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MBS L O E2ZEELERT, HAI 7 OHEHNEEZRL TS, EBRIFZE TIZAL
BEDT V5 AETFDBIHETH Y. T OSMITEAN 2GR &M & o Ek{YQQ), Y
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[Abstract]

The retention cycle consists of an approach that a business aims for sustainable
purchasing after the first purchase and a reply action on the customer side. We will
examine how it contributes to repurchasing of goods and formation of customer’s
commitment. Furusato tax payment was taken as a case, and it was verified by user’s
investigation. Measures to approach retention by municipalities were not always
adequate. In the influence of regional commodity purchasing of the retention cycle,
there was a relationship that the approach by the relation tool which does not have

direct purchasing guidance function causes the reply action of the user and leads to
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local commodity purchasing. For the formation of “Furusato consciousness” which is a
commitment to the area, information collection behavior among users’ reply behavior
was significantly influenced. Also, motivation to use the system of users, which is an
individual difference factor, influenced the formation of commitment to the area. These
suggested that among the retention cycles, the relationship tool and the customer’s
reply behavior prompted by it are important. In addition, at the stage of acquiring new
customers, it was thought that it would be easy to induce continuous purchasing if
acquiring a target with a high possibility of sympathy formation with each brand. In
addition, at the stage of acquiring new customers, we thought that it would be easy to
induce continuous purchasing if we acquired targets with a high possibility of sympathy
formation with each corporate brand.

Relationship Marketing, Regional Revitalization, Direct Marketing,

Commitment
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Laxns N, 2014). Vb—Yaryy 7 =774 ‘/7*"?ﬁ/\l§ﬁxi‘§&4“%aﬁ
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[Abstract]

This study is intended that mechanism of unplanned purchasing discovers at online
supermarket handling perishables. This study focused on “the purchasing process” of
consumers before reaching the action after the problem recognition of consumers
enunciated for consumer behavior theory, an information search, the evaluation of the
replacement, purchasing decision, post-purchasing. Therefore an author performed two
surveys that focused on consumer’s purchasing behavior in this study. The first
collected data about the purchasing of the subjects. The second collected data about the
purchasing behavior process of the subjects. An author took subjects along all the time
to observe the ways of the product search in the second investigation closely with an
opportunity of the unplanned purchasing. As a result, at online supermarket, it became
clear to have the mechanism that the unplanned purchasing performed occurrence by
associating a keyword in the head of consumers.

Unplanned purchasing, product selection, keyword search, spend time,

cognitive item
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(Global Data Synchronization Network)

[Abstract]

On commercial trades, product master data management is one of important
functions on corporate information system. In Japan, a company’s product master data
shares with its trading companies, or stores product data on industrial sector revel.
Overseas countries manage unified product data, and build product data management
to fit international trades. In Japan, there is no product data management multi
industrial sectors.

This study is focusing on product master data. The report investigates product
master data at several direct marketing companies.

Mail order companies in Japan treat global market and to negotiate with overseas
companies. Product catalogues are essential for collaborations with other companies.

This reports investigated local product master service: JICES/IFDB, and global product
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master service: GDSN.
Standardization, common product identification code (GTIN), Product
Master, JICFS/IFDB, GDSN (Global Data Synchronization Network)

1. EUIC

P~ A —EHIZ, REORHRI AT AIBWTHELERO—DTHS, POST A
T ANRAKEINE T LIRD 722 A NEEDOPOSH OB MY A ¥ — OBEHEB O A% #E
W B0, ERPMNOREHY AT —F— XL, HIBOT—D NV REm~Y Ay —%2EF
BT AHBOE=2 ¥ —DIEHRLHEY — AL X BN~ X 7 —EHAR D -
720 BUIED. DPETIEZOHMAIIKE LS E DS TRV,

WEAREEIE B~ R & — DFEAIHH Th 2 @i 2 — F (GTIN) OFHAIRIIZDWT,
Amazon. eBay. Google &8 K & Vo727 0 — NV R HEZ Z R, BALOR IR %
AL 720

GARE. ENOMBERTEFFETEO 2RI, Bmv Ay —OBREZHELZ, 35
2. SHRVEE 25 EBbNALEMY A Y —0GIZOWT, BERAOH—E 23 it
T L 72,

2. BmVYAY—&i&

P~ Ay — ik, REIFENOTRE MR BIFREZE DR T, %m®%$%ﬁ Bl z 1 X7
md— By B RS R oBE O BHE) RuREE (Ebo. #k
E) ZRERHEREERT LAY —T =5 Th b, /\%’i’%?ﬁ XoT, ﬁ:ﬁnnvxy
—DVE BT IO AR % 50 BFEMIG ORI Z #D 5720012, RFEM TREm
Ay — DA RBENTE 720 HHE ML, —MBEREN & o 22 ZER RGN T
— I R=AF—EAPEHIN TS, G, YA LI bx—F T4 Y 7¥ER, eax—
AEFIIBVWTH, REMOFEOEE LIRS, MR L OHEEIEATO L, 7
M~ A Y =GO EENEFE > TL A EBbN s,

3. FATHR

P~ A Y — I A8, EBE. FREICE > TEOONTE 7,

B2 R (2003) Tl ERBOEMY A Y —HF—EAZFHEL TW5E, TOHT,
HHMEROT I Ay b, MLEWMERO 7 74 £ v by BIGEHMERO NN v &2
HELTWE, B~ AY — 2T 57— Y EETH AT — FOEf, 77— 41=
% L OWBEFIHOBERECOLEMEZ EIRL TW5b, F/2, @Il (2009) (&, EBEZOMY

64



20195 3 A

PORMYAY —HFOEEEZ BTV 5,

BEH (2005) Tik. EBAEHEACORWZEIH L, 1 7 —% v MREISHO L2
AT ADEAOLE 2 mF L. EREEW MM g ¢ i (Global Commerce Initiative) @
R Z 4 L. GDSN (Global Data Synchronization Network) (ZdfiltiiCTwb, F 72,
NEF (2009) TlE, MEEROHE MY AT L2OEEZEHL., P/IBEORERY AT 214L
ANORIG FHEMANOFEDTREI 2 5 LI L T 5,

4L Cld. Schiffer, T, & Leyh, C. (2016) IZBWT, ®ZEMICBIT LM~ A ¥ —It
He, TOXAT—DOF— 7 WH EIZOWTHBRTWS, B, EEEELHE GS
1T EMEROT—7 BN ERTa0Y 27 bO—2E o TEY, F— 7wl L
EHliT A2 A7 —H—FRFFa2 Xy FEAHL TV,

AFRTIE, SNOOMIZESREZEE 2 T, @EMNGCHEELZOMMY A ¥ — DFERE 2 Hi4k
L7z

4. RE

WEBGEHEEDOEM~Y A Y —DOLEHHATH LI — N, Emahs, MasE~0R
i ¥ A Y —HRORMPII OV THAE L 72,

4.1 REHE
AATHIY - ENO@EIRGCHEREE Ofm I — FOFMFERE, B~ A5 —DHHONE
T %o

B R  BEWRGEHELDL S, RGN E IS FEH

A AR A — LV TREIENT B,

BAIEHE BT A Y —OBRAK. WinT— FofE, BaaEEORS, #RE
P W7 — 7 O, BEEL TV HHEROME, i~ A Y —OEN
EHIEH, MR REAO T — 7 RO A

AL BNT, AR E 2L EFERGEFHEE~NDOI VY 7 MEPREZNT

Wi, WEBGEHFEEOHFENRER Y AT AMFEED X VN IZRER KL 72,

4.2 RAEER

105 B, 74L& 0 F& #1572,

F1, £23, AEEREIS, TLOLLOTH D, U IVEIILEVLE OO, FEL
7eREIEFE L XD N E R L T b,

65



Direct Marketing Review vol.18

Atk | Bt | C#: | Dft | Eft | Fi: | GiE

Paah I — NES R (FF) 200 350 | 11,392 | 1,700 300 43| 4,230
P 2 — K OFEH JAN| B# | B# | A | B | Bt | B
PR Mgk 32 25 150 50 28 22 15
LT e =T HAGE | HAGE | HARE | BAGE | BAGE | HAGE | HAGE
1 A o B mm - - - cm - -

74 oty B 12 D BT Kg - - - g . i
{57 — % Bt - - - Hit | Btk -
W) - BB R LERT,

x1 HAEHEROFME (Z01)

Atk B Ct Dtk
2 " ST | L.
sy FARMIR sexhempy | PPN -
A — VfiE
. o N
U FIE ] ﬁgmﬁgﬁ A A 4

- 7 = VAR G

A4 (Amazon,
TER) ~ND L HY H0 L
7 — 7§t

F2-1 HAEBROFHE (Z2D2)

E A F AL Gt
ﬁﬁ%g e e vk
A Eﬁ;ggﬁ {EHE B BT — K
M (Amazon.

W) ~o | L Bl Bl

= g

+F2-2 WEREROFHM (ZD2)

Pama— N, Bfa— FOMMHDIL o7z, HFLE BIE L72&3ITIE, @fE e T
LI T BECHE M IZRm 2 e L C& 2kl b, afFIsem i) i
alE AT — FE2HE T2 &) MERR LNz, MEBGEHEZ A OHIEL /T TE
Y2089 03 RECL o THI» 2P Tn b 2 LRI NS,

A ROHTEIL, R D IEEDEDBA LNz, FKIT ERAN L72GDSNTIE, sk

66




20195 3 A

DIFFEE TERDOLN TV D, FEmAHE. B¥EA A=V HONCT 2720 EEL TR
THodHILIFEDY VA, BEHRGERCTHMAMOR I L iEmT % L 1. JHEH
#LWERMC R B L Bb b, HaAIC, GSITIEWebMiHiC#IRT 2 M Hl{E & Z 0T
FAPMFROFFEIZOWTHEEZ AL TWDH, B~ A7 —1EHud. SRS 5 4
END IO, YA —EHROKLIIHARE IR TH 5,

PO RE i~ A Y — BT 2HAN R W ERE LMD, Lol it
WANT OFGSTIE, FEMOME 2 &C B, EREHE. WHEB L LT,
i~ A Y — I8 EkT 5, MHOGDSNS ., ATk, ERNGHII VLR BGHEE & %o
T, BEBGEERTE, EFEHOIY R L V2D, 2T, FEEREZEN~
AF =B LR TH, EHENML LW T LD 0,

R T — % DEFHD Vo720 L. BEBRTOWebE R TIX, BimA A —Y %% H
LTWEDT, B~ AY —ICHWRERIBEHRIN TS LAGE L TW7z55, Webld
HOHETT LA LR~ A7 —IIEEF RSN LWL ) TH D,

HAHERIE. Bz SEIL Vw0, BRIIREY 1575 8¥E0% 50 - 7. WiniE s
DHMNZ K L ¥ED D o205 REICE > T WREEZIMNIRIEL TWAH I Lt
Lo, HEOREM~ A7 — 1288 T A REND RV,

PREENOR T~ A &7 — 3% 1) 72w Tid, BRI T— 73t % L Tw b s
I N (W

5. BmVAY—HE

L O R TH HBEHRFGFEL BV T, EM~ A7 — N TR 5 0%
ML\, REMOERY AT LOMFE L7202, YA —FT—F0H#EL, 20
T WEOMN EAEELERLE LS, ENOEMY R Y —7— 73, EBEOMN~ X
¥ —7F =y O EHNT 5,

5.1 BEADEREY A Y —EEROHEL

B~ A Y —id, SFRESMEPNEHT S 2 LB\, BN A Y —0LH 1,
MHEEROFETH o 720 MEEROITEWM Y A T L OFHELZHEAE T 2 — B EEN 0
WY AT AR Y —Tid, Hd@rEma— R, JANIZ— FZ2 ¥ —IH & 3 okaimmiE
T — & X— 2% — V¥ ZJICFS/IFDB (Jan Item Code File Service / Integrated Flexible
Data Base) OH—Y A%{7-> T &7z,

67



Direct Marketing Review vol.18

X1 JICFS/IFDBDO Y X7 LABIER

p
A=p— I . TR
[;ﬁﬁ:/X? s s ] RIE0OT—SiRftat ’
T—EE SUIRTATIFA—E~
JANI-K JICFS/IFDB ?JZJZJ AR
Bmt

~

NS
[aS=giid BROEAIER -
mRSE B ) ftf=
.- -etc PSR ISEROER EaIER ERIEE
JANT- [ —

[2lme]
AR - &
EmDE

--egtc

pp— XJICFS/IFDBTI&, AF(LD 2 X=h—
oy || BEEHEEmEL. F-5R-2
e By

) WY AT ARy Y —
HG%HHBH\iK¢%¥@HE?X?ATﬂ%?%%m7X5—?—&%%LT%
OB ENTVETF— I R—2AF - A TH o7z, 19844FEL NV F— Y AZRIHL, 3
W ESL, LHEENI— N THALJANTI— F2F—JHHE LT, ZOMma— FEpdmts
W —EHT LTI R—2AF - A ThH b,
JICES/IFDBTIZ, #aahia— N, Bm&AFs OB, fama e v o 22K EHR A
BRI Twab,
FERLEM~YAY —1d, IUIRT LI, TAAM)IEa—F%— (MBYAT Lt
—DEHT LMY AY — %, FICEER. AHBEMAE RIS 20 & Pl
EH(FA AN 2= = oRMEEZ BN~ 27 — 2N EREICHGET 5 0%)
A LT MR UNFEEE, HITEE, A —h —5) ICIRMES T X 72, 20184E4 1 LLR%,
F— RO T EEMFETH7201C, FTA AN a2 —F—HlEZEILL, HR¥LE%
MUTT— % 2R T2RIKITET SN TV 5,

3,500,000

3,000,000

2,500,000

2,000,000

HEK

1,500,000

1,000,000

500,000

o 1

| 20168
BES 1,123,796 1,209,636 1,291,008 1,371,489 1,465,218
BOAS 628,054 673,700 714,237 759,793 307,382

B AtH & 282,640 417,922 453,135 492,503 532,678
[Nz k=1t 211,385 230,718 262,309 281,236 311,321
oK 50 EY % 204,713 222,660 245,395 270,240 301,951
WEDHIE S 4,585 3,315 3,262 3,230 3,172

X2 JICFS/IFDBOESZEEMRE (AL : ¢4)
(M) JEy AT L% Y Y ¥ —

68



20195 3 A

P21, JICFS/IFDBD BB OB 2R L72b D TH 5, 2018437 BIfE, JIDFS/
IFDBIZIZ392T5 FA3 88 S N TWw b WERAVRY L 912, PR OB #EHT— 713, L
fan - HH@2YE O Tw5b, BUfE, JICFS/IFDBTIE, B =—X12HbE724—E R
HFARDOEHEZ RGP TH %o

5.2 EffDOEmMY A Y —IEHROEEIL

GDSN (Global Data Synchronization Network) (. 30 7 — 7 2o ¢, DP (Data
Pool) Zfififr L TRun~ R & — 43k (FZEH) HHoFEMLEZ, 7o—/ =2 TH
LY AT ATHA. KElOWalmart, 7 7 ¥ ADCarrefour. 4 1) ADTesco& ¥ 72/
¥, KEOP&G, AAf ADNestlek o722 = —=HFH LT 5, dLk. Kk, E
U, 7Y7%&A1N=LT5%, EENZREELHRETDH 2 GSIP L OMERE R, > 2
TLADBEE T TW5h, TOMELNT %,

FUIRT X912, KRENZAHZ#E < I1WorldSynct: (¥ A7 A EM b TWiWnw/:
O, bk & E UM OS85z EBIEE E) 25, GDSNOT0% V&7 — % &2 /3 — L
TWb,

AT 1WorldSync | 1WolrdSync | Edgenet | GSlnet GS1 DAS

o Ck. (EUHLIS) k) (%) (A5 %)
GTIN%: | 29,059,615 16,048,177 4,332,114 | 2,058,409 | 1,169,746 719,816
GLN#t 51,982 18,747 3,770 2,820 2423 1,922

&3 GDSNOFT— 2 ERBHH
({14 : GSI  20184E11 H 30 H3AE)

GDSNDEARYF L L CTid, WEIEEMO~ R 7 —HEOEEE, %7 — 7 ZEox)
TR I N T 5,
(DGDSN Lo J5 Il & F AT H

GDSNO#EM L, [F—ro—mEH | FHlE (M7 —2a—Fty b [7T— %
JEBIF% (Item Hierarchy) | #2i8® [GPC (Global Product Classification) (GS123& B3
LEmaE] 2AHT 5. £ < B LV O miEMO BT L v,
a) T—%F O—tEHOEH]
T 31T CERYT L, TOWTIE, HlE B LY (57—% Y —2Z (Data
Source) : HmTEHRE BT HM0HE) TH b,
T EHEIL T AN ERETE S (17— FIEHETEMTS),

HATIE, A== L 2887 —%, HEEIL2B8HT—IVH o720, —DODF
I LTHEED Y a v e YA =P LT LE) Bt b b 77— O— i
TEBEHIChNE. 20k ZHEIZEETE 5,
b) BARTF—Fa—-Fty FDOER

69



Direct Marketing Review vol.18

GDSNTIE, [# % v 7 (Catalogue Item) | &IFIEN ZGTIN (Ffa— F) +
GLN (2% 2 —F) +TM (RFEHLHHI—F) Oty bT, F—F EMBRTE %,
GDSN EDGTINIE, 77— + 8Ly MHAL & o 72 EALIC S XIS § %0 GLNIE, 7
mEIRE B L RS T A L2 KT TMIE, BUEkoRE - iz &bd, 203
I—-FDOty FT, MEF—DL=— I WEHERT 5,

c) F— 7 EEMR (Item Hierarchy) ®OEF

Item Hierarchy (Product Hierarchy& &5 9) &, 7 —AHAL, L v MHA L EH
RO EAL CHEMT 2% m T — FOBKRTH %,

d) GPC (Global Product Classification)

GDSNTIid. PamnmBHICGPCE FIH§ %5, GPCL L, GSIDRmAFHI—FTH D,
GDSNOMHRE I — K& %2> T b,

@F =% T =& ZFDrEE

GDSNi. RDO3FTHE S, 7— 7 FIH#E (Data Recipient). 7 — % &## (Data
Source) &, F—F 7=V xMLTT—F DFZxITI o
(B)GDSN D+ 7 #

X3iZ. GDSND X vt =TI DELRFENERLIZDBDTH 5,

GDSNTIiZ. Registration (&4%). Publication (PdihEH D). Subscription (Mt
%K), Notification (P4dh15Hto A1), Confirmation (BT HMOME) D5OD X v &
— VNI ND,

Registration of Global

GTIN & GLN Subscription

Registry
Subscription

Publication
Data(GTIN & GLN) Source With Data Recipient

Definition Data Pool Notification Data Pool
Data
Synchronized Data
(Confirmation) Synchronized
(Confirmation)

Subscription

Publication
Synchronized WiFh. Da.ta
Data (Confirmation) Notification

Data
Recipient

Source

K3 GDSNDX v t—I XD

GDSNIZ. B2CHIFF— % NX— ZAGS1YV — A & DL D Tw b, 20164E, HED
AlibabaldGS1H E, 20174, GSI1+—A b5 1) 7, GS14 % 1) 7 & O TGDSNE A 12D
WTHEZRR L7, 5%, GDSNOB2CAOFIHGFEH L TW L LEXRH 5,

6. X

WEMWGEHER I, F—F—REHFL L HHRAHZ B LIS WS H 5.

%&I

70



20195 3 A

HEEOTO BT, EEMZR) SREFEEAELOT Ly 7 M TE, WECH %
HW2 COBTED-> T, EREREELI LI TELRVY, AR LTHUTOMIZH
LN TEEE Db S,

T — FIZEf I — FORA L &S 2 0ENEL o7z SOMBELWHTLT, b
WEICEY) V7T ER TR XY YT LREOHLE N LI, JANT — Fidi
W2 — FT. BHEOEBIZEBERZVEWI XA T XV M EH o7z, B S BGE
FC. KttoEmiEHRiE, BT - FCTHEHELEBY, BRrWRFELTERTLL X
JANZ— F%2E0) K Th, BRL T, HEO®EM~AF =2, JANa— K& Hika
—FEIvEYTTHL70 VY —bRERFLTNDEEDI L TH o7, Gtk FHEEM
DIEHEE % A D LRI E 26, WES L OHEE L TNFICHED L2012, fm~
ALY —OHHIZJANI — FZ2EMNT 5 2 LN ELBbNh b,

Rash O EEHR, BRI, BT A —ICBBE IR TR W L0 o 1.
L72#iPA Tl R~ R 7 — IIEWIR DT MO B8R LT > TV iR, TORIZDOWTIE,
WOT, WKFEBICHTEYAY -2 HWET L2LESH L EEbNA,

Amazon, FRIZEM~YAY —# AL TV5E &) REIEID - 720 B T,
T = F DL e W2 OGDSNIFFIH SN TV ns, ea~v—AHEENLRL L W
FIERNCHEN S 2 7 — F N L R WIT ) B EBONFRIELRNL, Fa— bk e O
Y= AHEFZDOSHOIY M AL, BRFEZ IO EL RITTLEEZONS,

%{b

A

7. s

S L2 #iPA Tk, AL TOBBMBETY T T4 F = — V0354 LT B Hplig
ENLVEREETIE, MM~ A Y —OERIEGTH I — FOFH=—A0Em < v, Mz
T HLEEOBBRED S, ARIEITO Y AT A TEIEHRY A7 2 IHE#ELE N2 T
MEd L7zAs @BEBCETIE Y AT 2252 b EFGE v ax b dho7z, F
72y B AHREMBREIZ. GSHEHEZ MO HWVE WD T RX Y bbb oz, [AZEMADTHEHAS
mMLnwEoaxy rddhotz,

Lo, FA4V 7 b= T4 v 7 OERSROWERBOBGEEN 72 EE2 9T 5 L9
ity TEWMENERT ST R TR LT E b s, S oA CIREE IS
Rlero 7205 B D. HHoMEREE: LCEERKELE EbNS, HATIK, &
HABEORE DI, WY AT A% v & —Tld. JICESZHE &\ 9 o0
HREBRELTVD, EINO A=A —, HFE¥E, DEEOMTRIAHINTE 2, HoHHE
BRFEEEE, S, BEEHOEMSEIIOWTHARTIZ LW E OKEH Y. JICFSSH
BERAELE A, FRE, BEAMOBEMAEI - FIZE#R SN TV d o722 L2
720 JICFS/IFDB® @i 3%, B2BINF I —E A% 4T o> T & 2720, FilCEE L
T % B 5 IRFESE R O R it 73 BRI LT 720,

71



Direct Marketing Review vol.18

FRLOBIDIRS X912, FHEALIE, BEECOFANC L o TRE L 2T 2RI, #EEL
THHR A RO Lt < BIRFICHOEIFOSEZ 3 X9 2B PLETH L, 5%, 7
KUGE), ERHEANOT T —F 270y b, BRIELIC X BRI 2 M S 2 Tw
E72vo ANNE, FHATHEM ORISR TIRHEPH 2 A 21T R o 72, BRE D) 2 0
O, AR AR L 72w

L0 Z S DOFITHEEBIC X D2 SE DL 72012, HFEZ RO T2\

[F51E%]
SEORSCOMBIEE Ly R % 3 BRI ORRC SO E v R & F L
LEY . B L BT

[EERR]

EFF— (2003), [DAENIBT 54 ¥ 74 YIGIORE] [hivRmbitmgl 178, 87-92H,

BEIHATHD (2005) . [ 4 3E RIS Hc L o BUIR & #E#E LB a) 122w T | [Intec Technical Journall 5%
10-14E,

WINEE (2009), [77 4 MIBUTLEREHS v b7 —7 | [20094F 554 EF 78RR R]
FEE AR

WEFH (2009). [HESEICBIT 2 1HH S 2 7 2 D5 EEE ] [2009FEEF 2 EM e ERE]
(EA LRI &g

[JICFS/IFDB] 141-147H. [ EIBEH 2 i~ 2 & — LA v + 7 —2 (GDSN) | 148-151H [
W A T A boE)E 2018-2019],

Schiffer, T., & Leyh, C. (2016, November). Master data quality in the era of digitization-

B

Toward inter-organizational master data quality in value networks: A problem
identification. In International Conference on Enterprise Resource Planning Systems (pp.

99-113). Springer, Cham.

72



20195 3 R

=
SNSHIH = =D A ) 7B B17 BhsebH O B (R 1k

RS BAERRR 44F AR FM
bR pEEE K= Wl

(ES]

MEAY - TA2DERICEY, SNSEHL4AI 27— a3 Y—ILHHREIC
FIHZNDEDICHE->TWVD, EFHICFIHI N TUVWB O Twitter, Facebook. Instagram &
Wo ey —=IThY., [12X428z] BREE., ZOFRBITEBTEICHHEES52T
W3, LA L. BSNSEFIHT 5 HEEDTEFMED > 5. TEIHEEEVWOIEATITD
NEMRIEERBICD LV, KRROBERIE. BHBEICSE TE STV - TF—2 AN
T. BSNSOANE -1 —H-DEFHE LT, BEMFRTOTEERE (BEEOFHBERIEC
FAR - FBEFv2L) & WEBETOTEIEE (WEBDRIEHX 77 X1 M)
EBALSDICT B ETH D, EFRRICIETwitterdNE — 21— % —IIWEBIZ & 1+ 3 {TENES
AR, BEDOIREMADITEIESEE L XL T & FacebookXInstagramd A E — 1 — 4 —
EREHROTHHEEN LW EAEEEM L. SSNSHAP TEIEE CHEET 21EF
ZEAS MIC U 7=
V=2V A T 7, (THEE. 4271 L HBETE. HEETH

[Abstract]

There are many communication tools and social networking service with smartphone.
Leading tools such as Twitter, Facebook, and Instagram affect consumer behavior, for
example going to a place in where can take good “photogenic” photos. However,
previous research did not focus on consumer’s behavioral area. This paper analyzed
single source panel data of metropolitan area around Tokyo. The data contains
information of real world behavioral area (e.g. train stations or lines) and virtual world
behavioral area (e.g. Web site access log). This paper reveals two findings. First
finding is that heavy users of Twitter tend to have smaller behavioral area in real
world and have larger behavioral area in virtual space than other consumers. Second
finding is that heavy users of Facebook or Instagram tend to have large behavioral area
in real world. The paper concludes there is strong relationship SNS using and
behavioral area in real and virtual space.

Social Media, Behavior Area, Online Consumer Behavior, Consumer Behavior
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