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EDUCATION 
 Ph.D., Business Administration, Major: Marketing, National Chengchi University 

 
    RESEARCH INTERESTS 

1. Marketing Management 
2. Green Branding 
3. Innovation Adoption 

4. Consumer Behavior 
5. City Branding 
6. Network Analysis 

 
    COURSES TAUGHT 

1. Marketing Management 
2. Consumer Behavior 
3. Management 

 

4. Seminar in Ocean Business Management 
5. Internet Marketing 
 

    ACADEMIC SERVICES 

1. Reviewer of 2021-2022 Internet Research (SSCI) 
2. Reviewer of 2022 Open House International (SSCI) 
3. Reviewer of 2021 Journal of Business Ethics (SSCI) 
4. Reviewer of 2019 Journal of Cleaner Production (SCIE) 
5. Reviewer of 2018 Government Information Quarterly (SSCI) 
6. Reviewer of 2018 Computers in Human Behavior (SSCI) 
7. Reviewer of 2018ᆅ౛Ꮲൔ (TSSCI)                                       
8. Reviewer of 2017 Government Information Quarterly (SSCI) 
9. Reviewer of 2015 International Journal of Public Administration (SSCI) 
10. Reviewer of 2013-2014 Journal of Information Development (SSCI) 
11. Reviewer of 2013 Journal of Public Administration Review (SSCI) 

 
    HONORS AND AWARDS 

1. ୯ҥᆵ᡼ੇࢩεᏢ 112ᏢԃࡋଣભᓬؼᏤৣ 
2. ୯ҥᆵ᡼ੇࢩεᏢ 112ᏢԃۯࡋᡙϷ੮Ր੝ਸᓬذΓω 
ᏤᏢғᕇࡰ .3 110ԃמࣽࡋ೽ε஑Ꮲғࣴزीฝံշ 
4. 2018ǵ2019ԃࣽמ೽ံշε஑ਠଣࣴزዛᓰ 
5. 2014ǵ2015ǵ2016ԃഋЎ፣௲௤ࣴزണрइۺዛ 
6. 2014஖ຫፕЎε፞ᓬ฻ፕЎዛ 
7. 2013଄იݤΓࡹεᏢೌว৖୷ߎ཮ੀξᏢೌዛᏢߎ 
8. 2012଄იݤΓࡹεᏢೌว৖୷ߎ཮ֆ๥ЎണрፕЎዛ 
9. 2012୯ࣽ཮ዛᓰΓЎᆶޗ཮ࣽᏢሦୱറγংᒧΓኗቪറγፕЎ 
10. 2008 INGӼੀӄ୯ᆅ౛ፕЎዛՉᎍᆅ౛ᜪᓬയ 
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II 

PUBLICATIONS AND PRESENTATIONS 

   Journal Articles 
1. Wang, H.-J. (2024, accepted). Factors that influence adoption intentions toward smart city 

services among users. Information Technology & Management. (SSCI, 2022 impact factor =2.4; 
rank in Information Science & Library Science: 46/84, rank in Management: 189/227) 

2. Wang, H.-J. (2023, accepted). Smart city branding vision: Multiple stakeholder perspectives. 
Innovation: The European Journal of Social Science Research. (SSCI, 2022 impact factor =2.0; 
rank in Sociology: 79/149) 

3. Wang, H.-J. (2022). Understanding reviewer characteristics in online reviews via network 
structural positions. Electronic Markets, 32, 1311–1325. (SSCI, 2022 impact factor =8.500; rank 
in Business: 32/154, rank in Management: 34/227; ୯ࣽ཮ᆅ౛ΒᏢߐၗૻᆅ౛ሦୱ௢ᙚයт) 

4. Wang, H.-J. (2022). Market segmentation of online reviews: a network analysis approach. 
International Journal of Market Research, 64(5), 652–671. (SSCI, 2022 impact factor =3.0, rank 
in Business: 112/154; ୯ࣽ཮ᆅ౛ΒᏢߐՉᎍᆅ౛ሦୱ௢ᙚයт) 

5. Wang, H.-J. (2021). Antecedents of behavioral intentions for green city tourists. Environment, 
Development and Sustainability. DOI: https://doi. org/10.1007 /s10668 -021- 01440-x (SCIE, 2020 
impact factor =3.219; rank in Green & Sustainable Science & Technology: 31/44, rank in 
Environmental Sciences: 126/274) 

6. Wang, H.-J. (2020). Adoption of open government data: perspectives of user innovators. 
Information Research, 25(1), paper 849. (SSCI, 2020 impact factor =0.780; rank in Information 
Science & Library Science: 68/86) 

7. Wang, H.-J., & Lo, J. (2020). Factors influencing the adoption of open government data at the 
firm level. IEEE Transactions on Engineering Management, 67(3), 670-682. (SSCI, 2020 impact 
factor =6.146; rank in Business: 45/153, rank in Management: 59/226, rank in Engineering, 
Industrial: 12/49; ୯ࣽ཮ᆅ౛ΒᏢߐғౢբ཰ᆅ౛ᆶीໆБݤሦୱ௢ᙚයт) 

8. Wang, H.-J. (2019). Green city branding: perceptions of multiple stakeholders. Journal of 
Product & Brand Management, 28(3), 376-390. (SSCI, 2019 impact factor =1.832; rank in 
Business: 110/152, rank in Management: 161/226; ୯ࣽ཮ᆅ౛ΒᏢߐՉᎍᆅ౛ሦୱ௢ᙚයт) 

9. Wang, H.-J. (2017). A brand-based perspective on differentiation of green brand positioning: A 
network analysis approach. Management Decision, 55(7), 1460-1475. (SSCI, 2017 impact factor 
=1.525, rank in Business: 93/140; rank in Management: 131/210)  

10. Wang, H.-J. (2017). Determinants of consumers’ purchase behaviour towards green brands. The 
Service Industries Journal, 37(13-14), 896-918. (SSCI, 2017 impact factor =1.258, rank in 
Management: 157/210) 

11. Wang, H.-J. (2016). Green brand positioning in the online environment. International Journal of 
Communication, 10, 1405-1427. (SSCI, 2016 impact factor =1.498, rank in Communication: 
25/79) 

12. Wang, H.-J., & Horng, S.-C. (2016). Exploring green brand associations through a network 
analysis approach. Psychology & Marketing, 33(1), 20-35. (SSCI, 2016 impact factor =2.000, 
rank in Business: 59/121; rank in Psychology, Applied: 29/80; ୯ࣽ཮ᆅ౛ΒᏢߐՉᎍᆅ౛ሦୱ

௢ᙚයт) 
13. Wang, H.-J., & Lo, J. (2016). Adoption of open government data among government agencies. 

Government Information Quarterly, 33(1), 80-88. (SSCI, 2016 impact factor =4.090, rank in 
Information Science & Library Science: 5/85) 

14. Wang, H.-J. (2015). A new approach to network analysis for brand positioning. International 
Journal of Market Research, 57(5), 727-742. (SSCI, 2015 impact factor =0.697, rank in Business: 
95/120; ୯ࣽ཮ᆅ౛ΒᏢߐՉᎍᆅ౛ሦୱ௢ᙚයт) 

15. ᛥਕ, ླྀܿᒉ, ЦችૠЦችૠЦችૠЦችૠ, & ໨Ⴀ. (2014). ۬ࡹ໒ܫၗ਑ޑ฼ౣᆶࡷᏯǺ٬Ҕޣᢀᗺޑϩ݋. 
ႝη୘୍ࣴ300-283 ,(3)12 ,ز. 



III 

16. Wang, H.-J., & Lo, J. (2013). Determinants of citizens’ intent to use government websites in 
Taiwan. Information Development, 29(2), 123-137. (SSCI, 2013 impact factor =0.440, rank in 
Information Science & Library Science: 57/84) 

17. ླྀܿᒉǵᛥਕǵЦችૠЦችૠЦችૠЦችૠǵ໨Ⴀ. (2013a). ۬ࡹ໒ܫኧᏵᆶߞ৲ቚॶ:ᆵ᡼ޑ࿶ᡍᆶ௴Ң. კਜ
௃ൔπբ, 57(10), 63-69. (CSSCI) 

18. ླྀܿᒉǵᛥਕǵЦችૠЦችૠЦችૠЦችૠǵ໨Ⴀ. (2013b). ୯ሞ۬ࡹኧᏵ໒ܫჴࡼ౜߃ݩ௖. ႝη16 ,6 ,୍ࡹ-
25. (CSSCI) 

  Conference Papers (Selected) 
1. Lo, J. & Wang, H.-J. (2024). Exploring AI technology adoption in higher education using self-

determination theory. Paper accepted for the 8th International Conference on Education and 
Multimedia Technology (ICEMT 2024), Tokyo, Japan. 

2. Wang, H.-J. (2023, July). The value of smart city branding during the COVID-19 pandemic: 
perceptions of different customer groups. Paper presented at the International Conference on 
Innovation and Management (IAMs), Osaka, Japan. 

3. Wang, H.-J. & Lo, Jin (2019, August). Vision of smart city branding. Paper presented at the 
International Conference on Education, Psychology, and Social Sciences (ICEPS), Tokyo, 
Japan. 

4. Wang, H.-J. & Lo, Jin (2018, August). Factors influencing the use of open government data 
among user innovators at the firm level. Paper presented at the International Conference on 
Science, Social Science and Economics (IC3SE), Bangkok, Thailand. 

5. Wang, H.-J. (2017, July). Exploring Green city branding from the perspectives of multiple 
stakeholders. Paper presented at the International Conference on Innovation and Management 
(IAM 2017 summer), Osaka, Japan. 

6. Wang, H.-J. & Lo, Jin (2017, Feb). Determinants of open government data adoption among 
business organizations. Paper presented at the International Conference on Innovation and 
Management (IAM 2017 winter), Tokyo, Japan. 

7. Wang, H.-J. (2016, May). Differentiation of Green Brand Positioning: A Perspective of 
Network Analysis. Paper accepted for the 4th International Conference on the Social Science 
and Management (ICSSAM 2016), Osaka, Japan. 

8. ᛥਕ, ླྀܿᒉ, ໨Ⴀ, & ЦችૠЦችૠЦችૠЦችૠ. (2014, May). ۬ࡹ໒ܫၗ਑ຑ՗ࢎᄬޑว৖ᆶ߃ຑ:ύѧ
ᐒᜢᆶӦБޑ۬ࡹϩ݋. Paper presented at the 2014ԃѠ᡼ϦӅՉࡹᆶϦӅ܌س٣୍ᖄӝ

཮ (TASPAA) ୯ሞࣴ૸཮Ȩݯ۬ࡹ౛ᆶϦ҇Չ୏ȩ,ᆵчǺ఩ԢεᏢǶ 
9. ླྀܿᒉǵᛥਕǵ໨ႠǵЦችૠЦችૠЦችૠЦችૠ. (2013, November). ۬ࡹ໒ܫၗ਑ޑ౜ݩᆶࡷᏯǺύѧᆶ

ӦБޑ۬ࡹКၨϩ݋Ǵวܭ߄ಃ΋ۛ Open DataᏢೌࣴ૸཮ǴᆵчǺ༝ξ໭۫Ƕ  
10. Yang, T.-M., Lo, Jin., Wang, H.-J., & Shiang, J. (2013, Oct). Open data development and 

value-added government information: Case studies of Taiwan e-Government. Paper presented 
at the 7th International Conference on Theory and Practice of Electronic Governance 
(ICEGOV), Seoul, Korea. 

11. Horng, S.-C., & Wang, H.-J. (2013, July). Cultural origins of green brands and characteristics 
of green brand associations. Paper presented at the 2013 International Conference on Business 
and Information (BAI), Bali, Indonesia. 

12. Horng, S.-C., & Wang, H.-J. (2012, March). Green brand positioning in the online 
environment. Paper presented at the 2012 International Conference on e-Commerce, e-
Administration, e-Society, e-Education, and e-Technology, Hong Kong. 

13. ᛥਕ, ໨Ⴀ, ᚑ΢න, & ЦችૠЦችૠЦችૠЦችૠ. (2011, May). ጕ΢ፕᏝᆶ۬ࡹၗૻϦ໒ǺЎ۔ᢀᗺޑϩ
ᖄӝ཮ (TASPAA)୯ሞࣴ܌سᆶϦӅ٣୍ࡹPaper presented at the 2011ԃѠ᡼ϦӅՉ .݋

૸཮Ȩࡌ୯ԭԃϦӅޑ٣୍ӣ៝ᆶ৖ఈȩ, ᆵчѱҥ௲ػεᏢޗ཮ᄤϦӅ٣୍ᏢسǴᆵ

ч. 



IV 

14. Wang, H.-J. (2011, November). Autotelic motivations of self-disclosure in random video chat 
rooms. Paper accepted for the International Conference in Business and Management and 
Information Sciences (ICBMIS 2011), Naresuan University, Phitsanulok, Thailand.  

15. Wang, H.-J., & Lo, J. (2011, November ). A heuristic-systematic model in online support 
communities. Paper accepted for the World Congress on Sustainable Technologies (WCST 
2011), London, UK. 

16. Lo, J., & Wang, H.-J. (2011, June). Electronic disclosure of government information in 
Taiwan: Implications for central and local governments. Paper accepted for the Second Asian 
Conference on the Social Sciences (ACSS 2011), Osaka, Japan. 

17. Wang, H.-J. (2011, June). Flow experiences in a random video chat room: A netnographic 
study. Paper accepted for the Second Asian Conference on the Social Sciences (ACSS 2011), 
Osaka, Japan. 

18. Wang, H.-J., & Lo, J. (2010, November). Exploring citizens’ intention to use government 
websites in taiwan: An empirical study. Paper presented at the 12th International Conference on 
Information Integration and Web-based Applications & Services (iiWAS 2010), University of 
Paris 8, France. 

19. Shiang, J., Lo, J., & Wang, H.-J. (2010, October). Transparency in e-governance. Paper 
presented at the 4th International Conference on Theory and Practice of Electronic Governance 
(ICEGOV), Beijing, China. 

20. Warden, C., & Wang, H.-J. (2007, June). Construction & study of consumer behavior in a 
virtual social space with increasing levels of commercial presence. Paper presented at the 
INFORMS Marketing Science Conference, Singapore Management University, Singapore. 

 
RESEARCH PROJECTS 

   National Science and Technology Council 
1. Wang, H.-J. (2023.8-2025.7). City Brand Intimacy ࠤ(ѱࠔจᒃஏࡋ).  
2. Wang, H.-J. (2021.8-2023.7). The Value of Smart City Branding during the COVID-19 

Pandemic: Perceptions of Different Customer Groups (ඵችࠤѱࠔจӧཥ߷ࢬݹޤՉය໔ޑሽ

ॶ:όӕ៝࠼ဂᡏޕޑ᝺).  
3. Wang, H.-J. (2020.8-2022.7). A Sense of Yuan toward a Brand: The Concept, Antecedents, and 

Consequences (ࠔจጔགǺཷۺǵ߻Ӣǵᆶ่݀).  
4. Wang, H.-J. (2018.08.01-2021.07.31). Vision of Smart City Branding: Perspectives of Different 

Users (ඵችࠤѱࠔจޑᜫඳ:όӕ٬Ҕޑޣᢀᗺ). 
5. Wang, H.-J. (2016.04.01-2018.07.31). Green City Branding: Perceptions of Multiple 

Stakeholders (ᆘՅࠤѱࠔจ:ӭख़ճ্ᜢ߯Γޕޑ᝺). 
6. Wang, H.-J. (2016.08.01-2018.01.31). Determinants of Open Government Data Adoption among 

Business Organizations (୘཰ಔᙃ௦Ҕ໒۬ࡹܫၗ਑ۓ،ޑӢન). 
7. Wang, H.-J. (2012.08.01-2013.07.31). Construction and Analysis of Green Brand Associations 

(ᆘՅࠔจᖄགྷࡌޑᄬᆶϩ݋).


