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B. BRAND PERCEPTION SURVEY
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C. INTERVIEW GUIDE
Research topic: What is the perception of the 
consumer for the brand SINNER, how well do they 
know it and do they associate it with winter sports? 
Main research question: How is the brand SINNER 
perceived by consumers?

Checklist for start
•	 Recording material ready 
•	 Interview guide ready
•	 Quiet space/room available
•	 Pen & notebook ready
•	 Know who you are talking to

Every interview starts with an intro
•	 thank you for the interview
•	 there are no wrong answers
•	 are you okay with being recorded
•	 your name won’t be used, just a short summary of 

your demographics
•	 demographics: age, residence, study or work 

direction, affinity with (winter)sports, etc

Introductory script
I would like to find out more about what you think of 
the brand SINNER. Are you familiar with this brand, 
have you ever heard of it?
•	 if the answer is yes, ask if they have any products 

from SINNER
•	 if the answer is no, show them a catalogue of 

SINNER, the website and if they have Instagram, 
show them the Instagram page as well. 

Subtopic 1: Impression of the brand
Opening question: What is your first impression of the 
brand?
Follow-ups/probes: 
•	 what is your overall opinion of the brand?
•	 how likely are you to buy a product from this 

brand?
•	 how likely are you to recommend SINNER?

*Subtopic 2, only if the interviewee knows the brand. 
Subtopic 2: Brand acquaintance
Opening question: How do you now SINNER?
Follow-ups/probes:
•	 Have you ever seen advertisements for SINNER?
•	 Do you follow SINNER on Instagram?

Subtopic 3: Understanding of the brand perception
Opening question: How would you describe the personality of 
SINNER?
Follow-ups/probes:
•	 If SINNER was a person, what would its characteristics be?
•	 How does SINNER make you feel?
•	 Who do you think is their target group?

Subtopic 4: Shopping behaviour (in relation to brands)
Opening question: In general, when you buy something, do you only 
buy branded products, or also products without a brand, or is this not 
important to you?
Follow-ups/probes:
•	 Do you have favourite brands?
•	 Are you a loyal customer to the brand of the products you buy?
•	 Are you a price-sensitive consumer?
•	 Will you stick to the same product/brand if their price is 

increased?
•	 How do you know that the quality of a certain product is high 

enough?
•	 Have you ever bought something, that you saw on Instagrams 

brand post or an influencer’s post?
•	 How many of your purchases are online and how many are 

offline?
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Subtopic 5: What makes a strong brand?
Opening question: Can you name a strong brand, and 
why do you think that is a strong brand?
Follow-ups/probes:
•	 What are the aspects that you take into account 

when buying products?
•	 Which of the following help (according to you) to 

build a strong brand?
- quality
- competitive pricing
- communication strategies
- good value-added service
- discount, or free extras

•	 Do you follow certain brands on Instagram? And 
why do you follow them, because of the products 
or the content they post?

Subtopic 6: Values that match the brand SINNER
Opening question: Can you rate the following words, 
from 1 to 10, whereby 1 stands for doens’t fit the brand 
at all, and 10 really does fit the brand SINNER?
Follow-ups/probes:
•	 rebellious
•	 smart
•	 boring
•	 quality
•	 safety
•	 design
•	 expensive
•	 cheap
•	 reliable
•	 different
•	 basic 

Checklist for closure
•	 Thank again for help and time
•	 Ask if the interviewee has something to add him-/

herself

List of generic probes
•	 Can you explain...
•	 Can you give an example...
•	 Summarising answers to check
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D. OVERVIEW PARTICIPANTS
PARTICIPANT 1 
Demographics: 27 years old woman, lives in Amsterdam with 5 roommates. Not really sporty. Never been on 
wintersport, hates snow. Almost finished with her study program in media styling.

PARTICIPANT 2
Demographics: 36 years old woman, lives alone in Amsterdam. Works out 4-5 times a week, running, 
kickboxing and yoga. Yearly she goes on wintersport. Works as a psychologist. Rides a motorcycle.

PARTICIPANT 3 
Demographics: 25 years old man, lives in Uithoorn, close to Amsterdam. Goes to the gym at least 3 times a 
week. Every winter he works as a ski and snowboard teacher in Austria (for the past 7 years). In summer he 
works as a gym teacher at schools.

PARTICIPANT 4 
Demographics: 32 years old woman, lives in Amsterdam with her boyfriend. Goes 1-2 times per week to the 
gym, and has yearly 1-3 wintersport holidays. Works as a stylist for photoshoots in magazines, campagnes 
etcetera.

PARTICIPANT 5
Demographics: 39 years old man, lives in Amsterdam with his girlfriend. Goes to the gym 2-3 a week. Every 
year he goes 1-3 times on wintersport. Works as COO for a salescompany.

PARTICIPANT 6
Demographics: 39 years old woman, lives in Antwerpen. Used to go on winter sport holidays as a kid. Sportive, 
practised multiple sports, among others different dance styles. Works as a researcher and teacher at the 
university.

PARTICIPANT 7
Demographics: 24 years old man, lives in Amsterdam, together with his girlfriend. Does not go the gym, but 
prefers running 2-3 times a week. As a kid he used to go for ski holidays every year, but now it is more once per 
two years. Works in marketing for an insurance company.

PARTICIPANT 8
Demographics: 24 years old woman, lives in Amsterdam, together with her boyfriend. Goes to the gym almost 
every day. Every year she tries to go on ski holiday, at least once. Does research work for a bank.

PARTICIPANT 9
Demographics: 25 years old woman, lives in Amsterdam, together with her boyfriend. Does not practice sport. 
Every year she goes on 1 or 2 ski holidays. Works in the creative sector.

PARTICIPANT 10
Demographics: 25 years old man, lives in Deventer, with a friend/roommate. Is sportive, used to ice skate 
and skeeler a lot. Yearly he goes around 5-6 weeks skiing, and he is a ski teacher as well. Works as a 
physiotherapist.
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E. CODEBOOK
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F. QUESTIONNAIRE
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G. DESIGN PRINCIPLES

EQUIP FOR THE ELEMENTS
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NAUGHTY AND PLAYFUL
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DARE TO STAND OUT




