BEMESE R ARG NI R TE 2 16 ) [~—2 7« > 7 OFriihifii 2017) 267
e

BxR®%s|

K#E 1-1 Park and John (2010) ODTET /L ettt 9
XFE 1—2 FREB DT TIIL © 1 ceeereeneene et ettt ettt ettt ettt ettt 10
X% 1—-3 AREE DT TIIL © D oottt ettt ettt ettt 1
M7 1—4 SR 1 AT AR AL AL B TE TR oot 14
X% 1-5 T3 1 IZBET AR TEOFEEL oo ee e eee e e 15
X#*1—-6 FBR 2 I BT DB S S THIE RIE oo 17
X 17 (B3 2 AT B 2R TE DFEEL oot 18
7 1-8 TR 1 IR DA TE DFE T vttt et et 19
M7 2—1 FERRAIEAY L BT REE oot 45
X% 2—2 B EFE DIEE B D N —THITEHT it 47
X% 2—3 B EFRE DR ER D 7 NL—FRIEEDFE i 47
X 2—4 FERAMBEEREOMEBER D 7 V=BT oo 48
X+ 2—5 FEMIWE L3 E OB ER OV L —FRITEIDFE oottt 48
X% 2—6 HEHIE £ E OIEE ER D 7 =TT oo 49
XZF2—17 HAIRE 358 OBEE R O 7 b— T RIEHIDFE it 49

97



268 BEE BRGNP RS IE R 5 156 8 [~—7 T ¢ v 7 OFF  2017)
IR 7T S D TR

BEZIXFEFMNERATEZ=BERARRIE
[<=—%7 42T OFER]

INY D FIN—D TN

2001 4 (55 14
2 v b ERGEHIS OB 0 —— BB TERRN T 7 —F—)
[ —~ =2 ORFetg —21 D~ —FF 4 7 —
REERE LTOT T RE RS

2002 £ (% 2 #)

[PASELERE I~ D HE OB DM —Pa3EERI vs, B HEME O EE E B4 04T
(2D DIEREE )
[T o— Ry RIREER E 9B X DD

]

2003 £ (%5 3 #)

[ESERERIC I 2 A5 M EER —THEE OB 7 a2 A ZEH LT
[7Z v RIEBRO BN E 77 v RIRROMEEEBEBIRE Y B A~DFE
[MLEEE OFOREIE N RIET T T v R A T A HEREA~D

(% AT 4 TIRHMRIZI T BRI A LIz s &)

]
]

2004 £ (%5 4 #)

[2—F T A RE O ENE

[ 3 V5 2 P RIS D A 2 |
DSR2 FEFH R E 10 5 2 D2
B LWREZBRT )

2007 £ (%5 5 )

EEEOFBR AR TREY =7 A b ORFER ]

(o= VREBIRIC T D) a F -7 T FOARME
THAT DI EBERIC S 2 58

[ FALAER TR R ) 70 B BB 2 ST 370

2008 4 (%5 6 #)

T8 25 S R 0D A 22 |

HEE DT T 0P JITEIO I E RN 55T )

RSy R—Y 0 HEEBEERICKIETEE)

[ZR— & RS AR =y TR L OB T—)

2009 £ (%5 7H0)

NREEHNT T o NI D BEICRIT T
HEEOHE D B Pl i O A ME — R FERIER L T—

98



BEMEFS B A S N SRR 25 16 ) [~—27 7« 7 OBl 2017) 269
I I F U N—=D THRIY

(5 A L=V OHBE A BERET m A
“Does Negative e-WOM Affect Consumer Attitude Negatively or Positively?”
(MAD e 7 FaINHBEORBEE~RITTEOKE))

2010 4£ (% 8 #)

r—r 2 U B3 —i 2 OBLUE R Vib—varvyFItERLT—
le 7FaIDT Ty 74— AN REBE BRI KT T2 HHEREEEIZERE L T—)
“Determinants of Consumers’ Intention to Browse in Online/offline Stores”

(IEESHE A T v ay BT DEEEDT T UV TITENERZBET 5 B )

2011 4 (%5 9 #i)

T B R B oD IEARL i A T8 )

7R B — Rl S 2 3K D A RO LA

MR L~V BRI X5 238 0 OEIR —— 5% R MR & e - J8 MR iR —

“Impacts of Efforts and Results on Self-gifting Behavior” (27 %7 MTENCKTT 55 08 & RO FE))

2012 4£ (%45 10 #i)

I8 % 2 N7 0D Bl 1 B %
—XAT T4y T u—FILR L EEOEE L EEDOSINE X ORI E—
“Consumer Choice between Online/Offline Mediums: Based on the Media Richness Theory”
(MEEFEDAI 2= —Ya FYXINVER —AT 4 7V v FRAMRHITIESNT—)
(BEIHEE— AR T rE— g UPEBRE OMENEIC KT TS
—BFETREOTF U RIEALT—]

2013 £ (35 11 %7

(E—NR-TrE—va D=7 4 r—vary —7r—H@IlERLT—)
“How Do You Know Me?
Determinants of Consumer Avoidance of Personalized Advertising on the Web”
(TWeb ¥ b LIZIT H/3— Y F T A RJREOZREHEERA )
(D 2 & 0 P Ll RE X —— A% R T v DIER—)

2014 4£ (%5 12 #))

&SR & D IR E IR )

REV=YIN R R e

(A7) Rl LT R—H R EDOF DI

“Your Car Looks Like You! Consumer Evaluation of Anthropomorphized Products”
(Mg T3] L= F VT 1))

2015 4= (% 13 #1)
({387 5 DR HELE 2L 5 0 2 ¥ ~ A X7 H

“What Determines Anime Pilgrims’ Visit Intention and Destination Loyalty?”
(M7 = A BEHEAL DA & v A YT o« ORELK )

99



270 B IEFE NP N SR e 15 ] [~—4 T 4 » VO 2017]
IRy I F o N—D TR

2016 4= (3 14 #1)

MRHIER A I L 2ADOH =2 T ORE —2 FEHOM BEACRICER L T—)
“The Effects of Attractive Advertising Endosers: Focusing on Two Types of Self-esteem”
(MY SHRTAG (B 9~ 2 ik RO IR 7 /1L D S 2RO BELICER L T—))

100



BEMEFS B A S N SRR 25 16 ) [~—27 7« 7 OBl 2017) 271
I I F U N—=D THRIY

101



hEE—R

(BR TSV FIZHT HHRERIT
z J

fEH ZE-— A A
FXR £ A

MMLERBITSUF] A [HH5LETF U F]
—YEEEEEELLEFTH?—]
8% ®A M  EF

mil #th frE X&

[~—% 74> 7 OFER 2017)]
New Frontiers of Marketing Research and Practice 2017

20174 11 H 24 B AT
20194 1 H 10 H A K IR FEAT

E& /B Rl
% NP SRR RS ISHIAE R (RESETHE o #H&)
T 108-8345 X = H 2-15-45

B ME 2% R N B R LR &
URL http://news.fbc.keio.ac.jp/~onosemi/

B3 R
MW
=

Copyright © 2001-2019. Prof. Akinori Ono’s Seminar of Marketing
Faculty of Business and Commerce, Keio Univ. All rights reserved.






B

A0 X

Prof. Akinori Ono’s Seminar of Marketing

Since 2001



