Three Dimensional – The markets of Japan, Korea, and China

· Asia is one of the worlds most dynamic regions, and offers multiple opportunities for business and investors

· Asian consumers have different tastes, preferences, and moderated by different income levels.

· A tendency has occurred to group these countries together but should not be done because they are so different

· GDP and purchasing power

· Japan – $4.80 trillion, $4 trillion

· China - $1.84, $7 trillion

· Korea - $.72 trillion, $1 trillion 

· Japan Korea and China differ in their brand orientations, attitudes toward domestic and foreign products, quality and price perceptions, and product feature preference

Brand Orientation

· Japan 

· Most brand conscious and status conscious

· Love high end luxury goods

· Country represents 20% of Gucci’s world

· Prefer brands that contribute to their senses of identity and self expression

· Highly group oriented consumers

· China

· Korea 

· Sophisticated tastes

· Show immense passion for new experiences and favor premium and expensive imported products

· Great interest in generational fads and select products that follow their generations judgments and preferences

· China

· Prefer luxury goods 

· Brand and status conscious

· Consider luxury goods to be personal achievements, bringing higher social status

· Purchasing behaviors are regional

· Fourth largest market 

· “The new Japanese”

· Wealthy people hungry for brands and fanatical about spending

Domestic VS. Foreign

· Japan

· Consumers extremely demanding and have different perceptions of product made in other countries they are generally accepting of quality foreign products.

· Dominated by well established companies such as Canon, Sony, and Toyota

· Korea

· Consumers hold negative attitudes toward foreign businesses; the majority believes that these businesses transfer local wealth to other countries and crowd out small establishments

· Consumers very product and demonstrate a complicated love hate relationship with foreign brands

· Korea campaigns require significant rebranding – use of localized brands to influence local perceptions

· Country is increasingly comfortable with the presence of foreign companies

· China 

· Attitudes toward foreign products differ depending on consumers age groups

· Believe imported products under foreign brands names are more dependable

· Foreign companies such as Nike Nokia Sony have replaced well known brands

· Country’s consumers are inspired by design and function they prefer domestic brands because of their food value for the money

Quality and Price

· Japan 

· Consumers are the worlds strictest when it comes to demand for product quality and they clearly articulate their needs desires about a product or package operation

· Foreign companies don’t fully understand and meet consumers needs expectations struggle with their investments 

· To cater to them manufacturers have adopted a total quality approach

· Korea 

· Consumption has been sluggish since the financial crisis of 1997-1999

· Younger generation is at the forefront of a new and emerging patter and holds opposing expectations of preferences for low priced and high priced goods

· China

· Price sensitive and try to safeguard their income for investment

· Market is lucrative with growing demand foreign brands

Technology Features

· Japan 

· Consumers prefer high tech gadgets

· Consumer are willing to pay for better cooler features and technological sophistication

· Because of small living quarter, manufacturers have become experts at minimizing and creating multifunction devices

· Korea 

· Most wired country in the world is a leader in internet usage and high the industries such as mobile phones, liquid crystals, and semiconductors

· Cyberspace reaches more than ¼ of the population

· China 

· Imperative for companies o understand the major difference in consumer behavior between generations

· Young consumers are passionate about the latest developments

· 40’s and 50s consumers are price conscious, brand loyal, and less sensitive to technology

Recommendations

· Marketers need to tailor country specific strategies to target consumers in Korea, Japan, and China

· The existence of strategically equivalent segments suggests a geocentric approach to global markets

· Similarities allow for standardized strategies across national boundaries

· Companies not only preserve consumer orientation, but also reduce the number of marketing mixes they have to offer

