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Thesis abstract

Quantitative Evaluation of Branding of New Strawberry Varieties

by Later-Launched Producing Regions

Shin-ichi HANGUI

1. Background of the study

The branding of local products has expanded since the implementation of the Local
Group Trade Mark System. Currently, branding is done on a project basis in every pre-
fecture. Meanwhile, in terms of agricultural products, every region is actively breed-
ing new varieties that are differentiated from existing varieties.

Strawberries are highly demanded by consumers during the wintertime and are the
main items featured in the fruit sections of retail stores. Strawberries have been grown
in many regions nationwide, and competition among strawberry growers has been very
strong. Recently, however, the market size for strawberries has hit the ceiling and has
started to contract, which is changing the competition from one based on quantity to
one based on quality. In response to the maturing market, each region has been breed-
ing new varieties of strawberries on a prefectural basis, and we have started to see
growers compete with these varieties. Therefore, strawberries are a suitable subject for
discussing how newly bred varieties can contribute to the branding of regional prod-

ucts.

2. Objective and agendas of the study
1) Objective

This study elucidates the possible branding strategies for new varieties of strawber-
ries bred by prefectures analyzing consumer behaviors.

Prefectures serve as agents of their products’ branding and usually perform branding
with product approvals and related processes. Product branding by prefectures are
“black boxes” from a marketing perspective, such as from the perspective of the stra-

tegic utilization of the bred varieties, and of the analyses of consumers’ needs.
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Especially, consumers’ perceptions of the varieties of strawberries at the consump-
tion stage is not yet understood, and thus, it is necessary to analyze the consumers’
purchase decision process—when they choose which strawberries to purchase and how
they regard and process information on variety. Furthermore, as the strawberry market
has matured, the producing regions need different approaches from those for widely
marketed varieties. The current strawberry market is dominated by the Tochiotome va-
riety, which was originally bred by the Tochigi prefecture and is grown in several re-
gions, and the Amaou variety, which was originally bred by the Fukuoka prefecture
and is still grown exclusively within the prefecture. The small- and mid-sized produc-
ing regions, which are later-launched producing regions compared with the dominant
producing regions, need to develop their own production strategies.

As we mentioned, analyzing the branding mechanism for new varieties and identify-
ing the types of regional production strategies can contribute to the development of
strategies for new varieties of later-launched producing regions.

2) Agendas

The agendas of this study are as follows:

First, this study clarifies the role of product-variety information in consumer beha-
viors, and more specifically, purchase behaviors. As newly bred varieties are expected
to be less known, it is important to analyze how consumers process variety informa-
tion and use it in the process of selecting a product.

Second, this study aims to clarify the placement of targeted consumption areas in the
scope of aregion’s production strategy. There are two options for regional production
strategies in relation to the market: one is to target the local market with the discrimi-
nated locality of the variety, and the other is to target both remote and broad markets
to expand market share. Moreover, there are options in relation to placement in the
production phase such as replacing the existing variety with a new one and adding a
new variety to the existing one to increase the number of available varieties. Further-
more, there are options in relation to intellectual property: limiting growing areas to
within the prefecture and permitting growing areas outside the prefecture to expand
market share. We categorize these production region strategies into patterns based on

different factors and evaluate the suitable varieties for each of the strategies.
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Third, this study clarifies the association between producing regions and names of
varieties. The name of a variety can be a factor for consumers’ purchase decisions.
Naming a variety is a matter of sensibility, and there are few academic studies that
elucidate effective naming methods. Thus, reviewing the findings of our research, we
determine breeders’ naming intentions, how names sound, and the images those inten-
tions and sounds convey to consumers, or whether names convey the intentions of the
owners of the rights of the varieties to consumers. We also analyze how names affect
consumers’ purchase decision process. In addition, as naming is integral to regional
production strategies, we consider suitable names for new strawberry varieties from
the perspective of regional production strategies.

The title of each chapter is as follows:

Introduction; Background of the Study; Issues and Agenda

Chapter 1 Roles of Branding and Varieties of Strawberries

Chapter 2 Efficacies of Information on Producing Regions and Product Varieties on
Consumers’ Selections

Chapter 3 Retailers’ Needs for Prefecture-Bred Varieties

Chapter 4 Names of Strawberry Varieties and Their Utilization

Chapter 5 Evaluation of Prefecture-Bred Varieties for Branding Strategy

Chapter 6 Consumers’ Purchase Decision Process for New Varieties

Chapter 7 Conclusion

The contents of the chapters are as follows: Chapter 2 analyzes consumers’ needs for
information on producing regions and product varieties in their purchase decisions.
Chapter 3 provides an evaluation of retailers and proposes scenarios to find sub-
categories as production-region strategy. Chapter 4 categorizes regional production
strategies into patterns and analyzes the relation between consumers’ eval uation of
product names and regional production strategies. With regards to the sub-categories
based on the scenarios we proposed, we metrically analyze consumer behaviors to eva-
luate the possible branding strategies in chapters 5 and 6. As information on varieties
is thought to be a key factor in selecting products for purchase, we discuss the relation

between names of varieties and consumers’ purchase decision process.

3. Primary results of the study
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1) Efficacies of producing region and product variety information on consumer s’
selections

This subsection clarifies consumers’ needs for information on producing regions and
product varieties in their purchase decisions.

The results of the mailed-in survey of consumers in Koriyama in the Fukushima pre-
fecture indicated consumers’ preferences for producing regions for strawberries: 35%
preferred locally produced strawberries, 32% preferred strawberries produced any-
where, and 10% preferred strawberries produced in other regions. When we cross-
tabulated the consumers’ producing regions and their concepts of “local,” we found
that the closer the producing regions are to the consumers, the more they prefer locally
produced strawberries. The consumers’ preferred price ranges vary according to the
places of purchases, growing areas, and individual preferences, but the variation is
relatively small.

We conducted a selection experiment to quantify the influences of information on
producing regions and product varieties. In developing the product profile, we use the
general produce attributes such as price, taste, and size, as well as three categories of
producing regions: local, in-prefecture, and out-of-prefecture, and two categories of
product variety information: with information and without information. The result of
our pre-research suggested that consumers have limited knowledge of strawberry va-
rieties. From the presumption of the results of the conditional logit analysis, it isre-
vealed that the closer the producing regions are to the consumers, and when there is
product variety information, the more influential it becomes for the consumers.

The factor analysis on what consumers value the most in their purchases showed that
consumers consider producing regions and product varieties as additional values.
Among different household types, the factor score is higher in the households of re-
tired elders without children, while the factor score of spoken information such as
word of mouth and sellers’ explanation is higher in households with children.

2) Retailers’ needs for prefecture-bred varieties

Launching a new product variety in the market can involve breeding a new product.

In general, for newly bred products, the marketing mix is adjusted based on the results

of marketing tests, and for new varieties, the regional production strategy needs the
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feedback from market evaluations. Retailers can evaluate the commercial quality of
new varieties in the actual market instead of through an experiment.

The mailed-in survey of retailers in the Fukushima prefecture indicated that about the
prefecture’s two original varieties, “knew both varieties” was 26%, “knew neither of
them” was 24%. With regard to the varieties’ characteristics, while the Fukuharuka
variety’s palatability is well appreciated, the stability of its shipping quantity is eva-
luated low. We also modeled the overall evaluation of each variety in terms of its cha-
racteristics and found that the evaluation score of the Fukuharuka variety is lower than
that of the Tochiotome variety.

Based on the retailers’ commercial evaluations, scenarios are suggested to find sub-
categories are suggested as to place the new varieties that later-launched production
regions introduce to the market.

3) Names of strawberry varieties and their utilization

With regard to strawberries whose variety names are indicated, the names can be a
key factor in consumers’ selections. This section describes our preliminary analysis of
eight names and our consumer survey to obtain consumers’ evaluations. The varieties
included in our analysis and survey were Tochiotome, Amaou, Sachinoka, Benihoppe,
Fukuharuka, Sagahonoka, Fukuayaka, and Mouikko.

Names contain elements such as the ideas of the breeders, images implied by the
names, and how the names sound. We preliminarily sorted the characteristics of the
variety names by the indicative images of the letters used in each name, by how the
names sound, and by the name’s sound symbolisms based on the concept that the
sound itself has meaning.

The interviews of housewives and students in the Fukushima prefecture suggested
that the variety names convey both the indicative images and sound symbolisms. In
addition, the results of our questionnaire survey revealed the effects of the constitu-
ents of variety names. “Amaou” is positively evaluated by survey respondents because
of its powerful sound, while “Mouikko” is highly evaluated because of its uniqueness
and playfulness. Meanwhile, “Fukuharuka” clearly conveys where the strawberries are
produced but does not contribute to the name’s total score. “Sachinoka” has a sweet
sound, which contributes to the name’s total score, demonstrating the effectiveness of

its sound symbolism.
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To analyze the relation between the producing regions and the product names, we ca-
tegorize the producing regions into patterns according to the presence or absence of
licensing to other prefectures and sorted the characteristics of the variety names. When
the regions have sufficiently large production capacities and consequently, market
power, they tend to indicate the producing regions in their product variety nhames or to
choose variety names with powerful sounds. Meanwhile, when the producing regions
are small- or mid-sized, they tend not to license to other prefectures and not to indi-
cate the producing regions in their product variety names.

4) Evaluations of prefecture-bred varieties for branding strategy

Two options for branding directionalities can be considered: target remote markets or
target local markets. This subsection describes the branding possibilities in local mar-
kets. The strawberry market has matured, prompting growers to compete in terms of
quality. However, the quality differences between the strawberries produced by vari-
ous growers are insignificant. Thus, emphasizing that the strawberries are bred locally
is thought to be an effective marketing strategy as it appeals the conceptual value in
the brand value structure.

Furthermore, studies on branding have been done mainly on successful cases, and few
metric studies discuss the mechanism of branding, in particular, the branding process
from the perspective of consumer behavior. We help fill this gap in the literature
through the present study.

The Fukushima prefecture is a later-launched producing region in terms of strawberry
production, and it is trying to brand its newly bred varieties to promote its production.
We conducted an Internet survey of adult women in the prefecture regarding the varie-
ties bred by the prefecture. To search for the factors that form favorable attitudes
among consumers, we used a model that considers purchase intention as a variable that
represents purchase behavior. The model also regards that the factors in the formation
of attitudes do not vary from variety to variety, but the attitudes themselves and pur-
chase intentions do. We chose the Fukuharuka and Amaou varieties for the analysis
because both varieties are differentiated from the most common variety, Tochiotome,
and because the breeders—the Fukushima and Fukuoka Prefectures—do not license to
other prefectures and thus, produce these varieties exclusively, and the relation be-

tween the producing region and product variety is one-to-one. The results of the sur-
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vey indicated that the formation of favorable attitudes among consumers lead to pur-
chase intentions and that low price seeking does not contribute to attitude formation. A
locally oriented mindset positively influences attitudes only for the Fukuharuka varie-
ty, while the searching purchase influences attitudes for both varieties.

In terms of the effect of the attitude formation factors on attitudes and purchase in-
tentions, the factor scores for locally oriented purchases and searching purchases are
about the same level, but the effect on the attitudes and purchase intentions is higher
for searching purchases.

5) Consumers’ purchase decision process for newly bred varieties

Varieties are expected to influence consumers’ selections, but it is not known whether
newly bred varieties, which have little awareness among consumers, can be favored in
consumers’ selection. This section describes our analysis of consumers’ purchase deci-
sion process for unknown strawberry varieties.

The consumers’ consideration set is the group of varieties they select before their
final purchase decisions. The set includes varieties that are known and unknown to the
consumers. We analyzed the relation between the known and unknown varieties and
the consideration set formation. Preceding studies generally indicated that the consid-
eration set is formed with known varieties, from which consumers select the products
they want to purchase. This refining of the selection of products for purchase, however,
does not explain why some consumers select newly bred, little-known varieties. We
therefore evaluated such accidental selections of unknown varieties and analyzed the
mechanism of such selections.

We analyzed the purchase decision process using the following method: In particular,
we analyzed pricing, which is an important factor in addition to variety information,
comparing the standard variety Tochiotome, priced at 398 yen/pack, with dataset A,
priced 100 yen higher/pack, and dataset B, priced the same as the Tochiotome variety.
The Amaou variety, which has established a premium status, is priced at 780 yen/pack.
In the survey, we presented to respondents only the varieties’ names and prices and not
potentially distracting factors such as their appearances, tastes, or producing regions.

The results of the Internet survey of adult women in the Fukushima prefecture and

Tokyo.
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Metropolitan area indicated that more than a half recognize the Tochiotome, Amaou,
and Benihoppe varieties and are unaware of the regional differences between the Beni-
hoppe, Fukuharuka, Sagahonoka, and Fukuayaka varieties. When the prices of compar-
ing varieties are the same as the standard variety, the candidates will increase, the res-
pondents tend to select the Benihoppe and Fukuharuka varieties more. When we cate-
gorized the respondents’ selections into patterns by their purchase decision process,
we found that their consideration set exceeds their awareness set, indicating that they
make some random selections.

In the final selection process, the varieties that see more rates of random selections
are the Fukuharuka and Mouikko varieties, and many respondents who select these va-

rieties say they do so because they have never eaten the varieties before.

4. Possibility of branding by utilizing the varieties bred by later-launched produc-
tion regions
1) Role of variety information in consumer behaviors

Our research indicated that consumers are influenced more when variety information
is presented. Consumers’ selections are thought to be made by commitment and variety
seeking, and thus, consumers could select a newly bred, little-known variety as a final
choice by random selection. It was revealed that both commitment and variety seeking
could trigger such process.

2) Placement of target marketsin regional production strategies

Our surveys indicated that locally oriented consumers form favorable attitudes to-
ward locally bred varieties, which lead such consumers to purchase such varieties.
This indicates that the differentiation of locally bred varieties by some regions is ef-
fective.

We also asked retailers to evaluate the qualities of the fruits in their own markets.
The retailers evaluated the qualities of the new varieties lower than that of the stan-
dard variety, suggesting that placing the new varieties on the shelf to increase the
range of varieties available instead of replacing the standard variety is more effective,
something to which both retailers and wholesalers agree. This process of obtaining

feedback from marketing tests to adjust a producing region’s marketing mix is com-
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monly done in product breeding but is thought to be effective for the launch of new
varieties as well.

In terms of licensing to other prefectures, there are some successful cases of brand-
ing for varieties bred by dominant production regions, which have more influence in
the market, have established their status as top-producing regions, and have main-
tained exclusivities by limiting the growing areas and controlling production within
the regions. On the other hand, some small- and mid-sized producing regions license
to other prefectures as a strategy to increase their market shares. Such producing re-
gions have to compete with large producing regions, and thus, enclosure strategies
without licensing to other prefectures may not necessarily work.

3) Naming of varieties

Upon looking into the names of the varieties of strawberries, we found that some
names are intended to convey palatability or favorable images to consumers, some are
intended to indicate the producing regions, and, in contrast, some are not intended to
identify the producing regions to increase market shares. Finally, some names are in-
tended to create images of sweetness, strength, and cheerfulness by how they sound.
The results of our surveys indicated that besides the growers’ intentions, the naming,
hints images, and sounds were also conveyed to consumers.

Our analysis of consumers’ purchase decision process also supported the importance
of names in purchase behaviors, as some consumers indicated that the names of varie-
ties are one of the reasons for their selections.

The naming of varieties and the regional production strategies are closely associated
with licensing to other prefectures. Some of the licensed varieties have names that do
not indicate the producing regions to encourage other prefectures to grow the varieties.
In contrast, varieties that have names indicative of their original producing regions
may not encourage other prefectures to grow them. Small- or mid-sized producing re-
gions do not adopt a locally oriented approach that limits growing areas, an approach
adopted by large producing regions, and instead license to other prefectures to in-
crease their market shares. For these regions, variety names indicative of the original
producing regions could be an obstacle. Thus, such regions, which aim to license to
other prefectures to increase growing areas should use variety names that do not indi-

cate the original producing regions.
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4) Conclusion

Consumers select by varieties, and some tend to select locally produced varieties.
The commercial qualities of varieties bred by later-launched producing regions are
perceived to be lower than those of varieties of dominant producing regions, the pro-
duction region strategies to find sub-categories for the existing varieties can be sug-
gested. For later-launched production regions, which have relatively smaller growing
areas, it is effective to license to other prefecture to increase market share, but the
names of the varieties should not be indicative of the original producing regions. The
formation of favorable attitudes toward varieties enhances the consumers’ purchase
intentions, and such attitude formation is influenced by consumers’ locally oriented
mindset and variety seeking. As variety seeking is a more influential factor than local

orientation, it should be included in marketing promotion.

- 193 -



2006

2011

-194 -

2014

21

9

23

36



