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Novelty (seven-point, four-item scale)
Compared to your competitors, the new product you
selected (or its associated marketing program)
- Is really “out of the ordinary.”
- Can be considered as revolutionary.

- Provides radical differences from industry norms.
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3)

- Shows an unconventional way of solving problems.
Meaningfulness (seven-point, four-item scale)

Compared to your competitors, the new product you
selected (or its associated marketing program)

- Is relevant to customers needs and expectations.

- Is considered suitable for customers’ desires.

- Is appropriate for customers needs and expectations.

- Is useful for customers.
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