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Group 1

79 consumers – R² 
Group 2

44 consumers – R² 
Group 3

101 consumers –

Group 1*

114 consumers – R² 
≈ 87%

Group 2*

52 consumers – R² 
≈ 76%

Group 3*

58 consumers – R² 
≈ 87%

1. Consumers’ segmentation using liking data
� The mean consumer of each group k is retained (yk)

2. PCA of the sensory data (normed) 
� X : third first sensory PC extended with quadratic and interaction terms

3. Multiple regression. yk explained by X

2 steps approach: segmentation (using CLV*) then modelling Integrated approach: CLV* with sensory PC as external variables

Segmentation of the consumers according to their likings (Y) and definition
of a latent variable in each group (ck);
ck is a linear combination of X (extended sensory PC matrix) which
explained the mean consumer in the group k.

*CLV: Clustering around Latent 

Variables

79 consumers – R² 
≈ 86%

44 consumers – R² 
≈ 73%

101 consumers –
R² ≈ 88%

≈ 87% ≈ 76% ≈ 87%
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In this study, we have seen that using a model with two sensory Principal Components (PC) was not always sufficient for modelling all the consumers’
preference. The third PC has also been considered as well as quadratic and interaction terms. The two approaches of segmentation investigated gave
similar results but the interpretation of the third group is slightly different.


