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	Projective mapping (Napping®) with a descriptive step has been extensively used as an alternative tool for sensory description of products/packs with consumers. Many times overall liking data (OL) is also gathered for concluding on drivers of liking. Projective mapping is considered a holistic approach to product profiling that somehow resembles what happens in a choosing event. However, the task normally involves the perception of similarities and differences from an intrinsic or extrinsic perspective but not considering liking as main parameter for categorization. In previous works hedonic descriptions or OL have been considered as supplementary variables or consumers were asked about their ideal product to be mapped after the categorization (Varela & Ares, 2012), but there have not been other approaches to this topic from an affective perspective.

The idea behind this work was to explore a new affective approach to projective mapping, based on choice or preference. 

Two sessions, one week apart, were performed with the same 60 consumers, using whole bread as case study. Three projective mapping tests were performed in different scenarios (blind/informed conditions; analytical /affective approaches). Overall liking ratings (OL) were gathered in blind conditions (see workflow in fig 1). Samples were also profiled by QDA, to obtain a preference map to compare with. 

Consumer’s categorization/description of products was explored when instructed to base their positioning on the products similarities/differences (analytical approach, “classic napping”) and when consumers were focusing on their preference or choice (affective approach, figure 2). 
The affective approach to projective mapping successfully appeared as a rapid and easy way to focus on consumers’ drivers of liking and choice, from a holistic perspective, where consumers summarized their main drivers for categorizing products as they would do when choosing, based on their preferences.
Discussion would be around the implications, practicalities and potentialities of this new approach.
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Figure 1- Workflow of experiments
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Figure 2- Instructions given in the projective mapping based on choice/preference
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CONSUMER TEST - SESSION 1 (60 consumers]

(1) Blind “Classic” Napping + description

Blind tasting (intrinsicproperties)

CONSUMER TEST - SESSION 2 (same 60 consumers

(2) Informed “Classic” Napping+ description

Tasting looking at the pack (intrinsic+ extrinsic)

(3) Blind Overall likingassessment (OL)

Blind tasting (intrinsicproperties)

(4) Napping “based on choice/preference” +
description

Tasting lookingat the pack (intrinsic+ extrinsic)
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Please evaluate the bread samples, look at their packs and position the
products according to their differences and similarities BASING YOUR
CRITERIA ON WHAT YOU WOULD CHOOSE, THINKING ABOUT
DIFFERENT FOOD OCCASIONS.

Place them on the sheet in such a way that two samples are close to
each other if they’re similar (WITH REGARDS TO YOUR PREFERENCE)

and two samples are far from each other if they are different (WITH
REGARDS TO YOUR PREFERENCE).




