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Product Testing Designs  
design what it is when to use type of questions design characteristics 

Monadic › Respondent tries only one 
product and evaluates it 
using typical rating scales; 

› Single product evaluation 
represents a more natural 
(valid) environment; 

› Testing a novel or 
unfamiliar product; 

› use of one product 
eliminates or completes a 
task so that second product 
is not necessary (e. g. after 
using one drain cleaner, 
respondent would not 
need another drain 
cleaner); 

› Want to track product 
performance during its 
lifecycle; 

› “Absolute measurements” which 
refer only to the one product 
without any explicit comparison 
references; 

› Can use questions such as hedonic 
scales, attribute ratings, purchase 
intent and “just right” scales; 

› Simulates market conditions of 
using one product at a time. 
However, respondents make 
comparative judgements and will 
be influenced by their own frame 
of reference (i. e. brands used last 
or most often; 

› Each product is evaluated by an 
independent sample in the same 
time period or at different points 
in time; than the results evaluated 
against each other; 

› Ratings are not affected by 
presence of other test products; 
however are affected by past 
usage context effects; 

Sequential 
Monadic 

› Respondent tries one 
product and evaluates it; 

› Than tries a second 
product and evaluates it; 

› Subsequent products are 
evaluated in tern, as need 
be; 

› All evaluations obtained 
using typical rating scales; 

› Each product is evaluated 
separately with no 
comparisons; 

› Have only a small sample of 
qualified respondents or 
incidence is low; 

› Limited funds an/or many 
products to test; 

› If interested in studying 
context effect (to see how 
ratings change as order of 
presentation changes); 

› “Absolute measurements” which 
refer only to the one product 
without any comparison 
references; 

› Can use questions such as hedonic 
scales, attribute ratings, purchase 
intent and “just right” scales; 

› No preference questions 
(although overall preference is 
sometimes added at end of 
second evaluation); 

› Placing product with respondents  
to use in-home can be more 
expensive , if client requires that 
products not be placed 
simultaneously; 

› Having same respondent evaluate 
multiple products, statistical 
precision may increase because 
there is more control over 
respondent variability. 
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Product Testing Designs II 
 

design what it is when to use type of questions design characteristics 

Paired 
Comparison 
(or Paired 
Preference) 

› Respondent tries both 
products at the same time or 
separately within a short 
time frame; 

› Products are not evaluated 
independently, respondent 
gives direct comparison 
between products; 

› Product requires 
direct product 
comparison (e. g., if 
testing a 
reformulated 
product against 
current product and 
only want to know 
which is better); 

› Preference questions on 
overall performance and 
attributes (e. g. “Which 
product do you prefer 
for sweetness?”); 

› No hedonics, attribute 
ratings, purchase intent, 
etc. 

› More sensitive to subtle variations between 
products. However, test can also inflate 
responses to subtle product variations 
because of close comparison; 

› “Winner” when both products are inferior 
may look the same as winner among two 
superior products; 

› No monadic ratings to measure magnitude of 
performance; 

Protomonadic › Respondent tries first 
product and evaluates it 
using typical rating scales; 

› Than tries a second product 
and gives direct comparisons 
between products; 

› Second product is not 
evaluated using rating 
scales; 

› Testing similar 
products which may 
have close monadic 
ratings; 

› Preference ratings 
may be used as a 
“tie-breaker”; 

› Same type of questions 
as “Monadic” design for 
first product only; 

› Same type of questions 
as “Paired Comparison” 
design after second 
product trial; 

› Incorporates the advantages of both monadic 
and paired comparison tests; 

› However, smaller base sizes on monadic 
ratings, because only first product in the pair 
is rated independently. 

Triangle › Respondent tries 3 products 
and selects which one is 
“different” from the other 
two; 

› Double triangle tests repeat 
this exercise for a better 
accuracy of the results. 

› Suitable when we 
need to know if a 
product can be 
recognized as 
“different”, usually 
in cost reduction 
product 
optimizations. 

› Simple diagnostic 
questions to feature 
what makes the 
difference between the 
tested products 
“recognizable” in 
consumer terms. 

› Very effective to point whether a change in a 
recipe is to be noticed; 

› Does not allow for detailed analysis about 
what makes the difference between the 
tested products obvious for the consumers. 

 


