
De compras por el mundo
Hábitos de consumo en la venta a distancia



E-COMMERCE

JAPÓN
Monarquía constitucional

IVA: 8%

Sectores más importantes
Datos de compradores online en los últimos 3 meses.

Alimentación

68% 66%

53%53%

Moda Electrónica Muebles

PIB: 3.614.930 M.€ (+0,6% en 2015) 

Tokio

Facturación

78,6 
bill.

Datos 2015 en €

Previsión de crecimiento 
e-Commerce 2014 vs. 2018

55,9%

Penetración en Internet

de la población

91%

Por dispositivo

60% 4%

36%

Por buscadores

94,4 %
Google 

cuota de mercado

 >50 años
32,2%

30-49 años
45,7%

<30 años
22,2%

Compras online vs. acceso a 
internet

38% compras 
internacionales

compra online
66%

1.716 €
por persona/año

en 2014

Devoluciones

2%
de las compras

En algunos sitios ni siquiera existe la 
política de devolución. Globalmente 
la cifra está en 6%.

Calendario de venta online 2016

14 de febrero: San Valentín

14 de marzo: White day

Finales de marzo: Graduaciones

Primeros de abril: Comienzo del curso escolar

8 de mayo: Día de la madre

19 de junio: Día del padre

24-25 de diciembre: Navidad*

*Aunque el número de cristianos es pequeño, se hacen regalos.

Fidelidad del cliente

El vendedor japonés premia la 
�delidad del cliente ofreciéndole 
códigos promocionales en 
artículos ya rebajados.

115
 mill.



SALE

BUY

E-COMMERCE

Asociación digital más importante

Si necesita más 
información visite 

www.exportacondhl.com
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44%

16% 16% 15%
9%

Métodos de pago más utilizados Principales marketplaces

Rakuten

Amazon Japan

Yahoo Shopping

Apple

Belle Maison

Farmima.com

27,7%

25,9%

9,3%

6,9%

2,0%

1,8%

La Digital Content Association of 
Japan (DCAJ) promueve la 
creación, distribución y el uso 
digital de alta cuali�cación.  

Fuentes: IMF; We are social; Statista; Ekos;  DHL Global Mail 2013; DPDHL-2014. Shop the 
World; A.T. Kearney Connected Consumer Study; Posicionamientointernacional; 
Sparklabsglobal; Courtesy Btrax.com; Ecommercemag y Comtrade.      

Fedex
29%

Cuota de mercado

DHL
42%

UPS
14%

OCS
9%

TNT
3%

Otros  3%



Country
Information
Japan

Tomoki

Japanese online customers are highly educated,
urban and have high incomes. They order almost 
everything, but better not from abroad.
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17.9

Population 0 - 15 years 

The economy in Japan * COUNTRY PROFILE JAPAN 

Tokyo 
36,933

Osaka-Kobe 
11,430

* Source: Fischer World Almanac 2014, Germany Trade & Invest ** Source: Metropolitan areas with 1 million inhabitants and more; United Nations, Department of Economic and Social Affairs, Po-
pulation Division (2012). World Urbanization Prospects: The 2011 Revision, CD-ROM Edition. *** Source: Copyright © IHS, 2013. All rights reserved **** Source: Copyright © IHS, 2013. All rights 
reserved

Number of households  
Ø Household size
Unemployment rate
Inflation rate

1.4

Economic growth · in % ****  

>

>

1.6

-0.4 

2011         2012                  2013

Age distribution · 2013 in mn.   

Population 65 years and older

Population, total · 2013 in mn. 126.5 *** 

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“ · Drivers & barriers in distance selling · Cross-border shopping · 
Dialog marketing

Population 16 - 64 years 

· 2013 in mn.
· 2013
· 2013 in %
· 2013 in % 

45.0 
2.8
4.0
0.4

Japan‘s economy is in good  
shape. In 2013 the GDP  
increased by 1.6%, for 2014 the 
OECD predicts a growth of 1.5 
%. The development is sustained 
by domestic demand. There 
are a couple of reasons for this 
trend. The significant inflation 
during the past years has been 
overcome through fiscal policy 
of the Bank of Japan. In ad- 
dition the low exchange rate of 
the Yen supports the Japanese 
export economy. On the other 
side contrasting developments 
can be noticed. The increase in 
excise tax beginning of 2014 is 
considered a stumbling block 
for the economy‘s development. 
It affects numerous industries 
and private consumption. It is 
in discussion to provide low 
income households with extra 
cash payments in order to miti- 
gate the consequences.

78.1

30.5
Sendai  
2,401

Kyoto  
1,804 Nagoya 

3,300

Hiroshima  
2,103

Fukuoka- 
Kitakyushu  

2,845

Sapporo  
2,714

Metropolitan areas with 1 million inhabitants or more · 2011 in thousands ** 
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42+3+12+22+15+6MEDIA USE IN JAPAN

27.9

109.4

Smartphone market penetration · in % *****
Representative domestic population 16+, n = 1,000

19.6

Internet users · 2012 per 100 people ** 

Permanent access to broadband internet · 2012 per 100 people ***  

Cellphones · 2012 per 100 people ****

2012              2013 

24.7

Share of adspend by medium  
· in % *  

TV 
Radio 
Movies 
Outdoor advertising 

Total advertising expenditure  
· in EUR bn. * 

Internet 
Newspapers 
Magazines

>
>

* Source: Zenith Optimedia, 2013 ** Source: Copyright © IHS, 2013. All rights reserved *** Source: The World Bank **** Source: Copyright © IHS, 2013. All rights reserved **** Source: Our Mobile 
Planet: Google Global Smartphone Study 2013, http://www.thinkwithgoogle.com/mobileplanet/

2011 2012 2013 2014 2015

43
.0

79.1

42
.1

41
.4

40
.5

39
.0

2016

43
.9

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“ · Drivers & barriers in distance selling · Cross-border shopping · 
Dialog marketing

22.2

14.6

5.9

12.02.9

42.4

Internet use

By now, the number of sta- 
tionary internet users in Japan 
grows moderately only, while 
mobile communication is be- 
coming more popular and 
shows a large growth. In partic- 
ular, smartphones and tablets 
are the driving forces. While 
<20% of Japanese consumers 
used a smartphone in 2012, it 
was almost 25% one year later, 
with rising tendency.

Second-largest advertising

market

A stable growth of 2% is fore- 
casted until 2016 for the sec-
ond-largest advertising market
worldwide. Rather low growth 
is expected for the strongest 
growth driver internet, while 
growth rates of 2 % are fore- 
casted for the dominant medi-
um TV.
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Low growth rates

Due to a high level of market 
saturation, the third-largest 
distance selling market shows 
little growth only. Groceries, 
cosmetics, and healthcare prod- 
ucts are the most popular cat- 
egories purchased in Japan. 
Further growth is mainly ex-
pected in consumer electronics, 
media products, groceries, and 
fashion.

DISTANCE SELLING 
IN JAPAN

12,746.3

Distance selling purchases in 2013 - trend for 2018 
· in EUR mn. *
      2013            2018

Apparel and footwear

3,905.3

2,795.5

8,606.8

6,201.9

2,667.2

2,477.3

8,217.3

1,590.0

1,682.7

2,848.3

1,085.4

1,023.3

2,739.0

619.8

413.0

208.1

Consumer electronics,  

computers + equipment

Media products (books, CDs, 

DVDs, etc.)

housewares and home 

furnishings + textiles

Food + beverages

Household and consumer 

appliances

Beauty and personal care

DIY and gardening

OTC drugs and dietary supple-

ments

Traditional toys and games

House cleaning (detergent, 
chastener, etc.)

Development of Distance selling and  
share of  total retail 2011 - 2018  
· in EUR bn. * 

CAGR: 4.8%

Home shopping

Online shopping
29.2 32.3 35.4

23.1
22.6

22.0

38.8 52.1

21.6

20.4

2011   2012         2013e        2014e        2018e

Share of total retail · in % 6.3 6.5 6.8 7.1 8.5

* Source: Euromonitor International

9,921.6

189.7

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“ · Drivers & barriers in distance selling · Cross-border shopping · 
Dialog marketing

6,240.0

2,573.4

2,863.6
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86
+1484

+16

Saturated market

Japan features a strongly de-
veloped distance selling mar-
ket. Based on the Japanese con- 
sumer feedback, this will con- 
tinue. 95% of surveyed users 
are planning to order at least as  
often as in the last 12 months.
Use of  distance selling
 · in % *

85.7

14.3

Japan

Globally

83.5

16.5

Number of orders in the previous year 
 ·  in % *

1 to 5  
orders

6 to 10  
orders

11 to 20  
orders

More than 20 
orders

No  
orders

20.3

27.1

20.2

14.3

18.1

20.5

35.9

15.2

16.5

12.0

Future ordering behavior  
(current users) · in % *

More frequently 
than in the last  

12 months

Just as frequently 
as in the last  

12 months

Less frequently 
than in the last  

12 months

74.9

19.6

55.2

38.8

5.4 6.1

Non-users of distance selling - future plans 
· in % *

Yes
47.7

Japan

Globally

Yes
70.5

No
52.3

No
29.5

Yes                    No

Japan Globally Japan Globally

DISTANCE SELLING IN JAPAN

* Source: DHL Global Mail 2013 ∙ n Global from 1,275 to 11,265 ∙ n Japan from 44 to 514

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“ · Drivers & barriers in distance selling · Cross-border shopping · 
Dialog marketing
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Globally* 

50.7

Gender  · in %   Male
   Female 

Age · in %   <30 yrs.
   30-49 yrs.
   50 yrs. +

Occupation · in %                  Employed
   Unemployed

Education · in %                  Lower educational level
   Medium and higher level of education

25.9

Media affinity: Online · in % yes**

Community size · in %  Rural (<50,000 inhabitants)
   Non-rural/urban (>50,000 inhabitants)

Minors in the household  · Ø 

Household type · in %  Single
   2-person household without children
   Household with children
   Household with 3 adults

Mobile Internet usage · in %   Yes
    No

Gross household income · in % 
   Low income
   Medium income
   High income

Media affinity: Classic · in %  yes**

Media affinity: Dialog marketing · in %  yes** 37.0

28.0

84.0

54.8
25.7

19.4

53.6
46.4

26.5
39.4

52.2

22.0

47.8

35.5

74.1

85.6

0.7

21.5
12.6

64.5

Urban structure dominant  
Japan‘s society is very much 
concentrated in urban areas. 
Accordingly, the majority of 
eCommerce customers lives 
in urban centers. The group of 
heavy users can be increasingly 
found in the group of older 
consumers, who do not work 
anymore. Within this group 
only 46.4% are using mobile 
devices, which is significantly 
below the global average.

DISTANCE SELLING 
IN JAPAN

* Source: DHL Global Mail 2013 ∙ n Global from 2,661 to 11,265 ∙ n Japan from 125 to 514 ** media affinity for online / classic / dialog marketing, if at least one medium from the respective area was rated 5 or 6 on a scale of 1 
"absolutely not useful" to 6 "very useful" *** the top third of most active mail order users 

44.3
27.1

14.4

36.4

46.9

36.5

80.8

33.7
34.2
32.1

45.7
54.3

22.4
43.0

50.0

28.6

50.0

29.4

85.6

63.6

0.7

23.4
11.2

70.6

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“ · Drivers & barriers in distance selling · Cross-border shopping · 
Dialog marketing

***

Japan* 

45.7
32.2

30.2

16.4

34.0

26.1

78.1

38.3
28.8
32.9

62.6
37.4

26.7
37.0

49.7

22.2

50.3

34.2

69.8

83.6

0.7

20.6
15.6

65.8

27.3

14.4

Heavy users* Global heavy users*
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Search engines

Customer ratings in blogs or forums 

Product test ratings / expert test reports

Product check in a retail store

Retailer or manufacturer website

Online marketplace

Catalog

Mail advertising

Social media platforms such as 
Facebook and Twitter

Apps (on smartphone, iPad, or tablet)

Recommendations from friends,  
acquaintances, and colleagues

Customer ratings on the supplier’s 
website

Price comparison sites

Large selection of products

Recommendation and experiences of 
friends, acquaintances, and colleagues 

Official test seals, reviews, and test 
reports of independent institutions

Attractive product line

Favorable prices, promotions, & 
special offers

Straightforward return process

Free returns

Choice of preferred payment methods

Fast delivery

Free delivery

Good customer service

Positive customer ratings on the 
internet

“CUSTOMER JOURNEY“ – SEARCHING FOR 
PRODUCT INFORMATION

Search for product information   
· Japan in % * Globally

23.4 35.5

53.2

6.9 23.4

54.0 44.2

29.3 23.9

45.7 45.8

40.3 42.5

24.2 25.1

9.1 15.1

9.2 15.1

7.1 9.7

17.7 37.8

Criteria for choosing a vendor   
· Japan in % *

Globally

44.3

34.2 40.6

7.8 13.7

20.7

6.1 8.8

39.3 26.6

10.3 14.9

64.2 51.7

4.8 12.9

13.0 20.8

24.0 22.6

18.5 25.7

62.8 45.2

11.5 18.5

6.9

The price matters
Price comparison sites are the 
most important source for prod-
uct information searches. Along 
with that, affordable prices and 
free-of-charge delivery are key 
criteria for selecting a distance 
selling provider.

* Source: DHL Global Mail 2013 ∙ n Global from 9,386 to 10,617 ∙ n Japan from 437 to 475, multiple mentioning

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“ · Drivers & barriers in distance selling · Cross-border shopping · 
Dialog marketing
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Usefulness of advertising media 
 · in %  *, ** 

5 and 63 and 41 and 2

Ø

55.020.4 24.5
26.1 43.8 30.1

Online advertising

* Source: DHL Global Mail 2013 ∙ n Global from 10,218 to 10,384 ∙ n Japan from 408 to 465 ** scale from 1 "absolutely not useful" to 6 "very useful"

Price comparisons win  
In the eye of Japanese con- 
sumers price comparison web-
sites are considered as most 
useful, followed by search en-
gines. Consequently classic me-
dia, such as advertising letters, 
billboard advertisement and 
radio are less valued within the 
Japanese target group.

ACCEPTANCE OF 
ADVERTISING 
MEDIA

Japan 
Globally 

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“ · Drivers & barriers in distance selling · Cross-border shopping · 
Dialog marketing

Television 
advertising

5 and 63 and 41 and 2

3.6
3.6

Ø

55.523.3 21.2
30.6 41.8 27.6

3.4
3.4

50.641.0 8.3
38.7 40.4 20.9Social media

Japan 
Globally 

Advertising letters

2.8
3.1

49.933.4 16.8
33.9 37.6 28.5

3.1
3.4

Product suggestions in 
online shops

57.714.0 28.3
18.9 45.1 36.0

3.8
3.9

34.84.9 60.3
6.5 28.7 64.8

4.6
4.8

29.34.7 66.0
9.1 31.7 59.1

4.8
4.6

53.424.5 22.1
29.9 43.9 26.2

Japan 
Globally 

Household advertising

3.4
3.4

57.325.1 17.6
29.0 46.7 24.3

Japan 
Globally 

Advertisements in mag- 
azines and periodicals

3.3
3.4

52.034.5 13.5
34.8 43.1 22.1

Japan 
Globally 

Advertisements in 
newspapers

3.1
3.2

47.246.2 6.6
41.8 40.7 17.6

Japan 
Globally 

Billboard advertise-
ments

2.7
3.0

37.555.5 7.0
44.3 38.8 16.9

Japan 
Globally 

Radio

2.5
2.9

57.220.2 22.6
19.3 44.2 36.6

Japan 
Globally 

Catalogs from vendors

3.6
3.9

Japan 
Globally 

Japan 
Globally 

Japan 
Globally 

Internet search engines

Japan 
Globally 

Price comparison sites

Japan 
Globally 
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Use of different suppliers  
· in % *

Online marketplace

Mail order company from 
which I received a catalog

Merchant who advertises on TV

Never Seldom Frequently / 
very frequently

Occasionally

Online shop of a manufaturer 
or retailer

* Source: DHL Global Mail 2013 ∙ n Global from 9,270 to 9,446 ∙ n Japan from 430 to 441

                                      Japan            Global       

Online PC

  

Online mobile  
(tablet, smartphone)

 
By telephone

In writing (by post, fax)

 
By email

Order in store & delivery 
to home

85.0

1.3

0.7

1.8

75.0

3.2

2.1

4.4

“CUSTOMER JOURNEY“– PLACING ORDERSOnline rules
 

85% of the Japanese dis- 
tance selling clients mainly  
place their orders via PC. 
Around every tenth person uses 
a tablet or smartphone. Only 3 
% use offline ordering chan-
nels. This distance to offline 
channels can also be seen in 
the very limited use of catalogs, 
which are not even recognized 
anymore by almost half of the 
consumers. The extraordinary 
preference for online channels 
can be seen in the high us- 
age intensity of online market- 
places. With around two thirds, 
Japanese consumers visit these 
places significantly more fre-
quently than the global average. 
However, online shops follow 
with a significant gap in second 
place. Teleshopping is of almost 
no importance.

20.8 24.414.8

15.4 31.216.8

40.0

36.6

Japan 

Globally 

6.3 65.94.8

9.9 54.38.7

23.0

27.0

48.0 6.019.7

38.5 12.622.8

26.3

26.1

68.5 3.017.6

60.2 6.617.6

10.9

15.7

10.2

10.5

1.0

4.8

Ordering methods in the  
mail order business · in % *

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“ · Drivers & barriers in distance selling · Cross-border shopping · 
Dialog marketing
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One card for everything 

Credit cards are the preferred 
payment method for 70% of  
Japanese consumers. With that, 
Japan is significantly above the 
global average. However, online 
payment systems, globally in 
second place, are virtually not 
used in Japan. Almost three 
fourths of all distance selling 
customers have never used  
these systems. All other  
payment methods are of little 
relevance. 

Cash on delivery

Prepayment

Direct debit

Credit card

* Source: DHL Global Mail 2013 ∙ n Global from 9,218 to 9,324 ∙ n Japan from 436 to 439

“CUSTOMER JOURNEY“– PAYMENT METHODS

Online payment systems

Installment purchase / financing

Debit card

Invoice

Payment options
 · in % * 

Never Seldom Frequently / very frequentlyOccasionally

Japan 

Globally 

15.6 3.0 11.4   70.0

29.3 9.8 18.7 42.3

45.8 19.9 22.6 11.7

55.8 16.3 16.1 11.7

56.4 14.8 17.3 11.5

53.4 16.1 15.5 15.0

60.8 17.9 13.0 8.2

56.0 15.5 16.4 12.1

66.9 13.0 16.2 3.9

54.4 15.8 16.3 13.4

74.0 14.2 8.2 3.7

33.3 12.9 20.1 33.7

84.6 9.2 4.6 1.6

78.0 9.5 8.1 4.4

88.6 5.9 2.5 3.0

55.1 10.8 15.7 18.4

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“ · Drivers & barriers in distance selling · Cross-border shopping · 
Dialog marketing
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The option of selecting the shipping 
company 
 
The vendor only works with reliable 
delivery companies

Detailed information regarding de-
livery period & delivery date when 
ordering 

Fast delivery

Free delivery

 

Tracking information 

Delivery to a retail store

Delivery to a parcel locker or drop 
box 

Other collection points (supermar-
ket, kiosk, gas station) 

      Japan       
       Globally 

3.1

3.0

3.1

5.4

4.3

4.8

3.5

4.6

4.3

Max. accepted order time  
· Ø in days *

3.6

3.5

3.7

5.3

4.8

5.1

3.8

4.9

4.7

* Source:  DHL Global Mail 2013 ∙ n Global from 10,270 to 10,462 ∙ n Japan from 455 to 469 ** scale from 1 "absolutely not important" to 6 "very important“

Free delivery is important
 

For Japanese consumers it is 
most important to have free 
delivery of orders. An average 
transit time of 6.3 days is being
accepted (global average).

“CUSTOMER JOURNEY“  
– DELIVERY

1 2 3 4 5 6

Requirements for  
delivery · Ø *,**

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“ · Drivers & barriers in distance selling · Cross-border shopping · 
Dialog marketing

6.3

6.5

      Japan       
       Globally 
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86
+14

72
+28

Number of returns per capita per year  · Ø *  
     Japan   
     Globally

0.8

0.3

Return rate  · in % *
     Japan
     Globally 

5.9

Reasons for returns  
· Japan in % * 

Defective product 36.6

Percentage of users who returned goods · in % *

13.7

86.3

Japan Globally

Yes                    No

“CUSTOMER JOURNEY“ – RETURNSReturns do not exist!

To return a product seems to 
be a sign of discourtesy in the 
opinion of Japanese distance 
selling customers. Barely every 
seventh consumer returned 
products in the past. The rate 
of returns is with 2% respec- 
tively low and significantly be-
low the global average. A return 
is mainly caused by a faulty 
product. It almost never hap-
pens in Japan that a product is 
returned because the consumer 
is generally unsatisfied with it. 
So far, it has been unthinkable 
in Japan to purposefully order 
several variants for selection. 

27.5

72.5

* Source: DHL Global Mail 2013 ∙ n Global from 2,648 to 9,325 ∙ n Japan from 60 to 441

Differing product 
description

Delivery of the wrong  
product

Wrong product was ordered 

Product did not fit

Ordered multiple variants  
to choose from

Delivery period too long

Found less expensive product

Deficient product quality  

Product was not liked

15.2

11.8

33.4

5.0

0.0

1.7

1.7

Globally

32.3

30.0

17.8

13.3

8.5

37.7

29.9

15.5

5.8

3.9

24.8

8.4

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“ · Drivers & barriers in distance selling · Cross-border shopping · 
Dialog marketing

2.0



Shop the World

High delivery costs

Uncertain delivery 

Concern about misuse of payment data  

No demand because all products are obtainable 
locally 

Long delivery times

Unknown product quality 

No try-on possible before purchase

Complicated return process

No personal advice

No personal contact person for  
problems 

Doubts regarding data protection or the
dissemination of data to third parties

Concern about counterfeited products,  
product piracy

Product can only be obtained via 
distance selling 

 
Easy price comparison

Shopping 24/7

Location-independent  
ordering

Higher product quality

Lower prices

Greater selection

Option to deliver to a preferred 
location

DRIVERS & BARRIERS 
IN DISTANCE SELLING Barriers in mail order business  

· Japan in % *     

50.8

54.6

72.6

63.5

7.8

59.1

46.0

67.3

58.2

45.5

71.4

Globally 

36.6

24.2

34.4

3.9

25.8

48.5

64.9

44.1

21.5

22.0

29.8

34.1

Pragmatic reasons

Comfortable home delivery,  
flexible opening hours, and 
complete price transparency are 
the central drivers for distance 
selling in Japan.

Drivers in mail order business  
· Japan in % *   

Globally

* Source: DHL Global Mail 2013 ∙ n Global from 10,509 to 10,864 ∙ n Japan from 472 to 500

40.7

62.5

68.8

60.6

4.0

44.0

15.0

22.7

1.6

20.7

56.9

72.1

32.6

15.6

14.2

30.7

21.0

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“· Drivers & barriers in distance selling · Cross-border shop-
ping · Dialog marketing
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38+18+44CROSS-BORDER SHOPPING – OVERVIEW

Previous orders abroad  

Previous and future orders abroad by country  
· in % *

Great Britain
[10.2]

Hong Kong
[6.4]

1

2

3

4

5

USA
[69.4]

Other Asian countries
[22.2]

China
[17.9]

Future orders abroad   

Japan

* Source: DHL Global Mail 2013 ∙ n Global from 4,738 to 8,807 ∙ n Japan from 157 to 328 ** split into "further orders planned“ 34.8  % Japan and "no further orders planned“  
3.1 % Japan

Mentality of an export nation   

Only 38% of Japanese con- 
sumers have ordered abroad 
before. Another 18% plan to do 
so in the future. 
Today international orders are 
mainly placed in the US or in 
other Asian countries (e.g. Chi-
na). Going forward, the USA 
will be even more preferred in 
the future, the focus on Asian 
markets will be shifted towards 
Europe. As a result, China will 
become less important for Jap- 
anese cross-border shoppers.

France
[23.2]

Germany
[22.7]

USA
[84.1]

Great Britain
[31.2]

Canada
[23.3]

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“· Drivers & barriers in distance selling · Cross-border shop-
ping · Dialog marketing

Use of cross-border eCommerce·
in % *

Yes, already ordered **
No, but future orders planned 
No, no future orders planned 

18.3

37.9

43.8
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Products not obtainable domestically

 

Higher quality of the products

 

Lower prices

Greater selection

Assurance against product counter-

feiting

High delivery costs
 
Language problems

Customs clearance

Non-transparent costs 

Uncertainty with problems

No demand because all products are obtainable 
locally

Long delivery times

Unknown product quality

Complicated return process

Concerns regarding data protection 
 
Fear of fraud 
 
Uncertain delivery 

Concern about misuse of payment data

Uncertainty regarding warranty terms, payment 
process, legal situation, etc.

Drivers for ordering abroad
· Japan in % *   

Barriers to ordering abroad 
· Japan in % *   

Globally 

73.3

24.2

62.9

41.2

11.7

Globally 

53.7

31.6

41.3

41.3

33.3

12.5

56.1

35.7

50.8

24.5

41.6

39.5

31.6

39.3

Skeptical attitude

When ordering from abroad, 
the fear of fraudulent intentions
is the major barrier for Japanese
distance selling clients. With 
more than 50% agreement, this 
value is significantly above the 
global average. Lack of product 
availability and lower prices 
are the main drivers for cross- 
border shopping.

CROSS-BORDER SHOPPING – 
DRIVERS & BARRIERS

* Source: DHL Global Mail 2013 ∙ n Global from 7,289 to 10,689 ∙ n Japan from 222 to 483

57.1

39.3

33.9

43.4

18.6

13.2

54.3

49.2

34.7

27.7

55.9

50.4

31.8

33.5

78.8

8.1

50.9

29.2

1.4

Country information Japan Country profile · Media Use · Distance selling · “Customer jour-
ney“· Drivers & barriers in distance selling · Cross-border shop-
ping · Dialog marketing
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Receipt of mailings and catalogs  
· Japan in % *

5 and 63 and 41 and 2

DIALOG MARKETING

Reading mailings and catalogs 
· in % *,** 

Japan 

Globally 

25.7 42.5 31.8

22.1 35.2 42.7

5 and 63 and 41 and 2

Response to mailings and catalogs 
· in % *,** 

Japan 

Globally 

43.7 44.4 11.8

29.0 45.8 25.3

Response channel for mailings and catalogs  
· Japan in % *        
                                              Globally       

Website visits

 

 

Visits to stores or 

branch offices

 

 

Other online 

response (e.g. chat, 

Twitter, Facebook, 

newsletter  

registration, etc.)

 

Email

 

Phone call

 

 

Business reply card

51.0 73.4

48.6

30.0

24.5

18.4

12.6

* Source: DHL Global Mail 2013 ∙ n Global from 8,788 to 11,265 ∙ n Japan from 355 to 514 ** scale from 1 "never“ to 6 "almost always“

Polite reservation 

In Japan, mailings or catalogs 
are less common: 16% nev-
er receive advertisement in 
their letterbox. Mailings are 
frequently read by barely one 
third. Only every tenth re- 
cipient responds to dialog mar-
keting.  The most commonly 
used response is a visit to the 
website of the advertising com-
pany. However, the frequency 
is much below the global aver-
age. Visits to the store are even 
rarer. However, response cards 
are  used above global average.

Globally       

One or more times per week

One or more times per month 

Less than once per month

Never

26.9

33.7

27.7

11.6 15.2

11.3

8.5

9.0

17.1

21.1

47.7

14.8

16.4

Country information Japan Country profile · Media Use · Distance selling · “Customer jour- 
ney“ · Drivers & barriers in distance selling · Cross-border shopping ·  
Dialog marketing
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