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MODULE ITEM 

SENSE 

� The (ExPro) tries to engage my senses. (+) 

� The (ExPro) is perceptually interesting. (+) 

� The (ExPro) lacks sensory appeal for me. (-)  

FEEL 

� The (ExPro) tries to put me in a certain mood. (+) 

� The (ExPro) makes me respond in an emotional manner. (+) 

� The (ExPro) does not try to appeal to feelings. (-) 

THINK 

� The (ExPro) tries to intrigue me. (+) 

� The (ExPro) stimulates my curiosity. (+) 

� The (ExPro) does not try to appeal my creative thinking. (-) 

ACT 

� The (ExPro) tries to make me think about my lifestyle. (+) 

� The (ExPro) reminds me of activities I can do. (+) 

� The (ExPro) does not try to make me think about actions and behaviours. (-)

SOCIAL 

� The (ExPro) tries to get me to think about relationships. (+) 

� I can relate to other people through this (ExPro). (+) 

� The (ExPro) does not try to remind me of social rules and arrangements. (-) 

Schmitt 1999b  
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