INEBERKRFERFR BLmX21bL—&

FE | &S E ] i 8 (Theme) =25
FRE21| 17440 B3, F1E iR E LR E
. . N _— AN - gT . -L\Ibs = ms A
wri22 17888 3 LAY DRET S M BRITMT SR | £RISHITOLEE
—E R Bl S ESHI3: 0L EBRIZE
qzmzzz 17889 *g#’ 5]5% ¥%§$ﬁﬁn£%§iﬁﬁé§3_' Fﬁ?é%nl—ta’]ﬁﬁh . 1%'3&%%' ?D(_J'é
Tzg| tog| Al EA |[FEEETOVA—TAMAORR ; EHBATERADEE
— ! ZRETL D IRMBIE 12T HIRRAY - RAMHIR - PEDOBRE
fikicand R Rk BELHEEOBHERDI
. . The Power of Buyer—Supplier relationship in the Foreign Direct
Erfk23| 18415 Eﬁ'ldo Melkiory Investment behavior of Ancillary firms : The case of Japanese
fiemon automobile parts manufacturers affiliated to Mazda Motor Corp.
FRg24| 18919 B, & REREEEOEERELHSMERICETIHME
FRE25| 19417 B+, &1 EBEDITA - UZRI—HETALRIZET 5EHIEFR
S Message Strategies, Informativeness and Value Appeals in Chinese
FR26| 19919 £, N F Television Advertising: An Empirical Study.
T G = SEEMBEANELTOERDIRDAVNIETIME —/\F
27| 20394 FE, &R\ o ROWA-EBICERLC—
FRE27| 20395 &, #HIR F/NRERECFIE LRI EZRICEAT MR
DITEDRRIZEITAHSNSDEFEMSICEAT K —2z7ED R
FRE28| 20861 =, & ADFIHREH T —RARZTAESNSDIEEM D EIZET HEIIH
—

N =21 3 =y 7 Bt k = ==
wri2s| 20862 = 2 EEHERROBABRLL COARBERERRNRRIHT 5%
S % ILYAZYRERIZEITEI4— IV TT)r—2a - TVOZF
FH29| 21313 RS, B DEE —JL—2as T I—T T T DA H—

ERE29| 21314 &, & Mgt B | TSAR—~DTSURRAKICET 52— R
7101 22245 | 82 2 The perceived role of social interaction in the co—creation of tourism

experiences: a study of Chinese visitors to Japan.

XKERKOEELFI2EEDREEEIHYFEE A,
XEEL, RUERESN-AEEFET.SADETETEHYFEE A,
HELTHXIE. REDZEMEEIL V23 (Barrel) TAXXIIEEFZNBHLTLVET , — https://barrel.repo.nii.ac.jp/

1/1



