STAT SHEET A: Consumer Identity
Designer ID: Brands, T-shirts, & the Communication of Identity

Stylés Akira, PhD | Casa La Doniccé, LLC | akira@casal adonicce.com | www.projectdesignerid.com

Table 5: Mean Consumer Status Perceptions with Headshots (Pilot Study)
Consumer Attractive | Intelligence

A (na=43) Original 5.23 4.53 5.05 $83.25
Standard Deviation 1.38 124 97 $34.38
[Bm=46) Modified 4.80 3.89 420 §53.26
Standard Deviation 1.63 112 1.47 $22.87
A (na=43) Original 4.67 4.7 51 72.00
Standard Deviation 1.29 L1 .10 23.9 (7-Point Likert Scale) Table 8.1: Brand Image and C Identity as
B (1= 46) | Modified 4.07 3.8 .52 547.7. Infl of Mean Perceived C Status with T-shirts (Experiment 1) pg. 1
Standard Deviation 1.51 1.05 .28 $24.2! Brand : Consumer TIntell. SES (<) 5K)
Aty | Ceae L i e T(-46) | McQuoen "; Orig. | 476 | 422 | 485 S71.74
B(n:=46) | Modified 4.15 3.7 .15 546, Standard Deviation 1.62 0.92 1.30 $31.45
Standard Deviation .66 L1 1.48 $21. J(n=51) | McQueen ©: Mod. | 4.82 | 4.14 447 §70.10
e i > 4 — — Deviation 123 | 104 1.12 $26.93
De = rigin: 2 A . = (M) « :
= Deviaﬂi : 2 o e S K (o 54‘8) d| A/X ™4 Orig, 5.85 | 471 5.23 $92.71
FEm 46 ] Modfied & ToF 00 & andard Deviation 097 | 1.09 1.17 $30.49
L = L (=50 A/X i Mod. $68.00
Standard Deviation ] 1.16 1.59 $27.83 (u=50) iy £ B B (e
@ d Deviation 1.61 1.29 1.68 $23.71
WAM.&.‘.MM%“, ,\,‘.,.M A (ns=43) Original 70 472 7 71 M (nn=48) [ Adidas:Orig. | 573 | 421 | 492 $73.96
Standard Deviation 23 98 [ 24. Standard Deviation 0.98 0.90 122 $26.78
B (n:=46) [ Modified .70 3.78 . 46 N (n:=50) [ Adidas=;Mod. | 5.14 | 4.36 4.80 $67.50
Standard Deviation 66 121 ; $26.2 Sord Deviation Lot | 106 | 143 2732
— O =53) [ WhiteT":Orig. | 534 | 470 | 4.94 §83.02
Aleodd) | Original 2 e e Standard Deviation 127 [ 105 [ 149 52973
| B(us=46) | Modified 424 3.85 387 | s49.45 | P(n,=48) | WhiteT::Mod. | 5.19 | 4.29 | 4.60 $68.23
Standard Deviation 1.64 1.13 1.46 $24.57 Standard Deviation 1.36 0.90 145 $26.16
(7 PofesLikersSesl) Qng=51) [ Suit": Orig. 541 | 473 | 5.06 $91.67
Standard Deviation 134 | 118 [ 122 $29.86
R (0. =50) | Suit” ; Mod 474 | 424 4.46 $82.50
Standard Deviation 132 | 130 [ 143 $31.24
1 (n = 46) Gueei 9: Orig. | 474 | 428 | 457 $84.24
(-Point Likent Scale)  Table 8.2: Brand Image and C Identity as  * Deviation 1.47 L11 1.29 $34.30
Influences of Mean Perceived Consumer Status with T-shirts (Experiment 1) pg. 2 J(@=51) | Gueci ) Mod. 4.27 3.94 4.29 $63.24
[ Brand : Consumer [ Attr. [ Intell, [ Cool [ SES (5 5K) | Standard Deviation 144 | 117 [ 1.40 $27.55
K(@:=48) | GAP 4 Orig. | 477 | 456 | 433 74.48
1 (ni=46) Burberry ®: Orig. | 4.85 | 426 | 4.89 $67.93 Standard Deviation 134 | 1.05 1.55 23.34
dard Deviation 162 | 093 [ 1.20 $28.70 L(=50) [ GAP™3;Mod. [ 374 | 392 | 3.62 $48.50
J(=51) | Burberry™:Mod. | 4.51 | 424 | 435 $63.24 d Deviation 1.43 1.14 1.59 $16.30
Standard Deviation 1.36 111 1.35 $23.64 M (nm=48) [ Levi's 2 ; Orig. 5.19 442 4.60 $66.67
K (:=48) [ TrucRlgn™.Orig. | 477 | 419 | 452 $66.67 dard Deviation 121 | 082 1.27 $27.93
Standard Deviation 149 | 145 1.58 $27.45 N (n:=50) [ Levi’s ™.; Mod. 4.08 3.92 3.88 $54.00
L@=50) | TrueRel *4:Mod. | 3.92 | 4.10 | 4.18 §51.00 Standard Deviation 141 145 1.69 $25.93
dard Deviation 144 [ 123 | 1.69 $18.18 O(,=53) | White T :Orig. | 466 | 436 | 447 $71.70
M (n,=48) | OldNavy ©; Orig. | 438 | 3.69 | 3.83 $45.83 Sieniad Deviation 136 | 102 | 130 2775
Standard Deviation 1.39 1.06 142 $18.11 P (no=48) | White T_: Mod. 427 3.96 4.02 5521
N(n,=50) [ OldNavy®:Mod. [ 342 | 348 | 3.70 $45.00 Standard Deviation 1.65 | 140 | 1.69 24.17
Standard Deviation 1.47 1.34 1.58 $25.25 Q (ng=51) | Suit": Orig. 4.96 4.94 453 $91.67
O (no=53) [ White T"; Orig. 477 | 4.19 | 4.66 64.15 Deviati 1.39 1.05 1.10 $30.28
Standard Deviation 131 | 121 | 141 33.08 R(n =50) | Suit”_: Mod 438 | 4.18 | 444 $73.50
P (o =48) White T"; Mod. 444 | 394 | 421 55.21 Standard Deviation 143 | 130 | 136 $24.95
Standard Deviation 161 | 1.14 [ 1.60 28.23
Qme=51) | Suit": Orig. 529 | 469 [ 5.02 $84.80
Standard Deviation B SR BT $27.42
R (n-=50) | Suit” ; Mod 4.50 | 430 4.50 $73.00 (7-Point Likent Scale)  Table 8.3: Brand Image and Consumer Identity as  “Inconspicuous
Standard Deviation 1.31 1.30 1.37 $28.05 Infl of Mean Perceived Ce Status with T-shirts (Experiment 1) pg. 3
Brand : Consumer Intell. SES (<) (SK)
1 (o= 46) Balmain %; Orig. | 4.74 | 4.65 | 4.93 $78.80
Standard Deviation 141 | 0.87 1.08 $34.55 1(ni = 46) Versace "/ ; Orig. 4.61 422 | 4.59 $70.65
J(y=51) | Balmain;Mod. | 4.02 | 3.76 | 3.90 §54.90 Deviation 156 | 1.13 [ 1.20 $29.49
d Deviation 141 | 095 1.33 $20.63 J(=51) [ Versace ' ; Mod. 4.14 | 390 [ 4.14 $58.33
K (n:=48) | Ralph D&S i ; Orig. | 5.50 | 4.65 5.00 $80.73 dard Deviation 139 | 1.20 | 1.34 $24.32
Standard Deviation 1.05 1.00 119 $29.73 K (p:=48) | Fr. Con. ™9 Orig. 479 | 444 | 4.44 72.92
L (=50) [RalphD&S%;Mod. [ 4.28 [ 4.10 | 420 $58.50 Standard Deviation 125 | 120 [ 1.29 25.70
Standard Deviation 1.43 1.23 1.53 $23.48 L (.= 50) Fr. Con. ™ ; Mod. 374 378 | 3.78 54.00
M (@, =48) [ Vans “; Orig. 5.04 | 442 | 4.65 $72.40 Standard Deviation 163 | 123 | 157 51.04
Standard Deviation 1.29 1.05 1.42 $25.39 M (= 48) |_U.S. Polo 19 : Orig. 4.83 227 | 427 $67.19
N (n.=50) | Vans . Mod. 412 | 400 | 422 §51.50 Standard Deviation 128 114 112 $2638
dard Deviation 153 | 125 | 149 19.17 - c = 7 z =
S@=59) | WhieT O T L e N (= 5‘_0) |1 L[s) Polot:Mod. [ 4.12 [ 4.00 [ 420 $55.50
R R eviation 167 | 139 [ 1.64 21.00
Deviation 111 [ 108 [ 129 25.46 O@m=53) | WhiteT:0d ol T 7.8
P(no-48) | White T_: Mod. 423 | 410 | 423 50.38 =33 e : - . :
Deviation 165 | 121 | 159 26,11 S i ol ot
— e P (na=48) White T"_; Mod. 4.04 | 400 | 3.88 50.00
Qmg=51) | Suit": Orig. 543 | 510 | 5.06 $98.53 I e
Standard Deviation 124 | 101 | 124 $32.18 Deviation s 1.62 | 113 | 145 2630
R@=50) | Suit: Mod 438 | 442 | 440 $74.00 Q (ne=51) | Suit’: Orig. 459 | 480 | 439 89.71
Standard Deviation 148 | 133 | 129 $24.72 Standard D« 149 | 102 | 120 26.54
R (n-=50) | Suit”: Mod 4.12 | 426 [4.10 $68.00
Standard Deviation 144 | 134 [ 145 $§22.04
[0 (o=53) [ White T": Orig. 4.86 | 453 | 4.65 §74.53
Standard Deviation 132 | 113 [ 133 $30.32
| P(u,=48) | White T': Mod. | 4.43 | 4.06 | 4.19 §57.61
Standard 1.58 | 1.16 | 1.56 $26.19
Q (ng=51) | Suit” ; Orig. 514 | 485 | 4.81 §91.28
ati 132 | 112 | 1.19 $29.26
R (u-=50) | Suit” ; Mod 442 | 428 [ 438 $74.20
Standard Deviation 140 [ 131 [1.38 $26.20
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Table 6.1: Mean Brand Status Perceptions with Logos (Pilot Study: Part 2) pg. 1
Familiar/
i |G o | ut | S|

C(n=49) | McQueen'®) 2.16/0% 4.10 4.67 4.76
Standard Deviation 194 116 097 1.09
D=4D] AX® T91/11% 474 557 6.04
Standard Deviation 1.85 .19 1.17 110
E(n.-48) | Adidas ™ 6.27/54% 04 5.63 527
Standard Deviation 1.01 .18 1.04 1.22
E(n.-48) | Amer Eagle | 5.7735% 33 5.02 5.04
Standard Deviation 145 131 133 138
C@m.=49) | Gucci ™ 5.90/12% 4.86 5.86 6.43
Standard Deviation 096 119 087 071
D@=40)] GAP(® 6.38/64% 411 528 4.68
Standard Deviation 0.90 139 1.06 138
E(n.=48) | Levi's ™ 658/77% 477 6.02 5.08
Standard Deviation 0.58 132 1.00 1.43
D (=47 Marc™ 3.4315% 426 5.00 515
Standard Deviation 231 1.24 118 1.30 Table 6.2: Mean Brand Status Perceptions with Logos (Pilot Study: Part 2) pg. 2
: . I e e
‘Communication of Identity Standard Deviation 2.1 19 L15 1.
Sy & fton By Syt Altra D (nz=47) | True Rlgn (Mid) | 2.6412% 98 423 4.06 -
Standard Deviation 217 33 L13 134 Ci(he=49):|__Balmairi & 161i0% il abid ik
E(n.-48) | OldNavy (Lo) | _633/63% 60 298 3.9 Delisndn s 124 0.69 0.89 1.00
Sl Dt 1% 3 3% % D (= 47) | Ralph D&S ™9 | 4.64/9% 4.34 532 5.47
[C@-#)] Dac T69714% 261 541 561 Standard Deviation 1.55 1.20 L12 1.20
Standard Deviation 2.01 1.04 1.14 1.20 E (ne=48) | Vans (L) 5.06/19% 4.35 4.79 4.10
(7-Point Likert Scale) “Inconspicuously Branded Standard Deviation 2.05 L.12 1.22 1.26
D (o= 47) ARF" 5.87/36% 4.15 4.60 5.00
Standard Deviation 1.38 1.47 1.23 1.35
C(nc=49) | Versace ) 4.96/8% 4.67 5.59 6.10
Standard Deviation 1.83 1.14 1.06 0.96
Table 7.1: Mean Brand Status Perceptions with T-shirts (Pilot Study: Part3)pg.1 D (ns=47) | Fr. Con. M) 2.68/0% 3.96 4.02 4.11
Est. | wrp Standard Deviation 2.10 1.27 1.07 1.31
Group | BrandLogo | 4™ | Inn. | Quil | Stat C(Z" < | Retail E(n.=48) | US.Polo®9 | 5.15/29% 4.44 5.58 5.63
e & | 6v Standard Deviation 1.92 1.03 0.99 LI2
D(mi=47) | Diesel’ 3.49/4% 4.02 4.36 4.11
F (o= 46) | McQueen ™ [ 3.112% o0 Standard D 2.01 L1l 1.15 1.22
Standard Deviation 223 | 1.81 ] 1.70 | 1.77 | $37.88 [ $23.40 Meter | 4.65/20% 4.27 4.88 4.98
G =23 AX™"  [463/16% | 4.65 | 523 | 5.74 | $59.88 [ 83547 | 1o o Standard Deviation 1.83 123 121 1.29
Standard Deviation 1.98 1.00 092 0.98 < 19.01 5.65 o (7-Point Liken Scalc) Inconspicuously Branded
(5. =48) [ Adidas © | 6.27/48% | 4.94 | 563 | 5.13 [s43.75 [S3125] o)
Standard Deviation 084 [ 1.23 | 1.10 | 1.27 [ 51823 [S14.12
g+ | Amer, Eagle” | 154/0% [ 3.58 | 394 | 3.45 [ S39.08 [ S3810] ¢ oo
Standard Deviation 097 | 1.43 | 1.12 | 1.24 | S14.85 | $827 | >
F(3=46) | Guooi®> |589/15%[ 4.89 [ 5.89 [ 635 [S77.75 [ 4125 o\
Standard Deviation 1.10 30 | 0. 0.9: 3.01
Cl-99) _GAP™Y | 64063% 1414 | 516 1440 183719 S3023 | gpe 95 EAE, oo i s cioce B8, L Bl Bl
H(:=48) | Levi's™ | 6.38/67% | 442 | 5.83 | 4.58 | S40.63 | 529.60 Brand | Fam./ - | wre
Standard Deviation 98 [ 135 | 102 | 141 [s25.07 [siz27] >° Gronp | ool || Own o6 || || Quaki| Stk (Cost )} F) dorey SRt
pas | Marc 1:56/0% [ 440 | 423 | 3.97 [S49.00 [S9.53] <o S
Standard Deviation 1.06 | 146 | 1.05 | 1.21 [ 52218 | S10.91 >
F (ne=46) | BamMain | 5 13/09, | 420 | 4.67 | 463 | $59.75 | $32.50
F (nc=46) | Burberry ™ | 1.98/2% | 4.33 | 4.52 | 4.20 | $53.75 | $33.15 — $182
Standard Deviation 163 125 103 [ 131 [ 53290 [s1685] 150 Standard Deviation 1.76 133 | 1.28 [ 145 | $29.57 | S18.91
(G0, 43) [ True Rel. ™ | 3.00/0% | 4.19 | 447 | 440 | 545.93 | 53198 —q3) | RalPh |5 peiaan, | 484 | 5 4 74 | s34
Standard Deviation 200 [ 124 0. 1804 [s2398] % Q0E= 93 | ppgay| HIIAGE) 450 | 591 | 547 | BS1T4 | SMB9 1m0
T (0.~ 48) | Old Navy '~ | 6.33/46% | 4.04 | 4.4 29.69 | $27.60 Standard Deviation 122 1.33 | 1.08 | 1.24 | S15.81 $13.39
Stmdd Deviation 072 | 140 | 144 | L. | s172 | S© H (n; = 48) | Vans © | 4.98/23% | 4.35 | 4.90 | 4.29 | $42.19 | S30.21 53
ua | DEG T6410% | 407 | 4.13 | 3.89 [ 54743 [$3030] o\ Standard Deviation 193 [ 139 1.12 | 134 [ s17.23 | §10.26
Standard Deviation .05 [ 141 1.19 [ 1.25 [S19.00 [ SILI6 gar A&F"_| 1.65/0% |3.50 | 3.85 [3.40 | $3420 | $27.03 |
7 Point Liken Scale) “Teconspicuouly Bianded Standard Deviation 115 | 123 | 1.07 | 123 | 81317 | $6.82
F(nr=46) | Vo2 | 180120 | 4.83 | 4.72 | 433 | ss6.50 | s34.75 5%
Standard Deviation 159 [ 1.27 | 1.20 | 1.30 | $33.10 | $24.99
Ge=43) | TS0 | 253/12% | 3.98 | 447 | 435 | sa419 | s29.07 o
Standard Deviation 188 | 1.10 | 0.74 | 129 | 817.11 | $9.34
H (n = 48) ng“,m 5.19/15% | 4.13 | 510 | 525 | $53.13 | $3281 |
Standard Deviation 167 | 127 ] 1.34 | 1.56 | S1832 | S13.80
s Dicsel” | 1.75/4% | 3.83 | 3.97 [ 372 | sad.12 | s2934 |
Standard Deviation 130 [ 135 1.19 | 133 | S1665 | $10.27 :
Incon.” | 1.65/1% | 3.89 | 3.98 [ 3.69 | 53934 | $23.63 | o\ o
Standard Deviation | 1.13 $17.17
1.65/2% $572 | g0
Deviation 113 127 | 1.26 | 1.37 | $10.95 $4.18
(7-Point Liker: Scale) “Inconspicuously Branded
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Table 9.1: Consumer Identity and Brand Image as

Influences of Mean Perceived Brand Status with T-shirts (Experiment 2 1
A el D]
(=) (<)
S (n,=48) | Orig.;McQueen ™ | 2.67/0% | 4.21 | 431 | 452 | $63.54 | S31.77
Standard Deviati 2.00
¥ tandar e\la_ ion o 20 1.56 1.37 1.35 528.23 $16.90 $310
T(0.=47) [ Mod. : McQueen 2.77/0% | 3.89 | 4.13 [ 421 [ 56596 | $35.64
Standard Deviation 231 181 | 178 | 1.64 | S41.52 | S27.46
U(n.=48) | Orig  AX ™D 4.75/17% | 479 | 5.60 | 5.83 $65.10 $34.90
= _Standard Deviation_ o z,/n [0 112 [iaa | 52459 [ 81609 | g5 4,
(0:=49) | Mod : AXX ™ | 464/11% | 4.34 | 5.00 | 545 | S67.61 | S31.82
Standard Deviation 1.88 127 | 122 | 1.32 | $22.61 | s12.49
W(n:=41) | Orig Adidas | 6.44/44% | 4.80 | 551 | 5.10 | S40.24 | $29.88
S iati 0.81
_Sandard Deviation _ _ 8L 140 105 [128 [ Si666 [ S1003 | o,
X(p<=48) | Mod. : Adidas 6.10/50% | 4.67 | 5.27 | 4.92 | $39.06 | s529.17
Standard Deviation 1.40 1.64 | 147 | 151 | S13.55 | s9.42
Y (0:-49) | Orig . AE 14170% | 3.27 | 3.69 | 3.57 | s4s541 29.59
). Standard Deviation 0.76 141 | 112 [ 110 | SI887 11.03
Communication = A $19.95
unicatios W Z@®:=47) | Mod :AE 1.3810% | 334 | 394 | 3.68 | s44.68 29.26
o Standard Deviation 0.87 163 | 121 | 1.18 | S17.24 | $9.50
S (n, = 48) Orig.; Gueei ™ [5.71/8% | 4.52 | 5.50 | 6.25 | S84.38 | $42.19
— Standard Dc\nan'an. o 1,990 115 1.19 [ 0.79 §28.07 $21.36 $245
(0=47) | Mod. : Gueei S85/11% | 4.45 | 536 | 6.15 | $89.36 | sS44.15
Standard Deviation .10 146 | 124 [ 112 | s4129 | $27.69
U(n,=48) | Orig.;GAP™ | 6.19/46% | 4.08 | 4.79 | 4.38 | S38.54 | 527.60
Standard Deviation .16 141 | 129 | 139 | s13.60 | s7.72
< V(pe=44) | Mod.:GAP™ | 6.50/55% | 3.86 | 4.64 | 4.20 | $39.20 | $29.55 32993
Table 9.2: Consumer Identity and Brand Image as Standard Deviation 0.73 121 | 137 | 136 | SI3.64 | SILI4
Influences of Mean Perceived Brand Status with T-shirts (Experiment 2) pg. 2 W (ne=41) [ Orig.;Levi's™ [ 659/66% | 4.61 | 573 | 478 | S3841 §29.27
— Est) [ wrp Standard Deviation 0.63 143 | 1.00 [ 154 | S1489 | s9.52 sio
Group Consumer ; Brand Own% Inn. | Qual. | Stat. Cost © Retail X (n:=48) | Mod.: Levi’s ™ 6.46/65% | 4.46 | 558 | 4.73 $40.10 $27.60
(<) Standard Deviation 0.80 149 | 129 | 1.62 | $2046 | s7.72
- Y (:-29) | Ong.Marc 1.29/0% | 3.92 | 3.84 | 3.92 | $35.61 30.61
S (n = 48) Orig, ; Burberry ™ 2.31/6% | 4.06 | 446 | 4.25 60.42 | $36.98 Standard Deviation 0.58 151 | 114 [ 115 | $25.65 12.77
Standard Deviation 2 1.86 146 | 134 1.39 28.64 | $22.47 s150 Z(@:=47) | Mod. : Marc 1.19/0% | 3.62 | 351 | 3.60 | S51.06 29.79 78
T(=47) | Mod. :Burberry ™ 1.872% | 3.23 | 4.09 | 3.57 | $55.85 | $31.91 Standard Deviation 0.54 129 | 123 [ 119 | s20.16 | s1238
Standard Deviation 1.50 1.42 1.19 1.35 32.64 16.24 (7-Point Likert Scale) “Inconspicuously Branded
U (n,=48) | Orig.; True Rel. "8 221/0% | 4.10 | 425 | 3.75 | $44.27 | s28.13
Standard Deviation 171 152 ] 128 | 1.69 [51650 | 5982 | (o
V (0x- 44) | Mod. : True Rel. & 3302% | 427 | 430 | 441 50.00 | $32.39
Standard Deviation 2.18 121 | 123 | 147 | 52157 | $12.74
W (Ds=41) | Orig.;OldNavy ™ | 6.44/51% | 3.85 | 437 | 3.54 | $30.49 | $26.22
Standard Deviation 95 144 | 155 | 1.53 1187 | $781 | o0
X (nc=48) [ Mod. : Old Navy ™ 6.08/46% | 3.65 | 4.21 3.06 29.69 [ $27.60
Standard Deviation .18 147 | 169 | 152 | $9.86 | $7.7
Y (0:-49) | Orig; D&G" 133/0% [ 339 | 394 | 3.82 | $53.57 | $30.61
Standard Deviation 0.66 140 | 105 [ 111 [521.65 [51277 | )¢
Z(0:=47) | Mod. : D&G 13472% | 330 | 383 | 3.60 | $50.00 | $30.85
Standard Deviation 0.70 144 | 124 | 123 | 521.49 | 512.99

Table 9.3: Consumer Identity and Brand Image as

% $56.77 | $32.81

Standard Deviation 1.05 118 | 127 121 | $25.65 | $12.80 Infl of Mean Perceived Brand Status with T-shirts (Experiment 2) pg. 3
T(:=47) | Mod : Balmain ™ T68/0% | 3.45 | 385 | 400 | 56480 | 53004 °'% FamJ Est. | wrp
Standard Deviation 132 149 | 133 | 1.55 | $35.61 | 524.69 Group Consumer;Brand | o C | Inn. | Qual | Stat. | Cost | " | Retail
U (0. = 48) [ Orig.; Ralph D&S ™9 | 533/40% | 4.38 | 5.29 5.42 $49.48 | $29.69 <)
Standard Deviation 1.98 1.44 1.17 1.30 2030 | $9.86 540 -
V (0:- 44) | Mod.: Ralph D&S ™ | 568/32% | 4.41 | 5.1 5.23 55.68 | $33.52 S (n; = 48) Orig,; Versace ™ [ 1.73/2% | 427 | 429 [ 4.19 | $58.85 | $36.46
Standard Deviation 1.70 144 | 124 | 149 |s21.47 [ 51520 Standand Deviation 122 | 123 | 107 | 1.04 | 52030 | $17.07 [ )¢
W (0s-41) | Orig,; VANS @ 5.49/37% | 4.83 | 527 | 451 | 342.07 | $34.76 T@=47) | Mod.: Versace ™ | 1.66/0% | 3.51 | 3.96 | 3.77 | $56.38 | $33.51
Standard Deviation 1.82 1.60 | 1.34 1.36 21.97 | $21.56 Standard Deviation 131 1.53 | 1.20 | 1.34 | $27.32 | $24.05
X@=35) | Mod . VANS ™ 57955% | 475 | 513 | 427 | sd010 | s2865]| 22 U(n,=48) | Orig.i Fr. Con. "™ | 2.04/0% | 3.69 | 4.21 | 3.98 | 544.79 | $27.60
Standard Deviation T52 Tas | 125 | 150 [s1a35 [ si1s2 Standard Deviation 143 [ 122 [ 103 | L4l [517.07 | §772 | o,
Y@= | Otig: AGF T5572% [ 308 | 359 | 327 |s4592 | 529.08 V(n=44) | Mod.: Fr. Con. "™ | 2.84/5% | 3.77 | 4.36 | 4.07 | 547.73 | 527.84
Standard Deviation 1.16 130 | 127 127 20.63 10.64 Standard Deviation 221 140 | 104 | 142 17.73 | $8.03
Z@=4) | Mod . ARF" T190% | 338 | 387 | 349 |saz0z | 52766 2% W(n.-41) | Orig.:US Polo | 4.95/12% | 4.05 | 4.80 | 4.83 | $51.83 | $32.32
Stndprd Deviation 054 T21 [ 090 | 112 | s1657 | 57.79 Standard Deviation 219 | 140 | 147 | 1.60 | 52046 | SIL52 | o
(7-Point Liker Scale) “Inconspicucusly Branded X (:=48) | Mod : U.S. Polo "0 | 4.52/15% | 4.00 | 4.69 | 4.73 | $48.44 | s31.25
Standard Deviation 195 | 117 | 1.43 | 1.57 | s17.42 | s13.15
Y (249 | Orig. Diesel 1.492% | 3.27 | 371 | 3.59 | $49.49 | $29.08
Standard Deviation 102 | 124 | 108 | 114 |'S20.08 | SI064 | (oo
Z(:-47) | _ Mod.: Diesel 1.62/0% | 3.02 | 3.79 | 3.47 | $45.74 | $29.26 '
Standard Deviation 133 | 141 [ 125 | 128 [ 81675 | S10.83
Y (1, =49 | Oug;Incon. 1.41/1% | 3.39 | 3.75 | 3.63 | $50.00 | 529.79
Standard Deviation 0.84 37 | 113 | 115 [ S2038 [ S1157 | oo o
Z(u:=47) | Mod.:Incon,. | 1.34/0% | 3.33 | 3.79 | 3.57 | $46.70 | 529.36 :
Standard Deviation 0.30 40 | 117 | 1.20 | 518.44 | $10.70
(7-Point Likert Scale) Inconspicuously Branded
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