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要旨 

 私は日本人は買い物をする際に、原産国効果（Country Of Origin Effect）

の影響を受けるだろうか、という疑問を持ったため、本論文は、全部で 7

つの課題を考えており、原産国効果と日本の消費者の購買行動について論

じるものである。 

 第一章では、原産国効果とそれに関する研究について述べる。原産国効

果に関心が向けられ始めた 1960年代以降、様々な研究が進んできた。中

でも、製品の原産国が変われば消費者の購買行動に影響を与えるのか、そ

れとも、他に購買行動に影響を与えるものはないのか、という問題が原産

国効果の研究で蓄積されてきた。グローバル化した今日では、企業は、世

界中のどこでも製品を製造し、販売できるようになった。他方、消費者に

ついては、製品が製造された国が変わるだけで購買行動を変えるというこ

とが明らかになっている。消費者は国々に関するステレオタイプを持って

いることがあるため、製品を購入する際の判断に、その製品の産地である

国の印象が大いに影響を与える。しかし、他にも原産国効果のような購入

選択の手がかりがある。例えば、値段、ブランド、品質、製品について持

つ知識、社会的身分などは、消費者が製品を購入するか否かの判断に影響

を与えることも明らかにされてきた。 

 第二章では、現在の日本において、グローバル化と製品評価に影響を与

える原産国効果と、他の購入選択の手がかりは、消費者にとってどのよう

な役割を果たすのかを考察する。これらへの理解を深めるためには、日本

の歴史を知ることが有益かもしれない。本稿では、近代化を遂げるまでの

西洋との関わりと、経済が高度成長とバブル崩壊を経てデフレに至るまで

の、二つの側面に注目している。ここでは、以下のように簡単に説明する。 

 1543年にポルトガル人が日本に上陸して以来、日本は西洋の文化や技

術を追い求めるようになった。その後、オランダとの貿易を通じて、西洋
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の知識が日本に広まったことで、目的に応じて西洋文化に模範を見出すこ

とにもつながった。時を経て、1850年代には、世界にますます影響力を

強める西洋列強と互角の立場に立つことが出来るようになるために、「和

魂洋才」が当時のスローガンであった。しかしながら、これまで続いてき

た西洋発祥の文明への称賛は、一次世界大戦を経て終了した。なぜなら、

戦争の結果、日本人が西洋人に対し失望を持ち始めたからである。また、

第二次世界大戦を通じて帝国主義が広まったが、日本は戦争に負け、アメ

リカを代表とする連合国総司令部（GHQ）の指導の下で復興が始まった。

その後、日本国民の努力の末、1980年代には既に日本経済が大きく回復

するに至った。日本と世界の経済の変化とともに、日本国民は購買行動も

変化した。日本が戦後から復興した当初は贅沢品を避けていたが、その後、

経済が成長し、家計が豊かになるにつれて贅沢品を購入するようになった。

ところが、1990年代に発生したバブル経済の崩壊以降、日本の消費者の

購買行動が再び変化することになった。消費者の経済の見通しに対する信

用が徐々に低下し、製品の価格に敏感になってきた。消費者が、ブランド

だけでなく、値段や品質を重視する傾向は、特に 2007年の日本経済の低

迷時期と、東日本大震災以降に一層高まってきた。また、インターネット

の普及によって、消費者は簡単に情報を集め、製品を即座に比較できるよ

うになった。このネットショッピングは、交通機関を利用せず、いつでも

どこでも安く買い物ができるために、高い支持を集めている。 

 第三章では、ファストファッション企業について述べる。この変化の中

で、近年のファッション産業がどのように変わってきたのかを説明する。

新しいデザインが発表されるまでの時間が、数ヶ月間から数週間に短縮さ

れるようになった。Zara（ザラ）、H&M（エイチ・アンド・エム）、ユ

ニクロなどがファーストファッションの企業であると言われる。具体的に

は非常に早いスピードで新しいトレンドを見抜きし、即座にデザイナーが
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衣服を企画し、製造から店舗への配送までを行う企業である。現在の経済

の低迷が進んでいる中、このような企業は、垂直統合形態の成果である費

用削減と意識決定の速さによって、消費者に安価でトレンドを追求したフ

ァッションを販売できており、これが人気の一つの理由である。 

 第四章から第六章にかけて Zara、H&Mとユニクロの各企業を分析した

後、最後の第七章に日本の消費者購買行動を分析する。アンケートを利用

し、各企業が本拠地とする国がどこか分かるのか、その国についてどう思

うのかを検証する。また、現在の経済事情は消費者にどのような影響を与

えるのだろうか。原産国効果、ブランド、値段、品質などは、買い物をす

る際にどのような役割を果たすのかも調査する。最後に、Zara、H&M、

ユニクロの各店舗で購買したことがあるかどうかを尋ねて、購買した理由、

あるいは購買していない理由を分析する。 
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INTRODUCTION 

 

  The Country of Origin (COO) effect is a field of study that has attracted 

scholarly interest since the 1960s, especially with the start of globalization and the 

closer relationships countries began to have with each other. The first to recognize 

the importance of COO’s role was Schooler in 1965, who noticed that the country 

in which a product is made can often influence consumer evaluation. According to 

him, even if products are the same, but differ only on where they have been 

fabricated, the consumer will have different evaluations accordingly. Many other 

scholars have investigated the process behind a product COO, such as 

Papadopoulos, Bilkey and Nes. They have all come to the conclusion that indeed 

the COO parameter affects consumer product evaluation. 

  Even though the reputation of the country and its level of globalization are 

important factors in product evaluation, other determinant cues exist and diminish 

the COO effect. For example price and the consumer’s knowledge of the product 

can reduce the COO effect. Quality and brand, too, affect the product evaluation 

and many other variables, such as age, gender and education. Therefore, even if 

the COO effect is widely recognized, a multi-cues approach demonstrates that the 

country is not the only cue that influences product evaluation and purchase 

behaviour. 

  This work aims at analysing the effect of COO on Japanese consumers, and its 

influence on product evaluation and purchase behaviour toward fast fashion 

brands, namely Zara, Hennes and Mauritz (H&M) and UNIQLO. A brief 

introduction of the history of Japan, since the arrival of the Portuguese in 1543, 

depicts how Japan has relentlessly strived to reach European and U.S. levels of 

knowledge, the impact of industrialization and how it succeeded in becoming one 

of the world’s strongest economies. Japan has experienced economic slowdowns, 

first with the burst of the economic bubble in the 1990s and then again in 2007-08 

with the subprime crisis. Furthermore, the big earthquake in March 2011 has 
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shaken Japanese consumers, who have gradually changed their purchase habits. In 

fact, before the burst of the economic bubble (1990s) they were said to behave 

differently from consumers from in Europe or U.S.: their willingness to pay 

higher prices for quality and their indifference towards cheaper products, 

characterized their distinctiveness and predictability. In recent years though, 

especially after 2007, Japanese have started to behave more like their European 

and Americans counterparts. They thus are starting to look for value as well and 

have become more selective when purchasing. To improve Japan’s economy a 

new strategy, aiming to stimulate the economic recovery has been implemented 

and the effect became clear in the year 2013/2014: even if they are more price-

conscious than before, the Japanese willingness to spend more is slowly edging its 

way back, and their confidence and shopping behavior is yielding positive results. 

Moreover, the spread of the internet has influenced Japanese consumers’ purchase 

habits too. In fact, the main reasons that incite consumers to purchase goods on 

the internet are: firstly, ease at comparing the products’ characteristics and prices, 

and to be able to purchase them whenever and wherever they are. 

  In an increasingly globalized world where changes occur rapidly, fast fashion 

retailers are constantly trying to innovate themselves and offer their clients  trendy 

apparel goods and accessories. A strong vertical integration and a quick response 

are what permit them to deliver products quickly, in all their stores and on a 

global scale. Zara, H&M, and UNIQLO are three different fast fashion retailers: 

Zara, the company that is able to produce and deliver goods within two weeks, is 

more interested in delivering cheap products quickly to its consumer, who is 

concerned by the latest fashion trends. The H&M production chain is a bit slower 

than Zara’s, but is able to deliver cheaper products and tries to focus more than its 

competitor on quality. UNIQLO, on the other hand, is not interested at all in the 

latest trends and prefers to focus more on quality with a longer production chain. 

  The question dealt with in this research paper aims at understanding the degree 

of influence that Country of Origin (COO) has toward Japanese consumers in the 

fast fashion world. Given the background of the variables that, along with COO, 
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influence the product evaluation and purchase behavior, and also taking into 

account the historical background of Japan and the change over time of Japanese 

consumers’ behaviour, this work investigates to what extent other information 

cues, such as brand name, price, or quality influence Japanese product evaluation 

and purchasing behavior.  

  With the help of an internet survey, two questionnaires have been created. The 

two questionnaires differ slightly from each other: model 1 tries to establish 

whether respondents know to which country Zara, H&M and UNIQLO belong to, 

while model 2 specifies their respective COO. In the following questions 

participants were asked what attributes, in their opinion, characterize each fast 

fashion country, how they evaluate the respective fast fashion products and what 

their prime concern is when purchasing apparel goods. They are also asked if they 

have ever purchased at Zara, H&M, or UNIQLO’s and to indicate the reasons of 

their decision to purchase or not to purchase. Respondents were mostly young 

females (aged 20-29), with low annual income. Findings reveal that the majority 

of model 1 participants were aware of Zara’s and H&M’s COO. On the other 

hand, the questionnaire having been created for a Japanese public, everyone knew 

that UNIQLO is a Japanese retailer. This initial COO knowledge has made results 

from both models quite similar to each other, and results will be more thoroughly 

analyzed at the end of this paper. 
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1. Country of Origin Effect 

 

 1.1 Origins and Definition 

 

  Studies on the Country Of Origin (COO) effect starts in the second half of the 

1960s 1 , a time in which the United States feel the increasing pressure of 

globalization and the effects of COO on consumer behaviour becomes an 

interesting field of study2. The analysis focuses on the buyers’ opinion regarding 

the relative qualities of goods and services produced in various countries 3 . 

Schooler is the first to point out in 1965 how the country in which a product is 

made can often influence consumer evaluation and consequently their decision to 

purchase them or not, even when products are identical4. Since then a long series 

of literature about COO has followed and different names have been given to it. 

Bilkey and Nes5 refer to it as ‘Made in (followed by the name of the country)’, 

while Laroche, et al. 6  coined it as Product-Country Image (PCI) instead. Country 

image, brand origin, and place of origin7 are also used as COO synonyms. Known 

                                                 
1 Kyung Tae LEE, “Gensanchi jōhō no bunseki, burandomei, kakaku ga shōhisha no seihinhyōka 

ni oyobosu eikyō: kōkatekina hōkokusenryaku no ritsuan ni mukete” (The Effects of Country-of-

Origin, Brand Name, and Price on Consumer’s Product Evaluations), Kyōto daigaku daigakuin, 

Keizaigaku kenkyūka hakase kikatei, 2007. 炅泰李、「原産地情報の分析、ブランド名、価格

が消費者の製品評価に及ぼす影響：効果的な広告戦略の立案に向けて」、京都大学大学

院、経済学研究科博士期課程、2007 
2 Naoto ONZŌ, “Kantorī obu orijin kenkyū no keifu” (Evolution of the Country-of-Origin Studies 

and their Directions for Future Research), Waseda shōgakudai, 372 Gō, 1997, 「カントリー・オ

ブ・オリジン研究の系譜」、早稲田商学代、372号、1997 
3 Nicholas PAPADOPOULOS, and Louise A. HESLOP, Product-County Images: Impact and 

Role in International Marketing, International Business Press, New York, 1993, p. xix  
4 Koert van ITTERSUM, et al., “The Influence of the Image of a Product’s Region of Origin on 

Product Evaluation”, Journal of Business Research, 56, 2003, pp. 215-226; Donata VIANELLI, 

and Fabio Claudio MARZANO, “L’effetto country of origin sull’intenzione d’acquisto del 

consumatore: una literature review”, Università degli studi di Trieste, DEAMS Working Paper, 2, 

2012 
5 Warren J. BILKEY, and Erik NES, “Country-of-Origin Effects on Product Evaluations”, Journal 

of International Business Studies, 13, 1, 1982, pp. 89-99 
6 Michel LAROCHE, et al., “The Influence of Country Image Structure on Consumer Evaluations 

of Foreign Products”, International Marketing Review, 22, 1, 2005, pp. 96-115 
7 VIANELLI, and MARZANO, “L’effetto country…” 
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by one name or another, the COO effect has been studied for a considerable 

amount of time, and it is broadly agreed that it affects product evaluation. 

  Researchers like Erickson, et al.8 describe COO as an image variable:  

 

  An image variable is defined as some aspect of the product that is distinct 

from its physical characteristics but that is nevertheless identified with the 

product. Examples of image variables include brand name, symbols used in 

advertising, endorsement by a well-known figure, and country of origin for 

markets in which imported brands have a significant presence. 

 

In this way COO is just one of the numerous aspect of the product that, along with 

other variables, characterize it and differentiate it from other products. Consumers 

will eventually evaluate those products in different ways according to their own 

evaluation standards. In other words, COO is a kind of cue, something from which 

consumers make suggestions and then make inferences about a product and its 

attributes9. It is then reasonable to say that: 

 

  Country-of-image (COI) reflects a consumer’s general perceptions about 

the quality of products made in a particular country and the nature of people 

from that country10.  

 

Therefore, there is a common agreement between researchers, who believe that 

COO has a central role in determining consumer attitude toward a product and the 

way it is evaluated. Nevertheless, this role cannot only be determined by a 

country’s level of development11 or by the consumers’ feeling of sympathy or 

                                                 
8 Gary M. ERICKSON, et al., “Image Variables in Multi-Attribute Product Evaluations: Country-

of-Origin Effects”, Journal of Consumer Research, 11, 2, 1984, pp. 694-699 
9 Hina KHAN, and David BAMBER, “Country of Origin Effects, Brand Image, and Social Status 

in an Emerging Market”, Human Factors and Ergonomics in Manufacturing, 18, 5, 2008 
10 Gary A. KNIGHT, and Roger J. CALANTONE, “A Flexible Model of Consumer Country-of-

Origin Perceptions - A Cross-Cultural Investigation”, International Marketing Review, 17, 2, 2000, 

pp. 127-145 
11 BILKEY, and NES, “Country-of-Origin…” 
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animosity toward a country12. Regarding this topic, Khan and Bamber13 highlight 

that various issues link COO with other marketing variables, namely consumer 

nationalism, demographics, hybrid products, brand effects, product quality, price, 

consumer perceptions, technology sophistication, product features, advertising 

images and country images.  

 

 1.2 Country of Origin Cue and Product Evaluation 

 

  1.2.1 Single- and Multi-cues Information 

 

  Research into COO is not fully trustworthy at the onset, because it is in a certain 

way limited due to the fact that it is single-cue. This means that the only 

information available is that of the country of origin14. Indeed, COO effects differ 

since there is no other variable to rely on. Later studies though, with multi-cue 

information (such as brand name, quality, price and the like), demonstrate that the 

more the cues, the less the influence COO has on product evaluation15. Thus, 

results are more reliable and trustworthy than they were at the beginning. Bilkey 

and Nes16 divide these information cues into two categories: intrinsic and extrinsic 

ones. The former relates to taste, design and fit, while the latter coincides with 

price, brand name, warranties and of course COO. 

 

  1.2.2 Globalization and Country Reputation 

 

  Globalization has fostered a rapid growth of technology. It is now possible to 

acquire products and services from all over the world with considerable ease. 

                                                 
12 Sung-Tai HONG, and Dong Kyoon KANG, “Country-of-Origin Influences on Product 

Evaluations: The Impact of Animosity and Perceptions of Industriousness Brutality on Judgments 

of Typical and Atypical Products”, Journal of Consumer Psychology, 16, 3, 2006, pp. 232-239 
13 KHAN, and BAMBER, Country of Origin… 
14 BILKEY, and NES, “Country-of-Origin…” 
15 VIANELLI, and MARZANO, “L’effetto country…” 
16 BILKEY, and NES, “Country-of-Origin…” 
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Thanks to globalization, firms can now decide to produce in a country rather than 

in another and this decision might have decisive repercussions on the product 

overall evaluation:  

 

  The country of origin (where a product is made) touches both consumer 

evaluations of the product as well as the firm’s decision to manufacture its 

goods in certain countries and how to brand17.  

 

  Hidaka’s work on COO effect in marketing communication, suggests that 

products that only differ in terms of COO have a different value from the 

consumer’s perspective 18 . He also stresses that even if a product has great 

qualities or is highly technological in comparison to another one, it doesn’t 

necessarily mean that it has greater value. In fact, knowing that German-made 

Mercedes cars are of an exceptional quality is not sufficient to induce consumers 

to rush to buy them19. Similar products with different COO will then be evaluated 

differently by different consumers depending on what they are looking for: be it 

where they are produced, what their price or, their brand name is and so on.  

  Stereotypes regarding a country are increasingly important and in some cases 

negative ones can impose entrance barriers to a market or impede product 

positioning in an existing one20. It seems that buyers, who live in more developed 

countries, tend to regard products made in less developed countries as being of a 

lower quality21: when Japanese products attempted to enter the US American 

market, they couldn’t rely on a favourable image in the eyes of its consumers and 

                                                 
17 C. Min HAN, and William J. QUALLS, “Country-of-Origin Effects and Their Impact Upon 

Consumers’ Perception of Quality”, Historical Perspective in Consumer Research: National and 

International Perspectives, 1985, pp. 162-167 
18 Yuichirō HIDAKA, “Māketingu komyunikēshon ni okeru gensankoku hyōji kōka kenkyū no 

kadai ni kan suru kōsatsu” (Consideration About the Research Issue of the COO Effects in 

Marketing Comunication), Gendai bijinesu kenkyū, 4, 2011, pp. 51-65.優一郎日高、「マーケテ

ィング・コミュニケーションにおける原産国表示効果研究の課題に関する考察」、現代
ビジネス研究、第 4号、2011、pp. 51-65 
19 PAPADOPOULOS, and HESLOP, Product-Country Images…, p. 22 
20 KNIGHT, and CALANTONE, “A Flexible Model...” 
21 PAPADOPOULOS, and HESLOP, Product-Country Images…, p. xix 
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hence had considerable difficulties penetrating the market. In order to find a niche 

and overcome these barriers, some Japanese firms adopted anglicised brand 

names, such as Mitsubishi and others, to affect consumer evaluations 22  and 

succeeded in doing so. 

  Firms that decide to transfer their production from one country to another are 

benefit from globalization, mostly because it is an easy way to reduce production 

expenses. Han and Quall23 call these products ‘hybrid products’, or bi-national 

products, that is: the made-in country is different from the brand country. They 

also highlight how the ‘made-in label’ affects product evaluation even more than 

the brand name (though this remains a relevant cue as well). This is why firms 

must be prudent in choosing their products’ COO and brand it carefully: 

consumers tend to value and behave in accordance with the message that the firm 

transmits to them24. 

  Globalization and its hybrid products are not the only cause of product 

evaluation though. Regional image, that is different areas within a country, has to 

be considered as well as a product influence variable:  

 

  A specific regional product evaluation is influenced in relation to the 

perception and the preference that consumers have toward that specific 

product25.  

 

For example, speaking of wine in general, one person might prefer Italian wine to 

French one, and speaking of Italian wines more specifically, a Brunello di 

Montalcino from Toscana or a Montepulciano from Abruzzo denominate two 

different choices located in the same area in Italy. 

  Bi-national, national and regional products all play an important role in the 

consumer product evaluation process: according to the perception that consumers 

                                                 
22 HAN, and QUALLS, “Country-of-Origin…” 
23 Ibid. 
24 HIDAKA, “Māketingu komyunikēshon…” 
25 ITTERSUM, et al., “The Influence…” 
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have of a country (or a region), their final decision to buy or not to buy a product 

might be heavily influenced. Thus, firms face consequential and important choices 

concerning production locations and aim to take advantage of consumers’ beliefs 

to pursue success. The Product-Country Image phenomenon (PCI) is defined as: 

 

  A pervasive influence, of more interest to some than to others, growing in 

importance as consumers become more discriminating, based on long-

standing and deeply-held beliefs about the images of countries and places in 

general. […] 

  The images of countries which we learn starting from the formative years 

and throughout life, whether through education, friends, products, and/or 

other experiences, influence the way we think and act. […] 

  At the most basic level, PCI is a matter of international marketing strategy. 

The challenge facing marketers is to ascertain the images foreign consumers 

hold about them and their origin countries, and, armed with this knowledge, 

decide whether any relevant action is indicted. Such action may be steps to 

suppress the origin image, to simply present it, to enhance it, or to 

aggressively promote it26. 

 

  1.2.3 Halo or Summary? 

 

  Country of origin studies demonstrate that COO can act as a ‘halo’ or ‘summary’ 

construct, facilitating consumers’ overall product evaluation27. The halo process is 

the consequence of consumers’ inability to understand the true quality of products 

before purchasing them: this inability leads them to use COO to compensate their 

lack of information28. Therefore, this construct helps consumers in detecting a 

product’s attributes and consequently its evaluation through COO, since it would 

                                                 
26 PAPADOPOULOS, and HESLOP, Product-Country Images…, p. 24 
27 Johny K. JOHANSSON, et al., “Assessing the Impact of Country of Origin on Product 

Evaluations: A New Methodological Perspective”, Journal of Marketing Research, 22, 1985, pp. 

388-396; C. Min HAN, “Country Image: Halo or Summary Construct?”, Journal of Marketing 

Research, 26, 1989, pp. 222-229; KNIGHT, and CALANTONE, “A Flexible…” 
28 HAN, “Country Image…” 
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be impossible for them to distinguish features and qualities of an unknown 

product. On the other hand: 

 

  A ‘summary cue’ [is] used by consumers to encapsulate other product 

information in a way that reduces cognitive effort. […] Consumers tend to 

summarize or ‘chunk’ information […]. When later confronted with a 

product from the same country that possesses attributes similar to those of 

the one originally abstracted in memory, the consumer may infer its quality 

by simply accessing the country cue29. 

 

  In conclusion consumers tend to use the halo construct to identify the attributes 

of an unfamiliar product, but as they become more familiar with it, summarize 

that product’s attributes and qualities for future purchases. Han30 also stresses that 

the summary construct may spur a ‘conflict of interest’ between companies within 

the same industry, when one company selling products of lower quality benefits 

from a common COO with a more up-market company. 

   

 1.3 Other Information Cues 

 

  Country of origin plays an important role in terms of product evaluation when 

consumers have no other cue than the made-in country label. Nevertheless, its role 

can be considerably reduced if other cues are introduced. These cues too have an 

important part concerning product evaluation influence and for this purpose a 

‘multi-cues’ approach is necessary to understand how this process works: 

 

  A product can draw its image from its design, its performance, and many 

other characteristics, but also from its brand name and the name of its 

producer and its country-of-origin31. 

                                                 
29 KNIGHT, and CALANTONE, “A Flexible…” 
30 HAN, “Country Image…” 
31 PAPADOPOULOS, and HESLOP, Product-Country Images…, p. xxi 
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  In their research Khan and Bamber32 demonstrate that COO effects are important, 

but are not sufficient to solely affect product evaluation. Introducing other 

variables, such as price, quality, brand effect and social status, enables us to prove 

that the country of origin effect can be reduced. Research figures inform us how 

COO is important under certain circumstances, for example, when the product of 

interest is an expensive one or when a purchase is made on somebody’s behalf. As 

information availability increases, consumers can acquire more data concerning a 

certain product, to the extent that the COO effect is reduced due to a more 

thorough understanding of the product’s characteristics. Akin to the halo construct, 

consumers tend primarily to evaluate the product in terms its country, yet as they 

become more knowledgeable about the product itself, they will start to compare it 

with other items, focusing less on COO, and more on other variables. It is 

necessary to emphasize though that knowledge differs from one individual to 

another and that their respective attitude toward a product will consequently be 

different according to age, gender, culture or other characteristics.  

  Further research shows that familiarity, decision importance, information and 

attribute variables influence the evaluation process 33 . These findings too 

demonstrate that COO is significant in product evaluation, especially if someone 

isn’t familiar with the product. Nevertheless the higher the product’s attributes are, 

the greater its global rating. Close friends bear greater decision importance over 

faint acquaintances and a higher information level helps in overall evaluation. 

  Brand and price too affect the product’s perceived quality along with COO as Li 

et al.34 demonstrate in their study: 

 

                                                 
32 KHAN, and BAMBER, “Country of Origin…” 
33 Wai-Kwan LI, and Robert S. WYER, Jr., “The Role of Country of Origin in Product 

Evaluations: Informational and Standard-of-Comparison Effects”, Journal of Consumer 

Psychology, 3, 2, 1994, pp. 187-212 
34 Wai-Kwan LI, et al., “The Effects of Country of Origin, Brand, and Price Information: A 

Cognitive-Affective Model of Buying Intentions”, Advances in Consumer Research, 21, 1994, pp. 

449-457 



 

19 

 

   […] All three extrinsic cues [country of origin, brand and price 

information, on buying intentions] affected the perceived product quality, 

which implies that subjects did rely on these extrinsic cues to make quality 

evaluations. […] This finding suggests that price was the major 

consideration in subjects’ product evaluations, although country of origin 

and brand name might have some indirect effects via perceived quality.  

 

In this study, price is the important cue, and since buying power is determined 

among others by income and occupation35, consumers will thus have different 

price limits. 

  It is also important to state that well-established brand name have clear ‘home’ 

countries, for example a Hewlett-Packard calculator is US American, a Sony TV 

is Japanese and so on, regardless of where they have actually been manufactured36. 

Moreover, as prices increase, quality evaluation toward products tend to be more 

sophisticated, yet when the brand name is clearly indicated, consumers are more 

likely to purchase it than when the brand name is not mentioned37. Although Han 

and Qualls38 also recognize the relevance of the brand name on its consumers, 

their findings show that the cue of where the product is made has an even greater 

influence.  

  Demographic variables are also worth being mentioned. The fat whether a 

product is being evaluated by a young person or an elderly, by a man or a woman, 

by an educated or a lesser-educated person, and again by a rich or a poor person 

can have consequences on perceived quality 39 . Younger people would be, 

generally speaking, more open minded than elderly people and should also be 

more tolerant towards new products. Meanwhile, a wealthy person, interested in 

embodying a certain status and lifestyle, will be more interested in the brand name 

                                                 
35 KHAN, and BAMBER, “Country of Origin…” 
36 PAPADOPOULOS, and HESLOP, Product-Country Images…, p. 84 
37 William B. DODDS, and Kent B. MONROE, “The Effect of Brand and Price Information on 

Subjective Product Evaluations”, Advances in Consumer Research, 12, 1985, pp. 85-90 
38 HAN, and QUALLS, “Country-of-Origin…” 
39 BILKEY, and NES, “Country-of-Origin…” 
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than by its price. On the other hand, somebody who is less wealthy will pay more 

attention to the product’s price rather than the brand name. Accordingly, a dusted 

penetration price and other incentives can help to overcome initial consumer 

resistance40. 

  Multi-cues studies demonstrate that focusing solely on COO is not sufficient to 

comprehend purchase behaviour and product evaluation and that it is important to 

consider different variables. In this way, firms are able to brand their products 

accordingly and be highly profitable. 

  

                                                 
40 PAPADOPOULOS, and HESLOP, Product-Country Images…, p. 49 
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2. Japan and the Rest of the World 

 

 2.1 Japan and the ‘Other’ 

 

  Terms such as the “West,” the “Occident,” the “center,” the “first world,” 

used to classify and identify areas of the world. Although it is not always 

clear to what these terms refer, they are used as if there existed a distinct 

external reality to which they corresponded, or at least they have the effect 

of creating such an illusion1. 

 

  These words are commonly used in everyday situations, but they are just mere 

concepts created as a means to exemplify the world. The ‘West’ refers to Europe, 

the United States and in general to the technocratic world, in opposition to other 

less developed countries2. To this end Iwabuchi3 believes that ‘their’ otherness is 

always spoken about in terms of the difference from ‘us’ and also that ‘our’ 

superiority is emphasised by marking ‘their’ inferiority. He also stresses that 

Japan may have differentiated itself from an ‘Other’, but the ‘Other’ too has 

differentiated itself from Japan. In his book ‘Occidentalismi. La narrativa storica 

giapponese’ 4, Miyake writes with regard to Japan and its being different from the 

‘Occident’: 

 

  In the specific case of Japan this patent of orientalism is attested by a vast 

repertory of familiar icons that strengthen themselves in the Euro-American 

imaginary: geisha, samurai, zen, mount Fuji, cherry trees etc. […] Structured 

in contrast with the occidental modernity. 

                                                 
1 Fernando CORONIL, “Beyond Occidentalism: Toward Nonimperial Geohistorical Categories”, 

Cultural Anthropology, 11, 1, 1996, pp. 51-87 
2 Ibid. 
3 Koichi IWABUCHI, “Complicit Exoticism: Japan and Its Other”, The Australian Journal of 

Media & Culture, 8, 2, 1994 
4 Toshio MIYAKE, Occidentalismi. La narrativa storica giapponese (Occidentalism. The 

Japanese historical fiction), Venezia, Cafoscarina, 2010, p. 32. 
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  In the following sections, terms such as ‘Europe’, or ‘United States’, ‘Occident’ 

or ‘Orient’, and this little introduction serve as a meaning to specify that these 

terms even though taken as given, have a different meaning from the one they 

used to have (that is, an exemplification of the world from a geographical 

perspective). Although this issue will not be discussed any further, it is important 

to understand its value and that there is extensive scholarly literature regarding 

this topic. 

 

 2.2 Sakoku: Was Japan Really a Closed Country? 

 

  Sakoku (鎖国) is a Japanese word that literally means ‘closing the country’5, and 

refers to a historical period that coincide with the Edo, also known as Tokugawa, 

period from 1603 to 1867. Actually sakoku is a term invented by a Japanese 

interpreter who was translating a German book and is composed by two words: 

kuni (国) and tozasu (鎖す)6, which mean ‘country’ and ‘to close’. The Tokugawa 

period though is nothing but a period in which many different cultures and 

knowledge streams influenced Japan. 

  The first Europeans to arrive in Japan were the Portuguese in 1543 (Figure 01), 

who immediately begin to trade with the country. Following Portugal’s pioneering, 

Spain (1548), the Low Countries (1609) and England (1613) too began to trade 

with Japan.  

  

                                                 
5 Tashiro KAZUI, “Foreign Relations During the Edo Period: Sakoku Reexamined”,  Translated by 

Susan Downing VIDEEN, Journal of Japanese Studies, 8, 2, 1982, pp.283-306 
6 Ibid. 



 

23 

 

Figure 01. Portuguese Arrival in Japan 

 

Source: http://en.wikipedia.org/wiki/File:Portuguese_arrival_in_Japan.jpg, 12.12.2014 

 

  Throughout this period, Japan was torn apart by conflicts over power and it was 

the task of three daimyō (大名, the Japanese name for feudatory or lord), namely 

Oda Nobunaga, Toyotomi Hideyoshi and Tokugawa Ieyasu, to finally unify 

Japan7. As Christians missionaries preached their belief, the daimyō feared that 

their presence might spark further rivalry between the already divided factions and 

promote corruption. They therefore decide to persecute them, ultimately resulting 

in Tokugawa Ieyasu declaring the sakoku foreign policy8. Contrary to the word’s 

real meaning though, throughout the Edo period, Japan enjoyed commercial trades 

relations with four different countries: China (Ming and Ch’ing dynasties) and the 

Low Countries (East India Company) in Nagasaki; Korea (Yi dynasty) in 

Tsushima; and the Ryūkyūs (Chūzan dynasty) in Satsuma9. 

  The Dutch maintained a strictly commercial relationship with Japan, which is 

why they were allowed to continue to trade with the country even after the 

                                                 
7 Rosa CAROLI, and Francesco GATTI, Storia del Giappone, Roma, Editori Laterza, 2004, pp. 

80-95 
8 Yayori TAKANO, “Foreign Influence and the Transformation of Early Modern Japan”, “Volume 

3: Navigating the Great Divergence”, Emory Endeavors Journal, 2010, pp. 82-93 
9 KAZUI, “Foreign Relations…” 
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imperial decree and persecutions. Moreover, the Dutch were a source of 

information for Japan, in order to gain not only Western knowledge, but also 

influence its political ideology. It is Russia eventually, that first asks Japan to 

open its borders in 1792. Nevertheless, the Russian request is rejected by the 

Japanese government and during the second expedition that followed a few years 

later in 1802, Russia attacked Japan, aiming to intimidate it10, with meagre results.  

  Despite Dutch and Russian pressure to open the country, Japan acknowledges 

Western superiority with the victory of Great Britain in the Opium War over 

China (1839-1842) and the consequent ratification of the Unequal Treaties. When 

Commodore Matthew C. Perry arrives in Edo bay in 1852 with four warships 

(Figure 02) requesting that Japan opens commercial relations with the Americans, 

the country accepts the agreement for fear of being overpowered11. The opening 

of a country, which in reality was never really closed, kaikoku (開国)12, launched 

the beginning of a new era for Japan, and in 1868, with the restoration of the 

imperial power, the Meiji period (1868-1912) started13.  

 

                                                 
10 TAKANO, “Foreign Influence…” 
11 Ibid. 
12 KAZUI, “Foreign Relations…” 
13 CAROLI, and GATTI, Storia del Giappone, p. 137 
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Figure 02. Kurofune (黒船), Black Ships

 

Source: http://www.japan-photo.de/e-kurofune.htm, 12.12.2014 

 

 2.3 The Meiji Period: Learning from Europeans and Americans 

 

  During the Meiji period, a new constitution was introduced and new measures 

aiming to remove feudal restrictions were implemented, yet the general consensus 

across all of Japan was to erase the Unequal Treaties. In order to do that, Japan 

had to become stronger and more like Europe and the United States. The internal 

changes that started, thanks to the Dutch diffusing of European knowledge and 

that were widespread throughout Japan, culminated in the Meiji period with the 

slogan wakon yōsai (和魂洋才): Japanese spirit, Western knowledge14. 

  It was during the 1890s that Japan became a ‘modern’ country and, strengthened 

by the output of its industrialization for a few years, Japan decided to declare war 

to China. Mutual interests in defending Asian trade (East India Company and 

Manchuria in particular), induce Great Britain and Japan to sign a Treaty of 

Alliance in 1902 and to put an end to the Unequal Treaties. In 1904-1905, for the 

                                                 
14 Ibid., pp. 137-153 
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first time in world history, an Asian country defeated a European country in war: 

Japan defeated Russia. And thanks to its victory, Japan was able to annex Korea 

in 1910. It is in this period that Western countries started to see Japan in a 

different light and recognize its value of a strong developed country15. 

  Japan’s second industrial revolution that began shortly before the First World 

War was where, it reached its peak and thanks to which the country rapidly 

attained a Western level of wealth. Although Japan was one of the war victors, the 

ensuing results weren’t as expected: in spite of its assistance to the Allied Forces, 

the Treaty of Versailles (1919) underlined Japan’s standing as a subordinated 

country and was not to be treated completely equally to the others. This gave rise 

to a strong sentiment of revenge amongst the Japanese population against the so-

called ‘white powers’, that continued to discredit Japan’s equal strength. In the 

following years economic unease and social tensions within the country occurred, 

and in 1931 the Japanese army invaded Manchuria and established the puppet 

government of Manchukuo. Japan’s invasion was condemned by the League of 

Nations. The Japanese though, believed that it was all a ploy, because the other 

nations wanted them to be isolated16. Therefore Japan decided to leave the League 

of Nations and invaded China in 1937. In 1940 it signed the Tripartite Pact with 

Nazi Germany and Fascist Italy. The following year Japan attacked Pearl Harbour. 

Yet it is only a matter of time when, in 1945, Japan accepted the unconditional 

surrender. The US control over Japan, aiming to democratize and demilitarize the 

country was led by the Supreme Commander of the Allied Powers (SCAP) 

General Douglas MacArthur (Figure 03). The tight grip of General MacArthur 

came to an end in 1946-1947, when the People’s Republic of China (RPC) was 

founded and Japan became an important ally of the United States in East Asia. 

Strengthened by the United States’ control and protection, Japan was able to focus 

                                                 
15 Ibid., pp. 160-167 
16 Ibid., pp. 174-199 
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on the reconstruction of the country and by the 1950s its economy has reached 

prewar levels17.  

 

Figure 03. General MacArthur and Emperor Hirohito 

 

Source: http://commons.wikimedia.org/wiki/File:Macarthur_hirohito.jpg, 13.12.2014 

  

                                                 
17 Ibid., pp. 207-231 
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2.4 From Economic Ruins to Golden Age 

 

  After the Second World War (WW2) a globalization process, connecting nations 

from all over the world slowly gained momentum18. Nevertheless, at the end of 

the war, those who participated in the battle were severely damaged, especially 

Germany and Japan.  

  The two periods of industrialization that Japan saw at the beginning of the Meiji 

period and during the First World War were over. At the end of WW2 in 1945, the 

Japanese economy was in ruins19. Yet, within a few years, Japan was able to 

recover and return to prewar production levels. Strengthened by the Security 

Treaty with United States, signed in 1951 and renewed in 196020, Japan was able 

to concentrate exclusively on economic recovery. The state and the industry create 

ever-closer connections with each other. ‘Strategic industries’ such as heavy 

industries, iron and steel, shipbuilding and electric power, regained the status of 

an important player in the recovery process, especially in the time period spanning 

the 50’s to the early 60’21. Between the Seventies and the Eighties, car production 

and the industry specializing in electronic devises grew substantially22 and the 

overall economy reached its highest level. 

  As industries expanded, new associations were created and with them the 

keiretsu (系列): conglomerations of businesses like Mitsui and Mitsubishi, which 

control financial, industrial and commercial capitals 23 . Keiretsu are a new 

generation of zaibatsu (財閥), capitalistic monopolies, created during the 1890s 

with the privatization of non-strategic businesses24:  

                                                 
18 Matthew HILTON, “Consumers and the State since the Second World War”, ANNALS, AAPSS, 

611, 2007 
19 Keith CROWLIN, and Philip R. TOMLINSON, “The Japanese Crisis – A Case of Strategic 

Failure?”, The Economic Journal, 10 (June), 2000, pp. F358-F381 
20 CAROLI, and GATTI, Storia del Giappone, pp. 308-309 
21 CROWLIN, and TOMLINSON, “The Japanese Crisis…” 
22 CAROLI, and GATTI, Storia del Giappone, p. 234 
23 Ibid., p. 235 
24 Ibid., p. 160 
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  The [keiretsu] system is said to be characterized by the close cooperation 

and trust which exists between firms, whilst competition is based upon 

quality and reliability rather than price. […] The keiretsu system is a clear 

example of how firms, working within networks or clusters can generate 

economic growth and prosperity25. 

 

In this way, within a few decades, Japan was able to recover from the devastating 

consequences of a global war and close ranks with the ‘Western world’. 

 

  2.4.1 Consumer Movements in Postwar Japan 

 

  Japanese economic recovery was successful not only thanks to the keiretsu 

system, but also due to its citizens, who bore enormous sacrifices26. Indeed: 

 

  Many studious agree that Japan’s postwar economic system has favored 

producers over consumers, and trade barriers. […] Trade barriers allowed 

domestic producers to charge higher prices and prevented consumers from 

purchasing cheaper and/or better products from abroad27. 

 

  After WW2 new consumer movements were created, many of which drew their 

members from women in the domestic sphere, i.e. housewives. In fact, there are 

numerous fujinkai (婦人会), that is women’s organizations and the shufuren (主

婦連) the Housewives Association is one of the largest and most prominent 

groups in Japan28.  

                                                 
25 CROWLIN, and TOMLINSON, “The Japanese Crisis…” 
26 CAROLI, and GATTI, Storia del Giappone, p. 226 
27 Steven K. VOGEL, “When Interests Are Not Preferences: The Cautionary Tale of Japanese 

Consumers”, Comparative Politics, 31, 2, 1999, pp. 187.207 
28 Maurine A. KIRKPATRICK, “Consumerism and Japan’s New Citizen Politics”, Asian Survey, 

15, 3, 1975, pp. 234-236 
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  Consumer groups in the Golden Age of Japan acted rather detached from their 

own interests. Indeed, consumers seemed to be less interested in price regulations, 

and more focused on issues concerning health and safety instead. In fact, they 

were opposed to trade liberalization and economic deregulation, even if that 

meant to alleviate the burden of internal higher costs. According to them 

liberalization and deregulations could destroy Japanese production, as the 

Secretary General Hiroko Mizuhara declared 29 . The results of earlier surveys 

show that only a rough 9% were concerned with ‘price issues’, while more than 

70% were concerned with the environment and food. Consumers were willingly 

renouncing their personal interests in order to help the state to catch up with the 

West30: 

 

  […] The sacrifices they have made in terms of low returns on savings 

deposits and high prices have fuelled the success of Japanese industry, and 

consumers have ultimately been repaid for these sacrifices through higher 

incomes as workers and thus more money to spend. 

 

  With the Nixon shock in the 1970s and the consequent decision of the United 

States to abandon the Bretton Woods Agreement (pegging the dollar to the gold 

standard), global exchange rates started to float. Japan was consequently forced to 

liberalize the country and permit inflows and outflows of capital to make the yen 

value more flexible. 1980 is said to be the turning point in which Japan’s isolation 

from foreign markets ended, thus enabling Japan to finally compete on equal 

grounds with other financial centres31. For Japan it was also the beginning of a 

slow but inevitable phase of recession, that is an appreciation of the yen value. 

The ease with which it was possible to take out loans from banks after the process 

                                                 
29 VOGEL, “When Interests…” 
30 Ibid. 
31 J. Patrick RAINES, and Charles G. LEATHERS, “Veblen’s Theory of Institutional Change: An 

Explanation of the Deregulation of Japanese Financial Markets”, American Journal of Economics 

and Sociology, 54, 3, 1995, pp. 357-367 
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of liberalization, made people increase their consumption, firms started to reduce 

on personnel and unemployment rose32. Furthermore, with the liberalization of the 

1980s, investments abroad increased, affecting the domestic industrial sectors. 

The keiretsu system started to crumble and small firms struggled to earn enough 

revenue to pay back their loans33. At the beginning of the 1990s all these factors 

bore significant agency in the burst of the economic bubble. 

 

 2.5 Crises and Lifestyle Changes 

 

  Franck’s research34 explains why the Japanese, in the past, tended to eliminate 

‘waste’ by buying ‘daily necessities’. They were told that consumption and luxury 

goods were bad things. Yet, as industrialization advanced those goods that were 

once considered ‘luxury goods’ became, in time, everyday necessities. 

  Up until the burst of the economic bubble in the Nineties, the Japanese are said 

to have behaved differently from consumers in Europe or the United States. They 

were willing to pay higher prices for quality and seemed not so interested in 

cheaper products: defined as distinctive and predictable, many Japanese used to 

buy luxury goods35. 

  This all starts to change at the beginning of 1990, causing what has been called 

the ‘lost decade’36. In an interview, Debbie Howard, Chairman of the American 

Chamber of Commerce in Japan, and President of the Japan Market Resource 

Network, says regarding this issue: 

 

                                                 
32 CAROLI, and GATTI, Storia del Giappone, pp. 235-237 
33 RAINES, and LEATHERS, “Veblen’s Theory…” 
34 Penelope FRANCKS , “Inconspicuous Consumption: Sake, Beer, and the Birth of the Consumer 

in Japan”, The Journal of Asian Studies, 68, 1, 2009, pp. 135-164 
35 BRIAN Salsberg, The New Japanese Consumer, in “mckinsey.com”, 2010,  

http://www.mckinsey.com/insights/consumer_and_retail/the_new_japanese_consumer, 18.11.2014 
36 DEBBIE Howard, and LISA Finstrom, Looking Inside the Hearts, Minds & Wallets of the 

Japanese Consumer, in “japansocitey.org”, 2007, 

http://www.japansociety.org/multimedia/articles/imported_corporate_notes/looking_inside_the_he

arts_minds__wallets_of_the_japanese_consume, 25.11.2014 
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  The “lost decade,” representing some 13 years of economic stagnation, had 

a profound effect in the Japanese psyche […]. Lifetime employment 

virtually ended, performance-based pay systems were introduced and 

“companies stopped hiring college graduates, which was always a given in 

Japan.37” 

 

Ms. Howard also indicates that this influences the perception that Japanese have 

of themselves as they become more individualistic, independent and responsible. 

With increased unemployment, the economic crisis and this new self-awareness, it 

is only reasonable for the Japanese to start to be more price conscious. Consumer 

attitudes slowly changed and they started to pay more attention whilst shopping 

and having a more rational approach than before38. 

  This feeling of unease for what the future might reserve, and the increasing 

attention that consumers pay to goods has worsened with the Subprime crisis 

started in the United States in 2007 first, and then consequently infected the 

economies of the rest of the world. Consumers all over the world are in fact 

changing. Nowadays, the internet is more actively coveted to research and buy 

products than in the past. Internet is also disrupting patterns of loyalty and 

companies need to widen their targeting in order to survive. Yet, to do that they 

desperately need to better their understanding of their potential consumers39. 

  After the crisis spread, an internet survey40 found that in Japan more than 35%  

of consumers had cut their overall spending and 53% are trying to ‘spend time to 

save money’ rather than ‘spend money to save time’. Erstwhile customers of 

luxury goods companies and department stores are retreating, as they now tend to 

shop at more affordable chains, such as UNIQLO and Forever21. The same 

                                                 
37 Ibid. 
38 David MCHARDY REID, “Consumer Change in Japan: A Longitudinal Study”, Thunderbird 

International Business Review, 49, 1, 2007, p. 77-101 
39 MARK Spelman, Consumers Are Changing: Now What?, in “cnbc.com”, 2013, 

http://www.cnbc.com/id/100397566#., 18.01.2015 
40 BRIAN, The new Japanese…, in “mckinsey.com”, 2010,  

http://www.mckinsey.com/insights/consumer_and_retail/the_new_japanese_consumer, 18.11.2014 



 

33 

 

survey also shows that the Japanese now tend to spend more time at home than 

they used to, because of long working hours and small living quarters. Men too 

are changing, as they now try to spend more time with their families and kids than 

their fathers used to41. On the other hand, more women are now working, either in 

part time or full time employment. This is partially a direct cause of the crisis, but 

also the mark of a new generation that, unlike the previous one, has grown up with 

economic difficulties, coupled by discouragingly high levels of unemployment 

that make them pessimistic42. 

  In 2010, just when signs of economic recovery started to produce their 

dividends 43  and consumers were regaining their trust, the Great East Japan 

Earthquake (東日本大震災) hit Japan’s coastline on March 11, 2011 sparking a 

nuclear disaster. In the aftermath of the earthquake, Japanese imports and exports 

fluctuated heavily, due to the inoperability of some production facilities, which, in 

some cases, were out of action for weeks or even months. This further affected 

consumer behaviour, and the purchase of foreign products increased because 

domestic producers weren’t able to operate and meet the demand44: 

 

  The Japanese economy came to a standstill from the recovery trend after 

the earthquake, and the business confidence of large manufacturers 

deteriorated significantly45. 

 

                                                 
41 DEBBIE, and LISA, Looking Inside… 
42 Ibid. 
43 Mika Tamura MAUCHAUFFÉE, et al., “Crisis Impact on Mature Economies’ Sectors: 

Luxury in Japan”, 9th International Congress Marketing Trends, 2012 
44 Cameron A. MACKENZIE, et al., “Measuring Changes in International Production from a 

Disruption: Case Study of the Japanese Earthquake and Tsunami”, Int. J. Production Economics, 

138, 2012, pp. 293-302 
45 Toru MATSUMURA, “Kokunai keiki no ashibumi de ofisu sentā no kaifuku susumazu – 

Fudōsan kuōtarī rebyū 2011 nen dai 4 yon han ki” (Japanese Property Market Quarterly Review 

Fourth Quarter 2011 – Tokyo Office Recovery Halts on Economic Standstill), NLI Reasearch 

Institute, Real Estate Analysis Report, 2012. Toru MASTUMURA, 『国内景気の足踏みでオフ

ィスセンターの回復進まず‐不動産クォータリー・レビュー2011年題 4四半期』、NLI 

Reasearch Institute、Real Estate Analysis Report、2012  

http://en.wikipedia.org/wiki/%C3%89
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  Retail stores’ sales have gone down, consumer confidence post crisis has 

plummeted and the human disaster caused by the earthquake has seen a worsening 

of the standard of living, income and unemployment46.  

  Japanese consumers are often said to be different from those in the US or 

Europe, because they used to prefer high-end department stores and expensive 

supermarkets and were willing to pay a lot for quality products. However 

consumers are now starting to focus more on actual value and have become more 

selective when purchasing47. Thanks to ‘Abenomics’ (derived from the name of 

the Japanese Prime Minister, Shinzō Abe), a three-pronged strategy of bold 

monetary loosening, fiscal stimulus centred on infrastructure spending, and 

growth-oriented structural reform has been able to promote significant steps 

toward economic healing48. Also, the partnership with the US with the Trans-

Pacific Partnership (TPP), has an important role in promoting the domestic 

economic reforms49. All these economic changes have modified the consideration 

that consumers had regarding the pricing of a product: 

 

  Traditionally, many people made their buying decisions based on a 

product’s attributes, quality, and brand name and they were willing to pay 

more for superior quality, reputation, or reliability. However, Japanese 

consumers are now more price-conscious, and notions such as bargains and 

value have become mainstream. If an imported product can be purchased 

more inexpensively than a domestic product, consumers will be interested. 

 

  Along with the crisis, in 2014 Japan has seen an increment in sales tax from 5% 

to 8%. This though hasn’t scared consumers away and those who, according to a 

‘Lifestyle Index Report’, are willing to spend are already edging its way back to 

pre-hike levels. Their confidence and shopping behaviour is yielding positive 

                                                 
46 Ibid. 
47 MAUCHAUFFÉE, et al., “Crisis Impact…” 
48 US Commercial Service, “Doing Business in Japan: 2014 Country Commercial Guide for U.S. 

Companies”, U.S. & Foreign Commercial Service and U.S. Department of State, 2014 
49 Ibid. 

http://en.wikipedia.org/wiki/%C3%89
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results, especially for luxury brands50. Mauchauffée, et al. is confident of Japan’s 

recovery and stresses that after the Kobe earthquake in 1995 the economy 

returned to almost pre-earthquake level within 15 months 51 . Therefore, they 

continue: 

 

  Though the impact of the tragic events of March 11 cannot be dismissed, 

the Japanese market has adapted and proved incredible resistance in the past 

and there’s no doubt it won’t do the same today. 

  

2.5.1 Consumers in the e-Commerce Era 

 

  The internet is a tool that millions of people use every day for different purposes: 

to keep in touch with other users through social network systems (SNS), check the 

weather and many other different utilities. One of these is shopping: internet 

shopping as an application for electronic commerce (EC) was introduced at the 

beginning of 1990s52: 

 

  Online shopping can be defined as the process of purchasing goods or 

services over the internet. […] Once the customer has finished selection, 

payment and delivery information are provided to complete the transaction53. 

 

  In Japan the internet arrived in 1993 and since then, users figures have increased 

steadily54: as of now [2014], approximately 60% of Japanese who live in Japan 

                                                 
50 McKinsey&Company, “Going (Back) for Gold – Japan’s Cautious Luxury Resurgence”, 

McKinsey 2014 Japan Luxury Consumer Survey Report, 2014 
51 MAUCHAUFFÉE, et al., “Crisis Impact…” 
52 Kanokwan ATCHARIYACHANVANICH, and Hitoshi OKADA, “How consumer Lifestyles 

Affect Purchasing Behavior: Evidence from Internet Shopping in Japan”, Journal of 

Entrepreneurship Research, 2, 2, 2007, pp. 63-78 
53 MasterCard Worldwide, “Online Shopping in Asia/Pacific – Patterns, Trends and Future 

Growth”, MasterCard Worldwide Insights, 2Q 2008 
54 Yūtaka SUZUKI, “Intānetto tsūhan ni okeru shōhisha no seikatsu kankyō to kōbai kōdō ni 

kansuru kenkyū” (Consumers Lifestyle Environment and Purchase Behavior in Internet Purchases), 

http://en.wikipedia.org/wiki/%C3%89
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use it55. Computers account for more than 80% of the shoppers and smartphones 

for 49%. This especially concerns women in their twenties and thirties and  

30-40% of more senior users56. 

  The virtual purchasing process is different from the one consumers used to do in 

real stores. Indeed in the past consumers needed to go to shops if they wanted to 

purchase something, and used to gain information through fashion magazines to 

inform their choices or interact with employees to buy what they wanted. 

Conversely, now consumers don’t need to go directly to shops or consult 

magazines. They can find whatever they want, whenever they want on internet57. 

Once they find what they are looking for and have compared different prices, they 

can buy it and upload their opinions of the product, followed by comments, onto 

the web58. Results from a survey59  in Figure 04 show the main reasons why 

Japanese consumers prefer online purchase. 

 

  

                                                                                                                                      
Ryūtsū jōhō, 2012, pp. 31-46. 雄高鈴木、「インターネット通販における消費者の生活環境
と購買行動に関する研究」、流通情報、2012、pp. 31-46 
55 Kaneko TOSHIE, “Intānetto jidai ni okeru shōhisha kōbaikōdō no henka” (Changes in 

Consumer Behavior in the Internet Era), Kabushikigaisha chuō sougō kenkyūjo, 2014. 兼子敏江、

「インターネット時代における消費者購買行動の変化」、株式会社中央総合研究所、
2014 
56 Nakato SAIGA, “Apareru EC saito no hatten tosShōhisha no kōbai yokkyū, kōbaikōdō no henka” 

(The Expansion of EC Apparel Site and Changes in Consumers’ Desire and Buying Behavior), in 

“wakarukoto.com”, 2014, http://wakarukoto.com/?p=13398, 14.11.2014. なかとさいが、「アパ
レル ECサイトの発展と消費者の購買欲求、購買行動の変化」 
57 SAIGA, “Apareru EC…” 
58 TOSHIE, “Intānetto jidai…” 
59 SUZUKI, “Intānetto tsūhan…” 
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Figure 04. Internet Purchase Usage Reasons 

 

Source: “Sōmushō ‘Tsūshin riyō dōkō chōsa sōkeihyō ichiran (setaihen)’” (Heisei 23 

Nen), (Ministry of Internal Affairs and Communications, Survey About Trends in 

Communication Usage, Table Sum (Household), 2011). 総務省「通信利用動向調査 

総計表一覧 （世帯編）」（平成 23年） 

 

  E-commerce has defined advantages, such as the possibility to buy what we want 

whenever we want, from wherever we are, and most of the time prices are 

significantly below those in retail stores (that is actual ‘real’ store, as opposed to 

online, internet based ones60). Nevertheless, there are also disadvantages, such as 

the fear of hackers, the possibility of leaking private information, or to be charged 

a different price. The inability to see the product 61  and other factors that 

characterize e-commerce, like the inability to touch and assess products and 

access to supplemental information about products 62  are other factors. 

Nevertheless, the most purchased products and services are books and art, home 

                                                 
60 Susan ROSE, Neil HAIR, and Moira CLARK, “Online Customer Experience: A Review of the 

Business-to-Consumer Online Purchase Context”, International Journal of Management Reviews, 

13, 2011, pp. 24-39 
61 Victoria SEITZ, Nabil RAZZOUK, Haruyoshi TAKAOKA, “Business-to-Consumer E-

Commerce in Japan: Implications for Marketers”, International Business & Economics Research 

Journal, 4, 7, 2005, pp. 41-47 
62 MasterCard, Online Shopping… 
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appliances, electronic products, CDs/DVDs/VCDs, and ladies 

clothing/accessories63 (Figure 05). 

 

Figure 05. Products and Services Frequently Shopped Online in Asia/Pacific 

 

Source: MasterCard’s Survey Findings conducted by IPSOS 

 

 

 

 

                                                 
63 Ibid. 
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3. Fast Fashion Retailers 

 

  The concept of fast fashion was developed in the 90s, and one of the first 

pioneers was the Italian company United Colors of Benetton, which promoted this 

new phenomenon with classic items available in different colours1. In recent years 

though, fast fashion retailers sell what has been defined as ‘cheap fashion’2, that is 

selling current trends but pitched at affordable prices.  

  Retailers like Zara, H&M and UNIQLO are an example of Specialty Retail 

Store of Private Label Apparel (SPA), which means independent brand firms 

specialized in production and sale of apparel garments 3 . They differentiate 

themselves from the classic concept of fashion because of their business model. 

Fast fashion indeed introduces a new idea of what is trend, characterized by an 

economy of scarcity, that induce consumers to think that if they don’t buy it now, 

they probably won’t be able to buy it tomorrow. Retailers adopt this technique to 

attract customer and thus make them visit their stores more frequently, and 

increase the chances of a new purchase. Fast fashion means low cost, so there is a 

tendency to think that it has to change continuously, and that it always has to be 

original. In fact collections aren’t divided into the classical spring/summer and 

fall/winter categories anymore, but there are several sub-collections instead4. In 

order to achieve all of this: 

 

                                                 
1 ELEONORA Casu, Fast Fashion, in “vogue.it/encyclo”, 

http://www.vogue.it/encyclo/moda/f/fast-fashion, 17.06.2014 
2 Felipe CARO, Victor MARTÍNEZ-DE-ALBÉNIZ, “Fast Fashion: Business Model Overview 

and Research Opportunities”, Retail Supply Chain Management: Quantitative Models and 

Empirical Studies, 2nd Edition Narendra Agawal and Stephen A. Smith (Editors), Springer, New 

York, NY, 2014 
3 Masao MUKOYAMA, and Sang Chul CHOI, Kouri kigyō no kokusai tenkai (International 

Expansion of Small Businesses), Chieko MINAMI, “Zara no SPA senryaku to gurōbaruka” 

(Zara’s SPA Strategy and Internationalization), Dai 7 shō, Tōkyō, Chūōkeizaisha, 2009. 雅夫向山

と 相鐵崔、『小売企業の国際展開』、知恵子南、「ザラの SPA戦略とグローバル化」、

第 7章、東京、中央経済社、2009 
4 ELEONORA Casu, Fast Fashion, in “vogue.it/encyclo”, 

http://www.vogue.it/encyclo/moda/f/fast-fashion, 17.06.2014 



 

40 

 

  Retailers combine supply chain agility to respond quickly, and constant 

product introduction to attract variety-seeking/fashion-conscious customers5. 

 

 3.1 Quick Response 

 

  Fashion world is often described as a market with a short life-cycle, high 

volatility, low predictability, and high impulse purchasing6. In the past new trends 

were decided five to eight months before, and orders were made way before a real 

item demand existed: 

 

  As a result, the retailer can have either: (i) too little inventory, which results 

in product stockouts and low service levels, or (ii) too much inventory, 

resulting in forced markdowns disposal costs, or expediting costs7. 

 

  As fashion-leading times shortened, new strategies to keep up with production 

speed arose. One of these is Quick Response (QR), policy that helps 

manufacturers adjust production depending on retail sales, in order to deliver the 

styles and quantities necessary to meet demand during the season8. Retailers must 

be able to recognize new opportunities and bring them to the market quickly, 

understand customer preferences’ and rapidly react to demand trends9. This agility 

in spotting trends, creating new designs, fabricating them and delivering them to 

the stores as soon as possible, wouldn’t been the same without a strong 

collaboration and information exchange within networks10. Vertical integration 

                                                 
5 CARO, and MARTÍNEZ-DE-ALBÉNIZ, “Fast Fashion…” 
6 Martin CHRISTOPHER, et al., “Creating Agile Supply Chains in the Fashion Industry”, 

International Journal of Retail and Distribution Management, 32, 8, 2004, pp. 367-376 
7 Ananth V. IYER, and Mark E. BERGEN, “Quick Response in Manufacturer-Retailer Channels”, 

Management Science, 43, 4, Frontier Research in Manufacturing and Logistics, 1997, pp. 559-570 
8 James RICHARDSON, “Vertical Integration and Rapid Response in Fashion Apparel”, 

Organization Science, 7, 4, 1996, pp. 400-412 
9 CHRISTOPHER, et al., “Creating Agile…” 
10 Ibid. 
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(Figure 06) in fashion markets is an important tool for implementing demand 

changes and QR11: 

 

  [Vertical integration is] When a company expands its business into areas 

that are at different points on the same production path, such as when 

manufacturer owns its supplier and/or distributor. […] can help companies 

reduce costs and improve efficiency by decreasing transportation expenses 

and reducing turnaround time, among other advantages.  

  […] A company that expands backward on the production path has 

backward integration, while a company that expands forward on the 

production is forward integrated12. 

 

Figure 06. Vertical Integration Levels 

 

Source: http://www.strategicmanagementinsight.com/topics/vertical-integration.html, 

16.12.2014 

                                                 
11 RICHARDSON, “Vertical Integration…” 
12 Investopedia, Vertical Integration, in “investopedia.com”, 2014, 

http://www.investopedia.com/terms/v/verticalintegration.asp, 16.12.2014 
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4. INDITEX Group: Zara 

 

Figure 07. Zara’s Logo 

 

Source: 

http://img4.wikia.nocookie.net/__cb20121226055648/logopedia/images/5/53/Zara-

LOGO-blackwhite.jpg, 02.12.2014 

 

 4.1 History 

 

  INDITEX (Industrias de Diseño Textil Sociedad Anónima) is a Group holding 

company that owns brands like Zara (Figure 07), Pull&Bear, Massimo Dutti, 

Bershka, Stradivarius, Oysho, Zara Home and Uterque 1 . It was founded by 

Amancio Ortega Gaona in 1963, who entered the textile market by producing 

housecoats and robes2. When a German wholesaler suddenly cancelled a sizable 

order in 1975, to prevent bankruptcy, Ortega decided to open a shop in La Coruña 

in northwest Spain 3 . The newly opened shop was at first called ‘Zorba’, in 

reference to the movie ‘Zorba the Greek’ (1964). Since a bar in close vicinity to 

the shop already had the same name, it was rearranged and changed to ‘Zara’4.  

  After starting its business in the domestic market, Zara become an international 

brand in 1988 when it opened its first shop in Portugal. In the following years, the 

                                                 
1 INDITEX, Inditex At a Glance, in “inditex.com”, 

http://www.inditex.com/en/our_group/at_glance, 20.09.2014 
2 SUZY Hansen, How Zara Grew Into the World’s Largest Fashion Retailer, in “nytimes.com”, 

2012, http://www.nytimes.com/2012/11/11/magazine/how-zara-grew-into-the-worlds-largest-

fashion-retailer.html?pagewanted=all&_r=1&, 21.06.2014 
3 Kasra FERDOWS, et al., “Rapid-Fire Fulfillment”, Harvard Business Review, November, 2004, 

pp. 1-6 
4 SUZY, How Zara Grew…, 2012 



 

43 

 

brand started to open new stores in the United States (New York, 1989), France 

(Paris, 1990), Mexico (1992) and so on, finally arriving in Japan in 1998 and in 

Italy in 20015. As of now [2014], the INDITEX Group is present in 88 markets 

across all five continents and has approximately 6,390 stores6 (Figure 08). 

 

Figure 08. Zara in the World (2013) 

 

Source: http://www.targetmap.com/viewer.aspx?reportId=28911, 18.12.2014 

 

 4.2 Business Model 

 

  Zara offers three product lines: women (60%), men (25%), and children (15%). 

The main targets are “young, price-conscious, and highly sensitive to the latest 

fashion trends” 7 customers. When entering a shop, alongside apparel items, one 

also finds bags, shoes, scarves, belt, cosmetics and the like.  

Zara delivers rapidly changing product lines, relatively high fashion content, and 

reasonable but not excessive physical quality. They are therefore said to be ‘clothes 

                                                 
5 INDITEX, Our History, in “inditex.com”, http://www.inditex.com/en/our_group/our_history, 

23.08.2014 
6 INDITEX, International Presence, in “inditex.com”, 

http://www.inditex.com/en/our_group/international_presence, 23.08.2014 
7 Business Thoughts, Analysing Zara’s Business Model, in “harbott.com”, 2011, 

http://www.harbott.com/2011/03/03/analysing-zaras-business-model/, 24.06.2014 
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to be worn 10 times’8. For this reason items’ prices aren’t excessively high, but, 

compared to Hennes and Mauritz (H&M) for example, they are a bit more 

expensive on average: 

 

  H&M’s most optioned price bracket in tops is $20-$30, whereas Zara’s is 

$40-50. […] And their point of difference clearly honed through product 

type, quality and detailing. The structuring around dress price points is less 

clear from both. H&M give equal weighting to products priced $20-30 and 

$40-50, and ease off on the $30-40 bracket. Zara have an equally unbalanced 

spread of product through their price points: $40-50 is their most optioned 

(and being one of H&M’s most common price points for dresses, doesn’t 

define their point of difference as clearly as the tops category), they ease off 

on the $50-$60 bracket, and come back in again for $60-$709.  

 

 Trend spotters are sent all over the world to catch up with latest fashion and be 

inspired by catwalk events10 and subsequently design products with just enough 

differences to circumvent copyright laws11. Furthermore, customer preferences 

concerning sales information are gathered by store managers, thanks to a very 

efficient IT system12. Once the information about new styles or customers’ tastes 

are identified, designers start creating their products.  

 

  

                                                 
8 Pankaj GHEMAWAT, and José Luis NUENO, “ZARA: Fast Fashion”, Harvard Business School, 

2006, pp. 1-35 
9 KATIE Smith, Zara vs H&M – Who’s in the Global Lead?, in “editd.com”, 2014, 

http://editd.com/blog/2014/04/zara-vs-hm-whos-in-the-global-lead/, 24.06.2014 
10 KATIE Smith, Zara vs H&M…, 2014 
11 SUZY, How Zara Grew…, 2012 
12 GHEMAWAT, and NUENO, “ZARA: Fast Fashion”, 2006 

http://editd.com/blog/2013/10/leather-trends-aw13/
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  4.2.1 Supply Chain 

 

  Zara can sell low cost products thanks to its highly vertical integrated firm, 

which means that it can be very flexible and fast13, since most of the production is 

in-house. Approximately 49% of all INDITEX products are made in Spain, or in 

Portugal and Morocco, while mostly basic collections are produced in Asia14. 

These are then returned to Zara and inspected upon completion 15.  

  Annually, 40,000 new designs are created, but just 10,000 are selected for 

production16. Collections are divided into fall/winter and spring/summer17, and 

approximately 60% of the products are available throughout the whole year, while 

the remaining 40% vary continually 18 . At the end of the year, more or less 

300,000 stock-keeping units (SKU) are produced, differing in terms of colour 

(five to six) and size (five to seven)19. Though there are some exceptions between 

garments: even if 85%-90% of the basic designs are the same in stores all over the 

world, for example in Japan there are smaller sizes than elsewhere, while in Arab 

countries there are special women’s clothes20 in accordance to their religious rules.  

  Once designers and the commercial team have spotted a trend and created new 

designs, they select the garment prototype. Production is then sent from a 

computer to different machines that cut clothes into patters that are then sown21. 

All finished garments, including the outsourced ones, are ironed, inspected, given 

a machine-readable tag and shipped from Zara’s facility 22. In order to save some 

                                                 
13 Business Thoughts, Analysing Zara’s..., 2011 
14 BELLE, Spanish Domination…, 2011 
15 GHEMAWAT, and NUENO, “ZARA: Fast Fashion”, 2006 
16 Ibid. 
17 GHEMAWAT, and NUENO, “ZARA: Fast Fashion” , 2006 
18 LOPEZ, and FAN, “Intenationalisation of…”, 2009 
19 FERDOWS, et al., “Rapid-Fire Fulfillment”, 2004 
20 GHEMAWAT, and NUENO, “ZARA: Fast Fashion” , 2006 
21 Andrew MCAFEE, et al., “Zara: IT for Fast Fashion”, Harvard Business School, 2007 
22 Ibid. 
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time after deliver, all the items are price tagged and most of them are already hung 

up on racks23. 

To deliver garments all over the world, Zara’s supply chain follows a strict time 

zone rhythm that commences when the order is placed: 

 

  Store managers in Spain and southern Europe place orders twice weekly, by 

3:00 PM Wednesday and 6:00 OM Saturday, and the rest of the world places 

them by 3:00 PM Tuesday and 6:00 PM Friday. (…) If a store in Barcelona 

misses the Wednesday deadline, it has to wait until Saturday24.  

 

Deliveries have the same strict rhythm: 

 

  A central warehouse in La Coruña prepares the shipments for every store, 

usually overnight. Once loaded onto a truck, the boxes and racks are either 

rushed to a nearby airport or routed directly to the European stores. […] 

Shipments reach most European stores in 24 hours, U.S. stores in 48 hours, 

and Japanese shops in 72 hours […]25. 

 

  Zara’s peculiarity is to produce small quantities of items in order to save costs in 

case customers shouldn’t like the created garments26. In fact, only four dresses or 

shirts or jackets in each style are sent to a store27, thus lowering risks of remaining 

stocks that otherwise are unlikely to be sold28. By creating this sense of scarcity, 

Zara induces its customers to visit the stores more often than usual: shoppers at 

Zara tend to visit stores seventeen times a year, compared to the average that is 

three or four times29, because they know they can always buy something unique. 

                                                 
23 FERDOWS, et al., “Rapid-Fire Fulfillment”, 2004 
24 FERDOWS, et al., “Rapid-Fire Fulfillment”, 2004 
25 Ibid. 
26 BELLE, Spanish Domination…, 2011 
27 SUZY, How Zara Grew…, 2012 
28 Business Thoughts, Analysing Zara’s..., 2011 
29 GHEMAWAT, and NUENO, “ZARA: Fast Fashion” , 2006 
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Masoud Golsorkhi, the editor of Tan, a London magazine about culture and 

fashion, says to this purpose: 

 

  With Zara, you know that if you don’t buy it, right then and there, within 11 

days the entire stock will change. You buy it now or never. And because the 

prices are so low, you buy it now30. 

 

Thanks to its unique and incredibly fast supply chain, Zara has a continuous fresh 

haul of merchandise. All of this, from design creation to delivery down to the 

retail stores, can be done within four to five weeks 31(on average it usually takes 

four to twelve months32). This winning technique leads consumers to visit stores 

more frequently, thus augmenting the chances for higher profits. 

 

  4.2.2 Advertising 

 

  A peculiarity of Zara is that it doesn’t advertise. Indeed merely 0.3% of its sales 

profits are spent on advertising, compared to the average that is 3-4%33: no Zara 

commercials in television or in magazines can be seen, or pictures with famous 

models, no advertising at all is showed apart from the one inside the shops. Zara 

invests all its efforts in shop locations (Figure 09) and window design (Figure 10). 

Jesus Echevarria, chief communications officer of Zara says in an interview: 

 

  Advertising is about building up expectations, and telling customers what 

they can expect and what we can deliver. At Zara, we want expectations to 

come from the in-store experience, and to come from the customer’s 

personal journey and satisfaction from shopping at Zara. That way, there is 

no opportunity for disappointment and there is no way for Zara to give false 

                                                 
30 SUZY, How Zara Grew…, 2012 
31 GHEMAWAT, and NUENO, “ZARA: Fast Fashion” , 2006 
32 Business Thoughts, Analysing Zara’s Business Model, in “harbott.com”, 2011, 

http://www.harbott.com/2011/03/03/analysing-zaras-business-model/, 24.06.2014 
33 FERDOWS, et al., “Rapid-Fire Fulfillment”, 2004 
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promises. […] We have a full team of window front designers who 

constantly travel around to our international locations to understand the 

culture and customers of each store. […] I think this is the best form of 

advertising, because the customer walks pas a shop front becomes interested 

in our display and can immediately come inside to start shopping. It is an 

instant process34. 

 

Figure 09. Zara’s Shop in Shinjuku (Japan) 

 

Source: https://bmelie.files.wordpress.com/2006/03/ZARA.gif, 02.12.2014 

 

  

                                                 
34 BELLE, Spanish Domination…, 2011 
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Figure 11. Zara’s Shop Window Display in Nagoya (Japan) 

 

Source: http://blogs.ubc.ca/changwen/files/2010/10/zara11.jpg, 02.12.2014 

 

  4.2.3 Growth 

 

Thanks to Zara’s incredible supply chain that can design, produce and deliver 

new limited items every 2-3 weeks and induce customers to visit its store more 

often than on average, INDITEX is perpetually growing. In 2000 net revenues 

went up to 28% on the previous year, and in 2005 grew of another 21%. Between 

2008 and 2009 INDITEX was able to increase its sales, even though it was a year 

of slow down, due to the international financial crisis. In his letter from the 2013 

Annual Report, the Chairman Pablo Isla writes about INDITEX 3% growth: 
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  This figure is particularly relevant if we consider that it is preceded by a 6% 

growth in 2012 and a cumulative 17% growth over the last four fiscal years. 

 

As for the 2014 expansion, Pablo says that the company will keep its pace, 

confidently assessing INDITEX’ potential for the future. 

 

 4.3 Entering a New Market 

 

  Whenever it enters a new market, Zara starts with a flagship store that can either 

be35: 

 Company-owned. The company has full control of the operations, 

but as consequence in managing everything by itself there is a high 

profits risk in case of failure in entering the market. 

 Joint Venture. Is “An association of two or more individuals or 

companies engaged in a solitary business enterprise for profit 

without actual partnership or incorporation36.” 

 Franchise. Is an “Authorization granted to someone to sell or 

distribute a company’s goods or services in a certain area37.” Is this 

the case for high-risk countries with a too much different culture 

compared to the European one, like Saudi Arabia or Kuwait. 

  The flagship store’s role is to gain information about the market38. For this 

purpose the starting business is always in a high fashion location, possibly close to 

famous brands. Echevarria says39: 

 

                                                 
35 Carmen LOPEZ, and Ying FAN, “Internationalisation of the Spanish Fashion Brand Zara”, 

Journal of Fashion Marketing and Management, 13, 2, 2009, pp. 279-296 
36 The Free Dictionary, Joint Venture, in “thefreedictionary.com”, 2014, http://legal-

dictionary.thefreedictionary.com/Joint+Venture, 23.08.2014 
37 The Free Dictionary, Franchise, in “thefreedictionary.com”, 

http://www.thefreedictionary.com/franchise, 23.08.2014 
38 LOPEZ, and FAN, “Internationalisation…, 2009 
39 BELLE Kwan, Spanish Domination – Zara Brand Profile, in “marketingmag.com.au”, 2011, 

http://www.marketingmag.com.au/blogs/spanish-domination-6575/#.U6ev5Pl_thZ, 21.06.2014 
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  Wherever we plan to open a new Zara store, we will do research into the 

areas we feel are suitable for our brand, and choose locations that are 

prominent in each city. 

  

Golsorkhi, a consultant for fashion brands from Zara also says40:  

 

  Prada wants to be next to Gucci, Gucci wants to be next to Prada. The retail 

strategy for luxury brands is to try to keep as far away from the likes of Zara. 

Zara’s strategy is to get as close to them as possible. 

 

After some relative experience of the market could be gained, Zara then starts to 

open shops around the flagship store. It is not an easy business going global 

though: in America for example it seems that sales aren’t going very well outside 

the biggest cities; while in other countries outside Europe, prices tend to be higher 

because of the relative distance incurred by product transportation41. Figure 12 

shows the products average prices in Zara’s shops around the world. In China 

prices have increased by about 40%, while in the European Union and the United 

States, prices have respectively risen by +43,45% and +46,57%. In Japan, prices 

have increased by more than 80%. Obviously, Spain offers the cheapest shops42. 

 

  

                                                 
40 SUZY, How Zara Grew…, 2012 
41 The Economist, Zara, Spain’s Most Successful Brand, Is Trying to Go Global, in 

“economist.com”, 2012, http://www.economist.com/node/21551063, 02.04.2014 
42 Zara Forwarding from Spain, Zara Prices Worldwide Comparative: Spain Is the Cheaper, in 

“zaraforwarding.com/spain”, 2014, http://zaraforwarding.com/spain/zara-prices-worldwide-

comparative-spain-is-the-cheaper/, 27.06.2014 
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Figure 12. Zara Around the World 

 

Source: http://zaraforwarding.com/spain/wp-content/uploads/2014/01/zara-prices-

comparative-worldwide-woman-coat1.png, 02.12.2014 

 

 4.4 Approach to the Japanese Market 

 

  Zara entered the Japanese market in 1997 adopting the joint venture tactic with 

BIGI Group43, a Japanese manufacturer and retailer44. Zara’s basic policies are the 

same all over the word, apart from some exceptional garment sizes that 

characterize Japanese Zara stores, as previously noted. Apart from this, Zara’s 

stores are all located in prestigious areas of the cities: starting from Shibuya in 

1998 (Figure 13) and Ginza (Figure 14) in Tokyo, Kyoto, Osaka, Kobe and many 

other cities have followed45. 

                                                 
43 JETRO, “Zara Japan Corporation – Armed with a Fast Marketing Response”, Invest Japan, 

2009 
44 Retail Business Review, Bigi Group Japan – Company Overview, in “retail-business-

review.com”, 2010, http://www.retail-business-review.com/companies/bigi-group, 18.12.2014 
45 JETRO, “Zara Japan…” 
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Figure 13. Zara’s Store in Shibuya (Japan) 

 

Source: Zara’s Store in Shibuya – JETRO, “Zara Japan Corporation – Combining a Fast 

Marketing Response with Strategically Placed Stores to Develop the Japanese Market”, 

Invest Japan 
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Figure 14. Zara’s Store in Ginza (Japan) 

 

Source: Zara’s Store in Ginza - JETRO, “Zara Japan Corporation – Combining a Fast 

Marketing Response with Strategically Placed Stores to Develop the Japanese Market”, 

Invest Japan 
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  Echevarría says in an interview regarding Japanese market and its customers46: 

 

  Japan and Japanese customers have one of the highest knowledge and 

sensibility for fashion. No one related to the fashion movement can develop 

their business without being in contact to the Japanese market. […] For 

Inditex, Japan is a prime commercial location. It is one of the most 

competitive markets for retail sector […], but is also one of the most 

valuable scenarios in the World for the observation of new trends, a key 

activity for our sector. 

                                                 
46 Ibid. 
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5. Hennes and Mauritz 

 

Figure 15. H&M’s Logo 

 

Source: http://upload.wikimedia.org/wikipedia/commons/5/53/H%26M-Logo.svg, 

02.12.2014 

 

 5.1 History 

 

  Hennes and Mauritz (H&M, Figure 15) is a Swedish clothing company and 

alongside H&M, the business group offers: COS, Monki, Weekday, Cheap 

Monday, & Other Stories1 and H&M Home brands 2. 

 The first store, named Hennes, was opened in Västerås in 1947, by its founder 

Erling Persson and offered women’s clothing. The Group’s internationalization 

started in 1964, when its first store opened in Norway. It was as late as 1968 that, 

after the acquisition of Mauritz Widforss, a hunting and fishing equipment store, 

‘Hennes’ added ‘Mauritz’ to its name, and the actual H&M started to produce 

men and children’s clothing. Its expansion in Europe started from the United 

Kingdom in 1976, followed by Germany and France and so on. The first store in 

the United States opened in 2000, while in Asia it was only in 2007 in Hong Kong 

                                                 
1 H&M, H&M – Fashion and Quality at the Best Price, in “about.hm.com/en/About”, 

http://about.hm.com/en/About/facts-about-hm.html, 11.12.2014 
2 H&M, in “http://www2.hm.com/it_it/home.html”, 11.12.2014 
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and Shanghai, and later in 2008 in Tokyo3. At the end of the 2013 fiscal year 

H&M was present in 53 markets (Figure 16) and has more than 3,300 stores4. 

 

Figure 16. H&M in the World (2009) 

 

Source: http://upload.wikimedia.org/wikipedia/commons/c/cb/H&m_world.gif, 

18.01.2015 

 

 5.2 Business Model 

 

  The H&M business concept is to offer fashion and quality at the best price5. It 

offers three products lines: women (the main target 6 ), men, teenagers and 

children. Just like Zara, it delivers not only clothes, but also accessories, 

                                                 
3 H&M, History, in “about.hm.com/en/About”,  http://about.hm.com/en/About/facts-about-

hm/people-and-history/history.html#cm-menu, 02.09.14 
4 H&M, H&M Worldwide, in “about.hm.com/en/About”, http://about.hm.com/en/About/facts-

about-hm/fashion-for-all/sales-markets/hm-worldwide.html, 02.09.14 
5 H&M, Our Business Concept, in “about.hm.com/en/About”, http://about.hm.com/en/About/facts-

about-hm/about-hm/business-concept.html#cm-menu, 07.09.14 
6 KATIE, Zara vs H&M…, 2014 
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underwear, cosmetics and products for the house. Figure 17 shows how H&M 

targets more women swear than Zara, which has a more homogenized sales 

approach. 

 

Figure 17. Segmentation of Offering at Zara & H&M 

 

Source: https://editd.com/blog/2014/04/zara-vs-hm-whos-in-the-global-lead/, 24.06.2014 

 

  5.2.1 Supply Chain 

 

  Unlike Zara, that has half of its production in-house, H&M owns no factories: 

instead it has 900 suppliers 7 , many of which are Bangladesh-based strategic 

partners, where clothes are also often bought8. H&M partners produce the two 

main collections (spring and fall) that represent around 60% of garments and 

require a long lead time. On the other hand, several sub-collections that are 

                                                 
7 H&M, From Idea to Store: Production Process, in “about.hm.com/en/About”, 

http://about.hm.com/en/About/facts-about-hm/idea-to-store/production-process.html, 25.09.2014 
8 SUSAN Berfield, H&M Goes Public With List of Suppliers, in “businessweek.com”, 2013, 

http://www.businessweek.com/articles/2013-04-04/h-and-m-goes-public-with-list-of-suppliers, 

25.09.2014 
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trendier and have a shorter lead-time, are produced in Europe instead9. Without 

having factories of its own, H&M has a longer supply chain than Zara, but by sub-

contracting production to outside firms, it enables the Group to reduce its prices. 

In fact, H&M is approximately 60% cheaper than Zara, and this permits H&M to 

compete with its rival10. As showed in Figure 18, H&M’s apparel pricing spans 

$1-$291, while Zara’s is $5-$322. However average price point at H&M is 

$21.40, while at Zara is $4811.  

 

Figure 18. H&M and Zara in Comparison 

 

Source: https://editd.com/blog/2014/04/zara-vs-hm-whos-in-the-global-lead/, 24.06.2014 

                                                 
9 GREG Petro, The Future of Fashion Retailing – The H&M Approach (Part 3 of 3), in 

“forbes.com”, http://www.forbes.com/sites/gregpetro/2012/11/05/the-future-of-fashion-retailing-

the-hm-approach-part-3-of-3/, 26.06.2014 
10 JENS Hansegard, H&M’s Sales Slump Again, in “wsj.com/europe”, 

http://online.wsj.com/news/articles/SB10001424127887324077704578361873137027036, 

27.06.2014 
11 KATIE, Zara vs H&M…, 2014 
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Quality is a major concern to H&M, whereas Zara is more interested in speed. In 

fact, numerous tests are carried out each year12:  

 

  Our products shouldn’t just fit and look good but also be durable, well 

made, functional, safe and free from harmful chemicals. 

 

  H&M teams consist of 160 in-house designers and 100 pattern makers, who 

create new designs that receive their inspiration from all around the globe: art, 

cinema, magazines and music to street fashion, trade shows and trend seminars13. 

Teams are supplemented by buyers, assistants, a section manager and a controller, 

who are responsible for garments, accessories and other products manufacturing14. 

After completion, finished goods are then transported to the designed stores via 

logistic centres15. 

 

  5.2.2 Advertising 

 

  H&M has numerous designers and style icons collaborations, a device that 

initiated in 2004. ‘Designer Collaborations’ are those collaborations with 

designers such as Roberto Cavalli in 2007 or Versace in 2011 (Figure 19), while 

‘Style Icon Collaborations’  are with famous people such as Madonna in 

2006/2007 or David Beckham in 2012 (Figure 20)16. Advertising is also made 

through television and magazine commercials. This approach is completely 

                                                 
12 H&M, Quality Is Key, in “about.hm.com/en/About”, http://about.hm.com/en/About/facts-about-

hm/about-hm/hm-group/quality.html, 26.09.2014 
13 H&M, From Idea to Store: The Design Process, in “about.hm.com/en/About”, 

http://about.hm.com/en/About/facts-about-hm/idea-to-store/design-process.html, 25.09.2014 
14 H&M, From Idea to Store: Planning and Buying, in “about.hm.com/en/About”, 

http://about.hm.com/en/About/facts-about-hm/idea-to-store/planning-and-buying.html, 25.09.2014 
15 H&M, From Idea to Store: Logistic and Distribution, in “about.hm.com./About”, 

http://about.hm.com/en/About/facts-about-hm/idea-to-store/logistics-and-distribution.html, 

25.09.2014 
16 H&M, Campaigns and Designer Collaborations, in “about.hm.com/en/About”, 

http://about.hm.com/en/About/facts-about-hm/fashion-for-all/collections/collaborations.html, 

07.09.2014 
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different from Zara’s, which consists only in advertising and promoting its 

collections through windows designs and stores locations.  

 

Figure 19. Roberto Cavalli at H&M (2007)

 

Source: http://mademoisellefutile.files.wordpress.com/2010/10/roberto-cavalli-1.jpg, 

02.12.2014 
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Figure 20. David Beckham Model at H&M (2012)

 

Source: 

http://www.newsworks.org.uk/write/MediaUploads/News/Latest%20News/Newspaper%

20ads/Davidbeckham3.jpg, 18.01.2015 

 

  5.2.3 Growth 

 

  Even though H&M opened more than 300 new stores in 2012, data reveals that 

sales in 2013 declined. If the new stores helped total sales to increase by 5%, the 

stores opened for more than a year fell by 3%17. Jamie Merriman confesses that at 

                                                 
17 Market Watch, H&M Struggles to Compete in High-Street Fashion, in “marketwatch.com”, 

2013, http://www.marketwatch.com/story/hm-struggles-to-compete-in-high-street-fashion-2013-

03-15, 26.06.2014 
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H&M everyone is disappointed about sales results18, but in his defence the chief 

executive Karl-Johan Persson says19: 

 

  The competition compared with five years ago has clearly increased […] 

but we’ve still delivered a better result and we see that we have strengthened 

our position against our competitor. If we see that we lose market share, we 

would have to reposition ourselves. 

 

 5.3 Entering a New Market 

 

  When entering a new market, H&M carefully analyzes the market’s potential20:  

 

  Demographic structure, purchasing power, economic growth, 

infrastructure, political risk, human rights and environmental sustainability 

are analysed. 

 

Stores are usually situated in attractive locations (Figure 21) and apart from some 

exceptional franchising collaborations, stores are run exclusively by H&M21.  

 

  

                                                 
18 ANNA Molin, H&M to Continue Expansion Despite Profit Drop, in “online.wsj.com/europe”, 

2013, http://www.wsj.com/articles/SB10001424127887323701904578273131381051790, 

18.12.2014 
19 ANNA Molin, H&M to Continue Expansion Despite Profit Drop, in “online.wsj.com/europe”, 

2013, http://www.wsj.com/articles/SB10001424127887323701904578273131381051790, 

18.12.2014 
20 H&M, Global Expansion, in “about.hm.com/en/About”, http://about.hm.com/en/About/facts-

about-hm/about-hm/expansion-strategy.html, 18.12.2014 
21 H&M, Global Expansion, in “about.hm.com/en/About”, http://about.hm.com/en/About/facts-

about-hm/about-hm/expansion-strategy.html, 18.12.2014 
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Figure 21. H&M Store in Time Square (U.S.A.) 

 

Source:  http://mercadoeconsumo.com.br/noticias/hm-aposta-em-loja-high-tech-para-

driblar-concorrencia/, 18.12.2014 

 

 5.4 H&M Go Green 

 

  H&M strives for protecting the environment. If Zara makes large use of air and 

road transport, H&M use environmental friendly transports whenever is possible: 

in 2012, 90% of transports were made by rail or sea22. 

  In February 2013 H&M started a new green campaign consisting of recycling. 

Customers who turn in their clothes (not necessarily H&M’s brand), receive a 

discount23. While in Japan, during the summer of 2014, I availed myself of the 

service. I had some old clothes I no longer needed and didn’t want to get them 

                                                 
22 H&M, From Idea to Store: Logistic and Distribution, in “about.hm.com/en/About”, 

http://about.hm.com/en/About/facts-about-hm/idea-to-store/logistics-and-distribution.html, 

26.09.2014 
23 KYLE Stock, The Brilliant Business Model Behind H&M’s Clothes Recycling Plan, in 

“businessweek.com”, 2013, http://www.businessweek.com/articles/2013-06-24/the-brilliant-

business-model-behind-h-and-ms-clothes-recycling-plan, 27.06.2014 
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wasted. I was acquainted with project because of a previous experience at the 

store, when I saw some posters. So I brought them there, and at the counter I 

received a ¥500 (about €3,60) coupon. In Figure 22 and Figure 23, two of the 

posters that H&M Conscious promotes are showed.  

 

Figure 22. H&M Conscious 1 

 

Source: http://www.fashionwithaconscience.org/wp-

content/uploads/2014/01/hmprod.jpeg, 02.12.2014 
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Figure 23. H&M Conscious 2 

 

Source: http://www.meldrenachapin.com/blog/wordpress/wp-

content/uploads/2013/05/how-it-works.jpg, 18.01.2015 

 

 5.5 Approach to the Japanese Market 

 

  H&M arrived in Japan in 200824 (Figure 24) and, like Zara, it adopted the same 

business model applied in the rest of the world. Though H&M has established a 

quality manager department in Japan25, stores in Japan have had a great success, 

H&M confesses that to keep being successful it needs to be sufficiently tuned to 

Japan, while continuously innovating itself, and especially competing with 

UNIQLO26.  

 

  

                                                 
24 H&M, History, in “about.hm.com/en/About”,  http://about.hm.com/en/About/facts-about-

hm/people-and-history/history.html#cm-menu, 02.09.14 
25 GERHARDFASOL, H&M Japan Entry – Adapt to Japan, in “japanstrategy.com”, 2008,  

http://www.japanstrategy.com/tag/zara/, 18.12.2014 
26 GERHARDFASOL, H&M Japan Entry – Comments, in “japanstrategy.com”, 2008,  

http://www.japanstrategy.com/tag/zara/, 18.12.2014 
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Figure 24. H&M Store Opening in Shibuya (Japan) 

 

Source: http://tokyofashion.com/hm-shibuya-opening-day-pictures/, 18.12.2014
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6. Fast Retailing: UNIQLO 

 

Figure 25. UNIQLO’s Logo 

 

Source: https://goldenninja.wordpress.com/2013/01/03/japan-branding-uniqlo-logo-

design/, 02.12.2014 

 

 6.1 History 

 

  Fast Retailing is a Japanese retail company that owns UNIQLO (Figure 25),  but 

also GU, Theory, Comptoir Des Cotonniers, Princesse Tam.Tam, and J Brand1. In 

1949, Yanai Hitoshi established the Ogori Shoji Co., Ltd., and opened his first 

store ‘Men’s Shop Ogori Shoji’ in Ube, a city in the Yamaguchi Prefecture2. In 

1972, Yanai Hitoshi’s son Tadashi was appointed First Employee 3  and 

subsequently, in 1984, Chief Executive Officer (CEO) of the company. In the 

same year, the first UNIQLO (Unique Clothing Warehouse) store opened in 

Hiroshima. The concept of UNIQLO’s store is to feel free to buy garments, akin 

to browsing a weekly magazine of low cost casual clothes4. The men’s clothing 

                                                 
1 Fast Retailing, Global Brands, 2014, in “fastretailing.com”, 

http://www.fastretailing.com/eng/about/photolibrary/globalbrands.html, 02.10.2014 
2 Fast Retailing, History, 2014, in “fastretailing.com”, 

http://www.fastretailing.com/eng/about/history/, 02.10.2014 
3 Hiroshi TSUKIIZUMI, UNIQLO: sekaiichi o tsukamu keiei (UNIQLO: The Business that is 

Taking Over the World), Tōkyō, Nihonkeizai shinbun shuppansha, 2012. 博月泉、『ユニクロ・
世界一をつかむ経営』, 東京, 日本経済新聞出版社, 2012, pp. 105-106 
4Ibid., p. 109 



 

69 

 

store was conceived as a casual shop, but in 1985 it became a Specialty-

Store/Retailer of Private-Label Apparel (SPA). In 1991, Tadashi changed the 

Group name to Fast Retailing Co., Ltd. and started a Casual Shop chain5. In 1998, 

the same year when the fleece boom started, gaining the attention of mass media 

and fashion magazines6, a store was inaugurated in Harajuku, Tokyo. UNIQLO’s 

expansion abroad started in London in 2001, followed by Shanghai (2002), Seoul 

and New Jersey (2005). Although UNIQLO stores were rapidly expanding, 

passing from 350 in 1998, to 550 in 2001 and 624 in 2004, sales seemed be 

slowing down between 2002 and 2003. However, thanks to its cashmere 

campaign in 2004 Tadashi managed to kick-start sales again7 and in the following 

year, Fast Retailing adopted a holding company structure to reinforce the 

UNIQLO brand and develop new business opportunities8. In 2007, UNIQLO sales 

improved yet again thanks to its HEATTECH campaign 9  and even with the 

crumble of the Lehman empire in 2008, which dragged down many department 

stores and supermarkets into a spiral of serious deficit problems10, UNIQLO was 

left seemingly unphased. As of 10th August 2013, UNIQLO stores number 1,29911. 

 

  

                                                 
5 Ibid., pp. 110-112 
6 Ibid., pp. 122-123 
7 Kōtarō KAWASHIMA, Naze UNIQLO dake ga ureru no ka (Why Only UNIQLO Can Sell?), 

Tōkyō, Kabushikigaisha Baru Shuppan, 2008. 光太郎川島、『なぜユニクロだけが売れるの
か』, 東京, 株式会社ばる出版, 2008, pp. 105-106 
8 Fast Retailing, History 2005, in “fastretailing.com/en”, 2010, 

http://www.fastretailing.com/eng/about/history/2005.html, 02.10.2014 
9 Fast Retailing, History 2007, in “fastretailing.com/en”, 2010, 

http://www.fastretailing.com/eng/about/history/2007.html, 02.10.2014 
10 TSUKIIZUMI, UNIQLO: Sekaiichi …, 2012, pp. 133-134 
11 Fast Retailing, UNIQLO Business Strategy, 2014, 

http://www.fastretailing.com/eng/group/strategy/tactics.html, 06.10.2014 
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6.2 Business Model 
 

  UNIQLO has four product lines: women, men, kids and infant12. It sells mostly 

clothes, but also scarves, gloves, hat and caps. Unlike Zara or H&M it doesn’t sell 

cosmetics and when entering a shop, the accessories are less prevalent than its 

contrasting competitors. Yanai has a different approach in respect of his 

competitors. Zara focuses on latest fashion trends and on quick response 

delivering new clothes in few days, whilst H&M, even though focusing on the 

latest trends, believes in long-term partnerships with its suppliers. On the other 

hand, UNIQLO has a third and different way. One could say that it is the opposite 

of the one pursued by Zara. Its clothes and advanced materials require long 

development cycles, and are fabricated by Chinese manufacturer who boast 

10-year deals 13 . Another difference can be seen in the choice of their target 

customers: UNIQLO offers its basic casual items to everyone, and doesn’t 

circumscribe its target, unlike its competitors: 

 

  For example, in big city centres like Ginza or Harajuku, there are H&M and 

Forever21 that at present are UNIQLO biggest rivals. If we look at those 

shops (there are also items for men and children) 90% of customers are 

young female whose age range from 10 to 39 years old. 

  On the other hand, whether in big city centers or not, UNIQLO customers 

are men and women, elders and youngers, families or couples, there are not 

‘main customers’ […]14.  

 

   

  

                                                 
12 UNIQLO, in “http://www.uniqlo.com/uk/”, 12.12.2014 
13 RYAN Tate, UNIQLO’s CEO on His Long, ‘Crazy’ Fight for the Future of Retail, in 

“wired.com”, 2012, http://www.wired.com/2012/10/uniqlos-ceo-future-of-retail/, 26.06.2014 
14 TSUKIIZUMI, UNIQLO: Sekaiichi …, 2012, p. 68 
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 6.2.1 Quality Over Trends 

   

  For Yanai it isn’t merely an issue of target groups. He believes that customers 

care more about quality and value, that’s why he prefers technology and a 

sustained, long-term vision, rather than a mere focus on the latest trends: 

 

  In general, the apparel industry isn’t about continual process improvement 

or making the perfect piece of denim, it’s about chasing trends. At UNIQLO 

we’re thinking ahead. We’re thinking about how to create new, innovative 

products…and sell them to everyone15. 

 

  In the past, UNIQLO’s products were defined by Japanese people as dasai (ダサ

い), a term that can be translated as ‘out of fashion’. With time UNIQLO changed 

its image from dasai to oshare (おしゃれ), which means ‘stylish’16 in Japanese. 

How did this change come about?  At first, customers perceive UNIQLO as a 

shop where clothes are cheap, and they don’t expect such high quality items. So 

on an annual meeting to mass media, Yanai announced: 

 

  Up until now UNIQLO’s clothes were perceived as ‘relative good clothes’, 

but from now on they will be ‘absolutely good clothes’. From ‘at UNIQLO 

you can expect cheapness’ to ‘at UNIQLO you can expect good quality’17. 

 

  UNIQLO and Fast Retailing Group have strict rules in order to safeguard their 

quality and safety standards. They produce mostly with Chinese partner factories, 

but are expanding in other Asian countries as well. A team of highly skilled 

technicians, takumi experts (匠チーム), are sent to factories to assist in the 

                                                 
15 GREG Petro, The Future of Fashion Retailing: Part 1 – Uniqlo, in “forbes.com”, 

http://www.forbes.com/sites/gregpetro/2012/10/23/the-future-of-fashion-retailing-part-1-uniqlo/, 

26.06.2014 
16 KAWASHIMA, Naze UNIQLO …, 2008, pp. 47-48 
17 TSUKIIZUMI, UNIQLO: Sekaiichi …, 2012, p.43 
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manufacturing procedures 18 . In an interview Takahiro Shiraishi, one of the 

Takumi Expert Team at the Department of Shanghai, said about quality checks: 

 

  Like other companies that follow a SPA (Specialty store retailer of Private 

label Apparel) business model, UNIQLO works with specialized inspection 

companies and public inspection agencies that conduct quality checks on 

product samples. UNIQLO also supplement those checks by sending its staff 

to factories on a weekly basis. UNIQLO may be the only apparel 

manufacturer that conducts its own checks on products at partner factories19. 

 

  Thanks to this dedication to quality UNIQLO has managed to achieve great 

result, and a range of ‘booming’ items’, such as the fleece, cashmere, and 

HEATTECH garments are still popular among its collections. 

   

  6.2.2 Fleece Boom 

 

  UNIQLO started selling fleece garments (Figure 26) before 1998. They were 

mostly bought for mountaineering purposes, given their capacity to retain heat and 

being thin and light. Furthermore, price ranges (between €36 and €72 at present 

[2014] exchange rate), colours and designs vary a lot. UNIQLO has been able to 

reduce its prices (by about €14 at present [2014] exchange rate) and supplement 

its collections with, at first, fifteen new colours, expanding to a total of fifty-one 

in 2000. Moreover, even after multiple washes, colours don’t fade. High quality 

items at a comparatively low price have managed to convince customers. Only in 

2000 did they buy approximately 26.000.000 items (compared to 2.000.000 in 

1998 and 8.500.000 in 1999). Campaign and time limited seasonal sales attract an 

                                                 
18 Fast Retailing, UNIQLO’s Product and Safety Control System, in “fastretailing.com”, 2014, 

http://www.fastretailing.com/eng/csr/customer/safety.html, 04.10.2014 
19 Fast Retailing, Employee Stories: Takumi, in “fastretailing.com”, 2013, 

http://www.fastretailing.com/eng/csr/customer/takumi.html, 04.10.2014 
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increasing number of customers, who buy more than one fleece due to it 

cheapness, colour variety and good quality20.  

 

Figure 26. UNIQLO’s Fleece Campaign

 

Source: 

http://uniqlo.tistory.com/category/%EC%9C%A0%EB%8B%88%ED%81%B4%EB%A1

%9C%20%EC%9D%B8%ED%8F%AC, 02.12.2014   

 

  6.2.3 Cashmere Boom 

 

  Eventually, in 2004, after a few years of failing to develop a new low cost item, 

UNIQLO was able to initiate another boom: the cashmere boom (Figure 27). Until 

then cashmere products were sold for approximately ¥2-30.000 (about €142-213 

pegged to the 2004 exchange rate). At UNIQLO, cashmere sweatshirts were sold 

                                                 
20 KAWASHIMA, Naze UNIQLO …, 2008, pp. 44-46  
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for ¥8900 (€63 [2004 exchange rate]). The initial sales year saw 1.600.000 items 

bought by customers21.  

 

Figure 27. UNIQLO’s Cashmere Campaign 

 

 Source: http://news.mynavi.jp/c_cobs/news/okguide/2012/10/post-2132.html, 02.12.2014 

 

  6.2.4 HEATTECH Boom 

 

  HEATTECH (Figure 28) garment development started in 200322, but it wasn’t 

until 2007 that it achieved positive sales results thanks to a huge advertisement 

campaign23. HEATTECH technology retains emitted body heat and stores it in 

small air pockets deep within the fibres, keeping the wearer warm24.  

                                                 
21 KAWASHIMA, Naze UNIQLO …, 2008, pp. 56 
22 Naoki OTOMA, “2012 HEATTECH and Ultra Light Down”, UNIQLO Co., Ltd., 2012 
23 Fast Retailing, History 2007, in “fastretailing.com”, 2010, 

http://www.fastretailing.com/eng/about/history/2007.html, 06.10.2014 
24 Fast Retailing, A New Solution to the Cold, in “uniqlo.com/uk”, 

http://www.uniqlo.com/uk/store/feature/uq/heattech/women/, 06.10.2014 
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  I first came into contact with HEATTECH garments while on my exchange 

program in Japan between 2013 and 2014. I was profoundly impressed by the 

results. Indeed it kept me warm and proved to be ideal winter clothing because of 

its combination of light material coupled with the heat retention technology. One 

survey suggests that 80% of those interviewed confirmed that HEATTECH 

changed their life and enable them to enjoy the winter months more proactively. 

This is reflected in the 2005 to 2011 sales figure, boasting approximately 300 

million units sold25. 

 

  Figure 28. UNIQLO’s HEATTECH Campaign 

 

Source: http://4.bp.blogspot.com/-

r7AzkaZXsc4/UZVcgqoGwHI/AAAAAAAAEAA/naUc9dDKchc/s1600/h1_2.jpg, 

02.12.2014 

 

  6.2.5 Collaborations and Advertising 

 

    Alongside rigorous quality control, UNIQLO continually researches the latest 

fashion trends and lifestyles from around the world as well as looking for new 

materials26. From 2009 to 2011 UNIQLO collaborated with the German designer 

Jil Sander for the ‘+J’ winter/fall collection27. Currently they launched a revival of 

                                                 
25 OTOMA, “2012 HEATTECH…”, 2012 
26 Fast Retailing, UNIQLO Business Model, in “fastretailing.com”, 2014, 

http://www.fastretailing.com/eng/group/strategy/uniqlobusiness.html, 06.10.2014 
27 TSUKIIZUMI, UNIQLO: Sekaiichi …, 2012, pp. 226-227 
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the ‘best of’ from previous releases for the 2014 fall/winter collection 28 . 

Concurrently they launched a revival of the ‘best of’ from previous releases for 

the 2014 fall/winter collection. In 2012, a new collaboration with the Japanese 

designer Jun Takahashi called ‘Undercover’ was initiated29 . The result was a 

family-oriented clothing, offering not only fabrications for men and women, but 

also kidswear30. Other collaborations saw designers as Laura Ashley31, and Ivana 

Helsinky32 working with UNIQLO. 

  Numerous TV commercials portray famous actors like Orlando Bloom or 

Charlize Theron who have chosen to collaborate as UNIQLO’s ambassadors33 

(Figure 29). 

 

  

                                                 
28 Fast Retailing, UNIQLO Business Model, in “fastretailing.com/eng”, 2014, 

http://www.freshnessmag.com/2014/09/11/uniqlo-j-fallwinter-2014-collection/, 06.10.2014 
29 RAQUEL Laneri, Jun Takahashi: The Experimental Designer Who Wil Replace Jil Sander at 

UNIQLO, in “forbes.com”, 2011, http://www.forbes.com/sites/raquellaneri/2011/07/27/jun-

takahashi-the-experimental-designer-who-will-replace-jil-sander-at-uniqlo/, 06.10.2014 
30 UNIQLO Web News, UNIQLO Undercover: A Family Affair, in “uniqlo.com/uk”, 2012, 

http://www.uniqlo.com/uk/corp/pressrelease/2012/03/uniqlo_undercover_a_family_aff.html,  

06.10.2014 
31 UNIQLO Web News, UNIQLO X Laura Ashley Limited Archive Collection to Launch in 

February – Spring Summer 2012, in “uniqlo.com/uk”, 2012, 

http://www.uniqlo.com/uk/corp/pressrelease/2012/01/uniqlo_x_laura_ashley_limited.html, 

06.10.2014 
32 UNIQLO Web News, UNIQLO Teams Up With Ivana Helsinki for Fall/Winter 2013, in 

“uniqlo.com/uk”, 2013, 

http://www.uniqlo.com/uk/corp/pressrelease/2013/08/uniqlo_teams_up_with_ivana_hel.html, 

06.10.2014 
33 Just Jared, Orlando Bloom: UNIQLO Promo Pics!, in “justjared.com”, 2010, 

http://www.justjared.com/2010/10/05/orlando-bloom-uniqlo-global-brand-ambassador/, 

06.10.2014 
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Figure 29. Orlando Bloom and Charlize Theron Pose at UNIQLO (2010) 

 

Source: http://www.tenerclase.com/orlando-bloom-y-charlize-theron-para-uniqlo/, 

02.12.2014 

 

 6.3 UNIQLO and Japanese Omotenashi 

 

  While in Japan, I was deeply impressed by the meticulous service one receives in 

stores, restaurants and hotels. Not just when entering a store, but also even when 

passing by one, they welcome you. On more than one occasion, in a drugstore 

where I used to go, I witnessed the employee at the cash register bow when 

receiving money from customers. Again, after having bought a phone, the sales 

employee escorted me out and profoundly bowed in front me. I have to admit that 

it was quite embarrassing, because I’m not used to the expression of such courtesy. 

In Italy, to be greeted by a mere ‘Good morning’ is somewhat of a rare incident. 

My experience of living in Japan for one year, never saw me complain about the 

service I received. Quite the contrary happened after I came back home.  

  Employees at UNIQLO greet customers and announce the new items available or 

introduce state-of-the-art campaigns. In-shop cleanness is paramount, and clothes 
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are consciously well displayed on hangers or shelves. More generally, I was 

confronted with the same degree of quality in every store I visited in Japan. In 

August 2014, I went to visit some Korean friends and while I was there, I decided 

to visit Zara, H&M and UNIQLO. I realized that they differed from the Japanese 

ones. Upon entering the UNIQLO store, I felt that the omotenashi (おもてなし) 

experience was the same as in Japan, whereas Korea’s Zara and H&M didn’t have 

provided the same feeling. 

  Omotenashi is a Japanese word that is difficult to translate. In an interview, 

Masaru Watanabe, the executive director and general manager of the Palace Hotel 

Tokyo said that it is something to be felt rather than explained34. In Japanese 

dictionaries omotenashi is defined as an expression that indicates a service fuelled 

by a friendly reception towards customers 35 . A different article, written by 

Muneyuki Joraku, a scholar of omotenashi culture, explains its meaning and how 

it differentiates from its most frequent translations of service and hospitality36: 

 

  The word ‘Omotenashi’ in Japanese comes from omote (surface) and nashi 

(less), which means “single-hearted”, and also mote (carry) and nashi 

(accomplish), which means “to achieve”. Therefore, Omotenashi has two 

meanings, which include offering a service without expectation of any 

returned favour, and the ability to actualise that idea into an action.    

 

  A core concept of UNIQLO and Japan’s customer service in general, is 

omotenashi: only if the customers’ shopping experience becomes an enjoyable 

                                                 
34 OLIVER Strand, How Japan Has Perfected Hospitality Culture, in 

“http://online.wsj.com/europe”, 2014, 

http://www.wsj.com/news/articles/SB10001424052702303456104579489824193262260, 

22.05.2014 
35 Weblio, Omotenashi, in “weblio.jp”, 2014, 

http://www.weblio.jp/content/%E3%81%8A%E3%82%82%E3%81%A6%E3%81%AA%E3%81

%97, 17.12.2014. Weblio, 「おもてなし」 
36 MUNEYUKI Joraku, Omotenashi – The Heart of Japanese Hospitality, in “wattention.com”, 

2014, http://www.wattention.com/archives/omotenashi-the-heart-of-japanese-hospitality/, 

17.05.2014 
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adventure, they will want to come back again 37 . Omotenashi therefore is 

concerned with impressing customers and satisfying their requests before they are 

voiced38. Since customer care is of prime importance in Japan, it is possible to 

enjoy such a service almost everywhere. Elsewhere in the world, differences can 

arise because of varying company policies, the employee’s attitude towards the 

job and the customer own attitude. A common example would be that one might 

expect a more refined service in a shop selling luxury goods, rather than in a shop 

aiming at a less wealthy clientele. A rough correlation of service to price can be 

traced hinting that the higher the price, the better service. Yet, once again, there 

are exceptions and it is, by no means a rule for all non-luxurious shops to offer 

inferior service.  

 

 

 

                                                 
37 Fast Retailing, Yunikuro kara no messēji (A Message from UNIQLO), in “fastretailing.com”, 

http://www.fastretailing.com/employment/storestaff/jp/uniqlo/message.html, 01.06.2014. Fast 

Retailing, 「ユニクロからのメッセージ」 
38 Masamitsu HAYASHIDA, “Hosupitariti no kyōkasho: okyakusama no kandō wo umu 

‘magokoro’ no omotenashi” (Hospitality – The Service of True Heart), Tōkyō, Asashuppan, 2006. 

正光林田、『ホスピタリティの教科書：お客様の感動を生む「まごころ」のおもてな

し』、東京、あさ出版、2006 
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7. Country of Origin Effect and Japanese Consumer Behaviour 

 

  As previously explained in Chapter 2, prior to the burst of the financial bubble in 

the 90s, consumers tended to purchase expensive products, while recently this 

attitude to consumerism has diminished, and it has been substituted by more 

concern over price and quality.   

  What happens though when Japanese consumers choose between domestic and 

foreign products? Are they going to esteem their country products over foreign 

ones? Nagashima1 analyses the consumer behavior businessmen from Japan and 

the United States and their attitude toward foreign products made in six different 

countries. The first study (1965) focused on the United States, Japan, Germany, 

England and Italy, while in the second one (1967) France replaced Italy. Results 

showed that: 

 

  Japanese think of their own products as “inexpensive,” “common,” and 

“necessary.” They tend to associate the label “Made in Japan” with careless 

or poor workmanship. These products, however, are believed to be as 

reasonably priced as English and German products. 

 

  American products are considered to be expensive, and the association with 

heavy industry makes them less meticulously made than those made in Germany 

or England. As for European countries, Japanese businessmen believe that they all 

make prestigious products. German ones are marked for their exclusiveness and 

reliability attributes, but little attention is paid to appearance with more focus on 

performance, while England and France are characterized by expensive (France in 

particular), handmade and luxurious products. Though for the former, little 

attention is paid to external appearance, the latter has more prestige due to scarcity 

and relative expensive of material. As for Italy, products are reasonably priced 

                                                 
1 Akira NAGASHIMA, “A Comparison of Japanese and U.S. Attitudes Toward Foreign Products”, 

Journal of Marketing, 34, 1970, pp. 68-74 
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and are not the result of heavy industry, but are perceived as ‘light manufactured’. 

In fact, Italy, just like England and France is believed to offer well-made 

handmade products, characterized by attention to outward appearance and a clever 

use of colours. 

  In a following study few years later, Nagashima2 discovered some changes in 

product evaluation. For example, ‘Made in Japan’ products are now rated more 

positively, and realized by careful and meticulous workmanship. United States 

products are still valuable, but their image has deteriorated compared to previous 

research, while the overall evaluation of ‘Made in Germany, England and France’ 

hasn’t changed much, even though there is a slight improvement on the overall 

global evaluation. 

  Another analysis of ‘Made in’ product evaluation of five countries, based on 

Nagashima’s research 3 , investigated Japanese and US American purchase 

behaviour towards US America, Japanese, English French and German products.  

Results show, once again, that Japanese consumers consider the United States as a 

mass producer and a mass distributor. They also believe that their products are 

less reliable, due to the concern with external appearance rather than actual 

performance. The evaluation of Japanese products is quite good, since consumers  

consider these products inexpensive, reasonably priced and of good workmanship. 

They are neither luxurious nor exclusive, but have broad choice of various famous 

brands. Germany’s image hasn’t changed very much according to Nagashima’s 

research and its products are still perceived as technically advanced, yet lacking in 

variety and colour. More or less the same goes for England, whose products are 

well manufactured, but there is a perception of imitativeness.  As for France, it 

offers light manufactured products, good manufacturing and appeal to women. On 

the downside, they are perceived as exclusive, rather than concerned with 

appearance than with performance, and even synonymous of pride. 

                                                 
2 Akira NAGASHIMA, “A Comparative ‘Made In’ Product Image Survey Among Japanese 

Businessmen, Journal of Marketing, 1977, pp. 95-100 
3 Charles M. LILLIS, Chem L. NARAYANA, “Analysis of ‘Made In’ Product Images – An 

Exploratory Study”, Journal of International Business Studies, 5, 1, 1974, pp. 119-127 
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  When clothing purchase behaviour of the US American and Japanese female 

students was analyzed at the end of the Nineties4, it revealed that both countries 

don’t consider COO to be the most important factor. Rather, students seems to 

pay more attention to well fitting, stylish and well-designed clothes (Figure 30). 

 

Figure 30. Mean Values and T-Tests of Evaluative Criteria 

 

Source: Hiroko KAWABATA, and Nancy J. RABOLT, “Comparison of Clothing 

Purchase Behaviour Between US and Japanese Female University Students”, J Consumer 

Studies & Home Economics, 23, 4, 1999, pp. 213-223 

 

  Price is an important factor to both customer circles, but brand or designer name 

is more valued by Americans than by their Japanese counterparts. This might have 

been due to the economic crisis during those years. Japanese student consumers 

who spend a lot of money on clothing and/or are interested in clothing and fashion, 

seem to pay more attention to the brand or designer name, but focus less to 

care/maintenance, durability and fibre content. At the time of the survey the 

                                                 
4 Hiroko KAWABATA, and Nancy J. RABOLT, “Comparison of Clothing Purchase Behaviour 

Between US and Japanese Female University Students”, J Consumer Studies & Home Economics, 

23, 4, 1999, pp. 213-223 
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internet wasn’t as extensively used, so the main sources considered were store 

display, friends and TV.  

 

7.1 Method 

 

  7.1.1 Overview 

 

    Two different questionnaires were used, differing only in the first question. In 

model 1, subjects were asked to indicate the COO for each fast fashion brand, 

choosing from eleven preselected countries: France, Germany, Italy, Spain, Great 

Britain (GB), Finland, Norway, Sweden, the U.S.A., China, and Japan. On the 

other hand, model 2 specified the fast fashion brands’ COO: Spain for Zara, 

Sweden for H&M, and Japan for UNIQLO. 

  The other questions posed were identical. Subjects were asked to indicate their 

opinion concerning the three fast fashion brands’ countries and to choose between 

different characterizing attributes. Then, subjects were asked to evaluate Zara, 

H&M, and UNIQLO’s products and subsequently indicate what they usually look 

for when purchasing apparel goods. Finally, they were asked if they have ever 

purchased at one of the fast fashion brand stores and to motivate their reasons 

either way. 

  The two models were used to compare answers from those subjects who 

recognized the three brands’ COO correctly with those who were told the brands’ 

COOs, and to understand to what extent answers in both questionnaires differed . 

Moreover, a comparison of answers on product evaluation was conducted to 

understand if it is the brands’ COO or the brand itself that influences consumers 

during the purchasing process. 

  A Likert scale was used to assess subjects’ overall evaluations of the countries’ 

characteristics and of the products that were considered. The scale, therefore, has 

a range from 1 (=strongly disagree) to 7 (=strongly agree). Responses in model 1 

by those subjects who identified the brands’ COO were slightly different with 
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answers in model 2. Consequently, responses were averaged to provide a single 

index. 

 

 7.1.2 Subjects 

 

  Model 1 saw 100 participants (77 females and 23 males), while model 2 was put 

forward to 86 participants (64 females and 22 males). The majority of the subjects 

were young people, aged 20 to 29 (Figure 31.1 and 31.2). It is highly probable 

that because most of them are still students or have just started to work, their 

average annual income is less than ¥2.000.000 (€13.800) (Figure 32.1 and 32.2). 

 

Figure 31.1. Average Age [Model 1]
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Figure 31.2. Average Age [Model 2]

 

 

 

Figure 32.1. Average Annual Income [Model 1]
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Figure 32.2. Average Annual Income [Model 2]

 

 

 7.2 Results 

 

   7.2.1 Part One 

 

  In the first question of model 1: ‘In your opinion, to which country do the 

following fast fashion brands belong to?’, the majority answered correctly. Out of 

100 participants, 59 said that Zara is Spanish, 56 that H&M is Swedish, while all 

of them recognized UNIQLO as a Japanese brand (Figure 33). 
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Figure 33. Fast Fashion Brands Belonging Country [Model 1]

 

 

  Being a questionnaire aimed at Japanese consumers, it is not surprising that 

respondents answered to the question regarding UNIQLO correctly. On the other 

hand, H&M is widely commercialized as a Swedish brand, especially on the 

internet, which is also specified on the home page5. Nevertheless, not all subjects 

responded correctly, since 23 of them indicated that it belonged to the U.S. and 15 

to GB. Zara’s responses, too, are for the majority correct, but 27 subjects 

answered that Zara is Italian. On Zara’s home page though, the brand COO is not 

specified and users are redirected to the INDITEX Group home page6. 

  The second question proposed to the subjects was, which attributes, in their 

opinion, characterize each fast fashion brand’s country. This question aimed at 

understanding if COO can influence brand image, and thus if different countries 

can promote different brand images. As for model 1 (Figure 33), the most relevant 

                                                 
5 H&M, in “http://www.hm.com/jp/”, http://www.hm.com/jp/, 20.01.2015 
6 Zara, in “http://www.zara.com/jp/ja/sale-c643505.html?”, 

http://www.zara.com/jp/ja/%E4%BC%81%E6%A5%AD%E6%83%85%E5%A0%B1-

c11112.html, 20.01.2015 
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countries for Zara were ‘Italy’ (27 wrong answers) and ‘Spain’ (59 correct 

answers). 

- Italy (Figure 34). Italy is relatively ‘friendly’, yet ‘arrogant’ and not very 

‘reliable’ or ‘punctual’. It is ‘beautiful’, ‘traditional’, ‘precise’, ‘creative’, 

‘elegant/refined’ and with an ‘attracting lifestyle’, even if it is not very 

‘safe’. It also seeks ‘quality’ and ‘perfection’, even though it is not ‘strong 

economically’ nor particularly ‘industrious’. 

 

Figure 34. Zara (Italy)

 

 

- Spain (Figure 35). Spain is very ‘friendly’ and not ‘arrogant’, yet not very 

‘reliable’. It’s ‘beautiful’ and ‘traditional’, even if not very ‘precise’ or 

‘punctual’ and apparently ‘creative’. It is somewhat ‘elegant/refined’, not 

very ‘perfect’ and not very famous for its ‘quality’. It has an ‘attracting 

lifestyle’, even if it is not very ‘safe’. Moreover it is not ‘strong 

economically’ and it’s not very ‘industrious’. 
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Figure 35. Zara (Spain) 

 

 

  Differences between the two countries can be seen in matter of ‘arrogance’, 

where Italy is more ‘arrogant’ than Spain. On the other hand, Italy is more 

‘reliable, precise, creative, elegant/refined’ and ‘perfect’ than Spain. Moreover, 

quality perception as well is higher for Italy than for Spain. Therefore, overall 

evaluation is higher for Italy than for Spain.  

  Model 1 responses for H&M reveal that subjects believed its origins to be  from 

‘GB’ (15 wrong answers), ‘U.S.A.’ (23 wrong answers), and ‘Sweden’ (56 correct 

answers) 

- GB (Figure 36). GB is ‘friendly’, yet ‘arrogant’. Not particularly 

‘beautiful’, ‘precise’ or ‘creative’, but definitely ‘elegant/refined’. It’s 

‘traditional’, and its lifestyle is somewhat attracting, but is not very ‘safe’ 

or ‘punctual’. Is not very ‘perfect’ either and ‘quality’ too is low, like its 

‘economic strength’ and ‘industriousness’. 
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Figure 36. H&M (GB) 

 

 

- U.S.A. (Figure 37). U.S.A. is ‘friendly’, yet ‘arrogant’, remotely ‘reliable’ 

and not ‘punctual’. It is somewhat ‘traditional’, but not very ‘beautiful’ 

and even if its lifestyle is attracting, it isn’t very ‘safe’. Nor is it very 

‘precise’ either, yet it is ‘creative’ and ‘elegant/refined’, somewhat 

‘perfect’, even if its ‘quality’ is low. Economically speaking it isn’t very 

strong, nor very industrious either. 
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Figure 37. H&M (U.S.A)

 

 

- Sweden (Figure 38). Sweden is not very ‘friendly’, but it isn’t ‘arrogant’ 

either. It’s ‘reliable’, ‘precise’, ‘perfect’ and ‘punctual’. Its lifestyle is 

somewhat ‘attracting’, ‘beautiful’ and ‘safe’. It isn’t very ‘creative’, it has 

‘quality’ and its ‘economic strength’ and ‘industriousness’ levels are high. 
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Figure 38. H&M (Sweden) 

 

 

  Differences between the three countries can be seen in matter of friendliness and 

arrogance, where Sweden is less friendly and arrogant than GB or the U.S.A. On 

the other hand, Sweden is more ‘reliable, precise, perfect’ and with better quality 

than GB or the U.S.A. Each country has positive and negative results when 

compared, therefore it isn’t possible to distinguish if one country is absolutely 

better than another one in the overall evaluation. 

  Responses for UNIQLO, too, are similar to each other. Since the questionnaire 

was aimed at Japanese people, all the people who were asked to which country 

UNIQLO belongs to, correctly answered ‘Japan’.  

- Japan (Figure 39) is not very ‘friendly’, but it is not ‘arrogant’ either. It’s 

‘reliable’ and ‘precise’, somewhat ‘creative’, ‘perfect’ and with ‘quality’, 

yet not very ‘elegant/refined’. ‘Strong economically’ and ‘industrious’, it’s 

also ‘traditional’, ‘safe’, ‘punctual’ and somewhat ‘beautiful’ with an 

‘attracting lifestyle’. 
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Figure 39. UNIQLO (Japan) 

 

 

  Compared with the other countries, Japan is the less friendlier and is not very 

arrogant, but is very reliable, and like Sweden and Italy seeks perfection. 

Moreover, it can compete with Italy concerning quality and precision. 

  Among these countries’ characteristic, ‘Precision’, ‘Creativity’, 

‘Elegance/Refinement’, ‘Perfection’, and ‘Quality’ can be associated with fashion. 

Therefore, it is possible to analyze which characteristic is associated with which 

country. 

- ‘Precision’ (Figure 40). Compared with the others, Japan is the most 

precise country of all, immediately followed by Italy and Sweden. While, 

on the other hand, Spain, the U.S.A., and GB are not so positively 

considered ‘precise’ countries. 
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Figure 40. Precision

 

 

- ‘Creativity’ (Figure 41). This time Italy wins the first place, followed 

closely by Spain. As for Japan, which is somewhat creative, it’s fifth 

followed by GB, which comes last. 

 

Figure 41. Creativity
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- ‘Elegance/Refinement’ (Figure 42). Once again Italy is first, followed by 

GB and the U.S.A.. This time, it is Japan’s turn to be ranked last. 

 

Figure 42. Elegance/Refinement

 

 

- ‘Perfection’ (Figure 43). Sweden is the most ‘perfect’ country, but Italy 

and Japan, which have one point difference between each other, follow 

immediately after. While, on the other hand, results for Spain, the U.S.A. 

and GB are not as positive as their rivals. 
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Figure 43. Perfection

 

 

- ‘Quality’ (Figure 44). Italy is again the best in terms of quality. Secondly 

there is Japan, then Spain and Sweden, while in last position there are the  

U.S.A.. and GB 

 

Figure 44. Quality

 

 



 

97 

 

  This analysis shows that Italy’s image is that of a country known for its fashion, 

which is recognized for its creativity, elegance/refinement, and good quality. 

Moreover, among all the countries, Italy’s scale-points are quite high, and the 

country competes with Japan for precision skills, with GB and the U.S.A. for 

elegance/refinement, and with Spain for creativity. Sweden as a well is quite 

competitive and classified first in terms such as perfection. 

 

  7.2.2 Part Two 

 

  Questions three, four, and five ask subjects how they evaluate Zara, H&M, and 

UNIQLO products. 

- Zara, Italy (Figure 45). The ‘brand name is recognizable’, even if not 

‘much advertised’ and there is pride in owning a Zara product. Items 

aren’t ‘mass-produced’, yet they are ‘worldwide distributed’ and are 

‘expensive’, even if ‘reasonably priced’. ‘Exclusive’ and of ‘good quality’, 

products are somewhat ‘luxurious’ and of an ‘upper class’ status, but not 

very ‘reliable’ nor ‘carefully and meticulously’ produced. They are 

‘fashionable’, yet ‘more concerned with outward appearance’, with a 

‘clever use of color’, ‘large choice of size and model’ and with a ‘young-

female’ targeting. Products mirror the COO of Italy, since they are 

fashionable and of good quality. Moreover, a sense of pride arises from 

product ownership and resonates with the notion of Italy i as an 

elegant/refined country. Yet, even if reasonably priced, items are not very 

reliable nor quite luxurious. 
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Figure 45. Zara (Italy) 

 

 

- Zara, Spain (Figure 46). The ‘brand name’ is somewhat ‘advertised’, yet 

very ‘recognizable’. Moreover, products are ‘mass-produced’ and 

‘worldwide distributed’. They are ‘expensive’, not distinctively 

‘reasonably priced’ nor ‘reliable’, ‘luxurious’, of ‘good quality’ or 

‘carefully and meticulously’ produced. Even if ‘fashionable’, they are not 

a mark of ‘upper class’ items and there isn’t an inflated sense of ‘pride in 

ownership’. Yet, they offer a ‘large choice of size and model’ with a 

‘clever use of colors’, are ‘more concerned with outward appearance’ and 

target ‘young-female’ consumers. Products resemble Spain COO,’s since 

they are fashionable and Spain is creative and somewhat elegant/refined. 

Reliability and quality reflect the product perceptions standard, just like 

medium-level country perfection reflects careful and meticulous 

workmanship in product evaluations. 

 



 

99 

 

Figure 46. Zara (Spain) 

 

 

  Zara’s overall product evaluation, like the COO, is better for Italy than Spain. 

Even if Italian products are more expensive than Spanish ones, the former is more 

reasonably priced, luxurious and of better quality and workmanship. Moreover, 

there is a higher sense of pride owning an Italian product rather than a Spanish 

one. 

- H&M, GB (Figure 47). The ‘brand name’ is much ‘advertised’ and 

‘recognizable’, items are ‘mass-produced’ and ‘worldwide distributed’. 

The products are a bit ‘expensive’, but ‘reasonably priced’. Even if not 

‘carefully and meticulously produced’, they are ‘fashionable’ and 

somewhat ‘reliable’, ‘luxurious’, ‘exclusive’ and of ‘good quality’. 

Nevertheless, owning a product is not a sign of ‘pride’. Less ‘concerned 

with outward appearance’, items are not of the ‘upper class ’category and 

the offer of a ‘large choice of size and model’ is coupled with a not-so-

clever ‘use of colors’ and doesn’t necessarily target ‘young-female’ 

customers. The comparison between COO and product evaluation shows 
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that even if GB, as a country, is not very reliable, products are somewhat 

reliable, while they are not exclusive and there isn’t much pride of 

ownership, even if the country is elegant/refined. Moreover, even if GB is 

not very creative, products are fashionable, even though they are not 

luxurious or exclusive. Therefore, it is reasonable to say that in this case 

the COO influence on products is not very strong in the case of GB. 

 

Figure 47. H&M (GB) 

 

 

- H&M, U.S.A. (Figure 48). The ‘brand name’ is much ‘advertised’ and 

‘recognizable’, products are widely ‘mass-produced’ and ‘worldwide 

distributed’. Items are not very ‘expensive’ and somewhat ‘reasonably 

priced’. They are not ‘reliable’, ‘exclusive’ or ‘carefully and meticulously 

produced’ and definitely not ‘luxurious’ or of ‘good quality’. Products are 

not very ‘fashionable’, and ‘ownership’ does not correspond to ‘pride’. 

Nevertheless, they are not very ‘concerned with outward appearance’ and 

their offer of ‘size and model’ and ‘use of color’ is on a medium level. 



 

101 

 

They are definitely not ‘upper class’ items; their targeting is broadly 

focused and doesn’t only aim at ‘young-female’ customers. COO partially 

reflects product evaluation, since items are more reliable than the country 

image, which is creative and elegant/refined. Yet, products are not very 

fashionable, luxurious or exclusive. On the other hand, average-quality 

workmanship products reflect the low perception of the country’s 

perfection and quality standard. 

 

Figure 48. H&M (U.S.A.) 

 

 

- H&M, Sweden (Figure 49). The ‘brand name’ is ‘recognizable’ and much 

‘advertised’, moreover products are ‘mass-produced’ and ‘worldwide 

distributed’. Characterized by their ‘inexpensiveness’, items are 

‘reasonably priced’, somewhat ‘reliable’ and ‘exclusive’, yet not 

‘luxurious’, of ‘good quality’ or ‘carefully and meticulously’ produced. 

Being somewhat ‘fashionable’, products are not of the ‘upper class’ 
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stratification and there is almost no ‘pride in ownership’. Items are not so 

‘concerned with outward appearance’ and don’t have a ‘clever use of 

color’, but offer a ‘large choice of size and model’ and their targeting is 

very broad. COO partially reflects product evaluation, and if Sweden is 

considered as reliable, it is not the same for its products, which, indeed, 

are less reliable. Somewhat creative and elegant/refined as a country, these 

characteristics reflect the product perception of exclusivity and fashion-

consciousness. On the other hand, there is a loss of quality in items, which 

are proportionately higher when it comes to Sweden’s image as a country. 

 

Figure 49. H&M (Sweden) 

 

 

  Sweden products are the cheapest and most reasonably priced items, but are also 

the most exclusive ones. On the other hand, GB products are the most luxurious 

and of better quality, yet U.S. American and Swedish ones are more ‘carefully and 

meticulously’ produced. The U.S.A. is the least fashionable, but is first in matter 
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of brand name recognition and advertisement. COO influence is less for GB, 

while for Sweden and the U.S.A. it is reasonable to say that it has some impact on 

product evaluation. 

- UNIQLO (Figure 50). Japanese retailer UNIQLO does not sell ‘luxurious’ 

or ‘exclusive’ items like the Spanish Zara, nor does it sell ‘inexpensive’ 

and ‘reasonably priced’ products like the Swedish H&M. Yet, its items are 

very ‘reliable’, and of ‘good quality’, ‘carefully and meticulously’ 

produced. Moreover, many responses show that items are ‘reasonably 

priced’, and the ‘brand’ is quite ‘advertised’ and ‘recognizable’ as well. 

Also, unlike its competitors, UNIQLO does not just aim at ‘young’, 

‘female’ customers, but targets a wider range of consumers. Japan as a 

country is characterized by its reliability, precision and quality. These 

characteristics are reflected in UNIQLO’s products, which are reliable, of 

good quality and reasonably priced. Just like the COO, products as well 

are not solely focused on luxury, exclusivity, fashion and outward 

appearance, but are more interested in satisfying its consumers with good 

quality items. 
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Figure 50. UNIQLO (Japan)

 

 

  Swedish products are the most inexpensive and reasonably priced ones, but are 

immediately followed by Japan, with its products deemed as the most reliable. 

Their quality is good too, but Italian ones are better and compete with Spain in 

terms of exclusivity. While Japan is more concerned with a careful and 

meticulous production, Italy and Spain are more concerned with outward 

appearance. Moreover, the two countries have ‘fashionable’ products. 

 

  7.2.3 Part Three 

 

  Question six asked subjects what they look for when purchasing apparel goods. 

Clearly, they are interested in the quality of the material, the price, the design, and 

the comfort factor. Brand image is relevant too, whilst luxury, a product with a 

history, and its exclusiveness are deemed much less important (Figure 51). 
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Figure 51. Apparel Goods Researched Characteristics

 

 

  Subsequently, subjects were asked if they have ever purchased at Zara, H&M, or 

UNIQLO. Results show that of the 186 participants, 142 have purchased at Zara 

(Figure 52), 146 at H&M (Figure 53), while all of them have purchased at 

UNIQLO (Figure 54). 

 

Figure 52. Have You Ever Purchased at Zara’s?
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Figure 53. Have You Ever Purchased at H&M’s?

 

 

Figure 54. Have You Ever Purchased at UNIQLO’s?

 

 

        Those who answered ‘Yes’ were asked to motivate their reasons. 

- Those who purchased at Zara’s did so because its products are mostly 

‘fashionable’, and have a ‘large choice of size and model’. Zara’s items 

make their consumers, to some extent, feel ‘comfortable’, ‘more elegant’, 

and ‘confident’ yet they are not solicited for their better ‘quality’ in respect 

of other products or their ‘inexpensiveness’. At a closer look, subjects who 

think that Zara’s COO is Italy (Figure 55) have higher results than for 

those who think it is Spain (Figure 56). Answers show that Italian products 
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are more satisfactory, elegant, and fashionable, even if Spain too has 

fashionable products and results reflect the countries COO. Italian 

products also offer different sizes and models, and their products’ have a 

clever use of color; more so than the Spanish ones. 

 

Figure 55. Zara’s Reasons of Purchase (Italy)
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Figure 56. Zara’s Reasons of Purchase (Spain)

 

 

  A comparison with the answers given to question 6 show that even if subjects are 

interested in quality and price, they prefer Zara’s products for the design and 

exclusiveness. Therefore, even if goods are expensive and not of a distinctly good 

quality, items are preferred by consumers for reasons, such as them feeling more 

elegant and confident and because they are satisfactory and fashionable items.  

- Those who purchased at H&M did so because products are ‘inexpensive’. 

Even if to a lesser extent than Spain, H&M, too, offers ‘comfortable’ and 

‘fashionable’ items, which offer a variety of ‘size and model’, and also a 

‘clever use of colors’. ‘Quality’ is not the brand’s major asset, neither can 

it make the consumer feel more ‘elegant’ or ‘confident’ than compared to 

Zara. When comparing results from GB (Figure 57), the U.S.A. (Figure 

58), and Sweden (Figure 59), answers are clearly not so different. GB 

products are the most satisfactory, even if less compared to Zara’s, and the 

quality too is good. U.S. items are the least elegant and inexpensive, but 

there is large choice of size and model. On the other hand, Sweden falls 

between the two with comfortable and inexpensive items. 
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Figure 57. H&M Reasons of Purchase (GB)

 

 

Figure 58. H&M Reasons of Purchase (U.S.A.)
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Figure 59. H&M Reasons of Purchase (Sweden)

 

 

  H&M products are purchased mostly because of their cheapness and question six 

reveals that price is an important factor when purchasing. Indeed, the price 

influences the consumers’ intent when they shop at the store, since products are 

not of a distinctly good quality. Yet they are fashionable and comfortable, which 

are factors considered when deciding whether to purchase an item or not. 

- Purchasing at UNIQLO’s (Figure 60) has completely different reasons 

than purchasing at one of its competitors. Consumers believe that at 

UNIQLO’s they can purchase ‘good quality’ products, which are 

‘inexpensive’ and offer a ‘large choice of size and model’. They might not 

be ‘elegant’ or ‘fashionable’ items like Zara or H&M, but are extremely 

‘comfortable’. Results show a coherent relationship with COO, since 

Japan is generally considered as a reliable country that aims to achieve 

good quality, perfection and precision in its goods. 
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Figure 60. UNIQLO’s Reasons of Purchase

 

 

  Therefore, UNIQLO’s products are purchased for their quality, price and 

comfort. On the other hand, Zara’s ones for their design, exclusiveness and brand 

image, and H&M for their price, comfort and design. Even if exclusiveness is not 

considered an important factor according to question six, this seems to be 

irrelevant for Zara. Indeed, exclusiveness is the primary factor of purchase intent 

for the fashion retailer. 

  Those who decided not to purchase at Zara or H&M, did so mostly because 

products are ‘unfashionable’, ‘common’ and of ‘cheap quality’. Moreover, even if  

deemed ‘beautiful’, they are not purchased because they ‘don’t fit the consumers 

well’ and make them ‘feel uncomfortable’. As seen in question six, design and 

comfort are important, just like quality. 

- Zara, Italy (Figure 61). The products’ most important factor is that they are 

‘expensive’. In matters, such as design, exclusiveness or comfort, results 

show that products are not perceived as ‘unusual’, ‘common’ or 

‘uncomfortable’. COO reflects Italy’s perception of a country famous for 

fashion and therefore recognized for its style. 
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Figure 61. Reasons for not Purchasing at Zara’s (Italy) 

 

 

- Zara, Spain (Figure 62). Products are a bit more ‘unusual’ and ‘expensive’ 

than Italian ones. Design, exclusiveness and comfort characteristic are less 

positive than Italy, but the difference is only marginal. Therefore, COO 

reflects the perception of Spain; that it has an inferior position compared to 

Italy in matters, such as fashion style. 

 



 

113 

 

Figure 62. Reasons for not Purchasing at Zara’s (Spain) 

 

 

- H&M, GB (Figure 62). Products are somewhat ‘unfashionable’, 

‘common’, yet ‘beautiful’ even if they ‘don’t fit consumers well’. This is 

not very coherent with GB’s COO, since the country is perceived as 

elegant/refined, yet it is coherent with the importance given to design 

characteristics when purchasing an apparel product, as shown in question 

six. 

 



 

114 

 

Figure 62. Reasons for not Purchasing at H&M’s (G.B.) 

 

 

- H&M, U.S.A (Figure 63). Products are of ‘cheaper quality’ compared to 

GB and Sweden and somewhat ‘common’ and ‘unfashionable’, even if 

results as similar for the latter two countries. This can be related to the 

idea of a country that is more concerned with mass-production and mass-

distribution, such as the U.S.A. 
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Figure 63. Reasons for not Purchasing at H&M’s (U.S.A.) 

 

 

- H&M, Sweden (Figure 64). Products are not relatively ‘unusual’, 

‘uncomfortable’, ‘common’ or ‘unfashionable’. Results are similar for all 

three countries and reflect the consumers’ attention to price, quality and 

design when purchasing. COO is reflected with the purchase behavior due 

to cheapness and lack of a relatively high standard of exclusiveness or 

fashion. 
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Figure 64. Reasons for not Purchasing at H&M’s (Sweden) 

 

 

  Reasons to ‘not purchase’ at the respective brands’ stores, reflect to a large 

extent, the results obtained from COO investigation, thus denoting a close 

relationship between COO, product evaluation and purchase behaviour. 
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7.3 CONCLUSION 

 

  COO effect is a tool used to understand to what extent a country in which a 

product is made influences the consumer’s product evaluation. Indeed, research 

demonstrates that consumers are influenced by COO when evaluating products. 

Nevertheless, a multi-cue approach that includes not only the product’s ‘made-in’ 

label, but also cues such as gender, age, product knowledge, brand name, price 

and quality highlights that these are factors which influence product evaluation as 

well. 

  This paper was intended to analyze whether or not and to what extent Japanese 

consumers are influenced by COO when evaluating and purchasing fast fashion 

apparel goods. Japanese people are often mentioned for their difference to other 

countries and cultures and this way of thinking has been influenced mostly 

because of ‘nihonjinron’ (日本人論), translated as ‘theories/discussions about the 

Japanese’. The movement dates back to World War II and is an attempt on the 

part of its writers to glorify Japan and Japanese culture1. In his paper, Sheperd2 

cites the work of Peter Dale, who, in his book ‘The Myth of Japanese Uniqueness’, 

distinguishes three major characteristics about the nihonjinron: 

 

  First, they implicitly assume that the Japanese constitute a culturally and 

socially homogeneous racial entity, whose essence is virtually unchanged 

from prehistorical times down to the present day. Secondly, they presuppose 

that the Japanese differ radically from all other known peoples. Thirdly, they 

are consciously nationalistic, displaying a conceptual and procedural 

hostility to any mode of analysis which might be seen to derive from 

external, non-Japanese sources. In a general sense then, the nihonjin-ron may 

be defined as works of cultural nationalism concerned with ostensible 

                                                 
1 Gregory SHEPERD, “’Nihonjinron’: Challenge to Academia”, International Review of the 

Aesthetics and Sociology of Music, 22, 2, 1991, pp. 187-192 
2 Ibid.  
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‘uniqueness’ of Japan in any aspect, and which are hostile to both individual 

experience and the notion of internal socio-historical diversity. 

 

  This nationalization of Japanese people gives rise to various difficulties, 

especially in the context of scholarly research. A distinction is essential to the 

successful analysis of surveys, since not everyone thinks in the same way and 

different perspectives bring different evaluations. With the help of two 

questionnaires, where subjects were valuated in respect of their age, gender and 

average annual income, the survey analyzed Japanese consumers’ perception of 

different countries. Moreover, the survey investigated whether these perceptions 

influence the product evaluation and purchase behavior of consumers on three fast 

fashion retailer brands, namely Zara, H&M, and UNIQLO. 

  The first questionnaire differentiates itself from the second in one particular 

question. Consumers were asked to indicate, in their opinion, to which country 

each fast fashion retailer belongs to. This was necessary to understand, whether 

COO influences the product evaluation or not. It was supposed that Zara’s COO 

would have been strongly influenced in Italy and indeed, 27 subjects indicated 

Zara as being an Italian fashion retailer, even if the majority correctly indicated it 

as being Spanish. On the other hand, it was rather surprising that so many subjects 

recognized H&M correctly as a Swedish brand. Nevertheless, it was supposed that 

many of them would have instinctively answered, the U.S. and indeed, many did. 

Finally, as for UNIQLO, it was expected that the entirety of the subjects to 

correctly respond with Japan and they did indeed. 

  Subjects were then asked to indicate, in their opinion, which attributes 

characterize each country (namely Italy, Spain, GB, Sweden, U.S. and Japan). 

Results show that Italy is the most appreciated for fashion attributes. Nevertheless, 

Spain and GB are fashionable countries as well. These three countries share with 

the U.S. the idea that countries with little economic strength and industriousness 

are still struggling with the crisis that is still affecting the world economy. On the 

other hand, Sweden and Japan, apparently, do not resent the crisis as much as 
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Europe and the U.S. and appear also to be more reliable than the others. As 

mentioned before, Italy’s COO is characterized by a strong interest for fashion, 

and is therefore creative, elegant/refined and recognized for its quality. Yet, Japan 

and Sweden are very characteristically precise, striving for perfection and 

compete with Italy in matters, such as quality.  

  Product evaluation results show that COO mostly reflects how subjects feel 

about the country and therefore about the products. Italian products, even if they 

are expensive, are considered reasonably priced and appreciated for their 

exclusivity, quality and fashion. These characteristics are denoted by pride in 

ownership, even if they aren’t upper class items. Spain’s results are similar to 

Italy, even if the Italy overall evaluation is better. GB, on the other hand, is 

considered an elegant/refined country, but it’s not the same for its products. 

Indeed, they are reasonably priced and fashionable, but not exclusive and 

ownership is not a sign of pride. Therefore, GB product evaluation is not 

completely influenced by its COO and in some cases there are a few incoherent 

results. The U.S., even if its COO is that of a creative and elegant/refined country, 

doesn’t completely reflect in its product evaluation as well. In fact, products are 

not very exclusive nor fashionable and there is no extensive pride in ownership. 

This may be caused by the idea that products are mass-produced and distributed 

worldwide, thus lowering the perception of exclusivity and luxury. Sweden too, 

whose COO is that of a reliable, precise, somewhat creative, elegant/refined and 

high-quality country looses part of its charm when it comes to product evaluation. 

There is a reduced pride in ownership, items are not particularly reliable, nor are 

they particularly fashionable or of a good quality. Sweden’s COO is probably the 

only country that has a clear distinction between country and product evaluation. 

Indeed, items are poorly evaluated when compared with the country, indicating 

that maybe Sweden has not been identified with fashion and its qualities don’t 

reside in the apparel world. It’s not the same for Japan, whose COO, along with 

Italy and Spain, is closely connected with product evaluation. Indeed, items might 

not be luxurious, exclusive or fashionable, but are therefore reasonably priced, of 



 

120 

 

good quality and carefully and meticulously produced. Thus, they reflect the 

general idea of Japan as a meticulous country that wants to pay attention to 

perfection and quality rather than trends and external aspects. 

  COO influence on product evaluation can also be seen when analyzing subjects’ 

reasons of purchase. When making a purchase, subjects choose according to 

quality, price and design. Comfort and brand image are important as well, but it’s 

not the same for luxury, exclusiveness and products with a history, which are less 

influencing variables. Yet, items at Zara’s (Italian and Spanish as well) are 

purchased for personal satisfaction, because they make consumers feel more 

elegant and self-confident. They are not purchased because of their quality or their 

cheapness, but because they are fashionable. On the other hand, GB products are 

purchased because they are comfortable and inexpensive and both characteristics 

are considered by subjects when making a purchase. Products are also bought 

because they are reasonably fashionable and of good quality, reflected in the 

results that are probably influenced by COO and product evaluation. The U.S. 

offer a large choice of sizes and models, probably due to the idea that its products 

are mass-produced and distributed worldwide, and are fashionable in a way that 

reflect the COO characterized by the elegance and refinement attribute, and for 

being comfortable and inexpensive. These last two attributes are very relevant 

characteristics to which subjects pay attention to when making a purchase. As for 

Sweden, products are purchased mostly because they are inexpensive, have a large 

choice of sizes and models and are deemed comfortable. Sweden’s COO is that of 

a quite creative and elegant/refined country, with relatively exclusive and 

fashionable products and these characteristics reflect reasons of purchase. Once 

again, Sweden’s results show some discrepancy between each other, making it 

difficult to understand to what extent COO really influences product evaluation 

and purchase intention. Finally, UNIQLO’s product purchase reasons are mostly 

because items are of good quality, comfortable and inexpensive. All these 

characteristics are also shown in question six as elements that influence a 

purchase. Moreover, they are also peculiar aspects of Japan’s COO attributes, thus 
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denoting a close relationship between COO, product evaluation and purchase 

reasons with Japan case. 

  Reasons for not purchasing at Zara’s or H&M’s are mostly related to the 

expensiveness of the former and for the common, low-quality and unfashionable 

products of the latter. Yet, reason scale-points are low; denoting maybe that the 

problem is not only linked to the product itself, but also to the consumers’ taste. 

Indeed, Zara’s items are unusual yet beautiful, but they don’t fit all consumers 

well and they can be uncomfortable or make the consumers’ feel less confident. 

After all these fashion brands are international brands and so are their styles. Thus, 

they tend to sell the same products all over the world (even if little changes occurs 

as seen in the brands’ business model analyses) and not all Japanese consumers 

are comfortable in purchasing these products. 

  To conclude, it is paramount to highlight the importance of the COO effect and 

to recognize that it is considerably relevant when consumers purchase a product. 

As demonstrated, the product evaluation of Zara’s products, both as an Italian and 

Spanish fashion retailer, mirror the idea that subjects have of the country. Italy is 

more fashionable than Spain and consumers are inclined to pay a premium price 

for fashion, especially if the brand’s COO is that of a country closely connected 

with fashion itself. H&M product evaluation reflects the COO, but results are less 

clear than compared to Zara’s. Indeed, items at H&M are purchased mostly 

because of their relatively cheap prices, but then again attributes change whether 

the COO is British, U.S. American or Swedish. Sweden’s COO role in product 

evaluation and purchase behavior is the most difficult to understand. There seems 

to be a relation with COO and purchasing, but product evaluation is somewhat 

incoherent with COO. Thus, proper further analyses in such matter is suggested, 

indicating that maybe the image of Sweden is not that of a country related to 

apparel goods, but to other sectors. Finally, the Japanese UNIQLO brand, like 

Zara, faithfully reflects the COO effect on product evaluation and purchase 

behavior. Consumers recognize the fact that Japanese products are of precise, 

perfect and high quality. These characteristics also reflect the idea of the country 
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itself, which is that of a country interested less in creativity and beauty and more 

in reliability. 

  Further investigation should also be conducted regarding Japanese nationalism. 

This should help understanding to what extent Japanese consumers prefer 

domestic products to foreign ones. Moreover, it could be helpful to better 

understand the role that luxury apparel goods, which are widely appreciated by 

Japanese consumers, play and compare results obtained with fast fashion analyses. 

Price is indeed a relevant characteristic when purchasing, nevertheless, as Zara 

demonstrated, consumers are disposed to pay a premium price if they believe that 

what they buy is luxurious or exclusive. 
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GLOSSARY 

 Sakoku, 鎖国 (Closing the country) 

 Kuni, 国 (Country) 

 Tozasu, 鎖す (To close) 

 Daimyo, 大名 (Feudatory, Lord) 

 Kaikoku, 開国 (Opening the country) 

 Wakon Yōsai, 和魂洋才 ( Japanese spirit, Occidental knowledge) 

 Dasai, ダサい (Out of fashion) 

 Oshare, おしゃれ (Stylish) 

 Takumi, 匠チーム (Skilled technicians) 

 Keiretsu, 系列 (Japanese conglomeration of businesses linked by cross-

shareholdings) 

 Zaibatsu, 財閥 (Japanese capitalistic monopoly) 

 Fujinkai, 婦人会 ( women’s organizations) 

 Shufuren, 主婦連 (Housewives Association) 

 Kurofune, 黒船 (Black Ships) 

 Higashi Nihon Daishinsai, 東日本大震災 (Great East Japan Earthquake)  

 Omotenashi, おもてなし (single-hearted, to achieve ) 

 Nihonjinron, 日本人論 (theories/discussions about the Japanese) 
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