, to safeguard exchange rela-
tionships against opportunism. The effectiveness of 
using disciplinary actions or punishments to govern 
channel relationships however remains unclear. Fo-
cusing on the examination of dyadic relationships, 
previous research suggests that punishment should 
be generally discouraged, given its detrimental 
effects on interfirm relationships and the relatively 
high cost of implementation. 

 This research extends beyond the established 
view of punishment as a dyadic event between a 
manufacturer and a distributor. By taking an observ-
er’s perspective, the authors adopt a network ap-
proach to understand the impacts of punishment, 
not only as an enforcement strategy for a single dis-
tributor but also as an influence strategy that affects 
a wide network of observers. Empirically tested with 
a survey in China, the authors establish the positive 
outcomes of punishment on observers. They deline-
ate two particular types of network processes 
through which punishment leads to reduced observ-
er opportunism. First, through social learning, pun-
ishment severity deters observer opportunism. Sec-

ond, punishment fairness promotes observer trust, 
which in turn deters opportunism.  Moreover, two 
information-related constructs moderate the observ-
er effects differently. The disciplined distributor’s 
relational embeddedness, which motivates greater 
information flow to observers, aggravates the prob-
lem of information asymmetry against the manufac-
turer, making punishment less deterrent for observ-
ers. In contrast, the manufacturer’s monitoring capa-
bility, which reduces information asymmetry, 
strengthens observer effects.  

 This study provides managerial implications 
for relationship governance in distribution channels. 
When a dysfunctional behavior occurs, manufactur-
ers should carefully evaluate the criticality of the be-
havior and respond with clear and sufficiently severe 
enforcement, because only when the observer ex-
pects punishment outcomes to be severe enough to 
outweigh the potential gains does it refrain from 
prohibited behavior. As punishment creates percep-
tions of the punisher as fair or unfair, manufacturers 
should also work proactively to understand the ex-
pectations of distributors regarding appropriate and 
inappropriate behaviors. Fairness perceptions influ-
ence observers’ trust in the manufacturer, which can 

produce a variety of long-term relational outcomes 
for the productive functioning of a channel network.  

 While punishment can be a highly visible and 
effective tool to influence observers’ attitudes and 
behaviors, the research suggests that manufacturers 
should assess the situation before any action is tak-
en. If a misbehaving distributor has deep connec-
tions with other distributors in the network, severe 
punishment may go against the manufacturer’s in-
terest due to the negative reactions from intercon-
nected distributors. Thus, a certain level of tolerance 
or a more lenient and private approach of punish-
ment may be necessary. At the same time, manufac-
turers should actively develop their monitoring capa-
bilities to reduce information asymmetry, align with 
distributor interests, and build a reputation for fair-
ness and consistency. Strong monitoring capabilities 
enable managers to impose severe punishment in an 
attention-grabbing manner while gaining positive 
reactions from channel members. 
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 Conventional wisdom in marketing highlights 
the use of positive mechanisms, such as monitoring 
and incentive devices, to safeguard exchange rela-
tionships against opportunism. The effectiveness of 
using disciplinary actions or punishments to govern 
channel relationships however remains unclear. Fo-
cusing on the examination of dyadic relationships, 
previous research suggests that punishment should 
be generally discouraged, given its detrimental 
effects on interfirm relationships and the relatively 
high cost of implementation. 

 This research extends beyond the established 
view of punishment as a dyadic event between a 
manufacturer and a distributor. By taking an observ-
er’s perspective, the authors adopt a network ap-
proach to understand the impacts of punishment, 
not only as an enforcement strategy for a single dis-
tributor but also as an influence strategy that affects 
a wide network of observers. Empirically tested with 
a survey in China, the authors establish the positive 
outcomes of punishment on observers. They deline-
ate two particular types of network processes 
through which punishment leads to reduced observ-
er opportunism. First, through social learning, pun-
ishment severity deters observer opportunism. Sec-

ond, punishment fairness promotes observer trust, 
which in turn deters opportunism.  Moreover, two 
information-related constructs moderate the observ-
er effects differently. The disciplined distributor’s 
relational embeddedness, which motivates greater 
information flow to observers, aggravates the prob-
lem of information asymmetry against the manufac-
turer, making punishment less deterrent for observ-
ers. In contrast, the manufacturer’s monitoring capa-
bility, which reduces information asymmetry, 
strengthens observer effects.  

 This study provides managerial implications 
for relationship governance in distribution channels. 
When a dysfunctional behavior occurs, manufactur-
ers should carefully evaluate the criticality of the be-
havior and respond with clear and sufficiently severe 
enforcement, because only when the observer ex-
pects punishment outcomes to be severe enough to 
outweigh the potential gains does it refrain from 
prohibited behavior. As punishment creates percep-
tions of the punisher as fair or unfair, manufacturers 
should also work proactively to understand the ex-
pectations of distributors regarding appropriate and 
inappropriate behaviors. Fairness perceptions influ-
ence observers’ trust in the manufacturer, which can 

produce a variety of long-term relational outcomes 
for the productive functioning of a channel network.  

 While punishment can be a highly visible and 
effective tool to influence observers’ attitudes and 
behaviors, the research suggests that manufacturers 
should assess the situation before any action is tak-
en. If a misbehaving distributor has deep connec-
tions with other distributors in the network, severe 
punishment may go against the manufacturer’s in-
terest due to the negative reactions from intercon-
nected distributors. Thus, a certain level of tolerance 
or a more lenient and private approach of punish-
ment may be necessary. At the same time, manufac-
turers should actively develop their monitoring capa-
bilities to reduce information asymmetry, align with 
distributor interests, and build a reputation for fair-
ness and consistency. Strong monitoring capabilities 
enable managers to impose severe punishment in an 
attention-grabbing manner while gaining positive 
reactions from channel members. 

 

For more information on the research, please visit 

the Journal of Marketing Research website.  

Research Studies by  

Dr. Danny T. Wang, Assistant Professor of  

Hong Kong Baptist University;  

Dr. Flora F. Gu, Associate Professor of  

Hong Kong Polytechnic University;  and  

Dr. Maggie Dong of City University of Hong Kong.  

http://www.cb.cityu.edu.hk/profile/mcdong
http://www.cb.cityu.edu.hk/profile/mcdong
http://journals.ama.org/doi/abs/10.1509/jmr.12.0142


  

 

Recent News 

【CityU ranked 4th in top 50 under 50 】 

CityU ranked 4th in a QS survey of the world’s top 50 universities under 50 years of age, i.e. 

universities founded in 1963 or after, and we have been ranked 12th in Asia, and 4th in Hong 

Kong, in the latest QS University Rankings: Asia.  

“We will continue to contribute to society by emphasising the integration of teaching and re-

search and by promoting discovery and innovation,” said Professor Way Kuo, CityU President.   

【CB ranked 46th worldwide and 2nd in Asia-Pacific in latest UT Dallas Rankings】 

The College of Business has achieved a significant advance in the latest University of Texas at 
Dallas Top 100 Worldwide Business School Rankings for 2009-2013. 

Ranked at 46, CB is up 17 places compared to the previous report (2008-2012), with 98 articles 

and an overall score of 41.56. The UTD rankings are based on faculty research contributions 

and productivity, and have tracked faculty publications in 24 leading business journals since 

1990. 

“This is a tremendous achievement for our faculty, students and our alumni.  It is also a fine 

reflection of our collective research effort, and I should like to thank and congratulate all faculty 

for their part in making it happen.” said Professor Houmin Yan, Dean of CB.  

【CB faculty receive over RMB $5 million in research grants】 

College faculty at CityU Shenzhen Research Institute (CityUSRI) received over RMB $5 million 

(about HKD $6.4 million) in research funding in 2013. Research funding at CityUSRI totalled 

nearly RMB $33 million (about HKD $42 million), a record high for CityUSRI and an increase of 

about RMB1.2 million from the previous year’s total.  Nine professors from the College of 

Business received RMB $5,040,000 for conducting 13 individual projects. 

For list of projects obtained via CityUSRI in 2013: http://

www.cb.cityu.edu.hk/home/images/media/news/1865/

projectlist.pdf  

>>> More News 
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Recent News 

Academic Building 3, City University of Hong Kong 

>>> More News 

http://www.topuniversities.com/top-50-under-50
http://www.cb.cityu.edu.hk/media/news/NewsDetails?id=1883
http://jindal.utdallas.edu/the-utd-top-100-business-school-research-rankings/worldRankings#20092013
http://jindal.utdallas.edu/the-utd-top-100-business-school-research-rankings/worldRankings#20092013
http://www.utdallas.edu/
http://www.utdallas.edu/
http://www.cb.cityu.edu.hk/media/news/NewsDetails?id=1877
http://www.cityu.edu.hk/vprt/shenzhen_research_institute/index.htm
http://www.cb.cityu.edu.hk/home/images/media/news/1865/projectlist.pdf
http://www.cb.cityu.edu.hk/home/images/media/news/1865/projectlist.pdf
http://www.cb.cityu.edu.hk/home/images/media/news/1865/projectlist.pdf
http://www.cb.cityu.edu.hk/media/news/
http://www.cb.cityu.edu.hk/media/news/
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April 2014 

【MBA Information Session @ Shenzhen 】  

Date: Mon, March 24, 7—9:30pm 

Details: Learn about the Master of Business Administration programme at CityU. 

Venue: 2/F, CityU Shenzhen Research Institute Building, 8 Yuexing 1st Road, Shenzhen 

Hi-tech Industrial Park, Nanshan District, Shenzhen, China  

【 “CityU Delegation – Gyeongju Cherry Marathon 2014” 】 

Date: April 4—6  

Details: Aims to promote fitness among the University community, enhance global 

image of the University, enhance unity among the CityU community, and as a celebra-

tion programme for the University’s 30th anniversary.  

Venue: Gyeongju, Korea  

 7 

 

May 2014 

【 CityU Alumni Reunion @ Beijing 】  

Date: Mon, May 17 

Details: Please visit Alumni Relations Office. 

Venue: Beijing 

【CityU Alumni Reunion @ Sydney 】  

Date: Sat, June 21 

 

Details:  If you are a CityU alumna/alumnus in Australia, please join us at the Sydney 

gathering with Mr Mahbubani Vivek Ashok [BA (Hons) Creative Media 2005], Chinese 

and English Funniest Person in Hong Kong in 2007 and 2008!  

Mr Ashok is a Sindhi of Indian descent, bilingual in Cantonese and English.  Aside from 

comedy, Vivek is a new media designer and the drummer of the local heavy metal 

band Eve of Sin.  

 

Venue: Sydney 

June 2014 

>>> More Events 

http://www.cb.cityu.edu.hk/programmes/postgrad/InfoSessions/
http://www.cityu.edu.hk/aro/main/info/content.htm?id=http://www6.cityu.edu.hk/aro/EventShow3.aspx?code=20131018marathonA
http://www6.cityu.edu.hk/aro/apps/uevents/uevents.aspx
http://www6.cityu.edu.hk/aro/apps/uevents/uevents.aspx
http://funnyvivek.com/
http://www.cb.cityu.edu.hk/media/events/Forthcoming/


  

 

 At 20 years of age, he founded his first event produc-
tion company; at 22 years of age, he owned five different, yet 
inter-related, companies; and now at 28, he is studying in the 
DBA program at City University of Hong Kong (CityU). His 
name is Timothy Wong (Tim), the youngest Doctor of Business 
Administration (DBA) student amongst his classmates and 
owner of five sizable businesses. 
 
 Reflecting on his teen years, Tim observes that his cur-
rent success required hard work and dedication. After re-
peating Form 7, Tim knew that he needed to do more in order 
to get better grades, and so he made a commitment to his sec-
ondary school teacher, promising that he would study by him-
self at school every weekday until 6 pm. As a result of a year of 
persistence, he became the top student of his grade in the 
school examination. Although this effort did not pay off in the 
public examination, he was admitted to the City U Associate 
Degree Programme.  

 
 

Youngest DBA StudentYoungest DBA StudentYoungest DBA Student 
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“Every success is built upon the trust and genuine relationships between people. 

Be true and be sincere in your treatment of everyone.” – Timothy Wong 
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Timothy Wong Doctor of Business Administration Candidate 

Contact: timothywck@hotmail.com  

 
Turning Point 
 

 Tim believes every success is built upon the 
trust and genuine relationships between people and 
“connections” have been the key ingredient for him 
in setting up five companies. While attaining his Asso-
ciate Degree, Tim also did six part-time jobs, where 
he was able to establish his network in the marketing 
industry. At the end of Year 1, he started his own 
company in the field after only six months of working 
at an event production company. Soon after, Tim 
opened three new companies, each with an essential 
role in creating memorable events: an audio produc-
tion company, a modelling agency, and a design com-
pany. 
 

Trying Something New 
 

 Aside from his event management companies, 
Tim was also open to opportunities in other business 
areas. When one of Tim’s business partners recog-
nized an innovative air purifying system with unique 
patented technology from the United States, Tim, 
who, at that time, was not yet an expert in the field 
of air purification, became determined to capture the 

opportunity provided by the booming air purifi-
cation markets in Hong Kong and Asia. With his 
extensive experience in the marketing field and 
his demonstrated entrepreneurship, his business 
plan was approved by the U.S. company, and 
Tim set up a business which became the sole 
distributor of the brand in Hong Kong and Ma-
cau. Through his team’s effort and enthusiasm, 
the success of the company has since been 
acknowledged by its U.S. parent and it has be-
come the Asian representative of the brand. This 
story demonstrates that we should never hesi-
tate to try something new.  
 
 Tim’s experience leads the reader to con-
sider a few questions: What have you been do-
ing for the past 5 years? What have you learned 
and what are the key outcomes? What are your 
plans for the coming year, five years, or ten 
years? 

It’s time for us to reflect and  
ponder our next steps. 

http://www.cb.cityu.edu.hk/dba/
http://www.cb.cityu.edu.hk/dba/
http://www.cityu.edu.hk/cccu/
http://www.cityu.edu.hk/cccu/


  

 

 I graduated from the Master of Science in 

Marketing in 2012 and am now working at Bosch, 

a leading global supplier of technologies and ser-

vices in Shanghai.  

 

 At the workplace, there are two important 

factors that contribute to efficient productivity: 

diligence and intelligence, but their importance 

are at times over-emphasized. You expect your 

colleagues to carry out work in an efficient manner 

at all times. However, in most cases, work flow 

may not run smoothly. I propose a third productiv-

ity factor: Team Unity. 

 Part of my responsibility as a product man-
agement specialist in Bosch is to devise and imple-
ment cost-saving ideas on our products. The goal 
is to find out cost-efficient, yet technically high 
standard solutions for auto components. Often 
times, several ideas may later evolve into long pro-
jects requiring extensive collaborative efforts from 
different departments. The coordination among 
project teams is comprehensive and intertwined. 
 
 As a newcomer, I acquired tools and pro-
cesses that help me to define my project clearly. 
But soon I found out that mere toolkits may not be 
sufficient to perform the work. My project team, 
comprising members from different departments, 
is often under pressure. Their projects, usually run 

on tight schedules, have to adhere to high safety 
standards at all times. The pressure can at times be 
overwhelming and even drive people nuts. 
 
 While maintaining a work-life balance is pre-
ferred, with such tight schedules, almost-
unattainable targets, and limited manpower, it is 
not uncommon to only focus on work and neglect 
all personal matters.  
 
 The situation worsens at my workplace 
when someone fails to meet intermediate targets. 
For example, one team member may report the 
matter directly to senior management and rely on 
authority to solve the problem without consulting 
other team members. This has the likelihood of pro-

moting vengeful thoughts or defensive actions in 
the “victim.” Undoubtedly, this will adversely affect 
the team’s productivity and efficiency.   
 
 Only thinking about oneself and one’s own 
benefits can never yield a win-win situation. In-
stead, if we actually try to understand other team 
members, be it their reasons, their schedule, their 
difficulties, and resolve the problems collaboratively 
to yield a more efficient outcome. Team Unity is 
indeed the “third” important productivity factor. 
Therefore, we should always “look after” each oth-
er’s back when it comes to team work. Overall, dili-
gence, intelligence, and team unity are all essential 
to high productivity. 
 

I propose a third productivity factor:  

Team Unity. 
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The “Third” ProductivityThe “Third” ProductivityThe “Third” Productivity   

Sheng Qing 

Words of advice 

Team work is about caring for and looking after 

your team members. This is when trust relation-

ships are formed and you will be surprised at 

the “reward” that awaits you in the future. The 

bonding not only promotes a positive atmos-

phere, but also creates a synergistic team. The 

key is to understand and pay attention to oth-

ers’ obstacles and find a mutually beneficial so-

lution. – Sheng Qing 

Master of Science in Marketing   

Contact: shengqing226@gmail.com  

 

Written by Sheng Qing, revised by editor 

http://www.bosch.com/en/com/bosch_group/business_sectors_divisions/business_sectors_divisions_2.html


  

 

Frankie Chen 

 

Online identityOnline identityOnline identity   
 “I will ‘Facebook’ you.” or “Let me 

‘Google’ It.” are lines often heard from teenag-

ers and young adults of this digital generation. 

We love to share and let people know what we 

are doing on social media whenever and wher-

ever we are. We became more and more de-

pendent on the Internet than ever before. But 

as a marketer myself, there is much to learn 

about the rules of the Internet. 

 “Your duty is to develop a channel 

where consumers can purchase our products 

conveniently.” This was what my Assistant Gen-

eral Manager told me on my first day of work as 

a marketing officer at Hong Thai Travel Services 

Ltd. There is no doubt that the solution would 

be “Develop an online purchasing channel.” But 

this solution takes a lot of manpower and brain 

juice to implement. Developers would have to 

write a bug-free online purchasing system to 

ensure the smooth operation and user-

friendliness of the virtual platform.   

On the other hand, free social media channels 

such as YouTube is also powerful for brand mar-

keting. For instance, short film is a new method 

for low cost promotions. As this would be the 

fastest and easiest way to directly communicate 

with consumers, why not try it? 

 

“Whatever you do 

in the virtual 

world, just remem-

ber to make your-

self available 

24/7.”  
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Best posting time 

Irrespective of the social media channel you are 

using, based on customer behavior, you should 

know when the best time for posting is. In Hong 

Kong, hours before work (around 8:45am-9:30am), 

and after work (5:30pm-7:00pm) are the best 

times. Statistically, these postings would reach the 

greatest impressions given your target audience is 

office employees. Sometimes lunch hour is also a 

good time, but remember to keep your messages 

short. Visual and / or video format are / is pre-

ferred over text. 

Frankie Chan, Master of Science in Marketing  

Contact: 86frankie@gmail.com  

Written by Frankie Chan, revised by editor 

Online identityOnline identityOnline identity   

“Pamper” your social media 24/7 

There is only one simple task if you are plan-

ning to open social media accounts. Concur-

rently, it can also be challenging to treat your 

accounts like babies and watch them 24/7. 

There is no faster way than this method to 

make them grow exponentially.  

http://www.hongthai.com/tc/home.html
http://www.hongthai.com/tc/home.html


  

 

Who would ever think a part-time 
promoter for a computer store in Sham 
Shui Po Computer Centre could turn into a 
gaming industry tycoon in less than five 
years? This is an age in which opportuni-
ties are always open for people who are 
well prepared. Perseverance is the key to 
success.  

 

Leo Laung is a graduate of the 
Master of Science in Marketing pro-
gramme of the College of Business. In the 
summer of his top-up degree, Leo helped 
out during a four-day computer festival, 
which inspired him to work as a part-time 
promoter for a computer company in 
Sham Shui Po. This marked the start of his 
career in the gaming industry. Leo has 
since joined Steelseries, a leading manu-
facturer of professional gaming mice, 
headsets, keyboards and other peripherals 
for computers. He is responsible for prod-
uct distribution, licensing, and market 
share growth in Hong Kong.  

 

The gaming market has been rap-
idly expanding in Asia over the last five 
years which has resulted in a change in 
the professional gaming accessories indus-
try. This environment of growth is well-
matched to Leo’s extraordinary business 
instincts. Leo is optimistic about expand-
ing the gaming market together with 
Steelseries’ competitors to achieve a win-

win situation. To this end, Leo has adopted an innovative reverse marketing strategy in his 
work; a model where end users give feedback via word-of-mouth to the public, which then induc-
es further purchase. He took initiatives and explored the unknown, the uncertainty which is es-
sential for every success. 

 

Leo’s future plan is to help Steelseries build a strong brand in Hong Kong and sees that 
China has great market potential in the gaming industry. Although this plan may seem ambitious 
to others, Leo believes that one should aim high and dream high, as expressed by Les Brown’s 
quote, “Shoot for the moon. Even if you miss, you’ll land among the stars.” 

 

Leo pursued higher education after a few years of full-time work to prepare himself for 
facing future challenges. He is sure that the Masters’ program he has completed can “take things 
to the next level.” Leo has a concrete vision of what he wants to do and he is very focused on 
doing it.  

““I  
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Opportunities are EverywhereOpportunities are EverywhereOpportunities are Everywhere 

Master of Science in Marketing 

Contact: leolaung@yahoo.com.hk  

 

Leo Laung 

“Learn to work hard and be able to work un-

der pressure. Set a goal and stick to it; you 

will receive some measure of success, but 

only if you persist. Nothing 

in this world can take the 

place of persistence. ”  

– Leo Laung  

” 

Written by Jieyi Yan, 
Student editor 



  

 

Dai, Apple, MSc Marketing 2010 

Hello, my name is Apple Dai, Mainland graduate of 

MSc Marketing 2010. Before the actual graduation 

ceremony, I was working at a decent firm with the 

Victoria harbour as my view. Thanks to Ms. Janis 

Wong of the Department of Marketing for helping 

me resolve my working permit issue.  

Life changes rapidly, just before my graduation 

ceremony and after one and a half month of work, 

I was forced to resign. I was upset and even 

thought of not attending my graduation ceremony, 

but I have faith in God and that God will prepare a 

way for me. 

My pastor invited me to teach Mandarin at the 

church that I attend. I found that many people 

wanted to learn Mandarin in Hong Kong. This was 

how I started my teaching career. I never thought I 

could become a teacher; I had stuttering when I 

was little. It became better as I grew up but still 

have some problems. My degrees are also not re-

lated to education, but with God's grace I became 

a Mandarin teacher. Now I am working at a pre-

school. What an incredible journey!  To me educa-

tion is not a job, it is the most honorable of all ca-

reers and it is my passion for which I have been 

truly blessed.  

I wanted to take Postgraduate Diploma in an edu-

cation program and needed a letter of reference 

from academic adviser. It was amazing; I coinci-

dently bumped into Professor Zhou Nan in Japan 

who taught me Brand Marketing at CityU. The 

world is so small. He was very kind to be my refer-

ence for future studies. Thank you Professor Zhou!    

I would like to take this opportunity to thank all 

the CityU MSc Marketing staff and my classmates. 

Thank you all for giving me great help and wonder-

ful memories. Wish you all the best! 
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Marshall, Desmond  

I'm currently working heavily on my multichannel business in China, especially in non-tier 1 cities. I am 

grateful for my studies in CityU, and would not mind coming back to CityU to help students, in strategic 

thinking and making connections. 

Class Notes 

Poon, Lok Ming (Louis)  

I am always proud of being CityU graduate! It is my honor to be the founding member of CityU Emi-

nence Society and also the first cohort of CityU DBA programme. CityU cohorts are always friendly and 

helpful in both my personal and working life! 

CB Alumni Updates 



  

 

Share your news with classmates and CB alumni! Fill us in on 

the highlights of your year - family, career, accomplishments, and interests! We'll 
publish your news in the "Class Notes" section of the CB Magazine and on the CB 
Alumni website. 

Jones Chan (MBA 2006) recently accepted his 

job offer as the CEO of XYZ company. He will be 

working at the head office in Sydney, Australia.  

Candy Lui (PhD in Management 2010) met her 

fiancé Andy Chiu at CityU during her 3-year PhD 

program. She and Andy will “tie the knot” this 

summer in Bali, Indonesia!  

 Miss. Anna Lee, College of Business  

. . . Editors 

Examples: 

Annie H. (BBA AC 1999) and her husband, Alex 

J., will be performing at the Chan Centre in June 

2013 at the University of British Columbia 

Acting Festival in Vancouver, BC, Canada.  

Simply email us your information (name, major, and grad year) and your 

news! Don't forget - you can attach photos to include with your write-up!  

 Ms. Jane Elizabeth McGettigan, Instructor at English Language Centre 

 Ms. Swee Gim Lauw, Instructor at English Language Centre 

 Miss. Jieyi Yan, Student editor 
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 Submit your story to us! — let us know your update and we’ll share 

it with other alumni (Website/ Alumni Focus E-Newsletter)  

 Refer a "lost" alumnus / alumna.  

 Join CB Alumni Volunteer Club — become an ambassador  and assist 

in CB events: Admission Interviewer, mentors, event coordinator, 
etc. 

Jones Chan (MBA 2006) recently accepted his 

job offer as the CEO of XYZ company. He will be 

working at the head office in Sydney, Australia.  

Call for Contribution 

 Miss. Anna Lee, College of Business  

. . . Editors Editor-In-Chief . . . 

mailto:cb.alumni@cityu.edu.hk?subject=CB%20Alumni-%20class%20note
http://www.cb.cityu.edu.hk/alumni/StayConnected
mailto:cb.alumni@cityu.edu.hk?subject=CB%20Alumni-%20refer%20a%20lost%20alumnus/%20alumna
http://cityucb.asia.qualtrics.com/SE/?SID=SV_0xhZ5KTzxOjaZA9


  

 

@City University of Hong Kong 

(852) 3442 6601 

CB.alumni@cityu.edu.hk 

http://www.cb.cityu.edu.hk/alumni/  

Vision 
To promote a spirit of unity and loyalty among graduates, 
faculty staffs, and students worldwide. 
 

Mission 

To advance the College with our former business students 
worldwide through meaningful programs, services, benefits, 
and communication. 

@CityU.CB 

@CityU_CB 

@香港城市大學商學院  

http://www.linkedin.com/edu/school?id=12874
mailto:CB.alumni@cityu.edu.hk?subject=CB%20Alumni%20Relations
http://www.cb.cityu.edu.hk/alumni/
https://www.facebook.com/CityU.CB?ref=ts&fref=ts
http://weibo.com/cbcityu

