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Sensory and consumer research has changed dramatically over the past 20 years, moving from pure 
sensory research to a broad array of tests involving the psychology of the consumer and the place where 
testing and product consumption are done. Where testing used to focus primarily on the product being 
tested, it now includes the consumer and the environment.

The Consumer Research with Food and Other Products short course is an interactive learning programme 
where you will learn through the use of practical exercises. This course is an excellent way to examine 
the broad range of new methods being applied in product development and product testing including 
psychographics, emotion testing, and testing in different environments.
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Course content

Day 1
• The current state of sensory consumer research
• Demographics and Psychographics

• Test theory and scale development and validation
• Exploratory behaviour, sensation seeking and variety seeking
• Values
• General neophobia, food neophobia, food technology neophobia
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Shifting knowledge to insight

Course content

Day 1 (cont.)
• Involvement with product, purchase and brand  
• Pricing perception
• Willingness to pay 
• Attitudes to environment 
• Dietary restraint 
• Wellness consciousness
• Country image

Day 2
• Emotion measurement with products

• Defining emotions
• Producing lists of emotions and comparison to existing lists
• Physiological, behavioural, questionnaire and social media 

methods for measuring emotions
• Measuring emotions with fragrances
• Measuring emotions with foods and beverages
• Cross-cultural issues in measuring emotions – how to test in 

multiple cultures, the challenge of language and translation
• Adding value to consumer research by measuring emotions
• The contributions of emotions to health and wellness research

Day 3
• Testing in different contexts
• General introduction to context and the language of context
• Distinctions of meals and snacks
• Different settings for context

• Laboratory
• Home
• Restaurant
• Institution
• Virtual Reality
• Settings other than food settings – office settings

• Social aspects of context
• Eating with other – social facilitation, modelling and impression 

management
• Eating alone
• Social effects in offices

• Where to test products
• Laboratory
• Home
• Institution
• Virtual reality

• The future of sensory/consumer research

Learning outcomes

After successfully completing this course, you will be able to
• have updated your knowledge of the different methods to apply during 

product development and product testing
• be able to better choose methods for their own work, or to recommend 

methods for use, or to evaluate research 
• have an understanding of how testing products in different 

environments can produce different results for the identical products, 
and

• understand how testing with different groups of people (different 
demographically and different psycho-graphically) can yield different 
results, calling into question the wide use of convenience samples of 
people.

Who should enrol?

This course is ideal for anyone involved in product development or product 
testing for foods and beverages, home care products and personal care 
products (any consumer product). Also people involved in product marketing, 
and in health and wellness as affected by products and by diet.

Course fees

R13 800.00 per delegate (VAT incl.) 
Course fees include all course material, refreshments and other materials.

Course fees must be paid in full 14 days prior to course start dates. Proof 
of payment can be submitted to enrolments@enterprises.up.ac.za.

Admission requirements

Prospective delegates should at least have a basic understanding of product 
science (food science and technology), psychology, marketing, or nutrition 
and dietetics.

Accreditation and certification

Enterprises University of Pretoria (Pty) Ltd is wholly owned by the University 
of Pretoria. As a public higher education institution, the University of 
Pretoria functions in accordance with the Higher Education Act 101 of 
1997. Enterprises University of Pretoria offers short courses on behalf of the 
University and these short courses are not credit-bearing, and do not lead to 
formal qualifications on the National Qualifications Framework (NQF) – unless 
stated otherwise. Delegates who successfully complete a short course and 
comply with the related assessment criteria (where applicable) are awarded 
certificates of successful completion and/or attendance by the University of 
Pretoria.

Registration and enrolments

Course coordinator
Getrude Hlungwani
Tel: +27 (0)12 434 2569
Cell: +27 (0)72 499 0162
Email: getrude.hlungwani@enterprises.up.ac.za 

Course presenters
Dr Gerrie du Rand
Department of Food Sciences
Tel: +27 (0)12 420 3547
Email:  gerrie.durand@up.ac.za

Dr Herbert L. Meiselman
Research Psychologist

Dr Meiselman is an internationally renowned expert in sensory and 
consumer research, product development, and food service. He received his 
training in Psychology and Biology at the University of Chicago, University 
of Massachusetts and Cornell University. He retired as Senior Research 
Scientist at Natick Laboratories where he was the highest-ranking Research 
Psychologist in the U.S. government. His accomplishments were recognised 
with a 2005 United States Presidential Award.  

He has served in Editorial roles for Food Quality and Preference, Journal of 
Foodservice, and Appetite.  He was Cochairman of the 2003 Pangborn Sensory 
Science Symposium. He serves on the Executive Committee of the Pangborn 
Symposia. His current research interests include context/environment, 
emotion, wellness, and psychographics. He edited a large volume on Emotion 
Measurement in 2016, and has completed a volume on Context: The Effects of 
Environment on Product Design and Evaluation, to be published in 2019. Dr 
Meiselman is the author of over 190 research papers and 5 books. He is the 
President of the Research Committee of the Institut Paul Bocuse, Lyon, France, 
and has worked with the Research Committee for the Culinary Institute of 
America, New York, and the Food Service Program at Orebro University, 
Sweden. He has served as Visiting Professor at Bournemouth University, 
Reading University  and Orebro University. He is currently an Adjunct Visiting 
Professor at Charles Sturt University.
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