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Identifying consumer 
preference segments in NPD
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Figure 1

The Sensory Spatial Segmentation approach

LEFT: Outline of basic 
project steps in a 
consumer preference 
segmentation using SSS
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Figure 2

Figure 3

BELOW: Sensory-
wise, the five products 

differed in many 
attributes. For the 

total population, no 
significant difference 

was found between 
the five prototypes. 

After applying SSS 
segmentation, two 
distinct preference 

groups were found.

RIGHT: Illustration 
of how the same 

segmentation 
solution from SSS 

discriminates between 
consumers based 

on their responses 
on the first day of 

testing (ie, replicating 
a random incomplete 

design) and on the third 
day of testing. In the 

final day, consumer 
liking data has lower 

variance and the 
preference segments 
are significantly less 

well defined.
FIGURE 2B: Consumers’ position in the sensory space after day 3FIGURE 2A: Consumers’ position in the sensory space after day 1
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