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A Comparative Analysis of Japanese and American Marketing: Examining
the Influence of Culture on Marketing Practices

Abstract

This dissertation takes a look at the influence both Japanese and American cultures have on their respective
marketing practices. First, the historical marketing of products in Japan and America during the coinciding
portion of Japan's Edo period and America’s colonial period will be examined. In comparing the advertising
methods of both countries' antiquated product ads, one can see the cultural roots of marketing. It is from
these roots that today's marketing methods have been established. Next, the cultural backgrounds of both
Japan and America influence the way they interpret the 4P's of marketing. Product and marketing
development, product testing, market share and profitability, pricing,distribution channels, advertising, and
customer service will be examined under each of the 4P categories. Three advertising campaigns run in Japan
and America for the same products will also be compared and contrasted. Though there are similarities, the
ads are also quite distinct from one another culturally. These differences will be explained and there will be
discussion as to why the elements used in each advertisement are related to Japanese or American culture.
Finally, the findings will be summarized and the idea of whether or not marketing in Japan could be utilized in
America and vice versa will be explored.
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This dissertation takes a look at the influence both Japanese and American
cultures have on their respective marketing practices. First, the historical marketing of
products in Japan and America during the coinciding portion of Japan’s Edo period and
America’s colonial period will be examined. In comparing the advertising methods of
both countries’ antiquated product ads, one can see the cultural roots of marketing. Itis
from these roots that today’s marketing methods have been established. Next, the
cultural backgrounds of both Japan and America influence the way they interpret the 4Ps
of marketing. Product and marketing development, product testing, market share and
profitability, pricing, distribution channels, advertising, and customer service will be
examined under each of the 4P categories. Three advertising campaigns run in Japan and
America for the same products will also be compared and contrasted. Though there are
similarities, the ads are also quite distinct from one another culturally. These differences
will be explained and there will be discussion as to why the elements used in each
advertisement are related to Japanese or American culture. Finally, the findings will be
summarized and the idea of whether or not marketing in Japan could be utilized in

America and vice versa will be explored.
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HELEOEWEDOIZ [BRMEE=CS (Customer Satisfaction) ] &5 J5HE
BHVEY, | EREKIEHRAS, (F, 1992, p82) BEMEERGNZTHZ & T,
HAEOZHIIE DR A 2R T20THD, (Herbig, 1995, p.119) 7 AV b %
BREPOETE, BEL LWAR S v —ERE|IT AR, HEREIhT
WIS H D, TAVDIRIEARNIT AV AOH AL w—P—ER IR
WMz COHERL V. 7AY MAEALER0O T, FEOBSITIKUT, 7D
BHESEOBAEWVICHEZRDRWE, M —EX3Tbhiangedtd
Ho B2, BEEMSIEBICHL, RtlieZ L ES-7E 7 AU BTzt
FREATKRELMBEICR2Z2 055, [AtyourService] 12 LB E THRFv—
P—EREPGREPLYROZETELB>TnEZ ETHD, | (“At Your
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Service,” 2011) 72¥h b, BN —ER LB EOILBETHLINLE, [HEN
EROHIL, oL, MELRRE, KLRZERE BT AV IOT

NA b NRER, T AP FTHARLSLTLES 2L ThH D,
(Adlakha & Mersha, 1992) 7 A U H O H A A v—P— A HEL (R0, A

REHNDE BEEEFHEI R TOHRWESHEN,

3. BELTRAVADIREDLE

CNhDBRERET AV IDINEDEE T D, bBYREHE, EiRE R
EOXSWELNDS DRI D, Bild BARDESE DR 2 BN & i
DEREFHEOHENTOHAT S, S0, HELT AU HO—203hRiR A&
REVWTH L AFBROXDE bHFHT 5, ANEANRES 20T, —FK
BliDIXBEWVIZEREL, ME T2 L Thob, —FH, 72U IOHESITEAN
=T, a OFINEE K DAMCREIEE BbivTnwd, MEOLREZ S

B, ZOLIBRBONPRZITL S,

31 Ty b I 2] (GotMilk?) & TFHLICHFEE]

7 AU I DEFH TR Goodby Silverstein & Partners 23E- 7= [Got Milk?] @ C Mk
KT 99 SEHREINED, FHLORETR TCOBHRICOVTT AU H A
MH¥T,  (Got Milk?, 2009) Z DK G, ZOF v L= OEE e D

BZEL, ZOX Y3 ) T T INOALOEE AR L,
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(Holt, 2002) +Z4EHD 2 0 0 5412, BARD THFICHKERE] oF v 23—
VIIFREBESESVOFUOAELBRADL S OB ESTELN, K
EEInd, (FRLICHERES. 2009) RUCESEZESELTWAOT, FORED A

Dy bBRICTHD, LL, REOCLHFITENVDES B,

[Got Milk?] DFAMMDCM (BE 1.4) ONFIX, FULB R0 NTT Y
ZHEAD 7 A XWEZ bR Po T BRBHEDO L O -T2,  (“Aaron Burr,”
1995) T OEERBEGRIT—F FAEBLIL 0, BLNEMER N, &
ARG TR, E—TF oY NRE—2 BN THEE R ko TLES T,
INTEBAUTHEDL, BXZBREXEOIL, BRIEELTLE-E, (Got
Milk?,2009) 7 AV I DEAFEBOREHORD &, FABRBRWEDIZ, HAD
I ERINIGIToN T LESLEELXD, LT, ZTOCMOEARITEEY
LB 2720 T, HEFIIL - OBEMARTEL, DD IATRELoT b,
BEEB/RLIT Y AERRITHERELH D LWV I RICES, ROFIHESIE
CM®DLF ) A, mMEBEREVRAT B T v ZIcfRbiv, S8y Hish
KELGNEERATRLERAB D DO Tho7, (“Where am 12,7 1995) L7=3
2T, BRPBEFERNCE o TE, FALORWIEIITHR O TH S, V2D
@ [GotMilk?] @ CMITITHFHEFF- TR WEAADR, FLBLERE L &S

WEERIZIE G DB o7 WO RE— R, ZIIWH~—ATF 4 T O

I

AT RR 2 BRI R L, EORBIOPIERTNEE S 2 & 2RmiRT 5,

i

FO#HO, TGotMilk?] EWHAa—FH it [Hhekids oREAELE -
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TWETH] EEC. 20X ICHGOUBEMITHEIEE OFEAOLEMEIZRY |

MNIFRER ORI TEAMRRIRE R LN SN2 5D TH S,

HH 14

[FLCHERRTE ) D% v =37 AU H O [GotMilk?] SR X 352
AT T A NTEHEWE, AROHRIEEOIDIZAROILIZELETELN
Teo [T7 - v&—] OCM (FE L5) WA HLOBNTT, EL 2D, Rk
REBEDCE T NI LW BRI LFRHEILHDVTTH D, TOBOH
Tk, HZoa vy h—hbJIlOLS 7 7L F =Rt L, HLBiaEht?
Wi ol B, S R BOTICT BRI DR o, LT, B bR LR

FHBKBI K R T2 VW OIRETEH D, (7T Z—R] . 2006) E/fhodC
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MTiL, H2FFERFUTRAEBPT CEF NN L, SBEBRITSF a—
7EEFITPOLEEZR T, (1Fa—2F] | 20060 7AULDO4FI
SNTHOCMER~D L, 20 T4HIICHERZ ] OCMIZTEENTHY ., Ad%K
LLFERAFHIEEL LV HWEEYF—F LTS, ZOFLREES W
WZEREIDEWIDRAARDCMD T 3 —H AT, THFNDCMIZIIEE
BIZRERDB DD, ISR ] CIIFHLIEEEO LD LN Z L bR
NTWD,  CFHLICARZ, 2009) ZOEHEX TAATE., BADRLDGR

BILTWDE] EWIHIBZLGREETH I 0,  (Herbig, 1995, p.52) % LT,

FR) LWVWIHIEED L OER, 2F D, HATH, bolW AR A7®HIC
X, BREEREEL oI a=ns—a VOMERT S 2 LIRERIEREITH D L
WHEBZERLTNWD, ZOF Yy vF 7 XX AAROEFH RS2,

HEEMRSZLLUTEMEZEAD LT ADRER - THDDOTH S,
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EHI1.5

32 ToIrn vy Z758EBS] OCM: vy 7% PC

Macintosh Apple Incorporated > [+ > 7 ZH¥ 5 | OIRGFIIRANC2 0 0 64
®5ﬁ2ﬁﬁﬁﬁéﬂko(Mm@ﬂ%lﬁ)l@ﬁ%ﬁ#%V&HkTﬁx
Yy ZEPCOALr T a2a—F—% _ANOFMHGETHEALL, HEBRLITY
T ERBOANE, n—Xick bl [—oOt0mEhE T A SO0 pE L
YWD TS ] & MRER D, | (Cited in Rhoads, 1993, p.4) Z 0 X
5 IO BB O AR I TR O~ —rF 1 v 78 & T
T35, (Kotler, 2003, p.265-266) HATIX, Z 205 IAEEIMEZRL, K

HEEBbh s T, HEVFELILTWeVY,  (Herbig, 1995, p.51) il
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A BATHERILGEAEDIZRICIE, TOREZHTLTHD LEHBEWO T

RUWNTHD 5 h,

TDFy =V PHELETR, 7TAVIT—FELL TWEFEA2 Yo
—Z =il PCTholc, ToTARIOF ¥ =i ihdblc B HE &R
DFHEPCirbw v Z7IZBTIZ L Tholk, (Rhoads, 1993, p4-5) < v 7k
80~ 9 OFMUCHR LIEHMN, 20 0 0ERIZABZ L, TAVITO <y
ZDw—7y b7 1%ETTFR 5T, | (Rhoads, 1993, p.5) 9 044X
ETORERTI, R QERTAY 2 BREAOL O TR ole, T 1#%
BOBREOMIC, HAFOBES OBV T —P—T Ly R —d—R—F
EEDOEREL» 2B Th5,  (West, 2000, p.74-75) = 2 O Graphical

User Interface i H R ANZAFEN TR, HROF S EAATARROTNTY v/ O
vy e T, (West, 2000, p.108-109) # 7=, 7 v 7L

BNt LT LW R E ORERS # 4h ) 7z,

TAVHIOCMTIE, V¥ AT gy eIday - Fmydwr s fEE
By 7 L PCOFNFROBEE L, SAREHRD L, v v 7OFIIEL,
HETHT, BVaT7AVRRETHIN, PCIALELT, Eobebh LT
T, A=V %FE D, (BEE16) FOCMIZEBNThH, v v 7EELWI L

PEETC, ECHERIEEL S Ba—F—ThaR, PCIIENEFE T,
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Ty ZIIRELBEREE, HoTWnHaryta—F—0Thd, £L T, PCiX

EARETH, HEVOOHBIRELERN, AP Y200 A=V Th 5,

BEE 1.6

BlziE. Te—y - B #—] (BeanCounter) &9 CMTIL. PCitk

B AOWM G IEE OGS & Windows Vista Dff % a4 E T 72 DOE e %
TY LCTTWER, IREIY TesdIEREITE< | Vista ORMBERRIC Y TG
EbI P07z, (“Bean Counter,” 2008) 7" A U O CMTEB&M/H TS 52
EEBLRWA, BERTHEHI IV CMIZFRERY, TReDFiks 77—,

LT ARG, EOLIoEOHEONEH LN RV THOTY, | EvR
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v 7 AFEFOFLEIZEIN TS L2, BRTEBEOFTFIICMTIIHE 0 i
Fhen, (U »Iiz] , 2006) sz, B—r s I Z—O CMILT A

VA CHRAZDTH, BERTIED IR,

F [F¥T7 b=/ AF =Y (Gift Exchange) W5 CMTHL, wv 7 &
PCHI7 VAT ADORHNC S L¥ L bR T 5,  (“Gift Exchange,” 2006)
SISV By MIT 3 FTANSATHALER, PCHEOFLEY M
r77 I ORPEEAEROT, HEE Iy 7 OFRENCIRE Y, B
LWEWIHIRE 525, TAVAAC LT, 7 ) A~ AR RERELZEA
Thy., LBy FMRIZEENWR Y BUNETHD, ZOCMIEI Y AvADTE
DOT VB MBROBEVREREZRLTRBY, TOZERIL D> TNAET
AUBAE, Bop) I B2 LPCIYw o 7 2B oI BRRENE

NWH A wE—TVEESTNS,

AAD I=y 7 28BS OCMIT, =AU XEWVHIBFF— 20
IHRERRAPC L~y 7 EHHMLETND, ARTILHAONTHWEEFTF—2%
BHLTWLOT, fiEE S EMT0TVWOTHAS, TAV Dy 7 LP
CeEtNENRUL KD RAREEZ LTSRN, ZOZANEFEFERT, AT 4 &1
HLRILTHDL, (FELT) £LT, TAVIADPC LD L, HEOPC
BT, Ry & LTna, HERTULIEESNTHWRWCMIE [25F v 7))

(Steps) & R THhD, [RFT 97| Tk, =783 20DAF v 7K
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T TCHER—LR—UBENS Z L EFHBA L THWARE, P CIIMSEIZATER-> T
B. ([RF v 7EI L 2000) bo L EEABFETHELTNPCHE (27 y
F4157] LAELEL DT, vy s MR T [a—b— ki LKL 5,
IOCMIRBAETHDINR, PCOBPRERTIEID, v ZBERLTHS
ZENEASINTND, BARTHE, MHOTHEEZ SV THEB LRV OSILERD
ThDH, MHEFER LI CMTHE, BERACE o T—ERUZRMB THIBIE
ART—=LipoTDh, ZOCMTS, vy 725 L EARICELL HEIZ
FERPEN DD ZHH L TWS,  ( TR | 2006) 7 A U AIZi3Z o
DSOCMEETNSEDORRNDT, ZOZOIIAAEER I~y 7 2BEY |

(GetaMac) v o _—rDOCMTHs,
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FLT, 2N 2MOETWS CMATEECHEELE, —OBIXHEAT
liMoviel &MEEHL, 7A VBT I_F— - UL b (Better Results) & FEIT
htnsd, (BEI8LEHEILY WADCMT, vvZ7bPChR—Ahb—1
—FER LTc, 7AUDDOCMTIE, PCil HENZED A—E—0F BT
JE BRTEOERTHITR] bvy 7 O8EEADICLEBRLE D, vy N
TNPBLHGOL—E—FEEAT D, (“Better Results,” 2006) —J, HADC
MTH, PCIMTHEEWHET, v v 7IZHGDOA—E—%NT5,

( liMovie&) . 2007) TRAUBOCMTIL, v v/ DF—AbL—E—%HT
TNDENWREEN P CORNCENIZEZ, P CIIRERTILLNEWE T2,
AARDCMTIE, PCW IRE L RNTTR, THEDE ST, RhRhHOW
TT ] 59, AEDOCMTIIP COFR—LL—E =T LORE2ETNDH
HTHE, TAVIOP CIIESDR— AL — =5 HETHUNENRHS EE
7208, AADPCIIBSOL—E— 2o 2 OA—E—DFBWEED LT,
TAUHDOCMTIE, #HDICP COBEIEN TH-TER, #HITTTES DI
HY, CMZbotHHAL SETWVWD, BADSHIZE -« CIIFREI B KERD

T, BAROCM T, BRI EBARAOHBEEI IR Y IZLMRENR D,
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33 RXALVOXy by hFaalb—Fh
Hheéd k¥ by Md Rowntree Company 12 X o THEBLILAED, BRIZF AL

Lo TEIRENT, BATHR AL, 7 AU U Tk The Hershey’s Company &
LTHELNTND, Ty by bOFY o _-VRETAV A THEAERTHLRIIL
ZbDEBZOLNTND, —DDRFILLD L [Zo L) TR T R
poleXky Ny NED, HEEFE LTV R0 MR Lo THnDH®
7 [Have a break, have a KITKAT] & W5 75 o WA w—0, [break) Tik
sl & TRED L) Zo0FREMT TS, | (&, 2008) [Havea
break, have a KIT KAT| LW HRBIL L 9 5 8EDA XY ROT L ¥ CMIZEA]

WwAEbRI -,  (“Iconic Brand Kit Kat,” 2010)

BUST AV AOFy My OCMTiL, [Have aBreak, Have a KIT KAT]
DX % v F 7 L—ZPRHEHI TV, %BiZE472 [Gimme a Break| 0 CMY
YIBMELRB L Y eoTe, ZOCMY 711 9 8 0ERICIERE S, v
I T 4 KD James Kellaris ORI LD & ZO#iZ AOFED HBER 2 #
DY A MESMNEEDTWVS, (Cited in DeNoon, 2003) Kellaris DFFZEIC 1% &
[9 8/3—F 2 FOADTENGEEILRVERSH D) EEH52LTHD, Ty bbb
v FOBFEIHEE, RARTWCMY v I T —47T 4 7 EITV, CMY V7 H

B EEESRB T, HEEMAELEZ LBELX WD THD, FOCMY YV
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7 OFL A2EKEIL [Gimme a break, gimme a break, break me off a piece of that Kit

Kat Bar| T, fFADRW/A—Ta HHEDF v by F CMIZEDILTN S,
Blxid, EFET AV THESNEZFT Y by POCMIL, BRLHDCMA T
TA—WE V2T AHRER T, 4B, BBRTEH. v bbby b—%ffo
7o (“Kit Kat TV Commercial,” 2010) ZOCMY L ZiX7 AV A TE<Hmbh

TWLHOT, HERRSTh, TAVAANZEATRGND, N——DTxTT
A MeEDE IATFaalb—h FUITVALR AF v I FAR, =I R
77 VA= FUA b Fazal—, I=2REDOFy by MIBEORL
TAVT yTEEHRLD, Fidd v 7 ANPHMOKSIRTE SN, 7T AV DT

ZIAWIHBERA RSN HENL TV 5,

A4 TH %D [Have a Break, Have a KITKAT)] OFRBEBZNLE 200 CMICfEidD
hTnb, BATH, Faalb—MIRLLZA 0T —LRUA NF—DREHIC
—HFFRNDHEEPRTHEN, ¥y by FOT Iy FIEBREEERED LS 22
ole, BIT, HLWREFENZBRINRIZ, LhL, REEZT7T v 7 EEIHR
W FIRIE RO ot HHRAC, Ty bhy b X T&o Lo EEITH
LHDT, RAVHFy My MISZEBREPREGHRTHAEOOT vF¥—Faal—1
EWVNIA A=V EEST, HHEHE M TEDIED T,  (“Asian Brand
Marketing Effectiveness,” 2005) [ v b2 597 1] ¢nwHFy vF71—X
ZHICHL, SHBER D LOIELRERE LTRYH LE0T, STRAENRR

BROBTOELTHF Y by FEBWEDTE, Bz, 2R VITHAOSESM L
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REL, Z<OBEER—ARC—B7ETV 77X v =V A0 [Z v F—HEl|
MR HNT,  (“Asian Brand Marketing Effectiveness,” 2005) {B#RICH T v F—

BEICE D EDE I AERNOER U RBmF T, 2oz bo &AL
FEULbdEolcholz, SbIT, FA VI A AREE AR S LFRELZED, =)
BREST DR BICENDIAATXOLSBFy by P A=A EVWI D FE
E, R LAY, v bl b A—MIKREIZND, FA U THATE
KARZRIRTERM] W32 2 &k,  (Lai, 2009) ZOF % o _2—ORH
e, vy by FEEFELORTIZ4 03—k MEX, BEAOw—4 v bl
FERICRDIEE LTEESN TS,  (“Asian Brand Marketing Effectiveness,”
2005) EBARDOX Y by FORGT AT v FIIBRROERRKE L. AR
HE, By ZHy bR T 4Dy bETORLRTA ARH Y, EARREK
WA, Aay, AF, B B, LEVF—X—%, B, LxoH, ¥
VA, A=, BT EOERRED 1 OFEBEOERRFR LD D, HIE,

ARTCRLNLTNAF a2 al— DR THE, v by MIE—MEE->TNE,

(Vazquez, 2010)

4. W
AT 4 ORI RE TR L B L O TH D, FELO ST
EEEERBL, WHHICWEAY 52 SFEOGEVEREEY . PRI e

=ML TR TDZ SR VLW L ThHE, ZOFHILTHALTERL
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2, BALT AU AEHEO L) ICHREDRMICEFT TX D L5185 E T,
RMZPTCReRBRE T EoTE i, MEIOY—F v TR MOFE, B&
WX AE S, HELRERERO L SIZISHERR BRI ST
Wh, B Efits s, 4 /=2 a il onToEXLH, BENTO
=y b= TRRBMEOMBOENMI OV T L RBER LD, v—F T
4 > V#IEE. >E U Formal Marketing Methods, {ZTEEEDE X THH A, HA

FOFEEWMAL, HEROXUIZES & ¥, 2%, BATHbL- EEHM

R —7 4 BB T, v —4& v b T RN 5FE ERBIERRES
EOMETFLEEXRUIZL TS, iz, LV RVWHEEZHEEICRITSZ &
ZHELTND, TAV AT, 20T 72dicny Ra—F—%5E &8
L LIERAEEE. ALERORTEEHBIUEAT S, £LT, 7A Y AOHE
AEBRLRHEE TR, MEFLIL L0 HAHORIREE» SRR T & Th

HERBbohTng,

ARWOGMINIT AV O~—0T 4 VIR E BATEDEECHEZDHESHH
PEVIRIRERPHEL THol, BERLT AV IO —F T 4 7T
DISIRER A, R FRT T <BRICBN T, v &7 4 U BIRICE
FAEXMEOEBEI ZER LTz, AR T CMOEIEIE WL DhFT RN b, Ml
ETThbhTWo~—o7 4 » ZEIEBRENENOMEIER L, HEHEEO
AL E AT A WY B L, REEHINTHWDZEERPALE, v 2%

BB R IF¥y by b OL530%F v =32 L7 Bl OREIC 1328
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TLOMENHLHERDLND, BETHZ LICL > TH LWIUERIHR A SR L,
FRBHBEC L > TRFELLOLLTHRY, ERICHAINTHEDOREEL
Ho LU, TAVIOILE BARIZ—FNICHLAT S &, BAERADNGIIRRE
EHOTHHI L, FHRTHHDIIHATHLD, LEB>T, Fyrol—r
FEERCERLR2TNERGR, BERETAVID4LPIZXHLTOEZFD
BEVWEZZERL, CEEHRLLNE, Bdme F v o UdERFICED RN,
HAHETAELERSMEMOETES - S IEFICERERRELNEL T, 20
LY EBEY—7T 4 VTR y b & T B~ OB & s 2

R QIR b v Th B,
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