KERED BN

H 12 MIRFEREE A 4
(% 10 # OB)

OB-0G D#EE, Z AT HiL, /NEFRMAFZESE 10 8 OB - &5 12 Wi KZBe A o FAHIES T3, 2017 £
L, BRI AE 13 ] OB ORI A, /LT = — DA A 1k ORI 2 T d D
Elisabeth Sjo Engen S A 27212l 2, /INHE I RFFAEFIRAETTI A L0 L, AETIE, KR¥ERE
DT 07 4 =L ERFEEBIC SN T, SRR TR L LT E T,

AR =A™ (2555 bk 594, 911 0B - & 11 Mihorrk)

BUEDSAF - LR 3 4

WF9ET ——~ « R O LS H AL
f&iﬂf‘(‘%%%ifﬁb%ﬂfﬁbfbiotb ZONEETEADILIRD -
70T L00nEN5 RICERZE DY THIEZED TWET,

%E@&%ﬂ%%ﬁ@ﬁT’ﬁ#émDrimmﬁ@w% Xy NU— 7 HHO
W), THEEITEWRZE], %5 23%, 275, 99-122 &, fth.

BZIZ—F 2018 LI, Bko#HB L L THARENZLET,

A 4 (epsten w7, 5510 OB - &5 12 MK R4

BIEDFA « LR 2 47

Mgt T —~ o [ RIS O B R E & iR
EORGEAITEI Y — L OBREHER & EOREEHIEL TV E
j—o

SEDO RS« "Pattern on New Product Introductions and Firm Performance: Consideration
of Timing and Target," Proceedings of 2017 Academy of Marketing Science
World Marketing Congress, p.75, ft.

BHIC—F  BEOWKK AL TN DHDOT, EBEFOEHEOBEEFHOE T
T ELELZENTT,

FH BB (h L 9w 57, %510 1 OB - & 13 Hikkes)

BEDFAE - 3R 14
WgeT —~  [F a7 I)L-F ¥ FLOER LB
WBHENEET ¥ 3V EBET Y RVOM G 2RET 50T 72ED0, %

AT 2T T X RNV EREZIED LS ITEHT NI LV OM,
WZDOWTHFFEL TWETS,

AEORKSE : “Which Do Multichannel Shoppers Choose and Recommend: Online or
Offline Stores?” Proceedings of KSMS International Conference, p.13.

BRIC—F AFE LD BERRIGEFRR L E Lz, £72F7, /NFE I TRk,
WD TEWEEHSTEBYETDOT, KALIKBBNLET ! !

77



BB AT (015 Uxxh, 813 BIAERE)

BEOSE  [ELRE 2 &

W7 —~ : TEYFEEE O AR EDSHEEE OREINEE 12 22
EESGEICFEAET DREEIL, Eok ot ﬁ%%mﬁm&m:%@%
KT, £, TORBOBMSIT, FEENHEEE L OBARH 2R E
ANEEURICESA SNDDDNTHONTHIZE L TWET,

SEOHRE : NELDL2E LT,

BZIZ—F  TO—EM, fhx L THRENEEEHONRE S T NWE LR, A% L
HHELSBEWELET,

JIAS BB Gribtes, +7d %, 451331 OB - 45 14 3 K2EF24)

BIED A  EHFRR 2 4

MR T —~ : THIGEROMRENEE : [F—11 & BEEICE B L30T
PRSI BT D TR—11) BLO TS v ) 2 >0of&
DREBOHRNFEIC G2 DEBIERTHI EIZE-T, iz
L CHBEMBEENITIRET D2O0EFHEEX L TN ET,

SEORE iR TcEE LR,

BRI BEFRELERIAZBED Lo, REENSIIHESANE L THEE
T REEHDITB N TS <®Uio_ff@f Kex ZHEIRNTE
FETEFENTT !

Elisabeth Sjo Engen (= vV 4~z 9— =>4, 4 15 IR pis)

BITEDAE 5 LFRRE 2 4F
Mger—=~  [ARE I NI 2—DRU A T=5 |
AARE I NVT 2—DRXT A H=EGDEREMIEL TNET,
SEDORE : AVA T =%Vl XWVERFE L,
RZIZ—F (M),

TEAK B (L9 v 531, 5138 OB - & 15 #i kAL

BUED AR« (ELiREE 147
7T —~ : TSNS Lod 7 F a IRNHBEFITENIC R TADRE)
SAEDRRSE - “The Effect of E-WOM Receiver’s Envy on Their Behavior through Social

Networking Site, Proceedings of 2017 Academy of Marketing Science
World Marketing Congress, p.109, 1.

REIC—F AFELILRECETTHEET !

78



LIT T, 2017 REEO KRB D 7 2 F21EB 2 TR L BT £,

2017/04/16 : B ARREESZS BRES (GEBE)

LHER, [FaTnr - FrriiBidbsar 77~ EERE

A DBE]).

2017/05/20~05/21 : HAEEETENIEEFES 2V 77 LU R (BERBRT)

Prsedr, R ORI 2 IR O/RAEMED 2@ ) D%
Ky b U— 7 BERIC & D087

2017/05/26~05/28 : HAREES¥S £EKS (LEES KT

PrNsedr, THEEFHHLELE L C IR ERDEE ).
kAL, DHTRLESESC 1T D Lo~ LERIE DG 201 ).

FHER, =T 47 - Fyxnar7) 7 NoFH 7
27 - Fy RVERMEEICER LTI

2017/06/27~07/01 : AMS World Marketing Congress (University of Canterbury)

Sena Nakamura, “Pattern on New Product Introductions and Firm

Performace: Consderation of Timing and Target.”

Akinori Ono and Ryosuke Shimizu, “The Effect of e-WOM Receivers'

Envy on Their Behavior Through Social Networking Sites.”
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2017/07/21~07/24 : GAMMA Global Fashion Management Conference (University of Vienna)

Ryuta Ishii, “Dual Channels of Distribution in the Fashion Industry.”
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2017/11/12~11/13 : KSMS International Conference (Dongguk University)

Ryuta Ishii and Mai Kikumori, “Which Do Multichannel Shoppers _
dompa sl

Choose and Recommend: Online or Offline Stores?” (Best e it e
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Conference Paper Award)
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2018/01/18~01/20 : International Marketing Trends Conference (ESCP Europe)

Ryuta Ishii, “Why Do Firms Use Dual Distribution Systems?”

Why Do Firms Use 3
yual Channel Systems?
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