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e Context: any factor with potential to shift
choice outcomes by altering the process of
decision making

» Presentation (framing, sequence,
composition)

» Social & Situational Factors
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Have we been doing research correctly?

Llooking back on the past 50 or so years of product research, we seem
to have taken a wrong turn somewhere. We switched from focusing on
the person, to focusing on the product. We made sterile environments
and trained panelists to make things as consistent as possible, varying
only the product to look for differences.

But what about the consumer?
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Food Quality and Preference 40 (2015) 49-60

Contents lists available at ScienceDirect

Food Quality and Preference

journal homepage: www.elsevier.com/locate/foodqual
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The effect of product-context appropriateness on emotion associations
in evoked eating occasions ™

Betina Piqueras-Fiszman **, Sara R. Jaeger®
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HCD Research has partnered with Aigora and P&K
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Smart-speaker surveys provide the ability to collect data ...
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