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Abstract
In this Master-thesis, the hypothesis that priming someone with a specific stereotype leads to complex overt behaviour which is in line with the activated stereotype, has been tested and confirmed. The experiment has been conducted in a marketing setting, with the aim to find evidence for the effects of stereotype priming and the implications it holds for consumer behavior theories, marketing and marketing research. Marketing campaigns have the objective to be as effective and efficient as possible. In order to convince a customer to buy a product, it should be distinguishable from the one the competition is offering. Companies spend a large amount of money on market research every year, in which they evaluate how future customers respond to certain products so they can develop their products according to that. The present study serves as a demonstration of how the effects of stereotyped priming, which have not been earlier investigated in a marketing context, can significantly influence the outcome of such market research. If there is evidence that implicitly priming subjects with a stereotype can indeed influence behavior and opinions, this holds implications for the development of products, marketing research and consumer behavior theory. In order to test the hypothesis, participants participated in two experimental tasks; a priming procedure in which participants were asked to correct grammar in 12 sentences, followed by a simulation of a market research on a computer game and a coffee brand. Results showed that the hypothesis that participants primed with a stereotype behave in line with the stereotypes can be confirmed. Subjects primed with the stereotype workaholic, significantly more often choose the coffee set-up first, significantly more often answered ‘yes’, when asked whether they are ‘coffee drinkers’, in addition they showed higher appreciation on certain aspects of the coffee machine, and more strikingly, they also drank more coffee. Also, participants primed with the stereotype nerd significantly more often choose the computer game set-up first and scored more points during the computer game. 
In sum,  the experiment revealed that priming subjects with a specific stereotype produces aspects of behavior that are in line with the stereotype, and in addition that these induced changes had a significant impact on the results of the market research. The results are explained in line with the theory that perception has a direct and pervasive impact on overt behaviour (cf. J.A. Bargh, M. Chen & L. Burrows, 1996). Implications for marketing and future research are provided. 
Key words: stereotype priming, marketing research, trait activation, perception-behaviour link. 
Introduction
Many people play chalkboard games, especially in winter. One favourable, well known and established game is Trivial Pursuit. There are a lot of different editions, from the family edition to the celebrity edition and the game is played by different target groups, from children to elderly. Most people think you have to be intelligent to win a game of trivial pursuit although Dijksterhuis and Van Knippenberg (1998) showed and proved that you do not have to be more intelligent than others to win this game. In their study, they primed participants either with the stereotype professor or with the stereotype secretary or not at all. Later, in a second unrelated task, participants completed a list containing 42 questions of general knowledge. Results revealed that participants primed with the stereotype  professor answered more questions correctly compared to both participants who had been primed with the stereotype secretary and participants who were not primed at all. 

The notion that behaviour is under direct perceptual control is of importance for understanding human behaviour. The activation of a trait may activate a number of behavioural representations characteristic of the trait involved (e.g. looking angry, speaking with an offensive tone of voice). We investigate whether the activation of a stereotype leads to a broad set of behavioural tendencies in line with these stereotypes. An explanation of this behaviour might be that by priming a person with a particular stereotype, this person –automatically- starts to act like the stereotype. That is, the activation of the thought of a workaholic leads to the tendency to behave similarly. Recent research showed that this is indeed possible. The mere perception of a person or a group of persons triggers a mechanism producing the tendency to behave corresponding the observed behaviour. In a series of studies, Bargh, Cheng, and Burrows (1996) demonstrated such automaticity and unintentional effects of perception on social behaviour. It was established that priming someone with a trait (e.g., rudeness) or a stereotype (e.g., elderly, African American) indeed leads to behaviour in line with the activated construct (see also Carver, Ganellen, Froming, & Chambers, 1983; Neuburg, 1988). Another example, priming participants with the stereotype of hooligan made participants react more aggressively than participants who were not primed (Dijksterhuis & Van Knippenberg 1998).
The perception-behaviour link
The most important function of perception seems to be that perception helps with understanding the world and observe what happens around us. Perception is necessary to understand the environment. Humans are affected by what they are seeing around them. Further, perception often affects overt behaviour directly and automatically. We often simply do what we see (Dijsterhuis & Bargh, 2001). However, this is not always the case. For example, if one sees an aggressive act this does not mean that they behave directly aggressive as well. Then there is a sort of control that is able to block this behaviour. 
Dijksterhuis (2005) explained the perception-behaviour links from simple movements to more complex behavioural patterns. The author made a distinction between the ‘low road’ to imitation and the more complex ‘high road’ to imitation. The low road refers to mimicry of relative simply, observable behaviour. For instance, people mimic expressions and speech related variables (Dijksterhuis & Bargh, 2001). The high road refers to imitative effects such as stereotypes and traits. People do not only observe and mimic, but go beyond the information; people see more than only the behaviour they observe. In the following section the ‘low road’ –as defined by Dijksterhuis- will be explained and some examples of imitation of people or simple behaviour will be given. Gradually, the ‘high road’ will be explained and it will be shown that not only imitating reflects behaviour but also the activation or priming of a given stereotype will provoke the behaviour in line with the stereotype. Priming with a stereotype starts with the activation of a trait, but will end in a complete other way of thinking. 
Before the link between stereotype and priming will be explained, the perception behaviour link has to be explained in detail first. Eventually, stereotyped priming can lead to overt behaviour. Priming refers to the incidental activation of knowledge structures, such as trait concepts and stereotypes, by the current situational context (Bargh, Chen & Burrows, 1996). Meeting someone instantly creates several categorizations. People for example infer personality traits from behaviour spontaneously (Winter & Uleman, 1984) or activate stereotypes automatically (Devine, 1989). In sum, it is not immoderate that social interaction usually involves the activation of trait constructs and stereotypes. Lots of studies have shown that the activation of a stereotype and associated traits, related or unrelated, deliberately or automatically influence the measured attitude and knowledge task. 

‘Low road’

According to William James it is likely that the more one thinks about doing something, the more likely it is that one automatically performs the action. Paus, Petrides, Evans and Meyer (1993) found that thinking about a word or gesture leads to the same activation in the anterior cingulate cortex as making the gesture or using the word. The key mediator of perceptual- behaviourial effects is the activation of the mental representation of the behaviour, and this can occur trough perceiving that behaviour as well as thinking about it actively (Dijksterhuis & Bargh, 2001). Provine (1986) studied this behaviour to facial expressions with yawning. Participants had to look at a videotape for 5 minutes watching people yawn. The results showed that 55% of the participants started yawning as well. A control group of participants watched a video with smiling people and only 21% started smiling. This means, yawning is more contagious than smiling because of the (more clear) face expression. Not only seeing yawning make a person yawn, but also reading about it can activate yawning. Provine (1986) also conducted a study where people were not viewing yawning people, instead participants had to read about yawning. As expected,  people yawned much more than the control group who did not read about yawning. This is an important result, since in this experiment participants will not act or imitate someone but the behaviour link has to become activated by activating the stereotype by reading. Participants must think actively about the primed stereotype. 
Another distinct property of the automaticity of the ideomotor-action effect (–merely thinking about a behaviour makes it more likely to occur, even if it is unintended- has been demonstrated by Wegner and his colleagues) is that sometimes a person looses the control over their thoughts and behaves in an automatic and unwanted state. An example; Try now not to think of a pink elephant. And is it working? Not to think of the pink elephant? With the emphasis of not thinking? If someone does not want to think about something, one will think about it instead. The irony of this effect is that trying to stop thinking of the pink animal is actually greater than if you do not try to stop thinking about the elephant. Stopping the response to think about the pink elephant takes more effort and is less stronger in the mind than not pay attention of thinking about the elephant.

Besides seeing, observing and performing, hearing will also inevitably and automatically activate traits. For example, Rosa bought flowers for her friend when she visits him in the hospital, immediately and spontaneously the trait of friendly will be activated, even if someone does not know Rosa at all. (Higgens, 1989; Heggins & Bargh, 1987). 

Furthermore, observing things, whereby traits will be activated, go beyond the information presented in the environment. A person goes trough activation of social stereotypes based on easily indentifying features or properties of social groups (Brewer, 1988). Stereotypes are closely related collections of trait concepts, descriptive for the social group. Seeing someone and observing characteristics activates some traits in the mind and places the specific person in a specific group.  Besides that, the associated stereotype of that group can be activated as well (Bargh, 1999, Devine, 1989). An example is the famous experiment of Carver, Ganellen, Froming and Chambers (1983). In that experiment, participants were primed with words of the concept of hostility, while the control group was not primed at all. After the priming procedure the participant was placed in the role of a teacher and they had to punish other participants. This experiment was based on the classis experiment of Milgram (1963); participants had to administer electrical shocks to other participants, when they gave an incorrect answer to the question. The participants in the role of teacher were free to choose the intensity of the shock. The results showed that participants primed with the role of teacher and hostility, administered a more intense shock than the control group did.  

‘High road’

According to Dijksterhuis’, the ‘high road’ could go beyond the imitating behaviour. The activation or priming of a given social stereotype will provoke the behaviour in line with the social stereotype. The concept of a previous trait becomes activated in the perception and provokes related behaviour. This also applies for the social stereotypes. For example, by meeting an older person, the category of elderly becomes activated and provokes a trait like ‘slow’. Someone does not only think of ´slow´, but also behaves more slowly. 
Bargh, Mark, Chen and Burrows (Exp, 2 1996) studied also the behavioural effects of activating the elderly stereotype. Participants were primed with a scrambled sentence language test; half of the participants were primed with the stereotype of the elderly (e.g., lonely, bingo, forgetful) and the other half of participants served as a control group and were not primed. After the priming procedure, participants were debriefed. Participants left the room and a confederate of the experimenter was sitting on a chair nearby the office of the experimenter and recorded the walking speed of the participants. The main hypothesis was that participants who were primed with the stereotype of the elderly would walk more slowly than participants who were not primed. The results of this experiment confirmed this hypothesis. Participants in the elderly priming condition had a slower walking speed compared to participants in the neutral priming condition. 
Not only walking speed was measured with the stereotype elderly, but also reaction time (Dijksterhuis, Spears & Lépinasse, 2000). In this experiments, participants  first had to form an impression of older individuals by looking at photographs. The second (unrelated) task was a lexical decision task where participants had to decide as fast as possible whether the presented word exists (home, book) or not (lih, mee). In line with the other results, participants primed with the stereotype of the elderly reacted more slowly than the control group. Aarts and Dijksterhuis (2002) performed the same experiment with photographs of animals. They used animals related with speed (antilope) and animals with other characteristics (turtle) and again the priming procedure seemed successful. Participants primed with animals characterised with speed were faster compared to participants  primed with animals with normal speed characteristics. It can be concluded that not only human stereotypes can influence behaviour but also animals can activate different traits.
Bargh, Chen and Burrows (1996, Exp 1) studied the effect of interrupting in stereotyped priming, participants were primed with rude versus polite. Three versions of the scrambled sentence task were constructed. During a scrambled sentence task participants have to construct grammatically correct sentences out of a random ordering of words. One sentence was intended to prime the construct rude (e.g., aggressively, rude) another to construct politeness (e.g., respect, polite), and a third was intended to prime neither rudeness or politeness. The experimenter left the room after given the participant general instructions about the scrambled-sentence test. The experimenter told the participants that when they finished the test, they should go to the experimenter in another office. The experimenter and confederate were waiting in the other office, but continued their conversation, so the participant had to wait. The confederate measured (not visible) the time the participant waited until interrupting the conversation between the experimenter and confederate. The hypothesis was that participants in the rude prime condition would interrupt more quickly than participants primed  in  the neutral condition.  Further, it was hypothesized that participants primed with polite would wait longer before interrupting than the neutrally primed subjects. Again, the results confirmed the hypothesis. Participants who were primed with rudeness interrupted in 63% of the cases. Participants primed with politeness and the participants in the control group interrupted  in 17% and 38% of the cases respectively. Again,  people behaved according activated stereotypes and traits. It can be concluded that trait activation is a naturally and automatic process that takes place daily in every social perception.

Thus, activating trait inferences, as shown in previous examples, can change peoples behaviour. In the following section, the activation of more traits, or more specific, the activation of a specific stereotype will be discussed. 

Behaving like a manipulated stereotype can change our behaviour and can make us more knowledgeable, at least for a certain timespan. Dijksterhuis and Van Knippenburg studied how someone can increase the performance in a game of Trivial Pursuit. Participants were divided in two groups and had to fulfil two different unrelated tasks.  Both groups had to list and write down typical behaviours, lifestyles and related attributes of two professions (stereotypes);  professor and secretary (control group). Participants were told that this task was for further research. After they completed the priming procedure, participants had to answer 42 multiple choice questions taken from the game Trivial Pursuit. They used questions like ‘Who painted La Gunernica?’ (a. Dali, b. Miro, c. Picasso, d. Velasquez). The hypothesis was that the professor primed stereotypes would perform better on the Trivial Pursuit questions compared to the control group (secretaries). Also here, the results showed a difference between the two priming conditions. The participants primed with professor gained a better score compared to the participants primed with secretary. Besides the number of questions, the amount of time participants took for the questions was registered as well. The stereotype secretary, which is related to speed, performed better compared to the stereotype professor. This was also in line with the hypothesis. Last objective of the study was to see whether there was also an influence of priming time (short versus long). Results revealed that participants primed with a longer duration outperformed participants primed for a shorter period as well as the control group.
Perception of distances
A lot of research about the stereotype elderly has been conducted. The activated stereotype can also influence, besides walking speed and reaction time, estimation capacity and sport performances. For example, priming younger people with the stereotype elderly (e.g., bingo, retired) can make people walk more slowly than the control group. Besides the physical aspects, participants primed with the stereotype elderly can also change their notion in the perception of distances and altitudes. Chambon (2009) studied that hills appear steeper for people who are less healthy and older compared to younger and healthy people. Implicit priming of the stereotype elderly produces a change in perception: elderly primed participants judged pathways and a hill steeper than the control group did. The physical environment can be modified by priming with the stereotype elderly as well. Primed participants judged distances significantly larger than non primed participants. 

Hills also appear steeper in the perception of people who are tired or carrying a heavy backpack. Also estimating distances will influence the perception of these persons (Bhalla & Proffitt, 1999; Proffitt, Bhalla, Grossweiler & Midgett, 1995; Proffitt, Creem & Zosh 2001; Proffitt, Steffanucci, Banton, & Epstein 2003).  Recently, sport performances of students who had to shoot a heavy ball decreased after repeated exposure to the label ‘elderly people’ and increased by exposure to the label ‘basketball player’. (Follenfant, Légal, Marie Dit Dinard, & Meyer, 2005). These effects occur automatically without control or awareness of the activation of the stereotype. This result also confirms that participants primed with a stereotype in an extensive way, conduct the appropriate stereotype. 
Advertising
The goal of advertising is to influence people’s behavior. This can be established by convincing people to change their attitude or personal behaviour. There are different approaches to change an attitude. These approaches can be emphasized in two distinct routes (Petty & Cacioppo, 1981). The first one is called the central route, which views a change of attitude as a result of a diligent consideration of information that is central to what people feel are the true merits of the advocacy. The central route emphasizes the factors comprehension, learning, and retention of issue relevant information (Eagly, 1974). Several theoretical approaches to persuasion are developed that emphasize more on the second, peripheral route, to attitude change. Attitudes change because the attitude object has been associated with either positive or negative cues or the person uses a simple decision rule to evaluate a communication.
People deal differently with the communicated messages. A person must have the motivation to think about the message and have the ability to think about the issue relevant information. If a consumer has the ability to think about the issue- relevant thought and is motivated as well, the consumer is highly involved and will follow the central route of persuasion. On the contrary, if the consumer has not the ability or motivation to engage in an issue- relevant thought, the consumer shows low involvement and will follow the peripheral route (Petty & Cacioppo, 1983). The challenge for advertising companies is to raise the ability and motivation and involve the consumer more in their product message. The final goal is that the consumer follows the central route.
There are several ways to raise the attention for advertising. The use of humor, sex, fear, music and endorsers might help to increase the ability and motivation and change consumers’ involvement from low to high. An example of endorsers who link their face and name to a brand are David Backham to Armani, Jan Smit to C&A and Femke Heemskerk to Kinder Bueno. However, a lot of research has been conducted to study the effect of these instruments and results reveal that not every link is raising persuasion of the message. For example, the ‘match-up hypothesis’ suggests that endorsers are more effective when there is a ‘fit’ between the endorser and the endorsed product (e.g., Kamins 1990). Furthermore, the study of Till and Busler (2000) shows similar results; purchase intent, brand attitude and brand beliefs are only successful and credible when there is a fit between the endorser and product. There also seems to be an indication for a general ‘attractiveness effect’ on brand attitude and purchase intent for a beautiful endorser related to a beauty product. For instance, Carolien de Bruin (Dutch soap actress) for Garnier shampoo; the attractiveness of the hair of Carolien may actually serve as a testimony for the quality of the Garnier shampoo because the hair relates to the quality of the product (Petty & Cacioppo, 1986). Till and Busler (2000) also found a ‘match-up’ effect for promoting energy products, an athlete seems more effective than an endorser. Athletes are stereotyped as being ambitious in sport, they want the best performance and are experts in sport attributes and food. Promoting an energy bar seems credible and increases brand attitude when promoted by athletes. 
Furthermore, an endorser linked to different products and brands might confuse consumers and will therefore not reach the desirable objective. An example is Tiger Woods. This famous golf player is linked to several brands like TAG Heuer watches, Gillette shaving gel, American Express Credit Cards, Nike and Caddy shack golf attributes. Because of the variety of brands the endorser is linked to, it will be difficult for people to remember the different brands. Producers have to be aware of this before choosing an endorser for their product. 
In conclusion, a (stereotype) beautiful endorser may be linked with a beauty related product which has an impact on brand attitude, purchase intent and brand belief as described earlier with the examples of David Beckham to Armani and Carolien de Bruin to Garnier. If a product is more functionally related, like an energy bar for sport, an expert in the field seems best to promote the product. An example is Robbert Haasse (tennis) for promoting the energy drink AA. Although, producers have to be aware of overwhelming consumers with endorsers who linked their selves to different brands. Related to the theory of stereotyped priming it may be concluded that the activation of the stereotype beautiful endorsers activates traits and feelings in consumers in which they indentify their selves positively with the endorser and the product. This impact makes consumers more (high) involved and raises the purchase intent. 
A similar concept is the use of humor as an instrument in advertising messages. Fundamental in the practice of humor in advertising is the belief that humor helps to influence audience responses to the advertised product favorable for the advertiser (see Burnett, Fisk, & Lunsford 1987; Weinberger & Campbell 1991). Several advertisements contain humor, but does humor lead to the desired purchase? Zhang & Zinkhan (2006) revealed that products that are not intrinsically humorous and in which consumers are highly involved, the purchase intention will not rise by using humor. People already motivated to buy the product will not be influenced when humor is added to the advertisement. For low involvement products like detergent or garbage bags, adding humor is more effective in influencing attitude towards the advertisement and brand. Low involvement participants become motivated by adding humor to the advertisement of the brand and can switch from low involvement, following the peripheral route, to high involvement, following the central route. Consumers become highly involved and automatically loyal to your product. Adding humor in advertisements of low involvement products might help to result in a final profitable output. An example is ‘Centraal Beheer Achmea’, a Dutch insurance company situated in Apeldoorn which solves insurance problems. In all of their television commercials, a humorous situation is presented in which people get into trouble. Every commercial ends with the slogan ‘Even Apeldoorn bellen’ (just call Apeldoorn). Thus, people associate humor with  the insurance company. In most cases, consumers show low or moderate involvement with insurance companies. However, if consumers have to choose an insurance company they might remember the funny commercials and therefore they might choose Centraal Beheer Achmea as their insurance company.  
It is very important for advertisement designers to have knowledge about the audience where the advertisement is designed for, the target group. Using stereotypes in advertisements can make it more recognizable for consumers because they can indentify themselves with the product or brand. Also, the use of endorsers or humor can make advertisements more successful, as long there is a fit with the product. On the other hand, producers can also use incorrect stereotypes in their advertisements which can result in an opposite effect. An example is the commercial about the cleaning product ‘Muscle’. In this commercial, a little, pitiful, unattractive man has to clean a very filthy kitchen. During the commercial, the little man must convince the consumer of the powerful effect of the cleaning product. One may consider if the little, pitiful unattractive man reaches the specific target group. Mostly housewives buy cleaning products and generally not a little unattractive man. However, housewives will not identify themselves with the represented stereotype. Therefore, this commercial might not convince consumers of the powerful cleaning effect of the product. Instead of the powerful associations, consumers can be more aware of the little, pitiful, unattractive man than looking at the powerful cleaning product. The little man evokes more negative sloth associations than the persuasion of the cleaning product. Besides negative associations, stereotypes or endorsers can also transform their stereotype from positive to negative. Recently, the famous Dutch ‘Lord of the rings’ Yuri van Gelder was on the news because of cocaine use. Before this cocaine scandal, Yuri was a well known ambitious gymnast and represented brands like Lotto and Quick. After the disclosure of his cocaine use, the image and stereotype of the gymnast changed in a deceitful and inadequate one. Eventually, this will lead to immediately stoppage of sponsoring and the use of Yuri for promotion campaigns. Thus, using stereotypes might be successful and persuasive although not in every way.
Priming procedure

With semantic priming procedures people respond faster to a target if it is closely linked in space and time with a semantically related word ( e.g., teacher- student) than when it is linked with a semantic unrelated word ( e.g., teacher- stone; Meyer & Schvaneveldt, 1971; Neely, 1977; Postner & Snyder, 1975; Schvaneveldt & Meyer, 1973). The closer words are semantically linked, the faster the reaction time and the greater the strength of associations between the prime and target (Neely, 1991). Neely (1977) also found that in short presentation intervals, perceivers who did not want to respond faster (consciously) on semantically related traits,  did respond faster subconsciously. Moreover, Banaji and Hardin (1993) found that the previous described effect precedes also for stereotypes. Words associated with the same stereotype will rise more quickly than unrelated words. Stereotype professions or gender-typed occupations and roles will be connected more quickly by recognition (e.g., nurse-she and engineer –he). Blair and Banji conducted the same experiment again with gender and (counter) stereotypes. They confirmed that gender and (counter) stereotypes may be activated and influence responses under established conditions and reveal an automatic process (e.g., jane-gentle and john-strong). 

In order to prime participants in an effective way, semantic related prime words should be chosen in the sentences. Participants will connect the words in the sentences quickly (workaholic -busy -pressure) and the correct trait will be activated successfully. However, the prime procedure of the control group should be non-semantic so stereotype traits will not be activated.
Furthermore, besides semantic related priming procedures there is also a relation between the magnitude of the prime and the magnitude of the behavioural effect. Based on the literature about the effects between priming and social judgements , it may be concluded that the more intense the instigating perception, the more intense the resulting behaviour (Higgings, Bargh & Lombardi, 1985; Scrull & Wyer, 1979, 1980). More concrete, consider that these predictions hold for the effects of priming on behaviour, it may be argued that one primed with the stereotype elderly (cf. Bargh, Chen, & Burrows, 1996) walk more slow than people primed with the stereotype of economist or Carl Lewis. And priming someone for 15 minutes instead of 1 minute might be more effective as well. 
Most studies where participants were primed, for example with the scrambled sentence task, people were primed about 5 minutes. With our prime sentence people will read the 12 sentences very carefully, so most people will finish the prime-sentence task also within 5 minutes. 
For the priming procedure in the present experiment, two stereotypes were used as prime that have not been investigated earlier to our knowledge. Dijksterhuis, Knippenberg and Scheepers (1998) have studied the difference between the activation of a stereotype (professor) and the activation of exemplar (like Einstein). With the stereotype activation like the professor, the trait of intelligence will be incited and people will perform better in general knowledge questions. However, people primed with the stereotype of an intelligent person, like Albert Einstein, will perform worse on a general knowledge task, because individuals do intentionally compare themselves with others (Festinger, 1954; Wood, 1989). Subconsciously, people think they are more stupid if they compare themselves with a person like Albert Einstein and therefore they perform worse in a general knowledge task compared to people primed with the stereotype of professor. However, this priming sentence does not work in a general knowledge task where intelligence is not a key issue. 
For the present experiment we will use the stereotypes ‘workaholic’ and ‘nerd’. The two stereotypes used in this experiment are not specifically related to the participants (students). This is very important because priming in a category or stereotype where a participant is related to, does not give an expected effect. For example, priming male and female participants before performing a calculus task, deteriorated in the same extent after activation of the female stereotype. There is no difference in stereotype- activation for group members in comparison with non group members (Dijksterhuis & Corneille, 2000). In short, priming participants with a stereotype they are related with or in (like elderly prime with the stereotype of elderly) does not gave any effect. Participants primed with the female stereotype will not perform worse if they are a female themselves but completed the task just as well as their male students.
The priming effect is a subconscious process that is for most part involuntary. The priming effect basically consists of repetition, priming and semantic priming. The priming effect works trough activation of associations in our memory. Further, priming occurs when a person responds faster or better to an item, when it is preceded by a similar item. There are several priming procedures used in previous research, priming people is mostly performed with a scrambled sentence task, which is a test of language ability. In that case, participants have to read words and decide whether the word is a grammatically correct word or not (e.g. Bargh at all, (1996); Hess, Hinshon & Stathamm, (2004). Another attentive priming method is subliminal priming where words appear on a computer screen. Participants can not observe these words consciously. After showing one word (or none) participants were asked to indicate if a word appeared or not. (e.g. Dijksterhuis & Aarts, (2003).
In present experiment, activation of stereotypes will be performed with semantic priming and it will be conducted in relation to the high road (stereotype activation). People do not only see and reflect an expression but they will finally after priming with a stereotype, behave in the social category membership with this activated stereotype (Dijksterhuis & Van Knippenberg, 1996).
The aim of this thesis is to test the theory of stereotyped priming. Therefore an experimental setting was constructed in which it was tested if stereotyped priming really works and if stereotyped priming influenced our opinion and our behaviour. In this case, manipulation was used in order to activate these perceptual representations. Perception and action have shared representational systems, an idea that has been postulated by several other researchers (e.g. Bandura, 1977).

The experiment has been conducted in a marketing setting. The intention was to find evidence for the effect of priming and the implication it holds for marketing purposes. Companies spend millions of dollars on market research. Marketing campaigns have the goal to be effective and efficient and convince the customer to buy their product. Stereotype priming might help to influence consumers to choose specific products. If there is evidence that unaware stereotyped priming can indeed influence ones opinion, this might help a marketer to design a good promotion campaign. Thus, is the impact of stereotype priming of such importance that the marketing world should be aware of the consequences? It is hypothesized that the activation of stereotypes indeed has a significant influence on the outcome of a simulated market research.
Method
Experiment
In the experiment, a group of participants were primed with the stereotype workaholic, of witch busy, drive to success, over-hours-work, and a lot of coffee are central features. The other group were primed with the stereotype nerd or geek, which is related to awkward closing, socially withdrawn, and spending a lot of time with computers the last group was given a neutral prime, the so called control group. We hypothesized that priming participants (unknown) with a stereotype would raise their appreciation of a related object.
For the first group, primed with the stereotype of workaholic, we hypothesized these primed participants to raise their appreciation on the appraisal of the coffee machine. This is in line with the attributes because we think that workaholics are more associated with coffee machines, they have a busy life and have to score and feel pressure all day. We compare the results with two conditions, one with participants who were primed with nerd, a stereotype that is unrelated to busy and work and the control group, with a neutral prime. We see the stereotype nerd as a person who is less social, awkward and not fashionable. Primed with the stereotype of nerd, we hypothesized these participants to have an higher appreciation on the appraisal of the computer game and less appreciate the coffee.
The prime procedure consisted of a task seemingly unrelated to the rest of the experiment (cf. Bargh & Pietromonaco, 1982; Dijksterhuis & van Knippenberg, 1996, 1997; Higgins, Rholes & Jones, 1977; Macrae et al., 1994). The participants are not aware of the prime. Participants were told that they would participate in two unrelated pilot studies. For the first, participants were asked to perform a sentence task for a friend of the experimenter. It was told this exercise was not related to the main experiment. The second study was the main experiment, the market research, what was told to the participants. The critical importance for our test of subconscious effects of stereotype activation on behaviour is the fact that the participants should be unaware of the link between the priming manipulation and the task on witch the resulting effect is measured.  In our experiment, participants should not have been aware of the fact that the prime may have influenced their performance.
The prime task consisted of 12 sentences with 6 prime sentences, related to the prime of stereotype workaholic (busy, late work, pressure) and the prime related to the stereotype of nerd (less social, awkward, optical device). The other 6 sentences are neutral with no related subject (relax, grass, lamp).  Appendix A shows the three different priming sentences versions.
Method
Participants and design One hundred-one undergraduate students of Rotterdam School of Management and Erasmus University, 77 men and 24 women (age ± SD),  participated in the experiment. The participants were randomly assigned to one of three experimental conditions: a workaholic prime condition, a nerd prime condition or a no-prime (control) condition.
Procedure and materials. Participants were told that they would participate in two unrelated pilot studies. After the participants came into the laboratory room (2 x 2,5 m), they were told to take place on the chair facing a small table on the right. Then, participants were asked to perform a sentence task for a friend of the experimenter with the explanation that the experimenter needs some more time to prepare the main experiment. Further, it was told that this exercise was not related to the main experiment. Participants were instructed to read the instructions on the paper. It was stated on the paper that participants have to read carefully and circle the orthography errors in the 12 sentences displayed. When the participants started the exercise, the experimenter left the room.
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Figure 1 shows the experimenting elaboration. On the small table on the right, participants filled in the sentence task. After this task, participants chose whit which one of the two attributes they wanted to start ,the coffee machine or computer game. They stipulate themselves what they first want to assess. 
The experimenter gave the participant randomly priming sentences in one of the three conditions; priming sentences with the stereotype of workaholic, stereotype of nerd or the control stereotype neutral. For the stereotype of workaholic, sentences like (in Dutch) ‘Niet werken om te leven, maar leven om te werken, je bent amibitieus of niet.’ (Not work to live, but live to work, you are ambitious or not) were used and for the stereotype of nerd sentences like ´Fred is helemaal thuis op de Technische Universiteit Delft, hij is dit jaar begonnen aan een studie Technische Natuurkunde.´ (Fred feels entirely home on the Delft University of Technology, he started the study Technical Physics last year) were used. For the control prime group sentences like ‘De lamp met lampenkap gaf genoeg licht voor de hele kamer.’ ( The lamp with lamp cab gave enough light for the whole room) were used. To make sure participants would read the sentences very carefully we did not say how many orthography errors were hidden in the 12 sentences. Otherwise people could stop reading the sentences and the prime will not be exploited optimally. In appendix A there is a list with all the priming sentences for the stereotype of workaholic, the stereotype of nerd and the remaining neutral sentences. The described priming procedure was never used before in an experimental setting.
When the participants finished their sentence task, they were primed with the stereotype of workaholic, nerd of neutral (control group). 
After completion of the priming procedure, participants were told that the ‘main’ experiment would start. The experimenter explained the purpose of her Master-thesis in market research;  the possibility of two attributes to survive in the market, a coffee machine and a computer game. At this time participants could start with the second, purportedly unrelated task. To test the first hypothesis,  participants were explained that they could choose with which of the two market researchers they wanted to start. However, both market researches had to be performed. 
One of the market researches is about a coffee machine. For the coffee machine, the Nescafe Dolce Gusto was used which is a new trendy coffee machine introduced at the end of 2008. The Dolce Gusto was used because this is a relative unknown coffee machine and participants might not have any associations with the machine yet. This was important for the experiment since participants had to criticize the machine objectively. In order to use this coffee machine one has to put a coffee-cup in the machine and pull down the grip for hot water. Since it is a reasonable complicated coffee machine if one uses it for the first time, the experimenter explained how the machine works an made a cup of coffee for the participant. In appendix B there is a picture of the Dolce Gusto coffee machine.      

The second  market  research is about the computer game ‘Alex in danger’.  The game is an  ordinary 3-D computer animation game where participants have to collect points and try to survive the different levels. All instructions to play the computer game appeared on the computer screen. Participants were instructed to play the first level of  the game. When they reached the first door in the game, participants should stop playing. In appendix C there is a screenshot of the computer game.
Coffee machine
In the market research about the coffee machine, the participant had to take a look at the design of the machine and watch how the experimenter used the machine to make the coffee (the usability of the machine needed to be assessed). Further, the participants had to taste the coffee. After the participant drank (a part of) the coffee, they had to fill in a questionnaire about the coffee machine in the market. In the first five questions, the 9-point Likert-scale was used. Participants were asked to assess the appearance, taste, usability, design and how successful the coffee machine is in the market. The participant could answer the question with poles labelled: I really dislike (1)_____to_____  (9) I really like. 

After the Likert-scale questions there were questions about the willingness to pay for the coffee machine followed by some regular questions about the general use of coffee (Do they drink coffee usually, how much and what kind of associations do the participants have when they think of coffee). The questionnaire was concluded with some general information about the participant like gender, age and study. In appendix D the total questionnaire (market research) of the coffee machine is shown. 
Computer game

For the computer game, the participant sat behind the computer. The computer game ‘Alex in danger’ was ready to start. On the computer screen appeared the instructions to play the game. The participants were instructed to try to play the game till the first level was finished, i.e. if the participant arrived at the first door. After this game the participants had to fill in the questionnaire about the market of the computer game. A similar questionnaire was used as for the coffee machine. Participants were asked to assess the appearance, character, functionality, design and how successful the computer game will be in the market. The participant could answer with poles labelled I really dislike (1)_____to_____  (9) I really like.
After these questions there were some questions about the willingness to pay for the computer game followed by some regular questions about the general use of computers (Do they normally play computer games, how much time do they spent gaming and what kind of associations do the participants have when they think of computers/ playing games). The last related question was about the total of points participants scored in the computer game. Appendix E shows the computer game questionnaire (market research). 
After completing both questionnaires, participants were debriefed. Participants were asked whether the first task might have influenced performance on the second task. None of the participants believed the first and the second task were related to each other. Some participants filled in something, but none of them answered that the experiment was related to the priming task in any kind of way. After debriefing, participants were thanked and dismissed. As soon as the participant left the room, the remaining coffee in the cup was measured and noted. 
Results
Number of correct answers. It was expected that priming would influence the judgement of the participants regarding the specific object, computer or coffee machine. Specifically, it was hypothesized that participants who were primed with the workaholic stereotype would choose to judge the coffee machine first rather than the computer game compared to participants primed with the stereotype nerd or not primed at all. It was also hypothesized that participants who had been primed with the stereotype nerd would choose to judge the computer game first rather than the coffee machine compared to participants primed in the other conditions.
It was determined which object was chosen first for judgement for each of the three conditions, workaholic, nerd or neutral (see table 1). To determine if the observed difference was significant, a (prime: no prime vs. workaholic prime vs. nerd prime) between- subject analysis of variances (ANOVA) was performed. M = 1 means, the first choice was to judge the coffee machine, while M = 2 means that the first choice was to judge the computer game. The results revealed that the main effect was highly significant F (2, 98) = 12.349, p < .001 between the different conditions. To determine what conditions were significantly different, a post-hoc analysis was performed. These results show that workaholic primed participants choose the coffee machine more often to judge first compared to the nerd primed participants (M = 1.80), F (2, 98) = 5.058, p < .015). and the non-primed participants ((M = 1.53)             F (2, 98) = 12,349, p < .014).  The nerd primed participants more often choose the computer game  to judge first, compared to the other conditions. Further, in the neutral condition, the choice of the object was equally distributed (figure 1). 
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         Figure 1
What do participants first choose to judge?
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It was also expected that priming would influence the amount of coffee participants drunk during the experiment. Specifically, it was hypothesized that participants primed with the stereotype of workaholic would drink more coffee than the participants primed with the nerd prime and participants who were not primed.
The amount of coffee that remained in the cup after the participant had left the room was measured (see table 2). To determine if there was a difference in the amount of coffee that remained in the cup between the three conditions (no prime vs. workaholic prime vs. nerd prime), a between- subject analysis of variances (ANOVA) was performed. M = 1 means, the first choice was to judge the coffee machine, while M = 2 means that the first choice was to judge the computer game.
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How much coffee did the participant drink?
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Figure 2 shows the total amount of coffee that participants drunk after the experiment. The results revealed that the main effect was highly significant ,F (2, 98) = 19.958, p < .001, between the different conditions. To determine what conditions were significantly different, a post-hoc analysis was performed. The results revealed that there is a significant difference between workaholic and nerd participants (p = .001) and between workaholic and neutral primed participants (p = .001). However, no significant difference was observed between the nerd and neutral primed participants (p = .124). Moreover, participants primed with the stereotype  workaholic drunk more coffee (mostly the full cup) than nerd and neutral primed participants. Furthermore, participants primed with the stereotype nerd are also less enthusiastic for coffee compared to neutral primed participants. 
Computer game

It was expected that priming participants would influence performance on the computer game. Specifically, it was hypothesized that participants who had been primed with the stereotype nerd would have a higher appreciation of the questions about the computer game compared to the stereotype workaholic and neutral. In the questionnaire several questions about the protagonist of the computer game (Alex), the computer game itself, usability, design of the computer game, successfulness when launched on the computer market, willingness to pay for the product and some general questions about the use and time spending on the computer were described.
Participant were requested to fill in the questionnaire after they played the first level of the compute game ‘Alex in danger’. The judgement scores about the character Alex are shown in figure 3. To determine if the differences in judgement were significant between the three priming conditions (no prime, workaholic prime and nerd prime), an analysis of variances (ANOVA) was performed. Results revealed that the main effect was not significant, F (2, 98) = .834, p < .437. Mean scores were similar between workaholic (5,47 ± 1,55), nerd               (5, 00 ± 1,15) and neutral (5,44 ± 1,78) primed participants. Thus, nerd primed participants did not like Alex more than workaholic or neutral primed participants.
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        Figure 3. Mean grade of the protagonist of the computer.
The next question was ‘Do you like the computer game?’. It was hypothesized that participants who had been primed with the nerd stereotype would have a higher appreciation of the computer game compared to the stereotype workaholic and neutral. The judgement scores about the computer game are shown in figure 4. Results further show that the main effect was not significant F (2, 98) = .548, p < .580 between the different conditions. Mean scores were similar between workaholic (5,38 ± 1,76), neutral (5,26 ± 1.71) and nerd (4, 94 ± 1,83) primed participants. Thus, nerd primed participants did not like the computer game more than workaholic or neutral primed participants.
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Figure 4. Mean grade of the computer game.
The following question was ‘Do you like the usability of the computer game?’. It was hypothesized that participants who had been primed with the nerd stereotype would have a higher appreciation of the usability compared to participants primed with the stereotype workaholic and neutral. The judgement scores about the usability of the game are shown in figure 5. Results further showed that the main effect was also not significant F (2, 98) = .580, p < .562 between the different conditions. Mean scores were similar between workaholic   (7,5 ±  1,16), neutral (7,24 ± 1,35), and nerd (7,17 ± 1,40) primed participants. Thus, nerd primed participants did not think that the computer game was more usable compared to the judgement of workaholic or neutral primed participants.
[image: image15.wmf]Do you like the protagonist (Alex) ?

5,47

5,44

5

4,7

4,8

4,9

5

5,1

5,2

5,3

5,4

5,5

5,6

Worcaholic

Neutral

Nerd

prime

grade

Mean


Figure 5. Mean grade of the usability of the computer game. 
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The next question analysed was ‘Do you like the design of the computer game?’. It was hypothesized that participants who had been primed with the nerd stereotype would have a higher appreciation of the design in compared to the stereotype workaholic and neutral. The judgement scores about the design of the game are shown in figure 6. Results further showed that the main effect was not significant F (2, 98) = 1.019, p < .365 between the different conditions. Mean scores were similar between workaholic (5,63 ± 1,60), neutral               (5,18 ± 1,60) and nerd (5,06 ± 1,88) primed participants. Thus, it seems that nerd primed participants did not like the design of the computer game more than workaholic or neutral primed participants.
Figure 6. Mean grade of the design of the computer.
Another question was ‘Do you think this computer game will be successful in the market?’. It was hypothesized that participants who had been primed with the nerd stereotype would have a higher appreciation of the successfulness in the market compared to the stereotype workaholic and neutral. The scores about the successfulness of the game on the market are shown in figure 7. Results further revealed that the main effect was significant                        F (2, 98) = 5,553  p < .005 between the different conditions. To determine what conditions were significantly different, a post-hoc analysis was performed. The results of this test revealed  that the stereotype workaholic differed from the stereotype nerd (p = .001), but not from the neutral (p = .065) primed participants. The stereotype nerd does also not differ from the neutral (p = .143 ) primed participants. Mean scores of the workaholic (7,5 ± 1,89), neutral (7,24 ± 1,89) and nerd (7, 17 ± 1,40) primed participants were slightly different. Moreover, the trend (p = .065) was observed that workaholics had a higher appreciation of the game than neutral participants. However, the main effect was significant which was not conform the expectations. It was expected that nerd primed participants would be more positive than workaholic primed participants. However, results show the opposite, workaholic primed participants seem to be more enthusiastic and have a higher appreciation about the successfulness of the computer game in the market than the nerd primed participants.  
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Figure 7. Mean grade of the successfulness of the computer game.

The questionnaire continued with the question ‘How much are you willing to pay for this computer game?’. It was hypothesized that participants who had been primed with the nerd stereotype would like to pay more for the computer game compared to the stereotype workaholic and neutral. Results revealed that there was not a significant difference between the different conditions (F (2, 98) = 1,291 p < .279). M = 1 means, that the participants is willing to pay 10 Euro or less, while M = 2 means that the participant is willing to pay between 11 and 15 Euro. Mean scores are similar between workaholic (1,22 ± ,94), neutral (1,29 ± ,524) and nerd (1,06 ± ,24) primed participants. Thus, it seems that nerd primed participants did not want to pay more for the computer game.

The last question asked was: ‘Would you buy the computer game?’. It was hypothesized that participants who had been primed with the nerd stereotype would be more likely to buy the computer game compared to the stereotype workaholic and neutral. Results revealed that there was no significant F (2, 98) = 1.019, p < .365 difference between the different conditions.     M = 1 means, that the participants is likely to buy the game, while M = 2 means that the participant is not likely to buy the game. Mean scores are similar between workaholic      (1,94 ± ,246), neutral (2,00 ± ,001) and nerd (1, 97 ± ,169) primed participants. Thus, it seems that nerd primed participants are not more likely to buy the computer game compared to the other participants.
To make sure that participants were not biased regarding the questions about the computer game, it was asked if they played the game before or not. All participants responded that they did not.
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Besides the questions about the computer game ‘Alex in danger’, participants had to play the game as well and the total scored points were noted. A maximum of 1500 points could be scored. It was predicted that people primed with the stereotype nerd would score more points than the workaholic and neutral primed participants. Mean scores between the workaholic (1153 ± 272), neutral (1103 ± 362) and nerd (1237 ± 225) primed participants were similar (figure 8). Results revealed that this effect was also not significantly different,                        F (2, 98) = 1,864 , p < .161. However, a post-hoc analysis revealed that there was a trend between the stereotype nerd and neutral (p < .059) participants. It may be concluded that participants primed with the stereotype nerd scored more points on the computer game than neutral primed participants. Thus, priming people with the stereotype nerd before playing a computer game may improve the performance on this game.
Figure 8. Points scored by the 
computer game. 
Overall, it can be concluded that the predicted results regarding the computer game were not in line with the hypothesis. It was predicted that participants primed with the stereotype nerd would differ in judging the computer game with respect to the workaholic and nerd primed participants. None of the results, except the question ‘Do you think this computer game will be successful in the market?’, was significantly different between the three conditions. There was only a link between workaholic and nerd primed participants concerning the introduction of the game on the market. However, workaholic primed participants seemed to be more enthusiastic, perhaps workaholics are associated with market success and therefore more like the computer game than the nerds. Based on these results it can be concluded that the computer game was probably not the right choice to measure the effect of nerd priming. It might also be that the stereotype nerd was an incorrect choice because participants did not associate themselves with nerds. 
Coffee machine
It was also expected that priming would influence the judgement about the coffee machine (Dolce Gusto). Specifically, it was hypothesized that participants who had been primed with the stereotype workaholic would have more positive answers on the questions about the coffee machine compared to the stereotype nerd and neutral. The questionnaire contained questions about the coffee machine itself, the usability, the design of the machine, successfulness in the coffee market, willingness to pay for the machine and some general questions about the use of coffee and the quantity of coffee participants drunk. Participants were required to fill in the questionnaire after they tasted the coffee and saw how the coffee machine worked. It was predicted that participants primed with the stereotype workaholic would appreciate the taste of the coffee more compared to the nerd stereotype. The scores about the taste of the coffee are shown in figure 9. To determine if the observed differences were significantly different between the three conditions (no prime, workaholic prime and nerd prime), a between- subject analysis of variances (ANOVA) was performed. The results revealed that effect was significant F (2, 98) = 4,881  p < .010 between the different conditions. To determine what conditions were significantly different, a post-hoc analysis was performed. The results of this test revealed that the stereotype workaholic differs from the stereotype nerd (p = .003), but not from the stereotype neutral (p = .164). Further, there were no differences between the stereotypes nerd and neutral (p = .244) (p = .056). However, this difference is very small, so a trend can be observed between the score. The mean score of the workaholics was higher (6,69 ± 1,69) than the mean score of the nerds (5,43 ± 1,87) and the neutrals (6,21 ± 1,41).
Figure 9. Appreciation of the 

taste of coffee. 

In conclusion, priming someone with the stereotype workaholic makes one more enthusiastic about the taste of the coffee compared to someone primed with the stereotype nerd. 
Furthermore, participants were required to judge the usability of the coffee machine. It was predicted that participants primed with the stereotype workaholic would be more enthusiastic about the usability of the coffee machine compared to the stereotype nerd. The scores about the usability of the coffee machine are shown in figure 10. To determine if there was a significant difference in the scores between the three conditions, a between- subject analysis of variances (ANOVA) was performed. The results showed a significant effect,                      F (2, 98) = 4,468  p < .014, between the different conditions. To determine what conditions were significantly different, a post-hoc analysis was performed. The results of this test revealed  that the stereotype workaholic did not differ from the stereotype nerd (p = .107) and neutral (p = .196). Only a difference between the scores of nerd and neutral primed participants was observed. Nerd primed participants were more positive about the usability of the coffee machine than neutral primed participants. However, the results are not in line with the hypothesis since it was expected that workaholic primed participants would be more enthusiastic compared to nerd primed participants.
Figure 10. Usability of the coffee machine.
The mean score of the nerd (7,34 ± 1,52) was higher than the score of the workaholic (6,84 ± 1,19) and the neutral (6,44 ± 1,41) participants. It can be concluded that priming someone with the stereotype workaholic does not makes one more positive about the usability of the coffee machine. An explanation might be that there is no difference between the way of critical judging between the stereotypes nerd and workaholic. 
Besides the question about the usability of the coffee machine, participant were also required to judge the design of the coffee, the successfulness of the product in the coffee market and the price that they are prepared to pay. For all these questions, it was expected that participants primed with the stereotype workaholic would give a more positive judgement on these questions than the nerd and neutral primed participants would do. Nonetheless, the results showed no significant difference for all three questions between the three conditions. Concerning the design: F (2, 98) = 0,54, p < .948. The mean scores for the design of the coffee machine were similar for workaholic (6,66  ± ,30), neutral (6,71 ± ,30) and nerd     (6,57 ± ,29) primed participants. Concerning the Successfulness in the coffee market,              F (2, 98) = 1,762, p < .177. The mean scores for successfulness in the market were similar for workaholic (6,47 ± 1,22), neutral (6,26 ± ,99) and nerd (6,86 ± 1,36) primed participants. And lastly, the questions ‘Prepared to pay’, F (2, 98) = ,687, p < .505. M = 1 means, that the participants is willing to pay till 50 Euro, M = 2 means that the participant is willing to pay between 50 and 70 Euro and M = 3 means that the participant is willing to pay between 71-90 Euro. The mean scores for the willingness to pay are similar for the workaholic (2,5 ± 1,26), neutral (2,24 ± 1,10) and nerd (2,23 ± 1,00) primes participants. Figure 11 shows the results described above. It seems that priming someone with the stereotype workaholic does not result in more enthusiasm about the design, a more positive view of the successfulness of the product in the market or the willingness to pay for the machine. It thus seems that priming with these stereotypes has no effect on judging an object like a coffee machine.

Figure 11. Design, successfulness and prepared to pay of the coffee machine.
An important question more related to the stereotype workaholic was: ‘Do you normally drink coffee?’. It was predicted that participants primed with the stereotype workaholic would feel more like a ‘coffee drinker’ than participants primed with the stereotype nerd and neutral. The scores about the amount of coffee participants drink are shown in figure 11. To determine if there was a significant difference in the scores between the three conditions, a between- subject analysis of variances (ANOVA) was performed. The results showed a significant between the three conditions, F (2, 98) = 13,064  p < .001. To determine what conditions were significantly different, a post-hoc analysis was performed. The results of this test revealed  that the stereotype workaholic differs from the stereotype nerd (p = .001) and neutral             (p = .002). M = 1 means, that the participants drink coffee, while M = 2 means that the participant does not drink coffee. The mean scores for the three conditions were different, workaholic (1,06 ± ,30), neutral (1,41 ± ,30) and nerd (1,6 ± ,29). The results reveal that workaholic primed participants believe that they are a coffee drinker more often than nerd and neutral primed participants. In this case, the hypothesis that participants can change their behaviour after they have been primed with a specific stereotype is confirmed. People primed with the stereotype workaholic believe they are more a coffee drinking person.
Figure 11. Do you normally drink coffee?

A remarkable result was that most participants answered on the question, ‘How much cups of coffee do you drink daily?’, with none. Since workaholic primed participants answered on the previous question that they believed they were normally coffee drinkers. In line with these questions, it was predicted that participants primed with the stereotype workaholic think they would drink more cups of coffee than participants primed with the stereotype nerd or neutral. The scores about the amount of cups of coffee participants drink daily are shown in figure 12. To determine if there was a significant difference in the scores between the three conditions, a between- subject analysis of variances (ANOVA) was performed. The results showed that there was a significant F (2, 98) = 6,201  p < .003 difference between the three conditions. To determine what conditions were significantly different, a post-hoc analysis was performed. The results of this test revealed that the stereotype workaholic differs from the stereotype nerd (p = .001) but not form the stereotype neutral (p = .071).  It may be concluded tough, that there is a trend between the neutral and workaholic primed participants. As can be seen in figure 12, participants primed with the stereotype workaholic drink more cups of coffee than the nerd prime. Mean cups of coffee a day were as follows, workaholic (1,4 ± ,88), neutral (1,0 ± 1,02) and nerd (0,6 ± ,81). No significant difference was observed between the stereotype nerd and neutral (p = .091 ). In conclusion, priming someone with the stereotype workaholic influenced their behaviour in the predicted way. However, this is not the case for the stereotype prime of nerd. 

Figure 12. Daily drink cups of coffee.

The last question about the coffee machine was: ‘Do you want to buy this coffee machine?’. It was predicted that participants primed with the stereotype workaholic would answer this question more often in a confirming way compared to nerd primed participants. Nevertheless, the results showed that there was no significant difference, F (2, 98) = 0,086, p < .918, between the three conditions. Mean scores were similar in all conditions; workaholic        (1,66 ± ,48), nerd (1,68 ± ,48) and neutral (1,63 ± ,49). Thus, priming people with the stereotype  workaholic or nerd seems not to influence their choice to buy the coffee machine. 
Discussion and conclusions
The aim of this study was to test and confirm the hypothesis that priming someone with a specific stereotype leads to complex overt behaviour which is in line with this activated stereotype. The activation of mental representation (traits) of a stereotype (workaholic) leads to behaviour in line with this stereotype (e.g. feeling more like a coffee drinker). In the current experiment, the prime workaholic and the traits related to that stereotype like ‘busy’ and ‘feeling pressure’, were activated. People primed with the stereotype workaholic started acting like this stereotype. Primed participants were more enthusiastic about the taste of coffee compared to the neutral primed participants. Workaholic primed participants drunk more coffee than the other participants, from which can be concluded that they think the coffee tastes better. Workaholics also believed that they are more a coffee drinker than neutral and nerd primed participants. However, they also answered with ‘no’ when asked if they normally drink coffee. These results seem contradicting. Overall, priming someone can change their behaviour in line with the activated stereotype (Bargh, Chen, Burrows, 1996; Dijksterhuis and Van Knippenberg, 1998). 
The revealed results can contribute to knowledge about the relation between perception and behaviour. Recently, many researchers investigated the relation between perception and behaviour, in which most researchers primed participants with a stereotype and measured how participants reacted via a general knowledge task. Most of the participants reacted in line with the stereotype. Most important by choosing a stereotype is that the traits which has to be activated are familiar (semantic) with the related stereotype, only that makes your prime procedure successful (Schvaneveldt & Meyer, 1973).
The priming procedure used in this experiment was never used before. Previously, the scrambled sentence task, lexical decision task or subliminal priming procedures were used. The used priming procedure in this experiment was in line with these three priming possibilities and also seems capable of activating the stereotypes. However, we choose 12 sentences, 6 related to the prime and 6 neutral sentences. The sentences were a composition of semantic primed structures (Meyer & Schvaneveldt, 1971; Neely, 1977; Postner & Snyder, 1975; Schvaneveldt & Meyer, 1973). All stereotype prime sentences were related to each other and evoked the right stereotypes. The first results of this experiment showed that participants primed with the stereotype workaholic first choose to judge the coffee machine and participants primed with the stereotype nerd first choose the computer game to judge. The control group confirmed this results, since approximately half of the participants choose the coffee machine first and the other half of the participants choose the computer game first. It may be concluded that the described priming procedure is effective and successful for the first choice in judging an object. Apparently, the activation of a social category (stereotype) activates the perceptual representation and leads to a behaviour like a member of this category does (cf. Bargh, Chen & Burrows (1996), Dijksterhuis & Knippenburg (1996). The prime with the stereotype elaborates more than the activation of behaving like the stereotype, the decision process corresponds also with the indicated stereotype. It may be concluded that priming participants will, besides behaving in line with the stereotype, also correspond with the decision process of the indicated stereotype.
The second result of this experiment supported the prediction that participants primed with the stereotype workaholic, of which busy and pressure are central features, showed behaviour in line with this stereotype and this was in contrast to participants primed with the stereotype nerd. According to the expectations, primed workaholics drunk almost the whole cup of coffee they received. This might be explained by the image that busy people drink more coffee to stay keen during their work. In contrast to the workaholics, it was expected that nerd stereotypes drunk less of the coffee, however the same as the control group. Nerds do not  like the taste of the coffee as much as the workaholics because they will behave in line with their stereotype and are more attractive to gaming than coffee. These expectations were also confirmed, most of the nerd primed participants took only a nip of the coffee. Again, it seems that the activation of a social stereotype activates the perceptual representation and leads to a behaviour like a member of this category does (cf. Bargh, Chen & Burrows (1996), Dijksterhuis & Knippenburg (1996). 
Workaholic prime

Most of the expectations about the workaholic primed stereotype, with the activation of the traits, ‘busy’, ‘pressure’ and ‘ambitious’, were confirmed. By asking participants ‘How much cups of coffee do you drink daily?’, approximately 70 percent of the primed workaholics  answered that they did not drink coffee on a daily basis. However, asking the same group of participants if they believe they are normally coffee drinkers, almost every participants agreed and believed they were a coffee drinker. Thus, priming someone with the stereotype workaholic makes a person believe that they are a coffee drinking person, while they do not seem to be a coffee drinker in real life. Again, it may be concluded that the stereotype workaholic is activated and the expected behaviour (thinking workaholics are more coffee drinkers) is observed. 

Furthermore, it was also expected that participants primed with the workaholic stereotype would be more enthusiastic about the taste of the coffee. It is thought that workaholics drink a lot of coffee during work, so compared to the stereotype nerd, it was expected that workaholics would appreciate the coffee more and nerd stereotype less. The results confirmed this expectation. Workaholic primed stereotypes appreciated the coffee taste more than the nerd primed stereotype. Moreover, participants primed with the stereotype nerd makes one less enthusiastic about the taste of coffee compared to the workaholic and neutral primed stereotype. This means that priming someone with a stereotype can make one think more eager about tasting something and vice versa. It may be concluded that the stereotype workaholic is activated and the expected behaviour has expressed itself. People behave like the stereotype they have been primed for. Thus,  priming a person with a specific stereotype elaborates more than behaviour in line with this stereotype, the decision making process also corresponds with the indicated stereotype. In case of the workaholic primed participants, this statement is confirmed.
Nerd prime

The  results about the computer game and the related nerd prime did not meet the expectations. It was predicted that participants primed with the stereotype nerd would significantly differ in judgement of the computer game compared to the workaholic and neutral primed participants. However, this was not the case; nerd participants did not differ significantly from workaholic and neutral primed participants. Therefore, it seems that the computer game was not the right choice to measure the effect of nerd priming. An explanation might be that the computer game was to boring. Is it possible that ‘nerds’, or people primed with the stereotype nerd, would like to play a more defying, attractive computer game where they have to use their computer skills to survive. Instead of ‘Alex in danger’, a game like ‘Zelda’ or ‘World of Warcraft’ should be implemented since participants have to overcome more challenges in those kind of games and that might hold their interest.
An effect of nerd priming might have been observed when the time to play the level was measured for all three priming conditions. There appeared to be a trend in the score of the participants with the highest score observed for the nerd primed participants. This could also be observed in playing time; a faster time of playing in favour of the nerd primed participants should be expected.

Not the computer game, but the stereotype nerd might have been chosen incorrect. Especially compared to the workaholic stereotype. Being a nerd is not attractive, while being a workaholic is more enchanting. It is possible that participants did not feel associated with the stereotype nerd and that might be the reason the prime did not work. Nonetheless, individuals do intentionally compare themselves with others (Festinger, 1954; Wood, 1989). Subconsciously, people might have compared themselves with nerds and concluded they were not a nerd and therefore they did not act in the expected way. Further, the use of Einstein in the prime sentences might not have activated the nerd stereotype because it stands quite far from people. Also, people might not have associated themselves with Einstein, because the task to be performed was not related to intelligence (Dijksterhuis, Knippenberg and Scheepers, 1998).

Another explanation for the result that the nerd prime did not work with respect to the judgement of the computer game, might be that the nerd prime only resulted in a short-term effect. This is in line with the result that nerd primed participants did choose the computer game to judge first significantly more often than the other primed participants. After that, the nerd prime did not result in any significant differences regarding the judgement of the computer game compared to both workaholic and neutral primed participants.

The fact that the nerd priming did not continued working might be due to the priming sentences that were used. They might have been not strong enough to convince the participants to act and think like the appropriate stereotype. However, the subliminal priming words did work in other studies (Bargh, Chen & Burrows, 1996). 
Furthermore, this experiment was conducted on students (17-25 years) of the Erasmus University and Rotterdam, School of Economics. Students are highly educated and it might be that another group of persons, for example participants of the same age but with a lower level of education, would show different results.

Another limitation of the experiment might be the amount of participants. Some results might have been significant when 200 instead of 100 participants were tested. This because some of the results already tended to be significant.

Advertisements

Every day consumers are faced with several commercials in which stereotypes are used to persuade the consumer to buy a specific product. In print advertisements as well as TV commercials producers link their product to beautiful (stereotype) endorsers to outline the desired situation. Producers try to push consumers from low to high involvement, persuade them to repeat purchase intention and create brand awareness. This is possible by raising the motivation and ability of the consumers. By raising the ability of a consumer, factors like the complexity of the message should be taken into account; producers should be on the same level as the audience and their ability to understand and translate the message. Further, producers must try not to overwhelm consumers with information and it is also important to avoid excessive repeating of the messages (Petty & Cacioppo, 1981). To raise the motivation of consumers to buy a specific product, the messages should contain personal involvement, humor or rhetorical questions. However, as shown in the literature, humor only works when the consumers are low involved. For high involvement products the use of humor is not necessary (Zhang & Zinkhan, 2006). 
Further, the use of endorsers is only effective when there is a link between the endorser and the endorsed product (e.g., Kamins 1990). For beauty related products, endorsers like David Beckham (to Armani) and Carolien de Bruin (to Garnier) are credible matches. If a product is more functionally related, an expert in the field seems best to promote the product. An example is Robbert Haasse (tennis) for promoting the energy drink AA. According to the theory of stereotyped priming it may be concluded that the activation of the stereotype ‘beautiful endorsers’ activates traits and feelings in consumers in which they indentify themselves positively with the endorser and the product. This impact makes consumers more involved and raises the purchase intent.

Another accurate example is of a Dutch credit institution company; Lenen.nl. Their TV commercial starts with a nice looking family who wants to buy a luxurious bathroom, without having enough money. Then the head of the family explains how easy and safe it is to lend money from the company. After that he tells how happy the family is since they installed the new luxurious bathroom. A lot of families now want to have a luxurious bathroom as well, but most of them do not have enough money to buy such a bathroom. By seeing this commercial, people identify themselves with the stereotype family (nice looking, friendly and the desire to have a luxurious bathroom) and therefore are more likely to visit the website and subscribe for a loan. 
Using stereotypes can be successful, but also unsuccessful. The latter was explained with the example of the ‘Muscle’ commercial. The stereotype of the man will evoke negative, sloth associations where no consumer wants to compare themselves with. Therefore, if one is going to use a stereotype, it is recommended that a stereotype is used where people have positive associations with. Another example is about a famous beauty related cosmetic brand, L’Oreal, and formula 1 driver Michael Schumacher. In a commercial of L’Oreal, Michael Schumacher promoted their new shampoo. However, Michael Schumacher is an expert in driving fast cars and he is not a stereotype beauty. Consumers want to indentify themselves with Michael ‘the formula 1 driver’, not Michael the hair specialist. Thus, in this advertisement, the use of stereotype seems to be an incorrect choice. If Michael was promoting a fast car, the match would be more credible and probably profitable. 
As shown above there are good and bad advertisements who reach the specific goal or opposed not at all. It is of significant importance to look at the stereotypes and the desirable target group. There has to be identical associations, and the product and message should be credible for the consumer.
In conclusion, the results revealed that priming someone with an appropriate stereotype leads to behaviour in line with this stereotype. Participants do not only act like the stereotype they are primed with, but they also tend to think they are more related to that stereotype. For all primed participants, the choice of the object to be judged first was influenced by the priming procedure. However, the effect of priming disappeared in case of the nerd priming, after a short period. This was not the case for workaholic primed participants, the effect of this priming procedure remained longer.

Priming participants, the observation and confirming of overt behaviour was of importance value for the experiment and results. However, the experiment has been taken in a marketing setting. In a relative easy way we proved that priming participants with an appropriate stereotype leads to behaviour in line with this stereotype. Beside the expected behaviour, the decision process was also in line with the stereotype we used. Participants primed with the stereotype of workaholic do more like the taste of the coffee and feel more a coffee drinker. This is new and very valuable to know for the development of marketing campaigns. Obviously, by designing a commercial plan the priming effect and related consequences can be very useful. Consumers can be manipulated subconsciousness by relatively simple and easy priming procedures such as the sentences. Marketing campaigns have the goal to be effective and efficient, priming consumers can certainly contribute the decision process in a valuable way.  

The ultimate goal of marketing is to sell products. People are subjected to unaware primes on a daily basis. Market research with product confrontation is –subconsciously- influenced by primes. Therefore, when developing a market research, producers have to take into account stereotyped priming. A conducted market research which shows positive results will lead to further development of the product based on those outcomes. However, it is possible that after the product is launched, the purchases will not be in line with the expectations. This might be explained by unintentional priming of the participants in for example the waiting room of the market research. An impeccable advertising poster might have influenced the behaviour of the participants before the market research was started. Therefore, producers must be aware of the complete environment during the market research. On the contrary, the impact of (stereotyped) priming can also be seen as an opportunity for market researchers. Knowing the impact of unaware stereotyped priming can help the producer to influence the behaviour of participants. For example, market researchers could hang a poster on a wall of the waiting room representing a specific stereotype. Participants will probably (un)consciously look at the poster and they will become primed with the specific stereotype showed on it. As shown in the literature about priming procedures, pictures, words and sentences seem useful for priming. Thus, when a market researchers wants to prime someone with the stereotype elderly, a poster can be developed with for instance an elderly married couple on it. Around the couple some associated words the elderly, like bingo, retired, slow and grey, can be written. Participants will (un)consciously look at the poster and then they are more likely to behave (eg., purchase intent) in line with the outlined stereotype. Hence, why should producers and marketing designers not take into account the advantage of the stereotype priming procedure in order to influence the decisions of their customers. In relation to the theory of stereotyped priming it may be concluded that the behavioral effects of an activation of a stereotype are significant and capable of triggering behaviour in line with the primed stereotype. Apparently, the stereotype priming process must be verified more clearly and its potential applications and implications for marketing should be explored more thoroughly. At the moment there are many points open to discussion, and further research should be conducted to discover more opportunities to convert the stereotype priming procedure to a successful marketing instrument.
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Appendix A
Kort linguïstisch experiment

Door de vele veranderingen van de Nederlandse taal in de afgelopen jaren maken veel mensen fouten in de spelling van bepaalde woorden. Voor mijn Bachelor thesis van mijn studie Nederlandse Taal en Letteren doe ik onderzoek naar deze spelfouten. Voor dit onderzoek wil ik je vragen bij onderstaande zinnen de fout gespelde woorden te omcirkelen.

Tip: Lees eerst de zin helemaal door en kijk dan terug.

1. Fred is helemaal thuis op de Technische Universiteit Delft, hij is dit jaar begonnen aan een studie Technise Natuurkunde.

2. De lamp met lampenkap gaf genoeg licht voor de helen kamer.
3. In de boekenkast stonden alle boeken en tijtschriften netjes op alfabet gesorteerd.

4. Jaco en Ben zijn totaal niet modieus, die groene trui op die te korte broek kan echt niet, om nog maar niet te spreken over het dikken montuur van zijn bril.

5. ‘Geek” is het Engelse woord voor boekenworm of studiebol.
6. Een helikopter heeft twee propellors om in de lucht te kunnen blijven hangen.
7. Achter de geslooten deuren van de kledingkast hangen broeken en overhemden 
8. Bianca voelt zich totaal niet aangetrokken tot Ruben, zij denkt wel eens dat Ruben zich nog meer aangesproken voelt door computerprogrammeertaal dan onze menselijken taal.
9. Eenjarige (snij)bloemen zijn een welkome aanvuling in de border of op het balkon.
10. Beauty & de Nerd is een hilarisch spel-programma waarbij een schone dame gekoppeld wordt aan een minder sosciaal vaardig persoon die wel een erg hoog I.Q. heeft.
11. Tijdens een cursus huishoudelijke klusjes wordt ook een mini-cursus haken aangeboden. 
12. E=MC2, oftewel dit is de massa-energie relatie in een formuele volgens meneer Einstein. 

Hartelijk dank voor je medewerking!

Kort linguïstisch experiment
Door de vele veranderingen van de Nederlandse taal in de afgelopen jaren maken veel mensen fouten in de spelling van bepaalde woorden. Voor mijn Bachelor thesis van mijn studie Nederlandse Taal en Letteren doe ik onderzoek naar deze spelfouten. Voor dit onderzoek wil ik je vragen bij onderstaande zinnen de fout gespelde woorden te omcirkelen.

Tip: Lees eerst de zin helemaal door en kijk dan terug.

1. Marieke kan bijna niet wachten, na tot diep in de nacht te hebben gewerkt, haar nieuwe projekt te presenteren aan het managementteam, alleen dat geeft haar al een kick!
2. De lamp met lampenkap gaf genoeg licht voor de helen kamer.
3. In de boekenkast stonden alle boeken en tijtschriften netjes op alfabet gesorteerd.

4. Niet werken om te leven, maar leven om te werken, je bent ambietieus of niet.
5. Lotte komt net uit een vergadering rennen en de volgende klant staat alweer op haar te wachten, dit gaat zo door tot in de avond waarna zij weer een opwarmaaltijd kan nuttigen.
6. Een helikopter heeft twee propellors om in de lucht te kunnen blijven hangen.
7. Achter de geslooten deuren van de kledingkast hangen broeken en overhemden. 
8. Ik snap werkelijks niets van luie mensen, ik hou ervan om het druk te hebben zodat ik kan blijven werken op de adrenaline.

9. Eenjarige (snij)bloemen zijn een welkome aanvuling in de border of op het balkon.
10. Korte nachten, lange dagen, je wilt sussesvol worden of niet.
11. Tijdens een cursus huishoudelijke klusjes wordt ook een mini-cursus haaken aangeboden. 
12. Een beperkt sociaal leven is soms niet fijn, maar je eigen ontworpen product verkopen aan een directeur van een grote verzekeringsmaatschapij geeft een veel grotere bevrediging dan een avondje bank hangen. 

Hartelijk dank voor je medewerking!

Kort linguïstisch experiment
Door de vele veranderingen van de Nederlandse taal in de afgelopen jaren maken veel mensen fouten in de spelling van bepaalde woorden. Voor mijn Bachelor thesis van mijn studie Nederlandse Taal en Letteren doe ik onderzoek naar deze spelfouten. Voor dit onderzoek wil ik je vragen bij onderstaande zinnen de fout gespelde woorden te omcirkelen.

Tip: Lees eerst de zin helemaal door en kijk dan terug.

13. In de boekenkast stonden alle boeken en tijtschriften netjes op alfabet gesorteerd.
14. Aan de muur in dat huis hangt een poster en aan de andere muur een schilderei.
15. De grote tafel was prachtig gedekt, zilveren bestek en porseleinen borden werden opgedient.
16. Een helikopter heeft twee propellors om in de lucht te kunnen blijven hangen.
17. Achter de geslooten deuren van de kledingkast hangen broeken en overhemden.
18. De regenboog werd zichtbaar bij de rievier, dit gaf een mooi uitzicht met al die kleuren.
19. Breien is een manier om van wol kledingstukken te maken, daarvoor zijn een of meerdere bollen wol en twee of meerdere breinalden nodig.
20. De lamp met lampenkap gaf genoeg licht voor de helen kamer.
21. Foto’s uit de oude doos zijn veel leuker dan de gepooseerde foto’s uit een fotoboek.
22. Tijdens een cursus huishoudelijke klusjes wordt ook een mini-cursus haaken aangeboden. 

23. De auto stond tussen een rij andere auto’s geparkeert.
24. Eenjarige (snij)bloemen zijn een welkome aanvuling in de border of op het balkon.

Hartelijk dank voor je medewerking!

Appendix B
Coffee Machine Dolce Gusto


Appendix C
Alex in danger



Appendix D
Vragenlijst Alex in Nood

Voor mijn scriptie doe ik een marktonderzoek naar computerspellen en de kans op slagen hiervan in de markt. 
De gegevens zullen vertrouwelijk worden behandeld. 

Wat vind je van de hoofdpersoon (Alex) van het computerspel?
Ik vind hem niet mooi   
1      2       3       4       5       6       7       8        9   
   Ik vind hem erg mooi
Wat vind je van het spelletje om te spelen?

Ik vind het niet leuk    
1      2       3       4       5       6       7       8        9   
   Ik vind het erg leuk
Wat vind je van de gebruiksvriendelijkheid van het spel? 
Ik vind het niet duidelijk    1      2       3       4       5       6       7       8        9      Ik vind het erg duidelijk
Wat vind je van het ontwerp van het computerspel? 
Ik vind het niet mooi     
1      2       3       4       5       6       7       8        9      Ik vind het erg mooi
Denk je dat dit computerspel succesvol wordt in de markt indien het als spel wordt uitgegeven? Niet succesvol              1      2       3       4       5       6       7       8        9  
   Erg succesvol
· Hoeveel ben je bereid te betalen voor dit computerspel? (indien het uitkomt op de markt)
· < € 10
· €10 - €15
· €16 - €20
· €21 - €25
· €26 - €30
· €31 - €35
· > € 35
Zet het eerste woord neer dat in je opkomt als je denk aan: computerspel.
(Schrijf hier 3 woorden)
· ………………..
· ………………..
· ………………..
Speel je normaal ook computerspelletje(s)?

·  Ja

· Nee

Hoeveel minuten speel  je per dag?

· 0<30 minuten

· 30<60 minuten

· 60<90 minuten

· 90< 120 minuten

· > 120 minuten

Heb je vandaag al een computerspel gespeeld?
· Ja

· Nee

Waar speel je meestal computerspellen? (meerdere antwoorden mogelijk)
· Thuis
· School

· Werk

· Ergens anders (bijvoorbeeld bij een beurs, in een computerhal)

Zou je dit computerspel kopen?
· Ja
· Nee
Heb je dit computerspel wel eens eerder gespeeld?

· Ja
· Nee
Hoeveel punten heb je gescoord bij het spelen van dit spel?

……….. punten

Geslacht: 
Man/ vrouw

Leeftijd:
..  jaar

Studie:

………………………………………………….
Aan welke school/ Universiteit studeer je/ heb je gestudeerd? 

· Hogeschool Rotterdam
· Erasmus Universiteit

· Anders nl…………….
BeBrB

n je al afgestudeerd? Ja/ Nee
Denk je dat deze onderzoeken met elkaar te maken hebben? Zo ja, hoe? …………………………………………………………………………….

Bedankt voor je deelname!

Einde vragenlijst


Appendix E
Vragenlijst Dolce Gusto

Voor mijn scriptie doe ik een marktonderzoek naar de Dolce Gusto en de kans op slagen hiervan in de markt. 
De gegevens zullen vertrouwelijk worden behandeld. 
Wat vind je van het uiterlijk van het koffiezetapparaat?
Ik vind het niet mooi   
1      2       3       4       5       6       7       8        9   
   Ik vind het erg mooi
Wat vind je van de smaak van de koffie uit het koffiezetapparaat?

Ik vind het niet lekker   
1      2       3       4       5       6       7       8        9   
   Ik vind het erg lekker
Wat vind je van de gebruiksvriendelijkheid van het koffiezetapparaat?

Ik vind niet handig      
1      2       3       4       5       6       7       8        9      Ik vind het erg handig
Wat vind je van het ontwerp van het koffiezetapparaat?

Ik vind het niet mooi     
1      2       3       4       5       6       7       8        9      Ik vind het erg mooi
Denk je dat dit koffiezetapparaat succesvol is in de markt?

Niet succesvol              1      2       3       4       5       6       7       8        9  
   Erg succesvol
· Hoeveel ben je bereid te betalen voor dit koffiezetapparaat? 

· < € 50

· €51 - €70

· €71 - €90

· €91 - €110

· €111 - €130

· €131 - €150

· > € 151
Waar denk je aan bij koffiedrinken? (welke associaties heb je?)
(Schrijf hier 3 associaties/ woorden)

· …

· …

· …

Drink je normaal koffie?
· Ja
· Nee
Hoeveel kopjes koffie drink je per dag?

· 1-2 kopje(s)
· 3-4 kopjes
· 4-5 kopjes
· >6 kopjes

Hoeveel kopjes koffie heb je vandaag al gedronken?

· 1 kopje
· 2 kopjes
· 3 kopjes

· 4 kopje
· 5 kopjes
· 6 kopjes
· >6 kopjes
Waar drink je meestal koffie? (meerdere antwoorden mogelijk)

· Thuis
· School

· Werk

· Ergens anders

Zou je dit koffiezetapparaat kopen? 

· Ja
· Nee
Heb je dit koffiezetapparaat wel eens eerder gebruikt?

· Ja
· Nee
Denk je dat deze onderzoeken met elkaar te maken hebben? Zo ja, hoe?
…………………………………………………………………………….

Bedankt voor je deelname!

Einde vragenlijst
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