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ZHU, X, DONG, M.C,, GU, J. and DOU, W. (2017). How Do Informal Ties Drive Open Innovation? The Contingency
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Conference proceedings

LI, Q. and DOU, W. (2017). Like ad, like content: the use of content-based advertising in China's social media - A
content analytic study.

Conference presentations

FEUILLET, C., POULINGUE, G., DOU, W., OKOLI, C. and PAGANI, M. (2023). Axes de développement avec I'lA dans
une école globale. In: Symposium L'IA dans I'éducation. Montréal.
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