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Japanese Consumer Perception of Western Models in Advertising Local Traditional Products

Emmanuel J. Chéron and Rodi C. Pau

Abstract

As a popular clothing for female university students at their graduation ceremony, the hakama, a piece of Japanese traditional clothing, offers an extreme condition of evaluation that can suggest the level of standardization/localization appropriate for that product type. The purpose of this research is to see if significant differences exist in evaluations between a rental hakama advertisement modeled by a Japanese, and an identical advertisement modeled by a westerner. One hundred seventy-nine female Sophia University students completed a questionnaire and short interview concerning their reactions to one of two rental hakama advertisements. The interview collected students’ personal characteristics, such as field of study, time to graduation, and experience living abroad. Advertisement evaluations were measured using the affective, cognitive, and conative components of attitude. T-tests and analyses of variance and covariance showed significant differences in the affective dimension. A stepwise discriminant analysis showed that the affective dimension was positively related to the western model while the conative was related to the Japanese model. Thus, marketing managers may use a western model to attract more attention, but use a Japanese model to increase understanding and intention to rent.
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INTRODUCTION

The issue of whether advertising should be standardized or adapted to local cultures has been a major focus in the advertising literature. Proponents of standardized international advertising campaigns argue that differences between countries are a matter of degree and therefore advertisers must instead focus on the similarities of consumers around the world. Fatt (1967) and Levitt (1983) argue that as the world’s needs and desires are becoming increasingly homogeneous, standardized advertising campaigns offers potential cost savings and efficiency gains. Given the potential benefits, it is understandable that advertisers seek indicators supporting the opportunity for a standardized approach. The seeming westernization of foreign markets and foreign advertising is often such an indicator.

In Japan, where the Japanese seem to thirst for western things, the use of standardized campaigns may be appropriate. Mueller (1992) analyzed a sample of Japanese print advertisements in order to measure the level of westernization in Japanese advertising and addresses: “the appropriateness of a standardized versus specialized approach to advertising for this market” (Mueller, 1992). A content analysis of print advertising revealed that Japanese advertising was still far from being westernized. In fact, Mueller concluded that there were indicators that Japanese advertising was becoming increasingly Japanese.

While Mueller (1992) examined the westernization of Japanese advertising using a content-analysis method, this study examines the issue through consumer perceptions. While much research has acknowledged the use of western appeals in Japanese advertising, few studies have looked into the consumer perceptions of westerners in Japanese advertising. One of the goals of this study was to extrapolate Japanese consumer thoughts on an extreme case of the use of a westerner in advertising a traditional Japanese product. The present study compares consumer perceptions of a Japanese and westerner dressed in a traditional Japanese costume—a rental hakama for university graduation ceremony. The use of a hakama advertisement provides an extreme condition of evaluation that can suggest the level of standardization/localization appropriate for that product type. The degree of similarity between the consumer evaluations of the two advertisements offers an indirect measure of the perceived impact of westernization in Japanese advertisement.
The rest of the paper first addresses the relevant literature related to the topic and research hypotheses are formulated. Next, the organization of the empirical experiment is presented including the description of the pretest, the preparation of the professional artwork for the main experiment and the procedure used to collect the data. Statistical results are then shown taking account of external control variables and checking out whether respondents detected the objective of the study. Finally the results are discussed in terms of limitations, managerial implications and suggested future research developments.

Theoretical Background

Onkvisit and Shaw (1987) reviewed and critically evaluated the theoretical and empirical evidence of standardized international advertising. They wrote, “Advertising standardization is not just another theoretical concept in search of practical application. It is a significant problem warranting attention and evaluation. The concept includes far-reaching implications because of its effect on business firms, international trade, advertising agencies, governments, consumers and marketing education” (Onkvisit and Shaw, 1987). Thus, since advertising standardization has such a large impact in the world, it is important for marketing managers to implement the correct advertising strategy.

The debate over the standardization of international advertising began when Elinder (1965) asked the question, “How international can advertising be?” Two decades later, Levitt (1983) reintroduced the standardization concept under a new name (i.e., globalization). This school of thought, also called the “universal,” “internationalized,” “common,” or “uniform” approach, challenges the traditional belief in the heterogeneity of the market and the importance of the localized approach. Levitt advocates, “The world’s needs and desires have been irrevocably homogenized” (Levitt, 1983). Thus, “to begin marketing with a local appeal which changes from country to country is about as sensible as stopping a factory’s machinery producing a product and setting up production in a number of small national factories—these producing their own national products in short series after their own recipe” (Elinder, 1965). Given these similarities across different cultures, proponents of the standardized strategy have emerged from the supplier side as standardization offers potential cost reduction and other efficiency gains within the firm (Levitt, 1983; Fatt, 1967; Boote, 1982; Backhaus, Büschken, and Voeth, 2000; Rutigliano, 1986).

The opposite view of the standardization strategy is the localized approach. This very traditional school of thought, also known as “specialization,” “adaptation,” “individualization,” and “customization” approach holds on to the traditional belief that advertising must be tailored to each country. Onkvisit and Shaw (1987) found that consumers’ demographics and behavioral responses vary greatly across countries (Onkvisit and Shaw, 1987). The findings of Hofsteade, Steenkamp and Wedel (1999) also show heterogeneity in response behavior among countries “to be highly significant both within and among countries” (Hofsteade et al. 1999). Thus, proponents of localization believe insurmountable differences exist between consumers of different cultures making it necessary to develop specific advertising programs to achieve impact in those markets (Sommers and Kernan, 1967; Green, Cunningham and Cunningham, 1975; Ryans, 1969; Harvey, 1993). Failure to understand the foreign culture and its social norms led to many international advertising blunders (Ricks, Arpan, and Fu, 1974; Ricks, 1983).

However, the decision whether to standardize or localize cannot be considered a dichotomous one. Several academics support a “middle-of-the-road” or “contingency” approach and advocate for degrees of international advertising standardization (Mueller, 1990; Sandler and Shani, 1992; Light, 1990; Peebles and Ryan, 1984; Peebles, Ryans and Vernon, 1978; Buzzell, 1968; Quelch and Hoff, 1986).

An inherent problem in this debate is the definition of “standardization”. For instance, Peebles and Ryans (1984) allow for local flexibility while maintaining the “standardization” heading. In contrast, Onkvisit and Shaw (1987) define a standardized advertisement as “an advertisement which is used internationally with virtually no change in its theme, copy, or illustration, except for translation when needed” (Onkvisit and Shaw, 1987). Levitt (1983) shares this “all-or-nothing” view and states, “a successful global marketing strategy consists of having a common brand name, packing and communications” (Levitt, 1983). These imprecise definitions provide for “imprecise discussions and problems in comparability of research results” (Sandler and Shani, 1992). Onkvisit and Shaw (1987) adds, “Without proper definitions, confusion abounds on whether a certain campaign is standardized, localized, or globalized.”

The difference between standardization and localization can be viewed as occurring along a continuum on a bipolar scale. On one side, the United States and Europe can be used as the reference of “standardization”. On the other side of the continuum, lies continents such as Asia and Africa, where a greater degree of “localization” techniques occurs. (Onkvisit and Shaw, 1987). One problem faced by an international marketing manager is to locate the point along the scale where a particular target market should be positioned based on similarity to the US and European markets.

Previous Research

Past researchers focused on indirect evidence in evaluating the appropriate approach in international advertising. The corporate responses approach (Attour and Harris, 1997) involved sending questionnaires to advertising executives and managers asking them to evaluate the extent of standardization of their own advertisements (Synodinos, Keown, and Jacobs, 1989; Duncan and Ramaprasad, 1995). One problem with this kind of evidence is that managers may not have a clear definition of standardization and that their responses may represent their desire to protect their own self-interests (Onkvisit and Shaw, 1999). Thus, while content analysis provides information with respect to the standardization actually practiced by international companies, the questionnaire survey method does not resolve the issue of whether to use the standardized or localized approach (Attour and Harris, 1997).

Other studies focused on another type of indirect evidence—national advertising practices. This approach points to the clear evidence that certain types of advertising is the norm in some countries, but also acknowledges the same advertising methods may be exception in others (Onkvisit and Shaw, 1999). Once again, the evidence fails to directly show that consumers actually prefer the advertising method to which they are accustomed and that other different methods will not be as effective.

While previous studies have examined the standardization issue from the advertiser or supplier standpoint, few studies have examined the issue from the consumer perspective. The few that consider the customer’s point of view merely conclude that standardized advertising messages can be positive or negative. For instance, a positive effect from standardization can be achieved by preventing image confusion and consumer irritation (Backhaus, Büschken, and Voeth, 2000). On the other hand, divergences in local advertising campaigns may result in image confusion and irritation that may have a negative influence on purchasing behavior and revenue (Hill and James, 1990; Harvey, 1993).

While there has been a comprehensive discussion in the literature on standardization versus localization of international advertising, few studies examine the issue from the consumer perspective (Backhaus, Mühlfeld, Doorn, 2001). “A consumer perspective is particularly crucial for this kind of research. Because it is their purchasing behavior that should be influenced positively by the use of standardized advertising, consumers’ perception of similarity should be considered as decisive” (Backhaus et al., 1999). As an advertiser strives to create effective advertising, what constitutes advertising as effective remains a question only the consumer can answer.

Pae, Samiee, and Tai (2002) not only acknowledged the lack of research on consumer perspectives of standardized and localized advertisements, but they were the first to perform an experiment to investigate consumers’ perceptions of standardized and localized advertisements. They write, “…to date, no effort has been made to assess consumers’ perceptions of these types of advertisements. Inasmuch as it is the consumer view and response to commercials that matter, the lack of empirical evidence incorporating consumer response to standardized versus localized campaign is surprising” (Pae, Samiee, and Tai, 2002).

Modernization/westernization of Japan
In Japan, where modernization took place using the West as a model (Tamamoto, 1999; Waswo, 2001), many observers have noted the Japanese thirst for things western, especially American (Fields, 1983; Yoshino, 1971; Belk, and Pollay, 1985; Burton, 1983a, 1983b; Christopher 1983; Rice 1983; Rosenberg, 1986). This thirst is manifested in the consumption of western-style products and style (Clammer, 1997; Shimaguchi and Rosenberg, 1986; Kikusawa, 1979).
Japanese marketers have also adopted western-oriented advertising approaches. Japanese advertisement features western-looking models (Mueller, 1987), and western celebrities (Sekigahama, 1988; McNeil, 2001; Barr, 1994). “From the end of 1975, the use of foreign stars in commercials increased enormously. Now, hardly a day goes by without the introduction of a new foreign face in a commercial” (Dentsu Incorporated, 1978). Fields (1989) notes the list of foreign personalities in Japanese advertisement “continues and shows no sign of abating.” An article in The Daily Yomiuri describes the great majority of foreigners appearing on Japanese television are Whites, indicating that “Japanese tend to admire Whites” (Anonymous, 1991).

In addition, a blending of Japanese (wa) and western (yō) advertising images has been increasing in Japan. For the 2002 FIFA World Cup Korea/Japan, Pepsi-Co Inc. placed western soccer players side-by-side with Japanese sumo wrestlers. In 2003, a western-looking woman in kimono appeared in a Häagen Dazs advertisement. In 2004, an advertising campaign of Casio for the Exilim digital camera featured a western-looking woman in a kimono-like dress.

An increasing amount of the English language has also been observed (Fields 1983; Rice 1983; Haarman, 1986; Maynard, 1997). Foreign-sounding words seem to add a touch of prestige and luxury to the product (Mueller, 1987). “The foreign label is very much the symbol of prestige and quality, despite the availability of domestic products of comparable quality. To lend a sense of foreignness, many Japanese products are advertised using Caucasian models” (Dentsu Incorporated, 1978; Gaijin a Go-Go Cafe Website).

Attempts have been made to explain the embrace of western culture in Japan. One interpretation is the concept of “rettō-kan”, which refers to the “inferiority complex” that the Japanese feel toward themselves and the West (Rosenberg, 1986). Kitahara (1983) suggests the Japanese are displaying a classical psychoanalytic identification stemming from World War II, where the defeated identifies with the aggressor.

However, many observers suggest caution over the term “westernization” to describe Japan (Fields 1983; Jameson, 1984; Burton, 1985; Kilburn, 1987). The mere consumption of western goods does not equate to westernization. Instead, western influences are simply the result of modernization, which Fields argues is not synonymous with westernization. “A New Yorker who eats sushi is no more easternized than a Tokyoite who eats hamburgers is westernized” (Fields, 1983). While considerable debate transpires over whether the thirst for western things is due to modernization or westernization, this study does not focus on that, yet merely acknowledges the avid consumption of western products.
If western language, people, and settings are commonplace in Japanese advertising today, it may seem appropriate for an international advertiser (especially American), to utilize a standardized model when advertising in Japan. This exploratory study seeks to examine the perceived westernization of Japanese advertising. Knowing this may help international marketers address the appropriateness of a standardized versus localized approach for the current Japanese market.

“Re-japanization” of Japan

Amidst the apparent westernization of Japan, is a “Re-japanization” of Japan, or a revitalization of traditional Japanese culture. It has been noted that for the younger generation, the kimono is “little more than a relic of old Japan having no connection with their daily life” (Yamanaka, 1982). However, in present day Japan, an apparel “re-japanization” can be seen among Japanese youth as they are rediscovering their traditional costume. In Tokyo’s trendy Harajuku district, well known for teenagers latest fashion, a young girl dons a summer kimono with khaki cargo pants and glittery platform sandals (Pearson, 2003). Moreover, in Kyoto, the ancient capital of Japan long associated with tradition and textiles, the municipal government offers free subway and bus rides for anybody wearing kimono over an 11-day period in March to promote the Japanese traditional costume and the local textile industry. Free admission to some tourist attractions, including Nijo Castle, Kyoto Tower and some museums, will also be available for kimono wearers during the period. (Japan Today, 2005).

The apparent kimono comeback is significant as the young generation raised in jeans typically regards the kimono as formal wear for elder ladies, and see it as expensive, impractical, and intimidating. “Fashion show producer Shigeru Kimura believes the kimono’s rebound in popularity has a deeper significance, revealing a maturing Japanese society that is taking a closer look at its roots” (Pearson, 2003). The kimono comeback has also taken the shape of its light summer form called the yukata. Today, Japanese youth wear yukata to festivals (matsuri) and firework (hanabi) spectacles. In addition, the juxtaposition of Japan (wa) and the West (yō) can be seen in some advertising as Japanese dressed in Western style (yōfuku) and Japanese style (wafuku) are seen walking through a Tokyo matsuri.

The yukata is also provided to patrons at Japanese inns and hotels as after-bath or leisure wear. Known as the yu-katabira during the Heian period (794 – 1185), yu-katabira was worn before and after bathing. By the Edo period (1600 – 1868) the yu-katabira had become known as yukata and was worn as everyday summer clothing by the general populace (Yamanaka, 1982). However, department stores and the media have successfully glamorized the pairing of the yukata with the matsuri and hanabi outing.

A hakama is a pleated, skirt-like traditional garment commonly worn by samurai during the Heian and Edo periods. In modern day Japan, the hakama is the uniform worn in traditional Japanese martial arts sports, such as kendō, aikidō, iaidō and Japanese archery (kyūdō). In addition, the hakama is also worn by Kabuki and Nō actors, Shinto priests and girl assistants at shrines as well as by ordinary Japanese on formal occasions (Kodansha, 1993).
The wearing of hakama has evolved into the traditional dress often worn over a kimono by female students at Japanese university graduation ceremonies. The trend is more common with women than men, as the men opt to wear the standard western-style suit (sebiro). Many hakamas worn during graduation are from rental hakama/kimono companies. The tradition of wearing a rental hakama for university graduation has been popular for at least the last 25 years. However, wearing a hakama was not popular in the years directly following World War II. With the Japanese economy growing rapidly and reaching par with the great western economies, the Japanese people started again to wear western/european style clothing. This was also the case, before the war during the Meiji and Taishō periods. After World War II most university graduates wore suits (sebiro), while some who owned a kimono wore a kimono, and only a few wealthy individuals wore a hakama.

Present Study

The present study blends the trend of western advertising techniques in Japan with the apparent apparel “re-Japanization” of Japan into the standardization framework. As western models, settings, and artifacts have become commonplace in Japanese advertising today, then perhaps it is not unrealistic for international western advertisers to utilize standardized messages in Japan. However, due to the apparent trend of Japanese to return to their nostalgic roots, the use of localized messages may be appropriate for the current Japanese market. This study explores consumer perceptions of an advertisement showing a western model wearing a hakama in comparison to that of the same advertisement featuring a Japanese model. A hakama was selected because may university students have some level of involvement with a hakama, and because it offers an extreme condition of evaluation that can suggest the level of standardization/localization appropriate for that product type. The degree of similarity between the evaluations of the two advertisements offers an indirect measurement of the current level of perceived westernization in Japanese advertisement. This indirect measurement stems from the notion that the hakama is a representation of Japan. A simple glance through hakama, yukata, and kimono advertisements reveals the exclusive usage of only Japanese-looking models. Since the present study extrapolates the consumer perceptions from an extreme case of a westerner wearing a hakama, the findings of this study may provide insight into the appropriateness of incorporating westerners in traditional Japanese dress. Furthermore, this study provides insight into deciding the degree of standardization international western marketers should utilize when advertising in the Japanese market.
Hypotheses

Various newspapers and publications have noted the recent kimono comeback in Japan. Given indicators of a current resurgence in Japanese advertising appeals and the recent revival of the hakama/kimono’s popularity, especially among young Japanese women, the following hypothesis is formulated.

H1: The ad featuring the Japanese model will have a stronger, positive rating than the ad featuring the western model.

Previous research has shown a significant impact of the attractiveness of an announcer in advertising and selling (Baker and Churchill, 1977; Caballero and Pride, 1984; Patzer, 1985). It is therefore important to control for the perceived degree of facial attractiveness of the Japanese and the western model featured in the experiment. A pretest will be conducted to identify two models with similar perceived facial attractiveness before selecting the two final models wearing a hakama in the advertising experiment. Two models showing no statistically significant facial attractiveness in the pretest will be selected to participate in the preparation of the professional advertisement for a hakama rental. Therefore, the following hypothesis is formulated in relation to perceived degree of facial attractiveness of the model in the main experiment.

H2: The Japanese model and the western model in the advertisement for a hakama rental will be evaluated with similar facial attractiveness ratings.

Method

Test Advertisement

The independent variable in the study was the ethnicity of the model. To control for perceived similarity of facial attractiveness, seven Japanese and five western Sophia University female students were photographed and their portraits in regular clothing were rated by a convenience sample of 37 female students at a different university in western Tokyo. A different university for the pretest was selected to avoid any future connection with the advertising experiment. In the pretest, students were asked to give their perceived facial attractiveness rating on a seven-point semantic differential attractiveness scale. The pair of Japanese and western models with the highest and statistically non-significant mean scores (Japanese model mean = 5.05; western model mean = 4.89; paired t-test = .76; correlation = .06; p = .45) were selected. The two selected models were dressed in hakama and professionally photographed in a studio specialized in preparing master photos for hakama rental catalogs, flyers and posters. The two photos were incorporated into an identical layout design such that the sole difference between the two ads was only the ethnicity of the model. Please refer to Appendix A for the final two test advertisements with the Japanese and the western models.
Questionnaire
The consumer perception towards the advertisement was measured by ten independent variables reflecting the tri-dimensional structure of attitude and previously used by companies in testing advertising copy (Wolfe, Brown, Greenberg and Thompson, 1963; Baker and Churchill, 1977).

Left an impression, eye-catching, and model’s facial attractiveness measured the affective dimension. Affective refers to feelings about stimuli and includes relatively intense emotions such as love or anger, less strong feeling states such as satisfaction or frustration, moods such as boredom or relaxation, and milder overall attitudes emotions such as liking or disliking something. Affective responses can be favorable or unfavorable and vary in intensity. Marketers typically develop strategies to create positive affect for their products and brands to increase the chances consumers will buy them (Peter and Olson, 2005).

Easy to understand, believable, and distinctive measured the cognitive dimension. Cognition refers to the mental structures and processes involved in thinking, understanding, and interpreting stimuli. It includes the knowledge, meanings, and beliefs that consumers have developed from their previous experiences. Marketers often try to increase consumers’ attention to products and their knowledge about them (Peter and Olson, 2005).

Inquire, seek, rent (buy), and recommend measured the conative dimension. Conative refers to the likelihood of acting upon knowledge and feelings. The conative component is a tool to measure behavior and the intent of purchase involved when exposed to stimuli (Peter and Olson, 2005).

Rather than formulating the questions using the seven-point semantic differential scale of Baker and Churchill (1977), the current study utilized a five-point Likert scale. A five-point scale was deemed more appropriate for a Japanese audience generally wary of extremes. An additional “recommendation” element was included into the conative component because recommendation, like gift-giving decisions, is often perceived as being more important and more involving as compared to purchase for the self (Belk 1982; Clarke and Belk, 1979; Kassarjian, 1981). An investigation into Japanese scale numbering showed that a decreasing degree of agreement (5, 4, 3, 2, 1) shown from left to right was the norm in customer satisfaction surveys, in contrast to the conventional English increasing numbered scales. As a result, this reverse numbering system was adopted for the Japanese questionnaire.
Three Japanese language instructors at Sophia University helped construct the Japanese agreement scale labels and adjectives. A first draft of the questionnaire was pre-tested to an employee of a rental hakama/kimono company, enabling the rewording of ambiguous questions and scale labels. A revised second draft was pre-tested on a convenience sample of nine respondents at the Ichigaya campus of Sophia University, who confirmed the clear understanding of the questions but suggested doubt on the clarity of the scale labels. The word “Disagree” was perceived as too negative for a Japanese audience therefore, an indirect formulation such as, “Cannot agree at all” was proposed and selected as an acceptable alternative. Revisions on the scale labels were made and the final version of the questionnaire was used for the main experiment completed by female Japanese students contacted at the main Yotsuya campus of Sophia University.

 Experimental Procedure

Two research assistants (RA) and the second author of this paper approached a convenience sample of 200 Japanese female students in cafeterias and rest areas at the Yotsuya campus. The RAs were fully trained in the experimental procedures and asked to follow the ethical standards of marketing research related to the rights of the respondents guidelines adopted by the Japan Marketing Research Association (JMRA) based on the European Society for Opinion and Marketing Research (ESOMAR). Willing participants were handed a description sheet encased in a protective plastic cover with a greeting and an introduction to the survey in Japanese. The English translation of the greeting and introduction is as follows:

“Hello, we are interested in obtaining your opinions concerning particular test advertisements. After looking at the ad, please answer the 14 questions concerning your reaction to the ad and the product depicted in the ad. You can spend as much time as you would like filling out the questionnaire, but you will not be able to refer back to the advertisement while filling out the questionnaire. Please feel free to ask any questions at this point.”

After answering any questions, the description sheet was flipped over to reveal the test advertisement, which was shown to the respondent for ten seconds. A ten-second period was decided since pretests revealed subjects showed boredom after looking at the ad for more than ten seconds. Although two test advertisements were developed, each respondent was shown only one advertisement. A flip of a coin decided which ad the respondent would see. A “heads” flip indicates the subject will be shown the ad with the Japanese model. A “tails” flip indicates the subject will be shown the ad with the western model. When a group of two or more respondents were approached, all members of that group were shown the same advertisement. This was done to prevent respondents from discovering the purpose of the study. The seating arrangement depended on the situation. When there was a seat available next to the subject, the experimenter was seated there. However, if seating was not available, the experimenter stood beside the subject. While the subject was filling out the questionnaire, the interviewer was busy coding in the information on a fieldwork worksheet. The experimenter wrote in: the setting of the survey, the start time, the end time, calculated the total time the previous subject took in filling out the questionnaire, calculated the number of months until graduation of the subject starting from the day she was given the questionnaire, and any specific remarks such as, the subjects cellular phone rang while she was filling in the questionnaire, or a friend came and spoke to her while she was filling out the questionnaire, etc.

Study Sample

Of the 200 students approached and asked to participate in the study, 182 consented (91.0%). Non-consenters cited the following reasons: “I’m busy studying (10),” “I’ve already done this (2),” “I’m eating (2),” “I don’t have the time (2),” “I’m not a student (1)”, and “I’m going to class (1).” Of the 182, three were discovered to be of Korean ethnicity in the interviews following the questionnaire. Since the purpose of the study was to elicit responses from ethnic Japanese students, the three Korean responses were removed from the data. As a result, the study sample was 179 respondents. Of the 179 respondents, 83 (46%) were shown the advertisement with the Japanese model, and 96 (54%) were shown the advertisement with the western model.

Upon finishing the questionnaire, the respondent was asked four sets of questions in Japanese: 

1) “What is your department of study?”

2) “When is your expected year of graduation?”
3) “Have you ever lived abroad?”; “If yes, where and for how long?”, “When did you return back to Japan?”

4) “Do you know the purpose of this study?”

This information was recorded in order to check for potential biases and confounds. Once the last question was answered, the subject was graciously thanked for her time and given a token reward of chocolate or rice crackers (senbei).
Statistical Analysis

Univariate t-tests were performed to compare the means of the ten attributes. A factor analysis of the ten items was done by the principal components method using varimax rotation to obtain a more parsimonious representation of data. A Kaiser-Meyer-Olkin test of sampling adequacy and a Bartlett test of sphericity were used to confirm that factor analysis was appropriate for the data set at hand. Scale reliability of the three underlying dimensions was checked using Cronbach's alpha. With revision the tri-dimensional attitude structure (TAS) was established. To test the hypotheses, an independent t-test was performed on the three dimensions of TAS. Analyses of variance using additional external factors in a factorial design and analyses of covariance were done to check for possible effects of external variables. In order to confirm significant multivariate differences a two-group stepwise discriminant analysis was conducted using first the ten attributes and then using the three underlying dimensions as predictors.

Results

Descriptive statistics for the 179 respondents indicated that 89 (50%) of the respondents were first-year undergraduates. With 111 (62%), the majority of respondents had not lived abroad. The remaining 68 (38%) who have lived abroad spent 1 month to 180 months (15 years) living in various countries all over the world. Only 9 respondents, or 5% studied at an international school. While students from all seven faculties at Sophia University were included in the final sample, a large concentration was from the Faculty of Foreign Studies in the Foreign Language Studies (40.8%) and Literature (34.4%) departments. The entire range of five-point Likert agreement was checked by the sample as a whole. The responses were fairly normally distributed such that normality could be assumed.

A series of univariate independent t-tests shown in Table 1 were computed to investigate which specific attributes had significantly different mean scores. Of the ten attributes, significant differences between the mean scores were found in two cases: eye-catching (p < .01) and the model’s facial attractiveness (p < .00). In both cases, the mean scores were lower for the Japanese model. This implies the western model's face was perceived more facially attractive, and the advertisement with the western model was perceived more eye-catching.

Table 1. Mean scores for whole sample and t-test comparison between the two sub-samples

	
	
	I

Whole sample
	II

Japanese model
	III

Western model
	IV

Comparison of II and III

(independent t-test)

	Attribute
	Dimension
	(179)
	(83)
	(96)
	t value
	p value

	Left an impression

Eye-catching

Model’s facial attractiveness

Easy to understand message

Believable

Distinctive

Inquire

Seek

Rent

Recommend
	Affective

Affective

Affective

Cognitive

Cognitive

Cognitive

Conative

Conative

Conative

Conative
	2.87

2.63

3.26

3.46

3.04

2.30

2.50

2.16

2.47

2.25
	2.75

2.46

2.92

3.56

3.03

2.16

2.57

2.14

2.48

2.27
	2.97

2.77

3.54

3.38

3.05

2.42

2.18

2.14

2.46

2.23
	1.82

2.65

5.19

1.20

0.21

1.67

0.99

0.26

0.12

0.29
	0.07NS

0.01*

0.00**

0.23NS

0.84NS

0.10NS

0.32NS

0.80NS

0.90NS

0.77NS


NS: Not significant

*: Significant at 5% level

**: Significant at 1% level
A principal components analysis with varimax rotation confirmed the a priori dimensions indicated in Table 1. One exception was the “distinctive” variable loading on the affective dimension instead of the cognitive. This variable was removed and further analyses using Cronbach alpha were conducted to form three reliable underlying dimensions. The best alpha coefficient was obtained for the affective dimension by retaining only: “left an impression and “eye-catching” (alpha = .69). For the cognitive dimension, keeping “easy to understand” and “believable” gave an alpha value of .65. Finally, an alpha of .75 was reached for the conative dimension including all four original measures shown in Table 1.

An independent t-test was performed on the revised tri-dimensional attitude structure to check if the affective dimension was still significant. As seen in Table 2, the affective dimension was significant (t = -2.7, p= .008).

Table 2 T-tests on the tri-dimensional structure

	Dimension
	Japanese ad

(83)
	Western ad

(96)
	t-value
	p-value

	Affective

Cognitive

Conative
	2.59

3.28

2.39
	2.87

3.22

2.34
	-2.70

0.48

0.48
	0.008**

0.64NS

0.63NS


**: Significant at 1% level

NS: Not significant

Hypothesis testing

H1 proposed that the advertisement featuring the Japanese model would have a stronger, positive rating than the ad featuring the western model. A series of univariate t-tests on all ten attributes found significant differences in the eye-catching and facial attractiveness attributes. T-tests on the tri-dimensional structure confirmed a statistically significant difference in the affective dimension. Since the mean scores for the western model were significantly higher than the mean scores for the Japanese model (for the “eye-catching” and “facial attractiveness” attributes), H1 was rejected.

H2 suggested that the Japanese model and the western model in the advertisement for a hakama rental would be evaluated with similar facial attractiveness ratings. This was also rejected. In spite of a non significant facial attractiveness in the pretest, when the portrait of the models were shown in regular clothing, facial attractiveness turns out significant to the advantage of the western model in the context of wearing a very Japanese garment such as a hakama.

Testing the possible effect of extraneous variables
Additional tests were performed to check the potential impacts of external factors on the affective dimension. The effect of the interviewer was checked using a 2 x 3 (two test ads and three interviewers) ANOVA with the affective component as the dependent variable and the test advertisements and researcher as the fixed factors. Significant differences were only found in the test ad (F = 7.62; p = .006), no interviewer effect was found (F = 1.76; p = .18) and the interaction was not significant (F = 1.34; p = .27).
Similar analyses and analyses of covariance were run using other external variables, such as: Day of the survey (F = .223; p = .637); Sitting position of the interviewer relative to the respondent (F = .046; p = .955); Months to graduation (F = .490; p = .690); and if the respondent had lived abroad (F = 1.157; p = .284) in place of the interviewer as the fixed factor. No significant effects of external factors were found, which means that they had no significant impact on the responses in the affective dimension. Due to large unequal subgroup sizes, analyses were not performed on the different locations where the interview took place, whether the respondents were sitting or standing, the field of study and if the respondent had studied at an international school. With respect to awareness of the purpose of the study, no respondents found out about the purpose of the experiment.
Stepwise discriminant analysis

A two-group stepwise discriminant analysis was performed using all ten attributes as discriminating variables. The ad with the western and Japanese model served as the grouping variable. A test of the equality of the covariance matrices of the two groups showed that they were not statistically different (Box’s M=3.46, F=1.13, p=.335). A significant discriminant function was extracted (Wilks=.835, Chi-square=21.83, p=.00). Two variables were retained in the standardized canonical discriminant function with the following coefficients: facial attractiveness (+.946) and easy to understand (-.582). The group centroids coordinates were -.494 for the Japanese model and +.394 for the western model. These results showed that facial attractiveness had a higher relative importance to discriminate between the two groups. In addition, the higher the facial attractiveness, the higher the model was likely to be the western model since both the coefficient and the centroid coordinate had a positive sign. On the other hand, the negative sign of the coefficient for “easy to understand” meant that a western model wearing a hakama tended to be less easy to understand at least for young Japanese women. The cross classification was correct up to 63.7%, which is better than the maximum chance criterion of 54.16%. The discriminant function was thus better than chance and therefore useful to predict if a Japanese or western model was involved.

A second stepwise discriminant analysis was performed using the three factored dimensions instead of the ten attributes as discriminating variables. A significant discriminant function (Wilks=.940, Chi-square=10.98, p=.004) and two variables were retained: affective (+1.127) and conative (-.682). Group centroids were -.271 for the Japanese model and +.235 for the western model. The cross classification success was less good (57%), but still better than the maximum chance (54.16%). The affective dimension was relatively more important than the conative to discriminate between the two models. Interestingly, the affective dimension was positively related to the western model, while the conative dimension was related to the Japanese model. This means that if marketers of hakama rental want to influence emotions, a western model would be appropriate, however, if they want to generate rental, a Japanese model may be more effective.
Discussion

Limitations

Before considering the implications of the findings, several limitations of the study should be reviewed.  The results are limited to the context of the study. The subjects of the experiment were females at a single university in Tokyo. Males may have different responses than females and results may vary from university to university, especially from universities located outside of Tokyo. Thus, the sampled population cannot be used as a generalization for the entire Japanese female student population. Moreover, the sample was taken mainly from the three cafeterias on the Yotsuya campus. Thus frequent patrons of the cafeterias, freshmen and sophomores, are more likely to have been sampled than third or fourth-year students who spend time at their own desk, lounge, or laboratory. The large number of students sampled from the Faculty of Foreign Studies should be considered, as these respondents may be more open to foreign culture than students studying in other Faculties such as Engineering.

Furthermore, this research is confined to a one-page single advertisement, the impact of using a booklet or brochure, as is commonly done, cannot be generalized. Additionally, the research was limited to a single traditional product. Consumers may react differently to ads featuring western selling agents of other traditional Japanese products. For instance, a westerner selling Japanese sake may elicit different responses than a westerner selling hakama. It is also important to note that only ten questions were used to measure TAS. The order of the questions were grouped according to the underlying expected attitude components, which may contribute to the neat factor loadings. Also, the key word “impression” was used rather than the word, “appealing” as used in the Baker and Churchill (1977) study. Caution should be used when interpreting the findings because of these limitations.
Methodological Contributions

Methodological contributions include the careful pre-testing process. In order to obtain equivalent perceived facial attractiveness of a Japanese and western model, Japanese university students not likely to be included in the main experiment evaluated photos of seven Japanese and five western women. A university other than the target university was selected to minimize potential contamination.
To produce professional-looking test advertisements, arrangements were made with a hakama rental company and a photography studio. The models were dressed in identical hakama, haori (a half coat), obi (a sash tied on the back in various ways), tabi (a kind of sock with a separated toe worn with traditional Japanese clothes), zōri (traditional footwear with a Y shaped thong worn by women), and hair bow (Japan Travel Bureau, 1991). The photographer painstakingly photographed the two models to appear with the same pose. A professional graphic arts designer designed the layout of the test advertisements and they were professionally printed (see Appendix A).

Furthermore, careful control of the fieldwork was achieved. External variables that could have contaminated results were taken into consideration. For instance, respondents in groups were separated in order to elicit individual responses. The interviewers were professionally trained and behaved ethically according to the right of respondents. A few students previously contacted turned down the offer to answer again shows that the contracted students were honest and not willing to retake the questionnaire to get the token reward. In addition, no respondents found out the purpose of the study, which shows that there was no leak from previous respondents.

Moreover, although not a new revolutionary paradigm, confirmation of the tri-dimensional structure of attitude toward advertising in a Japanese context was established. Testing the impact of western models who are not celebrities in advertisement for traditional Japanese products is also an original contribution since the authors are not aware of any published academic studies having done so among Japanese consumers.

Theoretical Contributions

As the decision to rent a hakama is a high-involvement purchase, the classical buying model under the hierarchy of effects may be assumed to be applicable. T-tests found the western model more eye-catching, which, according to the hierarchy of effects, is among the first steps of consumer buying behavior. Consumers will not buy if they are not aware, and in the present study, the western model was found to be more effective in attracting attention. However, the stepwise discriminant analysis found that the western model was less easy to understand. Thus the Japanese model is likely to be more effective in generating purchasing intent. Intuitively, advertisers for traditional Japanese clothing may know this, which may explain why kimono, yukata and hakama shown in shop windows are worn by western-looking mannequins. On the website of Heiwa, a Japanese manufacturer of mannequins for example, all of them are western-looking (Heiwa website, Accessed on June 25, 2005). The kimono on a western looking face may be used to attract more attention, but in order to generate understanding and purchase, the models used in catalogs and brochures available inside the store are all Japanese.
The concept of “rettō-kan”, or inferiority complex may explain why the western model was perceived as more facially attractive than the Japanese model. In an ethnically homogeneous country such as Japan, the Japanese lack the opportunity to come into contact with a large variety of western faces. This lack of familiarity with western faces may cause them to rate westerners higher. On the other hand, the feeling that only Japanese can understand their own tradition, may explain why the Japanese model is better understood and more likely to generate purchase intent. Japanese may feel a westerner cannot fully understand what wearing traditional Japanese clothing means, and thus lessens credibility to persuade.

Managerial contributions

The wearing of the hakama for university graduation is an experience. For most Japanese, the opportunity to wear a hakama comes only on special occasions such as for: New Year’s day, the coming of age day (seijin-shiki), the festival day of shichi-go-san for children reaching the age of seven for boys, five for girls and three for boys (Japan Travel bureau, 1991). As the everyday wearing of traditional Japanese dress has been lost in modern day Japan (Imperatore and Maclardym, 2002), the wearing of hakama and other traditional Japanese dress make the Japanese feel more Japanese.

Nevertheless, the trend to wear the hakama appears to remain robust at the moment. The modern-day graduation rental hakama offers various bright patterns and accessories (kinchaku hand bag and hair ribbon and clips), making it a modern adaptation of the traditional hakama. Graduates can also wear their choice of zōri (traditional footwear) or leather boots, get a stylish hair-do, and of course have a commemorative portrait taken. The elaborate accessories and decorations create the unique “graduation experience,” making the hakama rental a high-involvement purchase where fulfillment of personal pleasure often outweighs monetary cost. For many, the graduates’ parents generously cover the cost of the rental. Graduation day is a ceremonious day to be enjoyed with friends and family. Yet, not everyone wears a hakama. Some choose to wear suits or a kimono instead.
An interesting finding was the significant difference between the ratings of the facial attractiveness scores for the Japanese and western model (t = 5.19, p < .00), with the western model rating higher than the Japanese model. The two models, both photographed in modern everyday student clothing, were found to show no statistical difference and were selected for the experiment. Since a difference was found in the experiment, it shows that with the traditional clothing, facial attractiveness was not perceived the same as in the pretest. It is well known from previous research in consumer behavior that the context of the situation has a significant influence on perception (Peter and Olson, 2005). The present study confirms this is also true in the special Japanese situation of the graduation ceremony.

Different external factors were used in order to check for possible influence in the results, but no significant differences were observed. The insignificance of having lived abroad may be explained by the possibility that even if Japanese have lived abroad, they may live with their family and speak Japanese, eat Japanese food, and attend a Japanese school. While the immersion in a foreign culture may be prominent when living abroad in a homestay family or in a dormitory, the impact may be limited when living within a Japanese household in a foreign country.
Moreover, time to graduation had a significant negative impact on the intention to rent a hakama. With time to graduation coded ordinally according to months to graduation (9, 21, 33, 45) and renting a hakama for graduation coded as discrete variables (1=no, 2=maybe not, 3=maybe, 4=yes), the Spearman’s correlation coefficient (although not very strong) was -.185 and significant at the 5% level (p=.017). Thus, the further a student is from graduating, the more likely that student is to rent a hakama. In other words, first and second-year students were slightly more inclined to rent a hakama than third and fourth-year students.
Interestingly, department stores and kimono retail shops always display kimono, yukata, and hakama on western-looking mannequins. The mannequin modeling yukata at the Odakyu Department Store in Shinjuku resembles the mannequins modeling furisode (long-sleeved kimono) at a Suzunoya kimono retail shop in the same ward of Tokyo. Japanese kimono marketing managers may realize that a western-looking model dressed in traditional Japanese dress may attract more attention and thus use this technique to draw in customers. Marketing managers for traditional Japanese dress may use western models on the cover of their brochures to attract more attention, and use Japanese models inside in order to increase understanding and intention to buy or rent.
Integrating Japan (wa) and West (yō) elements may be an effective tool for an international marketing manager targeting the Japanese market. In a generation raised in an environment blurring wa and yō, it has become commonplace to see a blend of tradition and modern. For Japanese youth raised in an environment with ubiquitous blending of wa and yō, it is thus not surprising to see that only two of the ten attributes were perceived significantly different. As a result, the present study concludes that the blending of western models on traditional Japanese dress may be an effective method to create noticeable images for international marketing managers targeting Japan.

Future Research

The objective in this study was to propose a parsimonious model to obtain exploratory insight. Female students from a single university evaluated a single-paged advertisement for a single product. As a result, future research should include surveys targeting both sexes, in various locations throughout Japan. It is also advisable to select other products and target groups apart from hakama and students. Furthermore, it is necessary to use additional sets of attributes because it is conceivable that for other products and advertising medium significant variations in the results of the alpha coefficients and factor analysis will be observed. As this research placed a western face on a Japanese hakama, future research may look at how Japanese consumers react to Japanese models wearing a kimono of the Disney Princess Collection featuring Disney’s cartoon characters on the fabric as an effort of an American company to adapt to the local culture.
Conclusion
Although unsaid, a manager of the Suzunoya kimono retail shop implied that using westerners to advertise traditional Japanese products will not be perceived well and will not be effective. The results of the present study confirm this, as a Japanese model in traditional Japanese garment was seen more effective in persuading consumers to rent. A western model may be viewed as more alluring (facially attractive), but this apparent admiration for the West seems limited to the context of the West. Traditional Japanese products remain strongly connected with the Japanese. Consequently, despite foreign influences, the perceptions toward the westernization of Japanese advertising seem un-westernized. This finding is in line with previous studies (Mueller, 1992) that found Japanese advertising may be becoming more Japanese. Moreover, Fields (1983) insists that despite foreign influences, the core of Japanese remains intact. “Like their rice, the Japanese like to think of their culture as being extremely pure; things brought in from outside are placed on the surface and do not disturb the essential core…there are some foreign influences—such as curry to top the rice—but not essentially disturbing the base” (Fields, 1983). Over-time, since the Heinan and Edo through to the Meiji and Taishō periods numerous adaptations have been made to traditional Japanese dress. This is still the case nowadays when luxury-brand kimonos from Kyoto will show patterns and styles adopted from French and German designers in Autumn 2005 (The Nikkei Weekly, 2005). The question of how Japanese consumers will react to western looking or Japanese looking models wearing them in advertising will remain an interesting question to explore.
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Appendix A Test Advertisements
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