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Samples are clearly differentiated in most attributes:
* Premium brand: more intense brown color, cocoa aroma, snap, hardness, bitterness and oily formation
» Traditional brand: highest gloss, caramel aroma, grittiness and residuals; lowest in brown color, snap, hardness, bitterness and

. oily film
M at er I a.I S &. m et h O d S * Private label brand: no distinct sensory attributes, mostly between premium and traditional brand chocolates
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Chocolate: Relationship sensory attributes (QDA) and overall liking (consumers)
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o Texture (7) Positive drivers of liking: color, cocoa aroma, snap, hardness and oily-film formation. (=> JAR in premium brand)
o Taste (2) Negative drivers of liking: caramel aroma, grittiness, residuals (=> intense level in traditional brand)
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e Socio-demographic
o Age group
o Gender

Dimension 1 (38%)

Conclusions

This study shows that the overall acceptability and emotional profiles of chocolates

STATISTICAL ANALYSES:
« ANOVA: differences of sensory attributes between

are influenced by textural characteristics.

chocolates
« Partial Least Square Regression (PLSR): QDA and QDA is an effective tool in order to generate attribute descriptors regarding
overall liking appearance, aroma, taste and texture and most (11 out of 15) were able to
« Correspondence analysis (CA): emotions with overall discriminate between the chocolate samples. The consumer test revealed
liking as supplementary variable significant differences between the overall liking of the samples.
PLSR showed the relationship between overall liking and sensory attributes and
RESPONDENTS: also revealed the major drivers of liking.
* 126 consumers Correspondence analysis shows that the samples evoke different emotions.
« 55,6% females Emotions can provide additional insights in the overall liking.
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92,1% aged 18-25 years In conclusion, sensory characteristics, overall acceptability and emotional
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