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2016-2017 Collaborative Research Project of the Institute of Economic Research,

Chiba University of Commerce

Research on services that fail to capture the interest of young
people as the company hoped

Services sometimes fail to capture the interest of young people as the company had
hoped. In such cases, the company would have expected their service to prove popular
among young people. This expectation may have arisen because the company assumed
that young people would love their service and have great hopes toward it, or because
a similar product had proven popular in the past. Such thinking often suggests that the
company is looking at things from its own perspective. A better approach is to consider
young people’ s perspectives, including what the youth are thinking, what their tastes

are, what they want, and what they don’ t want.

On the other hand, to create new value, service providers must do more than satisfy
young people’ s needs; they must create something that surpasses the tastes and

understanding of youth. How can companies accomplish this feat?

This question forms the theme of the collaborative research project described in
this report. In this project, the team members separately conduct studies, based on
their own research interests, to gauge young people s responses to and interest in
services related to music/entertainment, weddings, and women's cosmetics. The
team also examines how young people s consumer behavior is shaped by the people
accompanying them. Finally, the team aims to define the factors that predict the choices

of digital natives and others in an Internet of Things-dominated society.

While ambitious in design, each study has just started and remains in the
preliminary stages. As they take the project forward, each member should give further
consideration to matters such as theme, methods, literature review, and hypotheses.

The team should further analyze the context and the essential factors that explain
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why services fail to capture the interest of young people as hoped. The various facets of
each issue should be explored from both a company and young people s perspectives.
Such research will help reveal correlations between services and many different sub-

groups of consumers, not only young people.
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