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[Abstract]

The retention cycle consists of an approach that a business aims for sustainable
purchasing after the first purchase and a reply action on the customer side. We will
examine how it contributes to repurchasing of goods and formation of customer’s
commitment. Furusato tax payment was taken as a case, and it was verified by user’s
investigation. Measures to approach retention by municipalities were not always
adequate. In the influence of regional commodity purchasing of the retention cycle,
there was a relationship that the approach by the relation tool which does not have

direct purchasing guidance function causes the reply action of the user and leads to
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local commodity purchasing. For the formation of “Furusato consciousness” which is a
commitment to the area, information collection behavior among users’ reply behavior
was significantly influenced. Also, motivation to use the system of users, which is an
individual difference factor, influenced the formation of commitment to the area. These
suggested that among the retention cycles, the relationship tool and the customer’s
reply behavior prompted by it are important. In addition, at the stage of acquiring new
customers, it was thought that it would be easy to induce continuous purchasing if
acquiring a target with a high possibility of sympathy formation with each brand. In
addition, at the stage of acquiring new customers, we thought that it would be easy to
induce continuous purchasing if we acquired targets with a high possibility of sympathy
formation with each corporate brand.

Relationship Marketing, Regional Revitalization, Direct Marketing,

Commitment
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