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ABSTRACT

This study aims to provide basic data regarding the consumption culture and fashion of the
Satori generation by analyzing its characteristics alongside relevant data from various fields with
the aim of expanding scholarly understanding. The Sarori generation refers to young people in
Japan born between 1983 and 1994 who are not greedy and are satisfied with their situations.
This generation grew up during a period of social, economic, and cultural transformation in
Japan, and its members are currently in their mid-20s to mid-30s. In addition, the Satori gen-
eration came of low birthrate and aging, Yutori education, a long-term recession, growing societal
disparities, increased internet penetration, and the expanding influence of social media. The
Satori generation’s consumption culture is characterized by passive and efficient consumption,
small social consumption, and same sex-centered consumption. When it comes to fashion, the
Satori generation has four characteristics. The first characteristic is homogenization and petit
individuality. Members of the Safori generation exhibit homogeneity in fashion by adopting sim-
ilar appearances. However, they also pursue some differentiation by embracing petit individuality.
Second, fashion has become a means of companionship and experience. The Satori generation re-
gards fashion not as a thing but as an “act” of sharing with friends. Third, members of the
Satori generation pursue fashion styles using an established manual; they need this new “how to
dress” manual because contemporary society is overflowing with inexpensive and trendy clothes.
Fourth, their fashion diverges from conventional sexual tastes and the fashion market, a trend
that is apparent in the many buzzwords targeting the Satori generation.
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7b A8k BlE oF 2831%9 HluE W 2 H
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e 2 1B TEn) e F2EY B B
Ag 710l ok ‘ax 1HIE Fage] A
statal Ha ol U, A AT T F2ol
Hlgo] FolEX kelo Hgo] FolAE AL 7t
2] 71t} (‘Syousikoureika’, n.d.).
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o2 Moy /e wAY FFe] 4718 Wil

th(Hakuhodo Elder Business Promotion Office
[HEBPOJ, 2006). tt& $HOo 2+ 11 § d&
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ter) ZA19] F2o] o] B Uh(Sakamoto &
Harada, 2015). ©] Abd& o o] &2 Aldi7t &
= FARA @A © A=,
E}El ¢ fle AR =
& TH(Yamaoka, 2009).
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(Japanese Cabinet Office [JCOI, 2017), ‘&u]A
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HUAg BIA(JCO, 2014), ‘AEA ASHolE
(Hakuhodo Institute of Life and Living [HILL],
2019). ‘=FEH XAV (JSB, 2015)°, AYALY 4%
A¥ (Japan Productivity Center [JPCI, 2018), ‘& 4\
AEYl o] &8 AHe} o2 ZAF(JCO, 2011),
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tute Inc. [DCII], 2015), ‘&0l o} AE
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ALEZAIT O] W 9le] BaiA = AERT Z2EY
g2tk 198395 19940 Hojd AEERE #
WA #43sk=7t 8FH (Sakamoto & Harada, 2015),
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<oleR AT dE oF 13,063,000 ©1H,
AA 15-e] o 10.35% 5 2HAFHH(ISB, 2019).
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1) Azastel FEHRL
AL A A EAEE7E ALSE FAE YFH
AZFeE A2 19894 1574FE AY o] THH
o 157&T'd FASFEAE(total fertility
rate, TFR)°] 1 wWi7kA] HAXE 7I15AH 1966
do] 1588t e 1578 7153 AL 7tEdle
ol th(Kim, 2006). 198992 ALEZ At e &4
AlZlel sl e o] o] EA e oF 1207
Hoz, wolu JF A AEe] 1971ded A
7437k wis] 2005+ ¥ o)At Blojwtd Aol &}
A Q17 B 7hko]l ZFA g Aol th(Saka- mo-
to & Harada, 2015). o|Wj & d& HF = A&
e FAR JAASY I oA Wi wAE b
et

rﬁ

b A, A, BAA AfE orlaeA
vl g Zolth e o] N 19759 7 A4
Fe SASHs AEoM A wEoR WIS
AgstAA Ugtth(Tamai, 2002). 21 % 2002
DEHA Arte] ofyzt AR AAYH 2 o
FI g WS FASE AMEL SEAELY
o] WEHWA %Eall%o] g e /\]—p:]&} 22
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FEZANE ot FAFCRE 25TAE 2002
W, 15w E 200395E AAE A 5xF A
To7or FUE WA"E AMUER, 1987 A
20043712 A8 AgrEo] SR tH(Yamamoto,
2015). v A U A ZaE dgot
2002 FE 5 59A £l AF AAIEHWEA A
e AANA Hojd e AA &9 Ad'e
= 9uE AYtH(Tamai, 2002). 2L A3} o] Alth
= 9 AdERE 7449 Hr7E @A HAJ
(Sakamoto & Harada, 2015).
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At ¢] th(Yamaoka, 2009).
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I Al ofg AF st Aol AT 7F olF el
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o gtk F=2 @2 Fol A, 152 FAd
°§ 719 Y4Are = ik dAtstH e oW
olfr AN E HAFste] TR oY AlGA, oF2
H|EE H A3k .‘r_%x}"] F7h vepHer &
7H T AR o] oby7] WT°ﬂ s 318 7
& I3, AZACl okl el AEolE ot
A4 713 =&t (Kamo, 2012, p. 43).
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I, A ALEF Aol é;ﬂﬂ 15-24A11 4 743
FTYATISB, 2015). ool & Ao glo} A}
EAtE 20039 F7] B3 A7)o] AFgoe
m, 2000 o] F "AXALE 9L A+ L&A e
Hlgo] FolAe 4% &M +HETH AL
25 dte Adigte JidS 7RIt

nj

3) A, xAMv|t]ele] BF

2009 4E WHZAR7E A= vk 1045H 174
7HA 8 A 30008 S AR A AHad
e o] &3+ Aefe} oAb 9std 15
SO 96.0%7F FoMstE Afratr ARSH,
9B5.4%7F 2REEZES 2 AEYS o] &3t AATh
(JCO, 2011). BAl th/d=te] A% os 714 o
AEZAN = FISERE FUASE 2] A
2t 7 HxY Azt & & dth(Sakamoto
& Harada, 2015). ¥, thEAQ AAnHo] &
kel Twitter®t Facebooko] L¥ojr Mu|~E
Al AL 2008deldth 1§ 2011 Lineel
WA &8 SatEe] ghedl, O A
0HE THOZ O FEHA, 201219 388%°]
RE 10019 Line o]&&o] 20139l 705%=
w2478 7= AtH(Nakao, 2015).
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= Ao|th(Sakamoto & Harada, 2015). th&o 2
= A FHoE SdHY d5F 944
o8 aFstEy Slvke Helth ol Tsuji et
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2frste 202 g3 AEE FetrA ste 9 W A E QlE 59t sty v e &
So] REey] Wi I Foh 4B MAEE =(Q2)ell ‘T theet Abgho] 2003 315%
Axs] & ENZAME'ZA Y F20] o] 57 A A gaste] 20169 108%E HAAE
Atk Aot tE stue AIEZAUE 71A- 71539t Table 1). & oA Adje] H|s| ALE
o7 RRWI 4v Fdo] BYFHGoEE YE Aol AR ALE 222 EYE] BoE
2HALS 7L A4 GAR HolE Zolgte Aol AR o) APl PEehe %S YeERN T SiTh
th AL AdolE AIEYAH U= AH]Y HA TS TS AGFTFATLAA AAE A
FToes o8 EAS /Y O 5FHE 1H5Y G2t BEZZAPAME “HYGFH7F 5 A2k
BH o5 2o = A& ‘Igo L g3k 200 Aol 20061 ©]
T AEHNA O dEY Bo =4 U2 A 9A
1. 225 - G285 4| 22wl Zoldl & 4 QItHHILL, 2019)
{(Table 2).
ANAEZAYE QAR 3 o HIAHELS ‘¢ olelat AED A A o] 159 A

=4 % Uz Feo 1 A
WA ol 7h QR AT AGAY oA 2AF
°IFHUPC, 2018). o) ZAAA " Siare] 2 1 o o]tH(Dentsu Communication Institute Inc.
A 2Ry At= = (Ql)d ‘IFtFy ow [DCIL. 2015). 7 ZAFlA “A2 207 Ae Ao|
sk ARgro] 20009 205% Ao 20079 45.9% = QJ=sb e AR “Rasia YT AR oh
FEAL WORAE 5252 HIEF GRE g gae Al s51%1% AAROH, e

Fehol 9 1AL vk 20159 30009 20
HE BHOE HAF WERFFATL ZAPL

{Table 1> New Employee Awareness Survey

(Show in: %)

Q1 205 231 273 308 29.8 383 39.8 459 471 552 574 544 60.1 555 542 547 559 521

Q2 = = = 315 27.0 234 201 183 158 141 128 147 125 149 11.8 13.0 108 120

(Japan Productivity Center, 2018)

(Table 2> Percentage of People who Answered ‘I want to be a full-time housewife”

(Show in : %)
m_mmm__m_m_
35.8 37.0 315 425 346 32.3
33.2 31.0 288 44.6 26.2 27.2 317 27.6 25.7 28.7
244 274 26.2 30.5 222 25.7 271 24.6 27.2 25.6
25.8 318 384 382 308 271.6 26.4 246 25.2 29.3
247 340 343 40.9 29.1 282 326 271 25.2 28.0

(http: //seikatsusoken.jp/teiten/)
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U7t £A4 AMgste TAo S T3 AAANA B
F otk ‘FAdH ‘FAE HEZWXA(cost per-
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(Ushikubo, 2013). & $-Eluvetadls Zat= 7Hg
H'o} vl =3 otk AME AU 7L A ALS-shE
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“A2olEY HAolg /‘P‘“’ 7HEke AlEe] 7
IEs BY AEGAN Y HE Bl Jhgs
T BEAfEol ofd A 1 §i1 3] Haee
g, o] dA AEZHANE Z&AA AHPTS
ZHdl= skl ool th(Aril, 2016). ol& ALEZ
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A7t A9 FeolSAY Au|e&o] AlEle

ARE AHAQ WSS HolAY YL 7o
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et ALEZ AT E AFdACA s ol
£ 7] AoE EAE sysEs HAss
73S AUtH(Tsuji et al, 2016). 1 <7} 'KY,
olglel (4 4 4) T e FPojoith KY'#
T8 9A Ead, & BV FotsiAl £l
= Ay Agelgls 9uelth I8 KY'Z
ol3] AAlel 23/t MAE L7k} Z3tE A

o

O:

Ve ‘olEfel's} ¥ ETH(Harada, 2013). 5 ALE
A AFEF Y W BANE AA FES
243 542 Aun.

Harada(2013) = AtEZATHe] AZMAA7F &
Yol s Fe FHACE FuiHEA 1 QA7

FA87] sl ") Abwn'e 54
A AT siglth & AA9 d20180 £
Ropx A7b &2vE W d HlE AtEIAHE
Holdl JAZAAE fal 22 R LHE oY

N
o T M o

IAS Fd RS WL Fravy o

293 20 28 4RIk AE FAN 53

S AYRY NE AUEDS 2TRACE G2 Hol
23k,

=
& BIA A 20008 79.1%7F AT ] Aol gk
Az w5 z3h)ske Aoz yeed, o

{Table 3> Japanese Single Men and Women's
Consciousness about Marriage(2013)

(Show in: %)

B | want to get married as soon as possible.

B | want to get married someday.
B | want to get married, but | don't think it will.
| don't want to marry.

B | don't know.

(Meiji Yasuda Reseach Institute, 2016)

= 50019] 65.6%<F HlastH = FAATHICO,
2014). ol¥g A= "A7] B FAAE
Ol UEUHE Agd wEFsty gleH, ols
43 ol Ao o Holth'i ¢ Oeda et
al.(2013) 9] A7 % LR Sh(p. 646).

3. 54 BMe| 28|
drj Qe Lol ANE AN FRF
SHZ BE B B WSHE Bel gt 53

AEYAH U E Ao} A& s A o= wr
o 2o #AAES BltH(Tsuji et al, 2016).

1 o2 wo]A ofiAtt FHAFAIF dEAF
°] 20tH-40t) Pl oF 30008 & WYeE A

Ithet AA7E AEsty Ak xFH)'T @k 20T
3& 2013 67.1%¢°04 2016 38.7%%=, 20
& 20139 822%°1A 20169 59%=E w4
g 58] @Ao] o4 Bo A s
2T A B, 20169 A wA A9
o] dsf gle 20h Aol 533%1 HATHMYRI
2ol AMEHAUE Adold RS

ZE3 gon, AEe gdsite vt
il vk EgE oJ BT WOl
o] #AE FAH Hll whek T4
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ofN rE
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{Table 4> Japanese Single Men and Women's
Consciousness about Marriage(2016)

(Show in: %)

28 133 27.7

H | want to get married as soon as possible.

W | want to get married someday.

m | want to get married, but | don't think it will.
| don't want to marry.

M| don't know.

(Meiji Yasuda Reseach Institute, 2016)
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{Fig. 1> Fashion Magazine “Nicola,
First Issue(1997)
(https://www.google.co.jp)

F FEHAA A
AL oA A7t A FolA kHIE
wate FH e AFATE olvA HASS 3t
TH(Yamaoka, 2009). 53] o/del Hlg| Higeo] 4
T3 dAofel] Fal HS A HE
a8 GAES JHee vHE folgol A
E Byt I o7t 2AA g HAA Ay
1ok Z2A A E 2008 535 Aol Al
BE 2AY ) EAA7E YolA] wAlY mEE
g5 AZA Asts FAE 7t Yamaoka,
2009). HE3F AAA FArE 20129 R &
AR "ZAA'E ol Aol HHAZRA fle, o
SolE S 4 F A A FAHE
7}2] 1tH(Ushikubo, 2013). ‘oi=}3)'9} "g=13)’
© ol 3" A A I oo|t} ‘AxI'H ¢
QA" ] 71gg A4 HA§ WA HFA
1 RIZIE WA T3 o=, 2010d 3
o] Aol = 23 tH(Sakamoto & Harada, 2015).
I % gAs g 2 AAY o te §4
72 vy BIHAl 715 T2 AFEGAY Aol
oA #A vzt

1 w7 o2 Harada(2013)= A A9 7]
AZFE ERT AAnTofo o] HHL YiE

3

o7, HolEA FPAT SEY A= &7 A

o

3
e
=
a}

{Fig. 2> Fashion Magazine "love Berry,
First Issue(2001)
(https://www.google.co.jp)

A7F ZFESHEA AR AGY Aej e} AH] &
7F ZAEHATE Aoty I £k Sakamoto
Harada(2015)= AFEZAN7F o AJEHEH -
A& 2~E] (Pocket Monster) o €33l A5
HAtts AL olfE EULh o EAZXAE
A FEol R §lo] FHY 4 F Ide
Zo]7] wigel o] 5Ho] ALEZ A AHAlA
o Attt GFe FATE Aolth

EI

= rir

=)

V. At=Z2|MCHe] TjM

AEYANE 4 A5 MY FRENYE fa
W7l BEWd Adelth wElx o3 g wjiE
B 719 v tidel HATH EAZAH,
ol 9] (Damago Watch, 19969 &A]) %o]
AEZA Y AFE ZH=Eo|t)

H Ao QlojME AIEAHE ZF Al
S FEQ 1990 $ukell A 2000 Z 4
EAAQ FUol HAANGS P8 FA A
EgAdE A7 7434 A AAATE, wf
Acket FAEE 283 A% tH(Kawashima, 2013).
A9 ‘AA ZA(six pocket)olEtE WE AEA
Aldel 25E 7heYe 22, & Wel ofdolq

AR, Z7Y e7ke] 2REES #3760 F

-

=
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ye] &87F JFEoe ndth FUolE B
o2 & A HEAE= "Narumiya Internationals
(19959 F9)el sAE RO, "Nicolas (1997
Z74), "Love Berrys (20014 #7h) 53 e +
Yol A Sl F7hskAdtkEig. 1, 2).

I % A EJE Ato]Zo] HE WA A,

TS AwA E?Jé}oq A7tA o R drjshs
d H2E djAe] A AAC diF HAE
sAolg Hal f39 AE*P%% Auke] =93
of @& JHAd digAAt st JMi Has
T2 ags %ﬂ%ﬁ% 7F) 71 tH(Oeda et al., 2013).
AL e Jﬂi TGS 2R, Moﬂ:
FUNIQLOs (¥ £, 1997 SPAFEIZ 73, TZARA,

Olﬂ 051

(2591, 1998 U+ H%ﬂ:) o] 7R3 skdaL, 2008
W o]% TH&My (29", 20089 714), "Forever
215 (P15, 2009 713) 0] 7HMIstEA HAE o
A Aol Ao B o] FA HATh

wEtx] &3] AIEZAUE HEE s Ad
A A Awst=r], Sakamoto & Harada(2015)
“ATEAT Y] AH] 2 oigd] HAE A
Aot ghH, “I1E5°] tivkrt 27k AFEel
A E2 Ao ol A1 FALE WEFL Zo
=0 AZsitt oAl s d2olEe] HAAAH
7Fe] AmMlE stelghe dhge WeElop gk
TH(pp. 226-227). 1 5A<L Y7o A o3
k=g

l‘

rir

|

1. SZ 59} e (petit) JHAS

oA WAFe] AEIMYIE 234, 184 2
M A4S AUA AU AW, oy A
79 @4% 2 g0 RHYE AL oy

Folsls Qe TR Aol A

S8 497k 200 dUd DA A mEel
2918 AP H(DCIIL, 2015)<Table 5.

Jet e ATse oshd ARdAnE @

—_

A ASOEANY FhHAs RE FASA &
=tk F99 T2 JAEHEA HaA Fdd %
S Aedth(Yamaoka, 2009). Wk ALEzZ] Al
= ME H=S 9RE g A s A4S
Btk 1 olfre v 2ol AdE & 5 9l

ot AR, AL A ZE sl TP i e

of H2E Mo B AN Wil I 9IS
wgro gt ol B4, A JRE A
st mdole WeE #E 4 otk I «=
Minami(2015) = #l=°] el A=A Cuties
o] F2HE tFE 71AA dE giREe] oA

1T glom o

FA dg Rt ol gA A

o s FA 2 AW Fu Y A
A F oW oA 24 &g Aol Ul
EZAU7E AlskE  lE AYs HA-7A
Al SlEjdle]} SNSOlA AHE AA H
Az v RE A HAo A E
Utk I Yol = AIEZAHZE FU A Al
FA/UE Aol v, I " Athel wls]
ol AIZIFH #HAE AAJvde HAE E T
E‘r(Yamaoka 2009). 1wl dAA A
e FAMFSAE EETE Azl

T -

oo 4y W2

past

2,

J

{Table 5> Hobbies and Things You Think You Can Do
Only Now

(Show 1-5th Place, Show in %)
University Students(M) n=417 University Students(F) n=395

1 Animation 106  Fashion 18.7
2 Fashion 10.3  Events with friends oLy
3 Game on Game Device 9.8 Make up, Beauty 12.4
4 Domestic Travel 9.1 Idol 12.4
5 Sg,mnio%?;n’;::sgone, 8.2 Go to the Theme Park 10.9

Workers(M) n=825 Workers(F) n=777
1 Fashion 10.5 Fashion 24.5
2 Animation 9.2 Make up, Beauty 17.9
3 Internet on PC 8.1 Shopping 12.4
4  Cartoon 74 Overseas Trip 12.1
5 Game on game device 64 Domestic Travel 10.9

(Dentsu Communication Institute Inc., 2015)

- 108 —



12 ALE A s 2t vlEst

a9 thes ge Aslel FEs £ @esk 7k AAue AEsE Bas pEoE Eold
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o) ] z}j.ri_,—\:q. Hool} e gL zha EFSEFAFAAA 20139 T 2016 7HA]
A7l el BAA vk 2AE 2AY 2x W ok 33 mao] 15-60H2 TIAOE A
2 A9y I35 AEeth dgEE Fud & ) s )
ol BFaty T oA mu(petit) MRS A HIXNE B, da dEJELS o8, FHv -3
Z38HA = Ak A zHekth(Watanabe, 2013). dg|ofo) A, ‘wS - s WA AES 7
AN AR YEET O T FEd B A2
oA Zsf= ‘m Aolgt =43 712y ) . ) . |
Aol St H ARl g hs T 20th e Cold's mAE'Y FEAA, 20T

b ebzre) AR,
o ke A EASIL Aof s AEeA
7

G e Aot g Aelelol W] FEAA S =

e S i o e AAYTGE Fo THNRL 2017)(Table

A RS e o BYE GWAVHE ) 2 an gwas zaude 999 2w

BRET), A=), ARG T e e, mel A
A B & gl top :

b)ehe fdlols ARA
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A2 o5, dojel wo]=

o
A9 235 -
A VRS SAE g ez an we 20sd wxZgaTes)

& AYE S 7R (Ryousannkeliyost, oo o e A selt(DCIL 2015) <Tab1 5.
Hd) ‘%‘47}-‘?31'94- ‘}\‘I‘]‘?_‘ﬂ‘*‘: ”HA:] Ha]‘: F% o] Z/\]—Oﬂf\ﬂ “Z]J 7]_‘:_{5], i] ]9,]_ o], .Sl
= A =] o] LS = ol O °er 7 © -
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=2 oln] 3 ¢ i i D
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© S "tk Ao GAES BT 9, AHES AT
}o = o} 3 ‘KY’
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Sey) wrke opel Aolg ekt Ao el A Al A ]
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{Table 6 Items to Increase Spending

m10s(M) m20s(M) m30s(M) m40s(M) = 50s(M)

37

m
m ey
]
o
I
)
o~ r~ ~
~ ~
n wn
T ~
o m m
o ™~ o
— o~ -
o on
oo ~
—— © o~ ©
e b= - -
= o -
- n n
= -l =
—m
m ‘ ‘ ‘
TOUR HOBBY, RECREATION

A A3 A #AE ROA FSith Ushikubo(2013) ol
ostH I AVl 1E AHE AF "Conomisoll Al Al
22 A tFig. 3). "Conomiy e 9 Y7HEHGHE)
T oA AL YRl 2ES Fjste F2
ZHAIFOo Y 2003E AWl &I ES NAIHA
s et wol, 2008L4°ﬂ =t Oﬂ Szl uj

o
A EAA AR F O BEES AR Ho &
ol &gl AFED A HUAdH Q] FAZ
# (costume play)” #Ze] 283} th(Sakamoto
& Harada, 2015: Ushikubo, 2013). ©] €=
EAUZE £H4 #AE 53 P8BS TG
EAGE ddsE & 4 dth

[

GROCERY

(Multiple Answers, Top 5 Items, Show in %)

60s(M) m10s(F) m20s(F) m30s(F) m40s(F) 50s(F) 60s(F)

n
-

o~
)
© -
o o
- o
]
~
o ©_ w
I | II

CHILD EDUCATION, SOCIALIZING, DATING
LEARNING

28

23

14

g1r

(Nomura Research Institute, 2017)

3. 0fwe el o

A 206 FF Al AIZ1(1987, 20059, 2009
2 FHEo1E 9o ofgA
H]i’_ B8 Tsuji et al.(2016) 2
20159 AAFHAA Y Bl
g Az AR

9}11]{, 2005 o] —t— w1

=

Fe o= 1987L4°1]L —4751’. L R
WA o AE AP dd w2005 o] F
ol ‘wjAde] “FHmel o]o] 29l &FTH Tsuji et
al, 2016). & #A o5 s ALEYAU =
Bo] e WHeA HULE Zlo] ofyE
Apqlo] CRE fFH sbge Zlolgk Azhsie, 1
S T szt sjAelEE Qo] Fbee] gl

o 5 Ao
Y FEs 2 A4S AEIHUE Hae
EAHEY Yol 58 RIS BLE Brhs
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{Fig. 3> School Uniform Select Shop "Conomi
(http://www.conomi.jo/, 2019)
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{Fig. 4> Fashion Magazine "Smart, |
(http://tkj.jp/smart/201605/)
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(Fig. 5) Fashion Magazine "Smarts Il
(http://tkj.jp/smart/201804/)
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(Harada, 2014, book cover)
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