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Client Services: Provide full-service product and concept testing for product 
development, market research, and claims support
Education: Conduct internal training, external courses, and online webinars 
on product testing, sensory science, and advertising claims support
IFPrograms®: License proprietary software to provide access to new modeling tools

Research: Conduct and publish basic research on human perception in the areas of
methodology, measurement and modeling
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22(1)  Making Count-Based Claims from 
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 using Machine Learning

21(3)  Derived Preference from 
 Applicability Scoring

21(2)  Consumer Relevant Confidence in   
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21(1)  Consumer-Centric Product Mapping: 
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2017

20(4)  Replicated Preference Testing to
 Diagnose Consumer Segmentation 

20(3)  Large TURF Problems: 
 Finding Custom Solutions

To download previously published technical 
reports and papers from our website, become  

a colleague at www.ifpress.com

E V E N T  C A L E N D A R :

APRIL 14 - 17, 2020 ..................... The Greenbrier, White Sulphur Springs, WV
 (April 14)  Difference Testing
 (April 15-17)  Advertising Claims Support: Case Histories and Principles

MAY 27- 28, 2020 ........ taught by Dr. Benoît Rousseau in Guadalajara, Mexico
  Master Class: Sensory Evaluation and Consumer Science of Foods and

 Beverages - Theory, Applications and Latest Developments (in English/Spanish translation)

WEBINAR CALENDAR:

MARCH 26, 2020 .........................................................2:00 PM ET, 75 minutes
 Capitalizing on Historical Consumer Data: Predicting Future Product Success

This year we are offering a Difference Testing course prior to our annual 
Advertising Claims Support course in April at The Greenbrier in White 
Sulphur Springs, WV (see pages 5-7). This will be our 9th year presenting 
the Ad Claims course and we always enjoy the interactions we have with our 
attendees and also with our eight invited attorneys. These attorneys span a 
great range of adjudication, litigation, and internal counsel experience. Three 
of the attorneys are from the NAD, the industry’s self-regulatory body, and 
we appreciate the opportunity to learn from them. In the last couple of years, 
we have added a section on what are called “consumer perception surveys”, 
or surveys that address the takeaway message conveyed in an ad. These sur-
veys are different from technical and sensory substantiation, which we will 
also cover in detail.

The Difference Testing course is a one-day refresher on the theory and prac-
tice of the field. It will be an introduction for some attendees and a refresher 
for those in the sensory field. This course can be attended separately from 
the advertising claims course.

Our technical report in this newsletter addresses the topical issue of identify-
ing market segments and predicting the success of new concepts or products 
gleaned from an existing database.

I hope that you can find the time to come out to The Greenbrier to learn and 
to contribute to the courses. I look forward to seeing you there!

Best regards, 
Daniel M. Ennis 
President, The Institute for Perception

R E C E N T LY P U B L I S H E D  PA P E R S :

 Hasegawa, Y., Ishii, R., Kyutoku, Y., Dan, I., and Rousseau, B. (2019) Biases in paired 
 preference tests: Crosscultural comparison of Japanese and American consumers. Journal 
 of Sensory Studies, 34(3) e12498. https://doi.org/10.1111/joss.12498.

 Rousseau, B. (2020) Commentary on Meyners, Carr, and Hasted: To replicate or not to 
 replicate, or when did we start to ignore the concept of statistical power? Food Quality 
 and Preference, 79, Article 103661
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Sensory Difference Tests
Replicated Preference Testing to  

Diagnose Consumer Segmentation
An Introduction to Thurstonian Modeling –  

PART 1 & Part 2
Advances in Tetrad Testing

Precision of Measurement in  
Sensory Difference Testing

How to Calculate Consumer Relevant Risk  
using Sensory Difference Tests
Preference without a Significant  
Sensory Difference? A Solution

Developing Consumer Relevant Action  
Standards for Sensory Difference Testing

Discrimination Testing with  
Batch-to-Batch Variability

Derived Preference and Difference  
from Applicability Scoring

Advertising Claims Support
Supporting Numerical Superiority Claims
Claiming Equivalence, Unsurpassed, and 

Superiority Simultaneously
Issues in Supporting “Up-to” Claims

Supporting Count-Based  
Sensory Advertising Claims

Drivers of Liking® and Landscape 
Segmentation Analysis®

Mapping Techniques to Link  
Consumer and Expert Data

Understanding the Consumer:  
Preference Mapping vs. LSA

Maximizing Consumer Insights by  
Contrasting Blind and Branded Test Findings

Combinatorial Tools
Hiding in Plain Sight:  

Finding New Opportunities using Graph Theory
Introduction to Graph Theoretic Tools

eTURF 2.0: A Cutting Edge  
TURF Solution for Datasets of All Sizes

Large TURF Problems:  
Finding Custom Solutions

Design Issues in  
Product Tests and Surveys

The Science of Answering Questions
Developments in Applicability 

and CATA Scoring
Innovation

Invention and Innovation
Machine Learning

A Three-Step Approach to Characterizing 
Consumer Segmentation via Machine Learning

Action Standards for Machines 
and Humans in Quality Assurance

Text Analysis of Open-Ends

Webinar Library
► ORDER RECORDINGS AT     
      www.ifpress.com/webinars

Catch-up on a specific topic or build 
a webinar library of your own. Each 
recording comes with a printable PDF.

IFPresentations™  Webinar Subscription Service
  50% OFF  IFPresentations subscriptions through March 14, 2020!
                  (Only $289 for a 12-month subscription)

In our eight years of hosting quarterly webinars, we have 
addressed many current topics in the sensory and con- 
sumer science field (see list in right-hand column). 
You may have even already attended one of our live  
presentations on a particular subject of interest to you. 
Our past webinars can be purchased separately, and if  
you are building a reference library, you may be inter- 
ested in owning several recordings. Our new subscription  
program, IFPresentations, may be the right option for you!
The annual subscription ($578 $289 through March 14th!) includes:
♦ Complimentary attendance and/or recordings of the next 4 webinars. During the 

75 minute live webinars, you will have the opportunity to ask questions in real-time 
during the presentations and then receive a recording and PDF copy of  the slides.

♦ Ability to request topics for upcoming webinars specific to your educational needs.
♦ 50% savings on the purchase of any of our past webinar recordings.
► SUBSCRIBE ONLINE at www.ifpress.com/ifpresentations

IFPrograms® Analytic Tools
IFPrograms® is a software package consisting of 
analytic tools designed specifically for market 
researchers, sensory scientists and product 
developers that provides advanced analytical 
capabilities for a wide variety of sensory and 
consumer testing procedures. There are four levels 
of licensing options: Tools, Standard, Enhanced, 
and Professional. Each level includes different 
features to suit your analytic needs. Details can be 
seen at www.ifpress.com/software.
Interested in trying out IFPrograms?  
Register online for a complimentary 1-month free trial of 
our IFPrograms Professional software which includes the Landscape Segmentation 
Analysis® (LSA) feature. (Example of the LSA model shown above.)

► FREE TRIAL REGISTRATION at www.ifpress.com/software

WEBINAR: March 26th at 2:00 EDT
Predicting Future Product Success:
Capitalizing on Historical Consumer Data

Taught by: Dr. Benoît Rousseau
In this webinar, we will describe how new techniques based 
on preference/liking mapping can use previously collected 
consumer data to create a consumer landscape. Such 
techniques can also generate the sensory and performance 
profiles of new offerings that are not currently present in the 
market.  This presentation will provide an overview of the 
various investigative steps: Confirmation of the suitability 
of existing data, data preparation, underlying models and 
analyses, results interpretation, and predictions.

Attendance only ($269)       Recording only ($289)       Attendance & Recording ($359)
► REGISTER ONLINE at www.ifpress.com/webinars

?



Predicting New Segment Opportunities 
Daniel M. Ennis, William Russ, and Benoît Rousseau
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Background: Computer-aided design of new products is 
made possible by the confluence of a number of factors in 
advanced analytics and computational speed. Recent interest 
in AI and its sub-branch, Machine Learning, has drawn 
attention to this area. Although the interest in this area and 
the goals have remained relatively constant over several 
decades, we are much closer to achieving these goals today 
than ever before. In a recent technical report1, we discussed 
how Linear Programming can now be used in combination 
with Graph Theory and TURF to create optimal product 
bundles from unimaginably large numbers of possibilities. 
Another example of interest, in this report, is Unfolding
which is a computationally intensive analytic technique 
based on a great idea proposed by Clyde Coombs in the  
1950s. Unfolding of liking or purchase interest involves 
the determination of ideal and product coordinates in a 
low-dimensional drivers of liking space. This method is 
a key to understanding what drives consumer liking and 
hardly anyone would disagree with the process model that it 
specifies or the objective it attempts to accomplish.

After about a half-century of frustrating failure to achieve  
nondegenerate solutions to the unfolding problem (degen-
erate solutions are ones with little or no interpretability) the 
issue was finally resolved. One of the successful methods 
for unfolding, developed in 2001, is Landscape Segmenta-
tion Analysis® (LSA) which is based on a probabilistic 
similarity model involving latent product and individual 
ideal point coordinates2,3,4. Other methods have also been 
proposed since then5. Once an LSA map is generated, 
it can be used as a computer-aided design tool to predict 
the success of new products based on available descriptive 
sensory data, or other descriptive data, without the expense 
of conducting a consumer test. Since the method also 
provides individual ideal point locations, LSA facilitates 
segment identification and can be synergistically linked to 
newer methods of analysis, such as Machine Learning, to 
characterize segments6,7. This facility for synergistic ana-
lytics makes LSA an attractive candidate to link to newer 
and older methods such as Conjoint Analysis, MaxDiff, and 
Decision Trees or Random Forests.  In this technical report, 
we will explore the capability of using LSA as a computer-
aided design tool and show how it can be used to predict the 
performance of new prototypes or marketing concepts and 
to associate them with emerging segments.

Scenario: You work for a company with historical roots 
in alcoholic beverages and there are emerging trends that 
indicate that there is consumer interest in new beverage 
categories involving sensory, health and social benefits 
which derive from the original category.  Your competitors 
and new players are very active in this area and you see 
declining revenues from your existing product lines. For 
some time, you have been creating an extensive database 
of internet-based characterizations of fruit-flavored bever-
ages, some traditional and some more exotic. These 
characterizations include perceived imagery, health, and 
sensory variables and, using Graph Theory, you previously 

explored bundles of flavors, concepts, and benefits of 
fruit-flavored beverages1. Recently a colleague evaluated 
liking for twelve of the more commonly identified fruit-
flavored product names from your database among 1000 
consumers and she provided you with this data. The number 
of potential prototype alternatives in your database is 
extensive and you are looking for a method to accurately 
explore their predicted acceptability broadly and to certain 
consumer segments in particular. Using LSA, you would 
also like to see opportunities suggested by the structure of 
the LSA space. Your objective is to make a recommendation 
to management regarding product opportunities and seg-
ment characterization6,7 to develop a marketing plan for 
alternative new fruit-flavored beverages that the company is 
not currently marketing.

Unfolding as a Hedonic Process Model: The idea behind 
LSA is that there is a latent drivers of liking space and that 
item points and individual ideal points can be located in this 
space. This process involves fitting a probabilistic similarity 
model to the data which solves the degeneracy problem 
identified earlier. Once this has been accomplished, vari-
ables that describe the space can be accommodated easily 
by regressing these variables into the space. The model 
includes parameters for item variance and individual sub-
ject biases, such as a tendency to rate high or low. A great 
advantage of this approach is that unfolding does not de-
pend on the explanatory variables, as it does with external 
preference mapping, and identifies ideal points rather than 
ideal directions, as occurs with internal preference mapping. 

Issue 23Issue 23Issue 23(((111)))202020202020

Figure 1. LSA solution to liking ratings for twelve fruit-
flavored alcoholic beverages. Individual ideal points of con-
sumers are shown as white dots on the map, which show 
three distinct segments. 
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Once the LSA space has been discovered and described, 
liking for new items that were not in the original dataset, 
and to which consumers’ they appeal, can be predicted. In 
other words, a computer-aided design tool has been created 
and the results can be linked to other methods of analysis 
synergistically.

Application to the Beverage Set: The LSA map will have 
about a quarter of the number of observations in parameters, 
but it is still necessary to check for stability. Cross-validation 
can be used both in creating the map and in testing the new 
product placement predictive ability. This involves dividing 
the data set into groups called folds; it is typical to use 
5 or 10 folds. A map is then created for each combination of 
groups with one group left out. For example, with 5 folds, 
there would be five maps, each using four of the groups. 
You visually inspect these maps and if they are all very 
similar, it indicates stability. The maps can also be compared 
analytically using inter-point distances. You assess the pre-
dictive ability by placing existing products using only part 
of the data. Finding the placed products to be near their 
actual locations, the map can be considered predictive. 
Additionally, the variance in the predicted locations was 
used to calculate regions of placement to quantify the 
uncertainty in future predictions. 

Figure 1 shows the results of the LSA analysis on the twelve 
beverage items. Most of these beverages appeal to two large 
segments apparently separated by citrus and non-citrus fla-
vors. However, the analysis also reveals a new, minor seg-
ment that has not been fully satisfied by the existing flavors. 

Figure 2. The LSA map with the location of the mango fruit 
flavored beverage predicted to fall in a area of uncertainty 
within the region located in the southern-most segment on 
the LSA map.

The closest possibilities are peach and apricot, but these 
flavors are not optimal.  The new segment appears to be 
associated with imagery from health and natural descriptors. 
A search through your database locates the optimum fit 
as shown in Figure 2. The fruit flavor most closely linked 
to the new segment’s interest is mango, which was not 
present in the original set of items tested by your colleague.  
Segmentation characterization6,7 using Machine Learning is 
one method you plan to use to describe the new segment in 
term of psychographic and demographic variables.

Conclusion: A great deal of progress has been made in 
developing and using new analytic tools that were simply 
not available even a decade ago. Examples include the use 
of Graph Theory and Linear Programming for TURF-type 
problems, but it also includes tools from AI, such as Machine 
Learning, and solutions to the degeneracy problem in multi-
dimensional unfolding. Some of this progress has been 
due to improved computational speed and greater memory 
capacity, but most of the computational improvement comes 
from superior and more insightful algorithms.  

Insights from using analytic tools synergistically has made 
rapid progress possible in a wide number of applications, 
sometimes based on 70 year-old ideas that are still rele-
vant today, and this situation will continue into the future. 
In this technical report, we showed how a computer-aided 
design tool can be used to establish the existence of a new 
segment and also to determine the item offering that would 
appeal to that segment. We also showed how advances in 
computational methods has made it possible to solve a 
problem that was of interest a generation ago, but still 
captures our imagination today.

References
1. Ennis, J. M. and Russ, W. J. (2017). Large TURF problems:  Finding 
 custom solutions. In  Ennis, D. M., Rousseau, B., and Ennis, J. M.  
 (Eds.) (2018). Tools and Applications of Sensory and Consumer 
 Science. (pp. 132-133), Richmond, VA: The Institute for Perception.
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WEDNESDAY (APRIL 15, 8am - 4pm)

8:00 – 9:00 | Advertising Claims Support
♦ Introduction and scope of the course 
♦ Claims support in product/brand development
♦ Admissibility of expert testimony
♦ Surveys in false advertising and trademark cases
♦ Efficacy, perception, and materiality

9:10 – 10:00 | Claims and False Advertising; 
 | Internal Counsel Perspective
♦ Three ways an ad can be false
♦ A typical false advertising lawsuit
♦ Puffery, falsity, and injury: The Procter & Gamble Co. vs. Kimberly-Clark (2008),
 Schick vs. The Gillette Co. (2005), The Procter & Gamble Co. vs. Ultreo, S.D.N.Y. (2008)
♦ To sue, challenge, or negotiate - an internal counsel’s perspective

10:10 – 11:00 | Regulatory and ASTM Sensory Claims Guide
♦ Regulatory actions and cases
♦ Choosing a target population, selection of markets
♦ Product issues: sampling, shelf age, handling
♦ Comparative vs sequential monadic designs
♦ How to handle no difference/preference
♦ Claims: Superiority, unsurpassed, equivalence, and their paradoxes 

11:10 – Noon | Test Method, Design, Location, and Participants
♦ Test options: Monadic, sequential, direct comparisons
♦ Test design issues: Within-subject, matched samples, 
 position and sequential effects, replication
♦ Choosing a testing location and test quotas
1) NAD Case #5425 (2012) Church & Dwight Co., Inc. 
    (Arm & Hammer® Sensitive Skin Plus Scent)
2) NAD Case #6041 (2016) Unilever United States, Inc. (Suave Essentials Body Wash)

Noon – 1:00 LUNCH

Comparative advertising improves sales. How 
do you support your advertising claims and 
how do you address false claims or challenges 
made by your competitors? Claims support is 
a critical business focus for many companies in 
categories with aggressive competitors. 
The purpose of this course is to present prin-
ciples involved in testing product performance 
and surveys to access advertising messages. 
This knowledge base is necessary in order to 
provide solid evidentiary support needed in the 
event of a claims dispute.
The course speakers have decades of experi-
ence as instructors, scientific experts, jurors, 
and litigators in addressing claims with signifi-
cant survey and product testing components. 
National Advertising Division® (NAD®) and 
litigated cases will be used to examine and 
reinforce the information discussed.

Scientific Team:
• Dr. Daniel M. Ennis
• Dr. Benoît Rousseau
• William Russ

Legal Team:
NAD

• Hal Hodes
• La Toya Sutton
• Eric Unis

Litigators/Counsel

• Lauren Aronson
• Risa Drexler
• Alex Kaplan
• Cynthia E. Kinser
• David G. Mallen

D i f f e r e n c e   T E S T I N G

Taught by Dr. Daniel Ennis, Dr. Benoît Rousseau, and William Russ

TUESDAY 
(APRIL 14, 8am - 4pm) 
In this course, we will use a 
scenario to illustrate and compare 
difference testing techniques. In 
the scenario, senior management 
is tired of pouring money into 
testing that seems to always lead 
to a recommendation to do more testing. Meet Vera Tass and 
Willet Flie, the two fictional characters who are responsible for 
reporting insights to management. 
Vera, manager of product testing and sensory quality, struggles 
with resolving paradoxical results from difference testing for an 
ingredient change. While Willet, manager of consumer insights, 
grapples with linking sensory data to consumer segmentation. 
We will witness their frustration with ineffective testing leading 
to confusing results. Then, we will see how they learn about 
analysis alternatives that will help better achieve their research 
objectives and lead to timely and definitive decisions. By 
applying these new techniques, will senior management continue 
to support the sensory program? Attend the course to find out!

TOPICS  _________________________
♦ Ingredient change dilemma: Duo-trio, triangle, and
 2-AFC data lead to different conclusions
♦ Resolving Gridgeman’s paradox 
♦ Difference testing theory: m-AFC, triangle, duo-trio, 
 same-different, degree of difference, and tetrad
♦ A sensory difference measure, , from discrimination tests 
 and how to inter-relate methods
♦ Theory and use of replicated testing to reduce testing cost
♦ The 5 cornerstones of product testing: α, power, 
 sample size, size of the difference, and protocol
♦ Establishing optimal sample sizes for sensory discrimination 
 testing programs using Thurstonian principles
♦ The tetrad test: Why it requires only 1/3 the sample size 
 of the triangle test

IFPrograms™ software will be used to perform 
analyses demonstrated in this course. You will 

be introduced to its capabilities and will re-
ceive a complimentary 3-month trial of the 

Professional version used for LSA and other  
sensory and consumer data-related analyses. 

For a detailed listing of the software features and  
licensing, please visit our website at www.ifpress.com/software

(NOTE: IFPrograms is not required to apply course principles.)

IFPrograms
analyses demonstrated in this course. You will 

be introduced to its capabilities and will re
ceive a complimentary 3-month trial of the 

Professional version used for LSA and other 
sensory and consumer data-related analyses. 

For a detailed listing of the software features and 
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1:00 – 2:00  | NAD Mock Hearing:
 | Perception (Consumer Takeaway) Surveys
♦ NAD Mock Hearing: Weed and Feed
16) NAD Case #6033 (2016) Bayer CropScience US 
    (Bayer Advanced 3-in-1 Weed and Feed for Southern Lawns)

2:10 – 3:00 | Analysis - Interpretation and Communication
♦ Hypothesis testing
♦ Common statistical analyses
♦ Determining statistical significance and confidence bounds
♦ Statistical inference in claims support
♦ Communicating claim requirements to the business side
17) NAD Case #5569 (2013) InterHealth Nutraceuticals (Zychrome Dietary Supplement) 
18) NAD Case #5695 (2014) Sergeant’s Pet Care Products (Sentry® Fiproguard)
19) NAD Case #5755 (2014) The Procter & Gamble Co. (Olay Sensitive Body Wash)
   Litigated Case: Avon Products vs. S.C. Johnson & Son, Inc. (S.D.N.Y. 1994) 

3:10 – 4:00 | Test Power
♦ The meaning of power
♦ Planning experiments and reducing cost
♦ Sample sizes for claims support tests
♦ Managing Risks: Advertiser claim, competitor challenge
20) NAD Case #3605 (1999) Church & Dwight, Co. (Brillo Steel Wool Soap Pads)
21) NAD Case #4248 (2004) McNeil, PPC, Inc. (Tylenol Arthritis Pain)
 

FRIDAY (APRIL 17, 8am - Noon)

8:00 – 9:00|Handling No Difference/No Preference Responses
♦ No preference option analysis
♦ Power comparisons: Dropping, equal and proportional distribution
♦ ASTM recommendation
22) NAD Case #4270 (2004) Frito-Lay, Inc. (Lay’s Stax® Original Potato Crisps) 
23) NAD Case #5453 (2012) Ocean Spray Cranberries, Inc. (Ocean Spray Cranberry Juice)
24) NAD Case #6037 (2016) Mizkan America, Inc. (RAGU Homestyle Traditional Sauce)

9:10 – 10:00 | Testing for Equivalence and Unsurpassed Claims
♦ How the equivalence hypothesis differs from difference testing
♦ ASTM requirements for an unsurpassed claim
♦ The paradox of finding support for superiority, unsurpassed, and
 equivalence; the need for a minimum standard for superiority
♦ FDA method for qualifying generic drugs: The TOST
♦ Improved methods over TOST for testing equivalence
25) NAD Case #5822 (2015) Kimberly-Clark Global Sales, LLC 
    (Huggies® Little Snugglers Diapers)
26) NAD Case #5829 and NARB Panel #202 (2015) Bayer HealthCare, LLC 
    (Claritin and Claritin-D)

10:10 – 11:00 | Ratio, Multiplicative, and Count-Based Claims
♦ The difference between ratio and multiplicative claims; Examples
♦ Why ratio claims are often exaggerated
♦ Count-based claims (e.g.,“9 out of 10 women found our product
 reduces wrinkles”)
27) NAD Case #5107 (2009) Ciba Vision Corp. (Dailies Aqua Comfort Plus)
28) NAD Case #5484 (2012) Reynolds Consumer Products (Hefty® Slider Bags)
29) NAD Case #5934 (2016) Rust-Oleum Corp. (Painter’s Touch Ultra Cover 2X Spray Paint)

11:10 – Noon | “Up To” Claims and Conclusion
♦ Definition and support for an “up to” claim
♦ FTC opinion on windows marketers
♦ Analysis of an “up to” claim scenario
♦ Issues in applying the FTC rule
30) NAD Case #5707(2014) Mars Petcare US (Pedigree® Dentastix® Chews)
31) NAD Case #5876 (2015) The Procter & Gamble Co.
    (Duracell Coppertop & Duracell Quantum Alkaline Batteries)

1:00 – 3:00 | NAD Mock Hearings; Overview of  the NAD
♦ NAD Mock Hearings: 3D TV and Blueberry Yogurt
♦ Advertising self-regulation and the NAD process
♦ Preparing for an NAD hearing
3) NAD Case #5416 (2012) LG Electronics USA, Inc. (Cinema 3D TV & 3D Glasses)
4) NAD Case #5715 (2014) General Mills Inc. (Yoplait Blended Greek Yogurt)

3:10 – 4:00 | Sensory and Hedonic Methods
♦ Methods: Difference, descriptive, hedonic
♦ Data: Counts, ranking, rating scales 
♦ “Better” and “Greater”, hedonic, sensory, and technical claims
♦ Attribute interdependencies
5) NAD Case #5609 (2013) Starbucks Corp. (Verismo Single-Serve Coffee System)
6) NAD Case #5866 (2015) Kimberly-Clark Corp. (Huggies Natural Care Wipes)
7) NAD Case #5874 (2015) and NARB Panel #207 (2016) Chattam, Inc. (Nasacort)
8) NAD Case #5984 (2016) French’s Food Company (French’s Tomato Ketchup)

THURSDAY (APRIL 16, 8am - 4pm)

8:00 – 9:00 | Consumer Relevance
♦ Setting action standards for consumer-perceived differences
♦ Linking expert and consumer data
♦ Clinical vs. statistical significance

 Litigated Case: SC Johnson vs. Clorox
    – Goldfish in Bags, 241 F.3d 232 (2nd Cir. 2001) 
 9) NAD Case #5819 (2015) Unilever US
     (Degree MotionSense and Degree Clinical Protection Antiperspirants)
 10) NAD Case #5974(2010) Comcast Communications, Inc.
     (Xfinity Internet, Television & Telephone Services) 
11) NAD Case #6025 (2010) Bausch & Lomb, Inc.
    (PeroxiClear Contact Lens Peroxide Solution) 
12) NAD Case #6131 (2017) Too Faced Cosmetics, LLC. (Better Than Sex Mascara) 

9:10 – 10:00 | Survey Principles
♦ Purpose of conducting surveys: Events and behaviors,
 attitudes and beliefs, subjective experiences
♦ How respondents answer questions: Optimizing and satisficing
♦ Filters to avoid acquiescence and no opinion responses
♦ Survey questions: Biased, open-ended vs. closed-ended
♦ Steps to improve survey questions

10:10 – 11:00 | Consumer Perception Surveys
♦ A survey must include: Sample, design, questionnaire, analysis
♦ Reliability and validity: 
 Ecological, external, internal, face, construct
♦ Bias: Code, position
♦ Task instructions – importance and impact
♦ Data collection methods
♦ Target universe and size, controls, biased questions, 
 improvements in design and analysis
♦ Design Issues: Monadic vs sequential monadic, 
 separating open-ended questions from close-ended
♦ The stimulus is the label or ad, not the product itself 
♦ Why open-ended questions are not a good basis 
 for quantification 
♦ Common design flaws

11:10 – Noon | How NAD Has Ruled on Perception Surveys
♦ Consumer takeaway surveys: NAD perspective, critique of cases
13) NAD Case #5849 (2015) T-Mobile USA (More Data Capacity)
14) NAD Case #5926 (2016) Comcast Cable Communications (Xfinity Cable TV) 
15) NAD Case #6009 (2016) Epson America, Inc. (Epson EcoTank Supertank Printers)
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Register Online: www.ifpress.com/april-2020-program
Fee payment can be made online by credit card. If you qualify for a fee 
discount, or would like information about payment by invoice, please 
contact Susan Longest before registering at mail@ifpress.com or call 
804-675-2980.

LOCATION
The courses will be held at The Greenbrier® in White Sulphur Springs, 
West Virginia. Nestled in the Allegheny Mountains, this gracious hotel 
is renowned for its hospitality and service.

LODGING
Lodging is not included in the course fee and participants must make their 
own hotel reservations. A block of rooms is being held at The Greenbrier 
at a special rate of $205 (plus resort fees & taxes). To make a reservation, 
please call 1-877-661-0839 and mention you are attending the Institute 
for Perception course (note: the special rate is not available through 
online reservations.) To learn more about The Greenbrier, visit their 
website at www.greenbrier.com.

TRANSPORTATION
The Greenbrier Valley Airport (LWB) in Lewisburg is only a 15 min. 
shuttle ride from the hotel.  Direct flights to LWB are available on United 
Airlines from Chicago O’Hare (ORD) and Washington Dulles (IAD). 
Other airports include Roanoke, VA (ROA, 1hr. 15 min.), Charleston, 
WV (CRW, 2 hrs.), and Charlottesville, VA (CHO, 2 hrs. 15 min.).

CANCELLATION POLICY
Registrants who have not cancelled two working days prior to the course 
will be charged the entire fee.  Substitutions are allowed for any reason.

*You save $120 when you register to attend both courses.________________________
Both Courses (Entire Program, April 14-17) ................$2,750*
Difference Testing only (April 14) ........................... $895
Advertising Claims Support only (April 15-17) ........$1,975________________________

*A 20% discount will be applied to each additional registration 
when registered at the same time, from the same company.

*The Institute for Perception offers reduced or waived course fees to 
non-profit entities, students, judges, government employees, and others.  

For more information, please contact us.
 Note: Continuing Legal Education (CLE) credits will be sought upon request.
This program also qualifies for Certified Food Scientist contact hours (CH).  

CFS Certificants may claim 15 CH for their attendance.

Fee includes food/beverage  
break refreshments, buffet lunch  
and group dinner on Tue., Wed., 
and Thur., course manual, and 
a copy of our latest books.

R E G I S T R A T I O N

Scientific Team

Dr. Daniel M. Ennis  
President, 
The Institute for Perception

Dr. Benoît Rousseau 
Sr. Vice President, 
The Institute for Perception

William Russ 
Computational Market Researcher  
and Lead Programmer, 
The Institute for Perception

Legal Team
National Advertising Division (NAD)

 Hal Hodes  La Toya Sutton  Eric Unis
Senior Staff      Staff Attorney  Staff Attorney
  Attorney

Litigators & In-House Counsel 
(in alphabetical order) 

Lauren Aronson
Advertising & Media Counsel, 
Crowell & Moring in  
Washington, DC

Risa Drexler
Senior Marketing Counsel, 
Unilever USA

Alexander (Alex) Kaplan
Partner, 
Proskauer Rose in NYC

Cynthia E. Kinser, Former Deputy 
and Attorney of the Consumer 
Protection and Advocate Division,  
Tennessee Attorney General’s Office

David G. Mallen
Co-Chair, Advertising Disputes, and 
Retail and Consumer Brands, 
Loeb & Loeb in NYC

____________________

____________________

S P E A K E R S
For biographical information, please visit www.ifpress.com




