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APPENDIX A

QUESTIONNAIRE

Dear Sir/Madam,

I am Suresh Boraiah, an MBA student of Assumption University, Bangkok. I
am doing this research as a part of the MBA degree Program.

This questionnaire is designed to obtain the information for the study on “The
Relationship between Innovative Personality Traits and Perceived Attributes of
Mercedes Benz cars: A case study of Mercedes Benz car consumers in Sukhumvit
Area, Bangkok”. In order to obtain correct data for analysis, 1 request you to answer

all the questions accurately. Thank you for your participation in this research study.

SCREENING QUESTION:
a. Do you own a luxury car with the brand name Mercedes Benz?

Yes No O

If “Yes™ then proceed to the part I and part II of the questionnaire. If “No” then
proceed to part IT1 of the questionnaire.

Indicate your agreement or disagreement with these statements by selecting the
appropriate response:

1 = Strongly Disagree 3 = Neutral 5 = Strongly Agree

2 =Disagree 4 = Agree



PARTI:
PERCEPTION ABOUT INNOVATIVE PERSONALITY TRAITS

The following are the set of statements that relate to your perception about

your own innovative personality trait:

CONSUMER INNOVATIVENESS 11234135

1. I try my best to gather information on Mercedes Benz
cars as soon as they come info the market.

2. I prefer to buy new models of Mercedes Benz cars even
if I don’t know much about them.

3. I know ail the new models of Mercedes Benz cars that
have been introduced into Thai market recently.

DOGMATISM

1. I prefer to buy an older model of Mercedes Benz car
rather than opting for a totally new model of Mercedes
Benz car.

2, I carefully decide and look for more information about
new models of Mercedes Benz cars,

3.1 feel Mercedes Benz car manufacturer should advertise
adequately about the new models of cars using a
context/verbal appeal.

SOCIAL CHARACTER

1 If ] decide to buy a Mercedes Benz car, 1 seek other
people’s opinion about the car before buving,

2. T prefer ads that feature a popular presenters’ social
acceptance of Mercedes Benz car.

3. I prefer to own a Mercedes Benz car as its prestigious
brand image influences what others think about me.

NEED FOR UNIQUENESS

1. T feel owning a Mercedes Benz car is a way of
differentiating myself from others.

2. 1 prefer Mercedes Benz car as its brand image best
communicates my unigueness.

3. The Mercedes Benz car that I currently own is the one
that best expresses my individuality,

OPTIMUM STIMULATION LEVEL

1. When I see a new model of Mercedes Benz car different
from the usual, I investigate it.

2. 1 enjoy actively exploring new models of Mercedes
Benz cars before buying,

3. When I am bored, going on vacation, driving my
Mercedes Benz car offers a great deal of activity and
excitement.




VARIETY SEEKING

1. 1 dream of owning different and new models of
Mercedes Benz cars.

2. I explore a variety of options before I decide to buy a
new model of Mercedes Benz car.

3. I like to own a new model of Mercedes Benz car that
offers more variety and better features than the old
established model with less variety and features.

CONSUMER MATERIALISM

1. Owning a Mercedes Benz car says a lot about how well
I’m doing in life.

2. Buying a new model] of Mercedes Benz car will give me
a lot of pleasure.

3. I"d be happier, by owning a Mercedes Benz car.,




PART II:
PERCIEVED ATTRIBUTES OF MERCEDES BENZ CARS
The following set of statements that relate to your perceived attributes of

Mercedes Benz cars. Please indicate your agreement or disagreement with these

statements by selecting the appropriate response.

BRAND IMAGE 1| 2:!3;:4]35

1. Mercedes Benz cars have a well established brand
image.

2. Owning a Mercedes Benz car with a strong brand image
enhances my personality.

3. The ideas associated with their respective brand image
of Mercedes Benz cars are similar to my self-image.

PRESTIGE

1. Mercedes Benz cars are prestigious products.

2. Mercedes Benz cars of high prestige reflect the
lifestyles of people who own them.

3. Mercedes Benz cars represent high social class.

CRAFTSMANSHIP

1. Mercedes Benz car represents excellent craftsmanship.

2. Mercedes Benz cars have good functional elegance and
good engineering.

3. Mercedes Benz cars have good inferior and exterior
design with excellent features.

INNOVATION

1. Mercedes Benz car manufacturer offer cars with new
and better technology.

2. Mercedes Benz car manufacturer are good at creating
better designs for their cars.

3. Mercedes Benz car manufacturer offer unique and
variety of new models of cars with a variety of new
fimctions.

PERFORMANCE

1. Mercedes Benz cars offer very good comfort.

2. Mercedes Benz cars offer smoother ride and better road
handling.

3. Mercedes Benz cars offer very good engine
performance.
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Part II1. DEMOGRAPHIC PROFILE

1. Gender

i. Male |
ii. Female o
2. Age

i. 21 -30 years old

ii. 31 — 40 years old

iii. 41 — 50 years old

iv. Above 50 years

3. Education Level

ii.

iii.

iv.

High School

Diploma certificate
Bachelor Degree
Master Degree & above

Others

4. Occupation

i

ii.

ii.

iv.

Private Employee
Business Owner
Public Employee

Others

[ Please Specify:

D Please Specify:




5. Income Level

it

iit.

iv.

100000 - 200600 baht per month
200001 - 300000 baht per month
300001 - 400000 baht per month
400001 - 500000 baht per month

Above 500000  baht per month
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RELIABILITY ANALYSIS OUTPUT

Reliability test is conducted by using Alpha-Coefficient of Cronbach to test the reliability
of the questionnaires and check the results. All questionnaires are processed by the
Statistical Package for Social Science (SPSS) program to calculate the value of the
reliability by using Cronbach Alpha test. Reliability scale is acceptable if the result is at
least 0.60.

RELIABILITY TEST RESULTS

HYPOTHESIS 1

RELIABILITY

kxFF*% Method 1 (space saver) will be used for this analysis #*¥#%*
RELIABILITY ANALYSIS - SCALE (ALPHA)
Reliability Coefficients

NofCases= 356 N of Items = 18

Alpha= .8630

HYPOTHESIS 11

RELIABILITY

**&x4* Method 1 (space saver) will be used for this analysis ***#**
RELIABILITY ANALYSIS - SCALE (ALPHA)
Reliability Coefficients

NofCases= 356 N of Items = 18

Alpha= .8697



HYPOTHESIS HI

RELIABILITY

**#xx* Method 1 (space saver) will be used for this analysis ******
RELIABILITY ANALYSIS - SCALE (ALPHA)
Reliability Coefficients

Nof Cases= 356 N of Items = 18

Alpha= .8868

HYPOTHESIS IV

RELIABILITY

*¥xdaxk Method 1 (space saver) will be used for this analysig ******
RELIABILITY ANALYSIS - SCALE (ALPHA)
Reliability Coefficients

NofCases= 356 NofItems =18

Alpha= 8882

HYPOTHESIS V

RELIABILITY

¥4+ Method 1 (space saver) will be used for this analysis ****%*
RELIABILITY ANALYSIS - SCALE (ALPHA)
Reliability Coefficients

NofCases= 356 Nof Items =18

Alpha= .8834



HYPOTHESIS VI

RELIABILITY

#*%*x++ Method 1 (space saver) will be used for this analysig ¥**¥%*
RELIABILITY ANALYSIS - SCALE (ALPHA)
Reiiability Coefficients

NofCases= 356 Nof ltems= 18

Alpha= .8914

HYPOTHESIS VII

RELIABILITY

*Hkwdx Method 1 (spac§: saver) will be used for this analysig **¥¥*#*
RELIABILITY ANALYSIS - SCALE (ALPHA)
Reliability Coefficients

NofCases= 356 N of Items = 18

Alpha= .8943

HYPOTHESIS VIII

RELIABILITY

¥#x4%* Method 1 (space saver) will be used for this analysis ¥**#**%*
RELIABILITY ANALYSIS - SCALE (ALPHA)
Reliability Coefficients

NofCases= 356 N of Ttems = 36

Alpha= .9007
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GENDER

Frequencies
Statistics
gender
N Valid 356
Missing 0
gender
Cumulative
Freguency Percent Valid Percent Percent
Valid male 258 72.5 72.5 72.5
female 98 27.5 27.5 100.0
Total 356 100.0 100.0
Gender
27.5 %: Male

72.5 %: Female




AGE

Frequencies
Statistics
-2ge
N  Valid 356
Missing 0
age
Cumulative
Frequency Percent Valid Percent Percent
Valid  21-30 years old 144 40.4 40.4 40.4
31-40 years oid 147 413 41.3 81.7
41-50 years old 62 174 17.4 99.2
above 50 years 3 .8 .8 100.0
Total 356 100.0 100.0
Age

0.80%: Above 50 years old
17.5%: 41 — 50 vears old

404%: 21 — 30 vears old

41.3%: 31 — 40 vears old




Statistics
education level
N Vakd 356
Missing )

EDUCATION LEVEL

education level

Cumuiative
Frequency | Percent | Valid Percent Percent
Valid  diploma certificate 5 14 1.4 1.4
bachelor degree 157 44.1 44.1 45.5
master degree and above 191 53.7 53.7 99.2
others 3 8 8 100.0
Total 356 100.0 100.0

Education level

0.80%: Others 1.40%:; Diploma Certificate

44.1%: Bachelor degree

53.7%: Master degree
& zhove




OCCUPATION

Statistics
occupation
N Valid 356
Missing 1]
occupation
Cumulative
Frequency Percent Valid Percent Percent
Valid private 159 44.7 44.7 44.7
employee
business 177 497 49.7 94.4
owner
public
employee 18 5.1 5.1 99.4
others 2 6 b 100.0
Total 356 100.0 100.0
Occupation

0.60%: Others
5.1%: Public Employee

44.1%: Private Employee

49.7%: Business Owners




INCOME LEVEL

Statistics
income level
N Valid - 356
Missing 0

income level

Cumulative
Frequency | Percent | Valid Percent Percent

Valid 100000 - 200000

baht per month 237 66.6 66.6 66.6

200001 - 300000

baht per month 76 21.3 21.3 87.9

300001 - 400000

baht per month 29 8.1 8.1 96.1

400001 - 500000

baht per month 10 2.8 2.8 98.9

above 500000

baht per month 4 11 15 100.0

Total 356 100.0 100.0

Income level

1.1%: Above 500,000 baht per month
2.8%: 400,001 — 500,000 baht per month
8.1%: 300,001 — 400,000 baht per month
21.3%: 200,001 — 300,000 baht per month

66.6%: 100,000 - 200,000 baht per
month’




HYPOTHESIS I:

CONSUMER INNOVATIVENESS AND ATTRIBUTES OF MERCEDES BENZ CARS

Correlations
COMBCI COMBBI
Spearman's tho COMBCI  Correlation Coefficient 1.000 179%
Sig. (2-tailed) . .001
N 356 356
COMBBI  Correlation Coefficient A79% 1.000
Sig. (2-tailed) 001 )
N 356 356
**. Correlation is significant at the 0.01 level (2-tailed).
Correlations
COMBCI | COMBPRE
Spearman's tho  COMBCI  Correlation Coefficient 1,000 .208%7
Sig. {2-tailed) . 000
N 356 356
COMBPRE  Correlation Coefficient .208* 1.000
Sig. (2-tailed) .000 )
N 356 356
**_ Correlation is significant at the 0.01 level (2-tailed).
Correlations
COMBCI | COMBCRA
Spearman’s rho COMBCI Correfation Coefficient 1.000 .232%
Sig. {2-tailed) . .000
N 356 356
COMBCRA  Correlation Coefficient 232% 1.600
Sig. {2-tailed) .000 .
N 356 356

**. Correlation is significant at the 0.01 level (2-tailed).




Correlations

COMBCI | COMBINN
Spearman's rho COMBCI  Correlation Coefficient 1.000 .106*
Sig. (2-tailed) . .046
N 356 356
COMBINN  Correlation Coefficient 106* 1.000
Sig. (2-tailed) .046 .
N 356 356
*. Correlation is significant at the 0.05 level (2-tailed).
Correlations
COMBCI COMBPERQ
Spearman'’s rho  COMBCI Correlation Coefficient 1.000 .195%4
Sig. (2-tailed) . 000
N 356 356
COMBPERQ  Correlation Coefficient .195% 1.000
Sig. (2-tailed) .000 .
N . 356 356
**. Correlation is significant at the 0.01 level (2-tailed),
HYPOTHESIS 11
DOGMATISM AND ATTRIBUTES OF MERCEDES BENZ CARS
Correlations
COMBDOG | COMBBI
Spearman'srho COMBDOG  Correlation Coefficient 1.000 116%*
Sig. (2-tailed) . .028
N 356 356
COMBBI Correlation Coeffictent d16* 1.000
Sig. (2-tailed) .028 .
N 356 356

*. Correlation is significant at the 0.05 level (2-tailed).



Correlations

COMBDOG | COMBPRE
Spearman's rho  COMBDOG  Correlation Coefficient 1.000 J130%
Sig. (2-taited) . .014
N 356 356
COMBPRE  Correlation Coefficient .130% 1.000
Sig. (2-tailed) .014 .
N 356 356
*. Correlation is significant at the 0.05 level (2-tailed).
Correlations
COMBDOG | COMBCRA
Spearman's tho  COMBDOG  Correlation Coefficient 1.000 .244%]
Sig. (2-tailed) . .000
N 356 356
COMBCRA  Correlation Coefficient 244* 1.000
Sig. (2-tailed) .000 .
‘ N 356 356
**. Correfation is significant at the 0.01 level (2-tailed).
Correlations
COMBDOG | COMBINN
Spearman's tho  COMBDOG  Correlation Coefficient 1.000 .180%*
Sig. (2-tailed) ) .001
N 356 356
COMBINN  Correlation Coefficient 180% 1.000
Sig. (2-tailed) .001 ;
N 356 356
**, Correlation is significant at the 0.01 level (2-tailed).
Correlations
COMBDOG { COMBPERQ
Spearman's tho COMBDOG  Correlation Coefficient 1.000 .086
Sig. (2-tailed) . 104
N 356 356
COMBPERQ Correlation Coefficient .086 1,000
Sig, (2-tailed) 104 .
N. 356 356




HYPOTHESIS HI

St. Gabriel's Library, Av

SOCIAL CHARACTER AND ATTRIBUTES OF MERCEDES BENZ CARS

Correlations

COMBSOC | COMBBI
Spearman's tho COMBSOC  Correlation Coefficient 1.000 3729
Sig. (2-tailed) . .000
N 356 356
COMBBI Correlation Coefficient 372% 1.000
Sig. (2-tailed) .000 .
N 356 356
**. Correlation is significant at the 0.01 level (2-tailed).
Correlations
COMBSOC | COMBPRE
Spearman's rho COMBSOC  Correlation Coefficient 1.000 342%
Sig. (2-tailed) . .000
N 356 356
COMBPRE  Correlation Coefficient .342% 1.060
Sig. (2-tailed) .000 .
N 356 356
**. Correlation is significant at the 0.01 level {2-tailed).
Correlations
COMBSOC { COMBCRA
Spearman's tho COMBSOC  Correlation Coefficient 1.000 .282%
Sig. (2-tailed) . 000
N 356 356
COMBCRA  Correlation Coefficient 282% 1.000
Sig. (2-tailed) .000 .
N 356 356

**%, Correlation is significant at the 0.01 level (2-tailed).



Correlations

COMBSOC | COMBINN
Spearman's tho COMBSOC  Correlation Coefficient 1.000 249%
Sig. (2-tailed) . .000
N 356 356
COMBINN  Correlation Coefficient 249% 1.000
Sig. (2-tailed) .000 .
N 356 356
**, Correlation is significant at the 0.01 level (2-tailed).
Correlations
COMBSOC | COMBPERQ
Spearman's rho COMBSOC  Correlation Coefficient 1.000 243%
Sig. (2-tailed) . .000
N 356 356
COMBPERQ  Correlation Coefficient .243* 1.000
Sig. (2-tailed) .000 \
N 356 356

*%, Correlation is significant at the 0.01 jevel (2-tailed).

HYPOTHESIS 1V

NEED FOR UNIQUENESS AND ATTRIBUTES OF MERCEDES BENZ CARS

Correlations
COMBNFU | COMBBI
Spearman’s tho  COMBNFU  Correlation Coefficient 1.000 419%

Sig. (2-tailed) . .000

N 356 356

COMBBI Correlation Coefficient 419% 1.000

Sig. (2-tailed) 000 .

N 356 356

**, Correlation is significant at the 0.01 level (2-tailed).




Correlations

COMBNFU | COMBPRE
Spearman's rho COMBNFU  Correlation Coefficient i.000 321%
Sig. (2-tailed) . .000
N 356 356
COMBPRE  Correlation Coefficient 321%* 1.000
Sig. (2-tailed) .000 .
N 356 356
**. Correlation is significant at the 0.01 level (2-tailed).
Correlations
COMBNFU | COMBCRA
Spearman's tho COMBNFU Correlation Coefficient 1.000 .266%
Sig. (2-tailed) . .000
N 356 356
COMBCRA  Correlation Coefficient .266*] 1.000
Sig. (2-tailed) .000 .
N 356 356
**. Correlation is significant at the 0.01 level (2-tailed).
Correlations
COMBNFU | COMBINN
Spearman's rho COMBNFU  Correlation Coefficient 1.000 .188*7
Sig. (2-tailed) ) .000
N 356 356
COMBINN  Correlation Coefficient .188* 1.000
Sig. (2-tailed) 000 A
N 356 356
**. Correlation is significant at the 0.01 level {2-tailed).
Correlations
COMBNFU | COMBPERQ
Spearman's rho COMBNFU  Correlation Coefficient 1.000 .254%
Sig. (2-tailed) . .000
N 356 356
COMBPERQ  Correlation Coefficient .254% 1.000
Sig. (2-tailed) .000 .
N 356 356

*¥. Correlation is significant at the 0.01 level (2-tailed).




HYPOTHESIS V

OPTIMUM STIMULATION LEVEL AND ATTRIBUTES OF MERCEDES BENZ CARS

Correlations

COMBOSL | COMBBI
Spearman's tho COMBOSL  Correlation Coefficient 1.000 3214
Sig. (2-tailed) . .000
N 356 356
COMBBI Correlation Coefficient 321% 1.000
Sig. (2-tailed) 000 .
N 356 356

**, Correlation is significant at the 0.01 level {2-tailed).

Correlations

COMBOSL | COMBPRE
Spearman's tho COMBOSL  Correlation Coefficient 1.000 311%
Sig. (2-tailed) . .000
N 356 356
COMBPRE  Correlation Coefficient 311* 1.000
Sig. (2-tailed) .000 .
N 356 356

**, Correlation is significant at the 0.01 level (2-tailed).

Correlations

COMBOSL | COMBCRA
Spearman's rho  COMBOSL  Correlation Coefficient 1.000 .383%
Sig. (2-tailed) . .000
N 356 356
COMBCRA  Correlation Coefficient .383% 1.000
Sig. (2-tailed) .000 .
N 356 356

**, Correlation is significant at the 0.01 leve! (2-tailed).



Correlations

- jcomMBOSL | COMBINN
Spearman's rho COMBOSL  Correlation Coefficient 1.000 .285*%
Sig, (2-tailed) . 000
N 356 356
COMBINN  Correlation Coefficient 285 1.006
Sig. (2-tafled) GO0 .
N 356 356
**, Correlation is significant at the 0,01 level (2-tailed).
Correfations
COMBOSL | COMBPERQ
Spearman's rho COMBOSL  Correlation Coefficient 1.000 2B1*
Sig. (2-tailed) . 000
N 356 356
COMBPERQ  Correiation Coefficient 281* 1.008
Sk, (2-tailed) 000 .
i 356 356

**, Correlation is significant &t the 0.01 level (2-tailed).

HYPOTHESIS V1

VARIETY SEEKING AND ATTRIBUTES OF MERCEDES BENZ CARS

Correlations
COMBYS | COMBBL
Spearman's rhe COMBVS  Correlation Coefficient 1.000 364
Sig. {2-tailed) . 000
N 358 356
COMBBI  Correlation Coefficent J3ea* 1.000
Sig. {2-tailed) 000 .
M 356 356

**, Correlation is significant at the 0.01 level (2-tailed).




Correlations

COMBVS | COMBPRE
Spearman'srho COMBVYS  Correlation Coefficient 1.000 374*
Sig. {2-tailed) . .000
N 356 356
COMBPRE Correlation Coefficient 374* 1.000
Sig. (2-tailed) .000 .
N 356 356
**, Correlation is significant at the 0.01 level (2-tailed).
Correlations
: COMBVS | COMBCRA
Spearman'srho COMBVS  Correlation Coefficient 1.000 275%
Sig. (2-tailed) . .000
N 356 356
COMBCRA  Correlation Coefficient 275% 1.000
Sig. (2-tailed) .000 .
N 356 356
**. Correlation is significant at the 0.01 level (2-tailed).
Correlations
COMBVS | COMBINN
Spearman's rho COMBVS  Correlation Coefficient 1.000 .275%
Sig. (2-tailed) . .000
N 356 356
COMBINN  Correlation Coefficient 275%] 1.000
Sig. (2-tailed) .000 .
N 356 356
**, Correlation is significant at the 0.01 leve! (2-tafled).
Correlations
COMBVS | COMBPERQ
Spearman's tho COMBVS Correlation Coefficient i.000 .323*
Sig. (2-tailed) . .000
N 356 356
COMBPERQ Correlation Coefficient .323% 1.000
Sig. (2-tailed) .000 .
N 356 356

**. Correlation is significant at the 0.01 level (2-tailed).




HYPOTHESIS VII

CONSUMER MATERIALISM AND ATTRIBUTES OF MERCEDES BENZ CARS

Correlations
COMBCM | COMBBI
Spearman’s rho  COMBCM  Correlation Coefficient 1.000 .438*

Sig. (2-tailed) . .000

N 356 356

COMBBI  Correlation Coefficient 438% 1.000

Sig. (2-tailed) .000 .

N 356 356

*¥, Correlation is significant at the 0.01 level (2-tailed).

Correlations
COMBCM | COMBPRE
Spearman’'s rho COMBCM  Correlation Coefficient 1.000 426*

Sig. (2-taited) 4 .000

N 356 356

COMBPRE Correlation Coefficient 426%* 1.000

Sig. (2-tailed) .000 .

N 356 356

**, Correlation is significant at the 0.01 level (2-tailed).

Correlations
COMBCM | COMBCRA
Spearman's rho COMBCM  Correlation Coefficient 1.000 .269%

Sig. (2-tailed) . .000

N 356 356

COMBCRA  Correlation Coefficient 269% 1,000

Sig. {2-tailed) .060 .

N 356 356

**_ Correlation is significant at the 0.01 level (2-tailed).



Correlations

COMBCM ; COMBINN
Spearman's tho COMBCM  Correlation Coefficient 1.000 147%3
Sig. (2-tailed) . .006
N 356 356
COMBINN  Correlation Coefficient .147* 1.000
Sig. (2-tailed) .006 .
N 356 356
**. Correlation is significant at the 0.01 Jevel (2-tailed).
Correlations
COMBCM | COMBPERQ
Spearman's tho COMBCM Correlation Coefficient 1.000 275%)
Sig. {2-tailed) . .000
N 356 356
COMBPERQ  Correlation Coefficient 279% 1.000
Sig. (2-tailed) .000 .
N 356 356

**, Correlation is significant at the 0.01 level (2-tailed).

HYPOTHESIS VIII

Correlations

INNOVATIVE PERSONALITY TRAITS AND ATTRIBUTES OF MERCEDES BENZ CARS

COMINPER | COMATMER

Spearman's tho  COMINPER  Correlation Coefficient 1.000 .565%7
Sig. (2-talled) . 000

: N 356 356

COMATMER  Correfation Coefficient 565* 1.000

Sig. {2-tailed) .000 .

N 356 356

**. Correlation is significant at the 0.01 level (2-tailed).
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