
Materials 

Consumer Test 

 For both the focus group and consumer test Chobani Greek Yogurt Strawberry Nonfat yogurt was 
used.  One-half teaspoon Tone’s Vanilla Flavor was incorporated into all samples.  Samples 394 and 771 
contained ¼ teaspoon Arctic Cod Liver Oil (308.75 mg ω-3).  Samples 820 and 295 contained ½ 
teaspoon Arctic Cod Liver Oil (617.50 mg ω-3).  
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Introduction 

Focus Group 
 A dairy questionnaire was made available for students, 
faculty, and staff.  Participants were recruited for the focus 
group based upon answer selection; participants must 
consume yogurt either several times a day or on a daily 
basis, and regularly consume strawberry and vanilla yogurt.   
  Participants were asked a series of questions 
regarding brands, flavors, intent to purchase, consumption, 
syneresis, texture, probiotics and live cultures, and the idea 
of a new yogurt with added Omega-3s.  Participants were 
then provided three samples of strawberry yogurt: two levels 
with Omega-3, and one control.  The focus group was asked 
to rate each samples on its appearance, strawberry flavor, 
mouthfeel, thickness, aftertaste, and overall impression.  
Table 1 indicates the top-2 box results.  The top-2 box is the 
percentage of respondents who rated the attribute either the 
highest or second highest rating on the 5-point scale: dislike 
very much, dislike slightly, neither like nor dislike, like slightly, 
and like very much.   
 
 
  
  

 Yogurt is a dairy product that has been around for centuries.  Over time it 
has been modified for nutritional benefits, and pleasing flavor, appearance, 
texture, and aroma. A recent marketing trend has been to develop various 
styles of yogurt such as Greek, drinkable, frozen, and probiotic.  A new trend 
focuses on the creation of a functional food through the addition of Omega-3 
fatty acids.  Omega-3 fatty acids are a group of essential fatty acids that the 
body cannot make on its own. USDA’s recommended dietary allowance for 
Omega-3s is 1 gram per day, which most people in the Midwest do not meet.  
Studies show consumption of Omega-3 fatty acids have various health benefits 
including, but not limited to, proper brain functionality, growth and 
development, and reduced risk of heart disease, cancer, and arthritis.  
However, one drawback to this addition is a negative flavor and aftertaste of 
the product.  Therefore, the objectives of this study were to determine the  
effects of Omega-3s on yogurt sensory and textural properties.   
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 A sample size of 85 was used for the consumer test.  Of the consumers, 72.90% were female and 27.10% were male. 
A large number of participants commented on the flavor of the samples claiming that the samples with Omega-3 were too 
sour/tart and have a unique flavor that is not describable.  Other comments regarded a need for a stronger strawberry flavor 
along with samples having an acceptable thickness and texture.  

  

Conclusion 

Mean values found by different letters are significantly 
different,  n = 85, (p < 0.05).  Consumers significantly 
liked the mouthfeel of sample 436 more. 
 

Figure 3: Mean Values for Mouthfeel 

Mean values found by different letters are significantly 
different,  n = 85, (p < 0.05).  Consumers significantly 
liked the strawberry flavor of sample 436 more. 
 

Figure 2: Mean Values for Strawberry Flavor 

Mean values found by different letters are significantly 
different,  n = 85, (p < 0.05).  Consumers significantly 
liked the appearance of sample 436 more. 

Figure 1: Mean Values of Appearance 

 Overall, consumers were not acceptable of the yogurt with added Omega-3 fatty acid, and would not purchase the samples, 
as seen in Figures 1 – 9.   These results were expected because a large amount of the Midwest population does not regularly 
consume the proper recommended dietary allowance of Omega-3 fatty acid.  Due to the health benefits from Omega-3s, further 
product formulation is necessary to improve attributes in functional foods like yogurt with added Omega-3.  
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Figure 4: Mean Values for Thickness 

Top Comments from Focus Group: 
•Sour taste, but enjoyable. 
•Slight chalky mouthfeel after and left a film in my mouth. 
•Good thickness and texture. 
 

Mean values found by different letters are significantly 
different,  n = 85, (p < 0.05).  Consumers significantly 
liked the thickness of sample 436 more. 

Figure 5: Mean Values for Aftertaste 

Mean values found by different letters are significantly 
different,  n = 85, (p < 0.05).  Consumers significantly 
liked the aftertaste of sample 436 more. 
 
Figure 6: Mean Values for Overall Impression 

Mean values found by different letters are significantly 
different,  n = 85, (p < 0.05).  Consumers had a 
significantly better overall impression of sample 436. 
 

Figure 8: Intent to Purchase Sample 436 

41.10% of consumers would purchase 
 sample 436. 

Figure 8: Intent to Purchase Sample 771 

25.90% of consumers would purchase 
 sample 771. 

Figure 9: Intent to Purchase Sample 295 

17.60% of consumers would purchase 
 sample 295. 

Figure 10: Yogurt Consumption 

18.8% of consumers regularly consume strawberry 
yogurt while 24.7% consume it frequently. There is a 
high percentage of consumers who do not consume 
strawberry yogurt often or at all.  This may factor into 
the reason why consumers did not like samples 771 
and 295, and may have impacted results. 
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