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In this study, a smartphone-based social networking service (SNS) was used
to encourage consumers to post about the in-store displays they liked. Subsequently, the qualitative
factors of the posted in-store displays with a high number of “ likes” were derived and their
direct and indirect effects on sales investigated. This studey comprises three detailed studies, and
the results showed that variables relating to the size, variety, seasonal feel, and product
character mascots influenced consumers’ likes and posts, sales of products featured in in-store
displays are more influenced by posts than likes, and that there is a difference in the mediation
effect of posts on sales according to the type of in-store display content.
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