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Foreword 

This manual, Relating Consumer, Descriptive, and Laboratory Data to Better Understand 
Consumer Responses, was approved by Committee E-18 on Sensory-Evaluation of Materials 
and Products and developed by Task Group E. 18.08.05. The editor was Alejandra M. Mufioz, 
Sensory Spectrum, Inc., 24 Washington Avenue, Chatham, NJ 07928. 
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Preface 

This publication covers the techniques and applications of consumer data relationships and 
was developed by members of Task Group E.18.08.05, which is part of the ASTM Committee 
E-18 on Sensory Evaluation. The manual is intended for sensory and market research profession­
als responsible for consumer testing and the interpretation of consumer data. 

This document illustrates how consumer data can be further explored and interpreted through 
data relationships, that is, how other relevant product (e.g., descriptive, instrumental data) or 
consumer information (e.g., demographic, employee consumer data) may be related to consumer 
test data to more fully understand and interpret consumer responses. The scope of the task 
group was to develop a practical document that discusses the importance, the requirements, 
the techniques, and the applications of relating consumer data to other product or consumer 
information. 

Chapter 1 presents a discussion of the importance, the types, and the applications of consumer 
data relationships and presents an overview of the sensory projects in which data relationships 
are useful. 

Chapter 2 describes the requirements needed to complete these projects, which are samples, 
sensory and analytical methodology, and data entry/analysis capabilities. 

Chapter 3 covers issues related to the validity of data relationships, and Chapter 4 presents 
the statistical techniques used for data relationships. 

The methodology described in the first four chapters is illustrated through various case 
studies in Chapters 5-8. These case studies present the most common and important projects/ 
cases in which consumer data are analyzed, fully interpreted, and sometimes predicted through 
analytical/laboratory or other consumer information (e.g., descriptive/attribute, instrumental, 
consumer/market factors, and employee consumer data). 

Special acknowledgment is given to B. Thomas Carr, who provided advice on the statistical 
methodology used in this manual, and to Morten Meilgaard for his review comments. An 
appreciation is extended to Judy Heylmun, Doris Aldridge, and Mary Jenkins for the data sets 
provided and used in some of the case studies. 

Alejandra Munoz 
Sensory Spectrum, 

Chatham, NJ; editor 






