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The main research in this project was to quantify brand engagement, which
measures the intimate relationship between a company and its customers in Japan and abroad. The
domestic survey was conducted before and after the covid-19 outbreak. Empirical studies were
conducted based on these surveys. The results revealed differences in engagement between domestic
and foreign customers to the same brand and that the engagement with a strong brand did not change
even if the frequency of use decreased due to covid-19.
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