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This study sought to "understand the consumer aﬁpeal of "Made in Japan”
semi-durable and non-durable goods" based on focus group interviews with U.S. consumers living in
Japan. The results of the survey confirmed that consumers appreciate Japanese brands and products
for their cleanliness, sophistication, wide selection, and simple design.

In addition, the results of an Internet questionnaire survey of U.S. consumers living in the U.S.
revealed that consumers with high NTB (need to belong) tend to have higher ethnicity to own country
/ ethnic group (in terms of nationality or ethnicity). In addition, the degree of "identification"
with Japan as perceived by these consumers was positively correlated with their liking of Japan
(country), Japanese entertainment, and Japanese people.
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