18

[Ver. 1.0]







1) e, 12
2) e, 13
3) e, 13

0 NS 18
7 DO 19

3) e ——————————————— et 20

D) e 21



D

2)

3)

D
2)

3)

D

2)

D

2)

3)

D



.52
.52
.53
...54
...55
.55
...56
.57
...58

...59
...60

...60

.61
.61
...62
...62
...62
...62
...62
...63
...63
...63
...63
...64
...64
...65
...65
...66
...68
...68
...68
...68
...68
...68
...69
.70

2)
3)

4)

D
2)

4)

D
2)

D

2)



D

2)
3)

D

2)
3)
4)
5)
6)

D

2)



...88
...88
...89
...89
...90
...90
.92
.92
.92
.92
.92
.94
.94
.94
...95
...96
...96
...96
...96
.97
...98
...98
...98

2)

D

98

98

99
...100
100

" N o < 1 ©

...102
...102
...103
...105
...105
...105
...105



107
...108
108
109

™M < 1w ©

...110



1,500

50




2005

508

2005

3

500

71.8

68.5

63.2

10



11



D

1993 442
2003 987 2 2




2)

3

2002

13



B
187K

14

1 1999

2

3
2006

1
100{69.4(1000)]  (39.2) (385) (11.0) (3] (0.0 (244)]  (46.8) (54) 235
100] 74.9(1000)]  (39.1) (26.6) (6.2) (58] 78] @8]  (581) (6.8) 195
100] 57.5(1000))  (228) (34.9) (19.1) o] a3 @2 @6 (6.4) 331
100/ 638(1000))  (29.7) (39.3) (12.9) Lo @es| 23] @47 (5.4) 284
100] 70.1(100.0)f  (406) (40.6) (11.0) (132) (192 (239  (45.1) (5.2) 228
100 73.1(1000)]  (45.7) (36.9) (98) @8] @40 @ra] @495 (55) 20

14



1)

100 [ 75.9(100.0) 83)] (32) (1.0) (09) (4.0) (33.6) (10.9) 18.7
100| 90.0(100.0), (346)] (18) (2.7) (2.1) (2.4) (64.1) (7.0) 7.2
100| 72.3(100.0), 679)] (53) (0.8) (0.4) (3.0) (18.0) (14.0) 212
100] 75.3(100.0), 69.9)] (54) (0.7) (0.7) (3.6) (17.5) (11.1) 19.0
100| 74.0(100.0), 59.3)] (3.0) (0.8) (0.8) (4.4) (32.4) (11.4) 20.2
100] 77.7(100.0) 52.4)] (2.0) (1.2) (1.0) (4.3) (42.9) (10.7) 17.3
100| 81.3(100.0), 428) (L6) (0.8) (0.9) (3.8) (53.4) (9.5) 137
100| 91.9(100.0) 37| (10) (1.4) (2.3) (18) (79.8) (5.3) 59
100] 85.7(100.0) 48.4) (L5) (0.8) (05) (5.8) (47.0) (8.9) 9.7
100| 80.6(100.0) 637 (23) (0.6) (0.6) (3.8) (40.1) (9.8) 139
100| 79.4(100.0) 42.9) (L5) 0.7) (1.0) (3.3) (52.6) (10.3) 15.]
100| 81.2(100.0) @8] (17) (0.9) (1.0) (4.5) (60.1) 8.7) 144

14



Price Place Promotion
4C - 4P
Customer value - - Product
Customer cost - - Price
Convenience - = Place
Communication « - Promotion
3P Physical evidence Process People 7P
Products ——
Price ——
Place ——
Promotion ——
People ——

Physical evidence ——

Process ——

Product
4P

4C 4

4P

16



4C

17



1955

D

1960

1974

© 00 N o

American Marketing Association AMA

1990

2004

CSR

1985

18



10

2)

10

19



20

3

19

80

20



D

11

2002

11

21



22



23



30

10

24



25



SVU Sports Utility
Vehicle

4C

26



PDCA

27



D

28



29



2)

12

12

30



31



3

32



2004

33



4C

99

13

A 4

13

h 4

h 4

1994 7

34






1.
1)
Attention - Interest - Desire - Memory - Action
1314
3
3
A Attention e
I Interest —_—
D Desire —_—
M Memory —_—
14 AIDMA

36



2)

A Action

13

4P

4C

4C

37



10

21

SERVQUAL

SERVQUAL Service Quality
(

38



10 SERVQUAL

SERVQUAL

TANGIBLES

REIABILITY)

RESPONSIVENESS

ASSUARANCE

EMPATHY

A.Parasuraman, Valarie A. Zeithamal, and Leonard Berry, "SERVQUAL : A Multiple Item
Scale for Measuring Consumer Perceptions of Service Quality,” Journal of Retailing 64
(1998) ; 12-40.

p.189

39




structure
15

process

SERVQUAL

outcome 3

1SO9000

3)

15

40




41



SERVQUAL

2.
D
16
17
WIN-WIN
25
75
( )
20 25
16 1991

17

42



2)

FSP(

43



D

100 1 O

11

99

99

44



11

15

45



18

[ ]
19 12
12
A 4
p.164
18 NTT
19

46



TARP

2)

20

20

47



21

21

48



3

13

13

BtoB

BtoC

BtoB

p242

49



50



D

51



2)

3

14

52



15

15

22

14

22

53



4)

AV

54



D

55



2)

56



20%

40%

60%

80%

100%

n=200

610s

16
0%

n=610s

n=309s

n=239s

n=62s
u
O
O

2003

2

17

p.92

16

57



17

P1

-

P2

4)

58



.

(Product

(Product

59




(Place

(Promotion

D

4P

60




2)

61



3

62



4)

5)

23

23

63



6)

5W1H
who
what
how
where

when

PR

DM

64



DM

PR

65



)

PR

PR

CD

66



paid publicity

67



1
1.
1)
24
°
3
18 1999
°
24 NEW

60

2002

68



18

14

69



2)

70



D

86.0%

55.4%
47.7%
44.1%

11.7%
15.3%
0.0%

66.7%

56.8%

44.1%
40.5%
38.7%
21.6%

71



//\




73



1.
1)
Physical evidence(
Products
Promotion
2)

20

7P

) Process

Place

People

Price

74



3

25

26

25
26

75



28

27

4)

29

27

28
29

95

15

86

76




Emission Tomography
30

1990
1996 4 200

2006
200

5)

30

PET Positron

200
2002 4

77



22

TKC

TKC

78



21

2007

79



D

80



2000

2)

3)

2002

2000

8l




4)

32

2004

32

82



5)

23

23

24

83



24

| ; I
| I
| ; I
]
| | | | | | | | I

6)

84



85



D

25

86




2)

2006

4

87



26

200

B,D

88



26

700

Z200

S 150

33

33

89



34
35

34

35

90



PR

91



D

92



27

20

28

16

16

93



2)

1986

WHO

WHO

94



21

2000

21

O© N~ O O

O «+€ N MO < W

880

740

95



D

IT

96



97



1
1
CRM Customer Relationship
Management
CRM
2
2.
454 143 2
2
2 3
36
29
% 2004 10 1 3

98



29

— 143

— 150

60

30

30

40

85

10

20

40

20

50

26%

1,796

s 17 3 31

KPMG

65

1,870 ¥
290

434

99




30

10

12

12

12

14

14

14

16

16

9 PET

PET

24

2006 Masahiro Kannno’ s Opinions

KPMG

100




2000 4

101



€y

290 434 454

10

2004 5

ID

CT MRI

¢y
&)

102



)

1988
TQC

TQC

TQC

TQC

IT

103



104



1
2.
28 HCU NCU10
8
134 %
450
32006 4 1

580

31

70

57

400

363

20

12

1,191

105



31

@ >0 orc

/ |

400 /‘DPC / @ 363

| |
/ 580 450
DPC

95
70 550

32

99.4%  99.2%
- | oTew o650 065w O7.6% 983

97.1%
% 959%  95.8%
95.6% " ea2%

97.1%

96.9%

20.3 20.4
11,449 11612
_——A

10988 11276
10,636 10,683
A/‘
64,289 66,928 67,766 68,5;[,
61,293 63,759 63452 ) S 7 |

50,999 e m o K - - H-—— K~

7,182 6,970 _ xX- -
e,g‘u, <14.4 53.7%  52.7% 53.2%
~ £ 50.1% O— —o—-—14
< 55,133 -
-z X as20p  AT8% O
_ X~ " 51,798 -
_ X - — K= 747,279 Do’
- 42,985 —. . ICE P RX: 12,6
¥~ 42,005 c=O——0— 12.3
38,780 /.37_5% 388% 3760 383% : 12.2 e
O~ 238%
20.3%
H4 H5 H6 H7 He H9 H10 H11 H12 H13 H14  H15 H16 H17

KPMG

106



32

1990

107



80

GIVE & GIVE

MRI

108



CT

Ccu®

39

109



NEW

TKC

11 14
16 17

2006 Masahiro Kannno®s Opinions

2000

2006

9

1

TKC

BP

110



