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health-oriented products, significantly influence Japanese consumer preferences. However,
challenges remain due to increasing health consciousness and competitive market dynamics. The
Consumer Behavior study contributes to understanding how multinational brands adapt to culturally distinct markets
and offers practical recommendations for enhancing brand engagement in Japan. These insights
extend to other global brands seeking success in culturally diverse environments.
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1. Introduction

Coca-Cola is widely regarded as one of the most iconic and successful global brands, known for its expansive
beverage portfolio and powerful marketing strategies since its founding in 1886 (Tian, 2024). Operating in more
than 200 countries and serving billions of beverages daily, the company’s dominance is not merely a result of its
product offerings but also its ability to tailor brand strategies across diverse cultural environments (Ahmed &
Johnson, 2022). As a case study in international branding, Coca-Cola offers valuable insights into how brand
identity and strategic messaging can influence consumer behavior on a global scale (Mohamed & Unsalan,
2023).

The Japanese beverage market stands out as a uniquely complex and sophisticated segment characterized by
high consumer expectations, cultural specificity, and an evolving orientation toward wellness and innovation
(Kotabe & Young, 2016). Unlike Western markets where Coca-Cola typically emphasizes universal themes such
as fun, freedom, and global unity, Japanese consumers expect deeper cultural relevance in brand messaging.
Marketing strategies in Japan must therefore align with local norms, aesthetic preferences, and traditional
values, including harmony, seasonality, and quality (Huang, 2024).

Recognizing these cultural nuances, Coca-Cola has developed Japan-specific branding initiatives, including the
release of limited-edition products, seasonal packaging, and beverages tailored to local tastes and dietary
concerns (Ahmed & Johnson, 2022). For example, the company has successfully launched products infused with
green tea, vitamins, and reduced sugar content—addressing the country’s growing health consciousness (Huang,
2024). Marketing campaigns often incorporate elements of Japanese festivals, historical motifs, and cultural
narratives to establish emotional resonance with domestic consumers (Wang, Lee, & Tanaka, 2022). These
localized branding tactics have played a crucial role in sustaining the brand’s visibility and relevance within a
competitive and culturally discerning market.
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Despite these efforts, Coca-Cola continues to face challenges in retaining consumer loyalty in Japan, especially
amid rising concerns over health, environmental sustainability, and market saturation (Wang et al., 2022). The
Japanese consumer landscape values trust, heritage, and authenticity, and brands must continuously adapt to
meet evolving expectations. Therefore, understanding how Coca-Cola’s global branding intersects with
localized marketing practices becomes essential for analyzing the company’s influence on Japanese consumer
behavior (Shad & Olukemi, 2024).

This study seeks to explore the branding strategies employed by Coca-Cola in Japan and examine their impact
on consumer purchasing behavior. Specifically, the research investigates how cultural adaptation, brand
recognition, and product differentiation shape consumer attitudes and loyalty. By focusing on Coca-Cola’s
strategic navigation of a culturally rich and competitive environment, the study contributes to broader
discussions on international marketing, cross-cultural branding, and consumer psychology in non-Western
contexts (Mohamed & Unsalan, 2023; Shad & Olukemi, 2024).

2. Literature Review

The Japanese beverage market presents a unique landscape, shaped by culturally rooted consumer preferences,
distinct health trends, and evolving demands for innovation (Kotabe & Young, 2016). Within this context,
Coca-Cola has become a dominant player, leveraging global branding alongside strategic cultural adaptations to
influence purchasing behavior (Murayama, 2020). This literature review explores key elements that shape
Coca-Cola’s branding success in Japan, focusing on brand awareness, cultural adaptation, product
differentiation, and health consciousness. Understanding these factors is critical for multinational brands
navigating culturally distinct markets such as Japan (Sasaki, Nummela, & Ravasi, 2021).

Brand awareness significantly shapes consumer purchasing behavior by reducing perceived risk and increasing
trust. Aaker’s (1991) Brand Equity Model identifies five dimensions—brand awareness, brand loyalty,
perceived quality, brand associations, and proprietary brand assets—that contribute to consumer decisions. In
Japan, Coca-Cola’s global visibility and consistent visual identity enhance its brand equity and build credibility
among discerning consumers (Kotabe & Young, 2016).

Research shows a strong correlation between brand awareness and purchase intention. Christodoulides,
Cadogan, and Veloutsou (2015) found that familiarity with a brand not only increases consumer trust but also
makes purchasing decisions easier. In Japan, Coca-Cola benefits from high product visibility through vending
machines, convenience stores, and limited-edition packaging that reinforces recall (Murayama, 2020). This
strategic emphasis on visibility sustains Coca-Cola’s top-of-mind status among Japanese consumers (Kotabe &
Young, 2016).

Effective cultural adaptation is critical in markets like Japan where consumer preferences are closely tied to
tradition, seasonal events, and aesthetic values. Sasaki et al. (2021) emphasize the importance of managing
cultural embeddedness through selective targeting, localized campaigns, and product customization. Coca-Cola
has implemented these strategies by aligning campaigns with Japanese festivals and incorporating traditional
symbols into marketing materials (Murayama, 2020).

Suarez, Hugo, and Paris (2020) highlight that storytelling, nostalgia, and community-focused messaging
resonate well with Japanese audiences. Coca-Cola’s campaigns in Japan often emphasize these themes to create
emotional connections. Moreover, its digital marketing presence on platforms like LINE and Instagram
demonstrates an understanding of Japan’s tech-savvy, mobile-first culture (Leopizzi, 2022).

The Theory of Planned Behavior and Brand Equity Theory offer useful frameworks for understanding consumer
choices in the Japanese beverage market. The former suggests that attitudes, subjective norms, and perceived
control influence behavior (Suarez et al., 2020). In Japan, where collectivist values shape purchasing habits,
Coca-Cola leverages group-oriented messaging to build social appeal (Kotabe & Young, 2016).

70



Jesselton Journal of Educators and Scholars (JJES)
Issue (1) — Volume (2) - 2025 - e- ISSN: 3009-0881

Christodoulides et al. (2015) applied Brand Equity Theory internationally, demonstrating that perceived quality
and brand associations are critical in influencing loyalty and repurchase. Coca-Cola’s consistent quality and
alignment with Japanese cultural values reinforce its strong positioning in the market.

The increasing health consciousness among Japanese consumers has prompted a shift in beverage preferences
toward products with functional benefits, lower sugar content, and natural ingredients (Nishitani, Sakakibara, &
Akiyama, 2015). This trend is particularly evident among younger demographics seeking wellness through
dietary choices (Leopizzi, 2022).

Coca-Cola has responded by launching health-oriented products such as Coca-Cola Plus and various zero-sugar
options (Murayama, 2020). This responsiveness aligns with consumer demand for transparency, wellness, and
mindful consumption. The company’s innovation in this area also helps it address regulatory scrutiny on sugary
beverages while maintaining market share (Kotabe & Young, 2016).

In a saturated market like Japan’s, product variety and localization are essential for competitive advantage.
Coca-Cola has differentiated itself through an expansive product portfolio, offering hundreds of beverages
tailored to Japanese tastes (Murayama, 2020). This includes traditional flavors and seasonal offerings that cater
to Japan’s appreciation for novelty and exclusivity (Sasaki et al., 2021).

The brand’s product innovation strategy is reflected in functional beverages and new packaging styles that align
with consumer trends (Leopizzi, 2022). Nishitani et al. (2015) argue that product customization for health,
flavor, and design contributes significantly to repeat purchases, especially in health-conscious segments.

Coca-Cola’s success in the Japanese beverage market stems from its multifaceted branding strategy that
combines global consistency with cultural adaptation. Strong brand awareness, culturally relevant marketing,
product innovation, and responsiveness to health trends are all instrumental to its sustained consumer loyalty
(Kotabe & Young, 2016; Murayama, 2020). Theories such as the Theory of Planned Behavior and Brand Equity
Theory provide a useful lens to interpret Coca-Cola’s approach.

Future global branding efforts in Japan must continue to address evolving health concerns, leverage digital
platforms, and localize offerings without compromising brand identity. Coca-Cola’s ability to achieve this
balance serves as a model for multinational corporations aiming to navigate culturally unique markets
effectively.

3. Research Methodology
3.1 Research Design

This study adopts a qualitative research approach to explore the influence of Coca-Cola’s branding on consumer
purchasing behavior in the Japanese beverage market (Shaikh, 2023). Qualitative research is particularly
suitable for this investigation as it enables researchers to explore and understand the meanings individuals or
groups ascribe to social phenomena, providing rich insights into consumer motivations, attitudes, and cultural
influences (Braun & Clarke, 2006; Hammarberg et al., 2016). The qualitative approach allows for an in-depth
examination of the complex cultural nuances and consumer behaviors that characterize the Japanese market,
which would be difficult to capture through quantitative methods alone (Ridder, 2017).

The research employs a thematic analysis methodology, specifically following Braun and Clarke’s reflexive
thematic analysis framework. This approach is well-suited for identifying, analyzing, and interpreting patterns
of meaning within qualitative data, particularly when examining consumer experiences and cultural influences
on purchasing decisions (Braun & Clarke, 2006; Delahunt & Maguire, 2017). Thematic analysis provides the
flexibility needed to explore the multifaceted nature of branding influence while maintaining methodological
rigor.
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3.2 Data Collection Method
3.2.1 Semi-Structured Interviews

The primary data collection method employed in this study is semi-structured interviews with Japanese
consumers. Semi-structured interviews are particularly appropriate for this research as they allow for focused
exploration of predetermined topics while providing flexibility to explore emergent themes and follow up on
interesting responses (Kallio et al., 2016; Mehmood et al., 2022). This method enables researchers to gather
rich, detailed information about participants’ experiences, perceptions, and decision-making processes regarding
Coca-Cola products.

The interview guide was designed to cover four main areas: brand awareness and recognition, cultural
influences on purchasing decisions, product preferences and differentiation, and the impact of marketing
strategies on consumer behavior. Open-ended questions were formulated to encourage participants to share their
experiences and perspectives in detail, allowing for the exploration of cultural nuances and personal motivations
that influence their beverage choices (Loubere, 2017)

Table 1: Interview Guide Framework

Research Question Interview Topics Sample Question Expected Themes
RQ1: Role of Brand Recognition; trust; quality | What does Coca-Cola mean | Brand recognition;
Awareness perception to you in terms of quality? | quality associations

RQ2: Cultural Influences Japanese values; seasonal | How do cultural festivals | Cultural alignment;

events; social norms affect your choice? seasonal consumption
RQ3: Product Health options; flavor Which products do you |Health consciousness;
Differentiation preferences; innovation prefer and why? innovation appeal
. .. Which ad campaign Emotional
RQ4: Impact of Marketing Advertising resonance; . palg
. . . influenced you most and | engagement; cultural
Strategies emotional connection
how? relevance

3.2.2 Participant Selection and Sampling

This study employed purposive sampling to select participants who could provide the most informative insights
regarding Coca-Cola’s influence on Japanese consumer behavior. Purposive sampling is a deliberate,
non-random sampling strategy that selects participants based on the researcher’s judgment about their ability to
contribute meaningful information to the study (Jasem, 2024). The target population consisted of Japanese
consumers aged 20-50 years who regularly purchase beverages and have experience with Coca-Cola products
(Saunders et al., 2019).

A total of 30 participants were recruited to ensure sufficient data saturation while maintaining the depth of
analysis characteristic of qualitative research. The sample included diverse demographics in terms of age,
gender, occupation, and geographic location within Japan to capture a broad range of perspectives and
experiences. Participants were recruited through various channels including social networks, community
centers, and consumer groups to ensure representativeness across different segments of the Japanese population
(Shaikh, 2023).
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3.3 Data Analysis

The collected interview data underwent thematic analysis following Braun and Clarke’s six-phase framework:
familiarization with the data, generating initial codes, searching for themes, reviewing themes, defining and
naming themes, and producing the final report (Braun & Clarke, 2006; Delahunt & Maguire, 2017). This
systematic approach ensures methodological rigor while allowing for the identification of meaningful patterns
within the data.

Figure 1:Phases of Thematic Analysis

Familiarizing with
data

Producing your Assigning data
report preliminary codes

Defining and
naming themes

Reviewing
themes

The analysis process began with the transcription of all interview recordings, followed by repeated reading of
the transcripts to achieve familiarization with the data. Initial codes were generated inductively, allowing themes
to emerge from the data rather than imposing predetermined categories. The coding process focused on
identifying segments of data that related to the research objectives, including brand awareness, cultural
influences, product preferences, and marketing effectiveness.

Following the initial coding phase, codes were organized into potential themes through an iterative process of
comparison and refinement. The themes were then reviewed and refined to ensure they accurately represented
the data and addressed the research questions. The final themes were defined and named to capture the essence
of the patterns identified in the data, providing a coherent narrative about Coca-Cola’s influence on Japanese
consumer behavior (Ridder, 2017).
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3.4 Ethical Considerations

This research adhered to established ethical guidelines for qualitative studies to ensure the protection and
well-being of participants. Informed consent was obtained from all participants prior to their involvement in the
study, with clear explanations provided regarding the research purpose, data collection procedures, and intended
use of the findings (Sedgwick & Spiers, 2009). Participants were informed of their right to withdraw from the
study at any point without consequence.

Confidentiality and anonymity were maintained throughout the research process. All personal identifying
information was removed from transcripts and replaced with pseudonyms to protect participant identity.
Interview recordings and transcripts were stored securely and accessed only by the research team. Participants
were assured that their responses would be used solely for academic purposes and that no individual responses
would be identifiable in the final report.

The research also considered cultural sensitivity given the cross-cultural nature of the study. Interview questions
were carefully designed to respect Japanese cultural norms and values, and the researcher demonstrated cultural
awareness throughout the data collection process to ensure participants felt comfortable sharing their
experiences and perspectives (Schrauf, 2016).

4. Findings

Figure 2: Conceptual Framework of the Influence of Branding Elements on Purchase Intent and Brand Loyalty

Brand Awareness & Trust

Cultural Adaptation
PURCHASE INTENT| —04 ——————» Brand Loyalty
Product Differentiation

Marketing Effectiveness

All participants exhibited high recognition of the Coca-Cola brand, describing it as synonymous with consistent
quality and reliability in beverages (Macdonald & Sharp, 2000). Brand awareness served as a cognitive shortcut,
reducing perceived risk and simplifying decision making during purchase selection (Macdonald & Sharp, 2000).
The familiarity of the Coca-Cola logo instilled immediate confidence in product quality, encouraging consumers
to trial new or limited-edition variants without hesitation (Suzanne, Hugo, & Paris, 2020).

Participants consistently linked brand awareness to perceptions of superior quality, favorably differentiating
Coca-Cola from local competitors with stringent quality standards (Macdonald & Sharp, 2000). In busy retail
environments, consumers defaulted to Coca-Cola products because the familiar brand alleviated decision
complexity and reinforced trust in taste consistency (Macdonald & Sharp, 2000).

Interviewees praised Coca-Cola’s culturally attuned campaigns, notably cherry blossom—themed packaging
during spring and New Year motifs, as demonstrating deep respect for Japanese traditions (Braun & Clarke,
2006). Consumers reported that seasonal campaigns fostered emotional connections by aligning product releases
with cultural celebrations, enhancing brand relevance and local affinity (Delahunt & Maguire, 2017).
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Coca-Cola’s emphasis on community in marketing—portraying family gatherings and school events—resonated
with Japan’s collectivist culture, promoting social cohesion and shared experiences (Suzanne, Hugo, & Paris,
2020). Such messaging reinforced Coca-Cola’s image as a beverage for communal celebrations, distinguishing it
from competitors lacking similar cultural integration (Bingham, 2018).

Consumers valued Coca-Cola’s health-focused variants, including fiber-enriched Coca-Cola Plus and
sugar-reduced options, which aligned with growing wellness trends in Japan (Braun & Clarke, 2006). These
innovations demonstrated Coca-Cola’s responsiveness to consumer demand for functional benefits while
preserving familiar taste profiles (Macdonald & Sharp, 2000).

Participants expressed enthusiasm for limited-edition flavors such as yuzu and green tea, viewing them as
culturally relevant innovations that stimulated trial and heightened engagement (Delahunt & Maguire, 2017).
Flavor diversity satisfied Japanese consumers’ desire for novelty and cultural resonance, bolstering brand
loyalty in a mature market (Macdonald & Sharp, 2000).

Consumers appreciated Coca-Cola’s cohesive multi-channel campaigns that spanned television, social media,
and point-of-sale activations, reinforcing brand identity across touchpoints (Braun & Clarke, 2006). This
integrated approach enhanced perception of professionalism and consistency, strengthening overall brand impact
(Suzanne, Hugo, & Paris, 2020).

Coca-Cola’s smart vending machines with touchscreen interfaces and cashless payments delivered convenience
and novelty, aligning with Japanese expectations for technological efficiency (Delahunt & Maguire, 2017). The
machines’ exclusive offerings and seamless digital experience augmented brand interaction and loyalty in
technology-forward urban settings (Macdonald & Sharp, 2000).

Figure 3: Distribution of Participant Mentions

Brand Awareness & Trust

Cultural Adaptation & Emotional Resonance

Marketing Effectiveness & Digital Engagement |

Product Differentiation & Health Consciousness

0 20 40 60 80 100
Percentage (%)

Findings underscore that Coca-Cola’s success in Japan hinges on an authentic blend of global brand consistency
with deep local adaptation—spanning product innovation, culturally aligned marketing, and digital convenience
(Bingham, 2018). Consumers recognized genuine cultural sensitivity versus tokenistic efforts, reinforcing the
importance of comprehensive localization strategies for global brands in diverse markets (Braun & Clarke,
2006).
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Despite positive perceptions, health concerns over traditional soft drinks persist, necessitating continued focus
on wellness-oriented products and transparent health communications (Suzanne, Hugo, & Paris, 2020).
Environmental sustainability also emerged as a prospective differentiator, with consumers expecting brands to
adopt eco-friendly packaging and practices (Delahunt & Maguire, 2017).

5. Conclusion

Coca-Cola's sustained prominence in Japan exemplifies how strategic branding can successfully merge a
cohesive global identity with nuanced local adaptation. By leveraging its internationally recognized logo and
contour bottle, the company has cultivated an unwavering brand awareness that serves as a cognitive shortcut
for Japanese consumers, instilling confidence in product quality and reliability. This pervasive familiarity,
reinforced across generations, fosters deep emotional connections as consumers associate Coca-Cola with
nostalgia and communal moments, thereby embedding the brand within family traditions and social rituals.

Beyond mere recognition, Coca-Cola's marketing initiatives in Japan demonstrate a sophisticated understanding
of cultural resonance. Seasonal campaigns featuring sakura motifs and limited-edition packaging tap into Japan's
profound appreciation for seasonality and aesthetic elegance, aligning product launches with culturally
significant events and creating meaningful consumer engagement. These efforts convey genuine respect for
local traditions and distinguish Coca-Cola from global competitors that fail to localize their messaging
authentically. Yet, balancing the veneration of heritage with innovation remains a delicate endeavor; while older
demographics cherish familiar cultural symbols, younger consumers increasingly demand digitally immersive
experiences that merge technological interactivity with cultural authenticity.

Responding to Japan's burgeoning health consciousness, Coca-Cola demonstrated remarkable agility by
introducing functional beverages such as Coca-Cola Plus, certified under the nation's rigorous FOSHU system.
This innovation successfully marries the classic cola taste with scientifically supported health benefits,
illustrating the brand's ability to evolve without compromising its core identity. Moreover, the strategic rollout
of seasonal and region-specific flavors—yuzu, matcha, and various fruit blends—demonstrates Coca-Cola's
commitment to understanding and satisfying local palate preferences, stimulating trial purchases and reinforcing
brand relevance in Japan's saturated beverage market. Despite these innovations, Japanese consumers have
increasingly voiced concerns over environmental sustainability, creating pressure for brands to adopt more
eco-friendly packaging solutions and demonstrate genuine corporate responsibility.

In a market fundamentally characterized by collectivist values and an emphasis on social harmony, Coca-Cola's
emphasis on community in its advertising campaigns resonates profoundly with Japanese cultural sensibilities.
By consistently featuring family gatherings, school festivals, and communal celebrations, the brand positions
itself as a facilitator of shared experiences, reflecting Japan's deep-rooted social cohesion while reinforcing
emotional loyalty among consumers. Meanwhile, the company's integration of advanced vending-machine
technology—offering  cashless payments, touchscreen customization, and exclusive product
releases—capitalizes brilliantly on Japan's technological sophistication, enhancing convenience and novelty
while reinforcing the brand's innovative image.

The theoretical implications of this research underscore the critical importance for global brands to develop
culturally adaptive strategies that honor local dimensions while maintaining brand integrity. The success of
emotional branding, wellness-oriented marketing, and digital engagement in the Japanese context provides
valuable insights for international brand management. From a practical standpoint, Coca-Cola's experience
suggests that future success will depend on broadening cultural integration beyond seasonal campaigns to
encompass additional Japanese festivals and traditions, deepening digital engagement through emerging
technologies like augmented reality, expanding health-oriented product portfolios with functional offerings such
as probiotics, and accelerating sustainability initiatives through innovative packaging solutions.
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Looking toward the future, several research opportunities emerge from this study's findings. Investigating the
impact of immersive digital campaigns on youth brand loyalty could provide crucial insights for engaging
younger demographics. Assessing how environmental initiatives influence purchase intent will become
increasingly important as sustainability concerns grow. Examining regional consumption patterns across Japan's
diverse prefectures could reveal untapped market opportunities, while investigating mechanisms of
intergenerational loyalty in collectivist societies could inform broader international marketing strategies.

As global competition intensifies and consumer expectations continue to evolve, Coca-Cola's Japanese
experience offers a compelling blueprint for multinational brands seeking success in culturally distinct markets.
The key lies in harmonizing global brand equity with genuine local authenticity, fostering emotional resonance
through cultural understanding, and maintaining strategic agility in responding to shifting consumer priorities.
By championing cultural empathy while driving innovation, brands can secure enduring success even in the
world's most culturally nuanced and demanding markets. The lesson from Japan is clear: authentic cultural
adaptation, combined with unwavering commitment to quality and innovation, creates the foundation for
sustained brand loyalty and market leadership in an increasingly diverse global marketplace

References

Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a brand name. Free Press.

Adeniyi, A. G., Amusa, V. T., Iwuozor, K. O., & Emenike, E. C. (2022). Thermal recycling strategy of
Coca-Cola PVC label films by its co-carbonization with Terminalia ivorensis leaves. Cleaner Engineering
and Technology, 11, 100564. https://doi.org/10.1016/j.clet.2022.100564

Ahmed, K., & Johnson, P. (2022). International marketing of global brands: Balancing localization and
standardization. Journal for ReAttach Therapy and Developmental Diversities, 5(2), 366—371.

Belk, R. W. (2013). Extended self in a digital world. Journal of Consumer Research, 40(3), 477-500.
https://doi.org/10.1086/671052

Bingham, A. J. (2018). Structuring a qualitative findings section. Teaching and Learning in Nursing, 13(2),
123-128.

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in Psychology,
3(2), 77-101.

Christodoulides, G., Cadogan, J. W., & Veloutsou, C. (2015). Consumer-based brand equity measurement:
Lessons learned from an international study. International Marketing Review, 32(3/4), 307-328.

Delahunt, B., & Maguire, M. (2017). Doing a thematic analysis: A practical, step-by-step guide for learning and
teaching scholars. AISHE-J: The All Ireland Journal of Teaching and Learning in Higher Education, 8(3),
3351-33514.

Fournier, S. (1998). Consumers and their brands: Developing relationship theory in consumer research. Journal
of Consumer Research, 24(4), 343-373. https://doi.org/10.1086/209515

Hammarberg, K., Kitkman, M., & de Lacey, S. (2016). Qualitative research methods: When to use them and
how to judge them. Human Reproduction, 31(3), 498-501.

Hofstede, G. (1980). Culture s consequences: International differences in work-related values. Sage.

Huang, L. (2024). Research on the integration of localized communication and marketing strategies of global
brands in cross-cultural contexts. Humanities and Social Sciences Communications, 11(1), 1-12.

77



Jesselton Journal of Educators and Scholars (JJES)
Issue (1) — Volume (2) - 2025 - e- ISSN: 3009-0881

Jasem. (2024). Purposive sampling: A review and guidelines for quantitative research. Journal of Applied
Sciences and Engineering Management, 2(4), 1-15.

Kallio, H., Pietild, A. M., Johnson, M., & Kangasniemi, M. (2016). Systematic methodological review:
Developing a framework for a qualitative semi-structured interview guide. Journal of Advanced Nursing,
72(12), 2954-2965.

Kotabe, M., & Young, M. N. (2016). A chronicle of marketing practices and consumer culture in Japan.
International Journal of Business and Management Invention, 5(9), 43—49.

Kotler, P., & Keller, K. L. (2012). Marketing management (14th ed.). Pearson.

Kotsi, F., Balakrishnan, M. S., Michael, 1., & Ramsgy, T. Z. (2018). Place branding: Aligning multiple
stakeholder perceptions of visual and auditory communication elements. Journal of Destination Marketing
& Management, 7, 112—130. https://doi.org/10.1016/j.jdmm.2017.09.002

Leopizzi, F. (2022). Beverage marketing in Japan: How marketing can affect consumer’s view about a certain
product [Master’s thesis, Ca’ Foscari University of Venice].

Loubere, N. (2017). Questioning transcription: The case for the systematic and reflexive interviewing and
reporting (SRIR) method. Forum Qualitative Sozialforschung / Forum: Qualitative Social Research, 18(2),
Article 15.

Macdonald, E. K., & Sharp, B. (2000). Brand awareness effects on consumer decision making for a common,
repeat purchase product: A replication. Journal of Business Research, 48(1), 5-15.

Mehmood, F., Ajmal, M., Hassan, M., & Hussain, S. (2022). Semi-structured interview: A methodological
reflection on the development of a qualitative research instrument for technology adoption research. /JOSR
Journal of Research & Method in Education, 12(1), 22-29.

Mohamed, Z. A., & Unsalan, M. (2023a). Cultural influence on consumer behavior: Strategies for adapting
marketing campaigns in a globalized world. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.4466994

Mohamed, Z. A., & Unsalan, M. (2023b). The effect of Hofstede cultural dimensions on brand equity: The
mediating role of perceived usefulness. Nevsehir Haci Bektas Veli University Journal, 13(2), 141-158.

Murayama, T. (2020). A case study of Coca-Cola Company in Japan. The Bulletin of the Institute for Research
of Accounting, 12, 33-46.

Narvaez Rojas, C., Alomia Pefiafiel, G. A., Loaiza Buitrago, D. F., & Tavera Romero, C. A. (2021). Society 5.0:
A Japanese concept for a  superintelligent society.  Sustainability,  13(12), 6567.
https://doi.org/10.3390/su13126567

Nishitani, N., Sakakibara, H., & Akiyama, I. (2015). Correlation between non-alcoholic beverage consumption
and  alcohol  drinking behavior among  Japanese  youths.  Health, 7(2), 186-194.
https://doi.org/10.4236/health.2015.72022

Reichertz, J. (2007). Abduction: The logic of discovery of grounded theory. Forum Qualitative Sozialforschung
/ Forum: Qualitative Social Research, 8(2), Article 13.

Ridder, H. G. (2017). The theory contribution of case study research designs. Business Research, 10(2),
281-305.

78



Jesselton Journal of Educators and Scholars (JJES)
Issue (1) — Volume (2) - 2025 - e- ISSN: 3009-0881

Sasaki, I., Nummela, N., & Ravasi, D. (2021). Managing cultural specificity and cultural embeddedness when
internationalizing: Cultural strategies of Japanese craft firms. Journal of International Business Studies, 52,
245-281. https://doi.org/10.1057/s41267-020-00344-8

Saunders, M., Lewis, P., & Thornhill, A. (2019). Research methods for business students (8th ed.). Pearson.

Schrauf, R. W. (2016). Mixed methods interviews with immigrant Latinas for dementia caregivers: Articulating
approaches to cross-language analysis. Journal of Cross-Cultural Gerontology, 31(2), 121-139.

Sedgwick, M., & Spiers, J. (2009). The use of videoconferencing as a medium for the qualitative interview.
International Journal of Qualitative Methods, 8(1), 1-11.

Shaikh, A. A. (2023). Qualitative research: Essence, types and advantages. Creative Education, 14(12),
2885-2896.

Shad, R., & Olukemi, O. (2024a). The impact of cultural factors on consumer behavior. Economics of Transport
Complex, 44, 171-178.

Shad, R., & Olukemi, O. (2024b). The influence of culture on consumer behavior. EasyChair Preprint, 14023.

Suarez, L., Hugo, N., & Paris, C. M. (2020). Understanding Japanese consumer behaviour and cultural
relevance of gift giving. African Journal of Hospitality, Tourism and Leisure, 8(4), 1-15.

Suhaily, L., & Darmoyo, S. (2017). Effect of product quality, perceived price and brand image on purchase
decision mediated by customer trust. Jurnal Manajemen, 21(2), 179-194.
https://doi.org/10.25105/jm.v21i2.1887

Taguchi, C., Fukushima, Y., Kishimoto, Y., Suzuki-Sugihara, N., Saita, E., Takahashi, Y., & Kondo, K. (2015).
Estimated dietary polyphenol intake and major food and beverage sources among elderly Japanese.

Nutrients, 7(12), 10269-10281. https://doi.org/10.3390/nu7125534

Tian, R. (2024). Research on marketing strategies adopted by Coca Cola brand. Academic Journal of Economics
and Management, 4(15), 110-115.

Wang, Y., Li, X., Chen, M., & Liu, S. (2022). Consumer perceptions of brand localness and globalness in
cross-cultural emerging markets. Frontiers in Psychology, 13, 919020.

79



