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Abstract

HMEMCEHICETARYEREZNY) LT, HEETHERHEITIERNEEZREL L, XD
HEELTRE, HEEORFZRMLU TRREMZRRIZIRIC. BEOBEREEL OREMNZ
ERETHENEETHDEEASND, HRFERK (R&D ) ZBLU THSNEFHL VEAICK >
THHRBERFTLTE, HEENI<SZTANDERRSEV, HEEORFIREEEREL
ELENTIDANEBTHEHN., TRICLTEESFBEBALLEROBHICKEL £V EE
TN ITRHEEN SV, ES5IC. SETORFEFIULRATORRZRESHEELVIE, S
FTLEREBDIRATORBERDDHEEELFET S, 2FY), HEEZBHFOEHFICEDSL
THBEHEZUTRELEIL, BRTHSEBELRZ EVSTHREFOEAFZEATRE, H
EEOBEBRENIROBETHICEADHEELRITHIEN DN D,
BENOBEZKRIISVTITERELSFBERICKD > EABOBRERV T, BEOBE T YFNR
HIZ74Y NULERREBALLEBECHSVTE, HEEFBECRAUBHOHmZBALLD
BPEFRSBV, TOEHMO—DOELT, BEOBRII>TZORRBICHLTHETLE L
CENDHB, CCTEERORHBRBERKTIDRAIVITHD, HBEENMRERRIIWLT
RELYREETZRULYLEVKRSIC, RERFEERLVRRERTIZDHLENf 5, LHL
L REEBREECE 2T, NAMFT—FIVPENEFHRBIHEYICELHEEILCRTENATLES
E, BUWRAEUDEEEHD. o THERORTHELEZIAIVJICHTHILEOERRRE
CBVWTERBINERD—DOEF, HEEOHBEBETHS, HEEOBERH, HAE. TLTL
DHREBALLELPEDNITEDEILLI > THKRORBERCORELRTRAICEIZIARR
BMEBRIENTED, HEEOREBEZIEEITZLHICRK, REXEFLRBEXEBOER
FEETHY, BICA—OX—ARZEIIHVWTR., 77ZYRT7A—L T7ONA T —NF/PNEEEE
LTESBRIENCEZFBEINETHD, 7V RNT7A—A 7ONA ARG L ERICEBEER%Z
EOTOMIBDENTEDNSTHD,

Relation between product differentiation strategies and consumer behavior is studied. As a
corporate strategy, it is important to consider the relevance to past purchase history when selecting
product characteristics and reflecting consumer preferences. Consumers will not immediately
accept new products with the new technologies from R & D. Consumer preferences usually change
over time and experience, but they are often dependent on or influenced by the attributes of the
products they have purchased in the past. In addition, some consumers choose the same type of
product as they have formerly preferred, while others want a different type of product. With the idea
of indecisiveness from behavioral economics, the influence of the consumer's purchasing history
on future purchasing behavior will vary.

Even after ruling out the experience of unsatisfactory results in past purchasing experiences, it is
not certain that consumers will continue to purchase products with the same attributes as in the
past. One reason is that past experience has made the consumer bored with the product. In this
case, the timing is important when releasing a new product. Firms need to launch a new product
timely so that consumers don't get bored with the characteristic of the former product. However,
too often releasing of a new product with trivia or minor change may disappoint customers. This
can occur when there is a severe competition among firms. Therefore, when a company makes a
decision regarding the timing of new product launches, the consumer's purchase history is the key
factor. Analyzing which products consumers have purchased, when and how often they bought
can provide useful information about product differentiation in the future. Cooperation between
manufacturers and distributors is important to understand consumer purchasing history. Especially
in e-commerce, the role of platform providers as retailers should be noted. This is because
platform providers can collect and analyze purchase history more easily than other conventional
traders.
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Analysis of the relationship between purchasing history and product differentiation

1. HIREBRFROBE

HMERCEBIICET oA GEEERY LI HEETHEAETIEREER L=, EEOHRRELTIE. HEEDEIFERB
LTHARMZRRIIRIC. BEOBRERELOEEREZERIHIENERETHIESZA0ND, IRFAR (RRD)EZELTHELN
EHLOERICI THRRERETLTL HBEELN T CRITANSLERSEN HEE OB (LFEERRELBICEILTHON
EBTHAON. TNICLTLESPBEBALELRBORBEITREFELEZYEZESNZYTDHIEEN S, SoIZ, SETORFLFLE
1TDHBERSNHEBELONIE, SETERRLBIZAMTOREERDHHEBIFET D, 2FY. HEB LB FOEIFITE DL
THREMBEZITAEEC. BEFWMGRBELMA LS THREZDEAAEERATIE HEEOBEBEENFROBEITHIC
BEZ 58 BIRRTHHIEN DD D,

BEOBERRICBVTRERGRERICEROABROBRERV T, BEDEE TIEILRORFICT VLR REEALIS
BIZBVWTH HEBFBELRLEMEORBEBALKTHEEFRSEN, ZOEEAD—DELT, BEDRRIZE>TEDRRIZ
HLTRECLECEMNHDH, CCTERLDORIHBRERTITH1IVITTHD HEENRFRRIIHFLTRELYRESE
BLEYLBVWRIIC. ERGHEEHFLVERERTIOILELNHD LML EXMBREFICL T M F—Froosni-Halq
AHEVICHEEICRFTINTLESE. EMRENELDIBZELH D MO THURDRTHEEIIIVJICHTIERDOBERIREIC
BLWTERIARERAD— D HEEORBEBRETHS HEEORBERY. HE. TLTENHRKEBALLNZNTTH &L
DTHERDHBEFNLDRRELRTHHICE T IARLHERERICLATEL HEEDBEREEELET H-HOICIE. REXRSE
ERBEEHOEBENEETHY  BFICA—aY—RFICBEWTIE, TS5V I+—L-TONRA T —HUNFTEEELLTIESFEBCHE
BYRETHD, TV I —L-TONME—FIVEREICEEREEZEDTHAN T HIENTEDINLTH D,

2. R EEOPME (R

Relation between product differentiation strategies and consumer behavior is studied. As a corporate strategy, it is important to
consider the relevance to past purchase history when selecting product characteristics and reflecting consumer preferences.
Consumers will not immediately accept new products with the new technologies from R & D. Consumer preferences usually change
over time and experience, but they are often dependent on or influenced by the attributes of the products they have purchased in the
past. In addition, some consumers choose the same type of product as they have formerly preferred, while others want a different
type of product. With the idea of indecisiveness from behavioral economics, the influence of the consumer’s purchasing history on
future purchasing behavior will vary.

Even after ruling out the experience of unsatisfactory results in past purchasing experiences, it is not certain that consumers will
continue to purchase products with the same attributes as in the past. One reason is that past experience has made the consumer
bored with the product. In this case, the timing is important when releasing a new product. Firms need to launch a new product timely
so that consumers don't get bored with the characteristic of the former product. However, too often releasing of a new product with
trivia or minor change may disappoint customers. This can occur when there is a severe competition among firms. Therefore, when a
company makes a decision regarding the timing of new product launches, the consumer’s purchase history is the key factor. Analyzing
which products consumers have purchased, when and how often they bought can provide useful information about product
differentiation in the future. Cooperation between manufacturers and distributors is important to understand consumer purchasing
history. Especially in e-commerce, the role of platform providers as retailers should be noted. This is because platform providers can
collect and analyze purchase history more easily than other conventional traders.
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