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In this paper, we explore two trends that are changing Japan' s consumer landscape:
ethical consumption and voluntary simplicity. Ethical consumers aim to make a positive
social and environmental impact through their consumption. Voluntary simplifiers
consume as little as possible, avoiding certain goods and services altogether.

These concepts have attracted scholarly attention in the West. The literature reveals,
among other things, that the concepts overlap each other in some respects. However,
little is really known about how the concepts are filtered and understood by Japanese
consumers themselves.

In Japan' s highly developed consumer market and materially affluent society, what
do consumers think about taking ethical criteria into account alongside price and
quality, and how do they perceive the idea of minimising materialistic consumption?

A form of ethical consumption has gained traction in Japan. Japanese consumers
like to spend money on a worthy cause, as illustrated by the popularity of products
that donate some or all of the profits to assist the recovery from the Great East
Japan Earthquake of March 11, 2011. Additionally, increasing numbers of Japanese
people, especially those with young children, have rejected their normal food choices
in favour of organic foods. Unlike the case with cause-related products, however, this
latter practice is driven more by heightened concerns about food safety following the
radioactive contamination in the disaster.

Voluntarily simplicity has attracted attention in Japan, too. Japanese people have
started using the loanword ‘minimalist’ to describe someone who tries to live with
as few material possessions as possible. The loanword ‘voluntary simplifier’ has also
entered the popular lexicon recently. This concept emphasises the voluntary nature
of the person’s rejection of consumerism, and how the person finds happiness in

embracing simplicity. The Japanese literature does feature some theoretical analysis of
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‘voluntary simplicity’ , but empirical findings are scarce. Accordingly, we compared
how the concept is understood in the Anglosphere with how it is understood in Japan.
Regarding the structure of this paper, the first chapter states the objective of the
paper and outlines the two new consumption trends. The second chapter focuses on
ethical consumption. It discusses the role of handicraft in relation to the concept and
demonstrates how demand for handmade goods shapes ethical consumption practices.
Presented in this chapter are examples of handmade products that donate profits to an
overseas aid charity. The third chapter discusses how ethical consumption relates to
voluntary simplicity, and how both concepts reflect demographic trends. The paper’ s
concluding section summarises the procedures of the study and highlights the key

findings.



