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ABSTRACT 

In recent years gashapon is now all the rage. It becomes trending topics in Taiwan market. This 

study can see gashapon not only in the gashapon store but also in front of the convenience store, 

shopping mall, and even in the department store. There are many people standing in front of the 

gashapon machines. People of all ages and sexes are raring to have a try. Where the origin of 

gashapon comes from? Why people so appeal to gashapon? What kind of reasons affect purchase 

motivation? This study relies on professional literature and in-depth discussion to confirm 15 

service quality elements of consumer perception. Then used it to design a questionnaire to 

discuss how important of customer perception and customer satisfaction. This study collected 

155 questionnaires and introduce the result in to the revised Performance Evaluation Matrix 

(PEM). Then consider demographic variables and compare the difference of the placement. This 

study found out that 2 elements in the “Maintenance Zone”, 12 elements in the “Improvement 

Zone”, and only one element in the “Priority Improvement Zone”. The thing that needs to 

improve is the price of the gashapon. Customers think that the price is too high and expect 

gashapon’s price could be adjusted. 

 

Keywords: Gashapon, Purchase Motivation, Customer Satisfaction, Performance Evaluation 

Matrix (PEM). 

 

1. INTRODUCTION 

1.1 Research Motivation 

The concept of toy capsule machines, also known as "gashapon" was introduced to Taiwan 

around the end of the 20th century. In the early stages of its introduction, toy capsule machines 

created a trend and became immensely popular. Although the initial frenzy has subsided over 

time, there is still a group of people who continue to consume and support toy capsules, allowing 

this product to survive in the Taiwanese market to this day. Before 1997, toy capsules primarily 

focused on manga-related themes, gradually transitioning towards classic designs. As we entered 

the 21st century, they evolved beyond the boundaries of animation, manga, and gaming 

industries, placing greater emphasis on originality and strong personal styles. This shift marked 

the transformation of toy capsules from collectibles to artistic pieces, aligned with "Design" and 

"Creativity" (Li, 2007). 

In recent years, gashapons have become a popular topic in the Taiwanese market, 

captivating individuals of all ages and genders, creating a collecting frenzy (Darren, 2010). 
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Various marketing strategies have added diverse value to gashapons. Why are gashapons so 

appealing? How does this industry generate significant business opportunities? How are the 

prices of gashapons determined? What motivates consumers to purchase them? And how 

satisfied are consumers with their purchases? These are the research topics that this study aims to 

explore in-depth. 

Service quality is defined as the extent to which a website facilitates efficient and effective 

shopping, purchasing, and delivery (Parasuraman, Zeithaml, Malhotra, 2005). Customer 

satisfaction is the degree to which a customer is satisfied with a product or service (Oliver, 

1997). Meanwhile, companies attach great importance to service quality and customer 

satisfaction as ways to respond to customer needs, secure a competitive advantage, and ensure 

sustainability. Loyal customers are not easily swayed by competitors' promotional strategies; 

they contribute to company sales and profits by frequently purchasing products or using services 

and spreading positive word-of-mouth. Therefore, a company with many loyal customers can 

maintain its competitiveness even in highly competitive situations (Anderson & Mittal, 2000). 

Lovelock and Wirtz (2011) defined loyal and satisfied customers as those who are willing to 

maintain a long-term relationship with the company and recommend its products or services to 

others. Satisfied customers tend to be more loyal and make repeated purchases, even if 

situational influences or marketing efforts attempt to prompt switching behavior (Yum & Yoo, 

2023). Reichheld and Schefter (2000) stated that loyal customers are less price sensitive, 

reducing the cost of attracting new customers, leading to increased profits and positive added 

value. Therefore, companies strive to make their regular customers increasingly loyal. 

Customer satisfaction refers to an individual's emotional state and is an important marketing 

concept (Hult et al., 2019). Customer satisfaction is an outcome variable of service quality and 

plays a significant role in driving continued purchase intention. With the emergence of the 

internet, there have been many research studies on enhancing customer satisfaction through 

technological tools (Isfandyari-Moghaddam, 2014). Satisfied customers positively influence the 

frequency of toy capsule purchases and stimulate purchase intentions. Therefore, determining 

how to achieve customer satisfaction through technology is crucial (Alalwan, 2020). To attract 

customers to purchase gashapons, various factors such as product quality, marketing strategies, 

pricing, and customer service attitude will influence consumers' purchase intention. Moreover, 

fostering loyal customers who continue to pay attention to and make repeat purchases of 

gashapons is essential. 

What makes gashapons appealing is the wide variety of options available. There are themed 

toy capsules that focus on relaxation and practicality, as well as those emphasizing 

environmental issues or showcasing unique Taiwan-originated designs, all of which cater to the 

curiosity of today's society and present new business opportunities (Lambert & Sharma, 1990). 

The PEM proposed by Lambert & Sharma and later revised by Chen (2011) has been used in 

various fields such as service quality improvement, resource allocation, and human resource 

configuration to achieve excellent performance. Therefore, this research utilizes the performance 

evaluation matrix as a tool to conduct customer satisfaction surveys in the gashapons industry, 

aiming to identify areas of service improvement that consumers value and need. 
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2. LITERATURE REVIEW 

2.1 The Origin and Development of Gachapon 

Toy capsules, also known as "gachapon" originated in the United States and first appeared 

around the 1920s. The term "gachapon" comes from the sound made when the toy capsules 

collide and fall. It is now a commonly used name for gachapon machines, registered by the toy 

manufacturer Bandai. The earliest introduction of gachapons in Japan was in 1986 when YUJIN 

launched them. As the focus shifted from snacks to toys, the novelty of not knowing what will 

come out of the capsule greatly appealed to the public. A basic gachapon set consists of an 

eggshell, a capsule paper, and the content inside. The capsule paper helps identify the 

authenticity of the gashapons. The value of gachapons lies in the different probabilities of 

obtaining each item in a series, motivating people to keep trying to collect a complete set, thus 

creating an alternative business opportunity. 

In the early days, gashapons were very affordable, costing around 10 yen each. In 1973, 

gachapons priced at 100 yen were introduced. In recent years, the increasing variety of 

gashapons has led to price hikes, ranging from 200 yen to 500 yen. The following table 

summarizes the price differences of gachapons as compiled in this study (see Table 1). 

 

Table 1: Price and content of Gachapon 

 

Gachapon contents Price Note 

 

100 yen 

Less popular or outdated 

gachapons are sold together 

in the same inexpensive 

machine. 

 

 

 

150 yen 

These machines often 

contain items such as 

keychains and badges, 

which are less commonly 

found in regular gachapons 

shops and can be considered 

as less popular products. 
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200 yen 

The most common and 

easily accepted price range 

for gachapons usually 

includes small figurines and 

ornaments. 

 

300 yen 

On the other hand, 

environmentally friendly 

gachapons and mini 

gachapons have been 

popular in recent years and 

share similar pricing and 

styles. 

 

 

400 yen 

 

500 yen 

Gachapons with limited 

production and high 

collectible value are crafted 

with much greater attention 

to detail and paintwork 

compared to other 

gashapons. 

 

Belk (1995) pointed out that through intangible concepts, the definition of collecting, 

originally focused on tangible items, has expanded to include non-physical items. He views 

collecting as a series of psychological processes, describing it as an active, selective, and 

passionate process of acquiring and possessing items. These items have shifted from ordinary use 

and are now seen as part of a series of dissimilar objects or experiences, representing a pursuit 

driven by acquisitiveness, possessiveness, and materialism. Similarly, Pearce (1995) proposed a 

similar view regarding the relationship between objects and collectors. She believes that 
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collecting is a conceptual set and not about the intent or purpose of the items themselves. Instead, 

it involves a set of material substances created by the owners, detached from everyday life's 

general purposes, carrying special thoughts, emotions, time, and resources. Jensen (2001) 

suggested that when we shop, we are actually seeking stories, friendship, care, lifestyles, and 

behaviors within the products. We are purchasing emotions and nostalgia. 

 

2.2 Performance Evaluation Matrix (PEM) 

Lambert & Sharma (1990) proposed a Performance Evaluation Matrix (PEM) to determine 

the importance of logistics service quality factors and the company's performance on these 

factors. The horizontal axis uses "Performance" as the variable, while the vertical axis uses 

"Importance" as the variable. These two variables form the Performance Evaluation Matrix 

(PEM), which suggests different improvement strategies based on various positions, as shown in 

Figure 1. This matrix corresponds to four service strategies: priority improvement, improvement, 

maintenance, and reduction. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1 Performance Evaluation Matrix 

Sources: Lambert & Sharma (1990) 

Chen (2011) revised a new matrix, redefining the horizontal axis with "Importance" as the 

variable and the vertical axis with "Satisfaction" as the variable. These two variables resulted in a 

new service strategy revised "Performance Evaluation Matrix" (as shown in Figure 2). This 

matrix is divided into three service strategy regions: maintain, improvement and priority 

improvement. Regions 1, 2, and 4 indicate that consumer-perceived satisfaction exceeds 

importance, and service resources can remain unchanged. The strategy here is to "Maintain" the 

current service quality. Regions 3, 5, and 7 represent cases where satisfaction equals importance, 

indicating that the service has not exceeded user expectations. Organizations must enhance 
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existing service quality by allocating more resources, thus proposing an "Improvement" strategy. 

Regions 6, 8, and 9 signify cases where importance surpasses satisfaction, revealing consumer 

dissatisfaction with the businesses provided services. Therefore, businesses must actively address 

these issues and propose a "Priority Improvement" strategy. The service elements falling under 

the "Improvement" and " Priority Improvement" categories are prioritized for improvement in 

this study.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2 Revised Performance Evaluation Matrix 

Sources: Chen (2011) 

 

3. RESEARCH METHOD 

3.1 Questionnaire Objects 

The sampling method for this study employs purposive sampling, targeting consumers who 

have played or have an interest in collecting gashapon. The investigation delves into their 

purchasing motivations and the importance/satisfaction they associate with gashapon. This 

approach aligns with the research objectives and specific requirements, making efficient use of 

the known information from the survey sample. It is well-suited for attitudinal and opinion-based 

inquiries.  

 

3.2 Questionnaire Design 

The questionnaire is divided into two parts: Customer perceived importance and customer 

perceived satisfaction. For the investigation of customer importance/satisfaction, this study's 

literature review, customer discussions, and in-depth conversations identified 15 factors most 

influential in decision-making (quality of gashapons, price of gashapons, purchase location, 

variety of gashapons designs, frequency of gashapons design updates, practicality of gashapons, 

collectability of gashapons, origin of gashapons, therapy value of gashapons, novelty of 
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gashapons, content of gashapons, likability of gashapons, collaborations with cartoon characters, 

acquisition methods for gashapons, appearance of gashapons). These factors are used to explore 

customer-perceived importance and post-purchase satisfaction. To match the PEM, this 

questionnaire employs the Likert seven-point scale. 

 

4. EMPIRICAL ANALYSIS 

4.1 Questionnaire Distribution and Collection 

The questionnaires were distributed from the end of February to the beginning of March in 

the year 2020. The questionnaires were collected using Google Forms, resulting in a total of 155 

valid responses. 

 

4.2 Descriptive Demographic Data 

The results of the questionnaire indicate that among the respondents, there were 102 

females (65.8%), 122 unmarried individuals (78.7%), 100 respondents in the age range of 21 to 

30 years (64.52%), 74 students (47.7%) among the occupational categories, 115 individuals with 

a university education (74.2%), 79 respondents who make an average of one monthly purchase 

(50.9%), and 81 respondents with an average monthly purchase amount of 0 to 100 yuan 

(52.3%), as shown in Table 2. 

 

Table 2 Statistical results of demographic (N=155) 

 

Demographic Items Frequency Percentage 

Gender Man 53 34.2% 

 Woman 102 65.8% 

Marital status Married  33 21.3% 

 Single 122 78.7% 

Age Below 20 33 21.3% 

 21~30 74 47.7% 

 31~40 19 12.3% 

 41~50 11 7.1% 

 above 51  18 11.6% 

Occupation Civil servant 31 20% 

 Service personnel 40 25.8% 

 Technology industry 4 2.6% 

 Student 75 48.4% 
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 Other 5 2.8% 

Education Below high school  27 14.7% 

 University/College 115 74.2% 

 Above Master 13 8.4% 

Average number of 

purchases/month 
1 79 50.9% 

 2~3 54 34.9% 

 4~5 12 7.7% 

 Above 6  10 6.5% 

Average purchase 

amount/month (NT$) 
0~100 81 52.3% 

 100~200 43 27.7% 

 200~300 18 11.6% 

 300~400 5 3.2% 

 Above 400 8 5.2% 

 

4.3 Customer Importance Variable Statistical Description 

The descriptive analysis of customer-perceived importance is presented in Table 4. The top 

three most important factors are No.12, Likability of gashapons, No.1, Quality of gashapons, and 

No.2, Price of gashapons. 

 

Table 4 Distribution of customer importance variables 

 ME S.D. Order 

1. Quality of gashapons 5.95 1.23 2 

2. Price of gashapons 5.88 1.25 3 

3. Purchase location of gashapons 4.55 1.81 13 

4. Variety of gashapons designs  5.55 1.46 7 

5. Frequency of gashapons design 

updates 
5.27 1.6 11 

6. Practicality of gashapons  4.43 1.65 14 

7. Collectability of gashapons 5.43 1.48 10 

8. Origin of gashapons 4.21 1.68 15 

9. Therapy value of gashapons  5.49 1.38 8 

10. Novelty of gashapons 5.57 1.41 6 

11. Content of gashapons 6.19 1.08 1 

12. Likability of gashapons 5.77 1.38 4 

13. Collaborations with cartoon 5.48 1.48 9 
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characters of gashapons 

14. Acquisition methods for gashapons 4.95 1.65 12 

15. Appearance of gashapons 5.68 1.42 5 

 

4.4 Customer Satisfaction Variable Statistical Description  

The descript ive analysis of customer sat isfact ion is shown in Table 5. The top 

three most sat isfying factors are No.11, Content of gashapons, No.1, Quality of 

gashapons, and No.12, Likabilit y of gashapons. 

 

Table 5 Distribution of customer satisfaction variables 

Items ME S.D. Order 

1. Quality of gashapons 5.69 1.29 2 

2. Price of gashapons 5.23 1.45 11 

3. Purchase location of gashapons 5.20 1.50 12 

4. Variety of gashapons designs  5.49 1.33 6 

5. Frequency of gashapons design 

updates 
5.25 1.36 10 

6. Practicality of gashapons  4.54 1.60 14 

7. Collectability of gashapons 5.45 1.35 8 

8. Origin of gashapons 4.54 1.52 15 

9. Therapy value of gashapons  5.55 1.33 4 

10. Novelty of gashapons 5.53 1.29 5 

11. Content of gashapons 5.71 1.28 1 

12. Likability of gashapons 5.61 1.34 3 

13. Collaborations with cartoon 

characters of gashapons 
5.42 1.49 9 

14. Acquisition methods for gashapons 5.20 1.40 13 

15. Appearance of gashapons 5.46 1.37 7 

 

4.5 Introducing Performance Evaluation Matrix  

In this study, a performance evaluat ion matrix is constructed using the 

Importance (I) and Sat isfact ion (S) indicators for analysis. It is found that No.2, 

Price of gashapons, falls under the "Priority Improvement Zone," while No.3, 

Purchase location of gashapons, and No.14, Acquisition methods for gashapons, fall within 

the "Maintenance Zone." Other items are situated in the "Improvement Zone." It is 

observed that the purchase locat ion and method of obtaining capsules are generally 

perceived as sat isfactory and can be maintained. However, in terms of the price of 

capsules, there is dissat isfact ion among consumers, requiring act ive improvements.  

The rest of the aspects need minor enhancements, as depicted in Table 6 and Figure 

3. 
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Table 6 Performance evaluation matrix zone  

Items Importance Satisfact ion PEM Zone 

1 5.95 5.69 Improvement  

2 5.88 4.93 Priority Improvement  

3 4.55 5.2 Maintenance 

4 5.55 5.49 Improvement  

5 5.27 5.25 Improvement  

6 4.43 4.54 Improvement  

7 5.43 5.45 Improvement  

8 4.21 4.54 Improvement  

9 5.49 5.55 Improvement  

10 5.57 5.53 Improvement  

11 6.19 5.71 Improvement  

12 5.77 5.61 Improvement  

13 5.48 5.42 Improvement  

14 4.95 5.2 Maintenance 

15 5.68 5.46 Improvement  
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Figure 3 Performance Evaluation Matrix of this study 

 

Research findings indicate that No.2, Price of gashapons, falls within the "Priority 

Improvement Zone." No.3, Purchase location of gashapons, and No.14, Acquisition methods for 

gashapons, are within the "Maintenance Zone." Other items are in the "Improvement Zone." This 
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suggests that the majority of customers are satisfied with the purchase location and method of 

obtaining gashapons, requiring no significant changes and can be maintained. However, the price 

of gashapons needs substantial improvement to enhance customer satisfaction. Other aspects are 

considered acceptable, needing only slight adjustments in strategy. 

Factors considered by consumers when making purchases include quality, appearance, 

utility, price, brand, and more. Although buying gashapons primarily serves psychological 

purposes such as soothing the mind and collecting, this study reveals that consumers are highly 

concerned about the price. Paying a higher price without receiving an equivalent gashapon can 

result in greater disappointment than receiving a defective product. Therefore, gashapons possess 

a healing effect, and manufacturers could consider designing a limited quantity of unique 

products, which could significantly enhance consumer satisfaction. 

 

5. CONCLUSIONS AND SUGGESTIONS 

5.1 Conclusions 

As society advances, consumers are becoming increasingly hard to satisfy. This phenomenon has 

led to the fact that today's consumers often live in a relatively dull environment. However, 

introducing novel and interesting elements can add a touch of excitement to life. "Gachapon" is 

one of the alternative products that fulfill this demand. Through the process of twisting and 

turning a gachapon, consumers can experience surprise and joy. Furthermore, when they collect 

an entire set of gachapon, it indirectly generates a sense of achievement. Such rewards have 

made gachapon a hobby for many people, turning them into loyal fans. 

The primary audience for gachapon mostly consists of young adults aged between 21 and 

30. This demographic is in the phase of seeking novelty and chasing trends. Therefore, when 

their friends and acquaintances discuss the uniqueness and features of gachapon, they are likely 

to find it intriguing and be willing to give it a try. After experiencing gachapon and achieving 

their desired results, they are inclined to introduce gachapon products to their friends. Despite the 

novelty and fun aspect of gachapon, some consumers might find it difficult to accept the 

relatively higher prices of higher-quality and more renowned gachapon products. 

 

5.2 Suggestions 

Based on the research findings above, the following suggestions are proposed: 

1. Expand the gachapon consumer market and target audience. Manufacturers can design 

products that attract consumers from different age groups to broaden the gachapon market and 

cater to various age demographics. 

2. Enhance online gachapon services. Online gachapon services can be improved to provide 

consumers with the same experience and convenience as physical gachapon stores, 

eliminating the need to visit in person. 

3. Pricing strategy for gachapon. Manufacturers should price gachapon capsules according to 

their quality. Intricately painted or environmentally friendly capsules could be priced slightly 

higher, while standard capsules could follow an affordable pricing strategy to ensure 

consumer acceptance and purchases. 

4. Commit to innovation in gachapon design. Developing novel and innovative gachapon 

designs can increase consumers' willingness to make purchases, ensuring the sustainable 

operation of the gachapon market and reducing the risk of decline. 
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