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v’ Is a sensory experience

Colour v’ Has a symbolic or associative meaning

v'Can frame expectation of the sensory
properties of foods before they are tested

v'In fruits and vegetables it can indicate
ripeness, sweetness, texture, fruity
aroma and flavour




Intensity rating of sensory cues and liking

- Effect of colour vision -
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Weight of sensory and cognitive components
in the affective response to a stimulus

There are three different ways of processing that can generate
affective response to a stimulus:

1) A direct affective response to the sensory stimulus

* Not involved the recall of previous affective information about the
stimulus

2) An affective response to the match between the sensory stimulus
and the cognitive components associated with the stimulus
e Feeling and thinking are integrated

3) An affective response to stimulus meaning beyond its physical
features
e Implies a complex process of categorization of the stimulus and

high cognitive effort
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Sensory attributes

visual, texture, taste, mouth
feel, aroma

Individual
influencing factors

Food choice



- How to measure preferences -




Labelled Affective Magnitude 9-point Hedonic Scale
(LAM) Scale

Peryam and Pilgrim, 1957

Schutz and Cardello, 2001




| = consumers

n = samples




m = sensory attributes

| = overall liking

n = samples




- Hedonic questionnaire design -




- Important statements -




