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Abstract

The purpose of this study is to explore the popular and emerging research topics in the areas of
information management, marketing, production and operations management, and transportation
management. This study analyzed 7,596 research articles which were published in the selected top-tier
journals in each area to summarize the popular topics during 2011-2015. In addition, some emerging
research topics are identified based on the tracks and themes of well-known conferences, special issues
of the selected top-tier journals, and the expert panel discussions. The findings of this study can provide
valuable information to Ministry of Science and Technology when supporting the development of
management Il area. Furthermore, the results of this study can also facilitate researchers to find

potential research issues.

Keywords: Research Trend, Popular Research Topics, Emerging Research Topics, Information

Management, Marketing, Production and Operations Management, Transportation Management
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(9 35 #7 7 4 40) offshoring, (6) Project management, (7) Security and privacy, (8) Virtual
teams, (9) IT/IS professional*

Information (1) Big data/Data analytics, (2) Business intelligence/Expert system, (3)

Technology and IS Cloud computing, (4) Databases/Database management systems/Data

Development warehousing, (5) IS design and development, (6) IS evaluation, (7) IS

(11 5 57 3 & 30) implementation, (8) Hardware/software and programming languages, (9)
Mobile computing, (10) Telecommunications and networking, (11) Open
source*

IS Applications (1) Customer relationship management (CRM), (2) Decision support

Y TR system & executive IS, (3) E-government, (4) Electronic

(16 78 ¥ 7 34 3%) commerce/Mobile commerce, (5) Enterprise resource planning (ERP), (6)
Global information technology (GIT), (7) Group support systems, (8)
Health information technology, (9) Inter-organizational systems, (10) IS
functional applications, (11) Knowledge management, (12) Media and
communications, (13) Social media/Social computing/Social Commerce,
(14) Social networks, (15) Supply chain management, (16) Entertainment
software/Virtual worlds*

Education and Theory (1) IS education, (2) IS theory and methodology, (3) NeurolS*, (4) IS

WHT EF L 2% | ethics™
(4 B iz%\)

*hT S ABiEAT Y 0 RTH{ 2 AT T ERAE -

(=) FHAFEAF BT R
PGB ST Ol )0 247 A AT & SRR B - #7012 2015 # 5

AAH K TR TR AKREE > R BA R E AT A AT p TARE
2 ARFL AN PP AL A 20112015 E B 0 Rz LA AT £ H EFR s
B BT A FFTREDLESFE O TR RS FTULARETFRERY 2FE D

AR o
- HETRPETRELSF M £122011-2015 7 # L AAH > Sl ikiER £ 5
B At L awT 7 sRAEA % 5 AG6_IS usage / IS adoption / IT acceptance; B3_IS management

and planning / IS strategy / IT governance; E2_IS Theory and Methodology; D4_Electronic commerce
/ Mobile commerce; D14_Social networks; A4_IT value; C5_IS design and development; B7_Security

and privacy; D13_Social media/ Social computing / Social Commerce; D11 _Knowledge management >
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drd L AarT oo i 10 A Y RALOF P AR & 2011-2015 ES5EiFpy A e R o A H E
A6_IS usage / IS adoption / IT acceptance; B3_IS management and planning / IS strategy / IT
governance> 7 # K35§ 2 & G P RAE >V LTI AR ER - REBE F o AeB = 77 o

EElVE AT £ 7y PRt (2011-2015)

70.00%
60.00%
50.00%
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30.00%

20.00% A
/ —— Sy —

10.00%

0.00%
2011 2012 2013 2014 2015

=@==/_|ndividual/Organization/Society

=@=D_|S Management

==@==C_|nformation Technology and IS Development
==@==D_|S Applications

==@==E_Education and Theory

Bl- FREEAPBFTIEHMARLS AT
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F 4 P p AR 1 2011-2015 E £ AT Y R AL

Research Issue 011 2012 2013 2014 2015 Freq. 2UF Rank
A6_IS usage/IS adoption/IT
27.52% 18.22% 26.58% 22.77% 26.83% 276 24.17% 1
acceptance
B3_IS management and planning/IS
21.10% 21.71% 30.80% 21.88% 18.54% 262 22.94% 2
strategy/IT governance
E2_IS theory and methodology 12.39% 17.05% 12.66% 14.73% 14.63% 164 14.36% 3
D4 _Electronic commerce/Mobile
11.47% 15.50% 9.28% 14.29% 11.71% 143 12.52% 4
commerce
D14_Social networks 8.26% 9.30% 12.66% 14.29% 14.63% 134 11.73% 5
A4_IT value 11.93% 11.63% 11.81% 12.05% 11.22% 134 11.73% 5
C5_IS design and development 11.01% 12.40% 12.24% 7.14% 10.73% 123 10.77% 7
B7_Security and privacy 6.42% 5.04% 6.75% 6.25% 12.68% 83 7.27% 8
D13_Social media/Social
) ) 5.05% 4.26% 8.86% 6.70% 8.29% 75 6.57% 9
computing/Social Commerce
D11_Knowledge management 6.42% 4.26% 3.80% 5.36% 6.83% 60 5.25% 10
Number of sample papers 218 258 237 224 205 1,142

E Ve T E B I 2T 55 E (2011-2015)

35.00%
30.00%
25.00%
20.00%
15.00%
10.00%

5.00%

0.00%

22 94%

14,
- 36“ 12.52% 1173% 11.73%
10.77%
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N o A > &
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S Q & & L <3 \ &
S \ & N > > ?
X () N ™/ W& QO N Q
P V@ Q}c R el NI A’b & ((\'b
\c) & (,)O ey ({\' . \6\
Q/\ o& 24 * Q,C) o(,\’b Q,b
c)’b% L Q,\’ &? S 9 &
> N & Q7 ¢ S
$ o ©° NS,
7 ) ¥ &7 S
@7
011 w2012 2013 mmmm2014 w2015 2011-2015
Bl= T3l AR 1 2011-2015 # # P #7 7 R ALAR S B
T3k Suendr r (AG_IS usage/IS adoption/IT acceptance ) & A vk W L 3 E AR B HE
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BF 7R ?agcwikﬁw%§§4‘Fﬁ‘ﬁ%’ﬂﬁ’ﬁé%*?ﬂﬁﬁi“

Apm@sadm > SRR I/RIEHEY > A i B N B RE T

FATT AR S T S R PRI %"—*ﬁ 22 ?ﬁ?lﬁfkﬁtiﬁ’%‘fﬁﬁ%ﬁ?%ﬁ”
1R e EH EANA LA S T FF T AL AT B
FHEAAFEH > P AR EF BTG B D T o

dON M E I A IS PR ATE AT T 0 FE LT ] 2 T B B3R

She
—
\3.

;aé
o

TRk Bengr Ty RAL T -

(E2_IStheoryand methodology ) > 7+ 5 iT# K€ B T F XA 2L - - ¥ - 2 o > "EF T T i+
oAb FHA o B o R RIFE S S8 P e ch® e > A ¢ e % (D14_Social networks ) ~ F
> o' # X 3 ( B7_Security and privacy ) ~ ¥ F 7 4% & {7 # ¥ 7% ( D4_Electronic

commerce/Mobile commerce ) -4+ # 7 5% ( D13_Social media/Social computing/Social commerce )

FEH LI EARAEE > A RRAENTA ) @ @A R RN T S B F AT o 4
BRI T E AR D IE R AT o

T FTRARF & T R AF R L g = (B3_IS management and planning/IS
strategy/IT governance ) ~ IT % & (A4_IT value) ~ 33 & sk 323 B (C5_IS design and

development ) fr4ra ¢ 12 (D11_Knowledge management ) % = & o7 3 ;R B > Bl # & ¥ -
Fpoe it R EEIL . e 5T TR RRR ERDEL 4 0 R TR LA
T RERA O RiTT E R A BR

%ﬁ’d**A%?ﬂM? SRS PR TERpPH e T A T 232
F h3 BodEan BP0 ART R 44 2011-2015 E LR AR - RATY Y b PR ahst e
Fast s B LE S AT R R L - R (Bl Ad e BREE) P HZ s Al

A4 _IT value ¥ B3_IS management and planning/IS strategy/IT governance; A6_IS usage/IS
adoption/IT acceptance ¥ D14 Social networks; A6 IS usage/IS adoption/IT acceptance £2

D4_Electronic commerce/Mobile commerce » ¥ i 5 B} & F & (747§ iRALK L2 57 o
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3 L - "P’?‘:‘TL”F‘:TE‘J_ éﬂﬁﬁﬁm’i‘ilgb
RALE £ S P
A4 _IT value B3_IS management and planning/IS 69 1
strategy/IT governance
A6_IS usage/IS adoption/IT acceptance |D14_Social networks 58 2
A6_1S usage/IS adoption/IT acceptance D4 _Electronic commerce/Mobile 50 3
commerce
B3_IS management and planning/IS C5_IS design and development 36 4
strategy/IT governance
D13_Social media/Social D14 _Social networks 32 5
computing/Social Commerce
A6_IS usage/IS adoption/IT acceptance |D13_Social media/Social 32 5
computing/Social Commerce
A6_IS usage/IS adoption/IT acceptance  |B3_IS management and planning/IS 25 7
strategy/IT governance
B3_IS management and planning/IS D4_Electronic commerce/Mobile 21 8
strategy/IT governance commerce
A6_1S usage/IS adoption/IT acceptance  |B7_Security and privacy 21 8
B3_IS management and planning/IS B6_Project management 17 10
strategy/IT governance
A6_IS usage/IS adoption/IT acceptance |[E2_IS Theory and Methodology 17 10
A6_IS usage/IS adoption/IT acceptance |C5_IS design and development 17 10
A4 _IT value A6_|S usage/IS adoption/IT acceptance 17 10
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U ST PR AL
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o Ft o Y B Th Y T RALY BRI R AT B
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35 FUE ATE AIFT § R 4E(2011-2015)

AL kR Py RAL
Americag Conference on e IT Enabled Agility (2016, 2015, 2014)
Information Systems (AMCIS) | o Replication Research (2016)
European Conference on e Digital Health Initiatives (2016, 2014)

Information System (ECIS) e Maritime Informatics (2016)
e  Persuasive Systems Design (2016, 2013, 2011)
e Openness and IT (2016, 2014, 2013)

International Conference on e  Crowdsourcing, Crowdfunding, Blockchain and
Information Systems (ICIS) the Sharing Economy (2016)

e  Service Science (2014, 2011)
Pacific Asia Conference on e  User-Centered Decision Support Systems in the
Information Systems (PACIS) 0T Era (2016)

e  Service Design and User Experience (2016)
e IS for Corporate Responsibility (2012, 2011)

Special Issues in MIS e  Sociomateriailty of Information Systems
Quarterly (MISQ) Organizing (September 2014)

e  New Ventures in Virtual Worlds (September 2011)
Special Issues in Journal of e Financial IS, Underlying Technologies, and the
Management Information FinTech Revolution (forthcoming)
Systems (JMIS) e Neuroscience in Information Systems Research (4,

2014)

Special Issues (Sections) in e  Cross-Cultural 1S Research: Perspectives from
European Journal of Eastern and Western Traditions (May 2015)

Information Systems (EJIS) e Identity and Identification (Jan 2014)

e Information Technology Funding and System
Justification in the Organization (Mar 2013)

Special I:ssues (Sections) in e Digital Entrepreneurship (forthcoming)
Information Systems Journal | 4 The Dark Side of IT (July 2015; May 2015)

(1S)) e  Women and IT (September 2012)
Special Issue (Sections) in e  Methods, Tools, and Measurement in NeurolS
Journal of the AIS (JAIS) Research (October 2014)

e Health Care IT (March 2011; February, 2011)
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PR AL

IT and Openness

b
i
aip\
MA

B FRPE S RRAE S LR RS
gﬁf \m:};bﬁk B ;% £]#7 (Open Innovation ) ~ B 3t
FEREP FEL - ppFo EEFFE RS FAX 2
EIRAL S e gk o

Service Design/
Service Innovation

F 3k

B SHPE A kT o BB A &/ IRIFE T ~ AR E T - e

RS S P SIS T L R
AR BB T A kA > g S EEE
HALY AAFT T 0 B4 Fintech (financial technology) -

IS in Healthcare

B3t EEA T GIRE P el B TAPAE RS ZERE

Management AT FF AR LAY R

Smart World PO AT EA SR A SE R > o b B B (8RR e
ﬁ’ﬁ%i“*%*%%%ﬁn%@?*iwﬁﬁﬁ@ B IR
BERAEFRE S RF AL ETTRL B BREY
etz 1&%/’:\% NE P SR oS o TR

NeurolS

A 5 % 5(Neuro Information Systems) & i & 7 3 2w > 1 &
HE* v G 03 2 (Aefpik ~ MR 2 ) R 3E % i)
BRI PR ATRED DE A TR NilEZ
PR IR o 3 F]X ‘El*v?lﬁi“;;!{ W oer ??Agﬁ\
Bk U Ri G RN L LR
TR AEA AkF g8 £ R ] AR

Innovative System
Development

Tk SLenB g R T L N AR > R A2 R B
R P T LR R bl | BCR A  ACR
BT R R AR F O AR LR Ty R o

Sharing Economy

PRGEHPFRT 5 R NG AEE T Y »h,fp_ PR AAE AR
AR b4 @ Airbnb ~ Uber ~ # 8t e - ERFIFTE > Ra
JHH T %*”*%P“mﬁﬁﬁx’%@%?ﬁﬁ’%%%

N Y L §-0

g
L2

=

_‘3‘1}

FIAE e AT ER R SHHAD T T EL Y R RETEEL T ;ﬁd e

BEF DA EE S 2 WP AP O} RAT A 4757 7 48 (Huber et al., 2014; Mela, Roos,

and Deng, 2013; Wang et al., 2015; Yadav 2010) - # ¢ - Journal of Marketing (4 ™= & £ JM)&_{7

Emipe Y HE R Az - > By 2 sR4ae A - Journal of Marketing Research £
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Marketing Science (14 f§ # MS) h £+ 32 B 7§ = 2 kA s 5 B2 & £ 02 IM iF % %
HE g d 2w o £ L IMR S MS ~ JCR 3 912 sRAT A 2 HER AT Rt i o

t M 515 ¢ o Bolton (2011) 42 41 8 3 £ § % B {24087 { 3RAL - %% 7 %4 Bolton
(2011)2 pLgpsem » B g B #-IM 2 & BSRAL R 51 I SRAT e 2 2 %3 )
R 700 30-40 FRALE 31 0 F7f BIFREIR 2011 & 3 2016 & ¥ it & i - #4970 2 RAT A

‘h-‘\

WE -

<

a2 ae s

ilog o Pl ﬂf B By ahf ok i8R > 5)4e: Award Announcements ~ Editorial o 4% ¥ 33

120112015 & AF e 2 23R T AT 2 RO Bic MR L RS AR B2 R I
VBB T E P ARG B e & A - R 2 R R A 5 2 2 R L
%%’##ﬁ37ﬁo$¢5mmamnwé@~8ﬁ@{,p B2 G 4550 £ & 3K
Ao 545 5 KR Y ARRAL g, bl | ey BARE (AL w ) A B FI A N &
BRI AN T REEE TR ii/&«%‘ﬁyra‘;ﬂ% TR EA G L g ST
gagp, Ty ;}5 PR AT T A B RRAR SCIPRAR B 0 T gt TE S kB 2
L BEIE P e

¥% JMR~JCR~MS & g3 v g~ 37 > JMR I * 233 45 & 51 =t s 4y 25 58

# 57 7 k4L (Huberetal., 2014) » JCR 7| 11 16 78 # F* 77 7 4% (Wangetal., 2015) - MS (Mela
etal, 2013)] ~ 477 11 sB R AL T 7T AEF - R d WP T2 27 E RFRFRE > 640 0 IMR
&7 Hp A 1964-2012 & 5 JCR & 78 BF 2 1974-2014 & - MS 4~ 78 B 5 1982-2011 & » % &
ﬁipiﬁﬁﬁ%{ﬁﬁﬁﬁ%ﬁﬁﬁﬁﬁyéﬂﬂ*éiﬁ%gﬂﬂﬁﬁﬁpfﬁﬁj%%
}_iﬁfav«» it E mp L%‘“’r“dﬂ B Ff W 1@—5‘3_:’ :}3@];}% B LT EFEY ;Ka_gurrr;ﬁ\
TEITEF Y R #KG & ﬁiﬂg%c J‘f adF - T EcE 2 RAEL 0 »)4e @ Social identity and influence -
Consumer culture % » 2 iF 5 %4 ¥ #-4H o~ BAER Pom P A xR 2 RE
)4 : Nonprofit, political, and social marketing ~ Ethics and social responsibility % :x4% - P4 7

B R e o b AP BB L RAEE S 8 BAE T 661+ RALe 7Y
L
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# L 2011-2015IM (4 7 RAE £ 50 B

7R *AL TR KR

Brand equity/ Business-to-business marketing/ Connecting Bolton (2011)
Bolton (2011)# 1 marketing information, metrics, and strategy/ Consumer
£ 3 % B 2% behavior/ Innovation, new product development and
733 (x 85)  product management/ Marketing orientation and

capabilities/ Marketing research/ Services

Consumer Behavior*/ Brand Management*/ Strategic FEp MR
Marketing*/ Retailing*/ Advertising*/ Product 51§ 4 (2011-
Development*/ Business-To-Business Marketing/ 2015)

Marketing Implementation/ Decision Making/ Electronic
Commerce/ Customer Satisfaction/ Marketing Channels/
Personal Selling/ Pricing/ Sales Force Management/
Segmentation/ Direct Marketing/ Market Or Industry
Analysis/ International Marketing/ Theory And Philosophy
Of Science (Theory In Marketing)/ Sales Promotion/ Ethics
And Social Responsibility/ Market Orientation/ Nonprofit,
Political, And Social Marketing/ Service Marketing/
Organizational Learning/ Profit And Cost Analysis/
Bayesian Methods/ Coproduction/ Environmental
Commerce/ Idea Generation/ Market Response Modeling/
Marketing-Finance Interface/ Organizational Structure/
Sales Forecasting/ Scale Development/ Visual
Communications

g E T AR M
2 HAE(% 37 3%)

£ A5 I8 R

s %% M (2011-2015) 2 # F* % 3115 &
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24T FHRIRARR 2 Y RAFE

FE A B3R
Consumer Behavior (1) Decision making, (2) Purchase behavior/purchase intention/buying
i process, (3) Consumer culture, (4) Self-control and goals pursuit, (5)

(mﬁlfﬁﬁ)

Social identity and influence, (6) Brand choice, (7) Memory and
search*, (8) Persuasion*, (9) Satisfying customer*, (10) Resource
constraints*

Advertising/Marketing
Communication/Brand
}% 2 /f”' /i-k/

Giﬁiiﬁﬁ)

(1) Online advertising/internet marketing, (2) Advertising
effectiveness, (3) Word-of-mouth, (4) Visual communications, (5)
Advertising and social media research, (6) Brand identity/brand image,
(7) Brand experiences/trust/satisfaction, (8) Brand loyalty, (9) Brand
personality, (10) Brand community, (11) Brand advertising

Strategy (1) Segmentation, (2) Direct marketing, (3) Pricing, (4) Marketing

LS implementation, (5) Strategic marketing, (6) Business-to-business

(9 35 #7 7 4 40) marketing, (7) International marketing, (8) Market orientation, (9)
Brand equity

Service Marketing/Sales | (1) Sales forecasting, (2) Sales promotion, (3) Personal selling, (4)

Management Sales force management, (5) Customer satisfaction, (6) Customer

PRIk g E loyalty, (7) Customer complaint, (8) Customer perceived value, (9)

(10 58 7= 3 % 37)

Service quality, (10) Customer relationship management

Retailing & Channel

(1) Retailing, (2) Channel management, (3) Electronic commerce, (4)

FEEHR Marketing channels

(4 A F A

Methodologlcal Issues (1) Scale development, (2) Bayesian methods/Bayesian analysis, (3)
AR E R £ Econometrics, (4) Profit and cost analysis, (5) Marketing-finance

@ﬁﬁzﬁﬁ)

interface research, (6) Other methods

Organizational Issues
e AR B SRAE
(4 715 § HAD)

(1) Organizational learning, (2) Organizational structure, (3) HR, (4)
Supply chain management

Product/service
Development
A /FR%Z- S

(1) Coproduction/idea generation, (2) Product/service development,
(3) Product promotion, (4) Value creation, (5) Service innovation/
technology-enabled service*

(57 7 &H)
Others (1) Ethics and social responsibility, (2) Nonprofit and political
H1 %‘5';%\ marketing, (3) Environmental commerce/social marketing, (4) Social
(7 5647 § 3 3E) networks, (5) Theory and philosophy of science, (6) Market or
industry analysis, (7) C2C marketing*
I A T BB ARY o ATH 2 AT L RAE o
(-) FHE AR R

g B S r(de) 277
kY ?W_-;i‘{j\ B’ /ﬂ ?’
«u‘: kﬁ(a 178 ’k ) f’tﬁ'yj ﬁ\wp\ l“‘-‘v

IPECE g IR

3414 2011 & 3 2015 & it B AR A RlE 417 o
Zdeh 609 =~ R /RIS
Thch 1625 0 B Z AL AN AT 2

'?"V /UF

Ly
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AT kA AT 2 24P RS 118 S JRBFHEH L FIR L 88~ H iU FERKE
w87~ ASNRIFEF L 6L~ FBE KRG 590~ AR M BRI 20 St oo gt ok o G
Werd BRI )k g M T 3505, oy A4- L AP el L3 AMLD
FE-m TRAFH A/, & '—a\nxJ e Pt Ee 3 iE e 0 (w3t 2012-2015 £ B e
Fhhlo pafbnz tp o B PR EFLARPRRPEF VAR - 2§
# Flde Huber etal. (2014) 53¢ » 3 3 % 5 5 08 § B IMR # 7] @ £ 8 s £ O et 3 3R AL
FE 5B IMREAF A2 37 725%; ¥ - 3 6 » AcX A5 F4Y » JCR # 7|2
F£F 30K ATEAFAELLAFRY 20 9F 3L6WHRMEE Y F F A APM - 1
FE T A N R KT LM s Ty AR B Rk o

4

Bl

TN E BRI 5T 1R 7 EE4iET(2011-2015)
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5.00% m 3

—=

0.00% e
2011 2012 2013 2014 2015
==@=A_Consumer Behavior =@=B_Advertising/Marketing Communication/Brand
C_Strategy =@=D_Service Marketing/Sales Management
==@==F_Retailing & Channel F_Methodological Issues
==@==G_QOrganizational Issues ==@="H_Product/ Service Development

==@==|_General issues
Ble 743 ATB AT § A ALH R A 7

AETE-HFT LA T AR RELF R B2 2011-2015 & F A #H ok it
THER YRR A w L LTy RAE R =0 B 4 W 5 A2_Purchase Behavior/Purchase
Intention/Buying Process; Al_Decision Making; A4_Self-control and Goals Pursuit; A5_Social

3oh= AR FHY 0 JCR ¢ & (AR £ 20 () 370/1170 =31.6% -

22



Identity and Influence; A8 Persuasion; F6_Other Methods; C4_Marketing Implementation;
C3_Pricing; B2_Advertising Effectiveness; B5_ Advertising and Social Media Research » 4-# -+ =

ST o F L B R ALY 2011-2015 # i B A%k 5 0 A2_Purchase Behavior/Purchase
Intention/Buying Process # & & 41 F® 42 & £ § kL 0 2R A2 #F B AR Y LAPHAE T 4oB
It o @ 2 ¢ AL Decision Making 82 % £ B % = e P SR 3T > 8 B AR B k5 > 2015 =
St GAp gt 2011 £ E L - BTG o 52 LR M RAL S A4_Self-control and Goals
Pursuit > A 475 % ¥ » LRI OR PR BT 2 5 - KA 0 @ 2011-2015 & L Fads
AP ¥H4E e B AB% - B 171 R, 9 E_AS5_Social Identity and Influence sd§ %42 k7 W Aptds 7 -
3> 2013-2014 # B > H L PR SRR A L % - 0 =t A2 Purchase Behavior/Purchase
Intention/Buying Process -

L T g mARE 1 2011-2015 & £ A 7 RAE

2011-

Research Issue 2011 2012 2013 2014 2015 Freq. 2015 Rank
A2_Purchase Behavior/Purchase
) i 11.46% 10.24% 12.33% 11.44% 11.68% 137 11.40% 1
Intention/Buying Process
Al_Decision Making 13.54% 9.45% 10.57% 7.63% 8.63% 122 10.15% 2
A4_Self-control and Goals Pursuit 8.33% 8.66% 6.17% 8.90% 8.12% 97 8.07% 3
A5_Social Identity and Influence 5.90% 5.51% 10.57% 11.44% 6.09% 94 7.82% 4
A8_Persuasion 7.29% 9.06% 6.61% 4.24% 5.08% 79 6.57% 5
F6_Other Methods 6.25% 6.30% 1.76% 3.39% 4.57% 55 458% 6
C4_Marketing Implementation 4.17% 3.94% 4.41% 4.24% 2.03% 46 383% 7
C3_Pricing 243% 4.72% 3.96% 2.97% 457% 44 3.66% 8
B2_Advertising Effectiveness 347% 2.36% 3.96% 5.08% 3.55% 44 3.66% 8
B5_Advertising and Social Media
1.39% 3.15% 2.20% 2.97% 457% 33 2.75% 9
Research
Number of sample papers 288 254 227 236 197 1,202

CHALARP R AFLERTT LORPEET RN P F L AN AR
5B m G Hhe BT AT E LB AP Ny %’v 75 ehi fgY X emyt
By R B E'J%‘fﬂgfﬂmr’ﬁéiw CFHA e R g ML AR R EAET G ;t;ﬁ'%’jdﬂz =4
18 B & 4 (A2_Purchase Behavior/Purchase Intention/Buying Process; Al Decision Making;
A4 _Self-control and Goals Pursuit; A5_Social Identity and Influence; A8_Persuasion) » £ Jﬁ Yy
= ;2 4p B 3% 3% (F6_Other Methods) > 4 ¥ &_ K % 4p B 3% 4 (C4_Marketing Implementation;
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1.Persuasion

2.Memory and Search

3.0ther Methods

4.Resource constraints: Time, cost, resource

1.Self-control and Goals Pursuit
2  Social Identity and Influence 2.Purchase Behavior/Purchase Intention/Buying Process
3.Word-of-mouth
1.Purchase Behavior/Purchase Intention/Buying Process
2.Word-of-mouth
1.Marketing Implementation
2.Retailing
R BEAE L e bk BRERA o

1 Decision Making

3 Persuasion

4 Pricing
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Special section from JM (2011)

* Newer models for generating knowledge and disseminating it

Special section from JM (2011)
Special section from MS
(Narasimhan et al., 2015)

* Emerging Marketing

Special article from JM (Kaotler,
2011)

* Environmental Issues
- Demarketing
- Social Marketing

Special interdisciplinary issue from
JMR (Lynch, 2011)

» Consumer Financial Decision Making

Special section from JIMR
(Bronnenberg et al., 2012)

* Marketing Dynamics

Special section from JM (2011)
Special issue from JMR (Lehmann,
2014)

Special section from MS (Gupta,
2014)

* Theory and Practice in Marketing

Editorial from JM (Kumar, 2015)

» Change in media usage patterns
* Investment for marketing efficiency
* Firm value through customer engagement

Special issue from JMR (Camerer
& Yoon, 2015)

* Neuroscience and Marketing

Journal topic review from JCR
(Wang et al., 2015)

* Self-control and goals
* Emotional decision making

MSI Research Priorities (2014)

Tier 1
 Understanding customers and the customer experience
* Developing marketing analytics for a data-rich environment

Tier 2

* Measuring and communicating the value of marketing activities
and investments

* Developing and organization for marketing excellence

* Leveraging digital/social/mobile technology

* Creating and communicating enduring customer value

* Developing and delivering fully integrated marketing programs

Tier 3

* Innovating products, services, and markets

* Operating in global markets

* Recognizing differences in consumers and customers
» Establishing optimal social contracts with customers

Y R N N 3

\\\Xr

FFA S B RS PR R 6T

WG (740§ TRATI A KT 40 B PERAL » ek - 4 4 o
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Developing
marketing
analytics for a
data-rich
environment

-Highlights organizations have to better-understand customers and improve
their marketing decision making

-Improves analytic skills/ analytical methods for getting greater insights in a
data-rich environment

-Being good at using different types of data and information (i.e. how should
individual-level data be used to build more powerful customer-level
marketing programs)

Understanding
customers and the

-Highlights an enduring importance of customers in marketing
-Understands how customers and consumer behavior have changed due to
technology and other forces

customer ) : . : .
. -Understands today’s customers requires taking varied perspectives that
experience . I
suggest new concepts, ideas, and thinking

-Highlights on “self-control and goals pursuit”

-Self-control is a cognitive process that is necessary for regulating one's
Self-related behavior in order to achieve goals
consumer -Explores how consumers pursue their multiple goals and how their goal
behavior pursuit changes over time

-In JCR, the top three terms in “Self-Control and Goals” is goal, health, and
food

Social issues in
consumer
behavior

-Emerging Market: (1) Rethinks existing perspectives and practices. (2)
Understands consumers, culture, institutions and regulation in emerging
market

-Demarketing: The practice of demand reduction (i.e. combat overfishing,
energy waste, overeating, etc.). Develop more effective tools and skill in
demand reduction

-Social Marketing: Highlights the social marketing for the environment (i.e.
marketing to reduce waste, protect water quality, etc.)

Change in media
usage pattern

—-Addressing social media usage due to its ability to instantly identify and
connect with users, high speed for communication, and its ease of use in
influencing user experience

-Understanding the impact of social media influences on product choice

-The profitability of social coupon campaigns to businesses

Marketing
dynamics

-Emphasizing dynamic decision making—that is, decision making in contexts
in which current actions on the part of consumers or firms have future
consequences

-Studies the evolution of consumer preferences and the dynamic effects of
marketing variables, such as advertising and price promotion
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Individual/ (1) Sustainability, (2) Social responsibility, (3) Environmental
Organization/ responsibility, (4) Green manufacturing, (5) Green supply chain, (6)
Society Energy-awareness, (7) Green computing, (8) Network design, (9) Closed-
(10 58 77 4 40) loop supply chain, (10) Resource allocation and distribution
Management (1) Product development management, (2) Flexible manufacturing systems,

CERERE T

(3) Performance measurement, (4) Supply chain disruption management,
(5) Supply chain coordination, (6) Responsible and reliable sourcing in
supply chain, (7) Joint inventory/stocking, (8) Distribution logistics
management, (9) Outsourcing/contract management

Methods and
Technology

(16 37 4 3 40)

(1) Service quality, (2) TQM, (3) Lean and flexible manufacturing, (4)
Cloud computing, (5) Remanufacturing, (6) Decision making under
uncertainty, (7) Robust optimization and design, (8) Crowd sourcing, (9)
Coordination and competition in supply chains, (10) Game-theory-based
operations management, (11) Mechanism design, (12) Behavior-based
operations management, (13) Social network analysis, (14) Information
sharing and information asymmetry, (15) Queuing theory, (16) Algorithms,
solution approaches

Applications in
Specific Industries/
Organizations

(1) Case study, (2) Report of implementations of advanced OM
methodologies, (3) Empirical analysis, (4) Health-care operations
management, (5) Tourism and entertainment management, (6) Production

(6 777 3 & 30) and distribution in food industry
(=) 3 ABEELFMABRAP T R
1 2011-2015 & 2 % £ vﬂ? A ABRITEF LA By AR ATy AL AT
BRI T o e AP T RMALEF A2V G FARR A F I L A hE LA
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#p 7 F 4 k& © INFORMS Journal on Computing, Journal of Operations Management, Management
Science, Manufacturing and Service Operations Management, Operations Research, Production and
Operations Management

- HED AE B AT B L AR RAE A E TR TR D L - 0 S
C16_Algorithms, solution approaches, C6_Decision making under uncertainty, D3_Empirical analysis,
B5_Supply chain coordination, C10_Game-theory-based operations management, D2_Report of

implementations of advanced OM methodologies, D7_Applications in other industry, C15_Queuing

theory, D4 _Health-care operations management, ¥ C12_ Behavior-based operations management -
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Research Issue 2011 2012 2013 2014 2015 Fred. 20 Rank
C16_Algorithms, solution approaches 25.73% 25.00% 20.51% 23.84% 18.71% 553 22.63%
C6_Decision making under uncertainty 17.00% 11.59% 15.19% 16.01% 16.18% 373 15.26%
D3_Empirical analysis 12.53% 10.23% 14.20% 10.99% 12.67% 297 12.15%
B5_Supply chain coordination 8.72% 10.23% 8.28% 8.01% 7.02% 205 8.39%
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D4_Health-care operations
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C12_Behavior-based operations
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C15_Algorithms, solution approaches D7_Applications in other industry 43
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C14 Queuing theory C6_Decision making under uncertainty 38
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Conference

Theme

Hong Kong Society for
Transportation Studies
Annual Conference (HKSTYS)

Transport dynamics (2011)

Transportation & Logistics Management (2012)
Travel Behaviour and Society (2013)
Transportation and Infrastructure (2014)

Urban Transport Analytics (2015)

IEEE International
Conference on Intelligent
Transportation Systems
(IEEE ITS)

Safe, Secure, and Sustainable transportation, which
ensures saving energy and the environment (2011)

The Wild Frontier in Intelligent Transportation (2012)

Intelligent Transportation Systems for All Transportation
Modes (2013)

Smart Transportation for Safety and Sustainability (2015)

International Symposium on
Transportation and Traffic
Theory (ISTTT)

Transportation Research
Board Annual Meeting (TRB)

Transportation, Livability, and Economic Development
in a Changing World (2011)

Putting Innovation and People to Work (2012)

Deploying Transportation Research-doing Things
Smarter, Better, Faster (2013)

Corridors to the Future: Transportation and Technology
(2015)

S T T2 BT

Journal

Special Issue

Transportation .
Research Part A:
Policy and
Practice

2015)

Transportation and social interactions (May 2011)

e Transportation in a world of climate change (December 2011)

e Network vulnerability in large-scale transport networks (June 2012)
e Transportation economics (July 2012)

e Psychology of sustainable travel behavior (February 2013)

e Policy packaging (February 2014)

e Social context of travel behaviour (October 2014)

e Emerging data and methodological considerations in time-use analysis (June

e Resilience of networks (November 2015)
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Journal

Special Issue

Transportation

Research Part B:

Methodological

Supply chain disruption and risk management (September 2011)
Emerging and innovative directions in choice modeling (February 2012)

Advances in equilibrium models for analyzing transportation network
reliability (August 2014)

Optimization of urban transportation service networks (November 2015)

Transportation

Research Part C:

Emerging
Technologies

Emerging theories in traffic and transportation and methods for
transportation planning and operations (April 2011)

Freight transportation and logistics (August 2011)
Optimization in public transport (February 2012)

Data management in vehicular networks (August 2012)
Euro transportation (March 2013)

Short-term traffic flow forecasting (June 2014)

Nature-inspired optimization techniques in transportation planning and
operation (June 2014)

Advances in computing and communications and their impact on
transportation science and technologies (August 2014)

Towards efficient and reliable transportation systems (October 2014)
Emerging technologies (October 2014)

Visualization & visual analytics in transportation (October 2014)
Road safety and simulation (January 2015)

Engineering and applied sciences optimization (June 2015)

Big data in transportation and traffic engineering (September 2015)
Advanced road traffic control (September 2015)

Technologies to support green driving (September 2015)

Transportation

Research Part E:

Logistics and
Transportation
Review

Maritime financial management (June 2013)

Green shipping management (August 2013)

Modeling, optimization and simulation of the logistics systems (May 2014)
Green supply chain collaboration and incentives (February 2015)

Sustainability in maritime supply chains - Challenges and opportunities for
theory and practice (June 2015)

Transportation
Science

Advances in vehicle routing (February 2013)

Energy and transportation (November 2014)

Maritime transportation and port logistics (November 2015)
Freight transportation and logistics (May 2016)
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Transportation Research Part B: Methodological =73 % Hai Yang -
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Smart ﬂ?* P ~ X fcdp o~ BRI  FHI TR TRET A AP HN > B &

Transportation %J LR e g1 BgmE i~ p B A 5L 4] ~ Connected-Automated
Vehicles ~ Connected and Probe Wehicles -~ Crowdsourcing and Social
Transportation ¥ » % & FfL L& F ﬁz,,.l % SLefY RE o

Emergency Ao TR A X U R U TP doe P f08E  aRdeE A R LR

Response Y mEEtE - R E R ARSI - 7 ¢ 7 Evacuation
Systems ~ Emergency Services ~ Emergency planning ~ Humanitarian Logistics -
Resilience of Networks % F* %& o

Environments | = FI&F & %8 % H BRI - E@%J'gﬂépiét‘ s B L IRB R R

and Energy PR CERE G ADEFR TR R T E S F ek o frﬁiiﬂi e
4273 Green Supply Chain Collaboration and Incentives ~ Energy Management -
Electric Vehicle Transportation Systems ~ Sustainable Transportation
Infrastructure Materials % -

City Logistic |37 % B p 481 > 5 FIB 3 AL ek - P FH ¢ J L § o ehRd
WiE o de P R F P AP AS 0 B PG R E R e BRI LR
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Supply Chain | o $f7 H-Pig it > b pdtg 25 & { @ hF ik« R irm@r L ik
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Analytics
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Dynamics: FERE IR o

Day-to-day

Dynamics

Congestion AL PR G e L S PR A R LR T SRR SR
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Health AR ERE R A B emif gk SeR Rk edp MR AL
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(Social networks) o A {748 ¥ AR S 5 > W T Iiéiﬁpiéi%zbﬁiﬂ’%‘fﬁﬁéi%{ifﬁfaé B
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Berthon, P., Pitt, L., Ewing, M., & Carr, C. L. (2002). Potential research space in MIS: A framework
for envisioning and evaluating research replication, extension, and generation. Information
Systems Research, 13(4), 416-427.

Bolton, R. N. (2011). To JM on its 75th anniversary. Journal of Marketing, 75(4), 129-131.

Farkas, B., & Weistroffer, H. R. (2012). Some Information Systems Research Trends over the Past
Decade. Proceedings of the 2012 Southern Association for Information Systems Conference
(SAIS 2012), Atlanta, GA, USA, Paper 12.

Gill, G., & Bhattacherjee, A. (2009). Whom are we informing? Issues and recommendations for MIS
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Huber, J., Kamakura, W., & Mela, C. F. (2014). A topical history of JIMR. Journal of Marketing
Research, 51(1), 84-91.
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Wang, X. S., Bendle, N. T., Mai, F., & Cotte, J. (2015). The Journal of Consumer Research at 40: A
Historical Analysis. Journal of Consumer Research, 42(1), 5-18.

Yadav, M. S. (2010). The decline of conceptual articles and implications for knowledge
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ks BT RIEA LR

=

ogImAR L LAy A AR (level 1) 2 £ A 7 kAR (level 2) =k de st

e ERE | s 2011 2012 2013 2014 2015 et
A. Individual/ Organization/Society 108 93 115 96 98 510
Al_Business process management 2 0 3 7 1 13
A2_Environment of IT: internal or 9 6 4 3 4 26
external
A3_IT and culture 6 3 5 2 7 23
A4 _IT value 26 30 28 27 23 134
A5_Organizational design 2 1 5 2 2 12
A6_IS usage / IS adoption / IT 60 47 63 51 55 276
acceptance
A7_Societal issues / Societal impact 3 6 4 4 6 23
of IS
A8 Sustainability / Green IT/IS 0 0 3 0 0 3
B. IS Management 96 107 125 94 99 521
B1_End user computing 2 3 0 2 2 9
B2 _Innovation 7 3 4 7 9 30
B3_IS management and planning / IS 46 56 73 49 38 262
strategy / IT governance
B4_IS staffing 5 3 1 0 3 12
B5_Outsourcing and offshoring 4 10 11 9 8 42
B6_Project management 6 6 13 7 4 36
B7_Security and privacy 14 13 16 14 26 83
B8_Virtual teams 7 4 2 3 4 20
B9_IT/IS Professional 5 9 5 3 5 27
C. Information Technology and IS a7 71 52 48 46 264
Development
C1_Big data / Data Analytics 1 10 3 5 0 19
C2_Business intelligence/ Expert 9 12 8 16 14 59
system
C3_Cloud computing 0 0 2 2 1 5
C4_Databases / Database 0 2 0 0 0 2

management systems / Data

warehousing
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C5_IS design and development 24 32 29 16 22 123

C6_IS evaluation 4 6 0 1 2 13
C7_IS implementation 4 4 4 2 2 16
C8_Hardware / Software and 1 1 2 0 0 4
programming languages
C9_Mobile computing 0 0 1 4 3 8
C10_Telecommunications and 2 4 1 2 1 10
networking
C11_Open Source 2 0 2 0 1 5
D. IS Applications 122 121 112 133 109 597
D1_Customer relationship 1 2 1 0 1 5
management (CRM)
D2_Decision support system & 6 7 3 7 2 25
executive IS
D3 _E-government 5 2 3 3 1 14
D4_Electronic commerce / Mobile 25 40 22 32 24 143
commerce
D5_Enterprise resource planning 6 6 3 4 3 22
(ERP)
D6_Global information technology 3 0 1 1 0 5
(GIT)
D7_Group support systems 1 3 2 0 0 6
D8_Health information technology 14 5 4 8 11 42
D9_Inter-organizational systems 4 4 7 7 2 24
D10_IS functional applications 3 3 5 3 19
D11_Knowledge management 14 11 9 12 14 60
D12_Media and communications 0 0 2 2 1 5
D13 _Social media / Social computing 11 11 21 15 17 75
/ Social Commerce
D14 _Social networks 18 24 30 32 30 134
D15 Supply chain management 3 1 1 1 0 6
D16_Entertainment software / 6 2 0 4 0 12
Virtual Worlds
E. Education and Theory 29 45 36 38 30 178
E1_IS education 2 1 3 2 0 8
E2 IS Theory and Methodology 27 44 30 33 30 164
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E3_NeurolS 0 0

E4_IS ethics 0 0

Note: 1. FRrPE{E Ry rIEREE AN FTRE T E > MR- -
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A AT AT A 4E(level 1)T 2 P 7 kAT (level 2)= it

HIFEERE | HFEEE 2011 2012 2013 2014 2015  4&:

A. Consumer Behavior 147 124 116 120 102 609
Al_Decision Making 39 24 24 18 17 122
A2_Purchase Behavior/ Purchase 33 26 28 27 23 137
Intention & Buying Process
A3_Consumer Culture 5 4 5 3 8 25
A4 _Self-control and Goals Pursuit 24 22 14 21 16 97
A5 _Social Identity and Influence 17 14 24 27 12 94
A6_Brand Choice 2 5 3 4 3 17
A7 _Memory and Search 5 3 0 6 4 18
A8 Persuasion 21 23 15 10 10 79
A9 _Satisfying customers 1 1 1 2 0 5
A10_Resource constraints: Time, 0 2 2 2 9 15
cost, resource

B. Advertising/Marketing 40 32 37 39 30 178

Communication/ Brand

B1_Online Advertising/ Internet 8 3 2 6 4 23
Marketing
B2_Advertising Effectiveness 10 6 9 12 7 44
B3_Word-of-mouth 10 5 6 4 3 28
B4 Visual Communications 1 5 2 15
B5_Advertising and Social Media 4 8 5 9 33
Research
B6_Brand Identity/ Brand Image 7 5 2 3 21
B7_Brand Experiences/ Trust/ 1 0 1 1 3
Satisfaction
B8_Brand Loyalty 0 1 0 0 0 1
B9_Brand Personality 2 0 2 2 1 7
B10_Brand Community 0 0 1 0 0 1
B11_Brand Advertising 0 0 2 0 0 2

C. Strategy 29 37 36 34 26 162
C1 Segmentation 2 1 7
C2_Direct Marketing 0 0 0 2
C3_Pricing 7 12 5 44
C4_Marketing Implementation 12 10 10 10 4 46
C5_Strategic Marketing 7 5 5 5 8 30
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C6_Business-To-Business Marketing 1 3 3 5 3 15
C7_International Marketing 0 2 0 1 1 4
C8_Market Orientation 1 1 2 1 0
C9_Brand Equity 0 3 3 3 0 9
D. Service Marketing/Sales 14 23 13 25 13 88
Management
D1_Sales Forecasting 0 0 0 2 1 3
D2_Sales Promotion 0 1 1 1 0
D3_Personal Selling 0 0 0 1 1 2
D4 _Sales Force Management 4 6 4 5 4 27
D5_Customer Satisfaction 0 2 2 3 1
D6_Customer Loyalty 0 2 2 4 0
D7_Customer Complaint 0 2 0 1 1
D8_Customer Perceived Value 3 6 1 2 0 12
D9_Service Quality 0 1 1 1 1 4
D10_Customer Relationship 7 3 2 1 4 17
Management
E. Retailing & Channel 12 11 15 11 10 59
E1_Retailing 4 6 10 5 4 29
E2_Channel Management 4 3 3 4 4 18
E3_Electronic Commerce 2 2 1 0 6
E4_Marketing Channels 2 0 1 1 2 6
F. Methodological Issues 37 27 17 18 19 118
F1_Scale Development 1 2 1 2 1 7
F2_Bayesian Methods/ Bayesian 6 4 6 3 0 19
Analysis
F3_Econometrics 4 0 1 0 1 6
F4_Profit And Cost Analysis
F5_Marketing-Finance Interface 4 7 29
Research
F6_Other Methods 18 16 4 8 9 55
G. Organizational Issues 6 5 3 2 4 20
G1_Organizational Learning 1 1 2 1 1 6
G2_Organizational Structure 4 0 0 1 1 6
G3_HR 0 3 1 0 0
G4_Supply Chain Management 1 1 0 0 2 4
H. Product/Service Development 14 18 8 11 10 61
H1 Coproduction & Idea Generation 1 4 2 3 4 14
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H2_Product/Service Development 4 5 4 2 2 17
H3_Product Promotion 3 2 0 0 1 6
H4 Value Creation 4 6 1 2 1 14
H5_Service Innovation & Technology- 2 1 1 4 2 10
enabled Service

I. General issues 23 17 14 18 15 87
I1_Ethics And Social Responsibility 4 18
I2_Nonprofit and Political Marketing 5 2 6 16
I3_Environmental Commerce and 2 2 2 2 10
Social Marketing
I4_Social networks 4 4 4 3 1 16
I5_Theory And Philosophy Of Science 5 1 0 2 1 9
I16_Market or Industry Analysis 6 3 3 2 2 16
I7_C2C Marketing 0 2 0 0 0 2

Note: 1. R 8{E Ry nl R I ITERE X E - IR SR -



S A ABEEFAR L7 A E(level 1)T 2 £ A § kAL (level 2)

HIFEERE | HFEEE 2011 2012 2013 2014 2015  4&:

A. Individual/ Organization/ Society 25 36 47 29 45 182
A1l_Sustainability 2 2 9 3 7 23
A2_Social responsibility 0 1 0 1 5 7
A3_Environmental responsibility 1 4 3 3 1 12
A4_Green manufacturing 0 1 3 1 1 6
A5_Green supply chain 1 1 1 0 0 3
A6_Energy-awareness 0 2 2 0 0
A7_Green computing 0 0 0 0 0 0
A8 Network design 6 5 11 9 9 40
A9 Closed-loop supply chain 1 3 2 0 4 10
A10_Resource allocation and 14 17 16 12 18 77
distribution

B. Management 73 93 99 101 87 453
B1_Product development 9 6 11 14 11 51
management
B2_Flexible manufacturing systems 1 2 1 2 1 7
B3_Performance measurement 2 3 4 1 0 10
B4 Supply chain disruption 1 4 6 8 4 23
management
B5_Supply chain coordination 39 45 42 43 36 205
B6_Responsible and reliable sourcing 0 1 0 0 2 3
in supply chain
B7_Joint inventory/stocking 4 3 5 5 9 26
B8_Distribution logistics 5 6 6 10 4 31
management
B9_Outsourcing/contract 12 23 24 18 20 97
management

C. Methods and Technology 317 300 329 385 335 1666
C1_Service quality 9 9 5 10 4 37
C2_Tam 1 1 2 1 2 7
C3_Lean and flexible manufacturing 7 6 2 6 25
C4 Cloud computing 0 0 0 0 0 0
C5_Remanufacturing 4 5 3 1 15
C6_Decision making under 76 51 77 86 83 373
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uncertainty

C7_Robust optimization and design 9 10 11 17 14 61

C8_Crowd sourcing 0 2 1 3 3 9

C9_Coordination and competition in 4 12 20 23 15 74

supply chains

C10_Game-theory-based operations 29 24 40 34 39 166

management

C11_Mechanism design 5 5 7 6 6 29

C12_Behavior-based operations 17 21 30 26 27 121

management

C13_Social network analysis 2 3 2 4 6 17

C14_Information sharing, 10 7 3 16 13 49

Information asymmetry

C15_Queuing theory 29 34 22 25 20 130

C16_Algorhtms, Solution Approaches 115 110 104 128 96 553
D. Applications in Specific Industries/ 155 133 157 149 151 745

Organizations

D1_Case study 5 1 1 3 1 11

D2_Report of implementations of 36 30 31 23 33 153

advanced OM methodologies

D3_Empirical analysis 56 45 72 59 65 297

D4_Health-care operations 25 29 28 23 23 128

management

D5_Tourism and entertainment 2 1 1 0 1 5

management

D6_Production and distribution in 0 0 0 1 0 1

food industry

D7_Applications in other industry 31 27 24 40 28 150

Note: 1. FE{E R I ERBAVMT ST & - W Ram SR EL -
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o B AR AT 3 A (level 1) 2 4 A7 AL (level 2)

WRERE | YRRE 2011 2012 2013 2014 2015 @ #EEt
A. Transportation Theory and 278 349 505 581 648 2361
Methodology
A1 AR T B AT 16 12 28 26 30 112
A2_{BALiE A 69 68 76 75 103 391
A3_BE I /T [ B i T 46 77 134 157 156 570
i
Ad_E RS B 2 45 38 56 92 111 124 421
A5 _ Bl IR G ST B S AT 45 69 74 85 125 398
A6 [ TECHI B AR & 40 40 45 64 52 241
A7_ZE {5 5 6 11 9 13 44
A8 _ i P i B 7 ) A i R 19 21 45 54 45 184
B. Transportation Economics and Policy 138 174 259 297 331 1199
B1_STHELR 28 35 54 69 66 252
B2_ AT A ELRE I B /I T A i AR
&;t%};ﬁgrﬂ TSR 20 27 45 55 71 218
B3_iE# A A B TH 30 38 40 51 58 217
B4_iH g Ak A5 i'E 9 9 23 25 24 90
B5_TlK 14 19 22 24 34 113
B6_ 7 4% 7% B S LAt I RE 37 46 75 73 78 309
C. Transportation Network 117 129 176 182 251 855
C1_7E e ps<C Tk 8 11 15 18 17 69
C2_i{F bR 1% 5 12 23 14 18 72
C3_lEfir 75 f5 7 9 11 10 20 57
C4_HRE M E 5T 32 26 50 48 51 207
C5_#gp&ascatEd o 28 27 31 39 66 191
C6_4ats HAth i 37 44 46 53 79 259
D. Safety and Security 12 15 33 40 51 151
D1_ZZ AR TR EL I3 #f 2 6 12 15 18 53
D2_BE BT REl Lo 3 2 2 9 6 22
D3_HAfthZ 2 fifjRE 7 7 19 16 27 76
E. Logistics 95 62 89 112 178 536
E1_{itfEs e K EEE S 16 6 8 20 21 71
E2_FEiARAE R 26 22 32 42 62 184
E3_fFEEH 8 5 6 5 18 42
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E4_Vm Bl E R il FEFH B e & 1 1 6 5 5 18
E5_GMEAHRHRTE 16 12 18 15 42 103
E6_HLAth R A 28 16 19 25 30 118
F. Environments and Energy 41 56 102 151 166 516
F1_SEEEs 9 13 15 29 72
F2_srtfikfiEs 3 18 4 37
fi%ﬂ%‘!%@/ﬁ%ﬁ GHG FEi/ 7k & . 23 o a3 - 275
)
F4_JHim A BRI R O F 11 9 23 33 46 122
F5_H AR B RE i M RE 1 1 5 2 1 10

Note: 1. FEU{E R I ERBAVIT SR & - W Fam IR EL -
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