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° Research and insight
° Market to consumer to product
°© Sensory evaluation and Consumer research

© B2B and desk research

© Soft and alcoholic drinks, sweeteners, ingredients,
flavours, fragrances, meat, baked goods, snacks,
personal care, home care, pet food, fruit and vegetables



Setting the Scene -

Valid sensory and consumer testing focused on products usually
requires some thought and planning about context.

Place, time, ambience, meal setting, social situation, personal
mood, etc. can all be important.

How are methods being developed and adapted to refer to or
recreate real -life contexts while still retaining their reliability?



The reliability/validity trade - - -off

Controlled in -lab testing Realistic context testing

Increase

Reduce bias and increase validity/relevance by
reliability by controlling the making scenario as

test and reducing realistic as possible
extraneous variables but but this introduces

testing scenario is many uncontrollable
unrealistic factors and the

potential for bias
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controlled-testing «

° Sensory booths
° Preparation area
° Lighting, temperature, sound and air pressure control

° Representative sampling

° Protocols and procedures for preparation, serving and
evaluation



Why: IS context important?. -

° Which of these flavours do you like the best?

Coffee

Beef

Chocolate




In context testing - o key facto
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context o new directions




Tools and design for context




Options for creating the context

° Evoked context and more realistic volume/timing
° Virtual contexts/immersive technologies
“oBi g Brothero and experi ment al
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Evoked context -
Excited? ‘

°Controlled testing but €
° Pre-written situation or consumers create/describe own
situation

° Time of day, meal, In -use situation, Environment or Need
State

° Nofima research has shown that evoking context can
lead consumers to focus on different sensory properties
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More realistic portions:and; -

Usage behaviours

© Larger sample sizes for profiling or testing acceptance
° Repeated profiles throughout consumption process

° Repeat evaluations over usage life/repeat exposures
° Time intensity and Temporal dominance of sensations
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Options for creating the context

° Evoked context and more realistic volume/timing
° Virtual contexts/immersive technologies

“oBi g Brothero and experi ment al
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\Virtual contexts and immersive. . -

*
oagye r f"nn:\s
| N O/ l \ RN

° Virtual reality headsets

° Created environments using augmented
reality/projected images/sensory stimulus

° All the senses?
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Virtual Reality Odour Testing -

o https://www.youtube.com/watch?v=8PleFV -mIMO

- pl o) 0:39/2:00



https://www.youtube.com/watch?v=8P1eFV-mlM0

Having a ‘drink i n a-baro:-

cexplore the effects of context on drink choice - -

©® 0To generate cont ext dike énvilredmentsbdsesd, t wo
on the idea of ohaving a drink in a
wood furniture and one with blue furniture. In both immersive bars,
clips with visual and music stimuli were projected on a wall to
change the overall warmth of the amb

Sester et al, 2013
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