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The importance of package design as a marketing tool is growing as the competition in retail
environment increases. However, there is a lack of studies on how each element of package
design affects consumer decisions in different countries. The objective of this thesis is to
study the role of package design to Japanese consumers. The research was conducted
through an experiment with a sample of 37 Japanese female participants. They were divided
into two groups and were given different tasks: one group had to choose a chocolate for
themselves, and the other for a group of friends. The participants were presented with 15
different Finnish chocolate boxes to choose from. The qualitative data was gathered through
observation and semi-structured interviews. In addition, data from questionnaires was

quantified and all the data was triangulated.

The empirical results suggest that visual elements strongly affect the decision making of
Japanese consumers. Image was the most important element which acted as both, a visual
and an informational aspect in the experiment. Informational elements on the other hand
have little effect, especially when the context is written in a foreign language. However,
informational elements affected participants who were choosing chocolates for a group of

friends. A unique finding was the importance of kawaii (cuteness) to Japanese consumers.
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1. INTRODUCTION

In recent years, Scandinavian and Finnish designs are enjoying popularity in Japan.
According to Serita et al. (2009) Finnish and Japanese designs are said to share similar
aesthetic values despite the cultural differences between the two countries. In Japan,
Finnish design is known for its simplicity of form and colours. Moreover, Japanese people
have positive images of Finland such as its nature (forests and lakes), ecological thinking,

and various entertainment and cultural characters, such as Moomin and Santa Claus.

In the 1980s the volume of goods exceeded the actual needs of consumers in Japan. This
led the Japanese market to shift towards a culture of symbolic consumption. It is said that
Japan is one of the world’s leading markets for symbolic meanings and image consumption

today. (Serita et al., 2009, p. 40)

Today consumers are exposed to a plethora of information in the retail environment. This
has led consumers to be more sceptical and educated, which has increased the pressure
on the communication capabilities of marketers. In order to overcome this problem, the
importance of packaging as a marketing tool has been growing. It is difficult for companies
to accurately measure which TV commercials have been seen by consumers at home.
However, it is certain that consumers come in direct contact with packaged products in a
retail environment. Due to this, some firms nowadays spend more money on packaging
than on advertising. (Shoormans & Robben, 1997, p. 272; Underwood & Ozanne, 1998, pp.
207-208)

The following chapter first presents some relevant background studies. Then a literature
review reveals a research gap which will formulate the research problem of this thesis. In

addition, a theoretical framework and several key concepts will be presented.



1.1 Background

Consumer and industry trends suggest an increase in the importance of packaging as a
marketing vehicle in the food industry. (Lofgren et al., 2008, p.463) There are three main
reasons for this. The first reason is the move to self-service in stores; packaging has
become an essential element of the selling process. Due to the growing number of larger
supermarkets the amount of different products on a shelf has increased, which has created
a more competitive environment. Therefore, packaging has to work in a more competitive

context both in the retail environment and in the stores. (Ranjbarian et al., 2010, p.379)

The second reason is the decreasing role of food advertising. For example less money is
spent on advertising food in the United States than before, and it has become more difficult
to maintain sales. Other methods of marketing, such as packaging, have therefore become

more important in the marketing mix.

The third reason is that packaging has become an important element in the consumer
decision-making process, as many food choices are made at the point of sale. Therefore
packaging has to be able to communicate with consumers during the point of purchase.

(Wells et al., 2007, p. 677; Hawkes, 2010, p.297)

In the competitive environment, the chances of a product catching a consumer’s attention
are higher when a product stands out visually from its competitors. For food products, the
attention grabbing ability of package has been found to increase the probability of purchase.
(Creusen & Schoormans, 2005, p.68) For example, in the 1980s, British food retailers
discovered that enhancing the package design of their products allowed them to compete
directly with food manufacturers (Wells et al., 2007, p.678). From this it can be said that

package design has become an import tool in differentiating products from their competitors.

It is said that consumers often base their purchase decisions on the product’s visual
appearance when shopping for everyday goods. This applies especially when the consumer
has a lack of relevant information, such as when they are encounter new products for the

first time. In these situations, the packaging of a product can act as a driver of the consumer



purchase decision. (Becker et al., 2011 p.17) Packaging can also shape the consumer
perception of a product. As Hawkes (2010) showed, adults use packaging to aid their
decision at the point of purchase. Package elements such as colour and technological

features were found to affect the purchase decision of consumers.

A study showed that about two-thirds of all supermarket purchases were decided when
consumers were actually in the store. In department stores, about 39% of consumers go on
unplanned-shopping trips and are influenced by in-store marketing stimuli. In some product
categories, the proportion of unplanned purchases are even higher; 85% for gum and candy,
75% for oral-hygiene, and 70% for cosmetics purchases. (Shoormans & Robben, 1997, p.

272)

Package design also plays a significant role when buying gifts. This is especially true in
Japan where the gift-giving culture is strong. In Japan there is a traditional gift giving
behaviour called Omiyage giving. It is a gift which is brought by travellers for their families,
friends or colleagues, to be presented when they return home. Most common gifts bought
for others are confectioneries. (Senkaren, 2011C; Sasada, 2013, p.86) The gift however

cannot appear too expensive or too cheap. Therefore packaging has a major role in Japan.

It is clear that the importance of packaging has been increasing. In order to make packaging
effective, many researchers have studied the elements of packaging. According to Silayoi
and Speece (2005) there are two categories of package elements; visual and informational.
Visual elements consist of graphics, size, and shape. Informational elements on the other

hand, relate to product information, contents, and technologies used to make the package.

Similarly, Ranjbarian et al. (2010) stated that there are three categories of packaging
elements which affect purchase decision of consumers; graphic, structural, and
informational. The graphic elements consist of colour and image; structural elements
consist of size and shape, and informational elements are related to information on the

package as well as the ease of use.



Despite the fact there are studies on package elements, there is a lack of research on which
elements are more important in the decision-making process of Japanese consumers. As
Silayoi and Speece (2005) stated, people from different cultures are exposed to different
colour associations. Therefore, package colour should be decided by understanding how
different colours are perceived in different countries. The authors have only mentioned
colours, however this can also be applied to other elements of packaging. It is important for

marketers to find out which elements of packaging have the most effect in their target market.

1.2 Literature Review

In general, a package is a container which is in direct contact with a product itself. A package
also holds, protects, preserves, and identifies the product (Ranjbarian et al., 2010, p.380).
As studied by many researchers (e.g. Meyers & Lubliner, 1998; Silayoi & Speece, 2005;
Klimchuck et al., 2006; Kotler & Keller 2012) packaging has two functions; logistical and
marketing. Azzie et al. (2012) breaks the functions down into even smaller categories; safety,
ergonomics, sustainability, logistics, and marketing and communications. Schneider (1977)
has studied the packaging and safety. Somachai et al. (2000) have studied the relation
between package design and logistics. Nowadays due to the increase in awareness of the
environment, sustainable packaging (Garcia-Arca et al., 2013; Drewe, 2014) as well as the
environmental impact of packaging (Bertouci, et al., 2014; Zarebska, 2014) have also been

studied.

Packaging as a marketing tool has been studied in depth in the past years. Underwood and
Ozanne (1998) focused on packaging as a means of communication. Likewise, Limon et al.
(2009) and Underwood et al. (2001) also pointed out the importance of packaging as a
communication tool. The importance of a package during the point of purchase (Underwood
& Ozanne, 1998; Wells et al., 2007; Hawkes, 2010) as well as package as the “silent
salesman” (Underwood & Ozanne, 1998; Kauppinen, 2004; Lofgren et al., 2008) have been

mentioned in many studies.

The importance of package design on buying decisions (Silayoi & Speece, 2004; Ranjbarian

et al., 2010; Becker et al., 2010; Rebollar et al., 2012) has also been one aspect of related



research. Shoormans and Robben (1997) showed the relationship between package design
and unplanned purchases. Wells et al. (2007), and Creusen and Schoormans (2005)
showed the importance of package design for food products. In addition, Schifferstein et al.

(2013) claimed that package design can create an emotional food experience.

As the competition in the market place increased, researchers in the field began to study
package design as a competitive advantage (e.g. Meyers & Lubliner, 1998; Klimchuck et
al., 2006; Wells et al., 2007; Rundh, 2009). These studies demonstrated that packaging
could be used as a way to differentiate a product from its competitors. Studies on branding

and packaging (e.g. Bititsios 2012; Sundar & Noseworthy, 2014) were also conducted.

Packaging elements as marketing tools have also been studied in depth. Visual and
informational elements were studied by Silayoi and Speece (2005), whereas Kauppinen
(2004) categorized them into verbal and nonverbal elements. As for visual elements, colour
(e.g. Labrecque & Milne, 2011; Marshall et al.,, 2006; Sasada, 2013), imagery (e.g.
Underwood et al., 2001; Ranjbarian et al., 2010; Misutani, 2012), simplicity (e.g. Wallance
2006; Pieters et al., 2010; Pradeep, 2010), shape (e.g. Klimchuck et al., 2006; Ares & Deliza,
2010), aesthetics (e.g. Hirschman, 1986; Reber et al., 2004) were studied in depth.
Informational elements on the other hand were studied in relation to country-of-origin (e.g.
Ryan 2008; Koshate-Fischer, 2012; Tanno 2014) as well as nutrition value and raw material
(Momma 2013).

Schiffman and Kanuk (2004), and Solomon (2013) mentioned in their studies that colours
have different meanings in different countries and cultures. However, there is an evident
limitation when it comes to the amount of research done on how each element of package

design affects consumers’ purchase decisions in different countries and cultures.



1.3 Research Problems

Consumption patterns differ in different markets and in different parts of the world. Therefore,
the influence of each package element on consumers’ choices may differ in different regions
and countries. Thus, in order to develop effective packaging, it is necessary to research the
topic. Moreover, with the increased importance of packaging as a marketing tool,
manufacturers and designers must know which specific elements of a package send clear
messages to consumers. It is crucial to know which elements consumers are looking for in
a product and to design a package that will match those needs. (Ranjbarian et al., 2010, p.

379)

The main research question of the thesis is:

How are different elements of package design perceived by Japanese consumers?

In order to deepen the topic, the thesis will also answer the following sub-questions.

SQ1: How do the visual elements of packaging affect Japanese consumers’ decision
making?

SQ2: How do the informational elements of packaging affect Japanese consumers’decision
making?

SQ3: What is the role of visual- and informational elements of package design in the in-

store decision making process?



1.4 Theoretical Framework
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Figure 1. Theoretical Framework

The theoretical framework of the research focuses on packaging elements and their effects
on the in-store purchase decision process shown in Figure 1. Packaging elements are
divided into two categories, visual and informational. In general, as Ranjbarian et al. (2010)
states, consumers make their initial choices based on aesthetic values. Many people like to
buy a product which looks aesthetically pleasing. A consumer can make a purchase
decision based on the “look” of a product alone, as owning something beautiful and looking
at it can be a rewarding experience in and of itself. (Creusen & Schoormans, 2005, pp. 64-
65) In relation to aesthetic value, some studies state that packaging shapes and colours
influence the consumer’s sensory expectations. (Lofgren et al., 2008, p. 463; Rebollar et al.,
2012, p. 162) In addition to this, the attention of customers can be gained by increasing

product size and using bright colours. (Creusen & Schoormans, 2005, p. 68)



On the other hand, there are consumers who look for actual information on a package to
determine the value and quality of the product. Informational elements of packaging become
more important as the level of involvement for a product increases. In order to maximise the
marketing effect, the package design elements should be combined. (Ranjbarian et al.,
2010, p. 378; p. 383) Each element of the packages tested in this research will be described

in more detail in chapter 3.

The purchase decision process for low-involvement products in-store is as follows; attention
and interest, desire, action, and a post-purchase phase. The model is discussed in chapter
2 in depth. For low involvement products, the visual elements have a strong impact on
consumer decision making. Therefore it can be implied that visual elements promote
attention and interest in consumers and thus lead to desire. On the contrary, informational
elements can affect decision making in the action phase, during which the product is in the

hands of a consumer.

1.5 Key Concepts

Past studies present several viewpoints regarding the concepts which are relevant to this
thesis. Therefore, the purpose of this section is to introduce the most common definitions

and clarify the conceptual framework.

Package

A package has two functions; logistical and marketing. The logistical function of a package
is to protect the product during distribution and to keep the product in a good shape. The
marketing function of a package, on the other hand, provides an attractive method to convey
messages of a product to consumers at the point of sale. (Silayoi & Speece, 2005, pp. 609-
610) The marketing function of a package is particularly important for consumer goods,
which are often purchased impulsively. (Rebollar et al., 2012, p. 162) Since the focus of this

paper is on the marketing aspect of packages, the logistical function is omitted.



The package is sometimes referred to as the “silent salesman”, because it makes the final
sales pitch of a product, seals the commitment, and leads to the purchase (Underwood &
Ozanne, 1998, p. 208). Ranjbarian et al. (2010, p.377) stated that packaging is “an extrinsic
element of the product, as it is an attribute which is associated with the product but does
not form part of the physical product”. Silayoi and Speece (2005) described packaging as a
critical factor in the decision-making process as it is the communicator of a product to

consumers.

Package Design

Klimchuk and Krasovec (2006) define package design as “a creative business that connects
form, structure, materials, colour, imagery, typography, and ancillary design elements with
product information to make a product suitable for marketing.” Despite the fact there are
many different definitions of package design, this paper will use the definition by Klimchuk

and Krasovec since it includes both the marketing and package design aspects.

Visual Element
Silayoi and Speece (2004) define visual elements as elements of a package design which
affectively relates to decision making. The elements consist of graphics, size or shape,

colour, and images. (Kuvykaite et al., 2009)

Informational Element

Informational elements provide information of a product. Informational elements affect the
cognitive side of decision making (Silayoi & Speece, 2004, p.610). In some researches (e.g.
Kuvykaite et al., 2009) informational element is phrased as “verbal elements”. However in

this study, the term “informational element” by Silayoi and Speece (2004) will be used.

Consumer Decision Making

Consumer decision making can be defined as a “mental orientation characterizing a
consumer’s approach to making a choice” (Silayoi & Speece, 2005, p.610; Ranjbarian et
al., 2010, p.380). This approach deals with both cognitive and affective orientations in the
decision making process. Lofgren et al. (2008) have described consumer decision making

at the point of purchase as “the first moment of truth”.
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The decision making process of consumers can be divided into five steps. The first step is
the problem identification. In this step, a consumer recognizes a problem and it might be
solved by purchasing and consuming a product or service. The second step is the
information search, where the consumer seeks information based on personal-,
commercial-, or public sources. The third step is the evaluation of alternatives. In this step
the consumer compares complementary products based on different attributes such as cost,
performance, and availability. The fourth step is the purchase decision, in which the
consumer decides whether to purchase something or not based on the previous steps. The
last step is the post-purchase evaluation, in which the consumer evaluates one’s

satisfaction based on the purchase. (Mooij, 2004, p.222; Hollensen, 2010, p.117)

In-store Purchase Decision Process

The in-store purchase decision process is a purchase decision model of a consumer at the
point of purchase, which was derived by combining the A-I-D-A (Attention-Interest-Desire-
Action) model, packaging design and trigger to purchase (Rundh, 2009, p.1000), and the

six phases of in-store decision process (Clement, 2007, p.924-025).

1.6 Delimitations

According to Azzi et al. (2012), there are five important aspects in package design; safety,
ergonomics, sustainability, logistics, and marketing and communications. However, the
main purpose of this paper is to find out which elements of package design affect customer
evaluation and lead to purchase decisions in Japanese consumers. Therefore the paper will

focus on the marketing and communications aspect of package design.

It is certain that there are other variables affecting purchase decisions, such as price or
brand. There are also variables such as the cultural and educational background of
consumers (Mooij, 2004, p.222). However, the focus of this study is to find which element
of package design affects the purchase decision of Japanese consumers the most. Thus

the aforementioned variables will not be considered in this study.
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This study is designed to find the key elements of package design that affect the purchase
decision of Japanese consumers by using 15 different Finnish chocolate boxes. The
findings will help Finnish firms determine which elements of package design are important
in the Japanese market. As the focus of the study is on Japanese consumers, other

nationalities will not be discussed.

1.7 Structure of the Thesis

The first chapter acts as an introduction. The chapter includes the background of the study
and present the definitions of main concepts as well as the theoretical framework. The three
chapters following the introduction form the theoretical part of the thesis. The second
chapter discusses the consumer purchase decisions and packaging in depth. Then, each
element of package designs are presented and discussed in detail in the third chapter. The

fourth chapter describes the characteristics of the Japanese market.

The fifth chapter presents the methodology of the research that discusses how the data was
gathered and analysed. The empirical results of the research are then discussed and
summarized in chapter six. In the last chapter, research questions are answered based on
the empirical results. The theoretical and managerial implications will also be presented

along with the limitations and suggestions for further research.
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2. CONSUMER PURCHASE DECISION AND PACKAGING

The basic model of the consumer decision-making process is, as stated in the previous
chapter, divided into five steps: problem recognition, information search, evaluation of
alternatives, purchase decision, and post-purchase behaviour. The steps are illustrated in

Figure 2.

Problem Information Evaluation of Purcahse Postpurchase
recognition search alternatives decision behavior

Figure 2. Five-stage Model of Consumer Decision Making Process (adopted from Kotler &

Keller, 2012, p.188)

Schiffman and Kanuk (2004) simplified the five-stage model and divided the process into
three stages: input, process, and output. The stages are shown in Figure 3. The input stage
is where a consumer recognises the need for a product. At this stage consumers are
affected by external influences, which act as sources of information about the product in
need. It is therefore important for marketers to effectively communicate the benefits of their

products to potential consumers in this stage.

The next stage, process stage, focuses on how consumers make decisions. This is the
same step as information search and evaluation of alternatives in the five-stage model. The
output stage is related to purchase behaviour and post-purchase evaluation. The objective
of this stage is to increase the satisfaction of consumers with their purchased products.

(Shiffman & Kanuk, 2004, p.569)
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PROCESS OUTPUT
INPUT (information search (purchase behavior

(problem recognition) + evaluation of and post-purchase
alternatives) evaluation)

Figure 3. A Simple Model of Consumer Decision Making Process (developed from

Schiffman & Kanuk, 2004, p.554)

The previous models emphasise the need to consider all aspects of consumer behaviour
when high involvement products are purchased. However, it is important to be aware that
consumers do not always pass through all five stages. As Kotler and Keller (2012, p.188)
pointed out, some consumers may skip or even reverse the stages. For example, when
buying a regular brand of toothpaste a consumer might go directly from the need stage to

the purchase decision stage. The information search- and evaluation stages are skipped.

In order to create purchase an in-store purchase decision model for low-involvement
products, the chapter will first discuss the characteristics of purchase decision of low-
involvement products. The chapter will then discuss the marketing function of packaging in

depth.

2.1 Purchase Decisions in Low-Involvement Products

It was stated earlier that in some product categories the probability of unplanned purchases
is higher. Underwood and Ozanne (1998) suggested that for non-durable products, the
majority of consumers are making their purchase decision in front of the store shelf. This is
especially true when buying low involvement products. As mentioned above, consumers
may skip some of the stages in the decision making process such as information search

and evaluation of alternatives.

For low-involvement products, consumers in general do not initially have a strong
preference for one brand over another. Instead, they make their purchase decisions based
on a limited amount of knowledge. In addition, in order to make a purchase decision of a

low-involvement product, consumers are often not motivated to search for information about
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alternative options. (Solomon, 2013, p. 275; p.324) The comparison of consumer behaviour

in high- and low-involvement products is shown in Table 1.

Table 1. Comparison of Consumer Behaviour in High- and Low-involvement Products
(Kauppinen, 2004, p.21; Solomon, 2013, pp. 322-323)

High-Involvement Low-Involvement
Decision Making Complex Limited
Problem Solving Extensive Limited
Habit Brand loyalty Inertia
Purchase Interaction with personnel May prefer self-service
Alternative Evaluation Intensive Non/Limited
Time Given to Purchase Extensive Little

Nowadays, with a limited amount of time, consumers are not willing to process a lot of
complex information in the store. They are instead looking for familiar brand names or point-
of-purchase displays in the store. (Solomon, 2013, p.276) Rebollar et al. (2012) stated that
unplanned purchases of confectionery products can account for up to 85% of total sales. In
this situation, a product’s advantage is highlighted by the ability to capture the consumer’s
attention during the moment of truth. Product managers and design firms therefore try to
create packages that break through the clutter of the market-place and communicate
positive aesthetic-, experiential-, functional-, symbolic- and/or informational benefits to the

consumer. (Underwood & Ozanne, 1998, p. 208)

2.2 Marketing Function of Packaging

Today, consumers are often in a state of sensory overload, and as a result they are often
exposed to more information than they can process. The average adult encounters about
3,500 pieces of advertising information per day, when it was only 560 per-days 30 years
ago. (Solomon, 2013, p.87) According to Meyers and Lubliner (1998, p.37), consumers in
a typical supermarket are exposed to over twenty to thirty thousand products. In this
environment 85% of consumers purchase products without having picked up any alternative
items, and 90% decide to make a purchase only by examining the front of a package without

having the product in their hands (Clement, 2007, p.917). It is clear that the importance of
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package design as a marketing tool is growing.

The importance of packaging has also grown since companies are losing their traditional
connections to the consumers. In 1995 it only took three TV commercials to reach 80% of
18 to 49 year-old women. In 2005, the same level of exposure to the same group required
ninety-seven commercials. (Meyers & Gerstman, 2005, p.109) Therefore companies are
spending more time and money on package designs, since a package can also work as a

“silent salesman”.

It is clear that packaging has fundamental marketing functions: attracting and grabbing
attention, reinforcing product image, gaining visibility, and persuading consumers (Azzi et
al.,, 2012, p. 440). Packaging makes the difference between success and failure in the

market places especially for consumer goods (Meyers & Lubliner, 1998, p.37).

A research showed that consumers choose between products within seconds when they
are shopping. Within those few seconds, the package needs to be identified by consumers
and be a “silent salesman”. By identification, it is meant that the appearance of the package
should grab a consumer’s attention (Kauppinen, 2004, p.30). A package needs to help sell
the product by attracting customers, and hold their attention against competitive products.
(Lofgren et al., 2008, p.463; p.465) As Underwood and Ozanne (1998) described, the
package must “scream or whine or whisper its message of good taste or cheapness or

strength or luxury loud and clear enough to grasp consumer’s interest” on the shelf.

Schiffman and Kanuk (2004, p. 208) stated, packaging acts as a cue or a stimulus, which
suggests a specific way to satisfy a consumer’s motive. The buying process of a customer
in a store starts with the customer identifying the shelf which displays the relevant product
category (Kauppinen, 2004, p.29). There are many comparable products to choose from in
the retail environment. Comparable products in this context mean that products which are
in the same category and have a similar structure would appear identical to consumers, if
the package was the same (Klimchuck et al., 2006, p.35). A package of a product in the
store is always seen right next to its competitors. This is different from commercials and

advertisements, which often expose consumers to one product at a time. (Meyeyers &
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Lubliner, 1998, p.125) In these environments firms need to distinct and differentiate

themselves from competitors.
2.3 In-store Purchase Decision Model for Low-Involvement Products

As stated earlier, a package must catch a consumer’s attention and act as the “silent
salesman” to sell the product. This process can be seen in the A-I-D-A (Attention-Interest-
Desire-Action) model of advertisement. First the package needs to grab a consumer’s
attention, then increase interest, provoke desire, and finally generate action in the form of

a purchase.

The A-I-D-A model maps linear theories of communications and links well with the decision
making process of consumers. The model is illustrated in Figure 4 below. (Maclaran et al.,

2010, pp. 92-93)

Figure 4. A-I-D-A Model (developed from Maclaran et al., 2010, pp. 92-93)

The A-I-D-A model may illustrate the consumer decision making process well, however, it
does not describe how package elements affect the process. Rundh (2009, p.1000) has
created a “packaging design and trigger to purchase” -process to describe consumer

behaviour. This is shown in Figure 5 below.
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Figure 5. Packaging Design and Trigger to Purchase (Rundh, 2009, p.1000)

In the case of packaging, it can be said that visual elements such as colour and images will
first catch consumers’ attentions and increase interest. The visual elements should evoke
an emotional appeal that is necessary to persuade the customer to buy the product. The
informational elements such as what the product contains, can help provoke desire and

lead to action.

Similarly, Clement (2007, pp. 924-925) created a model of a decision-making process which
is divided into six phases. The first phase is a pre-attention phase, in which visual elements
of a package on the shelf catch consumers’ attention. The next phase is the succeeded
attention phase, in which visual impact from the packaging builds up in the consumers’
minds. The third phase, tipping point, is the important moment when consumers stretch out
their hands and then move on to the physical action phase, which can results in a purchase.
The process continues with the semantic information process phase, and to the post-
purchase phase. The six phases of the in-store decision process are shown in Figure 6

below.

: semantic
pre- succeeded tipping point physical information post-
attention attention pping p action phase e purchase

Figure 6. Six Phases of In-Store Decision Process (developed from Clement, 2007, p.924-

925)
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From the three aforementioned models, a new model shown in Figure 7 was developed to
match the purpose of this study. The model has A-I-D-A as its base. Attention and Interest
come at the same time as pre-attention and succeeded attention. After the consumer is
interested, the consumer’s desire is triggered and leads to tipping point. The process
continues to action where the consumer has the product in their hand and decides to make
the purchase or not. Once the product is purchased and used, the consumer is in the post-

purchase phase.

 Pre-
attention - . Physical Post
and oS ded BT (el action Purchase
Interest ucceede

attention

Attention

Reinforce the
brand name
for re-buy

Figure 7. In-Store Purchase Decision Process for Low-Involvement Products
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3. ELEMENTS OF PACKAGE DESIGN

As stated earlier, the elements of package design can be divided into visual and
informational elements. Some authors, such as Kauppinen (2004, p.3), divide package
design elements into verbal and nonverbal components. Verbal elements are the same as
the informational elements such as brand name, producer, country-of-origin, and product
information. Non-verbal elements are the same as those that are commonly known as visual
elements such as colour, size, shape, font, material and pattern. In the Packaging
Effectiveness Framework (PEF), which Pradeep (2010, p.157) introduced to evaluate the
key elements which make a package stand out among its competitors, the elements are

divided into twelve categories. These can be seen in Appendix 1.

It is said that about 70% of the body’s sense receptors are in our eyes. In other words,
people understand the world mainly by looking at it. (Pradeep, 2010, p.42) This is also
related to package designs. Products can be made attractive by choosing the appropriate
visual and informational elements which can act as, cultural, social, psychological, and
informational cues to the target consumer (Klimchuk et al., 2006, p.34). In order to
understand the importance of package design elements, this chapter will first discuss the
importance of visual elements. Then, the importance of informational elements will be

discussed.

3.1 Visual Elements

There are numerous elements of package design which can attract consumers. Many of
them are visual by nature. By removing other marketing variables such as price, location,
and brand loyalty, it was found that colour, shape, typography, and symbols and numbers
are most effective at capturing consumer attention. (Klimchuk et al., 2006, p.82) Kauppinen
(2003, p.3) also agrees by saying that visual elements attract attention and persuade

consumers.

In the research by Kuvykaite et al. (2009) to determine which elements of package design

have the biggest impact on consumers’ purchase decisions, it was found that visual
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elements of packages have more significance in low- rather high level involvement products.
This section will divide the visual elements into four groups: colour, image, simplicity, and
shape. They will be discussed in detail in order to show the impact that each element can

have on the consumers.

3.1.1 Colour

Many authors have argued that colours assist consumers with their purchase decisions. In
a study conducted by Robollar et al. (2012) on the packaging of chewing gum, it was found
that packaging in warm colours was perceived as fruity, acidic, and sweet. Moreover, warm
colours were related to characteristics such as fun, dynamic, and rebellious. On the other
hand, packaging in cool and grey colours was seen more related to menthol and spicy
tastes, as well as characteristics such as elegance and mystery. The study stated that the
influence of colour on purchase decisions is stronger when the packaging is in warmer
colours. A study conducted by Silayoi and Speece (2005) suggested that consumers learn

colour associations, which lead them to prefer certain colour for certain product categories.

Packaging colour is also an important determinant of taste ratings. Experiments have shown
that consumers make connections between different colours. For example, it was found that
adding a small percentage of yellow to the overall green colour of a 7UP soda can lead
consumers to experience the taste as more lemony. This is an important finding because

the actual contents of the product did not change. (Becker et al., 2011 p. 18)

Today with the increased variety of products, there is more pressure on marketers to
differentiate a product from its competitors. It is important in the marketing of consumer
products to globally align the colours used in order to be certain that they represent the
brand image across a diverse group of consumers. (Meyers & Lubliner, 1998, p.195;
Klimchuk et al., 2006, p.113) Since colours can make such strong impressions on
consumers, some colours or colour combinations can be so strongly associated with a
brand that they become known as the company’s trade dress (Solomon, 2013, p.75). This

allows consumers to recall a company or a product easier.
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Not many people can recall a product name, and not that many can remember the logo or
the layout of the package design. However, colour is the element of packaging which
consumers can remember the best. (Sasada, 2013, pp. 10-11) Therefore it is important to
choose colours that match the product image. Consumers can recall products better when

appropriate colours are used in the package design.

Colour associations

It is proven that different colours can create different feelings to people. For example, red
stimulates appetite, and blue creates more relaxing feelings (Solomon, 2013, p.73). The
colours yellow and red have the ability to attract consumers physically due to the pigments.
Therefore these colours are often used in display windows to attract consumers into stores.
(Kauppinen, 2004, p.42) In addition, Kotler and Keller (2012, p.369) point out that pink works
well for marketers for sugary treats as it gives the impression of sweetness. The general

colour associations of six different colours are shown in Table 2.

Table 2. List of Colour Associations (Meyers & Gerstman, 2005; Klimchuk et al., 2006;
Kotler & Keller, 2012, p.369)

Colour Colour Associations

Red love, passion, aggression, excitement, and power

Pink girly colour, sweetness, frilliness and soft

Orange energy, enthusiasms, adventurousness, cheerfulness, and
contentment.

Yellow warmth, idealism, and playfulness

Green down-to-earth, youth, freshness, and organic

Blue authority, loyalty, wisdom, dignity, stability, and security

Black sturdiness, reliability, power, luxury and constancy

Despite the fact there are general colour associations, it is important to point out that the
meaning of colours can vary from one country to another. For example in Western countries,
black is the colour of mourning, whereas in some Eastern countries it is white. (Schiffman
& Kanuk, 2004, p. 143; Solomon, 2013, p. 75). Itis also important to be aware that women

and men have different colour preferences. It is said that men seek products packaged in
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blue (Shiffman & Kanuk, 2004, p. 141), whereas women are attracted to brighter colours
and they are more sensitive to subtle shadings and patterns. Women can recognize colours
better than men, and men are 16 times more likely to be colour-blind. (Solomon, 2013, p.

75)

3.1.2 Image

People tend to learn quicker and more effectively when information is presented in a form
of pictures rather than words. Consumers who have restricted shopping time rely heavily

on visual information. (Underwood et al., 2001, p.406; Ranjbarian et al., 2010, p. 381)

Pictures or images represent concrete information which is more influential in the decision-
making process than abstract verbal information. (Ranjbarian et al., 2010, p.380) Images
(illustrations, photographs, and characters) can be used in multiple ways, for example by
creating a visual language and by providing visual stimuli to consumers. (Klimchuck et al.,
2006, p119) As Mizutani et al. (2012, p.92) pointed out, consumers cannot taste the food
before purchasing it. In these situations images on packages can influence the

interpretation of flavour.

Moreover, when purchasing low involvement products, consumers tend to filter out textual
information especially when they are under time-pressure. In those situations pictorial
vividness has the most positive impact on the purchase decision. As a result consumers
tend to rely heavily on images for purchase decisions. (Underwood et al., 2001, p.407;
Silayoi & Speece, 2005, p. 620) This also means that poor graphics can portray products in

a negative way, which can reduce sales as a result.

However, it is important to be aware that perception of imagery differs between cultures.
Unlike colours, images have less standard associations or interpretations and can represent

different meanings to different people (Klimchuck et al., 2006, p119).
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3.1.3 Simplicity

As stated earlier, Japanese people see Finnish design as simple in form and colour. Based
on the visual complexity theory, it can be said that Finnish design has low complexity in
design and features. In this paper those characteristics will be referred as the “simplicity”

element of packaging.

Pieters et al. (2010) argued that there are two visual complexity types in advertisement:
feature and design. Feature complexity is when the image contains more details and
variations of basic visual elements, colour, luminance, and edges. Design complexity on the
other hand is an image with more complex designs in terms of shapes, patterns, and

arrangements.

Simplicity has recently emerged as an important theme in package design. It is argued that
simplicity is one of the most effective design and communications aesthetic. Adding more
elements to packages can create more visual noise on the shelves. By simplifying the
packages, consumers are encouraged to create their own brand associations (Wallance,
2006, pp.19-20). Packaging that is simple, easy to find, and easy to understand, enables
consumers to make easier purchase decisions. This also relates to modern lifestyles where
consumers are in a constant rush, and where their frustrations increase when a packaging
is too complex to understand. However, simplicity can be more difficult to achieve than

complexity. (Meyers & Gerstman, 2005, pp. 80-81)

Pradeep (2010, p.160) described simplicity as “numerosity” in PEF. It refers to the ratio of
the number or groups of information that need to be processed on a package. Consumers
process packages efficiently when there are no more than five distinct image groups. This

enables fluency in processing and increases the subconscious enjoyment of the package.
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3.1.4 Shape

The importance of the shape of food containers as marketing tools has been growing in
order to attract consumers and encourage purchases. By developing different shapes,
companies can differentiate their product from their competitors. (Yang & Raghubir, 2005,
p.269) There are many different packaging shapes. A box, for example, can be in a shape

of a cube, pyramid, cylinder, heart, or even a star.

Consumers have different associations for different shapes. Boxes, especially set-up boxes,
are often used to give the impressions of luxury and add an element of visual appeal to a
product. Having a box with a decorative and unique shape can provide added value as
some consumers prefer to keep and reuse the box. (Klimchuck et al., 2006, p.143) In a
study on how the shape of a milk dessert affect consumer purchase decisions, conducted
by Ares and Deliza (2010, p.932), round packages were associated with creamy and soft
desserts. Square packages on the other hand were associated more with thick-, and low-

calorie milk desserts.

The shape of a package can affect consumer judgment and decisions. It can stimulate
interest and encourage consumers to hold the package in their hands. (Silayoi & Speece,
2005, p.618; Pradeep, 2010, p. 161). In a situation in which the name of a product or a
brand is forgotten by consumers, shape can help them recall and find the product in a shop.
Having a unique shape can also evoke an emotion and cause an unforgettable impression.

(Meyers & Gerstman, 2005, p.70)

3.2 Informational Elements

Many consumers use informational elements on a package to compare its quality and value
to other products. The impact of informational elements is stronger when consumers are
making purchase decisions about high level involvement products. In these cases
consumers spend more time looking at product-related information than when buying low

involvement products. (Silayoi & Speece, 2005, p. 612; Ranjbarian et al., 2010, p.383)
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Even though the visual elements of a package are said to be more influential for low-
involvement products, there are some informational elements which can also be important
to consumers purchasing food products. This section will describe country-of-origin, and

nutrition value and raw material as informational elements of a package.

3.2.1 Country-of-Origin

Country-of-origin (COQO) serves as an informational cue to consumers which affects their
perceptions and evaluations of a product. It is stated that consumers are likely to categorize
products that are made in a given country with either positive or negative perceptions.
(Koschate-Fischer, 2012, p.19) Additionally, the image of a country acts as an important
information source when consumers encounter unfamiliar foreign products. The reason
behind this is, when consumers have limited knowledge of a foreign product, they are likely
to use indirect evidence such as COO, to evaluate products based on their image of the
country. (Ryan, 2008, p.14) As for Finnish products, companies have successfully created
a world-wide reputation for innovative design. They have also created an image of Finnish

flavour mixed with the image of Nordic life, and advanced technology. (Ryan, 2008, p.13)

In Japan, COO is an important attribute to consumers especially for food products. Many
consumers prefer certain countries over others. Due to this there have been many cases in
which the COO was disguised. However, Japanese consumers view European products in
a positive way. For example, European cheese is associated with images such as: luxury,

expensive, real, chic, and natural. (Tanno, 2014, p.35; p.43)

3.2.2 Nutrition Value and Raw Material

One of the informational elements of packaging is nutrition value. Another element which is
often on the same side as nutrition value is raw material or ingredients. It was clearly stated
earlier that visual elements of packaging catch consumers’ eyes first. This was proven by a
research conducted by Momma. Momma (2013) has conducted research on 536 middle
school- to university students on attitudes towards confectioneries. In the research it was

found that only 11.4% of the participants checked the nutrition value of confectioneries, and
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17.6% said they sometimes check the values. This means that almost 70% do not check
the nutrition value before purchasing confectioneries. In addition, the value which women
paid particular attention to was the calorific value of a product. Only 4.1% of the participants
always checked the raw materials and 12.4% checked them sometimes. However, raw
material information is important for those who have food allergies. For them, misreading

the information can lead to life or death situations.
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4. JAPANESE MARKET

Synodinos (2001, p.235) stated that the Japanese consumer market is attractive to both
domestic and foreign companies due to its potential. However, the Japanese market has
also been characterised as one of the most difficult markets in the world to succeed in. This
is mainly due to the fact that Japanese consumers are extremely demanding and greatly
value the quality of products. In Japan it is often said “okyakusama wa kamisama desu” (the
customer is God). This has led non-Japanese firms to carefully study Japanese consumers’

wants and needs, and develop products with desired features (Genestre et al., 1995, p.16).

Despite the fact the Japanese market may be a difficult market to succeed in, Japanese
consumers are frequently exposed to foreign products much more so than in the past. One
of the main reasons is the increasing number of Japanese people traveling abroad. In 1970
only 663,000 people travelled abroad but since 1995 the statistic has jumped to between
15 to 16 million people travelling abroad annually. (Synodinos, 2001, p.238) The increase
in foreign travel led Japanese people to be exposed to foreign and unfamiliar products,
which in turn increased the demand for these products once they returned to Japan.

Therefore Japanese consumers became more open to foreign products than in the past.

Since this research uses chocolate boxes to test which elements of package design affect
consumer purchase decisions, this chapter will first discuss the snack market in Japan. After
discussing the snack market and revealing the popularity of chocolates among consumers,

the chapter will then discuss the characteristics of package design in Japan.

4.1 Japanese Snack Market

The population of Japan is 127 million. Of that, there are 62 million men and 65 million
women. Despite the fact Japan is a country of an aging population, there are over 1.2 million

people who are 20-29 years old. (Statistics Japan, 2014)

The money spent on snacks per household in 2011 was 4,160 yen (approximately 30 euros)

per month, and 50,000 yen per year (approximately 370 euros) (Zenkaren, 2011a). The
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popular kinds of snacks bought were: Japanese sweets, candies, cakes, chocolates,
cookies, and chips. Of those snacks, consumption of chocolate has increased steadily since
1984. The consumption of other snacks, such as cakes, Japanese sweets, and chips, has
decreased in the same period. (Zenkaren, 2011b) As for production, Japanese sweets were
produced the most in 2011, (302,262 tons) followed by chips (224,659 tons), chocolate
(211,690 tons), and candy (175,000 tons) (Chocolate & cocoa association of Japan, 2011.)

One of the most popular snacks in Japan is chocolate. In the Japanese confectionery
market, nearly 50% of confectionery sales are from chocolate products. (WCF, 2011) The
reason behind this is that chocolate is often bought as a reward to oneself or as a small gift
to others. The sales of confectionery products, especially chocolate, increases around
Valentine’s Day. In Japan there is a tradition of women giving chocolates to men as a symbol
of their love. Nowadays women also buy chocolates for their male relatives, friends, co-
workers, and bosses, as well as their female friends. In 1980, Japanese confectioners
created a day known as the “White Day” (March. 14", On “White Day”, the men who
received chocolates on Valentine’s Day, will return the favour by buying chocolates for the
women (WCF, 2011). Similar to the Valentine’s Day, chocolate is often also bought as small
Christmas gifts to one’s friends and/or colleagues. Due to this tradition, chocolate

consumption in Japan is very high.

4.1.1 Factors Affecting Personal Snack Consumption

Although Valentine’s Day is one of the main reasons for buying confectioneries, especially
chocolates, there are other reasons for consumers to purchase snacks as well. One of the
reasons is having a limited amount of time for eating. Time is one of the consumers’ most
precious resources. Nowadays many consumers feel that they are more pressed for time
than ever before. Solomon (2013, p.364) described this as “time poverty”. A sociologist has
compared the pace of life in 31 cities around the world by measuring how much time it takes
to walk 60ft, and also the time taken for a postal office to sell a stamp. The research revealed
that Japan is the 5" fastest country in the world. (Schiffman & Kanuk, 2004, p.479; Solomon,
2013, p.364) From this it can be said that Japanese people are often in a hurry and try to

use time efficiently.
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Due to having lifestyles with high time-pressure, Japanese consumers spend more money
on snacks than in the past (Gehrt & Shim, 2003, p.181). In fact, many people use snacks
to replace actual meals. Several studies on the snack consumption behaviour of Japanese
consumers show that consumers spend more money on packaged, processed, and ready-
made foods, and less on fresh food than before. (Gehrt & Shim, 2001, p.180) Sumita and
Watanabe (2012, p.19) found that female university students tend to replace meals with

snacks due to having a limited amount of time available.

In relation to time-pressured lifestyles, snacks are also purchased for relaxation purposes.
Consumers, especially women, tend to buy sweets to reward and relax themselves after
hard work. In a research of confectionery consumption conducted on 418 women, 83% said
that they eat confectioneries to ease stress at work. Similar research also revealed that
women desire sweets, such as chocolates and cakes, in order to relax. In the research it
was found that relaxation was in fact one of the main reasons for chocolate consumption.

(Sumita & Watanabe, 2012, p.13)

4.1.2 Gifting Behaviour

The definition of gifting behaviour has been defined as: “the process of gift exchange that
takes place between a giver and a recipient.” The gifting behaviour of consumers include
both voluntarily and obligatory gift giving. Gifts can also be purchased for oneself. These
are known as “self-gifts”. (Schiffman & Kanuk, 2004, p. 571) Self-gifting can be seen in
Japan, as discussed earlier, by women buying confectioneries, especially chocolate, to

reward themselves for hard work.

Gift giving to others is also a very common behaviour in Japan. One might buy gifts as a
way to acknowledge someone’s daily help, as seasonal greetings, for colleagues on a
business trip, or other reasons. The most common gifts chosen are confectioneries,
followed by fruits, and alcohol. (Zenkaren, 2011c). In Japan there is a tradition of bringing
omiyage. Omiyage is usually some kind of local goods bought by travellers (business and/or
pleasure). Omiyage is bought for colleagues, friends and/or their families who are waiting

at the final destination. (Sasada, 2013, p.86)
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As Sasada (2013, p.89) stated, omiyage has a clear identity as friendly and accessible.
Anyone intending to purchase a product as means of omiyage should feel comfortable to
reach out and purchase the goods. Omiyage is not as upscale a gift as those sold in
department stores, nor is it as ordinary as products you can purchase in supermarkets.

Therefore, omiyage should look neither cheap nor forbiddingly expensive.

4.2 Characteristics of Japanese Package Design

Japanese consumers demand perfection when it comes to packaging. They place a heavy
emphasis on the overall appearance of products. Compared to consumers from other
countries, Japanese consumers not only appreciate the content, but also the external look
of the product that they purchase. (Genestre et al., 1995, p.24; Marber & Wellen, 2007,
p.202) As discussed in the previous section, the overall appearance of a product is also
important when it comes to choosing a gift. Therefore, consumers examine the package
design carefully before making a purchase decision. Since consumers believe in the
importance of the external looks of the products that they purchase, firms nowadays also

put a lot of effort in creating package designs that aim to please the consumers.

4.2.1. Frequent Change of Packaging

It is certain that a company can save a lot of money by not changing the design of the
packaging of their products. It is said in Japan that firms typically invest 15 to 20 million yen
(approximately 100 thousands to 150 thousands euros) on package design when launching
a new product. In addition, if the firm decides to hold a design competition, they pay a reward.
Once the design is changed, firms must consider the cost of changing everything related to
the package design, such as printed advertisements and TV commercials. (Ishii et al., 2010,
p.32; Nikkei Design, 2013, p.14-15) An example of not changing the package design can
be seen in Pocari Sweat, which is a soft drink product from Otsuka Pharmaceutical. Ever
since its launch in 1980, the firm has not changed the graphic design of Pocari Sweat. The
design of Pocari Sweat is shown in Figure 8. The only elements of packaging that have
been changed are the shape and size of the bottles, which were changed in order to better

respond to consumer needs. (Nikkei Design, 2013, p.14)
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Figure 8. The Graphic Design of Pocari Sweat (Pokari Sweat, 2015)

Despite the fact there are firms who do not the change the package design, it is common in
Japan for marketers to change package designs frequently, dramatically, and with no
hesitation. The reason behind this might be the difference in the marketing mindsets of
Japanese and Western marketers. The Western marketers spend hours and a lot of money
to protect the equity of their brand’s packaging. The Japanese marketers on the other hand,
emphasise the importance of corporate identification, long-range planning, and new product
launches. (Meyers & Lubliner, 1998, p.229) As a result of this, marketers in Japan have no

concern over visual continuity and are able to change the package design frequently.

In many consumer goods products there are elements of package design, such as logos
and brand colours, which do not change that often. However, in Japan they can change any
element of the packa according to the firm’s marketing strategy. For example, Ghana, a
chocolate product from Lotte co Itd, has changed its logo eight times in the last 51 years (in
1964, 1974, 1994, 1998, 1999, 2000, 2003, and 2011) (Nikkei Design, 2013, 72-73). Beley's,
an orange juice brand from Asahi Soft Drink, has changed the image of its main character
in 1959, 2002, 2007, and 2009. The shape of the bottle has also changed eight times in the
last 64 years (in 1951, 1982, 1999, 2002, 2005, 2006, 2011, and 2013). (Nikkei Design,
2013, p.16-17) Calpis, a soft drink from Calpis co Itd, has also changed the shape of its
bottles seven times in total (in 1919, 1922, 1981, 1995, 1997, 2009, and 2012) (Nikkei
Design, 2013, p.24-25).
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4.2.2 Importance of “Kawai/”

Kawaii, which is translated as “cuteness”, is a widespread trend in Japan that cannot be
ignored. The spread of cuteness is encouraged by the commercial sectors. The stuff that
catches one’s eyes every day is filled with cuteness: advertisements, digital displays, mass
media, fashion magazines, and even the police force campaign mascot in Japan. Cartoon
characters, such as Hello Kitty, Snoopy, and Winnie the Pooh, are also often licensed by
companies to be used for promoting their products. (Bloomberg, 2002; Universiteit Leiden,
2014)

Unlike western countries where people seek to be beautiful or sexy, Japanese people seek
to be cute. This kawaii culture is more important to females than to males. Young girls
especially are obsessed with being kawaii so much that they would buy a product “just
because it is cute”. (Japan Today, 2012) Kawaii is not just a marketing gimmick. Kawaii is
both learned and taught from early ages. Girls first learn to be cute by using artificial beauty
products, such as makeups and clothes. However, it is not only the appearance, but also a
mode of behaviour. This can manifest itself by girls acting silly, using a squeaky voice, and

pouting. (Bloomberg, 2002; Japan Today, 2012)

Originally, the word kawaii was used for babies, small animals, and dolls; nowadays it is
used to describe a wide range of things (Japan Today, 2012). Japanese girls say “Kawaii!”
many times a day in various situations. In order to have kawaii characteristics to promote
the products, it is important to understand what kawaii really is. First of all, kawaii does not
mean being perfect or beautiful. Kawaii design is often colourful, childish, and imperfect.
Secondly, kawaii does not necessary mean something new. It can be something from the
past, nostalgic, or even out of fashion. Thirdly, kawaii does not equal sexy. Japanese
females prefer to be called “cute” as opposed to “sexy”. (WSJ, 2013) Lastly, something
which is kawaii for one person does not necessary mean it is cute for everyone else. For
example, something with skulls, vampires, or sharks, which can be seen as scary by most

people, could be considered cute by others. (Mynavi, 2012)
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4.3 Packaging for Chocolates

In Japan milk chocolate packages have traditionally been brown or red. This comes from
the three major chocolate manufactures in Japan. Meiji and Morinaga use brown in their

package designs, and Lotte uses red. Examples of their chocolates are shown in Figure 9.
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Figure 9. Package of Three Milk Chocolate (Lotte, 2015; Meiji, 2015b; Morinaga, 2015)

In 1964, when Lotte launched their milk chocolate known as Ghana, their competitors
Morinaga and Meiji had already been in the market for over forty years with their well-known
brown packaging. Examples of those old package designs are shown in Figure 10. In order
to differentiate from the brown designs of Meiji, Lotte decided to use Ghana Red as their
main packaging colour. Since then, Japanese consumers have learned to associate red

and brown colours with chocolate. (Nikkei Design, 2013, p. 75; The Marketer, 2005)
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Figure 10. Package of Meiji Milk Chocolates (Meiji, 2015a)
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Itis still common to use sepia and dark brown for chocolate products in Japan (The Marketer,
2005). However, with a wide variety of chocolates currently available, packaging for
chocolate has started to diversify. For example black colours are often used in dark
chocolates, whereas white colours are often used for white chocolates. For green tea
chocolate, Matcha green is used often with a picture of green tea. Another noticeable fact
about the Japanese package design of chocolates is that they are often organized nicely in
a box or wrapped individually as shown in Figure 11. This could be related to the gifting
culture in Japan which was discussed earlier. Since Japanese people tend to buy
chocolates as gifts to a group of people, it is easier for the receiver to divide the chocolates

when they are organized nicely in a box or wrapped individually.

Figure 11. Morozoff Chocolates and Leaf Memory (Morozoff, 2015; Monloire, 2015)
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5. METHODOLOGY

The chapter acts as the introduction of the empirical part of the thesis and presents the
research methodology. The chapter will begin with clarifying the research approach as well
as research design. Then, how the data was collected and analysed will be presented in

detail. The chapter will end with a discussion of the reliability and validity of the research.

5.1 Research Approach

Exploratory research is used to explore or search through a problem to gain insights and
understanding (Malhotra, 2012, p.102). The research is suitable when the research problem
is not fully understood (Ghauri & Gronhaug, 2010, p.56). It allows a researcher to clarify
understating of a problem and find out what is happening around the phenomena.
(Saunders et al., 2009, p.139) It is conducted on a small sample, therefore the finds are

tentative and used as building blocks for further research (Malhotra, 2012, p.100).

An inductive exploratory approach will be taken for the research, as the main aim of this
research is to gain insights on the importance of package design on Japanese consumers.
As there is no theory on which elements of package design has the most impact on
Japanese consumers’ decision making, the research aims to find it out by conducting an
experiment on Japanese female university students by using Finnish chocolates which were

not yet available in Japanese main market at the time of the experiment.

5.2 Research Design

This research will conduct qualitative research. Qualitative research is an unstructured,
exploratory research which bases its findings on small samples which provide insights into
and understanding of a problem. Quantitative research on the other hand quantifies data
and aims to gather conclusive evidence based on large samples which are analysed
statistically. (Malhotra, 2012, p.182) Qualitative research can refer to data other than words,
such as pictures and video clips (Saunders et al., 2009, p.151). Qualitative research is

suited for the research as it focuses on uncovering a person’s experience or behaviour, or
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uncovers and understands a phenomenon of which only little is known (Ghauri & Gronhaug,

2010, p.105)

Ethnography is rooted strongly in the inductive approach (Saunders et al., 2009, p149). It
begins with preconceived notions on how people behave and what they think (Fetterman,
1998, p.1). It tries to define people by their grouping or gathering. Ethnographic research
allows researchers to gain a detailed and deep understanding of a consumption and/or
marketplace phenomenon. (Belk et al., 2013, p.62; p.65) It is important to be aware that the
research process needs to be flexible and responsive to change as the research is
constantly developing new patterns of though through observations. (Saunders et al., 2009,
p.149) The presented research will use ethnography as the focus of the study is to define a
consumer’s purchase decision-making process by package elements. The detailed

description of how data was collected will be explained in the next section.

Traditional ethnographic research requires long commitment, often a year or longer,
dictating researcher remain within the community being studied. However, contemporary
ethnographic research, especially for applied research, does not require such strong
commitments. Most researches cannot afford the time or funds to spend a year on the
research. (Guest et al., 2013, p.11-12) Moreover, in commercial ethnography, it is often
difficult to truly interact with consumers; for example, to actually live with them and observe
their behaviour. Therefore, it is necessary to develop similar settings to observe the
participants. (Elliott & Jankel-Elliott, 2003, p. 215) As Guest et al. (2013, p.86) said, for
small scale participant observation studies for commercial research, it is possible to create
an environment for participants rather than go to the actual place where the action naturally

OCcCurs.

5.3 Data Collection

In a competitive global market place, where a small difference in marketing strategy can be
critical to winning market share; marketing managers are increasingly turning to newer
methods such as observational methods, videography, and netnography. (Belk et al., 2013,

pp 159) Observational methods are popular within both academic and practical consumer
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and marketing research. In consumer research, Belk et al. (2013) defined observational
methods as: “qualitative consumer and marketing research methods in which the
researchers view, record, and then analyse the manifest actions of consumers as they
engage in some market-related activity.” It differs from other marketing research methods
such as interviews, focus groups and surveys. Observational methods include more of the
social context and interactions surrounding a consumer’s behaviour rather than relying
heavily or exclusively upon what consumers say about such matters, as when they tell us

what they do.

Observational methods are qualitative research which the researchers systematically try to
capture and record, in some way, the behaviour of a particular group of people and analyse
the data. The limitations of the observation method if used by itself, is that it allows
researchers to see what consumers do, but does now allow researcher to know why they
do it. (Belk et al., 2013, pp. 60-61; p. 90) In order to overcome the limitation, participant

observation can be used.

A participant observational study “provides a clear representation of decision processes that
consumers proceed through rather than the consumer’s perceptions of that process” (Wells
et al., 2007, p. 679) This will allow the researcher to uncover the unconscious consumer
actions. As stated earlier, the observational method alone does not allow researcher to
reveal why consumer chose certain products. The participant observational method on the
other hand provides the opportunity to observe consumers as well as intervene and ask

them questions.

The participant observation method first observes consumers without interruption. This
allows the consumer’s natural behaviour of purchase decision to be recorded. Only after
the consumers have completed their actual purchase decision, the researcher will approach
them and conduct an interview. (Wells et al., 2007, p. 679) It is important to be aware when
interviewing that, respondents should never be encouraged to approve or disapprove
package designs directly. Moreover, questions such as “how do you like this colour?” or
“‘what do you think of this shape?” should not be asked; as such questions are directing

respondents to answer in certain manners, and do not stimulate realistic purchase situations.
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(McDaniel & Gates, 2006, p.157)

Experiment

Chocolate was chosen as the testing products for the experiment as it is a low-involvement
product that people purchase often. Finnish chocolates were chosen for the experiment as
they are not yet available in the Japanese main market. The participants were making their
choice only on the package design, as they do not know the taste or the price of the product.
Any volunteers who had previously tasted or purchased Finnish chocolate when abroad or
as a gift were eliminated as they do not fit the purpose of the research. The choice of
deciding which chocolate boxes to use was made based on different designs (e.g. colours,
shapes, and size) that fit the purpose of the study. Japanese female university students,
age 18-24 years old, were chosen as participants. The reason behind this is as discussed

earlier, chocolate consumption is higher with young female consumers.

The experiment was conducted at a university in Tokyo, Japan on 14" and 17" of October
2014. In total, 37 female university students volunteered to participate. The participants
were divided into two groups. Group 1 consisted by 18 participants and their task was to
choose chocolate(s) for themselves. Group 2, on the other hand consisted of 19 participants

and their task was to choose chocolate(s) for a group of ten to fifteen people as an Omiyage.

The experiment was divided into three steps: observation, interview and questionnaire. The
language of the experiment was Japanese as it was the mother tongue of all the participants.
The experiment was done individually to avoid influence from others while making a
decision. The duration of the experiment was approximately 15 minutes (1-2 minutes for

observation, 5-6 minutes for the interview, and 5-7 minutes to answer a questionnaire).

As advised by Guest et al. (2013, p.101), before the experiment the participants were
explained their task and asked to sign the written consent presented in Appendix 2. The first
part of the experiment was observation. A total of 15 different Finnish chocolate boxes, as
shown in Table 3, were presented on a table and the participants were asked to be seated

while making their decisions.
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Table 3. Types of Chocolate Boxes used for Experiment

Number | Name of Product

1 Fazer pure dark 70% coffee and cardamom 95¢g
2 Fazer pure dark 70% twist of mint 95g
3 Fazer pure dark 70% roasted corn 959
4 Magic Mini Cube Cocoa

5 Magic Mini Cube Berries

6 Geisha Heart 225¢g

7 One-twist dark 170g

8 One-twist milk 170g

9 Fazer Magic cocoa 100g

10 Geisha 122g

11 Geisha Original and Dark 185g

12 Dumle 350g

13 Fazermint 350g

14 Da Capo 350g

15 Karl Fazer 7759

The participants were allowed to touch and grab the chocolate boxes but were not allowed
to open the boxes as same boxes were used repeatedly through the experiment. Moreover,
in real life context, one cannot open a box before purchasing a product. The setting for the
experiment is shown in Appendix 3. The selection process was recorded on site and used
later for analysis. The second part of the experiment was a semi-structured interview. The
method allows the researcher to gain data that are relevant to research objectives in
comparison to casual conversations or informal interviews. (Guest et al., 2013, p.93)
Moreover, asking participants why they behaved the particular way is an important and
informative phenomenon in understanding the participants’ behaviour. (Elliott & Jankel-
Elliott, 2003, p.215) The third step of the experiment was filling in the questionnaire

(Appendix 4) to gather supporting information for the analysis.

5.4 Data Analysis

The analysis of participant observation already begins at the time of the experiment
(Chambliss & Shutt, 2012, p.325). As Guest et al. (2013, p.91-92) said, things a researcher
can observe during the participant observations is dependent on the research objectives

and the researcher’s imagination. Things one can observe include: verbal behaviour and



interactions, physical behaviour and gestures, and people who stand out. Observations
were done during the experiment, but also after the experiment by using video data. The
key features which were observed for the presented research were the eye movement of

the participants as well as other physical movements such as touching the boxes.

The formal analytical step for the research is documentation. The observations and
interviews were saved and listed. Documentation is important to qualitative research as it
allows the researcher to develop and outline the analytic process. (Chambliss & Shutt, 2012,
p.326) For the presented research, the observations were noted and the interview was
transcribed. The transcribed data was then coded for further analysis as coding allows the
researcher to discuss the data meaningfully (Miles & Huberman, 1994, p.56). The
descriptive codes (Belk et al., 2013, p.139) used for the research is presented below in

Table 4.

Table 4. lllustration of Codes for Interview

Colour VC
Image Vi
Size VSi
Shape VSh
Simlicity VSm
Taste (Letters) ITL
Taste (Image) ITI
ower ——————Codes
Kawaii OK
Luxurious oL

The data gathered from the questionnaire was analysed by using excel. For each question,
the answers were coded and given specific numbers to be put into excel. The coded
answers were then put into excel according to the questions. After entering the data into
excel, the data was analysed by calculated the frequency of each answer. (Leahy, 2004,

p.8) The percentage of each answer was also calculate based on the frequency.
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Triangulation allows the researcher to get to the findings by gaining data from different
sources. This is done by utilizing different methods and comparing the findings with other
data. The findings can be supported by showing that the findings match, or at least do not
contradict with other findings. (Miles & Huberman, 1994, p.267). The research conducted
was a triangulation of method as it included observations, interviews and questionnaires.

Moreover, the data type was also triangulated for this research.

5.5 Reliability and Validity

The ability of researchers to demonstrate the credibility of the findings affect the value of a
research. Therefore, the reliability and validity of such findings are important. (LeCompte &
Goetz, 1982, p.31) Reliability refers to reliability of findings. In other words, under the same
conditions, other researches must be able to perform the same experiment and generate
the same results. Whereas, validity of research is related to the accuracy of the findings.

(LeCompte & Goetz, 1982, p.35; Shuttleworth, 2015)

Ethnographic study can improve the external reliability of data by going through five major
factors: researcher status position, informant choices, social situations and conditions,
analytic constructs, and data collection and analysis. (LeCompte & Goetz, 1982, p.37) In
this research, the researcher status position is well integrated as the researcher shared the
same language and cultural background as the participants. Moreover, the researcher is an
alumni of the university, which allowed the researcher to connect with the participants. The
informant choices were based on theoretical study that Japanese female consumers
purchase more chocolates than male consumers. The social situations and conditions were
well prepared as the experiment was done in a familiar environment to all the participants
at their university. In case of analytic constructs, categorized codes were created and ways
of analysis is identified clearly. In addition, method of data collection and analysis was

presented clearly, which can be used to replicate the study. (Appendix 5)
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However it is important to point out, that ethnographic research is based on natural settings.
The unique situations or results cannot be reconstructed, even if the research methods are
replicated fully. In addition, no researcher researches like another. Moreover, human
behaviour is never constant. Therefore no study can be replicated fully. (LeCompte &Goetz,

1982, p.35)

Validity of a research can be determined by external and internal validity. External validity
refers to the generalization of a study. A threat to external validity is demand characteristics;
when participants become familiar with anticipated results, they behave in a way which they
believe is expected of them. (Heffner, 2015) In order to reduce this risk, the true purpose of
the research was not revealed to the participants before the experiment. Moreover in order
to double check, the questionnaire asked the participants to guess the true research
problem. Of 37 participants, only five guessed that the research may relate to package
design. Internal validity on the other hand refers to the ability of a research to determine if
the difference in results are caused by independent variables. In order to control the internal
validity, researches must be aware of following aspects; history, maturation, instrumentation,

and selection. (LeCompte & Goetz, 1982, p.44-45; Heffner, 2015)
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6. EMPIRICAL RESULTS

The empirical results will be presented in this chapter. Data gathered from the observations
are divided into three parts: general findings, findings related to attention and interest, and
tipping point and physical action of the decision making process. The data derived from the
interviews is analysed by going through each package design element. The findings from

the questionnaires are discussed in the same sequence as the questions asked.

As previously mentioned, the research was conducted on 37 Japanese female university
students. All the participants studied in the same university. The majority of the participants
studied business, and some studied law, literature or policy studies. The detailed

descriptions of the participants are presented in Table 5 and Table 6.

Table 5. Description of Participants (Group 1)

Participant Age Faculty Major Studies

1 19 Policy Studies Policy Sciences

2 20 Commerce Business Administration

3 20 Economics Economic Systems and Information Analysis
4 19 Economics Economics

5 20 Letters Sociology

6 19 Commerce Business Administration

7 19 Commerce Business Administration

8 18 Commerce Business Administration

9 18 Commerce Business Administration

10 19 Commerce Business Administration

11 19 Commerce Business Administration

12 19 Commerce Accounting

13 28 Commerce Marketing and Trade

14 18 Commerce Marketing and Trade

15 18 Commerce Banking and Corporate Finance
16 18 Commerce Accounting

17 19 Commerce Accounting

18 19 Commerce Marketing and Trade
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Table 6. Description of Participants (Group 2)

Participant Age Faculty Major Studies

1 20 Letters Sociology

2 20 Policy Studies Policy Science

3 20 Letters Chinese Language and Culture

4 20 Commerce Business Administration

5 21 Commerce Banking and Corporate Finance

6 19 Law Law

7 19 Economics International Economics

8 19 Economics Economics

9 19 Letters Sociology

10 19 Letters Sociology

11 20 Law Public and Environment Economics
12 20 Letters Sociology

13 20 Economics International Economics

14 22 Commerce Business Administration

15 22 Commerce Marketing and Trading

16 21 Commerce Business Administration

17 21 Law Public and Environment Economics
18 19 Law Law

19 20 Letters Sociology

6.1 Observation

The behaviours of the participants were observed during the experiment, as well as
afterwards by using recorded data. Due to a technical problem in the video camera, there
was no valid data of participant 3 from group 1. Therefore the observation was done on 36

participants.

6.1.1 General Observation

Figure 12 shows the order of chocolates presented to the participants during the
experiment. In addition, Table 7 presents the list of participants’ choice(s) and the time taken
to make the final decision. Most participants made their decisions in less than a minute.
Some participants even spent less than 30 seconds to make a decision. The longest time
spent was 5 minutes 19 seconds by participant 16 from group 1. The participant explained

after the experiment, that it is normal for her to spend a lot of time to make decisions. When
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comparing the result between groups 1 and 2, there was no significant difference on the

decision making times.

Figure 12. Chocolates Presented to Participants



Table 7. List of Participants’ Choice(s) and Time

Group1
Participant Chosen Chocolate  Time (mm:ss)
1 5 00:38
2 9 01:08
3 9 N/A
4 14 00:57
5 4 00:15
6 10 00:32
7 8 03:12
8 15and 9 01:13
9 8 00:36
10 6 00:43
11 8 00:50
12 11 00:47
13 10 00:13
14 9 00:23
15 6 00:16
16 9 05:19
17 4 00:36
18 12 00:12
Group2
Participant | Chosen Chocolate | Time (mm:ss)
1 14 00:59
2 12 00:51
3 8 00:45
4 10 01:18
5 12 00:47
6 10 01:21
7 14 01:01
8 11 00:22
9 15 00:45
10 6 00:35
11 15 00:52
12 11,6 and 10 00:24
13 8 00:17
14 11 and7 01:39
15 11 00:32
16 7 and 8 00:30
17 11 01:12
18 9 00:52
19 8 01:15

46
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In group 1, Magic Cocoa (number 9) was the most popular choice as it was selected by five
participants. The second most popular choice was One-twist milk (number 8), which was
chosen by three participants. On the other hand, the most popular choice in group 2 was
Geisha Original and Dark (number 11) which was chosen by five participants. The second
most popular choice in group 2 was One-twist milk (number 8), which was chosen by four
participants. Despite the fact that participants were allowed to choose more than one

chocolate box, only four participants chose more than one.

Even though all the participants were allowed to look, touch, grab, shake, and smell the
boxes but not open them, six participants made their decisions just by looking at the boxes.
The rest of the participants looked, touched and grabbed the boxes before making their final
decisions. One participant smelled the box (Magic mini cube cocoa, number 4) and it was
also the first box she looked at and touched. A few participants shook the boxes to weigh
them and to guess how much content there was in the boxes. Four participants compared
two boxes by holding one in each hand. The most common combinations were One-twist
dark and One-twist milk (number 7 and number 8) or Magic mini cube cocoa and Magic

Cocoa. (number 4 and number 9).

6.1.2 Attention and Interest

As described earlier, the first phase in the consumer decision making process is the pre-
attention phase, in which visual elements of the product’s package catch consumers’
attention. The next phase is the succeeded attention phase, where the visual impact of a
package builds up in the consumers’ minds, which can create interest among consumers.
In order to analyse the first two phases of the decision making process, the video data was

used to observe the eye movement patterns of the participants.

In some cases it was easy to see which chocolates were looked at first. However, in many
cases it was difficult to see, as some participants looked at several chocolate boxes at once.
Therefore the data was gathered from the chocolates which the participant stopped to look
at first. The first chocolates that were looked at relation to the chosen chocolates are shown

in Table 8 and Table 9.



Table 8. Chosen Chocolate vs List of Fist Looked Chocolate (Group 1)

Participant | Chosen First
Chocolate Looked
(given number) Chocolate

1 5 4

2 9 3

3 9 N/A
4 14 7

5 4 4

6 10 9

7 8 10

8 15and 9 7

9 8 4

10 6 10
11 8 3

12 11 6

13 10 6

14 9 6

15 6 5

16 9 1

17 4 3

18 12 4
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As can be seen in Table 8, only four participants chose the chocolate that they looked at

first. The chocolate that was most often looked at first in group 1, was Magic mini cube

cocoa (number 4). It was looked at first by four participants. Fazer pure dark 70% roasted

corn, Geisha 122g, and Geisha Heart (numbers 3, 10, and 6) were each looked at first by

three participants.
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Table 9. Chosen Chocolate vs List of Fist Looked Chocolate (Group 2)

Participant | Chosen Chocolate | First
Looked
Chocolate

1 14 5

2 12 2

3 8 8

4 10 6

5 12 13
6 10 9

7 14 8

8 11 5

9 15 15
10 6 6

11 15 4

12 11,6 and 10 6

13 8 10
14 11and 7 5

15 11 8

16 7 and 8 6

17 11 6

18 9 1

19 8 6

In group 2 as seen in Table 8 above, the chocolate that was most often looked at first was
Geisha Heart (number 6). Six participants looked at Geisha Heart first. Both Magic mini

cube berries and One-twist milk (numbers 5 and 8) were looked at first by three participants.

The results from both groups show that Geisha Heart (number 6) grabbed the participants’
attention the most. The reason behind this could be the vivid pink colour used in the
package. Even though there were two other pink boxes, the unique heart shape of Geisha

Heart may explain its popularity.

When observing the eye-movement patterns of the participants, only two had a logical
order. Participant 10 from group 1 started from chocolate number 1 and then followed a
flipped S-shaped pattern which can be seen in Figure 13. Participant 18 from group 1 also
had a clear order as shown in Figure 14. The participant first looked in the order of the red

line before following the yellow line.
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Figure 13. Eye Movement Pattern of Participant 10 (Group 1)

Figure 14. Eye Movement Pattern of Participant 18 (Group 1)

The rest of the participants looked at the chocolates in random orders. Many went back to
a specific chocolate after going through all the other choices. It was noticed that the
chocolates chosen in the end were looked at more often than others. Another observation

was that some participants did not look at all the chocolates. Two participants in group 2 did
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not pay careful attention to the first row of chocolates (Numbers 1-5). This could have been
because the first row had chocolates which were too small as a gift for a groups of friends.
Similarly, one participant from group 1 did not pay careful attention to the third row (Numbers

11-15) as the chocolates in this row may have been too big for one person to consume.

6.1.3 Tipping Point and Physical Action

As described earlier, the tipping point is an important moment during which consumers
reach out to a product. Likewise, the physical action phase is also important as it can directly
lead to a purchase. In order to analyse the tipping point and physical action, a point system
was created based on the participants’ movements of touching the chocolates. Since there
were 15 chocolate boxes in the experiment, the first touched chocolate was rewarded 15
points, the second one 14 points, and so on. If a participant did not touch a chocolate at all,
the chocolate box received zero points. The results are shown in Table 10 and Table 11

below. The chocolate(s) chosen in the end are highlighted in yellow.

Table 10. Touching Pattern in Group 1

SUM

chocolate N/A

1 0 |12 0 |0 |0 |10(0 |15|13|0 |O |O |O |O |15|0 (O |65
2 0 |0 0 0O |{15|/0 |(14|/0 (O |O |O |O |O |14|0 |O |43
3 0 |0 0 |0 |15/0 (O |(13/0 |O |O |O |O |O |13|0 (O |41
4 0 |13 0 |15|0 |13(0 |11|0 |O |15|0 |0 |O |12|0 |15|94
5 0 |0 0 |0 |[O |O (O |O |O]|O|O |O |O |0 |12|0 (O |11
6 0 |0 0 |0 |12|14(0 |O |14|10|0 |O |O |O |6 |0 |O |56
7 0 |11 0 |0 |[O |9 |[O |O |O |214|0 |O |O |O |7 |O (O |41
8 0 |14 0 |0 |0 [0 (O (12|0 |213|0 |O |0 |O 0 |0 |47
9 0 |15 0 |0 |0 |12(0 (O |O |O |O |O |O |O 0 |0 |36
10 0 |0 0 |0 |14|11(0 |10|15|11|0 |O |O |O |10|0 (O |71
11 0 |0 0 |0 |[O |O (O |7 |O |9 |13|0 |O |O |5 |0 |0 |34
12 0 |0 0O |0 |[O |O (O |8 |O |12|0 |0 |0 |O |4 |0 |O |24
13 0 |0 0 |0 |O |8 |[O |O |O]|O |O |O |O |0 |3 |0 (0 |11
14 0 |0 o |0 |O |7 (O |9 |O |O |14|/0 |O |O |2 |O (O |32
15 0 |0 0 |0 |13/0 (O (O |O |15|0 |O |O |O |1 |O (O |29
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Table 11. Touching Pattern in Group 2

SUM
chocolate
1 0 |0 |0 |O (OO (O |O O |O |O |O |O |0 |O [12|0 |0 |14]|26
2 0o |0 |0 |O |15/0 |[O |O |O |O |O |O |O [O |O [13|0 |0 |15/|43
3 0 |0 |10|0 |O 0 |0 |0 |O (O |O (O |O |O |14]/0 (O |O |24
4 0 |0 |15|0 (14|14(0 |0 |15|0 |15/0 |O [15|0 [15|0 |14|13|130
5 0 |0 |0 |O 0 |0 [0 |0 |O 0 |0 [0 |0 [0 |0 |15]|11]26
6 0 |0 |8 |0 0 |14|(0 |0 [15|9 |15|0 |5 |0 |0 |11|0 |9 |86
7 0 |0 |9 [15(12|0 [15|0 |13 0 |8 [10]|0 0 |0 (82
8 0 |0 |11|9 (0 |0 (O |O |14|0 |10|0 |15|9 |9 |O 0 |10(87
9 0 |0 |0 |12|0 |O [213|0 |O |O |11|0 |O [12|8 (O |O [13|0 |69
10 0 |0 |14|14(0 |13(12|15|8 |0 |14|12|0 (14|7 |0 |14|0 |0 |137
11 0 |0 |0 |10|0 9 |0 |0 |13|8 |13|0 11(0 |10(0 |0 |80
12 0 |14|0 |11(0 |O (O |O |9 |0 |7 |O |O 120 |13(0 |0 |73
13 0 |0 |O |O |13|15|0 |O |10|0 |6 |O |O [10|13(0 |12(0 |0 |79
14 0O (15|12|13|10|0 (10|0 |11(0 |12|0 (O |11{14|0 |15(0 |O |123
15 0 |0 |13|8 (11|0 (11|0 |12|14|13|14|0 [13|15(/0 |0 |0 |12|136

Each chocolate was touched by at least one participant during the experiment. In group 1,
the difference between each chocolate was little. Magic mini cube cocoa (number 4) was
touched the most by many participants’ in the early stages of the experiment. On the
contrary, the least touched chocolates throughout the experiment were Magic mini cube

berries and Fazermint (number 5 and number 13).

The differences in group 2, on the other hand, were much more noticeable. The most
touched during the early stage of the experiment was Geisha 122g (number10) followed by
Karl Fazer 775g (number 15). The least touched chocolates in group 2 were Fazer pure
dark 70% roasted corn (number 3) followed by Fazer pure dark 70% coffee and cardamom

and Magic mini cube berries (number 1 and number 5).

An interesting observation was that Magic mini cube cocoa and Magic mini cube berries
(number 4 and number 5) have the same size and shape, but Magic mini cube cocoa
(number 4) was touched more than Magic mini cube berries (number 5) in both groups. It
was also noticeable that the chocolate(s) chosen in the end were touched during the early

stage of the experiment for most of the participants. Many of the chocolates chosen were
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touched first (by four participants), second (by four participants) or third (by six participants).

When the participants picked the chocolate boxes up, it was evident that some participants
were not really reading the text written on the boxes. For example participant 6 and 11 from
group 1 picked up a few boxes, however they quickly skimmed through each side of the
boxes in a few seconds. A few participants tried to read the written information on the boxes.
However, they spent more time looking at the front part of the packaging (the ones which
were facing them on the table) rather than looking at the back of the boxes. It was also seen
that for chocolate number 13 and number 14, participants who picked them up spent more
time looking at the package than the other ones. It was observed that they were trying to
figure out the flavours of the chocolates as they did not have a printed image of the

chocolate on the front of the packaging.

Another observation was that the chosen chocolate was either kept in the participants’
hands or the participants softly touched them, while looking at other options. For example,
participant 3 from group 1 kept touching One-twist milk (number 8) while looking at the
others. At this point it was clear that they had almost made their decisions, but wanted to

look around one last time before making the final choice.

6.2 Interview

As mentioned previously, semi-structured interviews were conducted on all thirty-seven
participants right after the observations. The interviews were conducted in an informal
manner to allow the participants to be as relaxed as possible. In order to gain instinctive
answers rather than carefully formulated answers, the interviews were kept short, under ten
minutes. Each interview was unique, as different questions were formulated based on their
answers during the interviews. However, all the participants were asked the three main

questions:

1. Why did you choose this (these) chocolates?
2. Which ones did you not consider at all and why?

3. What was the first impression when you saw the chocolates?
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This section will categorize the findings from the interviews according to the elements of
package design. The first section focuses on reasons for the choice and the second section

will present additional findings.

6.2.1 Reasons for the Choice

As shown in Table 12 and Table 13, when asked the reason for choosing the chocolate(s),

many participants had more than one reason. Only nine participants had a single reason

such as the colour, shape, and size of the box.

Table 12. Reasons for the Choice of Chocolate(s): Group 1

Participant | Primary Reason | Secondary Other Reason
Reason

1 Taste (Letters) Size

2 Taste (Image) Looks Tasty

3 Overall Package | Image

4 Colour

5 Size

6 Shape Looks Tasty

7 Taste (Letters) Taste (Image)

8 Taste (Image)

9 Colour Kawaii (Image)

10 Kawaii (Shape) Kawaii (Colour)

11 Taste (Letters) Simplicity

12 Kawaii (Shape) Taste (Letters)

13 Colour Shape Can use box afterwards

14 Taste (Image) Luxurious

15 Kawaii (Shape) Taste (Image)

16 Luxurious

17 Taste (Letters)

18 Kawaii (Package) | Taste (Image)




Table 13. Reasons for the Choice of Chocolate(s): Group2
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Participant | Primary Reason Secondary Other Reason
Reason

1 Size Can see inside

2 Taste (Letters) Colour

3 Size Taste (Letters) Prefers Milk chocolate

4 Size Looks bright / Gorgeous

5 Taste (Image) Colour Looks “foreign”

6 Taste (Image and | OK (Package) Easy to carry
Letters)

7 Individually Can see Inside
Wrapped

8 Size Shape

9 Size

10 Kawaii (Shape) Kawaii (Colour)

11 Size Image

12 Kawaii (Package) | Shape

13 Taste (Letters)

14 Taste (Letters) Individually Easy to carry

Wrapped

15 Size Easy to carry

16 Size Taste (Letters)

17 Kawaii (Package) | Size

18 Colour Image Luxurious

19 Taste (Letters) Image Individually Wrapped

In group 1, the reason for the choice of chocolate(s) varied. Some had one clear element

which they based their choices on, while on the other hand, some based their reasons on

several different elements.

The most common reason mentioned during the interview for both group 1 and group 2 was

the taste of the chocolate or “Oishisou” (the tasty) impression they gained from the box. In

many cases, participants used images on the box to derive the taste of chocolates. As for

positive reasoning participants have mentioned the following:
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I looked at other dark chocolates but this [Fazer magic cocoa, humber 9] looked

tasty. (Group 1, Participant 2)

I was mainly looking at the pictures. [And] this [One-twist milk, number 8] is the most
normal, milk chocolate. On top of that the package looked expensive and tasty.

(Group 1, Participant 11)

This [Fazer magic cocoa, nhumber 9] looked most tasty. This picture. (Group 1,

Participant 14)

I like chocolate that has caramel inside [The picture on Dumle, number 12]. (Group

2, Participant 12)

The picture [Fazer magic cocoa, number 9] looked like [the chocolate] will taste

authentic. (Group 2, Participant 18)

The participants also used image to find out the taste to eliminate some chocolates. The
result varied on personal preference of a taste. Many participants mentioned that they did
not choose a certain chocolate as “it has something inside”. For example, some participants
did not choose Magic mini cube berries (number 5) based on the pictures of berries on the
package. In other cases, some pointed out the picture of caramel on Dumle (number 12).
In both cases, the participants pointed at the pictures to explain the reasons for the

elimination.

These [Geisha] has something inside. The white stuff or nuts. | also don't like berries

[the picture on Magic mini berries, number 5]. (Group 1, participant 3)

| don't like one which is combined with other stuff. | like chocolate to be chocolate.

This [Dumle, number 12] looks like there are stuff in side. (Group 1, Participant 8)

From the interviews, it was evident that many participants perceived the images not only as
a simple visual but also as an informational tool. The reason behind this was, as the written

information was in a foreign language to the participants they did not understand or try to
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understand the written information.

| would not choose ones without pictures. [I cannot tell] what is inside. It’s in a foreign

language. Pictures are the only information. (Group 1, Participant 11)

A unique finding related to group 2 regarding the images was; participants looked at the
images to see if the chocolates were individually wrapped. A couple of participants
mentioned they chose chocolates based on the images which had individually- wrapped
chocolates. They claimed it was more convenient as an Omiyage, as the receiver would not
necessarily have to eat the chocolates at the time they were given. Instead, they could take

the chocolates with them and eat them whenever they want to.

Taste (Information)

Only a few participants used the written information on the box to know the actual taste of
chocolate. Some participants chose the chocolates based on their own preference such as
whether they liked hazelnuts or caramels. In group 2, the participants paid more attention
to the written information than participants from group 1. This was because they were
choosing the chocolates for groups of friends, and were careful on choosing a chocolate to

match everyone’s preference.

| was debating between milk and dark chocolate. But | thought there are more people

who like milk chocolate so [I chose milk chocolate]. (Group 2, Participant 3)

There are two [One-twist milk and dark, number 8 and number 7] here. The same
[looks]. [But] | thought milk over dark chocolate. Everyone likes milk chocolate.

(Group 2, Participant 13)
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Colour
Other than image or written information, some participants mentioned that colour gave them
the impression of good taste. It appeared that brown and darker colours gave more tasty

and luxurious impressions over other colours.

If I choose by taste, then | choose the blue one [One-twist milk, number 8] but the
box, | like the brown one [One-twist dark, number 7] better. It looks tastier. More like

chocolate! (Group 1, Participant 14)

The brown and darker colours looks tastier. Also looks luxurious. (Group 2,

Participant 14)

There were some colours, on the other hand, which gave different impressions to the
participants. This resulted in them not choosing certain chocolates. For example,
Participants 2 and 17 from group 1 mentioned yellow and pink gave them a very sweet
impression. In addition, Participant 2 said the colour pink gave an impression that it has
some additional taste such as raspberry. Another example was the silver colour from
Fazermint (number 13). Many participants pointed out that they would not choose this

chocolate, as they did not think it is chocolate but more like a tobacco or a chewing gum.

Silver packaging does not seem like chocolate. (Group 1, Pariticipant 6)

Hmm, is this chocolate? It looks like chewing gum. (Group 1, Participant 10)

It looks like tobacco. The silver [looks like tobacco]. (Group 1, Participant 13 and
Group 2, Pariticpant 16)

Colour was often cited as the first attention grabber. Participants looked at certain boxes
based on the colours, and then eliminated some options based on other elements such as
taste, shape and image. The attention grabbing colour often was their favourite colour; one

participant said it is blue, four participants on the other hand said it is pink. In some case it
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was just a colour which simply grabbed a participant’s attention. The colour yellow from Da
Capo (number 14) drew a few participants attention as it was the only yellow one among
the 15 choices. Moreover, the colour blue caught some participants’ eyes as it was new to

them to have blue for chocolate packaging.

Simplicity

Some colours gave luxurious and tasty impressions. Similarly, some participants got these
impressions through simplicity of the package design. Even though only one participant
mentioned simplicity of package design to be the reason for making the decision, the

participant mentioned the simple design gave a luxurious and tasty impression.

The package [Magic cocoa, number 9] looks luxurious and tasty. [Because] of its

simple design. (Group 1, Participant 11)
Despite the fact it was not the element the participant made her decision on, another
participant also mentioned, that simple designs gave a luxurious impression.
The design looks very fashionable. In Japan it’s like “Meiji”. It is simple and gives a
luxurious looks. (Group 2, Participant 19)

Size

In group 1, size was not a common reason for making a decision. Only two participants

mentioned size as the reason for their choices.

If  eat it by myself then it is ok [for the portion] to be small. And small one is [usually]
cheap. (Group 1, Pariticipant 12)

On the other hand, in group 2 size was one of the main elements the participants based
their decisions on. Eight participants named size as the first reason for their choice and one

mentioned it as the secondary reason. One of the reasons behind this was, as they were
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asked to choose chocolate(s) for ten to fifteen groups of friends, the participants were keen
to know the amount of chocolates in the box. Many have said that they did not want to risk
having too little chocolates in the box. If they chose a big box, then each person could get

two or three pieces of chocolates.

| would choose them [number 1-5] if it were for myself. But they were too small as

Omiyage for friends. (Group 2, Participant 17)

It clearly seemed this [Dumle, number 12] has more than 15 [chocolates]. | think

each person can get 2 or 3 [chocolates]. (Group 2, Participant 1)

This [Geisha Original and Dark, number 11] has a lot. [I felt it] when | had it in my
hand. (Group 2, Participant 15)

Well [it is] for many people. It is better to have a lot. This [Karl Fazer 775g, number
15] has a lot and there will be no risk of having too little. (Group 2, Participant 11)

Another reason for choosing by size was how easy it would be to carry them around. As the
participants were asked to choose chocolate(s) as an Omiyage, their mindset was that they
were somewhere far away from home. As all the participants were female, they aimed for

ones which has enough amount of chocolates yet not too heavy to carry around.

I thought about carrying [it] home. | didn’t want it to be too heavy. (Group 2,
Participant 14)

It looked like a suitable size for 15 people. Other’s had a lot. | took them all in my
hands to see how heavy they are. For me to carry it around, this [Karl Fazer, numer
15] would be too heavy. So | chose the one which is less heavy. (Group 2, Participant
15)



61

Shape

The portable size was one of the reasons for choosing the chocolates by size. Likewise, a
portable shape was one of the elements some participants based their decision on. Many
participants thought of packing the chocolate box into their luggage (e.g. bags or suitcases)

so they tended to avoid unique shapes.

| thought of bringing it back home [from a trip]. It should not be too heavy. Also this
circle one [Geisha 122g, number 10] or this [Geisha Heart, number 6] would be too
difficult to pack and carry around. So | chose this [Geisha Original and Dark, number

11] and this [One-twist dark, number 7]. (Group 2, Participant 14)

Another reason related to shape was the kawaii (cute) looks. It was evident some
participants were looking for the cute appearance of the boxes. One participant mentioned
she chose the box as it has the cutest shape. The most popular shape was the heart of
Geisha Heart (humber 6) followed by the cylinder shape of Geisha 122g (number 10). One
of the reasons mentioned for looking for a kawaii box was the after use of the box itself.
Two participants mentioned they could use the box for other purposes, for example for

something small such as accessories.

| thought | can use the box [Geisha 122g, number 10] after | have eaten [the

chocolates]. Maybe for accessories, something small. (Group 1, Participant 13)
This one [Geisha Heart, number 6] would look kawaii even if it was to just put
somewhere. | can keep the box after | eat [the chocolates]. The shape [is kawaii].

(Group 1, Participant 10)

Kawaii (Cuteness)

As it was mentioned often with shape, kawaii was an expression which was said many times
throughout the interviews. In many cases kawaii was used to describe the overall

appearance of the chocolate boxes. Therefore when participants were asked to specifically
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explain what is kawaii, many could not answer.

The package [Dumle, number 12] looked most kawaii. (Group 1, Participant 18)

The looks [of three Geishas] are very kawaii. (Group 2, Participant 12)

The overall package is very kawaii. (Group 2, Participant 6)

However, some were able to give specific reasons such as colours and images to explain

the kawaii feature of the box.

[One-twist milk and Karl Fazer are both blue] but this [One-twist milk, number 8]
looked more kawaii. This [image of chocolate] looked kawaii. (Group 1, Participant
9)

The red and blue [Dumle, number 12] looked kawaii. (Group 2, Participant 12)

The shape and colour [of Geisha Heart, nhumber 6] looked kawaii. (Group 2,

Participant 11)

6.2.2 Additional Findings

First Contact

It was discovered during the observations, that most participants’ attention (e.g. first look)
did not match the final choices of the chocolates. It is important to clarify that by “first look”
it means the conscious attention as participants may have seen other chocolate without
being aware of it. When participants were asked why they looked at a certain chocolate first,
the answers varied. Some said they first looked at One-twist dark (number 8) as it was right
in front of them. Some on the other hand said that a particular colour or shape caught their

eyes and they reached for them first.
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The shapes caught my eye at the beginning. | looked at ones with unique shapes.

(Group 1, Participant 6)

The colour [yellow of Da Capo, nhumber 12] grabbed my eye. (Group1, Participant
4)

The box was kawaii so it caught my eyes first. (Group 1, Participant 12)
The answers varied when the participants were asked why they touched a certain chocolate
first. Some participants said they wanted to compare certain chocolates in their hands. For
some participants there were certain elements which triggered their interest to reach out for

a particular chocolate. For example a tasty impression or a unique shape.

The shape [of Geisha Heart, number 6]. It was outstanding. (Group 1, Participant
7).

| was wondering what is the difference between this [Magic mini cube cocoa, number

4)] and this [Magic mini cube berries, number 5] (Group 1, Participant 18)

This [Da Capo, number 14] looked like caramel. [So | reached for it] but it was not.

(Group 2, Participant 2)

Luxurious vs Cheap

Throughout the experiment, no information regarding the price of the products were given
to the participants. However, it was evident that many participants thought Dumle,
Fazermint and Da Capo (number 12, number 13 and number 14) were cheap and Magic
mini cube cocoa, and Magic mini cube berries (number 4 and number 5) were expensive or
luxurious. The impressions were given through some visual elements of the package. It
varied by personal preferences, but vivid colours such as yellow, pink and red gave them a
cheap impression. On the other hand, blue, black and gold gave them a luxurious

impression.
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Yellow and Pink looked cheap. (Group1, Participant 9)

Blue is unusual for chocolates in Japan. | think red is more common for chocolate.
Like “Meiji” [a popular chocolate brand in Japan] is red. Blue gives a luxurious image.

(Group 1, Participant 15)

This [Fazer Magic cocoa, number 9] looks very luxurious. Maybe the black, and also

it looks like Godiva. (Group 2, Participant 7)

The size of the package was another visual element which participants used to determine
the prices. One participant mentioned that smaller packages seemed cheaper. On the
contrary, many said the small ones (e.g. Magic mini cube cocoa, and Magic mini cube

berries; number 4 and number 5) looked more expensive.

These look expensive. [It is] small. Since it is small it is like Godiva. It has a bit of an

expensive image. (Group 1, Participant 15)

This looks expensive. The amount is little. It looks tasty but | would think it is

expensive. (Group 2, Participant 19)

Brand Identity and Brand Image

It was evident that Magic Cocoa is often perceived as luxurious. As stated earlier this
impression was given mainly by the golden stripe as well as the black background. The
brand identity created by Fazer matched the brand image participants perceived. The
description of chocolate mentioned on Suomikauppa (2015a) is: “Fazer Magic is chocolate
reinvented. It’s a new selection of luxury chocolates that brings innovation and imagination
to the world of curious experience seekers.” In addition it is described that this chocolate is
premium quality which intends to be different. This may also explain the reason that Fazer

Magic cocoa was chosen the most in the experiment.
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Similar observations were seen for the product group of Geisha. As Geisha is intended for
“a unique experience for a moment with the ones special for you” (Suomikauppa, 2015b), it
is perfect as both a gift and an indulgence for oneself (Fazer, 2015). In the experiment,
Geisha Original and Dark (number 11) was the most popular chocolate in group 2, and five
participants from group 1 chose one of the Geisha boxes (number 6, number 10, or number
11). For Geisha Heart (number 6) in an addition, the description was “a great gift for
Valentine’s day” (Suomikauppa, 2015b) which was mentioned by a few participants, that

the heart shape would be perfect for Valentine’s.

However, not all the chocolates succeeded in matching brand identity with brand image.
For example, Da Capo (number 14) is intended for Christmas time in Finland (Suomikauppa,
2015C) However, through the interviews it was evident that Christmas was not the image
the participants perceived. Three participants mentioned that it reminded them of rubber
bands in Japan as the colours used on the box were similar. The comparison of a rubber

band box and Da Capo is shown in Figure 15.
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Figure 15. The Images of Rubber Band Box in Japan and Da Capo (Kyowa, 2015;
FinnStore, 2015)

Differences from Japanese chocolates

Many participants said that Finnish chocolate boxes are more colourful than Japanese ones.
The participants said that they look “pop” as they use colours such as yellow, pink and red.

Despite the fact that red is often used for chocolate packages in Japan, many participants
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said that Dumle (number 12) looked American. This was because of the colours red and

blue, as well as the font used to write Dumle. The image of Dumle box used in the

experiment is shown in Figure 16.

Figure 16. Image of Dumle 350g (Scandinavian Park, 2015)

The image of melted caramel coming out from the chocolate also gave them the impression
of the chocolate being very sweet. This has led them to have the image of foreign chocolate

as they think foreign chocolates are very sweet.

This red, it looks like it will taste like something American. Not so healthy.(Group 2,

Participant 16)

This looks foreign. This font. And the picture. This wavy [melted caramel]. Looks like

Snickers. (Group 2, Participant 16)

Another difference participants mentioned between Finnish and Japanese chocolates was
the size of the boxes. It was pointed out that the Finnish chocolate boxes are much bigger

than those of Japanese ones.

Some of them are quite big. There are not that many big ones in box in Japan. It is

usually in a bag. (Group 1. Participant 12)

This [Karl Fazer, number 15] looks like there is an alcohol bottle inside. It is big and

the colour, blue. (Group 1, Participant 13)
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Image as both visual and informational elements

As mentioned earlier, many participants used image as both visual and informational
elements. The reason behind this was because the written information was all in a foreign
language of all the participants. Therefore they did not spend a lot of time trying to
understand the written information. Instead they used the images to derive the information
needed (e.g. taste) for them to make their decisions or did not even try to get information at
all. This was evident when participants were asked specific questions regarding the

information of the chocolates.

You were looking at the boxes carefully, what were you looking at?
--I thought the taste might differ, so | was looking. But | could not tell. | didn’t really
understand. (Group 1 Participant 16)

Could you tell the difference between them [One-twist dark, and One-twist milk]?

--They have different amount? (Group 1 Participant 16)

Did you check what tastes they are?

--No | did not. | only looked at the box.(Group1, Participant 13)

From the package, | cannot guess the taste at all. (Group 2, Participant 17)

There was a chance to talk to all participant 13 to 19 from group 2 after the observation
since they stayed behind until the end of the experiment. When discussing with them, the
participants were asked if they noticed that the number 6, number 10 and number 11 are
named “Geisha”. All the participants looked surprised and said that they did not notice the
name. After finding out that the chocolates are named “Geisha”, they got excited. However
this clearly showed that some participants were not paying attention to written information

at all.
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6.3 Questionnaire

After the observations and the interviews, each participants filled in a questionnaire. All 37
participants submitted the questionnaires, however four participants missed answering the
guestions three and four on the back page. Therefore the data was analysed from 33

questionnaires.

Question 1

Question 1 of the questionnaire asked how important each eleven elements of the
packaging were to the participant when making the decision. The eleven elements are;
colour, shape, size, weight, typography, image, country of origin, nutrition value, raw
materials, brand name, and product name. In group 1, the most important element for
participants’ decision making was the image. Of 19 participants, 94% stated that it is either
very important or most important. There were three elements which had the second most
percentage; colour, shape and size. In all three elements, about 80% of the participants
said that they are very important or most important. On the contrary, elements such as COO
(56%), raw material (78%) and nutrition values (89%) were least important to participants

when choosing the chocolate.

In group 2, image was also the element which was chosen as the most important element
by most participants (88%). However in this group, size was also an important element as
84% of them said that it was very important or the most important. Weight was also an
important element for this group as 61% of them said it was very important or the most
important. Similar to group 1, the elements such as nutrition value (89%), raw material

(79%) and COO (74%) were not important for the participants’ decision making.

In both groups the importance of elements such as product name and brand name varied
depending on personal interests. There were no big difference between not important at all

and the most important.
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Question 2

Question 2 was an open question which asked if there were any other elements of the
package that the participant based their decision on. In group 1, 9 participants did not
mention any additional elements. The rest of the participants mentioned the taste as one of
the important element for decision making. Moreover the answers often included that the
participants looked for the taste which they did not like to eliminate some of the choices.
For example participant 12 from group 1 said that since the participant does not like bitter
(dark) chocolate or coffee, the participant eliminated those chocolates before making a
decision. In group 2, 10 participants wrote that there are not additional elements. Of the 9
participants who had mentioned additional elements, the most common one was the

individual wrapping of chocolate.

Question 3

Question 3 asked the participants to provide the specific elements of each packaging
elements which were important for them to make the decision. In terms of colour, nine
options were given based on the colours available at the experiment. Similarly, five different
shapes, three different sizes and two different weights (Heavy or Light), font type (Simple
or Pop), image (Image of product or image of raw material), design (Simple or Complex)
and quality (High or Low) options were given. All the participants had the choice of choosing

more than one feature from each element or not to choose any based on their preferences.

As for colours, 22% of participants from group 1 and 42% of participants from group 2 did
not choose any colours. Of the remaining, the most popular colours were black, pink, and
brown chosen by five participants in group 1; and black for group 2 chosen by 6 people. In
terms of shapes, in both groups, 40% of the participants did not consider shape as an
important element for their decision making. Of those who said shape was important,
rectangular or heart shapes were popular in group 1. Whereas in group 2, participants
preferred rectangular shapes. When asked about size, 45% of the participants from group

1 preferred a medium size although 39% of the participants said that size did not matter. In
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group 2 on the other hand, 58% of them said that they preferred medium sizes and 32 %

were for large size.

As for the weight, most of the participants from both groups said it was not an important
element for decision making. In both groups more than 70% of the participants preferred to
have the image of the product itself rather than the image of raw materials. Similarly, more
than 60% from both groups preferred simple designs rather than complex ones. For the font
type, the participants were divided into all three choices evenly. In terms of quality, in group
1 half of the participants thought it was not important whereas the other half said they
preferred to have high quality. On the contrary, in group 2, more participants (63%) said

that they would prefer products of high quality and the rest said it was not important.
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7. DISCUSSION AND CONCLUSION

The main research question and the sub-questions will be answered in this chapter based
on the findings from the experiment. The supporting three sub-questions will be discussed
before the main question in order to enlighten the relationship between packaging elements
and the consumer purchase decision making process. The discussion will be followed by a
conclusion presenting the theoretical and managerial implications, research limitations and

suggestions for further research.

7.1 Sub-Questions

SQ1: How do the visual elements of packaging affect Japanese consumers’ decision

making?

From the experiment it was seen that visual elements have a strong effect on Japanese
consumers’ decision making. Visual elements clearly played a significant role in
communicating good taste to the participants. Image, especially, gave the participants an
impression that the products in front of them would taste good. Brown and other dark colours
were associated with good taste, whereas yellow and silver were not. In addition, yellow

and pink colours gave many participants a sweet impression.

Another important finding was the importance of kawaii, or cuteness. As the experiment
was conducted on females, there seemed to be a trend of preferring cute chocolates over
others. The results from the interviews revealed that many participants considered the
overall look of some packages to look kawaii. In some cases visual elements such as the
heart-shaped box or the colour pink gave them the kawaii look. As Klimchuck et al. (2006)
pointed out, one of the reason which led participants to seek for cuteness was that they
were thinking of keeping the box afterwards. This was evident especially for participants

from group 1, as they were choosing chocolates for themselves.

When comparing the results between group 1 and group 2, the difference was seen in the

sizes of the chosen boxes. Only one participant from group 1 mentioned the size of the box
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as a reason for making the decision. The results from the questionnaire also supported that
participants from group 1 did not think of the box size as an important element. However, in
group 2, half of the participants said that box size was an important element when making
a decision. Moreover, the findings from the questionnaire showed that they looked for

medium size boxes.

Another important finding was that image acted both as a visual- and as an informational
element in the experiment. In the observation it was evident that many participants took
chocolate boxes in their hands and then seemed to inspect the writings on them. However,
when asked what they were looking at, they said that they were looking at the pictures.
Moreover, some participants were not reading the written information because they were
written in a language foreign to them. Therefore image, as opposed to text, was an element

which gave them information of the taste.

SQ2: How do the informational elements of packaging affect Japanese consumers’decision

making?

From the experiment it was evident that informational elements had a smaller impact on
Japanese consumers’ decision making than the visual ones. As mentioned earlier, this was
mainly caused by the product information being written in language foreign to the
participants. In some cases participants did not even try to understand the texts and tried

to gain information through visual elements only.

However, it was evident that the taste of chocolate had an effect on the participants’
decisions. The data from the interviews and the questionnaire revealed that many
participants made their decisions based on taste of chocolate written on the package. The
effect of taste was stronger in group 2 than in group 1. As the group 2 participants were
choosing chocolate(s) as gifts for others, they put more effort in figuring out the taste and
based their decision on that. It was evident from interviews that participants from group 2
eliminated more exotic tastes such as mint and bitter (dark), since those tastes are rarely

liked by everyone in a group. Therefore the participants were often looking for safe choices,
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such as normal milk chocolates.

Despite the fact that Koshate-Fischer (2012) claimed that COO often acts as an
informational cue in the consumer decision-making process, the experiment revealed that
COO had a very small effect on Japanese consumers’ decision making. Only one participant
brought up the country-of-origin. The participant said that a chocolate (Dumle) looked
American due to the colours and image. From that she deducted that the chocolate might
be too sweet and also unhealthy. All the participants were informed that the chocolates are
Finnish, but there were surprisingly no specific comments related to Finland. Similar to
Momma’s study (2013), the experiment revealed that information such as raw material and

nutrition values did not have effect on participants’ decision making.

SQ3: What is the role of visual and informational elements of package design in the in-store

decision making process?

In order to answer this question, the findings from the experiment will be discussed in the
sequence described in the in-store decision making process model. The model is sequence

and model are shown in Figure 17 below.

o pre-
attention

o succeeded
attention

re-inforce
(Physical Post the brand
action ) Purchase name for re-
buy

Attention
and Tipping Point

Interest

Figure 17. In-store Decision Making Process

As seen in Figure 17, the first phase of the in-store decision making process is attention
and interest. In the experiment this was measured by observing the first looked chocolate
box. By first look, it means that the participant stopped at a certain chocolate and clearly
paid more attention to it. From the observation, the Geisha Heart (number 6) chocolate
grabbed most participants’ attention first. The vivid pink colour as well as the unique heart-

shaped box may have been the main reasons for this. However, it was not the most chosen
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chocolate in the end. In the interview it was found that elements such as colours and shapes

grabbed participants’ attention first.

The next phase in the decision process is desire, where participants reach out to a particular
chocolate which often leads to an action. When observing the tipping points of each
participant, it was evident that Magic mini cube cocoa (number 4) chocolate was touched
first the most. Many participants explained in the interviews that they were curious to know
the difference between Magic mini cube cocoa, and Magic mini cube berries (number 4 and
number 5). Therefore it can be said that when there are products with similar appearances,
it triggers curiosity among consumers. A similar observation was made between chocolate
number 7 and 8 (One-twist dark, and One-twist milk), and chocolate number 6 and 10
(Geisha Heart and Geisha 122g). Also, Magic mini cube cocoa seemed to trigger

participants’ curiosity and interest due to its small size when compared to others.

By observing the tipping point in each participant, it was evident that the chosen chocolates
were touched in the earlier stages of the experiment. The most common reason for reaching
out to a particular chocolate was the perceived tasty image. The tasty look was mainly
communicated by using an actual image of the product. The data from the questionnaire
supports this finding, as 94% of the participants said that image was the most important
element when choosing the chocolate. Some colours, such as brown, gave many

participants a more tasty impression than colours such as yellow and pink.

When comparing the results between the two groups, it was evident that when choosing for
other people, there was a heavy emphasis on portability. The findings from the interviews
and the questionnaire support this. One supporting fact was they often chose milk
chocolates over other tastes since that flavour was considered a safe choice. Another fact
was the individual wrapping of chocolates. Moreover, medium sized chocolates were
preferred over others, as the quantity would be enough for everyone but at the same time

it would not be too difficult to carry around.

It can be said that by the time participants reached out for particular chocolates, their

decisions were almost made. Tipping points were often caused by tasty- and cute looks. In
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addition, action was often caused by carefully looking at the image which gave them a solid

idea of the actual taste.

7.2 Main research question

How are different elements of package design perceived by Japanese consumers?

Through an extensive review of the topic as well as data analysed from the experiment, the
research was able to reveal the effect that different elements of package design have on
Japanese consumers. For example, the participants associated different colours with
different tastes. Brown boxes were considered tasty and luxurious, whereas pink and yellow
boxes were considered sweet. Silver might not be a good choice in the Japanese market
as it was associated with products such as tobacco and chewing gum. Colour was also the

reason why many participants looked at a specific box first.

Image was perceived as an important package design element in this experiment. Since
the product information was written in a foreign language, image acted both as a visual-
and informational package design element. The participants used image to guess the taste

of the actual chocolate.

The size of the products was used by many participants to determine the price. Smaller
boxes were considered more precious than larger boxes. This is an important observation
because the participants were not informed about the actual prices of the products. Many
participants also avoided boxes that were too large, since carrying them around would be
too difficult. However, larger boxes were preferred over smaller ones when choosing a

chocolate box as a gift for a group of people.

Shape had two effects on the participants. Some shapes, such as the cylindrical ones, were
considered unique but difficult to pack when returning home from a trip. Some boxes, such
as the heart-shaped Geisha box, were considered kawaii. In relation to the concept of kawaii,
it was found that Japanese women desire kawaii appearances. However, it is difficult to

precisely define what makes a product kawaii.
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Simplicity is one another visual package design element. Some participants said that one

box used in the study appeared more luxurious than others due to its simplistic design.

Common informational elements, such as nutrition value, raw material, and COO, played a
smaller role in this experiment as the visual elements. This was probably influenced by the
fact that there was no product information written in Japanese. There was only one
participant that even mentioned a country during the experiment. Due to the language
difficulties the participants used image as the main means of gaining information about the

products.

The participants perceived package design elements differently depending on whether they
chose the chocolate for themselves or as a gift for a group. In the case of choosing the
chocolate for oneself, visual elements such as colour and shape were enough for them to
formulate a final decision. However, when choosing the chocolate as a gift for a group, the

overall appearance as well as the taste became more important.

7.3 Theoretical Implications

The literature review revealed that there are not many studies that focus on the effects that
various package elements have on consumers’ decisions in different countries and cultures.
The findings of this thesis deepen the understanding of the relationship between package
design elements and the in-store consumer decision making process. Moreover, the
experiment widened the understanding about which elements matter to consumers in

specific country.

As many researchers (e.g. Underwood & Ozanne, 1998; Kauppinen, 2004) pointed out, the
package design acts as “silent salesman” at the point of purchase. Research findings also
indicate that visual elements of package design have a strong influence on consumers’
purchase decisions when purchasing low-involvement products. (Kybykaite et al., 2009) A
new finding was that Japanese consumers rely heavily on visual elements to support their

decision making when facing new- or unfamiliar products.
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In relation to the previous findings, it was found that image was the most important package
design element for Japanese consumers. Previous studies showed that visual elements are
often more important in the earlier stages of the decision-making process. However, in the
case of this experiment where the products were unfamiliar to the participants and written
information was only provided in foreign language, visual elements were used in the later
stages of the decision-making process as well. This was most evident in the use of image,
as it acted as a visual- and informational element to give information of the taste to the
participants. A similar setting can be seen when Japanese tourists purchase gifts at foreign
airports, supermarkets, and shops, where the information is provided in the local language.
Despite the fact that the participants had no time limit when choosing the chocolates, they

did not pay much attention to the informational elements.

By studying the relationship between elements of package design and the in-store decision
making process, the following findings deepen the understanding of the topic. It was evident
that visual elements, such as colours and shapes, act as attention grabbers for Japanese
consumers. In addition, size also creates interest especially in those choosing a gift for a
group of people. Then image acted as a visual element that triggered desire and made
participants reach out for the products. The image then became an informational element

that communicated the taste and lead to an action.

As for understanding elements of package design, colour associations for chocolates were
found. As Kotler and Keller (2012) pointed out, pink can give consumers a sweet impression.
In this experiment yellow also acted as a colour which gave a sweet impression. Colours
such as brown and blue gave the participants an impression of being tasty despite the fact
that red is often used chocolate packages in Japan. In addition to this, the finding supported
the fact that black and brown can give a luxurious impression. In the experiment it was also

found that gold can give Japanese consumers a luxurious impression.

The literature review revealed the importance of kawaii when targeting Japanese female
consumers. The findings from the research confirmed that Japanese women seek for a
kawaii look in the package design. The findings also suggest that there is no specific kawaii

element as it is a large and vague concept. However, it was evident that in case of package
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design, visual elements such as shapes and colours often create the kawaii look in a

package.

7.4 Managerial Implications

It is important to point out that the findings are strongly related to Japanese female
consumers. Therefore the results of this study may look completely different in another
country. The findings of this research can be useful when designing confectionary packages
for the Japanese market. By providing the insight of which elements of packages trigger
each phase of the decision-making process, firms can utilize the knowledge to strengthen
their package design in Japan. In the case of firms targeting Japanese consumers, they can
improve their package designs based on the findings; as for unfamiliar products Japanese
consumers rely heavily on visual elements of package design rather than informational
elements. Therefore firms can improve their visual elements, especially images or pictures

of the product which also acts as an informational element in this situation.

Moreover, this study is especially useful for companies targeting Japanese consumers with
low-involvement products such as those food industry where the package design has great
effect on the decision-making process of consumers. In addition, the findings can be utilized
for firms whose products are often purchased as gifts or Omiyage by Japanese consumers

in foreign countries.

The research was also able to gain information about young Japanese women as a
consumer group. The information can be used to decide how to approach this target group
and which package design elements to focus on. The findings about the kawaii concept can

be studied deeper in order for firms to capture the attention of Japanese female consumers.
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7.5 Research Limitations

The two main limitations of the research were having a limited amount of time and a lack of
resources. As the budget and time were constrained, the focus of the research was limited
to young Japanese female consumers. The research would have been more credible if the
resources allowed the researcher to conduct the experiment on a larger sample, which
could have also included different age groups and male participants. However, the research
allowed the researcher to be at the site of the experiment, and observe and interview the

participants alone.

Guest et al. (2013, p.84) states that limitation of participant observation can lie in the value
of the data as it is difficult to judge if the findings seen at the site can be seen in other
circumstances. In addition, the researcher’s personal beliefs and attitudes may be effected
the observational process. However, the findings of the participant observation were

confirmed by comparing to the data found from questionnaire.

Another limitation of the research was limited setting of the experiment. As the Finnish
chocolates were not available in the Japanese market at the time of experiment, the
environment was artificially created in a room. Despite the fact that in a real life retalil
environment products are often presented on a shelf, in order to record participants’
behaviour the products were presented on a table and participants were asked to be seated.
However, the participants were given their own space and time to make a decision and a

relaxed atmosphere was created in order for participants to act as naturally as possible.
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7.6 Suggestions for Further Research

The purpose of the research was to find the role of package design on Japanese consumers.
More specifically the effect of visual- and informational elements of package design on the
in-store decision making process was researched. Despite the fact the findings deepen the
understanding of the research topic, larger sample could be used. Moreover, it is important
to conduct the experiment on male participants and compare the results in order to make

more credible statements.

An in depth study of each package design element separately can also help marketers to
widen the understanding of each package design element. The importance of package
design is not only limited to the food industry. It might be useful to conduct a similar
experiment on different product categories, such as beauty products (e.g. shampoo,
deodorant and daily products) and daily products (e.g. toilet papers and cleaning
detergents). Further research on the concept of kawaii, and how package design can be
used to achieve a kawaii look, would be beneficial for companies targeting Japanese

consumers.
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Appendix 1. The elements of PEF (Pradeep, 2010, p. 158-163)

The elements of package

Imagery and Iconography

Font Structure

Numerosity
Spatial Arrangement

Colours

Shape

Size

Interplay of Imagery and Semantics

Patterns of Eye Movement

Product Reveal

Aisle Connect

Messaging Congruence

Key drivers that impact the pop-out power;
These elements create emotioanl appeal
Font structure creates sense of the product;
overuse can create clutter and turns off
attention and emotional engagement.

The number of groups of information that is
presented on a package

The arrangement and spatial positioning of
words and numbers.

Colours create emotions; cultural
differences impact responses to colour in a
different way.

Shape reinforce the instinct to stimulate
holding the package.

Size has a strong relation to the price; the
higher the price paid, the bigger the
package to be expected.

Important and relevant semantics should
not be overlaying an interesting image as
the brain appears to ignore the semantics.
Arranging elements to stimulate clockwise
eye movement is more effective than
arranging the elements with
counterclockwise eye movement .
Packages that reveal (e.g. seen through the
package, sound, tastes, smell, or touch) the
actual product are sold more than packages
that do not reveal the product.

The importance of how the packaging
connects with surrounding environments in
stores.

The package should convey the essence of
product to consumers (e.g. by words on the
package.)



Appendix 2. Written Consent

BF

Written Consent Form

g, w0 ATHRERER ZAMETCLS BFROHEBEIFERICowWTOBEREY O L
SICMEF L] Ko TORRICB W THUTORAETHAL, FRIChIRLET.

ERFE MOECHATCB3F g3~ MERLTHEEZIT. SERTHORFEETIHEIR THES
T, Faalb- b RBAIATECELRL, Bl 2270 EAETE T,
FRERFR - 20-300fE B

FHORRFTH-TEAELHFEF Lo TEMPHA2B5E. BEER{BEMI FTE v, k. HHADEF
PEBMABETH s TEFR~DOTEMERRELALATEY 4. EHRICTHZHMBH 2851,
ZAMBEF (yoko.gakunaBlut.fi) F 7@K E I,

FHOEREUVERET T 2R OBELEE. FROSTHILOAHAESIOTE., F-HilowvTRFHE
TEL, BREUAFEELEDY, BEALEVT S ILEHY IRA.

You are invited to participate in a study conducted by Yoko Sakuma from the Lappeenranta University of Technology School of
Business. The purpose of the study is to learn how Japanese consumers evaluate new products.

If you decide to participate, you will be asked to participate in an experiment while being videotaped. The experiment will take
approximately 20 minutes, of which vou will spend approximately 5-10 minutes doing the assigned task and 5-10 minutes being

interviewed. The experiment will take place in a room at Chuo University, Tokyo, Japan.

Any information that is obtained in connection with this study will remain confidential and will be disclosed only with your permission
or as required by law.

Your participation is voluntary. You are free to withdraw your consent and discontinue participation at any time without penalty.

If you have any questions about the study, or your rights as a research subject, please feel free to contact Yoko Sakuma (
voko.sakuma@hit fi). You will be offered a copy of this form to keep.

Your signature indicates that you have read and understand the information provided above, that you willingly agree to participate, that
vou may withdraw vour consent at any time and discontinue participation without penalty, that vou will receive a copy of this form,
and that you are not waiving any legal claims.

& & (Signature)

H {f (Date)
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Appendix 3. Setting of the Experiment

-

Video Camera Observer

15 different chocolate boxes

Participant




Appendix 4. Questionnaire

Questionnaire in Japanese
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Appendix 4. 2(2)

Questionnaire in English

Group: 1 2
Participant Name:
Age:

Major Studies:

Please circle the one which fits you the most. 1 being the least and 5 being the most
1. How important were these elements for you to choose the chocolates

Color

Shape

Size

Weight
Typography
Image
Country of origin
Nutrition value
Raw Materials
Brand Name
Product Name

Alalalalalalalalalala
NININNININNININININ
WW W WWWW W W WW
AlAEARRRRERARBRRERE
ooy o Onfon

2. Was there any other elements which made you choose the chocolates?

3. In each elements which one attracts you more when choosing chocolates?
If it does not matter then you may leave it blank

Color Bluish Reddish Greenish Yellowish
Silver-ish Blackish Whitish
Pinkish Brownish

Shape Square Round Heart Rectangular

Size Big Medium Small

Weight Heavy Light

Typography Simple Pop Funky

Image Characters Pic of product

Design Simple  Complex

Quality of the box High Low

4. Could you guess what the real purpose of the study was?




Appendix 5. Sample of Video Analysis
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