
１ TheJapaneseConventionLawof１９９４

TheJapanesegovernmenthasbeenconductingtheinternationaltourism campaign-“Yokoso
Japan!”or“WelcometoJapan”campaign-thepurposeofwhichistoincreasethenumberofvisitorar-
rivalstoJapanfromfivemillionin２００２to１０millionby２０１０.ThenumberofforeignvisitorstoJapan
haslongbeenrathersmallincomparisonwiththatofJapaneseoutboundtrafficwhichamountedto

some１６millionin２００５.ThenumberofinternationalcongressesheldinJapanhasbeenalsosmallas
well.

Aconventionbusinessisoneofthemostprospectiveandprofitablebusinesses.Aninternational
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Abstract

ThoughJapanisthefourthlargesttravelexpendingcountryintheinternationaltravelmarket

with４９billionUSdollarsafterGermany,theUnitedStateandGreatBritainin２００４,Japanisrela-
tivelysmallinthenumberoftouristarrivalsincomparisonwiththoseoftheG７nations.SinceJapan
isfarfrommajortouristgeneratingcountriesinEuropeandNorthAmerica,itisveryhardforJapan

tohavethesamenumberoftouristsasthoseofEuropeanorNorthAmericancounterparts.Butare

theJapanesedisadvantageonlybecauseofgeographicalreasons?Havewebeensupplyingforeign

touristsallovertheworldwithsufficienttravelinformationthattheywouldliketoknowintheway

theywouldliketomakeuseof?Ihavelookedintoconventionpromotionactivitiesthathavebeencon-

ductedmainlyontheinternetbytheTokyoConventionandVisitorsBureauandtheLosAngelesCon-

ventionandVisitorsBureau.InthispaperIhavestudiedtheiractivitiesfrom theviewpointof

servicesmarketing.Inthisstudy,IhavefoundthattheJapanesearelikelytoprovidegeneralinforma-

tiontobothpotentialconventionplannersandgeneralconventionparticipantswhiletheAmericans

offermorespecificinformationformeetingprofessionalsinmind１）.Thisisnotapapertoassesstheir
management.

Keywords:ConventionBusiness,TheConventionLaw,ConventionandVisitorsBureau,JapanNa-

tionalTouristOrganization,MeetingPlanners
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１） ThecontentsofthehomepagesoftheTokyoConventionandVisitorsBureauandtheLosAnge-

lesConventionandVisitorsBureauwerereferredinOctober２００６.



conventionbusinessrequiresawidevarietyofordinarytravelservicessuchastransportation,accom-

modation,foodservicesandinterpreterstoveryspecialservicescoveringeveryprofessional

demand２）.

InordertopromoteinternationalconventionsinJapan,theConventionLawwaspassedin１９９４,
and４５citiesacrossJapanhavebeenappointedasinternationalconventioncities３）.Thelaworders
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２） ThedefinitionofaninternationalconventionbyUniondeassociationsInternationales(UAI),
Brussels,Belgiumisasfollows:
(１)Aconventionorganizedorsupportedbyaninternationalorganization.
(２)Aconventionorganizedorsupportedbyanationalorganizationandthenumberofthepartici-
pantsmustbemorethan３００,４０%outofwhomshouldbeforeignerswhosenationalitiesarefive
attheleast.
(３)Thedurationoftheconventionshalllastforthreedaysattheshortest.



thattheJapanNationalTouristOrganization,aJapanesegovernmentsubsidiaryforpromotionofin-

comingtourists,helpthe４５citiespromoteconventionsonadvertisingandpromotingthecitiesinfor-
eigncountries.JNTOisalsoresponsibleforcollectingdonationsforanddistributinggovernment

subsidiariestothesecommissionedcities４）.

TheLawsaysthatthepromotionofinternationalconventionsshallhelpforeignvisitorsunder-

standJapanandtheJapanese,andalsohelpthelocalpeoplecommunicatewithforeignvisitors,thus

leadingtomutualunderstanding５）.Accordingtothelaw,aconventionwillcontributetothelocalecon-

omywheretheconventionisheld.Itencouragesprivatesectorstobuildinternationalconvention

facilities.

Theinternethasdramaticallychangedthewayinformationflows.Wecannowsendalotofpic-

turesatatime,evenlive.Sincetraveling,inasense,meansthatpeoplegotoaplacethatisstrangeto

them,itisveryimportantforthemtogetinformationanddatabeforehandontheirnexttraveldestina-

tions.Itisveryessentialfortravelservicesupplierstogiveexpectedtouristswithinformationon

whattheywanttoknowmostinthewaytheycanutilizeaseasyandmuchaspossible.

IhaveexaminedthehomepagespresentedbytheTokyoConventionandVisitorsBureau(TCVB)
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３） ThedefinitionofaninternationalconventionbytheJapaneseConventionLawisasfollows:
(１)Itshouldbeaninternationalconventionwhosetotalnumberoftheparticipantsismorethan
２０andtheyhavecomefrommorethantwocountriesincludingJapan.
(２)Itshouldbeadomesticconventionwhichhostsmorethan２０attendants,andatleast１０peo-
pleoutof２０shouldbefromforeigncountries.
(３)Seminarsandsymposiumsthatfulfilltheabovedefinitionsareregardedasaninternational
convention.
(４)Noconvention,conference,seminarorlectureorganizedbyaneducationalinstitutionlikea
universityoraprivatecompanyisregardedasinternationalconventions.
(５)Theparticipants’accompanyingfamilymembersandobserversarenotcountedinthenumber
ofparticipantstointernationalconventions.
(６)ThepresspeopleandtheforeignpeoplelivinginJapanarenotregardedasforeignvisitorsin
thedataofinternationalconventions.



andtheLosAngelesConventionandVisitorsBureau(LACVB)toseehowtheyhavebeentryingto

promoteconventions(mainlyinternationalmeetings)respectively.

２ TheTokyoConventionandVisitorsBureau(TCVB)

Tokyo’shomepagefortheconventionpromotionconsistsof１５itemsasfollows:
１. WhyTokyo?

ExplainingreasonswhyyoushouldhaveyourconventioninTokyo.

２. FactsandFigures:
ConsistingofsevenfactsregardingbasicJapanesetravelinformationfromentryvisastoexplana-

tionsofJapaneseinnandsushi,and１３figuresthattellyouhowgreatTokyois.
３. AccesstoTokyo:

Generalinformationmainlyonairlinesonlineto/fromTokyo.

４. FuturesandpastConventions:
Thelistofmajorconventionsheldandtobeheldinmonthstocomeisplaced.

５. ConventionFacilitiesandhotels:
Eightconventionfacilitiesand２５Hotelsareinthelist.

６. UnusualVenues:
Ninevenuesincludingcruiseshipsandamuseumareintroduced.

７. CorporateMeetingsPackages:Underconstruction.
８. IncentivePackagePlan:

筑波学院大学紀要２ ２００７

―１７８―

４） Tsukubacityisoneofthe４５cities.ThecityofTsukubasetupTsukubaConventionBureau
(TCB)topromoteconventions.Thereareanumberofadvancedresearchlaboratoriesandinsti-
tutesinthecity.Anditmakesuseofitscharacteristicsasthesoleadvanced-sciencecityinJapan
toinvitebothdomesticandinternationalconventionsofmainlyscienceandacademicsocieties.
TCBoffersseveralincentivesbothtoconferenceorganizersandparticipants.Cashincentives
andfinancialaidsareavailableforahost.Severalliteraturesontravelandtouristinformationare
preparedforconventionparticipants.Followingconditionsmustbefulfilledtoapplyforsubsidiary:
１)ThevenuemustbeinTsukubacity.
２)Thenumberofparticipantsmustbemorethan１００inaninternationalconference.
３)Thenumberofparticipantsmustbemorethan２００inadomesticconvention.
４)Theorganizerhasreceivednosubsidiaryfromotherpublicorganizations.
Ahostwhohassuccessfullyfulfilledtheaboveconditionscanhaveacertainamountofsubsidiar-
iesdependingonwhatkindofvenuethehostuses:freepublicfacilities,paidvenuesorthecity-
ownedinternationalconventioncenter.Thesubsidiaryconsistsoftwocategories:thefinancial
supporttoeachorganizerandsubsidiariestoperparticipantfrom¥１００to¥１,８００dependingon
thetypeoftheconvention:aregional,adomesticoraninternationalconvention.

５） Manyconventioncitiesassignedbytheconventionlawhavevolunteerguidesandinterpreters
whohelpoperateinternationalconventionsattheircities.Theyworkforaconventionforfreeat
theworksofregistration,reception,ashortbreakcitytourandinformationservices.Tsukuba
ConventionBureauhasagroupofpeoplewhocancommandChinese,English,French,Korean,
SpanishandThai.



Afullpackagetourof６daysfrom¥１９８,０００,andaBasicPackagetourfrom¥７８,０００areproposed.
９. Accompanyingpersons’Programs:

Teaceremony,FlowerArrangement,Kimono,Japanesecalligraphyandorigamiprogramsare

shown.

１０.SightseeingTours:
Seven-whole-dayorhalfdaytoursvisitingplacesofinterestinTokyoareintroduced.

１１.ThemeParties:Underconstruction
１２.PromotionMaterials:Underconstruction
１３.TCVBMembers'List:１２conventionsuppliersandninetravelagenciesarelisted.
１４.RequestforProposal
１５.Contactus/AccessmaptoTCVB

３ TheLosAngelesConventionandVisitorsBureau(LACVB)

ThehomepagefortheLosAngelesConventionandVisitorsBureauconsistsofsixcolumns:

１. OurServices:
LACVBpromisesitscustomerstoworkforthemastheirlocalagenttomakeacongressvery

successful.

２. RequestforProposal:thesameasthatofTokyo.
３. FacilitySearch:Consistingoffourcategoriesasfollows:

●Hotels:１６３hotelsonthelist
●UniqueVenues:Presenting２７categoriesinsevenregions
●LAConventionCenter
●CVBHotRates:Youcanrequestquotationsforhotelsandconventionfacilitiesonthehomepage.

４. SupplierSearch:
７３typesofservicesareoffered６）.

５. MarketingKit:
Promotionalmaterialsfordistributingtogeneralconventioneersincludethefollowingmaterials:

●LogomarksofLA
●Icons
●E-Cardsthatyoucandownloadontheinternet.
●Maps(LosAngelesAirportandtworoutemapstoLAConventionCenter)
●Atravelbooklet(Listing２１３thingstodowithtwoothersmalltravelguidebooklets)
●LAPhototour:Consistingof１０picturesthatyoucandownload.
●LAFacts:２６topicsonninethemesarecontained.

６. FAQ:Consistingof１９specificquestionsanddetailedanswers

４ Differencesbetweenthem

Inthecomparisonofthecontentsofbothhomepages,severaldifferenceswerefoundasfollows:
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１) TheTokyo’shomepagesparesalotofspacetoexplainsuchJapanesephenomenonasJapanese
styleaccommodation-theRyokan,howtoordersushi,theJapanesecurrencysystem,andthe

businessmannerofexchangingnamecards.

２) TheTokyo’spageforconventioninformationengagesinprovidinggeneralinformation,and
avoidsgivingprivatecompanies’names.Sincepublicorganizationsfinancedbytaxesmustkeepa
distancefromprivatecompaniesinJapan,TCVBisnotallowedtogivethenameofaprivatecom-

panyonanofficialspaceexceptinspecialcases.Businessinformationwithoutspecificnames

makesforcontentthatisvagueforreaders.

３) TheTokyo’shomepageisnotnecessarilywellconnectedwiththoseofprivatecompaniesforthe
abovereason.Potentialcongressplannershavetocollectinformationseparately.TheJapanese

waymakespotentialorganizerstoiltoaccessandsearchseveralhomepagestofindinformation

theyarelookingfor,whichisbothersome.

４) TheLosAngeles’officialhomepageformeetingspecialistshaspositivelyinvitedprivatecompa-
niestoitspromotioncampaign.

５) LACVBseesconventionorganizers/supportersasmoreimportantfiguresthangeneralpartici-
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６） LACVBliststhefollowingtypespfsuppliers(７３services)
Accommodations,longtermrentals,AdvertisingandPublicRelations,AmusementRentals,Art-
istsandCaricatures,Associations,AttorneysandLegalServices,AudioVisual/BroadcastingServ-
ice,BoatsandYachts:CharterandRental,Bowling,BrochureDisplay/DistributionServices,Bus
Companies:CharterandRental,Catering,ChurchesandReligiousOrganizations,Communica-
tionsandPagingSystems,ComputerRental,Consultants,Convention,MeetingandEventPlan-
ners,CulturalTours,currencyExchangeandFinancialServices,D?corandProps,Destination
ManagementCompanies,DigitalPhotography,dinnerCruise,DinnerTheaterShows,Electrical
EquipmentandPlumbingServices,Event/ShowProducers,ExhibitDesigners/Contractorsand
Services,FairsandFestivals,Ferries,Florists,FreightForwarders,FurnitureRental,Gaming,
GiftBaskets,GiftSelectionServices,Golf,GraphicDesigners,GroundTransportationManage-
ment,HealthClubs,InterpretersandTranslators,LanguageSchools,LeisureTravel,Movie
Theaters,Music/Entertainment,Newspapers/Periodicals/GuidesandMaps,NightLifeTours,
NonprofitOrganizations,OfficeSuppliesandEquipmentRentals,OilCompanies,packing,Ship-
pingandMailingServices,ParkingFacilitiesandServices,PartySuppliesandRentals,Photogra-
phers,Printer/CopyServices,PromotionalItems/Giveaways,ReceptiveOperators,Research
Companies,ReservationServices,RVRentals,Salons,SecurityandGuardServices,SkateandBi-
cycleServices,Speakers,SpecialInterestCourses/Activities,SpectatorSports,StagingandLight-
ing,Taxis,TemporaryStaffingServices,TicketServices,ToursandSightseeing,TVTapings,
Universities,Wineries.
TCVBliststhenamesofthefollowingcompaniesastheTCVBmembers.Theyareallsuppliers.
Itseemsdifficultforforeignerstounderstandthenatureofbusinessofthecompaniesonlyfrom
thenameofacompany.
CongressCorporation,ConventionLinkage,Inc.ICSConventionDesigns,Inc.JapanAssociation
ofProfessionalCongressOrganizers,JapanConventionServices,Inc.JTBCommunications,Inc,
PlandoJapanInc,SimulInternational,Inc,MediaTechnicalCo.,EventServicesInc.TEIInc,and
AsdestinationManagementCompanies:HankyuExpressInternational,HappyWorldInc,Japan
GrayLinerCo.Ltd.,JTBAsiaTouristCorporation,JTBGlobalmarketingandTravelInc.,Kin-
tetsuInternational,MOTouristCo.,NipponTravelAgency,SeibuTravelInc.,



pants,andhasbeentryingtoprovidemoreinformationforpeopleinchargeofconventionopera-

tions.Inthehotellist,aconferenceorganizercansearchthemostsuitablehoteldependingon

thenumberofparticipants.Itisalsopossibleforthemtoseefacilityandroomavailabilityonthe

LACVBhomepage.

６) TokyoseemstoencourageexpectedclientstomakeuseofJapanesetravelagenciestoorganize
theconventioninTokyowhileLosAngelespresentsalloftheinformationtothemsothatthey

candirectlycontactsuppliersincludinghotelsandrestaurantstocheckavailabilityandmakeres-

ervations.Tokyo’srestaurantguidedeliversnospecificnameandaddressatallandisfilledwith
generalexplanationsofJapanesecuisine.TheshoppingguideofTCVBengagesinexplaining

typesofshopsfromadepartmentstoretoadiscountshop.Nopracticalshoppinginformation

suchasnamesandaddressesispresentedatall.FromtheTCVBhomepage,aforeignerwhoisa

totallystrangerinTokyohasnowaybuttoresorttoaJapanesetravelagencyorsomeoneevento

bookarestaurant.Inanutshell,LACVBgivesspecificinformationfororganizerssothattheycan

planandreserveontheinternetattheirdesksathomewhileontheTCVBhomepage,noone

canmakeaspecificplanandreserveanyfacilitiesathisdeskathome.

７) TokyomakesuseofnumbersoffactsofTokyotoconvinceexpectedconventionplannerstohold
theirnextconventioninTokyo.Thenumbersusedareasfollows:

●Transportationhub:１６００internationalflightsaweek,２８００domesticflightsatHanedaairport
to/from６３cities,４０００departuresatTokyoCentralStation.

●ConvenientTransportationinthecity:１３subwaylines,３majorJRlines,Severalprivatelines,
numerouspublicbuslines,４８０００taxicabs.

●World-Knownstate-of-the-artconventionvenues:TokyoBigSite,TokyoInternationalforum
and３００morevenues.

●Superiorhotelsrangingfromdeluxetobudget:３８００hotelsand３４０００rooms.
●ChoiceofcuisinefromWestern,ChineseandethnictoJapanese:１００,０００restaurants.
●Culturalandentertainmentoptions:２４０museumsandartgalleries,２７７parksandgardens,３０
zoos,botanicalgardensandaquariums.

●Apremiershoppingcenter:rangingfromsuperbdepartmentstoresandspecialtyshopstodis-
countshops.

●SafeandClean:WalkinglateatnightisOK,anddrinkingwaterfromthetapisOK.
ThoughLACVBdoesnotshowthelistofthereasonswhyaconventionshouldbeheldinLosAn-

geles,theyinsteadgivedetailedinformationintheformofspecificanswerstofrequentlyasked-ques-

tionsinthecolumnofFAQthatconsistsof１９questions.Inthecolumn,Say,LACBVanswerseven
questionsabouttaxifaresfromLosAngelesInternationalAirport(LAX)todowntownasaround$４０-
５０includinganairportchargewhileTCBVmentionsthenumberoftaxicabsrunninginTokyoas
４８,０００,butnothingiswrittenaboutfares.Otherthanthetaxifares,LACVBFAQhaveansweredsev-
eraltransportationfaressuchasshuttlebusesbetweenLAXandDowntown,Metrotrains,andlong-

distanttaxifaresfromLAX.
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５ ServicesMarketing

Iwouldliketoseethecontentsofthetwoconventionandvisitorsbureausrespectivelyfromthe

servicesmarketingpointofview.Servicesmarketingisanappliedmarketinganalysisbasedonthe

４Ps(Product,Price,PlaceandPromotion).Servicesmarketingaddstheadditional３PsofParticipant,
PersonnelandProcesstotheoriginal４Ps.

TheProduct

BothhomepagesaremadetopromoteconventionsinTokyoorLosAngelesrespectively.Theconven-

tionfacilitiesandlocationsarethereforeregardedastheproductintheirstrategies.

ThePlace

Throughtheinternet,bothofthemhavebeentryingtoselltheirproductstocustomerslivingfar

awayfromtherespectivedestinations.Theexpectedcustomersmaynothavethefaintestideaofwhat

thecityislike.Itisimaginablethatthecustomerswillgetallthenecessaryinformationtodecidethe

site,aswellasprepareandorganizetheconventionthroughtheinternet.Inthissense,their

homepagesontheinternetareoneofthemostimportantmarketplacesorshowcases.

ThePrice

Aswearemostconcernedonthepricewhenwebuysomething,expectedconventionorganizersare

mosteagertoknowthecosttooperatetheconvention.Sinceitisofcourseimpossibletolearntheex-

actcostbeforehand,theywouldliketograsptheoverallestimatedcost.

ThePromotion

NeitherLosAngelesnorTokyocanshowthemselvesatpotentialcustomers’office.Theyhavenoway
toshowthemselvesdirectlytoclients.Theymakeuseoftheinternetwhichcandelivermorepictures

thananyothermeans.Picturearemorepersuasivethanlettersandwords.Itisessentialforthecities

toconsidercarefullywhatcontentsintheformofpicturesandletterstheyshouldplaceontheinter-

net.Itisimportantforthemtoknowwhatdecisionmakerswouldliketoknowthemosttofixthe

venuefortheirnextconvention.

TheParticipant

Inthecongressbusiness,therearetwoexpectedparticipants:congressparticipantsandthe

organizers/supporters.LACVBorTVCBhavechoicesonwhichcustomertheyshouldplacefirst:par-

ticipantsortheorganizers.ItisclearthatLACVBhasputtheorganizers/supportersfirst.

ThePersonnel

InServicesMarketing,thepersonnelwhohavecontactdirectlyorindirectlywithhis/hercustomers

playanimportantroleinbuildingcustomersatisfaction.Serviceproductsareintangible.Sohowthe

personneltakescareofthecustomerscandecidethequalityoftheservicethecustomershavepur-
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chased.Ontheinternet,contentsplaytheroleofthepersonnelortheservicesproviderforpotential

organizers.Thereforethecontentstelleverythingandareessential.

ThePhysicalEvidence

Thequalityofserviceislikelytobedefinedbytheatmosphereinwhichtheserviceproductisdeliv-

eredbecausetheserviceisinvisible.Itmightbeeasierforyoutounderstandthephysicalevidenceby

explainingwithacaseofarestaurant.Whenyouchoosearestaurant,theatmosphereoftherestaurant

couldbeamoreimportantfactorthanthemenuforyouinchoosing.Becauseitisalmostimpossibleto

knowbeforehandhowdeliciousthedishyouaregoingtoorderis,theinteriorandexterioroftheres-

taurantmightbeamoreimportantfactorforchoosingandsatisfyingafterall.

TheProcessandServiceAssembly

Thisconceptshowstheconceptoftheprocessandserviceassembly.Thestageissurroundedwith

prospectivecustomersorpeoplewhoarethereforthesamepurpose.Thismeansthatinteractiveac-

tionsamongtheparticipantsplayanimportantroleinmakingimpressions.Alsoservicesproviders

areheroes/heroinesonthestage.Intheconventionbusiness,bothorganizersandsupportersofcon-

ventionsandtheattendantsplaytheirrolesonthestage.LACBVandTCVBcompetebyofferingthe

betterstageforthem.

６ Conclusions

Tokyo’shomepageforaconventionorganizerbeginswithsupplyingbasictravelinformationthat
iseasilyavailableonotherinternetservices.TheyarealsoveryeagertogiveexplanationsaboutJapa-

neseculturesuchasJapanesestyleaccommodation,food,customsandmanners.Thepageforconven-

tionprofessionalshasconsequentlyturnedintoanordinarytravelinformationandguideofTokyoand

Japan.IthasmadetheTCVBhomepageunsatisfactoryforprofessionalswhentryingtoobtainspecific

anddetailedinformationfororganizingaconvention.

LosAngelesconcentratesinprovidingspecificanddetailedinformationnecessaryformeeting

professionalstobuilduptheirnextconvention.LAhasbeentryingtogivemoreinformationrelating

toconventionoperations.Forexample,LosAngelesshows１６８hotelsthatcanhostconventionswhile
Tokyoshowsjust２５hotels.７３typesofsuppliersselectablebyregion.AllofthemarelistedontheLA
pagewhile１２supplyingcompanies,andninetravelagenciesinTokyo.LApositivelylistsspecific
namesofrestaurants,shopsandtouristattractions.

TheJapanesearelikelytoemphasistheintroductionofJapanesetraditionalculturessuchasKa-

buki,Noh,Kimono,traditionalJapanesedancersinKimonowhoareinfactrarelyseenevenbyJapa-

neseresidentsintheirordinarydailylives.Theysaythatyoungforeignersaremoreinterestedin

Japanesesub-culturesuchasanimation,free-stylefashionsorTVgames.Akihabaraismorepopular

thanAsakusaorUenoineasternTokyo.TokyofeaturesAsakusaandUenointhetravelguideofthe

TCVBhomepage.

Aconventionbusinessrequiresvariouskindsofprofessionalservicesandskills.Theyneedalot
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ofinformationrelatingtoconventionsratherthanordinarytravelinformation.Thegeographicaldis-

tancefromEuropeandNorthAmericaisnottheonlyreasonwhythenumberoftouristscomingtoJa-

panissmall.WemayhavetothinkaboutwhethertheJapanesewayofpresentationforthepromotion

ofdestinationJapanisrightandstilleffectiveintheinternetage.Providingvisitorswithinformation

thatisdefinitelynecessaryandindispensableforthemisreallyfriendlyastheirhostcountry.

References

JapanNationalTouristOrganization

ConventionData２００３ (２００４)JNTOTokyo
Theobald,William

GlobalTourism(１９９８)Butterworth-HeinemannOxford,Massachusetts,USA

Fisk,Raymond;Grove,Stephen&John,Joby

InteractiveServicesMarketing(２００４)HoughtonMuffinCompany,Boston,USA

Holloway,J.Christopher&Robinson,Chris

MarketingforTourism(１９９５)Longman,Essex,England

Kotler,Philip

TheMarketingofNations(１９９７)TheFreePress,NewYorkCity

Lovelock,Christopher

ServicesMarketing(１９９６)PrenticeHall,NewJersey,USA

Judd,Denis&Fainstein,Susan

TheTouristCity(１９９９)YaleUniversityPress,NewHaven,USA

筑波学院大学紀要２ ２００７

―１８４―


