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Abstract

Innovation is the hottest concept leading to a success of companies in ruthless market competition.
Especially, product innovation in food industry is inevitable for companies not only to make a big hit
but also to stabilize the sales, to increase annual revenue, and to reduce losses through product
development. It is mainly supported by two research approaches, market research and product
research. The market research enables firms to respond to changes in industry environment, and
build market-oriented business. The product research is often considered as not only a
product-focused but also a distinct science. These research tools can produce innovative outcome
when they are efficiently jointed.

In this working paper, | explain how the interdisciplinary approach is important to launch an
innovative food in new markets. The first chapter introduces market research and consumer’s choice,
giving an example of consumer insight in Japanese food market. The second chapter focuses on
sensory research with practical studies on sensory evaluation on nut bars among young Japanese
consumers. Overall, we strongly emphasize consumer-oriented perspective in both researches in
order to succeed in entering new markets and developing long-run items.

2This study is conducted as a part of the Project “Healthier and Tastier” undertaken at Special Research Project Il
and I11 in Graduate School of Advanced Integrated Studies in Human Survivability, Kyoto University. The author is
grateful for helpful comments and suggestions by Astrid Poelman (CSIRO), Inoue Kazuo and Mitsuyama Masao
(Kyoto Univ.).
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