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[Abstract]

We examined the impact of direct marketing business activities on brand value
according to local direct marketing businesses and regional brands. We extracted brand
associations from free descriptive answer text on regional brands by text mining and
compare differences in appearance rate depending on whether they know the local
direct business or not. We also analyzed how the knowledge level of the brand
association and the local direct business influence the evaluation to the region. Based on
the results, recognition of the local direct business and improvement of the knowledge
level will transform the brand knowledge of the region in the consumer's mind.It
seemed that the brand association of the region which became to be remembered may
increase the evaluation of the regional brand.

Regional brand, Local direct marketing business, Brand Associations, Text

mining
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[Abstract]

Shopping difficulties that make daily shopping difficult due to aging are becoming
social problems. However, there are few studies on the method of grasping the location
of people who are difficult to shopping specifically, and the method for considering
support according to needs.

This study has done two studies.

In the research (U, we built a model to grasp the location of the shopping difficulties
in the area using the logistic regression model.

In research (), we revealed that the needs of people who feel inconvenienced in shopping
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differ depending on personal attributes and products that are difficult to buy.
Shopper difficulty Food desert problem Multiple logistic regression
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[Abstract]

In the mail order industry, introducing a payment after delivery service will increase
the trust of customers and improve sales. However, there are some people in the mail
order industry who are anxious about the risk of delayed or no payment. So some part
of the mail order company restricts the use of payment after delivery or stops its use.
These decisions will lead to not only losing the convenience of the good customer but
also sales decline from a lack of trust. In this study, we propose a necessary evaluation
method of cash collection management for introducing a deferred payment scheme by
analyzing payment behavior of customers and also propose its evaluation system.
method for payment after delivery, evaluation system, statistical processing,

automatic learning
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[Abstract]

As for this study, the e-commerce with the PC and Mobil phone intended for the
electronic -commerce such as articles.

I assume Amazon Japan representing Japanese electronic commerce markets and
three major markets and Amazon Japan, Rakuten of the Yahoo shopping an
investigation market.

The investigation method of the characteristic investigated a characteristic from sale
data by the real business activity in sale time by the weighting sale number in sale
time. As a result of investigation, the characteristic had a characteristic in three times
in sale time of the buyer.

The three sale time characteristics were evening time of 15:01-16:00 17:01-18:00 and
16:01-17:00.

Internet Business, Merchandise-Related Business Transactions, Purchase
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FA=F v RVERBHI B D300 w2 — F O REGH & R
—FHE{LALR GS1 2RI e 92 il —F GTIN—

— MR AR Y A T AT Y 7 — W R

(EE]

Amazon., Google. Alibaba& v\ 7-thFiR1Ee-commerceEBHE St . ZTNEFEHIE%
BALFETTWDB, bPETH, ARICEFEZLALFET VD, ThE5DOEHTIE. 1F
W AT LOZEEEICEADEHES, ZELEZBOFEICSML TV 3,

AR TIE. ERDEHERTE. e-commerces EEFDEEIREN, S, HEEIC1IDD
BOELTHY—EXRZRHETSE. FLZF v XUVRE(EICBITUAZRE I OFR T, 1FHI X
TLDBEIZ T+ —H A LT ZORELRDOF T, £EEEI— NICDOWT, EEMNE
ZAL##E T H 5GS1 (Global Standard One) &. e-commerceEBH# & IC & 2 BREH
»o, H@AFESRI—- ROFBEHEEHREL =, AEDLHER. Amazon. Google. Alibaba
T3, GSIPHET 2HERERI— K. GTIN (Global Trade Number) DOFIF %, H5|
SLEIBEHLITTVWBZENPBESLICE S 1,

S CEIPFLZF I NRECHICLA-ENEI2EERT 3013, @HRI— RIS
GTINZFIAH L T, B, BREF v RIIETHEROEFIEIHS N3 1EHRS X7 LIRE
EIBEL. EEOVRILEEDIVEN H D, FHRY XA T LOEFEELIZ, £@FHRI-F
DpIc, BmY A2 —FDOHBILHBBECVLEN H 5, BEICGSITIIBHEAZIEILH T
BY, SERWEERET—TICDODVWTHEEET- 1
* LZF v %I, e-commerce. GS1. B4t @RI — K (GTIN)

[Abstract]

Amazon, Google, Alibaba are expanding their global business, and they are also
expanding their services in Japan. These companies are interested in global
standardization activities for Information system, and they are committing a global
standardization activity.

This study is focusing on information standardization at Omni-channel retail
environment. By examining company’s documents on the company web site and GSI1
web site, Companies recommend their trading companies to use common product

identification code: GTIN (Global Trade Item Number). GS1 also focuses on product
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catalogue master data and other activities.
Ommni-channel, e-commerce, GS1, standardization, Global Trade Item
Number (GTIN)
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MY AY =7 — 8 ZEELTE7, B2CTIE, B2BX ) bIAWHIOR M~ A ¥ — 28 H
TELEND D, ZOHKIIUEEL ShhTwd, B2COMARTIL, 1HEZ TR A
y—IHEHmEPNEL, EHTLILIEIWELRIRNICH 5, GSIOMBR )N — & 72 5 72
Amazon. ebayldGSIIZIB2CIHF DR~ A ¥ — DR 58 2 ) 2 221772 2 DGS1
Clouddoa >t 7+ 2k L BT, GSITHIKOXEGNHEIN TV, K2IT/RL7
GSIH I EHH 12 B VT H, eccommerceE RO A Z @i L T2, BHIZED
e-commerce@f)ﬁiﬁ’ﬁﬂi 2 GSHEHIB L TV AT R %0 €OH T, dhaipgm 2 —
FGTINOFIH X, B2C. B2Bx & &+ A =F ¥ L VEET, W —Y X L 1HHE BT
IO BELEREEZ OGNS,

OB, GSITIEIB2CHIT DB~ A Y —F —F X— A, WebMFEL ¥ v Dt
%X %729 DGS1 SmartSerach. RO~ A F— 708\ Z WHEIZ T 5 72D 12 Hd@pG I —
FiZH 7 a— FzBind 2%t (GTIN®variant codef#). Web, A~¥— k7% VT
i@ﬁ?é@ﬁ%‘l‘%*ﬁ@%i@ﬂ:%JE«V)“CU\ZQO W {RTEHR O IZ, 20184E4 H (TR HEAL ¥ F

VIBRHENLTFETH S,

e-commerce® 23 2 IR IS LT GSIOME#(L DM 2D 5 A ¥ — F b
FoTWnb,

OAEDOAEERE L, FhEGSHEELICSML TE 5T, GSIOMFHIRI 2 M5 2w
L b b, e-commerce®D BH L ZALOH Tl FEAREIICHER L 2 WIEH S AT 413,
BEAEALICHE L 72N D v A 7 A E OB THILEE % 72T RN D 5. KD, TlEH &,
WO A T LEEHEALOBZHD F Lo, FTRRE. ERBRE TR 2 b
T &7z,

i SEBILRH OREREALIE B~ DO MRS IR SR DS BIER L C & 22 T@E R & v,
REFFOYFEREO T Z LB WT, FHELLDE T A ZANDA 287 b, BELOKR
ERNEZBHEFET L EDLENLEEDNS, ERBEROMRILDEETH L, HATIEJAN
I— FoOE#E[LZ RS, M T — 7 2 v £ —VEDI (Electronic Data Interchange)
DE AL, ERERZECTHDTE 72, ER MO LERBAEOBRILE . BKROTEHRIE
FERMODTOW L LENH L EEDNS,

FE LA LIG B CRIS T 2 AMBR O EETH S, EXOMET HEBERHETIE, IT
DI EHOME. BFOMER EOMBPLEL b, FERLBEFHE ML
BT, HEOEB CHEBZR I, NI HMIEE L TE 2 L) R AMZH TR,
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BN OBRFEAREML TOL I EBTE RV,

GS1oH 4 b (GS1. http://www.gsl.org/) 121X, e-commercedfll, 4% W, #hd %

R, TRV E Vo EEOBEELIET IR IN TS, £ DF & ITEEHELIEE) %=
HoTIHE, DAPEMSFEDOEBALICHE . CTIHITZ0ENWTH 5,

[

[

it
SEOFLOMERIE L. BRT 2800 S, SHEICE#h LT
SEH]

Karpischek, Stephan, Michahelles, Florian and Fleisch, Elgar (2012), “The not so
unique global trade identification number,” Proceedings of the 14th Annual

International Conference on Electronic Commerce.

S AEREC (2013), [WiEi Y 2 7 A ORFRAL—REBR O b 9 1o | [RaAamse (B

TEBE RS ] 60%4475. 23-40H,

- VYRR (2013). [REM 2 — FORRELE T OROBEICE T 5 Z 5| [FREERRF

A% 30%. 39-56H.

- Amazon, “Selling at Amazon.com : Adding UPCs” https://www.amazon.com/gp/

help/customer/display.html/ref=hp_rel_topic?ie=UTF8&nodeld=200794660 (201842
H15H)

- Amazon, “Selling at Amazon.com : Locating Product Identifiers”, https://www.

amazon.com/gp/help/customer/display.html?nodeld=200202190 (20184E2H15H)

- GS1, “Global website”, http://www.gsl.org/ (201842H15H)
- GS1, “Public Policy Priorities:E-COMMERCE”, https://www.gsl.org/public-policy/

priorities/e-commerce (20184E2H15H)

- GS1, “Alibaba Group, GS1 & GS1 China GDSN Project Joint Announcement” https://

www.gsl.org/articles/1977/alibaba-group-gsl-gsl-china-gdsn-project-joint-
announcement (201842H15H)

- ebay, “product-identifiers” http://pages.ebay.com/sellerinformation/news/

springupdate2015/product-identifiers.html#FAQ1-1 (20184E2H15H)

- Google, “Google Merchant Center”, [~V 7 [ 4 i dhIDIZ 2 W T ] https://support.

google.com/merchants/answer/1601617hl=ja (20184F2H15H)
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g
EMNOTAVIN =74 v 7 ANHERICH T 53

X A&HBLAX HH B

1. EUHIC

$ﬁi EWAE CREZEH) OF AL b~—7 T4 YT AMBRICEL T, %
BEERREDE )R A N F 2T L ERELTVDEPOHRHEEZIT-720DTH 5,
%ﬁ@%%kbf

CHFAVT IR T A YT RERT HMEE EROA Y 0 T EReEEN S, ECH

FAMFE, A= —HERAN LR oTnBH 2 E

DS DOFERTY, JTUREE) A M ERAL, BELEEI T T4V a3

Zr—varEirA A, BEHEIGE. ST Y FOEREIEREL YA LY b
—r T4 v TERMEEEZAIL

CHIZ, MESTIEALAZF v ANVEAEREIC, A—3—, 2=, HEIEZ EHEHN

XL, XBEE TV LT E—fb LT, ¥A VLI =T T4 VT RE

T AEENMEL TWDH I EREITON5,

CDEH FAV I b= T4 7 =M, TEIR B, =T 747D
RKERWTELERYVOODHLBIE, F¥A VLI V=T T4 VT h2EZDAM (LT, ¥
AVZb=—r¥%—) BROEZEHIIEFTETIEHET->T5, 40, FTIISKEOF
Bl 52T, PRMBORECHMAICH LT, ¥4 L7 bx—F ¥ —FHFRIZ
B9 % a6t & % 2 MO Z TV 72v,

2. BNEH

2.1 7XUA

A4V 7 b= 574 v 7O%MERE, 7 49 5 TIEDMA (Data & Marketmg
Association) &\ 9 H&2S, [DMA Certified Marketing Professional | &\ 9 %
— 2% ERLTBD ., 201841 H5HBAE TOHPIE#H (https://thedma.org/) I2& 5 &,
ZONFEIZLUTOHE) TH b

$PLT. AERICBWTERIINE TSR L2 URLIZAT20184E1HSHBAED L D TH
bo A—AX A4 MLV HAKRBEIZELR,
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(ODMA (Data & Marketing Association)
(1) Certified Marketing Professional i3~ —> 74 7707z v aF

https://thedma.org/marketing-education/marketing-courses/direct-marketing/dma-

certified-marketing-professional/

Stepl : Fundamentals (J&5%)

1
By )

© 0 NS Ul A W N

Offers, Value Propositions and Calls-to-Action (4 7 7 —. flifti¥fit & 17

. Creative Copywriting (Z VT A 54 7a¥—=54 54 7)
. Direct Mail Campaigns (¥4 L 27 b A=)V F ¥ yR—=V)
. Email Marketing (e X =V ~—47 51 V)

Data-Driven Analytics & Testing (F—# 12X 2508 L F A 1)
Fundamental Measurement (RF:HIE FEAR)

. Relationship Marketing (AR~ —4>7 71 > )
. Database Marketing (F—% X—A~X =751 ~ )
. Web and Search Engine Marketing (Web& Ry Vv~ —Fr 54 V)

10. Social Media Marketing (VY —3Y ¥ VAT A4 7=, T4 V)

OR *Direct Marketing Institute (In-person seminar)

Step2 : Advanced Modules 7 online modules (F# 72oDF ¥ 5 A4 Vi)

S =S, B O JUR \CR e

. Advanced Measurement (RhFEiME Efk)

. Advanced Database Marketing (F—% X—ZA<x—4 51 7 L)
. Advanced Email Marketing (e X =)V ~—47 751 » 7 L)

. Teleservices (7 L ¥ —¥ %)

. Relationship Marketing II (B4Rt~ —> 7 1 ~ 72)

Data Governance (7 — % & #)

. Mobile Marketing (ENA V=7 T4 ~ )

Step3 : Certification Exam (F2%€ ik#)

Achieve your DCMP certification when you complete the final assessment

that concludes the program.

* Lada—

Ak, URREATHH S 72—V a Y HRREESERCHEAREL, H

A a— Az LT3, (https://defm.fusion.co.jp/)

(2) ZoflfER) a2 — 2 ($#) https://thedma.org/marketing-education/explore-all-
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marketing-courses/

- Advanced B2B Demand Generation and Lead Conversion (B2BIZ31) % T ZEMujie &
FOAZHERT)

- Applications of Effective Customer Management (X509 72 BZ 4 BLO 9 i)

- Comprehensive CRM and Database Marketing (CRM & F— % X—ZA—» 5 1 ~
7 k)

- Content Marketing (257 I<—=7 754 %)

- Copywriting Essentials (Z¥—5 4 714 ¥ 7 DOIAK)

- Customer Insights Phase I: Understanding the Customer & Applying Insights (i
%A VA MEDL)

- Customer Insights Phase II: Leveraging Customer Insights to Create Growth (#%
4 %4 FED2)

- Customer Reach: The Channels (Ei% ) —F & )

- The Data-Driven Marketing Landscape (7—% « U7y —=7 74 Y T DOREE)

- Data Standards 2.0: Overview (7—4% A% ¥ ¥ — F208t%)

- Digital CRM: Understanding the Tools, Technology and Techniques ( 7 ¥ % )V
CRM)

- Digital CRM II: Advanced Applications (73 % JWCRM2)

- Digital CRM & Customer Insights Bootcamp (7Y # WCRM EHE A 34 )

- Digital Display (7Y% V74 A7 L 1)

- Digital Marketing Institute (7Y ¥ V~—r 74 ¥ 7 DFEEK)

- Direct Marketing Institute with DCMP (DCMP% o773 ¥ V=—>7 74 2 7D
FE)

- Emerging Trends (¥ b L ¥ F)

- Emotional Branding & Marketing EMEICFRZ 57 F v T4 v b~ —r54 2 7)

- Exploring the Potential of Mobile Apps ((E/NA V7 7 1) DA REME DHER)

- Hands-on Predictive Analytics for Marketers (¥ —/47 % —® 72 O EETF M 5HT)

- Integrated Marketing in the Digital Age (7Y % VEMROFER~—7r 74 » )

+ Omnichannel Marketing: Your Communications Plan for a Seamless Customer
Experience (X L =F ¥ KAV —r T4 V7)

- Journey Mapping (# A¥<x—Vx—=— - <y V)

- Mapping the Customer Journey with Omnichannel Marketing (4 & = ¥ AL {Z
BIAIAIR—Vy—=— -y EVY)

- Measurement and Attribution (MEE7 PV Ea—3 3 )

- Mobile-Friendly Email Design (7 L~ K1) —72 &34 Jbe X — IV Dikil)

- Mobile-Friendly Web Design: Responsive, Adaptive, or Hybrid? (7L~ K1) —7%We
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YA b oED

- Next Generation Omnichannel Marketing (XA A =F ¥ A V~—Fr T4 » )

- Omnichannel Mobile Marketing (X A =F ¥ L)V « ENA V=7 T4 V)

- Omnichannel Social Media Marketing (X A =F ¥ R « V=T ¥ VAT 4 T—7T
T4 YT)

- Omnichannel Video Marketing (* & =F ¥ RV - Bjlij~—4 7 1 ~ %)

- Programmatic Marketing & Media Buying (707 7 At o7o~v—=r T4 v 7k
AT ATINAA 7))

- Segmentation: Understand & Target (X7 X 57— 3 )

- Social CRM (¥ — % ¥ JVCRM)

« Technology: The Tools to Access The Audience (BARIZT 7 AT 572D T 7/
ay—)

- Transmission in Omnichannel Marketing (& =F ¥ X VIZBIT S X v & — I{5E)

- Understanding Data to Understand the Customer (BAZFLFHED 720 D7 — & PifiE)

- Using Data to Know Your Customer: CRM & Attribution Certificate (B %% 72
HDT— 5 G H)

- Web Analytics and Optimization (Webf#HT & #i#qk)

221F¥UX

4 F ) Z2IBT HT7 21 »DMAR B © B /K, DMA (Direct Marketing
Association) (¥, 20184E1H5H A TOHPIEH (https://dmaorguk) (&5 &, ##
L TWEI—ZAWNFEIIDTOE) TH 5,

(ODMA (Direct Marketing Association)
(1) 2—A4% https://dma.org.uk/training
- Digital marketing (F¥Y ¥ V=754 V)
- Copywriting and creativity (Z¥—&¢ 27191451 7)
- Social Media Marketing (V=Y XY VA F A4 T<—=7 54 2V 7)
- Data (7—%)
- Essentials (3&7A)
- Legal and regulation (3:#i#))
- Search engine marketing (MRET I v~—F7 74 v 7)
- Website optimization (7 = 7% A4 +xi#E1L)
- Content Marketing (Z v F VY~ —4 54 v 7)
- Customer relationship (F% BI4R)
- Data analytics (57— % 5#7)
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- Email marketing (e A =NV~ —4 54 » %)
- Planning and strategy (1] & %)

i) 2 — A ($F¥:) https://www.theidm.com/marketing-courses

- Affiliate Marketing (7 74V T4 b~—=7 74 2 7)

- B2B Marketing : The Complete Guide (B2B~—%4 71 ¥ 7")

- Budgeting for Marketers : Essentials (% =47 % —®D7: DO FHRAEL D IEAR)

- Conversion Rate Optimization (CRO : I ¥ /N— 3 3 ¥ Hig#1k)

- Copywriting for Digital (7Y # VKD 7= av¥ -S54 54 »7)

- Copywriting for Social Media and Blogs (VY=Y Y VAT s 7 Turz7oizHpnay

—IA4T4 )

- Customer Retention (FHZ#HEFF)

- Data Management Platform (DMP)

- Digital Marketing : The Complete Guide (FY¥ ¥V~ —F7 T4 ¥ FREEHNA F)
- Digital Marketing Strategy (7Y% V> —7 7 14 ~ 7ikHg)

- Digital Marketing : Essentials (FY 7 V<=7 74 ¥ 27 FK)

- Direct Marketing : Essentials (¥4 L 7 b~—4 54 7 HK)

+eCRM (f ¥ % —% v FCRM)

- Email marketing : Strategy (e~ —/47 7 1 » 7 HilE)

- Email marketing : Strategy and Tctics (e~¥—4 7 4 ¥ 7 Okl & # i)

- Email marketing : Tactics (e~ —4 7 4 ¥ Z¥4i7)

- Google Analytics : Advanced (=7 V7> U542 A2 L)

- Google Analytics : The Complete Guide (=27 V7 F 1) 574 7 XA ZEEHA K)
- Google Analytics : Essentials (=27 V7 F U514 27 A HK)

- Influencer Marketing (f Y 7 NVZ oY —<—Fr T4 )

- Managing Marketing (¥ =% 7 1 ¥ 7 & #H)

- Marketing Automation : Essentials (¥ —4 74 ¥ 74+ —hA—=3 3 JHK)
- Mobile Marketing : Essentials (XA Vv—4F 1 ¥ 7 FEK)

- Mobile Marketing : Execution (BN V<=4 F 1 v 7 )

- Mobile Marketing : Strategy (E/NXA V=771 ¥ 7 i)

- Mobile Marketing : The Complete Guide (ENA V<=7 T 41 7 ZEHTA F)
- Pay per Click (PPC: 7V v 7 k%)

- PR in a Changing Digital Landscape (7Y # WERIZ BT 5PROZEAL)

- Programmatic Marketing: Essentials (72 7 J At 7z~ =774 ¥ 7 HERK)

- Search Engine Marketing : SEO and PPC (MK > v ~—r 7414 7))
- Search Engine Optimization (SEO : & T ¥ v & #1bk)

102



2018 3 A

- Social Media : Strategy (V=Y ¥ VX747 %)

- Social Media : Tools and Tactics (V=% VAT 4 7 —)b & i)
- Social Selling (V=Y %)Vt »72)

- User Experience (EZARER)

- What is Marketing (¥ —4 7 4 ¥ 7 &3 H*)

23 F—AK3U7

4+ — A+ 7 Y 7 T &, ADMA (Association for data-driven marketing &
advertising) & \»9) FMADA D, 20184E1 H5H HAE TOHPIE#HR (https://www.adma.
comau/) kb e, |/ELTVWEI—2NFRIUTO@EY TH 5,

(OADMA (Association for data-driven marketing & advertising)
(1) a2 —A%4¥ https://www.adma.com.au/iq

> Digital Marketing (FY %IV~ —47F 4 )

> Data-Driven Marketing (7—% « U T r~—=F7 74 7))

> Customer experience (# A¥~<— -+ L7 AR LTV R)

(2) K- ADME
> Digital Marketing (73 # V'~ —7 7 4 ~ 2 ) https://www.adma.com.au/iq/
digital-marketing

- Digital Marketing Essentials Course (FY ¥ V<=7 T 4 ¥ 7 FK)
- Digital Marketing Certificate (FY ¥V~ —=7 74 ¥ )
- Content Marketing Certificate (Z 7 ¥V ~—=7 74~ 7)
- Content Marketing Advanced Certificate (27 Y ~—=r54 27 E#H)
- Conversion Rate Optimization Certificate (2 > /35— 3 v FEig@1k)

- Digital Marketing Channels Course (7Y ¥ V<= T4 V7 « Fx L))

D> Data-Driven Marketing (¥ —% + KU 7 v ~—=4 5 1 ¥ 7)) https://www.

adma.com.au/iq/data-driven-marketing

- Data-Driven Marketing Certificate (¥—% « U T r~—=r 754 »7)

- Analytics Certificate (5"#7)

- Conversion Rate Optimization Certificate (I > /N—3 3 ¥ Fix#l)

- Digital Marketing Certificate (FY ¥ V<=7 T 1 ~ )

- Data-Driven Marketing Practitioner Course (EBRINTFF—% - F) T ~<—
rIrAvy)

- Digital Marketing Strategy Course (7Y ¥ V< —7 T 4 » 7 H#)
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> Customer experience (# A ¥ ~<v— - T 27 ARV T A) https://www.adma.

com.au/ig/customer-experience

+ CX for CMOs Course (¥ =77 4 v Z7HUEHDIDDOH A3 — - 7 AXR))
IV R)

- Customer Journey Mapping Course (WA ¥ —V ¥ —=— - < ¥ 7)

- Content Marketing Strategy Course (Z ¥ 75 ¥V —47 T 1 ~ TH#K)

- Retention and Loyalty Marketing Strategy Course (V7> >3 & U4 YIV7 4
N =T A v THE)

2.4 B=X

HATIZ, FHI8EIH £ LT WIEMIZ R 545, JADMA (A4 H A @G
WoEth &) o8 MOLATBOE NEN - BRI BZERME O &R 2 20, difE W5k OHF
MUZBE S 2 A - AFZERI RO MEHFZ/ER L T b,

COHEFOPR T, JADMAZE®REANDT ¥ 7r— 1+, 7Y ¥ 7, BMIRETOH
DOFEFR L LT BT OHEFINE T — AR SN T2,

1. 58 k23§ 720 O BRI Al
2. MEBEDEAEMBEIT DT —FIR—=R - =T T4 7
3HAVY M= T4 VI X HEBCER AT X U b
4. Ay b U 2 SN

5. Y T A ARG I L
6. KT B 5T 2 & A5 B FE A~

7. BCR A ZE S 2R Sl AE e S E R ) D Flh Ak
. WEMWMIEKRIZBITL ) —F =T - AF )
9. R ESE I AT Y - 75 - DMEME
10. F/NFHEBZD2DD TNV T 4V X ¥ b

3. FEDRHEI-AREHNSRADIAUVI M= 5 —[CUELERF
U (§EFD)

UEDXIH)BEEDOTF ALY b—T ¥ —BEDODDT—AFENL. LT, 32
OMETHEA L7 b= 7 —ICBBELRAF V2B L Ta,
1. ¥4 V27 b~—r ¥ —EHICLERAT L
2. kW~ —rr ¥ —L LTRLELRAT NV
3L.GBOTA VI b= T4 v THEALIZLE R AF )L
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3.1 54V M= 5—BEBDAFI
COAF NI, BET—FIRN—R%&HbH, BRLEHEII 2 =r—vavzfrH ¥y
AVI MNR—=T T4 Y TOREDPLRDOENDEAFNTH S,
R OB EATH 58T A F v
RO aII A=Y a v AF N (a— Ly y—, A— )L HPWEbERIE% L)
- A& uz, DM. HPEDOBARHINEA F v
CTIVT ANV A Y NEBAFV (ZRIE Wik, ERE )
CEBAFV GEH, jEEL L)
INHIEFDBEDLELHERMET A AL ELRATFNVE LTHEEINTEX2H070 B
TFEIZBWTHEFA LI I =TV —DETERERIAFIVELTEHEETH S,

32— 5—EULTO—HERAFIL

COAF NI, EDL) LM, EETHoTd Y-y —LLTRkOLNLAF
VTH A

RIS RAF IV (BT AT —Yay, HRTAYIANOT Tu—F L)
CR=T T4 VTN RAF IV (YA, STP. 4P% L)

CHERRREHARY (WA= VX ===, WRAIX— T T ARV TV ARYL)
CRan (P—ER) AR F v

cFyoR—Y, THE—TY 3 YEEHAF I

33 SEDIALVI NI—UFT 14 VTEEICHERZ ATV

ZEOBFBHRI—AHNELLIE, ¥4 L7 v~ —=7r =2, SHOATOF AL L7 b
X—=r T4 v TEALEREET A REE R Too0FEE LT, [FA=F ¥ 2],
[F—=% VT v ]| 20 AN D,

<tLh=F ¥ FI>

TN —T T4 7 AFNV (SNS, SEO. CGM, I ¥ 7YX —F T4 7, %
=T TA YT = A=Y arRE)

BT I R=ZAEHAFI (HEIAY —, BT AT —, FXY I/ R=UTAY—,
FXRNVIAY =T L)

W FEEEHAR L (FAZF X ANVICBWT, [HEREG] OWICKE R/ — NV
3y — 24 L AR EE )

MR AT AN ) =T =Ty TAFN (KT ¥ ANV OFERE, EREHE. 7 v A
VA ¥ v v _— v FEiiZ &)
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<F—=FF)TV>

- KPI (G ZEERGHlTRES) EH A F )L
cWMBAHAXIV (=7 T4 ¥ 7K OROIFHM)
CF—F X BHMEEA F v (PDCAY A 7 )L DRES)

4. HARBEDOY A LI b= 5 —8RIcOlF T~ X FFHFINFRAFR
HDIERE

CZETHRHTELIHIC TAVAAFVA A=A MTYTIEBIFLESAL
IR —=7 T4 Y THEBRCBIAHEE 70T T A (GERa il E) kI
TELTBY), FAVLIZ M—=FT T4 Y TIZBIFLEARNLEZZMS 22D, F 4
ZFXAINDHZVET—F N T E V) LWl 2 BRI ARTwb,

bEBEL AV I I—FTTAITOENDILEBIEZ, ¥4 L7 M A=NVIZX5HEE
e TlEH 7228 7 A ODMAA [DM=Direct Marketing] 7*5 [DM=Data &
Marketing] ~NEHHEL LD, =X T 1) 7 TIZADMAOAHHKIZT—% -
R)T o= T74 7l 0)BEPATVEIENLLb2S X )2, BETIR
[DM (Direct Marketing) | (¥ [Data-Driven Marketing] # 5% \ (& [Digital
Marketing| I2ZDREEZ TIT->TBY, HADF A VL7 b~—47 7 4 v 7 BHHEA
T VoMM T A ENRDLENTVELEFZ L),

BAE. HARIZBWTIEER,. CRM, Z— Vvt v ¥ —7% ML S - BwT
FHHARPHEE 7077 2R MERBEEL TV 505 RELRPHWND X Rk
RPOWEEDO D H T 0 7T AR ENT VLS LITF 0V,

FFIE, FEELRXVTHEOHBFTINMAERLZEMT 2L A0 0HO3 5 2157k
WA, ZOBICIBUTOL) ZEEZTEH T2 L By ZOMEIT—HRIZEH A
FEVS T, REAFBICBVTHEOEREMZ ZETHBICEIAMIATY
Bo THIZZ DL D BAKRKA R HEN & FHEITE, MEEOBmCE L7220 % A
MBERICZG>TLEIDRLTHS, COEHI B T7+r—~v M, FFTIEEIRO LD %
ENAOFEKTEBEBINTHD I—AEMHE 70y b LTAAY, HIETHRE. FEiti
LTwa7ur775% 70y PLTHERLTALOLRNVWIES ),
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AERONFE, EFOKRMBHE (FRFEHREY) HEHEY, FHEREGHRE LT
MBI 24T > TV B DS, EMNEHMEZIT) 2L T, EBFERFRRITH LTI
HLNDH 2 WIHCOFRAIH O E LT, B2 BICH LTIy A L2 bv
— T T4 YA RICBT AR OBERLIL KO E LT HHLTHE 2w
ZRATWbh, 7o, EBREMEE EOMELR, WICEBR (VYA LV b~x—F T
4 VTR hOOT— F R K B FEFEE AT O B, HEER & o i P A3
HBHIEIFFFICHETH L, VIR, D EEZEEHIIBWEHE 707 7 A DEK
EEMBOMEATEICR S L 912, 5l & EBMRE~NOFRRM L SR Z2HB22055
TEEZR D TITE 720,

[SE 3R]

- DMA (K), https://thedma.org/marketing-education/marketing-courses/direct-
marketing/dma-certified-marketing-professional/ : 201841 H5H

- DMA (3%), https://dma.org.uk/training : 20184£1 H5H

- ADMA, https://www.adma.com.au/iq : 201841 H5H
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