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(A) B 5 :

Lo Rifs ~ iz ? (2022) Ml SR BLNG T H TR A G H R HY LT
BB E > 5 F2EE (forthcoming) -
2. Liu, Hsiu-Wen, Lichung Jen, and Chien-Heng Chou (2020), “Asymmetry Effects: How

Product Quality Tier Affects Price Competition,” Journal of Quality, Vol. 27, No. 2, pp. 109
- 127.

3. YiChun Liu, Lichung Jen, and Wanyu Yeh (2019), “Looking Inside Your Shopping Bags:
The Use of Retail Data to Capture Health Lifestyle,” International Journal of Healthcare
Management, Published online: 17 Dec. 2019.

4. YiChun Liu and Lichung Jen (2019), “Do Marketing Talents Matters? Its Relationship to
Marketing Capability and Performance,” International Journal of Marketing Studies, Vol.
11, No. 1, pp. 69-75.

5. R izx? > 2019 # > BN L2 MFR A FAF > PEE A 5 268
- %7931 112 F

6. Jen, Lichung (2018), “The Evolution of Taiwan’s International Trade,” in Daniel, D. John,
Lee H. Radebaugh, and Daniel P. Sullivan, International Business: Environments &
Operations, 16" edition, New York, NY, Pearson, pp. 154-156.

7. Liu, Hsiu-Wen, Lichung Jen, Kung-Hsin Shao, and Yu-Li Lin (2017), “Bayesian Analysis of
Cross-category Attribute Preferences: Personalized Product Recommendations,” Journal of
Quality, Vol. 24, No. 5, pp. 360-371. (R ¥ #xHEFE - 0- # R &F i~ & Best
Paper Award) (EI)

8. Ex Y oRME 2013 £ oA BRTED HW T A2 AT B FRCAIZ B
FHPEEHF 4L L% - %771 108 F -

9. Jen, Lichung and Han-Kuang Tien, 2013 +#, Ascertaining the Dynamic Competition in
Channel Relationship Management, International Journal of Marketing Studies, Vol. 5,
Issue 3, % 36 % 47 F. -

10 $14F > im0 o 4RTIR2012 & 0 B NHPOERNHEAiTE2 B A HRIE
Sdic fodh o FRE 4§19 % % 4EF » % 673 1 699 F

11, Em=¢ »m ®kH g8 3752011 # > FAAAW AR B A RBTAY > FHEPEFE
- E%-#H>%13223F -

12. Jen, Lichung, Chien-Heng Chou, and Greg M. Allenby, 2009 & 8 * , The Importance of

Modeling Temporal Dependence of Timing and Quantity in Direct Marketing, Journal of
Marketing Research, Vol. 46, Issue 4, % 482 % 493 F. - (SSCI 5| & 2_# 7|, JCR impact
factor 3.099)

13. Hsu, Chia-Wen, Homin Chen, Lichung Jen, 2008 +, Resource Linkages and Capability
Development, Industrial Marketing Management, Vol. 37, No. 6, % 677 % 685 F - (SSCI
7| £ 2_# 7|, JCR impact factor 1.403) -

14, k%4t > MmN > 22 P > 2007 & > f247 0 3 S KeE 2 g ahl heniF L 0 K s P K
WEEHN 2 E 5 DA FERE 18X 5 18> % 1172 149 F o
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15, == ¢ > s> 2007 # > AEE R EBBERIEA YT L BT £ g r«-g;g;é‘,;
517X % 2% > % 1333 158 F -

16. Jen, Lichung and Je-Sheng Huang, 2007 # , The Impact of Brand Awareness and Consumer’s
Traits on the Evaluation of Country-of-Original Effects, Journal of International Business
Studies, R.O.C. ( % Eﬁ]}%ﬁ#%z‘" TH) - 5% -¥ > % 14335 176 F -

17. =27 > R4 % > %ka% > 2006 & > 'J#AA** PEOH G AHZAEER BLIZEA S

RIFTRE » FHPEEF > F-L 5P %1771 195 Boe

18. == ¢ » HRéah > ME > 2 F12-20060 & FRAFEAEAS L ELEEFHE ES
Btz i FREE ¢ LEER S R e SR - R 112 27 -

19. T =@ > AL 25T 52005 £ 0 BAMITASHE KA TR ARE A AR
PZVREEL S FHPFEE - F 5 -8 5891 1057

20, E = ¢ o FEGS > RS E 2005 & o UM F EERLGT 52
;'%‘5,53:‘-’_53—“] R T E % - % 169 % 186 B oo

21. Jen, Lichung, Chien-Heng Chou, and Greg M. Allenby, 2003 # 2 * | A Bayesian Approach

to Modeling Purchase Frequency, Marketing Letters, Vol. 14, No. 1, % 5 3 20 }. - (SSCI
7] % 2_#p 7], JCR impact factor 0.68) -
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22. Jen, Lichung and Shih-Ju Wang, 2002 = 8 * > Export Performance and Global Competitive
Positioning: The Influence of Host-Country Consumer Confidence and Purchasing Power,
Taiwan Academy of Management Journal (¢ # ¢ =& 7])-Vol.2,No. 1, % 53 %2 68 F -

23 i HEE 2002 & B 00 BT if%;ié’ﬁ’z—‘ri BRG B E LR LKL
¢ LEETH o S5 $-8H > ¥ 3541 37T F

24, = ¢ EEF 2001 120 > BRY LB HITEE %(?%‘kp;,g@]%£¥
FrEE-S-L-® 5713 104 F -

25. 3 e~ iE2 P~ FELAT 02001 7 @GRS IR G EEL 2T
E8EN > F- L7 X 5-H> %631 T78F o

26. Greg M. Allenby, Robert P. Leone, and Lichung Jen (iz = ¢ ), 1999 # 6 * , A Dynamic
Model of Purchase Timing with Application to Direct Marketinq, Journal of American
Statistics Association, Vol. 94, No. 446, % 365 % 374 F. - (SCI 7] & 2_# 7], JCR impact
factor 1.135) - (X i & 5 E R & E%H 2 &) o

27. T2 ¢ s B4 BRRIR 01999 & 7 ' > FHEARCFTALCEREF SHFBRE
RS e A E B B RN L% F5-P  $63LTTF -

28. Lichung Jen (= ¢ ) and Shih-Ju Wang, 1998 & 12 * | Incorporating Heterogeneity in
Customer Valuation: An Empirical Study of Health Care Direct Marketing in Taiwan,
International Journal of Operations and Quantitative Management, Vol. 4, No. 3, % 217
1228 F -

29. Greg M. Allenby, Lichung Jen (== # ) , and Robert P. Leone, 1996 # 1 * » Economic
Trends and Being Trendy: The Influence of Consumer Confidence on Retail Fashion Sales,
Journal of Business & Economic Statistics, Vol. 14 (1), % 103 = 111 . - (SSCI 7] & 2.
#r 7], JCR impact factor 1.235) -

30. Yang, Yea-Huey, Lichung Jen, and Rong-Chyan Chou (1990), “Evaluating the Performance
of the Policy of Promoting Strategic Industry: A Survey Analysis,” Economic Review, series
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no. 17, Chung-Haw Economic Research Institute.

31. Jen, Lichung (1987), “The Motivation, Evaluation, and Strategies of Foreign Direct
Investment of Food Industry in Taiwan,” Journal of Multinational Enterprise Study
Association, 12.

32. Jen, Lichung and Tai-Ning Yang (1986), “A Review on Internationalization Strategy,”
Journal of Multinational Enterprise Study Association, 11.
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(B) #3d § < 4 :

10.

11.

12.

13.

Jen, Lichung, Y. C. Liu, and Kuan-Wei Lee (2019), “Regular or Irregular: An Investigation of
Medicine Consumption Pattern with Poisson Mixture Model,” ICMSB 2019: International
Conference on Mathematics, Statistics and Biostatistics, Apr 24-25, 2019, Boston, USA.

Liu, Y. C., & Jen, Lichung (2017), “Do Marketing Talents Matters? Its Relationship To
Marketing Capability And Performance,” the INFORMS 2017 Annual Conference, Oct.
22-25, 2017, Houston, TX, USA.

Liu, Y. C., & Jen, Lichung (2017), “Looking Inside Your Shopping Bag: The Use of Retail
Data To Capture Health Lifestyles,” the INFORMS 2017 Annual Conference, Oct. 22-25,
2017, Houston, TX, USA.

e iRm0 2014 E 110 0 e R B HRER QFH EHARHEA L 7
f"me“d,ﬂ B H A2 WP KNS ? fokd > 2014IMS ¢ EFA L EE A E
Y LEE BY LEER-R

Jen, Lichung, Pim Soonsawad, and Chia-Lin Hsu, 2014, The Impact of Customer
Concentration on_Financial Performance: Firm Characteristics as Moderator, The 10"
International Conference on Multinational Enterprise, April 22-23, 2014, Association of
International Business Studies, Taipei, Taiwan, R.O.C.

MRS > 2@ > om Tk g 37, 2013 & 87 » LA T2 B2k —uy ¥

A A H T RFE013IMS P EIFAPFEFAEL A RFHETF o450 ¢
mEksiEaP > RHRT.2013 &8 > EAERDTR
EgAPFEFERAEL A aftgEy g otn ¢
Jen, Lichung, Demetrios Vakratsas, and Wei-Lin Wang, 2012, Accounting for Deviations
from Routine Timing Behavior: An Individual-Level Approach, TIIM2012 — International

Conference on Technology Innovation and Industrial Management, 22-25 May 2012, Lublin,
Poland.

Yang, Wei-Jhih, Jesheng Huang, and Lichung Jen, 2011, Should Be Close To or Away From
Your Competitors? Store Location Choice by Gravity Model, The 33rd Annual INFORMS
Marketing Science Conference, June 9-11, 2011, Rice University, Houston, Texas, USA.

2

¥ 44 2% ATF 0 2013 IMS ¢

Jen, Lichung, Kung-Hsin Shao, Han-Kuang Tien, 2011, Cross-Culture Comparison of the
Valence of WOM, The 9th International Conference on Multinational Enterprise, March
28-29, 2011, Association of International Business Studies, Taipei, Taiwan, R.O.C.

Jen, Lichung, Kung-Hsin Shao, Han-Kuang Tien, 2011, How Much Should Managers Pay for

Celebrity Endorsements in Advertisements? = ¢ %+ & 2011 & % ¢ ZE i3t ¢ 0 &
s i/% °

Soonsawad, Pim and Lichung Jen, 2010, The Impact of Customer Concentration on Firm

Performance, 2010 INFORMS Marketing Science Conference, June 16-19, 2010, University
of Cologne, Germany.

Jen, Lichung, Demetrios Vakratsas, and Wei-Lin Wang, 2009, Regular and Irregular Purchase
Timing Behaviors, 2009 INFORMS Marketing Science Conference, June 4-6, 2009, Stephen
M. Ross School of Business, University of Michigan Ann Arbor, Michigan, USA.
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19.

20.

21.

22.

23.

24.

25.

26.

Jen, Lichung and Jesheng Huang, 2008, Characterizing the Online Search Patterns of the
Most Valuable Customers for an E-Commerce Site: A Quantile Regression Approach, 2008
INFORMS Marketing Science Conference, June 12-14, 2008, Sauder School of Business,
University of British Columbia, VVancouver, Canada.

Jen, Lichung, Han-Kuang Tien, and Chih-Ping Wang, 2008, How Much Should You Pay for
the Celebrities Advertisement? An Application of Conjoint Analysis, 2008 INFORMS
Marketing Science Conference, June 12-14, 2008, Sauder School of Business, University of
British Columbia, VVancouver, Canada.

Jen, Lichung and Kung-Hsin Shao, 2008, A New Approach to Measure the Valence of WOM,
2008 INFORMS Marketing Science Conference, June 12-14, 2008, Sauder School of
Business, University of British Columbia, Vancouver, Canada.

Jen, Lichung, Hsiu-Wen Liu, and Kung-Hsin Shao, 2007, Customized New Product
Recommendation in CRM Database, 2007 INFORMS Marketing Science Conference, June
27-30, 2007, Lee Kong Chian School of Business, Singapore Management University,
Singapore.

Jen, Lichung and Ching-l1 Chen, 2006, Modeling Latent Consumption Rate to Forecast
Purchase Timing: A Hierarchical Bayesian Approach, 2006 INFORMS Marketing Science
Conference, June 8-10, 2006, University of Pittsburgh, Pittsburgh, PA, USA.

Jen, Lichung and Hsien-Tung Tsai, 2006, Expected Value Sharing, Switching Barriers,
Satisfaction, and Repurchase Intentions: An lllustration from Online Contexts, 2006
Academy of Marketing Science Annual Conference, May 24-27, 2006, San Antonio, Texas,
USA.

Jen, Lichung, Je-Sheng Huang and Shu-Huei Lin, 2006, The Impact of Brand Awareness and
Consumer’s Traits on the Evaluation of Country-of-Original Effects, The 8th International
Conference on Multinational Enterprise, March 14-16, 2006, Association of International
Business Studies, Taipei, Taiwan, R.O.C.

Jen, Lichung and Hsiu-Wen Liu, 2005 # 6 * , How Asymmetric Price/Share Effect Works:
The Moderating Role of Market Structure, 2005 INFORMS Marketing Science Conference,
Emory University, June 16-18, 2005, Atlanta, GA, USA.

Jen, Lichung, Shih-Ju Wang, Ching-I Chen, and Wen-Hsin Wei, 2005 # 3 * , Estimating for

Market Structure in IT Industry, Western Decision Sciences Institute, Thirty -Fourth
Annual Meeting, March 22-26, 2005, Vancouver, B.C., Canada.

Jen, Lichung and Je-Sheng Huang - 2004 #= 12 * » Constructing Web Brand Attributes:
Definition Dimensionality and Conceptual Framework, The First Annual Conference of
Taiwan Institute of Marketing Science, Taipei, Taiwan.

EFz? oo FRENS 35T 52004 & 11 0% o BACRTA AR A TR AFE LA
AR 2 R RS > W SR 2004 E TG 0 S S

Jen, Lichung and Chien-Heng Chou » 2004 # 5 * - A Bayesian Approach to Integrating the
Interpurchase Time and the Purchase Amount in Customer Portfolio Analysis » The 2004

International Conference in Management Sciences Decision Making, Tamkang University,
Tamsui, Taipei.

Jen, Lichung and Hsiu-Wen Liu (2004), How Asymmetric Price/Share Effect Works: The
Moderating Role of Market Structure, The 2" International Contemporary Marketing
Academic Conference, April 2004, National Chung Hsing University, Taichung, Taiwan.
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T R SRR 2004 # 3 Vo FHEEH AT Y ERBEE AT 2004
G R F SMERCESETE BN B oap s
28. Y BRLT ik 02003 F A1 0 o B p R i o pACH R OR R R
ia_ g /‘?%‘L;}i 5 2003 & & jeFt 3 g S 5 /%{' °
29. Jen, Lichung, Ching-1 Chen, and Shih-Ju Wang (2003), A Bayesian Forecasting Model for

Competitive Market Structure, Western Decision Sciences Institute, Thirty-Second Annual
Meeting, April 2-6, 2003, Hawaii, USA.

30. E2 ¢ o fRdeds > MEF 2003 & 40  ZHRAHEALEA R '% Bl EEFHPESF
ZBFFREE ¥ - BE2REAFHENTEHE RN BAEEH L LY S

31. Jen, Lichung, Shih-Ju Wang, and Ching-l1 Chen (2003), Competitive Analysis of Market
Share in Channel Structure: A Bayesian Statistical Model under Incomplete Information, The

Fourth International Conference on Operations and Quantitative Management, January 2-5,
2003, National Cheng Kung University, Tainan, Taiwan.

2. iz ¢ EL S A% ,2002E 110 > MRS *i‘wxﬁ}kﬁﬂw&msr \L*ﬁi
ﬁizﬂ&@ » 2002 & 21+ % ’gﬂﬁ’%a EJ —%/{ﬁﬁﬁp‘}g r/?%’l'ﬁ fgﬁ Ao r'/%i

33, Fx P oo R MES 2002 & 11 7 > BRABAER EAFTEE Y2 B TR
B Fo BRRAHELARIHE  AFAEIRER S0 S
34. Jen, Lichung, Jason Ho, and Charles B. Weinberg (2002), Integrating Individual

Heterogeneity and Temporal Dynamics in Customer Valuation: An Application of Bayesian

Approach to Credit Card Panel Data, TIMS Marketing Sciences Conference, June 27-30,
2002, University of Alberta, Edmonton, Alberta, Canada.

3. EZx¢ o RET 52002 &£ 40 > RSB FEFHN I RT IR Y- B FAR
FRETFAE A AEEREFR S SF

36. Jen, Lichung and Shih-Ju Wang (2002), Segmentation vs. Individualization: The Indisputable
Role of Heterogeneity, Western Decision Sciences Institute, Thirty -First Annual Meeting,

April 2-6, 2002, MGM Grand, Las Vegas, Nevada, USA. (Best Paper Award in Marketing
Strategy and Management).

37. F3x¢ > X%y s Az 2002 & 40 f%ii%ﬁa%i“ SRR RE S BRI A T — 8
HACHHFEF2Z et By Rt 5T BAESEY BB EFAE R A
Boohd o0 s

38. Wang, Shih-Ju and Lichung Jen (2001), Export Performance and Global Competitive
Positioning: The Influence of Host-Country Consumer Confidence and Purchasing Power,

Asia Pacific Decision Sciences Institute (APDSI) 6th Annual Meeting, July 18-21, 2001,
Orchard Hotel Singapore, Singapore.

39. Jen, Lichung (2001), The Linkage of Cross-National Product Diffusion Patterns: An
Application for Forecasting Box-Office Attendance of Motion Pictures, Western Decision
Sciences Institute, Thirtieth Annual Meeting, April 3-7, 2001, Vancouver, Canada. (Best
Paper Award in Marketing Strategy and Management, and V. V. Bellur Best Paper in

Marketing).
40. == ¢ 5 3 Hin o 2001 #£ 5 % > Nation Competitiveness Positioning: A Market-Oriented
Approa ch "% BRFEEFFREFHE . CAFARFRERL S | P H2 Fes RE
<~ ERELESE K
41, 3 3> 3= ¢ 52001 £ 5% > § R EXRBAMEIERIIE CHD FRIEC DL EN

$
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FoERELEFRE TGS AR R iR A SRS L £

42. f{i"’}.f"‘%’ZOOl-&Sg’% ’&J.*iﬁﬁ.}%_i‘hvﬁig:ig‘ ;{,* n—hi—‘f'\t‘ﬂ‘—fi

BN S5 > 2001 BB R R S 'gl‘ﬂﬂm%ﬂﬂ%ﬁ e REFE :p'gl“’?,i

43, T ¢ > 3T din B 2000 &£ 40 > AE N v e dkiA - d W R K
f*@*?i%’ 42 B, P EA R G R #P;g%g%v N EE T R R g
/kl d‘\ﬂ‘ | /EH Fjl g

44. Jen, Lichung, Chen-Heng Chou, and Shih-Ju Wang, 2000 # 7 * , Dynamic Relationship
between Standardization and Differentiation Strategies in International Marketing, 75
Annual WEA International Conference, Hyatt Regency, Vancouver, B.C., Canada.

45. Jen, Lichung, 2000 # 6 * , The Linkage of Cross-National Product Diffusion Patterns: A
Hierarchical Bayes Model for Forecasting Box-Office Attendance of Motion Pictures, The
2000 International Conference in Management Sciences, Tamkang University, Tamsui,
Taipei.

46. Jen, Lichung, Chien-Heng Chou, and Greg M. Allenby, 2000 & 4 * , A Bayesian Approach

to Estimating Expected Purchase Frequency in Direct Marketing, Western Decision Sciences
Institute, Twenty-Ninth Annual Meeting, April 18-22, 2000, Island of Maui, Hawaii, USA.

47. 3 F 3~z =@ iﬁ;f » 2000 £ 3 * ’@féém‘ :}%zﬁié‘év Fle R EFE2ZRAY
2000 & S A RES R A ERT B LAY ) EF B R ;‘Ki* ) 9/ .

48. Jen, Lichung, Chen-Heng Chou, Shih-Ju Wang, and Chih-Ming Wu, 1999 =& 12 ",
Standardization versus Differentiation of International Marketing Strategies: A Comparative
Study of Consumer Shopping Behavior in Taiwan and US, Seventh International Conference
on Multinational Enterprise, Association of International Business Studies, Taipei, Taiwan.

49, == ¢ 8% 51999 & 12 7 o BRI ITA S ACHCA] 2 B I 0 1999 ¢ oE R R
#Jﬁ?/_‘lmo,{ﬂ—‘—fg e3[R MRS G A P;f-

50. Jen, Lichung, Chien-Heng Chou, and Greg M. Allenby, 1999 & 12 * | A Bayesian Approach
to Estimating Expected Purchase Frequency in Direct Marketing, % - & > R ¢ 1 L 2 &%
Q,{ﬂ"jlg L&] ;\.I%—igy‘;é";;?o

51. iz =+ f&fw—a 01999 # 127 > R AMRFH I B2 ERF A F G EEFL 62 FE
B ¥ - B oI RS RREFE  FTAE 20 e

52, =7 > ®Ew® »1099 £ 11 * » EF %'Emﬁﬂ FIFENE A4 A A A AR R
'%- ESGAEREG > R 2 BY BFARPEGEAENE RN gas - FH 5 g
o

53. Jen, Lichung and Shih-Ju Wang, 1998 & 12 * | Incorporating Heterogeneity in Customer
Valuation: An Empirical Study of Health Care Direct Marketing in Taiwan, ## 3 32 %
BRI E MRS B AR Sd o S

54, = > ¢, ®miE=® 1997 # 12 * , A Hierarchical Bayes Model With Gibbs Sampling
Estimation: Individual Purchase Frequency Forecasting In Database Marketing, ~ -+ = & #
A FA R FIFHE FF - B8 RATFHE 0 ¢ R FA S TR P
ﬂj“/{ﬂ m@‘u;“'ﬁié‘f/{ﬂ”“ﬁ“ d —"ﬁg‘:ﬁ,i ’%—va ’ p/?

55. Jen, Lichung, Greg M. Allenby, and Robert P. Leone, 1997 & 12 * » A Hierarchical Model of
Purchase Timing with Application to Direct Marketing, The First Annual Conference of

$
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56.

S7.

58.

International Business Management, National Chi-Nan International University, Pu-Li,
Taiwan.

Greg M. Allenby, Robert P. Leone, and Lichung Jen, 1997 & 3 * » A Hierarchical Model of

Purchase Timing with Application to Direct Marketing, TIMS Marketing Science Conference,
University of California at Berkeley, CA, USA.

Allenby, Greg M., Lichung Jen, and Robert P. Leone 1994 & 3 * > Economic Trends and
Being Trendy: The Influence of Consumer Confidence on Retail Fashion Sales, TIMS
Marketing Science Conference, University of Arizona, Tucson, Arizona, USA.

Greg M. Allenby, Neeraj Arror, and Lichung Jen, 1994 & 3 * - Investigating the Scale
Properties of Self-Explicated Data for Conjoint Analysis, TIMS Marketing Science
Conference, University of Arizona, Tucson, Arizona, USA.
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(C) #HNMRFFELR )2 F ¥ i

10.

11.

12.

o TR E R iéffwﬁkﬁqwﬁﬂéwJﬁfgaﬂ;mé—ﬁﬁg?‘
ER AR %frf, LR AAHIR109 E R (w EH) RTEPBAIITY ERGYE
’”L% ( %%h @ MOST 109-2420-H-002-001 - % %_£ %f 5,557,000 ~ - ﬁpm 13

— hH e |4
ﬂ@

o

ﬁ’rﬁWﬁﬁﬁ%%*ﬁ?ﬁﬁﬁkﬁﬁpﬂﬁ~J£**Ex&é—ﬁﬁ§r‘
WA B A E R P 108 & R (£ £ B ) SRS E A A
) ?“% ( $%5 1 MOST 108-2420-H-002-001 - +* %_4 ¢ 5,850,000 ~ - Zﬁﬁﬂ FRERE =

REERE

ﬂ@

]

o

— b

’F&Wfﬁﬁg%ih<£%?LﬁkpﬂéwJ£fﬁEk&é_?ﬁgr‘
B HAE o ApIE R P07 £ R (2 f—ﬁﬂ) FE ALY I
1 % ( $%5 : MOST 107-2420-H-002-002 > +* %_4 % 6,500,000 ~ - )ﬁf—ﬂ’“ A 4F

> \1-

vJ,};

— hd

o

’rﬁftﬁ*¥%i%ﬁ£%%kﬁﬁpzﬂMJafﬁiﬁLi—ﬁﬁﬁb‘
. w%w~ﬂg;m’ﬁﬁW1%&a(mﬁm)ﬁ@yﬁgﬁ B
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