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SO AR - “Advertising Distinctiveness and Consumer Memory in Competitive Ad
Environments,” Asia Marketing Journal, Vol.17, No.2, pp.1-13.
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to New Products,” Proceedings of the 2015 Annual Conference of Society
for Marketing Advances, pp.314-315, fifL.
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“Are High-Need for Uniqueness Consumers Willing to or not to Recommend
Products? Considering Type of Products and Receivers” presented at 15t

International Marketing Trends Conference (Venice, Italy). 8/
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2015 £ 10 A : 2015 International Conference of Asian

Marketing Associations (Tokyo, Japan)

5T —-~ : Mai Kikumori, “How Do Consumer Evaluate Familiar
versus Unfamiliar Brands with Negative eWOM?”

(2015 ICAMA Best Doctoral Consortium Award)

Mai Kikumori, “Different Effects of Simultaneous

Expose to Positive and Negative eWOM Messages

Between Search and Experience Goods”

Sena Nakamura, “How Do Firms Response to Competitive New Products? Evidence from the Soft

Drinks Industry in Japan”

Ryuta Ishii, “The Moderating Role of Dual Distribution: The Impacts of Interfirm Resources on

Channel Performance” (2015 ICAMA Honorable Mention)
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2015 4 11 H : 2015 Annual Conference of Society for Marketing Advances (San Antonio, USA)

A7 —~ 1 Mai Kikumori and Akinori Ono, “When Do Negative

E-WOM Messages Enhance Product Evaluation?”

Sena Nakamura, “Threat or Opportunity? Incumbents’

Competitive Responses to New Products”

Ryuta Ishii, “The Impacts of the Use of Dual

Distribution on Interfirm Performance”

2016 £ 1 A : International Marketing Trends Conference 2016 (Venice, Italy)

5T —~ : 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 Receivers”
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