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T
b 0 cells (.0%) have ‘'expected count less than 5. The minimum expected count is 32.96.
Count 31 119 150 618@) | .734
@n312437 | Expected Count 293 120.8 150.0
% within 91g 20.7% 79.3% 100.0%
Count 44 184 228
GRL 25-44 1) Expected Count 44.5 183.5 228.0
% within 81g 19.3% 80.7% 100.0%
Count 3 19 22
P §
45%3u'ld) | Expected Count 43 17.7 22.0
% within 91g 13.6% 86.4% 100.0%
a 1 cells (16.7%) have expected count less than 5. The minimum expected count is 4.29.
Count 64 247 311 1.036(b) | .309
Expected Count 60.6 2504 311.0
Toa
% within
20.6% 79.4% 100.0%
AMUMN
ADIUNTN
Count 14 75 89
, Expected Count 17.4 71.6 89.0
LU
% within
15.7% 84.3% 100.0%
AOIUMN

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 17.36.

nanome) * TlodAgnRadanss

*%

A o @

Y o

j=2)}

HedAgyn1ad

o

U.10

a

Qﬂ' -
ANIEAY .05




242

Y 1 aa o ' @ @ Y
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9 A [ [ = a ] ::'
ﬂ']\iﬂu(luﬂ\i‘ﬂ'JQ'W5Zuﬂiﬂﬁﬂq‘ﬁﬂW‘\l?NUﬂﬂﬂ\‘iW\U'J%TJ"l'ﬂU

i o Person
manu | lifeAu | Total Sig.
Chi-Square
Count 21 93 114 .118(b) 131
i g Expected Count 222 91.8 114.0
dnlsyang
% within
- 18.4% 81.6% | 100.0%
i M3ANE
MIANEI
Count 57 229 286
| 3 Expected Count 55.8 230.2 286.0
ganlSugad
% within
- 19.9% 80.1% | 100.0%
NIIANHE
Count 4 13 17 4.043(a) .543
é’x%amty Expected Count 3:2 13.8 17.0
% within ©13W 23.5% 76.5% | 100.0%
Count 1 22 23
éﬂ?ﬁﬁ Expected Count 4.4 18.6 23.0
% within 91¥W 43% 95.7% | 100.0%
5 . Count 30 110 140
WUNUUITEN
S o ~ ~ | Expected Count 26.7 1:13.3 140.0
VIT1FNT/IFINTNAD -
- % within 1%W 21.4% 78.6% | 100.0%
21N —t—
5 Count 8 32 40
Aldusaamluns
- Expected Count 7.6 324 40.0
WaR/NBAIANT o
% within 1%W 20.0% 80.0% | 100.0%
i - Count 5 23 28
U INHUM :
, Expected Count 5.3 22.7 28.0
INU -
% within ®1%W 17.9% 82.1% | 100.0%
Count 20 89 109
Inissurindnun Expected Count 20.8 88.2 109.0
% within 2131 18.3% 81.7% | 100.0%
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M0 3 (D) LAAINANIINATDUADA IALEAAISIZHINENEUEN19YTZHINTAEAS AU

WnAnauludmianszuasebogsoveninveunoirnlne
Person
maefu | TufeAu | Total Chi- Sig.
Square
Count 14 16 27
AUsznoums |  Expected Count 15.2 1.8 27.0
% within 913N 40.7% 59.3% | 100.0%
a 2 cells (16.7%) have expected count less than 5. The minimum expected count is 3.24.
xal! Count 66 249 315 | 5.232(a) | 073* |
( UBynNAN B
. Expected Count 59.8 255.2 315.0
49,999 1N 2
% within 3¢/ 10 21.0% 79.0% | 100.0%
Count 5 55 60
h 50,000-94,999
5014 Expected Count 11.4 48.6 60.0
UM 5 :
% within 31810 8.3% 91.7% |  100.0%
Count 4 16 20
95,000 UIN Expected Count 38 16.2 20.0
% within 51¢/100 20.0% 80.0% |  100.0%
a 1 cells (16.7%) have expected count less than 5. The minimum expected count is 3.80.
Count 26 140 166 | 2.662(b) .103
NTAUNWA Expected Count 324 133.6 166.0
. % within AN 15.7% 84.3% | 100.0%
QuauN
Count 52 182 234
auq Expected Count 45.6 188.4 234.0
% within NauMY | 22.2% 77.8% |  100.0%

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 32.37.
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4 aa L4 3 a 1 § 1Y @
A5199 4 LTAIHANMINATOVADA ALAAIS TTHNINGANITTUMSNEUNEINUAMTHAA 19 T

I IANTZUAS AT OYFIVONINNO AN 1Ny

Person
maeny | hifeAu | Total Chi- Sig.
Square
Count " 24 35 | 3.477(b) | 062*
I Expected Count 6.8 28.2 35.0
1995
% within 3Uuuy
Y 31.4% 68.6% 100.0%
JUuuums MIneied
Noane? Count 67 298 365
—— Expected Count 71.2 293.8 365.0
Taildias
% within 3Uuvy
o=y 18.4% 81.6% 100.0%
MINBAUNYI
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 67.00.
Count 50 164 214 | 4981(b | .026*
Ypunim3e | Expected Count 41.4 172.6 214.0
. Y 4 AU % within $1194
MU o 23.4% 76.6% |  100.0%
5 YANANNBINE?
yanan
.4 Count 25 149 174
NBUNY?I
; Expected Count 33.6 140.4 174.0
NINA 4 AU
% within 914U
14.4% 85.6% |  100.0%,

yananne e

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 33.63.
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msveuned ludandanszunseb ogsoveainneuiions Ine

1¥e

W

Total Person Sig.
Woun | wnANm Chi-
HI oML 1,575 Square
1,575 un U
Count - 81 82 163 .011(b) 918
B ald] Expected Count 81.5 81.5 163.0
% within INA 49.7% 50.3% | 100.0%
LWe
Count 113 112 225
1 MY Expected Count 112.5 1125 | 2250
% within tWfl 50.2% 49.8% | 100.0%
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 81.50.
Count 82 65 147 3.811(a) .149
#1n11245 | Expected Count 73.5 735 | 1470
% within 81 55.8% 44.2% | 100.0%
Count 104 116 220
1Y 25-441 | Expected Count 110.0 1100 | 2200
% within 97g 47.3% 52.7% | 100.0%
Count 8 13 21
45 ?Ji‘fu"lﬂ Expected Count 10.5 10.5 21.0
% within 8¢ 38.1% 61.9% | 100.0%
a 0 cells (.0%) have expected count less than 5. The minimum expected count is 10.50.
Count 159 144 303 3.390(b) :
Tan Expected Count 151.5 1515 | 303.0
% within a91HMN 52.5% 47.5% | 100.0%
aAIUNTN
Count 35 50 85
UA Y Expected Count 42.5 42.5 85.0
% within @01UMNN 41.2% - 58.8% | 100.0%

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 42.50.
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Aldemavioufienludandanszunseoysoveninvioaiiornane

19w 1¥e Total Person Sig.
Woundmse | wnpan Chi-
M 1,575 | 1,575 Square
RN 1IN
of Count 60 51 111 | 1.022(b) 312
A1nn
o - Expected Count 55.5 35.5 111.0
UTyns >
i % within M3ANH 54.1% 45.9% | 100.0%
MfNI
. Count 134 143 277
g
- “ Expected Count 138.5 138.5 277.0
USgygyns =
% within M3ANH 48.4% 51.6% | 100.0%
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 55.50.
Count 8 9 17| 9351(a) | .096*
Ai%799% | Expected Count 8.6 8.4 17.0
% within 913 47.1% 52.9% | 100.0%
Count 8 14 22
Ausns Expected Count 1.1 10.9 22.0
% within 915 36.4% 63.6% | 100.0%
WHNIUUTEN | Count 64 74 138
41579%M13/ | Expected Count 69.8 68.2 138.0
. $330MAY | % within 213N 46.4% | 53.6% | 100.0% ’
21N =
Aldussanuly | Count 18 19 37
MINAA/ Expected Count 18.7 18.3 37.0
INHAINT % within 915 48.6% 51.4% | 100.0%
. - Count " 12 16 28
witu inHow
. Expected Count 14.2 13.8 28.0
PRNERLY »
% within 913N 42.9% 57.1% | 100.0%
- B Count 66 40 106
nEou
o Expected Count 53.6 524 106.0
infn -
% within 813 62.3% 37.7% | 100.0%
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1%

Total Person Sig.
teunN | AN Chi-
%30 1,575 Square
Ny UMN
1,575
TN
Count 9 14 23
fszneunis | Expected Count 11.5 145 23.0
K
[ % within 813N 39.1% 60.9% 100.0%
L. Count 154 152 306 | .827(a) 661
UHNN

Expected Count 152.6 153.4 306.0

49,999 1N =
% within 51¢/ 161 50.3% 49.7% 100.0%
Count 30 29 59

" 50,000-

51014 Expected Count 29.4 29.6 59.0

94,999 YN -
% within 51¢/1¢1 50.8% 49.2% 100.0%
Count 8 12 20
95,000 LN Expected Count 10.0 10.0 20.0
% within 57¢/1¢1 40.0% 60.0% 100.0%

a 0 cells (.0%) have expected count less than 5. The minimum expected count is 9.97.
Count 76 86 162 1.060(b) .303
AFUNNA Expected Count 81.0 81.0 162.0
o % within i 46.9% 53.1% |  100.0%
uauN

Count 118 108 226
uq Expected Count 113.0 113.0 226.0
% within 3aumn 522% | 47.8% | 100.0%

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 81.00.
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vound ludanIanszuases oysorveninneaunoxa Ing

15w e Total Person Sig.
Yeunn | AN Chi-
%30 1,575 Square
MY um
1,575
UM
Count 12 23 35| 3.800(b) | :051%
g Expected Count 17.5 17.5 35.0
1973
% within 3UuuUM3
LA 34.3% 65.7% 100.0%
suuvums noaiien
Mo uNe? Count 182 171 353
R . Expected Count 176.5 176.5 353.0
laildiag
% within JUuuuns
. B 51.6% 48.4% 100.0%
noane)
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 17.50.
Count 98 111 209 1.653(b) .199
1puN1M3® | Expected Count 104.2 104.8 209.0
AU 4 AU | % within $14IU
11U P 46.9% | - 53.1% |  100.0%

p YAnanneane? .
yanan b
.4 Count 91 79 170

NoUNY?
, Expected Count 84.8 85.2 170.0
YNNI 4 AU -
% within 314U
53.5% 46.5% 100.0%

yanaiineaiied

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 84.78.
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v
DN

v
nadtne

Total Person Sig.
Hunss 4 Chi-
i3n Square
Count 185 19 204 | .895(b) 344
¥ Expected Count 182.1 21.9 204.0
% within 1WA 90.7% 9.3% 100.0%
WA
Count 172 24 196
N Expected Count 174.9 21.1 196.0
" % within IWf1 87.8% 122% | 100.0%
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 21.07.
Count 45 10 55 | 11.450(a) ’.003**
#1n11247 | Expected Count 49.1 5.9 55.0
% within 91g 81.8% 18.2% 100.0%
Count 275 23 298
GRY 25-441 | Expected Count 266.0 32.0 298.0
% within 91g 92.3% 7.7% 100.0%
Count 37 10 47
45 731a) Expected Count 419 5.1 47.0
% within 97g 78.7% 21.3% 100.0%
a 0 cells (.0%) have expected count less than 5. The minimum expected count is 5.05.
Count 173 24 197 .831(b) 362
Taa Expected Count 175.8 21.2 197.0
% within 014NN 87.8% 12.2% 100.0%
AOIUNN
Count 184 19 203
UAIIU Expected Count 181.2 21.8 203.0
% within G91HNN 90.6% 9.4% 100.0%

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 21.18.
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v 14 '
Nounoa ludavdanszunses og5o1v0uineuneI1v1IA199A

vewfled | vieudied | Total Person | Sig.
iWunss Chi-
{3n Square
] Count 42 8 50 | 1.642(b) | .200
AN
J Expected Count 44.6 5.4 50.0
Usyaes ~
L % within N13ANK 84.0% 16.0% |  100.0%
MIANY
, Count 315 35 350
qann
o i Expected Count 3124 37.6 350.0
Usges »
% within N3ANE 90.0% 10.0% |  100.0%
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 5.38.
Count 152 13 165 | 6.436(a) 376
Expected Count 147.3 17.7 165.0
A% | % within 013N 92.1% 7.9% | 100.0%
Count 47 6 53
fAUSM1s | Expected Count 413 5.1 53.0
% within 1% 88.7% 113% |  100.0%
WUNY | Count 48 8 56
UIEN Expected Count 50.0 6.0 56.0
Y
19519013/ -
. o~ - | % within 219W 85.7% 143% | 100.0% |
219N IPIAMNY y
Aldussau | Count 9 0 9
Tunmswas/ Expected Count 8.0 1.0 9.0
INBAINT | % within ©1FN 100.0% 0% | 100.0%
it Count 58 10 68
inHonl Expected Count 60.7 73 68.0
T | % within 5 915N 85.3% 147% | 100.0%
== Count 33 6 39
nToU
o Expected Count 34.8 4.2 39.0
G B
% within 91%NW 84.6% 15.4% 100.0%

e « TiodAyneadanseay .10

NNADANTLAD .05
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viowdied | vowdied | Total | Person | Sig.
ilunss £ Chi-
1In Square
Count 10 0 10
A5zneuns | Expected Count 8.9 1.1 10.0
% within 913N 100.0% 0% 100.0%
a 3 cells (21.4%) have expected count less than 5. The minimum expected count is .97.
o ; Count 79 12 91 | .732(a) .694
< HBININ
: Expected Count 81.2 9.8 91.0
49,999 U -
% within 31810 86.8% 13.2% 100.0%
Count 151 17 168
\ 50,000- :
¥ Expected Count 149.9 18.1 168.0
5018 | 94,999 un -
% within 51810 89.9% 10.1% | 100.0%
Count 127 14 141
95,000 UM | Expected Count 125.8 15.2 141.0
% within 518160 90.1% 9.9% 100.0%
a 0 cells (.0%) have expected count less than 5. The minimum expected count is 9.78.
Count 277 30 307 | 1.316(b) 251
ATUNN Expected Count 274.0 33.0 307.0
- % within Qa1 90.2% 9.8% |  100.0%
uAUU
Count 80 13 93
U9 Expected Count 83.0 10.0 93.0
% within § auu 86.0% 14.0% 100.0%

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 10.00.
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v A -
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viowdien | veadigd | Total Person | Sig.
lunss £ Chi-
(In Square
Count 64 11 75 1.476(b) 224
B . Expected Count 66.9 8.1 75.0
19915
% within JUuuuns
PRGN I 85.3% 147% | 100.0%
NoINEN
s
i Count 293 32 325
NoUNY?
A Expected Count 290.1 349 325.0
Taildiag
% within gutuuns
i 90.2% 9.8% 100.0%
nounen
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 8.06.
Count 194 16 210 | 7.496(b) | .006%*
"ouniM3e | Expected Count 185.9 24.1 210.0
. WY S AU | % within S101YyARG
U Ei. 5 92.4% 7.6% 100.0%
)y nneaen
yanan
i Count 122 25 147
nouny?
UINNN Expected Count 130.1 16.9 147.0
5 AU % within $142UYAAA N
A0 4 83.0% 17.0% 100.0% )
NMoae ¥

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 16.88.
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13191 10 HAAINANITNATDUADA IAUAAIS Tz INIdNYaz sz N Taa s unISHN

Adnludadanszuase ogsnveninvoufiorradeana

v A
ANAU

Tt

Total Person Sig.
A Chi-Square
Count 120 84 204 .056(b) 812
Al Expected Count 118.8 85.2 204.0
% within (WAl 58.8% 41.2% 100.0%
LWE
Count 113 83 196
TN Expected Count 114.2 81.8 196.0
% within INfl 57.7% 42.3% 100.0%
b 0 cells (.(;%) have expected count less than 5. The minimum expected count is 81.83.
Count 37 18 55 11.668(a) | 003+
§1111247 | Expected Count 32,0 23.0 55.0
% within 91 67.3% 32.7% 100.0%
Count 179 119 298
GRY 25-441 | Expected Count 173.6 | 1244 298.0
% within 91g 60.1% 39.9% 100.0%
Count 17 30 47
45 Tl Expected Count 27.4 19.6 47.0
%o within 91g 36.2% 63.8% 100.0%
a 0 cells (.0%) have expected count less than 5. The minimum expected count is 19.62.
Count 103 94 197 5.681(b) ';.‘0‘,,17** :
et Expected Count 114.8 82.2 197.0
% within a91UMN 52.3% 47.7% 100.0%
TOIUNN
Count 130 73 203
U | Expected Count 1182 84.8 203.0
% within a91UMN 64.0% 36.0% 100.0%

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 82.25.
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v 9

Wnmeauludandanszunsaseyse1veiniouNyIFIANTIA

Y A \p4
many | Tt Total Person Sig.
Au Chi-
Square
Count 29 21 50 .001(b) 969
fnIJIyas | Expected Count 29.1 20.9 50.0
B % within M3ANY1 58.0% | 42.0% | 100.0%
MIfn
Es Count 204 146 350
ganndsgan
E Expected Count 203.9 146.1 350.0
a3
% within M3ANY 583% | 41.7% |  100.0%
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 20.88.
Count 94 71 165 6.200(a) 401
Ai%u3919 | Expected Count 96.1 68.9 165.0
% within 915N 57.0% | 43.0% | 100.0%
Count 28 25 53
Ausns Expected Count 309 22.1 53.0
% within D15W 52.8% | 472% | 100.0%
MINUUTEN | Count 34 27 56
41519Ms/ | Expected Count 326 234 56.0
. §330MNY | % within 013N 60.7% | 393% | 100.0%
219N s :
Aldussamlu | Count 6 3 9
MIHAR/ Expected Count 53 3.8 9.0
INYAINT % within 913N 66.7% | 333% | 100.0%
Vo - Count 45 23 68
Ui nHen
, Expected Count 39.6 28.4 68.0
RRRERIT -
% within 913 66.2% | 33.8% | 100.0%
Count 23 16 39
WniSowinAny1 | Expected Count 227 163 39.0
% within 915N 59.0% | 41.0% | 100.0%
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v 9y A

winAsauludandanszunses ogsaveninreuiivrnine

Manu Taitha Total Person Sig.
=)
AU Chi-
Square
Count 3 7 10
Ausznouns Expected Count 5.8 42 10.0
% within 91¥W 30.0% 70.0% | 100.0%
a 2 cells (14.3%) have expected count less than 5. The minimum expected count is 3.76.
Count 56 35 91 .691(a) .708
o
#1131 49,999 UM | Expected Count 53.0 38.0 91.0
% within 31814 61.5% |  38.5% | 100.0%
Count 98 70 168
.’ 50,000-94,999
5104 Expected Count 97.9 70.1 | 168.0
UM =
% within 57819 58.3% 41.7% | 100.0%
Count 79 62 141
&
95,000 UMAUl1l | Expected Count 82.1 589 | 1410
% within 316160 56.0% | 44.0% | 100.0%
a 0 cells (.0%) have expected count less than 5. The minimum expected count is 37.99.
Count 193 114 307 | 11.571(b) 001 **
Expected Count 178.8 128.2 307.0
yls1l
% within
" 62.9% 37.1% | 100.0%
- AN
QU
Count 40 53 93
A Expected Count 54.2 38.8 93.0
U
% within
- 43.0% 57.0% | 100.0%
idmn

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 38.83.
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Tuimdanszunsefegsoveninieaiioinademna

Manu 139 | Total | Person Sig.
-~
AN Chi-
Square
Count 27 48 75 | 18.791(b) .000**
X Expected Count 43.7 31.3 75.0
19915
% within 3Uuuy
% 36.0% 64.0% | 100.0%
suuuuns MIneaien
Moo Count 206 119 325
oo ¢ Expected Count 189.3 135.7 325.0
Tildas
% within 3Uuuy
e 63.4% 36.6% | 100.0%
NIINBINE
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 31.31.
Count 124 86 210 1.562(b) 211
Wesnim3se | Expected Count 1182 91.8 | 2100
. AU S AU | % within $119u
U a1 P 59.0% 41.0% | 100.0%
a4 ynnanneauned
yanan
- Count 77 70 147
NoInYy
uInNnAN Expected Count 82.8 64.2 147.0
50U % within 914U
52.4% 47.6% | 100.0%

yanatinoahien

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 64.24.
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ﬂ]iN‘ﬁ 12 LL’CTﬂQNﬁﬂ'IiVIﬂﬁ'éJ‘U’cTiWIvlﬂu?(ﬂ’)iizﬁ’JNaﬂ‘Hmz‘ﬂN‘ﬂ53%1ﬂ5ﬁ1ﬁﬁ§ﬂﬁﬂﬂ‘lﬁf’%’lﬂ

M3neung I Ianssuns i 0y5e1U NN OUNIIV1INA

“@ndmde | nah Total Person Sig.
Y 2,500 Chi-
2,500 U U Square
Count 107 96 203 | .112(b) 738
Y Expected Count 105.3 977 203.0
% within IWf 52.7% 47.3% 100.0%
IWF
Count 99 95 194
LN Expected Count 100.7 93.3 194.0
| % within IWfl 51.0% 49.0% 100.0%
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 93.34
Count 30 24 54 2.468(a) 291
#1n1124% | Expected Count 28.0 26.0 54.0
% within 81¢ 55.6% 44.4% 100.0%
Count 157 140 297
91y 25-441 | Expected Count 154.1 142.9 297.0
% within 91¢ 52.9% 47.1% 100.0%
Count 19 27 46
45 T30l Expected Count 23.9 22.1 46.0
% within 91¢ 41.3% 58.7% 100.0%
a2 a0 cells (.0%) have expected count less than 5. The minimum expected count is 22.13.
Count 112 84 196 4.280(b) | .039**
Taa Expected Count 101.7 94.3 196.0
% within D1UMN 57.1% 42.9% 100.0%
aoIuUNN
Count 94 107 201
U Expected Count 104.3 96.7 201.0
% within A9 14NN 46.8% 53.2% 100.0%

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 94.30.
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aldseniseaReluimianszunsalegroeninieauiionnane

@NNHIB | AN | Total | Person | Sig.
Ny 2,500 Chi-
2,500 N UM Square
o B Count 24 24 48 .078(b) .780
AN
o - Expected Count 249 23.1 48.0
Usyaag
. A % within edu recode 50.0% 50.0% | 100.0%
MSANH
. Count 182 167 349
g
- - Expected Count 181.1 167.9 349.0
UTygn3
% within edu recode 52.1% 47.9% | 100.0%
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 23.09.
Count 81 82 163 | 6.089(a) | .413
A%371% | Expected Count 84.6 784 | 163.0
% within 8151 49.7% 50.3% | 100.0%
Count 26 27 53
AusnIs Expected Count 275 255| 530
% within 13N 49.1% 50.9% | 100.0%
WUANUUTEN | Count 24 31 55
51w/ Expected Count 28.5 26.5 55.0
TN, 3FINMAY | % within 01N 43.6% 56.4% | 100.0%
Aldussamulu | Count 4 5 9
NSHAR/ Expected Count 4.7 4.3 9.0
INBAIAT % within 13N 44.4% 55.6% | 100.0%
vy - Count 40 28 68
WU inHo
, Expected Count 353 32.7 68.0
21997 =
% within 91¥W 58.8% 41.2% | 100.0%
Count 25 14 39
WniSourinfAny1 | Expected Count 20.2 188 | 390
% within 913N 64.1% 35.9% | 100.0%
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@nImae | 1N | Total | Person | Sig.
My 2,500 Chi-
2,500 N U Square
Count 6 4 10
Asznoums | Expected Count 52 48| 100
% within 14N 60.0% 40.0% | 100.0%
a 3 cells (21.4%) have expected count less than 5. The minimum expected count is 4.33.
' Count 51 39 90 | 1.833(a) 400
% 111731 49,999
L Expected Count 46.7 433 90.0
UM >
% within 31610 56.7% 43.3% | 100.0%
Count 81 87 168
s - | 50,000-94,999
51018 Expected Count 87.2 80.8 168.0
UM
% within 51810 48.2% 51.8% | 100.0%
2 Count 74 65 139
95,000 VNV
N Expected Count 72.1 66.9 139.0
% within 518160 53.2% 46.8% | 100.0%
a 0 cells (.0%) have expected count less than 5. The minimum expected count is 43.30.
Count 161 145 306 .281(b) .596
AFUNNA Expected Count 158.8 147.2 306.0
- % within a1 52.6% 47.4% | 100.0%
Quamn
Count 45 46 91
uq Expected Count 472 438 | 910
% within Hd M 49.5% 50.5% | 100.0%

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 43.78.
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@NNKIL | 0NN | Total | Person | Sig.
My 2,500 Chi-
2,500 U UM Square
Count 32 42 74 2.723(b) | -099*
T @ Expected Count 38.4 35.6 74.0
19173
% within JUuuumMs
s 43.2% 56.8% | 100.0%
;ﬂuuumi nadne
vieuned Count 174 149 323
. . Expected Count 167.6 1554 323.0
Tai 1993
% within JUuuUMS
ey 53.9% 46.1% | 100.0%
NdINe
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 35.60.
b, Count 114 95 209 3.709(b) | .054*
HagnNN
« + o | Expected Count 105.1 103.9 209.0
nIvmnINy -
. % within 91171
U 5AU g 54.5% 45.5% | 100.0%
A ynnannoadtmen
Yanan
i Count 64 81 145
NadNY
NN Expected Count 72.9 72.1 145.0
5au % within 311U 44.1% 55.9% | 100.0%

yanafinesiie

b 0 cells (.0%) have expected count less than 5. The minimum expected count is 72.09.
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Questionnaire 1B9U3u0u (unwmmﬂfmwmammglﬁﬂ'\)

Dear Respondents

Study of Historic City of Ayutthaya”. There is no right or wrong answers. Your honest response will be valuable to us. All of your
answers will be kept strictly confidential and only be aggregated with all other responses to form an overall picture. Thank you

We are studying “Building Destination Equity and Value for Sustainable Tourism of World Heritage in Thailand: Case

very much for your kindness and effort.

Best regards,
Prof. Dr. Renumas Gulasirima, Asst. Prof. Dr. Panisa Mechinda, Dr. Jirawat Anuwichanont, Assoc. Prof. Sirivan Serirat,

Tel. 0-22818181, 0-2628-6007 Fax. 0-2281-6065

Area of Data Collection

Please place a tick mark (‘/ ) or fill in the space below.

PART 1: Qeneralv information about 'r'eSpqndent,sV&vtheyir trips

A1.

A3.

A4.
AS.

AG.
AT7.
A8.
A9.

Have you ever visited “Historic City of Ayutthaya” before?
[ 1Yes, please indicate the number of visits including this time
What is your travel style?

What is the purpose of your visit? (Answer only one)

[ ] Historical study

[ ] Fully packaged tour

[ ] Others, Please specify

[ ] Partially packaged tour
[ 1 Making merit

[ 1No, this is my first visit.

How many people travelling With you? ............ccooooiimiimiiiieieeieeieee e persons

Are you staying overnight in Ayutthaya?

[ 1Yes, please indicate the number of nights you intend to stay
[ 1No, where will you stay?
When you hear the word “Ayutthaya”, what comes first to your mind?
When you hear the word “Thailand”, what comes first to your mind?
In your opinion, what is unique characteristic of Ayutthaya?

In your opinion, what value does Ayutthaya provide for you?

A10.Please evaluate your favorable level according to the following issues.

Al1.

1. History

. Culture

. Local people

. Foods

. Shopping & Souvenir
. Making merit

O AW W N

. Others, please specify

How much do you spend in Ayutthaya?

1. Travel (approximately)

3. Shopping (approximately)
5. Making merit (approximately)
7. Total spending (approximately)

A12. Why did you travel to Ayutthaya?

A13.How do you travel to Ayutthaya?

-

. Travel costs

. Convenience (Ease) of travel

. Interested in history and culture

2
3
4. Being world heritage site
5

. Recommendation from friends

6. Others, please specify

[ 1by travel agency

Least
Least
Least
Least
Least
Least

Least

(1) ()
(1) (2)
(1)(2)
(1)(2)

2. Accommodation (approximately)
4. Food (approximately)
6. Other, please specify

Least important
Least important
Least important
Least important
Least important

Least important

3
3

(3) (4
(
3
(
(

) (5)
4) (5)
4) (5)
3) (4) (5)
(1) (2) (3) (4) (5)
(1) (2) (3) (4) (5)
) (5)

(1@ G

4
4
4

(1

5
5
5

6) (7)
6) (7)

( Most
(

(6) (7)

(

(

Most
Most
Most
Most
Most
Most

6) (7)
5) (6) (7)
5) (6) (7)
5) (6) (7)

) (2
) (2
) (

) (3) (4) (5) (6) (7)

)
2)

)

(
(3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (8) (7)

(1
(

[ ]1On your own

[ 1 Historical and cultural sight-seeing

Most important
Most important
Most important
Most important
Most important

Most important

[ 1 by myself or friends (skip to Question A15)



270

A14. In case that you use travel agency, please rate their performance in the following aspects?

1. The sales representative served me well. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
2. The sales representative was very helpful. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
3. The sales representative provided me adequate service. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
4. The sales representative makes excessive profit. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
A15.Have you seen any advertisement regarding Ayutthaya? [ 1Yes ~[ 1 No (skip to Question A16)

A16.What is the form of advertisement that yod have seen? (Answer only one)
[1TV [ ] Radio [ 1 Materials [ TInternet
A17.How would you rate the advertisement that you had seen on the following aspects?
1. Unbelievable (1) (2) (3) (4) (5) (6) (7) Believable )
5) (6) (7) Trustworthy
5) (6) (7) Rational

(
5) (6) (7) Informative
(

) ) (
Non trustworthy (1) (2) (3) (4) (
Irrational (1) (2) (3) (4)
Uninformative (1) (2) (3) (4)
)
)
)

Not dealing with facts (1) (2) (3) (4

Unknowledgeable (1) (2) (3) (4) (5) (6) (7) Knowledgeable

5

(

(

(5) (6) (7) Dealing with facts
(

(5) (6

Not affecting my feeling (1) (2) (3) (4 ) Affecting my feeling
Not touching me emotionally (1) (2) (3) (4) (5) (6

)

)

) 7) Touching me emotionally
Not stimulating (1) (2) (3) (4) (5)

)

)

) (7
(6) (7
(6) (
(6) (7) Stimulating
(6) (7
6) (7

© ® N O o A W N

-
e

Not exciting (1) (2) (3) (4) (5
11. Undependable (1) (2) (3) (4) (5

A18.Have you searched for information on Ayutthaya from the website?

6
6

) Exciting
) Dependable

[ 1Yes, Please indicate the name of website .............................o.ooo [ 1 No (skip to Question A20)

A19. Please evaluate the quality of website you had used in searching information regarding Ayutthaya

1. Information Very poor (1) (2) (3) (4) (5) (6) (7) Excellent
2. Intelligent Very poor (1) (2) (3) (4) (5) (8) (7) Excellent
3. Useful Very poor (1) (2) (3) (4) (5) () (7) Excellent
A20. Please evaluate the quality of service encounter provided by service employees during your visit in Ayutthaya
1. The employees were courteous. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
2. The employees were willing to help. Strongly disagree (1) (2) (3) (4) (5) (6) (7) .Strongly agree
3. The employees gave me personal attention. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Stro;gly agree
4. The employees gave me prompt service. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree

A21. Which service encounter that you like most?

[ 1 Travel agency [ ] Tour guide [ ] Restaurant [ 1Souvenir shops [ ] Others, please specify

A22. Which service encounter that you are dissatisfied?

[ ] Travel agency [ 1 Tour gqide” [ 1 Restaurant [ 1Souvenir shops [ ] Others, please specify

B1. Please evaluate the level of familiarity with Ayutthaya
1. Your familiarity with Ayutthaya Unfamiliar (1) (2) (3) (4) (5) (6) (7) Very familiar
2. How are you informed about Ayutthaya? Not at all informed (1) (2) (3) (4) (5) (6) (7) Highly informed
3. Would you consider yourself knowledgeable about Ayutthaya? Know nothing (1) (2) (3) (4) (5) (6) (7) Know a great dez

B2. Attitudes - Destination Awareness about Ayutthaya

1. I have heard of Ayutthaya Indefinitely (1) (2) (3) (4) (5) (6) (7) Definitely
2. | can imagine the characteristics of Ayutthaya Indefinitely (1) (2) (3) (4) (5) (6) (7) Definitely
3. Some characteristics of Ayutthaya come quickly to my mind. Indefinitely (1) (2) (3) (4) (5) (6) (7) Definitely

4. | can recognize Ayutthaya among other destinations as World Heritage Site.Indefinitely (1) (2) (3) (4) (5) (6) (7) Definitely



B3. Attitudes - Affective Image of Ayutthaya
1 Ayutthaya is unpleasant
2. Ayutthaya is distressing
3 Ayutthaya is ugly
4. Ayutthaya is glooming
B4. Attitudes — Cognitive Image of Ayutthaya
1. Ayutthaya has plentiful cultural and historical sites.
2. Aydtthaya has different culture.
3. Ayutthaya is a lovely town.
. Ayutthaya has interesting cultural attraction.

. Ayutthaya is a safe place to visit

4
5
6. Ayutthaya has a well-developed transportation system.
7. Ayutthaya is clean.

8. It is convenient to travel to Ayutthaya.

9. There are many interesting events and festivals in Ayutthaya.
10. There are a wide variety of products available in Ayutthaya.
1. Ayutthaya is a gdod place for shopping.

12. Products in Ayutthaya are high in quality.

13. Food is varied and exotic in Ayutthaya

14. The local people are friendly.

15. The local people are courteoﬁs.

16. The local people are helpful.

17. There are many packaged tours available in Ayutthaya.

18. Good tourist facilities and services are available in Ayutthaya.
BS. Attitudes — Loyalty toward Ayutthaya

1. 1 would recommend others to visit Ayutthaya.

2. 1 would tell others positive things of Ayutthaya.

3. 1 consider myself to be a loyal visitor of Ayutthaya.

4. If I want to travel again, | will visit Ayutthaya.

(1) (2) (3) (4) (5) (6) (
(1) (2) (3) (4) (5) (8) (
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (6) (

Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree

Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree

5. | will visit Ayutthaya even the costs of travelling are increased somewhat.

B6. Attitudes - Overall Satisfaction with Ayutthaya
1. Visiting Ayutthaya is the right decision.
2. | am happy with visiting Ayutthaya.

3. Overall, how satisfied are you with Ayutthaya?

Strongly disagree

Strongly disagree
Strongly disagree

Not at all satisfied

BY7. Attitudes —Quality dimension of perceived value toward Ayutthaya

7)  Pleasant

7)  Relaxing
Pretty
7) Exciting

(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (8) (7)

(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (8) (7)
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Strongly agree
Strongly agree
Strongly agree
Strongly agree
Strongly agree
Strongly agree
Strongly agree
Strongly agree
Strongly agree
Strongly agree
Strongly agree
Strongly agree
Strongly agree
Strongly agree
Strongly agre

Strongly agre

Strongly agree

Strongly agree

Strongly agree
Strongly agree
Strongly agree
Strongly agree

Strongly agree

Strongly agree

Strongly agree
Very satisfied

1. Ayutthaya as tourist destination has outstanding quality.
2. Ayutthaya as tourist destination is very reliable.
3. Ayutthaya as tourist destination is very dependable.

4. Ayutthaya as tourist destination is very consistent.

Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree

(1) (2) (3) (4) (5) (8) (7)
(1) (2) 3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (8) (7)

Emotional response dimension of perceived value toward Ayutthaya

5. Visiting Ayutthaya makes me feel good.

6. Visiting Ayutthaya gives me pleasure.

Strongly disagree

(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (8) (7)

Strongly agree
Strongly agree
Strongly agree
Strongly agree

Strongly agree
Strongly agree

Strongly disagree

7. Visiting Ayutthaya gives me a sense of joy. Strongly disagree (1) (2) (3) (4) (5) (6) (7)

(1) (2) (3) (4) (5) () (7)

Strongly agree

8. Visiting Ayutthaya makes me feel delighted. Strongly disagree Strongly agree
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Monetary price dimension of perceived value toward Ayutthaya

9. Visiting Ayutthaya is a good purchase.
10. Visiting Ayutthaya is worth the money.
11. Visiting Ayutthaya is reasonably priced.

12. Visiting Ayutthaya is economical.

Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree

(1)(2)(3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (6) (7)
(1) (2) (3) (4) (5) (6) (7)

Behavioral price dimension of perceived value toward Ayutthaya

13. A trip to Ayutthaya requires little energy to purchase.

14. A trip to Ayutthaya is easy to shop for.
15. A trip to Ayutthaya requires little effort to buy.
16. A trip to Ayutthaya is easily bought.

Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree

(1) (2) (3) (4) (5) (8) (7)
(1)(2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (6) (7)

Reputation dimension of perceived value toward Ayutthaya

17. Ayutthaya has good reputation.
18. Ayutthaya is respected.

19. Ayutthaya is well thought of.
20. Ayutthaya has status.

Strongly disagree
Strongly disagree
Strongly disagree

Strongly disagree

(1)(2) (3) (4) (5) (8) (7)
(1) (2) (3) (4) (5) (8) (7)
(1)(2) (3) (4) (5) (8) (7)
(1)(2) (3) (4) (5) (6) (7)

Strongly agree
Strongly agree
Strongly agree

Strongly agree

Strongly agree
Strongly agree
Strongly agree
Strongly agree

Strongly agree
Strongly agree
Strongly agree
Strongly agree

21. How would you rate overall perceived value in visiting Ayutthaya. Extremely poor value(1) (2) (3) (4) (5) (6) (7) Extremely good value

B8. Please evaluate the level of attractiveness of the following aspects of Ayutthaya

Your attractiveness/interest/value toward Historic City of

Ayutthaya

Your experience

Level of Attractiveness

Ever Never

Least Less

Moderate
2 3

Much Most
4 5

1. The general attitude towards Historic City of Ayutthaya

2. ldentity of Thai art/architecture in the early stage.

3. Historical/cultural leaming sites

4. Ayutthaya Historical Study Centre AufiAnunwlsiRemans/
AIANAMUBITITRIBEAEN

5. Chao Sam Phraya National Museum WASANMNEDU
WA ANNGEEN

6.Monument of King Naresuan the Great ﬂqﬂitﬁﬂmﬁﬂww
uisAIsIMSIhgNawAT ‘

7.Bang Pa-In Summer Palace 33unsilzau

8. Chantharakasem National Museum W3£51M39UNTINHY

9. The Old Grand Palace of the Ayutthaya Kingdom Ws251934
Tusuagsemn

10. Your overall attitude toward Wat/temple

10.1 Wat Chaiwatthanaram 90 19 imIunsIa

10.2 Wat Thammikarat 3n8930N5%

10.3 Wat Si Sanphet YanszaSasaineo]

10.4 Wat Niwet Thamprawat aTitoAiassnysein

10.5 Wat Yai Chai Mongkhon M \aigeinans

10.6 Wat Suwan Dararam ratchaworawihan ’Yﬂﬂ;’li"imﬂ’lﬂ
FINGIITING

10.7 Wat Phananchoeng Yamiiaifs (wszvmaguazau )

10.8 Wat Phrarama Sanszs1al (Wszvmsgiluazdu q)

10.9 Wat Phutthaisawan awnlarasseitlanings

10.10 Wat Phu Khoa Thong 9L ma4




273

Your attractiveness/interest/value toward Historic City of Your experience i Level of Aftractiveness
Ayutthaya
Yy y Ever Never Least Less Moderate Much Most
1 2 3 4 5

10.11 Wat Maha That 331618

10.12 Wat Ratchaburana IR 6us

10.13 Wat Suan Luang Sobsawan YARIUNRIIALAITTA

10.14 Wat Lokayasutharam 'S'ﬂTanmgﬁ’l‘ﬂN

10.15 Wihan Phra Mongkhon Bophit 3#1SWIENSARLNAS

10.16 StJoseph Church Tuadinyyeauan

11. Your overall attitude toward tourism activities

11.1 Local life style

11.2 Cruising tour for scenery and historical place

11.3 Biking tour, tricycle tour and elephant tour for historical
place

11.4 Shopping Gift & Souvenir

B13. Problems and suggestion regarding to the tourism in Historic City of Ayutthaya

1. Problem

Part S;j-fDemographic question

1. Gender: [ 11. Male [ 12. Female
2. Age: [ 11. Under 15 years [ 12.15-24 years [ ] 3. 25-34 years [ ]4. 35-44 years
[ ]15.45-54 years [ 16.55-64 years [ ]7. 65 years and over

3. Marital status: [ 11. Single [ 12. Married/Living Together [ ] 3. Divorced/Separated/Widowed
4. Education level: [ ] 1. Lower than Bachelor degree [ ]2. Bachelor degree [ 13. Higher than Bachelor degree
5. Occupation:

[ 11. Professionals [ 12. Administrative and Managerial

[ 13. Commercial personnel [ 14. Laborers production

[ 15. Agricultural workers [ ]16. Government /State enterprise officers.

[ 17. Housewives [ 18. Students

[ 19. Retired / Unemployed [ 110. Entrepreneurs

[ 111. Others, please specify

6. Monthly household Income:

[ 12 450- 900 US$./ 15,000 - 29,999 1
[]4.1501-1,950 USS$./50,000 - 64,999 1
(] 6.2,401-2,850 US$./ 80,000 - 94,999 1"
[]8.3301-3,750 US$./110,000 -124,999 11

7. Country of Residence:

[ 11. Less than 450 US$./@1n91 15,000 U

[ 13. 901 - 1,500 US$./30,000-49,999 1w

[ 151,951 -2,400 US$./65,000-79,999 LW

[ 1 7.2851-3,300 US$./95,000-109,999 L

[ 1 9.3,751 US$ and over./125,000 U wsaxn1nnan

[ ] 1. East Asia [ 1 2. Europe [ 1 3. The Americas
[ ] 4. South Asia | [ 1 5. Oceania [ 1 6. Middle East
[ ] 7. Africa [ 1 8. Others, please specify......................
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