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This workshop is offered by the Sensometric Society (www.sensometric.org) and will discuss a variety of new methods to analyse sensory and consumer data. The workshop aims at raising the awareness of these recent advances and at showing applications where they have been used successfully. The speakers for this workshop include people with broad experience in sensory analysis both from academia and from industry. 
Among the recently developed sensory tools for consumers is the Ideal Profile Method (IPM) with its corresponding Ideal Profile Analysis. Next to collecting attribute scores on real products, data is also recorded for an imaginary ideal product. An introduction to the method is complemented by an illustrative example on home-made skin creams in which IPM was successfully used to develop and test 2 new formulations.

The complexity of sensory data can be overwhelming to the uninitiated, particularly when considering the nature of time-related testing (TI, TDS, TOS, etc.). Suggestions will be made on how to visualize data from temporal studies using animated scatterplots, in which raw data is overlayed with boxplots and bagplots. Time can be cycled automatically or manipulated directly to enable both overview and review, facilitating comparison of products.
With descriptive analysis, modelling using subjects as random effects requires a lot of manual steps. A freely available software package has been proposed recently which allows automated complex mixed modelling using relatively simple code. The power of this model in the analysis of sensory profile data and consumer preference data will be illustrated by a number of different data sets.
In consumer studies, equally well-liked products can differ either on the emotions they evoke in the consumer or in the “personality traits” that the consumer ascribes to the product. Emotions data typically include relatively large numbers of terms. A review of univariate and multivariate methods that are currently applied to emotions data will be provided and discussed relative to the research objective they address.

Workshop Organiser(s):

Michael Meyners, Procter & Gamble Service GmbH, Germany
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Workshop Presentations:

1)
From the formulation to the optimization of skin creams: A case study based on the Ideal Profile Method, Thierry Worch1, S. Lê2, P. Punter3, & J. Pagès2; 1QI Statistics, Reading, UK, 2Agrocampus-Ouest, Rennes, France, 3OP&P Product Research, Utrecht, The Netherlands

2) 
Visualizing temporal sensory data using animated scatterplots, boxplots, and bagplots, Alan Leonard, Michael Plater Findlay, John C. Castura, Compusense, Canada
3)
Automated Mixed ANOVA Modelling of sensory and consumer data, Per B. Brockhoff, Danish Technical University, Denmark
4)
Current Practices for the Analysis of Emotions Data, B. Thomas Carr, Carr Consulting, USA



