	Credit HoursAcademic Teaching Details


	48 credit hours (one credit hour is 45 minutes)
	Language of Instruction
	English

	Course
Objectives
	1. To understand the development logic, governance models, and core application scenarios of big data and artificial intelligence in China, thereby developing academic analytical skills to compare digital strategies between China and Europe. 
2. To gain an intuitive understanding of the operational mechanisms of China's digital economy through corporate visits and case studies, and to combine theoretical knowledge with industrial practice to propose feasible analytical recommendations. 
3. To understand the implementation pathways of big data technologies in typical scenarios such as smart cities, cross-border e-commerce, and fintech, and to establish a systematic mindset that integrates "technology, business, and society."

	Course
Description
	The course will invite renowned scholars from China and abroad to deliver keynote lectures and organize academic seminars. The curriculum is structured around three pillars—algorithms, data, and behavioral science—to deconstruct modern paradigms in the platform economy, brand management, supply chain, and financial decision-making, emphasizing the deep integration of technology and business strategy.

	[bookmark: _Hlk217981640]Course Requirements: knowledge in Data Science, Finance and Marketing or related fields

	Teaching Methods: 1. Lectures 2. Case study analysis

	Course Director's Academic Background: 
-Yukun Cheng, Ph.D., Professor and Doctoral Supervisor, School of Business, Jiangnan University
Prof. Cheng serves as a Board Member and Deputy Secretary-General of the Operations Research Society of China (ORSC), Secretary-General of the Technical Committee on Blockchain of the China Society for Industrial and Applied Mathematics (CSIAM), Vice Chair of the Technical Committee on Computational Economics of the China Computer Federation (CCF), and Board Member of the Operations Research Society of Jiangsu Province. She is also a member of the editorial boards for journals including Operations Research Transactions, Operations Research and Management Science, Journal of Dynamics and Games, and Blockchain.
Her primary research interests include Digital Economics, Algorithmic Game Theory, and Operations Research and Optimization. She has presided over or participated in more than 10 projects funded by the National Natural Science Foundation of China (NSFC). Prof. Cheng has published over 80 high-level academic papers in top international journals and conferences, including MOR (Mathematics of Operations Research, Top journal in OR), GEB (Games and Economic Behavior, Top journal in Game Theory), IEEE TCC, IEEE TC, TCS, as well as top conferences in Computational Economics (EC, WINE, WWW), Blockchain (FC 2022), and Artificial Intelligence (IJCAI). She holds two invention patents.
Prof. Cheng has been selected for several prestigious talent programs, including the "Science and Technology Vice President" of Jiangsu Province, the Academic Leader of the "Qinglan Project" of Jiangsu Universities, the Outstanding Young Backbone Teacher of the "Qinglan Project" of Jiangsu Universities, and is a Category A "Zhishan Scholar" of Jiangnan University.
Her accolades include the Third Prize of the 18th Philosophy and Social Science Outstanding Achievement Award of Jiangsu Province and the Third Prize of the 2021 Science and Technology Research Achievement Award of Jiangsu Higher Education Institutions. Additionally, she serves as a member of the Wuxi Municipal Committee's Lecture Group for the Spirit of the Third and Fourth Plenary Sessions of the 20th CPC Central Committee.
- Krista Li, a professor of Marketing, Doctoral Program Coordinator in Kelley School of Business, Indiana University, USA
Prof. Krista Li is an expert at the intersection of quantitative modeling, consumer psychology, and business strategy. She specializes in influencer and social media marketing, AI and digital transformation, pricing strategy, and behavioral economics. She has published numerous research papers in leading business journals and served as an Associate/Senior Editor for Marketing Science, Journal of Marketing, Decision Science, and Production and Operations Management. She is an invited speaker at more than 60 top universities worldwide. Her honors include Marketing Science Institute Young Scholar, the Inaugural Marketing Science Service Award (2022), and the Marketing Science Associate Editor Award (2024).

	Members of Teaching Team

	Name
	Professional Title
	Department

	Yukun Cheng
	Professor
	Department of Management Science and Engineering, School of Business, Jiangnan University

	Krista J. Li
	Professor
	Department of Marketing, Kelley School of Business, Indiana University, USA

	Zhenfeng Ma
	Associate Professor
	Department of Marketing, School of Business, Jiangnan University

	Lei Xu
	Associate Professor
	Department of Management Science and Engineering, School of Business, Jiangnan University

	Yanyu Zhang
	Lecturer
	Department of Accounting, School of Business, Jiangnan University

	Course Schedule:
Lecture 1: Applications of Algorithmic Game Theory in the Platform Economy
In the current digital age, we interact with algorithms every moment—from the dispatching logic of food delivery
apps to the dynamic pricing of ride-hailing services, and from personalized recommendations on e-commerce sites to keyword auctions in search engines. Behind these phenomena lies the intersection of mathematics, computer science, and economics: Algorithmic Game Theory (AGT).
This lecture is designed to unveil the underlying logic of the platform economy for international students from multidisciplinary backgrounds. You will explore how "Mechanism Design" allows platform architects to balance efficiency and fairness when "Rational Economic Agents" encounter "Complex Algorithms." Moving beyond dry formulas, this lecture uses real-world case studies (e.g., Uber, Amazon, TikTok) to analyze: How do algorithms affect market equilibrium? How can Nash Equilibrium solve resource allocation problems? And in a data-driven era, how can you build an "Algorithmic Ecosystem for Good"?
Lecture 2: Research in Marketing
Marketing research explores how consumers interact with products, brands, and markets to uncover insights that shape business strategy. This lecture will introduce foundational research methods and discuss emerging trends—from digital analytics to behavioral science—that are transforming how marketers understand and influence customer decision-making. Join us to learn how to design and execute impactful research that drives innovation and growth.
Lecture 3: Empowering Brand Management with AI and Data Analytics
In today’s digital landscape, building a powerful brand requires more than intuition. This lecture is designed to explore how artificial intelligence and data analytics are revolutionizing brand strategy—no technical background required. You will move beyond theory to see how brands leverage these tools to truly understand consumers, personalize experiences, and make smarter, faster decisions.
Through case studies, you will uncover how AI deciphers consumer sentiment from social media, how data predicts market trends, and how analytics optimizes everything from ad campaigns to product innovation. You will also be introduced to a selection of accessible, real-world platforms and tools used by professionals for social listening, competitive analysis, and performance tracking.
This lecture will equip you with a forward-thinking mindset, connecting cutting-edge technology to core marketing principles. Leave with actionable insights into how the fusion of data, AI, and creativity is shaping the future of brand building and management on the global stage.
Lecture 4: Cross-border and Omnichannel Supply Chain
This lecture focuses on building robust global supply chains for cross-border and omnichannel demands. You begin with cross-border omnichannel challenges—logistics delays, regulatory hurdles—and how proactive supplier/vendor management mitigates risks: key practices for selecting, collaborating with, and monitoring partners to ensure reliability. Next, you cover IT tools’ role in supply chain workflows: simple, impactful digital solutions that improve tracking, communication, and decision-making. You will also connect these elements to using data insights (from advanced analytics) to refine operations over time, whether adjusting to market shifts or optimizing cost-efficiency.
Lecture 5: From Lab to Market: Behavioral Biases, Big Data, and Smarter Financial Decisions
Traditional finance assumes rational actors, but human decisions are often driven by cognitive biases and emotions. How can you measure these elusive forces at scale? This lecture bridges the worlds of experimental economics, behavioral finance and big data analytics. You will explore how the controlled, causal insights from laboratory experiments provide the essential "theory" and "behavioral fingerprints" for interpreting massive, real-world financial datasets. You will learn how techniques like natural language processing (NLP) can quantify investor sentiment from social media, how machine learning models can detect patterns of herd behavior or overreaction in trading data, and how large-scale field experiments are conducted by fintech platforms. Ultimately, this lecture will show that combining the "why" from experiments with the "what" from big data is the key to building more realistic models of markets, designing better financial products, and making more informed decisions.
Lecture 6 and 7 (To Be Determined)

	Grading & Evaluation

	Control forms
	Weight in the course grade

	Attendance
	30%

	Attendance and active participation in classes
	30%

	Final presentation
	40%

	Total
	100%




	Teaching References (Including author, title, publisher, publishing time,ISBN):
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