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International Academic Conferences:

Lin, Chin-Feng and Chen, Y.C. The deductive model of thumbnail ranking on video websites:

Studies of consumer perception and thumbnail similarity analyses, The 14th Asian Conference on
Media, Communication & Film, October 10-13, 2023, Kyoto Research Park, Kyoto, Japan.

Lin, Chin-Feng and Wu, C.Y. Constructing young people's cognitive hierarchies of APP usage,

The 2022 Academy of Marketing Science (AMS) Annual Conference, May 25-27, 2022, Monterey
Bay, California, USA.

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 Hsu, 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.

Chen, I.C. and Lin, Chin-Feng. 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.
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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
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.

Yang, C.Y. and Lin, Chin-Feng. 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.

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
100-2410-H-251-005-MY 3.
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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. (&
& -4 %5 0 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. (& #*
¢ 3% %5 ¢ NSC 100-2410-H-251-005-MY?3)

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+ % 45 © 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. (R #* § 3+ % %% : 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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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.
(FF ¢ 3+ F %5 © NSC 95-2416-H-167-004-MY3)

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. (R #* ¢ 3 % %% : 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-MY3)

Lin, Chin-Feng and Fu, H.W. “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) (&)
F € 3% %5 0 NSC 95-2416-H-251-018-MY 3)

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+ % % 5. : 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 4* ¢ 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. (R4 ¢ 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. (R 4* ¢ 3+ & 5.:
NSC 95-2416-H-251-018-MY 3)

Lin, Chin-Feng. Revealing the consumption decision-making process of the adolescents.

Association of Collegiate Marketing Educators 2008 Conference, March 4-8, 2008, Houston,
Texas, USA. (R4 ¢ 3+ % 5. - NSC 95-2416-H-251-018-MY?3)

Lin, Chin-Feng. Use of dynamic programming to improve the detection of means-end chains from
laddering data. Proceedings of the 2007 Academy of Marketing Science Annual Conference, May
23-26, 2007, Coral Gables, Florida, USA. (R4 ¢ 3+ % %% : NSC 95-2416-H-167-004-MY 3)
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103. Lin, Chin-Feng. A modified dynamic programming approach to understanding consumer decision
making. Southwest Decision Sciences Institute 38th Annual Conference, March 13-17, 2007, San
Diego, California, USA. (R #* ¢ % % : NSC 95-2416-H-167-004-MY 3)

104. Lin, Chin-Feng. A logic deduction of attribute level-value linkages. Association of Collegiate
Marketing Educators 2005 Conference, March 1-5, 2005, Dallas, Texas, USA. (R4 € 3+ % ¥5e

NSC 92-2416-H-167-001-H)

105. Lin, Chin-Feng. A conceptual framework of programming the EMEC theory. Southwest Decision
Sciences Institute Thirty Sixth Annual Conference, March 1-5, 2005, Dallas, Texas, USA. (B #*
€ 3+ % 5L - NSC 92-2416-H-167-001-H)

106. Lin, Chin-Feng. Exploring the penetrative strategy on SME segments: A Taiwan Survey,”

Proceedings of the 2004 Southwest Academy of Management Conference, Orlando FL, USA,
March 2-6 2004, pp.83-92.

107. Lin, Chin-Feng. A conceptual model of web ad message design.” Proceedings of the Association
of Collegiate Marketing Educators 2003 Conference, March 4-8, 2003, Houston, Texas, USA. ( &
£ € %5 - NSC 90-2416-H-167-005-H )

108. Lin, Chin-Feng. Customer value satisfaction: a conceptual framework of product design.”

Proceedings of the Southeast Decision Sciences Institute 33rd Conference, February 26-28, 2003,
Williamsburg, Virginia, USA.

109. Lin, Chin-Feng. MEC restrictions: interpretation, analysis and solution,” Proceedings of the 2001

Academy of Marketing Science Annual Conference, San Diego Hyatt Islandia Hotel, CA. USA.,
May 29-June 2, 2001, pp.108.

110. Lin, Chin-Feng and Yeh, M.Y.. Enhancing SME’s competitive advantage: using a complete set

of industrial improvement policies,” Proceedings of Association for Small Business &
Entrepreneurship Conference 2000, San Antonio Hyatt Regency USA. March 15-18, 2000,
pp.108-117.

111. Lin, Chin-Feng. Integrated quantitative methods and means-end chains to establishing marketing

strategy.” Proceedings of the 27" Southwestern Marketing Association 2000 Conference, March
15-18, 2000, San Antonio, Texas, USA, pp.94-103.
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