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ANEXO 1 – QUESTIONÁRIO DE MUNIZ (2005) 
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ANEXO 2 – ROTEIRO DE ENTREVISTA COM PESQUISADORES E 

PROFISSIONAIS, REALIZADA POR MUNIZ (2005) 
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ANEXO 3 – QUESTIONÁRIOS APLICADOS NO BRASIL E NOS EUA 

Características da marca McDonald’s 
Imagine que você está avaliando se determinada característica pode descrever o 
McDonald’s. Por exemplo, se essa marca pode ser "gentil". Observe o exemplo 
abaixo: 
Gentil  1 (  )  2 (  )  3 (X )  4 (  )  5 (  ) 
Preencha a escala assinalando de 1 a 5, de acordo com a sua opinião, onde: 
1 = Essa característica não descreve em nada a marca 
2 = Essa característica descreve pouco a marca 
3 = Indiferente 
4 = Essa característica descreve bem a marca 
5 = Essa característica descreve totalmente a marca 
Da mesma maneira, por favor, preencha as escalas abaixo, pensando na marca 
McDonald’s: 
Honesta 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sincera  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Verdadeira 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Íntegra  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Genuín  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Alegre  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sentimental 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Amigável 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Ousada  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Na moda 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Empolgante 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Animada 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Descolada  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Jovem  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Imaginativa 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Única  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Atualizada 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Independente 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Contemporânea1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Confiável 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Trabalhadora 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Segura   1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Inteligente 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Técnica 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Empresarial 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Bem-sucedida 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Líder  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Confiante  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Elitista  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Glamourosa 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Com boa aparência1 (  ) 2 (  )  3 (  )  4 (  )  5 (  ) 
Charmosa  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
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Feminina 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Suave   1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Do ar livre 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Masculina 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
“Durona”  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Forte  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Pé no chão 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Para a família 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Do interior 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Responsável  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Respeitável 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Correta  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Consistente 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Séria  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Leal  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Firme  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Equilibrada 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Bem-humorada1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Extrovertida 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Divertida 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Festiva  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Informal 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Espirituosa 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Simpática 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Moderna 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Criativa 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Corajosa 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Chique  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Alta Classe 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Elegante 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sofisticada 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Delicada 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sensível 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Romântica 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Emotiva 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
 
Em geral, com que frequência você vai ao McDonald’s? 
(  ) duas vezes por semana ou mais 
(  ) uma vez por semana 
(  ) duas vezes por mês 
(  ) uma vez por mês  
(  ) menos que uma vez por mês 

 
Característica da marca Subway 

Da mesma maneira feita acima, por favor, preencha as escalas abaixo, pensando na 
marca Subway: 
Honesta 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sincera  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Verdadeira 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Íntegra  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
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Genuín  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Alegre  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sentimental 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Amigável 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Ousada  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Na moda 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Empolgante 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Animada 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Descolada  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Jovem  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Imaginativa 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Única  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Atualizada 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Independente 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Contemporânea1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Confiável 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Trabalhadora 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Segura   1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Inteligente 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Técnica 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Empresarial 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Bem-sucedida 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Líder  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Confiante  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Elitista  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Glamourosa 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Com boa aparência1 (  ) 2 (  )  3 (  )  4 (  )  5 (  ) 
Charmosa  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Feminina 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Suave   1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Do ar livre 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Masculina 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
“Durona”  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Forte  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Pé no chão 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Para a família 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Do interior 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Responsável  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Respeitável 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Correta  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Consistente 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Séria  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Leal  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Firme  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Equilibrada 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Bem-humorada1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Extrovertida 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
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Divertida 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Festiva  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Informal 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Espirituosa 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Simpática 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Moderna 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Criativa 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Corajosa 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Chique  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Alta Classe 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Elegante 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sofisticada 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Delicada 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sensível 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Romântica 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Emotiva 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
 
Em geral, com que frequência você vai ao Subway? 
(  ) duas vezes por semana ou mais 
(  ) uma vez por semana 
(  ) duas vezes por mês 
(  ) uma vez por mês  
(  ) menos que uma vez por mês 

 
Sobre o respondente: 
Gênero:   (  ) masculino (  ) feminino 
Idade: ____ 

Obrigada pela participação! 
 

Brand Features - McDonald’s 
Imagine that you are evaluating whether a particular feature can describe a given 
brand. For example, if the brand is "nice": 
Nice  1 (  )  2 (  )  3 ( X )  4 (  )  5 (  ) 
Please indicate for each feature below your opinion about the brand McDonald’s, 
where: 
1 = Not at all descriptive 
2 = Somewhat descriptive 
3 = Indifferent 
4 = Very descriptive 
5 = Extremely descriptive 
Honest  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sincere  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Real  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Wholesome 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Original 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Cheerful 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sentimental 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Friendly 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Daring  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Trendy  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
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Exciting 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Spirited 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Cool   1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Young  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Imaginative 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Unique  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Up-to-date 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Independent 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Contemporary 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Reliable 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Hard working 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Secure   1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Intelligent 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Technical 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Corporate 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Successful 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Leader  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Confident  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Elitist  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Glamorous 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Good looking 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Charming  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Feminine 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Smooth 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Outdoorsy 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Masculine 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Tough  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Rugged 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Down-to-earth 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Family-oriented1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Small-town 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Responsible 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Respectable 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Correct  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Consistent 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Serious  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Loyal  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Firm  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Balanced 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Humorous 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Outgoing 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Funny  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Festive  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Informal 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Witty  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sympathetic 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Modern 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Creative 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
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Courageous 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Chic  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Upper class 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Elegant  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sophisticated 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Delicate 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sensitive 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Romantic 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Emotive 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
 
How often do you go to McDonald's? 
(  ) Twice a week or more 
(  ) Once per week 
(  ) Twice a month 
(  ) Once per month 
(  ) Less than once per month  

Brand Features - Subway 
Likewise made above, please fill out the scales below, thinking of the brand 
Subway: 
Honest  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sincere  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Real  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Wholesome 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Original 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Cheerful 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sentimental 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Friendly 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Daring  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Trendy  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Exciting 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Spirited 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Cool   1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Young  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Imaginative 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Unique  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Up-to-date 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Independent 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Contemporary 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Reliable 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Hard working 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Secure   1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Intelligent 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Technical 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Corporate 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Successful 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Leader  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Confident  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Elitist  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
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Glamorous 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Good looking 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Charming  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Feminine 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Smooth 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Outdoorsy 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Masculine 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Tough  1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Rugged 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Down-to-earth 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Family-oriented1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Small-town 1 (  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Responsible 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Respectable 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Correct  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Consistent 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Serious  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Loyal  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Firm  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Balanced 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Humorous 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Outgoing 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Funny  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Festive  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Informal 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Witty  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sympathetic 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Modern 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Creative 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Courageous 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Chic  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Upper class 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Elegant  1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sophisticated 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Delicate 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Sensitive 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Romantic 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
Emotive 1(  )  2 (  )  3 (  )  4 (  )  5 (  ) 
 
How often do you go to Subway? 
(  ) Twice a week or more 
(  ) Once per week 
(  ) Twice a month 
(  ) Once per month 
(  ) Less than once per month  

 
About you: 
Gender:  (  ) male (  ) female 
Age: ____ 

Thank you for participating! 
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