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Kawaii, meaning “cute and sweet” in English, has been a part of Japanese culture for centuries. As a
modern concept that has flourished since the 1970s, Aawaiiis present in almost every aspect of Japanese culture,

from fashion, print and electronic media to governmental representation.

Concentrating on a fundamental part of Japanese culture, my PhD dissertation focuses on the macro and
micro aspects and effects of Kawaii, including a deep observation of how the trend is projected and used by
the mass media and commerce, as well as clarifying whether women’s attitudes toward the trend are changing

as a result of variances in age and social status

While many previous researchers have focused on the Kawaii trend and aspects of Kawaii behavior, the
topics of the influential power of Kawaii and the changing attitude toward it over time have not yet been

thoroughly examined

To get to the bottom of these issues, the study is divided into two main parts: qualitative and

quantitative, in which each of the different sides and aspects of the trend are examined

The results of the qualitative section of the research emphasize the power of Aawaii as a fundamental
element of commercial Japanese consumerism. As such, the Aawaii culture of cuteness is constantly used by
government and commercial organizations to attract consumers to their products, to inspire fondness for their

brands, as well as even to cooperate with the law.

Along with its economic power, the results of the analysis of major television shows and magazines reveal
that the print and electronic media use Aawaii not only as a tool for attracting consumers, but at some level
as a means to educate and encourage its female audience, young and mature alike, to embrace Aawaii fashion

looks and behavior.

Following the qualitative research, the quantitative section aims to clarify whether a difference exists

in women’ s attitude toward Kawaii in relation to variances in age and life status

As education, employment and marriage were found to be significant stages in the human circle of life,
in researching I selected two age groups of females, each in a significant stage of life at the time of the
survey: young female undergraduate students (between the age range of 18 to 23, Mdn = 21) and more mature
women (aged 23 to 29, Mdn= 27) who had already graduated from university and were either married, had children

or had jobs.

The research instrument chosen for the study was a survey that was delivered to 692 university students

and mature female graduate participants from the Kansai area




The cross—sectional study results exhibit the significance of the Kawaii term and trend among Japanese
women. In general, both groups of students and mature women were able to define the word “Kawaii” and give

a deeper interpretation, in their own words, about the Kawaii culture and its trends

Although both age groups defined Aawaii in the same manner, diverse approaches were found between the
age groups, where young students (Mdn = 21) gave more affirmative answers regarding the level of affection
toward Kawaii commodities than did the mature women (Mdn=27). As Kawaii is considered to be a part of childhood,
it was expected that, in addition to acquiring Kawaii goods, young women would self—identify as Aawaii. Instead,
this study found that the majority of young women gave a negative response to Kawaii behavior and expressed

no desire to become Kawaii.

In addition to age, it was found that status in life impacts individuals’ self-perception and attitude
and to this extent each life—status group . students, housewives, company employees, the unemployed . gave

contrasting responses regarding the usages and effectiveness of Kawaii in daily life

The results show that, more than biological age, the change in lifestyle . e.g. graduation, entry to
the labor market, marriage . instigates a certain amount of change in individuals’ perception and approach

toward certain ideas and thoughts.

This PhD dissertation’s findings emphasize the power of Aawaii in Japanese society, especially among women
who practice Kawaii on a daily basis. Beyond its importance and significant influence, the study sheds a new
light upon the trend, in which changes in age and life status give rise to a shift in perspective toward kawaii,
in terms of affection for its products, its verbal and behavioral expression, and its usage and effectiveness

in daily life
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