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Agenda 

Introduction Program Buy-In Panelist Management

Test Types Data Management TTB Interactive Exercise

What can a Sensory Program Do? Getting the support you need to be 
successful 

Recruitment, training, validation, 
retention

True to Brand, Difference Testing, 
Preference Testing, Descriptive Analysis, 
and when to use them

Storing data, monitoring brand 
performance, tracking panelist 
performance, the importance of 
visualization .

Building a brand profile, tasting, 
decision-making considerations 



Why Sensory?

• Recipe Development

• Raw Ingredients Procurement

• QA/QC 

• Team Building
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WHAT’S YOUR STRATEGY?

Assess 
Organizational 
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• People

• Space

• Time

• Materials

Elect a Sensory 
Champion

• Passion

• Skillset

• Job Title

Establish 
Stakeholder Buy-In

• Management 
Support

• Quality

• Marketing

Define Goals

• What 
questions are 
you trying to 
answer with 
sensory 
analysis?
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Recruitment, Validation, Retention 



Panelist Recruitment 

• Clear message of purpose and 
commitment level

• Who is available?
• Like, actually available

• Natural acuity vs trainability 



Panelist Training and Validation  

• Clear message of purpose and 
importance 

• Specific to the task at hand

• Validation methods 
• Repeated Measures

• Group Alignment 



Panelist Retention  

• Performance feedback 

• Accomplishments and praise

• Competition

• Goodies! 



And what questions they answer



True to Brand 

• Answers the questions: “Does this beer 
taste like the way we usually describe 
this brand?” “Is this beer out of spec?”

• TTB testing should be used for brands 
consistently produced in the brewery, not for 
one-off’s 

• Binary scoring: Pass/Fail

• Panelists are very familiar with the brand being 
tested and should be trained and validated on 
off-flavors in beer
• Sometimes spiked samples are included with the test 

samples to keep panelists on their toes!



True to Brand 

• What does it look like? 
• Panelists are given a baseline of the brand and then 

rate each production sample or package release 
sample according to that baseline and give it a pass 
or fail rating

• Utilize a P-chart (percent defect chart) to 
track data/batch-to-batch variation 
(DraughtLab is a program well-equipped for 
this)

• P-chart defines:
• Center Line/Mean: average percent total defect
• Upper Control Limit: highest you can go in terms of variability w/in 

a batch for it to be considered TTB, should be quite low if you’re 
making a consistent beer

• Lower Control Limit: bottom line/zero (0)

Image credit: https://www.draughtlab.com/blog/pchart



Descriptive Analysis 

• Answers the very broad 
question: What does this 
sample smell or taste like?

• Most useful for:
• Recipe development

• Marketing

• What does it look like?
• It requires highly trained 

panelists to sit in a booth 
and fill out long ballots 
describing every aspect of 
aroma or flavor of a sample 



Descriptive Analysis - QDA 

• Quantitative Descriptive Analysis 
requires panelists to rate the 
intensity of each sensory aspect

• The results are then the average of 
all panelists for each attribute

• Panelist responses can be statistically 
“normalized” to address the fact that 
everyone uses the scales a little 
differently 

Citrus

Floral

Herbal



Descriptive Analysis - CATA

• Check All That Apply requires panelists to 
simply “tick” a box to indicate whether the 
sample contains any hint (at all) of each 
sensory aspect

• In the CATA method, we use the frequency 
of “ticks” as a proxy for intensity

• If 9/10 panelists detect citrus, the sample is likely 
very strong in that character

• If 3/10 detect citrus, its probably there, but more 
likely just a hint

• Requires less rigorous training and doesn’t 
rely on panelists being consistent at 
reporting intensities, but gives lower-
resolution data than QDA 

o  

 

Citrus   

 

Floral  

 

Herbal  



Descriptive Analysis – Roundtable 

• Answers the question: “What are people’s 
general thoughts on this sample?” 

• It can be guided by a moderator to answer more 
specific questions like “Do people generally like 
this? What are people’s first impressions? What 
main flavors pop out?”

• What does it look like?
• A group of people, sitting around a table, 

drinking beer
• Fun fact: the table doesn’t have to be round!

• Sample is distributed to everyone, and “popcorn 
style” conversation is guided by a moderator 
who keeps the conversation flowing in the right 
direction



Tetrad Test 

• Answers the question: Are these 
two samples noticeably different?

• Most useful for
• Checking a raw material or process change

• This is an example of an “unspecified 
difference test,” meaning that the nature 
of the difference is unknown to the 
assessors. 

• Ex: We are not asking for the assessor to 
identify the sweeter samples, just the 
samples that are the same



Preference Testing

• Answers the question: Do people like this?
• Or better, which of these do people like best? 

• Most useful for
• Choosing between 2 potential versions of a recipe
• Selecting raw materials (i.e. the hop variety you’d like 

to feature in your new hazy IPA)

• What does it look like?
• Present the assessor with two (sometimes more) 

blind-coded samples
• Care should be taken that the assessors do not all 

assess the samples in the same order.  
• Care should also be taken to present an appropriate 

number of samples for each assessor to reduce the 
possibility of sensory fatigue. 

• Assessors are asked to either quantify their “liking” or 
simply to choose which they prefer 



Storing Data, Panelist Performance, Brand Performance, 
Visualization 



Data Management

• Data Collection and Storage
• Early and often
• Affordable options

• Panelist Performance
• Repeated Measures
• Leaderboards

• Brand Performance
• P-charts 

• Visualization
• Decision making
• Buy-in 



Data Management – TTB Example





True to Brand – Interactive Exercise 
Building a Brand Profile 

• Start with a roundtable and include 
your panel and key stakeholders to 
talk about what makes each brand 
different from the others

• Highlight what you care most about
• Eliminate what doesn’t matter

• Adapt to screen for your brewery’s most 
common faults or process issues 



True to Brand – Interactive Exercise 
Tasting

• You have 4 samples in front of 
you, and they’re all Field 41

• 000
• This is our Control, the True to Brand 

profile standard

• 491 – testing for release
• 688 – testing for release
• 327 – testing for release

• Using your Control beer and the 
Brand Profile, indicate on your ballot 
whether you consider each “test” 
beer to be True to Brand 



True to Brand – Interactive Exercise 
The Reveal 

491 – Same as Control! Field 41 stored cold for 2.5 weeks
688 – Field 41 stored at RT for 2.5 weeks
327 – Field 41 heat-cycled for 2.5 weeks



True to Brand – Interactive Exercise 
Decision Making Considerations

• What happens if your panel 
fails a beer?
• What is the cutoff for failure?

• Will management allow 
appropriate action to be 
taken?
• If not, don’t waste your time!



Conclusions

• Start with company-wide buy in

• Tap into personnel resources

• Start with the bare bones

• Track data and use it to make your 
case for your sensory program … 
repeatedly



THANK YOU!


