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2 Marketing Promotion
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2.3.4 Design of Japanese advertising
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3 Branding

3.1 Brand Value
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3.3 Brand-name strategies

(# #
#,) #
: *B
.
# #
!# 1
0 #
#
+#)
) #
#
#
# # o
# *4
N #)
)
Ht
#
:*
#
+#
)
HHt
) ,
), <9 :
*
H #!
1# +



# # H +
* + # +  #
# * # # + #
# HOOH# +
<#HM @ ($%%I19 : ($%%=>* # +
; , # o7
, # #
( +# # < (;CC&19: ($%%=>*
# # # ) , *0 )
# :
( + # + # F(
F M F. F M<9: ($%%=>*
3.4 Identity
JH#) # # * , #,
) * )
# )
# o ( < (;CC&19 : ($%%=>*
: # #,
* , # (
+HHo)* , ) )
#H ) OH#HH) # ( (
# , < (;CC&>* ,
( + ,* : )
) + 4
( ) #, #
* o+ , # # *0
# : * o+ # # ,
< (;CC&L #M @ ( $%%lI>* ) ,
)+ ) :
# # #H# ) # , # * #
) ) )
# <9 : ($%%=>*
8 # #H *
# ) # +*0 )
x 0 , ) #H#t
) ;) :
# * o+ #
# : ) ( #
*) (



3.5 Image

+# # #
# < (;CC&L #M @ ( $%%I19 :  ($%%=>*
# # # )
# 2 # )
<#HM @ ($%%I19 : ($%%=>*
* )
( +# #
#H# +# # * ) ) . )
<9 : ( $%%=>*" # ) #
) # , . # , #
* ( ) (
# ,< (;CC&19 o ($%%=>*
0 $ <9 : (
$%%=(# &=*> G
0 | + < *( $%%$(#
D$%>H
# () *
) * #
+ # ( ( ) $
# ) ) *
1 + <9 : (
$%%=>*
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4 Culture

4.1 The socio-cultural environment
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4.4 Female cuteness culture
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Appendices

Appendix 1 - Interview guide in Swedish
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Appendix 2 - Interview guide in English
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Appendix 3 - Interview guide 2 in Swedish and Engli  sh
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Appendix 4 - Ad comparison between Sweden and Japan
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