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extending what is currently known about social comparisons and deliberate repositioning 

of competitive rivals to the domain of brand portfolios, suggesting that brand portfolio 

members are not just siblings, but rivals as well. Furthermore, these potential findings 

could also serve to enhance the literature on spillover effects in brand portfolios by 

demonstrating one more instance where the associated network connecting brands within 

the mind of the consumer can invite negative spillover effects impacting innocent 

brands. In such an instance, the goal of mutual benefit between brands within a brand 

portfolio is undermined, suggesting that there are times when consumer awareness of 

brand interconnectivity should be minimized. 

5.5 Closing Comments 

Although there is limited empirical support for some of the hypotheses presented in this 

dissertation, there is both theoretical support and anecdotal evidence in support of re-

enquiry to establish the potential advantages and disadvantages of both self-brand 

overlap and promoting multiple brands as a connected portfolio group. Taken together, 

these theories and studies have the potential to offer new insights into consumer 

identification with product brands and how such identification impacts not only 

evaluations of the corporation that offers them, but also the other brands to which they 

are connected. From a theoretical perspective, the prospect of including brand portfolios 

into the self is particularly provocative and these studies attempted to highlight a new 

way in which cultivating brand relatedness may have unforeseen consequences on the 

organization. 
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Appendix B: Study 1 Protocol 

 

Introduction:  

 

HIGH OVERLAP CONDITION: Brands can mean many things to many people. Sometimes, 

we like brands because they represent who we are, or who we would like to be. Sometimes we 

choose a brand only for what it can do for us, for its function.  

 

Currently there is a brand of cell phone on the market that we will call “Techsys”. It is a well-

known, top-of-the-line brand with an appealing design and excellent quality. In fact, you may 

own a “Techsys” brand cell phone already, and are pleased with how well it works, how well it 

looks, and how durable it is. Overall, you have a favorable attitude towards this brand.  

 

Actually, to help you understand what we mean, we are asking you to think about a product you 

have that you really like. It is the kind of brand that reflects you well, and gives you a feeling that 

it is almost part of yourself or an extension of yourself. Now, imagine that this is exactly how 

you feel about the “Techsys” brand. 

 

 Please take a minute to think about this. 

 

 

LOW OVERLAP CONDITION: Brands can mean many things to many people. Sometimes, 

we like brands because they represent who we are, or who we would like to be. Sometimes we 

choose a brand only for what it can do for us, for its function.  

 

Currently there is a brand of cell phone on the market that we will call “Techsys”. It is a well-

known, top-of-the-line brand with an appealing design and excellent quality. In fact, you may 

own a “Techsys” brand cell phone already, and are pleased with how well it works, how well it 

looks, and how durable it is. Overall, you have a favorable attitude towards this brand.  

 

Actually, to help you understand what we mean, we are asking you to think about a product you 

have that you really like. However, it is the kind of brand that does NOT reflect you well, and 

does NOT give you a feeling that it is almost part of yourself or an extension of yourself. Now, 

imagine that this is exactly how you feel about the “Techsys” brand. 

 

 Please take a minute to think about this. 
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Question 1: 

A scale to measure brand attitudes 

 

Thinking about the brand, please indicate the number on each item below that best corresponds 

with your evaluation of the brand. 

 
Dislike      Like 

1 2 3 4 5 6 7 

 

Bad      Good 

1 2 3 4 5 6 7 

 

Unpleasant      Pleasant 

1 2 3 4 5 6 7 

 

Unsatisfactory      Satisfactory 

1 2 3 4 5 6 7 

 

Unfavourable      Favourable 

1 2 3 4 5 6 7 

 

Inferior      Superior 

1 2 3 4 5 6 7 

 

Poor      Excellent 

1 2 3 4 5 6 7 

 

 

 

Question 2: 

Self-Brand Overlap Scale adapted from (Aron et al. 1992) 

 

Overlapping circles can be used to visually represent the degree to which someone or something 

fits with who we think we are. Looking at the images below, please select the pair of overlapping 

circles that best represents the degree to which the brand represents you. 
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Self-Affirmation Manipulation: 

We’d like to you take a few moments to think about yourself and all of the positive, desirable 

qualities you might have. Are you funny?  Dependable?  Smart?  Please take a few minutes to 

think about and write down as many things as you can. 

 

We are interested in understanding how easy it is for people to recall recent events. Please take a 

few minutes to think about and write down everything that you have eaten in the last 24 hours. 

 

Portfolio Fit Manipulation: 

In today’s economy, many companies offer several different products and brand names within a 

larger brand portfolio. Some companies are better at it than others. The TAPAT Corporation, the 

company behind the “Techsys” brand, is considering adding a new brand to their portfolio, but 

wants to understand how customers will evaluate this potential new offering before it hits the 

marketplace. The following is one such proposed product that the people at TAPAT are 

considering. Please take a few moments to read about the product and then answer a few 

questions about your opinions of the product. 

 

The "Onano" MP3 player lets you store hours of your favorite music and video in the built-in 

memory. Or listen to the latest hits with the FM tuner. Movies and videos look impressive on the 

bright 2" colour LCD screen. Record your lectures or your grocery list using the video recording 

feature and integrated microphone with adjustable bit rate. 

 

The "Onano" Blu-ray DVD player makes your movies look even better with a full HD picture. 

Every colour and fine detail is brought out, even in standard definition DVDs which can be 

played in near HD quality. It delivers a full HD resolution for both 2D and 3D images, so 

everything you see will look real enough to touch. 

 

The "Onano" guitar has the look and sound quality that appeals to first time players and 

professionals alike. The Onano’s styling is considered the classic go-to shape for bluegrass, folk, 

rock, country, and everything in-between. The sound is commanding when required, but its 

balanced sound means that at any volume, you can be heard and hear yourself well, too. 

 

Please take a few moments to think about this product. 

 

 

Question 3: 

The TAPAT Company is interested in your evaluation of the Onano brand. Please rate your 

opinion of Onano on each of the following: 
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This is a bad 

product 

     This is a good 

product 

1 2 3 4 5 6 7 

 

I dislike the 

product 

     I like the 

product 

1 2 3 4 5 6 7 

 

I feel negative 

toward the 

product 

     I feel positive 

toward the 

product 

1 2 3 4 5 6 7 

 

The product is 

awful 

     The product is 

nice 

1 2 3 4 5 6 7 

 

The product is 

unpleasant 

     The product is 

pleasant 

1 2 3 4 5 6 7 

 

The product is 

unattractive 

     The product is 

attractive 

1 2 3 4 5 6 7 

 

I disapprove of 

the product 

     I approve of 

the product 

1 2 3 4 5 6 7 

 

 

Question 4: Assuming that you were looking to purchase a product from this product class, what 

is the likelihood that you would purchase this product?  

 

Unlikely      Likely 

1 2 3 4 5 6 7 

 

Non-existent      Existent 

1 2 3 4 5 6 7 

 

Improbable      Probable 

1 2 3 4 5 6 7 

 

Uncertain      Certain 

1 2 3 4 5 6 7 

 

Definitely 

would not buy 

     Definitely 

would buy 

1 2 3 4 5 6 7 

 

Probably not      Probably 

1 2 3 4 5 6 7 
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Question 5: Thinking about TAPAT’s Onano brand of MP3 player / DVD player / Guitar: 

 

I would recommend this brand to others 
Not at all      Very much 

1 2 3 4 5 6 7 

 

I would share positive information about this brand with others 
Not at all      Very much 

1 2 3 4 5 6 7 

 

I would say good things about this brand to others 
Not at all      Very much 

1 2 3 4 5 6 7 

 

 

 

Question 6: Imagine that you are preparing to buy a new MP3 player / DVD player / Guitar. 

While at the store considering TAPAT’s new Onano brand, a stranger mentions to you they had 

tried the brand and found it to be somewhat defective. Considering this: 

 

I would probably give this brand a chance 
Not at all      Very much 

1 2 3 4 5 6 7 

 

I would probably buy the brand despite the other person’s experience 
Not at all      Very much 

1 2 3 4 5 6 7 

 

I would be less likely to try the brand 
Not at all      Very much 

1 2 3 4 5 6 7 

 

I would forgive the brand and try it 
Not at all      Very much 

1 2 3 4 5 6 7 

 

I would discount this person’s opinion 
Not at all      Very much 

1 2 3 4 5 6 7 

 

I would wonder if this person used the product correctly 
Not at all      Very much 

1 2 3 4 5 6 7 

 

I would question this person’s expertise 
Not at all      Very much 

1 2 3 4 5 6 7 
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Question 7: What is your gender? 

 

 

Question 8: What is your age? 

 

 

Question 9: Is English your first language? 

 

 

Question 10: Please take a moment to provide any feedback you would like to give us about this 

research 
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Appendix C: Study 2 Protocol  

 

Introduction:  

 

HIGH OVERLAP CONDITION: Brands can mean many things to many people. Sometimes, we 

like brands because they represent who we are, or who we would like to be. Sometimes we 

choose a brand only for what it can do for us, for its function. Please select one of the following 

brands that best represents you, how you see yourself, or who you would like to be. 

 

LOW OVERLAP CONDITION: Brands can mean many things to many people. Sometimes, we 

like brands because they represent who we are, or who we would like to be. Sometimes we 

choose a brand only for what it can do for us, for its function. Please select one of the following 

brands that best represents a brand you use, but which you don’t think really represents you, how 

you see yourself, or who you would like to be. 

 

 

**Here, participants will see a list of brands that are part of a larger corporate portfolio** 

 

 

P&G brands: Old Spice, Pantene, Herbal Essences, Cover Girl, Ivory, Olay, Cheer, Tide, 

L’Oreal 

L’Oreal brands: L’Ancome, Maybelline, L’Oreal, The Body Shop, Garnier 

Unilever brands: Dove, St. Ives, Suave, Sunsilk, TRESemme, Skippy, Ben & Jerry’s, Breyer’s  

Kellogg’s: Corn Flakes, Froot Loops, Rice Krispies, Special K 

Estee Lauder brands: Estee Lauder, MAC, Aveda, Clinique 

Billabong brands: Billabong, Von Zipper, Element 

 

 

Question 1: Please take a minute to think about the brand you have selected. For example, tell us 

about this brand and why you use it?  (Open-ended question designed to stimulate self-brand 

connection awareness if it exists for the participant) 

 

 

Question 2: 

A scale to measure brand attitudes 

 

Please indicate the number on each item below that best corresponds with your evaluation of the 

brand: 

 

Appendix C: Study 2 Protocol 
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Dislike      Like 

1 2 3 4 5 6 7 

 

Bad      Good 

1 2 3 4 5 6 7 

 

Unpleasant      Pleasant 

1 2 3 4 5 6 7 

 

Unsatisfactory      Satisfactory 

1 2 3 4 5 6 7 

 

Unfavourable      Favourable 

1 2 3 4 5 6 7 

 

Inferior      Superior 

1 2 3 4 5 6 7 

 

Poor      Excellent 

1 2 3 4 5 6 7 

 

 

 

Question 3 

Self-Brand Connection Scale (Escalas 2004) 

The brand reflects who I am 
Not at all      Extremely 

Well 

1 2 3 4 5 6 7 

 

I can identify with the brand 
Not at all      Extremely 

Well 

1 2 3 4 5 6 7 

 

I feel a personal connection to the brand 
Not at all      Very Much So 

1 2 3 4 5 6 7 

 

I (can) use the brand to communicate who I am to other people 
Not at all      Extremely 

Well 

1 2 3 4 5 6 7 

 

I think the brand (could) help(s) me become the type of person I want to be 
Not at all      Extremely 

Well 
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1 2 3 4 5 6 7 

 

I consider the brand to be “me” (it reflects who I consider myself to be or the way that I want to 

present myself to others) 
Not “me”      “me” 

1 2 3 4 5 6 7 

 

The brand suits me well 

Not at all 
     Extremely 

Well 

1 2 3 4 5 6 7 

 

 

Question 4: 

Self-Brand Overlap Scale adapted from (Aron et al. 1992) 

 

Overlapping circles can be used to visually represent the degree to which someone or something 

fits with who we think we are. Looking at the images below, please select the pair of overlapping 

circles that best represents the degree to which the brand represents you. 

 

   

    

 

 

Manipulation: 

Brand X is owned and manufactured by company X. Company X is a large company that 

creates and markets many other brands as well, such as Brand A, Brand B, and Band C. 

Recently, the company has re-evaluated the assortment of brands in their portfolio and have 

decided that they need to eliminate some of their brands and re-orient the company in a different 

direction. They have decided that your brand X no longer fits with the direction the company 

wants to pursue and they are going to stop making your brand (OR your brand X fits well with 

the direction the company wants to purse, and that they are going to eliminate another brand A). 

Please take a minute to think about the company’s decision. 

 

 

Question 5: Thinking about the company’s decision to eliminate the brand, please rate the degree 

to which you are presently feeling the following: 
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Ostracism scale adapted from (Zadro et al. 2005) 

I feel poorly accepted by the company (belongingness) 
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel as though I have a connection with the company (belongingness) 
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel like an outcast to the company (belongingness) 
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel good about myself (self-esteem) 
Not at all      Very Much 

1 2 3 4 5 6 7 

I feel that the company fails to see me as a worthy customer (self-esteem) 
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel somewhat inadequate (self-esteem) 
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel somewhat frustrated by the decision (control) 
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel in control of my options (control) 
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel that I can change the company’s decision (control) 
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel that my existence had some effect on the company’s decision (meaningful existence) 
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel non-existent to the company (meaningful existence) 
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel as though my existence is meaningless to the company (meaningful existence) 
Not at all      Very Much 

1 2 3 4 5 6 7 

 

 

Question 6: Thinking about the company’s decision to eliminate the brand, please rate the degree 

to which you are presently feeling the following: 
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Relational Evaluation and Rejection Scale  (Buckley et al. 2004) 

Anger items Happiness items Hurt Feelings 

items 

Anxiety items Sadness items Rejection items 

Irritated Happy Hurt Anxious Depressed Excluded 

Annoyed Delighted Pained Nervous Dejected Accepted 

Angry Cheerful Injured Tense Sad Valued 

Mad Pleased Wounded Uneasy Down Rejected 

Each word listed above is rated on the following seven-point scale: 

Not at all      Very Much 

1 2 3 4 5 6 7 
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Appendix D: Study 3 Protocol 

Introduction:  

 

HIGH OVERLAP CONDITION: Brands can mean many things to many people. Sometimes, 

we like brands because they represent who we are, or who we would like to be. Sometimes we 

choose a brand only for what it can do for us, for its function.  

  

Currently, there is a brand of shampoo and body wash on the market that we will refer to as 

“Luneon”. It is a well-known, top-of-the-line brand that is appealing and of excellent quality. In 

fact, you may already buy the “Luneon” brand of shampoo and body wash, and are pleased with 

how well it works, how well it smells, and how effective it is. Overall, you have a favorable 

attitude towards this brand.  

  

Actually, to help you understand what we mean, we are asking you to think about a product you 

have that you really like. It is the kind of brand that reflects you well, and gives you a feeling that 

it is almost part of yourself or an extension of yourself. Now, imagine that this is exactly how 

you feel about the “Luneon” brand. 

 

 

LOW OVERLAP CONDITION: Brands can mean many things to many people. Sometimes, 

we like brands because they represent who we are, or who we would like to be. Sometimes we 

choose a brand only for what it can do for us, for its function.  

  

Currently, there is a brand of shampoo and body wash on the market that we will refer to as 

“Luneon”. It is a well-known, top-of-the-line brand that is appealing and of excellent quality. In 

fact, you may already buy the “Luneon” brand of shampoo and body wash, and are pleased with 

how well it works, how well it smells, and how effective it is. Overall, you have a favorable 

attitude towards this brand.  

  

Actually, to help you understand what we mean, we are asking you to think about a product you 

have that you really like. However it is the kind of brand that does NOT reflect you well, and 

does NOT give you a feeling that it is almost part of yourself or an extension of yourself. Now, 

imagine that this is exactly how you feel about the “Luneon” brand. 

 

 

 

Question 1: 

A scale to measure brand attitudes 

 

Thinking about the brand, please indicate the number on each item below that best corresponds 

with your evaluation of the brand. 

 
Dislike      Like 

Appendix D: Study 3 Protocol 
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1 2 3 4 5 6 7 

 

Bad      Good 

1 2 3 4 5 6 7 

 

Unpleasant      Pleasant 

1 2 3 4 5 6 7 

 

Unsatisfactory      Satisfactory 

1 2 3 4 5 6 7 

 

Unfavourable      Favourable 

1 2 3 4 5 6 7 

 

Inferior      Superior 

1 2 3 4 5 6 7 

 

Poor      Excellent 

1 2 3 4 5 6 7 

 

 

 

Question 2: 

Self-Brand Overlap Scale adapted from (Aron et al. 1992) 

 

Overlapping circles can be used to visually represent the degree to which someone or something 

fits with who we think we are. Looking at the images below, please select the pair of overlapping 

circles that best represents the degree to which the brand represents you. 
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Manipulation: 

The “Luneon” brand is owned and manufactured by the “TAPAT” Corporation. TAPAT is a 

company that creates and markets many other brands as well. Recently, the company has re-

evaluated the assortment of brands in their portfolio and have decided that they need to eliminate 

some of their brands and re-orient the company in a different direction. They have decided that 

the “Luneon” brand no longer fits with the direction the company wants to pursue and they are 

going to stop making the “Luneon” brand. Please take a minute to think about the company’s 

decision. 

 

 

The “Luneon” brand is owned and manufactured by the “TAPAT” Corporation. TAPAT is a 

company that creates and markets many other brands as well. Recently, the company has re-

evaluated the assortment of brands in their portfolio and have decided that they need to eliminate 

some of their brands and re-orient the company in a different direction. They have decided that 

the “Luneon” brand fits well with the direction the company wants to pursue, and that they are 

going to eliminate another brand instead. Please take a minute to think about the company’s 

decision. 

 

 

Question3: Thinking about the company’s decision to eliminate the brand, please rate the degree 

to which you are presently feeling the following: 

Ostracism scale adapted from (Zadro et al. 2005) 

I feel poorly accepted by the company  (belongingness)
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel as though I have no connection with the company  (belongingness)
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel like an outcast to the company  (belongingness)
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel bad about myself  (self-esteem)
Not at all      Very Much 

1 2 3 4 5 6 7 

I feel that the company fails to see me as a worthy customer  (self-esteem)
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel somewhat inadequate  (self-esteem)
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel somewhat frustrated by the decision  (control)



197 
 

 

Not at all      Very Much 

1 2 3 4 5 6 7 

 

I do not feel in control of my options  (control)
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel that I cannot change the company’s decision  (control)
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel that my existence had no effect on the company’s decision  (meaningful existence)
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel non-existent to the company  (meaningful existence)
Not at all      Very Much 

1 2 3 4 5 6 7 

 

I feel as though my existence is meaningless to the company  (meaningful existence)
Not at all      Very Much 

1 2 3 4 5 6 7 

 

 

Question 4: Thinking about the company’s decision to eliminate the brand, please rate the degree 

to which you are presently feeling the following: 

 

Relational Evaluation and Rejection Scale  (Buckley et al. 2004) 

Anger items Happiness items Hurt Feelings 

items 

Anxiety items Sadness items Rejection items 

Irritated Happy Hurt Anxious Depressed Excluded 

Annoyed Delighted Pained Nervous Dejected Accepted 

Angry Cheerful Injured Tense Sad Valued 

Mad Pleased Wounded Uneasy Down Rejected 

Each word listed above is rated on the following seven-point scale: 

Not at all      Very Much 

1 2 3 4 5 6 7 

 

 

Question 5: Thinking about the TAPAT Corporation, please answer the following. 

My overall impression of the TAPAT Corporation is: 

Bad      Good 

1 2 3 4 5 6 7 
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Unfavourable      Favourable 

1 2 3 4 5 6 7 

 

Unsatisfactory      Satisfactory 

1 2 3 4 5 6 7 

 

 

Question 6: Thinking about the TAPAT Corporation, please answer the following: 

I would recommend TAPAT Corporation’s products to someone who seeks my advice 
Not at all      Very Much 

1 2 3 4 5 6 7 

I would say positive things about the TAPAT Corporation to other people 
Not at all      Very Much 

1 2 3 4 5 6 7 

I would defend the TAPAT Corporation to other people who speak negatively of it 
Not at all      Very Much 

1 2 3 4 5 6 7 

 

 

Awareness Manipulation:  

Aware: Imagine that, tomorrow, you need to go the supermarket to buy laundry detergent. The 

brand that you normally buy is presently out of stock, and you don’t have time to go to another 

store to get it. Instead, you notice two new brands that you’ve never heard of before, both equally 

priced, and decide to try one of them. “Durian” detergent is made by the TAPAT Corporation. 

“Cupari” detergent is made by the ONANO Corporation, a major competitor to the TAPAT 

Corporation. The two brands are advertised as follows: 

TAPAT’s Durian laundry detergent is specially designed to help power out your tough stains, 

leaving your laundry looking clean and fresh. It contains active enzymes that break down 

common stains while protecting your fabric. Durian laundry detergent has a fresh scent and 

leaves clothing looking – and smelling great. 

ONANO’s Cupari laundry detergent is specially formulated for today’s lifestyle. It traps dirt and 

rinses it away clean every time. Designed to power out dirt and odors, Cupari’s formula is 

designed to let fibers slide back into shape easily. It keeps your clothes looking good and 

smelling fresh. 

 

Unaware: Imagine that, tomorrow, you need to go the supermarket to buy laundry detergent. 

The brand that you normally buy is presently out of stock, and you don’t have time to go to 
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another store to get it. Instead, you notice two new brands that you’ve never heard of before, 

both equally priced, and decide to try one of them. The two brands - "Durian" and "Cupari" are 

advertised as follows: 

Durian laundry detergent is specially designed to help power out your tough stains, leaving your 

laundry looking clean and fresh. It contains active enzymes that break down common stains 

while protecting your fabric. Durian laundry detergent has a fresh scent and leaves clothing 

looking – and smelling great. 

Cupari laundry detergent is specially formulated for today’s lifestyle. It traps dirt and rinses it 

away clean every time. Designed to power out dirt and odors, Cupari’s formula is designed to let 

fibers slide back into shape easily. It keeps your clothes looking good and smelling fresh. 

 

Question 7: When thinking about TAPAT's Durian / ONANO's Cupari / the Durian / the Cupari 

detergent brand: 

I dislike this 

product 

     I like this 

product 

1 2 3 4 5 6 7 

 

I feel negative 

toward the 

product 

     I feel positive 

toward the 

product 

1 2 3 4 5 6 7 

 

This product 

is awful 

     This product is 

nice 

1 2 3 4 5 6 7 

 

This product is 

unattractive 

     This product is 

attractive 

1 2 3 4 5 6 7 

 

 

Question 8: How do the brands compare to each other? 

(TAPAT’s) 

Durian is 

better than 

(ONANO’s) 

Cupari 

     (ONANO’s) 

Cupari is better 

than 

(TAPAT’s) 

Durian 

1 2 3 4 5 6 7 

 

 

Question 9: What is your gender? 
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Question 10: What is your age? 

 

 

Question 11: Is English your first language? 

 

 

Question 12: Please take a moment to provide any feedback you would like to give us about this 

research 
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