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Elucidation of factors of image-motif effect in product packages and applied
research
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The Japanese market, where competition between companies is fierce, is

saturated and mature. Even if a company introduces a large number of new products, hit products can
rarely be produced. Under these circumstances, it is the image-motif theory to stimulate new demand
and produce hit products. For example, Shiseido™s "Sterilization Deodorant Ag +" reflected the main
component, silver ions, in the package design and product name. This "silver ion" is the
image-motif.
In the last two years, 1 have clarified the following; (1)the mechanism of action that image-motifs
strongly influence the subconscious mind of consumers (consumers’ recognition of a product itself
as a human face, and a factor variables that enhances the effect), (2)the applicability of products
other than cosmetics in Japan (beverages and home appliances),and (3) the applicability in cultural
areas other than Japan (China).
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