cftHh Japan Marketing Academy

F=INEyary — TNR—=/)N—

S\ ] R i) )
REE

AR NFIRKRKRY—IZH1T3
SEDHEIEHARES

a |

52558

REXE BEFR

aH M=

BEXRZREZR ANHESHEHER

gk #HE

E3 )

BEREY 7RIV T arY—EXDERIZLY, REBEUADERHIERTEZCORBELZER T LERIEEICH-
Too AEMRELNHATARINBEICIE, REBRORIS =25 MY, XEPERKEEZERLTAETBICELELD
DANERBIZEESINZHHEZ L, LAL, ZNOSHRBEMICSZZFEREADIVRIESINTE ST, BEDHEEEDRE D
ZEHLLTHERLERETHNRDNTLSARENEAONS, 22T, BEREY 7RIV T7a ¥ —EADOXMRICE
WT, RRI—DIAMULICBIIZREESEZOHLIARBREMICEZI X ELTMLI. ZOER, RXy—, HoIL, O
JI&YG, SMMLOBANRBERICEZSZEENREVWIEDNREINT, o, REFBEHEENSVVHEHEERICHELTE,
REESZICL-TRBERAZSDIDRI|ER SN XL~ BIRATA—HFAXFEDTIRAL, §—TvhedD
HEEDEHFZRER, RRY—FLIFTHRIAMLETERLIOI2 T —YarhRkvons,

*F—7—F

ERHMME, RESA ML, Y TRV TS 3> —ER, 8=V F514X

. EC®IC

5 o W 17 35 TUE, RAEICD 2o THEGERE O/
BERTHo(ER), 2021). LA L, Netflix (28 F
ENLEWEAEDOYTAI) T ar—EX (LT, 8
LA — Y R) D JIZKY, 7TV ARANRAL VDI
EEUAOTERD TP TEH OB ZEFL TS
(Flix Patrol, 2021), 2020 4F- 04 5%t — ¥ A DT 35 BLEL
(&, Wi AR b 1.35 % 0 3,238 £ 1 & 9 K AE 17112 & D) (GEM
Partners, 2021), HATHIEFE B DAL O 4L EE S il
BEDTWZTWD, BIZIE, [avy - Ty T/ ARy &
THEA ] (AL ) 1E Hulul2 B0 5 AR TOHRTE R %
25 AL 106712 A D (Hulu, 2019), [ 5 O A KA | (8 )
(X Netflix (2B ZHARTOREE R A5 1 f k7 -7z (Flix
Patrol, 2021).

SV OHARBIZBWTIE, £ LITRTEBD, BA
T —ROTAMVHBHART R ICEbE TRIRICEREINS
Bl % o THEDT T, [Fakdt] &R, — 8,

67

SRETHEHATARAY =54 MUV, B SHEAC/L
RERMEEZEZERBLTH L LTS (R, 2020; Weekly
Briefing, 2015)c L2L, ZNHSR Fee o7 F610H 5,
[ TRV =X/ TAY - FT - 7nbar] Tid, HEMK
RAY =D Fx T 75— Ok XS 7 X Thrpolz
ZERENL, NHET S 24872 (Weekly Briefing,
2015)0 72, [F)—2 1%, ~—F2)— W 2 E 1272
WL THAHIZHEL LT, ) [F)—A Bzbo7TRugE
] | 2V FREAMF TSI, BRI DHRIE (K, 2017)0
VEXD, KRRy - EEHI Lo THE EEENREEIN
BRI FILKEDLLVHEZTD —ERFMELTHLEE
AbNb,

W R 3 AR AN B2 5 2 2 ERELTE, Vv
VIV B B (Mohammadian & Habibi, 2012), B =
H i PEEE (Gazley, Clark, & Sinha, 2011), T & #% B
(Karray & Debernitz, 2017), V=¥ VAT T O3
I (Rui, Liu, & Whinston, 2013), "A%— (Zhou, Zhang
& Yi, 2019), ¥4 MV (Tesser, Millar, & Wu, 2012) &
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WEITONDL, HTHRAY—LFL MV, HEH DU
DRI §&ZE %8727 (Bae & Kim, 2019; Zhou
et al, 2019), BIEIE, BYE LSV —E X RIZKEO WL H
PISRENTEY, HEHIZHEORAY—2HIZTAIL
Mo, TOEERIETITELoTWD, BLHHRAY —
WL Tid, ¥xvF a¥— (Mahlknecht, 2015) % f# X
(Uchida, Kohara, Yamada, & Amasaka, 2011) (24 5
MEPNTEZ, UL, FHEWE 2 HA I F S
LRFOIEEE S EEY A MV OIS, IRELTRELTY
%o

Z ZTANIZE T, B ALAE  —E XD TR A5,
WL I D H AN BIRUCE R & —12 BT 5 5 F S iE o Pk it 28
BRI 5 2 2 BRSO ML 720 YR ALTE O 5 2
PHRAETHHE BB ORBEIRT 5L T, Bl R oo
NE R = PAAVAN 381 | 3 o

Il. FBITHELRFOEH

. RE YA MARBEERICSEAZTE

Pl - b —EADOHMRIL, DTNV EOw B
3% (Zinkhan & Martin Jr, 1987). 722 B H 2
i P XONEZIFL TV LED, AMRICI-TH#
WATE DAL 5138 Th S (Carpenter, 1994; Grewal,
Krishnan, Baker, & Borin, 1998), % ® 5 # 1%, /3 R
% (Di Monaco, Cavella, Di Marzo, & Masi, 2004), %x
(Rubio, Villasefior & Yagiie, 2017), ¥ (Kato, 2019), &
7 )V (Wianke, Herrmann, & Schaffner, 2007) 4%, % k&
LR A THERR SN TEz BUEIZBWTH, B -
P —CADLLFRIFE LT 551 MVRRIITHE & OHIC
ALHELREMTH L, BATHMITBE L G- 21291V
DOFBIZE 5 A0F5813HHbD D (Bae & Kim, 2019), R
AF—=RHOLTLU, HEVIAIIFE, 20O EEEE G
L7ZIRETOFIIZSINTWiRv, 22T, LT oK%
L7,

H1: A VO N IERIE R I IEOREE 525

BAR—T T4V 2R HYTrLYR-TAY—F4¥ 7R vol10(2021) —— B8

http://www.j-mac.or.jp

2. REEERNVEHBETHICEZASRE

JRE [ B DT B HAT B~ O BT IR S
T&T, 77y iarReRETIE, FOE E ORI AL
fEZREE L, I Z RS ICE M 5 (Alireza, Hossien, &
Mohsen, 2013; Kumar, Lee, & Kim, 2009), LA>L, ik
W 2%t R e U7 ERMNIE Z LIRSS 5o WL 1L, K512
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x—| NEREOBFIRE REEROLLE

R FHEEEM
(f8M) HE R AERD  zps-  ZTHMED
HEEM REEEZHIR

I 133.7 7F7FEEDLZE2 / FROZEN I X O O

2 121.6 7> / Aladdin O O O

3 100.9 ko« =1 —4 / TOY STORY 4 O X O

4 66.7 Z4F> - ¥>2° / THE LION KING x x O
TrYFRATAy Y - E=RMERVEEFEVOIAE

5 65.7 Fantastic Beasts and Where to Find Them ! © © ©

6 61.3 TRy Iy —X: TV R45—/L / Avengers: Endgame x X O

7 50.6 ¥a—7h— / JOKER X x x
SaH— - IyTa A4y

8 38.6 Ralph Breaks the Internet ! O x ©
ANAT =< Trp— - 7AL - KR—L

9 306 Spider-Man: Far From Home ! X . x

10 306 TAILER - RE=K: Z—/)X=aVK / y N N
Fast & Furious Presents: Hobbs & Shaw

I 30.1 ZEEEHF2y / POKEMON DETECTIVE PIKACHU x x
OV7. %00 - AT - EVRY—X

12 284 GODZILLA: KING OF THE MONSTE/RS © X
Y—3Ipf—H—:Za— - -TzAb

'3 23.5 Terminator: Dark Fate / X X

14 21.6 ~ b2 / THE SECRET LIFE OF PETS 2 O x

15 21.5 ') —>7v2 / GREEN BOOK X x x

16 20.4 Fvy7 T - ¥—~JL / CAPTAIN MARVEL X X X

17 1.4 IT: £ & THE END “Z" AR Z 725, &b,/ N o "
IT CHAPTER TWO

18 16.4 7o 7<> / AQUAMAN O X O

19 15.1 7')—: A& —3t4% / A STAR IS BORN O O x

20 |4 L7142k 2 / Maleficent: Mistress of Evil X O O

21 13.2 2'')>F / DR. SEUSS' THE GRINCH x x O

22 1.8 X)— - REVYX 1)Z—>X / Mary Poppins Returns x @) O
TUVR TRy =T« AL - A> - NJTYER

23 '8 ONCE UPON A TIME... IN HOLLYWOOD / © © X

2 10.3 AV oAV - Tov o Avyg—F>arl/ y y y
MEN IN BLACK™: INTERNATIONAL

25 10 %>R / Dumbo x O O

Note: O: ZEHY, x: EELL

2019 F(CEITINA 10 BAM EEZE|RLUIFEREZTR
B8 : Disney, n.d-a, n.d-b; GAGA, n.d.; Marvel, n.d.; BAMRE & /EEER , 2020; Skydance Media, n.d.; Sony Pictures, n.d-a,
n.d-b; 3=, n.d.; Universal Pictures, n.d.; Universal Pictures Japan, n.d.; Warner Bros, n.d.; Warner Bros Japan, n.d.;
20th Century Studios, n.d.
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153 A1 AL B 2 4T A 7280, HR ARG D
TWFFEERH Lz, HUIRTEBY, RRAY—DATIX
NE DR AN D H720, FHLZW H I 5L C,
WERA PR L7 R21TREBY, ML, AR
(No.1-2), Byl fic 5 4 —E 2O F H IR (No.3-5), KRS —
R % OBLEE IR (No.6), JHH I D) (No.7-10), D 10
HHTH %o

2. IR

F R AL, 2 OoDEF Va2, H1 £ H2
DOMFEIZ V)72 Model 1T, HIYZBICHIREE M (£ 3
12783 No.1), FEZBUCIHE B D% T) (No.10-13) & 5 #E
Bk DR (No.14), Hl A28 P (No.2-9, 15) 2%
AL7z0 ZEIIATY T T4 RPN ESTHEIRL 72 H3 DO
FEIZMVF 72 Model 2 T, Model 1 TERSIN 722U
Iz, BE E S iEO FR (No.14) L BY Il B /5 - — E 2D,
HEAH BE (No.15) DA HAEH & & 720 2 HAEH IS
EREZCOTFFAHT L, M EKEDL EIHIEK
&bz oMERIEH.OMEL 7z (Aiken & West, 1991),
OHTERELL, ATV 7PD R TH %o

V. IREEEREER

FA4ITRTEBY, Model 1 DR REFER T HL, 1MV
DBk 77 (Attraction_Title) 235% /K HETH ZHIHEE SN
Twh, — T, i E 5 7% (Original Title) 13 2 $12 53
RSN otz ETOERZRBIA LG TD, K
P SRR A B B R S e ol o T HLIZ
HEEN, H2 IR L FE R o720 KRIZ, Model 2% RLAE,
J5L R [E S FE L B M ACAE - — Y A O MBS EE (Frequency)
OXHEAEHEORIFREL, AR CIEOMBTH 72,
BB 23 Wi & (CP39 + 1 BEHE (R 7% ), J50RE [ 5 5h
FHBEMICIEDOEEE S 25 (M E R = 0389, p
i =0.044), — 75 T, SLBEHEE 2MR W & (P - 18
HR ), O BPIIHE B ThdP o7z (p1H =0.092), %3,
Variance Inflation Factor (VIF)iZ, 1.016 225 3.778 &7,
% EILRPE IR SN h o7z Ko T H3 IS RS2,
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CORERDVIRMT LEHE~ORRIE, LLTD2OTH
5o 1DHIE, BEEIZBWTHA MV D TEELIERT
HbHo WTNOETFIMIBNWTH, RRF—, 5T, 03
ARG BEERL TN, AV S & Vi B
HLTWD, CTNETE AR M - $—ERITTHAKDOF
BN HRENTE725(Di Monaco et al, 2004; Kato,
2019; Rubio et al, 2017; Winke et al., 2007), L& C
bFEMITR SN, NEDOHFEZ DT REH T 5
ZEBIEFEITE (Carpenter et al, 1994; Grewal et al.,
1998) 5T %o

2 OHIL, W OB AR WH B F IS LT, 4
MVICHEEE SRR T AIENE R TH S, LIzdo
T, BWELE Y — AT, BB IOV T, KRy —
WZBIFBIAMNETI=VFFAXTHIENEETLEHE
TIN5,

AW FEOBRIL, LT D3 M TH%B, 1 2HIE, 1Bl TD
WFEARS R TH D720, —BAICIR AN B 5o WL, KA —,
FAMNVEDOREEIRL THRAL T 2L E D H %, 20H
&, BRZ IR CELE LI FEADRCEHEIIBIT L)
ROERIPHMCTELR NV, 32HIE, YA MVOFEEH IS
HIREE R TITORV, EHEDOATHRORISEHEDH
REGETELILDPHONTVBILE BT 5L (Klink,
2000), BERZ R TETHARED, BIZEoTHIR A H)
FTHNEEMND DS, INLIZSHOMAERETH S,

V. EhWIC

B ACAS — E 2D F A XA E e o H IR & o
WinE#ETZ AARRNBEMAERY — DRk 2 et L7z,
MAEPQULERAY —FHOTHELZR R, RA5—, H5
U, 0a3k0d, s DV OB AR RN G 2 508
AREWZEDTIREN T T/, W B AR BE 25T W &
BBV TL, FRERE S I->THRIEZNZ S0 55 1
ASHE RSNz B W ELAE H— AT, Moo &g S b
WL — ) FAZ W T B0, HEEE O ERE
ZORRM LM RIEIRL, LT 52U TH L,




cftHh Japan Marketing Academy

NEREOBFARBRRER Y —ICH I REESEOHTHRBERERICEZIBE

2
L

BABICERALLRRY—OERR (£), HECHR(PR), HEXE(H)

H 88 : pixabay; Unsplush % TTIZZ & B,

=2 ZM0—&
No = R
I MERAEBERZE N, SA
B, i
2 EWmEHEAIEL, SA
20K ETH, 20 REe, 30 A%, 30 E¥
3 BEOYTRIVT ard—cX (AREEFNOBEY —EX) DFARRTEZEBROIZIZ N, SA
FMALTLAL, FALTWS
4 HBTROVTarvH—EXT, BREZEETHEELEREIIIN, SA
RaIENH0, BICIAREKMS, BICI XEE, BIC | AEE, BI2AME
5 BEKOBHZMEIDHTIT) -, TR TERLTIZE L, MA

IRFYU—, Py ay, X741, BE, SF, BE
MERR Y —DRR

6 ZOMENYTRIVTIarH—ERIZBMINIGE, BItVWEBSBEZEER(IZL, SA
TERERE (I: #Fo01KBI-LWEBbRWL, 7. L THEIZWLWERS)

7 ZARLIZDOWT, BHICRLIBEZEER(IZIL, SA
TEBRE (I: Fo7KBANERbARWL, 70 L THHBANERS)

8 RRI—IIDWT, BAIZBELIBEEZHRVIZE L, SA
TERERE (I: #27KBLEBbAV, 7: ETHHBANERS)

9 BHETLIZOWT, BHICRLBEZERUIES L, SA
TERERE (I: #27KB0WEeBbRWL, 7: ETHBANERS)

10 A3ZIDWT, BAICRLIEBEZEBOIZE L, SA

TERERE (I Fo/KBIcWERBbAW, 70 ETHHEANERD)
Note: SA=Single Answer (#—3iR), MA=Multi Answer(#E##EIR)
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K3 EH-RLELXREHE

No EH E&E R Fi31E AR =
| Watchintention HEEM TERBERE 2.985 0.114
2 Female ZEYI— 0/1 0.500 0.035
I: 20 X AT,
3 Age Ei g 38:?;1 2.455 0.075
4: 40,

4 Genre_Mystery IRT)—MEADEEKY I — 0/1 0.330 0.033
5 Genre_Action FoTavREANDEKEKY I — 0/1 0.405 0.035
6 Genre_Comedy AT REINDEEK ST — 0/1 0.365 0.034
7 Genre_Love BEREANDEKKY I — 0/1 0.310 0.033
8 Genre_Sf SFEREINDERSY I — 0/1 0.250 0.031

9 Genre_History MEEREANDEKSY I — 0/1 0.120 0.023
10 Attraction_Title A MLEBHIZRERLEZESL SERBERE 2.475 0.073
Il Attraction_Poster RRY—%FHIZRLCIZESEWL SERERE 2.435 0.076
12 Attraction_Synopsis HOTLEBHIZERLIZEGN SEBERE 2.635 0.076
I3 Attraction_Reputation LE2—2BHICREKLIESL SERBERE 2.665 0.075
14 OriginalTitle FREESEHLII— 0/1 0.500 0.035
15  Frequency SHEEE (BIZI A E)yI— 0/1 0.240 0.030
R—4 EORSIAOEERZR

. Model | Model 2
T " e = « e =
EllRfRE  RERE p & EIP R RAERRE p &

Intercept -0.722 0.288 0.013* -0.560 0.287 0.052 .
Age 0.104 0.067 0.121 0.092 0.066 0.164
Attraction_Title 0.476 0.119 0.000 *** 0.508 0.118 0.000 ***
Attraction_Poster 0.321 0.124 0.010 * 0.348 0.123 0.005 **
Attraction_Synopsis 0.274 0.121 0.024 * 0.256 0.120 0.034 *
Attraction_Reputation 0.235 0.112 0.037 * 0.202 0.111 0.070 .
OriginalTitle 0.040 0.136 0.770
Frequency 0.596 0.163 0.000 *** 0.595 0.161 0.000 ***
OriginalTitle*Frequency 0.895 0.321 0.006 **
RIERE 0.652 0.666
HHEHERBEELREREK 0.641 0.652

Note: ***p<0.001; **p<0.01; *p<0.05.

BAT—r T4 T8 NYTPLYRTOS—F42 7 Z vol10(2021) —— 72

http://www.j-mac.or.jp




cftHh Japan Marketing Academy

NEREOBFARBRRER Y —ICH I REESEOHTHRBERERICEZIBE

Sk
Aiken, L. S., & West, S. G. (1991). Multiple regression:

Testing and interpreting interactions. California: Sage

Publications.

Alireza, N. K., Hossien, B., & Mohsen, R. (2013). Perceived
Quality and Emotional Value among Iranian
Consumers’ Strategies. Special Issue on Accounting
and Management, 2 (3), 2868-2877.

Bae, G., & Kim, H. (2019). The impact of movie titles on box
office success. Journal of Business Research, 103, 100-
109.

Carpenter, G. S., Glazer, R., & Nakamoto, K. (1994).
Meaningful brands from meaningless differentiation:
The dependence on irrelevant attributes. Journal of
Marketing Research, 31 (3), 339-350.

Di Monaco, R., Cavella, S., Di Marzo, S., & Masi, P. (2004).
The effect of expectations generated by brand name on
the acceptability of dried semolina pasta. Food Quality
and Preference, 15 (5), 429-437.

Disney. (n.d-a). Disney Movies. Disney, https://movies.
disney.com/ (August 1, 2021)

Disney (n.d-b). [MovieNEX CLUB] [Disney] https://disney-
studio.jp/movienex-club/ ( 2021 4 8 A 1 H& )

Flix Patrol. (2021). TOP 10 on Netflix in the World with the
longest legs, https://flixpatrol.com/top10/netflix/world/
longest-legs/ (August 1, 2021)

HERIAR (2020). TAMHBERR CHLE RS ASREDN  WYMER D
FBIZEHIDIFHNTWS? ] [Forbes) https:/forbesjapan.
com/articles/detail/35227/1/1/1 (2021 4E 8 H 1 HZ& )

GAGA (n.d.). [HOME]J [GAGA] https://gaga.ne.jp/ (2021 4
8H1HZMH)
Gazley, A., Clark, G., & Sinha, A. (2011). Understanding

preferences for motion pictures. Journal of Business
Research, 64 (8), 854-861.

GEM Partners (2021). [2020 4 VOD ¥4 I Hi4E 1L 33.1%
W 3,894 M, SVOD #i¥Tid [Netflix] 272 LT 25
25 &#ELC 2 4585t No.1] [CNET] https://japan.cnet.
com/release/30520754/ (2021 4E 8 H 1 HE i)

Grewal, D., Krishnan, R., Baker, J., & Borin, N. (1998). The

effect of store name, brand name and price discounts

on consumers evaluations and purchase intentions.

Journal of Retailing, 74 (3), 331-352.

EANMT 2021). TIL#FS< [Lupinl] 2eyb—2b70i% 4+
EFEORE] Z#8 2 7-DH? | [Forbes] https:/forbesjapan.
com/articles/detail/39988/1/1/1 (2021 4E 8 H1HZR)

Hoyer, W. D., & Ridgway, N. M. (1984). Variety seeking as
an explanation for exploratory purchase behavior: A
theoretical model. ACR North American Advances, 11,
114-119.

Hulu (2019). [Hulu4-fZ % >272019 - V¥ 2V - | [Hulul)
https://mews.hulu.jp/hulu_ranking_2019_genre/ (2021
FE8H1HBH)

FREE— (2017). [ TRV —2] FB 2 52158 B\ 2 B 2% o T [ R — ot
ROHRBANPLEZD, BINLIELEINZWHE] [THE
RIVER] https://theriver.jp/dream-title/ (202148 H1H
ZH)

Karray, S., & Debernitz, L. (2017). The effectiveness of
movie trailer advertising. International Journal of
Advertising, 36 (2), 368-392.

Kato, T. (2019). Comparison of the Influence of Self-Driving
Technology Brand Name on Purchase Intention
Between Japan and the US. Procedia Manufacturing,
39, 1369-1376.

Klink, R. R. (2000). Creating brand names with meaning:
The use of sound symbolism. Marketing letters, 11 (1),
5-20.

Kumar, A., Lee, H., & Kim, Y. (2009). Indian consumers’
purchase intention toward a United States versus local
brand. Journal of Business Research, 62 (5), 521-5217.

Mahlknecht, J. (2015). Three words to tell a story: the
movie poster tagline. Word & Image, 31 (4), 414-424.

Marvel. (n.d.). Movies Marvel, https://www.marvel.com/

movies (August 1, 2021)

Mohammadian, M., & Habibi, S. E. (2012). The impact of
marketing mix on attracting audiences to the
cinema. International Business and Management, 5 (1),
99-106.

HAS L LR 8 B (2020). [2019 4F (4 RITG4E ) BUATIUA 10 4%
FIEL -] THA B e ] http://www.eiren.org/
toukei/img/eiren_kosyu/data_2019.pdf (202148 A1 H

Japan Marketing Academy Conference Proceedings vol.10 (2021)

http://www.j-mac.or.jp


https://movies.disney.com/
https://movies.disney.com/
https://disney-studio.jp/movienex-club/
https://disney-studio.jp/movienex-club/
https://flixpatrol.com/top10/netflix/world/longest-legs/
https://flixpatrol.com/top10/netflix/world/longest-legs/
https://forbesjapan.com/articles/detail/35227/1/1/1
https://forbesjapan.com/articles/detail/35227/1/1/1
https://japan.cnet.com/release/30520754/
https://japan.cnet.com/release/30520754/
https://forbesjapan.com/articles/detail/39988/1/1/1
https://forbesjapan.com/articles/detail/39988/1/1/1
https://www.marvel.com/movies
https://www.marvel.com/movies
http://www.eiren.org/toukei/img/eiren_kosyu/data_2019.pdf
http://www.eiren.org/toukei/img/eiren_kosyu/data_2019.pdf

cftfh Japan Marketing Academy

AEREOAFAFHRRRY—ICE T2 REESEOHEIHIEBEERNICEASXE

W

HE)

FBMK (2019). [11EM%E 2080ICEKH Ay TUv 7RG [u—
#1534 —ar] ] [Forbes) https://forbesjapan.com/
articles/detail/26420/1/1/1 (2021 4E 8 H1 HZ M)

Rubio, N., Villasefior, N., & Yagiie, M. J. (2017). Creation
of consumer loyalty and trust in the retailer through
store brands: The moderating effect of choice of store
brand name. Journal of Retailing and Consumer
Services, 34, 358-368.

Rui, H., Liu, Y., & Whinston, A. (2013). Whose and what
chatter matters? The effect of tweets on movie sales.
Decision Support Systems, 55 (4), 863-870.

Skydance Media. (n.d.). Film, https://skydance.com/film/
(August 1, 2021)

Sony Pictures. (n.d-a). Movies, https://www.sonypictures.

com/movies (August 1, 2021)

Sony Pictures. (n.d-b). [SPHE Movies HOME | [Sony
Pictures] https://www.sonypictures.jp/he/movies/ (2021
FE8H1HZR)

Tesser, A., Millar, K., & Wu, C. (2012). On the perceived
functions of movies. The Journal of Psychology, 122 (5),
441-449.

WE (n.d.). [BLE - 8% TOP [ 5] https://www.toho.co.jp/
movie/index.html (2021 4 8 H 1 H&R)

Uchida, K., Kohara, D., Yamada, M., & Amasaka, K. (2011).
Making compelling movie posters using statistical
science and an eye mark recorder. Journal of Business
Case Studies, 7 (6), 63-70.

Universal Pictures. (n.d.). Featured Videos, https://www.
universalpictures.com/videos/featured-videos (August
1, 2021)

Universal Pictures Japan (n.d.). [HOME | [Universal
Pictures Japan] https://www.universalpictures.jp/
(202148 H 1 HEHH)

Warner Bros. (n.d.). Home of WB Movies, TV, Games, and

more!, https://www.warnerbros.com/ (August 1, 2021)

Warner Bros Japan (n.d.). [HOME ] [Warner Bros Japan]
https://warnerbros.co.jp/ (20214 8 H 1 HEH)

Winke, M., Herrmann, A., & Schaffner, D. (2007). Brand

BAR—T T4V TER WY TrLYRTAS—F42 7 Z vol10(2021) —— 74

http://www.j-mac.or.jp

name influence on brand perception. Psychology &
Marketing, 24 (1), 1-24.

Weekly Briefing (2015). [ ¥4 $EBHARARY —, 7RI v —
ZOEARHEH 3 F] | [News Picks] https:/newspicks.
com/news/953889/body/ (2021 4F 8 H 1 HEH)

Zhou, Y., Zhang, L., & Yi, Z. (2019). Predicting movie box-
office revenues using deep neural networks. Neural

Computing and Applications, 31 (1), 1855-1865.

Zinkhan, G. M., & Martin Jr, C. R. (1987). New brand
names and inferential beliefs: Some insights on naming
new products. Journal of Business Research, 15 (2),

157-172.

20th Century Studios. (n.d.). [ | [20th Century Studios)
https://www.20thcenturystudios.jp/movies (2021 4- 8 H
1HZH)



https://forbesjapan.com/articles/detail/26420/1/1/1
https://forbesjapan.com/articles/detail/26420/1/1/1
https://www.sonypictures.com/movies
https://www.sonypictures.com/movies
https://www.toho.co.jp/movie/index.html
https://www.toho.co.jp/movie/index.html
https://www.universalpictures.com/videos/featured-videos
https://www.universalpictures.com/videos/featured-videos
https://newspicks.com/news/953889/body/
https://newspicks.com/news/953889/body/

	外国映画の日本公開版ポスターにおける原産国言語の併記が視聴意向に与える影響

