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INTRODUCTION/BACKGROUND OBJECTIVES

CPG companies conduct preference mapping to monitor competitors, guide product improvement, and identify innovation How do consumers talk about texture in the chocolate chip cookie category? How can that language be leveraged to build a more robust research

opportunities. In addition, learning from this research provides recommendations for quality and cost optimization. While original design?

research encompassed all product attributes — appearance, flavor, and texture — this paper highlights only texture.  Which sensory attributes drive consumer liking of chocolate chip cookie texture?
 How can multivariate methods integrate to provide clear guidance in optimizing product formula for cost reduction, quality improvement?

PCA Relationship Between Relationship of Texture to Liking Consumer Liking Surface Response Plot
_ _ . _ Texture and Cookie Products Multiple Factor Analysis from PrefMFA
Multi-phase Approach For Drivers of Liking Research - r 1 .
- ‘ - {92 Chips
Grz_ilny Hardness Feeling Feeli 100%
' % Phase | Qualitative Focus Group Interviews | ! B residue I I s Grainy seSTdue  HardnesSwg (I)r;?mexity
| < Series of 4 focus groups conducted to identify potential | _ : F Crystalline ' Crystalline
product drivers and understand consumer terminology for | Chip Size " T B 80%
product category | - T, | e
- Gained additional insight on usage, purchase behaviors, —~ NNy o % S
motivations, and attitudes for the category ) | KUE = Nl 2ot % | 60% T
3 2| Fracturanility " __#Chews 2 | Fradturability %ﬁgs; £E ‘NE“
. . . . = = i = ‘/;//u §\52\§= = 9
Phase Il Descriptive Analysis Mapping . ﬁens'“ = A N s —
> Cohesive NN N, .
 Highly trained sensory panel profiled 20 competitive samples - g E g _ PR RN englty
resulting in a PCA map of product space. f p Tooth Stick 71RO Fohesive
* Revealed the most differentiated products based on unique _ N Tgoth Stick 20%
sensory characteristics that divide the product category Moistness
Moistness
Intensity Liking 0%
L .

Cohesive

F1 (50%) Dim 1 (28%) Dim 1 (28%)

(Texture = 47% and Liking = 30%)

The density of consumer liking is shown above.
Products that plot in the cold area (blue gradients) are
accepted by a low proportion of consumers while
products projected in the hot area (red gradients) are
accepted by a high proportion of consumers. In this
plot, His shown to be acceptable to only 20-30% of

L consumers while J is liked by over 80%.

The MFA variables representation highlights the
relationship between consumers’ liking and the
texture of the cookies. Most of the consumers prefer
cookies that are chewier (higher number of chews),
dense and cohesive with complexity in the cookie.
Few consumers appreciate the dry, brittle,

L fracturable products that leave a grainy residue.

Texture This PCA shows that cookies are
differentiated on high fracturability to greater
cohesive structure where H is more
facturable and O is more dense and cohesive.

Consumer Ideal Cookie Means o el As products move toward the top of the plot
they become harder and more complex.

Liking

4

Overall

1 2 3 4 5 6 7

Lol BK;W: S e 0000 T cave a grany resicue. .
u @ Shiny sd=14 _ - . . . : o
No Chips @® | Chips sd=15 ' . | Cookie Texture Attribute Relationship to Liking (ehee | |2 eieye) ©o ke [ s U
o Moistness Complexity .
small Chips ® Large Chips sd =20 Adj.R? = 0.41 ] [ Adj R2=0.50 | Hrrdnesr CONCLUSIONS
. = U. 00 - . = V. . . . .
Milk Choc. Dark Choc. sa=18 ” P-value = 0.02 P-value = 0,01 Grainy 1% Eracturability Statistical techniques employed include
Mild .L Intense sa= 18 S PCA, Bayesian modeling, and
Nuts @ No NUtS sd =12 Tooth Stick Cohesive Preference Mapping with Multiple Factor
Small @ Big sa=21 Analysis (PrefMFA). The multivariate
i ® | |Thicksi-1o Chips Feeling Density results coupled with consumers’ ideal
Crispy @ Chewy sd =19 | | product plot and qualitative learning tell
Hard Soft sa=15 —— ] Sl Hoistness a rich story. This multifaceted research
T c o
2080 e 0 2% complexity Complexity allowed the research team to optimize
In the CLT _ .
anstkeil Ct:o in?:ltilég{é (t:r?gisrl{‘rirclleerasl”wceorskie - The Bayesian network between the research elements is " Moistness and degree of complexity of the cookies the texture of the product (as well as
. . . icted in this Ch Liu di It sh h - - i i
by selecting the appropriate categories e e e e are significant drivers of liking. For these attributes, The Ideal Product based on the models built other attributes) which has led to
between the dichotomous anchors. e | - : the quadratic fit shows that as moisture and between liking and texture profiling indicates Improved products and an ability to
| descriptive analysis of texture. This analysis allowed for ool Ineresse, 1K (ereases, horeyeEr, & that products should be complex in structure
he relationshi h | f h ’ ’ ’ - o iki i
:oebreeliar:LOerc]iS C;E]Sir?eei\;veeeer;rfeecISoesVeGirgntgPeer;ls'eontriisegged certain levels liking begins to decrease with the UL B EETElE IR ess, 8 GRS COes)us match liking of market leaders with
' | g increase in intensity. i @ty B & gl Smeui @ Sallps ieeling, - decreased cost formulas.

| to the trunk, the stronger the relationship it has to liking. ,




	Slide Number 1

