<2026: Graduation Class>

No. Theme
1 THE MEASUREMENT AND DETERMINANTS OF FIRM-LEVEL ENVIRONMENTAL IMPACTS
AND SUSTAINABLE PERFORMANCE IN BANGLADESH
2 FROM TRAINING TO TRUST: HOW CROSS-CULTURAL TRAINING AND CULTURAL INTELLIGENCE
SHAPE THE PERCEIVED CREDIBILITY OF INDIAN PROFESSIONALS IN JAPANESE FIRMS
3 When Service Logic Collides: Emotional Burden and Cross-Cultural Challenges for
Kyoto Restaurant Staff Serving Foreign Tourists
a Cultivating the Risk Horizon: A Mixed Method Assessment of Enterprise Risk
Management Training at EGENCO
5 Regulatory Design and Firm Strategic Response: Development of Japan’s Online
Medical Consultation Market
6 MARKET-RELATED SUCCESS FACTORS OF JAPANESE ANIME PILGRIMAGE IN SHAPING
CHINESE YOUNG TOURISTS’ TRAVEL INTENTIONS
7 UNDERGROUNDING JAPAN’S URBAN POWER GRID ECONOMIC JUSTIFICATION AND
STRATEGIC IMPERATIVES FOR A SMART ENERGY FUTURE
3 PATIENT ADOPTION OF AI-BASED OUTPATIENT GUIDANCE IN CHINA’S HOSPITAL
SYSTEMS: BEHAVIORAL INSIGHTS FOR MANAGERIAL STRATEGY
9 Culturally Bound or Globally Ready: The Struggle for Global Leadership in Japanese
Corporations
10 STRATEGISING ENVIRONMENTAL AND CLIMATE SUSTAINABILITY: A QUALITATIVE STUDY OF
ORGANISATIONAL PRACTICES IN PUBLIC ORGANISATIONS IN GOTHENBURG, SWEDEN.
11 Consumer Interaction with Organic Short-Form Video Advertising: A Neuroeconomic
Analysis of Engagement Preference and Ad Recall
Creating Coaching Programs for ADHD Women Entrepreneurs: Coaching Frameworks
12 Through A Neurodivergent Lens
13 Creator Visibility on Rednote: Examining Gender Differences in Engagement under an
Official Event Tag
14 DYNAMIC TRACKING ERROR IN TAIWAN-LISTED CROSS-BORDER ETFS: THE ROLE OF
CURRENCY VOLATILITY AND BENCHMARK VOLATILITY
15 IMPROVING CROSS CULTURAL COMMUNICATION THROUGH SEMANTICS: HR INSIGHTS
FROM JET PROGRAM PARTICIPANTS
16 MARKETING IN JAPAN’S CRAFT SECTOR: EXPLORING ARTISANS’ AND THIRD-PARTY PLATFORMS’
CULTURAL BRANDING, INNOVATION, AND PROACTIVE MARKET ORIENTATION
17 UNDERSTANDING IN-GAME SPENDING MOTIVATION THROUGH NARRATIVE MEANING-MAKING

AND ACCESSIBILITY THAI PLAYERS OF THE OTOME MOBILE GAME LOVE AND DEEPSPACE
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Analyzing market scenarios for Norwegian fish exports to Japan: A simluation

18 approach using trade data
19 Beyond Return-to-Work: Retaining Key Talent Through Parental Transitions
20 EXPLORING CULTURAL INTELLIGENCE IN MUSIC COLLABORATION: INSIGHTS FROM
MAPUTO, MOZAMBIQUE
21 A Case Study - The Gym Industry in Kyoto: Exploring Trends and Differences
22 The Rise of T-Pop: Localized Marketing Strategies of Thailand’s Pop Music in Japan’s
Oshikatsu Fan Culture
23 HUMAN CAPITAL READINESS AND DIGITAL TRANSFORMATION: MANAGING RISK AND
DRIVING INNOVATION IN CAMEROON FINTECH SECTOR
24 Cultural Narratives, Communication Channels, and Consumer Choice in Japanese Independent
Designer Fashion: A Mixed-Methods Analysis of Yohji Yamamoto in the Greater China Context
25 THE SMALL OCEAN MODEL: THE SOLUTION TO THE GROWING GAP BETWEEN GAME
PUBLISHERS AND GAMERS
26 THE INFLUENCE OF MOBILE TRAVEL APPLICATION QUALITY ON TOURIST
SATISFACTION AMONG INDONESIAN TOURISTS VISITING JAPAN
27 SECONDHAND GOODS IN KYOTO FLEA MARKETS: PERCEPTION, CIRCULATION, AND
CONSUMER BEHAVIOR
28 SOMATOSENSORY FEEDBACK FOR MYOELECTRIC HAND PROSTHESES: A SYSTEMATIC
STATISTICAL COMPARISON ACROSS FEEDBACK CATEGORIES
29 Trust Anchors vs. Financial Incentives: A Comparative Study of Consumer Decision-
Making and Market Segmentation in China’s Multi-Tiered Second-Hand Luxury Market
30 Behavioral Insights into Thai Tourists : A Study on Unseen Tourism Potential in Kyoto
31 EMOTIONAL RESPONSES IN MOBILE BANKING AUTHENTICATION: INSIGHTS FROM
KANSEI (AFFECTIVE) ENGINEERING PERSPECTIVE
32 THE ROLE OF STORYTELLING, PERCEIVED TRANSPARENCY, AND TRUST IN CONSUMERS’ STATED
WILLINGNESS TO PAY FOR VISUALLY IMPERFECT ORGANIC FARM PRODUCTS
33 LOST IN LOCALIZATION: Barriers to Foreign Residents’ Willingness to Use Japanese
Robo-Advisors in Japan
34 THE IMPACT OF SANRIO’S DIGITAL MARKETING STRATEGIES ON BRAND GROWTH
35 IDENTIFYING AND RANKING DIGITAL TRANSFORMATION BARRIERS IN JAPANESE SMES
A QUALITATIVE MULTI-CASE STUDY ACROSS ORGANIZATIONAL HIERARCHIES
36 Consumer Acceptance and Positioning of Indonesian Cuisine in Japan’s Southeast Asian

Restaurant Segment: Insights from Consumer Perceptions and Restaurant Practices
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FROM SCREENING VENUE TO EXPERIENTIAL SPACE: A MECHANISM-BASED MODEL OF

37 EXPERIENTIAL ENGAGEMENT AND PAYMENT INTENTIONS FOR CINEMAS IN CHINA MARKET

38 Multicultural Coexistence and International Student Integration in a Rural Japanese
Municipality: A Case Study of Municipal Support in Higashikawa Town, Hokkaido

39 GLOBAL CARBON MARKET SPILLOVERS: STATIC CAUSALITY, TIME-VARYING REGIMES

AND DYNAMIC ALLOCATION STRATEGIES
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