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Main research themes and their characteristics

[Elucidation of the value of using Local Mascot Character
for regional revitalization] SEM (BEAEREFUSY) BR Ll s o
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Local Mascot Character (Hereinafter LMC), once in the limelight as the savior of
regional revitalization, peaked around 2013-2014, but since then the boom, which was
a mere flower of the times, has subsided, and the opportunities for their introduction in
the mass media have long since diminished. However, few studies have systematically
examined the roles that LMCs have played in the past and what effects they can be
expected to have in the future, both during the boom and now.

In this study, We first conducted quantitative and qualitative analysis on the volume of
transmission & content of posts for individual LMC Twitter accounts to see what kind of
Tweet responses are favorable.

A multivariate analysis using original quantitative survey data was then used to extract
evaluation axes for regional revitalization by LMC. Then, for each type of LMC classified
according to the penetration status of residents inside and outside the region, we used Fig.1 Causal model of LMC recognition, favorability, and providing
structural equation modeling (SEM) to visualize the causal relationship between each experience and Local revitalization.(2021)
variable to see how much recognition, likability, and attachment to each LMC leads
to the development of local pride among residents within the region and how much it
leads to increased interest in the region where the LMC comes from among residents B
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Through the §pread of the Internet and smartphones, the flow of consumer bghavior Fig.2 Advertising Effectiveness Measurement Model (conceptual
from contact with advertisements and products to purchase has changed dramatically. diagram)

The objective of this study is to develop a new advertising effectiveness measurement
model that clarifies the role of the smartphone as an information search and dissemination tool.

Specifically, based on the concept of "Experience Value Marketing" proposed by Professor Bernd H. Schmitt of Columbia University Business
School, and on the past 30 years of practical analysis of entire campaigns using TV commercials, Internet advertising, trade show events, and other
contact points, we will first observe and organize what experiences the various contact points provide consumers and what specific actions are
encouraged at each "AISAS" stage.

Then, in the test survey and the main survey, we will refine the questionnaire items and clarify causal relationships among variables (Fig. 2). The use
of celebrities and mascot characters will also be elaborated in a way that reaffirms the results of previous analyses of how consumer experience is
enhanced and behavior is transformed through attachment.
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