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1．Ｂａｃｋｇｒｏｕｎｄ 

Ｏｖｅｒｔｈｅｐａｓｔｆｅｗｙｅａｒｓ，theinterestinhealth-consciousorganic 

fbodshasremarkablyincreased・Ｂｅｈｍｄｔｈｉｓｔｒｅｎｄｉｓａｇｒｏｗｍｇ
ｃｏｎｃｅｒｎｆｂｒｉｓｓｕｅｓｃｏｎｃｅｒｎｉｎｇｈｅａｌｔｈｏｒｔｈｅenvironment，ａｎｄａｎ 

ｉｎｃｒｅａｓｅｉｎｔｈｅｎｕｍｂｅｒｏｆｃｈｉｌdrenwithallergies・Organicfbodis

graduallyattractiｎｇｔｈｅａｔｔｅｎｔｉｏｎｏｆｐｅｏｐlewhopreviouslyhadlittle 
intereｓｔｉｎｔｈｅｍ・StatisticdataconfIrmsthepresenｃｅｏｆａｃｔｉｖｅ

ｃｏｎｓｕｍｅｒｓｗｈｏｃｈｏｏｓｅｏｒganicfbod,evenifpricesremamcomparatively 

lTheEnglishversionofthispaperi8financially8upportedbytheGrant-inAidfbr 
ScientificResearchoftheMiniBtryofEducation，Culture，Sports，Scienceand 
Technology,JapaneseGovernment,programNoB(1)32675-3702,2003-2004. 
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＜論文＞

ｈｉｇｈ 

ｌｎＪａｐａｎ，ｔｈｅｏｒｇａｎｉｃｆｂｏｄｉｎｄｕｓｔｒｙｈａｓｍａｍｌｙdevelopedthrough 

thehomedeliverysystem(Ogawa,1999,2001;Tbkue,1999)． 

Ｓｏｆａｒ,theexclusive，membershipbasedhomedeliverysysｔｅｍｗａｓ 

ｔｈｅｄｏｍｉｎａｎｔｄｉｓｔｒｉｂｕｔｉｏｎｃhannelfbrorganicproducts・However,this

trendisgraduallyshiftingtoｗａｒｄｓｔｈｅｏｐｅｎ，retailsystem，ｗｈｅｒｅｔｈｅ 

ｇｅｎｅｒａｌｒｕｎｏｆｃｏｎｓｕｍｅｒｓｃanhaveeasyaccesstoorganicproducts 

lnaddition，ｏｒｇａｎｉｃｆｂｏｄｉｓｆｉｎａｌｌｙｂｅｉｎｇａｃｋｎｏｗｌｅｄｇｅｄｂｙｔｈｅ 

generalpublic，ａｓｔｈｅｅｎａｃｔｍｅｎｔｏｆｔｈｅｒｅｖｉｓｅｄＪａｐａneseAgricultural 

StandardsfbrorganicproductsinJune2000symboliｚｅａＴｈｅ 

ｅｎｆｂｒｃｅｍｅｎｔｏｆｔｈｅｌａｗｍｔｒｏｄucedthefUll-fledgedcertificationsystem 

oforganicproduce，ｗｈｉｃｈｉｓｌｉｋｅｌｙｔｏｅｘｐａｎｄｂｕｓｉｎｅｓｓｏpportunitiesfbr 

theorganicfbodmarket・

Ａ１ｔｈｏｕｇｈｔｈｅｒｅａｒｅｍａｎｙａｒｔｉｃｌｅｓｔｈatdiscussconsumerbehavior 

towardsorganicfbodinothercountries，ｌｉｔｔｌｅｉｓｋｎｏｗｎａｂｏｕｔｃｏｎｓｕｍｅｒ 

ｂｅｈａｖｉｏｒｔｏｗａｒｄｓｔｈｅｓｅｓａｍｅｉｎＪａｐａｎ 

Ｓｉｎｃｅｔｈｅｉｎｃｒｅａｓｅｉｎｏｒｇａｎｉｃｆｂｏｄ－ｃｏｎsciousconsumersinmany 

countries，ａｎｕｍｂｅｒｏｆｓｔｕdieshaveinvestigatedconsumerbehavior 

towardsorganicfbodintheEｕｒｏｐｅａｎａｎｄＵ・SmarketsForexample，

ｉｎ２００１，SquiresetaLpresentedacross-culｔｕｒａｌｓｔｕｄｙｏｆｏｒｇａｎｉｃｆｂｏｄ 

ｃｏｎｓｕｍｐｔｉｏｎｃｏｍｐａｒｉｎｇＤｅｎｍａｒｋａｎｄＮｅｗＺｅａｌanCL 

GardynaｎａｌｙｚｅｄｔｈｅＵＳｏｒｇａｎｉｃｍａｒｋｅｔｉｎ２００２．１，１９９５， 

ＧｒｕｎｅｒｔｅｔａＬｔｏｏｋａninterestinDanishschoolteachersbuyingorganic 

fbodlncontrast，studiesonJapaneseconsumerbehaviortowards 

organicfbodquitelimited． 

2.ResearchObiectives 

Asanopendistributionchannel，organicsupermarketsare 

expectedtobecomealnajordrivingfbrcefbrｔｈｅｇｒｏｗｔｈｏｆＪａｐａｎ's 

organicfbodmarket．Thispioneeringstudyidentifiesthe 
characteristicsoforganicsupermarketusers，inexpectationof 

contributingtodｅｖｅｌｏｐｔｈｅｂｒａｎｄｍａｎａｇｅｍｅｎｔｏｆｏｒｇａnicsupermarkets 

inJapan， 

Ｔｈｅｐｕｒｐｏｓｅｏｆｔｈｉｓｐａｐｅｒｉｓｔｏｄｅｍｏｎstrateconsumerbehaviorin 

organicsupermarkets、Basedonthediscoveriesobtainedfromthis

research，wewilldiscussfUturedeveloplnentstrategiesoftheorganic 

fbodmarket、Weshallparticularlyoffbrsomeimportantimplications

infCrredfromanin-storequestionnairesurveyｄａｔａ． 

JbumalofmnovEWbnManagemenlN0.7 －１１０－ 
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BrandingofJapaneseOrganicSupermarketandtheCharacteristicsofConsumerBehaviorinltsUserSegments 

3．Ｄａｔａ 

Wehypothesizedthatthepopulatioｎｆｂｒｔｈｉｓｑｕｅｓｔｉｏｎｎａｉｒｅｓｕｒｖｅｙ 

ｗｏｕｌｄｂｅｔｈｅｃｕｓｔｏｍｅｒｓｏｆａｓｐｅｃｉｆｉｃｏｒｇanicfbodsupermarket、Ｉｂ

ｇｒａｓｐｔｈｅｇｅｎｅｒａｌｔｒｅｎｄｓｏｆｔｈｅｃｕstomersofthisstore，ｗｅｓａｍｐｌｅｄ 
ｓｏｍｅｏｆｔｈｅｖｉｓｉｔｏｒｓｗｈｏｐurchasedfboditems、Accordinglyjtheactual

populatｉｏｎｆｂｒｔｈｉｓｒｅｓｅａｒｃｈｉｓｔｈｅｔｏｔａｌａｍｏｕｎｔｏｆｃｕｓｔｏｍｅｒｓｗｈｏ 
ｖｉｓｉｔｅｄｔｈｉｓｓｔｏｒｅｏｎｔｈｅｄａｙｏｆｔｈｅｓｕrvey・ＡｔｏｔａｌｏｆｌＯ３ｓａｍｐｌｅｓｗｅｒｅ

ｓｅｌｅｃｔｅｄａｍｏｎｇ９９０ｖｉｓｉｔｏｒｓｖｉａｒａｎｄｏｍｓａｍｐｌing 

Thefieldinvestigatorsconductedquestionnairesurveysby 

interｖｉｅｗｉｎｇａｎｄｆｉｎｉｎｇｏｕｔｔｈｅａｎｓｗｅｒｓｇｉｖｅｎｂｙｔｈｅｉｎｆｂｒｍａｎｔｓｏｎｔｈｅ 

ｑｕｅｓｔｉonnairefOｒｍ、Ｔｈｅｓｕｒｖｅｙｐｏｉｎｔｓｗｅｒｅｓｅｔａｔｔｈｅｏｐｐositesideof

cashregisterssothatfieldinvestigatorscouldinterviewcustomerswho 

actuallypurchaseditems・

Themajorityofrespondentswerefbｍａｌｅ（84.2％）andhousewives 
accountedfbr7０．９％．Ｍｏｓｔｏｆｔｈｅｒｅｓｐｏｎｄｅｎｔｓｗｅｒｅｍｔｈｅｉｒ30,ｓ 

(43.7％)． 

４.ＣｏｎｓｕｍｅｒＣｈａｒａｃｔｅｒｉｓｔｉｃｓｉｎｔｈｅＱｕestionnaireSurvey 

4.1ＨｉｇｈＦｒｅｑｕｅｎｃｙｏｆＶｉｓｉｔａｎｄＨｉghPer-CustomerExpenditure 

３０ｏｆｔｈｅｌＯ３ｓａｍｐｌｅｓｕｓｅｄｗｅｒｅｈｅａｖｙｕｓers，ｗｈｏｖｉｓｉｔｔｈｅｓｔｏｒｅ 

ｍｏｒｅｔｈａｎ３ｔｉｍｅｓａｗｅｅｋ(Tableｌ)．Bycombiningthemwiththeusers 

whoｕｓｅｔｈｅｓｔｏｒｅ“ｏｎｃｅｏｒｔｗｉｃｅａｗｅｅｋ，'，ｗｅｃａｎｅｓｔｉｍａｔｅｔｈａｔ“frequent 

users，,ｃｏｎｓｉｓｔｏｆ７７２％ofthetotalcustomersTheaverage（media､） 

expenditurepercustomeris2,ＯＯＯｙｅｎ(Table２),whichisquitehighfbr 
asupermarkeｔｔｈａｔｏｎｌｙｓｅｌｌｓｆｂｏｄ，Ａｃｃｏｒｄｉｎｇｔｏｔｈｅｃｏｎｓｕｍｅｒｍｏｎｉｔｏｒ 

ｒesearchconductedbytheMinistryofAgriculturein2000，ｔｈｅｍｏｄｅ 

ｅｘｐｅｎｄｉｔｕｒｅｐｅｒｃｕｓｔｏｍｅｒｉsbetween400-499yenfbrvegetables，ａｎｄ 

ｂｅｔｗｅｅｎ７００－９９９ｙｅｎｆｂｒｍｅａｔｐｒｏｄｕｃｔｓＷｅｅｓｔｉｍａｔｅｔｈａｔｔｈｅｇｅｎｅｒａｌ 

ｃoｎｓｕmerspendsapproximatelyl,５００yenpervisit・

Ｔｈｅｐｒｉｃｅｓｏｆｖｅｇｅｔａｂｌｅｓｓｏｌｄｉｎｔｈｅorganicsupermarketwe 

researchedwereapproximately30percenthighｅｒｔｈａｎａｎｏｒｄｉｎａｒｙ 

ｓｕｐｅｒｍａｒｋｅｔｉｎｔhatneighborhood・

Ａｎｕｍｂｅｒｏｆｓｔｕｄｉｅｓｐｏｉｎｔｏｕｔｔｈａｔｔｈｅｒｅｉｓａｗｉｌｌｉｎｇｎｅｓｓｔｏｐａｙ 

ｐｒｅｍｉｕｍｐricesfbreco-productsandorganicfbod（cfLoureiroetaL， 
2002;Thompson,1998;WeirandCalverler,2002)． 

イノベーション･マネジメンノヒNo.7
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＜論文＞

TabIelFrequencyofVisit 

Percentageof 
Distribution(％） 

Frequency 

Ｍｏｒｅｔｈａｎｔｈｒｅｅｖｉｓｉｔｓａｗｅｅｋ 

ＯｎｅｏｒＴｗｏｖｉｓｉｔｓａｗｅｅｋ 

ＯｎｅｏｒＴｗｏｖｉｓｉｔｓａｍｏnth 

ThreeorFourvisitsayear 
Firsttimevisits（Nevervisitedbefore 

29.1 

48.6 

13.6 

２９ 

０
０
４
３
 

３
５
１
 

5.8 ６ 

Total 100.0 103 

mbIe2Per-CustomerExpendIture 

Percentageof 
Distribution(％） 

Frequency 

Under500yen 
500-999yen 
1,000-1,999yen 
2,000-3,999yen 
4,0005,999yen 
6,OOOVenandover 

０
０
０
０
０
 

●
●
●
Ｄ
Ｃ
 

４
７
９
１
７
 

１
１
３
１
 

４
７
９
１
７
 

１
１
３
１
 

12.0 １２ 

Total 

PerCustomerExpenditure〈Media､）

’00.0 

2,000ｙｅｎ 

100 

４．２Consumers,ＭｏｔｉｖａｔｉｏｎｓｆｏｒｓｈｏｐｐｉｎｇａｔＭＯＴＨＥＲ,Ｓ 

Ｌｕｂｌｅ３ｓｈｏｗｓｔｈａｔ“ｓｈｏｐｐｉｎｇatanaturalfbodspecialtystore'，was 

themostpopularmotivationfbrorganicsupermarketusers（72.8％)． 

"Highquality'，ｗａｓｔｈｅｓｅｃｏｎｄｍｏｓｔａｎｓｗｅｒｅｄｒｅａｓｏｎ，chosenby57 

people（55.3％)．Bothofthesetwochoicesarerelatedtothequalityof 
productit8elfGiventhefactsthatcustomerschoseMＯＴＨＥＲ，Ｓ 

ｂｅｃａｕｓｅｉｔｉｓａｎａｔｕｒａｌｆｂｏｄｓｈｏｐｏｒbecausethequalityoftheproducts 

ishigh，ｗｅｃａｎａｓｓｕｍｅｔｈａｔｃｏｎｓｕｍｅｒｓｈａｖｅａｓｔｒｏｎｇｃｏｍｍｉｔｍｅｎｔｔｏ 

ｆｂｏｄＴｈｉｓａｓｓｕｍptionisconfirlnedbythesubseque､tresponsestothe 

diffbrentstandardsofmotivationssuchas“goodservice'，，“cheapprice'， 
ａｎｄ“awidevarietyofgoods"・

AnotherdistinctivefbatureofMOTＨＥＲ'Scustomersisthat 

vicinityofresidencedidnotconstituteamainreasontovisitthestore． 

Table3ReasonstoVIsitThIsStore 

Percentageof 
Distribution(％） 

Frequency 

Becausethisisanatumlfoodshop 

Becausethequalityoftheproductsisｈｉｇｈ 
Ｂｅｃａｕｓｅｔｈｉｓｓｔｏｒｅｈａｓｇｏｏｄｓｌｗant 
Becausethisstoreisclosefromhome 

Becausethisstorehasawidevarietyofgoods 

Becausetheinterpersonalsewiceisgood 

Becausethepriceischeap 
Others 

８
３
２
４
８
９
９
６
 

ｍ
弱
酉
昭
５
３
２
３
１
 

５
７
６
９
６
４
３
４
 

７
５
２
１
 

１
 

Total 1０００ 103 
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BrandingofJapaneseOrganicSupermarketandtheCharacteri8ticsofConsumerBehaviorinltsUserSegments 

4.3Customer,ｓＳｔｏｒｅＬｏｙａＩｔｙ 

Ｈｅｒｅｗｅａｎａｌｙｚｅｔｈｅｒｅｓｕｌｔｓｔｏｔｈｅｑｕｅｓｔｉｏｎｏｆｗｈｅｔｈｅｒｔｈe 

customersvisitothernaturalfbodstoresthanMOTHER，Ｓｏｒｎｏｔ(Table 

41 

Forty-eightusers（47.5％）answeredthattheyvisitedother 
(multiple）stores・ＧｉｖｅｎｔｈｅＭＯＴＨＥＲ'Sconsumers，keeninterestin

naturalfbodingeneral，ｔｈｏｓｅｃｕｓｔｏｍｅｒｓｆａｌｌｉｎｔｏｔｗｏｓｅｇｍｅｎｔｓ・Ｏｎｅ

ｃｏｎｓｉｓｔｓｏｆｐｅｏｐｌｅｗｈｏｈａｖｅａｓｔｒｏｎｇｉｎｔｅｒｅｓｔｉｎｎａｔｕｒａｌｆｂｏｄａｎｄｔｅｎｄｔｏ 

ｓｈｏｐａｒｏｕｎｄａｍｏｎｇａｖａｒｉｅｔｙｏｆｆｂoｄａｎｄｓｔｏｒｅｓｆｂｒｃｏｍparison、

AnothersegmentisconsistedofpeoｐｌｅｗｈｏｏｎｌｙｖｉｓｉｔＭＯＴＨＥＲ，SThe 

latter,ｗｈｏrepresent５２．５％ofallrespondents，areconsideredtohavea 

noticeablyｓｔｒｏｎｇｓｔｏｒｅｌｏｙａｌｔｙｔｏＭＯＴＨＥＲ'SAreservationshouldbe 

made，however，ａｂｏｕｔｔｈｅｐｏｓｓｉｂｉｌｉｔｙｔｈａｔｓｏｍｅｏｆｔｈｅｍｍａｙｓｈｏｐａｔ 

ｏｎｌｙＭＯＴＨＥＲ'Ｓｎｏｔｂecausetheyareloyal，ｂｕｔｓｉｍｐｌｙｂｅｃａｕｓｅｔｈｅｒｅ 

ａｒｅｎｏｏｔｈｅrnaturalfbodstoresavailableintheirneighborhood． 

ＴａｂＩｅ４ＳｔｏｒｅＬｏｙａＩｔｙｏｆｔｈｅＣｕｓｔｏｍｅｒｓ 

Percentageof 
Distribution(％） 

Frequency 

VisitvariousothermultipIenaturalfoodstores 

Visitsthisstoreｏｎｌｙ 

475 

52.5 

4８ 

５３ 

Total 100.0 1０１ 

４．４ＴｈｅＬｅｖｅＩｏｆＣｏｎｃｅｒｎｆｏｒＡｇｒｉｃｕＩｔｕｒａｌＣｈｅｍｉｃａＩｓ 

Ｗｅａｓｋｅｄｈｏｗｓｅｒｉｏｕｓｌｙconsumerscaredaboutchemical-freｅｆｂｏｄ 

ａｔｔｈｅｔｉｍｅｏｆｐｕｒｃｈａｓｅ（Table51Therespondentswereaskeｄｔｏ 

ａｎｓｗｅｒｏｎａｓｃａｌｅｏｆｌｔｏ４：“veryconcerned，'，“concerned"，“sometimes 

concerned''ｏｒ“ｎｏｔconcerned，'・ＴｈｅｒｅｓｕｌｔｓａｒｅｓｈｏｗｎｉｎＴａｂｌｅ６・Ｔｈｅ

``Vbryconcerned''ｃｕｓｔｏｍｅｒｓａｃｃｏｕｎｔｆｂｒ５１､０％，ｆｂｌｌｏｗｅｄｂｙ“concerned，， 

(32.4％）Consideringthefactthatamajorityｏｆｔｈｅｃｕｓｔｏｍｅｒｓｖｉｓｉｔ 
ＭＯＴＨＥＲ，Sbecauseitisanaturalfbodstore，thekeeninterestin 

naturalfbodisintrinsically-1inkedtotheconcernfbrchemical-freefbod、

Ｉｔｉｓｔｈｅｒｅｆｂｒｅｎａｔｕｒａｌｔｈａｔｍａｎｙｃｕstomersshowed“veryconcerned，, 

ａｎｄ“concerned，'attitudestowardspesticide-freefbod，Ｔｈｉｓｃｏncernfbr 

pesticidesisthespecifiｃｆｅａｔｕｒｅｆｂｒＭＯＴＨＥＲ'Ｓcustomers，ａｎｄｃａｎｎｏｔ 

ｂｅｇｅｎｅｒａｌｉｚｅｄｔｏａｌｌｃｏｎsumers・Ｉｔｗｏｕｌｄｂｅｒｅａｓｏｎａｂｌｅｔｏｃｏｎｃｌｕｄｅ

ｔｈａｔｃｏｎｓｕｍｅｒｓｗｈｏｃａｒｅｆｂｒｃｈｅｍｉｃａｌ－ｆｒｅｅｆｂｏｄｃｈｏｓｅＭＯＴＨＥＲ,Ｓ 
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TabIe5TheLevelofConcemforAgricuIturaIChemIcaIs 

PercentageofDistribution 
（％） 

Frequency 

Veryconcerned 
Concemed 

Sometimesconcerned 

Notconcerned 

50.9 

32.4 

11.8 

４．９ 

２
３
２
５
 

５
３
１
 

Total 1000 102 

4.5StrongCommitmenttoNaturaIFoods 

Ｉｎｔｈｉｓｓｅｃｔｉｏｎｗｅａｓｋｅｄｈｏｗｆｒｅｑｕｅｎtlythecustomersbought 

naturalfbｏｄｏｎａｓｃａｌｅｏｆｌｔｏ５：“almostalways，，，“regularly，'，“once 

everytwoshoppingoccasions，，,``occasionally"ｏｒ"rarely,，(Table６)．The 

sumofpeoplewhoboughtnaturalｆｂｏｄ“almostalways，，ｏｒ“regularly'， 

ａｍｏｕｎｔｓｔｏ５４,９％，whileｏｎｌｙ２．９％ｐｅｏｐｌｅａｎｓｗｅｒｅｄｔｈａｔｔｈｅｙ“rarely'， 

ｂｕｙｔｈｅｍ・

ＴｈｅｓｅｒｅｓｕｌｔｓｓｕｇｇｅｓｔＭＯＴＨＥＲ，Scustomers，strongloyaltyto 

naturalfbodcategorylnthepreviousquestions，weconfirmed 

consumers'interestinnaturalfbodattheperceptualorattitudinallevel、

Inthissection，ｗｅｗｉｌｌｅｘａｍｉｎｅｉｔａｔｔｈｅｂｅｈａｖｉｏｒａｌlevelofpurchase・

Ｉｔｉｓｐｏｓｓｉｂｌｅｔｏａｓｓｕｍｅｔｈａｔｔｈｅｒｅｍａｙｂｅａｇａｐｂｅｔｗｅｅｎｃｏｎｓｕｍｅｒｓ’ 

attitudesandbehaviors、However,ｉｎｔｈｉｓｃａｓｅｓｔｕｄｙｉｗｅｏｂｓｅｒｖｅｄｔｈａt

thestrongconcerninnaturalfbodｌｅｄ。irectlytopurchase．

TabIe6FrequencyofNaturaIFoodＰｕｒｃｈａｓｅＷｈｅｎＢｕｙｉｎｇＦｏｏｄ 

Percentageof 
Distribution(％） 

Frequency 

Buyalmostalways 
Buyregularly 
Buyoncemeverytwoshoppingoccasions 

Buyoccasionally 

Buyrarely 

５
４
５
７
９
 

□
●
●
●
●
 

羽
皿
配
嘔
２

４
２
７
６
３
 

２
３
２
１
 

100.0 １０２ Total 

Questionsaboutreasonstobuynaturalfbodwｅｒｅａｓｋｅｄｆｂｒｔｈｅ 

ｐｅｏｐｌｅｗｈｏｂｕｙｔｈｅｍ‘`almostalways''，“regularly'，，“ｏｎceineverytwo 

shoppingoccasions"，ａｎｄ``occasionally"．“Health，'ａｎｄ“safety''werethe 

topreasons,eachchosenby68outofthe99respondents(68.7％)(Table 
7)．Whereconventionalfbodsareconcerned,tasteisusuallyconsidered 

tobethemostimportantattribute，ａｎｄａｃｃｏｒｄｉｎｇｌｙｔｈｅｔｏｐｒｅａｓｏｎｆｂｒ 

JbumalofmnovEMjCnM上ｍａｇｅｍｅｎＷｏ７
－１１４－ 

Hosei University Repository



BrandmgofJapaneseOrganicSupermarketandtbeCharacteristicsofCOnsumerBehaviormltsUserSegments 

purchaselnthissurvey）however，ｔａｓｔｅｒａｎｋｅｄｏｎｌｙｆｂｕｒｔｈ，ｗｉｔｈ３６ 

ｏｕｔｏｆ９９ｓａｍｐｌｅｓ、Thisrevealsthefactthattasteis，unexpectedly,a

weakandnotmarkedlyimportantreasontochoosenaturalfbodWe 

cancoｎｃｌｕｄｅｔｈａｔ``health，，ａｎｄ“safbty，,arethemosthighlyappreciated 

benefItsfbrnaturalfbodconsumers． 

TａｂＩｅ７ＲｅａｓｏｎｓｔｏＢｕｙＮａｔｕｒａｌＦｏｏｄ 

Percentageof 
Distribution(％） 

Frequency 

７
７
４
４
１
１
 

●
Ｂ
●
●
■
■
 

品
銘
坐
茄
６
５

Health 

Safety 
Forthefamily1ssake 
Taste 

Asacustomarypractice 
Others 

８
８
４
６
６
５
 

６
６
４
３
 

100.0 9９ Total 

4.6Ｃｏｎｓｕｍｅｒｓ，EvaIuationCriteriaforNaturaIFoｏｄｓＰｕｒｃｈａｓｅ 

ｌｎｔｈｉｓｓｅｃｔｉｏｎｗｅａｓｓｅsstheattributesfbrpurchasingnaturalfbod 

byorderofimportance・Wespecifiedeightattributes：“price'，，“wide

varietyofgoods，'，“quality,，，‘`display，，，“atmosphere，，，“package，，， 

"descriptionofproducts'，ａｎｄ“interpersonalservicequality"・Foreach

attribute，ｒｅｓｐｏｎｄｅｎｔｓｗｅｒｅｒｅｑｕｉｒｅｄｔｏａｎｓｗｅｒｏｎａｓｃａｌｅｏｆ２ｔｏ２ 

Ｅａｃｈａｎｓｗｅｒｗａｓｓｃoredaccordingtothelevelsofimportanceasfbllows： 

``veryimportant”(+２point),``ratherimportant”(+１point),“donitknow，, 

(Ｏpoint),“notveryimportant',（－１point)ａｎｄ``notimportantatall，，（－２ 

point)．AveragevaluesfbreachattributeappearinTable8． 

TabIeBImportantAttributesiｎＰｕｒｃｈａｓｉｎｇＮａｔｕｒａＩＦｏｏｄ 

AverageValue StandardDeviation 

Foodquality 
DeScriptionofproducts 
Awidevarietyofgoods 
lnterpersonalservicequality 
Cheapprice 
Storeatmosphere 
Package 
MerchandisｅｄｉｓＤｌａｖ 

９
５
８
７
８
６
５
 

７
１
９
６
４
３
０
 

●
●
●
の
●
６
０

１
１
０
０
０
０
０
 

３
３
３
０
２
９
２
 

５
０
８
９
１
０
１
 

屯
●
●
●
●
■
●

０
１
０
０
１
１
１
 

-0.03 1.08 
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＜論文＞

Table8indicatesthatprioritywasｇｉｖｅｎｔｏ“quality，,，withthe 

highestaveragevalueofl79．Ｔｈｉｓｗａｓｆｂｌｌｏｗｅｄｂｙ“descriptionof 

products”（1.15)．Attributesof``package''ａｎｄ``display，，wererelatively 
lesssignificant・

Theresultsprovidevaluableinsightintothemarketingofnatural 

fboｄｌｎｔｅｒｍｓｏｆａｖｅｒａｇｅｖａｌｕｅ，twodiffbrenttypesofattributegroups 

canbeidentified・Thetopthreeattributes，“quality，'，“descriptionof

product,,ａｎｄ“awidevarietyofgoods'，compriseonegroup・Another

groupwouldconsistofthethreelowestrankedattributessuchａｓ 

"display，，，“package，，ａｎｄ“atmosphere，，．Ｂｙｃｏｍｐａｒｉｎｇｔｈｅｓｅｇｒｏｕｐｓ，ｗｅ 

ｆｂｕｎｄｔｈａｔｔｈｅａｔｔｒｉｂｕｔｅｓｆｂｒｔｈｅfbrmergrouprepresentessentialparts 
oftheproductsorservice，whilethelattergroup，selementsdenote 

relativelyfringｅｖａｌｕｅｓｏｆｔｈｅｇｏｏｄｓ、

Naturalfbodconsumershaveadisceｒｎｉｎｇｅｙｅｗｈｅｎｉｔｃｏｍｅｓｔｏ 

ｔｈｅｅｓｓｅｎｔialutilityoffbredbythesefbods、Inaddition，asignificant

observationwasthatｃｏｎｓｕｍｅｒｓａｒｅｆａｉｒｌｙｃｏｎｓｃｉｏｕｓｏｆｔｈｅ“description 

ofproducts,'，whichhintsatthepossibilityofeffbctivesalespromotion 

plans・Ｆｏｒexample，descriptionsmaybedeployedinPOPsignage・
Also，thedisclosurethenamesoftheproducers（Cultivators）can 

fUnctionasadescription、Strengtheningofinfbrmationdisclosureon

productsislikelytobeeffbctivetogainsupportfromconsumers、Some

studiesalsoemphasizethenecessityofimprovingthepromotionof 

productsinordertoenlargethemarketfbrorganicproducts(c・ｆＲｏｄｄｙ
etaL,1996)． 

5．BuyingHabitsoftheHigh-InvoIvementinOrganicFoodSegment 

5.1Consumerswithstronginterestinorganicproducts 

Fororganicsupermarketcompanies,ｉｔｉｓｃｒｕｃｉａｌｔｏｕｎｄｅｒｓｔａｎｄｔｈｅ 

ｔｅｎｄencyoforganicconsumers'ｂｕｙｉｎｇｂｅｈａｖｉｏｒａｎｄｔｈｅｉｒｓｔａｎｄａｒｄｓｏｆ 

ｇｏｏｄｓｐｕｒｃｈａｓｅ． 

Ａsmentionedintheprevioussection，nearlyhalfthecustomers 

(50.1％)surveyedinthechosennaturalfbodstorewerequiteconscious 
aboutbuyingproductswithno（orreduced)pesticidetreatment・This

suggeststhatorganicsupermarketusershaveahigherinvolvemenｔｉｎ 

ｎａｔｕｒａｌｆｂｏｄｔｈａｎｃｏｎｓｕｍｅｒｓｉｎｇeneraLFurthermore，amongthese 

organicsupermarketusers,ｔｈｅｒｅｅｘｉｓｔｓａｓｅｇｍｅｎｔｏｆｕｓｅｒｓｗｈｏｈavean 

evenhigherinvolvement・HighinvolvementleadstopurChase・

Ｉｎｔｈｅｆｂｌｌｏｗｉｎｇｓｅｃｔｉｏｎ，wedemonstratewhetherthedegreeｏｆ 

Jbuma/oflnno”libnManagemenfND1 
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BmndmgofJapaneseOrganicSupermarketandtheCharacteristicsofConsumerBehaviorinltsUserSegmentg 

involvementmakesadiffbrenceinattributeevaluationsatthetimeof 

buying・TherespondentsweredividedintotｗｏｓｅｇｍｅｎｔｓＯｎｅｉｓｔｈｅ

"highinvolvementinorganicfbodsegment，，，ｗｈｏｗｅｒｅ“strongly 

concerned,，aboutｎｏ（reduced）pesticideproducts・Anotherｉｓ“low

mvolvementinorganicfbodsegment''，ｔｈｅｍｅｍｂｅｒｓｏｆｗｈｉｃｈａｎｓｗｅｒｅｄ 

``concerned",“sometimesconcerned'，ａｎｄ“notsomuchconcerned''． 

５．２，ifferencesinOrganicInvoIvementａｎｄＦｒｅｑｕｅｎｃｙｏｆＰｕｒｃｈａｓｅｏｆ 
ＮａｔｕｒａlFood 

Weinvestigatedthecorrelationbetweenthedegreeoforganic 

inｖｏｌｖｅｍｅｎｔａｎｄｔｈｅｆｒｅｑｕｅｎｃｙｏｆｐｕｒｃｈａｓｅｏｆｎａｔｕｒａｌｆｂｏｄＡｓＴａｂｌｅ９ 

ｓｈｏｗｓ，ｔｈｅｈｉｇｈｅｒｔｈｅｉｎｖｏｌｖｅｍｅｎｔｏｆｔｈｅｓｅgmentbecomes，themore 

frequentlytheybuynaturalfbodTbdeterminethepositivecorrelation 

betweenthesetwovariables，rankcorrelationisusedasameasuring 
instrument・TheresultsofKendall'srankcorrelationcoefficientwere

significantlyhigh,Ｔｂ＝０．６１５ａｎｄＴｃ＝０．７５４． 

TabIe9DegreeofInvoIvementandFrequencyofPurchaseofNaturaIFoo。
FrequencyofPurchaseofNaturalFCod 

Ｂｕｙａｌｍｏｓｔ 
ａｌｗａｙｓ 

Buy 

regularly 
Ｂｕｙｏｎｃｅｉｎ 

ｅｖｅｒｙｔｗｏ 

ｓｈｏｐｐｉｎｇ 
ｏｃｍ９qｉｏｎｓ 

Buy 
occasionally 

Total 

１５４。

Highlnvolvement 
inOrganicFood 

Lowlnvolvementin 

OrganicFood 

Total 

２１ 
－－－－－ 

４０．４％ 

０ 
－－－－ 

０．０％ 

唾一岼卯一岬
、｜“

１１ 

２２．０％ 

１６ 
ｂ－－－－ 

３２．０％ 

１６ 
佇－－－

１５．７％ 

Kendall'ＳｒｂＯ６１５ Kendall'ｓｚｒｃ Ｏ７５４ 

5.3CorreIationbetweenInvoIvementiｎＯｒｇａｎｉｃＦｏｏｄａｎｄＡｔｔｒｉｂｕｔｅ 
ＥｖａＩｕａｔｉｏｎｓｉｎｔｈｅＰｕｒｃｈａｓｅｏｆＮａｔｕｒａｌＦｏｏｄ 

Ｂｙｗｈａｔｓｔａｎｄａｒｄｓｄｏｈｉｇｈｉｎｖｏｌｖｅｍentconsumerschoosenatural 

fbods？Ｆｏｃｕｓｉｎｇｏｎｔｈｅｈｉｇｈｉｎｖｏｌｖｅｍｅｎｔｉｎorganicfbodsegment，we 

examinehowthedegreeofinvolvementaffbctstheattribuｔｅｅｖａｌｕａｔｉｏｎｓ 

ａｔｔｈｅｔｉｍｅｏｆｐｕｒChase・Thequestionnaireadoptedanumerical

systemofrating，ｔｈａｔｒａｔｅｔｈｅａｎｓｗｅｒｓｏｎａｓｃａｌｅｏｆ２ｔｏ２ｆｂｒｅａｃｈｏｆ 

ｔｈｅ８ｆａｃｔｏｒｓｖａｌｕｅｄｉｎthepurchaseofnaturalfbodAveragｅｖａｌｕｅｓ 

ｃａｎｂｅｏｂｔａｉｎｅｄｂｙｔｒａｎslatingtheanswersintonumericalvalues． 

インパーシュン･字７:ジメンノＷＶＤ７
－１１７－ 

Hosei University Repository



＜論文＞

TablelOdemonstratestheaveragevaluesofdifferencesbetween 

highandlowinvolvementsegments・Theaveragevaluesofthehigh

involｖｅｎｌｅｎｔｓｅｇｍｅｎｔａｒｅｈｉｇｈｅｒｉｎａｌｌｓｅctionsexceptfbr“cheapprice'， 

ａｎｄ“display"・Tablellindicatesresultsofthetestthatalsomeasure

thediffbrenceｓｂｅｔｗｅｅｎaveragevalues．Theaveragescoresfbr 

"descriptionofproduct，'werediffbrentby1.0％１evelofsignificance． 

ＴａｂIelOOrganicInvoIvementandAttributesEvaIuationsInPurchases 

Highlnvolvementin 
OmanicFood 

Lowlnvolvementin 

iil~iiT 
Ａｖｅｒａｇｅ 
ＳＣｏｒｅ 

Standard 

Deviation 

Average 
Score 

Foodquality 
Descriptionofproducts＊＊ 
Widevarietyofgoods＊ 
Interpersonalservicequality 
Cheappnce 
Storeatmosphere 
Packagmg 
DisDlav 

８
８
７
３
８
０
９
９
 

８
５
１
８
３
５
１
１
 

●
●
■
■
●
０
０
０
 

１
１
１
０
０
０
０
０
 

７
７
３
３
７
２
８
８
 

４
６
７
８
１
０
０
０
 

●
Ｂ
●
■
●
●
●
●
 

０
０
０
０
１
１
１
１
 

０
５
８
０
８
２
８
８
 

７
１
７
５
５
２
０
０
 

●
●
●
●
●
●
①
●
 

１
１
０
０
０
０
０
０
 

『
｝

Note:testofdifferenceinaveragevalues(two-sidedt-tes0： 

★＊ｐ＜0.01＊ｐ＜０．０５ 

5.4InvoIvementinOrganicFoodandPer-CustomerExpenditure 

Next，weshallverifythecorrelationbetweenthedegreeof 
involvementanｄｔｈｅｔｏｔａｌｃｏｎｓｕｍｅｒｅｘｐｅｎｄｉｔｕｒｅａｔＭＯＴＨＥＲ'ＳＴａｂｌｅ 

ｌｌｓｈｏｗｓａｖｅｒａｇｅａｍｏｕｎｔｓｏｆｐurchasesandstandarddeviation 

accordingtothedegreeofinvolvemenｔｉｎｏｒｇａｎｉｃｆbodEvidentlyithe 

degreeofinvolvementisproportionaltotheamoｕｎｔｓｐｅｎｔ・Ｆｏｒ

example，ｗｈｉｌｅ“concerned，,people，ｗｈｏｂｅｌｏｎｇｔｏｔｈｅｈｉｇｈｉｎｖｏｌｖｅｍｅｎｔ 

ｉnorganicfbodsegment，ｓｐｅｎｔａｎａｖｅｒａｇｅｏｆ３,591ｙｅｎ（totalamount 

spentatthestore),themembersofthelowinvolvementsegmentspent 
onlyL957yen. 

TabIellInvoIvementlnOrganIcFoodandAverageCustomerExpendIture 
High-InvolvementmOrganicFood Low-InvolvementinOrganicFood 

百忍鰄ＴＴＦ耐颪帝司F5E了鴦両
StandaTdDeviaIion Average 

ExpenditureG`） 

３５９１０ 

ｔｖａｌｕｅ 

４Ｄ７★★ 

2348.63 1957.7 1607.46 

Note:testofdifferencesinaveragevalues(two-sidedt-test)： 

*★ｐ＜０．０１＊ｐ＜0.05 
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5.5ＩｎｖｏＩｖｅｍｅｎｔｉｎＯｒｇａｎｉｃＦｏｏｄａｎｄＳｈｏｐｐｉｎｇＦｒｅｑｕｅｎｃｙ 

Ｔｈｉｓｓｅｃｔｉｏｎｅｘａｍｉneswhetherthedegreeofinvolvementin 

organicfbodcorrespondswithshoppingfrequency(Tablel2l 

Inthehighinvolvementiｎｏｒｇａｎｉｃｆｂｏｄｓｅｇｍｅｎｔ，ｃｕｓｔｏｍｅｒｓｗｈｏ 

ｖｉｓｉｔＭＯＴＨＥＲ'Ｓｍｏｒｅｔｈａｎｔｈｒｅｅｔｉｍｅｓａｗｅｅｋａｃｃｏｕｎｔｆｂｒ２８８％ａｎｄ 

"ｏｎｃｅｏｒｔｗｉｃｅａｗｅｅｋ'，ｆｂｒ５９､７％・Intotal，８８．５％ｏｆｔｈｅｈｉｇｈ

ｉｎｖｏｌｖｅｍｅｎｔｉｎｏｒｇａｎｉｃｆｂｏｄｓｅｇｍｅｎｔｃａｎｂｅｃｏｎｓｉｄｅｒｅｄａｓｆｒｅｑｕｅｎｔ 
ｕｓｅｒＳ 

Ｂｙｃｏｎｔｒａｓｔ，inthelowinvolvexnentsegment，ｆｒｅｑｕｅｎｔｕｓｅｒｓｏｎｌｙ 
ａｍｏｕｎｔｔｏ６６０％、Ｔｈｅｒａｔｅｓｏｆ“ｍｏｒｅｔｈａｎ３ｔｉｍｅｓａｗｅｅｋ，，ｏｒ“ｏｎｃｅｏｒ

ｔｗｉｃｅａｗｅｅｋ”ｕｓｅｒｓｗｅｒｅ３０､0％ａｎｄ３６．０％respectivelyL 

Asmentionedbefbre，overall，ｔｈｅｆｒｅｑｕｅｎｃｙｏｆｖｉｓｉｔｓｉｓｑｕｉｔｅｈｉｇｈ 

ｆｂｒＭＯＴＨＥＲ'Ｓcustomers，ｏｆｗｈｉｃｈｔｈｅｈｉｇｈｉｎｖｏｌｖｅｍｅｎｔｉｎｏｒｇanic 

fbodclusterhasbeenproventoｂｅｔｈｅｍｏｓｔｆｒｅｑｕｅｎｔｕｓｅｒｓｅｇｍｅｎｔ． 

TabIel2InvoIvementinOrganicFoodandFrequencyofVisits 
FrequencvofVisits 

Morethan 

threevisits 

aweek 

Ｏｎｅｏｒｔｗｏ 

ｖｉｓｉｔｓａ 

ｗｅｅｋ 

Ｏｎｅｏｒ 

ｔｗｏｖｉｓｉｔｓ 

ａｍｏｎｔｈ 

Ｔｈｒｅｅｏｒ 

ｆｏｕｒ 

ｖｉｓｉｔｓａ 

ｙｅａｒ 

Firsttime 

visits 

（Never 
visited 

Total 

before 

３１ Ｈｉｇｈｌｎｖｏｌｖｅｍｅｎｔｉｎｌ５４１１５２ 
－－－－－－－－－－－－－－－－－￣－－￣－－－－￣￣￣－－－－一－－－－－－－－－￣￣－－－－－－－－￣－－￣－－－－－￣￣￣￣一

OrganicFood28.8％59.7％7.7％1.9％１９％100.0％ 
l５ Ｌｏｗｌｎｖｏｌｖｅｍｅｎｔｍｌ８１０２５５０ 

－－－－－－－－－－－－－－－￣￣￣￣￣￣￣￣￣￣￣￣■－－￣￣￣￣￣－－￣－－－－－－￣￣￣￣￣－－－－－－－－－－￣－－￣－－－－－－￣￣‐￣￣￣－－－－￣￣￣￣￣￣￣￣￣￣■I-

OrganicFood30.0％36.0％20.0％4.0％10.0％100.0％ 

Total ３０４９１４３６１０２ 
－￣￣￣￣￣￣－－－－－－－－￣－－￣￣￣￣￣￣￣￣－－－－￣－－－－－－－￣￣￣￣－－－－￣￣￣￣￣■‐￣￣￣￣￣－－￣－－－－－－￣－－－￣￣￣￣￣￣￣￣￣￣￣￣￣￣￣￣－－－－￣②￣－－－￣￣￣￣－－－－－－■ 

２９．４％48.1％13.7％2.9％5.9％100.0％ 

5.6InvoIvementinOrganicFoodandSaIesContribution 

Theprevioussectionclarifiedthecorrelationbetweｅｎｔｈｅｅｘｔｅｎｔｏｆ 

ｉｎｖｏｌｖｅｍｅｎｔｉｎｏｒｇａｎｉｃｆｂｏｄａｎｄｔｈｅｅｘｐｅｎｄｉｔｕｒｅｐｅｒ－customer・Inthis

section，weattelnpttoestimatethesalesmiｘｏｆＭＯＴＨＥＲ'Ｓ，ｂｙ 

ａｐｐｌｙｉｎｇｔｈｅ“fiFequencyofvisit，'figures、

Ｔａｂｌｅｌ２(above)presentsthefiPequencyofstorevisitsaccordingto 
theextentofinvolvementinorganicfbodaccordingtothissurvey6 

Customersweredividｅｄｉｎｔｏｇｒｏｕｐｓａｃｃｏｒｄｉｎｇｔｏｔｈｅｆｒｅｑuencyofvisits， 

ａｎｄｂｙｃｏｎｖｅｒｔｉｎｇｔｈｅｖａｌｕｅｓｏｆｅａｃｈｇｒｏｕｐｔｏａｙｅａｒ－ｒｏｕｎｄｖａｌｕｅ，we 

estimatedcumulatiｖｅｆｉｇｕｒｅｓｏｆａｎｎｕａｌｖｉｓｉｔｓＦｏｒｅｘａｍple，ｗｅ 

ａｓｓｕｍｅｄｔｈａｔｔｈｅ“Ｍｏｒｅｔｈａｎｔｈｒｅｅｖｉｓｉｔｓａｗｅｅｋ,，categorywouldvisit 

thestorefburｔｉｍｅｓａｗｅｅｋｏｎａｖｅｒａｇｅａｎｄｔｈｕｓ，２０８ｔｉｍｅｓａｙｅａｒ． 

インパーショLン･マ写ヒジメントＡＩＯ､１
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Similarly〉ｔｈｅ‘`Ｏｎｅｏｒｔｗｏｖｉｓｉｔｓａｗｅｅｋ,，groupisdeemedtovisiton

averageＬ５ｔｉｍｅｓａｗｅｅｋ,ａｎｄ７８ｔｉｍｅｓａｙｅａｒ・

Tablel3showsestimatedsalesrevenueandsalesmixpercategory〕

dependingonthedegreeofinvolvementmorganicfbodandthe 

fiPequencyofvisits・Here，weweighedthecomplexfbLctorsofannual

visitfrequency）per-customerexpenditure，frequencyofoccurrenceand 

thesamplingratio(10.4％)．Theestimatedsumwas280miUionyen,ｏｆ 
which６８．１％wascontributedbythehighinvolvementinorganicfbod 

segment、Also，thedataclearlyshowsthatfiPequentusers，ｗｈｏｖｉｓｉｔ

ｔｈｅｓｔｏｒｅｍｏｒｅｔｈａｎｔｈｒｅｅｔｉｍｅｓａｗｅｅｋ,ｇｅｎｅｒａｔｅ５９０％oftheturnover， 

Theseresultsoffbrtheimportantdiscoverythatthecrossover 

segment，wherehighinvolvementinorganicfbodandhighfifequencyof 

visitsoverlap，playsavitalrolefbrbusinessoperationsoforganic 

supermarkets． 

耐bIel31nvoIvementinOlgaITicFoodandEstimatedContributionRatetoTbtaISales

FrequencyofVisit 
Threeor 

fourvisits 

ayear 

催,％）

Morelhan 

threevisits 

aweek 

僻,％）

Ｏｎｅｏｒｔｗｏ 

ｖｉｓｉｔｓａｗｅｅｋ 

催,％）

Ｏｎｅｏｒ 

ｔｗｏｖｉｓｉｔｓ 

ａｍｏｎｔｈ 

（\,％） 

FirSttime 

visits 

（Never 
visited 

befOre） 
（艶％）

Total 

(\,％） 

３３８４ 

００％ 

８２０２６５ 

２９１４％ 

１０５８２３ 

■ﾛ 

190,408,354 

68.1％ 

88,866,617 

31.9％ 

279,274,971 

Highlnvolvement 
inOrganicFood 
Lowlnvolvement 

iﾕｰQ堕型l1E-E22L
Totnl 

３３８７１１５ 

１２ 

９４０９ 

0.0％ 

５８８５１１３ 26,487,242 
L￣■￣△■■------

9.5％ 

５８２３３４６ 

２１％ 

６４６７４９０ 

■■ロ

108,513,779 
￣－－￣－－￣￣￣■ 

38.9％ 1000％ 

6.ConcIusions 

lnordertoreachaconclusion，ｗｅｍｕｓｔｓｕｍｍａｒｉｚｅｔｈｒｅｅ 

ｉｍｐｏｒｔａｎｔｆnctsobtainedfromtheanalysisofthequestionnairesurvey 

oforganicsupermarketusers・

Thefirstobservationisthat‘`cheapprice,,ｏｒ“closefromhome，, 

wasnotthereasonsfbrstorechoicefbrmanyusersUnlike 

mainstreamsupermarketusers，orientationtowardspriceor 

conveniencewasnotafblctorhere・Additionallyiinchoosingnatural

fbods，thesecustomersattachmoreimportａｎｃｅｔｏ“quality',ｏｒ 

``descriptionofproducts,'ｔｈａｎｔｏ``price'，,``package,'ｏｒ“display"・

Secondly）ｕｓｅｒｓｏｆｔｈｅＭＯＴＨＥＲ，Ssupermarketshoｗｅｄａｓｔｒｏｎｇ 
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commitmenttoorganicfbod・ＴｈｅｙｓｈｏｐａｔＭＯＴＨＥＲ，Ｓｏｎｔｈｅｇｒｏｕｎｄｓ

ｔｈａｔｉｔｉｓａｎａｔｕｒａｌｆｂｏｄｓｈｏｐＴｈｅｙｈａｖｅａｔｅｎｄｅｎｃｙｔｏｖｉｓｉtmultiple 

naturalfbodstoresandoptfbrnaturalproducewhenbuyingfbods・

Thesetendenciesattesttotheirstrongadherencetonaturalproducts・

Ｗｅｓｕｒｍｉｓｅｔｈａｔｔｈｉｓａｄｈｅｒｅｎｃｅｉｓｐｒｅｓｕｍａｂｌｙｂａｃｋｅｄｕｐｂｙａ 

ｓｔｒｏｎｇｃｏnsciousnessfbrhealthandsafety・Theseresultsindicatethe

existenｃｅｏｆａｓｔａｂｌｅｃｏｎｓｕｍｅｒｓｅｇｍｅｎｔｉｎＪａｐａｎ，whichtranslatesthe 

concernfbrheａｌｔｈａｎｄｓａｆｂｔｙｗｈｅｒｅｐｕｒｃｈａｓｉｎｇｂｅhaviorisconcerned・

Finally〉ａｍｏｎｇｔｈｅｈｅａｌｔｈ/safbty-conscioususers，ｔｈｅｒｅｅｘistsa

specialsegmentofpeoplewhoｓｈｏｗａｎｅｘｔｒｅｍｅｌｙｈｉｇｈｃｏｍｍｉｔｍｅｎｔｔo 

organicproducts・

Ｍｏｓｔｏｆｔｈｅｆｂｏｄｃｏｎｓｕｍｅｄｂｙｔｈｉｓｈｉｇhinvolvementinorganic 

fbodsegmentwasnaturalfbodResearchdataclearlyshowsthatthis 

highinvolvemｅｎｔｓｅｇｍｅｎｔａｐｐｒｅｃｉａｔｅｓｔｈｅ“descriptionofproducts，， 

ｍｏｒｅｔｈａｎｔｈｅｌｏｗｉｎｖｏｌｖｅｍｅｎｔｓｅｇｍｅｎｔｄｏｅｓ．Thispatronbase 

constitutesheavyuserswhoseper-customerspendingａｎｄｆｒｅｑｕｅｎｃｙｏｆ 

ｖｉｓｉｔａｒｅｂｏｔｈｃｏｎｓiderablyhighThehighinvolvementｉｎｏｒｇａｎｉｃ 

ｓｅｇｍｅｎｔｉｓｔｈｅｒｅｆｂｒｅｔｈｅｍａｉｎｓｔａｙｏｆｓｕｐｐｏｒｔｆｂｒｔｈｅｏｒｇａｎｉｃ 

supermarketbusiness． 
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