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______________________  WHY ATTEND? ___________________

________________  WHO SHOULD ATTEND? ______________

● Taught by respected leaders in product and concept testing, these courses will 
	 help	you	make	more	efficient,	informed	and	profitable	decisions.
● Course content has evolved continually over the past two decades so that   
	 the	most	recent	advances	in	testing	methods	and	models	can	be	presented.	
● By attending these courses, you will learn novel approaches to product and 
	 market	research	that	you	can	easily	apply	to	your	own	professional	challenges.

This course has been developed for technical and supervisory personnel in  
sensory evaluation, market research, product development, quality assurance,  

and general management within consumer product companies.
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____________________ WHAT YOU WILL LEARN _________________________

MARCH 26, 27 & 28, 2012

A Powerful Framework for Sensory Product Testing

MONDAY (MARCH 26, 8am - 4pm) 
Topics  ______________________________

	s Difference testing methods: m-AFC, triangle, duo-trio

	s Discussion of a theory underlying all sensory 
  evaluation methods

	s Estimating a measure of sensory difference, dꞌ and
  its variance from discrimination tests

	s Proportion of discriminators in the population

	s The method of tetrads

	s Same-different and degree of difference methods
Cases  ______________________________
 s Product differences using m-AFC tests

	s Ingredient supplier change:  Texture using 2-AFC,
  duo-trio, and triangle; The issue of power

	s 2-AFC and 2-AC on carbonated water

TUESDAY (MARCH 27, 8am - 4pm) 
Topics ____________________________
	s Power and sample sizes for discrimination methods

	s Risk management in product testing

	s Setting action standards

	s Replicated testing: How to increase power and
  reduce costs using the beta-binomial model

	s New model for replicated same-different

	s Torgerson’s method of triads: Simultaneous 
  comparison of more than two products
Cases  ____________________________

	s Replicated testing using fragrance preferences

	s Action standards for product improvement and 
  cost reduction

	s Multiple comparisons of cookies manufactured
  using different processes and formulations

WEDNESDAY (MARCH 28, 8am - 4pm)

Topics  ______________________________
 s Advanced concepts and applications: Retasting,
  memory and sequence effects

	s Measuring the effect of training

	s How to get dꞌ values from intensity ratings and 
  ranking data

	s Disposition of no difference/preference votes
Cases  ______________________________

	s Memory and sequence effects in tests involving
  orange and apple beverages

	s Improving discrimination by allowing retasting:
  A case study using a sports beverage

	s Relating trained panel and consumer sensitivities
  using vanilla ice cream

	s Generating a dose response relationship using
  ranking and rating

	s Ingredient change: Getting dꞌ values from
  descriptive analysis

● Relate difference testing results to harmonize 
 historical data and resolve apparent paradoxes  
 across methodologies
●	Use	the	latest	theories	to	treat	specific	categorical	
 responses, such as those obtained from preference/ 
 difference tests with a ‘no preference/difference’  
 option

● Select the most suitable and powerful discrimination 
 methodology based on the objectives of your project,  
 thus saving time, expense and human resources
● Develop standards to detect when sensory differences 
 and ratings exceed a consumer-relevant acceptability  
 threshold, allowing you to connect results of internal  
 panel testing to consumer response 
● Assess and manage risks in product testing decisions

In this course you will achieve a deeper understanding of commonly used discrimination and rating methods  
by	learning	a	common	framework	in	which	to	interpret	results	across	methodologies.	In	particular,	you	will	 
learn how to:



____________________ WHAT YOU WILL LEARN _________________________

During two decades of teaching short courses in Sensory 
and Consumer Science we have gained an appreciation for 
engaging our audiences so that technical material can be 
absorbed	easily	for	effective	future	use.	Rather	than	relying	on	
the standard but often ineffective theory-application approach,  
we instead interweave an unfolding story with the theoretical 
and applied material to provide our participants with a sense 
of discovery and relevance regarding the various tools they 
encounter.	This	dual	teaching	approach	has	shown	itself	to	be	
extremely effective at providing participants with a thorough 
and	long-lasting	understanding	of	the	course	material.

HANDS-ON ANALYSIS
Throughout the week, you will use the  
IFPrograms™ software to perform the 
analyses	 demonstrated	 in	 the	 course.	 

You will be introduced to its capa- 
bilities and, upon completion of 
the course, you will receive a 
complimentary trial version  

(valued at $625)	accessible	through	the	internet.
For a detailed listing of the capabilities of IFPrograms, 
please visit at www.ifpress.com/software.

_______________________  HOW THE COURSES ARE TAUGHT ________________________

● Learn how to use advanced panel monitoring tech-
 niques to know your panelists better and to improve  
 measurement accuracy by taking into account  
 individual performance variability
● Become familiar with novel applications of descriptive 
 analysis to quality control and to product selection for  
 category appraisal projects

● Understand the techniques traditionally used for 
 descriptive analysis and identify their relative  
 strengths and weaknesses
● Go beyond traditional techniques to improve 
 panel training using learnings from cognitive  
	 science	and	related	fields,	including	category	 
 learning and feedback administration 

THURSDAY (MARCH 29, 8am - 4pm)

Topics _____________________________  
	s Why use descriptive analysis?

	s Review of current descriptive analysis methodologies

	s Panel training as category learning

	s The importance of feedback in panel training

	s Existing and novel approaches to panel monitoring
Cases  _____________________________

	s Modeling training effects using ice cream samples

	s Visual demonstrations of the effectiveness of feedback

	s Representing descriptive profiling results using
   Landscape Segmentation Analysis® (LSA)

	s Using descriptive analysis to guide product selection
    for a category appraisal of premium frozen  
   cookie dough

FRIDAY (MARCH 30, 8am - noon)

Topics  _____________________________

	s Determining imprecision and bias in descriptive panels 
   using Trellis graphics

	s Tracking differences in panelist performance

	s Quantifying differences between panelists without 
   replication: Is it possible?

	s Measuring panelist variability to improve quality of 
	 		 profiling:	Towards	a	Bayesian	approach
Cases  _____________________________

	s Application of Trellis graphics to carbonated beverages

	s Special application of quality control to descriptive 
   analysis

	s Identifying poor performing panelists in a fragrance 
   related product category

In	 this	course	you	will	 learn	new	product	profiling	 techniques	 through	an	 in-depth	exploration	of	descriptive	panel	
methodologies.	Specifically,	you	will	connect	a	substantial	body	of	research	from	the	fields	of	cognitive	psychology	and	
cognitive	neuroscience	to	the	field	of	descriptive	analysis	and	panel	training.		During	this	course	you	will:

MARCH 29 & 30, 2012

Descriptive Analysis and Panel Training
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LIMITED ENROLLMENT: Enrollment is limited to ensure 
individual	attention,	so	early	registration	is	recommended.	You	
may	hold	your	place	by	calling	(804)	675-2980.	

LOCATION: Our 2012 Spring 
courses  wil l  be held at  the 
Williamsburg Lodge, located next 
to Colonial Williamsburg’s historic 
district, where hundreds of build-
ings spanning more than 300 acres  
have	been	authentically	restored.

HOTEL RESERVATIONS: 
Participants must make their own 
hotel reservations; the cost of hotel 
accommodation is not included 
in	 the	 course	 fee.	 	Attendees	 are	 eligible	 for	 a	 special	 
room	 rate	 of	 $179	 per	 night.	To	make	 a	 reservation,	 call	
1-800-261-9530 and mention The Institute for Perception.	
Visit www.colonialwilliamsburg.com for information about 
Colonial	Williamsburg.

COURSE FEE & ONLINE REGISTRATION: Course 
fee includes all course materials, a copy of our latest book, 
“Short Stories in Sensory and Consumer Science”, a trial 
version of IFPrograms,™ plus continental breakfast, break 
refreshments,	lunches,	and	a	group	dinner	per	course.
Register for courses online at www.ifpress.com/shortcourses 
or	call	804-675-2980	for	more	information.	

A Powerful Framework for Sensory Product Testing
 March 26, 27 & 28, 2012 (3 days)	................$1,350*
Descriptive Analysis and Panel Training
 March 29 & 30, 2012	(1.5	days)	......................$850*_______________________________________________
* A 50% discount will be applied to each additional registration from
 the same company, for the same course
* Academic discount available on request

CANCELLATION POLICY: Registrants who have not 
cancelled two working days prior to the course will be charged 
the	entire	fee.	Substitutions	are	allowed	for	any	reason.

Dr. Daniel M. Ennis is	the	President	of	The	Institute	for	Perception.	Danny	has	more	than	30	years	of	experience	
working	on	product	testing	theory	and	applications	for	consumer	products.	He	has	doctorates	in	both	Food	Science	and	
Mathematical Psychology and has published extensively on mathematical models for sensory discrimination, preferential 
choice,	identification,	similarity,	and	multidimensional	scaling.		Danny	has	also	published	molecular	models	for	taste	and	
smell	with	applications	to	sweet	taste	and	was	the	first	to	show	that	humans	possess	a	transducer	in	chemical	sensing.		Danny	
consults	widely	within	the	US	and	internationally.

Dr. Benoît Rousseau is	Senior	Vice	President	at	The	Institute	for	Perception.	Benoît	received	his	Food	Engineering	
degree	from	AgroParis	Tech	in	Paris,	France	and	holds	a	PhD	in	Sensory	Science	and	Psychophysics.	He	has	conducted	
extensive experimental research on probabilistic models and has published numerous journal articles as well as several 
book	chapters.		Benoît	regularly	consults	with	and	manages	projects	for	clients	in	Asia,	Latin	America,	Europe	and	the	US.	 
In	his	teaching,	Benoît	is	well	known	for	his	effective	and	user-friendly	approach	to	introducing	new	ideas.

Dr. John M. Ennis is	Vice	President	of	Research	Operations	at	The	Institute	for	Perception.	John	received	his	
PhD in Mathematics from the University of California at Santa Barbara and conducted post-doctoral studies in the UCSB 
Psychology	department.	An	active	researcher,	John	has	published	in	prominent	journals	in	Market	Research,	Statistics,	
Mathematics	and	Psychology	and	has	coauthored	a	book	chapter	on	Neuroanatomy.	The	current	chair	of	ASTM	E18.04,	
“Fundamentals	of	Sensory,”	John	has	a	strong	interest	in	the	widespread	adoption	of	best	practices	throughout	sensory	science.

To read papers and technical reports by your instructors, please visit www.ifpress.com/publications

Dr. Michael O’Mahony is Professor and Sensory Scientist in the Department of Food Science and Technol-
ogy,	University	of	California,	Davis,	California.		A	very	entertaining	and	informative	lecturer,	Mike	is	well	known	for	his	 
approach	to	communicating	new	concepts	to	broad	audiences.		He	has	published	over	100	journal	articles	in	Sensory	Science	
and is the author of Sensory Evaluation of Food: Statistical Methods and Procedures. He consults extensively with consumer 
products	companies	globally.		He	holds	a	PhD	in	Chemistry	and	Psychology	from	Bristol	University,	United	Kingdom

Frank Rossi is	Associate	Director,	Applied	Quantitative	Sciences,	Kraft	Foods	in	Glenview,	Illinois,	where	he	sup-
ports	product	development	efforts	for	Kraft’s	divisions	and	consults	internally	with	the	Operations,	Quality	and	Marketing	
Research	Organizations.		Frank	has	also	held	statistical	consulting	positions	with	General	Foods	Corporation	and	Campbell	
Soup	Company.		He	has	authored	publications	on	the	statistical	aspects	of	product	testing.		He	obtained	a	BS	in	Mathematics	
and	an	MA	in	Statistics	from	The	Pennsylvania	State	University.

Dr. F. Gregory Ashby is Professor and Chair of the Department of Psychology, University of California, Santa 
Barbara.	He	received	his	BS	in	Mathematics	and	Psychology	from	the	University	of	Puget	Sound	and	his	PhD	in	Cognitive/
Mathematical	Psychology	from	Purdue	University.		Greg	is	particularly	interested	in	understanding	how	people	categorize	
objects	and	events	in	their	environment,	and	in	developing	and	testing	neurobiologically	plausible	mathematical	models.	His	
research	combines	a	three-pronged	approach:	empirical	data	collection,	cognitive	neuroscience,	and	mathematical	modeling.

____________  INSTRUCTOR BIOGRAPHIES  ______________________________________________

____________  INVITED SPEAKERS  _________________________________________________________


