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• product development and consumers
�understand characteristics important to the consumers

�consumers are the ultimate deciders of marketplace success

�help to improve the actual products

• developing an ideal product for a target consumer is critical 
�estimated through statistical methods:

– PrefMap (external preference mapping) or Unfolding

�measured during the data collection: 
– JAR or Ideal Profile method
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introduction



• the Ideal Profile Method (IPM)
�as opposed to JAR, consumers rate their ideal explicitly 

�every time they are asked to rate the perceived intensity of an attribute, they are also 
asked to rate the intensity of that attribute, if it was ideal

�P actual products tested will yield P ideal products per consumer

• comparison of the information from different methods (van Trijp et al., 2007)
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measurement of the ideal

PrefMap JAR IPM

Liking measured measured measured

Attribute perception measured N.A. measured

Attribute ideal point calculated N.A. measured

Attribute deviation calculated measured calculated
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measurement of the ideal
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Before using the Ideal Profile data to improve the actual product, 

we need to validate this type of data!
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the Ideal Profile data
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the Ideal Profile data



• 12 + 2 luxurious women perfumes

• 103 Dutch consumers, who are users of the products

• 21 attributes rated on an unstructured 100-point scale
�both the perceived and ideal intensities have been described every time

• description of the overall liking on a structured 9-point scale

• the products were tested during two one-hour sessions 
�7 products being evaluated in each session
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dataset used for illustration
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the Ideal Profile data



• what is a “potential ideal”?
� if, for a given consumer, we can create exactly his ideal, he should appreciate it 

more than the actual products
� in other words, the ideal product described should have a stronger “liking power”

than the actual products

• how can we measure it?
� for each consumer, an individual model expressing his liking in function of the 

perceived intensities is estimated (PLS regression)
�we apply the ideal descriptions to the individual model 

�we estimate the liking of the ideal product for each consumer
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potential ideals



1210013

potential ideals
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potential ideals (globally)

actual product ideal product
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potential ideals (individually)

high estimation

potential ideals

low estimation

not potentially ideals

low R²: 

model doesn’t fit the data



• the consistency in terms of “potential in liking” of the ideal descriptions 
is globally good
� the distribution of the ideal estimations is on the high part of the liking scale

� for the majority of the consumers, the (relative to hedonic scores) estimations are 
positive and high

• still, for some consumers, it is not the case:
� the model doesn’t fit the data (low R²) � no conclusions about the ideal description 

can be drawn

� the model fits the data (high R²) � the ideal description doesn’t coincide with ideal 
product
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potential ideals
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the Ideal Profile data



• what is consistency?
�consumers, who preferred the products they perceived as sweeter, should described 

their ideals as rather sweet
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consistency of the data
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consistency of the data

J consumers

A attributes

Ideal Profile
(Active)

P actual 
products

Sensory Profile
(Illustrative)

P actual products

Hedonic
(Illustrative)

• how to check for consistency?
� the ideal is making the link between sensory and hedonic
� investigate the relationship between hedonic data and sensory profile, within the 

consumers/ideal product space
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consistency of the data

J consumers

A attributes

Ideal Profile
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consistency of the data

less intense on all 
attributes

more intense on all 
attributes

more fresh/fruity

more oriental notes
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consistency of the data
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consistency of the data
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consistency of the data

J consumers

A attributes

Ideal Profile
(Active)

P actual 
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Sensory Profile
(Illustrative)

the actual product p is considered as a particular 
consumer who would have the product p as ideal
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consistency of the data
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consistency of the data
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consistency of the data
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• the strong link between the configurations, and especially between the 
sensory profiles and the liking within the ideal space, shows that the 
data are consistent
�when a consumer has an ideal close to an actual product, he also tells that he 

appreciates this actual product more than the others
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consistency of the data



• Ideal Profiles can be a difficult task for consumers, but still:
� the majority of them is able to describe their ideals

� the ideal descriptions coincide with ideal products (the ideal descriptions are 
potentially ideals)

� the ideals are consistent with other descriptions (sensory and liking) of the products

• all these statements validate the description of ideals by consumers
�with the advantage that, for each consumer, each product and each attribute, the 

exact difference between the perceived and the ideal intensities is known

• and ideal descriptions can help improving the actual products
�Worch et al. (2010a) compared two methodologies on how to use these data in order 

to improve the products

�van Trijp et al. (2007) showed that ideals from PrefMap, JAR and IPM would give the 
same improvement advices
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general conclusions
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