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The theoretical implications can be summarized in the following two points. The first point is that is
provides a new framework concerning research accumulated on ingredient brands, through
identifying the effects within the organization in the product development phase. Previous research
has built up the knowledge on the effects related to final products and feedback effects of use of
ingredient brands, mainly from the perspective of consumer responses. However, when thinking
about the effects of ingredient brands, it is equality important to consider not just effects on parties
outside the company but internal effects on the organization as well. This identification of a number
of internal effects on product development phase would expand the scope of this research domain.
The second point concerns identification of adjustments between different sections by ingredient
brands in product development. Especially concerning the contradictory nature of technical and
marketing sections, previous research on product development refers to the issue of a variety of
practical measures for promoting cooperation. For example, methods leading to superior product
development have been proposed from various perspectives, such as the presence of officially
authorized coordinators, promotion of interaction, committees with members from different sections
and customer visits by technical sections, and participation by marketing sections in product
development at early stages.

The effects of BtoB brands identified in this research also can be considered as a practical means
to promote the mutual communication among different members from different backgrounds.
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2. MAKREEOHE (F:R)

The theoretical implications can be summarized in the following two points. The first point is that is provides a
new framework concerning research accumulated on ingredient brands, through identifying the effects within
the organization in the product development phase. Previous research has built up the knowledge on the
effects related to final products and feedback effects of use of ingredient brands, mainly from the perspective
of consumer responses. However, when thinking about the effects of ingredient brands, it is equality important
to consider not just effects on parties outside the company but internal effects on the organization as well. This
identification of a number of internal effects on product development phase would expand the scope of this
research domain.

The second point concerns identification of adjustments between different sections by ingredient brands in
product development. Especially concerning the contradictory nature of technical and marketing sections,
previous research on product development refers to the issue of a variety of practical measures for promoting
cooperation. For example, methods leading to superior product development have been proposed from various
perspectives, such as the presence of officially authorized coordinators, promotion of interaction, committees
with members from different sections and customer visits by technical sections, and participation by marketing
sections in product development at early stages.

The effects of BtoB brands identified in this research also can be considered as a practical means to promote,
the mutual communication among different members from different backgrounds.
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