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In order to clarify the research topic (Conceptualization of culture
competence branding and basic research for global expansion), in the first three years, due to the
COVID-19 pandemic, the focus was on literature research, analyzing Japan®s COO (country of origin)
image, which is an important component of customer competence (a company®s cultural
competitiveness), and the signification of culture when deploying a global marketing strategy. In
the fourth and final year, after the COVID-19 pandemic had subsided, group interviews with
university students were conducted in Bangkok and Hanoi, and a hypothesis was constructed based on
the findings from these interviews. An online consumer survey was then conducted regarding the "high

quality” image, which is considered to be a strength of Japan®s COO image, and the results were
presented at an academic conference in the United States.
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Figure1:Results Of
The Path Analysis Model

CFI=0.890/TLI = 0.841/ RMSEA = 0.111/
AIC = 129214.744/ BIC = 129372.471
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w+ P <0.001, significant

Q14 was dropped by assessing variables using
the lasso regression.

All coefficients are standardized.
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