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Question which will be addressed

Which wines and hams are liked by consumer? —
Consumer preferences

Why are some wines and hams liked by
consumer?
Drivers of preference

What is the impact of labeling / packaging ?
Do all consumer like the same wine?

How much differ consumer from France, Spain
and Germany in their preference patterns?
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What is the structure in the
whole data set?

Principal Component Analysis

P O

28 sensory attributes 28 LOADINGS

PC1, PC2 ...

9 wines
9 SCORES
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3 Beaujolais wines

PCA of sensory data of 6 Dornfelder and

-PC218 % -->

Variables (PC1 and PC2: 79.69 %)
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strawberry
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pD37

9 wines

Beaujolais: sour, astringent,
strawberry — less colour, less fruity less astringent, less sour

Dornfelder: fruity, red colour, sipcy
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Do all consumers prefer the same
wine ?

Internal Preference Mapping

1.

2.

PCA using consumer preferences as a

variable

Clusteranalysis of the individual loadings to
group the consumers

194 consumers

PCA

9 SCORES

194 LOADINGS

PC1

, PC2 ...
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Preference mapping of 194 German consumers
tasting 6 Dornfelder and 3 Beaujolais wines

Variablen (Achsen F1 und F2: 41.72 %) Products (PC1 and PC: 41.72 %)
roducts an 4172 %
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-- PC1 (2550 %) --> --PC1 (25.50 %) -->
Not much clustering, some Main preferences for estate and co-op
preferences for Beaujolais and Dornfelders from vintage 2003
discounter Dornfelder 081
What sensory properties determine
consumer preferences ?
28+1
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External Preference Mapping relating consumer
preference to sensory properties (QDA)

Variables (PC1 and PC2: 79.69 %)

and paper
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Drivers of Preference: colour,fruitiness, sour cherry, sweetness,

body — not sour, not astringent
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Prefmap-Blind test-French data-WINE Variables (axes F1 et F2 : 78,62 %)
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Internal Pref Map of French and German
consumers
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Internal Pref Map of German consumers
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Drivers of preference: German consumer preferences correlated with
descriptive sensory data 1st factor > Dornfelder dimension
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Drivers of preference: German consumer preferences
correlated with descriptive sensory data 2nd factor
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Internal Pref Map of French consumers

PC210.73 %
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Drivers of preference: French consumers preferences correlated
with descriptive sensory data 1st factor
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Drivers of preference: French consumers preferences correlated
with descriptive sensory data 2nd factor
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Preference of German and French consumers

Interaction Plot
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Dornfelder are more preferred by Germans, equal liking and disliking for Beaujolais
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Conclusion Wine

* Drivers of preference for Dornfelder were colour, sour
cherry, fruitness, body and low sourness and astringency.

* Driver of preference for Beaujolais were body, astringency,
fruitiness and colour.

* Blind and identified presentation gave similiar results — thus
labeling and packaging were less important.

* In France preference for Beaujolais and Dornfelder are
equal, in Germany only a minority prefers Beaujolais.

* No meaningful clustering was possible.

* Typicality rating of experts and consumer preference were
in good congruence.
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Preference mapping of
French and Spanish hams
by French and Spanish

consumers
P T
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PCA of Spanish experts sensory evaluation

Variables (PC1 and PC2: 59.52 %) Products (PC1 and PC2: 59.52 %)
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Internal preference mapping of 7 Spanish and 3
French hams by 213 Spanish consumers
Preference Mapping Preference Mapping
25 25
) Spanist) ham direction ,
® Ribera delJ < ® Ribera del Jiloca -
b 15 Clase4
1 | Clase2
05 05 Alio Mijares il
z Carrefour g s ® DNT
o Reflects de Fran :&—vi 0 Granadul .
232 7 %Lz ® Lazo
0.5 ‘ Zuﬁ’h" 05
-1 -1
Rq((‘nvu(lcrc ® Cduderc -
s 0 \ e - lase
“ French w ! :
2 ham @ Thoumieux 2 ® Thoumjfieux
, direction ,
25 -2 -5 -1 0.5 0 05 1 L5 2 25 i 5-25 2 -15 -1 0.5 0 0.5 1 L5 2 2.5
- eje F1--> - eje F1->
blind presentation Clustering of consumers
296

148



Internal preference mapping of 7 Spanish and 3
French hams by 213 Spanish consumers

Preference Mapping

Preference Mapping
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Sensory evalutation of French and Spanish hams by

French experts

Variables (PC1 and PC2 : 63,97 %)
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Preference map of French and Spanish hams

by French consumers

Variables (PC1 and PC2 : 63,97 %)
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Only few French consumers prefer
Iberian style hams
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Internal Pref Map of French and

Spanish consumers

0.5+
0.4+
0.3+
0.2F
0.1F

0r

PC2:10.97 %

-0.1F
-0.21
-0.31
-0.4F

-0.5F

! ! L L L

*
S19b

*
S19i

,S16i

-04 -03 -02 -0A1 0

1
0.1 0.2 0.3 0.4

PC1:2215%

300

150



axe 2 :10.

Soo 90090
O = W I =

Internal Pref Map of Spanish and French consumers
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Preference of Spanish and French consumers
Interaction Plot
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Conclusion Ham

» Spanish consumers clearly preferred Spanish ham, even more
when the label was identified.

» The majority of French consumers preferred French ham, but
some liked Spanish ham as well.

* Drivers of preference for Spanish hams were nutty flavour and
cured ham flavour, while French hams were preferred due to salty
taste, raw ham odour and the absence of rancid flavour, typical to
aged hams.

* French and Spanish consumer show opposite preferences.

* Internal and external preference mapping were powerful tools to
characterise and interpret consumer preferences.
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Segmentation of Consumers With
Respect to Their Behaviour
Towards Typical Food Products in
France, Germany and Spain

’\
G. Giraud ENITA Clermont

with help of A. Letort, J.N. Serra, C. Amblard, L.M.
Albisu, A.l. Sanjuan, H. Resano,

U. Enneking, M. Petzoldt, I. Trigui, P. Courcoux
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Cross-cultural preference mapping ham

P value = 0.0002
Consumer o5l

. S 0.4
Spanish |
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French
0.1F

green S
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33.12% variance

-0.4 -0.3 -0.2

1 1
-0.1 0 0.1 0.2 0.3 0.4
axe 1:22.15%

Preference for own country of origin, some open tasters, French less exclusive
Information improves ratings but does not change preferences’ orientation
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Significant difference and some congruence

Means and 95.0 Percent LSD Intervals

57F

P value = 0.0145
56F I ]
55F E
54F I 4
53F E
5ok Spain France

Spanish consumers better
appreciated the selection than
French did

French appreciations more diverse

There is place for Iberian ham in
Aragon

Is there a place for Teruel ham in
Auvergne?

78F 3
Spain ¥
6.8 b
P value = 0.0001 @
58 b
48F 3 b
E3
3gb % ]
1 2 3 4 5 6
6.9F B
64 ] @ ]
59F } E E
sab 11 ,
49F F 3
44p France E E E
P value = 0.0176
39E
1 2 3 4 5 6
1: F15 Auvergne on-farm 4: S16 Teruel DO
2: F16 Aveyron 5: S18 Huelva DB
3: F17 Bayonne DB 6: S19 Huelva DO
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Cross-cultural preference mapping wine

Consumers 06l .
German blue [ P value = 0.0002 25.71% variance
French green * B62b
0.4
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R
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® 02
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B34 Beaujolais Pére la Grolle 06 Bssi
B56 Beaujolais Village Domaine Nugues 05 04 03 02 01 0 01 02 03 04 05
B62 Beaujolais Village Distributor axel:14.98%

Preference for own country of origin, some open tasters,
Information improves ratings but doesn’t change preferences’ orientation

307

Significant difference and some S|m|Iar|ty

Means and 95.0 Percent LSD Intervals 6F

P value = 0.0000
58F 9
T P value = 0.0000 561 )
560 1
Germany 5.2 1
54F ]
48+ 1
52F ]
France l } } Germany
5¢ b 44t 4
1 2 3 4 5 6
48L ] os
German consumers better appreciated the '6 | P value =0.0000 } } |
selection than French did 5
French appreciations more diverse 5'4 | } |
German more sensitive /information 51l }
Magic words Chateau, Domaine a8l E |
Bad image distributor brand when known .| France |

1 2 3 4 5 6
1: B31 Beaujolais Chateau I'Eclair 4: B62 Beauijolais Village Distributor
2: B34 Beaujolais Pére la Grolle 5: D37 Dornfelder D. Weintor
3: B56 Beauj. Village Domaine Nugues 6: D52 Dornfelder Rheinberg-Kellerei
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Clustering of German Consumers

Cluster analysis with standardized utilities (k-means)

0.5 \
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Clustering of German Consumers

Cluster 1, n=77
Origin-driven buyers of domestic Dornfelder
Cluster 2, n= 32

Image-driven buyers of domestic Dornfelder
Cluster 3, n=49

Price-sensitive buyers of estate-wines

Cluster 4, n= 46
Image-driven buyers of foreign Beaujolais-wine
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Clustering of Spanish Consumers

3
2 4
] //\
0
1 4
2
34
-4 : : . . . . . . .
Teruel Spain  Bayonne With quality Without Producer’Distributor’sPrice low  price  price high
label quality label brand brand medium
——cluster 1 ——cluster 2 —— cluster 3 ——cluster 4
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Clustering of Spanish Consumers

Cluster 2, n=95, 44%

Driven by local tastes
Cluster 4, n=65, 30%

Driven by quality labels and high prices
Cluster 3, n=37, 17%

Local tastes at low prices, and no need of
quality label
Cluster 1,n=19, 9%

Market niche for French hams
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