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2016/01/20~01/25 :
International Marketing Trends Conference (Venezia, Italy)

Haoying Wang, Akinori Ono, and Mai Kikumori, “Are High-Need for
Uniqueness Consumers Willing to or Not to Recommend
Products? Considering Types of the Products and the Receiv-

ers.”
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2016/05/11~05/14 :
The Mystigue of Luxury Brands Conference (Shanghai, China)

Akinori Ono, Mai Kikumori, and Haoying Wang, “The Impacts of
NFU (Need for Uniqueness) on WOM (Word of Mouth): Con-

sidering the Difference between Luxury and Ordinary Goods.”
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2016/07/21~0Q7/24 :

Global Marketing Conference (Hong Kong, China)

Akinori  Ono, Ryosuke Shimizu, Sumiaki Kawamura, Yasuto
Nishimori, Yuki Oguro, and Sari Yamamoto, “What Determines

Anime Pilgrims’ Visit Intention and Destination Loyalty?”

Sena Nakamura, “Performance of a Series of Introduction of New 2 QSter Paper
N

Products: Based on the Action-Based View.”

Shuxin Liao, “The Influences of Shopping Companions’ Personal
Norms on Consumers’ Impulsive Purchasing: Considering the
Moderating Factors of Shopping Companions’ Normative In-

fluences.”

Sumiaki Kawamura, Yasuto Nishimori, Yuki Oguro, Akinori Ono,

Ryosuke Shimizu, and Sari Yamamoto, “Social Influences as Determinants of Anime Pilgrimage.”

2016/11/12~11/13 :

Korean Scholars of Marketing Science (Seoul, Korea)

Ryuta Ishii, “Japanese Manufacturer’s Channel Selection and Collab- A
Japanese Manufacturers

. Chi | Selecti
orative Advantage.” [l Selection s

Collaborative Advantage

Ishii Ryuta
eio University, Tokyo, Japan
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