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DECLARATION OF DR. DAVID NEAL 

ON BEHALF OF OPPOSER AIRBNB, INC. 

I, Dr. David Neal, declare as follows: 

1. I am the Managing Partner of Catalyst Behavioral Sciences LLC, a research 

consulting firm specializing in the analysis of human decision making and consumer behavior, 

which includes extensive work in connection with consumer surveys.  I have around twenty years 

of experience conducting consumer and other scientific surveys and have been retained as an 

expert in a variety of trademark, patent, and false advertising matters. Numerous of those surveys 

have been admitted as evidence in legal proceedings, and I have been accepted as an expert in 

survey research by federal courts, the National Advertising Division of the Council of Better 

Business Bureaus (NAD), and the International Trade Commission (ITC). I make this Declaration 

based on my personal knowledge and documents created and maintained by me and others under 

my supervision in the ordinary course of business.  
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2. Through its counsel, Opposer Airbnb, Inc. (“Airbnb”) retained me to design and 

conduct a survey to assess whether the SOUL BNB mark is likely to cause confusion with respect 

to Airbnb and its AIRBNB marks.  

3. Attached as Exhibit A is an accurate and complete copy of my survey report on 

that issue, dated July 2024. 

4. I reserve the right to amend or supplement the reports submitted with this 

Declaration to the extent permitted by applicable rules, procedures and orders, should additional 

documents, information, or data become available for review. 

 

I declare under penalty of perjury that the foregoing is true and correct, on this 13th day of 

February 2025, in Medellin, Colombia.  

 

   

David T. Neal, Ph.D.
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I, Dr. David T. Neal, hereby declare as follows:  

1. Qualifications 

1.1. I am the Managing Partner of Catalyst Behavioral Sciences LLC, a research 

consulting firm specializing in the analysis of human decision making and 

consumer behavior, which includes extensive work in connection with 

consumer surveys. I have been asked to provide an expert report in Opposition 

to Application No. 97637496, Airbnb, Inc., (hereafter, “Airbnb” or “Opposer”) v. 

Soul BnB LLC, (hereafter, “Soul BnB” or “Applicant”) in the United States 

Patent and Trademark Office before the Trademark Trial and Appeal Board. 

1.2. At Catalyst Behavioral Sciences, I provide services for clients across a range of 

industries. Among others in the corporate sector, I act or have acted as a 

consultant regarding surveys and consumer behavior to Bayer, Microsoft, 

Procter & Gamble, Intel, and Unilever. Among others in the public and non-

profit sector, I act or have acted as a consultant regarding surveys and health 

behavior to the World Bank, The Bill and Melinda Gates Foundation, The 

Centers for Disease Control and Prevention (CDC), USAID, and the Surgeon 

General of the U.S. Army. 

1.3. I have around twenty years’ experience conducting consumer and other 

scientific surveys. I have been retained as an expert in a variety of trademark, 

patent, and false advertising matters. I have testified as a survey expert in 

federal court, the National Advertising Division (NAD), and the International 

Trade Commission (ITC) on multiple occasions. My Curriculum Vitae, attached 

as Exhibit A, summarizes my education, publications, and experience 



 

  4 

spanning both academic and commercial marketing research. My Curriculum 

Vitae also lists all cases in which, during the previous four years, I testified as 

an expert in a deposition or at trial. 

1.4. I hold a Ph.D. in psychology from the University of Melbourne, Australia, 

awarded in 2005, and completed my post-doctoral training at Duke University, 

working in the psychology department and Fuqua School of Business. At Duke, 

I served as the Director of the Interdisciplinary Social Science Research 

Laboratories. I was then an assistant professor of psychology at the University 

of Southern California (USC). I have published extensively in the areas of 

consumer behavior and decision-making and have taught advanced research 

methods (including survey design), consumer behavior, and marketing courses 

at Duke University and USC. In 2012, I was the joint recipient (with Professor 

Wendy Wood) of the Park Outstanding Contributor Award presented by the 

Society for Consumer Psychology. This award recognizes the best peer 

reviewed paper published each year in the Journal of Consumer Psychology. I 

also have published specifically on the topic of surveys used in litigation.1 

1.5. For the preparation of this report, I am being compensated at my customary 

rate of $685 per hour by Opposer. Research assistants working under my 

direction are being at their customary hourly rate of $110. Compensation is not 

dependent in any way on the results of my work, my opinions, or the outcome 

of this matter. 

 
1 David Neal, “Psychological Considerations in Designing Trademark and False Advertising Survey 

Questionnaires” in Trademark and Deceptive Advertising Surveys: Law, Science, and Design, 273-290 
(Shari S. Diamond & Jerre B. Swann, eds. 2022). 
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2. Background and Assignment 

2.1.  I have reviewed Applicant’s Application and Opposer’s Notice of Opposition. 

Based upon my review of these documents, I understand that Soul BnB LLC, 

the Applicant, has applied for registration on the Principal Register for the 

mark shown below, which is a standard character mark. 

 

SOUL BNB 

 

2.2. Applicant has applied to use this mark in connection with goods and services 

in Class 44, specifically: “Health spa services for health and wellness of the 

mind, body and spirit offered in or from a remote, mobile or temporary on-site 

location.”2  

2.3. Finally, based upon my review, Applicant’s use of the name “Soul BnB” on its 

website (https://www.soulbnb.space) appears generally to comport with that 

Class 44 description, but I note that the Applicant consistently identifies its 

services as “getaways.” For example, a screenshot of the top-most part of 

Applicant’s website landing page is shown below.3 Accordingly, I included a 

reference to “getaways” in the description of services to ensure I fairly and 

accurately captured Applicant’s consumer-facing language concerning its 

services.  

 
2 Applicant’s Trademark Application, Serial Number: 97637496.  
3 https://www.soulbnb.space. For additional examples of Applicant defining its services as “getaways,” 

see also https://www.soulbnb.space/elite,  which identifies the services as “elite wellness getaway” and 
”luxury wellness getaway.” 

https://www.soulbnb.space/
https://www.soulbnb.space/
https://www.soulbnb.space/elite
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2.4. Counsel for Opposer has retained me to investigate whether Applicant’s 

SOUL BNB Mark, with respect to the applied-for Class 44 services, is likely 

to cause confusion with Opposer due to the alleged similarity of Applicant’s 

SOUL BNB mark to Opposer’s registered AIRBNB Marks.4 To this end, I 

designed and executed a likelihood of confusion survey using the well-

 
4 Opposer’s Notice of Opposition, to 97637496, ¶ 25. 
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established Eveready5 format. My survey included a total of 4056 U.S. 

adults that have made a reservation, booking, or purchase of health spa 

services for health or wellness in the past year, or are likely to make a 

reservation, booking, or purchase of health spa services for health or wellness 

in the next year. By using the Eveready7 survey format I was able to identify 

and quantify any likelihood of confusion stemming from Applicant’s SOUL 

BNB Mark, in connection with health spa services for health and wellness of 

the mind, body and spirit offered in or from a getaway at a remote location, a 

mobile location, or at a temporary on-site location. 

2.5. I describe the full methodology for the survey in Section 4 of this Report and 

detailed results and data tables are provided in Sections 4-5. Immediately 

below, in Section 3, I provide an executive summary of the survey’s design, 

key findings, and my primary conclusions. 

2.6. As documented in Sections 4-5, the sample selection, questionnaire design, 

data analysis, and data reporting procedures followed scientific best practices. 

The survey was designed to meet the criteria detailed in the Federal Judicial 

Center’s Manual for Complex Litigation, Fourth Edition and the Reference 

Manual on Scientific Evidence, Third Edition. Accordingly, the survey provides 

 
5 Jerre B. Swann, “Likelihood-of-Confusion Surveys” in Trademark and Deceptive Advertising Surveys: 

Law, Science, and Design, 59-78 (Shari S. Diamond & Jerre B. Swann, eds. 2022). 
6 I excluded 42 respondents who indicated that: 1) they, or someone in their household, has an industry 

affiliation with a company that that provides temporary lodging/accommodation booking services or 
provides health spa services for health or wellness offered in or from a getaway at a remote, mobile or 
temporary on-site location, 2) they failed the attention check question (see S9, Exhibit B), and/or 3) they 
provided gibberish or nonsense responses to open-ended questions. These respondents were 
excluded from the final analyses. Data from these respondents are provided in Exhibit C. 

7 Swann supra note 4. 
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valid and reliable scientific data regarding any likelihood of confusion as to 

source, affiliation/connection, or permission/approval that may be caused by 

Applicant’s SOUL BNB Mark in connection with health spa services for health 

and wellness of the mind, body and spirit offered in or from a getaway at a 

remote location, a mobile location, or at a temporary on-site location. 

3. Executive Summary of Key Findings  

3.1. It is my considered scientific opinion that the results of the survey I conducted 

clearly support a conclusion that Applicant’s SOUL BNB Mark in connection 

with health spa services for health and wellness of the mind, body and spirit 

offered in or from a getaway at a remote location, a mobile location, or at a 

temporary on-site location is likely to cause confusion with Opposer. 

3.2. I base this conclusion on my academic and professional experience and my 

scientific survey of 405 U.S. adults that have made a reservation, booking, or 

purchase of health spa services for health or wellness in the past year, or are 

likely to make a reservation, booking, or purchase of health spa services for 

health or wellness in the next year.  

3.3. Immediately below, I briefly summarize the methods used and findings from 

my survey. In the remainder of this Report, i.e., Sections 4-6, I describe the 

detailed methodology, recruitment procedures, scientific controls, data 

analysis steps, and I provide full data tables for the survey I conducted.8 

3.4. In my survey, a total of 405 relevant consumers were randomly assigned to 

 
8 For ease of reporting, I present the summaries in Sections 3 and 6 using whole numbers. Please refer to 

Section 5 for detailed tables of results for each question reporting to one decimal place. 
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one of two cells (a Test Cell or a Control Cell). After qualifying as a relevant 

consumer, respondents in both cells were first asked to review a name in the 

context of health spa services for health and wellness of the mind, body and 

spirit offered in or from a getaway at a remote location, a mobile location, or at 

a temporary on-site location. Specifically, in the Test Cell, respondents saw 

the following stimulus: 

SOUL BNB 

The stimulus I used is the SOUL BNB Mark from Applicant’s trademark 

application to the TTAB.9 

3.5. In the Control Cell, respondents saw the following stimulus: 

SOUL STAY 

This Control stimulus serves as a close unaccused alternative10 for the Test 

Cell. Specifically, it has the same first word, “SOUL.” Moreover, it has not been 

accused of infringing Opposer’s AIRBNB Marks and it eliminates the BNB 

lettering common to the Applicant’s SOUL BNB Mark and the Opposer’s 

AIRBNB Marks. Accordingly, it provides a fair, valid, and reliable measure of 

any baseline confusion in the marketplace stemming from factors other than 

trademark confusion (e.g., guessing, general beliefs that the relevant services 

may all be put out by the same company or brand, etc.).  

3.6. In both the Test and Control Cells, respondents were required to review their 

 
9 Applicant’s Trademark Application, Serial Number: 97637496. 
10 Shari S. Diamond. 2022. “Control Foundations: Rationales and Approaches”, in Trademark and 

Deceptive Advertising Surveys: Law, Science, and Design, 239-254 (Shari S. Diamond & Jerre B. 
Swann, eds. 2022). See also Shari S. Diamond, "Reference Guide on Survey Research,” Reference 
Manual on Scientific Evidence (3rd ed. 2011). 
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respective stimulus, SOUL BNB or SOUL STAY, for a minimum of 20 seconds.  

3.7. All respondents were then asked a series of questions used in Eveready-style 

surveys to determine which company or brand they believed put out the 

relevant services (i.e., health spa services for health and wellness of the mind, 

body and spirit offered in or from a getaway at a remote location, a mobile 

location, or at a temporary on-site location) using the name they were shown, 

or which company or brand, if any, was affiliated with/connected to the 

company or brand that put out the relevant services using the name they were 

shown, or, finally, from which company or brand, if any, does the company or 

brand that put out the relevant services using the name they were shown 

needed to get permission/approval. 

3.8. Critically, the questions put to respondents were identical in both cells and the 

only difference across cells was the name they were first asked to consider in 

the context of health spa services for health and wellness of the mind, body and 

spirit offered in or from a getaway at a remote location, a mobile location, or at 

a temporary on-site location. 

3.9. The results were as follows: 

3.9.1. In the Test Cell, showing Applicant’s SOUL BNB Mark, 36 respondents 

out of 201 (i.e., 18%) indicated that Applicant’s SOUL BNB Mark was put 

out by, had an affiliation or connection with, or needed to get permission 

or approval from Opposer, Airbnb.11 

 
11 A respondent was counted as confused if they mentioned “Airbnb” (including any obvious misspellings, 

e.g., “Air bnb” and “Air B&b”). 
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3.9.2. In the Control Cell, showing the Control stimulus, SOUL STAY, 2 

respondents out of 204 (i.e., 1%) indicated that the Control stimulus was 

put out by, had an affiliation or connection with, or needed to get 

permission or approval from Opposer, Airbnb.  

3.9.3. To arrive at a “net level of confusion,” I subtracted the confusion level 

found in the Control Cell (1%) from the confusion level found in the Test 

Cell (18%). This net confusion figure tells us the amount of confusion 

that is being caused specifically by Applicant’s allegedly confusing SOUL 

BNB Mark, as opposed to other factors unrelated to trademark confusion 

(e.g., guessing, general beliefs in the category, etc.).  

3.9.4. The net confusion level between the Test Cell and the Control Cell is 

17% (i.e., 18% minus 1% = 17%).  

3.10. In summary, on the basis of these results, it is my considered opinion that my 

survey clearly supports a conclusion that there is a significant likelihood of 

confusion with Opposer caused by Applicant’s SOUL BNB Mark, in connection 

with health spa services for health and wellness of the mind, body and spirit 

offered in or from a getaway at a remote location, a mobile location, or at a 

temporary on-site location.  

4. Recruitment and Sampling  

4.1. From June 27, 2024, to July 1, 2024, I fielded a survey with a final qualifying 

sample of 405 U.S. adults that have made a reservation, booking, or purchase 

of health spa services for health or wellness in the past year, or are likely to 

make a reservation, booking, or purchase of health spa services for health or 
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wellness in the next year.12 Exhibit C is a copy of each survey respondent’s 

verbatim answers to each question in the survey including both their numeric 

and text responses and all coding of text responses. Attached as Exhibit B is a 

copy of the survey questionnaire, including the questions that survey 

respondents were asked, the coding of response options, and any imagery 

presented. Exhibit E provides screenshots of the survey as it appeared to 

respondents. 

4.2. I excluded 36 respondents who indicated they, or someone in their household, 

has an industry affiliation with a company that that provides temporary 

lodging/accommodation booking services or provides health spa services for 

health or wellness offered in or from a getaway at a remote, mobile or 

temporary on-site location.13 I also excluded four respondents who failed the 

attention check question (see S9, Exhibit B), and excluded eight respondents 

who provided gibberish or nonsense responses to open-ended questions. 

Data from all included and excluded14 respondents are provided in Exhibit C.  

4.3. I was responsible for the design of the survey and all procedures that were 

followed in executing it. Data collection was conducted using the Qualtrics 

online survey platform. Respondents for the survey were provided by Full 

Circle Research, an industry-leading provider of survey respondents for 

 
12 Additional respondents who did not pass one or more screening or quality control questions are 

identified in Section 5. Attached as Exhibit D is the termination report which shows the number of 
respondents terminated from the survey and the reason for their termination, whether failing to pass a 
screening question or quality control question. 

13 I note that if affiliated respondents (who did not otherwise fail any quality control checks) are included in 
the analysis, net confusion does not materially change (it increases by 0.3%). 

14 Note that some respondents were excluded for more than one reason. Thus, total unique respondents 
excluded was 42. See Exhibit C for data from all respondents.  
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research studies. Full Circle Research uses multiple methods to verify the 

identity of its panelists, including digital fingerprinting, third-party verification, 

suspect IP/domain elimination, and permission-based, double opt-in. The 

panel company was instructed to send survey invitations using the “click-

balancing method” in which respondents who start the survey are matched to 

national census data with respect to gender, age, and census region.15 By 

using this sampling frame and methodology, I ensured that the characteristics 

of the final survey sample matched known attributes of the broader target 

population and ruled out any concerns about non-response bias.16 

4.4. The survey utilized a double-blind methodology. Specifically, respondents 

were not informed of the purpose or sponsor of the survey, and thus were 

“blind” to this information. By virtue of being conducted through an automated 

online survey platform, the survey also removed any potential for interviewer 

bias or errors in data recording. Thus, the data collection method was also 

“blind” to the hypotheses being tested. 

4.5. The relevant universe for a “forward” (as opposed to “reverse”)17 likelihood of 

 
15 See Matthew Kugler & Charles Henn Jr., “Internet surveys in trademark cases: Benefits, challenges, 

and solutions” in Trademark and Deceptive Advertising Surveys: Law, Science, and Design, 291-314 
(Shari S. Diamond & Jerre B. Swann, eds. 2022). 

16 For a general discussion of non-response bias and sample representativeness, see Shari S. Diamond, 
"Reference Guide on Survey Research,” Reference Manual on Scientific Evidence (3rd ed. 2011). 

17 The relevant universe for testing “forward” confusion is conventionally the junior user’s potential 
customers given that forward confusion occurs when consumers believe that the junior user’s products 
or services are put out by, sponsored by, or affiliated with the senior user. The relevant universe for 
testing “reverse” confusion is conventionally the senior user’s potential customers given that reverse 
confusion occurs when consumers believe that the senior user’s products or services are put out by, 
sponsored by, or affiliated with the junior user. See William G. Barber and Giulio E. Yaquinto. “The 
Universe” in Trademark and Deceptive Advertising Surveys: Law, Science, and Design, 31-56 (Shari S. 
Diamond & Jerre B. Swann, eds. 2022). 
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confusion survey includes prospective purchasers of the Applicant’s products 

or services who may be exposed to the allegedly confusing mark, in this case 

Applicant’s SOUL BNB Mark.18 To narrow the sample to this universe in the 

Survey, I screened out individuals who were under 18 years of age (S4, 

Exhibit B). I also screened individuals to ensure that they were using a laptop 

computer, desktop computer, tablet, or smartphone (S5, Exhibit B). I then 

screened individuals to ensure that all respondents lived in the United States, 

including Puerto Rico and D.C. (S8, Exhibit B). In addition, I screened out 

individuals, or anyone in their household, who work for an advertising agency 

or a market research firm (S6, Exhibit B).  

4.6. The survey also included five quality control items designed specifically to 

ensure respondents were paying attention and providing valid and reliable 

responses. First, the survey included a randomly generated “CAPTCHA” 

question (see S1, Exhibit B), which ensured respondents could clearly see 

the screen and the information being presented. Second, the survey included 

an “attention check” (see S9, Exhibit B) which ensured respondents were 

reading the survey questions put to them. Third, the survey included two 

questions about respondents’ age, which ensured respondents were 

providing honest and consistent answers (see S2 and S4, Exhibit B). 

Respondents selecting two different ages were terminated. Fourth, I included 

a false positive question to ensure respondents were providing valid and 

 
18 Id. 
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reliable responses (see S7, Exhibit B). Fifth, to ensure respondents were 

giving consistent/honest answers rather than yea-saying or straight-lining,19 I 

excluded respondents who selected all answers to questions (i.e., selected 

response options 1-5) S10 and/or S11. Respondents who failed any one (or 

more) of these quality control metrics were terminated from the survey.20  

4.7. In addition, survey respondents were instructed to complete the survey in one 

session without interruption, maximize their browser, were not allowed to 

consult with any other website or other electronic or written materials of any 

kind and, if necessary to read clearly, were required to wear eyeglasses or 

contact lenses throughout the survey (see S15, Exhibit B). They were also 

explicitly instructed not to guess. All respondents consented and agreed to 

comply with these requirements.  

4.8. Survey respondents in the survey who met all of the screening criteria 

described in Paragraphs 4.5 to 4.7 above proceeded to the main survey. In 

Section 5 below, I describe the specific questions put to respondents in the 

same order in which they appeared in each survey. Under each question, I 

include a data table of results for that question. Programming instructions are 

shown in bold in brackets (see Exhibit B for the full survey along with all 

programming, skip, and display logic). 

5. Detailed Survey Screening Questions and Results 

5.1. In this Section, I describe each question asked in the survey I conducted. I 

 
19 See Neal supra note 1.  
20 Attached as Exhibit D is the termination report which show the number of respondents terminated from 

the survey and the reason for their termination.  
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also provide a table of results for each question. The survey commenced with 

a series of questions designed to screen respondents to ensure they met the 

relevant universe. 

5.2. Tables 1-8 below provide the results of Screening Questions S2 (age), S3 

(gender), S4 (age quality control), S5 (device), S6 (advertising or marketing 

industry affiliation), S7 (false positive), S8 (U.S. resident), and S9 (attention 

check). Screening Question S1 was a CAPTCHA question used as a quality 

control metric and attention check, so no data was saved.  

 
Question S2. 

What year were you born? 
[DROP DOWN LIST OF YEARS 1925-2009; ELIMINATE IF UNDER 
18] 

 

Table 1. Results for Question S2: Cross Checked with Age Group 
Selected in S4 (Total N=405). 

 

Number Matching 

and Percent 

age 

Yes, age matches 405 (100.0%) 

Total 405 (100.0%) 

 

Question S3. 

Are you… 

[SINGLE-SELECT; RANDOMIZE FIRST TWO OPTIONS] 

1. Male 
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2. Female 
3. Non-binary [ANCHOR] 
4. Prefer not to say [ANCHOR] 

Table 2. Results for Question S3: Gender Composition (Total N=405). 

Response Options 
Number Selecting and 

Percentage 

Male 201 (49.6%) 

Female 200 (49.4%) 

Non-binary 4 (1.0%) 

Prefer not to say 0 (0.0%) 

Total 405 (100.0%) 

 

Question S4. 

Which of these age ranges includes your age? 

[SINGLE-SELECT; DON’T RANDOMIZE; TERMINATE IF UNDER 

18 OR AGE RANGE NOT POSSIBLE BASED ON YEAR OF BIRTH 

ENTERED IN S2] 

1. Under 18 [TERMINATE]  

2. 18-24 

3. 25-34 

4. 35-44 

5. 45-54 

6. 55 or older 
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Table 3. Results for Question S4: Age Composition (Total N=405).  

Response Options 
Number Selecting 

and Percentage 

Under 18 0 (0.0%) 

18-24 49 (12.1%) 

25-34 118 (29.1%) 

35-44 82 (20.2%) 

45-54 85 (21.0%) 

55 or older 71 (17.5%) 

Total 405 (100.0%) 

 

Question S5. 

Please indicate below the device you are using to take this survey. 

[SINGLE-SELECT; RANDOMIZE EXCEPT FINAL TWO OPTIONS] 

1. Laptop computer 

2. Desktop computer 

3. Tablet 

4. Smartphone 

5. Other type of device not listed above [ANCHOR; TERMINATE] 

6. Don’t know/not sure [ANCHOR; TERMINATE] 
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Table 4. Results for Question S5: Device (Total N=405). 

Response Options 
Number Selecting 

and Percentage 

Laptop computer 49 (12.1%) 

Desktop computer 35 (8.6%) 

Tablet 15 (3.7%) 

Smartphone 306 (75.6%) 

Other type of device not listed above 0 (0.0%) 

Don’t know/not sure 0 (0.0%) 

Total 405 (100.0%) 

 

Question S6. 

Do you, or does anyone in your household, work for any of the 

following types of companies? Please select all that apply. 

[MULTI-SELECT; RANDOMIZE EXCEPT ANCHORED] 

1. An advertising agency [TERMINATE] 
2. A market research firm [TERMINATE] 
3. None of these/I don’t know [ANCHOR; EXCLUSIVE] 

 

  Table 5. Results for Question S6: (Total N=405). 

 Number Matching 

and Percentage 

An advertising agency 0 (0.0%) 

A market research firm 0 (0.0%) 

None of these/I don’t know 405 (100.0%) 

Total 405 (100.0%) 
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Question S7. 

Which of the following social media services, if any, have you used in 

the past month? Please select all that apply.  

[MULTI-SELECT; RANDOMIZE EXCEPT ANCHORED] 

1. Snapchat 
2. TikTok 
3. Instagram 
4. Facebook 
5. LinkedIn 
6. Twitter/X 
7. Vilbar [TERMINATE; FALSE POSITIVE] 
8. None of these [ANCHOR; EXCLUSIVE] 

 
Table 6. Results for Question S7: (Total N=405). 

 Number Matching 

and Percentage 

Selected False Positive Response 
Option 7 (“Vilbar”) 

0 (0.0%) 

Total 405 (100.0%) 

 

Question S8:  

In what state do you live? 

[PROGRAMMER: DROP DOWN MENU OF STATES PLUS D.C. 

AND PR. INCLUDE AN OPTION FOR “OTHER” AND TERMINATE 

IF IT IS SELECTED.]  

See Appendix, Exhibit C, for full list. 

 

Table 7. Results for Question S8: State of Residence (Total N=405). 

Residency 
Number Selecting 

and Percentage 

U.S. resident 405 (100.0%) 

Total 405 (100.0%) 
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Question S9. 

For quality assurance, please type the word "[RANDOMLY PIPE 

SURVEY/QUESTION/CHECK/QUALITY/TEST]" in the blank below 

the "Other" box and then click to continue. 

[SINGLE-SELECT; DO NOT RANDOMIZE] 

1. Strongly agree  

2. Agree 

3. Neutral   

4. Disagree  

5. Strongly disagree   

6. Other  

________ [DO NOT FORCE TEXT BOX]   

 

 

Table 8. Results for Question S9: Pass Quality Assurance (Total N=405). 

 Number Matching 

and Percentage 

Yes 405 (100.0%) 

No 0 (0.0%) 

 

5.3. Via Screening Questions S10-13 shown below, I then screened respondents to 

ensure that they had personally made “a reservation, booking, or purchase of 

health spa services for health or wellness” for themselves or for someone else 

in the past year (S10) or were likely to make “a reservation, booking, or 

purchase of health spa services for health or wellness” for themselves or for 

someone else in the next year (S11). In addition, I screened individuals to 

ensure they had personally made a purchase of health spa services in or from 

a getaway at a remote location, a mobile location, or a temporary on-site 
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location in the past year (S12) or were likely to in the next year (S13). Thus, to 

qualify, respondents were required to answer that they have made, or are likely 

to make, a reservation, booking, or purchase of health spa services for health 

or wellness for themselves or for someone else in or from a getaway at a 

remote location, a mobile location, or a temporary on-site location in the past 

year and/or in the next year, respectively. Note, to ensure respondents were 

giving consistent/honest answers rather than yea-saying or straight-lining,21 

respondents who selected all answers to questions (i.e., selected response 

options 1-5) S10 and/or S11 did not qualify.  

Question S10. 

In the past year, which of the following kinds of reservations, 

bookings, or purchases, if any, have you personally made for yourself 

or for someone else? Please select all that apply. 

[MULTI-SELECT; RANDOMIZE EXCEPT FINAL OPTION] 

1. A reservation, booking, or purchase of health spa services for 
health or wellness  

2. A reservation, booking, or purchase of grooming services for hair, 
skin, or nails 

3. A reservation, booking, or purchase of catering services for an 
event at home or work 

4. A reservation, booking, or purchase of personal training services for 
strength or fitness 

5. A reservation, booking, or purchase of language teaching services 
to learn or improve a second language 

6. None of these/I don’t recall [ANCHOR; EXCLUSIVE] 

  

 
21 See Neal supra note 1.  
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Table 9. Results for Question S10: Reservations, Bookings, or Purchases 
Personally Made in the Last Year (Total N=405). 

Response Options 
Number Selecting 
and Percentage 

A reservation, booking, or purchase of 
health spa services for health or wellness  220 (54.3%) 

A reservation, booking, or purchase of 
grooming services for hair, skin, or nails 292 (72.1%) 

A reservation, booking, or purchase of 
catering services for an event at home or 
work 

136 (33.6%) 

A reservation, booking, or purchase of 
personal training services for strength or 
fitness 

121 (29.9%) 

A reservation, booking, or purchase of 
language teaching services to learn or 
improve a second language 

35 (8.6%) 

None of these/I don’t recall 43 (10.6%) 

 

Question S11. 

And in the next year, which of the following kinds of reservations, 

bookings, or purchases, if any, are you likely to personally make for 

yourself or for someone else? Please select all that apply. 

[MULTI-SELECT; RANDOMIZE EXCEPT FINAL OPTION] 

1. A reservation, booking, or purchase of health spa services for 
health or wellness  

2. A reservation, booking, or purchase of grooming services for hair, 
skin, or nails 

3. A reservation, booking, or purchase of catering services for an 
event at home or work 

4. A reservation, booking, or purchase of personal training services for 
strength or fitness 

5. A reservation, booking, or purchase of language teaching services 
to learn or improve a second language 

6. None of these/I don’t know [ANCHOR; EXCLUSIVE] 
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Table 10. Results for Question S11: Reservations, Bookings, or 
Purchases Likely to Personally Make in the Next Year (Total N=405). 

Response Options 
Number Selecting 
and Percentage 

A reservation, booking, or purchase of 
health spa services for health or wellness  385 (95.1%) 

A reservation, booking, or purchase of 
grooming services for hair, skin, or nails 

317 (78.3%) 

A reservation, booking, or purchase of 
catering services for an event at home or 
work 

175 (43.2%) 

A reservation, booking, or purchase of 
personal training services for strength or 
fitness 

181 (44.7%) 

A reservation, booking, or purchase of 
language teaching services to learn or 
improve a second language 

47 (11.6%) 

None of these/I don’t know 1 (0.2%) 

 

Question S12. 

You indicated that you personally made a reservation, booking, or 
purchase of health spa services for health or wellness in the past 
year. If you recall, in what type of location were those services offered 
in/from? Please select all that apply.  

[MULTI-SELECT; RANDOMIZE EXCEPT FINAL OPTION] 

1. A getaway at a remote location 
2. A getaway at a mobile location 
3. A getaway at a temporary on-site location 
4. A retail store location within a shopping mall 
5. A retail store location in a strip mall 
6. A getaway at a hotel location  
7. None of these/I don’t recall [ANCHOR; EXCLUSIVE] 
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Table 11. Results for Question S12: Type of Location Services Were 
Offered in/from in the Past Year (Total N=405). 

Response Options 
Number Selecting 
and Percentage 

A getaway at a remote location 117 (28.9%) 

A getaway at a mobile location 34 (8.4%) 

A getaway at a temporary on-site location 42 (10.4%) 

A retail store location within a shopping mall 62 (15.3%) 

A retail store location in a strip mall 60 (14.8%) 

A getaway at a hotel location  105 (25.9%) 

None of these/I don’t recall 6 (1.5%) 

 

Question S13. 

You indicated that you are likely to personally make a reservation, 
booking, or purchase of health spa services for health or wellness in 
the next year. If you know, in what type of location are those services 
likely to be offered in/from? Please select all that apply.  

[MULTI-SELECT; RANDOMIZE EXCEPT FINAL OPTION] 

1. A getaway at a remote location 
2. A getaway at a mobile location 
3. A getaway at a temporary on-site location 
4. A retail store location within a shopping mall 
5. A retail store location in a strip mall 
6. A getaway at a hotel location  
7. None of these/I don’t recall [ANCHOR; EXCLUSIVE] 
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Table 12. Results for Question S13: Type of Location Services Are Likely 
to Be Offered in/from in the Next Year (Total N=405). 

Response Options 
Number Selecting and 

Percentage 

A getaway at a remote 
location 

273 (67.4%) 

A getaway at a mobile 
location 

88 (21.7%) 

A getaway at a temporary on-
site location 

112 (27.7%) 

A retail store location within a 
shopping mall 

113 (27.9%) 

A retail store location in a 
strip mall 

103 (25.4%) 

A getaway at a hotel location  220 (54.3%) 

None of these/I don’t know 1 (0.2%) 

 

 

5.4. Next, Question S14 asked respondents if they had taken any surveys in the 

past three months on a variety of topics. Those who selected health spa 

services for health or wellness were terminated. 

Question S14. 

In the past 3 months, have you taken a survey on any of the following 
topics?  
Please select all that apply.  
[MULTI-SELECT; RANDOMIZE ALL EXCEPT FINAL OPTION] 
1. Health spa services for health or wellness [TERMINATE] 
2. Grooming services for hair, skin, or nails 
3. Catering services for an event at home or work 
4. Personal training services for strength or fitness   
5. Language teaching services to learn or improve a second language   
6. None of these [ANCHOR; EXCLUSIVE] 
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Table 13. Results for Question S14: Topics of Surveys Taken in Past 
Three Months (Total N=405). 

Response Options 
Number Selecting 
and Percentage 

Health spa services for health or wellness 0 (0.0%) 

Grooming services for hair, skin, or nails 31 (7.7%) 

Catering services for an event at home or 
work 19 (4.7%) 

Personal training services for strength or 
fitness   

24 (5.9%) 

Language teaching services to learn or 
improve a second language   

12 (3.0%) 

None of these 360 (88.9%) 

Total 405 (100.0%) 

 

5.5. Question S15 presented a number of instructions to respondents and was 

displayed only if respondents had not been terminated. If the respondent did 

not understand or agree to the instructions at Question S15, they were 

excluded. The specific question wording for Question S15 is shown below. 

Question S15. 

You have qualified to take this survey. Before continuing, please 

carefully read these instructions:   

• Please take the survey in one session without interruption.   
• Please maximize your browser and keep it maximized for the 

survey.   
• While taking the survey, please do not consult any other 

websites or other electronic or written materials.   
• Please answer all questions on your own without consulting any 

other person.   
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• If you normally wear eyeglasses or contact lenses when viewing 
a computer screen, please wear them for the survey.   

• Please do not guess.   
 

Please select one response 
[RANDOMIZE] 
1. I understand and agree to the above instructions 

2. I do not understand or do not agree to the above instructions 

[TERMINATE] 

Table 14. Results for Question S15: (Total N=405).  

 Number Matching 

and Percentage 

I understand and agree 

to the above instructions 
405 (100.0%) 

Total 405 (100.0%) 

 

5.6. Respondents who qualified (i.e., passed all screening criteria up to and 

including Screening Question S15) were randomly assigned either to the Test 

Cell or Control Cell. All respondents were first provided general instructions via 

Question 1 (see below).  

Question 1. 
 

On the next screen, you will be shown a name and a listing of services 
that may be offered in connection with the name. 

Please look at the name just as you would if you were considering 
purchasing the kinds of services that will be shown. 
 

5.7. Respondents in both cells then saw Question 2, which instructed them as 

follows: 

Question 2. 
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Please carefully look at the name below and the listing of services that 
may be used in connection with the name. 
 
[RANDOMLY ASSIGN TO TEST OR CONTROL NAME; NAME TO 
APPEAR CENTERED IN CAPS, SIZE: 48 PIXELS. LISTING OF 
SERVICES TO APPEAR BELOW NAME, ALIGNED LEFT. 
CONTINUE BUTTON TO APPEAR AFTER 20 SECOND DELAY; 
NAME AND LIST OF SERVICES TO REMAIN ON SCREEN 
THROUGH Q11; SEE APPENDIX FOR TEST AND CONTROL 
NAMES] 

 

 

[TEST CELL DISPLAY] 

SOUL BNB 

[CONTROL CELL DISPLAY] 

SOUL STAY 

 

Services: 

• Health spa services for health and wellness of the mind, body and 
spirit offered in or from: 

o A getaway at a remote location 
o A getaway at a mobile location  
o A getaway at a temporary on-site location  

The continue button will appear below after 20 seconds but you may 
look as long as you wish. Please click the continue button when you 
have finished reviewing. 

 

5.8. As shown above, respondents at Question 2 were required to view their 

respective name for a minimum of 20 seconds. However, respondents were free 

to view the name for as long as they wished beyond that minimum. After 

respondents reviewed the name, they were asked in Question 3 if they were 

able to view the name clearly and read the listing of services. Those who were 

unable to clearly view the name and read the listing of services were terminated 
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from the survey (See Question 3 below). 

               Question 3. 

Are you able to view the name clearly and read the listing of services? 
[SINGLE-SELECT; RANDOMIZE] 

1. Yes, I can view the name clearly and read the listing of 
services 

2. No, I can’t view the name clearly and/or am unable to read the 
listing of services [TERMINATE; DO NOT COUNT AS 
COMPLETE] 
 

Table 15. Results for Q3: Viewed Name Clearly (Total N=405).  

 Full Sample 

(N=396) 

Yes  405 (100.0%) 

No 0 (0.0%) 

Total 405 (100.0%) 

 

5.9. Depending on their cell, respondents saw their assigned name above 

Questions 4-11: 

Test Cell: SOUL BNB 

Control Cell: SOUL STAY 

5.10. Questions 4-11 were Eveready-method questions designed to test whether 

consumer confusion is likely. Question 4 asked respondents what company or 

brand they thought puts out the relevant services (i.e., health spa services for 

health and wellness of the mind, body and spirit offered in or from a getaway 

at a remote location, a mobile location, or at a temporary on-site location) 

using the name shown. If respondents entered at least one company or brand, 

they were asked at Question 5 to explain why they thought so for each 
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company or brand entered at Question 4. 

5.11. Next, Question 6 asked respondents if they thought the company or brand that 

puts out the relevant services using the name shown had a business affiliation 

with or connection to another company or brand. If they did, they were shown 

Question 7, which asked respondents to enter what other companies or 

brands they believed were affiliated with or connected to the company or 

brand that puts out the relevant services using the name shown. If 

respondents entered at least one company or brand at Question 7, they were 

asked at Question 8 to explain why they thought so for each company or brand 

they entered at Question 7. 

5.12. Finally, in Question 9, respondents were asked whether they thought that the 

company or brand that puts out the relevant services using the name shown 

needed to get permission or approval from another company or brand. If they 

did, they were asked Question 10, which asked respondents to enter what 

other companies or brands they believed the company or brand that puts out 

the relevant services using the name shown needed to get permission or 

approval from. If respondents entered at least one company or brand, they 

were asked at Question 11 to explain why they thought so for each company 

or brand entered at Question 10. 

5.13. Question 12 was the final question in the survey, and it asked whether 

respondents or anyone in their household works for a company that provides 

temporary lodging/accommodation booking services or provides health spa 

services for health or wellness offered in or from a getaway at a remote, 
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mobile or temporary on-site location. This allowed me to identify individuals 

with industry affiliations and exclude them from the data analysis. 

5.14. Below I provide the specific question wording and full results for Questions 4 

through 12. In Tables 16, 18, and 20, I present the number and percentage of 

respondents who were confused in the Test Cell (which showed Applicant’s 

SOUL BNB Mark) and the Control Cell (which showed the control stimulus) as 

to source (Q4), affiliation/connection (Q7), and permission/approval (Q10). 

Specifically, I coded respondents as confused if they mentioned “Airbnb,” 

including any obvious misspellings, at Q4, Q7, and Q10. The results of the 

coding for all respondents are provided in Exhibit C.  

Question 4. 

What company or brand do you think puts out the listed services using 
the name above, if you have an opinion? If you are thinking of more 
than one, please enter each one in a separate box below.  
 

[5 SMALL TEXT BOXES AND “DON’T KNOW/NO OPINION” 
OPTION. FORCE AT LEAST ONE TEXT BOX OR DON’T KNOW/NO 
OPINION, BUT DO NOT ALLOW BOTH. ABOVE THE TEXT BOXES 
DISPLAY, “COMPANY/BRAND”] 
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Table 16. Results for Q4: Percentage and Number of Respondents Who 
Mentioned Airbnb22 When Asked What Company or Brand Puts Out the 
Listed Services Using the Name (Total N=405).  

Cell 
Percent and Number 

Mentioning “Airbnb” 

Test Cell: Applicant’s SOUL BNB Mark 14.9% (30/201) 

Control Cell: Control Stimulus, SOUL 
STAY 

0.5% (1/204) 

 
 
Question 5. 
 
For each company or brand you named (listed below), please describe 
what makes you think that they put out the listed services using the 
name above.  
 
[LIST EACH ANSWER ENTERED IN Q4 AND BELOW EACH 
PROVIDE A TEXT BOX. ABOVE EACH TEXT BOX DISPLAY 
HEADING: “REASON(S) [PIPE ENTRY FROM Q4 IN BOLD TEXT] 
PUTS OUT THE LISTED SERVICES USING THE NAME ABOVE:”]  

 
See Exhibit C for Question 5 data. 
 
 
Question 6. 
 
Do you think the company or brand that puts out the listed services 
using the name above is affiliated with, or connected to, any other 
company or brand?   
[SINGLE-SELECT; RANDOMIZE FIRST TWO OPTIONS] 
1. Yes, I do 
2. No, I do not   
3. Don’t know/no opinion [ANCHOR] 

 
  

 
22 Text responses were coded as mentioning Airbnb if respondent mentioned “Airbnb” including any 

obvious misspellings, e.g., “Air bnb” and “Air B&b”). 
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Table 17. Results for Q6: Percentage and Number of Respondents Who 
Thought that the Company or Brand That Puts Out the Listed Services 
Using the Name is Affiliated with or Connected to Another Company or 
Brand (Total N=405).  

Response 

Options  
Cell 

Percent and 

Number 

Selecting 

Yes, I do 

Test Cell: Applicant’s SOUL BNB 

Mark  

41.3% 

(83/201) 

Control Cell: Control Stimulus, 

SOUL STAY 

32.8% 

(67/204) 

No, I do not 

Test Cell: Applicant’s SOUL BNB 

Mark  

32.3% 

(65/201) 

Control Cell: Control Stimulus, 

SOUL STAY 

32.4% 

(66/204) 

Don’t know/no 

opinion 

Test Cell: Applicant’s SOUL BNB 

Mark 

26.4% 

(53/201) 

Control Cell: Control Stimulus, 

SOUL STAY 

34.8% 

(71/204) 

 
Question 7.  
 
What other company or brand? 
 
If you are thinking of more than one company or brand, please enter 
each one in a separate box below. 
 
[5 SMALL TEXT BOXES AND “DON’T KNOW/NO OPINION.” 

FORCE AT LEAST ONE TEXT BOX OR DK/NO OPINION BUT DO 

NOT ALLOW BOTH] 
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Table 18. Results for Q7: Percentage and Number of Respondents Who 
Mentioned Airbnb23 When Asked What Company or Brand Has an 
Affiliation or Connection with the Company or Brand that Puts Out the 
Listed Services Using the Name (Total N=405).  

Cell 
Percent and Number 

Mentioning “Airbnb” 

Test Cell: Applicant’s SOUL BNB 
Mark 

9.0% (18/201) 

Control Cell: Control Stimulus, 
SOUL STAY 

0.0% (0/204) 

 

Question 8. 
 
For each company or brand you named (listed below), please describe 
what makes you think they are affiliated with, or connected to, the 
company or brand that puts out the listed services using the name 
above.  
 
[LIST EACH ANSWER ENTERED IN Q7 AND BELOW EACH 
PROVIDE A TEXT BOX. ABOVE EACH TEXT BOX DISPLAY 
HEADING: “REASON(S) [PIPE ENTRY FROM Q7 IN BOLD TEXT] 
IS AFFILIATED WITH, OR CONNECTED TO, THE COMPANY OR 
BRAND THAT PUTS OUT THE LISTED SERVICES USING THE 
NAME ABOVE:”] 
 
See Exhibit C for Question 8 data. 
 
Question 9. 
 
Do you think the company or brand that puts out the listed services 
using the name above received permission or approval from any other 
company or brand?   
[SINGLE-SELECT; RANDOMIZE FIRST TWO OPTIONS] 
1. Yes, I do 
2. No, I do not   
3. Don’t know/no opinion [ANCHOR] 
 

  

 
23 Text responses were coded as mentioning Airbnb if respondent mentioned “Airbnb” including any 

obvious misspellings, e.g., “Air bnb” and “Air B&b”). 
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Table 19. Results for Q9: Percentage and Number of Respondents Who 
Thought that the Company or Brand That Puts Out the Listed Services 
Using the Name Received Permission or Approval from Another Company 
or Brand (Total N=405).  

Response 

Options  
Cell 

Percent and 

Number 

Selecting 

Yes, I do 

Test Cell: Applicant’s SOUL BNB 

Mark 

34.3% 

(69/201) 

Control Cell: Control Stimulus, 

SOUL STAY 

28.9% 

(59/204) 

No, I do not 

Test Cell: Applicant’s SOUL BNB 

Mark 

38.8% 

(78/201) 

Control Cell: Control Stimulus, 

SOUL STAY 

34.8% 

(71/204) 

Don’t know/no 

opinion 

Test Cell: Applicant’s SOUL BNB 

Mark 

26.9% 

(54/201) 

Control Cell: Control Stimulus, 

SOUL STAY 

36.3% 

(74/204) 

 
Question 10.  
 
What other company or brand? 
 
If you are thinking of more than one company or brand, please enter 
each one in a separate box below.  
 

[5 SMALL TEXT BOXES AND “DON’T KNOW/NO OPINION.” 
FORCE AT LEAST ONE TEXT BOX OR DK/NO OPINION BUT DO 
NOT ALLOW BOTH]  
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Table 20. Results for Q10: Percentage and Number of Respondents Who 
Mentioned Airbnb24 When Asked from What Company or Brand Does the 
Company or Brand that Puts Out the Listed Services Using the Name 
Need to Get Permission or Approval (Total N=405).  

Cell 
Percent and Number 

Mentioning “Airbnb” 

Test Cell: Applicant’s SOUL BNB Mark 3.0% (6/201) 

Control Cell: Control Stimulus, SOUL 
STAY 

0.5% (1/204) 

 
 
Question 11. 
 
Please describe what makes you think that the company or brand that 
puts out the listed services using the name above received permission 
or approval from each company or brand you named (listed below).  
 
[LIST EACH ANSWER ENTERED IN Q10 AND BELOW EACH 
PROVIDE A TEXT BOX. ABOVE EACH TEXT BOX DISPLAY 
HEADING: “REASON(S) THE COMPANY OR BRAND THAT PUTS 
OUT THE LISTED SERVICES USING THE NAME ABOVE 
RECEIVED PERMISSON OR APPROVAL FROM [PIPE ENTRY 
FROM Q10 IN BOLD TEXT]:”]  

 
See Exhibit C for Question 11 data. 

 
 

Question 12.  
 
Do you, or does anyone in your household, work for any of the 
following types of companies? Please select all that apply.  
[MULTI-SELECT; RANDOMIZE EXCEPT ANCHORED] 
1. A provider of temporary lodging/accommodation booking services 

[FLAG AS INDUSTRY-AFFILIATED] 
2. A provider of health spa services for health or wellness offered in or 

from a getaway at a remote, mobile or temporary on-site location 
[FLAG AS INDUSTRY-AFFILIATED] 

3. A provider of grooming services for hair, skin, or nails 

 
24 Text responses were coded as mentioning Airbnb if respondent mentioned “Airbnb” including any 

obvious misspellings, e.g., “Air bnb” and “Air B&b”). 
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4. A provider of catering services for home or work 
5. A provider of personal training services for strength or fitness 
6. A provider of language teaching services to learn or improve a 

second language 

7. None of the above [ANCHOR; EXCLUSIVE] 

 

Table 21. Results for Q12: Industry Affiliation (Total N=435).25  

Industry Affiliation 
Yes                            No Total 

N % N % N 

A provider of temporary 

lodging/accommodation booking 

services 

18 4.1% 417 95.9% 435 

A provider of health spa services 

for health or wellness offered in or 

from a getaway at a remote, mobile 

or temporary on-site location 

21 4.8% 414 95.2% 435 

A provider of grooming services 
for hair, skin, or nails 

20 4.6% 415 95.4% 435 

A provider of catering services for 
home or work 

17 3.9% 418 96.1% 435 

A provider of personal training 
services for strength or fitness 

14 3.2% 421 96.8% 435 

A provider of language teaching 
services to learn or improve a 
second language 

12 2.8% 423 97.2% 435 

None of the above 388 89.2% 47 10.8% 435 

 

 
25 Note: For completeness, Table 21 includes 30 out of the 36 respondents who subsequently indicated 

they, or someone in their household, has an industry affiliation with a company that that provides 
temporary lodging/accommodation booking services or provides health spa services for health or 
wellness offered in or from a getaway at a remote, mobile or temporary on-site location (6 out of 36 
affiliated respondents failed one or more quality controls and hence are excluded).  Note also, Table 21 
excludes all respondents who failed the attention check question (see S9, Exhibit B) and/or provided 
gibberish or nonsense responses to open-ended questions. All data from these additional respondents 
are provided in Exhibit C.  



 

  39 

6. Summary of Confusion as to Source, Affiliation, or Permission Results 

6.1. In this Section, I report on the summary confusion rates from my survey by 

combining results from across the questions reported in Section 5.26 That is, I 

report the total number of respondents who thought that the Opposer 

specifically was the source that puts out the relevant services (i.e., health spa 

services for health and wellness of the mind, body and spirit offered in or from 

a getaway at a remote location, a mobile location, or at a temporary on-site 

location) using Applicant’s SOUL BNB Mark, or that the company or brand that 

puts out such services using Applicant’s SOUL BNB Mark, is affiliated with or 

connected to Opposer or that the company or brand that puts out such 

services using Applicant’s SOUL BNB Mark, needed to get permission or 

approval from Opposer. By comparing these combined confusion numbers 

across the Test and Control Cells, it can be determined whether people are 

more likely to be confused when Applicant’s SOUL BNB Mark, is present (Test 

Cell) versus when it is absent (i.e., the Control Cell which shows the control 

stimulus, SOUL STAY). 

6.2. To arrive at this overall confusion rate, I first calculated the number and 

percentage of respondents who were confused as to source, and/or confused 

as to affiliation/connection, and/or confused as to permission/approval. Table 

22 below presents the results of this analysis for the Test Cell and for the 

Control Cell. 

 
 

26 For ease of reporting, I present the summary of conclusions in Section 6 using whole numbers. Please 
refer to Section 5 for detailed tables of results for each question reporting to one decimal place.  
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Table 22. Percentage and Number of Respondents Who Indicated that 
Applicant’s SOUL BNB Mark, Was Put Out By, Affiliated With, or Needed 
Permission From “Airbnb”27 (N=405). 

Cell 

Percent and Number of 

Respondents Mentioning 

“Airbnb”  

Full Sample  

(N=405) 

Test Cell: Applicant’s SOUL BNB Mark 18% (36/201) 

Control Cell: Control Stimulus, SOUL 

STAY 
1% (2/204) 

Net Confusion  

(Test Cell: Applicant’s SOUL BNB 
Mark - Control Cell: Control Stimulus) 

17% 

 

6.3. Then, I subtracted the confusion rate in the Control Cell from the confusion 

rate in the Test Cell to arrive at a “net confusion rate” that captures confusion 

with Opposer caused specifically by Applicant’s SOUL BNB Mark, in 

connection with health spa services for health and wellness of the mind, body 

and spirit offered in or from a getaway at a remote location, a mobile location, 

or at a temporary on-site location. As Table 22 above shows, that net 

confusion rate is 17%.  

6.4. This net level of confusion exceeds levels that have been found by the 

Trademark Trial and Appeal Board and Courts as establishing a likelihood of 

 
27 Text responses were coded as mentioning Airbnb if respondent mentioned “Airbnb” including any 

obvious misspellings, e.g., “Air bnb” and “Air B&b”). 
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confusion.28 

6.5. In sum, based on my academic and professional experience and my survey of 

405 U.S. adults that have made a reservation, booking, or purchase of health 

spa services for health or wellness in the past year, or are likely to make a 

reservation, booking, or purchase of health spa services for health or wellness 

in the next year, I conclude that my survey supports the conclusion that there 

is a likelihood of confusion with Opposer caused by Applicant’s SOUL BNB 

Mark, in connection with health spa services for health and wellness of the 

mind, body and spirit offered in or from a getaway at a remote location, a 

mobile location, or at a temporary on-site location.  

7. Other Information/Materials Reviewed 

7.1. In designing my survey and preparing this Report, I reviewed: 

7.1.1. Applicant’s Trademark Application for the SOUL BNB Mark, Serial No. 

97637496 

7.1.2. Opposer’s Notice of Opposition to Application No. 97637496 

7.1.3. Applicant’s Response to Opposer’s Notice of Opposition to Application 

No. 97637496 

7.1.4. Other materials as noted throughout this report.  

7.2. This report is based on information currently available to me, and I reserve the 

right to amend or supplement this report and my opinions when and if 

additional information or documents are made available to me. 

 
28 Matthew G. Ezell & AnnaBelle Sartore, “Survey Percentages in Lanham Act Matters” in Trademark and 

Deceptive Advertising Surveys: Law, Science, and Design, 317-334 (Shari S. Diamond & Jerre B. 
Swann, eds., 2022). 
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I declare under penalty of perjury that the foregoing is true and correct to the best 

of my knowledge, information, and belief, this 22nd day of July 2024. 

 

 

 

David T. Neal, Ph.D. 
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NOTE 1: [UPPERCASE TEXT IN BOLD] reflects programming notes and will not 
appear to respondents.  

 

SCREENER 

 
S1. Please verify that you are a human by completing the task below. 
 [INSERT CAPTCHA] 
 
S2. What year were you born?  

[DROP DOWN LIST OF YEARS 1925-2009; ELIMINATE IF UNDER 18] 
 
S3. Are you…  
 [SINGLE-SELECT; RANDOMIZE FIRST TWO OPTIONS] 

1. Male 
2. Female 
3. Non-binary [ANCHOR] 
4. Prefer not to say [ANCHOR] 

 
S4. Which of these age ranges includes your age?  

[SINGLE-SELECT; DON’T RANDOMIZE; TERMINATE IF UNDER 18 OR AGE 
RANGE NOT POSSIBLE BASED ON YEAR OF BIRTH ENTERED IN S2] 

1. Under 18 [TERMINATE] 
2. 18-24 
3. 25-34 
4. 35-44 
5. 45-54 
6. 55 or older 

 
S5.  Please indicate below the device you are using to take this survey.  

[SINGLE-SELECT; RANDOMIZE EXCEPT FINAL TWO OPTIONS] 
1. Laptop computer 
2. Desktop computer 
3. Tablet 
4. Smartphone 
5. Other type of device not listed above [ANCHOR; TERMINATE] 
6. Don’t know/not sure [ANCHOR; TERMINATE]  

S6.  Do you, or does anyone in your household, work for any of the following types of 
companies? Please select all that apply. 
[MULTI-SELECT; RANDOMIZE EXCEPT ANCHORED] 

1. An advertising agency [TERMINATE] 
2. A market research firm [TERMINATE] 
3. None of these/I don’t know [ANCHOR; EXCLUSIVE] 
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S7. Which of the following social media services, if any, have you used in the past 

month? Please select all that apply. 
[MULTI-SELECT; RANDOMIZE EXCEPT ANCHORED] 

1. Snapchat 
2. TikTok 
3. Instagram 
4. Facebook 
5. LinkedIn 
6. Twitter/X 
7. Vilbar [TERMINATE; FALSE POSITIVE] 
8. None of these [ANCHOR; EXCLUSIVE] 

 
[TERMINATE IF SELECTS FALSE POSITIVE, OPTION 7, AT S7] 
 
S8. In what state do you live? 

[PROGRAMMER: DROP DOWN MENU OF STATES PLUS D.C. AND PR. 
INCLUDE AN OPTION FOR “OTHER” AND TERMINATE IF IT IS SELECTED.]  

 
S9.  For quality assurance, please type the word "[RANDOMLY PIPE 

SURVEY/QUESTION/CHECK/QUALITY/TEST]" in the blank below the "Other" 
box and then click to continue. 

 [SINGLE-SELECT; DO NOT RANDOMIZE] 
1. Strongly agree  
2. Agree  
3. Neutral  
4. Disagree  
5. Strongly disagree  
6. Other  

________ [DO NOT FORCE TEXT BOX]  

[TERMINATE IF DID NOT SELECT OPTION 6 AT S9 AND/OR DOES NOT TYPE IN 
AN ANSWER FOR OPTION 6]  

S10. In the past year, which of the following kinds of reservations, bookings, or 
purchases, if any, have you personally made for yourself or for someone else? 
Please select all that apply. 
[MULTI-SELECT; RANDOMIZE EXCEPT FINAL OPTION] 

1. A reservation, booking, or purchase of health spa services for health or 
wellness  

2. A reservation, booking, or purchase of grooming services for hair, skin, or 
nails 

3. A reservation, booking, or purchase of catering services for an event at 
home or work 

4. A reservation, booking, or purchase of personal training services for 
strength or fitness 
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5. A reservation, booking, or purchase of language teaching services to learn 
or improve a second language 

6. None of these/I don’t recall [ANCHOR; EXCLUSIVE] 
 
S11. And in the next year, which of the following kinds of reservations, bookings, or 

purchases, if any, are you likely to personally make for yourself or for someone 
else? Please select all that apply. 
[MULTI-SELECT; RANDOMIZE EXCEPT FINAL OPTION] 

1. A reservation, booking, or purchase of health spa services for health or 
wellness  

2. A reservation, booking, or purchase of grooming services for hair, skin, or 
nails 

3. A reservation, booking, or purchase of catering services for an event at 
home or work 

4. A reservation, booking, or purchase of personal training services for 
strength or fitness 

5. A reservation, booking, or purchase of language teaching services to learn 
or improve a second language 

6. None of these/I don’t know [ANCHOR; EXCLUSIVE] 
 

[MUST SELECT “A RESERVATION, BOOKING, OR PURCHASE OF HEALTH SPA 
SERVICES FOR HEALTH OR WELLNESS” AT S10 AND/OR S11 TO CONTINUE. IF 
NOT SELECTED AT BOTH S10 AND S11, TERMINATE. TERMINATE IF 
RESPONDENT SELECTS ALL OPTIONS 1-5 FOR S10 AND/OR S11] 
  
[SHOW S12 IF “A RESERVATION, BOOKING, OR PURCHASE OF HEALTH SPA 
SERVICES FOR HEALTH OR WELLNESS” SELECTED AT S10. IF NOT, SKIP] 
 
S12. You indicated that you personally made a reservation, booking, or purchase of 

health spa services for health or wellness in the past year. If you recall, in what 
type of location were those services offered in/from? Please select all that apply.  
[MULTI-SELECT; RANDOMIZE EXCEPT FINAL OPTION] 

1. A getaway at a remote location 
2. A getaway at a mobile location 
3. A getaway at a temporary on-site location 
4. A retail store location within a shopping mall 
5. A retail store location in a strip mall 
6. A getaway at a hotel location  
7. None of these/I don’t recall [ANCHOR; EXCLUSIVE] 

 
[SHOW S13 IF “A RESERVATION, BOOKING, OR PURCHASE OF HEALTH SPA 
SERVICES FOR HEALTH OR WELLNESS” SELECTED AT S11. IF NOT, SKIP] 
 
S13. You indicated that you are likely to personally make a reservation, booking, or 

purchase of health spa services for health or wellness in the next year. If you 
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know, in what type of location are those services likely to be offered in/from? 
Please select all that apply.  
[MULTI-SELECT; RANDOMIZE EXCEPT FINAL OPTION] 

1. A getaway at a remote location 
2. A getaway at a mobile location 
3. A getaway at a temporary on-site location 
4. A retail store location within a shopping mall 
5. A retail store location in a strip mall 
6. A getaway at a hotel location  
7. None of these/I don’t know [ANCHOR; EXCLUSIVE] 

 
[MUST SELECT A GETAWAY AT A “REMOTE,” “MOBILE,” OR “TEMPORARY ON-
SITE” LOCATION AT S12 AND/OR S13 TO CONTINUE. IF NOT, TERMINATE]  
 
S14.  In the past 3 months, have you taken a survey on any of the following topics?  
  Please select all that apply.  

[MULTI-SELECT; RANDOMIZE ALL EXCEPT FINAL OPTION] 
1. Health spa services for health or wellness [TERMINATE] 

2. Grooming services for hair, skin, or nails 

3. Catering services for an event at home or work 

4. Personal training services for strength or fitness   

5. Language teaching services to learn or improve a second language   

6. None of these [ANCHOR; EXCLUSIVE] 

 

ASK IF: HAS NOT TERMINATED 
S15.  You have qualified to take this survey. Before continuing, please carefully read 

these instructions: 
 

• Please take the survey in one session without interruption. 

• Please maximize your browser and keep it maximized for the survey. 

• While taking the survey, please do not consult any other websites or other 
electronic or written materials. 

• Please answer all questions on your own without consulting any other person.  

• If you normally wear eyeglasses or contact lenses when viewing a computer 
screen, please wear them for the survey. 

• Please do not guess. 
 

Please select one response 
[RANDOMIZE] 

1. I understand and agree to the above instructions 
2. I do not understand or do not agree to the above instructions 

[TERMINATE] 
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[ONLY QUALIFIED RESPONDENTS BEYOND THIS POINT. EACH RESPONDENT 
SHOULD BE ASSIGNED TO ONE CELL (TEST OR CONTROL). RANDOMIZE CELL 
ASSIGNMENT] 
  

MAIN SURVEY 
 

 
 
Q1. On the next screen, you will be shown a name and a listing of services that may 

be offered in connection with the name. 
 
 

Please look at the name just as you would if you were considering purchasing 
the kinds of services that will be shown. 

 
 
Q2. Please carefully look at the name below and the listing of services that may be 

used in connection with the name. 
 
[RANDOMLY ASSIGN TO TEST OR CONTROL NAME; NAME TO APPEAR 
CENTERED IN CAPS, SIZE: 48 PIXELS. LISTING OF SERVICES TO APPEAR 
BELOW NAME, ALIGNED LEFT. CONTINUE BUTTON TO APPEAR AFTER 
20 SECOND DELAY; NAME AND LIST OF SERVICES TO REMAIN ON 
SCREEN THROUGH Q11; SEE APPENDIX FOR TEST AND CONTROL 
NAMES] 
 
Services: 

• Health spa services for health and wellness of the mind, body and spirit 
offered in or from: 

o A getaway at a remote location 
o A getaway at a mobile location  
o A getaway at a temporary on-site location  

 
The continue button will appear below after 20 seconds but you may look as long 
as you wish. Please click the continue button when you have finished reviewing. 

 
 

Q3. Are you able to view the name clearly and read the listing of services? 
[SINGLE-SELECT; RANDOMIZE] 

1. Yes, I can view the name clearly and read the listing of 
services 

2. No, I can’t view the name clearly and/or am unable to read the 
listing of services [TERMINATE; DO NOT COUNT AS 
COMPLETE] 
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Q4. What company or brand do you think puts out the listed services using the name 

above, if you have an opinion? If you are thinking of more than one, please enter 
each one in a separate box below.  
 
[5 SMALL TEXT BOXES AND “DON’T KNOW/NO OPINION” OPTION. FORCE 
AT LEAST ONE TEXT BOX OR DON’T KNOW/NO OPINION, BUT DO NOT 
ALLOW BOTH. ABOVE THE TEXT BOXES DISPLAY, “COMPANY/BRAND”] 

 
 
ASK IF: ENTERED TEXT IN Q4 
Q5 For each company or brand you named (listed below), please describe what 

makes you think that they put out the listed services using the name above.  
 

[LIST EACH ANSWER ENTERED IN Q4 AND BELOW EACH PROVIDE A 
TEXT BOX. ABOVE EACH TEXT BOX DISPLAY HEADING: “REASON(S) 
[PIPE ENTRY FROM Q4 IN BOLD TEXT] PUTS OUT THE LISTED SERVICES 
USING THE NAME ABOVE:”]  

 
 
Q6 Do you think the company or brand that puts out the listed services using the 

name above is affiliated with, or connected to, any other company or brand?   
 [SINGLE-SELECT; RANDOMIZE FIRST TWO OPTIONS] 

1. Yes, I do 
2. No, I do not   
3. Don’t know/no opinion [ANCHOR] 

 
ASK IF: Q6=1 

 
Q7 What other company or brand?   

 
If you are thinking of more than one company or brand, please enter each one in 
a separate box below.  

 
[5 SMALL TEXT BOXES AND “DON’T KNOW/NO OPINION.” FORCE AT 
LEAST ONE TEXT BOX OR DK/NO OPINION BUT DO NOT ALLOW BOTH]  
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ASK IF: Q7=ENTERED TEXT IN AT LEAST ONE BOX 
Q8 For each company or brand you named (listed below), please describe what 

makes you think they are affiliated with, or connected to, the company or brand 
that puts out the listed services using the name above.  

 
[LIST EACH ANSWER ENTERED IN Q7 AND BELOW EACH PROVIDE A 
TEXT BOX. ABOVE EACH TEXT BOX DISPLAY HEADING: “REASON(S) 
[PIPE ENTRY FROM Q7 IN BOLD TEXT] IS AFFILIATED WITH, OR 
CONNECTED TO, THE COMPANY OR BRAND THAT PUTS OUT THE LISTED 
SERVICES USING THE NAME ABOVE:”]  

 
Q9 Do you think the company or brand that puts out the listed services using the 

name above received permission or approval from any other company or brand?   
 [SINGLE-SELECT; RANDOMIZE FIRST TWO OPTIONS] 

1. Yes, I do 
2. No, I do not   
3. Don’t know/no opinion [ANCHOR] 

 
ASK IF: Q9=1 

 
Q10 What other company or brand?   

 

If you are thinking of more than one company or brand, please enter each one in 
a separate box below.  

 
[5 SMALL TEXT BOXES AND “DON’T KNOW/NO OPINION.” FORCE AT 
LEAST ONE TEXT BOX OR DK/NO OPINION BUT DO NOT ALLOW BOTH]  

 
 
ASK IF: Q10=ENTERED TEXT IN AT LEAST ONE BOX 

Q11 Please describe what makes you think that the company or brand that puts out 
the listed services using the name above received permission or approval from 
each company or brand you named (listed below).  

 
[LIST EACH ANSWER ENTERED IN Q10 AND BELOW EACH PROVIDE A 
TEXT BOX. ABOVE EACH TEXT BOX DISPLAY HEADING: “REASON(S) 
THE COMPANY OR BRAND THAT PUTS OUT THE LISTED SERVICES 
USING THE NAME ABOVE RECEIVED PERMISSON OR APPROVAL FROM 
[PIPE ENTRY FROM Q10 IN BOLD TEXT]:”]  
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Q12  Do you, or does anyone in your household, work for any of the following types of 
companies? Please select all that apply. 
[MULTI-SELECT; RANDOMIZE EXCEPT ANCHORED] 

1. A provider of temporary lodging/accommodation booking services [FLAG 
AS INDUSTRY-AFFILIATED] 

2. A provider of health spa services for health or wellness offered in or from a 
getaway at a remote, mobile or temporary on-site location [FLAG AS 
INDUSTRY-AFFILIATED] 

3. A provider of grooming services for hair, skin, or nails 
4. A provider of catering services for home or work 
5. A provider of personal training services for strength or fitness 
6. A provider of language teaching services to learn or improve a second 

language 
7. None of the above [ANCHOR; EXCLUSIVE] 
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APPENDIX 
 

Dropdown list of birth years (S2) 

1 1925 

2 1926 

3 1927 

4 1928 

5 1929 

6 1930 

7 1931 

8 1932 

9 1933 

10 1934 

11 1935 

12 1936 

13 1937 

14 1938 

15 1939 

16 1940 

17 1941 

18 1942 

19 1943 

20 1944 

21 1945 

22 1946 

23 1947 

24 1948 

25 1949 

26 1950 

27 1951 

28 1952 

29 1953 

30 1954 

31 1955 

32 1956 

33 1957 

34 1958 

35 1959 

36 1960 

37 1961 

38 1962 

39 1963 

40 1964 

41 1965 
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42 1966 

43 1967 

44 1968 

45 1969 

46 1970 

47 1971 

48 1972 

49 1973 

50 1974 

51 1975 

52 1976 

53 1977 

54 1978 

55 1979 

56 1980 

57 1981 

58 1982 

59 1983 

60 1984 

61 1985 

62 1986 

63 1987 

64 1988 

65 1989 

66 1990 

67 1991 

68 1992 

69 1993 

70 1994 

71 1995 

72 1996 

73 1997 

74 1998 

75 1999 

76 2000 

77 2001 

78 2002 

79 2003 

80 2004 

81 2005 

82 2006 

83 2007 

84 2008 

85 2009 
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Dropdown list of states (S8) 
 

1 Alabama 

2 Alaska 

3 Arizona 

4 Arkansas 

5 California 

6 Colorado 

7 Connecticut 

8 Delaware 

9 District of Columbia 

10 Florida 

11 Georgia 

12 Hawaii 

13 Idaho 

14 Illinois 

15 Indiana 

16 Iowa 

17 Kansas 

18 Kentucky 

19 Louisiana 

20 Maine 

21 Maryland 

22 Massachusetts 

23 Michigan 

24 Minnesota 

25 Mississippi 

26 Missouri 

27 Montana 

28 Nebraska 

29 Nevada 

30 New Hampshire 

31 New Jersey 

32 New Mexico 

33 New York 

34 North Carolina 

35 North Dakota 

36 Ohio 

37 Oklahoma 
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38 Oregon 

39 Pennsylvania 

40 Puerto Rico 

41 Rhode Island 

42 South Carolina 

43 South Dakota 

44 Tennessee 

45 Texas 

46 Utah 

47 Vermont 

48 Virginia 

49 Washington 

50 West Virginia 

51 Wisconsin 

52 Wyoming 

53 Other 

 
 

 
STIMULI 

 

 
TEST CELL: SOUL BNB 
 

CONTROL CELL: SOUL STAY 
 



Exhibit C: 
Excel spreadsheet 

available upon request 



Subject No. StartDate EndDate IPAddress S2 S3 S4 S5 S6_1 S6_2 S6_3 S7_1 S7_2 S7_3 S7_4 S7_5 S7_6 S7_7 S7_8 S8 S9 S9_coding S9_6_TEXT S10_1 S10_2 S10_3 S10_4 S10_5 S10_6 S11_1 S11_2 S11_3 S11_4 S11_5 S11_6 S12_1 S12_2 S12_3 S12_4 S12_5 S12_6 S12_7 S13_1 S13_2 S13_3 S13_4 S13_5 S13_6 S13_7 S14_1 S14_2 S14_3 S14_4 S14_5 S14_6

1 ############# ############# 73.53.154.41 34 2 6 1   1  1 1 1 1 1   10 6 0 check 1   1   1 1       1  1   1 1 1 1 1 1       1
2 ############# ############# 172.58.133.56 41 1 6 4   1   1 1  1   10 6 0 Quality      1 1             1            1
3 ############# ############# 24.54.117.146 66 2 3 4   1  1 1 1     45 6 0 question  1     1 1            1            1
4 ############# ############# 174.245.87.42 68 2 3 4   1  1 1 1 1    34 6 0 Test    1   1             1   1 1     1  1  
5 ############# ############# 73.15.29.134 67 2 3 4   1 1 1 1 1 1 1   5 6 0 Quality  1     1 1              1          1
6 ############# ############# 205.220.213.207 58 1 4 1   1 1 1 1 1 1 1   2 6 0 quality 1 1   1  1  1 1 1  1 1 1 1  1  1 1  1 1        1

7 ############# ############# 184.182.100.20 62 2 4 4   1  1  1 1    29 6 0 Question 1 1     1 1         1 1  1     1       1

8 ############# ############# 70.235.142.159 80 1 2 4   1 1 1 1   1   5 6 0 quality 1 1  1    1  1 1  1 1    1           1 1 1  

9 ############# ############# 24.112.131.90 77 2 2 4   1 1 1 1 1     21 6 0 quality      1 1 1 1 1           1 1 1 1        1

10 ############# ############# 172.56.167.47 77 2 2 1   1  1 1 1 1 1   33 6 0 test 1 1      1       1                 1
11 ############# ############# 70.123.166.147 72 1 3 4   1 1 1 1 1  1   45 6 0 check 1 1 1 1   1 1 1 1    1 1 1  1    1          1
12 ############# ############# 172.56.102.254 65 1 3 4   1   1 1 1    10 6 0 Question 1   1 1   1  1   1  1   1              1
13 ############# ############# 12.75.128.39 81 2 2 4   1 1 1 1 1 1    49 6 0 test  1  1   1 1  1           1  1         1

14 ############# ############# 174.230.150.13 60 2 4 4   1 1 1 1 1     4 6 0 survey  1     1 1             1 1          1

15 ############# ############# 96.8.128.85 54 1 5 2   1   1      45 6 0 survey  1 1    1 1 1           1 1 1 1 1 1       1
16 ############# ############# 75.33.229.199 64 2 4 3   1 1   1     4 6 0 Quality  1     1 1            1            1

17 ############# ############# 71.94.82.208 60 1 4 4   1    1     29 6 0 question      1 1  1            1           1
18 ############# ############# 97.80.152.215 57 2 4 4   1 1 1 1 1 1 1   11 6 0 question 1 1 1 1   1 1 1 1    1  1 1 1   1 1 1 1 1       1

19 ############# ############# 35.144.89.140 75 1 2 4   1 1 1 1 1  1   14 6 0 Test 1 1 1    1   1 1  1   1  1  1    1 1   1 1 1   
20 ############# ############# 35.149.80.81 68 2 3 4   1 1  1 1 1 1   23 6 0 test 1 1 1 1   1 1 1 1     1     1  1  1 1       1
21 ############# ############# 172.58.125.79 76 2 2 4   1 1 1 1 1     15 6 0 Check      1 1 1            1    1        1

22 ############# ############# 166.205.159.59 31 1 6 2   1   1 1 1 1   26 6 0 Survey 1 1  1   1 1 1 1   1       1     1       1
23 ############# ############# 172.59.218.95 69 1 3 4   1 1  1 1     34 6 0 quality 1  1 1    1  1 1  1  1               1 1  

24 ############# ############# 174.236.102.155 65 1 3 1   1  1 1 1  1   5 6 0 check 1 1  1 1  1 1  1   1   1 1 1  1   1 1 1       1

25 ############# ############# 172.56.34.162 54 1 5 2   1 1 1 1 1 1 1   45 6 0 quality 1 1 1 1   1 1 1 1    1 1     1 1  1 1 1       1

26 ############# ############# 76.35.51.135 77 1 2 4   1  1 1 1  1   36 6 0 question 1 1 1      1 1   1 1 1             1  1 1  

27 ############# ############# 174.246.165.243 36 1 6 4   1  1 1 1 1 1   45 6 0 Survey 1 1 1    1 1 1    1   1    1    1        1
28 ############# ############# 107.221.166.139 81 2 2 1   1    1 1    37 6 0 question      1 1   1          1   1 1        1

29 ############# ############# 99.174.67.205 74 1 3 4   1 1  1 1 1 1   26 6 0 question  1 1    1 1 1             1          1
30 ############# ############# 172.56.168.62 62 2 4 4   1 1 1 1 1     49 6 0 Survey  1     1 1            1   1  1       1
31 ############# ############# 12.188.116.28 65 1 3 4   1  1 1 1 1 1   10 6 0 Quality  1     1 1   1         1  1   1       1

32 ############# ############# 24.14.249.241 72 1 3 4   1 1 1 1 1 1    15 6 0 quality  1     1 1 1           1 1 1   1       1

33 ############# ############# 172.56.64.252 33 2 6 4   1 1 1  1     11 6 0 quality 1 1     1         1    1    1        1
34 ############# ############# 172.58.253.164 72 1 3 4   1 1 1 1 1 1 1   42 6 0 Survey 1   1   1 1     1         1        1   

35 ############# ############# 63.134.138.38 78 2 2 4   1 1 1  1     15 6 0 test 1      1      1     1    1   1       1
36 ############# ############# 173.190.63.15 51 2 5 4   1 1 1 1 1     11 6 0 quality  1 1    1 1 1 1          1     1       1

37 ############# ############# 107.77.198.213 68 2 3 4   1    1     5 6 0 quality 1   1   1 1 1    1   1 1 1  1 1    1       1

38 ############# ############# 172.59.108.26 68 1 3 4   1    1     12 6 0 survey  1     1               1          1
39 ############# ############# 47.220.58.85 60 1 4 4   1 1 1 1 1 1 1   45 6 0 survey 1 1 1    1 1 1 1   1     1  1     1       1

40 ############# ############# 73.252.59.117 52 1 5 1   1 1 1 1 1 1    19 6 0 check 1 1     1 1     1            1       1
41 ############# ############# 174.247.11.54 54 1 5 4   1 1 1 1 1 1 1   34 6 0 test 1 1 1     1 1    1    1           1 1    
42 ############# ############# 72.69.171.116 52 1 5 4   1 1 1 1 1 1 1   33 6 0 test 1 1 1  1  1 1 1  1  1  1  1 1  1  1 1 1 1       1
43 ############# ############# 24.170.225.219 45 1 6 4   1 1  1 1  1   3 6 0 survey  1  1   1 1  1          1 1           1

44 ############# ############# 76.238.253.34 54 1 5 2   1 1 1 1 1  1   19 6 0 Check  1  1 1  1   1           1  1         1

45 ############# ############# 68.110.195.39 53 1 5 4   1 1 1 1 1 1 1   7 6 0 Check 1 1 1 1   1 1 1 1   1   1  1    1 1 1 1       1
46 ############# ############# 174.178.147.144 50 1 5 4   1  1 1 1  1   39 6 0 survey  1 1    1 1 1           1            1
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Subject No. StartDate EndDate IPAddress S2 S3 S4 S5 S6_1 S6_2 S6_3 S7_1 S7_2 S7_3 S7_4 S7_5 S7_6 S7_7 S7_8 S8 S9 S9_coding S9_6_TEXT S10_1 S10_2 S10_3 S10_4 S10_5 S10_6 S11_1 S11_2 S11_3 S11_4 S11_5 S11_6 S12_1 S12_2 S12_3 S12_4 S12_5 S12_6 S12_7 S13_1 S13_2 S13_3 S13_4 S13_5 S13_6 S13_7 S14_1 S14_2 S14_3 S14_4 S14_5 S14_6
47 ############# ############# 174.206.227.206 67 1 3 1   1 1  1 1 1 1   31 6 0 check 1 1  1   1   1   1 1  1        1       1  
48 ############# ############# 107.77.202.185 68 1 3 4   1 1   1     39 6 0 Question      1 1   1          1            1
49 ############# ############# 98.197.239.74 70 1 3 4   1 1 1 1 1 1 1   45 6 0 Check 1 1 1  1  1  1 1 1  1  1 1 1   1 1  1  1   1 1 1 1  

50 ############# ############# 47.40.174.116 68 2 3 4   1 1 1 1 1 1 1   23 6 0 Quality  1     1 1 1 1          1 1 1   1       1
51 ############# ############# 67.176.128.41 51 1 5 4   1 1 1 1 1 1 1   14 6 0 Question  1 1    1   1            1 1         1
52 ############# ############# 172.58.151.196 75 2 2 4   1 1 1 1 1 1    44 6 0 Quality 1      1      1       1            1
53 ############# ############# 172.56.209.12 75 1 3 4   1 1 1 1 1     29 6 0 Test 1 1 1    1 1 1  1     1 1 1  1  1 1         1

54 ############# ############# 97.190.52.99 47 2 5 4   1    1     5 6 0 Survey      1 1               1          1

55 ############# ############# 24.180.218.50 74 2 3 4   1 1  1 1  1   23 6 0 Test 1 1     1 1         1 1    1   1    1 1   
56 ############# ############# 107.141.41.194 72 2 3 4   1 1 1 1 1  1   37 6 0 question 1  1 1 1  1 1 1 1   1  1 1 1    1  1 1     1 1 1  
57 ############# ############# 67.2.3.78 44 2 6 4   1  1  1     46 6 0 Check  1     1 1            1            1

58 ############# ############# 73.159.174.144 68 1 3 4   1 1 1 1 1 1 1   7 6 0 Question 1 1     1 1  1     1  1 1       1   1 1 1   

59 ############# ############# 136.226.66.176 67 1 3 2   1   1 1     5 6 0 test 1 1     1 1 1 1   1     1  1     1       1

60 ############# ############# 75.26.36.204 47 1 5 4   1  1   1 1   51 6 0 test  1     1 1  1          1            1

61 ############# ############# 174.238.164.169 77 2 2 4   1 1 1 1 1 1    44 6 0 Survey 1 1 1    1 1 1    1       1 1           1

62 ############# ############# 108.218.209.255 79 1 2 4   1  1 1 1 1 1   45 6 0 survey  1  1 1  1  1 1 1         1  1   1       1

63 ############# ############# 174.160.189.63 68 2 3 4   1  1  1     5 6 0 test 1    1  1 1   1  1       1     1   1     

64 ############# ############# 71.115.31.2 66 2 3 3   1  1 1 1  1   48 6 1 box 1 1       1  1   1  1 1               1

65 ############# ############# 72.185.141.128 45 2 5 4   1  1 1 1  1   10 6 0 Survey 1 1       1 1   1                   1
66 ############# ############# 69.120.210.185 67 2 3 4   1  1 1 1  1   33 6 0 test  1  1   1 1  1            1   1       1
67 ############# ############# 72.28.38.25 81 2 2 4   1  1  1     39 6 0 Survey      1 1   1          1            1
68 ############# ############# 68.72.116.95 36 2 6 4   1  1 1 1     19 6 0 Survey 1 1     1 1     1     1  1 1 1  1 1   1     

69 ############# ############# 35.146.58.171 74 1 3 4   1 1 1 1 1 1 1   45 6 0 question 1 1   1  1 1 1  1     1 1 1    1 1 1 1   1 1 1 1  

70 ############# ############# 50.96.196.129 61 1 4 2   1 1 1 1 1 1 1   11 6 0 survey 1 1 1    1 1       1     1  1 1         1
71 ############# ############# 72.200.145.35 58 2 4 4   1  1 1 1     41 6 0 survey 1      1  1    1        1       1     

72 ############# ############# 74.101.103.26 61 1 4 3   1 1  1 1 1    33 6 0 test  1  1 1  1  1           1 1  1  1       1
73 ############# ############# 166.198.28.35 66 2 3 4   1   1  1 1   37 6 0 Check 1 1     1 1     1       1  1  1        1
74 ############# ############# 174.181.61.104 72 1 3 4   1 1  1 1  1   39 6 0 quality  1 1    1 1             1 1  1    1  1   
75 ############# ############# 174.195.81.98 65 1 4 4   1 1  1 1 1 1   5 6 0 question 1 1 1 1   1 1 1 1    1 1 1    1 1  1  1       1

76 ############# ############# 65.28.184.125 82 2 2 4   1  1 1 1  1   51 6 0 question  1 1    1 1 1           1     1       1
77 ############# 6/29/2024 9:41 69.1.21.139 71 1 3 1   1 1 1 1 1 1 1   1 6 0 question 1 1 1 1   1 1  1   1     1   1  1  1       1

78 ############# ############# 68.13.227.170 77 2 2 4   1 1 1 1 1  1   37 6 0 check  1 1 1   1  1           1     1       1
79 ############# ############# 24.126.12.72 72 1 3 1   1 1 1 1 1 1 1   21 6 0 Question  1 1 1   1 1  1          1     1       1
80 ############# ############# 99.107.118.121 62 1 4 4   1 1 1 1 1     45 6 0 Question 1  1    1  1    1     1       1       1

81 ############# ############# 66.191.200.242 66 1 3 4   1 1 1 1 1  1   42 6 0 Check  1 1 1   1 1 1 1           1 1 1 1 1       1
82 ############# ############# 76.90.8.221 64 2 4 1   1 1 1 1 1  1   5 6 0 check 1 1 1    1 1 1 1     1   1  1 1 1   1       1
83 ############# ############# 172.117.154.234 73 2 3 4   1  1   1    5 6 0 Survey 1        1    1               1 1    
84 ############# ############# 73.82.81.40 40 1 6 4   1        1 11 6 0 Quality      1 1             1            1
85 ############# ############# 98.36.20.162 52 2 5 4   1   1 1 1    5 6 0 survey  1  1 1  1 1  1 1         1     1       1

86 ############# ############# 71.112.215.56 32 1 6 2   1     1    39 6 0 question 1 1 1    1 1 1         1  1     1       1

87 ############# ############# 73.137.67.87 66 2 3 4   1  1 1 1 1 1   11 6 0 Question 1  1    1 1 1     1    1   1    1       1
88 ############# ############# 148.59.195.165 61 1 4 1   1 1 1 1 1 1 1   13 6 0 survey  1 1 1 1  1 1 1  1         1 1  1  1   1 1  1  

89 ############# ############# 172.59.208.135 80 2 2 4   1 1 1 1 1 1    31 6 0 Question 1  1 1   1 1 1    1       1     1       1

90 ############# ############# 108.199.58.130 54 1 5 2   1 1 1 1 1 1 1   44 6 0 quality 1 1  1   1 1 1 1      1  1  1   1 1 1       1

91 ############# ############# 76.116.61.221 75 1 3 1   1 1 1 1 1 1 1   31 6 0 check  1 1 1   1 1 1 1          1     1       1
92 ############# ############# 68.21.161.52 40 1 6 2   1   1 1 1 1   5 6 0 question      1 1             1            1
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93 ############# ############# 172.56.185.76 65 2 3 4   1 1  1 1 1    5 6 0 check 1  1       1 1  1     1          1  1   
94 ############# ############# 76.238.253.8 53 1 5 2   1 1 1 1 1 1 1   19 6 0 quality 1 1 1 1   1 1 1 1   1     1  1     1       1

95 ############# ############# 99.145.65.111 51 1 5 2   1 1 1 1 1 1 1   26 6 0 test 1 1 1 1   1  1 1   1  1 1  1  1  1 1 1 1   1 1  1  

96 ############# ############# 76.185.34.83 44 1 6 1   1    1 1    45 6 0 question 1   1   1  1 1 1      1   1    1 1       1
97 ############# ############# 71.115.152.213 76 1 2 4   1 1 1 1 1  1   33 6 0 test  1     1   1          1            1
98 ############# ############# 64.187.173.63 43 1 6 1   1   1 1 1 1   49 6 0 check      1 1             1     1       1

99 ############# ############# 174.216.244.167 46 1 5 4   1 1  1 1 1    33 6 0 Survey 1  1    1  1      1   1   1    1    1 1   
100 ############# ############# 172.56.163.36 75 1 2 4   1 1 1 1 1 1 1   33 6 0 Quality 1 1 1 1   1 1 1 1    1    1      1        1
101 ############# ############# 76.242.36.201 45 1 6 4   1  1   1    10 6 0 Check 1   1   1 1  1     1  1 1      1 1       1
102 ############# ############# 74.141.249.44 47 1 5 3   1    1     36 6 0 Question      1 1             1   1       1   
103 ############# ############# 172.118.45.85 51 2 5 1   1    1     5 6 0 survey  1 1    1  1             1      1     
104 ############# ############# 71.233.142.238 71 1 3 4   1  1 1 1 1 1   7 6 0 check 1 1  1 1  1 1  1 1  1    1 1  1 1 1 1     1  1 1  
105 ############# ############# 73.76.146.239 76 2 2 1   1  1 1      45 6 0 question  1 1    1 1  1          1            1
106 ############# ############# 73.61.82.14 82 2 2 4   1 1 1 1   1   22 6 0 check  1     1 1            1     1       1

107 ############# ############# 65.49.168.110 76 2 2 4   1 1 1 1 1  1   16 6 0 Question 1 1  1   1 1 1 1   1     1  1 1 1 1  1       1
108 ############# ############# 174.198.7.234 52 2 5 4   1 1 1 1 1  1   39 6 0 Question 1 1     1 1 1         1    1   1       1

109 ############# ############# 70.130.83.65 37 1 6 1   1   1 1 1    5 6 0 check   1    1  1           1            1
110 ############# ############# 199.6.33.120 55 1 4 1   1  1 1 1 1 1   6 6 0 check 1 1 1    1 1 1    1  1 1    1   1  1       1

111 ############# ############# 73.246.79.84 44 2 6 3   1 1  1 1     15 6 0 Check  1     1             1            1

112 ############# ############# 172.117.99.121 40 1 6 4   1  1 1  1    5 6 0 survey 1 1     1 1     1     1  1     1       1
113 ############# ############# 76.33.172.136 54 1 5 4   1        1 5 6 0 Quality 1 1     1 1  1         1  1 1          1

114 ############# ############# 174.44.52.207 80 2 2 4   1 1 1 1 1     31 6 0 survey 1 1     1 1  1     1  1 1    1  1 1       1

115 ############# ############# 68.82.32.189 80 1 2 1   1 1 1 1  1 1   39 6 0 Check   1 1 1  1   1 1           1  1      1   

116 6/28/2024 0:18 6/28/2024 0:32 172.59.192.142 43 1 6 2   1 1 1 1 1  1   15 6 0 test 1 1 1 1   1 1 1 1   1 1 1 1      1  1    1 1  1  

117 ############# ############# 75.90.85.12 69 1 3 4   1 1 1 1 1 1 1   45 6 1 Other  1     1 1 1           1   1 1        1
118 ############# ############# 172.58.120.193 66 1 3 4   1  1 1   1   23 6 0 Test  1     1             1            1
119 ############# ############# 174.197.0.217 73 2 3 4   1  1 1 1     45 6 0 Quality 1 1     1 1         1   1    1        1

120 ############# ############# 68.205.44.211 50 1 5 4   1  1 1 1     10 6 0 question      1 1 1              1          1
121 ############# ############# 24.128.57.100 74 2 3 4   1 1  1      6 6 0 Question  1     1 1              1          1
122 ############# ############# 167.160.206.170 48 2 5 4   1  1 1 1 1    25 6 0 check 1 1     1 1          1  1     1       1
123 ############# ############# 174.224.151.151 67 2 3 4   1 1 1 1 1  1   4 6 0 Check 1 1     1 1      1            1      1
124 ############# ############# 108.147.2.50 71 2 3 2   1  1   1 1   7 6 0 quality 1 1     1 1   1  1       1     1       1
125 ############# ############# 73.168.187.60 65 1 3 4   1  1  1 1 1   14 6 0 Survey 1 1   1  1 1   1     1    1   1 1 1       1
126 ############# ############# 140.141.226.186 61 2 4 4   1 1 1 1 1 1 1   14 6 0 Test 1 1      1 1    1                   1
127 ############# ############# 47.226.107.87 73 2 3 4   1 1   1     44 6 0 Quality 1 1  1        1   1 1 1            1 1   

128 ############# ############# 172.56.69.89 72 1 3 4   1 1 1 1 1  1   11 6 0 check  1     1  1             1  1 1       1

129 ############# ############# 76.33.58.135 62 1 4 3   1 1 1 1 1 1    5 6 0 Question  1     1 1  1          1   1 1 1       1
130 ############# ############# 76.209.212.199 59 1 4 2   1 1  1 1     22 6 0 survey 1    1  1    1   1    1  1     1     1 1  
131 ############# ############# 32.218.60.73 27 2 6 4   1    1     7 6 0 Survey      1 1 1            1     1       1
132 ############# ############# 52.144.115.71 68 2 3 4   1 1 1  1 1    26 6 0 Test      1 1 1              1      1     
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133 ############# ############# 172.59.222.44 78 2 2 4   1 1 1 1 1 1    34 6 0 Quality  1  1   1 1  1          1     1       1

134 ############# ############# 172.56.79.88 67 2 3 1   1 1 1 1 1 1 1   10 6 0 Test 1 1 1    1 1 1         1  1     1       1

135 ############# ############# 47.145.243.153 78 2 2 4   1 1 1 1 1 1 1   5 6 0 check 1 1     1 1      1 1   1  1 1 1          1
136 ############# ############# 97.113.174.184 71 2 3 4   1 1 1 1 1     49 6 0 Question  1     1 1            1  1 1         1
137 ############# ############# 172.58.208.110 74 2 3 4   1 1 1 1 1     3 6 0 Check 1 1     1 1  1      1    1   1  1       1

138 ############# ############# 47.6.105.148 55 2 4 4   1   1 1 1 1   5 6 0 check 1 1     1 1  1   1       1     1       1
139 ############# ############# 172.58.243.99 55 2 4 4   1  1  1     33 6 0 Check  1  1   1 1  1            1   1       1
140 ############# ############# 76.144.48.182 78 2 2 4   1 1 1 1 1 1 1   38 6 0 test 1 1     1 1  1   1       1     1       1
141 ############# ############# 174.199.96.139 73 2 3 4   1 1 1 1 1 1 1   24 6 0 Quality  1 1    1 1 1 1          1   1  1       1

142 ############# ############# 73.2.141.188 68 1 3 4   1 1 1 1   1   44 6 0 Quality  1 1 1   1 1 1           1 1 1      1  1   

143 ############# ############# 98.214.17.91 75 1 2 4   1 1 1 1 1  1   14 6 0 Question   1  1  1 1 1           1     1   1 1 1   

144 ############# ############# 162.220.157.164 38 1 6 4   1 1 1  1     14 6 0 quality  1 1    1  1           1            1
145 ############# ############# 66.45.130.159 36 2 6 4   1   1 1     17 6 0 Quality  1     1 1            1    1 1       1

146 ############# ############# 98.29.43.90 50 1 5 4   1 1 1 1 1 1 1   36 6 0 Test      1 1    1         1  1          1
147 ############# ############# 172.58.244.94 43 2 6 1   1   1 1 1    21 6 0 Question  1     1 1            1     1       1
148 ############# ############# 73.148.30.55 31 1 6 1   1    1     48 6 0 test      1 1               1          1

149 ############# ############# 63.143.175.249 50 1 5 4   1    1 1 1   34 6 0 Test   1    1  1           1            1
150 ############# ############# 70.92.29.35 35 1 6 4   1    1 1 1   51 6 0 Check 1 1     1 1     1       1            1
151 ############# ############# 76.188.52.209 34 2 6 4   1  1 1 1  1   36 6 0 quality 1 1  1   1 1 1 1   1       1     1       1
152 ############# ############# 206.188.236.178 33 2 6 1   1  1  1 1 1   24 6 0 survey  1 1  1  1 1 1  1         1            1
153 ############# ############# 73.119.98.99 41 2 6 4   1  1  1 1    22 6 0 Question  1     1 1            1     1       1

154 ############# ############# 47.233.17.227 43 1 6 4   1  1 1 1 1    26 6 0 Check 1  1 1   1 1 1 1       1 1  1   1 1 1       1

155 ############# ############# 73.181.207.126 31 2 6 1   1   1 1     49 6 0 survey  1     1 1            1            1
156 ############# ############# 24.185.46.238 54 2 5 4   1  1 1 1     33 6 0 Survey 1 1     1 1 1         1  1     1       1
157 ############# ############# 66.170.201.248 63 2 4 4   1 1 1 1 1  1   45 6 0 quality  1     1  1 1            1          1

158 ############# ############# 24.251.18.227 61 1 4 3   1  1 1 1 1 1   3 6 0 question 1 1  1   1 1     1     1  1     1       1
159 ############# ############# 172.59.222.113 70 2 3 4   1  1 1 1     34 6 0 Question 1 1  1   1 1  1   1     1       1       1

160 ############# ############# 99.103.177.219 51 1 5 4   1 1 1 1 1 1 1   14 6 0 Check 1 1 1    1 1 1       1 1   1            1
161 ############# ############# 107.190.193.253 53 2 5 4   1  1  1     1 6 0 question 1 1     1 1 1        1   1            1
162 ############# ############# 174.63.173.25 53 3 5 2   1 1 1 1 1     10 6 0 test  1 1    1 1 1           1   1         1

163 ############# ############# 35.145.118.136 68 1 3 4   1 1 1 1 1  1   10 6 0 Survey 1 1  1   1  1  1  1  1      1    1       1
164 ############# ############# 166.198.25.21 33 2 6 4   1 1 1  1 1    39 6 0 quality  1     1 1            1            1
165 ############# ############# 184.60.116.159 38 2 6 4   1    1     10 6 0 Check 1 1     1 1       1      1           1
166 ############# ############# 195.252.213.148 67 2 3 4   1 1 1 1 1  1   15 6 0 Test 1      1 1         1     1      1     

167 ############# ############# 76.124.10.240 63 2 4 1   1  1 1 1  1   39 6 0 question 1 1 1    1 1   1       1  1  1   1   1     
168 ############# ############# 72.191.72.46 76 1 2 4   1  1 1 1  1   45 6 0 survey 1 1      1  1 1  1                   1
169 ############# ############# 64.207.235.154 61 2 4 4   1 1 1 1 1 1    37 6 0 Check 1 1 1 1   1 1 1 1   1 1 1 1 1 1  1            1

170 ############# ############# 172.56.209.90 57 2 4 4   1 1 1 1 1     29 6 0 Survey      1 1 1 1 1          1     1       1
171 ############# ############# 74.141.24.193 70 2 3 4   1 1 1 1 1  1   36 6 0 test  1  1 1  1   1            1 1       1 1  

172 ############# ############# 172.56.35.61 68 2 3 4   1 1  1 1  1   33 6 0 Question 1 1     1 1 1 1        1  1     1       1

173 ############# ############# 172.56.68.79 59 1 4 4   1 1 1 1 1 1 1   11 6 0 quality 1 1  1   1 1  1   1   1    1   1         1
174 ############# ############# 172.59.120.5 82 1 2 2   1 1 1 1 1  1   17 6 0 survey      1 1 1   1           1 1         1

175 ############# ############# 70.101.6.57 74 1 3 4   1 1 1 1 1  1   42 6 0 Test      1 1 1 1 1          1     1       1
176 ############# ############# 172.59.24.241 73 2 3 4   1  1 1 1     36 6 0 Check 1 1     1 1     1       1            1
177 ############# ############# 97.76.210.20 41 2 6 4   1     1    10 6 0 Check 1  1    1 1 1    1    1   1    1 1       1
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178 ############# ############# 96.231.50.136 67 1 3 4   1 1 1 1 1  1   21 6 0 Quality 1 1     1 1     1  1   1  1  1   1   1     
179 ############# ############# 172.58.164.166 75 2 2 4   1  1 1      36 6 0 Test 1    1   1     1                   1

180 ############# ############# 108.199.62.8 60 1 4 1   1 1 1 1 1 1 1   44 6 0 quality 1 1 1 1   1 1 1 1    1  1  1   1  1 1        1
181 ############# ############# 76.35.28.127 69 2 3 4   1 1 1 1 1 1 1   36 6 0 quality 1 1 1      1 1 1  1                   1

182 ############# ############# 73.110.199.135 76 2 2 4   1  1 1 1  1   14 6 0 Test  1 1    1 1  1          1 1  1  1       1
183 ############# ############# 72.177.27.196 47 1 5 2   1 1  1 1  1   45 6 0 survey 1  1    1  1    1     1  1     1       1
184 ############# ############# 35.150.243.110 48 1 5 1   1        1 11 6 0 check 1 1 1 1   1 1 1 1   1       1            1

185 ############# ############# 23.113.204.156 76 1 2 1   1 1 1 1      5 6 0 question  1     1 1   1         1   1 1        1
186 ############# ############# 172.72.146.17 79 2 2 1   1 1 1 1 1 1 1   34 6 0 Survey 1 1 1 1   1 1 1 1     1   1  1  1          1
187 ############# ############# 98.242.139.94 70 2 3 4   1  1 1 1 1 1   10 6 0 Quality 1 1     1 1 1        1   1   1 1        1

188 ############# ############# 174.206.160.16 58 2 4 4   1  1 1 1 1 1   31 6 0 survey 1 1  1   1 1 1 1    1  1 1 1  1 1  1 1 1       1
189 ############# ############# 32.221.204.182 54 2 5 4   1 1 1 1 1     7 6 0 test 1 1     1 1  1     1  1   1 1 1 1 1 1       1
190 ############# ############# 162.235.7.39 46 2 5 4   1   1 1  1   5 6 0 Survey      1 1 1             1   1        1
191 ############# ############# 98.96.145.144 73 2 3 2   1 1 1 1 1  1   4 6 0 quality   1    1 1 1 1          1            1

192 ############# ############# 67.247.162.31 47 1 5 2   1   1 1 1 1   33 6 0 check  1 1    1 1 1           1     1       1

193 ############# ############# 68.118.121.187 75 1 2 1   1 1 1 1 1 1 1   45 6 0 test  1 1 1 1  1   1 1         1 1   1 1       1

194 ############# ############# 108.199.58.132 54 1 5 2   1 1 1 1 1 1 1   44 6 0 quality 1  1 1   1 1  1 1  1 1  1 1 1  1  1 1  1       1
195 ############# ############# 76.209.9.113 49 1 5 1   1 1 1 1 1 1 1   5 6 0 question 1  1  1  1   1   1   1      1 1         1
196 ############# ############# 174.98.172.95 82 2 2 4   1 1 1 1 1  1   36 6 0 test  1     1 1 1           1     1       1

197 ############# ############# 108.28.86.242 23 1 6 1   1   1 1 1    21 6 0 Quality 1      1 1     1   1    1 1 1 1 1 1       1
198 ############# ############# 174.203.129.102 76 2 2 4   1 1 1 1 1  1   39 6 1 Other 1 1  1   1 1 1 1        1  1     1       1

199 ############# ############# 76.35.238.141 76 2 2 4   1 1 1 1 1     18 6 0 quality 1 1 1 1   1 1 1 1   1 1  1 1 1  1 1 1 1 1 1       1

200 ############# ############# 217.180.192.187 69 1 3 4   1 1 1 1 1  1   10 6 0 quality 1 1 1    1 1 1 1   1 1 1     1 1 1          1
201 ############# ############# 173.248.223.192 53 2 5 4   1  1 1 1     42 6 0 Check  1     1 1 1             1  1 1       1

202 ############# ############# 174.225.193.148 71 2 3 4   1 1  1 1     34 6 0 Survey  1     1 1              1 1         1

203 ############# ############# 76.158.71.168 51 2 5 4   1   1 1  1   5 6 0 quality 1 1 1    1 1 1     1    1   1    1       1
204 ############# ############# 97.154.228.161 60 2 4 4   1    1     45 6 0 Check 1 1     1 1     1       1     1   1     
205 ############# ############# 24.194.177.204 53 2 5 3   1  1 1 1     33 6 0 question  1     1 1            1  1   1       1

206 ############# ############# 73.252.61.16 74 1 3 4   1 1 1 1 1 1    19 6 0 Check  1     1  1           1 1           1

207 ############# ############# 24.188.174.244 65 2 4 4   1 1 1 1 1 1 1   33 6 0 Quality 1 1  1   1 1 1 1   1   1       1  1       1
208 ############# ############# 73.214.200.247 64 2 4 4   1  1 1 1  1   39 6 0 Test 1 1     1 1 1 1   1   1 1   1 1  1 1 1       1

209 ############# ############# 136.35.9.102 67 2 3 4   1 1 1 1 1 1    5 6 0 Quality 1 1 1 1   1  1 1 1  1  1   1   1  1  1   1 1 1   
210 ############# ############# 100.12.116.99 67 1 3 4   1 1 1 1 1  1   33 6 0 Question 1   1   1 1  1        1  1 1    1       1

211 ############# ############# 174.229.213.228 69 2 3 4   1 1 1 1 1     31 6 0 quality 1 1  1   1 1 1    1          1         1

212 ############# ############# 74.196.54.134 56 1 4 4   1  1  1 1 1   34 6 0 Check   1    1             1            1
213 ############# ############# 12.75.47.38 59 2 4 4   1 1  1 1 1    45 6 0 Question  1     1 1            1     1       1
214 ############# ############# 172.56.66.86 78 2 2 4   1 1   1  1   44 6 0 Quality 1   1   1 1 1    1   1 1    1  1 1        1
215 ############# ############# 47.230.91.79 68 2 3 4   1        1 33 6 0 Quality      1 1  1           1  1   1       1

216 ############# ############# 172.59.25.23 62 1 4 4   1 1 1 1 1  1   36 6 0 test  1 1    1 1 1           1     1       1
217 ############# ############# 70.177.77.8 39 2 6 1   1    1 1 1   37 6 0 check 1 1     1 1        1     1           1

218 ############# ############# 174.219.192.42 62 1 4 4   1   1 1  1   5 6 0 Survey 1 1 1 1   1 1  1 1    1 1       1  1       1

219 ############# ############# 47.28.79.72 60 2 4 4   1 1 1 1 1 1 1   5 6 0 test  1     1 1            1            1
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220 ############# ############# 174.173.166.6 78 1 2 1   1        1 39 6 0 survey 1  1 1   1  1 1   1            1       1

221 ############# ############# 98.57.251.32 58 2 4 4   1 1 1 1 1 1 1   45 6 0 test 1 1 1    1 1 1 1      1 1 1   1  1 1 1       1

222 ############# ############# 169.228.128.155 34 2 6 4   1   1 1 1    5 6 0 question 1 1     1 1     1     1  1    1 1       1
223 ############# ############# 174.244.24.252 66 2 3 4   1 1 1 1 1 1    19 6 0 Survey  1     1             1     1       1
224 ############# ############# 108.4.204.176 75 2 3 3   1   1 1     39 6 0 Test 1      1 1          1  1 1           1

225 ############# ############# 174.196.211.76 61 2 4 4   1 1 1 1 1     20 6 0 check 1 1     1 1     1       1   1 1 1       1
226 ############# ############# 172.56.167.94 57 1 4 4   1   1 1  1   33 6 0 Quality  1 1  1  1  1 1            1 1  1    1 1 1  
227 ############# ############# 206.171.115.95 25 2 6 4   1    1 1    48 6 0 Question      1 1 1              1   1       1

228 ############# ############# 71.146.41.74 66 1 3 4   1 1   1 1    45 6 0 check  1 1 1   1 1 1 1          1   1 1 1       1
229 ############# ############# 172.56.168.63 74 1 3 4   1  1 1 1     5 6 0 Check  1   1  1  1  1         1   1      1 1   
230 ############# ############# 68.0.229.57 52 1 5 1   1   1 1  1   41 6 0 Quality 1      1  1    1       1 1 1   1       1
231 ############# ############# 97.146.86.158 53 1 5 4   1   1 1  1   48 6 0 Survey 1 1     1 1   1  1   1 1   1   1  1       1
232 ############# ############# 99.121.107.216 34 2 6 2   1    1     17 6 0 check 1 1 1 1   1 1 1 1       1   1   1 1 1       1

233 ############# ############# 71.251.6.79 55 1 5 4   1 1 1 1 1  1   33 6 0 quality      1 1  1           1     1       1
234 ############# ############# 172.58.120.49 75 1 3 4   1 1 1 1 1     23 6 0 quality  1   1  1   1           1   1     1 1   
235 ############# ############# 172.59.80.22 65 2 3 4   1 1 1  1     18 6 0 Survey   1    1  1           1    1     1  1  

236 ############# ############# 174.177.39.171 33 2 6 4   1 1 1 1 1  1   44 6 0 Question  1     1 1            1 1           1

237 ############# ############# 107.203.95.181 65 1 4 4   1 1 1 1 1 1 1   1 6 0 test 1 1 1 1   1 1 1 1   1 1  1 1 1  1 1 1 1 1 1       1
238 ############# ############# 174.247.209.4 58 2 4 4   1  1  1     23 6 0 Check  1  1   1 1  1          1            1
239 ############# ############# 108.202.58.31 68 2 3 4   1 1 1 1 1     34 6 0 Survey 1 1  1   1 1  1   1     1       1       1
240 ############# ############# 108.95.69.216 66 2 3 4   1  1 1 1 1    1 6 0 Test      1 1 1            1     1       1

241 ############# ############# 71.230.187.85 77 1 2 4   1 1 1 1 1 1 1   8 6 0 Question 1  1 1   1 1        1     1       1 1 1   

242 ############# ############# 162.195.227.100 68 1 3 2   1  1 1 1     17 6 0 survey 1 1     1 1       1       1          1

243 ############# ############# 71.164.96.117 21 2 6 2   1    1     33 6 0 check 1 1     1 1     1       1            1
244 ############# ############# 71.236.52.28 42 1 6 4   1 1  1 1 1 1   44 6 0 question  1     1 1  1          1     1       1

245 ############# ############# 173.27.129.92 67 2 3 4   1 1 1  1     16 6 0 Check  1     1 1            1     1       1
246 ############# ############# 216.82.133.235 43 2 6 4   1 1 1 1 1     45 6 0 Check 1 1     1 1     1          1         1

247 ############# ############# 100.6.10.251 69 1 3 4   1 1 1 1 1 1 1   39 6 0 Question 1 1  1   1 1 1 1   1       1            1
248 ############# ############# 172.56.10.63 65 2 3 4   1 1 1 1 1 1 1   24 6 0 Survey 1 1     1 1 1 1      1  1  1 1  1 1 1       1
249 ############# ############# 172.56.100.229 32 2 6 2   1   1 1     10 6 0 check      1 1 1              1          1
250 6/29/2024 0:57 6/29/2024 1:08 172.56.225.237 80 2 2 4   1 1 1 1 1     11 6 0 test  1   1  1 1  1           1    1       1

251 6/29/2024 1:21 6/29/2024 1:26 69.246.15.103 49 1 5 4   1   1 1  1   44 6 0 test 1    1  1 1   1     1  1  1            1

252 6/29/2024 1:43 6/29/2024 1:48 174.202.169.106 46 2 5 4   1   1 1 1 1   37 6 0 Question 1 1     1 1 1 1        1  1     1       1
253 6/29/2024 2:34 6/29/2024 2:41 166.196.107.32 54 1 5 4   1    1     48 6 0 Survey   1 1   1 1            1   1  1      1  
254 6/29/2024 3:25 6/29/2024 3:48 96.29.128.77 53 2 5 4   1  1  1     18 6 0 Survey 1 1   1  1 1      1    1  1   1 1 1       1
255 6/29/2024 4:13 6/29/2024 4:17 73.215.189.12 51 2 5 4   1    1 1    31 6 0 Survey      1 1              1           1
256 6/29/2024 5:15 6/29/2024 5:22 38.156.202.155 36 2 6 4   1  1 1 1  1   3 6 0 Question      1 1   1           1  1 1 1       1

257 6/29/2024 6:11 6/29/2024 6:20 172.56.72.62 44 1 6 1   1 1 1 1 1 1 1   10 6 0 question   1 1 1  1 1 1            1 1 1      1  1  
258 6/29/2024 7:04 6/29/2024 7:09 73.68.53.96 47 2 5 4   1 1 1 1 1 1 1   7 6 0 quality 1 1 1 1   1 1 1 1   1   1 1 1     1 1 1       1

259 6/29/2024 7:24 6/29/2024 7:29 67.162.12.60 36 2 6 2   1  1 1 1  1   15 6 0 test  1     1 1  1          1    1        1
260 6/29/2024 8:30 6/29/2024 8:34 64.254.141.180 23 1 6 4   1    1     36 6 0 Survey  1  1   1 1 1 1          1     1       1
261 6/29/2024 9:31 6/29/2024 9:38 69.115.173.128 80 2 2 4   1 1 1 1 1 1    7 6 0 quality 1 1  1   1 1  1         1 1    1 1       1

262 ############# ############# 172.56.163.5 35 1 6 2   1  1 1 1 1 1   43 6 0 check 1 1 1    1 1 1 1        1  1   1  1       1

263 ############# ############# 172.59.172.162 50 2 5 4   1   1 1 1 1   26 6 0 Survey  1 1    1 1 1           1     1       1

264 ############# ############# 174.162.21.249 70 2 3 4   1   1   1   23 6 0 test  1     1 1   1         1     1       1
265 ############# ############# 65.114.125.217 57 2 4 4   1  1  1     1 6 0 quality  1     1 1              1 1 1        1
266 ############# ############# 172.223.33.120 58 1 4 2   1 1 1 1 1 1 1   1 6 0 quality 1      1 1 1 1   1 1    1  1 1 1   1       1

267 ############# ############# 73.114.218.220 65 1 3 4   1   1 1     22 6 0 quality 1  1 1   1  1 1 1    1 1  1  1     1       1
268 ############# ############# 99.170.94.249 34 2 6 4   1  1 1 1     10 6 0 Survey 1 1  1   1 1  1   1   1       1  1       1
269 ############# ############# 166.199.115.58 70 2 3 4   1 1 1  1     26 6 0 Quality      1 1 1  1          1            1
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270 ############# ############# 98.186.210.35 48 2 5 4   1 1 1 1 1 1    48 6 0 survey 1 1     1 1 1 1      1 1 1  1            1
271 ############# ############# 174.76.55.122 63 2 4 4   1 1 1 1 1 1 1   7 6 0 Check 1 1 1 1   1 1 1 1   1   1  1  1 1  1 1 1       1
272 ############# ############# 99.110.207.126 63 2 4 4   1  1 1 1  1   10 6 0 Test 1 1  1   1 1  1    1  1 1    1  1 1        1
273 ############# ############# 107.115.203.113 50 2 5 4   1 1 1 1 1     14 6 0 Question  1  1   1 1  1          1     1       1

274 ############# ############# 172.59.219.40 68 1 3 4   1 1   1     48 6 0 question  1     1 1  1 1         1     1       1
275 ############# ############# 98.116.70.134 73 2 3 4   1   1 1 1    33 6 0 quality  1     1 1              1          1

276 ############# ############# 174.204.130.233 70 2 3 4   1 1  1 1 1    33 6 0 Quality 1 1 1 1   1 1  1     1  1 1  1            1
277 ############# ############# 76.205.162.132 35 1 6 4   1   1 1     45 6 0 "Test"  1  1   1 1 1 1           1           1

278 ############# ############# 96.39.177.128 66 2 3 4   1   1 1     38 6 0 quality 1 1 1    1 1   1     1  1  1   1  1       1
279 ############# ############# 76.189.77.163 70 2 3 4   1 1  1 1 1    36 6 0 Quality 1 1 1    1 1 1      1   1    1   1       1

280 ############# ############# 172.59.216.42 69 2 3 3   1 1 1 1 1     42 6 0 Test  1 1    1 1             1    1       1

281 ############# ############# 24.185.129.127 66 2 3 4   1 1 1 1 1 1 1   31 6 0 Test  1 1    1 1 1 1          1 1 1 1 1 1       1
282 ############# ############# 69.127.222.107 78 2 2 4   1 1 1 1 1     33 6 0 Survey 1 1       1     1  1  1          1 1    
283 ############# ############# 75.115.160.205 80 2 2 4   1 1 1 1 1  1   8 6 0 quality 1 1  1   1 1 1 1    1       1    1       1
284 ############# ############# 172.56.233.174 48 1 5 4   1   1 1 1 1   5 6 0 Quality 1    1  1    1  1       1            1

285 ############# ############# 71.144.119.222 80 2 2 4   1   1      10 6 0 Survey 1 1     1 1  1        1    1          1

286 ############# ############# 174.244.147.225 48 1 5 2   1 1 1 1 1 1 1   3 6 0 test  1  1   1 1            1 1    1   1 1 1   

287 ############# ############# 107.77.206.33 77 2 2 4   1 1 1 1 1 1 1   26 6 0 quality 1 1  1   1 1 1 1   1       1     1       1

288 ############# ############# 76.217.48.22 37 2 6 4   1  1  1     5 6 0 Question 1   1   1 1  1   1          1       1   
289 ############# ############# 107.77.198.200 32 1 6 4   1   1 1     37 6 0 quality      1 1             1   1  1       1
290 ############# ############# 174.202.102.186 58 1 4 4   1   1      15 6 0 test  1     1 1 1           1    1        1
291 ############# ############# 216.255.220.89 33 2 6 1   1  1 1 1 1 1   32 6 0 Quality  1     1 1            1     1       1
292 ############# ############# 35.151.5.160 68 1 3 4   1 1  1 1     1 6 0 Check  1     1 1  1          1  1 1         1
293 ############# ############# 107.123.49.69 30 1 6 4   1  1  1  1   11 6 0 Question 1 1     1 1     1    1   1    1        1

294 ############# ############# 68.199.32.16 69 1 3 4   1  1 1 1 1 1   31 6 0 Check  1 1    1 1 1             1  1        1
295 6/30/2024 0:09 6/30/2024 0:12 108.147.176.12 81 1 2 4   1 1  1   1   51 6 0 question 1  1 1     1 1 1   1 1 1            1  1   
296 6/30/2024 1:04 6/30/2024 1:08 139.60.28.77 53 2 5 4   1 1 1 1 1 1 1   38 6 0 Quality  1     1 1 1           1  1 1  1     1   
297 6/30/2024 1:05 6/30/2024 1:11 172.250.170.149 38 1 6 4   1   1 1     5 6 0 Question      1 1             1  1   1       1
298 6/30/2024 1:08 6/30/2024 1:13 66.244.82.19 75 3 2 4   1 1 1 1 1  1   15 6 0 Check 1 1   1  1 1  1      1     1       1     
299 ############# ############# 75.39.157.101 53 2 5 4   1   1 1  1   1 6 0 quality      1 1 1            1 1    1       1
300 ############# ############# 174.29.146.27 64 1 4 4   1   1 1     6 6 0 Quality  1     1 1   1         1     1   1     
301 ############# ############# 70.139.230.164 65 1 3 4   1 1 1 1 1  1   45 6 0 check 1 1  1   1 1 1 1   1     1  1   1  1       1
302 ############# ############# 174.245.88.99 48 1 5 4   1  1  1     34 6 0 test 1 1  1   1 1  1       1 1  1   1  1       1
303 ############# ############# 35.145.186.153 65 2 4 4   1   1 1     10 6 0 Test  1     1 1            1   1 1 1       1

304 ############# ############# 166.198.21.78 60 2 4 4   1 1 1 1 1 1 1   33 6 0 Question  1     1 1              1          1
305 ############# ############# 173.187.7.207 51 2 5 3   1    1     34 6 0 Quality  1     1 1              1 1         1
306 ############# ############# 47.33.225.146 61 2 4 4   1  1 1 1 1 1   23 6 0 Question 1 1     1 1   1   1           1       1

307 ############# ############# 174.224.117.17 78 2 2 4   1 1 1 1   1   45 6 0 check 1 1 1    1 1 1 1   1 1   1   1 1  1 1 1       1

308 ############# ############# 104.137.119.193 70 2 3 4   1     1 1   10 6 0 Test 1 1     1 1  1       1   1    1        1

309 ############# ############# 172.58.182.178 70 2 3 4   1 1 1 1 1 1    45 6 0 Survey  1     1 1            1  1          1
310 ############# ############# 172.59.96.203 64 2 4 4   1 1 1 1 1  1   23 6 0 Test 1 1     1 1 1 1        1  1  1   1       1
311 ############# ############# 71.127.163.117 65 2 3 4   1 1  1 1     33 6 0 Check  1     1 1  1          1     1       1
312 ############# ############# 174.203.243.151 68 1 3 4   1 1 1 1 1     42 6 0 Survey      1 1             1            1
313 ############# ############# 73.6.239.182 55 2 4 4   1 1 1 1 1     45 6 0 Survey      1 1 1            1     1       1
314 ############# ############# 72.109.51.252 75 1 2 1   1 1 1 1  1    42 6 0 quality 1      1      1       1     1   1 1    

315 ############# ############# 71.229.55.103 51 1 5 4   1   1 1 1 1   11 6 0 Test  1   1  1 1 1  1           1  1 1       1
316 ############# ############# 24.121.140.127 42 2 6 4   1  1  1     26 6 0 quality  1     1 1            1            1
317 ############# ############# 73.5.125.202 66 2 3 4   1 1 1 1 1 1 1   44 6 0 quality 1 1 1    1 1 1    1     1  1     1       1

318 ############# ############# 199.27.253.184 52 1 5 2   1   1 1 1 1   14 6 0 check 1 1 1 1   1 1 1 1   1     1  1     1       1

319 ############# ############# 174.235.49.50 63 2 4 4   1 1 1  1 1    44 6 0 question 1 1   1  1 1 1  1  1  1     1            1

320 ############# ############# 69.174.145.84 64 1 4 2   1 1  1 1 1 1   14 6 0 survey 1  1 1   1 1   1    1   1       1       1
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321 ############# ############# 108.202.59.218 65 2 4 4   1  1 1 1 1 1   34 6 0 Survey 1 1     1 1     1        1           1

322 ############# ############# 71.232.224.226 47 2 5 4   1 1 1 1 1 1 1   7 6 0 quality 1 1 1 1   1 1 1 1     1 1 1 1   1 1 1 1 1       1

323 ############# ############# 35.138.72.144 62 2 4 4   1   1 1 1    10 6 0 Check 1 1 1 1   1 1 1 1        1  1            1

324 ############# ############# 2.50.69.126 76 3 2 1   1 1 1 1 1 1 1   5 6 0 question 1      1      1 1  1 1 1  1 1           1
325 ############# ############# 68.59.192.128 42 1 6 3   1  1 1 1     44 6 0 Quality 1   1    1 1 1   1   1 1               1

326 ############# ############# 172.59.188.244 60 2 4 4   1 1  1 1     14 6 0 Test 1 1  1   1 1  1   1       1            1

327 ############# ############# 76.218.215.52 51 1 5 1   1   1 1     5 6 0 Survey    1   1   1          1            1
328 ############# ############# 172.56.225.50 57 2 4 4   1 1 1 1 1 1 1   10 6 0 question  1     1 1  1          1  1  1 1       1

329 ############# ############# 68.59.13.172 66 1 3 4   1 1 1 1 1 1 1   23 6 0 Question 1  1 1   1   1       1   1            1

330 ############# ############# 173.73.124.127 66 1 3 4   1    1 1    21 6 0 Survey 1 1     1 1      1           1       1

331 ############# ############# 172.56.67.200 66 2 3 4   1 1 1 1 1 1 1   11 6 0 quality 1 1 1 1   1 1 1 1   1       1  1   1       1
332 ############# ############# 71.70.235.176 72 2 3 4   1 1 1 1 1 1 1   34 6 0 question  1     1 1  1            1 1 1 1       1

333 ############# ############# 172.58.230.248 78 1 2 4   1  1 1   1   33 6 0 Survey 1 1  1   1  1  1  1       1            1

334 ############# ############# 76.37.243.7 56 2 4 4   1 1 1 1 1     20 6 0 Question  1  1   1 1  1          1   1  1       1

335 ############# ############# 104.34.238.34 30 2 6 3   1    1 1    5 6 0 Quality 1    1  1    1  1   1 1 1  1   1 1 1       1

336 ############# ############# 73.220.20.88 60 1 4 4   1 1 1 1 1 1 1   5 6 0 Survey 1 1 1    1  1 1      1 1   1  1 1 1        1

337 ############# ############# 47.154.16.236 64 2 4 4   1 1 1 1 1 1 1   5 6 0 survey 1 1 1 1    1      1  1                1
338 ############# ############# 108.147.103.57 60 2 4 4   1 1  1 1     26 6 0 check 1      1            1 1 1    1       1

339 ############# ############# 75.64.118.28 73 2 3 4   1  1  1     44 6 0 Check  1     1 1 1 1            1 1  1   1 1    
340 ############# ############# 184.15.160.53 51 1 5 4   1    1     50 6 0 question 1 1 1    1 1 1    1       1            1

341 ############# ############# 67.163.39.38 56 1 4 4   1 1 1 1 1 1 1   14 6 0 Quality 1 1 1 1   1 1 1 1   1 1 1 1 1 1  1 1 1 1 1 1       1
342 ############# ############# 99.120.218.43 50 2 5 4   1  1 1 1     45 6 0 Check  1 1    1 1            1     1       1
343 ############# ############# 72.209.45.197 39 2 6 4   1  1 1 1     7 6 0 Test  1     1 1 1 1          1   1 1        1

344 ############# ############# 24.151.204.24 63 1 4 2   1  1  1 1    44 6 0 question   1 1   1  1 1          1 1 1 1 1 1       1

345 ############# ############# 24.73.23.205 55 1 5 4   1    1 1    10 6 0 Question  1     1 1            1            1

346 ############# ############# 24.153.209.58 66 1 3 4   1 1 1 1 1 1 1   45 6 0 check 1 1 1 1   1 1 1 1   1 1 1 1  1  1 1  1  1       1
347 ############# ############# 71.61.231.18 70 2 3 4   1 1 1  1     39 6 0 Check 1 1     1 1     1       1     1       1
348 ############# ############# 107.77.213.135 41 2 6 1   1   1 1 1    5 6 0 survey      1 1 1   1         1     1       1

349 ############# ############# 108.7.37.52 33 1 6 4   1   1 1  1   22 6 0 Check 1 1     1 1     1       1            1

350 ############# ############# 172.56.165.120 39 2 6 3   1  1 1 1 1    33 6 0 Question  1     1 1            1   1 1 1       1

351 ############# ############# 73.205.244.127 76 2 2 4   1 1 1 1 1  1   10 6 0 test 1 1 1 1   1 1  1     1 1 1 1   1 1 1         1
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352 ############# ############# 35.151.160.2 46 1 5 4   1  1 1   1   1 6 0 Check      1 1             1            1

353 ############# ############# 68.203.95.202 57 1 4 1   1   1 1 1 1   45 6 0 survey 1 1     1 1 1 1       1 1  1   1 1        1

354 ############# ############# 174.196.115.202 68 2 3 4   1 1  1 1     36 6 0 Survey  1     1 1            1   1 1        1
355 ############# ############# 75.33.86.235 48 1 5 4   1  1 1 1  1   23 6 0 Check  1     1             1            1

356 ############# ############# 172.56.221.240 70 1 3 4   1  1 1 1 1    31 6 0 test 1 1 1    1 1 1 1   1  1 1 1     1  1        1

357 ############# ############# 73.141.15.243 49 2 5 4   1  1 1   1   39 6 0 Question 1  1 1   1 1 1 1        1  1  1   1       1

358 ############# ############# 73.43.175.30 78 1 2 4   1 1 1 1   1   11 6 0 check 1   1   1   1 1  1  1     1  1          1
359 ############# ############# 75.117.197.94 74 2 3 4   1 1 1  1     18 6 0 Quality  1     1 1            1    1        1

360 ############# ############# 67.240.62.50 68 2 3 3   1        1 33 6 0 Test   1    1 1 1 1            1   1       1
361 ############# ############# 70.96.207.141 56 1 4 1   1  1   1    24 6 0 survey 1  1  1   1 1    1     1          1  1   
362 ############# ############# 198.177.53.166 46 1 5 4   1   1  1 1   11 6 0 check 1 1 1    1 1 1         1  1     1       1

363 ############# ############# 68.106.200.188 63 1 4 4   1  1 1 1 1 1   10 6 0 test 1 1 1    1 1 1 1       1 1  1 1 1 1 1 1       1

364 ############# ############# 73.85.95.0 32 2 6 4   1   1 1 1 1   10 6 0 Check  1     1 1            1  1   1       1

365 ############# ############# 76.147.93.142 64 1 4 4   1  1  1 1 1   49 6 0 Quality 1 1     1 1     1     1  1 1    1       1

366 ############# ############# 68.174.31.236 52 2 5 2   1   1 1 1 1   33 6 0 quality      1 1 1            1            1

367 ############# ############# 108.202.158.225 56 1 4 4   1 1 1 1 1     36 6 0 Survey  1     1 1 1           1     1       1

368 ############# ############# 67.173.245.100 69 1 3 4   1   1   1   6 6 0 question 1 1          1 1                   1

369 ############# ############# 76.36.147.135 58 1 4 4   1 1 1 1 1 1 1   34 6 0 Survey 1  1    1 1 1 1   1 1 1   1  1 1 1   1   1 1 1   
370 ############# ############# 75.106.165.21 49 1 5 4   1   1 1     5 6 0 Survey  1     1 1             1           1

371 ############# ############# 174.85.88.107 61 1 4 4   1   1 1 1 1   5 6 0 Check 1  1     1 1    1     1           1 1   
372 ############# ############# 67.79.255.234 51 1 5 4   1    1 1    45 6 0 Check 1 1     1 1          1  1 1    1       1

373 ############# ############# 98.161.118.94 69 1 3 4   1 1 1 1 1 1 1   29 6 0 Question   1 1 1  1 1            1  1 1 1        1
374 ############# ############# 98.209.196.63 46 1 5 1   1   1 1     23 6 0 quaility 1 1      1     1                   1

375 ############# ############# 8.48.3.87 46 1 5 4   1 1 1 1 1 1 1   5 6 0 survey  1 1    1 1  1          1  1   1       1

376 ############# ############# 50.54.103.166 66 1 3 4   1  1  1     36 6 0 test 1   1 1  1  1 1        1  1     1       1
377 ############# ############# 172.59.25.124 60 1 4 4   1  1 1 1 1    45 6 0 question   1 1   1  1 1 1           1 1 1 1       1
378 ############# ############# 73.177.84.23 79 1 2 4   1 1 1 1   1   44 6 0 Survey  1 1 1   1 1 1 1          1   1  1   1  1   

379 ############# ############# 99.190.177.21 64 1 4 4   1 1 1 1 1  1   45 6 0 Quality      1 1 1  1          1     1       1

380 ############# ############# 204.62.111.60 74 1 3 4   1 1 1 1 1  1   29 6 0 check 1 1  1   1 1  1   1       1            1

381 ############# ############# 97.117.121.86 55 1 5 1   1   1 1 1    46 6 0 test  1     1 1            1  1   1       1

382 ############# ############# 73.77.70.34 61 1 4 4   1 1 1 1 1 1 1   45 6 0 Survey 1   1   1  1 1 1  1       1            1

383 ############# ############# 166.199.171.71 54 1 5 4   1 1  1 1     5 6 0 question 1      1  1         1  1            1

384 ############# ############# 45.47.183.16 55 1 4 4   1   1 1  1   33 6 0 Test 1 1  1   1 1  1    1  1 1      1 1        1
385 ############# ############# 47.196.113.169 51 1 5 4   1   1 1  1   10 6 0 check 1 1     1 1         1 1  1     1       1
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386 ############# ############# 76.117.136.116 64 1 4 4   1     1    31 6 0 question      1 1             1    1        1
387 ############# ############# 72.93.220.10 30 2 6 1   1   1 1 1    22 6 0 test 1 1     1 1           1 1            1

388 ############# ############# 172.59.104.227 52 1 5 4   1 1 1 1 1     19 6 0 Test 1 1 1  1   1 1 1   1 1   1           1 1 1 1  
389 ############# ############# 96.67.15.25 73 1 3 4   1    1     7 6 0 Check  1 1 1   1 1 1 1          1            1
390 ############# ############# 75.91.149.108 65 1 4 4   1 1  1 1 1    4 6 0 quality     1  1              1         1   

391 ############# ############# 45.23.73.15 61 1 4 1   1 1 1 1 1 1 1   34 6 0 survey 1 1 1 1   1 1 1 1   1   1  1  1   1  1       1

392 ############# ############# 172.59.0.98 66 1 3 4   1 1 1 1 1 1 1   32 6 0 check 1  1    1 1 1    1   1  1     1 1 1       1

393 ############# ############# 174.244.17.214 66 1 3 4   1 1 1 1 1 1 1   45 6 0 test 1 1 1 1   1 1 1 1   1    1    1  1 1        1

394 ############# ############# 71.209.245.193 63 1 4 1   1 1 1 1  1    3 6 1 other 1  1    1  1       1    1  1 1 1 1       1

395 ############# ############# 71.36.101.198 49 1 5 4   1 1 1 1 1  1   38 6 0 Check   1 1   1    1           1  1     1 1 1  

396 ############# ############# 75.60.142.132 63 1 4 1   1   1 1 1 1   45 6 0 check   1 1   1  1 1 1         1   1  1       1

397 ############# ############# 74.102.145.38 54 1 5 4   1 1 1 1 1 1    31 6 0 Question  1  1   1 1  1          1        1  1   
398 ############# ############# 174.209.41.253 47 1 5 4   1 1 1 1 1 1 1   14 6 0 question 1 1 1      1 1     1   1           1 1 1  

399 ############# ############# 35.151.189.164 55 1 4 4   1 1 1 1 1 1 1   19 6 0 Survey 1 1   1  1 1  1 1  1       1    1 1       1
400 ############# ############# 172.56.100.153 54 1 5 4   1 1 1 1 1 1    10 6 0 Check  1 1    1 1 1            1           1
401 ############# ############# 72.28.217.125 25 1 6 1   1    1     10 6 0 quality 1      1   1         1   1          1

402 ############# ############# 72.190.87.83 68 1 3 4   1 1 1 1 1  1   45 6 0 Survey  1  1   1    1         1            1

403 ############# ############# 207.183.135.57 71 3 3 1   1 1  1 1 1 1   4 6 0 Check 1 1 1 1   1 1  1 1  1       1     1       1
404 ############# ############# 69.251.119.163 79 1 2 4   1 1 1 1      2 6 0 quality 1       1     1               1     
405 ############# ############# 158.120.241.7 73 1 3 4   1 1 1 1 1 1 1   44 6 0 question 1 1 1 1   1 1 1 1       1   1    1 1       1

406 ############# ############# 172.56.209.61 44 1 6 4   1 1 1 1 1 1 1   3 6 0 quality 1 1  1   1 1  1     1   1    1   1       1
407 ############# ############# 76.31.165.166 68 1 3 4   1   1 1     45 6 0 question  1 1    1 1 1             1          1
408 ############# ############# 99.51.241.105 78 1 2 4   1 1 1 1 1  1   44 6 0 Survey      1 1   1          1 1         1   
409 ############# ############# 74.215.183.89 66 1 3 4   1 1 1 1 1 1 1   36 6 0 test 1  1 1   1 1 1 1        1  1     1       1
410 ############# ############# 71.117.178.137 25 2 6 2   1   1 1 1    41 6 0 question  1     1 1            1            1
411 ############# ############# 76.29.2.36 67 1 3 2   1  1  1  1   14 6 0 SURVEY 1  1 1   1  1 1    1  1         1       1

412 ############# ############# 71.31.66.183 44 1 6 4   1   1  1 1   45 6 0 Quality  1     1 1            1   1         1

413 ############# ############# 99.122.1.18 38 1 6 2   1 1 1 1 1 1 1   44 6 0 quality  1  1   1 1  1          1     1       1
414 ############# ############# 24.112.204.109 41 1 6 4   1   1 1 1 1   39 6 0 test 1 1     1 1     1   1 1   1   1         1
415 ############# ############# 172.3.78.198 76 1 2 4   1   1   1   5 6 0 quality      1 1  1  1         1            1

416 ############# ############# 108.29.22.105 78 1 2 4   1  1  1 1 1   33 6 0 survey 1 1 1     1 1 1    1  1 1           1 1  1  
417 ############# ############# 32.221.138.189 81 1 2 4   1  1 1 1  1   7 6 0 test   1    1  1           1   1  1       1

418 7/1/2024 6:33 7/1/2024 6:39 170.52.184.66 30 1 6 4   1   1 1  1   42 6 0 Check 1 1 1    1 1 1 1   1            1       1

419 7/1/2024 8:01 7/1/2024 8:05 172.56.104.18 44 1 6 4   1 1 1 1 1 1 1   11 6 0 check 1 1 1  1  1 1 1    1  1 1  1   1 1 1 1        1

420 7/1/2024 8:58 7/1/2024 9:02 174.233.16.20 70 2 3 4   1 1 1 1 1 1 1   7 6 0 Check  1  1   1 1 1 1            1   1       1

421 7/1/2024 8:58 7/1/2024 9:08 172.56.102.149 57 1 4 4   1  1 1 1 1 1   10 6 0 quality 1 1 1    1 1 1 1      1 1 1  1   1 1 1       1

422 7/1/2024 8:59 7/1/2024 9:03 98.166.147.3 74 2 3 4   1 1 1 1 1 1    48 6 0 check  1 1    1 1  1            1 1 1 1       1

423 7/1/2024 8:59 7/1/2024 9:10 69.254.7.152 49 1 5 4   1  1 1 1     11 6 0 Quality 1 1     1 1 1 1        1  1            1
424 7/1/2024 9:00 7/1/2024 9:03 73.108.210.123 68 2 3 4   1 1 1  1     44 6 0 Question      1 1 1  1           1           1
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425 7/1/2024 9:02 7/1/2024 9:07 97.76.252.6 69 2 3 4   1 1  1 1     10 6 0 Test 1 1      1     1                   1

426 7/1/2024 9:02 7/1/2024 9:06 67.85.156.54 33 1 6 2   1 1 1 1 1 1 1   33 6 0 quality  1 1    1 1 1           1     1       1
427 7/1/2024 9:03 7/1/2024 9:08 198.37.197.130 59 2 4 4   1 1 1  1     18 6 0 Quality      1 1 1            1  1   1       1

428 7/1/2024 9:04 7/1/2024 9:11 71.81.138.200 59 2 4 4   1 1 1  1     26 6 0 Check  1     1 1            1 1 1 1 1 1       1
429 7/1/2024 9:05 7/1/2024 9:16 107.127.49.39 55 2 4 4   1  1  1     44 6 0 quality 1 1   1  1 1 1    1     1      1    1     

430 7/1/2024 9:05 7/1/2024 9:09 108.35.75.4 69 2 3 4   1 1 1 1 1     31 6 0 Survey 1   1   1            1  1           1

431 7/1/2024 9:05 7/1/2024 9:10 24.99.75.15 47 2 5 4   1  1 1 1     11 6 0 Test 1 1 1    1 1 1 1       1 1  1    1 1       1

432 7/1/2024 9:05 7/1/2024 9:14 174.52.48.135 71 1 3 4   1    1     46 6 0 quality 1 1     1 1 1 1     1       1 1  1       1

433 7/1/2024 9:05 7/1/2024 9:12 174.173.178.69 66 1 3 4   1     1 1   39 6 0 Survey      1 1 1  1            1          1
434 7/1/2024 9:08 7/1/2024 9:12 107.123.5.54 57 2 4 4   1  1  1 1 1   18 6 0 check  1     1 1            1            1

435 7/1/2024 9:08 7/1/2024 9:16 47.41.224.115 31 1 6 1   1    1     5 6 0 question      1 1             1     1       1
436 7/1/2024 9:14 7/1/2024 9:19 172.249.145.224 60 2 4 4   1   1 1  1   5 6 0 Question 1      1 1         1   1 1 1 1 1 1       1
437 7/1/2024 9:18 7/1/2024 9:27 98.62.166.38 67 1 3 3   1  1 1 1 1    11 6 0 Quality 1   1      1 1    1 1            1 1  1  

438 7/1/2024 11:55 7/1/2024 12:00 75.72.204.120 69 1 3 1   1 1 1 1 1 1 1   24 6 0 question 1 1 1 1   1 1 1 1   1   1 1   1  1 1 1 1       1

439 7/1/2024 11:57 7/1/2024 12:03 166.199.242.102 53 1 5 3   1  1 1 1 1 1   45 6 0 test 1 1 1    1 1 1    1       1            1

440 7/1/2024 11:57 7/1/2024 12:03 107.128.243.128 46 2 5 4   1  1 1 1  1   34 6 0 Quality 1 1     1 1  1       1   1    1        1
441 7/1/2024 11:58 7/1/2024 12:05 108.199.62.19 52 1 5 1   1 1 1 1 1 1 1   10 6 0 quality   1 1 1  1   1 1          1 1  1 1       1
442 7/1/2024 12:00 7/1/2024 12:06 73.72.245.171 69 2 3 4   1 1 1 1 1 1 1   14 6 0 Survey  1     1 1  1          1    1 1       1

443 7/1/2024 12:02 7/1/2024 12:05 172.58.122.119 79 1 2 4   1 1  1  1 1   14 6 0 question  1 1  1  1  1           1  1   1       1

444 7/1/2024 12:02 7/1/2024 12:06 73.194.129.129 76 2 2 4   1 1   1     31 6 0 Test 1    1   1   1  1     1          1     

445 7/1/2024 13:20 7/1/2024 13:34 98.46.118.178 50 1 5 4   1  1 1 1 1 1   5 6 0 quality 1  1 1 1  1 1 1 1     1  1 1  1 1   1 1       1

446 7/1/2024 13:21 7/1/2024 13:26 98.97.83.118 50 2 5 2   1   1 1 1    45 6 0 survey  1     1 1            1    1 1       1
447 7/1/2024 13:21 7/1/2024 13:25 73.147.165.180 63 1 4 4   1   1 1 1 1   48 6 0 quality  1 1 1   1   1          1 1    1       1
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1 1 1 1      
creative 
bonding

the great get 
away 1 1    

because it is a form of getaway, so to do 
that we would have to create the mood, 
place, and setting for the getaway,

The great getaway is my favorite one 
because of the location whether it is a 
temporary, remote, or mobile location 
they are thinking about, it is to be great 1      

1 1      1       1      
1 1      1       2      
1 1      1       2      
1 1      1       1 1     
1 1 1       none 1     it is good 1      

1 1 1 1 1     Hilton Marriot Westin 1 1 1   
I’ve used them before at a getaway 
location. I have used the spa.

I have used the services before at a 
Marriott.

I have used the spa and hair services 
at the Westin before. 1      

1 1      1       2      

1 1 1       Sephora 1     

Sephora reminds me of this in many ways 
because they offer make up and other 
services that are just like this this 2      

1 1 1       Equinox 1     
They offer health services and seem 
innovative with tech 3      

1 1      1       1      
1 1 1       Soul stay 1     It says it 3      
1 1      1       1 1     

1 1 1       Spame 1     I have seen and heard of them before 3      

1 1 1       
Ebony 
Magazine 1     soul and wellness 3      

1 1 1       Soul stay 1     It's at the top of page 2      

1 1 1       
24 hour 
fitness 1     

Because most fitness establishments have 
spa treatment areas in the building. 2      

1 1      1       2      

1 1 1 1      Sony Amazon 1 1    It has the locations to provide
It is more accurate and have more 
discounts 1 1     

1 1      1       1      
1 1      1       2      

1 1 1 1 1     
Massage 
Envy Solstice Soul cycle 1  1   Now offering mobile services Name similarities 1 1     

1 1      1       1      

1 1 1 1 1     
golden 
door aquavie miraval 1 1 1   

it is well-established in san diego and has 
good reviews.

me and my wife attended this spa in 
the past

i believe they do offer spa health 
services 2      

1 1 1 1 1     
Canyon 
Ranch Miraval

The 
Woodhouse 
Day Spa 1 1 1   

renowned brand that offers destinations 
spa experiences in multiple locations

its known for its focus on wellness and 
balance Prioritizes pampering and relaxation 3      

1 1 1       New York 1     Amazing 1 1     

1 1 1 1      
Google 
search Apple 1 1    In order to make it easier to find

In order to drive visitors to the 
business 1 1     

1 1      1       3      

1 1 1       Soul BnB 1     
Those words appear above the listed 
services 3      

1 1      1       2      
1 1      1       1      

1 1 1       Soul stay 1     It's what it offers, to have a relaxing time 3      

1 1 1       
Milk and 
honey 1     Actually that the only one I know and love 3      

1 1 1       Soul stay 1     Bold 1 1     

1 1 1 1      Nail Spa Soul Stay 1 1    
it's usually a get away at a remote location 
specifically for this.

The listed services is under the name 
Soul stay it makes sense that they 
would offer these services 2      

1 1      1       2      

1 1 1 1 1     
Goldendoo
r

Health spa 
napa valley

Glen Ivy Hot 
Springs 1 1 1   

They want people to know that they are 
located several places instead of one.

Allows people to know there are 
several locations.

Let's people know how exclusive they 
are. 3      

1 1 1       
Massage 
Envy 1     Good store 1      

1 1 1       Soul stay 1     It’s convenient 1 1     

1 1 1       soul bnb 1     
This is the name of the brand or service 
and no other names are presented. 2      

1 1 1       Soul bnb 1     They will relax you naturally 2      
1 1 1       Spa 1     A nice getaway 2      
1 1      1       3      

1 1 1 1 1     
Heavenly 
spa Serenity Spa

Classycure 
Spa 1 1 1   

Because this service treatment is best for 
us.

It offer a tranquil escape with 
affordable luxury. This is a very creative service. 1 1     

1 1 1 1      Med spa Massage envy 1 1    They are offered throughout the state
They are mostly in or around shopping 
malls or strip malls 2      

1 1      1       3      
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1 1      1       3      
1 1      1       1      
1 1 1       Soul bnb 1     It’s good 1 1     

1 1 1 1      
Free spirit 
spa Sanoma 1     Wellness, spa treatment luxury 1 1     

1 1      1       2      
1 1      1       3      
1 1 1      1 Airbnb 1     They used the same bnb language 1 1     

1 1 1       
Massage 
Envy 1     I don't know 3      

1 1 1       
Hampton 
in 1     None 1 1     

1 1 1 1      Soul BNB Health spa 1 1    Nothing comes to mind Nothing comes to mind 1      
1 1      1       3      

1 1 1      1 Air bnb 1     

Because it has a similar name to this 
company so I thought they might be 
related 1 1     

1 1 1       holiday inn 1     done it in the past 1      

1 1 1       Soul Stay 1     
Because it's easy to remember and makes 
you think. 3      

1 1 1       

Georgia 
institute of 
aesthetics 1     

A getaway to remote locations because 
the allow students to practice on real 
clients 1      

1 1      1       3      

1 1 1       
Zen 
Wellness 1     

It sounds like a slogan they use. They also 
are in different areas. 1      

1 1 1       Soul 1     
I like what they have to offer and I like it a 
lot. 1 1     

1 1 1 1      Marriott
Sandals Resort 
and Spa 1 1    

The Marriott is an upscale hotel. I'm 
pretty positive they have this 
business/specialty.

Sandals Resort and Spa is a getaway 
destination. It's upscale and I know 
they offer these services, I'm just not 
very sure of the name. 3      

1 1      1       3      
1 1 1       Soul Bnb 1     As a retreat for the soul and mind. 1 1     
1 1      1       3      

1 1 1       
None I can 
think of 1     It’s a really good brand and service 3      

1 1 1 1 1     Healthx Soul BNB TRIMSPA 1 1 1   I have seen their adverts that are similiar seems to be this advertisor
has the same features for health and 
wellness 2      

1 1 1      1 Air bnb 1     Only.company I can think of 3      

1 1     1   soul bnb     1
says so in the bullet 
point description 2      

1 1      1       2      
1 1 1 1      Soul stay Pedicures 1 1    Because those are the services Those are the services 2      
1 1 1       Soul Stay 1     Name at the top 3      

1 1 1       Soul Stay 1     
Because it make you feel as if your soul is 
replenished 3      

1 1 1      1 air bnb 1     sounds like it 1 1     

1 1 1 1      
I don’t 
know

Howtfsh ould 
Ikkow 1 1    

Because I don’t fln know a single spa name 
cuz I never been to know

I have no idea because I don’t know 
any spa names nor can i recall seeing 
any in person 2      

1 1 1      1 Airbnb 1     It is great 1 1     
1 1 1       Soul stay 1     As a retreat spa 1      

1 1 1 1     1 Air bnb Priceline 1 1    
Because it's a get away were you tend to 
stay

It's something that you book and stay 
in 3      

1 1      1       2      
1 1      1       2      
1 1      1       1      
1 1      1       2      

1 1 1       Soul BNB 1     
I have absolutely no idea at this point in 
time 2      

1 1 1 1      

Mind,Body
,Spirit 
wellness 
center

Mind body 
wellness 1 1    

Because I've made reservations at this 
particular company

Because I've made a reservation for 
this particular company for somebody 
else as a gift 2      

1 1      1       1      

1 1 1 1      Sephora
Massage 
Therapy 1 1    

-Provides many retail services & has many 
locations. Many locations & similar services! 3      

1 1 1       Soul BNB 1     They have this services. 1 1     

1 1 1 1 1     expedia hilton convoy 1 1 1   they have getaways they have getaways they have extended stays 2      
1 1      1       3      
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1 1 1       
mobile 
location 1     because if the word Bnb 2      

1 1 1       Soul Stay 1     Its much more reliable 1 1     

1 1 1 1      best spa voyeger 1 1    i am familiar with this i love this 1 1     

1 1 1       none 1     
to be able to accommodate any client that 
cannot make it to their physical location 1      

1 1 1       Soul Bnb 1     It says it at the top 3      
1 1      1       3      

1 1 1       

Great 
flexible,res
ervation 1     

Easy to,reserve thru my phone app ,staff 
are welcoming helped me,out with 
services. 1 1     

1 1 1      1 Airbnb 1     need 1 1     
1 1      1       2      
1 1      1       2      
1 1      1       3      
1 1 1       Soul stay 1     The bold name at the top. 2      
1 1      1       3      
1 1      1       3      

1 1 1 1 1    1
Spa 
location Home soa

Get a way 
airbnb 1 1 1   

The most common way for the user is to 
set the default time for the

I’m going on the beach with my mom 
right now I will call when I’m done

I’m going to go ahead with the plan 
and 1 1     

1 1      1       3      

1 1 1       Glen Ivy 1     
It's a remote facility, specializing in 
wellness and health 1 1     

1 1 1       SOUL BNB 1     The name is in big bold capital letters 2      

1 1 1 1      
Healthy 
spa

Spa for the 
soul 1 1    They are good they card for their clients

Very good people makes you feel at 
home 2      

1 1 1      1 Airbnb 1     

Just thought the BNB was familiar to 
airbnb and would probably be associated 
with them for people who use Airbnb's 
and want to have a relaxing therapeutic 
experience. 1 1     

1 1      1       3      

1 1 1       Soul Stay 1     The title of the information is Soul Stay. 3      

1 1      1       1 1     

1 1 1 1 1     

Miraval 
Resorts: 
Known for 
their 
luxury 
wellness 
resorts 
offering 
spa 
services 
and 
mindfulnes

Canyon 
Ranch: 
Another 
renowned 
wellness 
resort brand 
offering 
comprehensiv
e health and 
wellness 
programs.

COMO Hotels 
and Resorts: 
They offer 
wellness 
retreats that 
focus on 
holistic health 
and 
rejuvenation. 1 1 1   

Miraval Resorts are renowned for their 
luxury wellness resorts that offer a wide 
range of spa services and mindfulness 
retreats. They emphasize holistic health 
and well-being, catering to the mind, 
body, and spirit. Their retreats often take 
place in remote and serene locations, 
providing guests with a getaway focused 
on relaxation and rejuvenation.

Canyon Ranch is another well-known 
name in the wellness resort industry, 
offering comprehensive health and 
wellness programs. Their resorts 
feature extensive spa facilities and 
wellness activities designed to promote 
physical, mental, and spiritual well-
being. They operate in both remote 
locations and urban settings, making 
wellness accessible in various 
environments.

COMO Hotels and Resorts are 
recognized for their holistic approach 
to wellness retreats. They provide 
guests with opportunities to 
rejuvenate through spa treatments, 
yoga, meditation, and nutritious 
cuisine. COMO's properties are often 
located in tranquil settings, offering 
guests a temporary escape to focus 
on their health and inner balance. 1 1 1 1   

1 1 1 1 1 1 1   
Booking.co
m Priceline Trivago Expedia Google 1 1 1 1 1 Would compliment current offerings. Is in line with current offerings. Would be convenient and helpful.

Could help you book 
different aspects 
together.

It would be helpful 
and convenient. 3      

1 1 1      1 Air bnb 1     Because they are most associated 2      
1 1      1       2      

1 1 1       Soul Stay 1     Because they have a list of there services. 2      
1 1      1       3      
1 1      1       3      
1 1      1       1      
1 1      1       3      
1 1 1       Soul stay 1     It's says their name in the title 2      
1 1      1       2      
1 1      1       1      

1 1 1       Vayu spa 1     
Well it’s a spa isn’t that something they 
typically do 2      

1 1 1       
Beverly 
hills hotel 1     

I have heard the name I believe to the 
connection to the hotel 2      

1 1 1       soul bnb 1     they are very reliable 1 1 1    
1 1      1       2      
1 1      1       3      
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1 1      1       1      

1 1 1       Soul stay 1     To accommodate the need for relaxation. 2      

1 1 1 1      ulta nail salon  1    
because it's something I've seen nail 
salons offer 3      

1 1      1       1      
1 1 1       Marriot 1     They are always nice 1      

1 1 1      1 Air BNB 1     
Because the branding model for Soul BNB 
follows the same model as Air BNB. 1 1     

1 1      1       2      
1 1      1       2      
1 1 1       Soul Stay 1     These are the services they offer 2      

1 1 1       Kroger 1     
None to do that’s the reason that it 
matter 1 1     

1 1 1 1      Hilton Marriott 1     
They have everything above including 
great customer service 1 1     

1 1 1 1      Spadas
Spring 
eternally 1 1    They offered the same location as above They provide similar locations as above 3      

1 1      1       3      

1 1 1       Soul brand 1     Its the only name I see 3      
1 1 1 1      BNB Wellness Spa 1 1    Soul BNB is clearly labeled Bullet points 1 1     
1 1      1       2      

1 1 1      1 Airbnb 1     They probably have a trademark on bnb 1      
1 1      1       1      
1 1      1       3      
1 1      1       1      
1 1 1       Soul syay 1     Hotel location 2      

1 1 1       Soul BNB 1     Services catered to mind, body and soul. 1 1     

1 1 1       
Massage 
Envy 1     

This is the only company I know that has 
more than one location, or would be 
nationwide.  The only other ones I know 
are specific to the town I live in, Poulsbo. 2      

1 1      1       2      
1 1      1       2      

1 1 1       
Bed and 
breakfast 1     It sounds fancy 2      

1 1 1       Soul stay 1     The name is on the top 3      

1 1 1       Soul BNB 1     
Remote location, mobile and temporary 
location 2      

1 1      1       2      
1 1 1       Soul Stay 1     The soul is the essence of life 3      

1 1 1       
Paradise 
retreat 1     

They are a good company. They have very 
good amenities for very good prices. 1 1     

1 1      1       3      
1 1 1       Soul stay 1     That is their name 3      
1 1      1       2      

1 1 1       Soul Stay 1     
The name sounds like a spa company. 
They offer various locations. 2      

1 1      1       2      
1 1 1       Soul stay 1     Renews your soul recharges you 2      

1 1 1       

I like the 
direction 
this is 
going 1     It offers all the service I want 1 1     

1 1 1       soul stay 1     i don’t know 3      

1 1 1 1 1 1    Soul stay Hilton MAC
Bodywork’
s 1 1 1 1  

Because it says a name at the top of the 
list. Then under it mentions the services it 
offers

Because the nicer Hilton resorts have 
spas and wellness programs. I’ve been 
to a few while on a luxury vacation.

I remember MAC had a pop up 
wellness spa years back. I’m not sure 
if they still do it but they might do I 
added them.

I’ve gone to many 
Bodywork’s locations for 
spa treatments. They 
usually have a few 
massage tables out at 
street fairs and festivals 
for people as well. 1 1     

1 1 1       one for all 1     
because one person can get all of the 
services that they need 1 1     

1 1      1       2      

1 1 1      1 Air BnB 1     

In connection with the name, so BNV, I 
just kind of guessed or articulated that 
they would be associated with each other 1      

1 1      1       2      
1 1      1       3      
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1 1 1       Soul stay 1     Because sounds like they do 2      
1 1      1       2      

1 1 1       SOUL BNB 1     

Experience a curated and personalized 
wellness getaway with Soul BnB. Relax in 
beautiful locations and receive therapy, 
coaching, and rejuvenation tailored. 
Entrepreneur working on body, mind, soul 
integration. I help teams build proven 
wellness programs that increase 
employee engagement and promote 
healthier. 2      

1 1 1 1     1 Soul stay Air bnb 1 1    It's the name of the service Because it's private 2      

1 1 1      1 Air BNB 1     

This makes me think this because of the 
BNB in the name. Also because if someone 
was looking to book a spa or something 
Air BNB would be the right place. 1 1     

1 1      1       3      
1 1      1       3      

1 1 1       
spa and 
relaxation 1     

I feel this is the type of services they 
provide 3      

1 1 1       Healthspa 1     They have remote locations too. 3      
1 1      1       1      

1 1 1       Ulta 1     

Because I consider them a good high 
quality store that would offer such 
services 3      

1 1 1       Soul bnb 1     It clearly says the name 3      
1 1      1       2      
1 1 1       SOUL BNB 1     Large font 2      

1 1 1       Hilton 1     
It sounds like something Hilton would do 
at one of their Hotels 3      

1 1 1       Trade 1     I think that this provides the best option. 2      

1 1 1 1 1     Marritos City Spa Hilton Honors 1 1 1   
Because its very popular and trustworthy 
and innovative

Very good value provided and much 
more appealing Its very innovative and reliable 1 1     

1 1 1       Soul Bnb 1     Different 1      
1 1      1       1      

1 1 1       BNB 1     
A Get away to Remote Location. Mobile 
or Temporary Off site 1 1     

1 1      1       1      

1 1 1 1      Hotel.com Booking.com 1 1    They have hotels with the options listed
You can literally book anything with 
booking.com 1 1     

1 1 1 1 1 1    Hilton Holiday inn Sephora
Victoria 
secret 1 1    Because they coild have a inward spa Because they can have a spa facility 1 1     

1 1 1       BNB 1     It’s like a air BNB 1      

1 1 1       
Massage 
Envy 1     They are convenient and efficient 1 1     

1 1 1       
Message 
Envy 1     

This just sounds like something massage 
and we would do and that they are salon 
and do massages and such 2      

1 1      1       3      
1 1      1       3      

1 1 1       
Friendly 
Horizon 1     

Because of the excellent service and 
quote. 2      

1 1 1       
Health 
wellness 1     

It is everything that works out well and 
that is offered 1 1     

1 1 1      1 Air BNB 1     Because of the BNB logo 1      

1 1 1       Soul bnb 1     
Provide quality service to people through 
spa treatments 2      

1 1      1       1      

1 1 1 1      Soho Spa Kings Castle 1 1    

They offer wellness spas at different 
locations and have so many different 
products that are effective. They offer a range of services. 1 1     

1 1 1       Soul stay 1     Because they will really take care of you 2      
1 1      1       2      
1 1      1       1      
1 1      1       3      

1 1 1       
Comfort 
Stay 1     

I know people who have used their 
services before 3      

1 1      1       2      

1 1 1       Spa health 1     Great company 1 1     

1 1      1       1 1     
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1 1 1 1 1 1    111skin ananne babor banyan 1 1 1 1  one of the best spa brands one of the best spa brands one of the best spa brands
one of the best spa 
brands 3      

1 1 1       Soul bnb 1     It’s like it bnb but for your soul 1 1     

1 1 1 1      Club Med Massage Envy 1 1    I think it would be perfect advertising They do not have Mobil service…. Yet 1 1     
1 1      1       2      
1 1      1       2      

1 1      1       1 1     
1 1 1       Soul stay 1     Nothing at all 1      
1 1      1       2      

1 1 1       Hilton 1     
Because it's a spa type of ad and because 
of its location 1 1     

1 1      1       1      
1 1      1       2      
1 1 1       Soul Stay 1     The name is in bold black print 3      
1 1      1       2      

1 1 1       
Massage 
Envy 1     Because it's luxurious 1 1 1    

1 1 1       MAN 1     The sources 1 1     
1 1      1       3      

1 1 1       Soul Stay 1     
Because they are listed at the top of the 
survey 3      

1 1 1       Soul stay 1     
It is clearly displayed in the ad that soul 
stay is the brand 2      

1 1      1       3      
1 1      1       1      
1 1      1       2      

1 1 1 1      
Planet 
fitness YMCA 1 1    

Planet Fitness has all those things that 
helps your body out YMCA has all those things 1 1     

1 1 1       noom 1     

I think they do this because they are 
invested in self care and making you a 
better person. 2      

1 1 1       
massage 
envy 1     

this is a chain business so locations might 
vary.  They advertise that this will help you 
feel great 3      

1 1      1       3      

1 1 1      1 AirBNB 1     
The names are similar. It sounds like 
services that might be offered on AirBNB. 1 1     

1 1      1       3      

1 1 1      1 Air BNB 1     Because on the BNB in the name 1 1     
1 1      1       3      
1 1      1       2      
1 1      1       2      

1 1 1      1 Airbnb 1     
Similar company bed and breakfast 
company 1      

1 1 1 1      Hyatt Westin 1 1    It seems like it would go with their image.
It seems like something they would 
offer. 1      

1 1 1       Soul bnb 1     Good for your soul 2      
1 1      1       1 1     
1 1      1       3      
1 1      1       3      

1 1 1 1 1     

Serenity 
Spa & 
Wellness

Tranquil Oasis 
Spa

Harmony 
Healing Spa 1     

Serenity Spa & Wellness offers massages l, 
facial, manicures, pedicures, and 
arometherapy. 1 1     

1 1 1 1     1 Soul BNB Airbnb 1 1    Because it's the title presented Because it sounds very similar 1 1     

1 1 1       
Massage 
Envy 1     I've seen their ads 2      

1 1      1       3      
1 1      1       3      

1 1 1 1 1     
Miraval 
Resorts Six Senses Exhale Spa 1 1 1   

Offers mindfulness and wellness 
experiences at various location

Specializes in wellness programs and 
luxury spa experiences in remote 
location.

Provides wellness services,often in 
mobile or temporary setups. 1 1 1    

1 1 1 1     1 Air bnb Vrbo 1 1    It's the obvious choice, given the name.

It was the only other service I could 
think of who might offer something 
like this,  with that name. 3      

1 1 1       GrandLuxe 1     It's known as a massage and spa parlor. 2      
1 1      1       2      
1 1 1      1 airbnb 1     they are the trailblazing company 1      

1 1 1 1 1     
MassageE
nvy Elements Chemical Spa 1 1 1   They give good massage They give good massage They give good massage 1 1 1 1   

1 1      1       3      
1 1 1       Soul bnb 1     Promote business 2      
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1 1      1       3      
1 1 1       Soul stay 1     That’s the name it says at the top 3      
1 1      1       1      
1 1      1       3      

1 1 1       SpaEnvy 1     

I believe they put out these services 
because they are the only message place 
that I'm aware of 3      

1 1      1       2      

1 1 1       
Hotel 
chain 1     Remote location 1 1     

1 1      1       3      

1 1 1       
Dry hair 
bar 1     

Multiple locations that could probably do 
house calls 1      

1 1      1       2      

1 1 1 1 1     Stox & Co. Canyon Ranch
American 
Med 1 1 1   

My company has used them for wkend 
getaways so it was one of the three I am 
aware of.

Went there last year, so it was a name 
that grabbed my attention.

Company considered them but didn’t 
go w them. 1 1     

1 1 1       Clinique 1     
Because it's about beauty health and 
wellness 3      

1 1      1       2      
1 1      1       2      
1 1 1       Soul bnb 1     It’s listed on the advertisement 1      

1 1      1       1      

1 1 1 1      Lakme Meta 1 1    i like very mutch very good to used 1 1 1    

1 1      1       1 1     

1 1 1 1      

A getaway 
at a mobile 
location

A getaway atA 
remote 
location 1 1    

Because  you would use your phone to set 
your appointment.

Because as use you can get away to a 
location that not known to everybody 
it way out from the normal 
surroundindings. 2      

1 1      1       3      
1 1 1       Soul Stay 1     It's in bold at the top 3      
1 1      1       1      
1 1      1       1      
1 1 1       Soul BnB 1     It’s the heading 2      

1 1 1       
Envy 
massage 1     Thoroughly explain what client is getting 2      

1 1 1       None 1     Mine 1      
1 1      1       2      
1 1      1       2      
1 1      1       3      
1 1      1       3      
1 1      1       1      
1 1      1       1      
1 1      1       2      
1 1      1       1 1     

1 1 1 1      Lulu lemon Soul cycle 1 1    
They focus on mental and physical 
wellness

They focus on health mental and 
physical wellness 1      

1 1      1       2      
1 1      1       3      

1 1 1       Spa World 1     

they are a wellness spa that easily drivable 
to. They have their own location that you 
can make a reservation at 2      

1 1 1       Soul stay 1     
They have remote, mobile and on-site 
locations 3      

1 1 1      1 Air bnb 1     
I figured because they are technically 
remote and they are bnb. 1      

1 1 1       Soul stay 1     It's the name of the service provider. 2      
1 1      1       2      
1 1      1       3      
1 1      1       2      
1 1 1       Soul Stay 1     That is the name. 1 1     

1 1      1       1 1     
1 1      1       3      
1 1      1       2      

1 1 1       Soulstay 1     
Name that matches the type of service.  
has a good ring to it. 3      

1 1 1       Soul Stay 1     
For health and wellness of the mind, body 
and spirit 1 1     

1 1 1 1 1     Soul Stay Solstay Soul Ties 1 1 1   
because they like this brand, and want to 
support it

Solstay puts out this listed service 
because they want to help the 
competition.

Soul Ties puts out this listed service to 
improve competition for Soul Stay. 1 1 1 1   
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1 1 1 1 1 1    
Massage  
Envy Brow Bar Pure Barre Soul Cycle 1 1 1 1  

Massages are known to relieve tension in 
the body.  In turn, the mind has an 
opportunity to clear.

They help shape brows.  This causes a 
feeling of precision beauty.  People 
walk out more confident than they 
walked in.0

Physical wellness in a class style help 
guests body feel better.  The 
comradery of doing this with other 
class meters lifts the spirits.

Again, this has physical 
benefits.  It is also known 
for having inspirational 
instructors that cause 
guest a physical and 
emotional boost in class. 3      

1 1 1      1 Airbnb 1     
I only say this because the names are so 
similar 2      

1 1 1 1 1     Marriott
Jamaica 
Sandals Streamsong 1 1 1   

International brand with remote locations 
throughout the world

International brand with remote 
locations throughout the world

This is a golf and spa resort that 
utilizes remote spa facilities. 3      

1 1 1       SOUL STAY 1     

I believe the company is SOUL STAY 
because their focus on comprehensive 
health spa services for the mind, body, 
and spirit, offered in diverse and flexible 
locations, perfectly aligns with the name's 
essence. 2      

1 1      1       1      

1 1 1       
Massage 
envy 1     To attract a different demographic. 3      

1 1      1       3      
1 1      1       3      

1 1 1       Google 1     
Google is a well known platform for 
advertising businesses of all kinds. 2      

1 1 1       
MassageE
nvy 1     

They are the prior massage destination so 
this would further expand their success in 
this market 1 1     

1 1 1 1      Apple Walmart 1 1    Becuase it was on the list to be next It was used under the review board 1 1 1    
1 1      1       1      

1 1 1       Soul bnb 1     

In order to get potential customers to 
know that their company is willing to go to 
them and move around and they don't 
just offer their services at select locations 2      

1 1      1       1 1     

1 1 1 1 1 1 1   

A 3 day 
Harmony 
& Balance

Wellness & 
Self-
Improvement

Relax and 
Refresh

Energy 
Healing Relaxation 1 1 1 1 1

I would think For a positive life shift and 
wanting ti change the way a person is 
feeling they would have a retreat for 
anyone.

To focus on the mind, body, and spirit 
and to guide you in self discovery and 
learn to more fully enjoy the day.

To have an unforgettable time where 
every moment is a celebration of 
wellness.

To reconnect with its 
true nature and return 
balance with Mother 
Earth

To heal your body, 
mind and heart for 
resilience, serenity 
and vitality. 2      

1 1 1       None 1     
It is exactly that..a getaway at a remote 
location 2      

1 1 1 1      Equinox
Burke 
Williams 1 1    

It just seems like it would be from am 
upscale brand like equinox Also veryy  upscale 1 1     

1 1      1       3      

1 1 1       Soul Stay 1     
health and wellness of the mind, body and 
spirit 3      

1 1      1       1 1     

1 1 1       

Good food 
good 
people 1     

They care about the environment and the 
health of the planet 1      

1 1 1       Soul bmb 1     A gateway 3      
1 1      1       1      

1 1 1 1      Ulta Sephora 1 1    It fits with their brand in my opinion.
It could be to differentiate between 
their store locations. 1      

1 1 1       SoulBnB 1     I dont know what it could e 1 1     

1 1 1 1 1 1 1   The Westin Radisson Omni Lifetime Hilton 1 1 1 1 1
It has a great spa service at its hotel that 
have access to different spa services.

I have used it services recently, and it 
performs multiple spa services

It has a spa service that are available 
at its hotel chains, as well as a third 
party

I use this service at my 
local gym it has a variety 
of services.

I have a membership 
to the Hilton spa, and 
it is exceptional. 1 1 1 1   

1 1 1       Soul stay 1     It's on the inteoduction 1      
1 1 1       Soul Stay 1     To promote their services 3      

1 1 1       

Sounds like 
a place I 
would 
research 1     

Stat implies getaway.  Soul implies the 
body is the target 2      

1 1 1 1 1 1    Day Spa Pure Qi Spa
Butterfly 
garden spa

Hand and 
Stone 1 1 1 1  The services are performed during the day They use pure, organic products They offer an holistic approach

They're are essentially a 
spa that ready to cater 
to your personal needs 3      

1 1 1 1     9 Crazy And 1     Everything  about this is different 1 1     
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1 1      1       2      

1 1 1      1 Airbnb 1     
I feel like the model is the same as Airbnb 
but the services are slightly different 3      

1 1 1       Soul BNB 1     
It is the very first thing you see at the top 
of the page. 3      

1 1  1 1     Soul stay Soul stay  1    Before I think that's what they do 3      

1 1 1       
Hair and 
bails 1     Just seems like their type of thing 2      

1 1 1      1 Airbnb 1     Because they do 1      

1 1 1 1 1 1    Love Giftsandcare Milkhoney Marriott 1 1 1 1  That’s what they give you It geeks like this

Had this kind odd quality of 
experience, equating the good flavor 
with quality experience Good question 1 1     

1 1 1       Soul stay 1     For health and spa services 1      

1 1      1       2      
1 1 1       Lifetime 1     Trusted 2      
1 1 1       None 1     I don’t know who does this 3      

1 1 1       Hyatt 1     
I feel like I’ve heard this from them on 
Hilton honors 1 1 1    

1 1 1 1     1 Air B&b A hotel 1 1    
New branding for its apartments. It's 
catchy A special promotion 1 1     

1 1 1       Medispa 1     
They are the only company I can think of 
right now 3      

1 1      1       1 1 1    

1 1 1       
Bed and 
breakfast 1     

Because it says BNB, and they usually offer 
those services 3      

1 1 1       
Woodhous
e Spa 1     they have similar services available 1 1     

1 1 1       Soul stay 1     
Remote getaway location mobile location 
and temporary on site location 2      

1 1      1       1      

1 1 1       Pools 1     

Just the way it was worded some of the 
key advertising points the name itself or 
some of the major points that made me 
think this was the case 1 1     

1 1      1       3      

1 1 1       
Imperial 
spa 1     

I think they offer a wide variety of services 
including spa treatments and health 
services just about any age or gender 2      

1 1      1       3      

1 1 1 1      Bed n bath Mobile spa  1    

Looks like they bring their services to 
you more than bring you come to 
them 2      

1 1 1       Insights 1     

It’s for people trying to get away from the 
stresses of life so they can relax and enjoy 
themselves 2      

1 1 1       Mitchell's 1     Nothing in particular 3      
1 1      1       3      

1 1      1       1      

1 1 1       

North 
Vegas 
Medspa 1     

Massages
Facials
Cosmetic surgeries 1      

1 1      1       3      

1 1 1 1 1 1    Holiday inn Four seasons Hilton
Bath and 
body 1 1 1 1  I think it would be good for the brand.

I think it would be good to have at the 
hotel. I think it will fit with the company.

It sounds like they would 
offer this. 1 1     

1 1 1 1      Health Spa A Music Band 1 1    

The name soul bnb could mean healing 
the souls and body. Getting the spiritual, 
mental and physical help of healing at a 
spa.

The name sounds like a R&B band that 
plays live shows and jazz festivals also. 3      

1 1      1       1      
1 1 1       Soul BNB 1     The name is at the top of the ad 3      
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1 1 1       Soulcycle 1     
The name is similar, leading me to believe 
it’s a service they offer. 2      

1 1      1       2      

1 1 1       Walgreens 1     Good service 1 1     
1 1      1       2      
1 1      1       1      

1 1 1 1      24 fitness Hilton hotel 1 1    
they offer the exact services mentioned 
above.

They offer the health and spur services 
exactly as listed above. 1 1     

1 1 1      1 Airbnb 1     

That company has had a bad reputation of 
illegal video surveillance on customers. 
This sounds more welcome and maybe 
even like they upgraded. 1 1     

1 1 1       
Massage 
Envy 1     

I've used them reguarly and this is the 
type of thing that just fits for them. 2      

1 1 1       
massage 
envy 1     The name makes its very notiecable 3      

1 1 1       
Wellness 
Center 1     Sounds like the services that they offer 1 1     

1 1 1 1 1     Radisson Hyatt Marriott 1 1 1   
High quality service and a name you can 
trust

A history of excellent in all facets of 
service

A tradition unlike any other, the 
Masters on CBS 3      

1 1 1 1      
The day 
spa

BNG spa for 
women 1 1    

Because they have all the amenities for 
your knee

Because they have all the amenities 
plus Suntan booth 1 1     

1 1 1       Soul stay 1     Sufficient company 1 1     

1 1 1       Health360 1     

It's a spiritual journey that makes you one 
with your inner self, and that's one of the 
options given by the named brand above. 2      

1 1 1       Soul bnb 1     Their name is listed at the top if the ad 3      
1 1 1       spa 1     a spa gives you health and wellness 3      

1 1 1 1 1     Bonvoy Hilton Teepee Titi 1 1 1   Because they have a spa onsite
Because their service can include 
massages and facials

I meant Teehee Titi, and they are 
remote and offshore spa retreat 1 1     

1 1      1       1 1 1    
1 1      1       1      
1 1 1       SOUL BNB 1     The ad above 3      

1 1 1 1      Soul BNB Spa Resort 1 1    
That is the name shown associated with 
the spa service.

Been to this resort that offers health 
and wellness. 2      

1 1      1       1      
1 1      1       2      
1 1      1       1 1     
1 1      1       3      
1 1 1      1 AIRBNB 1     THE BNB PORTION OF THE BRAND. 1 1     

1 1 1       Soul Stay 1     They have health spa services. 3      

1 1 1       Soul BNB 1     

they are attempting to sell services with a 
catchy name and that is also the name of 
the company supplying the services. 2      

1 1      1       3      
1 1      1       2      

1 1 1  1     The Great 1  1   

The world of everything is samsung s23 
and architecture of the same place in ban 
of view of

Yes please let us get your money back 
to the first one who has been 1 1     

1 1      1       2      

1 1 1 1 1     Hilton Disney Marriott 1 1 1   We have used a Hilton getaway
I know from research they offer those 
services Have gone on a Marriott getaway 2      

1 1 1       Hotel spa 1     

I can't find it on this I just got interest rate 
for this week to get the way home from 
USA to Bangladesh and they have very 
much similarities in their lifetime of them 
but they have to be a good time for me if 
that's what those people are heading 
home from USA and. 1 1     

1 1 1      1 AirBNB 1     
They are the leading platform for BNB 
services. 1 1     

1 1 1       
Spa 
essentials 1     

Because there is a spa essentials in my 
area that has promotions such as this it 
consists of healing and meditation and 
massages and whatnot 1 1     

1 1 1       Soul BNB 1     
I think that because it is the title of the 
description in bold font 3      

1 1 1 1 1     
Blessed 
hands spa Rosewater spa

Serenity 
wellness 1 1 1   It's an ethnic religious wellness spa It's black owned as well

It's also owned by black women..3 
that is 2      

1 1      1       2      

Page 21



Subject No.

425

426
427

428
429

430

431

432

433
434

435
436
437

438

439

440
441
442

443

444

445

446
447

S15 Q3 Q4_1 Q4_2 Q4_3 Q4_4 Q4_5 Q4_6 Q4_coding
Q4_1_TEX
T Q4_2_TEXT Q4_3_TEXT

Q4_4_TEX
T

Q4_5_TEX
T Q5_1 Q5_2 Q5_3 Q5_4 Q5_5

Q5_1_TEXT Q5_2_TEXT Q5_3_TEXT
Q5_4_TEXT Q5_5_TEXT Q6 Q7_1 Q7_2 Q7_3 Q7_4 Q7_5

1 1 1      1 Air bnb 1     

They have a similar name, and many 
established companies tend to branch out 
with their services over time. 1 1     

1 1 1       Soul Stay 1     I believe thats the name of the company. 3      
1 1 1       Unsure 1     I don't know 3      

1 1 1 1      
Health and 
wellness Spa 1 1    It says health spa services offered It says health spa 3      

1 1      1       2      

1 1 1       
Hand and 
stone 1     

They focus on health and wellness. Taking 
care of everyone physically 3      

1 1 1      1 Air BnB 1     
The use of the moniker BnB, it's a 
hallmark of the brand 1      

1 1 1      1 Air bnb 1     
Because it's for mental wellness and it's 
operated by air bnb 1 1     

1 1 1 1      Omni spa
Hand and 
stone 1 1    

It’s at a location that’s separate from its 
own and has service that help relax the 
mind, body, and soul

It’s at a location that’s separate from 
its own and has service that help relax 
the mind, body, and soul 2      

1 1      1       2      

1 1 1       Soul Stay 1     
Their brand is shown prominently at the 
top of the ad. 3      

1 1      1       3      
1 1      1       2      

1 1 1       soul stay 1     
the name is used as the title for the 
information listed above 2      

1 1 1       

Can't 
remember 
any 1     I really can't think of any 2      

1 1 1       Soul Stay 1     
Because they are listed at the top of the 
description 3      

1 1 1       Aetna 1     Very trusted 1 1     
1 1      1       1      

1 1 1      1 AirBNB 1     similar name to AIRBNB 1 1     

1 1 1       Regal 1     For what you are doing for me and I will 2      

1 1 1 1 1 1 1   Conde Exhale Hilton Yogi Wellness 1 1 1 1 1

Conde is famous chain of wellness spas 
that might be moving into remote models 
of businesses

Exhale is premium remote spa that 
could be expanded business

Hilton is famous hotel chain with 
international destinations that might 
think clients would appreciate such 
services

Yogi is premium 
company based on 
wellness services that 
might expand into 
remote offerings

Wellness is recognized 
premium brand that 
might be interested to 
expand offerings 1 1 1 1 1  

1 1      1       1 1     
1 1 1      1 Airbnb 1     Airbnb puts out that service 1 1     
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1        2       
1        2       

        2       
        1      1
 1 AirBnb 1      Quickest and most reliable way to BNB 3       

1        2       

1        2       

        1 1      

        2       

        2       
1        2       

        1 1      
  Booking 1      The simple ways to reserve 2       

        2       

        3       
        2       

        2       
        2       

  Dollar tree 1      It has all of the process 3       
1        3       

        3       

  Soul cycle 1      Name similarities 3       
1        2       

        2       

        1 1 1     

  Bahamas 1      Amazing 1 1      

  Google 1      It's a company that runs ads 3       
        3       

        2       
        2       

1        1      1

        2       

        3       
  Spa 1      Spa 2       

        1      1
        1      1

        2       

1        1      1
  Soul stay 1      It’s helpful and convenient 1 1      

        1      1
        2       
        2       
        3       

  Blissful beauty 1      This is a very luxury service provider. 2       

        2       
        3       
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        3       
1        3       

  Walk 1      It’s good 1 1      

  Guided relaxion 1      Wellness 3       
        2       
        3       
 1 Airbnb 1      Wow I just answered this retards 2       

        1      1

  None 1      None 1      1
1        3       

        3       

 1 Air bnb 1      
Because they both are similar so I 
thought they were connected 2       

1        3       

        1      1

1        1 1      

        1 1      

1        1      1

  Stay 1      

Brand and I like what they have to 
Brand and I like what they have to 
offer. 1 1      

        3       
        1      1
 1 Air Bnb 1      That have very correlated names. 1      1
        3       

        1      1

        2       
        1      1

        2       
        3       
        1      1
        1      1

        3       
 1 air bnb 1      sounds like it 2       

        2       
 1 Airbnb 1      It is helpful 1 1      

1        3       

        1 1 1     
        3       
        3       

1        3       
        2       

        1 1      

        3       
1        2       

        2       

  Lowa 1      They are so good at this. 1 1      

        1 1 1 1 1   
        3       
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        1      1
  Voya 1      Its reliable 1 1      

  soul bnb 1      
they give the services that os shown up 
there 1 1      

1        3       
        3       
        3       

  

Great,mobile 
location and 
remote,alike 
.reserve wasy 
flexible 
enjoyable 1      

Put their customers ahead get overall 
quality the way its advertize 1 1      

  Soul 1      They have the same name 2       
        2       
        2       
        3       
        1      1
        3       
        2       

  Spa brand 1     9
The only reason why you should have 
to be a good friend is that 2       

        3       

  Ohana Wellness 1      
One of the best locations for health and 
wellness relief. 1 1      

        3       

        2       

  
None come to 
mind 1      

Nothing else comes to mind so I really 
can't think of another company that 
would be associated with this soul BNB. 2       

        1      1

        1 1      

  Spa 1     9 The first time you were able 1 1      

  
Six Senses Hotels 
Resorts Spas

Aman 
Resorts

Wellness 
Retreats 1 1 1    

Six Senses is known for its commitment 
to holistic wellness experiences that 
integrate spa services, mindfulness, and 
sustainable practices. They focus on 
providing guests with rejuvenating 
retreats in remote locations that 
emphasize wellness of the mind, body, 
and spirit. Their approach aligns with 
the comprehensive health spa services 
described under "SOUL BNB," 
particularly in offering getaways at 
remote and serene locations.

Aman Resorts are synonymous with 
luxurious and serene retreats that 
prioritize privacy and wellness. They 
offer extensive spa treatments and 
wellness programs designed to 
promote relaxation and inner balance. 
Aman Resorts are often located in 
secluded, natural settings, offering 
guests a retreat experience that caters 
to physical, mental, and spiritual well-
being, much like what "SOUL BNB" 
aims to provide.

Wellness Retreats specializes in organizing 
bespoke wellness experiences tailored to 
individual preferences. They curate health 
spa services that can be delivered in 
remote, mobile, or temporary on-site 
locations, offering flexibility and 
personalized attention. Their focus on 
holistic health and wellness aligns well with 
the core services of "SOUL BNB," catering 
to the mind, body, and spirit through 
tailored wellness getaways. 1 1 1 1    

        3       
        2       
        2       

        2       
        2       
        2       

1        1      1
        3       
        2       
        2       

1        3       

        2       

        3       
  spa green life 1 1     very reliable same tagline 2       
        2       
        3       
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1        1      1

        2       

        1      1
1        1      1
1        1      1

 1 Air BNB 1      
Because the names resemble each 
other. 3       

        1      1
        1      1
        1      1

  Cool 1      Cool to do 1  1     

  Days inn 1      
They have great benefits and features 
at their branch 2       

        3       
        3       

        1 1      
  Mental health 1      From bullet points 2       
        2       

1        3       
1        3       

        3       
1        1      1

        2       

  Unknown 1      

Nowadays, every business seems to be 
part of a parent company. It supposed 
to be illegal but there are many 
monopolies that exist. 3       

        3       
        3       
        2       

        1 1      
        3       

        2       
        2       
        3       

  
Thomas spa and 
hotel 1      

They are very good company. They had 
great prices only things. 2       

        2       
        3       
        1      1

        2       
        3       
        2       

  Healthspa 1      Offers even more services 1      1
        3       

  Soul Stay 1      

I believe it’s the name of the company 
because it’s at the very top of the 
listing. 2       

  One for all 1      
because this particular company does 
the same exact thing 2       

        2       

1        1      1
        2       
        3       
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        3       
        2       

        1 1      
        2       

 1 Air BNB 1      The BNB in the name 1 1      
        3       
        2       

        1 1      
        1      1

1        2       

        1 1      
        3       
        3       
        2       

        2       

        2       

  Residential inn 1      
Because its very good service and 
relaxing for the customer 1 1      

1        1 1      
1        1      1

  BNB 1      
A Getaway to Mobile Location. On-Site 
or Remote Location 1     1  

1        3       

  Booking.com 1      
They have the option to book with soul 
stay 1 1      

  Holton 1      
Because it can atraint to all these 
atributes 1 1      

1        3       

  
Massage 
Therapy 1      They make me feel comfortable. 1 1      

        2       
        1      1
        3       

        2       

  Dave Spade spa 1      
They are a great establishment, they 
offer a lot of different amenities 1      1

1        1      1

        2       
1        3       

  Soul stay 1      They offer all the services named. 1 1  1    

        1 1      
        3       

1        1      1
        3       

        3       
        2       

  Spa 1      Health 1      1

  Pelaton 1      
I think of Pelaton because it’s a well-
known exercise company. 2       
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        3       

 1 Air bnb 1      Because I it says Bnb 1 1      

  
Independent 
ownership 1      Guessing here 1 1      

        2       
        1      1

  LulaRue 1      
I'm not sure they sell yaga pants so it 
was just a thought 1 1      

1        1      1
        2       

  Hilton honors 1      Because of the getaway line 3       
1        1      1

        2       
        3       
        2       

  Mariott Bonvoy Hilton 1 1     Luxurious amenities Five star facilities 1 1      
  Real talk 1     9 You bro 1 1      
        3       

        2       

        2       
        2       

1        3       
        3       

  Boys & Girls Club 1      
Boys & Girls club has all those thing 
when it comes to health 3       

        2       

        3       
        3       

 1 AirBNB 1      
The names sound similar and it sounds 
like a service AirBNB might offer. 2       

        3       

 1 Air BNB 1      Because of the BNB in the name 1 1      
        2       
        1      1
        2       

1        1      1

1        3       
        2       
  Wynn 1      I don’t know 3       
        3       
        3       

  Serenity 1      It's gives the best services 1 1      
 1 Airbnb 1      Because the name is so similar 3       

        1      1
        3       
        3       

  
Four season 
Resorts

Banyan 
Tree Spa 1 1     Known for luxury wellness retreats.

Focus on holistic wellness in serene 
environments 2       

        1 1      

        3       
        2       

1        3       

  Massage Envy Elements
Chemical 
Massage 1 1 1    They give good massage They give good attention They give good massage 1 1 1 1    

        3       
        2       
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        3       
        1      1

1        1      1
        3       

        2       
        3       

  A wellness spa 1      
A hotel chain that is affiliated with an 
independent spa 1      1

        3       

1        1      1
        2       

  Canyon Ranch 1      

Pretty much does the same thing, a out 
of the way location where your body, 
mind and stomach are treated and 
pampered. 1      1

        3       
        2       
        1      1

1        1      1

1        1 1      

  Deep Lakme 1 1     very good brand this, i love this very good i like him 1 1 1     

  MAC 1      
MAC seems to have all kinds of 
connections 2       

        2       
        3       
        3       

1        3       
1        3       

        2       

        2       
1        1      1

        1      1
        2       
        2       
        2       

1        3       
1        3       

        2       
 1 Air bnb 1      Because the name is very similar 1      1

1        3       
        2       
        3       

        1 1      

        3       

1        3       
        1      1
        2       
        3       
        1      1
  Lo'real 1      Not sure. 1 1      

  Marriot 1      Seems like a service they would offer 2       
        1      1
        2       

        3       

  Health Spa 1      Soul Stay 1      1

  Artesian
The 
Getaway

Skin Deep 
Spa 1 1 1    

Artesian is connected to this brand 
because it want to assist Soul Stay

The Getaway is affiliated with Soul Stay 
by being a partner

Skin Deep Spa is affiliated with Soul Stay 
because they formed a partnership in the 
past. 1 1 1     
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        3       

        2       

        3       

        2       
1        1      1

        1 1      

        1 1      
        3       

        1 1      

  MassageEnvy 1      
They are the country's leading massage 
chain, so it would make the most sense 1      1

  Microsoft Guess 1 1     
It was the first brand they ever came 
out with.

This is the face of their brand so I had 
to choose this one 2       

1        2       

        2       

  Senator spa 1      
Sounds like something a spa inside of 
the senator hotel would provide 2       

        2       

        2       

  Restore 1      
Because it provides those kind of 
services so I associate it with it 1      1

        1      1

        3       
  Soul stay 1      It says Soul Stay 3       

1        1      1
        3       

1        1      1

1        3       

  I dont know 1      
Must be associated with some other 
brand just dont know what it could be. 1 1      

  Pure Adolphus W 1 1 1    
It has the same options with a similar 
product name.

I just seen a advertisement for the 
same services at this platform.

I am considering this hotel, because they 
offer the same services. 1 1 1     

1        2       
        3       

        2       

        3       

 9 Yes 1      Everything’s different 1 1      
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        1      1

        2       

        3       
        1      1

        3       

1        1 1      

  Bonvoy 1      The membership 3       
1        1      1

        1 1      
        2       
        1 1      

  Hilton Hyatt 1 1     
I feel like I’ve heard this from one of the 
major hotel brands

I feel like I’ve heard this from one of 
the major hotel brands Like them or 
hilton 3       

  Air b&b 1      Promoting special accomodation 2       

        2       

  Hilton Standard 1 1     
This seems like an adjacent industry 
that would work with Hilton's image Because the logo is bold and modern 1      1

        1      1

  woodhouse 1      they offer these services 1 1      

        2       
1        3       

  Gps 1      

Just sounds like it would fit something 
you're going to want to hear 
something's going to be to the point on 
the point and it's going to be for the 
company's benefit it's going to pop it's 
going to grab attention 2       

        1      1

        2       
        3       

        3       

        2       
        1      1
        3       

1        1 1      

1        2       

        1 1 1     

  Disneyland 1      I think it would fit in at the resort. 2       

        3       

1        1 1      
        2       
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        2       
        3       

  Kisses 1      Good service 3       
        2       

1        1      1

  Nature made 1      

They offer and use the products from 
nature made and hence the affiliation 
relationship. 2       

 1 Airbnb 1      

They are the only company that uses 
bnb at the end of their company name 
and I’m pretty sure bnb is trademarked. 1      1

        2       

        2       

  Waldo's Willie 1      They care for the clients. 1      1

        3       

  Sun 10 eight 1      They have multiple locations 2       
  Soul stay 1      Sufficient company 1 1      

        2       
        2       
        1 1      

  Olay 1      
Just a wild guess honestly,  because 
they sell soaps, and such 3       

  Lavida
Massage 
Envy 1 1     

They are a spa/massage place near me, 
and could offer something like this.

They seem like they would do 
something like this 1      1

1        1      1
        2       

        2       
1        3       

        2       
 1 Airbnb 1      They share the same bnb naming. 1      1
        3       
 1 AIRBNB 1      BECAUSE THE BNB SUGGESTED IT. 1 1      

        1 1 1     

        2       
        3       
        1      1

 9 Skibid 1     9
They will probably have be give you a 
chance if you rain 2       

        2       

        2       

  Hotel Spa kent 1     9

I have a chat for a few days before 
October 7 days so I'm not saying 
anything to me earlier on Friday night 
dress for a walk with me and my big. 2       

  Booking.com 1      
They are the second leading platform 
for BNB and hotel services. 2       

  Spa essentials 1      

Because they are companies in my area 
that has the same objective to heal the 
soul 1 1      

        1      1

        2       
        2       
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 1 Air bnb 1      

They have a similar name and often 
people who book Airbnb also book 
other experiences near their Airbnb, 
and this would be a good one for 
Airbnb to get into the business for. 3       

        2       
        3       

        3       
        2       

        2       

1        1      1

 1 Air bnb 1      The bnb at the end 1      1

        2       
        2       

        3       
        1      1
        1      1

        2       

        2       

        3       
  Cigna 1      Nice service 2       

1        1      1

 1 AirBNB 1      Same name 1 1      

        2       

  Hilton Wellness Exhale Yogi 1 1 1 1   
I already listed reason in my previous 
response

This question has already be asked and 
answered

My reasoning has not changed since this 
was asked two questions ago

Same answer as was given 
two questions ago, my 
mind remains unchanged 3       

  Synergy 1      

Synergy is a mobile spa with a great 
reputation and this seems to fit the 
brand. 3       

 1 Airbnb 1      Because it has bnb in the name 2       
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             1 66 South check Test SOUL BNB 0 0 0
             1 59 South quality Control SOUL STAY 0 0 0
             1 34 South question Control SOUL STAY 0 0 0
       1 1  1    32 South test Test SOUL BNB 1 0 0
             1 33 West quality Test SOUL BNB 0 0 1
             1 42 West quality Test SOUL BNB 0 0 0

             1 38 West question Control SOUL STAY 0 0 0

 
Paradise 
Valley Spas 1      

It would be illegal if they 
didn’t, and also it looks 
exactly like the sign in front 
of the paradise valley spas 
store 1 1  1  1  20 West quality Test SOUL BNB 1 0 0

             1 23 South quality Control SOUL STAY 0 0 0

             1 23 Northeasttest Control SOUL STAY 0 0 0
             1 28 South check Control SOUL STAY 0 0 0
 Hilton 1      They need to use it       1 35 South question Control SOUL STAY 0 0 0
        1 1     19 West test Test SOUL BNB 1 0 0

             1 40 South survey Test SOUL BNB 0 0 0

             1 46 South survey Test SOUL BNB 0 0 0
             1 36 South quality Control SOUL STAY 0 0 0

             1 40 West question Control SOUL STAY 0 0 0
             1 43 South question Test SOUL BNB 0 0 0

        1 1     25 Midwest test Control SOUL STAY 1 0 0
             1 32 Midwest test Control SOUL STAY 0 0 0
             1 24 Midwest check Test SOUL BNB 0 0 0

             1 69 Midwest survey Control SOUL STAY 0 0 0
        1  1 1 1  31 South quality Test SOUL BNB 1 0 0

             1 35 West check Test SOUL BNB 0 0 0

 Miraval
Canyon 
Ranch 1 1     

influential in popularizing the 
idea of a spa break

spa treatments to fitness 
classes and wellness 
programs       1 46 South quality Control SOUL STAY 0 0 0

 
Time is 
yours 1      Amazing 1  1   1  23 Midwest question Control SOUL STAY 1 0 0

             1 64 South survey Control SOUL STAY 0 0 0
             1 19 South question Test SOUL BNB 0 0 0

             1 26 Midwest question Test SOUL BNB 0 0 0
             1 38 West survey Control SOUL STAY 0 0 0
             1 35 South quality Test SOUL BNB 0 0 0

             1 28 Midwest quality Control SOUL STAY 0 0 0

             1 67 South quality Test SOUL BNB 0 0 0
         1     28 South survey Control SOUL STAY 0 0 0

             1 22 Midwest test Control SOUL STAY 0 0 0
             1 49 South quality Test SOUL BNB 0 0 0

             1 32 West quality Control SOUL STAY 0 0 0

             1 32 West survey Control SOUL STAY 0 0 0
 Soul stay 1      It’s very helpful 1 1 1 1 1   40 South survey Control SOUL STAY 1 0 0

             1 48 South check Test SOUL BNB 0 0 0
             1 46 South test Test SOUL BNB 0 0 0
             1 48 Northeasttest Control SOUL STAY 0 0 0
             1 55 West survey Test SOUL BNB 0 0 0

             1 46 South check Test SOUL BNB 0 0 0

             1 47 Northeastcheck Test SOUL BNB 0 0 0
             1 50 Northeastsurvey Control SOUL STAY 0 0 0
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             1 33 Northeastcheck Control SOUL STAY 0 0 0
             1 32 Northeastquestion Control SOUL STAY 0 0 0
 Walmart 1      It’s good 1 1 1 1  1  30 South check Test SOUL BNB 1 0 0

             1 32 Midwest quality Control SOUL STAY 0 0 0
             1 49 Midwest question Test SOUL BNB 0 0 0
             1 25 South quality Test SOUL BNB 0 0 0
             1 25 West test Test SOUL BNB 0 0 1

        1      53 West survey Control SOUL STAY 1 0 0

        1  1    26 Midwest test Control SOUL STAY 1 0 0
             1 28 South question Test SOUL BNB 0 0 0
             1 56 West check Test SOUL BNB 0 0 0

       1 1      32 Northeastquestion Test SOUL BNB 1 0 1

             1 33 West test Control SOUL STAY 0 0 0

             1 53 Midwest test Control SOUL STAY 0 0 0

 Soul bnb 1      It was listed above       1 23 South survey Test SOUL BNB 0 0 0

 Amazon 1      
It has many versions that will 
get to people.  1  1  1  21 South survey Control SOUL STAY 1 0 0

             1 32 West test Control SOUL STAY 0 0 0

 Soul stay 1      
It is a good brand I like what 
they have to offer. 1   1    34 South check Control SOUL STAY 1 0 0

             1 55 South survey Control SOUL STAY 0 0 0
             1 33 Northeasttest Control SOUL STAY 0 0 0
             1 19 Northeastsurvey Test SOUL BNB 0 0 1
             1 64 South survey Test SOUL BNB 0 0 0

             1 26 South question Test SOUL BNB 0 0 0

             1 39 South survey Test SOUL BNB 0 0 0
       1   1 1   42 Northeastsurvey Test SOUL BNB 1 0 1

             1 39 Northeasttest Test SOUL BNB 0 0 0
             1 34 South check Control SOUL STAY 0 0 0
             1 28 Northeastquality Control SOUL STAY 0 0 0
             1 35 West question Control SOUL STAY 0 0 0

           1   18 Midwest question Control SOUL STAY 0 0 0
             1 29 South question Test SOUL BNB 0 0 1

             1 23 South check Test SOUL BNB 0 0 0
1 Airbnb 1      It is going good       1 28 South question Test SOUL BNB 0 0 1

             1 38 South question Control SOUL STAY 0 0 0

 Spa Nail shops 1 1     
Iys a place that does fa ials 
ans spa They do nails and toes       1 34 South check Test SOUL BNB 0 0 1

             1 36 West check Control SOUL STAY 0 0 0
         1  1   27 West survey Test SOUL BNB 0 0 0
             1 60 South quality Control SOUL STAY 0 0 0
             1 48 West survey Control SOUL STAY 0 0 0

 none 1      
I have absolutely no idea at 
this point in time       1 68 Northeastquestion Test SOUL BNB 0 0 0

             1 34 South question Test SOUL BNB 0 0 0
             1 39 West survey Test SOUL BNB 0 0 0

             1 20 Northeastquestion Test SOUL BNB 0 0 0

 DeWitt 1      
They are provide good 
services.       1 46 South quality Test SOUL BNB 0 0 0

1 hotel air bnb vrbo motel 6 1 1 1 1   they have getaways
they have getaways and 
remote locations

they have getaways and 
remote locations

they have 
getaways 
and 
remote 
locations       1 25 Northeastcheck Control SOUL STAY 0 0 1

             1 60 West question Control SOUL STAY 0 0 0
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         1 1    35 West check Test SOUL BNB 0 0 0
 Oasis 1      Its reliable       1 47 South quality Control SOUL STAY 0 0 0

 soul bnb 1      
it is very good company that 
offers good       1 49 Midwest test Test SOUL BNB 0 0 0

             1 56 South question Control SOUL STAY 0 0 0
             1 24 Northeasttest Test SOUL BNB 0 0 0
             1 57 West check Control SOUL STAY 0 0 0

 

Has a 
getaway 
flexible,ser
vice 
definite 
choose 1      

Fast service very good one 
staff are friendly      1  54 Northeastsurvey Control SOUL STAY 0 0 0

             1 25 Northeastquality Test SOUL BNB 0 0 1
             1 55 South check Test SOUL BNB 0 0 0
             1 53 Midwest question Test SOUL BNB 0 0 0
             1 49 West survey Control SOUL STAY 0 0 0
             1 29 Northeastcheck Control SOUL STAY 0 0 0
             1 24 South question Control SOUL STAY 0 0 0
             1 18 Northeastcheck Test SOUL BNB 0 0 0

             1 24 Midwest question Test SOUL BNB 0 1 1
             1 48 Northeastquestion Control SOUL STAY 0 0 0

 

Total 
Health and 
Wellness 1      

Great staff, friendly and 
courteous.       1 63 West check Control SOUL STAY 0 0 0

       1 1 1     45 West check Test SOUL BNB 1 0 0

             1 56 Midwest check Control SOUL STAY 0 0 0

             1 60 West survey Test SOUL BNB 0 0 1
             1 46 West quality Test SOUL BNB 0 0 0

 Hilton 1      
It seems like something they 
would have       1 20 Northeastsurvey Control SOUL STAY 0 0 0

9 Booby 1      

The new rules would be 
similar in nature but more 
like an amendment that 
allows for the use and 
protection  1  1    20 Northeastcheck Control SOUL STAY 1 1 0

 
COMO 
Shambhala

The Ranch 
Malibu

One&Only 
Resorts 1 1 1    

COMO Shambhala is known 
for its wellness retreats that 
combine luxurious spa 
treatments with holistic 
health practices such as 
yoga, meditation, and 
nutrition. They offer wellness 
programs in serene and 
remote locations, focusing 
on rejuvenating the mind, 
body, and spirit.

The Ranch Malibu offers 
immersive wellness 
retreats focused on 
fitness, nutrition, and 
mindfulness. They provide 
guests with 
transformative 
experiences in secluded 
and natural settings, 
aligning with the idea of 
wellness getaways offered 
by "SOUL BNB."

One&Only Resorts provide 
luxury accommodations 
and spa experiences in 
exotic and secluded 
locations. They emphasize 
personalized wellness 
journeys that include spa 
treatments and holistic 
activities designed to 
promote overall well-
being.       1 57 Midwest test Test SOUL BNB 0 0 0

             1 31 South quality Control SOUL STAY 0 0 0
             1 34 Midwest test Test SOUL BNB 0 0 1
             1 27 South quality Test SOUL BNB 0 0 0

             1 50 South question Control SOUL STAY 0 0 0
             1 26 West question Test SOUL BNB 0 0 0
             1 52 South check Test SOUL BNB 0 0 0
             1 33 South check Control SOUL STAY 0 0 0
             1 29 Northeastquality Control SOUL STAY 0 0 0
             1 35 Midwest survey Control SOUL STAY 0 0 0
             1 39 Midwest test Test SOUL BNB 0 0 0
       1  1  1   27 South quality Test SOUL BNB 1 0 0

             1 28 South check Test SOUL BNB 0 0 0

             1 38 West question Control SOUL STAY 0 0 0
             1 41 Northeastsurvey Test SOUL BNB 0 0 0
             1 73 Northeastsurvey Test SOUL BNB 0 0 0
             1 32 Midwest test Test SOUL BNB 0 0 0
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             1 22 South quality Test SOUL BNB 0 0 0

             1 33 South test Control SOUL STAY 0 0 0

             1 22 West check Control SOUL STAY 0 0 0
             1 29 West question Test SOUL BNB 0 0 0
             1 26 West check Control SOUL STAY 0 0 0

             1 45 West check Test SOUL BNB 0 0 1
             1 45 Northeastcheck Test SOUL BNB 0 0 0
             1 22 West test Control SOUL STAY 0 0 0
             1 27 Midwest quality Control SOUL STAY 0 0 0

 Maxi  1    9 Maxi to do  1 1 1    32 South quality Test SOUL BNB 1 1 0

             1 25 Midwest question Control SOUL STAY 0 0 0

             1 62 Midwest quality Control SOUL STAY 0 0 0
             1 64 Midwest quality Test SOUL BNB 0 0 0

 Health spa 1      Its only possible choice 1       50 Midwest test Control SOUL STAY 1 0 0
             1 57 South question Test SOUL BNB 0 0 0
             1 69 South test Control SOUL STAY 0 0 0

             1 50 South test Test SOUL BNB 0 0 1
             1 65 Midwest check Test SOUL BNB 0 0 0
             1 66 Midwest quality Control SOUL STAY 0 0 0
             1 67 Midwest survey Control SOUL STAY 0 0 0
             1 59 Northeastquestion Control SOUL STAY 0 0 0

             1 57 Midwest check Test SOUL BNB 0 0 0

             1 69 West survey Test SOUL BNB 0 0 0
             1 46 Northeastsurvey Test SOUL BNB 0 0 0
             1 37 South quality Control SOUL STAY 0 0 0

 
Hyatt 
suites 1      It matches their logo       1 39 West question Test SOUL BNB 0 0 0

             1 30 South question Control SOUL STAY 0 0 0

             1 49 Midwest check Test SOUL BNB 0 0 0
             1 47 South question Control SOUL STAY 0 0 0
             1 47 South test Control SOUL STAY 0 0 0

             1 32 South survey Control SOUL STAY 0 0 0
             1 67 Northeastquality Test SOUL BNB 0 0 0
             1 62 South check Control SOUL STAY 0 0 0
             1 33 Midwest test Test SOUL BNB 0 0 0

             1 37 Northeastquestion Control SOUL STAY 0 0 0
             1 24 South survey Test SOUL BNB 0 0 0
             1 39 South check Control SOUL STAY 0 0 0

             1 43 West survey Test SOUL BNB 0 0 0
             1 30 Midwest test Control SOUL STAY 0 0 0

             1 32 Northeastquestion Control SOUL STAY 0 0 0

             1 41 South quality Test SOUL BNB 0 0 0
             1 18 Midwest survey Control SOUL STAY 0 0 0

             1 26 South test Test SOUL BNB 0 0 1
             1 27 Midwest check Test SOUL BNB 0 0 0
             1 59 South check Control SOUL STAY 0 0 0
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             1 33 South quality Control SOUL STAY 0 0 0
             1 25 Midwest test Test SOUL BNB 0 0 0

 

Higher 
Logic 
Vanilla 1      

Take a look at these 
examples of brands with 
souls, and get equipped to 
brainstorm some creative 
ways to show off your 
brand's soul, capture loyal 
customers.       1 40 South quality Test SOUL BNB 0 0 0

             1 31 Midwest quality Control SOUL STAY 0 0 1

1 Air BNB 1      The name       1 24 Midwest test Test SOUL BNB 0 0 1
             1 53 South survey Control SOUL STAY 0 0 0
             1 52 South check Control SOUL STAY 0 0 0

 
the spa 
services 1      

They would do this type of 
things       1 24 West question Test SOUL BNB 0 0 0

             1 21 South survey Test SOUL BNB 0 0 0
             1 30 South quality Control SOUL STAY 0 0 0

 Fenty 1      

Because of this being a 
luxurious service I associate 
it with the brand       1 42 Northeastsurvey Test SOUL BNB 0 0 0

             1 46 Northeasttest Test SOUL BNB 0 0 0
             1 54 West survey Control SOUL STAY 0 0 0
       1       27 South quality Test SOUL BNB 1 0 0

             1 53 Northeastcheck Control SOUL STAY 0 0 0

        1   1 1  25 South test Control SOUL STAY 1 0 0

 Bonvoy 1      
Its very innovative and very 
responsible       1 46 South quality Control SOUL STAY 0 0 0

 All good 1      Easy       1 51 West question Test SOUL BNB 0 0 0
             1 18 Midwest test Test SOUL BNB 0 0 0

 BNB     1  
Remote 
Location       1 77 South quality Test SOUL BNB 0 0 0

             1 24 Northeastcheck Control SOUL STAY 0 0 0

 Idk 1      Idk       1 24 South quality Control SOUL STAY 0 0 0

 Hilton 1      
Because of the same reason 
stated before       1 31 South quality Test SOUL BNB 0 0 0

             1 47 South check Test SOUL BNB 0 0 0

 
Massage 
Therapy 1      

There are plenty of locations 
available.   1     29 South survey Control SOUL STAY 0 0 0

             1 49 West quality Test SOUL BNB 0 0 0
       1     1  40 South check Test SOUL BNB 1 0 0
             1 47 Northeastquestion Control SOUL STAY 0 0 0

             1 26 South check Test SOUL BNB 0 0 0

             1 35 Northeastquality Control SOUL STAY 0 0 0
             1 36 Northeasttest Test SOUL BNB 0 0 1

             1 33 West quality Test SOUL BNB 0 0 0
             1 33 Northeastquestion Control SOUL STAY 0 0 0

 SohoSpas MedSpa 1  1    
They offer everything listed 
above.

They have difffent 
locations.       1 31 Northeastquality Control SOUL STAY 0 0 0

 Golds gym 1      They are really amazing       1 44 South check Control SOUL STAY 0 0 0
             1 41 South question Test SOUL BNB 0 0 0
             1 22 South quality Test SOUL BNB 0 0 0
             1 32 Northeastquality Control SOUL STAY 0 0 0

             1 38 Midwest test Control SOUL STAY 0 0 0
             1 61 South check Test SOUL BNB 0 0 0

             1 38 West survey Test SOUL BNB 0 0 0

             1 40 West test Control SOUL STAY 0 0 0
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             1 22 Northeastsurvey Control SOUL STAY 0 0 0

 It bnb 1      
Because they re ffiliated with 
the brand       1 42 South test Test SOUL BNB 0 0 1

 Nordstrom 1      
They need financial backing 
and a marketing campaign       1 66 West question Test SOUL BNB 0 0 0

             1 34 South survey Control SOUL STAY 0 0 0
             1 25 Northeasttest Test SOUL BNB 0 0 0

 Lularue 1      Because they sell yoga pants       1 39 Northeastcheck Control SOUL STAY 0 0 0
             1 43 Northeastquality Control SOUL STAY 0 0 0
             1 75 South question Test SOUL BNB 0 0 0

             1 34 South check Test SOUL BNB 0 0 0
        1 1 1    26 West check Test SOUL BNB 1 0 0
             1 48 Northeastquality Control SOUL STAY 0 0 0
             1 47 South survey Control SOUL STAY 0 0 0
             1 66 Midwest check Test SOUL BNB 0 0 0

 Hilton 1      Luxury       1 45 Northeastquality Control SOUL STAY 0 0 0
9 My bop 1     9 Wear the sia  1   1   25 Midwest quality Control SOUL STAY 1 1 0

       1 1      35 South survey Test SOUL BNB 1 0 0

             1 67 South question Control SOUL STAY 0 0 0

             1 35 South test Control SOUL STAY 0 0 0
             1 42 Midwest check Control SOUL STAY 0 0 0
             1 32 South survey Test SOUL BNB 0 0 0
             1 34 South test Control SOUL STAY 0 0 0

         1 1 1   23 South question Test SOUL BNB 0 0 0

             1 32 Midwest survey Control SOUL STAY 0 0 0

             1 79 Northeastcheck Test SOUL BNB 0 0 0
             1 58 South question Test SOUL BNB 0 0 0

             1 33 Midwest check Test SOUL BNB 0 0 1
             1 57 South check Control SOUL STAY 0 0 0

1 Air BNB 1      
Because of the BNB in the 
name       1 31 Northeastquestion Test SOUL BNB 0 0 1

             1 35 Midwest survey Control SOUL STAY 0 0 0
             1 68 South check Control SOUL STAY 0 0 0
             1 20 South test Control SOUL STAY 0 0 0

             1 51 South test Test SOUL BNB 0 0 1

             1 54 South question Control SOUL STAY 0 0 0
             1 46 South survey Test SOUL BNB 0 0 0
             1 47 South survey Test SOUL BNB 0 0 0
             1 49 Northeastsurvey Control SOUL STAY 0 0 0
             1 64 West question Control SOUL STAY 0 0 0

 Serenity 1      It gives the best service 1  1   1  56 South question Test SOUL BNB 1 0 0
             1 53 Northeastquality Test SOUL BNB 0 0 1

             1 64 Midwest test Control SOUL STAY 0 0 0
             1 77 Midwest survey Control SOUL STAY 0 0 0
             1 20 Northeastquality Test SOUL BNB 0 0 0

             1 65 Midwest check Control SOUL STAY 0 0 0

1 Air bnb 1      

I think they would have to, 
because I'm sure air bnb 
lawyers have seen to it that 
the bnb part of the name is 
protected.       1 50 Midwest survey Test SOUL BNB 0 0 1

             1 30 Midwest test Test SOUL BNB 0 0 0
             1 43 South quality Control SOUL STAY 0 0 0
             1 42 South quality Test SOUL BNB 0 0 1

 
Massage 
Envy Elements

Chemical 
Massage 1 1 1    They give good attention They give good massage They give good massage       1 35 Northeastquality Control SOUL STAY 0 0 0

           1   66 South survey Control SOUL STAY 0 0 0
             1 30 Midwest quality Test SOUL BNB 0 0 0
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             1 52 South survey Test SOUL BNB 0 0 0
             1 37 Northeastcheck Control SOUL STAY 0 0 0
             1 37 South test Test SOUL BNB 0 0 0
             1 50 Midwest question Test SOUL BNB 0 0 0

             1 32 South question Test SOUL BNB 0 0 0
             1 27 Northeastquality Control SOUL STAY 0 0 0

             1 30 Northeastquality Control SOUL STAY 0 0 0
             1 65 South test Control SOUL STAY 0 0 0

             1 34 West quality Test SOUL BNB 0 0 0
             1 30 Midwest quality Test SOUL BNB 0 0 0

             1 31 South test Control SOUL STAY 0 0 0

             1 34 Northeasttest Control SOUL STAY 0 0 0
             1 22 Northeastsurvey Test SOUL BNB 0 0 0
             1 20 South quality Control SOUL STAY 0 0 0
             1 52 West quality Test SOUL BNB 0 0 0

 
Bienestar 
de tu piel 1      Yea       1 20 South survey Control SOUL STAY 0 0 0

 Health Usa health 1 1     very favorite i love this       1 52 West test Control SOUL STAY 0 0 0

             1 23 Midwest quality Test SOUL BNB 0 0 0

             1 63 West question Control SOUL STAY 0 0 0
             1 68 South quality Test SOUL BNB 0 0 0
             1 42 Midwest test Control SOUL STAY 0 0 0
             1 67 West quality Test SOUL BNB 0 0 0
             1 32 South check Control SOUL STAY 0 0 0
             1 70 South question Test SOUL BNB 0 0 0

             1 31 Northeastcheck Control SOUL STAY 0 0 0
       1 1 1     19 Midwest question Test SOUL BNB 1 0 0
             1 47 West quality Test SOUL BNB 0 0 0
             1 62 West question Control SOUL STAY 0 0 0
         1     25 Midwest check Test SOUL BNB 0 0 0
             1 47 South quality Control SOUL STAY 0 0 0
           1   36 West quality Control SOUL STAY 0 0 0
             1 35 South check Test SOUL BNB 0 0 0
             1 52 South test Test SOUL BNB 0 0 0
             1 35 South test Test SOUL BNB 0 0 1

             1 40 Northeastquestion Control SOUL STAY 0 0 0
             1 49 South quality Control SOUL STAY 0 0 0
             1 39 Midwest question Test SOUL BNB 0 0 0

 
gangnam 
spa 1      

another location you can 
make a reservation and be 
able to drive to it’s own 
location       1 22 South check Test SOUL BNB 0 0 0

             1 30 South test Control SOUL STAY 0 0 0

             1 30 South survey Test SOUL BNB 0 0 1
             1 36 Midwest test Control SOUL STAY 0 0 0
             1 35 Northeastcheck Control SOUL STAY 0 0 0
             1 32 South survey Test SOUL BNB 0 0 0
             1 45 South survey Control SOUL STAY 0 0 0
 Not sure 1      Not sure   1 1  1  25 South quality Control SOUL STAY 0 0 0

             1 49 South test Control SOUL STAY 0 0 0
             1 58 Midwest quality Test SOUL BNB 0 0 0
             1 34 South quality Test SOUL BNB 0 0 0

             1 48 Midwest check Control SOUL STAY 0 0 0

        1      37 South question Control SOUL STAY 1 0 0

 Zazu
Premier 
Spa 1 1     

Because they are partners 
with Soul Stay and are a 
great addition.

Premier Spa puts out 
listing services because 
they are under the 
umbrella of Soul Stay.       1 36 Midwest survey Control SOUL STAY 0 0 0
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321

322

323

324
325

326

327
328

329

330

331
332

333

334

335

336

337
338

339
340

341
342
343

344

345

346
347
348

349

350

351

Q10_coding
Q10_1_TE
XT

Q10_2_TE
XT

Q10_3_TE
XT

Q10_4_TE
XT

Q10_5_TE
XT Q11_1 Q11_2 Q11_3 Q11_4 Q11_5 Q11_coding Q11_1_TEXT Q11_2_TEXT Q11_3_TEXT

Q11_4_TE
XT

Q11_5_TE
XT Q12_1 Q12_2 Q12_3 Q12_4Q12_5 Q12_6 Q12_7 age Region S9.0 Cell Name Affiliated Nonsense Mentions

             1 35 South survey Control SOUL STAY 0 0 0

             1 53 Northeastquality Test SOUL BNB 0 0 1

             1 38 South check Test SOUL BNB 0 0 0

             1 24 West question Control SOUL STAY 0 0 0
             1 58 South quality Control SOUL STAY 0 0 0

 
Massage 
envy 1      

To attract a different 
demographic       1 40 Midwest test Control SOUL STAY 0 0 0

 Zumba 1      
Similar theme to Zumba, 
rhythmic and relaxing       1 49 West survey Test SOUL BNB 0 0 0

             1 43 South question Control SOUL STAY 0 0 0

1 Airbnb 1      It sounds similar to Airbnb 1 1   1   34 Midwest question Test SOUL BNB 1 0 1

             1 34 South survey Control SOUL STAY 0 0 0

             1 34 South quality Test SOUL BNB 0 0 0
             1 28 South question Test SOUL BNB 0 0 0

             1 22 Northeastsurvey Test SOUL BNB 0 0 0

          1    44 Northeastquestion Test SOUL BNB 0 0 0

             1 70 West quality Control SOUL STAY 0 0 0

             1 40 West survey Control SOUL STAY 0 0 0

             1 36 West survey Test SOUL BNB 0 0 0
             1 40 Midwest check Test SOUL BNB 0 0 0

             1 27 South check Control SOUL STAY 0 0 0
             1 49 South question Control SOUL STAY 0 0 0

             1 44 Midwest quality Test SOUL BNB 0 0 0
             1 50 South check Test SOUL BNB 0 0 0
             1 61 Northeasttest Control SOUL STAY 0 0 0

             1 37 South question Test SOUL BNB 0 0 0

 
I dont 
know 1      

Because if they didnt they 
couldnt use it without getting 
sued.       1 45 South question Test SOUL BNB 0 0 0

 Adolphus W 1 1     

It has a great spa service, and 
I actually think they are 
affiliated

I have seen this spa 
service, and it matches it 
aspect.       1 34 South check Test SOUL BNB 0 0 0

             1 30 Northeastcheck Control SOUL STAY 0 0 0
             1 59 West survey Control SOUL STAY 0 0 0

             1 67 Northeastcheck Control SOUL STAY 0 0 0

             1 61 Northeastquestion Test SOUL BNB 0 0 0

9 Yes 1      
There’s not much that’s I’d 
say about this one       1 24 South test Control SOUL STAY 0 1 0
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352

353

354
355

356

357

358
359

360
361
362

363

364

365

366

367

368

369
370

371
372

373
374

375

376
377
378

379

380

381

382

383

384
385

Q10_coding
Q10_1_TE
XT

Q10_2_TE
XT

Q10_3_TE
XT

Q10_4_TE
XT

Q10_5_TE
XT Q11_1 Q11_2 Q11_3 Q11_4 Q11_5 Q11_coding Q11_1_TEXT Q11_2_TEXT Q11_3_TEXT

Q11_4_TE
XT

Q11_5_TE
XT Q12_1 Q12_2 Q12_3 Q12_4Q12_5 Q12_6 Q12_7 age Region S9.0 Cell Name Affiliated Nonsense Mentions

             1 54 South check Control SOUL STAY 0 0 0

             1 43 South survey Test SOUL BNB 0 0 1

             1 32 Midwest survey Test SOUL BNB 0 0 0
             1 52 Midwest check Control SOUL STAY 0 0 0

             1 30 Northeasttest Control SOUL STAY 0 0 0

 Hilton 1      
Because they offers similar 
services       1 51 Northeastquestion Test SOUL BNB 0 0 1

             1 22 South check Test SOUL BNB 0 0 0
             1 26 South quality Control SOUL STAY 0 0 0

 Super 8 1      

They may use them as a 
remote location that they 
work with       1 32 Northeasttest Test SOUL BNB 0 0 0

             1 44 Midwest survey Test SOUL BNB 0 0 0
 None 1      None       1 54 South check Control SOUL STAY 0 0 0

             1 37 South test Control SOUL STAY 0 0 0

             1 68 South check Test SOUL BNB 0 0 1

             1 36 West quality Control SOUL STAY 0 0 0

             1 48 Northeastquality Control SOUL STAY 0 0 0

             1 44 Midwest survey Test SOUL BNB 0 0 0

 
woodhous
e 1      

they have the same services 
available       1 31 West question Test SOUL BNB 0 0 0

             1 42 South survey Control SOUL STAY 0 0 0
             1 51 West survey Test SOUL BNB 0 0 0

         1     39 West check Control SOUL STAY 0 0 0
             1 49 South check Test SOUL BNB 0 0 0

             1 31 West question Test SOUL BNB 0 0 0
             1 54 Midwest quality Control SOUL STAY 0 0 0

             1 54 West survey Test SOUL BNB 0 0 0

             1 34 Midwest test Control SOUL STAY 0 0 0
             1 40 South question Control SOUL STAY 0 0 0
             1 21 South survey Control SOUL STAY 0 0 0

1 Air BNB 1      
It would be common 
courtesy   1     36 South quality Test SOUL BNB 0 0 1

             1 26 West check Control SOUL STAY 0 0 0

 
Hilton 
Hotels

Marriott 
Hotels 1 1     

Because Hilton has many 
exotic locations around the 
globe.

It seems like this is 
something they will do.       1 45 West test Control SOUL STAY 0 0 0

             1 39 South survey Test SOUL BNB 0 0 0

             1 46 West question Test SOUL BNB 0 0 0

 
Wellness 
company 1      

I feel like if they didn’t 
receive permission that this 
would be taken down. So 
that it still is up would 
suggest that they got 
permission to place the ad       1 45 Northeasttest Control SOUL STAY 0 0 0

             1 49 South check Test SOUL BNB 0 0 0
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386
387

388
389
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393

394

395
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397
398
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400
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Q10_coding
Q10_1_TE
XT

Q10_2_TE
XT

Q10_3_TE
XT

Q10_4_TE
XT

Q10_5_TE
XT Q11_1 Q11_2 Q11_3 Q11_4 Q11_5 Q11_coding Q11_1_TEXT Q11_2_TEXT Q11_3_TEXT

Q11_4_TE
XT

Q11_5_TE
XT Q12_1 Q12_2 Q12_3 Q12_4Q12_5 Q12_6 Q12_7 age Region S9.0 Cell Name Affiliated Nonsense Mentions

             1 36 Northeastquestion Test SOUL BNB 0 0 0
             1 70 Northeasttest Control SOUL STAY 0 0 0

        1  1  1  48 South test Test SOUL BNB 1 0 0
             1 27 Northeastcheck Control SOUL STAY 0 0 0
        1  1    35 South quality Test SOUL BNB 1 0 0

             1 39 South survey Test SOUL BNB 0 0 0

             1 34 West check Test SOUL BNB 0 0 1

             1 34 South test Test SOUL BNB 0 0 0

             1 37 West question Control SOUL STAY 0 0 0

        1  1 1   51 West check Control SOUL STAY 1 0 0

             1 37 South check Control SOUL STAY 0 0 0

             1 46 Northeastquestion Control SOUL STAY 0 0 0
 Soul stay 1      Sufficient company   1 1    53 Midwest question Control SOUL STAY 0 0 0

             1 45 South survey Test SOUL BNB 0 0 0
             1 46 South check Test SOUL BNB 0 0 0
 none 1      no others come to mind       1 75 South quality Test SOUL BNB 0 0 0

             1 32 South survey Control SOUL STAY 0 0 0

             1 29 South check Control SOUL STAY 0 0 0
           1   21 West quality Test SOUL BNB 0 0 0
             1 27 South question Test SOUL BNB 0 0 0

             1 56 West quality Test SOUL BNB 0 0 0
             1 32 South question Control SOUL STAY 0 0 0
             1 22 South survey Control SOUL STAY 0 0 0
             1 34 Midwest test Test SOUL BNB 0 0 1
             1 75 Northeastquestion Control SOUL STAY 0 0 0

1 AIRBNB 1      IT SEEMS VERY SIMILAR. 1       33 Midwest survey Test SOUL BNB 1 0 1

 Hyatt Sheridan 1 1     They have health spas on site
They gave health and 
wellness care       1 56 South quality Control SOUL STAY 0 0 0

             1 62 South quality Test SOUL BNB 0 0 0
             1 59 Northeasttest Control SOUL STAY 0 0 0
             1 24 West quality Test SOUL BNB 0 0 0

        1   1 1  22 Northeastsurvey Control SOUL STAY 1 1 0
             1 19 Northeasttest Control SOUL STAY 0 0 0

             1 70 South check Test SOUL BNB 0 0 0

         1 1 1 1  56 South check Control SOUL STAY 0 1 0

             1 30 Northeastcheck Test SOUL BNB 0 0 1

 
Spa 
essentials 1      

Because if they did not it 
would be a copyright 
infringement       1 43 South quality Test SOUL BNB 0 0 0

             1 26 South check Test SOUL BNB 0 0 0

             1 51 South quality Control SOUL STAY 0 0 0
             1 32 South question Control SOUL STAY 0 0 0
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425

426
427

428
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432
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440
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Q10_coding
Q10_1_TE
XT

Q10_2_TE
XT

Q10_3_TE
XT

Q10_4_TE
XT

Q10_5_TE
XT Q11_1 Q11_2 Q11_3 Q11_4 Q11_5 Q11_coding Q11_1_TEXT Q11_2_TEXT Q11_3_TEXT

Q11_4_TE
XT

Q11_5_TE
XT Q12_1 Q12_2 Q12_3 Q12_4Q12_5 Q12_6 Q12_7 age Region S9.0 Cell Name Affiliated Nonsense Mentions

             1 31 South test Test SOUL BNB 0 0 1

             1 67 Northeastquality Control SOUL STAY 0 0 0
             1 41 South quality Control SOUL STAY 0 0 0

             1 41 Midwest check Test SOUL BNB 0 0 0
             1 45 South quality Test SOUL BNB 0 0 0

             1 31 Northeastsurvey Control SOUL STAY 0 0 0

             1 53 South test Test SOUL BNB 0 0 1

             1 29 West quality Test SOUL BNB 0 0 1

           1   34 Northeastsurvey Control SOUL STAY 0 0 0
             1 43 South check Control SOUL STAY 0 0 0

             1 69 West question Control SOUL STAY 0 0 0
             1 40 West question Test SOUL BNB 0 0 0
       1     1  33 South quality Test SOUL BNB 1 0 0

             1 31 Midwest question Control SOUL STAY 0 0 0

             1 47 South test Test SOUL BNB 0 0 0

             1 54 South quality Control SOUL STAY 0 0 0
             1 48 South quality Test SOUL BNB 0 0 0
             1 31 Midwest survey Control SOUL STAY 0 0 0

1 AIRBNB 1      They share the same ending       1 21 Midwest question Test SOUL BNB 0 0 1

        1  1    24 Northeasttest Control SOUL STAY 1 1 0

             1 50 West quality Control SOUL STAY 0 0 0

             1 50 South survey Control SOUL STAY 0 0 0
             1 37 South quality Test SOUL BNB 0 0 1
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Exhibit D:  
Neal Survey Termination Report 
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Exhibit E: 
Neal Survey Screenshots 
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Test Cell Screenshots 

Questions 2-11 
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Control Cell Screenshots 

Questions 2-11 
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Note: Q12 (below) was shown to respondents in both cells. 

 

 

 



IN THE UNITED STATES PATENT AND TRADEMARK OFFICE 

BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD 

AIRBNB, INC., 

Opposer, Opposition No. 91288785 

v. TM:  SOUL BNB 

(App. Ser. No. 97637496) 

SOUL BNB LLC, 

Applicant. 

CERTIFICATE OF SERVICE 

This is to certify that a copy of the foregoing DECLARATION OF DR. DAVID NEAL 

ON BEHALF OF OPPOSER AIRBNB, INC. has been served on Applicant’s correspondent of 

record, Christoper D. Foreman, 131 North El Molino Avenue, Suite 150, Pasadena, California 

91101, by electronic mail to the following email address: 

chris@soulbnb.space 

This 18th day of February, 2025. 

Kris Teilhaber 

/Kris Teilhaber/


