Web

4
1
2007 1 69.0% 8,811
1997 9.2% 1,155
10
Web
SNS Social Networking Service

2 CGM Consumer Generated Media 3 Web

Web

Web
Lazarsfeld 1944 1940
Rogers 1983
4
Web
Web

Web
1
2 SNS Social Networking Service

SNS  mixi 2008 7 1,500
3 CGM Consumer Generated Media Web

Web

4 1997



Web

Ajzen and Fishbein 1980
Web

2-1.

Ajzen and Fishbein 1980

n n
Bl= ) biei+ ) nbymc
=1 /=1

Bl = behavioral intention

ei= i evaluation

5 2008

attitude

belief

subjective norm

normative belief

motivation to comply



2-2.

Bl > biei
> nb; mg;
6
1
2
2-3. Web
Web
2-3-1.

Ajzen and Fishbein 1980




Web

Web

3 N
A Web
2-3-2.
1994
Web
SNS Web
8
Web
Web
9
4 N
B Web




2-3-3.

10

CGM
Web SNS
Web
5
C Web
2-3-4.
11
CGM

Web

10 Rogers 1983

11 Trade 1890




D Web
2-4. Web
Web
2-4-1.
CGM
Web Noelle and Neumann 1984
12
7
E Web

12




2-4-2.

13 Reingen and Kernan 1986
Web
8
F Web
2-4-3.
14
CGM
Web
13 Ajzen and Fishbein 1980

14 Rogers 1983




C Web
2-4-4.
Petty and Cacioppo 1986 ELM
Web
10 *
D Web
Web
2
1 10 Web
A F
1 Web




Ha He
Web

(Ha)
Web

(Hs)
Web

(He)
Web

(Ho)
Web

(He)
Web

(Hr)

1 Web

15

Web

15

H:

Hio




H: Haio

SEM: Structural Equation Modeling

Ha He
t
17 Web
t
2 3
18
o 0.73 0.92

18 1992
1w 1992
18 1990

10

Web

Web

Web

16



X1

X3

0.79

Xa

X

0.86

X7
Xs
Xo

0.89

X1o
Xu

0.85

X2
X3
X4

0.90

Xis
Xie

0.91

ni

X7
Xis
X1o

0.81

72

Xa0

X1

Xa2

0.73

73

Xa3
Xa4
Xas

0.92

3-2.

370

367 99%

19
20

Likert 1932

20

19

340 91%

Aaker and Day 1980

11




3-3. Hi Hao
3-3-1.
SAS System For Windows, Ver.9.1  CALIS
3
x? 607.64 2 DF 265
x2/DF  2.29 21 3
GFI 0.85
AGFI 0.82 22 GFl  AGFI 0.90
GFl  AGFI 0.03
GFI
RMSEA 23 0.07 24 0.10
3 1
x? 607.64 RMSEA 0.07
DF DF 265 GFlI 0.85
P .0001 AGFI 0.82
t 4 Web
5%
H:
Haio
21 Carmines and Mclver 1981
22 Bagozzi and Yi 1999
23 2001
24 2001 Browne and Cudeck 1993 0.09 Steiger 1980 0.08

12

1%



-0.33 a 1% b 5%

3-3-2.

Hi

Hz 0.27 0.59

Hs Hs He

0.40 0.18 0.15

13



SAS System For Windows, Ver.9.1

Ha
H7 Ho
0.43 0.29
-0.33
3-4. t Ha
3-4-1.
5
Web
t
Ha

0.19

Hs

Web

1%

1%

14

CALIS

Web
6

-0.32

SAS System For Windows, Ver.9.1 TTEST

Web

5%

Web



X1 0.86
Xz 0.80
X3 0.69
Xa 0.54
X5 0.57
Xs 0.84
X7 0.82
Xs 0.82
Xo 0.81
Xio 0.87
Xu 0.87
Xi2 0.82
Xiz 0.84
Xia 0.84
Xis 0.86
Xie 0.86
Xz 0.75
Xig 0.75
Xig 0.74
X20 0.81
Xo1 0.81
X2 0.82
Xo3 0.95
Xoa 0.97
Xos5 0.95
2.36 2.13 2.54 1.80 2.62 1.74 2.13 251 2.74
0.78 0.71 0.84 0.90 0.87 0.87 0.71 0.83 0.91
6
Web ¢
0.57 0.91 0.34 1.19 0.23 2.080
0.37 0.83 -0.19 0.74 0.56 5.82a
0.55 0.97 0.32 0.59 0.23 3.152
0.94 0.60 0.49 0.51 0.45 3.852
0.52 0.86 -0.69 0.76 1.21 5.04a
0.50 0.57 0.13 1.35 0.37 0.41a
0.57 0.95 0.27 0.78 0.30 6.952
0.70 0.68 0.34 1.03 0.44 5.732
0.46 0.99 0.20 0.64 0.26 5.692

15

a

1%

b

5%




3-4-2.

Web
0.23 0.23 0.45 0.56
Web
Web
1.21 0.23 0.45 0.37
Web
Web
Web
Web
Web
4 t

16



4-1.

¢ Web

Web

Web

Web
Web

17



¢ Web

¢ Web

Web

Web

Web

Web

Web
Web

Web

Web

18



Web

19

Web



Aaker, David A. and George S. Day (1980), Marketing Research: Private and Public Sector Decision,
New York: John Wiley, 1981 e

Ajzen, lcek and Martin Fishbein (1980), Understanding Attitudes and Predicting Social Behavior,
London: Prentice-Hall.

Arndt, Johan (1967), Role of Product Related Conversations in the diffusion of a new product, Journal
of Marketing Research, Vol. 4, No. 3, pp.291-293.

Bagozzi, Richard P. and Y. Yi (1988), “On the Evaluation of Structural Equation Models,” Journal of
the Academy of Marketing Science, Vol. 16, No. 2, pp. 76-80.

Browne, Michael W. and Robert Cudeck (1993), “Alternative Ways of Assessing Model Fit,” in Kenneth
A. Bollen and J. Scott Long, eds., Testing Structural Equation Models, Newbury Park,
California: Sage Publications, pp. 136-162.

Carmines, Edward G. and John P. Mclver (1981), “Analyzing Models with Unobserved Variables:
Analysis of Covariance Structures,” in George W. Bohmstedt and Edward F. Borgatta, eds.,
Social Measurement: Current Issues, Beverly Hills, California: Sage Publications, pp. 65-115.

Fishbein, Martin (1967), “Attitude and the Prediction of Behavior,” in Martin Fishbein, ed., Readings
in Attitude Theory and Measurement, New York: John Wiley, pp. 477-492.

and Icek Ajzen (1967), “Behavioral Theory Approach to the Relations between Beliefs About an
Object and the Attitude Toward the Object,” in Martin Fishbein, ed., Readings in Attitude

Theory and Measurement, New York: John Wiley, pp. 389-400.

and (1975), Belief, Attitude, Intention, and Behavior: An Introduction to Theory and
Research, Reading, Mass: Addison-Wesley.

1993 2 12 pp.
60-85.
1994 2 1 pp. 29-73.
_ 1997

5 1 2 pp. 19-38.
1992

Kotler, Philip (1999), Marketing Management, Millennium Edition, Upper Saddle River, New Jersey:
Prentice Hall, 2001 _— _—

Leibenstein, Harvey (1950), “Bandwagon, Snob and Veblen Effects in the Theory of Consumers’

Demand,” Quarterly Journal Economics, Vol. 64, No. 2, pp. 183-207.
Likert, Rensis. (1932), “A Technique for the Measurement of Attitude,” Archives Psychology, No. 140.

20



1984  —
2008 2008 R&D
Noelle-Neumann. E (1984), The Spiral of Silence: Public Opinion — Our Social Skin, Chicago: The

University of Chicago Press, 1998 o
2008a 51 1
pp. 1-18.
2008b 51 2  pp.1-20.

Petty, Richard E. and John T. Cacioppo (1986), Communication and Persuasion. Communication and
Peripheral Routes to Attitude Change, New York: Springer-Verlag.

Rogers, Everett M. (1962), Diffusion of Innovations, New York: Free Press of Glencoe, 1966

, (1983), Diffusion of Innovations, New York: Free Press, 1990

1999
2008 http://www.johotsusintokei.soumu.go.jp/field/tsuushin
01.html
2002 8
pp.31-42.
Steiger, James H. (1980), “Tests for Comparing Elements of a Correlation Matrix,” Psychological

Bulletin, Vol. 87, No. 2, pp. 245-251.

2001 SPSS —_— AMmos —_—
1992 SAS
1990 —_ —_

21



