C. Regulatory Environment

a. Government and Private Business Firms

1. Japan’s economic development is primarily the product of private businesses, but the government has had some direct impact on the nation’s prosperity; there is a strong alliance between private industries and government (Library of Congress: Country Studies. Japan:  The Role of Government and Business).

1. The government helped initiate new industries, lessen the effects of economic depression, build a sound economic infrastructure, and protect the living standards of its people (Library of Congress: Country Studies. Japan:  The Role of Government and Business).

2. The Ministry of Finance establishes low interest rates to reduce the cost of investment funds to corporations and in turn promote industrial expansion.  The Ministry of Finance is also responsible for the regulation of production as well as the distribution of goods and services.  The plans that are executed under the Ministry of Finance ensure that government and private business relations in Japan will continue to maintain a strong association (Library of Congress: Country Studies. Japan:  The Role of Government and Business).

3. In general, the policies created by the Japanese government allow private businesses to regulate their own operations as long as overriding Japanese laws and principles are being upheld.  The government wants the country to continue its economic prosperity and sees private businesses as an effective way for this to be done (Library of Congress: Country Studies. Japan:  The Role of Government and Business).

b. Requirements and Limits for the Use of Different Media by Advertisers

1. For advertisements on TV, Japanese advertisers must be careful not to directly state a specific point of view (DeMooij, 281).

1. This makes viewers uncomfortable and is seen as an “insult” to the consumer’s intelligence.

2. Advertisers in all media must be careful not to criticize or directly compare their product to a competitor’s product (DeMooij, 281).

1. Face saving is a very important value concept in Japan and talking about a competitor’s product can be seen as degrading and disrupts the Asian value of harmony as well.

3. Tobacco product advertisements cannot be placed on TV, radio, movies, outdoor billboards, or internet (Report Q 151 – aippi.org)

1. Tobacco ads also cannot be placed in newspapers or magazines intended for minors

4. Alcohol product advertisements have specific time restrictions deeming when they can be aired

1. Alcohol ads may only be aired:  Monday – Friday 5:00 a.m. – 6:00 p.m. Saturday, Sunday, and National Holidays 5:00 a.m. – 12:00 a.m.

2. Alcohol commercials may not be aired during shows geared towards minors and may not be printed in newspapers or magazines geared towards minors.

c. Government Restrictions on Advertising Content

1. The Japan Advertising Agencies Association (JAAA) is another organization that has set up a code of advertising ethics that advertisements in Japan must adhere to. This code sets out standards that advertising must follow and are things that advertisers must consider when creating a product campaign. (JAAA Code of Ethics).  

1. JAAA Advertising Ethics states that advertising must:

a. Be honest and live up to the trust placed in it by society

b. Be of quality, be positive, and contribute to a healthy life

c. Offer information that is primarily of benefit to the consumer

d. Respect scientific facts and contribute to effective economic activities

e. Pursue beauty and strive to bring joy to the hearts of people

2. JAAA Creative Code states that advertising:

a. Should spread freedom of expression from the position of social order

b. Must respect creativity and avoid imitation and plagiarism

c. Must respect the truth and not exaggerate nor spread untruths

d. Must be honest and not use obscure language or contents or other expressions with lead to misunderstandings

e. Must be unbiased and not slander or attack others

f. Must uphold dignity and avoid expressions of unpleasantness

g. Must not debase healthy social customs

h. Must take care not to impede the education of youth

2. The Japan Advertising Regulatory Organization (JARO) receives complaints and inquiries concerning advertising.  JARO reviews the complaints and if the complaints are found to be valid, the advertisers are then notified and asked to change the advertisement so that it is more acceptable.  This board receives complaints from the public after an ad has been released. (Restrictions: Japan Advertising Regulatory Organization)

1. JARO states that advertising will:

a. Be fair and truthful

b. Not be harmful to consumers

c. Be made in consideration of the advertisement’s impact on  youth and children

d. Be decent and pursuant of social values and customs

e. Be in compliance with relevant laws and regulations, as well as public policy

f. Should use simple expressions and avoid excessive confusing noise

g. Should respect related laws, moral regulations, and use honest expressions.

d. Rules for Advertising Certain Products (aippi reports)


1. Pharmaceuticals

1. Advertisements of pharmaceuticals for special diseases and of other pharmaceuticals are restricted by law and by the government

a. Ads for pharmaceuticals for cancer, sarcoma, and leukemia are only allowed in newspapers or magazines containing articles about the cancers or cancer treatments.

b. Ads for pharmaceuticals that require a prescription from a doctor or dentist and ads for medical instruments cannot be made to the general public and are allowed in media that will be viewed only by health professionals.

2. Tobacco

1. Tobacco product ads cannot be viewed on television, radio, movies, billboards or internet

2. Samples of tobacco cannot be distributed to the public on the streets

a. Delivery of samples has to be made directly to the store, bar/restaurant, or event site

3. Tobacco ads and sales promotions cannot be made for minors

4. Celebrities and/or characters popular among minors cannot be used in product advertisements

5. Tobacco ads cannot be placed in newspapers or magazines geared towards minors

6. Billboards presenting tobacco products cannot be placed around primary, junior high, or high schools

7. Pictures of women smoking cannot be used in tobacco ads

8. Tobacco ads cannot be placed in newspapers or magazines geared towards women

3. Alcohol

1. TV commercial messages advertising alcohol cannot be made during the following times:

a. Monday – Friday: 5:00 a.m. – 6:00 p.m.

b. Saturday, Sunday, and National Holidays:  5:00 a.m. – 12:00 a.m.

2. Alcohol ads cannot be made during TV or radio programs intended for minors

3. Alcohol ads cannot be placed in newspapers or magazines intended for minors

4. If at all possible, alcohol ads should not appears in spots immediately before or after TV and radio programs geared towards minors

4. Anyone who violates these laws will be punished and subject to varied sanctions and/or fines

e. Government Restrictions on the Use of Imported Materials or Personnel in Advertising

1. Japanese consumers are very fond of and responsive to celebrity presence in advertisements.  In fact, many Japanese actors gain popularity and recognition by performing in commercials before they break into mainstream movies and television (DeMooij p. 282)

2. Japanese values are not becoming Westernized, but there is an increase in the use of Westernized products.  These products often keep the same logo and image in Japan, and therefore, these imported materials end up in advertisements.  (DeMooij p. 26)

3. Japanese culture is not becoming westernized, but with the presence of more Western brands and products, it is likely that Western celebrities will also cross over.  Since Japanese consumers are responsive to the use of celebrities in advertising, it is likely that as long as the person in the commercial is viewed as a celebrity to Japanese consumers, the use of imported personnel will be accepted and successful.

f. Effects of Regulations on Media Scheduling and Budgeting

1. Since Japanese advertising regulations specify times in which advertising for certain products and be aired and where and when they can be shown, there are subsequent effects on media scheduling and budgeting decisions in campaign execution. 

1.  As noted earlier, there are specific restrictions on times that alcohol commercials can be aired on television.  This in turn effects both media scheduling and budgeting. 

2.  Air time is more expensive at different times of day; since Monday through Friday alcohol advertisements can only be aired after 6:00 p.m., the media budgeting and scheduling teams will have to consider the added costs that will be incurred from only being able to advertise during prime-time.  

3. The advertisers will also have to determine when there is programming targeting to minors will be showing, and they will have to avoid filling those time slots as well.

g. Effects of Regulation on the Use of Different forms of Sales Promotion

1. The limitations placed on the advertising of tobacco and alcohol have multiple effects on different forms of sales promotion. 

1.  Japanese consumers are very responsive to the use of celebrities in their commercials.  However, as stated earlier, celebrities popular with minors are not allowed to be in tobacco advertisements. 

2.  In general, tobacco ads are not allowed to be in TV, radio, cinema, outdoor TV board and Internet. 

3.  For alcohol advertisements, there are restrictions on times that advertisements can be broadcast and alcohol ads cannot be on TV or radio programs for minors and may not be in newspapers or magazines targeted to minors.  

4. These regulations make it difficult for certain products to have effective promotional advertisements and can end up limiting a product’s success in the Japanese market.

5. Regulatory agencies like the JAAA and JARO also monitor advertising content to make sure that it is appropriate and maintains high moral standards.  

a. With regulations that do not allow “confusing noise” or “expressions of unpleasantness,” it may be difficult for the creative advertising teams to execute a thoroughly successful product campaign.

h. Regulations that Restrain Competition

1. As stated in the JAAA Code of Ethics, “…advertising must be unbiased and not slander or attack others…(and) advertising must not debase healthy social customs” (1).  

2. Japanese advertising is reflective of Confucian and collectivistic values, such as harmony and face saving (DeMooij 1998).  

3. These regulations do no permits advertisements in Japan to compare or de-value a competitor’s product.  

4. Product advertisements must therefore sell themselves based on product merit and advertisement creativity.  

1. This places a lot more emphasis on product and advertisement quality and reliability.


