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A study of regional revitalization in Teshima
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The results of this research are the following two points. The first is to
conduct a quantitative (questionnaire survey of tourists) and qualitative (questionnaire survey of
tourists) and qualitative surveys (to is Teshima landers) of a hypothetical structured model for
regional revitalization based on the service marketing assumed at the beginning of the research.
group interviews and depth interviews were analyzed using GTA(Granded Theory Appproach)). Second,
through qualitative surveys of the is Teshima landers, it was found that the region is not always
monolithic, but becomes a “ community” when a certain goal (in Teshima, unity to solve the waste
problem) is set. , It was found that the islanders are usually "co-variants™ with different ways of
thinking and values depending on the region on the Teshima island.



1970

2010
3 15 2016
Csv
1970 40
cf. 2004 2004 2008
2017
2
2008

2011

2019

3
2005
2011 2014 2016
2011
5
17K02114
3 2018-2020

2010 1



L.Vargo and F.Lusch (2004) Service

Dominant-Logic C. Grénroos (2006)  Service-Logic 2015 2016 2017
v. Hippel (1994) (1998)
CSV(Creating Shared
Value) CCT(Consumer Culture
Theory)
(2008) V.Kumar
(2016) Engagement Orientation 3
( ) 2008
Engagement
V.Kumar(2016) 1
1
Empowerment BT —t
P 1 IR 3 1 )

csv
(#2049 1)
AB(ER. BESE. BME. £R)
TR D A’M ] HIETSF

HRIHT S SRS
I A=Ak I F—TA b oSV
| (i £

B’EXE

Vokumar (2016) ESHL. R (2017) ~ BB E
ER

2020 3 2020
2021
4 3
1
9 2019 9 21
2 56
2019 10 26
3 70

2020 5 26

4 Tetsuma Emmaru, Shinya Nakami, Koji Osaki 2020 “ What is the Sustainability

in Local Branding? -Consideration from structure model of the Regional Re-Birth in
Teshima ( ART SETOUCHI )- " ,Global Marketing Conference @Seoul(Virtual Conference)
2020 11 6

1
2021 )
) 52 4  ppl-52 2
2021 )
) VOL.57 2 3 2022
, 56 4
5 RQ
RQ 2
1



C777 0 wEmskonRRE
) #o@zonsna
[ wrezonzwa

HETEIE L

T, () eeEtconanE

RS (FEEL)

4

£¥H5I<Y

HEF - B ELECE - DA - AN (2020) TEE O [HEmE (L)) (R F—U—) iM% (70 mEFE
FF oMM SRR ZHIEL, il

2 2011.2013

2021

NPO

3
TSR BR-—EX
“w w
s =
Gy F7—2) o e
 BORB(IL, 1,12
iR A K= e i

- AN - R - L (2021), padT



2
2018 11

10-11

GTA

BAd
A s
OfERE
OUEIHR
(AZBE)
19995 Ak

O E R R
(CE)
20105 AT

[ Egd
(DE)
20135 FrE

N

Chgm [ me
2022 ,p.78

T8/
L ezt

2011,2013

WMER
R
ik BHIEE
T i REOEEL
it B EELROET
BREE - L BREE - 3=
]
BE~D
TuH—SRw b B0 H{E
Ten AmE/mE
(B0
ETE £5%)
#HeriHE
BAII1=F 4 0ESE
HEEROBE
A 7T OEF
EMBRBADRER
+ EOER
* — Ao0{FE
BEENIEOHER

NPO
NPO



57-2

2021

8-15

DOl

56

2022

68-86

DOl

52

2021

1-50

DOl

2020




Tetsuma Emmaru, Shinya Nakami, Koji Osaki

“ What is the Sustainability in Local Branding? -Consideration from structure model of the Regional Re-Birth in Teshima (
ART SETOUCHI )- ~

2020Global Marketing Conference at Seoul

2020

2019

2019

(Enmaru Tetsuma)

(00636996) (24402)




(Osaki Koji)

(70712678)

(32634)




