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Abstract of Master’s Thesis of Academic Year 2014

In Overseas Expansion of Japanese Culture Web Content
Promotion Improvement for Research of New
Mechanism Construction and Method in China

Category: Design

Summary

This thesis is to study through online media, web content about how to promote
Japan to China expanded ways and means. Japan's details from the start, from the
Consumer Action homemade content - how to better dissemination of Japanese
culture to the Chinese perception study, a bridge in the middle of manufacturing
date, to the Chinese people and the reality of a network platform and opportunity,
it also provides a reference for the Japanese commercial promotion. First, change
the Chinese folk culture by introducing cognitive Japanese culture, more
objectively reflect the social and cultural Japan, followed by manufacturing a
"fleld" can communicate in Japanese culture, Japanese culture in the real
atmosphere of the network, a better understanding of culture .

JFN and China with Beijing Television, China Tencent video broadcast platform,
IQIYI content promotion, etc., and at the same time to promote the micro-channel
exchanges with the fans, members of research and practice. Finally, focusing on
Japanese culture, authenticity, detail and sensitivity to the "depth exchange" and
"experience" as the center of cultural promotion system designed to "know",
"understand", "contact", "like" this four-step through different media means to
come together to create a successive progressive, gradual deepening of cultural

promotion of micro-channel platform.
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In this paper, based on a Chinese project practice since, "know", "understand",
"contact", "love" of such a model and consumer perception study methods for the

promotion of the usefulness of the system do some elaboration.
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