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7, Amazon Services International, Inc.

Fair trade isn’'t sweet, M. Ota, Y. Sakata and T. lijima (2023),
Amazon Services International, Inc. in Japanese.

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.
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Global Marketing Zero, HAKUTO-SHOBO publishing, 2017.
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Marketing Zero, HAKUTO-SHOBO publishing, 2015.

We found that the combination of brand information and social (83 /Published Papers)
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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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Effect of Appeal of Social Products on Product Choice: Evidence
from Japan
Journal of International Consumer Marketing, 2020.

Fair trade information eliminates the positive brand effect:
product choice behavior in Japan,
Asian Journal of Sustainability and Social Responsibility, 4(6), 2019.
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Impacts of Inconveniences on Attachment, Satisfaction and
Intent to Reuse Shopping Malls,

Journal of the City Planning Institute of Japan, 54(3), pp.1275-1282,
2019.
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The Effect of Concreteness of Fair Trade Information on Purchase
Attitudes, Distribution studies : the journal of Japan Society for
Distributive Sciences, 40, pp.1-14, 2017.
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