JMRA //R— 3 - X [E10[H )

TR HTE < BYH—F v—ED Rk

20214 9K




xERFETOT1—IL

FAE BRE
REMIUKF-BERFREER. BRI —TT(UIFRES

AT BERLELE, ALIVT FHTIVI-FRALH—

AR E
RETAIVY—F . T3V AITUT1 AN BL (BEF)
Kawahara (2021) Modeling the differential effect of brand strength
on the sales effect of advertising. Journal of Marketing Theory

and Practice.
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B §EMEXRIZTDOLVTIE ASA Statement on Statistical Significance and P—values

http://amstat.tandfonline.com/doi/abs/10.1080/00031305.2016.1154108
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