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Since the 1960s (McGinnis, 1992), the
military phrase logistics has been civilianized into
a word that indicates a significant industrial idea of
“having the right item in the right quantity at the
right time at the right place for the right price in the
right condition to the right customer.” (Malik, 2010,
103)

The idea of military logistics, which became
the origin of business logistics, is often regarded
as a universal and unchanging historic idea. Books
such as Coakley & Leighton: Global Logistics and
Strategy: 1943 — 1945 (1955), or, Huston: The Sinews
of War: Army Logistics 1775-1953 (1997) is based on
this understanding. Although today s historians and
theorist stress the significance of logistics in battle

or in war, they often tend not to doubt the existences

of logistics in each eras and areas, and take it as

27

granted. This tacitly shared vision seems to be one
of the main basis when the importance of business
logistics is stressed.

Now, if the recognition of logistics existed
as same or very close to the modern understanding
since deep in the past, why do we have to wait
until middle 20" century to see it enter the field of
business? One of the persuasive explanations is the
birth of marketing thought in around the beginning
of 20" century. It was found in the American market
through the late 19 century to the early 20" that it
is not the supply but demand that settles the market,
which differed from the predictions made by the
previous economics theorists. The idea of marketing,
which evolved so much from a simple “trading”
r “selling” that made it a completely different

figure from them, was to propose the importance of
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creating demands, focusing greatly on distributions.
(Bartels, 1988)

Based on this thought of marketing, the
viewpoint on transportation and storage was lead
to a higher order physical distribution, and sought
as an item that enterprises could make extra worth
on their goods. The first appearance of the term
physical distribution was in, Arch W. Shaw: Some
Problems in Market Distribution (The Quarterly
Journal of Economics, Vol. 26, No. 4, Harvard
University, 1912, 703-765). The idea of physical
distribution itself is modern. The term and idea of
logistics was adopted in the 1960s to the theory of
physical distribution, a 20th century born fruit of
marketing thought.

This explanation is purely from the
viewpoint of the marketing study, the acceptor of
the idea of logistics. It shows well how the accepting
condition was arranged in the 20" century, however,
still leaves an important question unsolved: Why did
not (or could not) the theorists of marketing lead the
term and idea of logistics directly into their field at
its beginning in the early 1900s instead of using the
new-made term ‘physical distribution’ ??

The author presents an alternative
hypothesis - the main argument of this study - to
the query above: it was not until the United States
militaries in the World War II that logistics came into
modern and practical cognition; the great amphibious
warfare was the opportunity armies came to
consider about logistics in the context of total supply
management, as it is been done today.

In order to attest the theory above, the
author focuses on the history of the logistics, as a
thought on subjective practice. Throughout the 20th

century, various studies on the history of military

28
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supplying system, thought as one of the major cause
of victory in battle has been made. Moreover, since
Creveld made a positivistic text critique on supply in
Supplying War: Logistics from Wallenstein to Patton
(1977), this attitude became a trend in military
logistics study. However, the history of the thought
of logistics, or in other words, how logistics has been
recognized, has almost been ignored. This study
provides a figure of logistics as an idea about practice
which not only causes victory or defeat, but has a
mutual relationship between battles, strategies, wars,
business, and technical inventions.

However most of this article refers to the
changes of the understanding of logistics as an
idea in military science throughout history, seeking
the origin of modern military logistics thought is
not only from a pure military-historical interest.
It might possibly show the massive figure of the
idea of logistics, which will provide many insights
for business logistics and transport industries.
Furthermore, drawing the temporary understanding
of military logistics in the post-World-War-II era,
the birth time of business logistics, may help us
understand the orientation of the linear growth of
the business logistics, which will lead to show us the

future images of the thought.

I. What is Logistics Thought?

I. How logistics is thought today

Before starting the history of logistics
thought, it is necessary to make clear what actually
logistics thought is. It is not to define the static (or
contemporary) meaning of the word logistics; it is
necessary to savvy it as a dynamics. The biggest

problem when studying on logistics is that there is
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no consensus of what generally logistics is through
history. Proenca & Duarte (2005) suggest that the
term logistics has been mostly used as “support
or supply, with such variation as one might find in
dictionaries or military field manuals, or with such
adaptation as the subject-matter might require.” (647)
On the other hand, the latest definition of the English
(military) term logistics as an active terminology is
clearly written by NATO (2013, 2-L-5) as:

The science of planning and carrying out the
movement and maintenance of forces. In its most
comprehensive sense, the aspects of military
operations which deal with:

a. design and development, acquisition, storage,
movement, distribution, maintenance,
evacuation, and disposal of materiel;

b. transport of personnel;

¢. acquisition or construction, maintenance,
operation, and disposition of facilities;

d. acquisition or furnishing of services; and

e. medical and health service support.

The aim is to show how the meaning, understanding
and practice of logistics have changed through
history and reached a goal, such as contemporary
definition shown above. Despite various studies that
show logistics as a fixed idea, the main idea of this
chapter is that recognition of logistics might change

in history.

2. The problem between the phrase and the idea

In order to draw a thought history on
logistics, it is worth considering its beginning.

The first time that the term logistics (originally
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logistique in French) clearly drawn as an important
territory in military thought which ranks with
strategy and tactics was in 1838 by Antoine-Henri
baron de Jomini. The problem is, whether the phrase
was given to an old idea, or whether the given idea
per se is a fruit of modern warfare.

A similar query can be seen in Bartels: The
History of Marketing Thought (1988), considering
whether the newly appeared term marketing was
just an application to an ever-existing practice, or
whether itself a new idea is. Bartels, using the study
made by Richard C. Trench, simply says that a
new thought requires a new phrase. Moreover, not
only does a new term - “marketing’ - represents
a different idea from former ones - “selling” or
“trading” , it sometimes comprises subtly different
nuances. The same could also be said to logistics; it
was a new risen idea that made the necessity for the
phrase logistics near the 19th century, which also
made the historic meaning obscure and difficult to
trace.

A different (and a more classical)
philosophical approach on the problem between
idea and newly applied phrase can be seen in
David Hume: Political Discourses, Discourse 6: Of
the Balance of Power (1752).3) Hume denies the
hypothesis balance of power thought existed since the
ancient times by showing ancient politics, such as the
league formed against Athens in the Peloponnesian
war, was based on (the idea of) balance of power, and
suggests it was rather jealousy than prudence that
made them do so. Hume says it is impossible to deny
the balance of power completely in the ancient times,
because it can be driven from “common sense”
(108). However, he shows an interesting function of

the phrase that because of it, we can (or ought to)
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consider about politics by prudence, not by jealousy.
Restating with a more general saying, a newly-applied
“modern” term provides us a more rational, attentive
and objective viewpoint. Even without the phrase
applied, a clever and attentive person, considering
well in “common sense”, or perhaps the very person
who realized his failure in such practice in real
battle might come up with such idea, although, the
existence of the phrase will make easy access to the
idea for anyone who knows that phrase.

Conversely, the difference between logistics
‘thought’ and a simple supplying could be defined
as the difference of whether it needs to be rational,
attentive and objective, or not. As long as war
fought by living men, ration and arms supply,
marching course procurement and lodging is a
natural, fundamental and catholic needs for armies.
The logistics thought, if there be such a thought,
is to make more; to make understand the long
term influence of the decision made on the practice
with “prudence”, to convince the necessity and
significance of the fundamental needs before battle
or war begins, to ensure enough personnel needed
for the practice, even if they have to cut down the
fighting force, and to make tactical, strategic, or even
political. In other words, if front location, battle or
war plans and diplomacy affected or limited somehow
by logistic practice, then it can be said that there

was logistics thought in their mind.

3. Was there logistics thought outside the western
culture?

It is undeniable that some pre-modern or
non-western commanders acted in a “logistical”
consideration; yet, it cannot be drawn on the

linear evolution of logistics thought. Because major
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European languages have an intimate relation
between each other, it can easily assumed that no
such term as logistics existed (or at least, was not
well known) in the western world before Jomini' s
writing; if there was such well-known idea, there
is no reason Jomini did not use it.4) However, the
author has to validate the possibility that there could
be a possibility that there was a systematic thought
of logistics in the non-European regions.

The most authoritative military study in
eastern culture is probably Sun Tzu: The Art of War
(around B. C. 6th century). In Chapter 2: Waging
War5) , Sun Tzu says:

In order to raise an army of a hundred-thousand,
it is needed to prepare thousands of each light and
heavy chariot, and ten-thousands of heavy infantry.
When it is to transport rations in a distance, a
tremendous finance is needed because of money
needed to spend inside and outside the border,
diplomatic expenses, to pay for repairing materials,
and armament supply. If the battle longs, an army
will be exhausted and become weaker. (Sun Tzu,
1965, 2, Translated by the author)

However he points out a near idea with the logistics
thought, his attitude towards the problem is

astonishingly negative.

A good commander avoids to replace an already-
fought solder, and to transport rations from his
own country more than three times. He may
supply the expenses from his country; however,
the supply of rations should be done on local

procurement. (Ibid.)
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It seems that because of this negative
attitude, traditional eastern war thought did not
gain the idea of logistics. This can also be seen in
the difference of today s translation of the term
logistics; [#%#1%:] in Chinese and [1%¥}5] in Japanese
(the Chinese term [{%3fi] means “military post”). If
there was a traditional idea of logistics in the eastern
world, this cannot be explained with reason. However
the difficulty is well recognized, a too negative
attitude doesn’ t create a solid practical idea; before
airplanes were invented, people knew the difficulty
or impossibility to fly, but did not have the idea of
aviation. Hence, the existence of the practical idea of
logistics can be placed between dread and ignorance.

The beginning of the logistics thought as
a system, therefore, could be set at near Jomini s
writing. In the next chapter, the author will show the

early thought of logistics.

Il. The Origin of Logistics

I. Jomini’s own definition on logistics

Jomini" s original idea of logistics is written

quite simply:

Logistics is the art of moving armies. It comprises
the order and details of marches and camps, and
of quartering and supplying troops; in a word,
it is the execution of strategical and tactical

enterprises. (69)

However it contains supplying, the figure of logistics
proposed by Jomini is focused totally on how to move
armies. Jomini reconstructs various complicated
practice into six principal approaches to be examined

in order to make his new idea of logistics work in

31

D-Day : When Logistics Thought Came into Modern Sense

real war. Looking into this list, all six items note
mainly about preparations needed for solders in real
battle. Indeed some item mentions on matériel (1. and
3.) and supply (6.), however, the weightiness of such
ideas is comparatively small in total. It is obvious
that in Jomini' s understanding, managing material
movements (or so-called physical distribution in
later nomenclature) was just one mean to the end of

logistics - the art of moving armies.

2. Contemporary understandings on Jomini

Despite this original understanding, some
of today s studies on the history of logistics show
arbitrary understandings. Creveld (1977) derives the
idea of logistics from Jomini, although, draw vacantly
as it has been subjected mainly to the limitation of

supply, as granted. He says:

-+ one arrives at a definition of logistics as ‘the
practical art of moving armies and keeping them
supplied” . -- Before a commander can even start
- he

has - or ought - to make sure of his ability to

thinking of maneuvering or giving battle

supply his soldiers with those 3,000 calories a day
without which they will soon cease to be of any

use as soldiers. (1)

On the other hand, the significance of
supplying rations for troops cannot be found in
the long and minute chapter on logistics in the
Jomini' s original writing. Creveld himself writes
that western armies lived on local procurement in
wartime until the First World War. It is assumable
that the contemporary commanders of Jomini (or

at least, Jomini himself) did not feel major difficulty
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in assuring foods.” The idea that the contemporary
definition of logistics can directly derived from
Jomini' s writing, is a misunderstanding. It must
be recognized as a more broader, general and
comprehensive idea which contains supply only as its

one contents.

3. Etymologic reason of the confusion

Many of the confusion on the figure of
logistics might come from the word per se. There
are two deferent meaning in this exactly same
spelling ‘logistics’ , and each of them has each
different origin: the meaning of ‘mathematics which
came from Greek logos (‘word" or ‘logic ), and the
military terminology whose origin is a French word,
logistique. The later was formed from a French
verb loger, which means ‘to lodge (Shipley, 1945).
The military word logistics originally did not contain
logical or mathematical meaning; however, even some
dictionary confuses these two deferent ideas.7)

However, Jomini says:

The word logistics is derived, as we know, from
the title of the major général des logis, (translated
in German by Quartiermeister,) an officer whose
duty it formerly was to lodge and camp the troops,
to give directions to the marches of columns, and
to locate them upon the ground. Logistics was
then quite limited. But when war began to be
waged without camp, movements became more

extended functions. (252-253)

This shows clearly that the early meaning of logistics
was one which derived from loger, also having a

broad (perhaps broader than today s use) meaning
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and importance of the practice.
4. Jomini’s tangible concept of logistics

Looking into his original six lists, Jomini' s
tangible concept of logistics can be summarized into

the following® ;

1. Preparation for battle equipment and personnel
in the proper spot.

2. Making clear orders, but then giving each of
them only to each division concerned, in order
to keep the figure of the whole plan secret.

3. Collecting information of each marching trains,
and keeping them under control.

4. Organizing efficient advanced guards.

5. Making “a good line of operations and of
depots” (262), and securing depots.

6. Making minute and careful plan when turning

troops into a new order of battle.

The first, third and fifth item seems close to the
today s context of logistics. However, on the fifth,
there is an obscure-yet-significant difference between
it and the contemporary recognition. Jomini does
not suggest the importance of securing the whole
line of operation; he rather asserts the importance
to use strong force securing depots.? His argument
supposes line’ not as an unseverable artery, but as a
range of depots. In the following chapters, how these
elements expanded, and the others felt out from the

idea of logistics will be described.

5. The source of the idea of logistics

Finally before concluding this chapter, the
origin of the idea of logistics must be clarified. A new

idea (nor its labeling phrase) usually doesn’ t result
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by itself; it has some relation with other concept,
practice or culture. Clausewitz, a contemporary of
Jomini, writes about a similar idea in The Art of
War (1832) 10) ; although he does not use the term
logistics, Clausewitz compiles “marches, camps,
and billets” into a new category ‘conduct of war”
(in original German, Kriegsfu hrung) which ranks
with tactics and strategy. This shows that necessity
of such recognition was somehow aware to few
theorists in the early 19th century. Because of the
time and Jomini' s reference, it seems clear that
the activity of Napoleon Bonaparte was the direct
cause that made aware of such significance, albeit
he himself did not recognized the logistics function
(Thorpe, 1917). Hence, the origin of logistics thought

can be set around 1800.

lll. Logistics Regarded as a Concept of
Supply

I. The concept of logistics in American war science
studies

Jomini' s idea became the principal of the
education at the U.S. Military Academy in West
Point, and influenced officers the most before the
American Civil War (Chambers & Anderson, 1999).
His concept of logistics was developed into a concept
of supply, which at the same time ironically resulted
to make the term out of general use. In this chapter,
referring to its relation with real war and change of
technologies, how the logistics thought has changed

in the late 19" century will be explained.

2. Henry Halleck’s logistics thought

In Henry Halleck: Elements of Military
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Art and Science: or, Course of Instruction (1846,
Appleton), a whole chapter is devoted for logistics.
This text became a great influence on both American
military science and practice in the American Civil
War, because it became a textbook in West Point,
Lincoln read it, and it widely influenced amateur
soldiers (Ambrose, 1996, 7). Also, Halleck himself
served in the American Civil War as general-in-chief
of all U.S. armies. His idea of logistics is practically
driven from Jomini  s; he specifies the origin of the
term as “derived from the Title of a French general
officer, (major général des logis,) who was formerly
charged with directing the marches, encampments,
and lodging of the troops” (1846, 88, sic).

However, Halleck™ s definition and details
of the concept of logistics slightly differs from
the Jomini' s original. He considers logistics as
“including the military duties ordinarily attributed
to the pay, subsistence, clothing, medical, hospital,
and transportation departments” (88). Compared to
Jomini, Halleck’ s focus point on logistics has become
farther from battle, combats, or in another word,
killing enemies directly. Jomini’ s logistics thought
was rather aggressive; it considered mainly how to
move forces and materiel into the most effective point
in the proper time in order to defeat enemies. On the
contrary, Halleck’ s concept of logistics focuses on
a more fundamental need for living soldiers, even if
there are no combats. This difference can been seen
in the dissimilar characters of the actors, mentioned
for the practice; while Jomini stresses the importance
to use strong forces for some branches of logistics
(such as advanced guards and securities for depots),
Halleck uses the phrase “civil and civico-military
corps of the army” (88) to describe the practice

included in logistics.
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Another peculiarity of Halleck' s theory
is the focus on supply as transportation, convoy
and magazine. His concern is made on local
inhabitants which can turn into either cooperators or
partisans. On the one hand, he frequently stresses
the importance of peaceful, legal and moderate
requisition. On the other hand, he claims the
necessity to use ‘good military escort and vanguard”
in an area which is not completely occupied in order
to precede and protect the foragers and convoy from
“enemy’ s light cavalry and an insurgent militia” (95-
96). Jomini' s theory lacks such viewpoint, because
he does not consider about non-military inhabitants
or unofficial militia. When estimating the potential
of local inhabitants that could turn into partisans
or militia in a certain situation, it can lead to such
politeness to them, and at the same time, caution
against small or unofficial military forces. Only so,
the concern for requisition and to the whole line of

operations occur.

3. The practical concept of logistics since the age
of American Civil War

Figure I: armored train used by the Union army
(The lllustrated London News, 1861)
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Practice in the American Civil War showed
some similar figure to Halleck' s idea. It was the
first real war that railroads played an important
role, and military officers had to ask civilian railroad
workers for cooperation (Riegel, 1922): “civil corps”
in Halleck” s word. Because they regarded railroads
as essential parts of the campaigns, the Union
army took over, reconstructed and made use of the
southern railroads as soon as they captured (Ibid.).
Reconstruction was often attacked by guerrillas, and
the Union government newly developed ‘railroad-
battery” , a primitive armored train, in order to
protect workers and sites.11) However, it should be
noted that this railroad-battery was not aimed to
destroy the enemy s main force, but only to secure
the railroad line; the railroad was regarded as a not-
direct-however-fundamental “line of operation” worth
protecting using strong forces, just as Halleck had
drawn.

The other side of estimating railroad in a
context of logistics can be emblematically seen in
Sherman’ s March to the Sea. In November, 1864,
Maj. Gen. William T. Sherman of the Union army
departed occupied Atlanta with his 62,000 men,
marching toward the Atlantic Ocean without supply
nor communication. His aim was to cut down rail
lines and to destroy industry completely out of use
(Eicher, 2002). Sherman’ s army burned houses and
pillaged corps and meats from inhabitants and lived
on them. Unlike Halleck' s description, the enemy s
operation line became a primary target attacked
by main troops. Also, non-military inhabitants were
regarded not only as potential partisans, but more
important as industrial resource of enemy power.
Regarding one aspect of logistics in reality lead to a

further harsh violence than Halleck thought in his
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mind.

Now, considering the query that if these
action were really based on Jomini' s or Halleck s
idea is very controversial. Just finding somewhat
resembling points between ideas and practice cannot
lead to draw a thought history; plastic historical
documents and text critiques are required. From
his writings referring Jomini and using the term
logistics to explain his fought campaigns, it is
completely unimpeachable that Sherman did have
a clear understanding on logistics as an idea that
came from Jomini (Sherman, 1888, 583). It can also
be seen that his understanding of logistics included
supply, from his account: “ ---yet the great distance
from his base of supplies, on the Ohio River, made
the logistics very difficult.” (Ibid., 588) On the
other hand, among the whole official reports made
in the war, there are hardly any use of that term;
instead, marches, supplies and camps are referred
respectively.12)

From these contradictory evidences, a
figure of the practical logistics thought in the time
comes into sight. Firstly, logistics derived from
Jomini was regarded as an important branch in
theory of decision making; in fact, Sherman refers
to logistics in the order: strategy - logistics - tactics
(1888, 593 and 597). Secondly, despite awareness
of Jomini" s understanding as “the art of moving
armies’ , logistics came to be somehow regarded
mainly in the context of supply. Thirdly, in the real
practice, on the level of tactics, the idea of march,
supply and camp were considered respectively, not
in the general sense of logistics. From the various
contents of logistics, it seems that the importance
of supply became comparatively large, and strayed

out from the general concept of logistics, making the
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necessity of logistics in practice smaller. Because the
term logistics was established by Jomini in order to
generally stress the importance of various practice
needed for moving armies, ranking with strategy
and tactics, the growing importance of simple supply
had weaken the necessity to consider it with other
elements altogether in the context of logistics.

The relative importance of supply did not
arise from logistics thought nor military science, but
came from the appearance of railroad. Howard (2009)
suggests that the effect railroad made on war was to
make advance magazine and long march towards the
front unnecessary; supply, going forth to the battle,
and relief had become possible directly from their
home country. It is assumable that this resulted to
make the importance of supply heavier, while making
light of march, evacuation and depots (the main
concern of the Jomini' s original idea), separating
them and making the comprehensive concept logistics
obscured. According to Howard, the first major use
of railroad in war was the battle between France
and Austria in northern Italy, 1859. Both the works
referring to logistics by Jomini (1838) and Halleck
(1846) was written before this event; Jomini doesn’ t
refer to railroad at all, albeit Halleck slightly does.
Anyhow, they could not predict the coming change
in military operations, which made the term logistics
only as a classic in the textbook while in the railroad
era. From Thorpe’ s work in 1917, it can be assumed
that logistics became to be understood only in a
context of supply and transportation. The general
logistics thought was forced to die young due to the

unexpected advent of railroad.
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IV. The Rebirth of Logistics

I. A sudden resurrection in the age of the World
Wars

It is said that the term logistics has come
into general military use shortly before World War I,
and became in popular use shortly before World War
II (Huston, 1997). Why did the two great wars cause
the sudden resurrection of that once-dead infant?
More specifically, why did theorists and officers had
(or preferred) to use the comprehensive concept of
logistics rather than the simple idea of supply? It
should be taken into account that in these time, the
navy also started to use the term (Ibid.). Jomini s
thought of logistics was, if not impossible, difficult to
adapt directly to naval activities, because Jomini did
not have navy in his mind; it is assumable that with
some reasons, a new contents were added to supply
and became the reborn logistics.

A single trial to make the classical (‘pure” in
his word, as antonym of “applied” ) logistics thought
into consideration and practice in those era was
made by G. C. Thorpe (1917), however been neglected
until 1945 (McGinnis, 1992). His Pure Logistics: The
Science of War Preparation was aimed to take the
comprehensive idea of logistics back into real practice,
because logistics is the only branch that can embrace
important elements which cannot be included into
strategy nor tactics, such as arrangements for the
wounded. This statement shows well how logistics
thought is plastic and can accept new elements easily.
Nevertheless, his attitude towards the thought of
logistics in neither the past nor the future was firm;
he does not define the original meaning nor propose
a pragmatic figure for the future. Instead, he only

applies his obscured understandings on what logistics
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is to three historical battles and becomes satisfied.
On the one hand, giving attention to unspotted
important practices by letting them into one head
is useful, because only then, evacuation, ambulance
and supply can earn their importance in war action
as much as strategy or tactics. However on the
other hand, not defining the contents may lead to
adding anything and everything that is not defined
as strategy nor tactics to the concept of logistics, and
letting its general meaning as trifle as ‘et cetera .
It is undeniable that Thorpe s work played a role
reminding the phrase logistics as an important
branch of military arts, yet, tangible figure of modern
logistics did not come from his works. It was the real
needs in the World Wars that renewed the concept of
logistics into modern sense. The evidences that such
practices mentioned bellowed referred as logistics
after the war (Coakley & Leighton, 1963), shows that
these elements came into the contents of modern

logistics through the war.

2. Mechanization - packing and packaging

According to Creveld (1977), armies first
faced the need to supply munitions constantly in the
World War I; before this point, the use of munitions
was so small that armies did necessarily not need
supply and could live on requisition. This vital need
for constant supply may be one cause of logistics
reconstruction.

However, more important needs can be
found from ammunition supply. Various mechanized
weapons were invented or let widely into war since
the First World War such as tanks, armored vehicles,
machine guns and airplanes. These weapons needed
each of their ammunition, fuel and spare parts, which

required complicated distribution management. One
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solution to solve this problem was to simply invest
massive manpower into the warehouses. In America,
during the Second World War, two million people
were engaged in this service (United States Army
Service Forces, 1993).

Another device was to make the practice
simpler: packaging. One clear success made by
America was the use of pallets. Forklift trucks and
pallets became into widely use during the World War
II, especially in the Pacific campaigns (Vanderbilt,
2012). Before then, longshoremen or porter had to
hand-load a number of small containers into ships,
trucks or boxcars. Pallets were to unitize and
package them, making loading time and labor small,
and cargo handling easier. Thanks to this invention,
they can reconfirm the contents of the warehouse
or vehicle by checking each master carton on the
pallet, not by counting every small containers.!®
Transferring them from one transportation to
another also should become simpler. This use of
pallets became the model of warehouse business
after the war (Vanderbilt, 2012).

Figure 2: military use of fork truck and pallets during
the World War Il

(U.S. Army Medical Department Office of Medical
History)

According to the United States Army
Service Forces (1993), other effort for packing
and packaging was also made under the context
of logistics during the Second World War, such
as packing ration into waterproof container or
packaging unpacked ammunition. The complicated
mechanization of weapons made necessity of
easy distribution, and led the idea of packing and
packaging into the contents of the newborn logistics.
After the war, this idea evolved into containerization,
which only not changed merchant distribution, but
also supported the military logistics in the Vietnam
War (Ebeling, 1990: Levison, 2006).

3. Submarines and convoy - storage and port
enhancement

It can be said that the biggest revolution
in naval warfare during World War I was the
implementation of submarine. It changed the total
value and practice of navies (Howard, 2009). Before
submarine became into real use, battle ships were
built as to mainly secure mastery of their sea and
its inner sea-lanes. In The Influence of Sea Power
upon History: 1660-1783 (1890) and Naval Strategy:
Compared and Contrasted with the Principles of
Military Operations on Land (1911), Mahan draws
this model of navy. He idealized the activities of
battle ships not as to directly raiding their enemy s
commerce, but as to secure coal-supply bases and
sea-lanes by attacking and destroying hostile main
battle ship fleet. Because Jomini effected Mahan
principally, Jomini' s original theory of logistics
and line of communication can be seen in his naval
thought, albeit he does not use those term.

In those days, one nation losing mastery of

the sea was understood as her unilateral defeat. The
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Russian empire could not continue to fight the Russo-
Japanese War after her Second and Third Pacific
Squadron (known as the ‘Baltic Fleet' ) had been
annihilated in the battle of Tsushima and completely
lost her mastery in the Sea of Japan, because without
them, she had no hope destroying the Japanese sea-
lane and forcing her enemy a difficult supply and
reinforcement in the Chinese mainland.

On the contrary, after the realization
of submarines, matters dramatically changed. A
modern submarine, such as the U-boat, could slip
into hostile water and sink light or unarmed freight
ships. One example is the U-boats sinking merchant
ships along the coast of America in the early years
of the Second World War, named “U-boat Paradise”
by Churchill (1967). An even clearer example is the
sinking of the heavy cruiser USS Indianapolis. On
July 30th, 1945, USS Indianapolis (CA-35) was sank
by Japanese submarine I-53 in the Philippine Sea.
Indianapolis had just carried parts for the Atomic
bomb to Tinian Island. However I-53 did not noticed

her secret cargo, nor failed to prevent the massacre
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on Hiroshima and Nagasaki, this is an example of a
crippled state sank one of the most important ship of
her enemy, in the center of enemy controlled water,
which was unthinkable in the pre-submarine ages.

In the submarine age, just securing mastery
of the sea by battleship became insufficient for the
safety of commerce. A measure against the threat
of submarine was taken early since the First World
War. British prime-minister Lloyd George strongly
stressed the convoy system for commerce protection
(Cassar, 2011). The convoy system was to make
convoy of freight and protecting them by escort
navy ships. The same solution was also taken in the
next World War. However, there was a problem to
be solved; the capacity of harbor facilities. Before
convoys were needed, merchant ships under the
control of friendly navy could leave port whenever
as they wanted or could. On the contrary, organizing
a convoy meant various ships leave the same port
at the same time. For this reason, expansion and
enhancement on port facilities and storage were

needed (Smith, 2002) - in fact, according to the New

Figure 3: models of naval activities - before and after the appearance of

submarine (lllustrated by the author)

38

BER—45FT4VIER AV 77LYR - 7AY—F 1227 Z vol.3 (2014)

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




cftHh Japan Marketing Academy

OYRT4 7 ZBREDIELERNWBE —1838Fh 5 1944 F£FT-

York State Museum, the port of New York became
consisted of 1,800 piers and docks and 600 divided
anchorages during the World War II. The docks and
piers were connected to 1,100 warehouses containing
41 million square feet storage space.

Enhancement on storage and port facilities
became important components of logistics thought
since the World Wars. It differs from Jomini’ s focus
on depots and Halleck’ s focus on magazines, because
the former is to suggest how worthwhile they are
to be protected by strong troops, and the later is to
stress the importance to supervise the stored goods.
In the modern logistics, facility itself became the

main concern of logistics.

4. D-Day

The plastic and comprehensive logistics in
a modern sense can be said to be advocated and
securely established in America. It seems that there
were no such popularity in Britain during those
periods; looking into Churchill' s The Second World
War (1976), the phrase logistics could be found
only once. The primary reason that America could
establish a new concept of logistics was that Jomini’ s
work and his term logistics was familiar to them
as classics, as we seen. However, that seems not to
be the only reason. In Japan, logistics was thought
unique to army and irrelevant to navy (Tobe, et al.,
1991), although indeed Jomini merely writes about
army. America, on the other hand, applied generally
to army and navy. Despite the fact that Japan did not
take part in the First World War except for a small
minesweeping campaign and so did not realize the
difficulty of securing commerce under the existing
of submarines, it should be said that their attitude

towards science was too stubborn for an imperialism
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island nation, whose army supply cannot prevent to
rely on shipping. It was the America s flexible and
pragmatic method of study, such as Thorpe s, that
renewed logistics.

The establishment of America’ s modern
logistics and its victory in a very short term is in a
sense, two sides of a same coin. Until then, looking
backwards into history, there was no nation that
could completely defeat various competitive enemy
powers on isles or continents across the ocean
for thousands of mile. Of course many European
nations fought various colonial war since the Age of
Discovery, although, they did not face hostile powers
which are as strong as themselves, on the shore.
In the Spanish-American war, the Spanish troops
abandoned the shore when been shelled prior to the
first American landings, which enabled Americans
to land bloodless (Dyal, 1996). The first great landing
operation: the Gallipoli campaign in the First World
War, made by the British Australian and New
Zealander troops (ANZAC) against the Ottoman
Empire, became deadlocked soon after the landing,
and ended up with the British retreat about ten
months after the landing (Bean & Woodrow, 1941).
The amphibious warfare method taken by the
Americans during the World War was to concentrate
all usable force, transportation and support into
one point. For instance, on August 7", 1942, 13,000
U.S. Marine Corps landed at once on the island
of Guadalcanal with tanks. Japanese army, on the
other hand, counter-landed only Capt. Ichiki and his
900 army men on August 18™ with only each 250
rounds of ammunition® and ration for seven days,
in anticipation of his reinforcement landing planned
on 22" and Maj. Gen. Kawaguchi' s 224" infantry

regiment on 28%. Ichiki misestimated his enemy to
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be about 2,000, which caused the annihilation of his
retinaculum, including his suicide (Tobe, et al., 1991).
An even clearer comparison can be seen
among the most crucial landings in the both World
Wars. On the Gallipoli landing, only 3,000 troops
departed battle ships and destroyers, each carrying
200 rounds of ammunition and rations for extra two
days with them (Bean & Woodrow, 1941). On the
contrary, according to Churchill (1967), the Allies
planned to land 176,000 men, 20,000 vehicles and
thousands of tons of rations on July 7, 1944, on the
Omaha Beach, Normandy. Landing a massive power
on the beach enables them to rely on the law of large
number, which means massive indisputable survival
in a certain ratio, instead of certain death rates.
However, this concentration of force,
transportation and support contained a great
difficulty. In New Zealand, in preparation for the
landing on Guadalcanal, union of dock workers
refused the complicated loading, and marines had to
load supply goods by their own (Tobe, et al., 1991).
Creveld (1977) also shows that in the operation
OVERLOAD, the shuttle transportation of supply
confused a lot the British ports and caused lots
of goods loss. Despite some confusion and failure,
these massive amphibious operations were abled
by the newborn logistics thought, considering
supply, transportation, warehouse, storage and
distribution management, packing and packaging,
etc. as important as strategy and tactics. Through
the amphibious operations, ration supply should
have entered the main contents of logistics, because
now at last operating troops had no hope of local
procurement such as Napoleon and Sherman did. The
containing of planning and computing - the Greek

origin logistics - also can be defined about here,
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because the Allied Forces set up a massive planning
organization in preparation of the D-Day (Creveld,
1977).

V. Conclusion

I. Post-World War Il military logistics and business
logistics

As shown above, D-Day was the day which
logistics came into modern sense. Logistics then
became possible to civilianize into the business
world. Not only the idea but hardware were also
applied to business such as forklift trucks and pallets
(Vanderbilt, 2012). However, the biggest change
that let logistics enter the industry is probably the
recognition on logistics management.

Since the Second World War, logistics
practice in the context of supply became too large
and significant to leave them to civilian companies
(e.g., New Zealand dock worker s refusal of loading
in preparation to the invasion against Guadalcanal).
After D-Day, relying each of the practice contained
in logistics largely to civilians - or “civil or civico-
military corps” in Halleck’ s word - has ended,
and militaries tend to try to manage the whole
comprehensive practice of logistics. This military
need for total distribution management by her own
resembles to the enterprises’ need to manage, or to
outsource (called as third party logistics, or 3PL), the
total supply-chain in order to cut down cost, which
became the origin of business logistics (Bartels, 1988).

After the Second World War, at last, the
term logistics became able to use in the context of
general distribution management, which became very
close to the activities in business. This is the reason

why logistics could appear in the business world
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after the war; before then, the term did not contain

such characteristics.

2. Evolution of logistics thought - the fan form
paradigm

The history of how recognition on logistics,
first proposed by Jomini, had changed drastically in
America. Now, what is logistics? Can we join each of
the contents since the age of Jomini to the present
altogether and call them universal or historical
definition of logistics?

The answer is, it should not be. Although
logistics thoughts have each contained a wide variety
of branches, it should be thought that concrete
logistics thought always contained a ‘principle idea’
in it. Otherwise, logistics would become ‘the rest’
of strategy and tactics, such as Thorpe  s. How this
principle ideas of logistics have changed, has been
discussed in this work; the principle idea of logistics
thought in Jomini' s original definition was the
movement of weapons and combat forces which was
diminished and consumed into the context of supply
in the age of American Civil War, and one which has
been resurrected into total management on supply
through the both World Wars. Each contemporary
idea of logistics in the broad sense was connected to
those principle idea. In short, there were only two
practical concepts of military logistics throughout
history; Jomini’ s detailed one as a preparation and
implement of total army movement, and one after
the Second World War as a general management
on supply flow. The two should be understood as
different ideas.

Each concept can be drawn as a form of
fan. Each of the stick is connected to the pivot. Now,

the ‘principle idea’ is likened to the pivot, while the
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other contents is to each stick. Each of the fans are

the contemporary figure of the thought of logistics.

Figure 4: the fan form paradigm(illustrated by the author)

Using this model, not only each sphere of
logistics but also their relation can be drawn
(see figure 4). This model is not to suggest that what
logistics ought to be, nor does it not show the figure
of logistics in the future. It does also not show the
best contemporary form of the practice. It is only
to show what logistics thought in practice has been
understood. However, it does give an important
insight to future practice.

Thanks to the idea of logistics, we can give
legitimate attention towards each contents, including
newly added ones. Nevertheless, the contradiction

is that a too concrete and exclusive attitude that
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refuse to let new practice into the concept of logistics
will make the concept out-of-date, while adding all
sorts of things into it will make the total logistics,
including the conventional concept, insignificant. The
approach of the fan form paradigm, mentioned above,
can provide a solution to this irony; only the elements
connected directly to the pivot idea can be included
into the sense of each of the contemporary logistics.
This understanding on the concept of
logistics provides three contributions on marketing
study. One is that, eventually, we can now give a hard
definition on business logistics as ‘the supplier’ s
total management on supply . We can indicate the
difference between transport and logistics that the
former is just one component of the later. Secondly,
we can see the concrete figure of modern logistics
and look into it for further insights. The author
predicts that perhaps, mix loading with waterproof
packing could be the next improvement on business
logistics. The third, the most important, is that the
understanding D-day as the birth point of modern
logistics makes us aware of the youth of the concept
of the reborn logistics, young enough even when
considered in the context of modernity. Although its
efficiency, the existing military practice on logistics
might be not a completed form and remains much
room left to be improved by business practice itself.
The original idea of logistics in a modern sense
was to gather various cargo and make financial,
temporary and human cost small as much as possible.
The coming change on the practice of logistics should
be the pursuit for the fineness on ‘scattering the
once gathered cargo at the intermediate facility, and
delivering each cargos to the proper place in the
proper manner, which is called in the name of ‘last

one mile logistics’ .

BER—45FT4VIER AV 77LYR - 7AY—F 1227 Z vol.3 (2014)

Finally, what are the commonality on the
pivot ideas of Jomini' s original and in the modern
sense? The answer can be sought in Jomini s
work; “the art of moving armies” . The point is
that, it is not ‘where’ but ‘how’ to move armies.
As Napoleon' s Grandee Armée, which Jomini and
Clausewitz both idealized, could move freely from the
supply problems, the Allies also could go under hard
battles that could possibly not been won by former
solutions. Logistics — either military or business -
is, and at the very same time, ought to be a solution
that makes possible to make a broader physical (which
includes ‘geological’ ) decision on strategy and

tactics.
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2)

3)

5)

6)

8)
9)

10)
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Bartels (1988) says that it was thought there were two
types of movement of goods in the field of marketing
until the 1950s: one contains only physical movements
- formerly recognized as a non-marketing system - and
the other contains transfer of ownership - traditionally
thought as marketing system. This two was united into
the idea of business logistics in the 1960s because of the
necessity of makers to cut down high transportation costs
and to conduct transfer business. Anyhow, this is not to

solve the problem.

“It is a question, whether the idea of the balance of
power be owing entirely to modern policy, or whether the

phrase only has been invented in these latter ages.” (101)
See chapter 2.

[VEHEH ] in the original Chinese text. In Japanese, [1E#%

sakusen] became the meaning of “tactics” .

This is interesting, because Jomini published this book in
1838, after the Napoleon’ s miserable fiasco of his invasion
against Russia in 1812. Notice Creveld’ s analyze that
apart from today s general recognition, the failure of the

invasion was not due to shortage of supply.

The Macquarie Dictionary (1981, Macquarie Library)
explains logistics as “the branch of military science
concerned with the mathematics of transportation and

supply, and the movement of bodies of troops” .
For details, see Jomini (1862), 257-263.

According to Howard (2009), “line of communication” was
the common terminology used since the 18th century.
It seems that “line of operation” is a peculiar phrase for

Jomini and his American successors (see also Chapter 3).

It is thought that Clausewitz wrote the draft in the 1800s
and 10s, few decades before Jomini proposed the idea of
logistics. However, no evidence could be found that Jomini
read this writing and reflected to his theory on logistics;
the publishing was after the author’ s death, just six
years before Jomini' s Art of War. Proenca & Duarte
(2005) originates this writing for the concept of logistics,
however, the author does not support that claim; if so, the
name of the idea must have been “conduct of war”, not
logistics. Also, Clausewitz s reference to the concept is

limited compared to Jomini’ s.
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“A SINGULAR engine of war has just been completed
in the United States. The determination of the

11)

Federal Government to reconstruct the bridges on
the Philadelphia, Wilmington, and Baltimore Railroad,
destroyed by a mob from Baltimore, has led to the
construction of a railroad-battery by the Federal
Government at the locomotive works of Baldwin and Co.,
of Philadelphia.” (The Illustrated London News, 1861)

12) The author concluded this statement by using search
services in Cornel University Library: Making of
America. (Link: http://ebooks.library.cornell.edu/m/

moawar/waro.html)

13) Today, in the business world, this checking of pallets

is made when receiving by receiving clerk (Mulcahy &
Sydow, 2008).

14) One reason of this small amount of ammunition is because
Capt. Ichiki thought the traditional bayonet combat was
the effective tactics against the U.S. Marine Corps (Tobe,

et al., 1991).
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P2 DHEmET N D, (nEE DV EROFER (F5E) %=
BRL, MEFIIZOMRISIZEZEOER T HE DT
YTIAMUKMLTHER TAHIETII A= =Ygy
AERL EN D (Sperber and Wilson 1986, p. 24. FFaR
19994F, 28-29H) CLeNFMEINT VDI LD D5,

Y LoME 25, ARG THRE SNIHEEHE, ~—
5 —OMEHNOH BT % EBIRNT LR IZBWT
=T y—tOMIlaIa=r—arEFLESELTE
NTEDLY, ¥—7 5 —ORENDWHEDT, HEH»
ZIEFE B Z BIRT D 83T O TERWEH
AbN G, ARIICBITE IS LB, HEO %
Mbd, ~—ry—LHBEHEOMICESHENII = —
T a yRALEE AT OB R BR BRI A v ) [BEE
L35,

69

3. AZazy—yary - 70D oH-AHE

AR LGRS, MM EEICHESN S & T
BNl DONRAITH Do LT T, [ M2
YT IAMIBETEALT 5] (A 1993a, 240 H; 2004,
279H), [BWMAB2AN/-ar TFAMILST, B0
HIRIZE ST ) (A 19962, 117 H), B [#i727%
THRIZIBUT, PELTERWETETOMAMHEOT ik
HEFEHIED| (A 1999, 195H), [l TR ICHK
351198 H) Z L& d A%, Wik Z I
5 =A% VTG %,

AFHFTHE SN BB, M IE T 58
T (GO FEHEC DI IFEDER) b7y
B (IS ERNIERS) OWBEDPLRTNAT 1 b EGK
%, BYOI Y77 AMARUCTEHAM L, 4 i &
LCRIHTHEHE2ON 5, AT, WiElE Sk
3G ) OB (RO, 7213 ERORDY
Ji) RO R 5 5 —— 72k 213, FHAF—
Ze=vyarTRAYTFITICRY, ZLURADLHICE
WTN=FTIE7 =T —12% ), GIIOBERI N TLE
ZIZHHADOMRDYIZD %2 (FAH 1999, 195H) —— O
e, ==y — 3 ARSI B o
(BM) Z2HO0LDEFRTHIELIITERVEIND
THLMZHE, FE (1996b, 182 H) 2555 L9
2, HOWLEGEFALSELEALZLTLE) EBbI S,

W 2013) a2 —vav - Fuk AT, B
Ay 77 AMUZ IR SN EEOEKRIE, LT
AT AR T L EFEO—RETHLEE b0
LRBEEINT VD, SOENEAFHIIIYTIIDEE, 1
HFHTIE, BHFZOIDFIY T AN KT HEHED
—#EERLL 2D DT R, 2FDEKRE D 2RI
L ARBREIN, ZOTLEN, HOWAHIEE (Hi) 2%
LR LTLEIERIIL>TWEEEZLN S, ZHIC
I, AHBTIE, FEEFEIERE () AL =7
=B EDAI L= a VIRV LB VWEERDS
b,

VL EORBE DS, AFBTHESNIHEED, %
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EERWEBEOAT OB 70 b IRIHFAETE0D LD
(2R Al 2 R A BN, FES RN REICE
BRAS 2\ (B OEHVEC Db HYFEDEFIIHFAEL
) LTEEZHICHLEEDN S,

AR V) AT R E b o ARSI, B
(FESFERZERT) O (FR) ZR2J1§ 5 (B
%) T ANFIEL R\ ) LB S LT, Ik
Wb, x—ry—LHBAOMIIII2=r—¥ 3
VLR WEEZ LN Lo 22005 BREIE, Wi IS
FESHENII A== a3 E57DICLERE
FRIMhL V)2 ETH 5,

4. HEEH(ERMEZZMNT5LHES

Dbkobsh, ARBTHRESNIZHESEL, ~—7
¥ —OREN (B OAH R Db 58 FZOHPHN)
THAMEEZRMT 5L sh, —FoaHHTcRESh
T2HEE W, B2 0w E SN BN OHEE» S5
TEFE RS ETAPVELT, BHOIY T AN
O EMENAE A % BRI 5 & STz, 7228, Wdiaa
a2z —vary - TakRETVTHHLEZ S,
Hi#E T, HEADPENNHEE, 250 IERGOF T
Wb BYFEDE RN BIFAHEE DT % EIRL 72
WA aI 2= r—ya v koL, H%ETIE S
FERYFERRIC RS\, 3 B\ LB A A A L
BT BIBED VD, AI 22— a v FDLDD
LW R AR &7z,

Pl DS, AEFICERII2=r—Yar %
WAL S BINE, AFFS TS SN BB D, flifiz
BT DBARRS L EZONTVE AV T I AN 2 &
BrL, —HOANHOIAI == a2l EE5
i, AEELCH SN DIEME (FIR) 25 BEIAoESh
TWRIFIUE RO WEEZHIENTEL, 2O EH
O, AEFEAIHE, FEESHENIIa=r—Tar ezl
VEELEDICENCHTOHICH L EHEEVLELTD
EVI) IR CHEMZENBRICH 5L E 26N 5,

DLEOFZICXY, AR, ARG % w35 2HE

BER—45FT4VIER AV 77LYR - 7AY—F 1227 Z vol.3 (2014)

70

W= T4 TEHEBBEDOAL T 7 A ORI IAFAET
BT EEMGELCIETHENIIA = r—vavDAF—
A —— RWZETIX, I33a2=r—Yar - 7at AL
PUCTHP SN B A &) BIRT, fHMED [ 2
o= —YavEHE] LRI EICTE — ZIUR
The A3 22— a YFEHHTIHRE SN HEE L,
==l EoT [z iR 5] &)
MEAE SN EDOTHE P DI A T4y M e
HWHEZDOLDEFERPVELT, HHYDOIY T2 AMIE
D& A 2 AT S

IIa=F—Ya MBI SNHE AL, FE
FHERE S OF A O »DEIFEDERICLLD
N GEEMNZ) HEOMS #EBUT SF8Fh
RATA Y NGB EZOND 7275, ZHLIZRAT 4
FDIL, =7 —DREINDRE T4y ML, O
i DY PG I % B8 2 THERRIZIE DS > T Wb L3 E 2D
N ) LERR, By stz #4255
DD &) B 7R EE T 5,

Dbk, Az sHed2EHRE2D )T
LzAE - At oEREE, a3a=r—Yary - 7utX
DWHEPOBE LR, WHZEbIFEHENIIa
S = a v RBALEE B EL R LT W iRn S
EAUREN, T LMEZ BT 2 ER P HNITHF
DFNAAET B EDHEREINTZe TNEFOHYELT
PoRENzAI 2= —T a RPN, Al 6E 2 5]
ETHEED, <= T4V TEEBEOAYFIALD
BUIGVAFFET B LA RE IO NT, 58 & 348 A
il (BR) 2MESh B (JESEENTERS) & £h
BB THIETEERATZ4 Y e ELT, HE
DAY F 7 AMIIEDE A MEZ A5 (3R
DERERHGRTS) LVIDDTH o7z, 71275 HEAD
BMEHETAILETHRONDMEIRIE, TORMBOYIE
KRR Z B TIEA>TWAHEIFEZLN LRV, LI2ATo
T, EHICHEPMASN A RE M, B oW b
P2 BUETHER ML VHHETH 5o
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. EENEETLTRETSHMOYITEEN

19 AR, L7 D BT, W B 7 H IR & 22
B OB EZEALTHRIEL, TOREI,
TR D2 E N TN OB EVRZ M (F%5)
PREANTAHZE, BIUOBEREMEERIIEEHROM
BRRFETLOATEHEZIFELRZNEV)IBDTHY, L
MEOEBNREZ L L THAEICZ TR IN TV D,
72N, TR SN EARIE, — %S, iR =a—1
YORBEOREBRHETHILIITELY, RO #HE
ERTHIEIEITERVEEINT VS, 29 L fa#il%
MEHGCENZ b o72]. 7V (1904-1979) A5l
EBRVIENLL 72078, FRARDB I SN B TR
P2~ (ecological psychology) TH 1), ZDIEBEM D —
OW[TT+—=F YA Thk,

. 77x=5>RElZ

FRABF OIS HMAULH E 7 )V (information processing
model) Tl&, NIFBFiASKEME 2B TRE AT
L, ZhE2PRE TN LLTEROD D EMmE /) T s
ZZBNTW5, £I T, BRIZEZORRBRLLE
LTIESN 7255, L SN2 DI3BEETIX
B LARRLEN, BEEFROOLIVIIETET
BHEIND L) o7

SHEATI SN R E KL TMLL72b 0%, fHike
LT 2 BRMEE TV (indirect-perception model)
3, BAELDMEAGROFE R Z 5D TW5HA (Thagard
1996, p. 10. FBER 1999, 11 H), sTAETIXZH L7=7BMD
ZRFEBEBRZDMEL DR, £D—D75
ATRLB S O BRI B T 5 W [ A TBF L
& (ecological approach to visual perception)] Tid, 1%

IR RIT TR CERZI TREIAHFETHEE R

S5, HHE F 72133 (cognition) —— AFETIX, 2D
COOFERKPRELASTELLUIVDE R — ki,

THEMEERETICANSITATHY, HOPCRIBEIIE
DHENZHDOTIIHEWEEZZLNT WS,

71

MNIBRBIHEMERERTLIETHRERRTLL
WA EZZERLLZ2D2S [EHEAEE TV (direct-
perception model)| T#H 5 (Gibson 1950, ¥R 2011 4E,
1966, FFF 20114F, 1979, FFFR 1985 4F ), A RELBLAEIC
BUIS [ &3, K (BY) PERBEICNE T2 L
TR ERETL7200b0THY, THHLIE TV H
RET S, WAL DO WTRED? S EEREICA
NENDRUE IR D, ] FT VL, BERRDOIZ
BERE 5352, HO20IIWEEEMTIELLE 0w
72Uy 2%, WOHPHKIZELTLE ) MEEAREET VD
D &l &) BNEICID M4, FRISEREECDH S
BEREZEHMETLILT A ERLITEHTLE0)
EFNVERBL ] X7V, Bafrhz, BECH

HWRAERETLHNEE LTIRZ 20 TH D,

I ¥FTVCOHMEETNE L) A TRMERCDY,
AR (B)W) DRITEATE (GRANGE)) %, T oA
B2 B LM 2 2 4 OO R GER T O
—DLENL [T 7+ —F VA (affordance)] TH Y, Eh
HEREAL SN BREE DS, ERICERA 3 S E 4 [1TAD
WHEME | & 8T Wb (Gibson 1979, FFER 19854F), [ 7
TH—=F YAV ARSI ~ 2 PRI 2
[~Z M-I 2] [ ~Z2FAET5H] LI BERE L OHFE D
lafford] # % LL72b DT, ] 7T VNI L AL S
NTWw2 (Gibson 1979, p. 127. FRFR 1985 4F, 137 H).

N D E AR D 2 H AR, 5 & S35,
FhrHLERMMAL VNS EREENSHERERV, A
FFNHERDCTATEI T4, L] FTVVEEZ T
Td—F Y AOHEICL L, ARITE SR RN
WIS T 7D ICREL O MEHF VWL EENS
(Reed 1996, pp. 26-28. FFER 2000 4F, 56-60 F ). FRANZ
952 LR, REROBALHFIIRESND, Al
HE DRI FEREMNIE L W) Z T EIERRY, FRA
D7D DERIBRBEO L ELEL, AIFZNZEE
METHIETRMEERLTHIEEERLT VS, 29
L7zRBAIDPZTITE, N (Bi) \3BREEA S AL L 7247
TR, ZO—ETHHEVIEZH &L LTn
5o
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FARZH) <WE, Bpr, B4, oLk (B)
&, IRTCT 74 —F VA% TBY, RO 4T
TA—F AT HIETHREIC RS EENT WA,
72& 213, Bl (dry land) $FE LB T, B
RHFTD, BATTD, WALV ATEET 74— F§
5o K (water) 1%, NZINFT, ke, %89, ABT5,
WS ZexRT 74+ —K950, ZORPTHERTLIEIL
T 74+ =N L%, —, KESHYIZZNET 74+ —F
Tho SOTEND, TT74+—=F VAL, HEREOMRY
AL L [BREOWE] LEZLNTWS (=I5 2000, 11
H)o

T 74— Y AOBEICLIUE, B HAsT) LCHUR
2372, Bz, o) TELDR, zbidi
MEZ) L7722 e TELLHELTRAL T ENLT
F7%< (20 XH R, TLATZKRNZbDEINT
W5), M (BRIE) AR b RN, B,
ELETVDETS (ZE 1997, 9-10H), 774 —%
ANk, BREESU)0 EE SN R Yo PENEE Tld <,
AR (B ) ARG D720 R 5 BB L O R D
LAELSL (RBEOEK) &3 Tw5 (Gibson 1979, pp.
128-129. FF#R 1985 4%, 139 ).

TIA—=F AL, MEHEOTEBITHEKRSNLLDOT
3%, BRBEDOLNICELT S, AIRFI LTI ED
HBMEMEZEZONT VS (ixK 1994, 60-61 H), =
OERE, ERICES>TRT LT FADMEEIZRS
T YA FADME (ADT 74— Y A) bEThTWS
(Gibson 1979, pp. 137. FBiR 19854k, 127 H ), T\
IV FE D, B FIEFRICELZERT 74— F 5
A5 E. U= FAEHT 5 X912 [ ZOBRITET L JE
ZEL B0 EE % (Reed 1996, pp. 26-27. FFER 2000
i, 56 H)o %D, FRPEOAIGDI2DIZFIHTS
BREOT 74+ —5 Y A&, WA HEDOALETRENEZ 5%
B72DISRAEREALENT VLD TH L, 2F),
TIA=F AR EIR] 2 EELTEY, FARTER
& BATENE, BB U CELOWEEED S BITN S
(ETAR 2001, 30 H)o L7225oC, BEEASEARICINTTT

72

T4+ —=FTHEH (REOEKR) 25, L0745 (BIK)
ZEINT D OREHIFEICEROMICH 2 L3N 5,
ZOZEIE, TIA—F AT EDIERITOTIER
{, MHEETHILERLTWA (Reed 1996, p. 28. FRER
2000 4, 60 H)o

2. P7+x—FREHBDOEADRIREN

A5 304ELL BRI, T 7 UAEEDOTIT VT =)L
N 7y ya~xY](JE#E: The gods must be crazy, 1981)
EVIH BB RIS R 072, TI TR, ZEbEBHTET:
(RATHED S &£ EN7z) Coca-ColaD ¥ v & Fh - 7254
RO7y a2y, 20O Y E2Z2OMEENSDOEEY e
LTI [ (K2 EZ 8B | [BOR %2 50338
HILLTSESFICHMTS (HETS) Brdassh
VDT WS,

TIA—=F Y AOHEIILDZE, Ty vavyn
Coca-ColaD¥ v # ZDEHIHE L 72D, JRENT Y
DA VT 7H = N LIATROWRETED S, AT HL
AR R BRI 727208 E 2005, —h, Tyvyazy
H¥Coca-Colad ¥ v & [ B & [ HiAGIH#] L LTH
BLaDoe0lk, BEDPSWIIT 7+ —FLATA O
REME (774 =5V R) 12, EILIATHDE T a v hs
BIENTV LR olclcbEREINL, —H, Tvvax
Y1 Coca-Colad b Y ZJEL~ v —TYDERELT
fibhh ol TNUL, BB Ty v ax Il LIAT
BOTFEEET 74— R L72hdLNBnds, EARZF5L
TATA R BIR L e olc e b A dN 5, BETHIAN
L7223V av 3 ANzRBLERIE] L) eV —Fd, K
TDOAD7I Y TAERES RO, FEEOHENIZ X
2bDEEbND, TH LR, ERDOD 1720130
RTIE R GEROFBERTH L L), LD Reed (1996,
pp. 26-27. ¥R 2000 4F, 56 H), A& (2001, 30 H) 08
BETEHPDELTVE, 2oz lid, Bioffot)
b7 74— Y AHESIN D ZEZRRL TV 5o

Y EOREI S, HEEE, BB TR Atd
BLATRDOWEETE (X x) —— K3 TIE, Thz [Whe
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HOR ] LIFRZ LD — Mootz s &
WL, MAOHBAIANEEY LIFRE2EZONL, T
T A= Y AN L7 ZIE, B 2 B o I E %
[MREEOR ] DAMCROITF A 223 TE RV OIR, Bl
TR PED I A S48 2478 O REVE % ARSI
TT 74— RLABRWOTHD, TNITXY), HEHEND
HEROHHFEERRIZEAT>TWAEDOTIE AR L, [WHEED
W IR SN 72AT 2 O REVE D 2 A>T, MO T DA
FHbHEFLTRENEZDOEEZON 5,

UbotBY, HEENEGOHEELLHEONLA
T4y ME, ZOBESEEA O WP HIF % 8 2 RIS
RS0 T A EIFEZLNT, TOZEIZR GO RE
PEZHIBRS 2 b DI L) BEZFHE L 720 R AT
&, 29 L7z Z RIS 5 FH70 ) 2 AT T VO
T 74— Y RKRD, BBEMDOHEE DT
IR TWBDTIE%L, [WTRETEORE | D7 AT
BOMTTDH LR, HEVIEHBEOMTTOME
MEHOIEER LI, SO LI, [WHEMEOE | 2%
THHOIAY T 7 AN EHRT DL LTHSLZ L&
EL 3%,

3. BMEEEADRE :"Mug Hug,y Z2FHHh 0 eELT

ZITIE, AEEofawas, N OWMEICHH TS
LILEIRTIET, KL DOEREMRT S,

I TV OMBHREZMAOB R THRESE L) &
L7:D. /=~ &, BFA4—7 >, VCR, HOHH %
WV, RS STEI B0 BT, FHOT 74—
T YAH, NOT 7 X HeM: (accessibility) 2B g LT
WAHZEIZOWTE L7,

Norman (1988, FB&R 19904F) TiZ, L ENIZT A
SONTWEE, TORBERSITERTELZ LN
EPICEN, [T 74+ —=F Y ADFFEN) F{ibhTwi
W, M2 L7260 hidbro RA725Thhs](p. 9.
FBIR 1990 4%, 16 H) & Sszo —fRIZ, BIWTHITABE
WS FED DY, MUTHITFABREICZEND VDI, 29
L72BHIC kb oL b s,

73

D. /=RUICEoTEMLEINTZT 74 —F VAL TH
A OBRIE, TTICLETYA YOG B TEERIGH
FERPDHY, BENLTFTFA VL, a7 V7%l THT
CEE#YLIAE, HL VI EDOM & 2—F I T
LEN D, 72k 21E, Windows 78y 2 ¥ DA EER
A7z Apple Computer, Inc. DEEFH SN2 —F
RV TIDTHA W, EERI—HFE) T4 2 EA ML
TWwhZEiFX{MmHNTW5,

THLZBmIE, — 8IS, FEDOHBEDET (TR0
WRENE) OIRETHEZ IR T L2 B LTI, » &
NTWh, THIIK LT, — &I, [fEVITiEd 72k 4]
DF ¥y F - AE=TWHRINTVD, LT LOHEDH:
FHBHBFIZEN T VWAL LIIEZ R WT BT T MWD 5, 72
EzAX, e 5 28M T 174000 %580 RiF 7Rk
&tk Swang (A7 7)) @ [ <77 (Mug Hug)| —
2013 4E® [Good Design Award] 2 %8 —— &, 2V
AVFEOI—FOW NG 1 ESFA ZD= T H bSO
TZHWRETHY), TOMNFIIMPIHFETLH LS
N5, FMREMIIE, 74 -7 =T A &L cheero
M-CLIP] 28% %, REiTid, ZHL-HEORENZ, £
BRERTIE R, HRATKEHIE G > LILEDR, £
DR (FEE) IZTHBEIZBWTIZL O THIKEIZ
ENBEEZTHEIZDTHA

WEEE, FOLPMECSRTW RN L2285,
B, HOWAH T THET5H, 72 21F, Mug Hug D
BHE, ZORGNOEHII~T Ay e MfEEcER Y
Vay - a—FOWHEEEILT, Yy VO/MIOEEDL
(WTARS V), ExHb, I—FEHETE, <7 hv
TRINTE, AEREMAT, WEEWE T, (WEEEID)
BHEET5, (E300) HE2ML5, 2OLHIZ, H
BHITAROE ] ONMT, Mug Hug 2S840
BCRIEEMICHEE $ 5. —F, Mug Hugllid, R7ZGEA
ENTVLRVEPELELTNLEEZON, T CIIH
TALL T DR E ST I LziE I, ZRICEoTH)
EDVTERE (F/) OMAE DRI, MBEOW R
AN TVE LA D T TR, MH3Z9 L7ziH%
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FORENHBEZIRL TV 00, ZOEFEOIFEER
A B

NI (2013) T, AR, lifECHCRZ M 570
D&%, WHETIAFIv 7 RIRMOLPITEEELTW
LT ENTRENTZD, AETIRZOZ LD, HAHIRMITE
WCHRREDTH B DAL A E D D 2 & 7RO RIS 2356
WCHBTIEED L HE 2 Do il TR 2 RIRAE T2 &
LCTHRAJNT (2013) \ZL7=23218, FARIE Mug Hug @
== B0 %, HAEEEOIRDUIL LT
BLEZOND, I2L 2L, ZILGHDHELET, Z2W
RBTATF AN RN LIRS WD, 72 %7257 -
75 OMZH o7 Mug Hug%, %2 HWasEHELT
BB § 2 —AN TIN5, SOYH, %%
WRIZNE VI EDRKDS, 72F72FAT - 77 2Dk
1272 Mug Hugl, ~7 - 71 v 7L LTORRER
fEERBL7EZE26N5, 7, PROVEWE T
B2, 72F7-FHICE F 572 Mug Hug % [HRiE N3] &
LCTHE T HED, ZOLEDIRNA, PEENYIEL
TOF B Z R LIRS/ ER DI LN TES,
ZH L7, 22O NI L LTOMug Hug D
i, RIURAFI DR R TH H 2 2R LT
% (see Nickerson 1993, p. 231. FFER 2004 4, 289-290
H)o

AHiTid, Mug Hug DREMHEZ RS VE—2D
PERAS WEIEAT LT Mug Hug O BARM 2553
PEICSNTWARWI EIZHDHERT WD,

T 74— Y ADB DL ARG DILREIL, —KIZ,
ZOBBERE R A L— XN ER T A2 BHLTT A
YENTHY, HEEIEENZ KRR T2 DI E L7
BT v ENTnwbI L, Z20—BIThHb, Zh
2R LT, Mug Hug % Cheero M-ClipZiZLo&95%
HIYBEE, 51430 2 RO L TEMRARTEOAL
HaeERTAILeBHLTTHA Y EahTwbihbh
5o

HBIZE LD BRI R WIS Tn iR ng
EDS, AT Iy I RIRND % CTRITER IH B &2 A3

74

BEVI AN ZALEBALTWEO0, RIUIIELTE
KB 20| X T FHA 2 THY, THLETHAL U8
FARZIANT TRAES S [k OR IS ED XS ATh D
WHEEATE TN TV AH2ME, ZNDTHE SN LRI W»
BIFNUEbohwEEZbN5, 2 L MER, B
ZOWRLT TR (HOFOFERLE 7Ot 2) DA
DEYTII 2L, FRERBELEOM AR XoTEK
SN, [HEE (accomplished) | 415 (Pea 1993, p. 50. 3§
R 20044, 71H) Sz d5, IRRKRMDE 25
ZIFEL LTS,

VI EDWRE D0, 453y 7 RIRIO 7 HhCTRIFLYIZ
BIREN D (HEIERATU T BRI AT
VW) ZHIYE L, TR | o#ipHCc R OR T D
HTF ORI N T WA EEZ SN, ARTIE, 2
SIS, A Ko THE DT (2 &b 7 ) il
fiti) OBEROTREMEASRIRSN/A-Z Lo, BEKIEICH
545 HEFRD—D20HbLEZTVW5,

iR, TH LB, HBEEICEST, HEDL)
XAETHMESRONS, Rtz HZONS,
BIHFWEABVEOR) Yy I B DLEEZON D, —,
EEITIE, IR REEED 2D, BRI
MBIAANPHIZOENDEDOA) Y "B L EBbI b,
BB, YU TINBREREO ISR WL, £
HIIAE 2 % 2 & 25, BRBPRABITOLDDE V) FERI R
Uy bbEIfFcE L b S,

BOIZRAT

REFZETIE, A - AmPr#Em oM FERELT,
HEADV<— 7 T4 27 O RMIEZ AR %200
HEOVBHRAATHIHETEXL L), UTOLBVMm%EED
72

9, MM EE BLE 95 RWHKED o THE - fiFFD
BB IR DE SN T WD EIF S AR VIR AR T
BT ENTERSN, AT, 2 L2MED, HHEH
Rt 2 & DX ICHFET DML NITSNT VR
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WIEISRRTHEHE Z 7 IS, AL~ —7 74
YTVBESNDETHAKIE, ThEFBOHS, HE
HOAVTFIAMIHESND LT A AHHE, 2322
r—ay - 7uv AOBEI O LIRER, Walks
BIHESHENII = —Y a v 2R SEH20D T}
iz LTh BRI EATVREN, T L7MEL RT3
TeODEFED, TNENMMFOBUAFAET S T LT
Ih7z,

Y oW DS, iMoo a=r—a Vi
BT, SR E B T ERD, =T T4 v L
BEAZOIYTIANDRHIZH 5 L) gl ik
W, HEH LD B IEMEITRIS S 5 1 Al fiE 230 S h
72 OWE D SH2_AT 4y PR EFRNYEL
T, HEDO Y77 A M XMEN A AT 2 72009
DU REMEATR NIz 7225, WHE LR ONLRET 4
MIEERRICHEFET L EIEEZNTL, ZOZEIFE GO
W] BT % BLE 35 b DT &) 2 PR L 72,
RWFZETIE, 9 LB EZGH 35 T2 & EHA
HEFNDT 7+ —F 2 ANZKD, EEOWRHETER,
ZOWINFEEO LTI E S LW BEICH N T
REPEDOH | O#PATH T H ML LRSI,
DALTT S ZOFIIAKINT 2 2 L AR STz, Dl ko
M2, FEHGAEIL, PR BRBEICBEA S 73RS
FoTHFINLMETHY, fliflie LCoOMRENIL, [7]
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Novelty (seven-point, four-item scale)
Compared to your competitors, the new product you
selected (or its associated marketing program)
- Is really “out of the ordinary.”
- Can be considered as revolutionary.

- Provides radical differences from industry norms.

924

3)

- Shows an unconventional way of solving problems.
Meaningfulness (seven-point, four-item scale)

Compared to your competitors, the new product you
selected (or its associated marketing program)

- Is relevant to customers needs and expectations.

- Is considered suitable for customers’ desires.

- Is appropriate for customers needs and expectations.

- Is useful for customers.
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A A PR Y—IZEAEE R T,

b7z LI O EM RN E RO I 2 15
R BZEDBHR TV ARVDTIZ R WA EEZ BEH
oTWe, ZLT, FEMBIRNEROKENED LS
WD T WBDPEN) T EIZONTEEL TV W
DT RV R A Z 72 20X [
BB R OL, YEAOLLVHIOHE R EDLHITE
ENTWENEVW) T A AV Y= EITbL
DOIEER LIS TUIF I VRV EIITE R 72,

—} T, HEFFEDIIROHFTAL DT ZWFET S
IR T 74— EREDEIITRoT Wz, LA
BHIIBIDLTA T T 74 =TI ALERER T 5N %%
YALDHTHLN LB RRLMEE R ) AT T T4 —
DHEZRGEM R T5Z LT, NAROR i
B3 B IGE AR E B O TA SN L BLR M E AR
CLNTELEEZ, bILOMEERTHLZNHED
BEIZEDINIEN Vo TV DED)ZRIEMIE L LTHE
OLZEVRTELDTIE RV EEZ T2,

FIT, TAIT 574 1T AL E MDD L
LB, TR T T TA—ELCORBEWHEICTH720D
SHBIG MDD LI LT KFRBIC R0 B D
LIS I RFBEOR L R TH LR, Hli—
P E LR S72 00, ABNEO—H 2R
BTHBTLEC)MHERHREZ 7228 T, 258%
DREED LD 572 XKL 720

SEBEOURR -REBHNEBE IRV E2LLR/IERETS hiL, -

MAETIE, GE TRV LD o728 LV &8
RIHB L9572 BIZIE, PR IS NT
WBDERT, EVFIVIELDD, HEZOF VRO
2, COFNIZEZTHES72DD, HEEITHS72DOD,
COMYMIBEZOEY e Oh5E, AKRLMOMNES
LD HEEDLL IR o7 2O, AREEIC
3 HBREARE B2 TR, HEHLLTODILD
BENDROIZOTII RV LRI TV A,

2013 4 3 H IRl TR A M BUF 40 MNZ#E L 720 £2°C,
BLTOEMLCEINETORERREE, NHED
IATTT4—=LTT—=F I R=X—=2FTHZEICL
720 X DR E LTI —=F o 7 R—X—=% RN 72
i, BHICIRIAWCAIZERATH HH 72D L B -7
EOMMMRE AR L2 o722l I, FE
BRVHAT [ 55IILE] EIRLELILENTELL)
GRS TEDDPE ) Do T 7T IR <HH
WCBELh o722 TH D, 2HLT, ABEO—HD
HETHHTLIL IR TEZREREL-0TH-
72

B EAIER 38,000 74T HTE LD LT LA R0,
LB FPHL TV EEFH T eh o7z, £ OB AT
BEZETRBIREPDV G DO 7228 ThHb, £
DIEHIE, D7z Lo BN RER S 2B L2 e 0
HBTHDLEHW Lz FFIC o722 213, #amatE
GLirol:ZlEThb, HamMia 2 MU CREASE N S
NTWRWeD, fame LTELETLIEN 5{k>TL
Fo/DTH Do 2D, il 1356 a9 &
L7272 Thotze TNOHOREIL, DlLAF/ET R
7T 74— x L E LTHET LRI RL TS
MmHIZEEZ T2,

—HT, T—=F T R=R—= L7 DR VD
Holzo BIZLOBEREY A NTIZE = ME s ATIH
X, SHROMEDFBIICOVWTELOYS2HELZ 8
BT &z MORFFEH R MBA KB AEDOHRIZIE, =
FERICDI LD 7 7 oz T TEoTUNLAD
Wiz, 61T, FHEIMRRL L HEHIOBAL LT, ik
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SE5ERRORR -FEBRNEBL IRV 2RTERXEHETS "hi-L. -

FRFBEOMSE, RFEIE, BEEBROWIHESITE

e LCTHEIN LT EH MR IR0 MM 37172
T, P ARBRELTUINZAZATO/NARED
BALRRoLSTZER] [Ty HNIZTORED] &
WoZzbDbHY, FLELTORKEDKIZAEATS
ZEbdHotz,

V. 8

AW TIISTODITI 2 =T 1 IBITADIEE %
Rl L7z M2 =74 Cld, ABIEICE->T B
JEDOREI TR o TEIFB RO (R R 125 TA
FED—B 1 ELTERT LRk Lz, TOMIETDH
72LIE A KRB LUOREEE 225 OB AR H 5 O ER %
ZURRET RV EENT VS BRZHRTE 0
Tl WhEEZ D, Hf2Ea3I2=71TlE, FAEIOH
LNk EF DR 2 b2 LE T A v —A &
EREGDOELRDVE, WETEOYER M L OHEL K
TSR L S HED TV CGBBEZ R TELOTIZ AW
MeEZbo

AP SRETEDHAIRO=Z M TH D, H—
2, B BRI H L OMICT K-V 2T
L) M3 23 ME L LT, SUIRTE SO BIR 2545
Thbo bIZLAFAREDBAMN LB EZRRTSH
&, MHICES>TRERANARERD, ARIZESTIRTS
FGANY =R ROYTRHINDLIENAIN AR5,
DIzLIZEsTIF AR EDBRMEEET— 7 LTI
ITEDS, WIRT — 5 B T 57 DI Z 5 /e
DO ARISGEAIN DT R WP EVIREH AR
VAL ho ZLTC, MHIZESTEHROMNEE VDTS
T ELTHRONDWREMED D 5 L\ ) HiTFEDOH TR
BRZHED D ENAM AR B, TNTY, K2R
THIELEFMEIN, REEHITTWLZLENTEL LW
AT &L, WMHEDEN—ED T R—NVHIEAET D EHIWT L
THIVDTIELLS) D%

B, 2RI =T 4 TOMEEDGEIZ RS

B EDLREROMELTHHTH S, HPa3a
=T A4 TOWEEDEER & HIR S 2 BEAFII7EI— e 53
FhH 2500, WATLTHIEITI =74 TOFHITD
Wi Z %A IEE IR R L 22 DI TE T
WV LaL, FEICH B LIS, bzLIdfEII2
=74 TIREH M2 5 oM SRIRE %2 215
LT, B aia = A TRIGTREZEEA LT O
FEICL, ZCCTHRAMAZIEICHIZEII 225 1 THE
NREZLEHHEIZL TV EW) BRI T2, 2D
729, XIRIE#HEZFRT LRI, EEor—hTob
2L TIERL, 57200332254 TObL &
LTAHIED, LY BOWIRIEROFRIZED 2D TIE %
wpklbirs,

B, WA 2 =4 TobR LRI 2 =T
TOLIZLIIAGTH S, REBHEELE), S7zo0a
ILSTFARMERLTVAE I ED b LT, HY
II2=74 TIRAMEO—RIZRAHEL, WiFEaIa
=74 TRIIEETHHAHIELT. LAL, TheEhoa
32T AICHEAZOIIHEAZ LIRS, HYaIa=74
TIFEFIERRE G52 R WIS LR, BieaIaz
T4 TIRFIER T2 AREIEDREHEH L 572 L ITKL,
WODBNIDSTZ) DI LR VEDI L >TnL LI
&K U720 BEAEIIFE CIIIZEE L LTORY v A% HEFE Lt
J5 2R ADDI LA S EDA ML AD K
ENTVDED, FlHOb72L OB ED L) R ERE b
DOMPIIONTIIS RO E LCRE L7V,

SEXH

PN - MERUEIE - KWK R - iR B - fea K - HLACHL
Y9 (1994) UL NHZAFEI) BLSC3, p.641,

e IEF (2000) [Bi o FE  QRikL KIUDHEED>TIH
EER IR (B O/ - R o3 5 AR,

g E (1993) [T AR =)V FRIHE 5% - MR - A BV [
e EHr) 26, p.1463,

e 3 (2013) T HEFHRE | BEHTRS T - dbA SCi T8t =2/ 7
74— HLWT4 =V R T — 2 OB ] Hritt,

BER—45FT4VIER AV 77LYR - 7AY—F 1227 Z vol.3 (2014)

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




cftHh Japan Marketing Academy

PEHEARSR (2002) [74 =V R T =2 O WEHFThH, Wiz &
7225 ] Hiltt,

A (2004) [T A D72L] L) 7 —< I - =il
PSR (&0 74—V K7 — 2 ) R,

Clifford, J. and Marcus G. E.(Eds.) (1986) Writing Culture
: the poetics and politics of Ethnography, University of
California Press.(F& H A - 2B 581 - iGAF - ZH0
HAR] - P12 - A B (1996) [30fba 3 <) Al
B NE,)

Flick, Uwe.(2007) Qualitative Sozialforschung, Reinbek bei
Hmburg. CNHIEEE R (2011) [HHUEOHFZE A - N
DR Oz d O] HRAL) o

Guba, E. G. and Lincoln, Y. S.(1989) Fourth Generation

Evaluation, New York, Sage.

Lincoln, Y. S. and Guba, E. G.(1985) Naturalistic Inquiry,
Beverly Hills, Sage.
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F=INEyary — TNR—=/)N—

"HAERREDRE, OFHRIEIR

— 1920 F~ 0 FRDENHFEREIR/ X/ FOS—DFERERE —

HMERERZREZHAER B

12 SEB

E:3 )

Harold Garfinkel OEBICHRTEZ IR/ AV RO —HARICEVLWTHERRE, ORRE L, BREOTRIZEHHD(HE,
X, Z0fh) £z DB UMZDMD/NT—> DB TOBEENHREBRDER) EOBICA—MEIHEIETH B, LW
BTRFaAVH)—@INE), "REORMEREZFORIR,, BEEDHE FOEME, HERMEDRKDOFITHS, T
/A RAY—E, 0 "HERBME, ZBERLUIGEIEICT 2L CHENETADAEZREMR TS DEERIND,
ZHNULTR /A RAY —OFRZNHRAERNRNTH 5. AR, TR—F > RER, & Garfinkel DI OMRD A EE
W95 %@L, Garfinkel @ "HEEKRMEDRE, OBED 1920 FRKH 5 40 FERIZEITE TTAEDEA, £ ™R
NMOEFK DEEE WS AERBNREMICHRTREVOSBREZERTEILICKY, TNHIENRRZOAERTCOHH L

ZHALNIIT B,

F—7—k

BHTER, TR /XY ROY—, Harold Garfinkel, 2, JRRDEZ

. TR/A/FAS—IZEITS

"EERREDIRE, DFERERER : FE
. TR/XVRAY—IZH1T5 THERBIE,

MAWROBINE, BHONL D EATHIHEFH TS
W5 %2 BIHT 270 DT EMmIEREL BV TWS, tha
W7ED s, EWTHhLrERNTHLLEEMDT, £
N RETHMADR DR DK G2 FA TV Dh L
WIHFIEmDE L, EDOMFOFHEIT G AT NHIZ LT
RBIATFTED0E W) Bk E gL %, Vit
HHLDOTRITNIE LSV KiLid, TA/ AV R
J—okikmmo—Miz, 1920 454855 40 SERIT )
TOTANVAHERFII BT HEMmOREE T RELT,
PRS2 EHNET Do

K CHAEETBTA AV Fay—o)i ki o
(&, — S T HE R EI O FA T REVEIC B M K
Wk | 2 XIEN 2D TH B, ZOMIHIL, Garfinkel (2
LBIA AV R —DUFENES THS [ZA /A
FoY—Mf5E] (1967) DA T, RO EITBRSNT W
% (Garfinkell967, pvii) o

BER—45FT4VIER AV 77LYR - 7AY—F 1227 Z vol.3 (2014)

I A AY RN Y —WfEE, A N—D ik
(members methods) AT & LT, HH MG B)
(everydayactivities) 0T $56bDTH b, TDik
Sk, ZoRE—0WEE, <THIISEBNT
B AR EEICHGE R >TGE), §abb, &
ZIZTH RSN S (commonplace) HH G E) O #HLkk
{t(organizations) & LC, [FLHHHEZ (accountable) |
B LT 27200 ETH L. ZDOBLOME L
P (reflexivity) 2213, FEIEBO, FEEMBHED,
AR ORI O, LT, EERN AR
DA DO —FEHH (a singular feature) TH 5, TD
AH RO A 2 BCHLY, ARET37 5 2 & & RELS
F5HILT, COBREMIETLILNTES,Y

IA/AVFRY =) R, LRlos IS M
Bolsfiz 525N [ AoN—0FE:] 23R T53
DTHHZEIE, IHMONTWBEIETHA). Thb
L, AUN—OFEITEEE, () A Y/ S—OHEEEIEED
DO T - T, (b) FDF—DiGE %2 < HAIA
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MEERBIEDRE OFFHIER —1920 £~ 40 EFROBRIAERET R /XY FOY —DRESE-

YT, FEBE BT eI EES TR R >R ENC A
ECTH D, CO<THMICE YT, FEB L5
R RE AR > YEEIE, HEEERE 2 E3Ic[ &2
THH 5| RENZGENE LCTHMWRE ] 12353072
LENT WA, (a) & (b) DBIRDN S, X N—DFETT DS,
ZOWEBHEFBRTLLOTHY DD, ZOMEHIC [FH
Rl 2595809, [MERKME] 252050 TH
BT ENbNb, ZO [MEWME 1, HEWHGE %
IAAY RaT—IIRH57-:00 K EGmO#IZ %R 5
[FEO—HM] THAHZ LTk,

CoEEE, RETE, [HERBEDRHRI & X139,
MDA, T2 /Xy Fay—ofjdiHomh
BaaTdDThH D, MHIRRIUE, [HE 05
HIJ &, BN R7-500 (555, X, Zofh) &z
DR CSLIRZF DD /85 — > L DT O @A Y 75 PRIR
DER) LOBIZ, H—E VI BRI HLIETH 5,
WhWB [ FF2 X8 ) —ffflk ], [SEGORM LT
DOIFERR, TR B O ) ] FoFENL, AHE OB
LO—BITH 5.

2. "HERBIEDIRE, DitRFHEHIER ORI EEE
RELOHIE, ZLDTAI AV FEY—DfFFH LI
R0, THEXWAYEOERI] 2P U720, HEL7ZY,
BIAEL 720, ZHEL72D 3528 TlE v, BEARIZIE,
ARWFFETIE, [HERWEOEHT] ORI L BFT2 2 &
VHITH B, Fh%, A/ AV FaY—oEE
U %% To Garfinkel DX ¥ D FIE DO R H & FLFRE L 72
Vo BRI, ARAFFETIX, 2o [HERBEDEH] ]
A5, 1920 4EAC 2 5 40 SEARUT AT TORE AR 28 T 5
IR BD B E R LN ZE TR L2V,
HEEDIFIEIC LN, GarfinkeliZX BT/ XV K1
YoM, OEITRTEHNC, 1954 E LTSS AT
THY, ThEtta¥h oM@y s gtErAdTh
Wb 5112, 1940 412 North Carolina K%M Kb
HTH -7z Garfinkel 235K L 72" Color Trouble’ " &
W RN DY, Thu, EbOTHERNLE T —

127

REZAZA V=D STV (FEMZ 011, Doubt, 1985,
199812 HB)0 ZONDWKONEFIA/AYFH
VL EBEN LR H Y, M, Garfinkel 1960 4
RETOMINTO%RD 5, 45212, HL4E, Garfinkel D4
WMORFELHEL ML T 5 Anne Rawls i, 4
2 W F Kb £ T o, Garfinkel D+ & F 1B L0
WODEDHELNMPIZL TS, 728 21, Rawlsid, 1
YIC - EUHREEELZEL T Garfinkel 23
% [HW account] LV HBEZA, D=2 —T—7
K F R AR D & FF 42 (accounting) O % & & Wright
Mills 3 & OF Kenneth Burke ® Z/E IR FEEZ D2
&, Garfinkellx North Carolina K2R I AFE B AR R
FEOMIEICHELSMNT 5 L LB IS, Husserl DB HAEB X
" W.I.Thomas 3 & O Florian Znaniecki % &5 3s > h I
FIIROHZZIHEELZ T2 L, F2HEONITLE
(Rawls, 2002, 1999=2003, 2006, 2010,2011,2013), *
7z, North Carolina K5I {12 Garfinkel DAl 3D K5
BetE D4 <L, Lazarsfeld IZfE SN MENFEL D
HUL SRR AR L LTOMRFANORE LR
ZHETWIe2S Garfinkel & & LA FA, a4
ZBUTD (1728 O] LATR OB L) FTEIZHER S
Bz b o TwizE v (Rawls,1999=2003, pp.21-22)
ZHLT, 1954 4ELETD TR 2 A Fa Yy — o (2
M [Z27AV Fay—OFME] & XAZ e # A7
%9) L=t & E L QM THEBEDFAED D E SH
(275 L LB, Garfinkel D HIHIFED WLIE LA T b
NBEICHRY, XM BETAI AV FRY—DELNH
CH DAL L 223 % (Lynch,2007, Llewellyn,2014) o
K3, 9 L7cE)m % %12, 1930 4205 40 4448
WHEHL, TA AV FaY =224 75 Garfinkel D
DS LB BIH P DORIZA Uiz o O Hfil &
ZFOREEHESPIZTHIEIXY, [HE WD)
Ao E#REzSHEONIILEIETIHHDTH 5,
AR TEY DT HHEANIOED 2 HTH-T, TA A
v FaY— MR L OMBFNIOETIIINET
BEfshTwawa Re2HH. #1112, 19204505
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30 4EARIZ AT T, Thomas & Znaniecki ® [R—F ~
Fi I The Polish Peasant in Europe and Americal
(Thomas & Znaniecki, 1918 —20) 3 X U* Znaniecki ®
AL+t 2 % O 5 (Znaniecki 1919, 1925, 1934, 1936,
1940, 1952, 1965) , #5212, Garfinkel ® A i [ & f 52
(Garfinkel 1949), 3212, i iZ Nz T, 1950 41X LA
F%, Parsons @73 #T #1234 & Schutz DL BG4 L
DEEIRBMROY T, Garfinkel 23\ 22 LT [AHE WL
OEHIZERZE L7200 W T 2 2 il % R R 2

Il. BFR—=5Y BRI OAERE [THEDHRA
I. TR—5Y FRR1 DFER

W.1.Thomas(1863-1947) & F.Znaniecki(1882-1958) ®
[F—au X7 AR BIFER—-F Y FER] (Thomas
& Znaniecki, 1918-20=1983 ) ® kL, 721 Att&%#
BT, B - BAE R oR A5, RN HA
123 LD CRMMTZEDRERANDRBRATZRED T LB D
Tho7z (Kurz, 1985) . ZOHEIIBH» NIz [ kw0
H# (Methodological Note] 1%, 2 A3 @ N2 i
ZHEICLTCEELT Znaniecki BWHFEL 72D DTH 5,
ZFIUE, TR AR BT HEMIEEIE, Y TR
HMEZEZOLODOMIEIIBITLE - L LR R R
LABRINT WS,

Thomas & Znaniecki, 1918-20=1983 '§¥{® [ J5 ik
M| 3 A2 ORI A B BN B 2 RV ik
POHRIBEINTEY, TOPTHEOKREDOF SIS
HAFOFERMNFGTRECEHLTRHRESN TV, #
Bl=bid, stz N2 2 0BRE2H#HT5L
V) HIRHCRICAIL TR EL 722w BLAr S,
EHZTRY, T, Garfinkel S EEZIF /2L
7T T TARLEF O R L DM TE B
HK—72% 21%, Kenneth Burke(1897-1993) % C. Wright
Mills(1916-1962)— & Hali LT 5, EH - HIZ I L,
P [ L TR 2] L) HEiTH A, 20—
DERLERpIL, FHRBZOMEREZLEDLIICLTESL

BER—45FT4VIER AV 77LYR - 7AY—F 1227 Z vol.3 (2014)

FTHDOPERRDIENTET, MFE, FATHREZHY
BT UDBVENI Y —VIBZ L TH D, FEH b
i, TNOORMEEIRT ML LR &7 %
WS 20% T (@R FELLASLH O/
TR T52L, (D HAMFFELZNITOVWTEELY
CERBETHRIHENSUIVMELT, $o20LBHOF%E
LLLICREMET AL, (WA HAHEEL Mo+
KOMEEDORHEMEE L HIFRRTAHZE, /2, (d)EA
DFEITE IR —DEEO T THZDOADM L LI
Wk ERep el BAIHEPLREICLIZEEOT
THHLDOBRUCIVBECHEMEAERIETIENTED
ClEREHTHIE, ZEAIET55DTHS (Thomas
& Znaniecki, 1918-20=1983, p.6-19)

Thomas & Znaniecki, 1918-20=1983, p.21-22) ix, %
DOEHNCHI L THA R EZ BRI 572012, vl
fili (social values) & R F (attitudes) W) &t v b &
R’EL, Bz bt &, [TS520 24EMD
AUN=ICHI R EBRIINE L BERE DD, TOE
BRICBIELT, ISEIOR R TH S0, €H%DI5LHHW
2EHR]ThHoH, B, B K7E BAREmSEIETo
5l T & % (Thomas & Znaniecki, 1918-20=1983, p.21,
Znanieckil969, p.69), HEJE &1, [ 4~ AN &= #kny B
THoT, TOHENMFIIBITLZONDBED T
SR RlEE 2 e T AHDD] THh b, 728 21X, 22K
FEWEVIMNIEE D L DITH % P 5 A E R
THY, REEMIEEE VI IMEEEE T8 %
ETLHHANBBETHY, ZRPNHLL)bECREZEN
DVERTDHI LD TELRISIKRFELE W) MifEIZEE D 2
ke lL, FHriame ey, ML, LX) ET
LELLRZENICEEINLGBE DN, BB
B3 A T4 %2 REDTAEE THDHEV) (Thomas &
Znaniecki, 1918-20=1983, p.22, Znaniecki, 1969, p.70).

2. Blumer &3 #FFEZNADRE

Blumer ([1939]1983) {Z, Thomas & Znaniecki, 1918-
20=1983 Dl FEmEPEF LT, [FH/-LOHRM TS [
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FE] & ] A3BERk, mizeny, 2oRELL-bD7E] &
= 9 (Blumer[1939, p.24-82](1983), p.171), Blumer {2 &
N, Thomas & Znaniecki, 1918-20=1983 iZ, iliififi &
BEOMTIZ [ER] L) ERERTWD Z EARELD
FHRTH L, LhrdbLORILITHEN 2D THL LW
Vo Thbb[HEANEHEEENSIZLIE, PREHEEN
ERMGLLTHLZETH D, — DD L (T HRbBHAMME)
LT 2ho [MEENL] RIS, MORELEDHITTHE
W50 TH 5, | (Blumer, 1939=1983, p.24-82, p.172).
AL, fifliAs3e LTZEDRERICL 225> TR AICHE
ByrbwyZrl, HARZOERIIHLTH LM
MEfErIBI 3 i, FSTHHEYFMEDOZ LT
& %o Znaniecki (1939=1983, p.93) 23w LT\ 5 L9
12,

i iED FEIR DS Z O AfifiE~ ] 20 9 BEEE & R STl
5%V, VI DI, TN(HAHMEDER) &1,
FNDATH B ES>TOZOMEO M H 5 DT
13724, IS E->THICH 2 WITTFENISRE Sh
%, MuoFEAMifE & OBEMEICH 20 HTh b, 35 HL
ROERIE, ENAHRIRT LR EDOM DL
FETH D05, TOFFICHTLEELIL, E21L, £
NDSERRTZE D, AR IZE 2y, BER7ZE D, IRY72 L
PEVIFMDOZ L TH Do DK TLRD T
BRI, PNOBERO—ITII RV, BB 2N
WA S %5 HMBINMEZ 5o 7285, BLHL
BOoFE)EL T TZEDRI D H B L) TED L
DT Wbe APEIZYAF XY THEHD, D
B, PIMPRRELTTH L e V) ERE DD
LLTH, MO TRECETLILIIREEAD,

Blumer ®#tEFIE, 207, #HEfT A%, bolXSMH
ADEFI) (B 5\ NEB L5 MR TY ) BAEDAIZ
FoTRESNLLROTERATVAZLIZL L E DN
bo COEZRTIDB LTI, A DHZITH~DOILE
PHDREE, bolIbBBr N hpnEEN LT L

TR SN DATAHEONIEINOEFITE-T, SHPSh
2ODI%5be ZOXIBRATL VLT HEORZTTIZ,
Parsons D DIZH LAV, 22T, AT D%
TR EDRKDERE TOMRMBEN S OEIL, Ok
ZNATHB L AHAE~OHCHAZ AL TH|RY T
TERTA5bDICH->TLE) LIRS,

3. Znaniecki D{TAIER

Blumer (2 X 2 #LFFIZ0 975 Znaniecki D3 X > b
(Znaniecki, 1939=1983) 1Zi%, Thomas & Znaniecki
(1918-20=1983) LLFE® Znaniecki D F14x F Y B D Bk
ROWREFON D (ZIUIBRHITE DN DTH S ).
Znaniecki (1939=1983) 1%, Blumer 7%, #L&FR4#HIEI2
BOTAMWERDPATROEDTHLHEL DS, Z
NDRHARNEIAREY 2 DO TH Y, ZOEROFHA
FRITEE OHIBNI LB ERIETHHEREL->TNDH S
L35 Znaniecki (1939=1983) 12 X +uiZ,

ZH LGRS, T OAREM 2B 5 BRI LE
TERVWHDTH D, L) DX, ANHDOREBEYI#ERR
O BARIIRERGR & LT, THUSIEBICE RS 255
Thhbo TNHDIL, [K=FVFRRE] TiZ, 215
&, AEHFIC BT REN R ERTH T, ok
ERP OB SN TER S IND
LICHL72DDTH 20D X)) b2 LpsHE
Tholz ML BZEIATELRESTHY, HHL
Hid, (bbb d 2 DDA S L am PRI &
JETE R\ (BN, [HIRED, [k © &9 ARk
BEIEBEN RS DELTHW .

Znaniecki H& 1, TORBFEEDEDLH IR
(Znaniecki,1939=1983, p.95).

DNOND2ODERIZEZ, WKL EELD %
W EIZRORETH o m— A my i FziE, AH
OIEBIERSE] THi, ABOTEEER] Thh,
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RFEWTEYEW R ZERIEZICD VDLV Z
Lo+~ FOEREIL, EOLEIVIDONREONL L
FAUE, Fke, B, RESHSR SRR RS
n—FPYAREO PRI TH ABAEOHFIZTH %L,
AEREERO MRS R &8 &, R 2 A o
YD ZE DR THAICERSh, Higfbsh, H
flsh, kSN2 E Rk, HLERENET,
FIHBFEORII— VI ZETH L, BLHEED
B3 s hneihuE, FENBZENZEN
SOMFEFRIL, HENRMNAZTNSZ 5L,
WL, HL, SHLAZTUE RS, FLTER
WETREZR D TH 5o

Znaniecki DFE RO H TR EFEHIL, UL IETED
HFRORT, MF T TRBENETET21TA%, &
DU THEWITR] LA, HRFONREARLLT:
Z & TH b, Znaniecki (1936) 1, 56174 % LRI
fps, AR RER NS =V LR EIETH, &
FALDERTH Do ZOHT, REDEDL) REZD
’IEINT,

1k — I, ANH2SZDBRNERBEDOFEMITE E 51
TEDALIAIMED B %785 — > TENE LS
BHEV)BBETH D, D) 2T, ZnaniekilE, #5511
1Th7%,

ZORAED, L2 DHLNFEAGLELTO, Hikd b
1F4E (conscious beings) TH VY, ZOHMWD, oD
I BETAZ L TH B LR, 174

ELTERT Do THER, TOHEINITAZ, RN
R, AR B O EAREEERL]T,
SEDLIER T 5. 2D G, #&I12, TADSA
THHFEL, ThE, 5B EEADLET, ¥
ZHAZALZ BT EE LTHNWRETH %o 72L
R, FTRER, BERETLEVITHIE, ZOITHBO
BTN THY, [H#FR] 0L %8 207 k2
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WHIEIZEST, ERRETHLLEBELLIENTE S,
ZORRDPEMTZEXITD, TFUDOUSTEHI N LD H
HY, FORMEFTHODOMTELFFAETLIE
AEARE

ZD# 2 TlX, 1747, Thomas & Znaniecki, 1918-
20=1983 DHETWVZIE, —ODflifiTh b, hoths
HyEEAtiE L ORI OHFCTHFIN LT E1Th 5,

FVZR 72 X912, Znanieckild, ANBATH e E
RIZENDDE) PR FORELFHIHETH LS
LERRLT W, COWH, B LD OmEL, £
DITREH, T O 2% BEITTHRY T, WRLzTh
EROVWERNMELLT, HNTlb, ZLT, &
121, ZOL8) HRTEICHLT 2 LW ) LEITE L 5729
W2, EADSFUAW R MiEASA by 7 SR TnWbEEH S
EDTEL) ATHBOBINP ST A EIRTHENH T
S, ATRABEONLERENTLL V) bDOTH LU EIE4E
{BRWEBR L) TNOWE, RABNTHTZH->TWBEA
25T, B, FHINERLLTHNT %,

DLED X9 At &S24 XL, @pItk & e aEd
Bk b 3 HNS, PIOHG TIEBL IR TDH %o 1)
A EEICBWTIE, EOFEIE SN, NIYE
HeRRP WAL SN ZEEREO M ANOTRIA L 725 8h
BRI R SN Do WNTLL, T2 E DORKRIEINZ
LoTiMmmIcEsh, 72, B oHENY 2
TavhFOHMAETEIZEST, fIESh b, ORI
MHIE, HHROBADITATERAT WIS B 20058
PLE M 7 I 2 5 TL DoY)

i)y, EBRERIC LTRSS A5, [#EY)7%
L&, HEYIRETT, BRI TIRI LI EDER
SNb. DA, RoTTEbNEI L H DD, £
DT AIMICAT R ERE, MFCLPZ0E
PRIZBI 92 U Lo TRIRIICHE SN 25D TH Y,
ZBIIRERBIZRIR Y 2R L DOIIT EL WV, [1TAH
DR ALIIRROER] L1E, ZOXHI%RIDTHY,
ZOFTAEMICHEREE L THETHILICE-T, Bl
BIATF R BDTH 5,
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Znaniecki DITABESIE, O XD REMHT T
TSN TWBITHD, LRI LTH DO TREL
TEREVIEZIZHEDLDTHY, Parsons DY L~
<, ey, HEoSRiEE LT, iEEh
TWh, 72721, 84 DATED T LAY e
R TEHDME, HNEINLVELTH 72, 2D
M, Schutz % ~T Garfinkel \ZZ AN 2 D TH
%o %3, Znanieckild, Parsons & [k, 174& AT A
DOFFE ) BEE HELTWzAY, 1930 £/ LR, 17
FDY AT AASEE FRTHIE T, LHUTHRLT
572 (Znaniecki, 1963, 1965) o

lll. Garfinkel ) "AERELUCAERRAD
7R/ — b (1949) D FiER

I. Garfinkel TATEREE LUCABRNFZADIHE/— b,

1949 4F, Garfinkel 1% 3 #) ® ft 4% %% 7 3" Research
Note on Inter- and Intra-Racial homicide” (1949) %
Social ForceifllFE3 L7z, A3, North Carolina
RFEOREAITPEES NIz, B, EELHESUETH-
TeBHE AR EZ L) BT L REICET S
(Johnson, 1941) . #H & 2= & v F L, Garfinkel
WEDHRBEY BT DTH 5 (Garfinkel, 1956), F
72, SR - THEEN T2 Garfinkel (1940) & & 412,
KL D LA/ XY Py —DF RO~ EHFEATVDE
Bbis (Rawls, 2002, p.11-15)0?

K LOMEENEZ AL TB ) £9, KXo
HigE, #11c, AMEHBLIOCAEHNORANICEDb T,
FEREWNE RAE VN ()11 =/l T UK & oY AV N eI
TOFEMZRMETLE, 212, MEHHOFERICH
NEOHAE LRI LoTHTITIAXENLEXIZHN
LEERM BN T B20D—D DRI RTHIET
& % (Garfinkel 1949, p.360). A& XD 7 — % 1%, 1930
FEIHIH2H19404 12 31HE TOMMICHAZD,
North CarolinaN® 10 D% 7> 51 OFH T OFLFEAD S
INE SN R TH 5o

131

K LOWERIIOED L) TH Do fRIZ 13—V
S7be KIILT, MOt r vy ary T3, MEREE,
T =7 DLERFEE DA EN S, DED Findings Dt
Tar T, IEFEHERD, ThENEANEAATH
HEMEIPICLSTHERIN L AFEOEN DAL TI12o0n
T g Eh b, 20> ED Discussion D+t 7 3 v T
X, COBED AR AL TERESNLH D=0
DIRHAIHRIREN D ZDE7 Y 3 TOHHIE, Gl
TMOPEDOHHHIZ BT, FEH IV BGIN-EH
Bl R BEERAN OB LIS £,

R LOBERIKESOEDEY TH S, SHOANS
WaLEboOTHARAFEND, &2k B L0
FHFHROWIMAFEEL TO I 20 b 5T, HHTh
AREANTHFLTHAIH T2 I ESZH LTV L0
EI 0k, A RERE IO A X ET O 5 25
X, MEEHEXONThRP o720 ZOWNEEIEIZB VTR
B B2 D - 72 Johnson (1941) 1%, AU EF AN E
FONEDO A% ZEBL TS0, BAITOVWTERIE,
BABMEZTHLLE, BAERTHLELEEAE
BILGEOMOZERPBERIZSND (HANEEOY
HbER) LHRML, EE L ERONME T R
95 LRI IE DS BT % & 3 X 5 (Johnson, 1941,
p.98), Johnson(1941) IZZF D L H % T WA YT L DX,
Virginia Ml Richmond i, Georgia /N Fulton County, B
L U North Carolina /D500 AT T4 DF7—% %t
RL7-09ETH Y, Garfinkel DWIFEIZED—H L7
T—=5 % EHIZIRFTHRET5b DT 5, Johnson &
Garfinkel Dfff9E1%, AFEIC X B FHEH Theo =% %
I RLEEDOMENC LS THERL LI ETEHDTH
0, 72, LI THERRIN DAY — 2 2 RERAIC/E
g & e S 7z N ZE I 3 RlEFB O AT 2 2 Lo LY
HZIETBENCEDIDIEEFR D,

& T, Garfinkel(1949) 1%, MEH LW EHVBENEN
BATHIPHANTHENIEST, 400y 7%
W L7z ZNEND 5 A 7L, N-WW-WN-NW-N T
o TNENRMOLTH, MEZBDONM, 2FHOLT
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PEEZOANFEZERLTEY, NIZEA, WIZAAZ
BT 5, NS0y 4 7L, KEE#FEDE (indictment),
25 (charge), I3k (conviction), 7] (sentence) D¥
*HOLT AT T =IOV TSNz,
COFERIZONWT, RE, DEDHAPELNTZ,

(a) NW¥A 7 TlE, KEEFRFRORLEIL 5 1A
NI THD, LrL, RFOBEBERRTLEE, E
A (FR%) DEALD, D54 77X 7L, —EHEAS
B 5bo IRDOEALIL, [AFRIY FiF (NolPros) 72
FZNLFIANDZALTH Y, TIUIEW-W &AL 7L
CIZEDIE~DEALTH S,

(b) W-W& A4 7 Tid, KFEHFROL D[ H 1K
NI THBED, NWHAFIZHIEKLT, LDEREWEER
ANOMEEBNL SR ROEN D, 72, K, [#E5E
(acquittal) 72T RNFRFEH, B2 AL £7213
[Hea ] OEEHL 25,

(¢) N-.N&A 7T, KEGH\EFROKRELEDS [ 5105
NITHY, RFREOBOEIL, [HFE2mBNT
IR ~NDOZALTH D (ZIUTREATFFA § UL
ZFNENOHRPSTRELZE VI AT T =) T2,
[AFRI) TP 723N LT A~OHEAIEN-W 2
L TR R/ S,

(d) W-N&A 7 Tl&, KEEHFRDZL D5 [5 LRR A
&l | 1IcEh 35, WNENNODOW &4 71281
%, KEEHFFREXFROMDLALD, N-W &4 7LD
K&EL, WW A TN AE 0 ZIUDRERG M, Tk
BIBIOTHEIMBANZ I OATFT) =~
DEALTH Bo [ BT FIFE/2IENLIT ]~
Ak, oA 7T — IR LTHY > TR W,

(e) REEHEFUIZONWT, 454 7R LETDE, KEH
BIEIBBEN] &) 23y — 2 (N-WW-WN-N) &,
[E5 TN | & TR ] L I2Eh 53— (W-N)
NSV

(f) DROBEREICONWT, 454 72T HE, [ 1M
BN ~OFFERERE, [HR] &[RRI T

BER—45FT4VIER AV 77LYR - 7AY—F 1227 Z vol.3 (2014)

ZNENFINDO—EDER PR LN 535 —2 (N-W,
W-W, N-N) &, 51BN, T, 552N
F03E ] D300 T T —IZERTBEALNDD
» (W-N) Th b,

(g) MHRIIZOWTIE, [ 1B & 2B ]
~NOEL FREOEP SN2 H D (N-W), [42
WBN] & TR ~OERPRSNLH D (W-W,
N-N)—7272L, ZoH9HT, WWIiE MESRF 2348
FREH] OBENIVE—, BXO [H2HBA ]
NORKROFRE, [HFH I DTF~NO—EDEEE D
DHD (W-N)—F72, ZORF— T4 TRBN]
OHRDPAAEL RN—TdH 5,

Garfinkel(1949) ix, ZOREREZFHFTWICZIRL —F
FTHOTRRL, KFEHFOBLEIIHEDNT, ThE
NIy —2 ZERTET TANOER I DOEE W H W
ThELRTH, COEFEICBVWTIE, BRI LEN
T DA TIATHDS, REH 35— DR TH - T,
F—=DbDTHAHIE, LL, ENODOTHIIED [FE
Wl [N EARRENS, T2 TGarfinkel 25763 L
TATEE, [BROTZA AV Ry =T, ROFFa 2
YEV—HEELT, MRETEEICREHDTH 5,

TlE, Garfinkel(1949)I2BWTix, ZDEMWHES
75774 AIEDIHTER - AT STV DD Hh,
DFTIE, WW&AL 7L, N-NZA FIZonTDHK, #85r
L9,

W-WEATIEDEDL) % L7=T, FHFT O BO
R ELTOBRKRMFOHMADOH TIN5,

(a) BHEATHIL, ORIV TE MR S b0
COMEER, UL, ITREMEAEOMRUDE, BX
O, WHAR, fTHDIFRIEZ DB DIZOWTOE
B3 [RER ~DEREIMAF 5 L) HFEIZLD,
kS 5o

(b) BEZED LTI RS20 EW) W EE) 2 ®
%o TIUL, IERDPIT DN DZDEHI2EW) fi
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BThHb,

(¢) HHOHERIIRITHELLEDITHENTLH S,
MEBLREEEZRIFL2TNE L6 nwTEE, 20
BEATEMN B X OERME R OIE S 72 Bk 2 58 U
T, BRI 2T NERO RV ENIEZ DD 5,

(d) IEFOFEMMN L, JERBY 2 B KIS
5o ZOFEIL, oL, HBENICREBRNTHE L
EHIT, ZOMWMITIERENTOH 2, EHFI TR
b FNE RS nEnSHENE, [FEROEDL
ET]IEFRA I NI RS hnt ) Ax e
%o WLE L AREHOXGFNL, EFMT %2 TR T S
POV TOERLID A FTNIEIGITHED .

(e) LEOEFITHEDIIS, [ TN SN %
FE% 5%\ SLPNDEIRL S, hudssSh
LW % 21357259, HLEESERS, HEICSh
57559, |

N-NZA ZEDOED L) e ADHF TR SN 5,

(a) MFGATHIZILEMTH D E VI FIEDV D LA, 2D
FARM LIRS O WCOMERIE 2, B A4
¥l s, 7o 203, 2O OIIRMMRE E EHE TS
IZTHERGEZTH S,

(b) BIEAEAS L LI LI T &) L@ A H 5 &1
SA, [IE#DP T bR HREZ] L) EIFO K
BT, AN 21772 ) S LS HET

(c) %o

(d) BN, MmO RERE o, MR EHE 7
FLINEL TR LI ERIZIZEALEKL HNT
W,
BN, AEmoebsnz, mrEYE
LTOIEFRDOFEIRISE LT W5, JUFREILIEEF O
SR, B EEE S (moral piety) DRANE, 174
% BT 5720 ORI OFTE L oT, At
FICHE AT S 5,

(e) L EDwgIZH E DU, [BAN? 725 ? 2O

133

FEALRROP? PN EZDEN P HEEZR LD
PN B IPTLO0, Thed, HIRER%E
L7=D7207]

2. Garfinkel IZ&B1TABRRDAE

Garfinkel(1949) I 8155, #EFWMAOAE DT,
ZDIREMOFFIZDONT, BETL &9, Garfinkel 13 F T,

MEZ - PEZOANEOMAEGDLEIZLD 4000 T
T =TT A LBOREEL, HADBHIFT K S
LZBMBIC Lo THHEN S, 454 TOFIIRRO*L
KWERD YA T EHATIRREN %,

LIBND (p.375)0 F7z, UITITHRAE SN BRI,

WRERIEAES VW72 TR, TORRELTEL S
BLBORNEZ AT T E V) FHIRT

LN D, &) (p.376)0 BARMYITIE, B I il
DIEEDH>TD, WBDERPHFATLIEDNHNH S
&9,

COFRIZOWT, @IS L DERD D L1 HE
HICHEBLTBLI LA TD b, B S FEITB W
T, MEIMIELZ054i1%, Wwhwa [wru] 28]
FOBNELTHBEEINTVD, [~ral 2B 53,
BURETHVWEMEINTWS, 72E 21F, IEHRED, X
fLehLv)bold, BEEICBETE R, x7uidlig
DBITH %o BBIFERFHL, BWHRFOREZ T
b, RNHEFOEEZ THI, TOMIIOVTIE—
HLTWD, ZOEZHHOIE, HaaAE, Zichml
DAL BT L0 DIRIRICT E%\v e TRITHLT,
Garfinkel 258X % [ ZDfEFRE LTHEL 2 L8O FME:
BHEARIEZTHBENL, ENENONBEERIZTZENE
NOTEDOZETHY, INHROTAI/ AV FaY =0T
T T, ZORBEOTHEOMRELLT, BHEOHML
TRALB LN IR SN ENERIEENDEDTH 5,
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FE, [=7u] 2B 2550 F I RBIE TS
LOTH 5,

COWEHTO Garfinkel 1&, [ AAOBHFT A K 35
SIMEZHICL>THASN S - - HERWESR] 5ENR
RERIZETEMELTBY, €212, 20 [HamEk]
MRENTFEETH L LB RIFIEL TV RV, 2DZ
LICHLT, DED2 HICEBRZINTTBI),

EAEVIBDIE, RUiL, BAkv, w70 T, #i
GHELZOTREZWNEEZ K BDLTHL), 72z
1¥, Garfinkel ® 7537 & 51 LT, Green(1964, p.349) i3,
DEDL) LFHHERZ BIR %,

ZOERIL, Garfinkel ARIET S LI, MADE
B ITIC BB AN O THE0b LNV, L
AL, EEOFEINC LIUE, SRE S 7z N 5B
RELUTHEL BT Y — > D M AL ZE R O
THAHIED, LYFRMTIRENT WD, EICAFEA
THEZ DR MNTADFESRL, ZHNERITOT T2
TAADRZES>THMEIN D IDD, AANE LT
BAIBNT, —HLThRIEV. RISz
0, ¥y a2 RS B72DICBINCHFR 2 E VW) B AD X
DEREIYEE, TR0 72012] REF 23 5 M
LA G DINT, RAHEBOTFTAPEZIZBNT,
BLIZOBINIZNTHEMMEIS, BAZLIDELLSS
FTOTHb. WERBADLHEHIIE, BEIOHN
BBHDHZEN BN TH L, €L T, BALLDH
AFLIE, KM, BN, BEEHOBGEROR KT
HNZHITHbo

137-LC, COBIHDBLICBIT LML) FEHT
HHLDEIMPIINELTD, ZTTHRHEIN TV A5 E
(BRI SO B, # $F D2 B0 2 B O
ik, R OB, S ) BB TERVLo
Thbrol, ZLTC, ToORESN: [~ 7l THMER
EAEHME 2 DY BN TRALTA % RIS 5
bONPEI DL, EDOTHRMEENTH S LITFRHET

ELTHH)o

F72, SOOI LI, ENNEIITE V) BIEZ D
BOLND, MATAOFRAERL, BHHEHEL TV,
CHUTK LT, Garfinkel SFHHL LHEL TV LD, T
L5, HEMENERLSSDOILIKRBTL200FHE
DERTH D, L, BOMIFITBVTIL, BERE
LOHELVLERZDOLDLALRINDEHDOTH S, &
ZTI, BROMEIHEE VI BIRICRERZDH DY
PO I EINT VLD TH LA, ZOHMDI=DHIZIL,
HADEHIFTE D, TDE) LFREEERET—ED
N2 DWFN 23 2= — 2 a AT BT OB E
LYEN B D

Garfinkel(1949) D HFZE L EEIC B WX ERM AT 25 [T H
ANOFHPT TH B &5, A7 &b North Carolina
KFEDOWHFEZE - BIZES>TEDEDLIITHATH -7
(Johnson1941,p.97)

bbb OB ORKEFRIZLI MBS TY
%o LD, EEFOLI BT LK% L E O
FERE & BRI 2 ROFAETH B0 EHIT, BAIZES
T, WRE R L7720, RN BN AR,
B FIAT D VICEI &% L H-720, RIRLZD,
Z MR TOFEW LRENDRER D, PIEWIZE -
T, HAZESTOF ¥ Y A XD 9202 &) X<
AMENTW D, BADBEHAIIATCLE, »hd, #
HICOFROTTY [MOANME | DFIHHE
—HAOEHNE, BADRER, AAOF#EL A
DEL, BELGEALBEEADO WS 2ZDZENT,
FTRTPHANTH S e—2Eilk 35, TN D,
ELFEBAFTCIE, L bIEEOAENFTIE,
BAOPHENEFEAL LIELIETRET501E, TKA
LEE, HOWLHI T LHMBLRICROT L L% D
TETHbDo ZOX) sk, JLIROMATI R,
EUATOHE Y, JLTROARICAD AL RERE & BB
IHEELTWBIEIL, BEvdiRv,
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Db gL, S EBMRARICB VT, BE
725, BN X BBAAND [EF#RAT] 258 %4107 Ty
GOWE Z GATWASZ L, T, BHMEAEDOKER
ZRERITLEN S 2 L2 AR LT 5,

3. Garfinkel I2&5 MTAEDHRS.
&

Garfinkel(1949) 25 DRI /85 — > # A ET HD
ELTRIRTBIHEAIER D, RAZ b OBH & 17
BEHEOR PSR TLLOTH LI L, EHICET
%o TGO %, BAMITMSTA L) LRI
V.-, Garfinkel(1949, p.376)1%, 2 EDZ L@ ELT
Wb,

TRRDERE, D

(a) FHOB\BZ, KEERORE SN Al B
BTHH0TH5,

(b) BADS [FRHN ] S B WER © FAE AT R AL 1 1AL B
ENBHET, MEHE HEZWTAT T4 714
KMRWDEFR L FFERD FH I AT LIIEEAT
N5b, FNHDFEEFRIT, B0kt X —Husserl
DERTO [TEE | —2RETLHOTHY, ThZ
NoORNITHS LT, mEFF L mE L, BHProL
BOMRLLTENLDVERTLHD%, EIRTHD
DTH 5. WHOFHIREIEREDOOIF, TSI
) L7z A DR TEN S ERE O R TH
HZEIZE B,

ZZT, RitoipE®RE, RHEREZ s Th
% Garfinkel 3% % FlEm W ME > L BIG L 72K R TH B
(Garfinkell949, p.376)c ZDEHEIZDOWT, DEDEIC
HEEEZS) LN TEL),

Garfinkel &, TN HEHN/SY —2 &2 Z DjiE
RELTHVEZLIZEZHDTRWI LN EETH S
ERRT VD, WB O FHIRER L, BNy —
O] THY ) BH, TOXH)HEmRTHZ W, 16
BRI E D DO THE LTIV, A BRI,

135

LB &) FERZ R W LEREENICH 25T
DTHY, ERBFEZ, LB L) R SHERR SN T
3757, MBS 2D TRIFIER S v,
Garfinkel {2 XA, PRI, BFZED BB, 2 &D

LOENAIHLEETHHDTH > 7-—BHFT DI ) B3

DFER, BHFOZETHE RO, FEIN-A
IOV TOMEN LB LDOEBEZRTIDLELTO,
P D347 D EFK OB (Garfinkel1949, p.376),

Garfinkel(1949, p.375) %%, EFBMELFEZMN LD DL
HTwapZ lid, 1S, WIThomas ZHKT 5 [HRiK
DEFR] OBMEEHNT VWL LR, RLTW5S, HED
HEFOLRN R E T, TROEER &, 1755
BHRFFTLHDOD L) ITHREN TS, LAL,
Garfinkel DHEIZIE, )T AW EEZHEMUSIEL W
SEVNDLIS | [/

9, ZoOmLERICHEIR TV Sh
% Garfinkel (1948=2006) {28\ T, Garfinkel i&, #k
KFHHRICBVT, ADTAT VT4 T4 BB #
ENDEREDPERFT LTz [JLHRE T HEANITER
ANITAANIFEZZILI2TAT Y T4 TADBITH 5o
Garfinkel(1948=2006, p.160) {2 L 1L, FhaxZ#19HIC
BOWTHERTAT V747413, HEWLFE 2w
BHDTRITNIELLBNWESINT WD, TAT VT4 74
LiE, ABZEIDHHBDLENHITHES L, AT
T DB EEZTVDIZT ERVHDIL, SIS
WEAfECdH %o Z1E, Garfinkel DFFETIL, FL4H
XFREZITTVEEV) BRTOH AN Z Y EZ KD
Thbo ZLOLEIE, WAL, HEWZLEEZLOT
AT TATARBE) ERADLDTH 5,

Garfinkel(1948=2006, p.160) 1%, #E&mYZ ULV
S 2%, Florian Znaniecki D EBAICHFKTE2HDELT
Who FIEIOMENC X UE, Garfinkel 252 ORE CTHEA
LCW=dld, Znaniecki DZFEAE Social Actions(1936) &
RTIv, ZOFEMEEIZB VT, Znaniecki 3, H&194T
Fk, WEITHEELER DT HBELTERL, TOEK
Mk % AT 35 W) M EZIRE LTz, Znaniecki
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&, TR EFR] LV )&%, WL Thomas & &b
V27273 Znaniecki, 1936 D172 QR OH T, £hg,
fi1 % ELERENLHEL T 2T RITAEOLKOH
T, MiF %2 B OBRBELEFRT L L) FEW OB
ATRERELT, HwbHhTn/zd

YL EoRBEICENE, OB F TO Garfinkel D J5
a3, [T FE O N | ICBELEGNITADRL RO
FERAZB O T T e [HE DR ] 132 0b
DELTIEZFHIN TR WA, Z1id Husserl DB
%4k, Thomas, Znaniecki, Burke 5D 757 <74 A
QS FICHRT S [RIEOEE | O—2DFHICD &
O, MIFOMEFEEOLR,IC, HFLLTEEATY
726

IV. #&5& R

AETIE, 2EDZbzFiEL.

(a) ZnanieckilZ X 24L& %ML, fhEoh T2
A NI L CE UL AELE LCOfT A 24L& %
OXFGLRLL, FHOHRMIITZEEDTH o720
HHBOFTIE, WRDOEFZD —HL LTOME D
EFex A, MBI BEGZD8)1% € OREN
WELT D (MBI ] & F 7, fTh %4
EMERONENRIEALZL, TOEKRTIHEDI-
DITIFZFNEERTTHTH L LDFRERELZTAT NS,
COMFIBHANTH 50
Garfinkel O AFE £ ADWFZE I, #5091 HLk S
N7z ANHRLE VO BIREZXI G L THHDOTH D05
Zhug, —EDOHPHDOANA DB THHRDOB DL LTI
BEINDELFEHEBAAL LTHBEIN, @D
BEAHE, UEMBELTOfTB LRSS D, &
CC, [HE WO X, T174E OB ] OJF
HNC L7250, 29 L7 EMM R AZ 4635
NaBRENSE2IAE LR T A AZDH E 50
TH5LOLLT, HFEIN D,
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everyday activities. The reflexivity of that phenomenon
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permitting us to locate and examine their occurrence the

reflexivity of that phenomenon establishes their study.
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Approach-Avoidance Orientation as a Moderator of the Relationship
between Service Provider's Communication Styles and
Customer Satisfaction
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Service encounters are essentially social
exchanges. The interaction between service provider
and customer is a crucial component of customer
satisfaction (Solomon et al., 1985). However, most
research in customer satisfaction fails to include both
service characteristics and customer characteristics
in a same model (see Anderson, Pearo, and Widener,
2008 for a similar view). Thus, the primary purpose
of this research is to examine the interaction effect of
service characteristics and customer characteristics
toward customer satisfaction.

As for service characteristics, we examine

a property that is particularly distinctive of services

142

- communication styles. Given the degree of
communication involved in most services, it stands
to reason that communication styles used by service
providers might affect customer satisfaction (Mattila
and Patterson, 2004; Sparks, Bradley, and Callan,
1997). This research focuses on low- and high-context
communication (Hall, 1976) to better understand
the differences in service providers communication
styles.

As for customer characteristics, we feature
promotion-prevention focus (approach-avoidance
orientation) highlighted in regulatory focus theory
(Carver and White, 1994; Higgins, 1997). According to
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regulatory focus theory, individuals with a promotion
focus (approach orientation) will regulate their
behaviors toward positive outcomes, and those with a
prevention focus (avoidance orientation) will regulate
their behaviors away from negative outcomes. The
effect of regulatory focus has been confirmed in
various consumer behaviors; however, its effect on
service encounter and its subsequent influence on
satisfaction evaluations have received little attention
in extant literature.

This research shows that individuals with
high approach orientation have a higher customer
satisfaction with high-context (HC) communication
services than low-context (LC) communication
services; whereas individuals with high avoidance
orientation have a higher customer satisfaction with
LC communication services than HC communication
services. HC communication services provide
benefits for individuals having high motivation to
approach positive outcomes. Individuals having
high approach orientation are highly engaged in the
pursuit of whatever incentives arise (e.g., unexpected
opportunity). However, HC communication services,
because of their ambiguity, provide risks for
individuals having high motivation to avoid negative
outcomes such as being ill-mannered.

In three studies, we test the hypothesis
that customer satisfaction toward HC vs. LC
communication services is moderated by customers’
approach vs. avoidance orientations. In Study 1,
we examine customer satisfactions toward HC and
LC communication services based on customers’
approach-avoidance orientations in two service
categories, restaurant and entertainment. We show

that customers with high approach-orientation have a

143

higher customer satisfaction with HC communication
services than LC communication services. On
the other hand, customers with high avoidance-
orientation have a higher customer satisfaction with
LC communication services than HC communication
services. Next, Study 2 replicates these findings
using an experimental method, where the service
category remains same and only the communication
style is manipulated. Finally, in Study 3, we find
further support for the hypothesis by testing in
different culture (the U.S.) and service category (retail
store). The pattern of findings, which is robust across
multiple cultures and service categories, thereby
highlight the importance of considering both the
service characteristics and customer characteristics
in understanding customer satisfaction.

The findings of this paper contribute to
the existing literature in several ways. First, we
extend the literature on customer satisfaction by
showing that communication styles and regulatory
focus have an interactive effect on customer
satisfaction. The finding adds to the growing body
of research suggesting that a parsimonious model
of customer satisfaction demands consideration
of both service characteristics and customer
characteristics (Anderson et al., 2008). Second, we
extend the literature on motivational orientation
by demonstrating the effect of regulatory focus
on customer satisfaction processes. Finally, we
contribute methodologically by employing multiple
methods to elaborate theory - survey studies to
explore hypothesis in the real-world settings and

experimental studies to examine causal relationships.
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FAZIE 20 I [HARVE@HTR) 19854510 17 Hf) p11
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BUIRAFRFFE HEHIR
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—RBAREREZREFWER KR

&Il —EB
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FOMEICEVTIL, EDLSITHEBLEREDRVEREZECILT, BN —ERZRHETEIENTEENENS
FEEBICEDVTHMIENMTONTE, L LAars, REBLERLRVERLIH>THLBEBETHOBEICOHL SR
WELDSRKLH B, AR TIE, REBLEZORR (FEXLYEE), Y—EX - IXAHVVI—DEE EBRLER
BY1%), BFR#H () £2ZEL, A0 oN3RB0E0T Ly rv— BERN BEHE BIHHER%ZERF
HTERTS, AREFEORFRPEENRICKBLUICER, Y- XMIIBEOMEZ BTMRLY)FMICHATSZ
ENTEI, CORERDD, T—ERXR—Ty—ITREESEEZOEMTH BV RI ALY FEREL TN S,

F—7—F

EHF, 507 Lyivy—, RESLEEOBRR, Y- -I>hUry—

. 1ZL®IC

F—CREFIMFREFO—DDOFEELREHRTH L. &
N7 —CREHRMETLI LD, R MH O HE
THAHILIFBRIZLEB DN TS, 20720, kD
WMRIZBWTE, EoLH T —LxME LT L3¢5
S FED L EECTH 572 (Foster and Cadogan,
2000 ; Guenzi and Pelloni 2004; George, 1990; Hartline
and Ferrell, 1996), L22L7%27A55, FHAOHFEATEICE
W, BN —E 2% 2T, BRMElEL 2w
ERLIELITEETYS, B2, BILWRICH %
FHIDS, ALK BWHTLWELE, - —E X% 0 5
N7z EWH LD TET, [E T LoT, ZOERE
NP LB LV FEDVFETHEN S,

RWFZE T, BN —EATH>TH L Dl
RRBEBENIIOGEL RV &) IEERKIZIED W
T, COBREHETLENEZHRL, - A
WIS ESELMED D H DT, RUFIE TR LI
HEO®HY — AL R ELT, - ADOHAH,
B LOEE B L OBRYE, BB O FERO=2>D YR

BEDIIITHHDBDOT L v v —, BEEEX, HEE
JE, FLCHIIMEMIEE L 5.2 50 % FE BRI 78 T
AET %o

. EITHAR

. BOT Ly r—to—ERBETH

TR 0 ZAFERIC B VT, HEHE O B Ak
S5 FERIE FACRGITH A BEE (Attitudes) & ¥ &
B BL#E (Subjective Norm) ® D DERZE RSN
Tw5 (Fishbein and Ajzen, 1975)s Z®DEFVIEHE
BATHII TR BWTIAUISEIHENT WSS, — K%
HNOWEATE % HHT 2720 DE TV TH D, LHL,
BT T ARREEIITHE B OWNEE 7 22 A2 Lo TR
SN, HSBEIIHRERTH LRI XYRESN S
LERDE, Y—EAQMBEATEICEE 2B LT T
PEEE LR DX BER &9 G Ze el A 0 B2 R 1
EE STV,

ZO7z, BEROBEEATEICE LTI BEAE O B
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EFNVOHMANE 25N 5705 HE3EHE B O NE%K
MWEELLEER 2T - AOME T B Z3H 572
DOETNVELTEATHTHLEEZONS, Thb
L, H—CAOBEATE 2 LD RBEFET 7201203,
NBIRRICHE T ENDZEE T L ED D Do Lo TR
ZETIL, DT Ly v r—L Il a% s A BROER &
LCEN AL LR I—ET D,

BOTLyTr—bid, AADORYY) ORTHL Y
DEHRT, MITDOEITLeZHTERLTY, kAL
MBI ENTET, ZOFTFRDTLEHIEVHT LY
Yx—%{GT. SOOI Ly x—%EZHI LT, 5t
AN —E 2% 2T BB, BEIEERITHLTRA LR
CEHELT, Biooh 28R %2 Wb e TERVEN)
KA HATHZENTE S,

FARMHETIE, BOT Ly Ty —IMAT, o
WEEER, BRI, TLCHAIMENb <L LT,
ROV —C AT AME TSk E5E T 5,

2. A% - WXREOBERYE

FTATHEE TRIIEER EHZE OMAPRIT L, F—
CADENELFHEI SN, 7F 8- aY) 74122403
ALV ZEIIRENTWS (Bove and Lester, 2001;
Goodwin and Gremler, 1996; Gremler et al., 2001;
Guenzi and Pelloni, 2004; Mattila, 2001; Pugh, 2001) .
7z, BF AT EMA RN EEB OB D7 7205 % I
B35 MmA E (Foster and Cadogan, 2000) 5

LAL%dS, EllL7z5912, #Eh/zH—E¥ATho
ThH, WAOBEBERKICESSvh, BE LRI
MR C AR5 D720, RUFFETIIH O
HEMOE2IC, BoT Ly vy—, BEGE, Hilil
ERBFEFICERE L, (63K R L H% & OBFRD I 2K
WICBIT D, N2 E %o SNz OLHOM
&7

9, BRIFRBREZR -T2 R R Lm0 MR %
FoTWAHNIZEDOZODRNEEZ, 29 LK T
ED LX) e —C ADWERAITHI O D S B hERGFET %o

Y—ERIXAIYI—ICBIIPBETH -ATFLEELOBREDEE-

155

RO LIEL T DL %,

Wi la MEF I DEEZDIIIBGOT Ly
Ty —%EL b,

IR 1b B2 LD H L DI H3Z OB DOWEE
ERAE .

R Lo PII%E X0 2 13 ) A3 E L B2
A,

IRF1d I LD HEHE DOIT) A X

A

3. Y—ER-ITAHIVI—

MR EHEOMRIET — Y A% ZIT BB —DODE
BRERTH L5, —CAOMHIZ L ->THFER LB
DB R % 5 (Lovelock and Wirtz, 2001), ft3E
BEHMTHEADL VY —ERITL, EERLBED
MR RE R EEHEHEEZON D, ZHITKHLT,
PEER LML VT —E AL, HEBEBEOM
BROFEENLRVEEZ SN D, £oT, RIFFEDONGH 2
WEULTFDEH T 5,

Wit 2a y—E R T A7 —DRVH—E R

INHENH—CADIIIBE DT L
Y —%E L b,

R3i2b H—E R Tohory—DKnH—E R
XDHE Y —E 2D BZF DD
HEMDE,

Wit 2c =¥ A U hT70 7 =DV —E 2
DB E T — Y ZDIFH A3 E L
A

W#2d H—ER- o hy oy —Dknit—E R
BV RN AN e Y E S RiaN 1 i F=a |

D
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Y—ERIXhIV7—ItBIRBETH -AFLBEELORREOZE -

4. BF

SHABROBHIS L 52520\ E R E R
M Thbo HRFIIBILLEATHIETIE, Ax2%H
SEZIMFOMTEZROITEHZLESTWSELTW
% (Goffman, 1956; 1967; Oetzel and Ting-Toomey,
2003), HEFOWIEHIIHMTFOEKEZEAL, N
D RN BIARIZD W T X7z (Lueng and Chan, 2003;
Redding and Ng, 1983), ~—7 574 ¥ 74 FIZB VT
b, SHABRO B CHE A D X ICE OB E TS
WEEGZTO0HIZESIN T 5 (Shi et al. 2011),
L2LES, y—E R - =7 T4 75 HIZB0nT,
T OB EZERTLMIRITT AV, TIUTIE W
ZEZ [T LS H S, LAL, 9 L7207
P—EADIANED LI ICHEZIT LS, 20
JEAE DI L TR R E RN SN B 2 5.2 B G
LCTw5 (Grace, 2007; 2009; Kao, 2010)

CHUTK LT, AR CTIIENIZ—E 2L W) T 1)
FOHT, WBEDL) ITHZOITEIEEL G2 5
PO WTHLD D b0 LT, RIFEDIH 3IZLLTD
LBYTHA,

# 3a T DFEA L) BRAADITZ) 30T

Ly vy —%E&L 5,

=-| YIEELEEEORICEDREZT o IER

R 3D HFOREVALD BIRNADIZH) HZD
B OREEE A E

Wit 3c MTFOEVALY BEWADIZ) A WEE
e BEATE

RFH3d HTFOECA LD BILADIT) A
Eib=AE AR

. REAE

VoG MGES 72012, REf7ETIE 2 (=¥
AR © RABE vs BN ) x 2 (BELIEERED
BIFRIE - #III%E vs ) x 2 (HFERK & vs fK)
DEBRTHIA 2R 5. AN RITHALPEOL
TREFET, BRI X->TF =2 20T %,

FEEANFICBELT, £7, BBREIISEARIIEEN
52035 (Between Subject) DE WYY FIFAEZ 5N
%o TNENOLAEIZ, MN%EHER DO DOOIRWRA
g 85 (Within Subject)o AET4D2D T F 14T, #)
A7 BE, HlE LTHA LT A3ERRE, #
WCADTc A== —F v b, HEELTHHLTWA A—
NR=3=r v bDMUDOTH b, ¥ )FDHNEFIZH—EX
2T TWARES, FrLvimzhooh-tXicEH A
IMEVHITRNT DD, TNENDOTF)FITHLT, ¥
DT Ly x—, oo RHOMEEX, WL

i flﬁ@\% ¢ daf p-ve}lue ElziéJﬁE@\% ; df p-va.lue

B2 - LA (2-tailed) W% - (2-tailed)
WDTLy v — -0.211 -2.917 68 .005 -0.254 -4.582 97 .000
TEEM -0.507 -4.060 68 .000 -0.480 -5.279 97 .000
T E i 2 -0.333 -4.079 68 .000 -0.214 -3.557 97 .001
FRb X -0.275 -2.788 68 .007 -0.755 -6.556 97 .000
BTy vy — -0.249 -3.698 73 .000 -0.504 -6.185 77 .000
WEE X -0.527 -4.752 73 .000 -0.628 -5.369 77 .000
e g 2 0.054 490 73 .626 0.128 1.922 77 .058
AR -0.203 -1.626 73 108 -0.192 -1.833 77 071
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J, FaiMEREZSMRNETHEMLTLS ) MAT, B
BREH B OWN T Ei#Z S HNETHMLTHS ),

Bo7Vy Ty —OREREZTHADR D%, ZHL
72 1 Kao (2010) & Furukawa et al.(2014) #Z&#12
LCTWh, F/2, MiTE#IZ10HEOYM CRHIxN %
25 29 L7282 R Oetzel and Ting-Toomey (2003) %
212, 6HBIZACH ISV TOERM, 7Y o 4HH
AT WTOEMTH 5o

IV. &R

I ERBLBEEDER

WEEREHE OGRS (W% & [HE%] OZD20
= EEN, WHEOBDEDOKIEETT ). TR
ENTWB EHI, PEEHARDRERIZF UM EZ /R LT
Wb ERBEOYA, ANKLEEZOMIIEOTL v
Tr—, BEEEX, WEL, HEMEMICIEAEOE
Mo Hla — K1 dE2ZFT5). Tz, %
RiEbh»5 X912, IRELY SHEEZDIZHI VY07
Ly vy —% R C, BEEMN, BEEE, TUCH
MEKD W ENHLI R T2,

WX LT, e 0% aIcid, MEg
FHOMIZHEOT L v ¥y —LHEHEBERIZOWTIEHED

K-2 XBRERMTNIBDEDRE

Y—ERIXAIYI—ICBIIPBETH -ATFLEELOBREDEE-

B LD (AL a LG b E2ZFFT5), WEHETE
EHFIMEMIIOWTIIA RO Z T v (G 1 ¢ —1K
Bl AFFEH), PHEEZZE TS L, WIRZEI) bHHE
BDOEIDYOT Ly v x—%2 &L, BEERIE WS
Ebh b, 7z, PIAISE L O E L b B E 2
AR (3BT )o PR ERNZR R B RDL (K
1%2Z),

2. Y—ER-IvhHIr9—DEDE

WIS, EREBEEEMBYIHERLB T 5, FHME2S
Rol, EERIVDBEMTNVHOEZI VO L Y
T —, MHEX, Eﬁ%’(ﬁﬁﬁ Z LU CHA M BN
FIEO L, W% ORE, hEE EIZKOD%&%%%‘}:
b, %@&%;D%ﬁ:ﬁ’uw%@ 39 % Ji i )L B & 1R
MRS (IRFE2 ¢ LR 2 dDFDORER) o 728
HWEOYAL, ERBREIDDEMTIHOEHI VLD
Loy y—%E& LS (IRFL2 aDMO#ER) . 2H L7
FERIE, Y —CADRERLBR O ESG DI
Ehoon - BEOMELREDRELH L LI ﬁ:bhéo
BIZIE, TEMPZDD, PLTHHEDbRVWEE VL] &
Eonb LA, ZOMICE LGN ZRIERIZ LD iE
BRI LLEDH 5o

SEH D ; daf p-va}lue D 7 ¢ df p-va.lue

FAbE - oL D s (2-tailed) || EZkE - ANNIED Py (2-tailed)
VA & -0.410 -3.677 141 0.000 -0.115 -0.921 174 0.358
Wi R I -0.193 -1.484 141 0.140 -0.176 -1.267 174 0.207
i i S -0.429 2917 141 0.004 -0.262 -2.350 174 0.020
TR R -0.749 -4.893 141 0.000 -0.381 -2.581 174 0.011
DT Ly x— -0.448 -3.643 141 0.000 -0.365 2438 174 0.016
JEEEX -0.213 -1.399 141 0.164 -0.325 -2.075 174 0.039
Vil B i J -0.042 -0.360 141 0.719 0.080 0.690 174 0.491
TG R -0.676 -4.472 141 0.000 0.181 1.185 174 0.238
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| FEDQITHER

BOT Ly v—

E320 E320:
BRTYIS REGYE
#imE BEE AEE HER
BEAX
E¥ass
BmiYig
EE HEE EE BEE
BEHTE
E£8R =Bk
BE7YIS BRFYE
EE HEE VEE FEE
BiEEN
E3= ESpAl
Bm5YE BRTYES
pEE wEE neEE mEE
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3. BFOEE

RO BT, HF 2500 58ICHGHS
DEFLVHIME L 2EE STV RV, L LRDS,
17O &ciE, HOm e AT (b Ao 112t
FTHERE) OO A D 5o AWFZETHRH LTV A
TollE REEZIE, HORTF LA 205 3 57
DHEBEEN TS, 9, HOH LMW 25507
BWT—2ODMFELTHN 5L, WHPLAEZMHAT
XNV Wb h otz F07-0, HCH LM T-%
G CTHGERIT 572,

6HHOHCM L 4 HEDOM AT T2 FH L, Bk
HOHCH TN O BEE T 5. 2hhb,
ERREAEMBVHOZNZTNO Y F ) FITTRTOH
Bt O H O T- M T O 3l E RT3 5, P9l
WX THEBRE A HCHT- L AN T OREW IV —T&
BTN =55, FOLT, 50T Ly vv—, I

®-3 ABTF O

Y—ERIXAIYI—ICBIIPBETH -ATFLEELOBREDEE-

HEM, WEE, FiilENZ 7V —7HIZEORE
{15720

I LKADGMNINHA D E, HEEHARDOWPERE
DM ED, HOHFL) bMWARF DTS O BEE 2T
Bo LLGDS, seBhd b b —E ADMHHIZIX
HEWAH D, PEIOWERE DY HICIL, ERBEOBELT
LI UNTTRED) % JEE 1Y oF (R ARV I A DTA/R 1))
WaE, A FAECAZSGEOT Ly vy —%EL
&L, MR EM R, FICHER IEZoMIA S
ns,

—75, HAROBIERFEOREI12E, BMENHL)bE
BRDIZD DMUNE T OB D %o MInl% & HE% O
MWD, BMATTFOALDIEZIDNLOT Ly v —%
ME L %0 LL, MIEE DRG0 05 WA D
FWALDIT) BEEEEXAE L, i ER D R,
MEEHE DR EL %5 LMW NTIT OB %5,

p-value p-value

150 2an |5 Y @uiled] 514 an | U Y eailed
BTl S 2317 | = | 2363 | -0254| 67 800 | 2364 | > | 2052 | 1765 | 96 081
Wiz | 2527 | = | 2577 | 0264 | 67 793 | 2669 | > | 2249 | 2133 | 9 035
R am% | 2156 | = | 2125 | 0152 | 67 880 | 2098 | > | 1660 | 2304 | 96 023
- W% | 2733 | = | 2500 | 1021 | 67 311 | 2529 | =| 2191 | 1547 | 96 125
f— W% | 2289 | = | 2167 | 0593 | 67 555 | 2765 | = | 2574 | 1129 | 96 262
LA 2.578 = 2.583 -0.030 67 976 2.922 = 2.851 0.409 96 683
— oz | 3022 | = | 2708 | 1410 | 67 163 | 3118 | < | 3681 | 2835 | 96 005
= Wiz | 3333 | > | 2917 | 2086 | 67 041 | 4020 | > | 4277 | 1219 | 96 226

E‘E 1& p.value F‘i}‘ ﬁ p—value

36 A s8A | 5| Y @taied)| 46 2a | b 9 @tailed)
BOTL S r— 2.837 = 2.654 1.262 72 211 2444 = 2.165 1.649 76 .103
W 3.151 > 2.842 1.876 72 .065 2.820 = 2.853 -0.144 76 .886
W W% 2.361 = 2.316 0.254 72 .801 2.109 = 2.000 0.548 76 .585
- W 3.028 = 2711 1.510 72 136 2.630 = 2.781 -0.682 76 497
i pmE- 2.722 = 2.632 0.413 72 .681 2.935 = 2,938 -0.020 76 .984
T 2444 < 2.789 -2.253 72 .027 2.761 = 2.875 -0.766 76 446
T W% 3.944 > 3.395 2.612 72 011 3.826 = 3.688 0.639 76 525
- W 4.139 > 3.605 2408 72 .019 4.174 > 3.656 2416 76 .018
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x-4 BECEFO AR

p-value p-value

390 soh | 5| Y @railed) 504 N e
P71 Y 2355 | = | 2305 | 0.293 | 67 771 | 2354 | = | 2068 | 1611 | 96 110
W% | 2546 | = | 2543 | 0016 | 67 987 | 2566 | = | 2366 | 0996 | 96 322
L 5 % 2.077 = 2.233 -0.812 67 420 1.960 = 1.813 0.757 96 451
= W% | 2538 | = | 2800 | -1.194 | 67 237 | 2260 | = | 2479 | -0997 | 96 321
J— W% | 2333 | = | 2133 | 1015 | 67 314 | 2600 | = | 2750 |-0889 | 96 376
W% | 2615 | = | 2533 | 0470 | 67 640 | 2840 | = | 2938 | 0567 | 96 572
E— WE% | 2949 | = | 2867 | 0379 | 67 706 | 3220 | < | 3563 | -L709 | 96 091
= HWl% | 3128 | = | 3.267 | 0702 | 67 485 | 3960 | < | 4333 | -1787 | 96 077

=) (S p-value = % p-value
42\ A | U Y ailed| 314 un | U Y eaild
BOTL o — 2.871 > 2.576 2.049 72 .044 2349 | = 2.315 0.198 76 844
R 3.170 > 2.759 2.523 72 014 2.866 | = | 2.808 | 0.253 76 .801
e Wl % 2.452 = 2.188 1.491 72 140 2.059 = | 2068 | -0.047 76 962
- T 2.976 = 2.719 1.207 72 .231 2.706 = | 2682 0.109 76 913
i Hml % 2500 | < | 2906 | -1.878 72 064 2.882 | = | 2977 | -0.704 76 484
B e 2548 | = 2719 | -1.079 72 .284 2.794 - 2.818 | -0.162 76 872
R W% 3.714 = | 3.5% 0.544 72 .588 4.000 | > 3.591 1.943 76 056
- T 3905 | = 3.813 0.397 72 692 4.147 = 3.818 1.514 76 134
V. B A LA LA, T oREF RN L & 75
= = SHRE IR Eﬁgﬁ“ 75 3
RATBIE TS, TR E OB LRz DIERIET AR,
Ko, BB ERE U B S 1L Bk 2 WS 2 T SPEIBRURL, TERHEME S ORCIRETS =
BEE S P\ C L ARSI KT BT L LIZEoT, R OWHERIDE T2 &) eAThgEL —
MR HBT2 201 55T, D) LERgosery  OWHEMEEOTLY Sy = e T s b
f%<%$j—é:kﬁ§f‘§f’ ’\)Alﬁx“(“&)%o if:, %@i%‘@gﬁg?bs‘%g%%:‘ﬁof:kl/f%,
o BESER L A O BIRAS L HUE (B ), B0 B FH—ER - 2o ATy —IZBWT, EEREBE O
Ay~ e
FRREED B LR SRV RO T Ly vy EARISTRAENARETD L,
b o CIEEI L s ). W Ry EHOHTEIIRI LA R T St AT
. CREATH T AT T &5 T L7z ZORRIE,
AL, R O TR b oy, DASHEORBREOWHREHOE FEY b, A
HC, BHONEEATORERREE gy PEITREREREe) S EAThR o, LL,
BEY—7FYIER AYTFLYR - TAS—F1¥ T Z vol.3 (2014) 160
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% (GH1), COREMIZHiAN/L ¥ —~< i, Chuck
Arnett H& & Tool Box D H#ETHY), ¥4 N—D<
AT X =RN=T V=, S, L= T AV T v —
HWMOT—F4 AN HPETFTINER 5720 19714 H—
23— Tool Box (Z#B T FFBASEH D FE R AHICHE € Sh
TSN H (B 2), ZOREM%ZE L7 Life
HOBE, [FAFY IV I ATNIBITDS
[LYF—<VF N ELTOVIAFT T Y= v %
RETHY VRNV TH YR 720

BE-| 1964 FIZ Life 55I2#B# T /- LY —/y— Tool Box
) BEH

R EE DR
BH-2 HHEHEE TRY FENIzL Y- Tool Box

HiFf : Found sf
(http://foundsf.org/index.php?title=File:Gay|$toolbox.
jpg#filelinks)
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Tool Box IZ #t &, 1966 4 12 1% Febe' s % Ramrod &
W T/ V=N T VA AR — MEWITH
WATHELT, F72, 7AVHAA M) —NEBO T Ty
W&, VE=Ux v Neh, L= r iy —
VR, T=, N=L—=F TR WRTLWIR)E,
VAN VS EREL, 74V A AN — NI L —
<Y, EBILYF—H TN T v —IZHERDDH B AT O
PN & LTEER L 72, 1970 FFRICA B E, T4V HAR
M) — FRGIERTTIE, LY —N—bLHF—HFTHNF v —
MDY IR ADBIED S HITHIINL 720 PN # I R
TROBBENKREL, BEPBOLF—FTANF v —
ORGIE#TE %) (Rubin, 1998), [ 3T 7V~ 4] LIFIE
NbHEH o7z,

TANVHFLAZARN) = ML ORLIL, L —YT
ﬁJD%ﬂ"—O)FPAL‘»kL’C 1982 41T B &2 W R 720 L
L, ZOH%REFITHER Lz, TORMITT A XEGD
%Lt%ﬁfﬁﬁfﬁ%ﬁ%?&@;@ﬁﬁf%of:o 19814F, 72Y
HCIAZBENFEREINZLPANICHESH, &
o)?‘ﬁlfx“ﬁi‘iﬁé IV 7Ivy A% GO REBI & T
DMCRHICIER U 7ze =4 ZEYPDEIEIE, I AF T
X—=7yMI2DORELEEERITL LD,
YAFT=r v MIBWT, £ LDEREEIEFEIIE
TL7z2eTHb, bHIVEDDEER, At T~ —
FyrDOLF—rDIAI 2T A OEEEEBSE, [H
WX T ENLHEEIP LIV e TH D, A
ABBEOHEBEBRIDEVICOBFTH 572720, KL
TRE VAR —F— D% FEHRE Z T H72OITE T AR
WSS DR R o7 2, MIBUFIZE S A
REGANOFHIEDIEFITEL, T ADFEABEH I ES
CEHEN L 0727200, TA REG L B o8P %
A —F =y =v 7IZ[Y, L= TV F v — B
DETAAZRGEHL, BEEMOHMKIZBITLMBOE T+

W& L7z (Rubin, 1997). E512, T4 RGP T
FE L BERD A LCTOLEMCATIE R, 50
BIRICHBE SNz Z DA, 1o OBRIZREZ S
Tholzrzd, M Sz ABpEIXREEZEH O

169

2271 LIFEBER D RSER NI TE R STz FEEE,
FHENLF—=F TV F v —BEOJEH - VR A
1%, TOBRFICEMEZEHZNNTIOLANT VRN —, U A
257, 22Ty R—=NpEIIE D572 (Rubin, 1997).
LY =BT HVFr =D TR AOMPIL-T,
IAFT =4y M, L=<V OB N DREE
W7 AR DY 3 T o Tz0 F72, FADHEFERD
D, RELTHRX P LHNE 252820 h>7 THILT
YIATTI—r v MBIV =T F ¥ —I3E
—®EIZEST,

T A RJEGe D EIE I ZT, #5762 25 0 F it
b, YIAF T —r v MZBIFALF—F T hNF v —
FIROERKD—DTH -7z (Rubin, 2000), F7 5
YETTAF TRV TAARN) 7 M ‘I%%}?é%ﬁxﬁ?‘
<=7 v M, 1950 4485 & W T B 58 O & R
ST 720 1960 FEAR B 1S 411\71+%/7—$
ENMHERIKBINZ 00, HRETNE O 4
WZEoTI9T0EM B LT TRBKIMICEm SN D2 L1k
Lhrotze LAL, 1978 4EIZH S 3 #1227z Dianne
Feinstein S i BB LTH S, AT F by —
HEOEER—=ADZHMZ EDY, FIRFT =7y
FORRFIZRELZE D 572, 198L4EIC
vvarvkry—

[FAIARTUN
(Moscone Convention Center) | ¥, 94
SEIC [AZNTTF #—F >~ (Yerba Buena Gardens) |,
95 [H 7T v v A EAEMAE (San Francisco
Museum of Modern Art, SEMOMA) | 25ik4 &S
N7z BREHEDEMIIBNT, EROEWDEL T
Wo¥Esh, 724+ T —7 v MUXOROE &3~
Ny varkry =M, BOEMORY, KO
NI DO R E o7

V. LY—HThLFr—DEIE

I ARG BT D 20D F%2 1), A
F7=ry b OLF—H T IV F v —F—EFRL 72,
AL, BRI TlE e h 572, 1980 448, L
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F—H TN F v — 132 L EEIED, 1990 RIS A-
TIA ZEGeHay ba—V SN RICAEE EF 72 &
HO% A4 7<=y M, BOHIITOLHF =7 A
Fr—oOHLLR), LF—F TN F v —DMF R
Ay HE LT, ZLOBNEZVEDTTVE, $ U2 F
TI—=r v NOWFELLTOTHELRZoNITER 72D
&, 1980 4FER DS E S/ [ TANVHAA M) =TT
(Folsom Street Fair) | £V ARV NTH S,

TANFLAN) =7 xT71E, 1984 4F 1274 DIHBR
Michael Valerio & LA ¥ 7 » DIGEIF Kathleen Connell
DZADRERZL, YR FT—7 v NTHRELIZL
D724 XY NTH b, Valerio & Connell 1X 1979 4E 202 &
TODCO T &1Z L ®, Valerio |ZME& T 15 o i & 1))
FEEZ2%ET5HEL, ConneliZTI 2 =7 112BI1F5
HRROREE, 332 =F A EVRARMRET L HESL
Y LT,

1980 AEALHT A, T A XEGeAS > 752 Y AT
L, ¥ AF 737 v bOLYF—3rDa3Ia=711%
BHIFEBR L 720 ANN—Z M S, Rl zko7za
J2=74 B FHAESES720I12, Valerio & Connell 137 #
WHLAR) = NTAXRY MR L X9 &%z 72, Valerio
EConnelliZ V> 75 Y AIHNDOII 2 =T 4 DAN
Y MEWFFEL 7282, 1983 4E1268 1l 7 4 LA A M) —b
77 OFMHAE MY LiF 720 TANHFEARN) =TT O
HiZ42dH o7z 7 AF 7<= v bd (1) Huhi 3
ZHR—IL, 2) ZHLEERPET AR —F =I5
DYERRAL, KO 2R SE, Q) vy AEF T~ =7 v
MBI E R L EE T HRBEMIX TR L, ShkaL-
FTATAIANDADHEGL, TR EBERX THL L
ZHMUR - SFRAIIRL, 512 (4) A XJ&GH 1T
HEB) BREFE, NUHEEHEL)DIFLYF—<rD
II2=T4%2HAESES, LWIHIHKTH 572, 1984 4
OH, 1M ZHNVHLAN) =TT Y TAL T < —
v NCRIfEE L7z (IK2), Valerio & Connell 13, 51
B 7 A VHAAR) =TT DT =< % [ AR HIX
(Megahood) | £ D720 LF—HFTHLF v —% &

T, $IRF T =7 v bOEMELEFE D E RIS
RL, 1Y) - SFRAC X-T304E M b I SN 725 BEH
XEWHLyTFhaERELEIELIZOTH S,

Valerio & Connell 1%, £0ZLDKGHEEZVEDITAT:
DI, ARVIZEILLAL RN R RWEEZ T, #
D7=OWSI, 7ANVFLAN) =TT OE N E, £
FIELORBZIRMET 52 2 I2BW, Th2il T,
L —<rDaAI 22T 4GOI IAF T v b
DERBRALZHIRELTH 5, HEEFHELETH-
720 REGFEI\HEL S ZIMT D012, ARV MITKE
B VAAT—=IVRHILOWMA (L) DIFLHF—IRA) O
s & T ORERDOBG W T LT =R, E— &k
BRERTTHAZ VK, SLICLF—FTINVF v —%
FHTHAR—AD LI BNz ¥V AAT =V T,
HifZ2EbLIZL D D] R — ANy FANEZE 2P 5%
L7zo 2HLZZ74NVH LA N) — b 727 DIEARKERIZ,
SHETZITHEENT VS, F1MT AV HF L AR =]
771, ARCTRICLIEMERIIMRT, K774
T400 N &, LIRS B IEE AR 50 HIRIC Lo THEE
ENse REGEIZSIHANCED, K25 FVoFIiEE&E
BIENTER HONLFIRITEH, AXEHEDOX
BN E GO F v ) 7T HBRICH N Sz, 5
1E 74V HFLAN) = 72T DRI LT, BIED
Hid, ANV IR TLHIEEAEROED, KGER
B L 720 29 L72IRIIE 1980 4E 18975 L e X, 1980
FERRICTANVHFLAZAN) = 72T ORYGEF XI5 TTA
R 725,

TAIWVHLAN) =727, Y475 SFRA 2597
AF T =2y MO T O/ FEICRL,
RRXEH S TRESINBT 2L F—F T AV F X —%
—EDANLIZHIFLTHHH 720D NIz, Lizh o
T, 1980 4EA%, [FA XY MASARIBERD S DXL IE% 4{
BoNLPo/2ZLIZEIFT TRV, TNET TR
{, ZHNVHAAN) =77 SR Hh 54 oBbE
ZROEDT, ARV I BMESNI I H#D ) I
Y75 Y ATNHDRTIVAIEE AR 572120
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b ST, [ 75> v 2 a4 (San Francisco
Travel Association) | 75 b HEM ST 720 W21,
KEFRTFNF2—2RH 0750 v AaFERZHE, KT/
e, LYy M — PR EPHET S, FiliRK
DBOGHEFMRAEFEKTD 5, FHRBFATLIZH 75
VYAADBHARY MV Y F=ITEZ, THIVFLAAD
V=727 ERENDLZLE B0 o72 LL, BAH)
BERRBULI RSN 20 b 5T, 74V A
AN =727 OEEINZ, 1990 FFAUASTD AL
feld, $72, Fx ) T AN O DI Lkl 72,
RSB O REFI IR 2 VIRRE T, ST ERHBI
ANV MR LBETS 2 LS TEDE, EEMET
HBHIEEFRIFR [ 7+ VB2 AR =4~ (Folsom
Street Events) |25 AX¥ bOER A/ N—V g
VEBRILENSTH b,

1984 4 IZPfE SN2 E LI 7+ VA A M) — T =T
1%, FE 2 Valerio & Connell ® 2 A2 X - TEE S 7z,
1986 4E(Z Connell 2S¥RE D727+ VA A N) — T =
TOMEENHBLE, Za—T— 7 HNTHEATAI AL

DOAEFEE LTV 2L A Y 7~ Jayne Stalinger 75 Connell
D HBAE L 7 5 72, Stalinger & Valerio i, 7 # V¥4
AN =727 OEEHRFEE LT I FEASCAN
(South of Market Community Association) % & 3. L
720 1990 412 SCAN 1, Valerio S T8 7259 —>2 D
A+ Up Your Alley i LCWzMikE &L, IF
R SMMILE(South of Market Merchants' and
Individuals' Lifestyle Events) 23#¢ L. &7z, LA L,
1993 4EiZ Valerio & T A AEGTHE Lz €D a vy
T Stalinger b 72 SMMILE % o7z, Z D, 1995 4
W2, WAZXT Y F M oHY 750 Y AIBEL 7254
FEHW Paul Lester A%, K5 ¥ 74 7& L TSMMILE ®
HHRICEAEL 72 Lester DY — =3 v 7OTF T, 74
WHLAN) =727 DLRE LT & E LR 7
LD INTZ 0 EOEETEL EEOFEE,
BAEDTANH LA = T 2T IZZ TN T V572
JTIR%RL, 75 vy Aa, I E O IEE A
HIZH I, ARV POFEEITEA SN TV 5, 2000
ALY, SMMILE I [ 74 VLAY = ARV Y]

R-3 7HLHLRNY—F 7z POURA EZH ($EINIZ 2013 FDEF)

5 A ;
[ ko e | :
| l\;'%iﬁ%a NG }Dﬁﬁf:*+7k@ AR YA 7 — A DR '
| (32 75 Kv) (35 75 kL) (12 75 Kv) (55 Fn)
5 it v 5
D HEEAIER - 3% ‘ B 5
| T MR~ 4 A XY MDD 2R B SRAF E ~ D 4 :
! (36 5 L) :

LR EEDA Y1 —R/E BEH 204F7818) I£&£5,
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NEZHELEBL, 7ANVTLAAN) =727 OMl, Up
Your Alley, Bay of Pigs 3 &0 Magnitude &\ 42D
ARV POEEEIT) X)o7z BAET H VAL AL
V=M N ZAOHHENBY, ZOEENKRT ¥
FAT TH Do 20134EIZT7 ANV L AR — b AR ID
EMTHEIT 14007 FIVISGEL 72123 b 5T, EHEN
TWLDIIF 2 DHERAY v 7L 1L DA S v T D H
T, 4DDANRY M RHEITEE LTV 5,
TANHFLAN) = MM XYY OEETEL EE DT
RO TH Do 7ANVHFLAAN)—F72TI21E4DD
WAFEDD S (K3)s 12HIE, ARV MDOAYTHRY;
BT DR A= a v OINATH Y, OV
FIFME - 332 =7 A MRRICHFR S B 28Ik oTw s,
TANVHFLAN) =727 TiE, AV MDA R
DRT T4 THEE SN D, DI, KGHITHLT,
FA—2a U IR FIFE - 232 =74 MARICH T S
HIEEHMT L, FOLET, =AM TEVDORA—
Yav KL TS, KD ZLDORGHEPLRA—V 3
VERBELIZOE, TANVTFLAAN] =R AR VE, Fi—
avEfTo R BICAT v h—% 5%, TOAT Y
H—% DT 7RG E LI HP 5 XToOE—L - flokbkE 1
FIVESHZDEVHFIEREY L7z,
TANYFLAAI) =7 2T7I2BIFE2DOHDOILA
E—)b - SRR DR TEINATH %0 74V H L AR —h
ARV, ARV IZYTIZE D= - fREPKA Y ~
FZFEL, E—VREKDORA = =2 EL AR
THIEL TV D AR MYUHIZBITHE -V - fEKD
Woeid, ZLOIFEFRFERRITI 2 =T A HERICEZCLT
Who Bz [ A4y H—F—24 (Gay Soccer Team) |
EVI) I =T AMBESRT VT4 T EREDE, TV
LAY =R ARV DBE=)V - HEKROWFE 31200
TEDRT Y TATZINMT . ARV IYHIE, Zhb
DRTYTATHARY Y RaEETHDTH L. HAFIRE
RN SE— - KO ANIA N R DI R
G728 %) Db, 25%ld A Y ¥ FOEREH DS, 75% 1%
TANVHFLAN) = MRV PZTW D, T2, (F5N72
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FoTIZBEEZDODDOEL LY, D X)) BALRAI
T, TAVHLARN) = MRV VIIAEEEFHINTLZE
MWTE, THEFRZ, FFEFIFIERT I 2 =7 1Mk
HODF X ) TA GBI D720 OB EZETHIENTE
LD THbo
TANHFLAN) =727 D3 DOHDOP AT AR Y
P —UATH %o AR —HlEEIE, 1995412 Lester {2
YoTHEAENTz, Lester i, DO N—%FTAL, /N —
DF —F—=L)RVAY NI =7 RO RNE T AV AR
M) =" ARV Y DOIPIRE, PRICAR I — D
WMEEE720 7HNVHFLAN) =72 TS DOKYH
Wb e, iz, LIF—N=PE = A—h =Rk
A—H—IZLoTEELRHETHLI LN, KFE—L
KN TAF AR —12RD 2 LT CICHEL
720 ZOARH—FRIBE T THVTWV D, EHIC
PIAF T =2 POWICRFERTA DA T4 TRFER
EHAR =LY, 2013 4RI AR — 31T 28 £
\ZEL7,
TANVHLAAN) = 727D A4DOHDOPW AL, T—A
DEFRTH 5o 20134E, 7ANHFLAN) =+ 7271213,
228 ODWET—=AHEH T bz TNEHDOT—RITHEME
FAHEmW - P—ERIZLoT320H 7T =0 oh
TEY, ZOh7T) =L LG Z 7 4V A AN —
MM XY INIH ST S, TR IR LT —RIZIEE
FIHRD7—2THY, OEDDT—ADERZ 250 B
Thbo RIZEWT—AIF, BEED DT LW — By
mEEHOTYA Y LEETANEOT-ATHY, HEHZ
400 FVTH s, 30HIE, HSIE@EMmEREET A
NP2 IR T 57 —ATH Y, EFHE500 KL TH
bo ERMPRLEOVT =AW, BFREO7—2THY,
600 FVOER 2 bR NI e sk w, 2H) LR
DFREIELST, ZAVHFLARN) = N VIE, HOHH
L 72 WIEEFIFRICT LCORL ST, HETI0H
D, LFE—HTHINVF ¥ —%EIRTDI) R —
mOTHA - WEAFE LA LTD, o4 o+
VTATRGZEHELT S,
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=), TANVFLAAN) = 72T DIAMIEII3 DD
5o RARDIAANME, ZODF YV AAT =TV DKBIZH D
LZEMEMHOEERTH D, ¥V ART =V DG
FIREGEE L RITTEHW L 727 AV LA M) — |
ARYVIE, AT —VORBEEEMERIIRIL, T,
BOEOEERMZ) —ALTW5h, ARV FEHICIE,
HMDOAT =V 3=V v —bEDND, ¥V AAT—Y
MDA MIINZT, ARV MEET L7201, 11
LIRHORART Z21HLER DY, ZOFHEIE
M5BT Ho SHIT, SEAKIIREZRVDS, KT
YFATOEFRIE T AV LA N = ARV EH
THILILRST VS, INLOEHIIEETLLOD,
THANVHLAN) = T 2T OFEIFFICRT VT4 TS
IoTIib b0, ARV IOMBEE RIKLT, 20k
EHOIAMIFEF I,

2013 fEIC P SN2 30 I 7 A VA AN =T =
7 CliE, LO0OALL EDORT v 54 Tz ZDAN
Y ME, BTV T4 TRAHO MM TR ISHE AL AW
TRLOTERITRLZDDTH S, 2HILERFIVTAT
Wi, LY 22O B AL DS, 74V AR
V= M RXYYOHHERL T4 LI —DEH 2, BELH
MR E d o b7 — 27 25D, RIIISARY MZasy b
FTAHIANAET, RECAMDBEENTVD, D, L0b
GRMIARY M IV MAALDEF R—Y 313
EZIZH DD WO A 22 22720, HICTES
CEDV RO TANVTARAN) =TT DRTVTAT
Wl o7eblF TER V. R, THNVHFLARAR)— AR
YOI AOHFHLERIZ, HOOXMHEREELTNS2,
INILLDHEF T VWD, 74V LA —FT7x
TOFHETH S Connell i&, AV THIV=T KEFN—2
L— i TH -7z, 1990 FAE IS FEL R F RS
iz Lesterid, HOOSHAEREILIFEESE-, 20k
NS, BRI TATELTAXRY MIENBaIy MLz A%
X, GLABIEDT AN AHEIIBWTHRITS %2 5D
NATHBHENZ D, Lester 25 [ 74NV LA M) =R X
Y OMHEER 2000 4 2FEoo%, Ao oattoftd

T LA Z 722 8T, WARDOTIIImL 7]
(FEHDOA v FC2—FF, RAEH20144E7H1H) L3E-
72X, ZOKRT T4 TIE, HODREHEILAZ
BEICLT, 7ANVHLAN) = 72T &2 R—=FL72DT
Hbo THNVHAAN) = NI LT DOHEER, L LOHE
F M ZOEDTF72DTH 59 D

HHIE 2255, —0IF, T4 LEITLTS4
NYPEFRZY, 7HVHLAN) = T2 TIE, FOA4
W & SEE B IMEOMBEELELL, ZMEFITHS DRE
TRk R L, F72, BLWRBERIZE A
ERPLTCUENRETH D, THVHFLAAN) =TT D
EEPEFLAMEZVEDT 20 —2O N, H5
BAXRY FOHMIZEIZEFL, X2 oAz 7272
MHTHAH, TNHOBMIE, 7HNVHFLAAN) =TT
DT 4 VL7 Y—% 9LERM S )72 Demetri Moshoyannis
MiESTZHLDREERICIZ- XD LRENT WS,

BEIZOMFELARYIEF ETH Do BT KRR
L7:#%, 7)Y N BMEOT CRALENTIZTI 2274
H—E2HE 7 X)) 23— (AmeriCorps) ZZIML,
Woo ZORERD S, 1L, FEEFIFARE — LS
23507, PIZITEETEOTTR, WIBFH 5
DB EOEIN T L 2 FAL, TOBRBEIIES
e PR 7% 37 L 720 2005 4RI 7 4 VA A M) —
MXRYYBTAVL I —RGFEHELIZLEIC, BIETC
IBSEL720 RIS L) &, FEIZLF—<rD
II2=FTA4RA-oTWZL, POIEEFIFROREE
EREBRLI2Z LD DY, EORENEZOMAFETENT
CENTELERSTNDETH D, EIUTIMAT, #id
KB ANRY DR TR LR D e o727
W, LIRS TELILIIERICKERB %
U720 TH D EMIEMD ZOMFHE KT 720
i, MEAWARYMETATAVNTLIED, &40
Hrofilifi 52 TEIT, BEOAETHEEZFE-IILTNS
POTH Do BlZIE, EROFELELIZTHVHFLA XD
V= b7 27 DREBEINIREL BB ERIT T, FIT
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HAKIFETH Y, WAEMF R TEFE L D] 2L, —
&M o 23 LT RIv T4 T7ELTARY NS

ZIMLTHS)e SNODD] I =Ty 7 THTA
DAXRY I RGH I SELD% T, FldARH1C
FREEREL Do TNIFEICES>TEERD LDl fEA D
bo Tz, BLWARY M@ UT, BFISIED
R NOTICHEMNEEZWITL L) LD, ZOMLH
DERZFEIZK L S5, BOMRMBAEDIZEA LT
BEINIEBDITENINAZRET V5, EFRKTMRET
iz, WARGEIYELRDTHAH. LoL, B
EZ DL RETHIERZE L 2VDOTH b, EIZS
DHFERETOIHETHY, A OEIGESZHERFTS
CENRTESHT 2B,

(BEZDA VI 21— L B A 1 20144E7H
1H)

SRk RETRERD, ANVMITIIVMTAAL
WA EN, JEESNTVETHIVHFLAAN) = 72T
&, RRELT, LTIV Fy—2EHTLY, £
7z, LY —Blpg 2 ot 35, 6L —%Th
VT v — % EOTEHEAE - 74 TAIANVEBRT S
FEEFIFMRDER $5HL % >TWwWh, 2HLT, 74
PAZAMN) = 7271, FERWICL=—2 T, O IAF
T—7 vy ORI AL LR H ARV M el o
720 201349 7 29 HICBflE S 7255 30 [al 7 4V A A b
V=727 T, RGERDFIA0 T NITEL Iz, HH
DAY PELTIE, RS ERA SR TIFHICS
L, VF—=HTINF ¥ —DAXRY LTI IR—D %
YEHEHD, T2, E30RTANVH LA =TT

WZBWTELNINADS, HAIEFEFFMGE - 2322
TAMBEICEF 36 T PV aFfF S, A X2 bOREFN
BB IR EN Tz,

TANYFLAI) =TT ONR DB FHED, T2,

A ZDEHATT Y ba—)L EN721990 A LI, LW —
RV EOIETADE AR V2B, BOYUAFT
=7y MIEELIEIL D 77T L ==k,

174

YR -

L= VAT OE T AADRHH SN 74V AR
M)—=+BXUNY YA MY—) (Harrison St), 747
AAN)—=b (5th St) & hw =z V7 A A M) —h (12th
St) OEIEHIE, LF—N—= L =/ /NE)E,
L=< Dr I THERMTD IR o7 72, FEE
HEMET LT, LIF—=HTHNF v — OB %
WFEs 54 v —Fy MEESIEDHE I AL T~ —
v MCAIBEL, 78 hESEIE L7z AARICMAT,
TFALED DI L=< VAT OHEREE FIAT S 5 Rtk &
DATATAFED ZOMKX TR SNz FNER, 74V
PLAAM) = 727, BEWGEE AT 1 TAESHELEH
L7253, o A4 7~ —4 v ME 1980 4R DL L4+
MWIZHISEN D EHI2%Y, WROLF—HT AN F ¥ —D
Ay etz

V. 8bYIC

AEZ, DO THEEREHROLHX E LTE#EIL 72
VTV AADYTRF T = v M, RS
Kiktt, FMHoEEEbE, SNBSS 3O/
FFEFEICIoTEIEIERLbOO, LYF—HTH)L
F X —OMRYFICETLETOT O RE S H
L7260 I AF T <=7 v MBS HBITEN S48 5
NZHRIE, 3EICEEDLIENTE D,

B, TIRFT—F v ML= THIF v —
DOMFBIE A Y B 72D, MK DS FEEIC
L=< b0 T AL E A HTHY, 3770
ANDBHIEDL =< BOVEIZTIENEETH 5
5CTHbe TIAFTT~Y—r v ML, RYOL =477
VF X ="K, T2 LY - ORBIFRHITOZ
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SHAME, Fo, WL TR SRt T
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N, WHRBA=FTF 7T 2L, WILS MO W B
BT hIEDRARNTRTHL, PIAFTI—0r v
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Y7502 2ADYIRFTTI=rv b —LYF =B TALF =51 Y= X s

FOHRBIHDSG 05 LI, KB, TORDIL
B 7 BAERSAL, 94 ZAZA N> THEBIET S
A D B0 WDIE, ~4 /074 (Pl - AR - 30qb
1) OB -t S4 7 A4V EHSICHRL, 2D
lifi % FERR LTV A EIELT LDV A, LaL, 5
KNS BT, KR UL T A TAZ AN H 5 [ ]
LTWwaEZR oMM - b - 4 T AT AV, I
MAREDIZONT, T2, AV TFA TN —T DI
IoT, —HDOAAIZEFESN, FRMIUL Yy —1) X
2 (cultural tourism) OEELREIRE R LDk
Vo THLIZRA ) T4 OB - UL - FATAS AV E
ROBFL, T/, ThEfRFLBRESEWERSA
¥R, MBREFBOROEEICSINEEL L, BUBIR
BUZLSTIHICEETH S,

WIS, By =2 e VT EY T4, Ay NT—2
ZEL, 2OII2ZTAOFBEICTIIVILIWEFL
AWM OEAEE, BOCIRBIZ IR E R e % 725
DX BENT M EVEDITFL-DI2IX, FEOHMW
AEBICES>THINR TELLDTHLULEN DD, &
7o, FEOFHEERODH Y HIE, EONFHOORN%E
B TEXDLLIRDDOTH A LRI, HFZBLTHD
LEETEXLL)RLDTRITFIUT RS RV,

PIAF T = v bOREBNE, HARIZBITSBUGHR
BUZH2DODEELRIRIREGRDEEZEZON5, MO
1, FHEOFWEEBIIBNT, AWEEICTATAT
RYRERFESTWTUL, 2o— s ERED, 72, MA
PEICER, HEHWANRY M2 T O F2—AFT5Z LN TE
BNWEVITETH D, BHIVEDIF, BOLIRE A IS
5720121, BN AMPEETHLHLVITETH S,
Fy Ty THRDONTI-ETFVEEYERTL IO %
=21, HFEEZEUTHSOF RS20, BEL
7N THREERIFLEALIRML v, F72, BEHIZZT T
l, FHEIBIBII LT AICESTARIRTHL I E
ZREHTERITIUL, BHRAMEZHEIIOEDITLS
LIHELWTH A,

E

D IR E O FEE L T ORI 2 S HER S 2 M X
THb,

2)  77—APARY—F (Ist St) DO TIFHITHOT TS
N7z 7 TH A, JWDOT7—APAN) = MIHF 75
YYATBIHLT Wz TNUET 7 —A AN = bOZFED
Mk TH %,

3) Hr7Ir A THATEH T (Urban Renewal) % 11l
L Mtis 2 AR TH 72,

4) EAIRAUANYYarery—iF, 19924 & 2003 4F 128
BNz 1981 AR\ G SN BAE [ EX T AH 7 A
Moscone South) | &-EN T 5,

5) HEHEOL I a—AICLD (HAH20144E7H1H),

6) TANHFAAN)—=bT T OEEHE L I A8
I, EFOA FC2—FAIc X5 FI4H 2014 46 H 30
H, 7TH1H),

7)) E=VOWGIIHIzoT, THNVFAAN] — MY VIEIEE
FAFIR &L LCHA 1 HIRY 0BG 2 HEFL, 75
YA LW BTN 5,

8)  EEE, TANHAAN) =TT TIRTF v TORADIEHIC

IS0

SEXM
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F—=INhtyay — TNR—=)N—

s iE WAGYU
DNA Fv7"

DB
YffflckdF Y1 FmiE

TIGZTEIAIEIE S,

REFHEREICOVLTORE

—BRERZREZMER EHIR
=t
2l %
(BF) EZDNAF v 7EE£EERITR £

g pEZ

(¥%) SREDNA Fv 7R EHERER JL—TR
&k SR
=
HRAFRZREFHER B

BE "R

(¥k) Z DNA Fv 7B HERER BR

=i EE

E-3 )

RAEIEDNAF v 7Kz AW BEFOE S RIEHRE S AT LADE RPN LRI % LRI, RMEWAGYU &L
SEEMFOBENSABERORELEEAAIMRTHS, AENMEKABIEDNADIASHEBET »r—MAEEX TS
IRICEY, EFBIZEIDBEELHDIIETH, ZNoeHBET5IET, BROREYHBILBREVWIKRELY—T T+
YU BERIZBITREBENEEL I n T RARDOBERIZENIL, TR TIFEEBORINE WAGYU L EARIZE TS T
) DERICHTUIESRVRETHSZ LN HERSN, FIDNAF Y TRINHVBEY Y T4 Fz—VDETIZEAN - BR
ENBRENEVOITERARBONT, AFFIZ, BABFIZLSZBZARICH L THRENTRRINT,

F—7—F
DNAF w7,

RINEWAGYU, REY@H, 4751 Fz—>

. BR

ARAF7EIE, SEMEWAGYU LW ZHIT, #OER
WFE)E CTHWIE SN TR FRIZOWT, ZOmEB LT
HEBORBOFERELRL, 5 HHRENF D12
PERLIZGEIZBWT, AIEHHNIEWAGYUAA Y|
BRI DL H % Gl O BL TR R 1R B3
LHFEOW T ZIRIEB JOMGE L7z WS R 0E
1% DREIZEINO BRI EICBWTHHEITK E 2 ME
2% oTHY, RMKEEADERLTND [HEMFIRG A
V] Otk (EMAKEE, 2009) 2 EL->TEE R BIO
PNEA 2 SN TETWEA, AT BWTIEBIRD
REICTIZIERR SR TE RV, 22T, AV AT
T REZ DNA F v 7B L A A v A7 2% H
W, SN DOTHIC BT LD 5V IEWAGYU O
ol Gk 1) 2 9 28 0D BL 5 C 9 it 9 % WA o S D Je B & A
L, Zou gtk &AMk R OMGEEEZ HIIZ T 5,

177

ZMIMROBESB IO ROE KRR M > T
B9 (Millstone et al, 2009), HAREEMA- O iK%
EZZLBIAE N HEMTI a5 L Bbivs, SIMNE
WAGYU &, EESRRRIICIE, 1997 F05 D 10 4EHIC
HAROARY O BEFED 4K 128 B L K T-13000 &K %
KEFEH TR U CTEEN T -7 (B, 2013) &3
TWABY, LRSS THEME WAGYU &) 447 T
FHENTVBRHA 2 LTRBIHLIFATE WA
BDOLDTH5HDPITOWTIBITIER v, 72,
VUNRNGERENRL DD LTVWLETHH-TDH
[WAGY U] O FERIZOVTHE— IRV — VA AEFEL T
QN

COXHRIREO, FiRo [EHFIRG AV DL
BHIEA % VAT COBFERHRICLT, E0kH
WZLTHIAE7 5 > FofiifE 2 R ELTw L ohdik X
BRI 7 Do FED ST A 0] B2 RE A2 2 2 AR
W AT O R TR WIS SN S,
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SME WAGYU i EATIBRERIRIEIEL, DNAF v THilTIC L34 Y1 FREREEHERICOVLTORKRE

L2, SOX) il EIZOWTO 2t T 572
DI, B~ —7 T4 2 7 OO H#iPH % K
EWAT, BEEIIOZALIEFIRHARE T TON%E
Wb, SLH>TARMETIE, UTD400
FIZOWTRATIIZEZ S L, M R IREI L
720 ¥ 12HIX, DNAF v 7H M O FEHLIZOVTD
W CTH Do EBICHEEEDOY T I/ F 2= 12BN TE
DX LHEM A FIHRED, €L TEDLD MBI %
DD B DOV TOBALETH D, 1T,
I DWTO DNA A Z D b O DO FEHT etk O MR
Tdh o FRIZABEZE T RE S i 44 i 2 A g LT
Wb DT, EFEL LV OWE A DNA L)L Tf
REDRE IV EETH D, £, BNOEBEFEOY T
FTAF =TI HAMASEA SN B BE O K FEHEIZ O W
TOHBYP LI TH 5o RBRITHIUZ, B SN 5t
T OB IO NTOHEF RO A LETH 5o

Fig.| DNAF v 7 i D EF R E

Il. 51T
l. 91 CHERATESDNAF Y TREZMTORR
mE

DNAYA 207 LAIZDNAF v 7T, HFLH
DBETHRHUBEZWET L2012, LHODNAWH %
TIAF v 7RI TAEDOIEMN FACHEEICHE L 725
FrisHoZ 284 (FH - 4, 2006). Figlild 2 &
N, HOHHUDIIERHTIOWI S A% 1 AR O DNAZE %
B, JEAR BICHELTEBE, SRk Z B SEhIL,
Hefhk o DNA BLHI & H Al 14 2 ¥ L BLH 585512 0 Ak
RO DNA SR AT 5o ZORE, A MiEE HEPE
TS ZoTHIINTIUE, IRHORE D SBERICE TN 5
DNA BLHl % 1% Fas ik %o Mtk o3 AL H 2370
DAL, BRI ZORSIDIFE TE D,

DNA $HO#E G2 FIE T 5I12H72-T, fEkidL—
P& L TEIEED CCD 7 A 5% % T DNA
PRITAT A L7 3Ot R 2 MR B 35 &) FEHW
LNTEZD, TOMBEIIITA YD) BAENE S TIE
b olze FIAREARRT, MAIC) DAL 1H
BEPDRDZENS, HEMMOT A MTOMARE
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SMEWAGYU i EATIBRERTIEEL, DNAF vy TRilTIC L33 Y1 FRBEREEHERICOVLTORKRE

JEEATRETH o720 £ 2T, () HEHFFEL 72 DNA
T TEMN X DAY AT 2 (Fif et al, 2005)
T3, HEFEDO 2R DNA ICZ A LCTREAR#N
IE AL ST R B AFAM Z B 2 & T, A fLE
[Al5E D AR 2 KRR AL - RRRIL§2 2 LIS L 72
(Fig.2)o

2. BES 0 MAE%Z DNAESITHEIT 2 EEDRFMH
R

Mannen 5 ®Ofiff7¢ (Mannen et al, 2005) (Mannen et
al, 2005) (Matsumoto, et al. 2012) IZ2&->T, E#E4 O
s FE(REBRFE, AVAZA Y, FURTE 2 D S HERE )
kB3 Mk, A LA E R (SN R K E )
T AW EDSAEEIN TV S, TR LR
= A—DFEHMOFEINT VD, T SDH RIZA D
ZEDHITH 55N WAGY U @ DNA B2 123 6
nHEE Bbh s,

Fig.2 ERMRLE (REAX) OF#

3. BEEEDYTSM4Fz—ICBIT3DNABSREL
ROHR
HHEEDEFEZ D SENNOEBEE~DRDLETT T
AF 2= DOHFT, EDOXHZDNABREFHM AL KL L)
BN OWTORATIIZEIE e L2 L, B LW B 23
HATEASNE LT HEIS, DX Ryt 2EZEL
TERY FIARREETLREDITOWTUL, HERHA
MERFZEIC BV TS Z IR LT e H % CEH - =
A - Y8, 2009) (Washida at el, 2014) . F72, [RFEDTE
BT ASEEAF OV AR OHIZE R THIETED LD
Y —E A A INR=2 g U PEBLL) B0V, H
VIR O WG 258 (2014) 238 %0 % BEEE—RESE
SN0, BHKEADHEAT S [RFED 6 WRE
SEAL T RERE Tl | oA & (RMOKIES, 2014) 14,
JRKBHER T —ERAEFELTLHEIRRTTHTE S,
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SME WAGYU i EATIBRERIRIEIEL, DNAF v THilTIC L34 Y1 FREREEHERICOVLTORKRE

4. BAOHETSEANOEEFHLICETSHR

BUFF OZ S fEE (MH A, 2010) 12X, HAREA
T DA RS S VIR E LTI EENEHEN S, &
HEITHF S OWMADS LB AE T, FigdDX)IcHA
25O FWEEHD 20124 T 272 P IZOIEY, BifELT
435% D IMTH 72 (HARWHBERE LYY — F
AR, 2012) HARIZE ST R KO A4 Wi H A
THTH 5,

Vol lT) T DOMOEF R - ke LT, YR —
NREEVPHEHENS, ¥ HAR—VIF—A%7) GDP
AHALZ B >TBYHENPRHVHEZE T VDDT,
EEFDI—7y e LTHERETH S, GEDTI 7T
PRV EC—AY) GDP 2D, LrbHAO AL
BEVAREHTWLIOT, AL LV, LL,
FALKERK B, v FR—-IVBUFIZHARD S DRl A
i LSHIBRLCBY, BRESNIzEHD S DD RO A
I EoTW5, BEDEHERELEE, BA»L D4
W A% ZE1ELT W5,

Fig.3 EEDFRBAL

B, HE, VORI, AERE TEBICBI
BH D T R [WAGY U IZOWTED L) kR
ARZFF STV L DNV TOERATIIZEIE R\,

. {R&

HIR D 4D DFHED AT TEE D LIZLT, ITDLH
23 DD AERESEL 72,

RS HL: A >4 MCHEAITE 2 DNA F v 7B
OV, MAEEMOREIL L BIEOMIELZ FEBITE
E, EREE QRN NOY 774 F =120
THAE KT REEA D 5.

RFEH2: ZENEE WAGY U L, BEICRRSS Sz &
AR PEZE D DNA L ANV TS B Hi i 2 F Wb 2 & T,
AL [HIE] EFATE RS OD 2 KI5 2 L0
WEETH 5o
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SMEWAGYU i EATIBRERTIEEL, DNAF vy TRilTIC L33 Y1 FRBEREEHERICOVLTORKRE

W 13« ERE i A3 L g S i 5 O # &, TAl
4] L TWAGYU] ZiBFRI LTV A ReED H Y, 7€
D ESE R D 726012 DNA fili jidi A O e O REE D D
%o

INB3IODEFHIE, WBOEBYRELY—7
TAVITHRROHHE M Z 555 Eb->TW5BHD, L
PLEKELTREES DTS Y71 v 7L iishl
Wi~omliE v, BERLA—T T4V HED—
WTHHLIEDVHIFETELTH )0 RFIED K
BIXOBABRT2MAEFEIEEFICEBEN LT
EHED, HRATRERBEPOBRIETLILITLS
T, BARBREPE T LT REDO6REEALIT RS
THEE R REDREHEMEVCIKRELZBEDE
BICHGTELEELRMEFHEONDLEEZON b,

IV. ®REEATE
I K3 HI DREEAE

ENOEELRZERE LT, &7 73 (biEd, 5T
HOHUHR, SRR, REARIL, BTUIL, DPRRIR) UL e
RS SOMN R AT, AEE - INTEE - s
ATECHGE - HliE R S ICE AR AR ERL,
BDNABKE Y AT LD FER == DT ) v 7k
TARN YV arkiiotze b T, BEMKEH Iz
HEIEML, EROMERHGER Y ATLAOR RN %
IEHLL 72 (Figd 28)

T/, TNICHDbET, HEOTHRA StV &4 (%
RV —F4L, =7 a3vtl) o750 )L 20 5E EBIRIES
B RS - £ - BRINT3ES - HEER - NoeE
HEFH) 665 HOY L TVEIBL, £ ¥ —Fy MILS
WAL ITo 7 BN, EiROBEALHESTO
HIMGRA LM —E Lz, COREE LB RIED
WP O1872136 55 DOT7 v — b2 AR LTERL
720 AR TNVENL 801 4 TR 072,

o N IE

181

Fig4 BERZBEDAFR (PiEDH)

2. Rt H2 DRIEAE

YR BB TR STV A ZE M E WAGYU
DB E SR WAL, HAERZE L 6E 2%
DNA & EDOWEMEICOWTHAE L2 3 ZEINE
WAGYU & HARBEAEAHBEL T VDY Y AR—IZE
W, ZEINEE WAGYU Z2M5E LT % 20 U Sl o £ 1A
WFEIE 2 EEL, 1~ 2B XIC5ME WAGYU O
YTWEAL, WAEREA LTS L L HITHHTL
7o BAREIICIZ, 20134E7HI3H2H11H4HETOM
FHTH IR SN T WA SENE WAGYU 0¥ 7L % 1424
PRIRILL 720 FRILL 7230 BHAIR AR CTH L IV F R %
SN, B EARDSRINT X B AT —FHLATA AR
MOEEA FREL 720 L 72 DNA IZHARICFBIR o720
LB, INSDODNAY Y TIEED-D, 2EHOBkk
TR ELUTHELZERL, ENIIZERERNICIRAELT
Wh,

N SZEMEWAGYU DDNAHY ¥ FvEHw, Zh
FCTORATIIER R 2 THI LIze BRI, A
YR LAT R EA e I I R 7 DNAD
ND5 #nF-HI DO LR A iz, 4 v FRPEFICA ~
RRWE 7 V7 R EDEGT HITI@E)IES - fE STV
YO TH L, ARTIEIINEDA YRR B X
CZNOLDORMMIIFFT IN TRV, —), A —AT
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SME WAGYU i EATIBRERIRIEIEL, DNAF v THilTIC L34 Y1 FREREEHERICOVLTORKRE

V) TR BT B I TR S (R ST W A T
DS, DAY FREZHOEZMERILATORTHY,
HARIZIASN TV ZMEFADOKIS50%H A >~ Fh
FRIDI NV R 7 DNA BIA R EDPEFATH
bo L723oT, RUWIGETIX, TV R —IVTRE7- SN
WAGY U IZxf L CZ D DNA £Hl % VWil 2475720

3. (R H3 DRI %

VUHR-NVBIVOHFERIIBWT, HHREERREZ
FERL, SMEWACYU DB ED I ICHE#ENTVWLD
2 (HAREAELHSE BN TWL0%h, Zhibll]
DLOLEEbNTVZ0%, KBk H 2 DH) %I
L7z AEIEA V7 —Fy VeI — e BT 7~
br— AR (YU AE=IL 120 ~ 69— 4L 208
T, FEE2064 Y TNV) &, BHIERE 3 LTOI
3 AHFMRE T 7 A (% 1 REHFLEE) o2 fix%
KL 720

Fig.5 4P m®D DNARED B EMEFH

Vo lR) BEBICOWTIE, B Ol EEShT
WADT, HEHINTORAEIERD, EUhboT, B
W RN ET A - HTe kS, SEEES, Gt
HOFEFLZ~OLT) VTR ERLT,

V- lln%

I. {RERHI DOIRIEER

EEOFEERBRE N TIERATICBVT,
Fig5 D X912, 70% Lh b3 i B4R & B3 e 2 - Ab
BEA (FFICZEMBE WAGYU 72 &) O DNA M % g2 Mt L
TIELWE W) =2 SN2,

F72, Figb DL H1Z, DNAF v 7D F— & N—AF%E
WZOWTHE AU THEBIYICHE T2 REZLVIE
RAT69.2%% a7z,

CO X, SEESRNEOBSERTIRIC, fii% DNA
WA % 72 REA 0 2 SRR B B3 12w Tl

(N=801) u u
Fof< EEined Fof< EEE
5B IRETZ IR 585 Ty
(%)
Sk EEOFARIEDODNALANILTD
B AL E R BERS 1_53.9 19.7 27.1 23.7 21.0 4 5.24
St SAEEFITDVTEDNALARLTD |
B R A AT (D EES |2_23-1 213 242 225 245 4 5.30
St [H—RRSUTEOTF L (7 AUNE |
DL JIZDNTEDNAL AR L TOHIETE 3451 45 19.8 23.3 241 23.6 5.27
NRBEITHEDHERS 2.9
Fig.6 DNAF v 7 DT —IR—ZXRAFEIZOVLWTOLEMR
(N=665) BADEKBELONEEERICHTIHSENEBH B0, DNAFYTOBIFIZONT, RRIRE
ST RTERZDOTIEEL, BEEEL T HEEDMARRER T —IRN—R G EEDKHRELZLAS,
[ [
Fof< EE5EL FofK EEE
Z3BbhA RETA IR 585 ® Ty
i-43 3 229 24.2 18.2 26.8 5.26
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SMEWAGYU i EATIBRERTIEEL, DNAF vy TRilTIC L33 Y1 FRBEREEHERICOVLTORKRE

Fig7 " R7LDBHRL ICETHHERR

Fig.8 DNAF v 7B IREZEATHREICOWT
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SME WAGYU i EATIBRERIRIEIEL, DNAF v THilTIC L34 Y1 FREREEHERICOVLTORKRE

FHHEERRE BTN 2= —A03H 5 T LD R
a7z,

WolZ), EETHPHITOREARIRETEBESN/%E
W7 ETIE, % DNAKRE Y AT LAORERETH 5 flifil
P, A R S 7z, BRI ETO [V A7
LD BT M oM E (Fig7) Tb [BETH
EiTELI L] [BIEOELSITHEDOHS ] OIHTH
WEHili & % 5720 SHEOWRBREE LT, [—HdH2)
Ok DACHRAL | [ H & R DAk DB ] TH B L
W2 Z9H72,

%8B, BLUDNAMSMRAE Y AT L2 BWADOY T I4
Fr—VIZBATEELES, EDX) REBREOAERH
MIEATREDE, BHLTAILIA, Fig8lld bk
N, TERR- TN R 2R 2O/ sy —][ 7 u—
INWVAY 25— R EBGEBME LT LW BRIS K%
diod, [EREZHS] R [HALER], H25vid [ &S
¥ % L7z,

SR, I HNE RSN T AR TH -
72

2. {REt H2 DIREEAER

VUHR=IVIZBOTIFREINT WA ZEMNE WAGYU
DI 72 DNAY TV 54T L7z 5E 8, 14243

Figd Y AR—IWEBEBDHBEET »7r— MERBE

NTOHODNAMIEATRETH -7z LA L, 1A TIE,
PCR¥RH D Z A ¥ 7 H Wl TH -7z, PCRIEIE B
KO LRI OAR, 53 (38.6%) 254 » KR,
8 A (62.4%) H3ALTiR DI 3 1) 7 DNA #Y
winL7z0 L7235, THHI40% OFRREEHIDOW
TIEZODNAY = —%MHTHILIL-C, HAEE
AL BRI RETH 5 2 EAVRENT . T
12, COREIL, FMNEWAGYU OARI TIHFEE 2 TWw
AL, WEHE T =AY TIZBWTHEF STY
LEAF AR A VO FRPERHEINIZDDTH L L)
CELRIBLTWS, ZLT, ZOipIERZm EsEs
729121, BB EATHIZE R A V2 2 EAERTH
59 ZEHIREENIz, AT, R H2 b3 FFshe
LREETEL ). YT, RMFFECTHAEL 72 [ M
WAGY U Fafhas, DNA LUz BW T — D ZE M pE
FRICEWEEOLDOTH AL LR SNz b EE
BRREVZ 5,

3. (REEH3 DIRIEEER

9, T IRIMOEREFLDLEUTDLS
C:&oto

VUH RNV EFBICBII LB MAEEZE DM T
VU THRBEORRIZEINE, YU RV TIE, HARE

TR =)V (N=208) 7 (N=206)
FASEE [ ) Ar e R e 87.5% 99.5%
HAHE [F04- ) i A Al 39.4% 62.9%
FASRE [V ) B R fe it 58.7% 62.6%
SEINE [TWAGY U A7 A1E s8N =6 55.3% 76.7%
ZEINEE [TWAGY UJ B2 £l 37.0% 61.2%
[F07F ] TWAGY UJ WA IEZ = 22.6% 35.9%
[WAGY U AR ] &) iBR 48.1% 40.3%
B MEGIE O 2 B B3 23.6% 10.7%
DNA A He i /) 36 26.0% 19.9%
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WTOEEEDFEITEHTF-TETWDLEVZLES ),

K L TIECRMMFZEDL ¥ 2 — 2 il LT DAl

g—

205

V=T YR =T T4V IHNHBEDT SV FEEARIETRE -ETHROLE2—LIFROMRES-

By, ¥RWER) 727 T > RREEEISHT 95 CRM O EIZDOWT
FL0, SHROMIEERRIOVTIHETWE W,

. A—XYL—FyR2—H5F47
(CRM) ¢HEEBEBEDTSYREEIZEETAHED
LEa—¢BEZETIL

| MREXDHH

Web of Science & ¥, [Cause Related Marketing]
[Ethical Marketing | ® FHGEZ MK DL, HRFHLD
24T 5720 EDOBR169 DRRKER A 7225, £

5 45 B 5% [ Business] [ Management ] 2 B 9 % & 32 93
Dt ZAT o720 ORI EK LA O MBI AL L 72
Tx—FIVEHIBRLTCLE2—%1To720 W, LEa2—%
THBICIE, ZE LR SIN TV Lim L bEnz
10720 i, L7293 OF L MR T DT TV )
& 2011 4F 8 14 (8.6%), 2012 4F 12 #F (12.9%), 2013 4F
10 1 (10.8%) &L 4FE 2 53 ¥ OWEFEIXBEIEINIZ & 5
ZEEMRLTEBEV,

2. A—X-
A=

CRM &, [H% EARZED, ZNCHHLERAY - 18 A 7%

YL—Fy k- 2= 125 (CRM) I<BD

HEZ 723 72012, @3Ri 223 flEe i
ENVHLREL 72— —E e HFMNTHIR_ELLT

BHoOFshs~—r 74 v 7iGE OGN - #4770t
2] (Varadarajan and Menon, 1988) & E#H <N 5, =
MIZCRMIZH§ %0 L C—HL CFIHIN TV ESR
THhoHH, SERMNLFHEHRICL TV REOERL
DVZ Do BIEMITITMEI S DA O E A T —X12
HLTHFIZEL SV, Lo TCRM DB 2~ —4 74
FERIZIRL, RICHhEN TSIV REETH S
LER—TTA T HEL LTI A TE#RDER DD S
(Arnott,1994) c KF X TIEHFME GO~ —r T4 070
Bl 35 CRM DILFTOREREIRHIT 5,
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W, CRM CTRFELEMLLTIE, ST %dl
ToOOHBEZFAIERSELHTH DL, —2Id M
DEMELEZRLIE, ) =203 %3
T5HIETH D, CRMIZEEDHAM T (Corporate
Social Responsibility: CSR) ® —2 & 2 5N 575,
WHEDT47 =R HFEMEH L IZRRD), HET
HERFIHLT, EIARLL TP —EAOWEE
WLZZFEWBTHH L DIEMDO—DOTH %,

ZOCRMIZ, ¥ER~Y— 747 LORERERT
%7200D—20Y =) e LT, 1980FER I IEERS
T&7z BIZIE, 58 Eoghn ] [ AR O R ] [
WEH OAEHE | T EINCOEAEEZ M THr Ll 17
AV MR HIB ORI OMICD, FRCEEREROT TV
ISR 2 M) 2 Ldb B, BIZIE 7T R4
BEOWII 75> FRBMOLEAI[ 75V FA A=Y D 1
AT RFEARA-VDOLRA]| % THAH (Varadarajan and
Menon, 1988), Z®D#% b CRMIZXAREDT TV FIZ
FEBRRIZOVTORREPFE RSN TEI T Ao

Z DI, mBEOMNRIZH S I ITHEFITH
BLABDOTH L%, BEMOFER 37+ —<>2) 12

CSRRCRMAPED L) LR REZL 20T O AL
72092 & 5 (Liu 2013, Drumwright 1993, Luo and
Bhattacharya 2006, Barnett 2007), Orlizky et al.
(2003) 1F, I—KL —F- V=¥ 2375 —< > A(CSP)
A, A=Kl =1t T4 Fv x84 —< A (CFP)
IZH-Z2 53BN, 2D ENDRAY - TFI I AD
FHETHMZITo TV 5, ik, BEOH WG,
HEDERD UL G2 5 {BPHLNITENT W5,

O CRMMI%EZ#D %9 2T, &P EFRL L
72 Varadarajan and Menon (1988) 1%, 2@ CRMIZB$
BB TL—LLLTC UTFORMIKLD) 2 REL T2,
CRM i, EWIW 2 M5 (Strategic CRM) ZRH D55
IR 70— 3 AL L2719 (Tactical
CRM) £C, HRICIWRELZT Tu—F0H LR
TWwb, 2B, BIEERINTWAIRICELTE, &
LA L) LA ORI 7 R R 2 W % ey 1) 2 4
HMOWEN L NEITH b, £727 7 FIZELTUE, i@
EOWNEIEL, FEDT TV RRT7IN— T IFUF
DIDD LY R O—EF DT 17T L EH ZTCRM
OO T LI IZIEV CRM (quasi strategic CRM)

B-1 3—X-YL—Fv K 2= T4 D= (Varadarajan and Menon, 1988 & ") E&{ERX)

BER—45FT4VIER AV 77LYR - 7AY—F 1227 Z vol.3 (2014)
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ELTED T ONT WD, 272 L—RRT 7 v FEIR
B LTI, WEE BN CHR AT 2 FLiE D1 I SN T
WAL 5D 3% (Miller, Fries and Gedenk,2014) o

CRM IZBb B HIZEIE, ek, L5 RB, 7ut—
TavEiR, 7TV ENORRLEL DI Dh, K
LTIEFICT IV REE (7 FRIR, 750 8 A—
PONL, TR ANV TARET TR TS
B — ML 35) 103 2R R & Ml 1) CRM 7 Mk iE 11
CRM AP LWV BLEIZHEDETR LTV, 7T ¥ FREEELC
&, ZOREERIEN S &) W2 bl 205, REIE K
LRI ELRI T MO EEN S, CRMAEHED
I T HMEOREE L, N RIHIA TS T
137 S BRI AP IBATR D NS 7280, AT H 5
) - BRAT I 2 Bl DA 53, KUY - BB 2 8L D
EZOTHRENCRMIZIDME R RIIOVWTI@R LS L
GEEEEZ Do

3. =X YL—FyR-2—7F71>7 (CRM) &HE
BOT7 SV FEELOMER

CRM &7 F > FEEEIC§ 278D % 1L & % )
G L L7 FEREGETH %o CRM 2479 B4 (i
Bo LT, 5o (FRE8, Hik F%kz
HAD LD %Y, [ T—ADEE ] (2 —X 0 5H
G, a—X0MERY), [0l 2»57%%, CRM®
WL LT AR, T CRM (775 R
W, WEEXZARY), [HIEK CRM] (HE & O, 2—
R 2T I RNORERE, 7T R-a4 Y71,
TIVRA A=V RE) ERBMRTEN L. OB,
EFL—FLLTUE, CRM AT ZEHED VR B[R
P (it s 4 7, A4 B, CRM I, Woeiiizy),
[a—2] (ELa—ZAo@EaM, a—X0HakE, HE
NOEBWLE), EEE] HEE - a—X0 5, i
NPT 72 vy, BHERRLE) 23550 BAZ
B, fEmAERUCWZ DR OIRIEE LTl A3 aEAl 20

E-2 BITHEOBSNEIE (FEER, BESRETHRZLLDIAROESEZLR)
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REN-HCOBRE ] REPWEIC L >THA ST
Too TNEN, MR, TR, WAL, TV —
FIZOWTHEDIHIETE TSN T WL R0z
LT—BEICL7: (M2), ZNENofHEO%OFE 51X
RO IATHTED —EEDOBLF T ITHEL TV,

FIEDH 1O CRM OB LA DETHRDLE, ¥
AL\ DIXERAN ) CRMAZ 72 2 25 D42 T 25 5L
WZHY, HEEEBIZCRM 7BE—Y a v OR)E, 2%
7Ty FERSCHEEH BN EIETLMEIBEZ  AbN
%o &) T, WG L A2 AN D EUEE Ik
BOREEINODH 5 DUFITREN R KRB
BRI ONT, HRBE I & R A Y CRM IS5 Tk T
Wi,

(1) WeAhil®y CRM & Wkl CRM

— W\ WS LA D NIZOWTIE, Ivvay, H
B, s, Wit & — o SE OIS ARSR D O BUES 5 Wb
Ehd b, TINHED[ Ivvav| PEEOREANLRH
HELTHY, ZOTIKBHENL, Iviaryhnn—
FTAHHERDZNZNIIBNTREINGERL LI ELTW
5 EMATHETRRZREE Loy —7 v Th b, [k
W IR ZFDIv Y a v AR ER T A0 DT
Thbo F7z [ ] 1T % FATTHHRICMRHEAL L H
K247 8ID Z L%\ (Barney, 2002) .

CRMIZZ o HED S Y, WAMMIZIZ5E Laigms
BHIELEWMEIICIZT S Y FA A=V DM ETH 5 (
Polonsky and Speed 2001) %% HEATIZHENE O FALHE =
THY, ARZOZORF—HEDPRDODOLN LB ETH %,
CRM A~ =474 ¥ 7 Ov—& LTI D AR Y
WL Z 54 T3 CRM & IS 1 CRM 2D W T
DFENITOWTLUTISR T,

HRREIY Y — L E LTE TN 013, BEREO CRM K
55, CRMIZY$aRMOaIy x>, CRM®
BRI TEEEV DL EBDHITON L, T2, WAl
1Y =& LTHOCRM T, CRMO Iy +7 roffi H
&, REOWRE NI THREE LT A TFE, fitke
DERHREILE LTI XS s, 72721, #Miko®E

BER—45FT4VIER AV 77LYR - 7AY—F 1227 Z vol.3 (2014)

F CRMBMOEF RN—Ya v LTEa—Xt 5%
B2k 5N 5 (Varadarajan and Menon 1999) . F
7oA SELLHRME 1Y, SRR TE 5 O B D725 12 CRM AE
H32b500, ZOZ50 CRM OOV TILILE
L7207 134 7 o Bt O WFSE Tld Miiller, Fries and
Gedenk (2014) 1%, AT CRM DL % [ 77 » N
P, MG CRM O % [ 77 ¥ FA A=V ] 2B H &
L7:igEz BT ->T\W 5,
INSOENEFEDLELUTDOLHIRS,

K-3 kit CRM & #:EEHI CRM DiE L
WAy | HREEHY
CRM CRM
798| 77> F | Muller, Fries and

FIN | f A=Y | Gedenk, 2014

Varadarajan and
FGIIE | BB | Menon 1999; Till and

FATHEFE

CRM D3

CRM
F o _— I

Nowak, 2000
EIRPEA Lz %\» | Welsh, 1999
Miller, 2002,
R EolEL /N | K&W | Varadarajan and
Menon 1999

a—XEpFEDT Pracei 40l
TAVETI Y= | R e |, AR TR

LRtk

RIFFECEIME B2 2 DA FE O &1
o, EEAEREENNZTaE—Ya v R EH-
TWa [ 77 MERITIEREX I [CRM ORI
WU, BT A CRM ORI E LTH L 720 R Z
7Y NRRELREDOREZW-TWD [ TT7Y FA A=Y
[7F YR aAXn 74 [ B FOFAM [ 2120
THREEE | [ RGN OREEE | [ R SENDREEE | 12OV T,
HRIE ) CRM ORISR E LT EEITo 72, %28, K1TR
L72CRM DR ED 5T [ 77 2 FIIE THRIE 1Ty
CRM] &% 3% Varadarajan and Menon (1999) 13475
TVEH, [ 77V NER]IE, 7TaE—Ya v ofFaEIE
NAEMMN AT OE—Y a VR TH B720ARHmLTIX
AR 1 CRM OB & LT L7z, %72 Miller, Fries
and Gedenk (2014) T 7 F » FZIR A2 M A 19 CRM D)k
DOFEELT W5,
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VT L) ZNENRERN LRIV TOREIZOW
Tk 5%,

(2) ¥4k 1Y (Tactical) CRM

9, BN CRMICE 3 2 0P8 T3, M2
FHICHT L8R —F L AN, FTIOFH
£} (charity) ] VI BIZOVWTE R L2V, HEH
AT FNATEIE TIELWZ &% § 5] (Dawes and
Thaler, 1988), [#&5 & Bl T4 GEFEMTL D721
ZSBY7 (public goods) % A3 %] (Kahneman and
Knetsch, 1992), [ (A #iFMBTFTE) ZoIF0LLT:
ZH5H (warm glow) #5-2 72\ ] (Andreoni 1990) 7 &
ZHB 723720127 b NS, CRMOY G, HE
BB SRFEICHFNZ T2 TIERL, BEOFRAE
T AW - = AR AT B RHCEIK T 25T
(BDONHEHETH S WEREOFHOBEZ, Wi —
CAZRIEATHZ LR BLT, AO—HIHEE~EITS
NHZ L%,

FamOMEAZ BLCHMNEZTHHER L, PHTHS
SRPICENTEELZEV) SAFEDIIR S, CRM DA
ZETIE, HEEVRFD IKEATEZ W4, Hd
RSGEETOE—va O NEEZEZT, 3D CRM
F XU R=V ORI OWHENM, DF ) CRM Z i - ¥ —
CAIHLAA L 2 & TR EOMERT TV FA A=Y Dl
ERY, HHICLTWS,

Strahilevitz (1999) (&, CRM TiHE & OMEHZ X
DT LLFENDTOWZHDIIEL 2 b bl ndb
JTIR7Z%L, By 47 (50, AN LHFof
& RS 325 608K ISHEE LI LEHS
M L720 ERMLEMEIFF ORI L->THMAN T2
BEHEXIIZE DL VS, EHWREmOSEE, 4
DEEHFHL 5D (25%, 50%) L HEEZEKIIMKL %5,
FROE G IS (1%, 5%) (&, T REmm~ O HE
EENCEH RN L ER BN TIIEN RN &%
HELNIZLT 2%, FHEHFIPMRCG L, HWEE
AT A2 SO N =PI WD, F D5
BT oTLAHAITIE, FERMREMICIIEATLIZE

209

TUETRVWDDEMAT S LW ) HEE DI (guilt) ®
R RIS BERD I, N i m LA
MCOZITANSLN LA, EHWRENTIILFESNL
W2 EDHLMTEINTZ,

¥ 72, Pracejus et al. (2003) 1%, v M & {572
T, %D CRMIZBWTHANOEBEE, #2135
T8, FHOBEGD, RFICIVbnFnIZERBISh
TVLHEEFHL (REOT =TV A MY 70% DFH=
BHHMCHETAERIEIH VTR EBH THo72), ZodhHn»
FOLHT, FHEFIIHTLHBEOIN, 277
YFERIOWTHEL 52T HEHL2IT L7,

Chang (2008) b, BEOHEA I LT, MmD ¥
A7 (EEEW, M) EHENFOTL =307 (FHEH
AT S = v M ERRE D) 12X B CRM ORI RIZD
WTHIEZLTWA, S—krF—VFROEHIZ, *=
BHTHEHZERIIBWTH CRMORIRIZZE DS
BN, PV EOMTHFIROY 413, FRRE O
CRM AR ERMN ML) b b, /2, /=%
VT =V EROMEHF N OE G AR RO T 3 H I
I CRMARITE VDS, ZO2EE, HFHFRICR
7B DT REIEDY, HxH R R TRV A A&
% FRT5HECRMARIEEL b T ilikE 23K
WA TORIRO T A CRM BRI FE 25, 1
WAl DS B T B & 8=k v T — VR IRD T A CRM &
BIIEL B T EPEFESINTZ,

Miiller, Fries and Gedenk (2014) &, [ 75 > Fig&iR |
EUEBARE LI ERMREE T o T W5, 77 ¥ F#IR
OB ENSHDOHEIIONT, &L —F 7
DA L BB TR0 COEBIZBIT L e85
M =N+ IHAAET DI A T57 T 2 RS, KBt
FOREOFMNEFHEF L EHLETTH L) EIET
ToTw5, DENEGINFR PO — P+ 7 2B &
EESRIICH S, FL—FF7IZEEH L 2WEAL, X
DRELRFEMIT IV FBIUCRY 74 TR BERIT
Fo LLAaHS, IDRELHFENEHEIDKRER I —
FAI7DBHEAET LA, HEBEEIZRWI LRV

A
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WEWIH) BB LSFAHIHL2VEW)BIUESN DS
EXD, G T T Y FEIULEA L, #ENHE
FILBERZBRL LT,

Lafferty and Edmondson (2014) 1%, I—XFE¥H (e
e, AY—Y R, B, B3 —2) 12 Ko TTIHEX
BN D P TR EAT-72205 BEHEMICI XD
HUTHBEZ 520D o720 SOMETIERBEC[ 7SR
RBE [ 3 —A~0RE | bl LTB) Ik Rz
L7z

[A U< Pracejus and Olsen(2004) X, CRM L #L
777N, 2 TROWHDIZHARTHER LY #IE
NBILERLI, SOEHZ, TIVRERIITITAD
WER G525 ZEFPLPITENT,

PLEXD, AT CRM E LT T I v FERRPIEE X
B R GZHMIL, BARN T e 3y Ok
Z DR WES BN E R, FABETL—5IC
X0, CRMRIEDPELTEIED, LT OHLRII %5
TETW5,

(3) kW& (Strategic) CRM

Fe\WTHRIEY CRM ORI % b 72 53R 2R RIS
DWW 5,

van den Brink et al.2006) i, [ 79 K- af YL
T4 BB ARITE W E AT o 72 HEH TR
@ CRMIGE) AV E D CRMIZHARTT SV R - af v
TARKEDLZEEWLNIILIZ, LALEDS, a7 -8
UAREa—ZO—EM, BROKE, #EROBSIZo
WCIE, CRMA 7 IV K- 0AXYVTAICRI T4 T
Ba RUITTHERII RS L h o7z LB OBEH~DOH
HEw)EF L= ANLERTIE, HEAIEES
BRI LTI bz CRMOYAIZ7T IV K - afy
VTR Y T4 T b obhiz, Y EXY, 775
YR uAXNTATRY T4 TR RES 25 CRM EL
Tid, B o7OE—y 3y THEE AR5 2065
R LCHEMT I EDPRRELTHIFIN G, 2B, 2
DEBROGE MDD 7 7 v ¥ a i
mChDHAR Y%, KGO MmIE R Y FF2X% De Wulf

et al(2001) ORGLEEGIZB T 2 HFZED B HIZ 2 50
HnTwa,

Arora and Henderson (2007) 1%, ¥ W& 9 CRM @
BRELTI T IV PNOREEE | Z0E AR, Mg
BE[HEMFEE] LL, EFL—FZ2 [BEhOMmEE ]
ELEBRE o7, SSTTRBORAARTLITA
(Embedded Premium : EP) &\ # &% F\CH AT
P DR RIZOWTEBRZIToT WD HAEDR R
WMDY, 7TV FRBEIZEPIIRY 74 7 AR5
7oo HIFEED D HRGIM DAL, REDVHT |2 RS
TIDRHIZEP ORRD B o720 $12AREDD DL
THRBL72GE2E, MBEDH LT[ 75 FAORE
JE1E, VBRI TR WRIERDS TH AR & h o7z,

Folse, Niedrich and Grau (2010) (&, CRM O30
HCh [IARGE | MV ARICBE, (BRI 7T
YIRRE ] 2Bt EiT o7, LM RICEA K=
PHRBIEZT TV NBEIIAT T4 T Be b725
T EDPFEI SN, FMEIITHIFHOSEEOKE
S, HWEEDBATLEFEDEF N— 3R CSRIC
WUTKRI T4 T B e RT3 edbh ol ZLT
CSRZATO>TWAZENHAEZITRIMSIN D Z LI2LD,
HEHEDVPRFED CRMIZEBMLIZNEW) R T F
FNOEELRY T4 T2 E VI RERAH TV S,

Miiller, Fries and Gedenk (2014) &, [ 75 ¥ KA xA—
VIREEAREL, [FHEH] 2L, K0
R EROPMAZ ET L —F L L2 FEREIE R 7o C
Who ZOEBIZBITILFMNRLHMOPMADHEFIE L
T, 1. &8N ATI—a0&HTRR, 2.
IR LM ATITRATE 77 F DR TIOR, 3.
S - FEEERMR G OMMATIIRMETZT 7T D
SHEHERIRTHILITLD 3ODOFHADIRIIC S
WTHEBRZTo720 7TV FAXA=VITHD B EHD
WEIZOWT, FHRERP SN R AD %P T
i, REGFENEEIT TV P4 A=V T L VR EL
OV BWEERNRTFMET I FA A=V 2 Rb
BHENDH B LD oTz, fi R IEE RN A
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= &

AOHPTIE, FHEFOREZE, 7TV FAA=VITE
VT4 T B T T, o8R0 - FEEERNRE
VAT, 7Y FARA=VICHTHAA=VIZHUFE
AR S P FERESN T2,

Lafferty and Edmondson (2014) 1%, =—XRE3H (f
He, NWH—Y R, @), BEa—X) IZE-TI TV
B |\ BN D DD FEBREAT 1205, AR R
b olze 77 FOBANIIL, I —AOMEIFE
MBI SN ENbh ol 72720, [a—X
NOREE 12OV TE, EHE - A —E 2D 3 -7,
B - BEOI-LHNTHF LW BB ISR 720

VL&Y, enghy CRMARZETIE, L0 RIIMZRRT
HDHT TV RARA—TRT 5 FAOREE % ET 5%
LRENH b,

. FROFHFE DA

PLEDORFWGHLDOLE 2— RO FRITOT 123D
—E%BLT, CRM&7 5 NEEIZOWTIFEOM%

DFFAEZONWTIRE TV E T2V,
A LITBWTIE, FFRENL CRMICET 50
DHL, FICHBEDT SV FREEICET S8 TI2ow

T, ¥R CRM & #kls 19 CRM O 212551 THLY B
720 T 1UEZ <D CRM B ZE A5 MR AT 19 CRM, 4 > 75
M RRIC A7 e =Y a VIR ZE) BT 723 005%K
ELTIEE D7D THED5, Ak, kL Ak ORIFRIE
WM & FEBL 2 720 AT B L W) BIRTH 5o Lo
T, ¥R CRM OBIFR D A7 57, Hklg Y CRM % [F]
2723 CRM DA H = X MR 2, 415050 751
WD—DL%bbEZ D,

SOV E 2—%@ LT, #MiY CRM &M CRM
ENENOWMEDEREMGELTAD L, WOHhDE
HBOWET —< D 2T b,

211

V=T YR =T T4V IHNHBEDT SV FEEARIETRE -ETHROLE2—LIFROMRES-

| ERyYM 7 (FRMEREEANER) £ CRMBHR

—oOHIZ, i1 7L CRMAIRDENTH S,
Fn & A 7O FUIEZHEN 208 (frivolous luxuries,
hedonic goods) & %Y 726 (practical necessities,
utilitarian goods) & 451} 5 Z & AT & %, Strahilevitz
(1999) 1, FHEHEZOBWMIA TOENDOBEFRT, 9
RGO GRS D3R W I B ISR THFEM
B THBEMIA T TOEIR VDS, B OMiRE 285
BACF RSO B G A2 T2 IRITIE, EEEN 2 BT IR
FTRUHMPUHEND LEDRRTD o720 FERMRREmMIZ
W5 HEMNE, AODPELADIZDIEATLGENS
{, FRHPHLIETEOIREIE (guilt) 2SI D%)
RDDHDBLEINZT20, ERZEMIZ IR TEMTE
MR LTHAMED F v,

Voss, Spangenberg and Grohmann (2003) &, 3
19 72 Rsn & 92 I Ze v it & 3 4R 9 B BRI A 19 72 B 5
ARG, BRI 2 B G- FE A el e B L
THEBERANEDRN DI EEFEI LD, FNIEHE
HO [T oTWDBANENT 72\ 72 EOR5 #1070 B 5358
CHEODL 720, RN LREMD TR D H b7,

DU EAEE R EIX &) Ml B CRM & fim 5 4 7O
b8, TGN CRMOBUTLTALE, [ 75V
TUAYIV T4 ] 2 IEAEICB 72 van den Brink et al.
(2006) DHEBRIZ BT CRM ORR DS\ OIEE 50
BT H DD > TWAED, KL ORI — Y
(CEEM TR KERNZEMD S e $oTI UL,
Mif CRM & 3RS CRMIZ BT ARG 74 12 X B30+
DD SN Tz BAFITIZIE, RN CRM D
RIRDIHON D03, Mg AR 5 7 52 ARG S 2 0f
LTRSS L7z, kAl CRM T, 58 L& EiF5DT
HIUE, FEEmE W CRM 2179 LRI RITE DS,
TT Y NARA=T BT 5% LT CRM OR) R 2K D
A7 HERREMIC CRM 21T 072 i D3R5, O
i A 712 & B CRM ORRDFE IO WTEH R OIS
T—<E%bIEAH),
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2. FNEEDOKEE - JL—IV T L CRMHR

ZOHOMET =< LTI, FREFOKRND,
R - BRATAY CRMASHF L CED XD i a2 b 7259 4
IZDWT T b, Miiller, Fries and Gedenk (2014) O
FZHDHEBY, XINRELFMEHHDT T2 FER (K
M CRM) IZRY T4 TIHEETLH, 7T/ FA A=Y
(WS CRM) (ZIE AT T4 7 B A T TV #
WA T WD TIYRARA=DICAT T4 TIHER K
TSRz, FEESFEOBE TR, 77F01
REMHEDIHIFEHRNLEBUTTLILIZLST
ERANIIC D BB I IC D B O RE SICLVRY 74 T %
WEBLZRITTIEDbh) 5>TW5b, 72 Ellen, Mohr and
Webb (2000) OFFEIZBNTYH, BEDITTH HIRL )
WCBILC, BB IEHEN S8 I M2 L S OMERT
HBFZKRY T4 T RGO P bPoT VD,

X o T, A CRM & ¥  CRM T ORI R D& N
Wi, FREEORPNEIIC, £ IES I X HE
FHPDENIEST, EUIERIELSTLSHI LD
TREN S, 72, Chang (2008) DfFETHMNDTL —
VT (HREFHL LI NN -y F =Y ToFER) 1Tk
D, HVUFVLREHEFRTH L/t T =YKL
N TCHEFSFTORILD TS CRMIZBIF BRI R E
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Benito, Munoz-Gallego, and Kopalle, 2005; Brown,
2010; Gauri, Trivedi, and Grewal, 2008).

IDHEERIICE L, EPLEMEE AR b)) ==y
TEIE AW ZED720DHD L) 2 &I b,

F72, Lito 7 —< v boial, WgEHE LTS
REBHEOL NNV E2A V7 — - 75 —< v | (Inter-Format),

227

NT7x—2y MEZDER —H/-LIEFHEBEEICAITT-

WM FAT DR E R BER L NV TR LD %,
415 - 7+ —<v b (Intra-Format) £ LTE#HFE LT
%o

4} @ S 47 BF 98 (Bustos-Reyes, and Benito, 2008;
Gonzalez-Benito et al. 2005; Hirschman and Elizabeth
1979; Miller, Reardon, and McCorkle 1999) 125\ Tlg,
BMAINLOMETHR—INTWEIHIZEDbNL?

WO FATIIZEIR LT, EINDBATIIRICZBIT 53
ROBEZIZDoWT, BI(2011, p.64)id, ERELIL, AR
IER =7 T4 Y 7OV TOEFN 2 ATE 2 T A i
EITN—T ThHELT VDD

F7-, WIEROL X, 7+—<y  o&EE LT, FIC
A (2008) DFFFUAKIAL e H3 S, 74—~ v bEidf
SEDSH R % LT 5 72D K A SE ORMEAT B 2 S
L72bDTHAHEL TV 5,

TOXIHC, EBETF—< v ME, WWICEE, &
INRAEDSEARERE L~V L | RS FEAT O IR KA TH
BIEHIL RV EDFENEN) TR D,

BIZTE 2L, e 42 A EMME O HAL L 325D,
JEEIL SV TOHALET LD L) ZLTHY, Ehto
FATMRICBNT, A2 —AVPF - 74—< v bR
BEMCTVLD1E, R R RFEL VRO, )
7+ =<y LRV GO EWREICTE720THY,
WORFFEL XD, "SRR L) BRI LT
i, PRDENEFR S,

2. BAOEITHRDENR

/NGET ==y MBS 2l o AT o ain e L
T, BB 7+ —< v MEROE L, #F7EEEIZBnT
PRVDEEZHOTWEHBEZMO 7+ —< v MER
ZRIZBE T 2 F5EM 58058 5o WYL DO FEFEISEE, 2D
FEALIZOWTE, /17— 74—y FLNVHT
DIBIRFEE > TV 5,

(1) 74 == b « R=b7+ Y% (Format Portfolio)
JEEICN T204 X ) T4 BB H L0, 74—

-5

Japan Marketing Academy Conference Proceedings vol.3 (2014)

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



cftfh Japan Marketing Academy

INTT7 4=y MERDER —#Hi/-AERRBERICETT-

XY NTHLEIER, HROT+—~ v MNERICL DR -
BERFROM L, 71—~y FOEKRIGE R HBICLS
RIary=VIOERD, §—r v e THHBEHND
W BWTEETHLZ L2 MREEL 72 D (Assaf and
Barros, and Sellers-Rubio, 2011; Brown, 2010; Bustos-
Reyes and Benito, 2008; Dekimpe , Gielens, Raju, and
Thomas, 2011; Gauri, 2013; Ryals, Dias and Berger,
2007; Sorescu, Frambach, Singh, Rangaswamy, and
Bridges, 2011)

(2) ¥avs3—- %47 (Shopper Type) KT av¥ -
E&F~X—3 3 ¥ (Shopping Motivation) JID 7+ —=< > b
DERITH)

Tayi— - FATRH) (LIZH LB DOEIBVIRD 2,
HoWE W) ITBAREZELD, dEHEVIEHALTY
BRWEE) DT =<y FOEFUTE, T7IHCWATENS
BOC EBRIIEDII Ry av S wFR=va vy (P
BRI LW ERSITLZE, HuPIZH»r sl
HHI, TEHRIED7205E) 5@ OPITOWTOIGE
Wi7ETd %0

FANFAAEMELTIE, =7y MEEDY 3 v/8—-
YATEEF R=a IZILLT, Efi7+—< v )
MTAZENEETHLEL, HEHEMELTE, ik
i EOZE R, HIROMER, B X P8 S
T4 =Y PANOU—=Y TG ENECEITH 5
ZERFRIRLTWA (Arnold and Reynolds(2003,2012);
Cox,A.D., Cox,D., and Anderson, 2005; Fox,
Montgomery, and Lodish, 2004; Ganesh, Reynolds,
and Luckett, 2007; Jones, Reynolds, and Arnold,
2006; Pan and Zinkhan 2006; Reynolds, Ganesh, and
Luckett, 2002) .

(8) Yavy¥ v+ 2X (Shopping Cost) DEIKE H A
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HELZAEE LT, PREFEN T+ —< v b EFEIITE
L3, ZHMLIC X 2B T2 R T5720ICF R %
574 =%y POWEATREN TRV EFRFHL TV S,

29 L2 R0 B IC oW T, BN ORFZESE 5
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ZHZDEBBL TS, RIFFRIZBWTIE, HRAAE
DEEMNERY T4 TR BRMEAT T4 T e th
FNYEEL 72 FOIREE R ET S,

Hba: RITA T HBERNFILT T Ptz 5D 5
H5b : A T4 T NEL T TV Fafliz 5D 5

aArrA-LEH

RIFFEIL 13 ¥R 44 7T Y FOTF—5 2, 7—5IL
HEHLP6PHAMELTWAEZ LD, de Vries et al.
(2012) DEATHIZE A B E A CREHM LR TTY =D
Zokaryha—VERELT,

#11Z de Vries et al. (2012) DFEEHAIFLHL A L D LLER
HEKDLIZDDTH S,

F72, 77 PRI, AIM MM E Vo7l
SHNZ Lo THERA S (Keller 2007) ZE005, RWFFETIX
PRI X0 TT 7 v FEHE O S B RN DR 5 H b
MEES %o R BIZ AR M LA S, B2B # 5 R0
AT 78, AV I V- A% R EOTH A 2R

IA XD EEN DA

de Vries et al. DJEA7HF%E EN T
SRS Facebook 1175 ¥ F 355 fE 0¥ kiM% SHTRES : Twitter 44 75 > F 4,488,000 £F DA%
LR 7E 7% LR 7 7%
75 v Rl VRl BEaxy Mg AR ] U A—tE
RS BRCET 4 - BEPEENLD FERIE PR HE BRI ZEN 20
U i)~ > L puEs VA .
Rt BERN= Web O 7 - 50 22 TAM g st BRI Web ) ¥ 45 £ 7

Iy 7y

BT 5> | - B8 E 1B

FIa=7 4%
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T7yR=Y DIy FIZTITVF - B
52 BAEAMHEEWTH 5720
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M7 N T W 5 2% (Assael 1984; Bucklin 1963; Holton
1958; Miracle 1965; Wind 1982; {57k 2006; HA 1989;
PRI 2002; HH 2008; JEER - Al 2010), ABFZE T
TSN TH A 7 Copeland (1923) D i 4 i
(Convenience goods), E Al (Shopping goods), Hif
i (Specialty goods) O =5 H % ¥R T %,

H6 : B HEIC E o TT I Rl o B ERIZ R 2 5

lll. SRS

l. PAMRET—5

SR, AR —F4 D75 v FiRigE — XA D
RHBEBPIVHNTAVTHDOT TR - Vo302 4
»% =75 F#®BEST GLOBAL BRANDSY A& &%
BEIKREMT2OoM54200 75 FEEEL, 13%
4475 RELze 77— Z LN 201243 A3 H
MH8H3IHETHOMH 62 HM T, Twitter API5HZ
NENOT TV AP EENLARGEOH R M L7,
BRI KR OBHXH 9% TED, 7T Fdhi:
D1AHMZE DA EAE 17,000 1 CEEAEA M L 72
L72255TC, st & %57 — F#51E, 17,000 < 6

R-2 AN ROEES LU T VR E

HAX 4475 R 4488000 1F1C7 %, F 213133
44770 Fe—BfbL72bDTH %,

DT TV FiHiliZ R Y — Mo 2RO V1i%
15,116 f£C, HEHE{R 7213 10,236 1472 5 720 HIAF YIS AT
TEDOELDOE KT H7-O L BRI AL, ¥
TR OB ERENL0.68 72572, FI L EBRE D il
IZOWTT —2ERDOMEAER LT W70, FIyLE
BAREUE YLl S TP RE IR L 720 3 IEERT LI
AR L7 BB B X O, VA= o FY,
el 22, ZEair —EkL72b0THh 5,

9 EHILOVIA-MOFHEARD L, F—
A, dy MY R, OB, #imR, R OICS
W EMNbR otz —H, VIA= NP Db oI ER
EARTN, RE, 77—ANT—=F, AR=VKF, hIa
TWVKEDNETE 5720 WIZ, EMTEOEEHREE AL
&, F—4, 77—=AMN7—=NK FZv M= X, kTN, X
K=Y KBDOMIZT TV FEDIESDENRENZ LA
bhrotee —7, WA, 0S, ok, mkir, HE
HONZT T ¥ FRIDIXHDEN D d o720 7T N
TIESDENREVEMIL, ERFEICLoTY—TrR
FAT BRI~ =T TA VTSR BB E 25
b,

(Gl il A2 AN 7583 75 K4

1 T7—=AFNT—=F <7 KNPV IN—T—=F T A —=INy 7 A KFC
2| pen | BB ah - a—3 YT Fa— T
3| T o vacr a2=s0 Forever2l H&M ZARA
4 oy MP—E A Google Facebook Yahoo! Twitter
5 AR—Y LK} adidas New Balance Reebok
6 K& V- A ST HE
7 Hhg | =24 Wii Kinect
8 Ny Dell Lenovo Macbook Acer
9 0S Windows Android OS X Lion i0S
10 e R iPhone Galax Nexus iPad
11 1 ] HE)H ¥ AT A RUT BMW
12 U ks Four Seasons Ritz-Carlton Westin Hyatt
13 EAR AR xRV TIVRAR
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®-3 W L0V v1—b (RT) BB 2 Rbmst

SR Hli L 7285435 (n) RT #°F¥ (M) RT b i (SD) RT BZ B %% (CV)
77 —APT—F 408,000 10,467 6,612 0.63
R 306,000 19,456 4,916 0.25
7T 2T VA 408,000 13,076 5,357 041
Ay MF—E X 408,000 23,891 12,450 0.52
AR = LF 306,000 12,123 5,843 048
R 306,000 8,099 3,765 0.46
7= 204,000 36,561 34,355 0.94
AVA=07 408,000 13,464 6,204 0.46
0S 408,000 16,056 3456 0.22
HE5 i A 306,000 19,095 3,510 0.18
EEE: 408,000 14,225 4,752 0.33
TV 408,000 3,353 1,679 0.50
[ 204,000 18,764 6,186 0.33
N 4,488,000 15,116(14,225%) 10,236 0.68(0.46)

Y EEBREUST —LERARE LTV o FEIMAICHRIE (Median) Z52#&k L7

2. HMrETIL

RIFFEIZ =T YV ATSL TIZBIIE 75 7 REHliO#%
BYRHERAET LI 00, BEREREDT TV
AP, BT ENEDT T U NEHO R BEERE L7
F T E T B0 MUV ROBREAREIZ LT, i
KDT TV Rl O B ER % I3 %0 5 BE IR
HETIVTRLIzEY, FERME, BTN, &tk 2
Sa=T 4k, RYTA4 THER, ATT4 T HEREN
ANDTH Do AV ba—VEKELTEEHTEE &MY T
TY) =2V T oD T I—EHKe AN HL, I
6 DR I X B B RN OM a2 MEET 58513, 78
WIS XTI 7T —DF I-ERIKIBTS
720, WA T T =03y M a—VEBITE T L
7o MR OB, WEETIVICHI > TR O DER

% FLREMNCIRRES 5 2 & 0 Bl AT o 72, BB,
de Vries et al. (2012) DJEATHIZEICHIY, M2 H o 57—
30725724813 0.0000L 1B L, EEERB LT
VR ORI TR AR E S = ANk | By A o b 2 W = 0 =T
E95%,

2
Iny; = a+ In| S.coup; + Brhttp; + Z ﬂfpageﬁ
f=1
+ Brhash; + Bypos; + fpneg;

12
+ Bssummer; + z By PCb> + g

b=1
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CIT, FATTHEERIC BT — 2335,

WEDOT T 2 N, FERE, BN, 232=74
P, BARNEOEEEE, S (2006) 12 X 2 KN
WIS RIVEBEIZ, V=YV AT TORMER
RCTFAMNA =T HOFEEZERL, 4,488,000 0
ERRNEP S ERENEL 72 TFAMNA =0TV —
WiE 7Y — =27 TTM(TinyTextMiner)? % i\ 7z, 3
57T FAMAZ I HOFETH S,

IV. S riER

T4, WF 12 SR 5ab F TEMRAET H72018, 42
T RN RELIGHHRERICOVTIHN TS, &3
DTF Y FEHilil2 52 55 B R 2 AR B TR IAY
B, RWIHIZR Y 74 7 A OBREEA0.791, 232
=74 230.344, B HPEAS0.200, FEFPEAT0.157, 2&
KEAS0.118, AH T4 7 e P A EAG M AT-0.514 £\ 9
MR o720 RODERDHS, RYT4 7 %Pehn, 2
Ix=7 a4, FERE AR, AT T4 TR 1%
K, B AT 5% K He A R MR AR EL 72 5 72 7200,
NODERETHMRENCHBLREBE VA S, EhlE
KOPERFUL0.607, HHIEE B A PR %L 0.595
THY, —EDFPNEHFOZLHHERTE, VIFRK
b 7088 THY, —HHIC VIF DMEAT10 UL 172 L

R4 BEBICBIIBT—IDER

HHPEAEE LS (Neter et al. 1996) & S B720, L&
HHEORED WL EZ BN D,

Dbtz enrs, 77 FEECIEOR R 52 5 %N
&, EHEALRBATK E WIS, RY T4 7%k, a3
=74k, BUOTE, FERE, AXEE VIO TH LT
EMFERERNCHS R o720 L7z >C, IR, A
2, I3, A4, IR 5alE LS, IR 5b IZFEA S
N7zo FOWXEPIFIHOMEREFLDOLDTH S,

WIS, 6 #MGES A 728012, Fea b, B, =
MmO m T L DHTARERIIOWTEHIT %, &HF
mA R E L7 BTV T, LR DS R WIS A
T4 T Pk, RGN, A3 22T 4 EO=0T T
RIS IED R BA 52 2 BN TH L I e dbh o7,
—J5, FERE, A, RO T4 TRERO=DITHE
LEBTEE» o7, HlMENFELZETVTI,
BEHEALRR BT WIS, RV T4 7 Behs, R, &
AMEDO=Z00 T 5 NI IED R B E 52 BN TH
LI lhbhrotze —J, AHTAT K, I3I2=T4
W77 FEHBICADEEL G52 5 HNTHLI LD
Motze BRI AELERTIE L o7z, EMin%
WRELIZET VT, FEAREBDT SV, 332
=74k, RGN, RY T4 7 ek, ERE AKX
PEDTOWNT T Rl IEDEEZ 52 5 ERTH S

2R EFNDERS F g
Vi DT T Rl VA=
coup; FAE HG E O E T BRI
http; RUI5 Tk URL A& $h B4k
hash; a32=74M% Ny Ty T EEN SR
pos; R T4 T B DRRAFE RYTA TR G EN DA
negi AT AT B DREAE AT A TR EN LA
summer; | 3»hE—VAE R N=R% 6~ 8ALLY %K
PC, I = VERC R T — N—R%T7—AMT—FFEME LT I
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R-5 TXFRANPIZVTHOBRE

ETNVOLEHS F=5 T HA DA = O
DT TV FEEM DE SNy RT
FEFI H5 115 HYB&E =Ry /=87 L= t-V §F5¢ Twitter & VA v 5—H V1 v 55—
Twitter 5] VA v & —lH5] V4 v ¥ — iy 7+0—8 750 —1{Hy]
B Tk URL http
II2=74% NYMEY 4 #

BANE DREAE

R T4 T NE

X 445 M7 BV ZW olnn Bivwy Zya 4 hyaif v En
TN E HNL EKRL Bl EF 9Fv ovw EE 90z ZHSL T
HL FEk AFF TCE A7 HL 20U BF B B FIT A MM AN -V
=V=s =V=

BRINE OREE

AN T4 T IR NEE

B EH50 FTA4 3 WR R XY Y X272 220 F 2 BKH AR v X E
DHWV YTV XD FUW I WIS A FFREAY A E I FE G
TT_T ToT ;_; () > <

x-6 ELRITOFRER

PEEER = MEOT T Nt
ETIVF A B 1] iy HE il
FEFI A57(.001)*** 077(.308) B11(.001) *** .210(.002) ***
B Tt .200(.020) ** .384(.001) *** -108(.275) .322(.025) **
2 118(.008) *** -077(.282) .221(.009) *** 112(.047) **
Gl
IIa=74M% .344(.000) *** .375(.001) *** -.187(.061) * 415(.013) **
RIT 14 T .791(.000) *** -.241(.164) .785(.000) *** .232(.091) *
AT 4 T e -.514(.000) *** .754(.000) *** -.336(.040) ** -191(.117)
ZHiTE .109(.006) *** .076(.140) 119(.114) .094(.032) **
v a—IVEH
A7 3) — -009(.868)
HHEE 263 89 95 77
F1{# 49.269*** 45.659*** 16.469*** 72.578"**
R? 0.607 0.796 0.567 0.879
I IEFH R? 0.595 0.778 0.533 0.867
VIF i KMl 7.088 13.336 5.270 15.442

T AR BUI A TR SN2 D ThH B0 () NI pEZ FD T 10%KETHE R EREE KTIC L7

<01 *p <05

*p <10
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Db ol ANTATRERIIABRERERTIER
Mofze HHEEBIEGATEREIE, & mA%0.778, H
75 0.533, B8 0.867 L —E DM 2 FOZ L
MR TE 2 ZEILHIEITOWT, IEFHD VIF K
13 13.336 L IR E L, RY T4 TR AN 747
Lo P DA EAT-0.897 L Wi HIBI D BIfRICH - 720 &
7z, B VIF e KD 15.442 & g HE <, A5
P& T3 2 =7 4 P DOAHBIFREA-0.907 & ¥ AH B D B £~
WZHo7z,

D EoZehn, 77 Nl IEDO R 52 55
K, BAEALRESKEVIEIC, &FMTEATT47
ek, MG, a3 a=74Ho=>, HEMTIEFK
DT TPk, ERAE, AXEo=-o, HMHTIEa
=74, RO, FERME, RO T4 7R, &
AMEDOFHOTH B I ENVHEFMIZHO e o7, L7z
Mo, BMAHIZE->TT IV FEHiCS -2 2R B %N
ZRLDAERE o272, G613 sh7,

V. EE

KRETIX, GWAERPD, SFEO~Y—T7 T4 7Y
TIEoT, 77V Pz &0 57201213 ED L9 %5
WCHETHIRELRODE ) EHEN W EELET 5,
RO GHAER D, D, 7TV Pl EE2 52 55
R, R 74 758k, a3 =741 BRAAHETH-
726 RYTATHERZHLT 2012, ZhITHE
HATENRC I I IWFZED M 2> 5 SRR LW FE DS ST E
72 (Chatterjee 2011; Chen et al. 2011; Hennig-Thurau
et al. 2004; Jansen et al. 2009; Sundaram et al. 1998;
7K 1999; H 2008; &R 2012; iR - HAT 2009) 73,
M CHEZTOOIIRMOKEEZIY to—L T
LTEREBMNLBATRALEHE LV, —F, 2332=
TAERB G S EFEDT T NI IED R B % 5.
ABHEVIFERIL, FEHINIEDELRIBE VR S KRBT
FIZBIFAII 2 =T 4 E Twitter DNy Y25 7 % [
WTHLRFEDT =< LTHEZ L2535 2

ETholze RENFV—IXNVATL T EDT SV N
ZEDH72OITIE, BEERLA RSN, FroN—rD L
IRFFET I LTHBERICZMLTES) I3 2=
FAVEDHAAEY BEEE VR 5, T2, REFFRIZBIF
LR MPEEE, S A MORAEURLY 7 3G Eh
TVANEIDNTH o720 RERY =T Y VRATAT LD
75 FEHliZ D A720121F, 23227 HICA T,
FIYRATFLTRAV T VIR = T4 YT DM E R AT
VSR TN EETHLENZ b,

F 72, AWF7E1d Copeland (1923) @ % f, B[],
A RS (e (0 S R a W AN N o 1) & S e -
PRSI L 720 WA T AN T4 7 ek, K5
P, 332254 MO=0oN T IV PO BERNT
B o720 WEFMIT IS, HEHEDOHIL A7 DKL,
O IETA TP ATV L EEZLN L0, F
Y RAFATRAYF IR T A YT E DM B RIT)
BT TER, HEH L OMiEILAI DM AZ DL T3 2
ZTAHEARDENT VB REMEA D 5o HEGHTIER
T4 Tk, FERE, AXEDO=Z003T7 T v FEF
D BN TH 72, BT —HEIIZ, BERE & Atk D
AL Z o THBEZ OB VHKBE G 2352855,
7Ty MMiifEE R bW EO#ET IRt -Vl vnoTz
FERMEDDF v R=0R, V=YXV ATL T ETOR
AT H7Y MR EILDHBHELEONFEEITI LV olay
AMENEEZLZEZON L, HMWTIEII =T 11,
BT, BT 74 7 ¥k, FERME AXEOHOH
7T v REH OB E N TH > 720 B ST — IS
BB OWERNE BN ST A5, I RERIIP TS
MbZwzenrs, XOAXWHIO =Y FLVRHEES
MBD< =7 74 TEIEARDON D LR X9,

PLEARTE Y, RUFGEIIIEI~—7 74 > 7O
22T, V=YW AT TR Sh izl RS
OERNEZ S, BEDOT SV R EEE 52
HENZFEIERNCHOSMI L7 i 7 9 v FEHIio
P AZIRTHLEEDIT, EBEMIZEDI) e~ —7
FA VT ZRNZ L OPIZOWTHRIBZEH L
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AWF2i, Schmitt (2012) D75~ FOHE HLFE
TR, Keller (2007) D N—ADT Y K- L7474
EVo 2SO~ =7 T4 Y ZIZ BT BT &
ZUTC, V=YXV ATL TICBILHEZOHRNE
ZH LI, REDOT TV NG B RN Z W 520
IZL723DTH %o Keller (2007) 1%, BHE D<A ¥ FIZfif
PR ST VLD H T T ¥ Mlifii Td % L #i~R7z. Schmitt
(2012) 1%, 52oDLEH T AL AL 3OO U=V X
FLANVORAEDRERDT T Y FOWE G LIET IV
RN BT, SHROBEE LTI ODHHOZNE
NEMGEL TSR EEE, fERBIOT v — M4 R
FEERIZT TR, BB = 2a— a0 ATV A% B L7
Mo, HEAOARGZIEMTHaiAF e HEIEL
T KIFFEE, HBEEOREZGEET LV ) MRE
25 Twitter D7 —# #4lIE L, de Vries et al. (2012) ®
FATREZ B EIL, EDOT TV FEHIHEE525
FNZFREMIZH SN LIz ZOEKIE, V=2 v A
TAT TEEESN TV LHEHBEHEOLEDFE %, ®RFEDT T
RERGOFRIE L L CTHIAAN L H 7273 ATH Y, Slater
and Narver (2000) B3 (2013) 254208 5 i 5 m Al
=T TAYTIIBITS, BB VERMIRZE Vo7
HEENOEZVE2Z T COMYMATHH 5, 72,
R REVSBIAIZB VT, de Vries et al. (2012)
DIFFETIE 1L 7T > F 35 DA LA 53T L o7z
LT LT, AWFFRIZ 13344 75 2 F D 4,488,000
HOF—=5 WLl WLVWHEMESRET—7 %M
WK RE AT SR K DS TR 5722 EIF LT O
THbo

B, V=YYV ATA TIIBITAT T ¥ FEEi,
FRME, AR, AR, a3a=Fqat RYT4T
LR OBBEL VI HONWIEOREL G52 5 EKNTH
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B, OO EENORTY, K277 FaHil
WS EBTLOERY 74 7T, 332=711,
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D IHHERASETE % (Jansen et al. 2009) 25, 4
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WIS, 70—V I BITLEBEREKETH 5,
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BEIRL 258, V=YX AT TEN) Fa—\ 5T
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