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m [wo locations in annati

m Total of 25,000 square feet



H@'onal evaluations (package, concept,
etc.)

m North Cliff primarily conducts Central Location
Testing although alternative methods can and have
been used.
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angflts of Coristinrles sstlng

Many mantifacturers and retailers depend on product
LESUINENO)E | VarlEty ol FEasons.

110/ dEtERmMINENIBIISLOrE branads comare to national/competitive
sizlplels for =il ImIJr]pccd Variety of attributes

o guiderretormulation/product improvement

= Internal benchmart providing records of success, failure, and
improvement i the I € of a product

m Ultimately, to more quickly: move products from concept to shelf

Our testing approach has been, and continues to be, an
industry standard for these goals
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Test Methouology.

Pa

ProdlcHpresente) 'r]or evaluation options (paired, simultaneous,

Ssequentiall, etec.
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nel Criteria

Number of panelistgge and gender requirements
Screening criteria

Questionnaire design

Analytical and reporting requirements
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UCT NATIONAL BRAND
s 'i Means p value
SE .03 a 6.85 a 0.2587
OVERALL LIK _‘:.6.74 b 7.41 a 0.0111
COLOR 7.39 a 7.50 a 0.3539
FLAVOR 3 6.56 b 7.22 a 0.0397
CONSISTENCY 6.95 a 7.30 a 0.1795
Number of Panelists Number of Panelists No. of
OVERALL PREFERENCE 30 a 41 a Panelists
NP=9
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" [HEedonIciseores indicate a “Loss” — products

o[6)
Not eqiivalent

Test design does not offer further information
about attributes that are different
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[BEgnostic ,J,Jestjoms orovide additional
orMationIfior rerormulation
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Jr ojf guestions provide
t srp Ug \/ 'or statistical penalty
analysis
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eI 947
CT NATIONAL BRAND
S " Means p value
) .73 b 7.42 a 0.0012
OVERALL LIKING 6.60 b 7.47 a 0.0013
1
FLAVOR I ccsh 7.35 2 0.0141
TEXTURE 6.65 b 7.42 a 0.0034
Number of Panelists Number of Panelists No. of
OVERALL PREFERENCE 27 b 45 3 Panelists
NETS)
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PROPOSED PRODUCT

Disﬁibution Percents

947

NATIONAL BRAND

Distribution Percents

TH mall 5/54/41 5/85/10
THE y/IR/ ugh 3/36/61 6/82/12
THE OVERALL FLAV 00 stro‘R/Too weak 5/71/24 5/73/22
THE FLAVOR OF THE BR strong/JR/Too weak 5/71/24 6/72/22
THE FLAVOR OF THE VEGETABLES Too strong/JR/Too weak 0/64/36 3/83/14
SEASONINGS/SPICES Too much/JR/Not enough 4/45/51 4/55/41
SALTINESS Too much/JR/Not enough 5/65/30 5/67/28
THE TEXTURE OF THE VEGETABLES Too firm/JR/Too soft 3/69/28 3/86/11




Faplellty AnElEiS

‘the ma Ximum potential

/ér J" ing that could result
JAR respondents
JAR category



o
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1ng Percent Outliers Change
rs
41% too small Increase size of
vegetables
.89 24% too weak Increase strength of
overall flavor
The H ﬂ57 36% too weak Increase strength of
Vegetables ale vegetable flavor
The Texture of th .53 15 5.27 28% too soft Increase firmness of
Vegetables - vegetables
Seasonings/Spices 0.53 /.14 6.10 51% not enough Increase
seasonings/spices
The Amount of 0.50 7.14 6.33 62% not enough Increase amount of
Vegetables vegetables
Saltiness 0.44 7.16 5.65 30% not enough Increase saltiness
The Flavor of the 0.42 7.15 5.42 24% too weak Increase strength of
Broth broth flavor
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2pEalty analysis was conducted,

NEW J)rorJ Jc't,wa“ provided and
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National Brand

S ‘ Means p value
) 7.93 a 7.68 a 0.3718
OVERALL LIKING 7.24 a 7.35a 0.6675
FLAVOR ALK 7.13 a 0.8164
TEXTURE 7.22 a 7.30 a 0.6941
Number of Panelists Number of Panelists No. of

37 a Panelists

OVERALL PREFERENCE

30 a

NP=11
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AJ 2] requ" fFthne pr testlng, data
alV/SIS/s " ‘. ‘etesting, this
r)rod CEWdS e retailer.

histillustrates a positive outcome for our
customer anc e power of consumer product
testing.
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