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Tainan City, Southern Taiwan University of Science and Technology.

Huang, Shyh-Ming, and Hou, Kun-Li, 2018, The Impact of Brand Image on Brand
Loyalty of Taiwan’s Cultural Creative Quarter: The Mediating Effects of Brand Trust and
Brand Satisfaction, The 2018 academy conference on dept. of Leisure, Recreation, and
Tourism Management, May, 26, 2018, Tainan City, Southern Taiwan University of
Science and Technology.

Huang, Shyh-Ming, and Wu, Fang-Hsiung, 2018, The impact of Leader style on Work
performance: The Mediating Effect of Organizational Commitment and Work
satisfaction, 2018Business, Management and Innovation Conference and Competition,
January, 1, 2018. - New Taipei City: Lung-Hwa University of Science and Technology
Huang, Shyh-Ming, Lee, Chi-Kang, and Kuo, Chung-Ming, Wu, Chu-Ting, 2018, The
impact of consumption value on luxury branded purchase intention, 2017 The Academy
Conference on Dept. of Leisure, Recreation, and Tourism Management of new Southern
orientation policy academy conference, October, 28, 2018, Tainan City, Southern
Taiwan University of Science and Technology. Tainan City, Southern Taiwan University
of Science and Technology. (ISBN:978-986-5627-35-5)

Huang, Shyh-Ming, Tsai, Ya-Ling, Kuo, Chih-Hsiung, 2017, The Entrepreneurial
Motivation, External Environment, Entrepreneurial Ability, Entrepreneurial Performance,
The 12th Conference on Theory and Practice of Business Internationalization, June 2,
2017, Tainan City, Chang Jung Christian University.

Huang Shyh-Ming, Huang, Wen-Hung, Kuo, Yen-Yu, 2017, The Impact of Brand
Experience, Brand Trust, Brand Satisfaction and Brand Engagement on Brand Loyalty,
The 12th Conference on Theory and Practice of Business Internationalization, June 2,
2017, Tainan City, Chang Jung Christian University

Huang, Shyh-Ming, Zhuang, Sheng-Xiong and Hsu, Feng-Chen, 2017 > The Impact of

Emotional Labor and Employee Engagement on Burnout and Turnover Intention-A Case
Study of Preschool Educator in Taiwan » The 12th Conference on Theory and Practice of
Business Internationalization, June 2, 2017, Tainan City, Chang Jung Christian
University.
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21.

22.

23.

24.

25.

26.

217.

28.

29.

Huang, Shyh-Ming, Zhuang, Sheng-Xiong, and Chiang, Mao-Tien, 2017, The Influence
of Brand Identity on Brand Loyalty — The Mediating Effect of Relationship Quality,2017
STUST Conference on the Application of FinTech in Finance, Accounting and
Business/Management Decision-making, May 18, 2017, Tainan City, Southern Taiwan
University of Science and Technology.

Huang, Shyh-ming and Lin, Yun-Ying, 2016, The Impact of the Brand Experience and
Brand Identity on Brand Engagement, Brand Trust and Stickiness, 2016 11th Conference
on Theories and Practices in International Business & 8th Conference on Management
Master Theses in Southern Taiwan, May 27, 2016, Tainan City, Chang Jung Christian
University.

Huang, Shyh-Ming, Sheng-hsiung, Chuang, & Xie-Zhen, Lin, 2016, The impact of
leader style and ethical dilemma on job performance: The mediate effect of emotional
labor. The 2016 Conference on Industrial and Information exploit and implication,
November 28, 2016, Tainan City, Southern Taiwan University of Science and
Technology. (masterpiece).

Huang, Shyh-Ming, 2016, The impact of service sabotage and organizational
commitment on job performance: The mediate effect of emotional labor. The 2016
Conference on Industrial and Information exploit and implication, November 28, 2016,
Tainan City, Southern Taiwan University of Science and Technology. (masterpiece).
Huang, Shyh-Ming, & Xie-Zhen, Lin, 2016, The impact of leader style on job
performance: The mediate effect of emotional labor. 2016 Conference on Industrial and
Information exploit and implication, The 13" conference on service management and
innovation, March 13, 2016, Taiwan City, Southern Tainan University of Science and
Technology. (Best award).

Huang, Shyh-Ming, & Xie-Yun, Guo, 2016, The impact of brand experience, brand
engagement and brand identification on customer satisfaction and loyalty. 2016
Conference on Industrial and Information exploit and implication. The 13" conference
on service management and innovation, March 13, 2016, Tainan City, Southern Taiwan
University of Science and Technology.

Huang, Shyh-Ming, & Hong-Ru, Guo, 2015, The coffee shop atmosphere influence on
customer loyalty. The 2015 academy conference on dept. of Leisure, Recreation, and
Tourism Management, November, 28, 2016, Tainan City, Southern Taiwan University of
Science and Technology.

Huang, Shyh-Ming, & Xing-Feng, Huang, 2015, The study of application TAM on
purchase intention organic products. The 2015 Academy conference on dept. of Leisure,
Recreation, and Tourism Management, November, 28, 2015, Tainan City, Southern
Taiwan University of Science and Technology.

Huang, Shyh-Ming, & Yi-Zhen, Wu, 2015, The antecedent and consequence of
influence coffee trust. The 2015 conference on dept. of Leisure, Recreation, and Tourism
Management, November, 28, 2015, Tainan City, Southern Taiwan University of Science
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30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

and Technology.

Huang, Shyh-Ming, Yu-Chen, Wu, & Rong-Jun, Zhang, 2014, The Impact of Top
Management Team’s Behavioral Integration, Relational Learning and Market Orientation
on New Product Performance. The 2014 Conference on Financial, Accounting, and
Business Decision » May, 2, 2014, Tainan City, Southern Taiwan University of Science
and Technology.

Huang, Shyh-Ming, Bo-Rong, Chen, &Shi-Yun, Xu, 2014, The Impact of Brand
Attachment and Brand Trust on Attitudinal Loyalty. The 2014 Conference on Financial,
Accounting, and Business Decision > May, 2, 2014, Tainan City, Southern Taiwan
University of Science and Technology.

Huang, Shyh-Ming, Zhi-Hao, Yan, &Jun-Qing, Wang, 2014, The Impact of Market
Orientation, Marketing Capability Innovation Capability on New Product Performance.
The 2014 Conference on Financial, Accounting, and Business Decision > May, 2, 2014,
Tainan City, Southern Taiwan University of Science and Technology.

Huang, Shyh-Ming, & Shu-Yuan, Zhang, 2014, The impact of brand image on brand
loyalty: th3 mediating effect of brand trust and brand love. The 2014 Conference on
Industrial and Information exploit and implication, November 21, 2014, Tainan City,
Southern Taiwan University of Science and Technology. (Third award).

Huang, Shyh-Ming, & Ming-Hui, Qiu, 2014, The impact of brand attachment on brand
trust. The 2014 Conference on Industrial and Information exploit and implication,
November 21, 2014, Tainan City, Southern Taiwan University of Science and
Technology. (masterpiece).

Huang, Shyh-Ming, & Zhen- Yu, Xie, 2013, The impact of destination image and place
on customer loyal: The moderating effect of customer relationship prone. The 2013
international conference of Ming-Chuan tourist: The industry new insight and service
innovation. November 21, 2013, Taipei City, Ming-Chuan University.

Huang, Shyh-Ming, Yang-Zhe, Shang, & Zhen- Yu, Xie,2013, The impact of
experience marketing on brand attachment and brand loyalty. The 2013 academy
conference of industry innovation and management. March 16, 2013, Changhua County,
Ming-Dao University.

Huang, Shyh-Ming, & Jia-Ming, Wu, 2012, The impact of relationship learn,
relationship capability and innovative capability on relationship performance. The 2012
Pacific Ocean enterprise Forum and commerce technology education. May 4, 2012,
Tainan City, Southern Taiwan University of Science and Technology.

Huang, Shyh-Ming, & Jun-Qing, Wang, 2012, The impact of market orient, marketing
capability and innovative capability on new product performance. The 2012 Pacific
Ocean enterprise Forum and commerce technology education. May 4, 2012, Tainan City,
Southern Taiwan University of Science and Technology.

Huang, Shyh-Ming, & Xu-Xie, Liu, 2012, tne impact of relationship learn and
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40.

41.

42.

43.

relationship capability on relationship performance: The moderating effect of
relationship memory. The 2012 Pacific Ocean enterprise Forum and commerce
technology education. May 4, 2012, Tainan City, Southern Taiwan University of Science
and Technology.

Chao-Chin Huang, Shyh-Ming Huang, Shyh-Rong Fang, Shih-Chieh Fang, Shao-Chi
Chang, 2011, A Study of Relational Bonds on Brand Loyalty; The Mediating Effects of
Brand Relationship Quality. '53rd Annual Meeting of the Academy of International
Business, Japan, Nagoya, 2011/06/24-28.

Chao-Chin Huang, Shyh-Ming Huang, Shyh-Rong Fang, Shih-Chieh Fang, Shao-Chi
Chang, 2011, Toward Brand Loyalty: Two Bridges of Brand and Customer Relationship
Quality. 2011 Academy of Marketing Science Annual Conference, USA, FL,
2011/05/24-217.

Wei-Hsing Chang, Shyh-Rong Fang, Shyh-Ming Huang, 2008, Social Networks and
Firm Performance. Academy of Management Annual Meeting in Anaheim, USA,
Aug ,11.

Shyh-Ming Huang, Shyh-Rong Fang, Shu-Mi, Yang and Jie-Kai, Tzeng, 2007, The
Impact of Organizational Capabilities on Intellectual Capital and Organizational
Performance. Asia Academy of Management Professional Development Workshop and
Reception at the Academy of Management Meeting, Philadelphia, USA, August, 5.
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Dissertation

Huang, Shyh-Ming, 2008, “The Impact of Dark Side of Relationship Factors on
Relationship Performance: The Social Exchange Theory Perspective,” Ph.D.
Dissertation, Business Administration, National Chung-Hsing University.

Grants

1.

10.

11.

Huang, Shyh-Ming, “The Impact of Social Commerce and Social Support on Smart
Shopping Outcome: The Mediating Effect of Brand Engagement,” MOST-
110-2410-H-218-004, 2021/08/01 2022/07/31, NT$: 455,000.

Huang, Shyh-Ming, “The impact of brand relationship types and co-production on
cocreative value,” MOST- 109-2410-H-218-006, 2020/08/01 2021/07/31, NT$: 480,000.
Huang, Shyh-Ming, “The Impact of Smart Shopping Tendency and Smart Customer
Experience on Outcome of Smart Retailing: The Mixed Effect of Mediating and
Moderating” , MOST 108-2410-H-218-013 - 2019/08/01 to 2020/07/31, NT$: 638,000.
Huang, Shyh-Ming, “The Impact of Relationship Bonds and Co-production on Brand
Loyalty: The Moderating Effect Network External and  Conformity,”
MOST-107-2410-H-218-004, 2018/08/01 to 2019/07/31, NT$: 489,000.

Huang, Shyh-Ming, “The Impact of Brand Experience and Brand Engagement on
Stickiness Intention: The Integrating Mediation and Moderation Model,” MOST
106-2410-H-218-003, 2017/08/01 to 2018/07/31, NT$: 490,000.

Huang, Shyh-Ming, “The Impact of Mentoring Relationship and Leadership Style on Job
Performance: The Mediating Effect of Organizational Commitment, Job Satisfaction and
Work Engagement,” MOST-105-2410-H-218-004, 2016/08/01 to 2017/07/31, NTS$:
400,000.

Huang, Shyh-Ming, “The Impact of service sabotage and adaptive selling on job
performance- factors of antecedent, mediating and moderating,”
MOST-104-2410-H-218-007, 2015/08/01 to 2016/07/31, NT$: 502,000.

Huang, Shyh-Ming, “The Impact of Brand effect and Brand Identification on Brand
Loyalty- The Mediating and Moderating Effect of Brand Love and Brand Attachment,”
MOST-103-2410-H-218-006, 2014/08/01 to 2015/07/31, NT$: 324,000.

Huang, Shyh-Ming, “The Impact of Brand Attachment and Brand Trust on brand
Loyalty,” NSC-102-2410-H-218-022, 2013/08/01 to 2014/07/31, NT$: 264,000.

Huang, Shyh-Ming, “The Impact of Organizational Ambidextrous Capabilities and
Network Capabilities on Ambidextrous Innovation Capabilities and Performance,”
NSC-99-2410-H-218-004-MY2, 2010/08/01 to 2012/07/31, NT$: 993,000. (two years
plan)

Huang, Shyh-Ming, “The Impact of Dark Side of Relationship on Relationship Quality

and Relationship  Performance-A  View from Social Exchange Theory,”
40



NSC-97-2410-H-218-009, 2008/08/01 to 2009/07/31, NT$: 465,000.

12. Huang, Shyh-Ming, “The Impact of Relationship Bond Strategy and Brand Benefit
Strategy on Brand Relationship Strength and Brand Loyalty,” NSC-96-2416-H-218-014,
2007/08/01 to 2008/07/31, NT$: 423,000.
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Entrusted Practical Projects

1.

10.

11.

12.

13.

14.

15.

Huang, Shyh-Ming.2021 Social Worker Division Train Class (6th Class, first section).
(35001102063-CE) 3500-110P051 » NT$:690,360 - (20211227-20220320)

Huang, Shyh-Ming.2021 Social Worker Division Train Class (6th Class, second
section). (35001102086-CE) 3500-110P053 » NT$:496,290 - (20220326-20220619)
Huang, Shyh-Ming.2022 Social Worker Division Train Class (6th Class, third section).
(35001102106-CE) 3500-G110001 » NT$::351,268 - (20220625-20220911)

Huang, Shyh-Ming.2021 Social Worker Division Train Class (5th Class, forth section).
(35001101034-CE) 3500-110P044 » NT$::468,693 » (20210704-20210930)

Huang, Shyh-Ming.2021 year industrial college plan: Ditigal transformation and
Integrated Marketing Communication to dedicate oneself to progress teacher and student
project 3500110253-EDU > 3500110P037 - NT$::209,000 - (20210901-20220731)
Huang, Shyh-Ming.2021 Social Worker Division Train Class (5th Class, third section).
(35001101006-CE) 3500-109P030 > NTS:696,300 - (20210704-20210930)

Huang, Shyh-Ming.2020Social Worker Division Train Class (5th Class, second section).
(35001092028-CE) 3500-109P023 » NT$::823,600 - (20210403-20210630)

Huang, Shyh-Ming. 2020. Social Worker Division Train Class (5th Class, first section).
3500-109P016, 35001091042-CE ), NT$: 788,900 - (2021129-20210731)

Huang, Shyh-Ming.108 Social Worker Division Train Class (4th Class, fourth section).
(35001091027-CE) 108 3500-109P011 » NT$::781,000(20200905-20201130)

Huang, Shyh-Ming.108 Social Worker Division Train Class (4th Class, third section).
(35001082120-CE) 108 3500-108P050 > NT$::581,000 - (20200601-20200831)

Huang, Shyh-Ming.108 Social Worker Division Train Class (4th Class, second section).
(35001082085-CE) 108 3500-108P724 > NT$::378,300 - (20200104-20200531) (- f# 2
fsA )

Huang, Shyh-Ming.107 Social Worker Division Train Class (4th Class, first section).
(35001081058-CE) 108 3500-108P033 » NT$::315,300 - (20191012-20191229)

Huang, Shyh-Ming. 2020. 2020 year industrial college plan: Brand plan and digital
marketing to dedicate oneself to progress teacher and student project,
35001090263-EDU, 3500109P006 - NT$: 264,000. (20200901-20210731)

Huang, Shyh-Ming. 2019. Social Worker Division Train Class (3th Class, fourth
section). 35001091027-CE, 3500-109P011), NT$: 781,000, (20200905-20201130)

Huang, Shyh-Ming. 2019. 109 year to subsidize employee course project. “cold chain
management course,108 3500-108P040, NT$:1,000,000. (20200801-20210731)
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16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.

28.

29.

30.

31.

Huang, Shyh-Ming. 107 Social Worker Division Train Class (3th Class, fourth section).
(35001072150-CE) 108 1000-108P653 » NT$::371,200 =~ & - (20190701-20191006)

Huang, Shyh-Ming. 2019. Social Worker Division Train Class (3th Class, third section).
Code: 341060350)3500-107P617. 2019/04/20 to 2019/07/14, NT$: 264,900.

Huang, Shyh-Ming. 2018. Social Worker Division Train Class (3th Class, second
section). Code: 35001072087-CE) 2019/01/05 to 2019/03/30, NT$: 302,300.

Huang, Shyh-Ming. 2017. Minster of Education Industrial Collegeplan-105 Year
Industrial College Plan-retail Sales Service & Human Resource Train Credit Point
Course. (Second year.) Code: 731060196-GP-2. 2017/08/01 to 2018/07/31, NTS$:
330,000.

Huang, Shyh-Ming. 2017. Social Worker Division Train Class (1th Class, third section).
Code: 3500-105P066. 2017/04/06 to 2017/07/31, NT$: 296,800.

Huang, Shyh-Ming. 2016. Social Worker Division Train Class (1th Class, first section).
Code: 3500-105P053. 2016/07/01 to 2016/12/31, NT$: 211,600.

107 # B~ FREAFTAF X R Z-AIATAI R R R B g B F- TR R g2
& &Y > 12001070202-EDU - NT$:1,055,556 =~ % - (20180801-20190731) » * I
a %H: A o

107 & B~ B REAIFTAEL R E-AFTAIE AR REF B E-TEFTIREY
% 1> 12001070201-EDU - NT$:333,334 =~ # - (20180801-20190731) » * I 2 #F 4
108 & &+ FARILIFTAIF 1 15 F-RIATA] AR R R B B 5 4 - ﬁ | ¥ F @ g
# &% » 12001080243-EDU - NT$:1,055,556 ~ % - (20190801-20200731) » % F= i
HA o

108 # B~ ERIRAIZTAI E R N F-AIATAI F SRR R B F-FF 9 R F
¥ > 12001080244-EDU - NT$:333,334 ~ & - (20190801-20200731) » & f= 4 4% 4 o
109 B & &+ & RKRaded £)374] £ & 7 - % » 21001090228-EDU - NT$ 2,950,000
7 » (20200801-20210731) » * F 2 4%

110 8 & &+« & RIadad £1374] £ % 7 3+ % > 12001100189-EDU - NT$:2,950,000 ~
B - (20210801-20220731) » = e 2 4F A o

Huang, Shyh-Ming. 2016. Minster of Education Industrial Collegeplan-105 Year
Industrial College Plan-retail Sales Service & Human Resource Train Credit Point
Course. (First year) Code: 341050142-GP. 2016/08/01 to 2017/07/31, NT$: 445,000.
Huang, Shyh-Ming. 2015. Minster of Education Industrial Collegeplan-104 Year
Industrial College Plan-retail Sales Service & Human Resource Train Credit Point
Course. Code: 721040135-GP. 2015/08/01 to 2016/07/31, NT$: 445,000.

Huang, Shyh-Ming. 2014. Minster of Education College Internship Course Plan-102.
Code: 341020122-GP. 2013/06/01 to 2014/06/30, NT$: 4,316,400.

Huang, Shyh-Ming. 2013. Minster of Education College Internship Course Plan-101.

Code: 341010097-GP. 2012/06/01 to 2013/06/30, NT$: 3,682,800.
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32. Huang, Shyh-Ming. 2012. Minster of Education College Internship Course Plan-100.
Code:341010097-GP. 2011/06/01 to 2012/06/30, NT$: 3,260,400.
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Honors and Awards

m Fang, Shyh-Rong, Fang, Shyh-Chieh, Yang, Shu-Mi and Huang, Shyh-Ming. 2011. The
Impact of Structural Approach of Multilevel Network on Explorative and Exploitative
Innovation. [United Microelectronics Corporation (UMC) 3rd Annual Award Essay of the
Academy of Business Management] (The Best Paper)

m Huang, Shyh-Ming, 2010. The Impact of Virtual Community Members Group-Buying
Motivation on Group—buying Behavior-The Moderating Effects of Electronic
Word-Of-Mouth. Chinese Institute of Industrial Engineers 2010 (CIIE 2010). Taiwan,
Tainan. (The Best Paper)

m Huang, Shyh-Ming, 2009. The Impact of Dark Side of Relationship Factors on
Relationship Performance — The Social Exchange Theory Perspective. The 13™
Award of Small and Medium Enterprise thesis and dissertation. Taiwan, Taipei.
(Stunning performances)

m Huang, Shyh-Ming, 2007. Impact of Relationship Bonds on Relationship Quality: The
Internal Marketing Role of Adaptive Selling and Work Satisfaction. 2007Business
Administration International Academy Forum and Conference. 2007/7/5. (The Best
Paper for Marketing)

m Huang, Shyh-Ming and Fang, Shyh-Rong, 2005. An Impact of Governance Mechanisms
and Relationship Strategies on Asset Specificities and Relationship Performance.
Chunh Yuan Management Review, 3(1), 39-60. (The Best Paper)

Academic and Professional Service
Paper Reviewer

Academic Service
m Reviewer, Taiwan Academy of Management Journal, 2020/10/20, 2021/03/25,
2021/04/15, 2021/07/09.
Reviewer, Marketing Review, 2019/3/3.
Reviewer, Marketing Review, 2018/11/6.
Reviewer, Taiwan Academy of Management Journal, 2016/09/29.
Reviewer, Journal of Management & System, 2016/08/16.
Reviewer, Journal of Management, 2016/11/26.
Reviewer, Technology Analysis & Strategic Management, 2011/01/25.
Reviewer, Journal of Management & Systems, 2010/08/11.
Reviewer, Journal of Southern Taiwan University, 2009/08/10.
Reviewer, Taiwan Academy of Management Journal, 2009/07/16.
Reviewer, Journal of Hospitality and Home Ecnomics, 2009/05/02.
Reviewer, Taiwan Academy of Management Journal, 2009/02/09.
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Committee Members
m Comments, Chinese Institute of Industrial Engineers 2010 (CIIE 2010), 2010/12/25.
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