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BVA and Bayesialab,
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Sensory Analysis

Exploration to make sense in dataset




Sensory analysis : Discover the story of the product

Consumers taste products and answer to a questionnary with 2
different types of scale :

« four or five points hedonic scale (increasing)

* JAR (just all right) a five point scale

Easy to use parametric approach for each type of scale
separately, but more complicated when mixing the different -
scales. -

A simple exploration with an unsupervised bayesian network allows to undertake the
mixed approach, and it quickly gives a network identifying the different dimensions
of the product along with the contribution of each dimension to the global
evaluation.

It enables us to give sense to the data and to learn about the consumers behaviors.
R&D Direction can identify on the network which pillars can be used improve the
product.
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Sensory analysis

A single unsupervised
network with a

: a litchee cocktail with a flower
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Overall smell evaluation

The color and the

flower are as

JAR col%wluation

Overall colof evaluation
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Overall flower evaluation

.IARtasté intensity

JAR almgnd taste
integsity

JAR litchjee taste
intepsity

LITCHEE TASTE

ALMOND TASTE

important as the taste.
Taste has 4 different
dimensions (Strength,
almond, litchee and
cream).

Consistency is
marginal in the
evaluation.
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JAR sweet
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JAR alcohol taste
intensity
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JAR length in mouth
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Sensory analysis : two products, two different stories

JAR arriéro-goiit dure LONGTEMPS  JAR goiit des céréales / souffiées PRONONCE

Two different chocolate bars

Reconn sit bien le godt de céréales / céréales souffiés Présence plait

Consistance fondante C Odeur agréable

\ P
FINESSE / RAFFINEMENT DU GOUT
Golt inal JAR o S t gras JAR it GRAS PAS
GOUT

JAR goit de it PRONONCE

ion de plaisic  [PAS « ne consistance trop lourde JAR goit SUCRE

JAR Raffiné fade PAS un goit artificiel, chimique

Aspoct appétissant

APPETENCE

FINESSE DU GOUT Taste and
appetence first

ARRIERE GOUT

[Procure une vraie sensation de plaisir

umrgmm
mmgmm PAS une consigunce ¥op lowrds  PAS

Présence d'une noisetie enidre plalt  JAR godt FORT

JAR consistance LEGERE JAR fourrage CREMEUX
CONSISTANCE

a5 PAS un golt arsticiel, chimique

JARQUASUCRE -0/ GUICRE JAR goit d chocoiat PRONONCE JAR godt de lait PRONONCE

RECONNAISSANCE DES PARFUMS Odeur agréabic @




Satisfaction barometer

Reduce the complexity




Satisfaction barometer : Reduce the complexity ...
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Satisfaction barometer : ... and undertand the data relation

The network based on factors
is easy to understand.
Customer relationship presents
a lot of cross effect =

Importance to be
homogeneous and consistent
on every time and on every
touchpoints.

No cross effects between the
different dimensions of prices
=» Each pricing strategy can be

drived alone.

We can do operational
recommandatons to the client.

Confidential & Proprietary = Copyright BVA Group ® 2017

Relatiornyau ¢

duts vers depuis

> Récompense fidélité étranger

Couts tel

Facture

Accompagnement clien

Service clients

Réseau Vdix et Data

Gamme forfaits

Data stabilité rapidité Réseau Voix et Data
fréquents

Site web Lien



Public policy and citizen life events

Set up a collaborative mode with the client




How to drive the public services modernisation
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(passport renewal, retire ...) to Q1.6 - La conyordance @
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How to drive the public services modernisation

(3L K - Lo capacit 3 e
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Using optimization tree to
identify the best action plan

Doing a workshop with the
client to measure efforts for
each action (define the costs of
the action)

Actualizing optimization trees
and defining the final action
plan in a collaborative mode
with the client
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Finally




With Bayesialab, it is easy ...

= To implement and to use the software
= To work with multiform data

= To explore complex dataset
= To explain analytic results
=>» To create collaborative works with the final client

Thanks for your attention
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