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Editorial Board Member, Humanities and Social Sciences Communication (2026)

Editorial Advisory Board Member, Communication and Society (2024-Present)

Research Committee, American Academy of Advertising (2026)

Executive Director, Taiwan Society of Convergence (2022-Present)

Associate Dean for Graduate Studies, College of Communication, National Chengchi University (2022-
2025)

Chair, Department of Advertising, National Chengchi University (2019- 2025)

Global and Multicultural Committee, American Academy of Advertising (2023-2024)

Co-Convener, Sociology Division, Ministry of Science and Technology (2022-2023)

Associate Dean for Undergraduate Studies, College of Communication, National Chengchi University
(2019- 2022)
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Distinguished Professor, National Chengchi University (2022-Present)

Ministry of Science and Technology Research Award, National Chengchi University (2018, 2023, 2024)
Third Place, Faculty Paper Competition, Advertising Division, the Annual Meeting of the Association for
Education in Journalism and Mass Communication (2023)

Ministry of Science and Technology Outstanding Young Scholar Award, Ministry of Science and
Technology (2014-2015, 2018-2021)

Outstanding Teaching Award Teaching Excellence Award, National Chengchi University (2017)
Teaching Excellence Award, National Chengchi University (2015, 2016)

Invited Lifetime Honorary Member, Kappa Tau Alpha (National Honor Society in Journalism and Mass
Communication), USA (2012-Present)
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