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The data

V period: 20057 2010
V 457 different projects using the same format (IPM)
»262 projects blind and 195 prOJects branded
»2-30 products per project (3290 different products in total)
>wide range of products (dairy, meats, drinks, candy, coffee, pastry, etc.)

V' 7590 different consumers
»>target consumers (50-150 per prOJect)
»recruited from the OP&P Consumer database
»participation restricted to 15 projects per consumer per year
»maximum-number of projects in these six years 72

V interest is in the consumer, not in the products
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Basic numbers

U total number of individual liking ratings - 265.611

(i total number of individual buying ratings |1 u88 155
U gender split: j : 01 s
» 4956 females

» 2634 males : | _ : o aée(n=7590)
! ! . ! 2500
U age distribution (number; of péople): _: ' g'.: 2000
» 6-14year 240 | : 2
» 15-24year 1993 o ' 1200
» 25-35year 2173 - '
o X 1000
» 36-45 year o 1095 _
» 46-55 year 1098 i __ m 5| s —
» 56-65year .. 723 : =
» 66-75year | 268 . oo oe| O ‘ w |
1 201 - 1 ! 1 6-14 15-24 25-35 36-45 46-55 56-65 66-75
: : ! 4 : year year year Yyear Yyear year year
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Basic numbers, continued

\/ average # of Irkrng ratrngs per consumer 35 ( 5 prorects on average)
\ average # of liking ratrngs per project 581 =
\/ average # products per project 7, 2 (median 6)

V1691 consumers wrth 50 or more ratings, 636 consumers wrth 100 or more
ratings, 97 consumers wrth 200 or more ratrngs o

Frequency * user
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The scales

A nine point hedonic

: : : : Wilt u een totaaloordeel over dit product geven?
A5-point buying intention 2 o e
i) erg vies
. . . . ) vies
Tl Jlaus A0V S pd) 2 Sl 524 51 1 @ enigszins vies
ST © noch vies, noch lekker Intention d'achat
- | iy © enigszins lekker () je machéterai certainement pas
- e 5wl ) lekker (0 je n'achéterai probablement pas
= SR PR @ erg lekker O je ne sais pas
wn Y aml Y " heel erg lekker () fachéterai probablement
) S e (O Jachéterai certainement
0 b Jo2 4l
) 15 anl
(0 adlall asad Now thinking about this product overall, please indicate how much you like this product.

i) dislike extremely
01 dislike very much

0 dislike moderately ;Comprarias este producto?

i) dislike slightly (O sequro que no lo compraria

i neither like, nor dislike (O probablemente no lo compraria
i@ like slightly Oino lo sé

© like moderately O probablemente si que lo compraria

(0 like very much (O seguro que lo compraria

0 like extremely
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U distribution of individual ratings
and effect of gender, age & branding
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Distributions

A 265611 liking ratings and 239195 buying ratings

A both liking and buying intention are negatively skewed

A average liking is 6,33 and average buying intention 3,28

A top3box liking (rating 7, 8 or 9) 53%, only 14% of the ratings is < 5 (5=neither/nor)
A positive buying intent (probably/certainly buy) 51%
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Liking and buying intention by project (n=403)

Ain 403 projects both liking (X-axis) 45
and buying (Y-axis) have been asked y = 0,6806x - 1,0396

r=089
A there is a linear relationship between

liking and buying with only a few
outliers

U 5144 Dairy products
U 5024 French Brie
U 8176 Chewing gum

SHO

A the correlation coefficient between the
239195 individual ratings is 0,84

25

Ain general, liking and buying intention

show identical information 2
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Effect of gender

A there is no difference in average liking, both males and females have an average of 6,33
A however, there is a systematic

difference in the distributions Emales mfemales

A females have a slightly less-peaked 40
distribution than males, they show .
a broader range (Mann -Whitney U
test, Z=-3,84 p <0,00) 30
25
20
g 15
§ 10
5
0 -
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Effect of age

A there are five different age groups: from 7-15, 16-30, 30-40, 40-50 and 50+ years old

A the youngest consumers (—ilil—) clearly
differ from the adults, they give much more
extremel yo

A the different adult groups show less variability
but the do differ significantly from each other

A the 16-30 years old give the lowest ratings
and the 40-50 years old the highest

ol i ke

7-15
adults
16-30
30-40
40-50
50+

mean rating
6,55

6,25
6,35
6,38
6,35

Std.
Deviation
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1,65
1,55
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Effect of branding

A branding has a significant and positive effect on liking: an increase from 6,25
t0 6,45

6,50
A again, there is an effect of gender:

females show a larger brand-effect than | ¢4s5 M 54 645 averageliking
males Xk branded

6,40

6,35

6,30

@ 52 average liking
6,25 @ 525 blind
@
6,20
Females Males Total
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U variability in liking over time
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Average liking rating by project between 2005-2010

A the figure shows the average ratings for 457 projects in historical order between 2005-2010
A there is considerable variation between projects (ranging from 5,0 to 7,5)
A there is a slight increase over the years (2% increase from 6,28 to 6,40)

Average liking rating by project (2005-2010, n=457)
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Average ratings by year (over subjects & products)

A there is also considerable variation from year to year
A 2006 has the lowest average and 2009 the highest

A the main question is whether products improve over time or consumers change their
response behaviour

m averaged liking by project and year (all data)
6,50

6,45

6,40

6,30 -

6,20 -

6,10

6,00 -

2005 2006 2007 2008 2009 2010
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Uindividual response patterns
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Frequency distributions of individual consumers

A 1691 consumers have 50 ratings or more
A for each of these consumers, the

1 i ale - 1 ale 0 N

frequency distribution has been biect 441 0.0 .. 0 . 0 . 6 .14 32 38 | 10

calet T 59 6 2 | 6 14 2 18 28 12

A to find patterns, this table has been !--.-.-—mmm

analyzed by correspondence and R B e B e e

cluster analysis 0 4 4 14 12 22 30 | 14

|

Frequency * user

1 1001 2001 3001 4001 5001 6001 7001
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Analysis results (1691 consumers, n >= 50)

A correspondence analysis of the frequency data shows a horse shoe shape (the Guttman
effect)

A the middle ratings are in the centre and the extremes are in the two legs
A the ratings are ordered from 1 to 9 along the curve
A cluster analysis on these data shows 3 clusters

114
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Characterization of the clusters

A cluster 1 (546 consumers or 32%) has the lowest W Cluster3, 33124 ratings, 308 consumers,
. 4 — vg liking 7,13
ratings with an average liking of 5,67 (left leg) 0 e
40
A cluster 2 (n=837 or 49%) is intermediate with an "
average liking of 6,57 (centre) 20
A cluster 3 (=308 or 18%) has the highest ratings N
with an average liking of 7,13 (right leg) 1 2 3 4 5 6 1 8 3
% Cluster2, 85927 ratings, 837 consumers,
50 avg liking 6,57
A who are they? 40 3%
mfemales ®males 30
70 20
® 1,00 avg 25 = 2,00 avg 35 ®3,00 avg 46 m4,00 avg 58 i
g 50 - 0 -
2 L, 0 1 2 3 4 5 6 7 8 9
% 1 % Cluster1, 61413 ratings, 546 consumers,
§ 20 50 avg liking 5,67
low intermediate high 10 -
ol 40
low intermediate high 30 7 7
A cluster 3 has more females and cluster 2 more males fg
A clusters 1 and 2 have more young adults o L
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Examples of individual distributions

A 97 consumers have 200 ratings or more

A for each of these consumers, the frequency distribution has been plotted

A the next slides shows examples of the individual distributions for individuals from
cluster 1,2 and 3

Frequency * user

1 1001 2001 3001 4001 5001 6001 7001
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Some individual distributions, cluster 1
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Some individual distributions, cluster 2

9th Pangborn

y y im
) a8 Sem:zm i .
The Sheraton Centra Toronto Hotal, Toronto, Canada

23



........................................................... PRODUCT
RESEARCH

Some individual distributions, cluster 3
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U effects of exposure on
response behaviour
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Defining exposure

A the frequency of participation of individuals varies number of projects by individuals
from 1 to 72 projects 3000

A the majority participated in 1-5 projects zzzz

A 726 consumers participated in 20 or more projects | o

1000 -

500 -

0

40to 72
projects

10to19 \ 20to 39

3to5

1o0r2 6to9

projects

1st 2nd 3rd X X X 20th

A for each of these 726 consumers, the first 20 projects SSO01 " fiinG At
are taken and for each project the mean liking rating 22882 standard
and standard deviation is computed (in each project 6 JUSRg deviation
products have been rated on average) SS005
A the distributions of individual means and standard - P
deviations by project are shown on the next slides iiz
SS726
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Effect of exposure on the mean liking ratings

A the distributions of the mean liking ratings
for the first 20 projects of the 726
consumers show very similar shapes over
time

A there is a slight increase in the average
liking over time (around 2-3%)
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