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PERCEPTION OF TASTE
•Taste = Gustation ?

•Gustation = Five basic tastes

Sweet
UMAMI
Salty
Sour
Bitter

Hedonic

Disgusting

Energy source (Sugars) 

Materials for body (Amino Acids)

Materials for body (Minerals)

Rotten or immature foods

Toxic substances (nerve/brain)

Dehydration



PERCEPTION OF TASTE

• Pinch your nose and taste the juice NO taste

TASTING IS SMELLING!

SYNESTHESIA



PERCEPTION OF TASTE

•Olfaction and 
gustation are 
converged in the 
primary taste 
cortex.

de Araujo et al., European
 Journal of Neuroscience, 

18, 2059-2068, 2003



physiological

safety

love/belonging

esteem

instinct

knowledge, experience

Belief, finickiness self-actualization

PALATABILITY OF FOODS
vision, audition

olfaction, gustation

hunger, thirsty, balance
sweet, UMAMI, salt

familiarity 
(conditioned taste aversion)

(bitter, sour)

eating with others (eating alone)
food culture, nostalgia

coffee, alcohol, brand, social meaning

You are what you eat.
Quality of Life

坂井信之（2013）消費者はどのようにしておいしさを感じているのか？ソフト・ドリンク技術資料, 170，173−186.



Third-term of 
Pregnancy

Period of 
Lactation

CW Carrot Juice Water
WC Water Carrot Juice
WW Water Water

Consumed carrot cereal by 
the child at 6 month age

CW WC WW

PALATABILITY OF FOODS

Mennella et al. (2001) Pediatrics, 107, e88-e93.

Motivation for safety.

Neophobia



BRANDS AND PALATABILITY

坂井・今田（2012）日本応用心理学会第79回大会



Palatability
30% UP!

坂井・今田（2012）日本応用心理学会第79回大会



EFFECT OF BRANDS

坂井・今田（2012）日本応用心理学会第79回大会
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坂井・今田（2012）日本応用心理学会第79回大会

BRANDS AND PALATABILITY



SEMANTIC DIFFERENTIAL 
FOR SHOPS AND BEVERAGES

Liking Familiarity High-quality Profundity Natural

correlation 
coefficient 0.231 0.070 0.43 0.189 0.237

Boisterousness Gay New Active Fashion-
conscious Warm

0.068 0.263 0.294 0.247 0.461 0.208

r = 0.40

Palatability (VAS)
r = 0.37

坂井・今田（2012）日本応用心理学会第79回大会



FICTITIOUS BRAND

坂井・今田（2012）日本応用心理学会第79回大会



LIKING FOR FICTITIOUS 
BRAND
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坂井・今田（2012）日本応用心理学会第79回大会



ESTEEM AND PALATABILITY

Brands

Beverages Palatable ! Like, consume

Fashion-conscious

EXPECTATION

坂井・今田（2012）日本応用心理学会第79回大会



SOMATIC MARKER

FOODS

exciting  and  
pleasure

tasty!

Damasio, A. (1996) Philosophical Transactions: Biological Sciences, 351, 1413-1420

Autonomic 
Nervous 
System

Central 
Nervous 
System



GROUP PRESSURE AND 
PALATABILITY OF FOODS
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Conversation with 4 influencers



OTHER RESEARCHES ON 
EATING BEHAVIOR

•Brain and human eating behavior.

•Classical conditionings in human and/or animal.

• Food selection and energy regulation.

• Emotional eating and easing stress.

•Obesity and motivation to eat.

•Anorexia and Bulimia Nervosa.



CONCLUSION

•Understanding eating behavior leads us to 
understand the human behavior itself.

•To Understand human eating behavior, we need 
multidisciplinary approach including almost all 
fields of psychology.

•Our knowledge about eating behavior is useful to 
improve not only people’s Quality of Life (QOL) 
but also industries and cultures.


