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Abstract - One of the countries in the world that is known for its packaging design is Japan. However, Japan has been facing 
the problem of over packaging because the products in Japan are using excessive packaging materials, especially paper and 
plastic based packaging. One of the ways to alleviate the problem of excessive packaging material waste is to use a more 
environmentally friendly packaging material such as Furoshiki. In that sense, this study would like to analyze the Japanese 
packaged food consumers’ Behavioral Intention toward Furoshiki and compare the result with their Behavioral Intention 
toward paper and plastic based packaging. In this study, Extended Fishbein model will be used to measure the Japanese 
consumers’ Behavioral Intention toward Furoshiki, paper, and plastic based material. Furthermore, this study will also explore 
the Japanese packaged food consumers’ values using Kahle’s List of Values as an additional evaluation factor to measure their 
behavior. From the Extended Fishbein model calculation, the Behavioral Intention of the Japanese consumers’ toward 
purchasing Furoshiki as a packaging for food products scored the highest compared to paper and plastic packaging thus their 
intention to purchase Furoshiki is high. From Kahle’s List of Values, it can be identified that the majority of Japanese 
consumers in this research chose warm relationships with others, self-fulfillment, and fun and enjoyment of life as the most 
important value to have in life.  
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I. INTRODUCTION 
 
One of the country in the world that is well known for 
its packaging design is Japan (Grodisnky, 2005). 
Statistically, packaging is big business in Japan. 
According to the Japan Packaging Institute, the value 
of the industry reached ¥6,249.7 billion in 2006, which 
contributes to 1.29 percent of Japan’s gross domestic 
product (GDP). Japan is the highest per capita 
consumer of packaging materials in the world and 
there is a strong correlation between food and the 
packaging Industry in Japan (Nielson and Lu, 2016). 
Thus, this paper would like to focus on packaged food 
in Japan. Japan is considered as the highest per capita 
consumer of packaging materials in the world because 
Japan has a problem of over-packaging its products 
(Dodd and Richmond, 2011). According to Hein 
(2009), Japan created a serious waste problem with the 
excessive use of plastic and paper as the main material 
for their product packaging. The author further 
explained that even though the Japanese government 
tried to create a multitude of environment laws and 
regulations the quantity of waste in Japan still grew in 
a steady pace since 1975 and it has even reached the 
number of 470 million in 2007.  By numbers, Japanese 
consumers consumed approximately 20.78 million 
tons of packaging each year (Stratton, 2007).  
 
Dealing with the problem of their excessive waste, 
Japan tried to manage their severe waste problem by 
burning their trash. This act has a lot of negative 
effects not only to the environment but also to humans. 
Burning trash, especially plastics, can excrete toxins, 
furans, and dioxins which could lead to skin diseases 
and birth defects to name a few (Stratton, 2007).  This 
shows that Japan hasn’t find an effective solution to  

 
combat the problem of their excessive plastic and 
paper waste due to the phenomenon of “over 
packaging”. One of the solution that could be 
implemented is to use a more environmentally friendly 
material to package food products rather than using 
paper and plastic such as Furoshikithat has been used 
in Japan since the 14th century. Furoshikiis a cloth that 
can be used to wrap various products because it comes 
in a variety of sizes and it is originally used as a 
bathcloth but it has evolved to be a very 
multifunctional product (Martinez and Bremen, 1995). 
Furoshikiis also well known to be environmentally 
friendly because it can be reused several times. 
This study aims to explore how Furoshikican be used 
as a more environmentally friendly packaging material 
for food products and the Japanese consumers’ 
Behavioral Intention (including attitude) towards 
Furoshikias a packaging for food products in 
comparison with paper and plastic based packaging. In 
order to explore Japanese consumers’ Behavioral 
Intention towards Furoshiki, The Extended Fishbein 
model will be used.This study will also explore 
Japanese consumers’ values as an additional 
evaluation factor. After identifying the Japanese 
consumers’ values and their attitudes, this study will 
evaluate the Japanese consumers’ behavior because 
the behavior of the consumers can be seen as a 
presentation of their attitudes and values (Connor and 
Becker, 1975). Finally, the research questions that this 
research will try to answer are as follows:  
1. What is the behavioral intention of Japanese 

consumers regarding Furoshiki, paper, and plastic 
based packaging material?  

2. What is the Japanese consumers’ attitude towards 
Furoshikiin comparison with paper and plastic 
based packaging? 
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3. What is the value of the Japanese consumers 
based on Kahle’s List of Values (1983)?   

 
II. RESEARCH METHODOLOGY  
 
This research is an applied research that will be used to 
explore the behavioral intention of the Japanese 
consumers toward Furoshikias a packaging for food 
products. This study will also relate the results of the 
Japanese consumers’ behavioral intention with their 
values on order to acquire a comprehensive 
understanding of their behavior. Secondary research 
will be conducted based on literature reviews from 
previous journals and researches regarding packaging, 
especially packaging for food products in order to gain 
a big picture of the research topic. The research 
measurement and variables was also created by using 
previous theories and research results that were 
relevant to the topic. This study will use quantitative 
research using a questionnaire because the focus is to 
access large amount of Japanesepackaged food 
consumers. The questionnaire will be divided into 
three parts, the first part is to identify their 
demographic and behavioral aspects in regards to food 
packaging, the second part is to identify Japanese 
consumers’ values and the last one is to identify their 
behavioral intention using the Extended Fishbein 
model and a 7 point rating scale. 
 
2.1 Population 
The targeted population for this research is Japanese 
consumers living in the Kansai region, both female 
and male within the age range of 15-64 years old. 
Japan is a very potential country to conduct a research 
in food packaging because packaging is a huge 
business in Japan and there is a strong correlation 
between the food and packaging industry in Japan 
(Nielson and Lu, 1995). Therefore, choosing Japanese 
consumers as a respondent of this research will give a 
comprehensive explanation of how the consumers 
behave to influences in packaging, specifically food 
packaging. According to the Statistics Bureau of 
Japan, the number of population in Kansai region in 
the age range of 15-64 years old is 13.330 based on the 
2015 census.  
 
2.2 Sampling  
There are several types of nonprobability sampling 
methods. However, the nonprobability sampling 
method that will be used for the purpose of this 
research is convenience sampling which means that 
the respondent from this research will be chosen based 
on their availability and willingness to participate in 
this study (Gravetter and Forzano, 2011). According 
to Daniel (2011), there are four steps in selecting an 
availability sample:  
1. Defining the population that the study wants to 
target . 
2. Identify convenient recruitment methods and select 
available components in the target population  

3. Calculate the sample size  
4. Select the targeted number from the population 
components  
 
Furthermore, the most common sampling method used 
in behavioral science research is convenience 
sampling (Gravetter and Forzano, 2011). In that sense, 
this sampling method is suitable for this study because 
this study will explore about the Japanese consumers 
behavioral intention.  
 
2.3 Data Gathering Method 
This research will use a combination of primary and 
secondary data. The primary data will be acquired by 
using an online survey. The respondents of the 
questionnaire are Japanese packaged food consumers 
within the productive age of 15-64 years old. The 
language that will be used in the questionnaire is 
English and Japanese. To ensure accuracy of the data, 
further elimination will be done by excluding the data 
that’s not suitable with the initial requirements of the 
respondents. As for the secondary data, it will be 
collected from journals, articles, book, and web 
sources.  
 
III. RESULTS AND DISCUSSION 
 
3.1. The Extended Fishbein Model Calculation  
Extended Fishbein Model is used in this study to 
calculate the Japanese consumers’ Behavioral 
Intention toward Furoshikiand compare the results 
with their attitude towardplastic and paper based 
packaging. The main difference between extended 
Fishbein Model and the previous Fishbeinmodel is the 
existence of Subjective Norms which relates to the 
influence of reference groups.Previous studies has 
stated that the Attitude-Toward-the-Act component is 
slightly a more important determinant of Behavioral 
Intention rather than the Subjective Norm component. 
Therefore, this study will set w1 at 0.6 and w2 at 0.4. 
After conducting the calculation using the Extended 
Fishbein model formula. The result are as follows: 
 

Table I: Behavioral intention calculation result 

 
It can be identified from the results that the Behavioral 
Intention towardFuroshiki has the highest score 
compared to plastic and paper based packaging. 
Regarding the Behavioral Intention, it implies that the 
intention of Japanese consumers’ to purchase 
Furoshikiis very high thus it is very potential for 
marketers and producers of packaging that wants to 
target Japanese consumers using Furoshikias a 
packaging material especially as a packaging for food 
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products due to their positive attitude and high 
Behavioral Intention toward Furoshikias a packaging 
for food products. 
Paper packaging comes second place in the rank. 
According to Levy (2012), paper packaging market 
has always been a prime packaging material in Japan 
thus it is aligned with the result where paper packaging 
calculation result comes close to the calculation result 
of Furoshiki. On the other hand, According to Scholz 
and Khemani (2006), there is a rising awareness of 
consumers in most countries around the world 
regarding the negative impacts of using plastic based 
packaging to the environment thus this might explain 
why the demand for plastic based packaging is low 
compared to paper and Furoshiki packaging material. 
Moreover, Japanese packaged food consumers ranked 
environmentally friendly as the most important 
attribute that a packaging should possess, the 
appearance of packaging comes second place, and the 
material of the packaging comes last which could be 
the reason why the behavioral intention of the 
Japanese packaged food consumers toward Furoshiki 
is high, because Furoshikiis wellknown to be 
environmentally friendly rather than paper and plastic 
packaging material. 
 
3.2. Kahle’s List of Values Descriptive Analysis 
 

Table II: Kahle’s List of Values Descriptive Analysis 

 
From the table above, it can be identified that the 
majority of Japanese consumers chose warm 
relationships with others, self-fulfillment, and fun and 
enjoyment of life as the most important value to have 
in their life. On the other hand, self-respect is seen as 
the least important value to have in their life. Thus in 
that sense, marketers must keep in mind to  focus on 
values that the majority of the respondents in this 
research chose as the most important values in their 
life when creating promotional tools for the Japanese 
consumers.  
According to Kahle and Kennedy (1989), people that 
choose Warm Relationships with Others as their most 
important value are mostly friendly and they have 
strong support networks and families. This result is 
aligned with the result from the descriptive analysis 
section which showed that the Japanese consumers 
prefer to follow what their families wants them to do 

rather than what their friends wants to do because they 
have strong relationship with their families. Moreover, 
the results also showed that they believe their families 
wants them to purchase Furoshikirather than plastic 
and paper based packaging which is a positive result 
for Furoshiki. On the other hand, the same study also 
stated that Self-fulfillment value are mostly chosen by 
people who are fulfilled in all of the aspects in their 
life thus they expect the products to provide them with 
new experiences through innovative packaging  based 
on a study conducted by International Markets Bureau 
in 2010. Moreover, the author also explained that 
people who choose Fun and Enjoyment of Life as the 
most important value in their life are mostly young 
people who enjoy life and are generally optimistic. It is 
also aligned with the result that most of the Japanese 
consumers for this research are young people around 
the age range of 15-24 years. The main characteristic 
of young Japanese packaged food  consumers is that 
they have high mobility thus they prefer to consume 
packaged food rather than processed food  according 
to a research conducted by International Markets 
Bureau in 2015 which is a very potential market for 
packaged food producers . Overall, the behavior of the 
Japanese consumers can be identified for the purpose 
of understanding them better and it can also be used 
for market segmentation purposes. 
 
CONCLUSIONS 
 
In order to answer the first question, this study 
analyzes the result of the List of Values questionnaire 
that has been distributed to 205 respondents. However, 
only 203 respondent data is valid to be analyzed 
further. From the LOV questionnaire it can be 
identified that the majority of Japanese packaged food 
consumers in this research thinks that fun and 
enjoyment of life, warm relationships with others, and 
self-fulfillment is the most important value to have in 
life. On the other hand, self-respect is seen as the least 
important values for Japanese packaged food 
consumers in this research. From this result, it can be 
implied that the marketing strategy that would be 
effective when promoting packaging for food products 
to Japanese consumers is to emphasize on the value of 
fun and Enjoyment of Life, self-fulfillment, and warm 
relationships with others rather than the value of 
self-respect because they would develop a more 
positive attitude toward the product. Regarding the 
second and third research question, The Extended 
Fishbein model is used to calculate their Behavioral 
Intention. Based on the calculation, the results show 
that the Attitude of the Japanese packaged food 
consumers toward Furoshikiis the highest compared to 
their attitude toward plastic and paper based 
packaging. Furthermore, their behavioral intention to 
purchase Furoshikiis also the highest if compared to 
plastic and paper packaging. It can be concluded that 
the Japanese packaged food consumers’ attitude 
toward Furoshikias a packaging for food products and 
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their behavioral intention is highly positive which 
means that the intention to purchase Furoshikiis high. 
Other explanation that could explain this phenomenon 
is that Japanese packaged food consumers ranked 
environmentally friendly packaging material as the 
most important consequence that a packaging should 
possess thus Furoshikihas an additional value of being 
environmentally friendly in comparison to paper and 
plastic packaging which could explain why their 
behavioral intention toward Furoshikiis more positive.  
Other than that, subjective norms is one of the 
components of Behavioral intention. Subjective norms 
is related to the influence of reference group’s 
expectation toward the individual when making a 
decision. In this study, it has been identified that 
family is a reference group that highly influences the 
Japanese packaged food consumers. Furthermore, the 
calculation from The Extended Fishbein model also 
showed that the Japanese consumers believe that their 
family wants them to purchase Furoshikias a 
packaging of food product more than paper and plastic 
packaging material. It can be concluded that offering 
Furoshikias a packaging material for Japanese 
packaged food consumers is highly potential due to 
their high behavioral intention to purchase 
Furoshikicompared to plastic and paper packaging 
materials. 
In terms of future research recommendation, there are 
several things that can be improved since this study 
has several limitations.  
 The scope of this research is limited to Japanese 

consumers living in the Kansai region which 
includes Mie, Nara, Wakayama, Kyoto, Osaka, 
Hyogo and Shiga prefecture. Future studies could 
improve in terms of expanding the scope of 
research as there are other prefectures in Japan 
that are potential to conduct market research. 

 The respondents of this research are female and 
male, within the productive age of 15-64 years 
old. However, due to the convenience sampling 
method that has been chosen for this study, the 
majority of respondents are within 15-24 years 
old (85%). This condition could be improved by 
choosing a different sampling method to acquire 
respondents with a variety of age groups.  

 Due to the geographical barrier, online 
questionnaire will be used to collect the data. 
Further research could also try other methods to 
collect data such as direct or indirect interviews 
and content analysis to further clarify the data that 
has been collected. 

 This research is limited to the use of Furoshiki as 
a packaging for food products. However, there are 
other types of packaging material that could be 
environmentally friendly thus it is a potential 
topic for further research. 

 In this study, the result of the Japanese 
consumers’ attitude toward Furoshikiis compared 
with their attitude toward the use of paper and 

plastic based packaging for food products. 
However, there are other packaging materials for 
food products that could be compared with 
Furoshikithus further research could use other 
varieties of packaging as a comparison to 
Furoshiki.  

Regarding the implications of this research, the main 
aim of this research is to address the lack of research 
regarding packaging in a theoretical perspective by 
conducting a research using the Extended Fishbein 
model to measure the Japanese consumers’ behavioral 
intention toward Furoshikias a packaging for food 
products and Kahle’s List of Values to understand 
their values. Thus, the contribution of this research is 
that it provides data on the Japanese consumer’s 
behavioral intention, attitude, and values which leads 
to understanding their overall behavior.  
Understanding the consumers’ behavior is 
significantly important because marketers must adjust 
their marketing strategies to the consumer’s behavior 
in order to effectively offer the suitable packaging that 
the consumer prefers.  

 
REFERENCES 

 
[1] P. Grodinsky, “What’s That? A Furoshiki”, Press Herald, 

December 13. Retrieved on September 24, 2017 from 
http://www.pressherald.com/2015/12/13/whats-that-a-furoshi
ki 

[2] N. Nielson and Y. C. Lu, “Food Packaging in Japan”, Journal 
of International Food & Agribusiness, 6, pp. 43-52, October 
2008 

[3] J. Dodd and S. Richmond, 2011, “The Rough Guide to Japan”, 
London: Rough Guides Ltd.  

[4] P. Hein, 2009, “How the Japanese Become Foreign to 
Themselves: The Impact of Globalization on The Private and 
Public Spheres in Japan”, Berlin: LIT VerlagMünster, p.161. 

[5] D. T. Stratton, 2007, “The Packaging Problem”, Tokyo 
Weekender, August 17. Retrieved on September 12, 2017 
from 
http://www.tokyoweekender.com/2007/08/the-packaging-pro
blem/.  

[6] D. P. Martinez and J. V. Bremen, 1995, “Ceremony and Ritual 
in Japan: Religious Practices in an Industrialized Society”, 
Oxon: Routledge.  

[7] P. E. Connor and B. W. Becker, 1975, “Values and the 
Organization: Suggestions for Research”, The Academy of 
Management Journal, 18, pp. 550-561.  

[8] G. M. Levy, 2012, “Packaging in the 
Environment”,Springer-Science+Business Media, B.V, p. 
238.  

[9] C. Scholz and K.Khemani, 2006, ‘Introduction’ in Kheami K 
and Scholz C (Eds), “Degradable Polymers and Materials: 
Principles and Practice”, ACS Symposium Series No. 939, 
Washington DC, American Chemical Society, pp. 2-11.  

[10] L. R. Kahle and P. Kennedy, 1989, “Using the List of Values 
(LOV) to Understand Consumers”, The Journal of Consumer 
Marketing, 6: pp. 6-11. 

[11] International Markets Bureau, 2010, The Japanese Consumer: 
Behavior, Attitudes and Perceptions toward Food Products, 
March.   

[12] International Markets Bureau, 2015, Packaged Food Sales in 
Japan, May, p. 2. 

[13] F. Gravetter and L. B. Forzano, 2011, “Research Methods for 
the Behavioral Sciences”, USA: Wadsworth p. 122 

[14] J. Daniel, 2011, “Sampling Essentials: Practical Guidelines for 
Making Sampling Choices”, USA:SAGE Publications p.83 

 


