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APPENDIX A 


QUESTIONNAIRE TO MEASURE THE UNDERLYING DIMENSIONS 


FROM VARIOUS EVALUATION CRITERIA CONSUMERS 


CONSIDER WHEN SELECTING A LIPSTICK 
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SECTION A: USAGE PATTERNS 


1. Do you use lipstick? 

Iyes! No 

2. How regularly do you wear lipstick? 

Never 
(don't use 
lipstick) 

Seldom 
(0-2 occasions 
per week) 

Regularly 
(2-4 occasions 
per week) 

Fairly regularly 
(4-6 occasions 
per week) 

Frequently 
(More than 6 occasions 
per week) 
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SECTION B: IMPORTANCE RATING 

When selecting a lipstick, how important would you consider each of the attributes listed 
below? Indicate the importance of each attribute, ranging from extremely important (EI) 
to totally unirnportant (TU), by marking the appropriate alternative with a "x". 
Example: 

Extremely Important (EI) Totally Unimportant (TU) 

Leave lips soft: (EI) •.........•..... X . . . . . . . . . . . . . . . . . . . . . . . . (TU) 


Lipstick Attributes 

Extremely Important (EI) 

Moisturises 

Light texture 

Creamy texture 

Long-lasting wear 

Hypoallergenic 

Not tested 
on animals 

Protects lips 

Nourishes 

Phytospheres 

Smooth 

Innovative formula 

Prevents dryness 

Polished colour 

Perfume-free 

Brand name 

Price 

Colour 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

(EI) 

Vitamin E-enriched (EI) 

Conditioning colour (EI) 

Doesn't run 
or bleed (EI) 

Matt finish (EI) 

Stay on lips (won't 

kiss or rub off) (EI) 

Totally Unimportant (TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 

(TU) 
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SECTION C: PERFORMANCE SCALES 

A: 	 Based on your opinion, how would you rate each of the attributes listed below, 
ranging from excellent to poor, after reading through the advertisement for 
Clarins: 

Excellent (E) Poor (P) 

Moisturises (E) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . (P) 

Light texture (E) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . • (P) 

Creamy texture (E) (P) 

Long-lasting wear (E) (P) 

Hypoallergenic (E) (P) 

Not tested 
on animals (E) (P) 

Protects lips (E) (P) 
Nourishes (E) (P) 

Phytospheres (E) (P) 

Smooth (E) (P) 

Innovative formula (E) (P) 

Prevents dryness (E) (P) 

Polished colour (E) (P) 

Perfume-free (E) (P) 

Brand name (E) (P) 

Price (E) (P) 

Colour (E) (P) 

Vitamin E-enriched (E) (P) 

Conditioning colour (E) (P) 

Doesn't run 
or bleed (E) (P) 
Matt finish (E) (P) 
Stay on lips (won't 
kiss or rub off) (E) (P) 
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B: Based on your opinion, how would you rate each of the attributes listed below, 
ranging from excellent to poor, after reading through the advertisement for Ellen 
Betrix: 

Excellent (E) 

Moisturises (E) 

Light texture (E) 

Creamy texture (E) 

Long-lasting wear (E) 

Hypoallergenic (E) 

Not tested 
on animals (E) 

Protects lips (E) 

Nourishes (E) 

Phytospheres (E) 

Smooth (E) 

Innovative formula (E) 

Prevents dryness (E) 

Polished colour (E) 

Perfume-free (E) 

Brand name (E) 

Price (E) 

Colour (E) 

Vitamin E-enriched (E) 

Conditioning colour (E) 

Doesn't run 
or bleed (E) 

Matt finish (E) 

Stay on lips (won't 
kiss or rub off) (E) 

Poor (P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 
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C: Based on your opinion, how would you rate each of the attributes listed below, 
ranging from excellent to poor, after reading through the advertisement for 
Maybelline: 

Excellent (E) 

Moisturises (E) 

Light texture (E) 

Creamy texture (E) 

Long-lasting wear (E) 

Hypoallergenic (E) 

Not tested 
on animals (E) 

Protects lips (E) 

Nourishes (E) 

Phytospheres (E) 

Smooth (E) 

Innovative formula (E) 

Prevents dryness (E) 

Polished colour (E) 

Perfume-free (E) 

Brand name (E) 

Price (E) 

Colour (E) 

Vitamin E-enriched (E) 

Conditioning colour (E) 

Doesn't run 
or bleed (E) 

Matt finish (E) 

Stay on lips (won't 
kiss or rub off) (E) 

Poor (P) 

(P) 

(P) 

(P) 
(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 

(P) 
(P) 

(P) 

(P) 

(P) 
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APPENDIX B 


THREE DIFFERENT LIPSTICK ADVERTISEMENTS 


PRESENTED TO A SAMPLE 


OF LIPSTICK USERS 


Clarins 


Ellen Betrix 


Maybelline 
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