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Brand Equity in Japanese Market

Matsumura Takao and Kim Moon Ho

Abstract

Brand Equity Theory proposed by D.A. Aaker has got a keen interest from
many reseachers in the U.S.A.. So was it in Japan. His theory, however, is not
easily applicable in Japanese Market for several reasons. First, the value of
brand is given to the company itself rather than to items in Japan, and therefore
the comercial activities tend to focus on propaganding the name of the company
instead of the quality of items. Second, the life of the Japanese brand is very
long, while that of American is fairly short. Thirdly, Japanese customers are
usually satisfied with high esteem of the company and/or their good remember-
ing given from the former experience of buying them. Finally, the Japanese
comertial adopts image strategy rather than substantive strategy.
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