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1. Lin, Chin-Feng & Fu, C.S. (2020, January). Cognitive implications of experiencing religious

tourism: An integrated approach of means—end chain and social network theories. International
Journal of Tourism Research, 22(1). 71-80. [SSCI; IF=2.278; Ranking 21/52, Hospitality, Leisure,
Sport & Tourism; 2018] doi: 10.1002/jtr.2319

2. Lin, Chin-Feng, Fu, C.S. & Chi, T.H. (2020, January). Constructing a hybrid hierarchical value map
to understand young people’s perceptions of social networking sites. Behaviour & Information
Technology, 39(2), 150-166. [SSCI; IF=1.429; Ranking 8/16, Ergonomics; 2018]
doi:10.1080/0144929X.2019.1589576

3. Lin, Chin-Feng, Fu, C.S. & Chen, Y.T. (2019/04). Exploring customer perceptions toward different
service volumes: An integration of means—end chain and balance theories. Food Quality & Preference,
73(3), 86-96.[SCIL; IF=3.652; Ranking 13/133, Food Science & Technology; 2017]
doi:10.1016/j.foodqual.2018.12.007

4, Lin, Chin-Feng & Fu, C.S. (2018/11). Evaluating online advertising effect: An approach integrating
means-end conceptualization and similarity analysis. Electronic Commerce Research and
Applications, 32(Nov-Dec), 1-12. [SSCI; IF=2.911; Ranking 58/147, Business; 2018] [MOST # ¥
18 & # 7|] doi: 10.1016/j.elerap.2018.10.002

5.  Lin, Chin-Feng, Fu, C.S. & Li, C.C. (2018/01). Integrating means-end chains and the Kano model
to understand tourists’ cognitive structure toward leisure and recreational resources of suburban-
mountains. 4sia Pacific Journal of Tourism Research, 23(2), 183-199. [SSCI; IF=1.444; Ranking
35/52, Hospitality, Leisure, Sport & Tourism; 2018] doi: 10.1080/10941665.2017.1411376

6. Lin, Chin-Feng & Fu, C.S. (2018/06). Implications of integrating e-leisure constraints and means-

end hierarchies of young people’s perceptions toward video-sharing websites. Online Information
Review, 42(4), 355-371. [SSCI; 1F=1.928; Ranking 34/89, Information Science & Library Science;
2018] doi: 10.1108/0IR-03-2017-0091

7.  Lin, Chin-Feng & Fu, C.S. (2017/09). Advancing the laddering and critical incident techniques by
incorporating dramaturgical theory to reveal restaurant niches. Service Industries Journal, 37(13-14),
801-818. [SSCI; IF=1.258; Ranking 157/210, Management; 2017]
doi:10.1080/02642069.2017.1351551

8. Lin, Chin-Feng & Fu, C.S. (2017/02). Changes in tourist personal values: impact of experiencing
tourism products and services. Asia Pacific Journal of Tourism Research, 22(2), 173-186. [SSCI;
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IF=1.352;  Ranking  34/50,  Hospitality, = Leisure, Sport &  Tourism;  2017]
doi:10.1080/10941665.2016.1208670

Lin, Chin-Feng & Chuang, T.L. (2014/02). Exploring the Balance System of Consumer Perception
in Restaurant. International Journal of Qualitative Methods, 13, 527 [SSCI; 1F=2.257; Ranking
17/104, Social Sciences, Interdisciplinary; 2018] doi: 10.1177/160940691401300128

Lin, Chin-Feng & Huang, H.C. (2014/02). Exploring the key strategies of advertising appeal by
using the means-end chains. International Journal of Qualitative Methods, 13, 527-528 [SSCI;
[F=2.257; Ranking 17/104, Social  Sciences, Interdisciplinary; 2018] doi:
10.1177/160940691401300128

Lin, Chin-Feng (2014). Exploring the hotel service personnel's cognitive implications toward service
attributes and ethics. Human Factors and Ergonomics in Manufacturing & Service Industries, Vol.
24 No.1, 14-28. [SSCI; IF=0.862; Ranking 9/16, Ergonomics; 2013] doi:10.1002/hfm.20349

Lin, Chin-Feng, Shiu, H.J.,, & Wu, M.Y. (2012). Exploring the relationships between tourist
perceptions and the service quality of B&B. Journal of Travel & Tourism Marketing, Vol. 29 No. 6,
585-598. [SSCI; IF= 1.741; 12/44, Hospitality, Leisure, Sport & Tourism; 2015]doi:
10.1080/10548408.2012.703036

Lin, Chin-Feng (2012). The influence of consumer involvement, trust and loyalty on social

marketing and demarketing advertising. International Journal of Management and Administrative
Sciences, Vol. 1 No. 7, 1-9.
Lin, Chin-Feng (2012). The network and strategic perspectives of search engine. International

Journal of Academic Research, Vol. 4, No.3, pp. 34-41.

Lin, Chin-Feng (2012). Use of the similarity of cognitive variables to understand perception gap

between sellers and consumers. Interdisciplinary Journal of Research in Business, Vol. 2, No.1, pp.
35-42.

Lin, Chin-Feng (2011). Use of dynamic programming to improve the detection of means-end chains
from laddering data, Quality & Quantity, Vol. 45, No. 6, 1385-1396. DOI: 10.1007/s11135-010-9343-.
(SSCI Index) (R #* ¢ 3+ % 5L : NSC 95-2416-H-251-018-MY3)doi: 10.1007/s11135-010-9343-7

Lin, Chin-Feng, Hsieh, H.S. & Wang, H.F. (2011). Exploring the effective literal contents of exotic
restaurant websites. International Journal of Academic Research, Vol. 3, No.3, pp. 263-266.

Lin, Chin-Feng (2011). Ranking search results by integrating Google pagerank and user click-

through similarity analysis. Journal of Mathematics and Technology, Vol. 2. No.2, pp. 9-14.

Lin, Chin-Feng and Liao, Y.H. (2010). Guiding the content of tourism web advertisements on a
search engine result page. Online Information Review, Vol. 34 No. 2, pp.263-281. (SSCI Index) (&
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23.

24.

25.

26.

27.

28.

29.

¢34 % 1 NSC 95-2416-H-251-018-MY3) [SSCI; IF=0.991; Ranking 29/77, Information
Science & Library Science; 2010] doi: 10.1108/14684521011036981

Lin, Chin-Feng (2010). Consumer cognitive perspectives of web ads: country comparisons, analysis,
and implications. in Margaret C. Campbell, J. Jeffrey Inman, and Rik Pieters (eds.), Advances in
Consumer Research, Vol. 37, pp. 374-385. (R #* ¢ 3+ % %% 1 NSC 98-2410-H-251-001)

Lin, Chin-Feng & Lin, Y.Y. (2010). Internal and external marketing for exotic restaurants, Journal
of Foodservice Business Research, Vol. 13 Issue 3, pp. 193-21. (R #* ¢ 3+ & %5 - NSC 95-2416-
H-251-018-MY3) doi: 10.1080/15378020.2010.500243

Lin, Chin-Feng (2010). Consumer cognitions and communication networks toward B&B services,
International Journal of Academic Research, Vol. 2. Issue 4, pp. 329-331. (R#* ¢ 3= &% %5 : NSC

95-2416-H-251-018-MY3)

Lin, Chin-Feng (2009). Systematic behavior research of understanding consumer decision making,
Behavior Research Methods, Vol. 41 No. 2, pp.405-413. (SSCI Index) (F #* ¢ 3+ % %% : NSC 94-
2416-H-167-001-H) [SSCI; 1F=2.923; Ranking 1/11, Psychology, Mathematical; 2009] doi:
10.3758/BRM.41.2.405

Lin, Chin-Feng & Huang, H.C. (2009). Variable assessment of product benefits in consumer
behavior using a means-end approach, Social Behavior and Personality, Vol. 37 No. 5, pp.577-
582. (SSCI Index) ( W # ¢ 3 % % % :© NSC 95-2416-H-251-018-MY3) doi:
10.2224/sbp.2009.37.5.577

Lin, Chin-Feng and Liao, Y.N. (2009). Business Strategy- Youth Subculture Relationship: An

Investigation of Free Gift Combinations, African Journal of Business Management, Vol. 3 No. &,
pp.366-373. (SSCI Index) (R #* ¢ 3+ % S5 : NSC 95-2416-H-251-018-MY3)

Lin, Chin-Feng & Wang, H.F. (2008). A decision-making process model for young online shopper,
CyberPsychology & Behavior, Vol. 11 No. 6, pp.759-761. (SSCI Index) (R € 3+ % %5 : NSC
95-2416-H-251-018-MY3) doi: 10.1089/cpb.2008.0018

Lin, Chin-Feng (2008).The cyber-aspects of virtual communities: Free downloader ethics, cognition,
and perceived service quality, CyberPsychology & Behavior, Vol. 11 No. 1, pp.69-73. (SSCI Index)
(FF € 3+ % %5 © NSC 94-2416-H-167-001-H) doi: 10.1089/cpb.2007.9932

Lin, Chin-Feng, Tsai, H.T., and Fu, C.S. (2006). A Logic deduction of the expanded means-end
chains. Journal of Information Science, Vol. 32 No. 1, pp.3-14. (SSCI Index) (R F* ¢ 3+ & 5L -
NSC 92-2416-H-167-001-H) doi: 10.1177/0165551506059218

Lin, Chin-Feng and Fu, C.S. (2005). A conceptual framework of intangible product design: Applying
means-end measurement. Asia Pacific Journal of Marketing and Logistics, Vol. 17 No. 3, pp. 15-29.

(ABI Index) doi: 10.1108/13555850510672412
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32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

Lin, Chin-Feng (2004). Identifying and targeting market segments: A value/lifestyle segmenting

system based on VALS?2 inventory. Journal of International Selling and Sales Management, Vol. 10
No. 2, pp. 75-90.

Lin, Chin-Feng (2003). Quality-delivery system: A conceptual framework of attribute level-value
linkages. Total Quality Management & Business Excellence, Vol. 14 No. 10, pp.1079-1092. (SSCI
Index) (R4 € 3+ % %5 - NSC 91-2416-H-167-001-H) doi: 10.1080/1478336032000107663

Lin, Chin-Feng (2003). Service-benefit-value hierarchy: A new model of consumer’s perceptual

process. Marketing Management Journal, Vol. 13 Issue 1, pp.64-72.

Lin, Chin-Feng (2003). Web ad message design: Marketer cognition or customer perception. Journal
of International Selling and Sales Management, Vol. 9 No. 2, pp.83-95. (R # ¢ 3+ % %% © NSC 90-
2416-H-167-005-H)

Lin, Chin-Feng (2002). Attribute-consequence-value linkages: A new technique for understanding

customers’ product knowledge. Journal of Targeting, Measurement and Analysis for Marketing, Vol.
10 No. 4, pp.339-352, 2002. (ABI Index) doi: 10.1057/palgrave.jt.5740058

Lin, Chin-Feng (2002). Clustering effect on segmenting variables: Analysis, comparison and
development. Journal of International Marketing and Marketing Research, Vol. 27 No.3, pp.155-165.
(ABI Index)

Lin, Chin-Feng and Fu, C.S. (2002). Does a consumer perceptive gap exist among different retail

channels: A Product perception analysis. Business Journal for Entrepreneurs, Vol. 2002, Issue3,

Section two, pp.1-12.

Lin, Chin-Feng (2002). Segmenting customer brand preference: demographic or psychographic.
Journal of Product and Brand Management, Vol. 11, No. 4, pp.249-268. (ABI Index) doi:
10.1108/10610420210435443

Lin, Chin-Feng (2002). Conquering MEC restrictions & enhancing MEC analysis. Journal of
International Marketing and Marketing Research, VVol. 27 No.1, pp. 15-32. (ABI Index)
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Lin, Chin-Feng (2001). Implications of web advertising content: Interpretation, evaluation and

implementation. Business Journal for Entrepreneurs, Vol. 2001, Issue3, Section two, pp.1-11.

Lin, Chin-Feng (2001). Simplifying and confirming means-end processes. Journal of International

Selling and Sales Management, VVol. 7 No. 1, pp.3-13.

Lin, Chin-Feng and Fu, H.H. (2001). Exploring logic construction on MECs to enhance marketing

strategy. Marketing Intelligence and Planning, Vol. 19 No. 5, pp.362-36. (ABI Index) doi:



43.

44,

45.

46.

47.

48.

49.

50.

51.

52.

10.1108/EUMO0000000005653

Lin, Chin-Feng, Liu, D.Y., and Chiu, C.M. (2001). Developing assistance policies to improve the

competitive advantages of enterprises: A Taiwan survey, International Journal of Management, VVol.
18 No.1, pp.18-24. (¢ % = it X ERF ¢ 89E 7 fhih ~ fhrt) (ABI Index)

Lin, Chin-Fneg and Fu, H.H. (2000). Improving hierarchical value map to developing valuable

marketing strategies. Business Journal for Entrepreneurs, Vol. 2000, Issue3, Section one, pp.1-14.

Lin, Chin-Feng and Yeh, M.Y. (2000). Means-end chains and cluster analysis: An integrated

approach to improving marketing strategy, Journal of Targeting, Measurement and Analysis for
Marketing, Vol. 9 No. 1, pp.20-35. (B # ¢ 89 # ¥ f& % < p& e4) (ABI Index) doi:
10.1057/palgrave.jt.5740003
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Lin, Chin-Feng, Liu, D.Y., and Chiu, C.M. (1999). An analysis of the applicability of industrial
improvement policy to SMEs in Taiwan,” Business Journal for Entrepreneurs, VVol.99, Issue4,

Section Four, pp.1-21.

Chiu, C.M., Bieber, M., Lin, Chin-Feng and Sun, S.Y. (1999). Integrating information systems into
the world wide web. System Development Management, 34-10-54, pp.1-15.
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International Academic Conferences:

Lin, Chin-Feng, Fu, C.S. & Fu, H.Y. (2020). “Is 3D Video Better? Exploring The Effectiveness of
Online City Tourism Advertisement,” The 2020 Western Decision Sciences Institute’s 49th Annual
Meeting on April 7-10, 2020, Portland, Oregon. USA.

Lin, Chin-Feng and Su, Y.H.Exploring the perceptual implications of customer-to-customer

interactions: An example of group package tour, The 2020 Southwest Decision Sciences Institute’s
50th Annual Meeting on March 11-14, 2020, San Antonio, Texas, USA.

Lin, Chin-Feng and Xu, S.T. Exploring the implications of perceptual segmentation toward the

rewarded ads in play and leisure constraints, The 2020 Southwest Decision Sciences Institute’s 50th
Annual Meeting on March 11-14, 2020, San Antonio, Texas, USA.

Lin, Chin-Feng and Chen, Y.C. Exploring the tourists' cognitive hierarchies of relationship

marketing toward travel apps, The 2020 Southwest Decision Sciences Institute’s 50th Annual
Meeting on March 11-14, 2020, San Antonio, Texas, USA.

Lin, Chin-Feng and Chen, I.C. Integrating means-end chains, Kano model and MANOVA to explore
the product and segmentation strategy of video website, The 2020 Southwest Decision Sciences
Institute’s 50th Annual Meeting on March 11-14, 2020, San Antonio, Texas, USA.

Lin, Chin-Feng and Chen, Y.C. An Integrative Model to Explore Relationship-perception Chains of
Travel Apps. 2019 Annual Meeting of the Decision Sciences Institute, Nov. 23-25, 2019, New
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68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

Orleans, Louisiana, USA.

Lin, Chin-Feng, Huang, Y.R., and Chien, J.C. Exploring the Cognitive Communications of

Religious Marketing toward Group Networks, The 2019 Southwest Decision Sciences Institute’s
49th Annual Meeting on March 13-16, 2019, Houston, Texas, USA.

Lin, Chin-Feng, and Fu, C.S. Exploring the young people’s cognitive structure and switching

intention toward social networking sites, The 2018 Academy of Marketing Science (AMS) Annual
Conference, May 23-25, 2018, New Orleans, Louisiana, USA.

Lin, Chin-Feng, and Fu, C.S. Applying means-end chain theory to reveal user’s innermost
thinking toward the usage of community websites, The 2018 Southwest Decision Sciences
Institute’s 48th Annual Meeting on March 7-10, 2018, Albuquerque, New Mexico, USA.

Lin, Chin-Feng, and Yang, C.Y. Exploring the implications of perceptive relationship marketing

toward mobile self-service technology of catering experience. 22" Asia Pacific Decision Sciences
Institute Annual Conference, July 21-25, 2017, Seoul, South Korea.

Lin, Chin-Feng, and Fu, C.S. Revealing the young people’s cognitive structure of sharing video

online: an exploratory research, 2017 Academy of Marketing Science Annual Conference, May 24-
26, 2017, Coronado Island, California, USA.

Lin, Chin-Feng. Exploring the implications between leisure constraints and balance system of youth

perceptions toward video sharing websites. 2016 Annual Meeting of the Decision Sciences Institute,
Nov. 19-22, 2016, Austin Texas, USA.

Lin, Chin-Feng. Exploring the implications of balanced perception system toward the resources of

suburban-mountain’s wildlife tourism. 2015 Annual Meeting of the Decision Sciences Institute, Nov.
20-23, 2015, Seattle, USA.

Wu, H.F. and Lin, Chin-Feng, Chen, H.M.. Exploring the decision of entertainment capacity and

ticket price: an application of deterministic dynamic programming. 2015 Annual Meeting of the
Decision Sciences Institute, Nov. 20-23, 2015, Seattle, USA.

Lin, Chin-Feng. Exploring the implications of senior perception needs toward the leisure and

recreation resources of suburban mountain. 2015 Annual Meeting of the Decision Sciences Institute,
Nov. 20-23, 2015, Seattle, USA.

Lin, Chin-Feng, and Chen, Y.T. “Integrating means-end chains and balance theory to reveal the

implications of service substantiality. The Second Conference on Sustainable Tourism and
Hospitality in Asia, April 26-28, 2015, Hiroshima, Japan. MOST 103-2410-H- 153-022-MY 2.

Lin, Chin-Feng. Exploring the balance system of consumer perception in restaurants. 20th Annual

Qualitative Health Research (QHR) Conference, Oct. 19-23, 2014, Victoria, BC, Canada. MOST
9




79.

80.

81.

82.

83.

84.

85.

86.

87.

88.

100-2410-H-251-005-MY 3.

Lin, Chin-Feng. Advertising effect evaluation based on means-end chain theory. Proceedings of the
2013 Academy of Marketing Science Annual Conference, May 15-18, 2013, Monterey, CA, USA.

Lin, Chin-Feng and Lo, Y.L.. Constructing service ethic - consequence - value chains to develop

effective internal and external marketing strategies. 2012 Association of Collegiate Marketing
Educators Annual Conference, February 29-March 3, 2012, New Orleans, Louisiana, USA. (B #* ¢
334 %% 1 NSC 99-2410-H-251-015)

Lin, Chin-Feng. Exploring the similarity of cognitive variables to understand the perception gap

between sellers and consumers. 2012 Association of Collegiate Marketing Educators Annual
Conference, February 29-March 3, 2012, New Orleans, Louisiana, USA. (R4 ¢ 3+ & %% : NSC
99-2410-H-251-015)

Lin, Chin-Feng and Chuang, T.L.. Consumer perception and quality characteristics of restaurants:

implications of the restaurant selection. 2012 Academy of International Business U.S. Southwest
Chapter Annual Conference, February 29-March 3, 2012, New Orleans, Louisiana, USA. (F#* ¢
3+ 3 %% 1 NSC 100-2410-H-251-005-MY3)

Lin, Chin-Feng and Fu, C.S.. Personal values changes: a means-end chain study. 2012 Academy of

International Business U.S. Southwest Chapter Annual Conference, February 29-March 3, 2012, New
Orleans, Louisiana, USA. (R € 3+ % % %% : NSC 99-2410-H-251-015)

Lin, Chin-Feng. Advancing means-end chains by incorporating Kano method to explore consumer

perceptions. 2011 AMA Summer Marketing Educators’ Conference, August 5-7, 2011, San Francisco,
California, USA.

Lin, Chin-Feng. Integrating means-end and product similarity approaches to evaluate advertising

effectiveness. 2011 AMA Summer Marketing Educators’ Conference, August 5-7, 2011, San

Francisco, California, USA.

Lin, Chin-Feng. The attachment of tourism destinations: the perception analysis of deep memory.

2011 Association of Collegiate Marketing Educators Annual Conference, March 9-12, 2011, Houston,
Texas, USA. (R # ¢ 3+ % %% © NSC 99-2410-H-251-015)

Fu, C.S. and Lin, Chin-Feng. The implications of social marketing design based on consumer

perceptions: an example of deceptive advertising. 2011 Association of Collegiate Marketing
Educators Annual Conference, March 9-12, 2011, Houston, Texas, USA. (F1#* ¢ 3 e NSC
99-2410-H-251-015)

Lin, Chin-Feng. The network and strategic perspectives of search engine. 2011 Academy of

International Business U.S. Southwest Chapter Annual Conference, March 9-12, 2011, Houston,
Texas, USA. (R # ¢ 3+ % %% © NSC 99-2410-H-251-015)
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89.

90.

91.

92.

93.

94.

95.

96.

97.

98.

Lin, Chin-Feng. Confirming advertisement effect based on the product similarity. Decision Sciences
Institute 41st Annual Conference, November 20-23, 2010, San Diego, California, USA. (R #* ¢ 3+
% %% 1 NSC 95-2416-H-167-004-MY 3)

Lin, Chin-Feng. Consumer cognitive perspectives of web ads: country comparisons, analysis, and
implications. 2009 ACR North American Conference, October 22-25, 2009, Pittsburgh, Pennsylvania,
USA. (R4 € 3+ % %5 NSC 98-2410-H-251-001)

Lin, Chin-Feng. Variable assessment of product benefits using a means-end approach. 2009

Association of Collegiate Marketing Educators Annual Conference, February 24-28, 2009,
Oklahoma City, Oklahoma, USA. (BEST OF TRACK PAPER AWARD WINNERS: Consumer
Behavior and Customer Relationship Management Track ) (R4 ¢ 3+ % %% : NSC 95-2416-H-251-
018-MY?3)

Lin, Chin-Feng and Fu, HW. “Consumer cognition of mutual fund web ads: an international

comparison. 2009 Academy of International Business U.S. Southwest Chapter Annual Conference,
February 24-28, 2009, Oklahoma City, Oklahoma, USA. (Runners-Up Distinguished Papers) (& #*
€ 3+ % 5 - NSC 95-2416-H-251-018-MY3)

Lin, Chin-Feng. Analyzing adolescent perceptions toward free gifts of convenience stores through

a means-end chain approach. Decision Sciences Institute 39th Annual Conference, November 22-25,
2008, Baltimore, Maryland, USA. (R #* ¢ 3+ % 4% : NSC 95-2416-H-167-004-MY 3)

Lin, Chin-Feng. Consumer brand equity, perception, website trust and behavioral intention in

relational model. Proceedings of the 2008 Academy of Marketing Science Annual Conference, May
28-31, 2008, Vancouver, British Columbia, Canada. (R #* ¢ 3+ % 5. : NSC 95-2416-H-251-018-
MY3)

Lin, Chin-Feng. A systematic procedure of understanding consumer decision making. Proceedings

of the 2008 Academy of Marketing Science Annual Conference, May 28-31, 2008, Vancouver,
British Columbia, Canada. (R #* ¢ 3+ % %% : NSC 94-2416-H-167-001-H)

Lin, Chin-Feng and Fu, C.S.. Exploring the implications of relationship between internal marketing

and external marketing. Proceedings of the 2008 Academy of Marketing Science Annual Conference,
May 28-31, 2008, Vancouver, British Columbia, Canada. (R4 ¢ 3+ % %% : NSC 95-2416-H-251-
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