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et al, 1997), EHICEDTA TT AL E
BIEEINE L, HDVIEZOFHRGRE
T ADHBFEIZR Y TR S s X9
GTATTHEIMSNE T THRIRINE S
&, TOXH)HTaEAIZL D,

COHBIHEZIE, 2T b OAIERH
HALL L, ThPRIEN L 702 ATHD T
LEy, arve7rodEficBne, —&
R TATT7TOMALEDLYE, ELTED
Al - ABIE, 2O E LI K o THEALR
EBRIBENE T LA THL, LHLIL
BNTED, ZLTCIO7OLRICLY, 7

http://www.j-mac.or.jp

47

RIEMARE(LZ BRI MmOV T MR

DLEOAVET IHPR=ALERYDDYH, £
OBEALD 72D F 7230 — RIERELR /N T
477 EMAGDEIN, ZORKEE LTIV
7 MR RDEIL 2 b, TR
KRB DNE T A, b bR
WHELDOLFMSIND & &, ENIERHEN
aryr 7 MR RE LTRWESNS,
vz % (Isono, 2009) o
TlEhEzo7awzicsh), av& 71
HAEDIEIE, BEMALASE» NS D2 Al
T AhHENSNIa T MBI
Rz ZTOMEBDOBE»HFHNIT 5 & &,
Z OFHMIRE AT & 0 KRBT A3+ 5125
BTETBLT, S6L2T7TATTER (&
1E) BRE LIS i, ZoMED 2
FohaZlld, —DHIF, dboar
7 b (TATFTT) ICHAGEDENIAT A
FT Y TH o 7200 EH», ZoHIX, £
LELFOMAEDEDOLEERo/za vk
T (TATT) BEPEYTH > 72008
», FLT=2HIZ, ZOWMEDTATTH
WY TH o T2DONED, Thb, ThbHT
DHAEDLINIMTATTDOELLD, &
B2VIEZOMGOREL, HERPLETDH
D, ZTORITERVETIEPLEL R D,
ZLTCTZFDOHMAEDLEOFTIZCBVT, A
ELENDITATTREFTELRL, b
AT M TATT) RAEL, RER, BIE,
HHFEHILT LBV ELENVED
(R—13)., Hb0viE, TbZTLHMAaED
CTORRE L TH LN OB HHER S
niza v e 7 MEALRER (2227 MR
74 77) 2b-T, HABEDEROT Y
LT b TATTIZEENCELT) HHD
Tary 7 M 2WHERTLI LDV HS,

JAPAN MARKETING JOURNAL 120 @
R=F4 7Y v—7FI Vol.30 No.& (2011)



ot Japan Marketing Academy

* £

W1

227 MRS E T 5 —REERL

1T A FTORBEDYRT
27 BEALDLBO
AEFVTA4TT) WTFATT

@ O

| HAahe |

v

2 ETMERRER
(IETMRRIET1TT)

i © Csikszentmihalyi (1996), p.101 ®Feik % H &I EHTERK

5. RITHELE 2—HD5DHMREESD

Crawford (1991), Urban & Hauser (1993)
SENHYT 2 HBMAE T O LA TIE, T
7 b OBFACIZIEARWIZ, MEEEFLS N
aveTrELEICREINEbOEEN, £
ofEEE ka7 b oBREE L e S
NTwbEVR D, fEnZD7otABW
TarvtE7 ML) 220 ar e T
FEKRICVBRVEET LI LIEZERZLNT
v,

FDXH)RETIVICH L, Bhattacharya et
al. (1998) 1%, ZILOWM L WiliGRETICE
WTIE, a7 MEEDYA IV TREDS
, AV MHE7 - X are T M
B 7 =X x2F—N=F v T7EE, av
7 PR R T 2 RIS X D 5
Y ANTE Ik &k Yl Mol IV M N .7 |
BRI LEOFEMEEFRLZZ. —T, Kel-
ley (2001), Cagan & Vogel (2002) o FikE
g, 7L CERICHHMFEICL ST
X, Toa vyt MEETTLRAIZEWT,
ave 7 PHEMAKROLE2 -2 LT,
a7 MEHKRICETUEBRY) ENEBIE,

@ JAPAN MARKETING JOURNAL 120
R=F4 27 Yv—FI Vol.30 No.& (2011)

48

Wb 52L2b 5L~ 2 I bELT
WALTREEYH . FNIEZFOI T M
HALDZE L LT, avt 7 MELERED
BEBDOEY, 252z bAKD
L, i w2 b,

L# L Z ® Bhattacharya et al. (1998),
Kelley (2001), Cagan & Vogel (2002) T3,
Zoayx 7 ML v T BRI
¥, EOLHICLTHITHLDOHNIZON
TIEHL2TIE RV, TOMWIZER 5720
AR B R KIS Y, @ Bhat-
tacharya et al. (1998) FIZX BBHFET IV L
&, a3 vt 7 MUEALOARENE T T 2R
HaEHL72bDE R EDTES, T4
bt, are7 b, 2L CHRAAEN OB
NEEBT L7012, a7 P28 s
HHNCHEZELTCLEY DT ARL, Foay
Y7 bTATTI, BRLDODNT AT
TERMAEDESL LT, a7 MEIL
Rk (7 MREALTATT7) 215729
AT, TNEBBEVANET HEENE, T4b
LHEFEMIPEBTE TV LRI OBINT
LEa—F5%, bLARZTETVZWVWEA,
BEALD 72 DI A B DL SNTZNT A T T H,
HHEVIFDOLEDI VT Y TATFTER
B3I EeBdd, Todbltoaryvs 7
ATFTRRETEN) L, HdwiFart
T IREAEREE LT, v Tart
TrEHERTLIIE, o EparkS
MM EL L E D, LHELILNT
X%,

(3] VY —-FI9IRXFa >~

TATMRL E 2 =2 bR oM HAE b &

http://www.j-mac.or.jp



ot Japan Marketing Academy

2, ROV S —=F 27T AF a3 rEikElLls
Tabb, Iy T MHBIIBWTWRPIZE
D3 X7 MEEMBELIE S WS D
a vt 7 oRENHELD, 23T Mo
TR S g5 EThiE, Zhidhd,
DX TR E S5 THDH,

O T-RR4T1-—

OV —F 7T AFa IZERBHNRL,
arye 7 INEEBLOa YT MRS 0
ROV T T ORI TE B HED T
— Ao THAET 2T, EWEET —
AR T4 RE M LTz TOFr—RAL LT,
Kelley (2001), Cagan & Vogel (2002) 2%HX
D EFSE L) BRETOER L LTOTHA
YLV EETHEE (2 TETHA V&
MiZdhbHEFELIER) &, FICZF0 XS M
Mz dzend ) — Ry aesE, Thoilk
LRFETO T 27 P REIRT L, FRU,
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THUESEZENEZD LICBIRY) Ay T
FLEAL, ZHBEHEMTEL L2 Mo TD
ZLTHb

R E Lz, 2000 4E LA 0 A Sk
FARMHET & Lice 2RIEZ 0N o
BBV T, HEEPIEEHICBW TR 2
WIS B0, 13FOBEAE NI LR
R3320 KRELAEALTWE RS Z &N
TEY (I, 2006; #H, 2008), HrimBAsEIC

http://www.j-mac.or.jp

49

RIEMARE(LZ BRI MmOV T MR

BOWTZORMOHBEEM) 2 EHT 5720
W2, a7 VR EREICT T MRE
IEVERINEZ LB TFHRTEL2HLTH S,
EHIZZomBE [T=21, ¥4bbigie
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BHEvy, Kelley (2001), Cagan & Vogel (2002)
TEEREENDL IRV LT HEETVE
LoTWLDTIE PR ENG, 85
2, Y b)—LolBgE LT, HA2
A A—=FIXBHETET 2 ERER
A L7z, Thud, FERICBWT, b

JAPAN MARKETING JOURNAL 120 @
R=F4 7Y v—7FI Vol.30 No.& (2011)



ot Japan Marketing Academy

* E%4

Y —IZEWEEOMRETH 225, #MEDT—
Y EARATHHIT, Y M) —FHoTFT¥AL U %
ERLTWLIRBEZRTIDEIRHLT
(BOREMIZIAFET 525, vk ) — Mk
MEETFNVEESTWLETFHTE S,
ZLTCEOH Y MY =X 0 iE 4R M]
M 7uyzs ve, HRKaA - a—-7 L&D
TSR RE] BTy o7 NEGHTL
720 TNHIEZ OB O AAFER DO T
WO Tl X 2 FZ N EFNEY L7z
BSOS TO Y22 FTHY, Witk
B, FNENDLOMBER, HELEMGOL
MTTRAXMERL L 7ey =7 b T
Holb RHLIENTELNLTH D, [
M) EW S AERD 2004 FI2BWT
3420 3 r — A % A LRRASSE S IC B\ TH R
B [B—wBEk], ¥V 4] k310
EHEDRY, Z O WA 5000 157 — AR &
W el TBh o, ThZZ0HEHO D)L
DL LTIHEICBIT 2 BMOWEBREMEL L
THBEEBNPERIN TV IREREAL S
EWTED, [OHRERE] o, THHEA
R D 2006 F12 BT 700 J7 7 — A % Hipi o),
Z D% D MEF MR, B REE D 25T
ZOMBADOHN ZHENT VB EAL SN TW
LW, I ZOHBEOVD L DL LTIEH
B2 REOWEHEMILE L THEEB
NEHEINTVLHEREADL LN TE D,
GBI TRESH Y MY — [
M1 B%, BHAIA - 3—=F [HoERKE]
BAZEIC T % R 7 — % KO8 2006 4E 11 A 2
52007 4E 3 HIZh I TB I hbh izt~ —
by —, FHALF =T R, vy
Va—lZko/,

@ JAPAN MARKETING JOURNAL 120
R=F4 27 Yv—FI Vol.30 No.& (2011)

50

0 mR

DTICAEKEr — 22571 LS55
MRAZEE LD,

1. ¥ hU— [FRAREFM] R
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