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Abstract

This study aimed to explore ethnocentrism and consumer cosmopolitan attitudes that influence
Japanese consumers’ behavior after watching product placement advertising on YouTube. This
quantitative research was conducted by demographic characteristics of the samples, namely
gender, age, and marital status, of the Japanese samples who lived in Tokyo and its suburbs,
consisting of 200 samples aged over 20 years with experience watching YouTube videos. The

researcher used questionnaire data to test the hypothesis using multiple regression analysis.
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The results showed that the attitudinal variables that have the greatest influence on behavioral
responses are classified by demographics as follows: Both males and females have more
cosmopolitan attitudes. Males have a fondness for interacting with people from diverse cultures. At
the same time, females prefer to talk and learn (communicate) with people from different cultures
and other countries. Samples aged 20 to 39 have a high ethnocentric attitude and have negative
feelings when buying products that are not produced in their own country. Samples aged 40 to
59 have more cosmopolitan attitudes towards interacting with people from different cultures and
countries. Samples with no children or are single have a cosmopolitan attitude and enjoy discussing
and learning about other cultures—samples of other marital statuses like interacting with people
from different cultures and countries.

Keywords: Ethnocentrism, Cosmopolitanism, YouTube, Product Placement, Japanese Consumer
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1.) aRNYNITIIBUETIN (Ethnocentrism) Shimp 1Laz Sharma (1987) na941
ARRNTITMUIINAD mmﬁmm@uﬁmﬁﬁﬁi@mmmmmuﬁuﬁaﬁﬁuLmzauﬁﬁ*ﬁ'mﬁmmn
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2013) ﬁTf;LLﬂiﬁQﬁ‘lﬁmﬁrﬁi@mwLﬂumnmmmfamﬂu 3 szdu lun mi@m‘lwi'ad”wuﬁﬁm%'uj
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WIRADHN ﬂg@u‘wuﬂummu AuAn me@uj (Lin & Shen, 2023) gyuiludesmnsiiazaaniy
n1sFeudinaaiududn  (Mironova , 2016) viail N1sRaLALeNHLTINAIAAINNTH
ﬂg@mwuﬁmmvﬁmwmmmmmgmmuﬁﬂ@ A NM9fufannumanman wazanullsslauas
ﬁl‘ﬂu@u@ﬁlﬁ@iﬁ?ﬂ"ﬁ@uﬂ@ﬁLﬂuﬂ‘;‘ﬂﬂﬁﬁﬂ’]ﬁ"ﬂﬁ@ uananii ﬁu’?ﬂnﬂmmim%@ﬂﬂizmmmL"ﬂfam
IeueaaukUule wsznisFuTNlnseiunisdnadsevdiniaan (Silaban et al., 2022)
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dszdaiusnnedelual wodn Qu’?ﬁ‘ﬁnﬂﬁmimmumﬁi@mi?ﬁ'@mmu?&@zﬁ“mmﬂui@ﬂ AREINg
maﬁmmu%’mﬂgmﬁmﬁu N19NA Like NMMIIILABNINUALAZNTLAAIANAAIU NINALES N13LIUTN
nsfinns waznsnadndTuasdendiuanndy waznsiaAuTeAuAN ARLIIRSITE TR
UA Lﬁfmmﬁﬁ@mm%qLﬂum@umﬁéfﬂL'ﬁ'mﬁquﬁmiumu@ummmtﬁﬁiﬂﬂ luwanuiddaaes
Bianka Mtodkowska (2019) Wu41 quuL‘um?fldquiuﬂﬁ@ﬁmaulw%@'ﬁuﬁﬁ wazHLFlnANesdn
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ANNTENNIN AZAIN1IDAIRAANNALIARATAINAIANTAINHLEINA LAz NnsnaF L AN
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2. a0

1AL1BLITUINE (Generation Y %78 Millennials) M’frfamfmjﬂuﬁﬁﬂdﬁ “813” (Brandbuffet,
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aFaay LN?;ILLW?'J%J%:E??N[NLL[ﬂﬁl”'Jurf*lﬂN’m_l‘]Ju mumwmumﬂ@umw@ﬂLﬁun@ummuimmnuimwm
FsaasAlaNy (Henrique, 2022) ﬂuﬂqmumaumummmwmmu lalaganinuazasaunia
(Eisner, 2005 ; Muangtum, 2020
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(Santandertrade, 2024) gustnAany 15 — 29 ﬂ”l‘wmmmﬂmﬂmummﬂuﬁ'ﬁﬂuLmyu?mi‘ﬁ'ﬁ
iensipdulatedudn (Statista, 2021) gadtufimadlniududsnelssma Fudisaonuiu
aeay WRNIAINszmAgImmasiiaus dAuanAsaLUTuRAUALAREAWIuLlsEENg
ﬁﬁéqqmﬂmﬂﬂdwmﬁ@ anigazpaufuAudlud -] Asgnifias nslddeeauladdanlug)
raupAALIR LA AARNEUNgIBUTaT (Infuencer) (Santandertrade, 2024) ﬁqaﬂmﬁfﬁnd’] 34
acldanefeaiurldanamelutiu enns wasdsiigadlunsinden 139818 35 - 59 Waneifentuans
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3.) ADNUNINANIA ﬁ%}ﬁumatﬁﬂmﬂuimmﬂ%u waznalinianaingluuulnsann
‘1‘7{LﬂumﬂmwmﬁLm‘um‘ﬂm%Lﬂumﬁmﬂmﬁuﬁ’w enulan muiﬂﬁﬁmmm@ﬁﬁimuﬁﬁqm"wﬁ*‘u
Tapien (Nguyen, 2023) ”Lumwummim‘inm@\‘m@mmmﬂmLLm\muLmeLmemﬂ 29 Tl
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(2999904 BIAATNINE, 2564)
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d
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douil 1 feyarliaessndilu
du 2 NAUARITIIMUTITHUATNEANIINABLAURIARNT T mauE Tug L il
aniienTeimunTan (Ethnocentrism 198 ENC) (Jin et al., 2015)
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2 prduteunsTeAuAElussmAR NI T AuAFeLsENA (AE2)
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