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1. Executive Summary 

 
Japan was identified as the most profitable international market for Australian National University (ANU) 

due to their strong economy and a high demand for Australian tertiary education services. The target market 

(TM) is Generation Z, (18-24 years old) who come from middle to upper-class families that want to study 

in Australia to experience the culture and internationally renowned high-quality education. As early 

adopters of new technologies, digital marketing offers the best opportunities for expansion in this market. 

However, some identified challenges are Japans “high-context culture” and high competition within the 

territory education industry. Hence, the creation of a Japanese website with search engine marketing (SEO) 

is recommended. 

 
Moreover, research suggests Virtual Reality (VR) can be used to increase advertising effectiveness. 

However, the TM favour convenience and are unlikely to pay to use this technology. Opportunities to use 

Augmented Reality Hypermedia advertisements (ARH) were identified with higher novelty, 

informativeness and convenience benefits, as consumers have constant access from their smartphones. 

Lastly, popular SM platforms can be used to increase engagement and ANU course enrolments. 
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2. Analysis: 

2.1. International Marketing in Japan 

 
Australia experienced strong growth in student numbers from 2002 to 2014 (Department of Education and 

Training, 2015) and Japan ranked above Thailand with more international students studying in Australia. 

Further, this number is expected to grow after the signing of the Memorandum of Understanding (MoU) 

between the Japan Association of National Universities (JANU) and (Universities Australia, 2013). 

Moreover, Japan has a history of good inter-trade relations, a stable political climate, high exchange rates 

of 8.3 Yen to 1 Australian dollar, and a strong economy (Index of Economic Freedom, 2018). These factors 

present opportunities for ANU to expand within this international market. Japan ranks fifth in the top 

fifteen countries worldwide for internet access comprising of 3.4% of worldwide users, with high internet 

penetration at 90% (Fletcher, 2017, P.24). Tokyo is the best city for a test market; with a dense population 

of 38 million people (Statista, 2018) ranking as the second-best city for internet speed and reliability 

(Bandwith Place, 2018). 

 
The TM are Generation Z aged 18-24 years old who come from middle to upper-class families, that want 

to study in Australia to experience the culture, and world-renowned high-quality tertiary education 

(Ministers for the Department of Education and Training, 2016). Although some key differences in cultural 

and consumer behavior must be considered to meet consumers’ needs. As Japan is a ‘high-context culture’ 

they prefer visuals in marketing communications that are less symbolic rather showing the functional use 

of service benefits, which should include communication between employees and customers (An,2014). 

These consumers are busy and heavy smartphone users presenting a strong opportunity to reach them using 

mobile technology (Freedomhouse,2017). Moreover, commuting accounts for 28% of mobile-device usage 

with consumers spending the most time on SM (Morrison, 2014). However, engaging them is a challenge 

largely due to different cultural norms, language, and communication cues (Fletcher,2017). According to 

(QS top universities, 2018) ANU is within the top 20 universities worldwide as the top Australian 

university. ANU has a quality-positioning which aims to meet consumers functional needs of high-quality 

education (Chitty, et al, 2018, p.135). Lastly, their Unique Selling Proposition (USP) is superior staff, 

research excellence and an innovative education experience (ABC News, 2015). 
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2.2 Internet and Implications for International Market Growth 

 
Firms with internet marketing ability have a strong opportunity for international market growth, primarily 

from reducing information uncertainty, and increasing a firm’s ability to grow international networks 

(Mathews, Bianchi, Perks, Healy, and Wickramasekera, 2016). Furthermore, access to pertinent 

information can reduce consumers perceived  risks  and  increase  purchase  intention  (Solomon, 

Michael; Russell-Bennett, Previte,2013). This is particularly relevant with irregular high-involvement 

purchases that incur substantial time and costs like a university education. Consumers spend more time in 

the “information search” stage to evaluate alternatives before making a purchase choice (Solomon et 

al,2013 p,210). Entrance into international markets also represents challenges and is a high-risk decision. 

Some challenges are miscommunication of cross-cultural cues and language barriers (Mathews, and Healy, 

2007). 

 
However, a website can reduce the ‘Intangible’ nature and risks associated with services marketing as 

consumers can experience the brand offerings, which can enhance trust, and trust has been strongly linked 

to customer acquisition (Wirtz, Lovelock, Christopher and Chew, 2017). Moreover, Japan has a 

collectivistic and high-information culture (An,2014). Therefore, a website can improve marketing 

efficiency by providing detailed information, a sales channel, promotion, and aftersales support (Abdallah, 

and Jaleel, 2015). Further, Generation Z are digital natives who spend more time online than previous 

generations, hence digital technologies must evolve to attract these consumers (Southgate and Millward, 

2017). Although (Wirtz et al, 2017) argue that a website is not enough to increase sales of high-involvement 

services, as many consumers prefer to purchase in-store. However, if executed well there is evidence to 

support websites as a powerful tool to boost brand image and brand equity (Chitty, Luck, Barker, 

Sassenberg, Shimp, and Andrews, 2018). 
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Once a website is built web-traffic must be directed to the site to increase customers. Studies show 81% of 

consumers conduct online research using key word searches before purchasing products or services 

(Morrison, 2014). Although Yahoo is popular this firm uses Googles search engine function (Yamagishi, 

2018) which receives 70% Japans web-traffic (Statcounter, 2017). Moreover, 67% of consumers click- 

through within the top three search results on Googles front page (MOZ, 2014). Hence there is a strong 

opportunity to reach the TM with a Japanese website optimized to popular search terms, that appear within 

this prime advertising position. Nevertheless, there is strong competition within the territory education 

industry, which represents a challenge. Popular search terms include “Australian Universities” and “top 

Australian Universities” (See figure 1). Currently ANU is not listed on Googles front page for these popular 

searches and although the firm appears in some local Canberra searches, these broader Australia searches 

receive more traffic (Google analytics, 2018). Further, key word research can ascertain the optimal key 

words for increased traffic and sales (Google, analytics, 2018). Lastly, SEO was chosen over Pay per click 

(PPC) advertising as it receives more traffic (MOZ,2014). 

 
Figure 1 
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2.3 Virtual Reality Advertisements 

To cut through clutter marketers must find innovate ways to showcase brand features. Virtual Reality (VR) 

and Augmented Reality (AR) provide consumers with three-dimensional images giving a more real-life 

experience of the product or service (Pantelidis, 2010). Further, it can create a ‘flow state’ of being 

psychologically completely engaged (Dede, Huang and Richards, 2017) motivating consumers to interact 

with the advertisement (Pantelidis, 2010). This is particularly valid to Generation Z who are suspicious of 

traditional advertising and prefer interactive content (Southgate, et al, 2017). However, VR headsets are 

costly, and many consumers are not purchasing them. Therefore, access becomes limited as consumers 

must visit a VR venue and pay to use this technology (JW Web Magazine, 2017). These challenges will 

reduce reach; hence this technology is unsuitable for the international marketing of ANU. 
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3. Recommendations 

 
3.1. Website Creation and Search Engine Optimization (SEO) 

As discussed in section 2.2 there is a strong opportunity for ANU to attract the TM through a Japanese 

website. The website will have similar information and branding as the current Australian website, 

maintaining synergy in integrated marketing communications (Chitty, et al, 2018). Three-minute videos 

will be featured on each page, to reduce text rich content and increase engagement, as Generation Z prefer 

this media (Southgate et al, 2017). Moreover, the website will be adapted to meet Japanese consumers 

cultural preferences, which differ from western consumers (Fletcher, 2017). The following amendments 

will be made, and the website will be translated into Japanese. 

 

Home Page 

Research asserts the home page receives higher web-traffic, yet a firm’s website only has an average of 8 

seconds to attract consumers attention to retain them (Kissmetrics, 2018). Therefore, pertinent information 

must be displayed at the top of the page to increase effectiveness. ANUs coveted awards will be displayed 

here to enhance the high-quality brand positioning and increase consumer trust (Chitty et al, 2018). 

Moreover, relevant SM (icons) will be positioned at the top rather than the bottom of the page, as currently 

seen on the Australian website (ANU,2018) to increase engagement. 

 

International Students 

This tab will include short videos of Japanese students highlighting the high-quality education, career 

opportunities and social benefits they experienced whilst studying at ANU, as research shows testimonials 

can enhance trust (Chitty, et al 2018). 

 
Japan Institute 

The Japan Institute content will be added to the website to show support of Japanese culture (ANU, 2013). 

This aims to bridge the cultural divide and meet consumers sense of belonging needs within Maslow’s 

Hierarchy of needs (Solomon, et al,2013 p.148). Moreover, extending and utilizing these current resources, 

is a known benefit of internationalization (Mathews,2016). 
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Outsourcing a Japanese digital marketing firm who understands cultural differences is advised. Facebook, 

Youtube, Twitter and Mixi accounts, can also be created and managed being the most popular SM 

platforms (Statista, 2018; Digital Strategy Consulting, 2018). Moreover, Japan is considered a collectivist 

culture who highly value building relationships (Kobayashi, Kerbo, & Sharp, 2010; Fletcher, 2017). 

Therefore, strategic alliances should be strengthened with partners through networks within JANU and 

ANUs Japan Institute (ANU,2013; Universities Australia, 2013). Academics and affiliates based in Japan 

can facilitate quarterly information days in Tokyo to encourage enrolments and satisfy consumers who 

want face to face interaction. Moreover, these events will be promoted on SM and the website homepage 

to increase exposure (Chitty, et al, 2018). 

 

3.2. Augmented Reality Hypermedia Advertisements 

As stated in section 2.3, VR can be effective in marketing education services. However, this technology 

does not seem viable due to accessibility and cost constraints incurred by consumers. Research shows 

blending digital technology with print advertisements termed Augmented Reality Hypermedia print 

advertisements (ARH), can be more effective. 2-D images containing text and hyperlinks lead consumers 

to digital media virtually displayed over print advertisements, which are viewable on mobile smart devices. 

(Yaoyuneyong, Foster and Johnson, 2016) found ARH advertisements were more affective over traditional 

print and (QRH) coded print advertisements. Novelty, convenience and informativeness benefits rated 

higher with ARH advertisements with consumers stating they would be twice as likely to purchase from 

the brand. This is consistent with (Hopp, and Gangadharbatla, 2016) findings that novelty effects attract 

attention resulting in positive attitudes towards the brand. 

Dissimilarly, Connolly found print advertisements were more effective than ARH advertisements chiefly 

through improved retention of information (Connolly, Chambers, Eagleson, Matthews, & Rogers, 2010). 

However, Burke and James (2008) argue that extensive research indicates novelty substantially influences 

the amount and depth of information consumers process. Moreover, recent technological advancements 

make it easier for consumers to access AHR advertisements on their smartphones. Therefore, 

(Yaoyuneyong et al, 2016) findings may be more valid. 
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AHR advertisements will be useful in marketing ANU as novelty benefits will attract consumers attention 

and informativeness will reduce perceived risks (Hopp et al, 2016). Therefore, ANU will display AHR 

billboard advertisements (See figure 2) in Tokyo’s Shinjuku train station, which transports 3.5 million 

commuters daily (Blackman, 2012) including large numbers of the TM traveling to school or work. 

Moreover, Tokyo is known for having good mobile-phone reception underground, improving access to the 

advertisements (Cowie, 2015). 

After consumers scan the picture of student graduates (See Figure 2) a virtual experience of ANU will play 

on their smartphone. The tour will feature university facilities and show interaction between staff and a 

group of Japanese students of a similar age as the TM, to increase relatedness and fulfil their collectivist 

‘group’ needs (An,2014). Students will be enjoying and engaging in a university lecture meeting consumers 

sense of belonging and self-actualization needs within Maslow’s Hierarchy of needs (Solomon, et al, p 

148). Further, offering this virtual class-room experience will satisfy their “high-information” and 

functional needs to enhance trust (An,2014). The primary colour of (red) was chosen as this vibrant colour 

attracts attention. Moreover, Japanese advertisements are generally brighter and more colourful than 

western advertising, and red symbolises strength and perseverance, which are congruent with the brands 

core product offering (acquiring a university degree). Moreover, the secondary colour of white symbolises 

truth, to increase consumer trust (Olesen, 2018). A call to action is included with the Japanese website link 

leading consumers to course details and enrolment facilities. Moreover, the most popular Japanese SM 

icons are in the advertisement to increase engagement (Statista, 2018). Lastly, Australian beaches and 

culture is emphasised which are appealing to Japanese international students (Universities Australia, 2015). 
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Figure 2 – Sample Ad 
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