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ABSTRACT

A STUDY OF CONSUMERS’ EMOTIONAL RESPONSES TOWARDS
BRANDS AND BRANDED PRODUCTS

Karahanoglu, Armagan
M.S. Department of Industrial Design

Supervisor: Assist. Prof. Dr. Bahar Sener-Pedgley

July 2008, 157 Pages

Product experience is a multi-dimensional user-product interaction, which includes the
user’s emotional aspects. Emotional experience is a component of product experience
which comprises the emotions elicited by the brands and products of the brand. This
study investigates the relationship between brand and product emotions and the

qualities of products that evoke these emotions.

The presented study was mainly based on literature review and empirical study. First,
psychological background of emotions was reviewed to explain the process underlying
these emotions. Then, emotions of users were investigated from design and marketing
perspectives. The literature review was then supported by the data collected through

the findings of the empirical study.

The empirical study aimed at examining the relationship between emotions of users,
product qualities and brand of the product. One product of five different brands were
shown to the participants and each participant was asked to rate their emotions. Each
participant was shown one set of products (i.e. iron), and each set was consisted of
original (0), mixed (M) brand names or no brand name (N). The results of 105
participants were evaluated using statistical analyses and content analyses methods.
The data analyses were undertaken separately for each of the product groups, with the
findings for each group then being cross-compared using SPSS software. The aim was to

iv



elicit information on possible relations between brands that form certain impressions
of, and emotions towards products bearing their brand name, plus the change in
negative/positive emotions associated with each iron across the three groups. The
results give valuable insights into the practical impact of branding, product identity and
product emotions. The study also extends the understanding of how branding affects

people’s emotional responses to consumer products.

Keywords: product experience, emotional branding, product emotions, brand emotions



0z
KULLANICILARIN MARKALARA VE MARKALI URUNLERINE OLAN
DUYGUSAL YAKLASIMI UZERINE BIiR CALISMA

Karahanoglu, Armagan
M.S. Endustri Uriinleri Tasarimi
Tez YOneticisi: Y. Doc. Dr. Bahar Sener-Pedgley

Temmuz 2008, 157 Sayfa

Uriin deneyimi, kullanicinin duygusal kullanimlarini iceren, cok boyutlu bir {riin-
kullanici etkilesimidir. Duygusal deneyim de Uriin deneyimini iceren, markalarin ve bu

markalarin Grinlerinin uyandirdigi duygulari kapsamaktadir.

Bu tez temel olarak literatlir taramasi ve deneysel calisma Uzerine kurulmustur.
Calisma, marka ve Uriin duygularinin arasindaki iliskiyi ve bu duygulari uyandiran (riin
ozelliklerini arastirmaktadir. Calismada oncelikli olarak duygu sireclerini agiklamak
Uzere duygularin psikolojik altyapisina deginilmektedir. Ardindan, kullanici duygulari
tasarim ve pazarlama bakis acilarindan incelenir. Bu tez, deneysel ¢alismanin sirasinda

toplanan bilgi ile desteklenir.

Deneysel calisma kullanici duygulari, Grin o6zellikleri ve markalar arasindaki iliskiyi
aciklar. Bu calismada 5 markanin birer tGrini (bu ¢alismada Gtd) kullanicilari gésterilmis
ve duygularini belirtmeleri istenmistir. Her kullaniciya, daha énceden olusturulan dogru
markali (O), karistirlmis markal (M) ve markasiz (N) UGrlinler gosterilmistir. 105
katihmcinin degerlendirmesi istatistik ve icerik analizleri ile degerlendirilmistir.
Toplanan veriler, SPSS program kullanilarak her Urin grubu icin ayri olarak
degerlendirilmis, daha sonra gruplar kendi iglerinde degerlendirilmistir. Amag,
markalara olan izlenimlerle, Uriinlere olan duygularin arasinda var olan olasi iliskileri ve
pozitif/negative duygulardaki degisimleri incelemektir. Arastirma sonuglari markalasma,

Urlin kimligi ve Grlin duygulari hakkinda degerli bilgiler vermektedir. Bu ¢alisma ayrica
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markalarin Grlinlere olan duygusal tepkileri nasil etkiledigi konusunda genis bir anlayis

olusturmaktadir.

Anahtar Kelimeler: Urin deneyimi, duygusal markalasma, Uriin duygulari, marka

duygulari
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CHAPTER 1

INTRODUCTION

1.1 Problem Statement

In the 19" century, two merchants who provided same packaged goods, needed to
differentiate their products from each other. As a result, they gave names to their
products which is known as the first attempt to use brand names. They probably did
not predict that, what they did to sell the product will become a part of marketing and

design studies one day.

Today, modern life brings new kinds of products with new product languages into
people’s lives under different brand names. These new products bring with them new
kinds of product experience that may be adventurous, surprising or dreadful.
Consequently, a more comprehensive understanding of product experience has been
constituted and its scope has been widened into understanding users’ emotional needs
together with functional and social needs. This new understanding is associated with
positive, experiential and emotional usage, rather than just functional. Therefore, the
users’ emotional experience with the product attracted the attention of many

researchers in the field of both design and marketing.

When the number of related conferences, research journals with special issues about
the subjects, and the emerging interest in companies and universities are investigated
in the areas of emotional design and emotional branding, it can be observed that the
number of research studies, hence the researchers, interested in emotional experience
is increased. These researchers, from marketing and design research, deal with the
emotional experience of users from their own perspectives. Market researchers are
interested in the emotions of consumers, within different components of the brand
experience, such as products of the brand, the retail environments, and advertisements

which results in the experience of the brands. On the other hand, design researchers



investigate the emotional experience of the users with the product, within the product
experience context. Design researchers are also interested in how users interact with
the product and how they react emotionally. Despite the research efforts, there still
exists a need for explaining the relationship of users’ emotional responses towards
brands and products of these brands as both design and marketing literatures deal with
emotions from their own perspectives without explaining the relationships with other

literature.

The literature supplies a theoretical base of emotional experiences including brand and
product emotions. The importance of consumer emotions is stated in design and
marketing literatures separately. Nonetheless, these theoretical bases are not
investigated together to supply a coherent understanding of their relationships.
Therefore, it is necessary to take the analysis of emotions in a holistic way to reveal its
various dimensions which is believed to contribute to rich and engaging emotional

product and brands experience.

1.2 Aim of the Study

This study aims to clarify the emotion related issues through the context of experience
of users with the consumer products, including emotional responses of users towards
products and brands. It aims to investigate the dimensions of emotional experience of
users within product and brand experience contexts in which the theoretical bases of
design and marketing literatures are combined, and a holistic understanding of these

issues are presented.

The efforts have been made to present the relationship between brand emotions and
product emotions. To understand these, data from the literature are presented.
However, as the literature lacks comprehensive work analyzing the connection of the
interrelation of brand and product, the literature review is supported with a

complementary empirical study.

Accordingly, main and supporting research questions are as follows.
e What is the relationship between the emotional responses of users towards

products and brands of these products?
2



e What are the theories and structures behind the elicitation of the emotions?

e How are emotions of users discussed in design and marketing literature?

e How does the brand of the product affect the product emotions?

e What is the relationship between brand awareness and user’s emotions
towards products of these brands?

e Which qualities of products are related to the brand and product emotions?

To answer these questions, the meaning and definitions of emotions of users from
psychology, design and marketing perspectives are examined. Product and brand
related dimensions of emotional responses will be presented. To complement the
findings of the literature, an empirical study on the emotional responses of users
towards brands and products of these brands is conducted, and the results are

presented.

1.3 Structure of Thesis
The thesis consists of five main chapters. Figure 1 shows the diagram representation of

the thesis structure.

Chapter 1 presents the topic of the thesis and the research questions to be answered.

In the Chapter 2, dimensions of user emotions towards consumer products are
explored, which consists of four main parts. The first part focuses on emotions, and
summarizes the definitions, theories and methods of measuring emotions in psychology
design and marketing literatures. The second part explains product experience and
product emotions together with product emotion measuring methods. The third part
explores experience and brand emotions with a brief summary of measuring methods
used in marketing literature. The chapter then concludes with discussion on the three

literatures.

Chapter 3, covers the design and conduct of the empirical study. Chapter 4 presents the
results and analysis of the study together with general discussion on the outcomes of

the study.



The thesis concludes with a final chapter, Chapter 5, which is summarizing and
evaluating the findings of the preceding chapters, together with suggestions for further

studies.

Introduction

A

The term ‘Emotion’
Appraisal Models

Measuring Emotions

Product Experience Brand Experience
Product Emotions Emotional Branding
Measuring Product Emotions Measuring Brand Emotions
v v

Methodology; Measuring Emotions

A 4

Analysis and Results

'

Conclusions <t

\ 4

Figure 1.1 Diagram-Representation of the Thesis Structure



CHAPTER 2

LITERATURE REVIEW

This chapter consists of the review of emotions. Through the chapter, emotions are
studied within three literatures: psychology, marketing and design. The first section
focuses on emotions from the psychologists’ perspective and tries to conceptualize
what emotions are and how they are evoked. In the second section, emotions of users
will be analyzed within the design literature, in which researchers deal with how the
emotions are elicited by a product. The third section consists of the analysis of
emotions from the marketing perspective. This part will explain how the marketing
literature deals with emotions of users. In the last section, psychology, design and

marketing perspectives are summarized and discussed.

Psychology researchers study on what emotions are and how people react towards
objects and events emotionally. Although psychology does not research emotions
towards brands and products specifically, it explains the reasons behind emotions and

gives a valuable background on the topic.

Understanding the emotions towards products and brands cannot be totally
understood if the marketing perspective is excluded. However, both design and
marketing literatures have differences in how they define the person who uses a
product and the experience the person has with the product. The marketing
perspective does not mention ‘user’ or ‘usage’ as the designers do, rather ‘consumer’

and ‘purchase’.

Marketing strategists deal with the experience that consumers have during the
purchase and after-purchase of a product or a service. What they are interested in is
the way consumers’ repurchase’ the brand which will be achieved by purchasing the

other products of the brand. This leads market researchers to understand the
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underlying reasons and to analyze consumer behavior and consumer satisfaction.
Market research is the way to understand consumer needs and decide on the product
design, price, distribution and promotion. On the other hand, what designers focus on
is the experience that users have during the usage of a product. For this reason,
product language, the decisions on the form of the product and the usage scenarios of
the products become important. Where these two different perspectives overlap is

both that designers and marketers deal with the emotions of ‘users’ - or ‘consumers’.

2.1 Study of Emotions from Psychology Perspective

Emotions play an important role in people’s lives as they guide, enrich and enable life;
provide meaning to everyday existence (Cacioppo et al., 2001, in Desmet, 2002). It is
also acknowledged that cultural artifacts like art elicit a substantial part of people’s
emotions (Desmet, 2002). As the emotions of users towards products and brands will
be discussed and analyzed throughout the study, understanding emotions and how
they are evoked become important to discuss. In the following section, definitions of
emotions, theories of emotions, and how they are evoked according to these theories

will be examined.

2.1.1 Definitions of Emotions

The question ‘what is emotion’ has been asked and still remains unanswered (Russell,
2003; Kalat and Shiota 2007), since the very beginning of the introduction of the term
‘emotion’ into the literature by James (1880, in Kalat and Shiota,2007). The term
emotion has been the focus of psychological studies and these studies have attempted
to understand what emotion is and how they are evoked. As a result various definitions
of emotions have been suggested and different theories have been discussed by

different psychologists.

Emotion is defined as a very complex term that has no single universally accepted
definition. First definitions of the emotion appeared in domains of religion and
philosophy. Philosophers like Aristotle, Descartes and Kant emphasized emotions and
classified these emotions in the forms of discrete emotions (Dormann,2003). Emotions
are known as complex reactions that engage both our minds and our bodies (Dormann,

2003), and are the states of emotions or as positive or negative affective feeling states
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(Fridja, 1988, in Dormann 2003). On the other hand, Ortony et al., (1988) define
emotions as “valenced reactions to events, agents, or objects, with their particular
nature being determined by the way in which the eliciting situation is construed” (p.
13). Similarly, Kalat and Shiota (2007) define emotions as reactions to something
outside the body in the social environment and require processing complex

information; emotions are complex evaluations of events and their meaning.

2.1.2 Classification of Emotions

Understanding emotion is as complex as defining them. In understanding what
emotions are, psychologists suggest that one way to classify emotions is to separate
them as positive and negative emotions. However, in this way, the study of positive and
negative emotions creates a finite number of irreducible emotional states and this way
individuals experience discrete highly differentiated emotional states (Niedenthal et al,
2006). Therefore, rather than classifying emotions into positive and negative, classifying
emotions into primary (basic) and secondary emotions at first was suggested to

understand emotions.

Before classifying emotions, psychologists debated on which states can be called as
emotions. Kalat and Shiota (2007) state that nearly all psychologists consider joy,
sadness, fear and anger are as good examples of emotions. In some sources, disgust,
contempt and surprise are also included as much as hope, embarrassment, shame,
pride, love, hate, jealousy, interest, confusion, concentration, worry, contentment and

awe.

Another debate on the classification of emotions is that whether emotions should be
classified or not. Ekman (1999) in his studies shows that at least some emotions are
primary and innate in all human beings. Psychologists ask whether all emotional
experiences involve combinations of a few, discrete units (Kalat and Shiota, 2007). The
authors stated that different psychologists list a limited number of ‘basic emotions’ that
are fundamentally distinct from one another and the idea of basic emotions has been
used in literature in at least two ways. One is defining basic emotions that are
fundamentals of other emotions and suggests that more complex emotions are

combinations of these basic emotions (Ortony and Turner, 1990). The other way claims
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that basic emotions have biological basis and encoded in genes (Ekman, 1999). As a
result, different emotions were listed as basic by different psychologists and Ortony
and Turner (1990) made a survey on these emotions which can be studied in

tabularized form in Table 2.1.

Table 2. 1 Definitions of Basic Emotions According to Various Sources in Literature
(Ortony and Turner, 1990)

Reference (in chronological order) Basic emotions

James (1884) fear, grief, love, rage

McDougall (1926) anger, disgust, elation, fear,
subjection, tender-emotion,
wonder

Watson (1930) fear, love, rage

Arnold (1960) anger, aversion, courage,

dejection, desire, despair,
fear, hate, hope, love, sadness

Mowrer (1960) pain, pleasure

Izard (1971) anger, contempt, disgust,
distress, fear, guilt, interest,
joy, shame, surprise

Plutchik (1980) acceptance, anger,
anticipation,
disgust, joy, fear, sadness,

surprise
Ekman, Friesen, and Ellsworth anger, disgust, fear, joy,
(1982) sadness, surprise
Gray (1982) rage and terror, anxiety, joy
Panksepp (1982) expectancy, fear, rage, panic
Tomkins (1984) anger, interest, contempt,

disgust, distress, fear, joy,
shame, surprise

Weiner & Graham (1984) happiness, sadness

Frijda (personal communication, desire, happiness, interest,
September 8, 1986) surprise, wonder, sorrow
Oatley & Johnson-Laird anger, disgust, anxiety,
(1987) happiness, sadness




As can be seen in Table 2.1, although there are commonalities in the classification of
certain emotions as basic, there has not been a consensus on the number of emotions
that can be classified as basic as well as the reasons behind this classification. They do
not agree on how many emotions are basic, which emotions are basic and why they are
basic (Ortony and Turner, 1990). The authors state two reasons behind proposing ‘basic
emotions’. The first reason is to conceptualize some routine observations about
emotions which include the facet that some emotions are common in all cultures and
can be recognizable by facial expressions. The second reason is the irreducible number
of emotions. Authors think that at least some of these emotions should be listed as
basic and the other emotions should be built on them. These two reasons have two
different primitives (p.319); biological and psychological. Biologically based views of
basic emotions argue that emotions are biologically given to human beings. Therefore,
some of them are sensed universally and reflected by facial expressions. Psychological
based views, on the other hand, argue that these emotions have elementary eliciting

conditions and they do not constitute emotions.

While psychologists do not agree on which emotions are basic and what evidence
would be decisive, Kalat and Shiota (2007) define five criteria that summarize different
views, for an emotion to be ‘basic’. Their summary is useful for overviewing the debate.
Accordingly, the basic emotions should:

e be universal; the emotion should occur in all societies in nearly all people,

o facilitate a functional response to a specific, prototypical life event; the emotion

should be shared and felt by other people,

o be evident early in life,

e be expressed in a way; voice or face,

e have its own physiological basis; an activity in the brain or automatic nervous

system (Kalat and Shiota, 2007).

To sum up, basic emotions come from the early years of human kind; have physiological
basis; and are felt by all the people from different societies and expressed by voice or
by facial expressions. However, basic emotions do not answer which states are

emotions, as different perspectives give different names, and there still remains a gap



between the lists of researchers. This disagreement leads psychologists to suggest

other alternative models to basic emotions.

2.1.3 Alternative Models to Basic Emotions

Alternative models to basic emotions cover studies that explain the structure of
emotions in dimensional accounts. Several related theories describe emotions as a
point on a continuous plane; others describe emotions as positions of emotions in a
number of dimensions. Amongst these models proposed by Russell (1980, in
Niedenthal et a/, 2006), Watson and Tellegen (1985, in Niedenthal et al, 2006) and
Larsen and Diener (1992, in Niedenthal et al, 2006) will be discussed. These three
sources are important as they all deal with emotions in two dimensional structures
which explain that the emotions are outcomes of combinations of activities in these
two dimensions (as will be explained in Figures 2.1 to 2.3). These models are important

as they give bases for understanding how emotions are evoked.

The first model is based on the ‘Core affect’ theory, introduced by Russell (1980). This
model combines the affect dimension with physiological arousal into circular two-
dimensional model (Figure 2.1). Russell states that at a moment, conscious experience
is a blend of two dimensions (pleasure-displeasure and activation-deactivation), which
is described as a single point on the table. The emotion elicited in the intersection of
two dimensions, is related to the persons’ current condition, mobilization and energy.
For example, pride can be defined as feeling good about oneself. Here, ‘feeling good’ is
core affect and about oneself is an additional (cognitive component). This emotion is
placed on the area of the intersection of pleasure and activation. Russell (2003) defines
this theory as simple, primitive and universal which can exist without being labeled,

interpreted or attributed to any cause.
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AROQUSAL
Distress Excitement
MISERY PLEASURE
. Relaxation
Depression
SLEEP

Figure 2. 1 Core Affect Theory (Russell, 1980 in Niedenthal et a/. 2006)

The second model, shown in Figure 2.2, has similarities with Russell’s model in which
emotions are combinations of 2-dimensions and based on pleasure-displeasure and
activation-deactivation dimensions. While in Russell’s core affect model a person
cannot feel positive and negative emotions at the same time, in Watson and Tellegen’s
(1985) model, an emotion is a combination of positive and negative emotion. In this
model, positive and negative emotions differ from each other and can be felt at the

same time.

Engagement
HIGH NEGATIVE HIGH POSITIVE
AFFECT AFFECT
Unpleasantness Pleasantness

Low negative
affect

Low positive
affect

Disengagement

Figure 2. 2 Watson and Tellegen Model (1985, in Niedenthal et a/. 2006)

Similar to Russell’s model, in Larsen and Diener’s model, as illustrated in Figure 2.3,
activation is bipolar meaning that the presence of one emotion is related to the

absence of the other. Unlike Watson and Tellegen’s model, positive and negative
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feelings cannot be felt at the same time. However, activation and deactivation of a

given emotional state is also bipolar which is independent in Russell’s model.

HIGH ACTIVATION
Activated Activated
unpleasant pleasant
UNPLEASANT PLEASANT
Unactivated Unactivated
unpleasant pleasant
LOW ACTIVATION

Figure 2. 3 Larsen and Diener Model (1992, in Niedenthal et a/. 2006)

2.1.4 Theories of Emotions

This section explains how emotions are evoked in relation to main theories in literature.
Theories of emotions become important as they visualize why there are different
definitions. These theories try to find out the causes of emotions, explain the processes
that emotions occur, the order of the components that elicit emotions, and the
relationship between these components. The following are major theories of emotions
found in the literature; Jamesian Theories, Evolutionary Theories, Social
Constructionists Theories and Cognitive-Appraisal Theories. While studying these
theories, it was taken into consideration that within these theories, the literature on
product emotions is mostly based on cognitive-appraisal theories. These theories are

explained in more detail in following sections.

Jamesian Theories

As stated before, William James is considered as the ancestor of psychology as he first
asked the question “what is emotion?”. In his studies, he stated that emotions are the
labels we give to the way the body reacts to certain situations (James 1884, 1894, in
Kalat and Shiota, 2007). He defines the process of emotion in the way that there is an

eliciting event which causes automatic nervous system (ANS) activity, that result in a
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subjective state. James uses an example to explain this theory in which a person notice
that he is escaping from a bear, therefore he feels frightened. However, these theories
are criticized in the sense that why people run away is not the bear itself but the

perception of entire situation (e.g. bearing coming to the person).

Evolutionary Theories

This theory is based on works of Darwin, as he assumes that emotions are based on
biology and he links the emotions to biological adaptation in the distant past. According
to Darwin (1872, in Niedenthal et al, 2006), emotions are appropriate problem-solving
responses to situations posed by the environment and they increase the chances of
survival. This theory is based on an eliciting event which results in an emotion to evoke
as results of automatic nervous system activity, expressive behavior and subjective
state. The developed models of these theories claim that emotions are genetically
coded and they are triggered by objects or events that are evolutionary recognizable as
they are relevant to biology or adaptive problems (Cosmides and Tooby, 2000, in

Niedenthal et al, 2006).

Social Constructionists Theories

These theories differ from the first two theories as constructionists think that
emotional feelings differ as the societies change. The constructionists argue that
different components of emotions are separate from each other and they do not
accompany to all emotional responses (Niedenthal et a/ 2006, p.36). Social
constructionist theories reject the biological realities and consider emotions as
products of a given culture, constructed by the culture, and for the culture. The
strongest argument that these theorists make is that words describing emotions
change from society to society and many English words do not exist in other societies,
which is a result of the talking about the emotions of the societies. For example the
word ‘laugh’ has different meanings in Chinese culture. As a result, the emotional
statements elicited by an event or object are related to the society that the person lives

in.
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Cognitive-appraisal Theories

Cognitive-appraisal theories link the emotions to the immediate cognitive processes of
evaluation of meaning, causal attribution and assessment of coping possibilities
(Niedenthal et a/, 2006; p.13). The appraisal process explains how the emotions are
elicited and according to these theories without appraisal there would be no emotion.
The early studies of these theories were carried out by Schachter and Singer (1962; in
Niedenthal et al/, 2006) in which the emotions believed to be differentiated by
cognition. These theories claim that emotions are elicited with the combination of ANS
activity, expressive behavior and subjective state, which are outcomes of cognitive
appraisal caused by eliciting event. The emotion starts with an ANS activity which
results in eliciting event. The event causes the cognitive appraisal, which results in
expressive behavior and subjective state. According to these theories, the arousal and
other actions that are part of any emotion are essential for determining how strong the
emotional feeling will be, but they do not identify emotion. An important aspect of
these theories is that emotions are elicited as a result of one’s attachment of meanings
to events (Desmet, 2002). Therefore, these theories are mostly taken as bases in design

literature for explaining product emotions.

As stated above, cognitive-appraisal theories differ in the causes of the elicitation of an
emotion and how they are reflected. In the evolutionary approach, human beings are
biologically prepared to respond to specific objects and events with specific emotional
responses. In the social constructionist approach, emotions are constructed by society,
and should be evaluated within linguistic and social contexts. In the cognitive approach,
emotions are elicited by the processes of evaluation that link events in the environment

to the ongoing.

The definition by Keltner and Gross (1999, p. 468) is worth mentioning hence
since it properly summarizes the concepts that have been discussed so far. That
is;“Emotions are episodic, relatively short-term, biologically-based patterns of
perception, experience, physiology, action and communication that occur in

response to specific physical and social changes and opportunities.” (p.468)
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To sum up, for psychologists, emotions are complex reactions of people to understand.
Efforts to make a common defining of emotions lead psychologists to classify emotions
for conceptualizing them. These classifications also resulted in different methods to

measure emotions.

2.1.5 Measuring Emotions

As the approaches and theories differ in the definition of how emotional responses are
evoked, the proposed methods for measuring emotions change in the same way
(Niedenthal et al 2006; Kalat and Shiota, 2007). In relation to the definitions of
emotions, it is possible to observe four perspectives:

1. Emotions are feeling of states; they are referred as conscious and individuals
can reflect on and quantify them. Therefore, psychologists use questionnaires
to measure emotions in scales (Niedenthal et a/., 2006).

2. Emotions are physiological reactions and they are outcomes of feedback from
peripheral nervous system, which means that emotions are unconscious. As a
result, emotions are measured by physiological changes in body, for example,
measuring heart rate, electro dermal responses, blood pressure, sweating and
other variables that fluctuate during emotional arousal (Niedenthal et a/., 2006;
Kalat and Shiota, 2007).

3. Emotions are referred as unconscious and they are reflected as facial
expressions and feedback, which directed the researchers to find methods to
measure behavioral observations such as facial and vocal expressions.
(Niedenthal et a/,, 2006; Kalat and Shiota, 2007).

4. Emotions are collection of cognitive evaluation and labeling process. That is why
emotions can be measured according to both self-reports of evaluation,

attribution and judgment (Niedenthal et a/., 2006).

These perspectives show that emotions can be measured by using different methods.
Within these perspectives, the first and the last ones are close to each other as they
both claim that emotions are conscious reactions and can be measured according to
the reports of people. The only disadvantage of self reports is that they cannot be
precise as standards of each person can change from other people (Kalat and Shiota,

2007). Yet, self reports are effective when the researcher is interested in changes in
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emotion or relative experience of different emotions. The second and third
perspectives have also similarities as in these perspectives emotions are unconscious
reactions of people and do not rely on the self reports of people. The second
perspective measures emotions according to the changes in the functions of the body,
like increase in heart rate or changes in brain reactions. One disadvantage of these
measurements is that they require medical devices that every researcher cannot reach
easily. Still, these methods determine the type or intensity of the emotion (Kalat and
Shiota, 2007). The third perspective of measuring emotions relies on people behaviors
and expressions and to measure emotions, researchers try to catch every movement of
facial muscles. To do this, researchers videotape the reactions and watch these
videotapes many times to understand the start and end of each movement (Kalat and
Shiota, 2007). Also, some researchers claim that a particular emotion can be indicated
by facial expression while many expressions are less certain in indicating an emotion.

Yet, this perspective is adopted to avoid the problems of self-reports.

Each emotion measurement method has advantages and disadvantages. While some of
them measure the level of emotions, like emotion scales, others serve for
understanding the emotion that the person experiences. Designers and market
researchers are also interested in methods of measuring emotions. Both designers and
market researchers developed their own emotion measurement models based on the

listed perspectives.

To sum up, emotions have been tried to be classified; however, psychologists have not
agreed on a specific model as universal. The reason behind this is that, emotions have
been considered to be too complex to be classified, although this complexity has been
tried to be reduced with the suggested models. This complexity makes emotions
attractive as there are “events, agents and objects” (Ortony et a/, 1988) that makes
emotions evoked. Designers and market researchers have been applying to psychology
literature to try to understand what causes emotions toward an ‘object’ to be evoked.
Although both designers and market researchers are not specifically interested in
emotions as much as the psychologists do, both design and marketing literatures have
their own bases and reasons to understand emotions. The following sections explain

these bases from the design and marketing perspective.
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2.2 User Emotions from Design Perspective

Emotional responses of users towards products have become one of the research areas
of design research in the last decade. Desmet (2002) states that emotions of users have
been neglected for many years before a sudden interest in emotions elicited by
products have emerged. Numerous studies have been conducted under the name of
‘product emotions’ and ‘product experience’, since the emergence of emotions in
design research. This interest led the researchers to come together under the name of
Design and Emotion Society, and conferences of ‘design and emotion’ have been held
since 1999. As the focus of this thesis is on the product and brand emotions, the
literature review on the related topics, product experience, product emotions and

measuring product emotions with respect, are discussed in the following sections.

2.2.1 Product Experience

In recent years, experience has been the focus of the various studies of product design
discipline in relation to the topics of product experience, experience design, and
interaction design. One of the reasons that lies behind the interest in experience in
design is the increase in the number of technological devices (Demir et al, 2006). As
the technology develops, different kinds of technological products are introduced into
the market for consumer use. Interaction with the product has different physical (e.g
handling) and psychological (e.g. being frustrated) dimensions. For this reason, in
literature the product experience has been discussed, in terms of the positive or
negative, pleasant or unpleasant experience of users in interacting with a product

(Demir et al., 2006).

Introduction of the term experience into the design literature led the researches focus
on what ‘experience’ is. Veryzer (1998) defines experience as an outcome of the
procedural knowledge which is the knowledge exercised in the performance of some
task and experience of a person covers the physical, mental, emotional and spiritual

experiences

Researchers who are interested in product experience from different disciplines, like
ergonomics, engineering and psychology, , came together under the name of Design

and Emotion Society, Engage Project to incorporate the users’ emotional responses into
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product design and since then engage network was used to share the studies of the
researchers of this society. In Engage Report, published in 2005, product experience is
defined as “sensation of interaction with a product through all of a person’ senses,
overt time and on both physical and cognitive levels”. The terms ‘affect’ and
‘experience’ are sometimes used interchangeably as affect refers to the experience of
feeling an emotion. In product design, experience refers to the affective response of a
person during the interaction with a product (Demir et a/.,, 2006). Accordingly Demir et
al. (2006) interacting with the product refers to instrumental (e.g. using, operating),
non-instrumental (e.g. playing with) and non-physical (e.g. remembering) interaction.
The experience of the user with the product is shaped by both the characteristics of the
user (e.g. personality, skills, background) and the product (e.g. color, shape, texture)
(Demir et al,, 2006). In addition, the context in which the interaction takes place also

influences the experience (Desmet and Hekkert, 2007).

Forlizzi and Batterbee (2004) summarize the models and theories of experience related
to product and design. As stated there are three approaches related to experience of
products: product-centered models, user-centered models, and interaction-centered
models. Product-centered models focus on the products and these models describe the
kinds of experiences and issues that the designers should consider while designing a
product, service or environment by giving checklists or guidelines that a product or
service has to have, to create good experience. User-centered models focus on people
and try to understand people by offering ways to describe on what people focus and
how they behave while interacting with products. /nteraction-centered models, on the
other hand, focus on the interaction itself, which begins with the interaction of people

with products resulting in the experience.

Interaction-centered experience model of Forlizzi and Battarbee (2004) explain user-
product interactions and dimensions of experience. They state that user-product
interactions occur in three ways; fluent, cognitive and expressive as shown in Figure
2.4. Fluent user-product interactions do not require a complete attention on the
activity rather they are mostly automatic and well-learned ones like drinking a morning
coffee or riding bicycle. Cognitive user-centered interactions focus on the product at

hand and they mostly result in change in user, knowledge or confusion and error, such
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as trying to identify the flushing mechanism of a toilet in a foreign country. Expressive
product-user interactions help the user form a relationship with to the product and
creating a better fit between the product and the person, like setting a background
image for the mobile phone. These interactions result in three different types of
experiences which are named by Forlizzi and Batterbee as experience, an experience
and co-experience. Experience is the ‘self-talk’ that happens when people are
interacting with the products, like using instant messaging systems. An experience has a
beginning and an end, and this inspires behavioral and emotional change in the
experience like discovering an online community of interest. Co-experience is the way
that people create meaning and emotion though product use which takes place as
experiences created with other people or shared with others, like playing a mobile

messaging game with friends.
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Figure 2. 4 Dynamics of Interaction (Forlizzi and Batterbee, 2004)

The framework of Forlizzi and Battarbee summarizes the types of experiences that
people have with products. In this framework, the researchers exemplify different types
of experiences in the usage contexts. Apart from these experiences, people have direct
experiences with the products. To give an overall framework on what product
experience is, Hekkert (2006) stated three components of product experience which

are: aesthetic experience, experience of meaning, and emotional experience. The
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framework of experiences of users proposed by Desmet and Hekkert (2007) can be

studied in Figure 2.5.

emotional
experience

USER PRODUCT

experience
of meaning

aesthetic
experience

\_ user-product interaction _/

Figure 2. 5 Framework of Product Experience (Desmet & Hekkert, 2007)

According to Figure 2.5, aesthetic experience is defined as the capacity of the product
to please one or more of the people’ senses, like being beautiful to look at, pleasant to
hear, smell or touch (Demir et al., 2006; Desmet and Hekkert, 2007). Experience of
meaning comes into prominence when people assign metaphors, personality or other
expressive characteristic to the product, like luxury consumer product which represents
status and lifestyle, which is an outcome of cognitive process (Demir et al., 2006;
Desmet and Hekkert, 2007). Emotional experience is the feelings and emotions that are
elicited by the product during the interaction between the user and the product, like

feeling desire to a new car model (Demir et al., 2006; Desmet and Hekkert, 2007).

Desmet and Hekkert (2007) state that the three types of experience have mutual
relations. However, two of them ‘meaning and emotion’ and ‘aesthetics and emotion’
are remarkable as meaning and aesthetics can also elicit emotions. Every different
person can assign different meanings to a product, which may result in different
emotional responses. One can think that a new model of a brand is modern and
challenging and may experience attraction, whereas the other can find the same model
cold and impersonal and may experience dissatisfaction. Similarly, aesthetics also may
elicit emotional experience as aesthetic experience involves pleasure and displeasure,

both of which are provided by products. As an example, desiring an appealing pair of
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shoes combines these two experience; appealing being the aesthetic experience and

desire being emotional experience.

Another approach towards emotional experience comes from DiSalvo et a/. (2002).
They state that “product can function as stimuli for new emotional experiences, as
extenders of existing emotional experiences and as proxies for previous emotional
experiences” (p.252). Accordingly, physical handling of a product or interaction with the
product (i.e. formal qualities) creates stimulii physical attributes of the product (i.e.
intrinsic qualities) creates extenders and knowing the maker of the product or
memories expressed through a product (i.e. associative qualities), creates proxies.
These three types of experiences can also be related to the framework of Desmet and
Hekkert in the sense that the emotion eliciting reasons of stimuli, extenders and proxies
are the same for the aesthetic experience and experience of meaning. As a result, all
these approaches summarize in which conditions people experience emotions towards

product.

In the following sections, product emotions, explaining how the emotions toward

products are elicited, are presented.

2.2.2 Product Emotions

Products satisfy a number of consumer needs. Manufacturers are becoming
increasingly aware of the fact that their products have to satisfy needs beyond the
functional (McDonagh, Bruseberg and Haslam, 2002). Desmet (2003) focuses on the
emotional quality of products as he states that it is becoming important for differential
advantage in the marketplace. He argues that, the products are becoming similar with
respect to their technical characteristics, quality and price, therefore, the emotions
elicited by the consumer products are becoming more important for the

manufacturers.

Desmet (2002) explains how emotions elicited by products and conceptualizes basic
model of product emotions. Taking the cognitive-appraisal theories as a base (see
section 2.1.4.), Desmet defined four key variables in this model: product appraisal,

product concern, product and emotion, as can be seen in Figure 2.6.
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Figure 2. 6 Basic Model of Product Emotions (Desmet, 2002)

According to this model, emotions are elicited towards a product are defined by the
relationships of concerns and products which lead to product appraisals. Appraisal is an
outcome of the one’s evaluation of the significance of the product according to
personal well-being, and this significance, rather than the product itself, causes the
emotion (Desmet, 2002). This explains why people feel different emotions towards
same product. Concerns are the points of reference in this model, which can be
attitudes, goals, values, drives, needs, instincts and motives (Scherer, 2001; in Desmet,
2003). They may match or mismatch the one’s well-being. According to this, one feel
attracted by mobile phones as they match ones’ concerns for keeping in touch with

other people.

In relation to this model, the product emotions have the three following characteristics
(Desmet, 2002):

e Product emotions are personal; eliciting process involves concerns and as
different people have different concerns, they lead to different emotional
responses.

e Product emotions are temporal; it is possible to feel positive emotion towards
a product one day, feel indifference the following day. The reason for this is
again the concerns; they change in time as needs, values, goals and focuses

change with time.

22



e Product emotions are mixed; products can elicit more than one emotion at the

same time as they can be related to more than one concern at the same time.

Norman and Ortony (2003) point out the relationship between the intended product
emotions and the emotions elicited by the product. They state that from product
design perspective, designers may intend to induce emotions through design, but the
intended emotions may not be elicited by the product as the emotions reside in the
user of the product, not the product itself. Although some of the emotions may be
intended, but emotions that result from concerns outside the object, like status, may
not be elicited. Product is the link between the designer and the user; designer makes
design considerations, like visual appearance of the product and how the user
experiences the product. The way the users give emotional response to products is

defined by Norman (2004).

Norman (2004) defines three levels of emotional responses of users that help designers
to design product that elicit intended emotions. These are visceral, behavioral and

reflective level (Figure 2.7).

Design Considerations

Behavioral

expesiaton:
ndused reactions

Visceral Reflective
parsaptually- mtellectially:
induced reactions mduced reactions
Appearance Uility \ /
Designer User

Figure 2. 7 Levels of Emotional Response to Products (Norman and Ortony, 2003)
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Viscerallevel of design is related to the appearance of the product. User’s evaluation of
the product at this level is based on an automatic perception of the product; good or
bad, safe or dangerous. At this level of response, the past experiences or meanings of
the product are not involved, rather the responses are based on the current state of the
user. The emotions at visceral level are not continuous and interpreted, rather they are
innate and biological (Norman and Ortony, 2003). At behavioral level, designers attend
to the function and use of the product. Behavioral responses are learned and based on
the predictions of and expectations about the product and result in strong emotional
responses (Norman and Ortony, 2003). In reflective level, evaluation of one’s actions,
understandings and self-image comes into prominence. At this level, people show off or
hide their possession and pride of ownership, quality and brand play major roles
(Norman and Ortony, 2003). That's why emotional responses at this level are
articulated emotions like admiration, pride and shame. Norman (2002) states that,
although designers think that the product must be attractive, pleasurable and fun, they
also should be effective, understandable and appropriately prided. This means that

products should be in balance among these three levels.

The first level of this approach, reminds the aesthetic experience level of product
experience model of Desmet and Hekkert (2007). In aesthetic experience, users
evaluate the visual appearance of the product, like at the visceral emotional response
level. These two models put the product qualities at the core level of emotional

responses towards products.

The product characteristics shape the experience of the user as much as the user
characteristics. Visual dimensions of a product catch the users’ attention in shop
displays, advertisements, magazines and other media, and integrate the interpretation
of the user with the product to the specific associations and qualities of the product
(Karjalainen, 2007). Therefore, visual qualities of a product play an important role in the
perception, evaluation and choice of a product (Veryzer, 1998). The user-product
interaction is a mutual process; both sides affect the quality of interaction. The physical
gualities of the products have importance in the usage, as well as the way the users

interpret these qualities is important (Cila, 2008). These product qualities include
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tangible and intangible qualities. Tangible qualities include shape, form, color, texture,
material, surface finishing (Demirbilek and Sener, 2003) and product communicate with
users with these qualities directly in the experience process. The intangible qualities,
like functionality, brand of the product, associated meanings and usability (Desmet,
2002) also play active role in the product experience process in the sense that they
create positive and negative perceptions, emotions, values and associations about the
product (Wikstrom, 1996; in Demirbilek and Sener, 2003). All these tangible and

intangible qualities are behind every type of product experience.

2.2.3 Measuring Product Emotions

As product experience and emotions become one of the research topics of design
research, a number of studies on measuring emotions have been carried out. On the
bases of psychology literature, researchers have developed tools and methods to
measure and understand emotions elicited by products effectively. In the design
literature, these tools are grouped into two: generative and evaluative tools.
Generative tools are used to collect, represent or explore information and define
product characteristics, and evaluative tools are used to measure sensory
characteristics, expressions or meaning of products and emotional reactions to
products. These tools are constructed mainly on four major methods: physiological

measures, self-reports and questionnaires and pictorial scales at specialized level.

1. Physiological measures are used to understand emotions of users towards products
which include cameras, microphones and sensors to measure skin and pupil responses;
however these methods cannot be regarded as totally precise in measuring emotions
and understanding which emotions are evaluated (Dormann, 2003), since these

emotions can be affected by the environment that the emotion is evoked.

2. Self-reports in measuring product emotions involve interviews, product evaluation
forms (McDonagh et a/, 2002; Bruseberg and McDonagh, 2001), and product
personality profiling techniques (McDonagh et a/, 2002; Bruseberg and McDonagh,
2001) which all relate to user’s self evaluation of products and emotions. Using mood
boards (Lucero and Martens, 2005; Hoem and Bjelland, 2006) is another technique that

is used to understand emotional responses in which visual images that represent
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emotions are shown to the users to match their emotions with the products. In this
technique, abstract images, exemplified in Figure 2.8, are used to provoke emotions
(Bruseberg and McDonagh, 2001). These techniques are mostly used to understand
which emotions are elicited by the products rather than measuring the level of

emotions elicited by the product.

Figure 2. 8 Mood Board Examples (Lucero and Martens 2005)

3. Questionnaires, adjective checklists and emotional scales are used mostly for
measuring the level of emotions elicited by the product (Dormann, 2003). One of the
developed emotion measuring technique is PAD Emotion Scales software, developed by
Mehrabian (1996), which consists of 34 items including pleasure-displeasure, arousal-
nonarousal and dominance- submissiveness scales. PAD scales are used to understand
users’ level of emotions towards product. Also, Dormann lists an adjective checklist
(Mano, 1996; in Dormann, 2003) that involves both positive and negative emotions to
be used in questionnaires for understanding the level of emotional experiences related

to products. These include;

Arousal (astonished, surprised, aroused); Elation (elated, active, excited),
Quietness (quiet, still, quiescent); Boredom (sleepy, sluggish, drowsy);
Pleasantness (pleased, satisfied, happy); Calmness (calm, at rest, relaxed),

Unhappiness (unhappy, sad, blue); Distress (anxious, fearful, nervous)
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4. Pictorial scales are also widely used in measuring product emotions. These non-
verbal techniques, as exemplified in Figure 2.9, are developed by researchers to make

these scales universally used regardless of language differentiations (Desmet, 2002).

g OO e
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unpleasant @ pleasant

@ avera ge average @
unplea sam pleasant

calm
unpleasant pleasant

Figure 2. 9 Emocards (Desmet et a/. 2001)

Self-assessment manikin (SAM) (Lang, 1985; in Dormann, 2003) and Emofaces (Desmet,
2002) include pictorial illustrations of emotions related to feelings of users. PrEmo
software, developed by Desmet, includes 14-emotions related to products and uses
pictorial illustrations to show the emotion to the user. This tool is widely used by
companies in product design research. The 14 emotions that are related to product
appearance defined by Desmet (2002) are;

Desire, Pleasant Surprise, Inspiration, Amusement, Admiration, Satisfaction,

Fascination,  Indignation, Contempt,  Disgust, Unpleasant  Surprise,

Dissatisfaction, Disappointment, Boredom

Design literature explains that emotions related to a product are elicited by the product
itself and the meanings that users attach to the product. Product experience becomes
the starting point of the emotions and user’s background as much as the properties of
the product play an important role in this experience. The brand of the product is

considered to be an influential factor for emotions as the user attaches meanings to the
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product. At this point, how users attach meanings to brands together with products of
these brands become an important question, as this attachment may affect the
emotions of users towards product. The following section explains how marketing

perspective deals with emotions of users.

2.3 User Emotions from Marketing Perspective

Mozota (2003) argues that marketing, like design, is the process of matching customer
needs with want-satisfying goods and services. This makes these two perspectives
share the same idea of developing an understanding of customer needs and trying to
influence those needs to establish healthy customer relationships. Mozota states that,
both work for building a product strategy differentiate the company from the
competitors and create an advantage. In this relationship, design creates the difference
that is perceived by the consumer as benefits. On the other side, branding is the way of
creating differentiation to compete in the market. In other words, what design deals
with is the way consumers interact with the product for their needs in the right way;
whereas, what marketing deals with is the way consumers buy and repurchase the

products of the brand for their needs.

2.3.1 Brand and Branding

In this section, emotions of users will be investigated in the level of marketing, with
specific focus on branding and brand experience. In relation to these, consumer
behavior and brand emotions will also be explained. Brand experience is one of the
important topics of marketing literature which influences the user emotions. One of the
recently emerged topics in marketing, called ‘sensory/emotional branding’ is expanded
and emotion measuring methods used in marketing research are described. To
visualize what brand is, several definitions of brand and branding will be given and

discussed.

Creating brands that are differentiated in the market has become the focus of
marketers to attract the attention of the consumers. From the marketer’s perspective,
brand is;

“..name, term, sign, symbol, or design, or combination of them, intended to
identify the goods or services of one seller or group of sellers and to
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differentiate them from those of competitors” (The American Marketing
Association, in Kotler and Keller, 2006, p.136).

According to this definition, brand is the way to differentiate the offered product or
service, from its competitors. These offerings can be functional, rational, or tangible
which are related to performance of the brand’s product; or can be symbolic,
emotional or intangible, related to the representations of the brand (Kotler and Keller,
2006). This definition, however, does not cover the value and influence that is created
by the brand (Brand Glossary, 2007). That is, brand is the mixture of attributes, tangible
and intangible, which all create a value that have different interpretations. In the Brand
Glossary (2007), this value is explained from the consumer perspective as: “the promise
or delivery of an experience”. In relation to this, brand can be defined as the promise
that links a product or service to the consumer (Adamson, 2006). Adamson, also
highlights that brands are mental associations, and these associations can be words,
images, emotions or combination of these evoked when a product, a service, an
organization or even country is mentioned. Accordingly, brand exists in the consumers’
minds and is related with not only what it represents, but also the total experiences

that it is associated with.

Branding, is defined as creating differences, which involves creating mental structures
(words, images or emotions) that helps the consumer organize their knowledge about
product and services of a company and decisions (Kotler and Keller, 2006; Adamson,
2006). These mental structures are created to convey the right messages about the
company to the consumers. These are related to the brand differentiation, how the
company is different from the competitors. Adamson (2006) states that, a brand should
give powerful signals to the consumer about the company that will explain for what the
company stands for, and how it is differentiated from its competitors. He argues that
these signals should be defined by the company and conveyed through expressions of
the company, for example packaging, advertising, web sites, signage, product design,
and retail environments. However, from a different perspective, Shroeder et a/. (2006),
suggest that branding cannot be understood only a way of conveying messages; it is
related to cultural process that is “performed in an interplay between art and business,

production and consumption, images and stories, design and communication” (p.3).
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This perspective covers the consumer as much as the company and attracts attention
on the culture where the brand is created (by the marketers) and where it lives (in

consumers’ world).

In the marketing literature, there are also different terms related to brand and
branding. These terms explain the nature of brands, from both the owners’ and
consumers perspectives. Figure 2.10, (reproduced from Laituri, in Cuffaro, 2006) shows

the brand anatomy and illustrates the basic brand related terms.

BRAND ANATOMY
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Figure 2. 10 Brand Anatomy (Laituri, in Cuffaro, 2006)

According to Figure 2.10, brand essence is the center of the brand which is the basic
and fundamental idea of the brand (Laituri, in Cuffaro 2006). Brand values are the ones
that are built on the brand essence and basic guiding principles or rules that all the
employees support in the company; brand position is a statement that marketers try to
create on the customers’ mind and brand image is the impression of all elements of a

brand (logo, signage, products, websites, advertising, packaging) (Laituri, in Cuffaro,
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2006). The figure also covers the customers; secondary customer segment is the one
that can be easily converted to primary customers, primary customers are those who
love to buy the brand and target customer is the group that marketers aim to sell the

product or service.

All the brand related terms may be managed by marketers or brand owners but, as
stated before, where the brand lives is created by the experience of the consumer with
the product or service of the brand. As a result, brand experience and consumer

behavior comes into prominence within all these relationships.

2.3.2 Consumer Behavior and Brand Experience

Brand experience can be designed, (e.g. retail environments, advertising, products,
services and so on) but cannot be totally designed as some of the experiences are not
easy to control (e.g. word of mouth, journalist comment) (Brand Glossary, 2006;
Adamson, 2006). However, consistent consumer interactions, repeated purchases and
consumption that form a clear, differentiated and holistic experience create strong

brands (Brand Glossary, 2006; Boyle, 2006).

Consumer behavior can be the starting point of understanding the brand experience to
explore how it affects marketplace behavior, and how individuals select and buy goods,
services, ideas or experiences to satisfy their needs and desires (Berkman et a/. 1996;
Kotler and Keller 2006). Consumer motivation is believed to be the driving force of the
consumer behavior (Berkman et a/., 1996; Evans et a/., 2006) and “is the drive to satisfy
needs and wants, both physiological and psychological, through the purchase and use
of products and services” (Berkman et al. 1996, p.298). Berkman et a/. refer to Sheth’s
consumer motives that describe the needs that drive consumer behavior. These needs
include functional, aesthetic/emotional, social, situational and curiosity needs which all
affect the decision making process of the consumer. Table 2.2 (Berkman et al., 1996)

illustrates how these needs are satisfied.
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Table 2. 2 Sheth’s Consumer Motives

Need Satisfied By

Functional Product or service or the function of the product
Aesthetic/emotional Appearance of the product or service

Social Status of a product or service

Situational Unexpected benefit of the product or service
Curiosity Interest aroused by the product or service

As an example, the consumer may purchase a car of a specific brand, because of its
safety (functional need), because of its style and color (aesthetic/emotional need),
because of the reference group that it reflects (social need), because of a discounted

price (situational need) or just because it is a new experience (curiosity need).

These needs drive consumer behavior and affect their decision making process
(Berkman et al. 1996). In this decision making process, the needs of the consumers
direct the user to choose a general category of goods or services (going to a journey or
staying at home), a modal choice (going to journey by train or air) and a specific choice
(going to journey by X-airlines or Y-airlines). Consumer behavior is affected by cultural
and social factors. Culture, subculture and social classes are believed to affect the
consumer behavior; a person tends to act like the rest of the people within the same
social class who have, for example, similar income, education or occupation. Another
consumer behavior influential are social factors such as reference groups, family, social
roles and status. Reference groups, is the group whose perspective is adopted by
individuals in forming beliefs, attitudes, opinions and behaviors, believed to have a
direct or indirect effect on behaviors of individuals and their purchase decisions in
selecting products and brands (Berkman et a/. 1996; Evans et a/. 2006; Kotler and Keller,
2006). These direct or indirect effects can be divided into four in relation to their

influences, which can be seen in Table 2.3 (reproduced from Bearden and Etzel, 1982).
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Table 2. 3 Public-Private and Luxury-Necessity Dimensions of Purchase Decisions

(reproduced from Bearden and Etzel, 1982)

Consumer Product Influential Degree of Influence
Publicly Consumed Luxury Brand Strong
Product Strong
Privately Consumed Luxury Brand Weak
Product Strong
Publicly Consumed Necessity Brand Strong
Product Weak
Privately Consumer Necessity Brand Weak
Weak

Bearden and Etzel (1982) highlight the public-private and luxury-necessity dimensions
with product and brand purchase decisions. As Table 2.3 illustrates reference group has
strong effect on both publicly used consumer luxury brands and products, such as
sports cars, golf clubs, sailboats, since both are visible to others. Strong reference group
influence on product is seen on privately consumed luxury, such as bread makers,
shredders, TV games, as the product is commonly owned or used, but brand is not
affected by the reference group as the brand consumption is hidden from the public.
Publicly consumed necessities, such as wrist watches, clothing, cars, are not affected by
reference groups in product level as these products are owned by everyone, as it is a
necessity. However, brand is affected by reference group as the specific brand
purchased is seen publicly. Finally, the reference group does not have any effect on
privately consumed necessities, such as freezers, mattresses, duvets, as neither the
brand nor the product is visible to others. Whatever the effect of the reference group
may be on the consumer, when it comes to consumption, the final purchase decisions
of the consumer change according to dealers, purchase amount, timing and purchase

methods as much as the brands and products.

During the consumption of a product or service, consumer evaluation is rather
subjective through cognitive, affective and relational interactions (Holt, 1997; Prentice

1996; Pine and Gilmore, 1999; Schmitt 1999; Cunnell and Prentice 2000; in Boyle 2006).
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This consumption experience is not limited to pre-purchase or post-purchase activities,
rather it is a series of activities in which the consumer is involved. These are (Caru and
Cova, 2006);

e pre-consumption experience: searching for, planning, imagining,

e purchase experience: choosing and paying the product, and living in the

purchase environment,
e core consumption experience: satisfaction/dissatisfaction, flow/irritation,
e remembered consumption experience: looking at photographs, talking with

friends.

Gobe (2007) states that these experiences result in positively, when the consumer feels
that these experience reflects consumer’s identity, values and tastes. This effect has a
great impact on the consumer to repeat the experience and worth the price paid for it
(Boyle, 2006). This is what the marketers expect from the consumers, repeated
purchase activity, which is referred to as ‘brand loyalty’ (Berkman et a/, 1996; Brand

Glossary, 2006; Boyle, 2006).

The experience of the consumer draws attention at this point as Gobe states that
products fulfill needs, experiences fulfill desires, but it is important to do both (2002) in
which experience of brand and product shapes the perceptions of the brand (Dubberly,
2000; in Rondeau, 2005). Rondeau (2005) states that consumers experience the brand
in two ways: indirectly and directly. Brands are experienced indirectly when consumers
are told about the product or brand, most probably through advertising, or promotions.
The consumer is not active in this experience, in which the message of the brand should
be repeated to create brand perception. In direct experience, however, consumers are
active since consumer goes to the stores to look at the product, purchase it and use it.
This kind of experience, with direct consumer involvement, has more positive effect
than indirect experience, as the consumer feelings of consumers are involved directly.
Coca Cola brand, for example, is represented by a logotype, a brand name and a glass
bottle, is created through experience of buying and drinking it and appreciating the
taste of the product (direct experience) and experience with TV commercials and the

messages of these commercials (indirect brand experience). Other than these
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experiences, brands as suggested by Schmitt (1999) help consumers to create five types
of experience (Schmitt, 1999, in Keller and Lehmann, 2006, p. 746);
e Sense experiences involves sensory perception
e Feel experiences involves affect and emotion
e Think experiences involves creative and cognitive actions
e Act experiences involves physical behavior and incorporating individual actions
and lifestyles

e Relate experiences result from connecting with a reference group or culture.

Marketers are aware that consumers are human beings and they have emotions that
are involved in the experience of a brand that mostly affects the buying decisions
(Berkman et al, 1996; Gobe, 2001; Lindstrom 2005,: Edwards and Day, 2005; Gobe,
2007). Marketers use this information to convince to the consumers to buy their
products and services (Evans et al, 2006). Evans et al. state that most advertisements
represent the product or service of a brand such an emotional and persuasive way that
consumers think that they should buy that product even they do not need that product
for sustaining life. This manner, however, does not create need, rather encourages the
consumer to want or desire the brand by associating the purchase of the brand with a

need.

2.3.3 Sensory Branding / Emotional Branding

Emotional branding or sensory branding is the marketing strategy that is investigating
the emotional relationships between consumer and the brand (Gobe, 2001; Lindstrom,
2005; Thompson et al., 2006; Gobe, 2007). The term ‘emotional branding’ first came
into prominence with the book of Gobe (2001) and continued to be used by others. As
suggested, it is a consumer-centered, relational and story-driven approach to create
affective bonds between consumers and brands (Roberts, 2004, in Thompson et al/,
2006). It is also a way for brands to elicit emotions by addressing to five senses (Gobe,
2001; Lindstrom, 2005). This approach focuses on understanding the consumers, what
they really want, how they experience a brand and how they behave during the
consumption experience. According to Edwards and Day (2005), consumption is not just
buying, but using, sharing, reflecting and disposing which involves the emotions of

consumers as consumers make buying decisions according to their feelings and
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emotions about a particular brand (McEwen, 2005). Therefore, creating a consumer
experience, buying a product or service of a brand is the key term for the emotional
branding. As an example, Starbucks Coffee is said to be an ‘emotional brand’ (Gobe,
2001; Lindstrom 2005; Thompson et al. 2006). What makes this brand emotional is the
experience consumers have with the brand, the environment in the stores (e.g. odor of
the coffee, the music played), ranges of coffee ordered, and drinking the coffee within
an enjoyable environment. Apart from these, it is said to change the leisure time
activities and daily routines for consumers which created coffee shops and coffee bean
markets all over the world (Thompson et al., 2006; Helliker and Leung 2002 in
Thompson et al. 2006). That is why, Starbucks is given as a strong example of emotional

branding and brand positioning (Gobe, 2002; Keller, 2000; Roberts, 2004).

In his book, Gobe (2007) explains the emotional branding from both consumer and
company perspectives. He states that, as new economy is turned from factories,
capabilities, productions into consumers, branding has become a new language in
which innovation, flexibility and speed in market stands as competitive factors in the
market. Gobe also states emotional branding is about the engagement of people with
the brands in the level of desires in which they “need to own, offer, or benefit from a
brand offering”. Gobe suggests that brands communicate with people in three
emotional levels (Figure 2.11):

1. Head Communication: speaks to desires and needs

2. Heart Communication: captures a sense of shared values and connection

3. Gut Communication: laps into intuitive desires that generate a drive and badge-

like attachment to a brand.
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Figure 2. 11 Levels of Emotional Branding (reproduced from Gobe, 2007)

These levels summarize the concept of ‘emotional branding’ from the perspective of a
consumer. Head communication is about rational connection with the brand (such as
price), heart communication is about feelings towards a brand (such as feeling trust)
and gut communication is about desiring of a brand. Although these explain how the
consumers interact with and connect to a brand, there still remains a gap between the

brand and the consumer, and how this connection can be built effectively?

The ways to create emotional brands are suggested by different market researchers.
Edwards and Day (2005) suggest that creating emotional connections with consumers
starts at company, ideology of the company is the starting point, and why the company
or brand is created should be evident to employees. Capability, tangible resources (e.g.
operational, financial, assets), and intangible resources (e.g. culture, knowledge and
reputation) of the company, consumers and consumer environments are the values to
be considered. One of the counter arguments to this is to create market advantage,
these steps are already listed. However, how these steps will result in an “emotional

brand” is not clear (Thompson et a/, 2005)
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Another way suggested is appealing to five senses. Creating a brand sound, shapes,
color, and an environment concept that consumers will face in a brand’s store will all
come out in an emotional brand (Lindstrom, 2005). This approach is explaining the
experience that consumers have in consumption environments. Gobe (2007), however,
explains in his recent book that, emotional branding is about design, and it becomes
the most powerful way to connect people with brands emotionally. He states that
design brings a human touch to the products and emotional design, creating
experience, reaches the emotions faster than any other means of communication. The
emotional sensations that people experience with a product will establish the
personality of that brand in consumer’s lives and support the brand’s marketing
programs (Gobe, 2007). The main argument against these approaches is that,
researchers are categorizing brands as ‘emotional’ and ‘not emotional’ which makes
the brand or product of that brand either inspiring the user or not (McEwen, 2004).
McEwen states that according to these categorizations, sport cars and perfume can be
treated as emotional, while office supplies and household cleaners are not. However,
emotion connections should not be reduced to only brand level. According to McEwen,
consumers may also be emotional about their daily used necessities (Evans et a/., 2006)

that no one sees the brand name.

2.3.4 Measuring Consumer Emotions

As stated before, emotions can be measured, so can be emotional connections and
both emotions and emotional connections can be managed (McEwen, 2006). Marketing
literature refers to psychology when measuring emotions becomes the question. It is
seen that researchers use scales to understand emotions (Westbrook and Olive, 1991;
Richins, 1997; White and Yu, 2005) as well as interviews (Thompson et al., 2005) and
emotion measurement tools (lpsos-ldeas, 2006). Richins (1997) is one of the
researchers who was interested in the consumption emotions and after exploring the
psychology literature. She conducts a series of empirical studies to find out the
consumption emotions descriptors (CES) and uses a four-point scale to compare the
usefulness of the descriptor. The (CES) consist of emotions that are related to

consumption experience which are:
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Anger, Discontent, Worry, Sadness, Fear, Shame, Envy, Loneliness, Romantic
Love, Love, Peacefulness, Contentment, Optimism, Joy, Excitement, Surprise,

Guilt, Pride, Eagerness, Relief (Richins, 1997).

Westbrook and Oliver (1991) investigated the relationship of consumption emotions
and satisfaction judgments in the post-purchase period. In their study, they refer to
Izard’s (1971) basic emotions and use the ten emotions to measure consumption
emotions in Likert-Scale;

Interest, Joy, Surprise, Sadness, Anger, Disgust, Contempt, Fear, Shame and

Guilt

Apart from these, to measure emotions towards advertisements, Ipsos-ldeas Research
Group, which works on advertising, loyalty, marketing, media and public affairs, (2006)
developed a software, ‘Emoti*Scape’, in the light of the findings of psychology. In this
tool, emoticons (Figure 2.12), representing each emotion with the same character were
created and shown in the process of measuring emotions. The consumer ‘points and

clicks’ to indicate the emotions they experience.

Emoti*Scape™

Figure 2. 12 Emoti*Scape
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2.4 Chapter Discussion

In this chapter, different information from psychology, design and marketing have been
collected to create an understanding of user emotions. In understanding what
emotions are and how they are evoked, psychology literature has been investigated. As
psychology literature focuses on all the emotions evoked by any kind of influential of
emotion, it gives valuable basic information in understanding how emotions are evoked
by products or brands. The appraisal model previously (see Section, 2.1.4), explains the
importance of objects in appraisal process. This perspective is widely used in design
research in explaining product emotion. Mainly focusing on products, design research
deals with the product experience, and study the emotions elicited by products in
product experience. Similarly, in marketing, researchers mainly focus on how brands,
rather than products, evoke emotions. In other words, marketers see brands as a

business; whereas designers see brands as an image (Laituri, in Cuffaro, 2006).

As emphasized before, emotions towards products and brands can be positive and
negative. Feeling positive emotions towards a brand may make the consumer feel
positive towards the products of that brand, or being attracted by the appearance or
experience of product may affect emotions positively towards brand of the product.
Some products and brands are more affective in evoking emotions compared to others
and some have negative effect. Considering these, as a framework that is connecting
the intersection of product and brand emotions, a basic figure have been created to
figure out the brand and product emotions. In creating this figure, four different
consumer type definitions of Berkman et al. (2005), have been used to explain the
relationship between positive and negative emotions towards brand and their
products: brand loyalist, routine brand buyers, information seekers and brand
switchers. It is possible to illustrate brand and product emotion perspectives in Figure

2.13.

40



Product Emotions

P (+), B (+) P(-),B(+)
(Brand (Routine
Loyalists) Brand Buyers)
Brand
Emotions P (+),B () P(-),B(-)
(Information (Brand
Seekers) Switchers)

Figure 2. 13 Relationship between Brand and Product Emotions

According to the figure, consumers are categorized in four: brand loyalists, routine
brand buyers, information seekers and brand switchers in relation to positive and
negative emotions towards brands and towards products. According to Figure 2.13,
consumers are named as brand loyalists when both product and brand emotions are
positive. The consumers have positive feeling towards both brand and the product,
which both design and brand literatures are interested in. An example to this is Apple
buyers; they have high level of involvement with both product and brand and they are
likely to accept both the brand and products of that the brand. However, contrastingly,
while brand emotions can be positive, emotions towards the product of the brand can
be negative. These types of consumers, named as routine brand buyers, buy and use
the product as they only care the brand of the product. Just as the opposite,
information seekers, do not feel positive towards the brand but product in which the
experience with the product. These users mostly more interested in the experience
they have with the product rather than the brand of the product. Finally, brand
switchers are the ones who are not satisfied by both the product and brand experience
and easily switch to use another brand and product of that brand. Within these

relationships, only brand loyalist feel positive towards brands and product.
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From the marketing perspective, researchers talk about the emotions in positive and
negative level. Negative emotions, as much as positive ones, are important to supply
valuable information for designers to understand the effect of brand to the product
emotions. As brand of the product can be a part of emotions elicited by the product,
the effect of it should not be ignored in measuring product emotions. However,
emotions elicited by products are not only at positive and negative level. One product
may elicit positive emotion by its form and brand, but may suggest a negative emotion

by its color.

In the literature, marketing perspective explains that brands should communicate with
consumers through their emotions. By this, companies would likely to get more market
share among their competitors. However, there could not be encountered any research
on which specific emotions are elicited by the brands in consumption. Moreover, only
some of the brands are named as ‘emotional’ and some are kept out from this

description, like the ones named as privately consumed necessities.

There are studies interested in specific emotions, including surprise (Ludden et al.,
2006), stress (Nilsen and Bjelland, 2006); fun (Cila 2008) in relation to understanding
product experience. However, there could not be encountered any study that is
explaining the relationship of emotions of users towards brands and products of these
brands, and which particular emotions are affected by both the brand and the product.
Therefore, to combine the relationship between brand and product emotions, an
empirical research has been carried out. The following chapter describes the empirical

research carried out to understand some of these relationships.
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CHAPTER 3

DESIGN AND CONDUCT OF THE STUDY

This chapter presents the empirical study of emotional exchanges between brands and
products in order to understand the relationships between emotions elicited by brands
and products of these brands. The chapter gives details of the methodology followed in
the study. First, the aim of the study is presented. The study methodology is then
presented including selection of the product and brands are explained. Participants of
the study, equipment used and the study method are also explained. The third section
reveals the results and analysis of the empirical study through the reports of the
participants used in the study and limitations of the study. The chapter then concludes

with general discussions.

3.1 Aim of the Empirical Study

The literature review showed that both designers and market researchers are
interested in emotions of users however, the way they handle these emotions differ;
designers are interested in emotions of users towards products, while marketers are
interested in emotions of users towards brands. While designers are making research
to understand product emotions under the name of ‘emotional design’, the term
‘emotional branding’ is being discussed by marketers which is said to become a new
strategy to sell the product. The role of product emotions in this strategy attracts
attention of market researchers as products, as much as brands, elicit emotions and
makes the user buy and use the product. However, how these emotions are affected by
the brands and products together have not been researched yet, and which properties
of products affect these emotions still remains unanswered. Therefore, the empirical

study directed at answering these questions.

The aim of the study is to demonstrate the emotions elicited by brands and products of

brands. The emotions towards a product can be both positive and negative and can
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result from the various qualities of products, such as color, form and material. While
deciding on these qualities, one of the important product aspects that designers
consider is the brand. The identity of the brand becomes important, and product is
designed to speak the same language with other products of the brand. There is a two-
way interaction at this point; brand affects the qualities of the product, meanwhile the
product strengthens the brand image. This two-way interaction may also, positively or

negatively, affect the emotions of consumers towards brands and products.

In this study, the reasons behind these emotions towards products were questioned;
whether these emotions are resulted from the product itself, the brand of the product
or combination of both. The reasons for both positive and negative emotions were
investigated, to reveal the qualities of a product that makes the user feel positive as
well as negative. Therefore, the objectives of this study were to reveal the relationship
of the emotions of users towards products, to investigate the role of brand within this
relationship, and to identify the product qualities that are related to this relationship.

The empirical study specifically carried out to aim to answer the following questions.

e How does the brand image affect emotions of users?

e What kind of relationship exists between emotions elicited by brands and
products of these brands? What similarities and differences do these emotions

have? Which properties of the products elicit these emotions?

The outcomes of the empirical study are expected to provide information about the
effects of brands to users’ emotions towards products of these brands, in both positive
and negative level. It is expected that this information will give designers an overall idea
about these effects and frame the positive and negative relationships between the
brands and products. It will also be valuable for designers to understand user’s
expectations, experiences and perceptions in relation to brands and products of these
brands. As designers do not consider only product qualities in design process, with the
results of this study, designers can also evaluate qualities of products and brands that

would result in positive and negative emotions while considering design possibilities.
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3.2 Methodology

This section presents the details of methodology followed during the empirical study.

3.2.1 Selection of Product

As the first step of the study a product was chosen based on the below criteria.

1.

Perception of the product. product qualities, such as color, shape and
material should easily be perceived at first glance. Product should
communicate its purpose easily.

User profile: the product should be used by anyone, by users within
wide age range and by both genders

Branding. the product should ideally be produced by more than one
company, and Turkish people should be familiar with them.

Technology and usage: the product should reflect the technology, and
should be easy to use.

Physical Interaction: the product should be interacted physically and this
interaction should not be hidden in digital interface.

Function: function of the product should be easily understood.

Potential product groups deemed to meet the required criteria can be seen in Table

3.1. The table also shows the examples of potential brands for the related product

group that exist in the Turkish market, and the number of criteria met by that product

group.
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Table 3.1 Potential Product Groups

Product Group Potential Brands (e.g.) Criteria No. Met

Mobile Phones Nokia, Samsung, Motorola, | 1,2,3,6
LG, Sony-Ericsson

MP3 music players Apple, Sony, Samsung, | 1,2,3,4
Creative, Philips

Electronic Personal Philips, Braun, Sinbo, | 1,3,4,5,6

Care(e.g. shaver, Rowenta

epilators, toothbrush)

Small Home Philips, Braun, Tefal, Arcelik | 1,2,3,4,5,6

Appliances

(e.g. kettle, iron,

blender)

Personal Computers Apple, Asus, Toshiba, LG, | 1,2,3,4,6
Dell

Personal Use Office Koziol, Alessi 1,2,4,5,6

Products (e.g. punch,

stapler)

The products that have digital interfaces were avoided, so as not to make the users talk
about the digital interface only, rather than the product itself. Accordingly, products of
which usages may not solely be understood by their visual appearance but require
screen interaction, such as mobile phones, personal computers and mp3 music players,
were eliminated. Electronic personal care products were also eliminated because of the
gender differences, as the products within this group cannot be used by both genders
(e.g. shavers). Small home appliances were found to meet the most criteria from the
list, and over discussions with research colleagues ‘iron” was decided to be used in the

study.

3.2.2 Selection of Brands

In order to find out available brands for the iron (as described in 3.2.1), different
shopping centers in Ankara were visited. A list of mostly encountered brands including
Arzum, Arcelik, Braun, Fakir, King, Philips, Sinbo and Tefa/was made. Where possible,
during the visits pictures of these irons were taken to create a visual product pool for

further use.

The list then reduced down to include five brands: two local (i.e. Arzum, Sinbo) and

three foreign (i.e. Braun, Philips, Tefal). Five products were believed to be a sufficient
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number to gather information without exhausting the participant. Arzum was chosen as
a well-known local brand which has been started to be widely used by Turkish
consumers. Sinbo was chosen as a newly introduced brand in the local market which is
also known as with its affordable products. Braun, Philips and Tefal are chosen as the
three were mostly encountered foreign brands in the market. In the study, one iron
from each brand was used. The pictures of the selected irons can be seen in Figures 3.1

to 3.5.

In this study the aim was to make the participants evaluate the visual qualities of the
products, rather than general product evaluation. Price of the products was not taken
into consideration. The products that were sold in the market were selected for the

study.

Figure 3.1 Iron 1: Arzum
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Figure 3.3 Iron 3: Philips

Figure 3.4 Iron 4: Sinbo
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5 TEFAL

Figure 3.5 Iron 5: Tefal

In order to study the effect of brand names on users’ emotions towards a product,
three different product (i.e. iron) set were created. Set-1 consisted of irons with original
brand names (Original - O); Set-2 consisted of irons with purposefully altered brand
names (Mixed - M); and Set-3 consisted of irons with no brand names (None - N). In
Set-2, the mixed brand names were placed onto irons on exactly where the original
brand name was, and as photorealistic as possible, using Adobe PhotoShop application.
This was to avoid revealing alterations on the brand names. The distribution of brand

names within product sets can be seen in Table 3.2.

Table 3.2 Distribution of brand names within product sets

Product Set Iron-1 Iron-2 Iron-3 | Iron-4 | Iron-5
Set-1 (Original - O) Arzum Braun Philips | Sinbo Tefal
Set-2 (Mixed - M) Sinbo Philips Tefal | Braun | Arzum
Set-3 (None - N) - - - - -

3.2.3 Selection of Participants

The participants were recruited through email and phone. In total, 105 participants (67
female, 38 male) participated in the study, with ages ranging from 20 to 60, and with a
mean value of 30. The participants were chosen from different occupations, including
biologist (1); economist (1); banking staff (2); psychologist (3); statistician (4); engineer
(6); academics (6); school teacher (6); housewife (6); government officer (13); student

(15); designer/architect (17); and research assistant (25).

49



The participants were divided into three groups of 35. Group 1 participants studied the
iron Set-1 (O); Group 2 participants studied iron Set-2 (M); and Group 3 participants
studied iron Set-3 (N). Distribution of the participants within the three groups can be

seen in Table 3.3, detailed information can be seen in Appendix A.

Table 3. 3 Characteristics of the Participants (between the three groups)

Group 1 | Group2 | Group 3 Total/Average
No. of Male participants 16 11 11 38
No. of Female participants 19 24 24 67
Average age 31 29,66 30,8 304

3.2.4 Decision on Emotion Scales
The empirical study required participants to give information about their emotions
towards selected products. To enable this, an emotion-scale was created in relation to

the reviewed literature.

The review of the emotion scales used in psychology, marketing and design literatures,
with particular attention to product evolution, was made in detail in Chapter 2. As there
was not a consensus amongst the researchers on which emotion scale should be used,
a combination of the emotion sets suggested in various sources, including design
(Dormann, 2003; Desmet, 2002), psychology (Banziger et al., 2005; Scherer, 2005;
Youngstrom and Green, 2003) and marketing perspectives (Richins, 1997; Westbrook
and Oliver, 1991), was adapted.

The list of emotions provided by Scherer (2005) was constructed the basis for the study.
Scherer listed 36 emotions that are chosen from various empirical studies and
published surveys. The list of emotions suggested by Scherer was modified to include
commonly used ones in similar studies from design, psychology and marketing

disciplines. The final set of 19 emotions included:

Admiration, Anger, Boredom, Content, Desire, Disappointment, Disgust, Fear,
Happiness, Interest, Joy, Pleasure, Pride, Relief, Sadness, Satisfaction, Shame,

Surprise, Tension/Stress.
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3.2.6 Venue and Equipment
The study was conducted either in participants’ houses or at their offices. Where
possible, the participants were invited to the researchers’ office. A typical session took

between 10 to 25 minutes.

A 15.4" screen laptop was used to show product pictures to the participants. At each
session the same laptop was used to avoid differences in picture quality (e.g. color and
resolution changes). To record the interview sessions, a Philips 512Mb Go-Gear voice

recorder was used. The study did not require any other special setting.

3.2.7 Data Collection Methodology

The proposed study required direct user information as it was expected to understand
emotions of users as well as the relationship between these emotions and properties of
the products. In this study, participants’ general ideas about brands, emotions of
participants towards brands and products of these brands, and the reasons behind
these emotions were investigated. To achieve this, the study was divided into three

parts, the order of which order and aims were:

Part 1: Understanding users’ general ideas about selected brands

The aim of Part 1 was to have an overall idea about what the participants think about
the selected brands and their products. Part 1 was also aimed to understand whether
the perception of a brand affects participants’ emotions towards the products of that

brand.

Part 2: Understanding users’ emotions towards brands and products of these brands

The aim of Part 2 was to understand the specific emotions that are felt towards
products and the reasons behind these emotions were aimed to be understood in Part
3. The first and second parts were formed as a self-administered questionnaire so that

the outcomes could be statistically analyzed, and have about the emotions.

Part 3: Understanding the relationship between the emotions and product

characteristics
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The aim of the Part 3 of the empirical study was to gather participants’ reasons of
product emotions that they stated. To understand these reasons, the participants were
interviewed during the post-questionnaire session. They were encouraged to talk about
why they stated negative and positive emotions, specifically about the highly scored

ones.

3.2.7.1 Questionnaire

The self-administrated questionnaire consisted of two parts. (See Appendix C)

The first part of the questionnaire aimed to understand whether participants’
prejudgment about a specific brand affects product emotions. The participants were
first asked to fill in the demographic information including their age, gender and
occupation. Then, they were asked to state their general opinions about the products
of the ten listed brands: Arzum, Argelik, Braun, Fakir, King, Philips, Siemens, Sinbo, Tefal
and Vestel. Although only five of these brands were evaluated in the rest of the study,
this was to avoid revealing them to the participants. A five-point Likert scale (from 1
indicating ‘very bad’ to 5 ‘very good’) was used to measure the brand image. The scale
also included N/A (‘l do not have any idea’) for the participants who do not know the
products of these brands. Additionally, the participants were asked to indicate whether

they used the product(s) of the brand (‘l am using / have used’).

The second part of the questionnaire aimed to find out the specific emotions elicited by
the selected products and whether these emotions were affected by products or
brands. At this point, ‘order effect’ (Krosnick and Alwin, 1992) was taken into
consideration. Order effect is a psychological response of people towards things that
are shown or experienced. As Krosnick and Alwin explain that

“..items presented early within a research study may establish a cognitive
framework or standard of comparison that guides interpretation of later items.
Because of their role in establishing the framework, early items may be
accorded special significance in subsequent judgments. Iltems presented early in
a list are likely to be subjected to deeper cognitive processing; by the time a
respondent considers the later alternatives, his or her mind is likely to be
cluttered with thoughts about previous alternatives that inhibit extensive
consideration of later ones.” (1992, p. 202.)
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As a result, to avoid order effect to affect the results of the study, throughout the study

the order of the products were altered in each set, (See Appendix B).

The study was conducted in the participants’ native language (i.e. Turkish), therefore
the terminology used in emotion sets were translated from English. Translations were
cross-checked by research colleagues and where necessary, more than one word is

provided for much clear meaning (See Appendix C for the full view of questionnaire).

In order to understand the level of emotions, the set of 19 emotions were evaluated
against a five-point Likert scale (1 indicating ‘any’, 2 ‘little’, 3 ‘average’, 4 ‘much’, and 5
‘very much’). For evaluation of products, participants were requested to look at the
computer monitor for the product pictures and, fill out the emotions questionnaire
sheets. The evaluation process started with the first product, and continued until all the

five products were scaled.

3.2.7.2 Post-Interview
After the completion of the questionnaire, the participants were interviewed about the
grades that they gave to the emotions, where a list of questions asked to the
participants. These questions included;

Which quality or qualities of this product make you feel boredom?

Why have you scored the positive emotions higher than the negative ones?

What are the reasons behind these emotions?

The aim was to understand the relationships between the properties of the products
and emotions of the participants towards these products. Participants were asked to
talk about the reasons of emotions that they specifically gave very high or very low

scores.

3.2.7.3 Study Procedure
Each session with each participant was carried out separately. The following procedure
was used for each session.

e Participants were introduced to the study with an introduction sheet describing

the aim and the procedure of the study.
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Participants were asked for permission to make voice recording during the
study. Voice recording was started (if consent was given).

The questionnaire was administered to the participants. Participants were
explained that there were no correct or incorrect answers in the questionnaire.
(as described in section 4.2.6.1).

On the completion of the self-administered questionnaire, participants were
asked a set of questions at the end of each session. The questions aimed at
understanding the concerns of participants behind the graded emotions (as
described in section 4.2.6.2).

Participants were thanked and were offered a small gift for their participation.
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CHAPTER 4

RESULTS AND ANALYSIS

In this chapter, results and analysis of the study are presented. The data analyses were
undertaken separately for each of the product groups, then being cross-compared with

the findings for each group.

In the following sections, first the data analyses procedure including statistical analyses
of brand and emotion scales, graph analyses and content analyses are presented.
Following this, the results of the data are presented in two parts. First, users’ ideas
about selected brands are presented. The aim of this part is to understand the
relationship between the emotions of users and brand awareness. This part also
presents how the participants graded the given brands. The results of this part are
associated with the outcomes of the emotion evaluation part of the study with the aim
to understand how pre-knowledge of participants affect emotions towards products of
these brands. Dimensions of emotions of participants are analyzed based on the grades
of the participants. The aim was to elicit information about possible relations between:
i) brands that form certain impressions of and our emotions towards irons bearing their
brand name; and ii) the changes in negative/positive emotions associated with each
iron across the three groups. The analysis of emotions of participants also associated
with the results of interview part of the study in which the reasons for these emotions

are revealed.

4.1 Data Analyses Procedure
Data collected during the study is analyzed under three headings: statistical analyses of
brand awareness and emotion scales; graph analyses; content analyses. The following

parts explain these procedures.
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4.1.1 Statistical Analyses

Statistical analyses are used to evaluate the data collected in Part 1 (brand awareness)
and Part 2 (emotions) of the questionnaire is processed separately. The aim of making
statistical analyses was to understand the relationship between products and emotions

with the data collected from the questionnaire.

First, the overall grades of the 105 participants for five brands were analyzed using SPSS
software, with the descriptive analyses function of SPSS software. This helped revealing
the participants’ general views of the products for the selected brands (See Appendix E
for full data set). Analysis of this part helps to understand whether there were any
relation between the emotions of participants towards brands, products of these

brands and the opinions of participants about these brands.

Following this, emotion evaluation part of the questionnaire is analyzed. To understand
the degree of reliability of the questionnaire, reliability analyses were made. These
analyses show the consistency of the scales. Reliability analyses showed how the
reliability of the questionnaire changes when one of the emotions is excluded from the
questionnaire. The analyses for each iron were done, and the analyses showed that
reliability of the emotion questionnaire is between 80% to 84%. It should be indicated
that a questionnaire can be accepted as reliable when the minimum reliability range is
60% (Tavsancil, 2002). Accordingly, reliability of the questionnaire was very high and

results of the questionnaire were reliable (For the full set of data, see Appendix D).

After the reliability analyses of the emotion scale, analyses for the emotions were
made, with the following aims.
e To categorize emotions,
e To find out relationships between positive and negative emotions stated by the
participants for each product,
e To make comparison between the emotions of participants towards each
product individually,
e To study emotions towards the products in each product set Original-O, Mixed-

M and None-N.
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According to these, the emotions were categorized through two dimensional cluster
analyses using SPSS software. This was to show which emotions were relatively close to
each other and which were apart. Then, one-way ANOVA (analysis of variance) and post
hoc tests functions of SPSS software was used, to analyze emotion reports of the 105
participants, showing the statistically significant differences between emotions. It was
possible to observe statistically significant differences for three of the irons, for a
number of emotions; the mean difference is taken 0.05 as base. However, the aim of
the study is not to find out the emotions that create statistically significant differences
only. Accordingly, to find out the differences that would be meaningful to discuss, 0.03
have been decided to be used as a threshold mean-difference value. (For the full set of
data, see Appendix E). In the following sections, the differences between O and M, and

O and N will be discussed by taking the original set base, and M and N will be excluded.

4.1.2 Graphs Analysis

To visualize the statistical data processed in SPSS software, Microsoft Excel software
was used. The graphs were created for brand awareness analyses, and emotions
analyses. The reason for creating the graphs was to see the understand the level of

relationship between emotion and branded or non-branded products.

First, the brand awareness results were created according to the descriptive statistics
analyses. The questionnaire consisted of ten brands and the graph analyses included all
these brands. However, the brand names that were related to the analyses of emotion

evaluation were presented as ‘bold’ in graphs.

Following this, the results of emotion analyses were illustrated. The emotions were
categorized, according to their relevance to one-another. To illustrate categorized
emotions, two dimensional emotions clusters and dendogram of emotions were
created. In relation to these, positive and negative emotions graphs for each of the
three product set (O, M and N) were created, in relation to reports of 105 participants.
Then, with the data collected from the emotion evaluation part of the questionnaire, an
emotion graph set was created for individual products (Iron 1 to Iron 5), which is named
as product specific results, and shown in Table 4.1. Finally, another emotion graph set

was created to visualize emotions of 105 participants within each product set (O, M,

57



and N), which is named as product set specific results. Table 4.1 illustrates what the

emotion graphs analysis includes.

Table 4.1 Emotion Graph Analysis
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Product Set Specific Results

Table 4.1 summarizes the types of emotion graph analyses. The horizontal lines
illustrate what the product specific results constitute. In product specific results, each
product was analyzed individually for each product set (O-M-N) and one graph for each
product was created. These analyses consist of five graphs. The vertical lines explain
content of the product set specific results. In product set specific results, each product
set was analyzed within itself covering all the products under original, mixed and none

sets. Product set specific results consists of three graphs.

4.1.3 Content Analysis

The statements that were declared by all participants as the reasons of emotions were
content analyzed and categorized into four main groups. The groups included the
qualities of the products related to brand, emotional qualities, function-usability
qualities and visual qualities. Examples of keywords that are listed in each group can be

seen in Table 4.2. The full version of the data set can be seen in Appendix F.

58



Table 4.2 Categorization of participants’ statements in relation to product qualities

Category Keyword Examples
Brand Related Being aware of the brand
Emotional Related Cute, fun, ugly, dislike, feminine, masculine

Functional-Usability Related Security, seems to be functional, controls
Easy to handle, easy to use, seems ergonomically

Visual Related Color, form, design, technological look, simplicity

Following sections will present the discussion on the analysis of the study in two parts.
First the analysis of the brand awareness of the study will be explained and following,

analysis of the emotion evaluation of the study will be explained.

4.2 Brand Awareness

The results of brand awareness results of 105 people can be studied in Figure 4.1.

Tefal
Braun
Philips
Siemens
Arcelik
Vestel
Arzum
Fakir

Sinbo

King

T T T

1 p 3 4 5

(very bad) (bad) (avarege) (good) (verygood)
Mean Values

Figure 4.1 Brand Awareness Results
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Figure 4.1 shows that mean values for four of the brands (i.e. Tefal, Braun, Philips and
Siemens) are between 4 and 5. The following four brands (i.e. Arcelik, Vestel, Arzum
and Fakir) are scored between 3 and 4; the first two are closer to 4. Mean values of the
remaining two brands (i.e. Sinbo and King) are between 2 and 3. None of the brands are

scored between 1 and 2.

As stated before, products of the brands seen in bold in Figure 4.1, are employed in the
emotion evaluation part of the study. Within these, Tefal, Braun and Philips are scored
highly, with the average scores ranging; Tefal 4.4412; Braun, 4.3626; Philips, 4.3301.
Arzum is scored 3.3171, showing that products of this brand are scaled between
average and good. Sinbo is graded lower than the others with 2.5882 mean value,
indicating that products of this brand is regarded as neither bad nor average, between

these two.

4.3 Emotion Evaluation

The emotions of participants towards products and brands were revealed in Part 2 of
the questionnaire. The analysis of this part was based on the comparison of the
emotions of participants towards selected products between the sets of original-mixed
and original-none. Before product specific results and product set specific results,
categorization of the emotions and positive and negative emotions towards products

will be explained.

4.3.1 Categorization of Emotions

Throughout the study, positive and negative emotions were presented together in an
alphabetical order; however, these emotions were categorized to visualize the
relationship and relative distance of the emotions. Figure 4.2 and Figure 4.3 show the

emotions clusters and dendogram respectively.
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Figure 4.2 Two Dimensional Emotion Clusters
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Figure 4.3 Dendogram of Emotions
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Figure 4.3 shows the distribution of emotions and Figure 4.3 shows the relationship of
each emotion with others. It can be seen in the figures that, the first set of emotions
consists of positive emotions ‘pleasure, satisfaction, happiness, admiration, desire,
interest, joy, relief, pride and these emotions are close to each other respectively. The

second set of emotions consists of negative emotions ‘anger, shame, sadness, fear,




disgust, contempt, disappointment, boredom, and tension/stress and similar to
positive emotions, the order of emotions shows the level of closeness to each other.
The third set only consists of surpris€. Surprise can have both positive and negative
connotations in Turkish, whereas in English this difference can be emphasized by the
use of ‘positive surprise’ and ‘negative surprise’ (Scherer, 2005). It can be argued that
participants might have treated surprise both positively and negatively, and this might
have resulted in a differentiation in emotion groups. Therefore, for the further analysis,
surprise will be segregated from both positive and negative emotions sets, and will be

discussed separately.

4.3.2 Emotions towards Products
In this section, first analysis of the emotions in positive and negative levels, then
analysis of the emotions towards each product and within each product set will be

presented.

Positive Emotions
In Figure 4.4, an overview of mean values of positive emotions towards each iron by

105 participants can be seen.

3
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1
Iron-1 Iron-2 Iron-3 Iron-4 Iron-5
(Arzum) (Braun) (Philips) (Sinbo) (Tefal)
—@—Original(0) —®— Mixed(M) None(N)

Figure 4.4 Mean values of positive emotions for each of the iron by 105 participants
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As can be seen in Figure 4.4, the mean values of positive emotions towards each
product are below 3-point level and the emotions ranging between 1-point and 3-point

levels. The lines move apart from each other mostly for Braun, Philips and Sinbo irons.

In the figure, the first difference that stands out is that positive emotions towards iron-
3 (Philips) in M set, labeled as Tefal, has the highest score; however, the score is not
that high for this product in O set. The same iron gets lowest positive emotions score

when there is no brand name is on.

Similarly, the iron-4 (Sinbo) in M set, labeled as Braun, gets higher score than any other
case for this product. However, it gets the lowest positive emotions score in N set.

The iron-2 (Braun) gets a lower score than O and M sets when there is no brand name
on. However, the same iron gets similar scores when there are both original and mixed

brand names.

The iron-1 (Arzum) and iron-5 (Sinbo) receives approximately similar scores in all three

cases (See Appendix E for the full data set).

Negative Emotions

In the Figure 4.5, an overview of mean values of negative emotions towards each iron

by 105 participants can be seen.
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Mean Values
N

/N

1
Iron-1 Iron-2 Iron-3 Iron-4 Iron-5
(Arzum) (Braun) (Philips) (Sinbo) (Tefal)
—@—Original(0) —®— Mixed(M) None(N)

Figure 4.5 Mean values of negative emotions for each of the iron by 105 participants

The distributions of the lines in Figure 4.5 are not as flexible as Figure 4.4. In general,
the lines are between 1-point and 2-point levels. The only point the lines go above the

2-point level is for product of Sinbo brand with original brand name.

Figure 4.5 shows that the distribution of negative emotions is relatively less than the
positive emotions. In other words, the participants mentioned more positive emotions
towards each iron than negative emotions. The lowest negative emotion scores are
shown for iron-5 (Tefal) with original brand name. The levels of negative emotions for
iron-1, iron-2, iron-3 and iron-5 have similar tendencies. In this group, the only
difference can be seen for iron-4 with original brand name. This product gets the
highest negative emotions score among other products. (See Appendix E for the full

data set).

Overall, it is observed that positive emotions are scored much higher than negative
emotions. However, the level of positive emotions is still below 3-point level. One
explanation could be that ironing is not a very exciting task. For this reason, participants

might not have stated their positive emotions as intensively as negative ones.
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4.3.3 Product-Specific Results

In the following parts, emotions of the participants towards each iron will be analyzed.
The emotions are categorized in relation to the outcomes of the previous positive-
negative emotions analysis, as represented in Figures 4.4 and 4.5 to find out emotion
differentiation between O-M and O-N sets. Changes in emotions for each iron will be
discussed, accompanied with line graphics. Earlier in this section, emotions towards
irons were analyzed on the positive-negative level excluding ‘surprise’ from the

emotions; however surprise will be included in this part.

Analyses for each product will be presented under graph analysis and content analysis
sections. A brief discussion for each product will be made at the end of the section of
each product. The graph analyses will be used to understand the emotional differences
between O-M and O-N sets, by taking the original product set as base. As stated in
4.1.2, the emotions will be discussed based on the criteria that the mean-difference
value between sets, either O-M or O-N, is more than 0.03. Content analyses will be
used to support the data presented in graph analysis sections. To understand the
reasons behind the emotions towards each iron, all statements collected during the
interview from 105 participants’ statements, were content analyzed as explained in

4.1.3 (See Table 4.3) (For all statements, see Appendix F).

4.3.3.1 Analysis of Iron-1 (Arzum)

Graph Analysis of Iron-1
Figure 4.6 shows the distribution of all emotions for iron-1 declared by 105 participants

in O, M and N sets.

When the Figure 4.6 is explored, changes in all three emotion groups (positive, surprise
and negative) follow a similar fashion within each product set. For each set, the flow of
emotions line changes between 1-point and 3-point levels. Within these, the positive
emotions are mostly above 2-point level and negative emotions are below 2-point level
mostly. In general, positive emotions are elicited mostly by N set and less by M set. For

each set, the flow of emotions line changes between 1-point and 3-point levels. Within
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these, the positive emotions are mostly above 2-point level, and negative emotions are

mostly below 2-point level.

The difference in the level of emotions at some points draws the attention. Within the
emotions, /nterest, anger, disgust, contempt disappointment and boredom are
differentiated from others. Within these, the difference for interest, anger and
contempt emotions are observed between O and M sets, interest and anger are high
for O set, and contempt for M set. Difference in disgust, disappointment and boredom
emotions are observed between O and N sets; disgust and disappointment are higher

for O set, and boredom for N set.

66



(39S N Ul pueJq 0qQUIS ‘WiNzZly) T-UOJ| SpJeMO} suollowd Jo sasAjeuy 9' 24nSi4

(N)suoN (N)PaXIN —— (0)|euIBuO ——
o
/o
O/o.wv\u(& Omvnv@& ) 0,& X &
NP N S S N N2 &>
Q/Vou/ OO®¢ &OVJ Ov&/ %o&/.o o> 900@ @O@ oo/vb /¢O¢O 9 . /n%/,v &&O .%v/. O/m.vO JO@J &@@/

~N5<

.\
D
)

N\
£
¥

»

>
TN

o~

sanjep ues

67



Content Analysis of Iron-1

Table 4.3 below shows the content analysis results of iron-1.

Table 4.3 Number of participants (over 35) talked about the qualities of Iron 1

O[O|M[M|N|N
W [E]E) ]

brand 4 3| 5|12 0| O
emotional 9| 3 5| 1] 3| 1
functional-usability | 4| 5| 1| 2| 4| 3
visual 19|18 |14(19| 19|14

(+) positive statements; and (-) negative statements

As can be seen in Table 4.3, visual qualities of the iron are more become dominant in
the statements of participants. Number of participants who talked about the visual
qualities as positive and negative does not have a discrete difference. Moreover, it can
be seen that the number of participants talked about the visual qualities are higher
than those mentioned about other qualities. When the visual qualities are explored in
depth, it is observed that participants talked about the co/or, especially base color, of
the iron-1 more than other visual qualities like form and being old fashioned in all
series. For this product, participants mentioned about base color of the product as

having negative effect.

It is seen that the participants, who were shown M set, mentioned about the brand of
the iron more than the participants who were shown O set. 17 of the participants
mentioned about brand of the iron-1 who saw the M set and 12 of them mentioned

about the brand negatively.

The participants also mentioned about emotional qualities like being fun and cute.
These statements were mostly declared to have positive effect. These qualities were
declared as positively by 9 of the participants of O set, and by 5 of the participants of
M.

Functional-usability qualities of the product like function of control buttons and being

functional were also declared by 9 of the participants of O set, 3 of the participants M
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and 5 of the participants of N set. Within these statements, the number of participants
who talked about these qualities negatively is slightly higher than those who mentioned
about these qualities positively. In general, these qualities have negative effect on

participants of O and M set; positive effect on participants of N set.

Discussion on Iron-1

According to the Figure 4.6 most of the emotions towards this product are below the 2-
point (less) eliciting level and N set has relatively more positive effect on the
participants than O and M sets. Also, /nterest was elicited more in N set than in O set
and disgust and disappointment were elicited less in N set than in O set. This can be
connected to the negative effect of brand. Although the participants saw the same
product, the ones who did not see any brand name on the product, mentioned about
the positive effect of visual qualities while participants of O set mentioned about these

qualities negatively.

Apart from the listed emotions, anger was more elicited in O set than other sets.
However, the reason behind this emotion was declared to be the color of the product
mostly. Here it can also be said that, what made the level of angeremotion close to the
2-level in O set, is also affected by the brand of the product negatively as much as the
visual qualities. The color and base of the iron 1 is red which was associated with anger,

fear and hotness by some of the participants.

As seen in Table 4.3, the statements of participants about brand, emotional and visual
qualities draw a positive picture for O set. However, the number of participants who
mentioned positively about these qualities is slightly higher than those who mentioned
negatively. These qualities can be related to emotions of participants in the sense that

the level of positive and negative emotions towards this product in O set was similar.

As stated before, the positive emotions were more elicited by the iron-1 in N set. When
the statements of participants were analyzed, it was seen that number of the
declaration of visual qualities are higher in positive column. As a result, not seeing a

brand name may have affected emotions of participants positively. Not seeing the
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brand name may have also affected the perception of participants, as visual qualities of

the product like form and color have positive effect on emotions for N set.

Here it can be argued that, the cofor of the product may make the product both
positive and negative. Using red color in iron, which is also Aot in usage context, may
have resulted in negative emotions; however, the number of participants who were

affected by the co/or of the iron positively is also high.

As explained in 4.3.1, brand of O was scored better than brand of M. This can also be
related to the perception of participants, and why they mentioned about brand of M
negatively while explaining the reasons of emotions. Seeing a brand name in general,
may have affected the emotions of participants of O and M sets negatively as
participants who did not see any brand name talked about visual qualities more

positively.

4.3.3.2 Analysis of Iron-2 (Braun)

Graph Analysis of Iron-2
To explore all the emotions towards iron-2, Figure 4.7 shown below, illustrates the

distribution of all emotions of 105 participants of O, M and N sets.

When Figure 4.7 is explored, all three emotion groups (positive, surprise and negative)
follow very different fashion for each product set. The level of emotions in each set
differs between 1-point and 3-point lines. For these sets, levels of negative emotions
are below 2-point line at most of the points. For O and M sets, levels of positive
emotions are above the 2-point line mostly, like surprise emotion and have similar
fashion. However, for N set, positive emotions do not have a regular distribution;

mostly the level of positive emotions is below 2-point line except happiness, desire and

Joy.

When the emotions towards iron-2 are explored, the differentiation in distribution of
emotions can be observed in positive and negative emotions in the sense that positive

emotions are elicited more when in N set. When the analysis for the second iron is
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explored, the only disappointment emotion comes into prominence out of SPSS
analysis (full data is shown in Appendix E), as the only statistical differentiation is
observed between O and M sets which can be observed Figure 4.7. It shows that the
participants are disappointed with the iron when there is Philips brand name M is on
the iron; the disappointment level is at minimum when there is original brand name is

on the iron.

Within all emotions, pleasure, satisfaction, admiration, joy, relief, pride, sadness, and
fear also draw attention in this figure as the mean-difference value is more than 0.03
for these emotions, for O-M and O-N sets. The positive emotions, pleasure, satisfaction,
admiration, joy, relief, pride, are seen to be elicited less in N product and more in O set.
The negative one, sadness and disappointment, are less elicited in O and more in M set,

like the disappointment emotion.
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Content Analysis of Iron-2
Table 4.4 shows the content analysis of iron-2 (detailed information is shown in

Appendix F).

Table 4.4 Number of Participants (over 35) talked about the qualities of Iron 2

[ [EHE)[E]E)

brand 8 1|12 0| 0| O
emotional 8| 4| 4| 2| 3| 2
functional-usability| 4| 8| 6| 6| 4| 5
visual 19|117|16(19| 9|23

(+) positive statements; and (-) negative statements

As can be seen in Table 4.4, visual qualities of the product become dominant in the
statements of participants. Number of participants who talked about the visual
gualities as positive and negative have discrete difference in N set only, as seen in the
table. Moreover, it can be seen that the number of participants who talked about the
visual qualities are higher than those who mentioned about other qualities, like the
iron-1. When the visual qualities are explored in depth, it is outstanding that
participants talked about the color, general appearance and form of the iron-2 mostly.
(For all statements see Appendix F). For this product, participants mentioned about

visual qualities of the product as having negative effect in M and N sets.

It is seen that the participants, who were shown M set, mentioned about the brand of
the iron-2 more than the participants who were shown O set. 12 of the participants
mentioned about brand of the iron-2 who saw the M set and all of them mentioned

about the brand positively as well as the 8 participants of the O set.

The participants also mentioned about emotional qualities like being fun and cute.
These statements were mostly declared to have positive effects. These qualities were
declared as positively by 8 of the participants of O set, 4 of the participants of M and 3

of the participants of N set.
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Within these statements, the number of participants who talked about functional-
usability related qualities negatively is higher than those who mentioned about these
qualities positively. Functional qualities of the product like function of control buttons,
ergonomics, easy to handle and use and being non-functional were declared to have

negative effect on the participants.

Discussion on Iron-2

Within all sets, the positive emotions were elicited less by the N product and visual
qualities of the product (form, color, being old fashioned and general appearance) and
functional-usability qualities (controls and being non-functional) have negative affect
on the participants. Although emotional qualities have positive effect, but could not
overcome the negative effect of the product. At this point, it can be said again that
seeing a brand name, that the consumers think that products of the brand are good
(Braun or Philips), on the product may affect the emotions of participants positively,
even though they do not like the visual qualities of the product. This does not mean
that the only important point is the brand name, as in the O product, brand name was

not mentioned as much as the visual qualities.

As brand has positive effect in O and M cases, seeing the brand name on the product
may have affected the participants positively even though participants of M set
mentioned negatively about the visual qualities of the product. Brand name may have
also affected the emotional qualities (being fun and cute) and function-usability (easy
to use and handle) as the M and O brand of the iron was scored between good and very

well (4 to 5)in brand awareness questionnaire.

It is surprising that the significant differentiation in was observed between M and O
sets. It is surprising because both Braun O brand was scored slightly better that Philips
M brand in the brand awareness questionnaire. This can be related to the visual and
functional qualities of the product as both were mentioned negatively by participants
of M set. It can also be said that participants of M set, did not expect the Philips brand
to product this product; they may have disappointed by the brand and visual qualities
of the product both.
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4.3.3.3 Analysis of Iron-3 (Philips)

Graph Analysis of Iron-3
Figure 4.8 shows the distribution of all emotions for iron-3, according to the reports of

105 participants, in O, M and N sets.

When the Figure 4.8 is explored, all three emotion groups (positive, surprise and
negative) follow a similar fashion within each product set. However, the positive
emotions attract attention for this product as levels of positive emotions change for
each set. Unlike the previous examples, levels of some of the emotions towards this
product are above 3-point line. However, the negative emotions are below 2-point line
for approximately all sets and some of them are near the 1-point line. The line graphics
shows that the participants have told to feel positive emotions at highest level in M iron
set and lowest level in N iron set, and the vice-versa for negative emotions for this iron.
The level of most of the positive emotions towards this product in all cases is between
2-point and 3-point lines, a few more than 3 level; which means that these emotions
are elicited between little and average levels. Negative emotions levels are between 1
and 2, close to 1 level, meaning that these emotions are elicited below /itt/e (2-point)

level.

Iron-3 is the iron that statistically significant difference is observed most within the
study (The full data can be seen in Appendix E). However, the line graphics also reveal
the statistical differences between sets, as the distance between the dots at some
emotions are outstanding in Figure 4.8. Statistical analyses show that the iron-3 elicited
significantly 8 emotions out of 19; pleasure, satisfaction, admiration, desire, interest,
relief, pride and boredom, all of which are elicited at minimum level within N iron set.
The statistical differentiation is between the M and N sets in all listed emotions; but in
admiration, relief satisfaction and boredom, there is also statistical differentiation

between O and N sets.
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Apart form the statistical analyses, differentiation according to threshold level is
observed for the emotions, pleasure, satisfaction, happiness, admiration, desire,
Interest, joy, relief, pride, disgust, boredom and tension/stress. Within these, positive
ones are elicited by O set, and negative ones are elicited by N set. Parallel to this,
difference between O and M sets are observed for the emotions pleasure, desire, joy,

Interest, pride, and tension/stress, all are elicited more within M set than O set.

Content Analysis of Iron-3

Table 4.5 shows the content analysis results of iron-3.

Table 4.5 Number of Participants (over 35) talked about the qualities of Iron 3

O[O|M[M|N|N
D [E]E) ]

brand 6| 0[(16| 0] 0| O
emotional 3] 1 1 1( 3
functional-usability | 12| 2| 6| 1| 2| 7
visual 30| 5(21)12|12(17

(+) positive statements; and (-) negative statements

Table 4.5 shows that the number of participants mentioned about visual qualities is
higher than the number of participants talked about other qualities. These qualities
were talked about to have positive effect by 30 participants of O and 21 participants of
M sets. However, 12 participants of the N set talked about these qualities to have
negative effect while 17 of them declared that visual qualities of this product have
negative effect on emotions. The visual qualities, color, form and design of the product
were mentioned to have positive effect on the participants. Nonetheless, the visual
appearance of the handle with silvery color was mentioned to the have negative effect

on participants.

Brand is seen as positive influential for M and O sets. 16 participants of M set talked
about the brand to have positive effect while 6 participants of O set talked about the
brand as positive influential. None of the participants said the brand has negative

effect.
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Participants did not talk about the emotional qualities of the product as much as the
brand or the visual qualities. The ones talked about these qualities positively said that
iron-3 is fun and cute and they /iked the product. However, disliking the product, not
being fun and being masculine were mentioned to have negative effect on emotions for

this product.

Functional-usability qualities were also mentioned. For these qualities, number of
participants talked about these qualities positively is more than those who talked about
these qualities negatively in O and M sets. In N set, the number of participants talked
about functional qualities of this product positively is 2 while the number of the
participants talked about these qualities to have negative effect is 6. For these qualities,
function of control buttons, being functional, being ergonomic and easy to use were
declared to have positive effect while being too complicated and non-functional were

talked about to have negative effect.

Discussion on Iron-3

When the differences between the emotions are investigated, it is seen that the iron
with any kind of brand name (O or M), has positive effect on participants, as positive
emotions were elicited by O and M sets. The products of the brand in M set and O set
was found between good and very well in the brand awareness analysis of the
guestionnaire. It is surprising that although the products of these two brands were
found between good and very well, the iron in M set has more positive effect. This can

also be related to the results of brand awareness as Tefal was found better than Philips.

It was observed that, disgust, boredom and tension/stress were elicited more by N set.
When the Table 4.5 analyzed, the number of participants who talked about the visual
qualities (color, design, and form) of the product positively is more in O set than in N
set. Within the visual qualities, the handle with silvery color of iron is the part that
affected the participants negatively in N set. In relation to these, what makes the iron
more boredom eliciting in N set may be the visual qualities of the iron, as color, form
and handle with silvery color was declared to have negative effect, as much as not

seeing a brand name on the product.
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When the Table 4.5 is explored, it is seen that the number of participants affected by
the brand name of the iron in M set is higher than those who were shown O set. Here,
it may also be said that the visual qualities of the product have negative effect on
emotions when there is no brand name is on for this product. Nonetheless, when there
is any kind of brand on a product, which is perceived as good or better, visual and

functional qualities have positive effect on participants.

4.3.3.4 Analysis of Iron-4 (Sinbo)

Graph Analysis of Iron-4
Figure 4.9 shows the distribution of all the emotions according to the reports of 105

participants of O, M and N sets.

The lines for this product follow very rough changes; however, the overall emotions
rank below 3-point line and at some points, sudden jumps and breaks can be observed.
For O set, the curve follows a smooth change for positive emotions between 1-point
and 2-point levels; however the negative emotions change between 1-point and 3-point
levels. For M set, the line shifts for positive and negative emotions and the curve up
and down over 2-point level for both positive and negative emotions. For N set, the
positive and negative emotions have breaking points in the curve. As can be seen in the
figure, while levels of positive emotions, elicited by this product, are around 2-point
level, there comes a break at pride emotion. Likewise, a sudden jump can also be seen

at boredom emotion.
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In the Figure 4.9, it can be seen that the iron-4 in M set has more positive effect on the
participants, than the O set, as all the positive emotions are at almost highest level in M
set. The relationship of statistically differentiated emotions, satisfaction, interest, joy,
relief and pride can be seen clearly on the figure. Analyses show that statistically
significant differentiation in emotions for this iron is explored between O and M sets in
desire, joy, relief, pride, satisfaction and interest emotions, high for M set; between O
and N sets in joy, high for O. Also, taking the threshold point as base, difference in all
the positive emotions are observed between O and M sets; higher for M set. Within the
positive emotions, difference between O and N sets can also be observed in

satisfaction, happiness and interest emotions; all high for N set.

The negative emotions for iron-4 are higher for O set mostly. The relationship of these
emotions together with the rest of the emotions can be seen clearly on the Figure 4.9.
Within these emotions, the place of the dots in negative emotions, shame, sadness,
disgust, contempt, disappointment and boredom, draws attention. The levels of these
emotions are higher in O set (apart from boredom which is slightly higher for N
product) and low for M set. What other thing that draws attention for O set is that, the
flow of the line of emotions is low in positive part and higher in negative part and at top

for contempt emotion.

Content Analysis of Iron-4

The content analysis of iron-4 is shown in the Table 4.6.

Table 4.6 Number of Participants (over 35) talked about the qualities of Iron-4

O|{O(M|M|N|N
() [C) (] ) [ ]E)
14|17| 4| 0] ©

brand

1

emotional 1
functional-usability| 0| 4| 4| 5 3| 6
3131 8|27| 9|25
(+) positive statements,; and (-) negative statements.

visual

The Table 4.6 shows that the number of participants mentioned about visual qualities is

higher than the number of participants talked about other qualities as the previous
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irons. However, unlike other examples, these qualities were talked about to have
negative effect on emotions in all three sets. Within the visual qualities, color, form,
material, and design of the product were mentioned to have negative effect on the
participants. Meanwhile, some of the participants said that they found the product o/d-

fashioned and too simple.

Brand is seen as positive influential for M set and negative for O set. 17 participants of
M set talked about the brand to have positive effect while 4 participants of this set
talked about the brand as negative influential. For O set, 14 of the participants said that
the brand of O set affects the emotions negatively while only 1 of them mentioned

about the positive effect of the brand.

Participants did not talk about the emotional qualities of the product as much as the
brand or the visual qualities. Number of the participants in M set draw attention as 8 of
the participants talked about these qualities while 7 of them said that they did not /ike
the product. 3 participants of O set gave keywords like not fun and dislike about the

product while in N set, 3 participants found the product fun.

Functional-usability qualities, like the emotional qualities were not mentioned much by
the participants. For these qualities, number of participants talked about these qualities
positively and negatively changes for each set. The participants talked about the

controls, quality, handling, hard to use and non-functionality of the iron-4 in general.

Discussion on Iron-4

Before starting the discussion, it should be noted that the brand shown in M set was
scored between 4 and 5 and brand shown in O set was scored between 2 and 3 in
brand awareness questionnaire. With this information, the reason for the positive
emotions toward M set and negative emotions towards O sets can be explained with

the effect of the brands.

Within all sets, the positive emotions were elicited less by the O product and visual
qualities of the product (color, form, material, and design) as much as the brand of the

product have negative affect on the participants. At this point, it can be said that seeing
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a brand name, that the consumers think that products of the brand are between poor
and average (Sinbo), on the product may affect the emotions of participants negatively.
The brand of M was scored between 4 (good) and 5 (very good) in brand awareness
questionnaire as positive emotions towards this product were also elicited more by this
set. However, for this product, participants in all sets talked about the visual qualities as
negatively. This supports the idea that the only important point is not the brand name,
brand name affects the emotions, but visual qualities of the product can also become

an important emotion-influential factor.

With these discussions, it is not surprising that the significant differentiation was
observed between M set and O set mostly when the effect of brand on emotions is
concerned. As the statistical differentiations were analyzed, it was observed that the
differentiation is seen in positive emotions mostly which can also be related to the

positive effect of M brand on emotions.

4.3.3.5 Analysis of Iron-5 (Tefal)

Graph Analysis of Iron-5
Figure 4.10 shows the distribution of all the emotions for iron-5 according to the

reports of 105 participants. Figure 4.10 illustrates the overall distribution of emotions.

When the flows of lines are explored, it can be seen that the lines follow similar fashion
for all sets; nearly all the positive emotions are located between 2-point and 3-point
levels, while all negative emotions are located between 1-point and 2-point levels. The

flow of lines changes at some points for different sets.

For this product, no statistical significant difference between the emotions was
observed. Nonetheless, within all sets, the emotions p/easure, satisfaction, admiration,
relief, contempt and boredom are outstanding in graphs, on the bases of threshold
point. The emotions pleasure, satisfaction and admiration have similar fashion; high for
O set and lowest for N set. Relief and boredom emotions have also similar fashions;
high for N set and low for O set. However, contempt emotion is scaled to be elicited

more by M set and less for the iron with O set.
83



(39S N Ul puBJIg WINZJY {[B}3]) G-UOJ| SPJBMO) SUOIIOWS JO SasAjeuy OT "t 24nSi4

(N)auoN (N)pPaXIIN =~ (0)|euISQO ——
(&
QY &
N O
o O A e
o © X O
S 0% =N D
& o O O L a oy S o N F & AN
2 RN 2 O/vv %o 2> Ov@ &O N oL NS IR > NS &
N N N N - T G L N N I N S N
T
0’ ‘\\.llXc\.\l /
\\.Ul..\\.\\ ~— f/
S > | ‘T
44 (I,\q
f
A ¢
\ \
v o
D .
5C
N7 \...w\,-v\\ //
»_V¥ ¢
e

sanjep uea

84



Content Analysis of Iron-5

Table 4.7 shows the qualities of iron-5 stated by the 105 participants.

Table 4.7 Number of Participants (over 35) talked about the qualities of Iron-5

O|O(M|{M|N|N
() C) [ ] () [(#)] ()

brand 12| 2|11 3] O 0
emotional 1) 1) 7| 2| 2 1
functional-usability | 13| 2| 6| 2|15 1
visual 24| 9123| 9|26 6

(+) positive statements; and (-) defines negative statements.

The Table 4.7 shows that the number of participants mentioned about visual qualities is
higher than the number of participants talked about other qualities as the previous
irons, and these qualities were talked to have positive effect on emotions in all three
sets. Within the visual qualities, color, form, technological look, transparency and

design of the product were mentioned to have positive effect on the participants.

When it comes to the brand, it is seen that brand is a positive influential for both O and
M sets. Participants did not talk about the emotional qualities of the product as much
as the brand or the visual qualities. Number of the participants in M set draw attention
as 9 of the participants talked about these qualities in general, while 7 of them talked

about the qualities like being cute, fun and feminine.

Functional-usability qualities were also mentioned much by the participants. For these
qualities, number of participants talked about these qualities positively and negatively
changes for each set. The participants talked about the functions of controls, handling,

easy to use and functionality of the iron-5 in general.

Discussion on Iron-5

It was observed that iron-5 elicited positive emotions more than negative emotions.
However, there was not an evident difference between sets in all three sets like the
iron-3 or iron-4. For this product, positive emotions were elicited more in O set and less

in N set. In relation, the contempt emotion was elicited more by M and boredom was
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elicited more by N sets. When the brands of the product in O and M are explored, it is
seen that O is better (between 4 and 5 in brand awareness results) than M (between 3
and 4 in brand awareness results). It was expected that level of emotions of M set differ
from O set because of the brand differences. However, it was observed that the
emotions towards this product are similar. At, this point, the effect of brand can be
observed when the positive emotions are investigated. However, other product

qualities, as much as the brand of the product, affect the emotions of participants.

So far, the emotions towards products were analyzed and discussed over individual
products. To understand how brands affect the emotions, analysis of emotions within

groups will be shown and discussed.

4.3.4 Analysis of Emotions within Groups

This part includes all emotions towards irons in each set; (O, M and N). Each group
consist of reports of 35 participants that saw the same product set (O, M or N) The
figures will show all the emotions elicited by each iron of the set separately, which will
help to visualize how product emotions change in each set. The Figures 4.11, 4.12 and
4.13 show the emotions towards irons with original brands O, mixed brands M and with
no brand N respectively. This part will investigate all the emotions at top and lowest

points, and then will compare the results.

4.3.4.1 Analysis of O (Irons with Original Brand Names) Set

This part included the analysis of products with original brand name on. The results of

this set are presented in Figure 4.11.
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It can be seen that within this set, mean values of emotions like pleasure, satisfaction,
happiness, admiration, desire, interest and pride, are highest towards the iron of Tefal
brand. Similarly, mean value of most of the negative emotions like anger, shame, fear,
disgust, contempt, disappointment and boredom is lowest towards this iron. Within
this group, mean value of the only refief emotion towards iron of Philips brand is

highest.

The mean value of emotions pleasure, satisfaction, admiration, interest, joy and reliefis
lowest towards iron of Arzum within this iron set and alike, mean value of negative
emotions like anger, shame, sadness, fear, disgust, disappointment is highest towards

this iron.

When it comes to joy emotions, it is seen that irons of Tefal and Braun have similar
values and highest and values of Philips and Sinbo are close to them. The negative
emotions contempt, boredom and tension/stress are elicited by iron of Sinbo brand
more than any other iron within this group. The values of surprise emotion towards the
irons are at close range; Tefal and Philips are approximately the same; Braun, Arzum

and Sinbo follow them with respect.

4.3.4.2 Analysis of M (Irons with Mixed Brands Names) Set

When it comes to the irons with purposefully altered brand names on, it could be
beneficial to first remind the iron-brand matching one more time here. The figure
below shows the emotions towards iron with M brand. For the ‘M’ brand information,

it will be referred to the explanation below.

Iron of Arzum has Sinbo Brand
Iron of Braun has Philips Brand
Iron of Philips has Tefal Brand
Iron of Sinbo has Braun Brand

Iron of Tefal has Arzum Brand

It should be stated that in the Figure 4.12, brand names shown under the columns

shows the original brand names of the iron.
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In Figure 4.12, it is seen that iron of Philips (with Tefal brand) has highest scores in all
of the positive emotions; pleasure, satisfaction, happiness, admiration, desire, interest,
Jjoy, relief and pride. Iron of Tefal (with Arzum brand) has the second highest positive
emotions scores in all kind of emotions as listed above, and the scores are close to the
scores of iron of Philips (with Tefal brand). The lowest positive emotions scores in
emotions like pleasure, satisfaction, admiration, desire, interest, joy, relief and pride
are given to the iron of Sinbo (with Braun brand). The lowest score on happiness

emotion is given to the iron of Braun (with Philips brand).

When it comes to the negative emotions in this set, it is seen that negative emotions
towards each iron change. For instance, mean value of negative emotions like anger,
shame, fear, contempt, and tension/stress are high for iron of Arzum (with Sinbo
brand). The iron of Braun (with Philips brand) is declared to elicit negative emotions
sadness, disgust and disappointment more than any other iron of this set. Mean value
of the iron of Sinbo (with Braun brand) shows that, it is found the most boredom

eliciting iron within this set.

Like the positive emotions, the mean values of lowest negative emotions point different
irons, the iron of Sinbo (with Braun brand) has the lowest score of anger, shame and
fear; iron of Tefal (with Philips brand) has the lowest score of sadness, disgust and
boredom; and iron of Philips (with Braun brand) has the lowest score of contempt. The
mean value of the emotion tension/stress is approximately the same for two irons,

Sinbo and Tefal, and it is lower than mean value of other irons of this set.

The mean values of surprise emotion towards irons of Braun (with Philips brand) and
Tefal (with Arzum brand) are close to each other and are high with respect to other
irons. Similarly, the values of this emotion towards irons of Arzum (with Sinbo brand)
and Sinbo (with Braun brand) are close and are lower than other irons of this set.

Figure 4.12, shows emotions towards iron when there is no brand name is on.

4.3.4.3 Analysis of N (Irons with No Brand Name) Set

The results of emotions within N set are presented in Figure 4.11.
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When the Figure 4.13 is analyzed, it can be seen that Tefal branded iron has the highest
mean value in all positive emotions. The lowest mean values of positive emotions which
are pleasure, happiness, desire, interest and pride are given to the iron of Sinbo brand;
satisfaction, admiration and reliefare given to the iron of Braun. Unlike in mixed brand

set, joyis elicited by Philips branded iron, less than any other irons.

The negative emotions sadness, contempt, disappointment and boredom are elicited
by Sinbo branded iron at most; anger and tension/stress by Arzum branded iron and
fear and disgust by Philips branded iron. The Braun branded iron is the one which
elicited anger, shame, fear and tension/stress at lowest level. The other negative
emotions sadness, disgust, contempt, disappointment, boredom and tension/stress are

elicited by Tefal branded iron at lowest level.

After analyzing the figures, to visualize which irons elicited the studied emotions at the
highest and lowest levels, Table 4.8 is created. In the table, the matching irons and
brands are highlighted for the better comparison of the results. In the M-columns, first
the original brand names for irons are listed. Then under each brand names what the
participants saw are written represented as ‘L’ (i.e. labeled as). The most challenging
parts of the table will be discussed in the following parts. In the table, the brand names
in emotion columns of M-set listed after label and N- set will not be highlighted, as the

irons are not same.
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Table 4.8 The Levels of Emotions in relation to Iron Sets

EMOTION O HIGH M HIGH NHIGH | OoLow M LOW N LOW
Pleasure Tefal Philips Tefal Arzum Sinbo Sinbo
L: Tefal L: Braun
Satisfaction Tefal Philips Tefal Arzum Sinbo Braun
L: Tefal L: Braun
Happiness Tefal Philips Tefal Sinbo Braun Sinbo
L: Tefal L: Philips
Admiration Tefal Philips Tefal Arzum Sinbo Braun
L: Tefal L: Braun
Desire Tefal Philips Tefal Braun Sinbo Sinbo
L: Tefal L: Braun
Interest Tefal Philips Tefal Arzum Sinbo Sinbo
L: Tefal L: Braun
Joy | Tefal/Braun Philips Tefal Arzum Sinbo Philips
L: Tefal L: Braun
Relief Philips Philips Tefal Arzum Sinbo Braun
L: Tefal L: Braun
Pride Tefal Philips Tefal Braun Sinbo Sinbo
L: Tefal L: Braun
Surprise | Tefal/Philips Philips Philips Sinbo Sinbo Sinbo/Tefal
L: Tefal L: Braun
Anger Arzum Arzum Arzum Tefal Sinbo Braun
L: Sinbo L: Braun
Shame Arzum Arzum Sinbo Tefal Sinbo Braun
L: Sinbo L: Braun
Sadness Arzum Braun Sinbo Braun Tefal Sinbo
L: Philips L: Arzum
Fear Arzum Arzum Philips Tefal Sinbo Braun
L: Sinbo L: Braun
Disgust Arzum Braun Philips Tefal Tefal Tefal
L: Philips L: Arzum
Contempt Sinbo Arzum Sinbo Tefal Philips Tefal
L: Sinbo L: Tefal
Disappointment Arzum Braun Sinbo Tefal Philips Tefal
L: Philips L: Tefal
Boredom Sinbo Sinbo Sinbo Tefal Tefal Tefal
L: Braun L: Arzum
Tension/Stress Sinbo Arzum Arzum Philips Tefal Tefal
L: Sinbo L: Arzum

When Table 4.8 is explored, 7efa/ brand name attracts the attention in most of the
columns. It can be seen that the iron of Tefal brand elicited mostly positive emotions,
except from relief, at highest level in O and N sets. However, the iron of Philips elicited
these positive emotions when the Tefal label is on the iron. Similarly, the negative
emotions disgust and boredom are elicited by Tefal iron at the lowest level in all three

sets. This brand also elicits surprise emotion with original iron and Philips iron.
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Contempt and disappointment are elicited at minimum level in O and N sets and the
Philips iron with Tefal label M. Tension/stressis also elicited at lowest level by Tefal iron
in M and N sets. Here it can be observed that both Tefal iron and Tefal brand has

positive effect on participants.

Other brand name standing out is Sinbo. Iron of Sinbo is highlighted in the columns of
shame and boredom in all three sets; contempt in O and N sets and in M set with
Arzum brand, at highest level columns. It is also highlighted in pleasure, happiness,
desire, interest, pride and surprise emotions in lowest level. When these columns are
explored, it is seen that the brand name is listed in all three sets with original iron
mostly which can mean that the iron had negative effect on participants as well as the

brand.

The Arzum brand name is in the columns of angerin all three sets; shame and fearin O
and M sets; tension/stressin M and N sets at highest level. These analysis shows that

the iron of Arzum has negative effect on participants on the level of similar emotions.

The last two brands, Philips and Braun are highlighted less than the other three brands.
The iron of Philips is seen in the highest level of surprise and relief emotions; surprise
emotion in all three sets and refief emotion in O and M sets. This analysis shows that
these two emotions are elicited by the properties of the iron, not the brand itself.
Braun brand name is seen in only pride emotion with Sinbo iron but it cannot be said
that the Braun brand name results in negative emotions as the original iron is more

dominant in this table.

Discussion on Product Sets

Results and analysis of the study reveal that emotions of participants are affected by
the visual qualities and brand of the product mostly. Figure 4.11 showed that, most of
the positive emotions and surprise emotion were elicited more by product of Tefal
brand in O and N sets and by the product of Philips brand with Tefal label in M set. A
similar manner is observed for most of the negative emotions; they were less elicited
by these products. The reason behind this can be related to the brand awareness

results as much as the visual qualities. Products of Tefal were listed at the top of the list
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in brand awareness questionnaire, compared to products of other listed brands. As a
result, participants seeing the Tefal brand on a product may have been affected by the
brand name, thinking that the products of this brand are good and better. However, the
only influential here can not be the brand name, as the in N set, participants did not see
any brand name and it was revealed in 4.3.3 that visual qualities of this iron had also
positive affect for this product. Visual qualities of the product like the form, color and
design of the Tefal product may have affected the emotions of participants as well as
the brand. It is surprising that, the original product of Philips brand with Tefal brand
elicited positive emotions as much as original Tefal brand. The effect of brand on
emotions is clear but, visual qualities of the product were listed as negative in Table 4.7
of this product. Seeing a brand overcomes the negative effect of visual qualities of the
product and elicits positive emotions. At this point, it can be said that brand name

sometimes becomes dominant emotion eliciting factor.

Four emotions in negative part also attracted attention: anger, shame, fear and
tension/stress, which are all elicited by the product of Arzum. These emotions can be
related to the visual qualities of the product rather than the brand, as the color of the
product was red and the participants related the color of the product with hot and
hotness. It cannot be related to brand only because the participants did not mention

much about the brand.

Another prominent brand name was Sinbo in the table and it was seen in the columns
of eliciting more negative emotions and less positive emotions. Also, the products of
this brand were also found average by the participants in brand awareness results. This
was an expected result when the effect of brand on emotions is considered. However,
the product of Sinbo brand elicits positive emotions (like pleasure, happiness, desire,
interest, pride) at low levels in general. Qualities of the product come into prominence
here. According to the previous analyses, visual qualities of this product were declared
to have negative effect on emotions. At this point, both brand name and visual qualities

of the product affect the emotions of participants.
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Overall, it can be said that products of Braun and Philips were elicited positive and
negative emotions at average levels and these brands affected the emotions of

participants at average level in relation to the results shown in previous part.

4.4 Discussion and Conclusions

According to the analysis, statistically significant differentiation in emotions is observed
in different emotions for only three irons. In this study, differentiations in emotions,
even at minimum levels, are important as the aim of the study is not to pull out the
emotions that have statistically meaning rather to visualize the similarities and
differences. However, at the beginning of the study, a threshold differentiation level
was decided to be used to pull out valuable data to discuss, and the analyses were done

according to this threshold level.

In the graph analyses, it was seen that both positive and negative emotions towards
the irons were between 1-point (any) and 3-point (average) levels mostly. This can be
related to the fact that the ironing action was considered to be a negative task and the
emotions towards the products may have been affected by this action negatively.
However, it was surprising that in general, level of positive emotions towards products

were higher than the level of negative emotions.

As discussed in 4.3.4, the effect of brands on emotions can be both positive and
negative. For example, the emotions of participants are mostly positive towards the
products when they think that brands of these products are generally good (4-point) or
very good (5-point). The visual qualities of these products, such as color, material,
design, general appearance and form, can also affect the emotions positively (i.e. Tefal
and Philips). Here it can be said that, for some products, both brand and the product
qualities affect the emotions positively when visual qualities are found appealing and
the brand is considered to be good. However, when the brand has positive effect but
the product qualities have negative effect, these two sides equate each other (i.e.
Braun) and result can high level of both positive and negative emotions. For Braun
product, for example, the level of negative emotions, such as boredom and
disappointment, were also as high as the positive ones, such as joy and pleasure. The

reason behind this conflict can be explained with the effect of brand, as these emotions
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are not elicited less when there is no brand name is on the product. On the other hand,
when the participant thinks that the products of the brand have average quality, but
the visual qualities of the product are appealing, the negative affect of brand is reduced
(i.e. Arzum brand and product) and positive emotions arouse more than the negative
ones. However, when both the product and the brand are perceived as negative by the
participants (i.e. Sinbo brand and product), the emotions of participants towards the
product comes out to be negative. Consequently, the products of brands that are
perceived to be between poor and average levels, elicit positive emotions less than the

products of other ‘good’ brands

In relation to these, emotional (i.e. being fun and cute) and function-usability (i.e. being
functional and easy to use) related qualities of the products are also important which
supports the general perception of the product (i.e. Tefal brand and product). Although
the functional-usability related qualities of the products were not mentioned much by
the participants, this was an expected result as the product was not physically

experienced by the participants.

In conclusion, it was seen that brands affect the emotions of participants towards
products as much as the visual qualities of the products. However, the density of this
effect changes for each product; some of the participants were not affected by the

brand at all, some are affected positively and some are negatively.

According to these findings, the effect of products and brands of the products on

emotions can be listed as shown in Table 4.9.
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Table 4.9- Degree of Influence of Emotions for Each Product

Product Source of Emotion Influence Degree
Iron-1 Brand (Arzum) Negative
Product Positive
Iron-2 Brand (Braun) Positive
Product Negative
Iron-3 Brand (Philips) Positive
Product Positive
Iron-4 Brand (Sinbo) Negative
Product Negative
Iron-5 Brand (Tefal) Positive
Product Positive

According to these findings, it is possible to categorize the brands studied categorized

into four, in relation to the Figure 2.13 (See section 2.4 of the literature review).

Product Related Emotions

P(),B(+ | P(),B()
TEFAL BRAUN
Brand PHILIPS
Related P (+), B (- P (), B (-
ARZUM SINBO

Figure 4.14 Relationship between brand and product emotions found in this study

Figure 4.14 illustrated the relationship between the brand and product emotions
towards the irons in the study. Accordingly, (see also section 2.4), the users of Tefal and

Philips can be named as ‘brand loyalists’ as both the product and the brand seem to
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affect the emotions positively. The users of Braun can be named as ‘brand routine
buyers’, as the products of these brands affected the emotions negatively. However,
the brand affected the emotions positively. Users of Arzum can be named as
‘information seekers’ as the only positive influential of the emotions is the product
itself. Finally, the ‘brand switchers’ of this study is Sinbo; both the brand and the

product affected the emotions negatively.

To sum up, it can be said that, the empirical study conducted with irons revealed that
emotions and product emotions have mutual affections. The users have an idea about
how the products of a brand are or should be. When the product qualities overlap with
the expected qualities, the results arouse as positive emotions towards brands and
products. However, when the expected product qualities cannot be offered by the
product, the results become both positive and negative emotions; positive towards
brands and negative towards products. Meanwhile, users expect average-quality
products from some of the brands, and when the products turn out to be better than
they expected, the emotions can be both positive and negative again, but this time
positive towards products and negative towards brands. Finally, participants’
disappointment by both the brand and the product of this brand results in negative

brand and product emotions.
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CHAPTER 5

CONCLUSIONS

This chapter starts with state of the literature. Then answers to the research questions,
in relation to the findings from the literature presented in Chapter 2, and from the
empirical study presented in Chapter 4 are presented. The chapter also discusses the

limitations of the study and concludes with the suggestions for further study.

5.1 State of the Literature

The present study investigated emotion related issues through the context of
experience of users with the consumer products, including emotional responses of
users towards products and brands. In Chapter 2, the theoretical background of the
user emotions was explained. The psychology, design and marketing literatures were

reviewed to understand the bases of user emotions.

From the psychology literature, definitions and theories of emotions were supplied
with the bases of methods for measuring emotions. The psychology literature stated
that emotion is a very complex term that has no single universally accepted definition.
However, the researchers in the field defined emotions through theories in relation to
how the emotions are evoked. Within these, cognitive-appraisal theories were
explained in detail as these theories are mostly taken as the basis of product emotions
in design research. According to cognitive-appraisal theories, the arousal and other
actions that are part of any emotion are essential for determining how strong the
emotional feeling will be. In these theories, one’s attachment of meanings to events is

also considered to elicit emotions (Desmet, 2002).

Following the psychology literature, the user emotions were explained from the design
literature. Product experience, product emotions and emotion measurement methods

were studied to understand the bases of user emotions towards products. Product
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experience was summarized as the interaction of the user with the product in three
levels: aesthetic experience, experience of meaning, and emotional experience and
these levels were stated to have mutual relations (Desmet and Hekkert, 2007). Taking
the cognitive-appraisal theories as a base, basic model of emotions were defined by
Desmet, and according to the model, emotions are elicited towards a product are
defined by the relationships of concerns and products which lead to product appraisals.
Design literature stated that product emotions are personal, temporal and mixed,
which means that the user can be affected differently by a product at different times,

and these emotions can be positive and negative at the same time.

After the psychology literature, the user emotions were explained from the marketing
literature. Marketing literature deals with the user emotions within the brand emotions
context. According to the marketing literature, consumer behavior and brand
experience are the bases of emotions of users towards brands, and the brand emotions
were studied within these contexts. The marketing literature did not mention about
how the users experience the product, rather it focused on how the brands are

experienced. Product experience is defined as a part of the brand experience.

The literature review showed that the user emotions are not combined within both
product and brand emotions. In both design and marketing literatures, the relationship
between the brand and product emotions were not clearly defined. To understand the
dimensions of the relationship between brand and product emotions, and how the
consumers react towards brands and branded products, an empirical study was
conducted. The procedures, results and analyses of this research were presented in
Chapter 3 and Chapter 4 of the thesis, which explained the relationship of brand and
product emotions. The empirical study was conducted with 105 participants with irons
of five different brands. The products shown to the participants were formed in three
sets: products with original brands, products with purposefully altered brands and
products without brand names, and participants were asked to rate their emotions
towards these products. The results of the empirical study filled the gap between
design and marketing literatures in the sense that the results explained in which terms

the brand and product emotions overlap, and how these overlaps result in.
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5.2 Research Questions Revisited
During the study, the research questions proposed in Chapter 1 tried to be answered
through the literature review and the empirical study. Answers to these questions are

sought in different chapter of the thesis as illustrated in Figure 5.1.

e What are the theories and structures behind the elicitation of
the emotions and how they are related to brands and
products?

e How are emotions of users discussed in design and in
marketing literatures?

e What is the relationship between the emotional responses of
users towards products and brands of these products?

e What is the relationship between brand awareness and
user’s emotions towards products of these brands?

e How does the brand of the product affect the product
emotions?

e Which qualities of products are related to the brand and

product emotions?

Figure 5. 1 Research Questions and Related Chapters

More direct answers to the research questions are as follows.

Q.1: What are the theories and structures behind the elicitation of the emotions and
how they are related to brands and products?

To answer this question, the literature was reviewed, and the answer to this question
tried to be found out through the literature review. In Chapter 2, the psychology
literature explained that the theories of emotions differ in how they define the emotion
and elicitation of the emotion. The Jamesian Theories, (James 1884, 1894; in Kalat and

Shiota, 2007) for example, defines the process of emotion in the way that there is an
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eliciting event which causes automatic nervous system (ANS) activity, that result in a
subjective state. Evolutionary theories takes the studies of Darwin as base and states
that emotions are genetically coded and they increase the changes of survival
(Cosmides and Tooby, 2000, in Niedenthal et al., 2006). Social constructionist theories
explain the emotions as the results of social changes in a society, and states that the
emotional statements elicited by an event or object are related to the society that the
person lives in. Cognitive-appraisal theories, as stated before, are taken as the base by
most of the design researchers. These theories explain that emotions are elicited by the
processes of evaluation that link events in the environment to the ongoing and link the
emotions to the immediate cognitive processes of evaluation of meaning, causal

attribution and assessment of coping possibilities (Niedenthal et a/., 2006; p.13).

In the second chapter, it was shown that both design and marketing researchers
examine the emotions of users from their own perspectives. While doing this, they
refer to the psychology literature to explain these emotions. The literature review
indicated that design literature refers to the cognitive-appraisal model of psychology to
explain the reasons behind the user emotions. The design literature focused on
emotions of users to understand the qualities of products that elicit emotions and, by
taking cognitive-appraisal theories as base, design literature indicate that the emotions
of users are connected with products at cognitive level, as these theories connect the
emotions to cognitive process of evaluation of the event, or the product. However,
marketing literature does not refer to a specific model as market researchers are

mostly interested in brand loyalty.

Q.2: How are emotions of users discussed in design and marketing literature?

In Chapter 2, design literature stated that product experience is the users’ response to
a product in the context of usage which is shaped by the characteristics of the user and
the product as well as the context of the interaction. In product experience, the user
interacts with the product at three levels; the user evaluates the aesthetics of the
product, attaches meaning to the product and responses emotionally towards the
product. Product emotions are considered to be a part of the product experience. In
addition, the users experience a brand, in searching for a product in a retail

environment, feeling satisfaction or dissatisfaction after using the product or talking
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about the experience of the product. Brands play an important role in meaning
attachment level of product experience, in purchase environment or in usage context.
All these experiences are considered to be ways to communicate with the users. While
market researchers are searching for the ways to create emotional connections with
the users, designers are working on designing emotional user experiences. These two

perspectives overlap in emotions of users.

Although several design and marketing researchers are interested in user emotions,
there is no extensive study explaining the effect of brands on the emotions of users
towards products; understanding the level of emotions towards branded-products and
non-branded products, the qualities of products that affect these emotions. The results
of the empirical study showed that there is a close relationship with positive emotions,
high-quality brands and products of these brands, and with negative emotions, low-
quality brands and products of these brands. The empirical study also showed that
when the products of high-quality brands do not overlap with mental image of the
brand, the emotions turn out to be negative. Moreover, in general the branded
products elicit positive emotions more than negative emotions. According to these, it
can be said that consumer emotions are affected by how the brand of the product is

perceived by the consumers.

Q.3: What is the relationship between awareness of a brand and user’s emotions
towards products of these brands?

Answer to this question could not be found in literature as the reviewed literature gave
information on the brand and product emotions separately; the first part of the
empirical study was directed to answer this question. In Chapter 4, the brand
awareness results of the study were shown separately and were matched with the
emotions of the participants. According to these results, users think that products of
some of the brands are better than the others. Even though they do not use a product
of a brand, they can be positive or negative towards a specific brand. In other words,
users have more experience with a number of the brands. However, even if they have
never experience a specific brand, they can be more positive towards some of these

brands. Accordingly, the user may not ever use a BMW car, but can be positive towards
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a BMW. At this point, it can be said that brand of a product have close relationship with
the emotions of users towards products of these brands.

In Chapter 4, the brand awareness results showed that when users have positive ideas
towards a brand (i.e. Tefal and Philips), the product of the brand evokes more positive
emotions than a non-branded product. In contrast, for the brands that are considered
to have negative effect on consumers (i.e. Sinbo), the intensity of positive emotions
decrease and intensity of negative emotions increase compared to the products of the
brands that have positive effect. For some brands, users can be positive (i.e. Braun), but
the product can disappoint the user, then the emotions result in negative towards the
product. In relation to this, when users have negative ideas towards a brand (i.e.
Arzum), but the product can be better that the user expected, then the emotions turn
out to be positive towards the product. These relationships are based on how the users
perceive the brand and how they think the product of that brand should be. As stated,
the study showed that users may feel disappointed (i.e. Braun) when they come across
a product of a brand that does not match the expected qualities, while they may feel

pleasure when the product match the expected qualities (i.e. Tefal and Philips).

Q.4: How does the brand of the product affect the product emotions?

The answer to this question was first investigated with the literature. In the literature,
design and marketing literatures were reviewed. Design literature was reviewed to
understand how brand emotions are integrated into product emotions, and marketing
literature was reviewed to figure out how product emotions are related to brand
emotion. However, it was found that each literature is interested in user emotions
within their own dimensions. As a result, answer to this question could not be

answered through literature review, but through the results of the empirical study.

The results of the study, which included the answers of 105 participants and were
presented in Chapter 4, included the answers to this question. First, the brand
awareness part of the study was formed to understand what the users think about the
listed brands. Following this, emotion evaluation part of the study was formed to
understand how the users react emotionally towards the selected product. These two
parts were conducted to understand the dimensions of the connection between the

brands and emotions of users towards these brands. According to the results, most of
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the users, who see a brand name on a product that is perceived to be good, state
positive emotions. The results also showed that the participants who do not see any
brand name on a product state less positive emotions than those who see any kind of
brand name on the same product (i.e. Tefal and Philips products). Accordingly, when
the product qualities, mostly visual qualities, are not considered to be outstanding, for
example when the users do not like the form, color or material of the product, the
results change according to the brand name they see on the product. When the users
see a brand name on the product that is perceived to be good, then the product elicits
positive emotions more than the negative emotions (i.e. Tefal and Philips products).
However, when users see a brand name that is perceived to be bad, then the product
elicits negative emotions more than the positive emotions. This result was observed for
Sinbo product mostly; when the users saw Braun brand name on the product, they
stated positive emotions more that those who saw Sinbo brand name on the same
product. Moreover, for these products, not seeing a brand name on the product affects
the emotions positively most of the time. Some brands are perceived as average by the
participants (i.e. Arzum) and the emotions most of the participants change according to
the visual qualities of the product. In this study, majority of the participants were
affected by the form of Arzum product positively but color of the product negatively. It
can be concluded that, seeing a brand name affect the way users perceive the product

gualities, and emotions are results of how users perceive products in relation to brands.

Q.5: Which qualities of products are related to the brand and product emotions?

The literature review could not answer this question. As a result, Part 3 of the empirical
study (interview) was conducted to understand the reasons behind the emotions. The
results of the interviews were content analyzed, and presented in Chapter 4. These
analyses supported the results of the empirical study to figure out the answer of this
guestion. The content analyses of the empirical study presented in Chapter 4 revealed
that qualities of a product that affect emotions of users can be categorized into four:
visual qualities of products, brand name of the product, functional-usability related
qualities and emotional-related qualities of the product. Within these qualities,
majority of the participants talked about the visual qualities of the products most.
When this category is deeply investigated, the visual qualities of the products, such as

form, color, general appearance and material were mentioned mostly. Following this,
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some of the participants stated that they are aware of the brand and the brand affects
the emotions. Functional-usability related qualities, such as being functional, easy to
use, easy to handle and emotional qualities of the products such as being fun and cute
followed these qualities as influential of emotions respectively. These results show that
visual qualities and brand of the product affect emotions more than the functional-

usability and emotional related qualities of the product.

Q.6: What is the relationship between the emotional responses of users towards
products and brands of these products?

The literature review revealed that product emotions and brand emotions were
investigated within design and marketing literatures, and the empirical study
exemplified the relationship of these two literatures. Accordingly, there is a close
relationship between brands of a product and the product emotions. In some cases,
when the visual qualities of the product are found appealing, the users do not ask for
the brand of the product to feel positive towards that product. However, in general,
positive pre-judgment about a brand affect product emotions positively, or visa versa.
Also, as the underlying reasons of emotions, visual qualities of the product, the brand
of the product, emotion-related and functional-usability related qualities were listed.
Product qualities constitute a valuable data for both product designers to understand

the expectations of users.

The results of the empirical study are valuable to show the relationship between the
emotional responses of users towards products and brands of these products. As
products are a way for a designer to communicate with users, while designing
consumer products, brand image and visual, usability-functional and emotional
qualities of the product can be combined to design for intended emotions. As this
thesis reveals the connection of negative emotions with product qualities and brand
image, the designer may refer to such qualities to avoid the unintended user emotions.
In other words, the designer can bring emotion-related product qualities, by analyzing

the brand image and needs and expectations of users from a specific brand.
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5.3 Limitations of the Study

Presentation of Irons

The empirical study presented in the Chapter 3 and Chapter 4 was carried out with
photorealistic pictures of the irons. The pictures depicted the irons from two different
viewports. High quality pictures were used to present the properties of the irons as
realistically as possible. If possible, it would be more preferable to make the evaluation
through real-physical products owing to richer sensorial feedback. Showing the irons in
two-dimension only limited the ability to pick up comments about ergonomics and
usability. The study may have given more function and usability related keywords if the
irons were shown in three-dimension. However, the study still reveals valuable results

on the relationship between brand and product emotions.

Number of Products Involved in this Study

The empirical study was conducted with five irons. The set of the irons that consisted of
purposefully altered brand names and they were presented to the participants with
one type of brand name on. For example, iron-1 product of Arzum product was
presented with Tefal brand name only. The study may have been conducted with the
same iron, with three other brand names on, such as iron-1 with, Braun, Philips and
Sinbo, to compare the results better. However, this would result in an increase in the
number of iron sets and participants as well as the time spent for all participants.
Within the time limits of the study, it was not possible to conduct the study this way.
Nonetheless, one set of altered brand names gave a good indication about the

guestions of this research.

5.4 Further Research
During the literature review and empirical research, several possible areas of study
were aroused for further studies. These can be considered as suggestions for the

prospective areas of research.

The present study interested in the emotions of users and focused on the relationship
between brand-name oriented and product related emotions. For further studies,
whether the brand name of the product affect the experience of a product can be

investigated. As further studies, the users may be given the products of specific brands,
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experience the products in three dimension, and may be asked for rating the emotions.
When the participants experience the product in three-dimension, they can give more
experience related emotions. This kind of research can investigate the effect of using

product of a specific brand on product experience.

In the present study, only one type of product, iron, was studied. The ironing action was
considered to be a negative task and the emotions were stated to be elicited at very
low levels. To visualize the difference between positive and negative emotions better,
with the same study questions, further studies can be focused on different product

types which are believed to have much more positive effect on users.
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APPENDIX A

Table A. 1 Properties of Participants

NO Product Set Gender Profession Age
1 Original 01 male student 24
2 Original 01 female banking staff 30
3 Original 01 female banking staff 25
4 Original 01 female house wife 58
5 Original 01 male designer 24
6 Mixed 01 male research assistant 33
7 Mixed 01 female | research assistant 23
8 Mixed 01 female student 21
9 Mixed 01 male student 20
10 Mixed 01 female designer 22
11 None 01 male student 21
12 None 01 female | government officer | 27
13 None 01 male designer 24
14 None 01 male research assistant 24
15 None 01 female academics 41
16 Original 02 male statistician 26
17 Original 03 male statistician 27
18 None 04 male statistician 27
19 Original 04 female psychologist 24
20 Mixed 02 male statistician 27
21 Original 02 female | government officer | 36
22 Mixed 02 male | research assistant 32
23 Mixed 03 female engineer 27
24 Mixed 04 male engineer 25
25 Mixed 05 female | government officer | 41
26 Mixed 05 female | government officer | 31
27 None 02 female | government officer | 28
28 None 02 female | government officer | 33
29 None 03 female | government officer | 48
30 None 05 male engineer 37
31 Original 05 male research assistant 28
32 Original 03 male research assistant 26
33 Original 02 male research assistant 32
34 Original 03 female | research assistant 33
35 Mixed 02 female | research assistant 27
36 Mixed 03 female | research assistant 25
37 Original 03 male research assistant 29
38 Original 05 female | research assistant 28
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NO Product Set Gender Profession Age
39 Mixed 03 female designer 29
40 Mixed 04 female designer 27
41 None 02 male student 21
42 None 03 male student 20
43 None 03 male student 22
44 Mixed 05 female | government officer | 48
45 None 04 female designer 25
46 None 05 female | research assistant 25
47 Original 03 female | research assistant 24
48 Original 03 male research assistant 24
49 Original 05 male research assistant 28
50 Original 04 female | research assistant 24
51 Mixed 05 male designer 25
52 Mixed 04 male research assistant 26
53 Mixed 03 female | research assistant 29
54 Mixed 03 female designer 30
55 Mixed 02 male student 22
56 None 02 female biologist 26
57 None 03 female designer 45
58 None 04 female designer 39
59 None 04 female teacher 36
60 None 05 female psychologist 33
61 Original 02 female teacher 47
62 Original 02 female teacher 37
63 Original 03 female teacher 45
64 Original 04 female teacher 43
65 Original 05 male psychologist 30
66 Mixed 02 female | government officer | 48
67 Mixed 02 female | government officer | 35
68 Mixed 04 female | government officer | 40
69 Mixed 04 female | government officer | 22
70 Mixed 05 male designer 29
71 None 02 female academics 53
72 None 03 male teacher 41
73 None 04 female student 22
74 None 05 male student 21
75 None 05 female designer 24
76 Mixed 05 female academics 33
77 Mixed 05 female designer 26
78 Mixed 03 female academics 35
79 Mixed 03 female academics 35
80 Mixed 02 female academics 37
81 Mixed 04 male designer 32
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NO Product Set Gender Profession Age
82 Mixed 01 female designer 22
83 Mixed 04 male engineer 29
84 Mixed 01 female designer 25
85 None 05 female student 21
86 None 04 female student 22
87 None 04 male student 24
88 None 03 female student 21
89 None 03 female house wife 42
90 None 05 female house wife 60
91 None 02 female house wife 35
92 None 02 female house wife 34
93 None 01 female house wife 30
94 None 01 female | research assistant 26
95 Original 05 male research assistant 25
96 Original 05 female | research assistant 28
97 Original 05 female | research assistant 24
98 Original 04 male research assistant 28
99 Original 04 male research assistant 26
100 Original 04 female | government officer | 31
101 Original 04 female | government officer | 44
102 Original 02 female engineer 32
103 Original 02 female engineer 30
104 Original 01 male designer 36
105 Original 01 male economist 29
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APPENDIX B

Table B. 1 Order of Products in Product Sets

Product Set Product Order

Original 1 Arzum / Braun / Philips /Sinbo / Tefal
Original 2 Braun / Philips / Sinbo / Tefal / Arzum
Original 3 Philips / Sinbo / Tefal / Arzum / Braun
Original 4 Sinbo / Tefal / Arzum / Braun/Philips
Original 5 Tefal / Arzum / Braun /Philips / Sinbo
Mixed 1 Arzum / Braun / Philips / Tefal / Sinbo
Mixed 2 Braun / Philips / Tefal / Sinbo /Arzum
Mixed 3 Philips / Tefal / Sinbo /Arzum / Braun
Mixed 4 Tefal / Sinbo /Arzum / Braun / Philips
Mixed 5 Sinbo /Arzum / Braun / Philips /Tefal
None 1 Tefal / Sinbo/ Philips / Braun / Arzum
None 2 Sinbo/ Philips / Braun / Arzum/ Tefal
None 3 Philips / Braun / Arzum/ Tefal/ Sinbo
None 4 Braun / Arzum / Tefal / Sinbo / Philips
None 5 Arzum/ Tefal/ Sinbo/ Philips / Braun
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APPENDIX C

Questionnaire (Turkish Version)

Orta Dogu Teknik Universitesi
Endistri Urtinleri Tasarimi Bélima

Degerli Katihmci,

Bu marka/iiriin degerlendirme calismasi, Orta Dogu Teknik Universitesi, Endiistri
Uriinleri Tasarimi Bolimi’'nde yirittigim, Kullanicilarin driinlere olan duygusal
yaklasiminda, markalarin etkisi’baslkl yiksek lisans tez ¢aligmasi igin
kullanilacaktir.

Bu ¢alismanin amaci, kullanicilarin Griinlerle ve markalarla olan duygusal etkilesimini
arastirmaktir.

Cevaplandirmanizi isteyecegim sorular, iki bolimden olusmaktadir.
Bolim 1’de sizden, markalari derecelendirmeniz istenecektir.

Boliim 2’de ise size bazi Urlin fotograflar gosterilecek ve bunlari degerlendirmeniz
istenecektir.

Bu boliimiin sonunda, sizinle kigik bir soylesi yapmak istiyorum.

Bu soylesi sirasinda, size Urlinlerle ve verdiginiz cevaplarla ilgili birkag soru
soracagim. Bu sirada, soylediklerinizi not etmeye calisacagim, ancak daha detayli
yorum yapmak vekacirilabilecek noktalari hatirlamak amaciyla, izniniz olursa
soyleyeceklerinizi bir ses kayit cihaziyla kaydetmek istiyorum.Bu kayit, sadece bu tez
calismasi kapsaminda kullanilacak ve li¢linci sahislarla kesinlikle paylasilmayacaktir.

Bu calismada, dogru ya da yanlis olmadigini, 6nemli olanin sizin ifadeleriniz
oldugunu belirtmek isterim.

Yukarida yazilanlari kabul ediyorsaniz, litfen degerlendirmeye devam ediniz.
Katiliminiz igin tesekkir ederim.
Armagan Karahanoglu

ODTU-Endiistri Urtinleri Tasarimi B&lim{i
Arastirma Gorevlisi
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Baslarken...
Yasiniz:
Cinsiyetiniz:
Mesleginiz:

Bolim 1

Lutfen asagida listelenmis markalarin, tGriini/urunleri hakkindaki dustuincelerinizi
belirten secenegi, isaretleyiniz. Bu markalardan, triint kullandiginiz/ kullanmis
oldugunuz varsa, lutfen en sagdaki kutucugu isaretleyiniz.

Kullandim /
Cok kotii Kot Orta iyi Cok iyi Fikrim yok Kullaniyorum

W 2um 1 2 3 4 5 | |

BRAUN 1 > 3 1 s [

PHILIPS 1 2 3 4 5 ]

SIEMENS 1 2 3 4 5 | |

Sintc® 1 2 3 4 5

TEFAL 1 2 3 4 5 |

U odogotnd
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Boliim 2 (Ornek)

Resim 1’de gordigliniz Arzum markali Grinidn, asagida
listelenen duygulari sizde hangi derecede uyandirdigini
1’den 5’e kadar derecelendirerek belirtiniz. Ornegin;

a‘- < »
J j Hig Az Orta Fazla Cok fazla
e Kiskanclik | 1 \ 2 \ ©) ‘ 4 ‘ 5 ‘

(Bu Girtin bende orta derecede kiskanglik duygusu uyandiriyor.)

Hig Az Orta Fazla Gokfazla
Arzu/istek [ + | 2 | 3 | 4 | 5 |
Eglence/ Nege [ + | 2 | 3 | 4 | 5 |
Ferahlik [ 1+ | 2 | 3 | 4 | s |
Gerginlik [ + | 2 | 3 | 4 | s |
Gurur [ 1+ | 2 | 3 | a4 | 5 |
Hayal Kirikligi [ 1+ | 2 | 3 | 4 | s |
Hayranlik [ 2+ [ 2 | 3 [ 4 | s |
Hayret/Saskinlik [ 1+ | 2 | 3 | 4 | s |
Haz/Keyif [ 1+ | 2 | 3 | 4 | s |
Heves/ ilgi [ 2+ [ 2 | 3 [ 4 | s |
Huiziin/Uziinti [ 2+ [ 2 | 3 | 4 | s |
igrenme/Tiksinti [ + | 2 | 3 | 4 | s |
Kizginlik [ + | 2 | 3 | 4 | 5 |
Korku [ + | 2 | 3 | 4 | s |
Kiigimseme [ + | 2 | 3 | 4 | 5 |
Memnuniyet [ 2+ [ 2 | 3 [ 4 | s |
Mutluluk/seving | 1 [ 2 | 3 | a4 | s |
Sikilma [ + | 2 | 3 | 4 | s |
Utang [ 1 ] 2 | 3 ] a4 | 5 |

127



Questionnaire (English Version)

Middle East Technical University
Department of Industrial Design

Dear Participant,

This product/brand evaluation study will be used for the thesis that | have been
going on in Middle East Technical University, Department of Industrial Design,
under the name of ‘The effects of brands on users’ emotional responses towards

proaducts’.

The aim of this study is to investigate the emotional responses of users towards
brands and products of these brands.

The questionnaire consists of two parts.
In the first part, you are asked to evaluate the listed brands.

In the second part, you will be shown photographs of products and will be asked to
evaluate these products.

At the end of the second part, you will be asked to talk about the product.
In this part, | will try to write down some point but for further research, | would like
to record our voice while talking, if you do not mind.

This record will be kept confidential and will not be shared with third persons.

You should note that there is no true or false in this study, rather your ideas about
the products.

If you admit the written, please turn the next page.
Thank you for your attendance
Armagan Karahanoglu

METU- Department of Industrial Design
Research Assistant
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Before Starting...
Your Age:

Your Gender:

Your Occupation:

Part1
Please mark the box that represents your idea best. Please mark also the box on the
right if you have ever experienced any product of the listed brand.

Very Bad Bad Average Good Very Well No ldea Experience/d

W27 1 2 3 4 5 |

BRAUN 1 2 3 4 5 [ ]

N
E
HEnlm i

PHILIPS | . 2 3 4 s | L]

SIEMENS 1 2 3 4 5

Sing® 1 2 3 4 5

B

TEFAL 1 2 3 4 5 | |

L L
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Part 2 (Example)

P

Desire

Joy

Relief

Distress

Pride

Disappointment

Admiration

Surprise

Pleasure

Interest

Sadness

Disgust

Anger

Fear

Contempt

Satisfaction

Happiness

Boredom

Shame

Please indicate how intensely you experience the listed
emotions towards the product of Arzum Brand,shown in
picture 1. For example;

Any Little Avarage Much Very Much
oJeanusy|1\2\@\4\5\
(This product makes me feel jealousy at avarage level.)

Any Little Avarage Much Very Much

1 | 2 | 3 | a4 [ 5 |
1 | 2 [ 3 | a [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 | 3 | a4 [ 5 |
1 | 2 ] 3 | a4 | s ]
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Reliability Analyses for Iron-1

APPENDIX D

Reliability An

alyses

Table D. 1 Reliability Statistics for Iron-1

Cronbach's N of
Alpha ltems
,795 19

Table D. 2 Item-Total Statistics for Iron-1

Scale Scale Cronbach's
Mean if | Variance | Corrected Alpha if
ltem if ltem Item-Total ltem
Deleted Deleted | Correlation Deleted

Desire (Arzu/istek) 33,4190 77,650 ,508 ,776
Joy (Eglence/Nese) 33,3333 78,859 ,452 ,780
Relief (Ferahlik) 33,7905 84,590 ,226 ,794
Tension/Stress (Gerginlik) 33,7048 83,249 ,245 ,794
Pride (Gurur) 34,0286 78,720 ,513 ,776
Disappointment (Hayal Kirikligi) 33,9429 85,554 ,143 ,801
Admiration (Hayranhk) 33,7905 78,013 ,565 ,773
Surprise (Hayret/Saskinlk) 33,7333 78,351 ,515 ,776
Pleasure (Haz/Keyif) 33,6095 77,721 ,562 ,773
Interest (Heves/ilgi) 33,6095 77,740 ,518 , 775
Sadness (Hiiziin/Uziinti) 34,3810 84,296 ,351 ,787
Disgust (igrenme/Tiksinti) 34,2667 86,774 ,110 ,801
Anger (Kizginhk) 34,1333 84,194 ,285 ,790
Fear (Korku) 34,2476 81,900 ,429 ,782
Contempt (Kliciimseme) 33,9524 87,084 ,085 ,803
Satisfaction (Memnuniyet) 33,5429 78,962 ,514 ,776
Happiness (Mutluluk/Seving) 33,6286 77,909 ,550 ,773
Boredom (Sikilma) 33,9524 85,988 ,145 ,799
Shame (Utang) 34,4762 86,271 ,270 ,791
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Reliability Analyses for Iron-2

Table D. 3 Reliability Statistics for Iron-2

Cronbach's N of
Alpha ltems
,824 19

Table D. 4 Item-Total Statistics for Iron-2

Scale Scale Cronbach's
Mean if | Variance | Corrected Alpha if
ltem if ltem Iltem-Total Iltem
Deleted Deleted | Correlation Deleted

Desire (Arzu/istek) 32,5143 82,675 ,656 ,800
Joy (Eglence/Nese) 32,2762 83,875 ,602 ,804
Relief (Ferahlik) 32,5429 82,693 ,650 ,801
Tension/Stress (Gerginlik) 33,0762 96,167 ,102 ,830
Pride (Gurur) 33,2476 88,227 ,596 ,808
Disappointment (Hayal Kirikligi) 32,8762 97,244 ,021 ,837
Admiration (Hayranlik) 32,8381 84,233 ,654 ,802
Surprise (Hayret/Saskinhk) 32,6190 84,584 ,567 ,806
Pleasure (Haz/Keyif) 32,7333 83,505 ,706 ,799
Interest (Heves/ilgi) 32,6476 82,596 ,663 ,800
Sadness (Hiiziin/Uziinti) 33,4190 95,592 ,199 ,824
Disgust (igrenme/Tiksinti) 33,2762 98,010 ,014 ,833
Anger (Kizginlk) 33,5143 96,675 ,169 ,825
Fear (Korku) 33,4857 94,079 ,293 ,821
Contempt (Kiiciimseme) 33,0000 98,577 -,028 ,837
Satisfaction (Memnuniyet) 32,5714 83,805 ,630 ,802
Happiness (Mutluluk/Seving) 32,7048 83,191 ,636 ,802
Boredom (Sikilma) 32,7905 95,763 ,076 ,835
Shame (Utang) 33,5810 95,053 ,362 ,820
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Reliability Analyses for Iron-3

Table D. 5 Reliability Statistics for Iron-3

Cronbach's N of
Alpha ltems
,826 19

Table D. 6 Item-Total Statistics for Iron-3

Scale Scale Cronbach's
Mean if | Variance | Corrected Alpha if
ltem if Item Iltem-Total Iltem
Deleted Deleted | Correlation Deleted

Desire (Arzu/istek) 33,5143 86,848 ,579 ,807
Joy (Eglence/Nese) 33,5524 85,633 ,595 ,806
Relief (Ferahlik) 33,4476 89,519 ,422 ,817
Tension/Stress (Gerginlik) 34,4095 97,475 ,125 ,831
Pride (Gurur) 34,1333 87,424 ,576 ,808
Disappointment (Hayal Kirikligr) 34,4762 96,771 ,160 ,830
Admiration (Hayranlik) 33,7048 86,479 ,616 ,805
Surprise (Hayret/Saskinhk) 33,9524 86,757 ,571 ,808
Pleasure (Haz/Keyif) 33,5429 82,962 ,710 ,798
Interest (Heves/ilgi) 33,4571 83,558 ,653 ,802
Sadness (Hiiziin/Uziinti) 34,7905 96,802 ,259 ,824
Disgust (igrenme/Tiksinti) 34,7333 99,428 ,060 ,832
Anger (Kizginhk) 34,8286 98,105 ,199 ,826
Fear (Korku) 34,6762 98,298 ,126 ,829
Contempt (Klicimseme) 34,6000 98,934 ,071 ,832
Satisfaction (Memnuniyet) 33,4095 86,244 ,577 ,807
Happiness (Mutluluk/Seving) 33,8190 83,707 ,701 ,799
Boredom (Sikilma) 34,4095 98,033 ,102 ,832
Shame (Utang) 34,9143 98,579 ,222 ,825
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Reliability Analyses for Iron-4

Table D. 7 Reliability Statistics for Iron-4

Cronbach's N of
Alpha ltems
,813 19

Table D. 8 Item-Total Statistics for Iron-4

Scale Scale Cronbach's
Meanif | Variance | Corrected Alpha if
ltem if Item Iltem-Total Iltem
Deleted Deleted | Correlation Deleted

Desire (Arzu/istek) 32,6190 86,161 ,401 ,804
Joy (Eglence/Nese) 32,4857 88,560 ,271 ,811
Relief (Ferahlik) 32,3329 86,593 ,341 ,807
Tension/Stress (Gerginlik) 32,6095 85,413 ,410 ,803
Pride (Gurur) 33,0286 88,528 ,398 ,805
Disappointment (Hayal Kirikligr) 32,1429 84,624 ,334 ,808
Admiration (Hayranlik) 32,8667 86,674 ,441 ,803
Surprise (Hayret/Saskinhk) 32,4667 83,290 ,451 ,801
Pleasure (Haz/Keyif) 32,7524 85,227 ,431 ,802
Interest (Heves/ilgi) 32,7429 87,385 ,330 ,808
Sadness (Hiiziin/Uziinti) 32,5524 81,307 ,532 ,795
Disgust (igrenme/Tiksinti) 32,7048 85,306 ,341 ,807
Anger (Kizginhk) 32,9905 86,471 ,426 ,803
Fear (Korku) 33,0476 87,680 ,384 ,805
Contempt (Kiiciimseme) 32,3048 86,695 ,236 ,816
Satisfaction (Memnuniyet) 32,5429 85,847 ,385 ,805
Happiness (Mutluluk/Seving) 32,7619 84,875 ,455 ,801
Boredom (Sikilma) 32,0667 81,774 ,438 ,802
Shame (Utang) 32,8571 84,124 ,455 ,801
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Reliability Analyses for Iron-5

Table D. 9 Reliability Statistics for Iron-5

Cronbach's N of
Alpha ltems
,844 19

Table D. 10 Item-Total Statistics for Iron-5

Scale Scale Cronbach's
Mean if | Variance | Corrected Alpha if
ltem if ltem Iltem-Total Iltem
Deleted Deleted | Correlation Deleted

Desire (Arzu/istek) 33,3714 86,024 ,732 ,820
Joy (Eglence/Nese) 33,3714 86,390 ,747 ,820
Relief (Ferahlik) 33,1238 90,167 ,524 ,832
Tension/Stress (Gerginlik) 34,4952 102,156 ,109 ,849
Pride (Gurur) 34,0286 89,701 ,593 ,828
Disappointment (Hayal Kirikligi) 34,6286 104,236 ,004 ,852
Admiration (Hayranlik) 33,6190 87,680 ,668 ,824
Surprise (Hayret/Saskinhk) 34,0000 94,442 ,365 ,841
Pleasure (Haz/Keyif) 33,4381 85,056 ,751 ,819
Interest (Heves/ilgi) 33,2952 87,729 ,647 ,825
Sadness (Hiiziin/Uziinti) 34,8476 102,900 ,141 ,846
Disgust (igrenme/Tiksinti) 34,9048 102,337 ,219 ,844
Anger (Kizginlk) 34,8762 102,013 ,222 ,844
Fear (Korku) 34,7905 100,898 ,256 ,843
Contempt (Klicimseme) 34,6381 105,406 -,068 ,855
Satisfaction (Memnuniyet) 33,2476 86,707 ,696 ,822
Happiness (Mutluluk/Seving) 33,6667 85,647 ,729 ,820
Boredom (Sikilma) 34,6190 103,392 ,040 ,852
Shame (Utang) 34,8952 102,287 ,221 ,844
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APPENDIX E

Statistical Analyses

Table E. 1 Descriptive Statistics of Brands

N* | Mean* | N** Mean** | N*** | Mean***
Arcelik 101 | 3,9505 84 3,9167 17 4,1176
Arzum 82| 3,3171 33 3,4242 49 3,2449
Braun 91| 4,3626 53 4,3396 38 4,3947
Fakir 71| 3,2394 18 3,7222 53 3,0755
King 55| 2,4727 17 2,6471 38 2,3947
Philips 103 | 4,3301 71 4,3803 32 4,2188
Siemens 93| 4,1183 54 4,1667 39 4,0513
Sinbo 68 | 2,5882 43 2,7674 25 2,2800
Tefal 102 | 4,4412 77 4,4286 25 4,4800
Vestel 97| 3,6598 59 3,6441 38 3,6842

N*Number of people graded the brand
N** Number of people who used the product/s of the brand

N*** Number of people who neverused the product/s of the brand

M* Mean value of grades of all people

M** Mean value of grades of people who used the product/s of the brand

M*** Mean value of grades of people who neverused the product/s of the brand
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Table E. 2 Analyses of Iron-1

(1) (J) Mean
Product | Product | Difference Std. 95% Confidence
Dependent Variable | Set Set (1)) Error Sig. Interval
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Desire (Arzu/istek) Original | Mixed ,29902 | ,29286 ,565 | -,3975 ,9956
Non -,04048 | ,29070 ,989 | -,7319 ,6509
Mixed Original -,29902 | ,29286 ,565 | -,9956 ,3975
Non -,33950 | ,29488 ,485 | -1,0408 ,3619
Non Original ,04048 | ,29070 ,989 | -,6509 ,7319
Mixed ,33950 | ,29488 ,485 | -,3619 | 1,0408
Joy (Eglence/Nese) Original | Mixed -,19444 | ,29272 ,785 | -,8907 ,5018
Non -,15159 | ,29056 ,861 | -,8427 ,5395
Mixed Original ,19444 | ,29272 ,785 | -,5018 ,8907
Non ,04286 | ,29475 ,988 | -,6582 ,7439
Non Original ,15159 | ,29056 ,861 | -,5395 ,8427
Mixed -,04286 | ,29475 ,988 | -,7439 ,6582
Relief (Ferahlik) Original | Mixed -,22222 | ,25256 ,654 | -,8229 ,3785
Non -,33651 | ,25070 ,375 | -,9328 ,2598
Mixed Original ,22222 | ,25256 ,654 | -,3785 ,8229
Non -,11429 | ,25431 ,895 | -,7191 ,4906
Non Original ,33651 | ,25070 ,375 | -,2598 ,9328
Mixed ,11429 | ,25431 ,895 | -,4906 ,7191
Tension/Stress
(Gerginlik) Original | Mixed ,14216 | ,29017 ,876 | -,5480 ,8323
Non -,03095 | ,28803 ,994 | -,7160 ,6541
Mixed Original -,14216 | ,29017 ,876 | -,8323 ,5480
Non -,17311 | ,29218 ,824 | -,8680 ,5218
Non Original ,03095 | ,28803 ,994 | -,6541 ,7160
Mixed ,17311 | ,29218 ,824 | -,5218 ,8680
Pride (Gurur) Original | Mixed ,07516 | ,26851 ,958 | -,5634 ,7138
Non -,07778 | ,26653 ,954 | -,7117 ,5561
Mixed Original -,07516 | ,26851 ,958 | -,7138 ,5634
Non -,15294 | ,27036 ,839 | -,7960 ,4901
Non Original ,07778 | ,26653 ,954 | -,5561 ,7117
Mixed ,15294 | ,27036 ,839 | -,4901 ,7960
Disappointment
(Hayal Kirikligi) Original | Mixed -,05392 | ,28257 ,980 | -,7260 ,6181
Non ,37381 | ,28048 ,380 | -,2933 | 1,0409
Mixed Original ,05392 | ,28257 ,980 | -,6181 ,7260
Non ,42773 | ,28452 ,294 | -,2490 | 1,1044
Non Original -,37381 | ,28048 ,380 | -1,0409 ,2933
Mixed -,42773 | ,28452 ,294 | -1,1044 ,2490
Admiration
(Hayranhk) Original | Mixed -,02614 | ,26340 ,995 | -,6528 ,6006
Non -,02698 | ,26155 ,994 | -,6491 ,5951
Mixed Original ,02614 | ,26340 ,995 | -,6006 ,6528
Non -,00084 | ,26532 1,000 | -,6319 ,6302
Non Original ,02698 | ,26155 ,994 | -,5951 ,6491
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U

V)

Mean

Product | Product | Difference Std. 95% Confidence
Dependent Variable | Set Set (1) Error Sig. Interval
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Mixed ,00084 | ,26532 1,000 | -,6302 ,6319
Surprise
(Hayret/Saskinlk) Original | Mixed -,06046 | ,27573 ,974 | -,7162 ,5953
Non ,08492 | ,27369 ,948 | -,5660 ,7349
Mixed Original ,06046 | ,27573 ,974 | -,5953 ,7162
Non ,14538 | ,27763 ,860 | -,5149 ,8057
Non Original -,08492 | ,27369 ,948 | -,7349 ,5660
Mixed -,14538 | ,27763 ,860 | -,8057 ,5149
Pleasure (Haz/Keyif) Original | Mixed -,26471 | ,26955 ,590 | -,9058 ,3764
Non -,17143 | ,26756 ,798 | -,8078 ,4649
Mixed Original ,26471 | ,26955 ,590 | -,3764 ,9058
Non ,09328 | ,27142 ,937 | -,5523 ,7388
Non Original ,17143 | ,26756 ,798 | -,4649 ,8078
Mixed -,09328 | ,27142 ,937 | -,7388 ,5523
Interest (Heves/ilgi) Original | Mixed -,17484 | ,28687 ,815 | -,8571 ,5075
Non -,33206 | ,28476 ,455 | -1,0193 ,3342
Mixed Original ,17484 | ,28687 ,815 | -,5075 ,8571
Non -,16723 | ,28886 ,832 | -,8542 ,5198
Non Original ,33206 | ,28476 ,455 | -,3342 | 1,0193
Mixed ,16723 | ,28886 ,832 | -,5198 ,8542
Sadness
(Huziin/Uziintd) Original | Mixed ,14706 | ,19156 ,724 | -,3086 ,6027
Non ,24286 | ,19015 ,411 | -,2094 ,6951
Mixed Original -,14706 | ,19156 ,724 | -,6027 ,3086
Non ,09580 | ,19289 ,873 | -,3630 ,5546
Non Original -,24286 | ,19015 ,411 | -,6951 ,2094
Mixed -,09580 | ,19289 ,873 | -,5546 ,3630
Disgust
(igrenme/Tiksinti) Original | Mixed ,05065 | ,25361 ,978 | -,5525 ,6538
Non ,41032 | ,25174 ,238 | -,1884 | 1,0091
Mixed Original -,05065 | ,25361 ,978 | -,6538 ,5525
Non ,34966 | ,25536 ,330 | -,2477 ,9670
Non Original -,41032 | ,25174 ,238 | -1,0091 ,1884
Mixed -,34966 | ,25536 ,330 | -,9670 ,2477
Anger (Kizginlik) Original | Mixed ,39216 | ,22706 ,200 | -,1479 ,9322
Non ,26190 | ,22539 479 | -,2742 ,7980
Mixed Original -,39216 | ,22706 ,200 | -,9322 ,1479
Non -,13025 | ,22863 ,837 | -,6740 ,4134
Non Original -,26190 | ,22539 ,479 | -,7980 ,2742
Mixed ,13025 | ,22863 ,837 | -,4134 ,6740
Fear (Korku) Original | Mixed ,16993 | ,22665 ,733 | -,3691 ,7090
Non ,15397 | ,22498 ,773 | -,3811 ,6891
Mixed Original -,16993 | ,22665 ,733 | -,7090 ,3691
Non -,01597 | ,22822 ,997 | -,5588 ,5268
Non Original -,15397 | ,22498 ,773 | -,6891 ,3811
Mixed ,01597 | ,22822 ,997 | -,5268 ,5588
Contempt
(Kiglimseme) Original | Mixed -,30392 | ,26699 ,493 | -,9389 ,3311
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U

V)

Mean

Product | Product | Difference Std. 95% Confidence
Dependent Variable | Set Set (1) Error Sig. Interval
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Non -,10476 | ,26503 ,918 | -,7341 ,5256
Mixed Original ,30392 | ,26699 ,493 | -,3311 ,9389
Non ,19916 | ,26884 ,740 | -,4403 ,8386
Non Original ,10476 | ,26503 ,918 | -,5256 ,7341
Mixed -,19916 | ,26884 ,740 | -,8386 ,4403
Satisfaction
(Memnuniyet) Original | Mixed ,10131 | ,26275 ,921 | -,5236 ,7262
Non ,10634 | ,26082 ,913 | -,5140 ,7267
Mixed Original -,10131 | ,26275 ,921 | -,7262 ,5236
Non ,00504 | ,26457 1,000 | -,6242 ,6333
Non Original -,10634 | ,26082 ,913 | -,7267 ,5140
Mixed -,00504 | ,26457 1,000 | -,6333 ,6242
Happiness
(Mutluluk/Seving) Original | Mixed ,02451 | ,27081 ,995 | -,6196 ,6686
Non -,14524 | ,26882 ,852 | -,7846 ,4941
Mixed Original -,02451 | ,27081 ,995 | -,6686 ,6196
Non -,16975 | ,27268 ,808 | -,8183 ,4788
Non Original ,14524 | ,26882 ,852 | -,4941 ,7846
Mixed ,16975 | ,27268 ,808 | -,4788 ,8183
Boredom (Sikilma) Original | Mixed ,19118 | ,25708 ,738 | -,4203 ,8026
Non -,33471 | ,25518 ,390 | -,9426 ,2712
Mixed Original -,19118 | ,25708 ,738 | -,8026 ,4203
Non -,52689 | ,25886 ,109 | -1,1426 ,0888
Non Original ,33471 | ,25518 ,390 | -,2712 ,9426
Mixed ,52689 | ,25886 ,109 | -,0888 | 1,1426
Shame (Utang) Original | Mixed ,06699 | ,16118 ,909 | -,3164 ,4504
Non ,18968 | ,15999 ,464 | -,1908 ,5702
Mixed Original -,06699 | ,16118 ,909 | -,4504 ,3164
Non ,12269 | ,16230 ,731 | -,2633 ,5087
Non Original -,18968 | ,15999 ,464 | -,5702 ,1908
Mixed -,12269 | ,16230 ,731 | -,5087 ,2633

* The mean difference is significant at the .05 level.
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Table E. 3 Analyses of Iron-2

(U] (J) Mean
Product | Product | Difference Std. 95% Confidence
Dependent Variable | Set Set (1-) Error Sig. Interval
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Desire (Arzu/istek) Original | Mixed -,07516 | ,30001 ,966 | -,7887 ,6384
Non ,16339 | ,29780 ,847 | -,5448 ,8718
Mixed Original ,07516 | ,30001 ,966 | -,6384 ,7887
Non ,23866 | ,30208 ,710 | -,4798 ,9571
Non Original -,16339 | ,29780 ,847 | -,8718 ,5448
Mixed -,23866 | ,30208 ,710 | -,9571 ,4798
Joy (Eglence/Nese) Original | Mixed -,00654 | ,29646 1,000 | -,7116 ,6986
Non ,38254 | ,29428 ,399 | -,3174 | 1,0825
Mixed Original ,00654 | ,29646 1,000 | -,6986 , 7116
Non ,38908 | ,29851 ,397 | -,3209 | 1,0991
Non Original -,38254 | ,29428 ,399 | -1,0825 ,3174
Mixed -,38908 | ,29851 ,397 | -1,0991 ,3209
Relief (Ferahlik) Original | Mixed -,02124 | ,29865 ,997 | -,7316 ,6891
Non ,44683 | ,29645 ,292 | -,2582 | 1,1519
Mixed Original ,02124 | ,29865 ,997 | -,6891 ,7316
Non ,46807 | ,30072 ,269 | -,2472 | 1,1833
Non Original -,44683 | ,29645 ,292 | -1,1519 ,2582
Mixed -,46807 | ,30072 ,269 | -1,1833 ,2472
Tension/Stress
(Gerginlik) Original | Mixed -,29902 | ,23422 ,415 | -,8585 ,2604
Non -,01667 | ,23338 ,997 | -,5720 ,5387
Mixed Original ,29902 | ,23422 ,415 | -,2604 ,8585
Non ,28234 | ,23685 ,461 | -,2810 ,8457
Non Original ,01667 | ,23338 ,997 | -,5387 ,5720
Mixed -,28234 | ,23685 ,461 | -,8457 ,2810
Pride (Gurur) Original | Mixed -,00817 | ,21279 ,999 | -,5143 ,4979
Non ,38175 | ,21122 ,172 | -,1206 ,8841
Mixed Original ,00817 | ,21279 ,999 | -,4979 ,5143
Non ,38992 | ,21426 ,168 | -,1197 ,8995
Non Original -,38175 | ,21122 ,172 | -,8841 ,1206
Mixed -,38992 | ,21426 ,168 | -,8995 ,1197
Disappointment
(Hayal Kirikhgr) Original | Mixed -,73856(*) | ,27299 ,022 1 -1,3879 | -,0893
Non -,27302 | ,27098 ,574 | -,9175 ,3715
Mixed Original ,73856(*) | ,27299 ,022 ,0893 | 1,3879
Non ,46555 | ,27488 ,213 | -,1882 | 1,1193
Non Original ,27302 | ,27098 ,574 | -,3715 ,9175
Mixed -,46555 | ,27488 ,213 | -1,1193 ,1882
Admiration
(Hayranhk) Original | Mixed ,05065 | ,26550 ,980 | -,5808 ,6821
Non ,59603 | ,26345 ,066 | -,0308 | 1,2229
Mixed Original -,05065 | ,26550 ,980 | -,6821 ,5808
Non ,54538 | ,26733 ,108 | -,0905 | 1,1812
Non Original -,59603 | ,26345 ,066 | -1,2229 ,0308
Mixed -,54538 | ,26733 ,108 | -1,1812 ,0905
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V)

Mean

Product | Product | Difference Std. 95% Confidence
Dependent Variable | Set Set (1) Error Sig. Interval
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Surprise
(Hayret/Saskinlk) Original | Mixed -,26797 | ,29878 ,643 | -,9786 ,4426
Non -,00159 | ,29658 1,000 | -,7070 ,7038
Mixed Original ,26797 | ,29878 ,643 | -,4426 ,9786
Non ,26639 | ,30085 ,651 | -,4491 ,9819
Non Original ,00159 | ,29658 1,000 | -,7038 ,7070
Mixed -,26639 | ,30085 ,651 | -,9819 ,4491
Pleasure (Haz/Keyif) Original | Mixed ,07843 | ,26654 ,953 | -,5555 ,7124
Non ,33810 | ,26457 ,411 | -,2912 ,9674
Mixed Original -,07843 | ,26654 ,953 | -,7124 ,5555
Non ,25966 | ,26838 ,599 | -,3787 ,8980
Non Original -,33810 | ,26457 ,411 | -,9674 ,2912
Mixed -,25966 | ,26838 ,599 | -,8980 ,3787
Interest (Heves/ilgi) Original | Mixed ,04575 | ,29862 ,987 | -,6645 ,7560
Non ,27937 | ,29642 ,615 | -,4256 ,9844
Mixed Original -,04575 | ,29862 ,987 | -,7560 ,6645
Non ,23361 | ,30069 ,718 | -,4815 ,9488
Non Original -,27937 | ,29642 ,615 | -,9844 ,4256
Mixed -,23361 | ,30069 ,718 | -,9488 ,4815
Sadness
(Huziin/Uziintd) Original | Mixed -,39379 | ,17808 ,074 | -,8173 ,0298
Non -,06270 | ,17677 ,933 | -,4831 ,3477
Mixed Original ,39379 | ,17808 ,074 | -,0298 ,8173
Non ,33109 | ,17931 ,160 | -,0954 ,7576
Non Original ,06270 | ,17677 ,933 | -,3477 ,4831
Mixed -,33109 | ,17931 ,160 | -,7576 ,0954
Disgust
(igrenme/Tiksinti) Original | Mixed -, 14542 | ,22108 ,788 | -,6712 ,3804
Non ,10079 | ,21945 ,890 | -,4211 ,6227
Mixed Original ,14542 | ,22108 ,788 | -,3804 ,6712
Non ,24622 | ,22261 ,513 | -,2832 ,7757
Non Original -,10079 | ,21945 ,890 | -,6227 ,4211
Mixed -,24622 | ,22261 ,513 | -,7757 ,2832
Anger (Kizginlik) Original | Mixed ,06699 | ,14617 ,891 | -,2807 ,4146
Non ,27540 | ,14509 ,144 | -,0697 ,6205
Mixed Original -,06699 | ,14617 ,891 | -,4146 ,2807
Non ,20840 | ,14718 ,337 | -,1417 ,5585
Non Original -,27540 | ,14509 ,144 | -,6205 ,0697
Mixed -,20840 | ,14718 ,337 | -,5585 ,1417
Fear (Korku) Original | Mixed ,15033 | ,18447 ,695 | -,2884 ,5891
Non ,34873 | ,18311 ,128 | -,0768 ,7942
Mixed Original -,15033 | ,18447 ,695 | -,5891 ,2884
Non ,20840 | ,18574 ,503 | -,2333 ,6502
Non Original -,34873 | ,18311 ,128 | -,7942 ,0768
Mixed -,20840 | ,18574 ,503 | -,6502 ,2333
Contempt
(Kiglimseme) Original | Mixed -,01144 | ,25529 ,999 | -,6186 ,5958
Non -,19127 | ,25331 ,731 | -,7940 ,4114

141




U

V)

Mean

Product | Product | Difference Std. 95% Confidence
Dependent Variable | Set Set (1) Error Sig. Interval
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Mixed Original ,01144 | ,25529 ,999 | -,5958 ,6186
Non -,17983 | ,25706 ,764 | -,7912 ,4316
Non Original ,19127 | ,25331 ,731 | -,4114 ,7940
Mixed ,17983 | ,25706 ,764 | -,4316 ,7912
Satisfaction
(Memnuniyet) Original | Mixed ,12255 | ,28424 ,903 | -,5534 ,7986
Non ,55952 | ,28214 ,122 | -,1115| 1,2306
Mixed Original -,12255 | ,28424 ,903 | -,7986 ,5534
Non ,43697 | ,28620 ,283 | -,2437 | 1,1177
Non Original -,55952 | ,28214 ,122 | -1,2306 ,1115
Mixed -,43697 | ,28620 ,283 | -1,1177 ,2437
Happiness
(Mutluluk/Seving) Original | Mixed ,19608 | ,29852 ,789 | -,5139 ,9061
Non ,13810 | ,29632 ,887 | -,5667 ,8429
Mixed Original -,19608 | ,29852 ,789 | -,9061 ,5139
Non -,05798 | ,30059 ,980 | -,7729 ,6569
Non Original -,13810 | ,29632 ,887 | -,8429 ,5667
Mixed ,05798 | ,30059 ,980 | -,6569 ,7729
Boredom (Sikilma) Original | Mixed ,14869 | ,29523 ,870 | -,5534 ,8509
Non -,14206 | ,29305 ,879 | -,8391 ,5549
Mixed Original -,14869 | ,29523 ,870 | -,8509 ,5534
Non -,29076 | ,29727 ,592 | -,9978 ,4163
Non Original ,14206 | ,29305 ,879 | -,5549 ,8391
Mixed ,29076 | ,29727 ,592 | -,4163 ,9978
Shame (Utang) Original | Mixed ,12908 | ,12633 ,565 | -,1714 ,4296
Non ,24841 | ,12540 ,122 | -,0498 ,5467
Mixed Original -,12908 | ,12633 ,565 | -,4296 ,1714
Non ,11933 | ,12721 ,618 | -,1832 ,4219
Non Original -,24841 | ,12540 ,122 | -,5467 ,0498
Mixed -,11933 | ,12721 ,618 | -,4219 ,1832

* The mean difference is significant at the .05 level.
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Table E. 4 Analyses of Iron-3

(U] (J) Mean
Product | Product | Difference Std. 95% Confidence
Dependent Variable | Set Set (1-) Error Sig. Interval
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Desire (Arzu/istek) Original | Mixed -,56046 | ,27045 ,101 | -1,2037 ,0828
Non ,44206 | ,26845 ,231 | -,1964 | 1,0806
Mixed Original ,56046 | ,27045 ,101 | -,0828 | 1,2037
Non 1,00252(*) | ,27232 ,001 ,3448 | 1,6502
Non Original -,44206 | ,26845 ,231 | -1,0806 ,1964
Mixed -1,00252(*) | ,27232 ,001 | -1,6502 | -,3448
Joy (Eglence/Nese) Original | Mixed -,34458 | ,29714 ,460 | -1,0613 ,3421
Non ,34634 | ,29495 ,451 | -,3342| 1,0579
Mixed Original ,34458 | ,29714 ,460 | -,3421| 1,0613
Non ,71092 | ,29919 ,050 [ -,0007 | 1,4225
Non Original -,34634 | ,29495 ,451 | -1,0579 ,3342
Mixed -,71092 | ,29919 ,050 | -1,4225 ,0007
Relief (Ferahlik) Original | Mixed -,25163 | ,28800 ,658 | -,9366 ,4333
Non ,69206(*) | ,28588 ,045 ,0121 | 1,3720
Mixed Original ,25163 | ,28800 ,658 | -,4333 ,9366
Non ,94370(*) | ,28999 ,004 ,2540 | 1,6333
Non Original -,69206(*) | ,28588 ,045 | -1,3720 | -,0121
Mixed -,94370(*) | ,28999 ,004 | -1,6333 | -,2540
Tension/Stress
(Gerginlik) Original | Mixed -,33641 | ,24689 ,333 | -,9336 ,2408
Non -,49683 | ,24507 ,111 | -1,0797 ,0861
Mixed Original ,33641 | ,24689 ,333 | -,2408 ,9336
Non -,15042 | ,24860 ,818 | -,7417 ,4408
Non Original ,49683 | ,24507 ,111 | -,0861 | 1,0797
Mixed ,15042 | ,24860 ,818 | -,4408 , 7417
Pride (Gurur) Original | Mixed -,51961 | ,26857 ,133 | -1,1584 ,1192
Non ,17619 | ,26659 ,787 | -,4579 ,8103
Mixed Original ,51961 | ,26857 ,133 [ -,1192 | 1,1584
Non ,69580(*) | ,27043 ,031 ,0526 | 1,3390
Non Original -,17619 | ,26659 ,787 | -,8103 ,4579
Mixed -,69580(*) | ,27043 ,031 | -1,3390 | -,0526
Disappointment
(Hayal Kirikhgr) Original | Mixed ,08170 | ,25161 ,944 | -,5167 ,6801
Non -,04603 | ,24975 ,981 | -,6401 ,5480
Mixed Original -,08170 | ,25161 ,944 | -,6801 ,5167
Non -,12773 | ,25334 ,869 | -,7303 ,4748
Non Original ,04603 | ,24975 ,981 | -,5480 ,6401
Mixed ,12773 | ,25334 ,869 | -,4748 ,7303
Admiration
(Hayranhk) Original | Mixed -,20752 | ,26566 ,715 | -,8394 ,4243
Non ,67063(*) | ,26370 ,033 ,0433 | 1,2978
Mixed Original ,20752 | ,26566 ,715 | -,4243 ,8394
Non ,87815(*) | ,26750 ,004 ,2419 | 1,5144
Non Original -,67063(*) | ,26370 ,033 | -1,2978 | -,0433
Mixed -,87815(*) | ,26750 ,004 | -1,5144 | -,2419
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Mean

Product | Product | Difference Std. 95% Confidence
Dependent Variable | Set Set (1) Error Sig. Interval
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Surprise
(Hayret/Saskinlk) Original | Mixed -,06373 | ,29318 ,974 | -,7610 ,6336
Non -,05952 | ,29102 ,977 | -,7517 ,6326
Mixed Original ,06373 | ,29318 ,974 | -,6336 ,7610
Non ,00420 | ,29520 1,000 | -,6979 ,7063
Non Original ,05952 | ,29102 ,977 | -,6326 ,7517
Mixed -,00420 | ,29520 1,000 | -,7063 ,6979
Pleasure (Haz/Keyif) Original | Mixed -,49837 | ,29850 ,222 | -1,2083 ,2116
Non ,30079 | ,29630 ,569 | -,4039 | 1,0055
Mixed Original ,49837 | ,29850 ,222 | -,2116 | 1,2083
Non ,79916(*) [ ,30056 ,024 ,0843 | 1,5140
Non Original -,30079 | ,29630 ,569 | -1,0055 ,4039
Mixed -,79916(*) | ,30056 ,024 | -1,5140 | -,0843
Interest (Heves/ilgi) Original | Mixed -,58824 | ,30953 ,144 | -1,3244 ,1480
Non ,21429 | ,30725 ,766 | -,5165 ,9450
Mixed Original ,58824 | ,30953 ,144 | -,1480 | 1,3244
Non ,80252(*) | ,31167 ,031 ,0612 | 1,5438
Non Original -,21429 | ,30725 ,766 | -,9450 ,5165
Mixed -,80252(*) | ,31167 ,031 | -1,5438 | -,0612
Sadness
(Huziin/Uziintd) Original | Mixed -,16176 | ,17812 ,636 | -,5854 ,2619
Non ,05000 | ,17681 ,957 | -,3705 ,4705
Mixed Original ,16176 | ,17812 ,636 | -,2619 ,5854
Non ,21176 | ,17934 ,467 | -,2148 ,6383
Non Original -,05000 | ,17681 ,957 | -,4705 ,3705
Mixed -,21176 | ,17934 ,467 | -,6383 ,2148
Disgust
(igrenme/Tiksinti) Original | Mixed -, 12908 | ,20067 ,797 | -,6064 ,3382
Non -,31984 | ,19919 ,248 | -,7936 ,1539
Mixed Original ,12908 | ,20067 ,797 | -,3382 ,6064
Non -,19076 | ,20206 ,614 | -,6713 ,2898
Non Original ,31984 | ,19919 ,248 | -,1539 ,7936
Mixed ,19076 | ,20206 ,614 | -,2898 ,6713
Anger (Kizginlik) Original | Mixed ,10294 | ,15867 ,793 | -,2744 ,4803
Non -,09286 | ,15750 ,826 | -,4674 ,2817
Mixed Original -,10294 | ,15867 ,793 | -,4803 ,2744
Non -,19580 | ,15976 ,441 | -5758 ,1842
Non Original ,09286 | ,15750 ,826 | -,2817 ,4674
Mixed ,19580 | ,15976 ,441 | -,1842 ,5758
Fear (Korku) Original | Mixed ,06536 | ,20471 ,945 | -,4215 ,5522
Non -,09683 | ,20320 ,883 | -,5801 ,3865
Mixed Original -,06536 | ,20471 ,945 | -,5522 ,4215
Non -,16218 | ,20612 ,712 | -,6524 ,3281
Non Original ,09683 | ,20320 ,883 | -,3865 ,5801
Mixed ,16218 | ,20612 ,712 | -,3281 ,6524
Contempt
(Kiglimseme) Original | Mixed -,02124 | ,22448 ,995 | -,5552 ,5127
Non -,32460 | ,22283 ,316 | -,8546 ,2054
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Mean

Product | Product | Difference Std. 95% Confidence
Dependent Variable | Set Set (1) Error Sig. Interval
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Mixed Original ,02124 | ,22448 ,995 | -,5127 ,5552
Non -,30336 | ,22604 ,375 | -,8410 ,2332
Non Original ,32460 | ,22283 ,316 | -,2054 ,8546
Mixed ,30336 | ,22604 ,375 | -,2332 ,8410
Satisfaction
(Memnuniyet) Original | Mixed -,28431 | ,28059 ,570 | -,9517 ,3830
Non ,77619(*) | ,27852 ,017 ,1138 | 1,4386
Mixed Original ,28431 | ,28059 ,570 | -,3830 ,9517
Non 1,06050(*) | ,28253 ,001 ,3885 | 1,7325
Non Original -,77619(*) | ,27852 ,017 | -1,4386 | -,1138
Mixed -1,06050(*) | ,28253 ,001 | -1,7325 | -,3885
Happiness
(Mutluluk/Seving) Original | Mixed -,02451 | ,29373 ,996 | -,7231 ,6741
Non ,50238 | ,29156 ,202 | -,1911 | 1,1958
Mixed Original ,02451 | ,29373 ,996 | -,6741 ,7231
Non ,52689 | ,29576 ,181 | -,1765 | 1,2303
Non Original -,50238 | ,29156 ,202 | -1,1958 ,1911
Mixed -,52689 | ,29576 ,181 | -1,2303 ,1765
Boredom (Sikilma) Original | Mixed ,03105 | ,23690 ,991 | -,5324 ,5945
Non -,61339(*) | ,23416 ,028 | -1,1728 | -,0542
Mixed Original -,03105 | ,23690 ,991 | -,5945 ,5324
Non -,64454(*) | ,23854 ,022 | -1,2119 | -,0772
Non Original ,61339(*) | ,23416 ,028 ,0542 | 1,1728
Mixed ,64454(*) | ,23854 ,022 ,0772 | 1,2119
Shame (Utang) Original | Mixed -,06699 | ,12563 ,855 | -,3658 ,2318
Non -,00397 | ,12470 ,999 | -,3006 ,2926
Mixed Original ,06699 | ,12563 ,855 | -,2318 ,3658
Non ,06303 | ,12650 ,872 | -,2378 ,3639
Non Original ,00397 | ,12470 ,999 | -,2926 ,3006
Mixed -,06303 | ,12650 ,872 | -,3639 ,2378

* The mean difference is significant at the .05 level.
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Table E. 5 Analyses of Iron-4

(U] (J) Mean
Product | Product | Difference Std. 95% Confidence
Dependent Variable | Set Set (1-) Error Sig. Interval
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Desire (Arzu/istek) Original | Mixed -,61928(*) | ,22815 ,021 | -1,1619 | -,0766
Non -,27222 | ,22647 ,455 | -,8109 ,2664
Mixed Original ,61928(*) | ,22815 ,021 ,0766 | 1,1619
Non ,33706 | ,22973 ,290 | -,1993 ,8933
Non Original ,27222 | ,22647 ,455 | -,2664 ,8109
Mixed -,33706 | ,22973 ,290 | -,8933 ,1993
Joy (Eglence/Nese) Original | Mixed -,70261(*) | ,21481 ,004 | -1,2134 | -,1917
Non -,84127(*) | ,21322 ,000 | -1,3384 | -,3331
Mixed Original ,70261(*) | ,21481 ,004 ,1917 | 1,2134
Non -,13866 | ,21629 ,798 | -,6531 ,3758
Non Original ,84127(*) | ,21322 ,000 ,3331 | 1,3384
Mixed ,13866 | ,21629 ,798 | -,3758 ,6531
Relief (Ferahlik) Original | Mixed -,77451(*) | ,23677 ,004 | -1,3376 | -,2114
Non -,53333 | ,23402 ,065 | -1,0923 ,0256
Mixed Original ,77451(*) | ,23677 ,004 , 2114 | 1,3376
Non ,24118 | ,23840 ,571 | -,3258 ,8082
Non Original ,53333 | ,23402 ,065 | -,0256 | 1,0923
Mixed -,24118 | ,23840 ,571 | -,8082 ,3258
Tension/Stress Original | Mixed ,06536 | ,25133 ,963 | -,5324 ,6631
(Gerginlik)
Non ,11746 | ,24948 ,885 | -,4759 ,7108
Mixed Original -,06536 | ,25133 ,963 | -,6631 ,5324
Non ,05210 | ,25308 ,977 | -,5498 ,6540
Non Original -,11746 | ,24948 ,885 | -,7108 ,4759
Mixed -,05210 | ,25308 ,977 | -,6540 ,5498
Pride (Gurur) Original | Mixed -,57190(*) | ,16051 ,002 | -,9537 | -,1901
Non -,00634 | ,15933 ,999 | -,3853 ,3726
Mixed Original ,57190(*) | ,16051 ,002 ,1901 ,9537
Non ,56555(*) | ,16162 ,002 ,1811 ,9500
Non Original ,00634 | ,15933 ,999 | -,3726 ,3853
Mixed -,56555(*) | ,16162 ,002 [ -,9500| -,1811
Disappointment Original | Mixed ,23203 | ,30538 ,728 | -,4943 ,9583
(Hayal Kirikhg)
Non ,55556 | ,30313 ,164 | -,1654 | 1,2765
Mixed Original -,23203 | ,30538 ,728 | -,9583 ,4943
Non ,32343 | ,30749 ,546 | -,4078 | 1,0549
Non Original -,55556 | ,30313 ,164 | -1,2765 ,1654
Mixed -,32343 | ,30749 ,546 | -1,0549 ,4078
Admiration Original | Mixed -,33641 | ,20310 ,208 | -,8295 ,1367
(Hayranhk)
Non -,21111 | ,20161 ,549 | -,6906 ,2684
Mixed Original ,33641 | ,20310 ,208 | -,1367 ,8295
Non ,13429 | ,20451 ,786 | -,3411 ,6217
Non Original ,21111 | ,20161 ,549 | -,2684 ,6906
Mixed -,13429 | ,20451 ,786 | -,6217 ,3411
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Product | Product | Difference Std. 95% Confidence
Dependent Variable | Set Set (1) Error Sig. Interval
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Surprise Original | Mixed -,26144 | ,28179 ,624 | -,9316 ,4088
(Hayret/Saskinlk)
Non ,17302 | ,27971 ,810 | -,4922 ,8383
Mixed Original ,26144 | ,28179 ,624 | -,4088 ,9316
Non ,43345 | ,28373 ,281 | -,2404 | 1,1093
Non Original -,17302 | ,27971 ,810 | -,8383 ,4922
Mixed -,43345 | ,28373 ,281 | -1,1093 ,2404
Pleasure (Haz/Keyif) Original | Mixed -,43954 | ,24292 ,172 | -1,0173 ,1382
Non -,21339 | ,24113 ,651 | -,7870 ,3600
Mixed Original ,43954 | ,24292 ,172 | -,1382 | 1,0173
Non ,22605 | ,24460 ,626 | -,3457 ,8078
Non Original ,21339 | ,24113 ,651 | -,3600 ,7870
Mixed -,22605 | ,24460 ,626 | -,8078 ,3457
Interest (Heves/ilgi) Original | Mixed -,66503(*) | ,22660 ,011 | -1,2040 | -,1261
Non -,52302 | ,22493 ,057 | -1,0580 ,0120
Mixed Original ,66503(*) [ ,22660 ,011 ,1261 | 1,2040
Non ,14202 | ,22817 ,808 | -,4007 ,6847
Non Original ,52302 | ,22493 ,057 | -,0120| 1,0580
Mixed -,14202 | ,22817 ,808 | -,6847 ,4007
Sadness Original | Mixed ,37255 | ,28816 ,402 | -,3128 | 1,0579
(Huziin/Uziintd)
Non ,48095 | ,28604 ,217 | -,1994 | 1,1613
Mixed Original -,37255 | ,28816 ,402 | -1,0579 ,3128
Non ,10840 | ,29016 ,926 | -,5817 ,7985
Non Original -,48095 | ,28604 ,217 | -1,1613 ,1994
Mixed -,10840 | ,29016 ,926 | -,7985 ,5817
Disgust Original | Mixed ,40686 | ,27893 ,315 | -,2565 | 1,0703
(igrenme/Tiksinti)
Non ,65476 | ,27687 ,052 | -,0038 | 1,3133
Mixed Original -,40686 | ,27893 ,315 | -1,0703 ,2565
Non ,24790 | ,28086 ,652 | -,4201 ,9159
Non Original -,65476 | ,27687 ,052 | -1,3133 ,0038
Mixed -,24790 | ,28086 ,652 | -,9159 ,4201
Anger (Kizginlik) Original | Mixed ,20098 | ,21566 ,621 | -,3119 ,7139
Non ,21190 | ,21407 ,585 | -,2972 ,7210
Mixed Original -,20098 | ,21566 ,621 | -,7139 ,3119
Non ,01092 | ,21715 ,999 | -,5055 ,5274
Non Original -,21190 | ,21407 ,585 | -,7210 ,2972
Mixed -,01092 | ,21715 ,999 | -,5274 ,5055
Fear (Korku) Original | Mixed ,12092 | ,20194 ,821 | -,3494 ,6012
Non ,04444 | ,20045 ,973 | -,4323 ,5212
Mixed Original -,12092 | ,20194 ,821 | -,6012 ,3494
Non -,07647 | ,20333 ,925 | -,5601 ,4071
Non Original -,04444 | ,20045 ,973 | -,5212 ,4323
Mixed ,07647 | ,20333 ,925 | -,4071 ,5601
Contempt Original | Mixed ,70098 | ,31504 ,072 | -,0483 | 1,4503
(Kiglimseme)
Non ,66905 | ,31272 ,087 | -,0747 | 1,4128
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Product | Product | Difference Std. 95% Confidence
Dependent Variable | Set Set (1) Error Sig. Interval

Lower Upper | Lower | Upper | Lower

Bound Bound | Bound | Bound | Bound

Mixed Original -,70098 | ,31504 ,072 | -1,4503 ,0483

Non -,03193 | ,31722 ,994 | -,7864 ,7226

Non Original -,66905 | ,31272 ,087 | -1,4128 ,0747

Mixed ,03193 | ,31722 ,994 | -,7226 ,7864

Satisfaction Original | Mixed -,62092(*) | ,24471 ,0331-1,2029 | -,0389
(Memnuniyet)

Non -,41587 | ,24290 ,206 | -,9936 ,1618

Mixed Original ,62092(*) | ,24471 ,033 ,0389 | 1,2029

Non ,20504 | ,24640 ,684 | -,3810 ,7911

Non Original ,41587 | ,24290 ,206 | -,1618 ,9936

Mixed -,20504 | ,24640 ,684 | -,7911 ,3810

Happiness Original | Mixed -,20588 | ,24267 ,674 | -,7830 ,3713
(Mutluluk/Seving)

Non -,32857 | ,24088 ,364 | -,9015 ,2443

Mixed Original ,20588 | ,24267 ,674 | -,3713 ,7830

Non -,12269 | ,24434 ,870 | -,7038 ,4585

Non Original ,32857 | ,24088 ,364 | -,2443 ,9015

Mixed ,12269 | ,24434 ,870 | -,4585 ,7038

Boredom (Sikilma) Original | Mixed ,41330 | ,32417 ,412 | -,3476 | 1,1844

Non -,09921 | ,32178 ,949 | -,8645 ,6661

Mixed Original -,41330 | ,32417 ,412 | -1,1844 ,3476

Non -,51261 | ,32641 ,263 | -1,2889 ,2637

Non Original ,09921 | ,32178 ,949 | -,6661 ,8645

Mixed ,51261 | ,32641 ,263 | -,2637 | 1,2889

Shame (Utang) Original | Mixed ,41993 | ,25859 ,240 | -,1951 | 1,0340

Non ,43254 | ,25668 ,216 | -,1779 | 1,0430

Mixed Original -,41993 | ,25859 ,240 | -1,0340 ,1951

Non ,01261 | ,26037 ,999 | -,6067 ,6319

Non Original -,43254 | ,25668 ,216 | -1,0430 ,1779

Mixed -,01261 | ,26037 ,999 | -,6319 ,6067

* The mean difference is significant at the .05 level.
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Table E. 6 Analyses of Iron-5

Dependent Variable | (1) (J) Mean Std. Sig. 95% Confidence
Product | Product | Difference | Error Interval
Set Set (1-J)
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Desire (Arzu/istek) Original | Mixed ,04575 | ,30767 ,988 | -,6860 ,7775
Non ,09365 | ,30540 ,950 | -,6327 ,8200
Mixed Original -,04575 | ,30767 ,988 | -,7775 ,6860
Non ,04790 | ,30980 ,987 | -,6889 ,7847
Non Original -,09365 | ,30540 ,950 | -,8200 ,6327
Mixed -,04790 | ,30980 ,987 | -,7847 ,6889
Joy (Eglence/Nese) Original | Mixed -,21242 | ,29565 ,753 | -,9156 ,4908
Non ,01111 | ,29337 ,999 | -,6869 ,7091
Mixed Original ,21242 | ,29565 ,753 | -,4908 ,9156
Non ,22343 | ,29769 ,733 | -,4845 ,9316
Non Original -,01111 | ,29337 ,999 | -,7091 ,6869
Mixed -,22343 | ,29769 ,733 | -,9316 ,4845
Relief (Ferahlik) Original | Mixed -,27614 | ,31427 ,655|-1,0236 | ,4713
Non -,41984 | ,31195 ,373 | -1,1618 ,3221
Mixed Original ,27614 | ,31427 ,655 | -,4713 | 1,0236
Non -,14370 | ,31644 ,893 | -,8963 ,6089
Non Original ,41984 | ,31195 ,373 | -,3221( 1,1618
Mixed ,14370 | ,31644 ,893 | -,6089 ,8963
Tension/Stress Original | Mixed -,08824 | ,21677 ,913 | -,6038 ,4273
(Gerginlik)
Non -,07143 | ,21517 ,941 | -,5832 ,4403
Mixed Original ,08824 | ,21677 ,913 | -,4273 ,6038
Non ,01681 | ,21827 ,997 | -,5023 ,5349
Non Original ,07143 | ,21517 ,941 | -,4403 ,5832
Mixed -,01681 | ,21827 ,997 | -,5349 ,5023
Pride (Gurur) Original | Mixed ,13889 | ,29484 ,885 | -,5624 ,8401
Non ,22460 | ,29267 ,724 | -,4715 ,9207
Mixed Original -,13889 | ,29484 ,885 | -,8401 ,5624
Non ,08571 | ,29688 ,955 | -,6204 | ,7918
Non Original -,22460 | ,29267 ,724 | -,9207 ,4715
Mixed -,08571 | ,29688 ,955 | -,7918 ,6204
Disappointment Original | Mixed -,16993 | ,19307 ,654 | -,6291 ,2893
(Hayal Kirikligi)
Non ,07460 | ,19164 ,920 | -,3812 ,5304
Mixed Original ,16993 | ,19307 ,654 | -,2893 ,6291
Non ,24454 | ,19440 ,422 | -,2178 ,7069
Non Original -,07460 | ,19164 ,920 | -,5304 ,3812
Mixed -, 24454 | ,19440 ,422 |1 -,7069 ,2178
Admiration Original | Mixed -,06046 | ,29968 ,978 | -,7732 ,6523
(Hayranhk)
Non ,34634 | ,29747 ,457 | -,3412 | 1,0639
Mixed Original ,06046 | ,29968 ,978 | -,6523 , 7732
Non ,41681 | ,30175 ,344 | -,3009 | 1,1334
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Dependent Variable | (1) (J) Mean Std. Sig. 95% Confidence
Product | Product | Difference | Error Interval
Set Set (1-J)
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Non Original -,34634 | ,29747 ,457 | -1,0639 ,3412
Mixed -,41681 | ,30175 ,344 | -1,1334 | ,3009
Surprise Original | Mixed -,26797 | ,29905 ,644 | -,9792 ,4433
(Hayret/Saskinlik)
Non ,28413 | ,29684 ,606 | -,4219 ,9901
Mixed Original ,26797 | ,29905 ,644 | -,4433 ,9792
Non ,55210 | ,30112 ,164 | -,1641 | 1,2683
Non Original -,28413 | ,29684 ,606 | -,9901 ,4219
Mixed -,55210 | ,30112 ,164 | -1,2683 ,1641
Pleasure (Haz/Keyif) | Original | Mixed ,04248 | ,31269 ,990 | -,7012 ,7862
Non ,46339 | ,31038 ,298 | -,2747 | 1,2017
Mixed Original -,04248 | ,31269 ,990 | -,7862 ,7012
Non ,42101 | ,31485 ,378 | -,3278 | 1,1698
Non Original -,46339 | ,31038 ,298 | -1,2017 ,2747
Mixed -,42101 | ,31485 ,378 | -1,1698 ,3278
Interest (Heves/ilgi) Original | Mixed ,18954 | ,30873 ,813 | -,5448 ,9238
Non -,10794 | ,30646 ,933 | -,8368 ,6209
Mixed Original -,18954 | ,30873 ,813 | -,9238 ,5448
Non -,29748 | ,31087 ,606 | -1,0369 ,4419
Non Original ,10794 | ,30646 ,933 | -,6209 ,8368
Mixed ,29748 | ,31087 ,606 | -,4419 | 1,0369
Sadness Original | Mixed ,21405 | ,14071 ,285 | -,1206 ,5487
(Hiziin/Uziinth)
Non ,27540 | ,13967 ,124 | -,0568 ,6076
Mixed Original -,21405 | ,14071 ,285 | -,5487 ,1206
Non ,06133 | ,14168 ,902 | -,2756 ,3983
Non Original -,27540 | ,13967 ,124 | -,6076 ,0568
Mixed -,06133 | ,14168 ,902 | -,3983 ,2756
Disgust (igrenme) Original | Mixed ,04902 | ,12711 ,921 | -,2533 ,3413
Non ,02381 | ,12617 ,981 | -,2763 ,3239
Mixed Original -,04902 | ,12711 ,921 | -,3413 ,2533
Non -,02521 | ,12799 ,979 | -,3296 ,2792
Non Original -,02381 | ,12617 ,981 | -,3239 ,2763
Mixed ,02521 | ,12799 ,979 | -,2792 ,3296
Anger (Kizginlik) Original | Mixed ,10294 | ,13920 ,741 | -,2281 ,4330
Non ,13471 | ,13817 ,590 | -,1929 ,4643
Mixed Original -,10294 | ,13920 ,741 | -,4330 ,2281
Non ,03277 | ,14016 ,970 | -,3006 ,3661
Non Original -,13471 | ,13817 ,590 | -,4643 ,1929
Mixed -,03277 | ,14016 ,970 | -,3661 ,3006
Fear (Korku) Original | Mixed -,04412 | ,16740 ,962 | -,4423 ,3440
Non ,02143 | ,16617 ,991 | -,3738 ,4166
Mixed Original ,04412 | ,16740 ,962 | -,3440 ,4423
Non ,06555 | ,16856 ,920 | -,3344 ,4664
Non Original -,02143 | ,16617 ,991 | -,4166 ,3738
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Dependent Variable | (1) (J) Mean Std. Sig. 95% Confidence
Product | Product | Difference | Error Interval
Set Set (1-)
Lower Upper | Lower | Upper | Lower
Bound Bound | Bound | Bound | Bound
Mixed -,06555 | ,16856 ,920 | -,4664 ,3344
Contempt Original | Mixed -,45425 | ,20852 ,080 | -,9502 ,0417
(Kiglimseme)
Non -,12063 | ,20698 ,830 | -,6129 ,3717
Mixed Original ,45425 | ,20852 ,080 | -,0417 ,9502
Non ,33361 | ,20996 ,255 | -,1658 ,8330
Non Original ,12063 | ,20698 ,830 | -,3717 ,6129
Mixed -,33361 | ,20996 ,255 | -,8330 ,1658
Satisfaction Original | Mixed ,09150 | ,30742 ,952 | -,6397 ,8227
(Memnuniyet)
Non ,33444 | ,30515 ,499 | -,3813 | 1,0702
Mixed Original -,09150 | ,30742 ,952 | -,8227 ,6397
Non ,25294 | ,30954 ,693 | -,4833 ,9892
Non Original -,33444 | ,30515 ,499 | -1,0702 ,3813
Mixed -,25294 | ,30954 ,693 | -,9892 ,4833
Happiness Original | Mixed ,17810 | ,31431 ,838 | -,5695 ,9257
(Mutluluk/Seving)
Non ,10079 | ,31200 ,944 | -,6413 ,8428
Mixed Original -,17810 | ,31431 ,838 | -,9257 ,5695
Non -,07731 | ,31649 ,968 | -,8300 ,6754
Non Original -,10079 | ,31200 ,944 | -,8428 ,6413
Mixed ,07731 | ,31649 ,968 | -,6754 ,8300
Boredom (Sikilma) Original | Mixed -,04575 | ,21469 ,975 | -,5564 ,4649
Non -,40794 | ,21311 ,140 | -,9148 ,0989
Mixed Original ,04575 | ,21469 ,975 | -,4649 ,5564
Non -,36218 | ,21617 ,220 | -,8763 ,1520
Non Original ,40794 | ,21311 ,140 | -,0989 ,9148
Mixed ,36218 | ,21617 ,220 | -,1520 ,8763
Shame (Utang) Original | Mixed -,06699 | ,12841 ,861 | -,3724 ,2384
Non ,02460 | ,12746 ,980 | -,2785 ,3278
Mixed Original ,06699 | ,12841 ,861 | -,2384 ,3724
Non ,09160 | ,12929 ,759 | -,2159 ,3991
Non Original -,02460 | ,12746 ,980 | -,3278 ,2785
Mixed -,09160 | ,12929 ,759 | -,3991 ,2159

* The mean difference is significant at the .05 level.
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Table E. 7 Mean Values of Positive Emotions

Original Mixed None
Arzum 2,055556 | 2,098039 | 2,187302
Braun 2,222222 | 2,179739 | 1,857143
Philips 2,490741 | 2,856209 | 2,031746
Sinbo 1,453704 | 2,003268 | 1,825397
Tefal 2,62963 | 2,614379 | 2,511111

Table E. 8 Mean Values of Negative Emotions

Original Mixed None
Arzum 1,70679 | 1,617647 | 1,577778
Braun 1,509259 | 1,630719 | 1,47619
Philips 1,339506 | 1,388889 | 1,555556
Sinbo 2,070988 | 1,745098 | 1,730159
Tefal 1,283951 | 1,339869 | 1,288889
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APPENDIX F

Table F. 1 Keywords and Keyword Groups Mentioned for Iron-1

ARZUM | SINBO

DO |H]E[E] )

Brand Related
Being aware of the brand| 4| 3| 5| 12

3 12| 0| O
Emotion-Related

cute 1

fun 5 1 3 1

like| 13 2

ugly 1

like| 2
masculine 1
feminine 1 1

Function &Usability Related

controls| 1| 6 3] 7| 3
function| 1 1 2] 2
quality| 1| 2
handling 1

usage-easy to use 0 2

Visual
base color 1 6 2 4] 2| 5
bulky 1

color| 13| 18| 14| 12| 12| 11
design 2| 3| 4
form 5| 6| 3| 4] 6

immitation
material 1 1
old fashioned | 1| 6 8 4
simple 2
toy like 1] 1
visual appereance 1 1 2 1

23| 41| 26| 37| 26| 21
The numbers indicate how many times the keyword is declared
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Table F. 2 Keywords and Keyword Groups Mentioned for Iron-2

BRAUN | PHILIPS

OlO(M|M|N|N
| E[H]E ][] )

Brand Related
Being aware of the brand| 8| 3| 12| o 0| ©

12| O 0
Emotion-Related
cute 1 1 2
fun 9 31 1| 4
like 1 4 3 2

ugly

11| 4| 7| 2| 6| 2

Function &Usability Related

controls 1 2 2| 3
function 2 1
security
ergonomics 1 1
handling 2( 3 4 2| 3 1
usage-easy to use 3 3
4 10| 5| 5| 6
Visual
complicated 1
quality 1
bare 2
bulky

color|{ 13| 10| 12] 13 6| 18

general appereance 3 5 9| 7 6
form| 11| 7| 4| 9| 10 9
material 1 2
old fashioned 2 6
simple 1] 2 1
technology
toy like 2| 3
transperency 2

32| 25| 28| 37| 21| 42
The numbers indicate how many times the keyword is declared
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Table F. 3 Keywords and Keyword Groups Mentioned for Iron-3

PHILIPS | TEFAL

OO/ M|M|N|N
D [E[EH]E) ]G

Brand Related
Being aware of the brand| 6| o0 16| 0| 0| o0
6 0| 16| O O O

Emotion-Related

cute 1 1
fun 1
like | 2 1|11 1] 1| 4
masculine 2
1 6| 4| 4( 4
Function &Usability Related
complicated 1
controls| 2 2] 1
function| 4 4 3
properties 1
quality 1
ergonomics
handling 2 2 1( 1
usage-easy touse | 2 3
12 2| 11| 5 6 6
Visual

color| 21| 4| 16| 3| 8| 11
design| 14| 2| 8| 4| 5| 4
different
elegant 1
form| 13 1|1 10| 5 6| 9
grayform| 2| 9| 3(13| 5] 12

material 1 1 1
old fashioned 1 1
simple
technology | 2 1 1] 1
transperency
visual appereance 1 2( 3

61| 16| 42| 26| 30| 43
The numbers indicate how many times the keyword is declared

155



Table F. 4 Keywords and Keyword Groups Mentioned for Iron-4

SINBO | BRAUN
O(O(M|M|N|N
D[ [H]E ][]
Brand Related
Being aware of the brand | 1| 14| 17| 4| 0| ©
1|14 17| 4 0 0
Emotion-Related
fun 2|1 4
Like| 1| 3 7 0
1 1 4( 0
Function &Usability Related
controls 31 2 3
function 1
properties 2 1
quality 3 1
security
handling 1 21 1
usage-easy to use 0 8
8| 4|12 6
Visual
bare 2
bulky 1 2
color| 2| 13| 8| 10| 7| 11
compactness 1
design 11| 3| 6| 1| 6
form| 2| 14| 4| 15| 9| 14
material 3 6| 1
old fashioned 5 4 4
simple 1| 6 9| 2| 10
toy like 2 4 1
transperency 1
ugly 2 1
visual appereance 21 2| 1
5|/59| 16| 61| 25| 50

The numbers indicate how many times the keyword is declared
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Table F. 5 Keywords and Keyword Groups Mentioned for Iron-5

TEFAL | ARZUM

O[O M|M|N|N
HE|EH]E ]

Brand Related
Being aware of the brand | 12| 2| 11| 3| 0| o0

12 2| 11
Emotion-Related
cute 4 1
feminine| 1 3
fun 1] 7| 1] 2
like o 1 1( 1 0 1
1 151 2| 3

Function &Usability Related
controls| 6| 1 3| 1| 7| 1

function
security 1

ergonomics
handling| 2 2 2
usage-easy to use 2 1 1] 1 2
13| 2| 6| 2|16| 5

Visual
color| 15| 3| 16| 5| 18| 2
complicated 1
crowded 1
design| 11| 4| 11| 3| 6| 2
form| 10| 8| 10| 5| 15| 4

imitation
material | 1| 1| 1
modern| 1

old fashioned 1
technology | 2 1] 5

toy like 1
transperency | 2 3 5
ugly 1

visual appereance 2
42| 19| 43| 17| 49| 10
The numbers indicate how many times the keyword is declared
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