How Do Japanese People Feel About the
Global Use of Their Culture in Pop Media?

In today’s globalized world, elements of Japanese culture are widely featured in
international pop culture—through media, fashion, branding, and entertainment.
This study aims to understand how Japanese people perceive the global use of
their cultural symbols and traditions. Using Quals.ai, an Al-powered qualitative
research tool, we conducted in-depth voice interviews in Japanese, allowing
participants to express their thoughts and emotions naturally. The insights reveal
how media portrayals and cultural adaptations around the world affect the way
Japanese individuals experience and reflect on their cultural identity.
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Japanese ct is ning more in the

glob’a |zed world 'ay by day Many ‘elements
such as anime, cuisine, music, and traditional
values are welcomed with great interest across
the globe. This study aims to understand how
Japanese individuals perceive the representation
of their culture abroad and how these
representations reflect on their sense of identity.
Participants' comments point to a complex
spectrum of emotions that include both pride
and concern.

"The recognition of Japanese culture is a source of pride, but
misinterpretations are worrisome." (Male, 36)
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Between "Pride and Concern: The Spread of
Culture

The worldwide recognition of Japanese culture
evokes = mixed feelings among Japanese
individuals. On the one hand, the appreciation of
their cultural values brings happiness, while on
the other hand, incomplete or superficial
representations are seen as a threat to their
identity. With the increasing spread of their
culture, the Japanese are paying more attention
to how it is being shaped in other countries.

"If Japan's culture is misunderstood, it can affect our identity."
(Female, 39)

"It's pleasing that our culture is recognized globally, but we must be careful."
(Female, 35)
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Repr&%n ons. Ja INese ure abroad -
‘evoke complexﬁé\motlons among “individuals.
While participants appreciate the interest shown
in their culture in some contexts, they also
express concern that local adaptations in other
countries may distort its authenticity. There is a
widely shared view that Japanese identity must
be reflected without being overly simplified. In
particular, there's a strong emphasis on the need
for balance in media and pop culture
representations.

"To what extent other countries represent Japanese culture accurately is
debatable." (Female, 44)

"Many countries reinterpret Japanese culture in their own ways, which can
sometimes have negative effects." (Female, 32)
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While partlelpants say , are ope\ﬁ“to the

natural evolution of their cu ure,_ﬂ, er_time, ?ﬁey'
attach more importance to thpsi \%hange
happening within Japan itself. The evolution of

Japanese culture abroad is met with more
understanding, whereas the loss of traditions
within their own country is seen as a more
serious concern. This reflects a deeply
internalized commitment to cultural identity.

"It's not a problem if our culture changes abroad; the real issue is if it changes
within Japan." (Male, 36)

"Japanese culture must not lose its traditions." (Female, 46)
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According to the mte% iews, feeling bout how
Japanese culture is represented globally tend to
vary across age groups. Younger generations
view the global spread of their culture as an
exciting and dynamic process full of
opportunities for growth. In contrast, older
generations are more likely to perceive this
spread as carrying risks, particularly the potential

distortion or erosion of cultural values.

"Preserving our traditions is important. We can be open to change, but we
shouldn't cross certain boundaries." (Male, 43)

"| still think it's a good thing that the culture is spreading.” (Female, 37)
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Where Culture Meets Branding

- —a— //
Brands” inspired by Japanese cultu>ak presént
both an opportunity and a test for consumers.
Participants question whether brands that
incorporate cultural elements truly understand
them. They emphasize that culture should not be
used merely as a marketing tool, but rather
approached in a meaningful and respectful
manner.

"Brands must use cultural elements correctly; otherwise, they can pose a
threat." (Male, 34)

"Cultural affinity is important, but quality should not be overlooked." (Male,
34)
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Cultural Sensitivity in Brand Pef ptlon

Japanese consumers pay close attention to how
brands use Japanese culture. For participants, a
brand’s approach is not just an aesthetic choice,
but a criterion for whether it aligns with their
values. While quality always comes first, cultural
alignment also influences purchase decisions.

"A brand’s relationship with our culture may affect my preferences, but quality
is always the priority." (Female, 37)

"Brands inspired by Japanese culture may have a future full of innovation."
(Female, 46)
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" The Reflection of Cul

ure on the /4éble )8
& ! / |
Japanese cuisine has gained global popularity.
The reinterpretation of dishes like sushi and
ramen in different countries is a source of pride
but also a sensitive topic for the Japanese. The
loss of originality or detachment from cultural
context in flavors can cause discomfort among

some participants.

"The global love for sushi is a source of pride" (Female, 44)

"There are different versions of ramen in foreign countries—some are really
interesting." (Female, 37)
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Japan’s cultural export. The growing global
interest in these fields is welcomed by the
Japanese. However, some believe that certain
interpretations do not align with the spirit of
Japanese culture or are inaccurately portrayed.
Participants feel these representations should be
approached with more care.

"It's great that J-POP is finding a place on the world stage." (Female, 46)
"It's wonderful that anime films are popular worldwide." (Male, 36)

“| simply have an interest, but if they are just using a Japanese name, | look at
them with suspicion.” (Male, 34)
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While the Japanese express openness to the
transmission of their cultural elements to other
societies, they also stress that this should be
done carefully and with understanding. They
believe traditional content should be presented
not just aesthetically, but also with meaning.

"The reinterpretation of Japanese cuisine in other countries is nice, but some
versions deviate from the original." (Female, 35)

"Samurai movies are a wonderful reflection of our culture." (Female, 44)
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Global Interac

The increasing global visibility of Japanese
culture is seen by some not as a threat, but as a
great opportunity. The Japanese believe that
sharing their cultural values with the world wil
increase mutual understanding. Respect anc
accuracy in representation should be prioritizec
throughout this process.

"Global interactions offer new opportunities for Japanese culture." (Male, 34)
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—__Preserve Culture, Open to the World =
Japanese individuals believe it is important to
protect their authentic identity while sharing
their culture with the world. They emphasize the
need for accurate narration, respect, and proper
representation to prevent misinterpretations of
their culture. They manage this process with both
pride and a sense of responsibility.

"It's nice that our culture is appreciated worldwide, but misrepresentation is
not pleasant." (Female, 37)
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HE) Quals.ai Individuals' Budget Adjustments and Brand Loyalty
+ New Project Interviews ~ SmartAsk ™  Report  Research Design

[~ Insights Wall . n = -
Consumers are prJorltlzlng essentlal expenses, sw1tchlng to more affordable

D hoe brands where possible, and maintaining loyalty to trusted brands perceived as

@ SmartAsk ™ high value, while adopting strategies to cope with financial stress and maintain

mental well-being amidst inflation.

£ Agents Prioritizing Essential Expenses

In the face of inflatien and ecenomic challenges, many consumers have strategically adjusted their
budgets to focus on essential expenses. Rent, utilities, groceries, and children's education are
consistently prioritized as non-negotiable. For nce, one participant noted, "Food and groceries
are non-negotiable due to our family’s health needs," highlighting the importance of maintaining
essential living standards despite financial constraints. Many have avoided investments in property or
stocks due to economic uncertainties, choosing instead to focus on immediate needs and stability.

= Logout Brand Loyalty and Cost-Effective Alternatives
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