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Abstract

Examination of In-goreMarketing Resear ch to Promate Akita'sGreen Soybeansin AkitaPrefecture  An Experimental Approach
toAnalyze Consumer’sPurchasng Behavior

Ken-etsu UEDAY, Saiki KI'YONG?, Fuminobu SAITO?, Y wiji OOURA? and Y ashinobu KOHNGO?
! Akita Prefecture Kita-Akita Regiond Affairs Departmernt, ?Miyagi University, ?Akita Prefectural Agriculture, Forestry and Fisheries
Research Certer, “Nationd Agricuitural Reseerch Center,

Key Words in-store marketing research, Green soybean, POP, Consumer’s purchasing behavior, Conjoint Analysis

To propose the effective marketing method for green soybeen growers in Akita, expariments of the Smulated green soybeen purchasing,
conjoint analysis of the point of purchase advertisng (POP) contents and observation of consumer’s purchasing behavior @ retall outlets were
caried out. Theeresltsareasfollows,

(1) POPwas animportant eement when the consumer sdectsthe products

(2) Themost effective contents showing on the POP were the photograph of growersin the green soybeen fidd, the explanation article about
the cultivation method and the mep showing the place of productsorigin.

(3) When POPwas pogted in front of green soybean products it was confirmed to promote consumersto purchesethem.
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