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This study will verify how companies can lead consumers to
products that can reach out to people in places that are closer,

such as fair trade products.
Research Contents in Progress
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We found that the combination of brand information and social
information has a negative impact on the purchasing intent of
social products. This study clarify the factors which cause the
negative impact and how companies can improve it.
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This study examines a method to have young people use
shopping mall which come to hardly be used by young people.
At the present stage, we clarified that the event which is forced
to engage in shopping malls does not produce a desired effect
on customer satisfaction.
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Global Marketing Zero, HAKUTO-SHOBO publishing, 2017.
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Marketing Zero, HAKUTO-SHOBO publishing, 2015.
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