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This study examined the effects of negative information focusing on the
negative consequences of not purchasing Fairtrade products and positive information focusing on the
benefits of purchasing Fairtrade products on the choice of Fairtrade products among Japanese people.

The results confirmed that both negative and positive information had a positive Impact on the
choice of Fairtrade products. However, with regard to negative information, it was confirmed that
the amount of information too large could cause psychological reactance. On the other hand, no such

trend was observed for positive information.
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