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Research Summary

Globdization of Japanese Food : Mediaand Locdizationin Thaland

The objectives of this research are to study the fallowing: 1) business operaion, media message design, and
locdization of Japanese restaurantsin Thailand. 2) The role of organizations that support Japanese business and
locdization of Japanesefoodin Thailand.

The research is quditaive in nature as data collection is completed through the following methodologies
document reseerch, content andyss, and in-depth interview.  Case sudies of three Jgpanese resaurants were
aso caried out which indudes FUji, Oishi and Nanohana Osaka Cuisine while two Japanese organizetions —
JETRO and JERO — weredso interviewed.

The research hasthesefindings

1) The use of mediaiin locdization of Japanese food product differsin the three restaurants studied. Large-scde
restaurant chainslike Fuji and Oishi tend to use mediagenerdly to popularize Japanese food, usng acombination
of bath Thal and Jgpanese culturd dements.  Fji, dthough founded by a Japanese entrepreneur, now operates
under a joint venture shareholding between Japanese and Tha entrepreneurs.  The design of their media
messages dearly shows a globdization character.  On the other hand, Oishi restaurant, despite its Japanese
name, is founded and managed by Tha conglomerates.  Accordingly, their media Srategies reflect a vigdle
trend towards locdization.  Asfor amdl-scae and authentic Japanese restaurant like Nanohana Osaka Cuidne,
their media message shows dear Sgns of globdization as content in restaurant ads and websites are genindy
Japanee and have not been adapted to suit thelocdl teste. 1t can thus be concdluded that ownership and sze of
restaurant tend to influence the pettern of media use and the degree of locdization in media messsges The
more authentic and the smdler the restaurant, the fewer dements of locdization will befound in mediastrategies
and food products.

2) Baoth Japanese trade support organizations in Thalland (JETRO and JRO) contribute to the process of
locdization in terms of localizetion of information as seen in their business advice services as well asin the
locdization of business networking and knowledge about the locd market.  Both organizations are found to be
condgtently providing Japanese entrepreneurs induding restaurant owners knowledge about Thai consumption
paterns and vaues of Tha consumers. This is so that the Japanese entrepreneurs could modd ther
communication Srategies to gpped to the loca cusomers.  Asfor locdization of food produdts it isfound thet
the fird two restaurant chains — Fuji and Oishi have ventured to change their menus to gpped to the pdae of
Tha cusomers  With respect to resource dlocation — both raw materids and human resource, dl the sudied
restaurants tend to draw upon resources in the loca communities while trying to maintain the Japanese look and
fed in the costume, gesture, and corporate expresson of thelocd daff.  Severd activities have been carried out
by FUji and Qishi to disseminate Jepanese culturd messagesto the public a large.  Some of these activities have
been aptly integrated with the restaurant’s many fedtivities throughout the year aswell.  However, in terms of
the locdlization of relationship with cusomers or potentid cusomers, the role of both JERO and JERO is not
quite evident sincether raleislimited mainly to help and support only entrepreneurs.
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