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European foreword 

The text of ISO 11136:2014 has been prepared by Technical Committee ISO/TC 34 “Food products” of 
the International Organization for Standardization (ISO) and has been taken over as 
EN ISO 11136:2017. 

This European Standard shall be given the status of a national standard, either by publication of an 
identical text or by endorsement, at the latest by November 2017, and conflicting national standards 
shall be withdrawn at the latest by November 2017. 

Attention is drawn to the possibility that some of the elements of this document may be the subject of 
patent rights. CEN [and/or CENELEC] shall not be held responsible for identifying any or all such patent 
rights. 

According to the CEN-CENELEC Internal Regulations, the national standards organizations of the 
following countries are bound to implement this European Standard: Austria, Belgium, Bulgaria, 
Croatia, Cyprus, Czech Republic, Denmark, Estonia, Finland, Former Yugoslav Republic of Macedonia, 
France, Germany, Greece, Hungary, Iceland, Ireland, Italy, Latvia, Lithuania, Luxembourg, Malta, 
Netherlands, Norway, Poland, Portugal, Romania, Serbia, Slovakia, Slovenia, Spain, Sweden, Switzerland, 
Turkey and the United Kingdom. 

Endorsement notice 

The text of ISO 11136:2014 has been approved by CEN as EN ISO 11136:2017 without any modification. 
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Sensory analysis — Methodology — General guidance for 
conducting hedonic tests with consumers in a controlled area

1	 Scope

This International Standard describes approaches for measuring, within a controlled area, the degree to 
which consumers like or relatively like products.

It uses tests based on collecting consumers’ responses to questions, generally on paper or via a keyboard 
or a touch screen. Tests of a behavioural nature (such as recording quantities consumed ad libitum by 
the consumers) do not fall within the scope of this International Standard.

The hedonic tests dealt with in this International Standard, can be used as a contribution to the following:

—	 comparing a product with competitor products;

—	 optimizing a product so that it obtains a high hedonic rating or is liked by a large number of consumers;

—	 helping to define a range of products to correspond to a particular consumer target population;

—	 helping to define a best-before date;

—	 assessing the impact of a product formulation change on the pleasure given by the product;

—	 studying the impact of sensory characteristics of a product on degree to which it is liked, 
independently of the product’s extrinsic characteristics, such as brand, price, or advertising;

—	 studying the effect of a commercial or presentation variable, such as packaging.

The methods are effective for determining

—	 whether or not, a perceptible preference exists (difference in degree of liking), or

—	 whether or not, no perceptible preference (paired similarity test) exists.

2	 Normative references

The following documents, in whole or in part, are normatively referenced in this document and are 
indispensable for its application. For dated references, only the edition cited applies. For undated 
references, the latest edition of the referenced document (including any amendments) applies.

ISO 4121, Sensory analysis — Guidelines for the use of quantitative response scales

ISO 5492, Sensory analysis — Vocabulary

ISO 5495, Sensory analysis — Methodology — Paired comparison test

ISO 8587, Sensory analysis — Methodology — Ranking

ISO 8589, Sensory analysis — General guidance for the design of test rooms

ISO 29842, Sensory analysis — Methodology — Balanced incomplete block designs

3	 Terms and definitions

For the purposes of this document, the terms and definitions given in ISO 5492 and the following apply.
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