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Abstract

The purpose of this study is to find out the differences of nationality between Japanese
and Americans which can be seen in their respective advertisements. These differences
might be the key to understanding each country’s strategy in the market and consumer
behaviors. We compared some Japanese advertisements and American ones focusing
on the differences of their social structures and conducted surveys on what kinds of
factors are important for viewers of advertisements among Japanese and Americans. As
a result, we found that Japanese people focus more on the overall image given by the
advertisement and the importance of harmony, while American people focus more on the
details of the product and how each person can enjoy it.This study concludes that the
advertisements focusing on the harmonious atmosphere would be suitable for Japanese
viewers, while the advertisements focusing on the merits of the products would be
effective to gain the attention of American viewers.
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