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Figure 3. Principal Coordinates Analysis maps between all 13 terms
Table 1. List of descriptors/beliefs used for the check-all- from the CATA question and hedonic data (Overall Liking and Color REferenceS
that-apply question Liking) for all 30 samples. Only the results from the first two
dimensions (F1 and F2) are shown. A significance level a=0.05 was
used.
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