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These studies are designed to find the mechanism of internal effects of
corporate external advertising, focusing on employees™ work motivation. After reviewing previous
relevant studies and pretesting, we developed a conceptual model and examined the model empirically
with support of a Japanese company. During the study process, some findings were published and the
examined model was presented at an academic conference. There remained some further issues about
applying the model to non-Japanese organizations and sophisticating the credibility and validity,
due to the global Covid-19 pandemic.

However, our studies contribute to propose an model by reconsidering the old rule of thumb among
business people. These studies also contribute to the advertising internal effects literature as
Japanese studies.
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