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£41 Hui-Ju Wang

EDUCATION

Ph.D., Business Administration, Major: Marketingatddnal Chengchi University

RESEARCH INTERESTS

1. Marketing Management 4. Consumer Behavior

2. Green Branding 5. City Branding

3. Innovation Adoption 6. Network Analysis

COURSESTAUGHT

1. Marketing Management 4. Seminar in Ocean Business Management
2. Consumer Behavior 5. Internet Marketing

3.  Management

ACADEMIC SERVICES
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Reviewer of 2021-2022 Internet Research (SSCI)

Reviewer of 2022 Open House International (SSCI)

Reviewer of 2021 Journal of Business Ethics (SSCI)

Reviewer of 2019 Journal of Cleaner Production E5CI

Reviewer of 2018 Government Information Quarte8$Cl)
Reviewer of 2018 Computers in Human Behavior (SSCI)
Reviewer of 2018 1 £ 4¢ (TSSCI)

Reviewer of 2017 Government Information Quarte8$Cl)
Reviewer of 2015 International Journal of Publiawidistration (SSCI)
Reviewer of 2013-2014 Journal of Information Depat@nt (SSCI)
Reviewer of 2013 Journal of Public Administratioavikw (SSCI)
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PUBLICATIONSAND PRESENTATIONS

Journal Articles

1. Wang, H.-J. (2025). The drivers of intimacy toward social neeiased brand communities:
Perspective of attachment thedmternet Researci{(SSCI, 2024 impact factor =6.8; rank in
Business: 39/316; rank in Computer Science, InftionaSystems: 21/258; rank in
Telecommunications: 18/120 4 ¢ # 1 = & F 3 ¢ WA 42 & 1 7))

2. Wang, H.-J. (2024). Factors that influence adoption intentitmvgard smart city services among
users.information Technology & Managemehttps://doi.org/10.1007/s10799-024-00429-y
(SSCI, 2024 impact factor =2.9; rank in Informat®cience & Library Science: 40/166; rank in
Management: 198/420f # ¢ ¥ = = 5 F* 330§ AR B 42 & 8 7))

3. Wang, H.-J. (2023). Smart city branding vision: Multiple stakdéder perspectivesnnovation:
The European Journal of Social Science Resedré&b, https://doi.org/10.1080/1351161
0.2023.2296384 (SSCI, 2023 impact factor =1.6; arkociology: 97/217)

4. Wang, H.-J. (2022).Understanding reviewer characteristics in onlingen@s via network
structural positionsElectronic Markets32, 1311-1325(SSCI, 2022 impact factor =8.500; rank
in Business: 32/154, rank in Management: 34/2BFf ¢ ¢ 32 - & ¥ 3530 ¢ ILAR 38 42 & 8 7))

5. Wang, H.-J. (2022). Market segmentation of online reviewsetwork analysis approach.
International Journal of Market Research,(6% 652-671. (SSCI, 2022 impact factor =3.0, rank
in Business: 112/154)

6. Wang, H.-J. (2021). Antecedents of behavioral intentions f@eg city touristsEnvironment,
Development and Sustainabiliol: https://doi. org/10.1007 /s10668 -021- 01440€IES 2020
impact factor =3.219; rank in Green & Sustainalieesce & Technology: 31/44, rank in
Environmental Sciences: 126/274)

7. Wang, H.-J. (2020). Adoption of open government data: perspestof user innovators.
Information Researct25(1), paper 849. (SSCI, 2020 impact factor =0.780knn Information
Science & Library Science: 68/86)

8. Wang, H.-J., & Lo, J. (2020). Factors influencing the adoptajropen government data at the
firm level. IEEE Transactions on Engineering Manageméii(3), 670-682. (SSCI, 2020 impact
factor =6.146; rank in Business: 45/153, rank imigement: 59/226, rank in Engineering,
Industrial: 12/49; 4L ¢ # 12 - /M 4 A (T ¥ A E 2 AL ED 7))

9. Wang, H.-J. (2019). Green city branding: perceptions of mutistakeholderslournal of
Product & Brand Managemei28(3), 376-390. (SSCI, 2019 impact factor =1.832krizn
Business: 110/152, rank in Management: 161/226)

10.Wang, H.-J. (2017). A brand-based perspective on differemmatf green brand positioning: A
network analysis approacklanagement Decision5(7), 1460-1475. (SSCI, 2017 impact factor
=1.525, rank in Business: 93/140; rank in Managdntg1/210)

11.Wang, H.-J. (2017%. Determinants of consumers’ purchase behaviouatdsvgreen brand$she
Service Industries Journg®7(13-14), 896-918. (SSCI, 2017 impact factor =1.288Kk in
Management: 157/210)

12.Wang, H.-J. (2016). Green brand positioning in the online emvnent.International Journal of
Communication10, 1405-1427. (SSCI, 2016 impact factor =1.498, rianBommunication:
25/79)

13.Wang, H.-J., & Horng, S.-C. (2016). Exploring green brand assttons through a network
analysis approactPsychology & Marketing33(1), 20-35. (SSCI, 2016 impact factor =2.000,
rank in Business: 59/121; rank in Psychology, Agili29/80; B #+ ¢ & 1= = & F* {7 41 ¢ 145 &
fa g )

14.Wang, H.-J., & Lo, J. (2016). Adoption of open government dataong government agencies.
Government Information Quarterl@3(1), 80-88. (SSCI, 2016 impact factor =4.090, ramk
Information Science & Library Science: 5/85)



15.Wang, H.-J. (2015). A new approach to network analysis for drpasitioningInternational
Journal of Market Research7(5), 727-742. (SSCI, 2015 impact factor =0.697krnanBusiness:
95/120)

16. 2%, # L34 2 &3, & 7120 (2014). s s T e ifvg By @ i@ ¥ BB A 4T,
7 /;w}lﬂ 7 12(3), 283-300

17.Wang, H.-J., & Lo, J. (2013). Determinants of citizens’ intéatuse government websites in
Taiwan.Information Developmen29(2), 123-137. (SSCI, 2013 impact factor =0.440kran
Information Science & Library Science: 57/84)

18. 1 LiF~ B g ~ 2 4~ 5. (2013a). refy B scdicdp & L B 4 g% B for . F7
/31 /¥, 57(10), 63-69. (CSSCI)

19.F L3~ BF ~ 2 £% > 7 5. (2013b). B'Z sl B 2 W Iina- 4. £ + 7%, 6, 16-
25. (CSSCl)

Conference Papers (Selected)

1. Lo, J. &Wang, H.-J. (2024).Exploring Al technology adoption in higher eduoatusing self-
determination theoryPaper presented at the 8th International Conferendducation and
Multimedia Technology (ICEMT 2024), Tokyo, Japan.

2. Wang, H.-J. (2023, July).The value of smart city branding during the COMI®pandemic:
perceptions of different customer groupsiper presented at the International Conference o
Innovation and Management (IAMs), Osaka, Japan.

3. Wang, H.-J. & Lo, Jin (2019, August)Vision of smart city brandind?aper presented at the
International Conference on Education, Psycholagy, Social Sciences (ICEPS), Tokyo,
Japan.

4. Wang, H.-J. & Lo, Jin (2018, August)Factors influencing the use of open governmerd dat
among user innovators at the firm leviebper presented at the International Conference o
Science, Social Science and Economics (IC3SE), IBdgd hailand.

5. Wang, H.-J. (2017, July)Exploring Green city branding from the perspectigésultiple
stakeholdersPaper presented at the International Conferendermvation and Management
(IAM 2017 summer), Osaka, Japan.

6. Wang, H.-J. & Lo, Jin (2017, Feb)Determinants of open government data adoption gmnon
business organization®aper presented at the International Conferendermvation and
Management (IAM 2017 winter), Tokyo, Japan.

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

8. , WA B, & 2 E%. (2014, May). - WG R A R A
#Wé’ g7 4 3 FRpeTist 17 Paper presented at the 2044: % = £ 7528 &> X F 5% 4 78} &
¢ (TASPAA) W%zt ¢ Msthrsi@r 28 7 | A4 1 kin+ & o

9. HhFE- By 3 3 &3 (2013, November)szfff"’%;7"”7"::'7’7%/‘6 Lrpe o P e
2B R AN 7 g A f‘w? ¥ - B Open Dataf i34 € > &4 @ LA o

10. Yang, T.-M., Lo, Jin.Wang, H.-J., & Shiang, J. (2013, Octppen data development and
value-added government information: Case studi@saof/an e-GovernmenlPaper presented
at the 7th International Conference on Theory ardtite of Electronic Governance
(ICEGOV), Seoul, Korea.

11. Horng, S.-C., &Vang, H.-J. (2013, July)Cultural origins of green brands and characteristic
of green brand associationBaper presented at the 2013 International Camferen Business
and Information (BAI), Bali, Indonesia.

12. Horng, S.-C., &Vang, H.-J. (2012, March)Green brand positioning in the online
environmentPaper presented at the 2012 International Camferen e-Commerce, e-
Administration, e-Society, e-Education, and e-Tetbgy, Hong Kong.
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20.
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Wang, H.-J. (2011, November)Autotelic motivations of self-disclosure in randeitieo chat
rooms Paper accepted for the International Conferem@usiness and Management and
Information Sciences (ICBMIS 2011), Naresuan Ursitgr Phitsanulok, Thailand.

Wang, H.-J., & Lo, J. (2011, November A heuristic-systematic model in online support
communitiesPaper accepted for the World Congress on Susiaifi@chnologies (WCST
2011), London, UK.

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

Wang, H.-J. (2011, June)-low experiences in a random video chat room: Aogtaphic
study Paper accepted for the Second Asian ConferenteeoBocial Sciences (ACSS 2011),
Osaka, Japan.

Wang, H.-J., & Lo, J. (2010, Novemberxploring citizens’ intention to use government
websites in taiwan: An empirical studyaper presented at the 12th International Coméeren
Information Integration and Web-based Applicati@Services (iiWAS 2010), University of
Paris 8, France.

Shiang, J., Lo, J., &/ang, H.-J. (2010, October)Transparency in e-governandeaper
presented at the 4th International Conference @oifyhand Practice of Electronic Governance
(ICEGOV), Beijing, China.

Warden, C., &\Vang, H.-J. (2007, June)Construction & study of consumer behavior in a
virtual social space with increasing levels of coenoral presencePaper presented at the
INFORMS Marketing Science Conference, Singaporeagdament University, Singapore.

RESEARCH PROJECTS

Nat

ional Science and Technology Council

1. Wang, H.-J. (2023.8-2026.7). City Brand Intimacy$(® &% % &).
2. Wang, H.-J. (2021.8-2024.7). The Value of Smart City Brandilging the COVID-19

Pandemic: Perceptions of Different Customer Grqup& 33 # &% B AT% 9 Wi (7 8 fF i}
B FAR P

3. Wang, H.-J. (2020.8-2022.7). A Sense of Yuan toward a Brarn CToncept, Antecedents, and

Consequenceswi % g * F£A ~ w0 F] ~ B 2K,

4. Wang, H.-J. (2018.08.01-2021.07.31). Vision of Smart City Biangy: Perspectives of Different

Users (FEs+ M 7.7 i # ;F'k L BE).

5. Wang, H.-J. (2016.04.01-2018.07.31). Green City Branding: Bgtions of Multiple

Stakeholdersi§ ¢ 57 549: % € 41T B %2 4 chae ).

6. Wang, H.-J. (2016.08.01-2018.01.31). Determinants of Open Guwent Data Adoption among

Business Organizationgs (¥ ‘e sk * B 3 po i 3ok ik T 5] ).

7. Wang, H.-J. (2012.08.01-2013.07.31). Construction and AnalgéiGreen Brand Associations

(% &R e R g A 49).



