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The empirical research of the effect of a product packaging adaptation giving to the buying intention of overseas consumers.

Abstract
This study is explorative study. This study aims to reinforce competitiveness of the company in Japan which handles convenience goods in foreign countries. As an exclusive step, we pay attention to a product packaging and study it. Packaging must serve as a silent salesperson and attract the shopper's attention. However, it is no proof whether Japanese product packaging is effective or not in overseas. Moreover, it is not organized as data from business point of view. Therefore, we prove whether Japanese product packaging is a means to strengthen company competitiveness across borders and investigated the effect of product packaging giving buying intention to consumers through original consumer experiment. From the consumer investigation, we found effect of product packaging  giving consumer buying intention was different by countries. Therefore, we propose a packaging adaptation model from consumer investigation and firm interview.
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1.Background

1.1 Global Expansion

 In recent years, the number of Japanese firms selling convenience goods which encourage overseas expansion is rising because of commoditization in market and domestic market shrinkage due to the declining population. One of the most important things for a company is to boost profit margin on overseas sales. In this section, we refer to the current status of Japanese market by looking at previous research. 

1.1.1 Declining population

 According to the 2014 population census by Cabinet Office, Japan’s population in 2060 is expected to decrease by two thirds of the current population, that is, approximately 87 million. 
 Therefore, consumption demand decrease year by year and market growth is not expected. In the long run, declining population shrinks market.









Fig.1 Projection of Population
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Note. 2014 population census by Cabinet Office


1.1.2 Commoditization in　Market

  According to the previous research by scholars majoring in marketing, most products and services in today’s market have been transformed for commoditizing, and it is becoming more difficult for firms to invent innovative products than before. For example, packaged consumer products section such as foods and beverages, industrial goods section such as jet engines and inverters, and even service section such as logistics and consulting firms may be considered as commoditized markets (Onzo 2007). Ogawa (2011) defines that commoditization is to fall into the market which has no difference except for the price among rival goods/services or in which there are almost same goods/services for consumers. Consumers tend to make a purchase depending on the price, if a market is commoditized. Furthermore commoditization caused a high possibility of getting involved in a price war, which impacts on a firm's profitability (Ikeo et al. 2010). 
1.1.3 Status of global expansion of Japanese companies

  According to the 2014 Survey of Overseas Business Activities (published by the Ministry of Economy, Trade and Industry), the number of overseas affiliates of Japanese companies selling convenience goods have been increased year by year. 

Table1.Changes of number of overseas affiliates in Japan
[image: ]
Note. 2014 Survey of Overseas Business Activities published by Ministry of Economy, Trade and Industry

The reason why firms are expanding their business across borders year by year is domestic market shrinkage due to the declining population and commoditization in market.

1.2 Buying Intention and Product packaging

  It is needless to say that what company boost profit margin on sales is to let customer buy a product. From the perspective of theory of consumer behavior, it is essential for companies to raise consumers’ buying intention. 80% of purchasing decisions are made in-store (POPAI 1996). Therefore, to raise consumers’ buying intention in store is essential for sales.
 As a means which raise consumers’ buying intention in store, product packaging has been considered as one of the best means. The package as the “Silent Salesman”  “Last five seconds in marketing” (Onzo 2002) on the shelf is important in store. The packaging impact is what attracts the customer. In particular, the most effect of product packaging shows in convenience goods, widely distributed and relatively inexpensive goods which are purchased frequently and with minimum of effort, such as most grocery items. Moreover, consumers are subject to stimulate when they purchase convenience goods (Hirakubo 2005). Therefore, to study product packaging is valuable.
 However, despite the present situation to be attempting overseas expansion, it is no proof whether the Japanese product packaging is effective or not in overseas. Moreover, it isn’t organized as data from business point of view.
Therefore, we prove whether the product packaging is a means to strengthen company competitiveness across borders and quantify the effect that the product packaging gives buying intention to consumers through original consumer experiment. And we propose a practical model based on consumer experiment and firm interview.

1.3 Research Objectives

In this section the objectives of this study will be introduced and justified. 




1.3.1 Objective 1

To attempt to demonstrate whether product packaging can strengthen company competitiveness across borders, by investigating the extent to which product packaging can affect the buying decisions of customers. 

As for in-store and convenience goods, product packaging gives full play to one’s effect. In addition, product packaging is expected various effect in theory. However, it is no proof whether the product packaging is effective or not in overseas.
Moreover, in domestic market, an evaluation and results of product packaging is accumulated steadily, but it isn’t organized as data from business point of view.
Therefore, we proof whether product packaging can strengthen company competitiveness across borders, by investigating the extent to which product packaging can affect the buying decisions of consumers. And this is greatly valuable.
	
1.3.2 Objective 2

We conduct explorative research method to find the model.

As stated above, this study hopes to investigate the extent to which product packaging can affect the buying decisions of consumers. In other words, this study hopes to contribute to business aspect. For the business aspect, to quantify the effect that the product packaging gives buying intention to consumers through original consumer experiment. By that means, effect of product packaging can understand more specifically. Moreover, we propose a practical model exploratively.

2. Literature Review
 
In recent years, due to penetration of self-service and increase of unplanned purchases, the importance of product packaging is rising relatively. In this section, we review previous study of product packaging. Then we refer to japanese product packaging and case review.

2.1Definition of package design 

 According to previous study, it is defined that container and packing is design, activity in general to manufacture is packaging, and container and packing which is designed is design in marketing (Kotler 2003). Package design consists of graphic and shape and it is constructed as tool aspect and massage aspect (Kaneko 1989). This tool aspect means product protection in transport. Otherwise, massage aspect means product information and image about value and attraction of product. And then, package affect consumer’s emotional decision about product due to evocation about superiority, discrimination with regards to rivalry products, and scene to use product (Kaneko 1989). Over and above that there are various definitions of package design in previous studies. Package design consists of various elements. For instance, logo, color, picture, shape, material, and explanatory note, and so on (Sotokawa 2010). On the other hand, package design consists of visual element and structural element (Underwood 2003). This visual element means color, picture, logo, type and so on. Otherwise, structural element means material, shape, size, and so on. Moreover, package design consists of visual element and linguistic element (Butkeviciene, Straciskiene, and Rutelione 2008). This visual element means picture, shape, material, size, color, and so on. Otherwise, linguistic element means logo, manufacture, information, explanatory note, advertising slogan, and so on. Therefore, package design consists of visual element, structural element, and linguistic element (Ohkaze 2011). 

2.2 Previous Study of Product Packaging

The importance of product packaging can divide three aspects. 
First, the importance of product packaging and the use of packaging as a vehicle for communication and branding is growing (Rettie and Brewer, 2000), as packaging takes on a role similar to other marketing communications elements. One reason for this is simply the fact that consumers may not think very deeply about brands at all before they go into the store to buy. One recent study estimated that 73 percent of purchase decisions are made in store (Connolly and Davidson, 1996).
Consumers’ buying intention depends on the degree to which consumers expect that the product can satisfy their expectations about its use (Kupiec and Revell, 2001). However, when they have not even thought about the product much before entering the store, this buying intention is determined by what is communicated at the point of purchase. The package becomes a critical factor in the consumer decision-making process because it communicates to consumers at the time they are actually deciding in  store. How they perceive the subjective entity of products, as presented through communication elements in the package, influences choice and is the key to success for many products marketing strategies.

Second, the definition of IMC is a management concept that is designed to make all aspects of marketing communication such as advertising, sales promotion, public relations, and direct marketing work together as a unified force, rather than permitting each to work in isolation. It was defined by Don E Schultz, professor emeritus of service at Northwestern University’s Medill School.
Product packaging has many contact points to customers. In particular, convenience goods have many contact points. For instance, advertisement, in-store, buying, use and disposal processes are included in contact points. Absolutely, product packaging is an element in marketing communications and there are many elements in marketing communications as communication tool how to inform product concepts. For instance, advertisement, packaging, price, place to sell, and quality are element in marketing communications. 

Third, according to the previous research, brand equity represents the “added value“ endowed to a product as a result, in part of past investments in the marketing for the brand (Keller 2008). At the heart of branding and brand management is the brand itself, which can be thought of as composed of various brand elements. Brand elements can be defined as those trademarkable devises that serve to identify and differentiate the brand (e.g., brand names logos, symbols, characters, slogans, jingles, and packages) (Keller 2008).

2.3 The Effect that Product Packaging gives to Consumer’s Buying Behavior

Packaging is a critical factor in the consumer decision-making process because it actually communicates to the consumer in store (Silayoi & Speece, 2007). The package stimulates purchasing behavior because it is a medium of attention, information, and aesthetics. Packaging that captures the customer’s attention facilitates quick in-store decision-making (Silayoi & Speece, 2004). The results of previous research into packaging and package design suggest that packaging is an influential element at the POP, and that it has a pervasive impact on customers during their purchasing decision process (Orth & Malkewitz, 2008).    Packaging is at the same time a promotion and sales stimulating tool suitable for transmitting offers and advertisements promoted in other channels — it may be the source of game rules, contacts, and presents. Catching attention is key with mass products as they must stand out from the massive merchandise somehow. 
 Attracting customers’ attention, however, can be difficult because of the large number of competing stimuli (products) in a store, and the fact that most of these stimuli are ignored by customers who shop habitually (Underwood, Klein, & Burke, 2001) . Nonetheless, once the shopper’s attention has been caught, the features of the packaging can serve to underline the uniqueness and originality of the product (Silayoi & Speece, 2007).

2.4 Japanese high level of packaging technology

 According to IP market report in 2011 researched by global information service company, Thomson Reuter offering information for business and an expert, Japanese companies account for top five in global patent ranking about food packaging. Furthermore, 18 Japanese companies out of 27 companies ranked in this ranking. 

2.5 Case Review

We refer to 46 books and theses and 81 number of internet accesses about product packaging. Moreover, we adjust high level of  product packaging case.
There are many products whose packaging is made elaborately in recent market. For instance, Shiseido “TSUBKI” shampoo whose packaging is made in curved way which imaged petal to appeal high quality for consumer. Further, Mitsukan“KIN NO TSUBU” Natto is unique package which exclude small bag for sauce and film. 
In September 2010, KIKKOMAN began sales of “Itsudemo Shinsen Shiboritate Nama-Shoyu” in Japan. This unique soy sauce is sold in a special airtight container that maintains freshness for up to 90 days after opening. This particular soy sauce, marketed as ‘fresh’, keeps more of the flavor of the soy beans locked in by refraining from boiling them. This bottle has an ingenious inner pouch that prevents air bubbles gathering in the bottle so that this soy sauce stays fresher for longer. 
2011 marked 10 years since Kirin Brewery first launched Hyoketsu in July 2001. The brand enjoys unchallenged dominance in the Chuhai (a cocktail of shochu, soda water and fruit juice) category. One of the secrets behind the brand's success is the unique 'diamond cut' pattern of the can. It is created that the diamond cut specifically to broaden the product's appeal beyond the traditional market of men middle-aged and older to a new audience in its twenties and thirties. With its bold combination of blue and silver, the product was an immediate hit and ranks among Japan's most recognized brands. The Hyoketsu design won the Japan Package Design Association Special Prize in 2003.
  Moreover, ILOHAS is the name of mineral water brand which is developed in Coca-Cola company in Japan. Once consumed, the bottle is easily twisted, which crushes the bottle to a very small size. This smaller size reduces transport cost to the recycler and improves transportation efficiency. It also supports the needs of the local market by reducing the volume that comes out of Japanese households. This plastic bottle is extremely light and has the environmental benefit of using up to 30 percent plant-based material, reducing the petroleum-based materials. “ILOHAS” has been the No.1 brand within the small size mineral water category in Japan.


3 Methodology

3.1 Explorative Case Study on Product Packaging across borders of nine firms.

The First and second section shows that the reason why Japanese firms are expanding their business across border and Japanese technological strength of product packaging and importance of product packaging. Although Japanese technological strength of product packaging is high, there is no research such packaging. Similarly, these packaging isn’t obvious whether it be a means to strengthen competitiveness across border.
Thus, we did case study. In general, case studies are the preferred method when (a) "how" or "why" questions are being posed, (b) the investigator has little control over events, and (c) the focus is on a contemporary phenomenon within a real-life context (yin 2009). Thus, we did case studies with food, beverage and toiletry manufacture as selling convenience goods to know the importance of product packaging and firm’s opinion about product packaging and a position of product packaging in selling strategy from the view of business world.
There may be exploratory case studies, descriptive case studies, or explanatory case studies. Similarly, there may be exploratory experiments, descriptive experiments, and explanatory experiments (Robert K. Yin 2009)




3.2 Sample selection
 
The selection of firms for this interview followed a two-step process. First, we chose Japanese firms which are expanding across borders. Because we wanted to know the importance of product packaging across borders, and to
 know position of product packaging in selling strategy across borders.
 Second, we chose firms which are manufacturing the convenience goods and selling at retail store. Because, consumers are subject to stimulate when they purchase convenience goods (Hirakubo 2007).
  We judged whether firms satisfy the conditions by web sites and books. As a result, there were 81 firms which were suitable for the purposes of this study. In appointment to these firms, we were able to interview eight firms by telephone or directly.

3.3 Results of Investigation

  We conducted interviews to investigate how important product packaging is for firms and position of product packaging in expanding business across borders

Table.2 Result of Investigation
	　
	Firm’s name
	Produce
Category
	Location
	Relative importance of product packaging in selling strategy
	The focus on which
part of product packaging
	Whether product packaging is a means to  strengthen
competitiveness across border

	1
	Firm A
	Food
	America,
southeast Asia
and Taiwan
	As a means to tell unique, product
packaging is important. But similarly
 taste and price is also important
	The correct solicitation of
product concept
	Product packaging that succeeded
branding is going to be

	2
	Firm B
	Food
	China, Taiwan
and Korea
	Regard as important. It is not able to say that only
product packaging is important
	Materials that doesn’t incur cost.
Be conscious that it can look
like delicious and easy to take
	Japanese pursue the novelty and
mind detail. Thus those will be strength.

	3
	Mandom
	Toiletry
	Korean, China,
Taiwan, Singapore,
Philippines,
Malaysia,Indonesia,
Vietnam,Thailand
and India
	Consumers aren’t aware that product
contents. But consumers are aware of
product packaging.Thus, product packaging is most important.
	Easy to use of container and
be conscious of color and
design now in fashion to consumers.
	Japan is proposing various things
through product packaging, it is common use.

	4
	Firm C
	Food
	America, China, and Korea 
	Priority doesn’t high much.
	It continue to use in the old days,
	As for customer satisfaction and take
in new customers, there is important.

	5
	Firm D
	Beverage
	China, Oceania,
and Asia
	Low-involvement goods can’t have much difference
in contents. Therefore, product packaging
is important.
	It regards design of looks as
most important thing.
	The product which is sold in Japan is  
sensational in foreign countries.
Thus will be strength.

	6
	Koikeya
	Food
	taiwan
	From the communication with consumers,
product packaging is important.
But taste or component of contents is also important.
	It focus on colors of product
packaging.
	It doesn’t know whether product
packaging itself will be strength. But
product packaging is necessary factor
to remind and recognize product to customers

	7
	Firm E
	Toiletry
	China, Thailand, Asia, southeast Asia,Europe, Africa, North America, Middle South America and Middle East
	Although product packaging is the right
balance with product price, it is important.
	Design of product packaging
	Product packaging will be strength
if it can convey the merits of product.

	8
	Firm F
	Beverage
	Oceania, Brazil,China and Southeast Asia
	In terms of differentiation from other
product, product packaging is important.
	Whether product packaging
can embody product concept.For example, it represents coldness and exhilarating feeling of product in product packaging.
	Product packaging will be strength to
appeal Japanese quality.

	9
	Firm G
	Toiletry
	China , Taiwan and Hong Kong
	Regard as important. But design and content is also important.
	To tell simply specification of the
product.
	Product packaging will be strength. Because Japanese quality is especially trusted by asian consumers.



First, eight firms we conducted interviews directly. Although there was difference on packaging strength point in each firm, all of interviewer thought product packaging is important in selling strategy. Similarly, Japanese product packaging is a means strengthen competitiveness across border or it will be in the future.
However, in nine firms, to ask which part of product packaging do you focus on?, we could divide the nine firms into two groups.
(A) The firms that focus on color and design of product packaging.
(B) The firms that focus on utility for consumers and positive image giving to consumers through product packaging
In these two groups, the first comes under six firms and the second comes under three firms.
Although it depends on product of firms, (B) is uncommon in other countries. Because product packaging is usually to protect products, to inform product’s information to consumers and to inform product’s concept to consumers.

3.3.1 Product Packaging’s Definition of our Study
  
As started above, product packaging we researched is made for utility for consumers and giving positive image to consumers. We define utility value and aesthetic  value of product packaging.
 These words, which are used in brand theory can be versatile. Because utility value means “on using or consumption of product, value as benefit for consumers” and aesthetic value means “it gives consumers positive image, solicit the pleasure.











3.4 A Flow our study
Figure●. Flow to Our StudyWe include the companies do:
    Located in the Tokyo metropolitan area
    Manufacturing the convenience goods
Food, beverage and toiletry firms
Global companies
Secondary data
· Nikkei BP
· Nitiyouhin Keshouhin Meikann
Secondary data
· Each company site
81 firms
Interview to 9 firms
Case study result
· Product packaging is important tool
· Discovery of utility value and aesthetic value
Objective 1
Sample selection
Case study result
Experimental investigation 
to consumers
Comparison of 2 countries
(Total 188 Respondents)
Construct a model
· Utility and aesthetic value of product packaging affects Japanese consumers’ buying intention  
· Utility and aesthetic value of product packaging doesn’t affect Chinese consumers’ buying intention
Group interview
(Total 23 people, 4 groups)
· Discovery that Chinese prefer luxurious and durable on packaging
Secondary case study
(Interview to 12 firms)
· Representation method of product packaging differ across border
· Appeal point of product packaging is different in selling phase
Objective 2
Proposing our original model

























3.5 Experimental Investigation to Consumers

 We make sure by consumer surveys whether utility and aesthetic value of packaging affect consumer’s buying intention. And, there is no way whether high level of packaging in Japan affects buying intention. Moreover, utility and aesthetic value of packaging affect consumer’s buying intention due to stimulus. To investigate it, we conducted a consumer survey on consumers in Japan and China. This section has eight Hypotheses:

H1: Utility value of packaging affects Japanese consumer’s buying intention.
H2: Aesthetic value of packaging affects Japanese consumer’s buying intention. 
H3: Utility value of packaging affects Chinese consumer’s buying intention.
H4: Aesthetic value of packaging affects Chinese consumer’s buying intention.
H5: On utility value of packaging, there is no difference between description and none description in Japanese consumer’s buying choice.
H6: On aesthetic value of packaging, there is no difference between description and none description in Japanese consumer’s buying choice.
H7: On utility value of packaging, there is no difference between description and none description in Chinese consumer’s buying choice.
 H8:  On aesthetic value of packaging, there is no difference between description and none description in Chinese consumer’s buying choice.

3.5.1 Packaging Selection

We chose KIKKOMAN soy sauce “Itsudemo Shinsen Shiboritate Nama-Shoyu”, a usual soy sauce packaging, “ILOHAS plastic bottle” , and a usual plastic bottle as a utility value samples for this study. Further, we chose “Hyoketsu” whose packaging is a can cut diamond pattern and a usual can as an aesthetic value samples for this study. There is main reason why we chose theirs. It is assumed that their packaging stimulates consumer’s sensitivity successfully in reference to articles of NIKKEI DESIGN and other websites. 

3.5.2 Country Selection

 We chose two countries as samples for this empirical study: Japan and China. There are two main reasons why we chose China for our study. One reason is that many Japanese firms we chose as samples in this survey expand their business to China. Another reason is that China’s economic growth rate is high. 

3.5.3 Sample and Data Collection

 Our three hypotheses were tested using data collected from a series of surveys about product packaging conducted in two countries: Japan and China.
To test the three hypotheses, two methods of consumer questionnaire were used. The first method is that we ask students directly of one university and four Japanese language schools. Furthermore, we show them product packaging samples and let them use the samples. The second method is that we conduct group interview for Chinese consumers to make sure that how Chinese consumers evaluate Japanese packaging. According to previous study, in spite of short time, group interview let consumer gain high level of experience productivity (Baker 1985). 
The sample size of each country was in the range of 87 to 101 with a total of 188 respondents (N=87; Japan, N=101; China). Among them, 97 (51%) were male and 91 (49%) were female. In terms of age, 2 (1%) respondents were 17 years old or younger, 78 (41%) respondents were in the 18-20 age group, 86 (46%) respondents were in the 21-25 age group, 18 (10%) respondents were in the 26-30 age group, and 4 (2%) respondents were 31 years old or older. 

3.5.4 Procedure

  First, we prepared two types of questionnaires. One has description of the utility and aesthetic of packaging samples to respondents and another has no description. As mentioned above, there are four packaging category samples in this questionnaire. Moreover, we let respondents use them because it is difficult for respondents to perceive constructure of product packaging in only questionnaire. There are eight questions in this questionnaire. The　purpose of  first four questions are to survey effect of added value of product packaging on consumer’s buying intention. A style of this first four questions are a choice between two things. For instance, A is usual packaging and B is packaging added utility or aesthetic value. Moreover, we asked a question in a open-ended style why  you chose it. 

4. Results and discussion
 
H1. Utility value of packaging affects Japanese consumer’s buying intention.
 H1 posits that utility value of packaging affects Japanese consumer’s buying intention. Having collected the data, chi-square test was employed. Table 3 is a result of chi-square test. As shown in table 3, the results indicate that utility value of packaging has positive influence on Japanese consumer’s buying intention in this study. These results provide reasonable support for H1.
 
Table3. chi-square test for Hypotheses 1
[image: ]
 
H2. Aesthetic value of packaging affects Japanese consumer’s buying intention.
 H2 posits that aesthetic value of packaging affects Japanese consumer’s buying intention. Having collected the data, chi-square test was employed. Table 4 is a result of chi-square test. As shown in table 4, the results indicate that sense value of packaging has positive influence on Japanese consumer’s buying intention in this study. These results provide reasonable support for H2.
 
Table4. chi-square test for Hypotheses 2
[image: ]
 
H3. Utility value of packaging affects Chinese consumer’s buying intention.
 H3 posits that utility value of packaging affects Chinese consumer’s buying intention. Having collected the data, chi-square test was employed. Table 5 is a result of chi-square test. As shown in table 5, the results indicate that utility value of packaging has negative influence on Chinese consumer’s buying intention. Therefore, H3 is rejected. 



Table5. chi-square test for Hypotheses 3
[image: ]
 
[bookmark: h.2et92p0]H4. Aesthetic value of packaging affects Chinese consumer’s buying intention.
 H4 posits that aesthetic value of packaging affects Chinese consumer’s buying intention. Having collected the data, chi-square test was employed. Table 6 is a result of chi-square test. As shown in table 6, the results indicate that aesthetic value of packaging has negative influence on Chinese consumer’s buying intention.  Therefore, H4 is rejected.
 
Table6. chi-square test for Hypotheses 4
[image: ]

H5: On utility value of packaging, there is difference between description and none description in Japanese consumer’s buying choice.
 H5 posits that on utility value of packaging, there is difference between description and none description in Japanese consumer’s buying choice. Having collected the data, independent t-test was employed. Table5 is a result of t-test. As shown in table, the results indicate that there were significant difference in soy sauce in effect of description on Japanese consumer’s buying choice in this study. But there were no significant difference in plastic bottle. These results reject for H5.

table7. independent t-test for hypothesis 5
[image: ]

H6: On aesthetic value of packaging, there is difference between description and none description in Japanese consumer’s buying choice.
 H6 posits that on aesthetic value of packaging, there is difference between description and none description in Japanese consumer’s buying choice. Having collected the data, independent t-test was employed. Table is a result of t-test. As shown in table, the results indicate that there were no significant difference in aesthetic value of packaging on Japanese consumer’s buying choice in this study. These results reject for H6.
table8. independent t-test for hypothesis 6
[image: ]

H7:  On utility value of packaging, there is difference between description and none description in Chinese consumer’s buying choice.

 H7 posits that on utility value of packaging, there is difference between description and none description in Chinese consumer’s buying choice. Having collected the data, independent t-test was employed. Table is a result of t-test. As shown in table, the results indicate that there were significant difference in soy sauce on Chinese consumer’s buying choice in this study. But, there were no significant difference in plastic bottle. These results provide reject for H7.
 
Table 9.independent t-test for hypothesis 7
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　From the result of open-ended question, we categorized six responses. The responses are reasonable price, easy to use, easy to dispose, good appearance, due to description, and others. The sample size of choosing usual soy sauce packaging due to description was 22. Among them, 17 (77%) responses were easy to use, 2 (9%) responses were easy to dispose, 14 (64%) responses were good appearance, and 2 (9%) responses were others. Further, the sample size of choosing soy sauce packaging added utility value due to description was 35. 1 (3%) response was reasonable price, 33 (94%) responses were easy to use, 2 (6%) responses were easy to dispose, 6 (17%) responses were good appearance, 4 (11%) responses were due to description, and 4 (11%) responses were others. On the other hand, the sample size of choosing usual soy sauce packaging due to none description was 35. 27 (77%) responses were easy to use, 1 (3%) response was easy to dispose, 27 (77%) responses were good appearance, and 3 (9%) responses were others. Further, the sample size of choosing soy sauce packaging added utility value due to none description was 15. 12 (80%) responses were easy to use, 6 (40%) responses were good appearance, and 9 (60%) responses were others.
 Moreover, the sample size of choosing usual plastic bottle due to description was 30. 18 (60%) responses were easy to use, 5 (17%) responses were easy to dispose, 21 (70%) responses were good appearance, 1 (3%) response was due to description, and 3 (10%) responses were others. Further, the sample size of choosing plastic bottle added utility value due to description was 27. 13 (48%) responses were easy to use, 14 (52%) responses were easy to dispose, and 6 (22%) responses were good appearance. On the other hand, the sample size of choosing usual plastic bottle due to none description was 32. 23 (72%) responses were easy to use, 1 (3%) response was easy to disposal, and 22 (69%) responses were good appearance. Further, the sample size of choosing plastic bottle added utility value due to none description was 18. 10 (56%) responses were easy to use, 5 (28%) responses were easy to dispose, 7 (39%) responses were good appearance, and 7 (39%) responses were others.

H8:  On aesthetic value of packaging, there is no difference between description and none description in Chinese consumer’s buying choice.

 H8 posits that on aesthetic value of packaging, there is difference between description and none description in Chinese consumer’s buying choice. Having collected the data, independent t-test was employed. Table is a result of t-test. As shown in table, the results indicate that there were significant difference in sense value of packaging on Chinese consumer’s buying choice in this study. These results provide reasonable support for H8.

Table 10. independent t-test for hypothesis 8
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 The sample size of choosing usual canned alcohol due to description was 10. 3 (30%) responses were easy to use, 9 (90 %) response was good appearance, and 1 (10%) response was others. Further, the sample size of choosing canned alcohol added aesthetic value due to description was 47. 4 (9%) responses were easy to use, 1 (2%) response was easy to dispose, 43 (91%) responses were good appearance, 10 (21%) responses were due to description, and 3 (6%) responses were others. On the other hand, the sample size of choosing usual canned alcohol due to none description was 19. 1 (5%) responses were easy to use, 17 (89%) response were good appearance, and 2 (11%) responses were others. Moreover, the sample size of choosing canned alcohol added aesthetic value due to none description was 31. 2 (6%) responses were easy to use, 25 (81%) responses were good appearance, and 4 (13%) responses were others.
 
4.1 Findings from Experimental Investigation to Consumers
 
In started above, these results of this study suggest that utility and aesthetic value of packaging improve Japanese consumer’s buying intention. However, in Chinese consumers, utility and aesthetic value of packaging can’t improve their buying intention.
In regard to effect of description, there were no effect in description on Japanese consumers. The reason why Japanese consumers didn’t improve their buying intention was that they had prior knowledge on products. On Chinese consumers, we couldn’t conclude that there were effect in description because these results differ from each product.
In other word, Although utility and aesthetic value of product packaging are valuable to Japanese consumers, they aren’t particularly valuable to Chinese consumers. 


4.2 Findings of Open-ended Question
 
 From the result of open-ended question, we found that there is no difference between description and none description.

4.3 Group Interview

 To clarify why utility and aesthetic value of packaging didn’t affect Chinese consumers’ buying intention, and why there is no difference between description and none description in the result of open-ended question, we held a group interview (in total four groups) in the form of discussion to Chinese consumers. The number of Chinese consumers was 23, from five to six people per group. According to previous study, in spite of short time, group interview let consumer gain high level of experience productivity (Baker 1985). Thus we asked Chinese consumers in  Japanese language school to clarify what element Chinese consumers desire product packaging and we asked  where they get information about product.

4.3.1 Result of Group Interview

 Twenty-one over twenty-three responses were luxurious and durable packaging is the most important element. Moreover, Chinese nationality is wary and distrustful compared to Japanese consumers.



4.3.2 Findings of Group Interview

 The reason why Chinese consumers desired luxurious and durable on packaging was that many inferior quality goods appear in Chinese market. Therefore, we found that Chinese consumers didn’t desire added value like utility and aesthetic. Then, we found that Chinese consumers are wary and distrustful of indefinite information like word of mouth communication. Thus, we suspect that Japanese high quality packaging adding utility or aesthetic is not affect overseas consumers. Moreover, we suspect that Japanese firms selling convenience goods should adapt appeal points of packaging to every country.

4.4 The secondary case study on local appropriative adaptation of product packaging across borders of 15 firms

 As mentioned in preceding section, we discovered that Chinese consumers mind excellent sophisticated feeling and durability of product packaging. Moreover, they tended to trust only information from reliable source of information when they purchase product.  In other words, we expected that the point of product packaging that should appeal differ from between countries as with utility of packaging affects Japanese consumer’s buying intention, by contrast, luxurious and durable of packaging affects Chinese consumer’s buying intention. Thus, we did secondary case study with food, beverage and toiletry manufacture as selling convenience goods to know whether product packaging stimulates consumers’ buying behavior and how representation method of product packaging differ in foreign countries.


4.4.1 Result of Investigation

Table.11 Result of Investigation
	　
	Firm's Name
	industry
	whether product packaging itself stimulates buying behavior
	How to represent method of product packaging concretely
	Reason

	1
	Koikeya
	Food
	There is fact.
	How to use design, catch copy, sizzle, character, logo, and color which are all important. It gets different represent method of product packaging from Japan because there are different needs on targets and countries in some cases.
	Because needs and target are different in consumers and countries.

	2
	Firm A
	Food
	It’s fact that there is a fan who notice funny catch copy.
	For the same product packaging as Japan, a represent method of product packaging doesn't change basically. The only different point is introducing the height of Japanese quality to product packaging at foreign countries.
	Because let consumers preserve what own products are.

	3
	Firm B
	Food
	There is fact.
	Every country basically focuses on designability, color, sizzle and character. In Asia, character is used effectively.
	There are a lot of immature people compared with Europe. Therefore, The character is easy to be accepted.

	4
	Firm C
	Food
	There is fact.
	It makes sure that information can communicate consumers at in-store. Concretely, sizzle is used effectively. 
	Compared with Japan, product information isn't communicated right.

	5
	FirmD
	Food
	There is fact.
	Compared with Japan, a POP is used effectively.
	They deal in fermented soybeans at foreign countries. Therefore, A lot of consumers don’t recognize that. Thus,　it’s used as a means to let them recognize. 

	6

	Mandom
	Toiletry
	There is fact.
	The product packaging adapted to a taste of consumers in each country. For example, a catch copy is changed by countries and a POP is certainly put on the product at foreign countries.
	The reason why we put POP is to inform consumers "What happen by using these products?" 

	7

	Firm E
	Toiletry
	There is fact.
	The important thing is how to appeal a product benefit to consumers. For example, POP and picture is effectively used and a word is mentioned clearly big. 
	Awareness of Bath salt in China is low. Therefore, there are a lot of consumers that they don't understand about product. Thus, it has to appeal a product benefit clearly.

	8
	ISEHAN
	Toiletry
	There is fact.
	Japan’s appeal point of product packaging doesn't differ from foreign countries. The important thing of product packaging is character and clarity of product packaging.
	There are two reasons to use character.
1)to attempt differentiation in product packaging
2)to appeal to young lady who becomes a target

	9
	Firm F
	Toiletry
	There is fact.
	In China, we emphasize "made in Japan." or  indication which
suggests Japan on packaging.
	Because there is an absolute trust to Japan
products.

	10
	Firm G
	Toiletry
	There is fact.
	How to use color, color scheme, word and clarity of specifications of the product which are all important. The different point compared with Japan is to emphasize in word “made in japan”.
	Because when consumer in bad condition buys medicine, they are unwilling to read detail of sentence on packaging. 


4.4.2 Findings from secondly firm interviews
 
Based on our case study, we discovered valuable facts in this interviews.
 
1. The common fact that product packaging itself stimulates consumers buying behavior.
 : All firms mentioned product packaging is effective to stimulate buying behavior.
 
2. Firms are changing a represent method of product packaging in foreign countries.
 : Although the part that product packaging is changed every firm is various, 9 firms out of 10 firms change representation method of a product packaging in foreign countries.
 
3. Represent method of product packaging should be changed by selling phase and recognition of the product.
 : Moreover, 5 firms out of 10 firms mentioned represent method of product packaging changes by selling phase and recognition of the product.
 
4.5 The proposal of effective use of product packaging model
 
In this chapter, we eventually propose the model for effective use of product packaging as the result of this study.
  Based on empirical research, there are three valuable discovery in our study. Firstly, utility and aesthetic value of product packaging doesn’t affect Chinese consumer’s buying intention. Secondly, firms packaging strategy is that product packaging itself stimulates consumer’s buying behavior. Thirdly, Representation method of product packaging should be changed phase of market entry and recognition of the product.
 In other words, product packaging can not only stimulate consumer’s buying behavior, but also stimulate more buying behavior by changing representation method of product packaging at the phase. Although we tried whether utility and aesthetic value of product packaging affects consumer behavior, but it was wrong way. Japanese firms selling convenience goods should classify representation method of product packaging by selling phase. Therefore, it is assumed that utility and aesthetic value of packaging are one of the options in this adaptation phase model. 






Figure.3 Our adaptation phase model
 [image: ]
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5. Conclusion
.
In this section we describe the outcome, limitation and expansion of our study.
In relation to objective one, this study can conclude that, in relation to the added value created by product packaging, there are two categories that specifically add value - utility and aesthetics. Other studies have failed to discover this feature of product packaging, and as such this study can contribute originally to research of product packaging and customer buying intention. Secondly, and in relation to the previous finding, this difference is also influenced by the nationality of the consumer. Added value of product packaging can affect Japanese consumer’s buying intention, while can’t affect Chinese consumer’s buying intention. 
 From this previous conclusion and in relation to objective two, this report can suggest the following model. First, this study discovered that Chinese consumers desire luxurious and durable packaging. This means that it is important for Japanese companies to adapt representation method of product packaging depending on selling phase and market of country, as such this study can contribute originally to research of product packaging strategy.
 On limitations, our findings indicate that the representation method of product packaging is different by selling phase and market of countries. However, this study doesn’t clarify concretely about how product packaging should adapt representation method to selling phase.  Second, this study focused on only convenience goods. Finally, we conducted an experiment survey to Chinese consumers. However, because of Chinese consumers living in Japan, Chinese consumers living in China are likely to be different from our study results.
Similarly, although this study focused on Chinese, many other countries are expected to be different from Chinese consumers.
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Accompanying material 4

As stated above we conducted consumer experiment using packaging samples. Actually, we also used “UNO FOG BAR”, and usual hair dressing packaging. However, we exclude “UNO FOG BAR” and usual hair dressing packaging in this thesis because it is assumed that main purpose of consumer purchasing these products is content. 

chi-square test for Hypotheses 1
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chi-square test for Hypotheses 2
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